SENEPAJIbHOE NOCYOAPCTBEHHOE BIOAXETHOE
OBPA3OBATEJIbHOE YYPEXOEHWE BbICLWEMO OEPA30OBAHNA
«POCCUNCKAA AKAODEMUSA HAPOLHOIO XO3ANCTBA U
FOCYOAPCTBEHHOW CNY>KBbI MNPV MPE3VAEHTE POCCUNCKOW ®EOEPALIN»
BONITOrPAACKUA MHCTUTYT YMPABNEHWA

AHIMUNCKUU A3bIK
NMPO®ECCUOHAIIBLHOIO
OBLLIEHUS

HanpasneHusa nogrotosku: 38.04.04 «['ocyoapcTBeHHOE U MyHULMNASIbHOE
ynpasneHue», 37.04.01 «lcuxonormsy», 38.04.01 «AkoHOMMKKaY,
38.04.08 «®uHaHCbI 1 KpeguT»

YyebHoOe nocobue

Ok
7-c

5‘7

2,
X2

«"w

\ o

C C"V
‘N
JZ

Jr \x
4

D

WA
O

Bonrorpag 2017



YK 811.111(07)
BBK 81.432.15173
A 64

PeueH3eHThbI:
KaHguaaT domnonorndecknx Hayk E. A. [)xeHkoea, [OLEHT Kadpeapbl HEMELKOro si3blka
n meTtoaukn ero npenogasaHua ®rEOY BO «Bonrorpaackuii rocygapCTBEHHbIN
coumnarnbHo-neaarorn4ecknin ynmsepcnteT» MHCTUTYT MHOCTPaHHbIX A3bIKOB;

KaHguaaT cdomnonorundecknx Hayk I. B. bapbiwHukoea, [OUEeHT Kadpeapbl JIMHIBUCTUKM
N MEeXKynbTypHON KoMMYyHMKaumm ®IB0Y BO PAHXuI C Bonrorpagckum MHCTUTYT ynpaBneHns

ABTOpH®I:

lynseea E. B. kaHOuaaT puUnonorn4ecknx Hayk, JoLeHT kadeapbl IMHIBUCTUKM
N MEXKYINbTYPHON KOMMYHUKaLWK;

Ay6uHuHa U. UN. kanonoaT prMnonormyeckmx Hayk, AOLEHT, JOLEHT kadeapbl IMHIBUCTUKN
N MEXKYIbTYPHON KOMMYHUKaLWK;

KomnaHeeea J1. I'. kaHonaaT neaarornyeckux Hayk, OOLEHT, AOLEHT kadeapbl NMUHIBU-
CTUKU U MEXKYIbTYPHOW KOMMYHUKALINK;

CemukuHa FO. I'. kaHOnaaT OUNONOTMYECKNX HayK, OLEHT kKadeapbl IMHIBUCTUKN
N MEXKYIbTYPHOWU KOMMYHUKALIUK;

Tomapeea WM. I'. kaHavaaT negarorMyecknx Hayk, AOUEHT, OLEHT kadeapbl MMHIBUCTUKM
N MEXKYNbTYPHON KOMMYHMKaLUK

A 64 AHrnnncknmn AsbiKk npoceccnoHanbHoro odweHua: Hanpasnexus noaro-
ToBkM: 38.04.04 «locynapcTBeHHOE W MyHuUuunanbHoe YynpasneHue», 37.04.01
«lMcuxonorusay», 38.04.01 «OkoHomuKkay», 38.04.08 «PuHaHCHLI U KpeauT»: ydebHoe
nocobue / kKoNnNekTMB aBTOpPOB; Bonrorpaackuin MHCTUTYT ynpasneHusa — dounuan
®Ire0Y BO PAHXulC. — Bonrorpag: WspatensctBo Bonrorpagckoro MHCTUTYTa
ynpaBneHuna — cdounmana PAHXulC, 2017. — 1 anekTtpoH. ont. anck (CD-ROM). —
Cuctem. TpeboBanus: IBM PC ¢ npoueccopom 486; O3Y 64 M6; CD-ROM awnc-
koBog; Adobe Reader 6.0. — 3arn. ¢ akpaHa.

Mocobue npegHasHayeHo A8 yvalmxcs B MarnctpaTtype 3KOHOMUYeckoro dpa-
KynbTeTa 1 cakynbTeTa rocyaapCrBEHHOrO MyHULMNANbLHOrO ynpaBneHus, Brnageto-
LLUMX 3HAHWMEM HOPMATMBHOW rPaMMaTUKN aHIMMNCKOro A3blka U MMEKLMX CrnoBap-
Hbi 3anac B 2000-2500 nekcn4ecknx eguHuL,.

Mocobue coctouT M3 4 pasgenos, MNOCBALEHHbIX LMPOKOMY Kpyry Tem no BO-
npocamMm 3KOHOMWKK, ynpaBneHUs U NCUXONOrMmM U COAEPXNT ayTEHTUYHbIE TEKCTbI U3
OPUrMHanNbHbIX aHIMUNCKUX U aMEePUKaHCKMX NCTOYHUKOB. Pasaernbl MoryT nayyaTbCes
B npeanaraeMon nocnenoBaTeribHOCTU UK BbIBOPOYHO, B 3aBUCMMOCTM OT LEnen,
3aja4 1 ypoBHS NOLArOTOBKM rpynnbl.

ISBN 978-5-7786-0638-8 © Konnektns aBTopos, 2017
© Bonrorpagckui MHCTUTYT ynpaBneHus —
dunnan ®re0yY BO PAHXulC, 2017



CONTENTS

T8 0o 10 Ko § o o ISP 4
Economics
O = 7=V ] (] o 6
8 1 2 T =T (o = RSP 11
0 1 G I O [ (= [V 16
O T A 0 Y 1] o P 20
Psychology
Unit 1 Social pSYChology........cooiviiiiiiiiees e 26
Unit 2 Psychology Of groups .........ooviiiiiiie e 28
Unit 3 Psychology at WOrK............iiiiiiii e 35
Unit 4 Psychology of family relations .............cccooviviiiii e 41
Public Administration
Unit 1 Management Styles ... 49
UNit 2 EMPIOYMENT ... 54
Unit 3 WOrk-Life BalanCe..........coooiveiiiiiiiiiiiiiie e 57
Unit 4 Team BUilding .......ccooouiiiiiii e 62
Supplement materials
How to Make a Good Presentation ............cccoovvvveiiiiiiiiieiiie e 66
TYPES Of LOIEIS ...t 74
B IE= T 1T T ox o 87
VOCADUIAIY e e 111
TS €= 011 o 131
REFEIENCES ..o e 132



NMPEOUCITIOBUE

[aHHoe nocobune «AHMMUNCKUIA A3bIK NPOdECCMOHaNbHOro obLeHna» npeaHasHade-
HO ONs CTyQEeHTOB 9KOHOMMYECKOro (hakynbTeTa U hakynbTeTa rocyaapCTBEHHOIO U My-
HUuunaneHoro ynpaenenus. MNocobue paccuMtaHo Ha nuu, obnagarowmx 3HaHUEM HOP-
MaTMBHOW rpaMmMaTMKN aHIIMUCKOro A3blka U MMeKLWMX crioBapHbii 3anac B 2000-2500
NEKCUYECKNX eaNHNLI.

Llenb gaHHOro y4yeGHO-MeTO4MYECKOrO Nocobus — oByy4nTb CTYAEHTOB aKTMBHOMY
BNaZeHMo aHIMUNCKUM S3bIKOM B rnpodbeccroHanbHoOn cgepe, a Takke (OpMUPOBaHUIO Y
HWUX CNOCOBHOCTM M FOTOBHOCTU K MEXKYITbTYPHON KOMMYHMKauuKW. [1na OCTMKEHMS 3TON
uenu Heobxoanumo copmmnpoBaTb Y CTYAEHTOB OOLWEKYNbTYpPHbIE KOMNETEHUMUN, a TaKkKe
COBEPLUEHCTBOBAaTb KOMMYHUKATMBHbIE KOMMNETEHUMU (A3bIKOBYI, PEYEBY, COLIMOKYIb-
TYPHYIO, KOMMNEHCATOPHYO N y4eOHO-NO3HaBaTENbHYIO).

OcHoBHOWM 3apayen kypca «MHOCTpaHHbIM A3bIK B MpoeccnoHanbHoOn cgepe» sB-
nsetcsa popmmupoBaHMe y CTyAEHTOB MHOSA3LIYHOM KOMMYHUKaTMBHOW KOMMNETEHLUMWN Kak
OCHOBbI NMPOdEeCCUOHaNbHON AeATENbHOCTU Ha MHOCTPaHHOM A3blke, YTO npegnonaraeT
pelueHre cregyowmx 3agad oby4yeHns: ocBoeHne obyvyaemMbiMn A3bIKOBOrO MaTepuana, B
TOM 4uUCre paclinMpeHue CioBapHOro 3anaca 3a cyeT nNpodeCccuoHanbHOM JIEKCUKU; CO-
BEPLUEHCTBOBAHME HABLIKOB YTEHUS NUTEpPaTypbl MO CneLManbHOCTM Ha aHTIMNCKOM A3bl-
Ke C Lenbto nonyyeHnss npoeccnoHanbHO 3Ha4YMMONM MHGpOpMaLUn; COBEPLLEHCTBOBaHME
HaBbIKOB FOBOPEHNS N ayanpoBaHWs, OPUEHTUPOBAHHOE HA KOMMYHUKaUMO B npodeccu-
OHanbHO-4eNoBon cdepe AeATeNbHOCTU; pa3BUTUE HaBLIKOB paboTbl C NpodeccuoHanb-
HOW MH(OpMaLMeEN Ha MHOCTPAHHOM A3blke U cnocobamu ee nepepaboTku B pasnnyHble
BUObl JOKYMeHTaumm no npodunto byayuien npodeccun (pedepmpoBaHne, aHHOTMPOBA-
HWe, nepeBod NPodeccMOoHanbHO OPUEHTUPOBAHHOW NUTEpaTypbl, a Takke opmMupoBa-
HWe HaBbIKOB MMCbMA).

Mo cBoewn cTpykType nocobue npencrasnsieT cobon cepuo pasgenioB, opraHNM3oBaH-
HbIX MO TemaTU4ecKkoMmy MNpuHUMNY. TemaTuka n Xxapaktep y4ebHbIX matepuanos, npea-
CTaBIEHHbIX B y4ebHOM nocobuun, obecneunsaoT GopMMpOBaHUE y CTYAEHTOB npodeccu-
OHarnbHOro CrioBaps, a Takke HaBbIKOB ayaAMPOBaHUS, YTEHWUS,, FTOBOPEHUSI N NUCbMa B pam-
Kax npodheCccnoHanbHOn TeMaTUKN.

Kaxgbin pasgen BkntovaeT B cebsi NpeaTeKCTOBbIE S3bIKOBbIE YNPaXXHEHUS, OCHOB-
HOW LieNblo KOTOPbIX SIBMSIeTCA BblpaboTKa NEeKCUYECKNX HaBbIKOB, 0OecrneymBaoLLmx ro-
TOBHOCTb CTyA€eHTa K BKIMOYEHMIO B MOCNeayLWY AeATeNbHOCTb, a Takke NoAroToBka K
paboTe ¢ nocneaylwmnmm Tekctamu. Kpome TOro, yacTb ynpakHeHwn (Ha nogCcTaHOBKY
npeanoros, NPOMyLLEHHbIX CNOB, packpbiTue CkOOOK) NnpeacTaBnseT cobon 3aKOHYEHHbIE
TEKCTbl U ABNAETCHA MOJSIHOLEHHbIM UCTOYHUKOM MHOPMaLMK, KoTopass MOXeT BbITb UC-
nonb3oBaHa npu 06CyXaeHnn TeMbI.



TekcTbl ANA YTeHna npegHasHayeHbl Ang opMMpPOBaHUS peYveBbiX HaBbIKOB MO 3a-
AaHHOW Teme. TekcTbl nogobpaHbl U3 ayTEHTUYHbBIX UCTOYHUKOB M NpeacTaBnsAlT cobon
BbICTYNNEHNS 3apyBexXHbIX CNeLNannMcToB No BblleHa3BaHHbIM HANpaBneHMsaM NoaroToB-
Kn. TemaTuka TEKCTOB HOCUT y3KOCMeLUMarnbHbI XxapakTep 1 nocesweHa npobnemam 3ko-
HOMMKW, NCUXONOMMN N rocyaapCcTBEHHOro ynpasnenunsa B Benvkobputanum n CLUA. MNpea-
naraemMble TEKCTbl MOTYT UCMOMb30BaTbCs AN 00y4eHMs pasnnyHbiM BUAAM YTEHMS.

MocnegHsaa YacTb B Kaaom pasgene yvyebHuka HanpaBneHa Ha pasBuTue HaBbl-
KOB KOMMYHMKaUMnU B NpOdecCUoHanbHO OPUEHTUPOBAHHbIX CUTyauusax obLeHus,
OCYLLECTBIIIEMON B YCTHOW N NUCbMeHHOW popmax. CTyaeHTam npeanaralTcs TeMbl
Ans npoBefeHust poneBbIX Urp, ANCKyccun u npeseHtauun. CTyaeHTbl Takke MOryT ca-
MOCTOATENbHO BblGpaTb TeEMy CBOEro uccrnefoBaHus. [JaHHbIM BUA 3aaHUs siBNsieTcs
CBOEro poga UTorom paboTtbl N0 BCeEMy pasgeny.

Mpun paboTe C A3bIKOBbIM MaTepuanoM OCHOBHOE BHMMaHWe yaendeTtcsa oboraule-
HUIO JIEeKCMYEeCKOro 3arnaca 3a cyeT U3YyYeHUs TEPMUHONONMYECKMX U COMYTCTBYHOLMX
neKkcn4ecknx eanHuL, obLieHay4yHoro u yHKLMOHanbLHoro xapakrepa, Hanbonee 4yacto
npMMeHsaeMbIX B cpepe npodeccroHanbHOM KOMMYHUKauuu. Bonpockl U 3agaHus Ho-
CAT PenpoayKTUBHbLIA U MNPOAYKTUBHLIN XapakTep. BbinonHeHue 3agaHun TpebyeTt oT
CTYAEHTOB KOHLEHTpauunM BHUMAHUA Ha adeKBaTHOCTU yrnoTpebrieHUs neKCcU4eckux u
rpammaTmnyeckmx cpeacTs, JIOTMYHOCTU U YETKOCTU n3noxeHna. dopmumpoBaHue pede-
BbIX HABbIKOB MPOUCXOAMT B YCIOBHO 3aflaHHbIX peyeBbIiX CUTyaUUsX.

OnpepgeneHHasa M3bbITOYHOCTb JIEKCUYECKUX YMNpPa)KHEHU, TEKCTOBOro mMartepwuarna
NPOAMKTOBaHa kenaHnem obecnevntb 6OMbLIYyD BapMaTUBHOCTbL U MOBUITBHOCTL B aaan-
Taunm K HyXXOam Kakgon KOHKpeTHou ayauTtopuun. B nonHom obbeme nocobue opueHTu-
pPOBaHO Ha CTYAEHTOB, 3aHMMaOLLMXCS NOo yrnybneHHon nporpamme.

B ocHoBy paboTbl ¢ nocobuemM 3anoXeH MHTEPAKTUBHbIA PEXUM: NTIEKCUYECKUIN MaTe-
puan npeacTaBnsieTca C UCMOMb30BaHMEM MYNbTUMEANNHBIX CPeACTB; CTYAEHTbl TOTOBAT
npeseHTaumMm n coodbuieHnst pecepaTMBHOIO xapakTepa Ha OCHOBe aHanu3a npodeccuno-
HasrlbHO OPMEHTUPOBAHHBIX TEKCTOB C MCNOSIb30BaHNEM NH(POPMALIMOHHBIX TEXHOMOMNA.



ECONOMICS

UNIT 1

£

Banking

Critical problems

You are going to work on the talk of William Black which is divided into six parts. You
are recommended to combine listening and reading in order to achieve a better result in
mastering the English language
(http://www.ted.com/talks/william_black how to rob_a bank from the inside ).

Assignments
1. Before listening find out the translation of the following words and phrases:

eto rob a bank elosses

e control fraud o profit

e accounting e executive compensation

e crappy loans e bail out

einterest rate e the savings and loan debacle
eleverage e appraisal fraud

edebt einflate the value

e equity ¢ a formal petition

2. You are going to listen to the 1% part of the text. Mark the sentences T (true)
or F (false)

¢ The average bank robbery nets only 7,550 dollars.

e Control fraud is what happens when the people who control, typically a CFO, a
seemingly legitimate entity, use it as a weapon to defraud.

¢ The weapon of choice in finance is accounting.

e There are five ingredients in the recipe for accounting control fraud.

e There were three huge epidemics of loan origination fraud that drove the crisis.

¢ The warnings about these frauds were ambiguous.

3. Listen again and answer the following questions

e What is the recipe for accounting control fraud?

¢ \What three things occur if a bank follows the steps described in the recipe?
e How much money did the crisis cost in the household sector?

e What drove the crisis?


http://www.ted.com/talks/william_black_how_to_rob_a_bank_from_the_inside_

4. Listen and choose a, b, or c

e What is appraisal fraud?

a. inflating the value of the home that is being pledged as security for the loan
b. inflating the size of the income

c. inflating the size of the home

e What did the honest appraisers get together?

a. an instruction

b. a formal petition

c. a statement

¢ Who did the banks blacklist?

a. fraudsters

b. regulators

C. appraisers

¢\Who was an epidemic of accounting control fraud led by?
a. the appraisers

b. the banks

c. the government

5. Listen again and answer the following questions

¢ In his talk the speaker mentions Enron Corporation. What do you know about corpo-
ration?

¢ Why did the speaker mention it?

6. Match the words and definitions:

loan, debt, equity, liar's loan, subprime, appraisal, income, security, economy, debacle,
leverage, wealthy, yield, profit, lost, home loan

e a sum of money that you borrow

e a loan advanced to a person to assist in buying a house or flat

e having a great deal of money, resources, or assets; rich

e a financial return

¢ a sudden and ignominious failure; a fiasco

ethe ratio of a company's loan capital (debt) to the value of its ordinary shares (equi-
ty); gearing

e sum of money that is owed or due

e the value of the shares issued by a company

e an amount of money lost by a business or organization

ea financial gain, especially the difference between the amount earned and the
amount spent in buying, operating, or producing something

o the state of a country or region in terms of the production and consumption of goods
and services and the supply of money

e an expert estimate of the value of something

e a thing deposited or pledged as a guarantee of the fulfillment of an undertaking or
the repayment of a loan, to be forfeited in case of default

e money received, esp. on a regular basis, for work or through investments

ereferring to credit or loan arrangements for borrowers with a poor credit history, typ-
ically having unfavorable conditions such as high interest rates

ea mortgage loan in which the borrower made a statement of claimed income and
assets which was not verified by the mortgage originator



7. You are going to answer some questions. For this purpose firstly read the
text, then listen to it and underline the sentences which contain the answers to the
guestions

e When did a second front of fraud start?

e Where did it begin?

e How were loans made and what did it lead?

eWhat did Long Beach Savings do in order to escape their jurisdiction?

e How did the industry respond between 2003 and 2006?

¢ What was the warning from the industry's own antifraud experts?

e What drove the bubble?

What about liar's loans? Well, that warning actually comes earlier. The savings and
loan debacle is basically the early 1980s through 1993, and in the midst of fighting that
wave of accounting control fraud, in 1990, we found that a second front of fraud was being
started. And like all good financial frauds in America, it began in Orange County, Califor-
nia. And we happened to be the regional regulators for it. And our examiners said, they are
making loans without even checking what the borrower's income is. This is insane, it has
to lead to massive losses, and it only makes sense for entities engaged in these account-
ing control frauds. And we said, yeah, you're absolutely right, and we drove those liar's
loans out of the industry in 1990 and 1991, but we could only deal with the industry we had
jurisdiction over, which was savings and loans, and so the biggest and the baddest of the
frauds, Long Beach Savings, voluntarily gave up its federal savings and loan charter, gave
up federal deposit insurance, converted to become a mortgage bank for the sole purpose
of escaping our jurisdiction, and changed its name to Ameriquest, and became the most
notorious of the liar's loans frauds early on, and to add to that, they deliberately predated
upon minorities.

So we knew again about this crisis. We'd seen it before. We'd stopped it before. We
had incredibly early warnings of it, and it was absolutely unambiguous that no honest
lender would make loans in this fashion. So let's take a look at the reaction of the industry
and the regulators and the prosecutors to these clear early warnings that could have pre-
vented the crisis.

Start with the industry. The industry responded between 2003 and 2006 by increas-
ing liar's loans by over 500 percent. These were the loans that hyperinflated the bubble
and produced the economic crisis. By 2006, half of all the loans called subprime were also
liar's loans. They're not mutually exclusive, it's just that together, they're the most toxic
combination you can possibly imagine. By 2006, 40 percent of all the loans made that
year, all the home loans made that year, were liar's loans, 40 percent. And this is despite a
warning from the industry's own antifraud experts that said that these loans were an open
invitation to fraudsters, and that they had a fraud incidence of 90 percent, nine zero. In re-
sponse to that, the industry first started calling these loans liar's loans, which lacks a cer-
tain subtlety, and second, massively increased them, and no government regulator ever
required or encouraged any lender to make a liar's loan or anyone to purchase a liar's
loan, and that explicitly includes Fannie and Freddie. This came from the lenders because
of the fraud recipe.

What happened to appraisal fraud? It expanded remarkably as well. By 2007, when a
survey of appraisers was done, 90 percent of appraisers reported that they had been subject
to coercion from the lenders trying to get them to inflate an appraisal. In other words, both
forms of fraud became absolutely endemic and normal, and this is what drove the bubble.

8. Find the information and give a talk about
eLong Beach Savings

e Ameriquest

e Fannie and Freddie



9. Read the third part of the text and explain what the following words mean

the savings and loan regulators, federal deposit insurance, fraudulent loans, secondary
market, reps and warrantees, mortgage-backed securities, exotic derivatives, hyperin-
flate the bubble, laxity

What happened in the governmental sector? Well, the government, as | told you,
when we were the savings and loan regulators, we could only deal with our industry,
and if people gave up their federal deposit insurance, we couldn't do anything to them.
Congress, it may strike you as impossible, but actually did something intelligent in 1994,
and passed the Home Ownership and Equity Protection Act that gave the Fed, and only
the Federal Reserve, the explicit, statutory authority to ban liar's loans by every lender,
whether or not they had federal deposit insurance. So what did Ben Bernanke and Alan
Greenspan, as chairs of the Fed, do when they got these warnings that these were mas-
sively fraudulent loans and that they were being sold to the secondary market? Re-
member, there's no fraud exorcist. Once it starts out a fraudulent loan, it can only be sold
to the secondary market through more frauds, lying about the reps and warrantees, and
then those people are going to produce mortgage-backed securities and exotic deriva-
tives which are also going to be supposedly backed by those fraudulent loans. So the
fraud is going to progress through the entire system, hyperinflate the bubble, produce a
disaster. And remember, we had experience with this. We had seen significant losses, and
we had experience of competent regulators in stopping it. Greenspan and Bernanke re-
fused to use the authority under the statute to stop liar's loans. And this was a matter first
of dogma. They're just horrifically opposed to anything regulatory. But it is also the interna-
tional competition in laxity, the race to the bottom between the United States and the
United Kingdom, the city of London, in particular, and the city of London won that race to
the bottom, but it meant that all regulation in the West was completely degraded in this
stupid competition to be who could have the weakest regulation.

10. Find the information and give a talk about Greenspan and Bernanke

11. Fill each gap with one word: with, of, on, up, out, in, up, out, on

eWe figured __ how to respond and prevent these crises.

eWe could only deal with the industry we had jurisdiction over, which was savings
and loans, and so the biggest and the baddest of the frauds, Long Beach Savings, volun-
tarily gave __ its federal savings and loan charter, gave __ federal deposit insurance,
converted to become a mortgage bank for the sole purpose of escaping our jurisdiction

e |t only makes sense for entities engaged ___ these accounting control frauds

eSo we have to firstgetrid __ the systemically dangerous institutions.

¢ And the third thing that we need to do is deal __ what we call the three D's: dereg-
ulation, desupervision, and the de facto decriminalization.

¢\We got warnings that we could have taken advantage of easily, because back in the

savings and loan debacle, we had figured how to respond and prevent these crises.
e ... our legislators, who are dependent ____ political contributions, will not do it
their own

12. Translate the fourth part of the text into Russian

So that was the regulatory response. What about the response of the prosecutors af-
ter the crisis, after 11 trillion dollars in losses, after 10 million jobs lost, a crisis in which the
losses and the frauds were more than 70 times larger than the savings and loan debacle?
Well, in the savings and loan debacle, our agency that regulated savings and loans, OTS,
made over 30,000 criminal referrals, produced over 1,000 felony convictions just in cases

9



designated as major, and that understates the degree of prioritization, because we worked
with the FBI to create the list of the top 100 fraud schemes, the absolute worst of the
worst, nationwide. Roughly 300 savings and loans involved, roughly 600 senior officials.
Virtually all of them were prosecuted. We had a 90 percent conviction rate. It's the greatest
success against elite white collar criminals ever, and it was because of this understanding
of control fraud and the accounting control fraud mechanism.

Flash forward to the current crisis. The same agency, Office of Thrift Supervision,
which was supposed to regulate many of the largest makers of liar's loans in the country,
has made, even today -- it no longer exists, but as of a year ago, it had made zero criminal
referrals. The Office of the Comptroller of the Currency, which is supposed to regulate the
largest national banks, has made zero criminal referrals. The Fed appears to have made
zero criminal referrals. The Federal Deposit Insurance Corporation is smart enough to re-
fuse to answer the question. Without any guidance from the regulators, there's no exper-
tise in the FBI to investigate complex frauds. It isn't simply that they've had to reinvent the
wheel of how to do these prosecutions; they've forgotten that the wheel exists, and there-
fore, we have zero prosecutions, and of course, zero convictions, of any of the elite bank
frauds, the Wall Street types, that drove this crisis.

13. Read the fifth part of the text very carefully and guess what the word
“Bankster” mean. Find out what two words were used to form this one

With no expertise coming from the regulators, the FBI formed what it calls a partner-
ship with the Mortgage Bankers Association in 2007. The Mortgage Bankers Association is
the trade association of the perps. And the Mortgage Bankers Association set out, it had the
audacity and the success to con the FBI. It had created a supposed definition of mortgage
fraud, in which, guess what, its members are always the victim and never the perpetrators.
And the FBI has bought this hook, line, sinker, rod, reel and the boat they rode out in. And
so the FBI, under the leadership of an attorney general who is African-American and a pres-
ident of the United States who is African-American, have adopted the Tea Party definition of
the crisis, in which it is the first virgin crisis in history, conceived without sin in the executive
ranks. And it's those oh-so-clever hairdressers who were able to defraud the poor, pitiful
banks, who lack any financial sophistication. It is the silliest story you can conceive of, and
so they go and they prosecute the hairdressers, and they leave the banksters alone entire-
ly. And so, while lions are roaming the campsite, the FBI is chasing mice.

14. Read and complete the sixth part of the text with the words from the box:

Incentive, shrink, liar's loans, appraisers, dangerous, legislators, crony capitalism,
global, compensation, decriminalization

If you are not sure about your choice, listen to text and check yourself.

What do we need to do? What can we do in all of this? We need to change the per-
verse ___ structures that produce these recurrent epidemics of accounting control fraud
that are driving our crises. So we have to first get rid of the systemically ____institutions.
These are the so-called too-big-to-fail institutions. We needto __ them to the point, with-
in the next five years, that they no longer pose a systemic risk. Right now, they are ticking
time bombs that will cause a _____ crisis as soon as the next one fails -- not if, when. Se-
cond thing we need to do is completely reform modern executive and professional ____,
which is what they use to suborn the appraisers. Remember, they were pressuring the
_____ through the compensation system, trying to produce what we call a Gresham's dy-
namic, in which bad ethics drives good ethics out of the marketplace. And they largely
succeeded, which is how the fraud became endemic. And the third thing that we need to
do is deal with what we call the three D's: deregulation, desupervision, and the de facto
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______. Because we can make all three of these changes, and if we do so, we can dramati-
cally reduce how often we have a crisis and how severe those crises are. That is not simp-
ly critical to our economy. You can see what these crises do to inequality and what they do
to our democracy. They have produced __, American-style, in which the largest financial
institutions are the leading financial donors of both parties, and that's the reason why even
after this crisis, 70 times larger than the savings and loan crisis, we have no meaningful
reforms in any of the three areas that I've talked about, other than banning __, which is
good, but that's just one form of ammunition for this fraud weapon. There are many forms
of ammunition they can use.

That's why we need to learn what the bankers have learned: the recipe for the best
way to rob a bank, so that we can stop that recipe, because our , who are depend-
ent on political contributions, will not do it on their own.

15. Find the information and give a talk about
e Gresham’ dynamic/law

¢ Deregulation

¢ Crony capitalism

16. Find the sentences in the text which contain the following phrases and
translate them into Russian

financial crises, financial world, finance, financial frauds, financial sophistication, fi-
nancial institution, financial donors

17. Find all the sentences with the word “fraud” and its derivatives and trans-
late them into Rusian

epidemics of control fraud, control fraud, accounting control fraud, financial frauds,
defraud, appraisal fraud, fraudsters, a fraud incidence, fraud recipe, fraudulent loans, fraud
exorcist, fraud weapon, complex frauds, elite bank frauds, mortgage fraud, fraud schemes,
loan origination fraud;

Can you talk about different types of fraud in banking?

UNIT 2

p—

Finance

You are going to listen to Ted Talk by Dambisa Moyo which is divided into four parts.
You are recommended to combine listening and reading in order to achieve a better result
in mastering the English language
(http://www.ted.com/talks/dambisa_moyo economic_growth has_stalled let s fix_it#t-
62026 ).

Assignments

1. Be sure you know the meaning of the words given below

Sustain, challenge, elucidate, intractable challenge, pervade, underperform, decline,
emerging markets, struggle, upward mobility, improved living standards, political and so-
cial instability.
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2. Before you listen, match the words and definitions

Labor, trade, debt, private sector, per capita, decline, productivity, deficit, capital

ewealth in the form of money or other assets owned by a person or organization or
available for a purpose such as starting a company or investing

e a gradual and continuous loss of strength, numbers, quality, or value

eworkers, esp. manual workers, considered collectively

e the effectiveness of productive effort, especially in industry, as measured in terms of
the rate of output per unit of input

e the part of the national economy that is not under direct government control

e something, typically money, that is owed or due

e an excess of expenditure or liabilities over income or assets in a given period

e for each person; in relation to people taken individually

e the action of buying and selling goods and services

3. Listen to the Ted Talk. What is the main topic of her speech, from your point
of view.

4. Listen again and answer the following questions

e What is the defining challenge of our time?

e What other challenges does the speaker mention?

e What are the three key drivers of economic growth?

¢ What do emerging economies continue to do?

¢ When does the risk to human progress and the risk of political and social instability
rise?

5. Find the information and give a talk about UN.

6. You are going to read the second part of the Ted Talk. Before you read, dis-
cuss these questions in groups

¢ What are natural resources?

eWhat is the backbone of changes in living standards of millions of people around
the world?

¢ What are the factors of production?

e What is the core of the capitalist system defined by?

¢ Can you explain what state capitalism means?

¢ And what is market capitalist?

e What fosters corruption?

Now, | know some of you in this room find this to be a risky proposition. There are
some people here who will turn around and be quite disillusioned by what's happened
around the world and basically ascribe that to economic growth. You worry about the
overpopulation of the planet. And looking at the UN's recent statistics and projections that
the world will have 11 billion people on the planet before it plateaus in 2100, you're con-
cerned about what that does to natural resources — arable land, potable water, energy and
minerals. You are also concerned about the degradation of the environment. And you wor-
ry about how man, embodied in the corporate globalist, has become greedy and corrupt.

But I'm here to tell you today that economic growth has been the backbone of chang-
es in living standards of millions of people around the world. And more importantly, it's not
just economic growth that has been driven by capitalism.

The definition of capitalism, very simply put, is that the factors of production, such
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as trade and industry, capital and labor, are left in the hands of the private sector and
not the state.

It's really essential here that we understand that fundamentally the critique is not for
economic growth per se but what has happened to capitalism. And to the extent that we
need to create economic growth over the long term, we're going to have to pursue it with a
better form of economic stance.

Economic growth needs capitalism, but it needs it to work properly. And as | men-
tioned a moment ago, the core of the capitalist system has been defined by private actors.
And even this, however, is a very simplistic dichotomy. Capitalism: good; non-capitalism:
bad. When in practical experience, capitalism is much more of a spectrum. And we have
countries such as China, which have practiced more state capitalism, and we have coun-
tries like the Unites States which are more market capitalist.

Our efforts to critique the capitalist system, however, have tended to focus on coun-
tries like China that are in fact not blatantly market capitalism.

However, there is a real reason and real concern for us to now focus our attentions
on purer forms of capitalism, particularly those embodied by the United States. This is real-
ly important because this type of capitalism has increasingly been afforded the critique that
it is now fostering corruption and, worse still, it's increasing income inequality -- the idea
that the few are benefiting at the expense of the many.

7. Make up your own sentences with the following words

Overpopulation, arable land, potable water, energy and minerals, degradation of the
environment, private sector, economic stance, to work properly, the core of the capitalist
system, foster corruption, increase income inequality.

8. You are going to read the 3d part of the Ted Talk. Before reading translate
the following words into English

CouuanbHoe 310, NONe3HOCTb (3KOHOM. TEPMUH), OKa3biBaTb NOAAEPXKKY / MOMOLLb,
06LLEeCTBEHHbIA OOrOBOP, rOCYyAapCTBEHHbIE [OX0Abl, (PMHaHCMPOBaTb NPOrpaMmbl COLU-
anbHOro pasBUTKS, KOMMEKTUBHbIE (CoumanbHble) 6nara, BbiIrOAHbIN, B OCOBGEHHOCTU, 3KC-
nepuMeHTanbHbI NMPOEKT, KopnopaTuBHas couuanbHas OTBETCTBEHHOCTb, C LUMPOKMM
Kpyro3opom, napTHEPCTBO roCyaAapCTBEHHOIO M YaCTHOIO CEKTOPOB.

Find the English equivalents in the text

The two really critical questions that we need to address is how can we fix capitalism
so that it can help create economic growth but at the same time can help to address so-
cial ills.

In order to think about that framing, we have to ask ourselves, how does capitalism
work today? Very simplistically, capitalism is set on the basis of an individual utility maxi-
mizer — a selfish individual who goes after what he or she wants. And only after they've
maximized their utility do they then decide it's important to provide support to other social
contracts. Of course, in this system governments do tax, and they use part of their reve-
nues to fund social programs, recognizing that government's role is not just regulation but
also to be arbiter of social goods. But nevertheless, this framework — this two-stage
framework — is the basis from which we must now start to think about how we can improve
the capitalist model.

| would argue that there are two sides to this challenge. First of all, we can draw on
the right-wing policies to see what could be beneficial for us to think about how we can im-
prove capitalism.

In particular, right-leaning policies have tended to focus on things like conditional
transfers, where we pay and reward people for doing the things that we actually think can
help enhance economic growth. For example, sending children to school, parents could
earn money for that, or getting their children inoculated or immunized, parents could get
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paid for doing that.

Now, quite apart from the debate on whether or not we should be paying people to
do what we think they should do anyway, the fact of the matter is that pay for performance
has actually yielded some positive results in places like Mexico, in Brazil and also in pilot
programs in New York.

But there are also benefits and significant changes underway on left-leaning policies.
Arguments that government should expand its role and responsibility so that it's not so nar-
rowly defined and that government should be much more of an arbiter of the factors of
production have become commonplace with the success of China. But also we've started
to have debates about how the role of the private sector should move away from just being
a profit motive and really be more engaged in the delivery of social programs. Things like
the corporate social responsibility programs, albeit small in scale, are moving in that right
direction. Of course, left-leaning policies have also tended to blur the lines between gov-
ernment, NGOs and private sector.

Two very good examples of this are the 19th-century United States, when the infra-
structure rollout was really about public-private partnerships. More recently, of course, the
advent of the Internet has also proven to the world that public and private can work to-
gether for the betterment of society.

My fundamental message to you is this: We cannot continue to try and solve the
world economic growth challenges by being dogmatic and being unnecessarily ideological.
In order to create sustainable, long-term economic growth and solve the challenges and
social ills that continue to plague the world today, we're going to have to be more broad-
minded about what might work.

Ultimately, we have to recognize that ideology is the enemy of growth.

9. Find the information and give a talk about NGO.

10. Fill each gap with one word: after, for, about, in, on, for.

eright-leaning policies have tended to focus ___ things like conditional transfers

ewho goes ___ what he or she wants

ethe fact of the matter is that pay __ performance has actually yielded some posi-
tive results in places like Mexico

¢ But also we've started to have debates __ how the role of the private sector should
move away from just being a profit motive and really be more engaged ____ the delivery of

social programs.
e The advent of the Internet has also proven to the world that public and private can
work together the betterment of society.

11. Read and complete the fourth part of the text with the words from the box

Standards; price tag; trendsetters; depleting; income inequality, environmental; out-
comes; poverty; underlying; dominant

If you are not sure about your choice, listen to text and check yourself

Bruno Giussani: | want to ask a couple of questions, Dambisa, because one could
react to your last sentence by saying growth is also an ideology, it's possibly the
ideology of our times. What do you say to those who react that way?

DM: Well, | think that that's completely legitimate, and | think that we're already hav-
ing that discussion. There's a lot of work going on around happiness and other metrics be-
ing used for measuring people's success and improvements in living . And so | think
that we should be open to what could deliver improvements in people's living standards
and continue to reduce ____ around the world.
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BG: So you're basically pleading for rehabilitating growth, but the only way for that
happen without compromising the capacity of the earth, to take us on a long journey, is for
economic growth somehow to decouple from the __ use of resources. Do you see that
happening?

DM: Well, | think that I'm more optimistic about human ability and ingenuity. | think if
we start to constrain ourselves using the finite, scarce and ____ resources that we know
today, we could get quite negative and quite concerned about the way the world is.

However, we've seen the Club of Rome, we've seen previous claims that the world
would be running out of resources, and it's not to argue that those things are not valid. But
| think, with ingenuity we could see desalination, | think we could reinvest in energy, so
that we can actually get better ___. And so in that sense, I'm much more optimistic about
what humans can do.

BG: The thing that strikes me about your proposals for rehabilitating growth and tak-
ing a different direction is that you're kind of suggesting to fix capitalism with more capital-
ism -- with putting a __ on good behavior as incentive or developing a bigger role for
business in social issues. Is that what you're suggesting?

DM: I'm suggesting we have to be open-minded. | think it is absolutely the case that
traditional models of economic growth are not working the way we would like them to. And
| think it's no accident that today the largest economy in the world, the United States, has
democracy, liberal democracy, as it's core political stance and it has free market capitalism —
to the extent that it is free — free market capitalism as its economic stance. The second
largest economy is China. It has deprioritized democracy and it has state capitalism, which
is a completely different model. These two countries, completely different political models
and completely different economic models, and yet they have the same __ number
measured as a Gini coefficient.

| think those are the debates we should have, because it's not clear at all what model
we should be adopting, and I think there needs to be much more discourse and much
more humility about what we know and what we don't know.

BG: One last question. The COP21 is going on in Paris. If you could send a tweet to
all the heads of state and heads of delegations there, what would you say?

DM: Again, | would be very much about being open-minded. As you're aware, the is-
sues around the __ concerns have been on the agenda many times now — in Copenha-
gen, '72 in Stockholm — and we keep revisiting these issues partly because there is not a
fundamental agreement, in fact there's a schism between what the developed countries
believe and want and what emerging market countries want. Emerging market countries
need to continue to create economic growth so that we don't have political uncertainty in
the those countries. Developed countries recognize that they have a real, important re-
sponsibility not only just to manage their CO2 emissions and some of the degradation that
they're contributing to the world, but also as ____ in R&D. And so they have to come to the
table as well. But in essence, it cannot be a situation where we start ascribing policies to
the emerging markets without developed countries themselves also taking quite a swipe at
what they're doing both in demand and supply in developed markets.

BG: Dambisa, thank you for coming to TED. DM: Thank you very much.

12. Find the information and give a talk about
e the Club of Rome
e Gini coefficient
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13. Find all the sentences with the word “economy” in the text and its deriva-
tives and translate them into Russian

Economic growth; economic growth challenge; sustainable, long-term economic
growth; economic development; advanced and developed economies; economic statistics;
economic stance.

14. Find all the sentences with the following word-combinations. What are their
Russian equivalents?

Defining challenge; health care, disease burdens and pandemics, environmental
challenges; economic growth challenge; seemingly intractable challenges.

15. Speak about some good examples how to create sustainable long-term
economic growth.

UNIT 3,

L
Currency

You are going to work on the talk of Paul Kemp Robertson which is divided into four
parts. You are recommended to combine listening and reading in order to achieve a better
result in mastering the English language
(http://www.ted.com/talks/paul _kemp robertson_bitcoin_sweat tide _meet the future of
branded_currency ).

Assignments

1. Can you say what (or who) is:
¢ a hyperconnected, data-driven global economy
alternative or new forms of currency
the world's best performing currency
Bitcoin
the Banksy
public ledger

2. Check that you understand the words in the box, using a dictionary to help
you if necessary. Then listen to the Ted Talk and put the following expressions in the
correct order.

the Blockchain, gaining respectability, at an all-time low, get the gist, a network of com-
puters, wild fluctuations, a crypto-currency, advertising, a challenging question, a pay-
ment currency

3. Listen to the Ted Talk again, complete the phrases and explain their meaning
e virtual
ground
basket
for a ride
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. faith in

4. Watch the video again and answer the questions
What's the world's best performing currency?
What kind of currency is Bitcoin?
When and by whom was founded?
How does it work?
Why are the Bitcoins so popular?
What services are actually accepting Bitcoin as a payment currency now?
e Why have people actually started to place trust in technology and to lose faith in
institutions?

5. Translate into Russian this abstract:

And you can see here some photographs from London where Barclays sponsored
the city bike scheme, and some activists have done some nice piece of guerrilla marketing
here and doctored the slogans. "Sub-prime pedaling.” "Barclays takes you for a ride."

6. Read the second part of the Ted Talk

There's a P.R. company called Edelman, they do this very interesting survey every
year precisely around trust and what people are thinking. And this is a global survey, so
these numbers are global. And what's interesting is that you can see that hierarchy is hav-
ing a bit of a wobble, and it's all about heterarchical now, so people trust people like them-
selves more than they trust corporations and governments. And if you look at these figures
for the more developed markets like U.K., Germany, and so on, they're actually much low-
er. And | find that sort of scary. People are actually trusting businesspeople more than
they're trusting governments and leaders. So what's starting to happen, if you think about
money, if you sort of boil money down to an essence, it is literally just an expression of
value, an agreed value. So what's happening now, in the digital age, is that we can quanti-
fy value in lots of different ways and do it more easily, and sometimes the way that we
guantify those values, it makes it much easier to create new forms and valid forms of cur-
rency. In that context, you can see that networks like Bitcoin suddenly start to make a bit
more sense. So if you think we're starting to question and disrupt and interrogate what
money means, what our relationship with it is, what defines money, then the ultimate ex-
tension of that is, is there a reason for the government to be in charge of money anymore?
So obviously I'm looking at this through a marketing prism, so from a brand perspective,
brands literally stand or fall on their reputations. And if you think about it, reputation has
now become a currency. You know, reputations are built on trust, consistency, transparen-
cy. So if you've actually decided that you trust a brand, you want a relationship, you want
to engage with the brand, you're already kind of participating in lots of new forms of cur-
rency. So you think about loyalty. Loyalty essentially is a micro-economy. You think about
rewards schemes, air miles. The Economist said a few years ago that there are actually
more unredeemed air miles in the world than there are dollar bills in circulation. You know,
when you are standing in line in Starbucks, 30 percent of transactions in Starbucks on any
one day are actually being made with Starbucks Star points. So that's a sort of Starbucks
currency staying within its ecosystem. And what | find interesting is that Amazon has re-
cently launched Amazon coins. So admittedly it's a currency at the moment that's purely
for the Kindle. So you can buy apps and make purchases within those apps, but you think
about Amazon, you look at the trust barometer that | showed you where people are start-
ing to trust businesses, especially businesses that they believe in and trust more than
governments. So suddenly, you start thinking, well Amazon potentially could push this. It
could become a natural extension, that as well as buying stuff — take it out of the Kindle —
you could buy books, music, real-life products, appliances and goods and so on. And sud-
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denly you're getting Amazon, as a brand, is going head to head with the Federal Reserve
in terms of how you want to spend your money, what money is, what constitutes money.

7. Find the phrases in second part of the Ted Talk and translate the sentences
which contain these phrases

¢ developed markets

boil money down to an essence
valid forms of currency
through a marketing prism
agreed value
digital age

8. Find the information and give a talk about
The Economist

Starbucks

the Kindle

the Federal Reserve

9. Match the words and definitions:

At a premium; campaign; application; luxurious; environment; service provider; consum-
er; spokesperson; convenience store

e a store with extended opening hours and in a convenient location, stocking a
limited range of household goods and groceries
e above the usual or nominal price
extremely comfortable or elegant, especially when involving great expense
a person who purchases goods and services for personal use
a person who speaks as the representative of a group or organization
an organized course of action to achieve a particular goal
a program or piece of software designed to fulfil a particular purpose
a company that provides its subscribers access to the Internet
the surroundings or conditions in which a person, animal, or plant lives or operates

10. Fill each gap with one word: by, back, from, of, across
If you are not sure about your choice, listen to text and check yourself
e This is a fantastic article | came ____ in New York Magazine
...being a Procter and Gamble brand, it's been supported ___ a lot of mass me-
dia advertising.
e It reminds me ___ one thing and that's the value of the brand has stayed con-
sistent
e Sothat brings me ___ to the connection with sweat.
¢ Now, what | thought was funny was the reaction ___ the P&G spokesperson.

