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1. HEJIM OCBOEHUA JUCHUIIJINHBI
Hemn yueOHort mucuurmuHbl «lIpodeccroHanbHbIi  WHOCTpPAHHBIA SI3BIK» — OOy4YeHHe
MPAKTUYECKOMY BIIQJICHUIO JIEJIOBBIM AHTIIMACKUM SI3BIKOM, IO3BOJISIFOIIMM CTyneHTaM 3()QeKTUBHO
OCYIIECTBIISTh PEKIAMHYI0 MMAapKETUHTOBYIO AEATEIbHOCTh, padOTaTh C 3apyOeKHBIMU JTOKYMEHTaMH,
BECTU KOMMYHUKAIIUIO C JICJIOBBIMU MMAPTHEPAMU U KJIMEHTAMHU, a TAaK)Ke PellaTh 3a7a4u 10 PEKIaMHOMY

MIPOJBMKEHHIO PAa3IMYHBIX MPOTYKTOB, TOBAPOB U YCIYT.

2. MECTO JUCHUIIJIMHBI B CTPYKTYPE OOII

Hucuunnuna «IIpodeccuonanbHplii HHOCTPAHHBIN S3bIK» OTHOCHUTCA K 00s3aTeNbHON YacTH Oioka
1 « Jucuunmuasl (Moxynu)» b.1.5.21 OITOII.

[IpenmecTByronye UCUUILUIMHEL (KypCHI,
MOJ1yJIH, IPAKTUKH)

[Tocnenyromuye TUCIUTIITUHBL (KYPChI, MOYJIH,

MIPaKTUKHN)

HNHocTpaHHbIil S3bIK

[IpodeccrnonanbHbIi nepeBo]l peKJIaMHBIX TEKCTOB

3.IINTAHUPYEMBIE PE3VJIBTATBI OBYYEHMUA 110 JUCIUIIJIMHE

Koan
HAMMEHOBAHNEKOMIIETEHIIUH

Koa u uHaukaTop(MHAMKATOPHI)
JOCTUKEHUAKOMITeTeH M

Pe3yabTarbio0ydenust

VK-
4.CriocoOeHITPUMEHSATHCOBP
€MECHHBICKOMMYHHUKATUBHbBI
€TEXHOJIOTUH,BTOMYHCIICHA
WHOCTPaHHOM(BIX )sI3bIKe(ax
)T aKaJIeMHYECKOTO
urnpoheccuoHaIbHOr0B3auM
OJICHCTBHUS.

YK-4.2.
OcymecTBisieTripoecCuoHalb
HYIOKOMMYHHUKaIIHIOBCOOTBETC
TBUU C
NOTPeOHOCTAMUCOBMECTHOM 1€
SITEIIbHOCTH, BKITIOYAsI
oOMeHHHpOopMaIeMnBBIpadOT
KY€IMHONCTPAaTErNUB3auMOIEH
CTBUSIHAMHOCTPAHHOM(BIX )sI3bIK
e(ax).

3HaeTsA3bIKOBOMMaTEpUAI(JIEKCUIECKIEE T
MHHIBIATPAMMATHYECKHE
CTPYKTYPBbI),HEOOXOTUMBIH TSI
aKaJIeMHUYECKOTO
unpo¢ecCuOHaIbHOTOB3aUMOICHCTBUS
Ymeer BecTn

3aMMChbOCHOBHBIXMBICIIEHN (PaKTOB(M3ay AU
OTEKCTOB

UTEKCTOBIUITYTECHU ),3aIAChTE3UCOBYCTHO
TOBBICTYIICHHSI/TIUCbMEHHOTOI0KIa1a 110
n3ydaemMoumnpooieme;

Baapneer rpaMmaTuyeckuMu
WJIEKCHYECKIMHUKATET OPUSIMUU3YyIaeMOTO
(BIX)MHOCTPAaHHOTO(BIX)sI3bIKA(OB).

OIIK-1. Cnocoben
CO3/1aBaTh
BOCTpeOOBaHHbIE
00IIECTBOM U UHIYCTpUEH
MEIUATEKCThI U (WIIH)
MEANANpPOAYKThI, U (HIIN)
KOMMYHHKAI[IOHHBIE
MIPOAYKTHI B COOTBETCTBUH
C HOpMaMH PYCCKOT0 U
WHOCTPAHHOTO SI3BIKOB,
0COOEHHOCTSIMH

WHBIX 3HAKOBBIX CHCTEM.

OIIK-1.2. coznaer
BOCTpeOOBaHHBIE OOIIIECTBOM U
UHAYCTPUEN MEANATEKCTHI U
(unm) MeaUanpoayKThL, U (WIIN)
KOMMYHUKAI[MOHHBIE
MIPOAYKTHI B COOTBETCTBHHU C
HOpMaMH MHOCTPAHHOTO SI3bIKA.

3HaeT NPUHLIMIIBI IPOU3BOJICTBA
MENAaTEeKCTOB U MEIUANIPOTYKTOB.
YMeet co31aBaTh BOCTpeOOBAaHHBIE
0OLIECTBOM U MHAYCTpUEN MEAUATEKCTHI.
Banageer rpaMMaTHYECKMMU U
JIEKCUYECKUMH HaBbIKAMU I CO3IaHUS
KOMMYHHKAIIMOHHBIX IPOAYKTOB B
COOTBETCTBUH C HOPMaMU HHOCTPAHHOTO
SI3BIKA.




4. OFBEM JIUCIUTLIINHBI U BUJIbI YYEBHOM PABOThI

OOmumii 00beM TUCIUIUIMHEI COCTABIIAET 3 3a4eTHRIX equHull, 108akageMuuecKux 4acoB.

Ounas popma o0yueHnust

Bun yueGHoM paboThI Bcero yacos Tpumectpsl
3
KonraktHasi pabora (Bcero) 30 30
B TOM YHUCIIE:
npaktuueckue 3ausarus (I[1P) 30 30
[IpomexyTouHas arTecTamus 0,2 0,2
CamocrositesibHas padora (Bcero) (CP) 74 74
B TOM YHUCIJIE:
CaMOIIO/ITOTOBKA (CAMOCTOSITEIbHOE H3yY€HHUE pa3felioB,
nmpopaboTKa U TMOBTOPEHHUE JEKIMOHHOTO MaTepuaia u
MaTepuaga yueOHUKOB U y4eOHbIX MOCOOUH, MOATOTOBKA K 74 74
n1abopaTopHBIM u MPAKTHYECKUM 3aHATUAM,
KOJJIOKBUYMaM M T.1.)
HOATOTOBKA K aTTECTAL[NHU 3,8 3,8
OOuuii 00beM, Yac 108 108
dopma MpoMeKyTOYHOM aTTeCcTalluu Hudd.3auet Hudd.3auer
3aounas popma 00yueHUs
Bun yuebnoit paboTsl Bcero vacos Tpumectpsl
3

KonrakTHasi pabora (Bcero) 6 6
B TOM YHUCIIE:
npaktuueckue 3ansatus (I[1P) 6 6
IIPOMEKYTOYHAs aTTECTALUSA 0,2 0,2
CamocrositesibHas padora (Bcero) (CP) 98 98
B TOM YHUCIJIE:
CaMOIIO/ITOTOBKA (CaMOCTOSITEIbHOE HM3yY€HHE pa3zelioB,
npopabOTKa W MOBTOPEHHUE JIEKLIMOHHOTO MaTrepuana u
MaTepuasa yueOHUKOB U y4eOHBIX MOCOOUH, MOATOTOBKA K 98 98
n1abopaTopHBIM u MPAKTHYECKUM 3aHSATUAM,
KOJJIOKBUYMaM M T.1.)
HOJT0TOBKA K aTTeCTallu1 3.8 3,8
OO6muii 00beM, gac 108 108
dopma NpoOMEKYTOUHOU aTTeCTalluu Judd.3auer qudd. 3auet

5. COAEP’KAHUE U CTPYKTYPA JUCIHUIIJIMHBbI

5.1. Conep:kanue QM CHUNINHbBI

Neo paznena | HaumeHoBaHue pazaena (TeMbl)
(Tembl)

Coneprxanue pazzuena (TeMbI)




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

3HaKOMCTBO C NMPOo(hecCHOHATBHBIMU TEPMUHAMU U
pEUYEeBBIMU KOHCTPYKIUAMH, KOTOPbIe HEOOXOIUMBI
JUISL OTIMCAHUSI OCHOBHBIX JIOJKHOCTHBIX
00s3aHHOCTEH JIMII, Y4aCTBYIOIIHX B
MapKETHHIOBOM EATETBHOCTH PEKIaMHBIX
areHTCTB, KOPIIOPAaTUBHBIX IIEHHOCTEH. BBenenue B
AKTUBHBIN CJIOBApHBIH 3arac 3HAYMMBIX 715 chepsbl
pEKJIaMbI CIIOBOCOYETAHHUH, CBA3aHHBIX C OHSATHEM
«branding»: brandawareness, brandequity,
brandextension, brandidentity, brandimage,
brandloyalty, brandname, derivedbrand, off-brand.

Finding the client (ITouckkimenra)

PaccMmoTpenue ciioB TeMaTHueCKON TPYIIIBI
«KIJIMEHTHI U TTOKYTIATEIN», 3HAKOMCTBO C
OCHOBHBIMHU METOJ[AMU MapKETHHTOBBIX
UCCIICIOBAaHUN MHTEpECa MOTEHIIMATIbHBIX
KJIMCHTOB ISl OPTaHU3aIlUH PEKIIAMHBIX KOMITAHUIA:
postalsurvey(rmo4ToBEIii orpoc),
onlinesurvey(onnaiin omnpoc), individualinterviews:
focusgroupsandstreetinterviews (MHIMBHIyaTbHOE
WHTEPBBIOUPOBAHKE B (POKYC-TPYIIAX U YITHYHBIE
WHTEPBBIO), telephonesurvey (TenedoHHBIN OMPOC),
panelsurvey (maHeiabHOE UCCIETOBAHMUE),
feedbackforms (ucmonb3oBanue hopm od6parHOi
CBsI3M), pre-testing (mpeaBapuTeIbHOE
TECTUPOBAHUE).

Planningamarketingstrategyofadag
ency([lnanupoBanue
MapKeTUHTOBOW CTpaTeruu
PEKIaMHOIO areHTCTBA)

[Tony4yeHue cTyaeHTaMi HaBBIKOB MApKETHHIOBOIO
TUTAHUPOBAHUS PAOOTHI PEKJIAMHOTO areHTCTBA:
analysisofcompetitors (aHanu3 paboThI
KOHKYpeHTOB), benchmarking (6eHumapkuHT —
aHaJIM3 STAJIOHHBIX MTOKa3aTenei), situationanalysis
(cuTyallMOHHBIN aHAIN3),
implementation(peanu3anus njaaHa) — ¥ IPUHLUIIOB
OTIHMCAHMS TaKOTO TUIAHMPOBAHUS HA aHTIIMHCKOM
A3bIKE. AHAJIN3 aHIVIOSA3bIYHBIX OHATHI:
channelsofdistributionofproduct (kanans
pacrpocTpaHeHus npoaykra), productpromotion
(mpoaBuXkeHHE MPOAYKTA), logistics (JTorucTuka),
publicrelations(cBsi3u ¢ 00IIECTBEHHOCTHIO).
[IpakTrueckas paboTa Mo HAITMCAHUIO TUTOBBIX
JICJIOBBIX MTUCEM.

Creating ads (Co3nanue pexiambl)

N3ydenne nporecca co31aHus pEKIaMHBIX
00BSBICHHUIA, IPECC-PENN30B, MAaTEPHAIIOB,
H€06XOI[I/IMI)IX AJI IPOABUMIKCHUSA TPOAYKTA.
PaccmoTpenue npolecca opranu3anuy peKIaMHON
KOMITaHUU 10 (YOPMUPOBAHUIO MO3UTHBHOTO
UMUKa (GUPMBI Ha IPUMEPE TYPUCTHUECKOTO
aréHTCTBaA. AKHGHTHpOBaHI/Ie BHUMAHHUS HA
HAI[MOHATILHBIX KYIBTYPHBIX OCOOCHHOCTSIX
PEKIIAMHBIX TEKCTOB, KOTOPBIC CJIICAYET YUYHUTHIBATH
BO BpeMs pabOoTHI MO MPOABIKEHUIO TPOAYKTA.
AKTI/IBI/ISaHI/ISI B p€UH CTYACHTOB CUHTaKCUYCCKHUX
KOHCTPYKILIMM aHIJIMKACKOTO SI3bIKA, UCIIOJIb3YEMbIX

5




JUISL peKJIaMbl TPOJYKTA B MEYATHBIX MEUa,
WHTEPHET MPOCTPAHCTBE, HA TEJIEBUCHUHN U
MCIIOJIb30BaHUE ITUX KOHCTPYKIIMM B BEACHUHI
JIETTIOBOM KOPPECTOHACHIINH.

