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1. EJIM OCBOEHUA TN CHUIIJINHBI

enu yyeOHOM quCUMIUTMHBI «IHOCTpaHHBIHN SI3BIK JEIOBOTO M MPO(ECCHOHATBHOTO OOLICHUS —
o0y4eHHE MPAKTHUYECKOMY BIJIAZICHUIO JI€JOBBIM AHIJIMICKUM SI3bIKOM, IO3BOJISIIOIIMM Maructpam
3G (HEKTUBHO OCYIIECTBIISATH MAPKETHHIOBYIO JEATENBHOCTh, PadOTaTh C 3apyOeKHBIMH JTOKYMEHTaMH,
BECTM KOMMYHHUKAI[MI0 C JEJIOBBIMM MapTHEpaMH M KJIMEHTaMM, a TakXe pelarbh 3aJadd 10

MIPOABIKEHHIO MPOJYKTa CBOEH npodeccHoHaIbHOM cephbl.

2. MECTO JUCHUIIJIMHBI B CTPYKTYPE OOII

JucuuruimmHa

«MeXKyJIbTYypHBIE KOMMYHUKAlUd Ha MHOCTPAHHOM SI3BIKE»

OTHOCHUTCA K

obs3aTenpHOM yacTu Osoka 1 «/{ucuummmnsl (Mmoxynu)» b.1.5.4 OTTOII.

[IpeamiecTByronye TUCUUILIAHBI (KYpCHI,
MOJIYJIH, TIPAKTUKH )

[Tocnenyromiye qUCHUIITUHBI (KYpChI, MOYJIH,

MTPAKTHUKH )

KoMMyHMKaTHBHEIE

B3aMMOJICHCTBHS B cepe cepBuca

TCXHOJIOI'un

3.JINTAHUPYEMBIE PE3VJIBTATBI OBYUYEHMUSA 11O JUCIIUITJIMHE

Koa n
HANMEHOBAHHEKOMIIETEHIIUH

Koa u nHaukaTop(MHAMKATOPHI)
JOCTHKEHUSIKOMIIeTEHIINU

Pe3yabTaTpiobyuenus

YK-
4.CriocoOeHITPUMEHATHCOBP
€MEHHBIEKOMM yYHUKATHBHBI
CTCXHOJIOTHMH,BTOMYHUCIICHA
WHOCTPaHHOM(BIX )s3bIKe(ax
),JUTsl aKaIeMUYIECKOTO
UNpo¢eCcCuOHATHPHOTOB3aNM
OJICHCTBHUS.

VK-
4.1.0cymiecTBaseTpohecCuon
ATbHYFOKOMM YHHUKAIIHAIO B
COOTBETCTBHUH C
MOTPEOHOCTSIMHUCOBMECTHOMIE
ATEIBHOCTH,
BKJTFOYasi00MEeHUH(pOpMaIUen
BBIPAOOTKY €AMHOM
CTpaTerHMB3aUMOJICHCTBUSI.

3HaeT cOBpeMEHHBIE CPE/ICTBA
KOMMYHHKATUBHBIX TEXHOJIOTHUI B
YKOHOMHYECKOH JIeSITeITbHOCTH.
YMeeT BecTH JUAJIOr, BKIIIOYasi 0OMEH
nH(popManuen u BIpabOTKY eIUHOMN
CTpaTernuy B3aUMOICHCTBUSI.

Buiajeer nmpakTHYECKMMH HAaBBIKAMU
WCIIOJIb30BAaHUS COBPEMEHHBIX
KOMMYHHUKATHBHBIX TEXHOJIOTHI.

YK-
4.2.0cymecTBaseTpoheccuon
AIbHYIOKOMMYHUKAIMIO B
COOTBETCTBUH C
MOTPEOHOCTIMHUCOBMECTHOM IS
STETLHOCTH, BKITIOYAs
oOMeHnH(pOpMaIueHnBBIPaAOOT
Ky€IMHOMN
CTPaTEeTUUB3aNMOICUCTBUS
HaWHOCTPaHHOM(BIX )sI3bIKE(aX).

3HaeTs3pIKOBOMMATEpUATI(JIEKCUIECKUEE]T
WHUIBIUTPAMMATHYECKUE
CTPYKTYPHBI),HEOOXOTUMBIH JIJIst
aKaJeMHYeCKOro
unpohecCuOHaTLHOTOB3aUMOICHCTBUS
Ymeer Bectu

3aMMChOCHOBHBIXMBICTIEHN (DaKTOB(M3ay o
OTEKCTOB

UTEKCTOBJITYTEHHUSI ),3aIIMChTE3UCOBYCTHO
TOBBICTYIUICHHSI/ TUCHMEHHOTOJTOKJIAIA 10
n3ydaeMonmnpooieme;

Baaaeer rpammaTryecKUMU
WJIEKCUYECKUMUKATETOPUSIMHUHU3Y4aeMOT0
(BIX)MHOCTPaHHOTO(BIX )s3bIKA(OB).




4. OFBEM JIUCIIATLIIMHBI U BUJIbI YYEBHOM PABOTbHI

OOmMii 00beM TUCIHUIUIMHEBI COCTABIIICT 6 3a4eTHBIX ¢AUHHMIL, 216 akameMUIeCKUX 4acoB.

Ounas ¢popma 00yueHus

Bun yueGHOM paboThI Bcero gacos TpumecTpsl

2 3
KonraktHasi paborta (Bcero) 34,6 20,2 14,4
B TOM YHUCIJIE:
1) 3anarus cemunapckoro tuna (I13) 32 20 12
U3 HUX
— npaktuyeckue 3ausatus (I1P) 32 20 12
2) rpynnoBbIE KOHCYIbTALIUU 2 2
3) mpoMeKyTOYHAs aTTeCTaIUs 0,6 0,2 0,4
CamocrositesbHas padora (Bcero) (CP) 181,4 87,8 93,6
B TOM YHUCIJIE:
— CaMOMOJIrOTOBKA 151 84 67
— IMOATOTOBKA K aTTECTaIlNH 30,4 3,8 26,6
OOmuit 00BeM, Yac 216 108 108
dopma TPOMEKYTOUHOU ATTECTALUHN 3a4eT SK3aMEH

3aounas popma o0OyueHust
Bun yueGHOM paboThI Bcero gacos TpumecTpsl

2 3
KonrakTHasi paborta (Bcero) 12,6 4,2 8,4
B TOM YHUCIJIE:
1) 3anatus cemunapckoro tuna (I13) 12 4 8
U3 HUX
— npaktuyeckue 3ansatus (I1P) 12 4 8
2) IpoOMEKyTOYHAs aTTeCTaIus 0,6 0,2 0.4
CamocrositesibHas padora (Bcero) (CP) 203.,4 103,8 99,6
B TOM YHUCJIE:
— CaMOMOJINOTOBKA 191 100 91
— MOJArOTOBKA K aTTeCTalluu 12,4 3.8 8,6
OOmmii 00BeM, yac 216 108 108
PopMa MPOMEKYTOUHON aTTECTALUN 3a4€T DK3aMeH

5. COAEPKAHUE U CTPYKTYPA JTUCHUIIJIMHDbI

5.1. Conep:kanue Q¥ CHUNINHBI

No paznena | HammeHoBaHue paznena (TeMbl) Coneprxanue paszzeina (TeMbI)
(TembI)
1 Introduction to marketing and 3HaKOMCTBO C MPO(heCCHOHATBHBIMA TEPMUHAMHU U

business process management

(BBenenneBmMapKkeTHHTMYTIpaBICHH

peYEBbIMHU KOHCTPYKLHUSIMHU, KOTOPbIE HEOOXOTUMBI
JUIs1 OTIMCaHUsl OCHOBHBIX JJOJIKHOCTHBIX
00513aHHOCTEH JIUII, YIaCTBYIOIIHMX B
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eOn3HeC-TIpoIIecCcCamMu)

MapKETUHTOBOM ESTEILHOCTH, BUIOB ATOM
JESTEIIbHOCTH, KOPIIOPATUBHBIX IIEHHOCTEH.
BBenenue B akTUBHBIN CIIOBAapHBIM 3amac 3HAYMMBbIX
U151 cepbl 00CTY)KUBaHUS CIIOBOCOYETAHUM,
CBSI3aHHBIX ¢ TTOHATHEM «branding:
brandawareness, brandequity, brandextension,
brandidentity, brandimage, brandloyalty,
brandname, derivedbrand, off-brand.

Finding the client (ITouckkimenra)

PaccmoTpeHnue cioB TeMaTu4eCcKOil TpymIibl
«KJIUEHTHI U TTOKYTIATENIN», 3HAKOMCTBO C
OCHOBHBIMH METOJIaMU MapKETUHTOBBIX
UCCIIIOBaHUN MHTEpECca MOTEHIMATBHBIX
KJIIMEHTOB: postalsurvey(rmouToBslii orpoc),
onlinesurvey(onnaiin onpoc), individualinterviews:
focusgroupsandstreetinterviews (MHIUBUIyaIbHOE
WHTEPBBIOMPOBAHUE B POKYC-TPYITIAX U YITHYHBIC
WHTEPBBIO), telephonesurvey (TenedoHHBIA OMPocC),
panelsurvey (maHeIbHOE UCCIICIOBAHKE),
feedbackforms (ucnonb3oBanue ¢hopm 0OpaTHOM
CBsI3M), pre-testing (mpeaBapuTeIbHOE
TECTUPOBAHUE).

Planningamarketingstrategy
(IlmanmpoBaHre MapKETHUHTOBOM
CTparerun)

[Tonydenue cTyqeHTaMH HABBIKOB MAPKETHHTOBOTO
iaHupoBanus: analysisofcompetitors (ananm3
paboThl KOHKYpeHTOB), benchmarking
(OeHUMapKUHT — aHAJIU3 STAIOHHBIX MMOKa3aTesei),
situationanalysis (CUTyallMOHHBIN aHAIN3),
implementation(peay3anus 1mjaaHa) — U TPUHITUIIOB
OTIMCAHUSI TAKOTO TJIAHUPOBAHS HA aHTITHICKOM
A3bIKE. AHAJIN3 aHIVIOA3BIYHBIX ITOHSATHMN:
channelsofdistributionofproduct (kanans
pacrpocTpaHeHus IpoaykTa), productpromotion
(mpoaBuxkeHHE MPOAYKTA), logistics (Jiorucruka),
publicrelations(cBsizu ¢ 001IECTBEHHOCTBIO).
[IpakTudeckast paboTa Mo HAMUCAHUIO THITOBBIX
JICJIOBBIX MTUCEM.

Creatingmaterialsforproductpromot
ion (Co3nmanue MaTepuayioB Jist
IIPOABMKEHUS IIPOYKTA)

Nzyuenue nmporecca co3nanus 00bsSBICHUH, ITpecc-
pENN30B, PEKIAMHBIX MaTepUaIOB, HEOOXOAUMBIX
JUIS IPOJIBMIKEHUS TpoaykTa. PaccmoTpenue
Ipolecca OpraHu3aluy KOMIIAHUH 10
(opMHUPOBAaHUIO TO3UTUBHOTO UMHUKA (GPUPMBI Ha
IpUMepe TYPUCTUUECKOTO areHTCTBA.
AKIIEHTHpOBaHNE BHUMAHUS Ha HALIMOHAJIBHBIX
KYJIBTYPHBIX OCOOEHHOCTSIX, KOTOPBIE CIIEIyeT
YYUTBIBATb BO BpeMsl pabOTHI 110 MPOBHKEHHIO
NpOIyKTa. AKTUBHM3ALUs B PEYU CTYACHTOB
CUHTAaKCUYECKUX KOHCTPYKIUI aHITIMHCKOTO SI3bIKA,
UCIIOJIb3YEMBIX AJISl IPOJBHKEHUS TPOAYKTA B
NeYaTHBIX Me1a, MHTEPHET MPOCTPAHCTBE, HA
TEJIEBUJCHNUU U UCIIOIb30BAHUE ITUX KOHCTPYKIIUH
B BEJICHUH JICIOBOM KOPPECIIOHICHITUH.




5 Presentingyourpublicface(ITy6mmun | 3HakoMCTBO CO criocoOaMu OMUCAHUS Ha
ast Ipe3eHTalus CBOEH AHTJIMIICKOM SI3BIKE PA3IMYHBIX BUJIOB
NEeSITEeIbHOCTH) NeSITeIbHOCTH, HAIIPaBJIEHHOM Ha Co3/1aHue U

MPOJIBIKEHUE TIOJIOKHUTEILHOTO 00pa3a KOMIaHUH,
bupmbl: newsletters(pacchuika mucem),
pressreleases (myOnukanus npecc-
penu30B),sponsoring(opraHu3aiys CrioHCOPCKOH
HOAJIEPKKN ), pressconferences(mpoBeneHue mpecc-
KOH(EpeHIHH).