11. Read the third part of the Ted Talk

And I'll get you back to Tide, the detergent now, as | promised. This is a fantastic ar-
ticle | came across in New York Magazine, where it was saying that drug users across
America are actually purchasing drugs with bottles of Tide detergent. So they're going into
convenience stores, stealing Tide, and a $20 bottle of Tide is equal to 10 dollars of crack
cocaine or weed. And what they're saying, so some criminologists have looked at this and
they're saying, well, okay, Tide as a product sells at a premium. It's 50 percent above the
category average. It's infused with a very complex cocktail of chemicals, so it smells very
luxurious and very distinctive, and, being a Procter and Gamble brand, it's been supported
by a lot of mass media advertising. So what they're saying is that drug users are consum-
ers too, so they have this in their neural pathways. When they spot Tide, there's a shortcut.
They say, that is trust. | trust that. That's quality. So it becomes this unit of currency, which
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the New York Magazine described as a very oddly, brand-loyal crime wave, and criminals
are actually calling Tide "liquid gold.” Now, what | thought was funny was the reaction from
the P&G spokesperson. They said, obviously tried to dissociate themselves from drugs,
but said, "It reminds me of one thing and that's the value of the brand has stayed con-
sistent.” (Laughter) Which backs up my point and shows he didn't even break a sweat
when he said that. So that brings me back to the connection with sweat. In Mexico, Nike
has run a campaign recently called, literally, Bid Your Sweat. So you think about, these
Nike shoes have got sensors in them, or you're using a Nike FuelBand that basically tracks
your movement, your energy, your calorie consumption. And what's happening here, this is
where you've actually elected to join that Nike community. You've bought into it. They're
not advertising loud messages at you, and that's where advertising has started to shift now
is into things like services, tools and applications. So Nike is literally acting as a well-being
partner, a health and fithess partner and service provider. So what happens with this is
they're saying, "Right, you have a data dashboard. We know how far you've run, how far
you've moved, what your calorie intake, all that sort of stuff. What you can do is, the more
you run, the more points you get, and we have an auction where you can buy Nike stuff
but only by proving that you've actually used the product to do stuff." And you can't come
into this. This is purely for the community that are sweating using Nike products. You can't
buy stuff with pesos. This is literally a closed environment, a closed auction space.

12. Find the information and give a talk about
¢ New York Magazine
e Procter and Gamble
e Nike

13. Read and complete the fourth part of the text with the words from the box:

Brand, independent, small, farfetched, paper, control, branded, mobile, payments

If you are not sure about your choice, listen to the Ted talk and check yourself

In Africa, you know, airtime has become literally a currency in its own right. People
are used to, because mobile is king, they're very, very used to transferring money, making
____viamobile. And one of my favorite examples from a ___ perspective going on is Voda-
fone, where, in Egypt, lots of people make purchases in markets and very small
stores. Loose change, __ change is a real problem, and what tends to happen is you buy
a bunch of stuff, you're due, say, 10 cents, 20 cents in change. The shopkeepers tend to
give you things like an onion or an aspirin, or a piece of gum, because they don't have
small change. So when Vodafone came in and saw this problem, this consumer pain point,
they created some small change which they call Fakka, which literally sits and is given by
the shopkeepers to people, and it's credit that goes straight onto their __ phone. So this
currency becomes credit, which again, is really, really interesting. And we did a survey that
backs up the fact that, you know, 45 percent of people in this very crucial demographic in
the U.S. were saying that they're comfortable using an independent or ___ currency. So
that's getting really interesting here, a really interesting dynamic is going on. And you think,
corporations should start taking their assets and thinking of them in a different way and
trading them. And you think, is it much of a leap? It seems ____, but when you think about
it, in America in 1860, there were 1,600 corporations issuing banknotes. There were 8,000
kinds of notes in America. And the only thing that stopped that, the government controlled
four percent of the supply, and the only thing that stopped it was the Civil War breaking
out, and the government suddenly wanted to take __ of the money. So government,
money, war, nothing changes there, then. So what I'm going to ask is, basically, is history
repeating itself? Is technology making _ money feel outmoded? Are we decoupling
money from the government? You know, you think about, brands are starting to fill the
gaps. Corporations are filling gaps that governments can't afford to fill. So | think, you
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know, will we be standing on stage buying a coffee — organic, fair trade coffee — next year
using TED florins or TED shillings? Thank you very much.

14. You are going to answer some questions. For this purpose firstly read the
fourth part of the text, then listen to it and underline the sentences which contain
the answers to the questions
What has airtime become in Africa?

e What is a real problem in Egypt?

e What is Fakka?

e What does independent or branded currency mean?

e What is filling gaps that governments can't afford to fill?

15. Find the information and give a talk about
e Vodafone
¢ the Civil War

16. Speak about new forms of currency.

UNIT 4 ,

Advertising

You are going to work on the talk of Rory Sutherland which is divided into six parts.
You are recommended to combine listening and reading in order to achieve a better result
in mastering the English language
(http://www.ted.com/talks/rory sutherland_life_lessons from_an_ad man ).

Assignments

1. Check that you understand the words in the box, using a dictionary to help
you if necessary. Then listen to the Ted Talk and put the following expressions in
the correct order.

material goods, placebos, employ, suggestion, self-confidence, wealth, come up with,
limited resources, advertising

2. Listen to the Ted Talk again, complete the phrases and explain their meaning
intangible

____an obsession with

solvingthe

____cost

abunchof

geta___ rap

an__ man

____ SuUbstitute

3. Watch the video again and answer the questions
e What does advertising create?
e What does intangible value constitutes?
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e What kind of problems do people have when they reach a basic level of wealth in
society, from the speaker’s point of view?

e Why does the speaker think there is nothing wrong with placebos?

4. Read the second part of the Ted Talk

But, actually, the point of placebo education is interesting. How many problems of life
can be solved actually by tinkering with perception, rather than that tedious, hardworking
and messy business of actually trying to change reality? Here's a great example from his-
tory. I've heard this attributed to several other kings, but doing a bit of historical research, it
seems to be Fredrick the Great. Fredrick the Great of Prussia was very, very keen for the
Germans to adopt the potato and to eat it, because he realized that if you had two sources
of carbohydrate, wheat and potatoes, you get less price volatility in bread. And you get a
far lower risk of famine, because you actually had two crops to fall back on, not one.

The only problem is: potatoes, if you think about it, look pretty disgusting. And also,
18th century Prussians ate very, very few vegetables — rather like contemporary Scottish
people. (Laughter) So, actually, he tried making it compulsory. The Prussian peasantry
said, "We can't even get the dogs to eat these damn things. They are absolutely disgusting
and they're good for nothing." There are even records of people being executed for refus-
ing to grow potatoes.

So he tried plan B. He tried the marketing solution, which is he declared the potato as
a royal vegetable, and none but the royal family could consume it. And he planted it in a
royal potato patch, with guards who had instructions to guard over it, night and day, but
with secret instructions not to guard it very well. (Laughter) Now, 18th century peasants
know that there is one pretty safe rule in life, which is if something is worth guarding, it's
worth stealing. Before long, there was a massive underground potato-growing operation in
Germany. What he'd effectively done is he'd re-branded the potato. It was an absolute
masterpiece.

| told this story and a gentleman from Turkey came up to me and said, "Very, very
good marketer, Fredrick the Great. But not a patch on Ataturk." Ataturk, rather like Nicolas
Sarkozy, was very keen to discourage the wearing of a veil, in Turkey, to modernize it.
Now, boring people would have just simply banned the veil. But that would have ended up
with a lot of awful kickback and a hell of a lot of resistance. Ataturk was a lateral thinker.
He made it compulsory for prostitutes to wear the veil. (Laughter) (Applause)

| can't verify that fully, but it does not matter. There is your environmental problem
solved, by the way, guys: All convicted child molesters have to drive a Porsche Cayenne.
(Laughter) What Ataturk realized actually is two very fundamental things. Which is that,
actually, first one, all value is actually relative. All value is perceived value.

For those of you who don't speak Spanish, jugo de naranja — it's actually the Spanish
for "orange juice". Because actually it's not the dollar. It's actually the peso in Buenos
Aires. Very clever Buenos Aires street vendors decided to practice price discrimination to
the detriment of any passing gringo tourists. As an advertising man, | have to admire that.

5. Find the following phrases in the second part of the Ted Talk and translate
the sentences which contain these phrases

eplan B

e good for nothing

erisk of famine

e a lateral thinker

e price volatility

e street vendors

e historical research

enot a patch on

erebrand the potato
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e make it compulsory
stinker with perception
efall back on

e marketing solution
eend up with

6. Find the information and give a talk about

e the adaptation of potato in Germany (from the perspective of advertising)

e discouragement of the wearing of a veil in Turkey (from the perspective of advertis-
ing)

7. Give the definitions to the following words:

Persuasion, value, compulsion, an emotional trigger, running cost, fine, penalty point,
loss aversion, cast iron, intrinsic value, goods, egalitarian societies, messaging value

8. Read the third part of the Ted Talk

But the first thing is that all value is subjective. Second point is that persuasion is of-
ten better than compulsion. These funny signs that flash your speed at you, some of the
new ones, on the bottom right, now actually show a smiley face or a frowny face, to act as
an emotional trigger. What's fascinating about these signs is they cost about 10 percent of
the running cost of a conventional speed camera, but they prevent twice as many acci-
dents. So, the bizarre thing, which is baffling to conventional, classically trained econo-
mists, is that a weird little smiley face has a better effect on changing your behavior than
the threat of a £60 fine and three penalty points.

Tiny little behavioral economics detail: in Italy, penalty points go backwards. You start
with 12 and they take them away. Because they found that loss aversion is a more power-
ful influence on people's behavior. In Britain we tend to feel, "Whoa! Got another three!"
Not so in Italy.

Another fantastic case of creating intangible value to replace actual or material value,
which remember, is what, after all, the environmental movement needs to be about: This
again is from Prussia, from, | think, about 1812, 1813. The wealthy Prussians, to help in
the war against the French, were encouraged to give in all their jewelry. And it was re-
placed with replica jewelry made of cast iron. Here's one: "Gold gab ich fur Eisen, 1813".
The interesting thing is that for 50 years hence, the highest status jewelry you could wear
in Prussia wasn't made of gold or diamonds. It was made of cast iron. Because actually,
never mind the actual intrinsic value of having gold jewelry. This actually had symbolic val-
ue, badge value. It said that your family had made a great sacrifice in the past.

So, the modern equivalent would of course be this. (Laughter) But, actually, there is a
thing, just as there are Veblen goods, where the value of the good depends on it being ex-
pensive and rare — there are opposite kind of things where actually the value in them de-
pends on them being ubiquitous, classless and minimalistic.

If you think about it, Shakerism was a proto-environmental movement. Adam Smith
talks about 18th century America, where the prohibition against visible displays of wealth
was so great, it was almost a block in the economy in New England, because even
wealthy farmers could find nothing to spend their money on without incurring the displeas-
ure of their neighbors. It's perfectly possible to create these social pressures which lead to
more egalitarian societies.

What's also interesting, if you look at products that have a high component of what
you might call messaging value, a high component of intangible value, versus their intrinsic
value: They are often quite egalitarian. In terms of dress, denim is perhaps the perfect ex-
ample of something which replaces material value with symbolic value. Coca-Cola. A
bunch of you may be a load of pinkos, and you may not like the Coca-Cola company, but
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it's worth remembering Andy Warhol's point about Coke. What Warhol said about Coke is,
he said, "What | really like about Coca-Cola is the president of the United States can't get
a better Coke than the bum on the corner of the street." Now, that is, actually, when you
think about it — we take it for granted — it's actually a remarkable achievement, to produce
something that's that democratic.

9. You are going to answer some questions. For this purpose firstly read the
third part of the text, then listen to it and underline the sentences which contain the
answers to the questions

e What is baffling to conventional, classically trained economists?

e Why do penalty points go backwards in Italy?

e What is the opposite kind of expensive and rare goods?

e What was almost a block in the economy in New England?

e What is a high component of intangible value, versus their intrinsic value? Give the
examples, please.

10. Find the information and give a talk about

e replica jewelry (The wealthy Prussians, to help in the war against the French, were
encouraged to give in all their jewelry)

e Shakerism

11. Read and complete the fourth part of the text with the words from the box:

Raw, media, digital, portable, fake, contextual, persuasive, dependent, real

If you are not sure about your choice, listen to the text and check yourself.

Now, we basically have to change our views slightly. There is a basic view that
value involves making things, involves labor. It involves engineering. It involves limited

materials. And that what we add on top is kind of false. It's a version. And there is a
reason for some suspicion and uncertainly about it. It patently veers toward propaganda.
However, what we do have now is a much more variegated ecosystem in which to

kind of create this kind of value, and it's much fairer.

When | grew up, this was basically the media environment of my childhood as trans-
lated into food. You had a monopoly supplier. On the left, you have Rupert Murdoch, or the
BBC. (Laughter) And on your right you have a ___ public which is pathetically grateful for
anything you give it. (Laughter).

Nowadays, the user is actually involved. This is actually what's called, in the
world, "user-generated content". Although it's called agriculture in the world of food.
(Laughter) This is actually called a mash-up, where you take content that someone else
has produced and you do something new with it. In the world of food we call it cooking.
This is food 2.0, which is food you produce for the purpose of sharing it with other people.
This is mobile food. British are very good at that. Fish and chips in newspaper, the Cornish
Pasty, the pie, the sandwich. We invented the whole lot of them. We're not very good at
food in general. Italians do great food, but it's not very |, generally. (Laughter).

| only learned this the other day. The Earl of Sandwich didn't invent the sandwich. He
actually invented the toasty. But then, the Earl of Toasty would be a ridiculous name.
(Laughter).

Finally, we have __ communication. Now, the reason | show you Pernod — it's only
one example. Every country has a contextual alcoholic drink. In France it's Pernod. It
tastes great within the borders of that country, but absolute shite if you take it anywhere
else. (Laughter) Unicum in Hungary, for example. The Greeks have actually managed to
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produce something called Retsina, which even tastes shite when you're in Greece.
(Laughter).

But so much communication now is contextual that the capacity for actually nudging
people, for giving them better information — B.J. Fogg, at the University of Stanford, makes
the point that actually the mobile phone is — He's invented the phrase, " technologies.”
He believes the mobile phone, by being location-specific, contextual, timely and immedi-
ate, is simply the greatest persuasive technology device ever invented.

12. Read the fifth part of the text very carefully and explain what the following
words mean.

impulse buying, consumerism, part-time job, added value, of intangible value creation,
market research, combo pack

Now, if we have all these tools at our disposal, we simply have to ask the question, and
Thaler and Sunstein have, of how we can use these more intelligently. I'll give you one ex-
ample. If you had a large red button of this kind, on the wall of your home, and every time
you pressed it, it saved 50 dollars for you, put 50 dollars into your pension, you would save a
lot more. The reason is that the interface fundamentally determines the behavior. Okay?

Now, marketing has done a very, very good job of creating opportunities for impulse
buying. Yet we've never created the opportunity for impulse saving. If you did this, more
people would save more. It's simply a question of changing the interface by which people
make decisions, and the very nature of the decisions changes. Obviously, | don't want
people to do this, because as an advertising man | tend to regard saving as just consum-
erism needlessly postponed. (Laughter) But if anybody did want to do that, that's the kind
of thing we need to be thinking about, actually: fundamental opportunities to change hu-
man behavior.

Now, I've got an example here from Canada. There was a young intern at Ogilvy
Canada called Hunter Somerville, who was working in improve in Toronto, and got a part-
time job in advertising, and was given the job of advertising Shreddies. Now this is the
most perfect case of creating intangible, added value, without changing the product in the
slightest. Shreddies is a strange, square, whole-grain cereal, only available in New Zea-
land, Canada and Britain. It's Kraft's peculiar way of rewarding loyalty to the crown.
(Laughter) In working out how you could re-launch Shreddies, he came up with this.

Video: (Buzzer) Man: Shreddies is supposed to be square. (Laughter)

Woman: Have any of these diamond shapes gone out? (Laughter)

Voiceover: New Diamond Shreddies cereal. Same 100 percent whole-grain wheat in
a delicious diamond shape. (Applause)

Rory Sutherland: I'm not sure this isn't the most perfect example of intangible value
creation. All it requires is photons, neurons, and a great idea to create this thing. |1 would
say it's a work of genius. But, naturally, you can't do this kind of thing without a little bit of
market research.

Man: So, Shreddies is actually producing a new product, which is something very ex-
citing for them. So they are introducing new Diamond Shreddies. (Laughter) So | just want
to get your first impressions when you see that, when you see the Diamond Shreddies box
there. (Laughter)

Woman: Weren't they square?

Woman #2: I'm a little bit confused. Woman #3: They look like the squares to me.

Man: They — Yeah, it's all in the appearance. But it's kind of like flipping a six or a
nine. Like a six, if you flip it over it looks like a nine. But a six is very different from a nine.

Woman # 3: Or an "M" and a "W". Man: An "M" and a "W", exactly.
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Man #2: [unclear] You just looked like you turned it on its end. But when you see it
like that it's more interesting looking.

Man: Just try both of them. Take a square one there, first. (Laughter) Man: Which
one did you prefer? Man #2: The first one.

Man: The first one? (Laughter)

Rory Sutherland: Now, naturally, a debate raged. There were conservative elements
in Canada, unsurprisingly, who actually resented this intrusion. So, eventually, the manu-
facturers actually arrived at a compromise, which was the combo pack. (Laughter)
(Applause) (Laughter)

13. Translate the sixth part of the text into Russian

If you think it's funny, bear in mind there is an organization called the American Insti-
tute of Wine Economics, which actually does extensive research into perception of things,
and discovers that except for among perhaps five or ten percent of the most knowledgea-
ble people, there is no correlation between quality and enjoyment in wine, except when
you tell the people how expensive it is, in which case they tend to enjoy the more expen-
sive stuff more. So drink your wine blind in the future.

But this is both hysterically funny -- but | think an important philosophical point, which
is, going forward, we need more of this kind of value. We need to spend more time appre-
ciating what already exists, and less time agonizing over what else we can do.

Two quotations to more or less end with. One of them is, "Poetry is when you make
new things familiar and familiar things new." Which isn't a bad definition of what our job is, to
help people appreciate what is unfamiliar, but also to gain a greater appreciation, and place
a far higher value on those things which are already existing. There is some evidence, by
the way, that things like social networking help do that. Because they help people share
news. They give badge value to everyday little trivial activities. So they actually reduce the
need for actually spending great money on display, and increase the kind of third-party en-
joyment you can get from the smallest, simplest things in life. Which is magic.

The second one is the second G.K. Chesterton quote of this session, which is, "We
are perishing for want of wonder, not for want of wonders," which | think for anybody in-
volved in technology, is perfectly true. And a final thing: When you place a value on
things like health, love, sex and other things, and learn to place a material value on what
you've previously discounted for being merely intangible, a thing not seen, you realize
you're much, much wealthier than you ever imagined. Thank you very much indeed.
(Applause).

14. Put the following words in the correct order and explain why the speaker
mentions them (use the language from this video):

e Shakerism

e poetry

¢ potatoes

e cast iron jewellery

e veils

e a red button

e penalty points

e Pernod

e Shreddies

e mobile phones

e cooking

15. Write down all the terms that the speaker uses to refer to an intangible value.

16. Speak about some good examples of creating intangible added value with-
out changing the product itself (from your own experience).
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PSYCHOLOGY

UNIT 1,

i

Social psychology

Ex. 1. Match the words and their translation.

impact CoumnanbHas cpeaa
social settings BNUsAHMNE

behavior couunarnbHble Npobrnemsl
influence paspabaTtbiBaTb
interpersonal npeapaccyakm

devise BOBrieKkaTb B

social challenges nosegeHune

prejudice MEXIMNYHOCTHbIN
engage in BNUATb

Ex. 2. Read the text and mark the statements True (T) or False (F).
What is Social Psychology?

Social psychologists are interested in how individuals impact and are impacted by
other people, social settings, and social environments. Social psychology as a field of
study is closely related to sociology. However, the focus of a social psychologist is on indi-
vidual behavior, not that of the whole group as a sociologist would study. In that regard,
social psychologists examine how individual actions, thoughts, and choices are influenced
by the actions, thoughts, and choices of the larger society. As a result, much of social psy-
chology revolves around the study of interpersonal and group dynamics.

Social psychology also focuses much attention on researching and devising solutions
to social challenges. Social psychologists might study the nature of bullying in public schools
and devise programs to reduce or eliminate those negative behaviors. Social psychologists
might also study prejudice and racism in an effort to devise public programs to bridge the
gaps between different groups of people. Public health problems, such as smoking and drug
addiction, are also of particular interest for social psychologists, who might create informa-
tional programs to inform the public about the dangers of engaging in drug use.

1. Social psychology is the branch of psychology concerned with the scientific study
of human learning.

2. Social psychology as a field of study is not closely related to sociology.

3. The focus of a social psychologist is on the whole group behavior, as well as soci-
ologist would study.

4. Social psychologists examine how individual actions, thoughts, and choices are in-
fluenced by the actions, thoughts, and choices of the other individual.
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5. Public health problems, such as smoking and drug addiction, are of particular in-
terest for social psychologists.

Ex. 3. Fill in the words in the sentences.

1. The of a social psychologist is on behavior, not that of
the group as a would study.

2. Social psychologists how individual actions, , and

are influenced by the actions, , and of

the larger society.

3. Social psychologists might study the of in public
schools and devise programs to or those negative behaviors.

4. Public problems are also of particular for social psy-
chologists, who might informational programs to inform the

about the dangers of engaging in drug use.

Ex. 4. Read the text again and answer the question “What is Social Psycholo-
gy?” in your own words.

Ex. 5. Match the words and their definitions.

controlled setting the power to produce a desired result or effect

methodologies using the same conditions and the same equipment as
the experimental setup

government agencies a system of methods used in a particular area of study
or activity

awareness an administrative unit of government

knowledge that something exists, or understanding of

public perception a situation or subject at the present time based on infor-
mation or experience

consumers the difference between an absolute truth based on
facts and a virtual truth shaped by popular opinion,

efficacy a person or organization that uses a commodity or
service

Ex. 6. Read the text and mark the statements True (T) or False (F).
What are the Job Duties of a Social Psychologist?

The duties of a social psychologist will largely depend upon the environment in which
he or she is employed. If employed at a college or university, a social psychologist might
spend the majority of his or her time engaged in research on various social issues, such as
gender equality, conflict management, or race relations. This research might take place in
a controlled setting, such as a laboratory, or out in the field in a natural setting.

Other social psychologists employed in academia may focus on teaching and training
students to become psychologists themselves. Typically, social psychologists will teach or
conduct research in the psychology department, but because of their training in both hu-
man behavior and research methodologies, social psychologists might work elsewhere,
such as in departments of education, business, law, medicine, political science, or health
science, to name but a few.

There are an abundance of private sector jobs for social psychologists as well. Some
conduct research for private firms or government agencies. This research might include
evaluating public perception regarding new government programs or regulations. Others
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help develop public policies that address a social ill, such as obesity, poverty, or home-
lessness. For example, a social psychologist might design a public awareness campaign
to bring attention to childhood obesity. Still others work as consultants, offering their exper-
tise in the areas of interpersonal and intergroup dynamics to help companies and indus-
tries design and market goods and services that are more attractive to consumers.

Another area of work for social psychologists is in evaluating the efficacy of educa-
tional programming and human resources practices. For example, a social psychologist
might be hired by a school district to examine their educational programs for effectiveness
amongst groups of children based on race, ethnicity, socioeconomic status, or some other
sociocultural factor. Social psychologists might also work to develop more suitable hiring
practices for companies or design performance review procedures for workers with the aim
of improving productivity.

1. The duties of a social psychologist will largely depend upon the social settings in
which he or she is employed.

2. Social psychologists might not work in business or law.

3. Social psychologists might work in the private sector.

4. A social psychologist might design a public awareness campaign to bring attention
to childhood drag addiction.

5. Social psychologists cannot help to improve productivity.

Ex. 7. Fill in the words in the sentences.

1. Social psychologists will or conduct in the psychology de-
partment, social might work elsewhere, such as in departments of education,
, law, , political science, or science, to name but a few.
2. The research for firms or government might include
public perception regarding new programs or regulations.
3. A social psychologist might examine programs for effectiveness
groups of children based on race, , status, or
some other factor.

Ex. 8. Read the text again and answer the question “What are the Job Duties of
a Social Psychologist?” in your own words.

UNIT 2

.

Psychology of groups

What activities do people do in groups?
Do you think people behave the same as individuals and in groups? Why?

Ex. 1. Read the text and check your answers.

Psychologists study groups because nearly all human activities — working, learning,
worshiping, relaxing, playing, and even sleeping — occur in groups. The lone individual
who is cut off from all groups is a rarity. Most of us live out our lives in groups, and these
groups have a profound impact on our thoughts, feelings, and actions. Many psychologists
focus their attention on single individuals, but social psychologists expand their analysis to
include groups, organizations, communities, and even cultures.
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1. Beware of Groupthink

Groupthink is a phenomenon in which a group takes on a mind on its own. This hap-
pens because groups are a potent influence on our behaviour. In groups, people do things
they don’t normally do on their own. Individuals often don’t know that they are influenced
by groupthink. This is why some experts believe certain practices we hold dear in the cor-
porate world aren’t effective at all. One such questioned practice is brainstorming. It
sounds great in theory: you gather as many ideas as possible from a group without cen-
soring, then weed out the losing ideas later. The assumption is, two heads are always bet-
ter than one.

However, researchers have found that the most charismatic individual tends to take
over, and even when the sessions are conducted by the most seasoned professional,
people can’t help but ape others. Their influence is subconscious. You can’t come up with
a truly innovative idea if you're placed consistently in a group because innovation is, by
definition, radical. Radical solutions are always questioned by the group — and killed before
they can take flight. This is especially true when that idea threatens the standing of other
members of the group. Or the group itself.

2. Social Pressure

Unlike groupthink, social pressure is a conscious influence. It's not only the group’s
way to keep its members and ensure its own survival, it's also the way groups grow.

Here’'s an example. Imagine a large group of peaceful demonstrators. It takes one
person — the spark that lights the fire — to influence the second person (often a family
member or friend) to conduct violent behaviour. The third person then see two people de-
stroying properties and he too joins in on the chaos. That’s how a violent riot grows. Peo-
ple justify their behaviour because a group of people are doing it. The word “pressure”
doesn’t necessarily mean it's uncomfortable. It's a conscious decision.

3. Belonging

So why do groups have such a hold on us? Well, because we have an innate need to
belong to one — an individual would have struggled to survive in the wild 100,000 years
ago. In the absence of a united group, people create one. Psychologists call this the “min-
imal groups paradigm”. In an organization, these spontaneous groups are called “cliques”.
You can also see this in schools. Cliques, as you can imagine, can create certain chal-
lenges for a leader because each clique has its own culture.

4. Individuality

It is a human paradox that we yearn to belong to a group, yet we also desire to be
unique. For groups to be effective, leaders have to allow for individuals to add their own
individuality into the process. For example, if you are told exactly what to do and when,
and you are told to do that every hour of every day as long as you work for the company,
you’re not going to feel fulfilled by doing that task. We want to feel like we are irreplacea-
ble.

A study by Max Ringelmann back in the 1890s, found that people put in 50% less ef-
fort when playing tug-o-war in a team of 8 compared to playing it alone. It seems that when
our effort is difficult to distinguish from other members, we’ll slack off. It’s called social loaf-

ing.

5. Curse of Knowledge

Ever consider the possibility that maybe the issue lies with you, not them? It might be
the Curse of Knowledge at play. What seems glaringly obvious to you might not be so to a
beginner. So what can you do about the curse of knowledge?
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Well, ask for feedback from your target audience. This happens less than you think,
in the both the office and the classroom. The speaker just assumes the audience under-
stands what he or she is talking about, which can be presumptuous.
http://aboutleaders.com/5-barrier-to-leadership-not-believing/

6. Self-lIdentity

Each member in the group has roles to play for that group to function efficiently. This
much you probably already know.

But here’s something you might not know: people conform to roles assigned to them.
In a now-famous experiment called “The Stanford Prison Experiment”, psychologists as-
signed guard and prisoner roles to young volunteers in a simulated prison. To their sur-
prise, by just 6 days, their subjects conformed to their roles perfectly — the prison guards
became abusive and the prisoners became submissive.

So take a good look at yourself. Have you conformed to a “role” that is not yourself?

7. Groups Reject Outsiders

Have you ever had a new manager come into the office and announced, “All right,
‘team’. Here’s how we are going to do things now.” Did you end up doing what he said?
Groups reject outsiders and any attempts to change their unwritten rules — even if that
person is its appointed “leader”. Leaders, then, don’t make the group. On the contrary, it's
the group that makes the leader.

This was observed by psychologist Merei in 1949, when he saw that children new to
the group who jumped in with new ideas were usually rejected by their peers. Those who
became successful leaders, on the other hand, first conformed to group norms then slowly
suggested new ideas. Merei’s observations were later replicated by other studies — with
adults.

8. Gossips

Gossips are a part of tribal life. Contrary to popular belief, a gossip is actually good
for a group.

If you saw your friend John eating more than his fair share of food in a time of scarce
resource, and you had no way to gossip, the confrontation between you and John would
probably result in at least one death or severe altercation. By gossiping to other members
of the group, you can avoid the confrontation, and the group will pressure him to change
his greedy ways by using subtle cues (like refusing to share food with him). There is no
doubt that gossip can be used to harm others, but it can also be used positively. If you talk
about John behind his back positively, that message becomes stronger to other members
of the group because it is perceived as more authentic. Considering this, when word trav-
els back to John, your relationship with him will skyrocket more than a simple face-to-face
praise can ever achieve.

9. Competition

Have you ever had an experience where you find someone as a “good person” indi-
vidually but that the group he belongs to is anything but a good force in the world? For ex-
ample, you might find that as an individual, your neighbour is a great person — until you
found out that she belongs to a different political party. In other words, groups breed ad-
versity.

When in groups, we can’t help but compete with opposing groups. A 2001 study by
psychologist Insko used the classic game “The Prisoner’s Dilemma” to measure competi-
tiveness in group vs alone. What he found was that, alone, people were competitive 37%
of the time. When in groups, they were competitive 54% of the time — more than a 50%
increase.
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Competition between cliqgues in a company can be extremely destructive. Each de-
partment makes another’s job difficult to do. Some experts believe this is how Enron col-
lapsed. Enron, the former poster child of organizational management, encouraged compe-
tition between its own departments to the extreme.

10. The Halo Effect

Study after study has found that we prefer attractive individuals over their less-
attractive counterparts — even when their intended job has nothing to do with beauty. This
is because we perceive beautiful people as smarter, more hardworking, honest and orga-
nized.

This is called the “Halo Effect”. The halo effect is a psychological phenomenon in
which we extrapolate one good trait to determine other traits. As you can imagine, the halo
effect can have a big impact on your decision making — and thus on your team. So how do

you overcome it? Well, two steps: be aware of it and make data-driven decisions.

Ex. 2. Read the text again. Define the main idea of each paragraph.

Ex. 3. Match the two halves of the sentences.

1. The assumption is

2. People justify their behaviour

3. Cliquescan

4. We yearn to belong to a group,

5. Ask for feedback

6. But here’s something you might not
know:

7. Groups reject outsiders and

8. By gossiping to other members of the
group,

9. We prefer attractive individuals over their
less-attractive counterparts —

A create certain challenges for a leader

B people conform to roles assigned to
them.

C you can avoid the confrontation

D two heads are always better than one.

E even when their intended job has noth-
ing to do with beauty.

F any attempts to change their unwritten
rules

G from your target audience

H because a group of people are doing it.

| yet we also desire to be unique.

Ex. 4. Fill in the words from the list, then make sentences using the completed

phrases.
Innovative, distinguish, groups, groupthink, political, unwritten, audience, mind,

peaceful, justify, conform, roles

= on its own is difficultto ..........

influenced by ......... assumes the ...............

atruly............ idea conformto .............. assigned

group of ............... demonstrators to change their ........... rules

.................. their behavior evierieen......t0O group norms

minimal ............ paradigm belongs to a different ......... party

Ex. 5. Make up adjectives from these nouns:

Attentionorganization behavior practiceeffortoffice experimentpersonharm

Ex. 6. Make up the following words negative. Use prefixes -un, -in, -mis, -dis, -ir,

and so forth.

hardworkinghonestorganized effectivefulfilled successful
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Ex. 7. Give your own example to prove the proverb “Two heads are always bet-
ter than one”.

Ex. 8. Read the article again and retell it.

Ex. 9. Discuss the questions.

1. What are the advantages and disadvantages of sociality? Why do people often
join groups?

2. Is self-esteem shaped by your personality qualities or by the value and qualities of
groups to which you belong?

3. In what ways does membership in a group change a person’s self-concept and
social identity?

4. What steps would you take if you were to base a self-esteem enrichment program
in schools on the sociometer model of self-worth?

5. If you were a college professor, what would you do to increase the success of in-
class learning teams?

6. What are the key ingredients to transforming a working group into a true team?

7. Have you ever been part of a group that made a poor decision and, if so, were any
of the symptoms of groupthink present in your group?

How to avoid miscommunication
Ex. 1. Read the sentences and underline the correct word in bold.

The good news is that a basic understanding of what happens when we communi-
cate can help us prevent miscommunication/communication.

Communication is a text/message that moves directly from one person to another,
similar to someone tossing a ball and walking away.

Through the transaction, we create phrases/meaning together.

As humans, we can't help but send and receive messages through our own subjec-
tive/objective lenses.

Every person interprets the message they receive based on their friend-
ship/relationship with the other person.

Engage actively with the verbal and nonverbal feedback of others, and adjust your
message to facilitate greater recognizing/understanding.

Ex. 2. a) Answer the question.

What are some simple practices that can help us all navigate our daily interactions
for better communication?

b) Listen to the talk “How to avoid miscommunication” by Katherine Hampsten
and check your answers.

http://ed.ted.com/lessons/how-to-avoid-miscommunication-katherine-hampsten

Ex. 3. Read the text and fill in the answers into the sentences.

Have you ever talked with a friend about a problem only to realize that he just doesn't
seem to grasp why the issue is so important to you? Have you ever presented an idea to a
group and it's met with utter confusion? Or maybe you've been in an argument when the
other person suddenly accuses you of not listening to what they're saying at all? What's
going on here? The answer is miscommunication, and in some form or another, we've all
experienced it. It can lead to confusion, animosity, misunderstanding, or even crashing a
multimillion dollar probe into the surface of Mars. The fact is even when face-to-face with
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another person, in the very same room, and speaking the same language, human com-
munication is incredibly complex.

But the good news is that a basic understanding of what happens when we communi-
cate can help us prevent miscommunication. For decades, researchers have asked, "What
happens when we communicate?" One interpretation, called the transmission model, views
communication as a message that moves directly from one person to another, similar to
someone tossing a ball and walking away. But in reality, this simplistic model doesn't ac-
count for communication's complexity. Enter the transactional model, which acknowledges
the many added challenges of communicating. With this model, it's more accurate to think of
communication between people as a game of catch. As we communicate our message, we
receive feedback from the other party. Through the transaction, we create meaning together.
But from this exchange, further complications arise. It's not like the Star Trek universe,
where some characters can Vulcan mind meld, fully sharing thoughts and feelings. As hu-
mans, we can't help but send and receive messages through our own subjective lenses.
When communicating, one person expresses her interpretation of a message, and the per-
son she's communicating with hears his own interpretation of that message.

Our perceptual filters continually shift meanings and interpretations. Remember that
game of catch? Imagine it with a lump of clay. As each person touches it, they shape it to
fit their own unique perceptions based on any number of variables, like knowledge or past
experience, age, race, gender, ethnicity, religion, or family background. Simultaneously,
every person interprets the message they receive based on their relationship with the oth-
er person, and their unique understanding of the semantics and connotations of the exact
words being used.

They could also be distracted by other stimuli, such as traffic or a growling stomach.
Even emotion might cloud their understanding, and by adding more people into a conver-
sation, each with their own subijectivities, the complexity of communication grows expo-
nentially.

So as the lump of clay goes back and forth from one person to another, reworked,
reshaped, and always changing, it's no wonder our messages sometimes turn into a mush
of miscommunication. But, luckily, there are some simple practices that can help us all
navigate our daily interactions for better communication. One: recognize that passive hear-
ing and active listening are not the same. Engage actively with the verbal and nonverbal
feedback of others, and adjust your message to facilitate greater understanding. Two: lis-
ten with your eyes and ears, as well as with your gut. Remember that communication is
more than just words. Three: take time to understand as you try to be understood. In the
rush to express ourselves, it's easy to forget that communication is a two-way street. Be
open to what the other person might say. And finally, four: Be aware of your personal per-
ceptual filters. Elements of your experience, including your culture, community, and family,
influence how you see the world.

Say, "This is how | see the problem, but how do you see it?" Don't assume that your
perception is the objective truth. That'll help you work toward sharing a dialogue with oth-
ers to reach a common understanding together.

The communication model suggests that communication is a simple
message delivery from one person to another.
A Horizontal
B Transmission
C Transactional
D Most recent
Which of the following influences our perceptual filters?
A Age
B Religion
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C Family
D All of the above are influences
Which of these activities is the most intentional?
A Listening
B Hearing
Under the transactional model, communication is like playing a game of toss
with:
A Balloon
B Baseball
C Ball of clay
D Hot potato
What can we do to listen more effectively?
A Pay attention only to the words being said
B Focus primarily on what we want to say next
C Listen to the words being said, but also pay attention to visual cues and emotions
D Avoid making eye contact

Ex. 4. Fill in the correct prepositions, then make sentences, using the correct
phrases.

Of, from, with, through, to, in, with, into, to, on, by

lead ... smth, face-to-face ... another person, ... one person ... another, ... reality, ...
the transaction, based ... smth., distracted ... smth, turn ... smth., engage smb/smth, be
aware ... smth.

Ex. 5. Noise can be defined as any interference that disrupts and/or distorts
communication. What are some examples of noise? What sources of noise do you
struggle with the most in your own communication?

Ex. 6. Read the tips for better understanding.

Asking someone to repeat themselves once is normal. Twice can be a bit daunting
because you may end up having to ask a third time. If you are feeling nervous and really
unsure of what the speaker said after the first time, ask the person to write it down. Keep a
small notebook and pen with you at all times. For clarifying what the person said you can
use following phrases:

I’m sorry. Could you repeat that please?

I’'m sorry | didn’t hear you. Could you please say that again slowly?
You said ...?

Did you say X or Y?

Pardon?

Excuse me?

What was that?

Say that again please?

I’'m sorry, | don’t understand what means.

Ex. 7. Work in pairs. Answer the question. While listening to each other try to
use the phrases, mentioned above.

Communication is a two-way process, in which we work to understand ideas togeth-
er. How does feedback affect this process?
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Ex. 8. Discuss the question in groups.
Try to use the phrases from the table.
Why is communication often more difficult with a large group than a single individual?

Working in groups

Asking
for clarification

| didn’t quite get what
you meant...

Sorry, | don’t quite
understand why...

I'd like to know...
Could you explain ...,
please?

Discussing for
and against

Points for
Firstly.../To begin
with.../Secondly....
Moreo-
ver.../Besides...
Furthermore...

For example.../ For
instance...

Points against

By contrast...
Whereas...

On the one hand.../
on the other hand...
In fact...

Sadly.../ unfortunately

Asking
for information

Neutral

Could you tell me ...,
please?

Excuse me, do you
know...?

Do you happen to
know...?

I'd like to know,
please, ...

Can you tell me...,
please?

Trying to change
someone’s opinion

Neutral expressions
But don’t you think?
(Yes, but) do you re-
ally think ...?

(Yes, but) surely you
don’t think/believe
that...

(Yes, but) is/isn’t it
possible that ...?
Surely not, | mean
that...

(Yes, but) on the oth-
er hand...

Asking if someone
approves

Do you think ... are
all right?

Are you for...?

Is ... all right, d’'you
think?

Do you approve of...?
What is your attitude
towards...?

Saying you
approve

... Is very good.

... Is quite/absolutely
right.

... seems/sounds just
right.

... isjust what | had in
mind.

| am all for such opin-
ions.

... is all wrong

Saying you do not
approve

| don'’t think ... is very
good.

It is wrong to think
that...

It isn’t right to...

| can’t approve of...
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Psychology at Work

Should you know how much your colleagues get paid?
Ex. 1. Translate the words.

broadcasting information asymmetry
assumed fairness

strife failure

quit gender

conventional wage

transparency gap

peers shrink

discourage authority

Ex. 2. Answer the questions.
Do you think you should know how much your colleagues get paid? Why?
Would it improve the relationships between the colleagues?

Ex. 3. Read the sentences and try to fill in the missing words from the list.
salary, uncomfortable, law, everybody, 60, surprising, leaders

Most of us are ...... with the idea of broadcasting our salary.

If..... knew what everybody got paid, then all hell would break loose.

And the answers keep... .

In the United States, the ... protects an employee's right to discuss their pay.

Imagine showing up for work with your ... just written across your chest for all to see.

And of everybody who felt that they were underpaid, ...percent said that they intend-
ed to quit.

That's why entrepreneurial ... and corporate leaders have been experimenting with
sharing salaries for years.

Ex. 4. Listen to the Ted Talk by David Burkus “Why you should know how
much your coworkers get paid” and check your answers.

https://www.ted.com/talks/david_burkus_why_you_should_know_how_much_your_c
oworkers_get_paid

Ex. 5. Read the text. Define the main idea of each paragraph.

How much do you get paid? Don't answer that out loud. But put a number in your
head. Now: How much do you think the person sitting next to you gets paid? Again, don't
answer out loud. At work, how much do you think the person sitting in the cubicle or the
desk next to you gets paid? Do you know? Should you know?

Notice, it's a little uncomfortable for me to even ask you those questions. But admit it —
you kind of want to know. Most of us are uncomfortable with the idea of broadcasting our
salary. We're not supposed to tell our neighbors, and we're definitely not supposed to tell
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our office neighbors. The assumed reason is that if everybody knew what everybody got
paid, then all hell would break loose. There'd be arguments, there'd be fights, there might
even be a few people who quit. But what if secrecy is actually the reason for all that
strife? And what would happen if we removed that secrecy? What if openness actually in-
creased the sense of fairness and collaboration inside a company? What would happen if
we had total pay transparency?

For the past several years, I've been studying the corporate and entrepreneurial
leaders who question the conventional wisdom about how to run a company. And the
guestion of pay keeps coming up. And the answers keep surprising. It turns out that pay
transparency — sharing salaries openly across a company — makes for a better workplace
for both the employee and for the organization. When people don't know how their pay
compares to their peers’, they're more likely to feel underpaid and maybe even discrimi-
nated against. Do you want to work at a place that tolerates the idea that you feel under-
paid or discriminated against? But keeping salaries secret does exactly that, and it's a
practice as old as it is common, despite the fact that in the United States, the law protects
an employee's right to discuss their pay.

In one famous example from decades ago, the management of Vanity Fair maga-
zine actually circulated a memo entitled: "Forbidding Discussion Among Employees of
Salary Received". "Forbidding" discussion among employees of salary received. Now that
memo didn't sit well with everybody. New York literary figures Dorothy Parker, Robert
Benchley and Robert Sherwood, all writers in the Algonquin Round Table, decided to
stand up for transparency and showed up for work the next day with their salary written on
signs hanging from their neck.

Imagine showing up for work with your salary just written across your chest for all to
see. But why would a company even want to discourage salary discussions? Why do
some people go along with it, while others revolt against it? It turns out that in addition to
the assumed reasons, pay secrecy is actually a way to save a lot of money. You see,
keeping salaries secret leads to what economists call "information asymmetry." This is a
situation where, in a negotiation, one party has loads more information than the other. And
in hiring or promotion or annual raise discussions, an employer can use that secrecy to
save a lot of money. Imagine how much better you could negotiate for a raise if you knew
everybody's salary.

Economists warn that information asymmetry can cause markets to go awry. Some-
one leaves a pay stub on the copier, and suddenly everybody is shouting at each other. In
fact, they even warn that information asymmetry can lead to a total market failure. And |
think we're almost there. Here's why: first, most employees have no idea how their pay
compares to their peers'. In a 2015 survey of 70,000 employees, two-thirds of everyone
who is paid at the market rate said that they felt they were underpaid. And of everybody
who felt that they were underpaid, 60 percent said that they intended to quit, regardless of
where they were — underpaid, overpaid or right at the market rate. If you were part of this
survey, what would you say? Are you underpaid? Well, wait — how do you even know, be-
cause you're not allowed to talk about it?

