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HOACHIOBAJIBHA 3AITHNCKA

VkpaiHa sk HOBa He3aslesKHa Jiep:KaBa 3/ ICHIOE BaXKJINBI 3aX0/IH, 100
YBIiliTH B CBITOBY cIHiJibHOTY. EKOHOMIYHI Ta 1oJiitnyHi pepopmu cripuun-
HUJIU SIK iHTE€PHAIIOHAI3AIII0 YHIBEPCUTETIB, TaK 1 3pOCTaHHS MOOiJIb-
HocTi BuKIagauiB i crygentis. CycniabeTBo 1moTpebye Bee Oijblie cre-
MIATICTIB, SIKi MOKYTH MIPAITIOBATH HA MisKHAPOTHOMY PiBHI.

Y oMy KOHTEKCTI OCTaHHIM YacOM 3HAUYEHHS iJI0BOI aHTJIMCHKOI
MOBH SIK 3aC0O0Y JiJIOBOTO CITLJIKYBaHHS HaOyJI0 HaI3BUYATHOT Baru B OC-
BiTi B HaImiil KpaiHi.

Kypc ninoBoi anrificbkoi MOBY Ma€ Ha MeTi MPaKTUYHE ONaHyBaHHS
CTYJIEHTAMHU CUCTEMU aHTJIIHCHKOI MOBH Ta HOPMATUBHOI 623010 11 (hyHK-
I[IOHYBaHHS B KOMYHIKaTHBHO-MOBJIEHHEBUX CUTYaIlisIX y Pi3HUX cepax
poeciitHol MisIbHOCTI.

Mema susuenns xkypcy “/linoa iHozemHa MoBa (aHrJilicbka)”: mMpax-
TUYHE OBOJIOJ[IHHS CTY/JE€HTAaMW CHCTEMOIO aHTJIHCbKOI MOBU Ta HOP-
MaTHUBHOIO 6a30t0 1i (DYHKIIOHYBaHHS B KOMYHIKATHBHO-MOBJIEHHEBUX
cutyarfisix y chepi ixapoi MaitbyTHBOI MpodeciiiHol MisITbHOCTI, sIKicHa
iZIroToBKa (haxiBIls /10 IHIIOMOBHOTO CITJIKYBaHHs B ipodeciittiit cdepi
Ha OCHOBI CBITOBOTO JIOCBily Ta pekoMeHalliit Pagu €sponu.

B ocHOBY Kypcy mOKIaIeHO IPUHITUIIA CUCTEMHOCTI, KOMYHIKaTUBHOI
Ta 1MpodeciiitHoi CIPSIMOBAHOCTI HaBYAHHS, IHTEPAKTUBHOCTI, iHTETparltii
Ta MOBJIEHHEBO-PO3YMOBOI aKTUBHOCTI.

3aCBOEHHS CTPYKTYPU MOBH BiJJOYBAETHCSA B TUIOBUX KOMYHIKATHB-
HUX KOHTEKCTaX i OCHOBHUX BU/IaX MOBJIEHHEBOI TiSJIBHOCTI (ay/IifoBaHHi,
TOBOPiHHI, YNTaHHI, TUCHMI ).

IMepenbayacTbess TAKOXK POZBUTOK Y CTYAEHTIB HABUYOK CAMOCTIHHOT
po6oTH, IO BKIIOYAE BUKOHAHHSI JIOMAIITHIX 3aB/aHb (UUTAHHSI, IEPEKIajl
Ta MepeKa3 TEeKCTY, JIEKCUKO-TpaMaTU4Hi BIIPAaBU, ITMCbMOBUI TTE€PEKJIA,
HiZrOTOBKA IIOBiZIOMJIEHD TOIO); BUKOHAHHS KOHTPOJBHUX POOGIT; iH-
JIMBilyasbHe MPOCJYXOBYBAHHS ay/liOKaceT, TIeperJisij BijleomaTepiais.
[TocTiiine HaBUaHHS HAaBUYKAM YUTAHHS T4 PO3YMIHHS aHTJINCHKOI CIIe-
IiaJTi30BaHOI JTiTEepaTypu B KOHTEKCTi CYy4aCHOTO JKUTTS i TIeBHOI chepn
TPYZIOBOI JiSLITBHOCTI.

Jucnumina “/lisoBa iHo3emMHa MoBa (aHTJIiliCbKa)” € HACTYITHOIO JIJIst
BUBYEHHSI CTY/€HTaMU IiCJIs BUBYEHHs aucuuiuriau “IHosemMHa MoBa
(anrmiiicpka)”. TakuM YMHOM, KypC IiI0BOI iIHO3eMHOT MOBH mepeiGadac
3aCTOCYBaHHS HAOYTHX I1i/] 4aC BUBYEHHS IOIEPEAHbOI HABYAIbHOI AUC-



IUTLIIHY 3HAHD, YMiHb Ta HABUYOK JIJIST iX TOAJIBIIIOTO Y/IOCKOHAJIEHHS Ta
PO3BUTKY.
OCHOBHI 3aBIaHHS BUBYCHHS JTUCIIUILIIHA:

BUUTH MaiiOyTHbOro (DaxiBIls BiJIbHO OPIEHTYBATUCS B Cy4aCHOMY
iHopMaIiifTHOMY TIOTOIII 3 METOI0 y/JOCKOHAJIEHHS IHITOMOBHUX
YMiHb i HABUYOK;

YZIOCKOHAJIOBATH KOMYHIKATUBHI YMIHHS i1 HABUYKU BOJIO/IIHHS aH-
TJTICHKOI0 MOBOIO TIPU CHIJIKYBaHHI Ha TpodeciiiHi TemMu;
(hopmyBaTu y CTy/IEHTIB Cy4acHi ysIBJIE€HHS PO peasil JKUTTS B iH-
IIOMOBHUX KpaiHax;

PO3BUBATH YMiHHS aJIeKBAaTHO TIOBOJUTHCS B Pi3HOMAHITHUX KHUT-
TEBUX CUTYAIIISIX [[IIOBOTO CIIJKYBAHHST;

roTyBaTh MallGyTHHOIO (haxiBIisl 0 HAYKOBOI Ais/IbHOCTI, IPOJOB-
JKEHHSI OCBITH.

Hanpwukinti kypcy cTy/ieHT TOBUHHI BMITH:

BecTu Geciy-aianor mpobJeMHOro XapakTepy BiIIOBIIHO A0 IIPO-
TPaMHOI TEMAaTUKN Ta KOMYHIKaTUBHOI DYHKITIT;

POGUTH caMOCTiiiHI yCHI MOHOJIOTTYHI TIOBIIOMJIEHHS aHIVIIHCHKOTO
MOBOIO 32 TEMATHKOIO KypCy;

pedepyBaTn (YCHO Ta MMCbMOBO) OPUTIHAIBHI PI3HOCTUITHOBI TEKCTH;
3MIMICHIOBATU a/IEKBATHUI TIEPEeKJIa/] 3 aHTJIHChKOI MOBW Ha VK-
PaiHChKY Ta HaBITAKW TEKCTIB, 10 BIATIOBIIAlOTh TEMATHIl Ta PiBHIO
CKJIQJIHOCTI KypCY.

