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1. HOACHUTEJIbBHASA 3AIIMCKA

3HaHUA U yMEHHs B cdepe AENOBBIX KOMMYHUKAIMM — HEOOXOAUMBIN
AJIEMEHT MpPO(ECCHOHATBHON TMOArOTOBKM CIEUUAINCTOB JOOON OTpaciu, a
OCOOEHHO T€X, YbE II0JI€ JEATEIbHOCTH CBA3aHO C  MEKIYHAapOJIHBIMU
KYJIBTYPHBIMU CBSI3IMU, PEKJIaMOI U OOILIECTBEHHBIMU CBS3SIMH. V3yueHHne OCHOB
JICIIOBOM KOMMYHHUKALIMM U TEPErOBOPHOrO MpoIlecca 3akjaabiBaeT 0aszy i
3(p(EKTUBHOTO B3aUMOJEHCTBUS Oyaymux Npo(EecCHOHATIOB C  JACJIOBBIMU
napTHepaMH UM KOJUIETaMH, 4YTO TIO3BOJUT OpPraHU30BBIBaTh MPOIYKTHBHOE
oOlIeHNE B KOJUUIEKTUBE, MIPEOJ0JIEBaTh KOMMYHUKATUBHBIE Oapbephl, pa3periarhb
KOH(JIMKTBI B CUTYallUsAX J1€JI0BOIO B3aUMOJEHCTBHSL.

VYyeOHas quciuminHa «/JleaoBble KOMMYHHMKAIIMM U OCHOBBI IIEPETOBOPHOIO
mpolecca Ha HMHOCTPAHHOM SI3bIKE» HANpaBlieHa Ha OCBOCHUE CTYACHTaMHU
COBPEMEHHBIX  MATTEPHOB  MNPOPECCHOHATBHOW  HHOS3BIYHOW  KYJIBTYPHI,
npuoOpeTeHNEe HABBIKOB [0 OpraHu3alid JEI0OBOr0 KOMMYHHKAIMOHHOTO
npolecca, UCIOIb30BAaHUIO HOPM CIYKEOHOTO M PEUYeBOrO 3THUKETa B IMpoIiecce
MEXKYJIBTYPHON KOMMYHHUKALUH.

Ileny nanHON y4eOHOM AMCUMIUIMHBI — (QOPMHUPOBAHUE Yy CTYJIEHTOB
TEOPETUUECKUX TPEIACTABICHUN O TEXHOJIOTUSAX KOMMYHUKAIlMU B cdepe
MEXKYJIBTYPHOTO JEIOBOTO B3aUMOACHCTBUS U MPAKTUUYECKUX HABBHIKOB BEICHUS
NIEPETOBOPOB Ha MHOCTPAHHOM SI3BIKE.

[leneBast HampaBIEHHOCTh Y4YEOHOW IUCIUIUIMHBI OMpEAENAeT pelIeHHe
CIEIYIOIIUX 3a0ay:

o oO0ecneyuTh CTYAECHTOB (DaKTUUECKUMHU 3HAHHUAMHU O PA3NIMYHBIX BUAAX,

(dopMax U cpelcTBax J1€JI0BOM KOMMYHUKAIIMA HA THOCTPAHHOM SI3bIKE;

o c(hopMUpOBaTh LIEJOCTHYI) CUCTEMY 3HAHMM O CTPYKTypE€ MEPErOBOPHOIO

IIPOLECCA, OCHOBHBIX CTHJISIX BEJEHUS IEPErOBOPOB, TAKTUKAX IOBEICHUS

IIPU BEJICHUH TIEPErOBOPOB;

e DPAa3BUTh HABBIKM YCTHOM M MUCHMEHHOW KOMMYHHUKAIIMM HA MHOCTPAHHOM
sI3bIKE B c(hepe JAeI0BOTr0 OOIICHNUS;

e Dpa3BuUTh yMEHHA O(P(YEKTUBHOIO B3aUMOJECHCTBUS C 3apyOEKHBIMU
napTHEpamHu B c(pepe MEXTyHAPOIHBIX KYJIBTYPHBIX CBS3EH.

VYyeOHas mporpaMma 1o yueOHON JUCHMILIMHE «/[en0Bble KOMMYHUKALMK U
OCHOBBI IIEPETOBOPHOrO TPOIECCA HAa MHOCTPAHHOM A3BIKE» IPEAYCMaTPUBAET
aKTyaqu3alldi0  MEXIOPEIMETHBIX CBsi3ed C  y4eOHbIMH  JTUCHUIUIMHAMHU
«MHOCTpaHHBI 3bIK (cHelyieKkcuka)», «Mctopus U Teopuss KOMMYHUKALHID,
«TexHOJOruM OpraHu3ali MEXIyHAPOIHBIX KYJIbTYPHBIX CBA3ei», «KynpTypHas
NOJIMTUKA 3apyOeXHBIX CTpaH», «/[enoBoi 3THKET U KOMMyHMKanun», «Teopus
MEXIyHapOAHBIX KYJIbTYPHBIX CBSI3€H» U JP.



Copepxxanne yueOHOUW AMCUMILINHBI «/[enoBble KOMMYHUKAllMU M OCHOBBI
IEPErOBOPHOTO  IpoLlecca HAa  MHOCTPAaHHOM  SI3bIKE»  HAIIpaBJIEHO  Ha
(opMUpOBaHKE CIENYIOIINX CIELUATU3NPOBAHHBIX KOMIIETEHIIHI:

CK-26 — Mcnonb30BaTh TEXHOJIOTUH J€IOBOTO OOLIEHHUS HAa MHOCTPAHHOM
A3BIKE;

CK-27 —IlpuMeHATh HaBBIKM COCTaBJCHHs JAHANOra, IMEpPenucKd U
IIPOBEJICHUS IEPErOBOPOB HA HHOCTPAHHOM SI3bIKE.

B pesynbrate ocBoeHus1 yueOHON AUCHMILTUHBI «J{e0Bble KOMMYHUKAIUH U
OCHOBBI IIEPETOBOPHOIO MPOILECCa HA MHOCTPAHHOM SI3BIKE» CTYIEHTHI JIOJIKHBI
3Hamb:

e 0OCOOEHHOCTH /E€JI0BOM KOMMYHMKAIIMK B YCTHOW U MUCbMEHHOM (opMe;

o TIpaBWJIa BEJCHUS J1€JI0BOM KOPPECTIOHACHIIMN Ha MHOCTPAHHOM SI3BIKE;

e TEXHOJOTHMHM BEACHUSA IEPErOBOPHOTO IMpPOLECCa, €ro ATambl, TAKTHUYECKHE
MIPUEMBI BEJCHUS IIEPETOBOPOB;

¢ OTambl ¥ METOABI OJTOTOBKM K MHOTOCTOPOHHUM JIETIOBBIM MIEPETOBOPAM;

e METO/Ibl BO3/ICHCTBUS HA MAPTHEPA B IEPETOBOPHOM ITPOLIECCE;

e OCHOBHBIE IPUEMBI DPELIECHUS MpOOJEM M MNPUHATUS PEIICHUN B IMpolecce
[IEPErOBOPOB;

¢ COIMOKYJIbTYPHBIE HOPMBI JICTIOBBIX OTHOIICHHI U MpaBUiIa PEUE€BOr0 ITHKETA,
KOTOPBIE MO3BOJISIOT CHEMUANTUCTY 3PPEKTUBHO MCIOIB30BAaTh WHOCTPAHHBIN
A3BIK KaK CPEJICTBO OOIEHUSI B COBPEMEHHOM IOJIUKYIBTYPHOM MHUPE.

CTyneHThl JOJKHBI yMens:

e OCYUIECTBJIAITh KOMMYHHUKALIUIO C HCIOJb30BAHUEM DPA3TOBOPHBIX JIE€JIOBBIX
KJIMILE, C YYETOM MEXKYJIbTYPHBIX pa3jInduii;

e BECTU JEJOBYIO IEPENHUCKY, YUYUThIBasi OCOOEHHOCTH  CTHJIMCTUKU
oQUIMATIBHBIX ITUCEM;

o TMPaBWIbHO BBHIOMPATh KOMMYHHMKATHBHBIE CTpaTe€rMu TMpH OOLIEHUH C
MPECTaBUTEISIMA  PA3IMYHBIX KYJIbTYP B XOJ€ COBELIAHUH, IHUCKYCCHil,
IIEPETOBOPOB;

e pacrmo3HaBaTb MAaHUMYJSATHBHbIE TAKTUKM U TpPUEMbl B  Ipolecce
B3aUMOJENCTBUSI U IPOTUBOCTOSATD UM.

CTyneHThI JOJIKHBI 6/1a0€mb

o HaBbIKAMU O(OPMIIEHHS PEUEBBIX BBICKA3BIBAHWM B COOTBETCTBUM C
rpaMMaTHYECKUMH U JEKCUYECKIMH HOPMaMH YCTHOM M MMCbMEHHOM peyH;

o HaBbIKaMHU BepOAJIbHOTO U HEBEPOAIBHOTO OOIICHHSA C YYETOM HHOS3BIYHOU
KYJbTYPBI;

o HAaBBIKAMU BEJECHMUSI JIEJI0BOM IEPENUCKH;

e CpEICTBAaMU  JIMarHOCTUKM  IEPErOBOPHOIO  CTWUIS  coOeceqHUKa U
KOHKPETHBIMHU TAKTUUECKUMHU ITPUEMAMH JUIsl JOCTUKEHUS pe3yibTaTa;



o TMPEACTABICHUSMHU O TOM, KaK apryMEHTHUPOBAHHO MPEJCTABIATh CBOK TOUKY
3pEHUS IO TEME MTEPErOBOPHOTO MPOLIECCA, 1€IaTh BBIBO/BI.

B uncne 3¢ hekTUBHBIX Memo0oe 00yuenus, criocoOCTBYIOINX OCBOEHUIO
CTyJIEHTaMH Y4€OHOM JHUCUMIUIMHBI «JleoBble KOMMYHUKAIIMM W OCHOBBI
NEPETOBOPHOTO TPOIECCa HAa MHOCTPAHHOM SI3BIKE» M NPUOOPETECHUI0 HMHU
BBIIIICYKA3aHHbBIX 3HAHUI, YMEHUN U HABBIKOB CJIEAYET BbIJICIUTD:

— 3JIEMEHTBl y4eOHO-UCCIEeOBATENILCKON JESTeIbHOCTH, peallu3yeMble Ha
MPAKTUYECKUX 3AHSATHUSAX;

— IIpOo0OJIEeMHbIE METOABI U TEXHOJIOTUH;

— KOMMYHUKATUBHbIE TEXHOJOTUU (TeMaThyeckas IUCKYCCHUS, «MO3TOBOM
HITYPM», I€JI0BBIE UTPHI U JIP.).

VYuebHo-meroauueckuii kommuiekc (YMK) mo mucnumune «JlemoBbie
KOMMYHUKAIIUM ¥ OCHOBBI I€PErOBOPHOrO IpPOLIECCA HA MHOCTPAHHOM SI3BIKE»
CO37aH B COOTBETCTBHMM C OCHOBHBIMH ToJiockeHusiMU Kopekca PecryOnuku
benapych 06 obpazoBanuu ot 13.01.2011, Konnenuueir o0yueHuss ”HOCTpaHHBIM
s3bIKaM B CHCTEME HelpephIiBHOTO oOpa3zoBanus Pecnybnuku benapyce, yueOHOM
NpOrpaMMOM MO  JUCHUIUIMHE  «/leJoBble  KOMMYHUKAaMW W OCHOBBI
MeperoBOPHOro mpoiiecca Ha UHocTpaHHOM s3bike» BI'YKU (2023 1.), a Takxke ¢
OCHOBHBIMU HAIpaBJICHUSIMU TOCYJAapPCTBEHHOW TIOJIUTHKH, OTPAXKEHHBIMU B
[IporpamMmme HENpPEpHIBHOTO BOCHUTAHUS JE€TEM M YyYallehucs MOJIOJCKH B
Pecny6onmike benapyce.

YMK cocTaBieH ¢ y4eToOM CHEAYIOIIHUX MEAArOTMYEeCKUX U METOJIMYECKHUX
MPUHLHIOB: KOMMYHUKATUBHOW HANPABIEHHOCTH, KYJbTYPHON U MEAArOrHYECKON
1€71eCO00Pa3HOCTH, MHTEIPATUBHOCTH, HEJTMHEIHHOCTH, aBTOHOMUU CTY/IEHTOB.

Ilpunyun KOMMYHUKAMUGHOU  HANDPAGIEHHOCMU PEANOJIaract
npeoOiaanre npoOJIEMHO-PEUEBbIX U TBOPUECKUX YIPaKHEHUH W 3aJaHUil Haj
YUCTO JIMHTBUCTHUYECKUMH, PEHPOTYKTUBHO-TPEHUPOBOUYHBIMHU, HCIOJb30BAHHE
ayTEHTHUYHBIX CUTYallil OOLICHHUS, pa3BUTHE YMEHUI CIIOHTAHHOTO pearupoBaHUs
B Ipolecce KOMMYHHUKaIuu, (POpMHUPOBAHUE ICHUXOJOTHYECKOW TOTOBHOCTH K
peaIbHOMY MHOSI3bIYHOMY OOILIEHUIO B PA3IMUHBIX CUTYAIUsX.

Ilpunyun  KyaiemypHoii U  nedazocuveckou  ueaecooo0pasHocmu
OCHOBBIBA€TCSI Ha TIIATEIHLHOM OTOOpE TEMAaTHUKU Kypca, sI3bIKOBOTO, PEYEBOTO U
CTPaHOBEIUYECKOr0 MaTepHuala, a TakKe Ha TUIOJIOTUU 3aaHuil U (opM paboThI ¢
YU4E€TOM BO3MOXXHOTO KOHTEKCTa [EATEIbHOCTH U MOTPEOHOCTEH CTYJIEHTOB.
dopMupoBaHUE COOCTBEHHO KOMMYHUKATUBHBIX M COIMOKYJIBTYPHBIX YMEHUUN
IPOUCXOJUT B COOTBETCTBUHM C HPHUHATBIMM B CTPaHax H3y4yaeMOIO s3bIKa
HOPMAaMH COLMATILHO MPUEMIIEMOTO OOIIIEHUS.

Ilpunyun UHmMeZPamueHoOCmu MPEANOJIaract U3BJICYEHUE U
WCIIOJIb30BAaHUE 3HAHUM PA3JIMYHBIX MPEAMETHBIX JUCUUIUIMH, OAHOBPEMEHHOE



pa3BuTHE Kak COOCTBEHHO KOMMYHHUKATHBHBIX, TaK U MpodeccruoHalbHO-
KOMMYHHMKAaTUBHBIX, UH()OPMALIMOHHBIX, aKaIEMUYECKUX U COLIMATIbHBIX YMEHUH.

Ilpunyun mHenuneiinocmu TpenAlNoNaracT HE IOCIEAOBAaTENbHOE, a
OJIHOBPEMEHHOE  HCIOJb30BAHUE  DPA3NIMYHBIX  MCTOYHUKOB  IOJIyYEHHUS
uHbOpMaIlMKU, POTALMIO paHEe M3yYEeHHOW MH(GOPMAaLMU B PA3IUYHBIX pasneiax
Kypca JiJIsl pelIeHHs] HOBBIX 3a/ad.

Ilpunyun aemonomuu CTyJEHTOB PEaIU3yeTCsi OTKPHITOCTHIO HHPOPMAIIH
JUIL CTYJEHTOB O CTPYKType Kypca, TpeOOBaHUSX K BBINOJHEHUIO 3aJaHUM,
COJIEpP’)KaHUU KOHTPOJSL M KPUTEPUAX OLEHUBAHUS pA3HbIX BUIOB YCTHOU U
NUCBbMEHHON paboThl. OpraHu3anusi ayJIUTOPHOM M CaMOCTOSITENIbHOM paboTh
o0OecrieunBaeT BBICOKMH YPOBEHb JIMYHOM OTBETCTBEHHOCTH CTYyJAEHTa 3a
pe3yabTaThl yueOHOro Tpya.

OCHOBHOI HEJbK Y4EOHO-METOAMYECKOTO KOMILIEKCA IO AUCIUILIMHE
«/lenoBple KOMMYHHMKAllMU U OCHOBBI MEPETOBOPHOIO IMPOLIECCA HA NHOCTPAHHOM
SA3BIKE» SBIISETCS MPEJOCTABICHUE CHCTEMbl JUJAKTUYECKUX CPEACTB IS
(¢opMupoBaHus y OyAyllero creuuaiucTa HHOA3BIYHOW KOMMYHUKATUBHOMN
KOMIIETEHIIUU B cepe JeI0BOTO OOIICHUS. Y U4eOHO-METOAMUYECKUN KOMILJIEKC 10
JUCHMIUINHE «JlenoBble KOMMYHHMKAIIMM U OCHOBBI IEPErOBOPHOIO Ipolecca Ha
VHOCTPAHHOM A3BIKE [IpeIHa3HAYCH InIb: CTYyICHTOB -V
KypcoB cneuuanbHoctd 1-21 04 01 Kynbryposorus (mo HampaBlIEHHAM) IS
HampaBieHus: crnemuanbHocTd 1-21 04 01-02 Kynbryposorust (TipukiamgHasi)
cnenuanuzauui 1-21 04 01-02 02 MeHemKMEHT MEeXIAYHApOAHBIX KYJIbTYpPHBIX
ceszeid u 1-21 04 01-02 03 MeHeqKMEHT pekiamMbl U OOIIECTBEHHBIX CBs3eh [
CTYNIEHM TIOJIyYEHHsS] BBICHIETO 00pa3oBaHusi M TpenojaBarencit  Kadeapbl
oenopycckor u 3apyoexknon ¢unosorun BI'YKUW s mpoBefeHus ayIuTOpPHBIX
MPAKTUYECKUX 3aHSITUI U OpraHu3alii caMOCTOATEIbHON paboThl CTY/IEHTOB.

Crpykrypa YMK cootBercTByeT pexomenaanusm «llomnoxxenus 06 yuebHo-
METOJMYECKOM KOMIUIEKCE Ha YPOBHE BBICHIETO OOpa3oBaHUsS», YTBEPKICHHBIM
MunuctepctBoM oOpazoBanust PecnyOmuku bemapycs 08.11.2022 Ned27 wu
BKJIOUYAET B ce0s1 CIIEYIOIINE Pa3eibl:

Teopernueckmii pa3aes1 COIEPKUT KPaTKyr0 MH(OPMALNIO, TOCBSILEHHYIO
OpraHM3allii YCTHOW MW THMCbMEHHOM [I€JIOBOM KOMMYHHUKAIMHA, OMNUCAHUIO
CyOBEKTOB M TEXHOJIOTUI MIEPErOBOPHOIO IpoLEcca.

B mpaktuueckom pasgene YMK mnpencraBiieHbl: COAEp:KaHUE Pa3IEIOB
yueOHOW AMCUMILIUHBI (AaHTIUICKUHM, HEMEUKUNA 1 (PpaHIly3CKUN S3bIKK); y4eOHO-
METOJUYECKHE KapThbl JUCHUIUIMHBI (QHTTIMACKUNA, HEMEUKUA M (PpaHIly3CKUi
A3bIKH); Y4€OHbIE TEKCTBI U 3a/1aHUs COIJIACHO pa3iesaM IPOrpaMMBbl IO KaXI0My
A3BIKY OTJENBHO.



Paznen YMK, nocBsmeHHbl KOHTPOJIXO 3HAHUH, COINEPKUT METOIUIECKUE
PEKOMEHJIAlMU 110 OpTaHU3allMi CaMOCTOATENbHON pabOThl CTYAEHTOB; MEPEUYCHb
3ananuii Y CP; npuMepHbie 3a/laHusl IO KKJIOMY pa3felny Y4eOHOW JUCIUIUIHHBL
NEpEeYEHb CPEACTB JUArHOCTHKW;, KPUTEPUHM OLEHKU pAa3JIUYHBIX BHJOB
JIESITEIbHOCTH Ha 3a4eTax M0 MHOCTPAHHOMY S3BIKY; TPEOOBaHUS, MIPEIbABISIEMbIC
OpU TPOXOXKICHUU TEKYIIeH aTTecTalluy; COJAEp)KaHME 3adeTra Mo y4eOHOMU
JUCLUIUINHE.

Bcenomorarenbnslii pazaen YMK Bximtouaer B ce0si CIIUCOK OCHOBHOM U
JOTIOJTHUTEIBLHOM JIUTEpaTypbl M TE€PEUEHb AJIEKTPOHHBIX 00pa30BaTENbHBIX
PECypCoB O KaXKJIOMY U3 A3bIKOB (aHTJTUHUCKUHN, HEMELIKUN U (PpaHITy3CKUit).

OOyuenue  aucuuIuinHe  «JlemoBble ~ KOMMYHHMKAllMd M OCHOBBI
IIEPErOBOPHOTO  MPOLECCA HAa HWHOCTPAHHOM  SI3BIKE» OCYILECTBIISIETCA HA
MEXIUCUUIUIMHAPDHOM HWHTETPATUBHOM OCHOBE C YYE€TOM B3aUMOJICHUCTBUS
KOMIIOHEHTOB OOIIETYMaHUTAPHOTO, COLUOKYJIbTYPHOTO M MNPO(ECCHOHATIHLHOTO
OUKJIAa  aKaJeMHYeCKUX JUCHUIUIMH B  COOTBETCTBUM C  MPO(UIBHOMN
CIIeMAIN3alEeN YHUBEPCUTETA.

OcHOBHBIMH (pOpMaMH OPraHU3aLUN YUeOHOT0 MPOLECCa SBISIOTCS:

e AYJIUTOPHBIE NPAKTUYECKUE 3aHATHS MOJI PyKOBOJACTBOM IPETIOABATENS;

e ayIWTOpHAs HMHIMBUIYyalbHAs M TPYIMIOBas CaMOCTOsITeNbHAas padora
CTYJEHTOB, IUIAHUpYEMasi U yIpasisemMas NpernojaBareieM B MPOLECCE
MIPOBEICHUS 3aHITUN;

o BHEayJAUTOpPHAs MHIWBUIyajbHAs U IPYIIOBasl CaMOCTOsITeNIbHAs paboTa
CTyIEHTOB, BBINOJIHSAEMAs IO 33JaHAK0 MW TPU METOOUYECKOM
PYKOBOJICTBE MPENOAAaBATENS U KOHTPOJIUPYEMasi CaMUM CTYyJAEHTOM, a Ha
onpeeIeHHOM dTare 00y4eHHs PernojaBaTeseM.

CornacHo yuyeOHOMY IUJIaHy Ha M3y4YeHHE YYEOHOU TUCHUIUIMHBI «JlemoBbie
KOMMYHUKAIIUM ¥ OCHOBBI IEPErOBOPHOrO MpOILIECCA HA MHOCTPAHHOM SI3BIKE»
orBoguTcs 182 yueOHBIX yaca, U3 HUX 86 ayJUTOPHBIX YAaCOB I THEBHOUM (OPMBI
nosyueHus: oopazoBanus (86 — mpaktudeckue 3aHATHA); 20 ayTUTOPHBIX YacOB
JUIs 3a04HOU (popMbl ToJydeHUs oOpaszoBaHus (20 — mpakTHYECKUE 3aHSITHSA).
VYyebHas AUCHUIUIMHA TNPEIyCMOTpPEHA: [UJIi OHEBHOU (hopmbl TIOTYyUYEHUS
oOpasoBanus B 6, 7 cemecTpax; (opMa KOHTpOJIA — 3a4eT B 6, 7 ceMecTpax; A
3ao0unoii gopmel mnonydeHus obpazoBanus: B 7, 8, 9, 10 cemectpax, dopma
KOHTpOJIs — 3a4eT B 8, 10 cemecTpax.



2. TEOPETUYECKHWM PA3IEJI

YMeHue o001marbcsi, BECTH TMEPErOBOPHI C TMPEJICTABUTENSIMU  JIPYTOM
JIMHTBOKYJITYPbl Ha WHOCTPAHHOM SI3bIKE SIBJIIETCS HEOOXOJUMBIM YCIOBHUEM
YCHEIIHON JeATEeTbHOCTH COBPEMEHHOTO CIEUAIMCTA COOTBETCTBYIOIIETO YPOBHS
U IpouIs.

KoMmmyHukarmst B 1e70Boi cepe MOKET OCYIIECTBIATHCS KaK CHHXPOHHO
(TuyHBIC BCTpeYH, TENCPOHHBIC W BHUIEO 3BOHKU, KOHPEPEHIMU U T.1I.), TaK U
ACUHXPOHHO (TIMCbMa, OJJIEKTPOHHAsl T10YTa, COIMAJIbHBIE CETHU, TOJOCOBHIC
COOOIIEHHUS ).

PaznuuaroT BepOanbHble U HEBEpOaIbHbIC, YCTHBIE U MUCbMEHHBIC, OHJIANH
u oddmaitH BUIBl KOMMYHHMKAIIMH, KOTOpbIE MOTYT OBITh peau30BaHbl B
pa3Ho00Opa3HbIX (opMax, caMbIMU PACIPOCTPAHEHHBIMU W3 KOTOPBIX SIBIISIFOTCS:
COBEIIaHMS, COOpaHUs, IEPETOBOPHI, IPE3ECHTAINH, JCJI0OBAsI MEPEMUCKa, MMEIOIIas
CHenuaIbHyI0 Mpo(heCcCCHOHATBFHYIO HAITPABICHHOCTD.

YcrHasi JesioBasi KOMMYHHMKAIUMSI — 3TO TIPOILIECC B3aMMOJCUCTBUS
JICJIOBBIX MAPTHEPOB, HAPABIICHHBINH HA OPTaHU3aIUI0 M ONTUMHU3AINIO TOTO WIIH
WHOTO BHJIa PEIMETHOMN AESITEIbHOCTU. Y CTHOE JEJI0BOE OOILIEHHUE peaTnu3yeTcs B
dbopme nenoBoii Gecespl, AENOBBIX MEPErOBOPOB, IETOBBIX COBEIIaHUI/cCOOpaHui,
nyOMUYHBIX BBICTYIUICHUHN. [Ipu »TOM JUIsi mIpefCTaBiICHUS KOMIIAHWUH, MPOEKTa
WM TPOAYKTa JJIS MapTHEPOB, MHBECTOPOB WMIIM K€ JJISI IMIUPOKON MyOIMKH BO
BpeMs (popymoB, KOH(EpEHIM, CAaMMHUTOB, YacTO UCIOJB3YETCs JIeIOBas
npe3eHTanus. [Ipe3eHTanusi npezamnosaraeT MOATOTOBKY, KOTOpas KacaeTcs Kak
UH()OPMAITMOHHON YaCTH, TaK M CAMOTO ITOCTPOCHHSI BBICTYILICHHUS.

Crenrukoi 1e710BOro oOMIEHUS BBICTYIIAET PETJIAMEHT, BBIPAKAIOIITUICS B
MOJYMHCHUH YCTAHOBJICHHBIM OTPAaHUYCHUSAM, KYJIbTYPHBIM M HAIMOHAIBHBIM
TPaJAUIHIAM, STHUYESCKUM TPO(HEeCCHOHATBLHBIM MPUHITAIIAM.

O} heKTUBHOCTh COBPEMEHHBIX JICJIOBBIX KOMMYHHUKAIIMi BO MHOTOM
3aBUCHUT OT YMEHHUSI YUYUTHIBATh HAIIMOHAIbHBIE OCOOCHHOCTH, TPAAUIIUKA U OObIYan
YYaCTHUKOB meperoBopoB. Cpeau 1enoBbIX KYJIbTYp, KaK MPaBHUIIO, BBIJCISIIOT JBa
nonoca — 3To BoctouHast aenoBas KyiapTypa W 3amaaHas jaenoBas KyibTypa. K
3anagHbIM KyJbTypaM OTHOCAT aMEPUKAHCKHUE M 3amaJHOCBPOINEHCKHUE JEIOBBIC
KYJbTYpHhI, @ K BOCTOUHBIM - I€TOBBIC KYJBTYPBI TAaKUX CTpaH Kak SAmonus, Kuraii,
TaitBanp, CuHramyp u crtpanbl uciiamMa. Tak Kak 0COOCHHOCTH BeJeHUs Ou3Heca
3aBUCSAT OT KYJBTYPhI CTPaHbl M OTPAXKAIOTCS HA JIETOBBIX B3AUMOOTHOIICHUSX, TO
U3y4YeHUE IIEHHOCTHBIX OCOOCHHOCTEH CTpaH BCEr/Ia aKTyallbHO.

OdunmanbHas NUCbMEHHAs] KOMMYHHMKALMS SIBISICTCS BaKHEWIIEH W
HEOTHEMJIEMOM COCTABJISIONICH J1eI0BOro oOmieHus. B COBpeMEHHOM J1€JI0BOM
cooOmIecTBE pazauyaroT 6 OCHOBHBIX BHUJOB J€JIOBOW KOPPECIIOHACHIINU:



BHYTPEHHSISI,  BHEIIHSSA,  TOpProBasi,  IEpPCOHAIU3UPOBAHHAsA,  pPyTUHHAas,
HUPKYJISIpHAS, B 3aBUCUMOCTH OT LIE€JH, COJEPKaHUsl, POPMbI HATHCAHUSI.

OO1IEeNpUHATEIMUA  CTaHAAPTHBIMU TPEOOBAHUSIMU, TPEIBABIAEMBIMU K
COCTABJICHUIO JIEJIOBBIX MHUCEM, SIBIISIOTCS KPATKOCTh M JTAKOHUYHOCTh U3JIOKEHUSA,
O00BEKTHUBHOCTH, JTOCTOBEPHOCTh M aKTYaJbHOCTh MH(GOpPMAINH, YHUBEpCaTbHAsS
rPaMOTHOCTh (opdorpaduueckas, rpaMMaThyiecKas, CTUJIMCTUYECKAS,
yHKTyal[MOHHAs).

JlenoBoe MUChbMO MMEET YETKYIO CTPYKTYPY, BKIIOUAIOIIYIO 00s3aTeNbHBIC
KOMIIO3ULIMOHHBIE YaCTHU: aJApeC OTIPAaBUTENS, JaTa OTHpPAaBIEHHUSA, alapec
nojiyyarens, TeMa  IUCbMa,  NPUBETCTBHE,  HMHPOPMATUBHAs  YaCTh,
3aKJII0YUTENbHAs (popMa BEXKIUBOCTH, MOJMUCH, HHOTAA MPUIOKEHHUE K TUChMY U
MOCTCKPUNTYM.

JlenoBasi KOPPECHOHJCHIMSL MPEINOJIaracT W ONEPUPYET Pa3IUUYHBIMU
BUJIAMHU JICJIOBBIX TMHCEM, KaXIbli M3 KOTOPHIX HMEET CBOM CTPYKTYpHO-
CMBICIIOBBIE XapaKTEPUCTUKH, OCOOEHHOCTH TPAMMATUYECKOTO M JICKCUYECKOTO
opopmiieHusi, aOOpeBuanuio. B 3aBUCMMOCTHM OT IiefienojiaraHusi HauoOoJsiee
pacmnpoCTpaHEHbl CIEAYIONIME THUIBI JIEOBBIX MHCEM: MHUChMO-3aIPOC, MUCHMO-
3aKa3, MUChMO-TIPEJIONKEHNUE, THUChMO-TIOJATBEPKICHUE, MHChMO-peKIamalius,
MUCHMO-TIPUTTIAIIICHHE, TO3APABUTEILHOE MHCHMO, 0J1arogapCTBEHHOE IMHCHMO,
MMCHMO C U3BHHEHUSIMU, TUChMO-CO00JIE3HOBAHUE, MUCHhMO-U3BEIICHUE U T.]I.

Panmonanshass  opraHuzanus y9eOHOTO  MaTepualia, CBs3aHHAs C
poOJIeMaTUKON JEJIOBOM KOPPECIIOHICHIINH, TIIATESIBHBIM 0TOOP TEPMUHOJIOTHH,
IIUPOKUN JUara3oH JEJOBbIX IITAMIIOB U KJIMIIE, PAHXUPOBAHUE TBOPYECKHUX U
TPEHUPOBOYHBIX 3aJaHUN CO37AI0T OCHOBY [IJIi MPOYHOTO YCBOEHUS y4e€OHOIO
MaTtepualia, HalpaBJIeHHOTO Ha (OPMUPOBAHKE MUCHMEHHBIX HABBIKOB B 00JIACTH
JIEJIOBOM KOPPECIIOHICHIINH.

Cy0beKkTHOEe TNpPeACTABUTEJbCTBO HA TMEPeroBopax MOXET ObITh
JIOCTaTOYHO CJIOKHBIM M MHOTOYPOBHEBBIM. K SIBHBIM CyOBEKTaM TEPErOBOPOB
OTHOCSIT T€X, KTO BBICTYNAET B POJU JHIL, OCYLIECTBISIIOIIMX NEPErOBOPHBIN
nporecc. [lpexae Bcero, 3To JMia, OOJICUCHHBIC MOJHOMOYHUSMHU MPUHUMATH
pelieHruss B XOJe TEPEroBOPHOrO IMpolecca U JOBEPUEM CTOPOH, HHTEPECHI
KOTOPBIX OHU MPEJCTABISIOT (MPABUTEILCTBO, MAPJIAMEHT, COBET AUPEKTOPOB U
1p.). B xadectBe cyObeKTa MEperoBOPOB MOKET BHICTYNAaTh HAPOJ, AKIIMOHEPHI,
TOBAPUILIECTBA, ACCOI[UALIUN U T. II.

OrpoMHOE MHOTO00pa3ue W Pa3HOXAPAKTEPHOCTh OPTraHU3AIUN CO3/1al0T
CYIIIECTBEHHBIE TPYIHOCTH ISl MX Kiaccuukanuu. Opranusaium, KOTopbie, Ha
MEePBbINA B3TJISAMl, MO)KHO OTHECTU K OJHOM TPYIINE MO OJHOMY KPUTEPHUIO, MOTYT
CUJILHO pa3linyarbcsl MO-Apyromy. BeIAensioT BuAbl opraHuzauuu 1o dopme
COOCTBEHHOCTH: YaCTHbBIE;, FOCY/IapCTBEHHBIC; MYHUIIMIIAJIbHBIC, cMmeniaHHble. [lo



OTHOIICHUIO K MPUOBIN — KOMMEPUYECKUE OPraHU3alld, Y KOTOPhIX MOJyYeHUe U
pacnpeneneHue MNpUObUIM  MEXIy YUpeIuTens MU (aKUUOHEpaMH) SIBISETCS
YCTaBHOM LEJIBIO JEATEIBHOCTH; HEKOMMEPYECKHE OpraHU3allMM — OCHOBHAas
LeJlb COCTOUT B YJOBJIETBOPEHHHM HEKHUX OOIIECTBEHHBIX IOTPEOHOCTEH, a
npuObLTL MOKET OBITh HANpaBJeHA TOJILKO Ha pa3BUTHE caMoil opranuzauuu. [lo
OpraHU3aLMOHHO-TIPABOBBIM dbopmam BBIJICIIAIOT: TOBapHILECTBA (c
Pa3HOBUIHOCTSIMH); KOOIEPATUBBI; aKIMOHEPHbIE o00IIecTBa (C pa3IMYHBIMU
CTEMEHSIMH OTBETCTBEHHOCTH); JIOUYEPHHE U 3aBUCHMbIE 00IIecTBa; (HOHMIBI;
aCCOLMALINY; YUPEIKICHN, HEKOMMEPYECKHE NTApTHEPCTBA U T. 1.

[lo opraHuM3alMOHHOW  CTPYKTYpE KOMIIAHUA — 3OTO  KOMIUIEKC
NOJIPA3/ICIICHU M CHCTEMa HX B3aMMOJCHCTBHSA, B PAMKAX YEro IIPOUCXOIUT
pacrnpeziesieHue 3a7a4 U 00sS3aHHOCTEH, 0 KOTOPHIM OMPENESIOTCS MOTHOMOYHS
PYKOBOAMTENEH M JTOJDKHOCTHBIX Juil. Jlro6oe mpenmpusThe Wil OpraHu3alus
o0JaaeT OpraHU3alMOHHON CTPYKTYpOU, pa3paboTaHHOW Ha 3Tame CO3JaHus U
OTKOPPEKTHPOBAHHOM B IpoliecCe MNPAaKTUUECKOW nedarenpbHocTH. CTpyKTypa
NOPEANpUATAS WM OpPraHU3allMM COCTOUT W3 (PYHKUMOHAIBHBIX EIUHUIL
YIPABJICHUM, eNapTaMEHTOB, OTAEJIOB, CEKTOPOB, 1LIEXOB, YYAaCTKOB U T. 1.

XKu3Hp COBpEeMEHHOW OpraHu3aldd HEBO3MOXXHO MpPEACTaBUTh  0e€3
pa3IMYHOr0 poja cobpanmii u coBemanuii. COBEIIAaHUS — ATO CBOECOOPa3HBIM
UHCTPYMEHT YIpaBjieHHUs OU3HECOM, KOTOPBIM MOCTOSIHHO HY)KJIa€TCS B OLIEHKE
3(p(EKTUBHOCTH U aHAJINW3€ JOCTUTHYTHIX pe3yibTaroB. CoOpaHUs M COBEIIAHUs
UIPAOT OYEHb BAXHYK pOJIb, TAK KaK IOMOTarT PYKOBOJIMUTENO ITOCTOSIHHO
JepKaTh OM3HEC HAa KOHTPOJIe M ObICTpee MATH K Lienu. J(enmoBble coBellaHus
IPOBOJATCA JUIsl TOrO, 4TOOBI BbIPAOOTaTh KOHKPETHOE pEUICHUE aKTyalbHOU
npobiemMbl uiaum  3anayd. lloMuMMO 3TOro, Ha COBEIIAHUSX COTPYAHUKU
NOJpa3IeNIEHu MOTYT JEIUTbCS C PYKOBOACTBOM CBOMMH HACSIMHU IO
BO3MOXKHOMY DEILIEHUI0 KaKuX-1u0o BompocoB. Takas ¢opmMa KOMMYHUKALUU
MO3BOJIAET KOMIUIEKCHO YBUJETh CUTYallUI0O B KOMIIAHUM, €€ C1adble U CUJIbHBIC
CTOPOHBI, CIOCOOCTBYET BXOX/ICHUIO HOBBIX JIFOJI€H B KOJUIEKTHB, UX 3HAKOMCTBY
C KOPHOPaTUBHOM KYJIbTYpOH M HOpPMaMH, MPUHATHIMU B Opranu3anuu. /lenosbie
COBEIIAHMS — 3TO BO3MOXKHOCTh PYKOBOJICTBA JIOHECTH OCHOBHBIE LIEJU U 3a/1a4u
Cpa3y A0 BCE€X CTPYKTYPHBIX MOApPA3ACICHHUN, MOJYy4YUTh OOpaTHYIO CBS3b M Ha
OCHOBAHMM TIOJIYYCHHBIX JAHHBIX CKOPPEKTUPOBATh IJIaH JCHCTBUUA ISt
KOMITaHHH.

JlenoBble COBELIAHUS MOTYT OBbIThb pa3HbIMU 10 (opMe MPOBEACHUS,
TEMaTHKE " IPUCYTCTBYIOIIAM JULAM. Paznuuaror: COBELIaHU
aIMUHUCTPATUBHBIE (11  peuieHuss MpoOJEMHBIX  BONPOCOB), HAy4YHbIE
(KkOH(EepeHIIMH, CUMIO3UYyMbl, CEMHUHAPbI, OPraHU3yEeMbI€ U TMPOBOAMMBIC IS
pelIeHus] aKTyaJlbHbIX BOIPOCOB B HAay4yHOU cdepe), MOAUTHYECKUE (Che3dbl U



coOpaHus YJICHOB OMPEEICHHBIX MOJUTHUSCKUX JIBIKCHH ) U CMEIIAHHBIC THITHI;
no MacmTady M KOJMYECTBY YYACTHUKOB: MEXKIYyHApOAHbIE (C MpPUBJICUYECHUEM
3apyOeXHBIX TApTHEPOB, CIELUATUCTOB, IKCIEPTOB B OIpeaesieHHON cdepe),
HallMOHAJIbHbIE, PETUOHANIbHBIE, TOPOACKUE; IO MECTY JUCIOKAIMU MEPONPUSTHUSL:
BBIC3/THBIE W MECTHBIC coBemaHus. [lomumo mpencraBieHHON KiaccupuKanuu
COBEMIaHUS MOXKHO Pa3CIUTh Ha MTPOOJIEMHBIC, ONIEPATHBHBIC U UHCTPYKTHUBHEIE.

Jiis Toro uToObl coBemanue Obu10 3G (HEKTUBHBIM, HEOOXOIUMO TIIATEIHHO
MpPOJyMaTh €r0 OCHOBHbIE MOMEHTHI: 1I€JIb COBEIIIAHUS, OCHOBHBIE 3a/1a4M, 3TAllbl
MeponpuaTus. TOJbKO MPU TaKUX YCIOBUSAX MOXKHO TOJYYUTh BBIFOAY OT
coBenjanus. [loAroToBka K COBEHIAHUIO BKJIIOYAaET B ceOs  pellieHue
PYKOBOAMTENIEM psiia 3aJay: I[IOCTAaHOBKA I1EJM, COCTAaBJICHUE IOBECTKH,
ONpEIEICHUE YYACTHUKOB, MOJArOTOBKA Pa3JaTOYHOIO MaTepHalia, ONpPEACIICHHUE
BPEMEHU IIPOBEACHUS.

[ToBecTka — 3TO BaXKHBIN JOKYMEHT coBemanus. CocTaBieHHas TOJDKHBIM
o0pa3zoM, OHa crocoOHa cleNiaTh ONEPATUBHBIM H COACPKATEIHHBIM Ja)Ke TaKoe
COBElIaHWe, TEMATUKOW KOTOPOIro BIIAJCIOT HEMHOTHE. PacrpocTpaHaTh MOBECTKY
HEOOXOJMMO /10 COBEIIAHUS 3a BpPEMS, ONTUMAJbHOE ISl MOATOTOBKU K HEMY.
[ToBecTka coBelanusi JOJKHA ObITh KOHKPETHON M coaepkarenbHou. KopoTkas
WIM pacIIbIBYATasl TMOBECTKA MOXET CYIIECTBEHHO CHU3UTHh 3()PEKTUBHOCTH
coOpaHus, TOCKOJIbKY HE TIO3BOJIUT €ro wWieHaMm Cc(POpMUPOBATH COOCTBEHHOE
MHEHHE U 3apaHee TMOJIrOTOBUTHCS, HAPUMEP, O3HAKOMUTHCA C HEOOXOIUMBIMU
JTOKyMeHTaMu, hakTaMu 1 UPpaMH.

Oco0oe 3HaueHKE Ha JIEJIOBOM COBEILIAHUH UMEET MpeJiceiaTelb (BeayInii).
OcHOBHBIE (YHKIMHM TpeAcenarenss COBEIIaHHUS BKJIIOYAIOT: MPOBEICHUE
COBENIaHMUsl, BBIHECEHHWE BOINPOCOB HA OOCYXJEHUE, IMOABEIACHUE HTOTOB
o0cyxaeHus1, popMyIHpPOBaHUE MTyTEH peaanu3aluy peueHus 1 Jp.

CoBemianus, Kak HEOTHEMJIEMBIA aTpPUOYT AEIOBOM KOMMYHUKAIIMH, HE
MOT'YT 3 (PEKTHBHO MPOBOIUTHCS 0€3 COOIOICHHS ONpeaeICHHBIX MpaBmI. M 310
OTHOCUTCSI HE TOJIbKO K OPraHW3allMOHHBIM BOIIPOCaM, HO M K TOBEICHUIO U
MaHepe OOLIEHUsI YYaCTHUKOB COBEIIaHHs. Bo Bpemsi mpoBeleHHsS COBELIAHUN
0COOCHHO BaKHO COOJIIOJICHUE TIPaBUJI JEIOBOTO ITHKETA.

[IpodeccroHabHBIN ATUKET TPAAUIMOHHO TMOHUMAETCS KaK 3acThIBIIAs
HOpMa Mopaiud. B kaxmol mpodeccu CyHIECTBYIOT CBOM 3TUKETHBIE HOPMBI
OTHOUIIEHUH — C KJIMEHTaMH, TapTHepamu, Kosuieramu. CTWib W Tpagulluu
HOIIICHUSI CIIEUANILHON OJEXKIbI, COAEpXKaHUs pabodyero Mecra, KPUTHKU
JNEeWCTBUH, OOCYXIEHUS CHUTYyallMi, B YaCTHOCTH, B MEIUIIMHE W TICUXOJOTHUH
GOopMUPYIOT 3THKY CaMOOOJIaJlaHusl, YBaXEHUS IMApTHEPOB, TEPHUMOCTU U
CaMOKOHTPOJIS B JIFOOOW CUTYyaIUu.



IleperoBopHblii mpomecc B JEIOBOM OOIIEHUU MOXKHO OMPEISITUTh Kak
KOMMYHHUKAIIMIOHHOE B3aWMOJICUCTBUE MEXKIY CTOPOHAMH (II€PErOBOPIIMKAMM )
JUIS TOCTHOKEHUSI CBOUX IIeJIeH, MpH KOTOPOM KaKZash M3 CTOPOH HMMEET paBHBIC
BO3MOXXHOCTHM B KOHTPOJIE CHUTyalldd W TIPUHATHM PEIICHUS, KOTOPOe
3aKpEIUISEeTCS IOTOBOPOM.

OcHOBHOE  coOAEp)KaHWE TEPETOBOPHOTO  MPOIECCa  MOXKET  OBITh
MPEACTABICHO  YETHIPbMS  dTallaMU: TMOJATOTOBUTENBHBIM  OJTall, Hadajo
MEPEroBOPOB, MOUCK TPUEMIIEMOTO PELICHHUS], 3aBEPILICHUE IEPETOBOPOB.

Ctwii TeperoBOpoB, KOTOPHIC HCIOJB3YIOTCS B TEUEHHUE IIEPErOBOPOB,
3aBUCAT, CPeaU MPOYMX (DAKTOPOB, OT KOHTEKCTA U MHTEPECOB JIPYroi CTOPOHHI.
KpoMe TOro, CTHIM MOTYT MEHSTHCS ¢ T€YECHHUEM BpeMEeHH. MOKHO OIpeaeauTh
MATh CTUJIEH TIEPErOBOPOB: MPHUCIOCOOTCHUE, H30eTaHue, COTPYAHUYECTBO,
KOHKYPEHIIU s, KOMITPOMHCC.

B nenom, mpexie yeM caauThCs 3a CTOJ MEPETOBOPOB, CIEIYET YUUTHIBATH
WX COJIepKATCIbHBIA AaCIEeKT, KOTOPBI MpeaycMaTpuBaeT 4YETKOE MOHWMAaHUE
CUTyalluM, aHaJIu3 CWJI, BIUAIONIMX Ha HeE; ONpeaeliecHUue HauIydlien
albTEPHATUBBI OOCYXKJA€MOMY COIJIAIICHUIO W BapHaHTOB OTKa3a OT CHCIKU
JIPYyroi CTOpPOHBI; (hopMHUpOBaHUE OOIIEro IMOJX0Ja K IMeperoBopam, UX IeNeH,
3a/1auaM, TIO3UIUSM; TTPOTHO3 U3MEHEHHS CUTYaIluU U Pe3yJIbTaTOB, OMPEICIICHNE
BO3MOXXHBIX BAapWAHTOB PEIICHUS; TPOEKTUPOBAHUE OJIATOTIPUATHBIX YCJIOBUM;
MOJATOTOBKY TPEMJIOKCHUM M WX apryMEHTAIMIO0, COCTaBIEHHWE HEOOXOIMMBIX
JIOKYMEHTOB; COIVIACOBAHUE JAETAJIEU NPEACTOSIICH BCTPEUH.

BaxxHo Taxke 0OpaTUTh BHUMAHHE HA TaKTHYECKYIO MOIATOTOBKY, KOTOpas
COpPUEHTHpPOBAHA Ha BBIOOP METOJOB W CIIOCOOOB BEICHHUSI IE€PErOBOPOB,
pacrmpeniefieHde pojiell MexJay Y4YaCTHHUKaMH KOMaHJbl, Ha OTJaAKy pabouux,
JIEJIOBBIX OTHOIIEHUN ¢ mapTHEpoM. M Bce 3TH pekoMmeHJaluu, TPpeOOBaHUS U
COBETHI, B KOHIIE KOHI[OB, CBOJISITCS K BOCIIMTAHHUIO KYJIbTYPHI JIEJIOBOTO OOIIEHNUS,
K MpeoOpa3oBaHUI0 3TON KYJIbTYpbl B OOBIUHBIE MPUBBIYKU TOBCEIHEBHOTO
poheCCHOHAIBHOTO TIOBEICHHUS.



3. MIPAKTUYECKUI PA3IEJ

3.1. Coaep:xanue yueOHOIro MaTepuasia

OT6op u coaepkaHWe Y4yeOHOro Marepuaja IO Y4eOHOW JAUCIUILIINHE
«/lenoBble KOMMYHHMKAIIMA U OCHOBBI TIEPETOBOPHOIO IMpoIlecca Ha HHOCTPAHHOM
A3bIKe» OOYCIIaBIUBAIOTCS OCHOBHOM I1€NIbI0 Y4€OHOM MUCHUIUIMHBI U 3a/adyaMu
oOyueHHusl CIEUUATNCTOB B chepe MEHEeIKMEHTa MEXIYHApOAHBIX KYyJIbTYpPHBIX
CBSI3eM M MEHEPKMEHTa peKJiaMbl U 0o01ecTBeHHBIX cBsi3eil. [Ipodeccuonanbhas
HAIPAaBJIEHHOCTb BBICTYIAET ONPEAEISIONM (GaKTOpOM B (OPMUPOBAHUN YMEHUN
Y HAaBBIKOB B NIEPETOBOPHOM JieaTeNIbHOCTH. OBlIaJIecHue OCHOBAMHU MIEPETOBOPHOTO
nmporiecca U OCOOCHHOCTSIMH YCTHOM M THCHbMEHHOW JEJIOBOM KOMMYHHUKAIUU
OCYLIECTBISIETC B TECHOM €IMHCTBE C OBJIQJICHUEM JIEKCUYECKUM U
rpaMMaTHYE€CKUM MaTepHUAIOM.

3.2. Coaep:xxaHue pa3iesioB Y4eOHOH TUCUUIINHBI
Pa3znes 1. YcTHad ne10Bass KOMMYHUKALUS

HanunonanbHbie OCOOCHHOCTH  JIETIOBOM KOMMYHHUKAIlMU MW BEACHUSA
MEepEeroBOpOB. ODTHUYECKUE HOPMBI M TPUHLMUIBI JEJIOBOM KOMMYHUKAIUU:
BOCTOYHAS M 3amajHasg Tpaauluu. BeicTpanBanue oTHomeHui. I[IpuBeTcTBHE.
JlenoBast Gecena: mojjep:kanue pasroBopa. [Ipuémbl ycTaHOBIEHUS KOHTAaKTa U
aKTUBHOTO ciymaHus. JlemoBoe B3ammoseicTBue no tenedony. PeueBbie ke
nenoBoro  Tene@oHHOro  pasroBopa.  O(PdEKTUBHBIE  TEXHUKH  JI€JIOBOMU
KOMMYHUKallMM B QopMare MyOJIMYHOrO BBICTYIUIEHUS (IIpE3E€HTalMK) Ha
WHOCTpaHHOM si3bike. CTpykTypa NyOJMYHOTO BBICTYIUICHHUS (MPE3EHTALINH).
Cnoco0nI yaepxaHusi BHUMAHUS ayIUTOPUH.

Paznen 2. IlucbMeHHas1 1e10Basi KOMMYHHMKALMS

OcHoBHble THOBI THceM. OOme mnpaBuia JI€JI0BOH  MEPENUCKH.
OOmiecTBeHHO 3HauMMble TUChbMa. OCHOBHBIE THIMBI OOIIECTBEHHO 3HAYHMMBIX
nuceM (TIpUTIANIEHUs], TUChMa-0JIaroJapHOCTH, MMO3PABICHUS, PEKOMEHIAIIUN U
ap.) u ux ¢yHkuuu. CTpykrypa oQuUIManbHOro muchMa: oOpMIIEHHE aJIPECOB,
dopmbl OOpaleHusi K ajapecary, CTPYKTypHO-Tpaduueckue ¢GopMbl MOAAYU
OCHOBHOT'O COJIEp)KaHUSA TNHCbMa, OQOpMIIEHHWE MOANMCH. JlenoBble muChMa.
OCHOBHbBIE THUIBI JIEJOBBIX MHCEM (3alpoChl, OTBETHI Ha 3alpoChl, 3aKas3bl,
pOChOBI, TpeOOBaHUS, KaAT00bl U UX yperynupoBanue) u ux Gyakuun. Ludposoii
3TUKEeT (KyJabTypa JenoBoro oOmieHuss B HHTepHeT-npocTpaHcTBE). BbIOOD
G poOBOro KaHala  KOMMYHHUKAIIHH. Hcnons3oBanne ACUHXPOHHOM



KOMMYHHKaIMU. OHIaiH-KOH(EPEHIIMH, BUICO3BOHKH, YaTbl, KOPHNOpPATHUBHBIC
MECCEHJIKEPBI, IIEPENUCKa 110 DJIEKTPOHHOU I1OYTE.

Paznen 3. Cy0ObeKThI IeperoBOPHOIo nmpoiecca

['ocynapcTBeHHbIE, OOILIECTBEHHBIE W KOMMEPYECKHE YUYPEKICHUS, HX
OpraHM3alMOHHAs CTPYKTypa M pojb. DYHKIMH pPa3IUYHBIX MOAPA3ICICHUH,
HA3BaHHUS OCHOBHBIX JIOJDKHOCTEH U CIy>K€OHbIe OOS3aHHOCTH COTPYJIHUKOB.
Hocke kommanuu. OCHOBHBIE CBEJCHHMS O KOMIIAHUHM, HX TMpPE3CHTAlUs Ha
KOpPIIOPAaTUBHOM CaiTe M B CpelacTBaXx MaccoBoil wuHbopmanuu. Bcerpeun,
coOpanusi, ocCHOBHbIe ()OpMBI U opranuzaiusa. Bunbl coOpanuii. [loBecTka nHS U
BeZieHre npoTokoia. [IpeacenarenbctBo Ha coOpaHuu. DPQPEKTUBHBIE METOIbI
OPUHATHUSA PEHICHUNA. DTUKET B JIeJ0BOM KOMMYHHKAIMU. OCHOBHBIE MPUHIUIIBI
npodeccuonansuoi 3THKU. [IpodeccrnonanbHbie KOAEKCHI.

