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UNIT 1. CONNECTIONS
I. Discuss the following:
1. Pre-reading task: Can you think of some examples where cultural awareness is really important in the process of your work or study?
2. To what extent do you think company’s culture is influenced by the culture of the country the company is working in?
II. Do you agree with the following statements concerning working across cultures? (If possible, give examples):
1. ‘All organizations generally have the same way of doing things’.
2. ‘Non-verbal messages carry more weight than verbal ones’.
3. ‘The concept of time is universal’.
4. ‘Individual differences can always be attributed to cultural differences’.
5. ‘Accepting and embracing ambiguity is essential when working internationally’.
6. ‘Consciously developing your cultural skills leads to better business relations’.
III. Read the following extract and say which piece of advice you find the most useful: 

Working across cultures (Kate Berardo)

1. Do your homework
- It is essential for building relationships when dealing with businesses across cultures.
- Each organization will have its own culture, personality and way of doing things. 
2. Keep your eyes open
- Your mind is processing a lot of information in any new environment, so observation skills may be clouded or unfocused. 
- Notice how people act, dress and treat each other. Look for non-verbal messages. Being able to read a situation will greatly improve your ability to have a successful meeting.
3. Take your time
- Appreciate the need for more time. Communication may be slower and logistics may be different. You may be working in a culture with a different concept of time.
- Also give yourself more time to process all the information before making decisions.
4. Take individuals into account
- Individuals may vary greatly from the stereotype of their native culture. Values and behavior are also influenced by background, experience and personality.
- Keep an open mind: be careful not to form an opinion too early or to attribute too much of what you see to a cultural difference.
5. Tolerate uncertainty
- This can be extremely difficult for people from some cultures where directness and precision are valued. 
- Business is about managing unknowns. When working with a culture with a high tolerance for uncertainty, you may not get concrete answers. This, of course, can work both ways.
6. Building your intercultural skills
- When working with people from different cultures, you need a solid understanding of the norms of those cultures.
- Greater cultural awareness will help you weigh up all pros and cons of your way of doing things and will give you a better insight into working across cultures.


IY. Complete the following phrases to form verb + noun collocations from the text III:
_______ relationships                         ________ an opinion 
_______ your eyes open                     ________ unknowns 
_______ information                          ________ both ways   
_______ a situation                            ________ your skills 
_______ your time                             ________ pros and cons 
_______ an open mind                       ________ you an insight 

Y. Match the collocations from ex. IV to the following definitions:
a. to avoid feeling rushed
b. to stay alert
c. don’t judge people\things too quickly
d. succeed in creating rapport with others
e. understand what is going on
f. have a reciprocal effect
g. consider the advantages and disadvantages
h. make a judgment
i. develop your ability in a certain area
j. deal with and gain understanding of input you receive
k. provide you with useful information to help you understand something
l. deal successfully with unfamiliar situations

VI. What advice would you give people from other cultures\companies who come to work in your culture\company? Try to use collocations from ex. III.

VII. Can the following adjectives be used to describe people (P), places (Pl) or experiences (Ex). Give definitions to them and think of your own sentences\situations with these adjectives:

open-minded                     up-an-coming                    down to earth
out-of-the-way                  self-assured                        easy-going
time-consuming                outspoken                           low-key
tedious                               run-of-the-mill                   unexpected
boring                                sensible\practical               relaxed

VIII.  Work with a partner you share an office with and try to get to know each other better. Talk about the following topics in relation to your work:
· an ongoing project                    - your regrets and hopes
· a major change                          - your predictions
·  your responsibilities                 - your career history
What did you learn about each other? What do you have in common? What issues made your communication easier\more difficult?

IX. Match phrases 1-5 with definitions a-e:
1. To get to the point, we want to help out all the sites around the world.
2. What’s the point of me being here today?
3. I’d like to point out that over the years we have been continually improving procedures.
4. There’s no point of me rambling on if you can’t understand what I’m saying.
5. The point is we’re finding it really tough to keep on top of demand.

a. make you aware of the fact that
b. stop digressing
c. what’s important is
d. it isn’t worth
e. what’s the reason for
X. Work with a partner and discuss the following questions:
1. In what situations do you have to introduce yourself to a group in your own language\in English? What is the way you do it? How do you feel?
2. How much information about yourself do you provide?
3. What impression do you think you give (try to give)?
XI. Answer the following questions and think about any differences between cultures:
· What criteria do you use to judge somebody when they introduce themselves?
· In your culture, when introducing yourself, is it appropriate to use humour, to be formal or informal, to list your achievements, to downplay the importance of your work, etc.?
· What else is important?  Do you know what is appropriate in other cultures?
XII. Analyze some psychological and cultural moments and work out the following presentations:
1. You are a new employee in a company\group. Prepare a presentation of yourself including such points as education, abilities, interests, etc. in order to let the new team get to know you better.
2. Work out a list of things for your foreign colleagues coaching how to behave in a new (Russian) culture.

















UNIT 2. CAREERS
Expert’s view:
‘The essence of good career management is firstly to clarify your career goals. It is also important to clarify why these goals have meaning to you as well as the organization, since this will ensure motivation from both you and your company. You then need to take time to consider how you can achieve these goals and who can help you access the information that will enable you to do that. It is also essential that you have regular conversations to receive feedback and discuss your progress in achieving these goals’.
I. Discuss the following:

1. What is the best career decision you’ve ever made? What was the result\what happened?
2. Looking back at your career to date, is there anything you would change or do differently? Why\Why not?

II. Professor Fletcher of the University of Hertfordshire, UK compares all the careers to the children’s games of ‘Snakes and Ladders’. Brainstorm what you think the snakes and the ladders might be? Which of the lists below do you think are the typical ‘snakes’, and which are the typical ‘ladders’?

1.                                                               2.
Being determined to succeed.                   Standing up for what you believe in.
Keeping in with key people.                     Taking the initiative – coming up with your own list of priorities
Taking more risks than others.                  for job success.
Appearing active and fast-moving.           Taking account of the ethical and moral dimensions in business
Staying ahead of the game.                       decisions.
Managing ‘others’ in pursuit of your        Taking a  minority position if you believe it is right.
cause.                                                         Sticking up for your team blindly – taking blame for mistakes
Holding on to successes and blaming        they make.
failures on others.                                      Doing a good job quietly, without taking the credit.
Standing out of the crowd – getting          Looking out for problems others have not seen in a decision,
noticed by the ‘right’ people.                    and highlighting them.
                                                                   Getting on with your life outside work.
                                                                   Looking out for your colleagues\team.

III. Read the rest of the text and see if you chose the correct list in ex. II. Do you find any of the real snakes and ladders surprising? Why\Why not?

To many aspiring corporate climbers, the first list appears to be the ladders to success, and the second list - the snakes of failure. Of course, this strategy doesn’t stand up to scrutiny in a good company with good management, and in the end it is those companies that you will want to be in.
If you really want to move on to the next rung of the corporate ladder you need to play by different rules. Yes, you guessed it: those things that look like the ladders are really the snakes. Of course, some people do get up the so-called snakes, but they are not what I call the True Super Achievers and they struggle to cling on to what they achieve.

IY. Match the verbs in the first column with propositions in the second. Think of your own sentences and situations with these combinations:

stand                         on to
stand                         out for
hold                           up to
stick                          on to
cling                          ahead of
look                           up for
stay                           up with
come                         on to
move                         in with
get                             out from
keep                          up for
stand                         on with

Give definitions to these verbs. 

Y. Match the verbs in A to the phrases in B to form fixed phrases.

A                                                       B
to follow                                            your horizons
to move                                             backwards
to grow into                                      a stage where ….
to reach                                             in a better position
to broaden                                         your role
to go beyond                                     horizontally
to take a step                                     the scope of your job
to put yourself                                  less conventional paths
  
VI. Match the phrases you have formed in exercise V to the definitions a-h below. Can you use any of these phrases to talk about examples from your own career?
a. do something original or unusual _____
b. change jobs for a similar salary and responsibilities _____
c. improve your situation _____
d. increase your experience\knowledge _____
e. get  to a point where……_____
f. develop to a point where you can do your job well _____
g. develop further than current limitations allow _____
h. cancel the effects of any progress you have made _____
VII. Work with a partner. Be ready to make a short speech for new employees about career development opportunities in your company. Consider some of the following aspects:
· training opportunities
· appraisals
· mentoring schemes
· job shadowing
· promotion prospects
· corporate culture
· sabbaticals
· teamwork
a). Decide on six important points and come up with an outline for the talk;
b). Take turns to practice the talk. Use as many of the new items of vocabulary from ex. VI and V as you can.

VIII. Match sentences 1-4 to the uses of so in a-d. What other words could you use to replace so in each sentence?
1. So, what would you do if one of your staff key members was off sick on the day of an important presentation? 
2. Couldn’t we consider letting them trial the products, so that they feel their views count? 
3. I know Alex is looking for new contacts, and so is Thierry.
4. But it’s been so difficult with all the changes.

a. used to add a reason
b. used for emphasis
c. used to express also or likewise
d. introduces a question

IX. Think and say what do (can) you do to get your point across \ make yourself understood?

X. Work with a partner. Take turns to ask each other questions on the topics in the list. Ask for clarification where necessary.

- your performance this year
- how you deal with stressful situations
- your current work\project
- your team’s strengths and weaknesses

XI. Read the text about Axtrin company and explain how they set up the career review process with tpmg’s help:

Axtrin:
Axtrin Pharmaceuticals is a world leader in the development and marketing of medicines for patients and medical professionals. With its HQ in Berlin, Germany, the company employs over 75 000 people worldwide. In 2002 the company implemented a career review system in order to help staff plan their long-term careers with the company. 
Background: Axtrin: The case for establishing a career review process:
- The organization was growing rapidly. It had planned to launch 22 new drugs on to the market in the next five years, and a further 15 in the next two years. Its share of the primary care sector – i.e. drugs prescribes by family doctors – had grown by 60 % in one year.
- Axtrin found itself having to look outside the company to recruit new sales and marketing teams, rather than being able to find the necessary talent internally. For the longer term, it was essential that people in the organization were aware of the emerging career possibilities at Axtrin.
- As an innovation-focused company, Axtrin’s success depends on the creativity, performance, and achievements of its staff at all levels. They have to anticipate and respond quickly to fast-moving commercial environment.
- The company had performance review procedures in place, helping individuals to develop in their role. A longer-term view, enabling staff to plan their careers and to be aware of the real possibilities in the company, was also needed.
- Without a formal career review process in place, there was a danger that talented people, painstakingly and expensively recruited, would leave. The costs to individuals and to the company were potentially enormous, and avoidable. 
- Axtrin became a client of tpmg, the performance management consultancy, with expertise in HR-related services and software.

Tpmg The Performance Management Group 
At Tpmg we fully understand the high-value areas of HR systems in terms of building and enhancing the capability of people, and we can help you to find ways of managing the performance and development of your people.
We provide leading companies with an innovative blend of HR-related services and software. We are the market leader in customer-focused web tools designed specifically to support top performance, and we focus on quality conversations between individuals and their colleagues, an individual and line manager, or individuals collectively and their organization. 
The software we have developed enables us to work with you on:
· collecting 360-degree feedback via electronic questionnaires from managers, peers, and even external contacts and customers
· conducting employee surveys using an e-mail-supported web tool for flexible, fast, powerful, and cost-effective results
· developing effective career review and performance management processes.
Our customers are in many sectors, such as financial and professional services, media, publishing, retailing, pharmaceuticals, transport, universities, and government. We are particularly proud of the fact that our relationships with these leading organizations are usually long-term.

XII. Discuss the following:
1. How did the establishment of a career review process at Axtrin differ from the performance review process that was already in place?
2. In what ways do you think the establishment of a career review process helped Axtrin and its staff? 
3. Do you think the input from Tpmg has helped with setting up the process? If so, how?
XIII.  Speak on the following:
1. How did you choose your future career? What things did you take into account?
2. Prepare a list of recommendations for a young person facing the problem of choosing his\her future career.

























Unit 3. MOTIVATION
I. Which of these things motivate you in your job?
a. colleagues 
b. interesting work
c. gifts for achieving targets
d. promotion
e. training
f. flexible hours
g. money
h. job security

What else can you add to this list?

Answer the following questions:
a. What is the difference between ‘a reward’ and ‘an incentive’?
b. What different rewards and incentives does your company offer?
II. Read and discuss “7 Life Changing Lessons learned from Walt Disney”. What in your opinion can really change person’s life or motivate him to change his life:

7 Life Changing Lessons Learned From Walt Disney

Waller Elias “Walt” Disney was a film producer, animator, entrepreneur, entertainer, director, screenwriter, voice actor, international icon, and philanthropist.
Walt is well-known for his influence in the sphere of entertainment industry during the twentieth century. Walt co-founded Walt Disney Productions with his brother Roy O. Disney and became one of the most famous motion picture producers of all times.
The company that he co-founded is now known as “The Walt Disney Company” and has annual revenues of approximately S35 Billion (US).
Walt and members of his staff created a number of the world’s most famous fictional characters. This includes Mickey Mouse, whose original voice was Walt himself.
Walt has won 26 Academy Awards and he has earned 59 nominations; he has more awards and nominations than any other individual. Additionally, Walt has won seven Emmy Awards, and he is the namesake for Disneyland and Walt Disney World Resort theme parks in the United States, China, Japan, and France.
Clearly there is a ton to learn from Walt Disney. Let’s take a look at ‘7 Life-Changing Lessons’ from Walt Disney:

Lesson 1. Keep Things in Perspective
“A man should never neglect his family for business”.
Your family is your first business, and they should never be neglected in pursuit of “a dream”. Your family must be part of your dream, and should remain within your focus. Never become so consumed in business affairs that you neglect the individuals whom you need most.

Lesson 2. Competition is Good
“I have been up against tough competition all my life. I wouldn't know how to get along without it”.
Competition makes you stronger, it makes you better, it keeps you on your toes. Never shrink away from competition; never fail to see the value of competition. Your competitors can provide you with more value than your friends. Learn from the competition, and you will grow.
It's critical that you embrace competition as well as adversity. Wall Disney said, “All the adversity I've had in my life, all my troubles and obstacles have strengthened me... You may not realize it when it happens, but a kick in the teeth may be the best thing in the world for you”.

Lesson 3. Do What You Love
“Disneyland is a work of love. We didn’t go into Disneyland just with the idea of making money”. 
You must follow your passion, if you’re doing it just for the money, it probably won’t last. Passion is what gives you the strength to overcome the obstacles associated with every dream. Passion is what keeps you going when everyone else is tired ... money can’t do that for you, only passion; passion is power.

Lesson 4. Do the Impossible 
“It’s kind of fun to do the impossible”. 
Walt Disney said, “If you can dream it, you can do it”. Life is too short to spend it doing the possible. Learn to pursue the impossible, pursue what others say can’t be done, pursue what has never been done before, pursue your dreams, and turn them into a reality.
You must believe in the beauty of your dreams. Walt said, “When you believe in a thing, believe in it all the way, implicitly and unquestionable”. If you’re going to believe, you might as well believe all the way.

Lesson 5. Action Always Trumps Inaction
“The way to get started is to quit talking and begin doing”.
I always say that “well done” is better than “well said” so quit talking and start doing!
Quit planning and start practicing; a plan is good, a good plan is even better, but if that plan doesn’t get put into action it’s as useless as a four fingered glove. Learn to get into action, start today, whatever you’ve been postponing ... just do it! If you wait for the perfect time, you’ll never accomplish anything. 

Lesson 6.  It Takes a Village
“You can design and create, and build the most wonderful place in the world. But it takes people to make the dream a reality”.
Isaiah wrote, “Without a vision, the people perish”. But I think it’s worth nothing that without people, the vision will perish. Never forget that you need people; never forget that your life is about serving others. When you serve others, you serve yourself.

Lesson 7.  Get Better Daily
“Whenever I go on a ride I’m always thinking of what’s wrong with the thing and how it can be improved”. Every day you should become a little better than you were the day before. If you can become one percent better daily, you can recreate your life every 100 days. Learn to get better daily; look for the ways to improve, to be kinder, more intelligent, and more helpful.

In Closing:
Let us remember that Walt Disney said. “All our dreams can come true, if we have the courage to pursue them”.

III. Read the text. Is it negative or positive about incentive schemes?

Incentive schemes or cash?

Employers often don’t know whether to offer incentive schemes (such as travel, trips, excursions, social events, merchandise) or cash to help their company to achieve its goals. When you ask employees what they want, they generally say ‘more money’ – but salary increases or annual bonuses are not always the best way to motivate staff. Non-cash rewards such as merchandise and travel can be a far more effective way to improve performance, boast staff morale and foster company loyalty.

Why do non-cash incentive schemes work better?
· They provide a lasting remember of the achievement and the positive feelings that go with it.
· They offer rewards that can be shown to others or talked about – and it is socially acceptable to ‘boast’ about the achievement. The same certainly cannot be said for cash.
· They provide a guilt-free form of reward, often something employees would not otherwise do or buy, whereas they may feel guilty for not spending cash on necessities.
· They have a higher perceived value. The actual cash value is secondary to the recognition.
· The employee’s family is often involved in the reward selection and the reward chosen may benefit the whole family.
· Extra cash in the monthly pay packet disappears into the bank account or wallet. In fact, 72 % of people receiving cash rewards use it to pay bills, can’t remember what they spent it on, or don’t even know they received it!
Answer the following questions:
a. What are the advantages of incentive schemes for employees?
b. What are the advantages of non-cash incentives for employees?
c. What are the disadvantages of cash rewards?
d. Do you think incentive schemes are better than cash rewards? Why or why not? 
IV. Match the phrases in italics in the text to the following definitions:
1. encourage employees to be eager to work harder
2. something done well by your own effort or skill
3. make employees feel better about themselves and their work
4. praise and reward for something you have done
5. make people work more efficiently
6. programmes that provide extra rewards for good work
7. be useful to someone or improve their life in some way 
8. bonuses that do not involve money
9. encourage commitment to the company
10.  extra money for good work – added to salary once a year
V. Read three people talking about their jobs and say a). What job do they do? b). What benefits, rewards and incentives does their company provide with? b). What other factors give them job satisfaction?
1. Claudia: My job involves visiting different hotels to sell various ranges of soap, shampoo and other toiletries for their guests. My sales territory covers the whole of Germany and Austria. I love my job. I get a lot of fulfillment from meeting new people, and from traveling – I can’t imagine being stuck in the same place all the time. I also value the autonomy the job gives me – I have to report to my manager once a week but apart from that, I’m responsible for all day-to-day decisions and organizations.
Because I’m on the road so much of the time, I’m provided with the essential benefits like a BlackBerry and a laptop, and a company car, of course. I get quite a good basic salary, but what is also very important for me is the amount I can earn in commission – I get 15 % of everything I sell and there’s no upper limit – and that’s a big incentive for me because I am one of the top-selling sales people. My company are very generous with rewards, too…you know, merchandise, vouchers, social events. I do think these help me to do my job better – it’s nice to be acknowledged and recognized for my achievements.

2. Peter: Every month, we have a sales competition with lots of prizes, and each dealership has to send in figures for the month to Head Office – you know, to show them how well we’re doing – and then, if you’ve met your targets, you get reward vouchers for things like….I don’t know, a hot-air balloon trip or a spa treatment, of something…. and I usually give these to someone on my sales team, whoever deserves them. I think it works well – it motivates them – but the real value of prizes is that it helps to make people feel appreciated. Positive feedback and praise are very important, they do a lot for job satisfaction. Managers, like myself, don’t get monthly prizes. The real incentive for us is that, if we make the grade, we get invited on a special trip once a year. It really makes you feel positive about working for the company, you feel values…. like an important member of the team. Last year, it was a week in Africa and a chance to climb Mount Kilimanjaro, and that’s something I’ll never forget. The company also thinks that development is important for staff morale, so there are lots of opportunities for training, not just staff development but non-professional training like horticulture or painting. That’s a popular benefit of the job, but one of the biggest perks is the very generous staff discount we get on all our models – and when you’re talking about a new car, you’re talking about a new car, you’re talking about a lot of money.

3. Macie: There are a lot of popular misconceptions about this job… you know? I mean, people seem to think you get to travel all over the place and see different countries every week. But that’s only true on long-haul flights….most of the time it’s a fast turnaround, and back to checking seat belts and serving drinks. So, on a regular basis, the travel really isn’t that exciting. But one of the main benefits is the staff discount. Me, my husband, my kids … even my parents…. We get hugely reduced fares when we use the airline – and that’s when we can really travel and ... see the world. The salary’s OK, a little below average maybe, but the compensation plan is good. Let’s see… it includes a profit-sharing scheme, a non-contributory pension plan … we have private medical insurance and there are incentives like attendance rewards and on-time bonuses – so, all in all, yeah, it’s a pretty good deal. One of the good things about the company is that we do get appreciation when we do our jobs well. Senior management actually comes round and thanks us personally when we’ve met our targets… and that certainly gives me a sense of achievement.
VI. Which of the following are: a) material benefits, b) non-material benefits:

Company car, feeling to be valued, be acknowledged, commission, staff discount, attendance reward, appreciation, on-time bonus, compensation plan, positive feedback, personal development, praise, satisfaction, private medical insurance, non-contributory pension plan.

VII.  Work with a partner and discuss the following:
1. Which of the material benefits (including those in ex. VI) are standard in an employment contract in your country? Which are additional benefits? (почему which  а не what)
2. How does this vary according to occupation?
3. How important to you are the non-material benefits? How do they compare to the material benefits?
VIII. Work in small groups. You are the partners setting up your own company:
1. Decide on the type of company (service or product oriented) and how many employees you will need? 
2. What benefits, rewards and incentives will you offer to your employees?
3. What effects will these have on both the employee and the company?
4. How will you make sure your employees receive some of the non-material benefits (mentioned in ex. VI)?
IX. Read and state your opinion about the following saying:

“Staff morale and productivity are linked in complicated ways. Employees want to know that they are respected by the organization and are being treated fairly. Increasingly, organizations understand the need to address issues such as quality of working life and work-life balance. This is done through a package of benefits as well as pay – these may include flexible working hours, training provision and other innovations. Whilst company-wide policies need to be consistently and equally applied, the key is to treat everyone as an individual, with their own circumstances, needs and desires.  This will enhance their self-esteem, improve competence and aid their contribution to the effectiveness of the organization”. (Richard Kwiatkowski, Senior Lecturer in Organizational Psychology, Cranfield School of Management).

