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1. EJIM OCBOEHUA JUCLHUIIJINHBI

Lenu yyeOHOM qUCUMIUTMHBI «IHOCTpaHHBIHN SI3BIK JEIOBOTO M MPO(ECCHOHATBHOTO OOLICHUS —
o0y4eHHE MPAKTHUYECKOMY BIIAZICHUIO JIEIOBBIM AHIJIMICKUM SI3bIKOM, IO3BOJISIIOIMM MarucTpam
3G (HEKTUBHO OCYIIECTBIISATh MAPKETHHIOBYIO JEATENBHOCTb, PadOTaTh C 3apyOeKHBIMH JTOKYMEHTaMH,
BECTM KOMMYHHUKAI[MI0 C JEJIOBBIMM @apTHEpaMH M KIMEHTaMM, a TakXe pelarbh 3aJadd 10
MPOABIKEHHIO MPOJYKTA CBOEH npodeccruoHanbHOM cephl.

2. MECTO JUCHUIIJIMHBI B CTPYKTYPE OOII

JucuuIuimmaa

«MeXKyJIbTYypHBIE KOMMYHUKAlUU Ha MHOCTPAHHOM SI3BIKE»

OTHOCHUTCA

o0s3aTenpHOM yacTu Osioka 1 «/ucuummmasl (Mmoxynu)» b.1.5.4 OTIOII.

[IpeamiecTByromnye TUCUUILIAHBI (KYpPCHI,
MOJIYJIH, TIPAKTUKH )

[Tocnenyromire TUCHUIITUHBI (KYpChI, MOIYJIH,

MTPAKTHUKH )

KoMMyHMKaTHBHEIE

B3aMMOJICHCTBHS B cepe cepBuca

TCXHOJIOI'un

3.JINTAHUPYEMBIE PE3VJIBTATBI OBYUYEHMUS 11O JUCIHUITJIMHE

Koa u HammeHoBaHue
KOMIICTCHIINHU

Koa u nnaukaTop(MHAMKATOPHI)
JOCTHKEHUSIKOMIIeTEHIIUU

Pe3yabTaTpiobydenus

YK-4.CriocobeH npuMeHSTh
COBpEMEHHBIE
KOMMYHHKATHUBHBIC
TEXHOJIOTUH, B TOM UHCJIE
Ha UHOCTPAHHOM (BIX)
s3bIKe (ax), IS
aKaJIEeMUYECKOro U
po¢eCCHOHATBHOTO
B3aUMO/ICVICTBHUS.

YK-4.1. OcymiecTBisieT
po¢eCCHOHATBHYIO
KOMMYHHKAITUIO B
COOTBETCTBHH C
MOTPEOHOCTSAMU COBMECTHOM
NesITeIbHOCTH, BKITIOUasi 0OMeH
uHpopManue 1 BEIpabOTKyY
€IMHOM CTpaTeruu
B3aUMOJICVCTBHUSL.

3HaeT COBPEMEHHBIE CPEACTBA
KOMMYHHUKATHBHBIX TEXHOJIOTHH B
SKOHOMUYECKOU JEATEIBHOCTH.
YMeeT BeCTH JUallor, BKJIIOYasi 0OMEH
uHpopManuei 1 BEIpabOTKY eIHMHOMN
CTpaTeruy B3aUMOAEHCTBHSL.

Buiaseer nmpakTUYeCKMMH HaBBIKAMU
HCIOJIb30BAHUS COBPEMEHHBIX
KOMMYHHUKATHBHBIX TEXHOJIOTHIA.

YK-4.2. OcymiectBiser
npo¢eCCUOHATTEHYIO
KOMMYHHKAIIUIO B
COOTBETCTBUH C
MOTPEOHOCTSMHU COBMECTHOM
NesITeIbHOCTH, BKITIOYasi 0OOMeH
uHpopManue 1 BEIpabOTKY
€IMHOM CTpaTeruu
B3aMMOJICHCTBUS Ha
WHOCTpaHHOM (BIX )sI3bIKe(ax).

3HaeT S3pIKOBOM MaTepHua (JICKCUYECKHE
€AMHULBI U TPAMMaTUYECKUE
CTPYKTYPHI),HEOOXOTUMBIN JIJIst
aKaJeMHYeCcKoro U npodeccuoHalIbHOTO
B3aUMOJCUCTBU

YMeeT BECTH 3alliCh OCHOBHBIX MBICIIEH U
($akToB (M3 AyAMOTEKCTOB W TEKCTOB JJIs
YTEHHUSI ), 3aMIUCh TE3UCOB YCTHOTO
BBICTYIUICHHSI / TUCbMEHHOTO JIOKJIaia TI0
M3y4aeMoil mpooiieme;

Baaaeer rpaMmaTHYECKUMH U
JIEKCUYECKUMU KaTerOpHsIM U U3y4aeMOro
(pIX) MHOCTPAHHOTO (BIX) S3BIKA (OB).




4. OFBEM JIACIUILIMHBI Y BUJIbl YYEBHOM PABOTbHI

OOuuii 00beM JUCHUILIMHBI COCTABIAET 6 3aUCTHBIX ¢AUHUIL, 216 aKaJeMUYECKUX YacoB.

Ounas ¢popma o0yueHust

Bun yaeOHO# paboThI Bcero gacos TpumecTpsl

2 3
KonTakTHas paéora (Bcero) 24,5 10 12,5
B TOM YHUCJIE:
1) 3anstus cemunapckoro tuma (I13) 22 10 12
U3 HUX
— npaktuueckue 3anarus (I1P) 22 10 12
2) rpyMIoBbIie KOHCYIbTAIIUU 2 2
3) npoMeXyTOuUHas aTTeCTalUs 0,5 0,5
CamocrositesibHas padora (Bcero) (CP) 191.5 98 93,5
B TOM YHUCJIE:
— CaMOIIOATOTOBKA 165 98 67
— MOJATOTOBKA K aTTeCTalluu 26,5 26,5
OOmmii 00BeM, yac 216 108 108
dopMa MPOMEKYTOYHON aTTECTALUN 3a4€T JK3aMeH

3aounas popma o0yueHust

Bun yaeOHO# paboTh Bcero gacos TpumecTpsl

2 3
KonTakTHas padora (Bcero) 12,8 4 8,8
B TOM YHUCJIE:
1) 3ansTus cemunapckoro tuma (I13)
U3 HUX
— npaktuueckue 3anarus (I1P) 12 4 8
2) MpOMEKYTOYHAS aTTECTAITUS 0,8 0,8
CamocrositesbHas padora (Bcero) (CP) 203,2 100 103,2
B TOM YHUCIJIE:
— CaMOMOJIrOTOBKA 191 100 91
— IIOATOTOBKA K aTTECTAllUH 12,2 12,2
OOmuit 00BeM, Yac 216 104 112
dopma TPOMEKYTOUHOU aTTECTAUHN 3a4eT SK3aMEH

5. COAEP)KAHUE U CTPYKTYPA JTUCIUIIJINHbI

5.1. Conep:kanne TUCHUNIMHBI

Neo paznena | HaumenoBaHue pazaena (TeMbl)
(TembI)

Conepsxanue pazzuena (TeMbI)

1 Introduction to marketing and
business process management
(BBeneHue B MApKETUHT U
yIpaBieHue OU3HEC-IIPOIeCCaMu )

3HaKOMCTBO ¢ TTpo(ecCuoHaTBbHBIMU TEPMUHAMH U
pEUEBBIMU KOHCTPYKIIUSMH, KOTOPBbIE HEOOXOTUMBI
JIJIS OTIIMCAaHUsI OCHOBHBIX JTOJIKHOCTHBIX
0053aHHOCTEH JIII, y4aCTBYIOIIUX B
MapKETUHTOBOM ESITEILHOCTH, BUIOB ATOM
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NeSATeTLHOCTH, KOPITOPATUBHBIX IIEHHOCTEH.
BBeneHne B akTUBHBIN CIIOBApHBIN 3am1ac 3HAYMMBbIX
11t chepbl 00CTy)KHMBaHUS CJIOBOCOYECTAaHUH,
CBsI3aHHBIX ¢ MoHATHEM «branding»: brand
awareness, brand equity, brand extension, brand
identity, brand image, brand loyalty, brand name,
derived brand, off-brand.

Finding the client (ITouck xiuenTa)

PaccmoTpenue 0B TeMaTH4ecKoi IpyIbl
«KIJIUEHTHI M TTOKYTIATEeJIN», 3HAKOMCTBO C
OCHOBHBIMH METO/IaMH MapKETHHTOBBIX
UCCIICIOBAaHUY MHTEpECa MOTECHITNATBHBIX
KJIMEHTOB: postal survey(mouToBblif onpoc), online
survey (onmnaitH omnpoc), individual interviews:
focus groups and street interviews
(MHAMBUAYaTLHOE MHTEPBBIOMPOBaHUE B (POKyC-
rpymmnax u ymu4Hble HHTEPBBIO), telephone survey
(remedonHbIN ompoc), panel survey (maneapHOE
uccienosanue), feedback forms (ucnonp3zoBanue
dbopM 00paTHOII CBsI3M), pre-testing
(mpeBapUTEIbHOE TECTUPOBAHUE).

Planning a marketing strategy
(IlmanmpoBaHuEe MapKETUHIOBOM
CTparerun)

[Tony4yeHue cTyneHTaMHi HaBBIKOB MaPKETUHTOBOTO
ruiaHupoBanus: analysis of competitors (ananu3
paboThl KOHKYpeHTORB), benchmarking
(OeHUMapKUHT — aHAJIM3 STAJOHHBIX MTOKa3aTeleit),
situation analysis (CHTyallMOHHBIN aHAIN3),
implementation (peanu3anus riaHa) — u
NPUHIUIIOB OIMCAHMS TAKOTO IUIAHUPOBAHUS HA
AHITIMICKOM S3bIKE. AHAJIN3 AaHJIOS3BIYHBIX
noustuit: channels of distribution of product
(KaHaJBI pacpoCTpaHEeHUs POayKTa), product
promotion (MpoaBHKEHUE TTPOAYKTa), logistics
(;moructuka), public relations (cBsi3u ¢
o0mecTBeHHOCTHIO). [IpakTueckas padora mo
HaIMCAHUIO TUIIOBBIX JICJIOBBIX ITHUCEM.

Creating materials for product
promotion (Co3nanue MaTepuaoB
JUTS IPOABUIKEHUS MTPOAYKTA)

N3ydenue nporiecca co3nanusi O0ObsIBICHUH, Mpecc-
PCIN30B, PCKIIAMHBIX MAaTCPHUAJIOB, HGOGXOI[I/IMBIX
JUTsL IPOJIBMKEHUS MTPoAYyKTa. PaccmoTrpenue
mpolecca OpraHu3aIii KOMITAHUA 0
(GhOpMHUPOBAHUIO TTO3UTUBHOTO UMHUKA (PUPMBI Ha
npUMepe TYPUCTUYECKOTO areHTCTBA.
AKIIEHTHPOBaHNE BHUMaHUS Ha HallMOHAJIbHBIX
KYJABTYPHBIX OCOOEHHOCTSX, KOTOPBIE CIIEAYET
YUUTHIBAaTh BO BpeMs paboThl IO MPOABHKEHUIO
IMPOAYKTa. AKTI/IBI/I3aI_II/I}I B pCuu CTYACHTOB
CUHTAKCUYECKUX KOHCTPYKIIMM aHITIMICKOTO S3bIKa,
HCIIOJIB3YEMBIX IS IIPOABIDKEHUS IPOAYKTa B
MeYaTHBIX MEIua, UHTEPHET MPOCTPAHCTBE, Ha
TCICBUACHUU U UCIIOJIIB30BAHUEC 3TUX KOHCprKI_II/Iﬁ
B BEJICHUHU JICJIOBOM KOPPECTOHICHIUH.




Presenting your public face
(ITyOnuynast mpe3eHTanus cBoei
NESTETHHOCTH)

3HaKOMCTBO COCITOCOOAMH OTIHCaHUs Ha
AHTIIMHCKOM SI3BIKE Pa3IMYHBIX BUJIOB
JeSITeIbHOCTH, HATIPABJICHHOW Ha CO3/IaHUE U
IPOJBIIKCHUE MOJIOKUTEIBHOTO 00pa3a KOMITaHUH,
dbupmbl: newsletters (pacchliika MUCEM), press
releases (ImyOIuKamus Mpecc-pean3oB), Sponsoring
(opraHu3anus CHOHCOPCKOW MOIEPIKKHU ), Press
conferences (mpoBeneHue npecc-koHPepeHIuit).

