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[enn y4eOHOW JAMCUIUTUTHHBI

1. HEJIM OCBOEHUA JUCHUIIJIMHBI

«IIpodeccrnoHanbHbIii  WHOCTPAHHBIN

SI3BIK» o0ydeHue

MPAKTUYECKOMY BIJIAZICHUIO JICTIOBBIM AHTJIMMCKAM SI3BIKOM, MO3BOJISIIOIIUM CTyAeHTaM 3(PQeKTHBHO
OCYIIECTBIISITh PEKIAMHYI0O UMApKETHHTOBYIO AEATEIBHOCTh, paboTaTh C 3apyOeKHBIMU JTIOKYMEHTAMH,
BECTH KOMMYHHUKAIIMIO C JCJIOBBIMU MAPTHEPAMHU U KJIMEHTAaMH, a TaK)Ke PelaTh 3aJa4y 110 PEKIAMHOMY
MIPOABMKEHUIO PA3JIMYHBIX IIPOLYKTOB, TOBAPOB U YCIYT.

2. MECTO JUCHUIIJIMHBI B CTPYKTYPE OOII

JAucuunimnna

«MeXKyInbTypHbIE KOMMYHUKAIIUM HA MHOCTPAHHOM  SI3BIKE»

OTHOCHUTCA K

o0si3arenbHOM yacTu O10ka 1 «/Juctmmmiast (Moxymm)» b.1.5.21 OITOIL.

[IpenmmecTByromue AUCUUILINHBI (KypCHI,
MOJIYJIN, TPAKTHKN)

[Tocnenyromye TUCHUTITUHBI (KYpChl, MOTYIIH,

MPAKTHKH)

WNHOCTpaHHBIN A3bIK

3.IIVTIAHUPYEMBIE PE3YJIbTATbI OBYUYEHUS MO AUCHUIIJIMHE

Kon n
HaNMEHOBAaHHEKOMIIETEH MU

Koa n unaukaTop(MHAMKATOPHI)
OCTHKEHUSAKOMIIETEHIIUH

PesyabTaTpiodyyeHus

VK-
4.CriocoOeHITPUMEHSI THCOB]
€MEHHBIEKOMMYHHUKATUBHBI
€TeXHOJIOTUH,BTOMYKCIICHA
WHOCTpaHHOM(BIX )sI3bIKe(ax
),/A7151 aKaJeMHYECKOTO
urpodeccuoHaIbHOTOB3auM
OJICUCTBUAL.

YK-4.2.
OcymecTBisieTpogecCHoHATb
HYIOKOMMYHHKALIUIO B
COOTBETCTBUHU C
NOTPEOHOCTIMUCOBMECTHOIIE
SITENIbHOCTH, BKITIOYAst
00MeHHH(pOPMAITUEHUBBIPAOOT
KYEJIMHOU
CTpaTeruuB3auMoIeHCTBUS
HauHOCTPaHHOM(BIX )sI3bIKE(aX).

3HaeTsA3pIKOBOMMATEpUATI(JICKCHIECKUEE]]
WHUIBINTPAMMATHYECKHE
CTPYKTYPBI),HEOOXOTUMBIH 115
aKaJIeMUIECKOTO
unpodeccuoHaTbHOTOB3aUMOICHCTBHUS
Ymeer BecTu
3aITMChOCHOBHBIXMBICIICHU(AKTOB(U3ay 1
OTEKCTOB

UTEKCTOBIUITYTCHUS ),3aMUCHTE3UCOBYCTHO
TOBBICTYILICHHSI/ TTMCbMEHHOTOI0KIIa/1a 110
u3ydaeMonmnpooIeme;

Buiajeer rpaMMaTHYECKUMH
WICKCUYECKUMUKATETOPUIMUU3YIaeMOTO
(BIX)MHOCTPAHHOTO(BIX )sA3bIKA(OB).

OIIK-1. Cnocoben
cO3/1aBaTh
BOCTpeOOBaHHbBIE
0OIIECTBOM U MHAYCTpHEH
MEIMATEeKCThI U (MJIH)
MeHAnpPOAYKThI, U (IIN)
KOMMYHHKAIIHOHHBIE
MIPOJIYKTHI B COOTBETCTBUU
C HOpMaMH PYCCKOTO U
WHOCTPAHHOTO SI3BIKOB,
0COOCHHOCTSAIMH

HMHBIX 3HAKOBBIX CHCTEM.

OIIK-1.2. co3naet
BOCTpeOOBaHHbBIE OOIICCTBOM U
UHAYCTpHEH MEIUaTEKCThI U
(W) MeauanpoayKThl, U (HITH)
KOMMYHUKAIIHOHHBIE
MPOIYKTHI B COOTBETCTBHUH C
HOpPMaMH UHOCTPAHHOTO SI3bIKA.

3HaeT NPUHLUIIBI TPOU3BOJICTBA
ME/IMaTeKCTOB U MEIUANpPOTyKTOB.
YMmeer co3aBaTh BOCTpeOOBaHHbIE
00I1eCTBOM U MHIyCTpUEH MEIHATEKCTHI.
Buiaseer rpaMmMaTUYeCKUMU U
JIEKCUYECKMMHM HaBBIKAMM JJIS1 CO3/TaHUS
KOMMYHHUKAIIMOHHBIX TPOAYKTOB B
COOTBETCTBUU C HOPMAMH HHOCTPAHHOTO
A3BIKA.




4. OFBEM JUCHUILIVNHBI U BUIbl YYEFHOMN PABOTbHI

OO0muii 00beM JUCHUILIMHBI COCTABIAET 3 3aueTHRIX eaunull, 108akageMuuecKrX 4acoB.

Ounas ¢popma odyueHnust

Bun yae6HOMI paboThI Bcero yvacos TpumecTpsl
3
KonTakTHasi padora (Bcero) 30 30
B TOM YHUCJIC:
1) 3ansaTus cemuHapckoro tuna (I13) 30 30
W3 HAX
— npaktrueckue 3aastus (11P) 30 30
CamocrositesbHas padora (Bcero) (CP) 78 78
B TOM YHUCJIC:
— CaMOTIO/ITOTOBKA 78 78
OOt 00beM, yac 108 108
dopma MPOMEKYTOUHON aTTeCTAIUN mudd. 3ager mudd. 3ager
3aounas popma oOyueHust
Bun yaeOHo# paboTh Bcero gacos TpumecTpsl
3

KontakTHasi pabora (Bcero) 6,3 6,3
B TOM YHCJIC:
1) 3austus cemunapcekoro tumna (113) 6 6
U3 HUX
— npaktuyeckue 3aHsatus (I1P) 6 6
2) mpoMEeXyTOYHAs aTTECTaIUs 0,3 0,3
CamocrositeabHasi padora (Bcero) (CP) 101,7 101,7
B TOM YHCJIC:
— CaMONOAr0TOBKA 98 98
— IIOATOTOBKA K aTTECTAL[UU 3,7 3,7
OOmumii 00BeM, yac 108 108
dopma IpOMEKYTOYHON aTTECTALUN audd. 3auer qudd. 3auer

5. COAEP)KXAHME U CTPYKTYPA JUCIUIIJINHbI

5.1. Conep:xxanue AUCHUNIMHBI

No paznena | HaumeHnoBanue pasnena (Tembl)
(Temsl)

Copep:xanue pazzaena (TeMbI)

1 Introduction to marketing and
advertising (Beenenue B
MapKETUHT U PEKJIaMHYIO
JIeSITEIIbHOCTD)

3HaKOMCTBO C MPo(ecCuOoHaNbHBIMU TEPMUHAMU U
pEeUYEeBBIMU KOHCTPYKIIUSMH, KOTOPbIE HEOOXO MBI
JUISL ONTMCAHUSI OCHOBHBIX JIOJKHOCTHBIX
00s13aHHOCTEH ML, yYaCTBYIOUINX B
MapKETUHIOBOH I€ATENBHOCTU PEKIAMHBIX
areHTCTB, KOPIOPAaTUBHBIX IEHHOCTEW. BBenenue B

4




AKTHBHBIN CIIOBAPHBIN 3amac 3HAYUMBIX JUIA chepbl
PCKIIaMBbI CHOBOCOquaHHﬁ, CBSI3aHHBIX C IIOHATHUEM
«branding»: brand awareness, brand equity, brand
extension, brand identity, brand image, brand
loyalty, brand name, derived brand, off-brand.

Finding the client (ITouck kimenTa)

PaccmoTtpenne ¢ioB TeMarnyecKoy IpyIibl
«KJIMCHTHI ¥ TIOKYIIATEI», 3HAKOMCTBO C
OCHOBHBIMH MCTOJaMU MApPKETUHI'OBBIX
MCCIICIOBAHUI MHTEPECa MOTEHIIMATBHBIX
KIIMCHTOB JJId OpTraHu3alvi pCKIAMHBIX KOMIIaHUH.
postal survey(nouroBslii orpoc), online survey
(onmaitn onpoc), individual interviews: focus
groups and street interviews (MHaAUBHIyaIbHOE
MHTEPBBIOMPOBAHUE B (POKYC-TPYIIAX U YIUUYHBIE
UHTEPBBIO), telephone survey (tenedonHsIi ompoc),
panel survey (manensHoe uccnenoBanue), feedback
forms (ucrnonp3oBanue Gopm 0OpaTHO¥ CBA3M), pre-
testing (mpenBapuTeIbHOE TECTUPOBAHHUE).

Planning a marketing strategy of ad
agency (ITranupoBanue
MAapKETUHIOBOW CTpaTEruH
PEKIIaMHOTO areHTCTBA)

[Tony4enue cTyaeHTaMH HaBBIKOB MAPKETHHTOBOTO
IUTAHUPOBaHHS PabOThI PEKJIAMHOTO areHTCTBA!
analysis of competitors (anaau3 paboTb
KOHKypeHTOB), benchmarking (6enumapkunr —
aHaJIM3 STAJIOHHBIX TIOKa3areneit), situation analysis
(cuTyanMoHHBIN aHanam3), implementation
(peanu3arus TIaHa) — ¥ IPUHIUIIOB OTTUCAHMS
TAKOTO TUIAHMPOBAHUS HA AaHIJIMHCKOM SI3bIKE.
AHanu3 aHTTosI3bIYHBIX IOHSATHI: channels of
distribution of product (kanass! pactpocTpaHeHHS
npoykra), product promotion (mpoaBrmkeHue
npoaykra), logistics (;morucruka), public relations
(cBs13m ¢ 00mIecTBEHHOCTRIO). [IpakTHyeckas
paboTa 1Mo HAMKMCAHUIO TUIIOBBIX JICJIOBBIX IMHACEM.

Creating ads (Co3nanue pexkiamMbl)

W3yuenue nporecca co31aHusi peKIaMHbIX
00BSBICHUIA, IPECC-PENIN30B, MAaTEPHAJIOB,
HEOOXOIUMBIX JIJIs1 TIPOIBUYKEHUS MPOIYKTA.
PaccMoTpenue nporecca opranusaiuu peKiIaMHOR
KOMITaHUU TI0 (POPMUPOBAHUIO TIO3UTUBHOTO
UMUKa (GUPMBI Ha IPUMEPE TYPUCTUYECKOTO
areHTcTBa. AKIEHTUPOBAaHUE BHUMAHUS Ha
HAI[MOHAJILHBIX KYIBTYPHBIX 0COOEHHOCTSIX
PEKJIAMHBIX TEKCTOB, KOTOPHIE CIIEAYET YUUTHIBATD
BO BpeMsi pabOThI IO MPOJBMKEHUIO MTPOIYKTA.
AKTHBU3AIUS B PEUU CTY/IEHTOB CUHTAKCHYECKUX
KOHCTPYKLMM aHIJIMMCKOTO $3bIKA, UCIIOJIb3yEMbIX
JUTSL peKJIaMbl TPOJIYKTA B IEYaTHBIX MEINa,
MHTEPHET IPOCTPAHCTBE, HA TEIEBUIACHUU U
HCIIOJIb30BAaHUE ITUX KOHCTPYKLUW B BEICHUH
JIEJIOBOM KOPPECTOHAEHIIHH.

Presenting your public face
(ITyOnuynas mpe3eHTanus cBoei
JeSITEeTLHOCTH)

3HaKOMCTBO COCIIOCO0aMH ONHCAHUS Ha
AHTIIMIICKOM SI3BIKE PA3IMYHBIX BUIOB PEKIaMHON
JeSITeNIbHOCTH, HAIIPABIIEHHOW Ha CO3/IaHUE U
POABMKEHHUE TIOJ0KHUTEIHLHOTO 00pa3a KOMIaHHUH,
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dupmbr: newsletters (pacceuika nucem), press
releases (myOiukarus nmpecc-peanu3on), SPONSOring
(opranu3zaius CliOHCOPCKOM MOAJIEPIKKH), Press
conferences (mpoBeneHue npecc-KoHPEPEHIHiA).

