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1. HEJIM OCBOEHUSA JUCLHUIIJINHBI
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 « Jucuunmuusl (Mogynu)» b.1.5.21 OITOII.

[IpenmecTByronye UCUUILUIMHEL (KypCHI,
MOJ1yJIH, IPAKTUKH)

[Tocnenyromuye TUCIUTIITUHBL (KYPChI, MOYJIH,

MIPaKTUKHN)

HNHocTpaHHbIil S3bIK

[IpodeccrnonanbHbli epeBo]l peKJIaMHBIX TEKCTOB

3.IINTAHUPYEMBIE PE3VJIBTATBI OBYYEHMUA 110 JUCIUIIJIMHE

Koa n HanmMeHoBaHue
KOMIIeTeHIIHH

Koa u uHaukaTop(MHAMKATOPHI)
JocTuskeHNs KOMIIETEeHIIUH

Pe3yabTarbl 00yyenust

VK-
4.CriocoOEeHITPUMEHSATHCOBP
€MCHHBICKOMMYHHUKATUBHBI
€TEeXHOJIOT MU, BTOMYHCIICHA
WHOCTPaHHOM(BIX )sI3bIKe(ax
)T aKaJIeMHYECKOTO U
npodeccrnoHalbHOTO
B3aUMOJICHCTBHSL.

YK-4.2. OcyectBiser
npodeccnoHaTbHY IO
KOMMYHHKALIHIO B
COOTBETCTBHUH C IOTPEOHOCTSIM
U COBMECTHOM JI€ATEIBLHOCTH,
BKJIFOYAst
oOMeHHHpOopMaIeHnBbIpadOT
KY€IMHONCTPAaTErnUB3auMOIeH
CTBUSHAUHOCTPAHHOM(BIX )sI3bIK
e(ax).

3HaeT A3bIKOBOM MaTepual (JEKCHUECKUEe
€IMHUIIBI M TPAMMaTHYECKHE
CTPYKTYPBbI),HEOOXOTUMBIH TSI
aKaJIeMUYECKOTO 1 TPO(PECCHOHATBHOTO
B3aUMOJICHCTBUSA

YMeeT BECTH 3aIMCh OCHOBHBIX MBICIICH H
(hakToB (U3 ayITMOTEKCTOB U
TEKCTOB/UITYTEHNU ),3aUChTE3UCOBYCTHOT
OBBICTYIUICHUS/TTICEMEHHOTOIOKIIa/Ia 110
u3ydaemMoi npoodieme;

Baajneer rpaMMaTHYeCKUMU U
JIEKCUYECKUMHM KaTerOpUsMHU U3y4aeMoro
(BIX)MHOCTPAaHHOTO(bIX )sI3bIKA(OB).

OIIK-1. Crocoben
co3JaBaTh
BOCTpeOOBaHHbIE
00IIeCTBOM U HHAYCTpUEH
MEIUATEKCTHI U (WIJIH)
MEINAMPOAYKTHI, U (IIN)
KOMMYHHKAITHOHHBIC
MIPOYKTHI B COOTBETCTBUU
C HOPMaMH# PyCCKOTO U
WHOCTPAHHOTO SI3BIKOB,
0COOCHHOCTAMU

HMHBIX 3HAKOBBIX CHCTEM.

OIIK-1.2. coznaer
BOCTpeOOBaHHBIE OOIIIECTBOM U
WHIYCTPUCH MEIMATEKCTHI U
(vnm) MeAUanpoOAyKTh, U (WIIN)
KOMMYHHUKAITUOHHBIC
MPOAYKTHI B COOTBETCTBHH C
HOpPMaMH WHOCTPAHHOTO S3bIKA.

3naer MMPUHIMIIEI TIPOU3BOJACTBA
MEINATEKCTOB U MEUAIIPOTYKTOB.
YmMmeer co3naBath BOCTpeOOBaHHbBIE
00I11eCTBOM U MHJYCTpUEH METUATEKCTHI.
Baaneer rpaMMaTHYeCKUMU U
JIEKCUYECKMMU HAaBBIKAMH I CO3TaHMs
KOMMYHHKAIIUOHHBIX ITPOAYKTOB B
COOTBETCTBUM C HOPMaMU HHOCTPAHHOIO
SI3bIKa.




4. OFBEM JIJUCIUILIMHLI Y BUJIbl YYEBHOM PABOTHI

OOt 00beM JUCLUILIMHBI COCTABISACT 3 3a4eTHHIX eAuHull, 108akageMrUIecKrX 4acoB.

Ounas ¢opma o0ydyeHus

Bun yuebnol paboThl Bcero vacos TpumecTpbl
3
KonTakTHas paéora (Bcero) 30,2 30,2
B TOM YHCJIE:
npaktuueckue 3anarus (I11P) 30 30
IIpomesxyTouyHas arrecranus 0,2 0,2
CamocrositesibHasi padora (Bcero) (CP) 77,8 77,8
B TOM YHCJIE:
CaMOIIOATOTOBKA (CaMOCTOSITETbHOE HM3yUeHHUE pPa3zelioB,
npopadOTKa W MOBTOPEHHUE JIEKIIMOHHOTO MaTepuana u
MaTepuasa yueOHUKOB U y4eOHBIX MOCOOUH, MOATOTOBKA K 74 74
1a00paTOPHBIM u MPaKTUYECKUM 3aHSTUSM,
KOJJIOKBUYMaM H T.1.)
MOJArOTOBKA K aTTECTALlUU 3.8 3,8
OOmwmii 00BeM, Yac 108 108
dopma MPOMEKYTOYHOU aTTeCTAINH Hudd.3auer Judd.3auer
OuHo-3204Has popMa o0yueHHs
Bun yueGHOM paboThI Bcero gacos TpumecTpsl
4
KonTtakTHasi pa6ora (Bcero) 20,2 20,2
B TOM YHCJIIE:
npaktuueckue 3anstus (I1P) 20 20
[IpomesxyTouHas arrecranus 0,2 0,2
CamocrositesibHas padora (Bcero) (CP) 87,8 87,8
B TOM YHCIIE:
CaMOIIO/ITOTOBKA (CaMOCTOSITEIbHOE HM3yY€HHUE pa3zelioB,
mpopaboTKa U TMOBTOpEHHUE JEKIMOHHOTO MaTepuaia u
MaTepuasga yueOHUKOB U y4eOHBIX MOCOOUH, MOATOTOBKA K 84 84
n1abopaTopHBIM u MPAKTHYECKUM 3aHSATUAM,
KOJJIOKBUYMaM M T.1.)
HOJT0TOBKA K aTTeCTallu1 3.8 3,8
OO0 00HeEM, Yac 108 108
dopma TPOMEKYTOTHOU aTTECTAIUN Hudd.3ager Iudd.3auer
3aounas ¢popma o0yueHust
Bun yuebHoit paboTbl Bcero gacos TpumecTpsl
3
KonTtakTHasi pa6ora (Bcero) 6 6

B TOM YHCIJIC:




npaktuueckue 3auarus (I[1P) 6 6
MPOMEKYTOYHAs aTTeCTAIUS 0,2 0,2
CamocrositesibHas padora (Bcero) (CP) 98 98
B TOM YHUCIJIE:

CaMOTIOZITOTOBKA (CaMOCTOSITENIbHOE M3YYECHHE Da3JIeNoB,

npopaboTKa M TMOBTOPEHHUE JEKIMOHHOTO MaTepuaiga u

MaTepHuaia yueOHUKOB U y4E€OHBIX MOCOOHIA, MOArOTOBKA K 98 98
1abopaTopHBIM u MPAKTHYECKUM 3aHATUAM,

KOJJIOKBUYMaM M T.1.)

HOATOTOBKA K aTTECTAL[NHN 3,8 3,8
OOuuii 00beM, Yac 108 108
dopMa MPOMEKYTOUHON aTTECTAIUN Judd.3auer nudd. 3ager

5. COAEP)KAHUE U CTPYKTYPA JTUCIUIIJIMHDbI

5.1. Conep:kaHue Q¥ CHUANINHbBI

No paznena
(Tembr)

HanmvenoBanue pasnena (TeMbl)

Coneprxanue pazzena (TeMbl)

1

Introduction to marketing and
advertising (BBenenue B
MapKETUHT U PEKJIAMHYIO
NEeATETHLHOCTD )

3HAKOMCTBO ¢ MPOo¢eCCUOHATBHBIMI TEPMUHAMH U
PEUEBBIMH KOHCTPYKIIUSMHU, KOTOPBIC HEOOXOAMMBI
JUTSL OTUCAHUSI OCHOBHBIX JIOJKHOCTHBIX
00s13aHHOCTEH JIULI, YYacTBYIOLIUX B
MapKETUHIOBOH JI€ATEIbHOCTH PEKIAMHBIX
areHTCTB, KOPITOPAaTUBHBIX LIEHHOCTE. BBeneHue B
aKTUBHBIN CJIOBApHBIN 3aMac 3HAUMMBIX AJIs chepbl
pEKJIaMbl CJIOBOCOYCTAHHMA, CBA3aHHBIX C TIOHATHEM
«branding»: brand awareness, brand equity, brand
extension, brand identity, brand image, brand
loyalty, brand name, derived brand, off-brand.

Finding the client (ITouck xiauenra)

PaccmoTpenue ciioB TeMaTHueCKON TPYIIIBI
«KJIMEHTHI U TIOKYTIATeNIN», 3HAKOMCTBO C
OCHOBHBIMH METOJ[AMU MapKETHHTOBBIX
UCCIIeIOBaHUN MHTEpeca NOTEHIIMAIbHbBIX
KIIMEHTOB IS OPTaHU3aIlNH PEKIIAMHBIX KOMITAHHUI:
postal survey(mo4toBslif onpoc), online
survey(onnaiin omnpoc), individual interviews: focus
groups and street interviews (MHIWBUyalTbHOE
WHTEPBBIONPOBaHHE B (POKYC-TPYTIIAX U yITHYHBIE
MHTEPBBIO), telephone survey (TenedoHHbIH ompoc),
panel survey (nmanenbHoe uccnenosanue), feedback
forms (ucnonp3oBanue GopM 0OpaTHOM CBSI3M), pre-
testing (TIpeIBapUTEILHOE TECTUPOBAHHE).

Planning a marketing strategy of ad
agency (ILmanupoBanue
MapKeTHUHIOBOI cTpaTeruu
PEKIIaMHOTO areHTCTBA)

[Tony4yeHue cTyaeHTaMi HaBBIKOB MapKETUHTOBOTO
TUTAHUPOBAHHS PAOOTHI PEKJIAMHOTO areHTCTBA:
analysis of competitors (aHanu3 paboThI
KOHKYpeHTOB), benchmarking (0eHumapkuHr —
aHaJIM3 dTAJOHHBIX MOKa3areneil), situation analysis
(cuTyallMOHHBIN aHAIH3),
implementation(peanu3anus 1iaHa) — 1 IPUHIUIIOB
OTMCAHMI TAKOTO TUIAHMPOBAHUS HAa aHTIIMHCKOM

5




sI3bIKE. AHAJIM3 aHTIOS3BIYHBIX MOHATHH: channels
of distribution of product (kanassr
pacmpocTpaHeHus Mpoaykra), product promotion
(mponBMXEeHHE MPOAYKTA), logistics (JTorucTrka),
public relations(cBsizu ¢ 0OIIECTBEHHOCTHIO).
[TpakTudeckas paboTa Mo HaMCAHUIO TUTIOBBIX
JICIIOBBIX TTUCEM.

Creating ads (Co3nanue pekiambl)

W3ydeHue mporecca co3laHusl PeKIaMHbIX
OOBSIBIICHHIA, TIPECC-PETU30B, MATEPHATIOB,
HEOOXOAMMBIX ISl POJBUKEHHUS IPOTYKTA.
PaccmoTpenue npouecca opraHu3anny peKkiaMHON
KOMITaHUU 10 (POPMUPOBAHUIO TO3UTUBHOTO
UMHKa (PUPMBI HAa TIPUMEPE TYPUCTHUECKOTO
areHTCTBa. AKIICHTUPOBaHHE BHUMAaHUS Ha
HAIIMOHAJIBHBIX KYJIBTYPHBIX OCOOCHHOCTSIX
PEKJIaMHBIX TEKCTOB, KOTOPBIE CIIEAYET YUUTHIBATh
BO BpeMs paOOThI IO MPOABMKEHUIO ITPOAYKTA.
AKTHUBH3AIUS B PEYU CTYIEHTOB CHHTAKCUYECKUX
KOHCTPYKIII/Iﬁ AHTINHCKOTO A3bIKA, UCIIOJIb3YEMBIX
JUTSL peKJIaMbl IPOIYKTa B TICUATHBIX MEHa,
HHTCPHET MPOCTPAHCTBEC, HA TCIICBUICHUU U
MCIONB30BaHUE 3TUX KOHCTPYKIIUI B BEICHUU
JIEJIOBOM KOPPECTOHAECHIINH.

