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3aBnannsa 1. BusnauaneHe Miciie B peanizallii MDKHApOJHUX KOMEPLIHHUX
KOHTPAKTIB BIAIrpae TIyMadeHHs MIXHApOJHUX KOMEpLIMHUX TepMiHiB [HKOTEpMC.
[IpouunTaiiTe Ta NepeKIaaiTh CTUCIUI BUKIIA] KOXKHOTO TEPMIHY.
1. EXW Ex Works. “Ex Works” means that the seller delivers when it places the goods
at the disposal of the buyer at the seller’s premises or at another named place (i.e., works,
factory, warehouse, etc.). The seller does not need to load the goods on any collecting
vehicle, nor does it need to clear the goods for export, where such clearance is applicable.
2. FCA Free Carrier. “Free Carrier” means that the seller delivers the goods to the
carrier or another person nominated by the buyer at the seller’s premises or another named
place. The parties are well advised to specify as clearly as possible the point within the
named place of delivery, as the risk passes to the buyer at that point.
3. CPT Carriage Paid To. “Carriage Paid To” means that the seller delivers the goods
to the carrier or another person nominated by the seller at an agreed place (if any such place
Is agreed between parties) and that the seller must contract for and pay the costs of carriage
necessary to bring the goods to the named place of destination.
4, CIP Carriage And Insurance Paid To. “Carriage and Insurance Paid to”” means that
the seller delivers the goods to the carrier or another person nominated by the seller at an
agreed place (if any such place is agreed between parties) and that the seller must contract
for and pay the costs of carriage necessary to bring the goods to the named place of
destination.

“The seller also contracts for insurance cover against the buyer’s risk of loss of or
damage to the goods during the carriage. The buyer should note that under CIP the seller
Is required to obtain insurance only on minimum cover. Should the buyer wish to have
more insurance protection, it will need either to agree as much expressly with the seller or
to make its own extra insurance arrangements.”

o. DAT Delivered At Terminal. “Delivered at Terminal” means that the seller delivers
when the goods, once unloaded from the arriving means of transport, are placed at the
disposal of the buyer at a named terminal at the named port or place of destination.
“Terminal” includes a place, whether covered or not, such as a quay, warechouse, container
yard or road, rail or air cargo terminal. The seller bears all risks involved in bringing the
goods to and unloading them at the terminal at the named port or place of destination.

6. DAP Delivered At Place. “Delivered at Place” means that the seller delivers when
the goods are placed at the disposal of the buyer on the arriving means of transport ready
for unloading at the named place of destination. The seller bears all risks involved in
bringing the goods to the named place.

1. DDP Delivered Duty Paid. “Delivered Duty Paid” means that the seller delivers the
goods when the goods are placed at the disposal of the buyer, cleared for import on the
arriving means of transport ready for unloading at the named place of destination. The seller
bears all the costs and risks involved in bringing the goods to the place of destination and



has an obligation to clear the goods not only for export but also for import, to pay any duty
for both export and import and to carry out all customs formalities.

8.  FAS Free Alongside Ship. “Free Alongside Ship” means that the seller delivers
when the goods are placed alongside the vessel (e.g., on a quay or a barge) nominated by
the buyer at the named port of shipment. The risk of loss of or damage to the goods passes
when the goods are alongside the ship, and the buyer bears all costs from that moment
onwards.

9. FOB Free On Board. “Free On Board” means that the seller delivers the goods on
board the vessel nominated by the buyer at the named port of shipment or procures the
goods already so delivered. The risk of loss of or damage to the goods passes when the
goods are on board the vessel, and the buyer bears all costs from that moment onwards.
10. CFR Cost and Freight. “Cost and Freight” means that the seller delivers the goods
on board the vessel or procures the goods already so delivered. The risk of loss of or damage
to the goods passes when the goods are on board the vessel. the seller must contract for and
pay the costs and freight necessary to bring the goods to the named port of destination.

11.  CIF Cost, Insurance and Freight. “Cost, Insurance and Freight” means that the seller
delivers the goods on board the vessel or procures the goods already so delivered. The risk
of loss of or damage to the goods passes when the goods are on board the vessel. The seller
must contract for and pay the costs and freight necessary to bring the goods to the named
port of destination. ‘The seller also contracts for insurance cover against the buyer’s risk of
loss of or damage to the goods during the carriage. The buyer should note that under CIF
the seller is required to obtain insurance only on minimum cover. Should the buyer wish to
have more insurance protection, it will need either to agree as much expressly with the
seller or to make its own extra insurance arrangements.”

3aBaannsa 2. Opranizaiisi, TpOBEIEHHS Ta y4acTh B Ol3HEC-KOH(EpEeHINisX
BUMAararTh BHUCOKOrO pPiBHS (PaxoBoi TOTOBHOCTI A0 MPOQeCiiHOro CHIIKYBaHHS
aHTIMCHKOI0 MOBOTO. [TpounTaiiTe Ta nepeknaaiTh MOpaay 1010 BCIiX €TaIliB y4acTi B
KoH(pepeHrii.