5 Presentingyourpublicface(Ilyonuan | 3HakKOMCTBO cOCITOCOOAMU OMMCAHUS HA
asi Mpe3eHTaIns CBOCH AHTIIMHCKOM SI3bIKE Pa3IMYHBIX BUJIOB PEKJIAMHOU
NESITEIbHOCTH ) JIeATEIIbHOCTH, HAIIPABJIICHHON Ha CO3JaHUE U

MPOJIBUKEHUE TTOJIOKHUTEIBHOTO 00pa3a KOMITaHHH,
¢dupmbl: newsletters(paccpuika mucem),
pressreleases (myOnukarnus rmpecc-
peNr30B),sponsoring(opranu3anus CIOHCOPCKOH
MOJJIEPIKKH ), pressconferences(mpoBeieHue mpecc-
KOH(epeH1uil).

6 Advertisingthroughtradefairs Pacmmpenue akTHBHOTO CJIOBapHOTO 3araca
(Opranu3zanus peKIaMHBIX TEPMUHAMHU U TIOHATHSIMH, Ha3bIBAIOIIUMHI
KOMIIAaHHH Ha TOPTOBBIX OCHOBHBIC YaCTH, JJIEMEHTBI TOPrOBOM BBICTaBKH,
BBICTaBKaX) ee aynuroputo: exhibitionstand, editorialcoverage,

prospects, keypublications, additionalaudience, co-
locateditems. CocraBieHne Ha aHIJIMHACKOH SI3bIKE
TUTIOBBIX NPUTIIAIICHUN HAa BHICTABOYHBIC
MEPOTIPUATHS, PEKIAMHBIX OyKJIETOB.
PaccMmoTpenre 0COOCHHOCTEH TOCTPOCHUS
IranoroB 1o Teme «Opranu3aius BHICTAaBOYHOTO
NaBUIbOHa». Hanucanue TUIoBor MOTHBAMOHHOM
PEKIIAMHOM PEUHN.
5.2. CTpyKTypa AMCHMIIIMHbBI
Ounas popmbl 00ydyeHust
Ne pa3aeia HanmmenoBanmne pasacia (TeMI)I) KommuecTBo wacoB
(Temsrl) I1P CP Bcero
1 Introduction to marketing and advertising (Benenue B 6 12 18
MapKETUHT U PEeKJIaMHYIO JIeSITeIbHOCTh)
2 Finding the client (ITouckknuenra) 6 12 18
3 Planningamarketingstrategyofadagency (IlnmanupoBanue 6 14 20
MapKETHHIOBOM CTpaTeruu peKIaMHOro areHTCTBA)
4 Creating ads (Co3nanue pekinamsl) 4 12 16
5 Presentingyourpublicface(Ily6nuunas npe3entanus 4 12 16
CBOEM J1eTEIbHOCTH)
6 Advertisingthroughtradefairs (Opranuzanus pekiaMHbIX 4 12 16
KOMIIaHHWH Ha TOPTOBBIX BBICTABKAX )
ATTecTanus 0,2 3,8 4
OOuwmii 00beM 30 74 108
3aounas popma oOyueHust
Ne paznena Haumenoanue paszaena (TeMbl) KonmuectBo yacos
(TemMsr) 1P | CP | Bcero




1 Introduction to marketing and advertising (BBenenue B ) 18 20
MapKETHHT U PEKJIAMHYIO 1€ATeIbHOCTD)
2 Finding the client (ITouckkmueHra) o) 16 18
3 Planningamarketingstrategyofadagency (IlnanupoBanmue ) 16 13
MapKETHHIOBOM CTpaTeruy pEKIaMHOTO areHTCTBA)
4 Creating ads (Co3gaHue pekiambl) _ 16 16
5 Presentingyourpublicface(Ilyonuunas npe3eHTarus B 16 16
CBOEH J1EATENBHOCTH)
6 Advertisingthroughtradefairs (Opranu3anus pekiiaMHBIX B 16 16
KOMIAHHWH Ha TOPTOBBIX BBICTABKAX)
ATTecTanus 0,2 3,8 4
OO0wmii 00beM 6 98 108
5.3. 3aHATHSA CeMMHAPCKOI0 THIIA
Ounas ¢gopma o0yueHust
Nem/m | Ne pazmena Bun HanmenoBanue KomnuectBo
(Tembr) 3aHATHUS 4acoB
1 1 1P Introduction to marketing and advertising
(BBenenue B MapKETHUHT U PEKIAMHYIO 6
JIEATEILHOCTD)
2 2 1P Finding the client (IlonckknmnenTa) 6
3 3 1P Planningamarketingstrategyofadagency
(IlnanupoBaHMEe MapKETUHTOBOM CTpaTeruu 6
PEKJIaMHOIO areHTCTBA)
4 4 ITP Creating ads (Co3gaHue pekiambl) 4
5 5 ITP Presentingyourpublicface(Ily6nuunas 4
MIPE3CHTAINS CBOCH JIeSITEITbHOCTH)
6 6 ITP Advertisingthroughtradefairs (Opranuszanus 4
PEKJIAMHBIX KOMITAHMH HA TOPTOBBIX BBICTABKAX)
AtTecranus 0,2
3ao4uHas popma o0ydyeHus
Ne ni/m Ne paznena Bun Haumenosanue KonunuectBo
(Tempr) 3aHATUSA 4acoB
1 1 [P Introduction to marketing and advertising
(BBenenue B MapKETUHT U PEKJIAMHYIO 2
JIESITEJIbHOCTh)
2 2 I1P Finding the client (ITouckkanenta) o)
3 3 ITP Planningamarketingstrategyofadagency
(IlnarupoBaHME MAPKETUHTOBOW CTPATErnu 2

PCKIIAMHOI'0 ar CHTCTBa)
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IToaroroBka K arTecTanuu 3.8
b

5.4. KypcoBoii npoekT (KypcoBasi padora, pacueTHo-rpadpuyeckas padbora, pedepar, KOHTPOJIbHAas
paboTa) — He PeyCMOTPEHO

5.5. CamocrosiTesqibHas padoTa

No paznena Buapl camocTosTenbHON paboThI (0]0]0) 390
(Tembl)
1-6 [ToaroroBka K yCTHOMY OIPOCY IO TEME, 74 03
TECTUPOBAHUIO, BHITTOJIHEHUIO TPAKTUYECKUX 3a/IaHUM.
1-6 IlonroroBka x arrecTaiym. 3,8 3,8

6. OBPA3OBATEJ/IBHBIE TEXHOJIOT' A

[Tpu 0OyueHrr HHOCTPAHHOMY SI3BIKY HCIIOIB3YIOTCS CIIEAYIONIHE 00pa30BaTeIbHBIC TEXHOIOTHH.

TexHomorus KOMMYHUKATHUBHOTO OOy4YeHHsI — HampaBieHa Ha (OPMUPOBAHHE KOMMYHUKATHUBHON
KOMIIETEHTHOCTH CTYJIE€HTOB, KOTOPAs SIBIISICTCSI 0a30BOi, HEOOXOAUMOM JUTS aJalTallii K COBPEMEHHBIM
YCIIOBUSIM MEXKYJIbTYPHON KOMMYHUKALIUH.

TexHonorus paznoypoBHeBOro (1updHepeHInpoBaHHOT0) OOYUYEHHUS MIPEIOIaraeT OCyIIeCTBICHUE
MO3HABATENbHON  JIEATENbHOCTH CTYACHTOB C Yy4€TOM HX HMHIMBUIYaIbHBIX CIOCOOHOCTEH,
BO3MOXXHOCTEHl U MHTEPECOB, MOOLIPSISI UX PEaln30BBIBATH CBOM TBOpueckuil moreHuuan. CoznaHue u
HCI0JIb30BAaHUE TUArHOCTUUECKUX TECTOB SIBJIAECTCS HEOTHEMIIEMOM YaCThIO JTAHHOU TEXHOJIOTHH.

TexHonorus  WHAMBHAyanW3alWud  OOYYEHHS  TIOMOTAeT  PEaJM30BBIBATh  JIMYHOCTHO-
OpPUEHTUPOBAHHBIN MOJXO]], YIUTHIBAS MHAUBHUIyabHbIE OCOOEHHOCTH U MOTPEOHOCTH yUaITUXCA.

TexHonoruss TECTUPOBAHUSI HCIHOJB3YETCS [UIsl KOHTPOJISI YpPOBHSL YCBOEHMSI JIEKCUUECKHX,
rpaMMaTHYeCKUX 3HAHMHA B paMKax MOMIYJsl Ha ONpenel€HHOM dTare oOyueHus. JlaHHAs TEXHOJIOTHUsS
MO3BOJISIET MPEINO/IaBATEN0 BBIIBUTh M CHUCTEMATU3MPOBATH AaCHEKThI, TPeOYOIIHe TOMOJHUTEIbHOU
POPabOTKH.

TexHonorus oO0y4eHHs] B COTPYAHMUYECTBE peaTM3yeT U0 B3aMMHOTO OOY4YE€HHS, OCYIIECTBIISIS
KaK HHAMBUYaJbHYIO, TAaK U KOJUIEKTUBHYIO OTBETCTBEHHOCTb 3a pelIeHHe yUeOHBIX 3a/1a4.

WrpoBasi TeXHOIOTHsI MO3BOJIIET Pa3BUBATh HABBIKM PACCMOTPEHMS psijia BO3MOXKHBIX CIOCOOOB
pelieHus npodieM, aKTUBU3UPYS MBIIIJIEHHE CTYJCHTOB M PACKPHIBAs TUYHOCTHBIN MOTEHIIHAN KaXKIOTO
oOyyJarorierocs.

TexHonorus pa3BUTHS KPUTUYECKOT'O MBIIIJIEHUS CIOCOOCTBYET (POPMUPOBAHUIO Pa3HOCTOPOHHEH
JUYHOCTH, CIIOCOOHON KPUTHUYECKHM OTHOCUTHCA K MH(OpMalMU, YMEHHUIO OTOMpaTh MHGOPMAIUIO IJIs
pELIeHNs TOCTaBIEHHOW 3aJa4H.

NupopmannonHo-kommyHukauonsble TexHoioruu (MKT) pacmmpstor pamku o6pa3oBaTeabHOTO
mporecca, IMOBBINIAg €ro IMPaKTHYECKYH HAIpaBIEHHOCTb, CIIOCOOCTBYIOT MHTEHCH(UKALUU
CaMOCTOATENILHON PabOThl O0YYAIOIIMXCS U MOBBIIICHUIO MTO3HABATEIbHONW akTHBHOCTH. B pamkax MKT
BBIIETISIIOTCS 2 BUJIA TEXHOJIOTUIA:

- MexXHONo2Usi UCNONb30BAHUS KOMNBIOMEPHLIX Npocpamm, KOoTopas mo3BosigeT 3((EKTHUBHO
JOTIOJTHUTD MPOLIECC O0YUYEHHUs A3BIKY Ha BCEX YPOBHSIX. MyJlbTUMEIUNHHBIE TPOTPaAMMBbI IPEAHAa3HAYESHbI
KaK JUIsl ayJAUTOpPHOM, TaKk M CaMOCTOATEIbHOW paboThl CTYJEHTOB M HAIpaBJIEHbl Ha pa3BUTHE
rpaMMaTHYECKUX U JIEKCHYECKUX HABBIKOB.

- Uumepnem-mexnono2uu, Npe10CTABIAIONINE ITUPOKHE BOZMOKHOCTH JIJIsl TOUCKa UH(POPMAIIHH,
BEJICHUS HAYYHBIX UCCIIEOBAHUM.

I/IHTepaKTHBHbIe U AKTHBHBIC 06p33OBaTeJII>HbIe TE€XHOJO0TUH,
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HUCII0JIb3YyEMbIC B AYAUTOPHBIX 3AHATUAX

Ne Bun Hcnonb3yeMble MHTEPaKTUBHBIC U AKTHBHBIC KonnuectBo yacos
paszena | 3aHATHA 00pa3oBareIbHbIE TEXHOJIOTHH
(Tembl) 010]0) 300
3 I1P TBopueckue 3aaHus: COCTABIIEHHUE paccKasa o 2 2

pelieHnu pabouux npo0IeM 1Mo OMOPHBIM
¢dpaszam, 03ByIHBaAHHE 10 POJISIM (PparMeHTa
AHTTUHCKOTO GUIIbMa, B KOTOPOM
JEMOHCTPHUPYETCS CUTyallUsl, CBA3aHHAs C
pa3paboTKOI MapKEeTUHTOBOM cTpaTeruu
PEKIIAMHOTO areHTCTBa (Mrpa B KHHOYOJISIK).