Paznen 4. TexHoJI0TMU EPErOBOPHOIO MPOIEcca

OCHOBBI MEPETOBOPHOTO MpoLEecca: IMO3UIUMU W HHTEPECHl  CTOPOH.
Crparerud U TakTHKa B MEPErOBOPHOM mporecce. DopMylIHpoBKa BOMPOCOB U
YTOYHEHHE JETajed MeperoBopoB. lloAroroBka K mMEeperoBOpHOMY MPOLECCY.
Metonbl BO3AEHCTBUS HA YYAaCTHUKOB NEPErOBOPHOIO IMPOLIECCA U YCTYHKH BO
BpeMs MeperoBopoB. PemieHne KOH(MIUKTHBIX CUTYallMid M CIOCOOBI JOCTHXKEHUE
KoMmpomuca. [leperoBopHbie CTUIIU U UX OCOOCHHOCTU. THUITBI TEPErOBOPIIIUKOB.



YYEBHO-METOJUYECKASI KAPTA YUYEBHOM JJUCHUTIJIAHBI
«IEJJOBBIE KOMMYHUKAIIMU U OCHOBBI IEPEI'OBOPHOI'O

HPOLHECCA HA HTHOCTPAHHOM A3bIKE»
JAneBHasi popMa nmoJrydeHUs1 00pa30BaHMS

<
= KonnuectBo
5 AyAUTOPHBIX dopmbl
e HasBanue pazzena, TeMbl 4acoB KOHTPOJIS
§ é [IpakTnueckue 3HAHUUN
= o 3aHATHS
1 2 3 5
1 Pazgea 1. YcrHas neioBass KOMMYHUKALUS 20
1.1 HanmonansHubie 0COOEHHOCTH JIEJIOBOM 4 YceTHBIN
KOMMYHHKAIIMHU ¥ BEJICHUSI TIEPETOBOPOB. OmpoC, MPOEKT
10 TEME
1.2 BricTpanBanue oTHomeHui. [lpuBeTcTBue. 2 VYcTHbII
ompoc,
CUMYJISAIIHS
1.3 JlenoBast Gecena: mojaepkaHue pa3roBopa. 4 Cumynsius
14 JlenoBoe B3ammojeiicTBue 1O TenedoHy. 4 Cumynsanus
PeueBbie kmmme genoBoro  TenedOHHOTO
pasrosopa.
15 DddexTuBHBIC TEXHUKHU pi (N (0):10) 6 [IpesenTanus
KOMMYHHUKallMM B ¢dopmare IMyOIMYHOTO
BBICTYIUICHUS (MPE3EHTAlMK) HA HHOCTPAaHHOM
SI3BIKE.
2 Pa3pea 2. IlncoMeHHAada aeJioBast 14
KOMMYHHKAIUS
2.1 OcHoBHbIe THUMBI THceM. O0IIMEe TpaBUiia 2 Brinmonnenue
JIEJIOBOM TIEPEIUCKH. YIIPOXKHEHUH
2.2 OO011eCTBEHHO 3HAUYUMBIE IMHMCHMA. 4 [TuceMeHHBbII
ompoc 10
TeME
2.3 JlemoBeIe mucHMa. 4 [TncpMeHHBIH
ompoc 10
TeMe
2.4 [udporoii 3THKET. 4 YcrTHbIN

OTIpoC




3 Pazgen 3. Cy0bekTbl NeperoBOpPHOro 24
npouecca
3.1 I'ocynapcTBeHHbIe, 0O0IIIECTBEHHBIE 5 4 YceTHBIN
KOMMEpYECKHe YapexKICHUS, ux orpoc,
OpraHW3alMOHHAs  CTPYKTypa ©  POJb. MIPE3CHTALIHS
CtpykTypa ¥ OTAEIbI KOMIIAaHUH. o TeMe
3.2 Jlocke KoMIaHuwu. 4 [Tpoekt o
TeMe
3.3 CoOpanus. Buasl coOpaHuid. 6 YcrTHbIN
orpoc,
poJieBas urpa
3.4 [IpeacenarenscTBO Ha coOpaHum. 6 Ponesas urpa
D¢ hexTUBHBIC METOJIBI IPUHSATUS PEILICHUM.
3.5 [IpodeccronanbHast ’TUKA U ITUKET B JICJIOBOM 4 YcTHbIN
KOMMYHHKAITAH. orpoc
TUCKYCCHS
4 Pa3nen 4. TexHoi0rum neperoBopHoOro 28
npouecca
4.1 OCHOBBI TEPETOBOPHOTO MpoOIecca: MO3UIUHA U 6 YcrTHbIl
MHTEPECHl CTOPOH. orpoc,
BBITIOJTHCHHE
YIPaXHEHUU
4.2 @opMynHpOBKa BOMNPOCOB M  YTOUHEHHE 6 VYcTHbII
JieTaneil meperoBOpoB. orpoc,
BBITIOJTHCHHE
YIIPAXKHECHUHN
4.3 Metonsl  BO3JIEUCTBUS  HA  YYaCTHHUKOB 4 Huckyccus
MEPETOBOPHOTO TPOIIECCa U YCTYNKH BO BPEMs
MIEPETOBOPOB.
4.4 Pemennie KOHQIUKTHBIX CUTYaIUH. 6 VYcTHbII
orpoc,
BBITIOJTHCHHE
YIPAKHECHUN
4.5 [leperoBopHbBIE CTUITN 1 UX OCOOCHHOCTH. 6 Ponesas urpa
THunel IEPErOBOPIIMKOB.
Bcero 86




YUYEBHO-METOJUYECKASI KAPTA YUYEBHOM JIJUCHOUTLIAHBI
«IEJJOBBIE KOMMYHHUKAIIMU U OCHOBBI IEPEI'OBOPHOI'O

ITPOIECCA HA THOCTPAHHOM 3bIKE»

3aounasi gopma nosyyeHusi 00pa3oBaHusA

% KonuuecTBo
5 AyAUTOPHBIX dopmbl
- HasBanue paszzgena, TeMbl 4acoB KOHTPOJISI
§ é [IpakTnueckue 3HAHUU
£ B 3QHATHSA
1 2 3 3)
1 Pazgea 1. YcrHas neioBass KOMMYHUKALUS 4
1.1 HanmonansHubie 0COOEHHOCTH JIEJIOBOM 2 YceTHBIN
KOMMYHUKAIIMHU U BEICHUS IEPETOBOPOB. OnpocC, MPOEKT
o TeMe
14 JlenoBoe B3aMMOJEWCTBHE 1O TelIe(OHY. 2 Cumynsuus
PeueBbie kmmmie genoBoro  TenedOHHOTO
pasrosopa.
2 Pasneua 2. [IuceMenHas gejioBast 4
KOMMYHHKAIUS
2.1 OcHoBHbIe THUMBI THceM. O01IMEe TpaBUiia 2 Brinmonnenue
JEJI0BOM NEPENUCKHU. YIPaXHEHUU
2.2 [udpoBoii FTHKET. 2 VYcTHbII
orpoc,
JTUCKYCCHs
3 Paznen 3. Cy0bekTbl I1EepPeroBOPHOrO 4
npoiecca
3.1 I'ocynapcTBeHHbie, 00II1eCTBEHHBIE u 2 VYcrHblii
KOMMEpYECKHe YapexKICHUS, ux OTPOC, MPOEKT
OpraHu3alMOHHAs CTPYKTypa U poiib. Jloche o TeMe
KOMITaHUU.
3.2 CoOpanusi. Bus coOpaHuii. 2 YcTHbIN
[IpeacenarensCcTBO HA COOpaHUH. omnpoc,
poJieBas urpa
4 Pasnen 4. TexHo10ruu neperoBOpHOro 8
npouecca
4.1 OCHOBBI IEPETOBOPHOIO MPOIIECCA: MO3ULIUU U 2 YcTHbIiM

HHTCPECHI CTOPOH.

omnpoc,




BBITIOJIHEHUE
YIPOXKHEHUN
4.2 dopMyMpoBKa BOMPOCOB W  YTOUYHEHHUE 2 YcrTHbIN
JeTasnei meperoBopoB. orpoc,
BBITIOJTHEHHE
YIPaXHEHUU
4.3 Pemienne KOHQIUKTHBIX CUTYaIIUH. 2 YcrTHbIN
omnpoc,
BBITIOJIHEHUE
YIPaXHEHUU
4.4 [leperoBopHbIE CTUIIN U KX OCOOEHHOCTH. 2 Ponesas urpa
Tunel IEperoBOPIIKKOB.
Bcero 20

AHTJIIMACKHHA A3BIK

Unit 1. Verbal formal communication

National peculiarities of business communications and negotiations. Cultural
diversity and socializing. Building a relationship. Welcoming visitors. Small talk:
keeping the conversation going. Techniques of establishing contact and active
listening. Telephone communication. Speech clichés of telephone communication.
Taking and leaving messages. Effective business communication techniques in the
format of a public speech (presentation) in a foreign language. Structure of public
speech presentation. Ways of keeping the audience attention.

Unit 2. Official formal correspondence

Major types of letters. General rules of business correspondence. Social
letters. Major types of social letters (Invitations: Accepting and Declining, Letter
of Gratitude, Recommendations, etc.) and their functions. Structure of the official
letters: address, salutation forms, introductory paragraph, structural and graphic
forms of the main part of the official letter, concluding paragraph, complimentary
close, signature block). Business letters. Major types of business letters (Inquiry
letter, Replies to Inquiries, Orders, Covering Letters, Complaints. Handling
Complaints, etc.) and their functions. Digital etiquette. Choice of digital
communication channel. Use of asynchronous communication. On line
conferences, video calls, chats, corporate messengers, e-mails.

Unit 3. Subjects of the negotiation process




State, public and commercial institutions, their organizational structure and
role. Company structure and departments. Functions of company departments and
responsibilities of the personnel. Company profile. Presentation of company
profile. Information about the company in the corporate web site, in mass media
sources. Meetings. Types of meeting. Agenda. Minutes taking. Chairing a
meeting. Effective means of decision-making. Professional ethics and etiquette in
business communication.

Unit 4. Technologies of the negotiation process

Introduction to the negotiation process. Negotiations: positions and interests.
Strategy and tactics of the process of negotiations. Preparing for negotiations.
Questioning and clarifying. Negotiations: bargaining and making concessions.
Dealing with a conflict and reaching a compromise. Negotiation styles. Types of a
negotiator.



YYEBHO-METO/JUMYECKAS KAPTA YYEFHOM JIUCITUITIIMHBI
«IEJJOBBIE KOMMYHUKAIIMUA U OCHOBBI TEPETOBOPHOI'O
IMPOILIECCA HA THOCTPAHHOM SI3BIKE (AHTJIMUCKUN)»

JAneBHasi popMa nmoJrydeHUust 00pa3oBaHMs

% KonngecTBo
5 AyAUTOPHBIX dopmbl
= Ha3zBanue paznena, TeMbl JacoB KOHTPOJIA
§ = [IpakTnueckue 3HAHUUN
= a§ 3aHATHS
1 2 3 5
1 | Unit 1. Verbal formal communication 20
1.1 Cultural diversity and socializing. 4 Oral  speech,
project
1.2 Building a relationship. Welcoming visitors. 2 Oral  speech,
simulation
1.3 Small talk: keeping the conversation going. 4 Simulation
1.4 Telephone communication. Taking and leaving 4 Simulation
messages.
1.5 Effective business communication techniques 6 Project
in the format of a public speech (presentation) presentation
in a foreign language.
2 Unit 2. Official formal correspondence 14
2.1 Major types of letters. General rules of 2 Written
business correspondence. practice
2.2 Social letters. 4 Written
practice
2.3 Business letters. 4 Written
practice
2.4 Digital etiquette. 4 Oral  speech,
discussion
3 Unit 3. Subjects of the negotiation process 24
3.1 State, public and commercial institutions. 4 Oral  speech,
Company structure and departments. presentations
3.2 Company Profile. 4 Project
presentation
3.3 Meetings. Types of meeting. 6 Oral  speech,

role play




3.4 Chairing a meeting. Effective means of 6 Role play
decision-making.
3.5 Professional ethics and etiquette in business 4 Oral  speech,
communication. discussion
4 Pa3nen 4. Technologies of the negotiation 28
process
4.1 Negotiations: positions and interests. 6 Oral speech
4.2 Questioning and clarifying. 6 Oral speech
4.3 Negotiations: ~ bargaining and  making 4 Discussion
concessions.
4.4 Dealing with a conflict. 6 Oral speech
4.5 Negotiation styles. Types of a negotiator. 6 Role play
Bcero 86




YYEBHO-METO/JUMYECKAS KAPTA YYEFHOM JIUCITUITIIMHBI
«IEJIOBBIE KOMMYHHUKAIIUU U OCHOBBI TEPETOBOPHOI'O
IMPOILIECCA HA THOCTPAHHOM SI3BIKE (AHTJIMUCKUN)»

3aounasi popma nosyyeHusi 00pa3oBaHusA

% KonuuectBo
5 AyAUTOPHBIX dopmbl
= Ha3zBanue paznena, TeMbl JacoB KOHTPOJIA
§ = [IpakTnueckue 3HAHUUN
= § 3aHATHS
1 2 3 5
1 Unit 1. Verbal formal communication 4
1.1 Cultural diversity and socializing. 2 Oral  speech,
project
1.2 Telephone communication. Taking and leaving 2 Simulation
messages.
2 Unit 2. Official formal correspondence 4
2.1 Major types of letters. General rules of 2 Written
business correspondence. practice
2.2 Digital etiquette. 2 Oral  speech,
discussion
3 Unit 3. Subjects of the negotiation process 4
3.1 State, public and commercial institutions. 2 Oral  speech,
Company Profile. presentations
3.2 Meetings. Types of meeting. Chairing a 2 Oral  speech,
meeting. role play
4 Pa3nen 4. Technologies of the negotiation 8
process
4.1 Negotiations: positions and interests. 2 Oral speech
4.2 Questioning and clarifying. 2 Oral speech
4.3 Dealing with a conflict. 2 Oral speech
4.4 Negotiation styles. Types of a negotiator. 2 Role play
Bcero 20




Hemenxui 3bIK

Kapitel 1. Mindliche Geschaftskommunikation

Nationale Besonderheiten der geschaftlichen Kommunikation und
Verhandlung. Ethnische Normen und Grundsétze der Geschaftskommunikation:
ostliche und westliche Traditionen. Aufbau von Beziehungen. Begrifung.
Geschéftsgesprache:  Aufrechterhaltung des  Gesprachs.  Techniken  der
Kontaktaufnahme und des aktiven Zuhorens. Geschaftliche Interaktion am
Telefon. Klischees bei geschéaftlichen Telefongesprachen. Wirksame Techniken fir
die geschéftliche Kommunikation im Rahmen einer 06ffentlichen Rede
(Préasentation) in einer Fremdsprache. Die Struktur einer o6ffentlichen Rede
(Préasentation).  Mdoglichkeiten, die  Aufmerksamkeit des  Publikums
aufrechtzuerhalten.

Kapitel 2. Schriftliche Geschaftskommunikation

Grundtypen von Briefen. Allgemeine Regeln der Geschaftskorrespondenz.
Briefe von 6ffentlicher Bedeutung. Grundtypen von Briefen von gesellschaftlicher
Bedeutung (Einladungen, Dankesschreiben, Gliuckwiinsche, Empfehlungen usw.)
und ihre Funktionen. Aufbau eines offiziellen Briefes: Abfassung von Anschriften,
Formen der Anrede an den Adressaten, strukturelle und grafische Formen der
Darstellung des Hauptinhalts des Briefes, Abfassung von Unterschriften.
Geschéftsbriefe. Die wichtigsten Arten von Geschéaftsbriefen (Anfragen,
Antworten auf Anfragen, Auftrdge, Bitten, Forderungen, Beschwerden und ihre
Erledigung) und ihre  Funktionen. Digitale Etikette (Kultur der
Geschaftskommunikation  im  Internet). Die  Wahl des  digitalen
Kommunikationskanals. Nutzung der asynchronen Kommunikation. Online-
Konferenzen, Videoanrufe, Chats, Corporate Messengers, E-Mailing.

Kapitel 3. Subjekte des Verhandlungsprozesses

Staatliche,  Offentliche und  kommerzielle  Einrichtungen, ihre
Organisationsstruktur und Rolle. Funktionen der verschiedenen Abteilungen,
Namen der wichtigsten Positionen und Aufgaben der Mitarbeiter.
Unternehmensakten. Grundlegende Informationen (ber das Unternehmen und
seine Présentation auf der Unternehmenswebseite und in den Medien.
Besprechungen, Sitzungen, Hauptformen und Organisation. Arten von
Besprechungen. Tagesordnung und Protokollfiihrung. Vorsitz in der Sitzung.
Effektive ~ Methoden  der  Entscheidungsfindung.  Etikette  in  der
Geschaftskommunikation. Die Grundprinzipien der Berufsethik. Berufliche
Verhaltensregeln.

Kapitel 4. Technik des Verhandlungsprozesses



Grundlagen des Verhandlungsprozesses: Haltungen und Interessen der
Parteien. Strategien und Taktiken des Verhandlungsprozesses. Formulierung von
Themen und Festlegung von Verhandlungsdetails. Vorbereitung auf die
Verhandlung. Techniken zur Beeinflussung von Verhandlungspartnern und
Zugestéandnisse wahrend der Verhandlung. Losungen fir Konfliktsituationen und
wie man einen Kompromiss erreicht. Verhandlungsstile und ihre Merkmale. Typen
von Verhandlungsfiihrern.



YYEBHO-METO/JUMYECKAS KAPTA YYEFHOM JIUCITUITIIMHBI
«IEJIOBBIE KOMMYHHUKALIUU U OCHOBBI IEPET'OBOPHOI'O
MMPOIIECCA HA UTHOCTPAHHOM SA3BIKE (HEMELKH)»

JAneBHasi popMa nmorydeHUst 00pa3oBaHMs

% KoandecTBo
5 ayAUTOPHBIX dopmbl
= Ha3zBanue paznena, TeMbl JacoB KOHTPOJIA
§ 3 [IpakTruecku 3HAHUUN
é § € 3aHATHS
1 2 3 5
1 | Kapitel 1. Mindliche formale 20
Kommunikation
1.1 Kulturelle Vielfalt und Kontaktaufnahme. 4 Miundliche
Rede, Projekt
1.2 Eine Beziehung aufbauen. Besucher willkommen 2 Mindliche
heil3en. Rede,
Simulation
1.3 Small Talk: das Gesprach in Bewegung halten. 4 Simulation
1.4 Telefonische Kommunikation. Nachrichten 4 Simulation
entgegennehmen und hinterlassen.
15 Wirksame Prasentationstechniken. 6 Projekt-
Prasentation
2 Kapitel 2. Offizielle formelle Korrespondenz 14
2.1 Die wichtigsten Arten von Briefen. Allgemeine 2 Schriftliche
Regeln der Geschaftskorrespondenz. Ubungen
2.2 Soziale Briefe. 4 Schriftliche
Ubungen
2.3 Geschéftsbriefe. 4 Schriftliche
Ubungen
2.4 Digitale Etikette. 4 Miundliche
Rede,
Diskussion
3 Kapitel 3. Teilnehmer am 24




Verhandlungsprozess

3.1 Staatliche, 6ffentliche und kommerzielle 4 Miundliche
Einrichtungen. Unternehmensstruktur und Rede,
Abteilungen. Présentationen

3.2 Unternehmensprofil. 4 Projekt-

Prasentation

3.3 Besprechungen. Arten von Sitzungen. 6 Mundliche

Rede,
Rollenspiel

3.4 Vorsitz bei einer Sitzung. Effektive Mittel der 6 Rollenspiel
Entscheidungsfindung.

3.5 Berufsethik und Etikette in der 4 Mundlicher
Geschaftskommunikation. Vortrag,

Diskussion

4 Kapitel 4. Verhandlungen 28

4.1 Verhandlungen: Positionen und Interessen. 6 Miundliche

Rede
4.2 Fragen stellen und klaren. 6 Miundliche
Rede

4.3 Verhandlung: Feilschen und Zugestéandnisse 4 Diskussion
machen.

4.4 Mit einem Konflikt umgehen. 6 Miundliche

Rede

4.5 Eine Vereinbarung abschliessen. Typen eines 6 Rollenspiel
Verhandlungsfihrers.
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YYEBHO-METO/JUYECKAS KAPTA YYEFHOM JIUCITUITIIMHBI
«IEJIOBBIE KOMMYHHUKAIIUU U OCHOBBI HEPEI'OBOPHOI'O
MMPOIIECCA HA UTHOCTPAHHOM SA3BIKE (HEMELKH)»

3aounasi popma nosyuyeHusi 00pa3oBaHusA

<
= KomnuectBo
5 AyAUTOPHBIX dopmbl
= Ha3zBanue paznena, TeMbl JacoB KOHTPOJIA
§ é [IpakTnueckue 3HAHUUN
é 3 3aHATHS
1 2 3 5
1 | Kapitel 1. Mindliche formale 4
Kommunikation
1.1 Kulturelle Vielfalt und soziale Kontakte. 2 Miundliche
Rede, Projekt
1.2 Telefonische Kommunikation. Annehmen und 2 Simulation
Hinterlassen von Nachrichten.
2 Kapitel 2. Offizielle formelle 4
Korrespondenz
2.1 Die wichtigsten Arten von Briefen. 2 Schriftliche
Allgemeine Regeln der Ubungen
Geschaftskorrespondenz.
2.2 Digitale Etikette. 2 Miundliche
Rede,
Diskussion
3 Kapitel 3. Teilnehmer am 4
Verhandlungsprozess
3.1 Staatliche, 6ffentliche und kommerzielle 2 Miundliche
Einrichtungen. Unternehmensstruktur und Rede,
Abteilungen. Prasentationen
3.2 Besprechungen. Arten von Sitzungen. Vorsitz 2 Mindliche
bei einer Sitzung. Rede,
Rollenspiel
4 Kapitel 4. Verhandlungen 8




4.1 Verhandlungen: Positionen und Interessen. 2 Mundliche
Rede

4.2 Fragen stellen und klaren. 2 Mindliche
Rede

4.3 Mit einem Konflikt umgehen. 2 Mindliche
Rede

4.4 Eine Vereinbarung abschliessen. Typen eines 2 Rollenspiele

Verhandlungsfihrers.
Bcero 20




DpaHLy3CKHH A3bIK

Unité 1. Communication d’affaires orale

Caractéristiques nationales de la communication et de la négociation
d'entreprise. Normes et principes ethniques de la communication d'entreprise :
traditions orientales et occidentales. Construire des relations. Salutations.
Conversation d'affaires : poursuivre la conversation. Techniques d'établissement de
contact et d'écoute active. Interaction commerciale par téléphone. Discours clichés
d'une conversation téléphonique professionnelle. Techniques de communication
d'entreprise efficaces sous forme de prise de parole en public (présentation) dans
une langue étrangére. La structure de la prise de parole en public (présentation).
Facons de garder l'attention du public.

Unité 2. Communication d’affaires écrite

Les principaux types de lettres. Régles génerales de la correspondance
d’affaires. Lettres publiques. Les principaux types de lettres publiques (invitations,
lettres de remerciement, félicitations, recommandations, etc.) et leurs fonctions. La
structure d'une lettre officielle: la conception des adresses, les formes d'adressage
du destinataire, les formes structurelles et graphiques de présentation du contenu
principal de la lettre, la conception de la signature. Lettres d’affaires. Les
principaux types de lettres d’affaires (demandes, réponses aux demandes,
commandes, requétes, reclamations, réclamations et leur reglement) et leurs
fonctions. Etiquette digitale (culture de la communication d'affaires dans I'espace
Internet). Choix du canal de communication digitale. Utilisation de la
communication asynchrone. Conférences en ligne, appels video, chats, messagers
d'entreprise, correspondance par e-mail.

Unité 3. Acteurs du processus de négotiation

Institutions  étatiques, publiques et commerciales, leur structure
organisationnelle et leur réle. Les fonctions des différents départements, les noms
des principaux postes et les devoirs des employés. Dossier d'entreprise.
Informations principales sur I'entreprise, leur présentation sur le site Web de
I'entreprise et dans les médias. Les formes principales et I’organisation des
réunions. Types de réunions. Ordre du jour et proces-verbal. Présider une réunion.
Méthodes efficaces de prise de decision. L'étiquette dans la communication
d'affaires. Principes de base de I'éthique professionnelle. Codes professionnels.



Unité 4. Négociations
Fondamentaux du processus de négociation: positions et intéréts. Stratégies
et tactiques dans le processus de négociation. Formuler des questions et clarifier les
détails des négociations. Préparation du processus de négociations. Méthodes pour
influencer les participants au processus de négociation et concessions pendant les
négociations. Résolution des conflits et moyens de parvenir a un compromis. Les
styles de négociation et leurs caractéristiques. Types de neégociateurs.



YYEBHO-METO/JUMYECKAS KAPTA YYEFHOM JIUCITUITIIMHBI
«IEJIOBBIE KOMMYHHUKALIUU U OCHOBBI IEPET'OBOPHOI'O
MMPOIIECCA HA UTHOCTPAHHOM S3BIKE (®PPAHITY3CKUN)»

JAneBHasi popMa nmorydeHust 00pa3oBaHMs

% KonuuectBo
5 AyAUTOPHBIX dopmbl
= Ha3zBanue paznena, TeMbl JacoB KOHTPOJIA
§ = [IpakTnueckue 3HAHUUN
= § 3aHATHS
1 2 3 5
1 | Unité 1. Communication d’affaires orale 20
1.1 Caractéristiques nationales de la 4 Réponse orale,
communication d'affaires. projet sur le
sujet
1.2 Comment construire des relations. Salutations. 2 Réponse orale,
simulation
1.3 Conversation d'affaires: comment maintenir la 4 Simulation
conversation.
1.4 Communication d'affaires par téléphone. 4 Simulation
Clichés d'une conversation téléphonique
d'affaires.
1.5 Techniques de présentation efficaces. 6 Présentation
2 Unité 2. Communication d’affaires écrite 14
2.1 Les principaux types de lettres. Regles 2 Exercices
générales de la correspondance commerciale. écrits
2.2 Lettres publiques. 4 Exercices
écrits
2.3 Lettres d’affaires. 4 Exercices
écrits
2.4 Etiquette digitale. 4 Réponse orale,
discussion
3 Unite 3. Acteurs du processus de négotiation 24
3.1 Institutions publiques et commerciales, leur 4 Réponse orale,
structure organisationnelle et leur roOle. présentation
Structure et départements de I’entreprise.
3.2 Dossier d’une entreprise. 4 Projet sur le

sujet




3.3 Réunions. Types de réunions. 6 Réponse orale,
jeu de role
3.4 Présider une réunion. Méthodes efficaces de 6 Jeu de role
prise de décision.
3.5 Ethique professionnelle et étiquette dans la 4 Réponse orale,
communication d'affaires. discussion
4 Unité 4. Negotiations 28
4.1 Négociations: positions et intéréts. 6 Réponse orale,
exercices
4.2 Formuler des questions et clarifier les détails 6 Réponse orale,
des négociations. exercices
4.3 Concessions pendant les négotiations. 4 Discussion
4.4 Résolution des conflits. 6 Réponse orale,
exercices
4.5 Conclusion du marché. Types de négociateurs. 6 Jeu de réle
Bcero 86




YYEBHO-METO/JUYECKAS KAPTA YYEFHOM JIUCITUITIJIMHBI
«AEJJOBBIE KOMMYHUKALIUU U OCHOBBI IEPEI'OBOPHOI'O
MMPOIIECCA HA UTHOCTPAHHOM S3BIKE (®PPAHITY3CKUMN)»

3aounasi popma nosyyeHusi 00pa3oBaHusA

% KonuuectBo
5 AyAUTOPHBIX dopmbl
= Ha3zBanue paznena, TeMbl JacoB KOHTPOJIA
§ = [IpakTnueckue 3HAHUUN
= § 3aHATHS
1 2 3 5
1 | Unité 1. Communication d’affaires orale 4
1.1 Caractéristiques nationales de la 2 Réponse orale,
communication d'affaires. projet sur le
sujet
1.4 Communication d'affaires par teléphone. 2 Simulation
Clichés d'une conversation téléphonique
d'affaires.
2 Unité 2. Communication d’affaires écrite 4
2.1 Les principaux types de lettres. Regles 2 Exerrcices
générales de la correspondance commerciale.
2.2 Etiquette digitale. 2 Réponse orale,
la discussion
3 Unité 3. Acteurs du processus de négotiation 4
3.1 Institutions publiques et commerciales, leur 2 Réponse orale,
structure organisationnelle et leur rOle. projet sur le
Structure et départements de I’entreprise. sujet
3.2 Réunions. Types de reunions. Présider une 2 Réponse orale,
réunion. jeu de réle
4 Unité 4. Negotiations 8
4.1 Négociations: positions et intéréts. 2 Réponse orale,
exercices
4.2 Formuler des questions et clarifier les détails 2 Réponse orale,
des négociations. exercices
4.3 Résolution des conflits. 2 Réponse orale
4.4 Conclusion du marché. Types de négociateurs. 2 Jeu de réle
Bcero 20




3.3. MarepuaJibl, pekoMeHyeMble /1JI51 HCTI0JIHL30BAHUS HA
NPaKTHYECKUX 3aHATHAX

3.3.1. AHTJIMMCKHUH SA3BIK
Unit 1. Verbal formal communication

Text 1
Read the text below. Identify the basic message implied by the text.
Building a Relationship. Cross-Cultural Understanding. Eye Contact.

In many Western societies, including the United States, a person who does not
maintain “good eye contact” is regarded as being suspicious, or a “shifty”
character. Americans unconsciously associate people who avoid eye contact as
unfriendly, insecure, untrustworthy, inattentive and impersonal. However, in
contrast, Japanese children are taught in school to direct their gaze at the region of
their teacher’s Adam’s apple or tie knot, and, as adults, Japanese lower their eyes
when speaking to a superior, a gesture of respect.

Latin American cultures, as well as some African cultures, such as Nigeria,
have longer looking time, but prolonged eye contact from an individual of lower
status is considered disrespectful. In the US it is considered rude to stare —
regardless of who is looking at whom. In contrast, the polite Englishman is taught
to pay strict attention to a speaker, to listen carefully, and to blink his eyes to let
the speaker know he or she has been understood as well as heard. Americans signal
interest and comprehension by bobbing their heads or grunting.

A widening of the eyes can also be interpreted differently, depending on
circumstances and culture. Take, for instance, the case of an American and a
Chinese discussing the terms of a proposed contract. Regardless of the language in
which the proposed contract is carried out, the US negotiator may interpret a
Chinese person’s widened eyes as an expression of astonishment instead of as a
danger signal (its true meaning) of politely expressed anger.

1. Read the text again. Comment on the following:
1. observations about many people from the United States;
2. observations about the English;
3. an observation about Japanese children;
4. the meaning of lowering one’s eyes in Japan;
5. why looking at someone for a long time can be considered disrespectful;



6. the meaning of widened eyes in Chinese culture.
2. Read the list of the important issues before meeting business partners from
other countries or travelling on business. Say why these issues are important.

*The actual political situation

*cultural and regional differences

*religion(s)

*the role of women in business and society as a whole

*transportation and telecommunication systems

*the economy

*the main companies

*the main exports and imports

*the market for the business sector that interests you

*competitors

You might also want to find out:

*which topics are safe for small talk

* which topics are best avoided

If you are going to visit another country, find out about:

*the conventions regarding socializing

*attitudes towards foreigners

*attitudes towards gifts

*the extent to which public, business and private lives are mixed or kept
separate

*conventions regarding food and drink

*the weather at the relevant time of the year

*public holidays

*the conventions regarding working hours

*|eisure interests

*tourism

*dress

*body language

*language

Text 2
Read the article and answer the questions.
1. What things are people from different countries in an organisation:
a) likely to have in common
b) likely not to have in common?
2. What is 'cultural awareness'?



Standard Bank overcomes culture shock It is increasingly common for
multinational businesses to send employees on international assignments, but
without the right cross-cultural skills, staff will often struggle. Wayne Mullen.
Head of Learning and Development at Standard Bank, discusses the impact that
cultural challenges can have on employees relocating to another country. In order
to be successfully transferred. employees must understand the host-country culture,
he argues. Colleagues from different countries might share similar professional
knowledge and skills within a single international organisation, but their ways of
working, social skills, body language and ways of doing business are likely to be
completely different. They may have different patterns of behaviour, which need to
be understood and appreciated in order for everyone to work together successfully.
For example, while it may be acceptable for Chinese office workers in Hong Kong
to use the door-close button on a lift no matter how many people are also getting
in, doing such a thing in London would make people extremely angry. It is
common for South Africans to ask personal questions of their counterparts shortly
after being introduced, while a British colleague may perceive this as impolite and
inappropriate. Latin Americans' need for personal space is much less than that of
their British colleagues. Global companies should never underestimate the effect
that culture can have on international assignments. Cultural awareness is much
more than simply knowing about a country's history and geography. It is about
understanding how and why cultures work differently. It is also important to
understand your own cultural make-up in order to work more effectively,
maximize teamwork and strengthen global competence. The Standard Bank group
operates in 38 different countries, and its London office alone has 56 nationalities.
This wide range of nationalities needs to communicate effectively in order to work
as one team. The bank recognized that in order to harmonize working practices
within its culturally diverse office, it needed to provide foreign workers with a
meaningful understanding of British business culture and communication styles. It
also needed to offer practical support, which allowed employees to cope with the
challenges of living and working in an unfamiliar environment; their reactions to
day-to-day issues such as the weather, public transport and social etiquette are
often the most visible manifestations of culture shock. Standard Bank has engaged
Communicaid, a European culture and communication skills consultancy, to design
a tailored training solution, which introduces delegates to some of the key cultural
differences that they are likely to face in the UK.

1. Decide which of the following (1-5) are:
a) referred to in a positive way in the text
b) referred to in a negative way in the text



c) not referred to at all.

1 understanding the culture of the country you are living in

2 asking British colleagues personal questions when you meet them for the
frst time

3 hiring staff who are flexible and tolerant

4 providing staff with practical support

5 looking at the role of the spouse (husband or wife) in the selection of
candidates for overseas postings.

2. Write a paragraph using information from the article and giving tips to
people doing business in the UK.

Text 3
Read these notes on Chinese business protocol. How does each piece of advice
compare with the situation in your country?

Chinese Business Protocol and Etiquette

Greetings.

*You must greet the oldest person first.

*You don't have to be serious all the time. The Chinese have a great sense of
humour. You should be ready to laugh at yourself sometimes.

*You mustn't move to a first-name basis until advised to. You should address
the person by an honorific title and their surname.

Business cards.

*You should exchange cards after the initial introduction.

*You should hold the card in both hands when offering it.

*You mustn't write on someone's card unless asked to.

Gift-giving.

*You shouldn't give flowers, as many Chinese associate these with funerals.

* You mustn't give four of anything, as four is an unlucky number.

Entertaining at home.

*1t is a great honour to be invited to someone's home. If you cannot accept the
invitation, you must offer a very good excuse.

*You should arrive on time, remove your shoes, bring a small gift and eat
well to show you are enjoying the food.

*You don't have to eat loudly, but if you slurp or belch, it shows that you are
enjoying your food.



Text 4
Study the two cases when something went wrong and do the exercises that
follow:
Doing Business Internationally

Case 1: Tim Collins goes to Saudi Arabia

Tim Collins, Sales Manager, travelled to Riyadh to present his company's TV
sets to Karim Al-Jabri, president of a retail group. The meeting, arranged for
Monday, was postponed two days later. When Collins finally met Al-Jabri, he was
surprised that several other Saudi visitors attended the meeting. He turned down
Al-Jabri's offer of coffee, and when asked about his impressions of Riyadh, said
that he had been too busy dealing with paperwork to see the sights. During the
meeting, Al-Jabri often interrupted the conversation to take telephone calls. Collins
wanted to get down to business, but Al-Jabri seemed to prefer to talk about English
football teams. When Collins admired a painting on the office wall, Al-Jabri
insisted on giving it to him as a gift. Collins was very embarrassed. Two days later,
Collins presented his company's new products. A large number of staff attended
and asked technical questions which Collins couldn't answer. The following day,
Collins asked Al-Jabri if he wanted to place an order for the TV sets. 'If God
pleases: was the answer. Collins thought that meant "Yes'. Collins did not secure
the contract. When he e-mailed Al-Jabri a month later, he was informed that Mr
Al-Jabri was away on business.

Case 2: Carson Martin visits Japan

Carson Martin, Managing Director of a Canadian golf equipment company,
travelled to Osaka to meet VVasuo Matsumoto, General Manager of a sports goods
business. Martin arrived punctually for his meeting with Matsumoto. He hoped it
would be with Matsumoto alone, but some of Matsumoto's colleagues were also
present. After introductions, they exchanged business cards. When Martin received
Matsumoto's card, he put it away in his wallet. However, Matsumoto examined
Martin's card closely for some time. After a short discussion, Martin said, 'Well,
are you willing to be an exclusive agent for us or not?" Matsumoto looked
embarrassed, then he said, 'It will be under consideration." Martin was not clear
what Matsumoto meant. Matsumoto went on to say that he had to consult many
colleagues in other departments before they could make a decision. After the
meeting, Matsumoto invited Martin to join him for dinner. Matsumoto
complimented Martin on his ability to use chopsticks. Later, Martin gave
Matsumoto two gifts: a guidebook for Ontario, Canada, wrapped in red paper, and
a bunch of beautiful white water lilies for his wife. 'l hope they appreciate my gifts:
he thought. He did not hear from Matsumoto for some while. However, six months



later, he received an e-mail from Matsumoto: 'Please return to Osaka as soon as
possible. We would like to meet you to discuss the agency agreement.’

1. Work in two groups.

Group 1. Discuss casel.Tim Collins made several mistakes because he
lacked knowledge of the local business culture. Note down the mistakes.

Group 2. Discuss case 2. What mistakes did Martin make when he: a)
exchanged business cards? b) asked the question about an exclusive contract? c)
gave Matsumoto's wife white water lilies? Note down your ideas to report them.

2. Draw up a list of advice you would give a visitor like Tim Collins and
Carson Martin. Use the following grammar tips in your answer.

*We can use should and shouldn't to give or ask for advice: Global
companies should never underestimate the effect that culture can have.

*For strong advice, we can use must or mustn't: You mustn't invade a British
colleague's personal space too soon.

*We often use must when the obligation comes from the person speaking or
writing: We must show more cultural understanding.

*We use mustn't to say something is prohibited or is not allowed: You mustn't
smoke inside any building.

*We often use have to to show that the obligation comes from another person
or institution, not the speaker: You have to get a visa to enter the country. (This is
the law.)

*Don't have to and mustn't are very different. Don't have to = it is not
necessary: You don't have to hurry. We have plenty of time.

Text5
Watch the video https://www.youtube.com/watch?v=EafujAXpXHE
Read the dialogue and memorize the underlined phrases. Make your dialogue
changing details about companies.
Pleased To Meet You

Sam: Hello, | don’t think we’ve met. Sam Eriks.

Victor: Victor Tang. Pleased to meet you.

Sam: What company are you from Mr. Tang? / (Which company do you
represent/ What’s your line of business?)

Victor: Ocean Wide. | am the sales representative for this region.

Sam: Ah, yes, | know your company. Your business is expanding very rapidly
at the moment.



https://www.youtube.com/watch?v=EafujAXpXHE

Victor: Yes, we’re doing quite well. And yourself, who do you work for?

Sam: Actually, I work for myself. I’'m the C.E.O. of a small export and
packaging company. We specialize in seafood.

Victor: It’s a growing market.

Sam: Yes, but a very competitive one, Mr. Tang.

Victor: Please, call me Victor.

Sam: Sam. Victor, let me introduce you to someone.

Lin, this is Victor Tang. He is the regional rep. for Ocean Wide.

This is Lin Chan, my sales manager.

Lin: How do you do, Mr. Tang.

Victor: How do you do. Nice to meet you, Ms. Chan.

Text 6
Watch the video https://www.youtube.com/watch?v=5gfXcY39y1k
Read the dialogue, memorize the underlined phrases and answer the questions:
What are safe topics for the first contact? What are ice breakers in this
conversation?

Getting Acquainted (Ice Breakers, Small Talk)

Sue: Excuse me, is anyone sitting here?

Walter: No, please have a seat.

Sue: That’s better. My feet are killing me.

Walter: Have you been here long?

Sue: No, | just flew in this morning and | haven’t had a chance to sit down
since then.

Walter: Oh, where have you come from?

Sue: From Manila.

Walter: Is this your first visit to Australia?

Sue: No, I have been once before, but it was a long time ago.

Walter: And have you been to Sydney before?

Sue: No, it’s an amazing city!

Walter: Yes, it has its points. But you’re lucky to live in Manila! It’s a
fascinating city!

Sue: What about yourself? Do you live in Sydney?

Walter: No, I live in Melbourne. | am just here for the conference.

Sue: I’m going to Melbourne later. What’s the weather like there?

Walter: Not too good in winter. But at the moment it should be okay.

Pause...-So, how’s your hotel?

Sue: It’s good, very convenient, just near the harbor.



https://www.youtube.com/watch?v=5gfXcY39y1k

Walter: Have you seen the Opera House yet?

Sue: Yes, we’ve flown right over it.

Walter: Excuse me, there is someone | must talk to. It’s been very nice to
meet you. I’'m Walter, by the way.

Sue: You too. I’m Sue. Perhaps, we’ll meet later.

Walter: | hope so.

1. Practice the dialogue with your partner. Think about your *“legend”
properly. The conference takes place in Minsk. One of you flew from a foreign
country.

2. Complete the idioms in the sentences below with the words in the box
End eye eye fire ice foot water water
Consider the context of each idiom and decide which of them have positive

meaning, which have negative meaning.

Small talk is one way to break the ice when meeting someone for the first
time.

| was thrown in at the deep .......... when my company sent me to run the
German office. | was only given two days' notice to get everything ready.
We don't see eye t0 ............... with our US parent company about

punctuality. We have very different ideas about what being ‘on time' means. It's a
question of culture.
| got into hot . ........... with my boss for wearing casual clothes to the meeting
with the potential Japanese customers.
| really put my ............ In it when | met our Spanish partner. Because | was
nervous, | said "Who are you?' rather than 'How are you?'
| get on like a house on ........ .... with our Polish agent; we like the same
things and have the same sense of humour.
When | visited China for the first time, | was like a fish out of .......
Everything was. so different, and | couldn't read any of the signs!
My first meeting with our overseas clients was a real ........... -opener. |
hadn’t seen that style of negotiation before.

Match the idioms from the sentences above (1-8) to the correct meanings :
a) given a difficult job to do without preparation
b) quickly have a friendly relationship with someone
c) feel uncomfortable in an unfamiliar situation



d) say or do something without thinking carefully, so that you embarrass or
upset someone

e) disagree with someone

f) an experience where you learn something surprising or something you did
not know before

g) make someone you have just met less nervous and more willing to talk

h) get into trouble

3. Work in pairs or small groups. Discuss the following.

1 What tips do you have for breaking the ice at meetings with new
clients/people from other cultures?

2 Talk about a place you have visited which was a real eye-opener.

3 Describe a situation when you

a) put your foot in it

b) felt like a fish out of water

C) got into hot water

d) were thrown in at the deep end

Text7
Watch the video https://www.youtube.com/watch?v=ByMEOK2Ig3c
Read the dialogue, memorize the underlined phrases. Make a similar dialogue
changing some details.

Socializing

Sam: Look, we’re having a small dinner for some of our clients and friends
after this. Why don’t you join us?

{Perhaps you could join us/ It would be great if you could join us/ Would you
like to join us?}

Victor: That’s very kind of you. {Thank you/ That sounds good}

I’ll just check with my associate whether they have other arrangements for us.

Sam: Yes, would you like to join us?

Walter (Victor’s associate): Unfortunately | have another engagement but
thank you for the invitation. {I’m afraid | have another commitment/ | can’t I’'m
sorry. Perhaps another time?}

Sam: Well, perhaps you could join us after that for a drink? {Perhaps you
could join us later/ Perhaps you’d be interested in meeting us for breakfast /
Perhaps we could meet later in the week?}

Walter: Sounds great! I’ll be happy to. {Sounds good, I’d love to} Where
shall we meet?



https://www.youtube.com/watch?v=ByMEOK2lg3c

Sam: How about the lounge bar here? At about ten?
Walter: I’ll see you then.

Sam: Lin, Victor is joining us for dinner.

Lin: Oh, wonderful!

Victor: | hope you don’t mind.

Lin: Of course, not you’re most welcome!

Sam: Well, shall we make a move?

Lin: Would you mind if I just say goodbye to a few people?
Sam: No problem- we’ll see you outside in a few minutes.
Lin: Okay.

1. Work in pairs. In what business situations would you use these expressions?

Congratulations! | don't mind I'm afraid ...  After you
Cheers! Excuse me Yes, please  That's no problem
Help yourself It's on me That sounds good

Make yourself at home Sorry. Could you ... ?

2. What would you say in the following situations?
1 You don't hear someone's name when you are introduced to them.
2 You have to refuse an invitation to dinner with a supplier.
3 You are offered food you hate.
4 You want to end a conversation in a diplomatic way.
S You have to greet a visitor.
6 You have to introduce two people to each other.
7 You offer to pay for a meal.
8 You have to propose a toast.
9 Your colleague has been made redundant.
10 You arrive half an hour late for a meeting.

3. In your opinion, which of these items of advice for a successful conversation
are useful and which are not?

1 Listen carefully.

2 Ask questions.

3 Give only 'yes' or 'no' answers.

4 Stay silent.

5 Interrupt a lot.

6 Keep eye contact.

7 Be polite.

8 Be friendly.




4. Read the tips of how to change an arrangement politely and complete the
sentences with words from the box.

If you want to change an arrangement, it is polite to give a concrete reason for
doing so: I'm afraid something has come up. One of my clients has brought
forward our appointment.

The phrase something has come up means that something unexpected has
happened and it is probably not something you can control.

Here are some ways to suggest or ask about changing an arrangement:

So | wanted to ask you if we could meet a bit earlier in the morning. | was
wondering if we could reschedule our appointment. Could we possibly postpone
the presentation? Would it be possible to meet a bit later?

bit changed delayed lasted missed possible
possibly  postponed wanted wondering

11 was if we could meet on Friday instead. My client has our
schedule. 2 | to ask if we could meet tomorrow instead of today. I've
my flight and I'm afraid I'm going to arrive very late.
3 Could we cancel our appointment? My meeting longer than |
expected.
4 Could we meet a later? I'm afraid my customer has our meeting.

5 Would it be to reschedule our meeting? My train has been

Text 8
Read the text and say why business phone etiquette is important for every
company.
Phone Etiquette for Business Calls

(1) The method that you choose to communicate should be appropriate to the
audience, situation, and nature of the message that needs to be communicated.
Often a call is the best way to communicate. Other times your task will be best
accomplished with an instant message or SMS. And, even email sometimes is the
way to go (though it is too often abused). Telephones play a major part in the daily
operations of many businesses, as you need them to call and contact employees,
vendors, business associates, and more. Business calls are valuable because they
open the door for communications with customers.

(2) Good business phone etiquette is vital. 1t’s often the initial communication
point between you and your customers that forms a first impression, and it can help
boost customer loyalty. Answering calls swiftly and taking messages displays
competency, and lets your customers feel cared for. Listening attentively before



responding conveys patience and authenticity; which improves customer
relationships. Asking the right questions forms part of good phone call etiquette
too, and helps you ascertain whether or not your customers are satisfied.

(3) When you receive a business call follow the following rules:

1. Pick up the phone within three rings to show the caller you are available
and willing to answer questions. Use the appropriate greeting when picking up the
phone. Say, "Good morning" when answering the phone before noon and "Good
afternoon" when answering after 12 p.m. If you work in the evening after 6 p.m.,
say, "Good evening." State your name, and ask, "How may | help you?" This is a
professional way to begin a call.

2. Allow the caller to give his name and what company, if any, he represents.
If he fails to do so, prompt him with, "May | ask who's calling?" Then say, "From
what company are you calling?" or "How may | help you today?" While the caller
is talking, access his computer file if pertinent to search for the needed
information.

3. Ask for his account number if he has a billing question. Tell the caller he
will be placed on hold if you need a minute to research his account. Promise to
return quickly. Find the information needed and pick up the call. Thank the
customer for his patience and give the answer to the question.

4. Finalize the phone call by asking the customer or associate if he has any
other questions. Answer the additional questions as before and give one final thank
you before hanging up. Say, "Thank you for calling the Widget Store. Have a nice
day/evening."

(4) When you make a business call you might find the following ideas useful:

1. Gather the necessary information before making the call. Place any script,
call list or data before you and review the information. Have ready a pen and
notebook for note-taking. These will help you stay on point when making the call
and collecting information.

2. Wait for the other party to pick up the call. Identify yourself politely by
saying, "Good morning. My name is Lisa Jones from XYZ Corporation. May |
speak to Mrs. White?" This method is the most effective because it gives the caller
all the information he needs up front.

3. Explain why you are calling when the proper party gets on the line. Give
short bursts of information and don't talk too quickly or slowly. Let the speed of
the other person dictate your speed. Allow the other caller to respond appropriately
to questions and don't interrupt.

4. Solicit answers by using open-ended questions that encourage
conversation. Share information about your product or service but don't be too
pushy. Ask the other party if he has questions you can answer.



5. Conclude the phone call by finalizing an appointment or sale or by
verifying the information you have gathered is correct and up to date. Remind the
customer or associate when you will call again and what you will discuss next.
Say, "Thank you," and use the person's name. For example, say, "Thank you, Mr.
Jones."

(5) Business advisors give the list of telephone don’ts if you want to make
phone calls a useful business tool:

* Don’t answer the phone when eating, chewing, or drinking. If a person has
anything in his or her mouth it should be swallowed or removed before picking up
the phone to either answer it or place a call.

* Never say the words, “I don’t know” when talking with someone on the
phone. The ideal response to a question where there is not a definite answer is to
say “I’ll check on that for you.”

* When talking to a client or a customer never say anything that can be taken
as rudeness. The person who answers the phone should always talk to the caller in
the way that he or she would like someone to speak to them.

* A person should never use slang when speaking to a caller.

*Do not transfer a call without informing the person on the phone and asking
permission to do so.

(6) Customers often hang up when their calls are not answered rapidly,
sending them to your competitors instead. When a customer calls and you don’t
take a message if the person they’re looking for is unavailable, you may lose the
customer. Not answering politely with a proper greeting displays bad business
phone etiquette, and may discourage callers from conducting business with you.
Ending calls prematurely is also bad phone call etiquette, potentially leading to
disgruntled customers. If you are unable to speak for the duration of the call,
request a convenient call-back time from the customer instead.

(7) Satisfied customers often spread the news about great customer service via
word-of-mouth, which could lead to more business for you. Alternatively, if
they've experienced bad service, they may share that experience and hinder your
profits. Your business may also receive either good or bad customer service
reviews on social media or online. Negative online publicity could damage your
company’s reputation, and you could lose both current and prospective customers,
thus hindering your revenue. In fact, continuous bad business phone etiquette could
lead to a business shut down. Good online publicity is similar to effective
advertising. It attracts new business opportunities and customers, and bolsters
business and revenue from existing customers.



1. Put the following headings for each paragraph of the text in the correct
order:

* Choosing the right way to communicate — 1

* Inbound Calls

* Telephone don’ts

* How Business Phone Etiquette Impacts Revenue

* The Importance of Business Phone Etiquette

* The Risks of Poor Business Phone Etiquette

* Outbound calls

Text9
What advice would you give to someone to help them telephone successfully? Work
with a partner to make a list of tips. Then read the article and discuss the
questions.
Successful Telephoning

Phone calls can often be challenging in your own language, but when you’re
speaking a foreign language they are even more difficult. There's no body language
to help you, the audio quality is not always perfect, and there is more time pressure
than in a face-to-face conversation. Below are some tips to make telephoning in
English less stressful.

1. If you have to make a difficult phone call, spend a few minutes preparing
first. Think about what you want from the phone call. What might the other person
say? Make notes of English phrases you can use during the call.

2. Try to relax. Make sure you have enough time for the call, and don't
hurry. It's better to have a successful ten-minute call than an unsuccessful five-
minute call.

3. Sometimes receiving an unexpected call can be very stressful. To give
yourself some time to prepare for the call, you might want to tell a ‘white lie' (I'm
sorry. I’m actually in a meeting right now. Can | call you back in ten minutes'?)
and call back when you feel more confident.

4. It’s important to make a little small talk with the other person before you
talk business, but don’t spend too long chatting. Get to the point of the call quickly.
If you're talking to a native English speaker listen for words like well, so, and
anyway — these are signals that it’s time to talk business.

5. Speak more slowly and at a lower pitch than you would during a face-to-
face conversation. It makes you sound confident, helps the other person to
understand you, and calms you down if you are nervous.

6. Don’t be afraid to ask a caller to repeat something (I'm sorry, | still didn’t
catch that. Could you say it again more slowly?). It’s better for the caller to repeat



a piece of information five times than for you to write down the wrong
information.

7. Smile! Although it sounds strange, the other person can hear if you are
smiling — it makes your voice sound friendlier.

1. Answer the following questions.

1. What is the thing you find most difficult on the telephone? How could you
make it easier?

2. Can you think of five things you could do to improve your telephoning
skills in English? For example, record English calls and listen to them with your
English

Teacher, or telephone an English-speaking friend for practice.

Text 10
Watch the video with instructions
https://www.youtube.com/watch?v=YXmL VY4V Y
Memorize phone clichés and make a similar dialogue changing some details.
Phone Calls

-Wilson & Wilson. Can I help you? (How can I help you?)

- Yes. This is Lin Chan (name) from Acme Appliances (company). I’d like to
speak to Mr. Wilson if he is available please?

- I’ll see if he’s available. Hold the line please.

{To Mr. Wilson- It’s Lin Chan from Acme Appliances}

I’m sorry; Mr. Wilson is in a meeting at the moment. May | take a message?

- Yes, could you ask him to phone me please? My phone number is 2311
(double one) 5654.

- I’m sorry. 1 didn’t catch your name.

- Lin Chan. Acme Appliances

- Could you spell it, please?

-Yes L-1-N C-H-A-N)

-1’1l check the number. 23115654,

-That’s right.

- I’ll pass that message on. Thank you.

- Thanks. Bye.

- Acme Appliances. Lin Chan speaking.

- This is Tom Wilson returning your call.


https://www.youtube.com/watch?v=YXmL_VY4V_Y

- Ah, yes, Mr. Wilson. Thank you for calling back! | wanted to set up a
meeting with you to discuss your requirements for next year.

- Yes, certainly. How about Thursday at 2:30?

- That would be fine.

- Okay, | look forward to seeing you then.

- Thursday 2:30. See you then.

- Good bye!

Text 11
Are you a good listener? Why / Why not? Read the text and say how you can
improve your listening skills.

Active Listening Strategies

Active listening strategies can help you to communicate more effectively on
the telephone.

