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MUWHHUCTEPCTBO KYJIbTYPbl POCCUIICKON PENEPALIAA
®EJEPAJIBHOE T'OCYJAPCTBEHHOE BIOJKETHOE OBPA30OBATEJIbHOE

YYPEXXIEHHUE BBICHIEI'O OBPA3OBAHUS
«YEJABUHCKHAMN T'OCYJAPCTBEHHBIA HHCTUTYT KYJIbTYPhD»

Kadenpa aurepatypbl, pyccKoro 1 MHOCTPAHHBIX A3bIKOB

DoH/ OLICHOYHBIX CPEACTB
10 AMCHUIIUHE
«AHOCTPaHHBIN A3BIK»

nporpamMma 0axkajaBpuara
«UcTOPUKO-KYJIBTYPHBIN TYPHU3M))
10 HanpasJeHuI0 noAroroBku 51.03.04 My3eosorus 1 0XxpaHa 00beKTOB
KYJBTYPHOI'O ¥ MPUPOJIHOI0 HACJIEAUs
KBaIMpuUKaANMA: OaKagaBp
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@DOHJ| OLIEHOYHBIX CPEACTB MO JAUCHUIUIMHE « IHOCTpAaHHBIN A3BIK» COCTABJIEH B COOT-
BercTBUM ¢ TpeboBanussMu GI'OCBO no Hanpasnenuto nmoaroroBku 51.03.04 My3seonorus u
OoXpaHa 00bEKTOB KYJIBTYPHOTO U MIPUPOTHOTO HACIIE TS,

ABtop-coctaButens: O.B. CeBproruna, cTapuinii mpenoiaBaTenb Kageapbl HTHOCTPaH-
HBIX SI3BIKO

@OHJ| OLICHOYHBIX CPEACTB MO IUCHUIUIMHE «HOCTpaHHBIA S3BIK» KaK COCTaBHAs
gacth OIIOII Ha 3acemannu coBeTa (PaKyNIbTETa JOKYMEHTAIBHBIX KOMMYHHKAIMHA M TypH3Ma
PEKOMEHI0BaH K PACCMOTPEHUIO IKCIIEPTHON Komuccuel, mpotokoia Ne 7 ot 18.04.2019.

Okcnepruza npoBeaeHa 17.05.2019, akr Ne 2019 / MOOKIIH (UKT)

@OHJ| OLICHOYHBIX CPEACTB NO IUCHUIUIMHE «HOCTpaHHBIA S3BIK» KaK COCTaBHAs
yacth OIIOII yTBepxaeHa Ha 3acefaHUM YYEHOro COBETa MHCTUTyTa MpoTOKod Ne 8 ot
27.05.2019.

Cpok neiicTBusi QpoHIa OIEHOYHBIX CPEICTB MO AUCHUIUIMHE «VIHOCTpaHHBIN A3BIK»
MIPOJIJIEH Ha 3aCeJaHuU Y YEHOTO0 COBETa MHCTUTYTA!

YueOHblii rox Ne npoTokoJ1a, 1aTa YTBEPKIAECHUS
2022/23 npoTtokoia Ne 8 ot 30.06.2022
2023/24 npotokoa Ne 8 ot 29.05.2023
2024/25 ITpotokoa Ne 11 ot 27.05.2024
2025/26 ITpoTokos Ne 8 ot 26.05.2025
2026/27 ITpoTokoa Ne 10 ot 25.05.2026




1. COCTABHBIE YACTH ®OH/IA OIIEHOYHBIX CPE/J[CTB II0 JUCIUIUTHHE

®onn onenounbIx cpencts (nanee — POC) mpeacrabiieH:

— ®OC B cocraBe paboueil IporpaMMbl JUCLUILINHBL,

—KOMIUIEKTOM aTTECTAllMOHHBIX MEIarOTUYECKUX HM3MEPHUTEIFHBIX MAaTepualioB B
(dbopMe TECTOBBIX 3aJaHU;

—MaTrepuaiaMy, HeOOXOIUMBIMU JUIS OLICHKH YMEHHH M BIaJeHUH (PaKTHKO-OpUCH-
TUPOBAHHLIC 3a/IaHUA, UCIIOJIB3YyCMbIC B IICPHUOA ITPOBCACHUA HpOMC)KYTOqHOI;'I aTTeCTaIII/II/I).

2. ®OC B COCTABE PABOYE INPOIr'PAMMBI JUCIHUAILJIUHBI
®OC B coorBerctBuu ¢ Ilomoxkenuem «O mopsiake pa3paboTKU U yTBEPKICHHUH
OCHOBHBIX MPO(eCCHOHATBHBIX 00pa30BaTEIbHBIX NPOrpaMM — MporpaMM OakanaBpHaTa,
CHeIHMaTUTeTa U MarucTparypb» (yTB. YUeHbIM coBeTOM, poTokon Ne 7 0122.04.2019, npu-
ka3 83-1m ot 24.04.2019) BxoauT B cocTaB paboueil mporpaMMbl JUCUUIUIMHGI (pa3nen Ne 6) u
BKJIIOUYAET CIEAYIONIUE MYHKTHI U MOAMYHKTHI:
6. @oH/1 OLIEHOYHBIX CPEJCTB /sl IPOBeAeHHs] MPOMEKYTOYHOM aTTecTanun 00y-
YaUIUXCH M0 AUCHUILIMHE.
6.1. [lepeueHb KOMIETCHIIUN C YKa3aHHEM JTaroB WX (HOPMHPOBAHHS B IPOIECCE
OCBOCHHS 00pazoBaTesbHON IporpamMmel. Tadnwuma 6, 7.
6.2. Onucanue nokasareyield 1 KpUTEPUEB OIEHUBAHMS KOMIIETCHIIMM Ha Pa3TUYHBIX
sTamax ux (OpMHUPOBAHMS, OITMCAHHE IIKAT OI[CHUBAHUSI.
6.2.1. Iloxazamenu u Kpumepuu OyeHUBAHUs KOMHEMEHYUL HA PA3TUYHBIX dMAaAnax
ux ¢popmuposanus Tadbmuupl 8, 9
6.2.2. Onucanue wKal oyeHUBanusl.
6.2.2.1. Onucanue mKaabl OICHUBaHKS OTBETA Ha SK3aMeHe (3auere) (MATuOaib-
Has cuctema). Tabnuua 10.
6.2.2.2. Onucanue mKansl oreHuBanusa Taomuna 11.
6.3. TunoBbie KOHTPOJIBHBIC 3aJJaHUSI UM WUHBIE MAaTEPUAIbl, HEOOXOANUMBIE JIJIsl OICH-
KU 3HaHUW, YMEHUH U BIAJCHUM, XapaKTePU3YIOIIUX dTanbl GOPMHUPOBAHHS KOMIIETECHINI B
MIPOIIECCE OCBOCHUS 00pa30BaTEIHLHOM MPOTPAMMBI.
6.3.1. Mamepuanwi 01151 noocomosxu K skzamery,3auemy. Tabmuna 12, 13.
6.3.2. Tembl u Mmemoouyeckue yKazanus no no020moeKe pegepamos, scce u meopue-
CKUX 3A0anutl no OUCyunuHe.
6.3.3. Memoouueckue ykasanusi no 8bINOJHEHUIO KYPCOBOU padbombi.
6.3.4. Tunosvie 3a0anus 01 NpoGeOeHUs MeKYUule20 KOHMPOIs (HOpMUPOSAHUs]
KOMNemeHyuu.
6.3.4.1. Ilnansl cCeMUHAPCKUX 3aHATUM.
6.3.4.2. 3ananus A NPaKTUUECKUX 3aHATUH.
6.3.4.3. Tembl u 3a0aHUsL 7151 METTKOTPYTITOBBIX/UHIUBUAYaIbHBIX 3aHATHIA.
6.3.4.4. TunoBble TEMBI U 33/1aHNS KOHTPOJIbHBIX pa0OT (KOHTPOJIBHOIO YPOKa).
6.3.4.5. TecToBbIe 3aqaHusl.
6.4. Metoauueckue MaTepuaibl, ONpPEIEISIIOIINEe TPOUEAYpPbl OLEHUBAaHUS 3HAHU,
YMEHHH U BIaJICHUN, XapaKTEePU3YIOIIUX 3Tanbl (GOPMHUPOBAHMS KOMIIETCHITUH.

3. KOMIUIEKT ATTECTAIIUOHHEBIX IIEJATOTHYECKUX U3SMEPUTEJIBLHBIX
MATEPHUAJIOB B ®OPME TECTOBHIX 3AJJAHUA



Cneyugpurkayua mecmoguix 3a0anuit

[lenp TecTMpOBaHUS

OreHka y4eOHBIX JIOCTHKCHUN

ODyHKIMSI TECTUPOBAHHUS

KOHTpO.TIL, JUAarHoCTHKa

Bun konTpomns

Texyumii KOHTPOIL 3HAHUM OOydarommxcs. Bo3mMoxHO mpumMeHe-
HUE B paMKaX NPOMEXYTOYHOW aTTECTallud U MPOBEPKH OCTATOY-
HBIX 3HAHUU

Mogens AIIUM u ¢opmer Te-
CTOBBIX 3aJJaHUM

YpoBHeBast MOJI€eJIb [TPEJICTABICHA B TPEX B3aHMMOCBS3aHHBIX 0JI0-
KaX TECTOBBIX 3aJIaHUM:

— Bnok 1. 3ananus Ha ypoBHe «3HATB» B (OpMe «BBIOOpP OJHOTO,
JIBYX U 00Jiee IPABUIBHBIX OTBETOB U3 MPEIJIOKCHHBIX)» BBISBISIOT
B OCHOBHOM 3HAHHEBBIH KOMIIOHEHT T10 JIUCIIUTUINHE ¥ OI[CHUBAIOT-
s TI0 OMHAPHOM IIKaJe «IPaBUIHHO-HETIPABUIIEHOY;

— brnok 2. 3aganus Ha YpoBHe «3HATh» M «yMeTb» B (hopMme
«YCTaHOBJICHHE COOTBETCTBUS (IIOCIICIOBATEILHOCTH)», B KOTOPBIX
HET SIBHOTO yKa3aHUs Ha CIIOCOO BBITIONHEHMS, I WX PEIICHUS
00y4YaroIuiicss CaMOCTOSITEIbHO BBIOMpAECT OJWH W3 H3yYEHHBIX
croco00B. 3ajaHus JaHHOTO OJIOKA TO3BOJISIOT OLEHUTh HE TOJBKO
3HAHUS M0 IUCIUIUIAHE, HO W YMEHHs TOJNb30BAThCI UMHU TPHU
peIIeHu N CTaHJAPTHBIX, TUIOBBIX 3a/1a4. Pe3ynpTaTel BBITOTHEHUS
3TOro 0JI0Ka OLEHUBAIOTCS C YUYETOM YACTHYHO MPABUIIBHO BBIMOJ-
HEHHBIX 3aJIaHUi;

— bnok 3. 3amaHus Ha ypOBHe «3GHATBbY», «YMeTb», «BJIAJAETb)»
MpeJCTaBICHbl B (QOpME Kelc-3aJaHusi, COJICPIKaHUE KOTOPOIro
MPeIoJiaraeT UCIOIb30BAaHUE KOMIUICKCA YMEHHUM 1 HABBIKOB, JJIs
TOT0 YTOOBI 00YYAIOLIUIICS MOT CAMOCTOSITETFHO CKOHCTPYHPOBATh
CIOCcO0 pemeHnss, KOMOMHUPYS HW3BECTHBIC €My CITOCOOBI M TIPH-
BJICKas MOKIUCIUIUITMHAPHBIC 3HaHMs. Kelic-3ajaHue npecTaBiis-
eT co0oil ydyeOHOe 3aJaHue, COCTOSINee W3 OMHMCAHUS pPeabHOMN
CUTYaIlll ¥ COBOKYITHOCTH C(hOPMYJIMPOBAHHBIX K HEH BOIPOCOB.
Brimonaenne oOydaromuMes Keic-3a7aHuil TpeOyeT penieHus mo-
CTaBJICHHOW TIPOOJIEMBbI (CHTYyallMK) B IIEJIOM U TPOSBIICHUS YMEHUS
AHAIM3UPOBATh KOHKPETHYH HH(OpMAIMIO, MPOCIEKUBATh TPHU-
YUHHO-CJICJICTBEHHBIC CBSI3M, BBIACIATH KJIKOYEBBIC NPOOJEMBI U
METO/IbI UX PEICHUSI.

