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1. HEJIX OCBOEHUA JTUCHUIIJIMHBI

Henu ydeOHO#M aucturuinHbl « THOCTpaHHBINA S3BIK JEIOBOTO U MPO(ECCHOHATBLHOTO OOIEHUS —
06yquHe MMPAKTUYICCKOMY BJIAACHUIO [JICJIOBBIM AHTIIMUCKUM SA3BIKOM, MO3BOJIAKOIIAM MAarucTtpam
3 (PEKTUBHO OCYIIECTBIATh MAPKETHHTOBYIO JESITEIIBHOCTh, pab0TaTh ¢ 3apyOC)KHBIMH JTOKYMEHTAMH,
BCCTU KOMMYHHUKAIWIO C [JCJIOBBIMU IMApTHEpAMU U KIHMCHTAMH, a TaKXC PpCHIATh 3aaadyu I10

MIPOJIBMXKCHUIO TIPOTYKTa CBOEH ITpodecCHOHATbHOMN Chephl.

2. MECTO JUCHUIIJIMHBI B CTPYKTYPE OOII

Jucrunnuza

«MeXKynbTypHbIE KOMMYHHUKAllMd Ha WHOCTPAHHOM  SI3bIKE»

OTHOCHUTCA K

o0s3arenpHOM yacTu Ooka 1 «Aucuummuast (Moxynu)» b.1.5.4 OITOIL.

[IpenmecTByome JUCHUUIUIMHBI (KypCBI,
MOJ1yJIH, TPAKTHKH)

[Tocnemyromye TUCIUTIITUHBI (KYPChI, MOTYJIH,

MIPAKTHUKH)

KommyHuKaTHBHBIE

B3aMMOJICHCTBUS B chepe cepBHca

TCXHOJOTHH

3.IINTAHUPYEMBIE PE3VYJIBTATBI OBYYEHMUA 110 JUCHUIIJIMHE

Koa n
HANMEHOBAHHEKOMIIETEHIIUH

Koa u nHaukaTop(MHAMKATOPLI)
JOCTHKEHUSIKOMIIeTEHIINU

Pe3yabTaTbiobydenus

VK-
4.CriocoOeHITPUMEHATHCOBP
€MEHHBIEKOMMYHHUKATHUBHBI
CTCXHOJIOTHH,BTOMYHUCIICHA
WHOCTPaHHOM(BIX )3bIKe(ax
),JUTsl aKaIeMUYECKOTO
Unpo¢ecCuOHATHPHOTOB3aNM
OJICHCTBHUS.

YK-4.1.
OcymecTBisieTpodeccuoHab
HYIOKOMMYHHUKAIIUIO B
COOTBETCTBHUH C
MOTPEOHOCTIMHUCOBMECTHOMIE
ATENBHOCTH,
BKJTFOYasi00MEeHUH(pOpMaIUen
BBIPAOOTKY €AMHOM
CTpaTerHMB3aUMOJICHCTBUSI.

3HaeT cOBpeMEHHBIE CPE/ICTBA
KOMMYHHKATUBHBIX TEXHOJIOTHUI B
YKOHOMHYECKOU JIeSITeITbHOCTH.
YMeeT BeCcTH JUAJIOT, BKIIIOYasi 00OMEH
nH(popManuel u BIpabOTKY €IUHOMN
CTpaTeruy B3aUMOJICHCTBUSI.

Buiameer mpakTHYECKMMH HAaBBIKAMU
HCIOJIb30BaHUS COBPEMEHHBIX
KOMMYHUKaTHBHBIX TEXHOJIOTHIA.

YK-4.2.
OcymecTBisieTripoeCcCHOHAIb
HYIOKOMMYHHKAIIHIO B
COOTBETCTBHH C
MOTPEOHOCTSIMHUCOBMECTHOM IS
SITEILHOCTH, BKITIOYAsT
oOMeHnH(pOpMaIueHnBBIPaAOOT
KYy€IHHON
CTPaTETUUB3aNMOICUCTBUS
HauHOCTPaHHOM(BIX )sI3bIKE(aX).

3HaeTA3bIKOBOMMATEPHATI(JIEKCUYECKUEE]T
MHULBIUTPAMMATHYECKUE
CTPYKTYPHI),HEOOXOTUMBIIA JIs
aKaJeMH4eCcKoro
unpo¢hecCuOHaTLHOTOB3aUMOICHCTBUS
Ymeer Bectu

3aMMChOCHOBHBIXMBICTIEHN (DaKTOB(M3ay 1
OTEKCTOB

UTEKCTOBJITYTEHHUSI ),3aIIMChTE3UCOBYCTHO
TOBBICTYIUJICHHS/TUCHMEHHOTOJTOKJIAIA 10
n3ydaeMomnmpooieme;

Baaaeer rpaMmaTryecKUMU
WJIEKCUYECKUMHUKATETOpUSIMHUHU3YYaeMOT0
(BIX)MHOCTPAHHOTO(BIX)sI3bIKA(OB).




4. OFBEM JJUCIHUILIMHBI U BUJIbI YYEBHOM PABOTBI

OO0uuii 00beM JUCHUILIMHBI COCTABIACT 6 3aUCTHBIX AUHUILI, 2 1 6aKageMUUEeCKHUX YacoB.

Ounas ¢popma o0yuenunst

Bunx yuebnol paboThl Bcero gacos TpumecTpsl

2 3
KonTakTHasi paéora (Bcero) 24,5 10 12,5
B TOM YHUCJIE:
1) 3ansTus cemunapckoro tumna (I13) 22 10 12
13 HUX
— npaktuueckue 3anarus (I1P) 22 10 12
2) rpynImoBbie KOHCYJIbTAIIUU 2 2
3) npoMeXyTOuYHasl 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
OOmwmii 00BeM, yac 216 108 108
dopma MPOMEKYTOUHON aTTeCTallUU 3a4ueT 9K3aMeH

3aounas popma o0yueHust

Bun yuebnol paboThl Bcero gacos TpumecTpsl

2 3
KonTakTHasi paéora (Bcero) 12,8 4 8,8
B TOM 4HUCIJIC:
1) 3ansTus cemunapckoro tumna (I13)
U3 HUX
— npaktuueckue 3anarus (I1P) 12 4 8
2) MPpOMEXKYTOYHAS aTTECTAIUS 0,8 0,8
CamocrositenbHas padora (Bcero) (CP) 203,2 100 103,2
B TOM YHUCIJIE:
— CaMOMOJITOTOBKA 191 100 91
— IIOATOTOBKA K aTTECTAllUH 12,2 12,2
OOmuit 006eM, Yac 216 104 112
dopma TPOMEKYTOUHOU aTTECTALIUH 3a4eT SK3aMeH

5. COAEP’KAHUE U CTPYKTYPA JUCIIUITJINHbI

5.1. Conep:xkanue TUCHUNIMHBI

Neo paznena | HaumeHoBaHue paznena (TeMbl)

(TEMBI)

Conepsxanue paznena (TeMbI)

1 Introduction to marketing and
business process management
(BBeneHne B MApKETHHT U

3HAaKOMCTBO C NTPO(EeCCUOHATBHBIMY TEPMUHAMHU U
pEUEBBIMU KOHCTPYKIHUSAMH, KOTOPBbIE HEOOXOMMBI
JUISL OITUCaHUS OCHOBHBIX JTOJDKHOCTHBIX
00513aHHOCTEH JIMII, yYaCTBYIOIIUX B

4




ynpaBieHue Ou3HeC-IpoIEeccaMu)

MapKETUHTOBOM JESITEIbHOCTH, BUIOB ITOMN
NeSATeTLHOCTH, KOPITOPATUBHBIX IIEHHOCTEH.
BBeneHne B akTUBHBIN CIIOBApHBIN 3al1ac 3HAYUMBbIX
1u1st chephl 00CITy )KMBaHUS CJIOBOCOYECTaHUH,
CBsI3aHHBIX ¢ MoHsATHEM «branding»: brand
awareness, brand equity, brand extension, brand
identity, brand image, brand loyalty, brand name,
derived brand, off-brand.

Finding the client (ITouck xiuenTa)

PaccMoTpeHue ClIoB TeMaTHYECKOM TPYIIIBI
«KJIMEHTHI M TTOKYTIATEI», 3HAKOMCTBO C
OCHOBHBIMU METO/IaMH MapKETHHTOBBIX
UCCIICIOBAaHUN MHTEpECa MOTEHITMATBLHBIX
KJIMEHTOB: postal survey(mouToBblif onpoc), online
survey (onmnaitH omnpoc), individual interviews:
focus groups and street interviews
(MHAMBUAYaTEHOE MHTEPBLIOMPOBaHUE B (POKyC-
rpymnIax u yIn4Hble HHTEPBBIO), telephone survey
(remedonHbI ompoc), panel survey (maneapHOE
uccienosanue), feedback forms (ucnonp3zoBanue
dbopM 00paTHOII CBsI3M), pre-testing
(mpenBapUTENILHOE TECTUPOBAHUE).

Planning a marketing strategy
(IlmanmpoBaHuE MapKETUHIOBOM
CTparerun)

[Tony4yeHue cTyaeHTaMi HaBBIKOB MAPKETUHTOBOTO
ruiaHupoBanus: analysis of competitors (ananus
paboThl KOHKYpeHTOB), benchmarking
(OeHUMapKUHT — aHAJIM3 STAJOHHBIX MTOKa3aTeei),
situation analysis (CUTyallMOHHBIN aHAIN3),
implementation (peanu3anus riaHa) — u
MPUHIUIIOB OIMCAHMS TAaKOTO IUIAHMPOBAHUS HA
AQHIIIMICKOM S3bIKE. AHAJIN3 aHTJIOS3BIYHBIX
noustuit: channels of distribution of product
(KaHaJBI pacpoCTpaHEeHUs IPOaYyKTa), product
promotion (MpoaBHKEHUE TTPOAYKTA), logistics
(;moructuka), public relations (cBsi3u ¢
o0mecTBeHHOCTHIO). [IpakTueckas padora mo
HaIMCAHUIO TUIIOBBIX JICJIOBBIX MTHUCEM.

Creating materials for product
promotion (Co3naHue MaTepuaoB
JUTS IPOABUIKEHUS TPOAYKTA)

N3yyenue nmporecca co3nanusi O0ObsIBICHUH, Mpecc-
PCIN30B, PCKIIAMHBIX MAaTCPHUAJIOB, HGOGXO,Z[I/IMBIX
JUIsI IPOJIBMKEHUS MTPOAYyKTa. PaccmoTrpenue
mpolecca OpraHu3aIii KOMITAHUU 0
(GhOpMHUPOBAHHUIO TTO3UTUBHOTO UMHUKA (PUPMBI Ha
npUMepe TYPUCTUUYECKOTO areHTCTBA.
AKIIEHTUPOBaHNE BHUMAaHUS Ha HALIMOHAJIbHBIX
KYJBTYPHBIX OCOOEHHOCTSIX, KOTOPBIE CIIEAYET
YUUTHIBaTh BO BpeMs pabOThl IO MPOABHKEHUIO
IMPOAYKTa. AKTI/IBI/I3aI_II/I}I B pcuu CTYACHTOB
CUHTAKCUYECKUX KOHCTPYKIUI aHIIIUICKOTO S3bIKA,
HCIOJIB3YCMBbIX IJId ITPOABUIKCHUS IPOAYKTA B
MeYaTHbIX Me1a, UHTEPHET MPOCTPAHCTBE, Ha
TCICBUACHUU U UCIIOJIIB30BAHUEC 3TUX KOHCprKHI/Iﬁ
B BEJICHUHU JICJIOBOM KOPPECIOHICHIIUH.




Presenting your public face
(ITyGnuanast mpe3eHTaIus CBOeH
NEeSITETbHOCTH)

3HAKOMCTBO COCIIOCOOAMH OMTUCAHUS HA
AQHTIIMHCKOM SI3BIKE Pa3IMYHBIX BUIOB
NeSITEIbHOCTH, HAIIPABJIICHHOM Ha CO3/IaHUE U
NIPOJIBUKEHUE MTOJIOKHUTEITHHOTO 00pa3a KOMITaHUH,
¢dupmbl: newsletters (paccbuika mrceM), press
releases (myOIMKaIus pecc-pesn30B), Sponsoring
(opraHuzanus ClIOHCOPCKOM MOICPIKKH ), Press
conferences (mpoBeaeHNE TPECC-KOH(PEPEHITHIN).

Marketing through trade fairs
(ITpencraBnenue MpoayKTa Ha
BBICTaBKaX)

Pacmmpenue akTHBHOTO CIIOBapHOTO 3araca
TEPMUHAMU U TIOHATUSMH, Ha3bIBAIOIIUMU
OCHOBHBIC 4aCTH, JJICMCHTHI TOpI‘OBOﬁ BBICTaBKH,
ee aynutopuro: exhibition stand, editorial coverage,
prospects, key publications, additional audience, co-
located items. CocraBiieHre Ha aHITTUHCKON SI3bIKE
TUITOBBIX HpI/II‘J'IaI_HeHI/Iﬁ Ha BBICTABOYHBIC
MeponpusaTus. Paccmorpenne oco6eHHOCTEH
MMOCTPOCHUA NUAJIOTOB 110 TCMC ((OpI‘aHI/IBaI_[I/IH
BBICTABOYHOI'O IaBWJIbOHAY». Hanncanue Tunosoi
MOTHBALMOHHOMN PEUH.