X. Work in small groups. Read the following tips and decide which five are the most useful:

The art of small talk 
1. Introduce yourself and use a ‘tag line’, e.g. ‘Hi, I’m Jules from Munich’. This can get the conversation started as your colleagues can ask a question about your home town or your trip.
2. When your colleague introduces himself\herself, try to repeat his\her name when you reply, or use their name later in the conversation.
3. Break the ice with a comment about a current new story or a remark about the event you’re at, its location and the weather.
4. Avoid the following topics of conversation: your health, your private life, gossips. The best conversation topics are sports, books, theatre, movies, food, museums and travel. Try and find a shared experience or something else you have in common.
5. Keep the conversation flowing by not monopolizing the conversation. Ask a question and really listen to your colleague’s reply. Respond with comments from your own personal experience and ask another question.
6.  Ask open questions which require more than a one-word answer. If your colleague asks a ‘Yes\No’ question, give some extra information.
7. Sounds like ‘hmm’ and phrases like ‘Really’ can be used to indicate that you are listening and interested, and will encourage your colleague to tell you more.
8. Share information about yourself but keep it positive. People don’t like colleagues who are negative, depressed or who complain a lot.
9. Remember your exit strategy. Have some phrases ready for excusing yourself politely and moving to another group of people, e.g. It was nice talking to you. I’ll see you later. A transition word like ‘Well…’ can also communicate that it’s time to stop.
10.  If you’ve enjoyed talking with your colleagues, tell them so, e.g. ‘I’ve really enjoyed talking with you. I hope we have the chance to talk again soon’. Leave a positive final impression with a smile and strong handshake.
XI. Read the following conversations from the first evening of the cruise. Work with a partner and answer questions 1-3 for each conversation.
1. Which of the tips in ex. X are used and not used?
2.  Are the conversations successful or unsuccessful? Why?
3. What could each speaker say to make the conversation more successful?
Conversation 1:

Harry: Hello, I saw you sitting on my table at dinner, but I didn’t have a chance to speak to you, I’m Harry. 
Alessandro: Hi. I’m Alessandro.
Harry: Who did you come with? Is this your first company event?
Alessandro: Yes.
Harry: Well, I’m sure you’ll have a great weekend.  Have you seen the programme? 
Alessandro: No, not yet.
Harry: Oh. Well, it looks very entertaining. I think there are some left at the information desk. Are you, …um, … here with colleagues?
Alessandro: No.
Harry: Well, you’ll soon get to know people. So, um, would you like another drink?
Alessandro: No, I’m fine, thanks.
Harry: Well, it’s been nice talking to you…. erm… Alessandro. You don’t mind if I go and get myself a coffee? See you later.

Conversation 2:

Paolo: Hi, I don’t think we’ve met. I’m Paolo from Napoli – I work for one of the company’s suppliers. 
Sonia: Hi, nice to meet you.  I’m Sonia … from France.
Paolo: Nice to meet you.
Sonia: So…I’ve heard that Naples is becoming very popular for foreign investors – is that true?
Paolo: Well, Sonia, it’s interesting that you say that because ….

Conversation 3:

Sumitra: Hi, I’m Sumitra, based in the UK.
Krishnan: Hello, I’m Krishnan. Sorry, where are you from originally?
Sumitra: Well, my parents live in Calcutta. I was born there, but I’ve moved around a lot.
Krishnan: You’re from Calcutta? No! That’s amazing! My parents are from India – in fact, they’re there now visiting relatives. 
Sumitra: What a coincidence! Where do they come from?
Krishnan: From Bhiwandi – near Mumbai.
Sumitra: Bhiwandi…. Isn’t it famous for its textile industry?
Krishnan: That’s right, yes…So have you spent much time in India recently….?

Conversation 4:

Adam: Good evening, Adriana. I thought I might see you. Back for another company event?
Adriana: Oh, Adam – how lovely to see you here. I heard you weren’t coming.
Adam: Really? Who told you?
Adriana: Um, I can’t remember – but anyway, how are things? 
Adam: Oh, Adriana – where should I begin? I injured my leg in January in a skiing accident. The doctor told me to take it easy. But how could I rest, with my job? Then I got flu, but we were organizing a huge trade fair at the time so I had to keep going…
Adriana: Oh, oh dear….
Adam: … then I had problems at home with my daughter, she’s fifteen, you know, and she….
Adriana:  Oh, I’m sorry to hear that. Look, I have to go, Adam. Catch you later. 

XII. Have a conversation with your partner. Keep the conversation going as long as possible. Discuss the following topics:
· education
· an interesting fact
· news
· sport
· vocation
· other people
· food
· work
· family
XIII. Prepare reports on the following:
1. What things motivate you the most in your life (different spheres of life)?
2. Is it possible to develop motivation of a person to do something?
3. Prepare a list of measures (verbal and non-verbal) aiming at motivating somebody to do a better job.














UNIT 4. PROJECTS

I. Read what Chris van der Hoven, Lecturer in Innovation, Cranfield School of Management thinks about project planning process and be ready to discuss questions after the text:

Expert’s view
‘The project planning process should ensure that the work (scope) can be done within the deadlines (time) and budget (cost), and to the right specification (quality). These four elements (variables) are inter-related, and together make up the project baseline. If one of them changes – for example, a reduction in time or budget, or an increase in scope – then the others need to be adjusted to keep the baseline business benefit. A good project manager is able to judge what the trade-off is if one of the variables changes. This requires clear thinking during planning, and careful tracking during execution of the project’.

1. What makes any project successful?
2. Do you prefer to lead a project or just be a part of the project team?  Why?
3. Do you like being involved in long-term projects?

II. Read the following article and answer the questions:
1. What is voluntarism?
2. What sort of things can employee volunteers do?
3. Who benefits from volunteering and how? 
4. What has Samira Khan learnt from her project?
What does voluntarism mean?
The clothing manufacturer, Timberland, is one of many large companies that are commited to voluntarism. 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 resources, staff gain new skills and teamwork improves.
The French food manufacturer, Danone, allows its employees to spend time in developing countries, working on projects in areas like conversations, 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, volunteed 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’.

What can volunteering do for you?
Software engineer, Samira Khan, is in charge of a volunteer project to redecorate a community centre for the elderly in Chicago. Managing a project is a new experience for her. She is learning how to organize a schedule so that they are able to complete the project before its deadline. She also has to deal with the budget, which is fairly limited, so she has to spend carefully. And every few days, she gets updates from her project team to check on progress and decide if they need more resources. She finds working on this project very rewarding and is pleased to be learning new skills.

III. Be sure you know the following word combinations in column A. Choose the right definition for each in column B. Use these word combinations in your dialogues discussing different projects:
         
                  A                                                               B
1. meet the deadline                               a. finish on time
2. fall behind schedule                           b. make slow progress
3. catch up                                              c. get back to the original schedule
4. be back on track                                 d. work to the predicted schedule
5. finish ahead of schedule                     e. finished before the planned date
6. to allocate the resources                     f. make use of people, money, time
7. stay within budget                              g. spend the right amount of money
8. to delegate tasks                                 h. give people different responsibilities
9. to get in with task                               i. do a job
10.  to get updates                                     j. receive reports on progress

IV. Work with your partner.
a). Make up dialogues using word combinations from ex. III. A colleague has been asked to take over the task of running a project for someone who is off sick. He/she has never managed a project alone. He\she has asked you for a piece of advice about how to manage the project and the project team. Discuss what advice you will give him\her.
b). Then sum up your conversation and present a resume: (ex.) “He\she needs a realistic schedule to meet the deadline…”.

V. Read the following information and be ready to discuss:

Planning a launch party
Background
The sustainable dance club
Enviu is an international organization which helps young people to develop profitable business ideas that have a positive effect on the environment and the local community.
Enviu is working in partnership with the architectural firm Döll on an exciting new project – a sustainable dance club in the city of Rotterdam.
The club will have a low impact on the environment, recycle energy, and raise awareness among young people of social and environmental issues.
Enviu and Döll are cooperating with the Technical University of Delft and the Development Board of Rotterdam. Around 80 volunteers, mostly students and young professionals, are working on the project. They are helping to construct and equip the club ready for the launch party in a few weeks’ time.
1. In what ways are night clubs environmentally unfriendly?
2. How can you make one more environmentally friendly?
Read the dialogue - one of the volunteers talking about the project. Compare what she says with your answers to the questions above:

Volunteer: Clubbing isn’t normally a very environmentally friendly activity.
Interviewer: Really? 
Volunteer: No, definitelly not. It uses large amounts of energy for heating and cooling the room, for lighting…. It uses a lot of water in the toilets and washrooms, every night. Plus all the glass and plastic bottles – huge amounts of waste. And besides this, you know, clubs, they need to be refurnished quite often – new floors, new paint, new equipment. It uses a lot of materials, a lot of resources.
 Interviewer: Yeah, I can see that. So how is this club different?
Volunteer: OK, well we’re planning to have a lot of sustainable features. The best one is the energy-generating dance floor.
Interviewer: How does that work?
Volunteer: Oh, it’s great. It’s made of a special material that takes the energy of dancers and uses it to power the music and the lights – low-energy lighting, of course. Then we’re putting in a system where the toilets will use rain water. There’s a system that controls the temperature – and the walls change colour as the temperature changes. …. What else…? Oh, well, we’re having a rooftop garden for relaxation, like a kind of chillout zone….
Interviewer: It sounds great. And you’re having a launch party soon?
Volunteer: Yeah, that’s right. Really soon, actually. We’re expecting about twelve hundred people. We’re having a lot of different music, really good DJs, visual projections by Urbi and Orbi… We’re planning to  have free organic beer. And there’ll be ethical clothing companies like Kuyichi doing consultations… 
Interviewer: Sounds like a lot of work.
Volunteer: A lot of work, yeah, but it’s fun. It all needs very careful planning. We’re making good progress, and we’re on schedule, but there’s still a lot to do….

VI. You are a part of the project team planning to open a sustainable club in your city. The project is nearly complete and you are now planning the launch party which will take place in a month. Read about the key tasks that need to be done in this table:

	A: The venue                            
	B: The launch party                           
	C: Publicity 


	Finalize installation of electrical equipment
	Confirm all DJs and special events
	Print leaflets and posters 

	Finish the decoration 
	Confirm orders with food and drink supplies
	Start distributing leaflets and posters, send out invitations

	Equip the relaxation zone
	Receive delivery from food and drink supplies
	Update the website 

	Install kitchens and toilets 
	Hire and train staff
	Organize a radio advertisement 



Group A:
You are working on the venue and all the equipment
Your responsibilities:
· Organizing the installation of the dance floor, the sound system, the toilets, and the kitchen equipment.
· Painting and decorating the whole building.
· Buying plants and furniture for the relaxation zone.
Your progress:
All the equipment has been ordered. The energy-generating dance floor is ready to install, and the kitchen and toilets have been installed.

Problems: 
You need a specialist electrician to complete the work on the dance floor and link it up to the sound system and the lights. The company you booked has pulled out and you need to find replacement.

Group B: 
You are working on the launch party event
Your responsibilities:
· Booking the DJs and other acts.
· Organizing special events, such as ethical clothing and make-up displays.
· Ordering all the food and drink for the event.
· Hiring and training staff.
Your progress:
You have started booking people and so far the response is good. You have found local suppliers for most of the food and drink. You have advertised for staff and have a number of candidates. You need to interview candidates, hire them, and set up a training day.

Problems: 
The famous DJ you booked is no longer available. You have found a replacement but he is asking a lot of money which will take you over budget. You still need to find a supplier of organic beer.

Group C:
You are working on publicity for the club and the launch party
Your responsibilities:
· Advertising the launch party with leaflets and posters.
· Issuing special invitations for local business people.
· Recording a commercial for the local radio station.
· Setting up a website and making sure it is up to date.
Your progress:
The leaflets and posters are ready. You are still waiting for the invitations. The website has been designed and is working well. The radio commercial has been recorded and needs to be approved by the team.
Problems:
You need help to distribute the leaflets and posters. The website needs to be updated more frequently and expert’s help is expensive.

VII. Work in groups. Think of a recent project you have been involved in. Think of:
· how you came up with the idea                                 - how you ensured quality
· changes \ problems with the project                          - the success of the idea
Hold a post-project review meeting to discuss what happened and what you could have done differently.

VIII. Read the following text and be ready to discuss:

Company’s profile:
Michelin:
Michelin is one of the oldest tire manufacturers in the world. As it is involved in what is considered an environmentally damaging industry, Michelin has developed an approach called ‘Performance and Responsibility’. This concept allows the company to demonstrate that it is actively taking measures to reduce the industry’s negative impact on the environment. It also has various projects throughout the world connected to its CSR programme.

Starting a CSR project
Background
Michelin’s ‘Green Gold’ project:
A small rubber project in north-eastern Brazil set up by Michelin has become a flagship for the French tyre giant’s corporate social responsibility programme. With five rubber trees needed to produce one truck tyre, Michelin is an obvious target for those who claim that big business is using up natural resources too intensively. Although the company can’t change the number of trees needed in the manufacturing process, it has initiated a successful project to offset the effects of activities.
The Ouro Verde (‘Green Gold’) project in Bahia state is a ‘marvelous human adventure’, the late Edouard Michelin said at its inauguration. Having owned a 9000-hectare site there for 20 years, the French firm considered closing the loss-making plantation and laying off the workers. Instead, it passed ownership to twelve local Michelin managers, who set up a cooperative with the backing of loans underwritten by the parent company. Far from laying off workers, 200 have been hired over the past two years.
Lionel Barré, the plantation director at Michelin, says that the initiative stands as ‘an example of sustainable development in a poor region’. The last two years have seen a burst of activity: the cooperative has planted cocoa next to the rubber trees to diversify its output, recycled some of its revenue into providing facilities for its employees, and replanted parts of the depleted Atlantic rainforest in eastern Brazil, which contains 171 of Brazil’s 202 endangered species.

Answer the questions:
1. How could the local community benefit from this cooperative?
2. How could Michelin benefit from starting this kind of project?
3. Could there be any disadvantages for Michelin?
IX. Think and present the following:
1. Tell about the latest (most interesting project) you have prepared.
2. Work out a list of recommendations to a person who starts working at some project. 
3. Prepare a list of projects you can work out as a group and discuss it with your mates. Be ready to ‘defend’ your project stating its importance and usefulness.
UNIT 5. TEAMWORK AND LEADERSHIP
I. Think about the notion of ‘working in team’ and be ready to discuss the following questions: 
a. What problems can occur when you work with other people?
b. What different types of personality are necessary and important for a successful team functioning? 

II. Read expert’s point of view on teamwork and state your opinion:

“Teams are usually constructed because there is a belief that the whole (team) could be greater than the sum of its parts (individuals) – i.e. any group can achieve more. In general, teams outperform individuals when tasks require multiple skills, judgment and experience. However, often the biggest issue for managers is to decide if they need a specifically selected team or just a workgroup that already exists within the structure of the company. In a working group the skills of the group members are varied and random and there is individual accountability, whereas in a team the skills of the group members are  complementary, there is individual and collective accountability, and everyone contributes to the overall outcome” (Joe Jaina, Senior Lecturer in Organizational Behavior, Cranfield School of Management). 

III. Dr Meredith Belbin of the Henley Management College developed nine team roles to show how different individuals behave in teams. Read the following text and compare these team roles with your ideas:

What kind of team player are you?  (by Meredith Belbin)
Plant
Valued in a team for their ability to come up with strange and innovative solutions. Like the absent-minded professor-inventor, they often spend time quietly working alone, which results in finding solutions to problems, but they may have trouble communicating their ideas effectively.

Resource investigator
This person contributes to the team with boundless enthusiasm at the start of the project. Such people are excellent networkers who express themselves clearly and they vigorously pursue opportunities outside the team. They tend to lose momentum towards the end of a project.

Coordinator
The natural chairperson, able to detach himself from the detail, to see the bigger picture. They are mature, good at delegating and at helping the rest of the team to reach decisions. Their management and delegating powers may mean they don’t pay enough attention to their own duties at work.

Shaper
They spur their team into action. You have to tread carefully with this person; they thrive on pressure and challenge, and often get results by pushing others hard to do the same. In their drive to get things done, they may upset other team members by seeming to treat them unfairly.

Team worker
Working closely with everyone, they like to steer clear of confrontation. They are good listeners and can help to calm situations by talking through problems with colleagues. However, as they don’t like taking sides, they may find it difficult to make decisions.

Completer – Finisher
The teams’ perfectionists. They take themselves very seriously – keeping to schedules and maintaining quality is equally important to them, and they pay painstaking attention to detail. Colleagues may have trouble relating to them as they are poor delegators and they tend to worry excessively about minor details.

Monitor – Evaluator 
They are good at judging the situation due to a great ability to analyze logically. They assess periodically and look at all the available options objectively. However, their work can fall short of expectations as they can lack drive and find it difficult to relate passionately to their work.

Implementer
Such people are disciplined and can be relied on to perform to a high level and to cope with things practically. They tend not to deviate from a set path and can find it difficult to take new ideas on board.

Specialist
They are highly skilled and are usually viewed positively for providing specialized knowledge. They tend not to see the bigger picture, focusing on technicalities.

Discuss the following:
a. What is the main positive and negative characteristic of each role?
b. What team role  describes you best?
IV. Choose the right adverb in italics which collocates with each verb. Use as many as you can and give each other advice for successful working relationships at your work \ in your job:
a. communicate ideas thoroughly\effectively
b. express themselves understandably\clearly
c. treat this person carefully\well 
d. push others hard\roughly
e. treat employees unfairly\carelessly
f. work tightly\closely with a colleague
g. look at available options objectively\deliberately
h. be views satisfactory\positively ( не поняла)
V. Work with a partner. Discuss recent projects you have worked on to find out which role (according to Belbin’s roles) each of you played in a team. Consider the following aspects:
a. task \ project
b. colleagues\ fellow team members
c. schedule \ pressure 
d. issues \ problems challenge 
e. confrontation \ fairness
VI. Three people are talking about the roles they play in their teams at work.
a) Identify the strengths and weaknesses of each person:

A. I’d say I’m very sales-focused. As I’ve already outlined, I sell more than anyone else in my current job. I just love the challenge of the sales. Of course, I need to drive other members of my team as well – yes, they might find me a bit demanding at times, but I think it’s important to work together as a team to get results. Otherwise, we just wouldn’t achieve our sales targets, would we?

B. What do I bring to the team? Let’s see… Well, given my current position, I obviously know the products inside-out. I think I’m also quite good at details – I’m generally able to point the cause of a problem as soon as it arises, and deal with it, of course. I think I’m capable of handling most complications by myself. That’s why I prefer not to delegate. I mean, I certainly wouldn’t want to neglect my responsibilities.

C. It doesn’t matter what project I’m working on, my priorities are always to deliver what I have been asked for, and on time. That’s why I prefer to avoid any last-minute changes, although obviously I need to discuss the suggestions with other team members before making a decision how to proceed. Generally though, I’d say it’s best to stick to the initial brief, especially where there are particularly tight deadlines to meet.

b) Which of the two Belbin’s roles best fit each of the people above?
 
· Shaper \ Team worker
· Coordinator \ Completer – Finisher
· Resource investigator \ Implementer

c) Which of the three people you would choose to work with \ in your team? Why?
VII. Conflicts are inevitable during business relations in any culture. Think about any conflicts you have had during your work or study and answer:

1). How do you deal with conflicts in your culture?
2). Do you know how it is dealt with in other cultures?
3). How can differences in the approach to conflict affect working relationships?

Mind some key expression used during ‘conflicts’:
 
	Clarifying the situation:

	· Can I just make sure I’ve understood this correctly?
· Would I be right in thinking….? 
· Do you understand what I’m trying to say? 

	Staying focused on the facts:

	       -     Let’s try not to get personal here. 
· Can we try and stay focused on the facts?

	Expressing concerns diplomatically: 

	· I’m a bit worried about… 
· I don’t know if you are aware, but… 

	Expressing concerns directly: 

	· I am really not happy with…
· The real issue here is… 

	Chairing the negotiations: 

	· How do you propose we deal with this issue? 
· Look, can we try and avoid any….? 



VIII. What techniques are used in the following sentences to add more emphasis: a) word order; b) intonation; c) cleft sentences – it’s … which/that; what…is…; d) fixed phrases; e) fronting (putting the topic at the start of a sentence); f) adverbs of degree:
1. The reason why I say this is because if we get it right this time, any future campaigns should run more smoothly.
2. That is why this whole thing is just so frustrating.
3. How we resolve this is the issue now.
4. It’s the Vienna convention which really worries me.
5. In which case, Riccardo, can I leave you to liaise with the printer…?
6. What really concerns me is the way this has been handled so badly by the printers.
7. The problem with the artwork I’m prepared to overlook.
8. The thing that bothers me is that we just don’t have time.
9. Not only do we have a major error on our hands, but we’re also not sure how it’s happened.
IX. Read conversations 1-6 below. In each case, add emphasis to B’s reply using one of the phrases from the list. Develop each dialogue: 
1. A: I really don’t know how to fill in this document.
B:  Wouldn’t it be a good idea to sit down and sort this out properly.
2. A: Apparently there are hardly any tickets left for the conference.
B: I told you to book early. 
3. A: How should I reply to this e-mail?
B: It’s absolutely essential that the contract is signed by the 5th.
4. A: I can’t believe there’s no budget left to complete the project!
B: What’ll happen to the team if the project is abandoned?
5. A: So they didn’t attend?
B: They didn’t attend the meeting. They forgot to let us know.
6. A: The job is challenging enough, without all these extra changes they’re asking for.
B: The changes make the job interesting.
X. Think and discuss the following questions:
1. Is feedback necessarily the same as criticism?
2. How can negative feedback be made constructive? 
3. How do you normally react to negative\positive feedback?
Read the following dialogues:

Dialogue 1: 
A: Tomas, I’m glad I’ve bumped into you. I’ve had a chance to run through that document you asked me to look at. So … whenever you want to discuss it.
B: Great. Have you got time now?
A: Yes, I have a few minutes before my next meeting.
B: It shouldn’t take too long. And look, I really appreciate it, I know how busy you are. So what were your thoughts?
A: Mm, I think my only real doubt is the line you’ve taken on absenteeism.
B: OK...
A: I don’t think they’ll accept this approach.
B:  Oh, really? Why do you think that? 
A: Basically, … it…it’s not strong enough.
B: So how do you think I could improve it?
A: I’m not sure about including all those transcripts of interviews with staff. Couldn’t you just summarize the key issues that came up?
B: Oh. I see. Well, it seems a pity to have to cut them, but maybe you are right. Was there anything else?
A: Mm. Yes, a slight problem - I think some of your data is confidential.
B: Oh, really? I’m sorry, I didn’t realize – thanks for pointing that out.
A: Sorry, I hope this doesn’t sound too negative.