TEMATHYHHH ITJIAH
oucuunuinu
“TLTOBA THO3EMHA MOBA
(AHIJIIFHCBHKA)”

HJ(\)R; Hassa 3micToBOTO MOy ISt i TEMU
1 2
3microsuit moayib I. @yukuii kepisuuka. Inobanxisamist
1 | Dyukuii kepiBauKa. [obasmisartist
2 | [le ta sk naituaTu npanisauka. CiiJiKyBanHs 110 TesieoHy
3microBwuiit Moayas I1. Jliniitai Ta mrrathi nocaau. bpenaun
3 | Jlinmiitui Ta mratHi nocaau. bpeuau
4 | 36opu




1 2
3microBuii Moxyb IT1. PoO3BUTOK BUPOGHUIITBA i IUIAHYBAHHSI.
IMoxoposxki

5 | PosBurok BupoOHuUITBA i TutanyBanHst. [Togopoxi

6 | IlpusHavYeHHS MiJIOBUX 3yCTpivei
3microsuii Mmoxys IV. Punok 36yTy. Pekiaama

7 | Punok 30yTy. Pexsama. 30BHIITHS peKiama

8 | IIpesentartii. Pexnamui kammnanii
3microBuii Moaysn V. PoGota. BaamryBanus Ha poGoTy

9 |Pobora. Bnamrysanns na po6ory. Iigbip npaiisHuKiB

10 | Pesiome. Iutepn’io

11 | JlucTu KanguaaTaM Ha TTOCAILY
3microBwuii Moayas VI. Toprieas. OnroBa TOpriBis.
PosaapiGua Toprisis

12 | Toprismst. Akpemutus. Kpeautauit auct

13 | IleperoBopm. IlixroroBka. YMoBM

14 | 3amoBiieHHs

15 | OmrroBa Toprisjst. PosapibHa Toprisiist
3microsuii Moayab VII. InHoBaiii. Bunaxomu. Komn’orepu

16 | Imnomariii. Bunaxoan. Komm'totepn

17 | IIpesenTartis mpoayKITii

18 | IIucemosnii 3amut. JIncT-BiAIoOBiADL
3microsuit Moayas VIII. Komnanis. Opraxisaiis

19 | Opranizaris. Kommanis. Ctpykrypa

20 | @ipma. Crpykrypa. YMOBU pobOTH
3microBwuii Moxyns IX. IlinoyrBopennsi. Ctpoku omnatu. Ipomri

21 | LinoytBopenus. Ctpoku omiatu. [porri. CTaBieHHS 0 TpoIIeit

22 | ®inancosi kpusu. [HBeCTyBaHHS Ta IiIIPUEMHUIITBO
3microsuii Moayss X. Konrpakr. Etuka i poGora

923 KOHTpa.KT. Eruka i po6ora. Etuka Ha poboti. Bopornba 3
KOPYIIII€0

24 | 3amyck mpoayKilii y BUPOOHUIITBO
3microwuii Moayas XI. /litoBa npono3uiisi. 3MiHu

25 | [Minosa nponosutiist. 3minu. [IpoTucrosinus sminam




1 2

26 | 360pu. TTopstIOK AeHHUI Ta TIPOTOKOJ

27 | 3MiHa BJaCHWKA Ta KEPiBHUIITBA
3microsuit Moayas XII. BixBinanus nignpuemcrsa.
Crparerii BeJieHHst 6i3Hecy

28 Binsinanus HiIII.IpI/IGMCTBa. CTpaTerﬁ. BE/IeHHA GizHecy.
3uutTs KoMmasiil. Pospobka crparerii

29 |Ilpwuitasarrd pimensp. Hancanng 3BiTiB
3microsuit moayab XIII. Tinose mucryBannsd. Beaenns oisnecy
B Pi3HUX KYJbTypax

30 |[inose mucryBanHs. Benenns 6i3Hecy B Pi3HUX KyJIBTYPax

31 | ExcriopryBanns y dAnoniro. CII 3 Kuraem
3microBuiit Moayas XIV. Po3mosu no tenedony. Jlinepcreo

39 POSMOB?I o tenecony. Jlizepcrso. KepyBanus BeTMKOIO
KOMIIaHI€I0

33 | Axocri migepa
3microBuiit Moaysb XV. Toproa Ta ¢piHaHCOBa TOKYMEHTAIIs.
Koukypenis

34 | Toprosa ta chinaHcoBa JJokyMeHTallist. KoHKypeHTIiis

35 | IleperoBopu
3microBuiit Moaysb XVI. AkicTs NpoAyKILii Ta MOCKYT

36 | Axicts. KorTposb

37 | Axicte. [ocayrn

Pasom rogun: 216




3MICT
oucuyuniinu
“TLIOBA ITHO3EMHA MOBA
(AHIJITHCBHKA)”

3microsuii Mmoayab I. Dyukuii kepiuuka. Lnodarizauis

Tema 1. Oyuxiii kepiBauKa. [T06aTi3aITis.
Tema 2. /e Ta sk HaliHATH nipaiiiBHUKA. CIiIKyBaHHS 110 TesedoHy.
Jlimepamypa: ocaoBHa [1-5];
nonatkosa [6—20]

3microBwuii Mmoxyas I1. Jliniitai Ta mirathi mocaau. Bpenan

Tema 3. Jlinifini Ta mrraTHi mocaau. bpenau.
Tema 4. 36opu.
Jlimepamypa: ocHoBHa [1-5]
nopatkosa [6—20]

3microBuii Mmoayb IT1. Po3BUTOK BUPOOHUIITBA | IUIAHYBaHHS.
Ioxopozxxi
Tema 5. PosBurok BupoOHMIITBA i ItaHyBaHHst. [Togoposxi.
Tema 6. [Tpusnauenns AiJI0OBUX 3yCTpiyveii.
Jlimepamypa: ocnoBHa [1-5];
nopatkosa [6—20]

3microBuii Mmoayb IV. Punok 36yty. Peknama

Tema 7. Punox 30yTy. Pexyiama. 30BHIIIHS peKiama.
Tema 8. IIpesentartii. Pekiamui kammanii.
Jlimepamypa: ocioBHa [1-5];
nojpatkosa [6—20]

3microBuii Mmoayip V. Po6ora. Baamryganus Ha po6oTy

Tema 9. Po6ora. Baamrrysants va po6ory. ITia6ip npaiiiBHUKIB.
Tema 10. Pestome. IaTeps’io.
Tema 11. JIuctn kKaHIUIATAM HA TTOCATY.
Jlimepamypa: ocuoBHa [1-5];
nonatkosa [6—20]



3microBwuii Moxyas VI. Toprieas. OnroBa TopriBis.
Po3apiona Toprisis

Tema 12. Toprisist. AkpenutuB. Kpeautauii ucr.
Tema 13. [IeperoBopu. IlixroToBka. YMOBH.
Tema 14. 3amoBJIeHHS.
Tema 15. Onrosa Toprisist. PosapiGHa Toprisiis.
Jlimepamypa: ocuoBua [1-5];
nomarkosa [6—20]

3microBwuii Moxyas VII. InnoBaiii. Bunaxoau. Komn’iotepu

Tema 16. Innosartii. Bunaxomgu. Komm'iotepu.
Tema 17. [IpesenTartist mpoyKILii.
Tema 18. ITucemosnii 3anut. JIncT-BiAIIOBIIb.
Jlimepamypa: ocnoBHa [1-5];
nojaarkosa [6-20]

3mictoswuii moayas VIII. Komnanisi. Opranisaiis

Tema 19. Opranizamis. Kommanis. Ctpykrypa.
Tema 20. Dipma. CTpyKkTypa. YMOBH POOOTH.
Jlimepamypa: ocioBHa [1-5];
nojatkosa [6—20]

3microwmii Mmoxyns IX. IlinoyrBopennsi. Ctpoku omnatu. Ipomri

Tema 21. IlinoytBopenus. Ctpoku oriath. ['pomri. CtaBjieHHS 10 TPO-
mei.
Tema 22. Dinancosi kpusu. [HBecTyBaHHs Ta i AMTPUEMHUIITBO.
Jlimepamypa: ocnosua [1-5];
nojatkosa [6—20]

3microsuii moayap X. Kourpakr. Etuka i poGota
Tema 23. Konrpakt. Etuka i po6ota. Etnka Ha pobori. Boporsba 3 xo-
PYTIIETO.
Tema 24. 3amyck MPOAYKIIii y BUPOGHUIITBO.
Jlimepamypa: ocuoBHa [1-5];
nomarkosa [6—20]

3microswuii Moxyas XI. [linoBa npono3unisi. 3IMiHu

Tema 25. Jlinosa nmpomosuitis. 3MiHn. [IpoTHCTOSHHS 3MiHAM.
Tema 26. 360pu. ITopsagoK JEHHNI Ta IIPOTOKOJL



Tema 27. 3mina BIacHUKA Ta KEPiBHUIITBA.
Jlimepamypa: ocHoBHa [1-5];
nojatkosa [6—20]

3microswuii Moayan XII. BinBinanus nianpuemMcrsa.
Crparerii Befienns 6isnecy

Tema 28. Bigpiganusa mignpuemcrsa. Crparerii Begenns 6isHecy. 3/ut-
Ts1 KoMIIaHiil. Pospo6xka crpaTerii.
Tema 29. [Ipuiiasarrd pinens. Hanmucanus 3BiTiB.
Jlimepamypa: ocioBHa [1-5];
nopatkosa [6—20]

