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HHOACHIOBAJIBHA 3AITHCKA

3HaHHA iHO3eMHHX MOB € BHMOTOIO CbOTO/leHHd. BiaxpuricTb
CYy4YacHOTO YKPaiHCbKOrO CYyCHiJbCTBa, akajaeMidyHa MOOiJbHICTH
CTY/IEHTIiB 1 TIKOJSIPiB, HAYKOBI KOHTAKTH Ta OOMiHU, SCKPABO
BUsiBJIeHa Mpodecilina CcrpsaMOBaHiCTh BUBYEHHS iHO3EMHUX MOB
BU3HAYAIOTh BUCOKWI COIiaTbHUN MPECTIK JiHTBiCTUYHOI OCBIiTH.
3okpema, 06pa3 CydyacHOTO crieriajgicta B Oyab-sKiil cdepi 3HAHD
Ta JigJAbHOCTI HEMOKJIUBUNA 6e3 3HaHHIA Xo4ya 6 oaHiel iHO3eMHOT
MoBu. HarambHo TOTpe6oIo € TakoK IMi/IBUIIIEHHSI KOMYHIKaTHBHOI
KOMIIETEHTHOCTI.

Oco0MBO BaXKJIUBUM € YCBIIOMJIEHHS CYCIiJbCTBOM TOTO (haKTy,
10 BUBYCHHS iHO3EMHUX MOB 1 KyJIbTYp CIIPUSC He TiJIbKU PO3BUTKY
OKpeMoi 0cOoOMCTOCTi y CBiTi, MO AUHAMIYHO 3MiHIOETHCS, a H
TapMOHIHHOMY PO3BUTKOBiI BChOTO CYCIIiJIbCTBA, BUXOBYE MOBAry 10
pPiAHOI KyJAbTYpPH, TOTOBHICTD 0 AiaJOTy, TOJEPAHTHICTD IO iHITAX
MOB i KyJIbTYP, 34aTHICTh 10 MIXKKYJbTYPHOI B3a€MO/iI.

YkpaiHa gk HesaseskHa /iepsKaBa 3/iHCHIOE BasKJIUBI 3aX011 A5
Toro, 106 yBiliTH y CBiTOBY CIiJIbHOTY. EKOHOMiYHI Ta mosiTuyHi
pecdopMu CIpUYMHIIN SK iHTEpHAI[iOHATI3aIliI0 YHIBEPCUTETiB, Tak
i 3pocranHs MoOGigbHOCTI BUKJamadiB i cryaeHTiB. CycHiabcTBO
HOTpeéye O6inbire creniaaicris, dKi MOJKYTb IIpaloBaTu Ha
MI’KHapOJAHOMY PiBHI.

Y 11bOMy KOHTEKCTi 3HAYeHHS aHTJTiIICbKOT JIiJTI0BOT MOBH SIK 32C00Y
JIJIOBOTO CITIJIKYBaHHS HAOyJIO0 Ha/3BMYaiiHol Barw y cdepi ocsitu
B Hallliil KpaiHi.

Mera BuBueHHs Kypey “InosemHa ginioBa moBa (anruiiicbka)” —
[IPAKTUYHE OIaHyBaHHA CTYJEHTaMM CHUCTEeMM aHIJIiCbKOI MOBM Ta
HOPMaTUBHOI 6231 11 PyHKIIIOHYBaHHS B KOMYHiKaTHBHO-MOBJICHHEBUX
curyaitisx y cdepi ixuboi MaitbyTHbOT 1IpodeciiiHol /istIbHOCTI, sSIKicHA
Mi/IrOTOBKA JI0 iHIIOMOBHOTO CIiJIKyBaHHs y npodeciitniit cdepi Ha
OCHOBi CBiTOBOTO M0CBily Ta pexoMenmatiii Pagn €spomnm.

B ocnoBy kypcy nokJiaieHo IPUHITUITNA CUCTEMHOCT], KOMYHiKaTUBHOT
ta npodeciiiHoi crnpsAMOBaHOCTI HaBYaHHS, iHTEPAKTUBHOCTI,
iHTerparii Ta MOBJIEHHEBO-PO3YMOBOI aKTUBHOCTI.

3aCBOEHHS CTPYKTYPH MOBH Bi/I0YBAE€THCS B THTIOBUX KOMYHIKAaTHB-
HUX KOHTEKCTaX i OCHOBHUX BHMaX MOBJIEHHEBOI /IisJIbHOCTI (ayai—
I0OBaHHi, TOBOPiHHi, YATAHHI, MIHACHMi ).



[lepen6aueno QopmyBaHHS y CTY/IEHTIB HaBUYOK CaMOCTiifHOT
po6oru, mnocriiiie HAOYTTS HABUYOK YUTAHHS Ta PO3yMiHHS
aHIJIiiicbKol crneniajgizoBaHol JiTepaTypu B KOHTEKCTi Cy4acHOTO
SKUTTS i 11eBHOT cdepu TPY/I0BOI JisSLTIbHOCTI.

Mucintina “Tnosemua gisosa Mosa (anruiiicbka)” € HACTYITHOIO
JUId BUBYEHHS CTyJeHTaMH Hanpsamy “MeHe/’KMeHT opraHisariit”
TmicJis BUBUEHHS Aucuiiing “Inosemua moBa (anrJiticbka)”. TakuM
YUHOM, KypC iHO3eMHOI J/iJI0BOi MOBU Iiepe/i6adyae BUKOPUCTAHHS
HAGYTUX TIiJ[ Yac BUBUYEHHS TONEPEHbOI HABYAIBHOI JUCIUTIIIHI
3HaHb, YMiHb i HaBMYOK [J4 iX MOJAJBIIOTO yJOCKOHAJEHHA Ta
PO3BUTKY.

OcHoBHI 3aBJaHH JUCIIUILIIHNI:

HABYUTH MaiiGyTHbOro (axiBilsd BiJbHO OpieHTyBaTHUCS B
cydacHoMy iH(MOPMAIiiHOMY MOTOIli 3 METOI0 BJIOCKOHAJIEHHS
YMiHb i HAaBUYOK;

VIOCKOHAJIUTI KOMYHIKATUBHI YMiHHS I HABUYKYM BOJIOJiHHS
AHTJiICHKOIO MOBOIO;

cchopmyBaTu y CTY/IEHTIB CydacHi ysiBJEHHS 1IPO peaJiii sKUTTs
B iHIIIOMOBHUX KpaiHaXx;

HABUUTU Q/ICKBATHO [IOBOAUTUCA B PI3HUX KUTTEBUX CUTYALiAX
JiJIOBOTO CIIJIKYBaHH,

miJIroryBaT MaiibyTHbOro (haxiBIlsd /10 HAYKOBOI [isSIbHOCTI,
IIPOJIOBKEHHA OCBITH.

Hampukinti Kypcy CTyIeHTH TOBUHHI yMiTH:

BecTu Gecily-iasor npo6JeMHOr0 XapakTepy BiJMOBIAHO 0
IIPOrpaMHO] TEMATUKH;

pO6UTH CaMOCTiiiHi YCHI MOHOJIOTiYHi MTOBi/IOMJIEHHS aHTJIHICHKOIO
MOBOIO 32 TEMATUKOIO KypCy;

pedepyBatn (YCHO Ta IMCHMOBO) OPHUTiHAJbHI PISHOCTHIBOBI
TEKCTH,

3/IiICHIOBATH aJICKBAaTHUI TepeKJaJl 3 aHTJIiHCbKOI MOBU Ha
YKPaiHCbKy Ta HABITAKW TEKCTiB, 1110 BiJAMOBiAIOTb TEMATUI
Ta PiBHIO CKJAHOCTI KypCy.



HABYAJIBHO-TEMATHYHHH IIJIAH
BUBUEHHA OUCUUNITITHU

“THO3EMHA JII/IOBA MOBA (AHIJIIFICBKA)”

Hassa remn
op.

Crparerig nignpueMHuiproi gissibHocti (Business Strategy)
KynbrypHi sigminaocti (Cultural Issues)

Bin6ip naBuanHs Ta yaockonasieHns menepkepis (Managers” Selection,
Training and Development)

Menemxkep — 1e... (The Manager)

Menemxment opranizaniit (Organisations’ Management)
ITponyxrusHuii Mmenesrment (Value-Added Management)
Iepcniektusu po3BuTKy MeHekMenTy (Management Development in
Perspective)
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ITPOTPAMHHH MATEPIAJT
00 8uB1eHHA OUCUUNIIHU

“IHO3EMHA JII/IOBA MOBA (AHIJIIHCHKA)”

Tema 1. Cmpamezisa nionpue MHuubkoi dissivHocmi
(Business Strategy)

Crpykrypa xommnanii (Company Structure).
Beecitabo Bigomi kommanii (Global Company).
Beecsithbo Bigoma npoaykitisi (Global Product).
Buxia na csitosuii punox (Entering a foreign market).
Mixknapoaui saurta (International Mergers).

Bisuec y XX croairri (Business in the 21 century).

Jimepamypa: a) ocuosHa [1; 3; 4; 10—12; 14; 15; 17; 18; 20; 21];
6) monarkosa [2; 5-9; 13; 16; 19]
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Tema 2. Kyavmypni eiominnocmi (Cultural Issues)
a. Hopmu noBeninku, npuiingaTi y KoMmmnanii
(Corporate Culture).
b. Tno6anbui kap’epu (Global Careers).
c. Menemxment (Management).

Jimepamypa: a) ocuosHa [1; 3; 4; 10—12; 14; 15; 17; 18; 20; 21];
6) monatkosa [2; 5-9; 13; 16; 19]

Tema 3. Bid6ip, nasuanns ma yoocKkoHaANeHHS
Mmenedokepie (Managers’ Selection, Training
and Development)

Maricrepcbki mporpamu JisioBoro aaminicrpysanus (MBA).
[Tin6ip nepconany (Recruiting).

Bin6ip menemkepis (Selecting Managers).

Hapuannga menepxepis (Training Managers).

VY nockonanenns menemkepis (Management development).

Jdimepamypa: a) ocuosHa [1; 3; 4; 10—-12; 14; 15; 17; 18; 20; 21];
6) monarkosa [2; 5-9; 13; 16; 19]

e

Tema 4. Mened:xxep — ue... (The Manager)

a. Jlymatu rio6ajibHO, JisITH JIOKAJIBHO
(Thinking global, acting local).
b. Illnax o Ton-menemxmenty (Routes to Top Management).
c. Po6ora 3a xopaonom (Overseas Postings).
d. Po6ota B cBOill kpaini micas HaBuanHsa (IIPaKTUKK) 3a
kopgonoM (Returning Home).