Dialogue 2:
A: David, look, I’ve meant  to say something…
B: Yes?
A: It’s just.... I’m kind of worried about that proposal you’re circulating at the moment.
B: OK. What’s the problem?
A: Well, essentially, I like the idea, but you know how controversial it might be, don’t you?
B: No, I’m sorry, I don’t see what you’re getting at.
A: I feel you could be making life difficult for yourself. You know, this may even go to the workers’ council.
B:  Look, you’re entitled to your opinion, but at this stage, you know, it might not be a bad thing if it did. And to be honest, I just don’t have time to rework it at the moment.
A: Look, David, I am just trying to help. And I am not expecting you to start again. I’ve said there’s nothing wrong with the idea – you just need to approach it in a slightly different way.
B: I see what you are saying, Roberta, but the reason I’m taking this approach is because I think this plan will work in the long run.
A: No one’s denying that, but I really think you’re going to cause yourself a lot of trouble in the short term.
B: Fair enough, but it’s a bit late now. Maybe you should have said something earlier.

Dialogue 3:
A: Phew. That was hard work!
B: Yes. And it’s good thing you brought an extra copy of the proposal.
A: Yeah, that was lucky. So, how do you think it went?
B: Pretty good, I think – they signed, anyway. And that last question – you handled that really well.
A: Thanks. Though I have to admit, I got the idea from Jenna – apparently the same issue came up last week and she got caught out. So what about the new guy?
B: The one we hadn’t met before? Hassan? Yeah, he was really tough.
A: Definitely. By the way, thanks for backing me up with the figures.
B: Hey, no problem. I could see you were getting kind of lost.
A: I know, I’m afraid that was down to nerves.
B: Don’t worry, you did well. You just have to build on that experience now.
A: Thanks for your support – it’s good to know I’m on the right track.
In which conversation does somebody:
a. respond to positive feedback?
b. accept negative feedback?
c. challenge negative feedback?
XI. How would you respond to the following feedbacks:
1. ‘I basically liked the way you presented your arguments, but I did feel you need to sound more sure of yourself’.
2. ‘Some of the ideas you came up with in that meeting were really creative. I’m sure Gian Luca would like to explore some of those further’.
3. ‘Did you read the report through before admitting it? It’s just that there were several inconsistencies. It just doesn’t seem like your normal standard, that’s all’.
4. ‘We’ve just had some feedback from the clients – I know it’s a bit late, but basically they’re not very happy with the colours we’ve selected’.
5.  ‘I know the team’s been under a lot of pressure recently, but I can’t help feeling it’s compromising the quality of the work’.
6. ‘We’ve got deadlines to meet, and we all have to do our bit. The delay from your group has meant that the production team are sitting around waiting for us to deliver’.
XII. Read the text and be ready to discuss the main principles of organizing team work in the company:

Company’s profile: Southwest Airlines:
Southwest Airlines is the largest airline in the world based on numbers of passengers. It is also the sixth largest US airline based on revenue. The company was founded in 1971 by Herb Kelleher in Dallas, Texas. It now operates more than 5000 Boeing 737 aircraft between 64 cities with more than 3 300 flights a day. The company boasts that the 2006 year-end result marked their 34th consecutive year of profitability.
 
Background: Developing a teamwork ethos:
The power of teamwork:
How does a major airline turn a plane around and get it ready for take-off within 20 minutes of landing? Whereas some airlines say this is impossible, Southwest Airlines pride themselves on their ability to get a plane ready for departure in record time, and they put it all down to teamwork. Everyone helps out; the cabin staffs double as cleaners, the captain helps people on to the plane or helps with the clean in, while outside the plane is being serviced by ground staff who work with the precision of a grand prix pit lane crew. 
The efficiency of the turnaround shocks first-time Southwest flyers, who moments before can often be heard grumbling that they will be late taking off. This turnaround time means Southwest can fly up to 35 fewer planes than their competitors, which leads to lower prices and higher profits. The teamwork ethos all started back in 1971 when Southwest was facing financial meltdown. They had just  sold a plane to a competitor to raise capital to pay staff, but needed to continue  to meet demand with one less aircraft. It was then that they realized the importance of tight turnaround times. This led to a policy of everyone pitching in. Since then Southwest has become a model for successful teamwork and employee relations.
It’s an inspiring company to work for and is well-regarded be its employees – they know that success will be rewarded. ‘Everyone works hard’, says one blogger on the company website, ‘but it doesn’t feel like hard work when you’re having so much fun’.

Come and work for Southwest Airlines!
Here are some of the benefits we offer:
· Continuing education – We offer personal and professional development in our state-of-the-art educational facilities. Why not try our ‘Days in the Field’ programme to see life in another department?
· Stay connected – Feel part of the Southwest family by keeping up to date with all company developments through weblogs, e-mails, toil-free phone lines, and even our own TV channel.
· Work hard and play hard – Have fun because happy employees equal happy customers. Why not join our haunted headquarter weekends, chilli cooking competitions, and spirit parties?
What we require at Southwest:
We ask one thing of our employees – the willingness to fit into the team. So we expect you to be ethical, honest, and trustworthy. We ask for a warrior’s spirit, a servant’s heart, and a fun-loving attitude.

Be ready to discuss the following:
a. What are the main principles for fostering good teamwork at Southwest Airlines?
b. What are the pros and cons of the Southwest Airlines approach?
c. Can you compare attitude to teamwork at Southwest Airlines and in your company \ workplace?  
XIII. In each team there is necessarily a leader. Think and say why is leadership important for any team and what makes a good leader?
1. Think of the examples of good leaders in politics, business, sport, art, etc. Can you learn good leadership skills, or are they something you are born with?
2. What is the difference between a leader and a manager?
3.  In your view what different qualities are needed to successfully lead:
- a small team
- a large organization?
XIV. Read the following text and say what are the key characteristics of an effective leader?

Whether you are leading a team at work, captaining your local sports team, or in charge of a major company, your style of leadership is a critical factor in the success of your team. So what makes an effective leader? According to Professor D. Quinn Mills of the Harvard Business School, research shows that there are certain preferred leadership qualities that are common to all cultures.
In general people appreciate leaders who appear honest and trustworthy. However, integrity is a complex idea, often determined by national culture, and what is considered honest in one society is not necessarily so in another.
Conviction – a strong belief in what you are doing – is a characteristic of leaders in all cultures, but how it is displayed can vary widely. Demonstrating a whole-hearted commitment to the success of your team or project is possibly more overt in America than elsewhere. However, a passionate leader with energy and enthusiasm - someone who can energize and inspire their team to succeed - is an asset almost everywhere. Similarly, in most cultures it helps to be a good communicator, to be people-focused and have well-developed interpersonal skills.
	The ability to make good decisions quickly is something most cultures see as important. However, being decisive means different things to different people. European and Japanese leaders are the most collaborative decision-makers, taking time to consult with colleagues and consider the options. This is typical of a more participative style of leadership. In contrast, Chinese leaders, for whom the typical role model is often the head of the family, are more likely to make decisions personally. This more autocratic approach tends to be typical of task-oriented, top-down leaders, where what counts is a result – it is also frequent in American leaders.
Being adaptable is also an important quality; team leaders often need to be flexible in their response to changing circumstances. Similarly, the ability to delegate and to know when to be hands-off is also necessary.
There’s evidence that being able to show empathy – to understand the feelings, needs, and motivation of others – is increasingly seen as a key trait of effective leadership in the United States and Europe, and will become more important in Asia as companies have to compete for managerial talent in a global market. Related to this, certain Asian cultures value leaders who are self-aware and humble – the ability to know yourself and accept your limitations is often a trait of the most effective leaders.

XV. State in the order of importance the personal qualities any team leader must have. Comment on your ideas:
a. ability to achieve results
b. commitment to the project\work
c. honesty and openness
d. ability to make decisions
e. willingness to consult team about decisions
f. flexibility in dealing with any changes
g. communication with  team
h. understanding of team’s needs and concerns
i. allowing team to do their work unsupervised
j. self-awareness
XVI. Match 1-12 to a-l to make phrases, define their meanings. Use these phrases in your dialogues and situations:
1. avoid                                            a. a sense of cohesion
2. be consistent                                b. my authority
3. build                                             c. influence over
4. develop                                        d. them to work together
5. establish                                       e. individual achievement
6. establish                                       f. the temptation to micromanage
7. exert                                             g. confidence in them
8. generate                                        h. a culture of trust
9. get                                                 i. a sense of team spirit and collaboration
10. instill                                             j. in my expectations and feedback
11. recognize                                      k. mutual respect
12. reinforce                                       l. my credibility
XVII. Work in small groups. Discuss how you would react to the challenge of a new leadership role. What would you be good at? What would you need to work on?
 
XVIII. A colleague has been offered a challenging team leadership role within his own department. This involves taking over an existing team who all know each other. Discuss how to act and what advice you would give in this situation.

XIX. Discuss the following with your partner:
1. How easy do you find it to make people understand what you really think (i.e. to state your point of view in English and in Russian)?
2. Is it easy to get other people to tell you what they really think?
XX. Work with a partner and have conversations about the situations given below. Take turns to be A and B (A and B are colleagues). Student A encourages B to express his personal views; student B expresses his personal views:
1. You meet in a rest area while you both are getting a coffee. B has been on a leadership training course – the content was useful, but the trainer was quite inexperienced and didn’t seem to understand the participants’ needs.
2. You both have been in a briefing meeting, and are leaving together. Some proposals for new working practices have come down from senior management. The effect will be to increase everyone’s workload without any similar increase in resources.
3. You meet over lunch in the staff restaurant. B has just sent his\her son on an adventure holiday with his school. It’s the first time he’s been away from home.
XXI. Work out:
1. A list of qualities necessary for a good leader.
2. A list of recommendations of functioning as a perfect team.




UNIT 6. DECISIONS
I. Read how four people make decisions. Which one do you like most:
1. “I trust my instinct. If I think too much about something, I often get it wrong”.
2. “Sometimes I rush into decisions too quickly and I often regret what I have done”.
3. “I make a list of advantages and disadvantages of each option before I decide”.
4. “I ask people I trust what they think before I make up my mind. I find it hard to make decision on my own”.
II. Be ready to discuss the following:
1. Think of one or two good decisions you have ever made. How much were you guided by facts and figures? How much did you follow your intuition?
2. Does having more time produce better decisions? Or do you decide faster and more wisely when under pressure?
III. Read about three different decision-making processes. What way are they different?
1. Suma is a large wholesaler. The company is cooperative and practices a democratic decision-making process. All employees can take part in the decision-making.
2. Mitsubishi Motor Sales of America is changing the way it does business. ‘We now have a completely collaborative decision-making model,’ says Pierre Gagnon, Executive Vice President. It means that ideas are put forward by management, and are passed to other company employees to get their opinions.
3. At the Ford Motor Company, senior management members of the Strategy and Business Governance group decide on the direction of the company and make the necessary decisions.
Which decision-making process is closer to that in your place of work? 

IV. Read the text about personality type and decision-making process. Which personality type are you:
· thinks it’s important to be on time?
· enjoys an argument?
· finds it hard to concentrate on one thing at once?
· is more interested in the future than the past?
1). Are you an extrovert or an introvert?
Extroverts are often outgoing and enthusiastic. They are good with people and enjoy a public role. They prefer to do lots of things at once and can be easily distracted. They’re talkers rather than listeners and can be impulsive.
Introverts are often self-contained and reserved. They can be very focused when working on tasks and prefer to focus on one thing at a time. They are good listeners, they think before they act and prefer to be behind the scenes.

2). Are you a sensor or an intuitive?
Sensors are often sensible and pragmatic. They are good at understanding details and remembering facts and specifics. They are reliable and methodical and work at a steady pace. They trust their own experience and use established skills.
Intuitives are often energetic and creative. They like to focus on a big picture and on future possibilities. They like things that are new and different and prefer to learn new skills. They are thoughtful when making decisions and trust their instincts.

3). Are you a thinker or a feeler?
Thinkers usually take a rational approach to decision-making and prefer to remain detached. They are honest and direct, valuing fairness. They can be ambitious and critical. They take few things personally and like arguing and debating issues for fun.
Feelers are often instinctive in their decisions rather than relying on facts or reasons. Tactful and diplomatic, they avoid arguments, and take many things personally. They appear warm and friendly, like to be appreciated and are good at complimenting others.

4). Are you a judger or a perceiver?
Judges often make decisions easily and quickly. They appreciate plans, rules and schedules and are usually punctual. They are determined, keep to their deadlines and like to complete projects. They are serious and conventional, and like decisiveness in others.
Perceivers are often indecisive; they like to be flexible and to keep their opinions open. Being unconventional, they dislike rules and deadlines. They like to start projects and prefer to play now and work later.

Y. Match the italicized adjectives in the text to these statements:

1. ‘I’m not influenced by other people or my emotions’. (detached)
2. ‘I always do things in a careful and well-ordered way’.
3. ‘I find it hard to make up my mind about things’.
4. ‘I focus on what I want to do and don’t let anyone stop me’.
5. ‘I do things based on my own feelings’.
6.  ‘I am happy to change my plans when necessary to suit my friends’.
7. ‘I am confident and friendly’.
8. ‘I like to think about things carefully’.
9. ‘I can produce new things using my imagination’.
10. ‘I do what is normal and acceptable’.
11. ‘I make decisions objectively’.
12. ‘I don’t do things that will upset or annoy people’.
13. ‘I depend on myself’.
14. ‘I pay careful attention to what I am doing’.
15. ‘I do things as I think of them without considering the consequences’.
16. ‘I like to find practical solutions to problems’.

VI. Read the following people talking about decision-making. Which personality type best applies to each speaker?:

Speaker 1: Extrovert or Introvert?         Speaker 3:  Thinker or Feeler?
Speaker 2: Sensor or Intuitive?              Speaker 4: Judger  or Perceiver?

1.
The most important factor in making and implementing decisions is listening. I like to ask everybody I know to give me an opinion. I get different perspectives – and I listen to them. I also listen to my own intuition. I really do believe that using your intuition is the best way of processing and weighing up information. If I have to make a big decision, I’m never impulsive. I think about it, and I listen to what other people think. But ultimately, I listen to my intuition. I delay my decision until I wake up one morning and know what I am going to do.

2.
I used to think that decision-making was something you could do logically…but for me this didn’t  always work and I made some bad decisions. So I thought I’d try a new approach – one that takes feelings more into account. So now… particularly for the big decisions in life – what job to take, where to live, etc. – I let my inner wisdom emerge and trust my instincts. We don’t always make strictly logical deductions. Instead, we rely on patterns – and on feelings associated with those patterns. So for those big decisions, you need to let patterns develop in your mind.  Once you realize that your intuition is reliable, making a decision is quite easy.

3.
If you have to make a decision, don’t listen to your intuition. Intuition is for people who don’t want to think. OK… it’s fine for the small decisions in life, like what kind of ice cream to buy, etc. But for big decisions, you need a more systematic way of thinking. Let’s say you have to decide between two things – two applicants for a key position, two properties you’re thinking about buying. You check the facts, check the figures, and your analysis says to pick A over B. But your intuition says too choose B. What do you do? Most people stick with their intuition – which is wrong. You need to delay your decision until you can work out why our intuition is telling you something different. That’s the whole point of analysis: to make you consider all the options – so you don’t make the wrong decision. 

4.
To make good decisions, you need to have confidence in your own judgement. We all make bad decisions, but the important thing is not to worry about them. As a judge, I often have to decide between the evidence of two people standing in front of me. I don’t know which one of them is lying. That’s when making decisions becomes very difficult. Even so, I never base my courtroom decisions on my feelings or my instinct. I do it by the evidence, and by what the law tells me.

VII. What personality types would be most suitable for these jobs and why?
· human resources manager
· sales manager
· office administrator
· website designer
· lecturer
· researcher\scientist
VIII. Choose five of the adjectives from ex. V and explain what kind of people you most like to work with and why. Then choose other five adjectives and explain what kind of people you like to work the least and why.

IX. In the process of decision-making what personality type are you? What do you take into account when you have to make the most important decisions in your life?  Tell about the most important decision you’ve made in your life.
 
X. Work in small groups. A number of people you work with want your organization to become more ethical and democratic. Have a discussion on their suggestions and decide whether to accept them or not:
1. All decisions will be made democratically using a ‘works parliament’. Each member of staff will have one vote for every year they have worked at the firm (with a maximum of five votes).
2. For the health of employees, from now on the staff restaurant will only serve sugar-free soft drinks, decaffeinated coffee, and vegetarian meals.
3. As parking at the company is limited, only cars which carry at least two employees will be permitted to park. 
4. At the moment, the highest paid worker earns ten times more than the lowest paid. This will be reduced to four-to-one ratio.
XI. Work with a partner. Discuss the following:

1. working for a multinational company vs working for a small family firm
2. communicating by e-mails and text vs communicating face to face
3. working with an experienced colleague vs working with a trainee

State your opinion about the following:

The expert’s view:
‘When faced with making decisions, it is helpful to decide what sort of decision is required. Is the decision tactical or is it strategic? Tactical decisions offer short-term solutions to operational problems. They don’t affect the board plans of the organization. Strategic decisions will challenge fundamental principles such as the company’s approach to marketing or production. Strategic decisions should help to create a long-term sustainable business approach for an organization. Tactical decisions should help to solve short-term issues within a fundamentally sound and successful business model. Make sure you know whether the decision you need to make is tactical or strategic’. (Roger Delves, Programme Director, Centre for Customized Executive Development, Cranfield School of Management).

XII.  Work in small groups and discuss the following:

How you could improve the services and facilities in the building \ local area \ town or city where you work.
(Present your ideas to the class\audience and give reasons for the improvement)

XIII. Be ready to speak on the following:
1. What was the most difficult\important decision in your life?  How did you make it?
2. Work out a scheme of a potential decision making process (describing each step).



























UNIT 7. PROGRESS AND INNOVATIONS

I. State your point of view on the following questions:

1. What do you think a company\person needs to do to stay ahead of the competition?
2. How can a company\person ensure continued progress?

II. Read the text bellow about “The Creativity Lab” which is a part of ITRI, a Taiwanese publicly-funded organization helping local companies develop their products and manufacturing techniques. Be ready to answer the following question: 
1. What does “The Creativity Lab” do?
2. What is Hsueh Wen-Jean’s attitude towards creativity and success?
Thinking outside the box
With Taiwan’s successful track record in manufacturing, local electronics companies concentrated on figuring out ways to reduce cost and improve existing products, rather than on developing new products. Taiwan’s niche was as an outsourcer for large American IT firms, but that market is now so mature that Taiwan’s manufacturing sector has lost ground to low-cost countries. Taiwan’s IT elite realize change is needed in order to get back on track, and product innovation could hold the key to new business opportunities.
Hsueh Wen-Jean is the driving force behind the recently launched Creativity Lab. She is responsible for helping to green-light new projects, and is well aware that she and her colleagues need to think outside the box, looking beyond their technical training to find creative answers and innovative solutions.
The Lab conducts workshops to help their customers, a diverse group of companies known as the Next Consortium, to develop their creative thinking. Ideas are bounced around, after which two or more companies are able to collaborate on projects based on these ideas.
The principle is that because so many ideas fall by the wayside, it is best to come up with as many as possible. This should help increase the chances of hitting on a few good ideas that can generate real income, and help these companies stay ahead of the game.
Although most ideas never come to fruition, the Consortium’s members can work together to try out different possibilities while avoiding the problems a company can run into by pursuing a bad idea on its own. ‘A culture of success can tolerate mistakes, and all great entrepreneurs earn from their mistakes,’ Hsueh says.
So far, the Lab has not laid down hard and fast criteria for judging whether, or how far, to explore a concept. At this stage Hsueh is reluctant to impose revenue targets, as there are numerous projects that do not get off the ground or prove to be impractical. That is all part of the process at The Creativity Lab.

III. Work with a partner. Match phrases 1-6 from the text to the definitions a-f:

        1. get back on track                        a. be realized
        2. think outside the box                  b. be started
        3. fall by the wayside                     c. find the path to success again
        4. stay ahead of the game               d. come up with creative\unusual ideas
        5. come to fruition                          e. keep in  front of the competition
        6. get off the ground                       f. fail to make it

IV. Replace the italicized words in the sentences with the italicized verb phrase in the text of ex. II:
1. I know that you’re not impressed with what John suggested, but why don’t you test his ideas and see how they work in practice?
2. We might suddenly face some big problems if we don’t plan this carefully.
3. I’m trying to work out how we can reorganize the team once David has left.
4. You have to stop concentrating only on what’s been done before, and focus on the future.
5. He suddenly came up with an excellent idea.
6. You should see what other people think about the ideas – someone might know how to develop them further.

Y. Match verbs 1-12  to the most suitable noun, a or b, to form collocations:

1. cut into                        a. the success                          a. the bottom line
2. undergo                       b. change                                 b. progress
3. pursue                          c. the competition                   c. ideas
4. boost                            d. earnings                              d. money
5. tolerate                         e. mistakes                              e. progress
6. cause                            f. a stir                                     f. a discussion
7. shift                              g. the emphasis                       g. the competition
8. explore                         h. a concept                             h. difficulties
9. control                          i. profits                                   i. costs
10. impose                        j. targets                                   j. problems
11. demand                       k. process                                k. precision
12. outperform                  l. earnings                               l. the competition

Put the collocations into the table below.

	Profitability 
	Change 
	Creativity 
	Quality



VI. Read quotation from George Buckley and say what is your idea on the issue of inventions:

“You can’t say – well, I’m getting behind on invention, so I’m going to schedule myself for three good ideas on Wednesday and  two on Friday. That’s not how creativity works”

VII. Work with a partner. Brainstorm alternative ways of saying sentences. The meaning should be the same or similar:

Ex: That’s not such a bad idea. → I actually quite like this idea.
1. I can’t help wondering whether it would be really cost-effective.
2. I’m not sure how this would work in practice, but how about a wider policy on environmental issues?
3. What did you have in mind?
4. I was thinking along the lines of solar-powered laptops.
5. Supposing we were to sell recovered parts…back to the manufacturers?
6. And there’s nothing stopping us from setting up as brokers ourselves, is there?
7. It’s certainly worth thinking about.
8.  We should at least consider it.
9. In terms of marketing, I think it has potential.
VIII. Work in pairs. Think about possible solution(s) of the following problems:
1. You have just found out that key features of the new product or service you are working on are very similar to one that your competitors launched last week.
2. You work in a sector where it is extremely difficult to recruit suitable employees. You are seriously understaffed and demand for the company’s services is huge.
IX. Read pairs of sentences, where the meaning changes according to the position of the adverb. What is the difference in meaning?
1. a. Could I explain in just a bit more detail?
b. Could I just explain in a bit more detail?
2. a. Surprisingly, it’s been a difficult year.
b. It’s been a surprisingly difficult year.
3. a. It was actually one of the most rewarding things I’ve ever done.
b. Actually, it was one of the most rewarding things I’ve ever done.
4. a. I really don’t think we could get away with that – do you?
b. I don’t really think we could get away with that – do you?
X. Choose your most favourite and least favourite technological innovation from the list (or think of your own). Work with a partner and take turns to explain your choices:
· online teleconferencing software
· digital television
· air conditioning
· automatic doors
· self check-outs in supermarkets
· central locking in cars
· electric windows in cars
· MP3 players
XI. Read three conversations where people are being asked for information. For each conversation answer the following questions:

1). How does the person sound when being asked for information (e.g. knowledgeable, tentative, vague, encouraging, lazy)?
2). Why isn’t the information more precise?

