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1. HEJIX OCBOEHUSA JUCHUITJINHBI
Hemn yweOHo¥ mucumruinHbl «[IpodeccHOHaNbHBI MHOCTPAaHHBIA SI3BIK» — OOy4YeHHE
NPAaKTUYECKOMY BIIQJICHHUIO JICTOBBIM AHIJIMHCKUM SI3BIKOM, ITO3BOJIIONIMM CTyACHTaM 3(deKTHBHO
OCYILIECTBIISITh PEKIAMHYI0O MMAapKETUHTOBYIO JEATEIbHOCTh, paboTaTh C 3apyOEKHBIMU TOKYMEHTAMHU,
BECTH KOMMYHHUKAIIHIO C JICJIOBBIMH NTapTHEPAMU U KIMEHTaMH, a TAaK)Ke pelaTh 3aJaud 10 PEKJIaMHOMY

IIPOJABMKCHUIO PA3JIUYHBIX IIPOLYKTOB, TOBAPOB U YCIIYT.

2. MECTO JUCHUMIIJIMHBI B CTPYKTYPE OOII

JucuuIummHa

«MEXKyJIbTYypHBIE KOMMYHUKAlUU Ha HMHOCTPAHHOM SI3BIKE)

OTHOCUTCA K

obs3aTenpHOM yacTu Osoka 1 «/{ucummmmast (Mmomymu)» b.1.5.21 OITOIL.

[IpeamiecTByromnye TUCUUILIAHBI (KYpPCHI,
MOJIYJIH, TIPAKTUKH )

[Tocnenyromire TUCHUIITUHBI (KYpChI, MOIYJIH,

MTPAKTHUKH )

WNHOCTpaHHBIN SA3bIK

3.JINTAHUPYEMBIE PE3VJIBTATBI OBYUYEHMUS 11O JUCIIUITJIMHE

Koa n
HANMEHOBAHHEKOMIIETEHIIUH

Koa u nHaukaTop(MHAMKATOPLI)
JOCTHKEHUSIKOMIIeTEHIIUU

Pe3yabTaTpiobydenus

VK-
4.CriocoOEeHIPUMEHSITHCOB]
€MCHHBIEKOMM YHUKATHBHBI
€TeXHOJIOTUH,BTOMYHCIICHA
MHOCTpaHHOM(BIX )sI3bIKe(axX
)T aKaJIEeMHUYECKOTO
UIpoQecCuOHaATBHOTOB3aUM
OJICHCTBHUS.

YK-4.2.
OcymecTBiseTIpoecCHOHAb
HYFOKOMMYHHKAIIUIO
BCOOTBETCTBUHU C
NOoTPeOHOCTIMUCOBMECTHOM 1E
ATEIbHOCTH, BKITIOYAs
oOMeHUH(pOpMaLueHUBBIPAOOT
Ky€IMHOMN
CTPaTEeTMUB3aNMOICUCTBUSA
HanHOCTPaHHOM(BIX )sI3bIKE(aX ).

3HaeTs3pIKOBOMMATEPHATI(JIEKCUYECKUEE]T
MHUIBIUTPAMMATHYECKUE
CTPYKTYPHI),HEOOXOTUMBIA JIs
aKaJeMH4eCcKOoro
UnpoQeccnoHaIbHOTOB3aUMOICHCTBUS
Ymeer BecTu

3aMMChOCHOBHBIXMBICIICHN (DAKTOB(M3ayau
OTEKCTOB

UTEKCTOBJITYTEHHUSI ),3aIIMCHTE3UCOBYCTHO
TOBBICTYIUICHHSI/ TUCHMEHHOTOJTOKJIAIA 10
n3ydaeMounmnpooieme;

Baaaeer rpammaTryecKUMU
WJIEKCUYECKUMUKATETOPUIMHUHU3YdaeMOT0
(BIX)MHOCTPaHHOTO(BIX )s3BIKA(OB).

OIIK-1. Ciocoben
CO3/1aBaTh
BOCTpeOOBAaHHBIE
00IIIeCTBOM U UHAYCTpUEH
MEJIUATEKCTHI U (WIIH)
MEUATIPOTYKTHI, U (WJIHN)
KOMMYHHKAITHOHHBIE
MIPOJYKTHI B COOTBETCTBUU
C HOPMaMH# PyCCKOTO U
MHOCTPAHHOTO S3BIKOB,
0COOCHHOCTSIMU

MHBIX 3HAKOBBIX CUCTEM.

OIIK-1.2. coznaet
BOCTpeOOBaHHBIE OOITIECTBOM U
WHAYCTPUEH MEIUATEKCTHI U
(W) MeManpoyKTh, ¥ (WJIH)
KOMMYHUKAITIOHHBIC
MPOIYKTHI B COOTBETCTBUH C
HOpPMaMH UHOCTPAHHOTO SI3bIKA.

3HaeT NPUHIUIBI POU3BOJICTBA
MEJINaTEeKCTOB U MEIUAMPOIYKTOB.
YMmeer co3aBaTth BOCTpeOOBaHHbIE
00II1eCTBOM U MHIYCTPUEH METUATEKCTHI.
Baaaeer rpaMmaTHYECKUMH U
JICKCHYECKUMH HaBBIKAMU IS CO3/TaHMS
KOMMYHUKAIIMOHHBIX TPOJYKTOB B
COOTBETCTBUHU C HOPMaMH MHOCTPAHHOTO
sI3bIKA.




4. OFBEM JIACIUILJIMHBI Y BUJIbI YYEBHOM PABOTHI

OOuuii 00beM JUCHHUILIMHBI COCTABIACT 3 3a4eTHBIX eAuHull, 108akageMUuecKnX 4acoB.

Ounas ¢popma o0yuenust

Bun yaeOHO# paboTh Bcero gacos TpumecTpsl
3
KonTakTHas paéora (Bcero) 30 30
B TOM YHUCJIE:
1) 3anstus cemunapckoro tuma (I13) 30 30
U3 HUX
— npaktuyeckue 3anarus (I1P) 30 30
CamocrositesibHas padora (Bcero) (CP) 78 78
B TOM YHUCJIE:
— CaMOIIOATOTOBKA 78 78
OOmuit 00BeM, Yac 108 108
dopMa MPOMEKYTOUHON aTTEeCTaIlUN nadd. 3ager audd. 3auer
3aounas popma o0OyueHust
Bun yaeOHO# paboTh Bcero gacos TpumecTpsl
3

KonTakTHasi padora (Bcero) 6,3 6,3
B TOM YHCIIE!
1) 3anarus cemunapckoro tuna (I13) 6 6
U3 HUX
— npaktuueckue 3anarus (I1P) 6 6
2) MpOMEKYTOYHAS aTTECTAIUs 0,3 0,3
CamocrositesbHas padora (Bcero) (CP) 101,7 101,7
B TOM YHUCJIE:
— CaMOIIOATOTOBKA 98 98
— MOJATOTOBKA K aTTeCTalluu 3,7 3,7
OOmmii 00BeM, yac 108 108
dopma MPOMEKYTOUHON aTTeCTaIlUN mudd. 3auer mudd. 3ager

5. COAEPKAHUE U CTPYKTYPA JTUCHUIIJIMHDbI

5.1. Conep:kaHue Q¥ CHUNINHBI

No paznena | HammeHnoBaHue paznena (TeMbl)
(TembI)

Coneprxanue paszzena (TeMbI)

1 Introduction to marketing and
advertising (BBenenue B
MapKETUHT U PEKJIaMHYIO
NEeSATEIbHOCTH)

3HAKOMCTBO ¢ TTpo(ecCHoHaTBHBIMU TEPMUHAMH U
pEYEBBIMU KOHCTPYKIUSIMU, KOTOPBIE HEOOXOTUMBI
JUTSL ONTMCAHUS OCHOBHBIX JIOJKHOCTHBIX
00513aHHOCTEH JTUII, y9aCTBYIOIINX B
MapKETUHTOBOM JIESITEIbHOCTH PEKIaMHBIX
areHTCTB, KOPIIOPAaTUBHBIX LIECHHOCTEN. BBeeHne B
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AKTUBHBIA CIIOBAPHBIN 3arac 3HAYUMBIX I chepbl
peKIIaMBbl CIIOBOCOYETAHU, CBI3aHHBIX C MTOHITHEM
«branding»: brandawareness, brandequity,
brandextension, brandidentity, brandimage,
brandloyalty, brandname, derivedbrand, off-brand.

Finding the client (ITouckknuenra)

PaccmoTpenue 0B TeMaTH4ecKoi IpyIbI
«KIJIMEHTHI U MOKYTIATeNIN», 3HAKOMCTBO C
OCHOBHBIMH METOJIAMU MapKETHHIOBBIX
UCCJIEJIOBAHUN MHTEpEeca MOTEHLIUAIbHBIX
KITMEHTOB ISl OpTaHU3aIUU PEKIAMHBIX KOMITAHUH:
postalsurvey(rmodroBkblii ornpoc),
onlinesurvey(onnaiin onpoc), individualinterviews:
focusgroupsandstreetinterviews (MHIUBUIyaIbHOE
UHTEPBBIOUPOBAHME B (POKYC-TPYIINAX U YIUYHbIE
WHTEPBBIO), telephonesurvey (TenedoHHBIA OMpocC),
panelsurvey (maHeIbHOE UCCIIEIOBaHKE),
feedbackforms (ucnonb3oBanue hopm 0OpaTHOM
CBsI3M), pre-testing (mpeaBapuTeabHOE
TECTUPOBAHUE).

Planningamarketingstrategyofadag
ency(ITnanupoBanue
MapKETUHIOBOU CTPaTeTuu
PEKJIaMHOTO areHTCTBA)

[Tony4yeHue cTyneHTaMi HaBBIKOB MAPKETUHTOBOTO
TUTAHUPOBAHUS PAOOTHI PEKIIAMHOTO areHTCTBA:
analysisofcompetitors (aHanu3 paGoTsI
KOHKYpeHTOB), benchmarking (6eHuMapKkuHT —
aHaJM3 STAJIOHHBIX MTOKa3aTenel), situationanalysis
(cuTyallMOHHBIN aHAIIN3),
implementation(peanu3arys 1mjaaHa) — ¥ IPUHLIUIIOB
OIMCAHMS TaKOTO TUIAHMPOBAHUS Ha aHTIINHCKOM
SI3bIKE. AHAJIN3 aHTVIOSN3BIYHBIX TOHATHI:
channelsofdistributionofproduct (kanassr
pacnpocTpaHeHus npoaykra), productpromotion
(mponBMXEeHME MPOAYKTA), logistics (JorucTrKa),
publicrelations(cBsi3u ¢ 00IIECTBEHHOCTHIO).
[IpakTudeckas paboTa Mo HAMCAHUIO TUTIOBBIX
JICTTOBBIX MTUCEM.

Creating ads (Co3gaHue pekiambl)

N3ydenue npouecca co31aHNs pEKJIIaMHBIX
0OBSBICHHUIA, TIPECC-PETU30B, MATEPHAIIOB,
HEOOXOIUMBIX JIJISl POJIBUKEHHUSI TPOJYKTA.
PaccMoTpenune npouecca oprauuzaiuy peKIIaMHON
KOMITaHUU 10 (YOPMUPOBAHHUIO TO3UTUBHOTO
UMUKa GUPMBI Ha IPUMEPE TYPUCTHUECKOTO
areHTCTBa. AKLICHTUPOBAaHNE BHUMAHUS Ha
HAI[MOHATLHBIX KYIBTYPHBIX OCOOCHHOCTSIX
PEKJIaMHBIX TEKCTOB, KOTOPBIE CIEAYET YUUTHIBATh
BO BpeMs pabOTHI O MPOABIKEHUIO TPOAYKTA.
AKTHUBHU3aIMS B PEUU CTYACHTOB CHHTAKCUYECKHUX
KOHCTPYKLIMM aHIJIMKACKOTO SI3bIKA, UCTIOJIb3yEMBIX
JUISL peKJIaMbl TPOJYKTA B NIEYATHBIX MEJNA,
MHTEPHET NPOCTPAHCTBE, HA TEIIEBUACHUH U
HCITOJIb30BAaHUE ITUX KOHCTPYKLIMI B BEACHUHU
JIETIOBOM KOPPECTIOHAECHIINH.