6 Marketing through trade fairs Pacmmpenue akTHBHOTO CJIOBapHOTO 3araca
(ITpencraBnenue mpoayKTa HA TEPMUHAMU U TIOHATUSMH, HA3bIBAIOIIIUMU
BBICTaBKaX ) OCHOBHBIE YaCTH, 3JIEMEHTHI TOPrOBOM BHICTABKH,

ee aynutoputo: exhibition stand, editorial coverage,
prospects, key publications, additional audience, co-
located items. CocraBneHre Ha aHTTTUHCKON SI3BIKE
TUTIOBBIX MPUITIAIIEHUI HAa BHICTABOYHbBIE
Meponpusits. PaccMorpenue oco6eHHOCTE
MOCTPOEHUS AUAJIOroB 10 TeMe «OpraHu3anus
BBICTABOYHOIO MMaBUJIbOHA». Hanncanue TunoBoi
MOTHBAI[MOHHOMN PEUH.
5.2. CTpykTypa AMCHUNIMHBI
Ounas popMbI 00yYeHUA
Ne paznena HaunmenoBanwme paszena (TeMbI) KonmnaecTBo yacon
(Temsi) 1P CP Bcero
1 Introduction to marketing and business process
management (BBeneHre B MapKeTUHT U yIIpaBJiIeHUE 2 25 27
OM3HEC-TTPOIIECCaMM )
2 Finding the client (ITouck xiuenTa) 4 28 32
3 Planning a marketing strategy (IInanupoBanue 4 78 3
MapKETHUHIOBOM CTPaTETrnuun)
4 Creating materials for product promotion (Co3nanue 4 73 3
MaTepUaJIOB JJIs TPOABIKEHUS TPOAYKTA)
5 Presenting your public face (IlyOnuunas npe3eHTamus 4 73 3
CBOEH JCSATEIHHOCTH)
6 Marketing through trade fairs (IlpeacraBnenue 4 78 3
MPOJYKTa Ha BHICTABKAX)
['pynmoBbie KOHCYIIBTAITUN 2
IloaroroBka K arTecTaliu 27
OO6muit 00beM 22 165 216
3aounas popma o0yueHust
Ne paznena HawnmenoBanwme paszena (TeMbI) KonmmaecTBo yacon
(TembI) I1P CP Bcero
1 Introduction to marketing and business process
management (BBeneHne B MApKETHHT U YIIPABJICHUE 2 31 33
OHM3HEC-TIPOIIeCCaMHu )
2 Finding the client (ITouck xnuenTa)




3 Planning a marketing strategy (IlnanupoBanue ) 32 34
MapKETHUHIOBOM CTPaTETrnuu)
4 Creating materials for product promotion (Co3xanue ) 37 34
MaTepHUaIOB JJIs TPOABIKEHUS TPOIYKTA)
5 Presenting your public face (ITyOnuanas mpe3eHTanus ) 32 34
CBOEH JESTEIHHOCTH)
6 Marketing through trade fairs (IlpeacraBnenue ) 37 34
IIPOAYKTA Ha BbICTABKaX)
IToaroroBka K arTecTaliu 13
OO6muit 00beM 12 191 216
5.3. 3ansTHS CEMMHAPCKOI0 THIIA
Ounas ¢popma o0y4eHuUs1
Ne mi/m Ne pasznena Bun HaunmenoBanue KonuuecTBo
(Tembr) 3aHATHUS 4acoB
1 1 [P Introduction to marketing and business process
management (BBeaeHue B MapKeTHHT U 2
yrpaBieHHe OM3HEC-TIPOIIECCAMH )
2 2 [P Finding the client (ITouck knueHTa) 4
3 3 [P Planning a marketing strategy (IlmanupoBanue 4
MapKETUHIOBOM CTpaTerun)
4 4 [P Creating materials for product promotion
(Coznanue marepuasoB ISl IPOABHYKCHHS 4
IIPOYKTA)
5 5 1P Presenting your public face (ITy6nuunas 4
pe3eHTaIMs CBOEH AesITETbHOCTH)
6 6 1P Marketing through trade fairs (Ilpencrasnenue 4
MPOJyKTa Ha BHICTABKAX )
3aouHas popma o0ydeHnust
Ne mi/m Ne pasznena Bun HaunmenoBanue KonuuecTBo
(Tempr) 3aHATHUS 4acoB
1 1 [P Introduction to marketing and business process
management (BBeaeHue B MapKeTHHT U 2
yIpaBieHHEe OU3HEC-TIPOIIECCAMM )
2 2 [P Finding the client (ITouck knueHTa) )
3 3 1P Planning a marketing strategy (IlnanupoBanue )
MapKETUHTOBOW CTpaTeryu)
4 4 1P Creating materials for product promotion
(Coznanue marepuasnoB ISl IPOIBMYKCHHS 2
IIPOIYKTA)
5 5 1P Presenting your public face (ITy6nuunas )

MIPE3CHTAINS CBOCH JCSITCIIBHOCTH)
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6 6 [P Marketing through trade fairs (IIpeacraBienue
MPOJYKTa Ha BHICTABKAX)

5.4. KypcoBoii npoekT (KypcoBasi padora, pacueTHo-rpadpuyeckasi padbora, pedgepar, KOHTPOJIbHAas
padora) — He IpelyCMOTPEHO

5.5. CamocTosiTesibHast padoTa

No paznena Buapl camocTosTenbHON paboThI (0]0]0) 300
(Tembl)
1-6 [ToaroToBka K yCTHOMY OIPOCY IO TEME, 165 191
TECTUPOBAHUIO, BHIMIOJIHEHUIO MPAKTUUECKUX 3aJaHUH.
1-6 IloaroroBka K aTTecTaIyu. 26,5 12,2

6. OGPASOBATEJIBHBIE TEXHOJIOI'MHU

ITpu 00yyeHNH HHOCTPAHHOMY SI3BIKY UCHOJIB3YIOTCS CIEAYIONINE 00pa30BaTEIbHBIE TEXHOIOTHH.

TexHoIorus: KOMMYHUKaTUBHOTO OOy4YeHHUsl — HampaBieHa Ha (OpMUPOBAaHME KOMMYHUKATUBHOM
KOMIIETEHTHOCTH CTYJIEHTOB, KOTOpas sIBJIsIeTCsl 6a30BOi, HEOOXOAMMOM ISl aanTallui K COBPEMEHHBIM
YCIIOBUSIM MEXKYJIbTYPHOH KOMMYHUKAIMH.

TexHonorus paznoypoBHeBoro (auddepeHInpoBaHHOT0) 00YUYEHHUS IPEANOIaraeT OCyuiecTBICHUE
MIO3HABATENBHOM  JEATENbHOCTH CTYIEHTOB C y4€TOM HX HHAMBHUIYAIbHBIX CIIOCOOHOCTEH,
BO3MOXXHOCTEHl M MHTEPECOB, MOOLIPSISI UX PEaTU30BBIBATH CBOM TBOpuUeckuil nmoreHuuan. CosnaHue u
UCIOJIb30BAHUE TUATHOCTUYECKUX TECTOB SIBJISIETCS HEOTHEMIIEMOM YacThIO JJAHHOM TEXHOJIOTUH.

TexHonmorus  WHAMBHUAyaNW3alUW  OOYYEHHS  IIOMOTaeT  PeajM30BBIBATH  JMYHOCTHO-
OPMEHTUPOBAHHBIN MOXO0J], YYUTHIBAsI MHIUBUAYAIbHbIE OCOOEHHOCTH U OTPEOHOCTH YYaIlUXCSl.

TexHONOTHA TECTUPOBAHMUSA HCIIOJIB3YETCA [UISI KOHTPOJS YPOBHS YCBOEHHUS JIEKCHUYECKHX,
rpaMMaTHYeCKUX 3HAHWHA B paMKax MOJIYJsl Ha ONpeAera€HHOM dTamne oOydeHus. JlaHHas TeXHOJIOTUs
MO3BOJISICT TMPENOJAaBaTeNi0 BBIABUTh U CHCTEMAaTU3UPOBATh ACMEKTHI, TPEOYIOIIME JOMOJHUTEIHHON
MPOpPabOTKH.

TexHonorus oOyueHHs] B COTPYJHHUYECTBE pEaTU3yeT HMJICI0 B3aUMHOIO OOYYEHHS, OCYIECTBISS
KaK HHAMBUYalIbHYIO, TaK U KOJUIEKTUBHYIO OTBETCTBEHHOCTb 3a pEIICHHE yYEOHBIX 3aa4.

WrpoBasi TeXHOJIOTUSI TO3BOJISIET Pa3BUBATh HABBIKM PACCMOTPEHHUS Psiia BO3MOXKHBIX CIIOCOOOB
pemeHus npo0seM, akTUBU3UPYS MBILUIEHUE CTYJEHTOB U PACKPBIBAsl IMYHOCTHBIM MOTEHIUAN KaXKJ0T0
o0yuaromerocs.

TexHoorus pa3BUTHsI KPUTHUECKOTO MBILIIIEHHUS CIOCOOCTBYET (POPMHUPOBAHUIO PA3HOCTOPOHHEH
JMYHOCTH, CHOCOOHOW KPUTHUYECKH OTHOCUTHCS K MH(OPMAILMH, YMEHHUIO OTOMpaTh MH(OpMAIMIo 1is
pelIeHMsl TOCTAaBICHHOM 3ajauu.

WNudopmanronno-koMmmyHnukannonnsle TexHogoruu (MKT) pacmupsior pamku 00pa3oBaTeIbHOTO
mporecca, IOBBIIIAS €ro  MPaKTHYECKYI0  HAIpPaBIEHHOCTb, CIIOCOOCTBYIOT MHTEHCH(UKALUU
CaMOCTOSITENIbHON PabOoThl 00YYArOMIMXCS U TOBBIICHHUIO MTO3HABAaTEIbHON akTUBHOCTU. B pamkxax UKT
BBIICIISIIOTCS 2 BUJA TEXHOJIOTHM:

- MexXHON02Usl UCNONb306AHUS KOMNBLIOMEPHBIX Npozpamm, KOTopas IMo3BoiseT 3¢ddexTuBHO
JOMOJIHUTH MPOLecC 00YYEeHHUs A3BIKY Ha BCEX YPOBHsX. MynbTUMeUNHBIE IPOrpaMMBbI IIPEAHA3HAYECHBI
KaK I ayIuTOPHOM, TaK M CAaMOCTOSTENbHONW pabOThl CTYJEHTOB M HalpaBlieHbl Ha pa3BUTHE
rpaMMaTHYECKHUX U JEKCUUECKUX HaBBIKOB.

- Unmepnem-mexnonocuu, MpeJOCTaBIIAIONINE ITUPOKUE BOSMOXKHOCTH ISl TIOMCKA MHPOpPMALIUH,
BEJICHUS HAY4YHBIX UCCIICIOBaHUM.



I/IHTepaKTI/IBHbIe H aKTUBHbIC Oﬁpa?-OBaTeJIbeIe TEXHOJIOI'UH,
HCIMOJb3yEeMbI€ B AY/IUTOPHBIX 3AHATHUAX

No Bun Ncnonb3yemble HHTEPAKTUBHBIE U AKTUBHBIC KonunuecTBo yacoB
paszaena | 3aHATHA o0pa3oBarenbHbIe TEXHOJIOTHH
(TembI) 010 ]0) 300
3 I1P TBOpUecKHE 3ajaHus: COCTABIECHUE PaccKas3a o 2 2

pemieHun pabovyux mMpoodIeM Mo OMOPHBIM
¢dpazam, 03BydrBaHUE 1O POJISIM (pparmMeHTa
aHTIINICKOTO (UiIbMa, B KOTOPOM
JIEMOHCTPUPYETCSI CUTyalus, CBA3aHHAs C
pa3paboTKOIl MAPKETHHIOBOM cTpaTeruu (urpa B
KHHOTYOJISTK).

5,6 [P HNuTtepakTuBHOE 3aHsATHE (paboTa C 2 2
ayJauoMaTepuanaMu: cBOOOHAs MHTEPIpETaLUs
MaTepuasoB ayIUpPOBAHUS; COKPATUUECKHM
JTAJIOT Ha OCHOBE CTPAaHOBEIYECKUX
MaTepuasIoB: HEOOXOAUMO, HAIIPUMED,
000CHOBATh TOT WJIM MHOM MapKETHHIOBBIH
MIpUEM; «OOYUJAIOIIHICS B POJIU
IPEToIaBaTes»; UCTIONb30BAHUE
WHTEPAKTUBHBIX 00yJaronux GuiIbMOB, B
KOTOPBIX HEOOXOIUMO MTOMOYB T€POsM
3aKOHYHUTH (Ppa3bl B AUATIOTE U T.J.; IPOCMOTP U
o0cyx/ieHue y4eOHbIX (PUIHMOB.

IIpakTnyeckasi HOAr0OTOBKA 00yYAKOINXCS

Ne paznena Bun Bunpr pabot KonuuectBo
(TemsI) 3aHATHUS 4acoB

7.OHEHOYHBIE MATEPHUAJIBI JIUISA TEKYIIEI'O KOHTPOJIA YCIIEBAEMOCTHU,
IMPOMEXKYTOUYHOM ATTECTAIIUA

7.1. MeToan4ecKkue MaTepuasbl, onpeae/sionue Npoueaypbl OHeHUBAHUS B PAMKaX TeKylIero
KOHTPOJISl ycIIeBaeMOCTH

YCcTHBII 0npoc — CPeACTBO KOHTPOJIS YCBOCHHS YUeOHOTO MaTepualia o TeMaM 3aHATHIA.

[Iporienypa mpoBeIeHHS MAHHOTO OLIGHOYHOT'O MEpOIpPHATHS BKJIIOYaeT B cebs: Oecemy
npernojaBaTesis ¢ 00y4arolMuMcs Ha TEMBI, CBSI3aHHbIE C U3y4aeMOW TUCIUIUIMHOM, U pacCUUTaHHOE Ha
BbISICHEHHE oO0beMa 3HaHWM oOOyd4arollerocss MO ONpeJeNCHHOMY paszeny, Teme, Ipobieme
(MHAMBUYATEHO WM (POHTATIBHO).