Presenting your public face
(ITy6nmunast mpe3eHTanus CBoei
NESATETHLHOCTH)

3HAKOMCTBO CO CIIOCOOAMU OMUCAHUS Ha
AHIJIMCKOM SI3bIKE PA3JIMYHBIX BUJIOB PEKJIAMHOU
JeSITEeIbHOCTH, HAIIPaBJIEHHOM Ha CO3/1aHue U
MPOJIBUKEHHUE TTOJIOKHUTEITHHOTO 00pa3a KOMITaHHH,
¢bupmbl: newsletters(pacchlika Mucem), press
releases (myOmuKarys mpecc-
pEeNn30B),sponsoring(opraHu3aius CIOHCOPCKOM
NOJIEPAKKN), press conferences (mpoBeeHue
npecc-KoH(pepeHIHii).

Advertising through trade fairs
(Opranu3zanus peKIaMHbIX
KOMIIaHUHM Ha TOPTOBBIX
BBICTaBKaX)

Pacmpenue akTHBHOTO CIIOBapHOIO 3araca
TEPMHUHAMU U TIOHATUSMH, Ha3bIBAOILUMU
OCHOBHBIE YaCTH, 3JIEMEHTHI TOPrOBOM BHICTABKH,
ee ayauroputo: exhibition stand, editorial coverage,
prospects, key publications, additional audience, co-
located items. CocTaBneHue Ha aHITIMICKON s3bIKe
TUIIOBBIX MPUITIAIIEHUI Ha BHICTABOYHbBIE
MEPONPUATHS, PEKIIAMHBIX OyKJIETOB.
PaccmoTrpenmne ocoOeHHOCTEN MoCTpoeHus
JMaJIoroB 1o teMe «Opranusanys BBICTaBOYHOTO
IMaBWJIbOHA». Hanrcanne TMOBOM MOTHMBALIMOHHOM
PEKIIAMHOU PEUHU.

5.2. CTpyKkTypa AUCUMILIHHbI

Ounas popma 00yueHnust

No paznena
(Temsr)

HaumenoBanue paszaena (Tembl) KonmaectBo yacos

1P | CP | Bcero




1 Introduction to marketing and advertising (BBenenue B 6 12 18
MapKETHHT U PEKJIAMHYIO 1€ATeIbHOCTD)

2 Finding the client (ITouck xmenTa) 6 12 18

3 Planning a marketing strategy of ad agency
(IlnanupoBaHuE MapKETUHIOBOM CTpaTEeruy peKIaMHOIO 6 14 20
areHTCTBA)

4 Creating ads (Co3naHue pexyiambl) 4 12 16

5 Presenting your public face(IlyOonuunas mpe3eHTaus 4 12 16
CBOCH IS TEIHHOCTH)

6 Advertising through trade fairs (Opranuzamus 4 12 16
PEKJIaMHBIX KOMIIAHHHM Ha TOPTOBBIX BHICTABKAX)
AtTtectanus 0,2 3,8 4
OO6muit 00pemM 30 74 108

OuHo-3204Has popMa o0yueHHst
Ne paznena HaumenoBanue paszena (TeMbl) KosymnuecTBo yacos
(TemBI) I1P CP Bcero

1 Introduction to marketing and advertising (BBenenue B 4 14 13
MapKETHHT U PEKJIIAMHYIO JIeITCIbHOCTD)

2 Finding the client (ITouck xiuenra) 4 14 18

3 Planning a marketing strategy of ad agency
(ILmanmpoBaHMEe MapKETUHIOBOW CTPATETUU PEKIAMHOTO 4 16 20
areHTCTBA)

4 Creating ads (Co3naHue pexiiambl) 4 14 18

5 Presenting your public face(Ilyoauuynas nmpe3eHTamms ) 14 16
CBOEM 1 TENbHOCTH)

6 Advertising through trade fairs (Opranusanus ) 12 14
PEKJIaMHBIX KOMITAHWHA Ha TOPTOBBIX BHICTABKAX)
AtTtecranus 0,2 3,8 4
OOmumii 06beM 20,2 87,8 108

3aounas popma oOyueHuUs
No paznena HanmMenoBanue paszuena (Tembl) KonuuecTBo yacoB
(TeMBI) I1P CP Bceero

1 Introduction to marketing and advertising (Bsenenue B ) 18 20
MapKETHHT U PEKJIIAMHYIO JICITeITbHOCTD)

2 Finding the client (ITouck xiamnenTa) o) 16 18

3 Planning a marketing strategy of ad agency
(I'LrarmpoBaHre MapKETUHTOBOW CTPATETUU PEKIIAMHOTO 2 16 18
areHTCTBa)

4 Creating ads (Co3nanue pexiambl) _ 16 16

5 Presenting your public face(Ilyonuunas npezeHTarus B 16 16
CBOEH JIeITEIHHOCTH)

6 Advertising through trade fairs (Opranuzanus B 16 16
pPEKJIaMHBIX KOMITAHWA HAa TOPTOBBIX BHICTABKAX )
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AtTtectanus 0,2 3,8 4
OO6muit 00pemM 6 98 108
5.3. 3aHATHSA CEeMMHAPCKOI0 THIIA
Ounas ¢popma o0ydeHus
Nem/m | Nepazmena Bun HanmenoBanue KomunuecTtBo
(Tembr) 3aHATHUS 4acoB
1 1 [P Introduction to marketing and advertising
(BBenenue B MapKETUHT U PEKIAMHYIO 6
JIEeATEITLHOCTD )
2 2 I1P Finding the client (ITouck kmuenTa) 6
3 3 1P Planning a marketing strategy of ad agency
(IImaHupoBaHuEe MapKETUHIOBOM CTpareruu 6
PEKJIaMHOTO areHTCTBA)
4 4 1P Creating ads (Co3nanue pekiiamMmbr) 4
5 5 1P Presenting your public face (ITyomuanas 4
IPE3eHTAIMs] CBOCH JesITeIbHOCTH)
6 6 1P Adpvertisin gthrough trade fairs (Opranu3zamus 4
PEKJIAaMHBIX KOMITAHUH Ha TOPTOBBIX BBICTABKAX)
AtTrecranus 0.2
OuHo-3a04Has1 popma 00ydeHHsI
Ne i/ Ne paznena Bun HaumeHnoBaHue KonmnuectBo
(Temsr) 3aHATUSA 4acoB
1 1 ITP Introduction to marketing and advertising
(BBenenue B MAapKeTUHT U PEKIAMHYIO 4
JIeSITEJIbHOCTh)
2 2 1P Finding the client (ITouck knuenra) 4
3 3 [P Planning a marketing strategy of ad agency
(ITmanupoBaHMEe MapKETUHIOBOM CTpaTeruu 4
PEKJIaMHOIO areHTCTBA)
4 4 ITP Creating ads (Co3gaHue pekiambl) 4
5 5 ITP Presenting your public face (ITy6nuunas )
MIPE3CHTAINS CBOCH JeSITEITbHOCTH)
6 6 ITP Advertising through trade fairs (Opranu3zamnus )
PEKJIAMHBIX KOMITAHUH Ha TOPTOBBIX BBICTABKAX)
ATtTecranus 0.2

3aouHas popma o0ydeHus




Nen/m | Nepazmena Bun HanmenoBanue Konnuectso
(Tembr) 3aHATHUS 4acoB

1 1 I1P Introduction to marketing and advertising
(BBeneHue B MApKETUHT U PEKJIAMHYIO 2
JIEATETLHOCTD)

2 2 [P Finding the client (ITouck knuenra) )

3 3 1P Planning a marketing strategy of ad agency
(ILmannpoBaHre MapKETUHTOBOM CTpaTeruu 2
PEKIaMHOIO areHTCTBA)
[ToarotoBka K arTecTaluu 3.8

5.4. KypcoBoii npoekT (kypcoBasi padora, pacueTHO-rpadguyeckas padora, pedepar, KOHTPOJIbHASA
padora) — He IPEeayCMOTPEHO

5.5. CamocTosiTeibHasA padoTa

Ne Bunel camocTosiTenbHON paboThI 0®0 0O3®0 300
paznena
(Temsl)
1-6 [ToaroroBka Kk yCTHOMY OIPOCY IO TEME, TECTUPOBAHUIO, 74 ’4 08
BBITIOJITHCHHUIO TTPAKTUYCCKUX 3aJIaHUM.
1-6 IlonroroBka x arTecTaiym. 3,8 3,8 3.8

6. OBPA3OBATEJ/IBHBIE TEXHOJIOT' MU

[Ipu 00yyeHN HHOCTPAHHOMY SI3BIKY MCIIOJIB3YIOTCS CIEAYIOLIE 00pa30BaTeIbHbIE TEXHOIOTHUH.

TexHon0rMsT KOMMYHMKAaTUBHOTO OOY4EHHUsl — HampaBieHa Ha (GOpMHUpPOBaHME KOMMYHUKATUBHON
KOMIIETEHTHOCTH CTYJIE€HTOB, KOTOPAs SIBIISIETCSI 0a30BOiA, HEOOXOAUMOM JUTS aJalTallii K COBPEMEHHBIM
YCIIOBUSAM MEKKYJIBTYpPHOH KOMMYHHUKAIIUH.

TexHonorus pazHoypoBHEBOTo (Iu(dHepeHIIPOBaHHOT0) 00yUEeHUsI MPEIoIaraeT OCyIlecTBIECHUE
MO3HABATENbHOM  JEATENbHOCTH CTYAEHTOB C Y4Y€TOM HX HWHAMBUIYaIbHBIX CIIOCOOHOCTEH,
BO3MOYKHOCTEH M HMHTEPECOB, TMOOMIPSS MX PEaTH30BHIBATH CBOW TBOpUecKWil moteHuman. Co3naHue U
MCMOJIb30BAHUE TUATHOCTUYECKUX TECTOB SBJISETCS HEOThEMJIEMON YaCThIO JAHHOW TEXHOJIOTHH.

TexHonorus  WHAMBHAyaNnW3alUd  OOYYEHHS  TIOMOTAeT  PEaJM30BBIBATH  JIMYHOCTHO-
OPMEHTUPOBAHHBIN MMOX0, YUYUTHIBAS MHIUBUIyaIbHbIE OCOOCHHOCTH U MOTPEOHOCTH yUaIUXCA.

TexHOoNOTHS TECTUPOBAHHUS WCIIOJB3YETCS JUISI KOHTPOJSl YPOBHS YCBOGHHUS JIEKCHUYECKHX,
rpaMMaTHYeCKUX 3HAHMHA B paMKax MOMIYJsl Ha onpeneléHHOM dTare oOyueHus. J[aHHAs TEXHOJIOTHUsS
MO3BOJISIET TIPETNOABATENI0 BBIABUTh W CHCTEMAaTH3WPOBATh ACIEKTHI, TPEOYIOMIME TOMOIHUTEIHHON
POPabOTKH.

TexHonorus o0ydeHHs] B COTPYAHMUYECTBE pealM3yeT U0 B3aHMHOTO OOYy4YeHHS, OCYIIECTBIISSI
KaK UHAMBHYaJbHYIO, TAaK U KOJUIEKTUBHYIO OTBETCTBEHHOCTb 3a pellIeHHe yUeOHBIX 3a/1a4.

WrpoBasi TeXHOJIOTHSI TIO3BOJISIET pa3BUBATh HABBIKA PACCMOTPEHHUS Psiia BO3MOXKHBIX CIIOCOOOB
peteHus Npo0seM, aKTUBU3UPYS MBIIUIEHUE CTYACHTOB U PACKPBIBAsl IMYHOCTHBINA MOTEHIUAN KaXKIO0T0
oOydJarorerocs.

TexHonorus pa3BUTHA KPUTUYECKOTO MBIIIJICHUS CIOCOOCTBYET (POPMUPOBAHUIO Pa3HOCTOPOHHEH
JUYHOCTH, CITIOCOOHON KPUTHUYECKH OTHOCHUTHCA K MH(OpMalMU, YMEHHUIO OTOMpaTh MH(GOPMAIMIO IJIS
peleHust MOCTAaBICHHOM 3a1auu.




