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Conepxanue

[TactiopT oHIa OLIEHOUHBIX CPEICTB

[lepedeHb OLIEHOYHBIX CPEJCTB

Onucanue nokasaresneil 1 KpUTEPUEB OLICHUBAHUSI KOMIIETEHIIUI

Mertoanyeckue Marepuanbl, OINpPECNAIOLUINe MPOLENYPbl OLIEHUBAHUS pPE3YyJbTAaTOB
00ydYeHUsI, XapaKTePU3YIOIIUX 3TAIbl OPMUPOBAHUS KOMIETCHIIUN

Marepuasl 1715 IPOBEJEHUS TEKYLIET0 KOHTPOJIS U IPOMEXYTOUHOM aTTecTalluu



1. HACHOPT ®OHJIA OHEHOYHbIX CPEACTB

IO JUCHMITIIMHE <<I/ICTOpI/I$I IEPBOro MHOCTPAHHOTI'O A3bIKAa U BBCICHUC B CHeI_I(i)I/IJIOJIOI‘I/IIO»

1 - [lepevyenp KOMIETEHIMA, (POPMHUPYEMBIX B MPOLIECCE OCBOCHHSI JUCIIUTUIUHBI

Kox HaumeHoBaHue pe3yabTara 00y4eHHs
KOMIICTCHUINH

YK-1 CriocobeH ocymecTBIATh KPUTHUECKUH aHAIN3 MPOOJIEMHBIX CUTYalluid Ha
OCHOBE CHCTEMHOT0 MOJIX0/a, BEIpadaThIBaTh CTPATETUIO JICHCTBUI

VK-2 CrniocobeH ynpaBisTh MIPOSKTOM Ha BCEX dTalax ero )KU3HEHHOTO UK

YK-3 CnocoOeH OpraHu30BBIBaTh U PYKOBOANUTH pabOTOM KOMaH/IbI, BBIPAOATHIBAS
KOMAaHIHYIO CTPATETHIO JJIsl TOCTUIKEHUS TIOCTABICHHOH LIEIH

YK-5 CnocoOeH aHaIM3UPOBATh M YUUTHIBATH pa3HOOOpasne KyJIbTyp B IpoLecce
MEKKYJIbTYPHOTO B3aHMOJICHCTBUS

[1K-5 CnocoOeH NpOSBIATH IICUXOJIOTHYECKYIO YCTOMYMBOCTD B CJIOXKHBIX U
IKCTPEMANIBHBIX YCIOBHSIX, B TOM YHCIIE OBICTPO MEPEKII0YasiCh C OJHOTO
pabouero si3pIKa Ha IPYToOi

[1K-6 CnocoOeH olLeHHBaTh Ka4E€CTBO M COJep)KaHNe HH(OpMAIINH, BBIICIATH

HauOoJIee CylecTBeHHbIC (DAKTHI M KOHIICTIIINH, 1aBaTh UM COOCTBEHHYIO
OLIEHKY U MHTEPIPETALUIO; BBIIBUTATh TUIIOTE3bI U MOCIEA0BATEIBHO
pa3BHUBaTh APryMEHTALIMIO B X 3alIUTY HA OCHOBE MEKIUCIIUIIIIMHAPHOTO
rnoaxozaa

Koneunnsimu pe3yibTaTaM OCBOCHUA JUCHUIIIIMHBI ABJISTFOTCSA C(i)OpMI/IpOBaHHBIe
KOTHUTUBHBIC ICCKPHUIITOPLI «3HATb», KYMETb», «BJIaACTh», pPACIIMCAHHBIC 11O OTACJIbHBIM
KOMIICTCHIIUAM. (DOpMI/IpOBaHI/Ie ACCKPUIITOPOB NPOUCXOAUT B TCUCHUC BCECTO CEMECTPA
I10 5TaraM B paMKax KOHTAKTHOM pa6OTI)I, BKJ'II-OLIaI-OIIIGI\/’I Pa3JINYIHBIC BUABI 3aHATHH B
CaMOCTOSTEILHOM pa6OTBI, C IPUMCHCHHUEM Pa3JINYHBIX q)OpM 1 MCTOI0B O6y‘IeHI/IH.




2. IEPEYEHb OLIEHOYHbIX CPEJICTB'

Tabmura 2
Ne | HaumenoBanue | XapakTepHCTHKa OLIEHOYHOI'O CPEACTBA [Ipencrasnenue oueHouHoro cpeacrsa B POC
OLIEHOYHOTO
cpeacTBa
1 | IIpoekt KoHeuHbI IPOYKT, 110JIy4aeMblil B pe3yJIbTaTe INIaHUPOBAHUS U TeMbl rpynmnoBbIX W/WIN UHIUBHUYaIbHbBIX IIPOEKTOB
BBITIOJIHEHHSI KOMILIEKCA YUe€OHBIX M UCCIIEA0BATENLCKUX 3a/1aHU.
[To3BoJsieT OLIEHUTH YMEHUS 00YUYAIOIIUXCSI CAMOCTOSTENILHO
KOHCTPYHPOBATh CBOU 3HAHHSA B IPOLIECCE PEIICHHS TPAKTUIECKUX
3a7a4 ¥ MpooOieM, OpUEHTUPOBATHCS B HH()OPMAIIHIOHHOM
MIPOCTPAHCTBE M YPOBEHb CPOPMUPOBAHHOCTH aHATTUTUIECKHUX,
HCCIIEIOBATEIILCKUX HAaBBIKOB, HABBIKOB MPAKTUYECKOTO U
TBOPYCCKOI'0 MbIIIJICHUA. MoKeT BBIIOJIHATLCS B HHAUBUYaJIbHOM
MOPSIIKE WIK TPYNION 00yJaronmxcsl.
2 | Tecr CpencTBo, MO3BOJISIIONIEE OLIEHUTh YPOBEHb 3HaHUH oOy4aromnierocst | TecToBbIe 3a1aHus
MyTeM BBIOOpA UM OJIHOTO U3 HECKOJIIbKHX BAPUAHTOB OTBETOB Ha
MOCTaBJICHHBIN BOMPOC. BO3MOXHO HCIIONB30BaHKUE TECTOBBIX
BOIIPOCOB, MPEYCMATPUBAIOIINX BBOJI 00YYAIOIIUMCS KOPOTKOTO
OJTHO3HAYHOT'0 OTBETA HA MOCTABJICHHBIN BONPOC.
3 | Pemenne 3amaun 1 3aJaHUsl TBOPUYECKOTO YPOBHS, TIO3BOJISIONINE OIIEHUBATh U | KOMIUIEKT pa3sHOYpOBHEBBIX 3aa4 (3aaHUN)
Pa3HOYPOBHEBBIX | JUATHOCTHUPOBATH YMCHUSA, MHTCTPHUPOBATH 3HAHUA PA3JIMYHBIX

3ana4 (3aJaHnii)

o0uacTeil, apryMeHTHpPOBAaTh COOCTBEHHYIO TOUKY 3PEHHUSI.




3. OIMMCAHUE IOKA3ATEJIEA U KPUTEPUEB OLIEHUBAHUA KOMIIETEHIIUA

OrneHuBaHUE PE3yJIbTaTOB OOYYCHHS IO JUCHMIUIMHE [IpakTHKyM 1O MEXKYJIBTYPHOH KOMMYHHKAITMM (IIEPBBIA HHOCTPAHHBIM S3bIK)
OCYIIECTBISIETCS B COOTBETCTBHH ¢ [10JI0’keHHEM O TEKYIIeM KOHTPOJIE YCIIEBAEMOCTH U MTPOMEKYTOUHOUN aTTECTAIIMH 00YJIarOIIUXCS.
[TpemycMOTPEHBI CISAYIONME BUABI KOHTPOJISA: TEKYIIUH KOHTPOJb (OCYIIECTBICHUE KOHTPOJSA BCEX BHUIOB ayJUTOPHOW M BHEAYIUTOPHOU
JEeSTEILHOCTH 00YYalOIIerocs ¢ MebI0 MOMydyeHUsl TIEPBUYHON WH(OPMAITUK O XOJ€ YCBOCHUS OTIEIBHBIX JIEMEHTOB COJCPKAHUS IUCIUIUIMHBI) U
MIPOMEXKYTOYHAs aTTeCcTalus (OLIEHUBAETCS YPOBCHb M KAUECTBO IMOATOTOBKH 110 JUCIUILIMHE B LIEJIOM).
[Tokasarenu u KpUTEpUH OTICHUBAHMS KOMITETEHITNH, (OPMUPYEMBIX B IPOIIECCE OCBOCHUS JAaHHOW JUCIUILIIMHBI, OIMCAHBI B Ta0I. 3.
Tab6uia 3.



Kon YpoBeHb HNuaukatopsl Bun yueOHbIX | KorTpommpyemsie pasaensl u | OieHOYHBIC CpEJICTBa, Kpurepuu orieHnBanus
KOMIIET | OCBOCHUS JIOCTHXKCHHS 3aHSATHIT, paboTHI, | TeMBI AUCIIHTLIAHBI HCIIOJTb3YEeMBbIC JUIsL | pe3yJbTaToB 00yUeHUs
CHIIMM | KOMIICTCHIIUU KOMIICTCHIIUN dbopMBI W METOHBI OIICHKH YPOBHS
o0OyueHwus, c(hopMHUPOBAHHOCTH
CIOCOOCTBYIOIIHE KOMITETCHITUU
(hopMUPOBaHUIO u
Pa3BUTHIO
KOMIICTCHIHI
YK-1 3HaeT
Henocraroun VK-1. 3-1. [TpakTnueckue Pazznen 1. Culture and cultural | TecroBble 3ananus, | He 3naeT MPUHIUIIBI H METOJIBI
bIll YPOBEHB 3HaeT NPUHLUIIBL | 3aHATHUS differences. Stereotypes across | BHITOTHEHHE JIMHTBUCTHYCCKOrO  aHaIM3a
Orenka u METOIBI cultures. Cultural values at | mpoektos, TEKCTA/IMCKYpCa; HE HMeeT
«HE3aYTEHO», | THHIBHCTHYECK work N perieHue CHCTEMHOE TpECTABIEHHE 06
«HEYIOBICTBO | (oo AHATIN3A Paznmen 2. | Initial contacts | pasHoypoBHEBBIX OCOGEHHOCTAX COBPEMEHHOTO
PHUTEIBHO» across cultures. Getting | 3amau
Z_eKCTa/ﬂHCIﬁEgT connected. Dress for_ success rafia 1
; Pasnen 3. Socializing and HUCTOPUU Pa3BUTHUS U3YyIAEMBIX
CHCTCMHOC hospitality ~across cultures. SI3BIKOB.
HPCACTaBJICHAC Socializing with colleagues,
00 entertaining business clients.
0COOEHHOCTX Building personal relationships
COBPEMEHHOTO
Jrarna u
HCTOPUHA
pa3BUTHA
HA3Y4aEMBIX
SI3BIKOB.

% NeKUMOHHble 3aHATUS, npaKTUYecKue 3aHATUA, NabopaTopHble 3aHATUA, camoCToATeNbHanA paborTa...
*> HeoB6X0AMMO YKa3aTb aKTUBHbIE M MHTEPAKTUBHbIE METOAbI 06YYeHMUs (HanpUMep, HTEPAKTUBHAA NeKLys, paboTa B MasibIX rpynnax, METOAbl MO3rOBOTO WTYPMA U T.4.),
cnocobcTayoLLIME Pa3BUTUIO Y 06YYaOLLMXCA HaBbIKOB KOMaHAHOM PaboTbl, MEXIUYHOCTHON KOMMYHUKALMKM, MPUHATUA PELUEHMI, NTMAEPCKUX KauecTs.

* HaumeHoBaHwe Tembl (pasaena) 6eperca U3 paboyeil NPOrPaMMbl AUCLUMIMHDI.
> OLEHOYHOE CPEACTBO AOMKHO BbIBUPATLCSA C YYETOM 3anIaHUPOBaHHbIX PE3y/IbTaToB OCBOEHUA AUCLMMIUHDI, HANPUMEp:
«3HaTb» — cobecefoBaHUE, KONNOKBUYM, TECT...
«YMeTb», «Bnafetb» — UHAMBUAYANbHbIN AW TPYNNOBOM NPOEKT, Kec-3aAaya, AenoBas (posesasn)
urpa, noptdonuo...




Bba3zoBbrit VK-1. 3-1. [IpakTnueckue Pazznen 1. Culture and cultural | TecroBble 3ananus, | YacTidHo 3HAET MPHHIUIBI U
YPOBEHb 3Haer 3AHSITHS differences. Stereotypes across | BHITOTHEHHE METONIbI  JMHTBHCTHYECKOTO
OneHka, MIPUHIIATIBI i cultures. Cultural values at | mpoekrtos, aHaAIKM3a TeKCTa/IUCKYPCa;
«3aYTCHON, METOJIBI work N pelIcHUE UMeeT  TpEJACTaBlIeHHE 00
«YyIOBICTBOPH | JyHTBHCTHYCCK Paznmen 2. Initial conta_cts Pa3HOYPOBHEBBIX 0COBEHHOCTAX COBPEMEHHOTO
TEITBHO» oro aHAIM3a across cultures. Getting | 3agau yTana u
TeKCTa/ THCKYDC connected. Dress for_ success
; Pasien 3. Socializing and UCTOPHUHU PA3BUTHS U3YUAEMbIX
3, umeet hospitality ~across cultures. ASBIKOB.
CHCTEMHOC Socializing with colleagues,
HpEACTABICHNC entertaining business clients.
00 Building personal relationships
0COOEHHOCTSIX
COBPEMEHHOTO
JTana u
HUCTOPHH
pa3BUTHSI
M3Y4aeMBIX
SI3BIKOB.
Cpenuuit VK-1. 3-1. [TpakTryecKue Pasnmen 1. Culture and cultural | TecroBeie 3aganus, | B OCHOBHOM 3HAET
YPOBEHb 3Haer 3aHATUS differences. Stereotypes across | BbIoJHEHHE IPHHIIMIIEL u METOIbI
Onenka TIPUHITATIBI u cultures. Cultural values at | npoekros, JTMHTBUCTHYECKOTO  aHaIH3a
«3aYTCHON, METOIBI work N peLIcHHIC TEKCTa/IUCKypCa; UMeeT
«XOPOIIIO» IHHIBACTHIECK Paspen 2. Initial contacts | pasHoypoBHeBbIX Mpe/icTaBIeH e 06
oro AHATI3A across  cultures.  Getting | 3amau 5
/ connected. Dress for success OCODCIHOCTAX - COBPEMEHHOTO
Z?KCTa I‘“";ﬁiﬁ; Paszen 3. Socializing and oTana u
> hospitality ~across cultures. MCTOPUH pasBUTH U3ydaeMbIX
CHCTEMHOC Socializing with colleagues, A3EIKOB.
HPCICTABICHUEC entertaining business clients.
00 Building personal relationships
0COOEHHOCTSIX
COBPEMEHHOTO
JTana u

HCTOpUU




Pa3BUTHUA

M3Y4aeMBbIX

SI3BIKOB.
Bricokuit VK-1. 3-1. [IpakTuueckue Paznen 1. Culture and cultural | TecroBsie 3amanus, | B COBEPILNEHCTBE 3HAET
yYpPOBEHb 3HaeT 3AHSITUS differences. Stereotypes across | BIMOJHEHHE TIPUHITATIBI u METOJIbI
Ouenka TPUHIIUIIBI u cultures. Cultural values at | mpoekros, JIMHTBHCTHYECKOTO  aHan3a
«3a4TEHOY, METOIBI work peleHune TeKCTa/IIMCKypCa; HMeeT
«OTIIHYHO» JIMHTBHCTHYECK Pasmen 2.  Initial contacts | pasHOypOBHEBEIX CHCTEMHOE TpECTABIEHHE 06

oro aHanmm3a 23;?:(% d C[l;:glé;eibr Sugggng anad 0COOCHHOCTSIX COBPEMEHHOTO

T?KCTa/HHCKpr Pasgen 3. Socializing and Jranau

a; uMeeT hospitality across  cultures. UCTOPHUHU PA3BUTHS U3YUAEMbIX

CHCTCMHOC Socializing with colleagues, A3BIKOB.

HPCACTABJICHAC entertaining business clients.

00 Building personal relationships

0COOEHHOCTSIX

COBPEMEHHOTO

JTana u

HUCTOpUU

pa3BHUTHS

M3Yy4aeMBbIX

SI3BIKOB.

Ymeer

Henocraroun | VK-1.3-1. [MpakTryeckue Pasnen 1. Culture and cultural | TecroBsie 3anmanus, | He yMeeT IIPOBOJIUTH
bIil YPOBEHD VMeeT 3aHSITHS differences. Stereotypes across | BEIIOTHEHHE JIMHTBUCTHYECKUM aHaJIN3
Ouenka IPOBOIUTE cultures. Cultural values at | mpoekros, TEKCTa/IMCKypca HA  OCHOBE
«HE33YTCHO», | TPHIBHCTUYECK work peuienne CHCTEMHBIX 3HAHUH
«HEYIOBJIETBO | L3 AHATH3 Paspen 2. | Initial cgnta_cts Pa3HOYpPOBHEBBIX COBPEMEHHOTO Srama -
PHTEIBHO» across cultures. etting | 3amau

ZeKC;Z/Mgggg;e connected. Dress for_ success ;Igc;il())iﬂ PAIBHITI H3YHACMBIX

Pasnen 3. Socializing and

CHCTCMHBIX hospitality ~across cultures.

SHaHUH Socializing with colleagues,

COBPEMCHHOTO entertaining business clients.

orana u Building personal relationships

HCTOpUU




Pa3BUTHUA

M3y4aeMbIX
SI3IKOB
BazoBsIii VK-1.3-1. [IpakTuueckue Pazpmen 1. Culture and cultural | Tectosble 3amanus, | YacTHYHO yMEET IPOBOAUTH
yYpPOBEHb Vmeer 3AHSITUS differences. Stereotypes across | BIMOJHEHHE JIMHTBUCTUYECKUN AHAIU3
Ornenka, POBOJIUTH cultures. Cultural values at | mpoekros, TEKCTa/IMCKypca HA OCHOBE
«3a4TECHOY, JIMHTBUCTHYECK work . PEILCHAC CHUCTEMHBIX 3HAHU
«YIOBICTBOPH | AHAIN3 Pazmen 2. |tlmtlal anzil_cts Pa3sHOYPOBHEBBIX COBPEMEHHOTO yramna -
TEIBHOY across  cultures. etting | 3amau
ZGKC;:/MS;}I’EEG connected. Dress for_ success ZI;:;?(EI;H PABUTHA H3YHACMBIX
Pasgen 3. Socializing and
CHCTCMHBIX hospitality ~across ~cultures.
SHaHWH Socializing with colleagues,
COBPEMEHHOTI'0 entertaining business clients.
arana U Building personal relationships
HCTOPHH
pa3BuTud
M3Yy4aeMBbIX
SA3BIKOB
Cpenuuit VK-1.3-1. [pakTHueckue Paznen 1. Culture and cultural | TectoBsle 3ananus, | B OCHOBHOM yMeeT
YPOBEHb VMmeer 3AHSITUS differences. Stereotypes adClrOSS | BBIIIOJIHEHUE MPOBOJAUTH JIMHTBUCTUYECKUN
Onenka IPOBOJIUTH cultures. Cultural values at | mpoekros, aHAIM3 TeKCTa/IHCKypca Ha
«3a9TCHOY, JIHHTBUCTHYECK work » pelicHue OCHOBE CHCTEMHbBIX 3HAHHMI
«XOPOIIIOY i AHAIAS Paznmen 2. |tlmtlal cgn:?_Cts Pa3HOYPOBHEBBIX COBPEMEHHOTO yTana -
across  cultures. etting | 3amau
;eKC;:/HPlg;}I’gge connected. Dress for_ success jg;?{%ﬁn PasBUTHA H3YHaCMBbIX
Pasmen 3. Socializing and
CHCTEMHBIX hospitality ~across cultures.
Sl i Socializing with colleagues,
COBPEMCHHOTO entertaining business clients.
aTara u Building personal relationships
HUCTOPUH
pa3BuTHA
M3y4aeMbIX

SI3BIKOB




Bricokuii VK-1.3-1. [IpakTnueckue Pasznen 1. Culture and cultural | Tecrossie 3amanus, | B COBEPIIEHCTBE yMeeT
YPOBEHb VMeeT 3AHSITHS differences. Stereotypes across | BHITOTHEHHE IPOBOAUTh JIMHIBUCTUYECKUI
Ouenka IPOBOIUTH cultures. Cultural values at | mpoekros, aHATH3 TEKCTa/IUCKypca Ha
«3a4TCHOY, JMHTBHCTHYECK work PpCLICHUE OCHOBE CHCTEMHBIX 3HAHHMI
«OTJIIMYHO» i AHATING Paszmen 2. | Initial cgnta_cts Pa3HOYPOBHEBBIX COBPEMEHHOTO Srana -
across  cultures. etting | 3amau
;eKC;:/HHgggg;e connected. Dress for_ success ;ISC:I(I)(EI;H PasBHTHA H3yHaCMbIX
Pasgen 3. Socializing and
CHCTCMHBIX hospitality ~across cultures.
SHaHHH Socializing with colleagues,
COBPEMCHHOTO entertaining business clients.
JTana U Building personal relationships
HUCTOPHH
pa3BHUTHSA
H3y4aeMbIX
SI3BIKOB
Bnaneer
Henocraroun | VK-1.3-1. [TpakTnaeckue Paspen 1. Culture and cultural | Tecrossie 3amanus, | He BIafceT  HaBBIKAMU
BbIN YPOBECHB B_]'Ia,[[eeT 3aHSATUI differences. Stereotypes aCrosS | BBIIIOJIHEHUE JIMHTBUCTUYECKOTO a”HaJIMn3a
Onenka HaBBIKAMH cultures. Cultural values at | mpoekToB, TEKCTa/IMCKypca HA OCHOBE
«HE3a4YTCHO», JIMHTBUCTUYECK Work peUICHUuC CUCTEMHBIX 3HaHHI>i
«HEYJIOBJETBO | oro AHATI3A Paznen 2. | Initial Cénta_cts Pa3HOYPOBHEBBIX COBPEMEHHOTO yramna u
PUTEIBHOY across cultures. etting | 3amau
ZGKC;:/HHSZ}I]E;@ connected. Dress for_ success ;Igc;(;%iﬂ PASBUTHA H3YHACMBIX
Pasgen 3. Socializing and :
CHCTCMHBIX hospitality ~across cultures.
SHaHWH Socializing with colleagues,
COBPEMEHHOTI'0 entertaining business clients.
aTara u Building personal relationships
UCTOPUU
pasBuUTUsL
H3y4aeMbIX
SA3BIKOB.
Ba3oBblii VK-1.3-1. [MpakTHueckue Pasnmen 1. Culture and cultural | Tecroseie 3aganus, | YacTUYHO BjageeT HABBIKAMH
YpOBEHD Bnaneer 3AHSTHS differences. Stereotypes across | BIMOTHEHHE JIMHTBUCTHYECKOTO  aHaIM3a
OrneHka, HaBBIKAMHU cultures. Cultural values at | mpoekToB,




«3a4YTCHO», JIMHTBUCTHUYECK work peuIcHue TeKCTa/I[I/ICKypca HAa OCHOBC
«yIOBJIETBOPH | oro aHAIH3a Pazmen 2. Initial contacts | pasHoypoBHEBBIX CHCTEMHBIX 3HAHUH
TEIBHO TeKcTa/IUCKYPC across  cultures.  Getting | 3agau COBPEMEHHOT0 JTamna u
a4 Ha OCHOBE connected. Dress for success HCTOPUH Pa3sBUTHS N3Y4aeMBIX
CHCTEMHBIX Pasnen 3. Socializing and SI3BIKOB.
SHAHM hospltgll_ty across cultures.
Socializing with colleagues,
COBPEMCHHOTO entertaining business clients.
JTama 1 Building personal relationships
UCTOPHH
pasBuTUs
M3y4aeMbIX
SA3BIKOB.
Cpenuuit VK-1.3-1. [TpakTHyeckue Paznen 1. Culture and cultural | TectoBsle 3ananus, | B COBHOBHOM BIIaJCeT
YPOBEHb Bmaneer 3aHSTHUS differences. Stereotypes across | BHITOTHEHHE HaBBIKAMM JIMHTBUCTHYCCKOTLO
Ouenka HaBBIKAMU cultures. Cultural values at | mpoekros, aHANM3a TEKCTA/IUCKypca Ha
«3aTEHOY, JTHHTBUCTHYECK work pelleHue OCHOBE CHCTEMHBIX 3HAHHII
«XOPOIIO» oI AHATI3A Pasgen 2. | Initial ccc;nta_cts Pa3sHOYPOBHEBBIX COBPEMEHHOTO yTamna -
across  cultures. etting | samau
ZGKCI:Z/MS;ZE;G connected. Dress for_ success ;I;jlilzgﬂ PA3BHTI H3YHACMBIX
Pasgen 3. Socializing and :
CHCTCMHBIX hospitality ~across cultures.
SHaHWU Socializing with colleagues,
COBPEMCHHOTO entertaining business clients.
JTarna u Building personal relationships
HUCTOPUHU
pa3BUTHSI
H3y4aeMbIX
SI3BIKOB.
Beicokuit VK-1.3-1. [TpakTHdeckue Pazznen 1. Culture and cultural | TecroBrie 3ananus, | B coBepieHCTBe BIIaJIeeT
ypOBEHb Bnaneer 3aHSITUS differences. Stereotypes across | BbIoJHEHHE HABBIKAMH JIHHTBHCTHYECKOTO
Ouenka HaBBIKAMU cultures. Cultural values at | mpoekros, aHaTH3a TEKCTa/IUCKypca Ha
«3a4TEHO, JIMHTBHCTHYECK work PpeLICHHC OCHOBE CHCTEMHBIX 3HaHHIi
«OTJIHYHOY oro aHATH3a Pazmen 2. Initial conta_cts Pa3HOYPOBHEBBIX COBPEMEHHOTO yTama -
TeKCTa/IUCKypC across  cultures.  Getting | sanau UCTOPHUHU PA3BUTHS U3YUAEMbIX

connected. Dress for success




a Ha OCHOBE
CHCTEMHBIX
3HaHHUHI
COBPEMEHHOTO
Jramna H
HUCTOPUH
pa3BUTHUS
M3y4aeMbIX
SI3BIKOB.

Pasgen 3. Socializing and
hospitality across cultures.
Socializing with colleagues,
entertaining business clients.
Building personal relationships

SA3BIKOB.




VK-2

3HaeT

Henocraroun VK-2.3-1. [IpakTnueckue Paszmen 1. Culture and cultural | TecroBbie He 3Haer HeoOXOAUMBIE IS
BIil yPOBEHB 3naem 3aHATUS differences. Stereotypes across | 3amauus, OCYILECTBIICHHUS
Ornenka HEOOXO0qMMBbIE cultures. Cultural values at work | Bemonsenue pohecCHOHAIBHOI
«HE3a4YTEHO, IS Paznen 2. Inltla'l contacts across | mpoekToB, NeATeNbHOCTH IIPaBOBbIC
(HEYJIOBICTBO | (cvinecTRieH cultures.  Getting connected. | pemenne HODMBI H  METOJIONOTHYECKHE
PUTEIBHOY Dress for success Pa3HOYPOBHEBBIX

i Pasmen 3. Socializing and | zagau OCHOBDI [pHHATHA

npodeccuona 1 TIPaBJICHYECKOTO PEIICHHS.

Poax hospitality ~ across  cultures. yip p

JIbHOH Socializing  with  colleagues,

ACATCILHOCTH entertaining  business clients.

IIpaBOBLIC Building personal relationships

HOPMBI U

METOI0JIOTHYE

CKHE OCHOBBI

MIPUHATHS

yIpaBIeHYECK

OT'0 PEIICHHUS.
BazoBsIii VK-2.3-1. [TpakTaeckue Pazmen 1. Culture and cultural | TectoBbie YacTUuHO 3HAET HEOOXOIUMEBIE
ypOBEHb Buaem 3aHSITHS differences. Stereotypes across | 3amamus, VIS OCYILECTBIICHHS
OreHka, HEOOXOIUMBIE cultures. Cultural values at work | BemmonHenue PO eCCHOHAIBHOI
«3a4TEHOY, IS Paznen 2. Inltla_l contacts across | mpoexToB, NeSATEeNbHOCTH IPaBOBbIE
«YAOBIIETBOPH | ocviecTieH cultures.  Getting connected. | pemenne HODMBI M METOONOTHIECKHE
TEILHOY i Dress for success o PasHOYPOBHEBBIX | o MPHHSTHS

npofeccrona Pa3u_en_ 3. Socializing and | 3amau

Pogx hospitality ~ across  cultures. YHpPaBICHICCKOTO PCIICHHA.

JIEHOH Socializing with  colleagues,

ACATCILHOCTH entertaining  business clients.

NIpaBOBLIC Building personal relationships

HOPMBI U

METOJI0JIOTHYE

CKHE OCHOBBI

TIPUHSITHS

yIpaBIeHIECK

Or0 PElICHUS.
Cpennuit VK-2.3-1. [IpakTrueckue Pasnen 1. Culture and cultural | TecTtoBble B OCHOBHOM 3HaAEeT
YpOBEHB 3uaem 3aHATUA differences. Stereotypes across | 3amanus, HE00X0IUMBbIE TUTSI
Ornenka HEOOXO0MMBbIE cultures. Cultural values at work | BeimonHenue OCYILIECTBICHHS
«3a4TECHOY, s Pasnen 2. Initial contacts across | mpoexTos, IpO(ECCHOHAIBHOI




«XOPOIIIOY OCYIIECTBIIEH cultures.  Getting connected. | pemenune JIeATeIbHOCTH IIPaBOBEBIE
Ust Dress for success Pa3HOYPOBHEBBIX HOPMBI W METOHOJIOTUYECKHUE
npodeccrona Paznen 3. Socializing and | 3amau OCHOBEI PUHATHS
JTbHOM hOSP't'f"'_ty across cultures. YIPABJICHUYECKOTO PEIICHUS.
EATENEHOCTH SOC|aI|_Z|_ng W|th collea_gues,

HIpaBoBbIe entertaining busmess- cllgnts.
Building personal relationships

HOPMBI U

METO0JIOTHYE

CKHE OCHOBBI

IIPHUHATHA

YIPABIEHUECK

Or0 PEIICHUS.