[TokazaTenu st OLIEHKM YCTHOTO OTBeTa: |) 3HaHMe MaTepuana; 2) MOCIEA0BATEIbHOCTh
W3JIOKEHUS; 3) BlIaJieHue Peubio M Mpo(hEeCCHOHATBLHON TEPMHUHOJIOTHUEH; 4) MPUMEHEHHE KOHKPETHBIX
IIPUMEPOB; 5) 3HAHUE PaHEE U3YYEHHOI0 MaTepuaia; 6) ypoBEHb TEOPETUUECKOIO aHAIN3a; /) CTENEHb
CaMOCTOSITENTLHOCTH; §) CTENEHb aKTUBHOCTH B Ipolecce; 9) BRINOIHEHNUE PETJIAMEHTA.




Jlis TOATOTOBKM K JAaHHOMY OIICHOYHOMY MEPONPHUATHIO HEOOXOTUMO HU3YYHTh YdeOHBIC
MaTepuagbl MO TEME€ 3aHATHSA, INPOCMOTPETh CIPABOUYHUKH [0 TpaMMAaTHKE, a TakKKe MOBTOPUTH
MaTepuabl, 3alMCAaHHBIC BO BPEMS MTPAKTUICCKUX 3aHSITHHA.

TecTupoBanme—cpeaCTBO KOHTPOJIA yCBOEHUSI yueOHOro marepuana. He Menee, yem 3a HEJEINIO
710 TECTUPOBAHMUS, MPEIMOIABATENb ONPEACISET Ui 00yJaIoMXCsl UCXOAHbBIE JaHHBIE ISl TTOITOTOBKU
K TECTHPOBAHMIO: TEMbI, BOMPOCHI, MO KOTOPBHIM OYyIyT 3aJaHus B TECTOBOHl dopme, nuTeparypy u
WMCTOYHUKHU C TOYHBIM yKa3aHUEM pPa3/IeNioB, TEM, CTaTei JJIsi OATOTOBKH.

TecTbl BBIMOJIHSIOTCS BO BPEMs AayAUTOPHBIX 3aHATHI CEMHHApPCKOTO THMA (MPaKTHYECKHX
3aHSATHMN ).

KomnnuecTBo BOIpocoB B TECTOBOM 33JJaHUH OMPEEIIIETCS IPEnogaBaTesieM.

Ha BeImonaeHne TectoB otBoauTCs 0,5—1 akageMHYecKUi Jac.

NuauBuayanbHOE TECTOBOE 3a/laHue BhIJAeTCsl oOydaroniemycsi Ha OymakHOM HocuTene. Takxke
TECTUPOBAHUE MOXKET MPOBOJMUTHCS C HCIIOJIB30BAHHEM KOMITBIOTEPHBIX CPEJICTB W MPOrpaMM B
CHelHaIbHO 000PYJOBAaHHBIX MTOMEIICHUSX.

[Ipy mpPOXOXKIEHUM TECTUPOBAHUS TMOJB30BATHCS YYEOHMKAMH M y4eOHBIMH TOCOOHMSIMH HE
paszperaercsi.

YpoBeHb 3HaHWUK  OOyYAIOMIETOCS  OMPEAETSETCS  OLEHKAMH  «OTJIHYHO», «XOPOIIOY,
«yIOBJIETBOPUTEIBHO», «HEYAOBIECTBOPUTEIBHO.

BoinoJiHeHHe MPAKTHYECKUX 3aIaHUi (pellieHNe YBPUCTUYCCKHUX 3a7ad U 3aj]a4, CBSA3aHHBIX C
WHTEpIpeTaleiTekcTa) — TUCcbMeHHas ¢opma paboThl  CTyIEHTa, KOTOpas CIOCOOCTBYET
3aKpEIJICHUIO W YTIIYOJIEHUIO TEOPETUYECKHX 3HAHUW W TO3BOJISIET CHOPMHUPOBATH Y CTYACHTOB
HABbIKM IPUMEHEHUS ATUX 3HAaHUH Ha MPaKTUKE.

[TpakTudeckue 3aqaHus BHITOTHSIIOTCS BO BpeMsl ayAHTOPHBIX 3aHATUH CEMHUHAPCKOTO THIA IO
MPeIJIOKEHHBIM ITpernojaBaTesieM MaTepuanam.

KonmdaecTBo 3a1anuii onpeaenseTcs mpernoiaBaTesiem.

Pe3ynbTaTom BBIMOTHEHUS 3a/laHUs ABISETCS OTUET, KOTOPBIN JTOJDKEH COEpKaTh: HOMEp, TEMY
MPAKTUYECKOW pabOThI; KpaTKOE OMHCAHWE KAKIOTO 3a/JaHHs;, BBIOJHEHHOE 3aJaHKe;, OTBEThI Ha
KOHTPOJIbHBIE BOTIPOCHI.

YpoBeHb YMEHUH U HABBIKOB O0YYAIOMIETOCS OMPEICNSCTCS OIEHKAMU «OTIUYHO», «XOPOIIOY,
«yIOBJIETBOPUTEIBHO», «HEYAOBIECTBOPUTEILHO.

7.2. MeToanueckue MaTepuaJbl, ONpeae/siiome NpoueIypbl OeHUBAHUS B PaMKax
MPOMEKYTOYHOM aTTeCTAMHU

3aver — 310 (hopMa MPOMEKYTOUHOW aTTECTAIMH, 3aJaueil KOTOPOIo SBJISIETCS KOMILIEKCHOE
OLIEHKA YPOBHEH TOCTUKEHUS IUNIAHUPYEMBIX PE3yJIbTaTOB 00yUEHMs 10 JUCLIUIUIMHE.

3auer ansg O4HOU (OpMBI OOy4YEHHUS TPOBOAMTCSA 32 CUET YacOB, OTBEIEHHBIX HA HW3YYCHUE
COOTBETCTBYIOIIEH NUCIUTIINHBI.

[Ipouenypa mnpoBeACHHUS NaHHOTO OLEHOYHOTO MEPONPUATHS BKIIOYAET B CeOsl OLEHKY
pe3yabTaTOB TEKYLIEr0 KOHTPOJS YCHEBAaEMOCTH CTyAE€HTa B TEYEHHE IMepuona OOydeHHs IO
,Z[I/ICI_II/IHJII/IHG.I[JBI MOJIYUYCHUA 3a4CTa HGOGXO,Z[I/IMO HMCTb TOJOXKUTCIIBHBIC OLCHKH, IOJYYCHHBIC B
paMKax TEKylIero KOHTPOJIS yCIIEBAEMOCTH, 110 KaXK10M TeMe, IIPEyCMOTPEHHON IUCHUILIMHOM.

B kputepun nTOroBoil OIeHKH YPOBHS MOJTOTOBKH 00YUYaIOIErocs 0 AUCHUIUINHE BXOJIAT:

- YPOBEHb YCBOEHMSI CTYICHTOM MaTepuaa, IpeayCMOTPEHHOro paboyeil mporpaMmoi;

- YPOBEHb NPAKTUYECKUX YMEHHUH, NPOAECMOHCTPUPOBAHHBIX CTYIEHTOM IIPU BBIIIOJIHEHUU
MPAaKTUYECKUX 3aJJaHUI;

- YPOBCHBb OCBOCHUSA KOMHGTGHHHﬁ, MO3BOJIAIOIMIUX BBITTOJHATE IPAKTUYCCKUC 3aJaHH;

- JIOTMKa MBIIIUIEHUS,, 000CHOBAaHHOCTb, YETKOCTb, IIOJTHOTA OTBETOB.

3adyer A O4YHOH W 3204HON (OpMBI MO AUCHHUILVIMHE IPeANnoaraeT BbINOJTHEHHE
CTYIEHTAMH KOMILIEKCHBIX INPAKTHYECKHX 3aJaHUil 10 TeMaM, M3YYEHHbBIM B [JaHHOM
TpUMecCTpe.
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[Iponenypa mpoBeneHHsI TaHHOTO OLIEHOYHOI'O MEpONPHUATHS BKIIOYAeT B cedsl Takxke Oecemy
npenojaBaTesis ¢ OOydalolUMCS [0 BONPOCaM, KOTOpble ObUIM TIOCTaBJICHBbl B KOMIUIEKCHOM
NPaKTUYECKOM 3aJaHuu, Oecela HampaBlieHa Ha BbIACHEHHE oObeMa 3HaHUN OOyYaromerocst Io
ONpEIEICHHON TeM€E TUCIUILINHBI.

TunoBble NpakTUYECKUE 3aJaHMS K 3a4€Ty JOBOJSATCS A0 CBEACHUS CTYIEHTOB 3apaHee.

[Ipy moAroTroBKe K OTBETY IOJIb30BaHHE Y4YeOHHMKaMH, y4eOHO-METOAMYECKMMH MOCOOUSIMH,
CpEeACTBAaMU CBSI3U M AJIEKTPOHHBIMHU PECypCcaMu Ha JIOOBIX HOCUTEISX 3alpeleHo.

Ha BrInosiHEHHE KOMIUIEKCHOTO TPAKTUYECKOTO 3aJJaHUsI OTBOJAMTCS, Kak npaBmio, 30—40 MUHYT.

[Tocne okoHYaHHUsI OTBETa MpeEnojaBaTelb OOBABISIET 00YYAIOMIEMYCSl OLCHKY IO pe3yibTaTaM
3a4eTa, a TaK’Ke BHOCUT ATy OLEHKY B aTTECTAllHOHHYIO BEIOMOCTb, 3a4E€THYIO KHUXKKY.

VYpoBeHb 3HaHUH, YMEHUI U HABBIKOB OOYYAOIIETOCs ONpEIENsSeTCs OLCHKAMU «3auTeHO», «HE
3a4TEHO.

Jk3aMeH — GopMa MPOMEKYTOUHOW aTTECTAIlMH MO JAMCIUILUIMHE, 33/1a4eii KOTOPOU SBISETCS
KOMIUIEKCHAasl ~ OLIEHKa YPOBHEH JOCTHMKEHHS IUIAHUPYEMBIX  pe3yJbTaTOB OO0y4YeHHs 1O
mucuuruirHe. IIponeaypa mnpoBeneHUs JAaHHOTO OIIGHOYHOTO MEpONPHUATHS MPEACTaBIsieT CcoOon
codeceqoBaHHEe II0 TeEOPeTHYECKHMM BOIPOCAM, a TaKKe KOMILIEKCHOEe MpPaKTHYecKoe
3aaHue(HeCKOJIbKO 3aJaHMIl PA3HOr0 THIA) NMOBBIIIECHHON CJIOKHOCTH, KOTOPOE HAINIPaBIEHO Ha
MPOBEPKY KaK rpaMMaTUYECKUX 3HAHUM CTYACHTOB, TaK U PEUEBbIX KOMIIETEHIUH (IIOHUMaHUE O0IIEro
COZIep)KaHUSI ~ TEKCTOB, NPOPECCHOHATBHONM  TEPMUHOJOTHH, CIOCOOHOCTH K  MPaBUIBHOM
MHTEPIPETAIMH U3JI0)KEHHBIX B TEKCTaX (PAKTUUECKUX JTaHHBIX).

7.3. OneHo4HbIe CPeACTBA, KPUTEPHH U IIKAJIA OLEHKH
TunoBble 3a1aHUsA A5 TeKYIIEro KOHTPOJIA YCIeBaeMOCTH

IlepeyeHb THNOBBIX BONPOCOB ISl YCTHOI'O OIIpoca
OTBeT Ha BOIPOC OJDKEH MPEACTABIATh COO0H KpaTKOe MOHOJIOTHYECKOE BHICKA3bIBAHNE
Ha aHTJIUHMCKOM SI3BbIKE

1. KpaTtko onumiuTe OesTENbHOCTh MEPEUNCIICHHBIX CIEIHATMCTOB B 001acTu MapkeTunra: «brand
manager», «director of marketing», «head of PR», «marketing assistanty.

2. Naiite onpeaeneHue TepmuHa «branding.

3.IlpencraBbTe cebe, YTO KOMITAHHS, IOJYYUBIIAS HM3BECTHOCTh OJilaromapsi TEPBOKIACCHOU
TYPUCTUYECKOW SKHUIHPOBKE, KOTOPYIO OHA BBIMyCKaJa, pelinja MPOU3BOAUTH TOBAPHI IS JOMA.
Curyanusa onucana cienyronum oopa3zom: «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». O0bscHuTe 3HAUeHNE TepMUHA «off-brandy.

4. Ilpu co3gaHWM MapKETUHTOBOM CTpAaTeTMH BAXKHO OMPEIEIHUTH TO, YTO Has3bIBaeTcs «typical
customer profile». Uto o603HavaeT 3TO aHTJIMIICKOE BHIPAXKEHHUE.

5. MapkeTuHroBblii kommiekc(«marketing mix») oObIYHO BKIIIOYAET TaK Ha3bIBaeMble «4eTbipe P»
(«four Ps»): product, price, placement, promotion. O0bsiCHUTE, 4TO 0003HAYAIOT STH TEPMHUHBI.

6. OOBIYHO J1€7I0BOE MUCHMO JOJDKHO BKIIIOYATh (pasbl, KOTOPHIE MOKHO OOBEAWHUTH B TPYIIIBL:
«Greetings and closes», «Pleasantries», «Closes for saying thank you». IlpuBemure npumepsl
OOIICTTPUHSATHIX PEUEBBIX (GOPMYIT IS KAXKIAOW U3 TPYIIL.