*When listening, say words like right, uh huh, got you, yeah every few
seconds to show that you are paying attention. The other person feels more relaxed
because it's clear that you are there and actively listening to them.

*Check each piece of information that the other person gives you — even if
you think you have understood everything perfectly, you might have actually
misunderstood something the other person said. You can do this by:

 Echoing, in other words by repeating what the other person said, to make
sure you understood correctly:

A We can deliver on Tuesday.

B Tuesday. Right.

* Asking for clarification:

A Our address is 40 George 5street.

B Sorry, did you say 40 or 14?

» Reading numbers and other important pieces of information back to the
other person:

A My number is 2389 5354.

B Let me just read that back to you. So that's 23895354 .

You can also ask the other person to read a number back if they don't do it
themselves: Can you just read that back to me?

1. Complete these extracts from a telephone conversation with words from the
box.



And your name was Did you say Let me just read that back to you
So that's Sorry, was that To Poland

Inessa. Well, first of all, how long would it take to ship a consignment to
Poland?

George. (2)? 1 would say between a week and ten days
by sea. We could also send a shipment via air freight, but that would naturally be
more expensive.

Inessa. (2) a week to ten days?

George. Yes, that's right.

Inessa. So that's 58 for Gdansk, then 61 345 3.

George. (3) 3453 or 245 3?
Inessa. It's 34 53.
George. Right. (4). It's 00 48 5861 3453.

Inessa. Yes, that's right.

George. Great. (5) Inessa...?
Inessa. Jakubik. That's spelt J-A-K-U-B-I-K.
George. (6) Inessa Jakubik.

J-A-K-U-B-1-K. Got you.

2. Check that you have understood correctly. Ask about the highlighted
information, as in the example. More than one answer is possible each time.

1 1 would like to order 50 units. Sorry. did you say 50 or 15 units? / OK so
that's 50 units.

2 Our address is 98 King Street, Hull.

3 My phone number is 0912103885.

4 The meeting is on Thursday.

5 My name is Oliver Prentice.

6 The new price is €72.90.

3. Work with a partner to practise spelling. Write a list of place names. Spell
names in your list for your partner and write down the names your partner
spells for you.

4. Work with a partner to make two phone calls. Look at the useful phrases
below before you read information to prepare your phone calls.

Opening the call




I'm calling about ...

| have a question about ...

| wanted to ask about ...

Are you the right person to ask?
Exchanging information

What was your question?

What would you like to know?

Could you tell me ... ?

Checking information

Would you like me to spell that for you?
Did you say ... ?

Sorry, | didn't catch that.

Let me just read that back to you. Let me just check that .

Partner 1.

Call1

You work for Vector Petroleum. Someone will call and ask about prices and
telephone numbers. Look at these extracts from your current price list and internal
telephone list and give them the information they need. (The price list is also
available on your website www.vec-petroleum.com.)

Price list:

6N148 Optocoupler £0.90

UGN3505W Magnetic Sensor £4.00

75AC965 Transceiver £1 .85

TD2002V Audio Amplifier £5.40

PIC-101 SCL IR Receiver Module £3.00

Contact numbers:

Marketing department +44 193221 676040 Production department
+44193221676050

Quality department +44193221676060 Customer service department +44
193221 676070

Purchasing department +44 193 221 6760 80

Call 2 .You work for Alfa Pharmaceuticals. You have received an order from
NFT Inc. but you don't have a delivery address. Call NFT Inc. to get the
information. You would also like the email address and mobile phone number of
the person who placed the order in case you have any more questions.

Partner 2

Call 1.You would like to buy some electronic components. Call Vector
Petroleum and ask about their prices. (Perhaps they can also send you a price list.)



http://www.vec-petroleum.com/

You also have a problem with a component you bought from Vector Petroleum last
month — ask for the telephone number of the customer service department:

TD2002V Audio Amplifier

75AC965 Transceiver

Call 2. You work for NFT Inc. Two days ago you placed an order with Alfa
Pharmaceuticals. Someone from Alfa will call and ask about an address. Your
business address is: 1207 Huntington Avenue, Suite 142 San Francisco, CA 94090

The address for deliveries is: 1209 Huntington Avenue San Francisco, CA
94090

Your email address is: purchasing@nft-corporation.com Your cell phone
number: +1 (202) 841-4588.

Text 12
Read the text about a presentation structure and do the exercises for each part of
information
Structuring a Presentation

1)

Most formal — and many informal — presentations have three main parts and
follow the formula:

1. Tell the audience what you are going to say = Introduction.

2. Say it = Main part.

3. Tell the audience what you said = Conclusion.

There are several ways to tell the audience what you are going to say:

*would like + infinitive: Today I’d like to tell you about our new plans. This
morning I’d like to bring you up to date on our department.

*going to + infinitive: I’m going to talk to you today about new developments
in the R&D Department. This afternoon I’m going to be reporting on the new
division.

* will + infinitive: I’ll begin by explaining the function. I’ll start off by
reviewing our progress. After that, I’ll move on to my next point.

*will be + verb —ing: I’ll be talking about our guidelines for Internet use.
During the next hour we’ll be looking at the advantages of the system.

(2)

The purpose of the introduction is not only to tell the audience who you are,
what the talk is about, and why it is relevant to them; you also want to tell the
audience (briefly) how the talk is structured. Here are some useful phrases to talk
about the structure:

I’ve divided my presentation into three (main) parts: a, b, and c.

In my presentation, I’ll focus on three major issues.



First (of all), I’ll be looking at ..., second ..., and third ... .

I’ll begin / start off by explaining... .

Then/ After that/ Next, I’'ll goonto ... .

Finally, I’ll offer some solutions.

The most common way to structure a presentation is to have three main parts,
and then subdivide them into smaller sections.

The final part of the introduction deals with the organization of the talk: how
long it will last ,whether there will be handouts, and how the questions will be
handled.

Timing:

My presentation will take about 20 minutes.

It should take about 30 minutes to cover these issues.

Handouts:

Does everybody have a handout/ brochure/ report? Please, take one and pass
them on.

Don’t worry about taking notes, I’ve put all the important statistics on a
handout for you.

I’ll be handing out copies of the PowerPoint slides at the end of my talk.

I’ll email the PowerPoint presentation to you.

Questions:

There will be time for questions after my presentation.

If you have any questions, feel free to interrupt me at any time.

Feel free to ask questions at any time during my talk.

1 (for part 1). Complete sentences 1-8 with the correct form of the verb and a
sentence ending from below:

] : : | .
-you on the proposed training project

-you up to date on SEKQO’s investment plans

-you how the database works

-at business opportunities in Asia

-on our financial targets for the division

-by telling you about what Jane’s group is working on
-about EU tax reform

1. give Today I’d like to give you an overview of our present market positions.
2.show  I’ll best showing
3. talk During the next two hours we’ll be




4. bring I’d like to
5.report  This afternoon I’m going to
6. update Today I’d like to
7. look This morning we”ll be
8. begin  Today I'll

2 (for part 2). Complete the sentences with the words given below, translate
the sentences into your native language in written form:

After all areas divided finally start then third

1. I’ll be talking to you today about the after-sales service plans we offer. I’ll

(1) by describing the various packages in detail. (2).I’ll go on to

show you some case studies. (3), I’ll discuss how you can choose the best
plan to meet your customers’ needs.

2. I've (4) my talk into three main parts. First of (5), I’ll tell
you something about the history of our company. (6) that I’ll describe how
the company is structured and finally, I’ll give you some details about our range og
products and services.

3. I’d like to update you on what we’ve been working on over the last year.
I’1l focus on three main (7): first, our joint venture in Asia, second, the new

plant in Zhodino. And (8), our redevelopment project.

3 (for part 2). Complete the sentences with prepositions:

About at for into on of to with

1. Thank you coming all this way.

2. I’ve divided my presentation three parts.

3. First of all, I’ll give you an overview our financial situation.

4. First, we’ll be looking the company’s sales in the last two quarters.

5. In the first part of my presentation I’ll focus the current project
status.

6. Point one deals APG’s new regulations for Internet use.

7. Secondly, I’'ll talk our investment in office technology.

8. After that I’ll move on the next point.



4 (for part 2). Match the two parts to make typical sentences from the
introduction:
1. For those of you who don’t know me,
. Feel free to
. This won’t take more
. I’ll be passing out
. This part of the presentation will take
. I’ll start off by giving you
. There’s no need
. There will be time

o NO OB Wb

a. to take notes. Everything is on the handout.

b. about 10 minutes.

c. I’m Steve Evans in charge of the software division.
d. ask questions at any time.

e. for questions after my talk.

f. an overview of our product range.

g. handouts in a few minutes.

h. than 20 minutes of your time.

Text 13
Read the text about getting the audience attention and do the exercises that
follow.

Getting the Audience Attention

Experts say that the first few minutes of a presentation are the most important.
If you are able to get the audience’s attention quickly, they will be interested in
what you have to say. Here are a few techniques you can use to start your talk.

Ask a rhetorical question.

Is market research important for brand development?

Do we really need quality assurance?

Start with an interesting fact.

According to an article I read recently, central banks are now buying euros
instead of dollars.

Did you know that fast food consumption has increased by 600% in Europe
since 2002?

Tell a story or an anecdote.

| remember when | attended a meeting in Paris...

At a conference in Madrid, | was once asked the following question...



Give them a problem to think about.
Suppose you wanted to set up a new call center. How would you go about it?
Imagine you had to reorganize the sales department. What would be your first
step?
1. Match the techniques to the examples.
a) tell a story or an anecdote
b) start with an interesting fact

C) ask a question
d) state a problem
1. | wonder if anyone of you here know the answer to this question:

What’s the most popular holiday destination in Europe for people under the age of
257

2. When | was on holiday a few years ago in Greece, the owner of the
tavern told me that in 20 years’ time, the little village where he lived would be a
popular tourist resort.

3. Let me give you a statistic: 92% of Americans don’t have a passport.
Think about the opportunity this presents to the travel industry.

4, We are facing a crisis with our market share. What are we going to do
about it?

2. Match items from the three columns to make attention-grabbing openings.
What presentation topics could you use each of the openings below for?
Choose one of the openings and use it to practice the introduction of a talk.

1.Did you know that

that can’t is a four-
letter word

Who would you tell
first?

2.1 read in an article Compete with the By eliminating one

somewhere Chinese? olive from each salad
served in first-class?

3. Imagine American  Airlines Of course we can!

saved 40,000 dollars in
1987

4.Can we really

You won a million
euros

| tend to agree with
that!

3. Read the presentation situation below. Prepare four different openings
using the techniques above. Practice the openings with the partner.




Your company is developing a small car aimed at women. Audience: a group
of car dealers.

Text 14
Read the text and say which opinion(s) about presenting visuals you agree
with.

Presenting Visuals

Karen Hamilton, Marketing Manager: | think to be effective a good visual
must focus on only a few points. It’s important not to have too much information
on one slide or transparency. Slide overload is bad because people will then spend
time reading the slide rather than listening to the presenter. 1 normally use bullet
points to structure information — | never write complete sentences. Headlines are
also important.

Keith Saller, Real Estate Manager: In my opinion the presenter is the focus of
the presentation — not the visuals. The key purpose for using a visual aid is to help
the audience understand the topic better. So the visuals should only be used to
support the presenter’s message. A process-flowchart slide, for example, helps
people understand visually what you are describing verbally. If a visual distracts
the audience’s attention from what you are saying, it’s useless.

Susan Fei, Export Manager: Above all, a slide or an overhead must be
readable. If the audience can’t read the slide, they will soon give up. That’s why
font size is very important. It should be as large as possible. 1I’d say at least 24.
And sometimes it’s a good idea to use different colours to highlight some points.
Using many different colours can be confusing though.

Barbara James, Market researcher: What you say and what you show should
always go together 100%. So when you’re not talking about the slide, it shouldn’t
be visible. I always switch off the display when I’m talking about something that
has nothing to do with the slide. If people are busy looking at the slide, they aren’t
listening to what you’re saying. It’s better to use the B-key to return to a black
screen or replace the slide with some form of “wallpaper” such as a company logo.

Javier Sanchez, Financial Analyst: For me it’s very important that the
presenter speaks to the audience and doesn’t read to them! The speaker must make
eye-contact and not watch the monitor or screen while he or she is talking.

| think it’s extremely boring when someone just reads slides word for word as
If it were an essay or something.

Tony Benetti, Media Consultant: It’s called “Death by PowerPoint” when
people use so many sound effects and animations that the audience’s attention is
completely taken away from the delivery of the message. | think PowerPoint is a



fantastic tool, but just because it has so many effects you don’t have to use them
all. Overuse is overkill here.

1.What kinds of tools and visuals do you normally use in your presentation?
What tips can you think of for using visuals effectively?

2. Draw an example of the following visuals in your notebook.

1. bar chart

2. table

3. technical drawing

4. flow chart

5. map

6. (line) graph

7. pie chart

8. organizational chart/ organigram

Which of these visuals would you choose to describe: a. your company’s
market share b. the steps you should follow from order placement to delivery of a
product c. your company’s new organizational structure?

3. Study the verbs that can be used to describe graphs and bar charts, read
the example text and fill in the gaps in the text that follows:

to go up / to go down

to increase (steadily, rapidly)/ to decrease
to rise /to fall

to climb (slightly) / to decline

to get better / to get worse

to stay the same

to reach a peak / to reach a low

This bar chart shows sales of Samson phones from January to June last
year.

In January last year, Samson sold 50,000 phones. In February, sales rose to
175,000. Sales in March fell from 175,000 to 100,000 units. In April, sales
increased by 200,000 units to 300,000 units and in May they stayed the same. Then
in June, sales went up by 250,000 units to 550,000 units.

Complete the text describing the bar graph.
Sales of Samson mobile phones from July to December last year.



In July last year, Samson sold 400,000 phones. In August, sales (1)...........

250,000. Sales in September (2)............ In  October, sales increased
() U 50,000 units to 300,000 units and in November they rose (4)
............ 300,000 (5)..........350,000 wunits. Then in December, sales went
() . by 250,000 units to 600,000 units.

4. Study useful expressions to talk about visuals and match the two parts to
make sentences.

Talking about Visuals:
Let’s now look at the next slide that shows...
First, let me quickly explain the graph.
You can see that different colours have been used to indicate...
The key in the bottom left-hand corner shows you ...
Highlighting information:
I’d like to start by drawing your attention to...
What 1’d like to point out here is...
I think you’ll be surprised to see...
I’d like you to focus your attention on ...
Let’s look more closely at...

1. Let's now have a look a. shows our revenues since 2004.
2. The black line gives us b. the next pie chart.
3. Each line on the graph indicates c at how the new division will be
4. In the upper right-hand corner structured.
5. The graph on the following slide d attention to the figures in the left-
6. Now I'd like you to take hand column.
7. The names of the new models are | e you can see the specifications for the
listed TP model.
8. You can see the test results in the f the sales figures for the VW Fox.
9. This aspect of the problem is| g table on the right.
illustrated 10. I’d like to draw your h a look at the next slide.
I the production output of a different
product.
J across the top.




Text 15
Read the American presentations guru Charlie F. Elroy’s strategies for good
presentation conclusions and answer the questions that follow:

Strategies for Good Conclusions
1. Make a good last impression!
2. Don’t forget that last impressions are just as important as first impressions.
3. | personally think the end of your talk is even more important than the
beginning because people tend to remember most the last thing that they are
told.
4. Make them listen!
5. When you move from the main part to the conclusion, use a sentence that
signals to the audience that now they really have to sit up and listen!
6. Make a lasting impression!
7. Your conclusion is the place to make sure that you have planted the key
ideas of your talk in your listeners’ minds. Don’t miss this opportunity!
Here are some of my strategies for effective conclusions:
1. Summarize the main points
This is the most widely used method but boring! However, sometimes you
will find it's the best strategy. Just sum up the main points you have covered in the
middle section.
2. Quote a famous person
Quote something from a famous person that fits the content of your talk and
use it as a final statement. You can find lots of quotations on the Internet. If you
can’t find one, make it up. As long as it fits, no one will ever know.
3. Ask a provocative question or make a surprising statement
Ask a question which surprises, shocks or provokes your audience — anything
to make them think and to make a lasting impression. Or you can just say
something unusual, unexpected, or even shocking to help support your key points.
4. Use the ‘sandwich’ technique
Think of your presentation as a sandwich with two slices of bread
(introduction + conclusion) and the cheese in the middle (main part). The
‘sandwich’ strategy means that you have a connection between the beginning and
the end of your talk. If, for example, you start telling a joke or (funny) story in the
introduction, stop at an exciting moment and move on to the main part. Then finish
the story/joke in the conclusion.
5. Thank the audience



Forget standard phrases such as "'Thank you very much for your attention’ or
“Thank you for listening’. After a good presentation, it is the audience who should
be thanking you!

1. Answer the questions:

Which tips do you think are the most useful? Which are not useful at all?
Why do you think that?

Can you think of any other strategies for making good conclusions?

How might cultural differences between you and the audience affect the way
you end a presentation? Do you remember a conclusion you found particularly
effective? What did the presenter do?

Text 16

Before you read work with a partner. Ask each other the questions below and

make a note of the answers. Then tell the class what you found out.
Dealing with Questions

Do you prefer questions during or after the presentation? Why?
How do you feel about the question period at the end of a presentation?
How do you prepare for the question period?
How do you deal with questions you don't want to answer?
What do you do if you can’t answer the question?
How do you deal with dominant participants?
Do you remember a presentation in which questions were handled
well/badly? What do you think went right/wrong?

No ok owdE

Study useful information about dealing with questions and do exercises
that follow

*Asking for clarification

If you do not understand the question, politely ask the person to repeat or
explain it.

I’m sorry. Could you repeat your question, please?

I’m afraid I didn’t quite catch that.

I’m afraid | don’t quite understand your question.

*Avoiding giving an answer

Sometimes you may not want to answer a question, perhaps because it’s the
wrong time for it or the question is irrelevant. When avoiding giving an answer,
make sure that your tone of voice is friendly and your reply is polite.

If you don’t mind, I'd prefer not to discuss that today.

Perhaps we could deal with this after the presentation/at some other time.



I'm afraid that’s not really what we’re here to discuss today.

*Admitting you don’t know the answer

If you don’t know the answer to a question, be honest and say so. Offer to
find out or name a person who can answer the question.

Sorry, that’s not my field. But I’m sure Peter Brett from Sales could answer
your question.

I’m afraid | don't know the answer to your question, but I’ll try to find out for
you.

I’m afraid I’m not in a position to answer that. Perhaps Olga could help.

*Dealing with interruptions

Sometimes you may be asked questions during the presentation, even if you
have asked the audience to wait. Whereas some questions can and should be
answered quickly (for example, when a participant hasn’t understood something
you’ve said), you might prefer to postpone unwelcome questions or comments.

If you don’t mind, I’ll deal with this question later in my presentation.

Can we get back to that a bit later?

Would you mind waiting with your questions until the question and answer
session at the end?

After answering questions, especially those that require a longer answer, it is
sometimes necessary to remind the audience what you were talking about before
the interruption.

Before we continue, let me briefly summarize the points we were discussing.

So, back to what | was saying about.

*Reforming questions

It is sometimes necessary to reformulate a question (i.e. say it in another way)
before answering it. This not only gives you time to think, it also allows you to
make sure you have understood the question. With a large or noisy audience, it
allows the other participants to hear the question (again) and finally, it gives you
the chance to change.

You can use the following phrases and the techniques in the table below to
reformulate questions:

| see. So, what you're asking is:...

If I understand you correctly, you want to know...

OK, let me just repeat your question so everybody can hear it.

If 1 could just rephrase your question...

The question is: You reformulate to By:

make it:
negative positive leaving out negative
Isn’t there a better What would be a|words such as no, never,




solution? better solution? none
aggressive neutral avoiding words
Do you honestly You're asking | which sound aggressive
believe we can get the | whether | think it is|{or have a negative
contract? possible get the | meaning such as honestly,
contract really, disaster

*1f you know your topic well and know who your audience is. it is possible to
anticipate most of the questions that will be asked. When preparing your
presentation, always try to make a list of questions you expect to be asked. Some
of the most common questions will be something like:

What has to be done?
How much does it cost?
What are the alternatives?

How long does it take?
Is there a deadline?
Do we get support?

Who will be responsible? What can go wrong?

1. Match the parts to make sentences:

1.

©ooNo oA WN

Good point, but I’d prefer
Perhaps we could

Could you repeat

I’m afraid that’s

I’m sure Ms. Major

Sorry, | don’t

I’m afraid | don’t know that
I’m afraid I’m not

Does that

a)
b)
C)
d)
e)
f)
9)
h)
i)

your question please?

deal with this at some other time.
off the top of my head.

not to discuss that today.

answer your question?

not my field.

could answer that question for you.
In a position to comment on that.
quite understand your question.

Now decide which of the sentences above you can use to

a) ask for clarification:

b) make it clear you don’t want to answer the question:

c) admit you don’t know the answer:

2. Reformulate the following questions using the techniques and phrases in the
text above.

Do you honestly think we

Ok wh e

Are you really sure we can meet our deadline?

can rely on them?

Won’t we get support from headquarters?
Isn’t there a better way to reduce costs?
Do you really think this will work?




Text 17
Read the text about presentation mistakes and prepare a list of tips to prepare
a good presentation.

10 Most Common Presentation Mistakes

1. Lack of Preparation

Too often a good presentation is ruined because the speaker has not taken the
time to prepare. Preparation involves attention to both the personal and
professional aspects of the presentation. Personal elements include body language,
voice, and appearance. Professional aspects include researching the subject,
organizing the content, and preparing the visuals. So, whether your presentation
lasts for five minutes, five hours, or five days, you owe it to yourself and your
audience to prepare thoroughly.

2. Poor Use of Visuals

Visuals should enhance your presentation, not detract from it. Most business
people around the world today have learned how to use PowerPoint technically,
but not professionally. Slides are overcrowded, unattractive, and inconsistent. They
are loaded with lengthy, unnecessary words, written in sentences, instead of
bullets. They include detailed information that should be provided to participants
in the form of handouts. They underutilize the power of images. By taking the time
to learn how to create powerful visuals, you will have a creative edge over the
competition.

3. Inappropriate Humor

Off-color jokes could doom your presentation, because you are taking the risk
of offending someone in the audience. Humor is culture-sensitive. What is
considered funny in one part of the world may be considered private and taboo in
another. So, avoid using humor in professional presentations, and consider other
ways of breaking the ice and establishing rapport with your audience members.

4. Inappropriate Dress

The Dbest advice is to dress conservatively so that the audience can pay
attention to what you are saying, not what you are wearing. In your private life,
feel free to express your individuality. In professional arenas, it can be disastrous
to show your true colors. Like it or not, professionals around the world expect to
see you dressed a certain way. It is best not to surprise them; otherwise they will be
concentrating on your unusual appearance instead of your worthwhile message.
Women in particular should be extra careful to present a professional appearance,
and stay away from low necklines, short skirts, jangly jewelry, wacky hairstyles,
and flashy colors.



5. Not Knowing the Audience

Find out the size and demographics of your audience beforehand. What are
the ranks and positions of the people who will be attending? Who are the decision-
makers? How much knowledge do they have of the subject you will be presenting?
What is their native language? What other cultural expectations or protocol should
you be aware of? By considering such factors beforehand, you increase the
effectiveness of your presentation dramatically.

6. Non-Functioning Equipment

Since so much of our business world is dependent on technology, always
check your equipment beforehand. There is nothing more frustrating than
malfunctioning equipment, which can cause unnecessary delays and frustration.
One solution is to have a printout of your visuals for yourself. That way, you will
have the necessary information you need to deliver a presentation, even if you do
not have the necessary equipment. If you solve the problem in this way, you will
also gain the empathy and appreciation of the audience, who may have been in
your shoes at some point in their own professional careers.

7. Starting or Ending a Presentation Late

Like you, the members of the audience have time restrictions. Respect them.
In the United States and Canada, the mark of a professional is one who starts and
finishes the presentation on time. However, time is viewed differently in eastern
and western cultures. When traveling or presenting in an international context,
consult a local partner or colleague to find out what is considered “normal”, even if
it seems strange or differs from your own practices back home.

8. Using a Monotone Voice

Your voice is the primary means of communicating with your audience. No
matter how interesting your material, if you speak in a monotone voice, you will
lose your audience. An effective voice should be vital, audible, and clear. Of
course, voice will be affected by age, gender, physiology, health, motivation, and
past experience. Nevertheless, people of all kinds can learn how to make their
voices more effective by learning about voice production, breathing techniques,
vocal exercises and voice care. If necessary, work with a voice coach to learn how
to improve your voice.

9. Too Much Material in Too Short a Time

If you have too much material, cut back or cut out. It is annoying and
pointless for a speaker to try to rush through a presentation. If you have strict time
restraints, be selective about what information to include. Pass on extra
information in the handouts. Remove a number of detailed slides and keep only the
most basic ones. Allow for the fact that you may have less time available to make
your presentation due to interruptions, malfunctions, delays or other circumstances.



By restricting the information flow, you will have a greater impact on your
audience. They will remember more and be in a better position to speak to their
superiors or take action on your recommendations.

10. Not Clarifying the Topic

Make sure you know clearly what you are expected to speak about. Second,
don’t assume the audience knows what you are going to speak about. To avoid
confusion, always include information about the topic of your presentation in your
introduction. Get into the habit of saying, “Today, I’'ll be explaining...” or "My
presentation today will show...” Do this without exception. Some members of
your audience may also be global learners, who need to know the destination
before they can follow along the detailed path of your presentation.

Unit 2. Official formal correspondence

2.1. General rules of business correspondence. Structural elementants of an
official business letter

Communication is more than just a matter of speaking and hearing,
especially within a business setting. Written communication is no less important
than a verbal one. Official formal correspondence is an essential part of any
business.

Business correspondence is the form of written communication used for
business purposes. It is the formal way of exchanging information with the help of
which professional relationships are maintained between organizations,
employees, and clients. Business correspondence is crucial in realizing
organizational goals. Meeting people personally can be quite a time-consuming job
hence business correspondence helps business affairs.

In the business community there are six most common kinds of business
correspondence: internal, external, sales, personalized, routine and circulars,
based on different goals, the content and the form of business letter writing.

One of the most important forms of non-verbal written communication in
business is business letter writing.

A business letter is a legal document between the interested parties. It is a
message written in formal language to a person or a group within a professional
setting. It is usually used for business-to-business, business-to-client, or client-to-
business correspondence. Business letters serve only one purpose that is why there



https://getuplearn.com/blog/written-communication/

are many types of business letters, for example an inquiry letter, the letter of offer,
the letter of order, the letter of complaint and many others.

Business letter writing has its own rules, the implementation of which helps
to maintain a business reputation and establish effective communication.

Business letters should be

e Clear. Both the structure and the content of the letter should be quite
understandable.

e Complete. Business letters should be brief but at the same time get
straight to the point.

e Concrete. Don’t say, “The large order that we requested has not arrived.”
Say, “The order for 10,000 basins that we requested on May 3, 2021, hasn’t arrived
in fixed time as of June 2021.”

e Correct. Correct grammar, spelling and punctuation help to avoid
misunderstanding and serve as the keys to effective communication.

There are three commonly used format styles:

o Full block format — Every part of the letter starts at the left margin, with
spaces between each part. Full block format is the simplest and the most
widespread.

Use the link below to see the sample business letter written in block format
[http://www.savvy-business-correspondence.com/BlockBizLetter.html];

e Modified block format —The return address, date, complimentary closing
and the signature line are placed slightly to the right of the center of the paper.

Use the link below to see the sample business letter written in modified
block format [http://www.savvy-business-
correspondence.com/ModifiedBlockBizLetter.html];

e Semi-block format — It is not really popular in the business world, as the
structure is rather complex.

Use the link below to see the sample business letter written in modified
block format [http://www.savvy-business-
correspondence.com/IndentedBizLetter.html]

The structure of a business letter

I. Sender’s address contains


http://www.savvy-business-correspondence.com/IndentedBizLetter.html
http://www.savvy-business-correspondence.com/IndentedBizLetter.html

e the writer’ s name or the name of the organization
e the street address

e City, state and zip code

e country

e email address (optional)

e website address (if any)

e Telephone Number (optional)

e Trade Mark or logo of the business (if any)

Il1. Letter date is written just below the sender’s address, and lets the
recipient know when exactly the letter was written. The standard date-line in the
USA is month / day / year (March 15, 2011). In Europe, however, the most widely
used format is day / month / year (15 March 2011). But in general the date may be
written in any of the following ways:

e 4th July 2005
e July 4, 2005
o 4/6/2005
e 4-6-2005
e 4.6.2005
I11.  Inside/recipient’s address includes:
¢ the name of the person you are writing to
e job title of the recipient
¢ the name of the company
e the street address
e city, state and zip code, country

IV. Subject of the letter — It is a brief statement mentioning the reason for
writing the letter. It should be clear, eye catchy, short, simple, easy to understand.



It attracts the attention of the receiver immediately and helps him to know quickly
what the letter is about.

V. Greeting or salutation contains the words to greet the recipient. People
don’t usually get upset if you don’t address them with the proper salutation, but
they notice and appreciate it when you do. The greeting ends with a colon (:) or a
comma (,). There are different ways you can greet a person depending on the type
of relationship between you.

e Dear Elizabeth (John);

e Dear Elizabeth Smith (John Read);

e Dear Mr. Read,

e Dear Miss Smith (is used when addressing a girl or unmarried woman);
e Dear Mrs. Smith (is used when addressing a married woman);

e Dear Ms. (z) Smith (is used in front of the surname of a married or
unmarried woman);

e Dear Sir(s);

e Dear Madam(s):(may be followed by title, such as Dear Madam
Chairperson);

e Ladies and Gentlemen:;
e Dear Personnel Director;

e Dear Sir / Madam (if you don’t know whether the recipient is a man or
woman);

e To Whom It May Concern.

V1. Body of the letter is the main part of the letter. This is the place where
you will share information and ideas with the person to whom you are writing.
Body of the letter has at least three paragraphs.

e Opening part - It is the introductory part of the letter. In this part,
attention of the reader should be also drawn to the previous correspondence, if any.

e Main part - This part states the main idea or the reason for writing. It
must be clear, precise, complete, and to the point.



e Concluding part — It shows the suggestions or the need of the action. The
closing of the letter shows the expectation of the sender from the recipient.

VII. Complimentary close is a polite way of ending a letter, written in
accordance with the salutation. Notice that only the first letter is capitalized, and it
is always followed by a comma. The most generally used closings for business
letters are the following:

e Perfectly yours,
e Best wishes,

e Best regards,

e Cordially (yours),
e Sincerely,

e Yours truly,

o Very truly yours,
o Faithfully yours,
e Respectfully,

e Yours,

Pay attention to the fact that

“Sincerely” can be used in a letter only if it starts with the surname of a
person you are writing to;

“Yours faithfully” is used only in British English, when you don’t know the
person’s name.

VI1II. Signature block. Usually, you type your name four lines below the

complimentary close, and sign your name in between. Include your title or the
name or the position you hold just below your name.

IX. Enclosures — show the documents attached to the letter. Those can be
cheques, drafter, bills, receipts, invoices, etc.; usually listed one by one.

e Encl: Resume
e Encl: Curriculum Vitae

e Encl: Current Price List



X. Copy Circulation — it is needed when the copies of the letter are sent to
other people. It is denoted as “cc”, for example:

e Cc: The Chairman, Electric Supply Corporation
e Cc: The Director, Electric Supply Corporation
XI. Postscript (optional)

The "PS" highlights additional information that might have been placed in
the letter but for some reason was not. Often used in sales, promotional or personal
letters, the postscript can emphasize a request for action or consideration. It is often
the first thing the recipient reads. Postscripts are especially effective in sales letters
(a letter sent to potential customers to introduce certain products) or form letters (a
circular letter, for example an invitation letter or a reminder of payment).



e
Fy

e

Zephamah Sanders

3714 Nascefur 5t
Hawthome Lowsiana 10626
USA

sanders/ayahoo.com

(539) 567-3573

1% May 2022

Calista Memmitt

HF. manager

Southeastern owisiana University
5470 Posuere Ave

Hammond LA 58520

UsA

Subject: Invitation to Liberal Arts department workshop
Dear Calista Mermtt,

I am wnting this letter to mform you about the Liberal Arts
department workshop which 1s going to be held on Apnl 19th
2019. With this workshop, the employees under the Liberal
Arts department will have the opportumity to mteract with
important business leaders in our locality.

This workshop will be conducted at the Plaza Student Center
at Della University. This event will start from 10 a.m. and will
last for 3-4 hours. A table can be reserved for the mterested
employees before the workshop upon doing the registration.

Thank you for your time and hoping to hear from you sooner.

Simcerely,

Fophaniah Sandrg
Zephamah Sanders
PE. manager

v Sender’s
address contains
v Letter datfe

¥ Recipient’s
address

v Subject

v Saluration

¥ Body

v Complimentary
close

v Signafure block




1. Match six most common kinds of business correspondence to their

definitions.

1. internal correspondence
external correspondence
sales correspondence
personalized
correspondence

. routine correspondence
circulars

BN

o Ol

a) the correspondence between two legal
institutions or individuals who are not of
the same organization, such as a
customer and  suppliers,  banks,
educational institutions, government
departments, etc.

b) the correspondence related to the sales
such as discount letters, sales letters,
sales reports, invoices, confirmation of
orders, delivery letters, statement of
accounts, etc.

c) the correspondence based on emotional factors such as letters of request,
recommendation letters, congratulations, letters of gratitude, appreciation

notes, etc.

d) the correspondence on routine manners. Such correspondence is generally
made for inquiries, orders, replies, acknowledgments, invitations, or

appointment letters.

e) the correspondence related to common matters and addressed to a large
number of people, or firms such as notices of tenders, changes in contact
information, an opening of a new branch, an introduction of new products,

etc.

) the correspondence between employees, departments, or branches of the
same company. It can be formal or informal. For example, a formal request
for approval, a memorandum, etc.

2. Decide which category each type of business correspondence belongs
to. Pay attention that some types can belong to 2 categories.

internal correspondence
external correspondence
sales correspondence
personalized
correspondence

5. routine correspondence
6. circulars

B wnh e

a) memorandum

b) contract

c) sales letter

d) fax

e) letter of order

f) appointment letters
g) discount letter

h) letter of gratitude
1) notice of tender




J) congratulation letter
k) University promotion letter
I) notices of change in contact information

3. Arrange all the parts of the letter properly.
a. Kevin Green, Human Resources Manager

Florida Cafeteria

446 E Sugarland Hwy

Clewiston, FL 33440
b. Food For The Poor is one of the largest international charity organizations
based in the U.S. Established in 1982, our goals are to improve the health,
economic, social and spiritual conditions of the men, women and children in the
whole world. Our organization currently operates four shelters serving 75 young
people each night. Our major goal is to convince these young people to continue
education, become employed, and return home.

c. Dear Mr. Green:

d. (%&//Zﬂﬁ

Stephen M. Kearney

Chief Financial Officer
e. With regard to your advertisement in Clewiston News of January 15", 2012 we
would ask you if you still have any vacancies in your cafeteria.

f. Would you please inform us if it is possible to employ any of our youngsters?
Any position you suggest will do. Your prompt answer would be appreciated.

g. Food For The Poor

6401 Lyons Road

Coconut Creek, FL 33073
h. We know that your company’s views on charity and volunteer work coincide
with ours. By working together, we can help people in need. We believe that our
common activity will inspire and give faith to the lost regardless of race or status.

I. February 1, 2012

J. Respectfully,


http://www.urbanspoon.com/zip/136/33440/Florida-restaurants.html

4. Read the letter below and comment on its layout, structure and style
(formal / informal). Which structural components are missing? Is the content
clear and complete? Is the information concrete? Are there any grammar,
spelling and punctuation mistakes?

Fine Foods Ltd.
10 Bridge Street
London

SW10 5TG

Hello Mr. Roger Jones:

I got the letter you sent on 1st September. and the stuff
about the stock control system you make. It sounds great
for us. but I want to check some things before we buy it.
You said the system 1s bang up-to-date. but what happens
if you update it again soon? Do we get money off the new
one? You said it takes 3 weeks to install the system — that’s
too long! Can’t you do it any quicker? Hope you can reply
soon. we're 1n a bit of a hurry.

Thanks.

Janet Brown

Rewrite an inappropriately informal business letter in a more
appropriate formal style.



2.2. Social letters

Social letters are integral part of the business correspondence. Social letters
are the letters written on the occasion of a special event. Even though the social
letters are not directly concerned with business, they are important as they
maintain and improve good relationships between employers and employees as
well as between business contacts.

There are a lot of different types of social letters. For example, anniversary
letters, congratulations and thank you letters, apology letters, appreciation letters,
invitation letters, condolence letters, retirement announcement letters and so on.

A social letter is a business letter and therefore has the same basic structural
elements.

Invitation letters

Invitation letters are used for all but the most formal of occasions —
weddings, graduations, formal dinners, conferences. They can be formal, semi-
formal and informal in style. Whatever the form, it is essential, for the desired
impression, that an invitation contains the following elements — date, time,
purpose, and degree of formality — which let the recipient know what is to be
expected of him or her.

A formal invitation, usually in the form of a letter or a printed card, is
written in the third person. It should, in addition, includes the R.S.V.P. notation.
This abbreviation stands for ‘respondez s’il vous plait’ or “please, let us know if
you plan to attend’.

The ability to make invitations, as well as to respond to them appropriately
IS very important. Moreover, understanding how to decline invitations with grace
and politeness helps to navigate social situations without causing misunderstanding
or offence.

Sample letters
Invitation letter



Accepting an invitation

Refusing an invitation

Dear Mr Odensa,

Our Chairman thanks you very much for the kind invitation you sent to
attend the reception being held next month at your embassy.

Although he would have liked to have come, he will be in America at that
time. However, he sends you his best wishes and apologies for not being
able to attend, and hopes that you will send another invitation at some
future date, when he does not have any commitments.

Yours sincerely,
i g e e

Congratulation letters

Business congratulation letter is a letter written to a person or a firm
congratulating for achieving success in the industry or a new venture. The
occasions for congratulatory messages are numerous: promotions, appointments,
awards, marriages or graduation days. The motive or aim for writing such a letter
IS to appreciate and congratulate the concerned person and to express his
gratitude as well as to show a sign of good gesture. On the other hand, the
recipient feels special, praised and motivated after reading the letter.
Congratulations can be formal and informal. They are best given directly, not by
someone on your behalf.

The body of the letter of congratulation should begin with the expression of
congratulations, mentioning the reason for it and expressing goodwill at the end.




Dear Mr Carrington,

I would like to offer my congratulations on your being elected chairman of
our Trade Association.

No one has done more to deserve the honour, or has worked harder to
promote our interests. You can count on me and my company to give you
any assistance you require in your term of office, and I wish you every
success for the future.

Yours sincerely,

Letters of Thanks

Letters of thanks are written to express your appreciation when a customer,
a supplier, or some other business contact has sent you a gift, done you a favor,
shown you the hospitality and etc. Thank-you letters, if well written, are an
excellent opportunity to further fruitful business relations and friendship.

The body of the thank-you letter should begin with the reason for thanking
the person, making it clear that you appreciate her or his sincere compliment, and to
end with the expression of a desire to continue joint business relations in future.

Dear Mr Deksen,
Thank you very much for assisting Michael Hobbs while he was in Oslo.

I know he has already written to you expressing his gratitude, but I would
like to add my own appreciation. The introductions you made for him and
the contacts and information he gained will be extremely useful in our
Scandinavian export programme.

If I can offer you any similar service in the future, please contact me.

Yours sincerely,

— s e, L




1. Read the invitation and fill in the chart below.

Dear Ginette Hughes:

The company is having a buffet dinner at 6 P.M. next Friday 20
December for the Christian employees and their friends. So |
immediately thought of you. Please come and join in the fun.
Don’t bring anything but yourself and be prepared to sing the
whole night long because David is going to bring his guitar to

back us.

Let Julia know by Tuesday if you can make it so that she will
have an idea of how much stuff to order.

Thank you.
Sincerely,

Richard Davies
R.S.V.P.

Who is the letter addressed to?

Who wrote the invitation?

Is it a formal or an informal invitation?
What occasion does the letter mention?
Who else was invited?

Details:

date

e time

e degree of formality of the party

ok wbdE

2. Put the parts of this letter of congratulation on a promotion (a—e€) in
order (1-5):

a) My fellow directors and me are delighted that the many years of service you
have given to our company should at last have been rewarded in this way.

b) Sincerely yours, Fred Vargas


https://britishsurnames.co.uk/surname/hughes/
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c) Dear Dr. Roberts,

d) 1 would like to convey my warm congratulations on your appointment to the
Board of Electrical Industries Ltd.

e) We all join in sending you our very best wishes for the future.

3. Complete Mr. Schulz’s thank-you letter to his Qatari host by putting
one phrase (a— h) in the correct gap (1 — 9). One gap doesn’t need anything:

Dear Mr Amin,

(1__) for a most enjoyable visit to Doha.
(2__) to see the city and the fort and (3__ )

the meal in your beautiful restaurant along the
Corniche. (4__ ). All of your staff were
extremely courteous and (5__ ) with their

a) Finally, thank you once
again
b) I am writing to thank

knowledge of irrigation technology. you
c) | especially enjoyed
(6__) to see the destination plant. (7__ ) to d) I look forward to
Mr Ashraf Zanaty for taking so much time to hearing from you
guide me around. e) | was also very
interested

) I was most impressed
g) It was most interesting
h) Please extend special
thanks

(8__) in due course regarding your decision
on our irrigation equipment. (9__ ) for
making my stay in Qatar such a pleasant
experience.

Yours truly,
Helmut Schulz

4. Write a letter making use of one of the situations:

v" You are a former high school student trying to organize a reunion with
classmates of ten years ago. Write a letter inviting them to the event. Include the
following notes:

Venue — Queen’s Hotel

Date — Saturday, 12 September

Time — 8:00 p.m.

Dress — formal



v" An annual event was recently held in your area. Now you want to write to the
organizers of this event congratulating them on a successful production. In your
letter give the details of the event, mention what you liked the most about the
event, make a polite criticism of something you thought could be improved. Begin
your letter as follows: Dear Sir or Madam,

v You are on the committee of a local charity organization which recently held
auditions for its annual fund-raising variety concert. You have been asked to write
a letter to one of the groups who auditioned, thanking them for taking part and
expressing your opinion of their performance.

2.3. Business letters. Main types of business letters and their functions
A business letter is a medium to exchange and relay information with and to
clients, customers, and other external parties. The ability to communicate
effectively in writing is essential in business. There are various types of business
letters. Based on the purpose of a business letter, the following types are the most
common: inquiry letters, letters of offer, order letters, acknowledgment letters,
letters of complaint, adjustment letters and apology letters and etc.

Inquiry Letters

The most common business letters are inquiries and replies to them.

A letter of inquiry is a kind of document sent to an individual, or a company
requesting additional, or some specific information about a product, service, or
promotional materials. In such kind of letters, the sender always expects the
feedback from the recipient to be shared.

An inquiry (also spelt enquiry) is sent when a businessman wants:

e to get more information concerning a product or service;

e to know if the goods are available right now;
o to specify delivery dates;

e to get information about the terms of payment and discounts, the methods
of transportation and insurance;

¢ to get the catalogues and samples of goods.

When you ask for catalogues and brochures it is not necessary to give a lot
of information about yourself or your company. When you ask about goods or
services or you want to learn more about companies you are planning to do
business with, be prepared to write a long message specifying exactly what you
want.



Sample Inquiry Letter

ABVS Inc.

1228 Sherbrooke Street West
Montreal, Quebec H3G 1H6
Canada

January 10, 2022

Jeff Allen, Export Manager

Wines of California, Export Marketing Company
11777 San Vicente Blvd.

Los Angeles, CA 90049

Dear Mr. Allen:

| am writing in reply to your sales letter to inquire some information about your
products.

We are a large store in the Center of Montreal and are interested in importing wine
from California. We are mostly interested in Cabernet Sauvignon, Chardonnay,
Merlot, Pinot noir and Sauvignon blanc.

Would you kindly quote your prices and terms of delivery?

If your prices are competitive we will order regularly. There is a large market here
for your products.

| would appreciate a prompt reply.
Yours,
{ ,:'f'},cmt, “‘f{f)}%ﬁ_ﬂ

Fiona McDuff
Chief Buyer



http://en.wikipedia.org/wiki/Cabernet_Sauvignon
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http://en.wikipedia.org/wiki/Sauvignon_blanc

Structure of the body of the letter of inquiry:

Body Examples
| am writing in reply to your sales letter (advertisement).
1. Indicate | am writing with reference to the advertisement in ...

where you’ve
learnt about the
company and its

Regarding your advertisement (ad) in ...
With regard (reference) to your advertisement in ... of..., we would ask you...
We read your advertisement in...

goods or We have seen your current catalogue showing ...
services. You were recommended to us by Kim Conrad.
We have heard of your products from...
Some of my business partners spoke very highly of you.
There is a large market here for your products...
2. Give some We are a developing company...
information Our company is a subsidiary of Mini World Trade Organization and we specialize
about your in...
company. We are one of the main producers of industrial chemicals in Russia, and we are
interested in...
Our company is mainly concerned with...
| am writing to inquire information about ...
3. State the We are interested in buying (importing)...

purpose of your
letter.

We would like to have further details about...

We would be grateful for detailed information about ....

We are planning the reorganization of our e-business and would like some
information about...

Please send us samples of your products.

Please send us your catalogues (leaflets)...

Could you please send me a course catalogue and schedule?

Would you please inform us if it is possible to deliver...?

Please let us know what quantities you are able to deliver till...

Would you kindly quote your prices and terms of delivery (terms of payment)?
Please inform us (let us know) as soon as possible ...

| would be grateful if you could send me some information about ...

4. Express hope
for further
cooperation.

If your prices are competitive we will make regular orders with your company.
If the samples meet the standards we will order from you.

If your equipment meets our requirements we will regularly order from your
company.

We look forward to your early reply.

| look forward to hearing from you (= receiving your reply).

| look forward to meeting your colleagues next week.

I look forward to receiving a catalogue from you.

Your prompt answer \ reply will be appreciated.

We would be grateful for an early reply.

An early answer would be appreciated.

Thank you for your attention. We hope to hear from you in the near future.




Letters of Offer
In reply to your inquiry about a particular kind of product or service, you
will receive an offer from the supplier, if he/she has the goods you are interested
in. Usually an offer is accompanied by samples, brochures, catalogues and
pricelists.

Sample Letter of Offer

Wines of California, Export Marketing Company
11777 San Vicente Blvd.
Los Angeles, CA 90049

January 13, 2012

Fiona McDuff, Chief Buyer
ABVS Inc.

1228 Sherbrooke Street West
Montreal, Quebec H3G 1H6

Dear Ms. McDuff:

We thank you for your letter of January 10%, and are glad to inform you that all the items listed in your inquiry are in stock.
It is good for you to take so much interest in our products as California wine has gained world recognition for many fine
wines due to the wealth and variety of soil conditions and micro climates that exist here.

Our company is one of the largest suppliers of wine in the USA and therefore our prices are lower than those of our
competitors’. We are glad to inform you that we can quote you a discount of 7% for orders over a 1000 bottles, increasing
to 12% on orders over 2000 bottles. | call your attention to the fact that the price covers packing and transportation
expenses. Please find enclosed our catalogue with the latest price-list. Moreover, we are enclosing details of our terms of
payment.

We can guarantee delivery to Montreal in 2 weeks’ time after placing an order with our company. If you require the items
urgently, we will send them by air, but this will, of course, result in higher freight charges.

We would be pleased to add you to our list of customers and could promise you excellent products and prompt supplies.
Please do not hesitate to contact us if you need any further information.

Hope for future cooperation.

Respectfully yours,

.ﬁé'ﬁ'—_l'

Jeff Allen
Export Manager

Encl: Catalogue, price list




The body of a standard offer usually contains the following parts:

N

1. Introductory partin
which the sender
thanks his
correspondent for an
inquiry.

2. Informative partin
which the sender
answers all the
guestions of the
potential buyer,
providing basic
information on prices,
terms, conditions and
etc. As arule, a seller
never misses a chance
to make some
additional offers.

3. Conclusion in which
the sender encourages
the customer to place
an order with his
company.

Thank you for your letter of May 19 in which you...

Thank you for your inquiry of May 22, 2011 regarding our new course of
Business English.

I am writing in reply to your letter of May 22 in which you asked if we ....
As to your inquiry of ... we are informing you that...

We were pleased to learn your interest in...

We are most pleased that you want to buy...

We are glad to say that ...

It is good for you to take so much interest in our work.

We enclose our catalogue with the latest price-list.

We are pleased to enclose our current catalogue.

We have pleasure in enclosing our current price-list.

Please find enclosed a brochure.

I am enclosing a report.

Enclosed you will find our catalogues with current price list for retailers.
Our detailed catalogue will demonstrate the wide range of our products.

The price covers packing and transportation expenses.

As you can see from our price-list, our prices are at least 3% lower than market
prices.

We can give you a 5% discount.

We take pleasure in sending you the desired samples and offer...

All our products can be delivered at the shortest possible time.

I especially call your attention to...

We draw your attention to pp.14-17 in our catalogue where ...

Besides the above-mentioned goods our company also produces...

The model ... will meet most of your requirements.

I regret to say that we no longer produce the model you refer to. | am very sorry
we cannot be of help to you. | hope that we may be of more help in the future.

I regret to inform you that...

I must inform you with regret...

To my great regret | must inform you that...

We would be happy to pay you a visit to discuss further details.

Please do not hesitate to contact us.

If you have any further questions, please do not hesitate to get in touch with us.
Please do not hesitate to get in touch if you need any further information.

We would be pleased to add you to our list of customers and could promise you
excellent products and prompt supplies.

We ask to consider our proposal once more and let us know if we can expect your
order.

I encourage you to place an order as soon as possible as the quantity of the product
you’ve requested for is limited at our warehouse.

We would appreciate if we get the order from you as soon as possible.

If you are not happy with our proposal please let us know why.

We are looking forward to hearing from you.

Hope for future cooperation.

We are grateful for your cooperation.




Letters of Order

If the buyer is interested in the proposed goods or services, he writes the
letter_of order in reply to the seller’s offer. Order forms usually indicate the
following information: the quantity of goods, their description, prices, the terms of
payment, the date of delivery, discounts.

In return the supplier sends an order acknowledgement promptly to thank his
customer for the order. If prices or delivery times have changed, the customer must
be notified. If the goods ordered are no longer available, a substitute may be
offered.

Sample Letter of Order

ABVS Inc.

1228 Sherbrooke Street West
Montreal, Quebec H3G 1H6
Canada

January 16, 2012

Jeff Allen, Export Manager

Wines of California, Export Marketing Company
11777 San Vicente Blvd.

Los Angeles, CA 90049

Dear Mr. Allen:

We thank you for your letter of January 13, 2012, in which you enclosed your latest price list and a catalogue
of your finest wines.

We were impressed by your detailed catalogue demonstrating the wide range of your products.
As it is our trial order we suggest that the payment is to be made by a letter of credit. The terms of delivery are
CIF (Cost, Insurance, Freight) Montreal. We hope that you can meet our delivery deadline of February 1, 2012.

Please, find enclosed our official order form Ne 123-ASD for:
Torres Marimar Chardonnay

Echo Falls Chardonnay

Miwok Ridge Sauvignon Blanc

Gallo Family Vineyards Merlot Rosé

Jacktone Ranch Pinot Noir Reserve

We look forward to receiving our order and doing further business with you in future.

Respectfully yours,

( Fuema ““’fx:D.%ﬂ_“

Fiona McDuff
Chief Buyer

Encl: Order Form




1. Introductory part In reply to your letter of offer of January 20, we would like to ...
where the sender refers [J In response to your fax of January 22, we thank you for...
to the previous letter of [} Thank you for your letter of May 9 quoting prices and delivery terms for ...
offer in which he got We thank you for your letter of March 31 with the detailed price list, catalogue
information about and payment conditions which you sent us.
products or services. Referring to your offer from September 29, 2011, we are pleased to place the
following order with you:
Many thanks for sending information we asked for.

We examined the samples and are satisfied with their quality.
We are satisfied that quoted terms are acceptable.
2. Informative partin We would like to thank you for a 15% discount.

which the sender repeats [f| We would like to confirm that the payment is to be made by a letter of credit.
the provided information [ff We hope that you can meet our delivery deadline of June 30, 2011.

on prices and discounts, [J| We enclose an order form for 35 flat screen monitors.

terms of delivery, quality [f Please, find enclosed our order Ne 45-G78 for 100 mobile phones Nokia C5-03.
and so on. And then We are pleased to enclose our order Ne ...

places an order. We accept your offer and have pleasure in placing an order with you for...

3. Conclusion in which

the sender expresses We are particularly interested in long term working relations.

hope for fruitful We would be grateful if you confirm our order as soon as possible.

cooperation. We would appreciate if we get the confirmation of our order in the near future.

Letters of Complaint

Mistakes may occur in day-to-day business, and these give cause for
complaints.

A letter of complaint is a kind of letter, or a document mostly being sent in
the business related environment in situations when the sender is not satisfied with
the provided services, or the quality of products. There are various situations when
a formal complaint can be raised. Such situations can include: damaged goods, bad
quality of goods, delay in delivery of goods, quantity of the goods ordered,
defective packing.

Such kind of letter is being sent when another forms of communication
cannot be applied (such as phones, email, etc.). Complaint letters should be direct
but tactful and always professional. Adjustment letters are normally sent in
response to a claim or a complaint.




Sample Letter of Complaint

ABVS Inc.

1228 Sherbrooke Street West
Montreal, Quebec H3G 1H6
Canada

January 10, 2012

Jeff Allen, Export Manager

Wines of California, Export Marketing Company

11777 San Vicente Blvd.

Los Angeles, CA 90049

Dear Mr. Allen:

I am writing to you to complain about the quality of your goods.

We regret to inform you that your wines don’t meet our high standards. On checking the
bottles immediately after arrival, we found that some of them were cracked, some of them
had scratches. It is not acceptable for us.

We have tried to contact you by phone but couldn’t get anyone to give us a reasonable
answer. Frankly speaking, we are not interested in any explanations. We are mostly
concerned with getting a compensation for our expenses and having our money refunded.

I look forward to hearing from you soon.

Yours,

A toma e Dufr

Fiona McDuff
Chief Buyer




The body of the letter of complaint includes the following parts:

Introductory part where
the sender describes the
problem including key
dates, sums of money
spent, number of his\her
order form.

2. Informative part in
which the sender

v identifies what action
he\she has already taken
to have the problem
fixed

v’ ask for explanations
of not fulfilling their
obligations; ask for
compensation of the
expenses

v' outline the steps you
will take if you and the
seller cannot resolve the
problem

v/ attach a copy of any
supporting relevant
documentation such as a
receipt or invoice.