6 Advertising through trade fairs PacmmpeHne akTHBHOTO CIIOBAPHOTO 3araca
(Opranusaryst peKIaMHBIX TEPMUHAMU U TIOHSATHUSMU, HA3bIBAIOIIIUMHU
KOMIIaHUW Ha TOPTOBBIX OCHOBHBIE YaCTH, IEMEHTHI TOPTOBOW BBHICTABKH,
BBICTAaBKax) ec aymuroputo: exhibition stand, editorial coverage,

prospects, key publications, additional audience, co-
located items. CocraBiieHre Ha aHIJIMICKOH SI3bIKE
TUTIOBBIX MPUITIAIIICHUHN HA BHICTABOYHBIC
MEPOTIPUSITHS, PEKJIIAMHBIX OyKJIETOB.
PaccMoTpenune ocoGeHHOCTEN TOCTPOESHHUS
JUAoroB 1o TeMe «Opranu3aiusi BHICTABOYHOTO
NaBUIbOHa». Hanrcanue TUIOBOW MOTHUBAIMOHHON
PEKIIaMHOU PEYH.
5.2. CTpyKTypa IMCUMIIJIMHBI
Ounas popMblI 00yUeHUs1
Ne paznena HawnmenoBanue paszmena (TeMBbI) KonmnaecTBo yacoB
(Tembl) I1P CP Bcero
1 Introduction to marketing and advertising (Bseacuue B 5 14 20
MapKETHHT U PEKJIIAMHYIO JIESITEIbHOCTD)
2 Finding the client (ITouck knuenTa) 6 14 20
3 Planning a marketing strategy of ad agency
(TInanupoBaHUE MAPKETHHIOBOM CTPATErUH PEKIAMHOTO 6 14 20
areHTCTBA)
4 Creating ads (Co3manue pexiaMbl) 4 12 16
5 Presenting your public face (Ilyonuunas npe3eHTarus 4 12 16
CBOEH1 IS TEIILHOCTH)
6 Advertising through trade fairs (Opranu3zarus 4 12 16
pPEKIaMHBIX KOMIIAHHUHI Ha TOPTOBBIX BHICTABKAX)
OO0t 00eM 30 78 108
3aounas popma o0yueHust
Ne paznena HanmenoBanue paznena (Tembl) KonmaecTBo yacos
(Temsr) I1P CP Bcero
1 Introduction to marketing and advertising (Beenenue B 5 18 20
MapKETHHT U PEKIIAMHYIO JIESITEIbHOCTB)
2 Finding the client (ITouck krenTa) 2 16 18
3 Planning a marketing strategy of ad agency
(ITmanmpoBaHNe MapKETUHIOBOW CTPATETUH PEKIAMHOTO 2 16 18
areHTCTBA)
4 Creating ads (Co3nanue pexiamMbl) _ 16 16
5 Presenting your public face (Ilyonuunas npe3eHTarus B 16 16
CBOEH JIeSTEIILHOCTH)




6 Advertising through trade fairs (Opranu3zaius B 16 16
PEKJIAMHBIX KOMITAHUM Ha TOPTOBHIX BHICTABKaX)
AttecTanus 0,3 3,7 4
OO0t 00beM 6,3 101,7 108
5.3. 3aHsTHS CEMMHAPCKOI0 THIIA
Ounas ¢popma o0yuenust
Nen/m | Nepaznmena Bun HanmenoBanue Komnuectso
(Temsl) 3aHATUA 4acoB
1 1 1P Introduction to marketing and advertising
(BBeneHune B MApKETUHT U PEKIAMHYIO 6
JIeSITENIbHOCTD)
2 2 P Finding the client (ITouck kuenTa) 6
3 3 1P Planning a marketing strategy of ad agency
(TImaHupoBaHMEe MApKETUHIOBOM CTPATETUH 6
PEKJIaMHOTO areHTCTBA)
4 4 1P Creating ads (Co3mnanue pexiaMbl) 4
5 5 I1P Presenting your public face (ITyonuunas 4
pe3eHTaIMs CBOEH AeITeITbHOCTH)
6 6 I1P Advertising through trade fairs (Opranu3zarus 4
pEeKIaMHBIX KOMIIAHHUH Ha TOPrOBBIX BHICTABKAX )
3aounasi popma o0yueHus
Ne i/ No paznena Bun HaumenoBanue KoanuectBo
(Tempr) 3aHATHUS 4acoB
1 1 I1P Introduction to marketing and advertising
(BBeneHune B MApKETUHT U PEKIAMHYIO 2
JESATETHHOCTD )
2 2 I1P Finding the client (ITouck kauenra) 2
3 3 I1P Planning a marketing strategy of ad agency
(TImanupoBaHKEe MApKETUHIOBOM CTpATEruu 2
PEKJIIAMHOTO areHTCTBA)

5.4. KypcoBoii npoext (kypcoBasi padora, pacueTHO-Tpadpuyeckasi padora, pedepat, KOHTpOJIbHasI
padora) — He IPeTyCMOTPEHO

5.5. CamocTosiTesibHAs padoTa

Ne paznena Bunsl camocrosTenbHOM paboTh 0®0 3®0
(Tembl)




1-6 [ToaroToBKa K YCTHOMY OIIPOCY IO TEME, 78 98
TECTHUPOBAHUIO, BHIMOJTHCHHUIO MPAKTUICCKHX 3aaHHH.
1-6 IloaroToBka k arTecTaluu. - 3,7

6. OBPA3BOBATEJIBHBIE TEXHOJIOI'MHU

[Tpu 0OyyeHNH UHOCTPAHHOMY SI3BIKY MCIIOIB3YIOTCS CIIEAYIOMINE 00pa30BaTEIbHbBIC TEXHOJIOTHH .

TexHoJIOTHSI KOMMYHUKAaTUBHOTO OOYYCHHUs — HampaplieHa Ha (GopMHupoBaHNE KOMMYHUKATHBHON
KOMIIETEHTHOCTH CTYJICHTOB, KOTOPas SIBJISCTCS 0a30BOi, HEOOXOAUMOM /ISl alalTallii K COBPEMEHHBIM
YCIIOBUSM MEXKYJIbTYPHOW KOMMYHHKAIIHH.

Texnonorust pasHoypoBHeBoro (nuddepeHpoBaHHOr0) 00y4eHUs IPEIoaraeT OCyIIeCTBICHNE
MO3HABATEIBHON  JEATEIBHOCTH CTYIEHTOB C y4ETOM WX HWHAMBHIYAIBHBIX CIIOCOOHOCTEH,
BO3MOKHOCTEH W MHTEPECOB, MOOIIPSS WX PEaTH30BHIBATH CBOW TBOpUYECKWi moreHnuan. Co3naHue u
WCTIOJIb30BAHNE TNATHOCTUYECKUX TECTOB SIBISIETCS HEOTHEMJIIEMOH YacThIO TAHHON TEXHOJIOTHH.

Texuosorust ~ WHOUBHAyanW3aluu  OOydeHWs  MOMOTAeT  pPEaJM30BBIBATH  JIMYHOCTHO-
OPUEHTUPOBAHHBIN MOJIXO0/I, YAIUTHIBAS WHIAUBHUIYyAIbHBIC 0COOCHHOCTH U MOTPEOHOCTH yJaIIUXCsl.

TexHONOTHsI TECTUPOBAHMS WCIIONB3YeTCS Il KOHTPOJISI YPOBHS YCBOSHHUS JICKCHUYECKHX,
rpaMMaTHYeCKHX 3HAHWA B paMKax MOJYJIS Ha OMpeNeNEHHOM dTare oOydeHus. J[aHHAs TEXHOJIOTHUsS
MO3BOJISIET TIPENOABATENI0 BBISIBUTh M CHCTEMAaTHU3WPOBATh ACIEKThI, TPEOYIOUINE JTOTIOTHUTEIbHOM
POpPabOTKH.

Texnonorust 00ydeHuss B COTPYIHUYECTBE peaiu3yeT HACI0 B3aUMHOTIO OOy4YeHUs, OCYILECTBIISASA
KaK WHJIMBHIyaJIbHYIO, TaK U KOJUIGKTHBHYIO OTBETCTBEHHOCTH 3a PEIICHHE YICOHBIX 3a/1ad.

UrpoBasi TeXHOJIOTHS MO3BOJISIET pa3BUBAaTh HABBIKM PACCMOTPEHMS Psiia BO3MOXKHBIX CHOCOOOB
pelieHus npooieM, akTUBU3UPYSI MBIIIJICHHE CTYACHTOB M PACKPbIBas JIMYHOCTHBIM MOTEHIUAN KaKJI0TO
oOydJaromierocs.

TexHosorust pa3BUTHS KPUTHUECKOTO MBILIUICHUS CIOCOOCTBYET (POPMUPOBAHUIO PA3HOCTOPOHHEHN
JUYHOCTH, CIIOCOOHON KPUTHUYECKH OTHOCUTHCA K MH(OpMAIUU, YMEHHIO OTOMpaTh WHGOPMAIHMIO IS
pelIeHUs MOCTABIEHHOM 3a/1auH.

Nudopmannonno-kommynukanuonubie Texnonoruu (MKT) pacumpsaior pamku o0pa3oBaTeasHOro
mpouecca, TOBBIIAsg €ro MPaKTUYECKYI0 HANpaBICHHOCTb, CHOCOOCTBYIOT HHTEHCHU(UKAIMH
CaMOCTOSITEIIPHON pabOThl 0OYUYaOIIUXCS W TTOBBIIICHUIO TTO3HABATEIbHON akTUBHOCTH. B pamkax MKT
BBIIEIIAIOTCS 2 BUJA TEXHOJIOT UM

- MEXHONo2Us UCNONIb308AHUSL KOMHBIOMEPHLIX NpOocpamMm, KOTopas Mo3BoigeT 3(h(EeKTUBHO
JIOTIOJTHUTH Tpoliecc 00y4YeHHUs S3bIKY Ha BCeX YPOBHIX. MynbTUMEAUIHbBIE TPOrPaMMBbl MTpeIHA3HAYECHbI
KaK JUIsl ayIMTOPHON, TaK W CaMOCTOSITEIbHOW pPalbOTHI CTYJEHTOB M HAMpPaBJICHbl HA pPa3BUTHE
IrpaMMAaTUYECKUX U JIGKCHUECKHUX HAaBBIKOB.

- UnmepHem-mexHonoeuu, IpeAOCTABISIIONINE ITUPOKKUE BOZMOXKHOCTH JJIsl IOUCKa WH(popMaluu,
BEJICHUS HAYYHBIX UCCIIEIOBAHUM.

I/IHTepaKTPlBHLIe H AaKTUBHbIC 06p330BaTe.]ILHLIe TEXHOJI0I'UH,
HCMOJb3yEeMbI€ B AYIUTOPHBIX 3aHATHUAX

No Bun Hcnonb3yeMble HHTEpAaKTUBHBIE U AKTUBHBIE KonuyectBo yacoB
paszena | 3aHATUS oOpa3oBarenbHbIe TEXHOJIOTUU
(Temsl) (01010 300




3 1P TBopueckue 3a1aHUs: COCTABIICHHE PaccKasa o 2 2
pemeHnu paboyux mpoOIeM 1Mo OTIOPHBIM
¢dpazam, 03ByUMBaHHUE TI0 POJISIM (parMeHTa
aHTJIMICKOTO (UIbMa, B KOTOPOM
JIEMOHCTPUPYETCS CUTYaIlusl, CBSI3aHHAS C
pa3paboTKON MAapKETUHIOBOW CTPATETHH
PEKIIaMHOTO areHTCTBa (UTrpa B KMHOTYOIISIK).

56 [P HNurepaktuBHOe 3aHaTHE (paboTa ¢ 2 2
ayauomarepuaniaMu: CBOOOHAsI UHTEPIpEeTaIus
MaTepHaJiOB ayJUPOBAHHS; COKPATUICCKUI
JTMAJIOT Ha OCHOBE CTPAaHOBEAUECKUX
MaTepHuaoB: HEOOX0AUMO, HAIIpUMeED,
000CHOBATh TOT UM UHON MapKETUHIOBBIN
pHeM; «0OyJaroluics B pOJIH
MIpENnoIaBaTelis»; UCIIOIb30BaHUE
MHTEPAKTUBHBIX 00yJaromux pUIbMOB, B
KOTOPBIX HEOOXOAUMO ITOMOYb T€POSIM
3aKOHYHTH (pa3bl B TUAIOTE U T.J.; TIPOCMOTP H
o0cyxJieHre yueOHbIX (PHIbMOB.

IIpakTHYeckasi MOATO0TOBKA 00y4YAKOLIUXCH

No pazgena Bun Bunpr padot KoanuectBo
(Tempr) 3aHATHUS 4acoB

7.OHEHOYHBIE MATEPHUAJIBIL UISI TEKYIIET'O KOHTPOJISI YCIIEBAEMOCTH,
INPOMEXYTOYHOU ATTECTAIIUA

7.1. MeToanueckne MaTepuaJibl, oNpeaeJsioye Mpoueaypbl OlleHUBAHUS B PAMKaX TeKYlIero
KOHTPOJISI yCIIeBAeMOCTH

YCTHBIIH 0IPOC — CPEICTBO KOHTPOJISI YCBOCHUS YYEOHOTO MaTepHaa 1o TeMaM 3aHsTHIA.

[Iponienypa mNpoBeNCHUS MaHHOTO OILIGHOYHOTO MEPOIPHATUS BKJIOYaeT B cebs: Oecemy
Ipero/iaBaTelis ¢ 00yJaroIUMCs Ha TEMbI, CBSI3aHHbBIE C H3y4aeMOU TUCIMILIMHOM, U PACCUMTAaHHOE Ha
BBISICHGHHE OO0beMa 3HAHUH OOYyYalomIerocs MO ONpPEICICHHOMY pa3jielny, TeMme, MpoodiemMe
(MHAMBHIyaTbHO UITU (PPOHTAIIBHO).

[Tokazarenu s OIEHKM YCTHOTO OTBeTa: 1) 3HaHWE MaTepuana; 2) MOCIEAOBATENbHOCTh
W3NOKEHHUS; 3) BIaieHue peublo U MpoecCHOHANBHON TepMUHONOTHEH; 4) MpUMEHEHHE KOHKPETHBIX
MIPUMEPOB; 5) 3HAHUE paHee U3YYEHHOTO MaTepHana; 6) ypoBeHb TEOPETHUECKOTO aHaInu3a; 7) CTeNeHb
CaMOCTOSITEILHOCTH; §) CTeNeHb aKTUBHOCTH B Tpoliecce; 9) BBIMOTHEHHE PerJaMeHTa.

Jlis TOATOTOBKM K JAaHHOMY OIIEHOYHOMY MEPOTPHUATHIO HEOOXOJUMO U3YYUTh YyueOHbIE
MaTepuanbl MO0 TEME 3aHITHUS, MPOCMOTPETh CIPABOYHUKH IO TpaMMaTHKE, a TakKe MOBTOPUTH
MaTepHabl, 3alUCaHHbIC BO BPEMs MIPAKTUIECKHUX 3aHSATHH.