6 Marketingthroughtradefairs Pacmmpenne akTHBHOTO CI0BapHOIO 3amaca
(ITpencraBnenue npoaykTa Ha TEPMUHAMU U TIOHATUSMH, Ha3bIBAIOIIUMU
BBICTaBKaX ) OCHOBHBIE YaCTH, JIEMEHTHI TOPTOBOI BHICTABKH,

ee aynutopuro: exhibitionstand, editorialcoverage,
prospects, keypublications, additionalaudience, co-
locateditems. CocTaBieHne Ha aHIJIMHCKOM SI3bIKE
TUTIOBBIX TMPUTTIAIICHU Ha BRICTABOYHBIC
MeponpusaTus. Paccmorpenne oco6eHHOCTEH
MOCTPOCHUS TUANIOTOB 10 TeMe «OpraHu3anus
BBICTABOYHOI'O IaBWJIbOHAY». Hanncanue Tunosoi
MOTHBAILMOHHOMN PEUH.
5.2. CTpyKTypa AUCHHMILUINHBI
Ounas ¢popmbl 00yueHHUsI
Ne paznena HammenoBanue pasnena (TeMbl) KonmuectBo yacos
(TembI) I1P CP Bcero
1 Introduction to marketing and business process
management 4 2 30
(BBenenneBMapKkeTHHTNYTIpaBICHHEON3HEC-
MIPOIIECCaMM )
2 Finding the client (ITouckkmuenra) 6 24 30
3 Planningamarketingstrategy (IlmanupoBanue 4 2% 30
MapKETHUHIOBOM CTPaTETrnu)
4 Creatingmaterialsforproductpromotion (Co3nanue 6 24 30
MaTepHUaJIOB JJIs TPOABIKEHUS TPOIAYKTA)
5 Presentingyourpublicface(Ilyonuunas mpe3eHTamus 6 26 3
CBOEH JCATEIHHOCTH)
6 Marketingthroughtradefairs (IlpeacraBnenue npoaykra 6 75 31
Ha BBICTaBKaXx)
['pynmoBbie KOHCYIIBTAITUN 2
IToaroroBka K arTecTaliu 30,4
OO6muit 00beM 32 151 216
3aounas popma o0yueHust
Ne paznena HaunmenoBanwme pazzena (TeMbI) KonmnaecTBo yacon
(Tembr) I1P CP Bcero
1 Introduction to marketing and business process ) 31 33
management




(BBeneHneBMapKeTHHTUYTIPaBIICHUEON3HEC-
MpoIIeCCamu)
2 Finding the client (ITouckkauenra) 2 32 34
3 Planningamarketingstrategy (IlnanupoBanue ) 39 34
MapKETUHTOBOW CTPATETHUH)
4 Creatingmaterialsforproductpromotion (Coznanue ) 39 34
MaTepuasoB JJis MPOABMKEHUS MPOAYKTA)
5 Presentingyourpublicface(Ily6mmnunas npesenTarus ) 32 34
CBOEH JESTEIHHOCTH)
6 Marketingthroughtradefairs (IlpencraBnenue nmpoaykra ) 32 34
Ha BBICTaBKax)
IToaroroBka K arTecTaiu 12,4
OO6muit 00bem 12 191 216
5.3. 3aHsATHS CEMUHAPCKOI0 TUIIA
Ounas popma o0yueHust
Ne i/t No paznena Bun HauMmeHnoBanue KonnuectBo
(Tembl) 3aHATUSA 4acoB
1 1 [P Introduction to marketing and business process
management 4
(BBenenneBMapKeTHHTUYTIPaBIICHUEOU3HEC-
MIPOLIECCAMM )
2 2 [P Finding the client (ITouckkimenTa) 6
3 3 [P Planningamarketingstrategy (ILmanupoBanue 4
MapKETUHTOBOW CTpaTeruu)
4 4 [P Creatingmaterialsforproductpromotion (Co3nanue 6
MaTepHAJIOB JJIsl TPOJBIKEHUS TIPOTYKTA)
5 5 [P Presentingyourpublicface(Ilyonuunas 6
MIPE3CHTAIIUS CBOEH ESITEIIbHOCTH)
6 6 [P Marketingthroughtradefairs (IlpencraBnenue 6
MPOJYKTa Ha BHICTABKAX)
3aouHas popma 00yueHUs
Ne mi/m No paznena Bun HaunmenoBanue KonuuecTBo
(Tembl) 3aHATUSA 4acoB
1 1 [P Introduction to marketing and business process
management )
(BBenenneBMapKeTHHTUYTIPaBIICHUEOU3HEC-
MIPOLIECCAMM )
2 2 [P Finding the client (ITouckkimenTa) )
3 3 1P Planningamarketingstrategy (ILmanupoBanue )

MapKETUHTOBOW CTpaTeruu)
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4 4 [P Creatingmaterialsforproductpromotion (Co3nanue )
MaTepHaJIOB JJIsl POJBIKEHUS TIPOTYKTA)

5 5 [P Presentingyourpublicface(Ilyonnunas )
MIPE3CHTAIMS CBOEH JESITEIIbBHOCTH)

6 6 [P Marketingthroughtradefairs (IlpencraBnenue )
IIPOAYKTA Ha BHICTABKAX)

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

5.5. CamocrosiTesibHast padoTa

No paznena Buapl camocTosTenbHON pabOThI (0]0]0) 300
(Tembl)
126 [ToaroroBka K yCTHOMY OIPOCY 10 TEME, 151 191
TECTUPOBAHUIO, BHITMOJIHEHUIO MPAKTUUECKUX 3aJaHUH.
1-6 IToarotoBka k arrecraiuu. 30,4 12,4

6. OGPASOBATEJIBHBIE TEXHOJIOI'MHU

[Tpu 00yyeHHH HHOCTPAHHOMY SI3BIKY UCHOJIB3YIOTCS CIEAYIONINE 00pa30BaTEIbHBIE TEXHOIOTHH.

TexHoIorusI KOMMYHUKaTUBHOTO OOy4YeHHUs1 — HampaBieHa Ha (OpMUPOBAHME KOMMYHUKATUBHOM
KOMIIETEHTHOCTH CTYJIEHTOB, KOTOpas sIBJIsIeTCsl 6a30BOi, HEOOXOAMMOM ISl alanTallui K COBPEMEHHBIM
YCIOBHSIM MEXKYJIbTYPHOM KOMMYHUKAIUH.

TexHonorus pazHOypoBHEBOTO (IUD(HEepEeHITMPOBAHHOT0) 00YUCHHSI TIPEAIONaraeT OCYyIIECTBICHNE
MIO3HABATENBHOM  JEATENbHOCTH CTYIEHTOB C y4€TOM HX HHAMBHUIYAlbHBIX CIIOCOOHOCTEH,
BO3MOXXHOCTEHl M MHTEPECOB, MOOLIPSSI UX PEaTM30BBIBATH CBOM TBOpuUeckWi nmoreHuuain. CosnaHue u
UCIOJIb30BAHUE TUATHOCTUYECKUX TECTOB SIBJISIETCS HEOTHEMIIEMOM YacThIO JJAHHOM TEXHOJIOTUH.

TexHonmorus  WHAMBHAYyaNW3alMW  OOYYEHHS  TIOMOTaeT  Peaju30BBIBATH  JIMYHOCTHO-
OPHEHTUPOBAHHBIN MOXO0J], YYUTHIBAsI MHIUBUAYAIbHbIE 0OCOOEHHOCTH U OTPEOHOCTH YYaIlUXCSL.

TexHONOTMA TECTUPOBAHMUSA HCIIONB3YETCA [UISI KOHTPOJS YPOBHS YCBOEHHUS JIEKCHUYECKHX,
rpaMMaTHYeCKUX 3HAHWHA B paMKax MOJIYJsl Ha ONpeAera€HHOM dTamne oOydeHus. /laHHas TexHOJIOrus
MO3BOJISICT TMPENOJAaBaTeNi0 BBIABUTh M CHCTEMAaTU3UPOBATh ACMEKTHI, TPEOYIOIIKE JOMOJHUTEIHHON
MPOpabOTKH.

TexHonorus oOyueHHs] B COTPYJHHUYECTBE PEATU3yeT HMJICI0 B3aUMHOTO OOY4YEHHS, OCYIECTBISS
KaK MHAMBUYalbHYIO, TaK U KOJUIEKTUBHYIO OTBETCTBEHHOCTb 3a pElICHHE yYEOHBIX 3aa4.

WrpoBasi TeXHOJIOTUSI TO3BOJISIET Pa3BUBATh HABBIKM PACCMOTPEHHUS Psiia BO3MOXKHBIX CIIOCOOOB
peueHus npo0seM, akTUBU3UPYS MBILUIEHUE CTYJEHTOB U PACKPBIBAsl IMYHOCTHBIM MOTEHLIUAN KaXKJ0T0
oOyuaromierocs.

TexHoorKs pa3BUTHsI KPUTHUECKOTO MBILIUIEHHUS CIOCOOCTBYET (POPMHUPOBAHUIO PA3HOCTOPOHHEH
JMYHOCTH, CHOCOOHOW KPUTHUYECKH OTHOCUTHCS K MH(OPMAILUH, YMEHHUIO OTOMpaTh MH(OpMAIMIO s
peleHMsI TOCTAaBICHHOM 3ajauu.

WNudopmannonno-koMmmyHnukannonnsie TexHojoruu (MKT) pacuupsior paMku 00pa3oBaTenbHOTO
mporecca, IOBBINIAS €ro  MPaKTHYECKYH0 HAIpPaBIEHHOCTb, CIIOCOOCTBYIOT MHTEHCH(UKALUU
CaMOCTOSITENIbHON PabOThl 00YYAIOMIMXCs U TOBBIICHUIO MMO3HABAaTEIbHON akTHBHOCTU. B pamkax MKT
BBIICIISIIOTCS 2 BUJA TEXHOJIOT UM

- MexXHON02Usl UCNONb306AHUS KOMNBIOMEPHLIX Npozpamm, KOTopas Io3BoiseT 3¢(dexTuBHO
JOMOJIHUTH NPOLECC 00Y4YEeHHUs A3BIKY Ha BCEX YPOBHSX. MynbTUMeUHHBIE IPOrpaMMbI IIPEAHA3HAYECHBI
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KaK I ayIuTOPHOM, TaK M CaMOCTOSTENbHONH pabOThl CTYJEHTOB M HalpaBlieHbl Ha pa3BUTHE
IrPaMMaTHYECKUX U JIEKCUYECKUX HaBBIKOB.
- UnmepHnem-mexnonocuu, MpeJOCTaBIIAIONINE ITUPOKUE BOSMOXKHOCTH JJIsl TIOMCKA MHPOPMALIUH,
BEJICHUS HAYYHBIX HCCIICIOBAaHUM.
HNHTepakTHBHbIC H aKTUBHBIE 00pa30BaTeJbHbIC TEXHOJIOTHH,
HCIOJIb3yeMble B AYIUTOPHbIX 3AHATHAX

No Bun Hcnonb3yemble HHTEPAaKTUBHBIE U AKTUBHBIC KonuuectBo yacos
pasaciia | 3aHATUA O6paBOBaTeJIBHBI€ TEXHOJIOTNU
(TempI) 010]0) 300
3 [P TBOpUeckue 3a1aHus: COCTABICHUE paccKasa o 2 2

pemeHnn paboyux mpodIeM Mo OMOPHBIM
¢dbpazamM, 03By4MBaHHE 10 POJISIM (hparMeHTa
AHIJIMICKOTO (HUIIbMa, B KOTOPOM
JIEMOHCTPUPYETCSI CUTYalus, CBI3aHHAA C
pa3paboTKOl MapKETHHIOBOM cTpaTeruu (Uurpa B
KHHOTYOJISTK).

5,6 [P HNuTtepaktuBHOE 3aHsATHE (paboTa C 2 2
ayaromMaTepuaiaMu: cBOOOHAs MHTEPIpETaLUs
MaTepuasoB ayIUPOBAHUS; COKPATHUECKHMA
JTAJIOT Ha OCHOBE CTPAHOBEIYECKUX
MaTepuasoB: HEOOXOAUMO, HaIIpUMeED,
000CHOBATh TOT WJIM MHOM MapKETHHTOBBIH
MIpUEM; «OOYUJaIOIIHICS B POJIU
IPEMNo/IaBaTes»; UCTIONb30BAHUE
MHTEPaKTHUBHBIX 00y4Yaromux (puibLMoB, B
KOTOPBIX HEOOXOAMMO IOMOYb FeposiM
3aKOHYMTH (ppa3bl B TUATIOTE U T.J.; IPOCMOTP U
00cyxIeHne y4eOHbIX (PUITEMOB.

IIpakTnyeckasi HOAr0OTOBKA 00yYAKOINXCS

Ne paznena Bun Buner pabot KomuuectBo
(TempI) 3aHATHUS 4acoB

7.OHEHOYHBIE MATEPHUAJIBI JUISA TEKYIIEI'O KOHTPOJIA YCIIEBAEMOCTHU,
IMPOMEXYTOUYHOM ATTECTAIIUA

7.1. MeToanyecKkue MaTepuasbl, onpeae/sionue Npoueaypbl OHeHUBAHUS B PAMKaX TeKylIero
KOHTPOJISl ycIIeBAeMOCTH

YCcTHBII onpoc — CPeACTBO KOHTPOJIS YCBOCHHS YUeOHOTO MaTepualia 1o TeMam 3aHATHIA.

