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1. EJIM OCBOEHUA JUCHUITJINHBI

Henu yyeOHOM nucuuruinnabl « MHOCTpaHHBIN S3bIK EIOBOTO U MPO(HECCHOHATBEHOTO OOIIEHUS» —
oOydeHHe TMPaKTUYECKOMY BIAQJCHUIO JCJOBBIM AHIJIMMCKUM SI3BIKOM, TIO3BOJISIONIUM MarucTpam

3¢ (}HEeKTUBHO OCYIIECTBISATh MAapPKETHHTOBYIO JEATEIbHOCTb,

BCCTU KOMMYHHUKAIWIO C JOCJIOBBIMU ITapTHEPaAaMHU W KIHMCHTAMH,

MIPOJBMKEHHIO MPOAYKTa CBOEH MpodeccnoHalbHOM cdepsl.

paboTaTth ¢ 3apyOeKHBIMU JOKYMEHTAMH,
a TakKe pelarb 3aJadyd 110

2. MECTO JUCHUIIJIMHBI B CTPYKTYPE OOII

Z[I/ICI_[I/IHJ'II/IHa ((Me)KKy.]'IBTypHBIe KOMMYHHKAllUKM Ha HWHOCTPAHHOM  A3BIKC)

OTHOCUTCA K

oOs3aTenbHON yacTH Ooka 1 «/uctmmmuas (Mmoxynn)» b.1.5.4 OITOIL

MOJ1yJIH, IPAKTUKH)

[IpenmecTByronye AUCUUIIINHBI (KypCHI, [Tocneayromue TUCUUIIIHHBI (KYypChl, MOLYJIH,

IIPAKTHKH)

KoMMyHHKATHBHBIE TEXHOJIOTHH
B3aMMOJICHCTBHS B chepe cepBHCa

3.JIVIAHUPYEMBIE PE3VYJIBTATBI OBYYEHMUS 110 JUCIUITJIMHE

Kon v HaumeHoBaHue Koa u uHaukaTop(MHAMKATOPHI)
KOMIIeTeHIIM U JocTukeHNs KOMIIETEeHIIUH

Pe3yabTaTrbl 00yyenust

YK-4.Cnocoben mpumensits| Y K-4.1. OcymiectBisier

COBpPEMEHHBIC poeCCHOHATIBHYIO
KOMMYHHKATHBHBIC KOMMYHHKAIIIO B
TEXHOJIOTUH, B TOM YHCJI€ | COOTBETCTBUU C

Ha HHOCTPAHHOM (bIX) MOTPEOHOCTSAMH COBMECTHOM
s3bIKe (ax), A JeSITeNIbHOCTH, BKIIIOUasi OOMeH
aKaJIeMHU4eCcKOro 1 uHpopManuen 1 BbIpabOTKy
po¢eCCUOHATBHOTO €IMHOM CTpaTeruu
B3aUMOJICHCTBHS. B3aUMOJICHCTBHSL.

3HaeT COBpEMEHHBIC CPEIICTBA
KOMMYHHUKATHBHBIX TEXHOJIOTHIA B
IKOHOMHUYECKOH JeSITeIIbHOCTH.
YMeeT BeCcTH aUajior, BKIOYas 0OMeH
uHbopMalueil 1 BIpabOTKy eTUHON
CTpaTeruy B3aUMOICHCTBUSL.

Buameer nmpakTHYECKMMH HAaBBIKAMU
WCIIOJIb30BAHUS COBPEMEHHBIX
KOMMYHHUKATHBHBIX TEXHOJIOTHH.

YK-4.2. OcymiecTBisieT
poeCCHOHATBHYIO
KOMMYHHUKAIIHIO B
COOTBETCTBHUM C
NOTPeOHOCTAMU COBMECTHOM
JIeSITEILHOCTH, BKIIIOYast OOMeH
nHpopManmen 1 BEIpabOTKy
€IUHON CTpaTeruu
B3aUMOJICHCTBUS Ha
MHOCTPaHHOM (BbIX)s3bIKe(ax).

3HaeT SA3BIKOBOI MaTepHall (JEKCHUECKUE
€IMHUIIBI M TPaMMaTUYEeCKHe
CTPYKTYPbI),HEOOXOIUMBIH IS
aKaJIeMUYeCKOTo 1 Mpo(ecCHOHANIBHOTO
B3aUMOJICHCTBUS

YMeeT BECTH 3aIMCh OCHOBHBIX MBICIICH H
(akToB (M3 ayAMOTEKCTOB U TEKCTOB JJIS
YTEHMUSI), 3aIIUCh TE3UCOB YCTHOTIO
BBICTYIIJICHUS / TUCbMEHHOT'0 JI0KJIaa Mo
n3ydaemoi npobieme;

Buaageer rpaMmmaTHYeCKUMU U
JEKCHYECKUMH KaTErOpHsIM U H3y4aeMOoro
(pIX) HHOCTPAHHOTO (BIX) SI3bIKA (OB).




4. OFBEM JIUCIATLIIMHBI U BUJIbI YYEBHOM PABOTbHI

OOmmumii 00beM TUCIHUIUIMHEI COCTABIIIET 6 3aUeTHBIX eAUHMII, 216 akageMUIeCKHX YacoB.

Ounas popma o0yuenust

Bun yueGHoM paboThI Bcero yacos Tpumectpsl

2 3
KonTtakTHasi pa6orta (Bcero) 24,5 10 12,5
B TOM YHUCIJIE:
1) 3anatus cemuHapckoro tuna (I13) 22 10 12
U3 HUX
— npaktuueckue 3ausatus (I1P) 22 10 12
2) rpynnoBble KOHCYJIbTALUU 2 2
3) NIpOMEXKyTOYHAS aTTeCTAIUs 0,5 0,5
CamocrositesibHas padora (Bcero) (CP) 191,5 98 93,5
B TOM YHUCIJIE:
— CaMONOJITOTOBKA 165 98 67
— IIOATOTOBKA K aTTECTALlUU 26,5 26,5
OOmmmit 00BeM, Yac 216 108 108
dopma NPOMEKyTOUHOU aTTecTalluu 3auer 9K3aMeH

3aounas popma 00yueHuUs

Bun yueGHOM paboThI Bcero gacos TpumecTpsl

2 3
KonrakTHasi pa6ora (Bcero) 12,8 4 8,8
B TOM YHUCIJIE:
1) 3anatus cemuHapckoro tuna (I13)
U3 HUX
— npaktuuyeckue 3ansatus (I1P) 12 4 8
2) IpOMEeXYTOUHasl aTTeCTalus 0,8 0,8
CamocrositenbHas padora (Bcero) (CP) 203,2 100 103,2
B TOM YHCIIE!
— CaMOMNOJIrOTOBKA 191 100 91
— IIOATOTOBKA K aTTECTAIUN 12,2 12,2
OOmmit 00BeM, Yac 216 104 112
PopMa MPOMEKYTOUHON aTTECTALUN 3a4eT JK3aMEH

