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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 00s13aTeNbHON YacTH Oyioka
1 « Jucuunmuusl (Moaynu)» b.1.5.21 OIIOII.

[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) 30,2 30,2
B TOM YHUCIIE:
npaktuueckue 3ausarus (I[1P) 30 30
[IpomexyTouHas arTecTamus 0,2 0,2
CamocrositesibHas padora (Bcero) (CP) 77,8 77,8
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
OOmmit 00BeM, Yac 108 108
dopma MpoMeKyTOYHOM aTTeCcTalluu Hudd.3auet Hudd.3auer
OuHo-3a04Hast popma o0yueHust
Bun yuebnoit paboTsl Bcero vacos Tpumectpsl
4
KonrakTHasi pabora (Bcero) 20,2 20,2
B TOM YHUCIIE:
npaktuueckue 3ansatus (I[1P) 20 20
ITpomerxyTo4Has arrecTanus 0,2 0,2
CamocrositesbHas padora (Bcero) (CP) 87,8 87,8
B TOM YHCIJIE:
CaMOTMOJIrOTOBKA (CaMOCTOSTENIbHOE M3Y4YEHUE Da3JIeNoB,
npopaboTKa M TOBTOPEHUE JEKIMOHHOTO MaTepuaiga u
MaTepHuaia yueOHUKOB U y4eOHBIX MOCOOMIA, MOArOTOBKA K 84 84
1a00paTOpHBIM u MPaKTUYECKUM 3aHSATUAM,
KOJIJIOKBUYMaM H T.JI.)
MOJATOTOBKA K aTTECTAINHU 3.8 3,8
OOmmwmit 00BeM, Yac 108 108
dopMa IPOMEKYTOYHOU aTTECTALUN Hudd.3auer Judd.3auet
3aounas popma oOyueHust
Bun yueGHoM paboTh Bcero gacos TpumecTpsl
3
KonrakTHasi pabora (Bcero) 6 6




B TOM YHUCJIE:

npaktuueckue 3auarus (I[1P) 6 6
IIPOMEKYTOYHAs aTTECTALMS 0,2 0,2
CamocrositesbHasi padora (Bcero) (CP) 98 98
B TOM YHUCJIE:

CaMOIIO/ITOTOBKA (CaMOCTOSITEIbHOE HM3yYeHHUE pa3zelioB,

npopaboTKa W TMOBTOPEHHUE JEKIMOHHOTO MaTepuaia u

Marepuaia y4eOHUKOB U YU4EOHBIX MMOCOOMH, TOATOTOBKA K 98 98
nabopaTopHBIM " MPAKTHYECKUM 3aHSTUSM,

KOJUIOKBUYMaM H T.1.)

MOATOTOBKA K aTTECTAlluU 3.8 3,8
OOmwmii 00BeM, Yac 108 108
dopMa MPOMEKYTOUHON aTTECTAIIUN Judd.3auer nudd. 3ager

5. COAEP’KAHUE U CTPYKTYPA JTUCIUIIJIMHBbI

5.1. Conep:xkanue TUCHUNINHBI

Ne paznena
(Tembl)

HaumenoBanue pa3zaena (TeMbl)

Coneprxanue paszena (TeMbl)

1

Introduction to marketing and
advertising (BBenenue B
MAapKETUHT U PEKJIIAMHYIO
JeSITENIbHOCTD )

3HAKOMCTBO C IPOECCUOHATLHBIMU TEPMUHAMH U
pEUEBBIMH KOHCTPYKILHUSIMHU, KOTOPbIe HEOOXOANMBI
JUTSL OTIMCAHUS OCHOBHBIX JIOJKHOCTHBIX
00s13aHHOCTEH U1, Yy4acTBYIOIINX B
MapKETHHIOBOH NESATETBHOCTH PEKIaMHBIX
areHTCTB, KOPIOPATUBHBIX LIEHHOCTeH. BBenenue B
AKTUBHBII CJIOBapHBIN 3arac 3HaYUMBbIX Ui chepsl
pEKJIaMbl CIIOBOCOYETAHMIA, CBS3aHHBIX C IOHATHEM
«branding»: brandawareness, brandequity,
brandextension, brandidentity, brandimage,
brandloyalty, brandname, derivedbrand, off-brand.

Finding the client (ITouckknuenra)

PaccMmoTpenue ci10B TeMaTHueCKOl TPYIIIbI
«KIJIMEHTHI ¥ TIOKYTIaTeJIN», 3HAKOMCTBO C
OCHOBHBIMH METOJIAMU MapKETHHIOBBIX
MCCIICIOBAaHUN MHTEpECa MOTEHIINATBHBIX
KJIMEHTOB Il OPraHU3allu PEKIAMHBIX KOMITaHUH:
postalsurvey(mmouToBsIif Orpoc),
onlinesurvey(oHnaiin onpoc), individualinterviews:
focusgroupsandstreetinterviews (MHANBUAYATbHOE
MHTEPBBIOMPOBaHME B (OKYC-TPYNIAX U YIUYHbIE
WHTEPBBI0), telephonesurvey (TenedoHHBIN O1poc),
panelsurvey (maHeiabHOE UCCIEOBAHMUE),
feedbackforms (ucnonb3oBanue popm o6paTHOM
CBsI31), pre-testing (mpeaBapuTeIbHOE
TECTUPOBAHUE).

Planningamarketingstrategyofadag
ency([lnanupoBanue
MapKeTHUHIOBOI cTpaTreruu
PEKIaMHOIO areHTCTBA)

[Tony4eHue cTyaeHTaMi HaBBIKOB MAPKETHHTOBOTO
TUTAHUPOBAHUS PaOOTHI PEKJIAMHOTO areHTCTBA:
analysisofcompetitors (aHanu3 paGoTsI
KOHKYpeHTOB), benchmarking (0eHumapkuHr —
aHaJIM3 DTAJIOHHBIX MTOKa3aTeneit), situationanalysis
(cuTyallMOHHBIN aHAJIN3),

5




implementation(peanu3arus miaHa) — ¥ MPUHIUIIOB
OIMCAHMS TaKOTO TUIAHMPOBAHUS HA aHTIIMHCKOM
SI3bIKE. AHAIM3 aHTIIOSI3BIYHBIX TIOHSATHH:
channelsofdistributionofproduct (kananbr
pacripocTpaneHus npoaykra), productpromotion
(mponBMXEeHHE MPOAYKTA), logistics (JorucTrka),
publicrelations(cBsi3u ¢ 0OIIECTBEHHOCTHIO).
[TpakTdeckas paboTa Mo HaMCAHUIO TUTIOBBIX
JICTIOBBIX MTUCEM.

Creating ads (Co3nanue pekiambl)

W3ydeHue mporecca co31aHusl PeKIaMHbIX
00BSBIICHUMN, TTPECC-PEIIN30B, MATEPUATIOB,
HEOOXOAMMBIX ISl POJBUKEHHUS IPOTYKTA.
PaccmoTtpenue npouecca opraHu3anny peKiaMHON
KOMITaHUU 10 (POPMUPOBAHUIO MO3UTUBHOTO
UMHDKa (PUPMBI HAa IPUMEPE TYPUCTHUECKOTO
areHTcTBa. AKIEHTUPOBAaHUE BHUMAHUS Ha
HAI[MOHAJIbHBIX KYJIBTYPHBIX OCOOEHHOCTSIX
PEKJIaMHBIX TEKCTOB, KOTOPHIE CIIEAYET YUUTHIBATD
BO BpeMs paOOThI IO MPOABMKEHUIO TPOAYKTA.
AKTHUBH3AIMS B PEUU CTYIEHTOB CHHTAaKCUYECKUX
KOHCTPYKIII/II\/JI AHIIUHCKOTO sA3bIKa, UCIIOJIB3YyCMbIX
JUTSL peKJIaMbl IPOIYKTa B TICUATHBIX MEHa,
HHTCPHET MMPOCTPAHCTBEC, HA TCIICBUICHUU U
UCIONb30BaHME 3TUX KOHCTPYKIINI B BEACHUN
JIETTIOBOM KOPPECTOHAECHIIMH.

Presentingyourpublicface(Ily6mamun
asl Ipe3eHTaNus CBOECH
NESATETHLHOCTH)

3HAKOMCTBO COCIIOCOOAMH OMUCAHUS Ha
AHIJIMMCKOM SI3BIKE PAa3JIMYHBIX BUAOB PEKJIAMHOMN
JeSITEIbHOCTH, HAIIPaBJIEHHOM Ha CO3/1aHue U
MIPOIBMKEHUE TIOJIOKHUTEILHOTO 00pa3a KOMIaH!UH,
(dbupmbl: newsletters(paccoliika mucem),
pressreleases (myOnukarus mpecc-
pEeNn30B),sponsoring(opraHu3aius CIOHCOPCKOi
MOJIIEPIKKH ), pressconferences(mpoBeeHue mpecc-
KOH(epeHLuil).

Advertisingthroughtradefairs
(Opranu3zanus peKiIaMHbIX
KOMIIaHUHM Ha TOPTOBBIX
BBICTaBKaX)

Pacmipenue akTHBHOTO CIIOBapHOIO 3amaca
TEPMUHAMHU U TIOHATUSIMH, Ha3bIBAIOIIIUMHU
OCHOBHBIE YaCTH, JIEMEHTHI TOPrOBOI BBICTaBKH,
ee ayauroputo: exhibitionstand, editorialcoverage,
prospects, keypublications, additionalaudience, co-
locateditems. CocTaBneHue Ha aHIIIMHCKOM s3bIKe
TUTIOBBIX NPUTIIAIICHUH HAa BEICTABOYHBIE
MEPONPUATHSI, PEKIIAMHBIX OYyKJIETOB.
PaccmoTrpenune oco0eHHOCTEN MocTpoeHus
Juanoros mo teme «Opranuzaius BBICTAaBOYHOTO
MMaBWJIbOHA». Hanrcanne TMMOBOW MOTHMBAaLlMOHHOMN
PEKIIAMHOM PEUHU.