TecTupoBanme—CpeCTBO KOHTPOJISI yCBOEHUS yueOHOTO MaTepuana. He MeHee, ueM 3a Helemo
710 TECTUPOBAHMUS, TPETOIaBaTeb ONMPEACTSeT ISl 00yUaIOIUXCsl UCXOIHBIE TaHHBIC JUIS TOATOTOBKU
K TECTUPOBAHUIO: TEMbI, BOMPOCHI, MO KOTOPHIM OYIyT 3aJaHusi B TECTOBOW (opme, TUTEepaTypy U
HCTOYHUKHU C TOYHBIM YKa3aHUEM pPa3/IeoB, TEM, CTATEH /IS TIOJTOTOBKH.




TecThl BBINOJHSIOTCS BO BpEMsl ayJAUTOPHBIX 3aHATUNW CEMHHAPCKOro THUMa (MPaKTUYECKUX
3aHATHN).

KonruecTBo BOPOCOB B TECTOBOM 33JJaHUU OTIPECIISIETCS IIPETI0/1aBaTeIIEM.

Ha Brmonaenne TectoB otBoauTcsa 0,5—1 akageMudecKuii Jac.

NunuBuayabHOE TECTOBOE 3a/laHUE BBITACTCS 0OydarmeMycss Ha OyMakKHOM Hocutene. Takxke
TECTUPOBAHUE MOXKET MPOBOJUTHCS C HCIOJIB30BAHUEM KOMITBIOTEPHBIX CPEACTB W IPOTpaMM B
CHenuaIbHO 000PYI0BAaHHBIX TOMEIICHHSIX.

[Ipy MPOXOKIECHUM TECTUPOBAHUS TOJIB30BATHCS YYCOHHKAMH W Y4EOHBIMU TOCOOWMSIMH HE
pasperniaercsi.

VYpoBeHb 3HaHUN OOydYarOIIETOCSd  OMNPEACNACTCS OLEHKAMU  «OTIUYHOY», «XOPOIIOY,
«YIOBJIETBOPUTEIHEHOY, «HEYTOBICTBOPUTEILHO.

BoinosiHeHne NpaKTHYECKUX 3aIaHUM (pelIeHNEe YBPUCTUUYCCKUX 3a]a4 M 3a7a4, CBSI3aHHBIX C
HHTEpPIpETAIIMEHTEKCTa) — THCbMeHHas Qopma pabOTBl CTyAeHTa, KOTOpas CIIOCOOCTBYET
3aKpEIUICHUIO U YIIyOJEHUI0 TEOPETUYECKUX 3HAHMM W TO03BOJSET CHOPMHUPOBATH Yy CTYICHTOB
HaBBIKU MPUMEHEHHS ATHUX 3HAHUI Ha MPaKTHKE.

[IpakTUueckue 3aaHus BBITIOJHSIIOTCS BO BpeMs ayJMTOPHBIX 3aHSATHUN CEMHHAPCKOTO THUIIA TIO
MIPETIOKEHHBIM MPEToaBaTeIeM MaTepraiaM.

KonuuecTBo 3amanuii onpenesseTcs mpenoiaBaTeiemM.

Pe3ynbraToM BBIMOTHEHUS 3aaHUS SIBISIETCS OTYET, KOTOPBIA JOKEH COIepkKaTh: HOMED, TEMY
MPAKTUYECKOW pabOThI, KpaTKOE OMHCAaHWE KAXKIOTO 3aJaHUsl; BBIMOJHEHHOE 3aJlaHWe; OTBETHI Ha
KOHTPOJIBHBIE BOTIPOCHI.

YpoBeHb YMEHUN U HABBIKOB 00YYAIOMIEroCs OMPEIEISIETCS OIEHKAMU «OTIHMYHO», «XOPOIIOY,
«YIOBJIETBOPUTEILHOY», «HEYTOBICTBOPHUTEILHO.

7.2. MeTonnueckue MaTepHaJibl, ONpe/e/siiolue MpoueIypbl OLeHNBAHUS B paMKax
MPOMEKYTOYHOM aTTeCTAlNHU

JAudepeHnupoBaHHbIi 3a4eT — 5T0 (opmMa MPOMEKYTOUHON ATTECTAIMH, 33a4eil KOTOPOTO
SIBJIIETCS KOMILJIEKCHOE OIEHKAa YpPOBHEH JOCTM)KEHMsSI IUIAHUPYEMbBIX pe3ylbTaTOB OOY4YEeHHS IO
JTUCLUILTAHE.

HuddepeHunpoBaHHblii 3a4eT Uid O4HOM (Qopmbl OOy4YeHHS MPOBOJUTCS 3a CUET YacoB,
OTBE/IEHHBIX Ha U3yYEHHE COOTBETCTBYIOIICH TUCIIUIINHBL.

[Ipouenypa mnpoBeAeHHs] AaHHOTO OLEHOYHOTO MEPONPUSTUS BKIIOYAaET B ce0sl OLEHKY
pEe3yNbTaTOB TEKYILEro KOHTPOJISI YCIEBAEMOCTH CTYJEHTa B TEUeHHE IMepHoja OOydeHHs M0
mucuumnHe. J[ns gomycka K 3a4eTy HeoOXOJMMO HMETh MOJOXKUTENbHBIE OLEHKH, MOJyYeHHbIE B
paMKax TEeKyIIero KOHTPOJI yCIIEBAEMOCTH, M0 KaKI0HM TeMe, MPeayCMOTPEHHON TUCITUILINHOM.

B kputepun UTOroBo OIEHKH YPOBHSI MMOJATOTOBKH 00YYaOMIErocs 1Mo AUCHUIUIMHE BXOIAT:

- YPOBEHb YCBOGHUS CTYACHTOM MaTepuaia, peaycCMOTPEHHOTO pabouel mporpaMmoii;

- YpOBEHb MPAKTUYECKUX YMEHHH, MPOJEMOHCTPUPOBAHHBIX CTYJCHTOM IIPU BBINOJHEHUH
MPAKTUYECKUX 3aJaHUI;

- YPOBEHb OCBOEHHS KOMIIETEHLIUM, TTO3BOJISIOIIMX BBINOIHATH MPAKTUYECKUE 3aaHMUS;

- JIOTUKA MBIIIJIEHUS, 000CHOBAaHHOCTH, YETKOCTh, TIOJTHOTA OTBETOB.

[Ipouenypa mpoBedeHUS JAHHOTO  OIEHOYHOTO  MEPONPUATHS  TPEIACTaBIsSeT  COOOM
co0eceroBaHUE N0 TEOPETHYECKUM BOINPOCAM, 2 TAKKe BbINOJHEHHE CTYIeHTAMU KOMILJIEKCHOTO
NPAKTUYECKOr0 3aJaHNsA(HECKOJIbKO 3aJaHUIl PA3HOIr0 THIIA) MOBBIMIEHHOH CJI0KHOCTH, KOTOPOE
HaIpaBJIEHO HAa MPOBEPKY KaK rpaMMAaTUYECKUX 3HAHMM CTYIEHTOB, TaK WM PEUYEBBIX KOMIIETEHIIMI
(moHMMaHue O0O0IIero coJep>KaHusi TEKCTOB, MPO(ECCHOHATBHOM TEPMHUHOJIOTHH, CHOCOOHOCTH K
MPaBWJIBHON MHTEPIPETAIIMU U3JI0KEHHBIX B TEKCTaX (PaKTUUECKUX JAHHBIX).

TunoBele mpakTuueckue 3afgaHus K auddepeHIupoBaHHOMY 3a4eTy JOBOJSTCS JI0 CBEIEHUS
CTYJIEHTOB 3apaHee.

[Ipy moOArOTOBKE K OTBETY IMOJIB30BaHHE Y4eOHUKAMHU, Y4€OHO-METOIMUYECKUMHU IOCOOUSIMHU,

CpCACTBaMH CBA3U U IJICKTPOHHBIMHU PECYpCaMHU Ha JIFOOBIX HOCHTEISX 3aIpCUICHO.
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Ha BpInosHeHHE KOMITJIEKCHOTO PAKTUYECKOTO 3aJaHUs OTBOJAMUTCS, Kak npaBuio, 30—40 MunyT.

[Tocne oxoH4YaHUS OTBETa MPENOJABaTENb OOBABIAET 00yYaOIIEMYCsl OLEHKY IO pe3ysbTaTaM
3a4yeTa, a TAK)KE BHOCHT ATy OIICHKY B aTTECTALIMOHHYIO BEJOMOCTb, 3a4ETHYIO KHUXKKY.

VYpoBeHb  3HaHW, YMEHHH W  HaBBIKOB OOYdYalOUIEroCsl  OMpEneNseTcss  OICHKaMHU
«HEYJOBIICTBOPUTEIHHO», «YIOBIETBOPUTEILHO», «XOPOILIO» U «OTIUIHO.

7.3. OnleHO4YHbIE CPEACTBA, KPUTEPUH U HIKAJIA OLEHKHU
TunoBsele 3a1aHus JUIA TEKYLIero KOHTPOJIsl yCeBaeMoCTH

IlepeyeHb TUIIOBBIX BONIPOCOB /IJISI YCTHOI'O OIPoOca
OTBeT Ha BOIPOC JOJDKEH MPEACTABIATh COO0M KpaTKOE MOHOJOTHUUECKOE BHICKA3bIBAHUE
Ha aHTJIUHACKOM S3bIKE

1. KpaTko onuiute AeSATEILHOCTh MEPEYHUCIICHHBIX CICIUATUCTOB B 001acTH MapkeTunra: «brand
manager», «director of marketing», «head of PR», «marketing assistant».

2. Jlaiite onpenenenue Tepmuna «branding».

3.IlpeacraBere cebGe, YTO KOMIIAHWSA, IOJYYMBIIAs W3BECTHOCTH Ojarojaps IMEpBOKIACCHOMN
TYPUCTHYECKON OSKUIMPOBKE, KOTOPYIO OHA BBIMYCKajda, PElIMja MPOM3BOAUTH TOBAphI ISl JOMA.
Cutyarus ommcaHa cieayronmM odpasom: «The company has gained a good reputation thanks to the
tourist equipment. But when she began to produce household goods, the trade failed. The problem was
that the new productwas off-brand». O6bsicauTe 3Ha4ueHue Tepmuna «0ff-brand».

4. Tlpu co3MaHUU MApKETHHTOBOM CTpaTerMM BaXKHO OMNpPECIMTh TO, YTO HasbiBaeTcs «typical
customer profile». Uto 0603Ha4YaeT 3T0 aHITTUHCKOE BBIPaKEHHE.

5. MapkeTrHroBbIii KomIuiekc(«marketing mix») oObIYHO BKIIIOYAET TaK Ha3bIBAEMBbIE «4eThIpe P»
(«four Ps»): product, price, placement, promotion. O6sscHuTe, 4TO 0003HAYAIOT 3TH TEPMHHBI.

6. OOBIYHO JIETIOBOE MUCHMO JOJDKHO BKIIIOYATh (Ppa3bl, KOTOPBIE MOXKHO OOBEIMHHUTH B T'PYIIIIHL:
«Greetings and closes», «Pleasantries», «Closes for saying thank you». IlpuBeaure mnpuMepbI
OOMICTIPHHSATHIX PEUEBBIX POPMYIT IS KQXKIOHW U3 TPYIIIL.

7. OOBsicHUTE, I KaKuX Ieieil Obul pa3paboTaH MHCTPYMEHT, MOJYyYUBIINNA HazBaHue «Boston
Matrix»?

8. Kak pacmudposreiBaercs abopeBuarypa AIDA, KOTOPYIO HCIIOIB3YIOT 11 0003HAYCHUST MOICIIH
MIPOIBIDKEHHSI TPOAYKTOB U yCiIyT. [I[pOKOMMEHTHpYHTE 3HAUCHHE KaXKI0TO TEPMHHA.

9. Ilepeuncnure 00s3aTeNbHBIC Pa3/ieNbl B CTPYKTYpE CTaHAAPTHOTO IpecC-peiin3a, MPHBEIUTE
MPUMEPBI OOMIETIPUHATHIX PEUYEBBIX (HOPMYJI, HCIOIB3YEMbIX B KOXKIOM pa3Jielie.

10. Bo BpeMst pe3eHTalMl KOMITAHUW Ha TOPrOBBIX BBICTABKAX, PMapKax MapKETOJIOTH TOTOBST
JUISl Y9aCTHUKOB Mpe3eHTauu «giveaways». O0bsacHUTE 3HAYCHUE STOTO CJIOBA.

Kpurtepuu oiieHKH yCTHOTO onpoca

O1eHKAa «OTJIMYHOY» BBICTABJISICTCS CTYACHTY, €CJIM OH B TIOJIHOM Mepe PacKpbUI COJCpKaHUE
BOMPOCA, €ro pedb XapakTepu3yercs coOmtoneHneM (OHETUYECKUX U TPaMMAaTUYECKHX HOPM
AQHTTTUHCKOTO SI3bIKa, HACKIIIeHA TPO(EeCCHOHATLHBIMUA TEPMUHAMHU.

OrneHka «XOpOIIO» BBICTABISIETCS CTYIEHTY, €CIM B MPOIECCe OTBETa OH JOIMYCTUJ OJHY-IBE
OIIMOKU B PACKPBITUU COJEPKaHUSA BOMpPOCAa WIM B TMOCTPOCHUHU MPEIOKEHUH (TpaMMaTHYecKue
OIINOKN).

OneHka «yJOBIETBOPUTEIBHO» BBICTABISETCS CTYACHTY, €CIH OH B I[€JIOM TOHHMAaeT
COJIep’)KaHHWE HW3YUYEHHBIX TEM, MMEET MpEACTaBICHHE O T'paMMaTHYEeCKHMX HOpMax, HO B Mpolecce
OTBETa JIONycKaeT Oosiee ABYX OIINOOK.

OneHka «HEYAOBIETBOPUTEIHHO» BBICTABISETCS CTYIACHTY, €CIIM OTBET IO CYIIECTBY
OTCYTCTBYET, HECMOTpSI Ha HABOISAIIUE BOIPOCHI MPETO1aBaATENsI.
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HepequL THINOBBIX TECTOBBIX 3aJaHUM

1. IIpounTaiitTe ommcaHue MODKHOCTHBIX OOS3aHHOCTEH COTpyaHUKA KoMmmaHuu. OrnpenenuTte
JOJDKHOCTB, KOTOPYIO OH 3aHmMaeT: «The job involves managing all aspects of publicity. The right
person will have solid writing skills and strong relationships with the appropriate media outlets. The
position reports directly to the CEO. The salary is based on experience».

a) brand manager,

b) director of marketing,

c) head of PR,

d) marketing assistant.