1. 
Anna: Tom, I’m in the middle of preparing for the sales conference.
Tom: Oh, yes?
Anna: Yes….and I have to do a short presentation.
Tom: Ah, lucky you!
Anna: I know. More worrying still is that it’s only a month away!
Tom: Yeah, it does seem to come round pretty quickly….
Anna: Yes. Anyway, I’ve got a few ideas, but I still need to bring it all together. I was wondering if you remember what you said last year?
Tom: Oh, erm… let’s see.. Something about how well we were doing, I think! Er, hmm…you’ve put me on the spot here. I am not quite sure now, it seems like a long time ago. I seem to remember talking about defending our strategic position – something like that, in any case.
Anna: OK. And did you talk about the local markets? Erm.. Any kind of analysis?
Tom:  Yes. I am sure I would have done. Erm. And I remember starting off with the short quiz to break the ice…I am trying to think what I would have done with that. I could certainly find it, though, and e-mail it to you if that’s any help.

2. 
Eva: So what do you think of my draft proposal? I’d be grateful for your feedback.
Dan: Yes, it’s not bad. I’d say you’re on the right track. In any case, it’s the kind of thing we’re looking for. It just needs a bit more development.
Eva: More development? ….
Dan: You know, explaining the rationale behind the proposal, why now, and so on.
Eva: OK…what about the opening paragraph? Is it strong enough?
Dan: Something along those lines…. Yeah, you certainly need something like that, to help set the right tone, don’t you? Again, I’d say it just needs a bit more work, really.
Eve: More work?  Could you be more specific?
Dan: Well, I could give you a few general points, but I am afraid I haven’t really got time to get involved in the detail. Anyway, I thought Rob was supposed to be helping you with this?
Eva: Well, yes, I did email him last week, but he still hasn’t got back to me.
Dan: Well, he’ll probably get back to you before the end of this week – that should still give you time to revise your draft.

3.
Federico: Dominique! I thought you were in Germany?
Dominique: No, I got back last night.
Federico: How did the research go? Did you see any interesting interiors?
Dominique: Actually, overall it was quite disappointing.
Federico: Oh, really?
Dominique: Yes. Still, there was one place that was quite interesting….  I haven’t got my laptop with me now, otherwise I could show you some photos.
Federico: Was it typically German? The style, I mean?
Dominique: No, not really. It’s difficult to explain really. It almost had a hint of something oriental – oh, and lots of black and white…it was kind of minimalist.
Federico: A lot of lacquer?
Dominique: Yes, paneling, partitions, you know, that sort of thing… In fact, you remember that Japanese restaurant we went to in London?
Federico: Yes, of course.
Dominique: Well the partitions were a bit like that, but not quite as decorative.

XII. Read the text and be ready to answer the questions after it:

Mobile Interacive Group: Company’s profile

Mobile Interactive Group is the UK market leader in providing interactive services via mobile phones. The company was founded in 2004 by three employees -  Barry Houlihan, Anthony Nelson, and  Nick Aldridge – and since then has grown rapidly to become a multi-million pound business and a key player in mobile software innovation. In four years the annual revenue grew from $ 252 000 to $ 40 million and the number of employees went from three to more than 40. It specialized in mass participation events such as voting on reality shows, and provides billing solutions for premium SMS services, as well as interactive marketing services. Their clients include ITV (UK), TV3 (Ireland), Freemantle Media, and 02.

Handling rapid growth and progression
Background
How to manage rapid growth effectively
It’s every entrepreneur’s dream to start a new company and to see it grow rapidly to become one of the leading players in the industry. However, companies that grow quickly can face unexpected difficulties, such as inadequate cash flow, loss of control, and problems associated with diversifying too quickly. Often these are due to a simple lack of management experience, but they can cause a company to lose sight of their core purpose and, ultimately, to fail.

Here are five tips for managing rapid growth effectively and avoiding some of the major pitfalls.
1. Make sure you have the money to expand. It’s essential that adequate financial resources are in place to support the cash-flow problems that often accompany rapid growth.
2. Employ qualified people to run the company. Promoting from within can be tempting, but just because people have been with the company from the start, it doesn’t mean they have the management skills to deal with the challenges the company faces.
3. Don’t try to run before you can walk. Rapid success brings with it the temptation to diversify away from your core business. This can lead to a ‘watering down’ of the company’s overall strengths.
4. Always remember who your core customers are. Customer service is a vital part of any business – if your customers feel you are neglecting them in order to chase new business opportunities, they will look elsewhere.
5. Stay true to your original vision. Companies that grow too fast can sometimes lose sight of the core values that made them a success in the first place. Never forget who you are and why you’re doing this.
Mobile Interactive Group (MIG) is recognized as one of the fastest-growing businesses in the UK, operating in a sector where technological developments happen constantly. A key factor in the company’s success has been its apparent ability to avoid many of the usual pitfalls associated with new businesses experiencing accelerated growth over a relatively short period of time. So how have they achieved this?
Firstly, adequate financing was in place from the start in the form of a loan from the British government. Then in their second year, when things were really beginning to take off, the company secured a further $ 250 000 from a Canadian investor. Since then, with their track record established, there has been no shortage of potential investors.
Secondly, MIG has recruited carefully. CEO Barry Houlihan has appointed experienced people to key positions within the company to ensure that growth is managed appropriately and expansion plans are met. On the top of this MIG has also appointed an advisory committee to bring wider expertise to the decision-making process.
MIG has also chosen its customers carefully. Instead of pursuing every potential contract, the company has taken a long-term view, carefully selecting who it wants to work with, and has built and maintained close relationships with these clients.

Discussion:
1. Which tips for managing rapid growth do you think are the most important? Why?
2. Do you think the fact that MIG managed its growth so effectively was due to luck, judgment, or both? Why?
XIII. Read about Adamo Automotive Company’s history and discuss what the company’s key strengths are:

Adamo Automotive
Adamo is an independent specialist car manufacturer. The company was establishes in the 1990s by Adam Crees and Morgan Terry who had previously designed and built vehicles for international racing teams. At the time, the company filled a niche in providing high-performance, ‘no frills’ two-seater sports cars at an affordable price.

Company situation in the 1990s
Typical customer profile: young, well-paid professionals aged 25 to 45
Models: the AV1 and the more powerful Capra 
Financial performance: Within five years Adamo had a turnover of over $ 30 million and was producing more than 1000 cars annually. Strong European and American economies and relatively low fuel prices supported growth.
Staff: The workforce were highly skilled and motivated – all employees received stock options. Starting out with a team of only eight, within five year Adamo employed 45 people.
Strength: The cars gained a reputation for innovative construction and distinctive styling.
Weaknesses: Despite being a high-status brand, Adamos offered little in the way of luxury features – the cars were about performance and the driving experience.

XIY. Think about the following:
1. What helps you to move ahead and make progress in your career.
2. What qualities  must a person have to invent\do something new.
3. What are the most important antecedents for creating\inventing new things (interest, attempt to make life easier\better, necessity of intellectual development, etc.)?
















UNIT 8. TAKING A RISK AND SUCCESS

I. Read the following quotations and state your opinion about such notions as ‘risk’, ‘bravery’, ‘courage’, etc.:

“Living at risk is jumping off the cliff and building your wings on the way down”
(Ray Bradbury, 1920)

“You can’t cross a chasm in two small steps”
(David Lloyd George, 1863-1945, British Prime Minister)

“Expert prediction is rarely better than rolling the dice”
(Tom Peters, 1942, Management writer)

So, what kinds of risk can businesses face?

II. Read the interview of a new risk management software package called “Watchman”. What does the writer say about the following points. Do you agree?
· risks in our everyday lives
· risks in the telecommunications sector
· the link between survival and change
· technology versus human skills
 A bold new solution for Risk Management

The world is often a dangerous place to do business in. For an organization to survive it must become adept at identifying and managing possible risks. In our personal lives we do this every day, often without even thinking about it. Before we cross the road, we look around to make sure there isn’t a vehicle heading towards us. And every parent weighs up all potential dangers before allowing his\her  child to run the risk of riding a bike outside. Businesses have to make predicting, recognizing and minimizing risk as natural and habitual as this.
Some risks affect all businesses, such as the unpredictability of economics (inflation), politics (new legislation), and business realities (late payments). However, there are also risks specific to each sector. In the volatile telecommunications sector, a mobile phone company has to anticipate shifting customer taste in a market that is moving so fast it’s hard to look one year into the future, let alone ten.
It’s been said that the species most likely to survive is the one most responsive to change. The problem in risk assessment is that progression and change in today’s world is no longer linear and predictable. The only successful business will be the one that accepts uncertainty and is flexible enough to respond to change as it comes. That’s where Watchman can help. This impressive software accepts a variety of inputs and then produces a stunning three-dimensional graphic display that allows you to view various risk factors at a glance, all against an interactive timeline. Intuitive controls allow you to filter the output to compare probabilities, determine the relative importance of each risk factor and evaluate potential impact.
And, of course, you can alter the variables to gauge how different conditions make an impact – in the hope that this knowledge will help you to avoid exposing your organization to unnecessary risks.
So it’s great as far as it goes, but there is a problem. If the input you provide is incomplete this will affect the quality of the risk analysis. Watchman can’t do the thinking for you and it can’t determine whether a threat is directly relevant to your company. It’s a sound program, but it’s no replacement for the skilled, intuitive work done by an experienced risk manager.

III. Match the verbs and verb phrases in bold in the text to definitions 1-9:
1. make an informed guess that something will happen
2. think carefully about something and decide its value and importance
3. see something and know what it is
4. consider good and bad aspects of something before making a decision
5. reducing something to the smallest possible level
6. put something in a situation where it is not protected from something 
7. encounter the danger of something bad happening
8. carefully calculate and decide something
9. able to regard and understand a situation (or future situation) as true
IY. State your opinion on the following expert’s view:

“Risk assessment should be done regularly, both ‘top down’, from management and ‘bottom up’ by operating units, because each brings a different perspective. It is helpful to have a structured process for the evaluation. Checklists can be useful in ensuring that key areas are considered. However, they may focus managers’ attention on the known risks instead of making them think about new risks arising from a changing commercial environment. Too much focus on checklists and risk registers can lead to complacency: noting down that a risk that exists is not the same as managing that risk. So the best approach incorporates structured procedures, alongside more intuitive risk assessment methods” (Ruth Bender, Senior Lecturer in Finance and Accounting Cranfield School of Management).

Y. Work with a partner. Using verbs and verb phrases from ex. III, discuss what advice you would give to someone considering the following decisions:

- accepting a job with another company
- investing savings in the stock market
- becoming self-employed
- relocating to another city\country

YI. Which of the following adjectives have a positive and which have a negative connotation. Use these adjectives in your sentences or situation:

sensible            cautious           rash                 risk-averse            prudent
reckless            bold                 imprudent       over-cautious        foolhardy 

YII. Read four phrases from employees’ appraisal reports. Which of the adjectives in ex. YI could you use to describe their attitudes towards risk?
1. ‘Luis takes no or few risks’.
2. ‘Anastasia has a balanced, realistic view of risks’.
3. ‘Victoria doesn’t take a sufficiently careful view of risks’.
4. ‘Lothar completely ignores obvious dangers and is largely unworried by risks’. 
YIII. Describe attitude to risk of your friend, relative, colleague, boss, some famous person, etc. How similar is their attitude to your own?

IX. 1). Person A: You are an employee of a large company. Prepare a presentation of your company. 2). Person B: Conduct a PEST analysis of the company:

PEST analysis is a way of analyzing four key external factors that may affect an organization, a business, or a project.
Political – e.g. change of government, change of legislation; impact of corruption
Economic – e.g. change of labour supply and costs; impact of competitors’ behavior
Social & cultural – e.g. change of political opinion, taste or attitudes; population changes
Technological – e.g. new technologies; changing of costs of communications.

For each category in the Pest analysis:
a). brainstorm changes in your company, in the country, or in the world
b). think about the associated risks for your company\project or any possible action points in response to these risks.

X. Read the guidelines for participating in a teleconference. Then think of some topic and conduct your teleconference:

1. Before the call starts familiarize yourself with the agenda.
2. During the call itself enunciate clearly, be concise, and try to avoid making long speeches or talking over other people.
3. It’s often a good idea to identify yourself each time you come back into the conversation – otherwise people can quickly get confused about who’s speaking.
4. When you want to ask a question, nominate the person you want to respond.
5. If no one else is doing it, offer occasional brief recaps. Paraphrase or summarize what has been said -  it’s a good way to help people focus and you can check if  you have really understood.
6. Stay on  the topic, keep to the agenda and encourage everyone else to do the same.(что это значит?)

Think of any other piece of advice to someone participating in a teleconference in English for the first time.

XI. Culture questions: 
1. Are you often interrupted during the meetings? If so, how does this make you feel?
2. What factors would you consider before making an interruption? 
3. Do you think people from different cultures might react differently to interruptions?
XII. Work with a partner. Your company is investigating the possibility of introducing performance-related pay in all offices around the world. Some key staff took part in a short teleconference to compare initial reactions to the idea.

One of the participants is describing the call to his colleague. For each underlined section, discus what each speaker might have said.
‘By five minutes past two we were all online. The moderator nominated the HR Manager to talk about the proposal and our options, because he’s championing the suggestion. I wasn’t sure if I had properly understood what he said, so I asked for clarification to check if I have understood correctly. He gave a much clearer response. After that we all started discussing the main proposal quite usefully. Then the moderator invited the representative from Finance to give her opinion, but she started making a long and irrelevant speech about executive bonuses, so the moderator interrupted her and tried to get the discussion back on topic. We talked about 25 minutes and then the moderator ended the meeting by asking us to summarize the main points that had been made’.

XIII. Which of the methods a-j for establishing rapport would you use:
1. when meeting someone for the first time?
2. when meeting a colleague or friend again after a long time?
3. when meeting a business contact who could help  improve your career prospects?

a. recalling past events in common
b. paying a compliment
c. asking a follow-up question
d. asking about someone’s journey 
e. showing that you already know something about a person you have just met
f. giving a brief summary of your recent history
g. echoing the other person to encourage them to say more
h. joking about yourself
i. being modest about achievements 
j. picking up on a key word in order to extend the conversation 
XIV. Read information about the company and be ready to answer the questions after the text:

Company profile: McCain Foods Ltd.

McCain is one of the world’s most important markets of frozen food, drinks, snacks and ready meals. It specialized in potato products including potato chips (French fries) as well as waffles, hash browns, croquettes, wedges and roast potatoes. McCain is believed to supply around a third of the worldwide market for chips.

Tackling risks:
Background: Out of the frying pan
[bookmark: _GoBack]Recently, there has been growing concern in Europe about the prevalence of obesity, especially among children. Newspapers, magazines, and TV have all taken up the call for a healthier diet. In order to remain successful McCain needs to be aware of such trends and the potential risks they pose to the company. It has always seen itself as careful to listen to and respond to public demand – and has a successful track record in introducing new products to meet the changing environment. Back in 1979 the company was the first to introduce a chip that could be cooked in the oven rather than the deep fryer and this is now widely seen as a healthier and easier-to-prepare alternative to the fried chip. The more recently launched McCain Home Fries oven chip is a huge seller. The challenge for McCain now is to ensure that they are able to market their products in increasingly hostile conditions.

PEST analysis for McCain:

Political:
The growing pressure to make foods healthier has led to widespread discussion of the possibility of higher taxes on unhealthy food, restrictions on advertising (e.g. during children’s TV), regulations limiting what may be sold in schools, requirements to label fat, sugar, and salt content more clearly and even the suggestion of health warnings on packets.

Economic:
Because all adults work in more and more households, the market for quality prepared food seems likely to continue growing. People generally have more money but less time, and seek products that allow them to prepare good food quickly. People have been prepared to spend more on sophisticated, higher-quality prepared products, but a downturn in the economy could see a choice of more basic items.

Social and Cultural:
Recent health advice given to the public has led to a change in consumer demand. There have been many warnings about eating too much salt and saturated fat. The media regularly include chips within the category of unhealthy or junk food.

Technological:
New technology has led to new kinds of ‘functional food’ items (e.g. margarine that helps reduce your cholesterol levels, yoghurts that help your digestion, etc.) to appear on the shelves, claiming to offer positive health benefits. Potatoes are naturally high in vitamin C and natural carbohydrates – but the technological challenge is retaining nutritional value and flavour while making the product easier to use, or usable in new ways.

Questions:
1. McCain Foods Ltd needs to assess the potential risk factors for the company. Look at the PEST analysis of McCain and decide which factors have the most potential to cause problems?
2. Choose three of the factors and think of ways that McCain might respond to the risk involved.
XY. What do you think about the following expert’s view on success?

“Success depends on knowing your market and being able to respond to diverse needs. In a major global industry like tea and coffee, market conditions are very competitive. The challenge is how to meet the needs of both retail consumers (who buy their products at the supermarket) and those who buy their coffee in cáfes and restaurants” (David Molian, Bettany Centre for Entrepreneurial Performance & Economics, Cranfield School of Management).

What is success for you? 


XVI. Think about the following and be ready to discuss:
1. What makes a person to take a risk? What are the situations (from your point of view) worth of taking a risk?
2. What was the most unusual (awful, dangerous) situation when you had to take a risk?
3. Are you a successful person? Work out a list of recommendations on how to reach a success.
4. Is it inevitable to take a risk in order to reach success?































UNIT 9.

CUSTOMERS. ABILITY TO PERSUADE

I. State your opinion on the following expert’s point of view:
“In any business, it is a mistake to invest in facilities for customers without training staff in customer care. Success means building good relationships with customers, and good service means loyal customers. Poor customer service and poor maintenance of customer relations can mean long-term damage to an organization’s reputation and, eventually, loss of profitability. Solutions include better staff training and rewards for good customer care, a commitment to maintaining good  customer relations, and an effective system for responding to complaints and feedback” (Lynette Ryals, Professor of Strategic Sales and Account Management, Cranfield School of Management).

II. Use your personal and cultural experience and answer the following questions:
1. In your own language do you normally use direct or indirect language when informing someone he has misunderstood you?
2. How would you feel if someone corrected your English during a meeting?
3. Would you be more direct in a meeting with native English speakers?  Why?
III. Read the following information and be ready to answer the questions:

Managing customer feedback:
Background:
Limewood Spa is an exclusive country house hotel and spa. It has a very good reputation, but recently it has received negative customer feedback on several websites.

Limewood Spa:
Set in its own country garden, Limewood Spa believes in combining state-of-the-fact facilities with natural therapies. Limewood Spa is unique in being able to offer long, quite walks in its fifty-acre forest followed by vigorous exercise in the fitness centre. We assess your fitness on your first morning and tailor your programme. Our five-star restaurant is run by chefs specializing in healthy cooking.

Customer feedback: 
‘This hotel is set in a most beautiful location. The problem was the restaurant. The service was poor and the food itself was expensive and not very good. When we mention this to the manager, she said that we were the only people complaining, so things couldn’t be that bad!’
‘The room was very nice, and the setting was wonderful. It’s a shame the staff aren’t much helpful’.
‘The hotel was very clean and you could see that the rooms had been refurbished recently. The health spa in the basement was of a really high standard. The main problem was that the staff didn’t seem interested, and only really attended to our needs when we asked them’.
‘We arrived at the restaurant at 9.34 (to be exact), only to be told that the kitchen had closed at 9.30 and we were too late for dinner!’.

Questions:
1. Based on the information given above, what would you expect as a customer at Limewood Spa? Do you think they are living up to their good reputation? Why \ why not?
2. Is it important to act on customer feedback? How much do customers’ comments affect business?
3. How should Limewood Spa respond to the negative customer feedback?
IV. Based on the information presented in the text (ex. II) discuss the following:
1. Limewood Spa needs to do something about the bad feedback it has received from some customers. The hotel manager has decided to contact a firm of business consultants for advice. Read the information below and act out dialogues:
Student A:
You are a hotel manager. Read the reviews from your recent customers:
Customer feedback:
‘The customer service is a well deserved 1 star!’
‘When we eventually arrived at the hotel after bad directions the Duty Manager was really rude to my wife as I was parking the car’.
‘The TV stopped working on the first day and although they promised to fix it, nothing happened’.
‘The staff, on the whole, I am sorry to say were very abrupt and were most definitely not trained in customer service’.

Call student B  who works for a business consultancy:
· Explain that you are calling to ask for some help. You want to improve your customer reviews.
· You would like the hotel to have an image that would attract business people wanting to relax and take a break from their busy lives. ( почему глагол want в континиусе )
· This is a high season and staff are all very busy, but you usually have some free time on Monday mornings and you have a half day off on Wednesday afternoons.
Student B:
You work for a business consultancy. Student A calls you. Ask for more information.
· What sort of reviews has the hotel received? What are the main problems?
· What sort of image does the hotel want to project?
· Arrange to visit the hotel. You are free on Thursday and Friday this week or Tuesday and Wednesday next week.

2. You are now at the arranged meeting. Brainstorm some ideas for how the hotel can offer better customer service and guarantee customer satisfaction. Discuss your ideas and what you are going to do.
Y. Discuss the following:
1. Which of your decisions (both personal and work related) are influenced by the following and to what extent?
· family members \ friends \ colleagues
· media \ advertising
· politicians
· celebrities
· your boss \ teacher
· sales representatives
· statistics
2. Are you easily persuaded? Give examples to explain why \ why not.
VI. Read the following text and be ready to discuss: How does advertising manipulate what we think and what choices we make?

Just how easily are you persuaded?

How many forms of advertising do you encounter on your journey to work every day? Can you remember any of the advertisements? Probably not, but somehow the images you see will make an impression, whether you are aware of it or not. Are we taken in by these messages? Of course we are, because it’s the advertisers’ job to generate demand for the product. But how do they do it? On a very simplistic level, advertising can be divided into three broad areas which identify how we are influenced.
1. Need. Can you imagine life without mobile phones?  It wasn’t actually that long ago (1992) when the Global System for Mobile communications (GSM) started, and less than 1 % of people globally used a mobile phone. Clever marketing promoted the consumption of mobile phones by highlighting their usefulness and the ‘necessity’ of being reachable. Advertisers targeted our busy lifestyles and sold us a tool which made communication possible wherever we were. We didn’t actually need mobile phones, but the need was created and the advertising was then tailored towards it. The mobile phone industry had taken off.
2. Belonging. The images we are shown by advertisers tap into our fears of becoming an outsider. Two of the most basic human needs are love and a sense of belonging, so to show images of families and groups of people having fun together subconsciously plays on our emotions. This powerfully persuasive tool works especially well on young people. Take the soft drinks industry for example; the advertising tends to reinforce an association between young people and the product, appealing to young people’s desire to be ‘cool’ and be part of the ‘in’ group. The product itself then becomes an icon for being ‘in’ and young people are keen to buy into this image.
3. Esteem. As we get older, our urge to comfort becomes less important and we are subconsciously attracted to things which gain us more respect or elevate our social status. Advertisers put across this message by using images which say ‘if you buy this you’ll be more successful, healthier, younger, a leader…’, etc. Therefore, the person who has been holding out for recognition of his or her earning power may buy an expensive car. Often celebrities are selected to endorse a product because the target group aspires to live up to this person’s image. Take the L’Oréal advertisements for expensive hair and beauty products; the celebrities may not all be young, but they look young and declare (in most languages), that it’s ‘because I’m worth it!’
VII. Work with a partner. Think of your own examples of advertisements which target the areas of need, belonging, or esteem and discuss how they achieve this.