Nudopmannonno-kommyHukanuonueie Texnonoruu (MKT) pacmupsitor pamMku 00pa3oBaTeIbHOTO
mpolecca, TMOBBIMIAsS €ro MPAaKTUYEeCKYI0  HAIMPaBICHHOCTh, CIIOCOOCTBYIOT HHTEHCHU(DUKAIMH
CaMOCTOATEIILHON PabOThl OOYYAIOIIMXCS U MOBBIIICHUIO MTO3HABATEIbHONW aKTHBHOCTH. B pamkax MKT
BBIICIISIOTCS 2 BUJIA TEXHOJIOTHIA:

- MeXHON02Usl UCNONb30BAHUS KOMILIOMEPHLIX NPOSPAMM, KOTOpas IMO3BoJseT 3(PPEeKTHBHO
JIOTIOJTHUTH TPOIIECC OOYUCHMS S3BIKY Ha BCEX YPOBHSIX. MyIbTHMEIUNHHBIC POTPAMMEBI MTPEIHA3HAUCHBI
KaK U9 ayJAuTOPHOM, TaK M CaMOCTOSTENbHOM pabOThl CTYJACHTOB M HANpaBJICHBI Ha pa3BUTHE
rpaMMaTHYECKUX U JICKCUYECKUX HABBIKOB.

- Unmeprnem-mexnono2uu, MpeaoCTABIISIONINE ITUPOKUE BOZMOKHOCTH JJIs MTOMCKa HHGOPMAITIH,
BEJICHUSI HAYYHBIX UCCIIE0OBAHUI.

I/IHTepaKTHBHbIe H AaKTHBHbIC 06pa3OBaTeJIBHLIe TEXHOJO0I'UH,
HCIIOJBb3YEMbIEC B AYIUTOPHBIX 3aHATUAX

Ne Bun Hcnonp3yemble HHTEPAaKTUBHBIE U aKTUBHBIE KonuuectBo yacoB
paszena | 3aHATHA 00pa3oBareIbHbIC TEXHOIOTUH
(TempI) 0®0 300
3 [P TBOpYeckue 3a1aHusl: COCTaBICHUE paccKasa o 2 2

petieHny pabouux npodeM Mo OMOPHBIM
dpazam, 03BydHBaHHE [0 POJIIM (hparMeHTa
AHTJIMICKOTO (HITbMa, B KOTOPOM
JEMOHCTPHUPYETCS CUTYallHs, CBA3aHHAS C
pa3pabOTKON MapKETUHTOBOW CTpaTETuu
PEKJIaMHOTO areHTCTBa (Urpa B KHHOLYOJISIK).

5,6 ITP WuTepakTuBHOE 3aHATHE (paboTa C 2 2
ayJuoMaTepuaiaMu: CBOOOHAas MHTEpIpeTaLus
MaTepuasoB ayIUPOBaHMS; COKPATHUECKUM
JTMAJIOT Ha OCHOBE CTPAHOBEIUYECKUX
MaTepuaIoB: HEOOX0IUMO, HalIpUMep,
000CHOBATh TOT WJIM MHOM MapKETHHIOBBIH
npueM; «oOydJaroluics B posiu
IpernoJiaBaTess; UCIOIb30BAHUE
MHTEPAaKTUBHBIX 00y4aromux GuibMOB, B
KOTOPBIX HEOOXOIMMO TOMOYb TE€POsIM
3aKOHUYUTH (pa3sl B AUAIOre U T.J.; IPOCMOTP U
o0cyxieHue yueOHbIX (PUIbMOB.

IIpakTH4eckas MOATOTOBKA 00y4aIOIINXCH

Ne paznena Bun Bunet pabot Konuuectso
(Tempr) 3aHATUSA 4acoB

7. OHEHOYHBIE MATEPHUAJIBI UIA TEKYIIETI'O KOHTPOJIA YCIIEBAEMOCTMN,
IMPOMEXKYTOUYHOM ATTECTAIIUM

7.1. MeTroanueckue MaTepHuaJbl, ONpeAe/IsIIOIMe PoUeIypPhbl OLEHUBAHUS B PAMKAX TEKYLIEro
KOHTPOJISl yCIIeBAeMOCTH
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YCeTHBIH 0POC — CPECTBO KOHTPOJISI YCBOGHUS YU€OHOTO MaTepuaia o TeMaMm 3aHsATHA.

[Ipouenypa mnpoBeaeHHUs TAaHHOTO OIICHOYHOI'O MEPONPHATHS BKJIO4aeT B cebs: Oecemy
MPeroiaBaTessi C 00yJaromuMCs Ha TEMBI, CBSI3aHHBIC C M3y4aeMOW TUCIMITIMHOMN, U pacCUMTaHHOE Ha
BBISICHEHHE oOO0beMa 3HAHMWA OO0ydwaromierocsi IO ONpeAesieHHOMY pasleny, Teme, mpobdieMe
(MHIUBUYaTEHO WU (PPOHTAIIBHO).

[lokazarenu A OLEHKM YCTHOTO OTBeTa: 1) 3HaHMe Marepuaia; 2) MOCIeI0BaTEIbHOCTh
U3IIOKEHUS; 3) BiIaJieHue pedblo U MPOPECCHOHATBHON TEPMUHOJIOTHEH; 4) MPUMEHEHUE KOHKPETHBIX
MIPUMEPOB; 5) 3HAaHUE paHee U3YyYEHHOro MaTrepuaia; 6) ypoBeHb TEOPETHUECKOTO aHAIN3a; 7) CTENeHb
CaMOCTOSITENTLHOCTH; 8) CTENEHb aKTUBHOCTH B IIpoIiecce; 9) BHINOTHEHNE PerilaMeHTa.

Jlis TOATOTOBKM K JAaHHOMY OIICHOYHOMY MEPOIPUSTUIO HEOOXOAMMO H3YyYUTh ydeOHbIE
MaTepuaigbl MO TeME 3aHATHs, MPOCMOTPETh CIPABOYHHUKHM IO TpaMMAaTHKE, a TaKXe IMOBTOPUTH
MaTepuabl, 3alMcaHHbIe BO BpeMs IPAKTUUECKUX 3aHATUH.

TecTupoBaHMe—CpeCTBO KOHTPOJIA YCBOCHHUs ydeOHOro Marepuana. He MeHee, uem 3a Henemro
710 TECTUPOBAHMUS, MPENOJABATENb ONpPEAeseT sl 00yUYaroluXCsi UCXOAHbIE JaHHbIE ISl TOJTOTOBKU
K TECTHPOBAHHUIO: TEMBI, BOIPOCHL, MO KOTOPHIM OYAyT 3aJaHusi B TECTOBOW (opme, JIUTEpaTypy U
MCTOYHUKHU C TOYHBIM yKa3aHUEM pPa3/IesioB, TEM, CTaTel AJisi MOATOTOBKHU.

TecTpl BBIMONHAIOTCS BO BpeMs ayIUTOPHBIX 3aHATHH CEMHUHAPCKOTO THMA (IMPAKTHYECKHX
3aHATHUR).

KonngecTBo BONpOCOB B TECTOBOM 33/IaHUU ONPEACISAETCS MPEIOoIaBaTEeIIeM.

Ha Beimmonnenue tectoB otBoautcs 0,5—1 akagemuyeckuit yac.

WupuBuayanpHOE TECTOBOE 33JaHKE BBIAACTCS oOydaromieMmycst Ha OymMaxHOM Hocutene. Takxke
TECTUPOBAHUE MOXKET MPOBOAMTHCS C HCIOJB30BAHUEM KOMIIBIOTEPHBIX CpPEJICTB M MIpOrpaMM B
CTIEMAIBHO 000PY/IOBaHHBIX TTIOMEIICHHUSX.

[Ipy mpoXOoXAEHUM TECTUPOBAHUS MOJIB30BAThCS Y4YEOHHKAMH M y4eOHBIMH TOCOOHMSIMH HE
paszperaercsi.

YpoBeHb 3HaHUK  OOy4aroOlErocss OMpeaeseTcsl OLEHKAMU  «OTJIIMYHO»,  «XOPOIIOY,
«YJIOBJIETBOPUTEILHOY, «HEYIOBICTBOPUTEIHHO.

BbinoJiHeHHe NMPAKTHYECKUX 3aJaHUi (pellieHNe SBPUCTUYECKHUX 3a71ad U 3a]a4, CBS3aHHBIX C
UHTEpIpeTalMe TekcTa) — NUCbMEeHHass ¢opma paboThl CTyJeHTa, KOTopas CIIOCOOCTBYET
3aKpEeIUICHUI0 M YIJIyOJNCHHIO TEOPeTHMUYECKHX 3HAHMM W TO3BOJISET CPOPMHUPOBATH Yy CTYACHTOB
HaBBIKH TPUMEHEHHS dTHX 3HAHUN Ha MPAKTHKE.

[IpakTHyeckue 3a/laHus BBIOJHSAIOTCS BO BpeMs ayJUTOPHBIX 3aHATUI CEMHUHApPCKOIo THMA IO
MIPEJUIOKEHHBIM TIPETo/[aBaTeIeM MaTepHrajiaMm.

KonnyectBo 3a1anuii onpenensiercs: npenojaBaTeieM.

Pe3ynbraToM BBITONHEHMS 331aHUS SBISETCS OTUET, KOTOPBIA TOJDKEH COMEpkKAaTh: HOMED, TEMY
MPAKTUYECKON pPabOThl; KpaTKoe ONHCAaHME KaXKJOTO 3a/JaHusi; BBIOJHEHHOE 3a/1aHue; OTBETHl Ha
KOHTPOJILHBIE BOIIPOCHI.

YpoBeHb YMEHHMI M HaBBIKOB OOYYaroOIIErocsl ONpeneNseTcsl OLlEHKAMU «OTIMYHO», «XOpPOILO»,
«Y/IOBJIETBOPUTEILHOY, «HEYIOBICTBOPUTEIHHO.

7.2. MeToanuyeckue MaTepuaJibl, ONpeaesolme NpoueIypbl OHEHUBAHUSA B PAMKaXx
NMPOMEKYTOYHOM aTTecTalluu

JuddepeHumpoBanHblii 3a4eT — 3T0 (HopMa IPOMEKYTOUHONW aTTeCTalluH, 3a/a4ell KOTOPOro
SBJIETCS KOMIUJIEKCHOE OIIEHKAa YpOBHEH JOCTHKEHMsS IUIAHUPYEMBIX pPE3YyJbTaTOB OOY4YEHHs IO
JUCLUIIINHE.

JuddepeHunpoBaHHbI 3a4eT A O4YHOM (opmbl OOyueHHUss NPOBOAUTCS 3a CUET YacoB,
OTBEACHHBIX HA U3YYEHUE COOTBETCTBYIOIIEH JUCLUIIINHBIL.

[Ipouenypa mnpoBeAeHHs] [aHHOTO OLIEHOYHOTO MEpONpPUATHS BKIIOYAaeT B CeO0sl OLEHKY
pe3yJabTaTOB TEKYLIEro KOHTPOJS YCHEBAaEMOCTH CTyJEHTa B TEYEHHE Imepuojga OOydYeHHs I10
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aucuuIuinHe. [l fnomycka K 3a4eTy HeoOXOAMMO MMETh IOJIOKUTENIbHBIE OLIEHKH, MOJyYCHHBIE B
paMKax TEKYIIEro KOHTPOJIsS YCIIEBAEMOCTH, 10 KaXOU TeMe, IIPEAYCMOTPEHHOM NUCLUILIMHOM.

B kputepuu nTOroBoil OLEHKH ypOBHSI MOATOTOBKHM 00y4YaroLIerocs no AUCLHUIUIMHE BXOJAT:

- YPOBEHb YCBOCHHSI CTYJICHTOM MaTepuaa, peayCMOTPEHHOr0 pabodel mporpaMMoii;

- YPOBEHb INPAKTHYECKUX YMEHHUH, NPOJEMOHCTPUPOBAHHBIX CTYJEHTOM IIPH BBIIOJHEHUU
MPAKTUYECKUX 3aJaHH;

- YPOBEHb OCBOEHUS KOMIIETCHIIMH, TO3BOJIAIOIINX BBIIOJIHATD IPAKTUUECKUE 3aJaHUS;

- JIOTHKA MBIIUIEHUS,, 000CHOBAaHHOCTH, YETKOCTh, TOJTHOTA OTBETOB.

IIponenypa mpoBeneHUS JAHHOIO  OLIGHOYHOIO  MEPONpUATHS  NpPEeACTaBiIsieT  coOoi
co0ecel0BaHUe MO0 TEOPETHYECKUM BOIPOCAM, 2 TAK/Ke BBINOJHEHHE CTYIeHTAMH KOMILJIEKCHOT 0
NMPAKTHYECKOI0 32/1aHNUsI(HECKOJIbKO 3aJaHUlil Pa3HOI0 THUIIA) MOBBLIIMIEHHOMN CJI0KHOCTH, KOTOPOE
HaIlpaBJI€HO HAa IPOBEPKY KAK I'PaMMAaTUYECKMX 3HAHWM CTYACHTOB, TaK M PEUYEBBIX KOMIIETCHIUI
(moHMMaHue OOLIero COoJEepXkKaHUsA TEKCTOB, HPOPECCHOHATBHON TEPMUHOJOTHH, CIIOCOOHOCTh K
MPAaBUIILHON MHTEPIIPETAIIMH N3JI0KEHHBIX B TEKCTaX (DAKTUUECKUX JTAHHBIX).