Jimepamypa: a) ocuosHa [1; 3; 4; 10—12; 14; 15; 17; 18; 20; 21];
6) momatkosa [2; 5-9; 13; 16; 19]

Tema 5. Menedxxmenm opeanisauiii
(Management of Organisations)

a. OcHoBHi pucn “rio6ajbHOro” MeHeKepa
(Characteristics of a Global Manager).



b. Pesynbratusuuii menemrment (Result-focused Management
Development).

c. Menepxepn Ta yIOCKOHAJIEHHS JIOJACBKIX PeCcypciB
(Managers’ Roles in Human Resource Development).

d. TIpaunisuuku ta menemkepu (Employees and Management).

e. MeHemkepu Ta ajMiHicTpalis
(Management and Administration).

Jimepamypa: a) ocuosna [1; 3; 4; 10—12; 14; 15; 17; 18; 20; 21];
6) monarkosa [2; 5-9; 13; 16; 19]

Tema 6. IIpodyxmuenuii meneodxmenm
(Value-Added Management)

a. o rake MPOAYKTUBHWUIA MEHE[)KMEHT ?

(What is Value-Added Management?).

Kowmmiekche kepysanns skicrio (Total Quality Management).
Yupasainns npoekramu (Project-Based Management).
Hosartopcrso (Courage to Innovate).

®dinocodia 6isnecy (Business Philosophies).

Jimepamypa: a) ocuosHa [1; 3; 4; 10—12; 14; 15; 17; 18; 20; 21];
6) nogarkosa [2; 5-9; 13; 16; 19]
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Tema 7. Ilepcnexmuéu po3eumxy meneod:kmeHmy
(Management Development in Perspective)

a. Yu HeoOXiJIHO MeHe/KepaM yI0CKOHATIOBATICE?
(Is Management Development Relevant?).

b. Hosi Bumoru g0 yminb MeHemkepa (New Requirements for
Management Skills).

c. Oco6anBocti ynpaBiiHHS iHGOPMailfHUM CyCIiJIbCTBOM
(Management of Information Society).

d. Kommerenrhicts MerepkepiB Maiibytaporo (Future Required
Competences of Managers).

Jimepamypa: a) ocuosua [1; 3; 4; 10—12; 14; 15; 17; 18; 20; 21];
6) nmonmarkosa [2; 5-9; 13; 16; 19]



CAMOCTIHHA POBOTA CTY/EHTIB

Po3BUTOK y CTy/IeHTiB HABUYOK CaMOCTilfHOI po6oTH nepegdadae
BUKOHAHHS [[OMAlllHiX 3aBjaHb (YNTaHHS, MEpPeKJaj i mepekas
TEKCTYy, JEeKCUKO-TpaMaTU4YHi BIPaBU, IUCbMOBHI IlepeKJal,
[i/[I'OTOBKA IMOBIiJIOMJIEHb TOIIO), BUKOHAHHS KOHTPOJBHUX POOGIT,
IIPOCJIYXOBYBaHHA ay/lioKaceT, IeperJid/] BijeoMaTepiatis.

Oco6/mB0 6araro yBaru IIiji 4ac caMOCTiiiHOT pOOOTH CTY/IEHTIB
NPUAIIAECTHCA NiATOTOBII YCHUX IIOBIIOMJICHD, AiaJOriB i MOHOJIOTIB
aHTJTiIChbKOIO MOBOIO, CAMOCTiIIHOMY BUBUEHHIO OKPEMUX ITUTAaHb TeM
KypCy, OIVISI/ly PEKOMEHJI0BAHOI JliTepaTypu aHIJIifIChbKOIO MOBOIO,
MepekJiajly 3 aHIJIiliCcbKOi MOBU Ha YKpaiHCbKY Ta 3 yKPaiHCbKOI
MOBHU Ha aHIJIHCBKY.

@DOPMH NIOTOYHOIO TA IIJCYMKOBOIO
KOHTPOJIIO

ITorounuii KOHTPOJIb 3HAHD CTY/IEHTIB 3/1i1ICHIOETHCS 1IIJIIXOM YCHOTO
OIIUTYBAaHHA 32 BUBYCHUMU TEMaMU KypPCY, YCHOIO Ta IIMCbMOBOIO
[epekJaay 3 aHriiicbkoi MOBU Ha YKPaiHCbKY Ta HABIAKU.

[TlincyMKOBUMiT KOHTPOJIb 3HAHb 3iMCHIOETbCS HANPUKIHIL
CeMecTpy 3a HasSBHOCTI NO3UTUBHUX OI[IHOK IIOTOYHOI'O KOHTPOJIIO
HIJSIXOM YCHOI'O 3aJ1iKy/iCIuTy.

Exsamenaniiina Kaprka CKJaJae€TbCda 3 OJHOIO TEOPETHUYHOIO
IIATAHHA i JBOX IIPAKTUYHMUX 3aB/laHb:

e upTaHHA, [IepPeKJa/ i epeKkas TeKCTy BiJIIIOBi/IHOrO HANIPAMY;
6ecijia Ha 3aIPOIIOHOBAHY TeMY KypCy;

[IePeKJIa/l PEUYEHb 3 YKPAIHCbKOI MOBU Ha aHIJIIHCBKY.

BUMOI'"Y /10 ICIIUTIB

1. TlpoumTaTn, mepekjacTu Ha YKPAiHCbKY MOBY Ta IMepeKa3aTh
opurinaapumii Teket o6csarom 2000—-2500 apykoBaHUX 3HAKIB.
2. 3poburu ycue nosigomuenns o6cesrom 10—15 peuenn 3a
OJIHI€IO 3 TEM, BUBUYEHHUX BIPOOBXK ceMecTpy. MoOHOJOTiuHe
BUCJIOBJIOBAaHHS 0OOB’S3KOBO MOBHHHE BKJIOYATH JIEKCHKO-
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rpaMaTUYHUIT MaTepiaj, 3aCBOEHUI TPOTATOM CEMECTPY,
Bi/IIIOBilaTH MOBHUM HOpMaM, OyTU JIOTIYHUM i ITOCJIi[OBHUM.
YcHo nepexsracTt 5 pedeHb 3 yKpaiHChbKOT MOBM Ha aHTJTHCHKY
(3a TeMaTMKO0, BU3HAUEHOIO /IS KOKHOTO eTally HaBYaHHS).
MiArOTOBKY Bi/iBOANTHCA 30 XBHUJINH.

HNUTAHHA JJIX1 CAMOKOHTPOJIIO

Crpykrypa xommnanii (Company Structure).

Beecsitabo Bigomi kommanii (Global Company).
Beecsitnbo Bigoma npoaykiis (Global Product).

Buxiz na csitosuii punok (Entering a foreign market).
Misknapoani smurts (International Mergers).

Bisnec y XXI crozirri (Business in the 21 century).
Hopmu nosesinku, npuitaari y kommanii (Corporate Culture).
T'no6anbui xap’epu (Global Careers).

Menemxment (Management).

. Maricrepcbki nporpamu AizioBoro aaMminictpysanus (MBA).
. Mia6ip nepconany (Recruiting).

. Big6ip menemxepis (Selecting Managers).

. HaBuanua menemxepis (Training Managers).

. Ypockonanenns menemkepis (Management development).

. Mymaru rao6anbho, gistu gokanbro (Thinking global, acting

local).

Insx go ton-menekmenty (Routes to Top Management).
PoGora 3a xopmonoMm (Overseas Postings).

PoGora y cBoiii Kpaini micas HaBuanus (mpakTuku) 3a
kopaonoM (Returning Home).

OcnosHi pucu “riaoGanabroro” menepkepa (Characteristics of
a Global Manager).

Pesybratusuuii Menerment (Result-focused Management
Development).

MeHe/pKepH Ta YAI0CKOHATEHHS JIOAChKUX pecypeis (Managers’
Roles in Human Resource Development).

Menepkepu Ta aaminicrpaiis (Management and Administra-
tion).



23. Ilo rake npoaykrushuii Meremxment? (What is Value-Added
Management?).

24. Kowmmiekche kepysanns sikicrio (Total Quality Management).

25. Yupasainns npoektamu (Project-Based Management).

26. Hosaropcto (Courage to Innovate).

27. dinocodisa Giznecy (Business Philosophies).

28. Hosi Bumorn a0 yminb menemkepa (New Requirements for
Management Skills).

29. Oco6auBocti yupasgiHHsg iHopMaLiilHUM CyCHiJIbCTBOM
(Management of Information Society).

30. Kommerenrnicts MenepkepiB Maiibytaboro (Future Required
Competences of Managers).

BKA3IBKH /10 BUKOHAHHA KOHTPOJIbHOI'O
3AB/JAHHA

CryjieHTH 3204HOI Ta AUCTAHIiHHOT (hOPM HAaBUAHHS BUKOHYIOTb
KOHTPOJIbHI 3aBJlaHHsd B OKPEMOMY 3OIINUTi, 3a3HAYMBIIA CBOE
npi3BuIle, iM’s Ta 0 6GaThKOBI, 1H/IEKC TPYIIN Ta BapiaHT KOHTPOJBHOTO
3aB/laHHsA. BapiaHT KOHTPOJIBHOIO 3aB/aHHA CTY/ICHT BU3HA4Ya€e 3a
OCTaHHbBOIO IUGPOI0 HOMEPA CBOET 3aJ1iIKOBOT KHUKKHU.

Po6oTy cxij BUKOHATH CBO€YACHO, YiTKUM IOYEpPKOM abo
Yy APYKOBAHOMY BUIJIAL, 3aJUIIAIOUM IIOJA /8 3ayBaskeHb i
METOJNYHIX BKa3iBOK BUKJAJaya, SKU IepeBipsaTuMe poOoTy.
Crynent mae nojatu poOOTYy JJis TEPEBIPKU Y BCTAHOBJEHUI
BUKJIQ/IaueM TePMiH.

OjiepoxaBii nepeBipery po6oTy, CTy/IEHT MOBUHEH IPOAHATI3yBATH
TMOMUJKM i BpaxyBaTH 3ayBa)keHHd Ta pexomenpganii. Cuin
OIPAIIOBATH TIOBTOPHO Marepiaj, B SKOMY GYJIO IOTYIIEHO TOMUJIKH,
i BUIIpaBJIEeHWII BapiaHT MOJaTH HA MEPEBipKY.