Next, information asymmetry, pay secrecy, makes it easier to ignore the discrimination
that's already present in the market today. In a 2011 report from the Institute for Women's
Policy Research, the gender wage gap between men and women was 23 percent. This is
where that 77 cents on the dollar comes from. But in the Federal Government, where sala-
ries are pinned to certain levels and everybody knows what those levels are, the gender
wage gap shrinks to 11 percent — and this is before controlling for any of the factors that
economists argue over whether or not to control for. If we really want to close the gender
wage gap, maybe we should start by opening up the payroll. If this is what total market fail-
ure looks like, then openness remains the only way to ensure fairness.
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Now, | realize that letting people know what you make might feel uncomfortable, but
isn't it less uncomfortable than always wondering if you're being discriminated against, or if
you wife or your daughter or your sister is being paid unfairly? Openness remains the best
way to ensure fairness, and pay transparency does that.

That's why entrepreneurial leaders and corporate leaders have been experimenting
with sharing salaries for years. Like Dane Atkinson. Dane is a serial entrepreneur who start-
ed many companies in a pay secrecy condition and even used that condition to pay two
equally qualified people dramatically different salaries, depending on how well they could
negotiate. And Dane saw the strife that happened as a result of this. So when he started his
newest company, SumAll, he committed to salary transparency from the beginning. And the
results have been amazing. And in study after study, when people know how they're being
paid and how that pay compares to their peers’, they're more likely to work hard to improve
their performance, more likely to be engaged, and they're less likely to quit.

That's why Dane's not alone. From technology start-ups like Buffer, to the tens of
thousands of employees at Whole Foods, where not only is your salary available for eve-
ryone to see, but the performance data for the store and for your department is available
on the company intranet for all to see.

Now, pay transparency takes a lot of forms. It's not one size fits all. Some post their
salaries for all to see. Some only keep it inside the company. Some post the formula for
calculating pay, and others post the pay levels and affix everybody to that level. So you
don't have to make signs for all of your employees to wear around the office. And you don't
have to be the only one wearing a sign that you made at home. But we can all take greater
steps towards pay transparency. For those of you that have the authority to move forward
towards transparency: it's time to move forward. And for those of you that don't have that
authority: it's time to stand up for your right to.

So how much do you get paid? And how does that compare to the people you work
with? You should know. And so should they.

Ex. 6. Read the text and mark the statements True (T) or False (F).

a) It turns out that pay transparency — sharing salaries openly across a company —
makes for a worse workplace for both the employee and for the organization.

b) When people don't know how their pay compares to their peers', they're more
likely to feel underpaid and maybe even discriminated against.

c) New York literary figures decided to stand up for transparency and showed up for
work the next day with their salary written on signs hanging from their neck.

d) Pay secrecy is actually a way to waste a lot of money.

e) Economists warn that information asymmetry can cause markets to go right.

Ex. 7. Fill in the words from the list, then make sentences using the completed
phrases.

gender salaries qualified feel market pinned sense loose stand up
annual improve removed run assumed

break ....... the .... reasons

. that secrecy ... raise discussions
the .... of fairness lead to a total ... failure
to.... acompany the ... wage gap
sharing ... openly to be ... to certain levels
to ... underpaid equally.... people

to.... for transparency to.... their performance
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Ex. 8. Read the text once again and summarize it in 5-7 sentences.
What makes us feel good about our work
Ex. 1. Try to answer the question: What makes us feel good about our work?

Ex. 2. Translate the words and phrases. Choose five of them and make the sen-
tences of our own.

care about crushed

labor market expense reports
challenging circumstances acknowledged condition
recover output

meaning eliminating motivations
motivate us will

for a merger and acquisition connected

It's not worth ownership

was inspired by identity

futile work pride

the magnitude of the importance

Ex. 3. Listen to the Ted Talk by Dan Airy “What makes us feel good about our
work” and answer the questions:
http://ed.ted.com/lessons/what-makes-us-feel-good-about-our-work-dan-ariely

1. Why was the former student who came to see Dan Ariely depressed?

A His boss was unimpressed with the presentation he had worked so hard on

B The merger and acquisition were canceled and he would no longer be promoted
C His PowerPoint presentation was lost the night before he was supposed to show it
D The presentation he had put so much effort into would go unwatched

2. What is the Sisyphic condition (also known as the Sisyphusian condition)?

A The condition by which Sisyphus was finally freed from his torture

B A condition in experiments that test how workers achieve happiness

C A condition in experiments that test how workers respond when the meaning of
their task is diminished

D The act of diminishing financial compensation for a task in an experiment

3. In the Sisyphic condition of the Legos experiment, what was the correlation
between the love of Legos and the amount of Bionicles people built?

A The people who loved Legos built more Bionicles because they gained more inter-
nal joy from it

B The people who loved Legos less built less Bionicles because they got less enjoy-
ment from it

C The people who loved Legos less built more Bionicles because they saw the task
purely as work

D There was no correlation between the love of Legos and the amount of Bionicles
people built

4. In the second experiment, how did the subjects in the second condition
(ignored) respond?

A The ignored subjects responded similarly to the subjects in the acknowledged con-
dition
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B The ignored subjects responded almost as badly as the subjects in the shredder
condition

C The ignored subjects responded at a point almost exactly in the middle of those in
the acknowledged and shredder conditions

D The ignored subjects began cheating as the experiment progressed

5. An the origami experiment, what was the effect of eliminating the instruc-
tions for some of the subjects?

A Evaluators were more likely to buy the origami made without instructions because
they were aware of the extra effort put into making them

B The subjects with instructions liked their origami more than those without instruc-
tions because their results were less ugly

C The subjects without instructions grew jealous of those with instructions completing
the same task

D The subjects without instructions liked their origami even more than those with in-
structions because of the extra effort they had put in

6. What does mountain climbing suggest about human behavior?

According to the group of engineers, what could the CEO of the software company
Dan Ariely visited have done to make them less depressed about their project being can-
celled?

What is the relationship between IKEA furniture and cake mixes?

What is Dan Ariely's comparison between Adam Smith and Karl Marx? Do you agree
that Adam Smith was more correct?

Ex. 4. Read the part of the talk and complete the words from the table. Then
listen and check your answers.

eyes done Bad difficult carefully looking motivations ignoring  eliminating

Now there's good news and ... news here. The bad news is that ... the performance
of people is almost as bad as shredding their effort in front of their ... Ignoring gets you a
whole way out there. The good news is that by simply ... at something that somebody has
..., scanning it and saying "Uh huh," that seems to be quite sufficient to dramatically im-
prove people's... So the good news is that adding motivation doesn't seem to be so... The
bad news is that ... motivations seems to be incredibly easy, and if we don't think about it
..., we might overdo it. So this is all in terms of negative motivation, or eliminating negative
motivation.

Ex. 5. Read the text and answer the question:
How can we make people be more productive and happier?

The reality is that we've switched, and now we're in the knowledge economy. You
can ask yourself, what happens in a knowledge economy? Is efficiency still more important
than meaning? | think the answer is no. | think that as we move to situations in which peo-
ple have to decide on their own about how much effort, attention, caring, how connected
they feel to it, are they thinking about labor on the way to work, and in the shower and so
on, all of a sudden Marx has more things to say to us. So when we think about labor, we
usually think about motivation and payment as the same thing, but the reality is that we
should probably add all kinds of things to it — meaning, creation, challenges, ownership,
identity, pride, etc.
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The good news is that if we added all of those components and thought about them —
how do we create our own meaning, pride, motivation, and how do we do it in our work-
place, and for the employees — | think we could get people to be both more productive and
happier.

Ex. 6. Find the verbs, from which these nouns were derived. Use each of them
in your own sentence.

Attention, meaning, caring, motivation, creation, identity, payment

Ex. 7. Give the opposite meaning to each word. Make up your own sentence
with each word.

Sufficient, carefully, easy, negative, productive, happy.

UNIT 4

s

Psychology of Family Relationships
The history of marriage

Ex. 1. Translate the words.
. Inspirational

. have in common

. pair bonding

. securing rights

. civil authorities

. link

. afford

. was allowed

. banned

O©oo~NoolhWNER

Ex. 2. Answer the questions.
How long has marriage exited?
What forms of marriage do you know?

Ex. 3. Watch, listen and check your answers.
http://ed.ted.com/lessons/the-history-of-marriage-alex-gendler

Ex. 4. Listen again and put the words or phrases in the order you hear them.
Multiple husband

Purpose

Egypt and Israel

Relationship

PwnNPE
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5. Social classes

6. Mesopotamian prayers
7. Governing marriage

8. Same-sex unions

9. Bride and groom

10. Shaped by society

11. Individual happiness
12. Ghost marriage

13. Bride and groom

Ex. 5. Read the text and answer the questions.

There have been many different things written and said about marriage. From the
sweetly inspirational to the hilariously cynical. But what many of them have in common is
that they sound like they express a universal and timeless truth, when in fact nearly every-
thing about marriage, from its main purpose to the kinds of relationships it covers to the
rights and responsibilities involved, has varied greatly between different eras, cultures and
social classes.

So, let's take a quick look at the evolution of marriage. Pair bonding and raising chil-
dren is as old as humanity itself. With the rise of sedentary agricultural societies about
10,000 years ago, marriage was also a way of securing rights to land and property by des-
ignating children born under certain circumstances as rightful heirs.

As these societies became larger and more complex, marriage became not just a
matter between individuals and families, but also an official institution governed by reli-
gious and civil authorities. And it was already well established by 2100 B.C. when the ear-
liest surviving written laws in the Mesopotamian Code of Ur-Nammu provided many specif-
ics governing marriage, from punishments for adultery to the legal status of children born
to slaves.

Many ancient civilizations allowed some form of multiple simultaneous marriage. And
even today, less than a quarter of the world's hundreds of different cultures prohibit it. But
just because something was allowed doesn't mean it was always possible. Demographic
realities, as well as the link between marriage and wealth, meant that even though rulers
and elites in Ancient Mesopotamia, Egypt and Israel had multiple concubines or wives,
most commoners could only afford one or two tending towards monogamy in practice. In
other places, the tables were turned, and a woman could have multiple husbands as in the
Himalayan Mountains where all brothers in a family marrying the same woman kept the
small amount of fertile land from being constantly divided into new households.

Marriages could vary not only in the number of people they involved but the types of
people as well. Although the names and laws for such arrangements may have differed,
publicly recognized same-sex unions have popped up in various civilizations throughout
history. Mesopotamian prayers included blessings for such couples, while Native American
Two-Spirit individuals had relationships with both sexes. The first instances of such ar-
rangements actually being called "Marriage" come from Rome, where the Emperors Nero
and Elagabalus both married men in public ceremonies with the practice being explicitly
banned in 342 A.D. But similar traditions survived well into the Christian era, such as
Adelphopoiesis, or "brother-making" in Orthodox churches, and even an actual marriage
between two men recorded in 1061 at a small chapel in Spain.

Nor was marriage even necessarily between two living people. Ghost marriages,
where either the bride or groom were deceased, were conducted in China to continue
family lineages or appease restless spirits. And some tribes in Sudan maintain similar
practices.
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Despite all these differences, a lot of marriages throughout history did have one thing
in common. With crucial matters like property and reproduction at stake, they were way too
important to depend on young love. Especially among the upperclasses, matches were
often made by families or rulers. But even for commoners, who had some degree of
choice, the main concern was practicality.

The modern idea of marriage as being mainly about love and companionship only
emerged in the last couple of centuries. With industrialization, urbanization and the growth
of the middle class more people became independent from large extended families and
were able to support a new household on their own. Encouraged by new ideas from the
Enlightenment, people began to focus on individual happiness and pursuits, rather than
familial duty or wealth and status, at least some of the time.

And this focus on individual happiness soon led to other transformations, such as
easing restrictions on divorce and more people marrying at a later age. So, as we contin-
ue to debate the role and definition of marriage in the modern world, it might help to keep
in mind that marriage has always been shaped by society, and as a society's structure,
values and goals change over time, its ideas of marriage will continue to change along
with them.

When did marriage originate?
1) 342 AD

2) 2100 BC

3) Before 10,000 BC

4) At the Big Bang

What was the main purpose of marriage in agricultural societies?
1) Allowing the village to hold a wedding feast

2) Establishing ownership and inheritance of land

3) Deciding who would perform which farming tasks

4) To reward the handsomest farmer with the prettiest bride

About how many wives did most common men in polygamous societies have?
1) 1

2) 10

3) 700

4) 100000

What is a ghost marriage?

1) A wedding where the bride and groom are covered by white sheets

2) A marriage where one of the parties is the spirit of a deceased person
3) A former marriage that is no longer valid

4) A marriage between two people who are already in the afterlife

Why was polyandry practiced in the Himalayan Mountains?
1) It was part of the Himalayan creation myth

2) There weren’t enough women

3) Women wanted more husbands

4) There wasn’t enough farmland to create new households
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Ex. 6. Match the words and their definitions.

1. Marriage a) the production of offspring by a sexual or asexual process
2. Designating b) a person legally entitled to the property or rank of another on
children that person's death

3. Rightful heirs c) voluntary sexual intercourse between a married person and
a person who is not their spouse

4. Adultery
d) the formal union of a man and a woman, typically as recog-
5. Monogamy nized by law, by which they become husband and wife

6. Arrangements | e) the legal dissolution of a marriage by a court or other com-
petent body

7. Reproduction
f) the practice of marrying or state of being married to one per-
8. Divorce son at a time

g) officially give a specified status or name to

h) an agreement with someone to do something

Ex. 7. In pairs find the answers.

Explain how a tribal alliance through marriage might work to prevent conflict between
two groups.

Why would the authorities in an agricultural society have official laws governing mar-
riage?

What are some of the social problems that allowing multiple simultaneous marriages
could create?

Ex. 8. Discuss in groups.

With all the different forms of marriage that have existed, is there any main thing that
they still shared in common? Can you come up with a definition of marriage that encom-
passes all the different examples given?

The secret of happy marriage

Ex. 1. Answer the questions.

Most people get married. Some of them divorce, some families continue living to-
gether but ague all the time and hate each other. But some partners live and love for all
their live.

What is their secret? What should a man and a woman do in order to live happily to-
gether?

Ex. 2. Watch and listen to the talk Jenna McCarthy What you don't know about
marriage by Jenna McCarthy and compare your answers with hers.
https://www.ted.com/talks/jenna_mccarthy what you don_t know_about marriage
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Ex. 3. Read the text and find out the secrets of happy marriage and their expla-
nations and what people should try to do and not to do in order to live long happy
life together.

Every year in the United States alone, 2,077,000 couples make a legal and spiritual
decision to spend the rest of their lives together ... and not to have sex with anyone
else, ever. He buys a ring, she buys a dress. They go shopping for all sorts of things. She
takes him to Arthur Murray for ballroom dancing lessons. And the big day comes. And
they'll stand before God and family and some guy her dad once did business with, and
they'll vow that nothing, not abject poverty, not life-threatening illness, not complete and
utter misery will ever put the tiniest damper on their eternal love and devotion.

These optimistic young bastards promise to honor and cherish each other through
hot flashes and mid-life crises and a cumulative 50-lb. weight gain, until that far-off
day when one of them is finally able to rest in peace. You know, because they can't hear
the snoring anymore. And then they'll get stupid drunk and smash cake in each other’s'
faces and do the "Macarena”, and we'll be there showering them with towels and toast-
ers and drinking their free booze and throwing birdseed at them every single time -- even
though we know, statistically, half of them will be divorced within a decade.

Of course, the other half won't, right? They'll keep forgetting anniversaries and argu-
ing about where to spend holidays and debating which way the toilet paper should come
off of the roll. And some of them will even still be enjoying each other’'s' company when
neither of them can chew solid food anymore.

And researchers want to know why. | mean, look, it doesn't take a double-blind, pla-
cebo-controlled study to figure out what makes a marriage not work. Disrespect, boredom,
too much time on Facebook, having sex with other people. But you can have the exact op-
posite of all of those things — respect, excitement, a broken Internet connection, mind-
numbing monogamy — and the thing still can go to hell in a hand basket. So what's going
on when it doesn't? What do the folks who make it all the way to side-by-side burial
plots have in common? What are they doing right? What can we learn from them? And if
you're still happily sleeping solo, why should you stop what you're doing and make it your
life's work to find that one special person that you can annoy for the rest of your life?

Well researchers spend billions of your tax dollars trying to figure that out. They stalk
blissful couples and they study their every move and mannerism. And they try to pinpoint
what it is that sets them apart from their miserable neighbors and friends. And it turns
out, the success stories share a few similarities, actually, beyond they don't have sex with
other people.

For instance, in the happiest marriages, the wife is thinner and better looking than
the husband. Obvious, right. It's obvious that this leads to marital bliss because, women,
we care a great deal about being thin and good looking, whereas men mostly care about
sex ... ideally with women who are thinner and better looking than they are. The beauty of
this research though is that no one is suggesting that women have to be thin to be hap-
py; we just have to be thinner than our partners. So instead of all that laborious dieting and
exercising, we just need to wait for them to get fat, maybe bake a few pies. This is good
information to have, and it's not that complicated.

Research also suggests that the happiest couples are the ones that focus on the
positives. For example, the happy wife. Instead of pointing out her husband's growing
gut or suggesting he go for a run, she might say, "Wow, honey, thank you for going out of
your way to make me relatively thinner". These are couples who can find good in any situ-
ation. "Yeah, it was devastating when we lost everything in that fire, but it's kind of nice
sleeping out here under the stars, and it's a good thing you've got all that body fat to keep
us warm".

One of my favorite studies found that the more willing a husband is to do house work,
the more attractive his wife will find him. Because we needed a study to tell us this. But
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here's what's going on here. The more attractive she finds him, the more sex they
have; the more sex they have, the nicer he is to her; the nicer he is to her, the less she
nags him about leaving wet towels on the bed — and ultimately, they live happily ever after.
In other words, men, you might want to pick it up a notch in the domestic department.

Here's an interesting one. One study found that people who smile in childhood pho-
tographs are less likely to get a divorce. This is an actual study, and let me clarify. The re-
searchers were not looking at documented self-reports of childhood happiness or even
studying old journals. The data were based entirely on whether people looked happy in
these early pictures. Now | don't know how old all of you are, but when | was a kid, your
parents took pictures with a special kind of camera that held something called film, and, by
God, film was expensive. They didn't take 300 shots of you in that rapid-fire digital video
mode and then pick out the nicest one for the Christmas card. Oh no. They dressed you
up, they lined you up, and you smiled for the fucking camera like they told you to or you
could kiss your birthday party goodbye. But still, | have a huge pile of fake happy childhood
pictures and I'm glad they make me less likely than some people to get a divorce.

So what else can you do to safeguard your marriage? Do not win an Oscar for best
actress. I'm serious. Bettie Davis, Joan Crawford, Hallie Berry, Hillary Swank, Sandra
Bullock, Reese Witherspoon, all of them single soon after taking home that statue. They
actually call it the Oscar curse. It is the marriage kiss of death and something that should
be avoided.

And it's not just successfully starring in films that's dangerous. It turns out, merely
watching a romantic comedy causes relationship satisfaction to plummet. Apparently,
the bitter realization that maybe it could happen to us, but it obviously hasn't and it
probably never will, makes our lives seem unbearably grim in comparison. And theoret-
ically, | suppose if we opt for a film where someone gets brutally murdered or dies in a
fiery car crash, we are more likely to walk out of that theater feeling like we've got it
pretty good.

A Few Keys to Family Communication That Will Help Any Father or
Mother Better Communicate with Each Other and with the Family

Ex. 1. Read the text.

Understand the model. Successful family communication tends to follow a pattern.
By better understanding the communication model, we can better prepare to communicate
effectively and learn to listen with more than just our ears.

Minimize distractions. One important part of the communication model is the
"noise” which seems to surround our communication efforts. Cutting down on the noise
when we are communicating with family members is an important part of communicating
effectively.

Make time. The best family communication happens when we set aside time to
communicate. Passing in the hallway in the morning and evening is not enough. Setting
aside time for one-on-one dates with our children, family nights and family getaways can
enhance our opportunities to communicate effectively.

Listen actively. Leadership guru Dr. Stephen Covey included as one of his Seven
Habits of Highly Effective People the habit of seeking first to understand and then to be
understood. Actively listening is about listening with all of our senses and making sure that
we understand the other person's views and thoughts before formulating our own. Active
listening requires watching for body language, plumbing the depths of meaning and being
empathetic.

Get on their level. Physical cues and body language are really important when
communicating with our children. Keeping an open stance, kneeling or sitting down if nec-
essary and keeping language in terms that they can understand enhances effective com-

46



munication. And making sure that our physical interactions are appropriate to the situation
can also help create an atmosphere where communication can flourish.

Show respect. It is important to show respect for the other person in our communi-
cation by being positive, even when needing to discipline. We should praise in public and
reprove in private. It is important to stay in a respectful tone and communicate with "I"
messages rather than "you" messages.

Find win/win. Covey also talks about the concept of "win/win or no deal" in
his Seven Habits. In our communications, we need to find win/wins where both parties in
the communication effort come out on the winning end. Compromise is important, except
when it comes to basic principles. But often how we apply those principles in real life can
be an opportunity to teach and be flexible.

Control emotions. A temper tantrum does more to harm communication than almost
anything. Sometimes dads and kids need a "time out" to get in control and manage their
angry feelings.

Good communication takes focus and serious effort. Working on our communica-
tion skills and patterns can help us be better fathers and build stronger family relation-
ships.

Ex. 2. Complete the phrases with these words:
winning seeking  cutting aside communicate takes pattern body
communicate opportunities interactions

1.tofollowa............. 7. watching for ............ language
2.t0 ...l effectively 8. physical ..............o, .
3. ...... down on the noise 9 with "I" message
4.set.....ccoceinnn.. time 10.the oo end
5. enhanceour ............. 1 focus

6. habit .............. of first

Ex. 3. In pairs discuss what the best key to family communication is and why.

Ex. 4. Family role-plays

Choose a role-play from one of the following scenarios. Write it up with your partner,
and perform it for your group mates. The role-play should last at least 2 minutes.

e You are a student at an English institute outside of your country. You’d like your
parents to send you some more spending money. Telephone your father (your partner in
the role-play) and ask for more money. Your father feels that you are spending too much
money. Come to a compromise.

e You are visiting your cousin (your partner) whom you haven’t seen in a long time.
Catch up on all the news from your two families, as well as from your own lives.

e You are a student who has improved at school, but your mother/father (your part-
ner) doesn’t feel that you have done enough. Discuss together what you can do to improve
your grades, but also recognize your increased efforts.

e You are the aunt / uncle of your partner. Your partner wants to ask you about what
life was like with your brother (your partner’s father) when you were both teenagers. Have
a discussion about the old times.

e You would like to get married to a man / woman your parents do not approve of.
Have a discussion with your mother / father (your partner) about your plans. Try to break
the news gently, while still maintaining your desire to get married.
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e You are having a discussion with your husband / wife (your partner) about your son
who is having problems at school. Accuse each other of not being a good parent, but try to
come to a conclusion that will help your child.

« You are a technological wizard and have a new idea for a great startup on the inter-
net. Try to convince your father to fund your business with a $100,000 loan. Your partner
will be your father who is very skeptical about your idea because he thinks you should be a
doctor.

Ex. 5. Simulation. Work in groups of four. Form family groups in which each
person has a specific role: mother, father, 17-year old son, and 11-year old daugh-
ter. Discuss a decision facing the family.

The father, Mr. Harris, has been offered a job in New York, at a salary double what
he is making now. He has asked his family to help him decide whether or not to move.
Take your role cards and read them. Think for a few minutes about what you will say in the
family discussion. At a signal, begin discussing the problem with the goal of arriving at a
decision that all eventually agree upon. You have 10-15 minutes.

After each group has finished, one member from each group reports to the class on
your decision. Debrief with the following questions: Was it difficult to play your role? Why?
/ Would this discussion be different in our culture? Would children participate in such a de-
cision? Would a wife participate? / Was it difficult to reach a consensus decision? Why or
why not?

Situation: Family must decide about moving to New York.

Role Card 1.Your Role: Mr. Harris, the father.

You have been offered a job as a manager of a computer sales firm in New York
City. The job pays almost twice as much as the job you now have as a manager of a small
computer store. You think about how nice that extra money would be for your children’s
education, but you also realize that you like the job you now have because it offers securi-
ty and the owner of the company is understanding and willing to raise your salary if busi-
ness improves.

Role Card 2.Your Role: Mrs. Harris, the mother.

You have been teaching in elementary school in your city for 15 years. You love the
children and the school situation. You don’t want to leave this small town where you were
born and where your children have lived all their lives. You have heard about the crime, traf-
fic, and high cost of living in New York and don’t think it's a good place to raise children.

Role Card 3.Your Role: Kevin Harris, the 17-year-old son.

You are beginning your senior year in high school and say, “No way will | leave Cen-
tral High!” You are on the football team and have a 3.9 grade point average in your class-
work. You are hoping for a scholarship to an Eastern university, possibly one in New York
or Boston. If you leave now, you probably won’t have a chance to get the scholarship.

Role Card 4.Your Role: Karen Hatrris, the 11-year-old daughter.

Music is the center of your life. You have played the piano since you were four years
old and also have taken singing lessons for six years. Your piano and voice teachers be-
lieve you are very talented, but they are worried that you will not receive the kind of in-
struction that your talent requires in your small town. You've always dreamed about study-
ing in New York and would be willing to move.
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PUBLIC ADMINISTRATION

UNIT 1,

—Ah

Management styles

Part |
Managers and employees

What do you think motivation is?

How can employees be motivated?

Should managers discuss decisions with employees?
Can you describe the idea of Theory X and Theory Y?

Ex. 1. Read the text and check your answers

1. Motivation 1

All employees can find satisfaction in what they do. Managers give them responsibil-
ity which means that the decisions they take have a direct impact on a company success,
and encourage them to use their initiative, so they don’t have to ask managers about every
decision they make.

Managers hope this gives employees the feeling that they are valued, with manage-
ment knowing the effort they make. Managers believe that all this leads to a higher sense
of motivation among employees.

When everyone feels motivated, morale is good and there is a general feeling of well-
being in the organization.

2. Motivation 2

Some managers don't believe in all this talk about motivation. Their subordinates
are the people working under them, are basically lazy and need constant supervision —
some managers have to check what they are doing all the time. This is authoritarian way
of managing. Decisions must be imposed from above without consultation — authoritarian
managers don’t discuss decisions with workers, they just tell them what to do.

Note: Subordinate is very formal and can be negative.

3. Theory X and Theory Y

Authoritarian managers have conservative views and believe in Theory X. The idea
of that theory is people dislike work and will do everything they can to avoid it.
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Humanitarian managers believe in Theory Y. This theory presents more advanced
view. According to it, everyone has the potential to find satisfaction in work in the right
conditions.

Ex. 2. Give the Russian equivalents to the following phrases from the text.
1. satisfaction

2. responsibility

3. a direct impact to
4. to encourage

5. to make decision
6. to be valued

7. motivation

8. morale

9. well-being.

Ex. 3. Decide if these sentences are true, false or doesn’t say.

a) All employees always ask managers what decision they should make.

b) Managers give employees the feeling that they are valuable for a company.

c) Methods of authoritarian managers is more effective than humanitarian meth-
ods of work.

d) Humanitarian managers have conservative views.

e) Theory X presents the idea of people who dislike working and do everything to
avoid it.

Ex. 4. Put the words in the right order.

1. Can/in/do/what/all/find/employees/they/satisfaction.

2. Employees/to/about/every/ask/have/decision/make/they/don’t/managers.
3. Managers/workers/with/don’t/decisions/authoritarian/discuss.

4. More/advanced/theory Y/view/presents.

5. Is/formal/and/negative/subordinate/very/be/can.

Ex. 5(03). The Culham Health Trust is an NGO based in New York. It has invited
its key personnel, sponsors, and fundraisers to its headquarters to mark its 20th
anniversary. Listen to these two conversations and answer the following questions.

1. What does Jo deal with?

2. Who does Luc have to report to?

3. How many trips does Luc do a year?

4. What is Dr. Mayer responsible for?

5. Is Hitoshi from Japan?

Part Il
Workplace and facilities

Imagine and share with a partner your idea about the place where you would like to
work?
What facilities would you like to have?

Ex. 1. Read this article and compare your answers with ones in the text.

1. Dream factory

Does this complex look like an opera house? Actually, it has hosted Dresden Opera’s
highly successful production of Carmen, but ordinarily, it is tourists and customers who are
welcomed to this state-of-the-art car plant. For a start, the “Glass Factory” houses an in-
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teractive experience for learning about VW. A well-equipped and spacious customer cen-
tre invites buyers to choose the most up-to-date model, with specific colors and interiors.
The ground floor houses a fine restaurant, but the amazing thing is that it stands in a city
park next to Dresden’s beautifully maintained baroque museums and churches.

2. All for a good cause

Cause marketing is a type marketing where a typical, “for profit” business and a non-
profit organazation (for example, a charity like Unicef or Medecines Sans Frontieres) work
together. This cooperation has benefits for both partners. In the United States, companies
spend more than a billion dollars per year on cause marketing and this amount is
increasing.

Example 1

The French-owned company, Yoplait, specializes in yogurt and desserts, and offers
some 2,500 products in approximately 50 countries worldwide. In the United States,
Yoplait is working with the Sisan G. Komen Breast Cancer Foundation to help raise
awareness and mony for research into breast cancer through its Save Lids to Save Lives
programme. This asks customers to send the company their pink Yoplait yogurt lids. For
every lid recelved, the company gives a sum of money to the Foundation.

Example 2

The UK-based mobile-phone company, Vodafone, is well know as a sponsor of the
European football UEFA Champions League. Vodafone is also working with the National
Autistic Society (NAS) to provide help with autism and their families. The company’s role
includes:

esetting up a database of services for people with autism which can be accessed
online or by mobile phone

e paying for advertising and marketing compaigns to publicize the work of NAS and to
rise awareness about autism

erecycling old mobile phones and giving the profits to NAS.

3. The email

Dear all

As you may know, we are developing a major new project. | am attaching a short
summary of the project for your information.

In order for the project to be a success, we need to get input and support from as many
departments as possible. With this in mind, I'd like to set up a Project Team, including at
least one member from each department, to meet once a month to discuss the project.

| realise this is a busy time of year for many departments, but I'd like to stress that this
project is of vital importance to the future growth of our organisation. There is no work in-
volved for team members, apart from reading project documentation, attending the monthly
team meetings, offering ideas and helping us to identify and solve potential problems.

| believe membership of the team will also be beneficial for individual members, as
they will gain a better understanding of this project and, more generally, the way the or-
ganisation works as a whole. Members will also gain invaluable experience of project
management. Also, as the meetings will be conducted in English, it will be a good chance
for team members to develop their communication skills in English.

So, could | ask each of you to nominate one or two suitable people from your de-
partment to be on the team? Please could you get back to me by the end of this week with
your nominations?

Many thanks and best regards
Olesya, Project Co-ordinator
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4. The second email.

Dear all

First of all, welcome to the Project Team. I'm very excited about this project, and I'm
convinced that with your support and ideas, we can make it a tremendous success. I'm at-
taching some background documents so you can familiarise yourself with the project aims
and scope.

I'd like to organise the first meeting some time next week, as early as possible (pref-
erably on Monday or Tuesday). Could | therefore ask you to let me know your availability
for next week, so | can find a time that suits most people? The first meeting should last no
more than one hour. Please email me with your availability, ideally today (Monday) or to-
morrow morning at the latest.

Thanks a lot

Olesya, Project Co-ordinator

5. The third email and the agenda.
Dear all

Thanks to everyone who sent me their availability. Based on the information | re-
ceived, I'd like to invite you to our first meeting on Tuesday 17th March from 13.00 to
14.00 in the small conference room. Coffee and biscuits will be provided.

I’'m attaching an agenda. Please make sure you have read the agenda carefully be-
fore the meeting, as well as the briefing documents that | sent on Monday (attached again
for your reference).

Thanks a lot and see you on Tuesday.
Olesya, Project Co-ordinator

Agenda Date:
17th March Time: 13.00 — 14.00
Location: Small conference room

. Presentation: Background to the project, aims, scope
. Questions and answers

. Brainstorming: ideas for the launch event

. Action points

. Schedule for next month’s meeting

. AOB

OO WNBE

6. The fourth email.

Dear all

Thanks to everyone who came to our first meeting yesterday. | think it was an incred-
ibly productive meeting, and your contributions and ideas were extremely valuable.

As promised, I’'m attaching the meeting minutes. Please check them carefully, espe-
cially the list of Action Points at the end, to make sure | have recorded everything correctly,
and let me know if | need to correct anything. I'll email people individually about specific
Action Points.

As we discussed, our next meeting will be on 20th March from 15.00 to 16.00. I'll be
in touch closer to that date with an agenda for that meeting.

Thanks again for all your support.
All the best.

Olesya, Project Co-ordinator
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Ex. 2. Think and give your suggestions to the following statements:

1 List the advantages of cause marketing for both partners.

2 Give the reasons why these companies chose to work with these charities.
3 List the possible disadvantages in this kind of collaboration.

Ex. 3. Answer the following questions:

1. Does Olesya want to discuss the project once a week?
2. Does Olesya have much work as a team member?

3. What word does Olesya use twice to explain reasons?
4. What language will be used at the meeting?

Ex. 4. Discuss these questions:

1. How does Olesya try to develop motivation and enthusiasm?

2. What techniques does Olesya use in the second paragraph to be flexible but still
guide the decision-making process?

3. What important information does Olesya include in the first paragraph?

4. Do you think the agenda contains enough information?

5. What does AOB mean at the end of the agenda?

6. Why do you think Olesya is so enthusiastic in her opening paragraph?

7. Why does Olesya stress the importance of checking and correcting the minutes?

Ex. 5 (43). An architect is making initial recommendations to a facilities manag-
er for a new office layout. They have looked at employee suggestions and started to
draw up plans for it. They are discussing ideas for a creche and a relaxation area.
Listen and answer questions.

1. What ideas do they have?

2. Why did they choose the first idea and why?

3. Why do they think that the second idea is inappropriate?

4. Where did they decide the creche?

Ex. 6 (43). Listen again and tick the responses you hear in the meeting.
1. Ireally likeit.

2. Good idea.

3. Sorry, but | don’t think that would work.

4. 'mnotsure.
5. Great!
6. Exactly.
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UNIT 2

g

Employment

Part |
EMPLOYABILITY

Employment and employability

Tim is a 30-year-old information technology IT specialist, talks about his career so far:

| used to work in the IT department of a bank. All the IT work was done in-house. |
thought | had a job for life. But then one day the bank decided to cut costs by outsourcing
the work to a specialist IT company called IT Services (ITS).

Luckily, the bank didn’t make me redundant so | didn’t lose my job, and after a while |
decided to work for ITS instead. At first, | didn’t know what to expect, but now I'm very
happy. We work with a lot of different clients — I’'m a consultant and | give them advice.

Employability

“ITS put a lot of emphasis on professional development and we often go on training
courses so we can keep up with current trends in the industry.

ITS tell us that although we may not have a job for life with the company, our up-to-
date skills will mean that we will always be employable. Companies and governments talk
about the importance of lifelong learning — continuing to develop our knowledge by going
on courses and reading journals, for example.

| really enjoy my work but in the next year or two, | may make a career move and join
another company.”

Freelancers and portfolio workers

“‘When I’'m about 40, | want to set up on my own as a freelancer offering consultancy
services to different companies. The idea of working freelance on different projects for dif-
ferent clients attracts me.”

The management thinker Charles Handy calls freelancers portfolio workers because
they have a portfolio or range of different clients. Some experts say that increasing num-
bers of people will work this way in the future, as companies outsource more and more of
their work because they want to concentrate on their core functions.

Note: People are called freelancers or freelances. The corresponding adjective is
freelance, as in “freelance work”.

Ex. 1. Give the Russian equivalents to the following phrases from the text.
1) in-house;

2) job for a life;

3) outsource;

4) to make redundant;

5) a consultant;

6) professional development;
7) current trends;

8) up-to-date skills;

9) lifelong learning;

10) career move;

11) a freelancer/freelance;
12) core function.
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Ex. 2. Decide if these sentences are true, false, doesn’t say.
. Tim is a specialist in IT.

. He used to work in the IT department at university.

. Tim was fired for being late.

. The bank had to make Tim redundant.

. The company works with a lot of different clients.

. This company organizes training courses for its employees.

. Employees can make a career move.

~No o~ WNBRE

Ex. 5 (1.1) You are going to hear an interview with Gemma Scott, the Director of
Human Resources for an insurance company. In part A, she talks about how com-
panies make new employees feel welcome. Listen and answer the questions.

1. Is it better to have a good induction programme when a new recruit joins a compa-
ny? Why?

2. List the steps of welcoming new recruits?

3. Does a boss of a company invite new recruits to a canteen or a restaurant?

4. Tell about an induction programme in your company.

Part Il
FLEXIBILITY AND INFLEXIBILITY

What do you know about networking in business?
Why is it important in business?
What kind of contacts can you make at a networking event?

Ex. 1. Read the text below

1. Making contacts

If you want to find clients or improve your career prospects at networking events,
preparation is essential. Find out who will he there — list the most important people you'd
like to meet.

Arrive at the event early and walk around so you feel at home there. Take one drink
but never eat - keep one hand free to shake hands and give business cards. One of the
best ways of making contact with your 'targets’ is to stay near the registration area so that
you meet them ‘accidentally' as they arrive.

Begin by asking your 'target' at least three questions. Don’t keep your arms folded in
front of you - this is negative ‘body language. Never look over the shoulder of the person
you're talking to for someone more interesting. The worst mistake is spending too long with
one person, so keep moving around. You may need to interrupt conversations, but try not
to make your presence felt immediately. It's easier to join a group than to join two people,
who may be having a private discussion. Have your business cards ready but only hand
them out when people ask you for one — it'll seem more valuable that way.

After the event, study the cards you've collected and. before you forget, write when
and where you met that person on the back of each one. Call important contacts a day or
two after the event, or write a short note to say how much you enjoyed meeting them and
suggest another meeting. A typed email is fine but isn't as personal as something through
the post. A handwritten note can seem much warmer.

2. Job flexibility

The government of Nordland is trying to encourage this kind of job flexibility, and it
has passed laws that allow companies to hire and fire employees easily. When letting
people go companies only have to give them two weeks' notice and relatively small redun-
dancy payments; one week’s salary for every year worked is the norm.
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The government has also reduced unemployment benefits, the money paid to people
without jobs. They say that all these measures make for a flexible job market and encour-
age job creation. Critics say that this approach leads to job insecurity, with employers able
to get rid of employees too easily.

3. Job protection

Sudonia is an advanced industrialized country with a very different approach. Com-
panies in trouble are only allowed to make employees redundant after a long period of
consultation. If employees are made redundant, they receive generous redundancy pay-
ments and then unemployment benefits. The government says people need this sort of job
protection, and trade unions are fighting hard to keep it.

Payments to employees such as sick pay, and parental leave when they have time
off following the birth of children, are also very generous.

Mothers get 18 months’ paid maternity leave and fathers get six months’ paternity
leave. But the social charges which employers and employees have to pay the govern-
ment are very high.

Critics say that this contributes to a rigid labour market, one with too much job protec-
tion. They say that this sort of inflexibility discourages job creation and leads in the long
run to higher unemployment and slower economic growth. As a consequence, companies
may look abroad for cheaper bases and workforces.

4. Company faces high costs because of security breach

FGS corporation processes data for a number of major credit card companies in the
United States. The company, based in Arizona, recently announced that Information on
more than 40 million credit cards may have been stolen.

The security breach happened when an unauthorized, person from outside the com-
pany was able to enter the FGS network and access cardholder data, it was discovered
during a routine check for credit card fraud. Although the person was able to get infor-
mation on customers’ credit card numbers, the cards themselves da not hold personal in-
formation like social security numbers or dates of birth. The information could be used for
credit card fraud, but not to steal customers’ identities.

FGS is working with the police to investigate the security breach. All the credit card
companies have said that FGS will be responsible for any illegal transactions and custom-
ers will not lose any money. Security procedures at the company are now being changed.

Ex. 2. Answer the questions.

1. Explain two reasons for networking?

2. What is not recommended to do at an event?

3. What is the most appropriate place to meet people at an event?
4. Which way is the best to start a conversation successfully?

5. Is it better to talk to one person?

6. Is it important to exchange business cards?

Ex. 3. Give the Russian equivalents to the following words and phrases.
1. Career prospect.

2. Networking event.

3. Body language.

4. Job flexibility.

5. Redundancy payment.

6. Unemployment benefits.

7. Parental leave.

8. Maternity leave.
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9. Paternity leave.
10. Job protection.
11. Rigid labour market.

Ex. 4. Decide if these statements are true or false.

1. When people leave companies they are given two weeks’ notice and redundancy
payments.

2. Each year unemployment benefits are getting higher.

3. People don’t need job protection.

4. Employees have to pay a lot of social charges.

5. Is it profitable for companies to seek foreign cheap workforces?

Ex. 5. Answer the questions.

1. What could happen to FGS Corp. in case of this security breach? Why?
2. What can the company do for its customers in this situation?

3. How could FGS change its security measures to stop security breach?

Ex. 6 (7.1.) You are going to listen to Jenny O’Sullivan, a human resources ex-
pert. She is talking about leadership and leadership training. Listen and answer the
guestions.

1. Are leaders ‘born’ or ‘made’?

2. What are the key differences between managers and leaders?

3. What do ‘big picture’ people do?

UNIT 3

V.

Work-life balance

Part |
BOUNDARY BETWEEN WORK AND PERSONAL LIFE

Do you use any technology in your office?
Is it useful for you?

Ex. 1. Read the text.

1. More than one in seventeen British workers work from home, with the level rising
every year. However, Mr. Evans, 41, who works for IBM, decided he would prefer to go back
to an office after spending several months working from home. He thought it would be better
for his career. ‘The coffee machine chats are an important part of working life’, he says.

2. If you are unsure whether your business can sell successfully online, consider the
following questions:

What do you sell?

Products sold through catalogues and other direct channels usually do well on the
web too. Some services, such as travel planning, are also suitable for online sales. Below
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is a list of types of products and services that might sell well online and those that may not.

Easy to sell online:

e Products which can be sent easily through the post.

e Services or goods which customers don’t need to see or touch before buying.

e Things you need and have to buy often.

e Technology products.

Difficult to sell online:

e Products that are difficult to ship.

e Services that can only sell in a local market.

e Products which customers may want to customize to their own tastes/needs.

Are your customers online?

The most important e-commerce question to ask is: Do your customers use the Inter-
net? Do they go online to buy the kind of products and services you plan to sell? For ex-
ample, if your customers have busy lifestyles, the time-saving advantages of shopping
online may appeal to them.

Are your competitors online?

It's a good sign if your main competitors are already online. But you need to make
your website different! For instance, if you want to sell children’s toys online, it may be dif-
ficult to compete against the e-commerce efforts of national toy store chains. Look for a
niche market such as educational toys, or toys based on book characters — you may be
able to compete more successfully.

3. Getting our products to our customers is a long and difficult process. Our main
problem is time. Customers order our printers and then we have to arrange delivery to their
offices. The problem is that we make the printers in the UK and it can take a long time for
our factory to dispatch the printers to our customers in Germany. This can take a long
time. Sometimes we miss deadlines: we say we want the printers with the customer in two
weeks, but they often get them four weeks later! There are many reasons for the delays:
the factory is too busy, problems with the paperwork, etc. To be successful, we need to
keep our lead time short — it shouldn’t take longer than two weeks from the customer's or-
der to the moment the printer arrives at their office.

4. Invest in time!

When Peter Fenn started Fenn Tool Ltd in 1982, there were only three employees
based in an old church hall. They designed special tools for the telecommunications and
aerospace industries. The company’s suppliers in Austria and Switzerland made the tools,
which they then dispatched by lorry to Fenn Tool Ltd in the UK.

However, the problem was that supply took six to ten weeks, and Fenn Tool Ltd.
couldn’t meet their customers’ urgent deadlines.

So, they decided to buy a computer design and manufacturing package so that they
could do the whole job themselves. They went ahead and spent £250,000. It was a big fi-
nancial risk, but it has really changed the business. Fenn Tool has cut the lead time down
to only 48 hours from order to finished product.

In January this year, the company won a £30,000 prize as Small Business of the
Year and now has a client list that includes Rolls-Royce, Marconi and BAE Systems.
Financial Director, Sarah Potter, says that she would advise other small businesses to
take the risk and invest in new technology.

5. Some people are workaholics — they think about very little except work. Others are
increasingly looking for quality of life: less commuting, more time with their families, etc.
Journalists write about people downshifting or rebalancing their lives. They may work part-
time, work from home, move to the country and so on.

58



In a recent survey:

a. 9.5 per cent of homeworkers said they have a better work-life balance or home-
work balance than when they were in-company because they can spend more time with
their families and on leisure activities.

b. 82 per cent said they have more autonomy and independence: they are able to or-
ganize their work and their time how they want.

But in the same survey homeworkers also complained that:

a. there is no boundary between work on the one hand and personal life on the other —
the two overlap (73 per cent)

b. they feel lonely and isolated because they are out of contact with others and don’t
have colleagues around them (57 per cent).

6. No more late nights.

After working fifteen-hour days for most of his , Todd Einck, 42, left his
sales job and started LT Mobile Computers. He wanted to create an where
he could control his and have time for his wife and young children. Nowa-
days, Todd leaves work by 5.10 p.m. almost every evening and he tells his fifteen

to do the same. Working at the weekend or taking home is
also not allowed.

Ex. 2. Answer the questions.

1. What kind of technology does Mr. Evans choose?
2. Why did he refuse to work from home?

3. Do you prefer working from home or in an office?
4. What are the pros and cons of working from home?

Ex. 3. Are the following statements true or false?