TunoBele mpakTHueckue 3anaHus K TU(GGEpEeHIMPOBAHHOMY 3a4eTy JOBOJATCS O CBEAEHUS
CTYJICHTOB 3apaHee.

IIpy moaroTroBke K OTBETY MOJb30BAHUE YYEOHUKAMH, Y4EOHO-METOAMUYECKUMH MOCOOMSIMH,
CpEeACTBAaMU CBSI3U M AJIEKTPOHHBIMHU PECYpPCaMu Ha JTFOOBIX HOCUTEISX 3alPELIeHO.

Ha BrInonHeHne KOMIIIEKCHOTO MPAaKTUYECKOr0 3aJaHusl OTBOAUTCS, Kak npasuio, 30—40 MuHYT.

[Tocne okOHYAaHHUSI OTBETA MpENoJaBaTeib OOBSIBIAECT O0OYyYaIOUMIEMyCsl OIICHKY IO pe3yJbTaTaM
3a4eTa, a TAKXKE BHOCUT 3TY OLIEHKY B aTTECTALlMOHHYIO BEIOMOCTD, 3a4E€THYIO KHUXKKY.

YpoBeHb  3HaHUM, YMEHMM W  HaBBIKOB  OOYy4aloOLIErocs  OIpenessieTcsl  OLEHKaMu
«HEYAOBIETBOPUTEIILHO, «YJOBIETBOPUTEIBHO», «XOPOLIO» U KOTIUYHOM.

7.3. OueHo4Hble CpeAcTBA, KPUTEPHH U IIKAJIA OLeHKH
Tunosble 3a1aHNus I TEKYLIEro KOHTPOJIS yCIIeBaeMOCTH

IlepeyeHb THIIOBBIX BOMPOCOB JISI YCTHOTO OIIpoca
OTBeT Ha BOMPOC JOJKEH MPEJICTaBISITh COO0N KpaTKoe MOHOJIOTHYECKOE BBICKA3bIBAHUE
Ha aHTJIUUCKOM SI3BbIKE

1. Kpatko onuuuTe AesTeNbHOCTh EPEUNCICHHBIX CIIEUAINCTOB B 00J1acTH MapKeTuHra: «brand
manager», «director of marketing», «head of PR», «marketing assistant».

2. Jlavite onpenenenue TepmMuHa «branding.

3.IlpencraBpre cebe, YTO KOMIMAHHMSA, MOJYUYHUBINAS H3BECTHOCTh Ojarojaps MNEepBOKIACCHON
TYPUCTHUYECKOW HKUIMPOBKE, KOTOPYIO OHa BBINYCKaja, PEIIiia MPOW3BOIUTH TOBAphl IS JIOMA.
Cutyanus onMcana cienyroumm ooOpasom: «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 product was off-brand». O6bsicHuTE 3HaueHne TepMuHa «off-brand».

4. Tlpn co3MaHUM MapKETHHTOBOH CTpAaTeTMH BaXHO ONPEACTUTHh TO, YTO Ha3bIBaeTcs «typical
customer profile». Uto 0603Ha4aeT 3T0 aHITTUICKOE BBIpasKEHHE.

5. MapketunroBbiii komriekc(«marketing mix») oObIYHO BKJIIOYAET TaK Ha3bIBaeMble «4eTbipe P»
(«four Ps»): product, price, placement, promotion. O0bsiCHUTE, YTO 0003HAYAIOT ATU TEPMHUHBI.

6. OGBIYHO /1€7I0BOE MUCHMO JIOJDKHO BKJIHOYATh (pasbl, KOTOPbIE MOKHO OOBEAMHUTH B TPYIIIbI:
«Greetings and closes», «Pleasantries», «Closes for saying thank you». IlpuBenute mnpuMepbI
OOMICTTPUHSATHIX PEYEBHIX POPMYIT LTS KaXIOH U3 TPYIIIL.

7. OObsicHUTE, AT KaKUX Lenel OblI pa3paboTaH MHCTPYMEHT, MOJIyYMBIIMKA Ha3BaHue «Boston
Matrix»?

8. Kak pacmmdpossiBaetcs abopeBuarypa AIDA, KOTOPYIO HCHOB3YIOT Ul 0003HAYEHUST MOJETH
MIPOABIDKEHHSI TPOAYKTOB U yCIIyT. [IpoKOMMEHTHpYTE 3HAaUSHHE KaXXI0TO TEPMHUHA.
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9. Ilepeuncnute 00s3aTeNbHbIE Pa3/eNbl B CTPYKTYpe CTaHIAPTHOIO Ipecc-peiu3a, MPUBEIUTE
MPUMEPHI OOLIETPUHATHIX PEUYEBBIX (HOPMYJI, UCIIOIB3YEMbIX B KQXKIOM pa3/ere.

10. Bo BpeMs npe3eHTauuu KOMIIAHWHM Ha TOPTOBBIX BBICTABKAaX, APMapKax MapKETOJOTU IOTOBST
IUIsl yYaCTHUKOB TPE3EHTALNH «giveawaysy. OOBbsSCHUTE 3HAYEHUE 3TOTO CIIOBA.

Kpurtepun oneHKH yCTHOTO onpoca

OneHka «OTIUYHO» BBICTABISIETCS CTYJIEHTY, €CIM OH B TOJHOW Mepe PacKpbul COJEp)KaHUE
BOIIPOCA, €r0 pedb XapaKTepU3yeTcs coOMoeHneM (OHETUYECKUX U TPaMMATHYECKHUX HOPM
AHTTIUICKOTO SI3bIKa, HAChIIIeHa TPOo(deCCHOHAaTbHBIMU TEPMUHAMHU.

OrneHKa «XOpOIIO» BBICTABJISETCS CTYACHTY, €CJIM B IMPOIECCe OTBETA OH JOMYCTUJI OJHY-IBE
OLIMOKM B PACKPBITUU COJEp>KaHUS BOMpPOCAa WIM B TMOCTPOCHUHU MPEIUIOKEHHH (TpaMMaTHyecKue
OILIUOKM).

OneHka «yZOBIETBOPUTEIBHO» BBICTABISIETCS CTYAEHTY, €CIM OH B I€JIOM TOHUMAeT
coJiepKaHUEe HM3YUYEHHBIX TE€M, MMEET MPEJCTaBICHHE O IPaMMAaTHYECKUX HOpMax, HO B Ipoliecce
OTBeTa J0IycKaeT 0oJiee ABYX OLIMOOK.

OueHka «HEYJIOBJICTBOPUTEILHO» BBICTABISETCS CTYACHTY, €CJIM OTBET MO CYIIECTBY
OTCYTCTBYET, HECMOTPS Ha HAaBOJSIIME BOMPOCHI Mo aBaTes.

Hepeqeﬂb THUIIOBBIX TECTOBbIX 3ana1m1“4

1. TlpounTaiiTe ommcaHWe IOKHOCTHBIX OOS3aHHOCTEH COTpYJIHHMKA KoMmmaHuu. OmnpenenuTe
JOJDKHOCTB, KOTOpyto oH 3aHuMaeT: «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 cnoco6oB cOOpa TaHHBIX B MAPKETUHIOBBIX MCCIEAOBAHUAX B OPUTAHCKOM BapHaHTE
Pa3srOBOPHOIO aHTIUICKOIO A3bIKa OOBIYHO Ha3bIBAETCS «one-on-oney. Beidepure npodeccruoHaibHbIH
CHHOHHM 3TOTO pa3rOBOPHOTO CJIOBA.

a) postal survey,

b) telephone survey,

c) street interview,

d)individual interview.

3. MapkeTuHroBblii KOMILIEKC («marketing mix»), KpOMe YeThIpeX OCHOBHBIX 3JeMeHTOB (product,
price,placement, promotion) MOXET BKJIIOYaTh TPU JIOMOJHUTENBHBIX. BpIOepuTe 3TH TpH 3JI€MEHTa U3
MEPEYHCICHHBIX.

a) participants,

b) prediction,

C) projection,

d)processes,

e) physical evidence.

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

a) stars,

b) cash cows,
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¢) question marls,
d) poor dogs.

5. B Bpems TOpProBbIX BBICTABOK MHOTHME KOMIIAHWU OPTaHU3yIOT «social events». Haiigure
BEPHOE ONPEICTICHUE ITOTO MEPOIIPUSTHSI.

a) «Such events usually bring together high-ranking sponsors who can discuss development
issues of a company. 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».

KpuTtepuu u oneHKHU TeCTHPOBAHUS
KonnyecTBo npaBUIBHBIX OTBETOB:
Menee 5 (13 10 BOpocoB)— «HEYJOBIETBOPUTEIHHOY,
5—6 — «y10BIETBOPUTEIILHOY,
7—-8 — «Xopo1ioy,
9-10 — «oTTUYHOY.

Tunosble 3aaHus 11 IPAKTHYECKOH MOATOTOBKYU 00y4ar0uXCs

IIpakTuyeckoe 3axanue 1
IIpounTaiiTe AUAJIOT 0 CTPYKTYPe MAPKETHHIOBOI'0 OT/I€J1a PeKJIAMHOM KOMIAHUHU. 3aM0JTHUTE
MPOIYCKH B OPraHU3aIMOHHOM cXeMe HMeHAMH COOTBETCTBYIOIIMX 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.
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Rob. OK. And Thomas. That’s easy enough.
Anna. Right. Finally, Sylvia is responsible for the image of our various brands.
Rob. Great! That’s very helpful.

a ,b , C ,d , € ’f

IIpakTnyeckoe 3aganue 2
Ilepen Bamu ceMb COBETOB, KaK MOJYYHTh 00JIbIIIE M0JIE3HBIX CBEeHUI 0 BAIIUX NOTEHIIUATbHBIX
KJIMeHTaX. 3aM0JHUTe NPONYCKH B MPEJIOKEHUAX CJIOBAMHU MJIU CJI0BOCOYETAHUAMM, KOTOpPbIE
HANMCAHBI KYPpCUBHBIM ipu¢ToM. IlpMep npuBeneH B nepBoM NpelioKeHHH

Clients, competitors, find out, listening, teyal-ecustoners, new trends, sales records, search terms

1. Email loyal customers directly with one or two questions.

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

3. Schedule a social event, such as a wine tasting, for existing or potential ,and use
this as an opportunity to more about what they want.

4. Compare your marketing approach with that of your . What areas are they
targeting that you aren’t?

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

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

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

IIpakTnueckoe 3aganue 3
I'pynna coTpyaHnkoB (pMpPMbI, KOTOPAasi 3aHUMAETCS PEKJIaMOil TYPHCTHYECKOM 01e:K1bl, 00yBH 1
MHBEHTAPS IS HAYUHAKIIUX TYPUCTOB — NIPEUMYIIeCTBEHHO NMOJAPOCTKOB, COOMpPaeTcs NPOBECTH
MAapKeTHHIOBOE HCCICA0BAHME M 00Cy KAaeT, KaKue MeToAbl cOopa JaHHbIX UM JIy4lle
UCNo0/1b30BaTh. IIpounTaiiTe TEKCT, BHINOJHUTE 3aJaHUS K HEMY

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

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

Rupert. Neither do I. After all, every time I get one of those 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
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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 W CJI0BOCOYETAHUSI, KOTOPble COOTBETCTBYIOT CJIeIYIOLIHM
onpeeeHUsIM:

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:

3anoHUTE HAliAeHHBIMH BAMH CJIOBAMH U CJI0BOCOYETAHHSIMHU MPONMYCKH B NMPEIIOKEHHAX:

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%, so don’t set your
expectations too high.

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

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

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

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

IIpakTnyeckoe 3aganue 4
MeHeqkep KOMIIAHUH, PEAOCTABJISIIOLIEH YCIYTH CBA3H, ONUCHIBAeT CBOMM KoJLIeraM
«MAPKEeTHHIOBbIN KOMILIEKC» («marketing mix») HoBoro npoaykra. [Ipoyuraiite MoHoJIOT,
BBINUIINTE U3 TeKCTa Gpa3bl, KOTOPHIMU MOKHO ObLJIO Obl 32aNI0JTHUTH TA0JIHLLY

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
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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 3agaHue S
Bbl BuauTE 1BA CIMCKA CJI0OB: COEJMHUB OHO U3 CJIOB MEPBOro CNUCKA ¢ OJJHUM U3 CJI0B
BTOPOI'0 CNIMCKA, BbI MOJYYHTE CJI0BOCOYETAHNE, KOTOPOE COOTBETCTBYET OAHOM U3 1euHUIHIA,
NpHUBeIeHHbIX HHKe. BoImuimTe /151 KaxK10i 1eUHUIIUN MOAX0AsIIIee CJIOBOCOYETAHUE

[Ipumep: cnoBo median3 mepBoro cmucka oOpa3yeT cO CJIOBOM mentionsu3 BTOPOTO CTONOIA
CIIOBOCOYETAaHUE mediamentions, KOTOPOMY COOTBETCTBYET JAeGUHULIUS d.