3microsuii moayap XIII. /linose aucryBauns. Beneuns 6izuecy
B PiBHHUX KYJIBTypax
Tema 30. [TinoBe suctyBannst. Benertst 6isHecy B pi3HUX KyJIBTYpax.
Tema 31. ExcriopryBanns y Anownito. CII 3 Kutaem.
Jlimepamypa: ocnosna [1-5];
nopatkosa [6—20]

3microwuii Moxyas XIV. Po3amoBu no renedony. Jlinepcreo

Tema 32. PosmoBu 1o Temedony. JlinepctBo. KepyBaHHS BeJUKOI0
KOMIIQHI€IO.
Tema 33. dxocTi sigepa.
Jlimepamypa: ocuosua [1-5];
nomarkosa [6—20]

3microBwuii Moayiab XV. Toprosa Ta ¢piHaHCOBa TOKYMEHTAIis.
KonkypeHnitis

Tema 34. Toprosa Ta ¢dinancoBa jokyMenTailisi. KoHkypeHirisi.
Tema 35. [leperoBopm.
Jlimepamypa: ocHoBHa [1-5];
nojatkosa [6—20]

3microsuii Mmoayas XVI. SIkicTs mpoayKIii Ta MOCTYT

Tema 36. Axicts. KouTposs.
Tema 37. Axicte. [Tocayrn.
Jlimepamypa: ocuosua [1-5];
nonpatkosa [6—20]



BKA3IBKH /10 CAMOCTIHHOIO BHBYEHHA
IIPOIPAMHOIO MATEPIAJTY

PO3BUTOK y CTY/AEHTIB HABMYOK CAMOCTIHHOI pobOTH mependadae
BUKOHAHHS /IOMAIIHIX 3aBAaHb (YUTAHHS, MTEePeKIa]] Ta TepeKas TEeKCTY,
JIEKCUKO-TPAMaTUYHI BIIPaBW, MUCHMOBUU TEPEKIad, MATOTOBKA MOBI-
JIOMJIEHD TOIL0), KOHTPOJIbHUX 1 CAMOCTIMHUX POOIT, a TAKOXK TECTOBUX
3aB/laHb, IHAMBIIyaTbHE MTPOCTYXOBYBAHHS ay/iOKaceT, ITeperisi/ Bifieo-
MaTepiais.

Oco6MBO BeslMKa yBara B CaMOCTIMHIN POGOTI MPUAIISETCS TATO-
TOBIIi YCHUX TIOBi/IOMJIEHB, iaJIOTiB Ta MOHOJIOTIB aHTTIHCHKOI0 MOBOIO,
CaMOCTIITHOMY BUBYEHHIO OKPEMUX ITUTaHb TeM KypCy, OTJISIy PEKOMeH-
JIOBAHOI JIiTepaTypy aHIJIIMCHKOI MOBOIO, TTepeKJajly 3 aHTJIACbKOI Ha
YKPaiHCBKY Ta 3 YKPAIHCHKOI Ha aHTJIIHCBKY MOBY.

IIUTAHHA 1A CAMOKOHTPOJIIO

1. ®yukuii kepiBuuka. SIkocti ycrinHoro Jigepa. [lorsau kepiBHUKIB
Ha 3MiHU B KEPiBHUIITBI KOMIIAHIEIO.

2. T'nobanizamis.

3. Ocob6mBocrTi crijikyBaHHst 110 Tesiedony. [IpusHadeHHs [MiI0BUX 3yC-
Tpiuveii 1o tesedony.

4. JIigiiiHi Ta [TaTHi IOoCaLn.

5. Moi yrobieni Open/i.

6. TIpoBenennst 360piB.

7. inosi momopoxi. [TonboTu mitakom. BinBiganus 3aBony.

8. P03BUTOK BUPOOHUIITBA i IIJIAHYBAHHSI.

9. Opranisaltig mpoBeieHHS ceMiHapy.

0. Pexsama. l'apna i morana pexiama. Pexiamua kammanis. [IpesenTartis
TPOAYKIITii.

11. Po6ora. BaamtyBanHs Ha po6oTy.

12. Tix6ip mpaniBuukis. STk oOparu Halikpamoro kananaara. [Iponec mo-

LIYKY ITpaIliBHUKIB.

13. Pesome. CniBbeciza.

14. Yminns Ta kBasidikallii mpaiiBHUKIB.

15. ¥YMoBH pobOTH.

16. Punok 36yty. Toprisis. OnrroBa toprisist. Posapi6Ha toprisiist. Mixk-

Hapo/lHa TOPTiBJIsA. IMIIOPTOBaHI Ta eKCIIOPTOBaHI TOBAPH.
17. TleperoBopu.
18. InnoBarii. Bunaxoau. Komm'orepu.
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19.
20.

21.
22.
23.

24.
25.

26.
27.
28.

29.
30.

Kowmmanis. CTpykTypa KOMIaHii.

[inoytBopennsi. CrapyieHHst 1o rponreir. Minancosi kpusn. [HBecTy-
BaHHSI.

YkagaHHS KOHTPAKTiB.

Eruyni Ta HeeTruHI BYMHKU Ha poOoTi. YecHIiCTb.

Boporbba 3 kopymuiero. Juckpuminaiis ITogoaHHsl eTHYHUX TIPO-
GJieM.

[inoBi posamosu. IIponoswuiiii.

CrasJjieHHS /10 3MiH B3araJi Ta 10 3MiH Ha po6ori. IIpoTucTossHus 3mi-
HaM.

360pu. ITopspok gennuii. ITpoTokos 360pis.

PisnomaniTHi cTpaTerii. 3MUTTS KOMITaHi.

ITTo Take xyasrypa. Biswec i kysbrypa. Begenns GisHecy 3 SIoHi€ero
ta Kuraem.

Konkypentis. A3apTHicTb. Ik mepeMorTa KOHKYPEeHTiB.

Crnocobu BusnaueHns skocti. Houii ctuiib sxocti. KOHTpoJib SKOCTi.
Cxkapru.

DOOPMH IIOTOYHOIO TA IIIJICYMKOBOI'O KOHTPOJIIO

[ToTouHniT KOHTPOJIb 3HAHB 3/IHCHIOETHCS MIJISTXOM YCHOTO OITUTYBAH-

HS BUBYEHUX TEM KYPCY, YCHOTO Ta TUCbMOBOTO MEPEKJIAIY 3 aHTJIIMCHKOT
MOBHU Ha YKPAiHCHKY 1 HaBIIaKW, HAIMMCAHHS CAMOCTIHHUX 1 KOHTPOJIbHUX
POOIT, BUKOHAHHS TECTOBUX 3aB/IaHb.

[TimcymKoBUIT KOHTPOJIb 3HAHD 3/IIHCHIOETHCS HATPUKIHIN CEMeCTpy

32 YMOBU HASIBHOCTi TIO3UTUBHUX OI[IHOK MTOTOYHOTO KOHTPOJIIO TJISIXOM
MIPOBE/IEHHS YCHOTO 3aJIiKY /iCIIUTY.

ExsamenariiiHa KapTKa CKJIAAETHCS 3 TPHOX MPAKTUIHUX 3aB/IAHb:

* YYTaHH, lIePEKJIa]| 3 aHIJIINCHKOI Ha YKPaiHCbKY MOBY Ta CTUCIUI
nepeKas TeKCTY aHTTiHChKOI0 MOBOIO, TIOSICHEHHS TEPMiHiB;

* BisbHA Gecifia Ha 3aPOMTOHOBAHY TEMY KYPCY;

* TIepeKJIa]] peYeHb 3 YKPAiHChKOI MOBU Ha aHTJIHCHKY.

BuMor™u Ao Icraury

1. IIpounTaTy, mepeKrIacT yKpaiHChbKOI MOBOIO Ta ME€PEKa3aTH OPUTi-

HasbHU TekcT. O6¢sr Tekety — 1500—2000 ApyKoOBaHUX 3HAKIB.