5.2. CTpykTypa AUCUMILIHUHbI

Ounas popma o0yueHust




No paznena

HammenoBanue pasznena (TeMbl)

KonnuecTBo yacoB

(TembI) I1P CP Bceero
1 Introduction to marketing and advertising (Beegenue B 6 12 18
MapKETHHT U PEKJIIAMHYIO IeITEeIbHOCTD)
2 Finding the client (ITouckknuenra) 6 12 18
3 Planningamarketingstrategyofadagency (IlnanupoBanue 6 14 20
MapKETHHIOBOM CTpaTeruu PEKJIaMHOTO areHTCTBA)
4 Creating ads (Co3nanue pekiambl) 4 12 16
5 Presentingyourpublicface(Ilyonuanas mpe3eHTamus 4 12 16
CBOCH NI TEIHHOCTH)
6 Advertisingthroughtradefairs (Opranu3zanus peKIaMHbBIX 4 12 16
KOMITaHUW Ha TOPrOBBIX BBICTaBKaX)
AtTtectanus 0,2 3,8 4
OO6muit 00pemM 30 74 108
OuHo-3204Has popMa o0yueHHst
No paznena HaumenoBanue paszena (TeMbl) KonuuecTBo yacoB
(TemBI) I1P CP Bcero
1 Introduction to marketing and advertising (BBenenue B 4 14 13
MapKETHHT U PEKJIIAMHYIO JICITCIbHOCTD)
2 Finding the client (ITouckknuenra) 4 14 18
3 Planningamarketingstrategyofadagency (IlnanupoBanue 4 16 20
MapKETHHIOBOHM CTPaTeTHH PEKJIAMHOTO areHTCTBA)
4 Creating ads (Co3znanue pexiambl) 4 14 18
5 Presentingyourpublicface(Ilyonuanas mpe3eHTarus ) 14 16
CBOCH IS TEIBHOCTH)
6 Advertisingthroughtradefairs (Opranusanus pekiiaMHbIX ) 12 14
KOMITAaHUH Ha TOPTOBBIX BBICTaBKaX)
ATtTecrarus 0,2 3,8 4
OOmumii 06beM 20,2 87,8 108
3aounas popma o0yueHust
Ne pas3aeia HanmenoBanmne pasacia (TeMBI) KommuecTBo wacoB
(Temsr) I1P CP Bcero
1 Introduction to marketing and advertising (Benenue B ) 13 20
MapKETHHT U PEKJIIAMHYIO I€ATEIbHOCTD)
2 Finding the client (ITouckknuenra) o) 16 18
3 Planningamarketingstrategyofadagency (IlnmanupoBanue ) 16 18
MapKETHHIOBOM CTpaTeTHH PEKJIaAMHOTO areHTCTBA)
4 Creating ads (Co3nanue pexjiambl) _ 16 16
5 Presentingyourpublicface(Ilyonuanas mpe3eHTarus B 16 16
CBOEH JIeTEIbHOCTH)
6 Advertisingthroughtradefairs (Opranusarus peki1aMHbIX 3 16 16
KOMITAHW Ha TOPTOBBIX BBHICTaBKaX )
ATTecTanus 0,2 3,8 4




OOuwmii 00beM 6 98 108
5.3. 3aHATHS CEMMHAPCKOI0 TUIIA
Ounas ¢popma o0yueHust
Ne i/t Ne paznena Bun HaumenoBanue KomanuectBo
(Temsr) 3aHATUSA 4acoB
1 1 1P Introduction to marketing and advertising
(BBenenue B MAapKETUHT U PEKIAMHYIO 6
JIESITENIbHOCTD)
2 2 I1P Finding the client (ITouckkrenTa) 6
3 3 1P Planningamarketingstrategyofadagency
(ITnanupoBaHuEe MapKETUHTOBOM CTpaTeruu 6
PEKIaMHOIO areHTCTBA)
4 4 I1P Creating ads (Co3nanue pexiiambl) 4
5 5 1P Presentingyourpublicface(IlyOnuunas 4
IIPE3CHTAIMS CBOCH JeSITEIIbHOCTH)
6 6 1P Adpvertisingthroughtradefairs (Opranusanus 4
PEKJIAaMHBIX KOMITAHUH HA TOPTOBBIX BBICTABKAX)
ATtTecranus 0.2
OuHo-3a0uHast popma o0yueHunst
Nem/m | Nepazmena Bun HanmenoBanue KomnuectBo
(Temsr) 3aHATUS 4acoB
1 1 [P Introduction to marketing and advertising
(BBenenue B MapKETUHT U pPEKJIaMHYIO 4
JIeSITEJIbHOCTh)
2 2 I1P Finding the client (ITouckkiamnenra) 4
3 3 1P Planningamarketingstrategyofadagency
(IlmaHupoBaHME MapKETUHTOBOM CTpaTeruu 4
PEKJIaMHOTO areHTCTBA)
4 4 [P Creating ads (Co3mgaHue pexiambl) 4
5 5 1P Presentingyourpublicface(Ily0nnunas )
IpE3eHTaIMs] CBOCH JesITeIbHOCTH)
6 6 1P Advertisingthroughtradefairs (Opranu3zanus )
PEKJIAMHBIX KOMITAHUH Ha TOPTOBBIX BBICTABKAX)
ATtTecranus 0.2
3aounas popma o0yueHust
| Ne mi/m ‘ Ne paznena ‘ Bun ‘ HaumenoBanue ‘ KonuuectBo




(Tembl) 3aHATUSA 4acoB

1 1 1P Introduction to marketing and advertising
(BBenenue B MapKeTUHT U PEKIAMHYIO 2
JIESITENIbHOCTD)

2 2 [P Finding the client (ITouckkmuenra) )

3 3 [P Planningamarketingstrategyofadagency
(IImanupoBaHME MapKETUHIOBOM CTpaTreruu 2
PEKJIaMHOIO areHTCTBA)
[ToaroroBka k arrecranuu 3.8

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

5.5. CamocrosiTesqibHas padoTa

Ne Bunapl camocTosTennbHON paboThI 0]0]0) 0O3P0 3d0
paznerna
(TEMBI)
126 [TonroToBka Kk yCTHOMY OIPOCY IO TEME, TECTUPOBAHHMIO, 74 ’4 98
BBITIOJTHEHUIO TIPAKTHYECKUX 3aTaHUM.
1-6 IloaroroBka K aTTecTalyu. 3,8 3,8 3,8

6. OBPA3OBATEJIBHBIE TEXHOJIOI'MA

[Tpu 00yyeHNH HHOCTPAHHOMY SI3BIKY MCIIONB3YIOTCS CIAEAYIONINE 00pa3oBaTeIbHbIe TEXHOIOTHH.

TexHOJIOTHS KOMMYHHUKATHUBHOTO OOYYCHHSI — HampalicHa Ha (OPMHUPOBAHHE KOMMYHUKATHBHON
KOMITETEHTHOCTH CTYJIEHTOB, KOTOpas SBJsieTcs 6a30BOM, HEOOXOUMOM ISl aAaNTalluid K COBPEMEHHBIM
YCIIOBUSM MEXKYJIBTYPHON KOMMYHUKAIIHH.

Texnonorus pazHoypoBHeBoro (auddepeHIIPOBaHHOT0) 00yUeHHsI MPEoaraeT OCyIIeCTBICHUE
MO3HABATEIILHOW  JIEATETLHOCTH CTYJEHTOB C Yy4€TOM WX HHAUBUAYAIBHBIX CIIOCOOHOCTEH,
BO3MOXXHOCTEH M WHTEPECOB, MOOILIPSSI UX PEaTn30BBIBATH CBOW TBOpuUeckuil moreHuuan. CozmaHue u
WCIIOJIH30BaHNUE TUATHOCTUUECKUX TECTOB SIBJIAETCS HEOTHEMIIEMOM YaCThIO JAHHOU TEXHOJIOTHH.

Texnomorus  WHAWBUAyaldu3alud  OOydYeHHST  MOMOTaeT  pealu30BbIBaTh  JTUYHOCTHO-
OpPUEHTUPOBAHHBIN MOJIXO]], YIUTHIBAS MHIUBHIYATbHBIC OCOOCHHOCTH U MOTPEOHOCTH YUAITHUXCA.

TexHomorus TECTUPOBAHHS WCIHONB3YETCS [UIsI KOHTPOJSI YpPOBHS YCBOGHMSI JIEKCHYECKHX,
rpaMMaTHYECKUX 3HAHMM B pamMKax MOMYJS Ha OINpeAeI€HHOM dTare oOyueHus. JlaHHAsS TEXHOJIOTHS
MO3BOJISIET TMPEMO/IaBaTeN0 BBIIBUTh M CHUCTEMATU3UPOBATH AaCMEKThI, TpeOyroliue IOTMOTHUTEIbHOM
popaboTKH.

