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@OHJ OLEHOYHBIX CPEACTB MO AUCHUIUTMHE « THOCTpAaHHBIN A3bIK» COCTABJIEH B COOT-
BercTBUM ¢ TpeboBanmsimu @I'OCBO no nanpaenenuto noaroroBku 51.03.03 ConumanbsHo-
KYJIbTypHasl IeATebHOCTb.

ABTop-coctraButens: B. b. MemepskoB, ctapmmii mpernogaBaTellb Kadeapbl WHO-
CTPaHHBIX S3bIKOB

@OoH/I OLUEHOYHBIX CPEACTB MO AUCHUIUIMHE «VHOCTpaHHBIM S3BIK» KaK COCTaBHas
gacte OIIOIl Ha 3acemaHuu coBeTa KyJIbTYPOJIOTHYECKOTO (haKysibTeTa pPEKOMEHJOBaHA K
paccMOTPEHUIO SKCIIEPTHOU Komuccuei, mpotokoi Ne 8 ot 22.04.2023.

Okcneptuza nposeaeHa 15.05.2023, akt Ne 2023 / CM /] M.

@OoH/I OLEHOYHBIX CPEACTB MO AUCHUIUIMHE «VHOCTpaHHBIM S3BIK» KaK COCTaBHAas
yactb OIIOII yTBepkJIeHa Ha 3acelaHMM YUEHOro COBETa MHCTUTyTa MpoTokos Ne 8 or
29.05.2023.

Cpoxk npeiicTBus (POHIA OLEHOUYHBIX CPEJACTB MO AUCHUILIMHE «VIHOCTpaHHBIN SI3BIK»
NPOJJIEH Ha 3aCeJaHUM YUEHOI'0 COBETa MHCTUTYTA:

YyeOHbIii rox Ne mpoToko.J1a, 1aTa YTBEP:KIEHUA
2024/25 [Tpotokos Ne 11 ot 27.05.2024
2025/26 [Tpotokoa Ne 8 ot 26.05.2025
2026/27 IIpotokoa Ne 10 ot 25.05.2026
2027/28
2028/29




1. COCTABHBIE YACTH ®OHJA OLIEHOYHBIX CPEJCTB O JUCIHUTLIMHE
®onn oneHouHBIX cpeacTs (nanee — ®OC) mpencTaBiieH:
— ®OC B cocTtaBe paboueil mporpaMMbl AUCHUIITUHBI;
—KOMITJICKTOM aTTECTAIIMOHHBIX MEAarOrHueCKUX N3MEPHUTEIBHBIX MaTepHaiOB B (Op-
Me TECTOBBIX 3aJaHUH;
—MarepuaJaMi, HEOOXOIUMBIMH U OIICHKH YMEHUH W BiaJleHUH (TPaKTUKO-OpUEH-
TUPOBAHHbIE 33JJaHMsI, UCIIOJIb3YEMbIE B IEPHOJ TPOBEACHUS IIPOMEXKYTOUYHON aTTEeCTALIUN).

2. ®OC B COCTABE PABOYEW ITPOIr'PAMMBI JUCHUTIJIAHDI
®OC B coorBerctBuM ¢ Ilonoxxkennem «O mopsnake pa3pabOTKU U YTBEPKIAECHUU
OCHOBHBIX TNpO(ecCHOHANBHBIX 00pa30BaTENIbHBIX HPOrpaMM — IporpamMm OakajaBpuaTta,
CIeNMATUTETa U MarucTpaTypb» (YTB. YUEeHBIM cOBETOM, MpoTokoa Ne 7 0122.04.2019, mpu-
ka3 83-m ot 24.04.2019) Bxoaut B coctaB paboueil mporpaMMbl JTUCHMIUIMHEI (pa3aen Ne 6) u
BKJTIOYAET CIJICAYIONINE MYHKTHI U TIOAITYHKTHI:
6. ®OoH/1 OLIEHOYHBIX CPEACTB /ISl MPOBeIeHUs TPOMEKYTOYHOM aTTecTauuu 00y-
YaoUXCA M0 TUCHUTINHE.
6.1. IlepeyeHb KOMIETEHLUI € yKa3aHHEM 3TaloB MX (OPMHPOBAHUS B IpoOLECCE
OCBOCHHS 00pa3oBaTebHON TporpamMmel. Tabmwuma 6, 7.
6.2. Onucanue mokaszaTesyeil 1 KpUTepueB OLICHUBAHUS KOMIIETEHIMH Ha pa3IMyHbIX
sTanax ux (GopMUpOBaHMSI, OTIMCAHKE KA OLICHIUBAHMS.
6.2.1. Iloxazamenu u xKpumepuu OYyeHUBAHUs KOMNEMEHYULl HaA PAa3IUdHbIX dManax
ux popmuposanus Tabnuupsl 8, 9
6.2.2. Onucanue wKan oyeHusaHusl.
6.2.2.1. Onucanue mKajabl OLEHUBAHUS OTBETA HAa HK3aMeHe (3aueTe) (MATHOAIIb-
Has cucrema). Tabmuma 10.
6.2.2.2. Onucanue mkaisl oneHuBanusa Taoauma 11.
6.3. TunoBbie KOHTPOJBHBIE 3a/1aHUS WU UHBIE MaTEPHUAIbl, HEOOXOIUMBIE JIJISI OLICH-
KW 3HAHWWA, YMEHHUIA U BIIAJICHUH, XapaKTepU3yIOMUX dTarbl (OpMUPOBAHHS KOMIIETEHINHA B
MPOIECCE OCBOCHHS 00pa30BaTeIbHON MPOrPAMMBI.
6.3.1. Mamepuanvl 013 noocomosku K sk3ameny, 3auemy. Tadnuma 12, 13.
6.3.2. Tembl u MemoouyecKkue ykazanus no no020moexke pegepamos, scce u meopue-
CKUX 3a0anuil o OUCYUnIuHe.
6.3.3. Memoouueckue ykasauus no 8bINOJHEHUIO KYyPCOB8OU pabombi.
6.3.4. Tunosvie 3adanusi 011 NPOBeOeHUs. MeKyue2o KOHMpOJs GopmMuposanus
KOMNemeHyu.
6.3.4.1. I1nanbl ceMMHApCKUX 3aHATHIM.
6.3.4.2. 3aganus A IPAKTUYECKUX 3aHSATHMN.
6.3.4.3. Tembl 1 3aaHUS [UT1 MEJIKOTPYIIOBBIX/UHANBH/Y JIbHBIX 3aHSATHA.
6.3.4.4. TUnoBbIe TEMBI U 33/1aHUS KOHTPOJIBHBIX PabOT (KOHTPOJIBHOTO YPOKa).
6.3.4.5. TectroBble 3a1aHusl.
6.4. MeTtoauueckue MaTepHalbl, ONpPEAETSIONINe MPOLEAyphl OLICHUBAHUSA 3HAHUH,
YMEHUH U BIaJICHUH, XapaKTePU3YIOIIUX ATAIbl (POPMUPOBAHHS KOMIIETCHITHH.