Presentingyourpublicface(Ilyonuun
ast Ipe3eHTalus CBOCH

3HAaKOMCTBO COCIIOCOOAMHM ONMCAaHUS Ha
AHITIMMCKOM SI3bIKE PA3JIMYHBIX BUJOB PEKIAMHOU
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NESATETHHOCTH)

JeSITeTIbHOCTH, HATIPABJICHHOW Ha CO3/IaHUE U
MPOIBIKEHUE TIOJIOKHUTEIHLHOTO 00pa3a KOMIaHUH,
bupmbl: newsletters(pacchuika mucem),
pressreleases (myOnukanus mpecc-
penun30B),sponsoring(opraHu3alys CrIoHCOPCKOH
HOAJIEPKKN ), pressconferences(mpoBeneHue mpecc-
KOH(EepeHIH).

6 Advertisingthroughtradefairs Pacmmpenne akTHBHOTO CI0BapHOTO 3araca
(Opranusanus pekJiaMHbIX TEPMUHAMU U TIOHATUSMH, Ha3bIBAIOIIUMU
KOMITaHUI Ha TOPTOBBIX OCHOBHBIE YaCTH, JIEMEHTHI TOPTOBOI BHICTABKH,
BBICTaBKaX ) ee aynutopuro: exhibitionstand, editorialcoverage,

prospects, keypublications, additionalaudience, co-
locateditems. CocTaBiieHre Ha aHIJIUHCKON SI3bIKE
TUTIOBBIX TPUTTIANICHU HAa BRICTABOYHBIC
MEPONPUSTHS, PEKIAMHBIX OYKJIETOB.
PaccmoTpenune 0coOeHHOCTEH MOCTPOCHUS
JUAJOroB 1o TeMe «Opranusanus BBICTaBOYHOTO
NaBWIbOHa». Hanucanue TUIOBOW MOTHUBAMOHHON
PEKJIaMHOM peun.
5.2. CTpykTypa AMCHUNIMHBI
Ounas popMbI 00yYeHUA
Ne paznena HaunmenoBanwme paszena (TeMbI) KonuuecTBo gacos
(Temsi) 1P CP Bcero
1 Introduction to marketing and advertising (BBenenue B 6 14 20
MapKETUHT U PEKIIAMHYIO IeSITEeIbHOCTD)
2 Finding the client (ITouckknuenra) 6 14 20
3 Planningamarketingstrategyofadagency (ILnanupoBanue 6 14 20
MapKETHUHIOBOM CTpaTeruu PeKJIaMHOTO areHTCTBA)
4 Creating ads (Co3nanue pexiambl) 4 12 16
5 Presentingyourpublicface(Ilybnuunas mpe3eHTamus 4 12 16
CBOEH JCATEIHHOCTH)
6 Advertisingthroughtradefairs (Opranusanus pekIaMHbIX 4 12 16
KOMITaHHUW Ha TOPTOBBIX BHICTABKaX )
OO6muit 00beM 30 78 108
3aounas popma o0OyueHust
Ne paznena HammenoBanue pasnena (TeMbl) KonmuectBo yacos
(Temsr) I1P CP Bcero
1 Introduction to marketing and advertising (Bsenenue B ) 13 20
MapKETHHT U PEKJIIAMHYIO 1€ATEIbHOCTD)
2 Finding the client (ITouckkmuenra) o) 16 18
3 Planningamarketingstrategyofadagency (IlnanupoBanue ) 16 18
MapKETHHIOBOM CTpaTeruu PeKJIaMHOTO areHTCTBA)
4 Creating ads (Co3nanue pexiambl) _ 16 16




5 Presentingyourpublicface(Ilyonmuunas npesenTarus B 16 16
CBOEH JESTEIHHOCTH)
6 Advertisingthroughtradefairs (Opraau3zanust pekJIaMHBIX B 16 16
KOMITAaHW Ha TOPTOBHIX BHICTABKaX )
ATTecTanus 0,3 3,7 4
OOwmuit 00beM 6,3 101,7 108
5.3. 3aHATHS CEMUHAPCKOI0 TUIIA
Ounas popma o0yueHust
Ne n/mt Ne pazgena Bun HanmenoBanue KonnuectBo
(TempI) 3aHATHUS 4acoB
1 1 [P Introduction to marketing and advertising
(BBenenne B MapKETHHT U PEKJIIAMHYIO 6
JESATEITLHOCTD )
2 2 1P Finding the client (IlonckkianenTa) 6
3 3 1P Planningamarketingstrategyofadagency
(ITmarmpoBaHMEe MapKETUHTOBOW CTPATETUH 6
PEKJIaMHOTO areHTCTBA)
4 4 [P Creating ads (Co3gaHue pexiambl) 4
5 5 [P Presentingyourpublicface(Ilyonuunas 4
MPE3CHTAIS CBOEH JESITEIIbBHOCTH)
6 6 [P Advertisingthroughtradefairs (Opraauzamms 4
pEKIIaMHBIX KOMIIAHUH Ha TOPTOBBIX BHICTABKAX)
3aouHas popma 00yueHust
Ne n/mt Ne paznena Bun HanmenoBanue Komnnuectso
(Tempr) 3aHATHUS 4acoB
1 1 [P Introduction to marketing and advertising
(BBenenne B MapKeTHHT U PEKIIAMHYIO 2
JESATEITLHOCTD )
2 2 1P Finding the client (IlonckkianenTa) o)
3 3 1P Planningamarketingstrategyofadagency
(ITmarmpoBaHMEe MapKETUHTOBOW CTPATETUH 2
PEKJIaMHOTO areHTCTBA)

5.4. KypcoBoii npoekT (kypcoBasi padora, pacueTHO-rpadgudeckas padora, pedepar, KOHTPOJIbHAA
padora) — He IPEaYyCMOTPEHO

5.5. CamocTosiTesibHast padoTa

Ne paznena Bunsl camocTosTensHON paboThI 0o0 300

(TembI)




1-6 [ToaroToBka K yCTHOMY OIPOCY IO TEME, 73 08
TeCTI/IpOBaHI/IIO, BBITTIOJIHCHU O HpaKTI/I‘IeCKI/IX 3az[aH1/n71.
1-6 IloaroroBka K aTTecTaIyu. — 3,7

6. OGPASOBATEJIBHBIE TEXHOJIOI'MHU

[Tpu 00yyeHNH HHOCTPAHHOMY SI3BIKY UCHOJB3YIOTCS CIEAYIONINE 00pa30BaTEIbHBIE TEXHOIOTHH.

TexHoorus: KOMMYHUKaTUBHOTO OOy4YeHHUsl — HalpaBieHa Ha (OpMUPOBAaHME KOMMYHUKATUBHOU
KOMIIETEHTHOCTH CTYJIEHTOB, KOTOpas sIBJIsIeTCsl 6a30BOi, HEOOXOAMMOM ISl alanTallui K COBPEMEHHBIM
YCIIOBUSIM MEXKYJIbTYPHOM KOMMYHUKAIMH.

TexHomnorus paznoypoBHeBoro (auddepeHInpoBaHHOI0) 00YUYEHHUS MIPEANOIAraeT OCyIeCTBICHUE
[IO3HABATENBHOM  JEATENbHOCTH CTYIEHTOB C y4Y4€TOM HX HHAMBUIYAIbHBIX CIIOCOOHOCTEH,
BO3MOXXHOCTEHl M MHTEPECOB, MOOLIPSISI UX PEalM30BBIBATH CBOM TBOpuUeckWil nmoreHuuan. CosnaHue u
UCIOJIb30BAHUE TUATHOCTUYECKUX TECTOB SIBJISIETCS HEOTHEMIIEMOM YacThIO JJAHHOM TEXHOJIOTUH.

TexHonmorus  WHAMBHAyaNW3alMW  OOYYEHHS  IIOMOTaeT  peaju30BBIBATh  JIMYHOCTHO-
OPHEHTUPOBAHHBIN MOXO0J], YYUTHIBAsI MHIUBUAYAIbHbIE 0OCOOEHHOCTH U OTPEOHOCTH YYaIlUXCSl.

TexHONOTHA TECTUPOBAHMUSA HCIIONB3YETCA [UISI KOHTPOJS YPOBHS YCBOEHHUS JIEKCHUYECKHX,
rpaMMaTHYeCKUX 3HAHWHA B paMKax MOJIYJsl Ha ONpeAera€HHOM dTamne oOydeHus. /laHHas TeXHOJIOrUs
MO3BOJISICT TMPENOJAaBaTeNi0 BBIABUTh U CHCTEMAaTHU3UPOBATh ACIEKTHI, TPEOYIOIIME JOMOJHUTEIHHON
MPOpabOTKH.

TexHonorus oOyueHHs] B COTPYJHHUYECTBE PEATH3yeT HMJICI0 B3aUMHOTO OOYYEHHS, OCYIECTBISS
KaK MHAMBUyalbHYIO, TAaK U KOJUIEKTUBHYIO OTBETCTBEHHOCTb 3a pEIlICHHE yYEOHBIX 3a1a4.

WrpoBasi TeXHOJIOTUSI TO3BOJISIET Pa3BUBATh HABBIKM PACCMOTPEHHUS Psiia BO3MOXKHBIX CIIOCOOOB
peueHus npo0seM, aKTUBU3UPYS MBILUIEHUE CTYJEHTOB U PACKPBIBAsl IMYHOCTHBIM MOTEHLUAN KaXKJ0T0
oOyuaromerocs.

TexHoorHs pa3BUTHsI KPUTHUECKOTO MBILIUIEHHUS CIOCOOCTBYET (POPMHUPOBAHUIO PA3HOCTOPOHHEH
JMYHOCTH, CHOCOOHOW KPUTHUYECKH OTHOCUTHCS K MH(OPMAILMH, YMEHHUIO OTOMpaTh MH(OpMAIMIO s
pelLeHMsl TOCTAaBICHHOM 3ajaun.

WNudopmannonno-koMmmyHnukannonnslie TexHojoruu (MKT) pacuupsior paMmku 00pa3oBaTenbHOTO
mporecca, IOBBINIAS €ro  MPaKTHYECKYH0 HAIpPaBIEHHOCTb, CIIOCOOCTBYIOT MHTEHCH(UKALUU
CaMOCTOSITENIbHON PabOThl 00YYAIOMIMXCs U TOBBIICHHUIO MMO3HABaTeIbHON akTUBHOCTU. B pamkxax UKT
BBIICIISIIOTCS 2 BUJA TEXHOJIOTHH:

- MexXHON02Usl UCNONb306AHUA KOMNBIOMEPHLIX Npozpamm, KOTopas IMo3BoiseT 3¢(dexTuBHO
JOMOJIHUTH NpoLecC 00YUYEeHHUs A3BIKY Ha BCEX YPOBHsIX. MynbTUMeUiHBIE IPOrpaMMbI IIPEAHA3HAYECHBI
KaK I ayIuTOPHOM, TaK M CAaMOCTOSTENbHOH paboThl CTYJEHTOB M HalpaBlieHbl Ha pa3BUTHE
rpaMMaTHYECKHUX U JEKCUUECKUX HaBBIKOB.

- UnmepHnem-mexnonocuu, NpeJOCTaBIIAIONINE ITUPOKUE BOSMOXKHOCTH ISl TIOMCKA MHPOPMaLIUH,
BEJICHUS HAY4YHBIX UCCIICIOBAaHUM.

I/IHTepaRTI/IBHBIe N AaKTHUBHBIC 06p330B3TeJII>HI>Ie TE€XHOJO0I'MM,
HCMOJb3yEeMbI€ B AY/ITUTOPHBIX 3AHATHUAX

No Bun Ncnonb3yemble HHTEPAKTUBHBIE U AKTUBHBIC KonuuecTBo yacos

pasaciia | 3aHATUA O6paBOBaTeJIBHBI€ TEXHOJIOI'un

(TempI) 010]0) 300




3 [P TBOpUeckue 3a1aHus: COCTABICHUE paccKasa o 2 2
pemeHnn paboyux mpodIeM Mo OMOPHBIM
dbpazamM, 03By4MBaHHE 10 POJIIM (hparMeHTa
AHIJIMICKOTO (HUIIbMa, B KOTOPOM
JEMOHCTPHUPYETCS CUTYallMsl, CBA3aHHAs C
pa3paboTKOI MapKETHHIOBOM CTpaTeruu
PEKJIaMHOT'O areHTCTBA (MTpa B KHHOAYOJISIK).

5,6 1P WnTepaktuBHOE 3ausTHE (padoTa ¢ 2 2
ayanoMaTepHraIaMu: CBOOOIHAsI HHTEPIIPETaIHs
MaTepHaJIOB ayTUPOBAHUS; COKPATHUECKUI
JIAJIOT Ha OCHOBE CTPAHOBEIUECKHIX
MaTepHajIoB: HEOOXOAUMO, HAIpUMeEp,
000CHOBAThH TOT WJIM MHON MapKETHHTOBBIN
npueM; «o0yJaromuncs B poiu
IPENoAaBaTeNs»; HCIOIb30BAaHHE
MHTEPAKTUBHBIX 00y4Jaromux (puibLMoB, B
KOTOPBIX HEOOXOJMMO ITOMOYb TePOSIM
3aKOHYMTH (ppa3bl B TUATIOTE U T.J.; IPOCMOTP H
00cyXxeHne y4eOHbIX (DUITBMOB.