How to attend a business conference by Leslie Ye

Be prepared. Be prepared. Be prepared. It bears repeating. The quickest way to
throw away hundreds of dollars (besides actually throwing them away) is to go to a
conference without sitting down and formulating a plan first.

It’s not exactly military statecraft, but it’s essential. [ guarantee there will be no

time to stop and pause once you arrive at the event, so take some time to complete the
following items before you board that plane/train/bus.
1.  Review the agenda. This one’s a no-brainer. Set a goal for what you’d like to
learn at the conference, and use the agenda to devise a plan specifically tailored to that
goal. Make sure to attend conference-wide events like keynote addresses. Most
conferences won’t hold breakout sessions during these presentations, so you won’t
have to worry about missing out on anything else.

When it comes to smaller sessions, consider both the speaker and the subject
matter. Highly tactical sessions are generally useful to attend regardless of who leads



them. However, sessions less directly related to your profession can be valuable as well
if they’re led by an industry figure you’re angling to meet.

2. Orient yourself. Familiarize yourself with the conference space so you don’t get
lost. You don’t want to miss important information, or for a roomful of people to form
a negative first impression of you by showing up late.

If you’re attending a smaller conference, it should be enough to take a half hour
or so the night before or early in the morning on day one to walk around the space. For
larger conferences, this might not be feasible, especially if the show will be held across
multiple venues. Grab a map from the host, and keep a copy on your phone or print
one out to reference between sessions.

3. Find out who’s going. The people you’ll attend sessions with are as important as
the sessions themselves. There’s no better time to network with your peers, connect
with new prospects, or touch base with customers than at a conference.

Most conferences will have a Facebook event page and/or a Twitter hashtag set
up. The conference hosts will start promoting these pages in advance of the event, and
they’re a great way to keep track of acquaintances and people you’d like to meet.

Don’t count on simply running into prospects at the conference. Instead, reach

out to them ahead of time to let them know you’ll both be in attendance. This way, you
can book time on their calendars and have their full, undivided attention instead of
trying to cram a 15-minute conversation into a stop-and-chat.
4, Set an out-of-office reply. Let’s be honest: You’ll probably be checking your
work email during the conference. But even if you are, you definitely won’t be able to
respond at the same clip as you do in the office. Make sure prospects and customers
know why they might not hear from you for a few days by setting up an out-of-office
reply.

What to Bring to a Conference. Conferences are multi-day affairs where you’ll
be booking long hours each day. To remove as much stress as possible from your
experience, make sure you’ve taken care of these things before you start your travels to
the event:

d. Phone and Laptop Chargers. You’re going to spend a huge part of your day on
your devices -- don’t get caught with dead batteries. If you plan to stay the entire day,
or you're speaking/exhibiting at this event, bring portable chargers. You might even
consider bringing wireless battery packs in case there aren’t outlets available.

6. Business Cards (and Enough of Them). Make sure you have some business cards
on hand and a stash of stationery in your luggage. You never know how many people
you’re going to meet and want to network with.

7. Demo Materials. By no means should you spend the conference pitching to
people whom don’t want to be pitched to. However, if one of those pre-set prospect
meetings turns into a real sales opportunity, it’ll be more efficient -- and impressive --
if you can provide a walkthrough on the spot.

8.  The LinkedIn Mobile App. No networking opportunity is complete without
LinkedIn, and you should have the mobile app downloaded on your phone by the time
you enter the event. If you meet a business leader you want to talk more with later,
being able to pull up their LinkedIn profile on the fly and send them a connection
request can help you make the best of each interaction.



Q. Nice Clothes. Maybe this already occurred to you. There are rarely dress codes
at industry events, but looking sharp with a nice button-down shirt or shiny shoes
allows you to put your best foot forward (no pun intended) when you encounter
businesses and professionals on whom you want to make a good impression.

What to Do at a Conference. You’re here ... Now what? The next few days will
be a whirlwind of activity, but don’t be overwhelmed. You’re armed with a goal and a
plan — there are only a few additional things to keep in mind to help you make the most
of your time.

10. Register early. You don’t want to be stuck at the registration desk while everyone
else is off to the races. Register as early as possible so you can minimize your time
standing in lines and maximize your time learning and meeting people.

11. Divide and conquer. If you’re attending with coworkers, try and see as much as
possible. If each of you attends the same sessions and events, your company might as
well have only sent one of you. Splitting up for sessions will maximize how much
you’re able to learn and ensure that each of you has unique insights to take back to
your company. Plan to get lunch or dinner each day to regroup on key takeaways.