5. COAEPKAHUE U CTPYKTYPA JTUCIUIIJIMHbI

5.1. Conep:xkanue TUCHUNIMHBI

No paznena | HaumeHoBaHue paznena (TeMbl)
(Temsr)

Coneprxanue pazzuena (TEMbI)

1 Introduction to marketing and
business process management
(BBenenue B MapKeTUHT U
yIpaBjeHHe OM3HEC-TIPOILIECCaMM )

3HAKOMCTBO ¢ TpoecCHoOHaATBPHBIMU TEPMUHAMH U
pEUEBBIMH KOHCTPYKIIUSMHU, KOTOPbIE HEOOXOAMMBI
JIUIS. OMMCAaHUsI OCHOBHBIX JOJDKHOCTHBIX
00s13aHHOCTEH NI, Y4acTBYIOIINX B
MapKETUHTOBOM JESITEIbHOCTH, BUIOB ITOMI

4




JESITeTbHOCTH, KOPIIOPATUBHBIX IIEHHOCTEH.
BBenenue B akTUBHBIN CIIOBapHBIN 3armac 3HAYMMBbIX
Jutst chepbl 00CTYKUBAHUS CIIOBOCOYCTAHUIA,
CBSI3aHHBIX ¢ TTOHsATHEM «brandingy: brand
awareness, brand equity, brand extension, brand
identity, brand image, brand loyalty, brand name,
derived brand, off-brand.

Finding the client (ITouck knuenTa)

PaccmoTpenue ciioB TeMaTHueCKON TPYIIIBI
«KJIMEHTHI U TIOKYTIATEIIN, 3HAKOMCTBO C
OCHOBHBIMHU METOJ[AMU MapKETHHIOBBIX
WCCJICIOBAHUI WHTEPECa MOTCHIIMATBLHBIX
KJIIMEHTOB: postal survey(rmouToBsliii orpoc), online
survey (onnaitH ompoc), individual interviews:
focus groups and street interviews
(MHIMBUIYalTbHOEC UHTEPBBIOMPOBAaHUE B (DOKYC-
rpynmax v yIndHbIe HHTEPBbIO), telephone survey
(TenedonubIt onpoc), panel survey (maneapHOE
uccaenosanue), feedback forms (vcnonp3oBanme
dbopM 00paTHOI CBs3M), pre-testing
(mpenBapUTEIIbHOE TECTHPOBAHUE).

Planning a marketing strategy
(ITnanupoBaHUEe MapPKETUHTOBOM
CTparerun)

[Tony4yeHue cTyaeHTaMl HaBBIKOB MAPKETUHTOBOTO
ianupoBanust: analysis of competitors (aHanu3
paboThl KOHKYPEHTOB), benchmarking
(6eHUMapKUHT — aHAJIU3 STAIOHHBIX ITOKa3aresei),
situation analysis (CHTyallMOHHBIN aHATN3),
implementation (peanu3anus 1miaHa) — u
MIPUHIIMIIOB ONMCAHUS TAKOTO TUTAHUPOBAHUS HA
AHIJIUIICKOM sI3bIKE. AHAIIN3 aHTJIOSI3BIYHBIX
nonsituid: channels of distribution of product
(kaHaIBI pacIpoCTpaHEeHUs MPOAYKTa), product
promotion (IIpoABMKEHUE MPOIYKTA), logistics
(;moructuka), public relations (cBsi3u ¢
oOuiecTBeHHOCTHI0). [IpakTHueckas padboTa 1o
HANMCAHHIO TUMOBBIX JEOBBIX MHCEM.

Creating materials for product
promotion (Co3nanue MaTepuasoB
TUTSL TIPOJIBMYKEHUSI TIPOTYKTA)

N3yuenue npouecca co3ianusi oObsIBICHUH, Ipecc-
PENu30B, PEKJIAMHBIX MaTepHalioB, HEOOXOIUMBIX
JUTSI IPOJIBUKEHUS TPOAYKTa. PaccmoTpenue
IpoLecca OpraHu3alui KOMIIAaHUH T10
(hOpMHUPOBAHUIO TTO3UTUBHOTO UMHUKA (PUPMBI Ha
IIPUMEpE TYPUCTUUYECKOTO ar€HTCTBA.
AKIIEHTUPOBaHME BHUMaHUS Ha HallMOHAJIbHBIX
KYJBTYPHBIX OCOOEHHOCTSIX, KOTOPBIE CIIETyeT
YUUTHIBaTh BO BpeMs pabOThI IO MPOABHKEHUIO
IIPOAYKTa. AKTUBU3ALINAS B PEUU CTYJEHTOB
CUHTAKCUYECKUX KOHCTPYKIIUI aHITIMIICKOTO SI3bIKa,
UCIIOJIBb3YEMBIX JUISl IPOJBUKEHUS IPOAYKTA B
MeYaTHBIX Me1a, UHTEPHET MPOCTPAHCTBE, Ha
TEJIEBUICHUN U UCIOIb30BAHUE ITUX KOHCTPYKIIMH
B BEJICHUHU JICJIOBOM KOPPECIOH ICHIIUH.




Presenting your public face
(ITyGnuanast mpe3eHTaIus CBoeH
NEeSATETLHOCTH)

3HAKOMCTBO COCTIOCOOAMH OMTUCAHUS HA
AHTIINKACKOM $I3BIKE PA3JIMYHBIX BUI0B
JeSITeTIbHOCTH, HATIPABJICHHOW Ha CO3/1aHUE U
MPOABMKEHHUE TOJIOKUTEILHOTO 00pa3a KOMIaHUH,
¢dupmbl: newsletters (paccbuika mcem), press
releases (TyOIHMKaIUs MPECC-PesIM30B), SpONSoring
(opranu3anusi ClIOHCOPCKOM MOJIIEPIKKH ), press
conferences (mpoBeaeHne pecc-KOHPEPESHITUH).

Marketing through trade fairs
(IIpencraBnenue npoayKTa Ha
BBICTABKaX)

Pacmmpenue akTHBHOTO CIIOBapHOTO 3amaca
TEPMUHAMH U TIOHSATHSIMH, Ha3bIBAIOIIIUMHU
OCHOBHBIE YaCTH, 3JICMEHTHI TOPTOBO BBICTABKH,
ee aynutoputo: exhibition stand, editorial coverage,
prospects, key publications, additional audience, co-
located items. CocTaBneHue Ha aHITIMICKOM SI3bIKe
TUTIOBBIX MPUTTIAIICHU HA BRICTABOYHBIC
MmepornpusTus. PaccMorpenre ocodeHHOCTEH
MOCTPOCHUS TUAJTIOTOB 110 TeMe «OpraHu3aus
BBICTAaBOYHOT'O MMaBWJIbOHA». Hamucanue TumoBou
MOTHBAIMOHHON PEUH.