IIpakTHYeckass NOATOTOBKA 00y4aIOIIUXCH

Ne paznena Bun Bunger pabot KonnuectBo
(Tembl) 3aHATHUSA 4acoB

7.OHEHOYHBIE MATEPHAJIbI VIS TEKYIIEI'O KOHTPOJIS1 YCHHEBAEMOCTAU,
IMPOMEXYTOYHOU ATTECTALIUHN

7.1. MeToan4yeckne MaTepuaJibl, onpeaesiiomye nNpoueaypbl OeHUBaHUS B PAMKAX TeKYyIero
KOHTPOJISA yCIIeBAeMOCTH

YeTHBII 0NPOC — CpesICTBO KOHTPOJIS YCBOGHUS y4eOHOT0 MaTepHaia 1o TeMaM 3aHIThH.

IIponienypa mnpoBeleHHS MAAHHOTO OLIEHOYHOI'O MEpONpPHATHA BKIKOYaeT B cebsa: Oecemy
IperoiaBaTesisi ¢ 00yJaromuMCs Ha TeMbI, CBSI3aHHBIE C M3y4aeMOM TUCIUIUTMHON, U paCCYUTaHHOE Ha
BBISICHCHHE O00ObeMa 3HaHUK OO0ydaromerocss IO ONpeaeiIeHHOMY pas3ieny, Teme, mpobieme
(MHOUBHUYaTIbHO WIN (POHTAIIBHO).

[TokazaTenu sl OIEHKM YCTHOTO OTBeTa: |) 3HaHME MaTepuana; 2) IOCIeA0BaTeIbHOCTh
U3JI0KEHHUS; 3) BIIQJICHUE PEUbl0 U MPO(ECCHOHATBHON TepMUHOJIOTHEH; 4) TPUMEHEHNE KOHKPETHBIX
IIPUMEPOB; 5) 3HaAHHE paHee U3YUYEHHOI0 MaTepuaia; 6) ypoBeHb TEOPETHUECKOTO aHANIN3a; 7) CTENEHb
CaMOCTOSITENILHOCTH; §) CTENEHb aKTUBHOCTH B ITPOLIECCE; 9) BHIOJIHEHNUE PETJIAMEHTA.

Jlnis MOATOTOBKM K JAaHHOMY OLIEHOYHOMY MEPOIPHITHIO HEOOXOIUMO H3Y4YHTh Yy4yeOHbIE
MaTepuaibl MO TeME 3aHATHs, MPOCMOTPETh CIPABOYHMKH MO TpaMMAaTHKE, a TaKXe IMOBTOPUTH
MaTepHabl, 3aIIMCAHHBIE BO BPEMsI IPAKTUUECKUX 3aHATHH.

TecTupoBaHMe—CPECTBO KOHTPOJIA YCBOCHHUsI yueOHOro Marepuaia. He MeHee, uem 3a Henenmo
710 TECTUPOBAHUS, IPENoJaBaTesb ONpenesieT Uil 00y4atoluXcs UCXOAHbIE TaHHbIE Ul TOATOTOBKU
K TECTHPOBAHHUIO: TEMBI, BOIPOCHL, IO KOTOPHIM OYAYT 3aJaHusi B TECTOBOW (hopme, IuTepaTypy U
UCTOYHMKH C TOYHBIM yKa3aHHEM Pa3JIeoB, TEM, CTaTeH I HOATOTOBKH.




TecTbl BBIMOJTHSIOTCS BO BpEMSl ayAUTOPHBIX 3aHATUA CEMHHAPCKOro TUMa (IIPaKTUYECKHUX
3aHATHUR).

KonuyecTBO BOMpOCOB B TECTOBOM 33JJaHUU OMPEEISAETCS IPENO1aBATEIEM.

Ha Brmomaenue tectoB orBoauTcs 0,5—1 akageMUdecKUH Jac.

NuauBuayanpHOE TECTOBOE 3a/laHUe BBIJACTCS oOydaroneMycs Ha OymakHOM HocuTene. Takxke
TECTUPOBAHUE MOXET IPOBOJUTHCS C HCIOIB30BAHUEM KOMIBIOTEPHBIX CPEICTB M TIPOrpamMMm B
CHEIHAbHO 000PYTOBAHHBIX TOMEIICHHUSX.

[Ipu TpOXOKJIEHUH TECTUPOBAHUS IOJIB30BATHCA YUYCOHMKAMHU W yYEOHBIMH TOCOOMSIMU HE
pasperniaercsi.

YpoBeHb 3HaHWI  OOYYAIOIIETOCSd  OMPEAENACTCS  OLCHKAMU  «OTIUYHO»,  «XOPOIIOY,
«YIOBJIETBOPUTEIBHO», «HEYIOBJIECTBOPUTEILHO.

BoinosiHeHHe MpaKTHYECKUX 3aJaHUH (pelIeHre BPUCTHYECKUX 3a7a4 U 3a/1a4, CBA3aHHBIX C
MHTEpIpETAllMeUTeKCTa) — THCbMEHHas QopMa pabOThl CTyAEHTa, KOTOpas CHocOOCTBYeT
3aKPEIUICHUIO W YTIYOJICHHIO TEOPETUUYECKHX 3HAHUW W TO3BOJIAET CHOPMUPOBATH y CTYJIEHTOB
HaBBIKM PUMEHEHUS ITUX 3HAHUUN Ha MPAKTUKE.

[TpakTrueckue 3aaHus BBITIOJHSIIOTCS BO BPEMs ayJUTOPHBIX 3aHATHH CEMHHAPCKOTO THUIIA IO
MPEAJIOAKEHHBIM MPENoJaBaTeIeM MaTepraliaMm.

KonnuecTBo 3aianuii onpenenseTcs: MpernogaBaTesiem.

Pe3ynbrarom BBINIOTHEHUS 3aJaHUsl ABISIETCS OTUYET, KOTOPBIM JOJIKEH COACPkKATh: HOMED, TEMY
MPAKTHYECKOW pabOThI; KpPaTKOE OMHCAaHWE KaXKJIOTO 3a/JaHMs; BBIITOJHCHHOE 3aJaHWe; OTBETHI Ha
KOHTPOJIbHBIE BOIIPOCHI.

YpoBeHb YMEHUI W HABBIKOB OOYYAIOMIETOCS OMPENEISETCS OLCHKAMU «OTIHYHO», «XOPOIIOY,
«YIOBJIETBOPUTEIBHO», «HEYIOBJIECTBOPUTEILHO.

7.2. MeToan4yeckne MaTepuaJibl, onpeae/siiomye npoueaypbl OeHUBAHUS B PAMKAaX
NMPOMEKYTOYHOM aTTeCcTalluu

JAuddepeHunpoBaHHbIi 3aueT — 3T0 (opMa MPOMEKYTOUHON aTTECTAIMH, 33/1a4eii KOTOPOTO
ABIISICTC KOMIUIEKCHOE OIICHKa YPOBHEH JIOCTMIKEHHUS IUIAHUPYEMBIX pPE3y/lIbTaTOB OOYy4eHHUs IO
JHCIUIIINHE.

HuddepernurpoBanHblii 3aueT i OYHOM (opMbl OOyUeHHsS IMPOBOAUTCS 3a CUET 4YacoB,
OTBEIEHHBIX HA N3yYEHNE COOTBETCTBYIONIECH AUCIUITIIHBL

[Iponienypa mnpoBeneHHS TaHHOTO OICHOYHOTO MEPONPUATUS BKJIIOYACT B ceOS OICHKY
pE3yNBTaTOB TEKYIIEr0 KOHTPOJS YCIEBaEMOCTH CTyACHTa B TEUYCHHE IIepHoja OOYy4YEeHHUsS II0
mucuuruinHe. [ gomycka K 3adeTy HeoOXOJMMO HMMETh IOJIOKUTENbHBIE OLIEHKH, MOJyYeHHBIC B
paMKax TEKYIIEro KOHTPOJIS YCIIEBAEMOCTH, 0 KaXJ0H TeMe, IPeTyCMOTPEHHON TUCIIUIUINHOM.

B kputepun nTOroBoi OIeHKH YPOBHS MOJTOTOBKH 00YUYaIOIIErocs 0 AUCIUIUINHE BXOJIAT:

- YPOBEHb YCBOCHHS CTYJICHTOM MaTepuala, IpeayCMOTPEHHOTo paboueil mporpaMmoi;

- YpPOBEHb TNPAKTUYECKUX YMEHHUH, MPOJAEMOHCTPUPOBAHHBIX CTYIACHTOM IpPU BBITOJHEHUU
MPAaKTUYECKUX 3aJaHU;

- YPOBEHb OCBOCHHSI KOMIETEHIIUH, MO3BOJISIOMINX BBIMTOIHATH MPAKTUUYECKUE 3a/1aHUS;

- JIOTUKA MBIIUICHHUS, 000CHOBAHHOCTH, YETKOCTh, IOJTHOTA OTBETOB.

[Iponienypa mpoBeneHUS JAHHOTO  OIIGHOYHOTO  MEPONPHUATHS  NPEACTaBIsIeT  CoOOoM
codeceJ0OBaHNe M0 TeOPeTHYECKHUM BOINPOCAM, a TaKsKe BHINOJTHEHHE CTYAeHTAMH KOMILJIEKCHOT'0
NPAKTHYECKOr0 3a/IaHUsA(HECKOIbKO 32IaHUIl Pa3HOr0 THIA) MOBBIIIEHHON CJI0KHOCTH, KOTOpOE
HANpaBJIeHO Ha TPOBEPKY KaK IPaMMAaTHYECKUX 3HAHUHM CTYJCHTOB, TaK W PEUYCBBIX KOMIETEHINI
(moHMMaHue OoOILIero CcoAaepX aHUi TEKCTOB, MPO(ECCHOHATBLHOW TEPMHHOJIOTUH, CHOCOOHOCTH K
NPaBIWIEHON MHTEPIPETAINH U3JI0KEHHBIX B TEKCTaX (DaKTHUCCKUX TAHHBIX).

TunoBsle mpakTHUecKue 3aiaHus K TU(QEpEeHIIMPOBAHHOMY 3aueTy JOBOJATCS O CBEACHUS
CTYIICHTOB 3apaHee.

[Ipy moOAroTOBKE K OTBETY MOJb30BAHUE YYEOHHKAMH, y4eOHO-METOAMUYECKHUMH ITOCOOHMSIMH,

CPEICTBaMH CBSI3U U 3JIEKTPOHHBIMU pecypcaMu Ha JIIOOBIX HOCUTENSIX 3alPeIeHO.
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Ha BbInosiHeHNE KOMIUIEKCHOTO MTPaKTUYECKOT0 3a/IaHusl OTBOJUTCSA, Kak npaBuio, 30—40 MuHyT.

[Tocne okoHYaHMsI OTBETa IMpernojaBaTesib OOBABISET 00ydaroIeMycsl OLEHKY 0 pe3ylbTaTaM
3a4era, a TaK’Ke BHOCUT ATY OLIEHKY B aTTECTALlMOHHYIO BEIOMOCTbh, 3aU€THYIO KHUXKKY.

YpoBeHb 3HAHWI, YMEHWW W  HABBIKOB OOYYalOMIEroCs  OMPEACNSIeTCS  OlICHKaMH
«HEYJOBJIETBOPUTEIBHO», «yJIOBIETBOPUTEIIBHOY, «XOPOIIO» U «OTIHYHOY.

7.3. OnleHOYHbIE CPEACTBA, KPUTEPUH U IIKAJIA OLEHKH
Tunosble 3a1aHNus 11 TeKYLEro KOHTPOJIsl yCclleBaeMOCTH

IlepeyeHb THTIOBBIX BOMPOCOB /IJISI YCTHOT'O OMPOCa
OTBeT Ha BOMPOC JOKEH MPEICTABISTH COO0N KpaTKOE MOHOJIOTHYECKOE BBHICKA3HIBAHUE
Ha aHTJIMHACKOM SI3BIKE

1. Kpatko onmmmure JesTENbHOCTh MEPEYUCICHHBIX CHENHAIMCTOB B O0JACTH MapKETHHTA:
«brandmanager», «directorofmarketing», «headofPR», «marketingassistant».