Texnonorus oOy4deHHs] B COTPYJAHMUYECTBE pEATH3yeT UACI0 B3aWUMHOTO OOYUYEHUS, OCYIIECTBIISIS
KaK WHIUBUIyATbHYIO, TaK M KOJJIEKTUBHYIO OTBETCTBEHHOCTH 32 PEIICHHE YICOHBIX 3a71a4.

HrpoBasi TeXHONOTHS TO3BOJIIET Pa3BUBATh HABBIKM PACCMOTPEHHS psiia BO3MOXKHBIX CIOCOOOB
pelIeHus mpooiieM, aKTUBU3UPYS MBIIIJICHHE CTYJICHTOB M PACKPBIBAs TUIHOCTHBIN IMTOTSHITHAT KaXKIOTO
o0yuJaroIerocs.

TexHOMOTHS Pa3BUTHSI KPUTUUYECKOTO MBITIUICHHUS CTIOCOOCTBYET (POPMUPOBAHUIO PA3HOCTOPOHHEH
JUYHOCTH, CIIOCOOHON KPUTUYECKHM OTHOCUTHCA K MHGPOpPMAIMH, YMEHHIO OTOMpaTh MH(OpMALUIO IS
pelLIeHNs TOCTAaBJICHHOM 3aa4Hu.

NudopmannonHo-kommyHuKamonneie Texronoruu (MKT) pacmmpstor pamku 00pa3oBaTeIbHOTO
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mporecca, IOBBIINIAA €ro IMPaKTHYECKYH HAIpPaBIEHHOCTb, CIIOCOOCTBYIOT HMHTEHCH(UKALUU
CaMOCTOSITENTbHON pabOThl 00yYarOMIMXCS U TOBBIIICHUIO MTO3HABAaTENbHOM akTuBHOCTH. B pamkax KT
BBIICIISIIOTCSA 2 BUJA TEXHOJIOTHH:

- MEeXHONo2UsI UCHONIb30BAHUA KOMNBIOMEPHLIX NPOZPAMM, KOTOpas MO3BOJSAET 3(P(PEKTUBHO
JOMOJIHUTH NPOLEecC 00y4YeHNUs A3bIKY Ha BCEX YPOBHSX. MylbTUMENIHBIE TPOTPAMMBbI IPEAHAa3HAYEHBI
KaK s ayJIuTOPHOH, TaK M CaMOCTOSTENbHOW pabOThl CTYJCHTOB M HAalpaBlieHbl Ha pa3BUTHE
IPaMMaTHYECKHUX U JICKCUYECKUX HABBIKOB.

- Unmepnem-mexHonoeuu, NPEAOCTABIISAIONINE ITMPOKUE BOZMOKHOCTH JJIS TIOMCKA HH(OpMAIuH,
BEJICHUS HAYYHBIX HCCIICIOBAaHUM.

I/IHTepaKTHBHbIe H aKTHBHbIC 06p330BaTeJ1beIe TEXHOJI0I'UH,
HCII0JIb3YyEMbIC B AYAUTOPHBIX 3AHATUAX

Ne Bun Hcnonb3yeMble HHTEPAaKTUBHBIC U aKTUBHBIC KonnuectBo yacos
paszena | 3aHATHA o0pa3oBarebHbIE TEXHOJIOTHH
(Tembl) 010]0) 300
3 [P TBopueckue 3a7anus: COCTaBIIEHNE paccKasa o 2 2

peleHny paboynx npodaeM Mo OMOPHBIM
¢dpazam, 03ByUHBaHUE 110 POJISIM (parMeHTa
aHIJIMICKOro puiibMa, B KOTOPOM
JIEMOHCTPUPYETCSI CUTYallUsl, CBA3aHHAsI C
pa3paboTKOM MapKETUHIOBOW CTpaTETruu
PEKIIaMHOTO areHTCTBa (Urpa B KUHOLYOIISIK).

5,6 ITP WuTepakTuBHOE 3aHATHE (paboTa C 2 2
ayJuomarepuanaMu: CBOOOHAs MHTEPIPETaLus
MaTEepUasoB ay IUPOBAHMS; COKPATUUECKHUM
JIAJIOT Ha OCHOBE CTPAHOBEUYECKUX
MaTepHajIoB: HEOOX0AUMO, HAlpUMep,
000CHOBATh TOT WM UHOM MApKETUHIOBbII
npueM; «00yJaromuncs B poiu
IpenoaaBaTess»; UCI0Ib30BaHHUE
MHTEPaKTUBHBIX 00yUaromux GpuibMoB, B
KOTOPBIX HEOOXOAMMO TOMOYb IepOsiM
3aKOHYMTH (pa3bl B TUAJIOTE U T.J.; IPOCMOTP U
o0cy»xJieHue y4eOHbIX (PUIbMOB.

IpakTnyeckasi NOAr0TOBKA 00yYAKOLIMXCS

Ne paznena Bun Bunei pabot KomnuecTtBo
(Tempr) 3aHATUSA 4acoB

7.OHEHOYHBIE MATEPHUAJIBI VIS TEKYIIETO KOHTPOJISA YCIIEBAEMOCTMU,
MNPOMEXYTOUYHOM ATTECTALIUM

7.1. MeToan4eckue MaTepHaJibl, ONpeae/siiolue Npouelypbl OCHUBAHUS B PAMKAX TeKYIero
KOHTPOJISA YCIIeBAeMOCTH

10




YCTHBII onpoc — cpeACTBO KOHTPOJIS YCBOCHHS YUEOHOTO MaTepualia o TeMaM 3aHsATHH.

[Ipornienypa mpoBeleHHsS MAAHHOTO OLIGHOYHOTO MEpOIpHATHs BKJIOUaeT B cebs: Oecemy
npenojaBaTesis ¢ 00y4aroIuMcs Ha TEMBI, CBSI3aHHBIC C M3y4aeMOl AUCLUUILTUHON, U PACCYUTAHHOE Ha
BbISICHEHHE o00beMa 3HaHUM OO0ydYaromerocss TO ONpeAeICHHOMY pas3jiely, Teme, Mpodieme
(MHAMBUIYATBHO WM (PPOHTATIBHO).

Ilokazarenn A OLEHKM YCTHOIO OTBeTa: |) 3HaHMe Marepuasa; 2) IOCIEI0BaTEIbHOCTh
U3NI0KEHUs; 3) BiaJleHue pedyblo U NMpoecCUOHANbHON TepMUHOOTHEH; 4) MPUMEHEHUE KOHKPETHBIX
MIPUMEPOB; 5) 3HAHHE paHEee U3YUECHHOT0 Marepuaa; 6) ypoBeHb TEOPETUUECKOTO aHaIu3a; 7) CTENEeHb
CaMOCTOSITENTLHOCTH; §) CTENEHb aKTUBHOCTHU B IIpoliecce; 9) BHIMOJIHEHUE PeryiaMeHTa.

JlJis TONTOTOBKM K JAaHHOMY OIICHOYHOMY MEPOIPHUSTHIO HEOOXOAMMO H3YyYUTh ydeOHBIC
MaTepuaigbl MO TEME€ 3aHATUS, MPOCMOTPETh CIPABOYHUKHU [0 TpaMMaTHKE, a TakKKe MOBTOPUTH
MaTepuabl, 3aMCaHHBIC BO BPEMs TPAKTHYCCKHUX 3aHSATHH.

TecTupoBaHme—CcpeCTBO KOHTPOJIA YCBOEHUs yueOHOro marepuana. He MeHee, uem 3a HeJEINI0
710 TECTHUPOBAHUS, IPENOJABATENb ONPENENAeT Ui 00YJarOMUXCsl UCXOAHbIE TaHHBIE JUIs TIOATOTOBKU
K TECTUPOBAHUIO: TEMbI, BONPOCHI, MO KOTOPHIM OYIyT 3aJaHus B TECTOBOH (opme, JAUTEpaTypy H
WCTOYHUKHU C TOYHBIM yKa3aHUEM pPa3J/Ie]ioB, TEM, CTaTeH /ISl TOITOTOBKH.

TecTbl BBIMOMHSIOTCS BO BpeMs ayJAUTOPHBIX 3aHITHA CEMUHAPCKOro TUMa (MPaKTHYECKUX
3aHATUR).

KomnnuecTBo BOIPOCOB B TECTOBOM 33JaHUH OTPEENIAETCS MPErnoaaBaTeemM.

Ha Brimonnenue tectoB orBoautcsa 0,5—1 akageMU4ecKUi yac.

NuauBuayanbHOE TECTOBOE 3a/laHuE BBITACTCS 00ydaromeMycss Ha OyMa)KHOM HocuTene. Takxke
TECTUPOBAHUE MOXKET MPOBOAMTHCS C HCIIOJIB30BAHMEM KOMITBIOTEPHBIX CpPEJICTB W TpOrpaMM B
CHeNHaTbHO 000PY/IOBaHHBIX MTOMEIICHHUSX.

[Ipy MPOXOXIECHUM TECTUPOBAHUS IIOJB30BATHCS YYCOHMKAMH WM yYeOHBIMH TIOCOOHMSIMH HE
pasperaercsi.

YpoBeHb 3HaHWM  OOyYaroOIIErocss OMpEeAeseTCs OLUEHKAMH  «OTIMYHO»,  «XOpOIIOY,
«YIOBIETBOPUTENBHO, «HEYAOBIECTBOPUTEIHHOY.