Bricokwuii VK-2.3-1. [TpakTHyeckue Pasmen 1. Culture and cultural | TectoBbie B coBepuieHcTBE 3HAET

YPOBEHb Buaem 3AHSITHS differences. Stereotypes across | zamaxus, HEOOXOIUMBIE TUTSI

OreHka HEOOXO0MMBbIE cultures. Cultural values at work | BeimosHeHHE OCYIIIECTBICHHS

«3a4YTCHOY, s Paspen 2. Initial contacts across | mpoexros, poheCCHOHANBHOI

COTIIUYHO OCYILECTBIIEH cultures.  Getting connected. | pemenne ESTEIEHOCTH NpaBoBEIe
- Dress for success o Pa3sHOYPOBHEBBIX HODMBI M METOONOTHIECKHE
npodeccrona Paznen 3. Socializing and | 3amau OCHOBLL E——

. hospitality ~ across  cultures. P
JIBHOU Socializing with colleagues, YIIPaBJICHUYCCKOTI'O PCIICHUA.
ACATCIILHOCTH entertaining business  clients.

IIPaBOBLIC Building personal relationships
HOPMBI U

METOI0JIOTHYE

CKHE OCHOBBI

IIPUHATHA

YIPABIEHYECK

OT0 PEIICHUS.

Ymeer

Henocratoun VK-2.3-1. [MpakTHueckue Paznen 1. Culture and cultural | TectoBbre He  ymeer  aHalIM3MpOBATh

bl YpOBEHB Ymeem 3aHATHS differences. Stereotypes across | 3amanus, aTbTepHATHBHEIE BapUAHTHI

Ouenka AHAIU3UPOBAT cultures. Cult_ural values at work | BeimonHeHHE peureHnii IS JOCTHYKCHHS

«HE3aYTEHO, b Paznen 2. Initial contacts across | mpoekTos, HAMEUESHHEIX Pe3yIIbTATOB;

«HEYJIOBJIETBO cultures.  Getting connected. | pemerne




PUTEIBHOY aNbTCPHATUBH Dress for success Pa3sHOYPOBHEBHIX | pa3pabaThIBaTh IJIaH,
bIE BAPMAHTHI Paspen 3. Socializing and | 3amau ONpENENATh LEIEBBIE dTalbl M
peLeHui uis hospitality  across  cultures. OCHOBHBIE HalpaBJICHHs PadoT.
OCTIDKCHHS SOC|aI|_Z|_ng W|th collea_gues,

HAMEYCHHBIX entertaining busmess_ cllgnts.
) Building personal relationships

pE3yJIbTaTOB;

paszpabaThiBaT

b IJIAH,

OTIpeeIsATh

LIEJIEBbIE

JTanbl U

OCHOBHBIC

HaIpaBlIeHUs

pabor.

ba3oBblii VK-2.3-1. [IpakTHueckue Pasnen 1. Culture and cultural | TectoBbie YactuuHo yMmeeT

YPOBEHb Vieem 3AHSITHS differences. Stereotypes across | zamaHus, aHAIIM3MPOBATh

OreHka, AHATH3HPOBATE cultures. Cultural values at work | Bemonsenue allbTePHATHBHBIC BAPUAHTHI

«3a4TCHOY, B — Paznen 2. Inlthl contacts across | mpoeKToB, pelleHHMiT I HOCTHIKEHHS

«YIOBIIETBOPH cultures.  Getting connected. | pemenne HAMEUYCHHBIX PE3YITBTATOB;

TEIBHO» € BapHUaHThI Dress for success o Pa3HOYPOBHEBBIX paspaGaTHBaTh —
pemeHuii s Pasgen 3. Socializing and | samaq or ’

hospitality ~ across  cultures. PCACIATE  LCICBBIC STAILL 1
AOCTHKCHHA Socializing with  colleagues, OCHOBHBIE HaIlpaBJIeHUs paloT.
HaMCHCHHBIX entertaining  business  clients.
pE3yabTaTOB; Building personal relationships
pa3pabaTsiBaTh
TJIaH,
OIIPENEIATH
IIETIEBBIE ATaIlbl
u OCHOBHBIC
HaIpaBJICHUSA
pabor.
Cpennnii VK-2.3-1. [MpakTuyeckue Paznen 1. Culture and cultural | TectoBbie B OCHOBHOM YMEET




YPOBEHb Ymeem 3aHATUA differences. Stereotypes across | 3amauus, aHAJIM3UPOBATH
OrueHka AHATM3MPOBATH 1c)uItures.ZCl:It_l:_rall valt:estat work | BelonHeHue aJbTepHATHBHLIE BAPUAHTHI
«3a4TEHO» asnen 2. Initial contacts across | mpoekTos i
) ABTEPHATHBHBI l p , pelIeHu  JUIsl  JTOCTHIKEHUS
«XOPOIIIOY cultures.  Getting connected. | pemenune HAMEIEHHELX DPe3yIBTaTOB;
€ BapUAHTHI i
up Dress for success o Pa3HOYPOBHEBBIX Pa3PABATHIBATE IUaH,
pelieHuii s Paznen 3. Socializing and | 3amau OTIPEIEIATS LCIeBEIE STAbl 1
OCTYIKCHHS hospitality ~ across  cultures. P 6
Socializing with  colleagues, OCHOBHBIC HaIlpaBJICHUs Pa0OT.
HaMCHCHHBIX entertaining  business  clients.
pE3yIbTaTOB; Building personal relationships
pa3pabaTbiBaTh
IJIaH,
OIPCACIIATh
IICJICBBIC JTaIlb
u OCHOBHBIC
HaIpaBJICHUS
pabor.
Bricokwuii VK-2.3-1. [MpakTHueckue Pasmen 1. Culture and cultural | TectoBbie B COBEpIICHCTBE ymeer
YPOBEHb Viueem 3AHSITHS differences. Stereotypes across | zamanus, AHAM3UPOBATh
cirtonon, | AISHPOBATS Pastca 2. Inital contacts across | mpooetae, | LISISPHATIBIIG  papuairs
COTIHIEOY AlIbTCPHATUBHBI cultures.  Getting connected. pemeHI/Ie, POMICHIT  JUBL - AOCTHICHIA
HaMEYEHHBIX pE3yIbTaTOB;
€ BapUaHTEI Dress for success Pa3HOYpPOBHEBBIX
s paspabatbiBaTh IUIaH,
pemeHuii s Pazmen 3. Socializing and | 3agau OHeNCISTE LeeBaE STamLl I
OCTHKCHHS hospitality ~ across  cultures. pea I
Socializing with colleagues, OCHOBHBIE HaIlpaBJIEHUs PaboT..
HaMCYCHHBIX entertaining  business  clients.
pE3yabTaTOB; Building personal relationships
pa3pabarbIBaTh
ILJIaH,
OTIpECTISATh

OCJICBBIC OTallbl
n OCHOBHBIC




HaIpaBJICHUS
pabor.

Brnaneer

Henocraroun | VK-2.3-1. [TpakTnueckue Paszmen 1. Culture and cultural | TecroBbie He Bnanmeer YMEHUSAMU
bIil yPOBCHB Braoeem 3aHATUS differences. Stereotypes across | 3amauus, METOJUKAMU Pa3pabOTKU IeNH
Ouenka METOIUKAMH cultures. Cult_u_ral values at work | BeimonHeHue M 3aJa4 IPOEKTa, METOJaMH
«HE3AYTEHO», | na3paGOTKH Paznen 2. Inltla_l contacts across | mpoexToB, OLICHKH TPOJOJIKATEIBHOCTH 1
«HEYIOBICTBO | yony i 3ajay cultures.  Getting connected. | pemenne CTOMMOCTH TPOEKTA, A TAKIKE
PUTEIBHO» MpoeKTa; Dress for success o Pa3HOYPOBHEBBIX HOTPEGHOCTH B PECYPCAX.

MeToaMHu Pagn_en_ 3. Socializing and | 3amau

hospitality — across  cultures.

OLICHKH Socializing with  colleagues,

HPOAODKUTEIRH entertaining  business  clients.

0oCTH u Building personal relationships

CTOMMOCTH

MIPOCKTA, a

TaKxXKe

MoTpeOHOCTH B

pecypcax.
Bazoskrit VK-2.3-1. [MpakTHueckue Pazgen 1. Culture and cultural | TectoBeie YacTtuaHo BJIAJIEET
YPOBEHB Braoeem 3aHSTHS differences. Stereotypes across | zamaxus, METOMKAMH Pa3paboTKH IeNH
Orenka, METOTHKAMH cuhums.CqualvMuesatmmrk BBITTOJIHEHHE M 3ajad MPOEKTa, METOJaMH
«3a4TEHOY, pazpaGoTKH Paznen 2. Inlthl contacts across | mpoeKToB, OLICHKH MPOIOIKATENBHOCTH 1
«YZIOBICTBODH | oy 1 3a7ay cultures.  Getting connected. | pemerne CTOMMOCTH TpOEKTA, A TAoKe
TEJIBHO» MpoeKTa; Dress for success o Pa3HOYPOBHEBBIX OTPEGHOCTH B Pecypeax.

MeToaMHu Pasnen 3. Socializing and | 3amau

hospitality  across  cultures.

OLCHKH Socializing with  colleagues,

HPOIO/LKUTEIbH entertaining  business clients.

0CTH u Building personal relationships

CTOMMOCTH

MPOECKTA, a

TaKxke

MmoTpeOHOCTH B
pecypcax.




Cpenuuii VK-2.3-1. [TpakTHyeckue Pazmen 1. Culture and cultural | TectoBbie B COBHOBHOM BJIaJiceT
YPOBEHB Braoeem 3aHSTHUS differences. Stereotypes across | zamanus, METOJUKAMU Pa3pabOTKU IeNH
Ouenka METOIHKAMHI cultures. Cultural values at work | BeimonHeH#e M 3agad MPOEKTA; METOIAMH
«3a4TCHO, paspaboTKu Paznen 2. Inlthl contacts across | mpoexToB, OLICHKH TIPOJOIKATEIBHOCTH 1
«XOPOIIO» e W 3amad cultures.  Getting connected. | pemenue CTOMMOCTH TPOEKTA, A TAKIKE
i Dress for success Pa3sHOYPOBHEBBIX

TpocKTa, Pasgen 3. Socializing and | 3agau MOTPEOHOCTH B pecypeax.

METONaMH hospitality ~ across  cultures.

OLCHKA Socializing with  colleagues,

HPOAOIDKUTEIRH entertaining  business  clients.

0oCTH u Building personal relationships

CTOMMOCTH

MIPOCKTA, a

TaKxke

noTpeOHOCTH B

pecypcax.
Boicokuii VK-2.3-1. [pakTHueckue Pasmen 1. Culture and cultural | TecToBsie B coBepienctse BJIaJI€ET
YPOBEHb Brnaoeem 3aHATHA differences. Stereotypes across | sananus, METOJMKaMU Pa3pabOTKU IENN
Oruenka METOTHKAMH cultures. Cultural values at work | BeimosHeHHE M 3a1a4 TPOEKTA; METOLAMH
«3a4TEHOY, pazpaGoTKH Paznen 2. Inlthl contacts across | mpoeKTos, OLICHKM TIPOJIOKUTENEHOCTH U
COTIIHYHO NemH W 3a7ad cultures.  Getting connected. | pemerne CTOMMOCTH TIPOEKTa, A TAKIKE

poeKTa; Dress for success o Pa3sHOYPOBHEBBIX HOTPEGHOCTH B PeCypCax.

MeToMaMH Pa3zl_en_ 3. Socializing and | 3amau

hospitality  across  cultures.

OICHKA Socializing with  colleagues,

IPONOJDKUTEIBH entertaining business clients.

0CTH u Building personal relationships

CTOUMOCTH

MIPOCKTA, a

TaKXe

MOTPEeOHOCTH B
pecypceax.




VK-3

3HaeT
Henocratoun VK-3. 3-1. [TpakTHyeckue Pazmen 1. Culture and cultural | TecroBbie 3afaHus, | He 3HaeT THUIIOJOTHIO U
bIil YpOBEHB 3naem 3AHSITHUS differences.  Stereotypes across | BHIMOJHEHHE  IPOCKTOB, daxTopsI
Ornenka TUIOJIOTHIO | cultures. Cultural values at work pereHue OPMUPOBAHUS KOMAH,
«HE3AYTEHOY, | haKTOPBI Pazmen 2. Ir_lltlal contacts across | pa3HOypOBHEBBIX 3aJa4 CIIOCOOBI  COIMATBHOTO
«HEYJOBIIETBO | oo\ ppoBaHuS cultures. Getting connected. Dress E3aNMONEHCTBHA.
PHUTEIBHOY KOMAHT, for success o
CHOCOGLL Pasz[f:n_ 3.  Socializing and
hospitality across cultures.
COLHATLHOTO Socializing  with  colleagues,
B3aMMOACUCTBH entertaining  business  clients.
A. Building personal relationships
BazoBbIii VK-3. 3-1. [pakTHueckue Paznen 1. Culture and cultural | TecTtoBsie 3a1aHud, | YacTMyHO 3HaeT
ypOBEHb Buaem 3aHSITHS differences. ~ Stereotypes — across | BbIMOJIHEHHE  NPOEKTOB, | TUIONOTUIO U (PAKTOPHI
Orenka, THUIIONOTHIO W cultures. Cultur_a_l values at work pelieHue dbopMupoBaHHs KOMAHI,
«3aYTECHO, daxrops! Pazmen 2. Ir_lltlal contacts across | pa3HOypOBHEBBIX 3a7ad CIOCOOBI  COIMATBHOTO
«YAOBIIETBOPH | thonvppoBanus cultures. Getting connected. Dress B3aHMOIEHCTRHAL.
TEIBHO» for success
KOMaH/I, .
CLOCOGLL Pasz[?n_ 3. Socializing and
hospitality across cultures.
COLHATEHOTO Socializing  with  colleagues,
B3aMMOACUCTBH entertaining  business  clients.
1. Building personal relationships
Cpenuuit VK-3. 3-1. IMpaktuueckue | Pasmen 1. Culture and cultural | Tectosbie 3aJaHUs, | B OCHOBHOM  3HaeT
YPOBEHb 3naem 3aHATUS differences. ~ Stereotypes  across | BHIONHEHHE  TPOEKTOB, | THIOIOTHIO U dakTopsI
Onuenka THUIOJIOTHIO U cultures. Cultural values at work pelienue )OpPMHPOBAHHS KOMAH/I,
«3a4TEHO, daxTopsI Pazpen 2. IIf]ItIaI contacts across | pa3HOypOBHEBBIX 3aJ1a4 CIIOCOOBI  COIMATHHOTO
«XOPOILIO» dbopMHEpOBaHUS cultures. Getting connected. Dress B3AMMOICHCTBHA.
KOMAHL, for success o
CHOCOBEL Pa3;[_en_ 3. Socializing  and
hospitality across cultures.
COLHATEHOTO Socializing  with  colleagues,
B3aMMOACUCTBH entertaining  business  clients.
A Building personal relationships
Bricokuii VK-3. 3-1. [MpakTHueckue Pazpen 1. Culture and cultural | Tectossie 3amaHus, | B coBepluieHCTBE  3HaeT
YpOBEHB 3uaem 3aHSITUS differences. ~ Stereotypes — across | BBIOJHEHHE — NPOEKTOB, | THIIOJOTUIO M (PAKTOPHI




Orienka TUIIOJIOTUIO U cultures. Cultural values at work peleHue (hopMHUpOBaHHS KOMAaH],
«3a4TEHOY, daxTops! Pazmen 2. Ir_1itia| contacts across | pasHOypOBHEBBIX 3a/1a4 CIOCOOBI  COITHATBHOTO
«OTJIMIHO» (opMUpOBaHUs cultures. Getting connected. Dress B3aMMOJICHCTBHSL.
KOMAHJI, for success o
CIIOCOGEI Pa3)1_en_ 3. Socializing and
COLHATBHOTO hospltgll_ty across cultures.
o Socializing with colleagues,
B3aHMO/ICHCTBH entertaining  business  clients.
A. Building personal relationships
Ymeer
Henocraroun | VK-3.3-1. IMpaktuueckue | Pasmen 1. Culture and cultural | Tectosbie 3amanus, | He ymeeT 1elcTBOBAaTh B
BIil yPOBEHB Ymeem 3aHSATUS differences. ~ Stereotypes — across | BbIIONHEHHE —NPOCKTOB, | qyXe COTPYAHMYECTBA;
Ouenka JIEeHCTBOBATL B cultures. Cultural values at work pelieHne IPUHAMAT PELICHUS C
«HE3AUTEHOY, | nyxe Paznen 2. Ir_lltlal contacts across | pa3HOypOBHEBBIX 3a/1a4 COBITIOICHIEM
(HEYJIOBICTBO | ¢oroviinyecTBa cultures. Getting connected. Dress STHHECKUX  TPHHITIOB
PUTEIBHO» ; MPHHAMATS for success o X peaTH3aIIH;
CLICHIS o Pasz[?n_ 3.  Socializing and
p hospitality ~ across  cultures. TPOABIIATE  yBKCHHC K
codmoaeHueM Socializing  with  colleagues, MHCHHIO W KYyJIbTYpC
STHICCKHX entertaining  business  clients. Apyrux; OIpEICIIAT
NPUHIMUIIOB KX Building personal relationships uend W paborarb B
peanu3aiuy; HaIpaBJIEHUU
MIPOSIBIISATH JUYHOCTHOTO,
YBa)KEHUE K 00pa3oBaTeNbLHOTO u
MHEHHIO u po¢eCCUOHAIIBHOTO
KYJIbTYype pocra.
APYTHuX;
onpenenarTb

ey u paborartb
B HalpaBJICHUU
JIMYHOCTHOTO,

o0pa3oBaTenbHO
ro u
npodeccuoHab




HOT'O poOCTa.

bazoBblit VK-3.3-1. IMpaktnueckue | Pasmen 1. Culture and cultural | Tecrossle 3aganus, | YacTuuHo yMeeT
yYpPOBEHb Ymeem 3AHSITUS differences.  Stereotypes — across | BbIIOIHEHHE —IPOEKTOB, | nelicTBOBATL B  JyXe
Orenka, JeHCTBOBATh B cultures. Cultural values at work pelieHue COTPYIHUYECTBA;
«3a4TEHO, nyxe Pazmen 2. Ir_1|t|a| contacts across | pa3HOYpOBHEBBIX 3a1a4 PUHAMATH PELICHHUS C
«YAOBIETBOPH | orpynnyuectsa cultures. Getting connected. Dress COGITIOICHIEM
TCIBHO? ; IIPUHUMATh for success o TUYECKUX IPUHIUIIOB
Pasnen 3.  Socializing  and i
PCLICHHA ¢ hospitality ~ across cultures. ux pealisatiy,
CO6J'H'OI[CHI/ICM Socializing with CO“eagueS, MMPOABJIATE YBAXXCHHEC K
STHHCCKHX entertaining  business  clients. MHEHHIO W KyJIbTYpe
NpUHLAIIOB  UX Building personal relationships ApYrux, OLIPEACIIATD
peauzanuy; nesd W paboratb B
IIPOSABIIATH HaIpaBJIEHUU
yBaXKEHHE K JIMYHOCTHOTO,
MHEHUIO U 00pa3oBaTEIHLHOTO u
KYJbTYpe npodeccuoHaIbHOI0
IPYTHX; pocra.
OoIpenenarTb
1esu ¥ paboTath
B HallpaBJICHUU
JIUYHOCTHOTO,
o0pazoBaTenbHO
ro u
npodeccuoHanb
HOT'0 pocCTa.
Cpennuit VK-3.3-1. [TpakTHdeckue Pasmen 1. Culture and cultural | TecTtoBsie 3aganus, | B OCHOBHOM  ymeeT
YPOBEHb Ymeem 3aHATHUS differences. ~ Stereotypes  across | BbIMONHEHHE — NPOEKTOB, | nelCTBOBATH B JyXe
Ouenka JIeiCTBOBaTh B cultures. Cultural values at work perieHne COTPY/IHHYECTBA;
«3a4YTEHOY, nyxe Paznen 2. Ir_lltlal contacts across | pa3HOYPOBHEBBIX 3a1a4 PUHAMATb PEIICHHUS C
«XOPOIIO» COTPY/IHIHECTBA cultures. Getting connected. Dress COBIIONEHIEM
; IIPUHUMATh for success N TUYECKUX IPUHIUIIOB
Pazmen 3. Socializing and i
PCHICHHA ¢ hospitality ~ across cultures. ux .




cOOIroIeHUEM
STHYECKUX
MPUHIIMIIOB WX
peauzanuu;
MIPOSIBIIATH
yBa)KCHUE K
MHEHUIO u
KYJIbTYpe
APYTHUX;
OTIPECIISATh
1IeJU ¥ paboTaTh
B HaIPaBJICHUU

Socializing ~ with colleagues,
entertaining  business  clients.
Building personal relationships

IMPOABJIATE YBAXCHHE K

MHEHHIO M KYJIBTYype
JpYTHX; OIIPEAeIATh
uenu u  paborath B
HalpaBJICHUU
JMYHOCTHOTO,
00pa3oBaTeNLHOTO u
npodeCCHOHATHLHOTO
pocrTa.

JMYHOCTHOTO,
o0pa3oBaTenbHO
ro u
npodeccruoHaib
HOTO POCTA.
Bricokwmii VK-3.3-1. IMpaktuueckue | Pasmen 1. Culture and cultural | Tectosbie 3a7aHud, | B coBepuIeHCTBE YMEET
ypOBEHb YVuveem 3aHSTHS differences.  Stereotypes  across | BHINONHEHHE TIPOEKTOB, | eliCTBOBATH B ayxe
Onenka JeiCcTBOBaTh B cultures. Cultur_a_l values at work pelieHne COTPY/IHHYECTBA;
«3a4TEHOY, nyxe Paznen 2. IIf]ItIaI contacts across | pa3HOYpOBHEBBIX 3a/1a4 PUHAMATH PELICHUS C
«OTIIMYIHO» COTPY/IHIMECTBA ?ultures. Getting connected. Dress COGIIOICHHEM
; NPUHUMATh p(;gzléicessg_ Socializing  and ITUYECKUX anHan@
PCLICHHA ¢ hospitality ~ across cultures. ux pealisatiu,
co0JII0ICHHEM Socializing  with  colleagues, MPOSIBIISITh  YBAKEHUE K
STHICCKNX entertaining  business  clients. MHCHHIO M KyJIbType
NPUHIMUIIOB KX Building personal relationships ApYrux, OIIPEIEIIATh
pean3amm; nenu u  paboTath B
TPOSIBIISITH HanpaBJICHUU
YBa)KCHUE K JIMYHOCTHOTO,
MHEHUIO u 00pa3oBaTEIHLHOTO "
KYJIbTYpe po¢eCcCHOHATBLHOTO




ApYTHX;
OTIPECIISATh
1IeJU ¥ paboTaTh
B HaIpaBJIICHUU

pocra.

JIMYHOCTHOTO,
o0pa3oBaTenbHO
ro u
npodeccuoHaib
HOT'O POCTa.
Bnaneer
Henocraroun | VK-3.3-1. [TpakTryeckue Pasmen 1. Culture and cultural | TecToBble 3aganvd, | He Brageer HaBBIKAMU
BIli YPOBEHB Bnaoeem 3aHATHUS differences.  Stereotypes — across | BbIIONHEHHE —IPOEKTOB, | pachpesieleHUs polel B
Orenka HaBBIKAMU cultures. Cultural values at work peneHue YCIOBHSX KOMAHIHOTO
«HE3aYTCHO», | pacmpeneeHus Pazgen 2. Ir_lltlal contacts across | pa3HOypOBHEBBIX 3a7ad B3aMMOIEHCTBHUS;
(HEYNIOBIETBO | 1o ey B cultures. Getting connected. Dress MeToIaMH OLICHKH
PHUTEIBHO» YCITOBHSX for success o CBOHX eficTBuil
KOMAHIH Pazpen 3. Socializing  and - ’ "
hospitality across cultures. p
oro 5 Socializing  with  colleagues, YTpaBJICHUS BpEMCHEM
B3aUMONCHCTBI entertaining  business  clients.
o, METOAaMU Building personal relationships
OLCHKU CBOUX
JICNCTBUIA,
TJIAHUPOBAHUS
U yOpaBIICHUS
BpEMEHEM
BasoBblii VK-3.3-1. [Ipaktuyeckue | Pasgen 1. Culture and cultural | Tecrossre safanns, | YacTuuHo BIIAJICET
YpOBEHb Bnaoeem 3AHSITUS differences.  Stereotypes across | BHIMOJHEHHWE  MPOCKTOB, | HABBIKAMHU
OneHka, HaBBIKAMU cultures. Cultur_a_l values at work peuieHue pacrpeseneHns poeil B
«3a4TEHO, pacrpeneneHus Paznmen 2. Ir_1|t|a| contacts across | pa3HOYpOBHEBBIX 3a1a4 YCIOBHSIX ~ KOMAHIHOTO
«YHOBIIETBOPH | 1o rreit B cultures. Getting connected. Dress B3aMMOIEHCTBHA;
TEIBHO» YCII0OBUAX for success T METOAaMMN OLICHKH
KOMAHTH Pazglfen_ 3. Socializing and CBOHX neHCTBHiA
hospitality across cultures. ’
oro Socializing ~ with  colleagues, e u




B3aHUMOJICHCTBU entertaining business clients. YIPaBJICHUS] BpEMEHEM
s METOAaMU Building personal relationships
OLICHKH  CBOMX
JICNCTBUIA,
TUTAHUPOBAHUS
A YIOpaBJICHUA
BpEMEHEM
Cpennuit VK-3.3-1. [pakTHueckue Pasgen 1. Culture and cultural | TecroBrie 3a1aHud, | B COBHOBHOM BiaceT
YPOBCHB Bnaoeem 3aHATHUS differences.  Stereotypes across | BHIIOJHEHHE TMPOCKTOB, | HABBIKAMU
OreHka HABLIKAMU cultures. Cultural values at work peleHne pacrpeieNieHus pojeii B
«3aUTEHOY, pacIpeeeHus Pazmen 2. Ir_lltlal contacts across | pa3HOypOBHEBBIX 3a7a4 YCIOBHSIX ~ KOMAHIHOTO
«XOPOIIIO» posteit B ]Eultures. Getting connected. Dress B3AMMOJICHCTBHS;
or success
yinEHﬂXKOMaH Pasz[?n_ 3. Socializing  and MeTOﬂaMPj o OneHKHa
A . hospitality ~ across  cultures. CBOMX JICNCTBUH,
B3aNMO/ICHCTBI Socializing  with  colleagues, TUTAHUPOBAHUS u
i, MeToAamu entertaining  business  clients. YIPaBJICHUA BPEMCHEM
OHfHKH 3 CBOMX Building personal relationships
JICUCTBUM,
TUTAHUPOBAHUS
A YIpPaBJIEHUSA
BPEMEHEM
Bricoknii VK-3.3-1. IMpaktuueckue | Pasmen 1. Culture and cultural | Tectosbie 3ajanusd, | B COBEPIIEHCTBE
YPOBEHb Braoeem 3aHSTHUS differences. ~ Stereotypes  across | BBINOIHEHHE  IIPOCKTOB, | prajeeT HaBBIKAMHU
Ouenka HaBBIKAMH cultures. Cultur_a_l values at work pereHue pacrpeieNieHus pojeil B
«3a4TEHOY, pacrpeieNneHus Pazpmen 2. Ir_1|t|a| contacts across | pa3HOypPOBHEBBIX 3a1a4 YCIOBHSX  KOMAHIHOTO
«OTIUYHOY poreit B cultures. Getting connected. Dress B3aMMOJIEHCTBHS;
YCIIOBHSIX for success N METOJIaMHU OLICHKH
KOMAHTH Pazglfzn_ 3. Socializing  and CBOMX HelCTRI
hospitality across cultures. A ’
oro . Socializing ~ with  colleagues, TITaHIpOBAHIA "
B3aMMOZICUCTBH entertaining  business  clients. YIPaBJICHUA BpEMEHEM
1, METOAaMU Building personal relationships
OLIEHKU  CBOHUX

JICHCTBHM,




IJIAHUPOBAHUS
U yIPaBICHUS
BPEMEHEM




Kon YpoBeHb HNuaukatopsl Bun yuaeOHbIX | KorTpommpyemsie paszensl u | OieHOYHBIC CpEJICTBa, Kpurepuu orieHnBanus
KOMIIET | OCBOCHUS JIOCTHXKCHHS 3aHsATHIL, paBoTEI, | TeMBI AUCIIATLIAHBL HCIIOJTb3YEeMBbIC JUIsL | pe3yJbTaToB 00yUeHUs
CHIIMM | KOMIICTCHIIUU KOMIICTCHIIUN dbopMBI W METOHBI OIICHKH YPOBHS
o0OyueHwus, c(hopMHUPOBAHHOCTH
CIOCOOCTBYIOIIHE KOMITETCHITUA
(hopMUPOBaHUIO u
Pa3BUTHIO
KOMIIETCHIM'
YK-5 3Haer
Henocratoun VK-5. 3-1. [TpakTHyeckue Pasnmen 1. Culture and cultural | TectoBsie 3ajaHus, | He 3HaeT OCHOBHEIE
bIll YPOBEHB 3naem 3aHATHUS differences. Stereotypes across | BblmonHeHHE — NPOCKTOB, | kaTeropud (GHIOCO(GUN,
Onenka OCHOBHBIE cultures. Cultural values at | pemenne 38KOHBI HMCTOPHYECKOTO
«HE3AUTCHOY, | KaTeropuu work N Pa3HOYpPOBHEBBIX 3324 pasBHTHS, OCHOBBI
HEYJIOBIETBO | thyrocodm, Pazmen 2.  |Initial contacts MEXKYIIBTYPHOI
PHUTEIBHO» 3AKOHEI across cultures. Getting KOMMYHUKAIHH
HCTOPHYECKATO connected. Dress for_ success :
Pasmen 3. Socializing and
pasBUTHAL, hospitality ~across cultures.
OCHOBBI 5 Socializing with colleagues,
MEKKYJIbTYPHOU entertaining business clients.
KOMMYHUKAaLUU. Building personal relationships
bazoBerit VK-5. 3-1. [MpakTHyeckue Pasnen 1. Culture and cultural | TectoBsie 3amaHus, | YacTuuHo 3HaeT
ypOBEHb Buaem 3aHSITHS differences. Stereotypes across | BHIMONHEHHE  MPOEKTOB, | OCHOBHBIE KaTeropuu
Orenka, OCHOBHBIE cultures. Cultural values at | peenue dumocodum, 3aKOHBI
«3a4YTEHOY, KaTeropuu work N Pa3HOYPOBHEBBIX 33724 HCTOPHYECKOTO
«YIOBJIETBOPH duocodum, Pasnen 2. Initial conta_cts Pa3BUTHS OCHOBEL
TETBHO» across cultures. Getting ’ o
3aKOHBI MEXKYJIbTYPHOU
connected. Dress for success

® NeKuMOHHble 3aHATUS, npaKTUYecKue 3aHATUA, NabopaTopHble 3aHATUA, camocToATeNbHaA paborTa...