5,6 1P WuTepakTuBHOE 3aHATHE (paboTa C 2 2
aynuomarepuanaMu: CBOOOHAs HHTEpIpETalus
MaTepHalIOB ayAUPOBAHMS; COKPATUYECKUI
JTMAJIOT Ha OCHOBE CTPAHOBEIUECKUX
MaTepuaIoB: HEOOXOIUMO, HAIIPUMED,
000CHOBATh TOT UM UHOM MAapKETUHIOBbII
npueM; «o0ydaroluics B posiu
IpenoaaBaTess»; UCI0NIb30BaHHUE
MHTEPAKTUBHBIX 00y4aromux GuibMoB, B
KOTOPBIX HEOOXOIMMO TOMOYB T€POSIM
3aKOHYUTH (Ppa3bl B AUATIOTE U T.J.; IPOCMOTP U
o0cykIeHue Y4eOHbIX (DUITBMOB.

HpaKTH‘leCKaﬂ nmoaAroToBKa oﬁyqaloumxca

Ne paznena Bun Bunel pabot KomnuectBo
(Tempr) 3aHATUSA 4acoB

7.OHEHOYHBIE MATEPHUAJIBI VIS TEKYIIET'O KOHTPOJISA YCIIEBAEMOCTMU,
MNPOMEXYTOUHOM ATTECTALIUM

7.1. MeToauyeckne MaTepHaJibl, ONpeae/siolue Npouelypbl OleHUBAHUS B PAMKaX TeKYIero
KOHTPOJIA YCIIeBAeMOCTH

Y cTHBII onpoc — cpeACTBO KOHTPOJIS YCBOCHHS YUEOHOTO MaTepuala o TeMaM 3aHsSTHM.

[Iponienypa mpoBeleHHsS MJAHHOTO OLIEHOYHOIO MEpOIpHATHs BKJIOUaeT B cebs: Oeceny
npernojaBaTesis ¢ 00y4aroIuMcs Ha TEMBI, CBSI3aHHBIE C M3y4aeMOl AUCUMILTMHON, U PaCCUUTAaHHOE Ha
BbISICHEHHE o00beMa 3HaHUIl oOydwaromerocss MO ONpeAeIeHHOMY pas3jieny, Teme, Mpobdieme
(MHAVMBUIYATBHO WM (PPOHTATIBHO).

[TokazaTenu A OLEHKM YCTHOrO OTBeTa: |) 3HaHME Marepuaina; 2) IOClIeA0BaTeNbHOCTh
U3NI0KEHUs; 3) BiaJleHue peyblo U NMpopecCUOHANIbHON TepMUHOJIOTHEN; 4) MPUMEHEHNUE KOHKPETHBIX
MIPUMEPOB; 5) 3HAHHWE paHEe U3YUCHHOTO MaTepuania; 6) ypoBeHb TEOPETHUECKOTO aHaIN3a; 7) CTETCHb
CaMOCTOSITENTLHOCTH; 8) CTENEHb aKTUBHOCTH B IIpoliecce; 9) BHINOIHEHNE perjlaMeHTa.




JInsi MOATOTOBKM K JaHHOMY OIICHOYHOMY MEPONPHUATHIO HEOOXOIUMO H3YyYHUTh Y4ueOHBIC
Marepuaibl MO TeME 3aHATHS, MPOCMOTPETh CIPABOYHUKH IO TpaMMaTHUKE, a TaKXKe MOBTOPUTH
MaTepHuabl, 3alIMCAHHBIC BO BPEMS TPAKTUUYECKHUX 3aHATHH.

TecTupoBaHue—CpeICTBO KOHTPOJI YCBOCHUsI yueOHOro Marepuana. He menee, ueM 3a Hezento
JI0 TECTUPOBAHMS, MTPEIOIaBATEIb ONMPEASIAET Il 00yUYalOIMMUXCs UCXOHbIC JAaHHBIC JJIS TTOATOTOBKHU
K TECTHPOBAHHIO: TEMbI, BOIPOCHI, MO KOTOPBHIM OYIyT 3aaHus B TECTOBOU (opme, IUTEpaTypy H
HMCTOYHHMKHU C TOYHBIM YKa3aHHEM pPa3/IesiOB, TEM, CTaTEeH JIJIsl TOATOTOBKH.

TecTbl BBINOJTHSIOTCS BO BpEMsl ayJAMTOPHBIX 3aHATUH CEMUHAPCKOro THUMa (MPAKTUYECKUX
3aHATHUR).

KonuyecTBO BOMpOCOB B TECTOBOM 33J]aHUU OMPEICISIETCS IPETo1aBaTeIeM.

Ha BrimonmaeHue tectoB orBoautcsa 0,5—1 akageMUdecKUH Jac.

NunuBuayaabHOE TECTOBOE 3a/laHUE BBITACTCS 00yJaromieMycs Ha OyMaKHOM Hocutene. Takke
TECTUPOBAHUE MOXET IPOBOJUTHCS C HCIOJB30BAHUEM KOMIBIOTEPHBIX CPEACTB W MPOTPaMM B
CHETHAILHO 000PY/IOBAaHHBIX MIOMEIICHUSX.

[Ipn TpOXOXKIEHWH TECTUPOBAHHUS IOJIb30BATHCSA yYEOHMKAMU W YYECOHBIMH TOCOOMSIMU HE
pasperniaercsi.

YpoBeHb 3HaHUK  OOy4aroOlIErocss OMpeaeseTcss OLEHKaMU  «OTJIIMYHO»,  «XOPOILIOY,
«YIOBJIETBOPUTETHLHOY, «HEYIOBIECTBOPUTEIILHOY.

BoinosiHeHHe MPaKTHYECKHUX 3aJaHUH (peIIeHUE BPUCTHYECCKUX 3a7a4 U 3a/1a4, CBI3aHHBIX C
WHTEPIPETAIIMCUTEKCTa) — MHCbMEHHas (opma paboOTBl CTylIEHTa, KOTOpas CIIOCOOCTBYET
3aKpEIICHUIO U YIUIYONEHUIO TEOPETHMYECKHX 3HAHUW M TO3BOJSET CPOPMUPOBATH y CTYACHTOB
HaBBIKM MPUMEHEHHS 3THX 3HAHUI Ha MPaKTHKE.

[IpakTiueckue 3aaHus BBIMOIHIIOTCS BO BPEMS ayJIUTOPHBIX 3aHATHII CEMHHAPCKOTO THUIIA 1O
MPEAJIOKEHHBIM MPEToJaBaTeIeM MaTepraiaM.

KomuuecTBo 3ananuii onpeaenseTcs mpernoiaBaTeiieM.

Pe3ynbraToM BBIMOTHEHUS 3aAaHUS ABJISIETCS OTUYET, KOTOPBIA JOHKEH COEPkKaTh: HOMED, TEMY
MPAKTUYECKOW pabOThI; KPATKOE OIMKMCAHUE KAXKIOTO 3a/JlaHMs; BBIIIOJIHCHHOE 3aJaHue; OTBEThI Ha
KOHTPOJIbHBIE BOIIPOCHI.

YpoBeHb YMEHUI U HABBIKOB OOYYAIOIIETOCs OMPEAENSeTCS OLCHKAMU «OTIUYHOY», «XOPOIIOY,
«YIOBJIECTBOPUTETHLHOY, «HEYIOBICTBOPUTEIILHOY.

7.2. MeToan4ecKkue MaTepHaJibl, ONpeaesiionue Npoueaypbl OCHUBAHUA B PAMKAX
NPOMEKYTOYHOM aTTecTaluN

JuddepeHumpoBaHHblii 3a4eT — 3TO (HopMa IPOMEKYTOUHONW aTTeCTalluy, 3a/1a4eldl KOTOPOro
SBJIIETCS KOMIUIEKCHOE OII€HKAa YpOBHEH JOCTH)KEHMsS IUIAHUPYEMBIX pPE3YyJbTaTOB OOYYEHHs IO
JUCLUIIIINHE.

JuddepeHunpoBaHHbI 3a4eT A1 O4YHOM (opmbl OOyuyeHHUs NPOBOAUTCA 3a CUET YacoB,
OTBEACHHBIX HA U3YYEHUE COOTBETCTBYIOLIEH JUCLUIIINHEIL.

[Ipouenypa mnpoBeAeHHs] [aHHOTO OLIEHOYHOTO MEpPONPUATHS BKIIOYAaeT B CeO0sl OLEHKY
pe3yJabTaTOB TEKYLIEro KOHTPOJIsS YCHEBAaeMOCTH CTyJEHTa B TeYeHUEe Imepuojga OOydeHHs I10
aucuuminHe. J{ns momycka K 3a4eTy HeoOXOAMMO HMETh IOJIOKUTENbHBIE OLEHKH, MOJyYEeHHBIE B
paMKax TEKYIIEro KOHTPOJIS YCIIEBAEMOCTH, 10 KaXIOW TeMe, IIPEAYCMOTPEHHON NUCLUILIMHOMN.

B kputepun HTOroBoi OIIEHKH YPOBHSI MOATOTOBKH 00YYarOIIErocs 10 AUCHUIIIMHE BXOJIAT:

- YPOBEHb YCBOEHHSI CTYJICHTOM MaTepuaia, peyCMOTPEHHOro pabodel mporpaMMoii;

- YPOBEHb NPAKTUYECKHX YMEHHUH, NPOJAEMOHCTPUPOBAHHBIX CTYJEHTOM IIPH BBIOJIHEHUU
IIPaKTUYECKUX 3aJaHUi;

- YPOBEHb OCBOCHMS KOMITETEHIIUH, ITO3BOJISOIINX BBIMOJIHATH IPAKTUYECKHUE 3aaHuUs;

- JIOTMKa MBIIUIEHHUs,, 000CHOBAaHHOCTH, YETKOCTh, TOJTHOTA OTBETOB.

[Ipouenypa mpoBeneHUS JAaHHOTO  OLIEHOYHOTO  MEPONPUSITUS  IPEICTaBiIsieT  coOoi
co0ece0BaHUe MO TEOPETHYECCKUM BOIPOCAM, 2 TAK/Ke BBINOJHEHHE CTYIeHTAMH KOMILJICKCHOTO

NPAKTHYECKOro 3aaHUsA(HECKOJIbKO 32/IaHUIl PAa3HOI0 THIIA) NMOBBIIIEHHOMN CJI0KHOCTH, KOTOpOE
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HaIpaBJIEHO Ha TMPOBEPKY KaK I'paMMaTHYECKHX 3HAHUI CTYJIEHTOB, TaK M PEUYEBbIX KOMIIETEHLIUN
(moHMMaHue OOLIero CoJepKaHUs TEKCTOB, MPOPECCHOHATBHON TEPMUHOJOTHH, CIIOCOOHOCTH K
MPaBWJIbHON UHTEPIPETAIMU U3I0KEHHBIX B TEKCTaX (PAKTUUECKUX JAHHBIX).

TunoBele mpakTHUecKue 3anaHus K TUGGEpEeHIIMPOBAHHOMY 3a4eTy JOBOJISATCS O CBEICHUS
CTYJCHTOB 3apaHee.

[Ipy moOAroTOBKE K OTBETY MOJH30BAHWE y4EOHUKAMH, Y4EOHO-METOAMUYECKUMH ITOCOOHMSIMH,
CPEICTBaMH CBSI3U U 3JIEKTPOHHBIMH pecypcaMy Ha JIOOBIX HOCUTENSIX 3allpeleHo.

Ha BobInosiHeHNE KOMIUIEKCHOTO MPaKTUYECKOT0 3a/1aHusl OTBOJUTCS, Kak npasuiio, 30—40 MUHyT.

[Tocne okoHYaHMsI OTBETa MpenojaBaTelib OObABIsET 00ydaloleMycsl OIIEHKY IO pe3yJibTaTaM
3a4yeTa, a TAaK)Ke BHOCUT 3Ty OLICHKY B aTTECTAIIMOHHYIO BEIOMOCTb, 3a4ETHYIO KHUXKKY.

YpoBeHb 3HaHUN, YMEHHM W  HaBBIKOB  OOYyYaloOLIErocs  OmpenessieTcss  OLEHKaMu
«HEYJIOBIIETBOPUTEIBHOY, «YAOBIECTBOPUTEIBHOY, «XOPOIIO» U «OTINIHON.