2. OnuH U3 coco0oB cOopa JaHHBIX B MAPKETHHTOBBIX MCCIICIOBAaHUAX B OPUTAHCKOM BapHaHTe
Pa3roBOPHOIO aHIJIMICKOTO si3bIKa OOBIYHO Ha3bIBAETCsl «ONE-0N-0ne». Bribepure npodeccruoHanbHbIi
CUHOHHM 3TOT'0 Pa3rOBOPHOTO CJIOBA.

a) postal survey,

b) telephone survey,

C) street interview,

d)individual interview.

3. MapkeTtunroBsiii kKoMmIieke («marketing mix»), kpome 4eThipex OCHOBHBIX 3ieMeHTOB (product,
price, placement, promotion)mosxeT BKIIFOYaTh TPH JOMOJHHUTEIBHBIX. BbIOCpUTE 3TH TPH 3JIEMEHTa U3
MePEYUCIICHHBIX.

a) participants,

b) prediction,

C) projection,

d)processes,

e) physical evidence.

4. TIpounraiiTe omnpeseacHHe OJHOTO U3 CeKTOpoB «Boston Matrix», ykaxuTe Ha3BaHHE CEKTOpa:
«Mature products that have a large market share and that are earning a lot of money.The market is static,
so there’s not much opportunity for growth, but that’s not a problem.These products require little
attention from the marketing department.

a) stars,

b) cash cows,

C) question marls,

d)poor dogs.

5. B BpeMsi TOProBbIX BBICTABOK MHOTHE KOMITAHHHM OpraHusyroT «social eventsy. Haiimute
BCPHOC OIIPCACICHUC 3TOI'O MCPOIIPUATHA.

a) «Such events usually bring together high-ranking sponsors who can discuss development
issues of acompany. These events are a good opportunity to find new sources of financial support»,

b) «Such events are held for the company’s employees to discuss business matters»,

c) «These events are a good opportunity to meet with competitors and resolve controversial
iSsues»,

d)«These events provide an excellent opportunity for business people to ‘meet and greet’ in an
informal setting. Business is seldom discussed at such events. The focus instead is on relationship-
building through small talk and introducing mutual friends.

Kpurtepuu u oueHKH TeCTHPOBAHUS
KonnyecTBo npaBMIIbHBIX OTBETOB:
Menee 5 (13 10 BOpocoB)— «HEYIOBJIETBOPUTEIHHOY,
5—6 — «yIOBIETBOPUTEILHOY,
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7-8 — «xopooy,
9-10 — «OTIUYHOY.
TunoBble 3a1aHUsA A1 NPAKTHYECKOI MOATOTOBKH 00y4ar0UIMXcst
IIpakTnueckoe 3axanue 1

IIpounTaiiTe 1MaJOr 0 CTPYKTYpPe MAPKETHHIOBOI0 0T/ PEeKJIAMHOH KOMIIAHUH. 3aN0JHUTE
NPOINYCKHM B OPraHU3AIMOHHON cXeMe HMeHAMH COOTBETCTBYIOIIUX COTPYAHMKOB

a, director of marketing} .

> 4 .
RN B Zherde e topibile S
branding specialist relations officer product manager
*”

e, public ! product
relations assistant management assistant

Anna. Well, all marketing departments are different, are they?

Rob. Yes. At my company, Ben and | are the marketing department!

Anna. | know what you mean. | used to work for quite a small company doing all of their
marketing. But the company here is a bit bigger. We have separate departments for sales and marketing.
So, let me just give you some names. As you know. 1I’m the public relations officer here and | report
directly to Sabrina, who’s the director of marketing. My assistant is Uwe. You can always give him a call
if you can’t reach me.

Rob. Wait, Anna, let me just write this down. Sabrina and ... um, how do you spell your assistant’s
name?

Anna. That’s U-W-E. Uwe.

Rob. Got you.

Anna. And if you need to talk to somebody about individual products, then you should contact
Vittore or his assistant, Thomas.

Rob. Ah, what was that again? Vee ...?

Anna.Vittore-he’s Italian. You spell that V-1-double-T-O-R-E.

Rob. OK. And Thomas. That’s easy enough.

Anna. Right. Finally, Sylvia is responsible for the image of our various brands.

Rob. Great! That’s very helpful.

a b . C ,d , € f

IIpakTHyeckoe 3axanue 2
Ilepen BaMu ceMb COBETOB, KaK MOJYYHTh 00JIbIIE M01€3HbIX CBeeHUI 0 BAIIMX NOTEHUHAJbHbBIX
KJIMeHTaX. 3anoJIHUTe NPONYCKH B NMPeI0KeHUAX CJIOBAMHU UJIH CJI0BOCOYETAHUSAMH, KOTOpPbIe
HaNUCaHbl KYpcUBHBIM HIpu¢ToM. IIpumep npuBesieH B epBOM NpeAI0KeHUH

Clients, competitors, find out, listening, loyal-customers, new trends, sales records, search terms
1. Emailloyal customers directly with one or two questions.

2. Examine the that people type into your website’s search function. Which
itemsare people looking for?

13



3. Schedule a social event, such as a wine tasting, for existing or potential ,anduse

this as an opportunity to more about what they want.

4. Compare your marketing approach with that ofyour . What areas are
theytargeting that you aren’t?

5. Read trade journals to team about .This will help you stay ahead of
thecompetition.

6. Study your to see what facts you already have about the people who buy
fromyou.

7. Spend time in a shop or at a trade fair to people. What do they talk about?What

questions do they ask?

2 .3 4 , O , 6 7

IIpakTuyeckoe 3aganue 3
I'pynna coTpyIHUKOB (pUMPMBbIL, KOTOPasi 3aHHMAETCH PEKJIAMONTYPHCTHYECKOI 0/1e3KIbl, 00YBU U
WHBEHTAPS VISl HAYMHAKIOIIHMX TYPHCTOB — MPEUMYIIECTBEHHO MOAPOCTKOB, COOHPAETCsi IPOBECTH
MAapKeTHHIOBOE MCC/Ie/IOBAHUE U 00CYKIA€eT, KAKHE METO/IbI CO0pa TaHHBIX UM JIy4lle
HCII0JIb30BAaTh. HpO‘lHTaﬁTe TEKCT, BBINIOJHHUTE 3a/ITaHUA K HEMY

Corinna. Well, a postal survey would be quite cheap.

Heike. That’s true, but I don’t think It would be very effective.

Rupert. Neither do I. After all, every time | get one ofthose | usually put it straight in the bin. And
the people who do answer usually skip half the questions. I think an online survey would get much better
results.

Corinna. Well, it would be free, which is nice, but I don’t think all our customers use our website,
actually. They tend to buy our products in shops, so I’m not sure how many relevant responses we’d get.
We may end up with a skewed sample.

Heike. What about individual interviews? If we met people, we could show them a prototype and
let them examine it. That way they could give a more Informed response.

Rupert. Yes, and we’d also have a better response rate. So, we could either organize a focus group
and invite four to six people to take part or do a street interview and just stop people on the street and ask
them questions. What do you think, Corinna?

Corinna. Well, both options have their strengths and weaknesses, but to be honest, interviews like
that usually cost a fortune. | personally think that a telephone survey is the best. We can look at the user
profiles we have and just call members of our target group, you know, parents with their children-
teenagers.

Heike. I agree completely. We should definitely focus on our target group.

Rupert. Yes, but what about the people without young children like grandparents, who can buy
camping supplies as a present for their grandchild.

Heike.Mmm, good point. It looks like we’ll have to...

HaﬁnnTe B TEKCTE CJIoOBa H CJI0BOCOYECTAHUA, KOTOPbIE€ COOTBETCTBYHWOT CJICeAyIOUIUM
oInpeaeIeHUusIM:
1) useful answer:
2) a survey group which is not typical of a target group:
3) model of a product in development:
4) percentage of people who complete a survey:
5) the group of people a company wants to sell to:
6) information known about a customer:

3anojHuTe HAalJeHHbIMHA BAMH CJI0BAMH H CJIOBOCOYEeTAHUSIMHA NPONMYCKA B MPEAJIOKCHUAX:
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a) Rolex’s is wealthy people who see a watch as a status symbol.
b) When you log on to a website, the pages you look at and the amount of time you spend on them
are saved in your

c) Even the best-designed surveys only have a of about 4%, sodon’t set your
expectations too high.

d) A will make the data you gather worthless, so think carefullyabout who fills
in your questionnaires.

e) We did an online survey but we didn’t get many . Most of thevisitors to our
website aren’t customers.

f) Once the product development department has created a , wecan display it at

trade fairs. I’m sure it will attract more people to our stand.

IIpakTnueckoe 3axanue 4
MeHeqxep KOMIIAHUM, NIPEI0CTABJIAIONICH YCIYIH CBA3H, ONIUCHIBAET CBOUM KOJLIEraM
«MapKeTHHIOBBIH KoMIIeke» («marketing mix») Hosoro npoaykra. Ilpounraiite MoHoJIOT,
BBINUIINTE U3 TEKCTA (pa3bl, KOTOPHIMH MOKHO ObLJIO ObI 3ANI0JTHUTH TA0JINIY

Marketing mix

Product

Price

Placement

Promotion

The key factors of our cable package are that you get everything you need to connect to the Internet,
and that your connection is faster than anything you can get anywhere else. You can email videos in just
seconds, instead of minutes or hours. Customers also get free webspace and can use our webpage design
program. And finally, our software automatically scans all incoming emails for viruses.

We will be reaching customers through ads on websites and in magazines starting in September.
Our product will then be immediately available to customers in major metropolitan areas across Europe.
We will guarantee that customers will have all hardware and be able to use our modems within 48 hours
of placing an order.

We haven’t fixed a price yet, but this will be decided in the next week or two. Because our product
is in the introduction phase, our pricing model should win us as many customers as possible, as quickly as
possible.

IIpakTHuyeckoe 3axanue 5
Bl BuAMTE 1BA CIMCKA CJI0B: COEIUHUB OIHO U3 CJIOB IEPBOro CIUCKA ¢ OHUM U3 CJIOB
BTOPOI0 CIIMCKA, BbI NOJIYy4YHTe CJIOBOCOYETAHNE, KOTOPOE COOTBETCTBYeT OHOM M3 1epuHMIUI,
NpHUBeAeHHbIX HUIKe. BoImuiuTe 1015 ka0 AeUHNIMN NOAX0As1Iee CJI0BOCOYETAHME

[Mpumep: crnoBo mediau3 mepBoro cmucka oOpasyeT co ciIoBOM MeNntionsu3 BToporo cronodia
crnoBocoveranue media mentions, koTopomy cooTBeTCTBYeT AeuHHULUS d.
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1) media, customer, brand, product, strong, primary, public;
2) knowledge, line, mentiens, relations, responsibility, service, strategies.

a) a related series of items sold by a company (e.g. education software titles offered by a publisher),
b) the department that deals directly with consumers,

¢) communication with the general public,

d) items where the company’s name is seen in newspapers, magazines, and websites,

e) main task or function,

) good understanding,

g) ways of promoting a brand.

a) , b , ©) , d) media mentions,

e) T )

Kputepuu u mkajia oiieHKH BbINOJHEHHS MPAKTUYECKUX 3aaHU

O1eHKa «OTJIIMYHOY» BBICTABIISIETCS CTYJCHTY, €CIIM OH CAMOCTOSITEIHHO M MPABHIIBHO BBITIOTHIUI
MPaKTUYeCKOe 3aJaHhe, CIIOCOOCH YBEPEHHO, JIOTUYHO, IOCIENIOBATEIbHO M apryMEHTHPOBAHHO
OOBSCHUTH CBOM PEIICHUS, TOJIb3YICh MPOPECCHOHATBHBIMU TEPMUHAMHU.

O1eHKa «XOPOIIIOY BHICTABISIETCS CTYACHTY, €CITH TIPH BBITIOTHEHUH 3a/IaHUSI OH JIOTYCTHJ IBE-TPH
OIMOKH, OJTHAKO NMPH YKAa3aHWHM Ha ATH ONIMOKH CMOT JIETKO WX HCIPABHUTh W OOBSICHHUTH, IOYEMY OHU
ObUIH JTOMYILIEHBI.

O1eHKa «yJIOBJICTBOPUTEIBHO» BBICTABIISICTCS CTYACHTY, €CIUM TpPU BBIMOJHEHWH 33JaHUS OH
JOTYCTUI O60JIee TpeX OIMMOO0K, C TPYAOM CIIOCOOCH 0OBSICHUTD, TOYEMY 3TH OIMTUOKU OBLIH JOITYIICHBI.

O1eHKa «HEYIOBICTBOPHTEIBHOY» BBICTABISICTCS CTYIACHTY, €CJIM OH HE BBITIOJIHUI IMPAKTHIECKOE
3aJIaHWE WK BBITIOJIHUII C TPYOBIMHU OIIMOKaMH.

IlepeyeHb THMOBBLIX BOMPOCOB 151 MPOMEKYTOUHOI aTTecTanuu (TuddepeHIInpoOBaHHOI0 324€eTa)

1. B Bameit KoMIaHUK OCYIIECTBIISIOTCS Pa3IMYHbIe BUABI AEATEILHOCTH, KOTOPbIE HAa3bIBAIOTCS Ha
aHIJIMICKOM sI3bIKE ClieAyrommM obpasom: «doing market research», «drawing up a marketing plan»,
«liaising with the sales department», «providing support for customer service», «writing press
releases»,«presenting at a trade fair», «<commissioning advertising».OxapakTepu3yiiTe KpaTko KaX<Iblil 13
BHJIOB JICATEIBHOCTH.