3. Conclusion in
which the sender asks
for a response within a
reasonable time.

| am writing to you to complain about the service...

| am writing to complain about the low quality of the goods you've supplied.

I have received your invoice Ne 4354-AZ for $1,467 but noticed that a number
of errors have been made.

We would like to inform you...

We regret to inform you that we were not at all satisfied with your service.
This is the third time this mistake has occurred and we are far from being
satisfied with the service you offer.

On checking the goods immediately after arrival, we found that the goods were
badly damaged.

We regret to say, that you did not keep your promise of prompt delivery.

We regret to inform you that the quality of the goods is unacceptably low.
There seems to be some misunderstanding regarding the terms of discount.

We have tried to contact you by phone but nobody gave us reasonable
explanation.

We contacted your representative in London, but unfortunately without any
success.

We tried to solve this problem, but we didn’t manage to do this.

Therefore | look forward to hearing your comments.

We would be interested to know if you can offer an explanation for the poor
quality of your service.

Will you please come to inspect the damage and arrange for your specialist to
fix it next week?

The best solution for me would be to return the wrong items to you.

| feel we deserve some sort of compensation for this such as...

We insist that you have to cover our expenses.

We insist on ...

We would like to have our money refunded.

We refuse to accept the goods because of late delivery.

We will keep the goods until ...

Unless we receive a satisfactory answer, we will be forced to let our solicitors
deal with this matter.

Unless you can fulfill our orders efficiently in the future, we will have to
consider other sources of supply.

Please send us the replacement of the goods.

The mistake must be corrected as soon as possible.

We enclose a report on the damage...

| look forward to hearing from you.
We look forward to your dealing with these questions without delay.




1. Complete the reply to Mr. Vernon using the words and phrases below
(a-h):

a) | am afraid that

b) Please contact me again if

c) Thanks for your letter of

d) Please find attached

e) Sincerely

f) I look forward to meeting you
g) | am writing to

h) I would be delighted to

Dear Mr Vernon,

(1__ ) May 21st. (2__ ) give you details of the arrangements for your visit. (3__ )
show you around the technical department when you arrive. | have arranged a visit
for Monday, June 12th at 11:00 a.m.

(4__ ) Sven Elmgvist will not be here when you come, but his deputy, Anders
Karlsbad, will be happy to meet you.

(5__ ) alist of hotels near the office. | recommend the Sheraton, where most of
our visitors stay. (6___ ) we can help in any way.

(7_) inJune.

(8__ ) yours,

Katarina Hendrickson

2. Arrange all the parts of the letter of offer properly and divide the
message into paragraphs:

a) January 20, 2012
b) Dear David Lee:

c) Enclosed you will find 4 catalogues with current price lists for retailers. We
draw your attention that the prices cover packing expenses. All our products can be
delivered at the shortest possible time.

d) Tiffany & Co. Jewelry

727 Fifth Avenue

New York, NY 10022

USA
e) Once again, thank you for your interest in our company. Please do not hesitate
to contact us if you need any further information. We would be pleased to add you



to our list of customers and could promise you excellent products and prompt
supply.

f) Sincerely yours,
g) David Lee

Chief Product Officer

Garrard

24 Albemarle Street

London W1S 4HT

England, UK
h) Many thanks for your letter of April 21 inquiring about our range of women’s
and men’s watches, sunglasses, handbags and scarves. It is good for you to take so
much interest in our goods as they are of the finest quality.

s UL O

Paul S. Otellini

Sales Manager
J) Besides the above-mentioned goods Tiffany & Co. is known for its high
quality jewelry. There are many categories that make up Tiffany Jewelry:
engagement rings, earrings, bracelets, men's jewelry, pearls and of course
diamonds. It is all life long fully guaranteed.

k) Encl: Current Catalogues with Price Lists

I) We are looking forward to hearing from you.

3. Match the two columns.

1. Trial order (a) The customer places one order for a certain quantity of
goods to be delivered at regular intervals, e.g. 500kg of
coffee on the first day of each month.

2. Firm order (b) The second order placed with a company.

3. Standing order (c) The customer orders a small quantity of goods to test
the quality.

4. Initial order (d) The customer commits himself to buying the goods.




This type of order may have a fixed delivery date.

5. Follow-up order | (e) The first order placed with a company.

6. Merchandise on | (f) The customer orders the goods a long time before he
call needs them or a long time before they are available.

7. Advance order (9) The customer orders goods in large quantities.

8. Bulk order (h) The customer orders exactly the same goods as before.

9. Repeat order (i) The customer places one order for a quantity of goods
which he has delivered in parts as and when he needs

them.

4. The following letters are from people who have just returned from
holiday. What each of them is dissatisfied and complaining about? Match the
letters (1 — 3) to the complaints (a - ¢):

a) hotel staff
b) a hotel room
c) a travel delay

Letter 1

| am writing to
express my
disappointment
regarding the standard
of accommodation

Letter 2

| am writing to
express my total
dissatisfaction and
frustration with the
amount of time | had

Letter 3

I am writing to
complain about the
level of customer
service at your hotel
during my stay last
weekend

that your company
arranged  for my
holiday in Malta last
month.

to wait for my flight to
Barcelona last week.

What is each holiday maker personally complaining to? Match the same
letters (1 — 3) to the businesses (d — f):
d) package holiday company
e) hotel
f) airline
In what way did they express their feelings and emotions?



5. Choose one situation from the given below and compose a letter.

» Your boss at ChemTech left you a note. Write an enquiry to
International Chemicals using your boss’s instructions:

Please send an enquiry to Steven Thomas at International Chemicals.

Tell him a few facts about ChemTech:

v" largest chemical company in Europe

v more demand from customers

v need new suppliers

Ask for the following:
a brochure
discount if we order next week
amount in stock
delivery within five weeks

» Your company is a textile importer. Write a letter offering your
wholesale customers your old season’s stock at reduced prices, and explaining
why you are able to do so.

> Marie Wolpert bought a suitcase at a large department store. She is
unhappy with it and would like to return it. Here are the notes for the letter of
complaint to the department manager she is writing to. Read them, cross out
any unnecessary details, and create a letter of complaint of your own if you
occur in such a situation.

» Skyway suitcase

* 300 x 450

e light blue

* purchased June 3

* paid cash

* reduced from $50 to $42

» handle broke on trip to Chicago

» called the store

* spoke to the manager on July 1

» manager said no refunds or replacement on sale items

 would like to exchange suitcase

AN N NN



2.4. Digital etiquette
Business communication in the digital environment of the Internet

Digital etiguette, also known as netiquette, is the set of rules and social
norms that govern appropriate behavior when communicating in the digital
environment of the Internet through social media, email, instant messaging, during
online conferences or via video calls.

Observing digital etiquette in business is crucial both in oral and written
online communication. Digital etiquette is important for a number of reasons.
Firstly, it helps to maintain a sense of professionalism and create a positive and
respectful online environment. Secondly, digital etiquette helps to prevent
misunderstandings and conflicts.

General digital etiquette rules:
1. Treat every online interaction as though you were in public. Treat a
digital conversation as you would a real-time conversation.

2. Choose a communication channel convenient for everyone.

3. Use respectful language. Don’t humiliate, embarrass, mortify or shame
others.

4. Respond to emails and letters promptly and don’t ignore your incoming
messages. This will save the other person from uncertainty and feelings of anxiety.

5. Prepare for video online meetings and conferences in advance.

6. Remember that a workday has an end, so don’t disturb your partners with
phone calls or instant messages after office hours.

7. Proofread your messages and letters. Check them for grammar,
punctuation and correct spelling.

Asynchronous communication
Digital communication channels

Communication is essential in business environment. Among the different
types of communication, the two major types are synchronous and asynchronous
communication. Synchronous communication, or sync, refers to interactive real-
time communication, for example in-person meetings, video calls or conferences,
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phone calls etc. Asynchronous communication refers to any kind of
communication that that does not happen in real-time. This means that you and
your recipient do not communicate simultaneously, and there is a lag time between
sending and receiving messages. Communication through letters, emails,
interaction via online forums and social media, leaving voicemails are the most
basic forms of asynchronous communication.

Email correspondence

Business correspondence went through many changes especially in the
recent years, in the way of information sharing. Internet, emails and the social
media contributed to an easier way of sharing the data among organizations and
companies. Typical electronic business correspondence mainly includes email
communication. Electronic mail, or e-mail, has become an extremely popular form
of written communication in the international business world.

Using emails as the means of communication has both advantages and
disadvantages. Speed and convenience are the primary advantages. Such kind of
correspondence allows two parties to communicate between each other quickly, to
share the information needed for various projects, details of the contracts, drafts, or
additional information needed. Electronic correspondence can also serve as
evidence to some facts in certain cases. E-mailing is a cheap way of
communication which has become a preferred tool for communicating with
overseas partners but the lack of privacy and security cause rather serious
inconveniences as well as spam e-mail or junk mail.

A well-written email is a powerful tool that can make or break job offers,
deals, and inter-office communications.

The structure of a standard email:

1. Name of a sender

2. Name of a recipient

3. Cc: Name of a person (people) who will also receive the email if it is not
addressed directly to them

4. Bcc: Name of a person (people) who will receive a copy confidentially
5. Subject of the email

6. Salutation

7. Body of the email

8. Closing



9. Signature (your name, title or position, the full company name, company
address, your phone number, e-mail address, fax number, website address)

The layout of e-mails has some elements that differ from formal letters and,
therefore require additional comments.

Subject Lines

The subject line is the first thing your reader will see, so it must be relevant,
clear and straight-to-the point, eye catchy and short.

The subject line should show clearly why you have written and whether any
action or response is required. Write

e “REQ” if you require something;

e “URGENT” only if it really is;

e “FYI” (for your information) if you do not expect a reply, but add a few
comments about the subject of the e-mail — “FYI”” alone won’t make someone want
to open it.

The subject line should be brief. Don’t use too many punctuation marks or
capital letters; otherwise your e-mail could be mistaken for spam. If you are
responding to or forwarding an e-mail, make sure the subject line is still relevant.

Here are some examples of bad and good subject lines:

BAD GOOD
Trip London trip planned for 10 Sept.
HELP REQ: Pls send image
URGENT URGENT: Resend report on Russia
FY|mt; FY1: Susan liked web design

EOM: If you have a very short message, write it all in the subject line. You
can add (EOM) or <EOM>, meaning “end of message”, to show that the reader
does not need to open the e-mail.

* Hotel booking confirmed (EOM)

* RE: Meeting Thursday at 10 - OK <EOM>

Signatures

Today, all email messages should include a professional signature. Your
signature should contain

v’ your name

v title or position

v" the full company name




v company address
v"your phone number
v e-mail address

v' fax number

v website address

Susanne Fisher

Key Account Manager

Growth Energies House Ltd

22 Thatcher Street

London SW2

United Kingdom

Tel: +44 (0) 20 7987 9035

e-mail: s.fisher@growthenergynoreply.co.uk
http://www.growthenergynosite.co.uk

Include a signature automatically at the end of each email — it's easier to
delete it from a message than to add it manually.


mailto:s.fisher@growthenergynoreply.co.uk
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Email etiquette reflects those rules that dictate what is and isn’t appropriate
when sending email correspondence. Email etiquette is important as it speaks
volumes about you as an employee, employer, or business contact — especially
when emailing somebody for the first time.

Email Etiquette

e Don’t send an e-mail if the matter is complicated or confidential.
e Be polite and respectful.

e Don’t flame. If you think someone is being rude, don’t be rude back. You
may have misunderstood the message. Call the person.



e Refrain from humor and sarcasm. In professional interaction, it's better to
leave humor and especially sarcasm out of emails.

e Be aware of cultural differences. Miscommunication can easily happen
due to cultural differences. So you should try to familiarize yourself with the
recipient's culture when you are emailing someone abroad.

e Use your professional email address. It doesn’t matter whether you work
for a company or you are self-employed, a professional email address should be
used for all business communications.

o Keep e-mails laconic and concise.
o Avoid all-caps (capital letters), exclamation points, emojis and slang.

e Use classic fonts in business correspondence (for example Calibri,
Courier, Times New Roman) and maintain clear, consistent styling that is easy to
understand. When it comes to the colour of the font, black is the only choice.

e The right size is either 10-point or 12-point, depending on the length of
your email.

e Respond timely and appropriately. Responding to your emails promptly
helps to keep everyone's work on schedule. As a rule, you should respond to your
teammates during the same day, other colleagues within 24 hours, and for people
outside your organization by the end of the workweek unless it's urgent.

e Reply to all your emails. It's good email etiquette to respond to every
email addressed to you. Even if the e-mail has clearly been sent to you by mistake,
send it back to the sender or forward it to the intended recipient.

e Be mindful with attachments. One of the most important email etiquette
rules regarding attachments is that you shouldn't attach large files to your emails.
The best way to send, for example, a presentation or video is to upload the file to a
cloud service like Google Drive or Dropbox and provide the recipient with a link
that allows them to access it.

e Reread the e-mail before you send it, and use a spellchecker. Double
check everything including your message, spelling, grammar, and your signature.
Make sure you've attached and/or linked and documents noted in your email.



1. Read the situations and choose the correct preposition in each of them

below.
You want to:
a) introduce your company to / for a prospective client.
b) complain about / of the service at a hotel you stayed in.
c) give instructions of / on how to get to your office.
d) confirm an appointment for / on tomorrow morning.
e) sum off / up what was agreed at a recent meeting.
f)  deal with / about a complaint from an important customer.
g) follow up with / on a sales presentation you made.
h) raise the subject with / of a

salary increase with your boss.

Look at the modes of communication

1)  thank someone you stayed with available and decide which you would
for / on their hospitality. choose in a variety of situations.
J)  ask with / for a signature on a e writing a letter
contract. _
o speaking to the person face to face
k) send off / out a job application _ _
and CV. o sending an emalil
) share a joke you found on the ®  Sendingansms

Internet with / about a friend.

o making a phone call
o sending a fax
o arranging a meeting

2. Read the job application email. Match each part of the email to its

correct title using the letter on the left side of the email.

o s N

complimentary close and signature
greeting / salutation

closing statement

introductory paragraph

main content



6. subject

To: normanbooth@travelwellhotel.org
From apeterson@gmail.com

a) Receptionist Position
b) Dear Mr. Booth,

c) | am looking for employment and would like to apply for the position of a
receptionist at your hotel which was advertised on the Getajob website.

d) I am a 22-year-old hospitality graduate with a degree in hotel management. |
have experience working in hotels, both in the UK and abroad, in a variety of
different roles. | am fluent in French and German and speak conversational

Spanish too.

| believe | would be a suitable candidate for the job as | enjoy working with
people. | have excellent communication skills and work well in a busy

environment.

e) | look forward to hearing from you.
f) Yours faithfully,
Alice Peterson

3. Read the email responding to the advertisement below and circle the

mistakes.

Wanted/!
Full-time manager for busy
London sporty equipment
store. Experience and good
communication skilly
essential. Send CV and photo-
to- dawidpercy@sportstuff.org

To: davidpercy@sportstuff.org
From: jerry.jones@gmail.com
Subject: | really, really want this job.
Hey David,

I’m writing about the ad for a store manager for
Sportstuff listed on the Findajob webside. I'm
21 and I've just FINISHED high school! I’'m fluent
in English and French and have several year’s
retail experience.

| think I'd be a good candidate for this job
because I'm hardworking and enjoy interacting
with customers. I’'m also knowledgeable about
sports and athletic equipment.

See you later.
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Yours

Jerry

4. Choose one situation from the given below and compose a formal

email.

1. You spoke to your supplier on the phone about changing the terms of
delivery. Write an email to her confirming that you would like 20 days instead of

30 days.

2. You have considered changing the supplier. Write an email to a potential
supplier enquiring about the price and discount policy.

Unit 3. Subjects of the negotiation process

State, public and commercial institutions

1. Study the table and read the descriptions of most common company

types. Answer the questions below:

Based On The Number Of Members

Based On The Liability Of The
Members

1. Public Limited Company
2. Private Limited Company
3. One Person Company

1. Companies Limited By Shares
2. Companies Limited By Guarantee
3. Unlimited Company

Based on control

Other types

1. Government company
2. Holding company
3. Subsidiary company

1. Limited liability company
2. Foreign company

3. Nonprofit company

4. Cooperative

Common Business Structures
A company or a business enterprise may be organized as a sole or single
proprietorship, a partnership, or a corporation.

Sole proprietorship/ Sole trader/

A sole proprietorship /Sole trader/ is easy to form and gives a complete
control of a person’s business. One person sets up and runs the company. The
person provides all the capital and has unlimited liability for business debts, even if

this means selling personal assets.
Limited company




In a limited company (AmE — corporation), the capital is divided into shares,
which are held by shareholders. Shareholders have limited liability, but they can
vote at the Annual General Meeting to elect the Board of Directors.

There are two types of limited company.

1) In a private limited company, all shareholders must agree before any shares can
be bought or sold

2) In a public limited company, shares are bought and sold freely, for example on
the stock exchange

Partnership
Partnership is a business owned by two or more persons voluntarily associated as
partners. A group of people provide the capital, set up the company and manage it
together. There are two common kinds of partnerships: limited partnerships (LP)
and limited liability partnerships (LLP).

Limited partnerships have only one general partner with unlimited liability,
and all other partners have limited liability. Limited liability partnerships are
similar to limited partnerships, but give limited liability to every owner. An LLP
protects each partner from debts against the partnership, they won't be responsible
for the actions of other partners.

Limited liability company (LLC)

An LLC lets take advantage of the benefits of both the corporation and partnership
business structures. LLCs protect a person from personal liability in most
instances, your personal assets — like your vehicle, house, and savings accounts
— won't be at risk in case your LLC faces bankruptcy or lawsuits.

Joint Venture

Joint ventures are arrangements where two parties agree to pool together
their resources and efforts to achieve a common task or goal, according to
Investopedia. A sole proprietorship, corporation, LLC, or partnership could all
participate in a joint venture.

Government Company

The company whose at least 51% paid up share capital is owned by Central
Government/State Government, or partly by central and partly by the state
government. Further, it also covers a company whose holding company is a
government company.

Holding Company

A parent company that owns and controls the management and composition
of the Board of Directors of another company (i.e. subsidiary company) is termed
as a holding company.

Subsidiary Company



A company whose more than 51% of its total share capital is owned by
another company, i.e. a holding company either itself or together with its
subsidiaries, as well as the holding company also governs the composition of
Board of Directors is called the subsidiary company.

Nonprofit corporation

Nonprofit corporations are organized to do charity, education, religious,
literary, or scientific work. Because their work benefits the public, nonprofits can
receive tax-exempt status, meaning they don't pay state or federal income taxes on
any profits it makes.

Cooperative

A cooperative is a business or organization owned by and operated for the
benefit of those using its services. Profits and earnings generated by the
cooperative are distributed among the members, also known as user-owners.
Typically, an elected board of directors and officers run the cooperative while
regular members have voting power to control the direction of the cooperative.

1. What are the three main business structures a company or a business
enterprise may be organized?

2. How can a sole trader get the capital to set up a business? Think of possible
methods.

3. What types of limited companies are there? What is the difference between
private limited company and public limited company?

4. What are the advantages of a public limited company? Think of three.

5. If a limited company has 5000 shares and each share is worth £2.50, what is
the capital of the company?

6. What are the advantages limited liability partnerships?

7. What is the difference between a government company and a holding
company?

8. What is the purpose of nonprofit corporations?

9. Do regular members have voting power to control the direction of the
cooperative?

2. Make ten common business expressions with the words below. For
example, sleeping partner, annual general meeting. Use some words more
than once.

Annual, company, assets, unlimited, board, debts, business, directors, exchange,
general, liability, limited, meeting, partner, personal, private, public, sleeping, sole,
stock, trader



3. Complete the sentences below with the words and phrases in the box.

head office market share  net profit parent company  share price
subsidiary turnover workforce

1 The amount of money a company receives from sales in a particular period is
called its
2 The money a company makes after taking away its costs and tax is its

3 A company which owns another company is called a
4 The emplovees in a particular country or business are called the :
5 The percentage of sales a company has in a particular market is its

6 The main building or location of a large organisation is its
7 The cost of a company's shares is its
8 A company which is more than 50% owned by another company is called a

4. Complete the extract from a company report with appropriate words
or phrases from the box in Exercise 3.
Financial performance

| am pleased to say the 1) parent company has continued its excellent
performance. We are changing, growing and doing well at a difficult time for the
industry. 2)............. was €57 .2 million. An increase or 15% on last year, and 3)
........... . rose by 5% to €6.4 million. We are a highly competitive business. We
have increased our 4)............ to 20%.
Consequently, our 5) ....... has risen and is now at an all-time high or €9.6.
Increased production and strong demand have had a positive effect on our cash
now, so we are able to finance a number or new projects. We have successfully

moved to our new 6).............. in central London. We are now planning to start
full production at the recently opened Spanish 7)................ in October.
Finally. thanks once again to our loyal and dedicated 8) ........... Our employees

will always be our most valuable asset.
5. Match the words and phrases (1-8) to their definitions (a-h).
1 subsidiary
2 factory/plant
3 call centre
4 service centre
5 headquarters



6 distribution centre

7 warehouse

8 outlet

a) an office where people answer questions and make sales over the phone

b) a building from which goods or supplies are sent to factories, shops or
customers

¢) a place through which products are sold

d) a place where faulty products are mended

e) a company which is at least half-owned by another company

f) the main office or building of a company

g) a building for storing goods in large quantities

h) a large building or group of buildings where goods are made (using machinery)

6. Complete the chart with the information in the box below. Then write
sentences about the companies.

e.g: Cisco SystemS" is an American company which supplies Internet equipment.

American Express container-ship operator fashion/retail Finnish
Japanese Korean Nokia oiland gas  pharmaceuticals Toyota
Company Main activity Nationality
Cisco Systems Internet-equipment supplier American
Car manufacturer
Inditex Spanish
Travel and financial services | American
provider
Roche Swiss
Samsung Electronic-goods maker
Telecommunications
Hapag-Lioyd German
Petrobras Brazilian

7. Can you name a company (give an example) in each of these business
sectors? What business structure are they? Is there one that you would like to
work for in the future?



e.g Kommunarka LLC is one of the largest manufacturers of confectionary in
Belarus.

» Telecommunications/ Media
e Banking and finance
 Food and drink

* Retailing

 Another service industry

* IT/Electronics

e Tourism

8. Discuss the following:

1. Which of these companies do you or would you like to work for? Why?
a family-owned company / a multinational company / your own company (be self-
employed) /big holding company

2. Companies should be owned by their employees. Why? / Why not?

Company structure and departments.

1. What do the following departments of the company do? Match these
activities (a-k) to the correct department (1-11) Can you add any other
activities to any of the departments?

e.g In R&D, people research and develop new products. They also deal with ... .

1 R&D (research and development)
2 Customer Services

3 Human Resources

4 Sales and Marketing
5 Production

6 Finance

7 Administration

8 Legal

9 Logistics

10 Public Relations
1217

a) deal with complaints

b) run advertising campaigns
c) keep records

d) draw up contracts

e) transport goods and

f) carry out research

g)issue press releases

h) install and maintain systems
equipment

1) train staff

J) operate assembly lines

k) prepare budgets/ accounts




2. Match the job positions to job descriptions from the ads. What
departments of the company they most probably work?
Accountant  advertising executive  assembly person  chauffeur clerk
computer operator draughtsperson motor mechanic  personnel
officer R&D Manager receptionist salesperson
1. You will be in charge of a team of highly creative individuals delivering new
quality products and enhancing our existing range.
2. With particular responsibilities for recruitment and selection. Communication
and a pragmatic approach to problem solving essential.
3. With mechanical design experience to work as a member of a team producing
design and drawings for production.
4. Experience of our product range is not essentialities include filing, mailing,
relief reception and other general office work.
5. Needed for night shift. Clean modern factory. Varied work. Good eyesight
essential.
6. Reporting directly to Managing Director. You will take over financial control
for all aspects of daily operations.
7. Sober habits, clean driving license, able to be on call 7 days per week at times.
Uniform supplied.
8. Must be experienced in the repair and maintenance of heavy duty vehicles.
References must be provided from previous employers.
9. You are the first person our clients will meet so you need to be friendly, stylish
and efficient.
10. Some experience in the above-mentioned software is essential but training will
be given to the successful applicant.
11. You will be an essential member of an agency responsible for some of the
country’s top accounts. You will be responsible for the administration of local and
national promotions.

3. Match the names of the company departments and their Russian
equivalents:

1. Customer service a. Otaen mo paboTe ¢ 00IIECTBEHHOCTHIO
2. Finance department b. pacchuika

3. Public relations C. OT/EJ MPOAAXK

4. Personnel department d. koHcanTuHT

5.Sales department €.MPOM3BOICTBEHHBIN OTCI

6.Dispatch f. ormen kagpon

7.Production g. buHAHCOBBIN OTHET

8.Legal/law department h. mpaBoBoii oTHEN




4. Suggest the Russian equivalents for the following occupations. What
are their responsibilities in the company:
Accountant, apprentice, brand manager, branch manager, caretaker, clerk,
consultant, lawyer, personnel manager, plant manager, sales manager, sales
representative, trainee, chairman

5. Romford Engineering is a public limited company and its shares are
guoted on the London Stock Exchange. The chart below shows the lines of
communication and command between the company’s senior officials.

Board of Directors
|

Chairperson & Managing Director

Marketing Director Production Manager  Personnel Manager Financial Director

Overseas Market Research Recruitment Officer Welfare Officer
Sales Manager Manager
UK Sales Training Officer
Manager
ALine B Line C Line Ch!ef Cost Computer Wages Chief Budget

Manager Manager Manager Engineer Accountant Manager Officer Accountant Officer

After studying the chart you are required to answer the following questions:

1. Who are the Marketing Director, the Production Manager, the Personnel
Manager and the Financial Director (in other words the Departmental Heads)
subordinated to?

2. From whom do the Line Managers and the Chief Engineer take orders?

3. If the Managing Director and the Production Manager had a meeting, what do
you think they might discuss?

4. How many executive directors are there in Romford Engineering?

5. If the Computing Manager was sending information to the Managing Director
should he send it through the Financial Director? Why?

6. How many immediate subordinates does each of the Departmental Heads have?
7. In what circumstances do you think the Marketing Director and the Production
Manager might have conflicting interests?



8. Would you expect the Chief Engineer to be paid more or less than the
Production Manager? Why?

9. What sort of work would you expect the Wages Officer to do?

10. If there was a dispute between one of the line managers and the Chief Engineer
how would you expect it to be settled?

11. If there was a dispute between the Marketing Director and the Financial
Director how would you expect it to be settled?

6. Case-study “Faredeal Travel Agency”

Faredeal Travel Agency was founded by its owners, Claudia and Manuel Ortega. It
Is now one of the largest travel agencies in the City, the financial centre of London.
In a few months time it plans to open branch offices in Birmingham and
Edinburgh. Almost 60% of profits come from its corporate business accounts. Its
goals and philosophy are set out in its mission statement:

Our objective is to provide an outstanding travel service to the City of London.

Our strategy is to rapidly expand our corporate business and to steadily develop
our Travel Shop.

Our main asset is our employees. We aim to provide them with secure interesting
and well-paid work, in a pleasant working environment.

Although the firm is doing well, the Ortegas know that it could be more profitable
If it was better organised.

A consultant has done a study of the agency, and recommends reorganisation in
three areas: 1) management structure 2) office layout  3) working conditions.
Faredeal's directors have created work groups to consider the reorganisation.

1)  Stage one. Work in pairs. Discuss what action to recommend for ONE
of the three problem areas:

1) Working conditions

2) Management structure

3) Office layout

2) Stage two. Form groups of three. Your group should include someone from
each of the pairs in stage one. Discuss your recommendations for all three
problem areas and decide how to reorganise the company. Then compare the
decisions made in each group.

Working Conditions: Staff survey

1. 72% want better facilities and more opportunity to express their opinions to the
Ortegas.



2. 65% find their work 'interesting' and 'enjoyable’. 35% say their work 'lacks
variety', mostly in Accounts, General Office and Data Processing. Absenteeism in
these departments is high.

3. 58% would prefer flexitime so that they can avoid travelling to and from work
during the rush hour.

4. 62% think their pay is adequate. 38% (mostly in Accounts, the Travel Shop and
the General Office) think they are underpaid by at least 10%. They want more
perks, for example, discounts on travel and more company social events.

5. Sales staff say they do too much unpaid overtime to complete their paperwork.
There are too man complicated forms.

6. Sales staff in the Travel Shop complain that people in the Corporate Business
section earn 30% to 40% more than them, and have a better office. They also
receive end-of-vear bonuses.

Management structure
Director Director

Claudia Ortega Manuel Ortega

General Manager Marketing Manager
Alan Robinson Daria Bressan

| ‘ E | Sales Manager -
Manager Manager Office Manager Supervisor ~ Corporate Business

Travel shop Accounts Sonia Hunt Data processing Ch”m’? Vasiliki

Marta Torres Felix Lundqvist Peter Martin

| |
Sales staff Accounts staff  Administration  Data processing Sales staff
staff staff

CONFIDENTIAL

1. Alan Robinson has too much responsibility and feels very stressed. He
complains also of having no contact with Manuel Ortega.

2. Christos Vasiliki wants better communication with Manuel Ortega. Manuel is
often away on business trips, so Christos is not able to get his approval for
important decisions like discounts for important customers.

3. Daria Bressan reports to Manuel Ortega. However, most of her work is with
Claudia Ortega, whose speciality is marketing.

4. The Accounts Department want more cooperation with the Data Processing
Department. On the other hand. Sonia Hunt says that Peter Martin is always
imterfering' in their office.



Office layout

Director Accounts Kitchen | General
Manuel Manager and and Manager
Ortega staff (5) restroom ‘ |
Marketing
B N — Manager
Data General
processing Office
(s) | ® |
| Sales staff
i Corporate
. Business
Manager lchnnge— Director (12}
Travel Claudia Ort
shop__ currency audia Or ega|
[
Store room | Toilets
{stationery and |
sales l[tnra!ure]| i
Travel shop Lifts
Sales staff | .
(8) Photocopying
(2} ‘ .
Reception
(1]
Post room |
(3)
Entrance Main entrance
STREET

The office space is not used efficiently and needs a complete reorganisation. (For
example, Accounts and General Office staff have to walk too far to the
photocopying room, etc.)

Also the following facilities are not available to staff at the moment

a) A canteen in the building. (There are no restaurants nearby.)

b) A room for smokers. (People smoke outside the main door.)

c) Creche facilities for staff with young children.

d) Facilities for disabled staff. (There are two disabled staff.)

7. Present the structure of any Belarusian company. Speak about the
responsibilities of their departments and staff.

Company Profile
One can analyze a company’s image by reading its profile which is a report on
company’s performance during a certain period of time.



Generator

Products/Services

11

Main Customers/Clients

Locations {(branches, affiliates,
subsidiaries)

I

Size {(employees)

1l

Main Strengths

iy

Current Projects

iy

Other Information

1. Read the samples of company profiles. Analyze the profiles using the
scheme above:

PSA Peugeot Citroen Based in France, PSA Peugeot Citroen is engaged in the
design, development, manufacturing and sales of passenger cars, light commercial
vehicles, scooters and motorcycles. The group also provides a range of financial
services, including consumer vehicle financing. In 2008 PSA Peugeot Citroen
registered 3,4m unit sales and a global market share of 5, 3%. The group strives to
sustain its profitability position and growth in the long term by improving business
in North America and other parts of the world. Further, the group aims to be the
leading ecological car maker.

CIBER, Inc. (NYSE: CBR) is a pure-play international system integration
consultancy and outsourcing company with superior value-priced services and
reliable delivery for both private and government sector clients. CIBER’s services
are offered globally on a project — or strategic — staffing basis in both custom and
enterprise resource planning (ERP) package environments, and across all
technology platforms, operating systems and infrastructures. Founded in 1974 and
headquartered in Greenwood Village, Columbia, CIBER now serves client
businesses from over 60 U.S. offices, 25 European offices and offices in
Asia/Pacific. Operating in 18 countries, with more than 8,500 staff and annual
revenue over US $1.1billion, CIBER and its IT specialists continuously build and
upgrade clients’ systems to “competitive advantage status”.

The CRAYOLA Company Since 1885 color — along with creativity, learning and
most of all, fun — has been the hallmark of the company. CRAYOLA manufactures
colored pencils, coloring books and many other items of creativity; its customers



range children to professionals. The company’s world headquarters and
manufacturing facilities are located in Easton, Minnesota and it has marketing
branches in Canada, Australia and most countries of Western Europe.
CRAYOLA'’s workforce amounts to 1,250 employees. The company is particularly
famous for common projects with Hallmark Cards.

2. Make up company profiles based on the following information.

1) Canon, Inc.
Digital multifunctional devices (MFD-s), plain paper copying machines, laser
beam printers, inkjet printers, cameras;
Incorporated in 1937, Tokyo;
Americas, Europe, Africa, Asia and Oceania;
25,400 employees;
Digital professional cameras;
Environmental activities and sponsorship
2) Spartak Confectionary Factory
Chocolate, chocolate bars, sweets and candies with different fillings, waffles,
cookies, cakes;
Diverse customer profile;
Gomel, Belarus;
Around 2,000 employees;
High quality ingredients
3) Apple, Inc.
Hardware: Macintosh computers, iPod, iPhone; software products;
Industrial and consumer market;
Cupertino, California;
250 retail stores in nine countries, annual sales of US $32,48 billion;
Philosophy of comprehensive aesthetic design.

3. Read the article. Look at these key phrases that summarize
paragraphs 1-3.
Then write similar phrases for paragraphs 4-7.
1. Philosophy behind the perks
2. Competitions and celebratory funds
3. Celebrating special events / friendly place to work



Success Can be a Game with Many Players
by Sarah Murray

One of the side effects of the free food for Google staff is what is known as
the Google 15* - the number of pounds that employees typically gain s after
joining the Internet company. But whether it is providing snacks and gourmet
meals in the canteen, annual skiing trips or games rooms at the office, the
philosophy behind such 16 perks is the same - getting staff to meet each other,
interact in informal settings and encourage teamwork

One way the company does this is to hold competitions in everything, from
office decorating to dancing and football, with prizes for the winners. Managers
also receive a quarterly celebratory fund' either to reward accomplishments or to
build teamwork by going bowling, go-karting or dining out.

The Best Workplaces survey indicates that such initiatives have a powerful
effect. At Google Italy, for example, 90 per cent of the employees agreed that
people celebrate special events around here. Also in Italy, 100 per cent agreed that
'this is a friendly place to work and 96 per cent agreed that there is "family" or
"team" feeling here.

Another part of Google's objective is to make its workplace feel fun.
Massage chairs, table-tennis tables, video games, lava lamps, hammocks,
beanbags, bicycles, large rubber balls, couches and scooters are all part of the
furniture in Google offices.

However, when it comes to the serious business of work, great emphasis is
placed on engaging employees. What makes Google a great workplace is that the
nature of the work itself is very challenging as and interesting,'’ says Nick
Cresivell, the company's university programmes manager for Europe, the Middle
East and Africa. ‘And for the type of people who really enjoy an intellectual
challenge, that's the biggest appeal of working here’.

Fostering this intellectual activity is a policy giving employees a large
degree of independence in deciding how to work - both in terms of the hours they
work and how they do their jobs. "There's a real culture of autonomy and
empowerment.' says Mr Cresivell. Individuals within the business understand what
their own goals are within the context of their teams, and they have a lot of
freedom to go out and make those happen.

Even when it comes to learning and development, many programmes are
voluntary and informal. Often it may be a case of inviting university faculty in to
discuss their latest research. Google also invites prominent writers to give
lunchtime talks about their books.



4. Decide if the statements are true (T) or false (F). Correct the false
ones.
1. Google promotes the idea of staff getting together.
2. Every month, managers get money to build teamwork or reward staff.
3. Ninety per cent of Google Italy workers thought it was a friendly place to work.
4. The furniture in Google offices is different to that in most offices.
5. The work is challenging, and you need a university degree to work there.
6. Employees know what their objectives are and have the freedom to achieve
them.
7. Employees have the opportunity to listen to well-known or important authors.

5. Match these nouns from the article (1-5) to their meanings (a-e).
1. accomplishments (paragraph 2)
2. initiatives (paragraph 3)
3. autonomy (paragraph 6)
4. empowerment (paragraph 6)
5 faculty (paragraph 7)
a) important new plans to achieve an aim
b) success in doing something
C) giving people the power to do something
d) teaching staff
e) independence/freedom to make your own decisions

6. Discuss these questions.
1 Would you like to work in a company like Google? Why? / Why not?
2 Would Google's philosophy work in your organization? Why? / Why not?
3Which of the perks or ideas mentioned in the article appeals to you the most?

7. Work in groups to produce a short profile of a company, a
department in that company and an executive who works in that department.
Invent the whole thing or use the names of real people and companies if you
prefer.

PROFILE

Name of company:
Location:

Main business activity:
Department:

Name of executive:
Position in company:



Present the profiles, using the following outline as an example.

INTRODUCTION

Hello, everyone! My name is Robert Collin. I'm Director of Human Resources at
DCV Fashions.

STATING YOUR AIM

My purpose today is to talk to you about our company.
Today, I'd like to talk about our new projects.

Finally, I'll tell you about our advertising and marketing.
OUTLINING THE PRESENTATION

First, I'll give you some basic information about ...
Next, I'll talk about our products.

Then, I'll discuss the reasons for our success.

Moving on now to our mission ...

What about our ...

INTRODUCING NEW INFORMATION

Here are some basic facts.

Here are some key facts about our company.

ENDING THE PRESENTATION

Thanks very much for listening to my presentation.
Thanks for coming to my talk

Are there any questions?

Meetings. Types of meeting.

1. Read the text about meetings procedures and do exercises that follow:
Business people spend quite a lot of time in meetings, and meetings come in all
shapes and sizes, ranging from formal committee meetings to informal one-to-one
meetings. There are several reasons why meetings are held:
* reaching decisions in a meeting means that all the participants can feel more
committed to the decision;
* information is available to all the participants;
» different and unexpected ideas can be contributed,;
e meetings can lead to more imaginative and informed decisions — often more
courageous decisions than one person might feel brave enough to make.
Some of the drawbacks of meetings are:
» more time is required than if one person made the decisions;
« there is more talk (and this is sometimes irrelevant and repetitive);
« there is more group pressure.

The larger the meeting, the longer it may take to reach a decision. There
seem to be ideal sizes for meetings, depending on the purpose. Questions at the



meeting may be asked by a few individuals on everyone else’s behalf (a
committee). A committee normally comprises between three and twenty members.

The way a committee operates often depends on the chairperson: he or she
may control the proceedings very strictly, or let everyone speak whenever they
want.

Meetings usually involve discussion. Even one-to-one or small informal
meetings are structured (usually with an agenda) and planned. Under no
circumstances can voting take place unless a quorum (a minimum number of
members) is present.

Minutes are required to be kept of the decisions taken at the meetings which
become a record of the business transacted and the decisions reached. The
proceedings are required to follow the order set out in the agenda which is
distributed to the members before the meeting.

2. Make a list of words associated with meetings and give their
definitions, using the information from the text.

e. g Agenda is a list of items (different things) to talk about at a meeting. Before
the meeting someone sends out the agenda (sends the copies to everyone
attending).

3. These verbs are often used with the noun *““a meeting”.
to arrange
to chair
to attend
to miss
to postpone
to cancel
Choose the correct verb to complete each sentence.
1.  She (missed \ arranged) the meeting because she was late for work.

2. | decided to (cancel \ arrange) the meeting because there was nothing to
discuss.

3. We can (postpone/cancel) the meeting until next week if necessary.

4, | asked Jean to (arrange/miss) the meeting next week but there were no
rooms available.

5. They (attended/postponed) the meeting, but they didn't hear anything
interesting.

6. This meeting is very important. Don't (miss/attend) it!



4. These are the minutes of a meeting. Some words have been left out.
Choosing from the words in the box, complete the minutes. The first has been
done for you.

Minutes of the last meeting

Present chairman Any Other Business chaired Members
subcommittee Date of next meeting Seconder  Apologies  Action
Proposer

(1) [Present]: Mr. Jones (chairman)
Mr. Smith
Ms. Perkins
Ms. Carson
Ms. Trueman (secretary)
(2) ... : Ms. Green and Mr. Brown were unable to attend and sent their apologies.
(3) ... : No business remained from the last meeting.
Membership of the Committee
It was agreed that the Production Manager should be invited to become a member
of this Committee.
Proposer: Ms. Perkins
(4) ... :Mr. Smith
Carried unanimously.
2010: Development of European markets
A (5) ... is to be set up to consider ways in which the company can meet the
challenge.
(6) ... should be drawn from the Sales, Publicity and Marketing departments; Mr.
Jones will be the (7) ... of this.
Other developments
After some discussion, it was agreed that Ms. Perkins should look into the
possibilities of moving some manufacturing operations to Kenya.
(8) ... : Mr. Jones
Seconder: Ms. Carson
Carried unanimously.
Next year’s promotional budget
The heads of the Design, Promotion, Sales and Marketing Departments are to form
a committee to work on this. The committee will be (9) ... by Mr. Jones and he will
notify the people concerned.
(10) ... : Mr. Jones
(11) ... : Since there was nothing further, the meeting was adjourned.
(12) ... : The next meeting will be held on 6th of March.




5. Fill in the missing words in the sentences below. Choose from the
following. There are two possible answers to number 8.

agenda any other business chair
closed

decision item matters arising meeting
minutes monthly point room start

1)  Itwas aterrible

2)  Itwas planned to at 9 o’clock.

3)  Butnoone had the

4)  And no one knew which to go to.

5 The arrived at 9.15. At last we thought we could start.

6)  But no one had the of the last meeting, so the secretary had to go
and look for them — and to make copies of the agenda.

7)  Ittook along time to go through the from the last meeting.

8) At last we got to the main on the agenda.

9)  We talked for 2 hours but didn’t reach a

10) There was no time for :

11) The chair declared the meeting just before midday.
12) Thank goodness it’s only a meeting!

6. What makes a good meeting? Suggest what you think are the
characteristics of a successful meeting.
€.g good preparation, good chairing ...

7. Read the text to have more ideas how to make your meeting a success.
Do exercises that follow below it.

Make Your Meetings Work for You

Do you dread meetings more than Monday mornings? Do you find them
boring, unproductive and far too long? Meetings are central to most organizations;
people need to know what their colleagues are doing and then take decisions based
on shared information and opinions. How well you present yourself and your ideas,
and how well you work with other people, is crucial to your career.

RUNNING A MEETING

Only call a meeting if you land your colleagues) are quite clear about its
purpose. Once you are certain of your objective, ask yourself whether it could be
better achieved through alternative means, such as a memo.



Meetings called on a routine basis tend to lose their point. It's better to wait
until a situation or problem requires a meeting. If in 20 doubt, don't waste time
having one.

If you're sure a meeting is the solution, circulate a memo several days in
advance specifying the time and place, objectives, issues to be discussed, other
participants and preparation expected. Meetings should be held in the morning, if
possible, when people are usually more alert, and should last no more than an hour.
Six is the optimum number of participants for a good working meeting. Inviting
the whole department (more than 10) increases emotional undercurrents such as,
Will my suggestions be taken seriously?' Larger meetings can be productive as
brainstorming sessions for ideas, provided participants can speak freely without
feeling they will be judged.

A successful meeting always leads to action. Decisions should take up the
bulk of the 40 meeting minutes, including the name of the person delegated to each
task, and a & deadline for its completion. Circulate the minutes after the meeting
and again just before the next one.

Draw out quieter members of the group. Encouragement helps create a
relaxed and productive atmosphere. Do not single out any individual for personal
criticism - they will either silently withdraw, upset and humiliated, or try to come
up with excuses rather than focusing on the problems in hand. Save critical
comments for a private occasion.

If you're talking for more than 50 per cent of the time, you're dominating the
meeting.

ATTENDING A MEETING

However informal the meeting, it always pays to prepare a few key points in
note form to put across or discuss. If you're unprepared, you will not be able to
concentrate on what your colleagues are saying and others are less likely to listen
to you because you will either waffle or sound hesitant.

Don't memorise notes or read them out like sermon. This inhibites your
natural gestures: the eye contact and body language that is essential to effective
communication. If you cannot answer a question, don't be afraid to say, 'l don't
know but I'll find out and get back to you by ... (give a definite date). Phrase your
criticisms and proposals positively. Seek to offer solutions rather than to complain.

Arrive early and sit close to the chairperson to ensure that you aren't ignored.
If you're late, apologise and find a seat quickly and quietly. Don't try to sneak in as
if you're invisible.



8. What are the Dos and Don’ts for different participants of the

meeting? Fill in the following tables:

Chairperson Other participants
Dos Dos
Don’ts Don’ts

9. Read the passage about Reginald chairing the meeting and answer
the questions. Identify what made the meeting weak and inefficient.

Who was the chair of the meeting?

Was the meeting formal or informal?

Did the audience know each other?

What was the secretary doing during the meeting?
How long did the meeting last?

AR o A

Reginald was chairing the meeting today, so it was very formal. At the
beginning he introduced every single person and asked us all to exchange business
cards, which was pointless, because we knew each other already. Then he made
sure that his secretary minuted every tiny point — the poor woman didn’t stop
writing for the whole hour. And when he closed the meeting he spoke for so long

that three people fell asleep.

10. Fill in the spaces in the sentences by changing the nouns on the right

into verbs.

1. Meetings are good if everyone prepares for them very
carefully in advance.

2. First of all we have to who should be the
chair.

3.1 that Mr. Power should chair the meeting.
4., | that he is the right man for the job.

5. He is the only person here who can the
situation properly.

6. Mr. Hong please would you not when | am

preparation

decision
suggestion
agreement
analysis




speaking.

interruption

7. Next point, | that everyone here should get a
20% salary increase next year. _ proposal
8. We must for the next stage of the project.

9. Jane is now going to

the sales figure of the

last quarter. planning
10. I hate the weekly sales meeting. Archie and Mary presentation
always all the time.

11. | with what you say. | think Steve is the argument
problem.

12. We need to
13. We have to
14. So, I’d like to

15. Good. Who is going to

Board?

again soon.

. L . disagreement
this question in more detail.

what we have said so far. meeting
all this to the discussion
summery
report

11. Suggest what types of meetings can be.

e.g large and small
formal and informal

12. Meetings have different kinds of objectives. Match what people are
saying with the correct type of meetings.

Meeting to maintain
contact

a) We have just one point on today’s
agenda: to decide on the launch date for Zakko.

Decision-making meeting

b) Ok, let’s see how many ideas we come up
with in the next 15 minutes. I’ll write them up
on the whiteboard.

Brainstorming meeting

c¢) Can we meet next Friday? We need to plan the
next three stages of the AK94 project.

Information meeting

d) If you are in the company next month,
come and see us. It would be good to get a
chance to talk and discuss how our relationship
could develop.

Discussion meeting

e) The atmosphere on the first floor is
terrible? Could we have a meeting about it? |
don’t know if we can get a decision without John
and Mike, but at least we can talk about it!




Planning meeting f) We are meeting on the 21%. we are
going to discuss the demand for a salary increase
for next year.

Problem-solving meeting g) I’ve called the meeting because |
want to tell you about recent developments in the
KG23 project.

Give a definition to each type of a meeting.

13. Study the transcript of a meeting devoted to possible purchase of a
piece of land to build a sports center. What type of meeting is it? What makes
you think so?

Mr. Todd: Well, thank you ladies and gentlemen for being able to attend this
meeting at such short notice. Unfortunately, Alison Moore couldn’t make it
because she’s still in Taiwan. I’m sure we all appreciate that we need to come to an
agreement on this matter as soon as possible. Perhaps you could start, Charles, by
reminding us of the options open to us.

Mr. Green: Yes, we’ve investigated four sites in all and the position now is that
we’ve narrowed down the number of suitable sites to two, one near Burnsley, the
other near Whitly. The others were either too small or too expensive. Both the
Burnsley and the Whitly sites are very similar in surface area though the price of
the Whitly site is considerably lower.

Mr. Marsh: Well, that is probably because the Whitly site is not so advantageous
as far as communications are concerned. In my opinion, access to rail and road
routes is too restricted to make it a viable choice.

Mrs. Grant: I’m sorry but | think the Burnsley site is out of the question. I’ve
actually visited the place myself and the amount of work that would be needed
before construction would make it even more expensive. It needs levelling and
compacting, it’s not enclosed and the surface is unstable.

Mr. Green: Are you sure? | thought it could be resurfaced quite easily.

Mrs. Grant: Not according to the advice I’ve been given. And there’s another
thing. There are plans to build a motorway extension to Whitly within the next five
years so in fact there won’t be a problem in terms of road transport. Quite the
opposite.

Mr. Marsh: Except that it’s much farther north. And that would mean extra
transportation costs.



Mr. Todd: Well, I think the next thing is for us to commission a proper survey of
the sites and particularly check Sheila’s impressions of the Burnsley site. Then the
next stage will be to contact a number of contractors and get tenders from them.

Write suitable minutes of this meeting for all concerned.
Chairing a meeting. Effective means of decision-making.
The chairman, chairwoman or chair — the person in charge of the meeting.

1. Brainstorming. What are the functions of the chairman in a meeting?
e.g Introduces the first speaker.
Gives a personal opinion

2. Read the text and answer the questions that follow.

What makes a good chair?

A good chair helps the meeting to run smoothly and efficiently. The person
who chairs a meeting can sometimes be referred to as a “facilitator’.

They will make sure that:
¢ all the business is discussed
¢ everyone’s views are heard
¢ clear decisions are reached
¢ the meeting starts and finishes on time.

A good chair will also:
¢ always be thinking about the meeting overall, not just the topic under discussion.

This can make it more difficult for you to participate in the discussions.
¢ always aim to draw a balance between hearing everyone’s views and getting
through the business.
¢ never use their position as chair as an opportunity to put forward their views to
the exclusion of others, or to dominate the meeting.

No one can do this without the cooperation and agreement of the whole
meeting — the chairperson is not a miracle worker!

Everyone can learn how to chair well; it just takes a bit of thought and
practice. You will get more confident with experience. Try watching how other
people chair meetings, and seeing what works and what doesn’t.

Before the meeting

To chair a meeting well, you need to think about the meeting before you

arrive at it. Ask yourself the following questions in advance of the meeting:



¢ Why are you having the meeting?
¢ What end result do you want from it?
¢ What will you discuss at it?
¢ Do you want speakers?
¢ Do you need to get more information to inform the discussion?
¢ Do you want to ask someone to prepare an introduction?
¢ Do you want to distribute any information in advance of the meeting?
It isn’t the chair’s job to figure all this out on their own. Work together with
the secretary and other committee members. Find out what people want to discuss,
and think about how you can raise issues in a clear and informed way.

1. Why is a chairperson sometimes referred to as a “facilitator’?
2. What are the chief responsibilities of a chairperson?

3. Can everyone learn how to chair the meeting well?

4. How should a chairperson prepare for the meeting?

3. Read the dialogue and try to fill in the missing word expressions.

the decline in profits look at points agenda
to consider increased remarks sales are down
to face up summarize

BERNARD: Okay, I think we should start now, it's 10 o'clock.

VOICES: Right.

BERNARD: Well, we're here today to look at some of the reasons for

which has affected this subsidiary. You've all seen the . I'd like to ask if
anyone has any comments on it before we start.

VOICES: No.

BERNARD: Right, well, can | ask Sam Canning, Chief Sales Executive, to open

up with his ?

SAM: Thank you, Bernard. Well I think we have to several realities

and what | have to say is in three parts and will take about 20 minutes.

BERNARD Er, Sam ... we don't have much time -it's really your main

we're most interested in.

JANE: Yes, can | ask one thing, Mr. Chairman? Isn't this a global problem in our

market?

BERNARD: Sorry, Jane, | can't allow us that question just yet. We'll
the global question later. Sam, sorry, please carry on.




SAM: Well, the three points | want to make can be made in three sentences. First,
, but only by 5% more than for the grow up as a whole. Secondly, our

budget for sales has been kept static - it hasn't - not even with inflation

- S0 we're trying to do better than last year on less money. Thirdly -

JANE: That's not exactly true ...

BERNARD: Jane, please. Let Sam finish.

SAM: Thirdly, the products are getting old-we need a new generation.

BERNARD: So let me that. You say that sales are down but not by so
much, that you've had less money to promote sales and that the products are old? Is
that right?

SAM: In a nutshell.
BERNARD: Does anyone have anything to add to that?
JANE: Well on the question of funding I have to disagree.

4. The meeting in Ex.3 is to discuss the decline in profits. Say which of
the following are given as reasons for the fall.
Prices are too high.
The company has wasted money on research and development.
Sales are down.
The sales budget is too low.
No one likes the Chief Sales Executive.
The products are old.

o gk whE

5. Read the dialogue again, paying attention to the role of the chair in
the discussion. Tick, which of the following functions the chair performs at
this meeting.

Thanks people for coming.
Starts the meeting on time.
States the objective.

Refers to the agenda.

Changes the agenda.

Talks about a previous meeting.
Introduces the first speaker.
Prevents interruptions.

Makes people stick to the subject.
Gives a personal opinion.
Summarises.

Asks for comments.

Decides when to have a break.
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Closes the meeting.

6. Look through the dialogue and find the phrases which were used by

the chairman in the following situations in a meeting:

To state

meeting.

the objectives of the

To introduce the agenda.

To introduce the first speaker.

To prevent an interruption.

To summarise discussion.

To ask if anyone has anything to

add.

7. Match the beginnings of the phrases used in the meeting (1-6) with
their endings (a-f).

1. Qurgoalis a) use the old machines too.

2. Does this mean b) a loss-making subsidiary must close.

3. Itis our opinion that ¢) we had made good progress.

4. 1 am not in a position to do d) to complete it by the end of August.
this e) the company will not shut down for the

5. You would have to Games?

6. The inspector thought f) because head office has already signed

the contract.
8. Use the words in bold in the previous exercise to complete the
sentences.

1 What do you ? 1 do not understand.

2 | am very happy with your in this company.

3  What is your on a husband and wife working in the same
department?

4 We have a in China.

5 Thereisa vacant in the finance department.

6 Please the figures as soon as possible, as | must
check them this week.

7 If you want to rent sewing , you must sign a five-

year contract.




8 The shop because there were not enough customers.

9. Delete the word(s) that do not form natural collocations.

a) I’d like to raise an important issue/ the situation/ the matter later.

b) When are we going to hold/ make/ arrange the next meeting? Do you think
we could delay it/ anticipate it/ bring it forward?

c) It’s getting late, and I think we should halt/ close/ finish/ end the meeting. It
looks like we’ve reached a promise/ a decision.

d) I’d like to give/ advance/ express my own opinion on this
material/topic/question.

e) We’ve had a constructive/ viable/ fruitful discussion on this issue, and I’'m
sure we can reach a decision/ a compromise/ a concord.

f) It would be risky/ soon/ a mistake/ wrong to draw/ take/ jJump to any
conclusions at this stage.

g) | feel/ appreciate/ understand what you’re saying, but I think you’re taking a
very narrow/ small view.

h) Before we can make/ have/ come to/ reach a decision, we’ll have to make/
register/ carry out a detailed study.