[Ipouenypa mnpoBeAeHUS TAHHOTO OIICHOYHOTO MEPONPHSTHS BKJIIOYaeT B cebs: Oecemy
npernojaBaTesis ¢ 00y4arolmMMcs Ha TEMBI, CBSI3aHHbIE C U3y4aeMOW TUCIUIUIMHOM, U pacCUUTaHHOE Ha
BbISICHEHHE oObeMa 3HaHMH, OOYYalolerocss IO ONpeleieHHOMY pas3jieny, TeMe, Mpolieme
(MHAMBUYATEHO WM (PPOHTAIBHO).




[TokazaTenu st OLIEHKM YCTHOTO OTBeTa: |) 3HaHMe MaTepuana; 2) MOCIeA0BATEIbHOCTh
W3JIOKEHUS; 3) BlIaJieHue Peubio U MPo(EeCCHOHATLHON TEPMHUHOJIOTHUEH; 4) MPUMEHEHHE KOHKPETHBIX
IIPUMEPOB; 5) 3HAHUE PaHEE U3YyYEHHOI0 MaTepuaia; 6) ypoBEeHb TEOPETUUECKOIO aHAIN3a; /) CTENEHb
CaMOCTOSITENILHOCTH; §) CTENEeHb aKTUBHOCTH B Ipolecce; 9) BRINOIHEHNUE PETJIAMEHTA.

Jlis TOATOTOBKM K JAaHHOMY OIICHOYHOMY MEPONPHUATHIO HEOOXOIUMO HU3YYHTh YydeOHBIC
MaTepuagbl MO TEME€ 3aHATHSA, INPOCMOTPETh CIPABOUYHUKH [0 TpaMMaTHKE, a TakKe MOBTOPUTH
Marepuabl, 3alKMCAHHBIE BO BPEMs IPAKTUUECKUX 3aHATUH.

TecTupoBaHme—CcpeaCTBO KOHTPOJIA yCBOEHUSI yueOHOro marepuana. He Menee, uem 3a HeJEINIO
710 TECTUPOBAHMUS, MPEMOIABATENb ONPEACISET Ui 00yJaIOUXCsl UCXOAHbBIE JaHHBIE ISl TTOITOTOBKU
K TECTHPOBAHMIO: TEMbI, BOMPOCHI, MO KOTOPBHIM OYyIyT 3aJaHus B TECTOBOH dopme, nuTepatypy u
HMCTOYHHUKHU C TOUHBIM YKa3aHHEM pa3/IesiOB, TEM, CTaTeH JJisi MOATOTOBKHU.

TecTbl BBIMOJIHSIOTCS BO BpEeMs AaYAUTOPHBIX 3aHATHI CEMHHApPCKOTO THMA (MPAKTHYECKHUX
3aHSATHMN ).

KomnnuecTBo BOIpocoB B TECTOBOM 33JaHUH ONPEEIISIETCS IPErnoaaBaTesieM.

Ha Bemonaenne TectoB otBoauTcs 0,5—1 akageMHYecKUM Jac.

NuauBuayanbHOE TECTOBOE 3a/laHue BhIJAeTCsl oOyyaroniemMycsi Ha OymakHoM HocuTene. Takxke
TECTUPOBAHUE MOXET MPOBOJUTHCS C HCIOJIB30BAHUEM KOMIBIOTEPHBIX CPEJICTB M IpOrpaMm B
CHelHaIbHO 000PYJOBAaHHBIX MTOMEIICHUSX.

[Ipy mpPOXOKIEHUM TECTUPOBAHUS TMOJB30BATHCS Y4EOHMKAMH M y4eOHBIMH TOCOOHMSIMH HE
paszperaercsi.

YpoBeHb 3HaHHUK  OOYyYAIOMIETOCS  OMPEAETSETCS OLEHKAMHU  «OTJIHYHO»,  «XOPOIIOY,
«yIOBJIETBOPUTEILHO», «HEYAOBIECTBOPUTEIBHO.

BoinoJiHeHHe MPAKTHYECKUX 3aIaHUi (pellieHNe YBPUCTUYCCKHUX 3a7ad U 3aja4, CBSA3aHHBIX C
WHTEpIpeTalell TekcTa) — mNUChbMEHHas (opma paboThl CTyIEHTa, KOTOpas CIOCOOCTBYET
3aKpEIJICHUIO W YTIIYOJNIEHUIO TEOPETUYECKHX 3HAHWW W TO3BOJISET CHOPMHUPOBATH Y CTYACHTOB
HABbIKU IPUMEHEHUS ATUX 3HAaHUH Ha MPaKTUKE.

[IpakTrueckue 3aaHusi BBIOJIHIIOTCS BO BpeMsi ayJIMTOPHBIX 3aHSATUN CEMHHAPCKOTO THUIIA MO
MpeIJIOKEHHBIM ITpernoaBaTesieM MaTepuanam.

KonunuecTBo 3ananuii onpenensieTcss mperno1aBaTeieM.

Pe3ynbTaTom BBIMIOJNIHEHUS 3aJjaHUs SABISETCS OTUYET, KOTOPBIN JOJDKEH COAEepkKaTh: HOMED, TEMY
MPAKTUYECKONW pabOThI; KpaTKOE OMHCAHWE KAKIOTO 3aJaHHS;, BBIMOJHEHHOE 3aJaHKe;, OTBEThI Ha
KOHTPOJIbHBIE BOTIPOCHI.

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

7.2. MeToanuyeckue MaTepuaJbl, ONpeaesiiolme NpoueIypbl OeHUBAHUS B paMKax
MPOMEKYTOYHOM aTTeCTALMHU

3aver — 3T0 popmMa MPOMEKYTOUHOM aTTECTAINH, 3a7adyeii KOTOPOTO SIBISETCS KOMIUIEKCHOE
OIICHKA YPOBHEH TOCTHKCHUS TUTAHUPYEMBIX PE3YIHTATOB OOYUECHHUS TI0 JTUCITUTIIINHE.

3auer ansg O4HOU (OpMBI OOy4YEHHUS TPOBOAMTCSA 32 CUET YacOB, OTBEIEHHBIX HA H3YYCHUE
COOTBETCTBYIOIICH TUCIUIUIUHBI.

[Ipouenypa mnpoBeACHHUS NaHHOTO OILEHOYHOTO MEPONPUATHS BKIIOYAET B CeOsl OLEHKY
pEe3yIbTATOB TEKYIIEr0 KOHTPOJISI YCIEBAEMOCTH CTyJIEHTa B TEUCHHE Iepuoaa OOyYEeHHS IO
,Z[I/ICI_II/IHJII/IHG.I[JDI HOJIy‘-IeHI/IH 3a4cra HCOGXO,Z[I/IMO HUMCTB IIOJIOKHMTCIBHBIC OLCHKMU, HOJIy‘-IGHHBIe B
paMKax TEeKyIIero KOHTPOJIsSl YCIIEBAEMOCTH, 110 KaXKI0W TeMe, PEAyCMOTPEHHON TUCIIUTUIMHOM.

B kputepun HTOroBoi OIEHKH YPOBHSI TOATOTOBKH, 00Yy4JaIOMIEerocs Mo AUCHUIUINHE, BXOJAT:

- YPOBEHb YCBOCHHS CTYJICHTOM MaTepHalia, IpeayCMOTPEHHOTO padoyeil MporpaMMoit;

- YPOBEHb NPAKTUYECKUX YMEHHUH, NPOAECMOHCTPUPOBAHHBIX CTYIEHTOM IIPH BBIIOJIHEHUU
MPAKTUYECKUX 3aJJaHUI;

- ypOBeHb OCBOCHUA KOMHGTGHHI/Iﬁ, TTIO3BOJISIOIIIMX BBIIIOJIHATH HpaKTI/I‘IeCKHG 3adaHuAd,

- JIOTMKa MBIIIJICHHA, O6OCHOBaHHOCTB, YCTKOCTb, ITOJIHOTA OTBCTOB.
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3adyer A O4YHOM MW 3204HON (OpMBI MO AUCHHUILVIMHE IPeANnoaraeT BbINOJHEHUE
CTYIeHTAMM KOMILIEKCHBIX NPAKTHYEeCKUX 3aJaHUii 10 TeMaM, M3YYEeHHbIM B [aHHOM
TpUMecCTpe.

[Ipouenypa mpoBeAeHHs] TaHHOTO OLIEHOYHOI'O MEPOIPHATHS BKIIOYaeT B ceOs Takxke Oecemy
npernojasaTenss ¢ OOydalOHmMMCS 10 BONPOCaM, KOTOpble OBUIM TOCTaBJIEHBl B KOMILJICKCHOM
MPAaKTHYECKOM 3aJaHuM, Oecela HamnpaBJieHa Ha BBIACHEHHE O0BbeMa 3HAHHMMA, O0O0YyYalomerocs Io
OIIpEAEIEHHON TEME IUCLUIUINHBI.

TunoBble npakTUYeCKue 3aJaHusI K 3a4€Ty TOBOJSATCS A0 CBEACHUS CTY/IEHTOB 3apaHee.

IIpy mOAroTOBKE K OTBETY IMOJb30BAHUE yYEOHHKAMH, y4eOHO-METOAMUYECKHUMH ITOCOOHMSIMH,
CPEICTBaMH CBSI3U U AJIEKTPOHHBIMU pecypcaMu Ha JIIOOBIX HOCUTESIX 3alpeIeHo.

Ha BbInosiHeHNE KOMIUIEKCHOTO MTPaKTUYECKOT0 3a/IaHKsl OTBOJUTCSA, Kak paBuio, 30—40 MuHyT.

[Tocne okoHYaHMsI OTBETa MpenojaBaTellb OOBABISET 00ydaroIIeMycsl OLEHKY 0 pe3ylbTaTtaM
3aueTa, a TAaKXKE BHOCUT 3TY OLIEHKY B aTTECTALlMOHHYIO BEJOMOCTbD, 3aUETHYIO KHIKKY.

VYpoBeHb 3HaHMI, YMEHUI U HABBHIKOB OOYUaIOLIErocs OMPEIeIeTCsl OLICHKAMH «3auTeHO», «HE
3aUTEHO.

IKk3aMeH — (hopmMa TIPOMEKYTOUYHOH aTTECTAIlMU O NUCIMIUIMHE, 3a/Ja4ell KOTOPOU SBISICTCS
KOMIUIEKCHAasl  OIlCHKa YpOBHEW JOCTIDKEHHS IJIAHUPYEMBIX  pe3yJabTaToOB  OOydeHHUs IO
muctumuHe. I Iporienypa mpoBeaeHUs aHHOTO OIEHOYHOTO MEPOIpPHUSATHS MPEACTaBIseT co0oi
co0eceoBaHHe M0 TeOPEeTHYECKMM BONPOCAM, a TaKKe KOMIUIEKCHOe IPaKTH4YecKoe
3aJaHue(HeCKOJIbKO 3aIaHU Pa3HOr0 THUIA) MOBBLINIEHHOH CJI0KHOCTH, KOTOPOE HAIpaBJICHO Ha
MPOBEPKY KaK rpaMMaTUYECKUX 3HAHUH CTYJCHTOB, TaK M PEUEBBIX KOMITETCHINH (TIOHMMaHUE OOIIETOo
CONEp’)KaHUsl  TEKCTOB, MpOo(ecCHOHATbHON  TEPMHUHOJOTHH, CIIOCOOHOCTh K  NPaBUILHON
WHTEPIPETAINH U3JI0)KEHHBIX B TEKCTaX (PAKTUYECKHUX JTaHHBIX).

7.3. OnleHOYHbIE CPEACTBA, KPUTEPUH U HIKAJIA OLEHKH
Tunosble 3a1aHNus 1)1 TeKYLEro KOHTPOJIsl ycleBaeMOCTH

IlepeyeHb THTIOBBIX BOMPOCOB /IJISI YCTHOT'O OMPOCa
OTBeT Ha BOMPOC JOJKEH MPEICTABISITh COO0H KPaTKOE MOHOJIOTHYECKOE BHICKA3BIBAHUE
Ha aHTJIMHACKOM SI3BIKE

1. Kpatko onmmmre aesTENbHOCTh MEPEYUCICHHBIX CHENHAIMCTOB B O0JACTH MapKETHHTA:
“brandmanager”, “directorofmarketing”, “headofPR”, “marketingassistant”.

2. Jlatite onpenenenue TepmuHa “branding”.

3.IlpencraBbre cebe, YTO KOMMAHMSA, MOJYYHMBINAS H3BECTHOCTh Oyiarogapsi NEpBOKIACCHON
TYPHCTHUYECKOH SKHITMPOBKE, KOTOPYIO OHA BBINYCKala, PelInja IMPOU3BOJUTH TOBAphl Ui JIOMA.
Curyanusionucanacienyomumoopaszom: “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”. O6bsicunTe3naueHuerepmuna‘““‘off-brand”.

4. Tlpu co3gaHMM MapKETUHIOBOM CTpaTerMud Ba)XHO OMNPENEIUTh TO, YTO Ha3bIBACTCA
«typicalcustomerprofile». Uto 0003HauaeT 3TO aHITUKHCKOE BBIPAKEHHUE.