7.3. OnleHOYHbIE CPEACTBA, KPUTEPUH U HIKAJIA OLEHKH
TunosBble 3a1aHus 11 TEKYLIEr0 KOHTPOJISl yCIIeBaeMOCTH

IlepeyeHb TUIIOBBIX BONMPOCOB /IJIs1 YCTHOI'O ONPoOca
OTBeT Ha BOIIPOC J0JKEH MPEJICTABISITh COOON KpaTKO€ MOHOJIOTUYECKOE BbICKA3bIBAHUE
Ha aHTJIUICKOM SI3bIKE

1. KpaTtko onumuTe AEATENbHOCTh NEPEYUCICHHBIX CIEIUATUCTOB B 00JaCTH MapKETHHIA:
«brandmanager», «directorofmarketing», «headofPR», «marketingassistant».

2. [aiite onpenenenue TepmuHa «branding.

3.IlpencraBeTe cebe, YTO KOMMAHWSA, MOJIYYHMBINAS HW3BECTHOCTh OJlarogapsi MEpPBOKIACCHON
TYPUCTHYECKOW AKUIHMPOBKE, KOTOPYIO OHa BBINYCKaja, PEIIMia MPOM3BOIUTH TOBAphbl IS JIOMA.
Curyanmsionucanacieayromumoopazom: «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». O0bscHuTe3HaueHHETepMUHA «off-brand.

4. Tlpu co3gaHMM MapKETUHTOBOW CTpaTerMd Ba)XKHO ONpPEIENUTh TO, UTO HA3bIBAETCS
«typicalcustomerprofile». Uto 0603Ha4aeT 3T0 aHTTTUHCKOE BBIpAKCHHE.

5. MapkeTuHroBslii koMiiekc(«marketingmix») oObIYHO BKIIOYAET TaK Ha3bIBaeMble «UeThIpe Py»
(«fourPs»): product, price, placement, promotion. O0bsicHuTe, 4TO 0003HAYAIOT 3TU TEPMHUHBI.

6. OOBIYHO [1€7I0BOE MUCHMO JIOJKHO BKIJIIOUYATh (Ppasbl, KOTOPbIE MOXHO OOBETUHHUTH B TPYIIIbI:
«Greetingsandcloses», «Pleasantriesy, «Closesforsayingthankyou. [Tpusenure MIpUMEpBI
OOIIETPUHATHIX PEUEBBIX (HOPMYII I KKIOU U3 TPYII.

7. OObBsicHUTE, Uil Kakux Lened Obl pa3padoTaH MHCTPYMEHT, NOJYYMBUIMM Ha3BaHUE
«BostonMatrix»?

8. Kak pacmmdposiBaeTcst abopeBuatypa AIDA, KOTOpyI0 UCTIONB3YIOT Jisi 0003HAYSHUST MOJCIIN
MPOABMXKEHHSI TPOAYKTOB U yciyr. [IpokoMMeHTHpY#iTe 3HaUe€HNE KaXK10T0 TEPMUHA.

9. Ilepeuncnure 00s3aTeNbHBIE Pa3leNbl B CTPYKTYpE CTaHIAPTHOTO IpecC-pein3a, NMPUBEIUTE
IIPUMEPHI OOLIETIPUHSATHIX PEUYEBBIX (HOPMYJI, UCIIOIB3YEMbIX B KQXKJIOM pa3Jiere.

10. Bo BpeMst pe3eHTaIlii KOMIIAHWK Ha TOPTOBBIX BBICTaBKaX, sipMapKax MapKeTOJOTH TOTOBSIT
Il YYACTHUKOB MPE3EHTALH «giveawaysy. OObsCHUTE 3HaYEHUE 3TOTO CIIOBA.

Kpurtepun oneHkn ycTHOro onpoca
OrneHKa «OTIMYHO» BBICTABIISIETCSl CTYIEHTY, €CIM OH B IIOJHOM Mepe PacKpbll COAep:KaHue
BOMpOCA, €ro pedyb XapakTepusyercs coOiojeHNeM (OHETHUYECKUX W TPaMMaTHUECKUX HOPM
AHTJIUICKOTO SI3bIKa, HAaChIllleHa PO eCcCUOHATbHBIMU TEPMUHAMHU.
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OmueHka «XOpOIIO» BBICTABISIETCS CTYJCHTY, €CIM B IPOLECCE OTBETA OH JIOMYCTHJI OIHY-IBE
OLIMOKY B PAaCKPBITHH COACP)KaHMs BOMPOCA WM B TOCTPOCHHUH TPEIUIOKEHHH (TpaMMaTHUECKHE
OIIUOKM).

OreHKa «YJOBJICTBOPUTEIBHO» BBICTABISICTCS CTYACHTY, €CIM OH B IEJIOM IOHUMAeT
coliepKaHWEe M3YYEHHBIX TEM, MMEET NPEACTAaBICHHE O TPaMMaTHYECKMX HOpPMax, HO B IpoOIlEecce
OTBETa JIOMyCKaeT OoJiee AByX OIIHOOK.

OueHka «HEYIOBICTBOPUTEIBHO» BBICTABIACTCS CTYAEHTY, €CIH OTBET IO CYIIECTBY
OTCYTCTBYET, HECMOTPsI Ha HABOJISIIIIUE BOTIPOCHI MPETIOIABATEIIS.

Hepe'{eﬂb THIIOBBIX T€CTOBBIX 3aJJaHUM

1. IlpouwTaiiTe = OmMcaHuWe  JODKHOCTHBIX  OOS3aHHOCTEM  COTpYAHMKAa  KOMIIAHUHU.
Onpenenure10JDKHOCTh, 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. OnuH U3 croco0oB cOOpa JaHHBIX B MAPKETUHTOBBIX UCCIICIOBAHHUIX B OPUTAHCKOM BapHaHTE
Pa3roBOPHOIO aHTJIMICKOTO SI3bIKa OOBIYHO HA3BIBASTCS «one-on-one». Beioepure mpodeccnoHabHbIH
CHHOHHMM 3TOT'0 pa3rOBOPHOTO CJIOBA.

a) postalsurvey,

b) telephonesurvey,

c) street interview,

d)individual interview.

3. MapkeTuHroBeIiKOMIUIEKC («marketingmix»), KpOMEUYETHIPEXOCHOBHBIX3IEMEHTOB (product,
price,placement, promotion)MOKeTBKIIOYaTbTPUIONIOIHUTEIbHBIX. BrIOGpUTE 3TH TpPU dIIEMEHTa U3
MIEPEYNCIICHHBIX.

a) participants,

b) prediction,

c) projection,

d)processes,

e) physical evidence.

4. TlpouunTaiiTeonpeneneHUeOHOTON3CEKTOPOB «Boston Matrix», ykKaXuTeHa3BaHUECEKTOpa:
«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,

¢) questionmarls,

d) poordogs.

5. B Bpemss TOProBbIX BBICTABOK MHOTME KOMIIAHHM OPraHU3YIOT «socialeventsy.
HaitnuteBepHoeonpeeieHne3TOroMeponpHusI THS.

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,
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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».

Kputepuu u oueHKHU TeCTHPOBAHUS
KonuyecTBO npaBMIbHBIX OTBETOB:
Menee 5 (13 10 BOIpOCOB)— «HEYIOBJICTBOPUTEIHLHOY,
5—6 — «y1OBIETBOPUTEIILHOY,
7—-8 — «X0opo1Ioy,
9-10 — «oTIUYHOY.

TunoBble 3aJaHUSA JJIS IPAKTHYECKON MOATOTOBKH 00y4aK0IIMXCS

IIpakTuyeckoe 3axanue 1
IIpounTaiiTe AUAJIOT 0 CTPYKTYPe MAPKETHHIOBOI'0 OT/I€J1a PeKJIAMHOH KOMIAHUU. 3aM0JTHUTE
MPOINYCKH B OPraHU3aIMOHHOM cXeMe HMeHAMH COOTBETCTBYIOLIHMX COTPY/IHUKOB

3 dnrector of marketmg}

¢, public
brandlng speuahst relatlons officer product manager
e oy St R TN SRR SO < 1
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.

o
(¢]

a ,b , C s ,f

IIpakTnyeckoe 3aganue 2
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Ilepen Bamu ceMb COBETOB, KaK MOJYYHTh 00JIbIIIE MM0JIE3HBIX CBEAeHHIi 0 BAIIUX MOTEHIIHAJbHBIX
KJIMEHTAX. 3aM0JTHUTE MPONMYCKH B MPeIJI0KeHUsIX CJI0BAMM WIHN CJI0BOCOYETAHUSIMHU, KOTOPbIE
HANMCAHBI KYPpCUBHBIM ipu¢dToM. IlpnMepnpuBeseHBIepBOMIIPeIJI0KEHUN

Clients, competitors, find out, listening, teyal-ecustoners, 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?

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 .3 , 6 .1

IIpakTnueckoe 3aganue 3
I'pynna corpyaHukoB (pupmMbl, KOTOpasi 3aHUMAETCS PEKJIAMONTYPUCTHYECKON 0/1eK/Abl, 00YBH U
HHBEHTAPS A/ HAYUHAIOIIUX TYPUCTOB — IPEUMYIIECTBEHHO MOAPOCTKOB, CO0MpaeTcs MPOBECTH
MapKeTHHIOBOE Hcc/Ie0BaHue U 00CY K/1aeT, KaKkue MeToAbl cOopa JaHHBIX UM Jy4llle
HCNo0JIb30BaTh. [IpounTaiiTeTekcT, BHINOJIHNTE3AJaHUAKHEMY

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...
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Haiinure B TeKcTe ¢€JOBa W CJIOBOCOYETAHHS, KOTOPbIE COOTBETCTBYIOT CJIEAYHIIHUM
omnpeeIeHUsIM:

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:

3anmoJiHUTe HAlIeCHHBIMH BAMH CJIOBAMM M CJIOBOCOYETAHUSIMH NMPONYCKHU B MPeIJI0KEeHUSIX:

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 3aganue 4
MeHeaxep KOMIIAaHUM, IPEIOCTABJISAIONIEH YCIYTH CBSI3H, ONIMCHIBAET CBOUM KOJLJIEram
«MAapPKeTHHIOBbIH KoMILJIeKe» («marketingmix») HoBoro nmpoaykra. [lpouunraiite monoJior,
BBINMIINTE U3 TEKCTA (Ppa3bl, KOTOPHIMU MOKHO ObLJIO ObI 3alI0JTHUTH TA0JINILY

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.
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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 3agaHue S
Bbl BuauTE IBA CIMCKA CJIOB: COEUHUB OHO U3 CJIOB MEPBOro CNUCKA ¢ OJJHUM U3 CJI0B
BTOPOI'0 CNIMCKA, BbI MOJYYHTE CJI0BOCOYETAHNE, KOTOPOE COOTBETCTBYET OAHOM U3 1euHUIHIA,
NpHUBeIEHHbIX HHKe. BoImummTe /151 KaxK10i 1eUHUIIUN MOAX0AsIIIee CJIOBOCOYETAHUE

[Tpumep: cnoBo median3 TEpPBOro CIUCKa 00pa3yeT CO CIOBOM mentionsu3 BTOPOro cTojiOIa
CIIOBOCOYETaHUE mediamentions, KOTOPOMY COOTBETCTBYET AepUHULIUSA d.

1) media, customer, brand, product, strong, primary, public;
2) knowledge, line, menttons, 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,

¢) main task or function,

f) good understanding,

g) ways of promoting a brand.

a) , b) , ©) , d) media mentions,

e) 2 ,8)

Kpurepun u mkaJia olieHKH BbIIOJIHEHHS NPAKTHYECKUX 3aJaHUMH

OneHka «OTJIIMYHO» BBICTABJISETCS CTYIEHTY, €CJIM OH CaMOCTOSITENIBHO M NPaBUJIBHO BBIITOJIHUI
[IPAKTUYECKOE 3aJlaHue, CIOCOOEH YBEPEHHO, JIOTMYHO, IIOCJIEOBATEIbHO M AapryMEHTHUPOBAHHO
OOBSICHUTH CBOM PEIIEHUs], OJIb3YSCh MPO(HEeCCHOHATBHBIMU TEPMUHAMHU.

OneHKa «XOpOII0» BBICTABISIETCS CTYACHTY, €CIIU MIPU BBIIIOJIHEHUH 3aJJaHus OH JOMYCTHII JIBE-TpU
OLIMOKH, OJTHAKO NMPHU YKA3aHWU Ha 3TU OLIMOKH CMOT JIETKO UX HUCHPAaBUTh U OOBSICHUTH, IOYEMY OHHU
ObUIH JOIYIICHBI.