5.2. CTpykTypa 1M CHUILTHHBI

Ounas ¢popmbI 00yueHHUsI

No paznena
(TemMsr)

HaunmenoBanwme pazzena (TeMbI)

KonuuaecTBo yacoB

I1P CP Bcero

1

OH3HEC-TIPOIIeCCaMu )

Introduction to marketing and business process
management (BBeneHne B MApKETHHT U yIIpaBICHUE 2 25 27

Finding the client (ITouck xnuenra)

4 28 32

MapKETUHTOBOW CTPATETHUH)

Planning a marketing strategy (IlnanupoBanue

4 28 32

Creating materials for product promotion (Co3znanue
MaTepuaoB JJIsl TPOJIBMYKEHHSI IPOYKTA)

4 28 32

CBOEH JESITENIHbHOCTH)

Presenting your public face (ITy6nuanas mpe3eHTanus

4 28 32

MIPOJYKTa HA BBICTABKAX)

Marketing through trade fairs (IlpeacraBnenue

4 28 32

['pynmoBble KOHCYIBTAIUU

2

IToaroroBka K arTecTaluu

27

OO6muit 00pemM

22 165 216

3aounas ¢popma o0yueHust

No paznena
(TembI)

HawnmenoBanwme paszena (TeMbI)

KonmuuaecTBo yacoB

I1P CP Bceero

1

Introduction to marketing and business process

management (BBeneHre B MapKeTUHT U YIIPaBICHUE 2 31 33

OM3HEC-TIPOIIECCAMM )

Finding the client (Ilouck kinenra)




3 Planning a marketing strategy (IlnanupoBanue ) 32 34
MapKETUHTOBOW CTPATETHUH)
4 Creating materials for product promotion (Coznanue ) 32 34
MaTepHaNioB JJis MPOABMKEHHUS IPOAYKTA)
5 Presenting your public face (Ily6nuanas nmpe3eHTamus ) 37 34
CBOEH JCSATEIHHOCTH)
6 Marketing through trade fairs (IlpencraBnenue ) 32 34
MIPOAYKTA HA BHICTABKAX)
IToaroroBka K arTecTaliiu 13
OO6muit 00pemM 12 191 216
5.3. 3aHATHS CEMUHAPCKOI0 TUIIA
Ounas popma o0yueHust
Ne i/t No paznena Bun HauMmeHnoBanue KonnuectBo
(Tembl) 3aHATUSA 4acoB
1 1 1P Introduction to marketing and business process
management (BBenenue B MapKeTHHT U 2
ynpaBieHue OU3HEC-TPOLECCaMu)
2 2 [P Finding the client (ITouck kmuenTa) 4
3 3 [P Planning a marketing strategy (ITnanupoBanmue 4
MapKETUHIOBOM CTPATETUN)
4 4 [P Creating materials for product promotion
(Co3nmanue MarepualioB AJisi TPOABIKEHUS 4
MIPOJTYKTA)
5 5 [P Presenting your public face (ITyGnuunas 4
pe3eHTaIMs CBOEH AesITeIbHOCTH)
6 6 1P Marketing through trade fairs (IIpeacraBienue 4
IIPOAYKTA HAa BHICTABKAX)
3aouyHas popma 00yyeHU
Ne i/t No paznena Bun HauMmeHnoBanue KonnuectBo
(Tembl) 3aHATHUSA 4acoB
1 1 1P Introduction to marketing and business process
management (BBenenue B MapKeTHHT U 2
ynpaBieHue OU3HEC-IMPOLECCaMu)
2 2 1P Finding the client (ITouck kmuenTa) )
3 3 1P Planning a marketing strategy (ITmanupoBanmue )
MapKETUHIOBOM CTPATETUN)
4 4 1P Creating materials for product promotion
(Co3nmanue MarepuaioB AJisi TPOABIKEHUS 2
MIPOJTYKTA)
5 5 1P Presenting your public face (ITyGnmuunas )

MIPE3CHTAIIMS] CBOEH ESITEIIBHOCTH)

7




6 6 1P Marketing through trade fairs (Ilpencrasnenue
IPOIYKTa HA BHICTABKaX)

5.4. KypcoBoii npoekT (kypcoBasi padora, pacueTHoO-rpadguyeckas padora, pedepar, KOHTPOJIbHAsA
padora) — He IPEaYyCMOTPEHO

5.5. CamocrosiTesibHas padoTa

Ne paznena Bunasl camocTosiTensHON paboThI 0®0 300
(TempI)
1-6 [ToaroToBka K yCTHOMY OIIPOCY IO TEME, 165 191
TECTHUPOBAHUIO, BHIITOJHEHUIO IPAKTUYECKUX 3a1aHUI.
1-6 IToaroToBka k arrecraiuu. 26,5 12,2

6. ObPA3OBATEJ/IBHBIE TEXHOJIOI'MU

[Tpu 00yyeHNN HHOCTPAHHOMY SI3BIKY MCTIONB3YIOTCS CIEAYIONIE 00pa30BaTeIbHbIe TEXHOIOTHH.

TexHon0rMss KOMMYHMKAaTHUBHOTO OOYYEHHUsI — HampaBieHa Ha (OpMHpPOBaHHE KOMMYHHUKATHBHOU
KOMITETEHTHOCTH CTYJIEHTOB, KOTOpast sABJsieTcsl 6a30BOM, HEOOXOUMOM IS aAanTaluyd K COBPEMEHHBIM
YCJIOBUSIM MEXKYJIbTYPHON KOMMYHUKALIUH.

Texnonorus pasHOypoBHEBOTO (MU PEepeHIIMPOBAHHOT0) 00YUEHHUS TPEITOIaraeT OCyIeCTBICHUE
MO3HABATEIbHON  JEATENbHOCTH CTYAEHTOB C Yy4Y4€TOM WX HWHAMBUIAYAJIbHBIX CIIOCOOHOCTEH,
BO3MOXHOCTE U MHTEPECOB, MOOIIPSASI UX PEATU30BBIBATH CBOM TBOpYECKUU mnoTeHuuan. Co3naHue u
HUCITOJIB30BaHUEC NTUATHOCTHYCCKHUX TCCTOB SBJIACTCA HEOTHhEMJIEMOH YaCTBIO HaHHOﬁ TEXHOJIOTHU.

Texnomorus  WHOWBUAyanu3aluu  OOy4eHHs  [OMOTaeT  pPeaju30BBbIBATH  JIMYHOCTHO-
OpI/IeHTI/IpOBaHHBII\/'I noaxon, y4duThbiBasd HHAUBUAYAJIbHBIC OCOGGHHOCTI/I u HOTpGGHOCTI/I ydamuxcs.

TexHonorust TECTUPOBAHUS HCIIONB3YETCA [JJs1 KOHTPOJS YPOBHA YCBOEHHUS JIEKCUYECKUX,
rpaMMaTUYeCKUX 3HAHWHA B paMKax MOJIYJs Ha ONpeAerEHHOM dTamne oOydeHus. JlaHHAs TEXHOJIOTHUS
MO3BOJISIET TPENO/IABATENI0 BBIIBUTh M CHUCTEMAaTU3UPOBATH AaCIMEKThI, TpeOyoIIHue IOTOJTHUTEIbHOM
POPabOTKH.

TexHonorust 00y4eHUsI B COTPYJHUYECTBE PEATU3yeT HMJICI0 B3aUMHOIO0 OOYYEHHsI, OCYLIECTBIISAS
KaK MHAWBUAYAJIbHYIO, TdK U KOJUICKTUBHYIO OTBCTCTBCHHOCTD 3a PCHICHUC y‘IGGHBIX 3aaa4.

UrpoBasi TeXHOJOTHsS MO3BOJIAET Pa3BUBATh HABBIKM PACCMOTPEHHUS Psiia BO3MOXKHBIX CIOCOOOB
peuicHu-d npo6neM, AKTUBU3UPYA MBIIMIJICHUC CTYJACHTOB U PACKPbIBAA JIMYHOCTHBIN IIOTCHIMAJI KaXXaA0I0
oOydJarorierocs.

TexHomorus pa3BUTHs KPUTUUECKOTO MBIIUICHHUS CIIOCOOCTBYET ()OPMUPOBAHHUIO PA3HOCTOPOHHEH
JUYHOCTH, CITIOCOOHON KPUTHUYECKH OTHOCUTHCS K MH(POPMAIMH, YMEHUIO OTOMpPATh WH(POPMAIUIO IS
peuicHu-d MOCTaBJICHHOU 3aa4uu.

Nudopmannonno-kommyHukanuonueie Texnonoruu (MKT) pacmupsitor pamMku 00pa3oBaTeIbHOTO
mporecca, IOBBIIIAS €ro  MPaKTHYECKYI0 HANpaBJICHHOCTb, CIIOCOOCTBYIOT MHTEHCH(DUKALUU
CaMOCTOATENIbHON PaboThl 00YYaIOIIMXCS U TOBBIIMICHUIO MTO3HABATEIbHON akTHBHOCTH. B pamkax MKT
BBLIEIAIOTCS 2 BUAA TEXHOJOTHH:

- MexXHOoNo2UsA UCNONIb308AHUS KOMNBLIOMEPHBIX NPOSPAMM, KOTOpas Mo3BoisieT 3()PeKTUBHO
JOTIOJTHUTD MPOLIECC O0YUYEHHUS A3BIKY Ha BCEX YPOBHIX. MylnbTUMEIUHHBIE TPOrPAMMBbI IIPEAHA3HAYCHBI
KaKk ISl ayJAMTOPHOM, TaK U CaMOCTOATEIbHOW pabOThl CTY/JEHTOB M HaINpaBlIeHbl Ha pa3BUTHE
rpaMMaTHYCCKUX U JICKCUYCCKUX HABBIKOB.

- Unmepnem-mexnonoeuu, NIpeOCTaBISIIONINE ITUPOKUE BOZMOKHOCTH AJISl TOMCKa HH(pOpMAIUH,
BCACHUA HAYUHBIX HCCHGHOBaHHﬁ.



I/IHTepaKTHBHLIe H AaKTHBHBbIC 06p330BaTeJIbHI>Ie TEXHOJIOI'UH,
HCMOJb3yEeMbI€ B AYITUTOPHBIX 3AHATHUAX

Ne Bun Hcnons3yemble HHTEPAKTUBHBIE U AKTUBHBIC KonnyectBo yacos
paszena | 3aHATHA 00pa3oBarenbHbIe TEXHOJIOTHH
(Tembl) 010]0) 300
3 [P TBOpUeckue 3a1aHus: COCTABICHUE paccKasa o 2 2

pemeHn# paboyux mpodIeM Mo OMOPHBIM
¢dbpazam, 03ByUYHMBaHHE 10 POJIIM (hparMeHTa
AHTIIMICKOTO (HITbMa, B KOTOPOM
JIEMOHCTPHUPYETCSl CUTYyallus, CBsI3aHHAs C
pa3pabOTKON MapKETUHTOBOM CTpaTErwu (Urpa B
KUHOTyOJISIK).

5,6 1P WuTepaktuBHOE 3ausTHE (padoTa ¢ 2 2
ayaroMaTepHrajaMu: CBOOOIHAsI HHTEPIIPETAIHs
MaTepHaJIOB ay TUPOBAHUS; COKPATHUECKUI
JIAJIOT Ha OCHOBE CTPAHOBEIUECKHIX
MaTepHajIoB: HEOOX0AUMO, HAIpUMeEp,
000CHOBATh TOT WJIM MHON MapKETHHTOBBIN
npueM; «00yJaromics B poiu
IPENoAaBaTes»; HCIOIb30BAaHHE
MHTEPAKTHUBHBIX 00yUaromux (puibLMoB, B
KOTOPBIX HEOOXOJMMO ITOMOYb TePOSIM
3aKOHYMTH (pa3bl B TUATIOTE U T.J.; IPOCMOTP U
o0cyxieHue yueOHbIX (PUIHMOB.

IIpakTHYeckass NOATOTOBKA 00y4aIOIIUXCH

Ne paznena Bun Buner pabor KomnunuectBo
(Temsl) 3aHATUSA 4acoB

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

7.1. MeToanuyeckue MaTepuaJibl, onpeae/siionue nNnpoueaypbl OeHUBAHUS B PAMKAX TeKYyIIero
KOHTPOJISA yCIIeBAeMOCTH

YeTHBIIH 0MPOC — CPesICTBO KOHTPOJIS YCBOCHUS Yy4eOHOTO MaTepHala 1o TeMam 3aHsIThH.