3. KOMIJIEKT ATTECTAIIMOHHBIX MEJATOT MYECKUX U3MEPUTEJbHBIX
MATEPHUAJIOB B ®OPME TECTOBBIX 3AJTAHUA



Cneyugukayus mecmogolx 3a0anuii

Ilenb TecTUpoBaHUsA

OreHKa y4eOHBIX JOCTHIKEHUH

DyHKIMS TECTUPOBAHUS

KoHTposb, AnarsocTrka

Bun xontpons

Texymmii KOHTpPONb 3HaHUH OOydaromuxcs. Bo3MoxHO nmpumeHe-
HUE B paMKaX NPOMEXYTOYHOH aTTECTallud U IPOBEPKH OCTaTOU-
HBIX 3HaHUI

Mogens AIIMM u ¢opmsl Te-
CTOBBIX 3aJJaHUMH

YpoBHeBasi MOJI€eJIb ITPEJICTABIICHA B TPEX B3aMMOCBSI3aHHBIX 0JI0-
KaxX TECTOBBIX 3aJIaHUM:

— bnok 1. 3amaHvs Ha ypoBHe «3HATB» B OopMe «BBIOOpP OJIHOTO,
JIBYX U 00Jiee MPABUIILHBIX OTBETOB U3 MPEJIOKEHHBIX) BBISIBJISIOT
B OCHOBHOM 3HAaHUEBBI KOMIIOHEHT MO JUCIHIUIMHE U OICHHBA-
F0TCSI IO OMHAPHOH IIIKaJle «ITPaBUIBLHO-HETPABUIIBHOY;

— brnok 2. 3amanus Ha ypoBHe «GHATh» U «yMeTb» B (popme
«YCTaHOBJICHHE COOTBETCTBUS (IIOCIIEIOBATEILHOCTH )», B KOTOPBIX
HET SIBHOTO yKa3aHUs Ha CIOCOO BBIMOIHEHUS, JUIS WX PEHICHUs
00yJaroIuiics CaMOCTOSATENBHO BHIOWpAeT OIMH M3 H3YYEHHBIX
crnoco0oB. 3aaHus TaHHOTO OJI0Ka MO3BOJISIOT OLEHNUTh HE TOJIBKO
3HAHUS N0 JWCIUIUIMHE, HO ¥ YMEHUS MTOJIb30BaThCS UMM TIPH pe-
IIeHUH CTAaHIAPTHBIX, THIOBBIX 3a/la4. Pe3ymbTaThl BBITOIHEHUS
3TOro 0JI0Ka OLEHUBAIOTCS C YUYETOM YACTHYHO MPABUIIBHO BBIMOJ-
HEHHBIX 3a/IaHUl;