1. All goods should be touched before buying.

2. A lot of services and goods are sold online.

3. There are a lot of goods which are difficult to sell.
4. You can save a lot of time booking online.

5. Itis fierce online competition.

Ex. 4. Give the Russian equivalents to the following words:
1. Process.

2. Delivery.

3. To dispatch.

4. Deadline.

5. To delay.

6. To keep smb’s lead time short.

Ex. 5. Find out the information about:

1. How many people worked in the company.
2. What they designed.

3. Why couldn’t they meet deadlines.

4. How they solved the problem.

Ex. 6. Match these statements to the results of the survey.

1. People who work from home can balance their work life and home life.
2. Homeworkers are more independent.

3. There are no differences between home and work.

4. You are not able to communicate with your colleagues.

59



Ex. 7. Complete the article with the following words:
1. Organization.

2. Career.

3. Schedule.

4. Employees.

5. Assignments.

Ex. 8 (8.1) Three persons are talking about how they manage their time. Listen
and decide who:

- cannot focus on the job

- plans time carefully

- spends a lot of time at the office

Part Il
MANAGING TALENT

Do you have any skills in negotiating?
Could you say some rules of negotiating?
Have you ever had a deadlock in negotiating? Could you tell us about it?

Ex. 1. Read the article.

Positions and interests

( )When we start thinking in terms of (4) , Creative solutions become possi-
ble. 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 negoti-
ator 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 pos-
sible deal for yourself or your organisation.

( )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 BAT-
NA, 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 find-

ing a person B, you’ve still got a (9) : you get to keep your car.
( )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. | 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. | 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.
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()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!

( )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!

( )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.

()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 tomor-
row, 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.

Ex. 2. Complete the article with these words and phrases.
1. Position.

2. Interest.

3. Variable.

4. Opening point.
5. Target point.
6. Reservation point.
7. BATNA.

8. Deadlock.

9. Split the difference.
10. Giveaway.

Ex. 3. Put the paragraphs in the right order.

Ex. 4. Answer the questions

1. What is the mistake during negotiations?

2. Is it important to have common interests?

3. Should a negotiator be open and honest?

4. Can you show some flexibility in the negotiation?
5. What does BATNA mean?

6. What are three points for every variable?

7. How must professional negotiators behave?

Ex. 5. Decide if 1-6 are true or false

1. You should know what you want from negotiations.
2. The wrong thing is to focus on interests.

3. It is not necessary to realize interests.
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4. Creative solution is one of the important things in negotiation.
5. Benefits in negotiations are openness and honesty.
6. It is important to follow to five points.

Ex. 6 (10.1). Listen to extracts from three people talking about using the Inter-
net at work

1. What is this person working on at the moment?

2. How can you apply for jobs online?

3. If you want to access the information what should you do?

UNIT 4

[/

/

Team building

Part |
TEAMS AND TEAM PLAYERS

Have you ever worked in a team virtually?
How can it work?

Ex. 1. Read the text.

1. Virtual teamwork at Nortel

Nortel creates Internet technologies, and has 80,000 employees located in 150 coun-
tries. It conducts business 24 hours a day, seven days a week with people on different
continents and in different time zones.

The HR Director works at the head office in Ontario, Canada, but as a member of a
virtual team, she has colleagues as far away as Europe and China. She trained her virtual
team of 60 finance and legal employees on deal-making skills. Since they were located
throughout the world, she used a group meeting technology tool called Meeting Manager.
Virtual participants were on Individual PCs and also on a teleconference line.

The meeting took place in real time from team members' desktops. Charts from the
presenters were uploaded onto Meeting Manager, which allowed for group viewing. The
chair was able to control the order of the meeting and the viewing of the charts. Partici-
pants posted questions on an electronic white board, which could be answered online or
by phone.

2. Teams and team players

In some (but not all) situations, tasks can be achieved more easily by teams with a
common purpose, rather than by individuals. Of course, it's important to develop team
work through team building so as to get the best from the team.

Meredith Belbin has identified these types of team members or team players:

a) the implementer, who converts the team’s plan into something achievable

b) the co-ordinator, a confident member who sets objectives and defines team
members’ roles
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c) the shaper, who defines issues, shapes ideas and leads the action

d) the plant, a creative and imaginative person who supplies original ideas and
solves problems

e) the resource investigator, who communicates with the outside world and ex-
plores opportunities

f) the monitor evaluator, who sees all the possibilities, evaluates situations objec-
tively, and sees what is realistically achievable

g) the teamworker, who builds the team, supports others and reduces conflict

h) the completer, who meets deadlines, corrects mistakes and makes sure nothing
is forgotten.

3. A commitment to volunteerism

What does volunteerism mean?

The clothing manufacturer, Timberland, is one of many large companies that are
committed to volunteerism. The company encourages staff to spend up to 40 paid hours a
year on community and social projects. The community benefits from the company’s re-
sources, staff gain new skills and teamwork improves.

The French food manufacturer, Danone, allows its employees to spend time in de-
veloping countries, working on projects in areas like conservation, teaching, caring, or
building. In doing so, they can share their own skills, and at the same time, they gain new
ideas and insights, and learn from the experiences of others.

A team from the banking group, HBOS, volunteered to help build an extension to a
school in La Esperanza in Honduras. Linda Marshall, the project leader, said, ‘I learnt that
when new teams are forming, it is essential that objectives are agreed and everyone buys
into them. This is a crucial factor to any project’s success.’

Ex. 2. Discuss these questions

1. What does a virtual team mean? What are the ways of meeting?

2. What are the pros and cons of working in a virtual teamwork?

3. Is it profitable and convenient for international company to work virtually?
4. Give your opinion about efficiency of virtual team.

5. Do you agree that virtual teamwork is necessary for a large company?

Ex. 3. Tell the core functions of each team player.

Ex. 4. Guess the types of team members

. A team player who does not want to know final results.

. A team member who takes a main role.

. A team member who follows what other people’s instructions.

. A team player who gives new ideas.

. A team player who communicates with the whole world through the Internet.
. A team member who leads a team to a successful finish of their deal.

. People who work together to achieve goals.

. People in a team who are responsible for finishing things on time.
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Ex. 5. Answer the questions

1. What is the name of the company that are committed volunteerism?
2. How many hours do staff spend on social projects?

3. What are the benefits for staff and teamwork?

4. What does Danone allow its employees do?
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Ex. 6. Decide if these statements are true or false

1. Volunteerism allows staff to get new skills.

2. Timberland is one of the company that supports the idea of volunteerism.

3. Danone is a clothing manufacturer.

4. Danone staff get new skills and research the experience of their competitors.
5. Banking group develops in construction field.

Ex. 7 (34). Quoteus Insurance is merging with Buckler Insurance Services.
Quoteus managers are discussing how to overcome feelings of suspicion between
staff. Listen and say the main points of the meeting

The aim in the near future:

How do they want to reduce problems in merging?

How many sessions do they plan to have?

What is the final arrangement?

Part Il
THE RIGHT SKILLS

Ex. 1. Read the article.

1. Last year all was not well at the gas company supplier Westech Ltd. They bor-
rowed huge sums from the bank. They invested a lot in technology, but didn’t manage to
increase sales or make a profit. The management also received a lot of complaints from
their sales staff about the strong competition in the market. If they didn't deal with the prob-
lem soon, they’d have trouble with their staff and with the bank.

2. The directors of Westech Ltd. brainstormed ideas. Then they evaluated these ide-
as to decide what was useful. During one meeting a manager came up with the idea of
opening a new office in Russia. They decided to look into the matter carefully and found
out that the market there was growing much faster than their own. If they succeeded in en-
tering the market quickly, they might just resolve the financial situation. They decided to go
ahead as soon as possible.

Insurance in Birmingham used to phone up too often to say they were ill. Its president
therefore appointed a senior personnel manager, Joanna Gillespie, and asked her to deal
with the problem of absenteeism. For six months, Ms Gillespie looked into every absence.
She found out that some employees suffered from stress and couldn’t face the office but
that only one person in three was actually sick. People stayed away from work more often
because they felt too exhausted after a busy weekend. On several occasions Ms Gillespie
met staff who were away from work when she was doing her shopping.

Gillespie and her colleagues brainstormed solutions. Someone came up with the idea
of sending get-well cards and making home visits! They decided not to go ahead with this
because the company wanted to keep the employees' trust.

3. In the case of product failure, please contact the number below to obtain a returns
code. Please return the defective unit to us in its original packaging together with a de-
scription of the fault and a note of the returns code.

If you are not completely satisfied with the quality of our products or if the packaging
is damaged, please retain the product and the packaging and return to the address above
within 4B hours of receipt. Please include a note about the nature of the problem and state
whether you would prefer a refund or replacement.
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Products may be returned for product dissatisfaction, size changes and manufacturer
defect. If a product is damaged, we will pay for shipping.

Ex. 2. Give the Russian equivalents to the following words
. A supplier.

. To borrow.

. To increase sales.

. Complaint.

. To evaluate.

. To come up with.

. To succeed.

. To enter the market.
. To resolve.
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Ex. 3. Decide if the following are true or false

1. A new personnel manager is in charge of dealing with the problem of absenteeism.
2. Working in the office was very stressful for all employees.

3. Some people were really ill.

4. People should have a rest more often.

5. A manager decided to support employees by doing different pleasant things.

Ex. 4. Guess what products it could be when you are reading defect policy
statements.

Ex. 5. Answer the questions

1. What are the main problems of the company?

2. How did the company decide to resolve these problems?

3. Why is insurance important?

4. What are the advantages and disadvantages of the insurance?
5. How does it work?

Ex. 6 (33). Harriet and Conrad work in the project management section of a
large finance group. Listen to their conversation

1. What does this company need?

2. What is the task of a team player?
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SUPPLEMENT MATERIALS

HOW TO MAKE A GOOD PRESENTATION

Developing a Presentation

Ex. 1. Think about your weak and strong point as a speaker/ would be speaker
in presentations. Pick out weak and strong points from the list below

— much relevant information — no visual aids

— some annoying physical movements — fluent speech

— no eye contact with audience — natural spoken language

— standing in one place — much eye contact with audience
— weak start and finish — no nervous, distracting gestures
—no smiles — strong introduction and finish

— relaxed friendly attitudes —no clear linking

— tense or scared expression of face — dynamic delivery

— confused sequence of speech — sympathetic replies to questioners
— speaking from memory or from notes — clear logical structure

Compare and discuss your list with your partners.

Ex. 2. Read the tips how to improve your presentation

Including specific information.

People in academic and professional setting are often asked to give talks that pro-
vide information on a variety of subjects. In these situations, you can add interest to your
topic by considering the following questions: What do you mean? For example? How?
Why? So? So what?

Giving an Explanation: Let me explain what | mean by ...; This means that ...; That
is ...; In other words, ... .

Using an Example: Let me give you an example; For example, ... ; For instance, ...

Telling an Anecdote: Let me tell you a story to show what | mean.

Using a Scenario: Imagine that ...; Suppose that ... ;

Giving Reasons: The reason is that ... ; This is important (necessary, a problem)
because ... .

Considering Consequences: If a teacher is patient, then students feel more com-
fortable; As a result, ... ; Therefore, ... ; Consequently, ... .

Putting your ideas together.

When making a presentation, it is important to use transitions, or signals, to show
how you have organized your ideas. Transitions are the words, phrases, or sentences that
you use to connect your ideas in a clear and logical way. The use of transitions helps your
listeners follow your progress as you move from one idea to another or from one part of
your presentation to another. Transitional expressions are like signs — they help the listen-
ers to see where you are going in your presentation.
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Introducing the Topic: Today I'd like to tell you/ to present you ...
Starting with the First Main Point: To start with, ... ; To begin, the first effect is ... ;
The first advantage is ... ; Let’s start with ... .

Adding Other Main Points: The second main effect is ... ; Another serious problem
is ... ; In-addition, ... ; Furthermore, ... ; The final problem is ... .

Providing Support: Let me give you an example; An example of this is ... ; For ex-
ample, ... ; For instance, ... ; This is important because ... ; Asaresult ... .

Developing a Strong Conclusion

The conclusion of your presentation is important because you want to leave a strong
impression on your listeners. You should be brief and to the point in concluding your
presentation. You don’t want to surprise people by suddenly announcing: “That’s all,” or “I
guess I'm finished.” That kind of ending shows that you have not organized your ideas
very well. Generally, in your conclusion, you want to signal that you are about to finish the
presentation; make concluding comments; thank the audience; ask whether the listeners
have any questions.

You can use one of the following strategies in your concluding comments:

1. Summarize or review the main points you have presented.

2. Remind listeners of the importance of what you have said.

3. Predict future consequences of what you have described.

4. Ask your listeners to take appropriate action.

Signaling the Conclusion: In conclusion... ; In summary... ; To summarize... ; To
conclude... Before | end, let me say ... .

Asking for Questions: Do you have any questions or comments? I'll be happy to
answer any questions you may have.

Sample Conclusion: In conclusion, then, the consequences of television that I've
mentioned are just too harmful to ignore. Teenagers need to get away from television and
out into the real world. Instead of sitting in front of a black box, they should be meeting
people, playing sports, doing homework, and developing their talents. Thank you. Do you
have any questions ok comments?

Before | end, let me summarize the main points I've mentioned. The next time you're
getting ready to travel overseas, just remember — food, drink, activity, and light. By follow-
ing the suggestions I've given you regarding these four factors, you should be able to
avoid jet lag completely. Thank you. I'll be happy to answer any questions you have.

Ex. 3. Match the phrases and the intentions

Imagine that ... Considering Consequences
For instance, ... . Giving an Explanation

Let me tell you a story to show what | Giving Reasons

mean Using a Scenario
Therefore, ... . Telling an Anecdote

The reason is that ... Using an Example

This means that ...
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Ex. 4. Match phrases with similar meaning

1. To start with... a) Furthermore

2. Let me give you and example... b) In summary

3. Imagine that... c) Let’s start with

4. In addition d) Suppose that...

5. In conclusion e) I'd be glad you ask any questions
6. Please ask if you have any questions f) For example

Ex. 5. Developing an Idea

1. Work in a small group. Think about any important quality, that a good children’s doc-
tor should have, such as patience, intelligence, kindness, or the ability to explain clearly.

2. Brainstorm ideas about this quality. Try answering the questions: What do you
mean? For example? How? Why? So? So what? How can you use explanations, exam-
ples, anecdotes, scenarios, concrete details, reasons, and consequences to explain this
quality? Each group member should write his or her ideas on a separate sheet of paper.

3. When all the groups have finished, share your ideas as a class.

Ex. 6. Read the tips about the delivery of presentation

Delivery refers to the way you use your eyes, voice, and body to communicate your
message and it also has a strong effect on your listeners. The following guidelines will help
you:

1. Eye contact plays an essential role in keeping your listener’s interest. By moving
your eyes from person to person, you can give listeners the feeling that you are talking to
them as individuals. You can also see whether or not people are following your message
be watching their faces.

2. Volume — your voice should be loud and strong enough to keep the interest of
your listeners. Also, by raising or lowering your voice, you can emphasize certain
points of talk.

3. A natural manner of speaking will help to maintain your listeners’ attention. You
may feel nervous, try to use your notes and to speak to people in a conversational man-
ner.

4. Posture — the way you hold your body — conveys a message to your listeners. In
general, you can express confidence by standing up reasonably straight with a relaxed
posture.

5. Movement also has an effect on your listeners. For example, when standing in
front of a group, you may want to take a few steps one way or another. However, do not
pace back and forth or sway from side to side while you are talking. These kinds of unnec-
essary movements can distract listeners from your message.

6. Hand or arm gestures can be effective if you feel natural and comfortable using
them. Use your gestures to increase meaning. Do not distract your listeners from your
message by playing with a pencil or doing anything else to draw attention to yourself.

7. Language. Use most precise, clear and small words, short, positive and simple
sentences, good grammar and lively, vital and tactful style.

Listeners can play an important role in making a speaker feel comfortable. When
someone is speaking to a group, listeners should show their interest by looking directly at
the speaker and nodding or smiling occasionally.

Ex. 7. Body language is very important when delivering a presentation. Watch
the video and match the pose and the intention
https://www.youtube.com/watch?v=MNBogFOH|cY
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Pose Intention

1. The Thinker a) When you want to show your confidence

2. Hands Up b) When you want to make your audience think

3. The Joker c) When you want to push information down

4. The Leveller d) When you want to show that you are thinking when
the audience ask you questions

5. The Confident Stance e) When your make a joke

6. The Placator f) When you want your audience to show they agree
with you

Ex. 8. Watch the video How to do a Presentation — 5 steps to a Killer Opener
and wright down these 5 steps
https://www.youtube.com/watch?v=dEDcc0aCjaA)

Ex. 9. Read the text and give the explanation to each step

Hi, I'm Jason Teteak. | help people overcome their fear of public speaking and deliver
amazing presentations and today I'm going to show you how to captivate your audience
within the first 5 minutes of your presentation. Here's how I'm going to do it."

"I'm going to show you 5 steps to deliver a killer opener." If you're watching this, you
probably already know that delivering great presentations is critical to advance your ca-
reer, but did you know that research says that most adults will stop listening to your
presentation within the first 10 minutes if they aren't convinced there's something in it for
them? The problem is that most people don't know about the skills they need to hook their
audience, give a great presentation, and overcome their fear of doing it. What am | going
to do? Hi Jim. How's it going? I'm freaking out about this big presentation | have to give
tomorrow. Well did you write out your opener and practice it three times? No. No? Why
not? I'm terrified and | don't even know where to start. Trust me, I've been in that situation
before and it's not fun. So to help you out, I'm going to show you my 5 step formula to de-
liver a killer presentation opener every time.

Let's start off with step number one, which is "Give a Confident Introduction."” One of
the biggest mistakes people make when they start their presentation is showing nervous-
ness. Here's the key: It's not whether you're nervous, it's whether you show it. The first
thing you need to do is stand STILL. Don't move. Don't pace, and keep your hands at your
sides. This is the most calm and confident stance on the planet, and it handles the number 1
need of your audience which is to feel safe. Now you can introduce yourself and say "Hi,
my name is Jason Teteak." When you do this, bring your inflection down at the end to
show confidence. Instead of: "Hi, my name is Jason Teteak?" Say: "Hi, my name is Jason
Teteak." See the difference?

Now we move on to step 2, which is Give Your Credentials. This is where many pre-
senters make the mistake of simply giving their title and years of experience. They say
something like "I'm a presentation skills coach and I've been doing it for 20 years." Yet,
your audience wants to know: "What can you do for me?" They need to know who you are,
why you're the best person to deliver this presentation, and what you have to offer them.
For example, | might say "I help people overcome their fear of public speaking and deliver
amazing presentations.” What would that look like for you? To figure this out, you need a
short elevator speech. It looks like this: "You know how some people have this problem?
Well | offer this solution."” The solution you offer is how you help people. For me, it was:
"You know how some people have a fear of public speaking and a have hard time getting
their message across in a presentation? Well, | help them overcome their fear of public
speaking and deliver amazing presentations.” What's your credentials statement? You'll be
amazed at the effect this has on your audience.
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Step 3 is to "Deliver Your Hook." My hook for this video presentation might look
something like this "I'm going to show you how to captivate your audience within the first 5
minutes of your presentation.” When you do this, you have to get your audience to "feel"
something. How do you get them to feel? You have 3 choices. You can get them to feel
more happy, more successful, or more free. Look at my hook. | said "I'm going to show
you how to captivate your audience within the first 5 minutes of your presentation.” When
you captivate your audience within the first 5 minutes of your presentation, you'll feel hap-
pier because they are listening to you, you'll feel more successful because you look like an
expert, and you'll feel more freedom when you spend less time worrying about your
presentation the night before. Here's the practical for you. For your presentation, write
down the words "I'm going to show you..." then fill in the rest with something that's going to
create more happiness, success, or freedom for your audience. Here's the rule. You can't
tell them WHAT they're going to get until you've told them WHY they would want it. Your
hook has to be something that gets them to BELIEVE that they want what you're going to
give them. Take a moment right now and write down WHY your presentation will make
your audience more happy, successful or free in their life.

And now we move on to step number 4, which is to "Introduce Your Agenda." | rec-
ommend you use a PowerPoint for this step, and the slide should look something like this.
The purpose of this step is to show your audience the takeaways for your presentation --
the things they get to "take away" and use tomorrow after listening to your presentation.
Don't read the slide. They're adults. They can read. Instead, just give them a moment to
read it themselves, and introduce your agenda by summarizing what you'll be doing. You
do this by mentioning the number of takeaways you'll be giving them, and paraphrasing
the goal of your presentation. Here's what it looks like: "I'm going to show you 5 steps to
deliver a killer opener."” What would this look like for you?

The last step is Step 5 Give a Credible Statement. You can do this by giving relevant
or compelling data to your audience to support your message. Remember how | did this at
the beginning of this video? | said, "You probably already know that delivering great
presentations is critical to advance your career, but did you know that research says that
most adults will stop listening to your presentation within the first 10 minutes if they aren't
convinced there's something in it for them?" When you do this within the first 2 minutes of
your presentation, your audience starts to trust you. Without bragging, your listeners start
to think "oooh” this guy knows what he's talking about” Done. When | put those 5 steps to-
gether, it sounds like this: "Hi, I'm Jason Teteak. | help people overcome their fear of pub-
lic speaking and deliver amazing presentations and today I'm going to show you how to
captivate your audience within the first 5 minutes of your presentation. Here's how I'm go-
ing to do it."

Ex. 10. Watch the video Make a presentation like Steve Jobs and fill in the first
column of the table

Secrets Clarification Examples

https://www.youtube.com/watch?v=RHX-xnP G5s

70


https://www.youtube.com/watch?v=RHX-xnP_G5s

Ex. 11. Watch again and fill in the second column of the table.

Ex. 12. Watch the presentation made by Steve Jobs and fill in the third column
of the table in Ex. 8
https://www.youtube.com/watch?v=10ctqJmAp2A

Ex. 13. Answer the questions and find out what kind of presenter you are
a. When you give a presentation you wear

- whatever you feel comfy and self-assured in

-whatever is in harmony with the occasion and the audience

-a well-pressed costume or suit

- your best clothes

b. Are you a speaker who

- talks with ease

- mumbles under your breath

- steals the show with your charm

- makes your audience roll in the aisle with your jokes

c. Your style of speech is
- emotional/theatrical

— descriptive/factual

- analytical/rational

- tactful/straightforward

d. When you give a presentation do you feel
- nervous and scared

- confident and relaxed

- positive and sympathetic

- complete lack of naturalness

e. When you have to speak at the meeting do you

- speak on the spur of the moment (on a sudden impulse)
- speak on a sudden impulse but first make notes

- prepare for it well in advance and rehearse it

Ex. 14. Make a checklist of what you should do to avoid turning your presenta-
tion into a disaster

DOs1........... DONTs1....coeninennns
2. 2.
KT S IO

— use body language,

— keep eye contact with one person,

— shift your eye contact,

— smile from time to time,

— use a variety of gestures,

— keep fingering your spectacles,

— read your talk,

— talk to your notes or the blackboard,

— walk up and down or use the same gesture all the time,

— keep visual aids covered until you need them, — overrun your time or finish before
you are expected to,

— if you distribute something to be looked at, stop talking till everyone has examined it,

— laugh at your own jokes,

— start by summarizing what you are going to say, then say it, and end by summariz-
ing it again.
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Ex. 15. Read the phrases for making a good presentation

Welcoming

= Good morning and welcome to [name of company, name of conference hall, hotel,
etc.].

= Thank you all very much for coming today.

= | hope you all had a pleasant journey here today.

Introducing yourself

= My name is Mark Watson from [name of company], where | am responsible for ... .

= Let me introduce myself; my name is Mark Watson and | am responsible for ... .

Introducing your presentation

= The purpose of today’s presentation is to ... /The purpose of my presentation today
isto....

= In foday’s presentation /'d like to ... show you ... / explain to you how ... .

= In today’s presentation I’m hoping to ... give you an update on... / give you an over-
view of ...

= In today’s presentation /’'m planning to ... look at ... / explain ....

Giving the audience a clear overview of what they can expect:

= In today’s presentation I’'m hoping to cover three points: firstly, ..., after that we will
look at ..., and finally /'l ... .

= In today’s presentation /'d like to cover three points: firstly, ... , secondly ... , and
finally ... .

Explaining that there will be time for questions at the end

= If you have any questions youd like to ask, please leave them until the end, when
I'll be happy to answer them.

= If there are any questions you’d like to ask, please leave them until the end, when
I'll do my best to answer them.

Starting the presentation

= To begin with .../ To start with ... .

= Let’s start by looking at ... / I'd like to start by looking at ... .

= [ et’s start with / start by looking at ... .

Closing a section of the presentation

= S0, that concludes [title of the section] .../ So, that’s an overview of ... .

= | think that just about covers ... .

Beginning a new section of the presentation

= Now /et’s move on to ... . /Now /'d like to move on to ... .

= Now /et’s take a look at ... ./ Next /'d like to take a look at ... .

= Moving on to the next part, /'d like to ... .Moving on to the next section, let’s take a
look at ...

Concluding and summarising the presentation

= Well, that brings us to the end of the final section. Now, /'d like to summarise by ... .

= That brings us to the end of the final section. Now, if | can just summarise the main
points again.

= That concludes my presentation. Now, if | can just summarise the main points.

Finishing and thanking

= Thank you for your attention / That brings the presentation to an end.

= That brings us to the end of my presentation.

= Finally, /'d like to end by thanking you (all) for coming today.

= /'d like to thank you (all) for your attention and interest.

Inviting questions

= [f anyone has any questions, I'll be pleased to answer them.

= If anyone has any questions, /'l do my best to answer them.

= If anyone has any questions, please feel free to ask them now.
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Referring to a previous point made

= As | mentioned earlier ... / As we saw earlier ... .

= You may recall that we said .../ You may recall that | explained ... .
Dealing with (difficult) questions

= I'll come back to that question later if | may.

= I'll | We’ll come back to that question later in my presentation.

= Il / We’'ll look at that point in more detail later on.

= Perhaps we can look at that point at the end / a little later.

Ex. 16. Give a brief presentation

Imagine that you are giving a brief presentation using the following information.

Ways of Coping with Stress:

1. Physical: Exercise: jog, go bike riding, play tennis/ Eat regular, healthy meals: limit
salt and sugar, control caffeine/ Avoid unhealthy habits: smoking, drinking alcohol, taking
drugs.

2. Emotional: Spend time with friends and family for emotional support and under-
standing / Try to let go of bad feelings, anger / Keep a positive outlook by looking at the
good side of things / Be ready to laugh at yourself and your mistakes.

3. Mental: Control your thoughts. When you can’t stop worrying, tell yourself, “Stop!” /
Ignore things that you can’t control: traffic jams, flat tires, delayed meetings, rude drivers.

4. Mix of Physical, Emotional, Mental: Get a pet / Put variety in your life: take a trip,
visit a new restaurant, go to the movies, find an interesting hobby, read a book, attend a
cultural event.

Work with a partner. Take turn giving your presentations, using transitional expres-
sions.

Ex. 18. Make a presentation on the following topics

Economics

. Crony capitalism

. Different types of fraud in banking

. What is NGO?

. Factors of Production

. Key drivers of the economic growth
. New forms of currency

. What are the Bitcoins?

. What does advertising create?

sychology
. Social Psychology as a Science.
. The Job Duties of a Social Psychologist.
. Power and Dependence
. Norms and Roles
. Group Goals
. How to Avoid Miscommunication
. Positive Psychology in the Workplace
. Relationship between Colleagues

Public administration

. Management styles

. Motivator factors and hygiene factors
. Employment and employability

. Flexibility and inflexibility

. Work-life balance

. Managing talent

. Team building

. The right skills
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TYPES OF LETTERS

CTpykKkTypa AenoBoro nucbma

[denoBble nucbMa 06bIMHO MULIYTCA Ha OnaHke, cogepkawem HeobXxoanMykt WH-
dopmaumo 06 opraHnsaumm (HasBaHwe opraHusaumm, agpec, TenedoHHble Homepa, aj-
pec aneKTPOHHOW NOYTbI U T.4.)

B BenukoGpuTaHun cyLlecTBYOT HECKONbKO cnocoboB oopMneHnss OenoBbIX Nu-
ceMm, geTanu pernaMmeHTa n qopMbl 3TUKETA MOTYT OTNYATLCA B Pa3fIMYHbIX KOMMaHUSIX.
OpHako cywlecTBylOT npasuna yHudukauumn, Hanpumep, cuMtaeTcsa HeobxoaumbiM CTa-
BUTb TO4Ky nocrne abbpesmnatyp (Co. (Company); Ltd. (Limited); St. (Street)), xota Habnto-
AaeTcsa TeEHAEHUNA He CTaBUTb TOYKY NOCne cokpaweHun Mr n Mrs.

B HacTosllee BpeMsa ansa Bcen 0enoBou JOKYMEHTaALUMN XapaKTepHO UCMOofb3oBaHue
6no4yHoOM CcTPYKTYypbl. CuMTaeTcs, 4YTO 3TO B HanbonbLlen CTEMNEHN COOTBETCTBYET CO-
BPEMEHHOMY [EM0BOMY CTUMIO. Takon CTUMNb NO3BOSISIET COKOHOMUTL BPEMS U NOLAEPKM-
BaTb eAnMHOOOpasHyto hopMy Ansa BCcen AefI0BOW AOKYMEHTaUuUu.

BrnoyHas cTpykTypa 0o3Ha4aeT, YTO MUCbMO MOXHO pa3buTb Ha oTAernbHble OMOKu:
Aarta, agpec, 3arofioBoK, NpMBeTCTBUE, KOHLOBKA U T.4. YeTko onpeaeneHHas CTpykTypa
No3BOSISIET NErko CoCTaBuMTb MUCbMO, a eAnHoobpasHasa dopma — OLICTPO OPUEHTUPO-
BaTbCHA B MOTOKE AET0BOM KOPPECNOHAEHLINN.

ApKon XapakTepUCTUKON 3TOrO0 AENTIOBOro CTUMS ABMNSAETCA OTKPbITAA MYHKTyauus,
T.€. OTCYTCTBME HEHYXXHbIX TOYEK M 3anATbIX. ATO AenaeT CTPYKTypy nucbma 6onee 4veT-
KOW 1 NpO3payHomn.

OCHOBHbIe YacTu 4enoBOoro NUCbMa

LlLlanka Ha choupMeHHOM GnaHKe yYpexxaeHUs Unm 4YactHoro nuua
[OaTta

BHyTpeHHUIN agpec

NMpuBetcTBME

OcHoBHas YacTb NUCbMa

3akntountenbHble dpa3sbl

Noanuck

LlWanka Ha chupmMeHHOM BnaHke

LlLanka Ha pmpmeHHOM GnaHke oTnevataHa BBepxy nucta nucbMa. OHa coaepxuT
Ha3BaHMe upmbl U NoYToBbIM agpec. Kak AononHeHne MOXET ykasblBaTbCs HOMEp Te-
necoHa, Tenekc u tenerpadHbin agpec (OHM MoryT 6bITb BHU3Y nucta). o 3akoHoaa-
TenbCTBY HEKOTOpbIX CTpaH Ha GnaHke TpebyeTca onpegeneHHas AONOMHUTENbHAA WH-
dopmauma. Hanpumep, akumoHepHoe 0OLWecTBO C OrpaHNYEeHHON OTBETCTBEHHOCTbIO B
BputaHnm OOMKHO ykasblBaTb MMEHa CBOWMX OMPEKTOPOB, agpec CBOEro 3apernctpupo-
BaHHOro oguca, MecTo permcrpauumn u permctTpaumoHHbln Homep. MHorve wankm nmeroT
Hane4aTaHHble CroBa, yKa3biBaloLLMe MeCTo, OCTaBIEHHOE A1 CChIOK.

MoyToBLIN apgpec COCTOMT U3 HOMepa AOMa U YNuLbl; MECTHOCTUW; Ha3BaHNA OKpyra,
lwTata unm NPoBMHLMMK; M NOYTOBOro kofa. B 3apybexxHon KkoppecnoHAeHUnn Heobxoammo
pobaBnTb HasBaHWe CTpaHbl Ha3Ha4YeHUsa (Ha A3blke CTpaHbl oTnpasuTens). Ecnu y agpe-
cata MmeeTcs NOYTOBbIN ALMK, TO HOMEP MOYTOBOrO slMKa NPOCTaBNAETCA BMECTO HO-
Mepa goma v ynuubl. Koraa nncbMo NOCbINalT Ha BPEMEHHbIN agpec venoseka (Mnu
YacTHOE MMCbLMO YeroBEKY Ha agpec KoOMNaHuu), TO UCNONb3YIT CoKpalleHune c/o (care of)

Mr Jeorge Broun c/o Hilton Hotel
M-py Oxopoxy BpayHy no agpecy otenb XUnToH
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Ecnu Bbl roTOBMTE MUCLMO MO pearibHOW (He 3MEKTPOHHOW) NOYTE, HYXXHO NPOBEPUTL
He TONbKO NpaBUbHOCTb HanncaHusa agpeca. Cnegyet 3HaTbh, Kakyto AOMKHOCTb 3aHUMa-
eT agpecaT, UMeeT NN KakoM-TO TUTYN UM Hay4Hylo cTeneHb. Agpec nonyyartens nuweT-
Csl B NpaBOM BEPXHEM Yrny cnefyowem nopsake:

NosiHOE UMS U TUTYN (OOJMKHOCTb, 3BaHNe);

HOMep UIn Ha3BaHvWe Aoma, ynvua, HoMep KBapTupbl (ecnv ecTb);

Ha3BaHWe ropoga unm MecTa;

HasBaHue wTtaTa ana CLUA, obbl4HO NULwEeTCa cokpalleHHO; Ha3BaHne rpadcTea ans
Benukobputanmu;

NHOEKC;

CTpaHa

lMpumep:

James D. McColm, Director
Alumni Affairs, Columbia College
Suite 321

123 Riverside Drive

New York, NY 221627

USA

Ccbinka

Cchbinka siBnsieTca Heobs3aTenbHOM YacTblo AenoBoro nucbma. Ccbifika ykasbiBaeT-
Csl Ha TOW Xe CTPOKe, YTO M AaTta, HO Cneea, U COCTOUT M3 UHMLMAaNoB nuua, noanucbisa-
fOLLLEro MMCbMO M MHMUMANOB TOro YerioBeka, KOTopbI nevatan nucbMo. Huumanbsl u3
CCbINIKM 0ObI4YHO neYaTalTca B OTBETHOM MUCbME.

[OaTta

[aTty MOXHO nucatb no-pasHomy. B BenunkobputaHum o6bIYHBLIA NOPSAOOK TaKOB:
AeHb, Mecsu, rog

12 asrycTta 20.. unn

12-e aBrycrta, 20.. AMepukaHubl 0OblMHO CTaBAT CHavana mecsu, 3a KOTOpbIM cre-
ayeT geHb u rog: Aeryct 12, 20.. (dbopma 12 asrycta 20.. Takke LUMPOKO MUCMOMb3yeTcs B
CoeavnHeHHbIx LWTatax). MexagyHapogHas opraHmsauust no craHgaptusaumm (1ISO) peko-
MeHAYeT creyoLyo umgposyto opMy B TakOM nopsigke — rog, mecau, n geHb: 20..-8-12
Apyrue undpoBble opMmbl, Kak 12-8-20.., 12.8.20.., 12/8/20.. He JOMKHbI MPUMEHATLCS B
AEenoBbIX MMCbMAax, T.K. OHM Nerko Mornu 6bl BHeCTU nyTtanuuy. (12/8 o3HavaeT 12 aBrycra
unu aekabpsb, 8 (8 oekabps).

BHyTpeHHUM agpec

BHyTpeHHWIN agpec B NEBOM BEPXHEM YIIy U COCTOUT U3 UMEH agpecaTta 1 NovYToBO-
ro agpeca.

Kaxxgas cmpma nmeet cBoe onpefeneHHoe HasBaHue. YacTHble hvpmbl, NpuHaa-
nexawme ogHomy nuuy (B CoeamHeHHbIx LLTaTax HasbiBaeMble egMHONMMYHON COBCTBEH-
HOCTbI0), MOTYT ObITb 3aperncTpupoBaHbl No4 MMEHEM COOBCTBEHHbIM (MMEHEM OCHOBaTe-
na wnv Bnagensua) wnuv nog HapuuatenoHeiM nmeHem (Mother Nature Health Food
Store). TunnyHble npumepbl ToBapuwecTs: Brown, Smith & Johnson, Brown & Co; Baker
& Son Green Bros. B Ha3BaHWsIX HEKOTOPbIX TOBapuLECTB HET COOCTBEHHbIX MMEH.
HasBaHusa rocygapCTBeHHbIX KomnaHun Benukobputanmm BkntovaoT B cebsi cokpalleHne
PLC (plc), a 4acTHble KOMNaHWM C OrpaHU4YEeHHON OTBETCTBEHHOCTbO — crnoBo Limited
(Ltd). AmepukaHCckMe koprnopaumm NMEeT Ha3BaHUs, okaH4YMBarLwwmecs cnosom Company
(Co.), Corporation (Corp.) unu Incorporated (Inc.); Pty. Ltd. (propriety limited) o6o3HavaeT
YaCTHblE€ KOMMaHMUM C OrpaHNYEHHON OTBETCTBEHHOCTLIO.
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Agpec MOXeT cogepaTb crneunanbHble MHCTPYKLMK AN NoYTbl U/vnn agpecara:

(By) Air Mail — aBmnanouTon

Registred (Mail) — 3aka3Hon KoppecrnoHaeHUnen

Express Delivery — cpoyHas gocTtaBka

Poste Restante — o BocTpeboBaHus

To be called for — oo BocTpeboBaHus

Printed matter — 6aHgeponb

Please forward — noxanyncra, HanpaBsbTe

To be forwarded — nepecnatb (OTNpaBUTL MO MECTY HA3HAYEHUS)

If undelivered, return to... — B cniydae Henony4eHnsa agpecaTtomM NMcbma, BEpHYTb

Urgent — cpo4Hoe

Personal — nuyHoe

Confidential — koH(pnaeHumansHoe

Mucemo, nomeveHHoe Personal (fIMYHOE), HEe AO0SMKHO pacnedaTbiBaTbCHA HUKEM,
Kpome camoro agpecarta; nucbmo, nomevyeHHoe Confidential (koHdMaeHUnaneHoe), MoXeT
ObITb pacneyaTaHoO TakKe NMMYHbIM NOMOLLHUKOM UITN CeKpeTapem).

lNMpuBeTcTBMeE

Bce cnosa B obpalleHun, KpoMme apTuknen u npeasioros, nNUWyTca ¢ 6onbLIon Byk-
Bbl. [Mocne obpalleHus cTaBuTca 3andarasa unu geoetoume (oduumanbHbii XxapakTep).

Ecnn umsa n dammnns agpecata HEM3BECTHbI, TO NpUeMIieMbl creayowme obpatye-
Hua: Sir, Madam, Dear Sir, Dear Madam.

Sir, Madam — cTporo oduumnanbHO U UCNOMb3YTCHA TONbKO B ONpeaerneHHbIX criyya-
ax. Dear Sir (Dear Madam) — Toxe cTporo odumumnansHoe obpalleHne n ynotpebnsercs,
Korga agpecar JIMYHO He 3HakoMm nuuwylemy. B unpkynapax n nogobHbIX UM NnucbMax uc-
nonb3dyeTca Takad obbeguHeHHas ¢opma, kak Dear Sir/Madam. lNpueetctBne Dear Mr
(Mrs, Miss) ... nogxoauT Toraa, Koraa KoppecrnoHAEHTbI JIMYHO 3HAKOMbI ApPYr C APYromM
UNn Koraa NULWYLLMIA XXenaeT YCTaHOBUTb APYXEeCKMe OTHOLIEHMS C agpecaToMm. Tawm,
roe nogxoaut Mr, Mrs, Miss, MOXXHO TakXe UCMoNb30BaTb Apyroe obpaiieHne (Hanpu-
mep, Dr, Professor).

B nuceme aBym nnun 6onee myxdmHam, ompme unv Apyrov opraHu3auumn Ucnosib3y-
0T npuBeTcTBMe Sirs n Gentlemen. lNepeoe npegnoyntaoT B BennkobputaHuum, nocnea-
Hee — B CoeagnHeHHbIx LWTaTtax. (B Benukobputanum Gentlemen, B OCHOBHOM, COXpaHSAeT-
cs B obmumanbHON KOPPECNOHOEHUMN U B MMCbMax, afpeCcoBaHHbIX B AenapTaMeHTbl, CO-
BeTbl 1 NOg0OHbIE opraHmn3auun).

Mesdames — B CLLUA Takke LADIES — npuBeTcTBME, UCNOMNB3YEMOE € NUCbME BYM
nnun Gonee XeHwmHam unm pmpme nnu opraHnsaumm, NOMHOCTBIO COCTOALLEN U3 XKEHLLMH.

Iltoan, xopoLlo 3HawLue Apyr Apyra U HasblBatolime apyr gpyra no UMeHu, UCnosb-
3yl0T HeoduymnanbHoe obpawieHne Dear... (3a HUM cnegyeT nepsoe ums). MNuwywmin mo-
XeT HanucaTb NPUBETCTBME OT PYKW, YTOObLI NpugaTb CBOEMY NMUCbMY MeHee oduumanb-
HbI TOH. ECnn OH xo4eT npugaTtb CBOEMY NUCbMY BWUA JINHHOrO NOCMaHUs, OH MOXET Mo-
CTaBUTb BHYTPEHHWUI agpec B HMXKHEM feBOM yrny 6raHka (a He B BEPXHEM NEBOM YrIy)
U ONYCTUTb €ro COBCEM.

Ecnn Bbl cocTtaBnsieTe NMCbMO MHPOPMATUBHOIO XapakTepa U BaM HYXXHO, 4TOObI
OHO gowro Ao nboro agpecata B onpeferieHHon KomnaHuu, dupme, 3aBefeHuun, To
MOXeTe ncnonb3oBaTb 6e3nnynHyto dopmy obpawieHna — To Whom It May Concern (Tem,
KOro 31O KacaeTtcd). OTa (ppasa 3By4YUT HEMHOIO CTPaAHHO ANA Hac, HO UMEHHO €€ Bbl Ya-
CTO BCTpPETUTE B Ha4yarne 4enoBoro Nucbma, pekomeHgaumm, NnaMmaTHON 3anmCKu.
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Tutynbl

Muctep Mr, Muccuc Mrs n Mucc Miss obbluHble BeXnMBbLIE (hopMbl ObpaLleHus.
WHorga BmecTo muctepa Mr nocne nonHoro umeHn agpecata crasutca Esq (Esquire), ac-
KBanp, Kak 3HaK yBaxeHus (pegko ynotpebnaemoe B CoeamHeHHbix LTtaTtax). MHoxe-
cTBeHHas popma mecbe Messrs (Messieurs) n magam Mmes (Mesdames) ncnonb3yoTcs
Torga, Korga nuuwyT ABYM MUy Bonee My>XYmHam U XeHLWMHaM, Kak oTaesbHbIM nuuam
UNKN Kak YneHam ToBapuiecTB. Ecnu napTHepamn ToBapuLLECTBA SBMSIOTCA KaK XXEeHLU-
Hbl, TaK N My>XX4YUHbI, TO dopma obpalleHus Messrs Hambonee noaxoadwas. K dompmam m
TOBapuLLLECTBAM, HE MMEIOLLMM B CBOMX Ha3BaHUAX UMEH COBCTBEHHbIX, Takast oopma 06-
palweHns He noaxoaut. B CoegunHeHHbIX WTaTtax He npuHATO obpallaTtbCs K YneHam To-
BapuwecTts Messrs unu Mmes.

Messrs. Smith & Co

HO:

Smith & Co Ltd

Opyrumun chopmamum Bexxnneoro obpatleHus asnaiotca: The Honourable (amepukaH-
ckui cnennuHr Honorable) — yBaxxaembin 1 The Reverend — noyteHHbin. C BEXMBON
dopmon The Honourable (cokp.: Hon) obpawatotca K nmuam, 3aHMMaroLWmnM BbICOKOE roc-
yAapCTBEHHOE MOSOXeEHNe, YreHaMm 3akoHoAaTe bHbIX OpraHoB, cyaoB, Mapam u (B Benu-
KOBpUTaHMM) YneHam TUTYNOBaHHOW apucTokpaTuun. 3a Hewn cregyeT nosiHoe nMms agpeca-
Ta. Ecnn nepBoe nMMsa HeM3BECTHO, TO €ro MOXHO 3aMeHUTb Ha Mr. B 3aBucMmocTu ot
paHra K apuctokpatum (nap unm negun) Heobxogmmo obpawatbes kak The Right Honoura-
ble nnn The Most Honourable. The Reverend (Rev) ynotpebnserca npu obpalieHumn K
CBSILLLEHHMKAM; 3a HUM OOJDKHO crnefoBaTb MOSIHOE UMS CBSALWEHHWUKa. [na BbiCLUMX CBA-
LLIEHHOCNYXXUTENEN MOryT nogouTtn apyrne cdopmbl (Hanpumep, The Most Reverend mnnu
The Right Reverend).