IIponienypa mnpoBefeHHs MAAHHOTO OLIEHOYHOI'O MEpONpHITHA BKIOYaeT B cebsa: Oecemy
IpernoiaBaTessi ¢ 00yJaromuMCs Ha TeMbI, CBSI3aHHBIC C H3yYaeMOM TUCIUIUTMHON, U paCCYUTaHHOE Ha
BBISICHCHHE 00ObeMa 3HaHUK OO0ydJalomierocss 1O ONpeaeiIeHHOMY pas3ieny, Teme, mpobieme
(MHIUBHUyaTbHO WIN (POHTAIIBHO).

[TokazaTenu uisi OIEHKM YCTHOTO OTBeTa: 1) 3HaHME MaTepuana; 2) IOCIeA0BaTeIbHOCTh
U3JIOKEHHUS; 3) BIIQJICHNUE PEUbl0 U MPO(ECCHOHATBHON TePMUHOJIOTHEH; 4) IPUMEHEHNE KOHKPETHBIX
IIPUMEPOB; 5) 3HaAHNE paHee U3YUYEHHOro MaTepuaia; 6) ypoBeHb TEOPETHUECKOTO aHaNIN3a; 7) CTENEHb
CaMOCTOSITENIbHOCTH; §) CTENIEHb aKTUBHOCTH B ITPOLIECCE; 9) BBINOJIHEHNUE PETJIAMEHTA.




JIisi TOATOTOBKM K JaHHOMY OIICHOYHOMY MEPOMNPHUATHIO HEOOXOIUMO H3YyYHTh Y4YCOHBIC
Marepuaibl MO TeME 3aHATHS, NPOCMOTPETh CIPABOYHUKU IO TpaMMaTHUKE, a TaKXKe MOBTOPUTH
MaTrepuabl, 3alIMCAaHHBIC BO BPEMs MTPAKTHUECKUX 3aHATHH.

TecTupoBaHme—CpeaCTBO KOHTPOJIA YCBOSHUS yueOHOro Marepuana. He MeHee, ueM 3a HEJEINIO
JI0 TECTUPOBAHUS, MIPEMOIABATENb OMPEASIAET VIl 00YUYaIOIMNUXCs UCXOTHBIC JAaHHBIC JJISI TTOATOTOBKHU
K TECTUPOBAHMIO: TEMbI, BOIPOCHI, MO KOTOPBIM OYyIyT 3aJaHusi B TECTOBOH (opMme, THTEpaTypy H
HMCTOYHHUKHU C TOYHBIM YKa3aHHEM pPa3/IesioB, TEM, CTaTEeH JIJIsi TOATOTOBKHU.

TecTbl BBIMOTHSIOTCS BO BpEMsSl ayAUTOPHBIX 3aHATUNA CEMHUHAPCKOTO THUMNA (MPAKTUYECKUX
3aHATHUR).

KonuyecTBO BOMpOCOB B TECTOBOM 33JJaHUU OMPEEISAETCS TPENOIaBATEIEM.

Ha Brmmomaenune tectoB orBoautcs 0,5—1 akageMUdecKUH Jac.

NuauBuayanpHOE TECTOBOE 3a/laHue BBIJACTCS oOydaroneMycs Ha OymMakHOM HocuTene. Takxke
TECTUPOBAHUE MOXET MPOBOJUTHCS C HCIOIB30BAHUEM KOMIBIOTEPHBIX CPEJICTB M MPOrpaMM B
CHEIHAILHO 000PYTOBAaHHBIX MTOMEIICHHUSX.

[Ipn TPOXOXJIEHUM TECTUPOBAHUS IOJIB30BATHCA yYCOHHKAMHU W YYEOHBIMH TOCOOMSIMU HE
pasperniaercsi.

YpoBeHb 3HaHWN  OOy4YaroIIErocs OMPEAENAeTCS  OLCHKAMU  «OTJIUYHO»,  «XOPOIIOY,
«YJOBJIETBOPUTEIHLHOY, «HEYIOBIECTBOPUTEIILHOY.

BoinosiHeHHe MpaKTHYECKHUX 3aJaHUI (pelIeHUE IBPUCTUYCCKUX 3a7a4 U 3a7a4, CBSI3aHHBIX C
MHTEpIpETAllMeUTEKCTa) — THCbMEHHas QopMa paboOThl CTYyAEHTa, KOTOpas CHOCOOCTBYeET
3aKPEIUICHUIO W YIIIYOJICHHIO TEOPETUYECKHX 3HAHUW W T03BOJIAET CHOPMUPOBATH y CTYJICHTOB
HaBBIKM MPUMEHEHUS ITUX 3HAHUUN Ha MPAKTUKE.

[TpakTrueckue 3aaHus BBITIOJHSIIOTCS BO BPEMs ayJUTOPHBIX 3aHATHH CEMHHAPCKOTO THIIA IO
MPEeAJIOKEHHBIM MPENoJaBaTeIeM MaTeprallaM.

KonnuecTBo 3aianuii onpenenseTcs: MpernogaBaTesieM.

Pe3ynbTaToM BBIMOTHEHUS 3aJaHUs ABISIETCS] OTUYET, KOTOPBIM JOJIKEH COACPkKATh: HOMED, TEMY
MPAKTUYECKOW pabOThI; KPAaTKOE OMHCAaHWE KaXKIOTO 3a/JaHMs; BBIITOJHCHHOE 3aJaHWe; OTBETHI Ha
KOHTPOJIbHBIE BOIIPOCHI.

YpoBeHb YMEHHI W HABBIKOB OOYYAIOMIETOCS OMPENEISCTCS OICHKAMU «OTIUYHO», «XOPOIIOY,
«YJOBJIETBOPUTEILHOY, «HEYIOBIECTBOPUTEIILHOY.

7.2. MeToanuyeckue MaTepuaJibl, Onpeae/siionue npoueaypbl OeHUBAHUS B PAMKAaX
NMPOMEKYTOYHOM aTTeCTAlUMN

3ayer — 3TO0 opMa MPOMEKYTOYHOW aATTECTAIUH, 3aJauyeli KOTOPOTO SIBIAECTCS KOMILJIEKCHOE
OIICHKA YPOBHEU JOCTHKECHHUS INIAHUPYEMBIX PE3yIbTaTOB O0yUEHUS MO TUCIUILINHE.

3auer ans O4HOM (OpMbI OOyuYeHHS MPOBOAMTCA 3a CUET 4YacoB, OTBEIEHHBIX HA H3YyYEHHE
COOTBETCTBYIONICH TUCIHUIUIUHBI.

[Ipouenypa mnpoBeAeHHs] [aHHOTO OLIEHOYHOTO MEpOMNPUATHS BKIIOYAaeT B ce0sl OLEHKY
pE3yNbTaTOB TEKYIIET0 KOHTPOJISI YCIIEBAEMOCTH CTYyJIEHTAa B TEYCHHUE TMepuoja OOY4YeHHs IO
aucuuminHe. J{ias mogydyeHus: 3aueta HeoOXOJUMO HMETh IOJIOKUTENbHbIE OLEHKH, MOJyuYeHHBIE B
paMKax TEKYILEro KOHTPOJIsS YCIIEBAEMOCTH, 10 KaXKIOW TeMe, IPEAyCMOTPEHHON TUCLUILUIMHOM.

B kputepun UTOroBOM OIIEHKH YPOBHS MOATOTOBKH 00YYaIOUIerocs Mo AUCLHUIIIMHE BXOIST:

- YPOBEHb YCBOGHUS CTYJICHTOM MaTepuaia, MpeaycCMOTpeHHOro paboueii mporpaMMoii;

- YPOBEHb NPAKTUYECKUX YMEHHH, NPOJAEMOHCTPUPOBAHHBIX CTYAEHTOM IIPH BBINOJIHEHUU
MPAKTUYECKUX 3aJaHUI;

- YPOBEHb OCBOCHMSI KOMITETEHIIMH, TO3BOJISIOIINX BBINOJHATH IPAKTUYECKUE 3a/IaHNS;

- IOTUKA MBINUICHHSI, 000CHOBAHHOCTH, YETKOCTb, ITOJIHOTA OTBETOB.

3aver AJd O4YHOM W 3204HO (opMbI MO JAUCUMIUIMHE TPEANoJaraer BbINOJHEHUE
CTYI€HTAMHM KOMIUIEKCHbIX NPAKTHYECKHX 3a/laHUil M0 TeMaM, H3YYEeHHbIM B JaHHOM
TpUMecTpe.
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[Ipouenypa npoBeAeHHs] TaHHOTO OLIEHOYHOI'O MEPONpPHSTHs BKIIOYaeT B ceOs Takxke Oecemy
mpernojaBaTesis ¢ OOydYalolmuMCs IO BOMPOCaM, KOTOpble OBUIM TIOCTaBICHBI B KOMIUIEKCHOM
MPaKTHYECKOM 3aJjaHWH, Oecela HamnpaBieHa Ha BBIICHEHHE oO0beMa 3HAHWM 00ydJaromierocs o
ONpeIEICHHON TeMe TUCUUIUIAHBI.

TunoBble npakTUYeCKUe 3aJaHusl K 3a4€Ty JTIOBOJSATCS A0 CBEACHUS CTYIEHTOB 3apaHee.

[Ipy mOATOTOBKE K OTBETY IMOJIb30BaHHE YYCOHMKAMH, Y4EOHO-METOAMYECKHMMH TOCOOUSIMH,
CPEICTBaMH CBSI3U U AJIEKTPOHHBIMU pecypcaMu Ha JIIOOBIX HOCUTENSIX 3alPeIleHO.

Ha BbInosiHeHNE KOMIUIEKCHOTO MTPaKTUYECKOT0 3a/1aHUsI OTBOJUTCS, Kak npasuiio, 30—40 MUHyT.

[Tocne okoH4aHMsI OTBETa IMpenojaBaTesib OOBABISET 00y4arOIIeMyCsl OLEHKY IO pe3yibTaraM
3a4era, a TAaK’Ke BHOCUT 3Ty OLIEHKY B aTTECTALlMOHHYIO BEIOMOCTb, 3aUE€THYIO KHIKKY.

VYpoBeHb 3HaHMI, YMEHHI U HAaBBHIKOB O0YYaIOLIErocs OMpEesaeTcsl OLICHKAaMH «3auTEHO», «HE
3a4TEHOY.

IKk3aMeH — (opmMa TPOMEKYTOUYHOH aTTECTAIlMU O NUCIMIUIMHE, 3aJa4ell KOTOPOU SIBISICTCS
KOMIUICKCHAsl ~ OLIGHKA YPOBHEW JOCTIDKEHHS IUIAHUPYEMBIX  pe3ylbTaTOB  OOydYeHUs 1O
muctumuHe. I Iporienypa mpoBeaeHUs NaHHOTO OIEHOYHOTO MEPOIPHUSATHS MPEACTaBIsSeT co0oi
co0eceqoBaHHEe IO TeOPeTHYECKMM BONPOCAaM, a TaKKe KOMILIEKCHOe TMPaKTH4ecKoe
3aJaHue(HeCKOJIbKO 3aIaHUI Pa3HOr0 THUIA) MOBBLINIEHHOH CJI0KHOCTH, KOTOPOE HAIpaBJICHO Ha
MPOBEPKY KaK TpaMMATHYECKUX 3HAHUU CTYJCHTOB, TaK U PEUEBBIX KOMIIETEHIMH (ITOHUMaHUE O0IIIero
COJIEp’)KaHUsl ~ TEKCTOB, Mpo(ecCHOHATbHON  TEPMHUHOJOTHH, CIIOCOOHOCTh K  TNPaBUILHON
WHTEPIPETAINH U3JI0)KEHHBIX B TEKCTaX (PAKTUYECKHUX JTaHHBIX).

7.3. OnleHOYHbIE CPEACTBA, KPUTEPUH U HIKAJIA OLEHKH
Tunosble 3a1aHNus 11 TeKyLIero KOHTPOJISI yCIeBaeMOCTH

IlepeyeHb THTIOBBIX BOMPOCOB /IJISI YCTHOTO ONMPOCa
OTBeT Ha BOMPOC JOKEH MPEICTABISITh COO0H KPaTKOE MOHOJIOTHYECKOE BBHICKA3BIBAHUE
Ha aHTJIMHACKOM SI3BIKE

1. Kparko onmmmTe AeSTEIHHOCTD MEPEUHCIEHHBIX CHENNAINCTOB B 001acTH MapkeTuHra: «brand
manager», «director of marketingy», «head of PR», «marketing assistanty.

2. Jlatite onpenenenue TepmuHa «branding.

3.IlpencraBbre cebe, YTO KOMMAHMA, MOJYYHUBINAS H3BECTHOCTh OJlarojapsi NEpBOKIACCHON
TYPHCTHYECKON OSKHUITMPOBKE, KOTOPYIO OHA BBIMYCKaJa, pelInja MPOM3BOJUTH TOBAphl Ui JIOMA.
Cutyanus onmcana cienyroumm obpasom: «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». O0bsacuuTe 3HaueHne Tepmuna «off-brand».