— brnok 3. 3amaHus Ha ypoOBHe «3HAThb», «KYMeTb», «BJIaJAeTh)»
MpeJicTaBiIeHbl B (opMe Keic-3a/IaHusl, COJEpKAHUE KOTOPOTo
MpeInoJiaraeT UCIOIb30BaHUE KOMIUICKCA YMEHHUI 1 HABBIKOB, JJIs
TOTO YTOOBI 0OYYAOIIUIICS MOT CAMOCTOSITENTFHO CKOHCTPYHPOBATh
CIoco0 pemeHus, KOMOMHUPYS H3BECTHBIE €My CITOCOOBI M TIPH-
BJICKash MEKIMCHUIUIMHAPHBIE 3HaHus. Keiic-3amanue mnpeacTas-
JseT co0or ydeOHOe 3aJjaHKe, COCTOSIIee U3 OMUCAHUS PEaIbHOM
CUTYaIll ¥ COBOKYITHOCTH C(hOPMYIHPOBAHHBIX K HEH BOTIPOCOB.
Brmonaenne obydaromuMes Keic-3aqanuii TpeOyeT pereHus mo-
CTaBJICHHOW MIPOOJIEMBI (CHTYyaIlMK) B 1IEJIOM U NIPOSIBICHUS YMEHUS
aHAIIM3UPOBATh KOHKPETHYIO HWH(OPMAINIO, TIPOCICKHUBATH IPH-
YUHHO-CJICJICTBEHHBIC CBSI3H, BBIJACIATH KJIHOYEBBIC MPOOJEMBI U
METO/IbI UX PEILCHUSI.

KonnuecTBO TECTOBBIX 3aJaHUN

21

Bpewms TectupoBaHus (MUH)

90

Crparerust pacmojOXeHHs 3a-
JTAHUU B TECTe

B paMkax TeMBbI 110 OJTHOMY 32/IaHHIO M3 KaXKI0TO OJ0Ka

IInanupyemslie pe3ynbTaTel | VK-4
OCBOEHHS
Ilepeuenr  mokymenToB, wuc- | ®I'OC BO no nanpasnenuio noarorosku 51.03.03 ConmanbHo-

MNOJIB3YyEMBIX IIpU ILJIaHUPOBA-
HHUHU COACPKAHUA TCCTA

KyJIBTYpHas AEATENBHOCTD, paboyas mporpaMMa JUCIHUILUIAHBL

IlepeueHp NpUIOXKEHUH K cCrie-
uQUKAIIH

Komuduxarop

PazpaboTunku

Cesproruna O.B., crapmmii npenoaaBatenb Kadeapbl WHOCTpaH-
HBIX SI3BIKOB

DKCIIepTH3a TECTOBBIX 3aJaHUM

IIpoBenena B pamkax oomeit sxcreptussl OITOI

Koougurxamop mecmoswvix 3adanuii’

' Kop TectoBoro 3aaanus 6yaeT cocToaTh u3: Ne 6110ka 1 Ne TeCTOBOIO 3alaHKsl TEMBI, OTJEIEHHBIX IPYT OT APYyra TOYKOM.
Kot TecToBbIx 3amanuii nepsoii Temsl: 1.1, 2.1, 3.1, Bropoii Tembr — 1.2,2.2, 3.2 u 1. 1.
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Koa TectoBoro 3aganus (T3) Koabl
Ne 6s10xa u T T3 HauMeHoBaHUE TEMBbI KOMIIeTeHIH
biok 1. biok 2. Bok 3.
Bri6op ogHoro, | YcraHosie- Keiic-
IBYX U 0ojiee | HUE COOTBeT- | 3ala-
[IPaBUIBHBIX ctBus (110- HHC
OTBCTOB CJIEA0BATCJIb-
HOCTH)
1.1 2.1 3.1 Tewma 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 | Tema5. Shops YK-4
1.6 2.6 3.6 | Tema 6. Studying VK-4
1.7 2.7 3.7 | Tema 7. Family and friends YK-4
Bank mecmoeuix 3a0anuii
Kon T3 TecToBoe 3a1aHue Kurou
BEPHOI0
0TBETAa
Baok 1 Buvibepume npasunvhotii omeem(st)
1.1 Read about Colin. Then tick (/) the sentences which are true. In each group of b
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 tomor-
row 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
b he'll finish work
¢ he'll be working
d he won't have finished work
1.5 At9.15 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
¢ he'll have left work
d he'll have arrived home