[lepeBipena konTposibHAa poOOTA € HABYAJIBHUM JIOKYMEHTOM i Ma€
36epiraTucs /10 3aKiHYeHHsT TepMiHy HABYAHHS.
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KOHTPOJIbHI 3AB/TAHHA

Bapiant 1

1. Ilepexaadimv mexcm 3 anzAiicbK0i MOBU HA YKPATHCOKY 1
datime 6i0n06i0i HA 3aANUMANHHSI.

WHAT HAS REALLY BEEN GOING ON AT ITALY’S
FAILING COMPANY

To understand the cause of the crisis now engulfing Fiat, once
the pride of the elegant Gianni Agnelli and his family, hop into a
taxi in Turin, the cars-to-insurance group’s hometown. The driver
explains that he no longer drives a Fiat. He prefers an Opel, made
by an arm of America’s General Motors (GM), because he got fed
up with visiting the repair shop on his days off.

Once Fiat had a lock-hold in Ttaly on such customers. These
days its market share has collapsed. A consequence is that Fiat
Auto, its car-making business, is ruined, trading only on the back
of support from the group’s other operations. Now those businesses
cannot produce enough profit to plug the hole. Indeed, cash has
been draining from Fiat at an alarming rate, while an embattled
management struggles with a cost base that some analysts reckon
is twice as big as Fiat needs for its level of car production.

On October 9th Fiat announced a big restructuring of the car
business. The 8, 100 proposed joblosses led to strikes and protests,
giving the crisis an instant political dimension. Silvio Berlusconi,
Italy’s prime-minister, met Fiat’s top two managers on October
13th and is said to have told them, none too politely, to step aside
and let the state take over solving the problem. Members of his
governing right-wing coalition are angered by the consequences of
Fiat’s jobcuts, especially those that will affect the economically
weak south of the country. The unions called for a general strike
on October 18th.

The government may be tempted to respond by stepping in, for
the sake of electoral popularity. Insiders have floated the idea of
“ItalAuto”, a state-owned car-maker that would salvage Fiat Auto.
However, the government cannot simply move in on Fiat. Three
obstacles stand in its way: Brussels, bankers and the company’s
deal with America’s GM.
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Certainly Brussels is unlikely to look kindly on too blatant an
intervention. Nor are Fiat’s lead bankers, who were summoned
to meet Giulio Tremonti, Italy’s finance minister, in Rome on
October 16th. Their discussions, expected to extend over several
sessions, have thrown up a clash of views. The banks believe that
only a market-friendly rescue of Fiat makes sense. The government,
under electoral pressure, wants more direct action.

Too many cars

The decline of Fiat’s car business has been relentless. Fiat
began the 1990s with 14% of the European market; by 2000 it was
slipping into single figures. This year its share is hovering over
8%; but the trend is still down, with a figure of just over 7% in
September. Paolo Cantarella, Fiat’s group managing director until
he was pushed out in May, obstinately insisted that the company’s
problem was inefficient distribution. However, the European car
market has long had 30% overcapacity. Ford and GM have closed
European factories, following Renault’s dramatic closure of a big
Belgian plant in 1997. But rising productivity in the remaining
factories means that overcapacity persists.

This week Antonio Fazio, governor of the Bank of Italy,
suggested that there were deficiencies in Fiat’s book-keeping that
blinded management to looming financial problems. Cesare Romiti,
who ran Fiat from 1976 until he retired four years ago, said he
simply could not understand speed of the group’s decline.

But the real source of the problem is less sinister. Fiat thought
a wave of new models would revive it in 1995. In the event, only
its sleek new Alfa Romeos were a success. Its medium-sized saloons,
in the sectors that account for most of the sales and profits in
Europe, were flops. They would surge to around 5% of the market
segment, only to fade fast. That was supposed to change with
the medium-sized Stilo, launched last year. It did not. Meanwhile
Fiat’s competitors, such as PSA Peugeot Citrosn and Renault in
France and Volkswagen in Germany, had learned how to ride the
product cycle better.

Were it not for the historical baggage of the 2000 deal and
the political consequences, a quick, easy exit for Fiat group (and
one that would make most industrial sense) would be an instant
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marriage of Fiat Auto and GM’S Opel subsidiary. GM is facing
losses in Europe this year of over $500m, down some $300m on
last year, and about half what Fiat Auto will lose. But, as this
week’s protests and political wrangling have shown, closing surplus
capacity in Italy is not easy. The same is true for Opel in Germany.
Clearly, even a merged company will face a tough future. At the
moment, however, Fiat Auto will be lucky to have any future at
all. The sooner Italians face up to that, the better.
Agree or disagree.

1.
2.

3.

These days Fiat’s market share has collapsed.

Fiat didn’t announce a big restructuring of the car
business.

The banks believe that only a market-friendly rescue of Fiat
makes sense.

2. Ilepexnadimov 3 ykpaincokoi MOBU HA AH2IIUCHKY.

1.

YupaBiHHS AiFAbHICTIO JIOJCHKUX KOJEKTUBIB 3/1iHCHIOETHCS
B cucreMi “cy6’eKT — 06’€KT”.

[ pyruii Buzt ynipaBJiiHHA 3/IiIHCHIOETHCA B CHCTEMax “JTIO/ITHA —
MamunHa”, “Jo/inHa — mpupoaa’.

[oxin ynpasninus Bin6yBaerbes i 3a cpepamu cycmiJbHOTO
JKUTTS: YIPABJIHHS MaTepiaTbHUM BUPDOOHUIITBOM, YIIPABJIHHS
JIyXOBHUM BUPOOGHUIITBOM, YIIPABJIHHS CHOKUBAHHSIM.
YrpaBsiHHg CIIOKMBAHHSM — I1€ CKJIQ/{HA CHCTEMa MAapKETHHTO-
BOTO 3a6e3MneveHHs peastizarlii mpo/yKIlii, cucreMa MaTepiaJbHOTO
i MOpaJIbHOTO 3a0X0UEHHST TPAIiBHUKIB, colliaibHe 3a0e3edeHH s
THIX, XTO He TPAITIoE.

OxpeMo Bi/IOYyBAa€TbCS YIPABJIHHS TaK 3BAaHUMHU HEBUPOOHU-
YUMU BUJIAMU JIiSJIBHOCTI: BiliCbKOBOIO CIIPABOIO, MOJiTUYHOIO
JUSTBbHICTIO, METUITIHOTO Ta TisIIBbHICTIO, IO Ma€e (DYHKITIOHATb-
He npusHauenns, (Miminis, cya, IpoKypaTypa) TOLIO.

Bapianr 2

1. Ilepexaadimv mexcm 3 anesitiCbkol MO6U HA YKPAIHCOKY 1
daiime 6i0no6i0di Ha 3aNUManHs.
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FIAT MONEY

In fact, Fiat’s future is constrained far more than most Italians
realise by the terms of a rescue agreement reached with its banks in
May. In effect, the banks, concerned by the sudden deterioration in
Fiat’s finances, struck a hard bargain with management. In return
for the promise of a €3 billion ($2.9 billion) rights issue three
years hence, Fiat has either to sell or to fix its auto business. If
it elects to stay in car-making, it must sell other assets to reduce
its €5 billion of net debt to a manageable level. In the meantime,
no new loans will be forthcoming.

This contract has been tightly drawn and leaves Fiat with little
room for manoeuvre. A series of financial deadlines will force the
pace of its efforts both to fix its car business and to sell assets to
stabilise its balance sheet. According to bankers, it might have
to sell even such jewels as Toro, its successful insurance business.
If Fiat slips from the timetable, it will lose the promised rights
issue, at which point the group will, in effect, be bust.

The banks were able to drive such a hard bargain because,
behind the scenes, Fiat was fighting off an audacious break-up
bid by Mediobanca, a Milanese investment bank that hungers to
return to the days when it controlled big chunks of Italian industry.
Mediobanca had formulated a plan to push Fiat into bankruptcy,
forcing its banks to accept a debt-for-equity swap combined with a
long-term work-out (to be conducted largely by Mediobanca itself)
of the group’s extensive assets. The Agnelli family that controls
Fiat turned to its creditors for a less scary deal.

Besides Brussels and bankers, there is a third dimension to Fiat’s
future. In Detroit on October 15" GM announced a third-quarter
loss of $804m. It blamed a write-down of the value of its 20%
stake in Fiat Auto, from $2.4 billion to $220m. This, said GM,
meant that it valued the car company at a modest $1.1 billion.
Fiat bosses in Turin shot back within hours, saying that this book-
keeping move “substantially under states the fair economic value
of Fiat Auto, based on its long-term prospects, market positions
and portfolio of brands”.

Despite the arguing, there seems little doubt that Fiat will,
one way or another, end up in GM’S arms. Paolo Fresco, Fiat’s
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chairman, knows that the two sides will either agree on a price for
the exercise of Fiat’s put option to sell the remaining 80% to the
Americans, or find other ways of collaborating. Already they have a
joint company making engines and gearboxes for Europe and South
America, as well as a joint venture for purchasing. The more they
work together, the more inevitable their destiny seems.

If Fiat fails to staunch the bleeding at the car division, it will
have no choice but to exercise the put option — its banks will
see to that. But, even if Fiat Auto recovers, it will probably be
exercised anyway. The Agnellis and other shareholders might well
prefer to hold shares in GM. A slim med-down Fiat group without
Fiat Auto would also be a far more stable entity.

Fiat looks as though it has the world’s biggest industrial
company in a painful arm-lock, obliging GM to buy even though
Fiat Auto looks a lot less attractive than at the time the deal was
done. The Italians can sell the shares to GM after 2004 when it
suits them, without the Americans having the corresponding right
to buy when it suits GM’S interest. The reason for this favourable
deal was that, after a plan to merge Fiat with BMW fell through
in 1999, Daimler-Benz wanted to buy Fiat. GM, fearing the effect
of such a combination on its ailing European operations, signed
the Fiat deal as a defensive measure.

But GM has some power. The put option lapses if there is any
change in control of Fiat SPA, the group holding company, according
to John Devine, GM’S chief financial officer. And filings to the
American Securities and Exchange Commission indicate that, even
at the level of Fiat Auto, GM has a veto over “certain significant
corporate actions”. Any deals involving banks or the government,
perhaps acting through some state-owned entity, taking a greater
stake in Fiat Auto, would seem to need the Americans’ approval.

In addition, the price of the remaining 80% share of Fiat Auto
has to be decided by independent investment banks, if the two
parties cannot agree. This week’s exchanges appear to suggest that
agreement may be hard to reach. But it seems likely that Fiat’s
management will make whatever compromises are needed, first to
protect and then to exercise the put — and that its banks will go
along in order to protect their loans.
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Think and answer.

1.
2.
3.

What is Fiat’s future constrained by?
What plan had Mediobanca formulated?
What will happen if Fiat Auto recovers?

2. Ilepexaadimov 3 yKpaincvkoi MoSU HA AHZAIUCHKY.

1.