5. MapketuHroBbiii kKomruieke (“marketingmix’) oOBIYHO BKJIIOYAET TaK Ha3bIBaeMbIe «4eThIpe Py
(“fourPs”): product, price, placement, promotion. O0bsICHUTE, YTO 0003HAYAIOT ST TEPMUHBIL.

6. OOBIYHO [1€JI0BOE MHCHMO JIOJKHO BKIIIOYAThH (ppa3bl, KOTOPHIE MOKHO OOBEIUHUTH B TPYIIIHI:
“Greetingsandcloses”, “Pleasantries”, “Closesforsayingthankyou”. I[IpuBenuTe nmpumMepbl 0OIETIPUHATHIX
pedeBbIX GOPMYI TS KaXKJOH U3 TPYIII.

7. OObscHUTE, AN KakuxX MeJeid Obll pa3paboTaH HMHCTPYMEHT, NOJYYMBIIUI Ha3BaHHE
«BostonMatrix»?

8. Kak pacmmmdpossiBaetcst abopeBuarypa AIDA, KOTOPYIO HCHOB3YIOT [ 0003HAUEHUS MOJICTTU
IPOJIBIDKEHHSI IPOIYKTOB U ycIyT. [I[pokoMMeHTHpYITEe 3HaUeHHE KaK0T0 TEPMUHA.
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9. Ilepeuncnure oO0s3aTeNbHBIC pa3/ielbl B CTPYKTYpE CTAaHIAPTHOTO IMpECC-pein3a, MPUBEIAUTE
MIpUMEPHI OOIEMPUHSTHIX PEUYEBBIX (POPMYIT, HCIOIB3YEMBIX B KaXKIOM pa3jere.

10. Bo BpemMs npe3eHTaluu KOMIIAaHMM Ha TOPTOBBIX BBICTaBKAaX, SPMapKax MAapKETOJIOIH FOTOBSAT
JUTsl YYaCTHUKOB Mpe3eHTauu “giveaways”. O0bsICHUTE 3HAYEHHE ITOTO CJIOBA.

Kpurepuu onieHKH yCTHOr0 onpoca

OreHKa «OTIMYHO» BBICTABIISICTCS CTYACHTY, €CIM OH B TOJHOW Mepe PacKpbUl COJCpiKaHHE
BOIIPOCA, €r0 pedb XapakTepusyercs coOmroneHneM (OHETHUECKHMX W TPaMMATHYECKHX HOPM
AHTJIMICKOTO SI3bIKa, HACKIIICHA MPO(ECCHOHATEHBIMH TEPMHHAMH.

OmeHKa «XOpOIIO» BBICTABISIETCS CTYACHTY, €CIHM B IPOIECCE OTBETA OH JIOMYCTHI OJIHY-/BE
ONIMOKU B PACKPBITHH COICPKAHHS BOMPOCAa WIM B TOCTPOCHHM NPEIOKEHUH (rpaMMaTndecKue
OIIUOKM).

OreHKa «ylOBICTBOPUTEIBHO» BBICTABISIETCSl CTYACHTY, €CIM OH B LEIOM ITOHHMAeT
coliep)KaHWEe WM3YYEHHBIX TEM, MMEET MNpEACTAaBICHHE O TPaMMAaTH4YeCKMX HOpPMax, HO B IpoIecce
OTBETa JIONyCKaeT 0osee ABYX OINOOK.

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

IlepeyeHb TUMOBBIX TECTOBBIX 3aJaHUI

1. TIlpouwTaiiTe  oOmMcaHWe  JODKHOCTHBIX  OOS3aHHOCTEH  COTpYJHUKA  KOMITaHHH.
OnpenenuTe0KHOCTh, KOoTopylooH3anuMaeT: “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 croco0oB cOOpa AAHHBIX B MAPKETHHTOBBIX MCCIICAOBAHUIX B OPUTAaHCKOM BapHaHTE
Pa3rOBOPHOTO aHTJIMMCKOTO sI3bIKa OOBIYHO Ha3bIBaeTCA “‘one-on-one”. Boibepute mpodeccnoHaIbHBIN
CHHOHHMM 3TOT'0 Pa3rOBOPHOTO CJIOBA.

a) postalsurvey,

b) telephonesurvey,

c) street interview,

d)individual interview.

3. Mapxkerunrossiiikomiiekce (“marketingmix’”), KpoMedeThIpeXOCHOBHBIX3JeMEHTOB (product,

price, placement, promotion)MOKETBKIIOYaThTPHUIOMIOJTHUTEIIbHBIX.
BriOepuresTuTpusieMeHTau3nepeuncIeHHbIX.

a) participants,

b) prediction,

c) projection,

d)processes,

e) physical evidence.

4. TlpounTaiiTeonpeneaeHUEeOTHOTON3CEKTOPOB «Boston Matrix», yKaKUTEeHa3BaHUECEKTOpa:
“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,
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b) cash cows,
¢) question marls,
d)poordogs.

5. B Bpems TOpProBbIX BBICTABOK MHOTHME KOMIIAHMHM OPraHu3yloT “‘socialevents”.
HaitnuteBepHoeonpee1eHue3ITOroMepOnpUsTHS.

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 support”,

b) “Such events are held for the company’s employees to discuss business matters”,

c) “These events are a good opportunity to meet with competitors and resolve controversial
1ssues”,

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
KonmrdaecTBo npaBuIbHBIX OTBETOB:
Memnee 5 (13 10 BOmpocoB) — «HEYAOBIETBOPUTEIHHOY,
5—6 — «yIlOBIETBOPUTEIBHO,
7—-8 — «xXOpo1IOY,
9-10 — «OoTAMYHOY.

Tunosble 3aJaHUSA IS IPAKTHYECKOH MOATOTOBKH 00yYAKOIIMXCS

IIpakTuyeckoe 3axanue 1
IIpounTaiiTe AUAJIOT 0 CTPYKTYpPe MAPKETHHIOBOI'0 0T/Ae/1a KOMIIAHUHU. 3aNI0JIHUTE NPOMYCKHU B
OPraHM3aNoOHHOI cXeMe HMEeHAMH COOTBETCTBYIOIINX COTPYAHUKOB

4, director of marketing }
,/"" h'""“\
g ¢, public d
branding specialist relations officer product manager
R
SN e T KR U S Bl )
relations assistant management assistant

Anna. Well, all marketing departments are different, are they?

Rob. Yes. At my company, Ben and I are the marketing department!

Anna. I know what you mean. I used to work for quite a small company doing all of their
marketing. But the company here is a bit bigger. We have separate departments for sales and marketing.
So, let me just give you some names. As you know. I’'m the public relations officer here and I report
directly to Sabrina, who’s the director of marketing. My assistant is Uwe. You can always give him a call
if you can’t reach me.

Rob. Wait, Anna, let me just write this down. Sabrina and ... um, how do you spell your assistant’s
name?

Anna. That’s U-W-E. Uwe.

Rob. Got you.

Anna. And if you need to talk to somebody about individual products, then you should contact
Vittore or his assistant, Thomas.

Rob. Ah, what was that again? Vee ...?




Anna.Vittore-he’s Italian. You spell that V-I-double-T-O-R-E.
Rob. OK. And Thomas. That’s easy enough.

Anna. Right. Finally, Sylvia is responsible for the image of our various brands.
Rob. Great! That’s very helpful.

a ,b , C ,d , € ,f

IIpakTHyeckoe 3aganue 2
Ilepen BaMu ceMb COBETOB, KaK MOJYYHTh 00JIbIIE MOJIE3HBIX CBEJCHUI 0 BAIIUX MOTEHIHAJIbHbBIX
KJIMEHTaX. 3aM0JHUTE NPOIYCKH B NPEVIOKeHUAX CJIOBAMH MJIH CJIOBOCOYETAHMSIMH, KOTOpPBIE
HaNMCaHbl KypcHBHBIM mpudToM. [IpuMepnpuBeaeHBIEPBOMIIPEII0KEHUH

Clients, competitors, find out, listening, teyaleustonmers, 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
itemshare 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 ¢pupmMbl, KOTOPasi 3aHUMAETCS MPOAAXKeH TYPUCTHUYECKOM 01eKIbl, 00yBU U
HHBEHTAPS /51 HAYUHAKIMX TYPUCTOB — NIPEMMYIIECTBEHHO NMOJAPOCTKOB, COOMpPaeTcs MPOBECTH
MAapKeTHHI0BOE Hccel0BaHue H 00CYyKIaeT, KaKHe MeToAbl cOopa JaHHBIX UM JIy4lle
HCNO0Jb30BaTh. [IpounTaiiTe TEKCT, BHINOJIHUTE 3aJaHUS K HEMY

Corinna.Well, apostalsurveywouldbequitecheap.

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?
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Corinna. Well, both options have their strengths and weaknesses, but to be honest, interviews like
that usually cost a fortune. I personally think that a telephone survey is the best. We can look at the user
profiles we have and just call members of our target group, you know, parents with their children-
teenagers.

Heike. I agree completely. We should definitely focus on our target group.

Rupert. Yes, but what about the people without young children like grandparents, who can buy
camping supplies as a present for their grandchild.

Heike.Mmm, good point. It looks like we’ll have to...

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 HAlIeCHHBIMH BaMH CJIOBAMH M CJIOBOCOYETAHUSIMH MPOIMYCKHU 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
MeHenxep KOMIaHUH, IPEJIOCTABJIAIONICH YCIYTH CBA3H, ONIUCHIBAET CBOUM KOJLJIEramM
«MapKeTHHIOBbI KoMILIeke» (“marketingmix”) HoBoro npoaykra. IlpounTaiite MoHoJIOT,
BBINUIIKATE U3 TEKCTA (PPa3bl, KOTOPHIMH MOKHO ObLJI0 ObI 3aAMOJTHUTH TA0JIUILY

Marketing mix

Product

Price

Placement

Promotion
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The key factors of our cable package are that you get everything you need to connect to the Internet,
and that your connection is faster than anything you can get anywhere else. You can email videos in just
seconds, instead of minutes or hours. Customers also get free web-space 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: COEAMHUB OJJHO U3 CJIOB MEPBOro CMUCKA ¢ OTHUM M3 CJIOB
BTOPOI0 CNIMCKA, BbI MOJY4YUTE CJIOBOCOYETAHUE, KOTOPOE COOTBETCTBYET OAHOM U3 NeUHMIIUIA,
NpUBeIeHHbIX HUKe. BoInummTe 1J151 Ka:x10i 1eUHUIMU MOAX0sIIIee CJI0BOCOYEeTAHHE

[Tpumep: cnoBo median3 mepBOro cmmcka o0Opa3yeT cO CIOBOM mentionsu3 BTOPOTO CTOIOIA
CIIOBOCOYETaHUE mediamentions, KOTOPOMY COOTBETCTBYET AehUHUIIHS d.

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

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

c) 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) mediamentions,

e) ) . 8)

Kpurtepuu u mkajia oneHKH BbINOJIHEHUS] TPAKTHYECKUX 3aAaHMii

OrneHKa «OTJIIMYHOY» BBICTABISETCS CTYACHTY, €CIM OH CaMOCTOSTENhHO U MPABUIBHO BBITIOTHILI
MPaKTHYECKOe 3aJaHue, CIIOCOOCH YBEPEHHO, JIOTHYHO, IOCJEIOBATEIbHO M apTyMEHTHPOBAHHO
OOBSICHUTH CBOU PEIIEHUS, MONB3YSICh MPOPECCHOHATHHBIMU TEPMUHAMH.

O1eHKa «XOpOIIIOY» BBICTABIISICTCS CTYACHTY, €CITU TIPU BHIMOJIHEHUH 3aJJaHHsI OH JIOITYCTHII IBEe-TPH
OIMOKY, OJTHAKO MPH yKa3aHWUHU Ha ITH OIIMOKH CMOT JIETKO WX UCHPABUTh U OOBSICHHUTH, MIOYEMY OHH
OBLITU JIOIYIICHBI.

OrneHka «yJOBIETBOPUTEIBHO» BBICTABISIETCS CTYIEHTY, €CJIH TPHU BBIIOJHEHUW 3aJaHUS OH
JOTYCTUI O0JIee TpeX OmUOO0K, C TPYAOM CIIOCOOCH O0BSCHUTD, TOYEMY 3TH OIMMOKHM OBUTH TOMYIIICHBHI.

OrneHKa «HEYJTOBIETBOPUTEIHLHOY» BBICTABISCTCS CTYACHTY, €CJIM OH HE BBIMOJHHI MPAKTUYECKOE
3aJIaHKE WX BBITIOJIHUJI C TPYOBIMHU OIIHOKaMHU.