7. O0BsicHUTE, I KaKuX Ieiedl Obul pa3paboTaH MHCTPYMEHT, MOJYYMBIIMK Ha3BaHue «Boston
Matrix»?

8. Kak pacmmdpoBsiBaeTcst abopeBuatypa AIDA, KOTOpYIO UCTIOIB3YIOT JIsE 0003HAYCHUST MOICITH
MIPOJIBMKCHHUS IPOTYKTOB U YCIyT. [I[pOKOMMEHTHPYITE 3HAUCHUE KAXKIOTO TEPMUHA.

9. Ilepeuncnute 00s3aTeNbHBIC Pa3/eibl B CTPYKTYPE CTaHIAPTHOTO TpECC-pemu3a, MPHUBEIUTE
MPUMEPHI OOIEMPUHSITHIX PEUYEBBIX (POPMYII, UCMOIB3YEMBIX B KaXKIOM pa3jele.
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10. Bo BpeMs npe3eHTaluu KOMIIAaHMM Ha TOPTOBBIX BBICTaBKAaX, SPMapKax MAapKETOJIOIM FOTOBSAT
11 yYaCTHUKOB MpE3eHTaluu «giveawaysy». OObsICHUTE 3HaY€HUE 3TOrO CII0BA.

Kpurepuu onieHKH yCTHOr0 onpoca

OreHKa «OTIMYHO» BBICTABIISICTCS CTYACHTY, €CIM OH B TOJHOW Mepe PacKpbUl COJCpIKaHHE
BONIPOCA, €r0 pedb XapakTepu3yeTrcs coOmroeHneM (OHETHUECKHX W TPaMMATHYECKHX HOPM
AHTJIMICKOTO S13bIKa, HACKIIICHA MPO(ECCUOHATEHBIMH TEPMHHAMH.

OmeHka «XOpOIIO» BBICTABISIETCS CTYACHTY, €CIM B IPOIECCE OTBETA OH JIOMYCTHJI OJAHY-/BE
ONIMOKU B PACKPBITHH COICPKAHHS BONPOCAa WIM B TOCTPOCHHM NPETIOKEHUH (rpaMMaTndecKkue
OIIUOKM).

OreHKa «yIOBICTBOPUTEIBHO» BBICTABISIETCS CTYACHTY, €CIM OH B LEIOM ITOHHMAeT
Colep)KaHWEe WM3YYEHHBIX TEM, MMEET MNpEACTAaBICHHE O TPaMMAaTH4YeCKMX HOpPMax, HO B IpoIecce
OTBETa JIONyCKaeT Oosee ABYX OINOOK.

OueHka «HEYIOBICTBOPUTEIBHO» BBICTABISACTCS CTYAEHTY, €CIM OTBET 10 CYIIECTBY
OTCYTCTBYET, HECMOTPsI Ha HaBOJISIIIUE BOTIPOCHI TIPETIOIaBATEIIS.

IlepeyeHb TUMOBBIX TECTOBBIX 3aJaHUI

1. IIpouwnraiiTe omucaHue OKHOCTHBIX OOS3aHHOCTEH COTpyIHHMKA KommaHuu. Ompenenure
JOJDKHOCTB, KOTopyio 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. OauH U3 coco0oB cOOpa AAHHBIX B MAPKETHHTOBBIX MCCIICAOBAHUIX B OPUTAaHCKOM BapHaHTE
Pa3rOBOPHOTO AHTIIMHCKOTO S3bIKa OOBIYHO Ha3bIBAaeTCs «one-on-one». Bribepure npodeccrnonanbHbIi
CHHOHHMM 3TOT'0 Pa3rOBOPHOTO CJIOBA.

a) postal survey,

b) telephone survey,

c) street interview,

d)individual interview.

3. MapkeTuHroBslii KoMIuieke («marketing mix»), KpomMe 4eThIpeX OCHOBHBIX 3JIeMeHTOB (product,
price, placement, promotion)MOXeT BKJIFOYaTh TPH JTOMOJHUTEIBHBIX. BbIOepUTe 3TH TpH dJeMEHTa W3
NEPEUYHCICHHBIX.

a) participants,

b) prediction,

c) projection,

d)processes,

e) physical evidence.

4. TlpounTaiiTe onpeneaeHne 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,

¢) question marls,
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d)poor dogs.

5. B Bpemsi TOpProBbIX BBICTAaBOK MHOTME KOMIIAHMU OpraHu3yloT «social events». Haiinure
BEPHOE OTPEICTICHUE 3TOTO MEPOIIPHUSTHSI.

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
issues»,

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

Kpurtepuu u oneHKH TeCTHPOBAHUS
KonraecTBo npaBuIbHBIX OTBETOB:
Memnee 5 (13 10 BOmpoCOB)— «HEYAOBICTBOPUTEITHHOY,
5—6 — «yIlOBIETBOPUTEIBHO,
7—-8 — «xOopo1IoY,
9-10 — «oTAMYHOY.

Tunosble 3aJaHUSA IS IPAKTHYECKOH MOATOTOBKH 00YYAKO M XCS

IIpakTuyeckoe 3axanue 1
IIpounTaiiTe AUAJIOT 0 CTPYKTYpPe MAPKETHHIOBOI'0 0T/A€e/1a KOMIIAHUHU. 3aN0JIHUTE NPOMYCKHU B
OPraHM3anMoOHHON cXeMe HMEeHAMH COOTBETCTBYIONIMX COTPYAHUKOB

4 dlrector ofmarketmg}

b ©, public i T
branding specialist relatlons officer product manager
“.
°, public seR R S e
relatlons 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.
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Anna. Right. Finally, Sylvia is responsible for the image of our various brands.
Rob. Great! That’s very helpful.

a ,b , C ,d , € , T

IIpakTnyeckoe 3aganue 2
Ilepen BaMu ceMb COBETOB, KaK MOJYYHTh 00JIbIIE MOJIE3HBIX CBEJCHUI 0 BAIIUX NOTEHIHAJIbHbBIX
KJIMEHTaX. 3aM0JHUTE NPOIYCKH B MPEIVIOKeHUAX CJIOBAMH MJIH CJIOBOCOYETAHMSIMH, KOTOpPBIE
HaNUCaHbl KypcHBHBIM mpudToM. Ilpumep npuBeieH B nepBoM NpeI0KeHUH

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 .5 , 6 .7

IIpakTnyeckoe 3aganue 3
I'pynna corpyaHukoB ¢pupMbl, KOTOPasi 3aHUMAETCS POAAKeH TYPUCTHUYECKOM 0eKIbl, 00yBU U
HHBEHTAPS /51 HAYUHAIIIMX TYPUCTOB — MIPEMMYIIECTBEHHO NMOJAPOCTKOB, COOMpPaeTcs MPOBECTH
MapKeTHHI0BOE Hcciel0BaHue H 00CYKIaeT, KaKHe MeTOoAbl cOopa JaHHBIX UM JIy4lle
HCNO0Jb30BaTh. [IpounTaiiTe TEKCT, BHINOJIHUTE 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 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
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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...

Haiinute B TeKcTe ¢JOBa W CJIOBOCOYETAHHN, KOTOPbIE€ COOTBETCTBYIOT CJEAYHIIMM
onpeaeeHUsIM:

1) useful answer:
2) a survey group which is not typical of a target group:
3) model of a product in development:
4) percentage of people who complete a survey:
5) the group of people a company wants to sell to:
6) information known about a customer:

3anmoJiHUTe HAlICHHBIMA BAaMH CJIOBAMH M CJIOBOCOYETAHUSIMH MPOMYCKHU B MPeIJIOKEHUSIX:

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.

IIpakTnyeckoe 3aganue 4
MeHnenxep KOMIIaHUH, IPEIOCTABJIAIONICH YCIYTH CBA3H, ONIUCHIBAET CBOUM KOJLJIEramM
«MapKeTHHIOBbIN KoMILIeKe» («marketing mix») HoBoro npoaykra. [IpounTtaiite MoHoJIOT,
BBINUIINTE U3 TEKCTA (ppa3bl, KOTOPHIMH MOKHO ObILJIO ObI 3aMOJTHUTH TA0JIUILY

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.

IIpakTuyeckoe 3axanue S
Bbl BuauTE 1Ba CNIMCKA CJI0B: COEAMHHUB OJJHO U3 CJIOB NEPBOro CNUCKA ¢ OHUM M3 CJIOB
BTOPOI0 CNIMCKA, BbI MOJIY4YUTE CJIOBOCOYETAHUE, KOTOPOE COOTBETCTBYET OAHOI U3 NeUHUIIUIA,
NpUBeIeHHbIX HHKe. BoInummTe 1J151 Kax10i 1euHUIMU MOAX0sIIIee CJI0BOCOYEeTAHHE

[Tpumep: cnoBo median3 mepBOro cmmcka o0Opa3yeT cO CIOBOM mentionsu3 BTOPOTO CTOIOIA
CIIOBOCOYETaHUE media mentions, KOTOpOMY COOTBETCTBYET AeUuHULINS d.

1) media, customer, brand, product, strong, primary, public;
2) knowledge, line, mentiens, relations, responsibility, service, strategies.

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

¢) communication with the general public,

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

¢) main task or function,

f) good understanding,

g) ways of promoting a brand.

a) , b) , ©) , d) media mentions,

e) . ) . 8)

Kpurtepuu u mkajia oneHKH BbINOJIHEHUs] TPAKTHYECKUX 3aaHMii

OrneHKa «OTJIMYHOY» BBICTABISETCS CTYACHTY, €CIH OH CaMOCTOSTENhHO W MPABUIBHO BBITIOTHILI
MPaKTHYECKOe 3aJaHue, CIIOCOOCH YBEPEHHO, JIOTHYHO, IMOCJEIOBATEIbHO M apTyMEHTHPOBAHHO
OOBSICHUTH CBOU PEIIEHUS, MONB3YSICh MPOPECCUOHATHHBIMU TEPMUHAMH.

O1eHKa «XOPOIIIOY BBICTABIISICTCS CTYACHTY, €CITU TIPU BHIMOJIHEHUH 3aJJaHHSI OH JIOITYCTHJI IBEe-TPU
OIMOKH, OJTHAKO MPH yKa3aHWUW Ha ITH OIIMOKH CMOT JIETKO WX UCHPABUTh U OOBSICHHUTH, MIOYEMY OHH
OBLITN IOIYIICHBI.

OrneHKa «yJOBIETBOPUTEIBHO» BBICTABISICTCS CTYIEHTY, €CJIH TPHU BBINOJHEHUW 3aJaHUS OH
JOMYCTUI O0JIee TpeX OMUOOK, C TPYAOM CIIOCOOEH O0BSCHUTD, TOYEMY 3TH OIMOKHM OBLTH TOMYIIICHBHI.

OrneHKa «HEYJTOBIETBOPUTEIHLHOY» BBICTABISECTCS CTYACHTY, €CJIM OH HE BBIMOJHHI MPAKTUYECKOE
3aJIaHK€ WX BBITIOJIHUJI C TPYOBIMHU OIIHOKaMHU.
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TunoBsble 3a1aHUA I NPOMEKYTOYHOM aTTecTalMu (3a4eTa)
Ha 3ayet npeacTaBiseTcss KOMIUIEKC 3aJJaHHM, CBA3aHHBIX €JMHON TEMOM, KaX0€ MOCIeIYIOIIee
3aJaHUC Hpe;[nonaraeT 3HAHUEC MaTepI/IaJIa npem)mymero, HOE)TOMy 3aaHus JOJI’)KHBI BBITIOJIHATHCA
MOCJIE0BATEIBHO — OJHO 32 APYTUM

3ananue 1
IIpencraBbTe cede cutyanuio: MapTuH — MeHeKep KOMIIAHUH, PEAOCTABJISIIOLIEH YCIyru
HHTepHeT-cBsI3U. OH coOMpaeTcsi OpraHu30BaTh coOpaHne, YTOObI 00CYAUTH C KOJLJIEraMH IeHY
HOBOro0 nakera ycayr. OH HanmucaJIuM 3J1eKTPOHHOE MHCbMO, HO NPe/JI0KeHUsI B HEM PacCTaBJIeHbI
B HENPaBWILHOM nopsiike. Onpenenre BepHbId MOPAIOK NMPeAI0KEHU I

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

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

c¢) Hope you all had a nice weekend.

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

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

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

11— ,2—  3—  4A—  5- . 6-

3ananme 2
MapTuH, 0 KOTOPOM MbI Y3HAJIM U3 3aJaHus 1, MOJIYyYHJ TPH OTBETA HA CBOE 3JIEKTPOHHOE MHCHMO,
B KOTOPOM OH NMPOCHJI KOJLIer cOOpaThCcs HA COBElllaHMe U MOCMOTPETh NPUKPENJICHHbIH K MHChMY
(daiia. 3anoHUTE NPONMYCKH B MUCHMAX CJI0BAMHU, BbI/IEJIEHHBIMH KYyPCHBOM

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

Email 1

Hi!

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

Email 2

Hello Martin!

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

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

it again in a different format?
5

Email 3

Hi Martin!

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

theattachment and will get in touch if there’s anything missing.