KonunuecTBO TECTOBBIX 3adaHUN

21

Bpewms tectupoBanust (MHH)

90

Crparterus pacroioXeHus 3a-
JIaHW B TECTE

B paMkax TeMBbI 110 OJTHOMY 3aIaHHUIO W3 KaXXI0To OJI0Ka

[Inanupyemsblie pe3ynbTaTsl | VK-4
OCBOEHHS
[lepeyenb  noKymeHTtoB, uc- | ®I'OC BO mo nampasnenuto noarorosku 51.03.04 My3seonorus

MMOJIb3YEMBIX TIIpU IIJIAHUPOBA-
HUHU COACPIKAHUA TCCTA

U OXpaHa OOBEKTOB KyJIbTYPHOTO U MPHUPOJHOIO HACIEIMS.,
pabouas mporpamMMa AUCLUHUIIINHEL

Ilepeuenr  npwioxennid  k | Kopupukartop
cneuupuKayuu
PazpaboTunku Cesproruaa O.B., crapmmii npenomaBatens kKadeapsl HHOCTpaH-

HBIX S3BIKOB

DKCIepTH3a TECTOBBIX 3aIaHHMA

[IpoBenena B pamkax o6riei sxcneptussl OIOI




Koouguxamop mecmosvix 3adanui’

Kona TectoBoro 3apanus (T3) Koapbl
Ne osioxa u Tun T3 HaumeHoBaHue TeMbI KOMIIeTeHI Ui
broxk 1. bok 2. Biok 3.
Br16op ogHoro, | YcraHosie- Keiic-
IBYX U Ooiiee HHE COOTBET- | 3ada-
MIPaBUIIBHBIX cTBUA (110- HUE
OTBETOB CJIeJ0BaTeiib-
HOCTH)
1.1 2.1 3.1 | Tema 1. People and places YK-4
1.2 2.2 3.2 | Tema 2. Free time YK-4
1.3 2.3 3.3 Tema 3. Home YK-4
1.4 2.4 3.4 | Tema 4. Holidays YK-4
1.5 2.5 3.5 | Tema 5. Shops YK-4
1.6 2.6 3.6 | Tema 6. Studying YK-4
1.7 2.7 3.7 | Tema 7. Family and friends YK-4
Banx mecmoesix 3a0anuii
Kon T3 TecToBoe 3ananNe Kuarou
BEPHOI0
0TBeTa
Baok 1 Buvibepume npasunvnstii omeem(vt)
1.1 Read about Colin. Then tick (/) the sentences which are true. In each group b
of sentences at least one is true.
Colin goes to work every day. He leaves home at 8 o'clock and arrives at
work at about 8.45. He starts work immediately and continues until 12.30
when he has lunch (which takes about half an hour). He starts work again at
1.15 and goes home at exactly 4.30. Every day he follows the same routine
and tomorrow will be no exception.
At 7.45
a he'll be leaving the house
b he'll have left the house
¢ he'll be at home
d he'll be having breakfast
1.2 At 12.45 b
a he'll have lunch
b he'll be having lunch
¢ he'll have finished his lunch
d he'll have started his lunch
1.3 At 8.15 b
a he'll be leaving the house
b he'll have left the house
¢ he'll have arrived at work
d he'll be arriving at work
1.4 At 4 o'clock c
a he'll have finished work

! Koz TecToBOro 3amaHus Oyzaet coctosTh u3: Ne 6110ka U Ne TeCTOBOTO 3aJ]aHuUs TEMbI, OTJCIACHHBIX JAPYT OT APYra TOYKOM.
Kozpl TectoBbIx 3amanuii neppoi Temsr: 1.1, 2.1, 3.1, Bropoii Temsl — 1.2,2.2,3.2 u T. 1.
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b he'll finish work
c he'll be working
d he won't have finished work

1.5 At 9.15 c
a he'll be working
b he'll start work
¢ he'll have started work
d he'll be arriving at work
1.6 At4.45 c
a he'll leave work
b he'll be leaving work
c he'll have left work
d he'll have arrived home
Baok 2 Yemanoseume coomeemcmeue. Kaxxcoomy rnemenmy 1e6020 cmono-
ua coomeemcmeyem moabKo O0OUH IleMeHm Hpagozo. Yumume,
YUMo 00UH U3 I71eMeHmO08 npaeozo cmoaoya auwinuii. Omeem K 3a-
OaHUAM 3anumiume 8 6uoe coOUemanus yugp u oyxe, coonrooas no-
C1e006aMmenbHOCHb 166020 CMOAOUA, 0e3 npodenoe u 3HAKOG
npenunanusa. Hanpumep, 1A253B
2.1 Coommnecume. Ic2b3d4e
1. Christian name a. IPO3BUIIIE
2. teenager b. moxpocTok
3. twenty odd. C. IMs
4. look one;s age. d. ABaaLATh C JUIIHUM
€. BBITJISJICTh HE CTapIlie CBOUX
JeT
2.2 Yemanosume coomseemcmeue medncdy crosamu ¢ npomusononodic- | le2c3d4b
HbIM 3HAYEHUEM.
1. nervouse a. bad
2. healthy b. old
3.exciting c. ill
4.modern d. boring
e. calm
2.3 Yemanosume coomsemcemeue mesicdy npeonosxcenusmu u epemennon | la2b3c4d
dopmoil.
1. The Earth goes round the a. Present Simple
moon.
2. When did you come back b. Past Simple
home?
3. They have already arrived.. c. Present Perfect
4.1 will be late tomorrow. d. Future
e. Past Perfect
24 Yemanosume coomeemcemeue meocoy npeonooicenusmu u ux nepe- | 1b2c3d

8000M

1.What can you buy? a. Uro Bel xoTuTe cebe KymuTh?

2.What would you like to buy ? b. Uro Bsr moxeTe cebe KymuTh?




3. What do you have to buy? c. Uro Obr Bel xotenu cebe
KyIHUTbH?
d. Yro Bsel gomkHBI cebe
KYIHUTH?
2.5 Yemanosume coomeemcmeue meoncoy npeonoxcenuamu u ux nepe- | 1b2c3ade
8000M.
1. A good name is better than | a. KpoBb ryiie Bojbl.
riches
2. As like as two peas in a pod. b. JloObpoe mmMs srydime 6oraTcTBa
3. Dlood is thicker than water. c. Kak myiBe kamiT Bojibl.
4. Love in a cottage. d. Be3 Tpyna He BBIHEIIb PBIOKY
U3 npyJa.
e. JItoOoBb B mranarre.
Baok 3 Keiic-3a0anua npeononazarom padomy ¢ HPeONONHCEHHLIM MEK-
cmom. Ilocne e2o npoumenus nHeodxXo0umo omeemums Ha HOCMAG-
JICHHble 6ONPOCHL UIU GbINOTIHUND 3A0AHU
3.1 3anonnume nponycku:
Hi. How are things?
Fine, thanks. I've just had a great holiday.
1 Where............ ?
To the U.S. We went on a trip from San Francisco to Denver.
2 HOW .ttt ettt ettt ?
By car?
Yes, we hired a car in San Francisco.
3 It's a long way to drive. How
LOMG ..ottt ne e neennens ?
Two weeks.
4 WRETC. ...ttt bbbttt ettt eae ?
In hotels?
Yes, small hotels or motels.
T OO POU PPV IUPPORPROTUPPRRPPRION
2?2
Yes, but it was very hot - sometimes too hot.
B ettt ettt h bttt be e neen the
Grand Canyon?
Of course. It was wonderful.
3.2 Ipouumaiime mexcm u omeemvme HA 60NPOCHL.

The Different Types of Business Status in the UK

The following guide is designed to help you understand the vari-
ous structures and formats of UK businesses.

Sole Trader

This is the simplest form of company requiring no registra-
tion other than the notification of your local tax office, but it is
also the type of business exposed to the greatest personal risk:
as a sole trader, you are responsible for all aspects of the
company, and have unlimited liability to all debts and legal
actions. If the business has to fold with debts, you will have to
settle these debts from your personal assets. You may find it
more difficult to attract customers —you do not have to file
accounts or records with Companies House, which leads to
a lack of company transparency, and makes it impossible
for potential customers to verify your background via an
official third party. You may also find it more difficult to
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attract outside investment or partners, which can prevent the ex-
pansion of the business.

Private Limited Company (Ltd)

A private limited company is a legal entity in its own right, sepa-
rate from those who own it, the shareholders. The limited
liability, potential tax advantages, and simplicity of running a
private limited company make this the most common form of
registered business in the UK. As a shareholder of a private
limited company, your personal possessions remain separate,
and your risk is reduced to only the money you have invested in
the company and any shares you hold which you have not yet
paid for. In addition to limited liability, this form of com-
pany is also considered to be more prestigious by other
companies and the general public due to its legitimate na-
ture and the way important information is recorded at Com-
panies House. Anyone wishing to do business with your limited
company can verify who is connected to the company and also
the financial position of the company by paying Companies
House a small fee. You may not consider this transparency to be
a benefit to you personally but it is a huge advantage when doing
business.

Public Limited Company (Plc)

A public limited company differs from the private version
in that it is able to sell its shares to the public. A public com-
pany must ensure that at least £50,000 worth of shares has been
issued before it is allowed to begin business or borrow money,
and two directors must be appointed. The cost of running a
public limited company is considerably higher, and so this
form of business suits better to large organisations.

Limited Liability Partnership (LLP)

This allows business partners to enjoy the benefit of limited lia-
bility, avoiding the problems of joint liability that applies to
ordinary partnerships. There are no shares in this form of
company, and tax arrangements remain the same as for ordinary
partnerships.

1.What is the simplest form of a company?

2.Which form of business suits large organisations?

3.What is the most common form of registered business in the
UK?

4.What are the advantages of being a sole trader?

5.What are the disadvantages of being a sole trader?

6.What are the advantages of a private limited company?
7.What is the main difference between a private limited
company and a public

limited company?

8.What is the main advantage of a limited liability partnership?

3.3

[IpounTaiiTe TEKCT U BBIITOJIHUTE 3aJaHUE:

The most educated countries in the world




Across the world, and particularly in poorer countries, schools
lack adequate resources and supplies to offer even basic educa-
tion to children; others might be denied their right to education
because formal learning isn’t permitted by their culture. But
some countries have been notably more successful than others
when it comes to furnishing their citizens with the skills offered
by basic education. With the potential costs running high uni-
forms, tuition, and textbooks proving especially costly for fami-
lies of limited resources some nations have even succeeded in
supplementing the costs of high quality education, making it ac-
cessible to the masses.

Which countries have been classed as the most successful in of-
fering education to their citizens, and what circumstances have
allowed these nations to provide for their people so success-
fully? The Social Progress Imperative has compiled research on
basic education levels throughout the world and presented it via
the Social Progress Index; this offers a rigorous and comprehen-
sive way of measuring social progress, including and most rele-
vant for our current interests a score for a country’s level of
access to basic knowledge including factors like adult literacy
rate, primary school enrolment, secondary school enrollment,
and women’s mean years in school. These components deter-
mine which countries offer better educational opportunities.
We’ve compiled the list of the ten best-performing countries
when it comes to access to basic education, according to re-
search from the United Nations as brought together in the SPI
basic education ratings: Read on to find out how and why these
ten countries are so well-educated.

10. United States, 61.3

The United States access to basic knowledge index is 61.3, with
a (relatively) extremely high secondary school enrollment at
89.5, an adult literacy index of 57.5, and a primary school en-
rollment index of 52.6. The United States federal structure is de-
centralized, meaning that every state handles its affairs individu-
ally. This, in turn, means that access to basic education varies
from one state to another with local school districts possessing
the power to determine their people’s level of access to basic
education. Throughout the U.S. there’s compulsory education
for children between 5 or 6 years old and 16, 17 or 18 years old
depending on the state. In America, education is generally free
until the 12th grade level. Yet, in spite of the free access to basic
education in the U.S. there is growing illiteracy in the country.
Millions of adult Americans can’t read or write, though an even
larger number can only read 4th or 5th grade material. There’s
also an increase in the number of teenagers who drop out of in
high school; so while the U.S. offers a relatively high level of
basic education to its citizens, it could be argued that for its level
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of wealth and development, the U.S. is under-performing in this
area when contrasted with comparative nations.

9. Poland, 61.4

Poland’s access to basic knowledge index is, overall, 61.5. The
index assessing women’s mean years in school comes in at 59.2
and secondary school enrollment is at 59.2, while primary
school enrollment is at 55.3 on the SPI scale. Adult literacy in
Poland is 57.8. Pre-primary education is compulsory for children
between 3 and 6 years old. Children are also required to attend
six years of compulsory primary education once they are 7 years
old. This is followed by three years of lower secondary educa-
tion, which is also compulsory. According to the country’s Con-
stitution, each individual has the right to education. Public
schools in Poland offer free education and the public authorities
ensure that every citizen has equal and universal access to edu-
cation.

8. Germany, 61.5

Germany’s access to basic knowledge index is 61.5 meaning
it’s a close leader ahead of neighbouring Poland. Germany’s
adult literacy is 57.5, primary school enrollment is 56.7, sec-
ondary school enrollment is 60.0 and women’s mean years in
school score is 58.0. Children between 3 and 6 years old attend
pre-school prior to compulsory education. Preschool is not for
free and children do not receive any formal instruction but there
is compulsory primary education, usually between the ages of 6
and 16. As in the U.S., the education system differs from one
state to another. Students in Germany must, by law, study a for-
eign language and they are typically heavily examined through-
out the course of their education. There are three main kinds of
high school in the country and eligibility is determined by aca-
demic performance.

7. France, 62.5

France is known worldwide for its inclusive education system,
and the French ‘Lycée’ is now an international option. The index
for access to basic knowledge in France is a strong 62.5, with
primary school enrollment at 57.8, and adult literacy at 57.5 on
the scale. The country offers compulsory education for children
between the age of 6 and 16 years; the compulsory education
includes elementary, and the initial four years of secondary col-
lege. Public education is available for free and children must
generally be enrolled in schools near their homes. 80% of the
students in France attend public schools while only about 20%
are in private schools. Most of the private schools are run by the
Catholic Church and the teachers are paid by the state. These
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schools charge low fees and this makes them accessible to stu-
dents from various socio-economic backgrounds.

6. Israel, 62.9

Israel’s access to basic knowledge index is 62.9. The adult liter-
acy index here is 56.3, primary school enrollment is at 55.9, sec-
ondary school enrollment is at a strong 62.1, while the index for
women’s mean years in school is 61.3. The country’s education
system is centralized and funded by the state and compulsory
education starts during the last year of kindergarten and ends at
the 12th grade. There are secular, Arab, and Jewish schools in
Israel, and the compulsory education is free but in some cases
private funding goes towards the extracurricular activities in
schools. Students who want to enroll in science and art schools
are required to pay additional fees.

5. Sweden, 63.7

Sweden’s access to basic knowledge index is 63.7. The index for
the country’s women’s mean years in school comes in at 61.5,
secondary enrollment is at 60.5, primary enrollment is 58.9, and
adult literacy is 57.5. According to the Swedish Education Act,
every child and young person should have equal access to educa-
tion regardless of socio-economic status. Education is compul-
sory for every child in the country from age of 6 or 7. The com-
pulsory education includes special schools and programmes,
which are designed for students who suffer from intellectual and
physical disabilities. High school is compulsory up to age 15 or
16 and it’s also offered for free. According to the OECD re-
search, Sweden spends more than the average country on its ed-
ucation system, spending about 6.7% of its national budget on
education as of the end of the last decade.

Read the text and say whether you’re agree or not. Explain
your point of view.

34

Hpouumaﬁme meKkcm u omeemovne Ha 60npocsl.