TunoBsble 3a1aHUA IS NPOMEKYTOYHOM aTTecTalMu (3a4eTa)
Ha 3ayet npeacTaBiseTcss KOMIUIEKC 3aJlaHHM, CBA3aHHBIX €JMHON TEMOM, KaX0€ MOCIeIYIOIIee
3aJaHUC Hpe;[nonaraeT 3HAHUC MaTepI/IaJIa npem)mymero, HOE)TOMy 3aaHus JOJIP)KHBI BBITIOJIHATHCA
MOCJIEIOBATEILHO — OJHO 32 IPYTUM
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3ananue 1
IIpencraBbTe cede cutyanuio: MapTuH — MeHesKep KOMIIAHUH, PEAOCTABJISIIOIIEH YCIyru
HHTepHeT-cBsI3U. OH coOMpaeTcsi OpraHu3o0BaTh coOpaHmne, YTOObI 00CYAUTH C KOJIJIEraMU IEeHY
HOBOro0 nakera ycayr. OH HanmucaJ UM 3JIeKTPOHHOe MHCbMO, HO MPE/VIOKeHUs B HEM
paccraBiieHbl B HeNPaABUJIbLHOM Nopsake. OnpeneuTeBepHbIANOPSAI0KIIPeNT0KEeH Ui

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 cOOpaThCs HA COBElLlaHMe U MOCMOTPETh NPUKPENJICHHbIH K MHChMY
(daiiua. 3anoHUTE NPONMYCKHM B MUCHMAX CJI0BAMHU, BbIIEJIEHHBIMH KYPCHBOM

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.
¥ you had a nice weekendtoo.
9

Allthe
Graham

3aganue 3
MapTuH, ¢ 3J1eKTPOHHOI NepenucKoi KOTOpOro Bbl padoranu B 3a1aHuu 1 u 2, npukpenun K
nucbmy (¢aii ¢ BOpocamMm, KOTOpPbie OH IJIAHUPYET 00CYAUTH ¢ KOJIJIETAMU HA COBEIAHUM.
IIpounTaiiTe TeKcT (paiyia, HAlAUTE B HEM CJ10Ba UJIH CJI0BOCOYETAHHSA, KOTOPbIE¢ COOTBETCTBYIOT
onpeneJeHusIM, IPUBEICHHBIM 0] TEKCTOM
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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

3amanue 4
B 3agannu 3 Maptun ynomuHaet “penetrationpricing”. Haiiaure cpeau npeacraBjieHHbIX
AepuHUIMI onpeiesieHHe ITOH MOAe/IH IeHO00pa30BaHMs M NATH Apyrux moaeaeii. ConocraBbre
Ha3BaHUS MojeJieil IeHO00Pa30BaHUs U X Je(PUHULINU

1) captiveproductpricing,
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-

3amanmne 5
IIpounTaiiTe BbICKa3bIBAHHUS MEHEIKEPOB 0 TOBAPax M yCJayrax, onpeaejure, KAaKoi U3 mojaeJsiei
HeHO00pa30BaHMsl, ePeYUCIeHHBIX B 3aJaHNHU 4, COOTBETCTBYET KAK10€ BHICKA3bIBAHHE

1) captive product pricing,
2) economy pricing,
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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-

Kpurtepun onenkn 3auera

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

O1eHKa «HE 3a4TE€HO» CTaBUTCA, €CIIHM CTYACHT HE BBIOJIHUI XOTS OBl OAHO U3 3aJaHU, WU TIPU
BBITTOJTHEHUH 3aJIJaHUH JOIYCTHII OOJIee YeTHIPEX OMMOOK, HIIH JIOMYCTHI MEHEe YeThIpeX OMHMOOK, HO HE
CMOT' OOBSCHUTH, TIOYEMY 3THU OMIMOKM JOMYIIEHBI U KaK MX HCIPABHUTh, JaKe MOCIE KOHCYIbTAIUH C
IPENoaBaTeNeM.

IlepedyeHb THIIOBBIX BONPOCOB /I IPOMEKYTOYHOM aTTecTalluM (IK3aMeHA)

1. BBameiikoMaHuuOCYIIEeCTBISIOTCAPA3THYHBICBUIBIICATEILHOCTH,
KOTOPBICHA3BIBAIOTCHAAHT TN CKOMS3BIKECIIE TYIOIIIMMOOPa3oM: “doingmarketresearch”,
“drawingupamarketingplan”, “liaisingwiththesalesdepartment”, “providingsupportforcustomerservice”,
“writingpressreleases”, “presentingatatradefair”, “commissioningadvertising”.OxapakTepu3yiTe KpaTKo
KQKIBIA U3 BUJIOB JIEATEIIHHOCTH.

2. Tepmun “branding» 0OBIYHO TIEPEBOAUTCS KaK «IIporiecc GOpMUPOBAHUS UMHUKA KOMITAHHUH, €€
Openma». OnHaKo B AaHIJIMICKOM SI3bIKE €CTh MHOTO BBIp@XEHH co cimoBoM “brand”.
JaiiTeonpeneneHuecnenyomuxcioBocodetanuii: “brand awareness”, “brand equity”, “brand extension”,
“brand identity”, “brand image”, “brand loyalty”, “brand name”, “derived brand”.

3. IIpencraBbTe cede, 4TO BBl paboTacTe B HOBOM TYPUCTHYECKOM areHTCTBE, OHO MO3UIIHOHUPYET
cebs kak ¢upma, TPHOPUTET KOTOPOW — JUYHOE OOINEHHWE C KaXIbIM KIMEHTOM. Bam mpennarator
MIPOBECTH MAPKETHHTOBOE WCCIIEOBAHHE, YTOOBI M3YYNUTh WHTEPECHl U MPEAMOUYTCHUS MOTCHIIMATBHBIX
KIMEeHTOB. BamnpenocrasienBeiOopciocobacOopatanHbIx: postalsurvey, onlinesurvey, streetinterviews.
PacckaxwuTte, kakuenocronHcTa (advantages) u Henoctatku (disadvantages) ecTb y Kaxxaorocnocooa.

4. BamuyxHoomucaThIponeccpa3paboTKUMapKeTHHIOBOT OTLIaHAPA3BUTHS, Harpumep,
HEeOOJIBIIOUT OCTHHHIIBIHAMOPCKOMKYPOPTE. CocTaBbTEMOHOJIOTHAOCHOBEOIOPHBIX pa3:
“currentposition”, “situationanalysis”, “analysisofcompetitors”, “problemsandopportunities”,

29 ¢¢ 2 ¢

“salesprojectionandcosts”, “benchmarking”, “objectives”, ‘implementation’.

5. Bam HeoOxomummo coctaBuTh ‘“‘marketingmix” st Bamiei (upPMbI, KOTOpas 3aHUMAaeTcs
OpOJaXeH  TEmIoW  ONeKIbl  JUISl  JUTUTEIBHBIX ~ TOXOAOB IO  TIEPECCUYCHHOH  MECTHOCTH.
OnummTeBo3MOXXHBIN “marketingmix”, ucnonb3yscienyommeBonpocs: “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 aHITIMHCKOM S3BIKE YaCTO HCHOJB3YIOTCS Ppa3jMyYHBIE CIIOBOCOYETAHUS,
OTIPEIEIISIONIHE croco6 dbopmupoBaHus IICHBI Ha TIPOTYKTHI WA YCITyTH.
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OOBsicCHUTE3HAYCHUECIIEYIOUINX CIIOBOCOUCTAaHUNCOCTIOBOM ‘pricing”:  “captive  product  pricing”,
“economy pricing”, “geographical pricing”, “penetration pricing”, “premium pricing”, “price skimming”.

7. WI3BECTHBII MHCTPYMEHT CTPAaTETMYECKOr0 aHajlW3a M IUIAHUPOBAaHUA B MApPKETUHIE
“BostonMatrix” mpeactaBisieT co00i KBazipaT, pa3AeICHHBI Ha Y€ThIPE CEKTOPa, KOTOPHIE 03ariaBJICHBI
metadopudecku: “Cashcows”, “Stars”,“QuestionMarks”, “Poordogs”. Pacckaxute 0 3HAYEHHH 3THUX
metadop.

8. IlpeacraBbTe cebe, UTO Balla KOMITAHUS 3aHUMAETCSl OpraHM3alueil oTAbIXa B ropax. B memsax
MIPOJBMIKEHHS YCIYTH BaM MpeIaraioT MOCTPOUTh PEKIaMHYI0 KOMIIAHUIO Ha OCHOBE JABYX MPUHIUIIOB:
“reinforcetheexistingimage” u “generateabuzz”. OnuIINTE peaan3aliio 3TUX TPUHIUIIOB.

9. Crmucok coBeroB mo Hanucanuio “killerpressrelease” («yOoHHOTO mpecc-penn3a) OOBIYHO
BKJIOYAIOT creayromue nmyHKTh: “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”.
JlanTepa3BepHyTBINKOMMEHTAPUIKAKIOT Ol YHKTA.

10. Bl 70/KHBI TOATOTOBUTH MPE3CHTAIIMOHHBIN IMABUIIHOH Ballleil GUpMBbl Ha TOPTOBOM BBHICTABKE
(spmapke). ONUIIMTENPOLECCIOATOTOBKH, HCIONIb3ysonopHbIecIoBocoueTanus: exhibition stand,high
profile visitors,editorial coverage, prospects, key publications, additional audience.

TunoBble NpakTH4YeCKUE 3aJaHNS JJIsl MPOMEKYTOYHOM aTTecTalun(IK3aMeHa)

Ha skx3ameHe, Kak 1 Ha 3a4eTe, CTYJSHTaM JaeTCsl KOMIUIEKCHOE 3aaHne, O0BEMHSIONIEe HECKOIBKO
3aJIaHU 110 OJTHOM W3 M3y4eHHBIX TeM. Kakioe mocneayroriee 3aaHue CBI3aHO C MPEIbITYIIHNM,
MO3TOMY 3aJ]aHUS TOJKHBI BBIMOJIHATHCS MOCIEA0BATENHLHO — OHO 32 APYTUM

3ananmue 1
Komnaunus “JoysofGermany” codupaercs npeaio:kKuTh HHOCTPAHHBIM TYPUCTAM HOBbIE BH/IbI
TypucTHYecKHX ycayr. OquH u3 ee coTpyaHnkoB, Kapcren, ornpaBuiicst B JIoHA0H, 4T00bI
BCTPETUTCA € nmpeacrasuresieMm areHTcTBa “Red Arrow” Tpeiicu, koTopasi 3aHUMaeTcst
OpraHu3anyed KOMIAHUM 110 NMPOABHKEHHIO NPOAYKTOB M ycayr. Ilpounraiireauasor,
OTBETbTEHABONPOCHI

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?

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.
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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 BblIeJeHHBIMH KYPCHBOM CJI0BA, YTOOBI 3alI0JTHUTH MPONMYCKH B NMPeII10KeHUAX
U3 INAJI0ra, KOTOPbI BbI MPOYUTAJIHN B 3aaHuu 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 Swill 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 — , 06— ,
7- , 8 —

3aganue 3
Corpynnukn arenrcrea “RedArrow”, o KoTOpbIX Bbl 3HaeTe U3 3agaHus 1, pemnan o0CyAnTh
PEKJAMHYI0 KAMIIAHMIO /ISl IPOJABUKEHHS HOBBIX TYPHCTHYECKHUX YCJIYI KOMIIAHUH
“JoysofGermany”. IlpounTaiiTe 1uaJor ¥ BbIOEPHUTE U3 HEr0 HA3BAHMS PEKJAMHBIX CPEIACTB U
MaTepuaioB, KOTOPbIe MOKHO ObLI0 ObI 3aNIMCATH B rpadbl TA0JIUIbI

Print media Online Outdoor Other

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

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

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

Justin. That’s true. Banner ads, on the other hand, would make sense. People often go online to
travel portals like Expedia and Hotwire without knowing where they want to travel to. They just want to
go somewhere for the weekend. Seeing our ads would encourage them to check out Germany.

Tracy. Good point. And what about postcards? I can see those being very effective with a campaign
like this. We could have different themes for different venues: highlight outdoor activities for postcards
distributed in gyms, for example.

Justin. Yes, and postcards are popular among the 18-35 group, which «Joys of Germany» are
targeting. We could also do bus ads in major UK cities.

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

3amanue 4
Bbl BuauTE 1BA CNMCKA CJI0B: COETMHUB O/THO U3 CJIOB NMEPBOIo CMUCKA ¢ OTHUM M3 CJIOB
BTOPOI0 CNIMCKA, BbI MOJYYHTE NPUBbIYHOE /151 MAPKETO0JI0ra CJIOBOCOYeTaHUe. 3aN0JIHUTE
NOAXOASIIIIMMHU MO CMBICJY CJI0BOCOUYETAHUSIMY NMPONMYCKH B MPeIJI0KeHUsIX

[Ipumep: cioBo eye-catchingu3 TEepBOTO CIHCKAa 00pa3yeT CO CIOBOM imagesu3 BTOPOTO CTOJIOIA
CIIOBOCOYETaHUeeye-catchingimages, KOTOpoe MOYHO TOCTaBHTh HAa MeECT€ IPOIycKa, 0003HAYCHHOM
nudpoi.

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
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.

* to advertise

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

7 —

3aganue 5
JJis1 co3n1aHus MOKYNATEJIbCKOr0 CIPOca pa3jinyHblie (PMPMBbI HCIOJIB3YIOT NepeYHcIeHHbIe HUKe
MapKeTHHIOBbIE CTPATETHH.
ConocraBbTeBbICKA3BIBAHUSANIPEACTABUTENeHPUPMCCOOTBETCTBYIOIIUMHITHMBBICKA3bIBAHUAMCT
paTerusimu

a) changeperceptions, b) generateabuzz, c)tohaveanemotionalappeal, d)tohavearationalappeal,
e) rebrand, f) reinforcetheexistingimage.