78 you had a nice weekendtoo.
All the ?
Graham
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3amanue 3
MapTuH, ¢ 3JIeKTPOHHOM NMepennucKoi KOTOPOro Bbl padoraiu B 3aaHuu 1 U 2, npUKpenuI K
nucbMy GaiiJi ¢ BONpocaMu, KOTOPbIe OH IJIAHUPYeET 00CYIUTh € KOJLIJIeraMH HA COBEIIAHMH.
IIpouuraiite TekcT ¢aiiia, HAMAUTE B HEM CJI0BA WIH CJI0BOCOYETAHMS, KOTOPbIE COOTBETCTBYIOT
onpeaeJieHUAM, MPUBEIEHHBIM MO/ TEKCTOM

Cable Internet package pricing model.

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

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

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

* Should we bundle our services and offer a discount?

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

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

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

Definitions.

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

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

3) reduced price,

4) another word for product launch,

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

1- 2 L3 4 L5

3amanue 4
B 3agannu 3 MaprunynomuHaet «penetration pricing». Haiigure cpenu npeacraBjieHHbIX
AepuHMIMI onpeiesieHHe ITOH MOAe/IH IeHO00pa30BaHHUs M NATH Apyrux moaeaei. ConocraBbre
Ha3BaHUS MojeJieil IeHO00pa30BaHUs U X Je(PUHULIMU

1) captive product pricing,
2) economy pricing,

3) geographical pricing,
4) penetration pricing,

5) premium pricing,

6) price skimming.

a) pricing goods/services as cheaply as possible,

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

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

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

e) pricing according to area where goods are sold,

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

- ,2—_ ,3—__ 45— 6~
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3amanmne 5
IIpounTaiiTe BbICKa3bIBAHHUS MEHEIKEPOB 0 TOBapax M ycJayrax, onpeaejure, KAaKoi U3 MmojaeJsiei
HeH000pa30BaHMsl, ePeYUCIeHHBIX B 3aJaHNU 4, COOTBETCTBYET KaK10€ BHICKA3bIBAHHE

1) captive product pricing,
2) economy pricing,

3) geographical pricing,
4) penetration pricing,

5) premium pricing.

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

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

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

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

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

- ,2—_ ,3—__ ,4—_ ,5-

Kputepun onenku 3auera

OmeHka «3a4TEHO» CTaBUTCS CTYACHTY, €CIM OH BBIITOJIHUI BCE 33AaHUA0€3 OMIMOOK MM JIOTTYCTHII
He Oosee yeThIpex OIIMOOK, MPHU 3TOM B CiIydae YKa3aHUS Ha OIIMOKY CTYIEHT JOJDKEH ObITh B
COCTOSIHHU CaMOCTOSITETIbHO HCIPABHUTH €€ C MTOMOIIBIO HaBOSIINX BOIIPOCOB MTPEIOIaBaTENs.

O1eHKa «HE3aYTEHO» CTaBHUTCS, €CIM CTYIEHT HE BBIOJHUI XOTS Obl OJHO M3 3a/JlaHUM, WIN TpU
BBITTOJTHEHUH 3aJIaHUH JOIYCTHII OOJIee YeTHhIPEX OMMOOK, MIIH JIOMYCTHII MEHEe YeThIpeX OMHMOO0K, HO HEe
CMOT' OOBSCHUTH, TIOYEMY 3TH OMIMOKM JOMYIIEHBI U KaK MX HCIPAaBHUTh, JaKe MOCIE KOHCYIbTAI[UH C
IPENoaBaTeNeM.

IlepedyeHb THIIOBBIX BONPOCOB /IS IPOMEKYTOYHOM aTTecTalluM (IK3aMeHA)

1. B Barieii KOMIIaHUU OCYIIECTBIISIOTCS pa3IMYHbIC BUIbI JESITEILHOCTH, KOTOPbIE Ha3bIBAIOTCS Ha
AHTJIMCKOM SI3bIKE cieayronmm obpazoM: «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 fair», «commissioning advertising».OxapakTepu3yinTe KpaTKo Kaxablid U3
BUJIOB JCATEIHHOCTH.

2. Tepmun «branding» 0ObIYHO MEPEBOAUTCS KaK «IIpoiecc GOPMHUPOBAHHS UMHUJKA KOMITAHUH, €€
Openna». OnHAKO B aHTTIMHCKOM SI3bIKE €CTh MHOTO BBIpaXKEHHI co cioBoM «brandy. [laiite onpenenenue
CIenyIomux cloBocoueTanuii: «brandawarenessy, «brandequity», «brandextension», «brandidentityy,
«brandimage», «brandloyalty», «brandnamey, «derivedbrand».

3. IlpencraBbTe cede, 4TO BBl paboTaeTe B HOBOM TYPUCTUYECKOM areHTCTBE, OHO MO3UI[HOHUPYET
cebs kak ¢upma, TPUOPUTET KOTOPOW — JUYHOE OOINEHHWE C KaXIbIM KIMEHTOM. Bam mpennararot
MIPOBECTU MAPKETHHIOBOE HCCIEIOBAaHUE, YTOOBI M3yYUTh MHTEPECHI U MPEANOYTEHUS] MOTEHIUAIbHBIX
KIMEeHTOB. BammpenocrasienBsioopcnocodacoopaganubix: postal survey, online survey, street
interviews. Pacckaxure, kakumemoctomHcTBa (advantages) m Hemocratku (disadvantages) ecthb y
KaX/10r0ocrocooa.

4. BamuyxHoonucatbnpoueccpazpabOTKUMapKETHHIOBOT OTIIaHAPA3BUTHS, HaIpuMep,
HEOO0JIBIIONTOCTUHUIIBIHAMOPCKOMKYPOPTE. CocTaBbTEMOHOJIOTHAOCHOBEOTIOPHBIX (hpas: «current
positiony,«situation analysis», «analysis of competitors», «problems and opportunities», «sales projection
and costsy», «benchmarkingy, «objectives», «implementation.
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5. Bam HeoOxomuMo coctaBuTh «marketingmix» ans Bameil (uUpMBI, KOTOpas 3aHUMaeTcs
NpoAaked Teruion OJECKIbl IJi JJIMTEJIbHBIX IOXOJ0B MO TMEPECEYCHHOM MECTHOCTH. OnuimTe
BO3MOXHBIN «marketingmix», HUCHONB3ysd clenyromue Bompochl: «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 1enoBoM aHTIMHCKOM f3BIKE YaCTO HCHOJB3YIOTCS Ppa3jIMyYHBIE CIIOBOCOYETAHUS,
onpejensone cnocod QGopMUpOBaHUS LEHb Ha MNPOAYKTHl WM yciayrd. OObsSCHUTE 3HAYEHHE
CIIEAYIOIIMX CIIOBOCOYETAHHUH CO CIOBOM «pricing»: «captive product pricing», «economy pricingy,
«geographical pricing», «penetration pricing», «premium pricing», «price skimming.

7. VI3BeCTHBIM MHCTPYMEHT CTPATETMYECKOr0 aHaIu3a U IUIAHUPOBAHUSA B MapkeTuHre «Boston
Matrix» npencrtaBisier co0Oi KBaapaT, pa3AeleHHBI Ha YEThIpE CEKTOpa, KOTOPHIE O3arjiaBJICHBI
metadopudecku: «Cash cowsy», «Stars», «Question Marksy», «Poor dogs». Pacckaxxute 0 3HaU€HUU ITUX
metadop.

8. IlpencraBbTe cebe, UTO Balla KOMITAHUS 3aHUMAETCSl OpraHM3alueil oTAbIXa B ropax. B memsax
MIPOJBMKEHUS YCIYTH BaM MpeJiaraioT MOCTPOUTh PEKIaMHYI0 KOMIIAHUIO Ha OCHOBE JABYX MPUHIUIIOB:
«reinforce the existing image» u «generate a buzz». Onummre peajn3anuio 3TUX MPUHLIUIIOB.

9. Croucok coBeroB mo HamucaHuio «killer press release» («yOolHOro mpecc-penu3a») OOBIYHO
BKIIOYaroT cneayromue myHKThE: «1. Keep things real. 2. See the story from the reporter’s point of view.
3. Create a catchy headline. 4. Proofread carefully. 5. Keep it short». Jlaiite pa3BepHyThIii KOMMEHTapUI
KaXX/I0T0 MyHKTA.

10. Bl 70MKHBI TOATOTOBUTH MPE3CHTAIIMOHHBIN MABUIIHOH Ballieil GUpMBI Ha TOPTOBOM BBICTABKE
(spmapke). OnuIUTe MPOLIEecC MOATOTOBKH, HCIIONB3Ys OMOpHBIE ciaoBocodyeTanus: exhibition stand,high
profile visitors,editorial coverage, prospects, key publications, additional audience.

TunoBble NpakTH4YeCKUE 3aJaHNS JJIsl MPOMEKYTOYHOM aTTecTalun(IK3aMeHa)
Ha »k3amene, kak ¥ Ha 3a4eTe, CTyACHTaM JaeTCsl KOMIUIEKCHOE 3a/laHne, 00bETUHSIONICe HECKOJIBKO
3a/IaHui O OAHOU M3 U3ydeHHbIX TeM. Kaxoe nocienyromiee 3ajjanue CBSI3aHo C MPeIbIAYIINM,
MOATOMY 3aJIaHUsl JOJKHBI BBIOJHATHCS MOCIEI0BATENBHO — OJHO 32 IPYTUM

3ananue 1
Komnanns «Joys of Germany» cooupaercst NpeAJ0KUTh HHOCTPAHHBIM TYPHCTaM HOBBIE€ BU/bI
TypucTHYecKuX ycayr. Onun u3 ee corpyannkosKapcren ornpasuiics B JIOHA0H, 4TOOBI
BCTPETUTCHA C npeacTaBuTesieM areHTcrea «Red Arrow» Tpeiicu, koTopasi 3aHUMaeTcs
OpraHu3anveil KOMIAHUN M0 NPOABUKEHHUIO MPOAYKTOB M yciayr. [Ipounraiite quaJnor, oTBeTbTe
HA BOINIPOCHI

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

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

Tracy. Maybe because of the weather?

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

Tracy. Interesting. Tell me more.

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

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

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

Questions.

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

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

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

3aganue 2
Hcnoan3yiiTe Bce BbleJeHHBIMH KYPCHBOM CJIOBA, YTOOBI 3alI0JTHUTH MPONMYCKH B NMPeII0KeHUAX
M3 INAJI0ra, KOTOPbIi BbI MPOYUTAIN B 3aaHnu 1

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

Tell me what you’re 'for.

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

We think that someone from *will have a fresh :

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

Iunderstand what you’re trying to g

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

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

3aganue 3
Cotpynnukn arenrcrea «Red Arrow», 0 KOTOpPBIX Bbl 3HaeTe U3 3a/laHus 1, pemmin
00CYANTh PEKJAMHYI0 KAMIIAHHIO /ISl IPOABUKEHHS] HOBBIX TYPHUCTHYECKHX YCJIYT KOMIIAHUHT
«Joys of Germany». [IpouuTaiiTe AuaI0r ¥ BbIOEPUTE U3 HEr0 HA3BAHUS PEKJIAMHBIX CPeICTB U
MaTepHuaioB, KOTOPbIe MOKHO ObLIO ObI 3aNIMCATH B rpadbl TA0IULbI

Print media Online Outdoor Other

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

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

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

Justin. That’s true. Banner ads, on the other hand, would make sense. People often go online to
travel portals like Expedia and Hotwire without knowing where they want to travel to. They just want to
go somewhere for the weekend. Seeing our ads would encourage them to check out Germany.
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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 1835 group, which «Joys of Germany» are
targeting. We could also do bus ads in major UK cities.

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

Print media:
Online:
Outdoor:
Other:

3amanue 4
Bbl BuauTE 1BA CNIMCKA CJI0OB: COEIUHUB O/ITHO U3 CJIOB NMEPBOIo CNUCKA ¢ OTHUM M3 CJIOB
BTOPOI0 CNIMCKA, BbI MOJYYHTE NPUBbIYHOE /1JI5I MAPKETO0JI0ra CJIOBOCOYeTaHUe. 3aN0JIHUTE
NOAXOASIIIIMMHU MO CMBICJY CJI0BOCOUYETAHUSIMY NMPONYCKH B MPeIJI0KeHUsIX

[Ipumep: cioBo eye-catchingn3 TEepBOTO CIHCKAa 00pa3yeT CO CIOBOM imagesu3 BTOPOTO CTOJIOIA
CIIOBOCOYETAHUE eye-catching images, KOTOPOE MOXKHO TOCTaBUTh HAa MECTE MPOITYyCKa, 0003HAYCHHOM

nuudpoi.

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 ofthe
shopowners see this as a “to advertise.
? is essential for getting your message across to customers, if they onlysee your
advertisement once, they won’t remember it.

We operate on a very tight budget, so for us it doesn’t
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 7 is sometimes your advert gets
‘lost’, for example when there are several of them on the same page.

4 to advertise

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

7 —

3aganue 5
JJ151 co3naHus MOKYNATEJIbCKOr0 CIPOca pa3jnyHblie (PMPMbI HCIOJIB3YIOT NepeYHcIeHHbIe HUKe
MapKeTHHIroBble cTpaTerun. ConmocraBbTe BbICKA3bIBAHUS MpeACTABUTEIelH GUpMm ¢
COOTBETCTBYHIIUMH 3THUM BbICKA3bIBAHUSIM CTPATErUsIMU

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.
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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.