7 Heo6X0AMMO yKa3aTb aKTUBHbIE M MHTEPAKTUBHbIE METOAbI 06YYeHMs (HanpuMep, HTEPAKTUBHAA NeKLyMs, paboTa B MasibIX rpynnax, METOAbl MO3rOBOrO WTYPMA U T.4.),
cnocobcTayoLLIME Pa3BUTUIO Y 0BYUaIOLMXCA HAaBbIKOB KOMaHAHOMW PaboTbl, MEXIUYHOCTHON KOMMYHUKALLUU, MPUHATUA PeLleHUi, TUAEPCKUX KayecTs.

® HaumeroBaHwe Tembl (pasaena) 6eperca U3 paboyeil NPOrPaMMbl AUCLUMIMHDI.

° OLEHOYHOE CPEACTBO AOMKHO BbIBUPATLCA C YYETOM 3anN1aHUPOBaHHbIX PE3y/IbTaTOB OCBOEHUA AUCLUMIMHDI, HANPUMEP:

«3HaTb» — cobeceioBaHNE, KONNOKBUYM, TECT...

«YMeTb», «Bnafetb» — UHAMBUAYANbHbIN AW TPYNNOBOM NPOEKT, Kec-3aAaya, AenoBas (posesasn)

urpa, noptdonuo...




HUCTOPUYECKOTO Paszgen 3. Socializing and KOMMYHUKaIMH.

pasBUTH, hospitality ~across cultures.

OCHOBEL Sociali_zi_ng With_ coIIea_gues,

MEKKYJIbTYPHOU entertaining busmess_cheqts.

KOMMYHHKAIIHH. Building personal relationships
CpenHui VK-5. 3-1. [TpakTnueckue Paznen 1. Culture and cultural | TectoBsle 3a7aHMd, | B OCHOBHOM  3HaeT
YPOBEHb Buaem 3AHSTHS differences. Stereotypes across | BbIIONHEHHE HPOEKTOB, | oCHOBHEIC KaTeropuu
OueHka OCHOBHEIC cultures. Cultural values at | perenue duocodun, 3aKOHBI
«3a4TEHOY, KaTeropuu work N PasHOYPOBHCBBIX 3a/1a1 HCTOPUYECKOTO
«XOpO1I0o» dunocopumu, Paspen 2. Initial - contacts pa3BUTHSA OCHOBBI

SAKOHLL across  cultures.  Getting Memxynb;ypHoﬁ

HCTODIIECKOLO connected. Dress for_ success

p Pasnen 3. Socializing and KOMMYyHHKAIHH.

pasBUTHA, hospitality ~across cultures.

OCHOBBI 5 Socializing with colleagues,

MEXKKYJIbTYPHOU entertaining business clients.

KOMMYHHUKAIUU. Building personal relationships
Bricoknii VK-5. 3-1. [pakTHueckue Paznen 1. Culture and cultural | Tecrossie 3amaHusl, | B coBeplueHCTBe 3HaeT
YPOBEHB 3naem 3aHATHUS differences. Stereotypes across | BHIONHEHHE — MPOEKTOB, | OCHOBHBIE  KATETOPHU
Ornenka OCHOBHBIC cultures. Cultural values at peuieHue (bHHOCO(l)HH, 3aKOHBI
«3a4TEHOY, KaTeropyu work N Pa3HOYPOBHEBBIX 3aJa4 HCTOPHYECKOTO
«OTIIMYHO dunocodum, Pasnen 2. Initial conta_cts pasBUTHS, OCHOBEL

SAKOHEL across  cultures.  Getting MEXKYIBTYPHOI

HCTOPHYECKONO connected. Dress for_ success COMMVHIKALIIL

P Paszen 3. Socializing and OMMYHHKALHH.

pasBuTHA, hospitality ~across cultures.

OCHOBBI 5 Socializing with colleagues,

MEXKYIBTYPHOU entertaining business clients.

KOMMYHHUKaIHH. Building personal relationships

Vmeer

Henocraroun | VK-5.3-1. [MpakTHueckue Paznen 1. Culture and cultural | TectoBsie 3aj1aHus, | He yMeeT JelcTBOBAThH B
bIil YpOBEHB Yueem 3AHSITHS differences. Stereotypes across | BHIMOJHEHHE  MPOCKTOB, IyXe COTPYIHUYECTBA,;
Orenka JeHCTBOBaTh B cultures. Cultural values at | perenue NIPUHAMATb PELICHUs C
«HE3a4YTEHO, work pa3HOYpPOBHEBBIX 3aj1a4

nyxe




«HEYIOBJIETBO | COTPYJHUYECTBA Pazmen 2.  Initial contacts cOOTI0ICHUEM
PUTCIBHO» ; MIPUHUMATh across cultures. Getting 3TUYECKUX [PUHLUIIOB
peLeHus c connected. Dress for_ success HX peann3auuy;
cobIoIeHIeM Paspen 3. Socializing and TPOSIBIIATh YBaXKEHUE K
ATHYECKUX hospitality — across _cultures. MHEHHIO ¥ KYJIbTYype
T — Soaall_zmg Wlth_ coIIea_gues, J— OIpPEICIATS
entertaining business clients. ’
peatisatni, Building personal relationships uenu M paboTath B
IMPOABJIATH HaIpaBJICHUU
YBaKEHHE K JMYHOCTHOTO,
MHEHHIO U 00pa3oBaTEIHLHOTO u
KYJIBTYype poeCCUOHATILHOTO
JPYTUX; pocTa.
OTIpENeNATh
1enu u paboTarhb
B HaIpaBJICHUHU
JIMYHOCTHOTO,
00pa3oBaTeNnbHO
Tro u
npodeccuoHaib
HOT'O pocTa.
Basosrblii VK-5.3-1. [IpakTrueckue Paznen 1. Culture and cultural | TectoBsie 3aganus, | YacTHaHO yMeeT
YPOBEHb Ymeem 3aHSITHS differences. Stereotypes across | BeIIONHEHHE — NPOEKTOB, | neficTBOBaTH B JyXe
Orienka, JeHCTBOBaTh B cultures. Cultural values at | pemenne COTPY/IHHYECTBA;
«3aYTEHOY, nyxe work N PasHOYPOBHEBBIX 38189 | ppypymaTh pelleHus ¢
«YAOBIETBOPH | orpyninyectsa Paszmen 2.  Initial contacts COGIIIOEHIEM
TEJBHOY : — across  cultures.  Getting STHUCCKHX  TIPHHIIIOB
connected. Dress for success i
PCHICHHA ¢ Paszen 3. Socializing and nx peajn3annm,
codmoneHneM hospitality across cultures. TIPOABIIATE  YBAKCHUE K
STHIECKNX Socializing with colleagues, MHCHHIO H  KyIbType
NPUHIHUIIOB KX entertaining business clients. ApYTHX; OIPEACTATH
peanusanuy; Building personal relationships nenu u  pabotath B
MIPOSIBIIATH HaIpaBJICHUU




YBa)KCHUE K
MHCEHUIO )51
KyJIbType
JIPYTHX;
OIPEETISITh
nenu u paboTarhb
B HAaIlpaBJICHUH

JIMYHOCTHOTO,
00pa3oBaTeNILHOTO "
podeCcCHOHATHLHOTO
pocra.

JIMYHOCTHOTO,
o0pa3oBaTeIbHO
Tro 158
npodeccuoHalb
HOTO POCTA.
Cpeauwii VK-5.3-1. [TpakTHyeckue Paznen 1. Culture and cultural | TecroBsie 3ajanusd, | B OCHOBHOM  ymeer
YPOBEHb Yueem 3AHSITHS differences. Stereotypes across | BeIOJTHEHHE — TIPOEKTOB, | 1elicTBOBATH B ayxe
Ouenka JeHCTBOBaTh B cultures. Cultural values at | perenue COTPY/IHHYECTBA;
«3a4TEHOY, nyxe work N Pa3HOYpPOBHEBBIX 3a7a4 PUHAMATH PELICHUS C
«XOPOIIIOY» COTPY/IHUYECTBA Pazmen 2. Initial conta_cts COGIIOICHHEM
; NPUHUMATh across cultures. Getting OTUYECKUX IPUHIIUIIOB
connected. Dress for success ]
PCIICHIA ¢ Paszen 3. Socializing and nx peaiisaliu,
coOII0IeHNEM hospitality across cultures, MPOSBIISATh YBAXKEHUE K
STHIECKNX Socializing with colleagues, MHCHHIO W KyJIbType
NPUHINIIOB  UX entertaining business clients. ApYrux, OIIPELEIIATh
peanusanuu; Building personal relationships nenu W paborath B
MIPOSIBIIATE HaIlpaBJICHUU
YBaKEHHE K JUYHOCTHOTO,
MHEHUIO u 00pa3oBaTeILHOTO "
KYJIbTYype npodeccnoHaIbHOTO
JIPYTHUX; pocra.
OTIpECTISATh

17U ¥ padoTaTh
B HaNpaBJICHUHU
JIMYHOCTHOTO,

00pa3oBaTeNbHO




ITo n

npogeccuoHaib

HOT'O poCTa.
Bbicokuii VK-5.3-1. [IpakTryeckue Pasgen 1. Culture and cultural | Tectossle 3ananus, | B cosepuieHCTBE yMeeT
yYpPOBEHb Ymeem 3AHSITUS differences. Stereotypes across | BBIIOIHEHHE — NPOEKTOB, | neiicTBOBATL B  JyXe
Orenka JeHCTBOBATh B cultures. Cultural values at | perenue COTPYIHNYECTBA;
«3a4TEHOY, nyxe work N Pa3HOYPOBHEBBIX 3aJa4 PUHEMATD PELICHUS C
«OTIIMYHOY COTPY/IHIHECTBA Pazmen 2.  Initial contacts COGIIONCHHEM

; NPUHUMATh across  cultures.  Getting ITUYECKUX TPHHIUIIOB

connected. Dress for success i

PCLICHHA ¢ Pasien 3. Socializing and nx pealisaliu;

coOIIoIeHNEM hospitality across  cultures. NPOSIBIISITh  YBAKEHHE K

STHHCCKHX Socializing with colleagues, MHCHHIO W KyJlbType

NIpUHLAIIOB  HX entertaining business clients. ApYrux, OLIPEACIIATD

peann3anuu, Building personal relationships neim W paboratb B

TPOSIBIISTH HaIpaBJICHUU

YBa)KCHUE K JMYHOCTHOTO,

MHEHUIO 1 00pa3oBaTeILHOTO u

KYJIbTYype npogeccuoHaIbLHOIO

IPYTHX; pocTa.

OITPENIEIATH

1esnu 1 paboTarthb

B HallpaBJICHUU

JMYHOCTHOTO,

o0pa3oBarenbHO

ro u

npodeccruonanb

HOT'O pocTa.

Bnageer

Henocraroun | VK-5.3-1. [pakTHueckue Paznen 1. Culture and cultural | TecroBsie samanns, | He Bmajgeer HaBBIKAMU
BIil YPOBEHB Braoeem 3aHATUSA differences. Stereotypes across | BBIIOJIHEHNE — NPOEKTOB, | MPAKTUUECKUMH
Onenka HPaKTHYECKUMU cultures. Cultural values at | perrenue HABBIKAMH aHaIM3a
«HE3QYTEHO», | HABBIKAMU work PA3HOYPOBHEBBIX 33114 | (hyjjocodcKmX u
«HEY/IOBIETBO | gproiinn Pasgen 2.  Initial contacts




PHUTEIBEHO» dbunmocodpckux u across  cultures. Getting HUCTOPHYECKHX (DAKTOB,
HCTOPUYECKUX connected. Dress for success OIICHKH SIBJICHUI
(haKkToB, OLEHKH Paspen 3. Socializing and KYIbTYpPBI,  CIIOCOOAMH
ABJICHUIA hospitality ~ across  cultures. aHaNM3a M TIEpPecMOoTpa
KYJIbTYPBI; Socializing - with colleagues, CBOMX  B3IJISOB B
CHOCOBAMI entertaining busmess_cller?ts. ciyuse pesHormacwii m
Building personal relationships
aHaym3a u KOH(JIMKTOB B
repecMoTpa MEXKKYJIbTYPHOU
CBOMX B3IJIS/I0B KOMMYHHKAIUH.
B cilydae
pasHoryiacui  u
KOH(JINKTOB B
MEKKYJIBTYPHOU
KOMMYHUKAIIUH.
Ba3zoBblit VK-5.3-1. [pakTHyeckue Pasnen 1. Culture and cultural | Tectosbie 3ananud, | YacTHyHO BIajeeT
YPOBEHb Braoeem 3aHSTHS differences. Stereotypes across | BbITOJHEHHE MPOEKTOB, NPaKTHYECKUMH
OreHka, NPaKTHYECKUMH cultures. Cultural values at | pemenue HABBIKAMUI aHaIM3a
«3a4TEHOY, HABEIKAMI work Pa3sHOYPOBHEBBIX 3a7a4 drmocodekmx "
«YHOBIICTBOPH | apanmza Pagnen 2.  Initial contacts MCTOPHYECKUX  (PAKTOB
TETBHO» bunocodckux across cultures. Getting OLICHKH HBHeHHf;;
HCTODHICCKIX connected. Dress for success ] 6
p Pasgen 3. Socializing and KYJABTYpRL,  CHOCOLAMU
@aKTOB,V OLICHKH hospitality ~across  cultures. aHainu3a M MepecMoTpa
ABJICHUN Socializing with colleagues, CBOMX  B3[JIIOB B
KYyJIBTYPBI; entertaining business clients. Cly4ae pasHOIJIAcHid U
crocodbamu Building personal relationships KOH(JIMKTOB B
aHanusa u MEKKYJIbTYPHOU
nepecMoTpa KOMMYHHUKAaIUH.
CBOHUX B3IJISII0B
B cilydae

pa3Horilacui
KOH(JIUKTOB B

MEXKYJIbTYPHOH
KOMMYHMKAIUH.




Cpennuit VK-5.3-1. [IpakTnueckue Pasnen 1. Culture and cultural | Tecrossie 3amanusd, | B COBHOBHOM Bilajeer
YPOBEHb Braoeem 3aHSTHUS differences. Stereotypes across | BHIIIONHEHHE  TPOEKTOB, IPaKTHYECKUMH
Ornenka NPaKTHYECKUMH cultures. Cultural values at | pemenne HABBIKAMUI aHaIM3a
«3adyTCHO», HaBBbIKAMU Work Pa3sSHOYPOBHCBBIX 3a1a4 (bI/IHOCO(i)CKI/IX "
«XOPOIIIOY» AHATII3A Pazpgen 2. Initial conta_cts HCTOpUHECKUX  (haKToB
brnocoderux u across  cultures.  Getting OLEHKH ﬁBHeHHfE
HCTODHUCCKIX connected. Dress for success ) 6
P Pasgen 3. Socializing and KYJBTYpRL,  Cliocobamu
‘baKTOB’U OLCHKH hospitality across cultures. aHamusa M IICpeCMOTpa
ABJICHUH Socializing with colleagues, CBOMX  B3IVIANOB B
KYyJIBTYPBI; entertaining business clients. Cllydae pasHOIJaCHd U
crocobamu Building personal relationships KOH(JIUKTOB B
aHanusa u MEKKYJIbTYPHOU
nepecMoTpa KOMMYHHKAIUH.
CBOUX B3IJISOB
B ciydae
pasHoriiacui "
KOH(JIUKTOB B
MEXKYJIbTYPHOH
KOMMYHHKAIUH.
Bricokuii VK 5.3-1. | IIpakTHueckue Paznen 1. Culture and cultural | TectoBsie 3aganus, | B COBEPUIECHCTBE
YPOBEHB Bnaoeem 3aHATHS differences. Stereotypes across | BbIIIOJIHEHHE  TPOEKTOB, | BrajgeeT
OreHka MPaKTHYECKUMU cultures. Cultural values at peuieHue MIPAKTUYECKUMHU
«3a4TEHOY, HABBIKAMHM work Pa3HOYPOBHEBBIX 3314 HABBIKAMH aHaIM3a
COTJIUIHO» AHAHM3A Pazmen 2. Initial conta_cts bunocoperux -
¢dbunocodckux u across cultures. Getting HUCTOpUYECKUX (DaKTOB,
HCTOPUYECKUX connected. Dress for_ SuCCess OLIEHKHU SIBIICHUU
Pasnen 3. Socializing and
cbaKTOB,V OIIEHKH hospitality across cultures. KyJIbTYpBI;  criocoOaMu
SABJICHUH Socializing with colleagues, aHajimsa W HCPeCMOTpa
KYyJIbTYpBI; entertaining business clients. CBOMX  B3TIIAI0B B
criocobamu Building personal relationships clydae pa3HOITAaCHd U
aHanu3a " KOH(JIMKTOB B
nepecMoTpa MEXKYIbTYPHOU

CBOHUX B3IJISII0B

KOMMYHUKAIIUH.




B ciy4ae
pasHoriiacui
KOH(JIUKTOB B

MEXKKYJIbTYPHO!
KOMMYHHUKAIUU.




Kon YpoBeHb HNuaukatopsl Bun yueOHbIX | KorTpomupyemsie pasznens! u | OmeHOYHBIC CpEJICTBa, Kpurepuu orieHnBanus
KOMIIET | OCBOCHUS JIOCTHXKCHHS 3aHsTHIL ., paBoThI, | TeMBI AUCIIHTLIAHBI HCIIOJTb3YEeMBbIC JUIsL | pe3yJbTaToB 00yUeHUs
CHIIMH | KOMIIETCHIIUH KOMITETCHIIUH bopMBI M METOJBI OLICHKH YPOBHS
o0OyueHwus, c(hopMHUPOBAHHOCTH
CIOCOOCTBYIOIIHE KOMIIETEHIINH
(hopMHPOBaHUIO u
Pa3BUTHIO
KOMITETEHIMIT
IK-5 3HaeT
Henocratoun | IIK-5.3-1. [TpakTnueckue Paznen 1. Culture and | TectoBsie 3amanus, | He 3Haer npaBuiIa
bIll YPOBEHB 3Hagem npaBwna | 3apaTus cultural differences. | BeIONHEHWE  TPOCKTOB, | MOBEJCHUS B CIOKHBIX H
Orenka noseaeHuA B Stereotypes across cultures. | pemienue JKCTPEMAaJbHBIX YCIOBUSIX.
HE3aYTEHO», | C/IOMHbIX " Cultural values at work Pa3sHOYPOBHEBBIX 3344
«HEYIIOBIIETBO | 3KcTpemasnbHbix Paznen 2. Initial contacts
PHUTETHEHO» VCIOBMAX. across  cultures.  Getting
connected. Dress for success
Pazmen 3. Socializing and
hospitality across cultures.
Socializing with colleagues,
entertaining business clients.
Building personal
relationships
BbazoBrrii TIK-5. 3-1. [TpakTuyeckue Pasgen 1. Culture and | TecroBsie 3adaHus, | YacTuuHoO 3HaeT
ypOBEHb 3Haem npaBuna | 3aHATUL cultural differences. | BelmonHEeHHE  TPOEKTOB, | MpaBMJIa  HOBEAEHUS B
OreHka, noseneHmA B Stereotypes across cultures. | pemienue CIIOKHBIX "
«3a4TEHOY, CIOMKHbIX " Cultural values at work Pa3HOYPOBHEBBIX 33]a4 IKCTPEMATILHBIX YCIOBHSIX.
«YIOBIIETBOPH | 3KcTpemasnbHbix Paspen 2. |Initial contacts
TETBHO» YCNOBMAX. across  cultures.  Getting
connected. Dress for success
Pazmen 3. Socializing and

10

JNleKUMOHHbIe 3aHATUA, NPAKTUYECKUE 3aHATUA, N1abopaTopHble 3aHATUA, camocToATebHan pabora...
11

Heo6xo4MMO yKasaTb aKTUBHbIE M MHTEPaKTMBHbIE MeToAbl 0bydeHuMs (Hanpumep, MHTEPAKTUBHAA NeKLMa, paboTa B MasiblX rpynnax, MeToAbl MO3rosoro Wwrypma 1 1.4.),
cnocobcTaytoLUMe Pa3BUTUIO Y 0BYUAIOLWMXCA HAaBbIKOB KOMaHAHOM PaboTbl, MEXJINYHOCTHON KOMMYHUKaLMUW, MPUHATUA PELEHWNIA, TMAEPCKMX KayecTs.

12 v
HanmeHosaHue Tembl (pasgena) 6epetcsa n3 paboyeit Nporpammbl AUCLUNANHDI.

13

OL,eHO4YHOE CPeaCTBO AO/KHO BbIGMPaTLCA C YYETOM 3ana1aHMPOBAHHbIX PE3Y/1bTaTOB OCBOEHWUA ANCLMMANHDI, Hanpumep:
«3HaTb» — cobecefoBaHUE, KONNOKBUYM, TECT...
«YMeTb», «Bnagetb» — UHAMBUAYANbHbIN AW TPYNNOBOM NPOEKT, Kelc-3afaya, AenoBas (posesas)

urpa, noptdonuo...




hospitality across cultures.
Socializing with colleagues,
entertaining business clients.

Building personal
relationships
Cpemumii IIK-5. 3-1. [IpakTuueckue Pasgen 1. Culture and | TecroBsle 3amaHus, | B OCHOBHOM 3HaeT
YPOBEHb 3Haem npaBuna | 3auATHAS cultural differences. | BoioNHEHME  NPOEKTOB, | paBHia  MOBEICHHS B
Ornenka nosegeHus B Stereotypes across cultures. | pemienune CITOKHBIX "
«3auTEHOY, C/IOMHbIX " Cultural values at work Pa3HOYpPOBHEBBIX 3a/1a4 YKCTPEMAJIbHBIX YCIIOBHSIX.
«XOPOILIO SKCTPEManbHbIX Pasmen 2. Initial contacts
YCIIOBMAX. across  cultures.  Getting
connected. Dress for success
Pasgen 3. Socializing and
hospitality across cultures.
Socializing with colleagues,
entertaining business clients.
Building personal
relationships
Bricokwuii TIK-5. 3-1. [TpakTuyeckue Pazmen 1. Culture and | TecroBeie 3amaHus, | B coBeplleHCTBe 3HaeT
YPOBEHb 3Hagem npaBwna | 3apaTUA cultural differences. | BeImoHEHHE  NIPOCKTOB, | MpaBuaa  IOBEJECHHS B
OreHka noBeaeHun B Stereotypes across cultures. | pemienne CIIOKHBIX 5
«3aYTEHOY, C/IOMHbIX " Cultural values at work Pa3sHOYPOBHEBBIX 33144 OKCTPEMAIBHBIX YCIOBHSIX.
«OTIIMYHO» SKCTPEMabHbIX Pazpen 2. Initial contacts
yC/IOBUAX. across  cultures.  Getting
connected. Dress for success
Pasgen 3. Socializing and
hospitality across cultures.
Socializing with colleagues,
entertaining business clients.
Building personal
relationships
Ymeer
Henocraroun | /1K-5.3-1. [MpakTHueckue Pazgen 1. Culture and | Tectosie 3agaHud, | He yMeeT  NposBIATH
bIil YpOBEHB Ymeem 3AHSITHS cultural differences. | BbIMoONHEHHE  MPOCKTOB, IICHXOJIOTHYECKYIO
OHeHKa IIPOSIBIISITH Stereotypes across cultures. pemenue yCTOfIIIPIBOCTI) B CJIOJKHBIX
«HE3aYTEHO», | MCHUXOIOTHYECKY Cultural values at work Pa3sHOYPOBHEBBIX 3344 u SKCTPEMATbHBIX




HEYIOBJIETBO | 0 YCTOMYUBOCTH Pazmen 2. |Initial contacts YCIOBUAX, B TOM YHCIE
PHUTETBHOY B CIOXKHBIX H across  cultures.  Getting OBICTPO TEPEKITIOUAsACh C

SKCTPEMAITBHEIX connected. Dress for success OJIHOTO paboUero sI3pIKa Ha

YCIIOBUSIX, B TOM Pasnen 3. Socializing and TIPYTOH.

qucie OBICTPO hospitality across cultures.

MEPEKITIOYasich C Socializing with colleagues,

OJHOro pabdouero entertaining business clients.

sI3bIKA Ha JIPYTOM. Building personal

relationships

ba3oBbrii I1K-5.3-1. [TpakTHyeckue Pazmen 1. Culture and | TecroBsie 3amanus, | YacTUYHO yMeeT
YPOBEHb Ymeem 3AHSITHS cultural differences. | BeimonHeHne  HPOEKTOB, | MPOSBIATH
OrueHka, MPOSIBIIATH Stereotypes across cultures. | pemienue MICHXOJIOTHYECKYIO
«3a4TEHOY, MICHUXOJIOTHYECKY Cultural values at work Pa3sHOYPOBHEBBIX 331a4 YCTONYMBOCTH B CIIOKHBIX
«YHOBIETBOPH | IO yCTOHYMBOCTH Pasmen 2. Initial contacts u SKCTPEMAJTBLHBIX
TEIBHOY B CIOXHBIX H across  cultures.  Getting YCIIOBHAX, B TOM YHCJIE

9KCTPEMAIIbHBIX connected. Dress for success OBICTPO IIEPEKITIOUASCh C

YCJIOBUSIX, B TOM Pasmen 3. Socializing and OJIHOTO paboyero A3bIKa Ha

qrcie OBICTPO hospitality across cultures. JpYTOii.

MEPEKITIOYasich ¢ Socializing with colleagues,

OJIHOTO pabouero entertaining business clients.

sI3bIKA Ha JAPYTOM. Building personal

relationships

Cpenuuit I1K-5.3-1. [pakTHueckue Pasmen 1. Culture and | TecroBsie 3ajanusd, | B OCHOBHOM  ymeer
YPOBEHB Ymeem 3AHSITUS cultural differences. | BeimonHeHHe  MPOEKTOB, | MPOSBIATH
Ouenka NPOSBIATH Stereotypes across cultures. | pemienue MICHXOJIOTHYECKY IO
«3a4TEHOY, MICHUXOJIOTHYECKY Cultural values at work Pa3sHOYPOBHEBBIX 33144 YCTOIYMBOCTL B CIIOKHBIX
«XOPOIIO» 0 YCTOWYHBOCTH Paszmen 2. |Initial contacts " SKCTpEMabHBIX

B CIOXHBIX H across  cultures.  Getting YCJIOBUSIX, B TOM YHCIIE

OKCTPEMAJIILHBIX

YCIIOBUAX, B TOM
quCIie OBICTPO
MEePEKIIoYasch ¢
OJTHOTO pabouero
sI3bIKA Ha JIPYTOM.

connected. Dress for success
Pazmen 3. Socializing and
hospitality across cultures.
Socializing with colleagues,
entertaining business clients.
Building personal
relationships

OBICTPO TEpEKITIoYasICh ¢
OJTHOT'O paboyero si3bIKa Ha
JIpyToil.