1. White Noise’s portable music players aren’t popular because they’re the cheapest or even the
most technologically advanced products out there. Rather, they’re popular because, quite simply, people
love them. The new ad campaign should attract people based on how they feel.

2. The advertisements should make a logical argument. Viewers should buy our toothpaste because
it’s scientifically proven to be the best in the industry.

3. We want to get people talking about our product.

4. The ads should transform people’s ideas about Germany.

5. Choritos are currently thought of as a high-fat snack. We need to reinvent our product as healthy
and convenient.
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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.[GHKa «OTJIMYHO» CTaBHUTCs, €CJIN CTyI[eHT HpaBI/IHBHO OTBCTHUJI Ha ABa KOHTpOJIBHBIX BOHpOC& n
MMOJIHOCTEIO 1 0€3 OIIMOOK BEITIOJHMII BCE 3aJaHus.

OI.[GHKa «XOpOI_HO» CTaBHUTCsA, CCIIN CTy,Z[eHT HpaBI/IHBHO OTBCTHUJI HaA KOHTpOJIbHBIC BOHpOCBI, HO
IPY BBIOJIHCHUW 33JaHU CTYACHT JOMMYCTHJI JO YeThIPEX OIIMOOK, OJHAKO MOXKET HMCIPABUTH HX
CaMOCTOSITENTLHO, €CJIH MPEINo/iaBaTeNlb yKa3al Ha 3TH omuOKu. OIEHKa «XOPOII0Y TaKKe CTABUTCS, €CIH
CTYJCHT TPAaBHJIBHO BBITOJHHUI BCE MPAKTHYCCKUE 3aJ]aHUsl, HO HE CMOTI OTBETHTh HAa OJWH M3 JBYX
Hpe,Z[J'IO)KeHHBIX KOHTpOHBHBIX BOHpOCOB.

OreHKa «yJI0BICTBOPUTEIIBHO» CTABUTCS, €CIIU CTYACHT MPABWJIBHO OTBETHJI XOTs Obl HAa OJIMH W3
KOHTpOJ'II:HBIX BOHpOCOB, HO HpI/I BBIITOJIHCHUHN 3a1aHUA ,Z[OHYCTI/IJ'I OT IIATU 10 CEMHU OH_II/I6OK 51 TPYI[OM
CIPABJIACTCS C HCIIPABICHUEM OIIMOOK JaXKe TPU KOHCY/IbTAIMH C MIPEIoIaBaTelieM.

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

8. VYYEBHO-METOJIMYECKOE 1 TH®OPMAIIMOHHOE OBECIIEYEHUE
TACIUTIINHBI

8.1. OcHoBHas quTEpaTypa

Kymmosa, A. K. AHrmuiickuii 361K UIsI MeHEHKepoB U JorucToB (B1-Cl) : y9eOHUK W TpPaKTUKYM IS
By30B / A. K. Kymiosa, JI. A. Kosznosa, 0. I1. Bonsiren ; mox o0mieit penakuueii A. K. Kymiopoi. — 2-¢ u3f.,
ucnp. u gon. — Mocksa : M3aarensctBo FOpaiit, 2025. — 326 ¢. — (Bricmee o6pazoBanue). — ISBN 978-5-534-
18420-4. — Tekcr : oaekTpoHHbi // OOpasoBatenbHas Iuiardpopma HOpaiir  [caiit]. — URL:
https://urait.ru/bcode/560502

Apxunosud, T. II. Anramiickuii a3e1k 171 rymanutapues (B1) : yueOnuk u npaktukym ams By3os / T. L
Apxunosud, B. A. KopotkoBa. — Mocksa : U3natensctBo FOpaiit, 2025. — 746 c. — (Briciiee o6pazoBanue). —
ISBN 978-5-534-17589-9. — TekcT : anekrponnsiii / O6pa3oBarenbHas miardopma FOpaiit [caiit]. — URL:
https://urait.ru/bcode/568709

8.2. [lonotHUTEIbHAS IUTEPATypa

BopobOneBa, C. A. JlenoBoil aHTIUICKUIT s3BIK I TOCTUHUYHOTO OusHeca (B1): yueOHuMK 1yt By30B /
C. A. BopoOneBa, A.B. KuceneBa. — 5-e u3a., uchp. u gom. — Mocksa: WzgarensctBo HOpaiit, 2025. —
192 ¢. — (Beoiciiee ob6pasoBanue). — ISBN 978-5-534-09259-2. — Teker: anekTponHbiii // OOpa3oBarenbHas
miatdopma FOpaiit [caiiT]. — URL: https://urait.ru/bcode/563358

Boponnosa, 0. A. TlpakTnueckuil Kypc pa3sroBOpHOH peur Ha aHTIMiCKOM s3bike. English conversation
practice: yueOnuk s By30B / FO. A. Boponiosa. — Mockea: M3narensctBo HOpaiir, 2025. — 185 ¢. — (Bericiee
oOpaszopanue). — ISBN 978-5-534-15221-0. — Texkct: anekTpoHHbId // OOpa3zoBarenbHas miaardopma HOpaiir
[catiT]. — URL: https://urait.ru/bcode/568055

Tpubynckass, C.A. AHMMHACKUN s3bIK AN u3ydaromux TypusMm (B1-B2): y4ueOHMK 11 By30B/
C. A. TpuOyHckas. — 2-e u3z., mepepad. u mon. — Mocksa: M3gatenberBo FOpaiit, 2025. — 218 ¢. — (Bricmee
obpazoBanue). — ISBN 978-5-534-11310-5. — Texct: snexkrponHsiii // OOpasoBarenbHas miatdopma Opaiit
[catiT]. — URL: https://urait.ru/bcode/564525

BHB/HOTEYHO-
HH®OPMALIMOHHBIIA
LEHTP
2026/2027

8.3. IlporpammHoe obecnieueHne
Microsoft Windows unmnslanexc 360.
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MicrosoftOfficeProfessionalPlus 2019.
GoogleChromemmSnaexcbpaysep.
JInnko.

Runa WFE.

CHO "IIpomereit".

AnylogicPLE.

Project Expert.

CAMO-typareHT.

GreenData.

8.4. IlpodeccuonaibHbIEOA3BITAHHBIX
Directory of OpenAccess Journals (DOAJ) — https://doaj.org/

8.5. UndopmanmoHHble ClIPABOYHbIE CHCTEMbI

WNudopmannonno-cripapouynass cucrema Study-English.info—https://study-english.info/sites-for-
translators.php?ysclid=lhre0o8u61381342920

WudopmannoHHO-CcIIpaBOYHAsl CCTEMa 110 MHOCTPaHHBIM s3bIKaM—https://www.babla.ru

Iouckogvle cucmemvl

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

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

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

8.6. UnTepHeT-pecypcesbl

udposoit obpazoBarenbubiii pecypc IPRsmart—http://www.iprbookshop.ru/
Hayunas snexktponnas 6ubmmorexa —http:// www.elibrary.ru/

[TopTanm OTKpBITBIX TaHHBIX —https://data.gov.ru/

Hayunas snextponnas 6ubnuoreka «Knbepnennnka» —http://cyberleninka.ru/
Hanmonansnas Dnexrponnas bubmmorexka (HOb)—https://rusneb.ru

8.7. MeToauyecKkue yKa3aHUA MO OCBOEHHIO TUCIUIIHHBI

MeToanyeckue yKazaHusi K NPAKTHYECKUM 3aHATHAM

OcCHOBHOE Ha3HAYECHUE MPAKTUYECKUX 3aHSATHH 3aKII0OYACTCA B BHIPAOOTKE Y CTYJCHTOB HaBBIKOB
YTEHUs, IEPEeBO/A, IMOHMMAHUS AaHIJIOSI3BIYHBIX TEKCTOB, INPUMEHEHMs 3HAaHUM TIpaMMaTUKUA JJs
KOMMYHHUKAIIMM B YCTHOM M NHCbMEHHOW (opme. [[ns 3TOro CTyaeHTaM K KaKIOMY NPaKTHUYECKOMY
3aHATHUIO MPEAIAralTcs TEKCThI A YTEHUs, IepeBofa NOOCYXKAEHU, U IPAKTUYECKUE 3aaHUs B BHUJIE
3aJJaHUI K TEKCTaM, a TaKKe rpaMMaTUYEeCKHi MaTepuall U YyIpaXHEHUs Ha 3aKperyieHHe IPaMMAaTUKH.
Kpome Toro, yqactue B NpakTHUECKUX 3aHATUAX MpeanojaracT oTpaboTKy M 3aKpelyieHHe CTyIAeHTaMHu
HaBBIKOB Pa0OTHI C MOy4eHHON HHpOpMaLuei, BeAeHUs AUCKYCCU, cOOeCceI0BaHU U T.1I.

ITpu noAroTOBKE K MPAKTUYECKOMY 3aHSATHIO MOXKHO BBIAEIHUTH 2 JTara:

- OpraHHU3alHOHHBINH;

- 3aKpeIUIeHUE MaTepuaa.

Ha nepBoM 3Tarne cTyIeHT MIaHupyeT CBOI0 CAMOCTOSTENbHYIO PadoTy, KOTOpast BKIIIOYAET:

- YSICHEHUE 3a/laHus JUIsl CAMOCTOSATENIBHOM paboThI;

- MOI00P PEKOMEHI0BAaHHOH JIUTEPaTyphI;

- COCTaBJIEHME IUIaHa PabOThl, B KOTOPOM OIPENENAIOTCS OCHOBHBIE IYHKTBI IPEICTOSAIIEH
MOJITOTOBKH.

CocraBieHue mi1aHa JUCHUIUIMHUPYET U MOBBIIIAET OPraHU30BaHHOCTh B padoTe.

Bropoii sTan BKIII04aeT HEMOCPEACTBEHHYIO TIOJATOTOBKY CTY/ICHTA K 3aHSATHIO.

HauuHaTh Hafo ¢ U3y4eHHs HOBOM JIEKCUKH, a TAKXKE 03HAKOMMTEIBHOTO UTeHUs TekcTa. [lepedeHp
TEOPETUYECKHX BOMPOCOB IO TPAMMATHYECKOH TeMe, Ha KOTOPBIE CTYIEHTHI JOJDKHBI 00paTuTh 0ocoboe
BHUMaHME, ONpeAeiseTcs INpenojaBaTeieM, BeIyLIIMM COOTBETCTBYIOIEE 3aHATHE, M 3apaHee (A0
MPOBE/ICHUSI COOTBETCTBYIOLIETO MPAKTUYECKOTO 3aHATHS) JOBOJIUTCS IO CBEIEHHUS OOYyYarouIuxcs B
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YCTHOM HMIM THCbMEHHOH (opme. ['paMMaTHUECKHE BOIMPOCHI TEMbl OOBIYHO PACCMATPHUBAIOTCA U
3aKPEIUISIIOTCSA HA MPAKTUYECKOM 3aHSATUHU TP BBINOJHEHUN KOHKPETHBIX YIIPaKHEHUMH.

3ajaHus, [NpEACTAaBIEHHbIE IO  KaXAOH TeMe, MMEIOT IPaKTUKO-OPUEHTHPOBAHHYIO
HAIpPaBJIEHHOCTb U MPU3BAHBI MAKCUMAJIBHO MPUOIN3UTE CTYJCHTOB K peajbHbIM YCIOBUSM MPUMEHEHUS
MHOCTpaHHOTO si3bIKa. I10CKOJNIbKY OCHOBHAs 1Lieib 3aJaHHMi 3aKI0YaeTCsl B BHIPAOOTKE y CTYICHTOB
CHOCOOHOCTH TMOHUMATh MUCHMEHHYIO U YCTHYIOMHOCTPAaHHYIO pedb M HAaBBIKOB €€ MPUMEHEHHUS, MpU
pEIIeHNH 3ajaui 00yJaroIIeMycsl [eIeco00pa3HO MPUIEPKUBATHCS CIETYIOIICH CXEMbl JICHCTBUM.

B nepByro ouepenb, CTYAEHTY CIEIyeT TINATEIBHO W3Y4YUTh 3aJaHMS U BBLACINUTH CPEIU HUX
JEKCUYECKH TPYIHBIE MECTa, 3aTE€M OINPENEIUTh KAaKHE TIpaMMaTUYECKUE KOHCTPYKLIMM IOJUJIEKAT
MIPUMEHEHHUIO B JAHHOM CHUTyallMy, TOCJIE Yero JaTh pPa3BEpPHYThIE M IPAMMATHYECKU IPABUIIbHBIC
OTBETHI. BhINMONTHEHNE 3a1aHNUN MOXKET OBITh TPECTABICHO B MMChMEHHOW WK yCTHOU (hopme. B cirydae
BapHaTHUBHOCTH BBIMOJIHEHUS 33/1aHUS ClielyeT 000CHOBATh BCE BOZMOYKHbBIEC BAPUAHTHI.