2. Jlaiite onpenenenue TepmuHa «brandingy.

3.IlpencraBpre cebe, YTO KOMMIAHMSA, MOJYYHMBINAS H3BECTHOCTh Oylaromapsi NEpBOKIACCHON
TYPHCTHUYECKOH SKHUITMPOBKE, KOTOPYIO OHA BBIMYCKala, pelInia IMPOM3BOJUTH TOBAphl IUIS JIOMA.
Curyanusionucanacienyomumoopazom: «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». O6bsacuuTe 3HaueHune Tepmuna «off-brand».

4. Tlpu co3gaHMM MapKETUHIOBOM CTpaTerMyd Ba)XHO OMNPENEIUTh TO, YTO Ha3bIBACTCA
«typicalcustomerprofile». Uto 0003HauaeT 3TO aHIUKHCKOE BBIPAXKECHUE.

5. MapkeTuHTOoBBIl KOMIUTEKC(«marketingmix») oOBIYHO BKJIFOYAET TaK Ha3bIBaEMbIC «4eThIpe P»
(«fourPs»): product, price, placement, promotion. O0bsICHUTE, YTO 0003HAYAIOT ITH TEPMUHBI.

6. OOBIYHO [1€JT0BOE MHCHMO JIOJDKHO BKIIIOYATh (pa3bl, KOTOPBHIE MOKHO OOBEIHMHUTH B TPYIIIHI:
«Greetingsandclosesy, «Pleasantriesy, «Closesforsayingthankyou». ITpusenure IPUMEPBI
OOIIETIPUHATHIX PEUYEBBIX POPMYIT I KOKIOH U3 TPYIII.

7. OObscHUTE, AN KakuX Mejeid Obll pa3paboTaH HMHCTPYMEHT, NOJYYMBIIUI Ha3BaHHE
«BostonMatrix»?

8. Kak pacummdpossiBaetcst abopeBuarypa AIDA, KOTOPYIO HCHOIB3YIOT [ 0003HAUYEHUS MOJICTTU
IPOJIBIKEHHSI IPOTYKTOB U ycIyT. [[pokoMMeHTHpYITe 3HaUeHHE Ka)K0T0 TEPMUHA.

9. Ilepeuncnute o0sA3aTeNbHbIE Pa3/ieibl B CTPYKTYPE CTaHIAPTHOTO IMpecc-peun3a, MPUBEIUTE
IpUMepHI OOIIETIPUHATHIX PEYEBBIX (POPMYII, UCTIONB3YEMBIX B KaXKIOM pa3zere.

10. Bo Bpems mpe3eHTalui KOMIIAHUKM HA TOPrOBBIX BBICTABKAX, SPMApKaX MapKETOJOTU TOTOBAT
IUIS1 Y9aCTHUKOB ITPE3EHTAINH «giveaways». OOBsSCHUTE 3HAYEHUE ITOTO CIIOBA.

Kpurepuu omieHKH yCTHOTO onpoca

OrneHKa «OTIMYHO» BBICTABISETCS CTYIEHTY, €CIIM OH B TOJHOW MEpEe PAaCKPBUI COJCpKAHUE
BOMIPOCA, €r0 peyb XapakTepu3yeTrcs CcoOMoneHneM (OHETHYECKUX W TPAMMAaTHYCCKUX HOPM
AHTTUICKOTO S3bIKa, HACKIIIEHA TPO(ECCUOHATLHBIMUA TEPMUHAMHU.

O1eHKa «XOpOIIO» BBICTABISETCS CTYICHTY, €CIM B IMpOIlecce OTBETa OH JIOMYCTHJ OJHY-IBE
OIMOKNA B PACKPBITUU COJIEPKaHUS BOMPOCA WIM B TOCTPOCHUU TMPEIIOKEHUH (TpaMMaTHyecKue
OIIUOKM).

OneHka «yJOBIETBOPUTENHHO» BBICTABISIETCS CTYICHTY, €CIHM OH B IIJIOM TIOHUMAaeT
CoZiep)KaHNEe HM3YyYCHHBIX TEM, UMEET MPEICTAaBICHHE O TpaMMAaTHYECKHMX HOpMax, HO B IIpOIecce
OTBETa JIONyCKaeT 0osee ABYX OINOOK.

OleHKa «HEYIOBJICTBOPUTEILHO» BBICTABISIETCS CTYICHTY, €CIH OTBET IO CYHIECTBY
OTCYTCTBYET, HECMOTPSI Ha HAaBOJSIIIME BOIPOCHI IPEIoIaBaTers.
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IepeyeHb TUMOBBIX TECTOBBIX 3aJAHUH

1. IlpouuTaiiTe  omucaHue JOJDKHOCTHBIX  OOS3aHHOCTEH  COTPYJHHMKA  KOMIIAHHH.
OnpenenuTe0DKHOCTh, KoTopyrooH3anumaeT: «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. OguH u3 crioco0oB cOopa JAHHBIX B MAPKETHHTOBBIX UCCIICAOBAHMIX B OPUTaHCKOM BapHaHTE
Pa3roBOPHOTO aHTJIMICKOTO SI3bIKa OOBIYHO HA3bIBAETCS «one-on-one». Beidepure nmpodeccrnoHalbHbII
CHHOHHM 3TOT'0 pa3rOBOPHOTO CJIOBA.

a) postalsurvey,

b) telephonesurvey,

¢) street interview,

d)individual interview.

3. MapkeTtuHroBbIii KoMIieke («marketingmixy), KpoMe YEThIPEX OCHOBHBIX AJIeMEHTOB (product,
price,placement, promotion)MOKeT BKJIIOYATh TPH JOMOJHHUTEIbHBIX. BpIOEpUTE 3TH TpH 3JIEMEHTa U3
MEPEYHCIICHHBIX.

a) participants,

b) prediction,

C) projection,

d)processes,

e) physical evidence.

4. IlpounTaiiTeonpeneaeHUEOTHOTOU3CEKTOpOoB «Boston Matrix», yKaXHTEHa3BaHUECEKTOpA:
«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) poordogs.

5. B BpemMs TOproBbIX BBICTABOK MHOTHE KOMIIAHUM OPraHU3YIOT  «socialeventsy.
HailinureBepHOEOnpe1e1eHUEITOrOMEPOIIPUSATHS.

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 supporty,

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

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

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 olleHKH TeCTHPOBAHUS
KonmuecTBo mMpaBUIIBHBIX OTBETOB!
Menee 5 (13 10 BonpocoB)— «HEYJOBIECTBOPUTEIHHO,
5—6 — «yIOBIETBOPUTEIIHLHO,
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7—8 — «xopouioy,
9—-10 — «OTJINYHOY.

TunoBble 3aaHus A5 HpaKTH‘leCKOﬁ MOATrOTOBKH oﬁyqammnxm

IIpakTnyeckoe 3aganue 1
IIpouuTaiiTe AMAJIOT 0 CTPYKTYPe MAPKETHHIOBOI0 OT/Ae/Ia PEKJIAMHON KOMIIAHUM. 3aM0JTHUTE
NPONYCKH B OPraHU3AIMOHHOH CXeMe HMEHAMM COOTBETCTBYIOIIHMX COTPYIHUKOB

3, director of marketing ;
ikl Sagaw oo hpiilille i
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 I are the marketing department!

Anna. I know what you mean. I 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. I’'m the public relations officer here and I 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-I-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 5b 7C ’d ’e ’f

IIpakTnyeckoe 3aganue 2
Ilepen BaMu ceMb COBETOB, KaK MOJYYHTh 00JIbIIE MOJIE3HBIX CBEJCHUI 0 BAIIUX NOTEHIHAJIbHbBIX
KJIMEHTaX. 3aM0JHUTE NPOIYCKH B MPEIVI0KEHUAX CJIOBAMH MJIH CJIOBOCOYETAHMSIMH, KOTOpPBIE
HaNUCaHbl KypcHBHBIM mIpudToM. [IpuMepnpuBeaeHBIEPBOMIIPEII0KEHUH

Clients, competitors, find out, listening, teyal-eustoners, 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?
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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 .5 , 6 .7

IIpakTnyeckoe 3aganue 3
I'pynna corpyaHukoB ¢pupMbl, KOTOPasi 3aHUMAETCSH PEKJIAMONTYPUCTHYECKOH 0/1€:KIbl, 00YBH U
HHBEHTAPS /51 HAYUHAKIIMX TYPUCTOB — NPEUMMYIIECTBEHHO NMOJAPOCTKOB, COOMpaeTcs MPOBECTH
MapKeTHHIOBOE Hcc/ie0BaHue U 00Cy KIaeT, KaKue MeTobl cO0pa JaHHBIX UM JIy4lle
HCNO0Jb30BaTh. [IpounTaiiTeTeKCT, BHINOJIHUTE3AJAHUSIKHEMY

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 1. After all, every time I get one ofthose I 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. I 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...

Haijigute B TekcTe cJOBa U CJI0BOCOYETAHHMS, KOTOPbIe COOTBETCTBYIOT CJEAYHOIIMM
onpeeeHUusIM:
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:

3amosHuTE HaﬁHeHHbIMH BaMH CJIOBAMH H CJIOBOCOYCTAHUSAMHU NMTPONTYCKH B IPECAIOKCHUAX
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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.

IIpakTuyeckoe 3axanue 4
MeHeaxep KOMIAHUM, NPEIOCTABJIAIONIEH YCIYTH CBA3H, ONMCHIBAET CBOUM KOJLJIeramM
«MapKeTHHIOBbIH KOMILIeKe» («marketingmix») HoBoro npoaykra. Ilpounraiite MmoHoJIOr,
BBINMIINTE U3 TEKCTA (Ppa3bl, KOTOPHIMU MOKHO ObLJIO ObI 32AII0JTHUTH TAOJIUILY

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.

IIpakTHYeckoe 3aganue S
Bbl BHAMTE 1BA CIIHCKA CJIOB: COCJUHHUB OIHO U3 CJIOB IIEPBOI0 CIHUCKA C OJHUM H3 CJIOB
BTOPOI0 CNIMCKA, BbI NMOJIYy4YHTE CJI0BOCOYETAHHE, KOTOPOE COOTBETCTBYET OJHOM M3 Ae(pMHHIIUIA,
NpHUBeJeHHBIX HIKe. BoImuuTe 1718 KaKA0i JepUHUIMHT MOAXO0si1Iee CJI0BOCOYeTaHUEe

[Ipumep: cimoBo median3 mepBoro cmucka oOpa3yeT CO CJIOBOM mentionsu3 BTOPOTO CTOJOIA
CIIOBOCOYETAaHUE mediamentions, KOTOPOMY COOTBETCTBYET AepuHuus d.
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1) media, customer, brand, product, strong, primary, public;
2) knowledge, line, mentions, 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,

c) communication with the general public,

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

¢) main task or function,

f) good understanding,

g) ways of promoting a brand.

a) , b) , ©) , d) media mentions,

e) ) . 8)

Kpurtepuu u mkajia oneHKH BbINOJIHEHUS] IPAKTHYECKUX 3aAaHMii

OrneHKa «OTJIIMYHOY» BBICTABISETCS CTYACHTY, €CIH OH CaMOCTOSTENHHO W MPABUIBHO BBHITIOTHILI
MPaKTUYECKOe 3aJaHue, CIIOCOOCH YBEPEHHO, JIOTHYHO, IMOCJEIOBATEIbHO M apTyMEHTHPOBAHHO
OOBSICHUTH CBOU PEIIEHUS, MONB3YSICh MPOPECCUOHATHHBIMU TEPMUHAMH.

O1eHKa «XOPOIIIOY BBICTABIISCTCS CTYACHTY, €CITU TIPU BHIMOJIHEHUH 3aJJaHHsI OH JIOITYCTHII IBEe-TPU
OIIMOKY, OJTHAKO MPH yKa3aHWUHU Ha ITH OIIMOKH CMOT JIETKO WX UCHPABUTh U OOBSICHHUTH, MIOYEMY OHH
OBLITU IOIYIICHBI.

OrneHKa «yAOBIETBOPUTEIBHO» BBICTABISICTCS CTYIEHTY, €CJIM TPHU BBINOJHEHUW 3aJaHUS OH
JOMYCTUI O0JIee TpexX OmMUOO0K, C TPYAOM CIIOCOOEH O0OBSCHUTD, TOYEMY 3TH OIMMOKH OBUTH TOMYIICHBI.

OrneHKa «HEYJOBICTBOPUTEIHLHOY» BBICTABISECTCS CTYACHTY, €CJIM OH HE BBIMOJHHI MPAKTUYECKOE
3aJIaHKE WX BBITIOJIHUJI C TPYOBIMHU OIIMOKaMHU.