2. Tepmun «branding» oOGBIYHO MEPEBOIUTCS KaK «Ipoliecc (OPMHUPOBAHUS UMUK KOMITAHHH, €€
Openaa». OHAKO B aHIVIMHCKOM SI3bIKE €CTh MHOTO BBIpaKEHHIA co ciioBoM «brandy. Jlaiite onpenenenue
crenyronmx cioBocoderanuid: «brandawareness», «brandequity», «brandextension», «brandidentity,
«brandimage», «brandloyalty», «brandname», «derivedbrand».

3. IlpencraBepTe cebe, 4TO BBl pabOTaeTe B HOBOM TYPUCTHYECKOM areHTCTBE, OHO MO3UIIMOHUPYET
ceba Kak ¢upMa, TPUOPUTET KOTOPOW — JIMYHOE OOIICHHE C KaXJbIM KIMeHTOM. Bam mpeanaraior
MIPOBECTH MApPKETUHIOBOE MCCIEIOBAHUE, YTOOBI M3YYHTh WHTEPECHl U MPEANOYTECHUS MOTEHIUATBHBIX
KJIMEHTOB. BawmmpenocrasienBsiOopcnocobacoopanannbix:  postal survey, online survey, street
interviews. Pacckaxwure, kakuemoctomHcTBa (advantages) u Hemocrtatkm (disadvantages) ectb y
Ka)KJ0rocmnocooa.

4. BamuyxHOOMHCATHITPOIIECCPA3Pa0O TKUMAPKETUHTOBOTOTIIIaHAPA3BUTHSI, Harpumep,
HEOOBIIIONTOCTUHHUIIBIHAMOPCKOMKYPOPTE. CocTaBbTEMOHOJIOTHA0CHOBEOOPHBIX(hpa3: «current
position»,«situation analysis», «analysis of competitors», «problems and opportunities», «sales projection
and costs», «benchmarking», «objectives», «implementations.

5. Bam HeoOxomumo coctaBuTh «marketingmix» mist Bamied (UPMBI, KOTOpas 3aHUMAaeTCs
MPOJAAKEW TEIION OAEKIbl A AJUTEIbHBIX IOXOJOB IO NEPECEeUeHHOW MecTHOCTU. Onuiuunre
BO3MOXKHBIA «marketingmix», ucnonw3ys crieayromue Bompockl: «Product. What are the important
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aspects of your product? Why do people want to buy your product? Price. What factors affect your price?
Placement. When and where is your product available to customers? Promotion. List the ways in which
you reach customers. What are your contact points?».

6. B ACJIOBOM AHTJIMMCKOM  S3BIKE YacTo HCIIOJIB3YIOTCA  PAa3JIMYHBIC  CJIOBOCOYCTAHUA,
ompenengonme crnocod QGopMupoBaHHs LEHBl Ha NPOAYKTH WM yciuyrd. OObSACHUTE 3HAUYEHUE
CIENYIOIIUX CIOBOCOYETAHMM CO CIIOBOM «pricing»: «captive product pricing», «economy pricing»,
«geographical pricing», «penetration pricing», «premium pricing», «price skimming».

7. VI3BecTHBIM MHCTPYMEHT CTPATETMYECKOTO aHAIM3a M IUJIAHUPOBaHHS B MapkeTuHre «Boston
Matrix» mnpencrasisier cOOOH KBaapar, pa3jeiCHHBbI Ha YETBHIPE CEKTOpAa, KOTOPBIC O3aryiaBlICHbBI
metadopuuecku: «Cash cows», «Stars», «Question Marks», «Poor dogs». Pacckaxxute 0 3HaYEHUHU ITUX
Metadop.

8. IlpencraBbTe cebe, UTO Balla KOMIAaHMs 3aHUMAETCsl OpraHu3alMel oTAbIxa B ropax. B memsax
IMPOABMIKCHUA YCIIYId BaM HNpCIararoT NOCTPOUTh PCKIAMHYIO KOMIIAHWIO Ha OCHOBC JABYX IMPUHIIMUIIOB:
«reinforce the existing image» u «generate a buzzy. OnuiuTte peanu3aluio 3TUX TPUHITUIIOB.

9. Cnucok coBeroB mo Hamucanuro «Killer press release» («yboiiHoro mpecc-penu3a») 0OBIYHO
BKITIOYAIOT chenyromue myHKTh: «1. Keep things real. 2. See the story from the reporter’s point of view.
3. Create a catchy headline. 4. Proofread carefully. 5. Keep it short». [laiite pa3BepHyThIii KOMMEHTapHit
KaXXJI0ro IIyHKTa.

10. BsI 1OHKHBI IOATOTOBUTH MPE3EHTAIIMOHHBINA IMaBUIHOH Balleld (UPMBI HAa TOPTOBON BBICTABKE
(sspmapke). OnUIIUTE IPOIECC MOATOTOBKH, MCIIOIB3Ys OMOpHbIe cioBocouetanus: exhibition stand,high
profile visitors,editorial coverage, prospects, key publications, additional audience.

Tunosble 3aaHUs 11 MPOMEKYTOUHOI aTTecTanuu (¢ depeHHpPoOBAHHOIO 3a4UeTa)
Ha 3auet npencrapisieTcss KOMIUIEKC 3a/IaHH, CBA3aHHBIX €AMHON TEMOM, KaXKI0€ MOCIeyIonee
3a/IaHK€ MPEJII0JIaraeT 3HaHUe MaTepraa MPeIbIAYIIero, TO3TOMY 3aJaHHs JOJKHBI BHITTOTHITHCS
MOCJIEIOBATEILHO — OJHO 32 IPYTrUM

Kommiekce 3aganui |

3aganue 1
IIpencraBbTe cede cutyanuio: MapTuH — MeHeIKep KOMIIAHUHU, MIPEI0CTABJISIIONIEH YCIyTri
HHTepHeT-cBsI3U. OH coOMpaeTcsi OPraHu30BaTh coOOpaHue, YTOOBI 0OCYAUTH € KOJIJIEraMmu
PEKJIAMHYI0 KOMIIAHMIO 110 MPOABHKEHUI0O HOBOI'0 NaKeTa ycJayr. MapTHH HANMCcaJIuM
3JIEKTPOHHOE MUCHbMO, HO NIPE/1JI0KeHHs B HEM PacCTaBJIeHbl B HEMPABUJIbHOM MOPsIIKe.
Onpenennrte BepHbIii MOPSA0K MPeII0KEHU I

a) Could you have a look and let me know if there’s anything you’d like to add or change?

b) As you probably know, we need to think about scheduling a meeting to discuss our
pricingstrategy for our new cable Internet package.

¢) Hope you all had a nice weekend.

d) Please let me know if you can attend by the end of the day.

e) How about next Tuesday at 9 a.m.?

f) I’m also attaching an outline of what I’d like to talk about.

1- _,2— . 3- __4— __,5— . 6-

3aganue 2
MapTuH, 0 KOTOPOM MbI Y3HAJIU U3 3a/1aHus 1, MOJYYHJ TPH OTBETA HA CBOE YJIEKTPOHHOE MUCHMO,
B KOTOPOM OH MPOCHJI KOJIJIET COOPATHCSl HA COBEIIaHHe M MOCMOTPeTh NPUKPEILUIEHHBIH K MUChbMY
¢aiin. 3anoTHUTE NPONMYCKH B MHCbMAX CJIOBAMH, Bbl/IeJIEHHBIMH KYPCHBOM
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attachment, attend, best, cheers, hope, input, mind, postpone, see

Email 1

Hi!

Just wanted to let you know that | can the meeting. I’ve looked at your outline and
can’t think of anything to add. 2you on Tuesday.

Email 2

Hello Martin!

I’m still at the conference in Darmstadt and won’t be back in town until Wednesday.

Would it be possible to % the meeting? 1’m back in the office on Thursday and free all
day. If not, I’ll send you my ideas by email. By the way, | couldn’t open the 4. Couldyou send

it again in a different format?
5

Email 3

Hi Martin!

Tuesday morning is fine for me. | noticed that you didn’t send your message to Laura. Wouldyou
6 if I invited her to joinus? It might be useful to have her "Il have a look at

theattachment and will get in touch if there’s anything missing.
8you had a nice weekendtoo.
All the o
Graham

3amanue 3
MapTuH, ¢ 3JIeKTPOHHOH NePenucKoi KOTOPOro Bbl padoTaju B 3aiaHuu 1 U 2, NPpUKP enuj K
nucbmy ¢aii ¢ ponpocamu. OH JIAHUPYET 00CYAUTH UX € KOJJIETAMHU HA COBEILIAHMUM.
IIpouyuTaiite TekcT (paidaa, HAMIUTE B HEM CJI0BA UJIM CJIOBOCOYETAHUSA, COOTBETCTBYIOIIHAE
onpeieJileHUsIM, IPUBeIEHHbIM MOl TEKCTOM

Cable Internet package pricing model.

| have a few questions I’d like everyone to think about in advance of the meeting. As you know,
we’re introducing a new DSL package, and we need to decide what we should be charging for our
services. Some points lo consider are:

» What should our pricing model be? A monthly flat fee or charge by data volume?

» Do we want to offer different prices in different regions?

» Should we bundle our services and offer a discount?

« What about adopting a penetration pricing strategy for the roll-out? How long should these prices
be valid for (3 months, 6 months...)?

» What optional extras shall we offer (e.g. guaranteed 24-hour servicing)?

Please think about these questions, and we can discuss everything in more detail.

Definitions.

1) when a customer pays the same fee each month / year / etc.,

2) to sell a group of things (like products or services) as a package,

3) reduced price,

4) another word for product launch,

5) enhanced features or services that customers have to pay more money for.

1- 2 3 4- 5
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3ananne 4
B 3apannu 3 Maprunynomunaet «penetration pricing». Haiiqure cpean npeacraBieHHbIX
Ae(pMHMLMI onpeieJieHHe ITOM Mo/Ie/ i IeHO00pa30BaHus M IATH APYrux moaesei. ConocraBbTe
Ha3BaHMsA MojeJieil HeHo00pa3oBaHus U UX JepuHUIMHU

1) captive product pricing,
2) economy pricing,

3) geographical pricing,
4) penetration pricing,

5) premium pricing,

6) price skimming.

a) pricing goods/services as cheaply as possible,

b) charging a high price for an item where you have acompetitive advantage,

c) charging a high price for a unique high-quality item,

d) pricing goods at a very low price to encourage people tobuy them — often the prices are later
raised,

e) pricing according to area where goods are sold,

f) pricing one item very low and its complement very high.

1-__,2-_ ,3-__,4—__ ,5-__,6-

3amanue 5
IIpouuTaiiTe BLICKA3bIBAHMS MEHEIKEPOB 0 TOBAPaxX U yCJayrax, onpeaejure, Kakou U3 MojeJei
1eHO00pa30BaHuUsl, epPevYnCcJeHHbIX B 32IaHUU 4, COOTBETCTBYET KAa’k/10€ BbICKa3bIBAHHE

1) captive product pricing,
2) economy pricing,

3) geographical pricing,
4) penetration pricing,

5) premium pricing.

a) Naturally we need to price our goods lower in countries with a lower per-capita income.

b) We at Chamonix Ecrit believe the quality of our pens justifies their cost.

c) These low prices will only be in effect for the first six months. After that they will be raised by
10-25%.

d) Yes, the printers we sell are inexpensive, but we charge quite a bit for the ink cartridges.

e) Our own-label brands sugar, flour and milk have much lower prices than the brand-name
competitors.

1-_ ,2—_ ,3—_ ,4-_ ,5-

Kommiexkc 3aganuii |1
3aganue 1

Kommnanus «Joys of Germany» codupaeTrcst npeIi0:KATh HHOCTPAHHBIM TYPHCTAM HOBbIE BH/IbI
TypucTHYecKHX ycayr. Oqun u3 ee corpyannkosKapcren ornpasuics B JIOHI0H, 4TO0BI
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BCTPETUTCA C MPEACTABUTCIIEMPEKIAMHOIO arcHTCTBa «Red Arrow» Tpei'lcn, KOTOpasi 3aHUMACTCH
opraﬂn3auneifl PE€RJIAMHBIX KOMIIAHHIA. HquHTaﬁTe AUAJIOr, OTBETHTEC HA BOIIPOCHI

Tracy.OKk, so tell me what you’re looking for.

Carsten. Well. We want to do something a bit moreinteresting than sausages and the Black Forest.
Most of our market research shows that Germany still has a boring, traditional image abroad. As we
showed during the World Cup. we have the tourist infrastructure and lots of attractions but Italy, for
example, still attracts far more foreign tourists than we do.

Tracy. Maybe because of the weather?

Carsten. That’s one reason, | agree. But that’s why it’s important for us to create a new image. We
need to remind people that a holiday doesn’t have to be hot to be fun.

Tracy. Interesting. Tell me more.

Carsten. Well we’d like to go beyond the stereotypes. Great composers, the Oktoberfest, white
wines... The people who are interested in these things are already coming to Germany. We need to attract
new visitors who aren’t yet aware of the other side of Germany.

Tracy. | see. So why do you want to work with us?

Carsten. We want to work with someone based in the UK. We think that someone from outside
will have a fresh perspective and be able to rebrand us better. Every country has its advertising culture
and we want to make sure our ads appeal to people in the UK.

Tracy. Ok, | understand what you’re trying to achieve. And if I may say so, | think that you’re
right. Advertising norms are different in each country, and you need an insider to design an ad campaign
with the maximum appeal.

Questions.

1. According to joys of Germany, what sort of image does Germany have abroad?
2. What do they say are the stereotypes associated with Germany?

3. What kind of visitors does Joys of Germany want to attract to Germany?

4. Why is it important to design advertising which is specific to a certain country?

3aganue 2
Hcnoab3yiiTe Bce BbIIeJIEHHBIME KYPCHBOM CJI0BA, YTOOBI 3aMI0OJTHUTH MPOMYCKHU B NMPeIJI0KeH X
U3 IHAJI0Ta, KOTOPbIA BbI IPOYUTAJIM B 3aJaHuu 1

achieve,appeal,appeal,campaign,create,looking,outside,perspective

Tell me what you’re Yfor.

But that’s why it’s important for us to Za new image.