Baok 2 Yemanoeume coomeemcmeue. Kasxcoomy rnemenmy neeozo cmonoua
COOMGEemMcmeyem HMoabKO 00UH IIEMEHm Npacozo. Yumume, umo
00UH U3 IIEMEHMO08 NPABO20 cmoaoua ruwnuii. Omeem K 3a0anusm
3anuwiume 6 euode couemanHus yugdp u Oyxe, codn00as nociedosa-
menbHOCmb 1€6020 cMO0Ua, 6e3 npodenoe u 3HAKO8 NPEnUHAHU.
Hanpumep, 1A253B
2.1 Coommuecume. Ic2b3d4e
1. Christian name a. IIPO3BUILE
2. teenager b. mopocTok
3. twenty odd. C. UMs
4. look one;s age. d. 1BaguaTh C JTUIITHUM
€. BBITJISACTh HE CTApIIE CBOUX JICT
2.2 Yemanosume coomeemcemeue medxncoy caosamu ¢ npomugononoxcuvim | le2c3d4b
SHAYEHUEM.
1. nervouse a. bad
2. healthy b. old
3.exciting c. ill
4.modern d. boring
e. calm
2.3 Yemanosume coomeemcmeue meocdy npeonoscenusmu u epemennou | la2b3c4d
Ghopmoti.
1. The Earth goes round the moon. | a. Present Simple
2. When did you come back home? | b. Past Simple
3. They have already arrived.. c. Present Perfect
4. I will be late tomorrow. d. Future
e. Past Perfect
2.4 Yemanosume coomeememeue mexncoy npednoxcenusimu u ux nepesodom | 1b2c3d
1.What can you buy? a. Uro Be1 xoTuTe cebe KynmuTh?
2.What would you like to buy ? | b. Uto Ber moxeTe cebe kynutb?
3. What do you have to buy? c. Uro Okl Ber xotenu cebe Ky-
MUTh?
d. YUto Brl omkHBI cebe KymuTh?
2.5 Yemanosume coomeemcemeue medxcdy npeonosicenusmu u ux nepego- | 1b2c3ade
oom.
1. A good name is better than | a. KpoBs rymie Boas.
riches
2. As like as two peas in a pod. b. JIoOpoe ums Jrydiiie boraTrcTaa
3. Dlood is thicker than water. c. Kak MaBe xarit BOIEI.
4. Love in a cottage. d. be3 Tpyna He BBIHEIIL PHIOKY
13 IpyJa.
¢. JIto0oBb B H1anaime.
Baok 3 Keiic-3a0anua npeononazarom pabomy ¢ npeodiorHceHHbIM HEeKCHOM.
Ilocne e2o npoumenus Heo0X00UMO omeemumv HA ROCHABIEHHbIE
BONPOCHL UL GLINOTTHUMD 3A0AHUS
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 .ottt ettt ettt sttt ? By car?
Yes, we hired a car in San Francisco.

3 It's a long way to drive. How long........c.cccecvvercncncnnene ? Two weeks.
4 WHRETE. ...cveeieiietecctetee et ? In hotels?
Yes, small hotels or motels.

S ettt nen ?

Yes, but it was very hot - sometimes too hot.

0 e the Grand Canyon?

Of course. It was wonderful.

32

Hpouumaﬁme mexKkcm u omeenmvme Ha 60npocsvl.

The Different Types of Business Status in the UK

The following guide is designed to help you understand the var-
ious 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 com-
pany, and have unlimited liability to all debts and legal ac-
tions. If the business has to fold with debts, you will have to set-
tle these debts from your personal assets. You may find it more
difficult to attract customers —you do not have to file ac-
counts 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 out-
side investment or partners, which can prevent the expansion of
the business.

Private Limited Company (Ltd)

A private limited company is a legal entity in its own right, sep-
arate 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 reg-
istered business in the UK. As a shareholder of a private lim-
ited 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 po-
sition of the company by paying Companies House a small fee.
You may not consider this transparency to be a benefit to you per-
sonally 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
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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 busi-
ness suits better to large organizations.

Limited Liability Partnership (LLP)

This allows business partners to enjoy the benefit of limited liabil-
ity, avoiding the problems of joint liability that applies to or-
dinary partnerships. There are no shares in this form of com-
pany, and tax arrangements remain the same as for ordinary part-
nerships.

1.What is the simplest form of a company?

2.Which form of business suits large organizations?

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

HquHTaﬁTe TCKCT M BBIIIOJTHUTC 3aJaHHC:

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 be-
cause 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, tu-
ition, and textbooks proving especially costly for families of lim-
ited resources some nations have even succeeded in supplement-
ing the costs of high quality education, making it accessible 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 successfully?
The Social Progress Imperative has compiled research on basic
education levels throughout the world and presented it via the So-
cial 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 coun-
tries 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
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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 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. of-
fers 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 com-
parative 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 education, which is
also compulsory. According to the country’s Constitution, each
individual has the right to education. Public schools in Poland of-
fer free education and the public authorities ensure that every cit-
izen 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 lit-
eracy 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. 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.,
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the education system differs from one state to another. Students in
Germany must, by law, study a foreign language and they are typ-
ically heavily examined throughout the course of their education.
There are three main kinds of high school in the country and eli-
gibility is determined by academic 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 pri-
mary school enrollment at 57.8, and adult literacy at 57.5 on the
scale. The country offers compulsory education for children be-
tween the age of 6 and 16 years; the compulsory education in-
cludes elementary, and the initial four years of secondary college.
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 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 compulsory education is free but in some cases private fund-
ing 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 compulsory
for every child in the country from age of 6 or 7. The compulsory
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 research, Sweden
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spends more than the average country on its education 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

Hpoqumaﬁme mexKkcm u omeemvme 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 between the
author and the editor. Editing is, therefore, also a practice that in-
cludes creative skills, human relations, and a precise set of meth-
ods.