OTukeT TpebyeT Takke, YTOObI B 0bpaLleHnmn Obinn yKasaHbl akagemMmyeckne crene-
HW OoKTopa u npodeccopa. (Hu3wure akagemmyeckne 3BaHusl, Takme kak B.A. 1 M.A. yno-
TpebnsawTca penko). K obnagatento QOKTOpcKown cteneHn obpawatorca Dr, unu nocne
UMeHKn CTaBAaT OyKBbI, yKasbiBatoLmMe ero (Mnn ee) AOKTOPCKYK CTeNeHb B KOHKPETHOW 06-
nactn. Ecnu agpecart He siBNAeTCA AOKTOPOM MeAUUUHbI nocneaHasa oopma npeanoyTu-
TenbHa. Mpn obpalweHun K nuuy, 3aHumMarowemMy (MM paHee 3aHMMaBLLUEMY) OOJPKHOCTb
npodeccopa, obpawarotca Professor (Prof.).

Kak npaBuno, BO BHYTpeHHEM agpece YNOMUHAETCA TONbKO oauH TuTyn. Ucknove-
HMAMM B 9TOM npasune 6yayT, Hanpumep, The Rev. Mr Baker and Henry Green, Esq.;
Ph.D. Tutynbl, 0603HavaloLWwme AOSMKHOCTL YenoBeka unm nonoxeHune, kak Managing Di-
rector, President, Secretary, Sales Manager ctaBsaTCa HUXE UNKN NOCIe UMEHMN.

The manager Lloyds Bank

The secretary Smith & Co. Ltd.

K 3apermctpmpoBaHHbIM KOMNaHUAM M OPYrMM KOPNOpaTMBHBLIM OpraHam 4acTto 006-
paLlatTcsa yepes ouumanbHoe Lo, MM KOTOPOro He YNOMUHaEeTCs.

OcHOBHas YyacTb NUCbMa

OcHOBHas YacTb NUCbMa COAEPXKUT coobLiieHne. BonbLUIMHCTBO NUCEM He MpeBbllla-
eT ogHy cTpaHuuy. Ecnn nnucbmo gnvHHOE, OHO NPOAOKaeTCA Ha AOMONHUTENbHOM NK-
cTe.

3akntountenbHble dpa3sbl

3aknounTenbHble pasbl AOMKHbI COrNacoBbIBaTbCA C nNpuBeTcTBMeM. B Benwuko-
OpuTaHuUM noaxoswien 3aknumTenbHoW cpason Ons nucem, HadmHarowmxcs ¢ Dear
Sir/Madam unn Dear Sirs/Madams asndaetca Yours Faithfully (npegaHHbin Bam). Ctporo
odmumansHoe 3aBeplueHne Yours respectfully (c yBaxeHnem) nogxoguT TONbKO Anst Nu-
ceM, HadmHarowmxca ¢ Sir unn Madam, 1 no3aTomy obbIMHO HE BCTpeYaeTcs B AENOBbIX
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nucbMax. lNucbma, ¢ npusetcteuamn Dear Mr (Mrs, Miss), 3aBepLiatoTcs cnosamm Yours
sincerely (uckpeHHe Balu). 3akntountenbHaa dpasa Yours truly nnu Yours very truly, Ko-
Topas HeobblyHa Ans BenukobpuTaHuu, Takke cuyMTaeTcsa MeHee odumumanbHOW, Yem
Yours faithfully.

Mncbma, HaumHawwmeca ¢ HeoduvumanbHOro npmeeTcTBusa (Hanpumep, Dear Jim)
3aBepLuaroTca apyxeckumn dopasamu, Takmmm kak With best regards, With kind regards n
T.4., YacTo B codeTaHun ¢ Yours sincerely. Hanbonee 4acto ynotpebnaembiMn 3akntoym-
TenbHbIMWU (ppazamMm B aMEPUKaHCKMX OeNOBbIX NUCbMax, aBnsaTca Yours sincerely, Sin-
cerely Yours, Yours very truly, Very truly yours, Truly yours. Noaxogsiime 3akniounTenb-
Hble (pasbl ons HeodmumanbHbIX NUcemMm 3To, BOob6aBoK K Yours sincerely (Sincerely
Yours) — Sincerely, Yours cordially, Cordially yours. Cordially; um moryt npealwecrtsoBaTtb
With best regards u T.4.

Uma n agpec O6paweHue 3akniouuTenbHas

chopmyna BeXXnmBocTu

Southern Airways Ltd. Dear Sirs Yours faithfully (Yours truly)

250 Oxford Street

London W17 TM

The Marketing Manager Dear Sir Yours faithfully (Yours truly)

Software Ltd.

Richmond

Surrey SFY 3 DF

Ms J. Faulkner Dear Ms Faulkner Yours sincerely

British Films Ltd.

3 Wardour St.

London W1 5 JN

Moanucob

MonHoMo4MeM noanucbiBaTb OT MMEHU UPMbl HageneHbl Bnagernew, napTHepbl
COBMECTHOW KOMMaHu1, ouumanbHble nvua KOMAaHum 1 criyxawme, KoTopbiM 3TO Mos-
HOMOu4Me ObINo nepeaaHo (YNosTHOMOYEHHbIe CTOPOHbI). Tak Kak MHOrMe NoAnvMcKu TpyaHo
npoyntTaTtb, UMs nNuua, NOANUCHLIBAKOLWEro NMCbMO, OBbIMHO MeYyaTaeTCs HUXe Mnognucu.
MapTHep, nognucbiBalOWMIACA 3a CBOK (hvpmMmy, NUMWET Ha3BaHMe dupMbl, He gobasnsas
cBoero cobcTtBeHHOro MMeHu. [JOSMKHOCTHOE NUUO, NOAMUCHIBAOLWEECS OT KOMMAHUU C
OrpaHN4YEeHHON OTBETCTBEHHOCTBIO UMM OPYroro KOpnopaTMBHOIO opraHa, AOSPKHO yKasaTb
CBOI OOJTKHOCTb. HasBaHne hupMbl Unn opraHM3aumm 4acTo NUWYT HaZ NoAMNUCHI0, 3TO
Heob6xo4MMO, ecriv NUCbMO NUCanoch OT 1-ro NMua MHOXECTBEHHOTO YMcna.

Cnyxawun, KoTopoMy npeaocTaBfeHo MNoSIHOMOYME MNOAMUCHIBaTb HA OCHOBAHWUU
AOKYMEHTa, Ha3blBAeMOro AOBEPEHHOCTbIO, A0baBNAeT COKpalleHwe per pro. unu p.p.
(per procurationem).

per pro. Anderson & Co Ltd.

Gerald Jones

Sales Manager

Tam, rge sicHo, 4yTo obragaTernb JOBEPEHHOCTU SIBASIETCA YNOSTHOMOYEHHbBIM areH-
TOM KOMMNaHUN, MOXHO obonTtuck 6e3 nobasneHus per pro. (B CoegnHeHHbIx LTaTax HeT
nognucwu per pro). Cekpetapb, NOAMMCLIBAIOLLNA MMCBMO B OTCYTCTBMM CBOEro 6bocca, Mo-
XeT nosib3oBaTbCs criegytoLen opmMmon:

P.S. Wilson

Managing Director

Signed in Mr. Wilson's absence

Mary Woodson

secretary to Mr. P.S. Wilson
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[JononHutenbHble YacTU NUCbMa
[lenoBoe NMCbMO MOXET Takke BKNYaTb cnepywowie AonosiHUTENbHbIE 4YaCcTu, KO-
TOpbl€ BHOCATCA TOJIbKO MO Heob6XoaUMOCTH:

BHMMaHUIO TaKOro-To MU TaKOM-TO
CyTb nucbma

MpunoxeHue n konuun
MocTckpuntym

3arnasue nucTa-npoaoIKeHus

BHMMaHUIO KOHKPETHOro nuua

MpumeHsieTca ons Toro, YToObl AOCTaBUTbL MUCbLMO, aApPecoBaHHOE KOMMEPYECKOMN
dbupme Mnm Opyron opraHusauuun, KOHKPETHOMY NUuy WK OoTAeny; neyvaTaeTcs Huxe
BHYTpPEHHero agpeca

Messrs. A. White 2 Co., Limited,

12 Leadenhall Street,

London, E.C.I, England

For attention of Mr. Willson.

®pa3za for attention of Mr. Willson 3gecb MOXeT nucaTbCca crieayrowmm obpasom:

Attention: Mr. Willson

nnm

Attention: Sales Manager.

Cnoso Attention MOXXHO cokpaTuTb Att. unu Attn.

CyTb nucbma

[ns ynobcTea untatowero nepeq coaepxaHnem nucbma nanaraetcs ero cytb. CyTb
nMcsma ObbIYHO NMOMELLLAeTCs HKE NPUBETCTBUSA; OHA MOXET CTaBUTLCA U BbilLe NpUBET-
ctBus. Ecnn cyTb nomMewaetca Hag nNpuBETCTBMEM, TO €My MpeAllecTByeT crnoso (Or).
CyTb nMcbMa nevyaTaeTcsa 3arnaBHbIMU BykBaMu UnNn NoavYepKMBaETCS.

Dear sirs

MACHINE MAINTENANCE

Ecnu Bbl nocbinaete NUCbMO MO 3NEKTPOHHOM MOYTE, B CTPOKe «Tema» Hanvwute
KpaTkoe npeanoXxXeHne Unu ogHO CrioBO, Bblpaxawllee CyTb nocnaHus. [losTopute 3Ty
TeMy B TEKCTe N1cbMa, cpasy nocrie NpuBeTCTBUS.

MpunoxeHnsa n konuun

Korga nucbMo oTCbINaeTcsl ¢ NPUNOXEeHUsMU unu korga dpunuan upmbl SOMKEH
NoMy4YnTb KOMUIO, 9TO YKasblBaeTCs B NIEBOM HWXHeEM yriy 6naHka nucema. B AMepukaH-
CKMX NMUCbMax 3TU 0603HAYEeHMs CTaBATCA NPAMO MO HavanbHbIMU BykBamu ccbinkun. Kc-
nonb3ylTCA cnegyroLme Tunbl 0603HAYEHNA NPUNOXKEHWS:

Enclosure (s) Two enclosures

Enc(s) Encs (2)

End End (2)

MpnnoXxeHns MoryT ykasbiBaTbCA MPOCTAHOBKOW FOPU3OHTaNbHON NIMHUK (—), Auaro-
HanNbHOM YepToYkK (/) NN psaaoOM Touek (...) B NEeBOM Mone, HanpoTUB CTPOKU, B KOTOPOW
YyNOMUHAETCH MPUIOXEHNE, UK NPUKPEenieHMeM LBETHbIX HaKMNeeK U K MPUNOXEHUIO U K
nucemy. OBo3HayeHne konuwu, npegHasHadeHHoW APYroMy nuuy, BbIMSAUT cnegyowmnm
obpasowm: c/c: Mr. John Kent

c/c obosHa4aeT copies to
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MocTckpunTym

MocTcKpMNTyM, HanevaTaHHbIM B HWXHEW 4YacTu nucbma, fobasnsieTcs Ans Toro,
4YTOObI MHPOPMMPOBATL YMTAIOLLErO O NpouCLIeaLEeM B NOCEOHION MUHYTY COObITUM UK
4YTOObI NOAYEPKHYTb BAXKHbI MOMEHT.

3arnaBsue nucta-npoaosKeHUs

B 3arnaBue nucta-npogormkeHns BXoguT UMA agpecarta, gaTa M HoMmep CTpaHuubl.
PacnonoxeHune 3aBMCcUT OT KOMMOHOBKK NucbMa. Hanpumep: A.Smith & Co Ltd

20 July 2011

Page 2

A.Smith & Co Ltd. 2 20 July 2011

BapuaHm denoeozo nucbma

LWanka Ha doup- GREEN & CO., INC.
MEHHOM GnaHke 12 Leadenhall St., London
2 UHmMepesarna
[aTta March 17, 2011
2 UHmMepsana
Appec Smith & Co., INC

2 uHmepsarna 4 Oak Street Philadelphia, Pennsylvania

BHumaHwue Attn.: Mr Watson, Sales Manager
2 UHmMepesarna
MpuBeTcTBUE Dear Sir,
2 UHmMepesarna
KacaTtenbHo (noa- Request for a Sample
yepkuBaeTcs)
2 UHmMepsarna
TekcT nucbma ¢ Thank you for your letter dated 15th August regarding your MD-
OBonHbIMK MHTEep- | disinfectant. Before making a decision as to whether we should
Banamu mexay ab- | place an order for a quantity, we should be pleased if you could
3auamu arrange for a sample to be sent to us in order that we may test the
suitability of the disinfectant for the application we have in mind.

2 UHmMepesarna
HassaHune pupmebl Yours faithfully

4 uHmepesana ons Green & Co., INC.
nodnucu

damunus

2 uUHmepesarna
[omkHOCTb Brown
2 uHmepesarna
MpunoxeHwue Director

Encl. Technical Requirements
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3apgaHus

1. TMMpoaHanusupynTe CTPYKTYPY U OCOGEHHOCTU COCTaBlieHUss JaHHOro aeno-
BOro NMCbMa U COOTHECUTE ero 4acTu

(a) Telegrams

GRAJO London BROWN & ADAMS Telephone
LIMITED London 873356
Home & Overseas Merchants
DIRECTORS: Upper Bridge Street
London 4

K. M. Brown, R.G. Adams

(b) JSA/DS (c) 15 January 2016

(d) Oliver Stone and Co. Ltd.
38 King Edward VII St.
MANCHESTER M32 4BD

(e) Dear Sirs

We understand from several of our trade connections in Glasgow that you are British
agents for MAXIMAR GmbH.

Will you please send us price-lists and catalogues for all products manufactured by
this company, together with details of trade discounts and terms of payment.

We look forward to hearing from you.

(f) Yours faithfully
BROWN AND ADAMS LTD.

()]
J.S. Anderson

Chief Buyer

(1) 3aronoBok (the heading)

(2) ccobinika (the reference)

(3) mara (the date)

(4) BHyTpeHHW agpec (the inside address)

(5) npuseTtcTtBMe (the salutation)

(6) 3aknoumTensHaga popmyna BexnusocTtu (the complimentary close)
(7) nognuce (the signature)
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2. PaccTtaBbTe 4YacTu NMCbMa B npaBuUbHOM nopsgke

(a) 3aronoBok (the heading)

(b) ccbinka (the reference)

(c) para (the date)

(d) BHyTpeHHMIn agpec (the inside address)

(e) npuseTtcTtBMe (the salutation)

(f) ocHoBHas 4acTb Nncbma (the main part of the letter)

(9) 3aknmoumTensHas popmyna sexnmsocTu (the complimentary close)
(h) noanuce (the signature)

(1) Ann Smith
Managing Director

(2) Sheffield Road 14
Toronto Il

(3) The Northern Accessories Co. Ltd.
Liverpul B20 5 AF

ENGLAND

(4) AS/ICE

(5) Dear Sirs

(6) 15 November 2016

(7) Yours faithfully
FOURNIER ET CIE

(8) We have heard from the British Embassy in Canada that you are producing for
export hand-made belts in natural materials.

There is a steady demand in France for high-quality goods of this type. Sales are not
high, but a good price can be obtained for fashionable designs.

Will you please send us your catalogue and full details of your export prices and
terms of payment, together with samples of leathers used in your articles and, if possible,
specimens of the articles themselves.

We are looking forward to hearing from you.
(9) FOURNIER ET CIE

Importers of Fashion Goods
TORONTO

3. CocTaBbTe wWanky Ha oupMeHHOM GnaHke hbuMpmbl, 3aHMMaloOLWeEnca npoaa-
el ObITOBOM TeXHUKU. BKnounTe B 3Ty 4YacTb NMCbMa BCHO Heob6xoaumMyro UHdop-
MaLuuIo O KOMMaHUW.
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4. HannwwuTe paTty Tpems cnocob6amu, npuemnemMbiMu Ans AenoBOro nMcbma
The fifteenth of May nineteen ninety-nine

5. HannwuTte oTBeT Ha NUCbLMO, NpeacTaBreHHoe B 3aaaHmMm Ne 1.

6. HanuwwnTe npMBeTCcTBME U 3aKNOYUTENbHYKO (hpa3y Nnucbma

Uma n apgpec O6paweHue 3aKnioymMTenLHas
c¢hopmMyna BeXXnMBoCTn

Burker and Sons Ltd.

55 Inkerman Road

London SE 8 5 BZ

The Sales Manager

BGW Electrics Ltd.

London 4

Mr A.L. Sun

British Rail

(Western Region)

London W2M 3 BT

Ms Ann Fox, Mr John Gor-

don and Sons

351 Oxford St.

London W1M 5 BT

7. B nucbMe K Kakum opraHu3auusiM, ykasaHHbIM B 3agaHum Ne 6, Heobxoaumo
nucatb obpaweHue Messrs? O60cHynTe CBOMN OTBET.

8. HannwuTte nucbma, ncnonb3ysa Mmatepuan, npeACTaBneHHblﬁ B 3aAaHUN.

The enquiry

1. Korga Bbl nuweTe 3anpoc MOCTaBLUMKY, C KOTOPbIM Bbl paHblle He paboTanu,
Heob6Xxo4MMO y4ecCTb, YTO MMCbMO AOSPKHO coaepXaTb pang onpeneneHHbIX NyHKTOB:

a) KpaTKo onucaTb, OTKyAa Bbl Y3HANM O CyLleCTBOBaHUM UPMbI;

0) obocHoBaHWe BocTpeboBaHHOCTM TOBapa, NPOM3BOANUMOrO NOCTaBLLNKOM;

B) OnucaHue TOro, Y4To Bbl XOTENU Obl NOMy4YMTb OT MOCTaBLUMKA (KaTamor, npawnc-
NNCT, onncaHmne cnocoboB onnaTbl, CPOKN AOCTaBKu, 06pa3ubl ToBapa);

r) 3aKnYNTENBHOE NpeanoXeHne.

Opening lines
We saw your products demonstrated at the London Fair earlier this year, and would
like to know whether...
Your advertisement in last month’s issue of The Hatmaker states that you can offer...
Your name has been given us by the Canadian Chamber of Commerce in Berlin...
The Canadian Embassy in Hamburg has advised us to get in touch with you concern-

ing...

Indicating the state of the market
Demand for this type of goods is not high, but sales this year will probably exceed
$ 42,000.
You can count on a brisk turnover if prices are competitive and deliveries prompt.
There is no market here for articles of this type in the higher price ranges, but less
expensive models sell very well throughout the year.
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Asking for information
We would be glad to receive specifications of your new dishwashers, together with
your current export price list and details of trade discounts.
Will you please send us your catalogue and price list for...
We would appreciate a sample of each of the items listed above.

Closing sentences
We would appreciate a prompt answer.
We are looking forward to hearing from you.
We hope to hear from you shortly.

Replies to enquiries: offers

The sample of the letter

H. BLACK & CO. LTD.

Photographic Supplies CAPE TOWN
10 September 2016

William Scott
Photographic Dealer
London

Dear Mr Scott

Many thanks for your letter of 4 September. We are interested to hear that you saw
our advertisement in the Camera Review, and appreciate your interest in the products we
stock.

We are enclosing our Terms of Business, where you will find details of our quarterly
discounts, and our price list for the complete range of our products. As you will see, we
can grant special terms for orders of the value you mention.

| will be in London myself on 20 September, and will be happy to call on you at any
time in the morning. Perhaps you would like to let me know whether this is convenient. |
will bring the complete range articles, which are described in the catalogue we have sent
you today.

| am looking forward to meeting you.

Yours faithfully

Simon Little

Language material

Opening lines

We are pleased to have your enquiry about...

We thank you for your letter of 15 May, in which you enquiry about...
Replying to your enquiry of 15 May...

...offering you the following goods...

You will be interested (in) (to hear that)...

As a result of the favourable supply situation we are able to offer you...
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Prices and terms

Our prices are quoted...

Our prices include packing and carriage.

Price includes delivery to the nearest railhead.

Prices for the quality you mention range from $3 to $6.
...at the very special price of...

Payment by bill of exchange is requested.

Conditions and qualifications

This is a special offer and is not subject to our usual discounts.

Goods ordered from our old catalogue can be supplied only until stocks are exhausted.
This is a special offer and cannot be repeated.

This offer must be withdrawn if not accepted within 14 days.

Supply and demand

This article is in great demand.

There is no demand here for such goods.

We should be pleased to supply you on a consignment basis.

The model you ask for is out of production, but we can supply ... Instead.
We advise you to stock up while supplies are available.

Asking for instructions

Kindly confirm your order at the price quoted.

We await your instructions by return.

Your reply by return would be appreciated.

If our proposal is acceptable to you, please confirm by return.

Please let us know your wishes by next Monday.

Concluding sentences

We think we have covered every point of your enquiry. If not, please do not hesitate

to write to us again. It will be a pleasure to give you an immediate reply.

you.

We would appreciate the opportunity of showing you how efficiently we can serve

We look forward to the pleasure of serving you.
You may rely on us to give your requirements immediate attention.

Complaints and replies to complaints

The sample of the letter
Customer receives wrong goods

Dear Sirs
Our order no. J733
We have received the documents and taken delivery of the goods which arrived at

Port Glasgo on the J.O. Castle yesterday.

We are much obliged to you for the prompt execution of this order. Everything seems

to be correct and in good condition except in case no. 15.

Unfortunately, when we opened this case we found it contained completely different

articles from those ordered, and we can only presume that a mistake has been made and
that this case is part of another order.
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As we need the articles we ordered to complete deliveries to our customers, we must
ask you to arrange for replacements to be dispatched at once. We attach a list of the con-
tents of case 15, and would be glad if you check this against our order and your copy of
the invoice. In the meantime we are holding the case at your disposal; please let us know
what you wish us to do with it.

Yours faithfully

Language material
Poor quality goods, wrong goods
The bulk of the goods delivered is not up to sample.
Unfortunately, we find you have sent us the wrong goods.
Evidently some mistake was made and the goods have been wrongly delivered.
We cannot accept these containers as they are not the size and shape we ordered.

Missing from the delivery

Unfortunately you have not sent us all the goods we ordered; the following are miss-
ing:

You have short-shipped this consignment by 100 kg.

Complaint of delay

We urged on you the importance of the time factor.

We are at a loss to understand why we have not heard from you.

You will remember that it was agreed the goods would be shipped in time to arrive
here by the end of the month.

If the goods have not yet been shipped we must ask you to send them by air.

Replies to complaints

Dear Sirs

Your letter of 10 July 2016: your order nos. 5561, 5644, 5678 and 5679

We have received your letter, and must ask you to accept our apologies for dispatch-
ing these orders later than the scheduled dates.

As we informed you in our letter of 5 July, there was some disagreement between
management and the trade union in the latter part of the summer, and this resulted in
greatly reduced production at three of our plants in the south of England. It was at this time
that we introduced electronic data processing of orders here and at the office, and, like
most other companies, we had one or two problems to sort out in the early stages.

However, these difficulties have now been cleared up, and our production is now
running according to plan. We are, naturally, very sorry for the inconvenience you have
had to suffer on account of our own problems, but we can promise you that you can rely
on prompt delivery on our part now that the situation is back to normal.

Yours faithfully
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TAPESCRIPTS

Economics
UNIT 1

Banking

So today's top chef class is in how to rob a bank, and it's clear that the general public
needs guidance, because the average bank robbery nets only 7,500 dollars. Rank ama-
teurs who know nothing about how to cook the books.

The folks who know, of course, run our largest banks, and in the last go-around, they
cost us over 11 trillion dollars. That's what 11 trillion looks like. That's how many zeros?
And cost us over 10 million jobs as well.

So our task is to educate ourselves so that we can understand why we have these re-
current, intensifying financial crises, and how we can prevent them in the future. And the an-
swer to that is that we have to stop epidemics of control fraud. Control fraud is what hap-
pens when the people who control, typically a CEO, a seemingly legitimate entity, use it as a
weapon to defraud. And these are the weapons of mass destruction in the financial world.

They also follow in finance a particular strategy, because the weapon of choice in fi-
nance is accounting, and there is a recipe for accounting control fraud, and how it occurs.
And we discovered this recipe in quite an odd way that I'll come back to in a moment. First
ingredient in the recipe: grow like crazy; second, by making or buying really crappy loans,
but loans that are made at a very high interest rate or yield; three, while employing ex-
treme leverage — that just means a lot of debt — compared to your equity; and four, while
providing only trivial loss reserves against the inevitable losses. If you follow those four
simple steps, and any bank can follow them, then you are mathematically guaranteed to
have three things occur. The first thing is you will report record bank profits — not just high,
record. Two, the CEO will immediately be made incredibly wealthy by modern executive
compensation. And three, farther down the road, the bank will suffer catastrophic losses
and will fail unless it is bailed out. And that's a hint as to how we discovered this recipe,
because we discovered it through an autopsy process. During the savings and loan deba-
cle in 1984, we looked at every single failure, and we looked for common characteristics,
and we discovered this recipe was common to each of these frauds. In other words, a cor-
oner could find these things because this is a fatal recipe that will destroy the banks as
well as the economy. And it also turns out to be precisely what could have stopped this
crisis, the one that cost us 11 trillion dollars just in the household sector, that cost us 10
million jobs, was the easiest financial crisis by far to have avoided completely if we had
simply learned the lessons of epidemics of control fraud, particularly using this recipe. So
let's go to this crisis, and the two huge epidemics of loan origination fraud that drove the
crisis — appraisal fraud and liar's loans — and what we're going to see in looking at both of
these is we got warnings that were incredibly early about these frauds. We got warnings
that we could have taken advantage of easily, because back in the savings and loan de-
bacle, we had figured out how to respond and prevent these crises. And three, the warn-
ings were unambiguous. They were obvious that what was going on was an epidemic of
accounting control fraud building up.

Let's take appraisal fraud first. This is simply where you inflate the value of the home
that is being pledged as security for the loan. In 2000, the year 2000, that is over a year
before Enron fails, by the way, the honest appraisers got together a formal petition beg-
ging the federal government to act, and the industry to act, to stop this epidemic of ap-
praisal fraud. And the appraisers explained how it was occurring, that banks were de-
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manding that appraisers inflate the appraisal, and that if the appraisers refused to do so,
they, the banks, would blacklist honest appraisers and refuse to use them. Now, we've
seen this before in the savings and loan debacle, and we know that this kind of fraud can
only originate from the lenders, and that no honest lender would ever inflate the appraisal,
because it's the great protection against loss. So this was an incredibly early warning,
2000. It was something we'd seen before, and it was completely unambiguous. This was
an epidemic of accounting control fraud led by the banks.

UNIT 2

Finance

Our ability to create and sustain economic growth is the defining challenge of our time.

Of course there are other challenges — health care, disease burdens and pandemics,
environmental challenges and, of course, radicalized terrorism. However, to the extent that
we can actually solve the economic growth challenge, it will take us a long way to solving
the challenges that I've just elucidated.

More importantly, unless and until we solve economic growth and create sustainable,
long-term economic growth, we'll be unable to address the seemingly intractable challeng-
es that continue to pervade the globe today, whether it's health care, education or eco-
nomic development.

The fundamental question is this: How are we going to create economic growth in
advanced and developed economies like the United States and across Europe at a time
when they continue to struggle to create economic growth after the financial crisis?

They continue to underperform and to see an erosion in the three key drivers of eco-
nomic growth: capital, labor and productivity. In particular, these developed economies
continue to see debts and deficits, the decline and erosion of both the quality and quantity
of labor and they also see productivity stalling.

In a similar vein, how are we going to create economic growth in the emerging mar-
kets, where 90 percent of the world's population lives and where, on average, 70 percent
of the population is under the age of 25? In these countries, it is essential that they grow at
a minimum of seven percent a year in order to put a dent in poverty and to double per cap-
ita incomes in one generation. And yet today, the largest emerging economies — countries
with at least 50 million people — continue to struggle to reach that seven percent magic
mark. Worse than that, countries like India, Russia, South Africa, Brazil and even China
are falling below that seven percent number and, in many cases, actually regressing.

Economic growth matters. With economic growth, countries and societies enter into a
virtuous cycle of upward mobility, opportunity and improved living standards. Without
growth, countries contract and atrophy, not just in the annals of economic statistics but al-
so in the meaning of life and how lives are lived. Economic growth matters powerfully for
the individual. If growth wanes, the risk to human progress and the risk of political and so-
cial instability rises, and societies become dimmer, coarser and smaller.

The context matters. And countries in emerging markets do not need to grow at the
same rates as developed countries.

UNIT 3

Currency

So if | was to ask you what the connection between a bottle of Tide detergent and
sweat was, you'd probably think that's the easiest question that you're going to be asked in
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Edinburgh all week. But if | was to say that they're both examples of alternative or new
forms of currency in a hyperconnected, data-driven global economy, you'd probably think |
was a little bit bonkers. But trust me, | work in advertising. (Laughter) And | am going to tell
you the answer, but obviously after this short break. So a more challenging question is one
that | was asked, actually, by one of our writers a couple of weeks ago, and | didn't know
the answer: What's the world's best performing currency? It's actually Bitcoin.

Now, for those of you who may not be familiar, Bitcoin is a crypto-currency, a virtual
currency, synthetic currency. It was founded in 2008 by this anonymous programmer using
a pseudonym Satoshi Nakamoto. No one knows who or what he is. He's almost like the
Banksy of the Internet. And I'm probably not going to do it proper service here, but my in-
terpretation of how it works is that Bitcoins are released through this process of mining. So
there's a network of computers that are challenged to solve a very complex mathematical
problem and the person that manages to solve it first gets the Bitcoins. And the Bitcoins
are released, they're put into a public ledger called the Blockchain, and then they float, so
they become a currency, and completely decentralized, that's the sort of scary thing about
this, which is why it's so popular. So it's not run by the authorities or the state. It's actually
managed by the network. And the reason is that it's proved very successful it's private, it's
anonymous, it's fast, and it's cheap. And you do get to the point where there's some wild
fluctuations with Bitcoin. So in one level it went from something like 13 dollars to 266, liter-
ally in the space of four months, and then crashed and lost half of its value in six hours.
And it's currently around that kind of 110 dollar mark in value. But what it does show is that
it's sort of gaining ground, it's gaining respectability. You get services, like Reddit and
Wordpress are actually accepting Bitcoin as a payment currency now. And that's showing
you that people are actually placing trust in technology, and it's started to trump and dis-
rupt and interrogate traditional institutions and how we think about currencies and money.

And that's not surprising, if you think about the basket case that is the E.U. | think
there was a Gallup survey out recently that said something like, in America, trust in banks
is at an all-time low, it's something like 21 percent. And you can see here some photo-
graphs from London where Barclays sponsored the city bike scheme, and some activists
have done some nice piece of guerrilla marketing here and doctored the slogans. "Sub-
prime pedaling.” "Barclays takes you for a ride." These are the more polite ones | could
share with you today. But you get the gist, so people have really started to sort of lose faith
in institutions.

UNIT 4

Advertising

This is my first time at TED. Normally, as an advertising man, | actually speak at TED
Evil, which is TED's secret sister that pays all the bills. It's held every two years in Burma.
And | particularly remember a really good speech by Kim Jong Il on how to get teens
smoking again. (Laughter)

But, actually, it's suddenly come to me after years working in the business, that what
we create in advertising, which is intangible value — you might call it perceived value, you
might call it badge value, subjective value, intangible value of some kind — gets rather a
bad rap. If you think about it, if you want to live in a world in the future where there are
fewer material goods, you basically have two choices. You can either live in a world which
is poorer, which people in general don't like. Or you can live in a world where actually in-
tangible value constitutes a greater part of overall value, that actually intangible value, in
many ways is a very, very fine substitute for using up labor or limited resources in the
creation of things.
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Here is one example. This is a train which goes from London to Paris. The question
was given to a bunch of engineers, about 15 years ago, "How do we make the journey to
Paris better?" And they came up with a very good engineering solution, which was to
spend six billion pounds building completely new tracks from London to the coast, and
knocking about 40 minutes off a three-and-half-hour journey time. Now, call me Mister
Picky. I'm just an ad man ... ... but it strikes me as a slightly unimaginative way of improv-
ing a train journey merely to make it shorter. Now what is the hedonic opportunity cost on
spending six billion pounds on those railway tracks?

Here is my naive advertising man's suggestion. What you should in fact do is employ
all of the world's top male and female supermodels, pay them to walk the length of the
train, handing out free Chateau Petrus for the entire duration of the journey. (Laughter)
(Applause) Now, you'll still have about three billion pounds left in change, and people will
ask for the trains to be slowed down. (Laughter)

Now, here is another naive advertising man's question again. And this shows that
engineers, medical people, scientific people, have an obsession with solving the problems
of reality, when actually most problems, once you reach a basic level of wealth in society,
most problems are actually problems of perception. So I'll ask you another question. W hat
on earth is wrong with placebos? They seem fantastic to me. They cost very little to devel-
op. They work extraordinarily well. They have no side effects, or if they do, they're imagi-
nary, so you can safely ignore them. (Laughter)

So | was discussing this. And | actually went to the Marginal Revolution blog by Tyler
Cowen. | don't know if anybody knows it. Someone was actually suggesting that you can
take this concept further, and actually produce placebo education. The point is that educa-
tion doesn't actually work by teaching you things. It actually works by giving you the im-
pression that you've had a very good education, which gives you an insane sense of un-
warranted self-confidence, which then makes you very, very successful in later life. So,
welcome to Oxford, ladies and gentlemen. (Laughter) (Applause).

Psychology

UNIT 2
How to avoid miscommunication

Have you ever talked with a friend about a problem only to realize that he just
doesn't seem to grasp why the issue is so important to you? Have you ever presented an
idea to a group and it's met with utter confusion? Or maybe you've been in an argument
when the other person suddenly accuses you of not listening to what they're saying at all?
What's going on here? The answer is miscommunication, and in some form or another,
we've all experienced it. It can lead to confusion, animosity, misunderstanding, or even
crashing a multimillion dollar probe into the surface of Mars. The fact is even when face-to-
face with another person, in the very same room, and speaking the same language, hu-
man communication is incredibly complex.

But the good news is that a basic understanding of what happens when we com-
municate can help us prevent miscommunication. For decades, researchers have asked,
"What happens when we communicate?" One interpretation, called the transmission mod-
el, views communication as a message that moves directly from one person to another,
similar to someone tossing a ball and walking away. But in reality, this simplistic model
doesn't account for communication's complexity. Enter the transactional model, which
acknowledges the many added challenges of communicating. With this model, it's more
accurate to think of communication between people as a game of catch. As we communi-
cate our message, we receive feedback from the other party. Through the transaction, we
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create meaning together. But from this exchange, further complications arise. It's not like
the Star Trek universe, where some characters can Vulcan mind meld, fully sharing
thoughts and feelings. As humans, we can't help but send and receive messages through
our own subjective lenses. When communicating, one person expresses her interpretation
of a message, and the person she's communicating with hears his own interpretation of
that message.

Our perceptual filters continually shift meanings and interpretations. Remember that
game of catch? Imagine it with a lump of clay. As each person touches it, they shape it to
fit their own unique perceptions based on any number of variables, like knowledge or past
experience, age, race, gender, ethnicity, religion, or family background. Simultaneously,
every person interprets the message they receive based on their relationship with the oth-
er person, and their unique understanding of the semantics and connotations of the exact
words being used.

They could also be distracted by other stimuli, such as traffic or a growling stomach.
Even emotion might cloud their understanding, and by adding more people into a conver-
sation, each with their own subijectivities, the complexity of communication grows expo-
nentially.

So as the lump of clay goes back and forth from one person to another, reworked,
reshaped, and always changing, it's no wonder our messages sometimes turn into a mush
of miscommunication. But, luckily, there are some simple practices that can help us all
navigate our daily interactions for better communication. One: recognize that passive hear-
ing and active listening are not the same. Engage actively with the verbal and nonverbal
feedback of others, and adjust your message to facilitate greater understanding. Two: lis-
ten with your eyes and ears, as well as with your gut. Remember that communication is
more than just words. Three: take time to understand as you try to be understood. In the
rush to express ourselves, it's easy to forget that communication is a two-way street. Be
open to what the other person might say. And finally, four: Be aware of your personal per-
ceptual filters. Elements of your experience, including your culture, community, and family,
influence how you see the world.

Say, "This is how | see the problem, but how do you see it?" Don't assume that your
perception is the objective truth. That'll help you work toward sharing a dialogue with oth-
ers to reach a common understanding together.

UNIT 3

Why you should know how much your coworkers get paid

How much do you get paid? Don't answer that out loud. But put a number in your
head. Now: How much do you think the person sitting next to you gets paid? Again, don't
answer out loud. At work, how much do you think the person sitting in the cubicle or the
desk next to you gets paid? Do you know? Should you know?

Notice, it's a little uncomfortable for me to even ask you those questions. But admit
it — you kind of want to know. Most of us are uncomfortable with the idea of broadcasting
our salary. We're not supposed to tell our neighbors, and we're definitely not supposed to
tell our office neighbors. The assumed reason is that if everybody knew what everybody
got paid, then all hell would break loose. There'd be arguments, there'd be fights, there
might even be a few people who quit. But what if secrecy is actually the reason for all that
strife? And what would happen if we removed that secrecy? What if openness actually in-
creased the sense of fairness and collaboration inside a company? What would happen if
we had total pay transparency?
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For the past several years, I've been studying the corporate and entrepreneurial
leaders who question the conventional wisdom about how to run a company. And the
guestion of pay keeps coming up. And the answers keep surprising. It turns out that pay
transparency — sharing salaries openly across a company — makes for a better workplace
for both the employee and for the organization. When people don't know how their pay
compares to their peers’, they're more likely to feel underpaid and maybe even discrimi-
nated against. Do you want to work at a place that tolerates the idea that you feel under-
paid or discriminated against? But keeping salaries secret does exactly that, and it's a
practice as old as it is common, despite the fact that in the United States, the law protects
an employee's right to discuss their pay.

In one famous example from decades ago, the management of Vanity Fair maga-
zine actually circulated a memo entitled: "Forbidding Discussion Among Employees of
Salary Received." "Forbidding" discussion among employees of salary received. Now that
memo didn't sit well with everybody. New York literary figures Dorothy Parker, Robert
Benchley and Robert Sherwood, all writers in the Algonquin Round Table, decided to
stand up for transparency and showed up for work the next day with their salary written on
signs hanging from their neck.

Imagine showing up for work with your salary just written across your chest for all to
see. But why would a company even want to discourage salary discussions? Why do
some people go along with it, while others revolt against it? It turns out that in addition to
the assumed reasons, pay secrecy is actually a way to save a lot of money. You see,
keeping salaries secret leads to what economists call "information asymmetry." This is a
situation where, in a negotiation, one party has loads more information than the other. And
in hiring or promotion or annual raise discussions, an employer can use that secrecy to
save a lot of money. Imagine how much better you could negotiate for a raise if you knew
everybody's salary.

Economists warn that information asymmetry can cause markets to go
awry. Someone leaves a pay stub on the copier, and suddenly everybody is shouting at
each other. In fact, they even warn that information asymmetry can lead to a total market
failure. And | think we're almost there. Here's why: first, most employees have no idea how
their pay compares to their peers'. In a 2015 survey of 70,000 employees, two-thirds of
everyone who is paid at the market rate said that they felt they were underpaid. And of
everybody who felt that they were underpaid, 60 percent said that they intended to
quit, regardless of where they were -- underpaid, overpaid or right at the market rate. If you
were part of this survey, what would you say? Are you underpaid? Well, wait -- how do you
even know, because you're not allowed to talk about it?

Next, information asymmetry, pay secrecy, makes it easier to ignore the discrimina-
tion that's already present in the market today. In a 2011 report from the Institute for Wom-
en's Policy Research, the gender wage gap between men and women was 23 per-
cent. This is where that 77 cents on the dollar comes from. But in the Federal Govern-
ment, where salaries are pinned to certain levels and everybody knows what those levels
are, the gender wage gap shrinks to 11 percent — and this is before controlling for any of
the factors that economists argue over whether or not to control for. If we really want to
close the gender wage gap, maybe we should start by opening up the payroll. If this is
what total market failure looks like, then openness remains the only way to ensure fair-
ness.

Now, | realize that letting people know what you make might feel uncomfortable, but
isn't it less uncomfortable than always wondering if you're being discriminated against, or if
you wife or your daughter or your sister is being paid unfairly? Openness remains the best
way to ensure fairness, and pay transparency does that.

That's why entrepreneurial leaders and corporate leaders have been experimenting
with sharing salaries for years. Like Dane Atkinson. Dane is a serial entrepreneur who
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started many companies in a pay secrecy condition and even used that condition to pay
two equally qualified people dramatically different salaries, depending on how well they
could negotiate. And Dane saw the strife that happened as a result of this. So when he
started his newest company, SumAll, he committed to salary transparency from the begin-
ning. And the results have been amazing. And in study after study, when people know how
they're being paid and how that pay compares to their peers’, they're more likely to work
hard to improve their performance, more likely to be engaged, and they're less likely to
quit.

That's why Dane's not alone. From technology start-ups like Buffer, to the tens of
thousands of employees at Whole Foods, where not only is your salary available for eve-
ryone to see, but the performance data for the store and for your department is available
on the company intranet for all to see.

Now, pay transparency takes a lot of forms. It's not one size fits all. Some post their
salaries for all to see. Some only keep it inside the company. Some post the formula for
calculating pay, and others post the pay levels and affix everybody to that level. So you
don't have to make signs for all of your employees to wear around the office. And you don't
have to be the only one wearing a sign that you made at home. But we can all take greater
steps towards pay transparency. For those of you that have the authority to move forward
towards transparency: it's time to move forward. And for those of you that don't have that
authority: it's time to stand up for your right to.

So how much do you get paid? And how does that compare to the people you work
with? You should know. And so should they.

What makes us feel good about our work

| want to talk a little bit today about labor and work.

When we think about how people work, the naive intuition we have is that people
are like rats in a maze — that all people care about is money, and the moment we give
them money, we can direct them to work one way, we can direct them to work another
way. This is why we give bonuses to bankers and pay in all kinds of ways. And we really
have this incredibly simplistic view of why people work, and what the labor market looks
like.

At the same time, if you think about it, there are all kinds of strange behaviors in the
world around us. Think about something like mountaineering and mountain climbing. If you
read books of people who climb mountains, difficult mountains, do you think that those
books are full of moments of joy and happiness? No, they are full of misery. In fact, it's all
about frostbite and having difficulty walking, and difficulty breathing — cold, challenging cir-
cumstances. And if people were just trying to be happy, the moment they would get to the
top, they would say, "This was a terrible mistake. I'll never do it again.”

"Instead, let me sit on a beach somewhere drinking mojitos."” But instead, people go
down, and after they recover, they go up again. And if you think about mountain climbing
as an example, it suggests all kinds of things. It suggests that we care about reaching the
end, a peak. It suggests that we care about the fight, about the challenge. It suggests that
there are all kinds of other things that motivate us to work or behave in all kinds of ways.

And for me personally, | started thinking about this after a student came to visit
me. This was one of my students from a few years earlier, and he came one day back to
campus. And he told me the following story: He said that for more than two weeks, he was
working on a PowerPoint presentation. He was working in a big bank, and this was in
preparation for a merger and acquisition. And he was working very hard on this presenta-
tion — graphs, tables, information. He stayed late at night every day. And the day before it
was due, he sent his PowerPoint presentation to his boss, and his boss wrote him back
and said, "Nice presentation, but the merger is canceled.” And the guy was deeply de-
pressed. Now at the moment when he was working, he was actually quite happy. Every
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night he was enjoying his work, he was staying late, he was perfecting this PowerPoint
presentation. But knowing that nobody would ever watch it made him quite depressed.

So | started thinking about how do we experiment with this idea of the fruits of our
labor. And to start with, we created a little experiment in which we gave people Legos, and
we asked them to build with Legos. And for some people, we gave them Legos and we
said, "Hey, would you like to build this Bionicle for three dollars? We'll pay you three dol-
lars for it." And people said yes, and they built with these Legos. And when they finished,
we took it, we put it under the table, and we said, "Would you like to build another one, this
time for $2.70?" If they said yes, we gave them another one, and when they finished, we
asked them, "Do you want to build another one?" for $2.40, $2.10, and so on, until at some
point people said, "No more. It's not worth it for me." This was what we called the mean-
ingful condition. People built one Bionicle after another. After they finished every one of
them, we put them under the table. And we told them that at the end of the experiment, we
will take all these Bionicles, we will disassemble them, we will put them back in the box-
es, and we will use it for the next participant.

There was another condition. This other condition was inspired by David, my stu-
dent. And this other condition we called the Sisyphic condition. And if you remember the
story about Sisyphus, Sisyphus was punished by the gods to push the same rock up a
hill, and when he almost got to the end, the rock would roll over, and he would have to
start again. And you can think about this as the essence of doing futile work. You can im-
agine that if he pushed the rock on different hills, at least he would have some sense of
progress. Also, if you look at prison movies, sometimes the way that the guards torture the
prisoners is to get them to dig a hole, and when the prisoner is finished, they ask him to fill
the hole back up and then dig again. There's something about this cyclical version of doing
something over and over and over that seems to be particularly demotivating.

So in the second condition of this experiment, that's exactly what we did. We asked
people, "Would you like to build one Bionicle for three dollars?" And if they said yes, they
built it. Then we asked them, "Do you want to build another one for $2.70?" And if they
said yes, we gave them a new one, and as they were building it, we took apart the one that
they just finished. And when they finished that, we said, "Would you like to build another
one, this time for 30 cents less?" And if they said yes, we gave them the one that they built
and we broke. So this was an endless cycle of them building, and us destroying in front of
their eyes.