Bricokwuii IIK-5.3-1. [TpakTnaeckue Paznen 1. Culture and | TecroBsie 3ajanus, | B coBepmieHCTBE yMEET
YPOBEHb Ymeem 3AHSITUS cultural differences. | BeImonHEHNE  MPOEKTOB, | MPOSBIATEH
Oruenka MPOSBIIATH Stereotypes across cultures. | pemienune MICHXOJIOTHYECKYIO
«3a4TEHOY, MICUXOJIOTHYECKY Cultural values at work Pa3HOYPOBHEBBIX 33a4 YCTOWYMBOCTh B CJIOMKHBIX
«OTIIMYIHOY 0 YCTOWYHUBOCTD Pazmen 2. |Initial contacts u SKCTPEMANbHBIX
B CIOXHBIX U across  cultures.  Getting YCIAOBUAX, B TOM YHCIIE
9KCTPEMAIIbHBIX connected. Dress for success OBICTPO IIEPEKITIOUASCH C
YCIIOBUSIX, B TOM Pasgen 3. Socializing and 0HOrO paboyero A3bIKa Ha
gypciae  OBICTPO hospitality across cultures. JPYTOii.
MEPEKITIOYasich ¢ Socializing with colleagues,
OJIHOTO paboyero entertaining business clients.
SI3bIKA Ha JAPYTOM. Building personal
relationships
Biageer
Henocraroun | [1K-5.3-1. [pakTHueckue Pasgen 1. Culture and | Tecrossle 3amanud, | He Bnageer HaBBIKAMU
bIil YPOBEHD Braoeem 3AHSITUS cultural differences. | BelmonHEHHE — TPOEKTOB, HPaKTUYECKUMH
Ornenka CIIOCOOHOCTBIO Stereotypes across cultures. peuieHue HaBBIKAMH aHajm3a
«HE3aYTCHOY, | [IPOSIBIISTH Cultural \2/aluels at V\Ilork Pa3HOYpPOBHEBBIX 3a/1a4 bunocoperux -
«HEYIIOBJIETBO Pazgen 2. nitial contacts
PUTEIIBHOY HEHXOIOTIHCCR across  cultures.  Getting HETOpHHECIIX (baKTOBj
yioroﬁqnsocm s connected. Dress for success OTCHIH ) HBHgHHH
Y Pasnen 3. Socializing and KyIBTYpBL,  ClI0CObaMH
CJIOKHBIX u hospitality across cultures. aHanM3a M IepecMoTpa
OKCTPEMATIbHBIX Socializing with colleagues, CBOMX  B3IANOB B
ycloBuAX, B TOM entertaining business clients. clydae pa3HOTTACHH U
qucie  OBICTPO Building personal KOH(DIMKTOB B
MIEPEKIIIOYAsACh C relationships MEXKYJIbTYPHOU
OJIHOTO KOMMYHUKAITUH.
pabodero s3bIKa
Ha JIPYTOM.
BbazoBerit 1IK-5.3-1. [TpakTHdeckue Pasgen 1. Culture and | TecroBsie 3apanusd, | Yactuaao BJIaJiceT
YPOBEHb Brnaoeem 3aHSTHUS cultural differences. | BeimonHeHNEe  MPOEKTOB, | cHOCOOHOCTBIO
OneHka, CITIOCOOHOCTBIO Stereotypes across cultures. | pemenue TPOSBIATE
«3a4TEHOY, TIPOSIBIIST Cultural values at work Pa3HOYpPOBHEBBIX 3a1a4 IICHXOJIOTHYECKYIO
«yIIOBIIETBOPHU Pasmen 2. Initial contacts

TICUXOJIOTUYCCK




TEJIBHOY VIO across  cultures.  Getting YCTOWYHMBOCTh B
YCTOHUMBOCT B connected. Dress for success CITOKHBIX "
CIIOKHBIX u Paznen 3. Socializing and OKCTPEMAIILHBIX
IKCTPEMAITbHBIX hOSP't’fl“_ty across cultures. YCIIOBUSIX, B TOM YHCIIE
YCIIOBHSIX, B TOM SOC'a“.Z'.ng W'th Collea_gues, OBICTPO MEPEKITIOYASCH C
yucie  ObICTpO entertaining business clients. OJTHOTO pabodvero s3bIKa
Building personal N
MEePEKITIOYasCh C relationships Ha JPYTOM.
OJTHOTO
pabouero s3bIKa
Ha JPYTrOM.
Cpemuwii T1K-5.3-1. [TpakTHyeckue Pasmen 1. Culture and | Tectossie 3aganus, | B COBHOBHOM BIIAJI€E€T
YPOBEHb Bnaoeem 3aHSITUS cultural differences. | BeimonHEHHE  TPOEKTOB, | cIOCOOHOCTHIO
Onenka CIIOCOOHOCTBIO Stereotypes across cultures. peuicHue HPOSIBIATE
«3a4YTCHOY, IIPOSIBIISITD Cultural values at work Pa3HOYPOBHEBBIX 3a]a4 TICHXOJIOTHYECKYIO
«XOPOLIO» HCHXOIOrMYecK Pazmen 2. Initial contacts YCTOIYHBOCTH B
yio across  cultures.  Getting CTOIKHBIX "
CTOHIUBOCTE B connected. Dress_ fo_r_success
Y Pasnen 3. Socializing and OKCTpEMAJIbHBIX
CITOKHBIX " hospitality across cultures. YCJIOBHSIX, B TOM 4HCIC
IKCTPEMATIbHBIX Socializing with colleagues, OBICTPO MEPEKIIOYASCH C
YCJIOBUSX, B TOM entertaining business clients. OZHOTO paboyero sA3bIKa
urcne  OBICTPO Building personal Ha JPYTOIA.
MIEPEKITIOYAsACH C relationships
OJIHOTO
pabouero s3bIKa
Ha JPYTrOM.
Bricoknii IIK 5.3-1. | IlpakTuueckue Paznen 1. Culture and | TectoBsie 3amanud, | B COBEPILIEHCTBE
ypOBEHb Brnaoeem 3aHSATUS cultural differences. | BeimoMHEHHE  MPOEKTOB, | BameeT
Onenka MPaKTUYECKUMHU Stereotypes across cultures. pemenue CIIOCOOHOCTBIO
«3aUTEHOY, HABLIKAMU Cultural values at work Pa3HOYPOBHEBBIX 33134 TIPOSIBIISTE
«OTIIAYHO AHATH3a Pazpmen 2. Initial conta_cts TCHX OJIOTHYECKYIO
dbunocodckux u across  cultures.  Getting YCTOWYHUBOCTH B
HCTOPHICCKHX connected. Dress fo_r success CTOMKHBIX u
Pasnen 3. Socializing and
(akToB, OICHKU KCTPEMAITLHBIX

hospitality across cultures.




SIBJICHUI
KYJIBbTYPBI;
criocobamu
aHaiIM3a "
nepecMoTpa
CBOMIX B3TJIS/IOB
B ciydae
pasHoriiacui  u
KOH(JIUKTOB B
MEKKYJIbTYPHOU
KOMMYHHKAIUH.

Socializing with colleagues,
entertaining business clients.
Building personal
relationships

YCIIOBUSIX, B TOM YHCIIE
OBICTPO MEPEKITIOYAsICh C
OJTHOI'0 paboyero si3plka
Ha JPYTrOM.




YpoBeHb Muaaukaropel Bun yueOHbIX | KorTpomupyemsie pa3aensl u TeMbl | OTIeHOYHBIC CpEJCTBA, Kpurepuu orieHnBanus
OCBOCHHUSI JOCTIKCHHS 3aHATHI',  pPaGOTHI, | AMCIHUILTHHBL UCIIONB3yeMbIE [UISl OLICHKH pE3yabTaToB 00yUYCHHS
KOMIICTEHIINH KOMIIETCHIIUH GopMBI U METO.IBI ypOBHs CHOPMUPOBAHHOCTH
00y4eHws, KOMIIETCHIINN
CIOCOOCTBYIOIINE
¢bopMupoBaHuio "
Pa3BHUTHIO
KOMITETCHII
3Haer
Henocratounsr | [7K-6. 3-1. [TpakTnueckue Pazmen 1. Culture and cultural | TecToBbie 3aganus, | He 3Haer KpUTEpUHU
i ypOBeHb 3naem  KpUTEPHH | 33HSTHS differences.  Stereotypes  across | BBHIIOTHEHHE MPOEKTOB, | OIIEHUBAHMSA KadecTBa W
OreHka OLICHUBAHHUS cultures. Cultural values at work pellieHHe Pa3HOYPOBHEBBIX | COMEpKaHHS HH(DOPMAIIHH.
«HE3AUYTEHOY, KayecTBa u Pasmen 2. Initial contacts across | 3amau
«HEYJIOBJICTBOP | COICPIKAHHMS cultures. Getting connected. Dress
UTEJTbHO uH(OpMAITHH. for success
Pasnen 3. Socializing and hospitality
across cultures. Socializing with
colleagues, entertaining business
clients. Building personal
relationships
Ba3oBblit TIK-6. 3-1. [IpakTuueckue Pasmen 1. Culture and cultural | TecroBsie 3aganud, | YacTU4HO 3HAeT
YPOBEHB 3naem  KpUTEPHH | 3aHSATHS differences.  Stereotypes  across | BBIMOJIHEHHUE MIPOEKTOB, | KPUTEPHH OIICHUBAHHUS
Orenka, OLICHUBAHUS cultures. Cultural values at work pelliCHHEe pa3HOYPOBHEBBIX | KauecTBA U COJCPIKAHHS
«3a4TCHOY, KavecTBa u Pazmen 2. Initial contacts across | 3amau uHpopmaIum.
«YIOBJIETBOPUT | COJCPIKAHHMS cultures. Getting connected. Dress
CITBHO» uH(OpMAITHH. for success

Pasnen 3. Socializing and hospitality
across cultures. Socializing with
colleagues, entertaining business
clients. Building personal

" NeKuMoHHbIe 3aHATUS, NpaKTUYecKune 3aHATMA, NabopaTopHble 3aHATUA, camocToATebHasA paboTa...
> Heobxo4MMO yKa3aTb aKTUBHbIE W MHTEPAKTUBHbIE METOAbI 06yYeHuUs (HaNPUMEp, UHTEPAKTUBHAA NEKLMA, paboTa B MasbiX rpynnax, MeToZbl MO3rOBOrO WTYPMa U T.4.),
cnocobcTayoLLIME Pa3BUTUIO Y 0BYUaIOLMXCA HAaBbIKOB KOMaHAHOMW PaboTbl, MEXIUYHOCTHON KOMMYHMUKALMK, MPUHATUA PELUEHWI, TMAEPCKUX KauecTs.

'® HaumeHoBaHwe Tembl (pasaena) 6epetca U3 paboyeil NPOrPaMMbl AUCLUMIUHDI.
7 OLeHOYHOE CPeACTBO AOMKHO BbIBUPATLCSA C YYETOM 3aMIaHUPOBAHHbIX PE3Y/IbTATOB OCBOEHUA AUCLUMIMHDI, HANPUMEP:
«3HaTb» — cobecefoBaHUE, KONNOKBUYM, TECT...
«YMeTb», «Bnafetb» — UHAMBUAYAbHbIN AW TPYNNOBOM NPOEKT, Kec-3aAaya, AenoBas (posiesas)

urpa, noptdonuo...




relationships

Cpennuii IIK-6. 3-1. [IpakTuueckue Pasmen 1. Culture and cultural | TecroBsie 3amanus, | B OCHOBHOM 3HAET
YPOBEHb 3naem  KpUTEPHMH | 3aHSTHS differences.  Stereotypes  across | BHIIOTHEHHE IPOEKTOB, | KPUTEPUH OLIEHUBaHHUA
Onenka OIICHUBaHUS cultures. Cultural values at work pELIEHHE Pa3HOYPOBHEBBIX | KauecTBA M  COJEPKAHUA
«3a4TEHOY, KayecTBa u Pazmen 2. Initial contacts across | zagau uH(pOpMaIUH.
«XOPOIIIO» coJepIKaHus cultures. Getting connected. Dress
HH(POPMAITHH. for success
Paznen 3. Socializing and hospitality
across cultures. Socializing with
colleagues, entertaining business
clients. Building personal
relationships
Boicokuii IIK-6. 3-1. [IpakTuueckue Pasmen 1. Culture and cultural | TecroBsie 3amanus, | B coBepiieHcTBE — 3HAeT
YPOBEHb 3naem  KpUTEpUH | 3aHATHS differences.  Stereotypes  across | BBIMOJHCHHUE MPOEKTOB, | KPUTCPHH OIICHUBAHUS
OueHka OLICHUBAHUS cultures. Cultural values at work pelLICHHEe pa3HOYPOBHEBBIX | KauecTBa UM COJCPIKAHHS
«3a4TCHOY, KavecTBa u Pasmen 2. Initial contacts across | 3amau uHpopMaIum.
«OTJINYIHO COZIepPIKAHUS cultures. Getting connected. Dress
uHpOpMaIIH. for success
Pasnen 3. Socializing and hospitality
across cultures. Socializing with
colleagues, entertaining business
clients. Building personal
relationships
YMmeer
Henocrarounsr | /7K-6.3-1. [MpakTHueckue Pazmen 1. Culture and cultural | Tectossie 3aganud, | He ymeer OIICHUBATH
il ypOBEHB Ymeem oueHuBath | 3aHaTHS differences.  Stereotypes  across | BBITOTHEHHE IPOEKTOB, | KAYECTBO M  COJAEP/KAHHUE
OrneHka KayecTBO U cultures. Cultural values at work pelleHne PasHOYPOBHEBBIX | HH(MOPMAIHH, BBIIEJATH
«HE3aYTEHOY, CojIep)KaHue Paszmen 2. Initial contacts across | 3amau Hauboyiee  CyILECTBEHHBIE
«HEYJIOBJIETBOP | MH(OpMAIIUH, cultures. Getting connected. Dress (GaKThl ¥ KOHIENILHH, 1aBaTh
UTECJIBHO» BBIJICIIATH for success UM CO6CTBCHHyIO OIICHKY U
HaunOonee Paznen 3. Socializing and hospitality WHTEpIIpeTauo npu coope,
CYIIIECTBEHHBIE across cultures. Socializing with aHaM3e ®W  00O0OIIEeHUH
(axThI 4§ colleagues, entertaining business MaTepuana.
KOHLENIUH, JaBaTh clients. Building personal

UM  COOCTBEHHYIO

OLIEHKY

u

relationships




MHTEPIPETALUI0

pu coope,

aHaJm3e u

00001IeHNH

Marepuana.
ba3oBblit IIK-6.3-1. [IpakTuueckue Paznen 1. Culture and cultural | TectoBsre 3amanus, | YacTUYHO yMeeT
ypOBEHb Ymeem oueHWBATD | 3aHSTHS differences.  Stereotypes  across | BBITOJHEHHE MPOCKTOB, | OLIEHUBATL  KAYECTBO M
Onenka, Ka4ecTBO u cultures. Cultural values at work pellleHHe Pa3sHOYPOBHEBBIX | colepskaHUe HMHPOPMALHH,
«3a4TCHOY, CojIep)KaHue Pasmen 2. Initial contacts across | 3amau BBIZCIATH Hanbouee
«YHOBIETBOPUT | HH(POPMALHH, cultures. Getting connected. Dress CYLIECTBEHHBIE  (DAKTBI U
€JIILHO» BBIJIEIIATH for success KOHIIENIIUH, naBaTh UM

HanboJee Pasgen 3. Socializing and hospitality COOCTBEHHYIO  OIIEHKY H

CYIIIECTBEHHBIE across cultures. Socializing with MHTEpIpETaIio mpu coope,

(akTb u colleagues, entertaining business aHanu3ze M 000OIIEHUH

KOHIIEIINHY, 1aBaTh clients. Building personal MaTepuaa.

UM  COOCTBEHHYIO relationships

OLIEHKY "

UHTEPIPETAIHIO

npu coope,

aHaJM3e "

00001IeHNH

marepuara.
Cpennuit I1K-6.3-1. [MpakTHueckue Pazgen 1. Culture and cultural | TectoBbre 3agaHus, | B OCHOBHOM  yMeeT
YPOBEHb Vmeem oueHMBATH | 3aHSTUS differences.  Stereotypes  across | BBIMOJHEHHUE HPOEKTOB, | OICHUBATH  KA4eCTBO W
Onenka Ka4eCcTBO u cultures. Cultural values at work pEIlICHHE Pa3sHOYPOBHEBBIX | cojepkaHue HHPOPMALUH,
«3aUTEHO, coJieprKaHue Paszmen 2. Initial contacts across | 3amau BBIIEIIATE Hanbosee
«XOPOIIO» MH(pOpMaNNH, cultures. Getting connected. Dress CyLIECTBEHHbIE  (DAKTHI U

BBIIEIATE for success KOHIENIUKA,  JaBaTh UM

Hauboee Pasnen 3. Socializing and hospitality COOCTBEHHYIO  OLEHKY H

CYILIECTBEHHBIE across cultures. Socializing with HHTEPIIPETaIuIo npu coope,

(akTb u colleagues, entertaining business aHanmuze ©M  0000IIEHUH

KOHLENIUH, JaBaTh clients. Building personal Marepuaa.




UM  COOCTBEHHYIO

relationships

OLICHKY u

HUHTEPIPETAIHIO

npu coope,

aHaIn3e u

0000meHnH

Marepuana.
Bricokwuii I1K-6.3-1. [TpakTHyeckue Pasmen 1. Culture and cultural | TecroBsie 3aJaHus, | B coBeplieHCTBE — yMeEeT
YPOBEHb Ymeem oueHUBATh | 33HITHS differences.  Stereotypes  across | BHIIOTHEHHE MPOCKTOB, | OIlEHHBATh  KA4ecTBO M
Ormenka Ka4eCTBO u cultures. Cultural values at work peleHne PasHOYPOBHEBBIX | cozepikaHue HMH(OpMALUH,
«3a4TEHOY, coJepyKaHue Pasmen 2. Initial contacts across | 3amau BBIICIIATE Haubosee
«OTIIHYHOY uH(bOpMAaLHH, cultures. Getting connected. Dress CyLIECTBEHHBIE  (DAKTHI U

BBIICTIATh for success KOHIICIINK,  JaBaTh UM

Hauboee Pasnen 3. Socializing and hospitality COOCTBEHHYIO  OLEHKY H

CYIICCTBEHHBIC across cultures. Socializing with MHTEPIPETALMIO NIPH cOOpeE,

dakTeI u colleagues, entertaining business aHanMse M 0000LIeHUM

KOHIIETILIHNH, JaBaTh clients. Building personal Marepuaa.

UM  COOCTBEHHYIO relationships

OLICHKY "

HHTEPIPETAIHIO

npu coope,

aHaJm3e "

000011IEHNI

Marepuaa.

Biageer

Henocrarounsl | I7TK-6.3-1. [pakTHueckue Pasgen 1. Culture and cultural | TecroBeie 3ananus, | He BIIAJICET
1 ypOBEHb Braoeem 3aHATUS differences.  Stereotypes  across | BbIMOJHEHHE HPOEKTOB, | CrI0COOHOCTBHIO OIEHUBATH
Ouenka CITOCOOHOCTBIO cultures. Cultural values at work pelieHne  PasHOYPOBHEBBIX | xayecTBO M COJACPIKAHHE
«HE3aYTECHO, OIICHUBATH Paszmen 2. Initial contacts across | 3amau MHQOPMALMK,  BBIAEISATE
«HEYNOBIICTBOP | rayecTRO " cultures. Getting connected. Dress HauGosee CYIIECTBEHHbIE
HTEILHOY coziepIKaHIe for success GaKTBl W KOHIEIIIHH,




uHdOopMaIuy, Pasznen 3. Socializing and hospitality JlaBaTh UM COOCTBEHHYIO
BBIJICIIATD across cultures. Socializing with OLIEHKY u
HanGonee co_lleagues, ent'er'gaining business HHTEPIPETALHIO.
CyIIECTBEHHbIE cllen'ts. _ Building personal
(barTeI - relationships
KOHIICIIINH,
JaBaTh UM
COOCTBEHHYIO
OILICHKY u
WHTEPIPETALHIO.
basoBsrii ITK-6.3-1. [TpakTHyeckue Pasmen 1. Culture and cultural | TecroBsie 3amanus, | YacTUUHO BIajeeT
YPOBEHb Braoeem 3aHSTHUS differences.  Stereotypes  across | BHIIOTHEHHE HPOEKTOB, | crI0COOHOCTHIO OICHUBATH
OreHka, CIOCOOHOCTBIO cultures. Cultural values at work pelICHHE PAa3HOYPOBHEBBIX | xayecTBO M COICPIKAHHE
«3a4TCHOY, OIICHUBATD Paznen 2. I_nltlal contacts across | 3amau MH(GOPMALINY,  BBIICISATH
«YJIOBIIETBOPUT | rayactRo - ](c:ultures. Getting connected. Dress HauGosee CYIIECTBEHHbIE
eITBHO» KAHIL orsuccess o
;(I){I(li)e(l))pl\/?auﬂeﬂ Paznen 3. Socializing a_nd_ h_ospltal!ty E’:;;TI’; mpi COKgC}f;ZEI;HI:(;
’ across cultures. Socializing with y
BBIICTIATD colleagues, entertaining business OIIEHKY u
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4. MeTtoau4yeckue MaTepUaJibl, ONpeAesaonue Npoueaypbl

OlICHUBAHUHA PE3YJIbTAaTOB oﬁyqe}mﬂ

4.1. IIpoekT

Hoknan (pedepaT) — BUI caMOCTOSATEIBHONW HAay4YHO-HCCIIEAOBATEIbCKOM pabOThI, Trie
aBTOP PaCKpPHIBACT CYTh MCCIEIYyEMO MPOOJIEMBI; IPUBOJUT PA3IMYHBIC TOUKH 3PEHUS, a TAKKE
cOOCTBEHHBIE B3TJISAbl Ha HEE.

JTtansl padboTsl HAJL AOKIAT0M (pedpepaTom) :

- moa00p M H3Y4YEHHE OCHOBHBIX HCTOYHUKOB IO TeMe (Kak U MpH HamucaHuu pedepara
PEKOMEHIyeTCsl UCII0JIb30BaTh He MeHee 8 -10 HCTOYHMKOB);

- cocTaBieHue onodimorpadum;

- 00paboTka u cucremarusanus Marepuana. [loaroToBka BEIBOAOB U 0000IIEHU;

- pa3zpa0oTKa IuUIaHa AOKJIaJa;

- HaIlUCaHUE;

- IyOJIMYHOE BBICTYILICHUE C PE3yJIbTaTaMH HCCIIEI0BaHUS.

Oo0mas crpykrypa aokiaaaa (pedepara) :
- 1enb paboThl (B OOLIMX YepTax COOTBETCTBYET (POPMYIHPOBKE TEMBI MCCIECIOBAHUS U MOXKET
YTOYHSTh €€);
- aKTYaJIbHOCTh MCCIICIOBAHNUS;
- METOJMKA TIPOBEIEHUsS HccienoBaHus (NMOApOOHOE OMHMCAaHUE BCEX ACWCTBUM, CBS3aHHBIX C
MOJTy4YEHUEM PE3YIbTAaTOB);
- BBIBOJIbI MCCJIEI0BAHUSI.

TpebdoBanusi Kk 0(p)oOpMIIeHUIO MUCHLMEHHOTO0 I0KJIa1a (pedepara) :
- TUTYJIbHBIN JIUCT;
- cozep)kaHue (B HEM MOCIE0BAaTEIbHO YKA3bIBAIOTCS Ha3BaHUs MyHKTOB AOKiazna (pedepara),
YKa3bIBAIOTCS CTPAHULIBI, C KOTOPBIX HAYMHAETCS Ka)K/Ibli ITYHKT);
- BBeieHue (popmMyaupyeTcs CyTh UCCIEAyEeMOU MpoOIeMBbl,
000OCHOBBIBAETCSI BBHIOOP TEMBI, OIMpPENEISIIOTCS €€ 3HAUMMOCTh U aKTyaJdbHOCTh, Ka3bIBAIOTCS
eINb ¥ 3a/1a4u JokIana (pedepara), JaeTcs XapaKTepUCTUKANCIIONB3yEMOM JTUTEPATYPHI);
- OCHOBHasI 4acTh (KaKIbli pa3/iell ee JoKa3aTeIbHO PACKPBIBAET UCCIIEAYEMBbIH BOIIPOC);
- BBIBOJIBI M 3aKJIOYEHHE (ITOJBOJSATCS WTOTM WM JejaeTcs O0OOOIIEHHBIM BBIBOJA IO TEME
noknana (pedepata));
- IUTepaTypa.

Hoknan (pedepar) odopmisieTcss Ha OJHOM cTopoHe nucTa Oenoit Oymaru ¢opmara A 4
(210x297 mm). VHTEepBan MeXCTpOUHBIM - monyTopHbid. L[Ber mpudra - yepnsiid. ['apHuTypa
mpudTa OCHOBHOrO Tekcta - «Times New Romany» win ananorunynas. Kerns (pasmep) ot 12 1o
14 nmynkroB. Pa3smepnl momnei crpanuubl (He MeHee): mpaBoe — 10 MM, BepxHee — 15 MM,
HIwkHee — 20 MM, seBoe — 25 mm. Dopmar ab3ana: MoIHOE BbIpaBHUBAHUE (IO IIUPHHEY).
OTcTyn KpacHOH CTPOKH OJIMHAKOBBIM 110 BCEMY TEKCTY — 15 MM.

CTpaHuIb! T0JKHBI OBITH POHYMEPOBAHBI C YYETOM THTYJIBHOTO JIUCTA (HA TUTYJIBHOM
JUCTE HOMEpP CTpaHMIbl HE cTaBUTCsS). B paboTax HCIONB3YyIOTCS LUTAThl, CTAaTUCTUYECKUE
MaTepHaibl. DTH JaHHbIE OPOPMIISIOTCS B BUJIE CHOCOK (CCBIJIOK U IPUMEYaHUil)

4.2. Tect

Tecm sBnsieTcs mpocTeiinedl popMoil KOHTPOJIsI, HapaBieHHON Ha NPOBEPKY BiIaJCHHS
TEPMUHOJIOTHYECKUM  alllapaToM, COBPEMEHHBIMH HMH()OPMAIIMOHHBIMHA TEXHOJOTHSAMU U
KOHKPETHBIMH 3HAHUSMH B 00J1aCTH (DyHIaMEHTATBHBIX U MPUKIATHBIX AUCIUTUIMH. TeCT COCTOUT
M3 HEOOJBIIOTO KOJMYECTBA AIIEMEHTAPHBIX 33/7a4; MOXKET MPEAOCTABIATH BO3MOKHOCTH BBIOOpa
U3 MEepeyHsl OTBETOB; 3aHMMAeT 4acTb ydeOHoro 3aHaATus (10-30 MUHYT); MpaBUIIbHBIE PELICHUS
pa3duparoTcsi Ha TOM K€ MM CIEAYyIOIeM 3aHSATUU. YacToTa TeCTHPOBaHMS OIpPEAEIIsIeTCs
IIPENojaBaTeIeM.



4.3.Pa3HOYpOBHEBbIE 3a71a4U (32 1aHUS)

PaznuuaroT 3anaun (3aganmus):

a) penpoIyKTHBHOTO YPOBHSI, IMO3BOJISIONINE OIEHWBATh W JUATHOCTHPOBATH 3HAHUE
dakTryeckoro martepuana (0a3oBbIC TOHSTHS, aNTOPUTMBI, (DAKThl) W YMEHHE MPABHILHO
UCIIOJIb30BATh CIICIUANBHBIE TEPMUHBI U TIOHATHSA, y3HABaHHWE OOBEKTOB HM3Y4YCHHS B paMKax
OTIPEICIIEHHOTO pa3/ieNa JUCIUILTAHBL,

0) PEKOHCTPYKTUBHOTO YpPOBHS, MO3BOJISIOIIME OICHUBATh U JUArHOCTUPOBATH YMCHHS
CHUHTE3UPOBATh, AHAJIU3UPOBATH, 0000IIATh (HAKTHYCCKUH M TCOPSTHUYCCKUN MaTepuan C
(bopMyIMpOBaHHEM KOHKPETHBIX BBIBOJIOB, YCTAHOBJICHHEM ITPHUYNHHO-CIICACTBEHHBIX CBS3CH;

B) TBOPYECKOrO YpPOBHS, IIO3BOJIAIOIIME OICHHWBAaTh W JIMArHOCTUPOBATH YMEHUS,
WHTETPUPOBATH 3HAHUS PA3IIMIHBIX 00JIACTEH, apryMEHTHPOBATh COOCTBEHHYIO TOUKY 3pEHHUSI.

5. Martepuansl 1jis1 IPOBeJeHUS TEKYIIEro KOHTPOJISI M POMEXKYTOUYHOM
aTTecTAluH

I'pynnoBbie TBOpYeckHe 3a1aHusl (IIPOEKTHI):

1. [loHnmanue, KaK 11eJIb MEKKYIbTYPHOU KOMMYHHUKAIUH.

2. CymHOCTh W JeTepMUHHUpYIoIIKEe (akTopsl Ipouecca Bocnpustus. KyneTypa u
BOCIIPUATHE.

3. MexKynbTypHble KOHQIHUKTHI U IyTH UX PEOAOJIECHUS.

4. MexJINYHOCTHAs aTTPaKLUs B MEXKYJIbTYPHON KOMMYHHUKAIUH.

5. dakTopsl, ONpEeIIAOLIe HAlIMOHAIbHO-KYJIBTYPHYIO SI3bIKOBYIO CIIELU(DUKY.

6. Cxema aHanu3a pa3jiMyHbIX KYJIbTYP.

7. CnocoObl KyJIbTYypHO-53bIKOBOT'O B3aMMOJAEHCTBHS MEXAY MPEICTABUTENSMU pa3HbIX
A3BIKOBBIX COOOIIECTB.

8. IIpoGieMa coOTHOLIEHHSI TOHATUI 3THUYECKAasl M HallMOHAJIbHAs KYJIbTYpA.

PernonanbHast KyabTypa. SI3bIKOBBIE pa3inuuus MEX]ly HapoJaMHu.

9. CrepeoTunsl BOCIPUSITHS B MEXKKYJIBTYPHON KOMMYHHUKAIIUU.

10. KynbTypHBIii IOK.

11. ABTrOocTepeoTnbl. I'eTrepocTepeoTHIIBI.

12. Ilpenpaccyiku B MEKKYJIbTYPHONH KOMMYHHUKAIMU: MOHATUE U CYIIHOCTh, MEXaHU3M
(bopMHpOBaHUS, TUIIBI, KOPPEKTUPOBKA U U3MEHEHHUE MPEIPACCYIKOB.

13. Pe3ynbTaThl MEXKYJIbTYPHOH KOMMYHUKAIIMM. MEXKyJIbTypHas KOMIIETEHIUS B
MEXKYJIbTYPHON KOMMYHUKALINH.

14. Tlonstne TOJEpaHTHOCTU. TOJNEPAHTHOCTh KakK pe3ylbTaT MEXKKYJIbTYpPHOH
KOMMYHHKAIUH.

15. JInyHOCTHh KaK MPOAYKT M HOCHUTEIb JIMHIBOKYIbTYpHl. IIoHATHE M XapakTepucTUKa
A3BIKOBOM JIMYHOCTU. SI3BIKOBas JIMYHOCTb M S3BIKOBOE CO3HaHUE. SI3bIKOBas JMYHOCTH B
BUPTYaJIbHOM MHUDE.

16. Konuenrocdepa sS3bIKOBOM TMYHOCTH.

17. TloHATHEe HANMOHAIBLHOM WJIEHTUYHOCTH. DOH3HOJIOTHYECKAas WICHTHYHOCTD.
[Icuxonoruyeckas HAEHTUYHOCTD: TApaMETPhl COMOCTABICHMS.

18. CouuanpHas HMIEHTHUYHOCTh: TE€HAEP, BO3pacCT, pacoBas MW HATHUYECKAA
IIPUHA]JIEKHOCTD;

reorpaduyeckas, KJ1accoBas, UMYyIIECTBEHHAas IPUHAJICKHOCTh U CTaTYC.



19. MexkynbTypHas TpaHc(opMaIus sI3bIKOBOM JTMYHOCTH.

20. Ilonstue xaptuHbl Mupa. I[loHsATHE sA3bIKOBOM KapTWUHBI MuUphl. [loHsTHE
KOHLENTYalbHOU KapTHUHBI MUpa. COOTHOIIEHUE S3bIKOBOM U KOHIENTYaJIbHOW KApTUH MHPA.