Print media

There are various levels of editorial positions in publishing. Typ-
ically, 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 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 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
editory», «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 acquire a title of editor at-large or
contributing. In the book publishing industry, editors organize an-
thologies and other compilations, produce definitive editions of a
classic author's works («scholarly editor»); and organize and man-
age contributions to a multi-author book (symposium editor or
volume editor). Finding marketable ideas and presenting them to
appropriate authors: a sponsoring editor. Obtaining copy or re-
cruiting authors such as: an acquisitions editor or a commission-
ing 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
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
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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 pub-
lication 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 ed-
itor 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 func-
tions. These include:

*Copy editors

*Department editors

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

*News editors, who oversee the news desks

*Photo 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 ed-
itorial writing responsibilities. The editorial page editor may

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

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

eReaders' editors, sometimes known as the ombudsman, who ar-
bitrate complaints

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

¢ 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 some-
times 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?
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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 pub-
lication budget?

3.5

Hpoqumaﬁme meKcm U 6bINOJIHUMeE 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 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 headline.)
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 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 prod-
uct’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 news-
papers 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
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
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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 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 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 To-
day, visual presentations in

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

¢ 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.

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

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

¢ 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 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 fasci-
nated, 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.
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It’s a branch of salesmanship and of reporting. And of visual pre-
sentation. But our uninvolved lookers are humans, with curiosi-
ties, 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 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 impor-
tant? Defining that is a function of editing. Achieving the goal of
displaying the material to the casual viewer is a function of typog-
raphy, 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.

® 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 every-
thing screams, all you hear is loud, conflicting noise, and nobody
listens. Okay, turn the metaphor into visual terms. Messy disorga-
nized 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
1t.

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 adher-
ence to style that must be protected by strict discipline. It is espe-
cially 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 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 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
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readership and thus pulls more ads. Good design has proved to be
good for business. Hence, more redesigns, more color, more info-
graphics, 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 ad-
vantage 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 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 journalists who develop design as an integral
element of editing. That means we must develop our ability to ex-
plain, 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 aesthetics. 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. Internation-
ally 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; cienaTh NPUATHBIM I71a3y; OJUH HE BEPUT ApY-
roMy; KpUTEpUH; YKpalleHHe TOPTa; MaKkeThl HH(pOpMaIum; pyKo-
BOJACTBO IO AM3aiiHy; HAa YPOBHE JKyPHAJIMCTHKH; KPUTHYECKH
BaXHBIN (aKTOp; MPOBO3IJIAIIATE; OTBETCTBEHHBIM KYPHAIHCT;
BPAKECKUI CTaH; Ba)XKHbIE KAa4yeCTBa; I1OJKOBEPHOE OOPMOTAHUE;
UMETh JIeJI0 C YUCTON 3CTETHKOH; JIMUHbIE WCTOPHHM; JIydlle Obl
OHHM IIOCTUTajH; Mbl JOJDKHBI HAyYNUTHCS FOBOPUTH HA HX S3BIKE;
BpeMsI MOJIOKUTENIBHBIX MepeMeH; 3 (EeKTUBHOCTh An3aiiHa; 6a3a,
Ha KOTOPOH MbI CTPOHUM.
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TecT-OMs1€T
(1y1s1 6JIAHKOBOTO TECTUPOBAHMS)

Kon T3

TecToBOE 3a7aHHE

baok 1

Buvibepume npasunvnutii omeem(vt)

1.1

Read about Colin. Then tick (/) the sentences which are true. In each group 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

c 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

Yemanoeume coomeemcmeue. Karxcoomy rnemenmy neeozo cmonoua coomeem-
cmeyem moJibKo 00UH I71eMeHm HPAgo2o. Yumume, 4mo 0OUH U3 IJ1eMeHmMOo8 npa-
6020 cmonoua auwinuil. Omeem K 3a0aHUAM 3anUMIUmeE 8 gUde COYemaHus yugp u
0yKe, cobadan nociedosamenbHOCmy j1e6020 cmoaouya, 6e3 npobdenos u 3HAK08
npenunanus. Hanpumep, 112b3B

2.1

Coommnecume.

1. Christian name a. IIPO3BHILE

2. teenager b. moapocTok

3. twenty odd. C. UMs

4. look one;s age. d. ABanUaTh C JIUIIHUM

€. BLITJISIETH HE CTaplle CBOUX JIET

2.2

Ycemarnosume coomgememesue mexcoy cnosamu ¢ RpOMUEONOI0NCHbIM 3HAYCHUEM.
| 1. nervouse | a. bad
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2. healthy b. old
3.exciting c. ill
4.modern d. boring
e. calm
2.3 Yemanosume coomsememsue mexcoy npeonoxNcenusimu U 6pemeHHol hopmoil.
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. I will be late tomorrow. d. Future
e. Past Perfect
2.4 Yemarnosume coomeemcemesue mescoy npeosiodceHuUsMU U UX nepegooom
1.What can you buy? a. Uro Be1 xoTuTe cebe KymuTh?
2.What would you like to buy ? | b. Uto Brl moxxeTe cebe KynuTs?
3. What do you have to buy? c. Uro Okl Brl xoTenu cebe Kynuth?
d. Yro Bbl 10oimKHBI ceOe KynUTh?
2.5 Yemanosume coomeemcemeue medicoy npeoiodceHusiMuy U UX nepesoooM.
1. A good name is better than | a. KpoBs rymie Boas!.
riches
2. As like as two peas in a pod. b. JloOpoe ums Jrydire 6oraTcTsa
3. Dlood is thicker than water. c. Kak MIBe karuit BOObL.
4. Love in a cottage. d. be3 Tpya He BBIHENIb PHIOKY U3 MpyAa.
e. JItoOoBb B mmasaiie.
Baok 3 Keiic-3a0anusa npeononazatom paéomy c npeonoxcennvim mexkcmom. Ilocne ezo
RPOUMEHUA He0DXO00UMO OMEEeMUMb HA NOCHIABIEHHbIE 60NPOCHL UIU bINOTHUMD
3a0anus
3.1 3anoanume 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 et st sttt s ? By car?