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,

¢) 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)

Kpurtepun u mkaJia olieHKH BbINOJHEHUS NPAKTHYECKUX 3aaHUM

OneHka «OTJIIMYHO» BBICTABJISETCS CTYIEHTY, €CIIM OH CaMOCTOSITENIBHO M MPaBUJIBHO BBIITOJIHUI
MIPaKTUYECKOE 3aJlaHue, CIOCOOEH YBEPEHHO, JIOTMYHO, IIOCIIEOBATEIbHO M apryMEHTHUPOBAHHO
OOBSICHUTH CBOM PEIIEHUS, MOJIb3YSCh MPO(HEeCCHOHATBHBIMU TEPMUHAMHU.

OrneHKa «XOpOII0» BBICTABISIETCS CTYACHTY, €CJIU MIPU BBIIOJIHEHUH 3aJJaHus OH JOMYCTHII JBE-TPU
OLIMOKH, OJTHAKO NMPHU YKA3aHHWU HA 3TU OLIMOKH CMOT JIETKO UX HUCHPAaBUTh U OOBSICHUTH, IOYEMY OHHU
ObUIH JOIYIIECHBI.

OneHka «yIOBIETBOPUTEIIBHO» BBICTABIAECTCA CTYJIEHTY, €CIIM IIPU BBIIOJHEHUU 3aJaHus OH
JOMYCTUIT 60JIee TpeX OMHUOOK, C TPYJAOM CIIOCOOEH O0BSCHUTD, TOYEMY ITH OIIMOKH ObUTA JOMYIIEHBI.

OneHka «HEyJIOBJIETBOPUTEIBHO» BBICTABIIAETCS CTYACHTY, €CIIM OH HE BBIIOJIHUI IIPAKTHYECKOE
3aJlaHue WM BBIMOJIHUI C TPYOBIMHU OIIMOKAMHU.

Ilepeyenb THIIOBBIX BONPOCOB /IS IPOMEKYTOYHOM aTTecTanuu (Au¢depeHuMPOBAHHOIO 324€TA)
1. B Bameii KOMIaHUM OCYILECTBIISIOTCS PA3JINYHBIE BUJIBI IEATEIBHOCTH, KOTOPHIE HA3BIBAIOTCS HA

AHTJIMCKOM SI3BIKE clieayronuMm obpasom: «doing market research», «drawing up a marketing plany,
«liaising with the sales department», «providing support for customer service», «writing press
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releasesy»,«presenting at a trade fair», «commissioning advertising».OxapakTepu3ynTe KpaTKo Kax bl U3
BUJIOB JI€ATEIbHOCTH.

2. TepmuH «branding» 0OBIYHO NEPEBOIUTCS KaK «IpoLiecc GOPMUPOBAHUSA UMUIKA KOMIIAHUH, €€
Oopennay. OnHAKO B aHTTIMHCKOM SI3bIKE €CTh MHOTO BBIpaXKEHHI cO ciioBoM «brandy. [laiite onpenenenue
CIIEYIONINX ClIOBOcoueTaHuii: «brand awarenessy, «brand equity», «brand extension», «brand identity»,
«brand image», «brand loyalty», «brand name», «derived brand».

3. IIpencraBbTe cebe, 4TO Bbl paboTaeTe B HOBOM TypUCTHMUYECKOM areHTCTBE, OHO MO3ULIMOHUPYET
ce0s1 kKak (upMa, MPHOPUTET KOTOPOM — JIMYHOE OOIICHHWE C KaXAbIM KIMEHTOM. Bam mpennararor
IIPOBECTH MAPKETHUHIOBOE HCCIIEI0BaHHUE, YTOObl M3YUYUTh MHTEPECHl U MPENNOYTEHUs MOTEHLUAIBHBIX
KIIMEHTOB. Bam mpemocraBineH BbIOOp crmocoba cOopa maHHBIX: postal survey, online survey, street
interviews. PacckaxxuTte, kakue gqocronHcTBa (advantages) u Hegoctatku (disadvantages) ecTh y KaXI0T0O
criocooa.

4. BaMm HyXHO omMcaTh MpolLecc pa3palOTKM MapKETHHIOBOIO IUIaHAa pPa3BUTHS, Hampumep,
HEeOOJIBIION TOCTUHUIIBI Ha MOPCKOM KypopTe. CocTaBbTe MOHOJIOT Ha OCHOBE OMOPHBIX (hpa3: «current
position», «situation analysis», «analysis of competitors», «problems and opportunities», «sales
projection and costs», «benchmarking», «objectivesy, «implementation».

5. Bam HeoOxomuMo cocTaBuTh «marketing mix» s Bamed (uUpMBI, KOTOpas 3aHUMAaeTCs
IpoJaXeH TEeIUION OJEXKIbl JUIS JUIMTENBHBIX II0XOJ0B IO TMepeceueHHOW MecTHocTH. Omnummre
BO3MOXHBIN «marketing mix», UCMONB3ys ciexyromue Bompocel: «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 nenoBoM aHITIMHCKOM fA3BIKE YacTO HCHOJNb3YIOTCS Ppa3iIMyYHbIE CIIOBOCOYETAHUS,
orpenensoonme crnocod GopMupoBaHHMs [EHBI Ha TMPOAYKTH WiIM yciyrd. OOBsICHUTE 3HAa4YeHUE
CIIEYIOIIUX CJIOBOCOYETAHHM CO CIOBOM «pricing»: «captive product pricing», «economy pricing»,
«geographical pricing», «penetration pricing», «premium pricing», «price skimming.

7. V3BecTHBI MHCTPYMEHT CTPAaTETMYECKOro aHajlu3a W IUIAHUPOBaHMS B MapkeTuHre «Boston
Matrix» mpeacTaBiusieT COOOH KBaapaT, pa3feieHHBI Ha YeThIpe CEKTOpa, KOTOpBIE O3ariiaBlICHBI
metadopuyecku: «Cash cowsy», «Starsy, «Question Marks», «Poor dogs». Pacckaxxute o 3HaueHUU ITHX
Mmetadop.

8. IlpeacraBbTe cebe, yTO Balla KOMIIAHUS 3aHUMAETCSl OpraHU3alel oTibpixa B ropax. B memsax
MIPOBIDKEHHSI YCIIYTH BaM TPEJIaraloT MOCTPOUTh PEKIAMHYIO KOMIIAHHIO Ha OCHOBE JIBYX NPUHIIUIIOB:
«reinforce the existing image» u «generate a buzz». Onummre peajn3anuio 3TUX TPUHIUIIOB.

9. Cnucok coetoB no Hanucanuto «Kkiller press release» («yOoliHOro mnpecc-pennsa») OOBIYHO
BKJIIOYalOT caeaytomue nyHKThl: «1. Keep things real. 2. See the story from the reporter’s point of view.
3. Create a catchy headline. 4. Proofread carefully. 5. Keep it short». [laiite pa3BepHyTbIii KOMMEHTapH
KaX/10T0 MyHKTA.

10. Bbl 10J1%KHBI TOATOTOBUTH NMPE3EHTAMOHHBIN aBUIbOH Balllel (pUpMbl HAa TOPrOBOI BHICTABKE
(spmapke). OnummTe nporecc NoAroTOBKH, UCIONb3Ys ONOpPHBIE cioBocodeTanus: exhibition stand, high
profile visitors, editorial coverage, prospects, key publications, additional audience.

Tunosele 3agaHus I NPOMEKYTOYHOM aTTecTanuu (quddepeHIMPOBAHHOIO 3a4eTa)
Ha 3aget npeacTaBiseTcss KOMIUIEKC 3aJJaHH, CBA3aHHBIX €AUHON TEMOM, KaX10€ MOCIEYIOIIee
3a/laHKe MPEINoJIaraeT 3HaHue MaTepuaia NpeblayIero, H03ToMy 3aJaHusl JOJKHBI BHIOIHATHCS
MOCJIEA0BATEIBHO — OJTHO 32 APYTUM

Kommiexc 3aganmii [

3aganue 1
IIpencraBbTe cede cutyanuio: MapTuH — MeHeIKep KOMIIAHUH, IPEAOCTABJISIIOLIEH YCIyTH
UHTepHeT-cBsA3U. OH codupaeTcsi OPraHu3oBaThH cOdOpaHue, YTOObI 0OCYAUTH € KOJLJIeraMu
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PEeKJIAMHYI0 KOMIIAHUIO N0 MPOABHKEHUIO HOBOI'0 MaKeTa ycJayr. MapTHH HANMCAJ UM
3JIEKTPOHHOE MM CbMO, HO MPeIJI0KEeHUsI B HEM PACCTABJIeHbI B HENMPABWJILHOM NMOPSIKeE.
Onpenesanre BepHbI MOPSAA0K NPeIJI0KEeHN 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 pricing
strategy for our new cable Internet package.

c¢) 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—  A— . 5— . 6-

3aganme 2
MapTtuH, 0 KOTOPOM MbI Y3HAJIM U3 3aJaHus 1, MOJyYHJ TPH OTBETA HA CBOE DJIEKTPOHHOE MHCHMO,
B KOTOPOM OH NMPOCHJI KOJLJIET COOPATHCHA HA COBElllaHHe H MOCMOTPETh NMPUKPeEIUIeHHbIH K MUCBMY
(aiin. 3anoHUTE NPOIMYCKHU B MHCHbMAX CJIOBAMM, BbI/IeJICHHBIMH 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. %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 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 T 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.
8 you had a nice weekendtoo.
Allthe ?
Graham

3ananme 3
MapTuH, ¢ 3J1eKTPOHHOI NepeNnnucKoil KOTOPOro Bbl padoTaiu B 3aJaHuu 1 U 2, npUKpenun K
nucbMy ¢aiia ¢ BonpocamMu. OH IVIAHKPYeET 00CYAUTH UX € KOJJIEraMH HA COBELIAHUM.
IIpounTaiite Teker ¢aijia, HAMIUTE B HEM CJI0BA HJIH CJI0OBOCOYETAHUHA, COOTBETCTBYIOIHE
onpeacjJceHusiM, IPUBECICHHBIM IO TEKCTOM

Cable Internet package pricing model.
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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,

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

1 - 2 L3 L4 L5

3ananmue 4
B 3apannu 3 MapTun ynomuHaet «penetration pricing». Hailigure cpeau npeacraBjieHHbIX
neduHUIUI onipeae/ieHUe ITOI MOIe M IIeHO00PA30BaHUSA U NISATH APYrux Mojesieii. ConocraBbTe
Ha3BAHUS MojeJieil IeHO00Pa30BaHUs U X Je(PUHUIIHU

1) captive product pricing,
2) economy pricing,

3) geographical pricing,
4) penetration pricing,

5) premium pricing,

6) price skimming.

a) pricing goods/services as cheaply as possible,

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

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

d) pricing goods at a very low price to encourage people to buy 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~

3amanme 5
IIpouuTaiiTe BbICKA3bIBAHNSI MEHEIKEPOB 0 TOBAPax M YCJyrax, onpeaejaure, Kakoi u3 Mmojaenei
HeH000pa30BaHMsl, NePeYUCIeHHBIX B 3aJaHUU 4, COOTBETCTBYET KaXk/10€ BbICKA3bIBAHHE

1) captive product pricing,
2) economy pricing,

3) geographical pricing,
4) penetration pricing,
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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-

Kovmmiaekc 3agannii 11

3ananue 1
Komnanus «Joys of Germany» codnpaercs npeajio;KuTh HHOCTPAHHBIM TYPHCTAM HOBbIE BU/IbI
TypucTtudeckux yciayr. Onun u3 ee corpyannkoB Kapcren ornpaBusics B JIoH10H, 4T00BI
BCTPETHUTCH C NpeACTABUTEIeM pekiaaMHOro arenrcrea «Red Arrow» Tpeiicu, koTopas
3aHUMAETCsl OPpraHu3anueil pekjaiaMHbIX kKomnanuii. [IpouuraiiTe 1uanor, oTBeTbTE HA BOMPOCHI

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

Carsten. Well. We want to do something a bit more interesting 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, IlTOﬁbl 3alIOJIHUTDH IIpOI[yCKI/l B HpeIl.HO)KeHI/IHX
M3 INAJI0ra, KOTOPbIH BbI IPOYUTAIU B 3aganuu 1
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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 3will have a fresh 4,

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

Iunderstand what you’re trying to 6,

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

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

3amanue 3
Corpyanukn arenTcrBa «Red Arrow», 0 KOTOpbIX Bbl 3HaeTe U3 3aiaHus 1, pemuiu
00CcyIMTh PeKJIAMHYI0 KAMIIAHUIO /ISl IPOABUKEHHUS HOBBIX TYPUCTHYECKHUX YCIyTr GUpMbI «Joys
of Germany». IlpounTaiiTe JUaJIOT U BbIOEpHUTE U3 HEr0 HA3BAHHUS PEKJIAMHBIX CPeACTB U
MaTepHajloB, KOTOPble MOKHO ObL10 ObI 3anKcaTh B rpadgbl Ta0IHIbI

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:

3aganme 4
Bbl BuauTe 1B CIMCKA CJI0B: COEIMHUB OIHO U3 CJIOB NMEPBOr0 CNMCKA ¢ OJJTHUM U3 CJIOB
BTOPOI'0 CNIMCKA, BbI MOJYYHTE MPUBBIYHOE VISl COTPYAHMKA PEKJIAMHOI0 AreHTCTBA
cJIOBOCOYEeTAHME. 3aMOJTHUTE MOAXOAAIMMH MO CMBICIY CJI0BOCOYETAHUSIMU MPONYCKHU B
NpeI10KeHUusIX
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[Tpumep: cioBo eye-catchingus mepBOTo CrMcka 00pa3yeT co CIOBOM images W3 BTOPOTO CTOJIOIA
CIIOBOCOYETaHUEeye-catching images, KOTOPOE MOXXHO IOCTaBHTh Ha MECTE IMPOIMYyCKa, 0003HAYCHHOM
udpoii6.