Editing

Editing is the process of preparing language, images, sound,
video, or film through correction, condensation, organization,
and other modifications in various media. A person who edits is
called an editor. In a sense, the editing process originates with
the idea for the work itself and continues in the relationship be-
tween the author and the editor. Editing is, therefore, also a prac-
tice that includes creative skills, human relations, and a precise
set of methods.

Print media

There are various levels of editorial positions in publishing. Typ-
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ically, one finds junior editorial assistants reporting to the se-
nior-level editorial staff and directors who report to senior exec-
utive editors. Senior executive editors are responsible for devel-
oping a product to its final release. The smaller the publication,
the more these roles run together. In particular, the substantive
editor and copy editor often overlap: fact checking and rewriting
can be the responsibility of either. Newspaper and wire services
copy editors correct spelling, grammar, and matters of house
style, design pages and select of news stories for inclusion. At
UK and Australian newspapers, the term is «sub-editor». They
may choose the layout of the publication and communicate with
the printer — a production editor. This and similar jobs are also
called «layout editor», «design editor», «news designer», or —
more so in the past — «makeup editor». Magazine editors in-
clude a top-level editor may be called an editor-in-chief. Fre-
quent and esteemed contributors to a magazine may acquire a
title of editor at-large or contributing. In the book publishing in-
dustry, editors organize anthologies and other compilations, pro-
duce definitive editions of a classic author's works («scholarly
editor»); and organize and manage contributions to a multi-au-
thor book (symposium editor or volume editor). Finding mar-
ketable ideas and presenting them to appropriate authors: a spon-
soring editor. Obtaining copy or recruiting authors such as: an
acquisitions editor or a commissioning editor for a publishing
house. Improving an author's writing so that they indeed say
what they mean to say in an effective manner; a substantive edi-
tor. Depending on the writer's competence, this editing can
sometimes turn into ghost writing. Substantive editing is seldom
a title. Many types of editors do this type of work, either in-
house at a publisher or on an independent basis. Changes to the
publishing industry since the 1980s have resulted in nearly all
copy editing of book manuscripts being outsourced to freelance
copy editors.

Executive editor

The top editor sometimes has the title executive editor or editor-
in-chief. This person is generally responsible for the content of
the publication. The exception is that newspapers that are large
enough usually have a separate editor for the editorials and opin-
ion pages in order to have a complete separation of its news re-
porting and its editorial content. The executive editor sets the
publication standards for performance, as well as for motivating
and developing the staff. The executive editor is also responsible
for developing and maintaining the publication budget. In con-
cert with the publisher and the operating committee, the execu-
tive editor is responsible for strategic and operational planning.
Newspapers

Editors at newspapers supervise journalists and improve their
work. Newspaper editing encompasses a variety of titles and
functions. These include:

oCopy editors
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eDepartment editors

eManaging editors and assistant or deputy managing editors (the
managing editor is often second in line after the top editor)
eNews editors, who oversee the news desks

ePhoto or picture editors

eSection editors and their assistants, such as for business, fea-
tures, and sports

eEditorial Page Editor who oversees the coverage on the edito-
rial page. This includes chairing the Editorial Board and assign-
ing editorial writing responsibilities. The editorial page editor
may

also oversee the op-ed page or those duties are assigned to a sep-
arate editor.

oTop editors, who may be called editor in chief, executive editor
or sometimes just editor

eReaders' editors, sometimes known as the ombudsman, who
arbitrate complaints

eWire editors, who choose and edit texts from various interna-
tional wire services, and are usually part of the copy desk

e Administrative editors (who actually don't edit but perform du-
ties such as recruiting and directing training).

The term city editor is used differently in North America and
South America, where it refers to the editor responsible for the
news coverage of a newspaper's local circulation area (also
sometimes called metro editor), than in the United Kingdom,
where it refers to the editor responsible for coverage of business
in the City of London and, by extension, coverage of business
and finance in general.

ANSWER THE FOLLOWING QUESTIONS:

1. What is editing? What can be edited?

2. What do the editors-in-chief do? What is their main responsi-
bility?

3. Who is responsible for newspaper layout?

4. Who answers the complaints?

5. What does a substantive editor usually do and why do they
hire such editors?

6. What is the copy desk staft?

7. Why is it necessary to supervise journalists and who super-
vises them in the newspaper?

8. What can you tell about the duties of a production editor?

9. What does the city editor do in the USA and the UK?

10. Who is responsible for developing and maintaining the pub-
lication budget?

3.5

Hpoqumaﬁme meKcm u 8bINOJIHUME 3a0aHue. .

How To Use Design To Edit Newspapers
To some journalists, design is little more than cake decorating ...
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to make pretty ... to make pleasing to the eye. That’s eyewash,
says
Jan V. White
In fact, it’s the opposite of what it should be: Design — func-
tional design — is a tool to clarify whatever is being covered.
Too often design is thought of as a cosmetic that is needed after
the «real» work has been done: the piece written, edited, fin-
ished. Only then it is handed over to the art department for treat-
ment. (Those art people aren’t really editors. They are artists, for
heaven’s sake... to them, out there on Cloud 9, graphic presenta-
tion means cutting our valuable copy in order to make their
damn pictures bigger. Or using a weird typeface for the head-
line.)
Unfortunately, most reporters, writers and editors — the word
people — labor under this misapprehension. Tradition, bad guid-
ance and mis-education have propelled them into that boxed
view that splits the team of communicators into two hostile
camps: the word people and
the visual people.
Neither likes or even quite trusts the other, and they work at
cross-purposes — in the happy event that they don’t actually un-
dercut each other.
In any case, all of them do a lot of under-the-bench muttering
about each other.
How to use design for editing?
Start welding the two factions into one team whose individual
members understand how vital their shared efforts are to the
product’s acceptance by the public.
Clearly, design is only one of the tools of the information trade.
Good presentation is analogous to good writing. Sure, a lousily
written piece may hide its information in clumsy wording, just
as a crummy (TV is swiping the news-disseminating function
newspapers used to have. Newspapers are swiping the feature-
report function general interest magazines used to have. Maga-
zines are serving narrow special interest markets... and much of
their news function and analysis function is passing to newslet-
ters.)
On a more obvious level, the what’s-in-it-for-me aspect is, of
course, taken care of with shop-window presentation — running
teaser boxes about what’s inside a section on the front page. But
the service-to-the-recipient attitude (perceived by the recipient
as what’s-in-it-for-me) should form the handling of everything
we do. We must couple exposing the what’s-in-it-formed factor
with the second crucial factor.
SPEED IS THE SECOND CRUCIAL FACTOR.
Few in our culture allow themselves the luxury of time. The nor-
mal attention span has been reduced to those 11 minutes be-
tween commercials on TV. We have been trained to live by
sound bites. So we must couple the what’s-in-it-form factor with
speed so readers will get it fast. They’ll be happier than if you
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make them dig it out for themselves from a mass of background.
Most stories should be edited down to be shorter, more concise
chunks, the shortest of which will probably get the highest read-
ership score.

OBVIOUSNESS IS THE THIRD CRUCIAL FACTOR.

A news item must be easy to enter, and it must be easily under-
stood. Information turned into visual form can be grasped faster
than verbal descriptions of statistics. That’s why infographics
are flowing everywhere — in print from Time magazine to USA
Today, visual presentations in

computer-generated charts and graphs for overheads. And now
in video training.

e This is where better cropping of pictures comes in — homing
in on the thrust of the story that the image is being used to trans-
late.

e This is where color comes in: not as superficial decoration but
as a tool to organize, highlight, emphasize. Functional color.

e This is where headline typography comes in: The size, bold-
ness and positioning of heads helps in interpreting the relative
importance of each story on the page.

e This is also where modular page arrangement comes in, where
stories in vertical or horizontal shapes, with big or little pictures,
are displayed on the page for immediate recognition of what be-
longs with what and how long each item is.

Now let’s recognize a fact about our audience that our verbal
friends hate to admit. They always glibly talk about «our read-
ers». Readers aren’t really readers. At least they don’t start out
as such. First they are lookers. People scan, hop and skip around,
pecking here and there, searching for goodies until something
catches their attention. Seldom do they begin reading at the start
of an text. They enter where they damn well feel like entering.
Watch how you read yourself. You are typical... that’s why we
must build in as many welcoming doorways as we can. Because,
once fascinated, lookers will indeed start to read.
SALESMANSHIP IS THE FOURTH FACTOR.

It is also the function of design to catch and then seduce viewers
into becoming readers. That’s visual salesmanship, and, like it or
not, in our competition for the potential reader’s attention, we
must use it or die.

EMOTIONAL INVOLVEMENT — THE FIFTH IN-
ESCAPABLE FACTOR.

It’s a branch of salesmanship and of reporting. And of visual
presentation. But our uninvolved lookers are humans, with cu-
riosities, angers, sympathies — the whole range of human emo-
tions, and we must use them. Play on them. We know that they
react faster and more actively to visual stimuli than to intellec-
tual ones. That means photos: They are fast and easy to take in
and can be emotionally involving if they are good. Hence, more
space for pics, more budget for photographers. It sells papers.
GUIDANCE FOR THE READER IS THE SIXTH FACTOR.
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Directing the searcher’s eye to the important stuff. What is im-
portant? Defining that is a function of editing. Achieving the
goal of displaying the material to the casual viewer is a function
of typography, layout and design. The two work hand-in-glove
to make it easy for viewers to orient

themselves and find what they’re looking for.

¢ Premeditated organization is the key.

e Standardized signs are needed to announce the elements.

e Repetitive elements ought always to be in the same place.
Does that mean formatting? Yes — but only those things that
make sense to format.

We work on two levels: the product level, where signs demand
uniformity to orient the user, and on the journalistic level, where
individual stories demand variety and freedom. Balancing the
two is quite an act. Freedom is vital for non-repetitive elements.
You have to be choosy — and responsible — about what to em-
phasize. Typography is the vital representation of tone of voice.
If everything screams, all you hear is loud, conflicting noise, and
nobody listens. Okay, turn the metaphor into visual terms.
Messy disorganized typography and page arrangement is like
static on the radio. Or call it visual pollution. Call it anything, so
long as you don’t do it.

PERSONALITY — THE SEVENTH FACTOR.

In this ruthlessly competitive world, it is vital that each product
create its own character, both in terms of its substantive matter
— what it thinks and how it says it, what its service is and in
terms of its appearance. That appearance is vital to success.
Knowing who you are is no less useful to the advertisers. It is
the visual context in which your information is carried. It mani-
fests itself by adherence to style that must be protected by strict
discipline. It is especially tricky for we designers to know when
and where to depart from style, because we want to have fun and
show off how clever we are, but every departure dilutes the pre-
cious recognition. So you only

depart from it when there is overwhelming reason to do so. Ev-
ery departure costs.

MONEY — THE EIGHTH FACTOR.

As a marketing tool, better design is succeeding in getting ac-
cepted by the financial people who ultimately control everything
we do. Design isn’t seen as a waste of money anymore. They
know that a better-looking vehicle gets better attention from its
readership and thus pulls more ads. Good design has proved to
be good for business. Hence, more redesigns, more color, more
infographics, perhaps even more freedom for designers. No, not
more freedom. We don’t need that. We need more clout.

So, in this time of positive change, what must we do to get more
clout? We must sell the efficacy of design. Never ever sell a de-
sign on the basis of aesthetics — that you «like» it. That is an
advantage to us, but not to our partners, who are afraid of such
fine judgments. That implies taste. And it is safer to say no than
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to say yes to anything unfamiliar or new. By hanging the deci-
sion on «likingy», you give them the weapon NOT to like it —
and there’s no argument about that.

You abdicate the decision. You have no recourse. No, we must
be seen as responsible journalists who develop design as an inte-
gral element of editing. That means we must develop our ability
to explain, justify and rationalize what we want to do in words
and concepts that they feel comfortable with.

We must make them see that our goals are no different from
theirs; our standards are the same as theirs. We must learn to
speak their language.

Only that way will we become accepted as intellectual equals
and contributors to the common good. Because we visual people
must join our verbal co-workers to hone our product to make it
totally acceptable to our investors — the buyers. They spend
money for which they expect a certain service. We had better
deliver on our promise, and they had better perceive that they are
getting their money’s worth.

Design guides them to notice these vital qualities of clarity,
value and speed. Those are the criteria on which good newspa-
per design should be judged. It has little to do with pure aesthet-
ics. They are a given — they are the foundation on which we
build. It’s like correct spelling and good grammar for the writers.
No, design has everything to do with journalism and functional
expression of substance. That’s on the high level. On a lower
level, it is really industrial design: styling a product that is right
for its audience in its market niche. That’s quite a job. Interna-
tionally acclaimed as a lecturer and consulting art director, Jan
V. White is also the author of many books on publication design.

GIVE THE ENGLISH EQUIVALENTS FROM THE TEXT
GIVEN ABOVE:

Ha nByx ypoBHSX; clenaTbh NPUSATHBIM IJ1a3y; OAUH HE BEPUT
JIPYroMy; KpUTEpHH; yKpallleHHe TOpTa; MaKeThl MH(OpMAINH;
PYKOBOJICTBO IO /IM3aiiHy; Ha YPOBHE KYPHAJIUCTUKU; KPUTHYE-
CKH BaXKHBIN (haKTOp; MPOBO3IJIAIIATh, OTBETCTBEHHBIN XypHa-
JUCT, BPAXKECKUH CTaH; Ba)XXHbIE€ KauyecTBa; I10JKOBEPHOE
OopMoOTaHUe; UMETh JEN0 C YHUCTOM ACTETUKOMW; JIMYHBIE HCTO-
puy; Jiydie Obl OHM MOCTHTaldM; Mbl JOJDKHBI HAYYUTHCS TOBO-
PUTH Ha UX SI3bIKE; BPeMsl MOJIOKHUTENbHBIX IepeMeH; 3G (HeKTUB-
HOCTb JI3aiiHa; 06a3a, Ha KOTOPOW MBI CTPOUM.

TecT-0My1eT
(1151 OJIAHKOBOTO TECTUPOBAHMS)

Kon T3

TecToBOE 3a1aHMe

Baok 1

Buvibepume npasunvnstii omeen(vl)

1.1

Read about Colin. Then tick (/) the sentences which are true. In each group of sentences at
least one is true.