10. Complete the chairperson’s closing comments with the words in the
box. There are two words you don’t need to use.

conclusions decision discussion issues

opinion promise study
topic

Well, colleagues, | think we’ve had a very constructive (a) this

afternoon, and a number of very important (b) have been raised. But
it’s getting late, and | can see that we’re not going to come to a (c)
today. It’s important not to jump to any (d) at this early stage.
Before the next meeting we need to carry out a detailed (e) of all the
options involved, and circulate it amongst everyone present. And if | can express
my own (f) , | think that the report needs to take into account the
financial costs as well as the marketing aspects of the project. Well, unless there’s
any other business, | think we can finish there.




11. Role-play
You are managers of a retail fashion chain called Space, which has clothe
stores in major European cities. You are holding your regular management
meeting.

Use the Managing Director's notes below as an agenda for your discussions. A
different person should chair each item.

1. DRESS CODE

Following complaints from customers, we need to discuss a dress code for all
employees, and guidelines on personal appearance.

2. POLICY FOR SMOKERS

Non-smoking staff complain that staff who smoke take frequent "cigarette breaks'
outside the store. Should smokers work extra time to make up for the time lost?

3. CUSTOMER SERVICE

Should sales staff meet informally after work once a month to consider how to
improve customer service? (Attendance will help their chances of promotion.)
4.COMMISSION PAYMENTS

At present, commission is based on quarterly sales at each store and is divided
equally between all staff. Now, our Sales Director wants each person to receive
commission according to their individual sales.

5. END-OF-YEAR BONUS

Staff receive sales vouchers as an end-of-year bonus.

The vouchers give discounts on a range of goods at major department stores. Some
management are proposing to issue no sales vouchers this year. Instead, staff will
be invited to an end-of-year party.

6. STAFF TURNOVER

Because staff tend to be young, employee turnover is high.

As a result, training costs have increased dramatically.

What can be done to keep staff longer?

Useful language
Chairing and leading discussion.

Opening the | Welcome, everybody! Thank you for coming. It's ten o'clock.
meeting Let's start...

Is everybody ready? Let’s make a start.

Ok, let’s get down to business.

Ok, let’s get started, shall we?

James and Chris send their apologies.




Do you have any comments on our previous meeting?
Does everyone agree with the minutes of the last meeting?

Introducing
agenda

the

Stating objectives

Has everyone received a copy of the agenda?
You’ve all seen the agenda ...

On the agenda, you'll see there are three items.
There is one main item to discuss ...

The first item on the agenda today is ...

We're here today to hear about plans for ...
Our objective is to discuss different ideas ...
The purpose of today’s meeting is ...

The first problem we have to consider is ...

Introducing The background to the problem is ...
discussion This issue is about ...

The point we have to understand is ...
Calling on a| I'd like to ask Mary to tell us about ...
speaker Can we hear from Mr. Passas on this?

| know that you've prepared a statement on your Department's
Views ...
Now, can | ask Ms. Perez de Sanchez to tell us her views ...

Interrupting

Can | say something here?
May I interrupt you for a moment?
Sorry to interrupt you but ...

Controlling
meeting

Moving
discussion on

the

the

Sorry Hans, can we let Magda finish?

Could you just hang on a moment, please?

Er, Henry, we can't talk about that.

Can we try to keep to the topic - | think we have gone away
from it a little.

Could you stick to the subject, please?

| have to call you to order, Mr. Simpson.

Can we go on to think about ...
Let's move on to the next point.
| think we ought to move on to the next topic on the agenda.




Summarising So, what you're saying is ...

Hold on, we need to look at this in more detail.

Can | summarise that? You mean ...
Can | sum up? We decided ...
So, let’s recap...

Closing
meeting

the | | think we’ve covered everything.

| think we can close the meeting now.

That's it. The next meeting will be ...

| think that's all for today. Thank you for coming. See you at the
next meeting.

Thank you for a fruitful discussion \ productive meeting.

We expected to get a lot out of this meeting.

Professional ethics and etiquette in business communication.

1. Discuss these questions.

1. What is the purpose of a business, in your opinion? Is it just to make money?
2. What do you understand by these phrases?

a) business ethics

b) a code of good practice

C) a mission statement

3. Should company mission statements include statements about ethics?

are.

2. Rank the professions below according to how ethical you think they

Accountant, banker, car sales executive, civil servant, estate agent, journalist,
Lawyer, nurse, dentist, police officer, teacher, taxi driver

3. Discuss this list of unethical activities. In your opinion, which are the

worst? Are any common in your country?

1.
2.
3.

o

Avoiding paying tax

Claiming extra expenses

Using work facilities for private purposes (for example, personal phone
calls)

Accepting praise for someone else's ideas or work

Selling a defective product (for example, a second-hand car)

Using your influence to get jobs for relatives (nepotism)



7. Ringing in sick when you are not ill

8. Taking extended lunch breaks

9. Giving good references to people you want to get rid of
10. Employing people illegally

4. The sets of words and phrases below are related either to honesty or
to dishonesty. Which word is different from the others in each set? Use a good
dictionary, such as the Longman Business English Dictionary, to help you.

1. trustworthy, law-abiding, crooked

2. a slush fund, a sweetener, compensation

3. insider trading, industrial espionage, disclosure
4. a whistleblower, a swindler, a conman

5. a bribe, a bonus, a commission

6. fraud, deceit, integrity

5. Complete these sentences with words and phrases from the sets
above. Choose from the first set in Ex. 4 to complete sentence 1, from the
second set to complete sentence 2, and so on.

1. Our company does nothing illegal. We are very law-abiding.

2. We've got which is used in countries where it is difficult to do
business without offering bribes.

3. Their car looked so much like our new model. We suspect :
4. They fired him because he was .He informed the press that the

company was using under-age workers in the factory.
5 He denied accepting when he gave the contract to the most

expensive supplier.
6 | admire our chairman. He's a man of his word and is greatly respected for

6. Work in groups. What should you do in each of these situations?

1. Your boss has asked you to make one member of your department redundant.
The choice is between the most popular team member, who is the worst at his job,
or the best worker, who is the least popular with the other team members. Who do
you choose?

2. The best-qualified person for the post of Sales Manager is female. However, you
know most of your customers would prefer a man. If you appoint a woman, you
will probably lose some sales.



3. Your company has a new advertising campaign which stresses its honesty,
fairness and ethical business behaviour. It has factories in several countries where
wages are very low. At present, it is paying workers the local market rate.

7. Read the text about the ethics of resume writing. What is your
opinion of the problem raised in the article?

Is There Ever a Time When It Is OK to Lie On a Resume?

How much can you "dress up" your resume to make yourself as strong a
candidate as possible without crossing the ethical line of deception? Consider a
few conflicting thoughts,

 Over 50% of people lie on their resume.

» A Monster.com blog about the dangers of lying on your resume elicited 60
comments from job seekers recommending lying and only 46 discouraging it.
Recommenders justified lying by claiming, everyone else is doing it. companies lie
about job requirements. and it's hard to get a good job.

 Executives caught lying on their resumes often lose their jobs.

If you are reading this blog you probably are not tempted by dishonesty. But
what about the following:

 Claiming a degree that was not earned because you did most of the work
and were only a few credits short.

* Creating a more impressive job title because you were already doing all of
the work o f t h a t position.

 Claiming a team's contributions as your own, because other members did
not carry their weight.

* Inflating the number of people or range of functions for which you had
direct responsibility because you really did have a great deal of influence over
them.

These are called rationalizations-constructing a justification for a decision
you suspect is really wrong. You create a story that sounds believable but doesn't
pass close examination. You begin to fool yourself. You develop habits of
distorted thinking.

So where is the line? You need to decide that for yourself. Here are some
tests to keep your thinking clear:

 Other-shoe test: How would you feel if the shoe were on the other foot
and you were the hiring manager looking at this resume? What assumptions would
you draw and would they be accurate?

* Front-page test: Would you think the same way if the accomplishment in
question were reported o n t h e front page of the Wall Street Journal? Or your
prior employer's internal newsletter? But wait, you say. My resume doesn't quite



pass these tests, but there is something real underneath my claims. And | do not
want to sell myself short.

When in doubt, ask an old boss. While asking an old boss may be difficult,
it has many benefits. Precisely because it is difficult. It forces you to think clearly
and sometimes creatively. Asking also checks the accuracy of your claims, trains
your old boss in how to represent you during reference checks. And sometimes
your old boss may give you better ways to represent yourself.

8. Answer the questions.
1 What reasons are given for not being totally honest on your CV?
2 What can happen to senior managers who lie on their CVs?
3 Which of the four rationalisations do you think is the most serious? Why?
4 What happens to you when you start using rationalisations?
5 What are the advantages of asking an old boss?

Socializing and business etiquette.

Meetings provide rich opportunities for networking and socializing, the latter
being an important part of good management. When socializing for business you
have to be not only competent and businesslike but be culturally and mannerly
aware. Today business becomes ever more international and it gets increasingly
easy to get it wrong only because of bad manners, rejecting social norms or table
etiquette. These cultural challenges exist side by side with the linguistic problems,
I.e. the ability to express yourself promptly in formal and informal situations,
keeping the conversations going, etc.

9. Work in groups, discuss the following questions.
1. Is socializing important in your life?
2. Where can you meet people to build relations?
3. How culturally aware are you? Why is cultural awareness essential in
establishing good relations?
4. What is essential for successful business and leisure socializing?
5. What problems do you have in socializing with people?

10. Skim the tips about Business Lunch Etiquette and note down the
points, you think are most important or relevant. What benefits can you get
from a Business Lunch Meeting?

The business lunch is a timeless tradition. The way you handle yourself
during the lunches will make a huge impression on those you’re dining with. So,
make sure you know how to mind your manners:



e Don’t go to lunch too hungry. You should be focusing on the business at hand,
not the meal you’re eating.

e Mind your manners. Executives will often judge candidates based on their table
manners, so don’t let your lack of them ruin your chances.

e Put technology on hold. Avoid the temptation to use your phone during the
lunch. Give the other party your full attention.

e FEat something easy. Getting food on your shirt or stuck in your teeth is
distracting. Order something plain and simple that will be easy to eat.

e Wait until everyone is served. Don’t start eating before the waiter can get his
hand out of the way. Continue talking about the business.
® Be prepared. Take the time to look up the restaurant’s menu before you get there
in order not to waste time trying to decide what to order.

e Know when to talk business. Especially if you’re leading the meeting, you need
to know the best time to get down to the nitty-gritty.

e Pick up the tab — if appropriate. Generally, if you called the business lunch, then
you’re responsible for the check. Don’t fight over the bill if the host of your lunch
offers to pay — simply offer a gracious “thank you.”

e Relax and be yourself. One of the reasons business lunch is so effective is that it
gets people out of the office and in a more natural setting. This is a great
opportunity to strengthen a business relationship!

11. Role play the polylogue below. Pay attention to the underlined

phrases so that you could use them in your own conversations.
Business Lunch
(A - Alex, R -Richard, T - Ted, S — Sandro)

A: How do you do colleagues. | don’t think we’ve been introduced to each other.
I’m Alex Board, a new assistant sales manager for a German multinational
pharmaceutical company.
R: Pleased to meet you, Alex. I’m Richard Brown, an advertising director. | work
for the media in Dubai, home of the world’s tallest building the Burj Khalifa. As a
matter of fact, I’m for the first time in London. | think it’s a great place to live.
T: I’'m Ted Rocke. | head up the biotech team in Scotland. | came here together
with my wife Victoria who is a journalist. She will be joining us shortly. What
about you?
S: My name is Sandro Gonzallo. I’'m from Mexico and I’m training to be a
manager. I’m on a business trip here. | came to visit the Apple factory. Nice
meeting you at our business lunch.
A: | am afraid that our business lunch may turn into a meeting not a meal.




R: Don’t worry. Sharing food and company has always been a good way of making
contacts. In a more natural setting people get to know each other better, feel
relaxed and themselves

T: OK. Can | get you anything to drink for a start? What about tequila?

S. That’s fine. And I’d like to order something typically British, each person
would see the menu and choose for himself.

12. Put the conversation in the correct order.

Mark: | A table for two, please.

Server: | Where would you like to sit - smoking or non-smoking?

Mark: | Near the window at the non-smoking area, please. What do you
Server: | recommend?

Mark: | The fish is very good. Do you like fish?

Server: | No, | am not keen on seafood.

Mark: | What are you going to have?

| think I’ll have curry with chicken.

13. Fill in the words in the box in the dialogue.

| coffees delicious pleasure get like bill

Rita and Stephanie finish their meal.

Rita: That was !

Stephanie: I'm glad you liked it. Would you a coffee?
Rita: Yes, please.

Stephanie (to Two , please.

waiter): Can we have the , please!

Stephanie: Certainly. (The bill arrives)

Waiter: Il (= pay for) this.

Stephanie (to Thank you very much.

Rita): My !

Rita:

Stephanie:



14. Work with a partner to practice small talk at a conference dinner.
You are sitting next to each other at a conference dinner in a city you both
know well, and have just sat through an incredibly long and boring opening

speech. You have not been properly introduced.

Speaker A

Start the conversation

“I think that must be the longest opening speech
I’ve ever heard. I’'m ... (name), by the way, I don’t
think we have met”

Speaker B

“Pleased to meet you. I'm ... (name)”.

Continue the conversation by asking

about one or more of the following:

e what your partner thought of the
conference (fun, dull, business like?)

e talks your partner’s been to (any
interesting ones?)

e the dinner you’ve just eaten (local
dishes, wine)

Speaker A

Continue the conversation by asking about one or

more of the following:

e your partner’s company (location, main
activities)

e your partner’s job (how long he/she had it)

e where your partner’s staying (service, comfort,

Speaker B

Continue the conversation by asking

about one or more of the following:

e the city (architecture, people, prices,
local economy)

e the weather (typical for the time of the
year)

Continue the conversation by asking about one or

more of the following:

e sightseeing (sights you’ve visited);

e the nightlife (a restaurant, bar or club you’ve
been to);

e a recent item of news (politics, sport, scandal)

convenience) e shopping (the best places you’ve found
to buy presents)
Speaker A Speaker B

Break off the conversation:
“QOh, wait a minute, it looks like the next
speaker is going to begin. Let’s hope this
one’s better than the last”.

15. Write a paragraph on one of the topics below. Then check your
work for accurate grammar and for use of linkers.

® You never get a second chance to make a first impression.
e It’s not how you start; it’s how you finish. Last impression is what really counts.

e Good manners, good business.

e Good communication skills are essential for running a successful business.




Unit 4. Technologies of the negotiation process.
Negotiations: positions and interests.

1. Read the short description of the negotiations and answer the
questions that follow it.

What Is a Negotiation?

Negotiation is a process by which people try to come to an agreement. An
important part of any negotiation is making a proposal. When you make a
proposal, you say what you would like. If the other side doesn't like your proposal,
then they usually make a counter proposal. A counter proposal is a new proposal.
The two sides keep making suggestions until you both agree. If they can't agree,
the negotiations break down. They fail. For example, let's say that you are selling
your car for $ 1,000. That's your proposal. | tell you that I'll pay $500. That's my
counterproposal. If you say that you'll accept $800. I can accept your counter
proposal, or make a new one.

1. What is the goal of any negotiation?
2. Do Negotiations sometimes fail? Why?

2. Here are some advice, which can help you in negotiation process.
Which one do you find the most important/the most difficult to follow/ you
always use in negotiations?

Negotiation Process

1. Always try to negotiate for at least 15 minutes. Generally, the size or
seriousness of the negotiation determines the amount of time needed to negotiate it.
Setting a time limit is a good idea. Approximately 90 % of negotiations get settled
in the last 10% of the discussion.

2. Always offer to let the other party speak first. This is especially
important if you are the one making a request for something such as a raise.

3. Always respect and listen to what your opponent has to say. This is
important even if he or she does not extend the same courtesy to you. Do your best
to remain calm and pleasant even if the other party is displaying frustration or
anger.

4. Acknowledge what the other party says. Everyone likes to know that
what he says is important. If the other party opens first, use it to your advantage, by
paraphrasing what you have heard. Repeat their important ideas before you
introduce your own stronger ones.



5. Pay attention to your own and your counterpartner’s body language.
Make sure that you aren’t conveying any negative body language.

3. Match the elements of the opening phrase of a negotiation (1-5) with
their definitions (a-e).

Structural Components of Negotiations

1. welcome a) This can break the ice and help non-native speakers

2. introduction get used to speaking English.

3. small talk b) This can make visitors feel that it is worth them

4. set the agenda having travelled.

5. state interests ¢) This is to clarify what everyone hopes to achieve
from the negotiation.
d) This is to outline how the negotiation will proceed.
e) This is when everyone gets to know the others’
names.

4. Do the following negotiations quiz to see how “negotiation aware” you
are.

1. In what situations do you negotiate? Who do you negotiate with? Think about
both your work and your private life.

2. What do you think is the difference between sales techniques and negotiation
techniques?

3. What makes a good negotiator? Suggest your ideas.

4. How important are trust and liking in negotiations?

5. Is there an important difference between the way you might approach one off
negotiations (e.g. selling your car) and negotiations as part of a long-term business
relationship?

6. How can you avoid being manipulated in a negotiation with a more experienced
negotiator?

5. Read the text about the basics of the negotiation process.
Negotiations — the Basics

A. In practice, none of these defensive strategies may be necessary. Most
good negotiators understand the importance of creating long-term trust and
protecting their reputations, so they’ll do their best to keep you happy. This is one
reason why used car salesmen aren’t as manipulative as we might expect them to
be — they have a reputation to build and protect.



B. Good negotiators build strong long-term relationships. In many ways, this
IS even more important than the traditional ‘bargaining’ element of negotiations. If
you leave the negotiation feeling defeated or cheated, you’re not going to want to
negotiate with that person again. If you find out later that the other person took
advantage of your naivety, again, you’re not likely to want to do business with that
person. You may even try to get out of the contract you have agreed; in many
situations, it is legal and normal to declare a contract null and void if you have
been deceived. You’re also unlikely to recommend the deceptive negotiator to
other friends and colleagues, and you may even go public with the story of your
bad experience, which will damage the person’s reputation.

C. But if you do find yourself in a negotiation with a professional
manipulator, what can you do to protect yourself? The three keys are awareness,
preparation and control. Firstly, simply be aware of the situation and its risks.
Think very carefully before making any commitments. Secondly, find out as much
as you can before the negotiation, especially concerning prices — what price are
other people offering for similar products and services? You also need to research
your own needs very carefully, including a deep understanding of what you don’t
need. Thirdly, make sure you don’t lose control. Don’t be afraid to walk away from
a negotiation if you’re not sure, and take time to discuss your concerns with friends
and colleagues. Of course, the other negotiator may tell you that you can’t go away
and think about it, that the decision must be made right here, right now. But that’s
almost always just a bluff. In a high-stakes negotiation with a professional, a
rushed decision is almost always a mistake.

D. We all negotiate all the time: with our husbands and wives, with our
parents and our children, and with our friends and colleagues: What time do the
kids have to go to bed?; Whose turn is it to go to the supermarket?; Can you help
me with my presentation? Of course, these situations don’t always feel like
negotiations, not least because these are all long-term relationships. But they have
a lot more in common with professional negotiations than you might think.

E. It’s interesting that this assumption doesn’t work when buying a souvenir
In a tourist resort, where long-term relationships don’t exist — one reason why you
need to be especially careful in such situations. It also doesn’t really work when
you’re buying or selling your house or flat — the classic one-off sale with huge
potential short-term gains for manipulators. Fortunately, most people aren’t
naturally manipulative; so again, relationship-building is almost always the best
approach.

F. On the other hand, the situations that we tend to think of as ‘typical
negotiations’, such as buying a used car, haggling over the price of an overpriced
souvenir in a tourist trap, or selling your flat, are much less typical than they seem.
These are all one-off negotiations, where there’s no time or need to build long-term
relationships. In business, almost all negotiations are long-term. Both the used car



salesman and the souvenir seller are using sales techniques (or sometimes
manipulation tricks). Of course selling is an important skill in life and business, as
Is an awarenessof the tricks that other people may use. But this isn’t really what
negotiations are all about.

6. Match the techniques for building relationships on the left with the
explanations on the right.
Relationship-Building Techniques

1. Finding things in common a. Research has shown that if you give
something to another person, they
almost always feel obliged to return the
favour ... or even a much bigger
favour. Of course, there’s a limit: you
can’t be too cynical and expect
someone to knock 10% off their asking
price just because you’ve bought them
a nice coffee. But a little genuine
kindness can go a long way.

2. Showing an interest b. There’s no doubt that we like people
who are like us. In other words, if we
can identify with them and understand
them as people, not just business
machines, we’re much more likely to
want to do business with them. In
practical terms, there are two sides to
this technique: one is to ask questions
to find out about the other person. But
just as importantly, we need to be open
about ourselves, to help the other
person to understand us too.

3. Flattery c. This can go both ways. Firstly, show
that you’re treating the other person as
an individual, someone special. That
means remembering their name, and
maybe organising something based on
the likes and dislikes they’ve
expressed. Secondly, show that they’re
dealing with you as a person, not just
your organisation. If you’re taking
them to your favourite restaurant, make
sure they understand that it’s not just
an anonymous place to eat, but
something that you’ve chosen




personally, which says something
about who you are.

4. Generosity d. Say nice things about the other
person or their organisation. If that
person bought you a meal, tell a third
person how nice the meal was and how
much you enjoyed the conversation. If
you’ve just arrived in their office, say
how nice it is. If you notice a diploma
on the wall, ask about it and make sure
you sound impressed when they tell
you. But whatever you do, make sure
you sound convincing

— there’s nothing worse than false
enthusiasm!

5. Gratitude e. When the other person is talking
about himself/herself, we need to listen
carefully and show that we are
listening. This means not just making
‘listening noises’ like ‘I see’ and
‘Really?’, but actually being interested
in the other person. Remember what
they are telling you, so you can bring it
up next time you meet (e.g. How’s
your  daughter getting on at
university?).

6. Personal touches f. Whenever the other person is kind to
you, always make sure you say thank-
you. It may seem like a tiny detail, and
perhaps an obvious one, but in fact it
can make all the difference. Just
imagine how you’d feel if someone
failed to thank you for your own
kindness! And when you say thank-
you, don’t just say ‘thank-you’. Tell
them how kind they’ve been and how
much you appreciate it

7. Read the three extracts from business negotiations and answer the
guestions for each extract.

Fiona Jackson is in Munich to negotiate the sale of up to five large industrial
packaging machines to a large manufacturing company. These three extracts from
her conversation with Hans Braun, the Director of Operations.



Extract 1.
1. How do Hans and Fiona flatter each other? What adjectives do they use?
2. How do they respond to each other’s flattery? What grammatical structure
do they both use?
3. Why do you think they focused on flattering each other’s companies?
**k*
H: Ah, hello. Ms Jackson? I’m Hans, Hans Braun.
F: Good to meet you at last, Hans, after all those emails. And please call me Fiona.
H: OK, welcome to Munich, Fiona. Sorry to keep you waiting, by the way. | had
an urgent phone call and couldn’t get away.
F: No problem. | was just admiring your brochure. It’s really impressive. | didn’t
know you had so many famous clients!
H: Thanks. Yes, well, we’ve got a great sales team, and we really go for quality in
a big way here, much more than some of our cheaper competitors.
F: Well, it certainly seems to be an effective strategy, judging by these
recommendations.
H: Thank-you. Yes, they’re very positive, aren’t they? We’ve also heard some
great things about your company. | was looking at your website yesterday, and |
thought it was really interesting. | loved the ‘Our story’ section, you know, the
story about how your founder started the business from nothing. Fascinating.
F: Yes, it’s amazing, isn’t it? I’m glad you read that — it means you’ve got a better
idea about our approach to business.
Extract 2.
4. What do you think of Hans’s opening question? How else could he start a
conversation to find things in common?
5. How many things in common did they find?
6. What phrases do they use to show interest?
7. What techniques did they use to echo what the other person said?
8. What example of generosity and gratitude is in the conversation?
9. How easy would it be for Hans and Fiona to continue this conversation? Why?
**k%k
H: So, is this your first time in Munich, Fiona?
F: Well, yes and no. | came with my family when | was about 14, but ... well, that
was a very long time ago. | don’t remember much about it ... just museums and
football. Football? Are you a fan?
F: Not really. But my dad was ... | mean he still is, obsessed with it. So he took us
to matches all over Europe.
H: Wow. That’s really interesting! I’m also a little obsessed with football, but I
don’t drag my kids around to watch matches!



F: No, it wasn’t so bad. It meant we got to see lots of interesting places. How
many kids have you got?
H: Three: two girls and a boy. They’re growing up fast. My eldest daughter is at
university already.
F: Really? You must be very proud. My kids are still very small, so I’ve got all
that to look forward to. What does your daughter study?
H: English, would you believe? She wants to study in Bristol next year.
F: Bristol? That’s interesting. My brother studied there. He had a wonderful time.
It’s a really nice city. | could ask him if he’s got any advice, you know, where to
go, where to avoid.
H: Well, that would be excellent. 1’d really appreciate that. You know what it’s
like to be a parent — you never stop worrying about your Kids.
F: Absolutely. My son’s going on karate camp next week, his first time away from
mum and dad, and I’m really stressed about it. He’s only nine.
H: Karate camp? Sounds interesting. | used to do a bit of karate myself, many
years ago. Is he good at it?

Extract 3.
10. What is the main example of generosity in this conversation?
11. How does Hans add a personal touch?
12. How does Fiona express gratitude? What do you think of the two techniques
she uses?

**k*

H: So | thought we’d start with a tour of our factory, so you get a really good sense
of what we do here and what we need. 1’d also like to introduce you to a few of our
key people here, if that’s OK.
F: That’s great. It all helps me to get a better picture of how we can help you.
H: That’s what | thought. And then for lunch, I’d like to take you to one of my
favourite restaurants ... a short drive out of the city.
F: Oh ... that would be lovely, but please don’t go to any trouble. I’d be happy
with a sandwich!
H: No, I wouldn’t dream of it. This project is very important to us, so we want to
treat you well! It’s a lovely restaurant, and 1I’ve booked my favourite table. So |
hope you’re hungry!
F: Well, that’s very kind of you. In that case, you must let me return the favour if
ever you visit our factory in Edinburgh.
H: OK, that sounds nice. Thank-you.

8. Work in pairs. Use these ideas to role-play similar conversations.
Invent any details you need (e.g. the name of the city). Try to use the six



relationship-building techniques as often as you can — but make sure you
don’t sound artificial! Try to keep each conversation going for at least two
minutes. When you’ve finished, swap roles and repeat the role-plays.

Conversation 1:
A: Greet the other person. Apologise for being late.
B: Say something nice about the brochure / the office / something you can see
(e.g. a diploma on the wall)
A: Say something nice about the other person’s organisation.
B: Continue the conversation.
Conversation 2:
A: So, is this your first time in ...?
B: Yes—Explain what happened
No, but | have been to ...
No, but I’ve heard a lot about it. Isn’t therea ...?
A: Continue the conversation.
Conversation 3:
A: Explain your plans for the day’s events. Offer something generous (e.g. a nice
meal, some evening entertainment, a symbolic present).
B: Express gratitude.
A: Make person B feel special.
B: Try to return the favour.
A: Continue the conversation.

9. Study the following key terms. Match them with the explanations on
the right.

1. Position a. This is the figure for a particular
variable that you would find
satisfactory

2. Interest b. This is something that doesn’t really
matter to you, but which you include in
your opening position statement
because you may be able to trade it for
something from the other party.

3. Variable c. This is your best alternative to a
negotiated agreement. In other words,
it is what you will still have if the
negotiation fails.

4. Opening point d. A situation where there is no
solution, because neither side can
move.




5. Target point e. This is your limit for a particular
variable. You cannot go beyond this
point.

6. Reservation point f. This is the figure you give for a
particular variable when you first state
your position.

7. BATNA g. This is what you really need out of
the negotiation.

8. Deadlock h. To agree to a compromise half-way
between person A’s figure and person
B’s figure.

9. Split the difference I. This is what you say you want out of
the negotiation.

10. Giveaway J. This is one of the things that can be

negotiated, such as the unit price,
guarantees or the delivery date

10. Read the article. Write one of the words/phrases from exercise 2 in
each space. Some words need to be in the plural form.

Positions and interests They say that negotiating is like mind-reading but the
most important mind to read is your own. If you don’t fully understand your own
needs and wants from the negotiation, there’s no point in trying to read the other
person’s mind!

The mistake most inexperienced negotiators make is that they focus too
much on positions and not enough on interests. Almost by definition, (1)
are incompatible: | want to pay £500 for your printer, but you want to receive
£1000; | want the printer tomorrow, but you want to deliver next month; | want
you to install the printer, but you want me to do it. We can’t both get what we
want. Even if we (2) on price and delivery date, neither of us will be
happy.

That’s why it’s so important to be aware of our interests, the reasons behind
our positions. Let’s look again at the three (3) in our example. | want the
machine quickly so | can complete a big order for a client worth £10,000. You
can’t deliver quickly because you don’t have that particular model in stock. I can’t
pay £1000 because I’ve got a cash flow crisis — that’s why the big order from my
client is so important. You won’t accept £500 because the printer will cost you
£600 from your supplier. I want you to install the machine because | don’t think |
could do it properly. You want me to do it because it costs you £50 to send out an
engineer.

When we start thinking in terms of (4) , Creative solutions become
possible. Maybe there’s a way for me to borrow a different machine to complete



the big order, and to pay the full price, plus the £50 cost of installation, in two
months, when the right machine’s in stock and my cash flow crisis is over.

In other words, instead of treating the negotiation like a game of poker, we
can both benefit from being honest and open about what we really need and why
we need it. Of course openness and honesty carry their own risks: a completely
open and honest negotiator can easily be manipulated by a more cynical adversary.
Revealing your interests can be a great way of breaking a (5) , but there’s
no need to reveal too much if there’s no deadlock to break. At the end of the day,
you’ve got a duty to get the best possible deal for yourself or your organisation.

That’s why, for each variable, it’s essential to plan three points. Start by
working out your (6) . If you’re the seller, this might be the price you
need simply to cover your costs. Below this price, you’re better off walking away
from the negotiation. You can then decide what you actually want from each
variable — the figure that would make you feel satisfied. This is your (7)

Finally, plan your (8) some way beyond that target point. This means you
can show some flexibility in the negotiation and still come away with what you
want — and you may even get more than you want!

Once you’ve worked out these three points for every variable (and of
course, how they relate to each other), there’s still one vital piece of information
you need: your BATNA, or best alternative to negotiated agreement. For example,
if you’re trying to sell your car to person A, it’s useful to know how much person
B would be prepared to pay. If A can’t match B’s price, walk away from the
negotiation. Even if there’s no person B, you can work out the probability of
finding another buyer, and making a realistic calculation of how much you could
expect that buyer to pay. Of course, real person A’s concrete offer of £1000 may
be worth more to you than hypothetical person B’s potential offer of £1200, but
these are things you can calculate or at least estimate. And even if there’s no hope
of finding a person B, you’ve still got a (9) : you get to keep your car.

Finally, professional negotiators always plan a few (10) . things
that cost them nothing, but which they can exchange for something of value from
the other side. For example, one variable might be delivery time. The supplier has
actually got the goods in stock, and is desperate to get them out of the warehouse.
But he still asks for a four-week delivery period. The customer needs the goods as
soon as possible, and accepts a higher price in exchange for quicker delivery. Of
course, this can be a risky strategy — deceiving the other person is in direct conflict
with your aim of building long-term trust! But if used in moderation, this technique
can be good for breaking deadlocks.



Questioning and clarifying
1. Read the text. Make a plan of the procedure of the negotiations.
Negotiations: Questioning and Clarifying

A. In an important business negotiation, it’s vital to have a procedure. Of
course, you can deviate from that procedure as much as you like as the negotiation
progresses. And certainly the most important parts of the negotiation, trading
concessions and clinching the deal, are almost impossible to plan. But the earlier
stages definitely can be planned, and both sides will benefit if you take the time to
do things properly.

B. Firstly, make sure you include time to build relationships with the other
party. This is not just about being nice and modern, but it actually makes very good
business sense. The negotiation is much more likely to reach a mutually-acceptable
conclusion, and you’ll also be in a much better position to build a successful long-
term partnership once the deal is signed.

C. The next stage is to establish the procedure — unless you’ve been really
well organized and done this via email in advance of your face-to-face meeting.
Don’t impose your own agenda on the other party, but aim to have at least a simple
framework to follow. Even if the other party wants to be flexible and spontaneous,
hat’s up to them. But you need to be aware of the benefits you will gain by keeping
everything under control.

D. Then it’s time for the first party to present its position. There are
advantages and disadvantages to going first. The advantage is that you get to set
the agenda — you decide what the main negotiation points are. It’s also much easier
to prepare if you know you’re going first. Unfortunately, it also means you may
accidentally give the other party more than they were expecting. For example, the
price you say you’re willing to pay may be significantly higher than the one they
were willing to accept.

E. During the other party’s position statement, it’s absolutely vital for you to
say as little as possible. Very often, if you simply listen in silence, the presenter
will do half the negotiating for you! Just let them talk as much as they want, and
whatever you do, don’t interrupt them — unless it’s to tell them to slow down so
you can keep notes. Of course, there’ll be plenty of things that you’ll want to
check, so that’s why you need to keep those notes as detailed as possible.

F. When they’ve finished their opening position statement, you finally get
your chance to speak, but again, you’ll benefit a lot more by asking simple
questions and letting them talk some more. The obvious reason for asking
questions is to check you’ve understood everything correctly. But probing



questions are also your best way to understand their underlying interests, and to
identify room for manoeuvre. Remember: the more they talk, the more they reveal.

G. Just don’t be too aggressive in your questioning. If you challenge
everything from their opening position statement and make them justify all their
demands, you’ll find it much harder to trade concessions later. Psychologically, it’s
much harder to back own once you’ve justified your position in public, so you may
accidentally back them into a corner, with the result that the negotiation will soon
reach deadlock.

H. Once you’ve checked and clarified as much as you can about their
position, it’s a good idea to repeat the key points back to them, one by one, as a
final check. This may actually prompt them to reveal more information or even
give some ground. This is also when you can start revealing your own position —
initially by responding to the key points the other party made. For example, you
can comment on which of their points sound reasonable, which might have some
room for compromise, and which look like potential sticking points. But avoid
going into too much detail at this stage — you don’t want to start negotiating with
yourself, and you’ve also got your own position to present.

I. This whole procedure is repeated for the second party’s position
statement: the statement followed by questions and then a final check. At this
stage, you’ll probably want to take a time-out to talk things over with your team,
and review your best strategy for reaching a deal. There’s still the main body of the
negotiation ahead of you: trading concessions and hopefully clinching the deal,
plus all the loose ends to be tied up once you’ve agreed on the main points. But if
you manage the early stages sensibly, those final stages should be much easier and
more successful.

2. Being diplomatic often brings the best results when negotiating. It is
important not be too aggressive. Match the sentences on the left with the more
diplomatic sentences on the right.

1.  We must talk about the price a) Your price seems rather high.
first.

2. There is no way we can give you b) Unfortunately, | can’t lower my
any credit. price.

3. l'want adiscount. ¢) Could you give me a discount?

4. 1 won’t lower my price. d) I’m afraid we can’t give you any

credit.
5. Can you alter the specifications? e) | think we should talk about
1 price first.
6. Your price is far too high. f) 1 wonder if you could alter the

specifications.



3. Role play the situation below. Be diplomatic. A shop owner is placing
an order with a chocolate manufacturer.

Role 1 Role 2
1. You want to order 50 boxes of 1. You get a bonus if the order is
deluxe chocolate at the quoted over 100 boxes.
price. 2. You don’t give a discount for
2. You want a 20% discount. orders of less than 100 boxes.
3. You want 30 days credit. 3. You want payment on delivery.
4. You wan delivery in 2 weeks. 4. You can deliver in three weeks.

Negotiations: bargaining and making concessions.
1. Lead-in: Discuss these questions in small groups.

1. What exactly does bargaining mean? What does it involve?

2. Why is bargaining so stressful?

3. Does bargaining always involve an element of deception?

4. What exactly is a trade-off?

5. What is the key to successful bargaining?

2. Read the article to answer the questions from exercise 1. Do you agree
with the key points of the text?

The Bargaining Stage

Horse-trading ...concession-trading ... give-and-take ...haggling ... bartering
... bargaining ...negotiating. Call it what you like, but this is where the real action
Iin a negotiation happens. We all know that negotiations aren’t all about winning
and losing, but try telling that to the executive who has to return home to explain to
her Board of Directors why she just accepted a price 10% over her budget. That’s
why bargaining is so stressful: the risks of failure are high.

You’ll almost never get everything you want out of a negotiation, so sooner
or later that means you’re going to have to give something up. But the problem
here is that if you agree to a lower price, you’re effectively admitting that your
original price was exaggerated. It’s like admitting that you tried to trick your
counterpart into paying over the odds, and you got caught and had to admit defeat.

But does it have to be like this? The truth is, price is rarely the only factor
in a negotiation. It’s usually one of many factors, but let’s assume for a moment
that there are only two variables in a negotiation between a manufacturer and a
potential distributor — let’s call them price and exclusivity. As the manufacturer, of
course | want as high a price as possible, but | also want the distributor to sell my
productsexclusively, and not my competitors’. So there’s a trade-off here: I’'m



prepared to accept a high price and no exclusivity, or a low price and total
exclusivity, or any combination in between.

The point is: there’s no single point where | ‘win’ or ‘lose’ the
negotiation; there are an infinite number of winning points for me along that line,
where I’d be equally satisfied. And it’s the same for the distributor, who wants a
low price and low exclusivity, but is prepared to make a trade-off between them.
The trick is to find a point where our two lines cross, or at least come close enough
for both sides to be happy.

As we start adding in more and more variables, the number of potential
‘wins’ multiplies dramatically. In other words, it really is possible to change your
demands during a negotiation, without any hint of deception or failure. All you
need to know is the relative value of each variable to you.

The golden rule of negotiations is this: never make concessions; always
trade concessions. If you give something away, make sure you always get
something in return. That way, you’ll never go far from the line of your
preferences. Of course, it’s fine to accept a concession from the other party without
making one of your own, but chances are, your counterpart will be playing by the
same rules. So if you want to get something from them, you’ve got to be ready to
give something in return.

3. The best language technique in this stage is to make every sentence an
‘if” sentence.
e.g. “We might be able to bring the price down by 5%, but only if you can increase
your order by at least 10%”
Sort these sentences from the most direct offer of a 5% discount to the most
hypothetical. Some sentences may be roughly the same as each other.
a. If you increase your order by 10%, we’ll give you a discount of 5%.
b. If you increased your order by 10%, we’d give you a discount of 5%.
c. If we give you a discount of 5%, will you increase your order by 10%?
d. If we gave you a discount of 5%, would you increase your order by 10%?
e. If we were to give you a discount of 5%, would you consider increasing your
order by 10%?
f. If you’ll increase your order by 10%, we might consider giving you a discount of
5%.
g. If you increased your order by 10%, we might be able to give you a discount of
5%.
h. We could give you a discount of 5%, but only if you increase your order by
10%,



I. Supposing you increased your order by 10%, we’d be able to give you a discount
of 5%.

J. Provided you increase your order by 10%, we’ll give you a discount of 5%.

k. As long as you increase your order by 10%, we can give you a discount of 5%.

I. We can’t give you a discount of 5% unless you increase your order by 10%.

m. Unless you increase your order by 10%, we can’t give you a discount of 5%.

n. What if we were to give you a discount of 5%? Would you be able to increase
your order by 10%?

Useful phrases

Making My proposal is to ...
proposals \ | I’d like to propose that ...
offers My suggestion is ...

Can you offer us any other
possibility?

What would you suggest?

How would you feel about a bigger

discount?
Accepting | think that meets our requirements.
proposals \ | That sounds acceptable.
offers That sounds like a good idea.

That sounds reasonable.

| can accept that.

| think I can agree to that.

Your position is very interesting.
Can you tell me more?

Rejecting Sorry, but I am not really sure about
proposals \ | that.

refusing offers | That’s not quite what we had in
mind.

I’m sorry we can’t accept that.

I’m afraid that’s unacceptable.

| can’t agree to that.

Offering Instead of ... how about ...?
counter- Could ... instead?
proposal Perhaps a better idea would be to ...

Could the problem be solved by...?
Can you offer any alternatives?
How can we reach a compromise?




What do you think is a fair way to
resolve the situation?

Bargaining If you can guarantee good discounts,
then we will accept the proposal.

If you sign the contract, we could
offer you good discounts.

If you deliver the good by the end of
the week, then we are prepared to
order.

If you order now, we’ll give you a
discount.

We’d be prepared to offer you a
better price if you increased your
order.

Concluding a deal

1. Look at these tips for ending a negotiation effectively. Do you agree
with the advice? What other advice would you give?
1. Summarize all the points that you have discussed.
2.  Confirm what has been agreed.
3. Outline future actions — who will do what, by when, etc.
4. Thank everyone for taking part and say goodbye. End the negotiation on a
positive note by engaging in small talk.

2. Read the text and give its summary in English.
Negotiations: Clinching the deal

In any negotiation, there may come a point where one or the other party
threatens to walk away. This, of course, is bad for both parties: they’re both here in
order to find a solution. They’ve both invested plenty of time, effort and money in
the negotiation so far: researching it, planning it, taking part in it.

On the other hand, a bad deal is worse than no deal. If you are convinced
that you would be better off by walking away, based on your previous research,
then you have to be prepared to do that. That’s one reason why it can be better to
hold the negotiation in their office, or even in neutral territory like a hotel: you
can’t really walk away if it’s your own office!

The same goes for the way you react to the other side’s threats: if you’d be
better off by letting them walk away, rather than accepting their unacceptable




offer, then that’s what you have to do. Try not to think in terms of the hours that
you have personally invested in the deal, but rather in terms of the overall costs
and benefits for your organization. It’s better to accept you’ve wasted a week’s
work (however difficult it’s been for you personally) than to agree to a deal that
will cost your organization much more. Your investment in the negotiation could
still be a factor in your decision- making, but it shouldn’t normally be the most
important factor.

Brinksmanship — negotiating through threats to walk away — can sometimes
be simply a bluff. If they sense that you need the deal more than they do, they may
try using threats to walk away in order to extract concessions from you. They may
not actually want to walk away — their threats might be just a bluff. So if you call
their bluff and say you’ll let them walk away, they may well change their strategy
to accommodate you. And even if you calculate that the deal on offer is still better
than nothing,

Best Alternative to Negotiated Agreement: remember: you’re trying to build
a long-term relationship here. If the relationship starts with threats and bluffs, it
could be a sign that it will be difficult in the future too.

The point to remember is that negotiations aren’t a game. If you’re honest
about what you need, what you can and can’t accept and why you’re in the
negotiation, there’s no need for bluffing and brinksmanship. Tell them that you
want to find a solution and do your best to explore creative solutions, but don’t be
afraid to tell them what you’re not prepared to accept. Be firm but patient and
positive.

Clinching the deal can be a long, slow process. The trick is to keep a record
of what you’ve agreed, and make absolute sure you both understand exactly what
has been agreed. That way you can focus the negotiation on the one or two key
variables that remain ‘on the table’. Of course, you can still return to those agreed
points if necessary, to put them back on the table in order to resolve those final
sticking points. The principle is that everything is on the table until the whole deal
has been clinched. And in the end, either there’s a deal to be clinched or there isn’t.

Once you’ve both decided that there is a deal to be clinched, there may be all
sorts of loose ends to tie up. As long as these really are just loose ends, tiny details
which are irrelevant to the main deal, it’s usually fine to leave these for later. (But
make sure you do resolve them pretty quickly!) But the real problem comes when
one party throws a major spanner in the works at the last moment, when you’re
about to sign the deal. This is a particularly unpleasant trick, as nobody wants to go
back to square one, so tired negotiators often capitulate. But a trick it is, and the
only sensible way to handle it is to call a time out and plan how to resolve the new
complication calmly and logically.



Dealing with a conflict.
1. Answer the questions in this quiz. Compare with a partner.

How good are you at managing conflict?
1. You are in a meeting. People cannot agree with each other. Do you:
a) do nothing?
b) intervene and propose something new?
c) take sides with those vou like?
d) suggest a 10-minute break?
2. Your two closest friends have an argument and stop speaking to each other.
Do you:
a) behave as though nothing has happened?
b) bring them together to discuss the problem?
c) take the side of one and stop speaking to the other?
d) talk to each one separately about the situation?
3. You see two strangers. One begins to hit the other. Do you:
a) pretend to be an off-duty police officer and ask them what is going on?
b) call the police?
c) shout at them to stop? (al) walk away quickly?
4. Your neighbours are playing very loud music late at night. Do you:
a) ask them to turn it down?
b) do nothing?
c) call the police?
d) play your own music as loudly as possible?
5. You are in the check-in queue at an airport. Somebody pushes in. Do you:
a) ask them to go to the back of the queue?
b) say nothing?
c) complain loudly to everyone about people jumping queues?
d) report them to an airport official?
6. A colleague criticises your work. Do you:
a) consider carefully what they say?
b) ignore them?
C) get angry and criticise them?
d) smile, but wait for an opportunity to take revenge?

2. In pairs, think of as many sources of conflict at work as you can.
Example: poor time-keeping, interrupting people in meetings, etc.



3. Read the article quickly and see how many of your answers are
mentioned. Read the article again and answer these questions.

1. What should managers do when teasing starts to become hurtful?

2. Why should managers note examples of inappropriate behaviour or language?
3. Why should managers get involved as soon as conflict develops?

4. What happens if managers ignore conflict and poor behaviour?

5. What are the advantages of return-to-work interviews?

Intervening quickly in cases of conflicts

Managers should be sensitive to when teasing starts to become hurtful. They
should be prepared to step in and have a quiet word with the team members
involved. The manager should inform those involved that, while plenty of
communication is encouraged, it's important that there is respect for other people
and that certain standards of behaviour are expected at work.

The manager should have noted examples oi the types of behaviour or
language that have been used that are inappropriate at work, so that those involved
will understand shat as unacceptable. It's much easier to have this conversation as
soon as a manager starts to have concerns about behaviour or early signs of
conflict to prevent habits from being formed and to ensure that the manager is
taken seriously. It is much more difficult to be respected if a manager appears to
accept certain behaviour by letting a situation continue for weeks or months.

Dealing with conflict directly

Taking action to manage conflict can appear quite worrying to some
managers but it's an essential part of their role and responsibilities. If managers
ignore unacceptable behaviour. probloms will got worse until the disciplinary
process has to be used or a formal complaint is made, by which time it will be
much harder to achieve a successful resolution.

Some potential sources of conflict
» too much personal use of the Internet or e-mail;

* poor attendance and time-keeping:

« any form of bullying behaviour;

« any form of discrimination (e.g. sexism);
* unacceptable language;

o theft:

e drink or drug problems.



However, frequently it is the less obvious behaviour that over time, if it not
confronted, will lead to workplace disputes. Examples of less obvious types of
dispute include:

« taking credit for other people's work or ideas;

* interrupting people in meetings;

* not inviting team members to social evenings or events;
* not covering for people when they are sick;

* not taking messages for people;

* using someone else's contacts without permission;

* not including people in group e-mails;

* ignoring people or being impolite;

* poor personal hygiene.

Managers should not ignore problems that are developing in their teams. It's
vital that line managers have regular, informal, one-to-one conversations with the
people they manage, so that these kinds of issues can be discussed naturally where
possible.

However, managers must also be prepared to begin informal discussions if
they think a problem is starting to develop. Conflict at work can lead to absences,
S0 return-to-work interviews are also a good opportunity for managers to ask
questions about any conflict issues that might be worrying employees.

4. Find words in the article that mean the opposite of these words.
. appropriate
. acceptable
. polite
. formal
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5. Discuss these questions.
1. Have you ever been involved in any of the examples of conflict listed in the
article?
2. How did/would you feel?
3. What behaviour at work do/would you find inappropriate or unacceptable? How
would you deal with these problems?

6. Study the following information.
First conditional

if + present simple, will + infinitive without to —This describes a possible situation
and its probable result.



If he bullies anyone again, he'll lose his job.
If sales increase, we'll make more profit.
Second conditional

if + past simple, would + infinitive without to — This describes an unlikely
situation and its probable result.

If he made more eye contact, he'd be a better negotiator.
Conditionals and negotiating

Conditionals are often used when negotiating. We use conditionals for offers.
If you sign the contract today, we'll give you a 10% discount. (firm offer).
If you ordered 100 cases, we'dgive you a larger discount. (less firm offer).

7. Correct the grammatical mistakes in these sentences.
1.1f you pay in dollars, we would deliver next week.
2. If 1 would have his number, | would phone him.
3. If the goods will arrive tomorrow, I'll collect them.
4. If the cars would be more reliable, more people would buy them.

8. Combine phrases from Columns A and B to make conditional
sentences. More than one answer is possible in each case.

Example: If you place an order today, we'll offer a large discount.
A

offer more flexible payment conditions
pay all the promotion costs

place an order today

pay in dollars

place firm orders in advance

offer us a unit price of $22

sign the contract now

provide good technical support

B

a) offer a large discount

b) give you 90 days' credit

c) make you an exclusive agen

d) give you a signing-on bonus

e) despatch immediately

f) accept the deal



g) reduce the price by 20%
h) increase the order

Negotiation styles. Types of a negotiator.

1. Read the text about different styles of negotiation and find out what
style you prefer to use?

The 5 Different Types of Negotiation Styles and How to Master Them All

So you’re preparing to negotiate. Have you thought about your style? How
about the style of your counterparty? The hard truth is that style is often left off our
preparation list. Many negotiators fall into the trap of unwittingly charging forward
with their own natural style and don’t consider what impact it plays on the
outcome.

Don’t let this happen to you. Tilt the balance in your favor by carefully
considering what negotiation style will reward you with the lion’s share of the
profits. Below is a list of five styles to consider while preparing for your next
negotiation.

1. Compete (I Win- You Lose)

Competitive negotiators pursue their own needs and give little to others.
When to use: When you have an overwhelming clear advantage, need to get a deal
done quickly, or are involved in a one-off transaction like buying a car.

Pitfalls: A high compete style is easy for the other party to prepare for and can
often lead to deadlock. Unchecked competition can also ruin relationships.
Defense: Don’t cave in! Appeasing a competitive negotiator creates an expectation
that your concessions are a sign of things to come.

2. Accommodate (I Lose — You Win)

Accommodating negotiators believe that part of winning people over is to
give them what they want. This not only includes products and services but also
valuable information. If you’re going to roll over, have a good reason.

When to Use: When you find yourself in a weak position and the only option is to
give in gracefully. Sometimes, it’s better to lose the battle and live to fight the war.
Pitfalls: Giving away value too early in the negotiation can give you little to offer
later when you may need a strong card to play. It can also signal that you have
deep pockets and much more to give.

Defense: Beware of gifts as they may have strings attached. Ensure that your
counterparty is not giving something away with the intent to enjoy reciprocity later
on.



3. Avoid (I Lose — You Lose)

High avoidance negotiators dislike conflict and can sometimes be passive-
aggressive.

When to Use: When the benefit of not negotiating outweighs the value of
investing time. Another great time to avoid a negotiation is when emotions run
high and a cool-down period is required.
Pitfalls: Avoiding negotiations may signal to the other party that you are not
interested.
Defense: If your negotiating partner is avoiding you, set clear expectations on
timing up front and consider escalating to a higher level of authority.

4. Compromise (I Lose / Win Some — You Lose / Win Some)

Often thought of as splitting the difference. Compromise often results in
both negotiators settling for less than what they want or need.

When to Use: When pushed for time and have a trusting relationship. Be careful
that you win and lose the right things.
Pitfalls: This style is often used when you’re not prepared and just winging it. The
party that starts with the most ambitious opening position often ends up gaining the
most. Beware of competitive negotiators, they love negotiators who want to
compromise and go straight to an extreme opening position. If you end up splitting
the difference, they win by virtue of their anchoring position.
Defense: If your counter party starts with an extreme opening position, be sure to
counter with an offer that brings them back to reality. If you do retreat from a
position be sure to do so with solid rationale.

5. Collaborate (I Win — You Win)

Often referred to as expanding the pie negotiation style. Collaborators are
willing to invest the time to expand value through uncovering interests.

When to use: When the value in the negotiation is substantial, the relationship is
long term and there is a high risk for both parties.

Pitfalls: It’s dangerous to collaborate with a party who is not reciprocal in the
sharing of information. Make sure to share information at the same level of detail
as your counterparty.

Defense: Defend yourself against a collaborative negotiator if you determine that it
IS not in your best interest to collaborate. Your time is short, so be careful who you
collaborate with.

Take control of your negotiation by understanding the power of selecting the
appropriate negotiating style. Above all, don’t be afraid to change course. An
experienced negotiator isn’t married to one approach and moves between styles as
needed. The key is to make the switch at the right time.



3.3.2. Hemenukuii si3bIK
Kapitel 1. Mindliche Geschaftskommunikation

Grundlagen der interkulturellen Kommunikation
Lesen Sie den Text.

Text 1. Bedeutung der interkulturellen Kommunikation bzw. der

interkulturellen Kompetenz

Einer der groRten Fehler, den international tatige Manager machen koénnen,
ist anzunehmen, dass kulturelle Unterschiede nicht so wichtig sind und dass wir
leicht zusammenarbeiten kénnen, wenn wir alle Englisch sprechen.

Kultur ~ formt  unsere  Wertvorstellungen, Einstellungen  und
Verhaltensweisen. Sie wirkt sich darauf aus, wie wir miteinander kommunizieren,
die Art und Weise, wie wir leiten und gehorchen, die Art, wie wir verhandeln,
kaufen und verkaufen und wie wir in Teams kooperieren.

Die gute Nachricht ist, dass man die Kultur managen kann. Indem man die
Verschiedenheit erkennt, kann man mit den Unterschieden in einer Weise
umgehen, dass es uns gelingt, miteinander effektiv zu kommunizieren und zu
arbeiten.

Kulturelle Intelligenz zu entwickeln beinhaltet zu verstehen, was hinter den
zu beobachtenden Unterschieden steckt und gewahr zu werden, wie sehr unser
eigenes kulturelles Profil unser Verhalten bestimmt.

Die eigene kulturelle Intelligenz anzuwenden heilt, fahig zu sein, die
Vorzlge einer verbesserten Kommunikation und eines verbesserten Managements
fir die tagliche Arbeit zu nutzen.

Kommunikation ist die Kunst, sein Anliegen anderen in einer Weise zu
vermitteln, dass sie es so verstehen, wie wir es tatsdchlich meinen. Kommunikation
schlielt ein, dass man mitfuhlend zuh6éren und verstehen kann, was andere
mitteilen.