IlepeyeHb THNIOBBIX BONIPOCOB /IS IPOMEKYTOYHOM aTTecTanuy (AuddepeHuMpoOBaHHOIO 324€eTA)

1. BBameiikoMmaHuuOCYIIEeCTBISIOTCAPA3THYHBICBUIBIICATEILHOCTH,
KOTOPBICHA3BIBAIOTCAHAAHTINHCKOMSI3bIKECIe AytommumMoopa3om: «doing market researchy», «drawing up a
marketing plany, «liaising with the sales department», «providing support for customer servicey, «writing
press releases»,«presenting at a trade fair», «commissioning advertising».OxapakTepu3yiTe KpaTKo
KQKIBIA U3 BUJIOB JIEATEIHHOCTH.

2. Tepmun «branding» 0OBIYHO MEPEBOAUTCS KaK «IIporecc OPMHUPOBAHHS UMHUJKA KOMITAHUH, €€
Operna». OpHAakO B AHIJMICKOM S3bIKE €CThb MHOIO BBIp@XEHUH co cioBoM  «brandy.
JaiiTeonpeneneHuecnenyomuxcioBocodetanuii: «brand awarenessy, «brand equity», «brand extensiony,
«brand identity», «brand image», «brand loyalty», «brand name», «derived brand».

3. IlpencraBbTe cede, 4TO BBl paboTaeTe B HOBOM TYPUCTUYECKOM areHTCTBE, OHO MO3UI[HOHUPYET
cebs kak ¢Gupma, TPUOPUTET KOTOPOW — JUYHOE OOINEHHWE C KaXIbIM KIMEHTOM. Bam mpennaraior
MIPOBECTU MAPKETHHIOBOE HCCIEOBAaHUE, YTOOBI M3yYUTh MHTEPECHl U MPEANOYTCHUS] MOTEHIUAIbHBIX
KIMeHTOB. BaMm mpegocraBieH BbIOOp cmocoba cbOopa maHHBIX: postalsurvey, onlinesurvey,
streetinterviews. Pacckaxure, kakue nocromHcTBa (advantages) m HemoctaTku (disadvantages) ectb y
KaXJ10T0 c11ocooa.

4. Bam HYXHO omucaTh MpPOLECC pPa3pabOTKHM MapKETUHIOBOIO IUJIaHA Pa3BUTHS, HAIpUMED,
HEOOJIBIION TOCTUHUIIBI Ha MOPCKOM KypopTe. CocTaBbTEMOHOJOTHAOCHOBEONOpPHBIX(pa3: «current
position»,«situation analysis», «analysis of competitors», «problems and opportunities», «sales projection
and costsy», «benchmarkingy, «objectives», «implementation.

5. Bam HeoOxommmo coctaBuTh «marketingmix» ana Bamei (QupMbl, KOTOpas 3aHUMAaETCS
NpoAaXed  TEIUIOW  OEXKAbl  JUISL  JUIMTENBHBIX  IOXOJOB IO  IEPECEUEHHOM  MECTHOCTH.
OnumuTeBO3MOXKHBIN  «marketingmix», HCIOAB3YACICAYIOIIMEBONPOCH: «Product. What are the
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important 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 1e10BOM aHIVIMHCKOM S3BIKE YacTO HCIHOJB3YIOTCA Pa3iIUYHBIE CIIOBOCOYETAHHSA,
OIIpeAEIAIONINE crocob ¢dbopmupoBaHus LIEHBI Ha IPOAYKTHI W YCIIyTH.
OOBsCHUTE3HAUYCHHUECIICTYIOIITMXCIIOBOCOUYETAHUMCOCTIOBOM  «pricing»:  «captive product pricingy,
«economy pricing», «geographical pricing», «penetration pricing», «premium pricing», «price
skimmingy.

7. WI3BECTHBII MHCTPYMEHT CTPAaTETMYECKOr0 AaHajlW3a M IUIAHUPOBAaHUA B MApPKETUHIE
«BostonMatrix» mpeacrasisieT coO00i KBaApar, pa3aeleHHbIN Ha YEThIPE CEKTOpa, KOTOPHIE 03arIaBJICHbI
metadopudecku: «Cashcowsy, «Stars», «QuestionMarksy», «Poordogs». PacckaxuTte o 3HaYeHHH STUX
metadop.

8. IlpencraBbTe cebe, UTO Balla KOMITAHUS 3aHUMAETCSl OpraHM3alueil oTAbIXa B ropax. B memsax
IPOABHKEHHsI YCIIYTH BaM MPEAJIararT OCTPOUTh PEKJIIAMHYIO KOMIIAHUIO HA OCHOBE JABYX IPUHIUIIOB!
«reinforcetheexistingimage» u «generateabuzzy. OnuimTe peanu3annio STUX MPHUHIIUAIIOB.

9. Crnucok coeroB mo HamucaHuio «Kkillerpressrelease» («yOoWHOTO mpecc-penn3a») OOBIYHO
BKIIIOYaroT cneayromue myHKThE: «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  shorty.
JlanTepa3BepHyTBINKOMMEHTAPUINKAKIOT Ol YHKTA.

10. Bl 70KHBI TOATOTOBUTH MPE3CHTAIIMOHHBIN MABUIIHOH Ballleil GUpMBbl Ha TOPTOBOM BBHICTABKE
(spmapke). ONUIIKMTEIPOLECCIOATOTOBKH, MCIONIb3ysonopHBIecIoBocoueTanus: exhibition stand,high
profile visitors,editorial coverage, prospects, key publications, additional audience.

TunosBble 3agaHust VI NPOMEKYTOYHOM aTTecTanuy (AuddepeHIMPOBAHHOIO 3a4eTa)
Ha 3ayeT npeacTaBiseTcss KOMIUIEKC 3a/JaHHM, CBA3aHHBIX €JMHON TEMOM, KaX0€ MOCIEeaYIOIIee
3aJaHUC Hpe;[nonar acT 3HAHUC MaTepI/IaJIa npem)mymero, HOE)TOMy 3aaHus JOJIP)KHBI BBITIOJIHATHCA
MOCJIEA0BATEIBLHO — OJIHO 3a APYTUM

KoMmnuekc 3apanmii 1

3ananue 1
IIpencraBbTe cede cutyanuio: MapTuH — MeHeKep KOMIIAHUH, PEAOCTABJISIIOIIEH YCIyru
HHTepHeT-cBsI3U. OH coOupaeTcsi OpraHnu3oBaTh coOOpaHue, YTO0bI 00CYAUTH C KOJLJIeraMu
PEKJIAMHYI0 KOMIIAHMIO IO MPOJABMKEHUI0O HOBOT'0 MaKeTa ycJayr. MapTHH HANHCAJIUM
3JIEKTPOHHOE NMHCHbMO, HO NIPEIJI0KEeHUsI B HEM PAacCTaBJIeHbl B HENIPABHJIbLHOM IOPsIKe.
OmnpenenureBepHBIHNOPATOKIPEIIO0KEHU 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.

- ,2—_ ,3—__ 45— 6~

3aganue 2
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MapTuH, 0 KOTOPOM MbI Y3HAJIM U3 3aJaHus 1, HOJYy4YHJ TPH OTBETAa HA CBOE JJIEKTPOHHOE MHCHMO,
B KOTOPOM OH NMPOCHJI KOJJIeT cO0pPaThCsl HA COBELlaHNe M OCMOTPeTh NPUKPEIJICHHbIH K MHCbMY
¢aiii. 3anoTHUTE MPONMYCKH B MUCbMAX CJ10BAMH, BbIIeJIeHHBIMH KYPCHBOM

attachment,attend, best,cheers,hope,input,mind,postpone,see

Email 1

Hi!

Just wanted to let you know that I can 'the meeting. I’ve looked at your outline and
can’t think of anything to add. *you 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? I'm back in the office on Thursday and free all
day. If not, I’ll send you my ideas by email. By the way, I couldn’t open the *. Couldyou send

it again in a different format?
5

Email 3

Hi Martin!

Tuesday morning is fine for me. I noticed that you didn’t send your message to Laura. Wouldyou
% if I invited her to joinus? It might be useful to have her 7 I’ll have a look at

theattachment and will get in touch if there’s anything missing.
¥ you had a nice weekendtoo.
Allthe ’

Graham

3aganue 3
MapTuH, ¢ 3J1eKTPOHHOI NepenucKoi KOTOPOro Bbl padoranu B 3a1aHuu 1 u 2, npuKpenuns K
nucbmy ¢aiia ¢ ponpocamu. OH JIAHUPYET 00CYAUTH UX € KOJJIETAMH HA COBELIAHUM.
IIpouuTaiite Tekcr ¢ailjia, HAMIUTE B HEM CJ10Ba HJIU CJIOBOCOYETAHUSA, COOTBETCTBYIOLHE
onpeaeeHUsIM, IPUBEICHHBIM 0] TEKCTOM

Cable Internet package pricing model.

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

1- , 2 — ,3— , 4 - , -

3aganue 4
B 3apanun 3 MapTunynomuHaet «penetrationpricing». Haiinure cpean npeacraBiieHHbIX
nedpuHUIIUN onIpee/ieHHe ITO MoIeJ i IeHO00pa30BaHMsl M NIATH APYyrux mojaeseii. ConmocraBbre
HA3BaHUA MoJieseill IeHo00pa3oBaHus U UX JePUHUIIHT

1) captiveproductpricing,
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.

11— ,2—  3—  A— . 5— . 6-

3amanmue 5
IIpounTaiiTe BbICKa3bIBAHUS MEHEIKEPOB 0 TOBapax M ycjayrax, onpeaejure, Kakoi U3 mojaeJsen
HEH000pa30BaHMsl, NePEeYUCIEeHHBIX B 3aJaHNU 4, COOTBETCTBYET KaK10€ BHICKA3bIBAHHE

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.

-, 2 ,3—__ ,4-_ ,5-

Komnuaekc 3aganni 11

3ananue 1
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Komnanus «JoysofGermany» codupaercsi NpeyIOKUTh HHOCTPAHHBIM TYPHCTaM HOBbIe BH/bI
TypucTHYecKHUX ycayr. Onun u3 ee corpyannkoB Kapcren ornpaBuiicsi B JIOHIOH, YTOOBI
BCTPETHUTCA C NpeAcTaBuTeJeMpeKJIaMHOro areHTcrBa «Red Arrow» Tpelicu, koTopasi 3aHUMaeTcs
opraHusanueil pexkjaMHbIX kKoMnanuii. [Ipounrtaiiteguaor, 0OTBeTbTEHABONPOCHI

Tracy.Ok, 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, I 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. I 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, I understand what you’re trying to achieve. And if I may say so, I 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
Hcnoan3yiiTe Bce BblAeJeHHBIMH KYPCHBOM CJIOBA, YTOOBI 3alI0JTHUTH MPONMYCKH B NMPeII0KeHUAX
U3 INAJI0ra, KOTOPbIi BbI MPOYUTAIN B 3aaHuu 1

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

Tell me what you’re 'for.

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

We think that someone from *will have a fresh :

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

Iunderstand what you’re trying to g

You need an insider to design an ad "with the maximum s

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

3aganue 3
Corpynnukn arenrcrBa «RedArrow», 0 KOTOPBIX BbI 3HaeTe U3 3agaHus 1, pemmnan o0CyAnTh
PEKJAMHYI0 KAMIIAHMIO /ISl IPOJABUKEHHS] HOBBIX TYPHUCTHYECKHMX YCJIYT (UPMBI
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«JoysofGermany». [IpouuTtaiiTe 1Maa0r U BbIOEPUTE U3 HET0 HA3BAHUS PEKJIAMHBIX CPEACTB U
MaTepuaioB, KOTOPbIe MOKHO ObLI0 ObI 3aNIMCATH B rpadbl TA0IULbI

Print media Online Outdoor Other

Tracy. As far as traditional channels go, I 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. I 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 BuauTE IBA CNMCKA CJI0OB: COEIUHHUB O/IHO U3 CJIOB NMEPBOIo CNUCKA ¢ OTHUM M3 CJIOB
BTOPOI0 CNIMCKA, BbI MOJYYHTE MPUBBIYHOE /ISl COTPYAHNMKAPEKJIAMHOIO0
areHTCTBACJIOBOCOYETaHHE. 3aMOJHUTE MOAXOAAIIMMH MO CMBICJTY CJIOBOCOYETAHUSIMH MPOMYCKHU B
Nnpe10KeHusAX

[Tpumep: cnoBo eye-catchingus mepBOro CHUCcKa 00pa3yeT co CIOBOM imagesu3 BTOPOTO CTOJIOIA
CIIOBOCOYETaHUEeye-catchingimages, KOTOpOe MOYKHO TIOCTaBHTh HAa MECTE IPOITyCcKa, 0003HAYCHHOM
udpoii6.