5.2. CTpykTypa QM CUMILTUHBI

Ounas ¢opmbl 00yueHust

No paznena
(TemMsr)

HawmmenoBanue pazzaena (TeMbI)

KonnuecTBo yacoB

I1P CP Bcero

1

OM3HEeC-TpoLeccaMu)

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

Finding the client (ITouck xiauenra)

4 28 32

MapKEeTHHIOBOM CTpaTerun)

Planning a marketing strategy (IInmanupoBanue

4 28 32

Creating materials for product promotion (Co3ganue
MaTepHUaNIoB JJis MPOABIKEHHUS TPOAYKTA)

4 28 32

CBOEH J1eITEIbHOCTH)

Presenting your public face (Ilybnuunas npe3eHTamus

4 28 32

MPOJYKTa HA BBHICTABKAX)

Marketing through trade fairs (Ilpencrasnenue

4 28 32

['pynmoBsie KOHCYIBTALIUH

2

IlonroroBka k arrecTanuu

27

OO6muit 00pemM

22 165 216

3aouHas popma o0yueHust

No paznena
(TemMsl)

Haumenoanue paszaena (TeMbl)

KonndecTBo yacoB

I1P CP Bcero

1

Introduction to marketing and business process

management (BBegeHne B MapKeTHHT U yIpaBieHHE 2 31 33

OHM3HEC-TIPOLIECCaMHu )

Finding the client (ITouck xiaunenra)




3 Planning a marketing strategy (IlnanupoBanue ) 3 34
MapKETUHIOBOW CTPATETHHN)
4 Creating materials for product promotion (Co3nanue ) 3 34
MaTepUaJIOB JJis MPOABMKEHUS IPOAYKTA)
5 Presenting your public face (ITybonuanas npe3eHTamus ’ 3 34
CBOCH JIeTEIHHOCTH)
6 Marketing through trade fairs (IlpencraBnenue ) 3 34
MIPOAYKTA HA BHICTABKAX)
[ToaroroBka k arrecrauu 13
OO6muit 00peM 12 191 216
5.3. 3aHATHS CEMMHAPCKOI0 TUIIA
Ounas ¢popma o0yueHust
Ne i/ Ne paznena Bun HaumeHnoBanue KomanuectBo
(Tempr) 3aHATUSA 4acoB
1 1 [P Introduction to marketing and business process
management (BBegenne B MapKeTHHT U 2
yrpaBjieHre OM3HEC-IIPOLIeCCaMHU)
2 2 I1P Finding the client (ITouck xnuenra) 4
3 3 [1P Planning a marketing strategy (IlmanupoBanue 4
MapKETUHTOBOW CTpaTeruu)
4 4 I1P Creating materials for product promotion
(Coznanue marepuainoB ISl IPOJIBHXKECHUS 4
MIPOJTYKTA)
5 5 ITP Presenting your public face (ITy6nuunas 4
IPE3eHTaIMs] CBOCH JesITeIbHOCTH)
6 6 ITP Marketing through trade fairs (Ilpencrasnenue 4
MPOJIYKTa HA BHICTABKAX)
3aounas popma o0ydeHnus
Ne n/m Ne paznena Bun Haumenosanue KonunuectBo
(Tempr) 3aHATUSA 4acoB
1 1 [P Introduction to marketing and business process
management (BBeieHue B MapKeTUHT U 2
yrpaBjieHre OM3HEC-TIPOIIeCCaMHU)
2 2 [P Finding the client (ITouck knuenra) o)
3 3 ITP Planning a marketing strategy (IlnanupoBanue )
MapKETUHIOBOM CTpaTeruu)
4 4 ITP Creating materials for product promotion
(Coznanme marepuasoB ISl IPOIBHKCHUSI 2
IPOJYKTa)
5 5 ITP Presenting your public face (ITy6nuunas )

MIPE3CHTAIMS CBOCH IESITEIIBHOCTH)

7




6 6 TP Marketing through trade fairs (Ilpencrasnenue
IPOIYKTa HA BHICTABKaX)

5.4. KypcoBoii npoekT (kypcoBasi padora, pacueTHO-rpadguyeckas padora, pedepar, KOHTPOJIbHAsA
padora) — He IPEaYCMOTPEHO

5.5. CamocrosiTesqibHasi padoTa

No paznena Bunbl camocTosiTenbHON pabOThI 010{0) 300
(TembI)
1-6 [ToaroToBKa K yCTHOMY OIIPOCY IO TEME, 165 191
TECTHPOBAHUIO, BHITIOJHEHUIO IPAKTUYCCKUX 3a/IaHUH .
1-6 IloaroroBka k arrecTaiuy. 26,5 12,2

6. OBPA3OBATEJIBHBIE TEXHOJIOI'MA

[Tpu 00yyeHHH HHOCTPAHHOMY SI3BIKY MCIIONB3YIOTCS CIAEAYIONINE 00pa3oBaTeIbHbIe TEXHOIOTHUH.

TexHoIOTHS KOMMYHHUKATUBHOTO OOYYCHHsI — HampaBlieHa Ha (OPMUPOBAHHE KOMMYHUKATHBHON
KOMITETEHTHOCTH CTYJIEHTOB, KOTOpas sBJsieTcs 6a30BOM, HEOOXOUMOIM IS aAaNnTaluyd K COBPEMEHHBIM
YCJIOBHSIM MEXKYJIBTYPHONH KOMMYHUKAIIHH.

Texnonorus pazHoypoBHeBoro (auddepeHIpoOBaHHOT0) 00yUeHHs MPEoIaraeT OCyIIeCTBICHUE
MMO3HABATEIILHOW  JIEATEILHOCTH CTYJEHTOB C Y4€TOM UX HMHAMBUAYAIBHBIX CIIOCOOHOCTEH,
BO3MOKHOCTEH M MHTEPECOB, MOOLIPSS UX PEaIU30BbIBATH CBOW TBOpuUecKkui noreHuuan. Co3naHue u
HCIIOJIb30BaHUE TUATHOCTUUECKUX TECTOB SIBJIECTCS HEOTHEMIIEMOM YaCThIO JAHHOU TEXHOJIOTHH.

Texnomorus  uWHAWBUAyandu3alud  OOydeHHS  [OMOTaeT  pealu30BbIBaTh  JMYHOCTHO-
OPUEHTUPOBAHHBIN MOJIXO/I, YYUTHIBAsI MHIMBUIYAIbHBIE OCOOCHHOCTH U TOTPEOHOCTH YUaIHXCS.