11— ,2—  3—  A— . 5— . 6-

Kputepun u mkaja omeHKH 3K3aMeHa

OI.[CHKa «OTJIMYHO» CTaBHUTCs, €CJIHN CTyI[eHT HpaBI/IJ'H:HO OTBCTHUJI HAa OBa KOHTpO.HI:HBIX BOHpOC& nu
MOJIHOCTEIO 1 0€3 OIIMOOK BEITTOJHMII BCE 3aJaHus.

OI.[CHKa «XOpOI_HO» CTaBHUTCsA, CCIIN CTy,Z[eHT HpaBI/IJ'H:HO OTBCTHUJI HaA KOHTpO.HBHBIC BOHpOCBI, HO
IPY BBITOJIHCHUW 33JaHUM CTYACHT JOIMYCTHJI JO YEeThIPEX OIIMOOK, OJHAKO MOXKET HCIPABUTH HX
CaMOCTOSITENTLHO, €CJIH MPEMNo/iaBaTeNlb yKa3al Ha 3TH omrOKu. OIEHKa «XOPOII0Y TaKKe CTABUTCS, €CIIH
CTYJCHT TPAaBHJIBLHO BBIOJHHI BCE MPAKTHYCCKUE 3aJ]aHUs, HO HE CMOTI OTBETHTh HAa OJMH M3 JIBYX
Hpe,Z[J'IO)KeHHBIX KOHTpOHBHBIX BOHpOCOB.

OreHKa «yJI0BICTBOPUTEIIBHO» CTABUTCS, €CIIU CTYACHT MPABUJIBHO OTBETHJI XOTs Obl HAa OJIMH U3
KOHTpOJIBHBIX BOHpOCOB, HO HpI/I BBIITOJIHCHUHN 3a1aHUA ,Z[OHYCTI/IJ'I OT IIATU 10 CEMHU OH_II/I6OK 51 pr,Z[OM
CIPABJIACTCS C HCIIPABICHUEM OIIMOOK JaXKe TIPU KOHCYJIbTAIMH C MIPEIoIaBaTelieM.

OrneHKa «HEYIOBIETBOPUTEIHHO» CTABUTCS, €CITU CTYACHT JOMYCTHII OoJiee ceMu OmmOOoK u (WIin)
JOITYCTHJI OT ITSITH JIO CEMH OIIMOOK, HO HE MOYKET MX UCIPABHUTH JIAXKE IMOCIIe 00BICHEHUH, KOTOPBIC eMY
JlaeT MpernoaaBareib.

8. YHEBHO-METOANYECKOE U UH®OPMALIMOHHOE OBECIIEYHEHHUE
JUCIIMITJIMHBI

8.1. OcHoBHas quTEpaTypa

BopoObera, C. A. AHTIMACKHNA SI3BIK TUTSt a3 exTuBHOTO MEHE[KMEHTA.
GuidelinesforBetterManagementSkills : y4eOnoe mocobue mns By3oB/ C. A. BopoGbeBa. — 2-¢ u31.,
ucrip. U jgomn. — Mocksa : M3garensctBo FOpaiit, 2023. — 260 c. — (Bricmiee oOpa3zoBaHue). —
ISBN 978-5-534-04198-9. — Tekct : anektponHsiii / Ob6pa3oBarensHas miardgopma FOpait [caiit]. —
URL: https://urait.ru/bcode/514835.

CvupHoBa, H.B. Awnrnuiickuii s3pik s MeHemkepoB (B1—B2): y4eOHuk st BY30B/
H. B. Cmupnoga, A. B. Cokomnosa, 0. A. Jlyrnac. — Mocksa : U3patensctBo Opaiit, 2023. — 185 ¢c. —
(Beicmiee obpazoBanue). — ISBN 978-5-534-08395-8. — Tekct : anexktponHbiii // OOpazoBaTenbHas
mnatdopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/516893.

8.2. lonosiHuTEIbHAS JIMTEPATYypa

Momnsra, E. B. Anmmuiickuil s3bIK Ui u3ydaommx typusMm (A2-Bl+): yueOHoe mocobue s
By30B / E. B. Momnsira. — 6-¢ u3a., ucnp. u gomn. — Mocksa : M3marensctBo FOpaiit, 2023. — 267 c. —
(Beictiee obOpazoBanme). — ISBN 978-5-534-10436-3. — Tekct : snekrponnbiii // OOpa3oBarenbHas
mardopma FOpaiit [caiiT]. — URL: https://urait.ru/bcode/516934.

Kymosa, A. K. AHmmmiickuii s3bIK J71s1 MeHeDkepoB u JoructoB (B1-Cl) : yueOHUK U TpakTUKyM
s By30B / A. K. Kymmosa, JI. A. Kosznosa, 1O. I1. Bonsiren ; mon obmeit penakuuenn A. K. KymmoBoit. —
2-e u3n., uchp. u pomn. — Mocksa : M3garensctBo FOpaiit, 2023. — 355 ¢. — (Beicuiee oOpa3oBanue). —
ISBN 978-5-534-08147-3. — Tekct : anekrpoHHbld // OOpaszoBarenpHas 1uiardgopma FOpaiit [caiit]. —
URL: https://urait.ru/bcode/511221.
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8.3. IIporpammHoe o0ecnieyenmne
Microsoft Windows unuSlaaexc 360
Microsoft Office Professional Plus 2019
Google Chrome unu Sunexc.bpaysep
JInHKO

8.4. IlpodeccuonaibHbie 0a3bl JAHHBIX
Mexnynapoanas pedeparuBHas 6a3a xypHaiaoB u crareit Web of Science -
https://www.clarivate.ru/products/web-of-science/

8.5. UndopmanuoHHbIe CIPABOYHBIE CHCTEMbI

CnpaBouno-nipaBoBas cuctema «KoncynsrantlImrocy» — http://www.consultant.ru/
Ilouckogvle cucmemvl

[Touckosas cucrema Google — https://www.google.ru/

[Touckoas cucrema Yandex — https://www.yandex.ru

[TouckoBas cucrema Rambler — http://www.rambler.ru

8.6. UnTepHeT-pecypchl

Enunas xomnekuus u@poBbIX 00pa3oBaTeNbHBIX pecypcoB - http://school-collection.edu.ru/
DnektpoHHas 6udimoTteka «Bce yueOHuKN» - http:// www.vse-ychebniki.ru/

[Tudposoii oOpazoBatenbHbIi pecypc IPRsmarty - http://www.iprbookshop.ru/

Hayunas snektponnas 6ubnuoreka - http:// www.elibrary.ru/

[TopTan OTKpBITHIX JaHHBIX — https://data.gov.ru/

Hayunas snektponnas 6ubnmoreka «Kubepnenunkay - http://cyberleninka.ru/
Harmmonansnas Dnexrponnas bubmmorexa (HOb)- https://rusneb.ru

8.7. Metoguveckne yKa3aHusl 110 OCBOCHUIO TN CHUILIUHBI

MeToanuyeckne yKa3aHusl K NPAKTHYECKUM 3aHATHAM

OcHOBHOE Ha3HAYEHUE MPAKTHYECKHUX 3aHATUN 3aKIIOYACTCS B BHIPAOOTKE y CTYACHTOB HAaBHIKOB
YTEHHUs, TEPEBOJA, TOHUMAHUS AaHIJVIOA3BIYHBIX TEKCTOB, MNPUMEHEHHS 3HAHUWA TpaMMaTUKH IS
KOMMYHHKAIIUU B YCTHOW W MHUCHMEHHOUW ¢opme. J[7s 3TOro CcTyAeHTaM K KaXKIAOMY IPaKTHYECKOMY
3aHATHUIO TIPEJIaraloTCsl TEKCTHI JUIsl UTEHUS, TIEPEeBOIa U OOCYXKIACHUS U MPAKTUUCCKUE 3aJIaHUs B BHJIC
3a/IaHUM K TEKCTaM, a TaK K€ rpaMMaTUYECKUN MaTepual U YIPaKHEHUs Ha 3aKperieHue rpaMMaTUKH.
Kpome Toro, ydactue B MpakTHYECKUX 3aHATHSAX MpearonaraeT oTpaboTKy U 3aKpeIuieHHE CTyIEeHTaMU
HaBBIKOB Pa0OTHI C MOy4eHHON HH(pOpMaLuei, BeAeHUs AUCKYCCU, cOOeceI0BaHU U T.1I.

[Ipu moaAroToBKE K MPAKTUYECKOMY 3aHSATHIO MOYKHO BBIJICTIUTD 2 ATara:

- OpraHU3alHOHHBIN;

- 3aKperUieHue MaTepuaia.

Ha mepBom 3Tare CTyIeHT MIaHUPYET CBOI0 CAMOCTOSATENbHYIO paboTy, KOTOpask BKIIOYAECT:

- YSICHEHHE 3aJaHus JJIsI CAMOCTOSITEIHHOM paOOTHI;

- oA0Op PEKOMEHIOBAHHOW JIUTEPATYPHI;

- COCTaBJeHHE TIUIaHa PAOOThI, B KOTOPOM OIPEICISIIOTCS OCHOBHBIC MYHKTBHI MPEIACTOSIICH
MMOATOTOBKH.

CocrasiieHre TUTaHa JUCHUILTHHUPYET U MOBBIIIAET OPraHU30BaHHOCTH B paboTe.

BTopoii aTan BKIII0YaeT HEMOCPEACTBEHHYIO MOJATOTOBKY CTYAEHTA K 3aHATHIO.

HaunnaTpe Hano ¢ U3ydeHUs HOBOM JIEKCHKH, a TAKKE 03HAKOMHUTEIBHOTO YTEHUS TeKCTa. [lepeueHb
TEOPETHYECKUX BOMPOCOB IO TPAMMATHYECKOW TeMe, Ha KOTOPBIE CTYICHTHI JOJDKHBI 00paTUTh 0co00e
BHUMAaHUE, OIpEAeNIeTCsl MpernojaBaTeeM, BEAYIIUM COOTBETCTBYIOIIEE 3aHATHE, W 3apaHee (10
MPOBEACHUSI COOTBETCTBYIOIIETO MPAKTUYECKOTO 3aHATHS) JOBOJMUTCS JI0 CBEJCHHUS OOYYaIOIIUXCS B
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YCTHOM HMIM THCbMEHHOH (opMme. ['paMMaTHuUECKHE BOIMPOCHI TEMbl OOBIYHO PACCMATPHUBAIOTCA U
3aKPEIUISIIOTCSA HAa MPAKTUYECKOM 3aHSATUHU TP BBINOJHEHNN KOHKPETHBIX YIPaKHEHUMH.

3ajaHus, [NpEACTAaBIEHHBIE IO  KaXAOH TEeMe, HMEIOT  IPaKTUKO-OPUEHTHPOBAHHYIO
HAIpPaBJIEHHOCTb U NMPU3BAHBI MAKCUMAIBHO MPHUOIN3UTE CTYJICHTOB K peajbHbIM YCIOBUSM MPUMEHEHUS
MHOCTpaHHOTO si3bIKa. I10CKOJIIbKY OCHOBHAs 1LIeib 3aJaHHMi 3aKI0YaeTcsl B BHIPAOOTKE y CTYICHTOB
CHOCOOHOCTH TMOHUMATh MUCHMEHHYIO U YCTHYIOMHOCTPAaHHYIO pe€db M HAaBBIKOB €€ MPUMEHEHHUS, MPU
pEIIeHNH 3ajaun 00yJaroIIeMycs eJIeCO00pa3HO MPUICPKUBATHCS CIEIYIOIICH CXeMbl JICHCTBUM.

B nepByro ouepenb, CTYAEHTY CIEIYeT TINATEIBHO W3Y4YUTh 3aJaHMS U BBLACINUTH CPEIU HUX
JEKCUYECKH TpYyIHBIE MECTa, 3aTE€M OINPENEIUTh KAaKUE TIpPaMMaTUYECKUE KOHCTPYKLIMM IOJUIEKAT
MIPUMEHEHHUIO B JAHHOM CHUTyallMy, TOCJIE Yero JaTh pPa3BEpPHYThIE M IPAMMATHYECKU IPABUIIbHBIC
OTBETHI. BhIMOTHEHNE 3a/1aHU MOXKET OBITh IPECTABICHO B MMCHMEHHOW Wi yCTHOH (hopme. B cirydae
BapUaTHUBHOCTHU BBIMOJIHEHUS 3a/1aHUS ClielyeT 000CHOBATh BCE BOZMOYKHbBIE BAPUAHTHI.

B cBs13u ¢ 3THM paboTa ¢ peKOMEHIOBaHHOH JUTepaTypoi obs3arenbHa. Ocoboe BHUMaHUE TpU
3TOM HEO0OXOJMMO OOpaTUTh Ha COJAEpPKAHHE OCHOBHBIX JIEKCMKO-TEMaTHYECKUX TeM, OOBSICHEHHE
IrpaMMaTH4YE€CKMX HOPM U TpaBUJ HHOCTPAHHOI'O SI3bIKA, YSICHEHHWE IHPAKTHUECKOTO IPUMEHEHMUS
paccMaTpuBaeMbIX IpaMMaTHUYECKHX BOIpocoB. B mporecce 3Toi pabOThl CTYIAEHT TOJKEH CTPEMUTHCS
IIOHATh W 3alIOMHUTh OCHOBHBIE IOJOXEHHS PACCMaTpPUBAEMOIO IPaMMAaTHUYECKOTO U JIEKCUYECKOTO
MaTepuaia, IpuMephbl, MOSCHSIOUINE ero, pa300paThCs B 3a/1aHUSAX.