Buan ynpabiiHHS CTBOPUJIM MOXKJMBICTb yIPaBJiHCBKOIO
aHaJiay.

[lo cTpyKTypu aHaJfi3y HaJexaTb aHATOMis yHpaBJiHHA,
MOPOIOTis YIIPaBJIiHHS, YIPABIIHCHKWI 1iarH03, YIIPABJIiHCh-
KW CHHTE3, YITPaBJiHCbKA OIiHKA, YITIPaBIiHCbKa e(hEKTHBHICTD,
VIIPABJIiHCbKI BUTPATH, YIIPABJIiHCbKA CKOHOMisd TOIIO.

B ymoBax puHKOBOiI opramizaiii oco0juBoi Barm HaOyBae
MOTEHIiaJl yIPaBJiHHS K BUJ BUPOOHUYOI i TTPOAYKTUBHOT
JMiSIIbHOCTI, 4K IPOAYKT, SIKWII Ma€e CBOIO PUHKOBY IiHY,
coGiBapTicTh i BapTiCTh.

OcnoBunMu (OYHKIISIMA YIPaBJIiHHS € TTPOTHO3yBaHHA,
[porpaMmyBaHus, MJIAHyBaHH4, PEryJI0OBaHHA, KOOPAUHAIA i
KOHTPOJIb.

[IporpamyBanHsa — 1i¢ BU3HAUYEHHSI MariCTPaJbHUX ILISXiB
i 3aBganb PO3BUTKY 00’€KTa, MO BUHUKAIOTH Ha iX OCHOBI, B
yaci i mpocropi.

BapianT 3

1. Ilepexaadimv mexcm 3 anzAiiicbkoi MOBU HA YKPATHCOKY 1
datime 6i0no6idi na 3anumanms.

EUROPEAN TELECOMS. TEXTING THE TELEVISION

There was a time when any self-respecting television show,
particularly one aimed at a young audience, had to have an e-
mail address. But on Europe’s TV screens, such addresses are
increasingly being pushed aside in favour of telephone numbers
to which viewers can send text messages from their mobile phones.
And no wonder: according to research about to be published by
Gartner, a consultancy, text messaging has recently overtaken
Internet use in Europe. One of the fastest-growing uses of text
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messaging, moreover, is interacting with television. Gartner’s
figures show that 20% of teenagers in France, 11% in Britain and
9% in Germany have sent messages in response to TV shows.

This has much to do with the boom in “reality TV” shows, such
as “Big Brother”, in which viewers’ votes decide the outcome.
Most reality shows now allow text-message voting, and in some
cases, such as the most recent series of “Big Brother” in Norway,
the majority of votes are cast in this way. But there is more to
Tv-texting than voting. News shows encourage viewers to send
in comments; games shows allow viewers to compete; music shows
take requests by text message; and broadcasters operate on-screen
chatrooms. People tend to have their mobiles with them on the
sofa, so “it’s a very natural form of interaction”, says Adam Daum
of Gartner.

It can also be very lucrative, since mobile operators charge
premium rates for messages to particular numbers. The most recent
British series of “Big Brother”, for example, generated 5.4m text-
message votes and £1.35m ($2.1m) in revenue. According to a
report from Van Dusseldorp & Partners, a consultancy based in
Amsterdam, the German edition of MTV’S “Video-clash”, which
invites viewers to vote for one of two rival videos, generates up
to 40,000 messages an hour, each costing €0.30 ($0.29). A text
contest alongside the Belgian quiz show “1 Against 100” attracted
110,000 players in a month, each of whom paid €0.50 per question
in an eight-round contest. In Spain, a cryptic-cross word clue is
displayed before the evening news broadcast; viewers are invited
to text in their answers at a cost of €1, for a chance to win a €300
prize. On a typical day, 6,000 people take part.

TV-related text messaging now accounts for an appreciable share
of mobile operators’ data revenues. In July, a British operator,
mmO2, reported better-than-expected financial results, thanks
to the flood of messages caused by “Big Brother”. Operators
typically take 40-350% of the revenue from each message, with the
rest divided between the broadcaster, the programme maker and
the firm providing the message-processing system. Text-message
revenues are already a vital element of the business model for
many shows. Inevitably, there is grumbling that the operators take
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too much of the pie. Endemol, the Netherlands-based production
company behind “Big Brother” and many other reality TV shows
has started building its own database of mobile-phone users. The
next step will be to establish direct billing relationships with them,
and bypass the operators.

Why has the union of television and text message suddenly
proved so successful? One important factor is the availability of
special four-, five- or six-digit numbers, called “shortcodes”. Each
operator controls its own shortcodes, and only relatively recently
have operators realised that it makes sense to cooperate and offer
shortcodes that work across all networks. The availability of
such common short codes was a breakthrough, says Lars Becker of
Flytxt, a mobile-marketing firm, since shortcodes are far easier to
remember when flashed up on the screen.

The operators’ decision to co-operate in order to expand
the market is part of a broader trend, observes Katrina Bond of
Analysys, a consultancy. Faced with a choice between protecting
their margins and allowing a new medium to emerge, operators
have always chosen the first. WAP, a technology for reading cut-
down webpages on mobile phones, failed because operators were
reluctant to share revenue with content providers. Having learnt
their lesson, operators are changing their tune. In France, one
operator, Orange, has even gone so far as to publish a rate card
for text-message revenue-sharing, a degree of transparency that
would once have been unthinkable.

At a recent conference organised by Van Dusseldorp & Partners,
Han Weegink of CMG, a firm that provides text-message
infrastructure, noted that all this is subtly changing the nature of
television. Rather than presenting content to viewers, an increasing
number of programmes involve content that reacts to the viewer’s
input.

That was always the promise of interactive TV, of course.
Interactive TV was supposed to revolve around fancy set-top
boxes that plug directly into the television. But that approach
has a number of draw backs, says Mr Daum. It is expensive to
develop and test software for multiple and incompatible types
of set-top box, and the market penetration, at 40% or less, is
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lower than that for mobile phones, which are now owned by
around 85% of Europeans. Also, mobile-phone applications can be
quickly developed and setup. “You can get to market faster, and
with fewer grasping intermediaries”, says Mr Daum. Providers of
set-top box technology are adding text-messaging capabilities to
their products.

The success of TV-related texting is a reminder of how easily an
elaborate technology can be unexpectedly overtaken by a simpler,
lower-tech approach. It does not mean that the traditional approach
to interactive TV is doomed: indeed, it demonstrates that there
is strong demand for interactive services. People, it seems, really
do want to do more than just stare at the screen. If nothing else,
couch potatoes like to exercise their thumbs.

Think and answer.

1. Prove that text messaging has recently overtaken Internet
use in Europe.

How is the revenue from each message distributed?
3. Why has the union of television and text message suddenly
proved so successful?

\]

2. Ilepexaadimov 3 yKkpaincokoi MOSU HA AH2JIUCHKY.

1. IlporuosyBanusi — Ile BCTAaHOBJEHHS MOTEHIany 00’ €KTa,
HOTO PO3PaxXyHOK y 4Yaci i mpocTopi.
2. IlnanyBannsg — 1€ PO3paxyHOK peasisallii OCHOBHUX

NIIAXiB i 3aBjaHb PO3BUTKY 00’€KTa, Mi/[BEJEHHS i/l HUX
pO3paxoBaHKUX TapanTili peasizanii (MaTepiabHUX, JyXOBHHX,
opraisaniiHux).

3. Koopamuamisi — 11e MpuBe/IeHHS Y Bi/IOBIHICTD [iITbHOCTI
pisHux 06’ €KTiB /7151 peasisallii eInHoi MeTH, aJie Ge3r1ocepeIHbO
He TTOB’SI3aHNX MiX co60I0.

4. KoHTpoab — 1ie cIocTepeskeHHsST 3a TPOIECOM [islIbHOCTI,
a TAaKOXX BCTAHOBJICHHA PeaJbHUX BUTPAT i pe3yJibTaTiB
YIPaBJiHCHKOT [IisIIbHOCTI, a TakoxK ii BceGiuHOi edeKTus-
HOCTi.

5. (DyHKIlis TPOTHO3YBaHHS € BU3HAYAIBHOIO, TAKOIO, 1110 TOBUHHA
CTBOPUTH TapanTii meBHOI e(deKTUBHOCTI yNpaBJiHCHKOTO
pillleHHA.
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Bapianr 4

1. Ilepexaadimv mexcm 3 aHeNitiCbKOl MOBU HA YKPAIHCOKY 1
Oaiime 6i0no6idi Ha 3ANUMAHHA.

TRADING HOT AIR
A new approach to global warming

When it comes to the environment, big American companies
like to appear green. America puts out about a quarter of all the
greenhouse-gas emissions that may cause global warming. Now a
bunch of big businesses is deciding to make voluntary commitments
to reduce the gases that their operations emit. They will then trade
credits, which they can earn by surpassing their commitments on
emissions reductions or by selling emissions “offsets” earned through
projects such as reforestation or renewable energy initiatives, on
the Chicago Climate Exchange (CCX), when it opens in early
2003.

The cuts they will pledge are likely to be modest CCX’s overall
goal is a 2% reduction from 1999 levels this year, and another 1%
annually thereafter. But they take corporate America into territory
the government has shunned, for it has refused to ratify the Kyoto
Protocol on climate change first agreed in 1997.

The CCX project has been developed by 28large companies,
including Ford, Du Pont and BP America, with the cities of
Chicago and Mexico City, a group that emits 700m tonnes of
carbon dioxide each year, more than Britain does. Now is the time
to move from the design stage to firm commitments on reductions.
The companies most interested seem to be those with experience of
other pollution exchanges, either abroad — Denmark and Britain
both have markets in greenhouse-gas emissions and Canada is piloting
one — or in the market to trade allowances for sulphur-dioxide
emissions, which was set up in America ten years ago in the wake
of an act to reduce emissions that cause acid rain.

The project is the brainchild of Richard Sandor, a former
economist with the Chicago Board of Trade, best known for
founding the international market in interest-rate derivatives.
Mr Sandor helped design the sulphur-dioxide emissions exchange.
But what makes CCX unique is the lack of any government
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involvement. Other established exchanges for greenhouse gases
were all formed by governments that had signed up to the Kyoto
Protocol.

Corporate involvement in CCX has been driven partly by the
expectation of some future, government-imposed emissions-reduction
programme in America. Some companies, such as AEP, a large
utility, want the government to promise that it will take voluntary
reductions into account in any future compulsory programme. “It
would have been a lot easier with active government involvement”,
sighs Rob Routliffe, manager of green-house-gas emissions trading
at DuPont. In Britain, where DuPont participates in a voluntary
emissions-trading programme, the government has, in effect, paid
companies to accept reduction targets, he says.