We think that someone from Swill have a fresh 4,

We want to make sure our ads %to people in the UK.

Iunderstand what you’re trying to 6,

You need an insider to design an ad "with the maximum 8,

1- , 2 — , 3 — 4 - , 5 — , 6 — :
7 - , 8-

3ananme 3
Cotpynnuku arenrcrBa «Red Arrowy, o KOTopbIX Bbl 3HaeTe U3 3a1anus 1, pemmian
00CYIMTH PeKJAMHYI0 KAMIIAHUIO /15 NPOABUKEHUS HOBBIX TYPUCTHYECKHUX YCayr ¢pupmbl «JOysS
of Germanyy. IIpounTaiiTe AMAJIOr U BHIGEPUTE U3 HETO HA3BAHNS PEKJIAMHBIX CPEICTB U
MaTepHal0B, KOTOpPbIe MOKHO ObLJI0 OBl 3anucaTh B rpagbl Ta0aMIbI
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Print media Online Outdoor Other

Tracy. As far as traditional channels go, | think they should focus on print media, especially
magazines, and possibly the travel sections of some larger newspapers.

Justin. That makes sense. Magazines and newspapers often devote an issue to travel, and that
would be a good opportunity to highlight Germany. What about TV ads?

Tracy. | don’t think that’s a good idea. Just an ad or two will use up almost the entire budget, and
we can’t afford the repeat exposure that a good ad campaign would need.

Justin. That’s true. Banner ads, on the other hand, would make sense. People often go online to
travel portals like Expedia and Hotwire without knowing where they want to travel to. They just want to
go somewhere for the weekend. Seeing our ads would encourage them to check out Germany.

Tracy. Good point. And what about postcards? I can see those being very effective with a campaign
like this. We could have different themes for different venues: highlight outdoor activities for postcards
distributed in gyms, for example.

Justin. Yes, and postcards are popular among the 18-35 group, which «Joys of Germany» are
targeting. We could also do bus ads in major UK cities.

Tracy. OK, so I think our task is clear. We need eye-catching images and a good slogan that we can
use in a variety of places.

Print media:
Online:
Outdoor:
Other:

3amanue 4
Bbl BUIHTE IBA CIUCKA CJIOB. COETHHUB OTHO W3 CJIOB NMEPBOr0 CIUCKA ¢ OJHUM U3 CJIOB
BTOPOI0 CIIMCKA, BbI MOJYYUTE MPUBBIYHOE IS COTPYTHHKAPEKJIAMHOI0
areHTCTBACJIOBOCOYETAHUE. 3AMOJHUTE MOAXOASIIIMMH 10 CMBICJIY CJIOBOCOYETAHUSIMHA NMPOIYCKH B
NpeaJI0KeHHAX

[Tpumep: cioBo eye-catching u3 mepBoro crmcka 00pa3yeT co cJI0BOM iMages u3 BTOPOro cTosdiia
cloBocoveTanue eye-catching images, koTopoe MOKHO MOCTaBUTh Ha MECTE MPOIYCKa, 0003HAUYCHHOM

nudpoii6.

1) eye-catehing, to devote, good, to make, print, repeat, traditional;
2)an issue to something, channels, exposure,images, media, opportunity, sense.

Our area newspaper often to presenting local businesses, and many ofthe
shopowners see this as a 2to advertise.
3 is essential for getting your message across to customers, if they onlysee your
advertisement once, they won’t remember it.

We operate on a very tight budget, so for us it doesn’t 4 to advertise on
%such as radio or television. We focus on online marketing instead.

What | like most about our new ad campaign are the eye-catching images®.No one could forget that
picture of the penguin and the dog!

One of the disadvantages of advertisements in " is sometimes your advert gets
‘lost’, for example when there are several of them on the same page.

21




3aganue 5
Jast co3nanus MOKYNATeJbCKOr0 Cnpoca pa3jiudHbie GUPMBI HCNOJIB3YIOT NepeYncIeHHbIe HIKe
pexiaMHuble cTpaTernu. ConocraBbTe BbICKA3BIBAHUS NMPeAcTaBUTeIel Gupm ¢
COOTBETCTBYWIIMMH 3THM BbICKA3bIBAHUSIM CTPATETHSIMU

a) change perceptions, b) generate a buzz, c)to have an emotional appeal, d)to have a rational
appeal, e) rebrand, f) reinforce the existing image.

1. White Noise’s portable music players aren’t popular because they’re the cheapest or even the
most technologically advanced products out there. Rather, they’re popular because, quite simply, people
love them. The new ad campaign should attract people based on how they feel.

2. The advertisements should make a logical argument. Viewers should buy our toothpaste because
it’s scientifically proven to be the best in the industry.

3. We want to get people talking about our product.

4. The ads should transform people’s ideas about Germany.

5. Choritos are currently thought of as a high-fat snack. We need to reinvent our product as healthy
and convenient.

6. Our minivans already dominate the market, and they’re still in the growth stage of their life cycle.
So the ads should simply emphasize what people already think: that they’re both safe and fun to drive.

1-  ,2— . 3-_ 4—  5— . 6-

Kpurepun u mkana oueHkn 1udpepeHuMpoBaHHOIO0 3a4eTa

OneHka «OTJIIMYHO» CTaBUTCA, €CIIU CTYIEHT MPaBHJILHO OTBETHJI Ha JIBa KOHTPOJIbHBIX BOIpOCa U
MOJIHOCTBIO M 0€3 OIMOOK BBIMIOJIHUI BCE 3a/1aHUSI.

OneHka «XOpOIlo» CTaBUTCS, €CIU CTYACHT MPaBUJIBHO OTBETUJ HAa KOHTPOJBHBIE BOIPOCHI, HO
IpU BBIMOJIHEHUHM 33JaHUN JOMYCTHJI JI0 4YeThIpeX OMIMOOK, OJHAKO MOXET WCIPaBUTh UX
CaMOCTOSITENIHO, €CITU MPEeTo1aBaTesb yKa3al Ha 3TH omrOku. OIeHKa «XOPOILI0) TaKkKe CTaBUTCSI, €CIH
CTYIACHT IPaBHJIBHO BBIMOJIHUI BCE NMPAKTUYECKHE 3aJaHHsi, HO HE CMOI OTBETUTh Ha OJMH M3 JIBYX
MPeII0KEHHBIX KOHTPOJIBHBIX BOIIPOCOB.

OneHka «yIOBIETBOPUTEIBHO» CTABUTCS, €CIU CTYIEHT MPABHJIBHO OTBETUJ XOTs Obl HA OJUH U3
KOHTPOJIbHBIX BOIIPOCOB, HO MPH BBIMIOJHEHUU 33/IaHUs JOMYCTUI OT MSATH 0 CEMHU OMIMOOK HC TPYJIOM
CIPABIISETCS C UCIPABICHUEM OIIHUOOK J1a)e MpU KOHCYJIBTALIUU C TIPEToAaBaTesIeM.

OneHka «HEYTOBIETBOPUTENHHOY CTABUTCA, €CITU CTYIEHT JOMYCTHI Oosee ceMHu OMMOOK U (HIIN)
JOTIYCTUJI OT ISITH JI0 CEMH OIIMOOK, HO HE MOKET UX MCIPABUTH JaXKe Mociie 00BICHEHHH, KOTOPBIE eMy
JlaeT Mperno/1aBaTelb.

8. YHEBHO-METOJMYECKOE U UTH®OPMALIMOHHOE OBECIIEYEHHUE
JUCHUITIVIMHBI

8.1. OcHoBHas IMTEpPaTypa

BopoObesa, C. A AHrauickuit S3BIK ISt 3 PEeKTUBHOTO MEHEKMEHTA.
GuidelinesforBetterManagementSkills : yueOnoe mocobue mns By3oB/ C. A. BopoObeBa. — 2-¢ u3j.,
ucnp. U gon. — MockBa: M3parensctBo IOpaiir, 2023. — 260 c. — (Beiciiee ob6pa3oBanue). —
ISBN 978-5-534-04198-9. — Texkcr : anexrponnsiit // OOpa3oBarenbHas miaatgopma FOpait [caiiT]. —
URL.: https://urait.ru/bcode/514835.
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CmupnoBa, H.B. Amnxmmiickuit s3bik it MeHemkepoB (B1—B2) : yueOnuk s By30B /
H. B. CmupnoBa, A. B. Cokomnosa, 0. A. lyrnac. — Mocksa : U3natensctBo FOpaiit, 2023. — 185 ¢c. —
(Beicmee o6OpazoBanue). — ISBN 978-5-534-08395-8. — Tekct : anekrponnslii / OOpa3zoBaTenbHas
wiatdopma FOpaiir [caiit]. — URL: https://urait.ru/bcode/516893.

8.2. lonoiHMTe/ILHAS JIMTEPATYpa

Kymosa, A. K. AHmmiickuid s3bIK 1151 MeHemKepoB u JoructoB (B1-Cl) : yueOHHMK U NpaKTUKYM
st By3oB / A. K. Kynmona, JI. A. Kosznoga, 1O. I1. Bonsiren ; nox obmeit penakmuein A. K. Kymmosoit. —
2-¢ m31., uchp. u gorm. — Mocksa : U3narensctBo FOpaiit, 2023. — 355 ¢. — (Bricmee obpa3oBanue). —
ISBN 978-5-534-08147-3. — Texkcr : anekrponnsiii // OOpasosarenpHas miargopma FOpaiit [caiir]. —
URL: https://urait.ru/bcode/511221.

8.3. IIporpammHoe oGecrieueHue
Microsoft Windows unuSluaexc 360
Microsoft Office Professional Plus 2019
Google Chrome unusluaexc.bpaysep
JIlunako

8.4. IlpodeccuonanbHblie 0a3bl JTAHHBIX
ba3a maHHBIX MICHX0JI0T0B, paboraromux Ha Tepputopun PO - http://www.psychology-guide.ru
baza maHHBIX TICHXOJIOTHYeCKUX MeToauK - https://hr-portal.ru/psy tools?ysclid=16yr3dpf27651016965

8.5. UudopmanuoHHbIe CIPABOYHbIE CHCTEMBI
1C: bubnuoreka - https://www.sksi.ru/environment/eor/library/
CmpaBouno-mipaBoBas cucreMa «Koncymsrantlhmroc» - http://www.consultant.ru/
Tlouckoswvie cucmemuol
ITonckoBas cucrema Google - https://www.yandex.ru/
IMouckoBas cuctema Yandex- https://www.rambler.ru/
IMouckoBas cucrema Yahoo - https://www.yahoo.com/

8.6. HTepHeT-pecypchl

- Hayunas snexkrponnas oudauoreka — https://www.elibrary.ru/

- Lludporoii oopazoBatenbublii pecypc IPR SMART —https://www.iprbookshop.ru/

- O6pazoBatenpHas miardopma FOpaiit —https://urait.ru/

- DnektpoHHast Oubnuorteka «Bee yueOnukm» —http://www.vse-ychebniki.ru/

- DnekrponHas oubanoTeunas cuctema «CKCH» —https://www.sksi.ru/environment/ebs/1363/

8.7. MeToauyeckue yKa3aHusi 10 OCBOEHUIO THCIUIITHHBI

MeTtoanueckue yKa3aHHusl K NPAKTHYECKHM 3aHATUSM

OCHOBHO€ Ha3HAa4YeHUE MPAKTUYECKUX 3aHATUH 3aKII0YAETCsl B BBHIPAOOTKE y CTYIEHTOB HaBBIKOB
YTEHUs, MEePeBOJa, IMOHUMAHUS AHIJIOSI3BIYHBIX TEKCTOB, MPUMEHEHMsS 3HAHUN TIpaMMaTUKHM s
KOMMYHHUKAIlMM B YCTHOM M NHCbMEHHON (opme. [ 3TOro CTyJeHTaM K KaKJOMY MPaKTHUYECKOMY
3aHATHUIO TPEAIAraloTCcsl TEKCThI JUIS YTEHHUs, IepeBOlall OOCY)KJICHHUS U MPAKTUYECKHE 3aJaHUs B BHJIE
3aJJaHUHK TEKCTaM, a TaK ’kKe rpaMMaTUYeCKUi MaTepuall U yINpaKHEHHs Ha 3aKpelyieHHe IpaMMaTUKU.
Kpome Toro, ydactue B MpakTHUYECKUX 3aHATHUSAX MperoaraeT oTpaboTKy M 3aKperyieHue CTYASHTaMHU
HaBBIKOB palbOTHI ¢ TIOTy4YE€HHOU HHPOpMaLUel, BeIeHUS IUCKYCCUl, coOecel0BaHuil U T.1I.

IIpn noAroTOBKE K MPAaKTUYECKOMY 3aHSATHIO MOKHO BBIJEJIUTH 2 dTana:

- OpraHMU3alMOHHBIH;

- 3aKpeIICHUE MaTepuaa.
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Ha mepBoM 3tarme CTyIeHT IJIaHUPYET CBOIO CAMOCTOSITENIbHYIO PadOTy, KOTOpast BKIIOYAET:

- YSCHCHHE 3aJIaHUs JJIs1 CAMOCTOSTEIHHON PadOTHI,

- M0100p PEKOMEH0BAaHHOH JIUTEPATYpHI;

- COCTaBJICHHE IUIaHAa pPa0OTHl, B KOTOPOM ONPEAETSIOTCS OCHOBHBIC ITYHKTBHI MPEACTOSIICH
MOJTOTOBKH.

CocraBienue maHa JUCHUILIMHUPYCT U MOBBIIIACT OPraHU30BaHHOCTL B pa60Te.

BTopoii 3Tan BKIIFOYAET HEMOCPEACTBEHHYIO MTOANOTOBKY CTYAEHTA K 3aHITHIO.