Flying solo also means you’ll each be able to meet more people. Huge

conferences can foster pack mentality, but the more attendees you can meet and speak
with, the more of an asset you’ll be to your sales team. Discovering how your business
fits into the larger industry and how other companies run their sales divisions are
invaluable insights. A conference is an unparalleled opportunity to pick the brains of
your competition and your market. Don’t waste it.
12.  Connect with your customers. Sure, you might have exchanged emails with your
customers in the last few months, but nothing beats a face-to-face interaction. If things
aren’t going so well, this is a great opportunity to address any issues before you get a
cancellation call. But don’t feel as though you have to solve every problem today; talk
through any high-level concerns your customer may have and then set a follow up time
for after the conference.

And if things are going well, checking in will not only reinforce your relationship
-- it’ll also be fun! Enjoy spending time with a happy customer, and listen for upsell
opportunities.

13. Follow up with prospects. You’ve set up meetings with prospects. Now, put that
time to use. Listen to their anxieties and concerns, and demonstrate how your product
can help address those issues and bring their business to the next level.

Don’t go into these meetings expecting to close deals on the spot. Like you, your

prospects are attending this conference to learn and gain expertise. Use these
conversations to set yourself up for future targeted conversations addressing specific
pain points or questions. Close each conversation with a list of takeaways, and let
prospects know you’ll be following up with relevant materials.
14. Participate in the larger conversation. Most conferences will have a dedicated
hashtag. During the event, make sure you’re tagging your tweets and Instagrams
properly. You can also monitor the hashtag throughout the conference to see what
people are talking about. Striking up a conversation online is a great way to reach out
to someone you’re interested in meeting but haven’t come across in person yet.



15. Stay organized. Conferences are information avalanches. Between breakout
sessions, workshops, one-on-one conversations, and happy hours, you’ll come away
with more notes, names, and numbers than you can possibly remember. This wealth of
information will serve you well going forward, but if you come home with a mess of
business cards and a set of notes without labels or tags, you’ll spend double the time
organizing everything and trying to recall what you discussed with “Jennifer Chicago
CEO.”

What to Do After Attending a Conference. Take some time to decompress
after you arrive home. ... But not too much, because your work’s not finished. The days
and weeks after a conference are when you’ll be able to put everything you’ve learned
to use and turn your short meet-and-greets into fruitful business partnerships.

16. Do some housekeeping. All that information you gathered from customers and
prospects? It’s time to transfer it into your CRM. Jot down everything you can remember
from your conversations so that when you follow up, you’re able to view new insights in
the context of the larger relationship.

17.  Follow up. Connecting with people you met during the conference is best done in
the days immediately following your return. Send follow-up notes and LinkedIn requests
while the conference is still fresh in everyone’s minds. Include a personalized message to
accompany your request on LinkedIn. Remember, everyone’s inbox will be flooded, so
make yourself memorable by reminding your new connection what you discussed. Check
out this guide to writing the perfect LinkedIn invitation for more advice.

Now is also the time to make use of the insights you gained from your prospects.

Whether it’s sending them content or scheduling a demo, make use of what you learned
from your one-on-ones to get them closer to signing on with your company. Make sure
your follow-ups are appropriately tailored to what you discussed -- another reason
you’ll want to organize your notes.
18. Teach. The insights you gained at the conference are likely to be useful for your
team, so make sure to set aside time to pass on what you learned. Whether it’s leading
an in-person session or writing an email or post to document the most valuable
information, proactively sharing information will help your colleagues do better work
while establishing you as a leader on your team.

There’s no better place than a conference to take stock of the state of your
industry and your profession. Make the most of your time, and have fun!

3aBaanns 3. 3MOICIIONTE CUTYAIIIIO 3 PO3PAIKEHUM aKyMYJISITOPOM HOYTOYKY
Ha KoH(pepeHTIIii Ta CKIaAiTh JIaJIOT 13 BUPIMIEHHS II€T TPOOIEMH.

3aBaaHHA 4. BinbHe npodeciliHe cninKkyBaHHSA € YaCTUHOM iHTEPB 10 Nij Yac
npunomy Ha poboTy. MpoyunTaiiTe OCHOBHI NUTAHHA, AKI CTaBAATb Nifg 4Yac npumnomy
Ha poborTy.
1. Tell me a little about yourself.
2. What are your strengths?
3. What are your weaknesses?
4. What are your short term goals?



5. What are your long term goals?
6. What do you want to be doing five years from now?
7. If you could change one thing about your personality, what would it be...
8. What does success mean to you?
9. What does failure mean to you?
10. Are you an organized person?
11. In what ways are you organized and disorganized?
12. Do you manage your time well?
13. How do you handle change?
14. How do you make important decisions?
15. Do you work well under pressure?
Yn CTMKANNCA BM 3 TAaKUMM NMUTAHHAMM? AKi iHWI NMTaHHA Bam CTaBUAM Nig, Yac
npunomy Ha poboTy? [lante Ha HUX BiAMOBIAi aHTNIMCbKOK MOBOIO.