B cBs13u ¢ 3THM paboTa ¢ peKOMEHIOBaHHOH JuTEpaTypoil obs3arenbHa. Ocoboe BHUMaHUE TpU
3TOM HEO0OXOAMMO OOpaTUTh Ha COJAEpPKAHHE OCHOBHBIX JIEKCHKO-TEMaTHYECKUX TEeM, OOBSICHEHHE
IrpaMMaTH4YE€CKMX HOPM U TpPaBUJI HHOCTPAHHOI'O SI3bIKA, YSICHEHHE INPAKTHUUECKOTO IPUMEHEHMUS
paccMaTpuBaeMbIX IpaMMaTH4YEeCKHX BOIpPocoB. B mporecce 3Toit pabOThl CTYIAEHT OJIKEH CTPEMUTHCS
IOHATh U 3alIOMHUTh OCHOBHBIE IOJOXEHHUS PACCMaTpPUBAEMOIO IPAMMAaTHUYECKOTO U JIEKCUYECKOTO
MaTepuaia, IpuMephbl, MOSCHSIOUINE ero, pa300paThCs B 3a/1aHUSAX.

3akaHYMBaTh IOJATOTOBKY CIIEAYET COCTAaBJICHHEM IUlaHa (MEpPEeYHs OCHOBHBIX ITYHKTOB) IIO
u3ydaeMoMy Matepuainy (Bompocy). Takoil miaH MO3BOJISIET COCTAaBUTh KOHIIEHTPUPOBAHHOE, CIKATOE
IIPEICTAaBICHHE 110 U3yYaeMbIM BOIIPOCAM U CTPYKTYPUPOBATh U3yUYEHHBIH MaTepHall.

B cTpykType mpakTH4ecKOro 3aHATUS TPAJAULMOHHO BBIACISIOT ClEIyIolIue dTambl: 1)
OpraHU3aIMOHHBIN 3Tal, KOHTPOJIb MCXOJHOTO YPOBHS 3HaHUN (0OCYXIEHHE BOMPOCOB, BO3HUKIIUX Y
CTYJEHTOB MPU MOJATOTOBKE K 3aHITHIO; 2) UCXOJHBIA KOHTPOIb (TECThI, OIPOC, MPOBEPKA MHUCHbMEHHBIX
JOMAIIHUX 33aJaHuid W T.J1.), KOPpeKUHWs 3HAHUWA CTYyAEHTOB; 3) oOyuarommii 3Tan (TpeabsBICHUE
QITOpUTMA pElIeHHs 3aJaHHi, WHCTPYKUUN MO BBIOJHEHUIO 33/IaHWM, 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 BBIMOJIHSIOT OJIHY U TY ke padoTy;

* IPYMIIOBast — OZIHA U Ta K€ paboTa BBHIOJIHIETCS TPYIIIAMH U3 2—5 YeNOBEK;

* UHAUBUAYaIbHAs — KQXbIM CTYACHT BBINOJIHAET HHAUBUAIYAIbHOE 3a/I1aHHE.

Dopmbl npakmuuecko2o sauamus: 1) TpaauLUMOHHAs (YTEHHE U TEPEBOJ TEKCTOB, OOCYXKIEHHE
CHOPHBIX BOIPOCOB MEPEBO/IA, IPOBEAEHUE YCTHOTO ONPOCa CTYJA€HTOB, MOHOJIOTHYECKUE BBICKA3bIBAaHUS
CTYJICHTOB; 2) HUHTEPAKTUBHAS (COCTABJICHUE AUAJIOTOB, IUCKYCCHH, POJIEBLIC UTPHI).

Humepaxkmusnvle ¢opmvl npakmuuecko2o 3auAMUACTYKUT s KOJJIEKTUBHOM OTpabOTKH
JEKCUYECKOr0 M TIpaMMarudeckoro wmarepuana TeM. C 3TOMl 1enblo MpenojaBaTelleM CTYIEHTHI
pa3buBaroTcs Ha paboure rpynmbl B cocTaBe He Oojee 3 YelloBEeK U UM IMpeJiaraeTcs COCTaBUTh pacckas,
O3BY4YHTb (HJIbM, NEPEBECTH BHU3YyaIbHYIO HOBEJUIYy WJIM TNPOBECTH DPOJIEBYIO HUIPY, WMHUTHPYIOIIYIO
YCTHYI0O KOMMYHHUKALIMIO Ha HMHOCTPAaHHOM s3bike. [lo OkoHuYaHMM paboThl B TpyMIe CTYACHTHI
NPE3CHTYIOT TOJIy4eHHBbIE pe3yibTaTel. B pesynbraTe ywyacTus B paboTe B TpyNmax CTyIACHTaMHU
0TpabaThIBAIOTCS HAaBBIKM KOMMYHUKAIlUM B YCTHOM (opMe Ha HWHOCTpAaHHOM S3bIKe, OOMeHa
uHpopMalKell Ha HHOCTPAHHOM S3bIKe, a TaKKe MPO(EeCCHOHANBHO 3HaYMMbIe HABBIKU B3aUMOACHCTBUS
C IpYrUMH JIMLlaMu B GopMe COTPYTHUYECTBA, aKTUBHOT'O CIIYILIAHUS.

B Tedenue 3aHATHA CTYACHTY HEOOXOJMMO BBIIOJHUTH 3a/laHMs, BbIIaHHBIC MpENnojaBaTesieM,
BBITIOJTHEHNE KOTOPBIX 3aYUTHIBAETCS, KaK TEKyIlasi paboTa CTy/IeHTa.

OnvH U3 BaXHBIX BUAOB pabOTHl Ha MPAKTHUECKUX 3aHATUSAX — nepesod mekcma. CylecTBYIOT
pasHble BUJbI MEPEBOAOB (YCTHBIE, MHUCbMEHHbIE, TEXHUYECKUE, JTUTEPATYpHbIE), HO OOIIME MPUHIIMIIBI
IepeBojia BCera OHH U TE )KeE.

[Ipu mepeBoae TekcTa mnepes CTyJeHTaMH BCTaeT HECKOJIbKO Mpo0eM: He3HaHHE 3HAUCHHUS CJIOB U
NpaBUJI TPaMMaTHUKH, HEOOJBIION 3amac CHHOHMMOB, CTpax nepen O0onpmuM o0beMoM TekcTa. Ilpomecc
[IEPEBOA JIETUTCS HA YCIOBHBIE 3TAIBI.
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1. Ins Hayana HY>XHO NEPEBECTH Ha3BaHME, IPOUYUTATh MCXOIHBIM TEKCT OT Hayajia A0 KOHLA U
MOTBITATHCS MPU ATOM YJIOBHUTH, O UEM HJET PEUb.

2. 3areM HaYMHAETCS 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, JTy4IIe 3aIOMHUTD UX.

Eie onHa c10%HOCTh BOZHHUKAET ¢ BEIOOPOM 3HaueHusl. OCHOBHAs, 4acTo ynoTpedsemas JeKCUKa,
KaKk TMpaBWIO, MHOTO3Ha4yHa. B TakoMm ciydae B clioBape depe3 3amsaTyl WM oA Iudpamu
MEPEYUCIISIIOTCSl OCHOBHbIE 3HaueHus. Hukorga He HY)XKHO OCTaHABIMBATHCS HAa MEPBUYHOM 3HAUCHUH.
Heo0xo1uMo y4UTHIBATH KOHTEKCT, B KOTOPOM MOTYT aKTyaJTU3UPOBAThCS BTOPUYHBIC 3HAUCHUSI.

He HyXHO mepeBOUTH TEKCT AOCIOBHO, BEPHOCTH O0IIEMY CMBICTY (hpa3bl BaKHEE«OYKBATH3MAaY.
Pesynprar mepeBosa AOKEH OBITH MOHSATEH HOCHUTENIO PYCCKOTO $I3bIKA, YUTATHCS KaK XOPOIIUH
PYCCKOSI3BIYHBIA TEKCT, JaKe€ €CIIM MPU ATOM MPUIETCS OTCTYNHUTh OT JOCIOBHOW TOYHOCTU. B To ke
BpEMS TIEPEBO/I€ HE JOKHO OBITh BBITyMaHHBIX, IPOU3BOJIHHO BBEIEHHBIX ()PAarMEHTOB.

Ba)xHO NMOCTOSIHHO TONIB30BAaThCS Pa3sHBIMU TUIIAMH clloBapei. B akTuBe nOKEeH MMEThCs He
TOJIBKO TE€3aypyC, COIAEP)KALUIl 3HAUYEHUs OTIENIbHBIX CJIOB, HO M TOJKOBBIM CIIOBapb, CJIOBaph-
CIPaBOYHHK, CIIOBapb CHHOHUMOB M aHTOHHMOB, Pa3rOBOPHBIN CIOBaph, TEPMUHOJIOTUYECKUH, CIIOBAph
COKpaIlleHUH, TPYyJHOCTe M MHOTHE JApyrue, TeM Oojiee 4TO B HAcTosIIee BpeMsi padoTa ympoIliaeTcs
HaJIMYMEM DJIEKTPOHHBIX CIOBapei.

MeToanuyeckne yKka3aHus JJis1 BbITNIOJTHEHHS CAMOCTOSITEIbHOM PadoThI

CamocTosiTenpHast paboTa CTYACHTOB 3aKJIFOYAeTCs:

1) B caMOCTOSITETLHOM M3YYCHHH JICKCUKO-TPaMMAaTHUECKOW TeMbI (YT€HHE, TIePEBO/I, MOATOTOBKA
K YCTHOMY OIIPOCY); 2) B CUCTEMATU3ALMU U 3aKPEIJIEHUH TIOJyYEHHBIX 3HAHUIN ITOCPEICTBOM IEpecKasa
TEKCTOB W B TMOATOTOBKE K JHCKYCCHH IO TeMme;3) B YIIyOJEHHOM H3YYCHHH T'PaMMaTHYECKOTO
Marepuaia ¢ UCIOIb30BAHUEM PEKOMEH/I0BAHHOU JTUTEPATYPHI.

CamocrosiTennbHasi  BHEAyAWTOpPHAss  pabOThl  CTYAEHTOB —O3TO  MPOJOHKCHHE  HU3y4YEHUS
FpaMMaTI/I‘-IeCKOI‘O U JICKCHUYCCKOI'O MaTepI/Iana JOUCHUIIJIIMHBI B LCJIAX pa3BI/ITI/II/I HaABBIKOB YTCHUA,
MepeBo/ia, a TAaKK€ YCTHOW M MUChMEHHONW KOMMYHMKAIIMA Ha WHOCTPAHHOM s3bIKe. | J1aBHas 3amava —
HpO‘II/ITaTB nu HepeBGCTI/I JOIIOJIHUTCIBHBIC TCKCTHI, coz[epxcaHHe KOTOpBIX CBA3aHO C HpOI\/'II[eHHOI\/'I Ha
MPEABIAYIIEM MPAKTUYECKOM 3aHSATUHM TEMOW, a TakKe JOMOJHHUTH 3HAHUS B 00JIACTU TPAaMMATHKHU C
IIOMOIIIBIO I/I3Y‘-ICHI/I$I y‘~I€6HI/IKOB, HpI/IBeI[eHHBIX B CIIHUCKax OCHOBHOfI 148 I[OHOJIHHTCJIBHOﬁ JII/ITepaTypBI.

Meroanyeckue yKa3aHus 10 NOATOTOBKE K YCTHOMY OIIPOCY

YCTHBIH ONpoc MPOBOAUTCS B HWHAMBUAYAIbHON (opMe Ha NMPAKTUYECKUX 3aHSITUSX, SIBISETCS
(dhopMOil TEKyIero KOHTPOJSI YPOBHsSI OCBOCHHs y4eOHOUW TeMbl. [1oIroToBKa K OMpOCYy MPOBOAMUTCS B
X0JIe CAMOCTOSITENIbHON pabOThl CTY/IEHTOB U BKJIIOYAET B c€0sl MOBTOPEHHE MPOIIEHHOTO MaTepuaia mo
BOIIpOcaM Mpezcrosuiero ompoca. Kpome oOcCHOBHOro Marepuana, CTYAEHT JOJDKEH H3Y4MTh
JIOTIONIHUTEIBHYI0O PEKOMEHJIOBAHHYIO JIUTEpaTypy W HMHQOpPMAIMIO IO TeMe, B TOM YHCIE C
ucnons3oBanueM MHTepHeT-pecypcoB. B cpenHem, IOATOTOBKA K YCTHOMY OIPOCY IO OJHOMY
MIPAKTUYECKOMY 3aHATUIO 3aHMMaeT OT 2 J0 3 4YacoB B 3aBUCUMOCTH OT CIIOXKHOCTH TEMBI H
0CcOOEHHOCTEH OpraHu3aliy CTYIEHTOM CBOECH CaMOCTOSTEIbHON paboThl. Onpoc mpeanogaraeT yCTHBIN
OTBET CTYJIEHTa HAa OJUH OCHOBHOM M HECKOJBKO IOMOJHUTENBHBIX BOIIPOCOB mpenonaBarens. OTeer
CTY/IEHTa JIOJDKEH MPEACTaBIATh cO00i pa3BEPHYTOE, CBA3aHHOE, JOIMYECKH BBICTPOCHHOE COOOIIECHUE
Ha aHIVIMKMCKOM s3bIke. [Ipyu BBICTAaBIIEHHH OLEHKH MPENOAABaTENb YUYUTHIBAET NMPABUIBHOCTh OTBETA MO
COJIEpPKAHUIO, €ro IMOCIEA0BATEIBHOCTh, YMEHUE TPAMOTHO CTPOUTh PEUb HA AHIVIMMCKOM S3BIKE, B TOM
YHUCJIE C UCIIOIb30BAHUEM JIMHTBUCTUYECKOW TEPMUHOJIOTHH.