18




Colin goes to work every day. He leaves home at 8 o'clock and arrives at work at about 8.45.
He starts work immediately and continues until 12.30 when he has lunch (which takes about
half an hour). He starts work again at 1.15 and goes home at exactly 4.30. Every day he fol-

lows the same routine and tomorrow will be no exception.

At 7.45

a he'll be leaving the house

b he'll have left the house

¢ he'll be at home

d he'll be having breakfast

1.2

At 12.45

a he'll have lunch

b he'll be having lunch

¢ he'll have finished his lunch
d he'll have started his lunch

1.3

At 8.15

a he'll be leaving the house
b he'll have left the house
¢ he'll have arrived at work
d he'll be arriving at work

1.4

At 4 o'clock

a he'll have finished work

b he'll finish work

¢ he'll be working

d he won't have finished work

1.5

At9.15

a he'll be working

b he'll start work

¢ he'll have started work
d he'll be arriving at work

1.6

At 4.45

a he'll leave work

b he'll be leaving work

¢ he'll have left work

d he'll have arrived home

Baok 2

Yemanosume coomeemcmeue. Kasxcoomy snemenmy negozo cmonoua coomeem-
cmeyem MmonAbKO O00OUH INNEMEHMm npaeozo. Yumume, 4mo OOUH U3 IJIEMEHMO8
npaeozo cmonoya auminuii. Omeem K 3a0aHUAM 3anRuUMIUME 8 6U0E COUEMAHUSA
uugp u oyke, cooa100an NOCIEO06AMEILHOCHLD J1€6020 CMOI0YA, 0e3 npodenoe u
3nakoe npenunanus. Hanpumep, 11253B

2.1

Coomuecume.

1. Christian name a. IPO3BHIIIE

2. teenager b. mogpocTok

3. twenty odd. C. IMs

4. look one;s age. d. mBamIaTh C JIMITHUM

€. BBIITIAACTL HE CTAapui€ CBOUX
JeT
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2.2 Ycmanosume coomeememaue medxncoy cnogamu ¢ RPOMUEONON0HCHbIM 3HAUEHUEM.
1. nervouse a. bad
2. healthy b. old
3.exciting c. ill
4.modern d. boring
e. calm
2.3 Ycemanosume coomeememeue medicoy npednodceHusMU U 6DEMEHHOU (DOPMOIL.
1. The Earth goes round the a. Present Simple
moon.
2. When did you come back b. Past Simple
home?
3. They have already arrived.. c. Present Perfect
4. T will be late tomorrow. d. Future
e. Past Perfect
24 Ycemanosume coomeememaue mesicoy npednodceHUsAMU U UX Nepesooom
1.What can you buy? a. Uro Ber xoTuTe cebe KymuTh?
2.What would you like to buy ? b. Uro Bri MoxkeTe cebe KymuTh?
3. What do you have to buy? c. Uro Obi Bel xorenm cebe
KyIHUTbH?
d. UYro Bwl gomkHBI cebe
KYIIATH?
2.5 Ycemanosume coomeemcemaue medncoy npednodceHusMU U UX nepesoooM.
1. A good name is better than | a. KpoBs ryime BossI.
riches
2. As like as two peas in a pod. b. Jlo6poe umMs aydie GorarcTea
3. Dlood is thicker than water. c. Kak MaBe karuit BOIbI.
4. Love in a cottage. d. be3 Tpyna He BBIHENIL PHIOKY
U3 mpyJa.
e. JItoOoBb B mianare.
Baok 3 Keiic-3a0anusa npeononazarom pabomy c npeonoxicenuvim mexkcmom. Ilocne ezo
npoumeHnus HeoOX00UMO OMEEMUMb HA NOCHMAGIEHHbIE 60NPOCHL WU GbINOJI-
HUmMb 3a0aHUA
3.1 3anonnume nponycku:
Hi. How are things?
Fine, thanks. I've just had a great holiday.
1 Where............ ?
To the U.S. We went on a trip from San Francisco to Denver.
2 HOW ettt ae ettt sne et ? By car?
Yes, we hired a car in San Francisco.
3 It's a long way to drive. How
LOMIE .ttt ettt ?
Two weeks.
4 WRETEC. ...ttt ettt ettt sttt sttt ne et eaea ? In hotels?
Yes, small hotels or motels.
PSP ?
Yes, but it was very hot - sometimes too hot.
B e e ettt eneene the Grand Canyon?
Of course. It was wonderful.
3.2 Ipouumaiime mexcm u omeemovme HA 8ONPOCHI:

The Different Types of Business Status in the UK
The following guide is designed to help you understand the various structures
and formats of UK businesses.
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Sole Trader

This is the simplest form of company requiring no registration other
than the notification of your local tax office, but it is also the type of business
exposed to the greatest personal risk: as a sole trader, you are responsi-
ble for all aspects of the company, and have unlimited liability to all
debts and legal actions. If the business has to fold with debts, you will
have to settle these debts from your personal assets. You may find it more
difficult to attract customers —you do not have to file accounts or
records with Companies House, which leads to a lack of company trans-
parency, and makes it impossible for potential customers to verify
your background via an official third party. You may also find it more dif-
ficult to attract outside investment or partners, which can prevent the expan-
sion of the business.

Private Limited Company (Ltd)

A private limited company is a legal entity in its own right, separate from
those who own it, the shareholders. The limited liability, potential tax
advantages, and simplicity of running a private limited company make this
the most common form of registered business in the UK. As a shareholder
of a private limited company, your personal possessions remain separate,
and your risk is reduced to only the money you have invested in the company
and any shares you hold which you have not yet paid for. In addition to lim-
ited liability, this form of company is also considered to be more presti-
gious by other companies and the general public due to its legitimate
nature and the way important information is recorded at Companies
House. Anyone wishing to do business with your limited company can verify
who is connected to the company and also the financial position of the com-
pany by paying Companies House a small fee. You may not consider this
transparency to be a benefit to you personally but it is a huge advantage when
doing business.

Public Limited Company (Plc)

A public limited company differs from the private version in that it is
able to sell its shares to the public. A public company must ensure that at
least £50,000 worth of shares has been issued before it is allowed to begin
business or borrow money, and two directors must be appointed. The cost
of running a public limited company is considerably higher, and so this
form of business suits better to large organisations.

Limited Liability Partnership (LLP)

This allows business partners to enjoy the benefit of limited liability, avoiding
the problems of joint liability that applies to ordinary partnerships. There
are no shares in this form of company, and tax arrangements remain the same
as for ordinary partnerships.

1.What is the simplest form of a company?

2.Which form of business suits large organisations?

3.What is the most common form of registered business in the UK?

4.What are the advantages of being a sole trader?

5.What are the disadvantages of being a sole trader?

6.What are the advantages of a private limited company?

7.What is the main difference between a private limited company and a
public

limited company?
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8.What is the main advantage of a limited liability partnership?

33

HquHTaﬁTe TCKCT M BBIIIOJTHUTC 3alaHUC!

The most educated countries in the world

Across the world, and particularly in poorer countries, schools lack adequate
resources and supplies to offer even basic education to children; others might
be denied their right to education because formal learning isn’t permitted by
their culture. But some countries have been notably more successful than oth-
ers when it comes to furnishing their citizens with the skills offered by basic
education. With the potential costs running high uniforms, tuition, and text-
books proving especially costly for families of limited resources some na-
tions have even succeeded in supplementing the costs of high quality educa-
tion, making it accessible to the masses.

Which countries have been classed as the most successful in offering educa-
tion to their citizens, and what circumstances have allowed these nations to
provide for their people so successfully? The Social Progress Imperative has
compiled research on basic education levels throughout the world and pre-
sented it via the Social Progress Index; this offers a rigorous and comprehen-
sive way of measuring social progress, including and most relevant for our
current interests a score for a country’s level of access to basic knowledge
including factors like adult literacy rate, primary school enrolment, secondary
school enrollment, and women’s mean years in school. These components
determine which countries offer better educational opportunities. We’ve com-
piled the list of the ten best-performing countries when it comes to access to
basic education, according to research from the United Nations as brought
together in the SPI basic education ratings: Read on to find out how and why
these ten countries are so well-educated.

10. United States, 61.3

The United States access to basic knowledge index is 61.3, with a (relatively)
extremely high secondary school enrollment at 89.5, an adult literacy index
of 57.5, and a primary school enrollment index of 52.6. The United States
federal structure is decentralized, meaning that every state handles its affairs
individually. This, in turn, means that access to basic education varies from
one state to another with local school districts possessing the power to deter-
mine their people’s level of access to basic education. Throughout the U.S.
there’s compulsory education for children between 5 or 6 years old and 16, 17
or 18 years old depending on the state. In America, education is generally free
until the 12th grade level. Yet, in spite of the free access to basic education in
the U.S. there is growing illiteracy in the country. Millions of adult Ameri-
cans can’t read or write, though an even larger number can only read 4th or
Sth grade material. There’s also an increase in the number of teenagers who
drop out of in high school; so while the U.S. offers a relatively high level of
basic education to its citizens, it could be argued that for its level of wealth
and development, the U.S. is under-performing in this area when contrasted
with comparative nations.
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9. Poland, 61.4

Poland’s access to basic knowledge index is, overall, 61.5. The index assess-
ing women’s mean years in school comes in at 59.2 and secondary school en-
rollment is at 59.2, while primary school enrollment is at 55.3 on the SPI
scale. Adult literacy in Poland is 57.8. Pre-primary education is compulsory
for children between 3 and 6 years old. Children are also required to attend
six years of compulsory primary education once they are 7 years old. This is
followed by three years of lower secondary education, which is also compul-
sory. According to the country’s Constitution, each individual has the right to
education. Public schools in Poland offer free education and the public au-
thorities ensure that every citizen has equal and universal access to education.

8. Germany, 61.5

Germany’s access to basic knowledge index is 61.5 meaning it’s a close
leader ahead of neighbouring Poland. Germany’s adult literacy is 57.5, pri-
mary school enrollment is 56.7, secondary school enrollment is 60.0 and
women’s mean years in school score is 58.0. Children between 3 and 6 years
old attend pre-school prior to compulsory education. Preschool is not for free
and children do not receive any formal instruction but there is compulsory
primary education, usually between the ages of 6 and 16. As in the U.S., the
education system differs from one state to another. Students in Germany
must, by law, study a foreign language and they are typically heavily exam-
ined throughout the course of their education. There are three main kinds of
high school in the country and eligibility is determined by academic perfor-
mance.

7. France, 62.5

France is known worldwide for its inclusive education system, and the French
‘Lycée’ is now an international option. The index for access to basic knowl-
edge in France is a strong 62.5, with primary school enrollment at 57.8, and
adult literacy at 57.5 on the scale. The country offers compulsory education
for children between the age of 6 and 16 years; the compulsory education in-
cludes elementary, and the initial four years of secondary college. Public edu-
cation is available for free and children must generally be enrolled in schools
near their homes. 80% of the students in France attend public schools while
only about 20% are in private schools. Most of the private schools are run by
the Catholic Church and the teachers are paid by the state. These schools
charge low fees and this makes them accessible to students from various so-
cio-economic backgrounds.

6. Israel, 62.9

Israel’s access to basic knowledge index is 62.9. The adult literacy index here
is 56.3, primary school enrollment is at 55.9, secondary school enrollment is
at a strong 62.1, while the index for women’s mean years in school is 61.3.
The country’s education system is centralized and funded by the state and
compulsory education starts during the last year of kindergarten and ends at
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the 12th grade. There are secular, Arab, and Jewish schools in Israel, and the
compulsory education is free but in some cases private funding goes towards
the extracurricular activities in schools. Students who want to enroll in sci-
ence and art schools are required to pay additional fees.

5. Sweden, 63.7

Sweden’s access to basic knowledge index is 63.7. The index for the coun-
try’s women’s mean years in school comes in at 61.5, secondary enrollment is
at 60.5, primary enrollment is 58.9, and adult literacy is 57.5. According to
the Swedish Education Act, every child and young person should have equal
access to education regardless of socio-economic status. Education is compul-
sory for every child in the country from age of 6 or 7. The compulsory educa-
tion includes special schools and programmes, which are designed for stu-
dents who suffer from intellectual and physical disabilities. High school is
compulsory up to age 15 or 16 and it’s also offered for free. According to the
OECD research, Sweden spends more than the average country on its educa-
tion system, spending about 6.7% of its national budget on education as of the
end of the last decade.

Read the text and say whether you’re agree or not. Explain your point of
view.

34

Hpouumaﬁme meKkcm u omeemovnie Ha 60npocsl.

Editing

Editing is the process of preparing language, images, sound, video, or film
through correction, condensation, organization, and other modifications in
various media. A person who edits is called an editor. In a sense, the editing
process originates with the idea for the work itself and continues in the rela-
tionship between the author and the editor. Editing is, therefore, also a prac-
tice that includes creative skills, human relations, and a precise set of meth-
ods.

Print media

There are various levels of editorial positions in publishing. Typically, one
finds junior editorial assistants reporting to the senior-level editorial staff and
directors who report to senior executive editors. Senior executive editors are
responsible for developing a product to its final release. The smaller the pub-
lication, the more these roles run together. In particular, the substantive editor
and copy editor often overlap: fact checking and rewriting can be the respon-
sibility of either. Newspaper and wire services copy editors correct spelling,
grammar, and matters of house style, design pages and select of news stories
for inclusion. At UK and Australian newspapers, the term is «sub-editor».
They may choose the layout of the publication and communicate with the
printer — a production editor. This and similar jobs are also called «layout
editor», «design editor», «news designer», or — more so in the past —
«makeup editor». Magazine editors include a top-level editor may be called
an editor-in-chief. Frequent and esteemed contributors to a magazine may ac-
quire a title of editor at-large or contributing. In the book publishing industry,
editors organize anthologies and other compilations, produce definitive edi-
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tions of a classic author's works («scholarly editor»); and organize and man-
age contributions to a multi-author book (symposium editor or volume edi-
tor). Finding marketable ideas and presenting them to appropriate authors: a
sponsoring editor. Obtaining copy or recruiting authors such as: an acquisi-
tions editor or a commissioning editor for a publishing house. Improving an
author's writing so that they indeed say what they mean to say in an effective
manner; a substantive editor. Depending on the writer's competence, this edit-
ing can sometimes turn into ghost writing. Substantive editing is seldom a
title. Many types of editors do this type of work, either in-house at a publisher
or on an independent basis. Changes to the publishing industry since the
1980s have resulted in nearly all copy editing of book manuscripts being out-
sourced to freelance copy editors.