2. 3pobuUTH yCHe TIOBIIOMJIEHHSI 3a OJHIE0 3 NIMPOKOTO CIIEKTPY

BUBYEHUX YTPOAOBXK ceMmecTpy TeM. MOHOJIOTIYHE BHUCIOBIIOBAHHS
000B’I3KOBO Ma€ BKJIIOUATH JIEKCUKO-TPaMaTHYHUE MaTepias, 3aCBOEHUI
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[IPOTSITOM CEMECTPY, BiAIIOBiAaTH MOBHUM HOpPMaM, OyTH JIOMTYHKUM 1 T10C-
migosaum. O6car — 10—15 peuens.

3. YcHo nepekacTi peyeHHs 3 YKpaiHChKOI MOBM Ha aHriiicbky. O6-

CAT IEpEKIaly — 3 pedY€eHHA.

WN NN NNNNNNDN — =kl =l =
S OO WN -, OO UL W - O O

12
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Yac ma migroroBky — 30 XBUJIHH.

HEPEJIIK TEM /IO ICIIUTY

. [linmpuemcrra. Tunn. bpenan.

. [Tportiec momnryKy mpaiiBHUKIB.

. BramrryBams Ha po6ory. Cri6eciza.
. ITpesenTaritist TpOAyKTY.

CrispHi migTpuEMcTBA.
Haii6inbii kommaHii cBity.

. bisnec B Yxpaimi.

. Kommawnis. Opramnizartis.

. MixxHapoaHa TOpPTiBJIA.

. CrpykTypa KoMIaHii.

. KepiBuuk. SIkocri. O60B’I3KH.

. HayxoBwuit MmeHesKMeHT.

. Buau mianpuemcrs. BupoOHUIITBO i mocyTH.
. IIpesenTaris kommaHii.

. Kap’epa.

. Marepianu Ta moctavyaabHUKH.

. ATeHTH, TIOCEPEHUKH Ta AUCTPUO FOTOPH.

. Crparerii Benerns Gizmecy.

. Toprisas.

. Punox 36yTy. MapkeTuHr.

. Pexmama.

. HaiiBigomimi kommnanii Ykpaiau.

. Hocnimxennas: puaKYy.

. Punkosi crparerii. Buan puHKis.

. llinoyTBOpEHHS.

. I'pomri. CraBienHst o rporei.

. Pexmama. [lmanyBaHHS peksiaMHOI KaMIIaHii.
. KonkypeHntis.

. Criocobu BusHaueHHs sskocTi. KOHTpOoIIb stKOCTi.
. TIpo6iiemu Bepents Gisnecy. Ckapriu.



3ABJIAHHA JIJIA CAMOCTIHHOI POBOTH
BapianT 1

1. llepexnadimos mexcm 3 aneniicoKoi Mo6uU Ha yKpaincovky ma oaii-
me 8i0n06i0b HA NUMAHHSL.

FUNCTIONS OF THE EXECUTIVE

Based on his organizational theory (essentially cooperation), Barnard
discusses the functions of the executive. He believes that the executive
functions serve to maintain a system of cooperative effort. It is not quite
correct to say that the executive functions are to manage the system of
cooperative efforts because as a whole, it is managed by itself, not by the
executive, which is part of it. He argues that control relates directly to the
work of the organization as a whole rather than to the work of executives
as such. The fact that practically the control is over executives for the
most part is only due to the heavy dependence of the cooperation success
upon the functioning of the executive.

Barnard proposes three executive functions:

1)  Develop and maintain a system of communication. This involves
jointly a scheme of organization (organization charts, specifications of
duties etc.) and executive personnel (the selection of personnel and the
offering of incentives etc.).

2) Promote the securing of the personal services that constitute the
materials of organizations. The work divides into two main divisions: (1)
the bringing of persons into cooperative relationship with the organization;
(2) the eliciting of the services after such persons have been brought into
that relationship.

3) Formulate and define the purposes, objectives, ends, of the
organizations.

First, in the communication function, Barnard has mentioned both
formal and informal communication channels. But he does not address
communication from the information point of view. Since he has put too
much weight on cooperation, he does not give enough attention to the
decision right and information extraction problem. Because everyone is
working for the same common organization purpose, there is no incentive
to hide information. Thus the executive can collect all information and
make decision accordingly. This is certainly not true given the agency
theory.
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Second, in the securing of personal services function, Barnard plays
down the importance of economic incentives. Again, the reason might
be the existence of common organization purpose—the workers do not
need incentives to get to work. He does mention the balance between
“inducements and contributions”, but this is against his cooperative
view—why would the employees have to make elaborate calculations of
inducements and contributions if the crux of the matter were cooperation
in a common purpose? This contradiction can be easily solved by turning
to the contract theory.

Third, in the organization purpose formation function, Barnard
deliberates on the importance of moral purpose and indoctrination.
Since the organization purpose has to be common, it must be moral.
And for people to work toward this common goal, the executive must
use propaganda and indoctrination to solve the possible conflicts.
Barnard admits that sometimes the ends of the person and the ends of
the organization are not the same. He could have proceeded from here
and arrived at conclusions much more similar to those of contract theory.
Instead, he indicates that such opposition is most likely to occur among
the lower-ranking participants in an organization and can be removed by
educating the workers. Actually, he is so obsessed with the idea of common
purposes that he claims that when they do not exist, the executive need to
manufacture them in order to maintain the cooperative system.

2. llocmasme 5 3anumans 0o mexcmy.

3. Hepexnadimv 3 ykpaincokoi Mo6u HA AHZITUCHKY.

1. MuxaiiioB — menejikep. Bin npairioe B kommanii “Koka-komna”.

2. Moro koMmaHis IpoJiae TOBapH 10 BCbOMY CBITY.

3. MuxalijioB 4acTo 3yCTPiUa€ThCcsl 3 MPENCTaBHUKAMU iHO3EMHUX
KOMIIaHiil.

4. BoHu 06TOBOPIOIOTH TIiHK, YMOBH OTJIATH Ta IOCTABKH.

5. MuxaiijioB ouYnHAE CBiil po6oUMii IeHb O JeB’ATiil paHKY i 3aKiHUye
0 TITOCTIili Beuopa.

Bapianr 2

1. llepexnadims mexcm 3 anziUcbK0i MOBU HA YKpainCLKYy ma 0ail-
me 6i0n06i0b Ha nuManHsi.

LINE-AND-STAFF POSITIONS

Organizational structure involves, in addition to task organizational
boundary considerations, the designation of jobs within an organization
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and the relationships among those jobs. There are numerous ways to
structure jobs within an organization, but two of the most basic forms
include simple line structures and line-and-staff structures.

In a line organization, top management has complete control, and the
chain of command is clear and simple. Examples of line organizations are
small businesses in which the top manager, often the owner, is positioned at
the top of the organizational structure and has clear "lines” of distinction
between him and his subordinates.

The line-and-staff organization combines the line organization with
staff departments that support and advise line departments. Most medium
and large-sized firms exhibit line-and-staff organizational structures. The
distinguishing characteristic between simple line organizations and line-
and-staff organizations is the multiple layers of management within line-
and-staff organizations. The following sections refer primarily to line-and-
staff structures, although the advantages and disadvantages discussed
apply to both types of organizational structures.

Several advantages and disadvantages are present within a line-and-
staff organization. An advantage of a line-and-staff organization is the
availability of technical specialists. Staff experts in specific areas are
incorporated into the formal chain of command. A disadvantage of a line-
and-staff organization is conflict between line and staff personnel.

A wide variety of positions exist within a line-and-staff organization.
Some positions are primary to the company’s mission, whereas others are
secondary—in the form of support and indirect contribution. Although
positions within a line-and-staff organization can be differentiated in several
ways, the simplest approach classifies them as being either line or staff.

A line position is directly involved in the day-to-day operations of
the organization, such as producing or selling a product or service. Line
positions are occupied by line personnel and line managers. Line personnel
carry out the primary activities of a business and are considered essential
to the basic functioning of the organization.

Line managers make the majority of the decisions and direct line
personnel to achieve company goals. An example of a line manager is a
marketing executive.

2. llocmasme 5 3anumans 0o mexcmy.

3. Hepexnadims 3 yxpaincokoi Mo6u Ha AHzATUCLKY.
1. {o6puii panok! Moe mnpisBumie Ipin. S — mnpexcraBHuk ¢ipmu
“Cwmit enz Ko”.
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. ¥ MmeHe gminosa 3yctpiu 3 [leTpoBum o mecsTiii.