VIII. Make phrases matching a verb form A and a preposition\noun phrase from B, then match them to definitions:

	A
	B
	Definition

	to reinforce
	a demand for 
	to encourage people to buy something

	to tailor
	into
	to promote a connection between two things

	to promote 
	(smth) towards a need
	to create the need for something

	to generate 
	an association between  
	to adapt something to suit a requirement

	to hold
	across (message\idea)
	to attract or interest someone or something

	to appeal 
	into
	to wait until you get what you want 

	to live
	on (emotions)
	to notice something and react to it

	to play
	up to
	to use \ exploit something for your own benefit

	to be taken 
	up on
	to be as good as someone expected

	to buy
	to
	to believe in something

	to pick
	in by
	to be persuaded to believe something that might not be true  

	to put
	out for
	to take advantage of someone’s feelings 

	to tap
	consumption of
	to convey some information



IX. Read interviews with Jacob McFarlane, a marketing specialist. Be ready to answer the following questions:

1). What does Jacob say about how advertisers approach selling a product in the US?
2). How are Denmark, Russian, and China different?

Jacob: It’s possible to identify differences in approach with regard to advertising around the world, simply because of the diverse consumer profiles. Erm, if you take the United States as an example…. erm, life is generally pretty competitive in the US, and so you tend to find that a larger percentage of consumers are quite aspirational. There’s a strong imperative to get on and improve yourself in material terms, and that’s the message advertisers are feeding the public on a daily basis. This in turn encourages people to consume more, obviously. As there’s very little to distinguish between most competing products …cars, washing machines, whatever…advertisers have to find ways of persuading the public to buy them. This is increasingly done by focusing on what we might call the customer’s status anxiety. It’s not enough to put forward the facts about the product, they have to use motivational language in order to persuade the consumers how much they’ll benefit from having it. This could be in terms of social status, health, youthfulness, and so on. Erm, for many people it’s become really important to be able to keep up with their neighbours in terms of what they have, what they own and are seen to own – whether it’s a car, the latest kitchen gadget, whatever. It’s all about relative social status. Now, in contrast, if you take a country like Denmark, there are clear differences. Denmark... and, OK, I’m generalizing here, but still…. overall, Denmark is a much less competitive society then, say, the US or Britain. There’s more emphasis on cooperation, on social relationships, and the gap between rich and poor is far smaller. This comparative economic equality and lack of competitiveness is reflected in the low level of conspicuous consumption. Market penetration of luxury items is relatively slow, because most Danes aren’t showy people, they’re just not so materialistic. Consumption is based more on need than on want, so there’s no imperative to own a particular product until it’s reached an affordable price.
And then at the other end of the spectrum are the relatively new consumer economies like Russia and China. And here the whole concept of advertising and persuasion is completely different because most high-end consumer products are relatively new to them. This means advertisers don’t need to use those more, shall we say, exploitative strategies to hook consumers, nor do they need to focus too much on the product’s USP. The majority of new consumers won’t already own the particular product being sold, so advertisers tend to focus on facts about the product and its usefulness, rather than drawing comparisons with another similar product on the market. Now, being aware of these differences between more and less mature markets is essential for advertisers. Getting the approach right – or not – can make or break a product entering a new market….

X. Complete the following comments using the following words and phrases:

materialistic       exploitative       consumer-profile      USP 
motivational      aspirational       status-anxiety            market penetration
1. ‘The way Sam is expected to take leave when he goes to trade conferences is awful. His company just takes advantage of him – it’s so ____’.
2.  ‘We need to think again – there’s nothing at the moment to distinguish our product from the rest on the market. Can’t you come up with an exciting ____?’
3. ‘Klara has a very ____ lifestyle. She’s never satisfied with what she’s got – she always wants to feel that she’s moving onwards and upwards in her career and her life’.
4. ‘Jean-Noel is totally obsessed with money and possessions – he always wants to earn more so he can buy the latest designer products. He’s incredibly ____’.
5. ‘We went to an external sales-training course last week. Absolutely fantastic! The trainer’s approach was really ____. And I can’t wait to try out his ideas.’
6. ‘How  can we  advertise  this  product  when  it’s  got  such  a  high price tag?  It  won’t  be normal people we’re targeting – only those who hate to feel they can’t keep up with the neighbours and who have a high level of ____  ____’.
7. ‘I’ve just heard the competition is developing a similar product to our X1-11. That means we have to ensure ____ ____ is aggressive or we’ll miss out’.
8. ‘The marketing of the new chocolate bar wasn’t very successful. Surveys show the under-20s are buying it, but most potential customers aren’t being reached. We’ll have to analyze our ____ ____ again’.
XI. Discuss some company you know well. How does it market itself? Is it effective? Would such marketing be effective in other cultures? Explain your point of view.

XII. Be ready to discuss the following questions:

1. What are some of the reasons for a company to diversify?
2. How important is it to gain staff acceptance of new ideas and plans?

XIII. Read the following extracts from Ranjit’s presentation and answer the questions:

1). What does Ranjit think will happen if the company doesn’t diversify now?
2). What are the advantages of moving into multimedia advertising?
3). What steps will be taken to help the company achieve this?
4). Why does Ranjit think the company is in a strong position?

1. 
Ranjit: Hi, everyone. Thank you for finding time to join me today. I know it’s a busy period for us at the moment.
We’re here today to seriously consider our future. I know that, like me, you’re concerned about where we’re going. I have been doing some research into our position in the market and what opportunities are available to us, and to tell you the truth, I’m excited. Why? I’m excited because what comes across from talking to you is your collective enthusiasm in what we do and your genuine wish for us to succeed. After all, without your support, my plans won’t be possible.
So what are my plans? Well, it’s become apparent that without moving on from the successful field we’re in, work is going to dry up. Admittedly, things are going well now, but I’m thinking five years down the line. We could be missing out on a great opportunity if we don’t diversify – mind you, this won’t be cheap and it won’t be easy. I’m talking about multimedia advertising. Let me explain…. 
2. 
Ranjit: So that’s my idea. Of course, I can’t expect you to buy into this plan without some facts. Why should we go into multimedia? Basically, studies show that most companies only invest small percentage of their advertising budget in print media. As a matter of fact, most of our customers want agencies that offer a variety of advertising media – they want options. Obviously, this information should ring alarm bells for us. If we move into multimedia advertising we not only benefit from keeping our existing customers happy, we also gain from potentially attracting new customers. OK, that’s the first benefit. Now, the second point is where we stand in the market. At the moment, we’re third in our region for print media. Quite honestly, I’m not happy with that. Compare us to numbers one and two in the market and, to put it brutally, our service falls short. We must offer something more or different to ensure our survival. Not only that. It’s also essential that we increase our customer base. We can’t rely solely on the cash cows. I think multimedia advertising is the answer. In addition to that, I’m convinced our team will enjoy the challenge. So, here are some facts and some projected figures…. 
3. 
 Ranjit: Right, OK. That’s a lot to take in, but having said that, it’s important to remember we won’t be doing it single-handedly. Ravi, our key account manager, actually comes from the field of online advertising so he’s going to be our guru, so to speak. This means we have an in-house specialist. You could argue that we’ll be short-staffed if he’s moved off the key accounts, but on balance this won’t be the case if we appoint Sumitra – his assistant – to take on his clients.
Now, as I was saying before, we’ve secured external investment for our diversification plan and we’ve employed a consultant. I accent that you may not like an outsider telling you what is the right thing to do, but we have to recognize that this person is an expert, and they may well see things, opportunities, that we might not. Anyway, he’s on our side. OK, any other point you want to raise?
Audience: Yes. I was just wondering about…
4. 
Ranjit: So, I think we’re in an extremely strong position. Why? Because we’re reacting now, rather than waiting until it’s too late. Diversifying into multimedia advertising is achievable. No question. Our team will make it work! We’re committed, we’re motivated, and we believe in what we do. You can’t get better than that! 
So, as I said before, investment is in place and I’m very clear that this is the right thing for us to be doing, so I very much hope that you’ll support these changes. Please give serious consideration to how we move forward together. We can’t afford to miss this opportunity, which is why I’m calling on you to work with me to draw up the schedule and …. 

a). Which of the following attitudes does Ranjit convey during the presentation:

      - assertive                    - pushy                    - tentative
      - upbeat                       - enthusiastic           - insincere

b).  Which of the following techniques does Ranjit use to convince the audience and keep their attention? 

- invites audience members to speak
- addresses the audience directly
- asks the audience to do an activity
- uses visuals
- keeps a fast pace
- uses positive language\vocabulary
- plays music
- uses rethorical questions
- uses word stress and intonation
- shocks the audience
- speaks slowly
- uses tripling (lists of three points)
- shouts at times
- speaks with enthusiasm

XIV. Match 1-5 in column A to explanations a to e in column B:

A                                                                         B                    
1. reinforcing the message                                 a. saying why change is necessary
2. acknowledging different points of views       b. making your benefits absolutely clear
3. establishing the need for a change                 c. adding more information
4. asking for commitment                                  d. dealing with counter-arguments
5. building the argument                                    e. getting people on board

XV. Match phrases a-j  with phrases in column A, ex. XII:
a. Not only that. It’s also essential that we …. ____
b. …. having said that, it’s important to remember…. ____
c. We’re committed, we’re motivated, and we believe in what we do. ____
d. I know that, like me, you are concerned about where we’re going. ____
e. We could be missing out on a great opportunity if we don’t …. ____
f. OK, that’s the first benefit. Now, the second point …. ____
g. You could argue that…., but on balance….____
h. …. is achievable. No question. ____
i. Please give serious consideration to .… ____
j. I’m calling on you to …. ____
XVI. Think of an idea for your company or department, it can either be completely new or one that has already been implemented. Prepare a mini-presentation to persuade your colleagues to adopt it. Be ready to ask and answer questions to be sure if you have convinced them.

XVII. Think of some recent news. It could be one of the following:
· company news
· national news
· international news
· celebrity news
· personal news
Try and convince the audience that this news is really important and actual.

XVIII. Be ready to answer the following questions:
1. How would you feel if someone complemented on a) your general appearance; b) a specific part of your appearance – eyes, hair, etc.; c) your belongings, etc.?
2. Do you know of any cultures where these types of compliments are not appropriate?
3. Does it depend how the compliment is made and who is making the compliment? (почему подчеркнуто, все ОК)
XIX. State your opinion on the following: 

The Expert’s View:
‘When expanding your business into a new geographic market, it is vital to gain a solid understanding of the local customer market, the competitors, and relevant target market attributes including supplies, government requirements, and legislation. Moreover, you need to correctly define the company’s current financial, human, and technical resources. This will determine the best mode of market entry: exporting, licensing, joint venture, franchising, or direct investment. It should be noted that in an international business every single aspect of business from contracts to packaging and payments has to have a local flavor. Subtle nuances can make a big difference! Serious planning and preparation can hence make entering foreign markets easier, faster, and much more successful’. (Dr Stephanie Hussels, Lecturer in Entrepreneurship, Bettany Centre for Entrepreneurial Performance and Economics, Cranfield School of Management).

XX. Read the following text and be ready to answer the questions:

FJR  Immo
Company’s profile:
FJR Immo is a small international property company which has recently gone public. Its core business is buying and managing properties for the commercial sector. Its headquarters are in Belgium. It has recently expanded into several international markets and has used local partners in these countries to ensure its success. FJR Immo now wants to initiate a gradual expansion programme into some of its new markets: China, Russia and Brazil. The decision has been made to focus on Brazil first. It has already helped a few clients to find property there, and now FJR Immo considers it an important strategic step towards becoming more established in Brazil to open an office there.

Initiating an expansion programme 
Background
Property company seeks international expansion
Belgium based FJR Immo is on the up. Having successfully conquered the German, Italian, UK and Bulgarian markets, discussions are now in the pipeline for branching out into Brazil. FJR Immo is a relatively young company, but due to its clever strategy it has managed to become a key player in a highly competitive market.

Strategy
FJR Immo’s strength lies in specializing in certain industry sectors, giving them the edge over the competition. At the moment their main client base lies with IT companies. By specializing in this way they now know exactly what IT companies’ requirements are when looking for office space, and can give their local agents a very specific brief. FJR Immo also has a good track record in finding reliable and committed local agents who they work in partnership with – a rare commodity! By supporting them, providing them with international information about the property industry through newsletters, and offering yearly conferences, the agents feel well looked after and their results speak for themselves.

Communication
Expansion doesn’t come cheap, but FJR Immo doesn’t seem concerned by this. Henri Laurent, head of planning, is convinced the stakeholders will buy into the opportunities Brazil has to offer. ‘Our stakeholders are involved in our business planning and kept informed of every strategic move we wish to make. Maintaining an open dialogue with them ensures we are all clear about the direction we’re going in and why. If the stakeholders understand what we want to achieve, it’s easier to move forward and make changes’.

Questions:
a. How has FJR Immo tried to gain an advantage over its competitors?
b. Why might the stakeholders reject the expansion plan?
c. Would you consider expansion into a country such as Brazil a good idea? Give your reasons.
Read the following dialogue – a phone call between two members of the strategic planning team -  and compare your answers to the questions above. What’s the plan action?

Michelle: Hello?
Yves: Hello, Michelle?
Michelle: Yes. Oh. Hi, Yves. You’re phoning about the Brazil project, right?
Yves: Exactly. We really need that financial backing so we’re going to prepare our arguments carefully. I’ve been thinking about it a lot and I’ve drafted some ideas.
Michelle: Yeah, yeah, me too. Erm, you go first.
Yves: Right, well…. I thought we could play on our KPIs – you know, Key Performance Indicators. Use the ones they’re familiar with and highlight how these can tie into our doing business in Brazil.
Michelle: OK, OK…I’m not sure I know enough about them actually – we have KPIs in so many areas.
Yves: That’s OK. I’m putting together a summary of the ones we might want to mention. I mean, being able to measure the success of major areas across a bussiness is a really useful tool, not only for PR. It must be recognized that our control mechanisms will be in place regardless of which country we expand into.
Michelle: Yeah, right, I think you’ve got a point there. Can you send them to me in an attachment?
Yves: Sure.
Michelle: Great. Now, I’ve been trying to anticipate what questions or concerns our stakeholders may have. I’ve spoken to one of them already in an off-the-record meeting to establish what we might be up against. Now, one area is whether we’re ready for this. Apparently, we’re still considered a very new and young company – ‘young’ meaning our employees are pretty inexperienced. Er…, you know we only actually have about five senior managers who hold the majority of the knowledge. They see this as a risk. Another problem is that the market is very competitive. In Brazil we’d be up against larger international property companies, plus all the local ones. The questions they’ll be asking are, is there the demand for another one? And do we know enough about doing busines there - business culture, local economy, …. all of that?
Yves: OK, where do we start?
Michelle: Well, I’ve done some research into the Brazilian property market, so we have some up to date figures. I’ve also spoken to a few of our local agents over there, including the law firm who’ve done some work for us before. They all seem extremely keen to work with us again. So that’s all very positive. I’ll send you the Brazil info, and I suggest we read it through and meet next week. I think it might help if we do a kind of SWOT analysis. ….Er, you know, to see exactly where we stand internally and externally before we decide how to tackle the presentation.
Yves: OK, I’ll call you on Monday, once I’ve had time to read everything …..
a) What are FJR Immo’s internal strengths and weaknesses and external opportunities and threats?
XXI.  Prepare the following:
1. Work out techniques (including verbal and non-verbal means) which can help to persuade a person to do something \ to take your point of view?
2. What qualities can make a person easy \ difficult persuade?
3. Be ready to present some idea to the class and then answer the questions (people can have) trying to persuade your mates to accept it.













UNIT 10. VALUES

I. Be ready to discuss the following questions:
1. How would you define the term ‘values’?
2. How important is it for a company (a person) to have values?
3. Would company’s values (corporate values) influence your decision to be an employee or a customer of that company?
II. Do you associate positive, negative or neutral values with such brands as ‘Ikea’, ‘Skoda’, ‘Microsoft’, ‘Shell’, ‘Gap’, ‘Nestle’?  Why?
III. What do you think each company’s statement says about some values of the culture it originates from?
a. We value integrity, honesty, openness, personal excellence, constructive self-criticism, continual self-improvement, and mutual respect. We are committed to our customers and partners and have a passion for technology. We take on big challenges, and pride ourselves on seeing them through. We hold ourselves accountable to our customers, shareholders, partners and employees by honoring our commitments, providing results, and striving for the highest quality.
b. The five core values underpinning the way we do business are:
Integrity: We must conduct our business fairly, with honesty and transparency. Everything we do must stand the test of public scrutiny.
Understanding: We must be caring and show respect and compassion for our colleagues and customers around the world, and always for the benefit of our country.
Excellence: We must constantly strive to achieve the highest possible standards in our day-to-day work and in the quality of goods and services we provide.
Unity: We must work honestly with our colleagues across the group and with our customers and partners around the world, building strong relationships based on tolerance, understanding, and mutual cooperation.
Responsibility: We must continue to be responsible and sensitive to the countries, communities, and environments in which we work, always ensuring that what comes from the people goes back to the people many times over.
IV. Match 1-8 to a-h, so that each statement completes a verb phrase in the statement in III:

1. We always conduct                         a. sensitive to the needs of the communities we work with
2. We have                                          b. our customers, colleagues and suppliers
3. We work                                         c. achieve the highest quality in everything we do
4. We are committed to                      d. cohesively with all our partners and colleagues
5. We hold ourselves                          e. our business with fairness and honesty
6. We strive to                                    f. accountable to all our stakeholders
7. We pride ourselves                         g. a passion for innovation
8. We continue to be                           h. on our achievements in this field

Look at these values and discuss whether your company\group has these values.

Y. Prepare a presentation of some company (well-known organization) or group. Produce a values’ statement for such company. Are these values important for you?

VI. Read the following discussion about a study of global attitudes to American brands and cultural values by the market research company NOT World and answer:

1). According to the study, why have global attitudes to America changed in recent years?
2). What does Carla say has been the effect on certain American brands?
3). What arguments does Doug make which challenge the results of the study?

Host: …So, Carla, just outline the issue for us, if you would.
Carla: OK. A recently-published study of consumer attitudes worldwide clearly shows a marked decline in respect for American values globally. This study was carried out by the market research company NOT World. And the implications for the American economy cannot be ignored – this view of America is having a potentially disastrous effect on the image of major US brands such as McDonald’s, Coca-Cola, Nike, and Microsoft.
Host: Is it really that serious?
Carla: It could be. NOT World interviewed 30000 people in markets around the world. According to their findings, there are a number of factors that have all had a profoundly worrying effect on their perception of American culture and as a consequence, on many of its major brands. Just for the record, these include recent American foreign policy, which many people see as controversial, corporate financial scandals, and a comparatively poor environmental record. There’s a real sense that America has lost its moral authority in recent years.
Host: Doug, any thoughts on this?
Doug: Well, I just don’t buy this direct link that’s being made. Yes, it may be true that America’s image has suffered, but so have those of many other countries, for all kinds of reasons. I’d like some better evidence, frankly. OK, there may be a downturn in uptake of certain US products – but that could be due to any number of economic factors. It doesn’t have to be because people don’t like America.
Carla: There’s evidence that the number of people worldwide who like and use US-branded products has fallen significantly, and at the same time brands perceived to be non-American have remained relatively stable. It’s not a disaster yet – but it is clearly a warning sign. And in the long term, if attitudes to America become appreciably more hostile, they are saying, the effect on American business could be irretrievably damaging.
Doug: Yes, but, come on…
Carla: OK, right, well, wait, let’s look at some figures. Until 2002, NOP found that brands such as McDonald’s and Coca-Cola were achieving healthy growth, year on year, in terms of their popularity in international markets. But by the middle of the decade the growth in popularity of all major consumer brands – including those from Europe and Asia – had stalled. And recently, this previously positive trend has gone into reverse, with US products the hardest hit.
Doug: But you just said it’s not only American brands that are taking a hit….
Host: … OK, well, let’s try and move this on. Carla, you said that the NOP study found that this unexpectedly rapid decline in interest and respect for American products was reflected in consumers’ views of American cultural values. What values are we talking about here? 
Carla: I’m talking about core values like honesty, freedom of expression, and tolerance. Internationalism, if you want. Increasingly, customers around the world are questioning whether these values still hold true, and whether they want to be associated with them. And this is reflected in the choices they make about the brands they choose to buy. It’s kind of complicated.
Doug: I’m not sure it is complicated. We’re at a time of economic and political change, the balance of economic power in the world is shifting. We already know that there are certain countries in the Middle East and Latin America, for example, where consumers with increasing buying power are – and, incidentally, always have been – unlikely to share American cultural values.
Carla: But the study also found that people in a number of major European markets felt that their own values were significantly different to American ones. For example, only 65 % of British consumers say that they identify with American cultural values. In Italy and France it’s 63 %, and in Germany it’s only 55 %. This is a downward trend we’re looking at.
Host: Well, whether or not this image of America is right, it’s clearly the way we’re being perceived. And presumably it will become increasingly difficult to reverse the trend the longer it goes on. So the question is, what if anything are we able to do about it...?

VII. Match these adverb + adjective combination from the discussion above with the statement below:

potentially disastrous             profoundly worrying             relatively stable
appreciably more hostile       unexpectedly hostile              irretrievably damaging
significantly different            increasingly difficult
a. ‘It’s going to get harder and harder’. ______
b. ‘Compared to earlier, the price hasn’t changed much’. ______
c. ‘The variation between them is noticeable’. ______
d. ‘We didn’t think it would change that quickly’. ______
e. ‘It could be a major problem and we can’t ignore it’. ______
f. ‘I’ve noticed recently that they seem quite negative towards us’. ______
g. ‘We’re really concerned about this problem’. ______
h. ‘We won’t be able to reverse the effects of this’.______
VIII. Prepare a short statement about your company’s values for a group of new employees. Include an explanation of why these values are important.