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

Our area newspaper often 'to presenting local businesses, and many ofthe
shopowners see this as a “to advertise.
? 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 * to advertise on
> such as radio or television. We focus on online marketing instead.

What I like most about our new ad campaign are the eye-catching images®.No one could forget that
picture of the penguin and the dog!
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One of the disadvantages of advertisements in 7 is sometimes your advert gets
‘lost’, for example when there are several of them on the same page.

1- 2~ ,3- 4 - )5 :

7 —

3aganue 5
JJi51 co3n1aHusl MOKYNATEJIbCKOr0 CIPOca pa3jnyHblie (PMPMBbI HCIOJIB3YIOT NepeYncIeHHbIe HUKe
peKJaMHble CTPaTerum.
ConocTraBbTeBbICKA3BIBAHUSANIPEACTABUTENeH(PUPMCCOOTBETCTBYIOIIUMHITHMBBICKA3bIBAHUAMCT
paTerusimu

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.

- ,2—_ ,3—__ 45— 6~

Kpurepun n mkaja oneHkn 1updepeHIuPOBAHHOIO 3a4eTa

OrneHka «OTJIMYHO» CTABUTCS, €CIU CTYACHT IPAaBUJILHO OTBETHJI Ha JIBa KOHTPOJIbHBIX BOMpoca U
IIOJIHOCTBIO U 0€3 OIIMOOK BBITIOJIHUII BCE 3aJaHU.

OrneHKa «XOpOII0» CTaBUTCS, €CIU CTYACHT MPaBHJIBHO OTBETHUJ HA KOHTPOJIbHBIE BOMPOCHI, HO
IpU  BBHIMOJMHCHUH 33JaHUN JIOMYCTHJI JI0 YeTHIpeX OIMMOOK, OJHAKO MOXKET HCIPaBUTh UX
CaMOCTOSITENIbHO, €CJIH MPEeMnoiaBaTelb yKa3al Ha 3TH omnOku. OLeHKa «XOPOIIO0) TaKkKe CTaBUTCS, €CIH
CTYJCHT TPaBUIBHO BBHIMOJIHHUI BCE MPAKTUYECKUE 3aJaHUsl, HO HE CMOT OTBETUTh HAa OJWH U3 JBYX
MPEIJIOKEHHBIX KOHTPOJIBHBIX BOIPOCOB.

OrneHKa «yJIOBIETBOPUTEIBHO» CTABUTCS, €CITU CTYACHT MPABWJIBHO OTBETUJI XOTsI ObI HAa OJIMH U3
KOHTPOJIBbHBIX BOIIPOCOB, HO MPH BBIMOJHEHUH 33JaHUsI JOMYCTHII OT MSATH 10 CEMHU OLIMOOK UC TPYJIOM
CIPABIISETCS C UCIIPABICHUEM OIIMOOK JaXKe TPU KOHCYIbTAINH C MIPEToJaBaTeieM.

Or1eHKa «HEYIOBIETBOPUTEIHHOY» CTABUTCS, €CIIA CTYJICHT JOIMYCTHI 00Jiee CeMU OIMMOOK U (MJIH)
JOIMYCTHII OT TISITH IO CEMH OIMOOK, HO HE MOXKET UX UCIPABUTH JAXKE MOCIe 00BICHEHUH, KOTOPBIE eEMY
JaeT MpernojaBaTellb.

8. VYYEBHO-METOJIMYECKOE 1 HTH®OPMAIIMOHHOE OBECIIEYEHUE
TACHUTIINHBI

8.1. OcHoBHas uTEpaTypa
BopoObeBa, C. A. Awurnuiickuil s3pik s >gdextuBHoro menemxmenta. GuidelinesforBetter
Management Skills : yge6noe mocobue mis By3oB/ C. A. BopoObeBa. — 2-¢ u31., UCOp. U JIOM. —
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Mocksa : U3natenbcrBo FOpaiit, 2023. — 260 c. — (Bricmiee obpa3oBanue). — ISBN 978-5-534-04198-
9. — Tekcr : omektpoHHbli // OO6pa3oBatenpHas Mmiatpopma IOpaitt [caiit]. — URL:
https://urait.ru/bcode/514835.

CmupnoBa, H.B. Awnrmmiickuii 536Kk 111 MeHemkepoB (B1—B2): ydeOHuk s By30B /
H. B. CmupHaosa, A. B. Cokonosa, 0. A. Jlyrnac. — Mocksa : U3narensctBo FOpaiit, 2023. — 185 ¢c. —
(Briciiee ob6pazoBanue). — ISBN 978-5-534-08395-8. — Texkcr : snexktponHbIid // OOpa3oBaTeiabHas
wiatgopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/516893.

8.2. [lonotHUTEIbHAS ITMTEPATypa

Kymmosa, A. K. AHmmuiickuii s3eIK 1711 MeHepKkepoB U JTorucToB (B1-Cl) : yueOHUK M MpaKTUKyM
mis By3oB / A. K. Kynmosa, JI. A. Kosnosa, 1O. I1. Bonsinen ; mox obmeit penakiueit A. K. Kynmosoit. —
2-e u3., ucnp. u jgor. — Mocksa : U3narensctBo HOpaiit, 2023. — 355 c. — (Bricmiee o6pa3oBanue). —
ISBN 978-5-534-08147-3. — Tekcr : snektponHsblii // Obpa3oBarensHas miardgopma FOpaiit [caiiT]. —
URL.: https://urait.ru/bcode/511221.

8.3. IIporpammHoe o0ecnieyenmne
Microsoft Windows unuSlaaexc 360
Microsoft Office Professional Plus 2019
Google Chrome mmuInnexc.bpaysep
JInHaKO

8.4. IlpodeccuonaibHbie 0a3bl JAHHBIX
ba3za gqaHHBIX 11O aHTTIMHACKOMY SI3BIKY (TE€KCTBI, CTAThU U TEMBI) — https://www.delo-
angl.ru/anglijskie-teksty-i-stati/?ysclid=lhq4vaOrp220370649

8.5. UudopmanuoHHbIe CIPABOYHbIE CHCTEMbI
Nudopmanmonno-cnpaBounas cucrema Study-English.info https://study-english.info/sites-for-
translators.php?ysclid=lhre0o8u61381342920

8.6. UnrepHer-pecypchbl

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

- llndposoii o6pazoBatenpHbIil pecypc IPR SMART —https:// www.iprbookshop.ru/

- O6pazoBarenbHas wiargopma FOpaitt —https://urait.ru/

- DnekTponHas 6ubnuoreka «Bce yueOHukm» —http://www.vse-ychebniki.ru/

- DnekTponHas 6ubimmoreunas cucrema «CKCHW» —https://www.sksi.ru/environment/ebs/1363/

8.7. MeToauvecKkue yKa3aHUA MO OCBOEHHIO TUCIUIIHHBI

MeToauyeckue yKa3aHusl K NPAKTHYECKUM 3aHATUAM

OcHOBHOE Ha3HAYEHUE MPAKTHUUECKUX 3aHATUN 3aKJII0YAaeTCs B BbIPAOOTKE y CTYACHTOB HaBBIKOB
YTCHUA, IMICPEBOAA, ITOHHUMAHHUA aAHIJIOA3BIYHBIX TCKCTOB, HNPUMCHCHUSA 3HAHUHU rpaMMaTuKu  JJIsd
KOMMYHHMKAIIUd B YCTHOW W NMHUCHbMEHHOH ¢opme. (s 3TOro cTyAeHTaM K KaXKIAOMY IPaKTHUYECKOMY
3aHATUIO MPCAJIAraroTCsd TCKCThI IJId YTCHUS, IICPCBOAAN OGCY)K,Z[GHI/I}I U MPAKTUYCCKUC 3aJaHHUA B BU/IC
3aJJaHUNK TEKCTaM, a TaK e rpaMMaTHUYecKUi MaTepuan U yINpakKHEHUs Ha 3aKpelieHue TpaMMaTHKU.
Kpome TOro, yyactue B MpakTHUECKUX 3aHATUSAX IMpeanojaraeT oTpaboTKy M 3aKpelyieHHE CTyIACHTaMHU
HaBBIKOB pa0OTHI C IOJYYCHHOM MH(POPMAILIMEH, BEICHUs TUCKYCCHI, COOECETOBaHMH | T.1I.

IIpu moAroTOBKE K NPAaKTUYECKOMY 3aHATHIO MOXKHO BBIIEIUTH 2 3Tala:

- OpraHU3alMOHHBIH;
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- 3aKpeIUIeHUuEe MaTepHala.

Ha nepBom 3Tare cTyIeHT MIaHuPyeT CBOI0 CaMOCTOATENbHYIO paboTy, KOTOpasi BKIIOYAET:

- YSICHEHME 3a/IaHUS JUISI CAMOCTOSITEIbHON paboThI;

- 1oA00p PEKOMEHI0BaHHOU JIUTEPATyPhI;

- COCTaBlieHHE IUIaHa pPAa0OTHl, B KOTOPOM OIIPEACTSIOTCS OCHOBHBIC ITYHKTHI MPEICTOSIIEH
MOJITOTOBKHU.

CocrasiieHre TUTaHa UCHUILTHHUPYET U MOBBIIIAET OPraHU30BaHHOCTH B paboTe.

Bropoii sTan BKiIIoUYaeT HEMOCPEICTBEHHYIO MOJATOTOBKY CTY/I€HTa K 3aHATHUIO.

HaunnaTe Hazno ¢ U3ydeHus HOBOM JIEKCUKH, a TAKKE 03HAKOMHUTEIBHOTO YTEHUS TeKCTa. [lepeueHb
TEOPETUYECKUX BOIPOCOB MO IPAMMATUYECKOM TeMe, Ha KOTOphIE CTYIEHTHI TOJKHBI 00paTUTh 0ocoboe
BHHMAaHUE, OIpEAeNsIeTcsl MpernojaBaTeieM, BEAYIIMM COOTBETCTBYIOIIEE 3aHATHE, W 3apaHee (10
MIPOBEJICHUSI COOTBETCTBYIOLIEr0 MPAKTHUYECKOrO 3aHATHSA) AOBOAMTCA 1O CBEICHHUS OOydyarouuxcs B
YCTHOW WM TUChMEHHOW Qopme. ['pammarrueckue BOIMPOCH TeMbl OOBIYHO PacCMATPUBAIOTCS U
3aKpPEIISIOTCS Ha MPAKTUYECKOM 3aHITHH MPH BBIITOJIHEHUN KOHKPETHBIX YIIPAaKHEHHH.

3ajgaHusi, NOPENCTaBIECHHbIE MO  KaXJIOW TemMe, MMEIT  MPaKTUKO-OPUEHTHUPOBAHHYIO
HAIpPaBJIEHHOCTb U NMPU3BAHbI MAKCUMAJIBHO MPHUOIN3UTE CTYJCHTOB K peajbHbIM YCIOBUSM MPUMEHEHUS
WHOCTPAHHOTO s3bIKa. [IOCKONMBKY OCHOBHAs ILI€Tb 3aJaHHMI 3aKJIF0YaeTCs B BBIPAOOTKE y CTYNIEHTOB
CHOCOOHOCTH TMOHMMATh MUCHMEHHYIO U YCTHYIOMHOCTPAaHHYIO pedb M HAaBBIKOB €€ MPUMEHEHHUS, MpU
pElIeHNH 3ajaui 00yJaroIIeMycs [eJIeCo00pa3HO MPUICPKUBATHCS CIEIYIOIICH CXeMbl JICHCTBUN.

B mnepByio ouepenp, CTyAGHTY CleqyeT THIATENbHO H3YyYUTh 3aJaHusl U BBIICIUTH CpPeld HUX
JIEKCUYECKH  TPYIHbIE MECTa, 3aTeM OIpeAeIUTh KAKWe TIpaMMaTHYECKUE  KOHCTPYKIIUHU
MOAJICKATIPUMEHEHUIO B JIaHHOM  CUTyallMd, T[IOCJI€  4Yero  JaTh  pa3BepHyThle U
rpaMMaTHYEeCKUTIPABUIBLHBIC OTBETHI. BEHITOTHEHNE 3aJaHUN MOXKET OBITh MPEICTABICHO B MUCHMEHHOM
Wi ycTHOW Qopme. B ciydyae BapHaTHBHOCTH BBINOJIHEHUS 3aJaHUs clieAyeT OOOCHOBAaTh Bce
BO3MO’KHbBIE BAPUAHTHI.