Deciding how to participate is tricky. Issues such as how to
calculate companies’ baseline emissions levels and how offset
projects can generate emissions credits caused tension when CCX
was being designed. “There are a lot of complexities we hadn’t
thought about”, says Martin Zimmerman, Ford’s vice-president of
governmental affairs, who is lobbying his colleagues to support
binding commitments. The National Association of Securities
Dealers is devising compliance procedures to give CCX some bite.
Companies that fail to meet their commitments will be judged by
their peers, and may face penalties.

Mr Sandor is robust. “We’re the biggest emitter in the world
by far, so even a small percentage change becomes significant”,
he says. Hot stuff.

Think and answer.

1. How much greenhouse-gas emissions does America put

out?

2. What makes CCX unique?

3. How can government be involved?

2. Ilepexnadimo 3 ykpaincokoi MOBU HA AH2IIUCHKY.

1. [lo TpuMyCcOBUX METO/iB HaJieKaThb METO/W YHPaBIiHHS
€KOHOMIYHIM, TOJIITUYHUM i JYXOBHUM JKUTTSAM CYCITiJIbCTBA.
2. IlpumycoBi MeTo/ I MAIOTh ITPaBOBE 3a0e3MTeUEeHHS: TOYIHAIOYH
3 KOHCTUTYNii KpaiHW i 3aKiHYYIOUYM YIIPABJIHCBKUMHA
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pilleHHAMU MiCLIeBOrO piBHA, BKJIIOYAlOUM i pilleHHA
VIIPABJIIHIIB TPYJOBUMN KOJIEKTUBAMU.

3. [lo MeTO/iB TepeKOHaHHA HAJeKaThb TEOPETHYHI BUKJAJIKH,
COIIOJIOTIYHI aHaJi3u, Pi3Hi HAYKOBO-TIPAKTUYHI KOHIIEIIIiT,
SKUMU MOXKYTb KepyBaTHCS 06’ €KTH YIPaBJiHHS.

4. Jlo MeTo/iB TIepeKOHAHHS TaKOK HAJIEKATh METO/IM MOPAJTIBHOTO
3a0X04YCHHS.

>. DByzb-sike ynpassiiHCbKe pillleHHsT BpaXOBYe iCHYIOUi y CyCIIiJib-
CTBi MOpaJIbHi HOPMH.

Bapianur 5

1. Ilepexaadimv mexcm 3 anzAlUCLKOL MOBU HA YKPATHCOKY i
datime 610n06101 HaA 3aNUMANHSL.

E-MAIL SPAM. MAKE E-MAIL POLLUTERS PAY

Vice-president of ideas, idealab: did any jobtitle better catch
the Zeitgeist of Silicon Valley at its bubbliest? Surely the holder
of that position is now cleaning tables in some Palo Alto diner?
Actually, no. Scott Banister, the ideas-man in question, is proof
that there is life after dotcom death.

After idealab, a pioneering Internet “incubator”, abandoned
plans for an initial public offering that was once expected to raise
$10 billion or more, Mr Banister and a colleague, Scott Weiss,
started IronPort, a firm dedicated to improving the efficiency of
e-mail delivery. Despite a drought of venture capital, they have
already raised $20m, and next week they roll out what they hope
will be a killer app: a novel solution to spam, the dark side of
e-mail.

Every user of the Internet knows the frustration of an inbox
clogged with unwanted correspondence from vendors of porn,
cheap loans and anatomical enlargements. More recently, there has
been a new frustration: anti-spamming filters that rebuff genuine
correspondence. According to Mr Banister, “false positives” can
account for up to 30% of the “spam” identified by some filters.

This can be more than annoying — valuable correspondence
may never be delivered. The growing ingenuity of spam senders
has made life hard for conventional filters. Obscenities are easy
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to scan for — but as the acceptability threshold of a filter is
raised, to include words frequently but not exclusively used in
spam (cheap loan, or enlargement, perhaps?), legitimate e-mail is
increasingly misidentified.

The TronPort entrepreneurs think they can solve the problem.
Their track record suggests they know how to deliver a successful
Internet product. Mr Weiss was a founder of the free Hotmail
service, and made a fortune when it was sold to Microsoft.
Mr Banister came up with an e-mail list-hosting service while in
college (he is still only 26). It is now Microsoft’s listbuilder. He
also claims some credit for Goto.com (now Overture), an Internet
search engine that lists sites according to how much the site pays
to appear when a specific keyword is entered.

Overture is one of the few unsung triumphs of web content,
with a market capitalisation of $1.7 billion — down from its $6
billion peak, but still significant. And it is profitable. Mr Banister
reckons that the key to its success was that it took economics
seriously: buyers will not pay for a high listing if searchers do not
value it, and thus reward it, when they find it. Its new antispam
system also uses economic intuition, by requiring senders of e-mail
to state clearly whether they are sending spam, and to back that
statement with their own money in the form of a bond that will
be forfeited if it turns out that they are lying. The idea, simply,
is that, if the price of sending spam rises, less of it will be sent.

Servers fitted with TronPort’s spam-recognition system will
be able to identify “bonded senders” by their webaddresses, and
can block senders that are not bonded. Next week, it expects
to announce that many of the best-known senders of nonspam
bulk e-mail have signed up, along with the big Internet service
providers, to its bonded-sender programme. The size of the bond
will change over time, but is likely to be around $100, 000 initially.
The number of complaints made by recipients of e-mail from the
sender will determine whether the bond is forfeited, in full or part.
According to Mr Banister, “the first complaint will not cost you
much, a 3-4 digit number will cause pain to the bonded sender
and 10,000 or more will result in the most severe punishment”.
Here’s hoping it works.
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Think and answer.

1. What was IronPort dedicated to?

2. What was and is Mr Weiss?

3. How will a new antispam system work?

2. Ilepexaadimo 3 yKpaincvkoi MoSU HA AHZAIUCHKY.

1. YupaBiincbka AisIbHICTD IoJisiTae B yMiHHI 11OB’s3yBaTu
KOJKHe pillleHHd 3 AifiCHUM pYXOM CYCIiJbCTBa, 3 HOro
TTPOTPECUBHUMHI TCH/ICHITISIMH.

2. YupaBrincbka cucrtema Mae 3700yBaTu 6e3nepepBHY
indopmaiiio npo MailGyTHiii possutok cycrinbersa (06’ exTa)
K €QUHOTO IIJIOTO, a TAaKOYK HOTO IIi/[CUCTEM.

3. BaxJuBUM CHUCTEMHUM TIPUHITUIIOM YIIPABJIHHS € BMiHHS
BU3HAYNTH TOJIOBHY JIAHKY cepe/l YIIPaBJIiHCbKUX 3aB/lalb.

4. YnpaBiiHHg €KOHOMIKOIO B yMOBaxX PUHKY NOTpeOye MiHIMyM
aIMiHICTPATUBHUX CAHKITIi.

5. lleit miniMyM TIOBUHEH CJIyTyBaTH €KOHOMiuHil e(peKTUBHOCTI
PHMHKOBOIO BUPOOHUIITBA, i He JIMIe €eKOHOMIUHiil, a i moJIi-
TUYHIH i TyXOBHIl.

Bapianr 6

1. Ilepexaadimv mexcm 3 aHeAlUcCbKOL MOBU HA YKPATHCOKY 1
datime 6i0no6idi Ha 3aNUMANHHS.

DEUTSCHE BANK’S SHOPPING SPREE

BUILDING a global investment bank is a famously tricky
business. Buy other firms and you risk losing many of the people
that you paid a fortune for. Develop your own business slowly,
and you might never make it to the top. Deutsche Bank is doing
things rather differently. Since it bought Morgan Grenfell, a British
merchant bank, in 1989, it has avoided another purchase, despite
the fact that its rivals have been fighting to snap up tempting firms.
But Deutsche has not been content with slow internal growth,
either. It has been fishing in other people’s ponds.

Since October 1994, when the bank announced a full merger of
all its investment-banking operations, renamed Deutsche Morgan
Grenfell (DMG) last July, it has plundered over 200 bankers from
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other firms, including many senior managers. Some hires have been
truly spectacular. Indeed, the firm can justifiably boast that it has
reeled in some of the best investment-banking talent in London
and New York. Nor has the poaching stopped. In March Hilmar
Kopper, Deutsche Bank’s chairman, said he wanted 200 more.

But at what cost? Managers at three rival firms, each the victim
of a DMG raid, tell a similar tale. The German bank, they say, is
using ridiculously expensive bait to attract new staff. It doubles
their salaries and guarantees this figure as a minimum payment
for their services for two years. For its part, DMG vigorously
denies that any such compensation policy exists. It admits that, on
occasion, it has offered guaranteed bonuses to those joining the
firm, but points out that this practice is fairly widespread in the
industry. And it claims to be paying no more than the market
rate for its hires.

Michael Dobson, DMG’s chief executive, who is about to join
the management board of Deutsche Bank, reckons this approach
is the most cost-effective. Buying an investment bank would mean
paying a premium to its book value (the historical value of a
bank’s assets). Because this “good will” must be written off over
time, it can make a dent in earnings for years to come.

Moreover, instead of buying a bagful of activities, Mr Dobson
can also afford to be more selective in his shopping. The old
Morgan Grenfell was strong in giving companies advice on mergers
and acquisitions, and had fashioned a flourishing business trading
emerging-market debt. But there were gaping holes. Deutsche’s
own foreign-exchange and bond-dealing operations were in a mess.
The firm had racked up some painful losses gambling in the bond
markets in 1994. Sources at DMG say the combined bond and
foreign-exchange operations lost DM300m ($185m) that year. It
was also weak in equities and—like many European investment
banks —in America.

To plug the gaps, last year DMG hooked four important
recruits. From Britain’s S. G. Warburg came Maurice Thompson
and Michael Cohrs, who together had built a highly respected
international equities business at the bank. From America’s Merrill
Lynch, DMG hired Edson Mitchell, the firm’s head of fixed-income
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business. In his 15 years at the firm, he had built Merrill’s bond
operation into a world-beater. And from Morgan Stanley, another
American bank, came Carter McClelland, the company’s former
chief strategist. Mr McClelland now heads up DMG’S North
American business.

The bank has allowed these new recruits to go on their own
hiring sprees. Mr Thompson, who is now head of investment
banking at DMG, has lured around 50 analysts, traders, salesmen
and others from his former firm. Mr Mitchell has been just as
busy, poaching almost 50 of his favoured cronies from Merrill. Mr
McClelland has just got started. In January, he hired Jonathan
Wendell, Morgan Stanley’s former head of strategic planning. And
in April, he lured away an entire team of bankers specialising in
high technology. (Its boss is said to have been offered a guaranteed
package worth $20m over three years.)