IX. Think and analyze your negotiation style:

a. How competitive are you during negotiations? Do you like to start with potentially unrealistic offers\expectations?
b. Do you expect confrontation or do you try to avoid it?
c. Do you (prefer to) base your arguments on logic or on emotions? Why?
d. Do you think that negotiation style is connected to culture, to personality, or to both? Why? Can you think of some examples?

X. Rewrite these sentences using an inversion to add emphasis or formality:
1. We will never be willing to compromise our customer-care policy.
At no time___________________________________________.
2. If you joined the union, you would get free advice on this matter.
Were_______________________________________________.
3. There is no situation in which we will negotiate a new deal.
Under_______________________________________________.
4. We wouldn’t have allowed this to happen if we had known about the consequences.
Had_________________________________________________.
5. You asked us to cut our costs and reduce our lead time.
Not only______________________________________________.
XI. Some health and safety rules in your company have been ignored recently, resulting in injuries to the staff. You need to make an announcement to remind the staff of the rules and procedures. Create a formal statement using phrases from ex. VII. Include the following issues:
· fire drills
· driving and cycling on site
· hot food and drink
· carrying heavy loads
XII. Work with a partner. Have a conversation about one of these situations. Take turns to raise the difficult point using appropriate phrases:
1. You share a small office. One of you constantly has meetings with other colleagues in the office. It’s very difficult to work while this is happening.
2. You are in a meeting. One of your colleagues presents some facts and\or figures which you know are completely wrong.
3. One of your colleagues is taking a lot of time off work, officially because of stress, and this is increasing the workload and stress for the other team members.
4. Your colleague has produced some publicity material which doesn’t match the brief they were given – you know they’ve worked hard on this, but it isn’t right.
XIII. Read the following text and be ready to answer the questions after it:

The CarbonNeutral Company:
Company Profile:
The CarbonNeutral Company (TCNC) was established over ten years ago and is the leading carbon offset and climate consulting business, with major clients including Barclays, BSkyB, Honda, and UBS. CarbonNeutral is the company’s registered mark, and is awarded when CO2 emissions have been reduced to net zero. Since it broke new ground with the sale of carbon in the mid-1990s, it has provided clients with a broad range of carbon offset and climate consulting services, helping them to measure, reduce, and offset their CO2 emissions. With headquarters in London, and an international network of offices, it has over 300 business clients and 60 000 individual clients worldwide.

Developing ethically-responsible policies
Background:
The CarbonNeutral Company
How can we help you achieve ‘net zero CO2’?
Through a mix of ‘internal’ and ‘external’ reductions. Internal reduction cover the CO2 which is cut by changing processes, systems, and behaviour. External reductions (or ‘carbon offsetting’) are reductions that we make happen for you. For every one tonne of CO2 produced, we arrange for an equivalent one tonne of CO2 to be saved through a project somewhere else in the world. These projects include:
· Renewable energy: including solar, hydro, and wind as well as biomass and re-use of products like biogas.
· Resource conservation: including energy efficiency, methane recovery, and low-carbon fuel switches.
· Forestry: well-managed, long-term forestry which makes a real contribution to local communities and biodiversity.
Quality standards:

We have developed a market-leading quality assurance programme. Our quality measures include:
· The CarbonNeutral Protocol: This is the standard behind the CarbonNeutral brand mark. It incorporates international best practice and is a public and independently reviewed standard.
· Audit trail: Uniquely, we are the only company trading in carbon credits that commissions an independent third party to verify its carbon business. PWC reviews our operating system and verifies all aspects of our carbon management chain. This ensures, for example, against double counting.
· Guarantee of success: The CarbonNeutral Company guarantees every tone of a carbon offset project.
Contact us today and join the carbon revolution!
· Renewable energy: including solar, hydro, and wind as well as biomass and re-use of products like biogas.
· Resource conservation: including energy efficiency, methane recovery, and low-carbon fuel switches.
· Forestry: well-managed, long-term forestry which makes a real contribution to local communities and biodiversity.
Sky aims to become carbon-neutral:
Perhaps Sky is not the first name that springs to mind when you think of fighting climate change.
But over the last few years Sky has been committed to reducing its carbon footprint and becoming carbon-neutral.
The main method used to reduce its carbon footprint has been Sky’s offsetting policy. Sky has
worked with the CarbonNeutral Company to invest in quality offsetting programmes, including wind power projects in India and New Zealand.
Sky has also worked with TCNC to reduce carbon emissions. It has ensured that all its UK sites
are supplied by renewable energy sources, it has renewed its company vehicle fleet to reduce CO2 emissions, and introduced a ‘switch it off’ campaign to encourage employees to turn off electrical devices that are not being used.
The results speak for themselves. Sky offset 45 000 tones of CO2 in 2006-2007 and is well on it
way to meet the target of 225 000 tonnes by 2011.

Campaigners question offsetting policy:

Green campaigners today labeled carbon emission offsetting policies ‘an indulgence’ and called on companies to start taking their responsibility to the environment seriously. Henry Shanklin, an environmental campaigner from Australia, said, ‘Offsets give the polluter a passport to pollute. By buying offset credits the companies feel like they don’t have to reduce their own emission. They offer peace of mind, but not solutions. We would rather see people and companies change their behavior and reduce their own emissions rather than rely on others to offset them for them.

Questions:
1. What do you think is the best approach for companies aiming to reduce their emissions – carbon offsets or carbon emission reductions? Why?
2. To what extent do companies try to make commercial gains out of their environmental strategies?
3. Who, do you think, should take responsibility for tackling climate change – individuals, companies, or governments? Why?
XIV. Answer the following questions:
1. Is it important for any person to have some values and base his\her activities on them in his\her life\work\study?
2. What are the most important values for you in the life? How do they regulate your behavior, activities, attitude to people, etc.?
3. Work out a list of (national, cultural, personal) values which are important for work in your company (being a member of your group)?
4. Think of a list of values essential for the Russian national and business culture.
























UNIT 11.
CULTURE AND ETHICAL BUSINESS

I. Think about doing some business in another country\culture? Answer the following questions:

1. A common piece of advice to people travelling to another country is: ‘When in Rome, do as the Romans do’. Comment on this expression.
2. How much do you change your behavior if you visit other country for work? Or as a tourist? Why?

II. If you do business in\with a different culture, what is it useful to know about that culture? Read the text and compare your ideas?
Working across cultures:
Professor Geert Hofstede of the Netherlands conducted a study of how values in the workplace are influenced by culture. His research, based on a large database of employees’ values collected by IBM, covered 74 countries and regions.
Working, entertaining, negotiating and corresponding with colleagues from different countries can be quite difficult. One misunderstanding could have a negative effect on months of work. Understanding intercultural differences can help communication with colleagues from other cultures. According to Hofstede, if we compare the key factors in our own culture with those in another culture, we can predict possible difficulties.

Hierarchical or egalitarian? 
Some cultures, like Malaysia and Indonesia, are hierarchical with a caste or class system; and there is often a big difference in wealth between individuals. At work, employees respect authority, don’t usually take responsibility and have a formal relationship with their manager. Other cultures, like Austria and Denmark are more liberal and egalitarian. Managers give their employees responsibility and often socialize with them.

Individualistic or collectivist?
Individualistic cultures, such as the US and the Netherlands, think that individual rights and freedom of speech are important. Personal goals, choices and achievements are encouraged. In more collectivist cultures, such as Korea and Colombia, this self-centered approach is discouraged. A group, such as family, has a big influence on people’s lives and is often seen as more important than business. Companies have a strong work group mentally and praise is given to teams rather than individuals.

Masculine or feminine?
In ‘masculine’ societies, like Brazil and Mexico, the male dominates the power structure. Competitiveness and assertiveness are encouraged, and the accumulation of wealth is important. Many employees ‘live to work’ and take short holidays. In ‘feminine’ societies, such as Sweden and Finland, family, personal relationships, and quality of life are more important. Conflicts are resolved through negotiation, and people ‘work to live’ enjoying longer holidays and flexible working hours.

Cautious or risk-taking?
Some cultures, especially those with a long history such as Greece and Portugal, are quite cautious. They often have religious backgrounds and resist new ideas. At work, people prefer to follow strict rules and do things as they always have been done.

Questions:

According to Hofstede, which cultures:

1) think family life is important?
2) like to be very polite to their manager and\or follow all rules and regulations?
3) adapt easily to change?

III. What cultural peculiarities of conducting business are mentioned in the extracts below? Which of the key factors would you use to describe your own culture?

1.
If you’re working, or doing business, outside your home country, understanding of the local culture is essential. You need to be informed about the culture you’re working in and be prepared to be tolerant of different customs. And, you know, you can make some very expensive mistakes if you get it wrong.
I’ll give you an example. My boss, Tony, …. he used to sell mainframe computers, and a few years ago he was working in the Middle East. One of the big electricity companies said it was interested in buying a new system. Now Tony had been there for a few years, he was familiar with the country and how things worked… so over a period of two or three months, he had a lot of meetings, making contacts, getting to know the right people…. And then a competitor from the US came over – with a better product, and a better price. Obviously he was used to doing things the American way – and then he flew back to the States thinking he had a deal. But he didn’t. In the end, it was Tony who got the contract, because even though his product wasn’t good, he understood the way business was done. The other guy was very, very good at his job back in the States, in a different context…, but in this case, he was actually responsible for losing a multi-million-dollar deal because he completely failed to adapt to the culture, to a different way of doing things.

2.
We run a training centre for employees of multinational companies who are going to be sent abroad for work….for sometimes up to three years…. And they come from many different companies and industries – telecoms, engineering, computers, banking and so on.
Our aim is to help people be more aware of the culture they are going to. This involves all kinds of things. First of all, we give them a basic understanding of the country they are going to – its political system, the social structure, basic cultural norms. We talk about any issues that people are sensitive about – it’s surprising how many countries have taboo subjects, often political, that you just don’t talk about.
In the second part of the course, we look at the most significant cultural differences between the person’s home country and the host country, and we focus particularly on aspects of the work culture – how meetings are conducted, how agreements are made, attitudes to time, the hierarchy in the workplace and how respectful of authority and seniority employees are, how important personal relationships are – all things which will help them adjust to working in the local culture.
And at the end – when they finally arrive at their destination – they will be far more sensitive to important local issues…And their colleagues and people they meet through work will have much more respect for them.

IV. Prepare some information for a person from a different culture who is coming to work in your company. Think about the things below and explain how aspects of your culture influence expected behavior:
- how people behave at meetings
- relationships between different members of staff, e.g. formality
- individual efforts and teamwork
- responsibility
- company’s policy
- social events

V. State your opinion about the following idea:

“Critical incidents are communication situations which the participants find problematic or confusing. They often consist of a misunderstanding, a linguistic mistake, or some kind of cultural faux pas. They are events that can highlight different cultural beliefs and values. They are about ways of behaving that might be interpreted in different ways by different people, particularly when people from different cultural backgrounds communicate with each other”.

VI. Read two conversations describing critical incidents. Which of these situations are mentioned in each conversation? 

1) importance of punctuality
2) questioning an authority figures
3) importance of seniority and titles
4) small talk before meetings
5) saying ‘yes’ to avoid loss of face

1.
Dieter: There was one situation I remember while I was living in Korea. You know I went out there to help with an engineering project?
Tonya: Yeah…
Dieter: Well, I was responsible for a team of telecom engineers, great guys. We all got along very well and I was welcomed into the company as if I’d lived there for years. As time went by, I noticed that things weren’t being done that I’d requested them to do.
Tonya: Oh?
Dieter: Yes. If I asked someone to do something and they said ‘yes’, nine out of ten times it wasn’t done. That was when I was aware we had a problem.
Tonya: Go on…
Dieter: At first I thought it might be a language problem.
Tonya: Well, that’s understandable.
Dieter: Yeah. But it was actually nothing to do with language. And it wasn’t until I talked to a Korean friend that I realized what was wrong.
Tonya: What had you done?
Dieter: Nothing. I told my friend what had happened and he explained that there were two problems…. First, my team didn’t want to refuse my request due to respect for my seniority…. But also, they didn’t want to give an argument why they couldn’t do what I wanted. So their answer was ‘yes’.
Tonya: I see. So, you mean, they didn’t want to admit they couldn’t do what you’d asked them to do…. or to show negativity towards you by saying ‘no’?
Dieter: Exactly. Luckily, I found this out before I confronted anyone about the jobs that hadn’t been done.
Tonya: And did you resolve it?
Dieter: Yes. After that I was a lot more careful what I asked my team to do and how I phrased the request.

2.
Gaby: …. I was responsible for finalizing the new office building in Warsaw along with my manager in the Netherlands. While I was liaising with both the Polish employees and my manager I discovered our two cultures had quite different approaches.
Nico: Go on….
Gaby: Well, for example, when we were finalizing the plans for the office space. My manager wanted glass partitions but the Polish employees hated the ideas.
Nico: Oh?
Gaby: Yeah…  but then I realized they hadn’t actually told him this – they told me and hoped I’d tell him on their behalf!
Nico: So what did you do?
Gaby: I told him! It seems that none of them wanted to question an authority figure. So that was the first problem solved.
Nico: There were more?
Gaby: Oh yes. Another situation occurred when I was mentoring a recent IT graduate, Magda. While we were developing a new database, I gave her the job of asking staff for their views on the database … I even put together a few sample questions.
Nico: What happened?
Gaby: Well, she came back with very little information. I was extremely disappointed … What’s more, the information she had only related to the questions I’d written. She hadn’t written any questions of her own to get useful information for us. I didn’t know what to do. All in all it was a difficult situation.
Nico: So what did you do?
Gaby: Well, in the end I asked Anna, a Polish colleague.
Nico: What was her view?
Gaby: Well, despite Magda’s qualifications, she was still the most junior person in the department, so apparently more senior people would be unwilling to answer her questions.
Nico: Oh, a hierarchy thing?
Gaby: Yes. It came about because of the lack of information about why we were questioning them. It seemed that Magda also wasn’t comfortable with the task, so she didn’t add questions I suggested.
Nico: So how did you solve the problem?
Gaby: Well, I sent out a memo explaining what Magda would be doing and why. I also noted Magda’s qualifications and wrote the memo in English. The reason being that Magda needed to be respected by her colleagues and the English gave the note neutrality.
Nico: And….?
Gaby: It really surprised me, but it worked.

VII. Think of a situation where there was a misunderstanding between you and someone from a different culture. It could be when on business or on holiday. Tell about the incident. Use these ideas if necessary:
1) in a restaurant – ordering food and drink
2) asking for directions
3) on the telephone
4) talking about your own country and background
5) deadlines and dates
6) being unaware of traditions and cultural differences
VIII. Read the following expert’s view and state your opinion about it:

“We have a natural tendency to interpret the behavior and attitudes of individuals from different cultures according to our own pre-conceived ideas of cultural norms. But if we focus only on actions or words that appear to fit these pre-formed views, this can lead to a serious misinterpretation of interactions. To understand other people’s cultural frames of reference and value systems, we need to be self-aware and, by watching and listening to all the signals, remain sensitive to nuances of communication. If we are patient and respectful, make an effort to ‘put ourselves in another person’s shoes’, and to build trust, we can minimize the potential for misunderstanding” (David Simmons, International Development Director and Lecturer, Cranfield School of Management).

IX. Read the text and be ready to answer questions after it:

Investigating an intercultural communication problem
Background
Frustrating time for PCR

PCR is a medium-sized company based in Germany. It produces software solutions for banks and has acquired a news client – a large, well-established bank in Malaysia.
	Since finalizing contracts well over a year ago, very little progress appears to have been made. Employees working on the project at PCR are frustrated because everything is taking so long and ‘cut over’ (the transfer from the old system to the new system) has been postponed for the fifth time. There seems to be reluctance from the Malaysian bank to take on the new system. Constant changes are being made to suit the customer – something that PCR normally works on once the system is up and running, so users can input their problems. Training has taken place on an ad hoc basis and hasn’t run very smoothly – it has often been decided on at the last minute so PCR doesn’t have much time to prepare. Communication has been unpredictable and difficult, and critical decisions haven’t been made.

Questions:

1). What problems might a company face when changing to a new IT software system?
2). What could be the reasons for the difficulties that PCR is experiencing with its Malaysian client?

X. Think and answer the following questions:

1). What are the characteristics of an ‘ethical business’?
2). What effect (positive or negative) can companies have on the environment and the local community?
3). Do you know of any companies that are well known for their social responsibility? Is this a selling point for the company?
4). Do you know of any companies that have an image problem because of their activities?

XI. Choose a word\phrase from A and B to make phrases to complete the questions:
 
A                                              B

act                                            time
share                                        responsibility
take                                          the impact
stay                                          regulations
comply with                            an active part in
reduce                                      true to its principles
donate                                      a strong commitment to
1. Do most companies in your country always ____ or do they sometimes bend the rules?
2. Do you know of any companies that ____, services or money to help local organizations?
3. How can businesses ____ they have on the environment?
4. Why should a company ____ and deal with any pollution that is a by-product of its business activity?
5. Does your company ____ the life of the local community. If so, what does it do?
6. Should a company ____ and values even if this means a loss of profit?
7. What companies in your country ____ protecting the environment?
XII. Which of the nouns used in the following conversation do you associate with the following (explain your point of view):
1. an ethical company?
2. an unethical company?
bribery               responsibility              corruption               greed
values                credibility                    deception                generosity
ethics                 fairness                        prejudice                discrimination

Interviewer: …. and now on business? And we have with us in the studio Shamsul Aziz from Carno Oil and gas Exploration who will be telling us about their latest initiatives in social responsibility. Mr Aziz, isn’t it dishonest to pretend that you’re anything other than a big multinational, motivated by greed, with a reputation for ruining the environment and exploiting local people?
Shamsul: Not at all. We take corporate social responsibility very seriously, because as a leading gas and oil exploration company, we know that we can have a dramatic effect on people’s lives….
Interviewer: Not necessarily a good one.
Shamsul: If I may answer the question … We are proud of our business ethics. Looking after our staff isn’t just something we have suddenly discovered – it’s one of our core values. We’ve always had a strong commitment to our workforce and an ethical approach to the environment … and the communities we work in. We have a reputation for fairness, we work hard to combat discrimination and prejudice within our organization, and we are constantly improving working conditions for our staff. Safety has always been at the top of our agenda but we have schemes in place for education, health and training. We do take care of our people.
Interviewer: Leaving that aside for a minute… How can an oil company have any credibility when it claims to be environmentally friendly? Surely that’s deception…. Your industry is probably the greatest contributor to pollution that there is.
Shamsul: No. Not at all. As for the environment, we can’t say how people should or shouldn’t use oil, but what we can do – and what we have done – is to reduce our own methane and hydrocarbon emissions… and we’ve made good progress. We also support a range of local projects – to take just one example, we provide financial support for turtle conversation in Bangladesh, and have done for several years.
Interviewer: Apart from few turtles, what do you actually do to help people who are affected by your operations?
Shamsul: One of our guiding principles is to give back to the communities where we are carrying out our operations. So, in Sangu, for example, we have established a community project to provide skills training for unemployed youths, and in Rajasthan we have undertaken health initiatives and other schemes to encourage sustainable livelihoods.
Interviewer: Some people might see that as a form of bribery rather that generosity.
Shamsul: I don’t agree. It could be seen as corruption if all the money went to just one individual. But support we provide, the health clinics, assistance to the air ambulance and so on, now these are things that benefit everyone, not just people who work for us directly.
Interviewer: OK, well, if I can now turn to the question of ….

XIII. State your opinion on the following expert’s view:

Ethical business:
“There are higher expectations of business today from customers, employees, and even investors to minimize negative environmental and social impacts, and to maximize positive ones. This is frequently described as corporate responsibility, or running a business in an ethical and sustainable manner. Leading companies have realized that this is not just about risk-minimization – it can also be a way of maximizing business opportunities. Such businesses recognize that a genuine commitment to operating ethically and sustainably can be a source of competitive advantage. Certainly, corporate responsibility cannot be treated as an ‘extra’ – it has to be built into business purpose and strategy” (David Grayson, Professor, Cranfield School of Management).

XIV. Think and be ready to discuss:
1. How does national culture influence business-functioning in a particular country?
2. Work out some ethical norms of behavior in your team\group\office.
3. Do cultural norms and peculiarities help or disturb functioning of international business?

















Appendix 1
World Business Culture

When working in the global commercial environment, knowledge of the impact of cultural differences is one of the keys to international business success. Regardless of the sector in which you operate – finance, technology, or computers and consumer electronics – global cultural differences will directly impact on you and the profitability of your business. Improving levels of cultural awareness can help companies build international competencies and enable individuals to become more globally sensitive. If you don’t have the right level of knowledge about these issues, you are taking a gamble every time you work cross-border – why bet on the future of you business or your career?
Each country’s profile contains information on a range of topics of immediate commercial relevance to anybody working in a global organization or studying international trade.

Doing business in the USA

As the USA has come into the 21st century, it has found itself at a cross-road – assailed by problems both internally and externally. Its unassailable position as the global super-power is under increasing threat from the re-emerging economies of the Far East and its domestic electorate is polarized as never before leading to a state of political stasis. How will the USA respond to these challenges and will it be able to re-invent itself as successfully as it always has in the past when confronted with major dilemmas?
These questions are critical to, not only the future of the USA, but the world. The eyes of the world are on the USA as almost never before and many people are hoping that the USA can mend its ailing economy and give the impetus for a more general global economic recovery.
Yet, despite the current economic difficulties, the USA remains the largest global economy and many of its citizens enjoy a standard of living unimaginable to large sections of the world’s population. It is still an economic power-house and cannot be ignored as a market or as a centre for business innovation and excellence. The rest of the world has to understand the USA and how it operates in the business arena – and US business culture is not as straightforward as many Americans would like to have you believe.
If you want to operate successfully in the US market or with American colleagues or other stakeholders, it is essential to get a really good understanding of how business works in the US and how Americans interact in the work-place. Why are people in the US so time-pressured and why do they expect you to be available 24\7? Are they really as positive and ‘can-do’ as they seem or might that just be an act?
Don’t assume either that if you are a native English speaker (British or Australian, for example) that the language similarity equates to business culture similarities. Many British business people say that nothing makes them feel more European than when they are doing business in the USA – it really is a very different place with its own distinct business etiquette and norms.
This USA country profile is designed as a starting point to help you begin to wrestle with the way things are done in the USA – but it is only a starting point.