3. [lerpos mpaiioe y dipmi “Atoekcriopt”. I1g dpipma mpomae aBTomo-
6l

4. AsTomo06iai dipmu “ABToekcropr” BUCOKOI SKOCTI 1 BiAIIOBIIAI0TD
BUMOTaM 3aMOBHUKIB.

5. Yuopa dipma “ABToeKcOpT” OTpUMaia 3aMOBJIEHHSI Ha 5 aBTOMO-

6iniB Big Gipmu”Cwmirt eng Ko”.

Bapianr 3

1. llepexnadimos mexcm 3 anznidicokoi Mo6U Ha YKpaincvky ma oaii-
me 8i0n06idi Ha numanns.

NEW PRODUCT DEVELOPMENT

In business and engineering, new product development (NPD) is
the term used to describe the complete process of bringing a new product
or service to market. There are two parallel paths involved in the NPD
process: one involves the idea generation, product design, and detail
engineering; the other involves market research and marketing analysis.
Companies typically see new product development as the first stage in
generating and commercializing new products within the overall strategic
process of product life cycle management used to maintain or grow their
market share.

There are several general categories of new products. Some are new to
the market (ex. DVD players into the home movie market), some are new
to the company (ex. Game consoles for Sony), some are completely novel
and create totally new markets (ex. the airline industry). When viewed
against a different criteria, some new product concepts are merely minor
modifications of existing products while some are completely innovative
to the company.

There are several stages in the new product development process... not
always followed in order:

1. Idea Generation (The "fuzzy front end” of the NPD process)

* Ideas for new products can be obtained from customers (employing
user_innovation), the company’s R&D department, competitors,
focus groups, employees, salespeople, corporate spies, trade shows,
or through a policy of Open Innovation. Ethnographic discovery
methods (searching for user patterns and habits) may also be used
to get an insight into new product lines or product features.
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Formal idea generation techniques can be used, such as attribute
listing, forced relationships, brainstorming, morphological analysis
and problem analysis.
. Idea Screening
The object is to eliminate unsound concepts prior to devoting
resources to them.
The screeners must ask at least three questions:
— Will the customer in the target market benefit from the product?
— Is it technically feasible to manufacture the product?
— Will the product be profitable when manufactured and delivered
to the customer at the target price?
. Concept Development and Testing
Develop the marketing and engineering details
— Who is the target market and who is the decision maker in the
purchasing process?
— What product features must the product incorporate?
— What benefits will the product provide?
— How will consumers react to the product?
— How will the product be produced most cost effectively?
— Prove feasibility through virtual computer aided rendering, and
rapid prototyping
— What will it cost to produce it?
test the concept by asking a sample of prospective customers what
they think of the idea
Business Analysis
Estimate likely selling price based upon competition and customer
feedback
Estimate sales volume based upon size of market
Estimate profitability and breakeven point
. Beta Testing and Market Testing
Produce a physical prototype or mock-up
Test the product (and its packaging) in typical usage situations
Conduct focus group customer interviews or introduce at trade
show
Make adjustments where necessary
Produce an initial run of the product and sell it in a test market area
to determine customer acceptance
. Technical Implementation
New program initiation
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— Resource estimation
— Requirement publication
— Engineering operations planning
— Department scheduling
— Supplier collaboration
— Logistics plan
— Resource plan publication
— Program review and monitoring
o Contingencies — what-if planning
7. Commercialization (often considered post-NPD)
¢ Launch the product
 Produce and place advertisements and other promotions
« Fill the distribution pipeline with product
Critical path analysis is most useful at this stage

2. llocmasme 5 3anumans 0o mexcmy.

3. Hepexnadimv 3 yxpaincokoi Mo6uU HA AH2ZATUCHKY.

1. MuHyI0r0 Micsls Miii Apyr OGiHHAB IIOCaLy MeHeIKepa y HOBIii
pipmi.

2. MuHyI0T0 MiCSITIsT MU THATTACAT KOHTPAKT HA TIOCTABKY 00JIa/[HAH-
H4 3 dipmoto “Baiit eny; Ko”.

3. 3asrpa Haul MeHeKepy inyTh Ha hipmy “Baiit enz Ko”, o6 noau-
BUTHCH HOBE 00JIa/[HAHHSI.

4. JIsa MeHezKepu Hatiol hipMu mpuitMaioTh Mictepa burelika, a iHtmi
HeperisgialoTb YMOBHU HOBOI YTOJIH.

5. 51 3Haro MeHezkepa 1iel pipMu 3 THX M1ip, SIK BiH II0YaB IIPaIfOBaTH
3 HAMU.

Bapianr 4

1. llepexnadims mexcm 3 anziUCLKOi MOBU HA YKPAiHCLKY ma 0ail-
me 6i0n06idb Ha nuManHs.

MARKETING

Marketing practitioners claim that marketing is the process of
identifying the consumers’ wants and needs and making the product to
satisfy these. In reality, marketing is the use of Taylorism (or scientific
management) techniques to alter consumer behavior in favor of corporate
bottom lines. Need satisfaction is entirely secondary in this managerial
process (Dawson 2005). The term includes advertising, distribution and
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selling of a product or service. It is also concerned with anticipating the
customers’ future needs and wants, often through market research.

A market-focused, or customer-focused, organization first determines
what its potential customers desire, and then builds the product or service.
Marketing theory and practice is justified in the belief that customers use
a product or service because they have a need, or because it provides a
perceived benefit.

Two major factors of marketing are the recruitment of new customers
(acquisition) and the retention and expansion of relationships with
existing customers (base management).

Onceamarketer has converted the prospective buyer, base management
marketing takes over. The process for base management shifts the marketer
to building a relationship, nurturing the links, enhancing the benefits
that sold the buyer in the first place, and improving the product/service
continuously to protect the business from competitive encroachments.

Marketing methods are informed by many of the social sciences,
particularly psychology, sociology, and economics. Anthropology is also a
small, but growing, influence. Market research underpins these activities.
Through advertising, it is also related to many of the creative arts.

For a marketing plan to be successful, the mix of the four "Ps” must
reflect the wants and desires of the consumers in the target market.
Trying to convince a market segment to buy something they don’t
want is extremely expensive and seldom successful. Marketers depend
on marketing research, both formal and informal, to determine what
consumers want and what they are willing to pay for it. Marketers hope
that this process will give them a sustainable competitive advantage.
Marketing management is the practical application of this process. The
offer is also an important addition to the 4P’s theory.

The four Ps are:

* Product: The product aspects of marketing deal with the specifications
of the actual goods or services, and how it relates to the end-user’s needs
and wants. The scope of a product generally includes supporting elements
such as warranties, guarantees, and support.

* Pricing: This refers to the process of setting a price for a product,
including discounts. The price need not be monetary — it can simply be
what is exchanged for the product or services, e. g. time, energy, psychology
or attention.

* Promotion: This includes advertising, sales promotion, publicity,
and personal selling, and refers to the various methods of promoting the
product, brand, or company.
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* Placement or distribution refers to how the product gets to the customer;
for example, point of sale placement or retailing. This fourth P has also
sometimes been called Place, referring to the channel by which a product or
services is sold (e. g. online vs. retail), which geographic region or industry, to
which segment (young adults, families, business people), etc.

Within most organizations, the activities encompassed by the
marketing function are led by a Vice President or Director of Marketing.
A growing number of organizations, especially large US companies, have
a Chief Marketing Officer position, reporting to the Chief Executive
Officer.

. Ilocmasme 5 3anumans do mexcmy.

. Ilepexnadimo 3 yxpaincokoi Mo6uU Ha AH2UCHKY.

. CeMeHOB TpaIrioe MeHeKepoM y Hac Ha ipMi.

. Munysoro micsist BiH i3auB 10 TepmaHil 0OTOBOPIOBATH YMOBH

MaiibyTHBOI yrozau 3 pipmoro “KT”.

3. Hawa ¢ipma npojae Mamunu, tesedoHHe 0OMajfHaAHH Ta iHII To-
Bapu y pi3Hi KpaiHu.

4. MoxHa MeHi TieperJigHyTH 11l Katasorn? — Hi. I moBuHeH mokasa-
THU iX HAIIOMY T€HEPATLHOMY TUPEKTOPY.

5. Ydyopa Mu OTpUMAaJIN JTUCTA Bifl HAIMUX aHTIINCHKUX apTHepiB. Yu

HOTPIGHO MEHI TIEPEKIACTH HOTO Ha YKPATHCHKY MOBY ?