Executive editor

The top editor sometimes has the title executive editor or editor-in-chief. This
person is generally responsible for the content of the publication. The excep-
tion is that newspapers that are large enough usually have a separate editor for
the editorials and opinion pages in order to have a complete separation of its
news reporting and its editorial content. The executive editor sets the publica-
tion standards for performance, as well as for motivating and developing the
staff. The executive editor is also responsible for developing and maintaining
the publication budget. In concert with the publisher and the operating com-
mittee, the executive editor is responsible for strategic and operational plan-
ning.

Newspapers

Editors at newspapers supervise journalists and improve their work. Newspa-
per editing encompasses a variety of titles and functions. These include:
*Copy editors

eDepartment editors

eManaging editors and assistant or deputy managing editors (the managing
editor is often second in line after the top editor)

eNews editors, who oversee the news desks

ePhoto or picture editors

eSection editors and their assistants, such as for business, features, and sports
eEditorial Page Editor who oversees the coverage on the editorial page. This
includes chairing the Editorial Board and assigning editorial writing responsi-
bilities. The editorial page editor may

also oversee the op-ed page or those duties are assigned to a separate editor.
eTop editors, who may be called editor in chief, executive editor or some-
times just editor

eReaders' editors, sometimes known as the ombudsman, who arbitrate com-
plaints

eWire editors, who choose and edit texts from various international wire ser-
vices, and are usually part of the copy desk

e Administrative editors (who actually don't edit but perform duties such as
recruiting and directing training).

The term city editor is used differently in North America and South America,
where it refers to the editor responsible for the news coverage of a newspa-
per's local circulation area (also sometimes called metro editor), than in the
United Kingdom, where it refers to the editor responsible for coverage of
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business in the City of London and, by extension, coverage of business and
finance in general.

ANSWER THE FOLLOWING QUESTIONS:

1. What is editing? What can be edited?

2. What do the editors-in-chief do? What is their main responsibility?

3. Who is responsible for newspaper layout?

4. Who answers the complaints?

5. What does a substantive editor usually do and why do they hire such edi-
tors?

6. What is the copy desk staft?

7. Why is it necessary to supervise journalists and who supervises them in the
newspaper?

8. What can you tell about the duties of a production editor?

9. What does the city editor do in the USA and the UK?

10. Who is responsible for developing and maintaining the publication bud-
get?

3.5

Hpoqumaﬁme meKcm u 8blNOJIHUMe 3a0aHue.

How To Use Design To Edit Newspapers
To some journalists, design is little more than cake decorating ...
to make pretty ... to make pleasing to the eye. That’s eyewash, says
Jan V. White
In fact, it’s the opposite of what it should be: Design — functional design —
is a tool to clarify whatever is being covered.
Too often design is thought of as a cosmetic that is needed after the «real»
work has been done: the piece written, edited, finished. Only then it is handed
over to the art department for treatment. (Those art people aren’t really edi-
tors. They are artists, for heaven’s sake... to them, out there on Cloud 9,
graphic presentation means cutting our valuable copy in order to make their
damn pictures bigger. Or using a weird typeface for the headline.)
Unfortunately, most reporters, writers and editors — the word people — labor
under this misapprehension. Tradition, bad guidance and mis-education have
propelled them into that boxed view that splits the team of communicators
into two hostile camps: the word people and
the visual people.
Neither likes or even quite trusts the other, and they work at cross-purposes
— in the happy event that they don’t actually undercut each other.
In any case, all of them do a lot of under-the-bench muttering about each
other.
How to use design for editing?
Start welding the two factions into one team whose individual members un-
derstand how vital their shared efforts are to the product’s acceptance by the
public.
Clearly, design is only one of the tools of the information trade. Good presen-
tation is analogous to good writing. Sure, a lousily written piece may hide its
information in clumsy wording, just as a crummy (TV is swiping the news-
disseminating function newspapers used to have. Newspapers are swiping the
feature-report function general interest magazines used to have. Magazines
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are serving narrow special interest markets... and much of their news function
and analysis function is passing to newsletters.)

On a more obvious level, the what’s-in-it-for-me aspect is, of course, taken
care of with shop-window presentation — running teaser boxes about what’s
inside a section on the front page. But the service-to-the-recipient attitude
(perceived by the recipient as what’s-in-it-for-me) should form the handling
of everything we do. We must couple exposing the what’s-in-it-formed factor
with the second crucial factor.

SPEED IS THE SECOND CRUCIAL FACTOR.

Few in our culture allow themselves the luxury of time. The normal attention
span has been reduced to those 11 minutes between commercials on TV. We
have been trained to live by sound bites. So we must couple the what’s-in-it-
form factor with speed so readers will get it fast. They’ll be happier than if
you make them dig it out for themselves from a mass of background.

Most stories should be edited down to be shorter, more concise chunks, the
shortest of which will probably get the highest readership score.
OBVIOUSNESS IS THE THIRD CRUCIAL FACTOR.

A news item must be easy to enter, and it must be easily understood. Informa-
tion turned into visual form can be grasped faster than verbal descriptions of
statistics. That’s why infographics are flowing everywhere — in print from
Time magazine to USA Today, visual presentations in

computer-generated charts and graphs for overheads. And now in video train-
ing.

e This is where better cropping of pictures comes in — homing in on the
thrust of the story that the image is being used to translate.

e This is where color comes in: not as superficial decoration but as a tool to
organize, highlight, emphasize. Functional color.

e This is where headline typography comes in: The size, boldness and posi-
tioning of heads helps in interpreting the relative importance of each story on
the page.

e This is also where modular page arrangement comes in, where stories in
vertical or horizontal shapes, with big or little pictures, are displayed on the
page for immediate recognition of what belongs with what and how long each
item is.

Now let’s recognize a fact about our audience that our verbal friends hate to
admit. They always glibly talk about «our readers». Readers aren’t really
readers. At least they don’t start out as such. First they are lookers. People
scan, hop and skip around, pecking here and there, searching for goodies until
something catches their attention. Seldom do they begin reading at the start of
an text. They enter where they damn well feel like entering. Watch how you
read yourself. You are typical... that’s why we must build in as many wel-
coming doorways as we can. Because, once fascinated, lookers will indeed
start to read.

SALESMANSHIP IS THE FOURTH FACTOR.

It is also the function of design to catch and then seduce viewers into becom-
ing readers. That’s visual salesmanship, and, like it or not, in our competition
for the potential reader’s attention, we must use it or die.

EMOTIONAL INVOLVEMENT — THE FIFTH INESCAPABLE FAC-
TOR.

It’s a branch of salesmanship and of reporting. And of visual presentation.
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But our uninvolved lookers are humans, with curiosities, angers, sympathies
— the whole range of human emotions, and we must use them. Play on them.
We know that they react faster and more actively to visual stimuli than to in-
tellectual ones. That means photos: They are fast and easy to take in and can
be emotionally involving if they are good. Hence, more space for pics, more
budget for photographers. It sells papers.

GUIDANCE FOR THE READER IS THE SIXTH FACTOR.

Directing the searcher’s eye to the important stuff. What is important? Defin-
ing that is a function of editing. Achieving the goal of displaying the material
to the casual viewer is a function of typography, layout and design. The two
work hand-in-glove to make it easy for viewers to orient

themselves and find what they’re looking for.

¢ Premeditated organization is the key.

e Standardized signs are needed to announce the elements.

e Repetitive elements ought always to be in the same place. Does that mean
formatting? Yes — but only those things that make sense to format.

We work on two levels: the product level, where signs demand uniformity to
orient the user, and on the journalistic level, where individual stories demand
variety and freedom. Balancing the two is quite an act. Freedom is vital for
non-repetitive elements. You have to be choosy — and responsible — about
what to emphasize. Typography is the vital representation of tone of voice. If
everything screams, all you hear is loud, conflicting noise, and nobody lis-
tens. Okay, turn the metaphor into visual terms. Messy disorganized typogra-
phy and page arrangement is like static on the radio. Or call it visual pollu-
tion. Call it anything, so long as you don’t do it.

PERSONALITY — THE SEVENTH FACTOR.

In this ruthlessly competitive world, it is vital that each product create its own
character, both in terms of its substantive matter — what it thinks and how it
says it, what its service is and in terms of its appearance. That appearance is
vital to success. Knowing who you are is no less useful to the advertisers. It is
the visual context in which your information is carried. It manifests itself by
adherence to style that must be protected by strict discipline. It is especially
tricky for we designers to know when and where to depart from style, because
we want to have fun and show off how clever we are, but every departure di-
lutes the precious recognition. So you only

depart from it when there is overwhelming reason to do so. Every departure
costs.

MONEY — THE EIGHTH FACTOR.

As a marketing tool, better design is succeeding in getting accepted by the
financial people who ultimately control everything we do. Design isn’t seen
as a waste of money anymore. They know that a better-looking vehicle gets
better attention from its readership and thus pulls more ads. Good design has
proved to be good for business. Hence, more redesigns, more color, more in-
fographics, perhaps even more freedom for designers. No, not more freedom.
We don’t need that. We need more clout.

So, in this time of positive change, what must we do to get more clout? We
must sell the efficacy of design. Never ever sell a design on the basis of aes-
thetics — that you «like» it. That is an advantage to us, but not to our part-
ners, who are afraid of such fine judgments. That implies taste. And it is safer
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to say no than to say yes to anything unfamiliar or new. By hanging the deci-
sion on «likingy», you give them the weapon NOT to like it — and there’s no
argument about that.

You abdicate the decision. You have no recourse. No, we must be seen as re-
sponsible journalists who develop design as an integral element of editing.
That means we must develop our ability to explain, justify and rationalize
what we want to do in words and concepts that they feel comfortable with.
We must make them see that our goals are no different from theirs; our stan-
dards are the same as theirs. We must learn to speak their language.

Only that way will we become accepted as intellectual equals and contribu-
tors to the common good. Because we visual people must join our verbal co-
workers to hone our product to make it totally acceptable to our investors —
the buyers. They spend money for which they expect a certain service. We
had better deliver on our promise, and they had better perceive that they are
getting their money’s worth.

Design guides them to notice these vital qualities of clarity, value and speed.
Those are the criteria on which good newspaper design should be judged. It
has little to do with pure aesthetics. They are a given — they are the founda-
tion on which we build. It’s like correct spelling and good grammar for the
writers.

No, design has everything to do with journalism and functional expression of
substance. That’s on the high level. On a lower level, it is really industrial de-
sign: styling a product that is right for its audience in its market niche. That’s
quite a job. Internationally acclaimed as a lecturer and consulting art director,
Jan V. White is also the author of many books on publication design.

GIVE THE ENGLISH EQUIVALENTS FROM THE TEXT GIVEN
ABOVE:

Ha aByx ypoBHsX; caenarh NPUATHBIM TJ1a3y; OJMH HE BEPUT JPYyTOMY; KpHU-
TEpUH; yKpalleHUue TOpTa; MakeThl HHPOPMALMHU; PyKOBOACTBO MO AM3alHY;
Ha YPOBHE XYPHAJIMCTUKH; KPUTUYECKH BaKHBIA (DaKTOp; MPOBO3TJIAIIATH;
OTBETCTBEHHBII KYPHAJINUCT; BPAKECKUM CTaH; Ba)KHBIE KayeCcTBa; MOJAKOBEP-
HOe OOpPMOTaHKE; UMETh JIENI0 C YUCTOM ICTETUKOM; JINIHBIE HCTOPUH; JTyUIlIe
Obl OHU MOCTUTAJIM; Mbl JJOJDKHBI HayUUThCSI TOBOPUTh HA MX S3bIKE; BpeMs
MOJIOKHUTEIBHBIX NepeMeH; 3((eKTUBHOCTh qu3aiiHa; 0aza, Ha KOTOPOH MBI
CTpOUM.
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1. Read the text and answer the questions.
The Different Types of Business Status in the UK

The following guide is designed to help you understand the various structures and formats of
UK businesses.
Sole Trader
This is the simplest form of company requiring no registration other than the notifica-
tion of your local tax office, but it is also the type of business exposed to the greatest personal
risk: as a sole trader, you are responsible for all aspects of the company, and have
unlimited liability to all debts and legal actions. If the business has to fold with debts,
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you will have to settle these debts from your personal assets. You may find it more difficult
to attract customers — you do not have to file accounts or records with Companies
House, which leads to a lack of company transparency, and makes it impossible for
potential customers to verify your background via an official third party. You may also
find it more difficult to attract outside investment or partners, which can prevent the expan-
sion of the business.
Private Limited Company (Ltd)
A private limited company is a legal entity in its own right, separate from those who own it,
the shareholders. The limited liability, potential tax advantages, and simplicity of run-
ning a private limited company make this the most common form of registered business in the
UK. As a shareholder of a private limited company, your personal possessions remain
separate, and your risk is reduced to only the money you have invested in the company and
any shares you hold which you have not yet paid for. In addition to limited liability, this
form of company is also considered to be more prestigious by other companies and
the general public due to its legitimate nature and the way important information is
recorded at Companies House. Anyone wishing to do business with your limited company
can verify who is connected to the company and also the financial position of the company by
paying Companies House a small fee. You may not consider this transparency to be a benefit
to you personally but it is a huge advantage when doing business.
Public Limited Company (PlIc)
A public limited company differs from the private version in that it is able to sell its
shares to the public. A public company must ensure that at least £50,000 worth of shares has
been issued before it is allowed to begin business or borrow money, and two directors must
be appointed. The cost of running a public limited company is considerably higher, and
so this form of business suits better to large organisations.
Limited Liability Partnership (LLP)
This allows business partners to enjoy the benefit of limited liability, avoiding the problems
of joint liability that applies to ordinary partnerships. There are no shares in this form of
company, and tax arrangements remain the same as for ordinary partnerships.
1.What is the simplest form of a company?
2.Which form of business suits large organisations?
3.What is the most common form of registered business in the UK?
4.What are the advantages of being a sole trader?
5.What are the disadvantages of being a sole trader?
6.What are the advantages of a private limited company?
7.What is the main difference between a private limited company and a public
limited company?
8.What is the main advantage of a limited liability partnership?