OneHka «yIOBIETBOPUTEIIBHO» BBICTABIAECTCA CTYJIEHTY, €CIIM IIPU BBIIOJHEHUU 3aJaHus OH
JOMYCTUIT 60JIee TpeX OMHUOO0K, C TPYJOM CIIOCOOEH O0BSCHUTD, TOYEMY ATH OIIMOKH ObUIA JOMYIIEHBI.

OneHka «HEyJIOBJIETBOPUTEIBHO» BBICTABIIAETCS CTYACHTY, €CIIA OH HE BBIIIOJIHUI IPAKTHYECKOE
3aJlaHue WU BBIMOJIHUI C TPYOBIMHU OIIMOKAMHU.

Ilepeyenb THIIOBBIX BONPOCOB VIS IPOMEKYTOYHOM aTTecTanuu (Au¢depeHunpPOBAHHOIO 324€TA)

1. BBaameiikoMnaHMHOCYIIECTBIAIOTCAPA3INYHBIEBU B ICSTEILHOCTH,
KOTOPBICHA3BIBAIOTCHAAHT NN CKOMS3BIKECTe MytomumMoopa3om: «doing market researchy, «drawing up a
marketing plany, «liaising with the sales department», «providing support for customer service», «writing
press releasesy»,«presenting at a trade fairy, «commissioning
advertising».OxapakTepu3yHTeKpaTKOKaX IbIHU3BUIOBACSITEILHOCTH.

2. Tepmun «branding» 0GBIYHO MEPEBOAUTCS KaK «IIpoliecc GOPMUPOBAHUS UMUKA KOMITIAaHUHU, €€
Operna». OAHAKO B aAHIJMICKOM S3bIKE €CTh MHOIO BBIp@KEHHH co cioBoM  «brandy.
JaiiTeonpeneneHuecnenyomuxcioBocoueTannii: «brand awarenessy, «brand equity», «brand extensiony,
«brand identity», «brand image», «brand loyalty», «brand name», «derived brand».
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3. IIpencraBbTe cede, 4TO BBl paboTacTe B HOBOM TyPUCTHYECKOM areHTCTBE, OHO MO3UIIMOHHPYET
cebs kak ¢upma, TPUOPUTET KOTOPOW — JUYHOE OOIIEHHWE C KaXIbIM KIMEHTOM. Bam mpennaraior
MPOBECTH MAPKETHHIOBOE WCCIIEJOBAHKUE, YTOOBI M3YYUTh WHTEPECHl U MPEIMOYTCHUS MOTCHIIMAIBHBIX
KIMeHToB. Bam mpenocraBieH BbIOOp cmocoba cOopa maHHBIX: postalsurvey, onlinesurvey,
streetinterviews. Pacckaxure, kakue mocromHcTBa (advantages) m Hemocratku (disadvantages) ectb y
KaXJ/10TO cI1ocooa.

4. BaM HYXHO ommcaTh TMPOILECC pa3pabOTKM MapKETHHIOBOTO IUIaHA Pa3BUTHS, HaIpUMeE,
HEOOJIBIION TOCTHHUIIBI Ha MOPCKOM Kypopre. CoCTaBbTEMOHOJIOTHAOCHOBEOMOPHBIX(pa3: «current
position»,«situation analysis», «analysis of competitors», «problems and opportunities», «sales projection
and costs», «benchmarkingy, «objectives», «implementationy.

5. Bam HeoOxomuMo cocTtaBuTh «marketingmix» myis Bamieid (Qupmbpl, KOTOpas 3aHUMAaETCs
NpoAaXed  TEIUIOW  ONEXKAbl  JUIA  JUIMTENbHBIX  MOXOAOB IO  IEPECEUYCHHOM  MECTHOCTH.
OnumuTeBO3MOXKHBIN  «marketingmix», HCHONIB3YsICICAYIONMEBONPOCH: «Product. What are the
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 e70BOM aHIIIMHCKOM $I3bIKE YacTO WCIOJB3YIOTCS pPas3iMyYHbIe CIIOBOCOYETAHUS,
OTpeEAIoNe croco6 (dbopMupoBaHUs LIEHBI Ha IPOJYKTHI WIH YCIIyTH.
OO0bsacHUTe3HaYCHUECTEAYIOIINXCIIOBOCOYETAHUNCOCTIOBOM — «pricing»:  «captive product pricing»,
«economy pricing», «geographical pricing», «penetration pricing», «premium pricing», «price
skimmingy.

7. W3BecTHbIA HMHCTPYMEHT CTPATETMYECKOr0 aHajln3a W IUIAHUPOBAaHUA B MApPKETUHIE
«BostonMatrix» npencTaBiseT co00i KBaapaT, pa3fAeiICHHbIN Ha YeThIPE CEKTOPa, KOTOPhIC 03ariaBJICHbI
metadopudecku: «Cashcowsy, «Stars», «QuestionMarks», «Poordogs». Pacckaxkute 0 3HAYCHHH ITHX
Mmetadop.

8. IlpeacraBbTe cebe, 4TO Balla KOMITAHUS 3aHUMAETCS OpPTaHU3aIMel OTIbIXa B Topax. B memsax
MPOJBIDKEHHSI YCIIYTH BaM MPEAIararoT MOCTPOUTh PEKIAMHYIO0 KOMIIAHHIO HA OCHOBE JIBYX NMPUHIIUIIOB:
«reinforcetheexistingimage» u «generateabuzzy. OnUIIMTe peaTU3annio TUX PHHIIUTIOB.

9. Cnucok coseroB mo Hamucanuio «killerpressrelease» («y0oitHoro mpecc-penusa») OOBIYHO
BKIIFOUAIOT cieayromue myHKThL: «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».
JlanTepa3BepHy TBIMKOMMEHTAPUIKAKIOTOITYHKTA.

10. Bbl 10MKHBI MOATOTOBUTH MPE3EHTAIIMOHHBIN MaBUIIbOH Balliel (GupMbl Ha TOPTOBOIl BHICTaBKE
(sspmapke). ONMUIIMTENPOLECCIOATOTOBKH, HCIOJB3YsOoNOpHbIecioBocoueTanus: exhibition stand,high
profile visitors,editorial coverage, prospects, key publications, additional audience.

Tunosble 3aJaHUA IS IPOMEKYTOYHOM aTtTecTanuu (a1nddepeHIUPOBAHHOIO 3a4eTa)
Ha 3auer npeacraBiseTcss KOMIUIEKC 3aJaHUM, CBA3AHHBIX €AMHON TEMOM, KaXKI0€ MOCIIEIYIOIIee
3aJjaHue MPEIoIaracT 3HaHue MaTeprualia MpeIbIAYyIIero, IO3TOMY 3aJJaHUsl JOJKHBI BBITTOTHATHCS
MIOCJIEA0BATEIBHO — OJTHO 32 APYTUM

KoMmmiexce 3apanmii 1

3aganue 1
IIpeacraBbre cede cutyauuio: MapTuH — MeHeIKep KOMIIAHUH, IPEA0CTABJISIIOLIEH yCayru
HHTepHeT-cBsA3U. OH co0upaeTcsi OPraHn3oBaTh codOpaHue, YTOObI 00CYAUTH € KOJLIeraMu
PEeKJIAMHYI0 KOMIIAHHIO M0 MPOABHKEHUIO HOBOT'0 MaKeTa ycJayr. MapTHH HANMCAJIUM
3JIEKTPOHHOE MUCHbMO, HO NPE/AJI0KeHUsI B HEM PacCTaBJICHbI B HENPaBUJIbHOM NOPsIAKe.
OmnpenenTeBepHBIANOPAIOKIIPEII0KEH U

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

¢) 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—__,4—__,5-__ 6~

3aganue 2
MapTuH, 0 KOTOPOM MbI Y3HAJIM U3 3a/1aHus 1, MOJyYHJ TPU OTBETA HA CBOE JIEKTPOHHOE MICHMO,
B KOTOPOM OH NMPOCHJI KOJLJIEr cOOPaThCs HA COBelllaHue M MOCMOTPeTh NMPUKPENJIeHHbIH K MUCBMY
(aiin. 3anoHUTE NPONMYCKHU B MHCHLMAX CJIOBAMMH, Bbl/IeJIECHHBIMH KYPCHBOM

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

Email 1

Hi!

Just wanted to let you know that I can Ithe 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 3 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 4. 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
6 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

3amanmne 3
MapTuH, ¢ 3J1eKTPOHHOIi NepenucKoil KOTOPOro Bbl padoTayu B 3aJaHuu 1 U 2, NpUKpenu K
nucemy ¢aiia ¢ ponpocamu. OH IIAHUPYET 00CYIUTH HX € KOJJIETAMH HA COBEIIaHNH.
IIpouuTaiite Teker ¢aiia, HAMIUTE B HEM CJI0BA HJIH CJIOBOCOYETAHUSA, COOTBETCTBYIOLIHE
onpeaeJeHUsAM, IPUBEJICHHBIM M0 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?
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* 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

3aganmue 4
B 3apanuu 3 MapTunynomuHaet «penetrationpricing». Haiinure cpeau npeacraBjieHHbIX
AepuHUIMI onpee/ieHHe 3TO MoJe/ M HeHO00pa30BaHMs U NATH ApYrux moaeiaei. ConocraBbre
HA3BaHMA MoJeJieil HeHoo0pa3oBaHus U UX JeUHULINHU

1) captiveproductpricing,
2) economypricing,

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.

- ,2—  3— . 4— . 5— . 6-

3aganue 5
IIpouynTaiiTe BLICKa3bIBAHUA MEHEIKEPOB 0 TOBAPAX H YCJyrax, onpeaejaure, KaKOH U3 Mojaeei
1eH000pa30BaHusl, epeYrcIeHHBIX B 32JaHUH 4, COOTBETCTBYET KaK/10€e 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.
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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-

Kommiaekc 3agannii 11

3ananue 1
Komnanus «JoysofGermany» coOupaercsi npeajio:kKuTh HHOCTPAHHBIM TYPUCTAM HOBbIE BH/IbI
TypucTudeckux yciayr. Oaun u3 ee corpyannkoB Kapcren ornpaBusics B JIOH10H, 4TO0BI
BCTPETHUTCH C MpeacTaBuTe/IeMpekaIaMHOro areHTcrea «Red Arrow» Tpeilicu, KoTopasi 3aHUMAaeTCs
opraHu3anmei pekjiaMHbIX koMnanuid. [IpounTaiiTenanor, 0TBeTbTEHABONPOCHI

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, [ 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
HCHOJILZ}yﬁTC BC€ BbIICJICHHBIMHA Kprl/[BOM C.]IOBa, ‘lTOﬁbl 3alI0JIHUTDH HpOHyCKI/I B HpeI[.HO)KBHP[SIX
M3 INAJI0ra, KOTOPbIHA BbI POYUTAIU B 3aganuu 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.
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We think that someone from 3will have a fresh

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—
3amanue 3

Corpyanuku arenTcTBa «RedArrow», 0 KoTopbIX Bbl 3HaeTe U3 3ajanus 1, pemuian o0CyaIuTh
PEKJIAMHYI0 KAMIIAHUIO VISl IPOJABUKEHHSI HOBBIX TYPHUCTHYECKHUX YCJIYT (PMPMBbI
«JoysofGermany». [lpounTaiiTe 1uajor u BbIOepUTE U3 HEr0 HA3BAHMS PEKJIAMHBIX CPEIACTB U
MaTepHaJIOB, KOTOPbIe MOKHO ObLI0 ObI 3aNIMCAaTh B rpadbl TA0IUIIbI

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:

3ananmne 4
Bbl BuauTe 1BA CIMCKA CJI0B: COEIMHUB OIHO U3 CJIOB NMEPBOr0 CNUCKA ¢ OJJTHUM U3 CJIOB
BTOPOI0 CIIMCKA, BbI MOJYYHTE MPUBBIYHOE /ISl COTPYAHNKAPEKJIAMHOI0
areHTCTBACJ0BOCOYETAHUE. 3aMOJHUTE MOAXOAAIMMH MO CMBICJIY CJIOBOCOYETAHUSIMH MPONMYCKHU B
NpeI10KeHUAX

[Tpumep: cnoBo eye-catchingus MepBOro crucka o0pa3yeT co CIIOBOM imagesu3 BTOPOTO CTOJIONA
CIIOBOCOYETaHUEeye-catchingimages, KOTOPOE MOXKHO TIOCTAaBUTH Ha MECTE TPOITyCKa, 0003HAYCHHOM
udpoii6.
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1) eye-eatehing, 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

oftheshopowners see this as a ’to 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 * 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!