TexHOnorus TECTUPOBAHUSI MCHOJIB3YETCsl [JIsl KOHTPOJS YPOBHS YCBOEHHUS JIEKCHUYECKHX,
rpaMMaTHYECKUX 3HAHMM B pamMKax MOMIYJS Ha OINpeAeIEHHOM dTare oOyueHus. JlaHHAas TEXHOJIOTHS
MO3BOJISIET TPEMO/IaBaTeN0 BBIIBUTh M CHUCTEMATU3UPOBATH AaCIMEKThI, TpeOyoIiue IOMOTHUTEIbHOM
popadoTKH.

Texnonorus oOy4deHHs] B COTPYAHMUYECTBE peaTH3yeT UACI0 B3aWMHOTO OOYYEHHS, OCYIIECTBIISISI
KaK WHIUBUIYAIbHYIO, TaK M KOJJIEKTUBHYIO OTBETCTBEHHOCTH 32 PEIICHHE YICOHBIX 3a/1a4.

UrpoBasi TeXHONOTHS MO3BOJIIET Pa3BUBATh HABBIKM PACCMOTPEHHS psia BOZMOXKHBIX CIOCOOOB
penieHus mpooJieM, akTUBU3UPYsI MBIIUIEHUE CTYJIEHTOB U PACKPBIBAsi TUYHOCTHBIN MOTEHIIMAT KaXKI0TO
oOyuJarolierocs.

TexHOmOTHs pa3BUTHSI KPUTUUYECKOTO MBIIIUICHUS CTIOCOOCTBYET (POPMUPOBAHUIO PA3HOCTOPOHHEH
JUYHOCTH, CIIOCOOHON KPUTUYECKH OTHOCHUTHCA K MHGOpMAIUU, YMEHHIO OTOMpaTh MH(DOpPMAIHIO IS
penIeHus NOCTaBICHHOM 3a4a4H.

NudopmannonHo-kommyHukauonnsie Texroioruu (MKT) pacmmpsior pamku o6pa3oBaTeabHOTO
mporecca, TOBBIIIAS €ro TMPAKTUYECKYI0  HAMpPaBIEHHOCTh, CIIOCOOCTBYIOT HWHTEHCHU(UKAIIUU
CaMOCTOSITENTLHOW pabOThl 00YJArOIIUXCS M TMOBBIINIEHUIO MTO3HABATENbHON akTUBHOCTU. B pamkax UKT
BBIZIEISIOTCS 2 BHA TEXHOJIOTHH:

- MEeXHONo2Usl UCNONIb30BAHUA KOMNbIOMEPHLIX NPOZPAMM, KOTOpas MO3BOJSAET 3(P(PEKTUBHO
JIOTIOJTHUTH MPOIECC 00YUYEHUS SI3BIKY Ha BCEX YPOBHIX. MyIbTUMEIUIHBIC TTPOTrPAMMBI TIPETHa3HAYCHBI
KaK JUIsl ayJAUTOPHON, TaK W CaMOCTOATEIbHOW pabOThl CTYJEHTOB M HANpaBIEHbl HA pa3BUTHE
TPaMMaTHYECKUX U JIGKCUIECKUX HABBIKOB.

- Uumepnem-mexuono2cuu, IPeIOCTABIAIONIAE ITUPOKHUE BOZMOKHOCTH JIJIsl TOUCKa HH(OPMAIIHH,
BEJICHUSI HAYYHBIX UCCIICOBAHUI.



I/IHTepaKTHBHLIe H AaKTHBHbIC Oﬁpa?-OBaTeJIbeIe TEXHOJO0I'MH,
HCIOJb3yEeMbI€ B AY/IUTOPHBIX 3AHATHUAX

Ne Bun Hcnonb3yeMble UHTEPAaKTUBHBIC U aKTUBHbIE KonnuectBo yacos
paszena | 3aHATUS o0Opa3oBarebHbIe TEXHOJIOTUN
(Tembl) 010{0) 300
3 [P TBOpUeckue 3a1aHus: COCTABJICHUE paccKasa o 2 2

pereHny paboynx MpodIeM Mo OMOPHBIM
¢dpazam, 03By4nBaHHE 110 POJISIM (pparMeHTa
aHIIIMICKOTO (riIbMa, B KOTOPOM
JIEMOHCTPHUPYETCSl CUTyallusl, CBsI3aHHAs C
pa3pabOTKOI MapKETHHIOBOW CTpaTeruu (Urpa B
KUHOTYOJISTK).

5,6 1P WuTepakTuBHOE 3aHATHE (paboTa ¢ 2 2
ayJmomarepuaiaMu: CBOOOHAs HHTEPIpETaus
MaTepHajIoB ayTUPOBAHHS; COKPATHUECKUI
JTUAJIOT HAa OCHOBE CTPAHOBEIYECKUX
MaTepUaIoB: HEOOXOIUMO, HAIIPUMED,
000CHOBATh TOT WUJIM UHOM MAapKETUHTOBBII
pueM; «o0ydJaroluics B posiu
MpernoaaBaTes»; UCIOIb30BaHUE
WHTEPAKTHBHBIX 00yJaromux GUIbMOB, B
KOTOPBIX HEOOXOAMMO MTOMOYb IepOsSM
3aKOHYHTH (pa3bl B TUAIIOTE H T.J.; TPOCMOTP H
00cykJIeHue Y4eOHbIX (DUITBMOB.

Hp AKTHYECKadA MMOJAroToBKa oﬁyqaloumxm

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

7.OHEHOYHBIE MATEPHUAJIBI VIS TEKYIIET'O KOHTPOJISA YCIIEBAEMOCTMU,
MNPOMEXYTOUYHOM ATTECTALIUM

7.1. MeToanyeckne MaTepHaJbl, ONpeae/siolue Npouelypbl OeHUBAHUS B PAMKaX TeKyIero
KOHTPOJIAA YCIIeBAeMOCTH

Y cTHBII 0onpoc — CPeACTBO KOHTPOJIS YCBOCHHS YUeOHOTO MaTepualia o TeMam 3aHsATHM.

[Iponienypa mpoBeleHHsS MAAaHHOTO OLIEHOYHOTO MEpOIpHATHs BKJIOUaeT B cebs: Oecemy
npenojaBaTesis ¢ 00y4aroIyuMcs Ha TEMBI, CBSI3aHHBIE C M3y4aeMOl AUCUUILTMHON, U pPaCCUUTAaHHOE Ha
BbISICHEHHE o00beMa 3HaHUl oOydwaromerocss MO ONpeAe]IeHHOMY pas3jieny, Teme, mpobdieme
(MHAVMBUIYATBHO WM (PPOHTATIBHO).

[lokazaTenu A OLEHKM YCTHOrO OTBeTa: |) 3HaHWME Marepuaina; 2) IOClIeA0BaTeIbHOCTh
U3NI0KEHUs; 3) BiaJleHue peublo U NMpoPecCHOHANbHON TepMUHOJIOTHEN; 4) MPUMEHEHNE KOHKPETHBIX
IIPUMEPOB; 5) 3HAaHUE PaHEE U3YUEHHOrO MaTepuaia; 6) ypoBEHb TEOPETHUECKOTO aHAIN3a; /) CTENIEHb
CaMOCTOSITENILHOCTH; §) CTENEHb aKTUBHOCTHU B IIpoliecce; 9) BBIIOJIHEHUE PErylaMeHTa.