2. Read the text and complete the task.

The most educated countries in the world

Across the world, and particularly in poorer countries, schools lack adequate resources and
supplies to offer even basic education to children; others might be denied their right to educa-
tion because formal learning isn’t permitted by their culture. But some countries have been
notably more successful than others when it comes to furnishing their citizens with the skills
offered by basic education. With the potential costs running high uniforms, tuition, and text-
books proving especially costly for families of limited resources some nations have even suc-
ceeded in supplementing the costs of high quality education, making it accessible to the
masses.
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Which countries have been classed as the most successful in offering education to their citi-
zens, and what circumstances have allowed these nations to provide for their people so suc-
cessfully? The Social Progress Imperative has compiled research on basic education levels
throughout the world and presented it via the Social Progress Index; this offers a rigorous and
comprehensive way of measuring social progress, including and most relevant for our current
interests a score for a country’s level of access to basic knowledge including factors like
adult literacy rate, primary school enrolment, secondary school enrollment, and women’s
mean years in school. These components determine which countries offer better educational
opportunities. We’ve compiled the list of the ten best-performing countries when it comes to
access to basic education, according to research from the United Nations as brought together
in the SPI basic education ratings: Read on to find out how and why these ten countries are so
well-educated.

10. United States, 61.3

The United States access to basic knowledge index is 61.3, with a (relatively) extremely high
secondary school enrollment at 89.5, an adult literacy index of 57.5, and a primary school
enrollment index of 52.6. The United States federal structure is decentralized, meaning that
every state handles its affairs individually. This, in turn, means that access to basic education
varies from one state to another with local school districts possessing the power to determine
their people’s level of access to basic education. Throughout the U.S. there’s compulsory edu-
cation for children between 5 or 6 years old and 16, 17 or 18 years old depending on the state.
In America, education is generally free until the 12th grade level. Yet, in spite of the free ac-
cess to basic education in the U.S. there is growing illiteracy in the country. Millions of adult
Americans can’t read or write, though an even larger number can only read 4th or 5th grade
material. There’s also an increase in the number of teenagers who drop out of in high school;
so while the U.S. offers a relatively high level of basic education to its citizens, it could be
argued that for its level of wealth and development, the U.S. is under-performing in this area
when contrasted with comparative nations.

9. Poland, 61.4

Poland’s access to basic knowledge index is, overall, 61.5. The index assessing women’s
mean years in school comes in at 59.2 and secondary school enrollment is at 59.2, while pri-
mary school enrollment is at 55.3 on the SPI scale. Adult literacy in Poland is 57.8. Pre-pri-
mary education is compulsory for children between 3 and 6 years old. Children are also re-
quired to attend six years of compulsory primary education once they are 7 years old. This is
followed by three years of lower secondary education, which is also compulsory. According
to the country’s Constitution, each individual has the right to education. Public schools in
Poland offer free education and the public authorities ensure that every citizen has equal and
universal access to education.

8. Germany, 61.5

Germany’s access to basic knowledge index is 61.5 meaning it’s a close leader ahead of
neighbouring Poland. Germany’s adult literacy is 57.5, primary school enrollment is 56.7,
secondary school enrollment is 60.0 and women’s mean years in school score is 58.0. Chil-
dren between 3 and 6 years old attend pre-school prior to compulsory education. Preschool is
not for free and children do not receive any formal instruction but there is compulsory pri-
mary education, usually between the ages of 6 and 16. As in the U.S., the education system

32



differs from one state to another. Students in Germany must, by law, study a foreign language
and they are typically heavily examined throughout the course of their education. There are
three main kinds of high school in the country and eligibility is determined by academic per-
formance.

7. France, 62.5

France is known worldwide for its inclusive education system, and the French ‘Lycée’ is now
an international option. The index for access to basic knowledge in France is a strong 62.5,
with primary school enrollment at 57.8, and adult literacy at 57.5 on the scale. The country
offers compulsory education for children between the age of 6 and 16 years; the compulsory
education includes elementary, and the initial four years of secondary college. Public educa-
tion is available for free and children must generally be enrolled in schools near their homes.
80% of the students in France attend public schools while only about 20% are in private
schools. Most of the private schools are run by the Catholic Church and the teachers are paid
by the state. These schools charge low fees and this makes them accessible to students from
various socio-economic backgrounds.

6. Israel, 62.9

Israel’s access to basic knowledge index is 62.9. The adult literacy index here is 56.3, primary
school enrollment is at 55.9, secondary school enrollment is at a strong 62.1, while the index
for women’s mean years in school is 61.3. The country’s education system is centralized and
funded by the state and compulsory education starts during the last year of kindergarten and
ends at the 12th grade. There are secular, Arab, and Jewish schools in Israel, and the compul-
sory education is free but in some cases private funding goes towards the extracurricular ac-
tivities in schools. Students who want to enroll in science and art schools are required to pay
additional fees.

5. Sweden, 63.7

Sweden’s access to basic knowledge index is 63.7. The index for the country’s women’s
mean years in school comes in at 61.5, secondary enrollment is at 60.5, primary enrollment is
58.9, and adult literacy is 57.5. According to the Swedish Education Act, every child and
young person should have equal access to education regardless of socio-economic status. Ed-
ucation is compulsory for every child in the country from age of 6 or 7. The compulsory edu-
cation includes special schools and programmes, which are designed for students who suffer
from intellectual and physical disabilities. High school is compulsory up to age 15 or 16 and
it’s also offered for free. According to the OECD research, Sweden spends more than the av-
erage country on its education system, spending about 6.7% of its national budget on educa-
tion as of the end of the last decade.

Read the text and say whether you’re agree or not. Explain your point of view.

3, Read the text and answer the questions.
Editing
Editing is the process of preparing language, images, sound, video, or film through correction,
condensation, organization, and other modifications in various media. A person who edits is
called an editor. In a sense, the editing process originates with the idea for the work itself and
continues in the relationship between the author and the editor. Editing is, therefore, also a
practice that includes creative skills, human relations, and a precise set of methods.
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Print media

There are various levels of editorial positions in publishing. Typically, one finds junior edito-
rial assistants reporting to the senior-level editorial staff and directors who report to senior
executive editors. Senior executive editors are responsible for developing a product to its final
release. The smaller the publication, the more these roles run together. In particular, the sub-
stantive editor and copy editor often overlap: fact checking and rewriting can be the responsi-
bility of either. Newspaper and wire services copy editors correct spelling, grammar, and mat-
ters of house style, design pages and select of news stories for inclusion. At UK and Aus-
tralian newspapers, the term is «sub-editor». They may choose the layout of the publication
and communicate with the printer — a production editor. This and similar jobs are also called
«layout editor», «design editor», «news designer», or — more so in the past — «makeup edi-
tor». Magazine editors include a top-level editor may be called an editor-in-chief. Frequent
and esteemed contributors to a magazine may acquire a title of editor at-large or contributing.
In the book publishing industry, editors organize anthologies and other compilations, produce
definitive editions of a classic author's works («scholarly editor»); and organize and manage
contributions to a multi-author book (symposium editor or volume editor). Finding mar-
ketable ideas and presenting them to appropriate authors: a sponsoring editor. Obtaining copy
or recruiting authors such as: an acquisitions editor or a commissioning editor for a publishing
house. Improving an author's writing so that they indeed say what they mean to say in an ef-
fective manner; a substantive editor. Depending on the writer's competence, this editing can
sometimes turn into ghost writing. Substantive editing is seldom a title. Many types of editors
do this type of work, either in-house at a publisher or on an independent basis. Changes to the
publishing industry since the 1980s have resulted in nearly all copy editing of book
manuscripts being outsourced to freelance copy editors.

Executive editor

The top editor sometimes has the title executive editor or editor-in-chief. This person is gener-
ally responsible for the content of the publication. The exception is that newspapers that are
large enough usually have a separate editor for the editorials and opinion pages in order to
have a complete separation of its news reporting and its editorial content. The executive editor
sets the publication standards for performance, as well as for motivating and developing the
staff. The executive editor is also responsible for developing and maintaining the publication
budget. In concert with the publisher and the operating committee, the executive editor is re-
sponsible for strategic and operational planning.

Newspapers

Editors at newspapers supervise journalists and improve their work. Newspaper editing en-
compasses a variety of titles and functions. These include:

oCopy editors

eDepartment editors

eManaging editors and assistant or deputy managing editors (the managing editor is often sec-
ond in line after the top editor)

eNews editors, who oversee the news desks

ePhoto or picture editors

eSection editors and their assistants, such as for business, features, and sports

eEditorial Page Editor who oversees the coverage on the editorial page. This includes chairing
the Editorial Board and assigning editorial writing responsibilities. The editorial page editor
may

also oversee the op-ed page or those duties are assigned to a separate editor.

eTop editors, who may be called editor in chief, executive editor or sometimes just editor
eReaders' editors, sometimes known as the ombudsman, who arbitrate complaints
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eWire editors, who choose and edit texts from various international wire services, and are
usually part of the copy desk

e Administrative editors (who actually don't edit but perform duties such as recruiting and di-
recting training).

The term city editor is used differently in North America and South America, where it refers
to the editor responsible for the news coverage of a newspaper's local circulation area (also
sometimes called metro editor), than in the United Kingdom, where it refers to the editor re-
sponsible for coverage of business in the City of London and, by extension, coverage of busi-
ness and finance in general.

ANSWER THE FOLLOWING QUESTIONS:

1. What is editing? What can be edited?

2. What do the editors-in-chief do? What is their main responsibility?

3. Who is responsible for newspaper layout?

4. Who answers the complaints?

5. What does a substantive editor usually do and why do they hire such editors?
6. What is the copy desk staff?

7. Why is it necessary to supervise journalists and who supervises them in the newspaper?
8. What can you tell about the duties of a production editor?

9. What does the city editor do in the USA and the UK?

10. Who is responsible for developing and maintaining the publication budget?

4/ Read the text and complete the task..

How To Use Design To Edit Newspapers
To some journalists, design is little more than cake decorating ...
to make pretty ... to make pleasing to the eye. That’s eyewash, says
Jan V. White
In fact, it’s the opposite of what it should be: Design — functional design — is a tool to clar-
ify whatever is being covered.
Too often design is thought of as a cosmetic that is needed after the «real» work has been
done: the piece written, edited, finished. Only then it is handed over to the art department for
treatment. (Those art people aren’t really editors. They are artists, for heaven’s sake... to them,
out there on Cloud 9, graphic presentation means cutting our valuable copy in order to make
their damn pictures bigger. Or using a weird typeface for the headline.)
Unfortunately, most reporters, writers and editors — the word people — labor under this mis-
apprehension. Tradition, bad guidance and mis-education have propelled them into that boxed
view that splits the team of communicators into two hostile camps: the word people and
the visual people.
Neither likes or even quite trusts the other, and they work at cross-purposes — in the happy
event that they don’t actually undercut each other.
In any case, all of them do a lot of under-the-bench muttering about each other.
How to use design for editing?
Start welding the two factions into one team whose individual members understand how vital
their shared efforts are to the product’s acceptance by the public.
Clearly, design is only one of the tools of the information trade. Good presentation is analo-
gous to good writing. Sure, a lousily written piece may hide its information in clumsy word-
ing, just as a crummy (TV is swiping the news-disseminating function newspapers used to
have. Newspapers are swiping the feature-report function general interest magazines used to
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have. Magazines are serving narrow special interest markets... and much of their news func-
tion and analysis function is passing to newsletters.)

On a more obvious level, the what’s-in-it-for-me aspect is, of course, taken care of with shop-
window presentation — running teaser boxes about what’s inside a section on the front page.
But the service-to-the-recipient attitude (perceived by the recipient as what’s-in-it-for-me)
should form the handling of everything we do. We must couple exposing the what’s-in-it-
formed factor with the second crucial factor.

SPEED IS THE SECOND CRUCIAL FACTOR.

Few in our culture allow themselves the luxury of time. The normal attention span has been
reduced to those 11 minutes between commercials on TV. We have been trained to live by
sound bites. So we must couple the what’s-in-it-form factor with speed so readers will get it
fast. They’ll be happier than if you make them dig it out for themselves from a mass of back-
ground.

Most stories should be edited down to be shorter, more concise chunks, the shortest of which
will probably get the highest readership score.

OBVIOUSNESS IS THE THIRD CRUCIAL FACTOR.

A news item must be easy to enter, and it must be easily understood. Information turned into
visual form can be grasped faster than verbal descriptions of statistics. That’s why infograph-
ics are flowing everywhere — in print from Time magazine to USA Today, visual presenta-
tions in

computer-generated charts and graphs for overheads. And now in video training.

e This is where better cropping of pictures comes in — homing in on the thrust of the story
that the image is being used to translate.

e This is where color comes in: not as superficial decoration but as a tool to organize, high-
light, emphasize. Functional color.

e This is where headline typography comes in: The size, boldness and positioning of heads
helps in interpreting the relative importance of each story on the page.

e This is also where modular page arrangement comes in, where stories in vertical or horizon-
tal shapes, with big or little pictures, are displayed on the page for immediate recognition of
what belongs with what and how long each item is.

Now let’s recognize a fact about our audience that our verbal friends hate to admit. They al-
ways glibly talk about «our readers». Readers aren’t really readers. At least they don’t start
out as such. First they are lookers. People scan, hop and skip around, pecking here and there,
searching for goodies until something catches their attention. Seldom do they begin reading at
the start of an text. They enter where they damn well feel like entering. Watch how you read
yourself. You are typical... that’s why we must build in as many welcoming doorways as we
can. Because, once fascinated, lookers will indeed start to read.

SALESMANSHIP IS THE FOURTH FACTOR.

It is also the function of design to catch and then seduce viewers into becoming readers.
That’s visual salesmanship, and, like it or not, in our competition for the potential reader’s
attention, we must use it or die.