NN

Bapianr 5

1. lepexnadims mexcm 3 anzilcoKoi MOBU Ha YKpaincvKky ma oaii-
me 6i0n06idb Ha numanns.

WHOLESALING AND RETAILING

Wholesaling is the sale of goods or merchandise to retailers, to
industrial, commercial, institutional, or other professional business users,
or to other wholesalers and related subordinated services.

According to the United Nations Statistics Division, Wholesale is the
resale (sale without transformation) of new and used goods to retailers,
to industrial, commercial, institutional or professional users, or to other
wholesalers, or involves acting as an agent or broker in buying merchandise
for, or selling merchandise, to such persons or companies. Wholesalers
frequently physically assemble, sort and grade goods in large lots, break
bulk, repack and redistribute in smaller lots.
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Retailing practice of accumulation of various marketing practices
directed towards giving the best merchandise available and it consists of
the sale of goods or merchandise, from a fixed location such as a department
store or kiosk, in small or individual lots for direct consumption by the
purchaser! Retailing may include subordinated services, such as delivery.
Purchasers may be individuals or businesses. In commerce, a retailer buys
goods or products in large quantities from manufacturers or importers,
either directly or through a wholesaler, and then sells smaller quantities
to the end-user. Retail establishments are often called shops or stores.
Retailers are at the end of the supply chain. Manufacturing marketers see
the process of retailing as a necessary part of their overall distribution
strategy.

Shops may be on residential streets, or in shopping streets with few or
no houses, or in a shopping center or mall, but mostly found in the central
business district. Shopping streets may or may not be for pedestrians only.
Sometimes a shopping street has a partial or full roof to protect customers
from precipitation. Retailers often provided boardwalks in front of their
stores to protect customers from the mud. Online retailing, also known as
e-commerce is the latest form of non-shop retailing (cf. mail order).

Shopping generally refers to the act of buying products. Sometimes
this is done to obtain necessities such as food and clothing; sometimes
it is done as a recreational activity. Recreational shopping often involves
window shopping (just looking, not buying) and browsing and does not
always result in a purchase.

Most retailers have employees learn facing; a hyperreal tool used to
create the look of a perfectly-stocked store (even when it’s not).

2. llocmasme 5 3anumans 0o mexcmy.

3. Hepexnadimv 3 yxpaincokoi Mo6u Ha AH2MTUCHKY.

1. HacTymHOTO MiCSIIst MU IIMIIIEMO YTO/Iy HA [TOCTaBKY OOJIajiHAH-
H4 3 dipmoto “breiik enyg Ko”.

2. Mipma mouHe noctayatu 00IAHAHHS Yepe3 MiBPOKY.

3. Hamr mupexrop mnoixaB no Jlongona. Bin Bectume mneperoBopu 3
KiJTbKkoMa (hipMaMu MPOTSITOM MiCSIIS.

4. Hama ¢ipma sanikasieHa y Kyimisii ji¢Tis. Bonu moTpi6Hi Ham
SKHAWNIBULIE, OCKLIBKYA MU 30MpaeMocs] 3aKiHIMTU OyAIBHUIITBO
[OTO 06’€KTa HACTYITHOTO MiCATIS.

5. Y noneminox Yepros i CMiT 3yCTpisivch, i IeperoBOpH MOYaInch.
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Bapianr 6

1. llepexnadims mexcm 3 anziUcLK0i MOBU HA YKPaiHCLKY ma 0ail-
me 6i0n06i0b Ha nuManHs.

DEFINITIONS OF PRICING

Pricing is one of the four p’s of the marketing mix. The other three
aspects are product management, promotion, and place. Tt is also a key
variable in microeconomic price allocation theory.

Pricingisthe manual or automatic process of applying prices to purchase
and sales orders, based on factors such as: a fixed amount, quantity break,
promotion or sales campaign, specific vendor quote, price prevailing on
entry, shipment or invoice date, combination of multiple orders or lines,
and many others. Automated systems require more setup and maintenance
but may prevent pricing errors.

A well chosen price should do three things:

* achieve the financial goals of the firm (eg.: profitability)

« fit the realities of the marketplace (will customers buy at that

price?)

* support a product’s positioning and be consistent with the other

variables in the marketing mix

* priceis influenced by the type of distribution channel used, the type

of promotions used, and the quality of the product

— price will usually need to be relatively high if manufacturing is
expensive, distribution is exclusive, and the product is supported
by extensive advertising and promotional campaigns

— alow price can be a viable substitute for product quality, effective
promotions, or an energetic selling effort by distributors

From the marketers point of view, an efficient price is a price that
is very close to the maximum that customers are prepared to pay. In
economic terms, it is a price that shifts most of the consumer surplus to
the producer.

The effective price is the price the company receives after accounting
for discounts, promotions, and other incentives.

Price lining is the use of a limited number of prices for all your product
offerings. This is a tradition started in the old five and dime stores in which
everything cost either 5 or 10 cents. Its underlying rationale is that these
amounts are seen as suitable price points for a whole range of products
by prospective customers. It has the advantage of ease of administering,
but the disadvantage of inflexibility, particularly in times of inflation or
unstable prices.
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A loss leader is a product that has a price set below the operating
margin. This results in a loss to the enterprise on that particular item, but
this is done in the hope that it will draw customers into the store and that
some of those customers will buy other, higher margin items.

Promotional pricing refers to an instance where pricing is the key
element of the marketing mix.

The price/quality relationship refers to the perception by most
consumers that a relatively high price is a sign of good quality. The belief
in this relationship is most important with complex products that are hard
to test, and experiential products that cannot be tested until used (such
as most services). The greater the uncertainty surrounding a product, the
more consumers depend on the price/quality hypothesis and the more of
a premium they are prepared to pay. The classic example of this is the
pricing of the snack cake Twinkies, which were perceived as low quality
when the price was lowered. Note, however, that excessive reliance on
the price/quantity relationship by consumers may lead to the raising of
prices on all products and services, even those of low quality, which in
turn causes the price/quality relationship to no longer apply.

Premium pricing (also called prestige pricing) is the strategy of
pricing at, or near, the high end of the possible price range. People will
buy a premium priced product because:

1. They believe the high price is an indication of good quality.

2. They believe it to be a sign of self worth — “They are worth it” — It
authenticates their success and status — It is a signal to others that
they are a member of an exclusive group.

3. They require flawless performance in this application — The cost
of product malfunction is too high to buy anything but the best —
example: heart pacemaker.

The term Goldilocks pricing is commonly used to describe the practice
of providing a “gold-plated” version of a product at a premium price in
order to make the next-lower priced option look more reasonably priced;
for example, encouraging customers to see business-class airline seats as
good value for money by offering an even higher priced first-class option.
Similarly, third-class railway carriages in Victorian England are said
to have been built without windows, not so much to punish third-class
customers (for which there was no economic incentive), as to motivate
those who could afford second-class seats to pay for them instead of
taking the cheaper option. This is also known as a potential result of price
discrimination.
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The name derives from the Goldilocks story, in which Goldilocks chose
neither the hottest nor the coldest porridge, but instead the one that was
"just right”. More technically, this form of pricing exploits the general
cognitive bias of aversion to extremes.

Demand-based pricing is any pricing method that uses consumer
demand — based on perceived value — as the central element. These
include: price skimming, price discrimination and yield management,
price points, psychological pricing, bundle pricing, penetration pricing,
price lining, value-based pricing, geo and premium pricing.

2. llocmasme 5 3anumans 0o mexcmy.

3. Mepexnadimv 3 yxpaincokoi Mo6uU HA AH2ZITUCHKY.

1. @ipma moriia 3anporonysatu Juiie 40 (haxciB 3 HEraiiHOI JOCTaB-
Koo, 111e 60 ¢akciB ¢pipma nmoroauIach J0CTABUTA TPhOMA ITAPTiIMU
o 20 ¢akciB yepes piBHI TPOMIKKHN yacy.

. Dipma Moske HaZaTH CBOI TPAHCTIOPTHI MOCTYTH.

