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ПРИМЕНЕНИЕ КЕЙС-ТЕХНОЛОГИИ 
В ОБУЧЕНИИ ДЕЛОВОЙ ЭКОНОМИЧЕСКОЙ ЛЕКСИКЕ 
НА ИНОСТРАННОМ (АНГЛИЙСКОМ) ЯЗЫКЕ
Обучение иностранному языку связывается в первую очередь с обучением правильному пониманию и употреблению лексики. Основная цель работы над лексикой состоит в том, чтобы учащиеся последовательно овладели различными видами речевой деятельности: говорением, чтением, аудированием.
Вся работа над иноязычным словом должна обеспечивать: 1) создание мобильного словарного запаса; 2) предотвращение его забывания; 3) использование лексических единиц в устной речи в соответствии с целями общения [1].
Специфика деловой экономической лексики заключается в том, что данный пласт лексической системы не используется в повседневном общении на иностранном языке, следовательно, вызывает у учащихся определенные трудности при запоминании и воспроизведении. Как известно, легче запоминается и усваивается тот материал, который можно применять ежедневно в коммуникации с другими людьми. Большинство изучающих деловой иностранный язык такой возможности не имеет. Возникает потребность в создании условий для формирования навыков применения деловой экономической лексики в различных ситуациях.

Оптимальным решением данной проблемы, на наш взгляд, является рассмотрение проблемных ситуаций, связанных с профессиональной деятельностью изучающих иностранный язык. В процессе работы над ситуациями происходит закрепление необходимого лексического материала и совершенствование навыков применения его в определенных деловых ситуациях. В сфере методики преподавания делового иностранного языка  с проблемными ситуациями работает кейс-технология.

Суть кейс-технологии заключается в том, что учащимся предлагают проанализировать реальную жизненную ситуацию (кейс), описание которой одновременно не только отражает какую-либо практическую проблему, но и «актуализирует определенный комплекс знаний, который необходимо усвоить при разрешении данной проблемы» [2].

Цель работы над кейсом состоит в практическом овладении языком как средством общения в сфере экономики:

· овладение навыками устной иноязычной речи (диалогической и монологической);

· формирование навыков использования иноязычной речи в соответствии с коммуникативной ситуацией;

· формирование умения применять иностранный язык при решении проблемных ситуаций, связанных с будущей профессией; 
· овладение навыками и умениями чтения литературы по выбранной  специальности (экономической).

Данная цель достигается решением следующих задач:

1) коммуникативная: понимать речь носителей языка, владеть устной диалогической и монологической речью, читать вслух и про себя неадаптированный текст без словаря, делать адекватный перевод на родной язык; 

2) экономические задачи: систематизация и углубление знаний по экономическим дисциплинам;

3) профессиональная: развитие навыков и умений, необходимых для будущей профессиональной деятельности.
Далее мы рассмотрим применение кейс-технологии на конкретном примере.

Содержание кейса: Деятельность британского транснационального банка Barclays в сфере банковских услуг, методы исследования [банком] спектра запросов клиентов.

Методика работы над кейсом

Данный кейс ориентирован на самостоятельную и аудиторную работу студентов. Изучение текста кейса (включает чтение и перевод представленного материала) и выполнение заданий к нему производится студентами самостоятельно. На занятии проводится проверка правильности выполнения заданий и организуется дискуссия на заданную тему.

Case № 1: Barclays
Discovering customer needs through research
Introduction: Barclays is a global bank. It provides a range of financial services in 56 countries. Barclays provides retail banking services to customers, whether they are individuals or businesses. It offers a broad range of financial products and services including current accounts, savings accounts and general insurance.

Within the UK, Barclays communications are designed to help customers 'Take One Small Step' to managing their money better every day.

Different kinds of customers represent distinct markets for Barclays. The market for personal banking services is very competitive. Personal customers have a choice of banks on the high street or on the web to assist them in managing their finances. For example, they can have their salaries paid into accounts, pay bills through the bank or save money to gain interest on their savings.