BoinoJiHeHHe MPAKTHYECKUX 3aIaHUi (pelIeHNE dBPUCTUYCCKHUX 3a7a4 U 337a4, CBSI3aHHBIX C
WHTEpIpeTallMeTekcTa) — MNHUcbMeHHas (opma paboThl CTylIEHTa, KOTOpas CIOCOOCTBYET
3aKpEIUICHUIO W YTIyOJCHHIO TEOPETHUYECKMX 3HAHWM W TO03BOJISIET CPOPMHPOBATH Yy CTYACHTOB
HABBIKW IPUMEHEHUS ITHX 3HAHUU Ha MPaKTUKE.

[TpakTdeckue 3aaHus BHIMOTHSIIOTCS BO BPEMs ayJUTOPHBIX 3aHSATHH CEMHHAPCKOTO THUIIA TI0
MIPeIJIOKEHHBIM TTperoaBaTesieM MaTepruanam.

KonnyecTBo 3amanuii onpenensieTcs: mpenoaBaTeeM.

Pe3ynbpTaToM BBITIOTHEHUS 3aJaHUS SBISETCS OTUET, KOTOPBINA TOIDKEH COAEPKaTh: HOMEp, TEMY
MPAKTUYECKOH pPabOTHI; KpaTKOe OINMMCAHHWE KAXKIOTO 3a/aHus; BBIOJHEHHOE 33/1aHWE; OTBETHl Ha
KOHTPOJIbHBIE BOTIPOCHI.

YpoBeHb YMEHHMI M HABBHIKOB OOYYArOIIEroCsl ONPENENsIeTCs] OIEHKAMU «OTIMYHO», «XOpPOIIOY,
«YIOBIETBOPUTENBHOY, «HEYIOBIECTBOPUTEIHHOY.

7.2. MeToan4eckue MaTepuaJibl, ONpe/e/isiioliue Mpoue1ypbl OEeHUBAHUA B PAaMKax
NMPOMEKYTOYHOM aTTeCTANHU

JuddepennmpoBanHnblii 3a4eT — 3TO GopmMa IPOMEKYTOUHOM aTTecTalnu, 3aJaueidl KOTOPOro
ABIISICTC KOMIUIEKCHOE OIIeHKa YPOBHEHM [OCTM)KEHHUS IUIAHHUPYEMBIX pE3yJlbTaTOB OOydYeHHs I10
JTUCLUIIIINHE.

HuddepenurpoBanHblii 3aueT Ui OYHOM (opMbl OOyueHHs] MPOBOAUTCS 3a CUET 4Yacos,
OTBEAECHHBIX HA U3YYEHHE COOTBETCTBYIOIIEH JUCIUATIIINHBI.

[Iponienypa mpoBeneHHs TaHHOTO OLEHOYHOTO MEPONPHUATHS BKJIIOYAaeT B ce0d OICHKY
pEe3yJIbTaTOB TEKYIIEro KOHTPOJIS YCIIEBAEMOCTH CTyJ€HTa B TeueHue IMepuoja OOydeHHs II0
aucuuiuinHe. /s gomycka K 3ayeTy HEOOXOAMMO HMMETh IMOJIOKHUTENbHBIE OLIEHKH, MOJy4YEeHHbIE B

paMKax TEKYILEro KOHTPOJISl yCIEBAEMOCTH, 0 KaKI0M TeMe, MPEeTyCMOTPEHHON NUCIUTIIIMHOMN.
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B kputepun HTOroBOi OIIEHKH YPOBHSI MOATOTOBKH 00YYarOMIEToCs 10 AUCHUIIIMHE BXOJIAT:

- YPOBEHb YCBOEHHSI CTYJICHTOM MaTepuala, peayCMOTPEHHOTro pabodel mporpaMMoii;

- YPOBEHb NPAKTUYECKUX YMEHHH, NPOJAEMOHCTPUPOBAHHBIX CTYJEHTOM IPH BBIIOJIHEHUU
MPAaKTUYECKUX 3aJaHH;

- YPOBEHb OCBOCHMSI KOMITETEHLIUN, ITO3BOJISIOIINX BBINOJIHATH IPAKTUYECKUE 3aaHus;

- JIOTHKa MBIIUIEHUS,, 000CHOBAaHHOCTH, YETKOCTh, OJTHOTA OTBETOB.

[Ipouenypa mpoBeneHUS JAHHOTO  OLIEHOYHOTO  MEPONPUSTHS — IPEICTaBiIsieT  coOou
co0ecel0BaHUe MO0 TEOPETHYECKUM BOIPOCAM, 2 TAK/Ke BHINOJHEHHE CTYIeHTAMHM KOMILJIEKCHOT 0
NMPAKTHYECKOI0 321aHUSI(HECKOJIbKO 3aJaHUiil Pa3HOI0 THUIIA) MOBBLIMIEHHOW CJI0KHOCTH, KOTOPOE
HaIpaBJICHO HAa IMPOBEPKY KaK I'pPaMMaTHUYECKMX 3HAHUM CTYJIEHTOB, TaK M PEUYEBBIX KOMIETECHLIMMI
(moHMMaHue OOIero CcoJep)kaHus TEKCTOB, MPO(ECCHOHANBHON TEPMHHOJOTHH, CHOCOOHOCTh K
MPaBUIHLHON MHTEPIIPETAIIMH U3JI0KEHHBIX B TEKCTaX (DAKTUUECKUX JTAaHHBIX).

TunoBble mpakThyeckue 3afaHus K AuddepeHIMpOBaHHOMY 3a4eTy AOBOASTCS O CBEICHUS
CTYJICHTOB 3apaHee.

[Ipy moaroroBke K OTBETY IMOJIb30BaHHE Y4YEOHUKaMH, Y4eOHO-METOAMYECKHMMH MOCOOUSIMH,
CpPEACTBAaMU CBSI3U U AJIEKTPOHHBIMHU PECYpCcaMu Ha JTIOOBIX HOCUTEISX 3alPELIeHO.

Ha BbInoniHEHNE KOMIUIEKCHOTO MTPAaKTUYECKOIO 3a/1aHUsI OTBOJAUTCS, Kak npasuiio, 30—40 MuHyT.

[Tocne okOHYAaHHWSI OTBETA MpENoJaBaTeilb OOBSIBIAECT 0OyYaIOUMIEMyCsl OIICHKY IO pe3yJbTaTaM
3a4era, a TAaKKe BHOCUT 3Ty OLIEHKY B aTTECTAlMOHHYIO BEIOMOCTb, 3a4E€THYIO KHUXKKY.

YpoBeHb  3HaHUM, YMEHMM W  HAaBBIKOB  OOYy4aloLIErocs  OIpenessieTcsl  OLEHKaMu
«HEYJIOBJIETBOPUTEIBHO», «yJAOBIETBOPUTEIBHOY, «XOPOILIO» U KOTIUYHOY.

7.3. OueHo4Hble CpeACTBA, KPUTEPHH U IKAJIA OLeHKH
Tunosble 3a1aHNus I TEKyLIero KOHTPOJIS yCIIeBaeMOCTH

IlepeyeHb THIIOBBIX BOMPOCOB IJISI YCTHOI'O OIIpoca
OTBeT Ha BOIPOC JIOJDKEH MPEACTABIATH COO0H KpaTKOe MOHOJIOTHYECKOE BHICKA3bIBAHUE
Ha aHTIUUCKOM SI3bIKE

1. Kpartko onumuTe IesTeIbHOCTh MEPEYHCICHHBIX CIEUATUCTOB B 00JaCTH MapKeTHHTA:
«brandmanager», «directorofmarketing», «headofPR», «marketingassistant».

2. Jlaiite onpenenenue TepmuHa «branding.

3.IlpencraBpre cebe, YTO KOMMAHHWSA, MOJYYHUBINAS HW3BECTHOCTh Ojarojaps MNEepBOKIACCHON
TYPUCTHUYECKOW HKUIMPOBKE, KOTOPYIO OHa BBINYCKaja, pPEIIiia MPOM3BOIUTH TOBAphl IS JIOMA.
Curyanusionucanacinenyomumoodpazom: «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». O6bscHuTe3HaueHHeTepMuHa «off-brand».

4. Tlpm co3maHMM MapKETUHTOBOW CTPAaTeTMH BAXHO ONpPEICITUTh TO, YTO HA3BIBACTCS
«typicalcustomerprofile». Uto 0003HauaeT 3TO aHIIUHCKOE BBIpAXKEHUE.

5. MapkeTuHroBslii koMmiiekc(«marketingmix») oObIYHO BKJIFOUAET TaK Ha3bIBaeMble «4eTbipe P»
(«fourPs»): product, price, placement, promotion. O0bsicHUTE, YTO 0003HAYAIOT ITH TEPMUHBI.

6. OGBIYHO /1€JI0BOE MUCHMO JIOJDKHO BKJIHOYATh (pasbl, KOTOPbIE MOKHO OOBEAMHUTH B TPYIIIbI:
«Greetingsandclosesy, «Pleasantriesy, «Closesforsayingthankyou». ITpusenure IIPUMEpBI
OOMICTTPUHSATHIX PEYEBHIX POPMYIT LTS KaXKIOH U3 TPYIIIL.

7. OObscHUTE, AN KakuxX Leied Obul pa3paboTaH MHCTPYMEHT, IMOJXYYMBIIMM Ha3BaHUE
«BostonMatrix»?

8. Kak pacmmmdpossiBaetcs abopeBuarypa AIDA, KOTOPYIO HCHOB3YIOT Ul 0003HAYEHUSI MOJETH
TIPOABIDKEHHSI TPOAYKTOB U yCiIyT. [IpoKOMMEHTHpYITE 3HAaUEHHE KaXX/I0TO TEPMHUHA.