3. YmoBu BramToByBaiu [leTpoBa, i y BIBTOPOK MpeicTaBHUKY (hipMu

MZIITACATN YTOJTY.
4. Most cekperapka po3MoBJisijia 1o TesiehoHy 3 mictepom Baiitom i
JIOMOBMJIACH 3 HUM ITPO HANLy 3YCTPiu Y T ATHUIIIO O IeCATIN paHKy.
5. Hai rosioBamii MeHepkep cam moige 10 JIonaoHa, o0 10MOBUTHCH
PO I[iHU Ta YMOBHU MTOCTABKY 00JIa THAHHSI.

N

Bapiaur 7

1. llepexnadimos mexcm 3 anznilicoKoi MO6U HA YKpaincvky ma 0aii-
me 8i0n06i0b HA NUMAHHSL.

COMPUTER

A computer is a machine which manipulates data according to a list of
instructions which makes it an ideal example of a data processing system.

Computers take numerous physical forms. The first devices that resemble
modern computers date to the mid-20th century (around 1940 — 1941),
although the computer concept and various machines similar to computers
existed prior. Early electronic computers were the size of a large room,
consuming as much power as several hundred modern personal computers.
Modern computers are based on comparatively tiny integrated circuits and
are millions to billions of times more capable while occupying a fraction of
the space. Today, simple computers may be made small enough to fit into a
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wrist watch and be powered from a watch battery. Personal computers in
various forms are icons of the information age and are what most people
think of as “a computer”. However, the most common form of computer in
use today is by far the embedded computer. Embedded computers are small,
simple devices that are often used to control other devices — for example,
they may be found in machines ranging from fighter aircraft to industrial
robots, digital cameras, and even children’s toys.

The ability to store and execute lists of instructions called programs
makes computers extremely versatile and distinguishes them from
calculators. The Church — Turing thesis is a mathematical statement of this
versatility: Any computer with a certain minimum capability is, in principle,
capable of performing the same tasks that any other computer can perform.
Therefore, computers with capability and complexity ranging from that of
a personal digital assistant to a supercomputer are all able to perform the
same computational tasks given enough time and storage capacity.

It is difficult to define any one device as the earliest computer. The
very definition of a computer has changed and it is therefore impossible to
identify the first computer. Many devices once called “computers” would
no longer qualify as such by today’s standards.

Originally, the term “computer” referred to a person who performed
numerical calculations (a human computer), often with the aid of a
mechanical calculating device. Examples of early mechanical computing
devices included the abacus, the slide rule and arguably the astrolabe and
the Antikythera mechanism (which dates from about 150—100 BC). The
end of the Middle Ages saw a re-invigoration of European mathematics
and engineering, and Wilhelm Schickard’s 1623 device was the first of a
number of mechanical calculators constructed by European engineers.

However, none of those devices fit the modern definition of a computer
because they could not be programmed. In 1801, Joseph Marie Jacquard
made an improvement to the textile loom that used a series of punched
paper cards as a template to allow his loom to weave intricate patterns
automatically. The resulting Jacquard loom was an important step in the
development of computers because the use of punched cards to define woven
patterns can be viewed as an early, albeit limited, form of programmability.

In 1837, Charles Babbage was the first to conceptualize and design a
fully programmable mechanical computer that he called “The Analytical
Engine”. Due to limited finance, and an inability to resist tinkering with
the design, Babbage never actually built his Analytical Engine.
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Large-scale automated data processing of punched cards was performed
for the U. S. Census in 1890 by tabulating machines designed by Herman
Hollerith and manufactured by the Computing Tabulating Recording
Corporation, which later became IBM. By the end of the 19th century
a number of technologies that would later prove useful in the realization
of practical computers had begun to appear: the punched card, Boolean
algebra, the vacuum tube (thermionic valve) and the teleprinter.

During the first half of the 20th century, many scientific computing
needs were met by increasingly sophisticated analog computers, which
used a direct mechanical or electrical model of the problem as a basis
for computation. However, these were not programmable and generally
lacked the versatility and accuracy of modern digital computers.

2. llocmaeme 5 3anumans 00 mexcmy.

3. Hepexnadims 3 yxpaincokoi Mo6u Ha AHZATUCHKY.

1. MeHerepr 0O6TOBOPIOIOTH YMOBU KOHTPAKTY 3 CAMOTO PAHKY.

2. Mu kymyemo obnagHanHa y i€l pipMu BiKe 1Ba POKU i JyKe 3a10-
BOJIEH] HAIUM CIIiBPOOITHUIITBOM.

3. Hemonasno mu 1moyanu cruiBpo6iTHUITBO 3 hipmoio “Biek exg Ko”.
Mu HIKOJIM He MaJIM cIpaBy 3 1icio ¢hipMolo paHiiie, ajie 6arato mpo
Hei UyJin.

4. My BUPIIIMJIM PO3MICTUTH 3aMOBJIEHHS Ha IIOCTAaBKYy JeCATH
KOMIT'IOTEPIB.

5. Mu 3a1ikaBHIKCh €10 MOAEJII0 KOMIT'I0Tepa, OCKIJIbKA BOHA Bijl-
MOBi/la€ HAIIUM BUMOTaM, 1 1[iHy MU BBa)KA€EMO JIOCUTH IPUIHAT-
HOIO.

BapianT 8

1. llepexnadims mexcm 3 aHzUCHLKOT MOBU HA YKPATHCLKY ma 0ail-
me 8i0n06idb Ha NUMAHHSL.

PAYMENT AND TRADE

A payment is the transfer of wealth from one party (such as a person
or company) to another. A payment is usually made in exchange for the
provision of goods, services, or both, or to fulfill a legal obligation.

The simplest and oldest form of payment is barter, the exchange of one
good orserviceforanother. Inthe modern world, common means of payment
by an individual include money, check, debit, credit, or bank transfer, and
in trade such payments are frequently preceded by an invoice or result in a
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receipt. However, there are no arbitrary limits on the form a payment can
take and thus in complex transactions between businesses, payments may
take the form of stock or other more complicated arrangements.

In law, the payer is the party making a payment while the payee is the
party receiving the payment.

Payments may be classified by the number of parties involved to
consummate a transaction. For example, a credit card transaction in the
United States requires a minimum of four parties (the purchaser, the
seller, the issuing bank, and the acquiring bank). A cash payment requires
a minimum of three parties (the seller, the purchaser, and the issuer of
the currency). A barter payment requires a minimum of two parties (the
purchaser and the seller).

In 2005, an estimated $40 trillion globally passed through some type
of payment system. Roughly $12 trillion of that was transacted through
various credit cards, mostly the 21,000 member banks of VISA and
MasterCard. Processing payments, including the extending of credit,
produced close to $500 billion in revenue.

In the U. S., debit cards are the fastest growing payment technology.
In 2001, debit cards accounted for 9 percent of all purchase transactions,
and this is expected to double to 18.82 percent in 2011.

Historically, checks have been one of the primary means of payment
for purchasing goods and services in the U. S. In 2001, checks accounted
for 25 percent of the U. S.-based payment mix; in 2006, this is projected
at 17 percent.

Trade is the voluntary exchange of goods, services, or both. Trade is
also called commerce. A mechanism that allows trade is called a market.
The original form of trade was barter, the direct exchange of goods and
services. Modern traders instead generally negotiate through a medium
of exchange, such as money. As a result, buying can be separated from
selling, or earning. The invention of money (and later credit, paper money
and non-physical money) greatly simplified and promoted trade. Trade
between two traders is called bilateral trade, while trade between more
than two traders is called multilateral trade.

Trade exists for many reasons. Due to specialisation and division of
labor, most people concentrate on a small aspect of production, trading
for other products. Trade exists between regions because different
regions have a comparative advantage in the production of some tradable
commodity, or because different regions’ size allows for the benefits of mass
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production. As such, trade at market prices between locations benefits
both locations.

Trading can also refer to the action performed by traders and other
market agents in the financial markets

2. Ilocmaeme 5 3anumans 00 mexcmy.

3. Hepexnadims 3 yxpaincokoi Mo6u Ha AHzAIUCLKY.

1. ITix yac meperoBopiB MPOAABII JAIM HaM 3HUKKY 2 %, OCKIJIbKH Tie
GyJIo Hallle mepiie 3aMoBJIeHHs, 1 (hipMa GyJra 3ailikaBieHa B TOPro-
BUX KOHTAKTax 3 HaMU.