American Communication Styles
Communication styles in business in the States are determined by many approaches to business. The desire to debate issues directly and openly leads Americans to be seen by some cultures as aggressive and even rude doing business. Coded speech and verbosity is often seen as time wasting and in time pressured corporate USA, that is a crime.
Thus, when an impasse is reached in meeting situations, the reaction is often to address it directly and ‘with feeling’. This direct, robust debate can often be views by more harmony seeking cultures as signaling the breakdown of meaningful discussions and as the signal to try to abandon the interaction – whereas in the United States it is seen positively and as a sign of definite progress.
Paradoxically, on the first introductions, Americans can seem very friendly, polite and solicitous of your well being, which seems to be odds with the verbal behavior exhibited half an hour later in the meeting. This overt friendliness (Have a nice day! Hi, how are you doing?, etc.) should be taken for what it is – part of the protocol of the language and not  as an attempt at establishing a life-long friendship.
Although coded speech and over-verbosity are frowned upon, the latest ‘management speak’ is often to the fore in business dealings which can make Americans sound extremely jargonistic – almost to the point of obscuring the real message.
Americans are much more open in conversation about private affairs than many European cultures and the converse of this is that Americas will often, quite naively, ask very personal questions at an early stage in a relationship which may be perceived by some people as intrusive (‘What do you make?’).
Technology is increasingly relied on and e-mail is the normal methodology of communication. E-mail messages are expected to be short and to the point – often omitting both the greeting line and the closing line. Do not misinterpret this short form of communication as rudeness or annoyance – it’s just a quick and efficient approach.

Doing business in Britain

This country specific section gives a comprehensive description of British business culture which will help you to interact more effectively with your British clients and colleagues. Although each sub-section on the right focuses on one particular area of business culture in Britain, it is recommended that all the sections are studied in the order they are shown.

British Communication Styles
The British are almost Asian in their use of diplomatic language. Almost alone in Europe (with the positive exception of the Belgians), they strongly place diplomacy before directness in communication. Being very non-confrontational in business situations, the British equate directness with open confrontation and fear that bluntness will offend the other party. This can often lead the British to seem evasive in meeting situations when they are really searching for a way of saying something negative in a positive way.
In addition to being diplomatic, the British also use language in a coded manner preferring to say unpalatable things using more acceptable, positive phrases. Thus, “I disagree” becomes “I think you have made several excellent points there but have you ever considered… ”. And a lack of interest in an idea is often greeted with “Hmm, that’s an interesting point”.
Humour is virtually all-pervasive in business situations. Indeed, the more tense and difficult a situation is, the more likely the British are to use humour. This does not imply that the British are not taking the situation seriously – it is merely that humour is used as a tension release mechanism in the UK and helps to keep situations calm, reversed and non-emotional. Never underestimate a British business person because he or she uses humour in a seemingly inappropriate situation. Humour is a very important and respected communication tool at all levels and in all contexts.
It is better to be self-deprecating than self-promotional in the UK. People who are verbally positive about themselves and their abilities may be disbelieved.

Doing Business in Canada

This country-specific section gives a comprehensive description of Canadian business culture which will help you to interact more effectively with your Canadian clients and colleagues. Although each sub-section on the right focuses on one particular area of business culture in Canada, it is recommended that all of the sections are studied in the order they are shown.
When you have completed the Canadian business culture profile, you may feel you need to learn more about some of the other business cultures you deal with.

Canadian Communication Styles

Canada is officially bilingual and this fact needs to be recognized in your dealings with the country. Thus it is polite to provide French translators of any marketing and promotional literature to be used when trying to enter the market (especially in the area of Quebec). It can sometimes be somewhat difficult to find exact translation for obscure technical terms, in which case using the English phrase would be acceptable.
One striking difference between the US and Canada is that Canadian communication patterns are much more low key. Reserve, understatement, diplomacy and tact are key attributes and contrast sharply with the more direct approach of many Americans.
However, it would be wrong to assume that Canadian communication patterns are more akin to, say the British approach, because although not as confrontational as some other cultures, Canadians still like to be direct and say what they mean. It’s unusual to find Canadians using coded language. ‘Yes’ will usually mean ‘yes’ and ‘no’ will mean ‘no’. Canadians see evasive language as suspicious and would prefer any problems to be put onto the table for discussion.
An increasing reliance on technology means that much intra-company communication is solely e-mail based with phones used ‘in an emergency’.

























Appendix 2
The power of “small talk”

It’s difficult to understand and explain why small talk has such a critical role in socializing with others. Why is it that trying to talk about particle physics at a party is looked down on? In fact, why are parties necessary in the first place? Why can’t we just meet with one another, sit down in a quiet place and exchange our knowledge and insights?
The British anthropologist and evolutionary psychologist, Robin Ian MacDonald Dunbar, has a possible answer: What we call “small talk” or even “gossip” is what our language was originally intended for. That is, sharing of practical or intellectual knowledge is an unintended use of our language. A lot can be explained when you think of it that way.
When we humans work as a team, the combined effect can be greater than the sum of its parts. This is known as “synergy”. 1 + 1 can be 2.3 or even 3. But this is not always the case. 1 + 1 could be less than 2. It depends on how well or badly the team is coordinated. For us to be able to work as a team, like a single organism, we need to have a bonding mechanism. Communicating our objectives and individual tasks does not automatically create a cohesion in a group of people. We need to understand one another at a more personal level. Monkeys and apes achieved this through social grooming, but grooming is not an efficient way to achieve this, because it is one-on-one activity. As more members join the team, at some point, there wouldn’t be enough time in a day to do all the grooming necessary to maintain the group cohesion. The synergistic effect will start to decline. So, if monkeys were to keep growing the size of their teams, they would need to come up with an entirely different method of socializing. Grooming isn’t going to cut it. Enter language. We humans can talk to multiple people at the same time, and we can be doing something else while we are talking. Not only that, we can learn about other members who are not even there. It is much more efficient than grooming, and it is reflected in the size of a cohesive team we can form. For humans, it is 150 (aka “Dunbar’s Number”). For other primates, it’s much smaller. When we have a small talk, we are essentially grooming each other in order to maintain the cohesion of our social network.
This is an incredible theory. It turns the purpose of language upside down. “Small talk” isn’t small at all; it’s the most important use of our language. It is what allows us to work as a team and achieve monumental feats.
Assuming that Dunbar’s theory is correct, we can now answer lifelong questions mentioned above. People are not interested in talking about particle physics at a party because a party is an opportunity where we can learn about more personal and social aspects of one another. And, the reason why we are interested in these aspects is because we want to cooperate with others, help one another, or work together. We see others as potential collaborators, partners, teammates, or a support system.
But what if your goal in life is to be as independent and self-sufficient as possible? In fact, that has always been my own goal in life. My parents touted “independence” and “self-sufficiency” as the highest virtues in life, and naturally their values rubbed off on me too. It is natural to assume that “independence” and “self-sufficiency” would lead to “freedom”, so, this is a very American ideal as well. When your ultimate goal in life is to be self-sufficient, you have no reason to have a small talk with anyone because you would have no interest in maintaining any group cohesion. Learning about the personal and social aspects of someone would be useless to you. You wouldn’t care how Joe and Jane are feeling today, because such information is irrelevant to your independence and self-sufficiency. On the other hand, more tangible, practical, and technical information becomes valuable; whether it’s about particle physics or how to fix an air conditioner. Furthermore, if you are trying to learn something tangible, you wouldn’t want multiple teachers in your room simultaneously trying to teach you multiple things. Acquisition of tangible knowledge can only be done one at a time, like grooming. So, loners don’t see the point of attending any parties.
If you are not interested in being self-sufficient, and would rather work as a part of a team, you wouldn’t care to know any technical or practical details of any topic, because you would just find people who know their stuff and collaborate with them. Such people are called “cooperators”. But for the cooperation to work well, you would need to learn about the personal aspects of your teammates, like how trustworthy they are, how reliable they are, what motivate them, what they like or don’t like, who they get along with, and who they have conflict with, etc. To achieve this, it’s better to have a more personal conversation in a more casual setting. That is, small talk.
Ultimately the literal content of a small talk is irrelevant to the participants. When you ask your business client “What are you doing this weekend?” you are not trying to see if he is doing something that you might also be interested in doing; you are trying to figure out what sort of things your client likes to do. If his reply is, “I’m taking my kids to Disneyland,” you now know he has young kids who like Disney characters, and that your client approves of it enough that he wouldn’t mind taking them to Disneyland. The more you learn about his personal side, the easier it becomes to maintain that relationship.
This is especially true if you are a boss with many employees. It’s pointless to learn everything your employees know. You wouldn’t employ them in order to learn everything they know. You hire them so that you wouldn’t have to learn what they know. Your primary job is to manage the cohesion and the integrity of your team. Are they happy? Are they motivated? Do they like each other? What incentives do they respond to?, etc. You would need to have small talks designed to yield the answers to these questions.
For some “loners”, it’s not that they lack the ability to have a small talk, but that they are blind to the purpose of it. They strive to be self-sufficient and are unaware that other people do not. They assume that everyone else is also trying to be self-sufficient. Naturally, they would feel baffled as to why anyone would be interested in having a small talk. There is nothing funny or stimulating about small talks if you are not a cooperator. Some people assume that if you weren’t born with the ability to have a small talk, you could never have it. This may not be true. If a loner suddenly acquires an interest in cooperating with others, he might have no problem making a small talk.
At a dinner party, Joe, a lawyer, starts talking about the case he is currently working on. It’s something about intellectual property, and he starts explaining all the technical details. Jane is a cooperator, so she is bored to death listening to his lecture. If she ever gets into a legal trouble over intellectual property rights, she could just hire him, so she wouldn’t need to know all the details. She has no interest in becoming a lawyer herself. Jack, who is a loner, is keenly interested in the topic because he owns his own software business, and intellectual property is a topic that concerns him. The more he knows about this topic, the better he would be able to manage his intellectual properties. Jane can no longer stand Joe’s monologue, so she interrupts him and changes the topic: “Hey, Joe, how is your wife and kids?”. Joe is not strictly a cooperator or loner, somewhere in-between, so he can switch his mode. He starts talking about his family, and he also asks Jane how her dog is. At this point Jack is bored to death because he has no use for that sort of information.
Suppose Jack is completely blind to the purpose of small talks, and assumes that everyone else is also trying to be self-sufficient. Even if Jack falls in love with Jane, he would insist on sharing useful and tangible information with Jane because he would assume that she appreciates it as well. The deeper he falls in love with Jane, the more details he would share with her, because he would assume that she is impressed by his knowledge and generosity. But from Jane’s point of view, it’s the exact opposite. She would become increasingly bored and overwhelmed by Jack. This is where self-sufficient loners get into trouble. Marriage is a form of cooperation, so Jane has the upper-hand in this situation. If Jack wants to be with her, he needs to realize that cooperators are more interested in knowing who he is as a person. If he does realize it, he may not have any trouble having a small talk. Once they have kids, this realization becomes even more critical. We humans are social creatures by nature. We cannot entirely avoid cooperation, so the values of cooperators would be more dominant in our societies. Most people want to understand others, and want to be understood by others, as an emotional being first, and as a source of knowledge/information second. When you reverse this order, they are often offended. This is why most business e-mails start out saying things like: “How are you?” or “I hope you enjoyed your weekend.” And, end with expressions like: “Have a good week,” or “Hope to see you soon”.
People often describe boring conversations as “talking about the weather.” This is not “small talk” because it is not an effective way to learn the emotional and social states of your cooperators. “Weather” is a topic we choose when we talk to people we don’t care about (but feel obliged to talk to). “Small talk” and “talking about the weather” need to be distinguished.
“Small talk” is a method of conversation where we choose the topic that is more likely to reveal the emotional and social states of the participants. It’s mutual, we choose it in order to reveal our own emotional states also. Dentists often have photos of their families hanging on their walls. I never understood why people do this. I had always thought that they were just showing off how beautiful their wives and kids were. Now that I understand the purpose of small talk, I see why dentists have photos on their walls. They are inviting their patients to have conversations where they can bond at a more personal level.
Some people are great storytellers, and can entertain and make everyone laugh. But this isn’t necessarily small talk either. I used to think that whoever talks the most and makes other people laugh the most, was the best conversationalist at the table, but now that I see small talk in a different light, I have a different criterion. Often these loud performers do not care what other people are feeling. Their objective too is misguided. They are trying to get as much attention as possible, and they turn every social situation into a performance. They don’t care about social bonding; they are just trying to satisfy their own emotional needs. When you go see a live comedy show, you are not socializing with the comedians; they don’t even know you are in the audience.
Another reason why some people cannot make a small talk may be because they are afraid of revealing their emotional states. They may be perfectly aware of the purpose of small talk but their fear prevents them from participating in it. Some people say, “I hate people”. This is actually impossible. Our genes are programmed to require interactions with other humans. Hating people is like hating air. When someone says “I hate people”, he actually means “I’m afraid of people”, as fear and desire are two sides of the same coin.
To be able to have an effective small talk, you must be able to have inter-dependent relationships with others where you are as eager to offer support as you are to receive it. If you have a dependent relationship, you would only be interested in being heard and understood by others, so you would end up delivering a monologue, and not care about the emotional state of the other person. If you are independent, you wouldn’t have any relationships; you don’t understand the emotional state of anyone, and nobody understands your emotional state either, and the total effect is always the sum of everything you did and nothing more.
I feel that we should rename “small talk” to a “big talk”, and we should stop thinking about “gossiping” as something superficial. Small talks and gossips function as the adhesive of our social networks. They are so critical for our survival that we invented language for them. Thanks to the Internet, sharing of practical and technical knowledge can easily be done with the strangers on the net. It is not critical that we do it with our immediate friends and colleagues. Given that our time is precious, when we meet other people in person, having a “big talk” is a more efficient and productive way to spend our time.


















Appendix 3
Giving a presentation
At some time or other, most of us will have to give a presentation. The idea of speaking in public can be frightening enough if you’re a native English speaker, but it’s even more so if English is your second language.
These eight tips will help you plan a perfect presentation!
1. Know your audience:
To give an effective presentation, you need to know something about your audience. How good is their English? How much do they know about the subject of your talk? Why will they be interested in listening to you? It’s a good idea to find out who is attending your presentation so that you can make the information relevant and interesting to them. For example, a presentation on your company’s financial results to financial analysts will focus on results, reasons and analysis. A presentation on new auditing software will focus on the benefits and features of the software, etc.
Also ask yourself what you want to achieve from your presentation. Sales presentations are different from information-giving presentations, for example. It’s always a good idea to work out what you want your audience to think or do at the end of your talk, as this will help you focus on the language and content of your presentation.

2. Use a strong opening statement or question to interest your audience:
The first minute of your presentation is crucial. In this time you should interest your audience and give them a reason to listen to you. What you say in the first minute depends on your audience and their interests, but it must mean something important to them. Perhaps it is a problem that you know how to solve, or a fact or statistics that they need to know.
3. Don’t forget some physical details:
You’ll need to make sure the room is big enough for the number of people attending, and that you have all the equipment you need. Find out when you are giving your presentation – your audience may be less attentive if it is right before lunch or at the end of the week and you’ll need to make especially sure that the presentation is interesting if it’s at a difficult time.
4. Plan the content of your presentation:
Planning helps you focus on your presentation goals, and minimizes the chances of anything going wrong.
If you know who you are talking to and why you are talking to them, you can put yourself in your audience’s position. You can decide what information to include and how to order it.
Aim to speak for no longer than 30 minutes, and leave time for questions and answers at the end. Remember that it’s difficult to absorb lots of new information, so don’t aim to include too much.

Most presentations can be divided into five parts:

a) Introduction (Get someone else to introduce you to the audience. This gives you credibility as a speaker and means that you don’t have to waste time telling people who you are and why you are there);
b) Overview;
c) The main body of the presentation;
d) Your summary;
e) A question and answer session.

Make brief notes about all points you want to make in your presentation and make a plan. Organize your presentation into main points and supporting evidence.
During the presentation, remember that it is a good idea to refer back to your opening statement and remind your audience why they are listening to you.
5. Use index cards:

Put your points on individual index cards to help you during the presentation. If you put the key words onto cards (1 card for 1 key word or point) you can refer to them at any time if you forget where you are in the presentation.
Use your index cards for any word that you might find difficult to remember, or words that are difficult to pronounce.
You can also use index cards to write the links between points, such as: this brings me to…, now I’d like to move on to…, etc.

6. Keep visuals simple:

Don’t put too much information in visuals and only use them to illustrate information that would otherwise take too long to explain.
Simple graphic visuals such as pie charts and bar graphs work better than visuals with lots of labeling or words. Use colour and different fonts to help information stand out.

7. Practice makes perfect!

Practice your presentation as often as you can using your index cards. By practicing, you will know how long it will take, and where the difficult areas are in your talk. The more you practice, the more confident you will feel!

8. Prepare questions and answers:

You’re likely to have questions at the end of your presentation, so try to think of some in advance, as well as possible answers. The more you prepare these, the better you’ll feel being able to deal with them.
Try to make use of these tips and good luck to you with your presentations!















Appendix 4
Free Resume Writing Tips

Let’s get one thing out in the open – writing a resume is intimidating for everyone, so don’t worry, you’re not alone. What makes resume writing difficult is identifying what to include, what not to, what to highlight, what to de-emphasize, etc. HR professionals and hiring managers receive hundreds (if not thousands) of resumes for any given position; therefore, the bottom line is that they will spend about 10-30 seconds on yours. Organizing information incorrectly could cost you a shot at an interview, unfortunately it’s a very common mistake made by job seekers.
Before putting your pen to paper (or fingers to the keys), begin by determining your objective (do this prior to writing the resume). You should clearly state what sort of a job you want, and know what kind of skills and experiences are needed to do well in that job. Even if you decide to change your job objective later, it is very important that you decide on a temporary objective for now. After your objective is determined, you can structure the content of your resume around that objective. You have a very small window of time to get the interest of a hiring manager, therefore being general and scattered will insure that your resume is filed in the “circular file” – i.e., the trash can. Therefore, it is essential that you take some time before you start your resume to form a clear and targeted objective.
Now that you have your objective, you’re on your way… Keep in mind, the single and most important goal of a resume is to obtain an interview. It’s a marketing tool to get you in the company and in front of your potential boss – that’s it. Once in, you will need to do the sales pitch, and close the deal.
Strive to be clear and concise, as the sole purpose is to have a potential employer contact you for an interview. Bottom line – you should put yourself in the shoes of the resume reader – when looking at the job qualifications needed for the position; what would you be looking for in a candidate.  Obviously, that is what you should include in your resume.
In the body of your resume, use bullet points with short sentences rather than lengthy paragraphs. As noted above, resumes are read quickly (usually 10-30 seconds). Therefore, having key phrases standing alone and bulleted will help the reader see the important information at a glance – while at the same time absorbing the most important information. Again, don’t worry about the specifics; you will go into the details during the interview.
Use action words – words like prepared, managed, developed, monitored, and presented will cause your resume to stand out.
In addition to standing out to a reader – you are also insuring that if your resume is scanned, the computer will pick up on the words. You read correctly, some companies now scan in your resume, and have computers pick the resumes to be looked at. The computers are looking for one thing – they’re looking for keywords that have been picked by the hiring manager. These are action key words that relate to the position; therefore not including them could mean your resume is disregarded as a “non-match”.
You should always use %’s, $’s and #’s. Percentages, dollar totals, and numbers stand out in the body of a resume. Mind, being specific does not mean being lengthy!
Highlight your strengths, and what is most relevant to the potential employer. Due to the fact that most resumes are typically reviewed in 10-30 seconds, put forth the effort and determine which bullets most strongly support your job search objective. Put the strong and most relevant points first where they are more apt to be read. Doing this will hook the reader, and the rest of your resume will reel them in.
Match the needs of the hiring company – review job postings online and in the newspapers for positions that interest you. Each listing will almost always have a brief blurb about the company and the position available. Read the job description closely, and use the key words listed in these ads, and match them to the bullet points in your resume.
Chances are that you have some of these as key points already, however if you have missed any, be sure to add them to your resume. It sounds obvious, but it’s worth mentioning that using a custom resume instead of a generic one will greatly increase your chances of an interview, as you will be a better match in the eyes of the reader – how can you not be? – you’ve tailored your resume to the position.
Above all in your resume and interview – you must be positive. Therefore, avoid including negative and irrelevant points. If you feel your graduation date will subject you to age discrimination, leave it off your resume. If you do some duties in your current job that don’t support your job search objective, do not include them. Focus on the duties that do support your objective, and leave off irrelevant personal information like your race, weight, and height.
Let me give you one tidbit that will improve the appearance of your resume. White space is the open area of an ad, and white space is important to your resume. Open up the newspaper, and take note of which ads first catch your eye. Are they the ads that are jammed full of text and pictures, or are they ads that have a large amount of unused space (“white space”). This is done to grab your attention, as you are always attracted to open areas. For this reason, don’t worry if you are having a hard time filling the page with text; increase your line spacing to compensate – this will increase the white space – and really, that’s a good thing.
How long should my resume be? What size font should I use? – The font size should be no smaller than 10 point, and the length of your resume should be 1-2 pages. Yes, you read correctly; you can use more than one page. But remember, keep it concise. It’s OK to use 2 pages for your resume, however it’s not necessary.
Ask a friend, and get an outside opinion on your resume before sending it off. You should always have a 3rd party or resume critique service review your resume. You are so close to your situation, it can be difficult for you to note all your high points and clearly convey all your accomplishments. Having someone besides you review your resume will allow you to note how others will view your marketing materials – would your resume impress them? If not, why? Don’t settle for – “it’s good”. You must encourage the 3rd party to give you feedback and ask questions. These questions from the reader can help you to discover items you inadvertently left off your resume. Take their comments into consideration, and revise your resume to include these items. In addition to adding in missed items, their questions can also point to items on your resume that are confusing to the reader. This valuable input will allow you to clarify your resume based on this input.
OK, you’re ready to start applying for positions – When submitting your resume, you should apply for some jobs that appear to be above your qualifications, apply to positions that are a match, and apply to positions which may be beneath you. Why? Perhaps the position beneath will turn out to be more than it appeared once you’re interviewed for them. Or perhaps once you have your foot in the door you can learn of other opportunities. If nothing else, interviewing more and more will increase your interviewing skills. Like anything else, repetition will decrease your nervousness, and increase your skills at attacking the tough questions.

Example of the resume: 
Christopher Jones
24 Mansfield Drive, Cheadle,
Cheshire, SK8 3RJ.
Tel: (0161) 999 1234
chrisj@email.com
  
PROFILE:
A Senior Quality Assurance Technician with a wide range of experience in the food industry. Able to work on own initiative and as part of a team. Proven leadership skills involving managing, developing and motivating teams to achieve their objectives. First-class analytical, design and problem solving skills. Dedicated to maintaining high quality standards. 

MAJOR ACHIEVEMENTS:
- Saved the company £50,000 a year by implementing a new quality assurance system.
- Increased the acceptance level of finished goods from 96% to 99%.
- Achieved BS5750 for the production line by rewriting the company’s quality assurance procedures.
- Solved major quality assurance problems which temporarily halted production.