JInsi MOATOTOBKM K JaHHOMY OIICHOYHOMY MEPONPHUATHIO HEOOXOAUMO H3YyYHUTh Y4ueOHBIC
Marepuaibl MO TeME 3aHATHS, MPOCMOTPETh CIPABOYHUKH IO TpaMMaTHUKE, a TaKXKE MHOBTOPUTH
MaTrepHuabl, 3alIMCAHHBIC BO BPEMS TPAKTUUYECKHUX 3aHITHH.

TecTupoBaHue—CpeICTBO KOHTPOJII YCBOCHUsI yueOHOro marepuana. He meHnee, ueM 3a Heento
JI0 TECTUPOBAHMS, MIPEIOIaBaTEIb OMPEALSISAET Il 00yUYalOIMUXCs UCXOHbIC JAaHHBIC JJIS TTOATOTOBKH
K TECTUPOBAHHIO: TEMbI, BOMPOCHI, MO KOTOPBIM OYyIyT 3adaHus B TECTOBOU (opme, JIUTEpaTypy H
HMCTOYHHMKHU C TOYHBIM YKa3aHHEM pa3/IesiOB, TEM, CTaTEeH JIJIsl TOATOTOBKH.

TecTbl BBINOJTHSIOTCS BO BpEMsl ayJAMTOPHBIX 3aHSATUH CEMHUHAPCKOro THUMa (MPAKTUYECKUX
3aHATHUR).

KonuyecTBO BOMpPOCOB B TECTOBOM 3aJ]aHUU OMPEICIISICTCS IPETO1aBaTeIeM.

Ha Brimonmaenue tectoB orBoautcsa 0,5—1 akajgeMUdecKUH Jac.

NuauBuayaapHOE TECTOBOE 3a/laHUE BBITACTCS 00yJaromieMycs Ha OyMaKHOM Hocutene. Takke
TECTUPOBAHUE MOXET IPOBOJIUTHCS C HCIOJB30BAHUEM KOMIIBIOTEPHBIX CPEACTB W IMPOTPpaMM B
CHEIHAILHO 000PY/IOBAaHHBIX MIOMEIICHHUSX.

[Ipn TPOXOXIEHUHM TECTUPOBAHUS IOJIb30BATHCSA YUYEOHMKAMH W yYE€OHBIMH TOCOOMSMU HE
pasperniaercsi.

YpoBeHb 3HaHUK  OOyYaroOlIErocss OMpeaesseTcss OLEHKAMU  «OTJIIMYHO», «XOPOILIOY,
«YIIOBJIETBOPUTEIHLHOY, «HEYIOBJICTBOPUTEIILHOY.

BoinosiHeHHe MPaKTHYECKHUX 3aJaHUH (peIIcHUE BPUCTHYCCKUX 3a7a4 U 3a/a4, CBSI3aHHBIX C
WHTEPIIPETAIIMCUTEKCTa) — MHCbMEHHas (opma paboThl CTylIeHTa, KOTOpas CIIOCOOCTBYET
3aKPEIJICHUIO M YIUIYOJNEHUIO TEOPETHMYECKHX 3HAHUW M TO3BOJSET CPOPMUPOBATH y CTYACHTOB
HaBBIKM MPUMEHEHHS 3THX 3HAHUI Ha MPaKTHKE.

[IpakTuueckue 3afaHus BHIMOIHIIOTCS BO BpEMS ayJIUTOPHBIX 3aHATHI CEMHHApPCKOTO THUIIA MO
MIPEAJIOKEHHBIM MPEToaBaTeIeM MaTepraiaM.

KonuuecTBo 3ananuii onpeaenseTcs mpernoiaBaTeiieM.

Pe3ynbraToM BBIMOTHEHUS 3aAaHUS ABJISIETCS OTUYET, KOTOPBIA JOJHKEH COEPKATh: HOMED, TEMY
MPAKTUYECKOW pabOThI; KPAaTKOE OINMKMCAHUE KAXKIOTO 3aJlaHMs; BBIIIOJIHCHHOE 3aJaHhe; OTBETHI Ha
KOHTPOJIbHBIE BOIIPOCHI.

YpoBeHb YMEHUN U HABBIKOB OOYYAIOMIETOCs ONMPEAENSeTCS OLCHKAMU «OTIUYHOY», «XOPOIIO»,
«YIIOBJIETBOPUTEIHLHOY, «HEYIOBIECTBOPUTEIILHOY.

7.2. MeToan4ecKkue MaTepHaJibl, ONpeaesiioue Npoueaypbl OCHUBAHUA B PAMKAX
NMPOMEKYTOYHOM aTTecTaluu

3ayer — 370 (opMa MPOMEKYTOUYHOU aTTECTAIMM, 33aJaueil KOTOPOro SBJISETCS KOMILJIEKCHOE
OLIEHKa YPOBHEN JOCTUKEHHUS IIJIAHUPYEMBIX PE3yJIbTaTOB O0yUEHUs MO JUCLMILIUHE.

3auer g ouHOW (hopMbl OOyueHHs] NMPOBOAMUTCS 3a CUET YACOB, OTBEJAEHHBIX Ha M3Yy4YEeHUE
COOTBETCTBYIOLIEH TUCIUIIIINHBI.

[Iponienypa mnpoBeaeHHs TaHHOTO OLEHOYHOTO MEPONPUATHS BKJIIOYAeT B ce0d OLEHKY
pe3yJIbTaTOB TEKYIIEro KOHTPOJIS YCIIEBAEMOCTH CTyJ€HTa B TeueHue IMepuoja OOydeHHs IO
aucuuIuinHe. [ noimyyeHus 3adeta HEOOXOJUMO HMMETh MOJIOXKHUTEIbHbIE OIEHKH, IOJIY4YEeHHBIE B
paMKax TEKYIIEro KOHTPOJIsS YCIIEBAEMOCTH, 10 KaXJ0W TeMe, ITPEAYCMOTPEHHON TUCIUILINHOM.

B kputepun nTOroBoi OIeHKH ypOBHSI MOATOTOBKH 00Y4YarOLIerocs M0 AUCHUIUINHE BXOJIAT:

- YPOBEHb YCBOEHUS CTYJEHTOM MaTepuaia, MpelyCMOTPEHHOro pabouell mporpaMmoii;

- YPOBEHb IPAKTUYECKUX YMEHHH, INPOJAEMOHCTPUPOBAHHBIX CTYIEHTOM IIPU BBIIOJIHEHUU
MIPAKTHUYECKUX 3a/IaHH;

- YPOBEHBb OCBOCHMS KOMIIETEHLIUH, ITO3BOJISAIOIINX BBIIOJIHATH IPAKTUYECKUE 3aJaHuUs;

- JIOTUKA MBIIIIEHHS, 000CHOBAHHOCTbH, YETKOCTb, TOJIHOTA OTBETOB.