2. Mu GyJn LiIKOM 3a0BOJIeH] IIeperoBopaMu i B MaiiOyTHbOMY de-

KAEMO TapHUX JIIJIOBUX CTOCYHKIB 3 hipmoio “burek eny Ko”.

. Mu 3Ha7H, 1110 HAM JI0BEIETHCSA NOTOAUTHUCH HA YMOBHU (hipMu.

4. Tupexrop ipMu croiiBa€TbhCS, MO MAPTHEPH TTOTOAATHCS Ha TIPO-
BEJICHHS 11€PETrOBOPIB HACTYITHOTO THKHS.

5. Cekperapka MoIliKaBUJIaCh, XTO MAa€ NPUITHITU MicTepa BpayHa.

w

Bapiant 9

1. Ilepexnadims mexcm 3 aHzUCHLKOT MOBU HA YKPaAiHCLKY ma 0ail-
me 6i0n06i0b Ha numanns.

SEVEN PS

As well as the standard four Ps (Product, Pricing, Promotion and
Place), services marketing calls upon an extra three, totaling seven and
known together as the extended marketing mix. These are:

 People: Any person coming into contact with customers can have
an impact on overall satisfaction. Whether as part of a supporting
service to a product or involved in a total service, people are
particularly important because, in the customer’s eyes, they are
generally inseparable from the total service. As a result of this, they
must be appropriately trained, well motivated and the right type
of person. Fellow customers are also sometimes referred to under
‘people’, as they too can affect the customer’s service experience, (e.
g., at a sporting event).

* Process: This is the process(es) involved in providing a service
and the behaviour of people, which can be crucial to customer
satisfaction.

e Physical evidence: Unlike a product, a service cannot be experienced
before it is delivered, which makes it intangible. This, therefore,
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means that potential customers could perceive greater risk when
deciding whether to use a service. To reduce the feeling of risk, thus
improving the chance for success, it is often vital to offer potential
customers the chance to see what a service would be like. This is done
by providing physical evidence, such as case studies, testimonials or
demonstrations.

The original 4Ps concept idea was developed to help marketers manage
the four most important aspect of marketing. With the Internet and the
Web 2.0, marketers have needed to adapt a broader perspective on these
elements. Idris Mootee devised a “New 4Ps” model in 2001 to supplement
the traditional marketing 4Ps.-They are Personalization, Participation,
Peer-to-Peer and Predictive Modeling.

The first “P” is “Personalization” which now takes on a whole new
meaning. The author refers to customization of products and services
through the use of the Internet. Early examples include Dell on-line and
Amazon. com, but this concept is further extended with emerging social
media and advanced algorithms. Emerging technologies will continue to
push this idea forward.

The second “P” is the concept of “Participation”. This is to allow
customer to participate in what the brand should stand for; what should
be the product directions and even which ads to run. This concept is
laying the foundation for disruptive change through democratization of
information.

The third “P” is “Peer-to-Peer” which refers to customer networks
and communities where advocacy happens. The historical problem with
marketing is that it is “interruptive” in nature, trying to impose a brand
on the customer. This is most apparent in TV advertising. These “passive
customer bases” will ultimately be replaced by the “active customer
communities”. Brand engagement happens within those conversations.
P2P is now being referred as Social Computing and will likely to be the
most disruptive force in the future of marketing.

The last “P” is “Predictive Modeling” which refers to neural network
algorithms that are being successfully applied in marketing problems
(both a regression as well as a classification problem).

2. Ilocmaeme 5 3anumans 0o mexcmy.

3. Hepexnadims 3 ykpaincokoi Mo6u Ha AH2ZATUCLKY.
1. Tosap He 6yJI0 IOCTABJIEHO BYUACHO, OCKIIBKY Y (hipMu 6YJI0 3aHATO
6arato 3aMOBJIEHb.
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2. Hacrynroro poky dipma 301pa€eThes IPeJCTaBUTH Ha CBITOBUI pu-
HOK HOBY MOJIEJTb KOMIT I0Tepa.

3. Hammoro meHemzkepa 3anutanu, 91 BUKOPUCTOBYETHCS 1€ HOBUH
METOJI Y TPOMUCJIIOBOCTI.

4. Bam citig Gysio IpuiiT paHiie, OCKIJIbKM 00rOBOPEHHS IIMTaHH,
ske Bac 1ikaBuTh, yKe movanocs.

5. lo npomosuilii Mae OyTH I0JaHO KaTaJIOr, a TAKOK TeXHIYHI Xapak-
TEPUCTUKU MAIIUHHU.

Bapianr 10

1. Ilepexnadimo mexcm 3 aneAllCLKOL MOBU HA YKPAIHCOKY Mma Oati-
me 6i0n06i0b Ha numManHs.

AGENTS

According to world-wide statistics over half of the world’s foreign trade
is handled by agents. Selling firms turn to commercial agents for their
services mostly when they try to develop a new market for their goods in a
foreign territory. The agents are instrumental in distributing the principals’
product as they know the commercial conditions and changes in the market
of their country. They have their own storehouses, showrooms, repair
workshops, service stations, etc, for providing after-sales services.

However, sales through agents have certain disadvantages as the
Sellers cannot be in direct contact with the market. They also completely
depend on the agents’ diligence, efficiency and experience in handling
business. Therefore the Sellers always treat the matter of signing up an
agent very seriously.

The main provisions included in an agency agreement should clearly
define the territory in which the agents are entitled to act, the time of
the validity of the agreement, the quantities the agents undertake to sell
annually and the agents’ remuneration.

There are basically two types of agency agreements. They are
agreements for: 1) merchant firms and 2) sales agents.

An agreement for merchant firms stipulates that they become the
owners of the goods and can dispose of them at their option. Payment to
the Selling (exporting) firms by the merchant firms may be effected by a
Letter of Credit, for collection or by other methods.

The agreement states the amount of remuneration to which the
merchant firm will be entitled. It may be a certain percentage of the value
of the transaction or a sum equivalent to the difference in the prices at
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which they have purchased the goods from the Sellers and sold to the
customers.

A sales agent comes as an intermediary between the principal who sells
and the customer who buys. Sales agents may conclude agency agreements
on a consignment basis which means that the goods sent on consignment
remain the absolute property of the principals until delivered to the
Buyers. In many cases the consignment transactions are concluded on a
sale or return basis in which case the agents are to dispose of the goods
within an agreed and limited period of time. If the agents fail to sell the
goods within the stipulated time they are to return the unsold goods to
the principals. The liability of either party for return of the goods should
be stipulated in the agreement.

Under this type of an agency agreement payment to the principals can
be effected by the agents by remittance either per each machine or unit
sold or for the whole lot sold.

The agents may be granted the exclusive right to represent the principals
within the contractual territory. Under the exclusive agency agreement
the principals will have the right to sell their goods only through these
particular agents inside the territory agreed upon by the two parties.

Agents are interested in obtaining the exclusive rights as it is profitable
for them to be the sole representatives of the principals and it enables
them not to compete with other agents of the same principal.

2. llocmaeme 5 3anumans 00 mexcmy.

3. Hepexnadimv 3 ykpaincokoi Mo6u Ha AHZNTUCHKY.

1. Micrep Biek moBigomus, 1110 3aMOBJIEHHS He MOxKe OyTH 306iIblIeHe
10 50 MammH.

2. Mu 6yznemo BasuHi, skuio Bu Haginuiere nam Bairy nponosuiiiio Ha
komrr'torep mozeni EC 10.

3. [laxyemo Bawm 3a scta Big 7 KBiTH4, y ikomy Bu mipocure moBizo-
MUTH iHGOPMATIIIO TIPO I[IHU Ha Hallli KOMITI0TEPY Ta YMOBU TIOC-
TaBKM.

4. TlpencraBuuk (ipMu ckasas, MO iM JIOBEJOCS TIJHATU IIHU Ha
KOMIT'IOTEPH, i BOHU MPOTIOHYIOTh HAM CBOI KOMIT IOTEPH 32 BUMIOIO
I[IHOIO, aJie Ha JIy>Ke BUTITHUX YMOBAX IIOCTABKU 1 IJIATEXY.

5. 51 mymaro, 1110 My 3MOKEMO BUPILIMTH IMIUTAHHS [IPO TOAAJIBIII 3aMO-
BJIEHHSI TTICJIST TOTO, IK YBAKHO BUBYMMO HOBI 1iHU (hipMU.
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