EMOTIONAL INVOLVEMENT — THE FIFTH INESCAPABLE FACTOR.

It’s a branch of salesmanship and of reporting. And of visual presentation. But our uninvolved
lookers are humans, with curiosities, angers, sympathies — the whole range of human emo-
tions, and we must use them. Play on them. We know that they react faster and more actively
to visual stimuli than to intellectual ones. That means photos: They are fast and easy to take in
and can be emotionally involving if they are good. Hence, more space for pics, more budget
for photographers. It sells papers.

GUIDANCE FOR THE READER IS THE SIXTH FACTOR.
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Directing the searcher’s eye to the important stuff. What is important? Defining that is a func-
tion of editing. Achieving the goal of displaying the material to the casual viewer is a function
of typography, layout and design. The two work hand-in-glove to make it easy for viewers to
orient

themselves and find what they’re looking for.

¢ Premeditated organization is the key.

e Standardized signs are needed to announce the elements.

e Repetitive elements ought always to be in the same place. Does that mean formatting? Yes
— but only those things that make sense to format.

We work on two levels: the product level, where signs demand uniformity to orient the user,
and on the journalistic level, where individual stories demand variety and freedom. Balancing
the two is quite an act. Freedom is vital for non-repetitive elements. You have to be choosy —
and responsible — about what to emphasize. Typography is the vital representation of tone of
voice. If everything screams, all you hear is loud, conflicting noise, and nobody listens. Okay,
turn the metaphor into visual terms. Messy disorganized typography and page arrangement 1s
like static on the radio. Or call it visual pollution. Call it anything, so long as you don’t do it.
PERSONALITY — THE SEVENTH FACTOR.

In this ruthlessly competitive world, it is vital that each product create its own character, both
in terms of its substantive matter — what it thinks and how it says it, what its service is and in
terms of its appearance. That appearance is vital to success. Knowing who you are is no less
useful to the advertisers. It is the visual context in which your information is carried. It mani-
fests itself by adherence to style that must be protected by strict discipline. It is especially
tricky for we designers to know when and where to depart from style, because we want to
have fun and show off how clever we are, but every departure dilutes the precious recogni-
tion. So you only

depart from it when there is overwhelming reason to do so. Every departure costs.

MONEY — THE EIGHTH FACTOR.

As a marketing tool, better design is succeeding in getting accepted by the financial people
who ultimately control everything we do. Design isn’t seen as a waste of money anymore.
They know that a better-looking vehicle gets better attention from its readership and thus pulls
more ads. Good design has proved to be good for business. Hence, more redesigns, more
color, more infographics, perhaps even more freedom for designers. No, not more freedom.
We don’t need that. We need more clout.

So, in this time of positive change, what must we do to get more clout? We must sell the effi-
cacy of design. Never ever sell a design on the basis of aesthetics — that you «like» it. That is
an advantage to us, but not to our partners, who are afraid of such fine judgments. That im-
plies taste. And it is safer to say no than to say yes to anything unfamiliar or new. By hanging
the decision on «liking», you give them the weapon NOT to like it — and there’s no argument
about that.

You abdicate the decision. You have no recourse. No, we must be seen as responsible journal-
ists who develop design as an integral element of editing. That means we must develop our
ability to explain, justify and rationalize what we want to do in words and concepts that they
feel comfortable with.

We must make them see that our goals are no different from theirs; our standards are the same
as theirs. We must learn to speak their language.

Only that way will we become accepted as intellectual equals and contributors to the common
good. Because we visual people must join our verbal co-workers to hone our product to make
it totally acceptable to our investors — the buyers. They spend money for which they expect a
certain service. We had better deliver on our promise, and they had better perceive that they
are
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getting their money’s worth.

Design guides them to notice these vital qualities of clarity, value and speed. Those are the
criteria on which good newspaper design should be judged. It has little to do with pure aes-
thetics. They are a given — they are the foundation on which we build. It’s like correct spell-
ing and good grammar for the writers.

No, design has everything to do with journalism and functional expression of substance.
That’s on the high level. On a lower level, it is really industrial design: styling a product that
is right for its audience in its market niche. That’s quite a job. Internationally acclaimed as a
lecturer and consulting art director, Jan V. White is also the author of many books on publica-
tion design.

GIVE THE ENGLISH EQUIVALENTS FROM THE TEXT GIVEN ABOVE:

Ha nByXx ypoBHSX; cieslaTh HPUATHBIM TJIa3y; OAUH HE BEPUT APYroMy; KPUTEPHUH; YKpalle-
HUE TOPTa; MaKeThl MH(POpPMALMU; PYKOBOACTBO IO JAM3alHY; Ha YPOBHE >KYPHAIUCTHKHU;
KPUTUYECKH BaXKHBIA (DaKTOp; MPOBO3IIIANIATH; OTBETCTBEHHBIM >KYypPHAIUCT; BPAKECKUN
CTaH; BaXKHbIE KaueCTBa; [IOJIKOBEPHOE OOPMOTAHUE; UMETh /€0 C YUCTOM 3CTETUKOM; JI1y-
HbI€ MCTOPHM; JIydllle Obl OHM MOCTUIAJIU; MbI JOJDKHBI HAyUYHUTHCS FOBOPUTH HA UX SA3BIKE;
BpeMsl [IOJIOKUTEIbHBIX IepeMeH; 3((HEeKTUBHOCTh In3aiiHa; 6a3a, Ha KOTOPO MBI CTPOUM.

K 9K3aMCEHY

Ne . Kon

TeMbl NPAKTHKOOPHEHTHPOBAHHBIX 3a1aHUH .

n/m KOMIeTeHIUH
1 People and places OK-4
2 Free time OK-4
3 Home OK-4
4 Holidays OK-4
5 Shops OK-4
6 Studying OK-4
7 Deutsche Sprache und Kultur OK-4

MaTepua.mﬂ AJIA BBIIMMOJTHEHUSA IIPAKTUKO-OPUECHTUPOBAHHBIX 3aJaHui

1. Read the text and answer the questions.
The Different Types of Business Status in the UK

The following guide is designed to help you understand the various structures and formats of
UK businesses.
Sole Trader
This is the simplest form of company requiring no registration other than the notifica-
tion of your local tax office, but it is also the type of business exposed to the greatest personal
risk: as a sole trader, you are responsible for all aspects of the company, and have
unlimited liability to all debts and legal actions. If the business has to fold with debts,
you will have to settle these debts from your personal assets. You may find it more difficult
to attract customers —you do not have to file accounts or records with Companies
House, which leads to a lack of company transparency, and makes it impossible for
potential customers to verify your background via an official third party. You may also
find it more difficult to attract outside investment or partners, which can prevent the expan-
sion of the business.
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Private Limited Company (Ltd)

A private limited company is a legal entity in its own right, separate from those who own it,
the shareholders. The limited liability, potential tax advantages, and simplicity of run-
ning a private limited company make this the most common form of registered business in the
UK. As a shareholder of a private limited company, your personal possessions remain
separate, and your risk is reduced to only the money you have invested in the company and
any shares you hold which you have not yet paid for. In addition to limited liability, this
form of company is also considered to be more prestigious by other companies and
the general public due to its legitimate nature and the way important information is
recorded at Companies House. Anyone wishing to do business with your limited company
can verify who is connected to the company and also the financial position of the company by
paying Companies House a small fee. You may not consider this transparency to be a benefit
to you personally but it is a huge advantage when doing business.

Public Limited Company (PlIc)

A public limited company differs from the private version in that it is able to sell its
shares to the public. A public company must ensure that at least £50,000 worth of shares has
been issued before it is allowed to begin business or borrow money, and two directors must
be appointed. The cost of running a public limited company is considerably higher, and
so this form of business suits better to large organisations.

Limited Liability Partnership (LLP)

This allows business partners to enjoy the benefit of limited liability, avoiding the problems
of joint liability that applies to ordinary partnerships. There are no shares in this form of
company, and tax arrangements remain the same as for ordinary partnerships.

1.What is the simplest form of a company?

2.Which form of business suits large organisations?

3.What is the most common form of registered business in the UK?

4.What are the advantages of being a sole trader?

5.What are the disadvantages of being a sole trader?

6.What are the advantages of a private limited company?

7.What is the main difference between a private limited company and a public
limited company?

8.What is the main advantage of a limited liability partnership?

2. Read the text and complete the task.

The most educated countries in the world

Across the world, and particularly in poorer countries, schools lack adequate resources and
supplies to offer even basic education to children; others might be denied their right to educa-
tion because formal learning isn’t permitted by their culture. But some countries have been
notably more successful than others when it comes to furnishing their citizens with the skills
offered by basic education. With the potential costs running high uniforms, tuition, and text-
books proving especially costly for families of limited resources some nations have even suc-
ceeded in supplementing the costs of high quality education, making it accessible to the
masses.

Which countries have been classed as the most successful in offering education to their citi-
zens, and what circumstances have allowed these nations to provide for their people so suc-
cessfully? The Social Progress Imperative has compiled research on basic education levels
throughout the world and presented it via the Social Progress Index; this offers a rigorous and
comprehensive way of measuring social progress, including and most relevant for our current
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interests a score for a country’s level of access to basic knowledge including factors like
adult literacy rate, primary school enrolment, secondary school enrollment, and women’s
mean years in school. These components determine which countries offer better educational
opportunities. We’ve compiled the list of the ten best-performing countries when it comes to
access to basic education, according to research from the United Nations as brought together
in the SPI basic education ratings: Read on to find out how and why these ten countries are so
well-educated.

10. United States, 61.3

The United States access to basic knowledge index is 61.3, with a (relatively) extremely high
secondary school enrollment at 89.5, an adult literacy index of 57.5, and a primary school
enrollment index of 52.6. The United States federal structure is decentralized, meaning that
every state handles its affairs individually. This, in turn, means that access to basic education
varies from one state to another with local school districts possessing the power to determine
their people’s level of access to basic education. Throughout the U.S. there’s compulsory edu-
cation for children between 5 or 6 years old and 16, 17 or 18 years old depending on the state.
In America, education is generally free until the 12th grade level. Yet, in spite of the free ac-
cess to basic education in the U.S. there is growing illiteracy in the country. Millions of adult
Americans can’t read or write, though an even larger number can only read 4th or 5th grade
material. There’s also an increase in the number of teenagers who drop out of in high school;
so while the U.S. offers a relatively high level of basic education to its citizens, it could be
argued that for its level of wealth and development, the U.S. is under-performing in this area
when contrasted with comparative nations.

9. Poland, 61.4

Poland’s access to basic knowledge index is, overall, 61.5. The index assessing women’s
mean years in school comes in at 59.2 and secondary school enrollment is at 59.2, while pri-
mary school enrollment is at 55.3 on the SPI scale. Adult literacy in Poland is 57.8. Pre-pri-
mary education is compulsory for children between 3 and 6 years old. Children are also re-
quired to attend six years of compulsory primary education once they are 7 years old. This is
followed by three years of lower secondary education, which is also compulsory. According
to the country’s Constitution, each individual has the right to education. Public schools in
Poland offer free education and the public authorities ensure that every citizen has equal and
universal access to education.

8. Germany, 61.5

Germany’s access to basic knowledge index is 61.5 meaning it’s a close leader ahead of
neighbouring Poland. Germany’s adult literacy is 57.5, primary school enrollment is 56.7,
secondary school enrollment is 60.0 and women’s mean years in school score is 58.0. Chil-
dren between 3 and 6 years old attend pre-school prior to compulsory education. Preschool is
not for free and children do not receive any formal instruction but there is compulsory pri-
mary education, usually between the ages of 6 and 16. As in the U.S., the education system
differs from one state to another. Students in Germany must, by law, study a foreign language
and they are typically heavily examined throughout the course of their education. There are
three main kinds of high school in the country and eligibility is determined by academic per-
formance.

40



7. France, 62.5

France is known worldwide for its inclusive education system, and the French ‘Lycée’ is now
an international option. The index for access to basic knowledge in France is a strong 62.5,
with primary school enrollment at 57.8, and adult literacy at 57.5 on the scale. The country
offers compulsory education for children between the age of 6 and 16 years; the compulsory
education includes elementary, and the initial four years of secondary college. Public educa-
tion is available for free and children must generally be enrolled in schools near their homes.
80% of the students in France attend public schools while only about 20% are in private
schools. Most of the private schools are run by the Catholic Church and the teachers are paid
by the state. These schools charge low fees and this makes them accessible to students from
various socio-economic backgrounds.

6. Israel, 62.9

Israel’s access to basic knowledge index is 62.9. The adult literacy index here is 56.3, primary
school enrollment is at 55.9, secondary school enrollment is at a strong 62.1, while the index
for women’s mean years in school is 61.3. The country’s education system is centralized and
funded by the state and compulsory education starts during the last year of kindergarten and
ends at the 12th grade. There are secular, Arab, and Jewish schools in Israel, and the compul-
sory education is free but in some cases private funding goes towards the extracurricular ac-
tivities in schools. Students who want to enroll in science and art schools are required to pay
additional fees.

5. Sweden, 63.7

Sweden’s access to basic knowledge index is 63.7. The index for the country’s women’s
mean years in school comes in at 61.5, secondary enrollment is at 60.5, primary enrollment is
58.9, and adult literacy is 57.5. According to the Swedish Education Act, every child and
young person should have equal access to education regardless of socio-economic status. Ed-
ucation is compulsory for every child in the country from age of 6 or 7. The compulsory edu-
cation includes special schools and programmes, which are designed for students who suffer
from intellectual and physical disabilities. High school is compulsory up to age 15 or 16 and
it’s also offered for free. According to the OECD research, Sweden spends more than the av-
erage country on its education system, spending about 6.7% of its national budget on educa-
tion as of the end of the last decade.

Read the text and say whether you’re agree or not. Explain your point of view.