3adyer Qs O4HOM W 3204HON (OPMBI MO AUCHHUILVIMHE IPeano/jaraerT BbINOJHEHUE
CTYACHTAMHM KOMILUIEKCHBIX MNPAKTHYECKMX 3aJaHUil 10 TeMaM, H3Y4YEHHbIM B [aHHOM
TpUMecCTpe.
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[Ipouenypa npoBeAeHHs] TaHHOTO OLIEHOYHOTO MEPONpPUSTHUS BKJIIOYAeT B celsi Takxke Oecemy
mpernojaBaTesis ¢ OOydJaloluMCs IO BOIpPOCaM, KOTOpble OBUIM TIOCTaBICHBI B KOMIUIEKCHOM
MPaKTUYECKOM 3aJlaHuu, Oecela HalpaBlieHa Ha BbIICHEHHE o0beMa 3HaHHMM oOyuwaromierocst Mo
ONPEACICHHON TEME JUCLIUIUIUHBI.

Tunosele NpakTUYECKUE 3aJaHU K 3a4ETy JOBOJAATCS 10 CBEACHUS CTYIEHTOB 3apaHee.

[Ipy mOATOTOBKE K OTBETY IIOJIb30BAaHHE YYCOHUKAMH, Y4eOHO-METOIMYECKHMMH TOCOOUSIMH,
CPEICTBaMH CBSI3U U 3JIEKTPOHHBIMH pecypcaMy Ha JIOOBIX HOCUTEISIX 3allpPeleHo.

Ha BrInosiHeHNE KOMIUIEKCHOTO MPaKTUYECKOT0 3a/1aHusl OTBOJUTCS, Kak npasuiio, 30—40 MUHYT.

[Tocne okoHYaHMsI OTBETa MpenojaBaTesib OObABIsIET 00ydarolmeMycsl OIIEHKY IO pe3yJibTaTaM
3a4era, a TAaK’KE BHOCUT 3TY OIIEHKY B aTTECTAllMOHHYIO BEIOMOCTb, 3aU€THYIO KHIXKKY.

YpoBeHb 3HaHMI, YMEHHUI U HABBIKOB OOYYAIOILIETOCs ONPEAEISETCS OLCHKAMHU «3aUuTEHO», «HE
3a4TEHOY.

Jk3aMeH — (opMa MPOMEXKYTOUHOM aTTecTaluy MO AMCLUUILUIMHE, 3a/ladeil KOTOpOH SBiseTCs
KOMIUIEKCHAasi ~ OIEHKA YpPOBHEW JIOCTHKEHHUS IUIAHUPYEMBIX PE3ylbTaTOB  OOy4YeHHUs IO
muctumuHe. [Iporienypa mpoBeeHHs JTAHHOTO OIICHOYHOIO MEPONPUSTHS MPEACTaBIAET CoO0oi
co0eceqoBaHHEe MO TeOPEeTHYECKMM BOINPOCAM, a TaKKe KOMILJIEKCHOe TMPaKTH4ecKoe
3aJaHue(HeCKOJIbKO 3aIaHUi Pa3HOIr0 THUIIA) MOBLIMIEHHOH CJI0KHOCTH, KOTOPOE HAlpaBJE€HO Ha
MIPOBEPKY KaK TPaMMAaTUYECKUX 3HAHUHN CTYICHTOB, TaK U PEUEBBIX KOMIIETEHIIUN (IOHUMaHUE O0IIEro
CONIEp’)KaHUsl ~ TEKCTOB, MPO(EecCCHOHAIBHON  TEPMUHOJOTUHU, CIIOCOOHOCTh K  MPaBUIHHON
WHTEPIPETAIIMN U3JI0KEHHBIX B TEKCTaX (PaKTHUYECKUX JTAHHBIX ).

7.3. OnleHOYHbIE CPEACTBA, KPUTEPUH U MIKAJIA OLEHKH
Tunosble 3a1aHNus I TEKYLIEr0 KOHTPOJIS yCIIeBAeMOCTH

IlepeyeHb THIIOBBIX BOMPOCOB /Il YCTHOI'O ONPoOca
OTBeT Ha BOIIPOC JOJKEH MPEJICTABISITh COOON KpaTKO€ MOHOJIOTUYECKOE BbICKA3bIBAHUE
Ha aHTJIUICKOM SI3bIKE

1. Kpatko onummre 1esSTeNbHOCTh EPEUUCICHHBIX CIEIMATUCTOB B 00JIacTH MapkeTuHra: «brand
manager», «director of marketing», «head of PR», «marketing assistanty.

2. laiiTe onpeneneHue TepmuHa «brandingy.

3.IlpencraBeTe cebe, YTO KOMMAHWSA, MOJNYYHUBINAS HW3BECTHOCTh OJlarogapsi MEpPBOKIACCHON
TYpPUCTHUYECKONH HKUIMPOBKE, KOTOPYIO OHa BBINYCKaja, pelIdyia MPOM3BOJUTH TOBApbl Ui JIOMA.
Curyanus onucana cienytonuM obpazoM: «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». O0bsicHuTe 3HaueHue TepmuHa «off-brand».

4. Tlpu co3gaHUM MapKETMHIOBOM CTpaTerMd BaXXHO OMNPEAETUTh TO, YTO Ha3bIBaeTcs «typical
customer profile». YTo 0003HauaeT 3T0 aHIIIMIICKOE BbIpaXKEHHE.

5. MapketunroBbiii komiekc(«marketing mix») 0OBIYHO BKJIIOYAET TaK Ha3bIBaeMble «4eThipe Py»
(«four Ps»): product, price, placement, promotion. O0bsicCHUTE, 4TO 0003HAYAIOT TU TEPMUHBI.

6. OOBIYHO [1€7I0BOE MUCHMO JIOJKHO BKIJIIOYATh (Ppasbl, KOTOPbIE MOXHO OOBETUHUTH B TPYIMIIbI:
«Greetings and closes», «Pleasantries», «Closes for saying thank you». IlpuBegute npumepsl
OOIIENPUHATHIX peUEBbIX GOPMYIT VI KaX 10 U3 TPYIIIL.

7. O0bscHUTE, UId KakuX Leneil Obl1 pa3paboTaH MHCTPYMEHT, NOJyYMBIIUI Ha3BaHue «Boston
Matrix»?

8. Kak pacmmdpoBsiBaeTcst ab0peBuatypa AIDA, KOTOpyI0 HCTIONB3YIOT Jisi 0003HAYCHUST MOCIIN
MPOABIKEHHSI TPOAYKTOB U yciyr. [IpokoMMeHTHpYIiTe 3HaU€HHE KaX/10TO TEPMHUHA.