Now what happens when you compare these two conditions? The first thing that
happened was that people built many more Bionicles — eleven in the meaningful condi-
tion, versus seven in the Sisyphus condition. And by the way, we should point out that this
was not big meaning. People were not curing cancer or building bridges. People were
building Bionicles for a few cents. And not only that, everybody knew that the Bionicles
would be destroyed quite soon. So there was not a real opportunity for big meaning. But
even the small meaning made a difference.

Now we had another version of this experiment. In this other version of the experi-
ment, we didn't put people in this situation, we just described to them the situation, much
as | am describing to you now, and we asked them to predict what the result would
be. What happened? People predicted the right direction but not the right magni-
tude. People who were just given the description of the experiment said that in the mean-
ingful condition, people would probably build one more Bionicle. So people understand
that meaning is important, they just don't understand the magnitude of the importance, the
extent to which it's important.

There was one other piece of data we looked at. If you think about it, there are
some people who love Legos, and some people who don't. And you would speculate that
the people who love Legos would build more Legos, even for less money, because after
all, they get more internal joy from it. And the people who love Legos less would build less
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Legos because the enjoyment that they derive from it is lower. And that's actually what we
found in the meaningful condition. There was a very nice correlation between the love of
Legos and the amount of Legos people built.

What happened in the Sisyphic condition? In that condition, the correlation was zero
— there was no relationship between the love of Legos, and how much people built, which
suggests to me that with this manipulation of breaking things in front of people's eyes, we
basically crushed any joy that they could get out of this activity. We basically eliminated it.

Soon after | finished running this experiment, | went to talk to a big software compa-
ny in Seattle. | can't tell you who they were, but they were a big company in Seattle. This
was a group within the software company that was put in a different building, and they
asked them to innovate, and create the next big product for this company. And the week
before | showed up, the CEO of this big software company went to that group, 200 engi-
neers, and canceled the project. And | stood there in front of 200 of the most depressed
people I've ever talked to. And | described to them some of these Lego experiments, and
they said they felt like they had just been through that experiment. And | asked them, |
said, "How many of you now show up to work later than you used to?" And everybody
raised their hand.| said, "How many of you now go home earlier than you used
to?" Everybody raised their hand. | asked them, "How many of you now add not-so-kosher
things to your expense reports?" And they didn't raise their hands, but they took me out to
dinner and showed me what they could do with expense reports. And then | asked them, |
said, "What could the CEO have done to make you not as depressed?" And they came up
with all kinds of ideas.

They said the CEO could have asked them to present to the whole company about
their journey over the last two years and what they decided to do. He could have asked
them to think about which aspect of their technology could fit with other parts of the organ-
ization. He could have asked them to build some next-generation prototypes, and see how
they would work. But the thing is that any one of those would require some effort and moti-
vation. And | think the CEO basically did not understand the importance of meaning. If the
CEOQO, just like our participants, thought the essence of meaning is unimportant, then he
[wouldn't] care. And he would say, "At the moment | directed you in this way, and now that
I'm directing you in this way, everything will be okay." But if you understood how important
meaning is, then you would figure out that it's actually important to spend some time, en-
ergy and effort in getting people to care more about what they're doing.

The next experiment was slightly different. We took a sheet of paper with random
letters, and we asked people to find pairs of letters that were identical next to each oth-
er. That was the task. People did the first sheet, then we asked if they wanted to do anoth-
er for a little less money, the next sheet for a little bit less, and so on and so forth. And we
had three conditions. In the first condition, people wrote their name on the sheet, found all
the pairs of letters, gave it to the experimenter, the experimenter would look at it, scan it
from top to bottom, say "Uh huh," and put it on the pile next to them. In the second condi-
tion, people did not write their name on it. The experimenter looked at it, took the sheet of
paper, did not look at it, did not scan it, and simply put it on the pile of pages. So you take
a piece, you just put it on the side. In the third condition, the experimenter got the sheet of
paper, and put it directly into a shredder.

What happened in those three conditions?

In this plot I'm showing you at what pay rate people stopped. So low humbers mean
that people worked harder. They worked for much longer. In the acknowledged condi-
tion, people worked all the way down to 15 cents. At 15 cents per page, they basically
stopped these efforts. In the shredder condition, it was twice as much — 30 cents per
sheet.

And this is basically the result we had before. You shred people's efforts, output —
you get them not to be as happy with what they're doing. But | should point out, by the
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way, that in the shredder condition, people could have cheated. They could have done
not so good work, because they realized people were just shredding it. So maybe the
first sheet you'd do good work, but then you see nobody is really testing it, so you would
do more and more and more. So in fact, in the shredder condition, people could have
submitted more work and gotten more money, and put less effort into it. But what about
the ignored condition? Would the ignored condition be more like the acknowledged or
more like the shredder, or somewhere in the middle? It turns out it was almost like the
shredder.

Now there's good news and bad news here. The bad news is that ignoring the per-
formance of people is almost as bad as shredding their effort in front of their eyes. Ignoring
gets you a whole way out there. The good news is that by simply looking at something that
somebody has done, scanning it and saying "Uh huh," that seems to be quite sufficient to
dramatically improve people's motivations. So the good news is that adding motiva-
tion doesn't seem to be so difficult. The bad news is that eliminating motivations seems to
be incredibly easy, and if we don't think about it carefully, we might overdo it. So this is all
in terms of negative motivation, or eliminating negative motivation.

The next part | want to show you is something about positive motivation. So there is
a store in the U.S. called IKEA. And IKEA is a store with kind of okay furniture that takes a
long time to assemble.

| don't know about you, but every time | assemble one of those, it takes me much
longer, it's much more effortful, it's much more confusing, | put things in the wrong way — |
can't say | enjoy those pieces. | can't say | enjoy the process. But when | finish it, | seem to
like those IKEA pieces of furniture more than | like other ones.

And there's an old story about cake mixes. So when they started cake mixes in the
'40s, they would take this powder and they would put it in a box, and they would ask
housewives to basically pour it in, stir some water in it, mix it, put it in the oven, and — voila
— you had a cake. But it turns out they were very unpopular. People did not want
them, and they thought about all kinds of reasons for that. Maybe the taste was not
good? No, the taste was great. What they figured out was that there was not enough effort
involved. It was so easy that nobody could serve cake to their guests and say, "Here is my
cake." No, it was somebody else's cake, as if you bought it in the store. It didn't really feel
like your own. So what did they do? They took the eggs and the milk out of the powder.

Now you had to break the eggs and add them, you had to measure the milk and
add it, mixing it. Now it was your cake. Now everything was fine.

Now, | think a little bit like the IKEA effect, by getting people to work harder, they ac-
tually got them to love what they're doing to a higher degree.

So how do we look at this question experimentally? We asked people to build some
origami. We gave them instructions on how to create origami, and we gave them a sheet
of paper. And these were all novices, and they built something that was really quite ugly —
nothing like a frog or a crane. But then we told them, "Look, this origami really belongs to
us. You worked for us, but I'll tell you what, we'll sell it to you. How much do you want to
pay for it?" And we measured how much they were willing to pay for it. And we had two
types of people: We had the people who built it, and the people who did not build it, and
just looked at it as external observers. And what we found was that the builders thought
that these were beautiful pieces of origami --and they were willing to pay five times more
for them than the people who just evaluated them externally. Now you could say — if you
were a builder, do you think [you'd say], "Oh, | love this origami, but | know that nobody
else would love it?" Or "l love this origami, and everybody else will love it as well?" Which
one of those two is correct? Turns out the builders not only loved the origami more, they
thought that everybody would see the world in their view. They thought everybody else
would love it more as well.

96



In the next version, we tried to do the IKEA effect. We tried to make it more diffi-
cult. So for some people, we gave the same task. For some people, we made it harder by
hiding the instructions. At the top of the sheet, we had little diagrams of how you fold ori-
gami. For some people, we just eliminated that. So now this was tougher. What hap-
pened? Well in an objective way, the origami now was uglier, it was more difficult. Now
when we looked at the easy origami, we saw the same thing — builders loved it more,
evaluators loved it less. When you looked at the hard instructions, the effect was larg-
er. Why? Because now the builders loved it even more. They put all this extra effort into
it. And evaluators? They loved it even less. Because in reality, it was even uglier than the
first version. Of course, this tells you something about how we evaluate things.

Now think about kids. Imagine | asked you, "How much would you sell your kids
for?" Your memories and associations and so on. Most people would say for a lot, a lot of
money.

On good days.

But imagine this was slightly different. Imagine if you did not have your kids. And
one day you went to the park and you met some kids. They were just like your kids, and
you played with them for a few hours, and when you were about to leave, the parents said,
"Hey, by the way, just before you leave, if you're interested, they're for sale.”

How much would you pay for them now? Most people say not that much. And this is
because our kids are so valuable, not just because of who they are, but because of
us, because they are so connected to us, and because of the time and connection. By the
way, if you think IKEA instructions are not good, what about the instructions that come with
kids, those are really tough.

By the way, these are my kids, which, of course, are wonderful and so on. Which
comes to tell you one more thing, which is, much like our builders, when they look at the
creature of their creation, we don't see that other people don't see things our way. Let me
say one last comment. If you think about Adam Smith versus Karl Marx, Adam Smith had
a very important notion of efficiency. He gave an example of a pin factory. He said pins
have 12 different steps, and if one person does all 12 steps, production is very low. But if
you get one person to do step one, and one person to do step two and step three and so
on, production can increase tremendously. And indeed, this is a great example, and the
reason for the Industrial Revolution and efficiency. Karl Marx, on the other hand, said that
the alienation of labor is incredibly important in how people think about the connection to
what they are doing. And if you do all 12 steps, you care about the pin. But if you do one
step every time, maybe you don't care as much.

| think that in the Industrial Revolution, Adam Smith was more correct than Karl
Marx. But the reality is that we've switched, and now we're in the knowledge econo-
my. You can ask yourself, what happens in a knowledge economy? Is efficiency still more
important than meaning? | think the answer is no. | think that as we move to situations in
which people have to decide on their own about how much effort, attention, caring, how
connected they feel to it, are they thinking about labor on the way to work, and in the
shower and so on, all of a sudden Marx has more things to say to us. So when we think
about labor, we usually think about motivation and payment as the same thing, but the re-
ality is that we should probably add all kinds of things to it — meaning, creation, challenges,
ownership, identity, pride, etc.

The good news is that if we added all of those components and thought about them —
how do we create our own meaning, pride, motivation, and how do we do it in our work-
place, and for the employees — | think we could get people to be both more productive and
happier.

Thank you very much.
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UNIT 4

The history of marriage

There have been many different things written and said about marriage. From the
sweetly inspirational to the hilariously cynical. But what many of them have in common is
that they sound like they express a universal and timeless truth, when in fact nearly every-
thing about marriage, from its main purpose to the kinds of relationships it covers to the
rights and responsibilities involved, has varied greatly between different eras, cultures and
social classes.

So, let's take a quick look at the evolution of marriage. Pair bonding and raising
children is as old as humanity itself. With the rise of sedentary agricultural societies about
10,000 years ago, marriage was also a way of securing rights to land and property by des-
ignating children born under certain circumstances as rightful heirs.

As these societies became larger and more complex, marriage became not just a
matter between individuals and families, but also an official institution governed by reli-
gious and civil authorities. And it was already well established by 2100 B.C. when the ear-
liest surviving written laws in the Mesopotamian Code of Ur-Nammu provided many specif-
ics governing marriage, from punishments for adultery to the legal status of children born
to slaves.

Many ancient civilizations allowed some form of multiple simultaneous marriage.
And even today, less than a quarter of the world's hundreds of different cultures prohibit it.
But just because something was allowed doesn't mean it was always possible. Demo-
graphic realities, as well as the link between marriage and wealth, meant that even though
rulers and elites in Ancient Mesopotamia, Egypt and Israel had multiple concubines or
wives, most commoners could only afford one or two tending towards monogamy in prac-
tice. In other places, the tables were turned, and a woman could have multiple husbands
as in the Himalayan Mountains where all brothers in a family marrying the same woman
kept the small amount of fertile land from being constantly divided into new households.

Marriages could vary not only in the number of people they involved but the types of
people as well. Although the names and laws for such arrangements may have differed,
publicly recognized same-sex unions have popped up in various civilizations throughout
history. Mesopotamian prayers included blessings for such couples, while Native American
Two-Spirit individuals had relationships with both sexes. The first instances of such ar-
rangements actually being called "Marriage" come from Rome, where the Emperors Nero
and Elagabalus both married men in public ceremonies with the practice being explicitly
banned in 342 A.D. But similar traditions survived well into the Christian era, such as
Adelphopoiesis, or "brother-making” in Orthodox churches, and even an actual marriage
between two men recorded in 1061 at a small chapel in Spain.

Nor was marriage even necessarily between two living people. Ghost marriages,
where either the bride or groom were deceased, were conducted in China to continue
family lineages or appease restless spirits. And some tribes in Sudan maintain similar
practices.

Despite all these differences, a lot of marriages throughout history did have one
thing in common. With crucial matters like property and reproduction at stake, they were
way too important to depend on young love. Especially among the upperclasses, matches
were often made by families or rulers. But even for commoners, who had some degree of
choice, the main concern was practicality.

The modern idea of marriage as being mainly about love and companionship only
emerged in the last couple of centuries. With industrialization, urbanization and the growth
of the middle class more people became independent from large extended families and
were able to support a new household on their own. Encouraged by new ideas from the
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Enlightenment, people began to focus on individual happiness and pursuits, rather than
familial duty or wealth and status, at least some of the time.

And this focus on individual happiness soon led to other transformations, such as
easing restrictions on divorce and more people marrying at a later age. So, as we continue
to debate the role and definition of marriage in the modern world, it might help to keep in
mind that marriage has always been shaped by society, and as a society's structure, val-
ues and goals change over time, its ideas of marriage will continue to change along with
them.

The secret of happy marriage

Every year in the United States alone, 2,077,000 couples make a legal and spiritual
decision to spend the rest of their lives together ... and not to have sex with anyone
else, ever. He buys a ring, she buys a dress. They go shopping for all sorts of things. She
takes him to Arthur Murray for ballroom dancing lessons. And the big day comes. And
they'll stand before God and family and some guy her dad once did business with, and
they'll vow that nothing, not abject poverty, not life-threatening illness, not complete and
utter misery will ever put the tiniest damper on their eternal love and devotion.

These optimistic young bastards promise to honor and cherish each other through
hot flashes and mid-life crises and a cumulative 50-lb. weight gain, until that far-off
day when one of them is finally able to rest in peace. You know, because they can't hear
the snoring anymore. And then they'll get stupid drunk and smash cake in each other’s'
faces and do the "Macarena,” and we'll be there showering them with towels and toast-
ers and drinking their free booze and throwing birdseed at them every single time -- even
though we know, statistically, half of them will be divorced within a decade.

Of course, the other half won't, right? They'll keep forgetting anniversaries and argu-
ing about where to spend holidays and debating which way the toilet paper should come
off of the roll. And some of them will even still be enjoying each other’'s' company when
neither of them can chew solid food anymore.

And researchers want to know why. | mean, look, it doesn't take a double-blind, pla-
cebo-controlled study to figure out what makes a marriage not work. Disrespect, bore-
dom, too much time on Facebook, having sex with other people. But you can have the ex-
act opposite of all of those things — respect, excitement, a broken Internet connection,
mind-numbing monogamy — and the thing still can go to hell in a hand basket. So what's
going on when it doesn't? What do the folks who make it all the way to side-by-side burial
plots have in common? What are they doing right? What can we learn from them? And if
you're still happily sleeping solo, why should you stop what you're doing and make it your
life's work to find that one special person that you can annoy for the rest of your life?

Well researchers spend billions of your tax dollars trying to figure that out. They
stalk blissful couples and they study their every move and mannerism. And they try to pin-
point what it is that sets them apart from their miserable neighbors and friends. And it turns
out, the success stories share a few similarities, actually, beyond they don't have sex with
other people.

For instance, in the happiest marriages, the wife is thinner and better looking than
the husband. Obvious, right. It's obvious that this leads to marital bliss because, women,
we care a great deal about being thin and good looking, whereas men mostly care about
sex ... ideally with women who are thinner and better looking than they are. The beauty of
this research though is that no one is suggesting that women have to be thin to be hap-
py; we just have to be thinner than our partners. So instead of all that laborious dieting and
exercising, we just need to wait for them to get fat, maybe bake a few pies. This is good
information to have, and it's not that complicated.
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Research also suggests that the happiest couples are the ones that focus on the
positives. For example, the happy wife. Instead of pointing out her husband's growing
gut or suggesting he go for a run, she might say, "Wow, honey, thank you for going out of
your way to make me relatively thinner." These are couples who can find good in any situ-
ation. "Yeah, it was devastating when we lost everything in that fire, but it's kind of nice
sleeping out here under the stars, and it's a good thing you've got all that body fat to keep
us warm."

One of my favorite studies found that the more willing a husband is to do house
work, the more attractive his wife will find him. Because we needed a study to tell us this.
But here's what's going on here. The more attractive she finds him, the more sex they
have; the more sex they have, the nicer he is to her; the nicer he is to her, the less she
nags him about leaving wet towels on the bed — and ultimately, they live happily ever af-
ter. In other words, men, you might want to pick it up a notch in the domestic department.

Here's an interesting one. One study found that people who smile in childhood pho-
tographs are less likely to get a divorce. This is an actual study, and let me clarify. The re-
searchers were not looking at documented self-reports of childhood happiness or even
studying old journals. The data were based entirely on whether people looked happy in
these early pictures. Now | don't know how old all of you are, but when | was a kid, your
parents took pictures with a special kind of camera that held something called film, and, by
God, film was expensive. They didn't take 300 shots of you in that rapid-fire digital video
mode and then pick out the nicest one for the Christmas card. Oh no. They dressed you
up, they lined you up, and you smiled for the fucking camera like they told you to or you
could kiss your birthday party goodbye. But still, | have a huge pile of fake happy childhood
pictures and I'm glad they make me less likely than some people to get a divorce.

So what else can you do to safeguard your marriage? Do not win an Oscar for best
actress. I'm serious. Bettie Davis, Joan Crawford, Hallie Berry, Hillary Swank, Sandra Bull-
ock, Reese Witherspoon, all of them single soon after taking home that statue. They actu-
ally call it the Oscar curse. It is the marriage kiss of death and something that should be
avoided.

And it's not just successfully starring in films that's dangerous. It turns out, merely
watching a romantic comedy causes relationship satisfaction to plummet. Apparently, the
bitter realization that maybe it could happen to us, but it obviously hasn't and it probably
never will, makes our lives seem unbearably grim in comparison. And theoretically, | sup-
pose if we opt for a film where someone gets brutally murdered or dies in a fiery car
crash, we are more likely to walk out of that theater feeling like we've got it pretty good.
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Public Administration

UNIT 1. Ex. 5 (03)

Conversation 1

Hannah HI, Luc. | want you to meet Jo Johansson. Jo is from the Langley Founda-
tion. Jo, this is Luc Akele, one of our area managers.

Jo Nice to meet you, Luc.

Luc Yes. you too. So, what do you do at the Langley Foundation?

Jo Well, 1 deal with fund applications.

Luc Fund applications? That sounds challenging.

Jo Yes, well, sometimes we have to make difficult choices. And what do you do,
Luc?

Luc Well, I'm in charge of our sub- Saharan Africa operations.

Jo Sub-Saharan Africa?

Luc Yes. | oversee projects and make sure that the money is well spent. Then | have
to report to our main sponsors.

Jo | see. So how much time do you spend in the field?

Luc Well, I usually do five or six trips a year, sometimes more.

Jo That'’s a lot of time away from home.

Conversation 2

Hitoshi Good evening, | don't think we've met. I'm Hitoshi Watanabe from Head Of-
fice.

Dr Mayer I'm delighted to meet you, Ms Watanabe. My name's Dr Walter Mayer.

Hitoshi I'm very' pleased to meet you too, Dr Mayer. | see from your badge that you
are with FPR Pharmaceuticals.

Dr Mayer Yes, that's right. I'm responsible for their medical donations

programme. | handle all the inter-governmental work.

Hitoshi That sounds very rewarding, knowing that you are helping so many people.

Dr Mayer Yes. it is, although it involves a lot of negotiation, which can be quite slow.

Hitoshi Yes, | can imagine that.

Dr Mayer So which part of Japan are you from, Ms Watanabe?

Hitoshi Actually, I'm from Brazil. | am third-generation Brazilian.

Dr Mayer Oh, I'm sorry. | thought... well

Hitoshi Please don't apologue. | am proud of my Japanese heritage. Do you have a
minute? | would like to introduce you to someone.

UNIT 2. Ex. 5(43)

Manager OK. So that’s the plan for the main offices. | really like it. Now, there’s just
one other thing. What about the idea of a créche and relaxation area?

Architect Well, it might prove difficult to have both. I'm afraid there isn’t much space
for both of them.

Manager OK. Well, | think we should consider having the créche first. Besides, |
have a few reservations about having an ’Anarchy Zone'!

Architect You might be better off without it if employees spend too long in there!

Manager Exactly. I'd rather not have it.

Architect Well, just say the architect said it wasn't possible.

Manager Good ldea. So where can we put the créeche? We thought about... here,
next to the canteen.
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Architect Sorry, but | don’t think that would work, I'd recommend putting it here — in
this area behind reception. Then employees can leave their children as they arrive. And
also, it's quite a long way from the factory area, which is good for health and safety.

Manager Great!

UNIT 3. Ex. 5 (1.1)

A

Interviewer How good are organizations at receiving new members of staff?

Gemma Well, it depends. Some companies have very successful induction pro-
grammes, so that when you’ve just joined the company, you can feel at home and be use-
ful in a very short time. But other organizations are not so good at this. The new recruit is
left alone, they don’t have any help at all. They don’t know what they’re doing and soon
lose interest and feel unhappy.

Interviewer | see. And are large companies better at looking after new staff than
small ones?

Gemma Well, obviously, in most large businesses there is an induction programme,
where everything is explained to new recruits. But big organizations can also often appear
less welcoming than smaller ones.

B

Interviewer So how does your company welcome its new employees then?

Gemma Well, the week before they start, we send them an information pack with de-
tails about parking, safety regulations, and so on. And on the first day they have a guided
tour of the building. Then we introduce them to their new boss and colleagues.

Interviewer And do you have a welcome party for them when they arrive?

Gemma Only if we have a group of graduate trainees who are all starting at the
same time. It’s just not practical otherwise. However, we make sure that the new recruit’s
boss invites the new recruit to lunch in the staff canteen in their first week.

Interviewer Oh, OK. One company I've heard of gives new arrivals a coffee cup with
their name on it.

Gemma That’s a nice idea but we don’t do that either. However, we do try to be help-
ful — a more experienced colleague takes care of the new recruit for the first month or so.
And we make sure that they’ve got their own workstation - with a desk and computer — and
of course, if they have this as soon as they arrive, they can feel useful and start work
quickly.

UNIT 4. Ex. 6 (7.1)

A

Interviewer Do you think that some people are born leaders?

Jenny Well, yes, there are natural salespeople — and in a similar way there are peo-
ple who are natural leaders. However, | think people can also develop into leaders if they
have a long-term goal they really believe in.

Interviewer So in your view, do managers and leaders do the same thing?

Jenny No, I'd say the roles of managers and leaders are quite different. A manager’s
job is to make things work well and achieve short-term goals. So management is more the
‘small picture’: you know, running their department and the motivation of the team mem-
bers. Leaders on the other hand, are ‘big picture’ people who think about the direction the
organization is going and its long-term goals. However, don’t forget good managers, just
like good leaders, may have leadership qualities.

B

Interviewer So can you give me some examples of these qualities?

Jenny Well, let'’s see, for example, you need to be able to read situations, under-
stand what others are thinking, and have a clear idea of where the company is going ...
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to have a clear business vision. You need to communicate your ideas - employees think
you care about them. Sometimes though, you have to take hard decisions.

Interviewer And can leadership be learnt?

Jenny No, | don’t think you can learn it from books. It comes from experience and
knowing your own strengths and weaknesses. | would say you can improve on weak areas
though.

Interviewer For instance?

Jenny Your knowledge about your field of work, say. Or your communication skills -
you can train yourself to be a better communicator, listener, or presenter.

Interviewer And what about copying from another leader?

Jenny Oh no! Never do that. Just be yourself.

UNIT 5. Ex. 8 (8.1)

A

Hi, I'm Bohdan. I'm a sales manager. Computers are great for preparing sales
presentations. | also use mine for email, of course — they never stop coming! | get about
twenty every morning in my in-box. I think | waste too much time on them really ... and
then another thing is the amount of time we spend in meetings as well... so unnecessatry ...
nobody in our company agrees times for when meetings should end — that’s the problem.

When I’'m behind my desk, it's also difficult to focus on one job because there are
constant interruptions.

(phone rings) See what | mean? Do excuse me.

Yep. Hi, Victor. Can you make it quick, I'm with someone. ... Right ... right... You ha-
ven’t got the order yet.... Oh no! Look, | tell you what. I'll find out where the order is then Ill
call you back ... is five minutes OK? Right.

Listen, I'm afraid we’ll have to finish this conversation some other time. We've got a
bit of a crisis. That was one of my sales team. Erm, I'm going to find out where an order is,
then I’'m going to call him back. Sorry about this.

B

My name’s Tom Harris. I'm a sports journalist. My biggest time wasters? Spending
time in traffic jams and waiting for delayed flights. I'm always working against the clock.
| have to meet very tight deadlines. | try to plan my time carefully but sometimes it’s diffi-
cult. If the football match is on a Saturday, it's not so bad because | don’t have to give the
report to the paper till Sunday. But this week, for example, I'm going to write a report on a
Champions League game in Milan, on Wednesday evening. The game finishes at nine
thirty and the office wants a thousand-word report by midnight! | can save some time by
writing on the laptop during the game — so I'll have about six hundred words by the end.
Hopefully, I'll have a quick word with the manager or a player and finish the whole thing off
by twelve. (mobile phone rings)

Ah! Sorry, I'll have to answer the phone ... Hello!

C

I’'m Samantha. I live in Singapore. I'm a tour operator. | spend a lot of my time at the
office but | can also do a lot of work at home — especially with email.

Of course | have to travel a lot in my job to visit new hotels and resorts, but even then
| can save time with the laptop and mobile. ’'m going to California next week for a tourism
conference — I'll probably do a lot of work during that trip while I’'m travelling. My briefcase
is like a travelling office, so | can set up anywhere. | have a digital camera too, which
means | can take photographs and send them while I'm on the move. My laptop is wi-fi
now and | have such a lot more freedom. It all saves so much time, and | don't have to rely
on other people.
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UNIT 6. Ex. 6 (10.1)

A

Resolution X sells a lot of specialized equipment. This, of course, can be quite diffi-
cult for the customer to understand and use at the beginning. So it’s part of my job to make
it as user-friendly as possible — we don’t want them to think ‘oh, why did | buy this thing —
it's far too complicated’. At the moment I’'m working on our website which provides tech-
nical help for our digital camera users. They just scroll down the homepage to find their
model, click on a link, and there it is - it's all free.

B

| work in IT, and in our business jobs are usually advertised on the web rather than in
the newspapers. You even apply for jobs online — you just have to download the applica-
tion form, fill it in, then send it back by email, together with your CV... in my case, | work for
myself. | work for different companies for a few months at a time; if | only looked in news-
papers, | would never find work.

C

With the Internet, researchers can share data to develop new products on special
websites. Not anybody can access the information on these sites of course — you need a
password. And then just recently here we've also been using the Internet for video confer-
encing — you know — holding meetings online — so that we can meet other researchers
without travelling. Actually, if | had the choice, I'd prefer to travel to meetings abroad and
get out of the laboratory for a change.

UNIT 7. Ex. 7 (34)

Carmen Now our aim is to make the move as smooth as possible. What’s happening
with the office space, Erica?

Erica Well, everything is going according to plan. We expect to be ready on schedule.

Carmen That's great. Where are we with the revised department structure?

Dieter That's under control too. We just need to put in the finishing touches.

Carmen Fantastic. Great work, everyone. Now, Nikos, tell us about your plans.

Nikos Thanks. Carmen. Well, as we know, a lot of mergers are unsuccessful be-
cause of a 'two-camps' mentality.

Dieter To a certain extent this is inevitable.

Nikos Yes, but we hope to reduce problems to a minimum.

Carmen | agree. So where does this leave us?

Nikos Well, over the next few weeks. | plan to hold a series of small meetings, say
over coffee, where people can meet informally and develop a relationship.

Erica They'll get to know each other before working together. How long will it take to
involve all the staff?

Nikos Well, I intend to have seven or eight sessions.

Carmen What's the timescale on this?

Nikos To involve everyone? By the end of next month.

Carmen Mm. So, what's the next step?

Nikos Well, before | can finalize the arrangements, | need a list of Buckler's key people.

Erica I'll prepare a list this afternoon.

Nikos Great. Then we can liaise, and we should have a schedule by Tuesday.

Carmen Good. We're also going to organize a big event for everybody. I'd like it to be
fun, so if a anyone has any ideas, | would be extremely grateful.

Dieter Perhaps Nikos and | could work on this together.

Carmen That’s an excellent idea. Anyway, let’'s not forget that it is likely that there’ll
be a few problems in the short term, but the chances are there won’t be too many person-
ality clashes in the long run. I’'m confident that with careful handling the process will be
pretty smooth.
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UNIT 8. Ex. 6 (33)

Harriet OK, so this is Geri. Let's have a look at her responses.

Conrad OK, then. Statement one. She disagrees with that. That's good, isn't it? |
mean, we want someone who takes responsibility for their own work.

Harriet Mm, yeah, absolutely. And two. She put 'agree’. That's rather worrying — we
want someone who’s a team player, and who can work closely with other people.

Conrad Yes, but even team players have to work on their own.

Harriet Yes, but she will have to Join forces with other people quite regularly. I just
wonder if she’ll cope with that. Anyway, what about three? She put 'agree’. For me that's a
good answer — she recognises the importance of people having complementary skills.

Conrad Yes, | agree with you. Number four? Oh, ‘agree’ again. That’s not so good.

Harriet No, not good at all-especially as our department is about finding common
ground between people and forming alliances. It's definitely not about one side winning.

Conrad Do you think she wants to show us she's competitive? | mean, everyone
knows that for a joint venture to work well it has to be of mutual benefit.

Harriet ... Um, so they can achieve their shared goals. Yes, maybe. Let’s look at the
last two, shall we? So, five, she agrees with that, that's good.

Conrad So she's open to suggestions.

Harriet And six? She put 'agree'. Maybe she has problems trusting her colleagues.
I'm not too happy about that.

Conrad Um, me neither. | think we should address this point in the interview...

How to Make a Good Presentation
Body Language in Presentations

Body language is argued as the most important skill to have as a presenter. Because
body language makes up so much of all communication. Many studies from social scienc-
es have proved this and there is one doctor Albert Mahrabian who’s done a lot of studies
in this area. In fact, he found out that from all his research it comes down to seven percent
off all communication is the words we choose, 38 percent of it is our voice tonality, the way
we say those words, and then body language is 55 percent. So it is so important to look
the part when in front of people because it is immediately what they see.

Look, they judges us from the moment we stand up. And if we can look the part and
move in a right way and of course they instantly can give us that credibility and as a result
we will be seen as an authority in our subject.

Okay, as you can see in this first image this is what we call the Confident Stance or
the neutral stance. | like to stand in this way at the start of my presentation because | know
that | can’t look anxious in this position. Whatever movements | make, | know | look confi-
dent. | can’t move my hands, | can’t look awkward. From that position there, | look very
confident. And what I'm doing is I'm standing with my feet back hip width apart. | didn’t
raise my chest ever so slightly, not too much so we look like a bouncer on a door of a night
club but had more of a case of just getting into it where it feels comfortable. And then with
our hands, we just cross them together in front. From here you look very very confident.
People instantly perceive that.

And the thing is, I'm sure you can remember being at school and having some teach-
ers that instantly demanded our attention and we became quiet as soon as they walked in
the classroom. Some teachers however we found that we just carried on speaking when
they even enter the room and told us to be quiet. And it came down to a lot of body lan-
guage, the way they communicated to us. And this is exactly what you need to do when
you are in front of your audience.

Okay let's move on to the next image. So in this next image I'm doing what we call
the Placator Movement. Here I'm opening out my hands and this is a great movement if
you want your audience to think for themselves. You do this movement and maybe even
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raise your eyebrows as you might be able to see as well. And it makes your audience want
to agree with you but also makes them think for themselves in terms if you ask them a
guestion they're going to want to deliver an answer for you as well. It's a great way of get-
ting interaction with your audience. Yes or no questions at this point are very very effec-
tive. | use this at the very start of my presentation, typically in the ‘why’ section as the for-
mal system because you’re going to find that your audience will agree with you and then
you have them engaged from the very beginning.

Okay, let's move on to the next image. This next image is the Leveller Movement. In
here you are putting your hands down and you're pushing information down basically. As a
result you'll find out that no one questions what you were saying. This is a very very effec-
tive tool in technique you use and you find the audience will instantly listens to what you
have to say.

Okay, so in this next image I'm now doing what we call the Thinker Movement. This
is where you would raise one hand at your face and this is perfect when people ask you
guestions. Or if you want to look like you're thinking when you're on stage. Now, some-
times when it comes to questions and answers people ask you the most obvious questions
in the world and will find it very frustrating. Look when we ask questions we want to make
sure the audience feel empowered and if a question is a great question to ask then you'll
be built in report but we'll see what we destroy the report if you tell them that was an obvi-
ous question of course. So what you need to do is when people ask you questions, the
Thinker Movement is a useful movement. Because it looks like you're thinking on a spot
and then when you deliver your answer, if you do it in a confident manner, people are go-
ing to be wowed by your performances.

Okay, let’'s move on to the next image and in this image I'm doing the Joker Move-
ment. The Joker Movement is a fantastic movement to make sure your audience laugh at
the right points. But use it with care. | mean on obviously exaggerating the movement here
just for this video you can see exactly what you need to do and at the same time think
about what you're saying and when you'd include this movement. What you need to do is
throw your arms all over the place and make sure you stick out your belly as well. It's just a
funny pose and your audience will laugh at that moment. Here | was probably recording a
story that was funny and therefore that's a great way of indicating your audience now the
times to laugh. You'll find they will laugh at that point.

Great, so now we are at the last image here and this is the Hands Up Movement.
Now is not necessary movement you'd use in every presentation, of course not. But this is
a movement you can use to get buy-in from your audience. And | typically use hands up
when | have larger audiences, normally about twenty plus. If you ask your audiences a
guestion and raise your hand and they're gonna raise their hand as well as long as they
agree with you, so make sure if you do use hands up movements you ask questions that
are obvious and no brain is to respond you with. So what you do, you ask your yes re-
sponse question: you raise your hand you wait for the audience members to raise their
hands as well and then you lower your hand. Now from the image is not that clear but I'm
actually standing on tiptoes and I'm raising my eyebrows and this is just to ensure that the
audiences will respond. More emphasis you can put on your hand up the better because
they'll know to respond to that moment.

Okay so these are movements for you to concentrate on for now. See where you can
add them into your presentations. Just for a tip, | usually use the Placator Movement at the
beginning of the presentation to give buy-in, and | used the Leveller movement at the
what-if section to make sure you close things down, you’ve done a lot of certain tease at
your presentation and people would want to agree with you instantly.
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How to Do a Presentation — 5 steps to a Killer Opener

Hi, I'm Jason Teteak. | help people overcome their fear of public speaking and deliver
amazing presentations and today I'm going to show you how to captivate your audience
within the first 5 minutes of your presentation. Here's how I'm going to do it."

"I'm going to show you 5 steps to deliver a killer opener.” If you're watching this,
you probably already know that delivering great presentations is  critical to advance your
career, but did you know that research says that most adults will ~ stop listening to your

presentation within the first 10 minutes if they aren't convinced there's something in it for
them?  The problem is that most people don't know about the skills they need to hook
their audience, give a great presentation, and overcome their fear of doing it. What am
| going to do? HiJim. How's it going? I'm freaking out about this big presentation |
have to give tomorrow.  Well did you write out your opener and practice it three times?
No. No? Why not? [I'm terrified and | don't even know where to start.  Trust me, I've
been in that situation before and it's not fun.  So to help you out, I'm going to show you
my 5 step formula to deliver a killer presentation opener every time.

Let's start off with step number one, which is "Give a Confident Introduction.”  One
of the biggest mistakes people make when they start their presentation is showing nerv-
ousness. Here's the key: It's not whether you're nervous, it's whether you show it. The
first thing you need to do is stand STILL. Don't move. Don't pace, and keep your hands
at your sides.  This is the most calm and confident stance on the planet, and it handles
the number 1  need of your audience which is to feel safe. =~ Now you can introduce
yourself and say "Hi, my name is Jason Teteak." When you do this, bring your inflection
down at the end to show confidence. Instead of: "Hi, my name is Jason Teteak?" Say:
"Hi, my name is Jason Teteak." See the difference?

Now we move on to step 2, which is Give Your Credentials.  This is where many
presenters make the mistake of simply giving their title and years of experience. They
say something like "I'm a presentation skills coach and I've been doing it for 20 years."
Yet, your audience wants to know: "What can you do for me?"  They need to know who
you are, why you're the best person to deliver this presentation, and what you have to
offer them. For example, | might say "I help people overcome their fear of public speak-
ing and deliver amazing presentations." What would that look like for you? To figure
this out, you need a short elevator speech. It looks like this: "You know how some peo-
ple have this problem? Well | offer this solution.” The solution you offer is how you help
people. For me, it was: "You know how some people have a fear of public speaking and
a have hard time getting their message across in a presentation?  Well, | help them
overcome their fear of public speaking and deliver amazing presentations." What's your
credentials statement? You'll be amazed at the effect this has on your audience.

Step 3 is to "Deliver Your Hook." My hook for this video presentation might look
something like this "I'm going to show  you how to captivate your audience within the first
5 minutes of your presentation.” When you do this, you have to get your audience to

"feel" something. How do you get them to feel? You have 3 choices. You can get
them to feel more happy, more successful, or more free. Look at my hook. | said "I'm
going to show you how to captivate your audience within the first 5 minutes of  your
presentation.” When you captivate your audience within the first 5 minutes of your
presentation, you'll ~ feel happier because they are listening to you, you'll feel more suc-
cessful because you look like an expert, and you'll feel more freedom when you spend
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less time worrying about your presentation the night before. Here's the practical for you.
For your presentation, write down the words "I'm going to show you..." then fill in the  rest
with something that's going to create more happiness, success, or freedom for your au-
dience. Here's the rule. You can't tell them WHAT they're going to get until you've told
them WHY they would wantit. Your hook has to be something that gets them to BE-
LIEVE that they want what you're going to give them. Take a moment right now and
write down WHY your presentation will make your audience  more happy, successful or
free in their life.

And now we move on to step number 4, which is to "Introduce Your Agenda."
| recommend you use a PowerPoint for this step, and the slide should look something
like this. The purpose of this step is to show your audience the takeaways for your
presentation — the things they get to "take away" and use tomorrow after listening to
your presentation. Don't read the slide. They're adults. They can read. Instead, just
give them a moment to read it themselves, and introduce your agenda by summarizing
what you'll be doing. You do this by mentioning the number of takeaways you'll be giving
them, and paraphrasing the goal of your presentation. Here's what it looks like: "I'm
going to show you 5 steps to deliver a killer opener.” What would this look like for you?

The last step is Step 5 Give a Credible Statement. You can do this by giving rele-
vant or compelling data to your audience to support your message. Remember how |
did this at the beginning of this video? | said, "You probably already know that delivering
great presentations is critical to advance your career, but did you know that research
says that most adults will stop listening  to your presentation within the first 10 minutes if
they aren't convinced there's something in it for them?" When you do this within the
first 2 minutes of your presentation, your audience starts  to trust you.  Without brag-
ging, your listeners start to think "oooh” this guy knows what he's talking about” Done.
When | put those 5 steps together, it sounds like this:  "Hi, I'm Jason Teteak. | help
people overcome their fear of public speaking and deliver amazing presentations and
today I'm going to show you how to captivate your audience within the first 5 minutes of
your presentation. Here's how I'm going to do it."

Make a Presentation Like Steve Jobs

Anyone who has watched the Steve Jobs’s keynote will tell you he is one of the most
extraordinary speakers in corporate America. While most presenters simply convey infor-
mation, Jobs inspires. I'm Carmine Gallo and today I'll walk you through several key tech-
niques that Steve Jobs uses to electrify his audience. There’re elements you can adopt in
your very next presentation.

Steve Jobs: “Welcome to Macworld 2008. We've got some great stuff for you. There's
clearly something in the air today”

With those words Jobs open Macworld 2008 setting the theme for his presentation
and hitting of the major announcement of the day the launch of the ultra-thin macbook air.
Whether it's a new notebook or the iphone Jobs unveils a single headline that sets the
theme.

Steve Jobs: “Today Apple is going to reinvent the phone”
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Once you identify a theme make sure it's clear and consistent throughout the presen-
tation. Think of a staff meeting as a presentation. So let's say you're a sales manager in-
troducing a new software tool to help your team generate, track and share sales leads you
might kick off your meeting this way: Good morning, thanks for coming. | know you'll be
really excited about this, today we make it easier for you to make your quota. That's the
headline: “Easier to make quota”. It's memorable and it sets the direction for the rest of
your meeting. It gives your audience the reason to listen.

Steve Jobs: “I've got four things I'd like to talk about with you today. Let's get started.”

Steve Jobs always provides an outline for his presentation and then verbally opens
and closes each section with a clear transition in between. Here's an example:

Steve Jobs: “So that's time capsule, a perfect companion to leopard and that's the
first thing | wanted to share with you this morning.”

The point is: make it easy for your listeners to follow your story, your outline will serve
as guide posts along the way. You'll also notice that during his presentations Jobs uses
words like these: ordinary, amazing and cool. He is passionate, enthusiastic and he shows
it: ‘amazing’, ‘awesome’, ‘extraordinary’. You know your audience wants to be wild, not put
to sleep. Too many people fall into this presentation mode: it's stiff, it's formal, it lacks pos-
sess. We as your listeners are giving you permission to have fun and to be excited about
your company, your product or your service. If you're not passionate about it we're not go-
ing to be. Remember Jobs isn't selling Hardware, he's selling an experience. If you offer
numbers and statistics make them meaningful:

Steve Jobs: “We have sold four million iPhones to date. We provide four million by
200 days that's 20,000 iPhones every day on average”

Numbers don't mean much, unless they are placed in context. Managers connect the
dots for your listeners. Recently | worked with a company that launches 12 gigabyte
memory card. 12 gigabytes! That number doesn't mean much to most people, so we put it
into context. We said that's enough memory to listen to your music while traveling to the
moon and back now 12 games means something to me. Make numbers meaningful.

One of the most effective elements of a Steve Jobs’s presentation is that they are
easy on the eyes. His presentations are visual and simple. While most speakers filled their
slides mind numbing data, and text and charts, Jobs does just the opposite. He uses very
little text and usually one, maybe two images per slide. You see, you want to paint a pic-
ture for your audience without overwhelming them. Inspiring presentations are short on
bullet points and big on visuals. If you really want your presentation to pop, treat it like a
show with flows, things and transitions. Jobs includes video clips demonstrations and he
also has a knack for dramatic flair and it's very effective. For example, when introducing
the macbook air Jobs drew cheers by opening a manilla interoffice envelope and holding
the laptop out for everyone to see.

Steve Jobs: “This is the new macbook air and you can get a feel for how thin it is.”

What is the one memorable moment of your presentation identified ahead of time
then build up to it.

Steve Jobs: “Little help from our friends, everything will work today.”
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And finally rehearse, rehearse and rehearse some more.
Steve Jobs: “Let me show you how easy that is now.”

Steve Jobs makes it look easy because he spends hours rehearsing. He cannot pull
off an intricate presentation with video clips and demonstrations and outside speakers
without practice. The result is a presentation that is perfectly synchronized and looks, yes,
effortless. Now, the average business person does not have the resources to create a
Steve Jobs extravaganza but you do have time to rehearse. The greatest presenters do it
and so should you.

And one more thing, at the end of most presentations: Jobs adds to the drama by
saying one more thing:

Steve Jobs: “One last thing.”

You got adds, or a new product, or features, sometimes just introduces a band, this
not only heightens the excitement, it also leaves your audience feeling they've been given
an added bonus. The point is Steve Jobs approaches each presentation as an event, a

production with a strong opening, product demonstrations in the middle and a strong con-
clusion. And yes, even an encore, that ‘one more thing’.

| wish you a gasoline presentation.
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VOCABULARY

Economics

UNIT 1
Banking. Critical problems

To rob a bank — rpabutb 6aHk
General public — wupokas ny6nuka, o6LeCcTBEHHOCTb
A bank robbery — orpabneHue 6aHka
Net [net] — noBuTb (B CBOM ceTn); 3axBaTtbiBaTtb; nony4yatb Armed robbers net-
ted £316 million. — BoopyxéHHble rpabutenu saxsatunun 316 mnH. yHTOB

5. Amateur [‘®emata] — HenpodeccmnoHan, auneTaHT

6. Cook the books dabpukoBatb [cTpsnaTb] ByxranTepckme KHUMK (Co3HaTENbHO
noaracoBbiBaTb, panbcudnunpoBaTtb byxrantepckme gaHHble Ang co3aaHns HenpaBWilb-
HOro BrevaTneHnsa o genax komnaHum (Hanp., 4Tobbl Npou3BecTn GnaronpuaTHOE Brie-
YyaTfeHMe Ha NHBECTOPOB, CKPbITb JOXOAbl OT HANOroobrIoXeHUsa n T. n.))