B cBsi3u ¢ 3TUM paboTa ¢ peKOMEHJAOBAaHHOW JHUTEpaTypoi o0s3atenbHa. Ocob0e BHUMAaHHUE TIPHU
3TOM HEOOXOIUMO OOpaTUTh Ha COACPKAHHE OCHOBHBIX JIEKCHKO-TEMAaTHYECKHX TeM, OOBSCHEHHE
rpaMMaTH4Ye€CKMX HOPM U TpPaBWJI HHOCTPAHHOIO SI3bIKA, YSICHEHHE MPAKTHUYECKOTO MPUMEHEHUS
paccMaTpuBaeMbIX TpaMMaTHYECKHX BOIPOCOB. B mporecce 3Tol pabOThl CTYJACHT OJKEH CTPEMUTHCS
MOHATh U 3alIOMHUTh OCHOBHBIE IOJOXEHHUS PAcCMaTpPUBAEMOI0 IPpaMMAaTHYECKOTO U JIEKCHYECKOTO
MaTepuana, IpUMephI, MOSCHSIONINE ero, Pa300paThCs B 3a/IaHUSX.

3akaHuUMBaTh IOJTOTOBKY CJEAYyeT COCTaBJICHHEM IUlaHa (TepedyHs] OCHOBHBIX ITYHKTOB) IIO
n3yyaeMomMy marepuainy (Bompocy). Takol MjaH MO3BOJISIET COCTaBUTh KOHLIEHTPUPOBAHHOE, CXKATOE
Mpe/ICTaBJICHHE 110 U3y4aeMbIM BOIIPOCAM M CTPYKTYPHUPOBATh U3y4EHHBIH MaTepuar.

B crpykType mNOpakTHYECKOTrO 3aHATHS TPAAUIMOHHO BBIACISAIOT CIEAYIOIIHME JTambl: 1)
OpraHM3aIMOHHBIM ATan, KOHTPOJIb UCXOAHOTO YPOBHS 3HaHMN (0OCYXJE€HHE BOMPOCOB, BO3HUKIIUX Yy
CTYJIEHTOB IPH MOATOTOBKE K 3aHATHIO; 2) UCXOJHBIN KOHTPOJIb (TECTHI, OMPOC, MPOBEPKA MUCHbMEHHBIX
JTOMAIIIHUX 3aJaHUil W T.JI.), KOPPEKIMs 3HAHWUN CTYyIEHTOB; 3) oOydarouuii stam (TpeabsBICHHUE
QIropuTMa peleHUs 3aJaHuM, UHCTPYKIUN MO BBHIMOJHEHUIO 33JIaHWW, BBIMIOJIHEHUS METOAMK U Ip.);
4) camocTosiTenbHas paboTa CTY/IEHTOB HA 3aHATUHU; 5) KOHTPOJIb KOHEYHOTO YPOBHSI YCBOCHUSI 3HAHMUIA;
6) 3aKJIFOYNTENIbHBIN JTall.

Ha npakTtrueckux 3aHATUSAX MOTYT IPUMEHSATHCS clieayromue GopMbl paboThI:

* (ppoHTaNBHAS — BCE CTYICHTHI BHITIOTHSIOT OJIHY U Ty Ke padoTy;

* IPYIIOBasi — OJJHA U Ta ke paboTa BBIMOJIHAETCS TPYNIIaMU U3 2—5 YeTI0BeK;

* UHAUBUAYATbHAS — KQXbI CTYACHT BBIMOJIHSAET MHIUBUIYAJIbHOE 3a/IaHHE.

@Dopmvl npakmuueckoeo 3awsamus: 1) TpaaulMOHHAas (YT€HHWE U TEPeBOJ TEKCTOB,00CYyXIEHUE
CIIOPHBIX BOMPOCOB MEPEBO/IA, MPOBEAECHUE YCTHOTO OMPOCa CTYJEHTOB, MOHOJIOTHUYECKUE BBICKA3bIBAaHUS
CTYJCHTOB; 2) HHTEPAKTUBHAs (COCTAaBJIEHUE AUAJIOTOB, IUCKYCCHH, POJIEBBIE UTPHI).

Humepaxmusnvle opmvl  npakmuuecko20 3aHAMUACTYKUATIUIS KOJUIEKTUBHOH  OTpabOTKHU
JIEKCUYECKOr0 M TIpaMMarudeckoro wmarepuana TeMm. C 3TOl 1enbio MpernojaBaTesieM CTYIEHTHI
pa3zbuBaroTcs Ha pabodre rpynIbl B COCTaBe HE Oojee 3 YelloBeK U UM IMpeJiaracTcs COCTaBUTh paccKas,
O3BYUUTh (WIbM, MEPEBECTH BU3YalIbHYIO HOBEJUTY WJIM TMPOBECTH DPOJIEBYIO HUIPY, UMHUTHPYIOIIYIO
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YCTHYI0O KOMMYHUKAIIMIO Ha HMHOCTPAaHHOM si3bike. [0 OKOHuYaHWM pa0oOThl B TPYIIE CTYACHTHI
MPE3CHTYIOT TIOJIYYCHHBIE pPe3ysbTaThl. B pesynbrare yuactus B paboTe B TpyIax CTyJAeHTaMH
OTpalaThIBAIOTCSI HABBIKM KOMMYHHUKAllMM B YyCTHOW (opMe Ha HWHOCTpaHHOM s3bIKe, OOMeEHa
nH(popManuel Ha HHOCTPAHHOM SI3bIKE, a TaK)Ke MPO(PECCHOHATIBHO 3HAYUMBbIC HaBBIKM B3aUMOICHCTBUS
C IPYTUMH JTUIaMU B (hOpMe COTPYTHUIECTBA, aKTUBHOTO CITYIIAHUS.

B Tedenme 3aHATHS CTYIEHTY HEOOXOAMMO BBITIOJHUTH 3a7aHUs, BBIJAHHBIC MPEMOaBaTEIIEM,
BBHITIOJTHEHUE KOTOPBIX 3aUUTHIBACTCS, KaK TeKyIIasi paboTa CTy/IeHTa.

OnuH W3 BaXHBIX BHJIOB PabOTHI Ha MPAKTUYECKHUX 3aHATUSAX — nepesod mekcma. CymecTBYIOT
pa3Hble BUJIBI TIEPEBOAOB (YCTHBIC, MMCbMEHHBIC, TEXHUYECKUE, JTUTEPATYPHBIE), HO OOIIME MPHUHIIUITHI
MEepeBO/Ia BCErAa OJIHU U TE XKeE.

[Tpu mepeBoe TeKcTa mepes] CTyIeHTaMU BCTaeT HECKOJIBKO MPOoOIeM: He3HAHWE 3HAYCHUS CJIOB H
MpaBUJI TPaMMAaTHUKHU, HEOOIBIIION 3amac CHHOHMMOB, CTpax repes 0oabmmM o0beMoM TekceTa. [Iporece
MepeBoia IEJIUTCS Ha YCIIOBHBIE ATAIbI.

1. JIns Hayana HY>KHO NEPEBECTH Ha3BaHUE, MPOUYMUTATh MCXOJHBIA TEKCT OT Hayajga 0 KOHIA U
MONBITATHCS IIPU TOM YJIOBUTH, O UEM UJET PEUb.

2. 3areM HauWHAETCS HETMOCPEACTBEHHO caM IepeBoj. Bce He3HakoMbIe ClioBa B 00s3aTEIIHHOM
MOPSZIKE HYXKHO BBIMMICHIBATH B TETPAIh WU HA DJIEKTPOHHBI HOCUTENH.ITO MO3BOJISIET 3a(DUKCHPOBATH
BHUMAHHE Ha JIEKCUYECKUX €IUHUIAX, JIYUIlIe 3alIOMHUTD UX.

Ente ogHa CI10KHOCTH BO3HHKAET ¢ BEIOOPOM 3HaueHus1. OCHOBHAs, 4acTO yrnoTpeOsiemMas TeKCHKa,
KaKk TpaBWIO, MHOTO3HauyHa. B TakoM ciydae B cloBape uepe3 3amaTyl0 Wid Toa tudpamu
MEPEUHCIIAIOTCS OCHOBHbIE 3HAaueHus. HUKorjga He HY)KHO OCTaHABIMBATHCS HAa MEPBUYHOM 3HAUCHUMU.
Heo6xoauMo yuuThIBaTh KOHTEKCT, B KOTOPOM MOTYT aKTyallM3UPOBATHCS BTOPUYHBIC 3HAYCHUS.

He Hy>XHO mepeBOJUTh TEKCT TOCIOBHO, BEPHOCTH OOIIEMY CMBICTY (ppa3bl BaxkHEE«OyKBaIU3Ma.
Pesynbrar mepeBoga MOMKEH OBITH MOHATEH HOCUTETIO PYCCKOTO S3BIKA, YHTATHCS KaK XOPOIIHMHA
PYCCKOSI3BIYHBIM TEKCT, JaXe €CIM MPH 3TOM MHPUIETCA OTCTYMUTHh OT JIOCIOBHOW TOYHOCTU. B TO *e
BpeMs IepeBO/Ie HE TOJDKHO OBITh BBIIyMaHHBIX, TPOU3BOJIHFHO BBEACHHBIX (DparMEHTOB.

BaXHO TOCTOSIHHO MOJIB30BAaThCS Pa3HBIMU THUIIAMHU CJOBapel. B akTuMBE HOJKEH MUMETHCS HE
TOJBKO TE3aypyC, COJEpKAIUM 3HAYEHUS OTHCJIbHBIX CJIOB, HO M TOJKOBBIM CJIOBaphb, CJIOBaph-
CIPaBOYHHUK, CIOBAPb CHHOHMMOB M aHTOHHMOB, Pa3rOBOPHBIM CIIOBaph, TEPMUHOJIOITMUYECKUH, CIOBAPh
COKpAIIICHHH, TPYIHOCTEH M MHOTHE JIpYyrue, TeM Oojiee 4TO B HACTOsAIIEE BpeMsl paboTa yHmpoIaeTcs
HaJIMYUEM DJIEKTPOHHBIX CJIOBapei.

MeTtoauyeckue ykazaHus /sl BbINOJTHEHHS] CAMOCTOSITEIbHON PadoThl

CamocrosTenbHas paboTa CTYACHTOB 3aKJII0YaeTCs:

1) B caMOCTOSTETLHOM M3YyYEHHUH JIEKCUKO-TPAMMATHUECKOM TEMBI (YTEHHUE, MEePEeBOJ, MOArOTOBKA
K YCTHOMY ONpOCY); 2) B CHCTEMAaTH3allMd W 3aKPEIUIEHUM IOJIYYEHHBIX 3HAaHUM IOCPEICTBOM
MEPECKa3aTEeKCTOB U B MOJATOTOBKE K AUCKYCCHUHU MO Te€ME;3) B yIIIyOJICHHOM M3yYeHUH IPaMMaTUYeCKOTrO
Marepuaia ¢ UCIOIb30BAHNEM PEKOMEHI0BAHHOW JTUTEPATYPBI.

CamocrosaTenbHass  BHEAyIUTOpHAass pPabOThl  CTYJEHTOB —3TO  MPOJODKEHHE  M3YYEHUs
IrPaMMaTHYECKOTO M JIEKCMYECKOTrO Marepuana JUCUUIUIMHBI B LENSAX Pa3BUTHM HABBIKOB UTEHHS,
IIEpeBOJia, & TAK)KEYCTHOW M NMHUCbMEHHON KOMMYHMKAIlMM HAa MHOCTPaHHOM s3bIke. [y1aBHasg 3ajgada —
MIPOYNTATh M IMEPEBECTU JIONOJHUTEIBHBIE TEKCTBI, COAEPKAHHE KOTOPBIX CBA3AHO C MPOMJACHHOW Ha
IPEbIAYIIEeM MPAKTHYECKOM 3aHATUU TEMOM, a TaKKe JONMOJHUTHh 3HAHHMS B OOJIACTH TPaMMAaTHUKU C
MTOMOMUIBIO U3YUEHHUs YUeOHUKOB, IPUBEJCHHBIX B CIIMCKaX OCHOBHOW U JOMOJIHUTENBHOMN JINTEPATYPHI.