One of the disadvantages of advertisements in
‘lost’, for example when there are several of them on the same page.

7 is sometimes your advert gets

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

7 —

3aganue 5
J1s1 co31aHMs MOKYNATEIbCKOT0 CPOCa Pa3inuHble (PUPMbI HCHOJIB3YIOT NepedncaeHHbIe HIKe
PeKJIaMHBbIe CTPATEruM.
ConocTaBbTeBbICKA3bIBAHUSTIPEACTABUTENeH(PUPMCCOOTBETCTBYIOIIMMHUITHMBbICKA3bIBAHUSIMCT
paTerusiMmu

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—  4— . 5— . 6-

Kpurepun n mkana oneHkn 1updepeHIHPOBAHHOIO 3a4€Ta

OneHka «OTJIIMYHO» CTABUTCS, €CIU CTYJEHT IPaBUJIBHO OTBETUJI HA J1Ba KOHTPOJIBHBIX BOIIpOCA U
MOJTHOCTBIO M 0€3 OIIMOOK BHITIOJIHUI BCE 3aJaHUS.

OneHka «XOpOIIO» CTaBUTCS, €CIU CTYJIEHT MPAaBUIBHO OTBETHJI Ha KOHTPOJIBHBIE BOIPOCHI, HO
IpU BBHINOJIHEHUHM 33JaHUil  JIOMyCTHJ JO YeThIpeX OMIMOOK, OJHAKO MOXET HCHpPaBUTh HX
CaMOCTOSITENILHO, €CIIU MPENOAABATENb yKa3al Ha 3TH oINOKH. OLEeHKa «XOPOII0» TaKXKe CTABUTCS, €CIIU
CTYJEHT IPABWIBHO BBINOJIHUI BCE MPAKTUYECKUE 3aJaHUSA, HO HE CMOI OTBETUTh HA OJMH M3 JBYX
MPECAJTO0KCHHBIX KOHTPOJIBHBIX BOIIPOCOB.
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O1eHKa «yIOBJIETBOPUTEILHO» CTABUTCS, €CIIM CTYACHT MPABWIIBHO OTBETHII XOTS ObI HA OJMH W3
KOHTPOJBHBIX BOMPOCOB, HO MPH BBIOJHEHUU 33JaHUS JOMYCTHI OT MSATH JO CEMH OIIMOOK UC TPYJIOM
CIIPABJISICTCS C UCTIPABJICHUEM ONIMOOK JIaXKe TIPU KOHCYJIbTAIIMH C IPETIOIaBaTEIIeM.

OrneHKa «HEYIOBICTBOPUTEIHLHOY» CTABUTCS, €CIIU CTYACHT JOMYCTUI Oojiee ceMu OmmOOK u (WIn)
JOMYCTHII OT IISATH JI0 CEMHU OITMOOK, HO HE MOXKET UX UCIPABUTh JIaXKe MOCIIe OObICHEHHIA, KOTOPhIC eMy
JaeT MPenojaBaTeib.

8. YYEBHO-METOJJMYECKOE U HH®OPMALIMOHHOE OBECIIEYEHUE
JUCHUTLINHBI

8.1. OcHoBHas uTEpaTypa
EnglishforProfessionalPurposes = AHriIuickuii S3bIK 17151 TPO(ECCHOHANIBHBIX 1IeJIeH : yueOHoe
nocobue / FO. ®@. Aiinanona, FO. b. /Ipo6orenko, H. A. Hazaposa [u np.] ; mon pemakiueit H. A.
Hazaposoii, 1O. b. JIpo6orenko. — Owmck : MUzmarensctBo OMITIY, 2023. — 98 ¢. — ISBN 978-5-
8268-2350-7. — Tekcr : anmekrponnsii // Ludposoii oopazoBarenpHbiil pecypc [IPR SMART : [caiir].
— URL: https://www.iprbookshop.ru/134649.html

8.2. lonosiHUTeILHAS JIUTEPATYPA

3aeko, O. B. Aurnmiickuii s3pIKk B pekiame. YpoBHH Preintermediate, Intermediate : y4ueGHO-
Mmetoauueckoe nocodue / O. B. 3aeko. — MockBa : MoCKOBCKUIl ryMaHuTapHbIi yHUBEpcUTeT, 2016. —
49 c. — ISBN 978-5-906822-73-4. — TekcT : 31eKTpOHHBIN // DeKTpoHHO-Onbmmoreunas cucrema [IPR
BOOKS : [caiiT]. — URL: https://www.iprbookshop.ru/74689.html

AHDIMACKUH A3bIK 115 akageMudeckux 1eneil. EnglishforAcademicPurposes : yaebHOe ocodue st
By30B / T. A. bapanosckas, A. B. 3axapoBa, T. b. [locnienosa, FO. A. CyBopoBa ; nox pemakuueit T. A.
bapanoBckoit. — 2-e uzn., nepepald. u jgon. — Mocksa : UznarensctBo FOpaiit, 2024. — 203 c. —
(Briciiee oOpazoBanue). — ISBN 978-5-534-18544-7. — Tekct : snektpoHHbld // OOpa3oBarenbHast
iarpopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/535332

Cesepo-Kagka3cimil COUMANEHBIA MHCTUTYT

BME/MOTEYHO-UHOOPMALIMOHHbIM
LLEEHTP

2024-2025 yyeGHbliron,

8.3. IIporpammHoOe oGecnieueHue

1. TTaker nporpamm MicrosoftOffice (suuen3nonHoE).

2. MicrosoftWindows (JIiieH3HOHHOE).

3. ITonckoBas cuctema Yandex (cBOOOIHBIIN JOCTYI).

4. Jlunxko 4.5 — mporpaMMHoOe oOecrieueHue /Il OpraHu3aliy JMHragoHHOro KabuHeTa (JIMLEH3MOHHOE).

8.4. IlpodeccuonaibHbie 0a3bl JAHHBIX
DirectoryofOpenAccessJournals (DOAJ) - https://doaj.org/

8.5. UudopmanuoHHbIe CIIPABOYHbIE CHCTEMbI
HNudopmannonno-crnpasounas cucrema Study-English.info https://study-english.info/sites-for-
translators.php?ysclid=lhre0o8u6{381342920

8.6. nTepHeT-pecypcesbl

- Hayunas snexrponnas Oubnuoreka —http://www.elibrary.ru/

- O6pazoBarenbHas miargopma FOpaitT —https://urait.ru/

- OnextponHas oubauoreunas cucrema « CKCUy —https:// www.sksi.ru/Environment/EbsSksi
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8.7. Metoauyeckne ykazaHusl 0 OCBOCHUIO M CUMILTUHBI

MeTtoanyeckne ykazaHusi K NPAKTHYECKUM 3aHATHAM

OcHOBHOE Ha3HAYEHUE MPAKTUUYECKUX 3aHATUN 3aKIIIOYAETCS B BBHIPAOOTKE y CTYACHTOB HABHIKOB
YTEHUs, IEpPeBO/a, IMOHMMAHUS aHIJIOA3BIYHBIX TEKCTOB, IPUMEHEHHs 3HAaHUM TIpaMMaTUKH AJs
KOMMYHUKAI[MM B YCTHOH M MHCbMEHHOH (opme. [[ng 3TOro CTyJeHTaM K KaKIOMY MPaKTHUYECKOMY
3aHATUIO MPEAJAraloTCcsl TEKCThI JUIsl YTEHUS, IepeBOan O00CYKJIEHHs U MPAKTUYECKHE 3aJlaHus B BHJIE
3aJJaHUMK TEKCTaM, a TaK € rpaMMaTUYeCKUi MaTepuan U yNpaKHEHUs Ha 3aKpeIIEHUE TpaMMaTHKH.
Kpome TOro, yyactue B NpakTHUECKUX 3aHATUSAX MpeArosnaraeT oTpaboTKy M 3aKpelyieHHE CTyIEeHTaMU
HAaBBIKOB Pa0OTHI C MOIy4eHHON HH(pOpMaLneil, BeACHUs AUCKYCCHIA, COOeceJOBaHU U T.II.

ITpu noAroTOBKE K MPAKTUYECKOMY 3aHATHIO MOXKHO BBIIEIMUTH 2 JTama:

- OpraHU3alHOHHbIN;

- 3aKpeIUIEHUE MaTepuana.

Ha nepBoM 3Tane cTyIeHT NJIaHUPYET CBOX0 CAMOCTOSTEIbHYIO Pa00Ty, KOTOPask BKIIOYAET:

- YSICHEHUE 3a/laHus U1l CAMOCTOSATENIbHOM paboThI;

- 1oA0Op PEKOMEHI0BaHHOM JIUTEPATYPbl;

- COCTaBJIeHHE IUIaHa paboOThl, B KOTOPOM OIPENENAIOTCS OCHOBHBIE IYHKTHI HPEICTOSIIEH
MIOJITOTOBKH.

CocrapieHue miaHa JUCUUIUIMHUPYET U TOBBIIIAET OPraHU30BaHHOCTb B paboTe.

Bropoii aTan BKiIIoUaeT HEMOCPEICTBEHHYIO MOATOTOBKY CTYJ/IEHTa K 3aHATHIO.

HauuHaTh Hafo ¢ U3y4YeHUs: HOBOH JIEKCUKH, a TAKXKe 03HAKOMMTEIBHOI0 YTeHUs TeKcTa. [lepeuenn
TEOPETUYECKUX BOMPOCOB 10 TPAMMATHYECKOH TeMe, Ha KOTOPBIE CTYIEHTHI JOJDKHBI 00paTUTh 0co00e
BHUMaHME, ONpeAessieTcs MpernoaaBareneM, BeIyLIMM COOTBETCTBYIOLIEE 3aHATHE, M 3apaHee (110
MIPOBE/ICHUSI COOTBETCTBYIOLIETO MPAKTUYECKOTO 3aHATHSA) JOBOIUTCS IO CBEICHHS OOYyYalOUIMXCS B
YCTHOW MM nHUCbMEHHOH ¢opme. ['pammaruyeckue BOINPOCH TEMbl OOBIYHO paccMaTpUBAIOTCS U
3aKPEIISIOTCS HA MPAKTUYECKOM 3aHSITHH IIPHU BBIITOJIHEHUN KOHKPETHBIX YIPAaXKHEHUMH.

3ajaHus, TpPeICTaBICHHbIE IO  KaXIAOH TeMme, HMEIOT  IPAKTUKO-OPHUEHTUPOBAHHYIO
HAIpPaBJIEHHOCTb U NMPU3BAaHbl MAKCUMAJIBHO IPUOIU3UTH CTYJEHTOB K pEalbHbIM yCIOBUSAM IPUMEHEHUS
MHOCTpaHHOTrO s3blka. IloCKOJIbKY OCHOBHas Lieib 3aJaHUil 3aKI04aeTcsi B BbIPAOOTKE y CTYJICHTOB
CIOCOOHOCTH TMOHMUMAaTh MUCHbMEHHYIO U YCTHYIOMHOCTPAaHHYIO pe€db U HAaBBIKOB €€ NMPUMEHEHHUs, MpU
pelIeHNH 33aauu 00yJaromeMycs 11eJIeco00pa3HO MPUAEPIKUBATHCS CIeIyIoIel cXeMbl 1eHCTBUH.

B mnepByto ouepenp, CTyAEHTY Cle€QyeT TIIATEIbHO M3YUYUTh 3aJaHUsl U BBIICIUTH CPEIU HUX
JEKCUYECKH  TpyAHBIE MECTa, 3aTéM  ONpENelIuTb Kakhue TIpPaMMaTU4YeCKHE  KOHCTPYKLUHU
MOMJEKATIPUMEHEHUIO B JIaHHOM  CUTyalluMW, TIIOCJI€  4Yero  JaTh  pa3BepHyTble U
rpaMMaTHYeCKUIIPaBUIIbHbIE OTBETHI. BhINosHeHHe 3ajaHuii MOKET OBbITh MPEICTABICHO B MMCbMEHHOMN
Wi ycTHOM ¢opme. B ciayyae BapuaTUBHOCTM BBINOJIHEHMS 3aJaHUs clleAyeT OO0OCHOBAaTh BCe
BO3MOJKHBIE BAPUAHTBI.