21. MupoBocnpusitTue yepe3 MNpusMy KyabTyphl. Pojib s3blka B OCBOEHHUHU
neiictButensHocTH. CHcTeMaTH3aius 00beKTOB. KOTHUTHBHBIC MOJICH U CTPYKTYPHI.

22. CoOTBeTCTBHME KapTUH MHpa KOMMYHHUKAHTOB KaK YCJIOBHE YCIEHIHOCTH
MEXKYJIBTYPHOTO OOIICHUSI.

23. Tlousrtue xouuenta. CTpykTypa KOHIENTA.

24. Metoabl ucciae0BaHus KOHIENTa. MeTOIUKU UCCIIeIOBAaHUS KOHIIETTA.

25. O6menue. GakTopbl, BIUSAIONNE HA CIOCOO OOIICHUSI.

26. HanaxxuBanue nenoBbIX cBs3ell. JInunas nepenucka. TpyaIHOCTH mepeBo/ia.

27. OdunuanbHBIA STUKET U MPOTOKOJI:

28. BeneHnue nenoBbIX BCTPEU M MEPErOBOPOB: MPOU3BOJICTBEHHBIE OTHOLIEHUS, CXema
MPOBEJICHUS BCTPEY U MIEPETOBOPOB.

29. PykoBOACTBO M MNPUHATHE pEUICHUN: HepapXus pPYKOBOJCTBA, IMPE3CHTAIMU U
npuHsTHe ydactuss B HuX. CTWIb pPYKOBOJACTBA: XapaKTepHbIE YEPThl AHTIUHCKOTO
MEHE/DKMEHTA, KEHIITMHA-PYKOBOAUTEh. PaboTa B KOMaH/Ie M pa3nudus B CTUIIC PabOTHI.

30. CTunp KM3HHM: MHIUBUAYAIM3M M KOHCEPBATHU3M, CMEHA CTWIISI KU3HU. Y CIOBHS
JKU3HU: KUIIbE, apeHIa KBAPTUPHI, JOKYMEHTHI, OBITOBBIC TIPUOOPHI.

31. TpanuuuoHHBIN aHTIUKCKUNA oduc, BpeMs paboTsl 0(hUCOB, CBEpXypouHast padoTa,
OTIYCK, JIETTIOBBIE BCTPEYH, MUIOTHBIE MIPOEKTHI, OTHOIIEHUS B 0(rcCe, CTHIIb OJEHKIbI.
Kontpomupyemsie komnereniuu: YK-1, YK-2, YK-3, YK-5, [1K-5, I1K-6
Oyenka KoMnemeHyutl 0Cywecmsisiemcs 6 coomeemcmeuu ¢ maoauyei 3.

TecToBble 3a7aHUSA

. In general, Americans value most:

. Social recognition. b. Happiness. c. Equality. d. Money.

. Many Americans see themselves as:

. Modest and shy. b. Family members. c. Formal and ritualistic. d. Created equal to others.
. Other cultures may see Americans as:

. Victimized by economic crisis.

. Reliant on their families for help.

. Group-oriented.

. Ignorant about other cultures.

. When writing to an American company, it is very important to:

. Reference your source.

. Start your letter with a flattering introduction about your company president.

. Have your letter signed by your company director and president.

. Be specific on the purpose of the letter.

. In a business introduction to an American he may ask you to call him by his first name
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because:
. He is not interested in business.
. He likes harmony in discussion.
. His last name may be hard to pronounce,
. He wants to be comfortable and move into an informal stage of business discussion.
6. When talking with an American business partner on the phone, it is common for him to ask you
first about:
a. Your family health.
b. Your financial situation.
c. When you are planning to visit him.
d. How you are doing.
7. Mr. Saito, from Japan, is leaving the office of an American businessman who says to him, "We
should get together sometime". Mr Saito should:
a. Invite his American friend for dinner.
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. Expect that his American friend will invite him to the bar.
. Consider it as just a friendly comment.
. Stop by his house to have a drink.
. American business meetings usually start with:
. Discussion of the past weekend's baseball game.
. Formal agenda and tasks to be accomplished.
. Period of harmony.
. Introduction about everyone's past work experience.
. In American business meetings you are expected to:
. Wait until the end and state firmly your position.
. Talk about how it is difficult to get to the meeting.
. Maintain group harmony and do not ask embarrassing questions.
. Express your ideas openly and rationalize them aggressively.
10. At the end of an American business meeting the participants may:
a. All go to the cafeteria to have a drink.
b. Write a conclusion and/or action plan with specific responsibilities and dates.
c. Conduct behind-the-scene discussions to change the conclusion.
d. Apologize to each other for any confrontations they had during the meeting.
11. Working under an American supervisor you should:
a. Be polite and not interrupt his instructions.
b. Not let him know that you did not understand.
c. Hide your mistakes until he discovers them.
d. Maintain ongoing honest communication about work problems and progress.
12. If you are having family problems, your American supervisor is probably expected to:
a. Listen to you just as he would to a friend.
b. Discuss it with you and make a plan of action to solve the problem.
c. Give you a week's vacation to solve the problem.
d. Visit your home and discuss the problems.
13. Your American co-worker has invited you to play tennis with him for the second time in a
month. This could mean that:
a. You are now his close friend.
b. You can talk with him about your problems with your family.
c. He expects you to solve the technical problem he has at work.
d. He just enjoys playing tennis with you.
14. You are working hard to finish your project. Your American coworker is sitting down reading
the newspaper. He might:
a. Come very close and look at what you are doing.
b. Bring you a cup of coffee to keep you awake.
c. Try to help you only if you asked him.
d. Ask you to stop working and join him to go to the movies.
15. Most American companies will start marketing a product when it:
a. Is in a prototype stage.
b. Is on the drawing board.
c. Is on the shelf ready for the customers.
d. Has passed the quality control test.
16. An American leaves the office telling his foreign co-worker, "Let's
get together this week". The foreign worker should:
a. Invite the American to his house for a homemade dinner.
b. Expect the American to invite him for dinner at his house.
c. Expect the American to invite him to play tennis with him.
d. Accept it as a friendly comment.
17. Many Americans are inclined to feel confident that they can accomplish
many tasks because:
a. They possess a strong infrastructure to complete the task.
b. They like to work hard day and night.
c. They believe nature and God will help them.
d. They can depend on other people to help them.
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18. During his performance appraisal, an American employee might:

a. Agree fully with his manager's evaluation.

b. Defend his performance and justify his actions.

c. Ask his managers to write down his future goals.

d. Not ask questions about his next promotion or salary increase.

19. An American will almost always arrive on time for business appointments because:

a. He will want to relax for a while.

b. He wants to get the sale.

c. He shows respect for the host's time.

d. He has a lot of spare time.

20. You are travelling on an American bus. Beside you is an American. You should:

a. Greet him. b. Ask where he is going. c. Introduce yourself. d. Just sit quietly.

21. You meet an American friend in the hallway who says, "How are you?" You should:

a. Stop and shake hands with him.

b. Tell him, "Just fine", and continue walking.

c. Tell him about problems you have with your family.

d. Look at him and keep going.

22. Your co-worker called you on the phone and asked, "How are you doing?" You should:

a. Say, "OK, thank you".

b. Explain to him how hard it is to work under pressure.

c. Discuss with him your family problems.

d. Ask him if he has time to listen to a detailed reply.

23. You have completed a business transaction with an American firm.

You expect your American businessman will:

a. Write you to thank you for the business.

b. Become your friend and invite you to play tennis or golf.

c. Send you a New Year's card every year.

d. Call again for more business.

24. You are at a business luncheon. You have been approached by an American businessman. He
introduces himself and exchanges cards with you. He will probably:

a. Give a detailed presentation of his company.

b. Keep talking with you until lunch time.

c. Excuse himself to meet more people.

d. Ask about your family.

25. Frequently major decisions in American companies are made based on:

a. Employee services and interests.

b. Middle line managers' recommendations.

c. First line management.

d. Top executives' vision and market data.

26. You are on a training assignment in a US company. You should:

a. Introduce yourself to all department personnel

b. Get permission from your supervisor every time you leave the office

c. Learn to depend on yourself to solve your problems

d. Try to establish harmony within your group.

27. This is your first week of training in an American company. Your department secretary seems
very friendly and helpful. She may be:

a. Expecting you to invite her to the restaurant to dinner with you.

b. Doing her job

c. Interested to start relations with you.

d. Expecting you to bring her some flowers or a small present.

28. Americans tend to value more than spiritual enlightenment.

a. money b. private house c. material possessions d. private yacht

29. Most Americans like in daily interactions.

a. energy and honesty b. frankness c. formality and ritual d. informality

30. Americans usually rely on for help rather than asking people.

a. Internet  d. themselves c. others d. foreigners

31. Americans value time and its control and are




a. money-oriented b. dollar-oriented c. future-oriented d. family-oriented
32. Americans customarily collect evidence and make decisions based on their
a. calculations b. prognosis c. feelings d.findings

33. The majority of Americans use to refuse an offer.

a. letters b. direct messages c. indirect messages 4. code words

34. Many Americans are open and share their

a. money b.wealth c.optimism d. space.

35. Most Americans are a oriented society.

a. present b. money c. future d. past

36. Americans tend to see themselves as confident and

a. pessimistic b. optimistic c. money oriented  d. hard-working

37. Americans are inclined to believe in

a. fate  d. future hardships c. free competition d. free elections

38. Americans usually believe being on time for an appointment shows

a. contempt  b. respect c.doubts d.unpsertainty

39. Most Americans believe they can control their destiny by their

a.army b. NAVY c. special operations d. own actions.

40. Shaking hands is important when you meet

a. a gentleman b. a professional c. a Chinese d. an American.

41. Many Americans like to deal with directly and frankly.

a. money issues b. foreigners c. local population d. problems

42. Americans use to avoid conflict and loss of face.

a. special operations b. ambiguity c. color revolutions d. credit cards

43. Physical is important but we must not neglect the culture of the mind.

a.strength  b. exercises  c. abilities d. culture

44. Americans believe that universities should be centers of

a. information b. knowledge c. intellectual power  d. culture

45. The culture of Eskimos is studied by

a. historians b. culturologists c. socioloigists d. anthropologlsts

46. The European invaders used to say that their mission was to disseminate among
aborigines.

a. religion  b. information c.law d. culture

47. A cultured person would never criticize other nation's

a. habits b. traditions c. way of life d. political system

48. Corporate culture is especially important for companies operating

a.in China b.in Germany c.inltaly d. on the international arena.

49. While speculating on world issues, we mustn't leave behind

a. geopolitics b. cultural differences c. geostrategy d. money issues

50. Song Liehua found life in London a bit of at first.

a. aculture shock b. enigmatic problem c. interesting code d. corrupt experience

51. Culturally, the city has a lot

a.tooffer b.toloan c.give d. divide

52. Culture means the acquainting of ourselves with the best that has been known and thought

a.in America  b.in Britain  c. in the West d. in the world.

53. Australia has its own cultural identity, which is very different from that of

a. therest of the world b. Britain c. Europe  d. South East Asia.

54. Britain is known to be a society.
a. sophisticated  b. culturally diverse  c.normal d. nice
55. This country has a rich heritage.

a. cultural  b. historical ~ c. ancient d. modern

56. Cross cultural communication course studies the Greek

a. culture b. history c. phenomenon d. peculiarities

57. Cross cultural communication course is a good opportunity for students to learn about other

a. territories  b. countries  c. cultures d. cities
58. The USA is often accused of cultural
a. aggression b. imperialism c¢. dominance d. dlversny




59. A person knows a lot about music, art, theatre, etc.
a. modern b. cultural c.vise d.normal

60. You won't find much in this sleepy little town, 1 am afraid.

a. wealth b. money c.culture d.time

61. They enjoy activities like going to the theatre and the opera.
a. energetic  b. cultural c. sophisticated d. rare

62. The French are sophisticated people.

a. historically b. very C. not d. culturally

63. Working late hours for very little money seems part of the company

a. way of life b. tradition c. style d. culture

64. Culture shock is a phenomenon.

a. abnormal b. rare c. usual d. psychological

65. When asked to describe yourself, do you think of yourself as belonging to a particular group?
a. ethnic b. cultural c. religious d. age

66. What experiences have you had that increased your sense of belonging to

a particular group?

67. How has a person's background influenced:

a. the way a person spends his holidays

b. the way a person express himself, verbally and non-verbally

c. the way a person thinks about and relate to other groups

d. the way a person chooses his friends?

68. What makes a person's cultural backgrounds different from his previous stereotypes?

a. friendships b. social relationships c. travel contacts d. Internet, films, TV, newspapers
69. Globalization means that there is now one culture everywhere in the world.

a. English b. American c. business d. Chinese

70. If they want to do business with me, then they'll have to adapt to my
a. habits b. traditions c. timetable d. culture

71. “When in Rome, do as the do.”
a.locals b.Romans c. Italians d. Latin’s
72.1t's to generalize about cultures.

a. possible b. natural c. impossible d. abnormal
73. Intercultural training just confirms
a. cultural differences b. stereotypes c. traditions d. psychologlcal peculiarities

74. Today I'm dealing with the Americans, tomorrow with a group from Japan. | can't possibly

learn all | need to know about all the I have to deal with.

languages. There are often

a. customs b. traditions c. ethnic stereotypes d. cultures
75. What I need when | go abroad is a list of
a.dosand don'ts  b. ethnic stereotypes c. national tradltlons d. national holidays

76. Problems in international business relationships are not always caused by

a. traditions d. culture peculiarities c. business models d. language difficulties

77. Doing business with people of other nationalities involves more than learning foreign

a. religious differences b. cultural differences c. different national backgrounds d. different

business models.

78. During business negotiations we need to be aware of
a. customs b. attitudes c. socializing d. body language
79. The shake hands less often than other European people.

a. French b. Spanish c. Germans d. Englishmen

80. Americans use first names more often than many other nationalities.

a. Russians b. Chinese c. Japanese d. Americans

81. The consider that harmony and consensus in business communications

are very important.

a. Americans b. Englishmen c. Spanish d. Japanese

81. When we visit other countries, it is important to good observers and listeners.
a. use information of

b. use business models of

c. use manuals on cross cultural communications of



d. use textbooks of

82. We should avoid criticizing other cultures and realize that we all have similar problems but
different of dealing with them.
a. Customs b. traditions c. habits d. ways

83. Name an example of high context culture.

a. American b. Japanese c. Latin d. Korean

84. Name the example of low context culture

a. Russian b. British c. German d. Greek

85. All of the information can be lost in translation using basic English except:

a. cultural sensitivity b. nuances c. codified rules d. style

86. Cross cultural communication deals with exchange information between people belonging to
different .

a. classes b. professions c. backgrounds d. cultures

87. The same gestures used by the Americans mean different things to

a. English  b. German  c. Swiss d. Japanese

88. consider punctuality very important.

a. Arabs b. English c. Spanish  d. Japanese

89. Time is not of great importance in

a. Britain b. Japan c. Latin America d. USA

90. use hand to point on an object and don’t use finger.

a.Japanese b. Americans c. Englishmen d. Spanish

91. Examples of people that was considered great at verbal communication.

a. Mao Zedong b. Anvar Sadat c. Margaret Thatcher d. John F. Kennedy

92. is a non-verbal form of communication.
a. Internet  b.radio  c.smile d. music
93. customarily Kiss a business associate on both cheeks in greeting instead

of shaking hands.

a. Chinese b. Germans c. Americans d. Swedes

94. To walk arm in arm for female colleagues in signify a personal business
relationship.

a. Britain b. America c. Germany d. Russia

95. Korean business conglomerate like Samsung and Hyundai are referred to as

a. giants b. pyramids c. enigma d. Chaebols

96. Samsung has formed its corporate and the management styles.

a. business b. management c. culture d. style

97. Does the lack of understanding matter for foreign staff turnover in Samsung?
a. business b. management c. effective  d. cultural

98. Foreign employees in Korean chaebols have difficult time due to differences.

a.age b. education level c. culture d. ethnic

99. Foreign staffs would take double burdens from both national culture differences and unique
corporate when working for Korean chaebols.

a. management b. peculiarity  c. cultures d. style

100. Hofstede defines culture as «mental programmingy» corresponds to a much broader use of the
word that is common among sociologists and

a. historians b. managers c. professors  d. anthropologists
KonTtpomupyembie kommereniuu: YK-1, YK-2, YK-3, VK-35, [1K-5, TTK-6
Oyenka KomMnemeHYyull OCyuecmeaisiemcs 8 COomeemcmaeuu ¢ maoauyet 3.

Pa3HoypoBHeBbIe 3a1a4n

BrimonHeHne pa3HOypOBHEBBIX 3aJJaHUI 1O MEPEBOLY, aHAIHU3Y, pedepUpOBaHUIO AyTEHTUYHOTO
TEKCTa MpeyCMaTpPUBAET:

- O3HaKOMJIEHHE ¢ MHOpMaIUeil ayTeHTUYHOTO aHTJIMICKOTO TEKCTa;

- OCYILECTBIIEHHE NIEPEBOJUYECKOr0 aHaIN3a UCXOJHOIO TEKCTa, aHAJIU3 €r0 IMOBEPXHOCTHOU U
BbISIBJICHHE TJyOMHHOM CMBICIOBOM CTPYKTYpBI, BBISIBIIEHHE BCEH coJiepKalleiicss B TEKCTe
uHpOpMaLIKU, KOTOpast MOJUIEKHUT Mepeiayue MpH MepeBoe;



- BBIOOp 0O0IIIel cTpaTeruu mepeBojia ¢ y4ETOM €ro CMBICJIOBOTO HAMOTHEHUSI, (YHKIIHOHATBHO-
CTUJIIMCTUYECKON XAapaKTEPUCTHUKH, >KAaHPOBOM IPUHAJICKHOCTH, a TaKXKe C y4EeTOM LEJH,
azpecara rmepeBoia u APYrux SKCTPATUHIBUCTUICCKUX (AKTOPOB;

- apryMEHTHPOBaHHOE 00OCHOBAHKE CBOMX MEPEBOAUECKUX PELICHUI;

- oOpMIICHHE TEKCTa MEpPEeBOJia B COOTBETCTBUHM C HOPMOW M THUIIOJIOTHEH TEKCTOB Ha SI3BIKE
epeBoaa;

- BBIICJICHUE OCHOBHOW MBICITH, OCHOBHOU MTPOOJIEMBI TEKCTA

- HalMCaHUe KPaTKOM aHHOTALIMM TECTA.

Paznen 1. Culture and cultural differences. Stereotypes across cultures. Cultural values at
work

https://cubetoronto.com/london/what-percentage-of-london-is-middle-class/

In 2021, around 36% of London households were classified as poor (up from 20% in 1980),
while 37% are middle income (down from 65%). The largest percentage point fall in households in the
middle has been in Westminster, which saw its middle reduce from nearly three-quarters of all
households to just one-third. Members of the established middle class, about 25 percent of British society,
reported high economic capital, high status of mean social contacts, and both highbrow and high
emerging cultural capital. What percentage of UK is upper class? The UK has an elite class, 6% of the
population, with average savings of over £140,000, good social contacts, highbrow tastes and an
education at the most prestigious universities. Middle class. The vast majority of British people fall into
this category, such as shop owners, white-collar professionals (literally those who wear a white collar like
businessmen and office workers), teachers, journalists, nurses and the list goes on. What is middle class in
UK? (also the middle classes) Middle class is a social group that consists of well-educated people, such as
doctors, lawyers, and teachers, who have good jobs and are not poor, but are not very rich. According to
the ONS, in 2020 the average UK salary was £38,600 for a full-time role and £13,803 for part-time role.
This is an increase from their 2019 figures, which placed the average UK wage for a full-time role at
£36,611 and part-time at £12,495. The OECD defines the middle class as households with disposable
income of between 75% and 200% of the median The upper middle class tend to go into business or the
professions, becoming, for example, lawyers, doctors, or accountants. What defines upper middle class
UK? The upper middle class in Britain traditionally consists of the educated professionals who were born
into higher-income backgrounds, such as legal professionals, executives, and surgeons. This stratum, in
England, traditionally uses Received Pronunciation natively. Who is upper class in UK? Those in
possession of a hereditary title; for example, a dukedom, a marquessate, an earldom, a viscounty, a
barony, a baronetcy, or a Scottish lord of parliament are typically members of the upper class. What is the
elite social class? Elite: Very high economic capital (especially savings), high social capital, very high
highbrow cultural capital. Established middle class: High economic capital, high status of mean contacts,
high highbrow and emerging cultural capital. They are a gregarious and culturally engaged class. Are
teachers working class UK? The class system in the UK is definitely still in place. Such occupations as
teachers, nurses, shop owners, and white-collar professionals are all a part of the middle class. Before
2011, the UK was classified into three broad categories. Lower class: It refers to people who are
uneducated, either unemployed, or with low levels of income. Those below the poverty line struggle even
for basic necessities like food and shelter. Middle class: The majority of the population known as the
white collar workers constitute the middle class. They lie between the rich and the poor. This class
generally constitutes the majority of a country’s population. They have dignified jobs and a standard,
honorable lifestyle. Upper class: The wealthy or high income groups and individuals are known as the
upper class of society. Prestige, status, and sometimes even power, all factors coincide with this stratum.
There are also, further sub-divisions of these broad categories like the “upper-middle class” and the
“lower-middle class”. These occur mainly due to differences in either one of the attributes of prestige,
status, income earned, or wealth. A job of a professor in a renowned university is more prestigious than
that of a primary school teacher. Both persons being teachers, one employment type results into
differences in their class and associated status. The term socio-economic means a blend of social and
economic factors. This term itself denotes the stratification in modern societies being intertwined between
social and economic conditions of a person. The social strata a person belongs to, thus, is derived from his
occupation, wealth, income, assets, residence, lifestyle, prestige, etc. If a rich man has some political
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affiliation or political background, it adds a different aspect of authoritative power to his status.
Economist Paul Samuelson described income inequality in America in these words: “If we made an
income pyramid out of a child’s blocks, with each layer portraying $500 of income, the peak would be far
higher than Mt. Everest, but most people would be within a few feet of the ground”. These words
highlight the most peculiar feature of any form of social stratification, where the base of the pyramid
identifies with more or less similar people.The original development of the Functionalist Theory of Social
Stratification is associated primarily with an article entitled “Some Principles of Stratification [ K. Davis
and W. Moore 1945]. Davies and Moore [and other later Functionalists] argue that some forms of social
stratification exist in all known societies. Capitalist societies are characterised by inequalities in the
distribution of income and wealth, social status and power. Functionalists have therefore argued that the
existence of some form of social stratification in every known society implies that social stratification
[and the inequalities of income, wealth, power and status implied by it] is inevitable. Social stratification
is seen as desirable because it meets one of the so-called functional pre-requisites in all societies of
ensuring that individuals are allocated to suitable occupational roles. They will perform these roles
effectively which will contribute to the economic and social well-being of all members of society
whatever their positions within the system of social stratification and thereby contribute to the stability of
society as a whole.

https://www.dailymail.co.uk/news/article-10677879/The-signs-betray-true-class-DETLEV-PILTZ-explains-
sound-doorbell-reveals.html

There are secret signs that betray your true class. Pin-sharp book by DETLEV PILTZ. He fall in love with
England while staying with Theresa May's family. He explains what the sound of your doorbell, the colour
of your car and how you eat peas reveals about you. His first visit to England, in the summer of 1961, was
as a 16-year-old German schoolboy taken in as a paying guest by a vicar and his wife. Their daughter, then a
little girl of about five, was called Theresa and later became Prime Minister. Her father, the Reverend
Hubert Brasier, was the rector in an idyllic Cotswolds village and the four weeks | spent with them enriched
my life. Not only did | improve my English but the family also took me with them on shopping trips in their
plush Morris Minor, for picnics in the country, to the motor racing at Silverstone and to Oxford
University where the vicar explained about its colleges. On my last Sunday with the Brasiers, my host
parents gave me some lessons in good manners before the bishop came for tea. One was the two-cup rule of
tea-drinking: a single cup was deemed impolite as not enough; three cups were considered too many. When
the tea came, | found it very weak. | did not enjoy it at all and once their guest had left | asked about its
strange taste. 'It was China tea,’ Mrs Brasier explained, and we were drinking it 'because of the
bishop'. Clearly it was thought the Indian tea they normally drank was wrong for someone of the bishop's
social standing and so I gained my first insight into that most prominent feature of Englishness — the class
system. Those summer holidays were the beginning of a life-long fascination and affection for England that
has led to many visits and finally to owning my own place not far from the spot where my English ‘career'
began. Whenever | am here, | am vividly reminded that the class system still exists, as demonstrated by the
public reaction to the BBC's Great British Class Survey in 2013. If it was already remarkable that more than
161,000 people took the trouble to spend 20 minutes of their time answering questions about their economic
situation, cultural tastes and leisure interests, the biggest surprise was yet to follow. Within a week of the
results being published, seven million people — roughly one in five of the British adult population —
clicked on the Class Calculator to find out where they stood socially. What's more, sales of theatre tickets in
London that week doubled, the reason apparently being that the Class Calculator had identified theatre-
going as an indicator of belonging to a higher class. As this suggests, there's far more to class than such
'hard' markers as occupation and money. However impoverished, the child of an earl with all the class
markers of their elevated station is upper class and not working class. And the National Lottery winner who
buys himself a country house in Buckinghamshire, a flat in London's Eaton Square and a Rolls-Royce in no
way qualifies as upper class. What matters just as much are the 'soft' markers. Having hair does not reveal
which class you belong to, but how you wear it most definitely does. Being a dog-owner does not indicate
your class, but the breed you choose speaks volumes. Owning a car is not a class statement, but how often
you wash it is. Going on holiday has nothing to do with class, but what you do when you get there certainly
does. Naturally, no Englishman would admit to this kind of snobbery and there is an unspoken ban on all
overt differentiation on class grounds. The infamous remark about Michael Heseltine attributed to Alan
Clark in the House of Commons as the kind of person who ‘had to buy his own furniture' would today be
regarded as old-fashioned and morally repugnant. In interviews conducted for the Great British Class
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Survey, people tended to preface their remarks with disclaimers such as, 'l don't mean this in a snobby way,
but..." or, 'l know this might sound snobby, but..." Such statements, however, are usually followed by exactly
the kind of snobbery that the speaker claims to eschew, such as: 'Given her background, it's hard for her to
really get pleasure from opera.' Usefully, in much the same way as modern cars have a Global Positioning
System that tells them their location on the Earth at any time, the English have a Class Positioning System
that helps them identify their place. Research suggests that around 70 per cent count themselves as middle-
class and around 30 per cent as working-class, while next to no one identifies as the upper-class 'U'
described by Nancy Mitford in her classic book Noblesse Oblige, first published in 1956. Yet the English
still fully relate to the dichotomy between 'upper' and 'lower'. Crucially, what really matters is usually left
unsaid. It comes across in small signs, a gesture, tiny give-aways, the odd phrase. When you join a group of
people or you meet an individual, you recognise the markers at once: the clothes, the style, the voice, the
mannerisms. Nobody who knows the code believes otherwise. Class rules, although hazy, most definitely
exist. Everyone is measured by them and either passes or fails. Except that they will never be told.

U AND NON-U

Some soft class markers have survived for decades. Much of the behaviour, language and pronunciation
Nancy Mitford categorised as 'U' and 'non-U' ('U' being upper class) back in 1956 had the same connotations
when anthropologist Kate Fox published her book Watching The English in 2014. Language markers
considered lower class include 'Pardon?' (instead of "What?' or 'Sorry?"), 'toilet' ('loo' or 'lavatory"), 'serviette'
(‘'napkin’) and ‘'lounge' ('sitting room' or ‘drawing room'): terms whose utterance Fox describes as 'deadly
sins' if you want to pass for upper class. As for pronunciation, the upper classes typically pronounce
unstressed vowels even less clearly than is otherwise the norm, and sometimes omit them entirely. During a
course in Oxford it took me several repetitions to realise phlosphy meant philosophy.

HOME SWEET HOME

Your address is a hard class marker par excellence and certain counties are classier than others, in particular
Gloucestershire, Wiltshire, Oxfordshire, Buckinghamshire, Norfolk, Berkshire, Dorset, Herefordshire, East
Sussex and Northumberland. The most exclusive addresses in England are the shortest: no need for house
number, street name, town or county. The house name is sufficient, Buckingham Palace being a prime
example. In rural England, the country house holds sway. While 1,100 such dwellings disappeared between
1875 and 1975, having been demolished, fallen into ruin or burnt down, these monuments to a bygone era
still abound. Being the owner of a country house remains an unambiguous sign of being upper class —
buying a stately pile is a priority for those aspiring to join the smart set. The loss of such a house, for
whatever reason, deals the owners a heavy blow, as described by one now impoverished former resident of a
stately pile: "The decline of our family began the first time we moved into a house with a number.'
CLOTHING/APPEARANCE

One delight of the English class system is the fascination with the colour of men's shoes. A 2016 study by
the Social Mobility Commission found 'some investment bank managers still judge candidates on whether
they wear brown shoes with a suit rather than on their skills and potential’. Brown shoes are acceptable only
in the country, best kept for tramping the hills and fields or for gardening, fishing and shooting.

THE NAME GAME

Across all classes, calling someone by their first name is more frequent than it used to be. This is not to
everyone's liking. When Princess Anne addressed the former Prime Minister Tony Blair's wife as Mrs Blair,
the response was, 'Oh, please call me Cherie.' The princess replied: 'I'd rather not. It's not the way I've been
brought up.' The first names of the lower classes tend to follow fashion much more than those favoured by
the upper. In the same way the rings on a tree indicate when it was planted, some names can reveal the exact
year in which someone was born. A stand-out example is Kayleigh and its many iterations that emerged in
the years from 2010 onwards, including Demi-Leigh, Chelsea-Leigh, Tia-Leigh, Honey-Leigh, Kaydie-
Leigh, Everleigh and Lilleigh: there are no fewer than 128 in total. The philosophy of names is not just
imagined. In 2005 it was reported children with middle-class names were eight times more likely to pass
their GCSEs than those with names like Wayne and Dwayne. According to Acorn, the data company that
segments the UK population into 62 different types of consumer, being named Crispian, Greville, Lysbeth
or Penelope means you are about 200 times more likely to be in the ‘wealthy executive' top class than in the
‘inner-city adversity' bottom one. Seaneen, Terriann, Sammy-Jo, Jamielee, Kayleigh and Codie are the six
names most disproportionately skewed towards the 'struggling families' category. When it comes to
nicknames, just about anything goes, including among the highest social orders. For example, the Duke of
Edinburgh’s pet name for the Queen was said to be ‘Cabbage".