3akaHYMBaTh IOJATOTOBKY CIIEAYET COCTABJICHHEM IUIaHA (MEpPEeYHs OCHOBHBIX ITYHKTOB) IIO
u3ydaeMoMy Matepuainy (Bompocy). Takoil miaH MO3BOJISIET COCTAaBUTh KOHIIEHTPUPOBAHHOE, CIKATOE
IIPEICTAaBICHHE 110 U3y4aeMbIM BOIIPOCAM U CTPYKTYPUPOBATh U3yUEHHBIN MaTepUall.

B cTpykType mNpakTH4YecKOro 3aHATUS TPAJAULMOHHO BBIACNSIOT ClEIyIolHue JTambl: 1)
OpraHU3aIMOHHBIN 3Tal, KOHTPOJIb MCXOJHOTO YPOBHS 3HaHUU (0OCYXIEHHE BOMPOCOB, BO3HUKIIUX Y
CTYJCHTOB IPU MOJATOTOBKE K 3aHITHIO; 2) UCXOJHBIA KOHTPOIb (TECThI, OIPOC, MPOBEPKA MHUCHbMEHHBIX
JOMAIHUX 3aJaHui W T.71.), KOPpeKUHUs 3HAHUWA CTYyAEHTOB; 3) oOyuarommii 3Tan (TpeabsBICHUE
IrOpUTMa pEUIeHUs 3aJaHHi, WHCTPYKUUN MO BBIOJHEHUIO 33/1aHUM, BBINOJIHEHUS METOAUK H JIp.);
4) camocTosiTennpHas paboTa CTYICHTOB Ha 3aHATUH; 5) KOHTPOJIb KOHEYHOTO YPOBHS YCBOCHHS 3HAHUM;
6) 3aKTIOYNTEIBHBIN JTAIl.

Ha npakTrueckux 3aHATHSIX MOTYT IPUMEHATHCS cleayromue GopMbl paboThI:

* (ppoHTaNBEHAS — BCE CTYIEHTHI BHIMOJIHSIOT OJIHY U TY ke padoTy;

* IPYIIIOBast — OZIHA U Ta K€ paboTa BBHIOJIHICTCS TPYIIAMH U3 2—5 YeNOBEK;

* UHAUBUAYaIbHAS — KQXKbIA CTYACHT BBINOJIHAET HHAUBUIYAIbHOE 3a/1aHHE.

Dopmbl npakmuuecko2o sauamus: 1) TpaauLUMOHHAs (YTEHHE U TEPEBOJ TEKCTOB, OOCYXKIEHHE
CHOPHBIX BOIPOCOB MEPEBO/IA, POBEAEHUE YCTHOTO ONPOCa CTYJAEHTOB, MOHOJIOTHYECKUE BBICKA3bIBAaHUS
CTYJICHTOB; 2) UHTEPAKTUBHAS (COCTABJICHUE AUAJIOTOB, IUCKYCCHH, POJIEBBIC UTPHI).

Humepaxkmusnvle @opmel npakmuuecko2o 3ausamus CIYXXUT NS KOJUIEKTUBHOW OTpaOOTKH
JEKCUYECKOr0 M TIpaMMarudeckoro wmarepuana TeMmM. C 3TOM Lenblo MpenojaBaTelleM CTYAEHTHI
pa3buBaroTcs Ha paboure rpymnmbl B cCOCTaBe He Oojiee 3 YelloBeK U UM IMpeJiaraeTcs COCTaBUTh pacckas,
O3BYYHTb (HJIBM, NEPEBECTH BHU3YyaIbHYIO HOBEJUIYy WJIM INPOBECTH POJIEBYIO HUTPY, WMHUTHPYIOIIYIO
YCTHYI0O KOMMYHHUKALIMIO Ha HMHOCTPAaHHOM s3bike. [lo OkoHuYaHMM paboThl B TpyIIe CTYACHTHI
MPE3CHTYIOT TOJIy4eHHBbIE pe3yibTaTel. B pesynbraTe y4yacTus B paboTe B TpyNNax CTyIACHTaMHU
0TpabaThIBAIOTCS HAaBBIKM KOMMYHUKAllUM B YCTHOHM (opMe Ha HWHOCTpAaHHOM S3bIKe, OOMeHa
uHpopManrell Ha HHOCTPAHHOM S3bIKe, a TaKKe MPO(EeCcCHOHANBHO 3HaYMMbIe HaBBIKU B3aUMOACHCTBUS
C IpYrUMH JIMLaMu B GOopMe COTPYTHUYECTBA, aKTUBHOT'O CITYILIAHUS.

B Tedenume 3aHATHA CTYAEHTY HEOOXOJMMO BBIIIOJHUTH 3a/laHMs, BbIIaHHBIC MpENnojaBaTesieM,
BBITIOJTHEHHE KOTOPBIX 3aYUTHIBAETCS, KaK TEKyIlasi paboTa CTy/AeHTa.

OnvH U3 BaXHBIX BUAOB pabOTHl Ha MPAKTHUECKUX 3aHATUSX — nepesod mekcma. CylecTBYIOT
pasHble BUJbI MEPEBOAOB (YCTHBIC, MHUCbMEHHbIE, TEXHUYECKUE, JTUTEPATYpHbIE), HO OOIIME MPUHIIMIIBI
IepeBojia BCeraa OHH U Te JKe.

[Ipu nepeBoje TekcTa mnepes CTyJeHTaMi BCTaeT HECKOJIBKO MpoOIeM: He3HAHWE 3HAUCHHUS CJIOB U
NpaBUJI TPaMMaTHUKH, HEOOJBIION 3amac CHHOHUMOB, CTpax nepen OonpmuM o0beMoM TekcTa. Ilpomecc
[IEPEBO/A JIETUTCS HA YCIOBHBIE 3TAIBI.
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1. Ins Hayana HY>XKHO NEPEBECTH Ha3BaHHE, TPOUYUTATh MCXOIHBIM TEKCT OT Hayayua A0 KOHLA U
MOTBITATHCS MPU ITOM YJIOBHUTH, O UEM HJET PEUb.

2. 3areM HaYMHAETCSl HEMOCPEICTBEHHO caM MepeBoj. Bce He3HakoMble ciioBa B 00s3aTEILHOM
MOPSAJIKE HY>KHO BBITUCHIBATH B TETPaJb WM HA 3JIEKTPOHHBIN HOCUTENb. DTO MO3BOJISIET 3a)UKCUPOBATh
BHUMAaHUE Ha JICKCUYECKUX €ANMHUIAX, Y4l 3aIOMHUTD UX.

E1me onHa c10%HOCTh BOZHHUKAET ¢ BEIOOPOM 3HaueHusl. OCHOBHas, 4acTo ynoTpebsemas JeKCUKa,
KaKk TMpaBWJIO, MHOTO3Ha4yHa. B TakoMm ciydae B clioBape depe3 3amsiTyl WM oA Iudpamu
MIEPEYUCIISIIOTCSl OCHOBHBIE 3HaueHusa. Hukorga He HY)XHO OCTaHABIMBATHCS HA MEPBUYHOM 3HAUCHUH.
Heo0xonuMo y4uTHIBATh KOHTEKCT, B KOTOPOM MOTYT aKTyaJTU3UPOBAThCS BTOPUYHBIC 3HAUCHUSI.

He HyXHO mepeBOUTh TEKCT AOCIOBHO, BEPHOCTH O0IIEMY CMBICTY (hpa3bl BaKHEE«OyKBATH3Ma.
Pesynprar mepeBosa AOKEH OBITh MOHSATEH HOCHUTENIO PYCCKOTO $3bIKA, YUTATHCS KaK XOPOIIUH
PYCCKOSI3BIYHBIA TEKCT, Ja)Ke€ €ClIM MPU ITOM MPHUIETCS OTCTYNHUTh OT JOCIOBHOW TOYHOCTU. B TO ke
BpEMs TIEPEBO/IC HE JOKHO OBITh BBITyMaHHBIX, IPOU3BOJIHHO BBEIECHHBIX ()PAarMEHTOB.

BaxHO MOCTOSIHHO TONIB30BaThCS Pa3sHBIMU TUIIAMHU clioBapei. B akTuBe NOIKEH MMEThCs He
TOJIBKO TE€3aypyC, COIEP)KALUI 3HAUYEHUs OTIENbHBIX CJIOB, HO W TOJKOBBIA CIIOBapb, CJIOBaph-
CIPaBOYHHK, CIIOBapb CHHOHUMOB M aHTOHHMOB, Pa3rOBOPHBIN CIOBaphb, TEPMUHOJIOTUYECKUH, CIIOBaph
COKpaIlleHUH, TPYyJHOCTe M MHOTHE JApyrue, TeM 0ojiee u4TO B HAcToslIee BpeMsi padoTa ympoliaeTcs
HaJIMYUEM DJIEKTPOHHBIX CIOBapei.

MeToanuyeckne yKka3aHus JJIs1 BbINIOJTHEHHSI CAMOCTOSITE/IbLHOM PadoThI

CamocTosiTenpHast paboTa CTYACHTOB 3aKJIFOYAeTCs:

1) B caMOCTOSTEILHOM M3YYCHHH JICKCUKO-TPAMMAaTHUYECKOW TeMBI (YT€HUE, TTePEBO/I, MOATOTOBKA
K YCTHOMY OIIpOCY); 2) B CUCTEMATHU3alMH U 3aKPENJICHUH MOIYYEHHBIX 3HAaHUM OCPEICTBOM IepecKasa
TEKCTOB W B TMOJATOTOBKE K JHCKYCCHH IO TeMme;3) B YIIyOJEHHOM H3YYCHHH T'PaMMaTHYECKOTO
Marepuaia ¢ UCIOJIb30BAHUEM PEKOMEHI0BAHHOU JTUTEPATYPHI.

CamocrosiTennbHasi ~ BHEAyAWTOpPHAss pabOThl  CTYJEHTOB —O3TO  MPOJOHKCHHE  HU3y4YCHUS
FpaMMaTI/I‘-IeCKOI‘O U JICKCHYCCKOI'O MaTepI/IaJIa JOUCLHUIIJNIMHBI B LCJIAX pa3BI/ITI/II/I HABBIKOB YTCHUA,
TepeBo/ia, a TakK€ YCTHOW M MUChMEHHONW KOMMYHMKAIIMA Ha WHOCTPAHHOM s3bIKe. | J1aBHas 3amava —
HpO‘II/ITaTB 148 HepeBGCTI/I JOIIOJITHUTCIBHBIC TCKCTHI, coz[epxcaHHe KOTOprX CBsA3aHO C HpOI\/'II[eHHOI\/'I Ha
MPEABIAYIIEM MPAKTHUYECKOM 3aHSATUHM TEMOW, a TakKe JOMOJHHUTH 3HAHUS B 00JIACTU TPAaMMATHKHU C
IIOMOIIIBIO I/I3Y‘-ICHI/I$I y‘~I€6HI/IKOB, HpI/IBeI[eHHbIX B CIIHCKax OCHOBHOfI 148 I[OHOHHHTCJIBHOﬁ JII/ITepaTypBI.

Meroanyeckue yKa3aHus 10 NOATOTOBKE K YCTHOMY OIIPOCY

VYCTHBIA Onpoc MPOBOAUTCS B HWHAMBUAYAIbHON (opMe Ha NMPAKTUYECKUX 3aHSITUAX, SIBISETCS
(dhopMoOil TEKyIero KOHTPOJSl YPOBHsSI OCBOCHHs y4eOHOUW TeMbl. [1oAroToBKa K OMpOCY MPOBOAMUTCS B
X0JIe CAMOCTOSITENIbHON pabOThI CTY/IEHTOB U BKJIIOYAET B c€0sl MOBTOPEHHE MPOIIEHHOTO MaTepuaia Mo
BOIIpOCaM Mpezcrosuiero ompoca. Kpome oOcHOBHOro Marepuana, CTYAEHT JODKEH H3Y4MTh
JIOTIOIHUTEBHYI0 PEKOMEHJOBAHHYIO JIUTEpaTypy W HHQOpPMAIMIO IO TeMe, B TOM YHCIE C
ucnons3oBanueM MHrepHeT-pecypcoB. B cpenHem, IOATOTOBKa K YCTHOMY OIPOCY IO OJHOMY
MIPAKTUYECKOMY 3aHATUIO 3aHMMaeT OT 2 J0 3 4YacoB B 3aBUCUMOCTH OT CIIOKHOCTH TEMBI H
0CcOOEHHOCTEH OpraHu3ally CTYIEHTOM CBOEH CaMOCTOSTEIbHON padoThl. Onpoc mpeanojaaraeT yCTHBIN
OTBET CTYJIEHTa HAa OJUH OCHOBHOM M HECKOJBKO IOMOJHUTENBHBIX BOIPOCOB mpenonaBarens. OTeer
CTY/IEHTa JIOJDKEH MPEACTaBIATh cO00i pa3BEPHYTOE, CBA3aHHOE, JOIMYECKH BBICTPOCHHOE COOOIIECHUE
Ha aHIJIMKMCKOM s3bIke. [Ipy BBICTABIIEHHH OLEHKH MPENOAABATENb YUYUTHIBAET MPABUIBHOCTh OTBETA MO
COJZIEpPKAHUIO, €ro IMOCIEA0BATEIBHOCTh, YMEHUE TPAMOTHO CTPOUTH PEUb HA AHIVIMMCKOM S3BIKE, B TOM
YHCJIE C UCIIOIb30BAHUEM JIMHTBUCTUYECKOW TEPMUHOJIOTHH.