There is also a competitive market for business banking services. Businesses require different services such as credit management, payments 
for suppliers or loans and overdrafts to help them to survive and grow. For example, an expanding business may need a mortgage to buy a new building.
Each market is capable of being further sub-divided into segments. A market segment is a part of a whole customer group that shares particular characteristics. These include such factors as age, life stages, geography or occupation. Within the market of personal banking, the segments could include categories such as students, graduates, 'new to work', mature, and families. By identifying different market segments, organizations can ensure they are providing products or services to meet the needs of these customers. In addition to this, appropriate promotional techniques can be used to reach the people in the separate segments. Through segmentation, Barclays has been able to devise appropriate banking offers for customers in different segments. This approach is helping Barclays to improve its market share of the student accounts market.

Barclays believes students constitute a very important market segment for the business. Students may be choosing a bank for the first time and Barclays hopes to retain these customers. By focusing on the specific needs of this segment, Barclays hopes to attract more student customers and keep them in the long term. Using market research has enabled Barclays to identify the right product offer that will meet their needs.

The case study shows how market research enabled Barclays to improve its student account offer.
Purpose of market research: The purpose of market research is to gather data on customers and potential customers. The collected data aids business decision making. This therefore reduces the risks involved in making these decisions. In order to create a product proposition that would attract new student accounts, Barclays needed to understand fully the needs of this target market. Before engaging on external market research, Barclays began by asking itself a series of key questions. It did this to ensure the business was fully aware of all the relevant issues and did not make incorrect assumptions.
In asking itself these key questions at the start and reviewing internal customer data, Barclays was able to clarify its rationale for acquiring students. Firstly, students provide an opportunity for developing a long-term relationship. As the student market segment increases each year in September/October as the university term starts, Barclays has an annual opportunity to target new student customers who need an account and who might not yet have chosen a bank.
Secondly, the use of this data highlighted that in the years after opening their accounts, Barclays was able to establish a valuable long term relationship with students. This meant that students could now be seen as an extremely important market segment, and attracting new student customers became a significant opportunity.
This internal understanding was vital. With this background, Barclays designed a program of market research. The purpose of this was to establish what students really needed from a bank. In this way it could offer appropriate products and services which would add value to students.
Types of market research: Barclays began a process that involved both primary and secondary research. Primary research involves finding out new information. It finds the answers to specific questions for a particular purpose. These enquiries may take the form of direct questioning. For example, it may include face-to-face surveys, postal or online questionnaires, telephone interviews or focus groups. This type of direct contact with people is valuable as it gives specific feedback to the questions asked. However, it is important that the questions are clear and that the researcher is trained. This will ensure that the results are not influenced. Although primary research can be expensive and time-consuming, the up-to-date and relevant data collected can give organizations a competitive advantage. This is because their rivals will not have had access to it.

Barclays' primary research process began internally with two key questions:

• Who should our key customers be?

• What are their needs?

The insights from these questions provided a factual basis to work from.
After this an external agency was employed to carry out an opinion panel. This took the form of an online questionnaire. The results of this delivered data about the market itself, as well as Barclays' market share among this target audience. Quantitative research presents information in a numeric way, such as graphs, tables or charts that can be used to analyze the information.

For example, Barclays found from the questionnaire that 81 % of students surveyed held a savings account and 32% an investment savings account (ISA).

The opinion panel also provided qualitative feedback on what was of interest to students and what they wanted from an account. Qualitative research provides information on consumer perceptions, such as:

• How they feel about products and services?

• What they like or do not like?

• What they would want from a new product?

The panel produced valuable insights which Barclays used to help re-evaluate its existing student account. It then used the information to develop new features and benefits to meet the established needs.