9. Ilepeuncnute o0s3aTeNbHbIE Pa3lieNbl B CTPYKTYpe CTaHIApTHOIO Ipecc-pein3a, NPUBEIUTE
MIPUMEPHI OOMIETPUHSATHIX PEUYEBBIX (DOPMYJI, HCIIOIB3YEMBIX B KQXKIIOM pa3Jiede.
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10. Bo Bpems mpe3eHTaluu KOMIIAaHUHM Ha TOPTOBBIX BBICTaBKax, sSpMapKax MapKeTOJIOTU TOTOBSIT
IUIsl yYACTHUKOB MPE3EHTALH «giveawaysy. OObsSCHUTE 3HAaYEHUE 3TOTO CIIOBA.

Kpurtepun oneHK# yCTHOTO onpoca

OneHka «OTIUYHO» BBICTABISIETCS CTYJIEHTY, €CITM OH B TOJHOW MEpe PacKpbul COJEp)KaHUE
BOIIPOCA, €r0 pedb XapaKTepU3yeTcsl coOMo/eHueM (OHETUYECKUX U TPaMMaTHYECKHX HOPM
aHTTIUICKOTO SI3bIKa, HAChIIIeHa TPO(deCCHOHAaTbHBIMUA TEPMUHAMHU.

OrneHKa «XOpOIIO» BBICTABJISIETCS CTYACHTY, €CJIM B IMPOIECCe OTBETA OH JOMYCTUJI OJHY-IBE
OLIMOKM B PACKPBITUU COJEp>KaHUS BOIpPOCAa WIM B TMOCTPOCHUU MPEIIOKEHHH (TpaMMaTHyecKue
OILIUOKM).

OneHka «yIOBIETBOPUTENBHO» BBICTABISIETCS CTYAEHTY, €CIM OH B I€JIOM TOHUMAeT
coJiepKaHUE HM3YUYEHHBIX TE€M, MMEET MPEJCTaBICHHE O IPaMMaTHYECKUX HOpMax, HO B Ipoliecce
OTBeTa JOIyCcKaeT 0oJiee ABYX OLIMOOK.

OueHka «HEYJIOBJICTBOPUTEILHO» BBICTABISETCA CTYACHTY, €CJIM OTBET MO CYIIECTBY
OTCYTCTBYET, HECMOTPS Ha HaBOJASIIME BOMPOCHI MPEroaaBaTes.

Hepeqeﬂb THUIIOBBIX TECTOBbIX 3ana1m1“4

1. TlpouwTaiiTe  ONMMCAaHWE  JOJDKHOCTHBIX  OOS3aHHOCTEH  COTPYJAHHMKA  KOMIIaHUHU.
OmnpenenuTe0KHOCTh, 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 cnoco6oB cOOpa TaHHBIX B MAPKETUHIOBBIX MCCIEAOBAHUAX B OPUTAHCKOM BapHUaHTE
Pa3roBOPHOTO aHIIIMHCKOTO S3bIKa OOBIYHO Ha3BIBACTCS «One-on-oney». Bridepute nmpodeccrnonanbHbIi
CHHOHHMM 3TOTO Pa3rOBOPHOTO CJIOBA.

a) postalsurvey,

b) telephonesurvey,

c) street interview,

d)individual interview.

3. MapkeTtuHroBslikoMIUIeKC («marketingmix»), KpOMEUYETBHIPEXOCHOBHBIX31EMEHTOB (product,
price,placement, promotion)MOKeTBKIOYaTbTPUIONIONHUTEIbHBIX. BblOepuTe 3TH TpU BlIEeMEHTa U3
MIEPEYNCIICHHBIX.

a) participants,

b) prediction,

C) projection,

d)processes,

e) physical evidence.

4. TlpouuTaiiTeonpeneaeHHEOTHOTOU3CEKTOPOB «Boston Matrix», yKaKUTEHa3BaHHUECEKTOpa:
«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.
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5. B Bpemss TOProBbIX BBICTABOK MHOTME KOMIIAHHM OPraHU3YIOT «socialeventsy.
HaiinuteBepHoeonpe1eIeHUEeITOrOMEPOTIPUSTHS.

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

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

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

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

Kpurtepuu u oueHKHU TeCTHPOBAHUS
KonunyecTBO npaBMIIbHBIX OTBETOB:
Menee 5 (13 10 BOIpOCOB)— «HEYIOBJICTBOPUTEIHLHOY,
5—6 — «y1OBIETBOPUTEIILHOY,
7—-8 — «xopo1ioy,
9-10 — «oTITUYHOY.

Tunosble 3aaHus 1 NPAKTHYECKOH MOATOTOBKYU 00y4ar0IHXCS

IIpakTuyeckoe 3axanue 1
IIpounTaiiTe AUAJIOT 0 CTPYKTYPe MAPKETHHIOBOI'0 OT/I€J1a PeKJIAMHOM KOMIAHUU. 3aM0JHUTE
NPOIYCKH B OPraHU3aIMOHHOM cXeMe HMeHAMH COOTBETCTBYIOIIHMX 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.
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Rob. Great! That’s very helpful.

a ,b , C ,d , € 7f

IIpakTnyeckoe 3aganue 2
Ilepen Bamu ceMb COBETOB, KaK MOJYYHTh 00JIbIIIE M0JIE3HBIX CBEIEHUI 0 BAIIUX NOTEHIUATbHBIX
KJIMeHTaX. 3aM0JTHATE NPONYCKH B MPEJIOKEHUAX CJIOBAMHU MJIU CJI0BOCOYETAHUAMM, KOTOpPbIE
HANMCAHBI KYPpCUBHBIM ipu¢dToM. IlpnMepnpuBeseHBIepBOMIIPeII0KEHUN

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

1. Emailloyal customers directly with one or two questions.

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

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 corpyaHnKoOB (pMpMBbI, KOTOPasi 3AaHUMAETCH PEKJIAMONTYPHCTHYECKON 01exKAbl, 00yBH U
HHBEHTAPS A/ HAYUHAIOIIUX TYPUCTOB — IPEUMYIIECTBEHHO MOAPOCTKOB, CO0MpaeTcs MPOBECTH
MAapPKETHHIOBOE HCCICA0BAHME M 00CyKAaeT, KaKue MeToAbl cOopa JaHHBIX UM JIy4lle
UCN0/1b30BaTh. IIpounTaiiTeTrekeT, BHINOJIHUTE3AJAHUAKHEMY

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.
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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 CJIOBOCOYETAHUSI, KOTOPble COOTBETCTBYIOT CJIeIYIOLIHM
onpeaeeHUusIM:

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 HAliJeHHBIMH BAMH CJIOBAMHU U CJI0BOCOYETAHHSIMHU MPONMYCKH B NMPEIOKEHHAX:

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.

IIpakTHyeckoe 3axanue 4
MeHeqkep KOMIIAHUM, IPEAOCTABJISIIOLIEH YCIYIH CBA3H, ONUCHIBAeT CBOMM KoJlIeram
«MapPKETHHIOBbIN KOMILTIEKC» («marketingmix») HoBoro npoaykra. Ilpounraiite MoHoJIOT,
BBINUIINTE U3 TeKCTa Gpa3bl, KOTOPHIMU MOKHO ObLJIO Obl 32aNI0JTHUTHL 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
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.
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We will be reaching customers through ads on websites and in magazines starting in September.
Our product will then be immediately available to customers in major metropolitan areas across Europe.
We will guarantee that customers will have all hardware and be able to use our modems within 48 hours
of placing an order.

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

IIpakTHYeckoe 3aganue S
Bbl BuauTE IBA CNIMCKA CJIOB: COEUHUB OHO U3 CJIOB MEPBOro CNUCKA ¢ OJJTHUM U3 CJIOB
BTOPOI'0 CIIMCKA, BbI MOJYYHTE CJI0BOCOYETAHNE, KOTOPOE COOTBETCTBYET OAHOM U3 1euHHIHIA,
NpHUBeIEHHbIX HUKe. BoImuimTe /151 KasK10i 1eUHUIIUN MOAX0AsIIIee CJIOBOCOYETAHUE

[Tpumep: cnoBo median3 TEpPBOro CIUCKa 00pasyeT CO CIOBOM mentionsu3 BTOPOro cTojiOIa
CIIOBOCOYETAaHUE mediamentions, KOTOPOMY COOTBETCTBYET JAepUHULIUS 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)

KpuTepun u mkaJia olieHKH BbIIOJHEHUS NPAKTHYECKUX 3aJaHUMH

OneHka «OTJIIMYHO» BBICTABJISETCS CTYJEHTY, €CIIM OH CaMOCTOSITENIBHO M MPAaBUJIBHO BBIITOJIHUI
MIPaKTUYECKOE 3aJlaHue, CIOCOOEH YBEPEHHO, JIOTMYHO, IIOCIIEOBATEIbHO M apryMEHTHUPOBAHHO
OOBSICHUTH CBOM PEIIEHUs], OJIb3YSCh MPO(HEeCCHOHATBHBIMU TEPMUHAMHU.

OneHka «XOpOII0» BBICTABISIETCS CTYACHTY, €CIIU MIPU BBIIIOJIHEHUH 3aJJaHus OH JOMYCTHJI JBE-TpU
OLIMOKH, OJTHAKO NMPHU YKA3aHWU HA 3TU OLIMOKH CMOT JIETKO UX HUCHPAaBUTh U OOBSICHUTH, IOYEMY OHHU
ObUIH JOTYIIECHBI.