1. Beantworten Sie die Fragen zum Text.

1. Kulturelle Unterschiede spielen keine Rolle, wenn alle Verhandlungspartner
eine gemeinsame Sprache (z.B. Englisch) benutzen.

2. Auch wenn alle Verhandlungspartner eine gemeinsame Sprache benutzen, muss
man als Manager, wenn man erfolgreich sein will, interkulturelle Kenntnisse
erwerben.

3. Unsere eigene kulturelle Sozialisation bestimmt, wie wir kommunizieren, leiten,
gehorchen, kaufen, verkaufen und in Teams kooperieren.



2. Bearbeiten Sie einen Luckentext. Wahlen Sie aus der unten aufgefiihrten
Wortliste und fullen Sie alle Liicken aus.

Interkulturelle Kompetenz

Ambiguitatstoleranz --- Bef&higung zur Metakommunikation --- Empathie
Handeln --- Interkulturelle Kenntnisse --- Kompetenz --- Rollendistanz

Wichtigstes Ziel interkulturellen Lernens ist die Entwicklung der interkulturellen
____ seitens der Kursteilnehmer, anders gesagt: in deren Beféhigung zu
interkulturell kompetentem _ und Kommunizieren, was u.E. die immer wieder
erwahnte Orientierungs- und Fragestellungskompetenz einschliel3t.

Interkulturelle Kompetenz beinhaltet vorrangig folgende Komponenten, i.e. Kennt-
nisse, Grundhaltungen bzw. Fertigkeiten:

- (theoretisches und praktisches Wissen tiber die Eigenheiten der eigenen und
der Zielkultur bzw. der Zielkulturen sowie deren Differenzen, tber die kulturelle
Bedingtheit von Verhaltensweisen)

- (Einfihlungsvermégen in Bezug auf die Befindlichkeiten und Denkweisen
der fremdkulturellen bzw. anderskulturellen Partner) = F&higkeit, sich in die
Position anderer hineinzuversetzen

- (Fé&higkeit, die eigene Position zu verlassen und sie mit Abstand, von auf3en,
zu sehen = zu erkennen, dass die eigene Wahrnehmung der Welt von den
soziokulturellen Faktoren des eigenen Lebensbereiches gepragt ist.)

- (Fahigkeit, das Spannungsverhéltnis zwischen unvereinbaren Gegensatzen
und Mehrdeutigkeiten ,aushalten” zu konnen; Fremdes nicht unreflektiert
abzulehnen; Fahigkeit, widerspruchliche Anforderungen und Erwartungen
auszuhalten)

- (Fé&higkeit, Gber Kommunikationsprozesse zu kommunizieren oder m.a.W.:
Probleme, die im interkulturellen Handeln auftreten, mit allen Beteiligten frih
genug thematisieren konnen) = z.B. bei Unsicherheiten nachfragen, eigenes
kulturbedingtes Handeln darstellen

3. Lesen Sie den Text und lI6sen Sie die Aufgabe danach.

Text 2. Interkulturelle Kenntnisse
Es gibt sprachliche und nichtsprachliche interkulturelle Kenntnisse.
Bei den sprachlichen interkulturellen Kenntnissen dirfte die kulturell
spezifische Lexik im Vordergrund stehen.




Eine wichtige Rolle spielen daneben Aussprache, Intonation/Sprechmelodie,
Lautstarke, Sprecherwechsel/Interaktionsrituale, Kontextabhéngigkeit bzw. Di-
rektheit/ Indirektheit von AuBerungen.

Interkulturell  relevant sind auch Kenntnisse der nonverbalen
Kommunikation (Gestik, Mimik, Distanzverhalten/Korperkontakt,
Zahlensymbolik, Verwendung von Farben).

Kenntnisse betr. der Hierarchien, des sozialen Verhaltens, insbesondere des
Verhéltnisses der Geschlechter zueinander, des Umgangs mit Konflikten,
Verhandlungstaktiken, ferner: Kritik, private/6ffentliche Sphére,
Mindlichkeit/Schriftlichkeit, Zeitvorstellungen, Tabuthemen,
langfristige/kurzfristige Handlungsorientierungen, Ess- und Trinkgewohnheiten,
Lebenseinstellung, Einstellung zu Ordnung, Plnktlichkeit, Gastfreundschaft,
Semantik von Geschenken usw.

Fillen Sie alle Liicken aus.

| Geschenken --- Gestik --- Intonation --- Lexik --- Mimik --- Tabuthemen

Bei den sprachlichen interkulturellen Kenntnissen spielt die kulturell
spezifische _ eine besondere Rolle.

Im mindlichen Bereich sind ferner besonders die Aussprache und die
ZU beachten.

Zur  nonverbalen  Kommunikation  zahlen  z.B. : :
Distanzverhalten/Kdrperkontakt.

Wichtig sind schliel3lich Kenntnisse tber _ und die Semantik von .

4. Lesen Sie den Text und fassen Sie seinen Inhalt zusammen.

Text 3. Small Talk
Bei der Kommunikation mit Kunden oder Gesprachspartnern kommt es
zwangslaufig zum Small Talk. In manchen Kulturen ist eine ausfuhrliche
Kommunikation Uber Alltagliches sogar die Basis flr erfolgreiche Geschafte. Aber
auch hier sollte man mdgliche Fallstricke vermeiden. Dies beginnt bei der Wabhl
oder der Vermeidung bestimmter Themen (Schlagwort: Tabuthemen). Besonders
sensibel reagieren manche Gesprachspartner auf bestimmte religiése oder
politische Themen. Es empfiehlt sich folglich, auch hier Fingerspitzengefiihl
walten zu lassen. Dies gilt auch fur potenzielle Neidthemen wie Autos oder
exotische Urlaube, die sich der Gesprachspartner eventuell nicht leisten kann oder
will.
Aussagen wie die folgenden sollten geflissentlich vermieden werden:



1. Karriere: "Man sollte doch 0Ofters mal den Job wechseln, damit man keine
Scheuklappen bekommt." (Problem: Der Gesprachspartner arbeitet seit Langem in
ein und derselben Firma.)

2. Familienleben: "Eine stabile familidre Basis ist die Voraussetzung flr gute
Arbeit." (Mdgliche Gefahr: Der Gespréachsteilnehmer ist gerade geschieden oder
verwitwet.)

3. Familie: "Welcher vernlinftige Mensch schafft sich denn heute mehr als ein
Kind an." (Problem: Der Gesprachspartner bzw. die Gesprachspartnerin hat
mehrere davon.)

4. Kritik: "Naja, die Produkte von denen sind ja nicht konkurrenzféhig." (Problem:
Der Gesprachspartner steht mit dem Mitbewerber in Kontakt und hat schon
Produkte von ihm erworben.)

5. Qualifikation: "Manche bilden sich auf ihre Titel sonst etwas ein." (Problem:
Der Gesprachspartner ist promoviert.)

Text 4. Verhandlungstaktiken
Setzen Sie Satzzeichen zwischen die Worter des Textes.

Der deutsche Partner muss u.a. damit umgehen lernen dass seine Partner am
Anfang hdufig maximale Forderungen stellen zah verhandeln sogar feilschen sehr
um ihr Gesicht besorgt sind zunédchst wenig Zugestandnisse einrdumen selbst aber
Zugestandnisse erwarten gern einmal bluffen die Tagesordnungspunkte nicht
entsprechend ihrer Prioritdt behandeln aber letztlich nach Harmonie und einer
Kompromisslésung streben also auch an einer Win-Win-Situation interessiert sind
Daher sollte man auch dazu bereit sein eine Verhandlung einmal ohne Ergebnis zu
unterbrechen ohne ein endgultiges Scheitern herbeizufiihren oder auf durchaus
maogliche Provokationen unangemessen zu reagieren Die Verhandlungen kénnen
spater wieder aufgenommen werden.

Inder und Chinesen suchen gern bevorzugt im Stillen pragmatische
Lésungen und vermitteln den Eindruck dass es im Prinzip keine Probleme gebe.

Erfolgreiche Manager pflegen aus den genannten Grinden geduldig eine
intensive Kommunikation bauen eine solide personliche Vertrauensbasis auf
stellen intensiv Fragen hinterfragen Fortschritte auch personlich achten darauf dass
niemand sein Gesicht verliert nutzen im ldealfalle die gleichen Methoden wie ihre
Verhandlungspartner.



5. Lesen und uUbersetzen Sie den Text.

Text 5. Stil des offiziellen Telefongesprachs

Das Telefon ist ein verbreitetes Kommunikationsmedium, das es ermdglicht,
schnelle Kontakte zu Personen herzustellen, die man direkt nicht erreichen kann.
Per Telefon werden mannigfaltige private und geschaftliche, offizielle Gespréache
geflhrt.

Offizielle Telefongesprache umfassen den Bereich von institutionell
festgelegten Kommunikationsabldufen. Dazu gehoren soziale R&ume von
staatlichen und  privaten  Einrichtungen wie  Amter,  Botschaften,
Firmenvertretungen, Biiros, Konsulate. Sie betreffen auch
Dienstleistungssituationen in verschiedenen Kaufstellen, Reparatureinrichtungen
u.d.

Die Pflege der geschaftlichen Kontakte verpflichtet die Partner zur
Erfillung konventioneller Hoflichkeiten. Sie erfolgt nicht nur personlich oder
durch Briefe, sondern auch per Telefon. Das betrifft Glickwiinsche,
Danksagungen oder Beileidsbekundungen. Obwohl jetzt Anstandsregeln nicht
mehr so verbindlich und formell, wie friiher, sind, gehort es zum guten Ton, wenn
nicht personlich, dann schriftlich oder  telefonisch die entsprechenden
Hoflichkeitspflichten zu erfillen.

Die offiziellen Telefongesprédche haben also einen situationsbezogenen
Aspekt. Daneben ist auch der funktionale Aspekt hervorzuheben, der sich auf die
Art und Weise dieser Kommunikationsablaufe bezieht. lhre offizielle,
institutionelle Beziehungsebene setzt die entsprechende Ethik voraus.

Zur Ethik der offiziellen Telefonkommunikation gehoren
Hoflichkeitsformeln. Sie sind Mittel der Beziehungsgestaltung und der
Beziehungspflege.

Bei den offiziellen Telefongesprachen ist man korrekt und hoflich. Man
kann mehr oder weniger hoflich sein. Besonders hoflich und dabei distanziert ist
man den Damen und den Vorgesetzten im offiziellen Umgang gegeniber. Das
betrifft auch wenig bekannte Gesprachspartner, mit denen man Kontakte
aufnimmt. Hoflich ist man in bedeutendem Male zu den Kollegen, mit denen man
nicht sehr vertraut ist. Neutral hoflich ist man zu unbekannten Personen in
verschiedenen Institutionen (Post, Sekretdrin im Buro eines Geschaftspartners,
Dienstleistungsbereich u.a.).

Hoflichkeitsformeln  widerspiegeln gegenseitige  Wertschéatzungen, sie
dampfen den unangenehmen Eindruck einer negativen Information, sie kénnen
auch ein Zeugnis von der sozialen Angehdrigkeit sein und ein Signal von der
Beziehungsebene mit dem Gesprachspartner, die man anstrebt. Man bleibt, zum



Beispiel, zu korrekt und hdochst hoflich, um den geblhrenden Abstand dem
Gespréachspartner gegeniiber zu wahren.

Der Stil der geschéftlichen Telefongesprache soll offiziell, formlich sein.
Die Wortwahl, die Intonation dirfen nicht zu kameradschaftlich wirken (auch zu
bekannten Personen). Man darf nicht in den saloppen Stil verfallen. Auch der
geschraubte Stil wére nicht am Platze.

Der formliche Stil zeugt nicht nur von Offizialitdt, sondern auch von
Anerkennung der allgemein (oder in einer sozialen Gruppe) geltenden
Verhaltensstandards.

6. Rufen Sie Ihren Geschaftspartner an, nehmen Sie folgendes Dialog als
Beispiel.

Herr Wagner: Wagner.

Frau Bohme: Guten Tag, Herr Wagner. Mein Name ist Béhme von der Firma
Sassen & Co. Sie erinnern sich?

Herr Wagner: Ja, natirlich, Frau Bohme; schon, dass Sie anrufen. Wie kann ich
Ihnen helfen?

Frau Bohme: Wir interessieren uns fiir zwei Artikel aus lhrem Katalog, die
Espresso- Automaten und die Entsafter. Haben Sie diese Produkte vorratig?

Herr Wagner: Da muss ich mit unserem Lager sprechen. An welche
Gro6lenordnung hatten Sie gedacht?

Frau Bohme: Etwa 150 Espresso-Automaten und 80 Entsafter.

Herr Wagner: Darf ich Sie gleich zuruckrufen?

Frau Bohme: Ja, das ist in Ordnung. Auf Wiederhdren.

Herr Wagner: Wiederhdren.

7. Wahlen Sie den Ausdruck, der der Situation am besten entspricht.

Dialog 1

Mayer: Agentur Reich und Schon, Mayer, guten Tag.

Betzke: Guten Tag! Hier ist Harald Betzke aus Munster. Ich hétte gern Frau
Wunder sprechen.

Mayer: Tut mir Leid, Frau Wunder auBer Haus. Wo kann Frau Wunder Sie
erreichen, Herr Betzke?

Betzke: ... ....

a) Am besten auf dem Handy. Die Nummer hat sie.
b) Ja, wollen wir gleich zur Sache kommen.
¢) Ja, wir gehen sofort nach Hause.



Dialog 2

A: Personalabteilung, Schneider.

B: Guten Tag. Mein Name ist Ursula Schilling. Es handelt sich um die Stelle der
Sekretérin. Ich habe Ihre Anzeige im Morgenblatt gelesen und wirde mich gern
bei Ihnen vorstellen.

C: Wie war Ihr Name und VVorname noch mal, bitte?

Br.......

a) Ich bin ledig.
b) Ursula Schilling.
c) Danke. Ich komme gleich.

Dialog 3

Frau Fleischer: Guten Tag, Herr Muller.

Herr Muller: Guten Tag, nehmen Sie doch bitte Platz. Ihre langjahrige Tatigkeit im
Bereich EDV-Sprachen hat mich dazu bewogen, Sie zu einem
Vorstellungsgespréch zu bitten.

Frau Fleischer: Ich hoffe, dass in Ihrer Firma ein &hnlicher Aufgabenbereich ist.
Herr Mdller: ... ....

a) Sehr richtig. Vor kurzem wurde in unserem Haus eine neue Abteilung
gegrundet. Dort hat man einen Computer so programmiert, dass er mit allen Daten
arbeiten kann.

b) Sehr richtig. Wir bieten die Ausrtstung fur Lebensmittelindustrie.

c) Sehr richtig. Wéhrend der dreimonatigen Probezeit betrdgt das Gehalt bei
achtstiindiger Arbeitszeit ungefahr 2 800 Mark brutto.

Dialog 4

A: Guten Tag, ich heie Karl Kneip und rufe wegen Ihrer Anzeige im Morgenblatt
an.

B: Schon, kénnten Sie mir kurz Ihren beruflichen Werdegang schildern?

A

a) Wissen Sie, mein Name ist Kneipe. Ich bin Manager der Firma

»Plakat Marketing".

b) Wissen Sie, das wirde lange dauern. Das schreibe ich Ihnen lieber auf. Ich finde
Ihr Stellenangebot sehr interessant.

c) Wissen Sie, wir mochten Sie heute mit unserer Firma bekanntmachen.



8. Lesen Sie den Text und schildern Sie mit eigenen Worten die
Kommunikationsfehler, die oft zugelassen werden.

Text 6. Typische Kommunikationsfehler

Fehler beim Sprechen:
Wir gehen recht grof3ziigig — und teilweise schon schlampig — mit unserer Sprache

um:
- definieren nicht Klar,
- sprechen nicht differenziert genug,
- haben oft einen spitzen Unterton,
- sind zynisch,
- Ubertreiben mit unseren Begriffen,
- verallgemeinern,
- sprechen in einer Schwarzweil3sprache usw.

Fehler beim Zuhoren:
- Wir horen oft nicht richtig zu,

- sind mit unseren Gedanken nicht bei unserem Kommunikationspartner,
sondern irgendwo anders,

- sind gelangweilt, tun aber so, als ob wir zuhérten.

Fehler beim Verstehen:
- Wir bleiben in unserer Gedankenwelt, wir versetzen uns nicht in den Kopf
des anderen.

- Wir interpretieren und phantasieren unsere eigenen Geschichten in das, was
gesagt ist, hinein.

Fehler beim Nachfragen:
- Wir fragen zu wenig nach.

- Wenn wir nachfragen, sind schon wieder Spitzen in unseren Bemerkungen
dabei.



Kapitel 2. Mundliche Geschaftskommunikation
Lesen Sie den Text und Ubersetzen Sie ihn ins Russische.

Text 1. Der Geschaftsbrief

Unter der Definition «Geschaftsbrief» werden alle schriftlichen Formen
(Brief, E-Mail, SMS, Fax usw.) verstanden, die von einer Firma versendet werden
und sich auf einen geschaftlichen Vorgang beziehen, unabhangig von dem
Medium. Wer mit Geschaftskorrespondenz zu tun hat, der befindet sich in der
Regel in einem kaufmannischen Geschéftsverhaltnis mit anderen Unternehmen.
Um Erfolg mit der Firma zu haben, sollte immer ein guter Eindruck beim
potenziellen Vertragspartner hinterlassen werden. Dementsprechend ist der Look
eines Briefs sehr wichtig — ein Geschaftsbrief kann nur als solcher bezeichnet
werden, wenn auch das Layout entsprechend gestaltet ist! Geschaftsschreiben
haben einen erheblichen Effekt auf den Leser und konnen diesen stark
beeinflussen, da sie oftmals das Erste sind, was der Kunde vom Unternehmen
wahrnimmt.

Trotz der modernen Medien und den daraus resultierenden Moglichkeiten
wie Telefonie, Fax, SMS und E-Mail gehoren Geschéaftsbriefe heutzutage
weiterhin zum Unternehmensalltag. Briefe bilden den Hauptbestandteil der
Geschéftsabwicklung (Angebot, Rechnung, Mahnung usw.) ab.

Ohne Geschéftsbriefe wirde die Wirtschaft nicht funktionieren. Die
Schreiben sind essentiell fur funktionierende Geschéftsbeziehungen, konnen
juristische Folgen haben und dienen der unternehmerischen AuRendarstellung.
Daher st es wichtig, die verschiedenen Arten von Geschéftsbriefen,
Pflichtangaben und die bei der Gestaltung zugrunde liegende DIN Norm zu
kennen. Tipps zu Formulierungen sowie Muster und Vorlagen als PDF oder fur
Word zum Download erleichtern das effiziente Erstellen von Geschaftsbriefen.

Drei Grundregeln zu einem Geschéftsbrief sind:

1)  gut strukturierter und tbersichtlicher Aufbau eines Briefs;

2)  Fokus auf das Wesentliche — relevante Punkte ansprechen;

3) klare und verstdndliche Formulierung - Vermeidung von
Schachtelsétzen.

1. Beantworten Sie die Fragen.

1. Was ist ein Geschéftsbrief?
2. Wer hat mit der Geschéftskorrespondenz zu tun?



3. Wie beeinflussen die Geschaftsbriefe den Erfolg von kaufmannischen
Geschaftsverhaltnissen mit anderen Unternehmen?
4. Auf welche Weise soll ein effizienter Geschaftsbrief gestaltet werden?

2. Fullen Sie die Liicken im Text mit den passenden Wortern. Ubersetzen Sie
den Text ins Russische.
Der Geschéftsbrief

Die Korrespondenz zwischen Unternehmern und ihren Kunden, Lieferanten oder
Dienstleistern erfolgt Gber 1 , die ihren Empfanger auf postalischem oder
elektronischem Weg, zum Beispiel als E-Mail oder PDF, erreichen konnen. 2
eines solchen Schreibens ist immer ein Unternehmen. 3 kann ein Unternehmen,
eine Institution oder eine Privatperson sein. Interne 4 , beispielsweise
zwischen verschiedenen Niederlassungen oder Abteilungen, gelten nicht als 5
. Mit einem Geschaftsbrief bereitet man ein konkretes Handelsgeschaft vor,
fuhrt es durch, schliel3t es ab oder macht es riickgangig. Fur diese Schreiben gelten
gemall Handels- und Steuerrecht 6 Vorschriften fur die Aufbewahrung. Sowohl
die eingegangenen Briefe der 7 als auch Kopien der Ausgangspost muss ein
Unternehmer sechs Jahre lang 8 . Dabei beginnt die Frist mit dem Ablauf des
jeweiligen Kalenderjahres. Mit 9 ist das Schreiben von Geschaftsbriefen einfacher.

1) Geschéftsbriefe, Geschaftsbeziehungen, Geschéftsverhéltnis
2) Unternehmer, Absender, Kunde

3) Lieferant, Dienstleister, Empfanger

4) Schreiben, Biicher, Korrespondenz

5) E-Mail, Geschaftsbriefe, Abschriften

6) interessante, unwichtige, bestimmte

7) Geschaftsbriefe, Geschéaftspartner, Geschaftsabwicklung

8) aufbewahren, lesen, abschreiben

9) Schreiben, Vorschriften, Vorlagen

3. Lesen und Ubersetzen Sie den Text ins Russische.

Text 2. Der Aufbau eines Geschaftsbriefes
Der Brief wird anschlielend in den Briefkopf, das Anschriftenfeld, der
Informationsblock, die Betreffzeile, die Anrede, den Textbereich und die
Grul3formel unterteilt. Fir die einzelnen Teile im Brief gibt es bestimmte Inhalte
und Regeln.
Briefkopf mit Firmenlogo



Fast alle Unternenmen, von Kklein bis groB, haben ein Firmenlogo, das
gewohnlich im oberen Bereich platziert wird. Im Briefkopf ist insbesondere auf die
richtige Gestaltung des Anschriftenfeldes zu achten, damit der Brief in einen
reguldren Sichtfensterumschlag passt. Fir die Kontaktdaten stehen maximal neun
Zeilen zur Verfiigung. Oben links ist zun&chst Platz fr die eigene Anschrift. Drei
Zeilen darunter kann die Empfangeranschrift eingefligt werden. Wird eine Breite
von maximal 8,5 Zentimetern nicht tberschritten, dann passt die Anschrift gut in
ein Sichtfenster. Der Briefkopf bietet auch Platz fiir die Datums- und Ortsangabe.
Die Angabe erfolgt mit einer weiteren Zeile Abstand rechtsbiindig.

Anschriftenfeld

Das Anschriftenfeld dient in erster Linie dazu, die Empfangeranschrift
anzugeben, jedoch nicht nur. Hier kénnen auch Angaben zum Absender gemacht
werden, so dass die Absenderadresse fur etwaige Rulcksendungen bei
Briefumschldgen mit Fenstern sichtbar ist. Auch eine Zusatz- und Vermerkzone ist
hier untergebracht, in der Angaben ber die Briefsendung angegeben werden, z.B.
bei Infopost, Einschreiben und &hnlichen Dingen.

Informationsblock

Dieser Bereich enthalt weitere Informationen, die fir die Korrespondenz
wichtig sein kdnnen, z.B. den Sachbearbeiter, das Aktenzeichen, die Telefon- und
Faxnummer, E-Mail und Internetadresse, Datum und sonstige wichtige Angaben.
Der Informationsblock kann auch entfallen und durch die Bezugszeichen- und
Kommunikationszeile ersetzt werden.

Betreff

Zwei Zeilen unter der Datumsangabe erfolgt bereits die Angabe des Betreffs.
Dabei handelt es sich um eine kurze Zusammenfassung des Inhalts. Dieser sollte
mit wenigen Worten benannt werden. Durch Fettschrift lasst sich der Betreff
hervorheben.

Anrede

Mit weiteren zwei Zeilen Abstand wird der Leser angesprochen. Ist der
Empfanger namentlich bekannt, sollte dieser auch direkt angesprochen werden.
Ansonsten kann die Wahl auch auf eine neutrale Anrede fallen. Eine Anrede wie
»Sehr geehrte Damen und Herren® ist an dieser Stelle dblich.

Textbereich

Der eigentliche Text sollte wie der Brief klar strukturiert werden. Dies kann
zum Beispiel durch sinnvolle Absétze erzielt werden.

Gruf3formel

Mit einer Zeile Abstand wird der Leser mit der GrulRformel verabschiedet.
Der Abschluss ,,Mit freundlichen GriiRen* hat sich dabei besonders etabliert. Unter



der GruRformel und der Angabe zumVerfasser und Unternehmen verbleiben drei
Zeilen Platz fur die Unterschrift.

Die Regeln sind allerdings nur als Anhaltspunkt zu sehen. Um die
Individualitat des Unternehmens zu unterstreichen, sind Anpassungen ublich. Das
betrifft insbesondere das Firmenlogo und weitere wichtige Angaben zum
Unternehmen. Diese Angaben werden haufig oben rechts eingeftigt, kdnnen im
Briefkopf auch einen anderen Platz erhalten.

4. Ordnen Sie die Begriffe den entsprechenden Beschreibungen zu.

Briefkopf  Dies steht nur im Brief, wenn noch weitere Unterlagen mitgeschickt
werden.

Anlage(n) Diese Zeile wird fett markiert und endet ohne Satzzeichen. Hier fasst
man den Inhalt des Briefes sehr kurz zusammen. Man benutzt keine Verben.

Ort- und Datumangabe Hier stehen Name und Adresse des Empfangers mit der
Struktur:

(Firma), (Herr/Frau) Vorname/Name, Stral3e, Hausnummer, Postleitzahl, Ort
Betreff Der erste Satz dieses Briefteils wird klein geschrieben. Man vermeidet
zu lange Séatze und gliedert, wenn notwendig, mit Absatzen.

Anrede Unter der GruRRformel steht dieses verbindliche Briefteil.

Brieftext ~ Rechtsbiindig steht, wo und wann der Brief geschrieben wurde.
GruRformel ,,Sehr geehrte Damen und Herren* benutzt man in dieser Zeile, wenn
man den Empfénger nicht kennt. Sonst: ,,Sehr geehrte Frau ... oder ,,Sehr geehrter
Herr ...”. Dieser Briefteil endet mit einem Komma.

Unterschrift Die Redewendung ,,Mit freundlichen GruBen* passt immer hierher.
Anschriftenfeld  Hier stehen die Kontaktdaten des Absenders, wie Name,
Anschrift und Telefonnummer.

Lesen und Ubersetzen Sie den Text ins Russische.

Text 3. Der DIN-konforme Geschaftsbrief

Im Mai 2011 wurden die neuen Schreib- und Gestaltungsregeln zur
Textverarbeitung in der DIN 5008:2011 herausgebracht. Die DIN-Norm 5008 ist
ein Standard, der vom Deutschen Institut fiir Normung erarbeitet wird und zum
Beispiel Regeln dafir festlegt, wie ein moderner Geschaftsbrief aussehen soll.

Die DIN 5008:2011 bietet zwei verschiedene Formen fiir Geschéftsbriefe an: Form
A mit hochgestelltem Anschriftenfeld und Form B mit tiefgestelltem
Anschriftenfeld. Bei beiden Formen kann man zwischen einem Informationsblock
oder einer Bezugszeichenzeile mit Kommunikationszeile wéhlen.



Aufbau eines DIN 5008 Musterbriefs

Der Brief beginnt laut DIN 5008 immer mit dem Briefkopf (Form A mit 27 mm
und Form B mit 45 mm), der das Firmenlogo enthalt. Anschlielend folgt auf der
linken Seite das Anschriftenfeld, auf der rechten Seite steht der Informationsblock.
Fur das Datum wird die internationale Schreibweise Jahr-Monat-Tag empfohlen,
erlaubt ist aber auch weiterhin das Datum in der Form 20.10.2011 oder 20.
Oktober 2011. In jedem Fall soll die Jahreszahl immer vierstellig geschrieben
werden.

Mit zwei Zeilen Abstand zum Informationsblock folgt im DIN 5008 Musterbrief
der Betreff. Nun folgt mit wiederum zwei Zeilen Abstand zum Betreff die Anrede,
danach mit einer Zeile Abstand der Text mit Absatzen. Hier lautet die Empfehlung
der DIN fir die Schriftart: Zugunsten einer guten Lesbarkeit sollte im laufenden
Text keine Schrift Verwendung finden, die kleiner als 10 Punkte ist. Ebenfalls ist
auf ausgefallene Schriftarten, wie beispielsweise Schreibschrift oder andere
schlecht lesbare Designschriftarten, zu verzichten.

Darliber hinaus enthélt der DIN 5008 Musterbrief die GruRformel, den
Firmennamen, den Namen der unterzeichnenden Personen und gegebenenfalls
Anlagen und Verteiler, sowie P. S.

Zudem sind auf einem Geschéftsbrief nach DIN 5008 die gesellschaftsrechtlichen
Angaben des Absenders zu vermerken. Dabei handelt es sich um den Sitz der
Gesellschaft, Vorstandsmitglieder bzw. Geschaftsfuhrer, eingetragen bei
Amtsgericht “Ort”, HRB Nummer, die Kommunikationsdaten, wie E-Mail,
Telefon und Telefax und die Kontoverbindung des Unternehmens. Bei Vorlagen,
die flr Rechnungen verwendet werden, missen zudem die Steuer-Nr. bzw. die
USt-1dNr. angegeben werden.

5. Beantworten Sie die Fragen.

1. Was ist DIN 5008?

2. Was legt die DIN-Norm 5008 fest?

3. Worin  besteht der  Unterschied zwischen  zweli verschiedenen
Formen fir Geschéaftsbriefe?

4. Welche Teile soll ein Geschaftsbrief laut DIN 5008 enthalten?

5. Gibt es Teile, die laut DIN 5008 entfallen sind?

6. Was gehort zu den gesellschaftsrechtlichen Angaben des Absenders?

Lesen und Ubersetzen Sie den Text ins Russische.

Text 4. Arten von Geschéaftsbriefen



Anfrage. Eine Anfrage ist immer unverbindlich. Sie dient der
Informationsbeschaffung Uber Produkte und Dienstleistungen. Eine allgemeine
Anfrage bezieht sich beispielsweise auf Kataloge oder Preislisten. Eine spezielle
Anfrage hat bestimmte Produkte oder Dienstleistungen im Fokus. Gefragt sind die
konkreten Eigenschaften, Preise und Konditionen.

Angebot. Ein Angebot ist eine verbindliche Absichtserklarung, konkrete Produkte
oder Dienstleistungen zu festgelegten Preisen und Konditionen zu liefern
beziehungsweise auszufuhren. Eine Anfrage ist die Vorlage fir ein verlangtes
Angebot. Dieses umfasst auch die AGB und bei speziellen Anfragen konkrete
Liefer- und Zahlungsbedingungen. Ein Dank fiir das Interesse sollte nicht fehlen.
Ein unverlangtes Angebot ist eine Form des Direktmarketings und hat meist die
Form eines Werbebriefs. Bei der anspruchsvollen Formulierung kann eine Vorlage
helfen.

Auftrag oder Bestellung. Mit einem Auftrag oder einer Bestellung nimmt man ein
Angebot an und schlielt damit den Kaufvertrag ab. Es ist auch méglich, die
Bedingungen des Angebots abzuandern. Dann kommt es erst zum Vertragsschluss,
wenn der Geschaftspartner die Anderungen akzeptiert. Ein Auftrag bezieht sich auf
Dienstleistungen. Eine Bestellung bezieht sich auf Waren.

Auftragsbestatigung. Notwendig ist eine Auftragsbestatigung aus rechtlicher Sicht
nur, wenn der Auftraggeber das Angebot geéndert hat. Aber auch in allen anderen
Fallen kann eine Zusammenfassung der angeforderten Waren oder Leistungen
Missverstandnissen vorbeugen. VVorlage dafir ist der Auftrag oder die Bestellung.
Lieferschein. Der Lieferschein wird auch als Warenbegleitschein bezeichnet und
wird zusammen mit der gelieferten Ware verschickt. Lieferscheine enthalten zwar
hauptsachlich Auflistungen gelieferter Waren, gelten aber auch als Geschaftsbriefe
und missen deshalb alle Pflichtangaben enthalten.

Rechnung. Fur Rechnungen gelten besondere Formvorschriften. Sowohl die
eingehenden als auch die ausgehenden Rechnungen sind wichtige Belege fir die
Buchhaltung. Bei der Gestaltung und Aufbewahrung von Rechnungen spielt auch
das Steuerrecht eine Rolle. Fur die korrekte Rechnungserstellung empfiehlt sich
die Verwendung einer Vorlage.

Mahnung. Die Mahnung erinnert einen s&umigen Schuldner an seine
Verpflichtung. Ublich sind eine erste Zahlungserinnerung und zwei weitere
Mahnungen, bevor man rechtliche Schritte einleitet.

Zwischenbescheid. Bei Lieferungen und Leistungen, die viel Zeit in Anspruch
nehmen, kann ein Zwischenbescheid tber den Stand der Dinge informieren. Auch
wenn sich Fristen nicht einhalten lassen, ist es angemessen, den Kunden rechtzeitig
zu informieren und um Verstandnis zu bitten.



Reklamation (Mangelriige). Die Reklamation ist ein schriftlicher Ausdruck der
Unzufriedenheit des Kunden mit einer Ware oder Dienstleistung. Die Reklamation
ist eine Forderung des Kunden, die man an den Verk&ufer richten kann. Der Inhalt
einer Reklamation besteht in der Regel aus zwei Absatzen. Im ersten muss man
den Grund erklaren, z. B. die gekaufte Ware hat Defekte. Der zweite Absatz ist die
Bitte um die Reaktion.

Reklamationsbearbeitung. Die Antwort auf eine Reklamation oder Beschwerde
erfordert viel Fingerspitzengefthl. Dabei ist es wichtig, den Kunden erst zu
nehmen, um Entschuldigung zu bitten und Losungsvorschlége anzubieten.

5. Stellen Sie fest, welche Aussagen dem Inhalt des Textes entsprechen.

1. Man unterscheidet verschiedene Arten von Geschéftsbriefen.

2. Es besteht der Unterschied zwischen einer allgemeinen Anfrage und einer
speziellen Anfrage.

3. Ein  Angebot dient der Informationsbeschaffung (ber Produkte und
Dienstleistungen.

4. Ein Auftrag bezieht sich auf Waren und eine Bestellung bezieht sich auf
Dienstleistungen.

5. Eine Auftragsbestatigung ist aus rechtlicher Sicht notwendig, um madglichen
Missverstandnissen vorzubeugen.

6. Rechnungen enthalten zwar hauptséchlich Auflistungen gelieferter Waren.

7. Rechnungen sind wichtige Belege fir die Buchhaltung.

8. Die Mahnung ist eine Aufforderung durch den Glaubiger an den Schuldner, eine
geschuldete Leistung zu erbringen.

9. Wenn der Kunde mit einer Ware zufrieden ist, so kann er eine Reklamation
schreiben.

10. Bei jeder Antwort auf die Reklamation ist es wichtig, den Kunden zu
informieren, was unternommen wird, damit das Problem nicht mehr vorkommt.

6. Beantworten Sie die Fragen.

1. Wozu dient eine Anfrage?

2. Wofur schreibt man Angebote?

3. Worauf beziehen sich der Auftrag und die Bestellung?
4. Warum ist eine Auftragsbestatigung notwendig?

5. Wofir schreibt man Mahnungen?

6. Was ist eine Reklamation?



7. Ordnen Sie die Teile des Geschéftsbriefs in der richtigen Reihenfolge an.
Brief Mo [

a) Mit besten Empfehlungen Hotel POSTHORN (H. Waldmann)

b) Bestellung

c) Kurzwarenfabrik Sedel Verkaufsabteilung Kaiserwerter Strale 82 D — 40641 —
Ratingen

d) Ihre Zeichen, Ihre Nachricht vom 22.01.09 Unsere Zeichen, unsere Nachricht
vom 03.02.09

e) Sehr geehrte Damen und Herren,

f) Vielen Dank fir lhren neuen Prospekt. Bitte liefern Sie fur unser Hotel 100
Badetiicher zum Preis 20.95 Euro. Ich gehe davon aus, dass die Lieferung
innerhalb von drei Wochen madglich ist. Im Voraus vielen Dank fir die schnelle
Bearbeitung unseres Auftrags.

h) Hotel POSTHORN Frauenstral’e 27 60528 — Niirnberg

Brief Ao 2

a) Firma Repro-International 72 Heinrich-Heine-StraRe 3 Disseldorf

b) lhre Zeichen, lhre Nachricht vom 12.01.09 Unsere Zeichen, unsere Nachricht
vom 03.02.09 Hamburg, 02.03.09

c) Anfrage — Kopiegerat

d) Fur unseren Betrieb wird ein Kopiegerat bendétigt. Wir haben mit lhrem
Werbebrief vertraut gemacht.lhr Brief hat uns positiv angesprochen. Deshalb
richten wir heute unsere Anfrage an Sie. Bitte machen Sie uns zundchts ein
schriftliches Angebot, damit wir eine feste Basis flir unsere Zusammenarbeit mit
Ihnen haben.

e) Sehr geehrte Damen und Herren,

) Firma Schlieder Kaffeegrof3handel Worpsweder StraRe 10 Hamburg

h) Mit freundlichen GriRen Abteilungsleiter H. Schreiner

Brief Ao 3

a) Mobelhaus AG Vertriebsabteilung Stollenstrale 12-16 D — 48539 Gladbeck
Tel.:49(0)264/40001 - 77

b) Industrie und Handelskammer zu Leipzig Altendorfer StraRe 90 D — 36486 —
Leipzig



c) lhre Zeichen, Ihre Nachricht vom ... si-schr0  25.10.2008 Unsere
Zeichen, unsere Nachricht vom...8.02.2009

d) Lieferung 40 Schreibtische

e) Sehr geehrte Damen und Herren,

) Mit freundlichen Grufien Mobelhaus KG (W. Braun)

h) Trotz groRBer Schwierigkeiten in der Produktion kdnnen wir Ihnen verbindlich
mitteilen, dass die von Ihnen am 26.10.2008 bestellten 40 Schreibtische noch vor
den Weihnachtsfeierlichkeiten geliefert werden kdnnen.

8. Fullen Sie die Licken aus, indem Sie die entsprechende Option aus den
Wortern in Klammern auswahlen.

Angebot

Sehr geehrter Herr Lenz, vielen Dank __ (an, gegen, fiir) lhre Anfrage und Ihr
Interesse _ (flr, an, mit) unseren Produkten. Beziglich der von lhnen
(gerechneten, gewinschten, gebundenen) Waren kdnnen wir lhnen folgendes
Angebot _ (Uberprufen, ablehnen, unterbreiten). Die Preise _ (verstehen
sich, annullieren, behandeln) inklusive Mehrwertsteuer. Wir freuen uns, wenn
Ihnen unser Angebot _ (macht riickgangig, zusagt, unterbreitet). Wir sichern

Ihnen jetzt schon eine ziigige Auftragsabwicklung zu.
Mit freundlichen GriRen

9. Lesen Sie das Angebotsschreiben und beantworten Sie die Frage: Was wird
angeboten?

Heinrich Braun Sommerstr. 12

3381 Brandenburg Brandenburg, 05. 08. 20...

Birgit Schliiter FON GmbH Baumgartenstr. 24

43169 Bonn Angebot

Sehr geehrte Frau Schlter,

wir freuen uns, dass Ihnen Qualitat und Design unserer Produkte gefallen und dass
Ihre und unsere Preisvorstellung nicht grol? differenzieren. Ihr Vorschlag gefallt
uns. Dass wir die Mehrkosten nicht ganz alleine tragen kénnen, daflr setzen wir
Ihr Verstandnis voraus.

Uber Ihre Bestellung wiirden wir uns freuen.

In der Hoffnung auf gute Geschaftsbeziehungen Mit freundlichen GriiRen

H. Braun Anlage: Preisliste

10. Schreiben Sie lhre eigenen Angebotsschreiben. Verwenden Sie beim
Verfassen von Briefen Standardausdriuicke.



11. Lesen und ubersetzen Sie den Brief ins Russische. Fassen Sie den Inhalt des
Briefes anhand der Antworten auf die folgenden Fragen kurz zusammen:

1) Was fiir ein Geschaftsbrief ist das?

2) Welche Erzeugnisse hat die Firma bestellt?

3) War die Firma mit dem gelieferten Kopierer zufrieden?
4) Welche Probleme hat die Firma mit dem Kopierer?

5) Worum bittet die Firma?

Sehr geehrte Damen und Herren,

am 12. April 20.. haben Sie uns den Kopierer Copyfix X1 Bestellnummer 1348
geliefert und fir uns eingerichtet. Seitdem haben wir leider permanent Probleme
mit dem Gerét: Die Druckqualitat ist so schlecht, dass die Kopien kaum lesbar
sind. AulRerdem erhalten wir hdufig Fehlermeldungen. Wir haben bereits mehrfach
bei Ihrem Kundendienst angerufen und das Problem geschildert. Aber obwohl uns
versprochen wurde, dass ein Techniker vorbeikommt, ist bis heute nichts
geschehen. Sie werden verstehen, dass wir auf ein reibungsloses Funktionieren des
Geréates angewiesen sind. Wir bitten Sie daher noch einmal auf diesem Weg, uns
umgehend einen Techniker vorbeizuschicken und das Problem zu beheben. Vielen
Dank im Voraus fir Ihre Hilfe!

Kapitel 3. Subjekte des Verhandlungsprozesses

Text 1. Betriebe und Unternehmen
Arbeitsorganisation in einem Betrieb
1. Die Begriffe Betrieb, Unternehmen und Firma werden haufig synonym
gebraucht, wenn eigentlich Unternehmen gemeint ist. Ordnen Sie die
folgenden Begriffe ihren Definitionen richtig zu:
1. der Betrieb
2. das Unternehmen
3. die Firma
4. das Geschaft
a) wirtschaftlichrechtliche Organisation, deren oberstes Ziel es ist, einen Ertrag zu
erwirtschaften;
b) der Name, unter dem ein Kaufmann im Handel seine Geschéfte betreibt und
Dokumente unterschreibt;



c¢) Bezeichnung fur eine Unternehmung und fir das Verkaufslokal (Laden) einer
Unternehmung, aber auch fiir eine von mehreren Verkaufsstellen (Filialen). In der
Regel Einzelhandel;
d) radumliche, technische und organisatorische Einheit zur Erstellung von Gitern
und Dienstleistungen

2. Ordnen Sie die Begriffe Betrieb, Unternehmen und Firma den passenden
Beispielen zu. Arbeiten Sie mit IThrem Nachbarn zusammen und diskutieren
Sie Ihr Ergebnis im Plenum.

. Hotel Ibis am Bahnhof in Disseldorf

. Robert Bosch GmbH

. Schokoladenfabrik Ritter Sport in Waldenbuch

. Deutsche Bank AG

. Produktionsstatte von Adidas in Herzogenaurach

. Alfred Ritter GmbH & Co. KG

. Druckhaus Langenscheidt, Berlin

~N o ok~ WD B

3. Lesen Sie den Text. In wie viele Abschnitte kann er gegliedert werden?

Text 2. Arbeitsorganisation in einem Betrieb

Die Menschen haben ihr Zusammenleben in Gruppen schon immer nach dem
Prinzip der Arbeitsteilung organisiert. In einem Betrieb, in dem mehrere Personen
beschaftigt sind, muss festgelegt werden, welche Aufgaben der Einzelne zu
erfillen hat. Dabei entspricht das dem Gkonomischen Prinzip, dass eine Person
oder eine Gruppe von Personen bestimmte gleichartige Aufgaben erfullt. Eine
solche organisatorische Zusammenfassung gleichartiger Aufgaben fuhrt zur
Bildung von Abteilungen. Die Arbeit in den verschiedenen Abteilungen ist jedoch
nur dann effektiv, wenn die Pflichten der Mitarbeiter genau geregelt sind. Das
heildt, es muss festgelegt werden, ob eine Person oder Personengruppe die Arbeit
allein oder nur in Verbindung mit anderen ausfiihrt oder ausfuhren soll, wer flr
was verantwortlich ist und wem gegeniiber Rechenschaft abzulegen ist. Auch die
Beziehungen zu anderen Abteilungen und zur Geschéftsleitung sowie der
Informationsfluss im Einzelnen sind vorgeschrieben. Die genaue Gliederung eines
Betriebes in Abteilungen ist natlrlich von der Art und GroRe des Betriebes
abhangig. Es sind verschiedene Organisationsformen entstanden. In der
Bundesrepublik Deutschland findet man heute viele Formen, die sich auf einige
Grundmodelle zurickfiihren lassen.

4. Ordnen Sie die folgenden Uberschriften den Abschnitten zu.



.. Organisationsformen von Betrieben
... Grundlagen der Arbeitsteilung in einem Betrieb
.. Gliederung der Betriebe in Abteilungen

5. Lesen Sie den Text 2 noch einmal. Zu Ihrer Hilfe ist hier die Worterliste.
Geben Sie vor dem Lesen den deutschen Begriffen ihre russischen
Entsprechungen.

x die Pflichten der Mitarbeiter regeln

x Abteilungen bilden

x Rechenschaft ablegen

x verantwortlich sein

X (gleichartige) Aufgaben erfullen

x auf einige Modelle zurtickfiihren

x den Betrieb in Abteilungen gliedern

x von der Art und GroR3e des Betriebes abhangig sein
x die Arbeit ausfiihren

6. Beantworten Sie bitte die Fragen zum Text 2.

1. Nach welchem Prinzip organisieren die Menschen ihr Zusammenleben?
2. Nach welchem Prinzip werden in einem Betrieb Abteilungen gebildet?
3. Wann ist die Arbeit in den verschiedenen Abteilungen effektiv?

4. Wovon ist die Gliederung eines Betriebes abhangig?

7. Korrigieren Sie die falschen Wortverbindungen. Bilden Sie anschliel3end
Satze.

X (gleichartige) Aufgaben bilden
x Abteilungen ablegen
x den Betrieb in Abteilungen gliedern
x die Pflichten der Mitarbeiter zurtickfiihren
X Rechenschaft erflllen

x die Arbeit regeln
X verantwortlich sein

x auf einige Modelle abhangig sein
x von der Art und Grol3e des Betriebes ausfiihren




8. Stellen Sie den Betrieb / die Firma vor, wo lhre Eltern / Bekannten
arbeiten. Die Redemittel helfen Ihnen dabei.

Ich glaube / denke, Frau Weil3 arbeitet im Marketing.

Frau Hubner arbeitet wahrscheinlich in der Buchhaltung.

Redemittel:

Mein Vater (meine Mutter / ...) arbeitet bei ...

Der Betrieb / die Firma ist in der ...-Branche téatig.

Es ist ein (sehr) kleines / grolRes / mittelstdndisches Unternehmen.
Dort stellt man ... her. / Dort bietet man ... an. / Dort verkauft man ...

Welche Abteilungen gibt es in diesem Unternehmen?

a Ergéanzen Sie den Grundriss. Arbeiten Sie auch mit dem Worterbuch.
b Wofir sind die einzelnen Abteilungen zustandig? Sprechen Sie.
Redemittel:

... macht im Betrieb / in der Firma ...

... Ist zustandig / verantwortlich flr ...

... organisiert in dieser Firma ...

... hilft bei ...

... kimmert sich um ...

¢ Wofr sind lhre Eltern / Bekannten zustandig? Erzahlen Sie.
Redemittel:

Er / sie arbeitet in der ...-Abteilung.

Dort ist er / sie vor allem fir ... verantwortlich / zustandig.

Fur seine / ihre Aufgabe als ... muss er / sie vor allem ... .

Text 3. Rechtsformen deutscher Unternehmen

Anna und Claudio wollen Wirtschaft studieren und besuchen in Turin einen
Sprachkurs ,,Wirtschaftsdeutsch®. Bei der Durchsicht des Programms stellen sie
fest, dass es in den kommenden zwei Wochen um Fachbegriffe und Texte zum
Thema ,,Rechtsformen in Deutschland* geht. Sie sind unsicher, inwieweit ihnen
dieses Thema in ihrer spateren beruflichen Position von Nutzen sein konnte und
diskutieren dartber.

9. Alle Aussagen sind richtig. Werden sie von Anna und Claudio in der
Diskussion bertcksichtigt? Lesen Sie zundchst die Aussagen und unterstreichen
Sie, was Ihnen personlich wichtig erscheint.

1. Die wichtigsten Rechtsformen deutscher Unternehmen zu kennen, gehort zum
Lehrplan einer kaufmannischen Ausbildung in Deutschland.



2. Der Firmenname deutscher Unternehmen enthélt Abkirzungen wie OHG, KG,
GmbH und AG, die die Rechtsform des Unternehmens anzeigen.

3. Abkirzungen wie GmbH & Co. KG muss man aussprechen kdnnen, wenn man
mit einer Firma wie z.B. der Alfred Ritter GmbH & Co. KG Geschéftskontakt hat.
4., Es gibt juristische Fakten wie z.B. die beschrankte Haftung einer
Kapitalgesellschaft oder die unbeschrénkte Haftung eines Einzelunternehmens, die
flr einen ausléandischen Unternehmer bei der Wahl eines neuen Geschaftspartners
in Deutschland wichtig sind.

5. Man muss nicht alle einzelnen Merkmale der Rechtsformen kennen, aber man
muss wissen, wo und wie man sich informieren kann.

10. Finden Sie fiur die folgenden Rechtsformen ihre russischen
Entsprechungen.

1 das Einzelunternehmen

2 Stille Gesellschaft

3 Eingetragene Genossenschaft

4 die Gesellschaft mit beschrankter Haftung

5 Offene Handelsgesellschaft

6 die Kommanditgesellschaft

7 die Kommanditgesellschaft auf Aktien

8 die Aktiengesellschaft

11. Merken Sie sich deutsche Begriffe und suchen Sie nach ihren russischen
Entsprechungen zum Thema ,,Rechtsformen deutscher Unternehmen®.

der Gesellschafter,

das Vermdogen

haften (mit D. fur A.)

der Gewinn, -e

sich zusammenschlie3en (zu D.)
(un)beschrankt

die Kapitaleinlage, -n

beteiligt sein (an D.)

in Erscheinung treten

der Aufsichtsrat

12. Welche Verben passen zu den Nomen? Bilden Sie anschlieRend Satze.
haften
stellen



beteiligt sein
grinden

haften
zusammenschlieRen

1. am Grundkapital

2. mit der Kapitaleinlage / mit dem Privatvermdgen
3. sich zum Betrieb einer gemeinsamen Firma

4. fur die Schulden der Gesellschaft

5. die Gesellschaft

6. Finanzmittel zur Verfligung

Lesen Sie und verstehen Sie den Dialog

Text 4. Im Unternehmen
Herr Bock ist Geschéftsfihrer von einem Grol3betrieb in Berlin. Sein Unternehmen
heidt ,,Schokobon* und stellt Schokolade her. Seine Waren sind von hoher Qualitat
und sind in der ganzen Welt bekannt. ,,Schokobon* expandiert und Herr Bock
mdchte jetzt mit der Firma ,,Schokoland* aus Osterreich zusammenarbeiten. Er
fahrt nach Osterreich und macht sich mit dieser Firma bekannt. Herr Flink, der
Geschaftsfuhrer von der Firma ,,Schokoland®, empfangt ihn.
Herr Flink: Guten Tag! Freut mich, Sie bei uns in der Firma zu sehen! Kommen
Sie bitte herein! Legen Sie bitte ab!
Herr Bock: Vielen Dank, Herr Flink!
Herr Flink: Ich mache Sie heute mit der Firma und unseren Mitarbeitern bekannt.
Wir arbeiten ja in einer Branche. Unser Unternehmen produziert Schokolade fast
130 Jahre.
Herr Bock: Ja, und Ihre Produkte sind hochwertig. Hoffentlich schlieBen wir mit
Ihnen einen Kontrakt ab. Und sagen Sie bitte, aus wie vielen Abteilungen besteht
Ihre Firma? Haben Sie eine Forschungsabteilung?
Herr Flink: Nein, noch nicht, aber wir er6ffnen sie bald, denn die Firma
expandiert. ,,Schokoland“ besteht aus vier Abteilungen: Produktion, Vertrieb,
Finanz- und Personalabteilung. Fir jede Abteilung ist ein Manager verantwortlich.
Dem Manager sind auch die Angestellten der Abteilung unterstellt.
Herr Bock: Haben Sie viele Niederlassungen im Ausland?
Herr Flink: Ja, wir haben Tochtergesellschaften in finf Landern: in der Schweiz,
in Spanien, Italien, Ddnemark und noch eine in Deutschland.
Herr Bock: Herr Flink, sagen Sie bitte, was ist Ihre Firma der Rechtsform nach?



Herr Flink: Der Rechtsform nach sind wir eine Gesellschaft mit beschrankter
Haftung. Und hier ist unsere Exportabteilung. Ich mdchte lhnen unseren
Exportmanager, Herrn Landmann, vorstellen. Wir exportieren in 8 L&nder der
Welt.

Herr Bock: Exportieren Sie also ins Ausland? Das ist gut. Und welchen
Jahresumsatz erzielen Sie?

Herr Flink: Unser Jahresumsatz betragt 98 000 Mio. Euro pro Jahr.

Herr Bock: Sie sind doch ein GroRbetrieb, nicht wahr? Wie viele Mitarbeiter hat
Ihr Unternehmen?

Herr Flink: Ja, wir sind ein GroRbetrieb mit 456 000 Beschaftigten, und zur Zeit
stellen wir neue Mitarbeiter an. Das ist tbrigens unser Personalleiter, Herr Manz.
Er ist fir Angestellte unserer Firma verantwortlich.

Herr Bock: Sehr angenehm. Ich glaube, jetzt konnen wir den Kontrakt im
Meetingsraum besprechen.

13. Beantworten Sie folgende Fragen.

1. Wozu macht sich Herr Bock mit der Firma ,,Schokoland* bekannt? 2. Wer leitet
Firma ,,Schokoland* und was stellt diese Firma her? 3. Aus wie vielen Abteilungen
besteht die Firma? Nennen Sie diese Abteilungen? 4. Was ist diese Firma der
Rechtsform nach? 5. Welchen Umsatz erzielt die Firma? 6. Hat die Firma
Tochtergesellschaften in anderen Léandern? 7. Exportiert die Firma ihre
Produktion? 8. Wie viele Menschen beschéftigt die Firma?

14. Geben Sie mehrere Antworten auf folgende Fragen.

1. Was machen Sie beruflich? 2. In welcher Branche sind Sie tatig? 3. Was ist der
Tatigkeitsbereich lhres Unternehmens? 4. Worauf (auf welche Produkte)
spezialisiert sich lhr Unternehmen? 5. Welche Ware bzw. Waren bietet Ihr
Unternehmen an? 6. Ist Ihr Unternehmen ein produzierendes Unternehmen oder
ein Dienstleistungs- unternehmen?