4. Tlpu co3maHuM MapKETHHTOBOM CTPAaTeTMM BAXXHO OINPENEIUTh TO, YTO HasbIBaeTcs «typical
customer profile». Uto 0603Ha4aeT 3T0 aHTTTMHCKOE BBIPasKEHUE.

5. MapkeTuHroBslii komruiekc(«marketing mix») oObIYHO BKJIIOYAET TaK Ha3bIBaEMbIC «4eThIpe P»
(«four Ps»): product, price, placement, promotion. O6bsicHUTE, YTO 0003HAYAIOT ITU TEPMHUHBI.

6. OOBIYHO [1€JI0BOE MHCHMO JIOJDKHO BKIIIOYATh (pa3bl, KOTOPHIE MOKHO OOBEJUHUTH B TPYIIBL:
«Greetings and closes», «Pleasantries», «Closes for saying thank you». IlpuBenute mnpumMepsl
OOIIETIPUHATHIX PEYEBHIX POPMYIT IS KKIOH U3 TPYIII.

7. OObsicHUTE, A7 KaKUX Lenel OblI pa3paboTaH MHCTPYMEHT, MOJYy4MBLIMKA Ha3BaHHue «Boston
Matrix»?

8. Kak pacummdpossiBaetcst abopeBuarypa AIDA, KOTOPYIO HCHONB3YIOT I 0003HAUEHUSI MOJIETTU
MPOJIBIKEHHSI IPOTYKTOB U yciyT. [I[pokoOMMEeHTHpYHTE 3HaUeHHE KaXKJ0T0 TEPMUHA.

9. Ilepeuncnute 00s3aTeNbHbIE Pa3/eNbl B CTPYKTYpPE CTaHIApTHOTO Ipecc-peiu3a, MPUBEIUTE
pUMepHI OOMIETIPUHATHIX PEYEBBIX (POPMYII, UCTIONB3YyEMBIX B KaXKJOM pa3zere.
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10. Bo Bpems mpe3eHTaluu KOMIIAaHUHM Ha TOPTOBBIX BBICTaBKax, sipMapKax MapKeTOJIOTU FOTOBST
ISl YYACTHUKOB IPE3EHTALUU «giveawaysy. OOBsSCHUTE 3HAaYEHUE 3TOTO CIIOBA.

Kpurtepun onieHKHn ycTHOro onpoca

OrneHKa «OTJIMYHO» BBICTABIISACTCS CTYJIEHTY, €CIIM OH B TOJHOW Mepe PacKpbUI COJCpIKaHUE
BOIIPOCAa, €ro pedb XapaKTepusyeTcs coOmoneHneM (OHETUYECKUX M TIPaMMaTHYECKUX HOPM
AHTJIMHCKOTO SA3bIKa, HACKIIIIeHA TPO(EeCCHOHATLHBIMUA TEPMHHAMH.

OI.[GHKa ((XOpOH_IO» BBICTABJISICTCA CTYI[GHTy, €CJIn B Hpouecce OTBE€Ta OH ,Z[OHYCTI/IJI O,Z[Hy-I[Be
OIMOKHA B PACKPBITUU COJICP)KAaHUS BOIPOCA WIM B TOCTPOCHUHU TMPEIJIOKEHUHN (TpaMMaTHYECKUe
OIIMOKN).

OrneHka «yJOBJICTBOPUTEIBHO» BBICTABIISICTCS CTYJACHTY, €CIM OH B IICJIOM TIOHMMaeT
co;[epn(aHI/Ie H3y‘I€HHBIX TEM, HUMCCT HpGI[CTaB.HeHI/Ie (0] I‘paMMaTI/I‘IeCKHX HOpMaX, HO B Hpouecce
OTBETA JIOMyCKaeT 0oJiee IBYX OIMIMOOK.

OI.[GHKa «Hey,Z[OBJ'IeTBOpI/ITe.HBHO» BBICTABJISICTCA CTy,Z[GHTy, €ClJIi OTBECT 110 CyH_IGCTBy
OTCYTCTBYET, HECMOTPS Ha HAaBOJISIIME BOIPOCHI TIPSO 1aBaTerIs.

IIepeyeHb THIOBBIX TECTOBBIX 3aaHUH

1. IlpounTaiiTe onmmcaHue MODKHOCTHBIX OOsI3aHHOCTEH COTpyIHHKa kommnaHuu. Ompenenure
JOJDKHOCTB, KOTOpPYI0 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. OguH u3 crioco0oB cOopa JAHHBIX B MAPKETHHTOBBIX MUCCIICOBAHHIX B OPUTAaHCKOM BapUaHTE
Pa3roBOPHOIO aHTJIMICKOTO SI3bIKa OOBIYHO HA3bIBAETCSl «one-on-one». Breidepure nmpodeccrnoHalbHbII
CHHOHHM 3TOT'0 pa3rOBOPHOTO CJIOBA.

a) postal survey,

b) telephone survey,

¢) street interview,

d)individual interview.

3. MapkeTuHroBbIi KoMIuieke («marketing mix»), KpoMe 4eThIpeX OCHOBHBIX 3JeMeHTOB (product,
price, placement, promotion)MoXeT BKJIIOYaTh TPU JIOMOJHUTEIBHBIX. BpIOepuTEe 3TH TpH dJIEMEHTa U3
MEPEYHCIICHHBIX.

a) participants,

b) prediction,

C) projection,

d)processes,

e) physical evidence.

4. IlpounTaiiTe ompeaenreHue OJHOTO U3 CeKTOpoB «Boston Matrix», ykaxure Ha3BaHUE 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 BBICTABOK MHOTHE KOMIIAHWW OpTraHM3yrOT «social events». Haiimure
BEPHOE ONpeIETICHUE 3TOTO MEPOIIPUSATHSI.

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».

KpuTtepuu u oleHKH TeCTUPOBAHUSA
KonnyecTBo npaBUIbHBIX OTBETOB:
Menee 5 (13 10 BOpocoB)— «HEYIOBIECTBOPUTEIHHO,
5—6 — «yZIOBIETBOPUTEIIBHOY,
7—8 — «xopo1oy,
9-10 — «oTIMYHOY.

TunoBble 3agaHus A5 HpaKTH‘leCKOﬁ MMOATOTOBKH oﬁyqammnxm

IIpakTnyeckoe 3aganue 1
IIpouuTaiiTe AUATOT 0 CTPYKTYyPe MAPKETHHIOBOI0 OT/Ie/Ia KOMIIAHMH. 3all0JIHUTE NMPOIYCKH B
OPraHM3alOHHOM cXeMe HMEHAMH COOTBETCTBYIOIINX COTPYAHHKOB

a director of marketing}_{»
" ! lv\'\:’\
ik i o bonublie i
branding specialist relations officer product manager

| — “‘
e, public S s o S Praeiet
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.
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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 , C af

IIpakTuyeckoe 3axanue 2
Ilepea Bamu ceMb COBETOB, KAK MOJYYHUTh 0OJIbIIIE MOJIE3HbIX CBEICHUI 0 BAIIIUX MOTEHIIHAJBHBIX
KJIMEHTAX. 3aMoJTHUTE MPONYCKH B NMPeIJI0OKEeHUsIX CJIOBAMH WIH CJIOBOCOYETAHUSIMU, KOTOPbIE
HANMHUCAHBI KypcUBHBIM WIpU@TOoM. IIlpumep npuBeeH B nepBOM NpeAI0KEHNH

Clients, competitors, find out, listening, loval-eustomers, 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 ;S , 6 .7

IIpakTuyeckoe 3axanue 3
I'pynna corpyaHuKoB (pMpMbl, KOTOPas 3aHUMAaETCH NPOJaKeil TYPUCTHYECKOM 01eKIbl, 00yBH 1
HHBEHTAPH A/ HAYMHAIOIIHUX TYPUCTOB — IPEUMYIIECTBEHHO IOJPOCTKOB, CO0MpPaeTcs NMPOBECTH
MAapKeTHHIOBOE HCCIe0BaHNe M 00Cy KAaeT, KaKue MeToAbl cOopa JaHHBIX UM JIy4lle
HCN0JIb30BaTh. IIpounTaiiTe TeKCT, BHINMOJTHUTE 3alaHUS 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...

Haijigute B TekcTe cJOBa U CJI0BOCOYETAHHMS, KOTOPbIe COOTBETCTBYIOT CJIeAYHOIIHUM
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:

3anoJHUTe HAliICHHBIMH BAaMH CJIOBAMH M CJIOBOCOYETAHUSIMH NMPOMYCKHU B MPeIJI0KEHUSIX:

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 3axanue 4
MeHeaxep KOMIAHUM, NPEIOCTABJIAIONIEH YCIYTH CBA3H, ONMCHIBAET CBOUM KOJLIeramM
«MapPKeTHHIOBbI KOMILIeKC» («marketing mix») HoBoro npoaykra. Ilpounraiite MmoHoJIor,
BBINNIINTE U3 TeKCTa ()pa3bl, KOTOPHIMU MOKHO ObLJIO ObI 32AII0JTHUTH 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.

IIpakTH4eckoe 3aganue S
Bbl BHAMTE 1BA CIHCKA CJIOB: COEJUHHUB OIHO U3 CJIOB IIEPBOI0 CIHUCKA C OJHUM H3 CJIOB
BTOPOr0 CIMCKA, BbI MOJIYy4YHTE CJJOBOCOYETAHNE, KOTOPOE COOTBETCTBYET OJHOM U3 Ae()MHHIIUIA,
NpHUBeJeHHbIX HIKe. BoImumuTe 1719 Ka:K10i Je)MHULIMHT MOAXO0sI1Iee CJI0BOCOYETaAHUE

[Ipumep: cimoBo median3 mepBoro cmucka oOpa3yeT cO CJIOBOM mentionsu3 BTOPOTO CTOJOIA
CIIOBOCOYETaHUE media mentions, KOTOPOMY COOTBETCTBYET AeHUHUIMS d.

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

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

¢) communication with the general public,

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

¢) main task or function,

f) good understanding,

g) ways of promoting a brand.

a) , b) , ©) , d) media mentions,

€) , D) , 8)

KpuTepun u mkaJia olleHKH BbINOJHEHHS MPAKTHYECKUX 3aaHUi

O1eHKa «OTJIMYHO» BBICTABIISICTCS CTYNIEHTY, €CJIH OH CAaMOCTOSITENIFHO W TMPABHJIBLHO BBITOJIHUII
NPaKTUYEeCKOe 3aJaHue, CIIOCOOEH YBEPEHHO, JIOTHYHO, IOCIENOBATEIbHO M apTyMEHTHUPOBAHHO
OOBSICHATH CBOM PEIICHUS, MOJIB3YSCh MPO(HECCHOHATLHBIMU TEPMHUHAMH.

O1eHKa «XOPOIII0» BBICTABIISETCS CTYACHTY, €CITU TIPH BBITOJIHEHUU 33aJaHus OH JIOMYCTHII JBE-TPH
OMMOKH, OJHAKO TPHU YKAa3aHWW HA ITU OIIMOKH CMOT JIETKO MX HUCIPaBUTh U OOBSICHUTH, TIOYEMY OHHU
OBUTH JIOTYIIICHBEI.

O1eHKa «yIOBJICTBOPUTEIILHO» BBICTABISETCS CTYICHTY, €CJIM TPU BBIOJHEHHH 3aJaHUsS OH
JOIYCTHII O0JIee TpeX OMUOOK, C TPYAOM CIIOCOOCH OOBSICHUTD, TOYEMY TH OIIHOKH OBLTH JTOMYIIEHBI.

O1eHKa «HEYOBIECTBOPUTEIBHO» BBICTABISETCS CTYACHTY, €CIIM OH HE BBITOJIHWI MPAKTHUECKOE
3aJJaHME WX BBIOJIHWII C TPyObIMH OIIMOKAMHU.
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TunoBble 3a1aHUs 1JI IPOMEKYTOYHOM aTTeCcTAallUMU (3a4eTa)
Ha 3auer npencraiisieTcss KOMILUIEKC 3a/1aHUM, CBA3aHHBIX €UMHON TEMOM, KaX0€ MOCIEAYIOIIEE
3aJjaHue MpeIoaraeT 3HaHue MaTepraia MpeIblIAyIIero, MOATOMY 3aJIaHHs JOJIKHBI BHITOTHATHCS
MOCJIEA0BATEIBHO — OJIHO 32 APYTUM

3aganue 1
IIpencraBbTe cede cutyauuio: MapTuH — MeHeIKep KOMIIAHUHU, NIPEI0CTABJISIIONIECH yCIyrH
HHTepHeT-cBA3H. OH co0upaeTcsi OPraHu3oBaTh cOOpanue, YTOObI 0OCYAUTH C KOJJIETaMH LEeHY
HOBOI0 nakera ycayr. OH HanmucaJaIuM JIeKTPOHHOE NMCbMO, HO NMPe/AJI0KEeHHsI B HEM PacCcTaBJICHbI
B HelPaBMJIbHOM nopsiike. OnpeneanTe BepHbIA NOPAIOK NMPeII0KEeHU 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.