Haunnatso Haao0 C U3YyUCHUA HOBOU JIEKCHUKH, a TAKXK€C O3HAKOMUTECIIbHOI'O YTCHHA TCKCTA. Hepel{eHI)
TEOPETHUYECKMX BOTPOCOB IO TPAMMATHYECKON TeMe, Ha KOTOPBIE CTYJAEHTHI JOJDKHBI OOpaTUTh 0cob0e
BHUMAaHHE, ONpEACISAeTCsS IpernoaBareieM, BEIyIIMM COOTBETCTBYIOIIEE 3aHATHE, W 3apaHee (710
IMPOBCACHUA COOTBCTCTBYIOLICTO ITPAKTUYCCKOI'O SaHHTI/ISI) JOBOAUTCA OO0 CBCIACHUS 06yan01uch;1 B
YCTHOH WJIM MHUCbMEHHOW ¢opme. ['pammaThyeckue BOMPOCHI TeMbl OOBIYHO paccMaTpUBAIOTCS U
3aKPCIUIAIOTCA HA MPAKTUYCCKOM 3aHATUU ITPU BBINTOJIHECHUN KOHKPETHBIX pra)KHeHHfI.

3ajaHusi, TpeACTaBIE€HHbIE 1O  KaXJAOW TeMe, MMEIT MPaKTUKO-OPUEHTHPOBAHHYIO
HAITpaBJICHHOCTb U MIPHU3BaAHbI MAKCHUMAJIbHO HpI/I6J'II/ISI/ITI) CTYACHTOB K PC€aJIbHBIM YCJIOBUAM NPUMCHCHUA
HHOCTPAHHOI'O s3bIKA. HOCKOHLKy OCHOBHaA IICJIb SaI[aHI/Iﬁ 3aKJIIO4YacTCs B BI)Ipa6OTKe Y CTYACHTOB
CIIOCOOHOCTH TOHMMAaTh NMUCHbMEHHYIO U YCTHYIOMHOCTPAaHHYIO pedb M HAaBBIKOB €€ MPUMEHEHHUs, IpU
perieHnu 3a1a4u o0yJarmeMycs 1Me1eco00pa3Ho MPUACPKUBATHCS CISAYIONIEH CXeMbl IEHCTBUM.

B mepByro ouepenb, CTyIEHTY CleAyeT TIIATEIbHO W3YYUTh 3aJaHUS M BBIJCIUTH CPEId HUX
JICKCUYCCKHN TPYAHBIC MecTa, 3aTEM ONPECACIINTD KaKue T'paMMaTUYCCKUE KOHCTPYKIIMHU
MO AJIC)KATHIPUMECHCHUTO B JIaHHOﬁ CUTyaluu, I1I0CJIC qero IaTb Pa3BEPHYTHIC u
rpaMMaTUYCCKUIIPABUIIBHBIC OTBCTHI. BrimmomHenune 3a)IaHI/II\/’I MOYKET OBITH IpeaACTaBJICHO B HHUCHbMEHHOU
Wi yctHOW Qopme. B ciiydae BapuaTHBHOCTH BBITIONHEHHS 3aJaHHs ClenayeT OOOCHOBAaTh BcCe
BO3MOYHbBIE BAPUAHTHI.

B cBs3u ¢ aTUM paboTa ¢ peKOMEHJOBaHHOW JHMTEpaTypoi oOs3arenbHa. Ocoboe BHUMaHUE MPH
9TOM HEOO0X0JMMO OOpaTUTh Ha COJAEpPKAaHHE OCHOBHBIX JIEKCHKO-TEMAaTHYECKHUX TeM, OOBSCHEHHE
rpaMMaTUYeCKUX HOPM U TpaBUJ HHOCTPAHHOIO SI3bIKa, YSICHEHHE MPAKTUYECKOTO IPUMEHEHHUS
paccMaTpuBaeMbIX I'paMMaTHYEeCKHX BOIPOCOB. B mpoiiecce 310l pabOThI CTYACHT JOJIKEH CTPEMHUTHCS
MOHATh U 3allOMHUTH OCHOBHBIE TMOJIOKEHHUS PAcCMaTpPUBAEMOr0 TI'PaMMAaTHYECKOTO U JIEKCHUYECKOTO
MaTepuasa, IpUMEPBHI, MOSCHSIONINE €r0, Pa300paThes B 3a/1aHUSAX.

3akaHuMBaTh MOATOTOBKY CJIEIYyEeT COCTaBJICHHMEM IUIaHa (MEepeuHs] OCHOBHBIX ITYHKTOB) IO
u3ydaeMoMy Matepuainy (Bompocy). Takoil miaH MO3BOJIIET COCTaBUTh KOHLEHTPUPOBAHHOE, CKATOE
MIpeJICTaBJICHHE 110 U3y4aeMbIM BOIIPOCAM U CTPYKTYPUPOBATh U3yYCHHBIN MaTepual.

B cTpykType mpakTH4eCKOro 3aHATUS TPAAWLMUOHHO BBIACIAIOT CIEAyolue JSTanbl: 1)
OpraHM3aI[MOHHBIN 3Tan, KOHTPOJIb UCXOJHOTO YPOBHS 3HAaHUU (0OCYKIEHUE BOIMPOCOB, BOSHUKILIUX Y
CTYIACHTOB IPH MOJATOTOBKE K 3aHATHUIO; 2) UCXOAHBIA KOHTPOJb (TECTHI, OMPOC, IPOBEPKA MUCHMEHHBIX
JOMAIITHUX 3aaHuil W T.[.), KOPPeKUMsl 3HaHWW CTyJAeHTOB; 3) oOywaromwuii sTanm (IpeabsBICHHE
QITOPUTMA pPELICHUS 3aJaHHi, WHCTPYKIUI MO BBIOJHEHUIO 33/IaHUM, BBINOJHEHUS METOAUK W Jp.);
4) camocTosiTeNIbHAs paboTa CTYJCHTOB Ha 3aHSATHH; 5) KOHTPOJb KOHEYHOTO YPOBHS YCBOCHHUS 3HAHUIA,
6) 3aKJIFOUUTENbHBIN JTaIl.

Ha npakTrueckux 3aHATHSIX MOTYT PUMEHSTHCS cliefyronue GopMbl padOThI:

* (poHTaNBHAS — BCE CTYJEHTHI BHITIOIHSIOT OJIHY U Ty ke padoTy;

* TPYNIOBAas — OJIHA U Ta ke paboTa BBIMOIHIETCA TPYIIaMU U3 2—5 YENOBEK;

* UHIUBUyaTbHAs] — KXKIBIA CTYACHT BBITIOIHSAET MHIMBUIyaTbHOE 3a/IaHUE.

@Dopmul npakmuyeckoeo 3awamus: 1) TpaauluoHHas (YTEHHE U TEPEBOJ] TEKCTOB,00CYXICHUE
CIIOPHBIX BOIPOCOB NEPEBO/IA, MPOBEJCHNUE YCTHOI'O ONPOCA CTYAEHTOB, MOHOJIOTHYECKHUE BbICKa3bIBAHUS
CTYIICHTOB; 2) HHTEPAKTUBHAS (COCTABJICHHE AUAIOTOB, TUCKYCCHUH, POJICBBIC UTPHI).

Humepaxmuenvie gopmvl  npaxmuueckoeo 3aHAMUACITYKUTAIS KOJJIEKTUBHOM  OTpabOTKH
JIEKCUYECKOT0 W TpaMMarudeckoro matepuaia Tem. C 3TOH 1eNbi0 MpernojgaBaTelieM CTYICHTHI
pa3zbuBaroTcsi Ha paboune rpymmbl B cCOCTaBe He OoJee 3 YeloBeK U UM MPEAaraeTcs COCTaBUTh pacckas,
O3BYYUTh (PUIBM, MEPEBECTH BU3YAIbHYIO HOBEIULY WU TMPOBECTH POJIEBYIO HIPY, UMHTHUPYIOIIYIO
YCTHYI0O KOMMYHHKAIIUIO Ha WHOCTpAaHHOM s3bike. [lo oOkoHYaHwuM paboOThl B TPYIIE CTYICHTHI
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MPE3EHTYIOT TIOJNYyYCHHBIE pe3ylbTaThl. B pe3ynapTare ydactus B padOTe B TPYMIAX CTYIACHTAMH
oTpabaThIBAIOTCS HABBIKM KOMMYHHUKAI[MM B YCTHOW (oOpMe Ha HWHOCTPAaHHOM sI3bIKe, OOMeHa
nH(popManreld Ha MHOCTPAHHOM SI3bIKE, a TAKKe MPO(HEeCCUOHATHFHO 3HAYMMbIC HABBIKH B3aUMOICHCTBUS
C IPYrUMHU JIMLIaMu B (hOpMe COTPYAHUUYECTBA, AKTUBHOTO CITYIIIAHHS.

B TeueHue 3aHATUS CTYNCHTY HEOOXOIUMO BBIOJIHHUTH 3a/IaHUs, BBIJIAHHBIC IMPETOaBATEIICM,
BBITIOJTHEHUE KOTOPBIX 3aU4UTHIBACTCS, KaK TeKyIas paboTa CTy/IeHTa.

OnuH W3 BaXHBIX BUJIOB PAOOTHl HAa MPAKTUYECKUX 3AHATHIX — nepesod mekcma. CyIecTBYIOT
pa3HbIe BHJBI TIEPEBOJIOB (YCTHBIC, MMCHMEHHBIC, TEXHUYCCKHE, JTUTEPATYPHBIE), HO OOIINE MPHHIUIIBI
NepeBo/Ia BCera OJIHU | TE XKe.

[Tpu mepeBojie TEKCTa Tepe CTYAEHTaMH BCTA€T HECKOJIBKO MPOOJIeM: He3HAHUE 3HAUYEHUS CIIOB U
MIPaBWJI TPaMMAaTUKH, HEOOJIBIION 3armac CHHOHMMOB, CTpax Iepea 0oibpImM 00beMoM Tekcra. [Iporecc
nepeBoia ACTUTCS Ha YCIOBHBIE DTAITbI.

1. JIns Havanma HY)KHO TIEPEeBECTH Ha3BaHUE, MPOYMUTATh MCXOJHBIM TEKCT OT Hadajga J0 KOHIA U
MOTIBITATECS TIPU 3TOM YJIOBHUTb, O UM HJICT PEUb.

2. 3areM HauMHAETCS HEMOCPEJICTBEHHO caM IepeBoJl. Bce He3HakoMbIe ciioBa B 00s3aTEIHLHOM
MOPSIIKEe HYKHO BBITTUCHIBATH B TETPAJIb WIIM HA AJIEKTPOHHBIM HOCHTEH.JTO MO3BOJISIECT 3a()UKCHPOBATH
BHHMAaHWE Ha JICKCHYECKUX SIUHUIIAX, JIYUIIe 3aTIOMHHUTD UX.

Emte otHa cOHOCTH BO3HUKAET C BEIOOPOM 3HaueHHss. OCHOBHAsL, YacTO yrmoTpelisieMast JIeKCHKa,
Kak TIpaBWJIO, MHOTO3Ha4Ha. B TakoM ciydae B cioBape dYepe3 3amsaTyi0 WiIH ToA Imdpamu
MIEPEUUCIISIFOTCSI OCHOBHBIC 3HaueHUs. Hukorjga He HY)KHO OCTAaHABIIMBATHCS HA NEPBUYHOM 3HAYCHUH.
Heo0xommMo yauThIBaTh KOHTEKCT, B KOTOPOM MOTYT aKTyaJIH3UPOBATHCSI BTOPHUYHBIC 3HAUCHUSI.

He nHy)XHO mIepeBOIUTH TEKCT JOCIOBHO, BEPHOCTh 00IIEMY CMBICTY (hpa3bl BaXKHEE«OyKBAIIM3May.
Pesynbrar mepeBosa JOKEH OBITH IOHSATEH HOCHTEIIO PYCCKOTO $3bIKA, YUTAThCS KaK XOPOIIHMA
PYCCKOSI3BIUHBIN TEKCT, Ja)K€ €CJIM IPU 3TOM TPHUAETCS OTCTYIUTH OT JOCIOBHOW TOYHOCTH. B To ke
BpeMsI IIePEBOJIC HE TOJDKHO OBITh BBIYMAaHHBIX, IPOU3BOJIBHO BBEACHHBIX ()PAarMEHTOB.

BaXHO TIOCTOSIHHO TOJIB30BaThCS Pa3sHBIMM THUIIAMH ClIOBapel. B akTWBe HODKEH MMEThCS He
TOJIBKO Te€3aypyC, COJEp)KaIlWi 3HAUCHHsI OT/ACNIBHBIX CJOB, HO M TOJIKOBBIH CJIOBaph, CJIOBaph-
CIPAaBOYHUK, CJIOBAph CHHOHMMOB M aHTOHHUMOB, Pa3rOBOPHBIN CIOBAaph, TEPMHUHOJIOTHYECKUH, CIOBAph
COKpAIlleHUH, TPYAHOCTeH W MHOTHE JApYyrue, TeM Oojiee YTO B HACTOsIIEe BpeMs paboTa yHpoIlaeTcs
HAJIMYHEM DJICKTPOHHBIX CIIOBapEH.

MeTtoanyeckne yKa3aHusl 1JI51 BbIIIOJHEHHUS CAMOCTOSITEIbHOH PadoThl

CamocTtosarenbHas paboTa CTYACHTOB 3aKJII0UAETCS:

1) B caMOCTOSITEIBHOM M3YyYEHHH JIEKCUKO-TPaMMaTH4YEeCKOW TeMbl (UT€HUE, MepEeBO/I, MOIrOTOBKA
K YCTHOMY OIpOCy); 2) B CHUCTEMaTH3allMd W 3aKPEIUIEHUU TMOJIYYCHHBIX 3HAaHUU IOCPEICTBOM
MepecKa3aTeKCTOB U B MOATOTOBKE K JUCKYCCUU IO TeMe;3) B yriIyOJIEHHOM W3Y4E€HUU IPAMMAaTHYECKOTO
MaTepuaia ¢ UCIOJIb30BaHUEM PEKOMEHIOBAaHHOM JINTEPATYPHhI.