15. Erzéhlen Sie von der Firma AEG auf Deutsch. Spielen Sie folgendes
Dialog.

Interviewer: Was fur eine Firma ist die AEG?

Sprecher: Die AEG ist ein fuhrender Elektrokonzern.

Interviewer: Kénnen Sie mir bitte die Firmenstruktur kurz beschreiben?

Sprecher: Ja, die AEG gehort seit 1986 dem Damler-Benz- Konzern. Daimler-
Benz ist eine Holding-Gesellschaft fir die vier Unternehmenseinheiten Mercedes-
Benz, AEG, Deutsche Aerospace und Daimler-Benz Interservices, oder debis.



Interviewer: In welchen Bereichen ist die AEG tatig?

Sprecher: Die Aktivitaten der AEG umfassen funf Geschaftsbereiche, und zwar:
Automatisierungstechnik,  Elektrotechnische  Anlagen und Komponenten,
Bahnsysteme, Hausgeréte und Mikroelektronik.

Interviewer: Und wie viele Gesellschaften gehoren zur AEG- Gruppe?

Sprecher: Zur AEG gehdren mehr als 100 Tochter- und Beteiligungsgesellschaften
in Uber 107 Landern.

Interviewer: Wo ist der Hauptsitz der Firma?

Sprecher: Die Hauptverwaltung ist in Frankfurt am Main.

Interviewer: Und hat die AEG andere Standorte in Deutschland?

Sprecher: Wir haben Vertriebsniederlassungen und Fertigungsstatten sowie auch
Tochtergesellschaften an 81 Standorten in Deutschland, z.B. in Berlin, in
Hannover, in Stuttgart, aber auch in den neuen Bundeslandern, z.B. in Dresden.
Interviewer: Und wo sind die wichtigsten Standorte im Ausland?

Sprecher: Die AEG hat Vertretungen, Produktions- und Vertriebsgesellschaften in
allen wichtigen européischen Landern, z.B. in Frankreich, in Spanien, in
Grofbritannien und auch in Russland.

Interviewer: In Russland auch?

Sprecher: Ja, in Moskau und St. Petersburg. Und im tbrigen Ausland sind wir an
147 Standorten vertreten, z.B. in den USA, in Stidamerika, Afrika und Australien.
Interviewer: Also eigentlich weltweit.

Sprecher: Jawohl, das stimmt.

Interviewer: Und wie hoch ist Ihr Umsatz?

Sprecher: Unser Gesamtumsatz betragt zirka 12 Milliarden D- Mark, und wir
beschaftigen ungefahr 60.000 Mitarbeiter weltweit.

Interviewer: Das ist interessant. Herzlichen Dank fiir das Gespréch.

Sprecher: Gern geschehen.

16. Prasentieren Sie die Firma OTTO!

Sprecherin: Guten Morgen, meine Damen und Herren.

Herzlich willkommen in unserer Zentrale hier in Hamburg. Zuerst mdéchte ich
Ihnen kurz etwas uber die Firma Otto erzéhlen.

Der Otto-Versand ist ein Versandhaus, das Waren per Katalog verkauft und den
Kunden direkt ins Haus schickt. Die Kataloge bieten vor allen Dingen Bekleidung
und Schuhe an. Unsere deutschen Kataloge Otto - Shopping von heute auf morgen,
Trend und Post Shop sind Ihnen sicherlich schon bekannt.

Die Firma existiert seit 1949. Im Herbst 1950 brachte unser Firmenbegriinder,
Werner Otto, den ersten Katalog heraus. Dieser erschien in einer Auflage von 300



Exemplaren, alle handgebunden, mit einem Angebot von 28 Paar Schuhen. Die
Fotos waren von Hand eingeklebt. Na ja, aber das ist schon lange her.

Heute gehdren zu der Otto-Versand-Handelsgruppe 31
Versandhandelsunternehmen in 13 Landern auf drei Kontinenten. Der Otto-
Versand ist auf allen wichtigen européischen Markten prasent, z.B. in Frankreich,
Grol3britannien, Italien und in der Schweiz, sowie in Japan und in den USA, dem
Mutterland des modernen Versandhandels. Der Umsatz der Otto-Versand-
Handelsgruppe betragt weltweit tber 21 Milliarden Mark, und im In- und Ausland
beschaftigen wir insgesamt 42.000 Mitarbeiter. Innerhalb der letzten zehn Jahre hat
sich der Umsatz und die Zahl der Mitarbeiter mehr als verdoppelt. Vom Umsatz
her ist Otto die grofte Versandhandelsgruppe der Welt. Naturlich haben wir auch
Plane fur die Zukunft. Wir sind z.B. daran interessiert, unseren britischen und
italienischen Versandhandel zu konsolidieren. Wir haben ja neulich das britische
Versandhaus Grattan Gbernommen. Wir planen auch, die Markte in Osteuropa und
in Japan weiterzuentwickeln. Das war also ein kurzer Uberblick Gber unsere Firma.
Mdochte jemand eine Frage stellen?

Besucher 1: Entschuldigung, kdnnten Sie den Umsatz bitte wiederholen?
Sprecherin: Ja, wir haben einen Umsatz von (ber 21 Milliarden Mark weltweit.
Hat jemand weitere Fragen?

Besucher 2: Ja. Konnten Sie bitte etwas mehr Gber lhre Aktivitaten in Osteuropa
sagen?

Sprecherin: Ja, gerne. Den osteuropdischen Markt baut Otto seit 1991 aus. Zum
Beispiel haben wir 1991 in Polen ein Versandhaus gegriindet. 1992 haben wir den
ungarischen Versender Margareta tibernommen.

Besucher 2: Danke.

Sprecherin:  So, meine Damen und Herren, beginnen wir jetzt unsere
Betriebsbesichtigung....

Kapitel 4. Technik des Verhandlungsprozesses

1. Bearbeiten Sie einen Luckentext. Wahlen Sie aus der unten aufgeftihrten
Wortliste und fiillen Sie alle Licken aus.

Text 1. Kommunikationsstile

Englander --- Humor --- nonverbale --- Schreibens --- Schriftlichkeit
sprachorientiert --- Tabellen

Kommunikation ist zwar , aber sie impliziert auch und andere
Realisierungsweisen von Kommunikation, die Aufschluss Uber unsere Absichten,




Erwartungen, Einstellungen und Uberzeugungen geben. Dies betrifft auch den
Grad der Expliziertheit von AuBerungen (Skandinavier, Hollander etwa wesentlich
expliziter als ), die Nutzung visueller Mittel (__, Diagramme z.B. bei
Amerikanern deutlich intensiver), den Einsatz von ___ (bei Amerikanern, Engléan-
dern und Iren intensiver genutzt, um eine entspannte Atmosphére zu schaffen,
Spannungen zu vermeiden oder zu entschérfen; in anderen Kulturen hat der Humor
bei Geschaftsverhandlungen keinen Platz und wird als unangemessen, frivol oder
zynisch angesehen), die unterschiedliche Nutzung und Bewertung des Sprechens
und . In den nordeuropdischen L&ndern bevorzugt man die |, in den
stdlichen und in Asien das gesprochene Wort, wie die nachstehende Grafik
verdeutlicht.

2. Lesen Sie den Text und fassen Sie seinen Inhalt zusammen.

Text 2. Verhandlungsstile
Auch Verhandlungsstile unterscheiden sich mitunter betrachtlich. Wéhrend z.B.
die deutschen Verhandlungspartner in erster Linie sachorientiert sind, auf Zahlen
und Fakten bauen, schnell zur Sache kommen wollen, keine Unterbrechungen bei
den Verhandlungen winschen, detaillierte Plane und deren strikte Einhaltung
schatzen, verbinden etwa chinesische Partner die Arbeit mit dem Privatleben, legen
groBten Wert auf den Aufbau von Vertrauen zwischen Personen, improvisieren
gern.
Abschlussorientiert versus beziehungsorientiert
Dies ist die groRe Trennwand zwischen Businesskulturen.
Abschlussorientierte Verhandlungspartner sind prinzipiell auf ihre eigentliche
Aufgabe gerichtet, wahrend beziehungsorientierte Partner eher am Menschen
interessiert sind.
Konflikte entstehen, wenn abschlussorientierte Exporteure mit
beziehungsorientierten Markten ins Geschaft kommen wollen. Viele
beziehungsorientierte Verhandlungspartner empfinden abschlussorientierte als
aufdringlich, aggressiv und unverblimt. Umgekehrt sehen Abschlussorientierte
ihre beziehungsorientierten Partner als zogerlich, vage und schwer fassbar.
Informelle versus formelle Kulturen
Probleme entstehen auch, wenn informelle Geschéftsreisende aus relativ egalitaren
Kulturen auf eher formelle Partner aus hierarchischen Gesellschaften stoRen. Der
flotte Umgang beleidigt hochrangige Partner aus hierarchischen Gefiigen genauso
wie das Statusbewusstsein formeller Typen den Gleichheitssinn der Informellen
verletzen kann.
Zeitfixierte versus zeitoffene Kulturen



Ein Teil dieser Welt verehrt die Uhr und schatzt den Terminkalender Uber alles.
Der andere Teil betrachtet die Zeit und Termine etwas entspannter und kiimmert
sich mehr um die Menschen.

Konflikte entstehen, weil zeitfixierte Besucher ihre zeitoffenen Gastgeber als faul,
undiszipliniert und unhoflich ansehen, wahrend diese die ersteren haufig als
arrogante Leuteschinder empfinden, die sich von willkirlichen Terminen
versklaven lassen.

Expressive versus reservierte Kulturen

Expressive Menschen kommunizieren fundamental anders als ihre eher
reservierten Partner. Das betrifft die verbale ebenso wie die nonverbale und
paraverbale Kommunikation. Die aus diesen Unterschieden resultierenden
Verwirrungen machen immer wieder unsere grofiten Anstrengungen zunichte,
Marketing, Verkauf, Anlagen, Verhandlungen oder Management quer durch die
Kulturen zu betreiben.

Warum? Natirlich weil es sich bei der Kommunikation im Business einfach um
eine spezialisierte Form des Kommunizierens handelt. Und der Unterschied
zwischen expressiven und reservierten Kulturen stellt einen schwer zu
uberwindenden Graben dar.

3. Fullen Sie alle Licken aus.

Verhandlungsstile

abschlussorientierte  ---  beziehungsorientiert ---  beziehungsorientierten
egalitairen --- Expressive --- faul --- hierarchischen --- nonverbalen
sachorientiert --- zeitfixierte

Deutsche sind bei Verhandlungen meistens _ , wahrend z.B. Chinesen eher
_____agieren. Viele beziehungsorientierte Verhandlungspartner empfinden
Partner als aufdringlich und aggressiv. Abschlussorientierte empfinden ihre
Partner als zOgerlich, vage und schwer fassbar. Informelle Geschaftsreisende aus
relativ.__ Kulturen haben Probleme, wenn sie auf eher formelle Partner aus
____ Gesellschaften stoRen. Konflikte konnen entstehen, wenn _ Besucher ihre
zeitoffenen Gastgeber als _, undiszipliniert und unhoflich ansehen. Menschen
kommunizieren ganz anders als ihre eher reservierten Partner, die starker mit
Mitteln agieren.

4. Setzen Sie die richtigen Adjektive ein.
| arrogante --- egalitiren --- entspannter --- hierarchischen --- hochrangige |




| informelle --- zeitfixierte

Informelle versus formelle Kulturen

Probleme entstehen auch, wenn Geschaftsreisende aus relativ Kulturen
auf eher formelle Partner aus Gesellschaften stoRen. Der flotte Umgang
beleidigt Partner aus hierarchischen Gefligen genauso wie das

Statusbewusstsein formeller Typen den Gleichheitssinn der Informellen verletzen
kann.

Zeitfixierte versus zeitoffene Kulturen
Ein Teil dieser Welt verehrt die Uhr und schéatzt den Terminkalender tber alles.

Der andere Teil betrachtet die Zeit und Termine etwas und kiimmert sich
mehr um die Menschen.
Konflikte entstehen, weil Besucher ihre zeitoffenen Gastgeber als faul,

undiszipliniert und unhdoflich ansehen, wéhrend diese die ersteren hdufig als
Leuteschinder empfinden, die sich von willkirlichen Terminen versklaven lassen.

5. Bringen Sie die verwurfelten Satze in die richtige Reihenfolge.

1. Die aus diesen Unterschieden resultierenden Verwirrungen machen immer
wieder unsere gréfiten Anstrengungen zunichte, Marketing, Verkauf, Anlagen,
Verhandlungen oder Management quer durch die Kulturen zu betreiben.

2. Das betrifft die verbale ebenso wie die nonverbale und paraverbale
Kommunikation.

3. Und der Unterschied zwischen expressiven und reservierten Kulturen stellt einen
schwer zu Uberwindenden Graben dar.

4. Naturlich weil es sich bei der Kommunikation im Business einfach um eine
spezialisierte Form des Kommunizierens handelt.

5. Warum?

6. Expressive Menschen kommunizieren fundamental anders als ihre eher
reservierten Partner.

6. Lesen und Ubersetzen Sie den Text ins Russische und fassen Sie kurz seinen
Inhalt auf Deutsch zusammen.

Text 3. Wie man eine Verhandlung erfolgreich fuhrt
Wie bei einem Schachspiel: Die richtige Erdffnung
Verhandlungsgesprache - dies erkennt man schon an den Regeln der Sitzordnung
und an der typischen Rollenverteilung - verlaufen im Grunde nach den Regeln
eines Strategiespiels.



Und wie bei einem Schachspiel hédngt von der Er6ffnung, also Ihren ersten Ziigen,
ein erfolgreicher Verlauf Ihres Treffens entscheidend ab.

Um die Verhandlung richtig zu er6ffnen, sollten Sie, bevor Sie sich Gedanken Gber
Strategie und Taktik machen, folgende Grundregeln beachten:

1. Akzeptieren Sie nie das erste Angebot, das lhnen unterbreitet wird. Die
Gegenseite wird diese Regel ebenso beachten, wenn Sie lhrerseits ein Angebot
machen. Interessanterweise zeigt die Erfahrung, dass Menschen zu Beginn einer
Verhandlung auf Widerstand eingestellt sind und Enttauschung zeigen, wenn ein
erstes Angebot sofort akzeptiert wird. VVorschnelles Entgegenkommen hingegen
wird immer ausgenutzt werden. Auch wird die Gegenseite immer wieder
versuchen, Ihre Grenzen zu erkunden.

2. Freuen Sie sich niemals zu friih. Zeigen Sie auch dann ein gesundes Misstrauen,
wenn lhnen ein Angebot zusagt. Zeigen Sie sich zwar interessiert, aber nicht
begeistert, sondern dass Sie (Uberzeugt werden wollen. Sie zwingen so die
Strategen der anderen Seite, sich auf die Verringerung lhres Widerstands zu
konzentrieren. Mit Ubereifrigem Interesse liefern Sie sich dem Druck der Anderen
hingegen verstarkt aus.

3. Halten Sie sich mdglichst lange alle Optionen offen. Es starkt lhre Position
keineswegs, wenn Sie der Gegenseite gleich zu Beginn deutlich machen, wozu Sie
auf keinen Fall bereit sind. Sie offerieren vielmehr sofort Ihren Standpunkt, und
nichts ist peinlicher, wenn Sie im Verlauf der Verhandlung von der einen oder
anderen Position einen Rickzieher machen mussen.

4. Machen Sie Angebote immer hoher, als Sie im ldealfall herausbekommen
mochten. Dies ist eine der schwierigsten, weil unangenehmsten Regeln -
nichtsdestoweniger aber eine der wichtigsten. Denken Sie an jene alte
Verkaufsregel, die da heil3t: Einen guten Preis aufzubauen dauert Jahre; ihn kaputt
zu machen Minuten. Denn Sie kénnen in einer Verhandlung problemlos immer
wieder nachgeben (und weil dies so einfach ist, wird es so haufig praktiziert), Sie
kommen aber niemals wieder nach oben.

5. Machen Sie sich den anderen zum Freund. Gelingt es Ihnen, Ihr Gegenuber fiir
sich zu gewinnen, bauen Sie Misstrauen ab. Und: Je freundlicher das Klima ist, in
dem eine Verhandlung gefiihrt wird, desto groRer ist die Chance, dass beide Seiten
mit einem guten Gefiihl aus der Verhandlung gehen.

Diese Grundregeln gelten natirlich wéahrend des gesamten Verhandlungsverlaufes.
Der Grund, weshalb wir sie im Zusammenhang mit der Verhandlungseréffnung
vorstellen, liegt auf der Hand: Vor alem an diesen Regeln sollten Sie lhre
Erdoffnung orientieren. Und: Sie sollten sich diese Regeln wahrend der gesamten
Verhandlung présent halten.



7. Ordnen Sie bitte die Redemittel in die Tabelle ein. Manchmal sind mehrere
Lésungen maoglich, je nachdem, in welchem Tonfall und mit welcher Gestik
die Erwiderung vorgetragen wird.

1. Ich bin nicht Ihrer Meinung.

. S0 kann man das nicht stehen lassen.

. Da muss ich lhnen (deutlich) widersprechen.

. Erlauben Sie mir, dass ich Ihnen widerspreche.

. Bei allem Respekt, - aber das ist absurd.

. Ich kann Ihnen aus mehreren Griinden nicht zustimmen: erstens (ist) .., zweitens
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. Ihre Ansicht in allen Ehren, aber...

. Ich bin nicht einverstanden mit dem, was Sie sagen.
. Das ist in der Form nicht (so ganz) richtig.

10. Konnte es nicht vielleicht eher so sein, dass ..

11. Das ist schlichtweg falsch.

12. Ich kann mich dem nicht so ganz anschlielRen.

13. Das stimmt doch/aber nun wirklich nicht.

14. Ich kann ihnen da leider nicht zustimmen.

15. Ich bin da (ganz) anderer Meinung.
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hoflich widersprechen widersprechen barsch widersprechen
(neutral, rein sachlich) (massiv ablehnend)

8. Welche Antworten dricken Zweifel an der Glaubwuirdigkeit (A), welche
am Sachverstand des Gesprachspartners (B), welche Empdrung(C) aus:

. Sie sind ja ein Traumtanzer.
. Sind Sie noch bei Verstand ?
. So eine Spinnerei.
. Glauben Sie wirklich, dass Ihnen das jemand abkauft?
. Das nehme ich lhnen nicht ab.
. Das ist ja eine Unverschamtheit.
. Sie flhren mich jetzt aber an der Nase herum.
. Das darf doch wohl nicht wahr sein.
. Das entbehrt jeder Logik.
10. Wollen Sie uns eins in die Tasche labern?
11. Da fallt mir nichts mehr ein.
12. Hat man da noch Tone?
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. Ordnen Sie die Redewendungen den passenden Erklarungen zu:
. Reden Sie nicht um den heil3en Brei herum!

. Wes’ Brot ich ess’, des’ Lied ich sing’!

. Jetzt wollen Sie uns aber wirklich einen Béren aufbinden.

. Sie wollen uns hier (anscheinend) ein ,,X* fur ein ,,U* vormachen.
. Nun lassen Sie aber mal die Kuh im Dorf!

. Das ist nun wirklich unter der Gdrtellinie.

. Das schlagt dem Fass den Boden aus.

. Kriegen Sie sich mal wieder ein!

. Alles nur heil3e Luft, die Sie hier ablassen.

10. Das ist aber reichlich weit hergeholt.
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A. Vorwurf an den Gespréchspartner, sich unfair oder beleidigend verhalten zu
haben

B. Vorwurf, das jemand die Tatsachen verdreht

C. Bitte an den Gesprachspartner, wieder zu einem sachlichen und weniger
emotionalen Gespréachston zurlickzukehren

D. Bitte an den Gesprachspartner, nicht zu tUbertreiben / eine Sache nicht unmaRig
zu dramatisieren

E. Vermutung, dass der Gespréachspartner jemanden (scherzhaft) anliigt, dass er
Unsinn erzéhlt, oder jemanden dazu bringt, etwas Unwahres zu glauben

F. Der Redebeitrag des Gespréchspartners ist empoérend / unverschamt / eine
Frechheit

G. Ausdruck dafiir, dass man die Argumentation des Gesprachspartners flr sehr
konstruiert halt

H. Aufforderung, eine klare Antwort auf eine zuvor gestellten Frage zu geben und
nicht auszuweichen.

I. Vorwurf an den Gesprachspartner, dass die von ihm angekiindigten
Handlungen/Versprechen nur leere Worte sind.

J. Anschuldigung, dass der Gespréachspartner nicht neutral ist und nach bestem
Gewissen antwortet, sondern die Position einer bestimmten Interessengruppe
vertritt, von der er abhdngig ist.

10. Lesen sie die folgenen Satze. Ordnen sie sie zu den Smalltalkthemen zu.
Welche gehoren nicht zum Smalltalk?

1. Haben Sie die 6ffentlichen Verkehrsmittel genommen?

2. Es freut mich, dass Sie gekommen sind.

3. Ja, endlich richtiges Winterwetter! Ich habe meinem Mann versprochen, am
Sonntag mit ihm Schlittschuh laufen zu gehen.



4. Wie mobil sind Sie?

5. Was interessiert Sie an unserer Branche besonders?

6. Ganz schon heil} heute.

7. Haben Sie uns gut gefunden?

8. Ja, danke schon. Die Anfahrtskizze auf Ihrer Homepage war sehr hilfreich.
9. Ja, hier ist immer viel Verkehr und Parkplatze werden immer knapper.

11. Sie mochten sich am Gesprach beteiligen: Ziehen Sie die folgenden
Gesprachsstrategien in Betracht.

1. Sie bitten um das Wort:

»Entschuldigung, ich méchte dazu gern etwas sagen:..."

,Darf ich dazu etwas sagen: ..."

2. Sie_mdchten sicherstellen, dass Sie den Gesprachspartner korrekt verstanden
haben:

»Ich glaube, ich habe das nicht ganz verstanden. Wirden Sie das bitte noch mal
wiederholen."

»1ch bin nicht sicher, ob ich Sie richtig verstanden habe - wirden Sie das bitte noch
mal erlautern.”

»Habe ich Sie richtig verstanden?"

3. Sie méchten nachfragen:

»Eine Frage bitte: ...?" ,,Darf ich bitte kurz nachfragen: ...?"

»Darf ich (direkt) dazu eine Frage stellen: ...?"

»Eine kurze Zwischenfrage bitte: ...?"

4. Sie mochten einen Gesprachspartner unterbrechen:

»Entschuldigung, darf ich Sie kurz unterbrechen - ..."

»Darf ich dazu bitte etwas sagen!"

5. Sie mochten zustimmen:

,»,Das sehe ich ganz genauso!"

»lch teile Ihre Meinung voll und ganz."

,»Ja, genau!"

6. Sie mOchten Zweifel anmelden

»Ich bin nicht so ganz sicher, ob ..."

»Ich habe da schon noch einige Zweifel: ..."

»Elnerseits ja, andererseits: ..."

7. Sie méchten hoflich widersprechen:

,Ich bin da nicht sicher - ..."

» Tut mir Leid, aber ich sehe das doch etwas anders."

»Ich sehe da schon ein Problem: ..."

8. Sie mOchten massiv widersprechen:




,» Tut mir Leid, aber da bin ich ganz anderer Meinung."

,»,Das uberzeugt mich nicht."

9. Sie méchten erganzen/differenzieren:

»Ich wirde dazu gern noch etwas erganzen: ..."

,Darf ich dazu Folgendes erganzen:...."

»Ich mochte Folgendes hinzufugen: ..."

10. Sie mdchten etwas besonders betonen:

»Ich finde Folgendes ganz entscheidend: ..."

»Ich finde diesen Punkt ganz wichtig."

11. Sie mdchten sich auf einen Gesprachspartner / auf vorher Gesagtes beziehen:
»,Ich mochte gern noch einmal auf das zurlickkommen, was Sie vorhin gesagt
haben: ..."

,Darf ich noch einmal auf... zuriickkommen:..."

12. Sie mochten sich korrigieren:

»Ich mochte etwas korrigieren. Ich habe vorhin gesagt, dass ... Ich habe mich da
vielleicht missverstandlich ausgedriickt."

»Ich meine Folgendes: ..."

»Ich mdchte das noch einmal anders formulieren:..."

13. Sie mdchten zu einem anderen Punkt dberleiten:

»Ich mochte noch etwas anderes sagen."

»Ich habe noch einen ganz anderen Punkt."

14. Sie mdchten sich auf eine Quelle beziehen:

»lch zitiere: <..>"

15. Sie mdchten sich gegen eine Unterbrechung wehren:

»-Einen Moment bitte, ich bin gleich fertig."

,,Gleich, bitte noch einen Moment."

16. Sie _sind mit dem Gespréchsverlauf nicht zufrieden und md&chten einen
Vorschlag zum Verfahren machen:

»Ich glaube, so kommen wir nicht weiter. Ich schlage Folgendes vor: ..."
,»,Vielleicht sollten wir zunéchst klaren,..."

17. Sie mdchten einen etwas langeren Gesprachsbeitrag strukturieren:

»Ich mdchte einiges zum Thema ... sagen:..."

»lch will zu ... Punkten etwas sagen:..."

»Ich beginne mit..."

18. Sie leiten das Gesprach ein:

,Wir wollen uns heute mit... befassen."

,unser Thema heute ist: ..."

19. Sie erteilen das Wort:

~Wer mochte beginnen?”




,Frau .../ Herr ... dann ..."

20. Sie strukturieren das Gesprach:

»~Kommen wir bitte noch mal zuriick zu unserer Frage: ..."

»,Konnen wir dazu jetzt eine Entscheidung treffen?"

,Wir kommen zum Schluss: ..."

21. Sie fassen die Ergebnisse zusammen:

»Ich fasse die Ergebnisse unseres Gesprachs zusammen: ...»

»Wir hatten uns fiir heute vorgenommen, ... - Wir haben erreicht: ...»
»Ich halte die Ergebnisse unseres Gesprachs fest: ...»

22. Sie schlieBen das Gesprach ab:

,Damit sind wir am Ende. Ich denke, wir haben unsere Ziele fiir heute erreicht. Ich
danke lhnen fir ..."

,,Ja, das war's dann fir heute. Vielen Dank."




3.3.3. ®paHuy3CcKHii A3bIK

Unité 1. Communication d’affaires orale

Texte 1. Soyez les bienvenus!

Lisez et traduisez les dialogues:

Pierre Laroche, le directeur commercial d’une compagnie francaise, arrive
de Paris a I’aéroport Minsk. Il vient pour visiter une compagnie biélorusse qui veut
acheter I’équipement fabriqué par sa Maison. Voici le dialogue entre lui et les
représentants de la firme bélarusse.

A I’aéroport

- Bonjour, Monsieur! Je m’appelle Andrei Pavienko. Je suis responsable du
secteur commercial d’exportation de la compagnie Orion.

- Enchanté! Je m’appelle Pierre Laroche. Je suis responsable du secteur
commercial de la Maison Aubert. VVoici ma carte de visite. Je veux vous présenter
mon collégue Jean-Paul Lecomte. Il est de Belgique.

- Vous étes Belge, Monsieur Lecomte?

- Non, je suis Francais, mais j’habite en Belgique, a Bruxelles.

- Et quelle est votre profession?

- Je suis ingenieur. Mais je travaille comme directeur technique.

- Enchanté de faire votre connaissance!

- Prenez place, s’il vous plait.

- Est-ce la premiére fois que vous visitez le Bélarus?

- Non, nous sommes ici pour la troisieme fois.

- Excusez-moi. Permettez-moi de vous présenter le vice-président de notre
Compagnie Monsieur Vladimir Petrenko.

- Enchanté, Monsieur.

- Moi aussi.

- Que désirez-vous? Café? Thé? Jus?

- Une tasse de cafe, s’il vous plait.

- Oh, vous parlez tres bien francais.

- Merci, mais mon francais est encore assez pauvre. Pour maitriser une
langue étrangere il faut travailler beaucoup et régulierement.

En voiture

- Est-ce que mon chauffeur peut vous aider a porter votre valise?

- Oh, oui, je vous remercie.

- Nous allons au bureau de notre Compagnie qui se trouve au centre de la
capitale. Il faut une demi-heure pour y aller. C’est a cinquante kilomeétres de
I’aéroport.



Au bureau

- Je veux vous présenter a M. Koval, notre Directeur général.

- Enchanté de faire votre connaissance, M. Koval.

- Soyez les bienvenus! Prenez place, s’il vous plait. Est-ce que vous visitez
Minsk pour la premiere fois?

- Non, c’est notre troisieme visite.

- Et quelles sont vos impressions de notre capitale?

- J’aime beaucoup votre ville, elle différe beaucoup de Paris.

- Monsieur Laroche et Monsieur Lecomte, j’espére que votre visite sera
agréable et fructueuse.

- Merci, nous aussi, nous esperons que notre rencontre sera utile.

- Permettez-moi de vous presenter notre personnel. Voici ma secrétaire
Mademoiselle Horlenko.

- Enchanté, Mademoiselle Horlenko.

- Moi aussi. Appelez-moi tout simplement Sophie.

- Je veux vous présenter aussi Monsieur Serguei Sokolov, notre responsable
du secteur technique.

- Prenez place, s’il vous plait.

- Voulez-vous prendre quelque chose a boire?

- Oui, si possible une tasse de cafe, s’il vous plait.

- Sophie, peux-tu préparer du café pour nous, s’il te plait?

- Certainement, Monsieur. Vous préférez le café noir ou au lait?

- Noir, mais avec du sucre, s.v.p.

- A propos, Monsieur Laroche, quelle est votre formation?

- Voici ma carte de visite. Je suis ingénieur. Mais dans ma compagnie je suis
directeur commercial.

- Alors, passons a nos affaires, Monsieur Laroche. Nous voulons élargir et
ameliorer notre production. Pour le moment nous importons plusieurs produits
fabriqués en Europe occidentale. Nous savons que votre compagnie produit
I’équipement nécessaire pour nous. C’est pourquoi nous nous sommes intéressés a
votre équipement.

- Je dois vous dire que nous avons considérablement améliore la qualité de
notre équipement et, en outre, nous avons baissé son prix.

- Je pense que notre directeur commercial doit visiter votre compagnie pour
Vvoir votre production.

- D’accord. Je peux vous présenter quelques matériels publicitaires pour
étudier les caractéristiques principales de notre équipement.

- Merci, Monsieur Laroche, pour I’information. Notre chauffeur vous
ramenera a I’hétel pour vous reposer. A demain, Messieurs, au revoir.



Inventez vos propres dialogues en vous inspirant de ceux que vous avez
lus.

Texte 2. En mission d’affaires

Lisez et traduisez les dialogues :

Andrei Pavlenko, directeur commercial de la Compagnie Orion, va en
France en mission d’affaires. Il donne un coup de téléphone a Pierre Laroche et
demande de réserver une chambre a I’hétel.

Coup de téléphone

- All6, bonjour, Madame! Je suis directeur commercial de la Compagnie
biélorusse Orion. Je voudrais parler a Monsieur Laroche de la Compagnie Aubert.

- A Monsieur Laroche? Quel est votre nom?

- Je suis Andrei Pavlenko de Minsk.

- Attendez une minute, s.v.p. Ne quittez pas... All6, monsieur Laroche, votre
correspondant est en ligne.

- All6, ici Maison Aubert, je vous écoute. Ah, bonjour, ¢’est vous, Andrei. Je
vous confirme vos réservations. L’hotel Rex vous réserve une chambre a un lit
avec douche a partir de mardi, le 8 avril, pour quatre jours.

- Merci. Avez-vous recu notre fax? Alors, j’arrive le 10 avril car je dois
régler une affaire urgente a Varsovie.

- Ce n’est rien. Téléphonez-nous de Varsovie.

- D’accord. Comment épeler le nom de I’hétel?

- R-E-X. [er-3-iks]. Rex.

- Merci et au revoir, Monsieur Laroche.

Réservation d’une chambre a I’hétel

- All6! L’ hotel Rex a I’écoute. Puis-je vous aider?

- Oui, Madame, je veux réserver une chambre a un lit pour trois nuits a partir
de mercredi, le 10 avril, jusqu’a samedi, le 13 avril.

- Oui, Monsieur. Une chambre a un lit pour trois nuits avec petit dejeuner.
C’est ¢ca?

- Oul, c’est correct.

- Quel est votre nom, s.v.p.!

- Ce n’est pas pour moi, c’est pour Monsieur Orlenko.

- Pouvez-vous épeler, s.v.p.!

- Oui, bien sdr. O-R-L-E-N-K-O.

- Merci, Monsieur.

- Merci, Madame.

Achat de billet

- Bonjour, Monsieur. Que désirez-vous?



- Je veux aller a Paris. Avez- vous des places libres pour vendredi, la
semaine prochaine.

- Vous volez tout seul, Monsieur?

- Oui, Madame.

- Quelle classe?

- Touriste.

- Une minute, Monsieur. Je veérifie... Il y a quelques places libres.

- Tres bien.

- Quel est votre nom, Monsieur?

- Victor Koval.

- D’habitude, nous vendons aux citoyens biélorusses les billets aller-retour.

- O. K. [ke]. Combien codte ce billet?

- C'est mille deux cent trente-six hryvnias, la taxe d’aéroport inclue.

- Voila. Vol PS 501.

- Quelle est I’heure du départ du vol?

- C’est a 7 heures 55 du matin, vous devez vous enregistrer a une heure
d’avance, Monsieur.

- Et a quelle heure arrive-t-il a Paris?

- A dix heures et demie. Il y a une heure de différence, vous le savez.

- Je vous remercie, Madame.

- De rien, Monsieur.

Inventez vos propres dialogues en vous inspirant de ceux que vous avez
lus.

Texte 3. Transports

Lisez et traduisez le texte:

La croissance rapide de I’économie francaise a provoqué une augmentation
trés nette des trafics, grace a la création de moyens de transports plus rapides, plus
srs et plus économiques. Les transports par autoroutes prennent une importante
croissance.

La France dispose d’un des meilleurs réseaux de route au monde: 90 000 km
de voies de grande circulation, 300 000 km de routes départementales et 450 000
km de chemins vicinaux, bien entretenus et qui innervent I’ensemble du territoire.
Malgreé la hausse des carburants et le développement des transports collectifs, les
Francais préferent toujours I’automobile au train. Méme pour les marchandises, le
transport par route sur des distances supérieures a 50 km est en augmentation, il
égale le transport par voie ferrée.



Les transports par chemin de fer continuent a jouer un réle essentiel, mais ils
sont entrés dans une nouvelle ere, celle des transports modernes, grace a la
réalisation d’un vaste réseau de lignes express.

Il'y a en France 34 000 km de chemins ferrés dont 12 610 sont électrifiés. La
France détient le record de vitesse (515 km/h) avec le TGV (train a grande vitesse),
qui circule sur un réseau de 1268 km sur Bordeaux, Toulouse, Lille, Lyon,
Marseille.

La Societé Nationale des Chemins de Fer (SNCF), compagnie nationalisée,
poursuit systématiquement I’électrification du réseau. Depuis 1970 la SNCF a mis
en service un train a turbine a gaz, le turbotrain (180 km/heure).

Le trafic marchandises qui reste important (70 milliards de tonnes/km, soit
36% des transports intérieurs de marchandises) est concurrencé par le transport en
camions et porte conteneurs (43%).

Le trafic aérien avec ses 80 aéroports se situe au 2e rang européen, avec les
deux plateformes de I’ Aéroport de Paris (Orly et Roissy - Charles de Gaulle) qui
enregistre plus de 280 000 mouvements d’appareils commerciaux, 98,7 millions de
passagers et 1,4 milliard de tonnes de fret par an. Avec ses 3 compagnies
nationales, Air France, UTA et Air Inter, la France vient au 6e rang mondial pour
le trafic kilométrique aérien. Le trafic international représente les trois quart du
trafic total.

— Air France, société mixte, seconde compagnie européenne, couvre le
monde entier (190 escales dans 80 pays).

— Union des Transports aériens (UTA), a capitaux privés, spécialisée dans
les longs courriers sur I’ Afrique et I’Extréme-Orient, transporte 800 000 passagers
(45 escales dans 30 pays).

— Air Inier, compagnie uniguement intérieure, transporte plus de 5 millions
de passagers, mais la mise en service de TGV sur Paris - Lyon - Marseille - Lille,
I’une des lignes les plus fréquentées, fait concurrence au trafic aérien intérieur.

La France possede la 9e flotte au monde. Marseille, Dunquerke, le Havre,
Rouen, Nantes, Saint-Nazaire et Bordeaux sont les principaux ports francais.

Pensez-vous qu'un systeme de transport bien développé est important
pour les entreprises ?

Unité 2. Communication d’affaires écrite

Texte 1. Contrat

Lisez attentivement le contrat ci-dessous:

La Société a responsabilité limitée “X”, enregistrée au Registre du
Commerce et des Sociétés le 13 janvier 1989 sous le numéro B 356 182 et dont le



siege se trouve a 136, rue..., 75... Paris, France, représentée par Monsieur Jean
Dupont, Gérant, agissant sur la base des pouvoirs qui lui sont conférés par les
statuts, dénommee ci-apres le Client, d’une part, et la Société par actions de type
ouvert “Y”, enregistrée le 24 juin 2014 dans I’Administration d’Etat de
I’Arrondissement Léninsky de la ville de Minsk, Bélarus, le numéro
d’enregistrement d’Etat: 0352 - 3812 AT, dont le siége se trouve a 5, rue Malinine,
252032 Minsk, Bélarus, représentée par Monsieur Vassil Pétrenko, Directeur
général, agissant sur la base des pouvoirs qui lui sont conférés par les statuts,
dénommeée ci-apres le Fournisseur, d’autre part, ont conclu le présent contrat.

- Objet du contrat

- Le Fournisseur livre au Client les marchandises dont les noms et les
quantités sont indiqués dans I’Annexe 1 qui est une partie intégrante du présent
contrat.

- Les marchandises sont livrées dans le délai de 50 jours a partir de la date de
signature du présent contrat.

- Obligations des parties

- Le Fournisseur s’engage a livrer les marchandises dans les quantités et
dans les délais prévus par le présent contrat.

- La qualité des marchandises livrées doit correspondre aux standards.

- Le Client s’engage a recevoir et a payer les marchandises livrées.

- Prix du marché et conditions de paiement

- Le prix des marchandises livrées dans le cadre du présent contrat s’éléve
a... EUR. Ce montant n’est pas assujetti a la TVA.

- Les frais de transport des marchandises a destination indiquée dans
I’Annexe 2 qui est une partie intégrante du Contrat, sont a la charge du
Fournisseur.

- Dans le délai de 3 jours apreés la signature du présent contrat, le Fournisseur
facture au Client une avance sur le prix des marchandises dont le montant
represente... EUR.

- Dans le délai de 10 jours suivant la livraison des marchandises et la
signature de I’acte de réception des marchandises par le Client, le Fournisseur
facture le solde du prix.

- Les factures du Fournisseur sont réglées par le Client dans le délai de 15
jours apres leur réception. Le paiement est effectué par virement bancaire sur le
compte du Fournisseur en EUR ouvert auprées de la Banque... Les commissions
bancaires des virements sont a la charge du Client.

- Résolution des litiges

- Dans le cas ou des différends apparaitraient a I’occasion de la réalisation de
ce contrat, les parties essaieront de trouver une solution amiable; dans le cas ou



cela serait impossible, les litiges seraient réglés conformément a la réglementation
ukrainienne.

- Les parties ne sont pas responsables du non-accomplissement des
obligations résultant du présent contrat en cas d’empéchement par suite d’une
force-majeure.

Fait a Minsk, le 15 septembre 2017

Pour le Client Pour le Fournisseur

Signature Signature

Unité 3. Acteurs du processus de négotiation

Texte 1. Les institutions politiques de la Ve République

Lisez et traduisez le texte:

La Ve Reépubligue prend naissance en 1958 lors de la crise politique aigué
provoquée par la guerre en Algérie, déclenchée par les milieux dirigeants de la 1Ve
Républiqgue en 1954. La Ve Républiqgue a amassé I’expérience des quatre
Républiques précédentes et leurs traditions constitutionnelles. La Constitution de
1958 comprend un préambule, des titres qui définissent la nature méme de I’Etat,
les institutions, le fonctionnement des institutions. Les institutions sont: le
Président de la République, le Gouvernement, le Parlement, le Conseil
constitutionnel, la Haute Cour de Justice, le Conseil économique et social.

Le pouvoir exécutif est assumé par le Président de la République et le
Gouvernement. Aux termes de la Constitution, c’est au Gouvernement qu’il revient
de conduire et de déterminer la politique de la Nation. Le Parlement ne peut
qu’avoir un réle de contréle.

Le Président de la République est depuis une réforme adoptée par le
référendum [referedom] du 25 octobre 1962, élu au suffrage universel direct pour 7
ans. Le chef de I’Etat francais est le gardien de la Constitution, le garant de
I’indépendance et de I’intégrité du territoire.

Le Président a les prérogatives suivantes. Il nomme le Premier ministre, et
sur proposition de celui-ci les autres membres du gouvernement. Il promulgue les
lois et peut soumettre au référendum tout projet de loi portant sur I’organisation
des pouvoirs publiques. Il peut, apres consultation du Premier ministre et des
présidents des Assemblées, prononcer la dissolution de I’ Assemblée nationale. Sur
le plan national, il préside le Conseil des ministres, signe les ordonnances et les
décrets délibérés en Conseil des ministres. Dans le domaine international, il
accrédite les ambassadeurs nationaux, et les ambassadeurs étrangers sont



accredités aupres de lui. Il négocie et ratifie les traités. Dans certains cas graves
(article 16) il prend des mesures exigées par les circonstances. Le Président est le
chef des armées et a ce titre il peut donner seul I’ordre d’utiliser I’arme nucléaire.

Le Président n’est responsable des actes accomplis dans I’exercice de ses
fonctions qu’en cas de haute trahison. Il est alors jugé par la Haute Cour de Justice.
Le Président de la République réside au palais de I’Elysée a Paris (55, rue du
Faubourg-Saint- Honoré).

Le Premier ministre dirige I’action du Gouvernement lequel détermine,
comme nous avons dit plus haut, la politique de la Nation, qu’il conduit. Il porte,
donc, avec le Président, la charge essentielle de la conduite de la politique
francaise. Le Premier ministre assure I’exécution des lois, nothme aux emplois
civils et militaires, est responsable de la Defence nationale. Le Gouvernement se
compose de ministres, qui sont solidairement responsables de la politique
gouvernementale. En particulier ils doivent défendre la politique et les intéréts
francais au niveau des institutions européennes. lls participent chaque semaine au
Conseil des ministres ou ils doivent étre entendus chaque fois qu’ils le demandent:
Les fonctions de membre du gouvernement sont incompatibles avec I’exercice de
tout mandat parlementaire, de tout emploi publique ou de toute activité
professionnelle. Les actes administratifs des ministres sont dits “arrétés
ministériels” et sont publiés au “Journal Officiel’’. Le Premier ministre réside a
I’Hotel Matignon a Paris (57, rue de Varenne).

Le pouvoir législatif est exécute par le Parlement qui comprend deux
chambres: I’Assemblée nationale et le Sénat. L’Assemblée nationale est élue au
scrutin universel direct pour 5 ans par les citoyens des deux sexes agés de plus de
21 ans. Elle comprend 577 députés. L’Assemblée nationale siege au Palais
Bourbon (126, rue de I’Université).

Le Sénat est élu pour 9 ans au scrutin universel indirect par un collége
électoral composé des députés, conseillers généraux et délégués des conseils
municipaux ou leurs suppléants. Il est renouvable par tiers tous les trois ans et se
compose de 319 sénateurs. Le Sénat siege a Paris au Palais du Luxembourg (15,
rue de Vaugirard). L’exercice de tout mandat parlementaire est incompatible avec
des fonctions gouvernementales, une fonction du conseil constitutionnel ainsi
qu’avec certaines professions (par ex. celle de chef d’entreprise ou d’agent
immobilier).

Le fonctionnement du Parlement. Il se réunit chaque année en deux sessions
ordinaires (octobre-décembre et avril-juillet). 1l peut étre convoqué en session
extraordinaire par décret du Président, a la demande du Premier ministre ou de la
majorité des députés, sur un ordre du jour déterminé. Les séances des deux
assemblées sont publiques. Le compte-rendu intégral des débats est publié au



“Journal Officiel de la République Francaise”. L’ immunité parlementaire. Aucun
membre du Parlement ne peut étre poursuivi, arrété ou jugé a I’occasion des
opinions ou votes émis par lui dans I’exercice de ses fonctions. De méme, aucun
membre du parlement ne peut, pendant la durée des sessions, étre poursuivi ou
arrété en matiere criminelle ou correctionnelle qu’avec I’autorisation de
I’ Assemblée dont il fait partie, sauf en cas de flagrant délit.

Parlez des institutions politiques du Beélarus.

Texte 2. Au bureau d’une compagnie francaise

Lisez le dialogue ci-dessous :

Monsieur Pavlenko est au bureau de la Société Aubert. Il a une rencontre
avec les responsables de cette compagnie.

— Bonjour, Monsieur Pavlenko! Comment ¢a va?

— Merci, ¢a va. Et vous?

— Trés bien, merci.

— Permettez-moi de vous parler un peu de notre Compagnie. Comme vous le
savez, M. Pavlenko, nous produisons des équipements technologiques. Notre
Compagnie comprend 5 départements: Production, Ventes, Marketing, Personnel
et Finances, Développement et recherches. Ce dernier a été créé il y a trois ans.

— Conformément a votre statut juridique, étes-vous une Société en nom
collectif (S.N.C.)?

— Exactement, nous en sommes... Notre Maison est gerée par le Conseil des
directeurs. M. Louis Favier est le Président de notre Maison. Le personnel compte
environ 700 personnes. Notre chiffre d’affaires représente plus de 800 millions de
francs. Vous allez travailler avec notre département de ventes. Nous exportons
notre équipement dans plusieurs pays du monde. En plus, nous avons deux filiales
en Allemagne et en Belgique.

— Est-ce que ces filiales produisent le méme équipement technologique?

— Oui, mais elles produisent encore des articles électroménagers. A present
nous cherchons de nouveaux partenaires en Europe de I’Est. On voudrait lancer de
nouveaux produits sur le marché biélorusse. Vous étes notre premier partenaire
biélorusse, c’est pourquoi le Directeur général est parti a Minsk pour établir des
contacts personnels avec les représentants de plusieurs sociétés. Est-ce que vous
avez étudié nos propositions d’affaires?

— Oui, nous les avons étudiées soigneusement.

— Avez-vous pris nos listes de prix et nos catalogues?

— Quli, je les ai pris et j’ai aussi les copies de vos lettres. Je crois que nous
pouvons dresser le projet de notre contrat durant cette semaine et le conclure
finalement apres ma consultation par téléphone avec mon Directeur.



— D’accord. Passons a nos affaires. Nous allons discuter aujourd’hui et
demain les conditions de paiement et de livraison.

— Ca va. Et apres-demain nous allons parler d’emballage et de transport.

— Je voudrais aussi visiter vos ateliers de production ainsi que les curiosités
de la ville.

— Qui, bien slr. Vous aurez assez de temps pour le faire.

— J’espére que je pourrai faxer le projet du contrat a mon Directeur pas plus
tard que mercredi prochain.

— Espérons-le. Cela va dépendre tout d’abord de votre travail mutuel avec le
département commercial.

— Et ce soir vers 19 heures je vous invite a diner au restaurant “Chez les
Gaulois”.

— Merci pour I’invitation.

— A bientot.

Apprenez le dialogue par coeur.

Texte 3. Commerce. Artisanat.

Lisez et traduisez le texte:

Le commerce traditionnel et I’artisanat connaissent depuis 1975 une période
de renouveau. C’est en effet le moyen pour les Francais de gagner la vie. Pour un
certain nombre de travailleurs manuels, I’artisanat permet de trouver un emploi.

La défense du secteur commercial a été préparee par la loi de décembre
1973. En confiant a des commissions d’urbanisme commercial le pouvoir
d’autoriser I’implantation des grandes surfaces, les pouvoirs publics ont donné un
coup d’arrét a la construction anarchique des magasins concurrents du petit
commerce et de I’artisanat. De plus, un certain nombre de mesures ont renforcé la
protection sociale et I’égalité fiscale.

Le commerce proprement dit, avec 450 000 entreprises, 79 000 pour le
commerce de gros et 371 000 pour le commerce de detail, représente 31% du total
des entreprises. Le commerce de détail alimentaire, les boulangeries, les
boucheries ont subi la plus forte amputation. Mais globalement, le secteur est en
augmentation - faible, il est vrai. La population active vivant du commerce a
augmenté, passant de 2,2 millions a 2,3 millions, en raison sans doute du nombre
d’employés dans les hypermarchés (pres de 400) et les supermarchés (prés de 3
500).

Pour le seul secteur de la distribution, on recense en France 8 800
établissements, plus de 20 millions de metres carrés, 328 centres commerciaux, 4
811 magasins de commerce intégré, 3 316 magasins d’équipement de la maison et



372 spécialisés dans le jardinage. 223 supermarchés, 18 hypermarchés se sont
ouverts depuis la fin 1978.

A coté des grands magasins traditionnels - comme le Printemps, les Galeries
Lafayette, Dames de France, Nouvelles Galeries - les magasins populaires -
Prisunic, Printania béneficient de I’atout considérable d’étre situés en ville, sur des
lieux de passage. Mais ce sont les magasins de bricolage qui connaissent la plus
forte expansion.

La publicité et les nouvelles techniques de vente ont assuré une forte
expansion au commerce intégré, aux dépens du commerce indépendant. De 1968 a
1975, 10 000 entreprises artisanales ont disparu chagque année. Cette dégradation
de la situation dans [I’artisanat est actuellement arrétée. On constate une
augmentation du nombre des fonds de commerce et des artisans. Associés dans des
groupements volontaires, rassemblés dans des centres commerciaux, les
commercants ne ressemblent plus aux petits boutiquiers des années 1960. Souvent
c’est dans le secteur de I’hotellerie, de la restauration, des voyages et des loisirs
que la progression est la plus forte.

71 000 nouveaux apprentis se sont inscrits en 1978, soit un nombre total
d’apprentis (Ire et 2e années) est de 135 000. L’age moyen d’un artisan qui
s’installe est de 29 ans. 20 000 a 30 000 emplois ont été aménagés par an depuis
1976 dans I’artisanat.

A ce mouvement, I’Etat participe par des aides (prime d’installation
artisanale, prime de développement artisanal, aide spéciale rurale, prime a la
création d’entreprises), et des facilités d’acces au crédit: 3,7 milliards de préts a
taux préférentiel ont été distribués en 1979 a I’artisanat, ce qui devrait permettre
I’installation et le développement de 40 000 entreprises artisanales, dont plus de 13
000 en faveur de jeunes artisans.

Répondez aux questions suivantes:

1. Selon vous, quelles sont les industries qui se sont développées de maniére
intensive au Belarus au cours des 30 dernieres années ?

2. L'Etat investit-il des fonds et des ressources dans le développement de ces
industries ?

Texte 4. L’organisation de la profession bancaire en France

Lisez et traduisez le texte en écrit:

L’organisation de la profession répond au triple objectif suivant: favoriser
I’épargne en assurant la protection des dép6ts bancaires, contréler le volume des
crédits pour défendre la monnaie, et orienter la distribution du crédit en conformité
avec la politique économique de la France. La profession est restée longtemps a
I’abri de toute réglementation, malgré la loi du 19 juin 1930 qui interdit d’étre



banquier aux personnes ayant fait I’objet de condamnation pénale, et aux faillis
non réabilités. C’est surtout a partir de la Seconde Guerre mondiale qu’apparait
une réglementation stricte et globale. Les lois des 13 et 14 juin 1941 organisent la
profession bancaire sur un mode corporatif: celle du 2 décembre 1945 et les décrets
de mai 1946 permettent la mise en place des moyens d’action indispensables a la
direction de I’économie par I’Etat, parmi lesquels on peut citer notamment:

- la nationalisation de la Banque de France et les quatre établissements de
créedit les plus importants,

- la création du Conseil national du crédit,

- la classification des banques en 3 catégories (de dépdts, d’affaires, de crédit
a long et a moyen terme).

En 1966-67 diverses mesures sont prises pour préparer les banques a la
concurrence de celles du Marché commun et pour les faire participer aux objectifs
du Ve Plan. L’ensemble de ces mesures a institué une double tutelle de I’Etat qui
porte a la fois sur les opérations bancaires et sur la structure du systéme bancaire
francais.

Enfin, dans le cadre des nationalisations décidées par le second
gouvernement Mauroy, un projet de loi, transférant a I’Etat la propriété du capital
des principales banques jusqu’alors demeurées privées, a été déposé-devant le
Conseil d’Etat le 11 septembre 1981. Celui-ci a émis plusieurs réserves le 17, dont
le Conseil des ministres du 23 a tenu compte. Les intentions gouvernementales
laissent apparaitre que cette nationalisation a été décidée dans le but d’assurer aux
pouvoirs publics une meilleure maitrise du crédit et de sa distribution aux
différents partenaires de I’économie. Mais la nationalisation ne cherche pas a
réaliser un monopole du crédit, le pluralisme devant étre développé entre les
banques par le maintien ou la création de réseaux régionaux décentralisés.

La nationalisation ne concerne pas les banques étrangeres, ni les banques
francaises dont le capital appartient pour moitié a des personnes physiques ou
morales éetrangeres, ni les établissements a statut légal spécial ou les sociétés a
caractére coopératif et mutualiste.

Classement et spécialisation des banques

Les banques sont classées, en fonction de la stabilité de leurs ressources, en
trois catégories, et de leur classement dépend la nature des activités qui leur sont
permises.

- Les banques de depdts. De loin les plus nombreuses, ce sont celles dont
I’acvitité principale consiste a recevoir du public des dépdts de fonds et a effectuer
des opérations de crédit. Elles ne peuvent détenir des participations dans des
entreprises pour plus de 20% du capital d’'une méme entreprise et doivent respecter
une certaine proportion entre leurs fonds propres et. ces participations.



Obligation est faite aux banques de respecter un rapport minimal entre le
montant de leur actif disponible et mobilisable et le total de leurs exigibilités a
court terme. C’est le coefficient de liquidité.

- Les banques d’affaires. Ce sont “celles dont I’activité principale est la prise
et la gestion de participations dans les affaires existantes ou en formation”, et
I’ouverture de crédits sans limitation de duree a ces entreprises. Elles ne peuvent
investir dans ces opérations que des fonds provenant de leurs ressources propres ou
des dépots stipulés avec 2 ans au moins de terme ou de préavis. Elles peuvent,
depuis 1966, ouvrir des comptes de dépbts, non seulement aux entreprises avec
lesquelles elles sont en relations habituelles d’affaires mais encore a des
noncommercants (professions libérales, fonctionnaires, etc.).