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

Our area newspaper often 'to presenting local businesses, and many of the shop

owners 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

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

7 —

3aganue 5
J1s1 co31aHMsI MOKYNATEIbCKOT0 CPOCca Pa3uuHbie (PUPMbI HCHOJIB3YIOT NepedynciaeHHbIe HIKe
PeKJIaMHBbIe CTPATEruM.
ConocTaBbTeBbICKA3BIBAHUANPEACTABUTENEI(PHPMCCOOTBETCTBYIOIIMMHITUMBBICKA3bIBAHUSIMCT
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 mkana oneHkn 1uppepeHIHPOBAHHOIO 3a4eTa
OneHKa «OTJIIMYHO» CTABUTCS, €CIU CTYJEHT IPaBUJIBHO OTBETUJI HA J1Ba KOHTPOJIBHBIX BOIIpOCa U
MOJTHOCTBIO M 0€3 OIIMOOK BHITIOIHUI BCE 3aJaHUS.
OneHka «XOpoIlo» CTaBUTCS, €CIM CTYACHT MPaBWJIbHO OTBETWUJI HAa KOHTPOJIbHBIE BOIMPOCHI, HO
OpU BBINOJIHEHUHM 33JaHUil  JOMyCTHJ A0 YeThIpeX OMIMOOK, OJHAKO MOXET HCHPaBUTh HX
CaMOCTOSITENILHO, €CIIU MPENOAABATENb yKa3al Ha 3TH OIUOKH. OLEHKa «XOPOII0» TaKXkKe CTABUTCS, €CIIU
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CTYACHT TPAaBUJIBHO BBHIMOJHWI BCE NMPAKTHUYECKHE 3a/JaHUsl, HO HE CMOT OTBETHTh Ha OJUH W3 JABYX
MPEITIOKEHHBIX KOHTPOJIBHBIX BOIIPOCOB.

O1eHKa «yI0BJIETBOPUTEIILHO» CTABUTCS, €CIIM CTYACHT MPABWJIBHO OTBETHII XOTS Obl HA OJMH W3
KOHTPOJBHBIX BOMIPOCOB, HO MPH BBIMOJHEHUU 3aaHUS JOMYCTHII OT TSATH JO CEMH OIMIMOOK UC TPYIOM
CIIPABIISIETCS C UCTIPABICHUEM ONIMOOK JIaXKe TIPU KOHCYJIbTAIIMH C IPETOaBaTEIIEeM.

OrneHKa «HEYIOBICTBOPUTEIHLHO» CTABUTCS, €CIIU CTYACHT JOMYCTUI Oojiee ceMu OmmOOK u (WIn)
JOMYCTHII OT IISATH JI0 CEMHU OIMTMOOK, HO HE MOXKET UX UCIPABUTh JIaXKe MOCIIe 0ObICHEHHIA, KOTOPhIC eMy
JaeT MPernojaBaTeib.

8. YYEBHO-METOJIMYECKOE 1 HH®OPMALIMOHHOE OBECIIEYEHUE
JUCHUTLINHBI

8.1. OcHoBHas uTEpaTypa

EnglishforProfessionalPurposes = AHrmmiicknii S3bIK 7151 TPOEeCCHOHATBHBIX IIeJiel : yaeOHoe mocodue /
10. @. Atinanosa, 0. b. [Ipo6otenko, H. A. Hazapoga [u ap.] ; nox penakiueii H. A. Hazaposoii, 1O. b.
Hpobotenko. — Omck : UznatensectBo OMITIY, 2023. — 98 ¢. — ISBN 978-5-8268-2350-7. — Tekcr :
anextpouHnsli // Lndpooit oopazoBatensHsiii pecypc [IPR SMART : [caitt]. — URL:
https://www.iprbookshop.ru/134649.html

8.2. lonoyiHUTEILHAS JIUTEPATYPA

Aurnuiickuii s3elk Juis akagemudyeckux neneid. English for Academic Purposes : y4ueOHuk ams
By30B / T. A. Bapanosckas, A. B. 3axaposa, T. b. Ilocnenosa, }O. A. CyBoposa ; mon pemakuueit T. A.
bapanoBckoii. — 2-e u3z., nepepad. u gomn. — MockBa : U3marensctBo HOpaiit, 2026. — 203 ¢. —
(Beicmee o6pazoBanme). — ISBN 978-5-534-18544-7. — Texkct : anmektponHbiii // OOpazoBaTenbHas
mwiardopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/583672

NBanoBa HO.A. AHIMIICKHMI SI3BIK [DJIEKTPOHHBIA pecypc]: yueOHoe mocobue/ MBanosa FO.A.,
[loxycaeBa T.H.— OnektpoH. TekcroBble naHHble.— M.: Ail Ilu Ap Menua, 2026.— 87 c.— Pexum
nocryna: https://ipr-smart.ru/154186

BHBJHOTEYHO-
HHPOPMAUHOHHBIH
HEHTP

2026/2027

8.3. IIporpammHoOe obecnieueHue

1. TTaket mporpamm MicrosoftOffice (iutieH3nOHHOE).

2. MicrosoftWindows (JIUIICH3HOHHOE).

3. ITouckoBas cucrema Yandex (CBOOOIHBIH OCTYI).

4. Jlunko 4.5 — nporpaMMHOe 00eCIIeUeHHUE /ISl OPraHU3aIUK JTUHraOHHOTO KabuHeTa (JIMIIEH3UOHHOE).

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

8.5. HNudopmanuonnbie CIIpaBOYHbIE CHCTEMBbI
HNudopmannonno-crpasounas cucrema Study-English.info https://study-english.info/sites-for-
translators.php?ysclid=lhre0o8u6{381342920

8.6. nTepHeT-pecypcenl

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

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

- OnextponHas oubmuoreunas cucrema « CKCUy —https://www.sksi.ru/Environment/EbsSksi
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https://urait.ru/bcode/583672
https://ipr-smart.ru/154186
https://doaj.org/
https://study-english.info/sites-for-translators.php?ysclid=lhre0o8u6f381342920
https://study-english.info/sites-for-translators.php?ysclid=lhre0o8u6f381342920
http://www.elibrary.ru/
https://urait.ru/
https://www.sksi.ru/Environment/EbsSksi

8.7. MeTonuyecKkue yKa3aHUs M0 OCBOEHHIO TUCIUILIHHBI

MeToanyeckue ykazaHusi K NPAKTHYECKUM 3aHATHAM

OcHOBHOE Ha3HAYEHUE MPAKTHUECKUX 3aHATUN 3aKII0YAETCsS B BHIPAOOTKE Y CTYACHTOB HaBBIKOB
YTEHUS, MEPEeBOJA, IMOHMMAHUS AaHTJIOS3BIYHBIX TEKCTOB, MPUMEHEHHS 3HAHUM TIpaMMaTUKH IS
KOMMYHHMKAIIUM B YCTHOM M MUCBbMEHHOW Qopme. (s 3TOro cryAeHTaM K KaXAOMy MpPaKTHYECKOMY
3aHSATHUIO MPENJIararoTcst TEKCTHI ISl YTEHUs, IepeBoia M 00CYKICHUS M MPAKTUYECKHE 3aJaHUs B BHJIC
3aJlaHul K TEKCTaM, a TaK K€ rpaMMaTUYeCKUi MaTepual U yNpaKHEHUs Ha 3aKperuieHue rpaMMaTHKH.
Kpowme Toro, ydactue B MpakTHUECKUX 3aHATUSAX MpeAroiaraeT oTpaboTKy M 3aKperuieHHe CTYIACHTaMH
HABBIKOB pabOThI € MOJy4eHHON HHOpMaIliel, BeJleHHs TUCKYyCCHUil, cobeceJoOBaHH U T.1I.

[Tpu moArOTOBKE K MPAKTUYECKOMY 3aHSATHIO MOXKHO BBIICIHTD 2 dTara:

- OpraHu3aliOHHbIN;

- 3aKpeIieHUue MaTepuaia.

Ha nepBom 3Tamne cTyaeHT MIIaHuPyeT CBOIO CAMOCTOATEIbHYIO paboTy, KOTOpasi BKIIOYAECT:

- YSICHEHUE 3a/1aHUA JUIs CAMOCTOSITEIbHON paboThI;

- oA0Op PEKOMEHIOBaHHOU JIUTEPATYPhI;

- COCTaBJICHHE IUIaHa pPabOThl, B KOTOPOM OIPEIEISIOTCS OCHOBHBIC ITYHKTHI MPEICTOSIIEH
MOJATOTOBKHU.

CocraBieHue miaHa JUCHUIUTMHUPYET U TOBBIIIAET OPraHU30BAaHHOCTH B padoTe.

Bropoii aTan BKIIIOUaeT HEMOCPEICTBEHHYIO MOJATOTOBKY CTY/IEHTA K 3aHATHIO.

HaunnaTe Hazo ¢ U3y4eHus HOBOH JIEKCHKH, a TAK)KEe 03HAKOMHUTEIBHOTO YTeHHS TeKCcTa. [lepeyenn
TEOPETUYECKIX BOIMPOCOB IO IPAMMATUYECKON TeMe, Ha KOTOpbIe CTYJIEHThI JOJKHBI 00paTUTh 0coboe
BHHUMaHUE, ONpENeNsieTcs NpernoaaBaTeieM, BeIyIUM COOTBETCTBYIOLEE 3aHsATHE, U 3apaHee (10
MIPOBEJICHUSI COOTBETCTBYIOIIETO MPAKTHUYECKOrO 3aHATHSA) JOBOAMTCA JO CBEACHHS OOYy4yaloUuIuxcs B
YCTHOM WM THCbMEHHOW (opme. ['paMMaTHUECKHE BOMPOCHI TEMBI OOBIYHO PACCMATPHUBAIOTCA U
3aKpEIJISIOTCS HA MPAKTUYECKOM 3aHITHH MPH BBHIOJIHEHUN KOHKPETHBIX YIPaKHEHHIHA.

3amaHusi, TpEACTaBIEHHBIE IO  KAXIOW TeMe, WMEIT  MPaKTHKO-OPUEHTUPOBAHHYIO
HAMPaBIEHHOCTh U MPU3BAHbI MAKCUMAILHO MPUOIH3UTH CTYJEHTOB K peaTbHBIM yCIOBUSAM MPUMEHEHUS
MHOCTPAHHOTO s3bIKa. IlOCKOJIBKY OCHOBHasl LI€db 3aJaHMM 3aKJIIOYaeTcs B BBIPAOOTKE Yy CTYJEHTOB
CIOCOOHOCTH MOHUMAaTh MHCbMEHHYIO M YCTHYIO MHOCTPAaHHYIO pedb M HaBBIKOB €€ NMPUMEHEHUs, Ipu
pelIeHn  3a1a4i 00yJaroIIeMycs 11eJ1IeCO00pa3HO MPUACPKUBATHCS CIECTYIONIEH CXeMbl JEHCTBUMN.

B mepByto ouepenb, CTyAEHTY CileQyeT TLIATEIbHO H3YyYUTh 3a/JaHUSl M BBIIEIUTH CPEAM HUX
JIEKCHYECKH TPYAHBIE MECTa, 3aTeéM OINpEACINTh Kakhe TIpaMMaTHYecKHe KOHCTPYKLIUHU IOJIekKAaT
IPUMEHEHUI0O B JAaHHOM CHUTyaluu, MOCJ€ Yero JaTh pa3BepHYThle W TpaMMaTHUECKU IpaBUIIbHBIE
OTBETHI. BEIMoTHEeHNE 3a/1aHUil MOXKET OBITh MPEICTABICHO B MUCHbMEHHOW MM YCTHOH (opme. B ciryuae
BapUaTUBHOCTH BBIIIOJHEHUS 33aHUs ClielyeT 000CHOBATh BCE BO3MOXKHbIE BAPHAHTHI.