Meroanyeckue yKasaHus 0 MOATOTOBKE K YCTHOMY OIIPOCY
VYCTHBI Ompoc MPOBOJAWTCS B MHAMBUAYAJIbHONH (OpME Ha MPAKTHUYECKUX 3aHATHUSAX, SBISETCS
(dbopMoOil TeKyIIero KOHTPOJSl YPOBHsS OCBOeHMsI yueOHOUM Tembl. [lonroroBka kK ompocy mpoBOAMUTCS B
XO0JIe CAMOCTOSITETIbHON PabOThI CTYIEHTOB M BKJIIOYACT B c€0s MOBTOPEHUE MPOMACHHOTO MaTepraa 1o
BOIIpOCAM mpencrosmero omnpoca. Kpome OCHOBHOro wmarepuaia, CTYAEHT JIOJDKEH M3Y4YWTh
JOTIOJTHUTEBHYI0 PEKOMEH/JIOBAaHHYIO JIMTEpaTypy M HH(POpPMAIMI0O IO TeMe, B TOM 4YHCIE C
ucrons3oBanueM HHTepHeT-pecypcoB. B cpeaHem, MOATOTOBKA K YCTHOMY ONpPOCY IO OJHOMY
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MNPAKTUYCCKOMY 3aHATUIO 3aHUMACT OT 2 a0 3 YacoB B 3aBUCUMOCTH OT CJIOXHOCTH TEMBI U
0COOEHHOCTEH OpraHu3aIuy CTYJACHTOM CBOEH CaMOCTOSATEIbHON paboThl. OMpoc mpeanoaaraeT yCTHbIN
OTBCT CTYACHTA Ha OJUH OCHOBHOH M HECKOJILKO JOMOJIHUTCIIBHBIX BOIIPOCOB MPCIIOAaBaTCIIA. OtBer
CTYJCHTa JIOJDKEH MPEACTaBIsATh OO0 pa3BEPHYTOE, CBSI3aHHOE, JIOTUYECKU BBICTPOCHHOE COOOLICHHE
Ha aHTJIUHUCKOM SI3BIKE. HpI/I BBICTABJICHUU OLCHKH NPCIOAABATCIIb YYHUTHIBACT IMPABUJIBHOCTL OTBCTA 110
COJIEP’KaHUIO, €r0 MOCIeI0BaTENIbHOCTh, YMEHHE IPAMOTHO CTPOUTH PeUb Ha AHIJIMICKOM S3BIKE, B TOM
qHcIIe ¢ UCIOJIB30BAaHUEM JIUHTBUCTUUECKOU TCPMHUHOJIOTUH.

MeTtoauyeckue yKa3aHHs 10 MOATOTOBKE K TECTHPOBAHHUIO

BeinonHeHHEe TECTOBBIX 3aJaHUK IPENOCTABISET CTYAEHTaM BO3MOXKHOCTb CaMOCTOSATEIBHO
KOHTPOJMPOBATh YPOBEHb CBOUX 3HAHHM, OOHAPYKHUBATh NMPOOEIBl B 3HAHUSAX U MPUHUMATh MEPhI IO UX
mukBuganuu. GopMa U3I0KEHUS TECTOBBIX 3aJaHMM MO3BOJISIET 3aKPENNTh M BOCCTAHOBUTH B MaMATH
npoiiieHHblid Matepuan. st popmMupoBaHus 3aJaHUN HCIOJIB30BaHA KaK 3aKpbITas, TaK U OTKPBITAs
¢dopma. Y cTyzneHTa €CTb BO3MOXHOCTb BbIOOpa HPaBUIBHOIO OTBETA MM HECKOJIBKUX MPaBHIIBHBIX
OTBETOB M3 YHUCJIA NPEUIOKEHHBIX BapUAHTOB. /{7151 BBINOJHEHHUs TECTOBBIX 3aJaHUN CTYIEHTHI JOJKHBI
U3Y4UTh TPAMMATHUECKUH MaTepuaig IO TeMe, COOTBETCTBYIOLIME pa3feibl y4eOHUKOB Y4YeOHBIX
HOCOOHH.

Ecin kakue-TO BONPOCHI BBIHECEHBI IPENOJABATEIEM Ha CAMOCTOATEIBHOE H3Y4YCHHE, CIELyET
o0paTUThCcs K Y4eOHOW JMTepaType, PEeKOMEHIOBAaHHOW NpenojaBaTelieM B KauecTBe MCTOYHHKA
CBEJCHUN.

Meroanyeckue yKkazaHus 10 MOAr0TOBKeE K MPOMeKYTOYHOM arTecTanuu B popme
auddepeHIMPOBAHHOIO 3a4eTa

[Ipu moaroroBke k AuddGEpPEHIUPOBAHHOMY 3a4eTy HEOOXOIMMO TIOBTOPUTH C TIOMOIIBIO
PEKOMEHIOBaHHOM JINTEPATYPhl BCE pa3/eiibl (TEMaM) JUCLUIIIMHBI.

Ha 3auere cTyneHT AOKeH MOATBEPAMTH YCBOEHHE Y4YeOHOro Marepuaia, MpeayCMOTPEHHOTO
paboueil mporpaMMoi AUCHUIUIMHBL, @ TaKKe MPOJEMOHCTPUPOBATh MPUOOPETEHHBIC HABBIKM a/alTaIlH
MOJTYYEHHBIX TEOPETUUECKUX 3HAHUN K CBOEH Mpo(eCcCHOHANBHOM AesITeNbHOCTH, B TOM YHCJe B 00JIacTH
CO3/IaHUs HA aHIIMHCKOM SI3bIKE PEKIaMHBIX TEKCTOB M MeauamarepuaioB. J(uddepeHnnpoBaHHbIi 3a4eT
npoBoAUTCA B (hopMe yCTHOro coOeceoBaHUE MO THUIIOBBIM BONPOCAM M BBIMOJIHEHUS KOMIUIEKCHBIX
MPAaKTHYECKUX 3aJlaHui, KOTOpble M0 (GopMe HE OTIMYAIOTCS OT MPAKTUYECKUX 3aTaHUM, BBIIOIHEHHBIX
CTyACHTaMH B T€UE€HUE TPUMECTPA, HO XapaKTEPU3YIOTCs MOBBIIEHHOM CI0KHOCTHIO.

9. MATEPHAJIBHO-TEXHUYECKOE OBECIIEYEHUE JUCIUIIJIMHBI

Jnst peanu3anuy JUCUUIUTUHBI TPEOYeTCsl CIeAyIollee MaTeprualbHO-TEXHUIECKOe 00eceyeHue:

- JUIA TIPAKTHUECKUX 3aHATUN — ydeOHas ayIuTOpHs, OCHAIIEHHAs 000pYIOBaHUEM M TEXHHUYECKHUMH
CpencTBaMu 00y4eHUsI.

- JUIS TIPOMEXYTOYHOW arTecTaliud — ydeOHas aylnuTopus, OCHAIEHHAs OOOpYyIOBaHHEM H
TCXHUYCCKUMHU CpC,Z[CTBaMI/I O6y‘ICHI’I§I.

Jis  caMOCTOSTENTbHOM  paOOTHI:  TMOMEIIEHHWE, OCHAIICHHOE KOMITBIOTEPHON TEXHUKOH C
BO3MOXKHOCTBIO TOJAKIIOUEHUS K cethu «VHTepHeT» U o0ecrnedeHneM JOCTylma K 3JIeKTPOHHOM
nH()OPMAITMOHHO-00Pa30BaTEIBHOMN Cpeie OpraHu3allnu.

10. OCOBEHHOCTH OCBOEHUA JMCIHUMTIJIMHBI IMIMAMHU C OI'PAHMYEHHBIMH
BO3MOKHOCTAMM 31O0POBbA

OOyyaromuMcsi ¢ OrpaHMYCHHBIMH BO3MOXKHOCTSMHU 3JI0POBbsI TPEAOCTABIAIOTCS CIELUAIbHBIC
y4eOHMKH, y4eOHbIE TOCOOMS W NUIAKTUYECKUE MaTepHalibl, CICHUATbHBIC TEXHUYECKHE CpEICTBa
o0y4yeHus KOJJIEKTUBHOIO M HMHIUBHUAYaJbHOTO TOJNB30BaHMS, YCIYIM AacCUCTeHTa (ThIOTOpA),
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OKa3bIBAIOIIETO  OOYyYaIOIIUMCSI ~ HEOOXOAMMYIO  TEXHHUYECKYH)  TIOMOIIb, a TaKkKe  YyCIyrd
CYPIOIIEPEBOTUMKOB U TU(IIOCYPIOTIEPEBOTIUKOB.

OcBoeHUE AUCIUTUIMHBI OOYYAIOITIMHUCS ¢ OTPAaHHYECHHBIMU BO3MOKHOCTSIMU 3/I0POBbBSI MOXKET OBITh
OpPraHU30BaHO COBMECTHO C IPYTMMHU OOYYAIOIIUMHUCS, @ TAK)KE B OTJEIBHBIX TPYIINaXx.

OcBoeHHE JNUCHUIUIMHBI  OOYYAIOIIUMHUCS C  OTPAHMYCHHBIMH  BO3MOXKHOCTSIMHU  30POBBS
OCYILIECTBIIIETCS C YUETOM OCOOEHHOCTEN MCUXO(PU3UUECKOTO Pa3BUTHS, MHANBUIYAIbHBIX BO3SMOXKHOCTEH
Y COCTOSIHUS 3JOPOBBSL.

B nensax 1octynmHocTH mofydeHus BbICIEro 00pa3oBaHus 1Mo 00pa3oBaTesIbHON MPOTrpaMMe JINLAMHU C
OrpaHUYEHHBIMU BO3MOXKHOCTSIMU 3/I0POBBSI PH OCBOCHUH JTUCIUTLTNHBI 00€CIIEYBACTCS:

1) n7st UL ¢ OrpaHUYEHHBIMU BO3MOXKHOCTSIMU 3/I0POBBSI 110 3pEHUIO:

— MPUCYTCTBUE THIOTOPA, OKA3BIBAIOIIUN CTYIECHTY HEOOXONUMYI0 TEXHHUYECKYIO MOMOIINb C y4ETOM
WHAMBUYaTbHBIX OCOOCHHOCTEH (ITOMOraeT 3aHATh paldodyee MECTO, IMEPEeIBUTAThCS, MPOUYUTATh U
oopMuTh 3a1aHNE, B TOM YHCIIE, 3aITUCHIBAS MOJI JUKTOBKY),

— MUCbMEHHBIE 3a/1aHusl, a TakXKe MHCTPYKIUH O TOpSIKE HUX BBIIOJIHEHUS O(QOPMIISIOTCS
YBEIIMYEHHBIM HIPUPTOM,

— CTICMATIbHBIC YICOHUKH, y4eOHBIC MOCOOMS W AMIAKTUYECKHE Marepuaibl (MMEIOIIHe KPYIMHBINA
mpUQT WK ayaruodaiiisl),

— MHIUBUIyaJIbHOE paBHOMEPHOE OcBelieHne He MeHee 300 Jrokc,

—pU HEOOXOAMMOCTH CTYACHTY JUIS BBITIOJHEHHUS 3aJaHUs TPEIOCTABISCTCS YBEINUHBAIOIIECE
YCTPOMCTBO;

2) A7 AT ¢ OTPaHUYEHHBIMU BO3MOXKHOCTSIMH 3/I0POBBSI 110 CITYXY:

— NMPUCYTCTBUE aCCUCTEHTA, OKA3bIBAIOIINN CTYICHTY HEOOXOAUMYIO TEXHUYECKYIO IOMOIIIb C YYETOM
WHMBHUyaTbHBIX OCOOCHHOCTEH (IIOMOTaeT 3aHsATh padodee MECTO, IMEePEABUTATHCS, IMPOYUTATh U
oopMuTh 3a/1aHNE, B TOM YHCIIE, 3aIIUCHIBAs MOJI AUKTOBKY),

— o0ecreunBaeTCcsl HAIMYKME 3BYKOYCHUJIMBAIOIICH ammaparypbl KOJUICKTHBHOTO MOJB30BAaHUS, IPH
HEOOXOIMMOCTH OO0y4aroleMycsl MPEeIOCTABISAETCS 3BYKOYCHJIMBAIOIIAs ammaparypa WHAMBHUIYaTbHOTO
MOJIb30BAHUS;

— obecreunBaeTcs HalIeKalMMU 3ByKOBBIMHU CPEICTBAMH BOCIIPOU3BEIeHUS HH(OpMAIIUH;

3) st TUI ¢ OTPAaHUYCHHBIMH BO3MOXKHOCTSIMH  3I0POBbsl, WMEIOIIMX HAPYIICHUS OIOPHO-
JBUTaTeIbHOIO anmapara:

— MAUCHMEHHBIC 3aJ]aHHsI BBIMOJHSAIOTCS Ha KOMIIBIOTEPE CO CIEHUATH3HUPOBAHHBIM IPOTPAMMHBIM
o0ecreyeHrneM Ui HaJJUKTOBBIBAIOTCS THIOTOPY;

— T10 JKEJIAHUIO CTYACHTA 3a/IaHUsI MOTYT BBITIONHSITHCS B YCTHOH (popme.
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