- ,2—_ ,3—__,4—__,5-__ ,6-

3aganue 2
MapTuH, 0 KOTOPOM MbI Y3HAJM U3 33/1aHUA 1, MOJYYHJI TPU OTBETA HA CBOE 3JIEKTPOHHOE MUCHMO,
B KOTOPOM OH MPOCHJ KOJLJIEr cCOOPaThCsl HA COBENIaHHe M MOCMOTPETh NPUKPEIUIEeHHbIN K MUCbMY
(aiin. 3anoHUTE NPONMYCKHU B MMCHbMAX CJI0BAMM, BbIJIeJIECHHBIMH 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.

~ 8youhad a nice weekendtoo.
All the 9
Graham
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3aganue 3
MapTuH, ¢ 3J1eKTPOHHOI NepenucKoi KOTOPOro Bbl padoranu B 3a1anuu 1 u 2, npukpenuns K
nucbmy (¢ais ¢ BOnpocamMm, KOTOpPbie OH IJIAHUPYET 00CYAUTH ¢ KOJIJIETAaMH HA COBELAHUM.
IIpounTaiiTe TeKCcT (paiiyia, HAAUTE B HEM CJ10Ba UJIH CJI0BOCOYETAHUSA, KOTOPbIE¢ COOTBETCTBYIOT
onpeneeHusiM, IPUBEIEHHBIM 0] TEKCTOM

Cable Internet package pricing model.

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

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

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

* Should we bundle our services and offer a discount?

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

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

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

Definitions.

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

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

3) reduced price,

4) another word for product launch,

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

1- ,2- 3 4 5

3aganue 4
B 3aganun 3 MapTunynomuHaeT «penetration pricing». Haiiniure cpean npeacraBieHHbIX
ne(pMHUIIMI onpeae/ieHHe 3TO MoIeJId HeHO00Opa30BaHus M NATH APyrux mojaeJeii. ConocraBbre
HA3BaHMA MoJeJiell 1eH000pa3oBaHus U UX JepuHIIHNN

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—  4— . 5-  6-
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3aganue 5
IIpouyuTaiiTe BHICKA3bIBAHUA MEHEIKEPOB 0 TOBAPaxX M YCJIYyrax, onpeaeaure, KaKkou U3 MojaeJei
HeHO00pa30BaHuA, IEPEYHCICHHBIX B 32JaHUHU 4, COOTBETCTBYET KAXkK/A0€ 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.

11— ,2—  3—  4— | 5-

Kpurepun oneHku 3auera

OI.[CHKa «3a4YTCHO» CTAaBUTCA CTYACHTY, €CJIKM OH BLIITOJIHUII BCC SaI[aHI/IH6€3 OH_II/I6OK HJIN OO0IMYyCTHUIT
He Oojee YeThIpex OMIMOOK, MPU ITOM B CiIydyae yKa3aHUs Ha ONIMOKY CTYICHT JIOJDKEH OBITh B
COCTOSIHUHN CaMOCTOATCIIbHO UCITPABUTH €€ C TOMOIIBIO HABOJAIINUX BOIIPOCOB NPCIIOAABATCIIA.

OrneHKa «HEe3auTeHO» CTaBUTCS, €CIM CTYACHT HE BBIMOJIHWI XOTA Obl OJHO M3 3aJaHuil, WU Npu
BBITIOJIHCEHU N 3aI[aHI/II>'I A0IYCTHIT 60.]166 YCTBIPECX OIJ_II/I6OK, HJIN JOITYCTHUII MCHEC YCTBIPCX OLHI/IGOK, HO HE
CMOT OOBSACHHUTH, IMOYEMY 3TH OIIMOKU JOMYIIEHBbl U KaK UX UCHPaBUTh, JJaXkKe MOCIE KOHCYJIbTAllUU C
MpernoaBaTeieM.

IlepeyeHb THIIOBBIX BONPOCOB /IJISl IPOMEKYTOYHOM aTTeCTAIIMU (IK3aMeHAa)

1. B Bamieli KOMITAaHUU OCYIIECTBIISIOTCS Pa3IMYHbIE BUIBI JESTEILHOCTH, KOTOPBIE Ha3bIBAIOTCS Ha
aHIJIMICKOM sI3BIKE clenyrommmM obpasom: «doing market research», «drawing up a marketing plany,
«liaising with the sales department», «providing support for customer service», «writing press
releases»,«presenting at a trade fair», «commissioning advertising».OxapakTepusyiTe KpaTKO KaXKIbIi 13
BUJIOB JICATEIHHOCTH.

2. Tepmun «branding» 0OBIYHO TIEPEBOIUTCS KaK «IIpoLecC GOPMHUPOBAHUS UMUIKA KOMIIAHUH, €€
Openna». OTHAKO B aHTJIMHCKOM SI3BIKE €CTh MHOTO BBIpaXXeHHUH co clioBoM «brandy. [laiiTe onpenenenue
CIIEIYIOIUX cloBocoueTaHuii: «brandawareness», «brandequity», «brandextension», «brandidentity»,
«brandimagey, «brandloyalty», «brandnamey, «derivedbrandy.

3. IIpencraBbTe cebe, 4TO BbI paboTaeTe B HOBOM TYPUCTHYECKOM areHTCTBE, OHO MO3UIIMOHUPYET
cebs1 Kak ¢upma, TMPUOPUTET KOTOPOW — JMYHOE OOIIEHHWE C KaKIbIM KIMEeHTOM. Bam mpemmararor
MIPOBECTH MAPKETHHIOBOE MCCIIEAOBAHHUE, YTOOBI M3YUUTh MHTEPECHl U MPEANOUTCHHS MOTCHIUAIbHBIX
KJIIMEHTOB. BammpenocraBineHBeiOOpciocobacoopaganubix: postal survey, online survey, street
interviews. Pacckaxwure, kakuemoctouHcTBa (advantages) u Hemoctatku (disadvantages) ecth y
Ka)kIorocrioco0a.

4. Bamuy>xHOOMMCaTHIIpOIIECCPA3pAOOTKUMAPKETHHI OBOT OTLIIaHAPA3BUTHS, HaTIpUMep,
HeOO0JIBIIIOUTOCTHHUIIBIHAMOPCKOMKYPOPTE. CocTaBbTEMOHOJIOTHAOCHOBEOTIOPHBIX (hpa3: «current
position»,«situation analysis», «analysis of competitorsy, «problems and opportunities», «sales projection
and costs», «benchmarkingy, «objectivesy», «implementationy.
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5. Bam HeoOxomumo cocTtaBuTh «marketingmix» myis Bamei (QupMbl, KOTOpas 3aHUMAETCS
OpoAaXel TeIuIoN OAeXIbl Ui JUIMTENBHBIX II0XOJO0B IO TMepeceueHHOW MecTHocTu. Omnummre
BO3MOKHBIN «marketingmix», MCHoNB3ys cieayromue 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 [1en0BOM aHITIMKMCKOM $3BIKE 4YacTO MCHOJB3YHOTCS pa3jIM4YHbIE CIIOBOCOYETAHMS,
ornpenensoonme crnocod GopMupoBaHUs LEHB HA NPOAYKTH WM yciayrd. OObsSCHHTE 3HAaUYeHUE
CIIEYIONINX CJIOBOCOYETAaHUN CO CIOBOM «pricing»: «captive product pricing», «economy pricingy,
«geographical pricing», «penetration pricing», «premium pricing», «price skimmingy.

7. V3BeCTHBINI MHCTPYMEHT CTPATErMYECKOr0 aHaIM3a W IUIAaHUPOBAaHUS B MapkeTuHre «Boston
Matrix» mpeacTaBiser coOOl KBaapaT, pa3feiCHHBI Ha YeThIpe CEKTOpa, KOTOpBIE O3ariaBlICHbBI
Metadopudecku: «Cash cows», «Starsy, «Question Marksy», «Poor dogs». Pacckakute o 3HaU€HUU ITUX
metadop.

8. IIpencraBpTe cebe, UTO Balla KOMIIAHUS 3aHUMAETCS OpraHU3alMe OTIbIXa B ropax. B memsx
MPOABIDKEHHS YCIYTH BaM MPEAaraioT MOCTPOUTh PEKIIAMHYIO KOMITAHUIO HA OCHOBE JABYX HMPUHIUIIOB!
«reinforce the existing image» u «generate a buzzy. OnummMTe pean3aIuio STUX MPUHIIUIIOB.

9. Crnmcok coseroB mo Hanucanuio «killer press release» («y0oitHOro mpecc-penusa») OOBIYHO
BKJTIOYAlOT cienytontue myHKThI: «1. Keep things real. 2. See the story from the reporter’s point of view.
3. Create a catchy headline. 4. Proofread carefully. 5. Keep it shorty». /laiite pa3BepHyTbIil KOMMEHTapuit
Ka)KJIOTO MyHKTA.

10. BBl 10KHBI TOATOTOBUTH MPE3CHTALIMOHHBIN MaBMIILOH Balleil (PUPMBI Ha TOPTrOBOIl BBICTABKE
(spmapke). OnUmIUTe MPOIECC MOATOTOBKH, UCIIOJIB3Ys OMOPHBIE cloBocoueTanus: exhibition stand,high
profile visitors,editorial coverage, prospects, key publications, additional audience.

TunoBble NpakTHYECKHE 32JaHMS IJIA IPOMEKYTOUYHOM aTTecTAlUN(IK3aMeHa)
Ha skx3ameHe, kak 1 Ha 3a4eTe, CTYJCHTaM JJaeTCsl KOMIUIEKCHOE 3aaHne, O0BEIMHSIONIEe HECKOIBKO
3aJJaHUH 10 OJTHOM M3 M3y4YeHHBIX TeM. Kaxioe nocienyroniee 3alaHue CBA3aHO C MPEAbLAYIIIM,
MMO3TOMY 3aAaHuA JOJIKHBI BBIITOJIHATBHCA MMOCICAOBATCIIBHO — OJJTHO 3a APYT'UM

3ananmue 1
Komnanus «Joys of Germany» co0upaeTcs NpeaioKuTh HHOCTPAHHBIM TYPUCTAM HOBbIE BU/bI
TypucTHYecKHX ycayr. Oqun u3 ee corpyannkoBKapceren ornpasuiics B JIOHI0H, YTOOBI
BCTPETHUTCA ¢ nmpeacraBuresiem areHTcTBa «Red Arrow» Tpeiicu, koTopasi 3aHumMaeTcst
opraHu3anyvel KOMNAaHUM 110 NPOABHKEHUIO NPOAYKTOB M ycayr. IIpounTaiiTte 1uaJjor, oTBeTbTe
Ha BOIIPOCHI

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
Hcnoab3yiiTe Bce BblIeJIeHHBIMH KYPCHBOM CJIOBA, YTOOBI 3alI0JTHUTH MPOIMYCKH B MPeEAT0KEHUAX
M3 IHAJI0Ta, KOTOPbIA Bbl NPOYUTAJIM B 3agaHum 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 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
Corpyanuku areHTcTBa «Red Arrow», 0 KOTOpbIX Bbl 3HaeTe U3 3a1anus 1, pemusamn
00CYIUTH PEKJIAMHYI0 KAMIAHUIO VI NPOJABUKEHUS HOBBIX TYPUCTHYECKHX YCIYT KOMIAHUHU
«Joys of Germany». [IpouyuTaiiTe 1MaJI0r U BbIOEPUTE U3 HEr0 HA3BAHUSA PEKJIAMHBIX CPEACTB U
MaTepHaloB, KOTOPble MOKHO ObL10 ObI 3anucaTh B rpagbl TadIuIbI

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 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:

3aganue 4
Bbl BuauTE 1BAa CIMCKA CJI0B: COEAUHUB OJJHO U3 CJIOB MEPBOro CMUCKA ¢ OTHUM M3 CJIOB
BTOPOI0 CIHUCKA, BbI MOJYYHUTEe NPUBBIYHOE JISI MAPKETOJIOra CJI0BOCOYeTaHH e, 3aM0JTHUTE
NOAXOASIINMHE IO CMBICJTY CJI0BOCOYETAHUAMM NMPONMYCKH B MPeIJI0KEHUIX

[Tpumep: cnoBo eye-catchingus mepBOro CHUCcKa 00pa3yeT co CIOBOM imagesu3 BTOPOTO CTOJIOIA
CIIOBOCOUECTAHUE eye-catching images, KOTOPOE MOXKHO MOCTABUTh HAa MECTE MPOIMYCKa, 0003HAYCHHOM

1 poi.

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

Our area newspaper often 'to presenting local businesses, and many ofthe
shopowners 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 7 is sometimes your advert gets
‘lost’, for example when there are several of them on the same page.