Yes, we hired a car in San Francisco.

3 It's a long way to drive. HOW 10ng.......cocoiiiiiiiiiiiieeeeeee, ? Two weeks.

4 WHRETC....cccuvieieeciiieieeeie ettt ve e eeas ? In hotels? Yes, small hotels or motels.

S e ? Yes, but it was very hot - sometimes too hot.

B ittt eene e the Grand Canyon? Of course. It was wonderful.
3.2 Tlpouumatime mexcm u omgemvme HA BONPOCHL:

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 notification of your local tax office, but it is also the type of business ex-
posed 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 set-
tle 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 Com-
panies House, which leads to a lack of company transparency, and makes
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it impossible for potential customers to verify your background via an
official third party. You may also find it more difficult to attract outside in-
vestment or partners, which can prevent the expansion 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 advan-
tages, 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 company is also considered to be more prestigious by other com-
panies 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 com-
pany 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 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 run-
ning 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?

33

[IpounTaiiTe TEKCT U BBIIIOJIHUTE 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 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 others
when it comes to furnishing their citizens with the skills offered by basic edu-
cation. With the potential costs running high uniforms, tuition, and textbooks
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proving especially costly for families of limited resources some nations have
even succeeded 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 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 presented it via the
Social Progress Index; this offers a rigorous and comprehensive way of measur-
ing 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-edu-
cated.

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 individ-
ually. 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 com-
pulsory 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 ma-
terial. 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 na-
tions.

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 enroll-
ment 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 chil-
dren 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 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 ev-
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ery 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. 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 dif-
fers from one state to another. Students in Germany must, by law, study a for-
eign 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 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 chil-
dren between the age of 6 and 16 years; the compulsory education includes el-
ementary, and the initial four years of secondary college. 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 schools charge low fees
and this makes them accessible to students from various socio-economic back-
grounds.

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 compul-
sory 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 ex-
tracurricular 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 education regardless of socio-economic status. Education is compulsory for

22




every child in the country from age of 6 or 7. The compulsory education in-
cludes 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 average country on its education system, spend-
ing 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
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Editing

Editing is the process of preparing language, images, sound, video, or film
through correction, condensation, organization, and other modifications in var-
ious 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 relation-
ship 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 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 publi-
cation, the more these roles run together. In particular, the substantive 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 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
editory», «news designer», or — more so in the past — «makeup editor». Mag-
azine editors include 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 industry, editors organize antholo-
gies 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 marketable 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 effective 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 pub-
lishing 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 opinion pages in order to have a complete separation of its news
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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 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:

*Copy editors

eDepartment editors

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

eNews editors, who oversee the news desks

*Photo 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.
*Top editors, who may be called editor in chief, executive editor or sometimes
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

¢ Administrative editors (who actually don't edit but perform duties such as re-
cruiting 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 gen-
eral.

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?

3.5
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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
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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 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 big-
ger. 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 under-
stand how vital their shared efforts are to the product’s acceptance by the pub-
lic.
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-dis-
seminating function newspapers used to have. Newspapers are swiping the fea-
ture-report function general interest magazines used to have. Magazines 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.
¢ This is where better cropping of pictures comes in — homing in on the thrust
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of the story that the image is being used to translate.

¢ This is where color comes in: not as superficial decoration but as a tool to or-
ganize, highlight, emphasize. Functional color.

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

¢ This is also where modular page arrangement comes in, where stories in ver-
tical 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 read-
ers. 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 your-
self. You are typical... that’s why we must build in as many welcoming door-
ways 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 emotions, 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 emo-
tionally 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 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.

¢ Standardized signs are needed to announce the elements.

¢ Repetitive elements ought always to be in the same place. Does that mean for-
matting? 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 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.
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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 fi-
nancial 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 design on the basis of aesthet-
ics — 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 to say yes to anything unfamiliar or new. By hanging the decision on «lik-
ing», 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 contributors
to the common good. Because we visual people must join our verbal co-work-
ers to hone our product to make it totally acceptable to our investors — the buy-
ers. 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 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 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; cAenaTh NPUSATHBIM IJ1a3y; OJUH HE BEPUT JPYTOMY; KpUTeE-
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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 for-
mats of UK businesses.