Think and answer.

1. What happened in October 1994?

2. What approach is the most cost-effective?

3. Why has the bank allowed new recruits?

2. Ilepexaadimov 3 yxpaincvkoi Mo8U nA AHZAIUCHKY.

1. OcHOBHUX CTaJIiil yIPaBAIHCHKOTO TIUKJIY YOTHPU: 30UPAHHS
Ta anami3 indopmariii Tpo 06’€KT ynpasJiHHs, HOro MUHYJTE,
cydacHe i Mo)kJuBe MauOyTHE, IMiJrOTOBKA ii MPUHHSTTS
YIIPABJIIHCHKOIO PillleHHsd, OLiHKa Pe3yJ/IbTaTiB yIIPAaB/IiHChKUX
Jifl y mponeaypi 3BiTY PO BUKOHAHHS YIPaBJiHCHKOIO
pillleHHA, KOHTPOJIb 32 BCiMa UMM JiAMU.

2. llepmia crajis ynpasJiHCbKOTO UKy 3a6e3leueHa Creliab-
HOIO HAYKOI0 — iH(OPMATUKOTO.

3. Ilpyra crazis takoxk 3abeslevyeHa CIEiaJbHUM HAyKOBUM
3HAHHSIM — TEOPI€I0 PillleHb, SKA BKIIOYAE | KiGEPHETHKY SK
Ha6iJIbI 3arajdbHy HAyKy yIIPaBJiHHS.

4. Tpets cTafiig TaKOXX Ma€ CBOE 3HAHHA — 3arajibHy OpraHisariiHy
HayKy — TeKToJioriio, pomonadaibankoM gkoi € O.O.bor-
JIAHOB.

5. UerBepra crajiig 3abesneueHa TEOPi€ld 3BOPOTHOTO 3B’S3KY
Ta il CKJIaJ0BOI0 — KOHTPOJIEM, HAa SIKOMY BiZ0yBa€eTbCs
PO3paxoBaHuil yIpaBJiHChKUI UK.
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Bapianr 7

1. Ilepexaadimv mexcm 3 aHelitiCbKOl MO6U HA YKPAIHCOKY 1
daiime 610n0610i Ha 3aNUMAHHAL.

BASHING BOEING

Their local newspaper of October 15th made painful reading
for Boeing’s senior executives. The Seattle Times headline above
a story about Europe’s biggest low-cost airline, easyJet, ordering
aircraft from Airbus was: “Boeing is slipping to Ne 2”. As the
paper rightly pointed out, the easyJet order for 120 Airbus A319
jets ensures that the European company’s deliveries next year will,
for the first time, outstrip those of Boeing, which has dominated
the jetliner market for nearly 50 years.

In the view of Martin Koehler, an aviation consultant at
the Boston Consulting Group, this tips the balance in favour
of Airbus more generally. The low-cost airlines, he points out,
“were Boeing’s last redoubt”. Over the past seven years Airbus has
steadily caught up with the American manufacturer in every other
part of the market. The Seattle firm crowed that all but two of the
world’s low-cost carriers followed the example of the original no-
frills airline, America’s Southwest, by buying nothing but Boeing’s
narrow-body 737 jet — the world’s best-selling aircraft.

The reverse comes at a bad time for Alan Mulally, chief
executive of Boeing’s commercial-airplane group. The market for
airliners has shrunk by half as mainstream carriers have plunged
into losses: both Delta Air Lines and American Airlines this week
reported rising losses for the latest quarter. The slump has had
the inevitable impact on Boeing: its net profit fell to $372m in
the third quarter, 43% down on a year earlier.

The competition from Airbus is likely to get tougher. The
European manufacturer has broken Boeing’s monopoly on jumbo-
sized aircraft with its A380 double-decker, which it launched two
years ago with an already fat order book. Meanwhile, Boeing’s
Sonic Cruiser (a futuristic aircraft designed to fly at almost
the speed of sound) has not been well received by airlines. The
current slump means they are more interested in economy than
speed.
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There is no doubt that Airbus slashed its price heavily to
break into the European low-cost-carrier market; but equally,
there is no doubt that Boeing offered a big discount in an effort
to shut the Europeans out. Since low-cost carriers are the only
airlines prospering enough to place big orders, this was a keenly
fought contest. Expect similar battles ahead as the low-cost carriers
expand further.

Mr Koehler forecasts that carriers such as easyJet and its arch-
rival, Ryanair, will increase their share of the European short-
haul and medium-haul market from 11% today to 28% in 2010. In
Britain, he calculates that their share will be about 60%. Even
in Germany, which is Europe’s biggest aviation market but where
the phenomenon has been slow to catch on, the low-cost airlines
should capture about 25% of passengers.

The unstoppable ascent of the new carriers may, however, hurt
the big flag-carriers less than might be expected. In Ryanair’s case,
Mr Koehler foresees 70% of its extra passengers coming from new
demand created by rock-bottom prices. Ryanair makes a great fuss
about tackling Lufthansa head-on, but its blustery boss, Michael
O’Leary, perhaps exaggerates this to grab headlines in German
newspapers.

EasyJet is taking a different route. Unlike Ryanair, it operates
increasingly from mainstream airports alongside the flag carriers.
Not surprisingly, half its growth will probably be “stolen” from
the big carriers. Easy Jet’s strategy is riskier than Ryanair’s. It is
overtaking its rival in size by buying two low-cost airlines from
British Airways: one was known as “go”, the other as Deutsche BA.
Meanwhile Ryanair is concentrating on steady expansion of its own
routes. Merging airlines is notoriously difficult, so easyJet may have
digestion problems. Simultaneously merging two different types of
aircraft in one fleet could leave it seriously short of oxygen.

Think and answer.

1. Why is Boeing slipping to Ne 27?

2. How has Boeing’s Sonic Cruiser (a futuristic aircraft
designed to fly at almost the speed of sound) been received
by airlines?

3. How does Easy Jet operate?
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2. llepexaadimov 3 ykpaincokoi MOBU HA AHZNLUCHKY.

1. TomoBHUM yHIpPaBJiHCHKUM iHCTUTYTOM € Jlep:KaBa, HaBiThb
AKIIO CUCTEMY YIIPABJiHHA OUOJIOE€ MOHAPX.

2. BummM ynpaBliHCBKUM JIep>KaBHUM aKTOM € KOHCTHUTYIIif
Kpainu.

3. ComniaJypHi acmekTn ynpabiiHcbkoi edexTuBHOCTi Oyib-
AKOI opraHisalliifHOI CTpYKTypHU € IeBHUM BUMipOM BILIUBY
YIPaBJiHCbKUX PillleHb HA COliabHi 00 €KTH.

4. BucokoedeKkTHBHY Opraizaiito BUPOGHUYUX BiJIHOCUH CJIiJI
BBKATH HANCKJQJIHININM 3aBJaHHAM I10YaTKOBOTO eTalry
6yliBHUITBA YKPAiHCHKOTO CyCIiJIbCTBA.

5. OmaHyBaTu HayKy YIPaBJiHHS MOKHA JIBOMA NIISXaMU: 3
BJIACHOTO YM 3aMO3UYEHOTO JTOCBiJy.

Bapianr 8

1. Ilepexnadimv mexcm 3 aHeACbKOL MOBU HA YKPATHCOKY 1
datime 6i0n06101 HA 3aNUMANHSI.

THE WORLD’S FASTEST TELECOMS RESTRUCTURING

Exactly five years ago, in the thick of the Asian crisis, a
telecoms company from the mainland called China Telecom came
to Hong Kong for a successful initial public offering (IPO) of
shares. Since then, the company — renamed China Mobile — has
become the world’s largest mobile-phone operator and a blue chip
on Hong Kong’s stock exchange.

This week, another mainland telecoms company called China
Telecom (CT) came to Hong Kong, hoping to repeat this
performance. Market conditions are now much tougher: telecoms
shares are out of favour everywhere. Nonetheless, CT’S executives
and bankers began wooing investors with the ambition of raising
$3.7 billion, which would make this one of the three largest IPOs
in the world this year.

That this is even plausible is a tribute to an impressive effort by
China’s government to turn its telecoms industry from a centrally
planned fiasco into something more like an efficient and market-
driven service industry. When Wu Jichuan, China’s telecoms minister,
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bragged earlier this year that China has accomplished in five years
what took European countries a decade, he was almost justified.

China Mobile and China Telecom both descend from the Ministry
of Post and Telecommunications, which operated all telephone
services in China until the mid-1990s as, in effect, a personal fief of
Mr Wu’s. Then — initially against his wishes — Beijing’s top leaders
decided to introduce competition, in stages. In 1994, they licensed
a second mobile operator, China Unicom, under a rival ministry. In
the late 1990s, they turned Mr Wu’s ministry into a regulator and
split the operations into four companies — one each for fixed-line,
mobile, paging and satellite services.

So far these reforms have had their biggest impact in the mobile
market. Tt has soared from nothing a decade ago to 145 subscribers
last year, making it the world’s largest. The duopolists, China
Mobile and China Unicom, are both listed in Hong Kong, are
transparent at least by Chinese standards, and have been competing
fiercely for customers.

This year, the government is tackling the fixed-line market. In
May, it yet again split what remained of Mr Wu'’s old empire, this
time geographically. One company, China Netcom, inherited the
telephone networks in ten northern and western provinces. The
other got the other 21 provinces, including the wealthiest in the
south and east, and retained the China Telecom name.

The idea is that these two — and eventually more — should
now invade each other’s turf, giving consumers real options. This
is not yet quite the “orderly competition” that the government
says it wants. Bizarre tales are emerging of the opponents sawing
cables, smashing equipment, and beating up their rival’s staff. But
the essential framework is in place.

For investors, however, this enforced competition makes China
Telecom rather less attractive. For the two mobile operators,
revenues per user have been falling for years. About 11% of the
population now own mobile phones — in other words, all Chinese
who can afford one already have one — so signing up new
customers means dropping prices by a lot. The fixed-line market,
where penetration is higher, at 180m, or 14% of the population,
may yet suffer a similar erosion in profitability.
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Ironically, it may be some comfort that China’s government
remains the ultimate owner of all telecoms companies. Only 20%
of CT’S shares, for instance, are on offer to the public. And
the government, by its own admission, has at heart not only
the interests of consumers. It would also like to see strong and
profitable operators — the sort that can please foreign investors
and keep out foreign competitors once, in the distant future, these
are genuinely allowed to join in.

Think and answer.

1.
2.
3.

What is China Mobile?