THE 'M&S TEST"



If you want to know an Englishwoman's class, don't enquire about her background, income or education;
instead, ask her what she buys at M&S. Kate Fox, anthropologist and author of the book Watching The
English, calls it the 'M&S test'. The upper-middles purchase things that are not instantly identifiable as from
M&S: underwear, towels, bed linen and food. They do not buy sofas, curtains or cushions, party dresses or
shoes or anything bearing a trademark M&S pattern. The middle-middles buy M&S food (but get their
cornflakes and loo paper at Sainsbury's or Tesco), as well as sofas, cushions and certain 'unseen' garments.
Lower-middle and upper-working-class customers like M&S clothes, feeling they represent value for
money, but not food, cushions, duvets and towels, because of the price.

http://webkonspect.com/?room=profile&id=16030&labelid=273161

There’s always a bunch of stereotypes about every single country and its residents. Some of these
stereotypes are very much true. Others less so! We decided to ask the resident Brits about some of the
most popular stereotypes about British people, and separate the fact from the fiction! 1. BRITAIN IS A
CAST SOCIETY — FACT. People in modern Britain are very conscious of class differences. They
regard it as difficult to become friends with somebody from a different class. The clearest indication of a
person’s class is often his/her accent. Different classes talk about different topics using different styles
and accents of English, they enjoy different pastimes and sports, they have different values about what
things in life are most important, and different ideas of the correct way to behave. Traditionally there is a
stereotyped view of the upper, middle and working classes. 2. THE POSH BRITISH LIFE — FICTION
When many foreigners picture a British person, they see posh accents, large manor homes, top hats and
tails, nanny for children. “Why golly gosh, this is absolute utter incongruous pish posh my dear boy!”
That’s only for the very wealthy aristocrats who live in West London and were raised by nannies.

3. BRITS ARE DRUNCARDS — FACT The drinking culture in the U.K is huge and most social
occasions are centered around alcoholic beverages. Working class Britons have a popular pastime in the
pubs. The English don’t drink warm beer. It is not perfectly clear where this stereotype originated from,
but even if it once held true, it is very far from the truth nowadays. If you walk into a pub today and order
a beer specifically instructing the waiter to bring you a cold one, you would receive the same
uncomprehending look that you would get anywhere else in the world! 4. BRITS LOVE TALKING
ABOUT THE WEATHER — FACT. Brits love small talk and their favorite topic has to be the weather
outside. Weather is possibly the most spoken of topic in the country. If you ever find yourself in an
awkward situation or have absolutely nothing to say, fear no more as you can get at least 10 minutes
worth of quality conversation out of the current weather patterns. 5. BRITS HAVE SARCASTIC
HUMOR — FACT. Irony and heavy sarcasm are the bedrock of British humour. Being able to tell when
your British friends are being sarcastic from when they’re trying to have a serious conversation takes
some serious skill and even after years of living in the UK, it’s likely that you’ll still often get it wrong.
At least there are a lot of hilarious and sometimes awkward conversations to be had in the meantime
though...6. BRITISH TRADITIONS — FICTION In their private life, the British as individuals are less
inclined to follow tradition. There are very few ancient customs that are followed by the majority of
families on special occasions. 7. CONSERVATISM — FACT The example is the system of measurement.
The British government has been trying for years to promote the metric system and to get the British
people use it. But it’s had a limited success. 8. BRITISH FOOD IS TERRIBLE — FICTION. Different
classes have different food. Fish and chips are the English food for the working class. Seafood in the
restaurant is a traditional upper class food. The traditional upper class breakfast is a “fry-up” (several
items fried together, the most common of which are eggs, bacon, sausage, tomatoes, mushrooms and even
bread), preceded by cereal with milk and followed by toasts, butter and marmalade all washed down with
lots of tea. When the “fry-up” is omitted the breakfast is called “continental” (it is usually for working
class people). 9. BRITS DRINK TEA - FICTION. “Ooooh, put the kettle on, will you»? Surprising as it
may be, however, in 2017, England was only third in the world in its tea consumption, following Turkey
and India, and mostly likely China as well. According to statistics, the English drink just as much coffee
as they drink tea, so it would be hard to claim tea time as a national trait. Upper class drinks coffee and
Italian vine. Working class Britons love a pint in the pub on Thursdays and Fridays. Although they do
love tea with milk and drink quite a lot of it during the day. Tea is definitely a key part of British culture.
Making tea for other people is the ultimate form of British hospitality. People from abroad tend to think
Britons only drink the finest tea leaves from teapots, served in a beautiful cup and saucer. In reality,
middle and working class Britons buy bog-standard tea-bags by the kilo and make constant mugs of it
throughout the day. It may not be posh, but it’s the quickest way to make a brew! Britons ALWAYS add
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a dash of milk to black tea (no lemon, are you mad??)” The image of the British as a nation of tea-
drinkers is a stereotype, which is somewhat out-of-date. It is true that it is still prepared in certain way
(strong and with milk), but more coffee than tea is now bought. 10. BRITS SPEAK ENGLISH —
FICTION The most prestigious upper class accent in Britain is known as “Received Pronunciation” or
“RP”. It’s a combination of standard English spoken with an RP accent that is usually meant when people
talk about “BBC English”, or “Oxford English”, or “Queen’s English”. You can usually tell a lot about a
person’s class (background) just by listening to his accent. The average London-born Brit either speaks
with a cockney accent or a normal London accent.

https://www.spotahome.com/blog/weird-italian-traditions/

If living in Italy has taught me anything, it’s that Italians have some awesome traditions. And
I’m here to share them with you! 1. La Befana. La Befana is held on the same day as the
"Parade of Three Kings" in Spain, on January 5. You know witches? The kind that fly on
broomsticks, wear pointy hats. Right, so, take that image, but smash it together with Christmas.
And that, my friends, is Italy’s beloved Befana. Yeah, I was just as baffled about this one as you
might be. Much like the Reyes Magos of Spain, and in a similar tradition to Santa Claus, La
Befana comes on the night of January 5th (Epiphany Eve) to bring all the good little girls and
good little boys of Italy candy or little presents. Kids put a sock or a shoe out for her to fill with
goodies, and they might even leave her some cookies. And, if you were a bad girl or boy
throughout the year, you can expect a nice lump of coal instead. Sound familiar? | have to admit,
I didn’t really get the whole “witch on Christmas™ deal at first. But, Italians reassure me that
she’s a kindly, good witch. And I’'m down with anyone who wants to give me extra presents or
candy on January 5th. We don’t celebrate that holiday in America, so I'll take it. Add that to the
list of reasons to never go back... 2. Ballo della pupa. If the Christmas Witch doesn’t seem
bizarre or fun enough for you, then you’ll love the Ballo della pupa. Typical of southern Italy, *il
Ballo della upa*, or the Dance of the Pupa, is a sight to behold. Participants make a mannequin
of a woman (which, I assume, is fire-resistant), which is open on the bottom for a dancer to wear.
The dancer gets in this mannequin-costume, and starts dancing. Then they light the whole thing
up with tons and tons of fireworks. And they keep dancing while the fireworks are exploding off
of the costume. That a person is inside of. I can’t exactly say that this is a completely normal
thing for one to do, but I can say definitively that it is veryyy bizarrely entertaining. Words can
hardly describe it, so I encourage you to see it for yourself. 3. Il volo dell’Angelo. Everybody
knows about Venice’s famed Carnevale. The masks. The costumes. The lavish parties. The
smiling woman jumping off the bell tower in Piazza San Marco with nothing between her and
the ground but a harness strapped onto her dress. Wait, what? A staple feature to the Carnevale
festivities each year is the iconic Volo dell’Angelo, and it is exactly that: a flying angel. Each
year, a different woman is selected to be the “angel”, who has the honor of dressing up in a
lavish, beautiful costume, being strapped onto a harness, and then flying down across the Piazza
San Marco over the heads of thousands of onlooking people. The event dates back to the 1500’s,
when acrobats used to perform the flight without, well, much protection. Unsurprisingly, this led
to tragedy in 1759, when an acrobat didn’t so much fly, but...well, Buzz Lightyeared. For a
while afterwards, il Volo dell’Angelo was prohibited during Carnevale. But, fortunately for us
lovers of the bizarre and fun, it came back in the form of its current incarnation. Ah, Carnevale.
Great fun. 4. Calcio Fiorentino. Are you a soccer fan? Football fanatic? And, do you love a good
hockey fight? Or don’t like football at all? Calcio Fiorentino is the bizarre but fun sport that you
never knew was missing from your life. Originating in Florence during the Renaissance, Calcio
Fiorentino is a 50-minute roller-coaster ride of emotions. The game, which some have referred to
as “barbaric” (though I’'m not making any judgements), is what you get if you take, like, soccer,
rugby, and hockey, mash them all together, and dress it up in Renaissance Fair costumes. Best
part? The game is like the Hunger Games of football. Fun times. All the more reason to move
Florence up high on your travel bucket list. 5. La coppa dell’amicizia. If pyrotechnics, flying
women, and borderline barbarism aren’t your thing (WHATEVER, you monster), you could
always settle down on a cold winter night with some good friends and drink from la coppa
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dell’amicizia, or the friendship cup. And every time you drink, you have to do a cheers to
something — doesn’t matter how random or vulgar it is. You gotta cheer! Originating from the
Valle d’Aosta region in northern Italy, this terracotta cup (of sorts), often called “la grolla”,
normally comes with 4 or more drinking spouts, one for each friend. Typically, different
mixtures of coffee and alcohol, or just alcohol, are pretty typical too. After a day out skiing in the
alps with friends, who wouldn’t like to come back home and get tipsy together? Just remember
which spout is yours! Just promise you won’t do the ballo della pupa after drinking from the
coppa dell’amicizia. And, on your next trip to Italy, be sure to catch at least one of these 5
strange but true Italian traditions!

https://www.dailymail.co.uk/news/article-2922491/UK-s-main-worries

In 2014, the UK was a nation of miseries. The study of 2,000 people, titled the 2015 UK Optimism
Audit, found that more than 40 per cent are unhappy with their lives. One in five felt there isn't a
future with their current partner. And work life brings little respite - nearly a quarter don't feel
they're going anywhere in their job. Just a quarter of people felt their career had gone to plan and
were actually able to do the job they originally hoped to do. Just seven per cent described
themselves as very happy with their image, while a confidence-lacking 40 per cent of people are
actively unhappy with the way they look, results showed. Just three in ten of us were happy with
our lives, a study has revealed. Job security, debt and body image are among top 20 worries. Most
believe making just one change would improve their happiness levels. Lifestyle niggles, worrying
about their image were reasons for feeling worried, with nearly three-quarters succumbing to the
winter blues. Top 20 worries for Brits: 1. Getting old in general. 2. Worried about my savings/
financial future. 3. Low energy levels. 4. My diet. 5. Financial/credit card debts. 6. Job security. 7.
Wrinkles or ageing appearance. 8. Worried about my physique. 9. Paying rent/mortgage. 10. |
seem to be generally unhappy. 11. | need to find a new job. 12. Whether or not | am attractive. 13.
Whether my partner still loves me. 14. Whether I'll find the right partner/ whether my current
partner is right. 15. A friend or family member I've fallen out with. 16. Whether I'm a good parent/
raising kids right. 17. Meeting work targets or goals. 18. If my dress sense is good. 19. Pet's health.
20. Worried about the area | live in/ crime levels

https://www.theguardian.com/lifeandstyle/2020/feb/16/not-so-fresh-why-jamie-oliver-
restaurants-lost-their-bite

The stereotype is that British only drink tea. Although they do love tea with milk and drink quite
a lot of it during the day. In 2019, Britain was not in the list of the world's top 25 coffee
consumers per capita, and every Brit daily drink 1.4 cups of coffee. The research, conducted by
the Centre for Economics and Business Research (CEBR), found the UK’s coffee consumption
has soared to 95 million cups a day in 2018, up from 70 million in 2008, suggesting an increase
of 25 million over the last 10 years. Part of the research included a survey of 2,000 adults in the
UK. Nearly a third of people surveyed indicated they don’t drink coffee at all, but at the other
end of the scale, 6 per cent said they drank six or more cups a day, with the average person
consuming around two cups a day. In 2019, a majority of 76 percent of respondents drank coffee
at home, followed by about 25 percent who usually drink drip coffee in a café. Brits also love a
pint in the pub on Thursdays and Fridays. Fish and chips is not the only food British people eat.
British people have a lot of nice food which is quite simple to make. They’ve also embraced
Italian, French and Greek cuisine. Some of the most famous British foods include Sunday Roast,
Beef Stew, Cornish Pasty, Shepherd’s pie and Cottage pie, Mince pies and many more. | think
there is more than a hint of anti-British sentiment in the stereotype that British food is bad. Yet
it's British food that gets by far the most criticism of any national cuisine, British food seems to
be basically a byword for bad food. Interestingly | have noticed in the US that if a restaurant
labels traditional British food, such as Shepherds Pie as "Irish", then it suddenly becomes
acceptable to serve it. So why did British food in particular get a bad reputation internationally? |
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think it’s probably from the Second World War. All the American Gls were posted to Britain, at
a time when rationing was in place, and were being fed shit like boiled corned beef and cabbage
all the time. It was their first time in a new country, and the food sucked. So when they all went
home, they took with them the idea that “British food is terrible and bland”. American culture
then propagates across the world, and the idea sticks. If the soldiers had been based in Sweden or
something, then we might hear a lot more about Swedish food. It depends who you want to
compare to. If you compare to other windy Northern coastal nations (Iceland, Canada, Latvia
etc), British food isn't bad at all. If you compare to countries we frequently trade with and
consider peers (France, Spain, China, America), British food is pretty bland. | would say that
traditional British food is fairly typical for a country of its latitude, and in many ways | would
argue it is more varied and innovative than many similarly Northern countries. The idea that say
Dutch food or Eastern European food is any better than traditional British food seems laughable
to me. A lot of Eastern European food seems to mass produced, processed meats and a lot of
tinned and jared preserved stuff, hardly what I'd call high quality. Mostly due to the outdated
view of Americans who ate post-war hotel and restaurant food as tourists | think which led to
ridiculous claims such as that by Krugman that "your typical Englishman, circa, say, 1975, had
never had a really good meal". The New York Times has always pushed this outdated cliche
with a recent article bizarrely claiming Londoners used to eat "porridge and boiled mutton".
Boiled mutton. Nobody ever ate this ever. In the 70s it was Findus Crispy pancakes and Berni
inn onion rings. He seemed to confuse the 1970s with the 1850s. | am surprised he didn't
mention Jack the Ripper. His source? Charles Dickens. My grandparents ate well at home. Their
bread was freshly baked, proper loaves from a baker (no Mothers Prime!). Vegetables often
home grown with meat from a butcher and home baked fruit tarts. They rarely if ever ate out as
an American tourist would have. Tourists, Americans in particular, seem to have a bizarre talent
for finding the shittiest restaurants that nobody in their right mind would go to, then ordering
something that would be terrible even if it was cooked well. Why not ask someone for advice!? |
could point you to half a dozen brilliant places ten minutes walk away, and I don’t even live in a
big town. Instead you’ve gone to a ‘steaks and milkshakes’ place I never heard of, or you’ve
gone to KFC and complained that the food is no different to what you could get at home.
Gaah! | think there's been a pretty major shift in the way British view home cooking over the
past 20-30 years, particularly among the Middle classes. | suspect it has a lot to do with the rise
of French/lItalian trained British chefs in the 90s/early 00s - Marco Pierre White, Gordon
Ramsay, Jamie Oliver etc - ordinary lads that grew up on the same food as everyone else, but
wound up cooking European haute-cuisine. | think that did an awful lot to 'de-snootify' the
concept of fine dining, such that you had middle-class families cooking beef bourguignon as
often as they had roast beef.

https://www.theguardian.com/commentisfree/2012/oct/24/how-snobbish-british

In your experience, how widespread is snobbery of this kind in Britain these days? Are people less likely
to judge people on the basis of their appearance, accents or diction than previous generations? Or has
little changed? If you don't live in Britain or have travelled widely, do you think of it as a particularly
British phenomenon? Snob means “lowly person” or “lowly person imitating a social superior” and
finally - “person who despises those considered inferior.” Definitions of snobby. Is snob an
insult? Snob is a pejorative term for a person who believes there is a correlation between social
status (including physical appearance) and human worth. Snob also refers to a person who feels
superiority over those from lower social classes, education levels, or other social areas. Is snob a
slang word? It used be slang for “shoemaker,” then “common person,” and then came to mean
“someone who doesn’t have a degree from a fancy university,” and then it started to mean “people
who liked to pretend they have degrees and are generally fancy and look down on common people
like shoemakers.” How snobbish are the British? A couple who were hoping to hold their wedding at
Stoke Park in Buckinghamshire was accidentally sent an email telling them that they were not the "type
of people that we would want". Pauline Bailey, a drug and alcohol counsellor, has speculated that the staff
were put off by her future husband's eyebrow piercing and earrings. Why is English considered snobbish



or aristocratic? Is it due to the Britain snobbism? The Queen and her son Charles? Or the nob and toff
Tony Blair? If you're talking about Received Pronunciation in particular? I'm not sure why it's perceived
as snobbish, except that that's what the Royals and the Upper Class speak. Some British accents,
particularly but not limited to "posh™ ones, do sound snobbish to me, mostly due to U.S. stereotypes. |
mean, the worst they got in England is,_y'know. An example of snobbish is Good Hotel Guide (2002).
What about England's second city, Birmingham - how many properties there get the nod from The Good
Hotel Guide? Just the one there: the Hotel du Vin & Bistro. I've heard of this one. England's third largest
city, Liverpool, doesn't manage to get a main listing for a hotel. So in terms of good hotels, Liverpool
apparently rates below the likes of Great Snoring in Norfolk or Doddiscombsleigh in Devon, which manage
to rack up an entry apiece. And in a guide of some 580 pages, just 19 are devoted to London hotels. | don't
think I'm being unreasonable to suppose that if you produce a book which is called The Good Hotel Guide,
you might trouble to suggest some places to stay in the country's major cities. There's altogether far too
much snobbishness attached to hotels and, by association, hotel guides. In the United States, for example,
very grand hotels often have their own in-house delis where you can get a takeaway sandwich and a cup of
coffee. Many are happy to list the number of the local Pizza Hut, so that you can order in a pizza. Imagine
The Good Hotel Guide warming to a charming B&B in Little Dithering that is happy to direct you to the
nearby Happy Fryer fish and chip bar for your evening meal. But why not? Charming, family-run hotels are
nice to stay in for a weekend in the country, but this isn't all we want to do. It's time The Good Hotel Guide -
and the other hotel guides - took the trouble to reflect this.

https://www.nationalstereotype.com/english-stereotypes/
http://www.russianwomanjournal.com/English/pages/discussion4.htm

The most common picture depicting a typical Englishman is a man wearing a bowler hat and reading the
Times newspaper. But being honest, when | think of the Englishman Stereotypes (Not British), | think of
Beer, Bull dog, Cricket, Tea, Big Ben, Shakespeare, pubs, Mr. Bean, Double Decker bus, Queen, Morris
Dancing, Royal family, Union Jack, God Save the Queen, Battle of Britain, Trooping the Colour’, Rain. |
proceed with the English Stereotype. England is a land of beer, football and bad weather. Englishmen
have the perpetual ability to combine a stiff upper lip. Stereotypes about Britain are simply not true, but
some stereotypes have grounds in them. 1) English people drink tea all day. The current population of the
United Kingdom is estimated at over 67.1 million, as of 2021. In July 2020, it was 67,886,011. The
foreign-born population in the UK increased from about 5.3 million in 2004 to nearly 9.3 million in 2018
or 14% of the total population. One in every six Britons is not an Englishman. One in every two
Londoners is not an Englishman. Nobody knows what foreign born people drink in Britain. So the
stereotype that each Brit consumes 1.89 KG of tea per year, according to 2009 figures, is completely
false. Of course, tea is the 2nd most popular drink in the world next to water, so the population of Britain
is not alone in love for a cuppal! There are three nations in Britain which are around one million: Indians,
Poles, Pakistani. The number of 61 nations in Britain is more than 25.000 people. Although traditional
class boundaries have become more blurred in 2020, most Britons do tend to identify with one of the 3
main classes for better or for worse. Some claim that social mobility is greater now than it was for
previous generations. Evidence suggests that Britain unfortunately remains divided along class lines. A
large number of political commentators insist that the Establishment (the monarchy, Church of England,
Oxbridge and the BBC) does not have any say in modern society. This is not true. According to a 2011
poll of 161.000 Britons which was published April 2, 2013, 90 per cent of Britons identify themselves
with a particular class, and 53 per cent think that there still exists clear-cut social stratification in the
country. The BBC teamed up with sociologists from leading universities analyzed the modern British
class system. They surveyed more than 161,000 people and came up with a model made up of seven
groups. The first definition is a man’s race. The second definition is a man’s accent, which shows his
social status. The third definition is a man’s lifestyle. Englishmen invented racism, apartheid, the planet
population division it «Three Worlds», the false Human Development Index. Britons considered
themselves belonging to the First World - the elite population on the planet Earth. The British consider
themselves to have 0.922 Human Development Index, and consider Russia to be a Third World country
with the Human Development Index 0.816 (the average is 0.7). Adding insult to inaccuracy, when used in
its modern context, Third World is considered to be a term that degrades countries which are developing
and poor. The invention of pseudoscientific Human Development Index classification shows snobbery.
Britons believe in the importance of social position and establishing a person’s class. Here is the
explanation of snobbery, which was written by R. Doug in 2008. «Snobbery can be either financial or


https://www.nationalstereotype.com/english-stereotypes/

intellectual. An intellectual snob has nothing to be snobbish about. Financial snobbery seems more
important for those who have become rich as opposed to those born rich. Some are particularly sensitive
about their origins and overcompensate with anxiety to impress. The ‘self-made’ rich may have started
from nothing or poverty. They are proud of their achievement which they demonstrate by ostentatious
displays of wealth. Why not?‘If you got it, flaunt it.” These efforts to impress are understandable and
natural. Britain is one of the few countries where such achievements are possible and encouraged. But
there is more to class than being rich. On its own, money does not guarantee social standing. Here are
two extreme examples. A wealthy man’s ancestor had been knighted. This gave the family a title and
made this man a Lord by inherence. I overheard him described as ‘only a grocer.” Since the family
fortune was built on 100 years of successful trading in groceries this remark was accurate. Although
accurate it was also cruel, intended as a ‘put down.” It might be thought to reflect badly on the speaker.
From time to time, politicians of the day make such appointments to our House of Lords as a reward for
their personal lifetime achievements. Some are virtually a personal reward by the prime minister and are
for lifetime only. These are not inherited. This family was not such an example. Theirs was made on the
strength of having developed a substantial food distribution company, employing thousands of people, to
the benefit of our society. The quoted ‘put down’ remark may have intended to imply that this was a
purchased title. It was wrong. It shows how subtle such matters are. Another example was the attitude of
Princess Diana’s family towards the Royal family. Diana’s ancestors were one of the ruling families
instrumental in appointing a Hanoverian German as our King George 1st in 1714. They regard
themselves somewhat above the ‘newly arrived’ Royals. Social position is not only a matter of money.
You cannot rise by having money or wealth. Other qualities are required. By comparison American
society venerates wealth above all. Most personal and behaviour faults will be ignored if you are rich
enough. A strength of British society has always been to permit newcomers to ‘rise from the ranks.” It is
almost a joke how rich young foreign men and/or their daughters are sought after by children of old
British families. This provides funds from the New World to finance the old. Pragmatic is one
description. Survival is another. So what are these layers of society? How are they defined? How can
someone know which layer a particular person belongs to? How can you tell which class a particular
person belongs to? Our basics are the same as everywhere else. How they are paid is an important
clue. At the bottom of any pile is the unskilled. This usually means a labourer or someone doing other
menial work. Such is the universal ‘lower working class.” These are normally paid weekly or by the
hour. Next up the scale is a skilled tradesman. A plumber or bricklayer, or any work that uses acquired
skill and knowledge but requires manual input, is regarded here as a ‘upper working class’ drifting into
‘lower middle class.” This would include someone who controls a group of such people, such as foreman.
These people are normally paid monthly. Lower middle class is the next step up. Factory manager,
shopkeeper, salesman, or others who do not do manual work themselves but are ‘line management® and
closely involved with those who do. These are paid monthly and often enjoy some sort of profit share or
bonus, based on their department’s performance. Middle class includes architects, accountants, medical
doctors and dentists, teachers, university professors, military officers, solicitors and some levels of
lawyers. Such people will have undergone higher education combined with some years of practical
experience in their chosen profession. Payment will be on a regular basis but without a bonus benefit.
Often these professionals are self employed. They may be appointed for one specific purpose relating to
their qualification. Payment by a fee follows satisfactory completion of their work. Some are not allowed
by their profession to deal directly with customers but must transact via a third party, outside person or
organization. For example, lawyers are appointed by a solicitor. They are not financially involved directly
with the paying customer. The solicitor is responsible to the lawyer for payment if the customer
defaults. The next layer is ‘upper middle class.” This covers successful members of the middle class who
have attained promotion and recognition of their progress by their peers- contemporaries in their
profession or organization. The layer above everyone is our ‘upper class.” Most modern family origins
seem to be based on the Norman invasion of 1066. The entire land was conquered and ruled by the
original supporters of the invading Normans. Many of these families still own that land and still exert
influence where it matters. Differences from the new middle classes is where the difficulties of
discerning ‘who is what ‘becomes a serious matter, for those who care. These have evolved over
hundreds of years and reflect gradual changes in our society. Nothing is written down. We do not have a
written constitution for very good reasons. Actual wealth is not a reliable guide. There are many poor
members of the British upper class. Displays of wealth are very suspect, as explained above. So how are
these differences recognized? There is no one reliable indication. If it was easy everyone could do it and
probably try to copy it. A subtle combination of speech, general behaviour, and attitude towards others is



involved. How do they treat people such as waiters or chauffeurs or someone performing a service for
them? Is it with respect or intimidating dominance? Members of this class do not need to impress. They
don’t try. They tend not to shout whatever the provocation. Personal restraint is important. They have
been conditioned by schooling which encourages self control. They are educated to be the future rulers. If
you can’t control yourself why should you expect to control others? Other outwards signs include
speech. This is not about correct grammar or construction but the choice of words. Classic indicators
are what? or pardon? Either is technically correct and means the same thing. Which one you use
establishes your class. A piece of furniture may be called ‘settee’ or ‘sofa’. They both mean something to
sit on -ie a seat. But which one is used by which class? Other wordtraps include ‘lounge’ or ‘drawing
room’, ‘napkin’ or ‘serviette’. As a guide, a word with French origins is usually the wrong
one. Sentence construction is another indicator. Absolute precision is often an indicator of a foreign
origin or education. Some slang is abhorred by the educated. Some expressions are technically incorrect
but useful indicators. For example it aint’ is a shortened version of ‘it isnt’. ‘Aint’ is incorrect. It may
even be disparaged. Those doing so betray themselves. This is called an ‘own goal’ and is received with
glee, by those who care. The English have always got on well with Chinese. They share many attitudes.
Both understand the importance of trade and profit. Both share and appreciate oblique speech. An
Englishman will look at your garden and comment ‘your lawn is growing well or looks healthy’ or some
such compliment. What he means is ‘the grass is too long and needs mowing.” Like the Chinese we don’t
say what we mean. You need to look behind the words. Someone trying to establish your social position
may ask ‘Where are you going this weekend? What they are trying to establish is ‘do you have a second
home in the country?’ meaning are you rich enough to have one? Another important marker is our
schooling system. We have two completely separate streams; private or public also called ‘State.” As if to
confuse foreigners we call our private education schools ‘public schools.” State education is free, private
is very expensive. In private education children stay at the school overnight and therefore away from
parental influence. Some boarding schools offer day attendance education, which reduces costs for
parents. Which is better is a matter of debate and opinion. The education is the same but subtle
differences of behaviour in a boarder which the day pupil does not absorb or even notice. There are
subtle methods of establishing someone’s religion. The Scottish city of Glasgow has two soccer teams.
Glasgow also has two important religious groupings; Catholic and Protestant, fiercely antagonistic
towards each other. If you care about religion you don’t ask which one your correspondent follows, you
ask which football team they support. So how does this apply to someone contemplating a move from
east to west?»
https://mww.dailymail.co.uk/news/article-2785900/Posh-charming-Queen-s-English-favourite-accent-
Received-pronunciation-comes-nine-ten-traits-looking-humour-try-Geordie.html