B cBsi3u ¢ aTUM paboTa ¢ peKOMEHJIOBaHHOW JUTEepaTypoi oOsi3atenbHa. Oco0oe BHUMaHUE MpPH
TOM HEOOXOIUMO OOpaTUTh Ha COJEP’KAaHME OCHOBHBIX JIEKCUKO-TEMaTHYECKHX TeM, OOBsICHEHHE
rpaMMaTHYeCKUX HOPM M TPaBWI HMHOCTPAHHOTO $3bIKa, YSICHEHHE IPAKTHYECKOTO IPUMEHEHUS
paccMaTpuBaeMbIX IpaMMaTHYECKUX BOMPOCOB. B mporecce 3T0il paboThl CTyIEHT JTOKEH CTPEMHUTHCS
MOHATh W 3allOMHUTH OCHOBHBIC ITOJIOKEHHUS PAaCCMAaTPHBAEMOTO TPAMMATHYECKOTO M JIEKCHYECKOTO
MaTepuaia, IpuMepbl, MOSICHAIONIUE €ro, pa300paTbes B 3aJaHUSAX.

3akaHUMBaTh MOATOTOBKY CJEAYyEeT COCTaBICHHEM IUIaHa (TEepPEYHs OCHOBHBIX ITYHKTOB) IIO
u3ydyaeMoMy Matepuaiy (Bompocy). Takoil MmiaH MO3BOJISET COCTaBUTh KOHIIEHTPHPOBAHHOE, CXKATOE
MpeJCTaBICHUE TI0 U3yYaeMbIM BOIIPOCAM U CTPYKTYpPHUPOBATh M3YYCHHBI MaTepHall.

B crpykType NpakTHYeCKOTO 3aHATHS TPAJAULMOHHO BBIACISAIOT CIEAyIOUIMe OTanbl: 1)
OpTaHU3aIMOHHBIN dTal, KOHTPOJIb MCXOTHOTO YPOBHS 3HaHWU (0OCYXJIEHHE BOIPOCOB, BO3HUKIIAX Yy
CTYZICHTOB IIPU MOJATOTOBKE K 3aHATHIO; 2) UCXOAHBIM KOHTPOJIb (TECTHI, ONPOC, MPOBEPKA MHUCbMEHHBIX
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JOMAIIHUX 3aJaHUi M T.1I.), KOPPEKIUs 3HAHWK CTYAEHTOB; 3) oOydJarommuili 3Tam (MpeabsBIeHUE
QITOpUTMa PELICHMs 3a4aHUM, MHCTPYKLUUN IO BBINOJHEHUIO 3a/laHUM, BBIIIOJHEHUS METOIUK U 1p.);
4) camocTtosiTenbHas paboTa CTY/IEHTOB Ha 3aHATUU; 5) KOHTPOJIb KOHEUHOTO YPOBHS YCBOCHHUS 3HAHUM;
6) 3aKTIOYUTEIBHBIN JTAIl.

Ha npaktrueckux 3aHATUSX MOTYT MPUMEHSATHCS clieayromue GopMbl pabOThI:

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

* IPYIIOBAas — OJIHA U Ta e paboTa BBIMOJIHAETCS TPyNIaMH U3 2—5 YeIOBeK;

* MHAUBUAYyaJibHAA — Ka)I(IILIfl CTYACHT BBIIIOJIHACT MHAUBUAYAJIbHOC 3aJaHHNC.

@Dopmvl npakmuyeckozo 3aHamusA: 1) TpaluLUMOHHAS (YTEHHE U TMEPEBOJ TEKCTOB, 00CYXKIEHUE
CIIOPHBIX BOIPOCOB TEPEBO/IA, MPOBEACHUE YCTHOTO OMPOCA CTYACHTOB, MOHOJIOTUYECKHE BBICKa3bIBAHUS
CTYJCHTOB; 2) UHTEPAKTUBHAs (COCTaBJICHUE AUAJIOTOB, TUCKYCCUU, POJIEBBIE UTPHI).

Humepaxmugnvie ¢hopmel npaxmuuecko2o 3auAmus CIYXKHUT JUISI KOJUIEKTUBHOW OTpPabOTKH
JIEKCUYECKOro M TIpaMMaTudeckoro wmarepuana TeMm. C 3Toil 1Henblo MpernojaBaTelieM CTYACHTHI
pa3buBaroTcs Ha paboure TPYIIBI B COCTaBe HE Oosee 3 YeloBeK M MM IPeIaraeTcsi COCTaBUTh PAcCKas,
O3BYUUTh (PHJIbM, MEPEBECTH BU3YaJbHYIO HOBEIULy HJIM MPOBECTH POJEBYIO UIPY, UMHUTHPYIOIIYIO
YCTHYIO KOMMYHHUKALIMIO HAa MHOCTPAHHOM s3bike. [lo OKOHuaHMM paboThl B TIpyHNe CTYACHTHI
MPE3EHTYIOT TONy4YeHHbIE pe3ynbTaThl. B pesynabTare yuacTuss B paboTe B Tpynmax CTyIeHTaMH
OTpa0aThIBAIOTCSI HABBIKM KOMMYHHUKAallMM B YCTHOW (opMe Ha WHOCTpaHHOM s3bIKe, OOMeHa
nH(popMalvell Ha THOCTPAHHOM SI3BIKE, a Takke MpodeCCHOHAIbHO 3HAYMMbIE HAaBBIKU B3aWMOACHUCTBUS
C ApyTrvuMHU JIMIaMH1 B Q)opMe COTPYAHNYCCTBA, AKTUBHOI'O CIIyIIaHHWA.

B TeueHme 3aHATUS CTYJEHTY HEOOXOIMMO BBINIOJHUTH 3a/laHUsl, BbIIAHHBIC TMPENOJABATENIEM,
BBITIOJTHEHUE KOTOPBIX 3aUUTHIBACTCS, KaK TeKyIasi paboTa CTyACHTA.

OauH U3 BaXHBIX BHJIOB PAa0OTHI Ha MPAKTUYECKUX 3AHATHSIX — nepesod mexcma. CyliecTBYIOT
Ppa3HbBIC BUAbLI IICPEBOOOB (yCTHI)Ie, IIMCBbMCHHBIC, TCXHUYCCKUC, J'II/ITCpaTypHI)IC), HO O6HII/I€ MIPHUHIMUIIBI
MepeBo/ia BCeraa OQHH U Te JKe.

[Tpu mepeBoje TEKCTa Mepes CTYACHTAMH BCTAE€T HECKOJIBKO MPOOJIEM: HE3HAHHE 3HAUYEHUS CIIOB U
MpaBWJI TpaMMaTHKH, HEOOJBIION 3amac CHHOHUMOB, cTpax mnepen 6onbmuM o0beMoM TekceTa. [pormecc
MepeBO/Ia ICITUTCS Ha YCIIOBHBIE JTAIIbI.

1. JIns Hayana HYXHO TEPEBECTH Ha3BaHME, MPOYUTATh MCXOIAHBIA TEKCT OT Hayada J0 KOHIA U
MOIBITATHECA IMPU 3TOM YJIOBHUTH, O UEM UACT PCYUb.

2. 3areM HayMHAETCS HEMOCPE/ICTBEHHO caM IepeBoj. Bce He3HakoMble clioBa B 00s3aTeIbHOM
MOPSAJIKE HYKHO BBIITUCBIBATH B TETPAJb WIN HA 3JIEKTPOHHBIM HOCUTENb. DTO MO3BOJISET 3a()UKCUPOBATh
BHUMaHUE Ha JIEKCUYECKUX €UHUIIAX, JIydIlle 3aTIOMHUTD UX.

Eme ogHa c10)KHOCTh BO3HUKAET ¢ BEIOOpOM 3HaueHHs. OCHOBHAs, 4acTo ynorpedseMast JIeKCHKa,
Kak TMpaBWJIO, MHOTO3Ha4yHa. B TakoMm ciy4ae B cloBape uepe3 3amsaTyl WIM MOA IH(paMu
NEPCUHUCIIAIOTCA OCHOBHBIC 3HAYCHUA. HI/IKOF}Ia HC HYXHO OCTAaHAaBJIMBATLCSA Ha MNCPBUYHOM 3HAYCHUMU.
Heo0xoauMo y4uThIBaTh KOHTEKCT, B KOTOPOM MOTYT aKTyalu3UpPOBAThCS BTOPUYHBIC 3HAUCHUSI.

He nyxHO mepeBOaUTh TEKCT JTOCIOBHO, BEPHOCTH 00IIEMY CMBICTY (hpa3bl BaxkHEe«OyKBATH3May.
PesynpTar mepeBoja AOMKEH OBITH TMOHSITEH HOCHTENI0 PYCCKOTO $I3bIKA, YUTAThCA KaK XOPOIIHMA
pYCCKOSISI)I‘-IHBII\/'I TCEKCT, AAaXXC CCJIIM IIPU 3TOM MNPUACTCA OTCTYIIUTH OT I[OCJ'IOBHOﬁ TOYHOCTH. B TO Xke
BpeMs TIepeBO/Ie He JOKHO OBITh BBIYMAaHHBIX, TPOU3BOJIHHO BBEIEHHBIX ()ParMEHTOB.

BaxHo mOCTOSIHHO ITOJIB30BaThLCA Pa3HbBIMU THUIIAMUA CJ'IOB&pCfI. B aktuBe JOJIPKEH HUMCETHCA HE
TOJILKO Te3aypycC, CONEpKalliil 3HAueHUs OTIENbHBIX CJIOB, HO M TOJIKOBBI CIIOBapb, CIIOBaph-
CIIpaBOYHHK, CJIOBAPb CMHOHWMOB U AHTOHUMOB, pa3FOBOpHBIﬁ CJIOBAapb, TepMHHOHOFI/I‘IeCKHfl, CJIOBApb
COKpaIlleHUH, TPyTHOCTEH M MHOTHeE JApyrue, TeM 0ojee uTo B HacTosllee BpeMsi padoTa ympolaeTcs
HaJIMYMEM DJIEKTPOHHBIX CIOBAapEH.

MeToanuyeckue yKa3aHus JJis1 BHITNIOJIHEHHUS CAMOCTOSATEILHON padoThl
CamocTosiTenbHast paboTa CTYACHTOB 3aKJIFOUASTCS:
1) B caMOCTOSITETLHOM M3YYCHHUH JICKCUKO-TPAaMMAaTHYECKOM TeMbI (YTeHHE, TePEBO/I, MOATOTOBKA
K YCTHOMY OIIPOCY); 2) B CHCTEMAaTH3allMU U 3aKPETJICHUH MMOTYYSHHBIX 3HAHHUI MMOCPEICTBOM MEepecKa3a
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TEKCTOB U B MOJIOTOBKE K IUCKYCCHMHM MO TeMe;3) B YIIyOJIEHHOM H3YYEHHHU TIPaMMaTUYECKOTO
Marepuaia ¢ UCIOIb30BAHUEM PEKOMEHI0BAHHOMU JIUTEPATYPHI.

CaMocTosiTennbHasi ~ BHeayJIUTOpHAass pabOThl  CTYAGHTOB —3TO  MPOJOJDKEHHE  U3yYEHUs
rPaMMaTHYE€CKOTO M JIGKCMYECKOTrO Marepuana JUCHUIUIMHBI B LENSAX Pa3BUTHM HABBHIKOB YTEHMS,
MepeBojia, a TaKKe YCTHON M MUChMEHHOW KOMMYHUKALIMM Ha MHOCTPAaHHOM si3bike. ['aBHas 3amadya —
MPOYUTATh M TIEPEBECTH JIOMOJHUTEIbHBIE TEKCTHI, COACpP>KaHUE KOTOPBIX CBS3aHO C MPOMACHHOW Ha
MpebIAyIIeM MPAKTUYECKOM 3aHSATUU TEMOM, a TakKe JOMOJHUTH 3HAHHUS B 00JACTH T'pPaMMAaTHUKU C
MOMOIIIbIO U3YYEHUSI yU€OHUKOB, MPUBEICHHBIX B CIIUCKAaX OCHOBHOU U JIOTIOJHUTEIHHOU JTUTEPATYPHI.