1_ 52_ 93_ 54_ 95_ 9

7 —

3amanmue 5
JJ1s1 co3anmsi MOKYNATeJIbCKOr0 Cpoca pa3jinyHbie GUPMbI HCIOJIB3YIOT NepeyucieHHble HUKe
MapKeTHHIoBbIe cTpaTernu. ConocraBbTe BHICKA3BIBAHUSA NpeAcTABUTE el pupm ¢
COOTBETCTBYIOIIUMH 3THM BbICKa3bIBAHUAM CTPATErHsIMU

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.

- 2~ ,3—__,4—__ 5,6~

KpuTtepun u mkaJa oeHKH 3K3aMeHa

O1eHKa «OTJIMYHO» CTABUTCS, €CIIM CTYACHT MPAaBHIBLHO OTBETHJI HA JIBa KOHTPOJIBHBIX BOIIPOCA U
IMOJIHOCTBIO U 0€3 OIIMOOK BBITIOJIHUII BCE 3aJaHU.

O1eHKa «XOpOIIO» CTABUTCS, €CIU CTYACHT MPABHJILHO OTBETHWJI HAa KOHTPOJIGHBIE BOIMPOCHI, HO
MPU BBIIOJIHEHUW 33JaHUI CTYJCHT IOMYCTHJI O YEeThIpeX OIMHMOOK, OJHAKO MOXKET HUCIPaBUTh UX
CaMOCTOSITEITLHO, €CITU TPEToIaBaTeNlb yKa3al Ha 3TH OmMOKH. OIeHKa «XOPOIII0» TaKKe CTABUTCS, €CITH
CTYJICHT TPABWJIBLHO BBHIMOJTHWI BCE MPAKTUYECKUE 3aJlaHUsl, HO HE CMOT OTBETHTh HA OJUH U3 JIBYX
MIPEUIOKEHHBIX KOHTPOJIBHBIX BOIIPOCOB.

OrneHka «yIOBIETBOPUTEIBHO)» CTABUTCS, €CITU CTYICHT MPABUJIBHO OTBETUJI XOTsI ObI HAa OJIMH U3
KOHTPOJILHBIX BOIIPOCOB, HO TIPY BBIMTOJHEHUH 3a/IaHUS IOMMYCTHI OT TISITH 0 CEMHU OMIMOOK UC TPYAOM
CIPABIISIETCS C UCIIPABICHUEM OIIMOOK Ja)Ke TPU KOHCYIBTAINH C MIPEIoaBaTeieM.

Or1eHKa «HEYIOBJICTBOPUTEIHHOY» CTABUTCS, €CIIA CTYICHT JOIMYCTUI 00Jiee CeMHU OIMMOOK U (MJIH)
JOIYCTHII OT IISITH IO CEMH OIIMOOK, HO HE MOXKET UX UCIPABUTH JaXKe MOCIie 00BICHEHUH, KOTOPBIE EMY
JaeT MpenoaBaTeb.

8. VYYEBHO-METOJIMYECKOE 1 HTH®OPMAIIMOHHOE OBECITEYEHUE
TACIUTLINHBI

8.1. OcHoBHas uTEpaTypa

Bopo6bena, C. A. AHrIMiCcKUi SI3BIK TUISL 3P PEKTUBHOTO MEHEIKMEHTA.
GuidelinesforBetterManagementSkills : yue6HOoe mocobue mist By3oB/ C. A. BopobnreBa. — 2-¢ wm3f.,
ucnp. U jgon. — Mocksa : WznatensctBo HOpaiit, 2023. — 260 c. — (Bricmiee oOpas3oBanue). —
ISBN 978-5-534-04198-9. — Texkct : anextponnsiii // OOpa3zoBarenbHas miatdopma FOpait [caiiT]. —
URL: https://urait.ru/bcode/514835.

CmupnoBa, H.B. Awnmmiickuii s3pIKk 11 MeHemkepoB (B1—B2): ydeOHuk mms By30B/
H. B. Cmupnosa, A. B. Cokonosa, 0. A. Jlyrnac. — Mocksa : U3narensctBo FOpaiit, 2023. — 185 c. —
(Briciiee ob6pazoBanue). — ISBN 978-5-534-08395-8. — Texkcr : snexktponHbIid // OOpa3oBaTenbHas
iatgopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/516893.

8.2. [lonotHuTEIBbHAS TUTEPATYpa

Momnsira, E. B, AHmmuiickuii s3Ik 1711 m3ydaronmx typusMm (A2-Bl+) : yueOHoe mocoOue mmst
By30B / E. B. Mommnsira. — 6-e u3f., ucmp. u gon. — Mocksa : M3narensctBo FOpaiit, 2023. — 267 c. —
(Beicmee ob6pazoBanue). — ISBN 978-5-534-10436-3. — Tekcr : snexktponHbni // OOpa3oBarenbHas
iaropma FOpaidt [caiit]. — URL: https://urait.ru/bcode/516934.

Kymmosa, A. K. Anmmuiickuii si3bIK 111 MeHepKkepoB U J1orucToB (B1-Cl) : yueOHUK B TpakTUKyM
mns By3oB / A. K. Kynmosa, JI. A. Kosnosa, 1O. I1. Bonsnen ; mox obmeit penakiueit A. K. Kynmosoit. —
2-e u3., ucnp. u jgom. — Mocksa : UznarensctBo FOpaiit, 2023. — 355 c. — (Bricmiee o6pazoBanue). —
ISBN 978-5-534-08147-3. — Tekcr : anekrponHsblii // Obpa3oBarensHas miardgopma FOpaiit [caiiT]. —
URL: https://urait.ru/bcode/511221.
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8.3. IIporpammHoe o0ecnieyenmne
Microsoft Windows mnuflunexc 360
Microsoft Office Professional Plus 2019
Google Chrome unuflnaexc.bpayzep
JInHaKO

8.4. IlpodeccuonaibHbie 0a3bl JAHHBIX
baza nannbsixScopus— http://elsevierscience.ru/products/scopus/

8.5. UudopmanuoHHbIe CIPABOYHbIE CHCTEMbI
AHO BO CKCHU — 1C: bubnuoreka.

8.6. UnrepHeT-pecypcnbl

- Hayunas snektponnas Oubnuoreka — https://www.elibrary.ru/

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

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

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

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

8.7. MeTonuyecKkue yKa3aHUs MO0 OCBOEHHIO TUCIUILIAHBI

Metoanyeckue yKa3aHHus K NPAKTHYECKUM 3aHATHIM

OcHOBHOE Ha3HAYEHUE MPAKTHUUECKUX 3aHATUN 3aKIH0YAaeTCs B BbIPAOOTKE Y CTYJACHTOB HaBBIKOB
YTEHUsl, TNEPEeBO/A, IMOHUMAHUS AHTJIOSI3BIYHBIX TEKCTOB, MPUMEHEHUs 3HAHUN TpaMMATUKU JJis
KOMMYHHKAIlUd B YCTHOMW W MHUCbMEHHOH ¢opme. (s 3TOro cTyAeHTaM K KaXKIAOMY IPaKTHUYECKOMY
3aHSTHUIO TIPEJJIAraroTCsl TEKCTHI JUIsl YTEHUS, TIEPEeBOAan OOCYXKICHUS U MPAKTUYCCKUE 3aaHus B BUIC
3aIaHMIK TEKCTaM, a TaK K€ rPAaMMaTHYECKUH MaTepual U yIPAKHEHHs Ha 3aKPEIUICHHE T'PaMMAaTHKH.
Kpome Toro, yuactrie B MpakTHUECKUX 3aHATHUSX MPEANONaraecT oTpaboTKy M 3aKperuieHHue CTYISHTaMU
HaBBIKOB pa0OTHI C IOJYYCHHOM MH(POPMAIINEH, BEICHUs TUCKYCCHI, COOECETOBaHMM | T.1I.

[Ipu moAroTOBKE K MPAKTUUECKOMY 3aHSITHIO MOXHO BBIJCIUTH 2 dTana:

- OpraHU3alMOHHBIH;

- 3aKpeIUIeHUuEe MaTepHaiia.

Ha nepBom sTare cTyeHT MIIaHuPYET CBOIO CAMOCTOSATENbHYIO paboTy, KOTOpasi BKIIOYAET:

- YSICHEHUE 3a/IaHUS [Tl CAMOCTOSITEIbHON pabOTHI;

- 1oA0Op PEKOMEHIOBAaHHOW JIUTEPATYPhI;

- COCTaBlieHHE IUIaHa pPA0OTHl, B KOTOPOM OIPEACTSIOTCS OCHOBHBIC ITYHKTHI MPEACTOSIIEH
MTOATOTOBKH.

CocraBiieHre TUTaHa JUCHUILTHHUPYET U MOBBIIIAET OPraHU30BaHHOCTH B paboTe.

BTopoii 3Tan BKiIt0YaeT HENOCPEACTBEHHYIO MOATOTOBKY CTYAECHTA K 3aHSTHIO.

HaunnaTpe Hano ¢ U3y4eHuss HOBOM JIEKCHKH, a TAKKE 03HAKOMHUTEIBHOTO YTEHUS TeKCTa. [lepeueHb
TEOPETUYECKUX BOIPOCOB MO IPAMMATUYECKOM TeMe, Ha KOTOphIe CTYIEHTHI TOJKHBI 00paTUTh 0coboe
BHHMAaHUE, OIpEAesIeTcsl MpernojaBaTeieM, BEAyLIUM COOTBETCTBYIOIIEE 3aHATHE, W 3apaHee (10
MIPOBEJICHUSI COOTBETCTBYIOILIETO MPAKTUYECKOIO 3aHSTHUS) JOBOIUTCS 10 CBEIEHUS OOydaloluxcs B
YCTHOW WIM TUChMEHHOW Qopme. ['pammarrueckue BOIMPOCHI TeMbl OOBIYHO pPaccMaTPUBAIOTCS U
3aKPEIUISIIOTCSA HA MPAKTUYECKOM 3aHSATUHU TP BBINOJHEHUN KOHKPETHBIX YIIPaXKHEHUH.

3ajgaHusi, NOPENCTaBIECHHbIE IO  KaXJIOW TemMe, HMEIT  MPaKTUKO-OPUEHTHUPOBAHHYIO
HAIpPaBJIEHHOCTb U NMPU3BAHbI MAKCUMAIBHO MPHUOIN3UTE CTYIEHTOB K PeajbHbIM YCIOBUSM IPUMEHEHUS
WHOCTPAHHOTO s3bIKa. [1OCKONMBKY OCHOBHAs IeNb 3aJaHHUK 3aKJII0YaeTCs B BBIPAOOTKE Yy CTYIIEHTOB
CIOCOOHOCTH TMOHUMATh MUCHbMEHHYIO U YCTHYIOMHOCTPAaHHYIO pe€Yb M HAaBBIKOB €€ MPUMEHEHHUS, MpH
pEIIeHNH 3ajaui 00yJaroIIeMycsl [eJIeCO00pa3HO MPUICPKUBATHCS CIEIYIOIICH CXeMbl JICHCTBUM.

B nepByro ouepenb, CTYIEHTy CleIyeT TIIATEIbBHO W3Y4YWUTh 3aJaHUS U BBLACINUTH CPEIU HUX

JICKCHUYCCKHU TPYAHBIC MECTa, 3aTEM OIpCACIINTh KaKue rpaMMaTH4CCKUC KOHCTPYKI WU
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MOAJICKATIPUMEHEHUIO B JIaHHOM  CUTyallMd,  T[IOCJI€  4Yero  JaTh  pa3BepHyTble U
rpaMMaTUYeCKUTIPABUIILHBIC OTBETHI. BEBITIONHEHHE 3aJaHUN MOXKET OBITh MPEICTABICHO B MUCHMEHHOM
Wi ycTHOM ¢opme. B ciayyae BapHaTHBHOCTH BBINOJIHEHUS 3aJaHUs clieAyeT O0OCHOBAaTh Bce
BO3MOYXHBIE BAPUAHTHI.

B cBsi3u ¢ 3TUM paboTa ¢ peKOMEHJAOBaHHOW JHUTEpaTypor oOs3aTenpHa. Ocoboe BHUMaHHUE TIPHU
3TOM HEOOXOAUMO OOpaTUTh Ha COAEPKAHHE OCHOBHBIX JIEKCHKO-TEMAaTHYECKHX TEeM, OOBSCHEHHE
rpaMMaTH4YeCKMX HOPM U TPaBWJI HHOCTPAHHOIO SI3bIKA, YSICHEHHE MPAKTHUYECKOTO MPUMEHEHHUS
paccMaTpuBaeMbIX TpaMMaTHYECKHX BOMPOCOB. B mporecce 3Tol pabOThl CTYJAEHT TOJDKEH CTPEMUTHCS
MOHATh U 3alIOMHUTH OCHOBHBIE IOJOXEHHUS PAcCMaTpPUBAEMOI0 IpaMMAaTHYECKOTO U JIEKCUYECKOTO
MaTepuana, IpuMephbI, MOSCHSIONINE €To, Pa300paThCs B 3a/IaHUSX.