9. Ilepeuncnure 00s3aTeNbHBIE Pa3leNbl B CTPYKTYpE CTaHIAPTHOTO IpecC-pein3a, MPUBEIUTE
IPUMEPHI OOLIETPUHATHIX PeUYEBBIX (HOPMYJI, UCTIOIB3YEMbIX B KQXKIOM pa3Jiere.
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10. Bo Bpems mpe3eHTaluu KOMIAaHUHM Ha TOPTOBBIX BBICTaBKax, spMapKax MapKeTOJIOTHU TOTOBSIT
IUIsl YYACTHUKOB IPE3EHTALUH «giveawaysy. OOBbsSCHUTE 3HAYEHUE 3TOTO CIIOBA.

Kputepuu omieHKn ycTHOT0 onpoca

O1eHKa «OTIMYHO» BBICTABISIETCSl CTYICHTY, €CJIM OH B ITIOJHOM Mepe PacKpbUI COACpIKaHUE
BOIIPOCA, €r0 pedb XapaKTepu3yeTcs coONoeHneM (OHETUYECKUX M TIPaMMaTHYECKUX HOPM
AHTJIMKCKOTO SI3bIKA, HACKIIICHA TPOPECCUOHATLHBIMHI TEPMUHAMH.

OrneHKa «XOpOIII0» BBICTABISIETCS CTYJEHTY, €CIM B MPOIECCe OTBETA OH JOIMYCTHII OJHY-IBE
OMKMOKH B PACKPBITUU COJEPKAHUS BOMPOCAa WIM B TMOCTPOCHHH MPEIUIOKECHUH (TpaMMaTHYECKUE
OIIIMOKN).

O1neHKa «yAOBJICTBOPUTEIILHO» BBICTABISAETCS CTYICHTY, €CIM OH B ILEJIOM IOHHMAaeT
COJIEp’)KaHUE M3YYCHHBIX TEM, MMEET MPEACTaBICHHE O T'paMMaTHYEeCKHMX HOpPMax, HO B Ipollecce
OTBETa JIOIyCKaeT OoJiee ABYX OIMIUOOK.

OneHka «HEYIOBIETBOPUTEIBHO» BBICTABISIETCS CTYACHTY, €CIM OTBET 1O CYIIECTBY
OTCYTCTBYET, HECMOTPSI Ha HaBOJISIIIUE BOMPOCHI MPETIOIaBaTEIs.

Hepeqeﬂb THIIOBBIX TECTOBBIX 3aJJaHUM

1. IlpounTaiiTe onmcaHue MODKHOCTHBIX OOSI3aHHOCTEH COTpyIHMKa KoMmnanuu. Ompenenure
JOJHKHOCTB, KOTOpyIo oH 3aHuMaeT: «The job involves managing all aspects of publicity. The right
person will have solid writing skills and strong relationships with the appropriate media outlets. The
position reports directly to the CEO. The salary is based on experience».

a) brand manager,

b) director of marketing,

c) head of PR,

d) marketing assistant.

2. OnuH U3 crioco0oB cOOpa JaHHBIX B MAPKETUHTOBBIX UCCIICIOBAHHUIX B OPUTAHCKOM BapHaHTE
Pa3roBOPHOIO aHTJIMICKOTO SI3bIKa OOBIYHO HA3BIBACTCS «one-on-one». Beioepure mpodeccnoHambHbIH
CUHOHHUM 3TOT'0 Pa3rOBOPHOTO CIIOBA.

a) postal survey,

b) telephone survey,

c) street interview,

d)individual interview.

3. MapkeTuHroBbIi KoMIUIeKC («marketing mix»), KpoMe 4eThIpeX OCHOBHBIX 3JIeMEHTOB (product,
price, placement, promotion)MOXeT BKJIIOYaTh TPU JONOJHUTENIbHBIX. BriOepuTe 3T TpHU AJI€MEHTa U3
NePEeYHCICHHBIX.

a) participants,

b) prediction,

c) projection,

d)processes,

e) physical evidence.

4. TlpounTaiiTe ompeneaeHne OJHOTO U3 CeKTOpoB «Boston Matrixy, ykakute Ha3BaHHE CEKTOpa:
«Mature products that have a large market share and that are earning a lot of money.The market is static,
so there’s not much opportunity for growth, but that’s not a problem.These products require little
attention from the marketing department».

a) stars,

b) cash cows,

¢) question marls,
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d)poor dogs.

5. B BpeMs TOpProBbIX BBICTABOK MHOTHE KOMITAHUM OpraHu3yloT «social events». Haiinure
BEPHOE ONpEIETICHUE 3TOT0 MEPOIPHUSATHSI.

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 matters»,

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 TeCTUPOBAHUS
KonnyecTBo npaBUIbHBIX OTBETOB:
Menee 5 (u3 10 BOpocoB)— «HEYOBIETBOPUTEIBHOY,
5—6 — «y10BJIETBOPUTEIHHOY,
7-8 — «xopo1o»,
9-10 — «OTIUYHOY.

TunoBble 3agaHus 1JIs HpaKTI/I‘leCKOﬁ MnoAroTOBKH oﬁyqamumxca

IIpakTHyeckoe 3aganue 1
IIpounTaiiTe 1MAJIOT 0 CTPYKTYPE MAPKETHHIOBOI'0 OT/AE/]Ia KOMIIAHUH. 3aNI0JTHUTE NPONYCKH B
OPraHu3aliOHHOM cXeMe HMEeHAMH COOTBETCTBYIOIIUX COTPYAHHKOB

a director of marketingj__
! - ‘v.\ .

sg a3 e Caaha e henihlle e e 8
branding specialist relations officer product manager
| R ———
T DRl B Spe e ek radnet
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 ...7

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 , € ,f

IIpakTHyeckoe 3aaHue 2
Ilepen Bamu ceMb COBETOB, KAK MOJYYHTH 00JIbIIIE M0JIE3HBIX CBEAEeHUIA 0 BAIIIUX MOTEHIIHAJIBHBIX
KJIMEHTaX. 3aMoJIHUTEe MPONYCKH B MPeIJI0KeHUsIX CJI0BAMH WIH CJIOBOCOYETAHUSIMH, KOTOpPbIe
HANUCaHbI KypcuBHbIM mIpU¢ToM. [Ipumep npuBe/ieH B IepBOM NPeAI0KEHUH

Clients, competitors, find out, listening, loved-ecustomers, 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