- Les banques de crédit a moyen et a long terme. Ce sont “celles dont
I’activité principale consiste a ouvrir des crédits dont le terme est au moins a 2 ans.
Elles ne peuvent recevoir de dépots sans autorisation du Conseil national du crédit,
pour un terme inférieur a cette méme durée. Elles sont soumises aux mémes
limitations que les banques de dépdts en ce qui concerne leurs participations”.
Cette catégorie ne représente qu’environ 1% du bilan total des banques inscrites.

En 1980, on comptait 391 banques en France: 288 banques de dép6ts, 39
banques d’affaires et 64 banques de credits a moyen et a long terme, dont les
SICOMI (Sociétés immobilieres pour le commerce et I’industrie).

Trouvez les informations de base sur le systéeme bancaire au Bélarus.

Texte 5. Au Salon International

Lisez le texte et transmettez son contenu avec vos propres mots:

La Société Pulvérix a participé au Salon International a la porte de
Versailles. A la fin du Salon, il faut faire le bilan. En effet, un Itand codte fort cher:
il faut louer un emplacement, décorer le itaiid, payer du personnel pour distribuer
de la documentation, faire des démonstrations pour les clients, inviter les gros
clients...

Quel bénéfice I’entreprise en tire-t-elle?

L’entreprise trouve de nombreux avantages a cette participation. Cependant,
a part les commandes fermes enregistrées durant le Salon, la plupart de ces
avantages sont difficilement chiffrables. 1l s’agit des Contacts noués avec la
clientéle, avec le public et la concurrence.

e Durant les journées réservées aux professionnels I’entreprise recoit ses
clients.

L’exposition est aussi une occasion de nouer de nouveaux intacts. Toute la
clientéle potentielle est présente et passera forcément devant le stand. Il s’agit de
I’attirer, de t’informer par des distributions de brochures, des démonstrations... Le



responsable prendra note du nom et de I’adresse des sociétés qui ont manifesté un
intérét pour les produits de I’entreprise et demandera au service commercial de leur
rendre visite aprés le Salon pour discuter d’éventuelles relations commerciales.
Aux clients qui passent une commande durant le Salon, on accordera des prix et
des conditions attrayants.

* L’action de I’entreprise auprés du public est purement d’information. Les
consommateurs viennent se renseigner, comparer les produits; un accueil aimable
renforcera I’image de sérieux aupres des consommateurs.

* Le Salon est enfin I’occasion pour I’entreprise de voir tout ce qui se fait
dans son domaine. Tous les concurrents, présents, exposent également leurs
nouveautés. C’est donc le moment de faire des comparaisons, de se renseigner, de
chercher a savoir quels produits ont la faveur des acheteurs. Tout cela peut
contribuer a I'évolution de la stratégie et de la politique de I’entreprise.

Le succes de la participation a un salon se mesure donc a I’affluence
enregistrée sur le stand et au nombre de contacts pris avec des clients.

Avez-vous déja participé a des expositions et des salons?

Texte 6. Le service des ventes

Lisez et traduisez :

Le responsable du service des ventes de la société nous accueille et nous
parle de son service.

“Notre réle, ici, est essentiellement d’assurer la vente des produits Pulverix
dans les meilleures conditions. Notre devise est simple: “Des clients qui reviennent
pour des articles qui ne reviennent pas.”

Pour cela nous disposons d’une petite équipe de V.R.P. (voyageurs (de
commerce), représentants, placiers — toproseie arenTsi) tres dynamiques, pour
visiter les clients a domicile, recueillir leurs commandes et nous les transmettre. Ils
doivent également établir chaque semaine un rapport détaillé sur les visites
effectuées, les réactions de la clientéle, les efforts des concurrents, les difficultés
rencontrées, etc.

De notre coté, nous aidons au maximum nos V.R.P. dans leur travail en
organisant leurs tournées de visites, en leur remettant la documentation nécessaire:
échantillons, catalogues, tarifs, argumentaire... Nous pouvons dire qu’aujourd’hui
ce service fonctionne bien; nos représentants sont fortement motivés; il est vrai que
leur rémunération - comme c’est géneralement le cas dans cette profession -
dépend du chiffre d’affaires réalisé: ils percoivent un fixe plus une commission
calculée en proportion des ventes.

Bien sdr, notre role ne s’arréte pas la. Il nous reste, une fois les commandes
recues, a les exécuter et a assurer la livraison au mieux..., sans oublier le service



aprés-vente attache a la garantie que nous accordons aux acheteurs de nos
appareils.”
Quel est le role du service des ventes?

Texte 7. La protection sociale des Francais

Qu’est-ce que vous savez de la protection sociale?

Les premieéres lois de protection sociale en France datent d’avant la seconde
guerre mondiale. La loi du 9 avril 1898 sur les accidents du travail engage la
responsabilité du chef d’entreprise, celle du 30 avril 1930 institue une protection
contre la plupart des risques sociaux (maladie, maternité, invalidite, vieillesse et
déces) pour certains salariés de I’industrie et du commerce. Enfin, dés 1932, des
allocations familiales sont versées par certains chefs d’entreprise a leurs employés
chargés de famille. Cependant, la totalité de la population ne bénéficie pas, en
1940, d’une protection sociale compléte. Elle reste partielle, réservée a des
categories professionnelles particulieres (fonctionnaires, mineurs, cheminots) ou,
pour I’essentiel, aux salariés. En 1945, on fixe des objectifs qui encore maintenant,
réglementent la protection sociale. 1l s’agissait de créer un systéeme de protection,
géré par un réseau de caisses qui protégeraient I’ensemble des travailleurs contre
les risques professionnels qui réduisent le budget familial (maladie, déces,
vieillesse). On voulait concilier deux objectifs a priori contradictoires:

- le citoyen doit participer a la gestion de sa propre protection sociale.
L’adhésion aux caisses de Sécurité sociale est obligatoire mais elles sont gérées par
des conseils élus;

- la nation garantit a tous, notamment a I’enfant, a la meére, aux vieux
travailleurs la protection de la santé, la sécurité matérielle, le repos et les loisirs.

Il est certain que ces objectifs n’ont pas été atteints parce que le systéme de
Sécurité sociale n’est pas aujourd’hui uniforme. Il n’existe pas un seul, mais
plusieurs systémes de sécurité sociale d’inegale importance.

L’activité des caisses

La Sécurité sociale possede un budget considérable. Les dépenses
représentent environ 23,5% du prélevement sur les richesses nationales et sont
constituées pour I’essentiel par les cotisations obligatoires. Le systeme de Sécurité
sociale est contributif. Expliquons ce gque cela signifie. Ainsi, pour bénéficier de la
protection contre lés risques de maladie ou maternité, il faut avoir travaillé dans la
période immédiatement antérieure un nombre d’heures donné. Dans le méme
esprit, le montant de la pension vieillesse est lié a la durée de cotisation (37,5 ans).

Le systeme contributif est complété par un systeme d’assistance. Les
personnes qui ne peuvent obtenir des prestations contributives (& cause des
cotisations insuffisantes) peuvent bénéficier de prestations. Dans le domaine de la



maladie, I’aide médicale (une des formes de I’aide sociale financée par I’impot)
permet I’acces au systeme de soins de ceux qui ne peuvent prétendre a la
protection de I’assurance maladie. Il est a remarquer que la prise en charge n’est
accordée qu’apres examen des ressources. Pour ce qui est de la vieillesse, I’Etat et
les différents régimes se partagent la charge d’une pension minimale appelée
“minimum vieillesse”. Cette pension est accordée aux personnes de plus de 65 ans
dont les revenus personnels n’atteignent pas un certain niveau. Cela touche 1,8
millions de personnes, en majorité des femmes.

Les prestations sont:

- assurance maladie: les frais médicaux sont remboursés de 75% a 100%, les
frais pharmaceutiques de 40 a 100%;

- prestations familialles recouvrent non seulement les prestations maternité,
mais aussi les allocations familiales et d’autres avantages divers;

- prestations de vieillesse sont les retraites versées aux salariés a partir de 60
ans et le minimum vieillesse aux non-salariés.

En ce qui concerne les prestations maternite, la femme salariée qui attend un
bébé, cesse son travail pendant 14 semaines (6 semaines avant et 8 semaines apres
I’accouchement). Elle a droit a 26 semaines de congé de maternité a partir du
troisieme enfant. Elle recoit des indemnités journalieres, identiques a celles versées
aux salariés en congé de maladie. Les frais de maternité sont remboursés a 100%.

Les allocations familiales sont versées chaque mois a partir du deuxiéme
enfant. Au premier juillet 1990 elles s’élevaient a 592 francs pour un enfant, 1370
francs pour trois enfants, 2900 francs pour cing enfants. A ces allocations
s’ajoutent des prestations (selon les ressources), comme, par exemple, I’allocation
pour jeune enfant, I’allocation logement, I’allocation du parent isolé, I’allocation
de rentrée scolaire et d’autres. L'allocation de rentrée scolaire s’éléve a 400 francs
par enfant, a 750 francs pour deux enfants, a 1150 francs pour trois enfants et est
versée une fois au début de I’année scolaire.

Les accidents du travail sont la derniére catégorie des prestations. En cas
d’invalidité due a un accident du travail, une pension mensuelle sera versée au
salarie.

Malgré cela, la protection sociale complexe n’existe pas. Aussi, la nécessité
d’une protection sociale complémentaire s’est fait rapidement sentir. Pour
compléter leur protection, notamment dans le domaine de la maladie, dé nombreux
assurés ont recours a des, organismes privés, telles que les mutuelles. Elles
fonctionnent grace aux cotisations des salaries et leur permettent d’avoir une prise
en charge complete, de leurs soins divers (médicaux, pharmaceutiques, dentaires,
hospitaliers, etc.).



La proportion grandissante de retraités par rapport a celle des actifs ainsi que
les progrés de la médecine ont conduit le régime général de la Sécurité sociale a un
déficit cumulé de 125 milliards de francs pour les années 1993-1995. Face a cette
situation, le gouvernement a di mettre en place (février 1996) une nouvelle
cotisation sociale (0,5% des revenus) afin d’assurer le remboursement de cette
dette.

Quel est le systeme de la protection sociale dans notre pays ?

Unité 4. Négociations

Texte 1. La négociation commerciale

Partie 1. Qu’appelle-t-on négocier?

La negociation commerciale est avant tout la recherche d’un compromis, en
admettant bien sir que les deux parties aient une attitude coopérative. Ce
compromis est le résultat d’un processus qui a comme point de départ deux intéréts
souvent divergents. Les deux parties veulent obtenir quelque chose: I’une un
produit ou un service (acheteur) et I’autre une contrepartie financiére (le vendeur).
Dans une situation ou les deux partenaires adoptent une attitude coopérative
(opposée a compétitive), on peut raisonnablement parler d’une issue positive avec
deux gagnants (win-win). Dans ce cas, les deux partenaires seront satisfaits de
I’accord commercial conclu et de la relation humaine établie entre eux. Dans le cas
contraire - attitude compétitive - on peut imaginer une issue négative avec un
gagnant et un perdant (win-lose). Le gagnant profitera cette fois-ci, mais s’aliénera
vraisemblement son partenaire a I’avenir. Voila pour une situation monoculturelle.

Lorsque la négociation met en présence des acteurs de cultures différentes,
disons pour simplifier, des étrangers ne parlant pas la méme langue et ayant des
habitudes culturelles différentes, le compromis a atteindre devra étre lui aussi
culturel. Les deux parties devront sortir gagnantes de ce processus au plan culturel
également. Cela signifie concretement que les deux partenaires devront, tout en
restant eux-mémes, ceéder quelque peu de leur attitude ethnocentrique,
monoculturelle. Il ne s’agit pas, contrairement a de .nombreuses idées répandues,
de vouloir jouer le caméléon, de se fondre dans la peau d’un étranger. Non, il faut
au contraire, tout en restant soi-méme, aller a la rencontre de I’ Autre et atteindre un
compromis, viser a une synthese des différences culturelles en présence.

Partie 2. A table: fourchettes ou baguettes?

Prenons un exemple pour illustrer cette demarche socioculturelle. Dans le
cas d’une rencontre entre un homme d’affaires neerlandais et son homologue
francais, le déjeuner d’affaires marquera une différence culturelle assez prononcée.
Pour le Hollandais, en effet, le déjeuner peut se résumer a une simple collation,



quelques sandwiches accompagnés de café. Le Francais, nous le savons tous, aime
prendre du temps pour ce repas, surtout dans le inonde des affaires. C’est pour lui
un moment important dans la situation “négociation / communication”, qu’elle soit
mono- ou biculturelle. C’est I’occasion de faire connaissance, de parler de sujets
plus genéraux, de communiquer, de créer une atmosphere qui pourra étre
détérminante pour la suite des événements. Pour le Néerlandais, en revanche, il ne
s’agit que d’un aspect minime qu’il redoute d’ailleurs souvent face a des Francais
car c’est a cet instant que la conversation prend des tournures informelles
auxquelles il est souvent peu préparé, voire réticent et qu’il assimile souvent a une
certaine stratégie, tactigue malveillante pour s’éloigner du sujet proprement
technique de la négociation. Chaque culture a sa propre approche situationnelle
pour communiquer amicalement et créer une ambiance. Pour les Francais et les
Latins en général, c’est sans aucun doute la table; pour les Anglais, le “pub” en fin
d’aprés-midi, les Finlandais, le sauna, etc. Force est pourtant de constater que
certaines cultures ne possédent pas ce lieu sacré - qui tient un peu du cliché - ou
I’on se réunit pour parler, en fait, de tout sauf des affaires.

Dans notre exemple franco-néerlandais, nous nous trouvons donc en
situation tres contrastée, culturellement parlant. Comment atteindre ici un
compromis culturel, une synthése? Selon notre approche, I’'un et I’autre doivent
aller a la rencontre de I’Autre. Si le déjeuner a lieu aux PaysBas, il serait de régle
pour les néerlandais d’emmener son partenaire francais au restaurant et de lui offrir
un repas léger (mais chaud comme diraient les Hollandais!). Et non de se contenter
de faire venir quelques “tartines” avec du café et de les consommer sur place, au
bureau méme. En France, le déjeuner devra étre également pris par exemple au
restaurant d’entreprise ou dans une brasserie au coin de la rue. Il ne s’agit ici bien
entendu que d’une situation génerale. Toute contrainte de temps, de circonstances,
ou encore de personnes peut modifier ce modele idéal et faire pencher la balance
culturelle d’un céte ou de I'autre. S’il y a un trop grand décalage, il faudra alors
rétablir I’équilibre tors d’une rencontre ultérieure.

Donnez la définition du terme negotiations.



4. PA3JIEJI KOHTPO.ISI SHAHUM

4.1. Meroauyeckue peKOMeHIANUM 110 OPTAHU3AIMU CAMOCTOSITEIbHOM
padoThI CTYICHTOB

B pamMkax u3ydeHHs] NUCHMIUIUHBI «JleToBble KOMMYHHMKAllUA U OCHOBBI
IIEPETOBOPHOTO TMpoOIlecca Ha HWHOCTPAHHOM SI3bIKE» CaMOCTOATENIbHas padoTta
CTYICHTOB MOAPA3ECISAETCS HAa ayAUTOPHYIO U BHEAYJUTOPHYIO U HAIpaBJi€HA Ha
yrayOneHne 3HAaHWUW 10 JaHHOW JUCHUIUIMHE W TMOOYXKIEHHWE CTYACHTOB K
MOTHUBUPOBAHHOW Y4EOHOW JEATEIHHOCTH U BCECTOPOHHEMY YCBOEHHUIO YUEOHOTO
Martepuana.

AyIUTOPHYIO CaMOCTOSATENIbHYI0 pa0OTy COCTAaBJISIOT Pa3IUYHbIC BHUIbI
KOHTPOJIBHBIX (MPOBEICHUE SKCIIPECC-OMPOCOB MO KOHKPETHBIM TeMaM B (opme
TeCTa WJIM UTPhI), TBOPUECKUX (MTOATOTOBKA U MPOBEICHHE 3apaHee pa3padoTaHHOU
J€JI0BOM MUHU-UTPHI) U MPAKTUYECKUX 3aJaHUN BO BPEMS 3aHSITUH.

BreaynutopHas ~ camocTositenbHas ~— paboTa  CTYACHTOB  BKJIFOYAET:
BBHITIOJIHEHUE TMHCHMEHHOTO JOMAIIHETO 3aJl[aHus, MOJTOTOBKY COOOIIEHUS TIO0
BBIOpaHHOUN TeMe, COCTaBJIEHHE MUHHU-TJIOCCApUsi, TECTOBBIX 3a/JlaHUM, HAMMCAHUE
3cce, MOJIFOTOBKY MPOEKTOB.

C  uenpl0  KOHTpOJISI — MpenojaBaTeleM  KayecTBa  BBINOJIHEHHUS
CaMOCTOSITEIIbHON padOThI CTYACHTaAMU MPEJIaraloTcs CIASAYIONNe METOINIECKUE
PEKOMEH AU

- HM3y4YeHHE TIPOrpaMMHOr0 MaTepHala II0 Y4YeOHbIM TMOCOOHSIM U
PEKOMEHIOBAaHHBIM MPEToaBaTeIeM JIUTEPATyPHBIM UCTOYHUKAM;

- o0yyeHue CTyJEHTOB CIOCO0aM CaMOCTOSITEIbHOM Y4eOHOW padoThI,
pPa3BUTHE Y HUX COOTBETCTBYIOIIMX YMCHHH M HABBIKOB, BBIJCIICHHE OTAEIbHBIX
TEM MPOrpaMMBbI WM €€ YacTel 1JII CaMOCTOSITEIbHOTO U3YUYEHUSI CTY/ICHTaMU;

- OpraHu3anusi caMOCTOSATEIbHOW padOThl CTYAEHTOB B (hOpMeE JE€I0BOrO
B3aMMOJICUCTBUS, KOTJa CTYACHT TOJydaeT KOHKPETHBbIC YKa3aHUs U
pEeKOMEeHIalK 00 OpraHu3aIlui U COJEPKAHUHM CAMOCTOSITEIILHOU JIeATeTbHOCTH,
a TMpernojaBaTelb BBIMOMHSAET (QYHKIUIO YIpPaBICHUS 4Yepe3 KOHTPOIb U
KOPPEKIIUIO OIITNOOK;

- MNPOMEXKYTOYHBIM KOHTPOJb CAMOCTOSATEIbHOU pabOThl CTYICHTOB B BU/IC
TECTOBBIX 3a/IaHUH, KPATKUX MUCbMEHHBIX paOOT, YCTHBIX OMIPOCOB U T.1I.

[Ipn mOATOTOBKE K MPAKTHUYECKUM 3aHITHSAM U B XOJI€ CAMOCTOSTEIHHOM
paboThl MO U3YYEHHUIO MaTepHalia Kypca CTyACHTaMm CclieyeT MOMHHUTh, YTO
pa3MyHbIE JIETIOBBIE KOHTEKCThI TPEOYIOT YyMOTpeOJIeHUs OIpeaesIeHHbBIX
JIEKCUYECKUX €IWHUIl M TPaMMATHUYECKUX KOHCTPYKIMN I JOCTHKEHUS
NOCTaBJlEHHBIX Leneld. TakuM oOpa3zom, Kaxnaas TeMa Kypca TpeOyeT OTIeNnbHOU
THIATEILHON MPOPAOOTKH.



[Ipu pabote Haj OTACIBHOW TEMOW PEKOMEHIYETCS MPHUACPKUBATHCS
CIEAYIOUIEN MTOCIEA0BATEIbHOCTH:

1. Ungopmayuonnstii nouck. llepen BHINMOTHEHHEM 3aJaHUNA IO TEMe,
HE0OX0AUMO coOpaTh HMHQPOPMALMIO O KYJIBTYPHBIX pEalMsiX, CBS3aHHBIX C
paccMaTpuBaeMbIM BompocoM. [ coopa nHpopMaIuu MOKHO BOCIIOIB30BaTHCS
CHaJyaJla UCTOYHMKAMHU Ha POJIHOM SI3bIKE, a Jajee — Ha m3ydaemMom. PaGortas c
uH(pOpMaIuen, MoJIe3HO COTPOBOXKIATh YUTEHNUE COCTABJICHUEM CIIOBAPHOTO CITUCKA
UCIIOJIB3YEMBIX €IIMHUII, paclpeaeiisas UX B al(aBUTHOM WM TEMaTUYECKOM
MOPSIAKE.

2. H3yuenue nexkcuku. Ha nanHOM »Tamne cielyeT COCTaBUTh «BOKaOYIISp»
0 M3y4yaemMol TeMe: OoTpaboTaTh CO CIIOBAPEM NEPEBOJ YKE COCTABICHHOIO
CIIMCKA CJIOB M BBIPQXXEHUH MO TEME; BOCHOJIb30BAThCS MPEIaraéMbiM BO BpEMs
ayIUTOPHBIX 3aHSITUN TEMAaTUUYECKUM CIIOBAPEM.

3. Boinonnenue 3aoanuii u ynpaxcuenuini. K pabore Hajn 3aiaHusIMH |
YIOPOKHEHUSIMU TI0 TEME 11eJIeCO00pa3HO MPUCTYIMATh TOIBKO MOCIE MTPOX0XKICHUS
NpEeAbAYIIUX JBYX IIYHKTOB IUJIaHa. TOJBKO B OJTOM Cllydae BBINIOJHEHUE
TpeOyeMbIX JTEeUCTBUN OYyIEeT OCO3HAHHBIM M TUIOJOTBOPHBIM. Oc000€ BHUMaHUE
Ha 3TOM JTale CJleAyeT YACNSITh aHalu3y TUMOBBIX 3ananuil. [Ipexne Bcero,
CJIeyEeT MOMbITATHCS BHIMOJHUTH MO OJHOMY YIPa)KHEHUIO KaXKJ0ro BUJA. 3aTeM
COCpPEZIOTOYUTHCS Ha JIOMOJHHUTEIbHON paboTe Haa TeMH BHJIAMH 3aJaHUMH,
KOTOPBIE BBI3BIBAIOT HAUOOJIBIIINE 3aTPYTHCHHUSI.

4. Ilucomennaa wunu ycmnasa npesenmayus no meme. O0600IUTDH
MOJIyYCHHbIC TEOPETUYECKHE U TMPAKTUUYECKUE 3HAHUS IO M3y4aeMOMY pas3ieiy
Kypca IMOMOXET CUCTeMaTH3aIs TTOJTYYEHHBIX JaHHBIX B YCTHOW WJIM MUChbMEHHOU
dbopme c¢ mocaeaywmuMm obcyxaeHueM. llomoOHas mpeseHTaus mNOTpeOyeT
OCOOBIX  HAaBBIKOB: CpaBHEHME, BBIBJICHHUE OTIMYUMNA U OOIIHOCTEH
paccMaTpUBaeMbIX PeaJvuid B POAHOM M MHOSI3BIYHOM KYJIBTYPE, a TAKKE YMEHUS
BepOAJIbHO TIPEICTaBUTh CBOM BBIBOJBL. UTOOBI MOCHEIyIOIIEe OOCYKICHUE
pe3yibTaTOB  MHAMBHUAYaJIbHOM  pabOThl  JEUCTBUTENIBHO  CIIOCOOCTBOBAJIO
TPEHUPOBKE HABBIKOB 3(PHEKTUBHOTO JEIOBOTO OOIIEHUS, CICIYET MaKCUMaIbHO
paclIMpUTh KOHTEKCT MPE3EHTAllNK, BKJIIOYas B He€ KOHKPETHbIE TaHHbIC, ITU(]PHI,
rpaduku u T1.1. llpe3eHTanusi MOXET HOCUTh COOCTBEHHO WH(GOPMATHUBHBIN
XapakTep, WCCIEIOBATEIIbCKAA WA TBOPYECKUHM, CBS3aHHBIM C CO3JaHUEM
COOCTBEHHOTO IJIaHA, pa3pabOTKH, pEKOMEHIAIUK | T.]I.

PaGora Ham kaxmod TemMOW B TpeaaraéMod  IOCJeI0BaTEIbLHOCTH
CIIOCOOCTBYET BBIPAOOTKE HABBIKOB KaK JIOTMYECKOTO, TaK W TPAKTUYECKOTO
XapakTepa, paclIupsieT KPyro3op M CIOBAPHBIN 3amac, MO3BOJISIET ObITh HE TOJBKO
MAaCCUBHBIM  PEIUIUEHTOM HWH(OpMAIMU, HO W AaKTHUBHBIM YyYaCTHUKOM
MH(POPMAITMOHHO-SI3BIKOBOTO ~ MOUCKAa W aHajiW3a, [OMOraer mpuodpecTu



HEOOXOAMMYIO JJIs JaNbHEHIIeH mpodecCnOHATBHON MEATeTbHOCTH KOMIIETEHITUIO
Y YBEPEHHOCTh B CBOMX CHJIAX.

4.2. Tlepeuenn 3aganuii YCP

VYnopasnsemass camMoCTOsITeNIbHAs padoTa CTYACHTOB pEaIu3yercs B BHUJE
BBITIOJTHEHMSI 3aJJaHUI TIpenoiaBaTeist U npu ero HabmoaeHun. OHa mpenoiaraer
UCIOJIb30BaHNE OUOIMOTEUYHBIX PECYPCOB U MYJTBbTUMEAUMHBIX TEXHOJIOTHIA.

B pamkax uzyueHus yueOHOM AUCHUIUIMHBI «JleToBble KOMMYHUKALUU U
OCHOBBI IIEPETOBOPHOI0 MpOLEcca HA UHOCTPAHHOM SI3BIKE» IIPEIIAratoTCs TaKUe
BU/Ibl YIIPABIISIEMON CaMOCTOSTENBHON padOThI CTY/IEHTOB, Kak:

® VHAMBUAYAJbHBIC 3aJaHUS 110 pa3JesaaM IpOrpaMMBbl;

® YTEHHUE W MEPEBOJI OPUTHHAIBHBIX MPO(HECCHOHATEHO-OPUEHTUPOBAHHBIX

MaTepHaJIOB 10 TUCLHILINHE;

® BBINOJHEHUE JICKCUKO-TPAMMAaTHYECKUX TECTOB,;

® [IOATOTOBKAa COOOLIEHUM, TOKJIa0OB, TBOPUECKUX MPE3EHTALIUH, IPOEKTOB;

® JIMCKYCCHS, HAIIpaBJICHHAs Ha PelIeHUE MPOOIEMHBIX CUTYAIIH;

® [POCMOTP Y4€OHBIX M JOKYMEHTAJIbHBIX (PMIBMOB C MX IOCIEIYIOIIUM

00CYXIEHUEM;

® [I0JrOTOBKA PA3JIMYHBIX BUJIOB JEIOBBIX IIUCEM;

¢ OpraHusanus U MpOBCACHUC JICIIOBBIX POJICBLIX UIP, CHMYHHHHﬁ.

4.3. IlpumepHble 321aHUs MO KAKIAOMY pa3ey y4eOHOH TUCIUNIMHBI

Pazgen 1. YcrHas neioBass KOMMYHUKALWS

1. PoneBas urpa «3HakomcTBO». Pabora B muHu-rpynmax (3 cTyaeHTa).
[TaptHep 1 - npexncraBuTeNnb BCTPEYAIOMIEH KOMIIAHMM, NapTHEp 2 —
IPEACTABUTENDh NOTEHIIMAIIBHOIO MHOCTPAHHOTO KJIIMEHTA, MapTHEP 3 — COTPYAHUK
BCTPEUAIOLIEH KOMIAaHUM, KOTOPbII OyAeT 3aHMMAaThbCsl 3aKa30M IPU YCIEHIHOM
3aKJIIOUYEHUN caenku. MiMeHa, T0JKHOCTH, Ha3BaHUsl KOMIIAHUH U CTpaH yKa3aHbl B
UHCTPYKLUMHU JUI  KaXIOoM poau. 3ajada y4YaCTHUKOB — TIO3HAKOMMTHCH,
IpECTaBUTh MAPTHEPOB APYT APYTY U «Pa30oUTh JIemy.

2. Cumynsauus «PasroBop mo tenedony». Pabora B mapax. Kaxabrit
YYaCTHUK JOJDKEH MPHUAyMaTh CUTYAllMIO, B KOTOPOH HEOOXOAMMO MO3BOHHUTH B
opuc KOMHaHMM M Ha3HAUUTh BCTpedy. OOBSICHUTE CHUTYyallHI0 MapTHEPY.
ITpourpaiite 06e curyanuu. Ilomenurtech B rpymie TpyAHOCTSIMH, KOTOPBIE BbI
UCIBITBIBAIA BO BPEMsI BBIIIOJIHEHUS 3aJaHMsL.



3. TenedoHHBII 3BOHOK B 0(hiC KOMIIAaHUU (BpeMs MOATOTOBKH — He Ooee 3
MuHYT). [l03BOHUTE B OQUC KOMIIAHWH, MOMPOCHTE AETAIM OMUCAHUS YCIyrH /
TOBapa, y3HalTe CTOMMOCTb.

4. TlogroroBka BCTYIUIEHUS K IPE3EHTALMM Ha JIIOOYH0 HHTEPECYIOLIYIO
TeMy. MOXHO Takke BbIOpaTh OJIHY M3 CJIEAYIOIIMX TEM: POJIHON Topoi; mepBas
pabGota; moxoa B kade, pecTopaH; JOOMMBIA BUA CHOPTa; TypU3M; KAHHUKYJIBL;
x000u u T. 1. Onpenenute ayauroputo. Crenaiite 3aMeTku. Berynnenue n10mKHO
JUIUThCS He foJibliie 1-2 Munyt. Caenaiite ayano3anuch Baiieit peun. OueHure ee,
OTBETHB Ha CJIEIYIOIINE BOIIPOCHI:

- Unopmanus 4eTko CTpyKTypupoBaHa?

- BbI0Op JIEKCUKHM COOTBETCTBYET AYAUTOPUU?

- Bbl unTanu 3amMeTKy WM TOBOPUIIU?

- Peun Gbuta Germoit/ MmeaJieHHON/ 3By4ana 4eTKo U pa30opuuBo?

- Bo BcTymienun Obuia onpesenena TeMa, CTpyKTypa U COAepKaHHUe 1IeJIoTo
BBICTYIUICHUSA?

- Bl 03ByuniM BpeMsi, KOrja CilyliaTeau MOIJIM Obl 337aTh BOIIPOCHI?

- Kak MOHO yJIy4IIuTh Ballle BHICTYIIJICHUE?

5. IlogroroBka rpaduka ajig NPE3eHTAUUHU, OTPAXKAIOIIUN pPEATbHYIO WU
BooOpaxaemyro pabouyto / yaeOHyro cutyanuio. [lonroroBsTe onvcanue rpaduka.
Peub He gomxHa nuThcs OoJible 1| MUHYTHI.

6. Ilpoexrt-uccnegoBanne «CrnocoObl MPEOAOJCHHS BOJHEHHS BO BpEMs
MyOIMYHOTO BBICTYTICHUS.

7. Kpyrubiii cron «HeBepOanbHbI A3bIK B CUTYaLUSAX E€I0BOIO OOLIECHUS.

8. TloaroroBka mnpe3eHTALlMM O HALMOHAJIBHBIX OCOOEHHOCTAX BEICHUS
IIEPErOBOPOB B BBIOpaHHOM cTpaHe. IIpu moaroTroBke mpe3eHTanuu, y4yuThIBaiTe
BCE PEKOMEHJALNH, N3JI0’KEHHBIE B COOTBETCTBYIOIIEH TEME.

Pa3nen 2. [lucbMeHHas 1e10Basi KOMMYHUKAIUSA

1. Hanmcanue muchbMa-mpoChOBI B JEIOBOM CTHJIE C TMOCIEIYIONAM €To
MIEPEBOJIOM B HEUTPAIBHBIN CTUJIb.

2. MapKeTHHTOBOE HCCIIEIOBAaHHUE IIE€JIEBOIO pPhIHKA KaKOW-TM00 (HUPMBI
(Ha BBIOOp mpemojaBaTesisi WM CTYACHTOB) U HAMMUIIUTE MUCHMO-TIPEIOKEHUE
JUJIS MACCOBOM PACCBUIKH MOTEHIIMATBHBIM OKYIIATEIISIM.

3. Hanwmcanue TekcTa 3ampoca, MOJb3ysACh HHGoOpMalueil, JaHHOW B
MUChME-TIPEIIOKEHUU MACCOBOU PACCHUIKHU.

4. HanucaHue IBYX MUCEM, CBSI3aHHBIX MO COAEPKAHUIO: MEPBOE SIBISAETCA
3amMpocoM, a BTOPOE OTBETOM Ha 3TOT 3alpoc; COJAEp:KaHHME 3arpoca BbIOEpUTE
CaMOCTOSITEJIbHO, TOJIb3YSICh B KA4ECTBE OCHOBBI HMHOSI3BIYHBIMU PEKJIAMHBIMU
TEKCTaMH B c€TU IHTEpHET.



5. Hamuncanue AByX muceM, CBSI3aHHBIX 110 COJAEPKAHMIO: TIEPBOE SIBISETCA
3aKa3o0M, a BTOPOE OTBETOM Ha JTOT 3aKa3; COAEpKaHME 3aKa3za BbIOEpUTE
CaMOCTOSITEJIBHO, IOJb3YsCh B KAaue€CTBE OCHOBBI HMHOSA3BIYHBIMU PEKJIAMHBIMU
TEKCTaMU B ceTu MHTepHeT.

6. CocraBneHue TeKCTa KOHTPAKTAa IO OJHOM U3 3a/IaHHBIX CUTYalUH.

Pa3jen 3. Cy0beKThI IeperoBopHOro npouecca
[Ipoekt-mipe3enTanus «Kommnanus Oyaymeroy.
Huanor (rmonunor) «3HaKOMCTBO ¢ HHPPACTPYKTYpOH KOMITaHUN.
Crapr-an npoekT «51 co3aar CBOI0 KOMIIAHUO
Ponesas urpa «CoOpaHnue 1o 1iany u 6e3».
Mowuosor «BerynutensHast peub npeaceaaTessi COOpaHus.
CocTaBiieHre IpoTOKOJIa COOpaHus.
[Tpoekt-ipesenTanns «Oco6eHHOCTH OU3HEC JTaHYa B Pa3HBIX CTpaHAX).

O N OAEWNE

Occe «/lpecc Ko UMUK KOMIIAHUYU WA CBOOOIa BRIOOpa?»

Pa3jnen 4. TexHOJI0THHU MEPETOBOPHOTO Npolecca

1. CocraBnenue cpaBHUTENbHOM Tabmuubl «lleperoBopHble  CTUIN,
«IIeperoBopHbBIE TEXHUKWY.

2. [IpoexT-uccnenoBanue « TUIBI TEPETOBOPIIIUKOBY.

3. Nuckyccus «3pexkTuBHBIC TEPETOBOPHI.

4. MosroBoit mtypMm  «JlocTmkeHne KOMIOpoMHca B KOH(JIMKTHOM
CUTYyalLlN».

5. Occe «JlucraHMOHHBIE MEeperoBopsl — 3 dekTuBHas Ghopma yIaJeHHOM
KOMMYHHUKALIIN.

6. JlenoBas urpa «Benenne meperoBoposy.

7. Kpyrnsiii cton «KOHCTpYKTUBHOE IEPETOBOPHOE MTOBEJICHHUE.



4.4. TlepeyeHb CpeCTB TMATHOCTUKH

JUIsi  IMarHOCTUKMA  KOMIIETEHIIMM CTYJEHTOB B  KOHIIE  KaXIOrOo
TEMaTUYECKOI0 pas3zelia U PU UTOTOBOM OLEHUBAHUM IIPUMEHSIOTCS CIEAYIOIINE
(OpMBbI: yCTHas1, MMCbMEHHAs!, YCTHO-ITMCbMEHHAs!.

K ycmnou ¢hopme ouacnocmuxu komnemenyuii OmHoCAmcs.

® OMPOC BO BpeMS 3aHATUHN (MHIUBUAYATbHBIN, (POHTANBHBIN, TPYIIIOBON);

® JTOKJIaJbl, IPE3CHTALNN;

® JIUCKYCCHUU;

® POJIEBBIE UTPBI, CUMYJISLIAH.

K nucvmennoii popme ouaznocmuku KomnemeHyuii OMmHOCAMCAL:

® TECTHI;

® IUCbMEHHBIE PA0OTHI IO OPOPMIICHHUIO JEI0BOI KOPPECTIOHICHIINH.

K ycmno-nucvmennoii popme ouaznocmuxu KOMnemeHyuti OmHOCAMCA:

¢ pedepupoBaHie U AaHHOTUPOBAHHUE TEKCTOB,;

® 3ayer.

4.5. Opranu3anus TeKyllel aTrecTanun

[Iporpamma yueOHON TUCHUIUIUHBI «J[eOBblIE KOMMYHHUKAIIMU U OCHOBBI
MEPErOBOPHOrO Mpollecca Ha MHOCTPAHHOM SI3bIKE» MPEyCMATPUBACT TEKYIILYIO
aTTeCTAaIlMI0 CTYACHTOB B (¢opMe 3adera: sl JHEBHOH (OpMBI MOIyYSHUS
obOpaszoBaHus B 6,7 cemecTpax; Il 3a04HOM (PopMbl MOTydeHUs] 0Opa3oBaHUsS B
8,10 cemecTpax.

OOBEKTOM KOHTPOJS TEKYIIEH aTrTecTaluy CTYACHTOB B (GopMme 3adeTa
SBJISFOTCSI KOMMYHUKAaTUBHBIC YMEHHS BO BCEX BHJAX PEUCBOU ACATEIHHOCTU
(uTeHue, ayaupoBaHHWE, TOBOPEHHE, TMHMCHMO), OTPAHUYEHHBIE TEMATHUKOU
M3y4aeMbIX pa3lesioB Kypca. Pe3ynpTaTel aTTecTanmuu 1Mo y4eOHOW JHMCIMIUINHE
OLICHUBAIOTCS OTMETKON «3a4TEHO», «HE 3aUTECHOY.

TpebdoBanus, npexbsiBJsieMble MPHU MPOXO0KAEHUH TeKYIIel aTTecTAlMN
CTY/1€HTOB

VYcmenHoe TPOX0XKIeHNE TEKYIIEeH aTTeCTAlMK CTYICHTaMH OTMPEIEISIeTCS
CJICTYIOITUMU yCIIOBUSIMH

— YCBOGHHE TPOTPaMMHOTO MaTepHajia B COOTBETCTBUU C JTamamu
o0yJeHus;

— CBOEBPEMEHHOE BBITIOJTHCHHUE YUCOHBIX 3aTaHUIA;

— aKTWBHAs ayJUTOPHAS U CAMOCTOSITEIbHAS padoTa.



4.6. Conep:xaHue 3a4eTa

3adyeT mo ydeOHOW AUCHUIUIMHE «JlenoBble KOMMYHHUKAIIMM M OCHOBBI
MEePEroBOPHOro0 TMpollecca Ha HMHOCTPAHHOM SI3bIKE» BKIIIOYAET BBITIOJIHEHUE
YCTHBIX ¥ MUCbMEHHBIX 3a/IaHUH 10 CJICAYIOIINM TEMaM.

/{HeBHas (popMa nmosyueHusi 00pa3oBaHus
VI cemecTp
1. HamumonanbHble OCOOCHHOCTH [I€JIOBOM KOMMYHHUKAIIUU U BEACHUS
MIePEroBOPOB.

2. BwictpanBanue otHomeHui. [IpuBeTcTBUE.

3. IIpuemsbl ycTaHOBJICHHSI KOHTAKTa U aKTUBHOTO CITYIIIAHUS.

4. JlemoBoe B3aumojielicTBUE 1O TeiedoHy. PeueBble KIMIIE J1€I0BOTO
TeneOHHOTO pa3roBopa.

5. Ilybmuunoe BeictyruieHue. [Ipe3eHTarus Ha HHOCTPAHHOM SI3bIKE.

6. OOIIeCTBEHHO 3HAYNMBIC MHUChMA.

7. CrpykTypa 0pUIIHATEHOTO TUCHMA.

8. JlenoBeie muchMa. OCHOBHBIEC THIIBI ACIOBBIX ITHCEM.

9. Ilucema-3ampochl, OTBETHI Ha 3aMpOChl, 3aKa3bl, XKajaoObl W HUX
CTPYKTypa.

10. lludpoBoii STUKET.

11. OunaliH-KOH(pEpEHIINH, BUJICO3BOHKH, YaThl, KOPIIOPaTUBHbBIE
MECCEH]IKEPBbI, ITepenucKa Mo 3JIEKTPOHHOM MoYTe.

VIl cemectp

1. Buasl  TOCyJapCTBEHHBIX,  OOIIECTBEHHBIX W  KOMMEPUYECKHX
YUPEKJICHUM, X CTPYKTYpa.

2. Jloche KOMIIaHUMU.

3. Bcrpeun, coOpanus, mX OCHOBHBIC (OPMBI W oOpraHu3amusa. Bumisr
coOpaHwmii.

4. TloBecTka JHS U BelleHHE MPOTOKoja. [IpeaceaaTearcTBo Ha cCOOpaHUH.
[IpodeccronanpHast ’TUKA M ATHKET JST0BOH KOMMYHHUKAIIHH.
OCHOBBI TTEPErOBOPHOTO MpoILiecca: MO3UIIMU U UHTEPECHI CTOPOH.
[ToaroroBka K meperoBOpHOMY MpOILIECCy.

o N oo

Metonbl BO3JEHCTBHS Ha YYaCTHUKOB I€PErOBOPHOTO IIpoliecca H
YCTYIIKU BO BPEMsI IEPETOBOPOB.

9. Pemenue KOHMOIUKTHBIX CUTyallMd U CIOCOOBI  JOCTHIKEHUSA
KOMITPOMHUCCA.

10. CrnocoObI TOCTHKEHUS JOTOBOPEHHOCTH B IIEPETOBOPHOM IIpOIIecCe.

11. IleperoBopHbIE CTUIIM U UX OCOOEHHOCTH. THUIIBI IEPETOBOPUIMKOB.



3aounas popma noayyenusi 00pasoBaHust
VIl cemecTp
1. HanmonanbHbIe 0COOCHHOCTH J1€JI0BOM KOMMYHUKAIIUU U BEACHUS
EPErOBOPOB.

2. JlenmoBoe B3aumojeicTBUE MO TenedoHy. PedeBble Kkiuile AeIOBOTrO
TeneOHHOTO pa3roBopa.

3. OcHoBHbl€ TUIIBI ceM. OOIIECTBEHHO 3HAYMMBIE U JIETIOBBIE MUCHhMA.

4. OOume mnpaBuia naenoBol mnepenucku. CTpykTypa OQUIIMATBHOTO
nuchMa.

5. ludpoBoii rTHKET.

X cemecTp
1. Buasl  rocylapCTBEHHBIX,  OOIIECTBEHHBIX U KOMMEPYECKHX
yupexaeHui. Jlocbe KOMITaHuU.

2. Bctpeun, coOpanus, UX OCHOBHbIe (OpMBI W opraHu3auus. Bujibl
coOpaHuil.

3. OCHOBBI TEPETrOBOPHOrO Ipoliecca: IMO3UIUU U HUHTEPEChl CTOPOH.
[TonroroBka K neperoBOPHOMY IpPOLECCY.

4. Pemienne KOH(IMKTHBIX CHUTyallMii ¥  CHOCOOBI  JOCTHIKCHHSI
KOMITPOMHCCA.

5. TleperoBopHbI€ CTHIN U KX OCOOCHHOCTH. THIIBI TEPETOBOPIIIMKOB.

4.7. KpuTepum olleHKH pa3jIMYHbIX BUI0B peuyeBOH 1esiTeIbHOCTH Ha
3a4erte

ATTecTanus CTy/ICHTOB 0 Y4eOHOU TUCIUIIINHE «/lenoBbhle KOMMYHUKAITNH
U OCHOBBI IEPErOBOPHOIO MpoIlecca Ha MHOCTPAHHOM SI3BIKE» MPOU3BOAUTCS IO
CHCTEME «3a4TeHO/He3auyTeHO». [l OlleHKH y4eOHBIX TOCTHKEHHH CTYACHTOB
UCTIONB3YIOTCS CIICIYIOIINE KPUTEPUU:

«3a4TEHO»

1) BeICTaBNSIETCS CTYICHTY, MOKa3aBIIEMYy JOCTATOYHO IIOJIHBIC 3HAHUS IO
OCHOBHBIM paszJielaM IpOrpaMMbl y4eOHOM ITUCIHUIUIMHBI, YMEIOIIEMY peIiaTh
CTaHIapTHbIE (TUIOBBIC) 3a/layM; MPH OTBETE AOIMYCTHUBIIEMY HECYIECTBEHHBIC
OIMOKH B U3JI0’)KEHUU MaTepuaa,

2) odopmiieHHEe BBIMOJIHEHHBIX 3aJaHUi 10 BceM padoTaM ayauTOPHBIX
3aHATHH 0€3 OINOO0K;

3) HCIOJB30BaHKME CIICIUAIBLHON JICKCHKH, JIOTUYECKOE W3JI0)KCHHUE OTBETa
Ha BOIIPOCHI, YMEHUE JIeJaTh BHIBO/IBI 0€3 CYIIECTBEHHBIX OIINOOK;

4) pemonnuBinemMy Y CP, npefoctaBuBIieMy 10 Hel OTYET.



5) yMmeHme mTOJ PYKOBOACTBOM IPETOAABATENS BBINOIHATH CTaHIAPTHBIC
(TUMOBBIE) 3a/laHusl, TONMYCTUMBIA YPOBEHb KYJIBTYpPbI MCIIOJHEHMS 3aJlaHui, MPU
OTBETE MOTYT OBbITh JONYIIEHbl HECYIIECTBEHHbIE OIMMOKM B H3JI0KEHUU
Marepuaa.

KHE3AYTEHO»!

1) BeICTaBNSIETCS CTYACHTY, MMOKAa3aBIIEMy HEIOCTATOYHBIA O0BbEM 3HAHUUN

[0 OCHOBHBIM pa3jejaM MporpaMMbl y4eOHOW AHUCUUIUIMHBI, HE YMEIOIIEMY
pemarb CTaHAApTHbIE (TUIOBBIE) 3aJaud; TMPU OTBETE JIONMYCTHUBIIEMY
CYLLIECTBEHHBIE OIIMOKU B U3JI0KEHUU MaTepUaa;

2) OTCYTCTBH€ OTYETA IO BHIMOJHEHHBIM 33/IaHUSIM ayTUTOPHBIX 3aHSATHH;

3) oTCyTCTBHE 3HAHUN TEPMHUHOJIOTHH, M3JI0KCHHE OTBETOB Ha BOIPOCHI C
CYLIECTBEHHBIMU JTUHTBUCTHYECKUMHU U JIOTUYECKUMHU OIMOKAMH, NCKAXKAIOUTIMHU
yu4eOHBI MaTepuajd U CBUICTEIbCTBYIOMIMMH O HETIOHUMAHUHM CYTH H3y4YaeMbIX
IIPOLIECCOB;

4) wne BeimonHuBIIEMY Y CP, i He peoCTaBUBIIEMY 110 HEW OTYET OTKa3
OT OTBETA, HEsIBKA Ha 3a4eT 0€3 yBaXKUTEJIbHOU IPUYNHBI.



5. BCIOMOT ATEJIBHBII PA3JIEJI

5.1. OcHOBHasl ¥ IONOJIHUTEIbHAS JIUTEPATypa
AHTJIMHCKHH A3BIK

OcHognas

1. MacnoBa, M.E. AHrnmuiickuii sI3bIK ISl IeTI0BOM KOMMyHUKaruu = The
language of modern business : (C 2IEKTPOHHBIM IPIIOKEHUEM): yaeOHOE TTOCOOUE
JUISL  CTYIGHTOB YUYPEXKJEHMM BBICHIEr0 O00pa3oBaHUsl MO CHEIUATbHOCTU
«CoBpeMeHHbIE HMHOCTpaHHbIe s3bIKM (TI0 HampaieHusMm)» / M.E. Macnoga,
1O.B. MacnoB. — Munck: PUBIII, 2020. — 330 c.: wi., Taba. + 1 370eKTpOHHBIN
ornrnyeckuii quck (DVD-ROM).

2. XBemuens, JI.B. Aunrmmiickuii s3pik. COIMOKYNIBTYpHOE OOIIEHUE =
English. Social Communication: yueOHOoe mocobue / JI.B. XBemuens,
A.M. KoBanpuyk, 3.B. Pynnosa. — Munck: PUBIL, 2022. - 176 c. : ui.

JononnumenvHas

1. Cotton, D. Market Leader: Intermediate Business English Course Book :
3rd Edition / D. Cotton, D. Falvey, S. Kent. — Harlow: Pearson Education Limited,
2010. - 176 p.

2. Sweeney S. English for Business Communication. Cambridge University
Press, 2003. - 176 p.

3. box, /1. Kind regards= [lemoBas mepenucka Ha aHTJIMHACKOM si3bike / JIOH-
Muiens bon. — MockBa: Ansniuna-Ilabnumep, 2015. — 230 c.

4. Jle6eneBa, M.M. TexHosorust BeaeHus neperoBopo / M.M. JleGenena. —
M.: Acniexr Ilpecc, 2010. — 193 c.

5. MarBeenok, T.B. Business English in practice: yuebHo-meToanueckoe
nmocodue Juisi  CTyAeHTOB crmenuanbHocTewt 1-27 03 01  "Vmpasnenue
WHHOBAIIMOHHBIMHU TPOEKTAMH TMPOMBINIICHHBIX mpeanpustuii’ u 1-27 03 02
"VhpaBneHue AU3alH-IPOEKTAaMU HA  NPOMBIIUIEHHOM mpeanpuatuun" /
T.B. MatBeenok, W.A. IloBapexo; MunucrtepctBo oOpazoBanus PecnyOnuku
benapych, benopycckuii HanmoHalbHBIM TeXHUYECKUU yHuBepcuter, Kadenpa
"MexkynbTypHas npodeccruoHanbHas kommyHukanusa'. — Munck: BHTY, 2020. —
67 c.

6. MuxanbkeBud, I'.H. IIpoTokon u 3THKET MEXKIyHApOJHOrO OOIICHUS /
I'. H. MuxanskeBnd. — Munck: PUBII, 2012. — 266 c.



7. ITnetroxoBa, O.B. Ot nenoBoii 6ecenpl K AeI0BBIM MeperoBopam = From
Business Talks: Yu4. moc. / O.B. Ilnetroxosa, JI.1. Bacunesckas, — MH.: BI' DY,
2004. - 315c.

Hemenxum si3bIk

OcnosHas

1. Eismann, V. Erfolgreich in Verhandlungen. / V. Eismann. — Berlin:
Cornelsen Verlag, 2019. - 128 S.

2. UBanenko, I'.JI. busnec-kommyHnukauus: nepssie maru / ['.JI. iBaneHko.
— Munck: bI'9Y, 2015 -130 c.

3. [Tapemckas, J[.A. [IpakTrueckasi rpaMMaTHKa HEMEIIKOTO SI3bIKa: yueOHOe
nocoOue NIl CTYACHTOB BY30B IO crenuaibHOCTH "COBpEMEHHBIE MHOCTPAHHBIC
s3piku" / JI.A. Tlapemckas . — 13-e uzn., nepepad . — Munck: Beimmitimas mkona,
2013. — 351 c¢. + 1 snekrpon. ont. auck (CD-ROM). — Bubauorp.: c. 346 (16
Ha3B.).

Jlononnumenvnas

1. Briefe gut und richtig schreiben! Ratgeber fiir richtiges und modernes
Schreiben. — 4., Uberarbeitete und erweiterte Auflage. — Bearbeitet von der
Dudenredaktion. — Mannheim, Leipzig, Wien, Zirich: Dudenverlag, 2006. — 955 S.

2. Hering, A. Geschaftskommunikation. Schreiben und Telefonieren
/A. Hering, M. Matussek. — Ismaning, 2016. — 168 S.

3. [loctaukoBa, E.M. busnec-kypc Hemenkoro si3bika / [Toctaukosa E. M. —
Kues: A.C.K., 2020. -432c.

4, Yurupun, E.A. OcHoBbl nenoBoro ooOmieHus (Hemenkuii si3pik) : y4ue0.
nocooue / E.A.Yurupun, JI.A. XpsukoBa, M.B.IlonoBa, C.B.Ilomo3oBa. —
Boponex: BI'YUT, 2018. - 123 c.

DOpaHLy3CKHl A3bIK

OcHoenas

1. Kpyrosen, B.C. ®paniy3ckuid s3bIK I M3YHAIOUIMX KYJIbTYpy H
uckycctBa (A2-B1) : yuebnoe nocobue ais By3oB / B.C. Kpyroseu. — M.: FOpaiir,
2022. - 240 c.

Jlononnumenvnas

1. Banoga, I'.C. [enoBoit ¢panirysckuii sa3eik / I'.C. UBanoBa. — M.: HBU
— Tezaypyc, 2003. - 201 c.

2. MatBunmuH, B.I'. buznec-kypc ¢panirysckoro s3pika / B.I'. MarBunmiuH,
B.I1. XoBxyH. — M.: CnaBsackuit gom kaury, 2010. — 384 c.



3. IManTeneena, 1.B. ®panmy3ckuii s3bik. [Ipaktukym = Cours pratique du
Francais; yue6Hoe nocooue / .B. ITanteneesa. — Munck: PUBIII, 2022. — 212 c.

5.2. KomnblTepHBbIEe CPeICTBA 00yYeHH s

Hnmepnem-caiimol
https://learnenglish.britishcouncil.org/business-english
https://managementstudyguide.com/
https://edu.gcfglobal.org/en/business-communication/how-to-write-a-formal-
business-letter/
https://www.fluentu.com/blog/business-english/business-english-correspondence/
https://englishuniversity.eu/
https://www.businessenglishresources.com/
https://www.sprachheld.de/business-deutsch/
https://www.business-deutsch.com/
https://francaisonline.com/
https://francelex.ru/delovoj-francuzskKij
https://frenchfilms.myl.ru/publ/teksty na francuzskom jazyke/francuzskij delovo

|_jazyk/



https://learnenglish.britishcouncil.org/business-english
https://managementstudyguide.com/
https://edu.gcfglobal.org/en/business-communication/how-to-write-a-formal-business-letter/
https://edu.gcfglobal.org/en/business-communication/how-to-write-a-formal-business-letter/
https://www.fluentu.com/blog/business-english/business-english-correspondence/
https://englishuniversity.eu/
https://www.businessenglishresources.com/
https://www.sprachheld.de/business-deutsch/
https://www.business-deutsch.com/
https://francaisonline.com/
https://francelex.ru/delovoj-francuzskij
https://frenchfilms.my1.ru/publ/teksty_na_francuzskom_jazyke/francuzskij_delovoj_jazyk/
https://frenchfilms.my1.ru/publ/teksty_na_francuzskom_jazyke/francuzskij_delovoj_jazyk/
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