7.  Folks [fauks] — niogu

8. Run [ran] — pykoBoguTb, orpaHn3oBbIBaTh to run a firm — pykoBoantbe dompmon

9. Go-around — "onpoc" Onpoc aunepamn denepanbHON Pe3epBHON CUCTEMDI
[Federal Reserve System] 6aHkoB 1 BpokepoOB O KOTUPOBKaX

10. Recurrent [rr'kar(a)nt] — noBTOpAKOLWMIACA NEPUOLMYECKM recurrent expenses —
TeKyLume pacxofbl

11. Intensifying [in'ten(t)sifai] — ycunueatowwmimncs

12. Financial crisis (MH.Y. crises) — (pHaHCOBbIN KPU3NC

13. Epidemic [eprdemik] — anugemus

14. Fraud [fro:d] — o6MaH; MOLLEHHMYECTBO, XXyNbHMYECTBO; Noaaernka

15. CEO ['siiizau] — ot Chief Executive Officer 1) (rnaBHbI) NCNONHUTENBHBLIN AN-
pekTop (OAWH N3 PYKOBOAUTENEN KOpnopauum, OTBEYalLWMI 3a OCHOBHYHO YacTb €€ TeKy-
LWen OesaTenbHOCTUN) 2) reHepanbHbli ANPEKTop (Koprnopauun), AupeKkTop-pacnopaguTenb
(cbvpmbl), anpekTop (NpeanpuaTrs)

16. Legitimate 1. [IlI'dgitamat] — 3aKOHHbIN, NeranbHbIN; NErMTUMHbBIN

17. Entity ['entiti]] — SKOHOMMYecKUn CyObeKT, aKOHOMUYeckas eauHuua (pusmye-
CKOE Unu topuanyeckoe Nuuo, 3aHATOE XO3NCTBEHHOW AeSATENbHOCTbIO)

18. Defraud [drfro:d] — MoweHHW4YaTb, oOMaHbIiBaTb, O6MaHOM NUWATL Yero-n.
(MMwaTb coBCTBEHHOCTU, NPUBLINKU NN HEABWXUMOCTH)

19. Weapon of mass destruction — opyxme MacCcoBOro nopaxxeHusl, opy>xme mac-
COBOrO YHUYTOXEHNS

20. Financial world — genoson mup

21. Finance [fainaen(t)s] — domHaHCbl, bMHaHcoBaa cUcTemMa, AeHexHble OTHOLLe-

rwnp

HUS

22. Recipe [resipi] — roToBbI peuenT (4ero-1.); (BepHbI) cnocob / nyTb (BOCTMXe-
HUS Yero-n.)

23. Accounting [8'kauntin] — 1) Gyxrantepckoe geno 2) (UHaHCOBbIE) OTYETHI;
OTYETHOCTb; BeaeHne 6yxranTepcknx KHur

24. Accounting control — ByxranTepckuin KOHTpPOnb (AeaTenbHOCTb No obecneve-
HWIO NPaBUbHOCTU BEOEHUSA y4eTa U TOYHOCTU pernctpupyemomn nHgopmaumm)

25. Crappy ['kreepi] — oepbMOBbIN; ApAHHOW; NnapLlumBbin of extremely poor quality.

26. Loan [laun] 3aém, ccyaa
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27. Interest rate — cTaBka npoueHTa, CCyaHbIN NPOLEHT

28. High interest rate — BbICOKMI NPOLEHT

29. Yield [jizld] — YLD poxoa, Bblpy4yka, npubbifib; OOXOOHOCTb (Bblpa)keHHOE B
NMpoLEeHTax OTHOLIEHME Aoxoha Mo ueHHbIM Bymaram, MHBECTULUMSAM U T. M. K HOMUHamb-
HOW NN PLIHOYHOW CTOMMOCTW AaHHbIX LieHHbIX ByMar unv nHeecTuumin)

30. Leverage [lizv(a)ridz] — pbivar (yBenuyeHne goxoga unm ctoumoctu 6es3 ysenu-
YEeHUs1 KanuTanoBMOXeHUW (Hanp., B CPOYHOM cAenke And noryvyeHus onpeneneHHon
NpUBBLINN HY>XKHO UMETb MEHbLLE CPEeACTB, YEM B HaNMYHOW); ANA 3TOro MOryT UCMNOSMb30-
BaTbCS OMNUUOHHbIE KOHTPAKTbI, BApPPaHTbl U ApYrMe MHCTPYMEHTbI)

31. Debt [det] — gonr

32. Equity [‘ekwiti]] — cOBCTBEHHbIN [aKUMOHEPHbIN] KanuTan (kanuTan, cqopMmpo-
BaHHbIN KOMMaHWN 3a CYET pa3MeLLeHNs akunin; MHorga TEPMUH PacnpocTpaHaeTCcsa TOMb-
KO Ha kanuTars, chOpMUPOBaHHbIN 3a CYET pasMeLLeHUsi OObIKHOBEHHbIX akLMn, HO OObly-
HO pacnpoCTpaHAETCA 1 Ha NPUBUNENMPOBAHHbIE aKLnn)

33. Loss reserve — 6aHKOBCKME pe3epBbl ASS1 NOKPbITUA COMHUTENbHbLIX A0JSTOB,
pes3epBbl AN NOKpbITMA YObITKOB (CymMMa, KOTOpas OTpaXxaeTcsl Ha crneumanbHOM pe3epBs-
HOM cyeTe AONS MOKPbITUS OXugaemMblX YObITKOB, Bbl3BaHHbIX HernoralleHnemM KpeamuToB
3aeMLmKkamMu; pasMmep CyMMbl 3aBMCUT OT 0ObeMa BblgaHHbIX KpeaUTOB M NpeacTaBnsaeT
cobon onpeneneHHbli NPOLEHT OT KpeaUTHOro noptdens; pesepBHasi cymma QopmMupy-
€TCs 3a CYEeT BblMETOB M3 TEKYLLMX AOXOL0B HA OCHOBE TaKMX hakTOpOB, Kak hakTU4ecKkunm
GaHKOBCKMI OMbIT MOKPbLITUA YObLITKOB NO ccyaam, OXuaaemble PyKOBOACTBOM MOTEHLUMU-
anbHble YObITKM NO ccyfaMm, a Takke OXuaaeMble 3KOHOMUYECKME YCITOBUSA)

34. Inevitable [r'nevitabl] — Hen3bexHbIN, HEMUHYEMbIV, HEOTBPATUMbIN

35. Loss [los] — ybbITOK (MpeBbileHNE 3aTpaT Hag 4OX04aMN)

36. Report [r'po:t] — coobuwaTb, onucbiBaTh, pacckasbiBaTb; AaBaTb OTYET, OTYU-
TbIBATbCS, NPEACTaBNATb OTYET, panopT

37. Profit ['profit] — npnbbinb (NpeBbllLeHNEe AOX0A0B (NOCTYMNNEHUI) Hag pacxoaa-
MU (M3OEepKKAMM) KOMMAHUN)

38. Record profit — pekopgHas npubbINb

39. Wealthy ['welB1] — 6oraTbin; cCOCTOSATENbHbIV

40. Executive compensation >xanosaHne pykoBoasiLmMx paboTHUKOB

41. Down the road B 6yaywem, Bnepeau

42. To suffer great/heavy/catastrophic losses — noHectu  6onb-
wme/katactpodpmyeckme noTepun/yobiTku

43. Fail [fell] — obaHkpoTUTBLCSA, CTaTh HEMMNATEXECNOCOOHbLIM

44. Bail out — cbpacbiBaTb, CPOYHO [NocnewHo] npogaBaTb (CPOYHO NpogaBaTb
bnHaHCOBbIE aKTMBbLI HE3aBMCMMO OT npeasiaraeMon LeHbl (Hanp., Npu HapacTalroLwmx
ybbITkax unu npu obearne pbiHKa))

45. Savings and loan — ccyabl 1 coepexeHus

46. Debacle [der'ba:kl] — dpmnacko, Heyaaya (B aenax)

47. Economy [rkonami] — XO391MCTBO, 3KOHOMMKA, HAPOOHOE XO3ANCTBO

48. Household gomallHee X03ANMCTBO, AOMOXO3SMCTBO (Hebonbliasi rpynna no-
AeN, NPOXUBAOLLMX B OOAHOM U TOM Xe Xunuiie, o6beauHALWMX YacTb U BECb CBOW
A0X04 WU MMYLLECTBO M COBMECTHO MOTPEOtnAlWmMX onpenerneHHble TUMbl NMPOAYKTOB U
yCnyr, nNpexane BCEro >XUMULLHbIE YCIYr U NPOAYKTbl MUTAHUS; pasnuyatoT ceMerHble U
HeceMeliHble JOMOX0351MCcTBa) aggregate household income — coBokynHbI goxon 4O-
MaLLHero Xxo3sancrea

49. By far — aBHO, obwenpuaHaHHo, 6e3orosopoyHo to be by far the best / to be the
best by far — GbITb 6€3yCrIOBHO NPEBOCXOASALLMM.

50. Appraisal [e'preiz(s)l] — oueHka, akcnepTusa (onpeneneHne LEeHHOCTU Yero-n.
WNKN KOro-n., Hanp., onpegeneHne CTOMMOCTU KOro-Ii. MMyLLecTBa, onpegeneHme gOCTu-
XeHun)
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51. To take advantage — 1) ncrnonb3oBaTtb B CBOUX MHTepecax, C BbIrO4OW ANnS ce-
65 to take advantage of the opportunity — Bocnonb3oBatbcs crydaem

52. Unambiguous [,aneem'bigjuas] — He4BYCMbICNEHHbIN, TOYHO BbIPaXXEHHbIN

53. Inflate [in‘fleit] — B3BUHYMBATL, B3gyBaTh LIEHbI

54. Value ['veelju:] — cTouMOCTb, UeHa; pblHOYHas LueHa

55. Pledge [pleds] — oToaBaTtb B 3anor, 3aknagbisaTb

56. Pledge — (MnoTeuyHbin) 3anor lNepegada BnageHus unym npasa Ha HeOBUXWU-
MocCTb [real estate] n nuuHyto cobcTBEHHOCTL [personal property] KpeauTopy B KayecTse
3anora npu nonyyeHnn samma

57. Security [sr'kjuarati] — obecnedeHune, rapaHTus; 3anor in security for smth. — B
3anor Yyero-n.; B Ka4eCTBe rapaHTUn Yero-s.

58. Appraiser [a'preiza] — oUeHLLMK (CNeumanncT rno oueHke CTOMMOCTU COBCTBEH-
HOCTH)

59. Petition [pa'tf(a)n] — npowleHne, neTULMs, XxogaTancTeo

60. Blacklist ['blaeklist] = black list — 1) 4épHbIn cnncok; 2) 3aHOCUTb [NomeLLaTthb] B
YepHbIN CrUCOK

61. Lender [lends] — 3aumogaBeL, KpeanTop; POCTOBLLMK

62. Make aloan — nonyynTb 3aem

63. Borrower ['boraus] — 3aémwuk; 6epyLunin B3anmbl

64. Income ['inkam ], ['In-] — goxoa, npuxoa, Npunbbinb; 3apaboTok

65. Make sense — MeTb CMbICI, ObITb NOHATHBIM

66. To engage in — 3aHMMmaTb (cH), to engage in business affairs — 3aHMmaTbCA
BusHecom

67. Voluntarily ['volent(a)r(a)li] — nobpoBonbHO, CBOGOAHO; NO CBOEMY (COBCTBEH-
HOMY) XenaHuo nnu Bolibopy

68. Charter [fa:ite] — AOKYMEHT, paspellalolnini co3gaHne yHuBepcuTeTa, kKoMmna-
HUW 1 OpYrMx Kopnopauum

69. Federal Deposit Insurance — ®egepanbHoe CcTpaxoBaHue 4eno3nToB

70. Mortgage bank — nnoteyHblin BaHK; MnoteyHas KomnaHus (PUHAHCOBLIA WH-
CTUTYT, CNeunanuanpyroLnuncs Ha npegocTaBneHnn KpeauToB Noa HEABMXKUMOCTb U AN
MOKYMKN HEABWKUMOCTU, T. €. Ha UNOTEYHOM KpeauTe)

71. Notorious [nau'to:ries] — NONb3yOLWNNCA OYPHOW CraBoW; nevanbHO M3BECT-
HbIW; MPECNOBYTbIN; OTbSABMEHHbIN

72. Predate [ pri:'deit] — gatnpoBaTb 3agHuUM, 6onee paHHUM YUCIIOM

73. Early on — 6bICTpO, cpasy, BCKOpe, OMEHb paHO

74. Prosecutor ['prosikju:te] — o6BUHUTENB, MPOKYPOP

75. Hyperinflation [haip(e)rin'fleif(e)n] — runepunHpnsaums

76. Bubble ['babl] — "MbInbHBLIM NYy3bIpb", AyTOE [MOLLIEHHMYECKOE] NpeanpuaTue

77. Economic Crisis — 3kKOHOMUYECKNUI KPU3NC

78. Subprime [sab'praim] — cybcTangapTHbeIiM (0 KpeaouTe; Ana 3aéMLMKOB C He-
6e3ynpeyvHon KpeauTHOW UCTOPUEN; MO CTaBKE, HA HECKOSbKO MYyHKTOB MpPEBbILIAOLLEN
OCHOBHY!0)

79. Fraudster ['fro:dsta] — XynuK, MOLLEHHUK, OOMaHLLMK, NNyT

80. Incidence ['In(t)sid(a)n(t)s] — ccbepa oencTBus, OXBaT; CTeNeHb; NPOLEHT, A0S

81. Fannie Mae [fani 'mei] — "®aHHM Mai" (pacnpocTpaHeHHOe pa3roBopHoOEe
Ha3BaHue PegeparnbHON HaUMOHANbHOW MNOTEYHON accoLmaunn)

82. Freddie Mac - "®pepan Mak" (pacnpocTpaHeHHOe pa3roBOPHOE HasBaHue
depnepanbHON KOpnopaumm XUIULLHOIO MNOTEYHOro KpeauTa)

83. Coercion [kau's:[(8)n] — NnpuHYXAeHWE, Hacunne, NPUMEHEHNE CUnbI

84. Endemic [en'demik] — aHOEMUYECKMIA; CBONCTBEHHbIN JAaHHOW MECTHOCTU

85. Regulators — nHcnekTopbl
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86. Federal Reserve System FRS, Fed, Federal Reserve — ®denepanbHasa pe-
3epBHas cuctema, ®PC (HesaBucmmoe henepanbHoe BELOMCTBO, CO3[4aHHOE ANS Bbl-
NONHEHNs (OYHKLUMIA LieHTpanbHOro 6aHka M OCyLEeCTBNEHUA LEHTPanmn3oBaHHOMO KOH-
Tponsa Hag KoMmepyeckon GaHKOBCKOM CUCTEMOWM CTpaHbl, BKMOYAET COBET ynpaBrisito-
Wmx, 12 permoHanbHbIX pe3epBHbIX BaHKOB 1 UX OTAENEHUS, HECKOMBbKO ThICAY KOMMeEpYe-
cknx 6aHkos; PPC cosgaHa B 1913 1))

87. Fraudulent [fro:djslent], [-dzg® ], [-dju- ], [-dgu-] — oBMaHHLIN; XyNbHUYECKUH,
MOLLEHHUYECKUI

88. Secondary market — BTOPUYHbBIA PbIHOK (PbIHOK, HA KOTOPOM MnepenpoaarTcs
paHee BblAaHHble 3aMbl U obpaLlatoTca LeHHble Bymarn, obecneyeHHble NOCTYNEHNAMM
OT paHee BblAaHHbIX 3a1UMOB)

89. Exorcist ['ekso:sist], ['egzo:-] — 9K30pUNCT, 3aKnMHaATENb, N3FOHAOLWNIN Beca

90. Rep [rep] = sales representative — TOproebIn NpeacTaBUTENb/areHT no npogaxe
TOBapOB/KOMUCCUOHEP

91. Warrantee [wor(a)n'tiz] — nnUo, KOTOPOMY OAETCA rapaHTUS UNN py4aTensCTBO

92. Mortgage-backed securities ['mo:gidzbaekt sr'kjusratis] MBS — ueHHble 6yma-
r, obecneyeHHble 3aknagHbIMK; LLeHHble Bymarn, obecneyeHHble NysioM UNoTeK (LEeHHble
BGymarn, obecneyeHHble HegenMMOoW OONen y4acTnsa B Nyne MNoTeK UM akTammn yupexae-
HUSA OOBEPUTENBbHON COBCTBEHHOCTU; MO HUM rapaHTUPyeTCs Kak BbinnaTa NpoLEeHTOB, Tak
1 BO3BpaT OCHOBHOW CyMMbI Ofra)

93. Exotic derivatives — ak3oTn4eckne gepmeaTusbl [MPON3BOAHbIE NHCTPYMEHTI]
(cneumanbHble BUAbI NPOM3BOAHBIX (PMHAHCOBbLIX UHCTPYMEHTOB, HE OTHOCSALLMXCA K MpO-
CTENLLNM)

94. Laxity ['leeksati] — xanaTHOCTb; HEOPEXHOCTb

95. OTS Office of Thrift Supervision — YnpaBsneHne Hag3opa 3a cbeperatefibHbIMU
yupexgeHusamn MNoapasgeneHne Munuctepctea cumHaHcoB [Department of the Treasury,
U.S.], 3aHMmatoleecs perynupoBaHMem gesTenbHocTn 6onee 2 Thic. cbeperatenbHbIX
yuYpexXaeHui, 3aperncTpupoBaHHbIX Ha dedepanbHOM YPOBHE M YPOBHE LUTATOB M NpU-
Hagnexawux k CtpaxoBomy coHay cbeperaTenbHbiX accoumauun [Savings Association
Insurance Fund]. KoHTponupyeT cobnogeHne aTummn yupexaeHmsammn degeparnbHbiX 3aKo-
HOB W npaBun, peructpupyeT denepanbHble cbeperatenbHble yypexaeHus. Bosrnasng-
eTCs AMPEKTOPOM, Ha3HavyaeMbiM [Mpe3naeHToOM Ha NATUNIETHUI CPOK "No COBETY U C CO-
rnacmna" [advice and consent] CeHaTa. [leatenbHOCTb BegoMCTBa (OUHAHCUPYETCHA HE U3
GrogkeTa, a 3a c4HeT CPeACcTB, B3MaeMblX CO cheperaTenbHbIX YYpeXaeHun 3a pernctpa-
uunto 1 gpyrue topugmyeckme gencrems. CosgaHo B 1989

96. Referral — nepegayva Ha paccMoTpeHue

97. Felony [feleni] — Tskkoe yronoBHoe npecTynreHne

98. Conviction [kan'vik[(8)n] — ocyxaeHne (Npu3HaHNEe BUHOBHbLIM)

99. Understate [,anda'stert] — 1) npeymeHbwatb Syn: underestimate, play down;
2) He BbICKa3blBaTb OTKPbITO, A0 KOHLUA; HeAoroBapueaTtb

100. FBI ot Federal Bureau of Investigation ®EP — deagepanbHoe 6opo paccneno-
BaHun (CLUA)

101. Senior official — oTBETCTBEHHbIN PAaBOTHMK, PYKOBOASALLMIA PabOTHUK; CTapLUnit
Nno 3BaHWIO; opuUManbHbIA CryXallui; Bbicliee ouymansHoe nuuo

102. Prosecute [prosikju:t] — 1) a) (prosecute for) npecnegosatb B cyaebHom mnm
yronosHoMm nopsigke He was prosecuted for fraud. — Ero npecnegosanu 3a MOLLEHHUYECTBO

103. White collar — "6enbin BOpoTHUYOK" KBanudpuumpoBaHHbIn paboTHUK YMCTBEH-
HOro Tpyaa

104. Federal Deposit Insurance Corporation FDIC — ®egeparnbHas koprnopauus
ctpaxoBaHua genosutoB (PKCL) MNocymapcteeHHas koprnopauus, co3gaHa B 1933. Co-
BPEMEHHbIW cTaTyc onpefensietca 3akoHoM O defeparnbHOM CTpaxoBaHWM Oeno3nToB
[Federal Deposit Insurance Act], npuHaTteim 21 ceHTabpsa 1950. CtpaxyeT cueTa BKnagyu-
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koB B 6aHkax-yyacTHukax ®KC[ Ha cymmy go 100 Tbic. gonn. ®duHaHcHMpyeTcs 3a cyeT
eXerofHbIX B3HOCOB 4acTHbIXx ©aHkoB. YneHamu-yyacTHukammn Kopropauuu SBRSOTCA
Takke 6aHkm PepepanbHon pesepBHon cuctembl [Federal Reserve System]. Bo rnaee
OKC[ ctosat KoHTponep aeHexHoro obpaluenna [Comptroller of the Currency] n gsa gu-
pekTopa, HasHadaemble [lpe3nageHToM cTpaHbl "no coBeTy M ¢ cornacus” [advice and
consent] CeHata. ®KC[] obecneumBaeT cTabunbHOCTb GaAHKOBCKOW CUCTEMBbI, NpeaoT-
Bpawas "b6aHkoBckme naHunkn" [bank panic], cnyyaBwmeca oo cosganusa Kopnopauum

105. Perps — perpetrator ['p3:pitreite] 3noyMmbilLNIEHHUK; NpaBOHapyLUUTernb, npe-
CTYMHUK

106. Audacity [o:'deeseti] — 1) oTBara, CMenNoCTb, XpabpocCTb; 2) HaxanbCTBO,
HarnocTb, 4ep30CTb

107. Con [kon] — MOLWEHHUYaTb, HagyBaTb

108. Perverse [pa'v3:S] — pa3BpaLl€HHbIA, UCMIOPYEHHbIN

109. Incentives structure = structure of incentives — mMoTuBaLMOHHas CTPYKTypa,
CTPYKTYpa CTUMYJIOB (CUCTEMa BO3HarpaXaeHun 3a pasnuyHble BapuaHTbl NOBeAeHUs U
AoCTUraemble pesynbTaTbl, KOTOpasi CyLWecTByeT B OpraHM3aumm, ceMbe Unm rocyaapcTee
1 onpegenseT nosefeHne YenoBeka)

110. Pose [pauz] — npeacrtaBnatb cobon, ABNATbLCA present or constitute a problem
or danger

111. Suborn [se'bo:n] — 1) nogkynaTb, AaBaTb B3ATKY; 2) NOACTPEKaTb K coBepLUe-
HWUIO NpecTynneHnsa (0COB6EHHO K IKeCBNOETENLCTBY)

112. Compensation [kompan'seif(8)n] — Bo3HarpaxgeHne, KOMNeHcaunoHHbIE Bbl-
nnaTthbl (3a paboty, ycnyry)

113. Drive out BbITECHATb — (Hanp. hnpmbl U3 OTPacnn)

114. Marketplace ['ma:kitpleis] — 1) peiHok in the harsh climate of the global market-
place — B XECTKMX yCrnoBusix rnodanbHOro pbiHKa; 2) pblHOK, 6a3ap a crowded and noisy
marketplace — niogHbINA 1 LWYMHbIN pbIHOK / B6a3ap

115. Deregulation [dirregju’lerf(e)n] — neperynupoBaHue. CHwxeHWe rocygapcTBeH-
HOro BmeLLaTenbcTBa B 6M3Hec cTpaHbl B 70—80-x rr. XX B. MOcne noyTy CTONETHEro ycu-
NEeHNsA perynmpoBaHns Co CTOPOHbI beaeparnbHbixX Bnacten. lNpexae Bcero KOCHYoCh Xe-
Ne3HbIX AOpOr M aBMakomnaHun. NHnMumatopomM MNOMnUTUMKN AeperynvpoBaHus BbICTynuna
agmunHncTpauus [x. Kaptepa [Carter, James (Jimmy) Earl], ee nogaoepxann obe nonutu-
Yyeckme naptmm B KoHrpecce; pecnybrnvkaHubl BbiCKasanucb 3a geperynupoBaHue, ccbina-
AICb Ha CBOK TPAAULMOHHYO (ONNoCcoduio HeBMELLATENbCTBA rocyaapcTea B Aena busHe-
ca, 4eMOoKpaThbl — MOCKOSIbKY CYMTaNN, YTO POCT KOHKYPEHLMN NPUBEOET K CHUKEHUIO LIEH

116. Decriminalization — gekpummHanuaaumsi (UICKNIOYEHNe OAeaHNa U3 Yucna npe-
CTYNneHun, npecnenyemMbix 3aKOHOM)

117. Severe [SI'VIS] — TPYAHbIN, TSXENLIN; TPYAHONPEOLONNMbIN SEvere Crisis — xe-
CTOKMI, rNyBOoKn Kpnsnc

118. Crony capitalism — knaHOBbIV KanuTanuam, KYMOBCKOMW KanuTannsm

119. Cronyism ['kreunmz(a)m] — (Ha3Ha4YeHMe Ha OOSMPKHOCTb UK BbIOOP B KayecTse
napTHEPOB Ha OCHOBE APYXXECKNX CBA3EN, a HEe AENOBbIX UM SKOHOMUYECKNX XapaKTepu-
CTMK; B OTNINYME OT HENOTU3Ma OenaeT akUeHT Ha APY>KECKMX, a HE POACTBEHHbIX CBA3SX)

120. Nepotism — HenoTnam, CEMENCTBEHHOCTb, KyMOBCTBO (HasHadeHue unu npo-
ABUMXeHne no cnyxbe Ha OCHOBE POACTBEHHbIX CBS3eW; Hamp., NpefocTaBneHue poa-
CTBEHHWKaM npuopuTeTa Npu pacnpeaeneHnn AOMKHOCTEN, HECMOTPS Ha TO, YTO Apyrue
KaHanaaTbl obnagatoT 6onee BbICOKOW KBanudukaumen; ot nat. nepos — NNeMsHHUK)

121. Donor ['deuna] — UCTOYHMK (PMHAHCUPOBAHUS; (OUHAHCUPYOLLAs OpraHn3aums

122. Ammunition [eemja'nif(8)n] — 3awmTa

123. Legislator [ledsisleite] — 1) 3akoHogaTenb; 4neH 3akoHOAATENbHOrO oOpraHa
Syn: lawmaker; 2) npasoBef, topuct Syn: jurist , lawyer

124. Contribution [kontrr'bju:f(8)n] — noxepTBOBaHMEe, B3HOC.
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UNIT 2
Vocabulary
Finance

1. Sustain [se'stein] — nogaepxuBaTb (MOpanbHO U MaTepuanbHO); NpuaaBaTb
cunbl; cnocobcTBOBaTh (OCYLLECTBNEHMIO Yero-1.); obecneyvnBaTb

2. Economic growth — akoHOMu4yeckuin pocT (yBenumyeHne obbema BasfioBOro
HaLUNOHaNbHOro NPOAYKTa U NOBLILLEHNE YPOBHS XXMU3HU B ANIMTENbHOM nepuoae)

3. To the extent that HacTONbKO, HACKONbLKO; MOCKOJIbKY; KOJlb CKOPO

4. Elucidate [rl(ju:sidert], [8'l(j)u:-] — 0OBACHATb, Pa3bACHATb, PACTOSIKOBbLIBATD;
NCTOKOBbIBaTb, NPOnMBaThb CBET

5. Sustainable [sa'steinabl] — 1) ycTOMYMBLIN; XN3HECNOCOOHLIN; 2) (3Konornye-
CKM) YCTON4YMBBLIN (HE HaHOCALWMI yepba okpyxatolen cpeae)

6. Seemingly ['siimimnli] — 1) Ha B1A, No BHeWHeMy Buay; 2) No-BMAMMOMY

7. Intractable [in'traektabl] — 1) TpyaHbIn ana peleHus, Henerko nognarLmincs
peLleHunto; 2) ynpsimblii, HeNnoL4aTNMBbIA; HEMOKOPHbIN

8. Pervade [pa'veid] — pacnpocTpaHATbCA, MPOHUKATb

9. Health care = healthcare — 3gpaBooxpaHeHne, MeanunHckoe obecnyxmBaHme

10. Developed economy — pa3sutasi 3KOHOMUKa

11. Fundamental question — npuHUMNManbHbIA BONPOC

12. Advanced economy — pa3Butas 9KOHOMUKA

13. Financial crisis = fiscal — crisis pyHaHCOBLIN KPU3NUC

14. Underperform — paboTtaTb H/Xe CBOUX BO3MOXHOCTEN

15. Erosion [r'rauz(e)n] — apo3us, pasbedaHue; paspyllieHue; pas3mbiBaHue; Bbl-
BETpPMBaHWE, NopaxeHue

16. Productivity [prodak'tivati] — npon3BognTENLHOCTL, NPOAYKTUBHOCTL

17. Debt [det] — gonr

18. Deficit ['defisit] (in) — oeduumnT; HexBaTKa; HEOOYET

19. Decline [drklain] — nageHve, cnag, ynagoK, CHUXEHWE, MOHWKeHne (LeH), Ko-
Hel, coKkpalleHue

20. Stalling ['sto:lin] — ocTaHoBKa, NOTEPS CKOPOCTH

21. Emerging markets — oTctanble pblHKM ((PUHAHCOBbLIE PbIHKM CTPaH C pa3BuBa-
HOLLENCA 3KOHOMUKOWN); DOPMUPYIOLLIMECS PbIHKWU; Pa3BMBaKOLLMIACA PbIHOK

22. On average B cpegHem

23. Per capita [pa'kaepite] — 1) Ha YenoBeka, Ha OoyLLy HaceneHus

24. Struggle ['stragl] — 1) 6opoTbes; 2) BuThbes, oTbuBaThes; 3) genaTb ycunus,
cTapaTbCsl 30 BCEX CWUI

25. Regress [r'gres] — perpeccupoBaTb, yXyAwaTtbCs, NPUXOAUTb B COCTOSIHWE
ynagka

26. Virtuous ['v3:fuas] — adPeKTMBHbIN, 4ENCTBEHHbIN

27. Cycle ['saikl] ynkn — (XxpoHONorM4yecknin) nepmos

28. Upward mobility — Bocxogswaa MobunbHOCTb (NepemMeLLeHne niamesmaa nnm
coumanbHOM rpynnbl BBEPX B COLMANbHON MEpapXmnn, XxapakTepuaytoleecsa noBbllLEeHNEM
coumanbHoro crartyca)

29. Improved living standards — NOBbILLEHHbIN XXU3HEHHbLIN YPOBEHb

30. Contract [kan'treekt] — cxmmaTbCs; cokpallaTbca

31. Atrophy [‘eetrafi] — 1) aTpodmpoBaTbCa; 2) namatbiBaTh, U3HYPATb, NEPEYTOM-
NSATb; UCTOLWAaTh, MCYEPNbIBATbL

32. Annals ['eenlz] — neTonnck, aHHanbI

33. Economic statistics — akoHOMUYeckasa cTaTucTuka

34. Wane [wein] — natun Ha ybbinb, NagaTb; YMeHbLUAaTbCS; ocrnabeBaTtb; CHUXaTbCS
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35. Human progress — nporpecc 4yenoseyeckoro obuiecrsa

36. Instability — HecTabunbHOCTb; HEYCTOMYMBOCTb

37. Society [so'saiati] — 0bLLecTBO

38. Dim [dim] — yHbIfbIA, HU4YEM HE BbIAENAOLNNCS, HEMPUMEYaTENbHbIN

39. Coarse [ko:S] — HeNnpuUrMsaHbIA N NPUMUTUBHBIN

40. Proposition [propa'zif(s)n] — a) 3aaBneHue, yTBepxaeHue; 6) cyxaeHue, Bbl-
ckasblBaHue

41. Disillusioned [disr'lu:z(a)nd] — pasoyapoBaBLIMiiCcs, YyTpaTUBLUUA Bepy / UMto-
3un

42. Ascribe [as'kraib] — 1) npunuceiBaTb; 2) OTHOCUTL 3a CYET (Yero-n.)

43. Overpopulation [,auve,popju’leif(s)n] — nepeHacen&HHOCTb

44. Plateau ['pleetau] — ocTaHaBnNMBaTbLCS (Ha KAaKOM-I1. YPOBHE), CTabnnunanpoBaTbCs

45. Natural resources — npupoaHble boraTcTBa

46. Arable land — naxoTHasa 3emns, nawuHsa

47. Potable water — nuTbeBasa Boga

48. Degradation — [degre'deif(a)n] ynagok, Aerpagauns; yxyalweHve

49. Concern [kan's3:n] — BONHOBaTbCSA, 6ECNOKOUTLCA

50. Embodied [im'bodid], [em-] — 1) BONMOWEHHLIN, ONUUETBOPEHHBIN Syn:
incarnate, personified; 2) matepnannM3oBaHHbIN (O NPUHLMNAX, NOEAX U T. N.)

51. Globalist ['glaub(a)list] — rmo6anucT, ctopoHHKK rnobanuama

52. Greedy ['gri:di] — xagHbIn

53. Corrupt [ka'rapt] — 1) NCNOPYEHHBIN, NOPOYHbLIN, 6E3HPABCTBEHHbLIN; 2) KOPPYM-
NMUPOBAHHbLIN, NPOAAXHbLIN

54. Backbone ['beekbsaun] — rmaBHas onopa; ocHoBa; CyTb

55. Living standards — XXM3HEHHbIN ypOBEHb, MaTepmnarnbHoe 61arococTosHne

56. Trade [treid] — 1) 3aHATME, pemecrno, npodeccus; 2) TOProed; KOMMepYeckas
AEeATEeNbHOCTb

57. Private sector — yacTHbI CEKTOP (MPOMBILLIEHHOCTW)

58. Critique [krr'ti:k] — kpuTHKa

59. Per se [ps:'sei] — camo no cebe; No CyTn, HENOCPEACTBEHHO

60. Pursue [pa'sju:] — npecnegoBaTth (Lenb); cnegoBatb HAMEYEHHOMY Kypcy, AO-
buBaTbCs

61. Stance [steen(t)s] — nonoxeHne

62. Work properly — HopmanbHO paboTaTb/PyHKLMOHMPOBATb

63. Core [ko:] — rmybGuHHas, BHYTPEHHSASA, COKPOBEHHAS YacTb; CyTb, CYLLUHOCTb

64. Actor [‘eekta] — gencTByOWNN CYyOBHEKT

65. Simplistic [sim'plistik] — ynpoweH4eckui

66. Blatantly ['blert(a)ntl] — aBHO, abCconNOTHO, OTKPOBEHHO

67. Pure [pjus] — uncTbi; GecnpmMecHbIN

68. Foster [fosta] — noowpsTb, NobyxaaTb, CTUMYNMPOBAaThL; 0000PATL

69. Income inequality — HepaBeHCTBO 4OXO40OB

70. Fix [fiks] — npuBoANTb B NOPSAOK; HanaxuBaTb, pPerynuposaTb; PEMOHTUPO-
BaTb, YNHUTbL; NOArOTaBNMBaTb, FOTOBUTb

71. Address [8'dres] — npuHMMaTbL Mepsbl (MO NOBOAY, B OTBET HA), pearnpoBaTb Ha;
HanpaBnsTb yCUNUs Ha

72. Social ill — counanbHoe 3no

73. Utility 1. [jurtillati] — none3HoCcTb (CyOBHEKTUBHOE OLLyLLIEHNE YOOBNETBOPEHMS
OT NoTpebneHnsa yero-n., KOTOPOE UCMbITbIBAET YESOBEK; HE MMEET OTHOLLEHUS K Nones-
HOCTM OS5 340pOBbS)

74. Go after — pobuBatbcA

75. To provide support — okasbiBaTb NOALEPXKKY / MOMOLLb

76. Social contract — "obwecTBeHHbIN JOroBop", "coumanbHbIN KOHTpaKT"
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77. To do tax — cobupaTb Hanoru

78. Revenue [rev(d)nju:] — rocyaapcTBeHHble Ao0X0Abl (MOnyYyaeMble OT HanoroBbIX
cbopoB, TaMOXXEHHbIX c6OPOB U T. n.)

79. Social program — nporpammMa counanbHOro passuTung

80. Fund social programs — douHaHcMpoBaTb NporpamMmbl COLManbHOro pasBuUTuS,

81. Regulation [regje'leif(a)n] — 1) perynupoBaHue; ynopsgoyeHme; 2) npasusio,
pernamMeHT, npegnucaHne, NoCTaHOBIEHWE, pacnopsikeHne, AMpekTnuea

82. Arbiter ['a:bita] — a) apbuTp; TpeTenckmi cyapbs 6) BEPXOBHbIN Cyabs

83. Collective goods — konnektueHble [coumanbHble] 6nara (bnara, koTopble Mo
CBOEN CyTU ABNAOTCA YacTHbIMM Bnaramu, T. €. obnagalT CBOMCTBAMU UCKOYMTENbHO-
CTU U KOHKYPEHTHOCTU, HO B CUIY TEX UMM NHbIX MPUYMH NPeaoCTaBnATCA rocyaapCTBOM,
Hanp., counansHoe cTpaxoBaHue)

84. Framework [freimw3:k] — 1) cTpykTypa, CTpOeHue cuctema B3rnsgoBs; 2) Touka
OTCYETa, pamMKu

85. Right-wing [rartwin] — npaBbiK, NpMHaanexalmmn npaBomy Kpblny (napTun)

86. Beneficial [benr'fif(o)l] — BbIrogHbIN, NONE3HbLIN, NPUOLINBHLIN

87. In particular — B 0coO6eHHOCTH, B HAaCTHOCTU

88. Transfer — 1) nepegava, nepegaya B CO6CTBEHHOCTb 2) yCTynka (MMyLLECTBA,
npasa) 3) nepeBoa (AeHEeXHbIX CyMM) 4) nepeyuncrneHme 5) nepeHoc

89. Enhance [in‘ha:n(t)s], [en-] — yBenuuueaTtb, ycunmeaTth, yny4dwarb (0ObIYHO Ka-
KOoe-. NonoXnTeribHoe CBONCTBO)

90. Inoculate [rI'nokjulert] — genaTb NpMBMBKY

91. Yield [ji:ld] — npuHOCKUTb ypoxawn, faBaTb NMoAbl; AaBaTb peaynbTaTt, NpuBO-
ANTb (K Yemy-n.)

92. Pilot program — sKkcnepuMMeHTarnbHbIN NPOEKT

93. Benefits — 1) nbroTbl, ycnyru; NpuBMnernun; 2) CyMMapHble Bbirogbl, 06Lunn no-
ne3HbIN pesynbTaT, 3KOHOMUYECKU adhdekT

94. Underway — B npouecce pa3paboTkm unm ocyLecTBneHuns (0 NpoekTe u T. n.)

95. Expand [ik'spaend], [ek-] — pacwumpsaTb (ca); yBenuuneaTthb (cH)

96. Responsibility [r,spon(t)sa'bilati] — 1) oTBETCTBEHHOCTL (3a 4TO-N.) 2) 064a3aH-
HOCTb; 06513aTENBLCTBO

97. Commonplace [komanpleis] — obblYHOE ABMNEHWE, NPUBLIYHOE OEnO0, TUMNY-
HbIW criyvamn

98. Delivery of social programs — npegoctaBneHune n obecneyeHne coumasnbHbIX
nporpamm

99. Corporate social responsibility — kopnopaTMeHasi couuanbHasi OTBETCTBEH-
HOCTb, OTBETCTBEHHOCTb BU3Heca nepen obLwecTBOM

100. Albeit [o:I'bizit] — ot "all though it be (that)" xoTa (1)

101. Small in scale — B He6onbwKnx MmacwTabax

102. Blur [bl3:] — pacnnbiBaThCS; CNMBaTbLCS; 3aTyMaHUBaTb

103. NGO ot non-governmental organization — HenpaBuUTeNbCTBEHHAA OpraHn3auus

104. Infrastructure ['infra straktfa] — MHdpacTpykTypa (MPOMBbILLNEHHAs, ropoackas);
ceTun 00CNyXMBaHUSA HacCeNeHus; NHXeHepPHbIe KOMMYHUKaLn

105. Public-private partnerships — coTpyAHU4eCTBO rocy4apCTBEHHOIO U YaCTHOrO
CEKTOpOB, NAapTHEPCTBO roCyaapCTBEHHOMO M YaCTHOIO CEKTOPOB

106. Advent ['‘zedvant] — 1) HacTynneHune (anNoxu, cobbiTus), NPUbLITUE, NPUXO4

107. Betterment ['betamant] — ncnpaeneHue; ynyyieHme, KOppekuus, ycoBepLleH-
CTBOBaHWe

108. Sustainable [se'steinebl] — ycTOMuYMBLIN; XM3HECNOCOOHLIM sustainable
economic growth — ycTon4mBbii 3KOHOMUYECKUIA POCT

109. Long-term [lon't3:m] — 4ONrOCPOYHbIN; ANUTENBHBLIW, AONTOBPEMEHHbIV

118



110. Plague [pleig] — a) u3BoguTb, My4uTb, JOBOAUTL (4em-n.); 6) mewaTtb, Hago-
efatb, JocaxaaTb, 6ecnokonTb

111. Broad-minded [bro:d'maindid] — ¢ lwmpokumu B3rnsgamu, ¢ LUMPOKUM KPYro3so-
pPOM; TEPNUMbIN; NnGeparnbHbIi

112. Legitimate [I'dsitemat] — pasymHbIn, NpaBUNbHbBIA, NOTUYHBIA; MPUEMIIEMbIN;
A0NYyCTUMbIN

113. Rehabilitate [ri:ha'bilitert] — 1) peabunutupoBaTh; 2) BOCCTaHaBnuBaTb, pe-
MOHTUPOBATb, PEKOHCTPYMpPOBaTh

114. Underlying [,anda'lann] — nexawunin B OCHOBE Yero-Ii., OCHOBHOW

115. Ingenuity [ind3r'nju:ati] — nsobpeTtaTenbHOCTb, HAXOAYNBOCTb, UCKYCHOCTb, Ma-
CTEepCTBO

116. Constrain [kan'strein] — caepxuBaTb, yaepxusaTtb (OT Yero-si.)

117. Finite [fainait] — orpaHM4YeHHbIN, UMEOLWMIA Npeaen

118. Scarce [skeas] — HegoCTaTOYHbIN, CKYAHbIN

119. Depleting [dr'pli:itin] — uctowwatomnecs

120. Desalination [di;seelr'ne1f(a)n] — onpecHeHune (BoAbl); obecconuBaHue, aemu-
Hepanusauus

121. Outcome [‘autkam] — ncxoa, ntor, nocneacTeme, pesynbTar

122. Strike [straik] — nopaxaTtb, NPon3BOANTL BNeYyaTreHme

123. Price tag — 6bupka co CTOUMOCTbIO, LLEHHUK

124. A political stance — nonuTnyeckas no3nums

125. Core [ko:] — OCHOBHOW, LleHTpanbHbIN

126. Income inequality — HepaBeHCTBO 4OXO40B

127. Gini coefficient — koadppuumeHT [XKMHN CTaTUCTUYECKUI NOKasaTenb CTENEHN
paccnoeHns obwectBa AaHHOW CTpaHbl UM PernmoHa No OTHOLLEHUIO K KaKOMY-nMbo nay-
YyaeMOMYy MpU3HaKy

128. Discourse ['disko:s] — cepb€3Hbivi pasroBop, beceaa

129. On the agenda — Ha noBeCTKe OHSA

130. Schism ['skizam] — packon

131. Trendsetter [trend seta] — 1) 3akoHogaTenb MOAbI; 2) 3TanoH HOBOW MoAbl (HO-
Bad NIMHUS, HOBOE TeYeHue)

132. To take a swipe at smb. — ygapuTb Koro-s.

133. UN [ju:'en]; ot United Nations — OOH, Opranmsauna O6beanHEHHbIX Hauumn

UNIT 3
Vocabulary
Currency

1. Detergent [dr't3:dz(e)nt] — ounlatoLee, MotoLLIEE CPEACTBO; AETEPreHT

2. Sweat [swet] — ucnapuHa, not

3. Currency [kar(®)n(t)si] — 1) aeHexHoe obpalieHne, obopoT; 2) cpeacTBo ae-
HeXxHoro obpauleHus, geHbry; 3) BanoTta

4. Global economy — rno6anbHas 3KOHOMMKA

5. Data-driven — ynpasnsemMbl JaHHbIMU

6. Bonkers ['bonkaz] — cymacweawmm

7. Bitcoin — nupuHroBas nnatexHas cucTema, UCnonb3ylwas OLHOUMEHHYIO
pacyeTHYI0 eAMHULY U OOHOMMEHHbIA MPOTOKON nepedayn faHHbiX. [Ang obecneyeHus
PYHKUMOHNPOBAHMUS U 3aLUUTbI CUCTEMbI UCMOMB3YOTCH KpunTorpaduyeckme metoabl. Bes
NHOPMaLUSA O TpaH3aKUNAX Mexay agpecamu cMcTeMbl OCTYMNHa B OTKPLITOM Buae

8. Crypto-currency — KpuntoBantoTa, CekpeTHas BanoTa

9. Virtual currency — BupTyanbHas BantoTa
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10. Synthetic [sin'Betik] currency ['kar(a)n(t)si] — nckycctBeHHas BantoTa

11. Public ['pablik] ledger ['ledze] — obwenocTynHasa byxrantepckas KHUra

12. Blockchain — 6nok4yeriH, Bnepsble TEPMUH NOSABUICS Kak HasBaHue pacnpege-
neHHoun 6asbl JaHHbIX, peannu3oBaHHOM B KpynToBanioTe «BUTKOMH»

13. Float [flaut] — nnaBaTtb (0 Kypce BantoT)

14. Decentralized — geueHTpann3oBaHHbIN

15. Authorities — BnacTtu, Ha4anbLCTBO, aAMUHUCTPALMS; NOTHOMOYUS

16. State [steit] — rocygapcTtBo, cTpaHa

17. Fluctuation — 1) konebaHne, HEYCTONYMBOCTb; 2) U3MeHeHne (LeH, crnpoca);
3) TekyyecTb

18. Crash | [kree[] — noTepneTb Heyaady unm Kpax; pasopuTbCs

19. Value ['veelju:] — ctonmocTb, LeHa, LEHHOCTb

20. In value terms — B CTOMUMOCTHOM BbIpaX€eH1W; B CTOUMOCTHbIX NoKa3aTensax

21. Gain ground — gocturaTtb ycnexa

22. Gain respectability — nobusaTbca yBaxeHns

23. Gain [gein] — pobbiBaTh, 3apabaTbiBaTh

24. Get services — nony4nTb obcnyXneaHune

25. Payment currency — BantoTa nnarexa

26. Trump [tramp] — npeB3onTU

27. Disrupt [diS'rapt] — nogpbiBaTh

28. Interrogate [in'terageit] — curHanmManpoBaTtb

29. Basket case [ba:skitkeis] — kTo-n. unu 4to-n., HaxoasiLeecs B MNayvYeBHOM,
N3HOLLUEHHOM COCTOSHUM

30. Gallup Poll [,geelap’paul] — onpoc Nannana, onpoc O6LLECTBEHHONO MHEHUS
(aHKeTHbI ONPOC HaceneHus MO PasfMyHbIM BOMPOCaM, MOMUTUYECKUM U COLMarbHbIM.
Mposogutcs ¢ 1938 bputaHCKUM MHCTUTYTOM obLiecTtBeHHoro MHeHusa [British Institute of
Public Opinion], a ¢ 1952 nHctutyToMm "CoumanbHble nccnegoBaHus (onpocekl Mannana)”
[Social Surveys (Gallup Polls) Ltd]) HasBaH no nmeHn ocHoBaTensa amepukaHckoro IHCTu-
TyTa obwecTBeHHoro mHeHus k. annana [George Horace Gallup, 1901-84]

31. All-time [2:I'taim] — HeObIBanbIN, HENPEB30OMAEHHBIN; BEYHLIN, HA BCE BPEMEHA

32. Barclays Bank ['ba:kliz,baenk] — "Bapknua 6aHk" (kpynHenwunn n3 6aHKoB, BXO-
aawmx B "bonblyto natépky" [Big Five ]. OcHosaH B 1896; Martins Bank)

33. Doctor ['dokta] — panbcucmumposaTb, NogaensiBatb

34. Subprime [sab'praim] — cybcTangapTHbeii (0 KpeguTe; Ans 3aéMLUMKOB C He-
0e3ynpevyHon KpeaUTHOW UCTOPUEN; MO CTaBKe, Ha HECKOSbKO MYyHKTOB MpeBbilatoLlen
OCHOBHYI0)

35. Pedal ['ped(d)l] — 1) HaxxumaTb Neganu; 2) exaTb Ha Benocuneae

36. To take for aride — obmaHyTb, HagyTb, 0O QypayYnTb

37. Gist [d3iSt] — cyTb, CYLLHOCTb, UCTUHHBLIA CMbICIT; TMaBHbIA MYHKT

38. To lose faith in smth — noTepaTb Bepy BO 4TO-NnM60

39. PR ot public relations — nuap, peknama

40. Hierarchy [‘harera:ki] — nepapxus

41. Wobble ['wobl] — 1) a) kayaHue, wartaHue, nowaTbiBaHWe; 6) ApoXKaHWe; 2) KO-
nebaHue

42. Heterarchical — reTepapxnyeckni, pasHOPOOHbIN, COCTOSALMIA U3 Pa3fnYHbIX
KOMMOHEHTOB

43. Boil down — cokpaliaTtb, CxumaTb

44. Essence ['es(e)n(t)s] — cywecTBO, CyLLHOCTb

45. Agreed value — cornacoBaHHas LeHa

46. Digital age — anoxa LUMdPOBbLIX TEXHOMNOTMN

47. Quantify ['kwontifai] — onpegensTb KOIMYECTBO, U3MEPSATb, MEPUTL

48. Valid ['veelid] — penctBuTenbHbIN, UMEOLWMIA CUITY; NPaBOMEPHbIN
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49. Make sense — UMeTb CMbICH, ObITb NMOHATHbLIM

50. Define [dr'fain] (define as) — onpenenaTtb (3HayeHWe crnosa), AaBaTb onpeae-
neHune (Kakomy-Ii. MOHSATUIO)

51. Ultimate ['altimat] — 1) nocnegHWi, KOHEYHbIV; 3aBepLUalOLLNIA, OKOHYaTENbHbIN
2) MakcumarnbHbIn; NpeaesibHbIN, KpanHUn

52. Marketing [ma:kitin] — MapkeTuHr (cuctema MeTOA0B MU CPEeACTB NPOABMKEHMS
TOBapOB WK YCNyr OT NPOM3BOAMTENS K NOTPebUTEN!Io; BKNIOYAEeT aHanns3 pbiHka, An3anH,
pa3paboTKy ynakoBku, pa3paboTky cuctembl cObiTa, peknamy n T. a.)