What happened in 19947

What comfort is in the situation that China’s government
remains the ultimate owner of all telecoms companies?

2. Ilepexnadimov 3 ykpaincokoi MOBU HA AH2IIUCHKY.

1.

CTpyKTypa eKOHOMIYHUX METO/IiB YIIPaBJIiHHS, SK MPABUJIO,
MpeJICTaB/lIeHa TPbOMA TPYIaMU: MeTo/u Oe3lMocepeHboro
MaTrepiaJbHOTO CTUMYJIIOBAHHA, METOIN OPraHizalii TpyA0BOro
MPOIIeCy i METO/N CIiByYacTi y mpuOyTKax.

Cucrema yrpaBJiHHSA J0NOMAarae po3MOPS/KATHCS BJIACHUM
6araTcTBOM, IIi/[BUIILY€E Bi/IOBiIaIbHICTD 32 e(heKTUBHICTD HOTO
BUKOpHUCTAHHsI, 3a6e3Nedye ydacTb BUPOOGHWKIB B yIPABJIiHHI
NPUBATHOBJACHUIIBKOIO €KOHOMIKOIO, € peasJbHUM IIJIAXOM
YTBEP/KEHHA | IIPUBATHOBJIACHUIIBKOTO YIIPABJIiHHA.
MarepiajibHe CTUMYJTIOBAHHSI Ma€ MiHiMAJIbHO TapAHTOBAHUI
i cuTyaTMBHUII 3MiCT, SKMIl € UMHHUKOM IIi/IBULEHHS IIPO-
JYKTUBHOCTI TIparli.

Metoau opraHizaniitHOoro 3micTy — XPOHOMETPYBaHHS,
BUBYEHHA PYXiB, HOPMYBAHH, TEXHOJIOTTYHE YIOCKOHAJICHHS,
10 TPU3BOJAUTH 0 3HUKEHHS COOIBApPTOCTI NIPOAYKIIT,
IIiIBUIIEHHSA TPOJAYKTUBHOCTI ITpalli Ta €KOHOMIl IMOTEeHIiaTy
IIpaliBHUKA.

Mertonu ciiByuacti y npuOyTKax — Iie 3aJy4€eHHs PaIliBHUKIB
y Ti cdepn AiATbHOCTI, 30KpeMa eKOHOMIYHYy, AKi Aai0Th M
MOXKJINBICTb OTPUMYBATH BUHATOPO/IY HE JIUIIE 32 BUPOOJICHUI
TIPOJIYKT, a Il 32 BHECOK Y BUPOOHUIITBO, KNI BOHU 3/1iiCHUIIH
y Gyab-sikiit hopwmi.
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Bapiant 9

1. Ilepexaadimv mexcm 3 aHe/itiCbKOl MOBU HA YKPAIHCOKY 1
Oaiime 6i0nos6idi HaA 3ANUMAHHA.

KEEPING CUSTOMERS SATISFIED

These days, Tom Siebel, chief executive of the eponymous
software firm that he founded in 1993, treats even journalists with
politeness. He no longer puts his feet disdainfully on the table,
as in the heyday of the tech boom. However, this new charm at
the top may not be enough.

Siebel Systems, a firm that could do no wrong even in the first
year of the tech downturn, now seems increasingly out of tune
with the new-found pragmatism of IT buyers. Even if its quarterly
results, due on October 17th, exceed analysts’ expectations, Siebel’s
problems go deep.

In the second half of the 1990s, Mr Siebel appeared to have
created the perfect enterprise-software company. He focused on
a class of software he had pioneered: specialised programs for
customer-relationship management (CRM). He modelled his
company on a salesforce, with all incentives geared towards customer
happiness. And he entered partnerships with other IT firms, instead
of competing with them. The corporate culture was more Germanic
than Silicon Valley: no dogs in the office, food at the desk or art
on the walls, and, of course, no T-shirts or jeans.

Even friends call Mr Siebel a micro- manager. To his critics he
is a control freak. He has the tools to stay on top. For instance,
with a few mouse clicks he can see how employees are doing
against their objectives. That matters a lot at Siebel, which makes
a habit of firing the worst performing 5% of its workforce every
six months.

Throughout the late 1990s, the results were impressive. Siebel’s
revenues doubled every year. Customers seemed to love its products.
Their loyalty scores, routinely over 98%, resembled Iraqi election
results. Yet this success now looks some what tarnished.

Take those customer-loyalty scores. Siebel has a small stake in
Satmetrix, the research firm that does the surveys. The question
behind Siebel’s published loyalty scores asks, “Based on your
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experience with Siebel and its products, are you most likely to
continue purchasing or using their products?” As Siebel customers
are in effect locked into using its software, most can give only
one answer.

It may be unfair to call the survey’s results tainted. But more
independent studies suggest that firms are just as happy or unhappy
with Siebel’s products as they are with most such packages. Nucleus,
an ITresearch firm, recently asked 23 Siebel reference customers
about their experiences. More than 60% said they had yet to make
a positive return on their investment in Siebel software.

More important, analysts have begun asking questions about
the quality of Siebel’s revenues. They worry that some “concurrent
revenues”, deals struck with suppliers that have also sold goods
and services to Siebel within six months of the transaction, are
just swaps that do not reflect real demand. Such deals reached
18% of licence revenues in the second quarter of this year (up
from 7% in 2001).

Some also wonder whether Siebel’s numerous partnerships serve
much purpose. They wonder, in particular, about the Universal
Application Network (UAN), an initiative launched in April. This
coalition of IT services and software firms is intended to develop
ways of making it easier for companies to integrate their computer
systems. But some UAN members imply that they have been asked
to buy extra Siebel software in exchange for a good place at the
table.

Perhaps most worrying for Siebel, the CRM market is maturing.
The firm has made much of its money by selling CRM software in
million-dollar chunks to telecoms and financial-services companies
with huge call-centres. But most other firms can do with less, and
ITbudgets are tight. This has created an opening for newcomers, in
particular Salesforce. com, which offers a web-based CRM service.

In addition, the CRM products of traditional enterprise-
software vendors such as PeopleSoft, Oracle and SAP now seem
good enough to compete with Siebel’s. Compared with these rivals,
Siebel increasingly looks like a one-trick pony, since it spends
relatively little on R&D and did not use its shares, when their
value was high, to diversify.
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Unsurprisingly, Mr Siebel scoffs at all this. Satmetrix’s
surveys, he says, are solidly based; he uses them internally to
improve products. By contrast, Nucleus’s research is statistically
insignificant, given Siebel’s 3,500 customers worldwide, and
may even be propaganda financed by competitors. As for the
partnerships, most members of the UAN were Siebel customers
before the coalition was created. And if competitors are succeeding,
that has yet to show up in the market-share data.

Siebel is now pushing into new markets, mainly software to
manage relationships with employees, which Mr Siebel says will one
day be a bigger market than CRM. The UAN, too, is a defensive
measure to keep customers from defecting to traditional vendors.

All this may prove too little, too late, however. If ITspending
does not soon recover significantly, the firm will probably have to
merge — or at least co-operate closely — with another software
company, to avoid being marginalised.

That may happen quite quickly. Insiders say that, on October
21st, at Siebel’s user conference in Los Angeles, Mr Siebel and Bill
Gates of Microsoft will announce a big alliance. Siebel will probably
declare its support for. NET, Microsoft’s new software platform,
which needs a boost from a big enterprise-software vendor.

If this happens, people will ask what Siebel got in return for
its support: perhaps a pledge that Microsoft will enter the CRM
market less aggressively than it originally planned. And they will
wonder, if both firms grow closer still, what kind of relationship
management will allow Mr Siebel and Mr Gates — two of the
biggest egos in software — to get along.

Think and answer.

1. What happened in the second half of the 1990s?

2. How has the firm made much of its money?

3. If IT spending does not soon recover significantly, what will

the firm do?

2. llepexaadimov 3 yKpaincokoi Mo6U HA AHZATUCHKY.

1. IlpaBoBi Meronu ympaBJiiHHS MaTepiaJbHUM BUPOOHUIITBOM,
iX edeKTUBHICTD BU3HAYAETHCS SIK 3arajbHOI0 €KOHOMIYHOIO
i MPaBOBOIO KOH IOHKTYPOIO Y KPaiHi, XapaKTepoM BTPyUaHHS
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JlepKaBy y TOCIIOAAPChKY JigJIbHICTD, TaK i CTAHOM IIPaBOBOIO
(topuamuHoro) saGesnevyeHHs BUPOOHUIITBA, HOTO e(eKThB-
HIiCTIO.

2. EdexTuBHUMU COIIOJOTiYHUMYU METO/AMU YIIPABJIHHS €
IIPOTHO3yYBAaHHA, IIPOrpaMyBaHHSA, ONUTYBaHHA, aHaJti3
JIOKYMEHTIB, CIOCTEPEXKEHHS, €KCIEPUMEHT, aHKeTyBaHHI,
camoororpadyBaHHs Ta iH.

3. Ilcuxonoriuni MeToau ympaBaiHHS BKJIIOUAIOTh 3HAHHS IPO-
1eciB opMyBaHHSI BUPOOHUYOTO KOJIEKTUBY 3 YPaxXyBaHHSIM
MCUXO0JIOrivyHOro (hakrtopa, MCUXOJOTiYHUX BJACTUBOCTEH i
opraizaniinux 3i6HoCTell yIpaBiHIL.

4. CxJasaHHS JOKYMEHTIB B YIIPABJIiHHI Ma€ BUPINIaIbHE 3HAYEHHS,
OCKiJIbKU caMe pillieHHs, SKi JOKyMeHTH i ik 0hopMIIeH] clIpaBs-
JISIIOTh OCHOBHUU BILIUB HAa 00’€KT YIPABJIHHS.

5. YmupasJsiHelb MOBUHEH BOJIOJITH 3HAHHSAM crienndiku MOBH
cJy>KO60BUX JIOKYMEHTIB i 030poioBaTH HUM ITPalliBHUKIB
BiJIOBIIHNX BUPOOGHUYUUX CJIYIKO.

Bapianr 10

1. Ilepexnadimv mexcm 3 anzAiicbkoi MOBU HA YKPAIHCOKY Ma
daiime 6i0no6i0i Ha 3aNUMAaAHHAL.

How following the latest management trends can, sometimes,
turn into a sure-fire way to make money.

In 1984 Belmiro de Azevedo almost gave up business to
become one of Portugal’s first management professors. Instead he
stayed at Sonae, then a small family firm making laminates and
other bits of joinery. Since then, Sonae’s turnover has increased
25-fold, to 357 billion escudos ($2.5 billion) and its net profits
40-fold to 12. 9 billion escudos, making it the second-largest quoted
firm in Portugal. Yet Mr de Azevedo sometimes still has second
thoughts.