3akaHUMBaTh IOJTOTOBKY CJEAyeT COCTaBJI€HHEM IUlaHa (TepedyHs] OCHOBHBIX ITYHKTOB) IIO
n3ydaeMoMy Matepuainy (Bompocy). Takoil MiaaH MO3BOJISIET COCTABUTh KOHIIEHTPUPOBAHHOE, CIKATOE
Mpe/ICTaBJICHHE 110 U3y4YaeMbIM BOIIPOCAM M CTPYKTYPHPOBATh U3yUEHHBIM MaTepuar.

B cTpykType mNpakTUYecKOro 3aHATHS TPAJAUIMOHHO BBIICISIIOT CJIEAYIOMIME OJTambl: 1)
OpPraHM3aIMOHHBIN ATan, KOHTPOJIb UCXOAHOTO YPOBHS 3HAHUU (0OCYXJE€HHE BOMPOCOB, BOZHUKIINX Y
CTYJEHTOB IIPU TIOJTOTOBKE K 3aHATHIO; 2) UCXOIHBIA KOHTPOIb (TECTHI, ONPOC, MPOBEPKA MUCHMEHHBIX
JTOMAIITHUX 3aJaHUi W T.JI.), KOPPEKIUs 3HAHUN CTyIEHTOB; 3) oOydwaronuii stam (TpeabsBICHHE
QITOPUTMA PEIICHHS 3aJaHHi, WHCTPYKIUN IO BBITOJHEHUIO 33/IaHUM, BBIMOJIHEHUS METOAUK H JIp.);
4) camocTtosiTenbHasg paboTa CTYy/IEHTOB Ha 3aHATUU; 5) KOHTPOJIb KOHEYHOT'O YPOBHSI YCBOCHUSI 3HAHMUIA;
6) 3aKJIFOYUTENbHBIN JTall.

Ha npakTtrueckux 3aHATUSAX MOTYT IPUMEHATHCS clieayromue (GopMbl paboThI:

* (ppoHTaNBHAS — BCE CTYCHTHI BHIMOIHSIOT OJHY U Ty ke padoTy;

* IPYIIOBas — OJIHA U Ta e paboTa BBIMOJIHAETCS TPyNIaMH U3 2—5 4eIoBeK;

* UHIUBUyaJdbHas — KQXIBIH CTYJCHT BBITIONHSICT HHINBUYaIbHOE 3a/IaHUE.

@Dopmbl npakmuueckoeo 3awamus: 1) TpagulMOHHAas (YT€HUE U TEpPeBOJ TEKCTOB,00CyKIEHUE
CHIOPHBIX BOTPOCOB MEPEBO/IA, IPOBEACHUE YCTHOTO OMPOCa CTYJECHTOB, MOHOJIOTHYECKHE BBICKA3bIBAHHUS
CTYJEHTOB; 2) UHTEpPaKTHUBHAs (COCTAaBJIEHUE AUAJIOTOB, IUCKYCCHH, POJIEBbIE UTPHI).

Hnumepaxmusnvle opmvl  npakmuuecko2o 3aHAMUACITYKUTIUISL  KOJUIEKTUBHOH — OTPabOTKHU
JIEKCUYECKOro M TIpaMmarudeckoro wmartepuana Tem. C 3Toil 1enbio MpernojaBaTelieM CTYACHTHI
pa3buBaroTcs Ha pabodre rpymIbl B COCTaBe HE OoJee 3 YelloBeK U UM IMpeJiaracTcs COCTaBUTh paccKas,
O3BYUUTh (PWJIbM, MEPEBECTH BU3YaJbHYIO HOBEJULy HJIM IMPOBECTH DPOJEBYIO HUIPY, UMHUTHPYIOIIYIO
YCTHYIO KOMMYHHUKAIIMIO HAa HMHOCTPAHHOM si3bike. [0 OKOHuYaHWM paboOThl B TPyNNe CTYACHTHI
MPE3EHTYIOT MOJyYeHHbIe pe3ynbTaThl. B pesynbrare ywactuss B paboTe B Tpynmax CTyIEHTaMH
OTpalaThIBAIOTCSI HABBIKM KOMMYHUKAllMM B YCTHOW (opMe Ha HWHOCTPAaHHOM s3bIKe, OOMeHa
nH(popmMalvell Ha UHOCTPAHHOM SI3bIKE, a Takke MpodeCcCHOHAIbHO 3HAYMMble HaBBIKU B3aUMOACHCTBUS
C IPYTUMHU JIUIaMu B (hOpMe COTPYTHUYECTBA, aKTUBHOTO CITyIIAHUS.

B TeueHue 3aHATUS CTYJEHTY HEOOXOIMMO BBIIIOJIHUTH 3a/laHUsl, BbIJAHHBIE IMPENOJIaBaTEIIEM,
BBHITIOJTHEHUE KOTOPHIX 3aUUTHIBACTCS, KaK TeKyIIasi paboTa CTyAeHTa.

OpuH U3 BaXXHBIX BHJIOB PAa0OTHI Ha MPAKTUYECKUX 3aHATHUSAX — nepegod mexkcma. CylecTBYIOT
pa3Hble BUJBI TIEPEBOAOB (YCTHBIC, MMCbMEHHBIC, TEXHUYECKUE, JTUTEPATYPHBIC), HO OOIIME MPHHIIUITHI
nepeBojia Bcerja OHHU U Te Ke.

[Tpu mepeBoje TeKcTa mepes CTyIeHTaMH BCTaeT HECKOJIBKO MPOoOIeM: He3HaHWE 3HAYCHUS CJIOB H
MpaBWJI IpaMMaTUKH, HEOOJNBIION 3amac CHHOHMMOB, CTpax Inepen 0oibmuM 00beMoM TekcTta. [Iporecc
MepeBo/ia ICIUTCS Ha YCIOBHBIC ATAIIbI.

1. JIns Hayana HY»HO TEepeBEeCTH Ha3BaHUE, MPOYUTATh MCXOJHBIM TEKCT OT Hayaja 10 KOHIA U
MOTIBITATHCS TPU ATOM YIOBHUTH, O U€M UJIET PEUb.

2. 3areM HauWHAETCS HETMOCPEACTBEHHO caM IepeBoi. Bce He3HakoMbIe clioBa B 00s3aTEIHBHOM
MOPSZIKE HYXKHO BBHIMKICHIBATH B TETPAIh WU HA DJIEKTPOHHBIN HOCUTENH.JTO MO3BOJISIET 3a(DUKCHPOBATH
BHUMaHUE Ha JIGKCUYECKUX €IUHUIIAX, JIydllle 3aIOMHUTD UX.

Ete ogHa CI10KHOCTH BO3HHUKAET ¢ BEIOOPOM 3HaueHUs1. OCHOBHAs, 4acTO YIoTpeOisieMast TIEKCHKa,
KaKk IpaBWIO, MHOTO3HayHa. B TakoMm ciyyae B clioBape uepe3 3amsiTyi0 WiId oA Iudpamu
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MEPEUMCIIAIOTCS OCHOBHBIE 3HAaueHHs. Hukorga He Hy»KHO OCTaHaBIMBATHCS HAa NEPBUYHOM 3HAUYCHHM.
Heo0xoauMo y4UTHIBATH KOHTEKCT, B KOTOPOM MOTYT aKTyalu3UPOBATHCS BTOPUYHBIC 3HAUCHUSI.

He HyXHO nepeBoAUTh TEKCT JOCIOBHO, BEPHOCTh OOIIEMY CMBICITY (ppa3bl BaKHES«OyKBaTH3MaY).
PesynpTar mepeBojma MOMKEH OBITH TMOHITEH HOCHTENIO PYCCKOTO SI3bIKA, YHTATHCA KAaK XOPOIIHA
PYCCKOSI3BIYHBIM TEKCT, JAX€E €CIM IMPU 3TOM NPUIETCA OTCTYNHUTHh OT JOCIOBHOW TOYHOCTU. B TO *e
BpeMs TIEPEBO/IC HE JOKHO OBITh BBITYMaHHBIX, IPOU3BOJIHHO BBEJICHHBIX ()PArMEHTOB.

BaxxHO MOCTOSIHHO MOJIB30BaThCS Pa3HBIMU TUIIAMH CIOBapeil. B akTuBe NOKEH MMETbCS HeE
TOJBKO TE3aypyc, COJEpXkallhil 3HAYEHUsT OTAEIbHBIX CJOB, HO W TOJIKOBBIA CJIOBapb, CIOBaph-
CIPaBOYHHUK, CIOBAPh CHHOHMMOB M aHTOHMMOB, Pa3rOBOPHBINM CIIOBAph, TEPMUHOJIOTMYECKUH, CIOBAPh
COKpaIlleHUH, TPyJIHOCTEH M MHOTHE JApYyrue, TeM 0ojiee 4TO B HAcTosIIee BpeMsi paboTa yIpoIiaeTcs
HaJIM4YMEM DJIEKTPOHHBIX CIOBapeu.

MeToanuyeckne yKa3aHus JJIs1 BHINIOJTHEHHSI CAMOCTOSAITEJILHOM padoThI

CamocrosiTenpHast paboTa CTYJCHTOB 3aKJIFOYAeTCs:

1) B caMOCTOSTETLHOM M3YYCHHUH JICKCUKO-TPAaMMAaTHUYECKOW TeMbI (YTEHHE, TIePEBO/I, MOATOTOBKA
K YCTHOMY OIIpOCYy); 2) B CHUCTEMaTH3allMd U 3aKPEIUICHUU IIOJTYYEHHBIX 3HAaHUN IOCPEICTBOM
MEePECKa3aTEKCTOB U B TTOJATOTOBKE K JUCKYCCHU IO TeMe;3) B yIITyOJICHHOM U3yYeHUH TPAMMaTHYECKOTO
Marepuaia ¢ UCIOJIb30BAHUEM PEKOMEHI0BAHHOU JTUTEPATYPHI.

CamocrosiTennbHasi  BHEAyJAWTOpPHAss  pabOThl  CTYJIEHTOB —3TO  MPOJOHKCHHE  HM3yUYCHUS
FpaMMaTI/I‘-IeCKOI‘O U JICKCHUYCCKOI'O MaTepI/IaJIa JOUCIHUIIJNIMHBI B LCJIAX pa3BI/ITI/II/I HABBIKOB YTCHUA,
mepeBojia, a TaKKEyCTHOM M MUChMEHHOW KOMMYHHUKAIIMM Ha MHOCTPAHHOM si3bike. | 7aBHas 3amada —
HpO‘II/ITaTB nu HepeBGCTI/I JOIIOJIHUTCIBHBIC TCKCTHI, coz[epxcaHHe KOTOpBIX CBA3aHO C HpOI\/'II[eHHOI\/'I Ha
MPEABIAYIIEM MPAKTHUYECKOM 3aHATUHM TEMOW, a TaKKe JIOMOJHHUTH 3HAHUS B 00JIACTU TPAaMMATHKHU C
IIOMOIIBIO 1/13yquH${ y‘IGGHI/IKOB, HpI/IBeI[eHHBIX B CIIHUCKax OCHOBHOfI 148 I[OHOJIHHTCJIBHOﬁ JII/ITepaTypBI.

Meroanuyeckue yKa3aHus 0 NOATOTOBKE K YCTHOMY OIIPOCy

YCTHBIA Ompoc MPOBOAUTCS B HWHAMBUAYaIbHON (opMe Ha NMPAKTUYECKUX 3aHSITUAX, SIBISIETCA
(dhopMoOil TEeKyIIero KOHTPOJSl YPOBHsSI OCBOCHHs y4eOHOUW TeMbl. [1oAroToBKa K OMpOCY MPOBOAMUTCS B
XOJIE CAMOCTOSITENIbHOM padOThl CTY/IEHTOB U BKJIIOYAET B c€0sl MOBTOPEHHE MPOIIEHHOTO MaTepuaia mo
BOIIpOCaM Mpezcrosuiero ompoca. KpomMe OCHOBHOro Marepuana, CTYAGHT JOJDKEH H3Y4HTh
JIOTIOIHUTEBHYI0O PEKOMEHJIOBAHHYIO JIUTEpaTypy U HHPOpPMAIMIO [0 TeMe, B TOM YHCIE C
ucnons3oBanueM MHrepHeT-pecypcoB. B cpenHem, IOATOTOBKA K YCTHOMY OIPOCY IO OJHOMY
MIPAKTUYECKOMY 3aHSATHUIO 3aHMMaeT OT 2 J0 3 4YacoB B 3aBUCUMOCTH OT CIIOXKHOCTH TEMBI H
0CcOOEHHOCTEH OpraHu3ally CTYyIEHTOM CBOCH CaMOCTOSTENbHON paboThl. Onpoc mpeanoaaraeT yCTHBIN
OTBET CTYJIEHTa Ha OJUH OCHOBHOM M HECKOJBKO IOMOJHUTENBHBIX BOIPOCOB mpenogaBarens. OTeer
CTYyZICHTa JOJDKEH MPEeACTaBIATh co000i pa3BEPHYTOE, CBA3AHHOE, JOIMYECKH BBICTPOCHHOE COOOIIECHUE
Ha aHIJIMMCKOM s3bIke. [Ipyu BhICTABIIEHHH OLEHKH MPENOAABATENb YUYUTHIBAET NMPABUIBHOCTh OTBETA MO
COJIEpPKAHUIO, €ro IMOCIEA0BATEIBHOCTh, YMEHUE TPAMOTHO CTPOUThH PEUb HA AHIVIMICKOM S3BIKE, B TOM
YHCJIE C UCIIOIb30BAHUEM JIMHTBUCTUYECKOW TEPMUHOJIOTHH.