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 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 Com-
panies 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
expansion 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 com-
pany and any shares you hold which you have not yet paid for. In addition to limited liabil-
ity, this form of company is also considered to be more prestigious by other compa-
nies and the general public due to its legitimate nature and the way important informa-
tion 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 (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 direc-
tors 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?
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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
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 uniforms, tuition, and
textbooks proving especially costly for families of limited resources some nations have even
succeeded 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 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 presented it via the Social Progress Index; this offers a rigor-
ous 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 fac-
tors like adult literacy rate, primary school enrolment, secondary school enrollment, and
women’s mean years in school. These components determine which countries offer better ed-
ucational 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 coun-
tries are so well-educated.

10. United States, 61.3

The United States access to basic knowledge index is 61.3, with a (relatively) ex-
tremely high secondary school enrollment at 89.5, an adult literacy index of 57.5, and a pri-
mary 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 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 coun-
try. 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-per-
forming in this area when contrasted with comparative nations.

9. Poland, 61.4
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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 education, which is also compulsory. Ac-
cording 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.

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 com-
pulsory education includes elementary, and the initial four years of secondary college. 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 pri-
vate 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 cen-
tralized 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 ex-
tracurricular activities in schools. Students who want to enroll in science and art schools are
required to pay additional fees.

5. Sweden, 63.7
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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 en-
rollment 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 compulsory 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 research, Sweden spends more
than the average country on its education 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.

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
editorial assistants reporting to the senior-level editorial staff and directors who report to se-
nior 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
substantive editor and copy editor often overlap: fact checking and rewriting can be the re-
sponsibility 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 publica-
tion 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 acquire a title of editor at-large or
contributing. In the book publishing industry, editors organize anthologies and other compi-
lations, produce definitive editions of a classic author's works («scholarly editor»); and orga-
nize and manage contributions to a multi-author book (symposium editor or volume editor).
Finding marketable ideas and presenting them to appropriate authors: a sponsoring editor. Ob-
taining 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 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 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 opinion pages in or-
der 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 develop-
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ing the staff. The executive editor is also responsible for developing and maintaining the pub-
lication budget. In concert with the publisher and the operating committee, the executive ed-
itor is responsible for strategic and operational planning.

Newspapers

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

*Copy editors

eDepartment editors

*Managing 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

*Photo 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.

*Top editors, who may be called editor in chief, executive editor or sometimes just ed-
itor

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

* 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 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 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 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 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 clarify whatever is being covered.
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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 depart-
ment 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 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 peo-
ple 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
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 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. 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.

® 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.

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

¢ 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.

® 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 recog-
nition of what belongs with what and how long each item is.
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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 welcoming door-
ways 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 read-
ers. 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 un-
involved lookers are humans, with curiosities, angers, sympathies — the whole range of hu-
man emotions, 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 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.

¢ Standardized signs are needed to announce the elements.

¢ Repetitive elements ought always to be in the same place. Does that mean format-
ting? 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. Bal-
ancing 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 typography and page ar-
rangement 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 charac-
ter, 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 espe-
cially 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 any-
more. They know that a better-looking vehicle gets better attention from its readership and
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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 free-
dom. 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 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 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
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 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
aesthetics. 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 sub-
stance. That’s on the high level. On a lower level, it is really industrial design: styling a prod-
uct that is right for its audience in its market niche. That’s quite a job. Internationally ac-
claimed 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; chenaTh IPUATHBIM IJa3y; OJUH HE BEPUT JIPYroMy; KpUTEpUU;
yKpallleHue TOpTa; MakeThl HH(OPMaLMU; PYKOBOACTBO IO JIM3aiiHy; HA YPOBHE KypHAIUCTU-
K{; KPUTUYECKH Ba)KHBIN (DaKTOp; MPOBO3IIIANIATE; OTBETCTBEHHBIN JKYypHAIUCT; BPAXKECKUN
CTaH; Ba)XKHbIE KAUeCTBA; MMOJAKOBEpHOE OOPMOTAHHE; UMETh JEJI0 C YUCTOW ACTETUKOMU; JHU-
HbIE UCTOPHM; JIyulle Obl OHU MOCTUTAIM; MBI JJOJDKHBI HAyYHUTHCSI TOBOPUTH HAa MX S3BIKE;
BpeMsl MOJIOXKUTENbHBIX IepeMeH; 3¢ ()EeKTUBHOCTh AMU3aiiHa; 0a3za, Ha KOTOPOH MbI CTPOUM.

K DK3aMeHYy

N TeMbl NPAKTUKOOPHEHTHPOBAHHBIX 3a1aHUMH Kon .
n/n KOMMeTEeH it

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
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| 7 | Deutsche Sprache und Kultur OK-4

MaTtepuanbl 115 BbINOJTHEHHS IPAKTHKO-OPHEHTHPOBAHHBIX 32/ IaHUIA

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 for-
mats of UK businesses.

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 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 Com-
panies 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
expansion 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 com-
pany and any shares you hold which you have not yet paid for. In addition to limited liabil-
ity, this form of company is also considered to be more prestigious by other compa-
nies and the general public due to its legitimate nature and the way important informa-
tion 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 (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 direc-
tors 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?
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
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 uniforms, tuition, and
textbooks proving especially costly for families of limited resources some nations have even
succeeded 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 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 presented it via the Social Progress Index; this offers a rigor-
ous 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 fac-
tors like adult literacy rate, primary school enrolment, secondary school enrollment, and
women’s mean years in school. These components determine which countries offer better ed-
ucational 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 coun-
tries are so well-educated.