BRITAIN'S FAVOURITE ACCENTS. 1. Received pronunciation (RP) 2. Edinburgh 3. Australian
4. Irish 5. Yorkshire 6. American 7. Geordie 8. Mancunian 9. Glaswegian 10. Welsh. The
eHarmony.co.uk experiment involved 750 participants. They listened to sound clips of men and
women with 19 different international and regional accents and scored what they believed of the
person based on 10 character traits. The poll also identified a phenomenon dubbed the ‘Cheryl Cole
factor' where celebrities shape our preconceptions about accents. Despite the reputation of French
and Italian men, RP is the real language of love - as well as many other things. Edinburgh came
second overall ahead of Australian, southern Irish, Yorkshire and American. They were followed
by Geordie, Mancunian, Glaswegian and Welsh. French was ranked only 16th for attractiveness
and Italian came in only slightly higher at 13th. French performed better in the 'romantic' category
but was still only placed third behind RP and Edinburgh. More than one-in-five (22 per cent)
admitted the allure of some accents is so strong they have actually gone on a date because of it.
Seven percent have 'played up' how they speak because they believed it sounded attractive.
Professor Jane Setter, a phoneticist at Reading University, said: 'RP speakers have been rated
highly in terms of intelligence - and the accent itself as attractive - since studies like this began.’
Actors with this accent - like Patrick Stewart (Star Trek: The Next Generation), Michelle Dockery
(Downton Abbey) and Richard E. Grant (Withnail and 1) - come over as urbane, charming, witty
and educated and - well - wouldn't everyone want that from a prospective romantic partner? The
Edinburgh accent is also associated with culture and intelligence - think Sean Connery or David
Tennant and you're already swept off your feet. 'However, comedians are rarely RP speakers and



so it is no surprise to see it rated less highly in that respect; Sarah Millican (Geordie) and John
Bishop (Liverpool) spring to mind as wonderfully funny, articulate people. '‘Our preconceptions
and love of certain lilts, drawls and tones when it comes to accents is mostly down to experience
and stereotyping. ‘This helps to explain why RP scores so highly across all categories - it's the
accent we associate with trusted newsreaders plus it continues to be used as the model for teaching
English as a foreign language. 'In terms of other accents which were rated highly for attractiveness
- again stereotyping is at play. Across the pond we see Americans as colourful and international so
they're "interesting’, Yorkshire folk are seen as down to earth and honest and the Irish have 'kissed
the Blarney stone' and are celebrated as charming and quick witted. 'In terms of French and Italian
not faring so well this could simply be down to a lack of familiarity with their unique inflections.'
Jemima Wade, spokesperson for eHarmony.co.uk, said: 'After spending time getting to know each
other online the first time you meet and say 'hello’ on a date is a special, exciting moment. "Yet
while accents may be appealing at first - sparking initial interest and attraction - happy long-term
relationships are about far more than that." Received pronunciation is the unmistakable sound of the
Queen and old BBC newsreels. And despite being perceived as a little posh, received
pronunciation (RP) is still our favourite accent. A survey has found that the Queen's English is
most associated with nine out of ten positive character traits, including attractiveness, intelligence,
honesty, charm, sophistication and reliability. The only category where it falls short is in humour
where it came only eleventh with the Geordie lilt sounding most fun ahead of Liverpudlian, Irish,
Cornish and Essex.

https://blog.lingoda.com/en/british-accents-posh-not-posh/

It is very true that Britain is divided by class, by who has money and who doesn’t. People can make
judgments as soon as a person opens their mouth. An accent gives away where a person is from. The UK
has many accents, from northern to southern and everything else in-between. Erin goes through her
experience of understanding, as a Canadian, British accents and explains to you what a real posh British
accent is. Posh Birtish accents. One of my jobs when | worked in London, involved sitting in an open-
plan office between a man from Yorkshire and a woman from Cambridgeshire. They were dating. In true
British fashion, this meant they teased each other relentlessly during the work day. One of the subjects of
their silliness was making fun of each other’s accents. While | would have said they were of equal
poshness, he was from the north of England, traditionally an accent associated with the lower classes, and
she was from the south. We worked at an arts centre, so we all said the word ‘dance’ quite a bit. When
she said it, it came out ‘dAAHnce’, but when her boyfriend said it, it came out ‘daance’, closer to the ‘a’
sound in the word ‘trap’. This is a bit of a giveaway as to whether someone has grown up with a fair bit of
money, but it can also just mean they are from the south of England. Dropping *T’s in the middle of
words is another flag — saying ‘wah-er’ with an almost glottal stop in the middle, instead of ‘water’, for
instance. Not so posh Birtish accents. As | mentioned, the northern accents can be associated with lower
social classes, without having any relation to a person’s actual background. It can be a problem when
you’re looking for work, to the extent that lots of people I knew from the north would ‘smooth out’ their
accents when interviewing for a job. But littering your speech with slang words like ending sentences
with ‘innit?’ and calling people ‘luv’ is definitely a lower-class accent flag. Dropping the ‘H’ at the
beginning of words is a classic, if you’ve ever watched My Fair Lady you know what I’m talking about.
This particular habit of H-dropping is still considering very lower-class and stigmatised accordingly. The
Queen’s English. Received Pronunciation, or RP for short, is also sometimes called the Queen’s English
or BBC English. This is the clean, clipped version of the southern English accent heard on the BBC
News, and many costume dramas (the fancy costumed characters at least, if it’s accurate) The servants
wouldn’t talk like this. You’re likely to hear that long ‘dAAHnce’ of my Cambridgeshire colleague from
someone speaking RP. If you’re thinking that to consider one region’s accent as ‘correct’ and everyone
else’s a bit lacking, you’re right. It’s definitely a point of controversy in the United Kingdom, for sure.
This was one of the reasons Coronation Street was such a huge thing when it was first broadcast in 1960 —
audiences hadn’t heard people with northern accents on TV before! It’s also been a complaint about the
show ever since, actors with questionable northern accents are made fun of relentlessly. Of course, in
Downton Abbey, the period drama, we get a cross-section of accents from the very poshest of the
aristocratic Crawley family down to the very thick accents of Daisy the scullery maid. The Crawley
family house is set in Yorkshire, in the north of England. So while the upper class family members have a
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southern-sounding posh English accent, the servants are more clearly northern. And what happened to my
southern and northern colleagues? Oh, they got married and lived happily ever after. In the north.

https://www.antimoon.com/forum/t12112.htm

What exactly is a "Posh Accent"? | wasn't able to look it up on wikipedia. "Posh™ is a Britishism for
upper-class. A posh accent would be someone who talks like the public school products who live/frequent
Sloan Square in London and use expressions like N-Double-O-C (not of our class). Also, they say:
NOCD (Not our class darling). Actually it's Sloane Square.....with an "e".....as soon as you emerge from
the bowels of the earth at Sloane Square tube station, on the District and Circle Lines, then you will see
Sloane Square itself immediately in front of you in all its arborial grandeur, with the famous King's Road
leading out from it on the opposite side of the square and taking you down into Chelsea proper, the true
stomping ground of all the "yah" "yah" Sloanes. Beware of hordes of people milling about around you all
saying "yah" instead of "yes" and looking like they can hardly wait for their next Pimms. These are
known as Sloane Rangers....the late Diana, Princess of Wales, was a Sloane Ranger, and she used to say
"yah". This is proper "posh" speak. Camilla, Duchess of Cornwall, missus of the Prince of Wales, speaks
"posh", as does her old man, Charles. The Queen speaks "posh”, and so did her old man, grumpy Pip. Her
Ladies in Waiting speak "posh". Her Private Secretaries all speak "posh™. In fact the whole Establishment
all go around speaking "posh". Her chambermaids and footmen and butlers and chefs and under
parlourmaids et al are not likely to speak "posh™ though.....they no doubt come from all over the UK, and
perhaps from further afield now, who knows, in which case they neither speak "posh™ nor "regional™ - just
"foreign". The Commanding Officer in charge of the Troop of Guards and Household Cavalry outside the
Queen's windows at Buckingham Palace, down in the courtyard and forecourt, speaks "posh", but not
many of the footsoldiers of the Brigade of Guards or Household Cavalry, all resplendent in their colourful
uniforms, speak "posh" - in fact, none at all | would say. They too come from all over the UK. Certain
sectors of the English populace are very good at "posh" - they perfected it down to a tee, a phenomenon
of England....some people think that the word "posh™ - meaning smart, refined and elegant - originated
from the dandies of former times. A "posh” in Regency times in England (17th/18th centuries) was a
stylish, highly affected fop of a man, elegant in dress and manner, and speaking accordingly to suit his
bearing. Others say that "posh" is an acronym for Port Out, Starboard Home - meaning those cabins on
board ships of the British fleet in the most desirable locations on the vessels, affording the most
comfortable facilities for the more affluent and influential people, and port/starboard according to the
position of the sun and thus allowing for shade for the privileged elite. The Queen still sounds pretty
typical (for the UK, not in the US) to me, and pretty understandable for someone from the UK. Maybe I'm
not all that good at distinguishing UK accents, because they're all so vastly different from mine. | seem to
recall that Damian had problems distinguishing most US accents, except the very extreme ones (deep
south, eastern New England, traditional Brooklynese, etc.) A posh accent good example would be Jacob
Rees-Mogg, a he Conservative candidate for the North East Somerset Parliamentary Constituency. He is
the son of William Rees-Mogg, the former editor of the Times (1967-1981). His father was High Sheriff
of Somerset from 1978 to 1979, and was appointed a Knight Bachelor in the 1981 Birthday Honours and
knighted by Elizabeth Il in an investiture ceremony at Buckingham Palace on 3 November 1981. In the
1988 Birthday Honours, Rees-Mogg was made a life peer on 8 August that year as Baron Rees-Mogg, of
Hinton Blewett in the County of Avon. He sat in the House of Lords as a cross-bencher. The University
of Bath awarded him an Honorary Degree (Doctor of Laws) in 1977. His son Jacob Rees-Mogg was often
mentioned that his extremely posh accent (which is too posh for his age - he was only 39) might be a
disadvantage in establishing a successful political career. Probably it's not just the accent but the attitude
as well... referring to non-public / private school-educated people as "potted plants” is far from being a
gesture that guarantees widespread popularity... William Rees-Mogg was born in Liverpool and was
raised in a middle class family. So his posh accent was a received pronunciation from Oxford university.

Paznexn 2. Initial contacts across cultures. Getting connected. Dress for success

https://www.chineseclass101.com/blog/2019/08/16/chinese-body-gestures/

When you’re engaged in a conversation, body gestures play a great role in conveying your
message. A lot can be integrated into your body language. With well-performed body gestures
along with verbal language, individuals’ communication can be way more efficient and
delightful. Due to the differences between cultures, the rules for body gestures can vary. China,
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with a rich and strong history, refers to this as L2 #f (Ii yi zhi bang), meaning a state of
ceremonies. As the very crutch of Chinese language, Chinese gestures and body language in
Chinese culture hold much importance. If you want to communicate and express yourself more
vividly and properly, here’s a guide to open your eyes to Chinese culture and its body gestures!
Start with a bonus, and download your FREE cheat sheet — How to Improve Your Chinese
Skills!  Body Gestures for Greeting. In China, body language and gestures are commonly used
to express friendly greetings in both formal and casual environments. Here’s a quick guide,
though these are mostly self-explanatory and common in other cultures and regions. 1- Nod.
Nodding is one of the easiest ways to greet someone. It’s often used with people you’re not very
familiar with, in formal business occasions, or when you don’t have time to talk. You can just
simply nod with a smile to the person you wish to greet. 2- Shake Hands. Shaking hands is a
vital body gesture for showing courtesy and friendliness in Chinese culture. It shows a good
measure of politeness and respect. You can use this gesture either in a formal business occasion
or at a casual party to make some new friends. 3 - Wave Hands. How to Express Numbers.
Similar to Western culture, waving hands when saying goodbye or hello is very common in
China as well. It’s more likely to be used between close friends or people your age. 2. How to
Express Numbers. Similar to in other cultures, Chinese body signs and hand movements are
often used to express numbers. Learn more about this aspect of Chinese body language and
gestures here. 1- One through Five. In Chinese: — Pinyin: yi. In English: One. n Chinese: —

Pinyin: er In English: Two. In Chinese: =. Pinyin: san. In English: Three. There are two ways
of doing three depending on personal habits. One way looks like an OK gesture where thumb
and index finger form a ring, and the other three fingers point up straight. There other is to
simply stick out three fingers. n Chinese: U Pinyin: si. In English: Four. In Chinese: Ti.
Pinyin: wii. In English: Five. As you can see, in Chinese number gestures from one to five, the
hand gestures are nearly identical to those in western countries. The number of your fingers that
you stretch out literally represents the number you’re suggesting. These hand gestures aren’t
difficult to master, right? Now, are you ready for more of a number challenge? 2- Six through
Ten min Chinese: 7% Pinyin: /iz In English: Six. For numbers from six to nine, the explanations
for the gestures are controversial. Some say that the gestures mimic the writing. Six and eight
mimic their Chinese characters, 75X and /\ respectively. If you do the gesture and then keep it
upside down, can you see that the shape looks just like the character? And gestures for seven and
nine mimic the shape of 7 and 9. There are various ways of doing ten. One common way is to
use index fingers from both hands to form a cross. This is a way to mimic its Chinese character
=+, which looks like a cross. Another way is to hold a fist, which looks like a rock, and it means
£ (shi) in Chinese. This pronunciation is the same as + (s/7), so when a Chinese person sees a
fist, it’s not hard to imagine the number ten. Feel free to choose whatever that makes you feel
comfortable. These Chinese hand gestures are probably quite different from what you know
(sometimes they can even be different between various regions in China!). It might take some
time for you to memorize it all, but don’t worry! Just try to understand how they’re represented,
as this will help you absorb the gestures more quickly! 3. Special
Body Gestures. Chinese gesturing also includes a few special body gestures that you should
know before your trip to China! Here are a few of them. 1- How to Point to Yourself. In Chinese
culture, when you’re relating something to yourself, you may point to your own nose with your
index finger. The meaning of this is completely different from its meaning in Western culture,
where it may be considered rude to do so. However, remember to avoid pointing your finger to
other people’s nose. It’s perfectly fine for yourself, but when referring to others, you may want
to use your whole palm instead to show full respect. 2- Hug People Carefully. When it comes to
hugging, Chinese people might be a bit reserved. In Western culture, it’s perfectly normal to hug
someone when greeting, even someone you barely know. As for Chinese greetings, Chinese
people cannot accept such closeness. If it’s not someone you’re extremely close with or it’s not a
very special occasion on which to show affection, remember to avoid hugging! This Chinese



gesture may be considered rude. You may just want to offer a handshake instead. 3 - “Come
Here” Gesture. When you want to summon someone to come to you, as commonly known in
Western culture, you usually make this sign with your palm facing up. This is slightly different
in China. Chinese people are accustomed to making their palm face down while summoning
people. Anyhow, this is usually for people who are younger than you, kids, your employees,
taxis, or waiters. For peers or your elders, this may be considered inappropriate and perceived as
a lack of respect. You may instead want to politely invite them over with your arm suggesting
the direction, or with a proper bow.

4. Popular Informal Body Gestures for Fun. Chinese nonverbal communication can go way
beyond simple greetings and formalities—they can even be fun! Here are a few Chinese gestures
and signs that have gained popularity in Chinese culture for being convenient and even cute!
You’ll fit right in with your Chinese surroundings once you get the hang of these. 1- Make a
Little Heart. Using your thumb and index finger to form a little heart has recently become an
incredibly popular gesture in Asia because of how adorable it looks. Many celebrities are starting
to do it as well to show their love for their fans. If you have a close Chinese friend (or are
someday able to meet the celebrity of your dreams!) and you want to show how much you
appreciate him/her, this is undoubtedly a pleasant way to do so! 2- Make “Okay” with Your
Fingers. Similar to in Western culture, you can certainly indicate “OK” with your fingers since
the English phrase “Okay” (along with many other simple English phrases) have been integrated
internationally and are now a part of Chinese people’s daily lives. 3- Fist and Palm Gesture. This
is a Chinese tradition meaning “wish you good fortune.” It may feel strange at first, but as you
practice more and get used to it, it will become very fun and natural to do! Chinese people
usually do it during New Years, especially young people; they do it to elders to show their
respect and good wishes. If you show this gesture to elders during a Chinese New Year
celebration, you might want to add £5%&FE4FE 1! (géi nin bai nian le), which is a way to say
“wish you a happy new year” in Chinese. 4 - Typical Peace Sign for Taking Pictures. If there’s
one pose that everyone uses at least once in their life for a picture, it’s the “peace” sign.
However, Chinese people use it quite differently than some Western people. In Chinese culture,
they like to show the side of their palm to the camera while taking a picture. Further, girls like to
put the “peace” sign close to their face or even directly point it to their face.
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Understanding body language can go a long way toward helping you better communicate with
others and interpreting what others might be trying to convey. While it may be tempting to pick
apart signals one by one, it's important to look at these nonverbal signals in relation to verbal
communication, other nonverbal signals, and the situation. You can also focus on learning more
about how to improve your nonverbal communication to become better at letting people know
what you are feeling—without even saying a word. Body language refers to the nonverbal
signals that we use to communicate. According to experts, these nonverbal signals make up a
huge part of daily communication. From our facial expressions to our body movements, the
things we don't say can still convey volumes of information. 1 It has been suggested that body
language may account for between 60 to 65% of all communication. 2 Understanding body
language is important, but it is also essential to pay attention to other cues such as context. In
many cases, you should look at signals as a group rather than focusing on a single action. Here's
what to look for when you're trying to interpret body language. Think for a moment about how
much a person is able to convey with just a facial expression. A smile can indicate approval or
happiness. A frown can signal disapproval or unhappiness. In some cases, our facial expressions
may reveal our true feelings about a particular situation. While you say that you are feeling fine,
the look on your face may tell people otherwise. Just a few examples of emotions that can be
expressed via facial expressions include: Happiness. Sadness. Anger. Surprise. Disgust. Fear.
Confusion. Excitement. Desire. Contempt. The expression on a person's face can even help
determine if we trust or believe what the individual is saying. One study found that the most



trustworthy facial expression involved a slight raise of the eyebrows and a slight smile. This
expression, the researchers suggested, conveys both friendliness and confidence. 3 Facial
expressions are also among the most universal forms of body language. The expressions used to
convey fear, anger, sadness, and happiness are similar throughout the world. Researcher Paul
Ekman has found support for the universality of a variety of facial expressions tied to particular
emotions including joy, anger, fear, surprise, and sadness. 4 Research even suggests that we
make judgments about people's intelligence based upon their faces and expressions. One study
found that individuals who had narrower faces and more prominent noses were more likely to be
perceived as intelligent. People with smiling, joyful expression were also judged as being more
intelligent than those with angry expressions.  The eyes are frequently referred to as the
"windows to the soul" since they are capable of revealing a great deal about what a person is
feeling or thinking. As you engage in conversation with another person, taking note of eye
movements is a natural and important part of the communication process. Some common things
you may notice include whether people are making direct eye contact or averting their gaze, how
much they are blinking, or if their pupils are dilated. When evaluating body language, pay
attention to the following eye signals. Eye Gaze. When a person looks directly into your eyes
while having a conversation, it indicates that they are interested and paying attention. However,
prolonged eye contact can feel threatening. On the other hand, breaking eye contact and
frequently looking away might indicate that the person is distracted, uncomfortable, or trying to
conceal his or her real feelings. Blinking. Blinking is natural, but you should also pay attention to
whether a person is blinking too much or too little. People often blink more rapidly when they
are feeling distressed or uncomfortable. Infrequent blinking may indicate that a person is
intentionally trying to control his or her eye movements. For example, a poker player might blink
less frequently because he is purposely trying to appear unexcited about the hand he was dealt.
Pupil Size. Pupil size can be a very subtle nonverbal communication signal. While light levels in
the environment control pupil dilation, sometimes emotions can also cause small changes in
pupil size. For example, you may have heard the phrase "bedroom eyes" used to describe the
look someone gives when they are attracted to another person. Highly dilated eyes, for example,
can indicate that a person is interested or even aroused. The Mouth. Mouth expressions and
movements can also be essential in reading body language. For example, chewing on the bottom
lip may indicate that the individual is experiencing feelings of worry, fear, or insecurity.
Covering the mouth may be an effort to be polite if the person is yawning or coughing, but it
may also be an attempt to cover up a frown of disapproval. Smiling is perhaps one of the greatest
body language signals, but smiles can also be interpreted in many ways. A smile may be
genuine, or it may be used to express false happiness, sarcasm, or even cynicism. When
evaluating body language, pay attention to the following mouth and lip signals: Pursed
lips. Tightening the lips might be an indicator of distaste, disapproval, or distrust. Lip
biting. People sometimes bite their lips when they are worried, anxious, or stressed. Covering
the mouth. When people want to hide an emotional reaction, they might cover their mouths in
order to avoid displaying smiles or smirks. Turned up or down. Slight changes in the mouth
can also be subtle indicators of what a person is feeling. When the mouth is slightly turned up, it
might mean that the person is feeling happy or optimistic. On the other hand, a slightly down-
turned mouth can be an indicator of sadness, disapproval, or even an outright grimace.

Gestures can be some of the most direct and obvious body language signals. Waving, pointing,
and using the fingers to indicate numerical amounts are all very common and easy to understand
gestures. Some gestures may be cultural, however, so giving a thumbs-up or a peace sign in
another country might have a completely different meaning than it does in the United States. The
following examples are just a few common gestures and their possible meanings: A clenched
fist can indicate anger in some situations or solidarity in others. A thumbs up and thumbs
down are often used as gestures of approval and disapproval. The "okay" gesture, made by
touching together the thumb and index finger in a circle while extending the other three fingers
can be used to mean "okay" or "all right."'° In some parts of Europe, however, the same signal is
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used to imply you are nothing. In some South American countries, the symbol is actually a
vulgar gesture. The V sign, created by lifting the index and middle finger and separating them to
create a V-shape, means peace or victory in some countries. In the United Kingdom and
Australia, the symbol takes on an offensive meaning when the back of the hand is facing
outward. The arms and legs can also be useful in conveying nonverbal information. Crossing the
arms can indicate defensiveness. Crossing legs away from another person may indicate dislike or
discomfort with that individual. Other subtle signals such as expanding the arms widely may be
an attempt to seem larger or more commanding while keeping the arms close to the body may be
an effort to minimize oneself or withdraw from attention. When you are evaluating body
language, pay attention to some of the following signals that the arms and legs may convey:
Crossed arms might indicate that a person feels defensive, self-protective, or closed-off.
Standing with hands placed on the hips can be an indication that a person is ready and in
control, or it can also possibly be a sign of agression. Clasping the hands behind the
back might indicate that a person is feeling bored, anxious, or even angry. Rapidly tapping
fingers or fidgeting can be a sign that a person is bored, impatient, or frustrated. Crossed
legs can indicate that a person is feeling closed off or in need of privacy. Posture. How we hold
our bodies can also serve as an important part of body language. The term posture refers to how
we hold our bodies as well as the overall physical form of an individual. Posture can convey a
wealth of information about how a person is feeling as well as hints about personality
characteristics, such as whether a person is confident, open, or submissive. Sitting up straight, for
example, may indicate that a person is focused and paying attention to what's going on. Sitting
with the body hunched forward, on the other hand, can imply that the person is bored or
indifferent. When you are trying to read body language, try to notice some of the signals that a
person's posture can send. Open posture involves keeping the trunk of the body open and
exposed. This type of posture indicates friendliness, openness, and willingness.11 Closed
posture involves hiding the trunk of the body often by hunching forward and keeping the arms
and legs crossed. This type of posture can be an indicator of hostility, unfriendliness, and
anxiety. Personal Space. Have you ever heard someone refer to their need for personal space?
Have you ever started to feel uncomfortable when someone stands just a little too close to you?
The term proxemics, coined by anthropologist Edward T. Hall, refers to the distance between
people as they interact. Just as body movements and facial expressions can communicate a great
deal of nonverbal information, so can the physical space between individuals. Hall described
four levels of social distance that occur in different situations. Intimate Distance: 6 to 18
inches. This level of physical distance often indicates a closer relationship or greater comfort
between individuals. It usually occurs during intimate contact such as hugging, whispering, or
touching. Personal Distance: 1.5 to 4 feet. Physical distance at this level usually occurs between
people who are family members or close friends. The closer the people can comfortably stand
while interacting can be an indicator of the level of intimacy in their relationship. Social
Distance: 4 to 12 feet. This level of physical distance is often used with individuals who are
acquaintances. With someone you know fairly well, such as a co-worker you see several times a
week, you might feel more comfortable interacting at a closer distance. In cases where you do
not know the other person well, such as a postal delivery driver you only see once a month, a
distance of 10 to 12 feet may feel more comfortable. Public Distance: 12 to 25 feet. Physical
distance at this level is often used in public speaking situations. Talking in front of a class full of
students or giving a presentation at work are good examples of such situations. It is also
important to note that the level of personal distance that individuals need to feel comfortable can
vary from culture to culture. One oft-cited example is the difference between people from Latin
cultures and those from North America. People from Latin countries tend to feel more
comfortable standing closer to one another as they interact while those from North America need
more personal distance.
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American Dream

The term was coined by writer and historian James Adams in his best-selling 1931 book Epic of
America. He described it as "that dream of a land in which life should be better and richer and
fuller for everyone, with opportunity for each according to ability or achievement.” Adams went
on to explain, "It is a difficult dream for the European upper classes to interpret adequately, and
too many of us ourselves have grown weary and mistrustful of it. It is not a dream of motorcars
and high wages merely, but a dream of social order in which each man and woman shall be able
to attain to the fullest stature of which they are innately capable, and be recognized by others for
what they are, regardless of the fortuitous circumstances of birth or position." The idea of the
American dream has much deeper roots. Its tenets can be found in the Declaration of
Independence, which states: “We hold these truths to be self-evident, that all men are created
equal, that they are endowed by their Creator with certain unalienable Rights, that among these
are Life, Liberty, and the pursuit of Happiness.” In a society based on these principles, an
individual can live life to its fullest as they define it. America also grew mostly as a nation of
immigrants who created a nation where becoming an American—and passing that citizenship to
your children—didn't require being the child of an American. Advantages and Disadvantages of
the American Dream. Advantages. Achieving the American dream requires political and
economic freedom, as well as rules of law and private property rights. Without them, individuals
cannot make the choices that will permit them to attain success, nor can they have confidence
that their achievements will not be taken away from them through arbitrary force. The American
dream promises freedom and equality. It offers the freedom to make both the large and small
decisions that affect one’s the freedom to aspire to bigger and better things and the possibility of
achieving them, the freedom to accumulate wealth, the opportunity to lead a dignified life, and
the freedom to live in accordance with one’s values—even if those values are not widely held or
accepted. The books of post-Civil War writer Horatio Alger, in which impoverished but
hardworking teenage boys rise to success through pluck, determination, and good fortune, came
to personify realizing the Dream. 3 As income inequality has increased substantially since the
1970s, the American dream has begun to seem less attainable for those who aren't already
affluent or born into affluence. According to U.S. Census family income data, real family
income began to grow much more among the top income group than among other segments of
American society. 4 These realities, however, do not diminish the luster of the American dream
as an ideal and a beacon to all nations. Pros. The American dream promises freedom and
equality. The ideals of the American dream are motivating, including the freedom to be in charge
of one's own life. Cons. The reality of the American dream often falls short of the idea itself. As
income inequality has increased, the American dream has seemed less attainable. How to
Measure the American Dream. Today, homeownership is frequently cited as an example of
attaining the American dream. It is a symbol of financial success and independence, and it means
the ability to control one’s own dwelling place instead of The American dream also offers the
promise that the circumstances of someone's birth—including whether they were born American
citizens or immigrants—do not completely determine their future. Disadvantages. Terming it a
"dream" also carries with it the notion that these ideals aren't necessarily what has played out in
the lives of many actual Americans and those who hope to become Americans. The criticism that
reality falls short of the American dream is at least as old as the idea itself. The spread of settlers
into Native American lands, slavery, the limitation of the vote (originally) to white male
landowners, and a long list of other injustices and challenges have undermined the realization of
the dream for many who live in the United States.



How to Measure the American Dream. Today, homeownership is frequently cited as an example
of attaining the American dream. It is a symbol of financial success and independence, and it
means the ability to control one’s own dwelling place instead of being subject to the whims of a
landlord. Owning a business and being one’s own boss also represents the American dream
fulfillment. In addition, access to education and healthcare have been cited as elements of the
Dream. Homeownership has steadily increased over time in the U.S., reflecting a key aspect of
owning your own property as a sign of achieving the American Dream. For example, the
homeownership rate at the end of 2020 was 65.8%, reflecting an increase of 0.7% higher than the
previous year. 5 Entrepreneurship has always been important to the U.S. economy too. In 2019,
small businesses created 1.6 million net jobs alone. 6 Owning property, one's own business, and
carving a life of one's own making is all part of the American dream, and the U.S. as a first-
world country also offers the benefits of pursuing these passions, without having to worry about
basics such as accessing good education and healthcare.
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A white manager fears she will be perceived as racist if she gives critical feedback to her Latino
subordinate. A black engineer passed over for promotion wonders whether his race has anything
to do with it, but he’s reluctant to raise this concern lest he be seen as “playing the race card.” A
woman associate who wants to make partner in an accounting firm resists seeking coaching on
her leadership style; she worries that doing so would confirm the notion that women don’t have
what it takes to make partner. These types of events occur daily in politically correct (PC)
cultures, where unspoken canons of propriety govern behavior in cross-cultural interactions—
that is, interactions among people of different races, genders, religions, and other potentially
charged social identity groups. We embrace the commitment to equity that underlies political
correctness, and we applaud the shifts in norms wrought by that commitment. We are troubled,
however, by the barriers that political correctness can pose to developing constructive, engaged
relationships at work. In cultures regulated by political correctness, people feel judged and fear
being blamed. They worry about how others view them as representatives of their social identity
groups. They feel inhibited and afraid to address even the most banal issues directly. People
draw private conclusions; untested, their conclusions become immutable. Resentments build,
relationships fray, and performance suffers. Legal and cultural changes over the past 40 years
ushered unprecedented numbers of women and people of color into companies’ professional and
managerial ranks. Overt prejudice and discrimination in the workplace, historically sanctioned
by society, are far less acceptable today. Laws now protect traditionally underrepresented groups
from blatant discrimination in hiring and promotion, and political correctness has reset the
standards for civility and respect in people’s day-to-day interactions. Despite this obvious
progress, we believe that political correctness is a double-edged sword. While it has helped many
traditionally underrepresented employees to experience their workplace as more inclusive, the
PC rule book can hinder employees’ ability to develop effective relationships across potentially
divisive group differences. Companies need to equip workers with skills—not rules—for
building these relationships. Our work suggests that high-quality relationships cannot be
mandated. Sensitivity training and zero-tolerance policies at best impart some useful cultural
knowledge or indicate that a company is serious about eliminating bias. At worst, such practices
undermine relationships by reinforcing a restrictive and fearful atmosphere. Those to whom
corrective actions are directed—men and whites, for example—walk on eggshells for fear of
unwittingly transgressing the rules of political correctness. We have found that political
correctness does not only pose problems for those in the “majority.” When majority members
cannot speak candidly, members of under-represented groups also suffer: “Minorities” can’t
discuss their concerns about fairness and fears about feeding into negative stereotypes, and that
adds to an atmosphere in which people tiptoe around the issues and one another. These dynamics
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breed misunderstanding, conflict, and mistrust, corroding both managerial and team
effectiveness. Constructive engagement of differences—and, therefore, effective leadership in
culturally diverse contexts—requires majority and minority individuals to develop a mind-set
and skills that all parties currently lack. This article proposes how managers and employees can
engage with one another to reap the benefits cultural diversity has to offer. It represents our
collective insights from research, teaching, and consulting over the past 15 years in the areas of
race and gender relations, diversity, and organizational change. It also incorporates findings from
our research with Learning as Leadership, a San Rafael, California—based leadership
development organization, in whose seminars we have observed dozens of managers and
executives grappling with unproductive behavior patterns and experimenting with new ones.
Applying our insights about these processes to classic diversity-related dilemmas, we have
developed the principles to guide people seeking a healthy approach to the tensions that
commonly arise over difference:

Identity Abrasions. Assaults to people’s identities occur daily in most organizations: A white
person confuses the names of two Asian-American coworkers; a black executive is addressed
less formally than her white male counterparts; a woman’s idea is misattributed to a male
colleague. Repeated experiences of this kind can diminish people’s sense of how much others
value and respect them. Offense at a perceived slight may or may not be well-founded, but an
attempt to discuss the possible insult risks, for example, the charge that one is overly sensitive.
Such assaults occur on the flip side as well, as when members of majority groups are accused of
being prejudiced or of treating others unfairly. Because they often have meant no harm, they tend
to respond defensively, upset by any suggestion that their moral goodness is being questioned.
These experiences produce what we call identity abrasions for people on both sides of the
interaction. ldentity abrasions cause people to burrow into their own camps, attend only to
information that confirms their positions, and demonize the other side. The overall result is a
number of negative dynamics, with costs both to individuals and to organizations. Below, we
offer several classic examples; these and others throughout the article are real cases, but with the
names changed.