B cBs3u ¢ aTM paboTa ¢ peKOMEHI0BaHHOW JUTepaTtypoil obs3aTenbHa. Oco0oe BHUMaHuE MpU
3TOM HEOOXOIUMO OOpaTUTh Ha COJEP’KAaHHE OCHOBHBIX JIEKCUKO-TEMaTHYECKHX TeM, OOBsICHEHHE
rpaMMaTH4YE€CKMX HOPM U TMpaBWJI HHOCTPAHHOTO SI3bIKAa, YSCHEHHE MPAKTHUUYECKOTO IPUMEHEHHS
paccMaTpUBaeMbIX IpaMMaTHYECKUX BOMPOCOB. B mporecce 3T0il paboThI CTYyIEHT JTOKEH CTPEMHUTHCS
MOHATh W 3allOMHUTHh OCHOBHBIE IOJIOKEHMSI PAacCMaTpPUBAEMOIO IpaMMaTHYECKOTO U JIEKCUYECKOTO
MaTepuaa, IpuMepbl, MOSICHAIONIUE €ro, pa300paTbes B 3aJaHUSAX.

3akaHUMBaTh IOATOTOBKY CJEAYyEeT COCTaBJICHHEM IUIaHa (TEepEYHs OCHOBHBIX ITYHKTOB) IIO
nu3ydaeMoMy Matepuainy (Bompocy). Takoil IiaH MO3BOJIAET COCTaBUTh KOHILIEHTPUPOBAHHOE, CIKATOE
MIpeJICTaBJICHHE 110 U3yYaeMbIM BOIPOCAM U CTPYKTYPHUPOBATh U3yUEHHBIH MaTepual.

B crpykType NpakTUYeCKOTO 3aHATHS TPAJAULMOHHO BBIACISAIOT CIEAyIOUIMe OTanbl: 1)
OpraHM3alMOHHBIM ATan, KOHTPOJIb UCXOAHOIO YPOBHS 3HaHUU (0OCYXkJIE€HHE BOMPOCOB, BOSHUKIIMX Y
CTYJEHTOB IIPY MOATOTOBKE K 3aHATHIO; 2) UCXOAHBIA KOHTPOJb (TECTHI, ONPOC, IPOBEPKA MUCbMEHHBIX
JOMAalTHUX 3aJaHuil ¥ T.[.), KOpPPeKUMsl 3HaHWH CTyneHToB; 3) oOydaromuil 3tam (ImpexbsiBiICHHE
aJITOPUTMA pEIIeHUs 33JaHUN, UHCTPYKIHH MO BBIMOJIHEHUIO 33JaHUM, BBINOJIHEHUS METOAUK U Jp.);
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4) camocTosiTenbHas paboTa CTyA€HTOB Ha 3aHATUH; 5) KOHTPOJIb KOHEYHOIO YPOBHS YCBOCHMS 3HAHUIA,
6) 3aKJIFOYUTENTbHBIN JTall.

Ha npakTrueckux 3aHATHSAX MOTYT IPUMEHSTHCS clieaytolue GopMbl pabOThI:

* (hpoHTANIBHAS — BCE CTYJCHTHI BBITIOIHSIOT OJIHY U TY K€ paboTy;

* IPYMNIOBAas — OJJHA U Ta K€ PaboTa BBIIOIHIETCS IPYIIIaMH U3 2—5 YelloBeK;

* UHAMBUIYaTbHAS — KAXK/IbII CTYJICHT BBIMOJIHSACT UHUBHIyaJIbHOE 3a/1aHUE.

Dopmel npakmuueckozo 3auamus: 1) TpalulMOHHas (YTEHUE U HEPEeBOJl TEKCTOB,00CYXkJEHHE
CIIOPHBIX BOIPOCOB MEPEBO/IA, MPOBEACHNUE YCTHOTO ONPOCA CTYACHTOB, MOHOJIOTUYECKHE BBICKa3bIBAHUS
CTY/ICHTOB; 2) HHTEpaKTUBHAsl (COCTaBJIEHUE JUAJIOTOB, JUCKYCCHH, POJIEBBIE UTPHI).

Hnmepaxmugnvie @popmel  npaxmuyecko2o 3aHAMUACTYKUTAIS KOJUICKTUBHOW  OTpabOTKU
JIEKCUYECKOro M rpaMMaThueckoro marepuana TeM. C 3ToH Lenbl0 NpenojaBaTeleM CTYIEHTbI
pa3buBaroTcs Ha paboure TPYIIBI B COCTaBe HEe Oosiee 3 YeloBeK M MM IPeIaraeTcsi COCTaBUTh PAcCKas,
O3BYYHMTb (HUJIbM, IEPEBECTH BHU3YalbHYI0 HOBEUIy WJIM IMPOBECTH POJIEBYI0 UIPY, MUMUTHPYIOLIYIO
YCTHYI0O KOMMYHHKAIIMIO Ha HWHOCTPAHHOM s3bike. [lo OKOH4YaHuM paboTBl B TPYIIE CTYACHTHI
IIPE3CHTYIOT MOJIyYEHHbIE pe3yibTaTel. B pe3ynbraTte yuyactus B paboTe B Ipynmax CTyJIeHTaMHU
OTpabaThIBAIOTCSI HABBHIKM KOMMYHHUKAallMM B YCTHOW (opMe Ha HWHOCTpaHHOM s3bIKe, OOMeHa
uHpopMalrell Ha HHOCTPAHHOM S3bIKe, a TaKKe MPO(ecCHOHANBHO 3HaYMMbIe HABBIKU B3aMMOAEHCTBUS
C IPYTHMHU JIMIIAMH B (hOpME COTPYTHHUUECTBA, AKTUBHOTO CITyIIAHUS.

B Tedenue 3aHATHUA CTYIEHTY HEOOXOIMMO BBIOJHHUTH 3aJaHMs, BbIJAHHBIC MPEMNOAABATENIEM,
BBITTOJIHEHUE KOTOPBIX 3aUMTHIBACTCS, KaK TeKyIIas paboTa CTy/IeHTa.

OnvH U3 BaXHBIX BUIOB pabOThl HAa MPAKTHUECKUX 3aHATHAX — nepegod mekcma. CylecTBYIOT
pasHbIle BHUIBI MEPEBOAOB (YyCTHBIC, MMCHbMEHHBIC, TEXHUYECKHE, JTUTEPATypHBIC), HO OOIINE MPUHIUIIBI
IepeBo/ia BCeraa OJIHU U Te JKe.

[Tpu mepeBoje TEKCTa Mepes CTyICHTaMH BCTAE€T HECKOJIBKO MPOOJIEM: HEe3HAHHE 3HAUYEHUS CIIOB U
IIPaBUJI TPaMMAaTHUKH, HEOOJIBIION 3armac CHHOHUMOB, CTpax nepes 6oibiuM oobeMoM TekcTa. Ilponecc
MepeBO/Ia ICTTUTCS Ha YCIIOBHBIE JTAIIbI.

1. Jlng Hayana HY’>KHO MEPEBECTH HA3BaHUE, MPOYUTATH UCXOAHBIM TEKCT OT Hayaja J0 KOHIA U
MIOTIBITATHCS TIPH STOM YJIOBUTH, O Y€M HJIET PEUb.

2. 3areM HAYMHAETCSl HEMOCPEICTBEHHO caM IepeBoj. Bce He3HakoMble clioBa B 00s3aTelbHOM
MOpSiIKE HYXKHO BBITUCHIBATH B TETPAb WA HA 3JIEKTPOHHBIM HOCUTENH.JTO MO3BOJISET 3a)UKCHPOBATH
BHUMaHME Ha JIEKCUUECKUX €ANHUIIAX, JyYllle 3a[IOMHUTh UX.

Eme ogHa c10)KHOCTh BO3HUKAET ¢ BEIOOpOM 3HaueHHs. OCHOBHAs, 4acTo ynorpeoseMast JIEKCHKa,
KaK TMpaBWIO, MHOrO3HayHa. B TakoM ciydyae B cioBape dYepe3 3alsTyl0 WIM TOA Iudpamu
MEPEYHCISIFOTCS OCHOBHBIE 3Ha4eHWs. HUKOTa HE HY)KHO OCTAaHABIIMBATHCS Ha MEPBHUYHOM 3HAUCHHH.
Heo6xo01uMo yunThIBaTh KOHTEKCT, B KOTOPOM MOT'YT aKTyaJlu3UpOBAThCSI BTOPUYHbIE 3HAYCHHUS.

He Hy>XHO mepeBOJUTH TEKCT JIOCTIOBHO, BEPHOCTH 00IIeMy CMBICITY (ppa3sl BaskHEE«OYKBATU3MAY.
PesynbraT mepeBosa AOKEH OBITh MOHSATEH HOCHUTENIO PYCCKOTO $3bIKA, YUTATHCA KaK XOPOIIUH
PYCCKOSI3BIYHBIN TEKCT, Ja)K€ €CIM MPU 3TOM MPHUAETCS OTCTYNHTH OT JOCIOBHOW TOYHOCTH. B TO Xke
BpeMs [IEpeBO/Ie He JJOJDKHO OBITh BBIYMaHHbIX, IPOU3BOJIBHO BBEAEHHBIX (DparMeHTOB.

BaxHO TOCTOSIHHO TOJIB30BAThCA PAa3HBIMH THUIIAMH CiIOBapel. B akThBe HOKEH MMEThCS HE
TOJIBKO Te3aypyc, COJepKalllMii 3HAueHHsl OTIENbHBIX CJIOB, HO U TOJKOBBIH CIOBapb, CIIOBAaph-
CTPAaBOYHHK, CJIOBAPh CHHOHMMOB M aHTOHHMOB, Pa3TOBOPHBIN CIIOBApPh, TEPMUHOJIOTHYECKUH, CIIOBAPh
COKpaIlleHUH, TpyTHOCTe M MHOTHeE JApyrue, TeM 0ojee uTo B HacTosllee BpeMs padoTa ympolaeTcs
HaJIM4YMEM DJIEKTPOHHBIX CIOBAapEH.

MeToanueckue yKa3aHus JJIs1 BHITNIOJIHEHHUS CAMOCTOSATEILHO padoThI
CaMocTosiTenbHast paboTa CTYACHTOB 3aKJIFOUASTC:
1) B caMOCTOSITETbHOM M3YYCHHUH JICKCUKO-TPAaMMAaTHYECKOM TeMbI (YTeHUE, TePEeBO/I, MOATOTOBKA
K YCTHOMY OIpOCYy); 2) B CHUCTEMAaTH3allMd W 3aKPErIeHWH IMOJYYCHHBIX 3HAHUN MOCPEICTBOM
MEePECKa3aTEKCTOB U B TTOATOTOBKE K JUCKYCCHU IO TeMe;3) B YIIIyOJICHHOM M3yYeHUH TPAMMAaTUIECKOTO
MarepHaia ¢ UCIOJIb30BAHUEM PEKOMEHOBAHHOM JINTEPATYPHI.
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CaMocTtosiTennbHas ~ BHeayJIuTOpHass pabOThl  CTYAGHTOB —3TO  MPOJOJDKEHHE  HU3yYeHUs
rpaMMaTUYeCKOTO0 M JIEKCMYECKOTO MaTepuajia AWCHUIUIMHBI B IIENSAX pPa3BUTHUM HABBIKOB YTEHUS,
NepeBoa, a TAKKEYCTHOW M MHUChbMEHHOM KOMMYHHKAIIMM Ha MHOCTPAHHOM si3blke. ['7aBHasi 3amava —
MPOYUTATh M TIEPEBECTH JIOMOJIHUTEIbHBIE TEKCTHI, COACP>KaHUE KOTOPBHIX CBS3aHO C MPONACHHOW Ha
MpebIAYIIeM MPAKTUYECKOM 3aHSATUU TEMOM, a TakKe JOMOJHUTH 3HAHHS B 0OJACTH I'pPaMMAaTHUKU C
MOMOIIIbIO U3YYEHUsI yUeOHUKOB, MPUBEICHHBIX B CIIUCKAaX OCHOBHOU U JIOTIOJHUTEIBHOU TUTEPATYPHI.