EXPERIENCE:
 
1989 – date GEPO FOODS LIMITED
 	 
1992 – date Senior Quality Assurance Technician 

Gepo Foods manufacture biscuits under the brand name Manu at their Manchester factory. Responsibilities and achievements: 
Managed all quality assurance in Gepo Foods’ Manchester factory and reported directly to the Factory Manager.
Managed a team of 6 people; assigning them tasks, and motivating them to meet deadlines.
Demonstrated the quality assurance procedures to customers on factory visits.
Performed Quality Audits at the factory.
 
1989 – 1992 - Quality Assurance Technician 
Created computer applications with the help of a programmer to monitor the factory environment.
Analyzed the quality assurance system and made recommendations for improvements. These were incorporated into the current quality assurance system. 
Examined equipment in the factory to check that it met the company standards.
Investigated new equipment installed in the factory to make sure that it would comply with quality assurance procedures.

1985 – 1989 - SURRET FOOD PRODUCTS LIMITED
 
1986 – 1989 -	Research Technician 

Surret Food Products manufacture a wide range of grocery products. 
Responsibilities:
- Formulated new product lines and conducted the relevant laboratory experiments.
- Performed a study of the shelf life of various canned foods.
- Tested new products to check that they met EEC guidelines for bacteriological content.
- Conducted a survey on packaging.
 
1985 – 1986  -	Plant Operator 

Worked on the production line at the canning factory. 
Responsibilities:
- Operated the canning machinery producing tinned fruit and vegetables.
- Solved and fixed any production line problems with the help of the service engineer.

TRAINING COURSES:
 
 Various courses including: Quality Assurance, The BS5750 Quality Approach, Team Leadership I & II, Time Management, Report Writing.
 
QUALIFICATIONS / EDUCATION:
 
 BSc (Hons)  in Chemistry at the University of Warwick (1985). 
3 A Levels: Chemistry [B], Maths [B], Biology [B].
 
ADDITIONAL INFORMATION:
 
 Driving Licence: Full, clean.
 
INTERESTS / HOBBIES:
 
 Football, Grand Prix racing, physical fitness - gym.






Appendix 5
Job Interview: Questions and Answers
Congratulations! You have applied for a job and now you are getting ready for that important job interview. Your English is excellent and you are looking forward to making a good impression on your future (hopefully) boss.
The job interview in English contains specific questions and appropriate answers. It also requires a certain flexibility in your usage of tenses. This feature provides tips on job interview questions and answers in English.
When you walk in the room the very first impression you make on the interviewer can have a great influence on the rest of the interview. It is important that you introduce yourself, shake hands, and are friendly. The first question is often a “breaking the ice” (establish a rapport) type of question. Don't be surprised if the interviewer asks you something like: “How are you today?”, “Did you have any trouble finding us?”, “What do you think of the weather lately?”
Don't be surprised by the friendly tone. The interviewer wants to put you at ease (help you relax). Answer the question without going into too much detail. The language you use should be simple but polite, for example:  “How are you today?” – “Good!”,  “I'm fine, thank you, and you?”, “I'm well thank you”, “So, so”, “OK”, “Not so well”. 

What is most important?
Talking about your experience and credentials (qualifications) is the most important part of any job interview. Your qualifications include your education from High School on and any special training you may have done in the past. Your experience is any work that you have done that is directly or indirectly related to the job you are applying for.

Education:
Remember that your education took place in the past. Therefore you need to use the past tenses, for example: “I attended the University of Helsinki from 1987 to 1993”, “I graduated with a degree in agricultural planning”, etc.
 If you are currently a student you should use the following present tenses: “I am currently studying at the University of New York and will graduate with a degree in Economics in the spring”, “I am studying English at the Borough Community College”, etc.
Remember to include any training you may have had when talking about your education. This includes any computer training, correspondence courses, etc. Make sure to mention your English studies. This is very important as English is not your first language and the employer may be concerned about this fact. Assure the employer that you are continuing to improve your English skills by any courses you may be taking, or by saying that you study a certain number of hours a week to improve your skills.

Experience and Qualifications:
Work experience is by far the most important topic of any job interview (at least in the United States and Britain). Therefore, it is important to explain what experience you have in detail. Generally, employers want to know exactly what you did and how well you accomplished your tasks. This is not the time to be modest. Be confident, and talk freely about your accomplishments in past employment.

The tenses you should use are the following:
When talking about current employment be careful to use the present perfect or present perfect continuous. This signals that you are still performing these tasks at your current job, for example: “Smith and Co. have employed me for the last 3 years as a salesperson”, “I have been creating customer contacts for 6 months”, etc. When talking about past employers use the past tenses to signal that you are no longer working for that company, for example: “I was employed by Jackson’s from 1989 to 1992 as a clerk”, “I worked as a receptionist at the Ritz while I was living in New York”, etc.

Talking about Responsibilities:
Most importantly, you will need to demonstrate your qualifications and skills, which are required for the job you are applying for. The job skills that you have acquired in the past may not have been for the same exact job. Therefore, it is important to show how the capabilities you do relate to the job you are applying for.
You only have a few minutes to show how good you really are! And being confident can help you to make the best impression possible.
First impressions:
The content of your resume and the interview process are very important. But even more important can be your general appearance - the way you dress for an interview. First impressions about your professionalism and sincerity comprise a measure by which your qualifications will be considered. If you flunk the first impressions’ test, it won’t matter how good your qualifications are.

Questionnaire:
Are you the right candidate?

Work through this questionnaire as if you were your partner. If neither of the suggestions is appropriate, write in what you think would be right for your partner. Present your conclusions after doing this questionnaire: 

1. You receive a messy letter / job application, you
a). look for the information in it regardless of its general appearance
b). are not impressed however brilliant the ideas are
c).  .........................................

2. You are on the board interviewing applicants; you expect them to be dressed
a). formally in a pressed suit/costume
b). in anything they feel comfortable in
c). ..........................................

3. How would you as a board member dress for the interview?
I would put on.........................

4. Both a man and a woman are ideal candidates for the job and you, as a board member, have a say in the final decision. You would
a). hire the woman after ‘chewing’ on the question for a long time
b). hire the man as the only reasonable alternative
c). hire the wo/man just because s/he is good-looking
d). follow your intuition based on your first impressions
e). toss a coin: if it’s heads, you employ the woman, if it’s tails - the man
f). .............................................

5. When hiring employees, you would give preference to those who are
a). single, with no strings attached, because they are more willing to take risks
b). married because they are settled and used to responsibility
c). .............................................

6. As a candidate, would you prefer to be interviewed by a woman or a man?
a). by a woman because………
b). by a man because……….
c). it doesn’t make any difference because……..
Here are some adjectives you might find useful to complete the following sentences: tactful, intuitive, catty, malicious, biased, reasonable, aggressive, businesslike, knowledgeable, superficial, arrogant, emotional, levelheaded, sensible.

Test.

What is the first impression you make?
Answer the following questions and make a conclusion on what is important:

DRESSING FOR BUSINESS - DRESSING FOR SUCCESS?
Agree     Disagree

1). The way people dress at work usually indicates how tent they are at their work.

2). People should be allowed to wear exactly what they want.

3). Companies who want employees to wear particular clothes pay for those clothes.

4). In most companies the way you dress will affect your chances of promotion.

5). People work best in the clothes they feel most comfortable in.

6). People wearing unusual clothes to work give a bad impression to clients.

7). As long as a person is good at his/her job, it shouldn’t matter what he/she wears.

8). I object to senior female staff wearing trousers.

9). Sloppy clothes mean sloppy work.

10). I wouldn’t have faith in a businessperson who wore jeans to work.

11). Men shouldn’t be allowed to take off their jackets at work even in summer.

12). Bosses should always be smartly dressed.
	
Take into account a few tips: 
	

	
1). You should be aware of the underlying symbolism of your clothing.

2). In business you dress to express personal taste.

3). It is provocative for female staff to wear trousers at work.

4). Women should always wear feminine attire.

5). Women should avoid garish colours like red.

6). Always choose high heels to set off the shape of your legs.

7). The bigger your handbag the better.

8). Have a great variety of jewellery to call attention to yourself.

9). Always wear your boss’s favourite perfume.

10). Your make-up should not show.
Put a cross by the statement you don’t agree with. In groups discuss all the points. Pay particular attention to the 
controversial ones. Argue your points. Group reports back to the class on the point that provoked the most 
discussion.

The most controversial problem was…………….…
Because……………………………………………..….
	





Read the texts and try to continue the ideas: 
Underlying Symbolism: Given all the historical, psychological, cultural and social factors that impinge on the personal dress habits of women, there is as yet, no clear-cut solution to the problem ambitious women must face in investing a suitable costume for their business role. The most important consideration for women is the underlying symbolism of clothing. In business you are not dressing to express personal taste; you are dressing in a costume which should be designed to have an impact. If your clothes doesn’t convey the message that you are competent, able, ambitious, self confident, reliable, and authoritative, nothing you say or do will overcome the negative signals emanating from your apparel.
The most important consideration for women ……….
Be aware of the uniform concept: An amazing number of women dress wholly at variance with the ‘uniform’ of their male associates. Your fir prerequisite is to study the attire of men in your department or company. For instance, if the important men wear dark, conservative suits and red ties, you don’t ‘fit in’ if you are partial to busy prints, exuberant colours, extravagant hats, mod fashions, or lacy, frilly blouses, You may be a genius at that business but probably you will never make it far up that hierarchical ladder.  On the other hand, if you work for a go-go company where hard-driving male executives have adopted high-style Italian jeans, expensive leather boots and suede jack as a trend-setting uniform, you are an eyesore if you appear in inconspicuous navy knits with pumps and a string of pearls.
The first prerequisite for a business woman is ………
Dresses versus Suits: There is a feeling of defenselessness or nakedness about dresses when all the men in the room wear jackets. When you think in terms of symbolism, it seems quite obvious that a man’s jacket is his ‘mantle of authority’. The first thing a man does when preparing for a business meeting or visiting his boss is to wear his suit jacket. Many women executives unconsciously adopt this idea. Some wear dress costumes with a matching or contrasting jackets; others wear sleeveless tunics which seem to serve the same purpose. At any rate, a separate jackets or shoulder mantle of some nature (like a shirt over a T-shirt or turtleneck sweater) gives a feeling of strength and control to women’s appearance.
A woman who hopes to manage affairs and exert authority must avoid any kind of dresses which portray her as wear or indecisive. The ‘little girl’ look is anathema – pinafores, ruffles, cute prints, clinging fabric and feminine frills will contradict any effort to be viewed as forceful.

A shoulder mantle of some nature serves the purpose of………..
The type of clothing businesswomen should not wear is ………..

Skirt suit versus pasts suits: There doesn’t seem to be any difference whether a woman chooses skirts or pants to go with her jacketed costume as long as the skirt is appropriate for her daily activities, Before buying your skirt, walk around in it to make sure you can get into a car, mount the bus steps, climb stairs, or get on the commuter train without looking awkward, ungainly or inept. A clumsy or mincing gait suggests that such a person may be clumsy or inept in other ways. Test it in a mirror and see if it rides up above your knees when you sit down. If your skirt distracts your attention and observers’ attention from the business matter under discussion, it is not acceptable as a work uniform.
Once a woman starts wearing pants suits she finds it very difficult to go back to skirts and dresses. They give absolute freedom of motion, allow you to run or bend over without adopting all the female contortions that impede physical movement. But they must fit perfectly, you should feel as comfortable in them as in a second skin.

A skirt is acceptable as a work uniform only if…………

Colours are ambivalent: Most businessmen find that dark blues, grays, pinstripes and subtle plaids convey the symbol of authority most effectively. However, women executives can probably exert a stronger impression with their distinctive colours or patterns that men cannot get away with. No man could wear a red suit, for instance, but a woman dressed in the red colour spectrum has a definite air of confidence and assurance. Such powerful colours must be counteracted with blending and softening blouses and scarves.
Powerful colours are…………
Wear shoes you can walk in: Foot-crippling shoes have long contributed to keeping women in their place. A serious business cannot be delayed just because an executive’s feet hurt. Urban businessmen do a lot of walking around, and women executives must be ready to join them and keep up with them.
Buy clothes with pockets and dump your burdensome handbag: There’s no denying that women need handbags to transport keys, money, cheque books, glasses, make-up, cigarettes, credit cards, note-books, and assorted sundries between home and office. Nevertheless, there are powerful reasons not to drag encumbrance all over a business office, especially to meetings. The typical male outfit contains an average of nine pockets, while women’s clothes usually have none or no adequate ones, thereby forcing women to carry a hampering weight in the form of exterior hand baggage.
So get rid of the physical and psychological handicap of a handbag; slip your money, papers, comb and lipstick in your pockets. To be able to do this, insist that all your clothes have functional pockets and not cheap imitation flaps. No-pockets - is an inferiority symbol.

Do you think a handbag is functional or burdensome? Give reasons………
Be careful about uniquely accessories: There’s one cardinal rule - don’t wear anything that jingles, wiggles, clanks or glitters. Executive insignia are silent, understated and unobtrusive – never sexy.
Jewellery: Dangling earrings, charm bracelets, chain collection or garish, attention-getting items that distract listeners from what you are saying or ordering will dilute any woman’s authority image. Men seldom have a wardrobe of decorations; they stick to one or two favourites what look (and are) expensive, and wear them repeatedly. So women should avoid wearing junk and select with care whatever they put on.
Perfume: Save it for after-work hours when it can perform its function of making you a desirable sex object. Whether cheap or expensive, perfume is overpowerful and headachy in a small office or a closed conference room.
Make-up and hairstyles: Remember that your make-up and hairdo must hold up under all the exigencies of a business day without excessive attention. It goes without saying that all touch-ups, including lipstick, must be done in private. Naturalness, as opposed to painted artificiality, is the aim.





Appendix 6
Try the following tests identifying your attitude to work, some working habits and behavior at work:
Test 1.
Why do people work? What are the reasons you work (to earn your living, to socialize, to achieve results, etc.):
Interview as many of your group mates as you can, including your teacher. Ask them why they work/ study (CM = classmate):
	
WHY
	YOU
	CM1
	CM2
	CM3
	CM4
	CM5
	CM 6
	YOUR TEACHER
	

	To earn a living
	
	
	
	
	
	
	
	
	

	For the fun of it
	
	
	
	
	
	
	
	
	

	For work’s sake
	
	
	
	
	
	
	
	
	

	To make a major impact, to achieve results
	
	
	
	
	
	
	
	
	

	For self-fulfillment
	
	
	
	
	
	
	
	
	

	To make it big
	
	
	
	
	
	
	
	
	

	To become famous
	
	
	
	
	
	
	
	
	

	To leave a legacy
	
	
	
	
	
	
	
	
	

	To support a family
	
	
	
	
	
	
	
	
	

	Out  of  keen interest
	
	
	
	
	
	
	
	
	

	To gain power and authority
	
	
	
	
	
	
	
	
	



 a). Compare the results in pairs, in fours and then at class level.
 b). Appoint one of the “lazybones” in the class as secretary, who puts the class statistics on the board.

Present the results of the test, stating the main reasons people work. What reasons do you consider the most important? Do the reasons people have influence the quality of work they do? 
 So,  the top 3 reasons why people work are:
1........................
2........................
3.........................
Test 2.

Are you a workaholic?

Work through this questionnaire as if you were your partner. If neither of the suggestions is appropriate, write in what you think would be right for your partner.

NOTE: If you haven’t had any work experience, do this test as a simulation exercise (i.e. imagine an office situation with the established hierarchy):

1. You work
a). for work’s sake
b). to make a major impact
c). ……………………

2. After work you need to relax. You know this
a). but never get down to it because you thrive on pressure
b). and you do it regularly
c). .................................

3.  In the decision making process, you are in favour of
a). delegating authority
b). centralized authority
c). …………………….
4. When choosing subordinates / co-workers you make it a point to 
             a). surround yourself with competent people
b). outsmart the people at work
c). .................................

5. In your work strategy, you
a). foster a nose-to-the-grindstone strategy
b). are overwhelmed by work and events
c). set goals and stick to them
d). ................................

6. Your communication with people at work is
a). nothing to be proud of
b). businesslike and efficient
c). .................................

7. About work, you often
a). get/give useful feedback
b). mistrust what anyone has to say
c).  ................................

8. Your work habits make you
a). labour at your desk from dawn to dusk
b). do overtime only when it’s reasonable
c). .................................

9. When you are working on a project, you focus on the
a). quality of work
b). volume
c). .................................

10. Your family life is in shambles due to your long working hours.
a). Yes
b). No
c). ..................................

11. Your kids are doing poorly at school.
a). Yes
b). No
c). ...................................

12. There is a pain in your chest / back.
a). Yes
 b). No
 c). ..................................

13. You have difficulty sleeping at night even though you are exhausted.
a). Yes
             b). No
c). ...................................

14. Family and health risks are part of the price you have to pay for success.
a). True
b). False
c). ...................................

Compare your notes with your partner(s) and challenge any point on which you disagree.
a) Now do the questionnaire for yourself.
KEY:  Why do you work? What is your general attitude to work?

1. a-1, b-0                     6. a-1, b-0               11. a-0, b-1
2. a-1, b -0                    7. a-0, b-1               12. a-1, b-0
3. a-0, b-1                     8. a-1, b-0               13. a-1, b-0
4. a-0, b-1                     9. a-0, b-1               14. a-1, b-0
5. a-1, b-0                   10. a-1, b-0    

0-5 pts: Congratulations! You are an OPTIMAL PERFORMER. You have a passionate commitment to work but are not addicted to it.

5-10 pts: Be careful! You are not yet a workaholic but very close to it. Think again about your priorities.

10-14 pts: Take heed! (осторожно) You are an EAGER BEAVER. You ate overdoing your work-first commitment. A workaholic is not necessarily beckoned to the executive suite but may well be a candidate for cardiac arrest. Don’t despair, there’s hope yet!


Test 3.

Test your attitude to work. Sum up the results of the test presenting your main ideas:
If you have no substantial work experience, do this test as a simulation exercise (i.e. imagine an office situation where you work together with different types of people).

1. There is a variety of emotions among people who work together. But emotions are highly contagious; to create a positive atmosphere at work, do you think people should:
a). be encouraged to express their feelings clearly
b). be discouraged to act on feelings because they may often spread ill will
c). make a conscious effort to spread the effects of positive feelings to create an effective and humane
working atmosphere
d). ............................................

2. Are you aware of the emotional effect you have on others? Do you make them:
a). tense
b). relaxed
c). enthusiastic
d). subdued
e). open
f). guarded
g). .............................................

3. When you feel good, do you:
a). pass it on, sharing the positive mood
b). lose the potential ripple effect of your own good mood by buttoning up
c). ……………………………..
4. When you feel rotten, do you:
a). fight back at the world
b). bottle up your negative feelings
c). get to the root of the problem and talk it out with someone sympathetic
d). .............................................

5. At work, someone vents anger or frustration on you. Is your reaction:
a). to get rid of it by accepting and passing it on
b). to stop it spreading by offering your sympathetic ear
c). to refuse to get caught up in the ill feeling
d). ..............................................

6. You see a colleague heading off on a vindictive errand; do you:
a). offer to carry the message instead, and pass on the information without the emotional overload
b). suggest that the upset person takes the rest of the day off
c). snuggle down in your seat with a knowing leer on your face
d). ..............................................

7.  Misunderstanding often creates, unwittingly, all sorts of emotional ripples. To avoid wrong interpretations, do you:
a). keep your message direct and to the point
b). choose your tone and words in keeping with the content of what you have to say
c). concentrate primarily on clear articulate speech
d). check if you are being understood by asking questions to make sure
e). write detailed memos
f). ................................................

8. If colleagues at work seem unduly angry or more tense than the situation warrants, do you:
a). ask about the inexplicable emotional display to make them realize the impression they’re making
b). join in with a grim smile
c). tell them to pull themselves together
d). ………………………………

9. In interacting with people, do you:
a). tune in to the emotional waves fluctuating around you
b). adjust the ways you express yourself to produce the effect you intend
c). ever manipulate, artificially, to make the most effective emotional impact
d). always work within your personality regardless of the atmosphere around you
e). ……………………………….
Test 4.

Do you often just waste your time?  How do you deal with time wasters?

We are only humans:

An urgent job has to be completed in two hours. You can just manage it if you can give it your undivided attention, with no interruptions. Then somebody catches you in the corridor or the staffroom and insists on discussing a “very important” problem with you. It may, of course, truly be something that is of greater importance than the job you are working on. Too often, however, you find you are being bothered at crucial times by matters which you should never have to deal with. Hurrying to make up for wasted time, you are sure to do a less efficient job than normal.

Telling people bluntly that you are too busy to listen to them may not be the answer. But how do you deal with time-wasters?

Here is the list of different types of people. Find Russian equivalents, try to explain and answer the questions:

- the woeful complainer
- the full of ideas
- the compulsive joker
- the interfering Know-All
- the constant Panicer
- the territorial Paranoid
- the indecisive Timid
- the Rumour Monger
- the Hyper Active

Which type do you have to suffer the most often?
Which type do you find the most difficult to deal with? Why?

Test 5.

Answer the following questions and conclude what is the most important in dealing with people:
Getting along:

While doing the questionnaire discuss it. If you have no substantial work experience, do this test as a simulation exercise - imagine a situation where you have to work and cope with all kinds of people:

1. To achieve office harmony is not easy because
a). office workers are so committed to devious little games that they have forgotten what the company produces, sells, etc.
b). an office is like a war zone of neurotic combat spurred on by personality conflicts, backbiting and backstabbing
c). ………………………….

2. People who are difficult have learnt to be that way because
a). being difficult works for them
b). of their loveless childhood
c). they are nervous wrecks
d). they are unappreciated geniuses
e). …………………….…..

3. Here are some of the “subspecies” of people who are hostile aggressives. Match the name with the definition:
	A. Tanks                      B. Snipers                            C. Exploders


a). those who yell, curse or cry all of a sudden
b). those who are pushy, loud and know what is best for their fellow workers
c). those who shoot at people through the camouflage of sarcasm or irony

4. The basic strategy to deal with loud, pushy people, is to
a). fight them till they explode
b). look them straight in the eye and state your disagreement
c). let them blow off some of their steam
d). .......................................

5. To neutralize those who kill with their snappy sparks, you should
a). make them overt in their attack - smoke them out
b). push them hard to backtrack and make them lose face
c). let them get out from under their attack
d). .......................................

6. To fend off those who curse and/or yell habitually, you should
a). let the tirade crying jag spin itself out and end in a guilty apology 
b). distance yourself
c). leave the room saying you will return in five minutes
d). .......................................

7.  Dealing with a complainer – whiner, it is a serious mistake to
a). agree
b). disagree
c). paraphrase the complaints back to them
d). react by noncommittal but encouraging ‘ums’ and ‘ahs’
e). ........................................

8. Locate the mistakes in the sentence and correct them.

Analyst indecisives are those who are afraid of making enemies, and  be-nicers are indecisive because they are afraid of making a mistake.
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