53. Prism ['priz(e)m] — npuama

54. Brand [breend] — ToproBas mapka, 6peHg

55. Perspective [pa'spektiv] — nepcnekTnea, pakypc, npoekuns

56. Literally ['lit(e)r(a)l] — 6ykBanbHO, 4OCMOBHO, CIOBO B CIOBO

57. Trust [trast] — Bepa, gosepue

58. Consistency [kan'sist(a8)n(t)si] — CTOMKOCTb, YCTOMYMBOCTbL; MPOYHOCTb, MOCTO-
AHCTBO

59. Transparency [treen'spaer(a)n(t)si ], [treenz- ], [tra:n-] — npo3pa4yHOCTb

60. Loyalty ['lbslti] — BepHOCTb, NpeaaHHOCTb

61. Micro-economy ['maikra(u)-rkonami] — MUKpPO- SKOHOMMKA

62. Reward [rr'wo:d] — Harpaga

63. Scheme [ski:m] — nnaH, NPOEKT; Nporpamma; cxema

64. Air miles ['‘eamailz] — "aBuamunnun" (peknamHas kamnaHus asMakoMmnaHum "bpu-
T anpyans" [British Airways]; nokynka ToBapoB B yKa3aHHbIX Mara3nHax obecrneymBaeT
GecnnaTHbIN penc Ha onpeaenéHHoe KONMYeCcTBO MUMb NO aBMatpacce KOMMaHUK; nokyn-
Ka MyXCKoro kocTioma cTtoumocTtbto B 100 wmnm 6Gonbwe B MarasvHe "[lebGHems"
[Debenhams] gaét 250 "aBnamunb")

65. "The Economist” [i(:)'’konamist] — "3OkoHOMUCT" (exeHedenbHbIN MNOMUTUKO-
9KOHOMWYECKMI XXYpHan KOHCEpPBATUBHOIO HanpaBfeHusl; BAUSATENbHbIN OpraH NpoOMbILL-
NEHHbIX N PUHAHCOBBIX KpYroB; 425; nsnaétcsa B JloHgoHe. OcHoBaH B 1843)

66. Unredeemed [anri'di:md] — HEBbIKYNEHHbIN; HEOMNAYEHHbIN; HENOraLLIEHHbIN

67. In circulation — B obpaLlieHun

68. Coin [koin] — MmoHeTa

69. Admittedly [ad'mitidl]] — obuwenssecTHo, No obwemMy MNpuU3HaHUIO; nNpaBaa,
HaJo ckasaTtb

70. Amazon — 3TO KpynHenwasa ToproBas UHTEpHeT-Nowanka, no obopoTty cpean
npoAatoLLnx ToBapbl U YCNyrn Yepes NHTepHeT

71. Amazon Kindle — cepus yCTPONUCTB N5l YTEHUSA ANEKTPOHHbIX KHUT, BblNyCKae-
Masa komnaHuen Amazon.com. Yctponctea Amazon Kindle no3BonstoT nonb3oBaTensm
AenaTb NOKYMKK, 3arpyxaTb, NpocMaTpuBaTth, U YNTaTb 3NEKTPOHHbIE KHUIU, ra3eThl, Xyp-
Hanbl, 6norn n gpyrue umMdposbie MeanagaHHble Yepes 6ecnpoBOAHYIO CETb

72. To make purchases — 1) genaTb NOKynku/3akynku; 2) genaTb MNOKYMKu

73. Barometer [ba'romita] — 6apomeTp

74. Real-life — npaktuyeckun, onpoboBaHHbIN Ha NpakKTUKe; peanucTUYecKun, pe-
anbHbIN

75. Product ['prodakt] — npoaykT; npoaykums; BbipaboTka, nsgenve

76. Federal Reserve System FRS, Fed, Federal Reserve — ®epnepanbHasa pe-
3epBHaga cuctema, PPC (HesaBucumoe efeparnbHoe BeJOMCTBO, CO3[aHHOe ANs Bbl-
NONHEHNs OYHKLUMI LieHTpanbHOro 6aHka M OCyLeCTBNEHUA LEHTPanmn3oBaHHOMO KOH-
Tponsi Hag4 KOMMep4eckon ©aHKOBCKOW CMCTEMOW CTpaHbl; BKIKOYAET COBET YnpaBnsiio-
Wmx, 12 permoHanbHbIX pe3epBHbIX BaHKOB N UX OTAENEHUS, HECKOMBbKO ThICAY KOMME pye-
cknx 6aHkos; PPC cosgaHa B 1913 1.)

77. In terms — 1) B nokasaTtensx, B eAuHWUax; 2) B UCYWUCIIEHUW, B NnepesBoje
(Hanp., Ha gonnapsbl)
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78. Drug user = narcotics user — notpebuTtenb HapKOTMKOB, HAPKOMaH

79. Convenience store — Be4epHUI MarasmH, HOMHOW MarasuH (HebornbLon mara-
3MH, TOPryloWmi caMmbiMn HEOBXO0ANMbIMM TOBapamMu, B OCHOBHOM MpoayKTamu, u pabo-
TalLWWN Jonblie Apyrnx MarasmHoB, MHOTAA KPYrnoCcyTOYHO); NPOSOBOSIbCTBEHHbLIN Mara-
3MH camoobcnyxmBaHua ¢ 6onee BbICOKMMU LEeHaMU U OrpaHUYeHHbIM aCCOPTUMEHTOM,
UMEIOLLNIN YOANUHEHHBIA paboynin oeHb

80. Sell at a premium — npogaBaTbCs C NPUOLINBLIO, NONb30BaTbCA GOMbLIMM
CMpOCOM, CTOSATb BbllLEe HOMUHaNa

81. Luxurious [lagzu(d)ries], ['zjuar-] — 6oraTbin, NbILLUHbIA, POCKOLLHbIA; JOPOron

82. Mass advertising — maccoBas peknamMa (peknama ToBapoB LUMPOKOro noTpeb-
neHus, pacnpocTpaHseMmas B 0OLeoCTyNHbIX CpeaAcTBax pacnpocTpaHeHus WHgopma-
UMM N paccyYnTaHHash Ha LUMPOKYIO ayauTopuio (B OTNNYME OT peknambl Ha UHauBMAOYyanb-
HOro noTpebutensa unu Ha rpynny notpebutenen, pacnpocTpaHaemyo B creumanmsmpo-
BaHHbIX N3[aHUAX))

83. Media advertising — megnapeknama (peknama 4Yepes3 BCEBO3MOXHbIE cpeacTsa
pacnpocTpaHeHns nHopmaumm (TpaguUMOHHbIE U HETPAAULMOHHbIE): TeENeBMaeHNe, paauo,
npecca, Hapy>xHas pekrnama, Nno4ToBas paccbinka, VIHTepHeT, MobunbHas cBa3b U T. 4.)

84. Spot [spot] — yBuAETb, 3aMETUTb, Y3HaTb; ONpPeaenuTb

85. Shortcut ['[o:tkat] — apnbIk

86. Crime wave — BOfIHa NpecTynHOCTH

87. Criminal ['krimin(a)l] — 3noyMbILLNEHHWK, MPpaBOHAPYLUUTENb, NPECTYMHUK

88. Spokesperson ['spauksps:s(@)n] — npeacraBuTenb (OpraHusauuun, rpynnbi
nmu)

89. Dissociate [dr'saufielt] — 1) pasbeanHATb, OTAENATh; pa3odwaTth; 2) oTMexXe-
BblBaTbCH, OTAENATHCA

90. Break a sweat — noT npown6

91. FuelBand — ymHbI 6pacneT

92. Track [traek] — cneguTb, NpocnexmBaTh; BbiCNEXnBaTb

93. Consumption [ken'sam(p)f(a)n] — noTpebneHue

94. Service provider — nocTaBLMK ycnyr

95. Data ['deita] — 1) oT datum; 2) gaHHble, bakTbl, CBEAEHUS; MHGOPMALUS

96. Dashboard — nHcTpymeHTanbHasa naHesnb

97. Intake [inteik] — nornoweHue, notpebneHuve

98. All that sort of stuff/ all that sort of thing — n Bce npoyee B ToM e gyxe

99. Transfer money — nepeBoaUTb OEHbLIN

100. Airtime — achupHoe Bpemsi (Hanp. aboHEHTa COTOBOW CBAA3W)

101. To make payments — npon3BoguTb BbinnaTbl/onnaynsaTb

102. Independent store — 4acTHbI MarasuH (Toprosas hvpma, npeacTaBneHHas
TONbKO OAHMM MarasvHOM, Haxo4sLWMUMCSA B COOCTBEHHOCTW M No4 yrnpaBreHneM UHOUBU-
AyanbHOro npeanpuHumMmarens (B oTnn4mMe oT ceTu MarasvHoB))

103. Loose change — menkne geHbrn, Menoyb

104. Small change — menkue aeHbru

105. Shopkeeper ['fopki:ps] — Bnageney marasmHa

106. Vodafone — BpuTaHckas kKOMnaHus, O4MH U3 KPYMHEeNWnNX B MMpe onepaTopoB
COTOBOW CBAA3U

107. Consumer pain point — bonesas Toyka noTpebutens

108. To back up — noggoepxusaTb

109. Corporation [ko:p(a)'reif(a)n] — kopnopaums, akumoHepHoe obLLecTBO

110. Assets — akTuB(bl); CpeacTBa; MMYLLECTBO; POHAbI; KanuTan; pecypcsl

111. Far-fetched [fa:'fetft] — 1) HaTAHYTbIN, HEECTECTBEHHbIN, UCKYCCTBEHHbIN (06
aprymeHTe, 3aMe4YaHun, CpaBHEHUN U T. .)

112. Banknote ['baenknaut] = bank note — 6aHkHOTa, Kyntopa, KpeanTHbIn bunet
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113. Supply [s8'plai] — npeanoxeHne

114. Paper money — BymaxHble OeHbrn

115. Outmoded [aut'maudid] — ctTapomMoaHbIN, yCTapeBLUWIA, BbllLeLWn U3 Moabl
116. Decouple [ di’'kapl] — pacuennaTb, pa3BasbiBaTbh, pasbeamHAaTb Syn: separate
117. Fair trade — cnpaBegnvMBasi TOProens.

UNIT 4
Vocabulary
Advertising

1. Advertising man — peknammucT, peknamHbli cneumanuct, cneumanuct no pe-
Kname, peknamHbii paboTHUK (YeNoBeEK, MMEKOLLMIA peknamHoe obpa3oBaHne Unu onbIT K
paboTatlowmn B peknamHon cdepe; Hanp., COCTaBUTENb pekrnambl, crneunannct no pas-
MELLEHWNIO peKNnambl, pEKNaMHbIA areHT U T. 4.)

2. Intangible value — Heoca3aemas [HemaTepuanbHasa] CTOMMOCTb (CTOUMOCTb He-
MaTtepuanbHbiX akTuBoB) The accounting for and management of intangible value
components — such as brand, intellectual property, etc. — Y4yeT u ynpaBneHue aneMmeHTamu
Heocsi3aemMon CTOMMOCTWN — TOProBOM MapKOW, NHTESNEKTyarlbHON COBCTBEHHOCTLIO U T. 4.

3. Perceived value — BocnpuMHMmMaemasi LEHHOCTb [NOIE3HOCTb] (NONE3HOCTb, KOTO-
pyto notpebutens oxuaaet Nofy4ynMTb OT TOBapa UMK ycnyru, T. €. CyObekTMBHaA OueHKa
notpebutenem matepuanbHbiX (Hanp., CNOCOBHOCTL TOBapa YTONUTb rofog) U HemaTtepu-
anbHbIX (Hanp., BNIUSHWE Ha CcTaTyc Bragernbla, Oka3biBaeMoOe TOBapoOM) CBOMCTB ToBapa).

4. Badge value — cumBonuyeckas LLEHHOCTb

5. Subjective value — cybbekTUBHas LEHHOCTb

6. Get a bad rap — nonyuntb nnoxon oT3biB/ peakumto. The new show got a bad
rap in all the papers. — Bce raseTbl ganu nnoxve oT3biBbl O HOBOM LLUOY

7. Overall value — nonHasa cToMMOCTb

8. Fine — BbICOKOKa4YeCTBEHHbIN, BbICOKONPOOHbIN, OYMLLEHHbIN, patOUHUPOBAHHbBIN.

9. Substitute ['sabstitju:t] — 1) 3amecTutens; 2) 3ameHsaOWUA UFPOK Syn: repre-
sentative; 3) 3ameHa, 3amelleHune; 4) 3aMeHUTesNb; cypporar.

10. Use up — 1) nspacxogosaTtb, MCNOMb30BaTh; UCTpaTUTL Syn: drain; 2) ncrowartb
to feel used up — yyBcTBOBaTL CE6A COBEPLUEHHO OBECCUMNEHHDBIM

11. Bunch [bant] — rpynna, komnanusa He is the best of the bunch. — OH ny4wmnn n3 Hux.

12. Come up with — 1) If you come up with a plan or idea, you think of it and suggest
it; produce (something), esp. when pressured or challenged

13. Knock off — cbaBnsaTb, cHmxaTb (UeHy) If you take both dresses, I'll knock $2 off. —
Ecnu Bbl BO3bMETE 06a nnatbs, s CKMHY ABa gonnapa. Syn: beat down, knock down

14. Picky ['piki] — pa3bopumsbin, TpeboBaTenbHbI Syn: exacting, exigent

15. Hedonic [hir'donik, he-] he|donjic — adjective relating to, characterized by, or
considered in terms of pleasant (or unpleasant) sensations

16. Opportunity cost — anbTepHaTMBHasi CTOMMOCTb, LeHa BO3MOXHOCTWU (CTOM-
MOCTb CAeNaHHOro Bblbopa; aKkBMBaneHTHa BbIroA4e, KOTOPY MOXHO Obino 6bl MonyynTs B
crny4vae npuHATUSA Hanny4dLwero 3 OTBEPrHyTbiX BapUaHTOB)

17. Railway track —>xene3HogopOXHbIN NyTb

18. Naive [nar'i:v], [na:'i:v])/; = naive — 1) HaMBHbIN; NPOCTOAYLHbIN; 2) 6E3bICKYCHbIN,
NPOCTOMN.

19. Perception [pa'sepf(a)n]/ — 1) BocnpuaTne, owylieHne a) Npouecc nosnyvyeHus
CEHCOpPHbIX OLLYLLIEHMI OT Yero-n. 2) a) OCMbICIeHe, 0CO3HaHMe, NOHNMaHue

20. Placebo [pla'si:bau] placebos — 1) nnauebo (6e3BpeaHoe BewlecTBO, MO BHELU-
HeMy BUOYy UMUTUPYLOLLEEe Kakoe-f. NekapCTBEeHHOe CPpeacTBO; NPONUCLIBAeTCH AN YCrno-
KOeHuns 60rbHOoro)
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21. Unwarranted [an'wor(a)ntid]/ — Nnpon3BOMbHLIN, HeOoNpaBAAHHbLIN, HE3aKOHHbIW,
HeymecTHbIM unwarranted dismissal — He3akoHHOe yBonbHeHue unwarranted interference —
HeobOCHOBaHHOE BMeLlaTeNnbCTBO, HEOO03BOSIEHHOE BMeLWaTenbCTBO — unwarranted
intrusion

22. Self-confidence [self'konfid(a)n(t)s] — a) yBepeHHOCTb B cebe 6) camoyBepeH-
HOCTb, CAaMOHaAEsAHHOCTb

23. Tinker ['tinka] — konaTbcs, Bo3uTbCs to tinker with an engine/a tape recorder —
KonaTbCHa B ABuraTene, BO3UTbCA ¢ MarHutodoHom to tinker with a problem — gonro Bo-
31UTbCS C Kakon-n. npobrnemon

24. Tedious ['ti:dias])/ — HygQHbIW, CKYYHbIN, YTOMUTENbHBIN tedious passages — OnWH-
HOTbI

25. Messy ['mesi] — HEeNPUATHBIN, TXKEMbIV

26. To attribute to — npunmceIBaTh, CHNTATb aBTOPOM YeEro-1.

27. To do research to do (to carry on/to carry out) research — Bectu (MpoBecTu) uc-
cnepoBaTtenbckyto paboTy

28. Fred|erick Il (1712-86), king of Prussia 1740-86; known as Frederick the
Great. His campaigns in the War of the Austrian Succession (1740-8) and the Seven
Years War (1756-63) succeeded in considerably strengthening Prussia’'s position; by the
end of his reign he had doubled the area of his country

29. Prussian ['praf(e)n] — 1) npyccak (kutenb [Npyccun); 2) npyccknin 3bik (MEPTBLIN
A3bIK U3 BaNTUNCKOM rpynnbl S3bIKOB)

30. Keen [ki:n] — cTpemsawmics (kK yemy-n.)

31. Carbohydrate [ka:ba'haidreit]/ ; = carbo-hydrate — yrnesog

32. Volatility [vola'tileti] — 1) n3MeH4YMBOCTb, HEMNOCTOAHCTBO, HEYCTOMYMBOCTb Syn:
inconstancy

33. Price volatility — ueHoBas UI3MEHYMBOCTb

34. Famine [feemin])/ — 1) ronog (ctuxmnHoe Geacteue) widespread famine — no-
BCeMeCTHbIN rofiog Famine struck several provinces. — B HeKOTOpbIX paioHax CUMbHbIN
ronod. 2) ronogaHue Syn: starvation , hunger 1. 3) ocTpbin geduumT, HexBaTka, OTCyT-
ctBue coal famine — ocTpasi HexBaTka yrna water famine — ocTtpasi HexBaTka Boabl Syn:
dearth , scarcity ** famine prices — HeQOCTyMHbIE LIEHbI; 4OPOroBU3Ha

35. Fall back on have recourse to when in difficulty — npu6eratb; obpaiwiarsca

36. Disgusting [dis'gastin]/ — oTBpaTUTENbHLIN, NIOXON, NPOTMBHLIN Syn: repulsive.

37. Compulsory [kem'pals(a)ri] — NpUHYAUTENBHBIN; HACUNBCTBEHHbBIN; 06A3aTENbHbIN.

38. Peasantry ['pez(a)ntri]/ — KpeCTbSAHCTBO

39. Good for nothing — 1. HM Ha 4YTO He rogHbIN, HUKYAbIWHbIN, HUKYEMHbIN 2. 6e3-
AerbHUK, TO60TPAC, HUKYEMHbIN, HAKYOBILWHbBIA YernoBeK

40. Executed ['eksikju:tid] — ka3HEHHbIN; MCNOSTHEHHLIN

41. Plan B an alternative strategy e.g. it's time | put plan B into action. So he tried
plan B

42. Marketing solution — MapkeTUHroBoe peLueHne

43. Consumelken'sju:m] 1) eat, drink, or ingest (food or drink)

44. Patch | [peetf] — HeGonbLIOWN y4acTOK 3eMnu

45. Guard over [ga:d] — oxpaHATb; CTOPOXUTL; KapayruTb

46. Before long (before (unu ere) long) — ckopo, BCkope; B HENPOLOIMKUTENBHOM
BpPEMEHMN

47. Underground 1. ['andagraund] — nognonbHbIN, CEKPETHbIN, TalHbIW, HeneranbHbIN

48. Rebrand [with obj.] (usu. as noun rebranding) change the corporate image of (a
company or organization)

49. Benchmark ['bentfma:k] 1. — 1) mepka; Mepuno; Kputepun; ctaHgapT

50. Masterpiece ['ma:stapi:s]/ — 1) weneBp enduring masterpiece — 6eccMmepTHbIN
wepnesp to create a masterpiece — cosgatb wWenesp 2) nyywui obpasew, obpasuoBoe n3-
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aenve (KoTopoe AoMmKeH Obln N3roToBUTL M NPEACTaBUTb PEMECIEHHUK B CPEAHEBEKOBbIX
uexax ans nonyyvyeHusa 3BaHua mactepa) 3) KTo-n. Unn YTo-Nn. yanBUTENbHOE, JOCTOMHOE
BOCXULLEHNS

51. To be not a patch on smth. — He naTN HM B Kakoe CpaBHEHUE C YEM-I1. UITN KEM-
n., 6bITb MHOIO HWXXE UMK XYyXXe MO KayecTBy

52. Discourage [dis'karidz] — He 0gobpsTb; MelwaTb OCYLLECTBNEHUIO, NPENSTCTBO-
BaTb, OTroBapmBaTb

53. Veil [vell]/ 1. 1) a) Byanb bridal veil — cBagebHasa Byanb Syn: yashmak 6) nokpbi-
Bano; Yagpa, napaHaoxa

54. End up with — kOH4YaTb; 3aKkaH4YMBaTb; 3aBepLlaTb; NpekpallaTb

55. Kickback ['kikbaek]; — 1) BypHas peakuus; HEOXNOaHHbIA pe3ynbTaT

56. Lateral thinking — BCECTOpPOHHUI Noaxon, K BONpocy

57. Be a lateral thinker — nmeTb LWINMPOKMI KPyro3op, obragaTbe BCECTOPOHHUM MOOXO-
A0M

58. Verify ['verifai]/ — 1) npoBepsTb, KOHTPONMPOBATL; 2) NOATBEPXAATb.

59. It does not matter — He UMeeT 3Ha4YEeHUA/ITO He BaXKHO

60. Child molester — pactnutens MmanoneTHUX

61. Molest [ma'lest)/ — 1) 3aurpbiBaTh; NpucTaBaTb 2) HagoeaaTb, gocaxaaTb 1) as-
sault or abuse (a person, especially a woman or child) sexually 2) pester or harass (some-
one) in an aggressive or persistent manner

62. Convicted [kan'viktid] — ocyXO€HHbIN

63. Street vendor — ynn4HbI TOproeewy

64. Price discrimination — yeHoBast AUCKpUMUHAUNSA (BUA @HTUKOHKYPEHTHOro Mo-
BeJEeHWs; npoAaxa OAHOro M TOro Xe MPOAYKTa pasHbiM MOKynaTensam unvM pasfuyHbIX
e[MHUL, ToBapa OAHOMY M TOMY K€ MOKynaTesito N0 pasHbIM LieHaM C LeNblo YMEHbLUEHUS
pasHuLbl MexXay MHAMBMAYaANbHbIMU LLIEHaMKU CNpoca U PbIHOYHOW LIeHON)

65. Detriment ['detrimant]/ — ywepb, Bpen

66. To the detriment of smb./smth. — B ywep6 komy-n. / Yemy-n.

67. Subjective [sab'dzektiv] — 1) cybbekTuBHbIA (CyWECTBYIOLWMIA B CO3HAHUMU,
3aBucAWmn ot Hero) subjective idealism — cybbekTuBHbIN ngeanusm subjective method —
cybbekTuBHbIN MeToq Ant: objective 2. 2) cybbeKkTUBHbIA, MHOMBUAYAIbHbIN, NUYHbIN;
NPUCYLLUIN TONbKO AAHHOMY YEeNOBEKY

68. Persuasion [pa'swerz(a)n]/ — 1) a) ybexxaeHue (npouecc)

69. Compulsion [kam'palf(a)n]/ npuHyxgeHue, Hacunme to do smth. under / upon
compulsion — cgenaTtb YTO-11. MO NPUHYXXAEHUIO

70. An emotional trigger — aMoLMOHarbHbLIN NMYCKOBOW MEXaHN3M

71. Running cost — akcnnyaTauMoHHbIE pacxoAbl; TeKyLUMe pacxoabl

72. Speed camera — kamepa Bugeodgumkcaumnm

73. Bizarre [br'za:] — HeeCTeCTBEHHbIN, HEHOPMarbHbIA, NPUYYOSIUBbLIA, CTPaHHbIN,
AKCUEHTPUYHbIN

74. Baffle ['beefl] — 1) paccTtpamBaTb, onpokuabiBaTe (pacyéTbl, NNaHbl); MeLwaThb,
npenatcTBoBaTb — baffle pursuit 2) ctaBuTe B Tynuk; cbuBaTtb C TONKy

75. Classically trained — c knaccudeckum obpasoBaHnem

76. Penalty point — wtpagHoe o4ko

77. Go backwards — ngtmn 3agom

78. Loss aversion [8'v3:f(e)n] — oTBpaLLeHne, aHTUNaTms K noTepsam

79. After all — 1) B KOHLE KOHLOB; 2) TEM HE MEHEE, BCE Xe
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80. Pernod ['pa:nau] Perinod noun [mass noun] an aniseed-flavoured aperitif Origin:
named after the manufacturing firm Pernod Fils

81. Shaker [feika(r)] Shakers 1) A Shaker is a member of an American religious
group whose members live in communities and have a very simple life. 2) ADJ Shaker fur-
niture is usually made of wood and has a very simple design. Shakerism

82. Bad value — aHomanbHoe 3HayeHune

83. Perceived value — BocnpMHumMaemas LLEHHOCTb [NOSIE3HOCTb] (NONIE3HOCTb, KOTO-
pyto notpebutens oxuaaet Nofy4ynMTb OT TOBapa WUnun ycnyru, T. €. cybbekTnBHasa oueHka
notpebutenem matepmanbHbiX (Hanp., CNOCOBHOCTL TOBapa YTONUTb ronog) n Hemartepu-
anbHbIX (Hanp., BNIUSIHWE Ha CcTaTyc Briagernbla, Oka3biBaeMoe TOBapoOM) CBOMCTB ToBapa).

84. Value-free free from criteria imposed by subjective values or standards; purely
objective real science could and should be value-free

85. Perception [pa'sepf(a)n])/ — 1) BocnpuaTue, owyueHne a) Npouecc NonyyvyeHus
CEHCOpPHbIX OLLYLLIEHWI OT Yero-n.

86. Kickback ['kikbaek] — 1) 6BypHas peakuusi; HeOXMAaHHbIN pe3ynbTaTt

87. Lateral thinking — BcecTopoHHUI noaxoa k Bonpocy =the solving of problems
by an indirect and creative approach, typically through viewing the problem in a
new and unusual light

88. Lateral thinking is a method of solving problems by using your imagination to
help you think of solutions that are not obvious at first. [mainly BRIT]

89. Mph ot miles per hour — munb B yac =mph is written after a number to indi-
cate the speed of something such as a vehicle

90. Smiley ['smaili] — 1) cmetowmics; ynelbumBbin; 2) smileys, smilies; cMannuk,;
3MOTUKOH, 0603Ha4aoLWmn ynblbKy :-)

91. Frowning [fraunin] — HAXMypEHHbIA, CMOPLLEHHbI

92. Penalty point — wtpadHoe o4yko =a punishment awarded by the courts for a
driving offence and recorded cumulatively on a person's driving licence

93. Replica [replika]/ — 1) a) pennuka, ToyHas konusa ©) penpoaykumsi; 2) Konus,
dakcumune; 3) mogenb; konup Syn: copy; 4) NnoBTopeHne

94. Precious ['prefes]/ 1. — 1) a) gparoueHHbIn; 60NbLLION LLEHHOCTK

95. Intrinsic [in'trinzik], [-(t)sik]/ — 1) npucywmin, CBOMWCTBEHHbIN Syn: inherent,
peculiar 1. 2) BaxHbIA, 3HAYNTENbHbIN, CyLleCTBEHHbIV intrinsic part of the plan — cyuwe-
CTBEHHad YacTb NfaHa 3) BHYTPEHHWUN

96. Prot(o)- [praut(au)-] — 1) npoTO-, NEPBUYHLIN; NEPBLIN (MO BPpEMEHW); PpaHHWI

97. Veer | [via] — MeHATb HanpasneHne, NoBopavMBaThb

98. Mash-up (informal) a recording created by digitally combining and synchronizing
instrumental tracks with vocal tracks from two or more different songs

99. Nudge [nadz] — nobyxpaatb, 3acTaBnATb

100. Impulse buying — HenpegHamepeHHasa MOKynka, UMMynbCUBHas MoKyrnka (no-
KynatenbCckoe noBefeHue, Npu KOTOpOM NoKynaTenb npuobpeTaeT Bellb, KOTOPYH TOMbKO
YTO BNepBble YBMAEN N NpnobpeTeHne KOTopon He Bbifo 3annaHMpoBaHo)

101. Combo pack — ynakoBka-kOMMMEKT, yrnakoBka W3 COMYyTCTBYHOLLMX TOBApOB,
KOMOUHMPOBaHHAA ynakoBKa (ynakoBKa, BKMOYaloLas HECKOSbKO TOBapOB, Hamp., y4eb-
HWK N BUAeoKacceTy € y4ebHbIMU MaTepuanamMmu Unmnm KOMMNbOTEPHbIA OUCK; OObIYHO NpPOo-
AaeTcs No LeHe, KoTopas HKe CyMMbl OObIYHbIX LEH BXOOALMX B HEE TOBApOB).
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Psychology

impact — cunbHO BO3AENCTBOBAThL, BNNATb

social settings — counanbHas cpeaa

behavior — nosegeHve

influence — BnusaHune

interpersonal — MeXMYHOCTHbIN

devise — paspabaTtbiBaTb, NPoAyMbIBaThb (MNaHbl, naen); BoloyMblBaTh, M306peTaThb

social challenges — coumanbHble Npobnembl

prejudice — npeaybexaeHue, npeaB3saToe MHEHNE

engage in — BoBriekaTb, 3aHMMarthb (cs)

setting — okpyxatowaa obcTaHOBKa, OKpYXeHne

methodologies — meTogonorus

agency — opraH, yupexaeHue, opraHnsaumns, BeoOMCTBO

awareness — UH(OPMNPOBAHHOCTb, OCBEAOMITEHHOCTb

public perception — obwecTBeHHOE BOCNpUATNE, 00LLLECTBEHHOE NOHNUMaHWe

consumers — notpebuTenes

efficacy — adppekTMBHOCTb, cuna; 4eNCTBEHHOCTb

research — (Hay4yHo€) nccnegoBaHue; N3ydeHne; nccrnegoBaTenbckasa paboTta

perception — BocnpusiTue, OLYLLEHNE; OCMbICIIEHNE, OCO3HAHME, MOHUMaHWe

regarding — OTHOCUTENBHO; KacaTenbHO

examine — a) paccmaTtpuBaTtb, OCMaTpuBaThb; 6) nccnegoBaTth; U3yvaTtb; NPOBEPSATD.

OCCUr — NPOUCXOANTb, Cy4aTbCs, COBEPLUATLCSA

expand — pa3BuBaTb, paclIMpsATb

beware — 6epeubcs, ocTeperatbcs, onacaTbcs

brainstorming — mo3roBasi ataka, MO3roBou LUTYpM

assumption — npegnonoxeHue, gonyweHne

subconscious — a) nogcosHaTenbHbIN, 6) Nnonybecco3HaTeNbHbIN, NONYOOMOPOYHbIN

solution — pelwweHwne, paspelleHne (Npobnemsbl 1 T. N.); pasbsCHEHNE

pressure — faBneHue

belonging — npnHaanNeXxHoCTb, NPUYACTHOCTb

cligues — knuka

yearn — (yearn for / after) ToMnTbCs, TOCKOBaTb NO (KOMY-11. / YeMY-J1.); O4EHb CUITbHO
XOTeTb (4ero-n.)

fulfilled — ncnonHuTensb, BbINOMAHMBLLWIA, peann3oBaBLUMIACA

compared — a) cpaBHMBaTb, CNn4aThb; 0) CTaBUTb HapaBHe, ynogobnaTb

effort — ycunue, nonbiTka; HanpspkeHne

consider — paccmaTpuBaTtb, 06CcyxaaTb

efficiently — acpcpekTnBHO

assigned — 3aaHHbIN; Ha3HAYEHHbIN

reject — otBepraTb, OTKNOHATb; OTKa3bIBaTbCS

suggest — npegnaraTb, COBETOBATb; BHYLLATb; MoAcCKasbiBaTb (MbICMb); HamMekaTb;
HaBOAMWTb HA MbICIb

altercation — nepebpaHka, ccopa

subtle — xuTpbii, KOBapHbLIN
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message — coobLieHne, JOHECEHMNE; N3BELLEHNE, MUCbMO

halo — okpyxaTb opeonom

intend — HamepeBaTbCs, NIIAaHMPOBATb

gossiping — 60NTOBHS, CMMETHW; CIyXK

distinguish — pas3nunuuTb; pasrnsaeTb, pacCMOTpeTb, NPOBOAUTL pasnuyne, Haxo-

OUTb OTNNYUA; pas3nnyaTtb, pacrio3HaBaTb

BaTb

audience — nybnuka; 3aputenu

justify — onpaBgblBaTh; HAX0AUTb ONpaBAaHUe; U3BUHATbL; OOBACHATL

assume — npuHMUMaTb, 6paTb Ha cebsi (OTBETCTBEHHOCTb, yNpaBrneHue)

attention — obcyxaeHue

advantages — npeMmyLLeCcTBO, Bbiroga, nonb3a

membership — yneHcTBO; 3BaHWe YreHa

self-concept — camooLeHka

identity — ng€HTMYHOCTb, TOXOECTBO, OAMHAKOBOCTb, TOXAECTBEHHOCTb

decision — peleHue (cgenaTb YTO-1.), yperynupoBaHue

miscommunication — HegONOHUMaHWe, HENOHUMAaHue

recoghize — y3HaBaTb, ONO3HaBaTb, pacno3HaBaTb, OCO3HABATbL; NpPU3HaBaTb, OTAa-
cebe OTYET

prevent — npegoTepawaTtb, NpegynpexaaTb

feedback — oTknuk, oT3bIB, OTBETHAA peakuuns

delivery — nocTtaBka, focTaBka

transactional — genoBown, CBA3aHHbLIN CO CAENKOW, TPAH3aKLNOHHbIN

primarily — nepBoHa4anbHO, B OCHOBHOM, rMaBHbIM 06pa3om

distracted — pacTepsiHHbIA, CMYLLUEHHbIN; PaCCTPOEHHbIN;, obe3ymeBLUMK, CyMa-

cieawumn

engage — npuBnekaTb, YBNeKkaTb, 3aHUMaTb, 3aMHTEPECOBLIBATb
aware — 3HalLWMn, OCBEOOMSEHHbIN, CBEAYLLIUN, CO3HAIOLNN
daunting — obeckypaxunBaroLnin, NPUBOOSALLNA B PACTEPSAHHOCTb; MyratoLlunmn, BHY-

LarLmn cTpax

salary — xanoBaHbe, 3apaboTHas nnarta (cnyxawlero); oknag,

cubicle — kabuHka ana nHanBmayanbHoOW paboTbl

entrepreneurial — aHTpenpeHEPCKMI

forbid — 3anpewaTb; He NO3BONATL; NPENATCTBOBATL

turn out — okasbiBaTbCS

gender — non

gualified — kBanMUUMPOBaHHbLIN; KOMMNETEHTHbIN, CBEAYLLNNA

pinned — 3akpennéHHbIN, 3a4enaHHbIN

Sense — YyBCTBO; OLLYLLIEHNE

improve — yny4laTbCsl; COBEPLLUEHCTBOBATLCS; MOMNPAaBNATLCH, HanaXxnBaTbCA
fairness — 4eCTHOCTb, CrpaBeaIMBOCTb, 3aKOHHOCTb

failure — HeygaBweeca geno, Heyaada, Heycnex, npoearn

transparency — npo3pavyHOCTb, ACHOCTb, MOHATHOCTb, OTKPbLITOCTb, O4EBUAHOCTb
share — genuTb, pacnpeaenartb; pa3nensTb

wage gap — pa3pbIiB Mexay 3apaboTHOW NNaTon pasHbIX KaTeropun TpyasaLLmMxcs
ighore — rHopmnpoBaTb, NpeHebperaTb, He NpuaaBaTb 3HAYEHUS
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creation — cosgaHue; co3mgaHue

caring — BHUMaTesbHbIN, 3ab00TNMBLIN, OTHOCALLMIACA K CoLManbHOM NOMOLLM

pair bonding — napHas cBa3b

banned — 3anpeLeHHbIN

link — cBA3b; coeanHeHune

marriage — 6pak, CynpyXecTBO; 3aMyXXeCTBO; XXeHUTbba

bride — HeBecTa, HOBOGpayHas

groom — XeHunx

society — o6wecTBO, 0OLLECTBEHHOCTb

purpose — uernb, HAMepPEHNe; 3aMbiCen, CTPEMIIEHNE

seek — nckaTb, pasbICKMBaTb; NbITaTbCA HANTH

pattern — obpaseu, Mogernb; npumMmep (418 nogpaxanus), obpasymk, WwabnoH

interaction — B3anmopencTeune

opportunity — ygobHbln criydan, ctedeHne obcTosaTenbCTB, GnaronpuaTHas BO3MOX-
HOCTb

enhance — yBenuumBatb, ycunueatb, ynyywaTb (0ObIMHO Kakoe-f. MonoXuTenbHoe
CBOWCTBO)

habit — o6bikHOBEHME; 0ObIYaNn, TpaauLums, 3aBe4EHHbBIN NOPSA0K

raise — nogHMMaTb, BOOAYLIEBNATb, BAOXHOBNATbL, BCENATH

focus — cocpenoToumBaTth, obpallaTtb (BHUMAHME W T. N.), KOHLUEHTPUPOBATHLCS

tantrum — npucTyn rHesa.

Public Administration

to find satisfaction — nony4atb ygoBonbcTeme

to give someone responsibility — coenatb koro-nnb6o oTBETCTBEHHbLIM
to use their initiative — ncnonb3oBaTb MHMLMATUBY

to be valued — 6bITb OLEHEHHbIM

motivation — moTuBaumsa

well-being — xopowas atmocgepa B koMnaHuu

morale — MmopanbHbI AyX

subordinate — nog4YMHEHHbIN

to work under someone — paboTtaTb No4 YbMM-TO KOHTPOSIEM
a supervision — KOHTpOrb, HabnaeHne

authoritarian — aBTopuTapHbIN

to impose — BbIHOCUTbL peLleHne

a consultation — KOHcynbTauus

conservative — KOHCepBaTUBHbIN

humanitarian — rymaHHbIN

dissatisfaction — HeygoBneTBopeHue

hygiene factor — pakTop rurneHsol

policy — nonutuka

working conditions — paboune ycnosus

peer relationship — goBepuTenbHble B3aMMOOTHOLLIEHUS
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security — ctabunbHocTb Ha paboTe

motivator factor — dpakTop MoTMBaUMK

achievement — gocTmxeHune

recognition — npMsHaHue

positive feedback — nonoxutenbHasa obpaTHas cBA3b
the work itself — pabota cama no cebe

advancement — npoaBMXeHNe No crnyxebHon necTHuue
personal growth — fIMMHOCTHbIV pOCT

a job for life — paboTa Ha BCIO Xn3Hb

outsourcing — NoKynaTtb yCcnyru y Apyrom KOMnaHum

to make redundant — yBonbHsATb

a consultant — KOHCynbTaHT

professional development — npodeccrnoHanbHoe pa3sutne
current trend — coBpemMeHHas TeHAEHUUS

employable — paboTocnocobHbIn

lifelong learning — oby4eHne B Te4EHNE BCEWN XN3HN
career move — NpoaBMXeHNe No Kapbepe

freelancer — BHewWTaTHLIN COTPYOHUK

consultancy service — KOHCYfbTaUNOHHbIE YCNyrn
portfolio worker — paboTHuk no noptconuo

core function — ocHOBHas PyHKLMS

flexible working hours — rubkmne paboune 4acol
temporary worker — BpeMeHHbIN paboTHUK

temporary contract — BpeMeHHbI KOHTPaKT

part-time worker — paboTHUK Ha HeNosnHbIM paboynin oeHb
job sharing — pasgeneHune paboThl

job flexibility — ruékocTb B pabote

unemployment benefits — Beinnatbl no 6e3paboTtuue
job protection — 3awmta Ha paboyem mecTte

trade union — npodcotos

parental leave — oeKpeTHbIN OTNYyCK

social charge — coumnanbHble BbiNNaThbl

rigid labour market — >xecTkun Tpy4OBOW PbIHOK

to get rid of — n3baenaTeca ot Yyero-nnbo

stressful — ctpeccoBbIn

home-work imbalance — gucbanaHc mexagy gomon n paboTton
workacholic — Tpygoronuk

qguality of life — kauecTBO XU3HU

work-life balance — 6anaHc mexay *n3Hbto 1 paboToun.
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