MeTtoauyeckue yKasaHus 110 OATOTOBKe K YCTHOMY OIIPOCY

YCTHBIA ONMpoc MPOBOAUTCS B WHAUBUAYaIbHONH (OpMe Ha MPAKTUYECKUX 3aHITHUSX, SBISETCA
(dhopMoOil TEKyIIero KOHTPOJSI YPOBHsSI OCBOCHHS y4eOHOU TeMbl. [1oAroToBKa K OMpOCYy MPOBOAMUTCS B
XOJIE CAaMOCTOSITENIbHOM pabOThl CTY/IGHTOB U BKJIIOYAET B ceOsl MOBTOPEHHE MPOIIEHHOT0 MaTepuaia 1o
BOIIPOCAM  MpeACTOAlero omnpoca. Kpome OCHOBHOro Mmarepuana, CTYACHT JOJDKEH W3YyYHTh
JIOTIOIHUTEIbHYI0O PEKOMEHIOBAHHYIO JIUTEpaTypy W HHPOpMaLMIO MO TeMmMe, B TOM 4HCIE C
ucnonb3oBanueM MHrepHeT-pecypcoB. B cpenHem, IOATNOTOBKa K YCTHOMY OIPOCY IO OJHOMY
MPAaKTUYECKOMY 3aHSATUIO 3aHMMaeT OT 2 710 3 4YacoB B 3aBUCUMOCTH OT CIO)XHOCTH TE€Mbl U
0CcOOEHHOCTEH OpraHu3alMy CTYIEHTOM CBOEH CaMOCTOATENbHON paboTel. ONpoc MpeArnonaraeT yCTHbIN
OTBET CTYJICHTa Ha OJUH OCHOBHOM M HECKOJIBKO JOIOJHHUTENIbHBIX BONPOCOB mpenoaasatens. OTBeT
CTYZICHTA JIOJDKEH TPEACTaBIATH co00i pa3BEPHYTOE, CBI3aHHOE, JIOTHYECKH BBHICTPOCHHOE COOOIIEHHE
Ha aHTJIMKCKOM si3bike. IIpu BBICTAaBIIEHMH OLEHKH MPENOAaBaTelb YUYUTHIBAET NMPABUIBHOCTh OTBETA MO
COJIEpPKaHUIO, €ro IMOCIIEN0BATEIBHOCTh, YMEHUE TPAMOTHO CTPOUTh PEUb HA AHIVIMMCKOM S3BIKE, B TOM
YHUCJIE C UCTIOIb30BAHUEM JIMHTBUCTUYECKOW TEPMUHOJIOTHH.

MeToanyeckue yKa3aHHus M0 MOAT0OTOBKE K TeCTHPOBAHHUIO

BrinmonHenue TECTOBBIX 3aJaHUN MPEAOCTABISAET CTYACHTaAM BO3MOXXHOCTh CaMOCTOSITEIBHO
KOHTPOJIHMPOBATh YPOBEHb CBOMX 3HAHUM, 0OHAPYKUBATh MPOOENBI B 3HAHUSAX U MIPUHUMATH MEPbI MO UX
JINMKBUOAIIUN. CDopMa HN3JI0OKCHHUSA TECTOBBIX 3aﬂaHHfI IIO3BOJISICT Saerl'II/ITI) U BOCCTAHOBUTH B IIaMSTU
npoiaeHHbI Matepuan. Jlyis ¢opMHpOBaHMs 3aJaHUK HMCIOJb30BaHA KAaK 3aKPhITas, TAK U OTKPHITas
dopMa. Y cTyAeHTa €CTh BO3MOXXHOCTh BBIOOpa MPABWJIBHOTO OTBETA WM HECKOJBKUX TPABHIBHBIX
OTBETOB M3 YMCJIA MPEJIOKEHHBIX BapUAHTOB. [[J1s1 BBINOJHEHUS TECTOBBIX 3aJaHUM CTYJEHTHI JTOJKHbI
I/I3y‘II/ITI> FpaMMaTI/ILIeCKI/Iﬁ MaTepI/IaJ'I II0 TEMCE, COOTBeTCTByIOHII/IC pa3z{enm y‘Ie6HI/IKOB yqe6me
MOCOOUIA.

Ecnu kakue-To BONPOCHI BBIHECEHBI MPENOAABATENIEM Ha CaMOCTOSATEIIBHOE W3Y4YEHHE, CIIEIyeT
oOpatuTbcs K Yy4ueOHOW JHUTepaType, PEKOMEHIOBAHHOW TWperojaBaTeieM B KaueCTBE HWCTOYHUKA
CBEJICHUM.

MeTtonnueckue yka3aHus 110 MOATOTOBKE K IIPOMEKYTOYHOM aTrTecTanuu B popme
au¢p¢epeHIUPOBAHHOIO 3a4eTa

[Ipu mnoxroroBke K AUPPEpEeHIUPOBAHHOMY 3a4eTy HEOOXOAMMO MOBTOPUTH C ITOMOILBIO
PEKOMEHI0OBaHHO JIMTEpaTyphl BCE Pa3/esbl (TeMaM) JUCIUITHHEIL.

Ha 3agere cTyneHT AOJKEH MOATBEPAUTH YCBOCHHME YYEOHOIO Marepuana, IMpeayCMOTPEHHOIO
paboueil mporpaMMoil AUCLMITIMHBL, a TaKKe MPOJEMOHCTPUPOBATH MPHOOPETEHHbIE HABBIKHM aJanTaluu
MOJTYYEHHBIX TEOPETUUECKUX 3HAHUHN K CBOEH Mpo(eCCHOHAIBHON AESITENbHOCTH, B TOM YHCIe B 00JIacTH
CO3/1aHUs HA aHIVIMHCKOM SI3bIKE PEKIaMHBIX TEKCTOB M MenuamarepuaioB. JuddepeHuupoBaHHblil 3aueT
poBOAUTCA B (hopMe YCTHOrO coOeceOBaHUE MO THIOBBIM BOMPOCAM M BBITOJTHEHUS KOMIUIEKCHBIX
MPAaKTHYECKUX 3aJaHUi, KOTOpble MO (opMe HE OTIMYAIOTCS OT MPAKTUYECKUX 3a/aHHM, BBIIOIHEHHBIX
CTYJIEHTaMH B TEYEHHE TPUMECTPA, HO XapaKTEPU3YIOTCSI MOBBIIIEHHOMN CJI0XKHOCTBIO.

9. MATEPHAJIBHO-TEXHUYECKOE OBECIHHEYEHUE JUCHUIIJIMHBI

I[J'IH pcam3aniu JUCHUITIIMHBI Tp66yeTc51 cIeayromee MarcpruajlbHO-TCXHUYCCKOC obecreueHue:
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- JUI TIPaKTHYECKUX 3aHATHH — y4eOHas ayTUTOpHs, OCHAIIeHHas 000pYJOBaHUEM U TEXHUYECKUMHU
CpencTBaMHu 00y4eHUsI.

- Uil TPOMEXKYTOYHOM arrectaui — YydeOHas ayJuTopus, OCHAIlEeHHas OO0OpYyJIOBaHUEM H
TCXHUYCCKUMU CPCACTBAMUA O6yquI/IH.

JUIst  caMOCTOSITENbHOM — pa0OTBI:  TNOMEIIEHHE, OCHAIICHHOE KOMITBIOTEPHOM TEXHUKOW C
BO3MOXKHOCTBIO TOAKIIOUEHHA K cetu «lMHTepHer» W obecneyeHWeM JOoCTynma K AISKTPOHHOMN
nH(pOpMaIOHHO-00pa30BaTENILHOM Cpe/ie OpraHnu3aIny.

10. OCOBEHHOCTH OCBOEHUA JIMCIMIIJIMHBI IMINAMHU C OT'PAHMYEHHBIMU
BO3MOKHOCTAMM 310POBbBA

OOyvarouMMcsi ¢ OrpaHMYEHHBIMH BO3MOXHOCTSMH 3/10pOBbsl INPEAOCTABISAIOTCSA CIELHAIbHbIC
yueOHUKH, y4eOHble MOCOOMS W JUAAKTHUECKHE MaTepHajbl, CHEelUAIbHbIE TEXHHYECKHE CpE/ICTBa
o0yueHMs KOJJIEKTUBHOIO U HMHIMBUIYQJIBHOIO IIOJb30BaHMSA, YCIYIM aCCUCTEHTa (ThIOTOpA),
OKa3bIBAIOLIETO  OOydYalomMMCsS  HEOOXOMUMYIO  TEXHHUYECKYI0  IIOMOLIb, a  TaKkKe  YCIyrd
CYpAONEPEBOTUUKOB M TU(IOCYPIOTIEPEBOAUNKOB.

OcBoeHME AUCHUIUIHHBI 00yYarOIIUMHUCS C OTPAaHMYCHHBIMU BO3MOYKHOCTSIMU 37I0POBBSI MOJKET OBITh
OpraHU30BaHO COBMECTHO C IPYTUMHU O0yUarOIMMHUCS, a TAKXKE B OT/AEJIbHBIX IPYIIAX.

OcBoeHue JUCUUIUIMHBI  OOYYalOUMMHCS C OTPaHUYEHHBIMM  BO3MOYKHOCTSIMH  3/10pOBbS
OCYLIECTBIISIETCS C Y4€TOM O0COOCHHOCTEH NMCUX0(U3NYECKOro pa3BUTHS, HHIUBUYAIbHBIX BO3MOXKHOCTEH
U COCTOSIHUS 310POBbSL.

B nensix 10cTynHOCTH MOyYeHUs! BhICIIETO 00pa30BaHMs 10 00pa30BaTelbHON MporpaMMe JIMIAMU C
OTpaHUYEHHBIMHU BO3MOXKHOCTSIMHU 3/10POBbS TIPH OCBOSHHH JWCITMIUTMHBI 00€CTICUNBACTCS:

1) uist UL € OrpaHUYEHHBIMU BO3MOXKHOCTSMH 310POBBS 110 3pPEHUIO:

— MIPUCYTCTBHE THIOTOPA, OKA3bIBAIOIINI CTYACHTY HEOOXOAMMYIO TEXHHYECKYIO TIOMOIIb C YUETOM
MH/IMBUIyaJbHBIX OCOOCHHOCTEH (IoMoraer 3aHATh paboyee MecTo, IepelBUIaThcs, MPOYUTATh U
oopMuUTH 3a/1aHKNE, B TOM YHCIIE, 3aIIMChIBAsH [10]] IUKTOBKY),

— IUCbMEHHbIE 33J]aHus, a TAaKXKe HHCTPYKUUM O IMOpsJKEe MX BBIIOIHEHUS O(OPMIISIOTCS
YBEJIIMYEHHBIM HIPUPTOM,

— CcHelraibHble Y4eOHUKH, yu4eOHble MOCOOMsS M TUIAKTHYECKHe MaTephalibl (MMEIoIue KPYIHbIH
mpudT UK ayauodaiiis),

— UHIUBHUIyaJIbHOE paBHOMEPHOE ocBelieHne He meHee 300 ok,

— P HEOOXOJUMOCTH CTYACHTY JUId BBINOJIHEHUS 3aJaHMs IPEIOCTABISETCS YBEINYMBAIOLIEE
YCTPOUCTBO;

2) A7 UL ¢ OTPaHUYEHHBIMU BO3MOXKHOCTSIMH 3/10POBBS 110 CITYXY:

— IIPUCYTCTBHE ACCUCTEHTA, OKa3bIBAIOIINI CTY/IEHTY HEOOXOAUMYIO TEXHUUYECKYIO TIOMOIIIb C YYE€TOM
UHAMBUYaJIbHBIX OCOOCHHOCTEM (ITOMOraeT 3aHATh pabodyee MEeCTO, IEpeBUrarbcs, IPOYNUTaTh U
o(hopMUTH 3a/1aHKE, B TOM YHCIIE, 3aITUChIBAs O] AUKTOBKY),

— o0ecreunBaeTcsl HaJIMYKME 3BYKOYCHUJIMBAIOIIEH ammaparypbl KOJUIEKTUBHOTO IOJIb30BAHUS, IPH
HEoOX0AMMOCTH 00ydJarolieMycsi MpeJoCTaBlIseTcs 3BYKOyCHJIMBAIOIIAs arnaparypa WHIUBHYalbHOTO
10JIb30BaHUS;

— ofecreunBaeTcsl HaIeKaIllMMK 3ByKOBBIMU CPE/ICTBAMHU BOCIIPOU3BEIEHHS HHPOPMAIINY;

3) 1A UL C OTrPaHWYEHHBIMH BO3MOXKHOCTSIMHM 3/I0POBbsl, HMEIOIIUX HAPYIIEHUS OIOPHO-
JBUTaTeIbHOIO anmapara:

— MMUCbMEHHBIE 3aJ]aHMsI BBIMOJIHAIOTCS Ha KOMIIBIOTEPE CO CIIELUATM3HPOBAHHBIM MPOTPAMMHBIM
obecrieueHreM WM HaJUKTOBBIBAIOTCS THIOTOPY;

— T10 JKeJIaHUIO CTYACHTA 33/1aHUSI MOTYT BBITIOIHSTHCS B YCTHOM (opMe.
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