MeTtoauyeckue yKazaHus 10 NOATOTOBKeE K TECTHPOBAHUIO

BrinmonHeHne TECTOBBIX SaI[aHI/Iﬁ nmpeaocCTaBIsACT CTYACHTaAaM BO3MOXKHOCTH CaAMOCTOATCIILBHO
KOHTPOJIMPOBATh YPOBEHb CBOMX 3HAHUM, OOHAPYKUBATh MPOOENbI B 3HAHUSAX U MPUHUMATh MEPHI M0 UX
JIMKBUAAIIUU. d)opMa HU3JI0OKECHHUSA TCCTOBBLIX 3aI[aHHﬁ MO3BOJIACT 3aKPCNIUThL U BOCCTAHOBUTH B IMAMATHU
nmpoWaeHHbId Matepuan. Jyis ¢hopMHUpOBaHMs 3aJaHU MCIOJb30BaHA KaK 3aKPBITasi, TAK M OTKPHITas
(bopMa. Yy CTYACHTAa CCThb BO3MOXXHOCTb BbI60pa MPaBUJIILHOTO OTBCTAa WJIM HCCKOJIBKUX IHPAaBUJIBHBIX
OTBETOB U3 YHCJIa MPEIOKEHHBIX BapuaHTOB. [IJ1s1 BHIOJIHEHUSI TECTOBBIX 33aJlaHUM CTYICHTBHI JOJKHBI
U3YYUTh TPaMMAaTHYECKUH Marepuag IO TeMe, COOTBETCTBYIOLIME pa3fefbl y4YeOHHKOB Y4eOHBIX
ocoouii.

Ecmu xakue-To BOIIPOCHI BBIHCCCHBI IMMPCIIOAABATCICM Ha CAMOCTOATCIBHOC HU3YYCHHC, CICAYCT
oOpatutbcs K Yy4ueOHOW JHUTepaType, PEKOMEHIOBAHHOM MpernojaBaTelieM B KaueCcTBE HCTOYHHUKA
CBEJICHUM.
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MeToanuyeckne yKa3zaHus IO MOATOTOBKe K MPOMEKYTOYHOM aTTecTanun B gopme 3a4eTa

3auer — (opmMa MPOMEKYTOUHOM aTTeCTaIMM, 3aJadeidl KOTOPOro SBISIETCS KOMIUIEKCHOE OLIEHKa
YpOBHEH JOCTHXKEHUS IJIAHUPYEMbBIX PE3YJIbTaToB 00yUYEeHUs 10 AUCHUTUINHE.

3a4eT NpOBOAUTCS 3a CYET YaCOB, OTBEAEHHBIX Ha U3yUYEHHUE COOTBETCTBYIOIIEH AUCIUIUINHBL.

[Iponenypa mpoBeeHus: JAHHOTO OLIEHOUHOTO MEPOIPUATHUS BKIIIOUAET B Ce0sl: OLIEHKY pe3yIbTaroB
TEKYIIEro KOHTPOJIS YCIIEBAEMOCTH CTY/IEHTa B TeUEHHE Meproa 00ydeHus 10 AUCIUILIIHHE.

Jlns monmyyeHHs 3ayeTa HEOOXOAMMO MMETh OLEHKH, MOJIYYEHHBIE B paMKaxX TEKYIIEro KOHTPOJIS
yCIIEBAEMOCTH, 110 KaXI0H TEME, IIPELyCMOTPEHHON NUCHHUIIIIMHON.

B kputepun UTOroBoi OLIEHKH YPOBHS OATOTOBKH 00YYarOIIErocs 1Mo JUCIUILTHHE BXOIAT:

- YPOBEHb YCBOCHUS CTYJICHTOM MaTepuaa, peayCMOTPEHHOTO paboyeii mporpaMmoii;

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

- YPOBEHb OCBOCHHSI KOMIIETEHLINI, TO3BOJISIONINX BBIMOIHAT IPAKTUYECKUE 3aaHMS;

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

MeTtonnueckne yKa3aHus 10 MOATOTOBKE K IIPOMEKYTOYHOM aTTecTaliy B (popme 3K3amMeHa

ITpu moAroToBke K 3K3aMEeHYy HEOOXOAMMO IOBTOPUTH C IOMOILBIO PEKOMEH/I0BAHHOM JHMTEpaTyphl
BCE pazziensbl (TeMaM) AUCIUILIAHBI.

Ha sk3aMeHe CTyAeHT JO/DKEH MOATBEPANUTh YCBOEHHE Y4eOHOro marepuaia, MpesyCMOTPEHHOIO
paboueil mporpaMMoi AUCHUIUIMHEL, @ TaKKe MPOJEMOHCTPUPOBATh MPUOOPETEHHBIE HABBIKM aalTaIllH
MOJTYYEHHBIX TEOPETUUECKUX 3HAHUN K CBOEH MPOQECCHOHANBHON EATENbHOCTH, B TOM YHUCIIE B 00JacTH
MEXKYJIBTYpPHOH KOMMYHMKAI[MHM. DK3aMEeH MPOBOAUTCS B (hopMe YCTHOTO coOecenoBaHUE IO THUIIOBBIM
BOIIPOCAM JUIsSl 9K3aMEHA M BBINOJIHEHUS NPAKTHUYECKUX 3aJaHUM, KOTOpble MO (opMe HE OTIMYAIOTCS OT
MIPAaKTUYECKUX 3aJaHUM, BBIIOJHEHHBIX CTYACHTAMM B TEYEHHE TPHUMECTPA, HO XapaKTEPU3YIOTCA
MTOBBIIIEHHOW CIOKHOCTBIO.

9. MATEPHAJIBHO-TEXHUYECKOE OBECIHHEYEHUE JUCIUIIJIMHBI

Jlnist peanu3anuy AUCIUTLIMHBI TPeOyeTcs CIeNyIoIIee MaTepUaTbHO-TEXHUIECKOe 00ecreueHIe:

- JUIS TIPAKTHYECKUX 3aHATUN — ydeOHas ayIuTOpHs, OCHAIIEHHAs 000pyJIOBaHUEM M TEXHUYECKHUMH
CpelncTBaMu 00y4eHUsI.

- JUIS TIPOMEXYTOYHOM arTecTalud — YydeOHas ayauTOpus, OCHAIIEHHAs OOOpYIOBaHHUEM H
TCXHUUYCCKUMHU Cpe,Z[CTBaMI/I O6y‘IGHI/I}I.

Jis  caMOCTOSTENTbHOM  paOOTHI:  TMOMEIIEHHWE, OCHAIICHHOE KOMITBIOTEPHON TEXHUKOH C
BO3MOXKHOCTBIO TIONKIIOUEHUS K cetu «VIHTepHeT» W o0ecrnedeHueM JOCTyna K O3JIeKTPOHHOM
WH()OPMAITMOHHO-00Pa30BaTEIBHOMN Cpefie OpraHu3alllu.

10. OCOBEHHOCTH OCBOEHUA JMCIMTIJIMHBI IMIIAMHU C OT'PAHNMYEHHBIMH
BO3MOKHOCTAMM 310POBbBA

OOyyaromuMcsi ¢ OrpaHHMYCHHBIMH BO3MOXKHOCTSMHU 3JI0POBbsI TPEAOCTABISAIOTCS CIELUAIbHBIC
yueOHUKH, y4eOHBbIE TOCOOMS M JUAAKTUYECKHE Marepuaibl, CIElUallbHbIe TEXHHUYECKHUE CPElICTBA
oOy4yeHus KOJUIEKTUBHOIO M HMHIMBHUAYaJbHOTO TIOJNB30BaHMS, YCIYTM AacCUCTeHTa (ThIOTOpA),
OKa3bpIBAIOIIETO  OOyYaloUIMMCS ~ HEOOXOJMMYIO0  TEXHMYECKYI0  IOMOIIb, a Takke  YCIyrd
CYpPIOIIEPEBOTUMKOB U TU(IIOCYPIOTIEPEBOTIUKOB.

OcBoeHUE AUCIUTUIMHBI O0YYAIOIIUMHUCS ¢ OTPAHMYECHHBIMU BO3MOKHOCTSIMU 3JI0POBbSI MOXKET OBITh
OPraHU30BaHO COBMECTHO C IPYTMMHU OOYYaIOIIUMHUCS, @ TAK)KE B OTJENIbHBIX TPYIIaXx.
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OcBoeHHe IUCHUIUIMHBI  OOyYarOIIMMHUCS C  OTPAaHUYEHHBIMH  BO3MOXKHOCTSIMH  37I0pPOBBSI
OCYIIECTBIISIETCS C Y4€TOM 0COOCHHOCTEH MCUX0()U3NIECKOr0 pa3BUTHS, UHIUBH Iy aTbHBIX BOZMOKHOCTEH
Y COCTOSIHUS 37I0POBBSI.

B niensix 1ocTynHOCTH MOMyYeHUs! BhICIIIET0 00pa30BaHMs 10 00pa30BaTeIbHON MPOrpaMMe JIUIAMH C
OTpaHUYCHHBIMH BO3MOKHOCTSMH 37I0POBBSI ITPH OCBOCHUH JMCILIMIUINHBI 00€CIICIHBACTCSL:

1) u1st U1 ¢ OrpaHUYEHHBIMH BO3MOYKHOCTSIMU 3/10POBBS 110 3PEHHIO:

— IPUCYTCTBHE THIOTOPA, OKA3bIBAIOIINI CTYJCHTY HEOOXOIMMYIO TEXHHYECKYIO MOMOINb C YYETOM
MHIMBUIYaJIbHBIX OCOOCHHOCTEH (roMoraer 3aHsATh pabodyee MECTO, IEpeABUTaThCs, NPOYUTATh U
0(hOpMUTEH 3ajaHNE, B TOM YMCIIE, 3AITUCHIBas MO/ AUKTOBKY),

— IUCbMEHHBIC 3aJ[aHus, a TAaKXKe HWHCTPYKUUH O TMOPSAKE HMX BBIIOIHEHUS O(OPMIISIOTCS
YBEIMYEHHBIM MPUQPTOM,

— CHelralbHble YYeOHUKH, y4eOHbIe TOCOOHS M IUAAKTHUECKHE Marephalibl (MMEIOIIMe KPYITHBIN
mpudT um aynuodaiisl),

— UHJMBUIyaJIbHOE paBHOMEpHOE ocBelieHne He MeHee 300 rokc,

—IpU HEOOXOAMMOCTH CTYJCHTY JUIS BBIIOJHEHUS 3aaHHUs HPEJOCTAaBISIETCS YBEINYMBAIOIICE
YCTPOMICTBO;

2) IS ML ¢ OTPaHUYCHHBIMHA BOSMO)KHOCTSMHE 37I0POBBSI 10 CITYXY:

— MIPUCYTCTBUE ACCUCTEHTA, OKA3bIBAIOIINH CTY/ICHTY HEOOXOAUMYIO TEXHHUECKYIO TIOMOIIIb C Y4eTOM
WHIMBHUAYaJbHBIX OCOOCHHOCTEH (TTIOMOraer 3aHATh pabodee MECTO, IepeBUraThCs, INPOYUTATh M
o(hopMUTH 3a1aHKE, B TOM YHCIIE, 3aITUCHIBAs IO AUKTOBKY),

— obecrieynBaeTCsl HaJIWYKME 3BYKOYCHWIIMBAIOUICH Aammaparypbl KOJUICKTUBHOTO MOJB30BAaHMS, IPH
HEoOX0MMOCTH 00ydJarolieMycsi MPeJoCTaBIseTCs 3BYKOYCHJIMBAIOIIAs armaparypa WHIUBHIYaTbHOTO
MIOJIb30BAHHS;

— o0ecreunBaeTcsl HaISKAIIMMK 3ByKOBBIMU CPE/ICTBAMHU BOCIIPOU3BEACHUS HHPOPMAIINY;

3)anst W ¢ OTrpaHWYECHHBIMH BO3MOXKHOCTSIMH  3/I0POBBS, HMMEIOLIMX HApYIICHUS OIOPHO-
JIBUTaTEeNILHOTO arapara:

— MMCHMEHHBIEC 3a[aHUs BBINOJIHSIOTCS HAa KOMIBIOTEPE CO CIICIHATN3MPOBAHHBIM IPOrPaMMHBIM
o0ecrieueHreM WM HaJUKTOBBIBAIOTCATHIOTOPY;

— 110 JKEJIAHUIO CTYAEHTA 3aJaHUSI MOTYT BBITIOJIHATHCS B YCTHOH (hopme.
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