The enhanced student account proposition was then tested directly with 100 existing and new Barclays Student Additions account holders. This was carried out through bank branches and an online questionnaire. The sample group provided more qualitative feedback about what motivated students to choose a particular bank. Although small, the sample allowed Barclays to get a feeling for how students would respond to the proposition. For Barclays, it was important to know what motivated a student to choose a bank. Using existing students meant the bank was able to assess if the new offer would meet their needs. The expectation was that new and future students would also find it attractive.
Secondary research focuses on existing information. It uses published data that previous research has already discovered. This covers a wide range of materials, such as:

• market research reports;
• sales figures;
• competitor marketing literature;
• government publications, e.g. national statistics.
Secondary research may be quicker to carry out but may give less specific outcomes for the topic in question. This part of Barclays research revealed that student accounts in 2009 amounted to 0.4 million out of a total market of 5.4 million new accounts.

Research findings: Numeric data gives a factual basis for planning - a snapshot of a situation. On the other hand, qualitative information can find out the things that really matter to consumers. For example, 80 out of 100 consumers questioned might say they preferred one brand of coffee over another. However, more valuable information comes from understanding what it is they prefer. Is it the smell, the taste, the packaging or the price? To meet student needs for a valuable, helpful financial service, Barclays needed to understand what students really wanted. By using student focus panels and staff working in branches with a high proportion of student customers, Barclays was able to discover students' concerns, priorities and strength of feeling.

The outcomes of the opinion panel and the sample of student customers showed that:

• students relied heavily on different forms of credit. These included an easily manageable bank overdraft to finance their time at university;
• students wanted and often needed to own high-tech gadgets and electrical goods, such as laptops;
• students wanted to have separate accounts to manage their student borrowing and spending;
• any incentives offered would not alone motivate students to choose that product. They were expected as part of any deal.

This insight was a real help to Barclays when considering the most attractive proposition for students. Its objectives were to attract new student accounts. It also wanted to retain students as customers for life in a profitable relationship that met their financial needs.
Barclays could now start to put together an offer that would embrace the main concerns of the target market. These concerns were financial security, credit availability, flexible banking and the right sort of incentives.
Conclusion: The Barclays student account proposition shows how it is crucial for a business to listen to its market. To do this effectively means targeting specific market segments to discover their needs. Barclays' new student account proposition was an 'insight-led' approach. Using carefully constructed and phased market research, the bank was able to gain an overall insight into the thinking of students.

In the early stages of the research, it was discovered that the student segment provided an opportunity to develop a long-term relationship. It was found that students were not necessarily 'here today, gone tomorrow'. If the bank made a valuable and relevant offer, students were likely to remain lifelong customers.

Barclays' initial target was to increase the overall number of student accounts by 25%. This target was exceeded with an increase of 34%. As a result, Barclays increased its market share of the student market, moving from third to second among the top four market leaders. The process of meeting customer needs is an ongoing one. Barclays has a continuing plan for re-evaluating its student proposition to ensure it remains relevant to the target audience [3].

Далее рассматривается комплекс заданий для работы над текстом кейса.
I. Предтекстовый этап
1. Найдите в тексте кейса слова/словосочетания, соответствующие следующим определениям:
a) 1) сберегательный счет: счет в банке или ином кредитном учреждении, приносящий проценты и предназначенный для сбережений населения (число и характер операций по такому счету обычно ограничены, а средства поступают регулярно и небольшими суммами); 

2) страховой полис общей ответственности за последствия действий застрахованного лица;

3) залог имущества для получения кредита: передача заемщиком кредитору права на недвижимость или другую собственность в качестве обеспечения ссуды;

4) инвестиционный сберегательный счет: счет с ограничением изъятия средств, с более длительным сроком предварительного уведомления о намерении забрать деньги;

5) коммерческие или розничные банки в Великобритании, специализирующиеся на операциях с физическими лицами («банки с центральной улицы»). 

b) 1. Any medium through which sellers and buyers can negotiate a sale.