MeTtoauyeckue ykazaHus 10 NOATOTOBKeE K TECTHPOBAHUIO
BrimmonHenne TECTOBBIX 3aI[aHHﬁ npeaoCTaBIsACT CTYACHTAM BO3MOXHOCTH CaMOCTOATCIILHO
KOHTPOJIMPOBATh YPOBEHb CBOMX 3HAHUM, OOHAPYKUBATh MPOOENbI B 3HAHUSAX U MPUHUMATh MEPHI MO UX
JIMKBUAAIIUH. d)opMa HU3JI0KECHHUSA TCCTOBBLIX 321,[[3.HHI>1 MO3BOJIACT 3aKPCNIUThL U BOCCTAHOBUTH B IMAMATHU
npoiaeHHbId Matepuan. Jyis ¢hopMHUpOBaHUS 3aJaHU HCIOJb30BaHA KAaK 3aKPBITasi, TaK W OTKPBITas
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(bopMa. y CTy,Z[GHTa €CTh BO3MOXHOCTH BBI60pa HpaBI/I.HBHOI‘O OTBE€TA HJIN HCCKOJIBKHUX HpaBI/IJIBHBIX
OTBETOB M3 YHUCJA MPEII0KEHHBIX BapUAHTOB. J[J11 BBIMOJHEHUS TECTOBBIX 3aJaHUM CTYJECHTBHI JOJKHBI
U3YYUTh TpPaMMaTHUECKUMH Marepuajg IO TeMe, COOTBETCTBYIOLIME pa3zeibl Y4EeOHHKOB Yy4eOHBIX
ocoOuii.

Ecnn kxakume-To BOMpPOCHI BBIHECEHBI IMpENOAaBaTEIeM Ha CaMOCTOATENbHOE H3YYEHHUE, CIIEIyeT
oOpaTuThcs K Y4YeOHOW JUTEepaType, PEKOMEHIIOBAaHHOW IMpernojaBaTeieM B KadeCTBE HCTOYHUKA
CBCJICHUM.

MeToanuyeckne ykKa3aHMs IO MOATOTOBKe K MPOMEKYTOYHOM aTTecTanu B gopme 3a4era

3auer — (opMa MPOMEKYTOUHOM aTTeCTaIMM, 3aJadeldl KOTOPOro SBISIETCS KOMIUIEKCHOE OLIEHKa
YpOBHEH JOCTHXKEHUS IJIAHUPYEMBIX PE3YJIbTaToB 00yUEeHUS 1O AUCHUILINHE.

3a4eT NpOBOAUTCS 3a CYET YaCOB, OTBEAEHHBIX Ha U3yYEHNE COOTBETCTBYIOIIEH AUCIUILINHBL.

[Iponenypa mpoBeeHus: JAHHOTO OLIEHOUHOTO MEPONPUATHUS BKIIIOUAET B ce0sl: OLIEHKY pe3ybTaroB
TEKYIIIETO KOHTPOJIS YCIIEBAEMOCTH CTY/IEHTa B TeUEHHE Meproaa 00y4eHus 10 AUCIUILIIHHE.

Jlns monmy4yeHus 3ayera HEOOXOAMMO MMETh OLEHKH, MOJYYEHHBIE B paMKaxX TEKYIIEro KOHTPOJIS
YCIIEBAEMOCTH, 110 KaXI0H TeEME, IIPELyCMOTPEHHON NUCLHHUIIIIMHON.

B kputepuu nTOroBoii OLleHKH YPOBHS OATOTOBKH 00YYarOIIErocs 1Mo JUCIUILTHHE BXOJIAT:

- YPOBEHb YCBOCHUS CTYJICHTOM MaTepuaa, peayCMOTPEHHOro paboyeii mporpaMmoii;

- YPOBEHb MPAaKTUYECKUX YMEHHUH, MPOAEMOHCTPUPOBAHHBIX CTYIEHTOM IIPH BBIITOJIHEHUU
MPAKTUYECKUX 3aJaHUM;

- YPOBEHb OCBOCHHSI KOMIIETEHLINM, TO3BOJISIONINX BBIMOIHAT PAKTUYECKUE 3aaHMS;

- JIOTUKa MBIIUICHNSI, 000CHOBAHHOCTh, YETKOCTb, TIOJIHOTA OTBETOB.

MeTtoanuyeckne yKa3aHus 10 MOATOTOBKE K IIPOMEKYTOYHOM arTecTanuy B (hopme 3K3amMeHa

ITpu moAroToBke K 3K3aMEHY HEOOXOAMMO IMOBTOPUTH C IOMOILBIO PEKOMEH/I0BAHHOM JHUTEPaTyphl
BCE pazziensbl (TeMaM) AUCIUIUIAHEI.

Ha sk3aMeHe CTyAeHT JO/DKEH MOATBEPAUTh YCBOEHHE y4eOHOro marepuaia, MpeayCMOTPEHHOIO
paboueil mporpaMMoi AUCHUIUIMHEL, @ TaKKe MPOJEMOHCTPUPOBATh MPUOOPETEHHBIC HABBIKM aalTaIlH
MOJTYYEHHBIX TEOPETUYECKUX 3HAHUN K CBOEH MPOQECCUOHANBHON ESTENbHOCTH, B TOM YHUCIIE B 00JIacTH
MEXKYIBTYPHOH KOMMYHMKAI[MHM. DK3aMEeH MpPOBOAUTCS B (hopMe YCTHOTO coOeceroBaHHE IO THUIIOBBIM
BOIIPOCAM JUIsl 9K3aMEHA M BBINOJIHEHUS NPAKTHUYECKUX 3aJaHuil, KOTOpble MO (OopMe HE OTIMYAIOTCS OT
[IPAKTUYECKUX 3aJaHUM, BBIIOJHEHHBIX CTYACHTAMM B TEYEHHE TPHUMECTPA, HO XapaKTEPU3YIOTCA
MTOBBIIIEHHON CIOKHOCTBIO.

9. MATEPHAJIBHO-TEXHUYECKOE OBECIHHEYHEHUE JUCIUIIJIMHBI

Jnst peanu3anuy JUCUUIUTUHBI TPEOYeTCsl CIeAyIolIee MaTeprualbHO-TEXHUIECKOe 00eCIeyeHuE:

- JUI TIPAKTHUECKUX 3aHATUN — ydeOHas ayIuTOpHs, OCHAIICHHAs 00O0pYAOBaHUEM M TEXHHUYECKHUMH
CpelncTBaMu 00y4YeHUsI.

- JUIS TIPOMEXYTOYHOM arrectalud — ydeOHas aynuTopus, OCHAIIEHHAs OO0OpYyIOBaHHEM H
TCXHUYCCKUMHU Cpe,Z[CTBaMI/I o6yquH;1.

Jis  caMOCTOSTeNTbHOM  paOOTHI:  MOMEIIEHHWE, OCHAIICHHOE KOMITBIOTEPHON TEXHHUKOH C
BO3MOXKHOCTBIO TIONKIIOUEHUS K ceth «VHTepHeT» U o0ecrmedeHueM JOCTyna K O3JIeKTPOHHOM
MH()OPMAITMOHHO-00Pa30BaTEIBHOMN Cpefie OpraHu3allnu.

10. OCOBEHHOCTH OCBOEHUA JMCIMTIJIMHBI IMIMAMHU C OT'PAHMYEHHBIMH
BO3MOKHOCTAMM 310POBbA
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OOyyJarommMcsi ¢ OrpaHMYEHHBIMH BO3MOXXHOCTSMH 3/10pOBbSI TIPEIOCTABISIOTCS CIEIMATbHbIC
y4eOHHMKH, y4eOHbIe MOCOOMS M JWAAKTUYECKHE MaTepuasibl, CIEHHalbHble TEXHHYECKHE CpPEe/ICTBa
oOyueHHMs KOJJIGKTUBHOIO W HMHIMBHIYaJIbHOTO IIOJIb30BAaHMSA, YCIYI'HM AaCCHCTEHTa (ThIOTOpa),
OKa3bIBAIOLIETO  OOyYAIOMIMMCS ~ HEOOXOMMMYIO  TEXHHYECKYI0  IIOMOIIb, a TaKkKe  yCIYTH
CYpAOTEPEBOTYHUKOB M TU(IOCYPIOTIEPEBOIINKOB.

OcBoeHMe IUCIUIUIMHBI 00yJaIOMIUMHUCS C OTPAHMYEHHBIMHA BO3MOXKHOCTSIMU 3710POBBSI MOJKET OBITH
OPraHU30BaHO COBMECTHO C IPYTUMHU OOYyUYAIOIIUMHUCS, a TAKXKE B OT/CIBHBIX IPYIIIaX.

OcBoeHHe IUCHUIUIMHBI  OOYYalOIMMHUCS C  OTPAaHWYEHHBIMH  BO3MOXKHOCTSIMH  37I0pPOBBSI
OCYIIECTBIISIETCS C Y4€TOM 0COOCHHOCTEH MCUX0(hU3NIecKoro pa3BUTHS, UHIUBHIYyAIbHBIX BOZMOXXHOCTEH
Y COCTOSIHUS 37IOPOBBSI.

B nensix 1oCcTynHOCTH MOMy4YeHus! BhICIIEro 00pa3oBaHMs 10 00pa30BaTeIbHON MPOrpaMMe JIUIAMH C
OTPaHUYCHHBIMH BO3MOKHOCTSMH 37I0POBBSI ITPU OCBOCHUH JMCILMIUINHBI 00 CIICIHBACTCSL:

1) muist U1 ¢ OrpaHUYEHHBIME BO3MOXKHOCTSIMU 3/10POBbSI 110 3PEHHIO:

— IPUCYTCTBHE THIOTOPA, OKA3bIBAIOIINI CTYCHTY HEOOXOIUMYIO TEXHHYECKYIO MOMOIIb C y4ETOM
MHIMBUIYaIbHBIX OCOOCHHOCTEH (IoMoraer 3aHsATh pabodee MECTO, IEpeABUTaThCs, NPOYUTATh U
0(hOpMUTEH 3aJaHUE, B TOM YMCIIE, 3aIIMCHIBAs MO/l AUKTOBKY),

— IUCbMEHHBIC 33J[aHus, a TaKXKe WHCTPYKUUH O TMOPSJAKE HMX BBIIOIHEHHS O(OPMIISIOTCS
YBEIMYEHHBIM MPUPTOM,

— CHelUalIbHbIe YYeOHUKH, yueOHbIe MOCOOHMS M TUAAKTHYECKHE MaTephalibl (MMEIOIUe KPYITHBIHA
mpudTt nam aynuodaiiiel),

— UHMBHUIyaJIbHOE paBHOMEpHOE ocBelieHne He MeHee 300 sokc,

—IpU HEOOXOAMMOCTH CTYACHTY JUIS BBIIOJHEHUS 3aaHHs HPEJOCTAaBISIETCS YBEIMYMBAIOIICE
YCTPOMICTBO;

2) 1S ML ¢ OTPaHUYCHHBIMHA BOSMO)KHOCTSMH 37I0POBBSI 10 CITYXY:

— IIPUCYTCTBUE aCCUCTEHTA, OKA3bIBAIOIINI CTYICHTY HEOOXOAMMYIO TEXHHUYECKYIO TIOMOIIIb C YYE€TOM
MHIMBHUAYaJIbHBIX OCOOCHHOCTEH (TOMOraer 3aHATh pabodee MECTO, IepeBUraThCs, NPOYUTATh U
o(hopMHUTH 3a1aHKE, B TOM YHCIIE, 3aIIMChIBAsI T1O]T IUKTOBKY),

— obecreynBaeTCsl HaJIWYME 3BYKOYCHIIMBAIOUICH ammaparypbl KOJUICKTUBHOTO MOJB30BAHMS, IPH
HEOOXOAMMOCTH O00ydYaroieMycsi MPeJOCTaBIsSeTCs 3BYKOYCHJIMBAIOIIAs armaparypa WHIUBHIYyaTbHOTO
MIOJIb30BAHNS;

— obecreunBaeTcsl HaAISKAIIMMK 3BYKOBBIMU CPE/ICTBAMHU BOCIIPOU3BEICHUS HH(POPMAIINY;

3)ans W ¢ OTpaHWYECHHBIMHA BO3MOXKHOCTSIMH  3/I0POBBs, HMMEIOLIMX HApYIICHUS OIOPHO-
JIBUTaTEeNILHOTO arapara:

— MICHMEHHBIEC 3a[aHUs BBINOJIHIIOTCS HAa KOMIBIOTEPE CO CIICHHATN3UPOBAHHBIM MPOrPaMMHBIM
obecrieueHreM WM HaJUKTOBBIBAIOTCS THIOTOPY;

— TI0 JKEJIAHUIO CTYAEHTA 3aJaHUsI MOT'YT BBITIOJIHATHCS B YCTHOH (hopme.

28



		2024-05-31T15:20:18+0300
	Федоровский Александр Петрович