MeTtoauyeckue yKkazaHus 10 NOATOTOBKeE K TECTHPOBAHUIO
BrimmonHeHne TECTOBBIX 3aI[aHHﬁ nmpeaoCTaBIsACT CTYACHTAM BO3MOXHOCTH CaMOCTOATCIILHO
KOHTPOJIMPOBATh YPOBEHb CBOMX 3HAHUM, OOHAPYKUBATh MPOOENbI B 3HAHUSAX U MPUHUMATh MEPHI M0 UX
JIMKBUAAIIUN. d)opMa HU3JI0OKECHHUSA TCCTOBBLIX 3aHaHHﬁ MO3BOJIACT 3aKPCNIUThL U BOCCTAHOBUTH B IMAMATHU
nmpoWaeHHbId Matepuan. Jyis ¢hopMHpOBaHMs 3aJaHU MCIOJb30BaHA KaK 3aKPBITasi, TAaK M OTKPHITas
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(bopMa. y CTy,Z[GHTa €CTh BO3MOXHOCTH BBI60pa HpaBI/I.HBHOI‘O OTBE€TA HJIN HCCKOJIBKUX HpaBI/IJIBHBIX
OTBETOB M3 YHUCJA MPEII0KEHHBIX BapUAHTOB. J[J11 BBIMOJHEHUS TECTOBBIX 3aJaHUM CTYJIECHTBI JOJKHBI
U3YYUTh TpaMMaTHUECKUH Marepuajg IO TeMe, COOTBETCTBYIOUIME pa3zeibl Y4eOHHKOB y4eOHBIX
MocoOuii.

Ecnan xakume-To BOMpPOCHI BBIHECEHBI MPENOAaBaTEIeM Ha CaMOCTOATENbHOE H3Y4YEHHUE, CIIEIyeT
oOpaTuThcs K Y4YeOHOW JUTEepaType, PEKOMEHIIOBAHHOW IMpEnojaBaTeieM B KadeCTBE HCTOYHUKA
CBCJICHUM.

Meroanyeckue yKasaHus 0 MOATOTOBKE K IPOMEKYTOYHOM aTTecTauuu B opMme 3a4era
3ager — ¢opmMa MPOMEKYTOUHOH aTTECTAIluH, 3aJa4ed KOTOPOTO SIBIICTCS KOMILJIEKCHOE OIICHKA
YPOBHEH TOCTH)KEHHUS TNITAHUPYEMBIX Pe3YJIbTaToB 00yUYEHUs M0 AUCLUILIIMHE.
3a4yeT MpOBOAUTCA 3a CUET YaCOB, OTBEAEHHBIX HA N3YUYEHNE COOTBETCTBYIOIEH TUCUUIIINHBI.
[Tponiemypa mpoBeneHUs] JAHHOTO OIICHOYHOTO MEPOIPUSATHUS BKIIIOYAET B CeOsl: OLEHKY PE3yIbTaToB
TEKYILETro KOHTPOJIS YCIIEBAEMOCTH CTY/IEHTA B TEUEHHUE Meproia 00yueHHs 10 TUCLIUITIINHE.
I[JBI MOJIYUCHHA 3a4CTa HGO6XOI[I/IMO HUMCTL OLICHKHU, IMOJYUYCHHBIC B paMKax TCKYIICTO KOHTPOJIA
YCIIEBAEMOCTH, 10 KaXI0U TeMe, TPEAYCMOTPEHHOM TUCIHUILIMHOM.
B xputepun HTOroBoii OLIEHKH YPOBHS MOATOTOBKH O0YYaIOIIErocs MO AUCIHUIIMHE BXOJAT:
- YPOBEHb YCBOEHHSI CTY/IEHTOM Marepuaia, IpeayCMOTPEHHOro pabouel mporpaMMoii;
- YPOBEHb IPAKTUYECKUX YMEHHUH, IPOAEMOHCTPUPOBAHHBIX CTYIEHTOM IIPU BBIIIOJIHEHUU
MPaKTUYECKUX 3aJaHU;
- YPOBCHb OCBOCHHA KOMHCTCHHHﬁ, MO3BOJIAIONINX BBIITOJIHATDL MPAKTUYCCKUC 3a1aHUS;
- JIOTMKa MBIIIUIEHUS,, 000CHOBAaHHOCTh, YETKOCTb, TOJTHOTA OTBETOB.

Metoanyeckue yKa3zaHusi 0 MOAr0TOBKE K MPOMeKYTOYHOM arTecTauuu B opmMe IK3aMeHa

[Ipu moaroToBke K SK3aMeHY HEOOXOOUMO MOBTOPUTH C MOMOIIbIO PEKOMEHJOBAaHHOW JIUTEpaTyphl
BCE pazziensbl (TeMaM) AUCIUILIAHBI.

Ha sk3aMeHe CTyIeHT AOKEH MOATBEPIUTh YCBOEHHE y4eOHOro Marepualna, MpeayCMOTPEHHOTO
paboueil mporpaMMoil AUCIUIUIMHEL, & TaKKe MPOJEMOHCTPUPOBATh MPUOOPETECHHBIC HABBIKM aJlalTalluN
MOJTyYEHHBIX TEOPETUUECKUX 3HAHUN K CBOEH Mpo(ecCHOHANBHOM AesITeNbHOCTH, B TOM YHCJe B 00JIacTH
MEXKYIBTYPHOW KOMMYHHKAIIMU. DK3aMEH MPOBOAUTCSA B (hOpME YCTHOTO COOECEelOBaHME IO THUTIOBBIM
BOIMpOCaM JUIsl DK3aMEHa U BBINIOJHEHUS MPAKTHUYECKUX 3aJaHUM, KOTOpble M0 (opMe HE OTIUYAIOTCA OT
MPAKTUYECKUX 3aJaHUM, BBIIOJHEHHBIX CTYAEHTAaMH B TEUYEHHE TPHUMECTpPA, HO XapaKTEpU3YIOTCA
MTOBBIILIEHHON CIOKHOCTBIO.

9. MATEPHAJIBHO-TEXHUYECKOE OBECIHHEYEHUE JUCIUIIJIMHBI

Jlnst peanu3anuy JUCUUIUTUHBI TPEOyeTCsl CIeayIollee MaTeprualbHO-TEXHUIECKOe 00ecIIeyeHue:

- JUIS TIPAKTHYECKHUX 3aHATUN — ydeOHas ayquTOpHs, OCHAIIEHHAs 00OpYIOBaHUEM M TEXHHUECKHUMH
CpelncTBaMu 00y4YEHUsI.

- JUIS TIPOMEXYTOYHOW arrecTalud — ydeOHas aylnuTopus, OCHAIIEHHAs OOOpYyIOBaHHUEM H
TCXHUYCCKUMHU CpC,Z[CTBaMI/I o6yquH${.

Jis  caMOoCTOSTEeNbHOM  paOOTHI:  MOMEIIEHHWE, OCHAIICHHOE KOMITBIOTEPHON TEXHHUKOH C
BO3MOXKHOCTBIO TIONKIIOUEHUS K cetu «VHTepHeT» W o0ecledeHneM JOCTylma K O3JIeKTPOHHOM
MH()OPMAITMOHHO-00Pa30BaTEIBHOMN Cpefie OpraHu3allnu.

10. OCOBEHHOCTH OCBOEHU JMCIMTIJIMHBI IMIMAMHU C OI'PAHMYEHHBIMH
BO3MOKHOCTSAMM 310POBbA
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OOyyaromuMcsi ¢ OrpaHMYCHHBIMH BO3MOXKHOCTSMHU 3JI0POBbsI TPEAOCTABIIAIOTCS CIELUAIbHBIC
y4eOHMKH, y4eOHble TOCOOMS W NUIAKTHUYECKUE MaTepHalibl, CICIUATbHBIE TEXHUYECKHE CpEACTBa
o0y4yeHHus KOJJIEKTUBHOIO M HMHIUBHUAYaJbHOTO TOJNB30BaHMs, YCIYIM AacCUCTeHTa (ThIOTOpA),
OKa3bIBAIOIIETO  OOYyYaIOIIUMCSI ~ HEOOXOAMMYIO  TEXHHUYECKYH)  TIOMOIIb, a TaKkKe  YyCIyIH
CYPIOIIEPEBOTUMKOB U TU(IIOCYPIOTIEPEBOTIUKOB.

OcBoeHuE AUCIUTUIMHBI OOYYAIOIIIMHUCS ¢ OTPAHMYEHHBIMU BO3MOKHOCTSIMU 3/I0POBBSI MOXKET OBITh
OpPraHU30BaHO COBMECTHO C IPYTMMHU OOYYAIOIIUMHUCS, a TAK)KE B OTJEIBHBIX TPYIINaXx.

OcBoeHHE JNUCHUIUIMHBI  OOYYAIOIIUMHUCS C  OTPAHMYCHHBIMH  BO3MOXKHOCTSIMHU  30POBBS
OCYILIECTBIISIETCS C YUETOM OCOOCHHOCTEN MCUXO(PU3UUECKOTO Pa3BUTHSI, MHANBUIYAIbHBIX BO3SMOKHOCTEH
Y COCTOSIHUSI 3JOPOBBSL.

B nensax 1octynmHocTH mofydeHus BbICIero 00pa3oBaHus 1Mo 00pa3oBaTeIbHONM MPOTrpaMMe JINLAMHU C
OrpaHUYEHHBIMU BO3MOXKHOCTSIMU 3/I0POBBSI PH OCBOCHUU JTUCIUTLTNHBI 00€CIIEYHBACTCS:

1) n7st UL ¢ OrpaHUYEHHBIMU BO3MOXKHOCTSIMU 3/I0POBBSI 110 3PEHUIO:

— MPUCYTCTBUE THIOTOPA, OKA3BIBAIOIINN CTYIECHTY HEOOXOIUMYIO TEXHHUYECKYIO MOMOIINb C y4ETOM
MHAMBUYaTbHBIX OCOOCHHOCTEHM (IIOMOraeT 3aHATh paldodee MECTO, IMEPEeIBUTAThCS, MPOUYUTATh U
oopMuTh 3a1aHNE, B TOM YHCIIE, 3aITUCHIBAS MOJT JUKTOBKY),

— IUCbMEHHbBIE 3a/laHusl, a TakKXKe MHCTPYKIUH O TOpSKE HUX BBIIOJIHEHUS O(QOPMIISIOTCS
YBEIIMYECHHBIM HIPUPTOM,

— CTIeNMATIbHBIC YICOHUKH, y4eOHBIC MOCOOMS W AMIAKTUYECKHUE Marepuaibl (MMEIOIIHe KPYIHBINA
mpUQT WK ayaruodaiiisl),

— MHIUBUIyaJIbHOE paBHOMEPHOE ocBelieHne He MeHee 300 Jrokc,

—pU HEOOXOJMMOCTH CTYACHTY JUIS BBITIOJHEHHUS 3aJaHUs TPEIOCTABISCTCS YBEINIHBAIOIIECE
YCTPOWCTBO;

2) A7 AT ¢ OTPAHUYEHHBIMU BO3MOXKHOCTSIMU 3/I0POBBSI 110 CITYXY:

— MPHUCYTCTBUE aCCUCTEHTA, OKA3bIBAIOIINNA CTYICHTY HEOOXOAUMYIO TEXHUUYECKYIO TIOMOIIIb C YYETOM
WHMBUYaTbHBIX OCOOCHHOCTEH (IIOMOTaeT 3aHsATh padodee MECTO, IMEePEIBUTATHCS, IMPOYUTATh U
oopMuThH 3a/1aHNE, B TOM YHCIIE, 3aIIUCHIBAs MOJ AUKTOBKY),

— o0ecreunBaeTCcsl HAIMYKME 3BYKOYCHUJIMBAIOIICH ammaparypbl KOJUICKTHBHOTO MOJB30BAaHUS, IPH
HEOOXOMMOCTH OO0y4arolIeMyCsl TMPEOCTABISETCS 3BYKOYCHJIMBAIOIIAs arraparypa WHAMBUIYaTbHOTO
MOJIb30BAHUS;

— obecreunBaeTcs HaIJIeKallMMU 3BYKOBBIMHU CPE/ICTBAMH BOCIIPOU3BEIeHUS HH(OpMAIIUH;

3) s JTUIl ¢ OTPAaHUYCHHBIMH BO3MOXKHOCTSIMH  3I0OPOBbBsl, WMEIOIIMX HAPYIICHUS OIOPHO-
JIBUTaTeIbHOIO anmapara:

— MACHMEHHBIC 3aJ]aHHsI BBIMOJHSAIOTCS Ha KOMIIBIOTEPE CO CIEHUATH3HUPOBAHHBIM TPOTPAMMHBIM
o0ecreyeHrneM Wi HaJJUKTOBBIBAIOTCATHIOTOPY;

— T10 JKEJIAHUIO CTYACHTA 3a/IaHUsI MOTYT BBITIONHSTHCS B YCTHOH (popme.
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