2. The percentage of sales within a market that is held by one brand or company.

3. Dividing up a marketplace into parts, each comprising a group of consumers with common characteristics.

4. The percentage of sales within a market that is held by one product, brand or company.

5. The total mix of benefits represented by a product and offered to the customer.

6. Acquisition of new data to meet a specific objective.

7. Research resulting in numeric data capable of statistical analysis.

8. Research that is concerned with opinions, feelings, perceptions and attitudes. 

9. Collection of already existing data, typically from books, journals or websites.
2. Составьте синонимические пары по образцу:

Example: global – worldwide
	global   

financial   

valuable    

personal     

appropriate  

external  

relevant
current
mature    
distinct
	fiscal  

useful

different

worldwide

to the point

present-day

outward

private

suitable

ripe



3. Соотнесите английские слова с их русскими эквивалентами:

	1) bill
2) interest
3) savings
4) service

5) payment

6) loan

7) overdraft

8) promotional

9) implementation

10) research

11) questionnaire

12) supplier

13) retail
	a) оплата, погашение (долга)

b) поставщик

c) ссуда, кредит

d) поощрительный, стимулирующий

e) счет

f) осуществление, реализация

g)  исследование, анализ

h)  сбережения

i) услуга, обслуживание

j) вопросник, анкета

k) (ссудный) процент

l) превышение кредита (в банке); 
овердрафт

m) розничный (услуги)


II. Текстовый этап
1. Выберите из числа приведенных ниже предложений то, в котором сформулирована тема текста кейса:

1. Barclays is a global bank, which provides a range of financial services in 56 countries.

2. Market research enabled Barclays to improve its student account offer.

3. To meet student needs for a valuable, helpful financial service, Barclays needed to understand what students really wanted.

4. For Barclays, it was important to know what motivated a student to choose a bank.

5. The Barclays student account proposition shows how it is crucial for a business to listen to its market.
2. Составьте словосочетания из предложенных ключевых слов. Придумайте предложение с каждым словосочетанием по образцу.
Example: Primary research helps to find out new information about potential customers.

primary   account   share   research   product   general   account   current
insurance   secondary   market   proposition   research  

 savings   segment

market
3. Заполните пропуски подходящими по смыслу словами из текста кейса:

research   sample  financial   save   feedback   accounts   services   pay   insight general   interest
1. Barclays provides a range of … services in 56 countries. 
2. The bank offers a broad range of financial products and … including 
current …, savings accounts and … insurance.

3. Personal customers can have their salaries paid into accounts, … bills through the bank or … money to gain … on their savings.

4. The … group provided more qualitative … about what motivated students to choose a particular bank.

5. Using carefully constructed and phased market …, the bank was able to gain an overall … into the thinking of students.
III. Послетекстовый этап

1. Используя материал кейса, ответьте на вопросы:

1. Describe, with examples, the primary and secondary research used  by Barclays in this case.

2. Explain the main differences between qualitative and quantitative research.

3. Analyze why Barclays needs qualitative research in this context.

4. Evaluate the impact that market research has had in enabling          Barclays to meet the needs of its customers.
2. Организуйте пресс-конференцию по вопросу: 
Is it crucial for a business to listen to its market?  (Маркетинговый анализ сферы услуг банка как основное средство получения прибыли.)
Методические рекомендации по организации выполнения
второго задания
Группа разбивается на две подгруппы:

I) представители банка Barclays:

Цель: убедить журналистов, a следовательно, и читателей, в экономической перспективности сотрудничества с банком Barclays.

Задачи: ответить на вопросы журналистов, используя информацию из текста кейса.
II) журналисты:

Цель: написать статью о методах исследования спектра запросов клиентов банком Barclays.

Задачи: получить максимальное количество информации о том, какие методы использует Barclays для получения сведений о нуждах клиентов.

По завершении работы над кейсом предполагается наличие у учащихся следующих сформированных знаний и умений:

1) знание специфики работы банка в сфере банковских услуг; 

2) знание профессиональной лексики по теме «Методы исследования спектра запросов клиентов» (рынок, сегмент рынка, первичное /вторичное / качественное / количественное исследование рынка и т. д.);

3) умение использовать экономическую терминологию в иноязычном профессиональном общении.
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