OneHka «yZOBIETBOPUTEIIBHO» BBICTABIAECTCA CTYJIEHTY, €CIIM IIPU BBIOJHEHUU 3aJaHusl OH
JOMYCTUI O0JIee TpexX OMHUOO0K, C TPYJAOM CIIOCOOEH O0BSCHUTD, TOYEMY TH OIIMOKH ObUTA JOMYIIEHBI.

OneHka «HEyJIOBJIETBOPUTEIBHO» BBICTABIIAETCS CTYACHTY, €CIIA OH HE BBIIIOJIHUI IIPAKTHYECKOE
3aJlaHUe WU BBIMOJIHUI C TPYOBIMHU OIIMOKaMHU.

Ilepeyenb THIIOBBIX BONPOCOB IS IPOMEKYTOYHOM aTTecTanuu (Au¢depeHuMPOBAHHOIO 324€TA)

1. BBaameiikoMnaHMHOCYIIECTBIAIOTCAPA3INYHBIEBUIBIICATEILHOCTH,
KOTOPBICHA3BIBAIOTCAHAAHTIIUHCKOMS3BIKECTe IytomumMoopa3om: «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.
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2. Tepmun «branding» 0ObIYHO MTEPEBOAUTCS KaK «Ipoiiecc GOpMUPOBAHUS UMHU KA KOMITAaHUH, €€
Operna». OAHAKO B AHIJMICKOM S3bIKE €CTh MHOIO BBIp@XKEHHH co cioBoM  «brandy.
JlaiiTeonpeneneHuecnenyomuxcioBocoyeTanmii: «brand awarenessy, «brand equity», «brand extensiony,
«brand identity», «brand image», «brand loyalty», «brand name», «derived brand».

3. IlpencrasbTe cede, UTO BBl paboTaeTe B HOBOM TYPUCTUYECKOM areHTCTBE, OHO MO3UIIMOHUPYET
ce0s1 kKak (upMa, MPHOPUTET KOTOPOM — JIMYHOE OOIICHHWE C KaXAbIM KIMEHTOM. Bam mpennararoT
MIPOBECTU MAPKETUHIOBOE HCCIEIOBAaHUE, YTOOBI M3YyUYUTh MHTEPECHI U MPEANOYTEHUS MOTEHIUAIbHBIX
KIMeHToB. Bam mpenocraBieHn BbIOOp cmocoba cbOopa maHHBIX: postalsurvey, onlinesurvey,
streetinterviews. Pacckaxure, kakue nocromHcTBa (advantages) m Hemocratku (disadvantages) ectb y
KaXJ/I0TO c11ocooa.

4. Bam HYXHO omucaTh MpOLECC Pa3padOTKM MapKETUHIOBOIO IJIaHA Pa3BUTHS, HANpUMED,
HEOOJIBIIION TOCTUHUIIBI Ha MOPCKOM Kypoprte. CoCTaBbTEMOHOJIOTHAOCHOBEONOPHBIX(pa3: «current
position»,«situation analysis», «analysis of competitors», «problems and opportunities», «sales projection
and costs», «benchmarkingy, «objectives», «implementationy.

5. Bam HeoOxomumo cocTtaBuTh «marketingmix» myisg Bamieid (Gupmbl, KOTOpas 3aHUMaeTCs
NpOJaKEH  TEIUIOW  OAEKIbl I JUIMTEIBHBIX  IIOXOJOB II0O  IIEPECEYECHHOM  MECTHOCTH.
OnummreBo3MoXHBIH  «marketingmix», ucnoab3ysciaenyromueBonpocsl: «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 aHTIUHCKOM $I3bIKE 4YAacTO HCHOJB3YIOTCA pa3jMyHble CIOBOCOYETAHUS,
OTpeEeAIoNe croco6 (dbopMupoBaHUs LIEHBI Ha IPOJYKTHI WIH YCIIyTH.
OO0bsacHUTe3HaYCHUECTEAYIOIINXCIIOBOCOUETAHUNCOCIOBOM  «pricing»:  «captive product pricingy,
«economy pricing», «geographical pricing», «penetration pricing», «premium pricing», «price
skimmingy.

7. W3BecTHbIA MHCTPYMEHT CTPATETMYECKOr0 aHajlu3a W IUIAHUPOBAHUA B MApPKETUHIE
«BostonMatrix» npeactasnser co0oil KBaapar, pa3JeeHHbII Ha YEThIPE CEKTOPa, KOTOPhIE 03ariaBiICHbI
metadopudecku: «Cashcowsy, «Stars», «QuestionMarks», «Poordogs». Pacckaxkute 0 3HAYCHHH ITHX
metadop.

8. IlpencraBbTe cebe, UTO Balla KOMITAHUS 3aHUMAETCS OpPTaHU3aIMel OTIbIXa B Topax. B memsax
MPOABIKEHHSI YCIYTH BaM MpeAaraloT MOCTPOUTh PEKJIaMHYIO0 KOMIIAHHIO HA OCHOBE JIBYX NMPUHIIUIIOB:
«reinforcetheexistingimage» u «generateabuzzy. OnuUIUTE peannu3aiuio STUX MPUHIIUIIOB.

9. Cnucok coseroB mo Hamucanuto «killerpressrelease» («yOoiHOro mpecc-pennsa») 0OBIYHO
BKJTIOYAIOT cienyrontue 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».
JlaiTepa3BepHy TBINKOMMEHTAPUIMKAKIOTOITYHKTA.

10. BBl 10JKHBI TOJITOTOBUTH PE3€HTAILIMOHHBIN NaBUJIBLOH Ballled (GUpMbI Ha TOPrOBOM BBICTaBKE
(sspmapke). ONMUIIMTENPOLECCIOATOTOBKH, HCIOJB3YsOoNOpHbIecioBocoyeTanus: exhibition stand,high
profile visitors,editorial coverage, prospects, key publications, additional audience.

Tunosble 3aJaHUA IS IPOMEKYTOYHOH aTtTecTanuu (AnddepeHIUPOBAHHOIO 3a4eTa)
Ha 3ayer npeacraisieTcss KOMIUIEKC 3aJaHUM, CBA3AHHBIX €UHON TEMOU, KaX10€ IOCIEAYIOLIEe
3aJjaHue MpeIoaaracT 3HaHue MaTeprualia MpeIbIAyIIero, IO3TOMY 3aJJaHUsl JOJKHBI BBITTOTHATHCS
MOCJIEA0BATEIBHO — OJTHO 32 APYTUM

KoMmmuexce 3aganmii 1

3ananmue 1
IIpeacraBbre cede cutyauuio: MapTuH — MeHeIKep KOMIIAHUH, IPEA0CTABJISIIOLIEH yCayru
HHTepHeT-cBsA3U. OH co0MpaeTcsi OPraHn3o0BaTh coOpaHmue, YTOObI 00CYAUTH € KOJLIIeraMu
PCKJIAMHYI0 KOMITAHHUIO IO MMPOJABUKEHHUIO HOBOTI'0 ITAKETa YCJIYI. MapTl/lH HanmucaJiuM
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3JIEKTPOHHOE MUCHbMO, HO NIPEAJI0KEeHUsI B HEM PacCTaBJICHbI B HENPaBU/IbHOM MOPSIAKE.
OnpenenureBepHbINNOPSAOKIPENI0KEHHI

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

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

¢) Hope you all had a nice weekend.

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

¢) 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, MOJy4YHJ TPU OTBETA HA CBOE JIEKTPOHHOE MICHMO,
B KOTOPOM OH MPOCHJI KOJLJIET cO0paThCsl HA COBEIlaHue U MOCMOTPeTh NPUKPEILUIEHHBIH K MUCbMY
(aiin. 3anoHUTE NPONMYCKHU B MHUCHLMAX CJIOBAMMH, Bbl/IeJIEHHBIMH 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
MapTtuH, ¢ 31eKTPOHHOI NepPennucKoil KOTOPOro Bbl padoraiu B 3a1aHuu 1 U 2, NpUKpenuI K
nucemy ¢aiia ¢ ponpocamu. OH IIAHUPYeET 00CYAMTH HX € KOJJIETAMH Ha COBEIIaHNH.
IIpouuTaiite Teker ¢aiia, HAMIUTE B HEM CJI0BA HJIH CJIOBOCOYETAHUSA, COOTBETCTBYIOIIHME
onpeaeJeHUsAM, IPUBEJICHHBIM 0] 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 3apanuu 3 MapTunynomuHaer «penetrationpricing». Halinure cpeau npeacraBjieHHbIX
nepuHULMI onpeae/ieHHe ITOI Mo/Ie/ M IeHO00pa30BaHUs U MATH APYrux moaeneid. ConocraBbTe
Ha3BAHUSA MojeJieil IeHO00Pa30BaHus U X Je(PUHUIIHA

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~

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 «JoysofGermany» cod0upaercsi mpei0KUTh HHOCTPAHHBIM TYPHUCTAM HOBbIE BH/IbI
TypucTudeckux yciayr. Onun u3 ee corpyannkoB Kapcren ornpaBusics B JIoH10H, 4T00BI
BCTPETHUTCH C MpeJcTaBuTeeMpeKJIaMHOro areHTcTBa «Red Arrow» Tpeiicu, koTopasi 3aHuMaeTcst
opraHu3anmei pexkjamMHbIX komnanuid. [IpounTaiiTenasnor, 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€ BbIJICJICHHBIMHA Kprl/[BOM C.]IOBa, ‘lTOﬁbl 3alI0JIHUTDH I[pOHyCKI/I B HpeI[.HO)KeHP[SIX
M3 INAJI0ra, KOTOPbIA 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 «RedArrow», 0 KoTopbIX Bbl 3HaeTe U3 3ajanus 1, pemuian o0CyaIuTh
PEKJIAMHYI0 KAMIIAHUIO VISl IPOJABUKEHH S HOBBIX TYPHUCTHYECKHUX YCJIYT (PMPMBbI
«JoysofGermany». IIpouuraiiTe 1uajor U BbiOepuTe U3 HEr0 HA3BAHUS PEKJIAMHBIX CPEICTB H
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:

3amanmne 4
Bbl BuauTe 1B CIMCKA CJI0B: COEIMHUB OIHO U3 CJIOB NMEPBOr0 CNMCKA ¢ OJJTHUM U3 CJIOB
BTOPOT0 CIIMCKA, BbI MOJYYHTE MPUBBIYHOE /ISl COTPYAHNKAPEKJIAMHOI0
areHTCTBACJ0BOCOYETAHUE. 3aMOJHUTE MOAXOAAIIMMH MO CMBICJIY CJIOBOCOYETAHUSIMH MPOMYCKHU B
NpeI10KeHUAX
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[Ipumep: cnoBo eye-catchingus mepBOTO CHHUCKa 00pa3yeT coO CIOBOM imagesu3 BTOPOTO CTOJIOIA
CIIOBOCOUETaHUEeye-catchingimages, KOTOPOE MOXKHO IMOCTaBHTh Ha MECTE MPOIYyCKa, 0003HAUYCHHOM

udpoii6.

1) eye-eatehing, to devote, good, to make, print, repeat, traditional;
2)an issue to something, channels, exposure,i#mages, 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

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

7 —

3aganue 5
J1s1 co31aHMs MOKYNATEIbCKOT0 CPOCa Pa3inyHble (PUPMbI HCHOJIB3YIOT NepednciaeHHbIe HIKe
PeKJIaMHBbIe CTPATEruM.
ConocTaBbTeBbICKA3bIBAHUSATIPEACTABUTENeH(PUPMCCOOTBETCTBYIOIIMMHITHMBBICKA3bIBAHUSIMCT
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—__ 45— .6~

Kpurepun n mkana oneHkn 1 depeHIHpPOBAHHOIO 3a4eTa
OneHka «OTJIIMYHO» CTABUTCS, €CIU CTYJEHT IPaBUJIBHO OTBETHJI 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-METOJJMYECKOE U HH®OPMALIMOHHOE OBECIIEYEHUE
JUCLHUTLINHBI

8.1. OcHoBHas uTEpaTypa
EnglishforProfessionalPurposes = AHriIuickuii S3bIK 17151 TPO(ECCHOHANIBHBIX 1IeJIeH : yueOHoe
nocobue / KO. @. Aiinanoa, 1O. b. JIpo6orenko, H. A. Hazaposa [u np.] ; mon pemakiueit H. A.
Hazaposoii, FO. b. Ipo6otenko. — Owmck : U3natensctBo OMITIY, 2023. — 98 c¢. — ISBN 978-5-
8268-2350-7. — Tekcr : anmektponnsli // Lludposoii oopazoBarenpHbIid pecypc [IPR SMART : [caiir].
— URL: https://www.iprbookshop.ru/134649.html

8.2. lonoyiHUTEILHAS JIUTEPATYPA

3aeko, O. B. Aurnmiickuii s3pIKk B pekiame. YpoBHH Preintermediate, Intermediate : y4ueGHO-
Mmetoaunueckoe nocodue / O. B. 3aeko. — MockBa : MOCKOBCKUIl r'yMaHuTapHbIi 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 1715 akageMudeckux 1eneil. EnglishforAcademicPurposes : yaeOHOe ocodue st
By30B / T. A. bapanosckas, A. B. 3axapoa, T. b. Ilocnienosa, FO. A. CyBopoBa ; nox pemakuueit T. A.

bapanoBckoit. — 2-e usn., nepepad. u gon. — Mocksa : M3parensctBo IOpaiit, 2024. — 203 c. —
(Briciiee oOpazoBanue). — ISBN 978-5-534-18544-7. — Tekct : snektponHsld // OOpasoBarenbHast
iaropma FOpaiit [caiiT]. — URL: https://urait.ru/bcode/535332

Cesepo-Kasxasciowil cOUMANbHbIR HHCTHTYT

BME/TMOTEYHO-MHOOPMALIMOHHBIM
LLEEHTP

2024-2025 yyeGHbliron,

8.3. IIporpammHoOe obecnieueHue

1. TTaker nporpamm MicrosoftOffice (suuen3nonHOE).

2. MicrosoftWindows (JIMiieH3HOHHOE).

3. ITonckoBas cuctema Yandex (cBOOOIHBIIN JOCTYI).

4. Jlunxko 4.5 — mporpaMMHoOe o0ecrieueHue /Il OpraHu3aliy JMHragoHHOTro KabuHeTa (JIMLEH3NOHHOE).

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

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

8.6. nTepHeT-pecypcesbl
- Hayunas snexrponnas Oubnuorexa —http://www.elibrary.ru/
- O6pazoBarenbHas miargopma FOpaitT —https://urait.ru/
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- OnexkrponnHas oubnuoreunas cucrema « CKCU» —https://www.sksi.ru/Environment/EbsSksi

8.7. MeToguyeckue YKa3aHus Mo OCBOCHUIO NUCHUITJIMHBI

MeTtoanyeckne ykazaHusi K NPAKTHYECKUM 3aHATHAM

OcHOBHOE Ha3HAYEHUE MPAKTUUYECKUX 3aHATUN 3aKIIIOYAETCS B BBHIPAOOTKE y CTYACHTOB HABHIKOB
YTEHUs, MEPeBO/a, IMOHMMAHUS aHIJIOA3BIYHBIX TEKCTOB, IPUMEHEHHs 3HAaHUM TIpaMMaTUKH AJs
KOMMYHUKAIIMM B YCTHOH M MHCbMEHHOH (opme. [[g 3TOro CTyJeHTaM K KaKIOMY MPaKTHYECKOMY
3aHATUIO MPEAJAraloTCcsl TEKCThI JUIsl YTEHUs, IepeBoan O00CYKJIEHHs U MPAKTUYECKHE 3aJlaHus B BHJIE
3aJJaHUIK TEKCTaM, a TaK K€ rpaMMaTUYEeCKUi MaTepuall W YNpaKHEHHs Ha 3aKperyieHHe IPaMMAaTUKH.
Kpome Toro, yyactue B NpakTHUECKUX 3aHATUSAX MpeAronaraeT oTpaboTKy M 3aKpelyieHUE CTyIEeHTaMH
HAaBBIKOB Pa0OTHI C MOIy4eHHON HH(pOpMaLnell, BeACHUs AUCKYCCHIA, COOeceJOBaHUH U T.II.

ITpu noAroTOBKE K MPAKTUYECKOMY 3aHATHIO MOXKHO BBIIEIMUTH 2 JTama:

- OpraHU3alHOHHbIN;

- 3aKpeIUIeHUE MaTepuana.

Ha nepBoM 3Tane cTy1eHT NJIaHUPYET CBOX CAMOCTOSITEIbHYIO Pa00Ty, KOTOpask BKIIOYAET:

- YSICHEHUE 3a/laHus [Tl CAMOCTOSATENIbHOM paboThI;

- 1oA0Op PEKOMEHI0BaHHOM JIUTEPATYpPbl;

- COCTaBJIeHHE IUIaHa paboOThl, B KOTOPOM OIPENENAIOTCS OCHOBHBIE IYHKTHI MPEICTOSIIEH
MOJITOTOBKH.

CocraBieHue miaHa JUCUUIUIMHUPYET U MOBBIIIAET OPraHU30BaHHOCTh B paboTe.

Bropoii aTan BKIII09aeT HEMOCPEACTBEHHYIO IOJTOTOBKY CTYIEHTA K 3aHATHIO.

HauuHaTh Hafo ¢ U3y4YeHUs: HOBOM JIEKCUKH, a TAKXKe 03HAKOMMTEIBHOT0 YTeHUs TeKcTa. [lepeuenp
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) JOBOIUTCA IO CBEICHHS OOYYaIOUIMXCS B
YCTHOW MM nHCbMEHHOH ¢opme. ['pammaruyeckue BOINPOCH TEMbl OOBIYHO paccMaTpUBAIOTCS U
3aKpEIUIIOTCS Ha MTPAKTUYECKOM 3aHITHU TIPU BBIITOJTHEHUN KOHKPETHBIX YIIPAKHEHHUH.

3ajaHus, TpeICTaBICHHbIE IO  KaXIAOM  TeMme, HMEIOT  IPAaKTUKO-OPHUEHTUPOBAHHYIO
HaIPaBJICHHOCTh U MPU3BaHBl MAKCUMAIILHO MPHOJIM3HUTH CTYJCHTOB K PEATbHBIM YCIOBHSIM ITPAMEHEHHS
MHOCTpaHHOTrO s3blka. I1oCKOJIbKY OCHOBHas 1Lieib 3aJaHUil 3aKI04aeTcsi B BBIPAOOTKE y CTYJICHTOB
CTIIOCOOHOCTH TOHMMATh TMMHCbMEHHYIO M YCTHYIOMHOCTPAHHYIO pedb M HABBIKOB €€ NMPUMEHEHHS, TpU
pelIeHNH 33aauu 00yJaromeMycs 1IeJIeco00pa3HO MPUAEPIKUBATHCS CeIyIOIei cXeMbl 1eHCTBUH.