Although it is hard to imagine Mr de Azevedo, an engineer
with an autocratic manner, staying in an ivory tower for long, his
fondness for management theory is not a pose. Few bosses would
admit that their success came from others’ ideas. However, ever
since he bought a teach-yourself book on cost-accounting in the
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1960s, Mr de Azevedo has steered Sonae by studying new foreign
ideas and applying them at home. He makes a point of surrounding
himself with cohorts of thrusting young MBAS (most of his top
managers are in their early 30s). As he says, with a faint smile,
“It is as if T were the dean of a business school”.

Sonae’s success comes from being just a bit more modern than
the rest of corporate Portugal. Take, for instance, its biggest
business, retailing, which accounted for over three-quarters of its
sales in 1994. In the mid-1980s Mr de Azevedo, then mainly a wood-
chip merchant, sought out Promodiis, a French hypermarket chain.
Advised by the French firm, Sonae opened its first hypermarket
in 1986. Now it is Portugal’s biggest retailer, with 10% of the
market; and Mr de Azevedo is developing a Portuguese version of
America’s “speciality stores” — small chains offering goods such
as menswear, designed for shopping malls.

Another division of Sonae, Pargeste, looks at first sight to be a
ragbag: it includes a construction company and a firm that freezes
vegetables. Many of these businesses have some synergy with Sonae’s
retailing arm (a supermarket chain sells lots of frozen vegetables).
However, the real point of Pargeste is to use foreign know-how
to chisel a way into new markets. Most of the Pargeste companies
are joint-ventures with foreign partners, operating in markets where
other Portuguese firms are small and old-fashioned.

Acting as a sort of cultural arbitrager sounds easy. But Mr de
Azevedo claims that it requires detailed study. He imports ideas
only after he has sat through enough case-studies to crease an
American MBA student’s chinos. For other business people events
such as the World Economic Forum in Davos are an occasional
refreshing break; for Mr Azevedo they are an annual necessity.
Most years he spends a few weeks at an American business school;
his most recent outing was a course on global strategy at the
University of California in Los Angeles.

Mr de Azevedo insists that his managers take the same interest.
He moves them around the different parts of Sonae as if they were
switching classes at a business school. Most are expected to brush
up on organisational theory at a real college too. Each year Mr de
Azevedo names business books that managers are expected to read:
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one recent example was “Competing For the Future”, by Gary Hamel
and C. K. Prahalad (Harvard Business School Press, 1994).

The notion of coming home from a hard day being bossed around
by Mr de Azevedo to an evening snuggled up with Messrs Hamel
and Prahalad would surely strike even talented managers as hell.
So why do Sonae’s “students” put up with it? One reason is that,
although their teacher tells them to study such new ideas, he does
not insist that they follow them: “We never take more than 10-
20% of any new fashion”, says Mr de Azevedo, “but we always
take something”. Another is that it seems to work. Any system
that has turned a carpenter’s son into Portugal’s most powerful
business man must have something going for it.

Management theory: a license to print money?

Now Mr de Azevedo’s system faces two challenges. First,
Portugal is looking less of a special situation. As the economy
opens up, more foreign firms (led by managers who have read the
same books as Mr de Azevedo) are arriving. Within a couple of
years, Portugal will be well stocked with hypermarkets; within four
there will be enough shopping malls. Second, having outgrown
its domestic market, Sonae is pushing abroad. Its wood division,
which Sonae has partly floated on the Portuguese balsa (stock
exchange), is now based in Madrid. It has also pushed into retailing
and wood-products in Brazil.

In Brazil, where there is a growing middle class, Sonae’s
hypermarkets may once again seem new. Mr de Azevedo talks
of turnover there doubling to $1 billion by 1998. But Brazil’s
bureaucrats are a notoriously awkward bunch, and Sonae will not
have the market to itself: France’s Carrefour and America’s Wal-
Mart, two of the world’s biggest retailers, are competitors.

Yet Sonae has shown a few signs that it can come up with
ideas of its own. It was a pioneer in introducing store credit cards,
which give shoppers a special discount and in developing a smaller
hypermarket format. However, the group still looks too much like
one of those old-style diversified conglomerates loathed by the
management gurus who worship “core competences”. Sonae may go
part of the way in their direction by selling its wood business. But
the real-life exam for Mr de Azevedo’s students is just starting.
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Think and answer.

1. How did Sonae become the second-largest quoted firm in
Portugal?

2. What does Sonae’s success come from?

3. How can Management theory be a licence to print money?

2. Ilepexaadimov 3 yKpaincvkoi MoSU HA AHZAIUCHKY.

1. Menemxep-ynpaBJiHenb, cHeliaJicT 3 yHpaBJiHHS, Y
CYyYaCHUX yMOBaX € aBTOHOMHUM TIPAIliBHUKOM, SIKII CTBOPIOE

0COOTUBWIT BUJI TIPOAYKINT — PpIlleHHs, PeskuM mpari, 1o
MaloTh CBOT KpuTepii eheKTUBHOCTI, 1iHY, Micile y IpubyTKax
BUPOOHUIITBA.

2. Kpim ynpaBJiiHHS CyCITiJIbCTBOM HAyKa YIIPABJIiHHS MA€E Y CBOEMY
apceHasi Habip MOJI0KeHb, SIKi Jal0Th MOKJIUBICTD, CIIUPAIOYUCH
Ha HUX, YNPABJATH i 1IpoiecoM (popMyBaHHS 0COOU.

3. OcHoBHUM KpurepieM eMeKTHUBHOCTI yIIPaB/iHCbKOI IIpali €
pesyJabTar i BUTPaTH.

4. YupaBJiHCbKUI IepCcOHAJ IOBUHEH IiJIBUIYBATU CBOIO
kBasidikaliio He y 38’s13Ky 3 HETaTUBHUMU HACJIIIKAMU CBOET
JUSLTBHOCTI, a SIK BUSIB TIOCTiHOT moTpe6u 06’ eKTa yIpaBIiHHs
BPaXOBYBaTH HOBi YMOBH BJIACHOTO (DYHKI[IOHYBaHHSI.

5. Cutig 30cepenTn ypaBIiHHSA B pyKaX TUX CHJI, SIKi yMaiOTh T10-
HOBOMY, 3HaiiTn Taki (hopMu ynpaBaiHHs, siKi 6 MAaKCUMAJIHHO
BIJIMBAJIM Ha COIiaJIbHO-€KOHOMIiUYHMI PO3BUTOK KpaiHM i
Biflo6paskau HafGiIbII CYTTEBI 3MiHU Y CYCIiJIbHOMY 3KUTTI.

CIIUCOK JIITEPATYPHU

. Adrian Pilbeam. International Management. Pearson Education
Ltd., 2000.

. baxos . C. u dp. Jlenosoit anramiickuii. [Ipakrtuxym. — K.:
MAVII, 2003.

. Bill Mascull. Business Vocabulary in Use. — Cambridge

University Press, 2003.

. Bepxosuyoea O. M. MeTtoin4Ho-HaBYATbHUII TOCIOGHNK 3 KypCy

JIIJIOBOT aHTJIICbKOT MOBU JIJISI CTY/IEHTIB (DaKyJIbTeTy eKOHOMIKU
Ta MeHe/prkMenTy. — Bimawmsa: Iloginng-2000, 2001.



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

. I'punvrxo O. B. [linoBa auruiiicbka MoBa. International

Business. — K.: MAVII, 2004.

. Tapnonoavcoxuu O. b. ma in. Jlinosi npoextu: Iligpyunuk. —

K.: ®dipma “IHKOC”, 2002.

. Andy Hopkins, Jocelyn Potter. More Work in Progress. —

England: Addison Wesley Longman Ltd., 1999.

. Andy Hopkins,Jocelyn Potter. Work in Progress. — England:

Addison Wesley Longman Ltd., 1998.

. David Cotton, David Falvey, Simon Kent. Market Leader. —

Longman, 2001.

David Cotton, Sue Robbins. Business Class. — England:
Longman.

David Grant and Robert Mc Larty. Business Basics. — New
York: Oxford University Press, 1995.

Economic Considerations. English through content: applied
economics / Thomas Kral, editor. — Washington, D. C.,
1996.

Graham Tullis, Tonya Trappe. New Insights into Business. —
England: Longman, 2000.

Ian Badger, Sue Pedley. Everyday Business Writing. —
England: Pearson Educ. Ltd., 2003.

Leo Jones, Richard Alexander. New International Business
English. — Cambridge University Press, 2001.

Leo Jones. Working in English. — Cambridge University Press,
2001.

Nick Brieger & Simon Sweeney. The Language of Business
English. — London: Prentice Hall, 1994.

Peter Viney, Karen Viney. Handshake. — Oxford University
Press, 1999.

Roger Barnard, Jeff Cady. Business Venture. — Oxford
University Press, 1997.

Vicki Hollett. Business Objectives. — Oxford University Press,
1997.

Vicki Hollett. Business Opportunities. — Oxford University
Press, 1998.

39



TTOSICHIOBAIDHA BATIMCKA .« ...nneeee et e e e e e 3
HaBuaibHO-TEeMAaTUYHMIT [IJIAH BUBYEHHS JUCIIUILIIHY
“TnoszemHa mijioBa MOBA (AHTIHCHRA) o.ovineeeeeeeeeeeeeeanann, 5

[Iporpamuauit MmaTepiaa 10 BUBYECHHS IUCIUTLIiHA

“InoszemHa mijioBa MOBA (AHTIHCHRA) ooovieeeer e eeeeeeeenanann,
CaMOoCTifIHA POOOTA CTYHMEHTIB ..vvvvieieieirarareiiieiieenenanannns
@DopMu TIOTOUHOTO Ta MiJICYMKOBOIO KOHTPOJIIO ....uveunenen...
BUMOTH 10 ICTIMTIB .. vuititiiiiiii e
[TUTaHHA IS CAMOKOHTPOIIIO « . .euetetinineatateteneaeaeaieieeenaes
BrasiBxku 10 BUKOHAHHS KOHTPOJBHOTO 3aBIAHH ..............
Kontposibai 3aB1anHs
CHHCOK JITEPATYPH «vvneeavaninanannns

Binnosiganbunii 3a sunyck fO. B. Hewxypenko
Pepakrop O. I. Maescvka
Komm'torepue Bepcrannst  I'. B. Makyxa

3am. Ne BKII-2718

MiskperionaabHa AkajeMis ynpasiinuas nepconasom (MAYII)
03039 Kuis-39, Bys. @pomeriBcbka, 2, MAYIIL