CamocTosaTenbHasi BHeayauTOpHAas pabOThl  CTYAEHTOB —3TO  MPOJOJDKEHHE  U3Yy4eHUs
rPaMMAaTUYECKOTO M JIGKCHUECKOTO MaTrepHalia JAUCUUIUIMHBL B IIENIIX pPa3BUTHUM HABBIKOB UYTCHUS,
MepeBo/ia, a TAKKEYCTHOW U MUCbMEHHOM KOMMYHHUKAIIMM HAa MHOCTPAHHOM si3bike. [ 1aBHasi 3amada —
MPOYUTATh M TEPEBECTU JOTMOJHHUTEIbHBIE TEKCThI, COJACP)KAHHE KOTOPBIX CBA3aHO C MPOIJCHHON Ha
MPEIbIAYIIEM MPAKTUYECKOM 3aHATUM TEMOH, a TaKKe JOMOJIHUTH 3HAHUS B O0JIACTH T'paMMAaTHUKU C
MTOMOIIBI0 U3YUEHUS! Y4eOHUKOB, IPUBEJCHHBIX B CIUCKAaX OCHOBHOW U JOTIOJHUTENLHOMN TUTEPATYPHI.

MeToauyeckne yKa3aHHus MO MOAT0OTOBKE K YCTHOMY OIIPOCY

YCTHBIA OMpPOC MPOBOJAUTCS B WHIAMBUAYyaJIbHON (opMe Ha MPAKTUYECKUX 3aHATUAX, SIBISIETCS
(dbopMoO#t TEeKyIIero KOHTPOJIs YPOBHS OCBOEHHs yueOHOU Tembl. [loAroroBka K Ompocy MpOBOJUTCS B
XOJIE CAMOCTOSITEIbHON pabOThl CTYIEHTOB U BKJIIOUAET B ceOsl MOBTOPEHUE MPOMIEHHOTO MaTepuaa mo
BOIlpocaM Tmpexacrosimero omnpoca. KpoMe ocCHOBHOTO Marepuana, CTYACHT JOJDKEH M3Y4HTh
JIOTIOTHUTENBHYI0 PEKOMEHJIOBAaHHYIO IUTEpaTypy M HHGOpManuMi 1O TemMe, B TOM YHCIE C
ucnonb3oBanueM WHrepHeT-pecypcoB. B cpenHem, NOAroToBKa K YCTHOMY ONpPOCY IO OJHOMY
MPAaKTUYECKOMY 3aHATHIO 3aHMMaeT OT 2 J0 3 4YacoB B 3aBUCUMOCTH OT CJIO)KHOCTU TEMbl HU
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0COOEHHOCTEH OpraHu3aliy CTYJCHTOM CBOCH CaMOCTOSTENbHOM paboTel. OMpoc mpernoiaraeT yCTHBIH
OTBCT CTyACHTAa Ha OJUH OCHOBHOM M HECKOJIBKO AOIIOJHHUTCIIBHBIX BOIIPOCOB IIPCIIOAaBaTCIIA. OTBeT
CTYJEHTa JIOJDKEH IPEJCTaBIIsATh CO00H pa3BEPHYTOE, CBA3aHHOE, JIOTHUECKHU BBHICTPOCHHOE COOOIIEHHE
Ha aHTJIMACKOM SI3BIKE. HpI/I BBICTABJICHUM OLCHKU NPCHOJABATCIIb YYUTHIBACT IMPABUJIBHOCTL OTBCTA 110
COJIEP’KaHHUI0, €ro MOCJIEe10BaTENbHOCTh, YMEHHE I'PAMOTHO CTPOUThH pPE€Ub HA AHIIMKHCKOM S3bIKE, B TOM
YHCJIe ¢ UCIIOJIE30BAaHUEM JIMHTBUCTHUECKOM TCPMUHOJIOTHUH.

MeTtoauyeckne yKa3aHHs 110 MOATOTOBKE K TECTHPOBAHMIO

BelnonHenue TECTOBBIX 3aJaHUN IIPEAOCTABISIET CTYACHTAM BO3MOXHOCTh CAMOCTOSITEIBHO
KOHTPOJIMPOBATh YPOBEHb CBOMX 3HAHUM, OOHAPYKUBATh MPOOEIIbI B 3HAHUAX U MPUHUMATh MEPHI 110 UX
mukBuganuu. Gopma U3II0KEHMS TECTOBBIX 3aJaHUM MO3BOJISIET 3aKPEIUTh U BOCCTAHOBUTH B IAMATH
npoiaeHHbld Marepuan. s gopmupoBaHus 3aJaHMil MCHOJb30BaHA KakK 3aKphiTas, TaKk M OTKPbITas
¢dopma. Y cTyaeHTa ecTb BO3MOXKHOCTh BbIOOpa IMPaBUJIBHOTO OTBETAa WJIM HECKOJBKUX IMPaBUIIbHBIX
OTBETOB M3 YMCJa MPEUIOKEHHBIX BapUAHTOB. /{1151 BBINOJIHEHNS TECTOBBIX 3aJaHMM CTYACHTHI JTOJKHBI
U3Y4YUTh TpaMMaTHUECKUW Marepual IO TeMe, COOTBETCTBYIOIME pa3lesibl y4eOHMKOB Y4YeOHBIX
OCOOHUI.

Ecnn xakue-TO BONPOCHI BBIHECEHBI NMPENOJABATEIIEM Ha CaMOCTOSTENIBHOE H3YYEHHE, CIEAYeT
oOpaTuThcsl K y4eOHOW JHMTepaType, PEKOMEHIOBAHHON IIpernojaBaTesieM B KauecTBE HCTOYHHUKA
CBEICHHM.

MeTonnuyeckue yKa3aHus M0 NMOAr0OTOBKeE K MPOMEKYTOYHOM aTTecTaluu B (hpopme
aud depeHIUPOBAHHOIO 3a4eTa

[Ipn mnoxarotoBke K JIUPPEpEeHIIMPOBAHHOMY 3a4eTy HEOOXOJUMO MOBTOPUTH C IOMOIIBIO
PEKOMEHI0BAHHOM JIMTEPATyphl BCE Pa3aeibl (TeMaM) JUCLHILIHHBL

Ha 3auyere cTyneHT NOMKEH NOATBEPAUTH YCBOCHHE Y4eOHOro Marepuana, MperyCMOTPEHHOIO
pabodel mporpaMMoi AUCLMILIMHEL, a TaKkKe MPOAEMOHCTPUPOBATh NPUOOPETEHHBIE HABBIKM aJaNTaliu
MOJYYEHHBIX TEOPETUYECKUX 3HAHUN K CBOEH MPO(ECCHOHANBHON JIESATEIbHOCTH, B TOM YUCIIE B 00IacTu
CO3JJaHUS Ha aHIVIMHCKOM SI3bIKE PEKIAMHBIX TEKCTOB U MeauamarepuainoB. ugdepeHunpoBaHHbIi 3a4eT
IPOBOAUTCS B (hopMe YCTHOro coOeceOBaHHE IO THUIOBBIM BOIPOCAaM M BBINOJHEHUS KOMIUIEKCHBIX
IIPAKTUUECKUX 3a/laHUi, KOTOpble MO (OopMe HE OTIMYAIOTCS OT MPAKTUYECKUX 3aJaHUM, BBINOJHEHHBIX
CTYACHTAaMU B TEYECHUE TPUMECTPA, HO XapAKTEPU3YIOTCS MOBBIIIEHHOH CII0KHOCTBIO.

9. MATEPUAJIBHO-TEXHUYECKOE OBECIIEYEHUE JUCIUIIJIMHBI

HJ'ISI peai3alivui JUCHHUIIINHBI Tpe6yeTc;1 cireayronee MarepruajJbHO-TEXHHUYCCKOC o0ecIieueHue:

- U IMIPAKTUHYCCKUX 3aHATHH — yqe6Ha>1 AYAUTOPUS, OCHAILICHHAA O60py,HOBaHI/ICM 1 TCXHUYCCKUMU
cpeacTBaMu O6yLIeHI/IH.

- A HpOM@)Ky’TO‘IHOfI arrecrauum — yqe6Ha51 ayauTopusd, OCHAIICHHAasA 060py,[[0BaHI/IeM n
TCXHUYCCKHUMU CPCACTBAMU O6y‘~ICHI/I$I.

HJ'ISI CaMOCTOSATEILHOM pa6OTbII INOMCIICHUE, OCHAIICHHOC KOMHBIOTepHOﬁ TEXHUKOM C
BO3MOXHOCTBIO TIIOJKIIOYCHHA K CCTH ((I/IHTepHeT» u oOecreyeHHEM A0CTylna K SHGKTpOHHOﬁ
HH(bOpMaI_[I/IOHHO'O6paSOBaTeJ'ILHOI7I CpCac opraHu3anunu.

10. OCOBEHHOCTH OCBOEHUSA JUCHUIIJIMHBI JIMIAMUA C O PAHUYEHHBIMU
BO3MOKHOCTAMM 310POBbA

O6y‘-IaIOH_[I/IMC$I C OI'pPaHUYCHHBIMHU BO3MOXHOCTAMU 3H0POBbA MPCAOCTABIAKOTCA CHCIUAIBHBIC

y‘Ie6HI/IKI/I, y‘ICGHLIC mocooust u AUOAKTUYCCKHUEC Marcpualibl, CIHCHHUAJIIBHBIC TCXHHUYCCKHUEC CpCACTBA
O6yquI/I$I KOJUICKTUBHOIO W HWHAUBUAYAJIIBHOTO TIOJIB30BAHUA, YCIYTHM  aACCHUCTCHTA (TLIOTOpa),
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OKAa3bIBAIOLIETO  OOyYaIOIIMMCA  HEOOXOAUMYIO  TEXHHUYECKYI0O  IIOMOILIb, a TaKkKe  YCIyIH
CYpZIOTIEPEBOTUUKOB U TU(IIOCYPAOTIEPEBOAINKOB.

OcBoeHMe JUCIUILIMHBI 00yYalONUMUCS C OTPAaHMYSHHBIMU BO3MOKHOCTSIMU 3/I0POBBSI MOXKET OBITH
OPraHM30BaHO COBMECTHO C IPYTUMH OOYy4YarOIIMMHUCS, a TAKXKE B OT/ACIBHBIX TPYIIIIAX.

OcBoeHME JUCHMIUIMHBI OOYyYarOIIUMHCA C OTPAaHUYEHHBIMH  BO3MOXXHOCTSMH  3JI0POBBS
OCYIIECTBIISIETCS C YI€TOM 0COOCHHOCTEH MCUX0(U3NIECKOTO pa3BUTHS, HHIMBUYATIbHBIX BO3MOXHOCTEH
U COCTOSIHUS 3/10POBbSL.

B nensx 0CTylHOCTH MOy4€HUs BBICLIETO 00pa3oBaHUs 110 00pa30BaTeIbHOM IPOrpaMMe JIMLaMU ¢
OTrpaHUYEHHBIMU BO3MOXKHOCTSMU 370POBBS IPH OCBOCHUH AVCLUILIMHBI 00€CIEYNBaCTCS:

1) st M ¢ OrpaHMYCHHBIMUA BO3MOYKHOCTSIMH 37I0POBBSI 110 3PEHHIO:

— MPUCYTCTBHUE ThIOTOPA, OKA3bIBAIOIIMUN CTYIEHTY HEOOXOAMMYIO TEXHHYECKYIO IOMOIIb C Y4ETOM
WHJMBUIyalIbHBIX OCOOEHHOCTEM (IOMoraer 3aHsATh paldodyee MECTO, IEpPEeIBUTaAThCs, IPOYUTATh U
0(pOpPMHUTH 331aHUE, B TOM YHCJIIE, 3alIUChIBAs MO/ AUKTOBKY),

— MUCbMEHHbIE 33/1aHUS, a TAaKKe HHCTPYKIUU O TOPSAKE HX BBINOIHEHUS O(QOPMIISIOTCS
YBEJIMYEHHBIM HIpU(TOM,

— clieualbHble y4eOHUKH, y4eOHble TOCOOUs U TUAAKTUYECKHE MaTephalibl (MMEIOLIUE KpPYIHBIHN
mpudT UM ayauodaiisn),

— UHMBHIyaJIbHOE paBHOMEpPHOE ocBenleHue He MeHee 300 Jrokc,

—pd HEOOXOTUMOCTH CTYAEHTY JUIsl BBINOJHEHHUS 3aJaHUs IPEeJOCTaBISIeTCS YBEIMYKBAIOLIEe
YCTPOMCTBO;

2) IU1sl I C OTPAHUYCHHBIMH BO3MOYKHOCTSIMH 37I0POBBSI IO CITYXY:

— MPUCYTCTBHE aCCUCTEHTA, OKa3bIBAIOUINNA CTYICHTY HEOOXOUMYIO TEXHUUYECKYIO TIOMOIIIb C Y4ETOM
WHMBUIyalIbHBIX OCOOEHHOCTEH (TOoMoraer 3aHATh paldodyee MECTO, IEpPEeIBUTaThCs, IMPOYNUTATh U
0o(opMHTE 3a1aHKE, B TOM YHCIIE, 3AMUChIBAs IO/ IUKTOBKY),

— obecnieunBaeTcs HalM4KMe 3BYKOYCHJIMBAIOIIEH ammaparypbl KOJUIEKTUBHOIO IIOJIB30BaHUS, IPH
HEOOX0JMMOCTH O00y4YarolieMycsi MPeIoCTaBIsAeTCs 3BYKOYCHJIMBAIOLIAs annaparypa WHAUBUAYaIbHOTO
MIOJIb30BaHMUS;

— obecrnieunBaeTcs HaUISKAIMMH 3ByKOBBIMU CPEICTBAMH BOCIPOU3BEAECHHS HH(POPMALIUY;

3) 1T ULl C OrPaHMYCHHBIMH BO3MOXKHOCTSMH 3JI0POBBS, HMCIOIIMX HApYIICHHUS OINOPHO-
JIBUTaTeJIbHOIO armapara:

— IMCbMEHHBIE 3aJ[aHUsl BBIIIOJHAIOTCS HAa KOMIIBIOTEPE CO CIELUATU3UPOBAHHBIM IPOrPaMMHBIM
oOecrieueHHeM UM HaIUKTOBBIBAIOTCATHIOTOPY;

— I10 XKEJIAHUIO CTYJICHTA 3aJIlaHKsl MOT'YT BBIIIOJIHATHLCS B YCTHOM (hopme.
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