MeTtoauyeckue yKasaHus 110 NOATOTOBKe K YCTHOMY OIIPOCY

YCTHBIA ONMpoC MPOBOJAUTCS B HMHAUBUAYaIbHONH (hOopMe Ha MPAKTUYECKUX 3aHSITHUSX, SBISETCA
(dhopMoOil TEKyIIeTo KOHTPOJSI YPOBHSI OCBOCHHS y4eOHOU TeMbl. [1oAroToBKa K OMpOCY MPOBOAMUTCS B
XOJIE CAaMOCTOSITENIbHOM pabOThl CTY/IEHTOB U BKJIIOYAET B ceOsl MOBTOPEHHE MPOIIEHHOT0 MaTepuaia Mo
BOIIPOCAM  MpEACTOAIEro ompoca. Kpome OCHOBHOro Mmarepuana, CTyACHT JOJDKEH W3Yy4HTh
JIOTIOIHUTEIbHYI0O PEKOMEHIOBAHHYIO JIUTEpaTypy W HHPOpMaLMIO MO TemMe, B TOM 4HCIE C
ucnons3oBanueM MHrepHeT-pecypcoB. B cpenHeMm, IOATOTOBKa K YCTHOMY OIPOCY IO OJHOMY
MPAaKTUYECKOMY 3aHSATUIO 3aHMMaeT OT 2 10 3 4YacoB B 3aBUCUMOCTH OT CIOXHOCTU TEMbl U
0CcOOEHHOCTEH OpraHU3alMy CTYIEHTOM CBOCH CaMOCTOATENbHON padoThl. ONMpoc MpeArnonaraeT yCTHbIH
OTBET CTYJICHTa Ha OJUH OCHOBHOM M HECKOJIBKO JOIOJHHUTENIbHBIX BONPOCOB mpenoaasatens. OTBeT
CTYZICHTA JIOJDKEH TPEACTaBIATH co00i pa3BEPHYTOE, CBA3aHHOE, JIOTHYECKH BBHICTPOCHHOE COOOIIEHHE
Ha aHTJIMKCKOM si3bIke. IIpu BhICTAaBIIEHMH OLEHKH MPENoAaBaTellb YUYUTHIBAET NMPABUIBHOCTh OTBETA MO
COJIEpPKaHUIO, €ro MOCIIEN0BATEIBHOCTh, YMEHUE TPAMOTHO CTPOUTh PEUb HA AHIVIMMCKOM S3BIKE, B TOM
YHUCJIE C UCTIOIb30BAHUEM JIMHTBUCTUYECKOW TEPMUHOJIOTHH.

MeToanyeckue yKa3aHHus M0 MOAT0OTOBKE K TeCTHPOBAHMUIO

BrinmonHenue TECTOBBIX 3aJaHUN TPEAOCTABISAET CTYACHTaM BO3MOXXHOCTh CaMOCTOSITEIBHO
KOHTPOJIHMPOBATh YPOBEHb CBOMX 3HAHUM, 0OHAPYKUBATh MPOOENBI B 3HAHUSAX U MIPUHUMATh MEPbI MO UX
JINMKBUOAIIUN. CDopMa HN3JI0KCHHUSA TECTOBBIX 3aﬂaHHfI IIO3BOJISICT Saerl'II/ITI) U BOCCTAHOBUTH B IIaMSTHU
npoiaeHHbIH Matepuan. Jlyis ¢hopMHpOBaHMs 3aJaHUK HMCIOJb30BaHA KAaK 3aKPbITas, TaK U OTKPBITas
dbopma. Y cTymeHTa €cTh BO3MOXXHOCTH BBIOOpA MPABHJIBHOTO OTBETA HJIM HECKOJBKHX MPABUIHHBIX
OTBETOB M3 YMCJIA MPEJIOKEHHBIX BapUAHTOB. [[J1s1 BBIMOJHEHUS TECTOBBIX 3aJaHUM CTYJEHTHI JTOJKHBI
I/I3y‘II/ITI> l"paMMaTI/IIIGCKI/II\/II MaTepI/IaJ'I II0 TEME, COOTBGTCTBYIOHII/IG pasz[em,l y‘Ie6HI/IKOB y‘~I66HI>IX
MOCOOUiA.

Ecnu kakue-To BONPOCHI BBIHECEHBI MPENOAABATENIEM Ha CAMOCTOSATEIIBHOE W3Y4YEHHE, CIIEIyeT
oOpatuTbcs K Yy4ueOHOW JHUTepaType, PEKOMEHIOBAHHON TWperojaBaTelieM B KaueCTBE HCTOYHHUKA
CBEJICHUM.

MeTtonnueckue yka3aHus 110 OArOTOBKE K IIPOMEKYTOYHOM aTrTecTanuu B popme
au¢pdepeHIMPOBAHHOIO 324eTa

[Ipu mnoaroroBke k AUPPEpEeHIMPOBAHHOMY 3a4eTy HEOOXOAMMO IOBTOPUTH C ITOMOILBIO
PEKOMEHI0OBaHHO JIMTEpaTyphl BCE Pa3/esbl (TeMaM) JUCIUIIIHHEIL.

Ha 3agere cTyneHT AOJKEH MOATBEPAUTH YCBOCHHME YYEOHOIO Marepuana, IMpeayCMOTPEHHOIO
paboueil mporpaMMoil AUCLMITIMHBL, a TaKKe MPOJEMOHCTPUPOBATH MPHUOOPETEHHbIE HABBIKKM aJanTaluu
MOJTYYEHHBIX TEOPETUUECKUX 3HAHUN K CBOEH Mpo(eCCHOHAIBbHON AESITEIbHOCTH, B TOM YHCIe B 00JIaCTH
CO3/1aHUs HA aHIIMHCKOM SI3bIKE PEKIaMHBIX TEKCTOB M MenuamarepHuaioB. JuddepeHuupoBaHHblil 3a4eT
poBOAUTCA B (hopMe YCTHOrO coOeceOBaHUE MO THIOBBIM BOMPOCAM M BBITIOJTHEHUS KOMIUIEKCHBIX
MPAaKTHYECKUX 3aJaHui, KOTOpble MO (opMe He OTIMYAIOTCS OT MPAKTUYECKUX 3a/aHHH, BBITOIHEHHBIX
CTYJICHTaMH B TEYEHHE TPUMECTPA, HO XapaKTEPU3YIOTCSI MTOBBIIIEHHOMN CI0XKHOCTBIO.

9. MATEPHAJIBHO-TEXHUYECKOE OBECIHHEYEHUE JUCHUIIJIMHBI
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Jlnst peanu3anyy TUCIUIUTIHBI TPeOyeTCsl CIeAyIolIee MaTepualbHO-TEXHIIECKOe 00eCICUeHNE:

- 7Sl IPAaKTHYECKHUX 3aHATHIA — yueOHas ayAuTOpHs, OCHAIIEHHass 000PYAOBaHUEM U TEXHHUYECKHUMHU
CpencTBaMu 0Oy4EHHUSI.

- I TPOMEKYTOYHOM arTectalMd — YydeOHas aylauTopusi, OCHAIIEHHas o00OpyIOBaHHEM U
TEXHHUYECKHUMHU CPEICTBAMHU OOy4YCHUSI.

Jiss  caMOCTOSATENBbHOM  paboThl: TMOMEIICHHWE, OCHAIICHHOE KOMITBIOTEPHOH TEXHHKOH ¢
BO3MOXKHOCTBIO TOAKIIOUEHHs K cetu «lMHTepHeT» W oOecnedeHWeM JOoCTyma K AICKTPOHHON
nH(POPMAITMOHHO-00pa30BaTeILHON Cpe/ie OPraHUu3aIIH.

10. OCOBEHHOCTH OCBOEHU JUCIUMIIJIMHBI IMIAMHU C OI'PAHMYEHHBIMH
BO3MOKHOCTAMM 310POBbA

OOyuaromuMcsi ¢ OrpaHMYEHHBIMM BO3MOXKHOCTSMHU 3JI0pOBbsI MPEIOCTABIISIIOTCS CHELMATIbHBIE
yueOHUKH, y4yeOHble NOCOOMS W JUJAKTHUECKHE MaTepHajbl, CHELUabHbIE TEXHUYECKHE Cpe/CTBa
o0y4yeHHUs1 KOJJIEKTUBHOIO M MHIMBHUIYaJbHOIO TOJIb30BaHMs, YCIYTM AacCUCTEHTa (ThIOTOpA),
OKa3bpIBaIOIIEr0  OOy4aroUIMMCS ~ HEOOXOAMMYIO0  TEXHMYECKYl0  IOMOIb, a TaKXke  YCIYyrH
CYpZIOTIEPEBOUUKOB U TU(IO-CYPAOTIEPEBOAIUKOB.

OcBoeHKe AUCLUIIIIMHBI 00yYarOIUMHUCS C OTPAaHUYEHHBIMU BO3MOYKHOCTSMU 37I0POBbSI MOJKET OBITh
OpPraHU30BaHO COBMECTHO C IPYTMMHU OOY4aIOLIMMHUCS, @ TAKXKE B OTJENIbHBIX IPYIIaX.

OcBoeHHME JUCHMIUIMHBI  OOyYalOIUMUCA C OrPAaHUMYEHHBIMH  BO3MOXHOCTSMH  3JI0POBBS
OCYIIECTBIISIETCS C YI€TOM OCOOCHHOCTEH MCUXO(U3NIECKOTO Pa3BUTHS, HHIUBHYAIbHBIX BO3MOKHOCTEH
U COCTOSIHUSL 3JOPOBBSL.

B nensix 1ocTynmHOCTH MOyYeHUs BBICIIIETO 00pa30BaHMs 10 00pa30BaTeIbHON MPOrpaMMe JIUIIAMH C
Or'paHUYEHHBIMHU BO3MOKHOCTSIMHU 3/10pOBbs IIPY OCBOEHUHU JAUCIMIUIMHBI 00€CTICUNBACTCS:

1) st UL ¢ OrpaHUYEHHBIMU BO3MOYKHOCTSIMU 3/10POBbSI 110 3PEHUIO:

— IIPUCYTCTBHE ThIOTOPA, OKa3bIBAIOIIMI CTYAEHTY HEOOXOAMMYIO TEXHHUUYECKYIO IMOMOILb C YYETOM
UHAUBUYalIbHBIX OCOOCHHOCTEM (IIOMOraeT 3aHATh pabdodyee MECTO, IEpPEeBUrarbcs, IPOYNUTaTh MU
o(hopMUTH 3a]JaHKE, B TOM YHCIIE, 3aIIUChIBAS IO AUKTOBKY),

— IUCbMEHHBIE 3a/1aHUs, a TaKXe MHCTPYKIUM O TIOpsSIKE HUX BBIIOJIHEHUS O(OpMIISIIOTCS
YBEIMYEHHBIM IIPUPTOM,

— clierajibHble Y4eOHUKH, yYdeOHble OCOOUs M TUAAKTUYECKHE MaTrephalibl (MMEIOLIUe KpYTHBIN
mpu@T WM ayauodaiiist),

— UHJUBHUIyaJIbHOE paBHOMEpHOE ocBelieHne He menee 300 srokc,

—IIpU HEOOXOAMMOCTH CTYIEHTY JUIs BBIOJHEHUS 3a/laHus MpPEeIOCTABISIETCS yBEIUYMBAOLIEe
YCTPOMICTBO;

2) U1 T ¢ OTPAaHUYEHHBIMH BO3MOXKHOCTSIMU 3/10POBbS 110 CIYXY:

— NMPUCYTCTBHUE ACCUCTEHTA, OKA3bIBAIOIINN CTYJIEHTY HEOOXOAUMYIO TEXHUUYECKYIO TIOMOIIIb C YYETOM
MH/IMBUTyaJbHBIX OCOOCHHOCTEH (IoMoraer 3aHATh paboyee MecTo, MepeBUTaThCs, MPOYNUTaTh U
oopMuUTH 3a/1aHKE, B TOM YHCJIIE, 3aIIMChIBast [10]] IUKTOBKY),

— o0ecreunBaeTcss HalW4Me 3BYKOYyCHWJIMBAIOIIEH ammaparypbl KOJUIEKTHBHOIO TIIOJIb30BaHMS, IpU
HeoOxoauMocTH o0ydaromieMycsl MPeJOCTaBIsAeTCs 3BYKOYCHIIMBAIOIIAs annaparypa WHIUBHYaJIbHOTO
10JIb30BaHN;

— o0ecreunBaeTcsl HaIlIeXKallMMU 3ByKOBBIMHU CPE/ICTBAMH BOCIPOU3BEIEHHUS HH(OpMAIIUH;

3) 11 UL ¢ OTPaHUYEHHBIMM BO3MOXKHOCTSIMM  3/I0pOBbsl, MMEIOIIMX HAPYLIEHUS OIIOPHO-
JIBUTaTeIbHOIO anmapara:

— IMMCbMEHHBIE 33/1aHUs BBIOJHAIOTCS Ha KOMIIBIOTEpE CO CIEHUATU3UPOBAHHBIM MPOrPAMMHBIM
o0ecreyeHrneM Uil HaJJUKTOBBIBAIOTCS THIOTOPY;

— 110 KEJTaHUIO CTYJICHTA 3aJIJaHNs MOTYT BBINIOJIHATHCS B YCTHOM (hopme.
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