Divisiveness. While participating in a large meeting, Tom, a white vice president of
manufacturing in a household appliances company, describes his ordeal with the union as akin to
“oriental torture.” The VP of HR passes him a note and tells him that his reference is offensive to
some people in the room, so before he finishes his address, Tom apologizes for the insensitive
remark. As the meeting is coming to a close, a white regional manager, who is married to a
Japanese-American woman, openly voices his distress at the remark, though expresses his
appreciation that the VP recognized his gaffe and apologized. The following day, everyone in the
firm knows about the incident. Some people feel that the regional manager has inappropriately
shamed Tom. Others feel that Tom’s boss needs to call him onto the carpet for his insensitive
remark. That evening, more employees gather to recount numerous similar incidents from the
past. The next day, some staff members call for the company to create a forum for educating
employees; others conclude that race is too hot to touch in any company forum and vow to
assiduously avoid the topic.

Self-doubt. Sophia, an African-American, is a newly appointed member of the board of a
regional bank. In the first few meetings, she is relatively silent, but when the agenda during one
meeting turns to her area of expertise, she joins the conversation confidently and with a well-
informed point of view. The board chair interrupts while Sophia is talking, urging members to be
brief so that they can get through the agenda. Sophia notes to herself that the chair never makes
such comments when any of her white colleagues are speaking. She wonders, “Is he cutting me
off because I’'m a black woman?”—but she brushes off her worry. She thinks: “I can’t go there.
It takes too much out of me. I just need to move on.” In subsequent meetings, she becomes
increasingly reluctant to share her perspective; ultimately, she comes to dread the meetings
because she feels marginal. She begins to wonder, “Do I have what it takes to be a fully
contributing member of this board?”



Overprotection and underdevelopment. Rob, a white partner at a management consultancy,
has always been sensitive to the lack of diversity at his firm and would like to do his part to help
women and other minorities succeed. He mentors Iris, a young Latina associate who is
competent, energetic, and well liked but is not doing enough to generate business. In a
promotions committee meeting, a number of partners voice concerns about Iris’s prospects for
promotion to partner. Rob thinks these concerns may have some merit but is reluctant to share
them with Iris. He fears that hearing the feedback would convince her that the partnership is
simply not ready to promote a woman of color. Uncomfortable with his ambivalence, he
unconsciously distances himself from Iris, leaving her bewildered about what she’s done to
alienate him.

Self-limiting behavior. Julie, an engineer, wants to prove to her overwhelmingly male
colleagues that women are as good at engineering as men are. She consciously avoids being seen
in gender-stereotypical ways: She doesn’t sit next to other women in meetings, tries to solve
problems on her own, avoids asking for help or clarification, shuns opportunities to mentor
junior women, and makes sure her personal life is invisible at work. As a result, she isolates
herself from potential sources of support, works harder and less efficiently than she needs to,
develops skills more slowly, and contributes less to her firm than she otherwise might.
Polarization. A friendship between coworkers—Scott, an American Christian, and Mahmoud, a
Muslim émigré from Pakistan—abruptly falls apart after they discuss events in the news.
Seconds after Scott makes what he naively intends to be a conciliatory comment, the two
become engrossed in a passionate debate in which Scott finds himself arguing for positions that
he doesn’t even support. The exchange ends when Scott storms out of Mahmoud’s office while
Mahmoud shouts after him. From then on, communication between them is minimal.

Suspicion and withdrawal. Bill, a black associate in a consulting firm, consistently receives
mediocre ratings from his white clients. He wonders whether these ratings reflect a racial bias
and raises the issue with his white boss. She balks, insisting that their clients are not biased. Bill
is not convinced. He searches for evidence to bolster his claim, but the evidence is ambiguous, so
he does not share it. He feels increasingly angry, resentful, and hopeless about his prospects at
the firm. In his next review, his boss tells him she is concerned about his “bad attitude.” In each
of these cases, people’s judgments—and their fears of others’ judgments—drive the negative
dynamic. When we feel judged, it cuts to the core of our self-image as being good, competent,
and worthy. To counter such identity abrasions, we deny our experiences, avoid difficult
conversations, react angrily, and seek advice only to confirm our innocence. These behaviors
have only one goal: self-protection. When self-protection becomes more important than the
work, the group’s mission, or relationships with others, people lose their connections to one
another, making it difficult to take risks, learn, and solve problems creatively together. (While
we have outlined these dynamics as they occur in the United States, we believe that the impulse
to protect oneself manifests similarly in all interactions among members of groups that are
marked by a history of prejudice, discrimination, or misunderstanding.)

https://www.vox.com/culture/2020/9/9/21429083/oscars-best-picture-rules-diversity-
inclusion

The Oscars are rounding the corner toward its 100th birthday — next year’s ceremony,
whatever form it takes, will be the 93rd — but the awards show is far from set in its ways. Just in
the last year, the Academy of Motion Picture Arts and Sciences, the professional organization
that gives out the Oscars, has shifted the rules to rename a category and accommodate a
pandemic. Not long ago, the organization was toying with a new “Best Popular Picture”
category, although whether it will ever actually be awarded is unclear. And a few short years
ago, the membership guidelines changed in order to deal with its diversity problems. And now,
the guidelines are changing again. The Academy has announced changes to the Best Picture
category, aimed at the lofty goal of making Hollywood more diverse. That said, movies are
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usually trying to qualify in a number of different categories, and most films that are aiming for
the Oscars at least secretly dream of getting a Best Picture slot. So the rules could have some
trickle-down effect on casting choices and on which films get the “buzz” that can help propel
individual performers, directors, writers, and others into the individual categories. But that’s far
from a given. That’s always the issue with trying to generate massive, industry-wide systemic
change, especially in an industry like Hollywood, which pays a lot of lip service to inclusivity
but is, fundamentally, conservative, and averse to whatever the people at the top perceive as risks
— whether that risk is the perception that “Black films don’t travel” or that “men won’t go see a
film about women.” So are the Oscars going to look significantly different in 2024 than they
have for the past decade? Submitting a film for Best Picture consideration will require the
submission of a confidential form for two years before the guidelines go into effect. That means
film companies aiming for awards will have a chance to see if they are lacking in a key area and
correct that blind spot before 2024.

The easiest way to ensure that a company’s films will be eligible for Best Picture is to do
two things: establish ongoing paid internships, apprenticeships, and career opportunities for
people from underrepresented groups; and ensure that people from underrepresented groups are
in key audience development positions in the company. Then even the whitest, straightest, most
cisgendered-male movie about people with no disabilities, created and directed and produced by
the same, would still qualify, provided the company itself was promoting inclusion and diversity.
That’s an option more accessible to large film studios because they have the resources to pour
into developing talent. And yet, a significant number of low- and mid-budget movies, which may
be produced by companies without those resources, generate good buzz at film festivals and are
then bought by larger companies. Then they’ll be able to take advantage of their distributors’
investment in diversity and inclusion initiatives. Of course, a company could elect not to focus
on those kinds of initiatives, either because they don’t have the resources or for some other
reason. But if they produce or distribute a film that is about an underrepresented ethnic or racial
group, women, LGBTQ+ people, or people with disabilities, and if people from those groups are
also in key artistic positions or comprise at least 30 percent of the crew, then the film will still
qualify for Best Picture consideration. Overall, though, it seems clear that the Academy’s new
eligibility guidelines are designed mostly to encourage different hiring and development
practices, even more than promoting greater diversity in the stories that audiences see on screen.
Are there potential issues with this? Absolutely. You can imagine a film company in which
tokenism is promoted, with apprenticeship and internship programs that lead nowhere, the
minimum number of people from underrepresented groups promoted into key positions, and a lot
of lip service paid to diversity and inclusion with very few results. You can also easily imagine
— because it happens all the time right now — a world in which movies about people of color
are made by largely white creative teams (like, for instance, Disney’s recent live-action remake
of Mulan), yet qualify because of the production company’s diversity initiatives. Similarly, the
guidelines make a lot of equivalences that seem, at best, problematic. Is being gay the “same” as
being Black? Is being trans the “same” as being deaf? Is being a woman the “same” as being of
Asian descent? Some of the underrepresented categories are more consistently discriminated
against than others, explicitly or implicitly, and guidelines such as these could simply lead to
even more rigid, unspoken hierarchies in hiring — a proposition that’s a bit horrifying to
consider. The Academy has given themselves a few years to see whether this produces an effect
and perhaps iron out some of the wrinkles, so it’s possible we may see tweaks and changes to the
guidelines in the future. As of right now, though, it’s somewhat hard to think of recent Best
Picture nominees that wouldn’t qualify under these rules, or wouldn’t easily qualify with a few
company- or crew-level tweaks. It seems like this won’t fix the #OscarsSoWhite problem,
though Correct! These rules only apply to films submitted for Best Picture consideration. And
given that a movie with an all-white cast, or story focused primarily on men, is still eligible, it
doesn’t even guarantee that the Best Picture nominees will focus on significantly more diverse
stories than they have in the past. e to know, but there’s no guarantee that they will. Yet if the



goal of these eligibility guidelines is to incentivize investing in a more diverse, inclusive
workforce, it may have some impact — even in a limited way.

Pasnen 3. Socializing and hospitality across cultures. Socializing with colleagues,
entertaining business clients. Building personal relationships
https://www.nytimes.com/2022/03/21/us/miami-beach-shooting-emergency-curfew.htmi

An island with “limited capacity,” Miami Beach isn’t built to accommodate the type of crowds
that gather there during spring break. The South Florida city is connected by several bridges to
the rest of the Miami metropolitan area. Miami Beach announces curfew after two spring break
shootings. Monday, two women were shot on Ocean Drive, a promenade lined with bars and
restaurants that attracts many tourists and revelers according to the Miami Beach Police
Department. A day earlier, around midnight, three people were hospitalized with injuries after a
shooting that also occurred on Ocean Drive. Since spring break began in mid-February, nine
officers have been injured in various episodes, 37 firearms had been confiscated over the last
three days. There had been an increase in weapons seized. There had been 100 seized so far in
2022, compared with 85 by this time in 2021. “We can’t endure this anymore, we just simply
can’t,”” said Mayor Dan Gelber. “This isn’t your father’s, your mother’s spring break. This is
something totally different.” Miami Beach officials declared a state of emergency on Monday
and announced a curfew for the city’s South Beach area after two shootings over the weekend
that left five people wounded. Mayor Dan Gelber said the shootings came during a period when
“tens of thousands of people” descend upon the city, creating an unwanted “young party-hard
crowd.” that 371 police officers had been deployed over the weekend. “We don’t ask for spring
break, we don’t promote it, we don’t encourage it, we just endure it, and frankly it’s something
we don’t want to endure.” City commissioners will meet on Tuesday to finalize the curfew,
which runs from 12:01 a.m. to 6 a.m. this Thursday through Monday. The curfew applies to a
specific area in South Beach with many bars and restaurants, said Veronica Paysse, a
spokeswoman for the city. The police will ask people to go home after midnight, Mr. Gelber
said.

https://www.nydailynews.com/news/crime/ny-beckwitt-bomb-shelter-tunnels-khafra-20220330-
ulfbnu7btrfrrom623lg2fftze-story.html

A wealthy stock trader had four years cut off his sentence Tuesday for the fiery death of a man
he hired to help build a nuclear bunker under his Maryland home. Beckwitt met 21-year-old
Askia Khafra online in 2017 and hired him to help dig a network of tunnels under his Bethesda
home, fearing a possible nuclear attack by Russia, according to prosecutors. Khafra stayed
underground for days at a time, eating and sleeping down there and using a bucket as a toilet.
Multiple extension cords and power strips tied together powered Khafra’s tools. In September
2017, a fire sparked from one of the outlets. Khafra’s body was found naked and burned in the
basement, where prosecutors said he was trapped by Beckett’s mountains of hoarded
possessions. Beckwitt was initially convicted of both involuntary manslaughter and second-
degree “depraved heart” murder, but the murder charge was overturned by a state appeals court
that said he did not show “an extreme disregard for human life reasonably likely to cause death.”
Daniel Beckwitt, who was convicted of involuntary manslaughter and sentenced to nine years in
prison in 2019, was resentenced Tuesday to 10 years in prison with five years suspended. Having
already spent three years behind bars, Beckwitt is now eligible for parole because he has served
more than a quarter of his sentence. Montgomery County Circuit Court Judge Margaret
Schweitzer subsequently added five years of supervised probation after his release and 250 hours
of community service to his sentence, noting that he could be released from prison soon. “I hope
this is your opportunity to give back to our community,” she said. “I hope you do what you can
do, which is use your intelligence for good.”
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https://www.nydailynews.com/new-york/nyc-crime/ny-panhandler-midtown-mcdonalds-customer-
beating-bit-teen-nose-off-20220331-bhn2xd2wjzghzjvadjjcbag3ou-story.html

Rasheed Osundairo, 31, is the definition of “hangry.” The panhandler is accused of beating a
Midtown McDonald’s customer unconscious. Osundairo was arrested Tuesday for allegedly
knocking out and robbing Melvin Dizon, 53, at a McDonald’s on Seventh Ave. near 34th St. as
stunned customers stood by, unwilling to get involved. He has past arrests for threatening a
worker with a knife at another McDonald’s and for biting the tip of a teen’s nose off and trying
to eat it inside a Queens deli, police said Thursday. That shocking incidents are two of 10 prior
arrests Osundairohas racked up in the city over the years, cops said. On Oct. 12, 2020, Osundairo
was arguing with a 41-year-old Brooklyn woman inside a deli on Beach Channel Drive near
Beach 66th St. in the Rockaways when he began hitting the woman over the head with a stick,
police said. When the woman’s teenage son ran over to help her, Osundairo chomped down on
the teen’s nose, tearing a piece of it off with his mouth, cops said. He then chewed the fleshy bits
in front of the teen, smiled and ran off, authorities said. Cops responding to the scene arrested
Osundairo nearby, charging him with assault. It was one of two crimes Osundairo was accused
of in 2020, police said. On Jan. 15 of that year, he was taken into custody for threatening to stab
a 20-year-old worker inside a McDonald’s on South Conduit Ave. near 222nd St. in Springfield
Gardens. “I will run this through you,” he told the woman, according to cops. He was arrested on
a menacing charge. Both cases were adjudicated and ended up sealed. Cops charged Osundairo
with robbery. He’s currently undergoing a psychiatric evaluation at Bellevue Hospital with his
arraignment pending in Manhattan Criminal Court.

https://takelessons.com/blog/italian-traditions-z09

Like many countries, Italy has its fair share of wacky traditions and superstitions. In fact, Italy is
said to be one of the most superstitious countries in the world. This is just a sample of the many
unique ltalian traditions and superstitions. In addition to learning Italian, familiarize yourself
with these “wives tales” before your trip to avoid getting into any trouble. Below, we explore the
15 strangest Italian traditions and superstitions. Review this list before traveling to Italy to make
sure that your trip isn’t cursed by Malocchio or the evil eye. 1. The unlucky number 17. Have
you ever wondered why some hotels in Italy don’t have a 17th floor? It’s because the number is
considered unlucky. The Roman numeral for 17 is XVII, but when rearranged to look like VIXI
it means “I have lived,” a symbol that’s placed on ancient tombstones and associated with death.
2. Don’t place a loaf of bread up-side-down. According to Italian traditions, a loaf of bread must
always be placed facing up. This superstition is based on the religious fact that bread is
considered a symbol of life, therefore, its bad luck to turn the bread up-side-down or stick a knife
into it. 3. Watch where you lay your hat. After a long day of sightseeing you might be tempted
to toss your hat onto your bed—don’t! Putting a hat on a bed is considered unlucky because it’s
associated with death. According to tradition, when priests visited the dying to give them their
last rights, they would remove their hat and put it on the bed. 4. Never seat 13 people at a dinner
table. If you find yourself sitting at a dinner table with 12 other people, then consider yourself
unlucky. Having 13 people around the table at mealtime is considered bad luck, as there were 13
people at the Last Supper. 5. Single people, avoid brooms. If you’re single and you see someone
sweeping the floor, make a run for it. If someone brushes over your feet by accident, then you’re
destined to be single for the rest of your life. 6. Don’t toast to bad luck. When it comes to
toasting, there are several things that can cause you to have bad luck. For example, never raise a
glass that’s full of water and don’t cross arms with the person next to you when you clink
glasses. 7. Stay clear of air conditioners. Wonder why there are no air conditioners in Italy?
Italians believe that these evil contraptions blow dangerously cold air in your face, leading to
“colpo d’ari” or a “punch of air.” 8. Touch iron to avoid back luck. In the U.S., people will
knock on wood to avoid tempting fate. In Italy, it’s common for people to “tocca ferro” or “touch
iron.” We just hope they aren’t touching a hot iron. 9. Bless a new home. It’s common for people
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moving into a new home-especially newlyweds—to rid evil spirits and bless their home by
performing certain rituals, such as sprinkling salt in the corners of all the rooms. 10. Eat plenty
of lentils on New Year’s Eve. Every culture has its own set of New Year’s traditions. According
to Italian traditions, it’s customary to eat lentils after the clock strikes 12:00. Also, don’t forget to
wear red undergarments, as this too will bring you luck in the coming year. 11. Beware of a
black cat crossing your path. If a cat is crossing the street, don’t be the first one to cross it’s path,
as you’ll have bad luck. It’s believed that black cats are a symbol of witchcraft and the devil.
We, however, think they are super cute! 12. Carry a cornicello charm. If you want to protect
yourself against the evil-eye, carry a corincello charm around with you at all times. The charm,
which resembles a chili pepper or a small horn, represents the horns of the Old European Moon
Goddess and will bring you luck. 13. Don’t place objects in the shape of an oblique cross
(Amen). Never cross objects in the shape of an oblique cross—for example, your fork and knife—
as this is considered to be an insult to the religious symbol of the cross (Ra) and will bring you
bad luck. 14. Don’t spill the salt. This superstition—which states that one must toss a handful of
salt over their left shoulder to get rid of bad luck—is also common in the U.S. In Italy, it’s also
customary when passing the salt to place it on the table first before handing it over. 15. Don’t
take a bath when you’re sick. When you’re feeling under the weather, chances are you want to
take a nice hot bath to soothe your pain. According to Italian traditions, however, taking a bath
when you’re sick will only make you sicker as will going outside with wet hair.

https://www.orangesmile.com/travelguide/italy/traditions.htm

In the afternoons in Italy, there is a three-hour siesta that allows locals to spend time with family
or friends at lunch. The companionship during the meal is an important aspect of Italian culture.
Italians are indifferent to fast food. It contradicts their way of life as they are accustomed to
enjoying the process of eating. Another important feature of the Italian character is a reverent
attitude to family. Family values prevail over many others. Family for the Italian is not only
parents, brothers and sisters, but also numerous "distant” relatives: cousins, uncles, aunts and
nephews. In families, women occupy a dominant position. They manage not only the household,
but also, often manage their men and solve important family issues. Children are pampered.
From their childhood they are brought up fond of their parents, especially mothers. You can
often meet an Italian 30-year-old man living with his mother so he can take care of her. Children
in Italian families generally do not hurry to leave their parents. Italians get married late, carefully
choosing a life companion. This is due to a very complex divorce process. A mistake can be very
expensive and a divorce can last for several years. Women are treated with special respect.
Italian men are able to appreciate beauty, taste in clothes and well-groomed appearance, and so
Italians always take care of their appearance. It is customary to admire women as well as
compliment them and give flowers, although the feminist movement has slightly changed the
historically established practice. Sense of style is in the blood of Italians. They always look
great, even the housewives who never go out, not having thought of their outfit and not picking
up the purse that is appropriate to their image. An interesting point in the life of Italians is the
abundance of laws and legislative acts regulating the most unexpected aspects of life. For
example, there is a monopoly on salt in the country, and therefore even sea water can be a
prohibited product. Dinner in Italy begins rather late, after 8 pm, and is also accompanied by
long conversations and communication. Another national tradition is passeggiata, an evening
walk. After a day's work and dinner, Italians like to go out into the streets, where they can chat
with neighbors and friends. Italians are incredibly fond of communication, and therefore making
friends among locals is very simple. When getting acquainted, they pay much attention to where
the person came from and what he does. Italians are happy to look for new friends and constantly
expand their social circle. Children in the country are very anxious. All establishments, from
restaurants to cinemas, are sensitive to small guests. Owners can give them a free portion of ice
cream or just entertain the kid. Italians are accustomed to enjoying life. They are always smiling
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and sincerely looking forward to any communication. If someone accidentally pushes an Italian
and then apologizes, the incident can develop into an exchange of compliments and full
acquaintance. One of the most popular dishes not only in Italy, but all over the world, is pizza.
Traditional Italian pizza is cooked on round thin dough using tomatoes and mozzarella. There are
numerous different types of pizza - neopolitan, marinara, four cheeses, four seasons, diabola. In
Sicily, pizza has a square shape and thicker dough. Another famous Italian dish is the Carbonara
pasta, which is cooked in a creamy sauce with the addition of pork cheek (guanciale) and
Parmesan cheese. Lasagna is a layered pastry with stuffing from stew and sauce «béchamel »,
served with a parmesan dish. Another famous Italian dish is risotto, rice fried in olive oil with the
addition of broth and seafood or mushrooms.

https://www.lolwot.com/10-weird-and-crazy-traditions-in-japan/

Japanese culture is obviously pretty weird. An uninformed visitor would be quite shocked to
see how these people live and what some of their traditions are. Here are some other
shocking and interesting traditions and values that Japanese people have. The bow. The
duration and inclination of the bow is proportionate to the elevation of the person you’re
addressing. For example, a friend might get a lightning-fast 30-degree bow; an office
superior might get a slow, extended, 70-degree bow. It’s all about position and circumstance.
In addition to bowing, addressing someone properly is key. Just as a “Dr. Smith” might feel a
little insulted if you were to refer to him as “Smith”, so would a Japanese if you do not attach
the suffix “san” to their last name, or “sama” if you are trying to be particularly respectful.
Usually children are content with just their first names, but you can add the suffix “chan” for
girls and “kun” for boys if you like. Chopsticks. Depending on the restaurant you decide
upon for that evening, you may be required to use chopsticks. If for some reason you aren’t
too adept with chopsticks, try to learn before passing through immigration. It’s really not that
hard. One false assumption among many Japanese that’s slowly being dispelled by time is
the “uniqueness” of Japan. Japan is an island nation; Japan is the only country that has four
seasons; foreigners can’t understand Japan; only Japanese can use chopsticks properly. I
cannot count the number of times I’ve been told I use Japanese chopsticks with skill and
grace, despite the fact I’ve seen three-year-olds managing just as well. If you’re dining with
a Japanese, don’t be surprised if you receive a look of amazement at your ability to eat like a
Japanese. Table Manners. Some simple bullet points here: If you’re with a dinner party and
receive drinks, wait before raising the glass to your lips. Everyone will be served, and
someone will take the lead, make a speech, raise his drink, and yell “kampai!” (cheers). You
will receive a small wet cloth at most Japanese restaurants. Use this to wash your hands
before eating, then carefully fold it and set it aside on the table. Do not use it as a napkin, or
to touch any part of your face. Slurping noodles or making loud noises while eating is OK!
In fact, slurping hot food like ramen is polite, to show you are enjoying it. You may raise
bowls to your mouth to make it easier to eat with chopsticks, especially bowls of rice. Just
before digging in, whether it be a seven-course dinner or a sample at a supermarket, it’s
polite to say “itadakimasu” (I will receive). Rabbit Island. You’ve heard of islands that are
reserved for nudists. In Japan, there is Okunoshima Island, which is overrun by thousands of
rabbits. Guess where you’re spending Easter next year? Blackface is acceptable. “Ganguro”
isn’t supposed to come off as offensive in Japanese culture. Instead, it’s done by teenage
girls that like to give a jab to traditional beauty in Japan. Girls will often wear blackface, put
on gobs of makeup, and wear ridiculously-colored wigs. Adopting Adults. Generally, kids
will be adopted before they reach their teenage years in the United States, but Japanese
people will adopt people in their 20’s and 30’s. Why? It’s the best way to keep the family
name going. They Don’t Really Fire People. Labor laws require employers to give fired
people huge severance packages. In order to avoid this, most companies will lock people
they want to get rid of in isolation rooms and have them take on horrible tasks that will make
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them want to quit. Japanese Eat KFC For Christmas. Fast food chains are often closed
during the Christmas holiday in the States, but the Japanese have a tendency to get as close
to a big chicken or turkey dinner as possible by going to their local KFC. 100% Literacy
Rate. Everyone in Japan can read and write, as it is a custom for everyone to do so
regardless of what their situation is. In comparison, the United States is 86% literate. Many
Men Are Introverts. Anime will generally portray men as shy people who will live in their
room and don’t know how to talk to girls. This is actually very common to find in Japan, as
lots of men suffer from “hikikomori” and don’t like talking to people and have severe cases
of anxiety. Even Bigger Coffee Snobs. You’d think that Americans import the most coffee
with how prominent it's offered in hotels, workplaces, and gas stations. However, Japan
accounts for 85% of Jamaica’s coffee. The “Kancho” Prank. Giving somebody a wet willy
— sticking a wet finger in someone’s ear — is a harmless prank when compared to the
“Kancho.” That prank is when the Japanese clasp their hands together, point it as a gun, and
stick it in someone’s butthole. One of the biggest controversial topics involve more relaxed
child exploitation laws. For example, the age of consent is just 13, although there are other
laws that tend to protect any children under 17 years of age. Cuddle Cafes. Japanese people
have an interesting way of meeting people, such as going to specific “cuddle cafes” and
laying down with someone. Sex is not permitted, however — people we need to go to
specific hotels that require much more money to use.
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Don’ts when dealing with people from the USA.

Racial prejudice.

10. Standard way of doing things in Japan.

11. Standard way of doing things in China.

12. Standard way of doing things in the USA.

13. National stereotypes.

14.  Stereotypes contain a certain amount of truth.

15. 'National character".

16. The reason stereotypes exist.

17. Stereotypes about other nationalities or groups of people.
18. Stereotypes helpful in doing business.

19. A businessman shouldn't be prejudiced against a certain nation.
20. The insulting stereotypes.

21. Stereotypes are based on prejudices.

22.  American culture expansion.

23.  American identity

CoNoO~WNE



24. Chinese identity
25. Cultural differences.

KonTtpomupyembie kommereniuu: YK-1, YK-2, YK-3, VK-35, [1K-5, ITK-6
Oyenxa komnemenyutl OCyWecmeasiemcs 8 Coomsemcmauu ¢ maoauyei 3.

JUCT PETUCTPAIIMUA U3MEHEHUI

No CopepxaHue U3MEHEHHUS W3MeHeHHbIe TyHKTBI Pemenue YueOHO-
n/o METOINYECKOTO
coBeTa




	https://www.dailymail.co.uk/news/article-10677879/The-signs-betray-true-class-DETLEV-PILTZ-explains-sound-doorbell-reveals.html
	https://www.investopedia.com/terms/a/american-dream.asp
	American Dream

	How to Measure the American Dream. Today, homeownership is frequently cited as an example of attaining the American dream. It is a symbol of financial success and independence, and it means the ability to control one’s own dwelling place instead of be...
	Identity Abrasions. Assaults to people’s identities occur daily in most organizations: A white person confuses the names of two Asian-American coworkers; a black executive is addressed less formally than her white male counterparts; a woman’s idea is ...
	Divisiveness. While participating in a large meeting, Tom, a white vice president of manufacturing in a household appliances company, describes his ordeal with the union as akin to “oriental torture.” The VP of HR passes him a note and tells him that ...
	Self-doubt. Sophia, an African-American, is a newly appointed member of the board of a regional bank. In the first few meetings, she is relatively silent, but when the agenda during one meeting turns to her area of expertise, she joins the conversatio...
	Overprotection and underdevelopment. Rob, a white partner at a management consultancy, has always been sensitive to the lack of diversity at his firm and would like to do his part to help women and other minorities succeed. He mentors Iris, a young La...
	Self-limiting behavior. Julie, an engineer, wants to prove to her overwhelmingly male colleagues that women are as good at engineering as men are. She consciously avoids being seen in gender-stereotypical ways: She doesn’t sit next to other women in m...
	Polarization. A friendship between coworkers—Scott, an American Christian, and Mahmoud, a Muslim émigré from Pakistan—abruptly falls apart after they discuss events in the news. Seconds after Scott makes what he naively intends to be a conciliatory co...
	Suspicion and withdrawal. Bill, a black associate in a consulting firm, consistently receives mediocre ratings from his white clients. He wonders whether these ratings reflect a racial bias and raises the issue with his white boss. She balks, insistin...
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