B mepByio ouepenp, CTYACHTY CieQyeT TIIATEIbHO W3YyYUTh 3aJaHUS M BBIICIHTH CPEAH HUX
JEKCUYECKH  TpyIOHbIE MeCTa, 3aTeéM  ONpeleNIuTh  Kakue TIpaMMaTHYecKue  KOHCTPYKIMU
MO/UTEKATIIPUMEHEHUIO B JaHHOM  CHUTyallud, TIIOCIeé  4Yero  JaTh  pa3BEepHYThlE U
rpaMMaTHYeCKUIIPaBUIIbHbIE OTBETHI. BhINoHeHNe 3aJaHuii MOKET OBbITh MPEICTABICHO B MMCbMEHHOMN
Wi yCcTHOM ¢opme. B ciywyae BapuaTUBHOCTH BBINOJIHEHMS 3aJaHUs clieyeT OOOCHOBAaTh BCe
BO3MOJKHBIE BAPUAHTBI.

B cBs3u ¢ aTM paboTa ¢ peKOMEHI0BaHHOW JIUTeparypoil obs3aTenbHa. Oco0oe BHUMaHuE MpU
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 CTyI€HT JTOJKEH CTPEMHUTHCS
MOHATh W 3allOMHUTH OCHOBHBIC ITOJIOKEHHUS PACCMAaTPHBAEMOTO0 TPAMMATHYECKOTO M JIEKCHYECKOTO
MaTepuaia, IpuMepbl, MOSICHAIONIUE €ro, pa300paTbes B 3aJaHUSX.

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;

* MHAUBUAYyaJibHAaA — Ka)KI[BIfI CTYACHT BBIINIOJIHACT MHAUBUAYAJIbHOC 3aJaHHC.

@Dopmvl npakmuyeckoeo 3awsamus: 1) TpagulMoOHHas (YT€HHWE U TEepeBOJ TEKCTOB,00CyXIeHUE
CIIOPHBIX BOIPOCOB TEPEBO/IA, MPOBEACHNUE YCTHOTO ONPOCA CTYACHTOB, MOHOJIOTUYECKHE BBICKa3bIBAHUS
CTYJCHTOB; 2) UHTEPAKTUBHAs (COCTaBJICHUE AUAJIOTOB, TUCKYCCUU, POJIEBBIE UTPHI).

Humepaxmugnvie Gopmbl  npakmuyeckoeo 3aHAMUACTYXUTIJISA  KOJJICKTUBHOH  OTPaOOTKH
JIEKCUYECKOro M TIpaMMaTudeckoro wmarepuana Tem. C 3Toil 1Lenblo 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
YCTHYI0O KOMMYHHKAIIMIO Ha HWHOCTPAHHOM s3bike. [lo OKOHYaHuM paboTBl B TPYIIE CTYACHTHI
MPE3EHTYIOT TONy4YeHHbIE pe3ynbTaThl. B pesynabTare yuactuss B paboTe B Tpynmax CTyIeHTaMH
OTpalaThIBAIOTCSI HABBIKM KOMMYHUKAallMM B YCTHOW (opMe Ha WHOCTpaHHOM s3bIKe, OOMeHa
nH(popMalvell Ha UHOCTPAHHOM SI3BbIKE, a Takke MpodeCCHOHAIbHO 3HAYMMbIE HABBIKUA B3aWMOICUCTBUA
C ApyTrvuMHu JIMLIaMH1 B (bopMe COTPYAHNYCCTBA, AKTUBHOI'O CIIyIIaHHWA.

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

OauH U3 BaXXHBIX BHUJIOB PAa0OTHI HAa MPAKTUYECKUX 3AHATHSIX — nepegod mexkcma. 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
MOIIBITATHCA IIPU 3TOM YJIOBHUTH, O UEM UACT PCUb.

2. 3areM HayMHAETCS HEMOCPE/ICTBEHHO caM IepeBoj. Bce He3HakoMble clioBa B 00s3aTeIbHOM
MOPSAJIKE HY’KHO BBIMHMCHIBATh B TE€TPaJb UM HA 3JIEKTPOHHBIN HOCUTENH.JTO MO3BOJISIET 3a()UKCUPOBATh
BHUMaHUE Ha JIEKCUYECKUX SUHUIIAX, JIydIlle 3aTIOMHUTH 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 Hy>XHO mepeBOJNTH TEKCT TOCTIOBHO, BEPHOCTH 00IIeMy CMBICITY (ppa3sl BaskHES«OYKBATU3MAY).
PesynpTar mepeBoja AOMKEH OBITH TMOHSITEH HOCHTENI0 PYCCKOTO $I3bIKA, YHTAThCA KaK XOPOIIHMA
pYCCKOSISI)I‘-IHBII\/'I TCEKCT, AAXXC CCJIIM IIPU 3TOM MNPUACTCA OTCTYIIUTH OT I[OCJ'IOBHOﬁ TOYHOCTH. B TO ke
BpeMs IIepeBO/Ie He JOKHO OBITh BBIYMAaHHBIX, TPOU3BOJIHHO BBEJIEHHBIX ()ParMEHTOB.

BaxHo mOCTOSIHHO ITOJIB30BaThLCA Pa3HbBIMU THUIIAMUA CJ'IOB&pCfI. B aktuBe JOJIPKEH HUMCETHCA HE
TOJILKO Te3aypycC, COIEpKallliil 3HAueHUs OTHENbHBIX CJIOB, HO M TOJIKOBBI CIIOBapb, CIIOBaphb-
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 caMOCTOSITETHbHOM M3YYCHHUH JICKCUKO-TPAaMMAaTHYE€CKOM TeMbI (YT€HUE, TePEeBO/I, MOATOTOBKA
K YCTHOMY OIpOCYy); 2) B CHUCTEMAaTH3allMd W 3aKPEIICHWH IOJYYCHHBIX 3HAHUM MOCPEICTBOM
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MepecKa3aTeKCTOB U B MOATOTOBKE K AUCKYCCUU IO TeMe;3) B yIriyOJIeHHOM U3YYeHUH TPAMMAaTHYECKOTO
Marepuaia ¢ UCIOIb30BAHUEM PEKOMEHI0BAHHOMU JIUTEPATYPHI.

CaMocTosiTennbHasi ~ BHEAyJIUTOpHAass pabOThl  CTYAGHTOB —3TO  MPOJOJDKEHHE  U3yYeHUs
rPaMMaTHYE€CKOTO M JIGKCMYECKOTrO Marepuana JUCHUIUIMHBI B LENSAX Pa3BUTHM HABBHIKOB YTEHMS,
MepeBoa, a TaKKEYCTHOW M MHUChbMEHHOM KOMMYHHKAIIMM Ha MHOCTPAHHOM si3blke. ['7aBHast 3ajmava —
MPOYUTATh M TEPEBECTH JIOMOJHUTEIbHBIE TEKCTHI, COACpP>KaHUE KOTOPBHIX CBS3aHO C MPOHACHHOW Ha
MpebIAyIIeM MPAaKTUYECKOM 3aHSATUU TEMOM, a TakKe JOMOJHUTH 3HAHHS B 00JACTH T'pPaMMAaTHUKU C
MOMOIIIbIO U3YYEHUsI yUeOHUKOB, MPUBEICHHBIX B CIIUCKAaX OCHOBHOW U JIOTIOJHUTEIHHOU JTUTEPATYPHI.

MeTtoauyeckue yKasaHus 110 NOATOTOBKe K YCTHOMY OIIPOCY

YCTHBIA ONMpoC MPOBOJAUTCS B MHAUBUAYaIbHONH (OpMe 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  MpEACTOAIEero ompoca. Kpome OCHOBHOro Mmarepuana, CTyACHT JOJDKEH W3Y4HTh
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 MOCIEN0BATEIBHOCTh, 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
dopMa. Y cTyAeHTa €CTh BO3MOXXHOCTh BBIOOpa MPABWJIBHOTO OTBETa WM HECKOJBKUX TPABHIBHBIX
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 MenuamarepHuasoB. JuddepeHuupoBaHHbIil 3aueT
poBOAUTCA B (hopMe YCTHOrO cOoOeceOBaHUE MO THIOBBIM BOMPOCAM M BBIMOJIHEHUS KOMIUIEKCHBIX
MPAaKTHYECKUX 3aJaHui, KOTOpble MO (opMe HE OTIMYAIOTCS OT MPAKTUYECKUX 3a/aHHM, BBIIOIHEHHBIX
CTYJIEHTaMH B TEYEHHE TPUMECTPA, HO XapaKTEPU3YIOTCSI MTOBBIIIEHHOMN CJI0XKHOCTBIO.

9. MATEPHAJIBHO-TEXHUYECKOE OBECIHHEYEHUE JUCHUIIJIMHBI
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Jlnst peanu3anyy TUCIUIUTHHBI TPeOyeTCsl CIeAyIolIee MaTepualbHO-TEXHUIECKOe 00eCIICUeHNE:

- 7Sl IPAKTHYECKHUX 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
CYpZIOTIEPEBOYMKOB U TU(IOCYPAOTIEPEBOTINKOB.

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),

— MMCbMEHHBIC 3aJ[aHus, a TaKXKe WHCTPYKUUH O TMOPSIKE WX BBIIOIHEHHS O(OPMIISIOTCS
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 OIOPHO-
JIBUTaTeIbHOIO anmapara:

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

— 110 KEJTaHUIO CTYJICHTA 3aJIJaHNUs MOTYT BBIIIOJIHSATHCS B YCTHOM (hopme.
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