3, Read the text and answer the questions.
Editing
Editing is the process of preparing language, images, sound, video, or film through correction,
condensation, organization, and other modifications in various media. A person who edits is
called an editor. In a sense, the editing process originates with the idea for the work itself and
continues in the relationship between the author and the editor. Editing is, therefore, also a
practice that includes creative skills, human relations, and a precise set of methods.
Print media
There are various levels of editorial positions in publishing. Typically, one finds junior edito-
rial assistants reporting to the senior-level editorial staff and directors who report to senior
executive editors. Senior executive editors are responsible for developing a product to its final
release. The smaller the publication, the more these roles run together. In particular, the sub-
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stantive editor and copy editor often overlap: fact checking and rewriting can be the responsi-
bility of either. Newspaper and wire services copy editors correct spelling, grammar, and mat-
ters of house style, design pages and select of news stories for inclusion. At UK and Aus-
tralian newspapers, the term is «sub-editor». They may choose the layout of the publication
and communicate with the printer — a production editor. This and similar jobs are also called
«layout editor», «design editor», «news designer», or — more so in the past — «makeup edi-
tor». Magazine editors include a top-level editor may be called an editor-in-chief. Frequent
and esteemed contributors to a magazine may acquire a title of editor at-large or contributing.
In the book publishing industry, editors organize anthologies and other compilations, produce
definitive editions of a classic author's works («scholarly editor»); and organize and manage
contributions to a multi-author book (symposium editor or volume editor). Finding mar-
ketable ideas and presenting them to appropriate authors: a sponsoring editor. Obtaining copy
or recruiting authors such as: an acquisitions editor or a commissioning editor for a publishing
house. Improving an author's writing so that they indeed say what they mean to say in an ef-
fective manner; a substantive editor. Depending on the writer's competence, this editing can
sometimes turn into ghost writing. Substantive editing is seldom a title. Many types of editors
do this type of work, either in-house at a publisher or on an independent basis. Changes to the
publishing industry since the 1980s have resulted in nearly all copy editing of book
manuscripts being outsourced to freelance copy editors.

Executive editor

The top editor sometimes has the title executive editor or editor-in-chief. This person is gener-
ally responsible for the content of the publication. The exception is that newspapers that are
large enough usually have a separate editor for the editorials and opinion pages in order to
have a complete separation of its news reporting and its editorial content. The executive editor
sets the publication standards for performance, as well as for motivating and developing the
staff. The executive editor is also responsible for developing and maintaining the publication
budget. In concert with the publisher and the operating committee, the executive editor is re-
sponsible for strategic and operational planning.

Newspapers

Editors at newspapers supervise journalists and improve their work. Newspaper editing en-
compasses a variety of titles and functions. These include:

oCopy editors

eDepartment editors

eManaging editors and assistant or deputy managing editors (the managing editor is often sec-
ond in line after the top editor)

eNews editors, who oversee the news desks

ePhoto or picture editors

eSection editors and their assistants, such as for business, features, and sports

eEditorial Page Editor who oversees the coverage on the editorial page. This includes chairing
the Editorial Board and assigning editorial writing responsibilities. The editorial page editor
may

also oversee the op-ed page or those duties are assigned to a separate editor.

eTop editors, who may be called editor in chief, executive editor or sometimes just editor
eReaders' editors, sometimes known as the ombudsman, who arbitrate complaints

eWire editors, who choose and edit texts from various international wire services, and are
usually part of the copy desk

e Administrative editors (who actually don't edit but perform duties such as recruiting and di-
recting training).

The term city editor is used differently in North America and South America, where it refers
to the editor responsible for the news coverage of a newspaper's local circulation area (also
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sometimes called metro editor), than in the United Kingdom, where it refers to the editor re-
sponsible for coverage of business in the City of London and, by extension, coverage of busi-
ness and finance in general.

ANSWER THE FOLLOWING QUESTIONS:

1. What is editing? What can be edited?

2. What do the editors-in-chief do? What is their main responsibility?

3. Who is responsible for newspaper layout?

4. Who answers the complaints?

5. What does a substantive editor usually do and why do they hire such editors?
6. What is the copy desk staff?

7. Why is it necessary to supervise journalists and who supervises them in the newspaper?
8. What can you tell about the duties of a production editor?

9. What does the city editor do in the USA and the UK?

10. Who is responsible for developing and maintaining the publication budget?

3/ Read the text and complete the task..

How To Use Design To Edit Newspapers
To some journalists, design is little more than cake decorating ...
to make pretty ... to make pleasing to the eye. That’s eyewash, says
Jan V. White
In fact, it’s the opposite of what it should be: Design — functional design — is a tool to clar-
ify whatever is being covered.
Too often design is thought of as a cosmetic that is needed after the «real» work has been
done: the piece written, edited, finished. Only then it is handed over to the art department for
treatment. (Those art people aren’t really editors. They are artists, for heaven’s sake... to them,
out there on Cloud 9, graphic presentation means cutting our valuable copy in order to make
their damn pictures bigger. Or using a weird typeface for the headline.)
Unfortunately, most reporters, writers and editors — the word people — labor under this mis-
apprehension. Tradition, bad guidance and mis-education have propelled them into that boxed
view that splits the team of communicators into two hostile camps: the word people and
the visual people.
Neither likes or even quite trusts the other, and they work at cross-purposes — in the happy
event that they don’t actually undercut each other.
In any case, all of them do a lot of under-the-bench muttering about each other.
How to use design for editing?
Start welding the two factions into one team whose individual members understand how vital
their shared efforts are to the product’s acceptance by the public.
Clearly, design is only one of the tools of the information trade. Good presentation is analo-
gous to good writing. Sure, a lousily written piece may hide its information in clumsy word-
ing, just as a crummy (TV is swiping the news-disseminating function newspapers used to
have. Newspapers are swiping the feature-report function general interest magazines used to
have. Magazines are serving narrow special interest markets... and much of their news func-
tion and analysis function is passing to newsletters.)
On a more obvious level, the what’s-in-it-for-me aspect is, of course, taken care of with shop-
window presentation — running teaser boxes about what’s inside a section on the front page.
But the service-to-the-recipient attitude (perceived by the recipient as what’s-in-it-for-me)
should form the handling of everything we do. We must couple exposing the what’s-in-it-
formed factor with the second crucial factor.
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SPEED IS THE SECOND CRUCIAL FACTOR.

Few in our culture allow themselves the luxury of time. The normal attention span has been
reduced to those 11 minutes between commercials on TV. We have been trained to live by
sound bites. So we must couple the what’s-in-it-form factor with speed so readers will get it
fast. They’ll be happier than if you make them dig it out for themselves from a mass of back-
ground.

Most stories should be edited down to be shorter, more concise chunks, the shortest of which
will probably get the highest readership score.

OBVIOUSNESS IS THE THIRD CRUCIAL FACTOR.

A news item must be easy to enter, and it must be easily understood. Information turned into
visual form can be grasped faster than verbal descriptions of statistics. That’s why infograph-
ics are flowing everywhere — in print from Time magazine to USA Today, visual presenta-
tions in

computer-generated charts and graphs for overheads. And now in video training.

e This is where better cropping of pictures comes in — homing in on the thrust of the story
that the image is being used to translate.

e This is where color comes in: not as superficial decoration but as a tool to organize, high-
light, emphasize. Functional color.

e This is where headline typography comes in: The size, boldness and positioning of heads
helps in interpreting the relative importance of each story on the page.

e This is also where modular page arrangement comes in, where stories in vertical or horizon-
tal shapes, with big or little pictures, are displayed on the page for immediate recognition of
what belongs with what and how long each item is.

Now let’s recognize a fact about our audience that our verbal friends hate to admit. They al-
ways glibly talk about «our readers». Readers aren’t really readers. At least they don’t start
out as such. First they are lookers. People scan, hop and skip around, pecking here and there,
searching for goodies until something catches their attention. Seldom do they begin reading at
the start of an text. They enter where they damn well feel like entering. Watch how you read
yourself. You are typical... that’s why we must build in as many welcoming doorways as we
can. Because, once fascinated, lookers will indeed start to read.

SALESMANSHIP IS THE FOURTH FACTOR.

It is also the function of design to catch and then seduce viewers into becoming readers.
That’s visual salesmanship, and, like it or not, in our competition for the potential reader’s
attention, we must use it or die.

EMOTIONAL INVOLVEMENT — THE FIFTH INESCAPABLE FACTOR.

It’s a branch of salesmanship and of reporting. And of visual presentation. But our uninvolved
lookers are humans, with curiosities, angers, sympathies — the whole range of human emo-
tions, and we must use them. Play on them. We know that they react faster and more actively
to visual stimuli than to intellectual ones. That means photos: They are fast and easy to take in
and can be emotionally involving if they are good. Hence, more space for pics, more budget
for photographers. It sells papers.

GUIDANCE FOR THE READER IS THE SIXTH FACTOR.

Directing the searcher’s eye to the important stuff. What is important? Defining that is a func-
tion of editing. Achieving the goal of displaying the material to the casual viewer is a function
of typography, layout and design. The two work hand-in-glove to make it easy for viewers to
orient

themselves and find what they’re looking for.

¢ Premeditated organization is the key.

e Standardized signs are needed to announce the elements.
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e Repetitive elements ought always to be in the same place. Does that mean formatting? Yes
— but only those things that make sense to format.

We work on two levels: the product level, where signs demand uniformity to orient the user,
and on the journalistic level, where individual stories demand variety and freedom. Balancing
the two is quite an act. Freedom is vital for non-repetitive elements. You have to be choosy —
and responsible — about what to emphasize. Typography is the vital representation of tone of
voice. If everything screams, all you hear is loud, conflicting noise, and nobody listens. Okay,
turn the metaphor into visual terms. Messy disorganized typography and page arrangement 1s
like static on the radio. Or call it visual pollution. Call it anything, so long as you don’t do it.
PERSONALITY — THE SEVENTH FACTOR.

In this ruthlessly competitive world, it is vital that each product create its own character, both
in terms of its substantive matter — what it thinks and how it says it, what its service is and in
terms of its appearance. That appearance is vital to success. Knowing who you are is no less
useful to the advertisers. It is the visual context in which your information is carried. It mani-
fests itself by adherence to style that must be protected by strict discipline. It is especially
tricky for we designers to know when and where to depart from style, because we want to
have fun and show off how clever we are, but every departure dilutes the precious recogni-
tion. So you only

depart from it when there is overwhelming reason to do so. Every departure costs.

MONEY — THE EIGHTH FACTOR.

As a marketing tool, better design is succeeding in getting accepted by the financial people
who ultimately control everything we do. Design isn’t seen as a waste of money anymore.
They know that a better-looking vehicle gets better attention from its readership and thus pulls
more ads. Good design has proved to be good for business. Hence, more redesigns, more
color, more infographics, perhaps even more freedom for designers. No, not more freedom.
We don’t need that. We need more clout.

So, in this time of positive change, what must we do to get more clout? We must sell the effi-
cacy of design. Never ever sell a design on the basis of aesthetics — that you «like» it. That is
an advantage to us, but not to our partners, who are afraid of such fine judgments. That im-
plies taste. And it is safer to say no than to say yes to anything unfamiliar or new. By hanging
the decision on «likingy, you give them the weapon NOT to like it — and there’s no argument
about that.

You abdicate the decision. You have no recourse. No, we must be seen as responsible journal-
ists who develop design as an integral element of editing. That means we must develop our
ability to explain, justify and rationalize what we want to do in words and concepts that they
feel comfortable with.

We must make them see that our goals are no different from theirs; our standards are the same
as theirs. We must learn to speak their language.

Only that way will we become accepted as intellectual equals and contributors to the common
good. Because we visual people must join our verbal co-workers to hone our product to make
it totally acceptable to our investors — the buyers. They spend money for which they expect a
certain service. We had better deliver on our promise, and they had better perceive that they
are

getting their money’s worth.

Design guides them to notice these vital qualities of clarity, value and speed. Those are the
criteria on which good newspaper design should be judged. It has little to do with pure aes-
thetics. They are a given — they are the foundation on which we build. It’s like correct spell-
ing and good grammar for the writers.

No, design has everything to do with journalism and functional expression of substance.
That’s on the high level. On a lower level, it is really industrial design: styling a product that
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is right for its audience in its market niche. That’s quite a job. Internationally acclaimed as a
lecturer and consulting art director, Jan V. White is also the author of many books on publica-
tion design.

GIVE THE ENGLISH EQUIVALENTS FROM THE TEXT GIVEN ABOVE:

Ha nByX ypoOBHSX; clenaTh NMPHUSTHBIM TJIa3y; OJWH HE BEPHUT APYroMy; KPUTEPUU; YKpaIle-
HUE TOpPTa; MaKeThl WH(POPMAIMU; PYKOBOJCTBO IO IU3aliHy; HAa YPOBHE XYpPHAIHCTUKH;
KPUTHYECKH BaXKHBIA (DaKTOp; MPOBO3IIIANIATH; OTBETCTBEHHBIM >KYPHAIUCT;, BPAKECKUU
CTaH; BOXXHBIC Ka4eCTBa; MOJKOBEPHOEC OOPMOTAHUE; UMETh JICJIO C YHCTON 3CTETUKOM; JINd-
HbIC UCTOPHHM; JIy4lie Obl OHU MOCTUTAIH; MBI JOJDKHBI HAyYUTHCSI TOBOPUTH HA HMX SI3BIKE;
BpEMS TIOJIOKUTEIBHBIX TIepeMeH; 3G (EeKTUBHOCTh THU3aifHa; 0a3a, Ha KOTOPOI MBI CTPOHM.
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B ®OC no puciumsinHe BHECEHBI CIEAYIOIINE U3MEHEHUS:

JINCT USMEHEHHH B ®OC 110 JUCHUILJIUHE

PexBu3ursl
. Homep
Y4eOHbIi NPOTOKOJIA N .
pasjgeina, Copaepxxanue H3MEHEHHI U 10TOJHEHHUI
roja Yuyenoro cose-
a noapasaesa
2022/23 poToKoa Ne 8 bes usmenenuit
ot 30.06.2022
2023/24 npoTokoi Ne 8 be3 usmenenumii
ot 29.05.2023
2024/25 ITporoxom Ne bes nuzmenenuit
I1 ot
27.05.2024
2025/26 [Tpotokom Ne 8 be3 uzmenenmit
ot 26.05.2025
2026/27 ITpotokom Ne be3 uzmenenuit

10 ot
25.05.2026
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