10. United States, 61.3

The United States access to basic knowledge index is 61.3, with a (relatively) ex-
tremely high secondary school enrollment at 89.5, an adult literacy index of 57.5, and a pri-
mary 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 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 coun-
try. 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-per-
forming 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
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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 compulsory. Ac-
cording 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.

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 com-
pulsory education includes elementary, and the initial four years of secondary college. 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 pri-
vate 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 cen-
tralized 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 ex-
tracurricular 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 en-
rollment 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 compulsory for every child in the country from age of 6 or 7. The com-
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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 research, Sweden spends more
than the average country on its education 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.

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
editorial assistants reporting to the senior-level editorial staff and directors who report to se-
nior 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
substantive editor and copy editor often overlap: fact checking and rewriting can be the re-
sponsibility 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 publica-
tion 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 acquire a title of editor at-large or
contributing. In the book publishing industry, editors organize anthologies and other compi-
lations, produce definitive editions of a classic author's works («scholarly editor»); and orga-
nize and manage contributions to a multi-author book (symposium editor or volume editor).
Finding marketable ideas and presenting them to appropriate authors: a sponsoring editor. Ob-
taining 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 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 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 opinion pages in or-
der 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 develop-
ing the staff. The executive editor is also responsible for developing and maintaining the pub-
lication budget. In concert with the publisher and the operating committee, the executive ed-
itor is responsible for strategic and operational planning.
Newspapers
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Editors at newspapers supervise journalists and improve their work. Newspaper edit-
ing encompasses a variety of titles and functions. These include:

*Copy editors

eDepartment editors

*Managing 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

*Photo 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.

*Top editors, who may be called editor in chief, executive editor or sometimes just ed-
itor

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

* 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 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?
. What do the editors-in-chief do? What is their main responsibility?
. Who is responsible for newspaper layout?
. Who answers the complaints?
. What does a substantive editor usually do and why do they hire such editors?
. What is the copy desk staff?
. Why is it necessary to supervise journalists and who supervises them in the newspa-
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per?
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 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 depart-
ment for treatment. (Those art people aren’t really editors. They are artists, for heaven’s
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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 peo-
ple 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
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 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. 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 translate.

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

¢ 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
horizontal shapes, with big or little pictures, are displayed on the page for immediate recog-
nition 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
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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 door-
ways 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 read-
ers. 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 un-
involved lookers are humans, with curiosities, angers, sympathies — the whole range of hu-
man emotions, 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 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.

¢ Repetitive elements ought always to be in the same place. Does that mean format-
ting? 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. Bal-
ancing 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 typography and page ar-
rangement 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 charac-
ter, 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 espe-
cially 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 any-
more. 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 free-
dom. We don’t need that. We need more clout.

43



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 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 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
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 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
aesthetics. 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 sub-
stance. That’s on the high level. On a lower level, it is really industrial design: styling a prod-
uct that is right for its audience in its market niche. That’s quite a job. Internationally ac-
claimed 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; clenaTh NPUSATHBIM TJIa3y; OAMH HE BEPUT JPYTrOMY; KPHTEPHU;
yKpalleHue TopTa; MakeThl HH(OPMAIIMU; PYKOBOACTBO IO IM3aiHY; HA YPOBHE KypPHATHCTU-
K{; KPUTHYECKH BKHBIN (DaKTOpP; MPOBO3IIIANIATE; OTBETCTBEHHBIH JKypHAIUCT; BPAXKECKUN
CTaH; Ba)KHBIC KAYE€CTBA; MOJAKOBEPHOE OOPMOTAHHE; UMETh JENI0 C YUCTOU ICTETUKOMU; JTHU-
HBIC MCTOPHH, JIy4Ille Obl OHHM TOCTUTAJU; MBI JOJDKHBI HAyYUTHCS TOBOPUTH HA WX SI3BIKE;
BpeMsl MOJIOXKUTENBHBIX TIepeMeH; 3((HEeKTUBHOCTh AM3aiiHa; 0aza, Ha KOTOPOH MBI CTPOUM.
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JIMCT UBMEHEHU B ®OC 0 JUCHUILIMHE

B ®OC 1o nucuuiuiiHe BHECEHBI CIIEIYIOIINE U3MEHEHUS:

PexkBU3HUTHI
N Homep pa3s-
Y4ueOHblii NMPOTOK0JIa N N
aeJia, Conep:xxaHue U3MeHEeHH ¥ 10TOJTHEHUH
roj YueHoro co-
nojapasaeJia
BeTa
2024/25 [Tporokoi Ne be3 m3meHeHwmit
11 ot
27.05.2024
2025/26 ITporoxos Ne 8
ot 26.05.2025
2026/27 [IpoTtokomn Ne
10 ot
25.05.2026
2027/28 [Tpotokom Ne
JUL.MM.ITIT
2028/29 ITpotokom Ne
JUL.MM.TTIT
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