IIpakTnyeckoe 3aganue 3
I'pynna corpyaHnkoB (pupMbl, KOTOpPasi 3aHUMAaeTCsl POJAaKeil TYPUCTUYECKOH 0/1e:KIbl, 00yBH 1
HHBEHTAaPS /151 HAYMHAIIIUX TYPUCTOB — IPEHMYIIECTBEHHO MOJPOCTKOB, COOMpPaeTcs MPOBECTH
MapKeTHHI0BOE Hccilel0BaHue H 00CYKIaeT, KaKhe MeTOAbI c00pa JaHHBIX UM JIy4llle
HCN0JIB30BaTh. IIpounTaiiTe TeKCT, BHIMOJTHUTE 3a1aHUSI K HEMY

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

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

Rupert. Neither do I. After all, every time I get one 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 W CJI0OBOCOYETAHHSI, KOTOpPble COOTBETCTBYIOT CJIeIYIOLIHM
onpeaeTeHUsIM:
1) useful answer:
2) a survey group which is not typical of a target group:
3) model of a product in development:
4) percentage of people who complete a survey:
5) the group of people a company wants to sell to:
6) information known about a customer:

3anoHUTE HAliAeHHBIMH BAMH CJIOBAMH U CJI0BOCOYETAHUSIMH MPOMYCKHU B NMPEAI0KEHHAX:

a) Rolex’s is wealthy people who see a watch as a status symbol.

b) When you log on to a website, the pages you look at and the amount of time you spend on them
are saved in your

c) Even the best-designed surveys only have a of about 4%, sodon’t set your
expectations too high.

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

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

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

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

IIpakTHyeckoe 3aganue 4
MeHeqkep KOMIIAHUH, IPEAOCTABJISIIONLIEH YCIYIH CBA3H, ONUCHIBAeT CBOMM KoOJLIeraM
«MAPKEeTHHIOBbIN KOMILIEKC» («marketing mix») HoBoro npoaykra. [IpoyuTtaiite MoOHOJIOT,
BBINUIINTE U3 TeKCTa Gpa3bl, KOTOPHIMU MOKHO ObLJIO Obl 32ANI0JTHUTH 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.

I[IpakTHYeckoe 3agaHue 5
Bbl BuauTE 1BA CIMCKA CJIOB: COEUHUB OHO U3 CJIOB MEPBOro CNMCKA ¢ OJJHUM U3 CJI0B
BTOPOI'0 CIIMCKA, BbI MOJYYHTE CJI0BOCOYETAHNE, KOTOPOE COOTBETCTBYET OHOM U3 1eduHUIHIA,
NpHUBeIeHHbIX HUKe. BoImummTe 1J151 KaxKka0i 1euHUIIUN MOAX0AsIIee CJIOBOCOYETAHUE

[Ipumep: cnoBo median3 mepBoro cmucka oOpa3yeT cO CJIOBOM mentionsu3 BTOPOTO CTONOIA
CIIOBOCOYETaHUE media mentions, KOTOPOMY COOTBETCTBYET AepUHULINS d.

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

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

¢) communication with the general public,

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

¢) main task or function,

f) good understanding,

g) ways of promoting a brand.

a) , b) , ©) , d) media mentions,

e) 2 ,8)

KpuTtepun u mkaJja olieHKH BbINOJHEHHUS NPAKTHYECKUX 3aJaHUM

OneHka «OTJIIMYHO» BBICTABJISIETCS CTYJEHTY, €CJIM OH CaMOCTOSITENIBHO M MPAaBUJIBHO BBIITOJIHUI
MIPaKTUYECKOE 3aJlaHue, CHOCOOEH YBEPEHHO, JIOTMYHO, IIOCJIEOBATEIbHO M apryMEHTHUPOBAHHO
OOBSICHUTH CBOM PEIIEHUs], MOJIb3YSCh MPO(HEeCCHOHATIBHBIMU TEPMUHAMHU.

OneHKa «XOpOII0» BBICTABISIETCS CTYACHTY, €CJIU MIPU BBIITOJIHEHUH 3aJJaHus OH JOMYCTHII JBE-TpU
OLIMOKH, OJTHAKO NMPHU YKAa3aHWU Ha 3TU OLIMOKHM CMOT JIETKO MX HUCHPAaBUTh U OOBSICHUTH, I0YEMY OHH
ObUIH JOTYIIECHBI.

OneHka «yZOBIETBOPUTEIIBHO» BBICTABIAETCA CTYJIEHTY, €CIIM IIPU BBIOJHEHUU 3aJaHus OH
JOTYCTUI O0JIee TpeX OMUOOK, C TPYJAOM CIIOCOOEH O0BSICHUTD, TOYEMY ATH OIIMOKH ObUIHA JOMYIIEHBI.

OneHka «HEyJIOBJIETBOPUTEIBHO» BBICTABIIAETCS CTYACHTY, €CIIA OH HE BBIIOJHUI IIPAKTHYECKOE
3aJlaHue WU BBINOJIHUI C TPyOBIMHU OLIMOKaMHU.
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TunoBble 3a1aHUS JJI IPOMEKYTOYHOM aTTeCcTAllUU (324eTa)
Ha 3auer npeacraiisieTcss KOMIUIEKC 3a/1aHUM, CBA3aHHBIX €MHON TEMOW, KaX10€ MOCIIEYIOIIEee
3aJaHue MperosaracT 3HaHue MaTeprualia MpebIAyIIero, Ho3TOMY 3aJJaHusl JOJKHbI BBITTOTHATHCS
MOCJIEA0BATEIBHO — OJTHO 32 APYTUM

3ananue 1
IIpencraBbTe cebe cutyauuio: MapTHH — MeHeIKep KOMIIAHUHU, NIPEI0CTABJISIIONIEH YyCIyTH
HHTepPHeT-cBsA3M. OH co0upaeTcsi OPraHN30BaATh COOPaHHe, YTOOBI 00CYAUTH ¢ KOJLUIEraMH IeHY
HOBOI'0 MaKeTa ycjayr. OH HanucaJ UM JIeKTPOHHOE MIUCbMO, HO NMPeJIOKEeHHs B HEM PacCTaBJIeHbI
B HENPaBHJIbHOM Nopsiike. Onpeneure BepHbIil NOPSAI0K MPeIAI0KeHH 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.

¢) 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~

3amanme 2
MapTuH, 0 KOTOPOM MbI Y3HAJIM U3 33/1aHus 1, MOJyYHJ TPU OTBETA HA CBOE JIEKTPOHHOE NMICHMO,
B KOTOPOM OH MPOCHJI KOJLJIET cO0paThCsl HA COBelllaHue W MOCMOTPeTh NPUKPEILUIEHHBIH K MUCbMY
(aiin. 3anoHUTE NPONMYCKHU B MUCHLMAX CJIOBAMM, Bbl/IeJIEHHBIMH KYPCHBOM

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

Email 1

Hi!

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

Email 2

Hello Martin!

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

Would it be possible to 3 the meeting? I’'m back in the office on Thursday and free all
day. If not, I’ll send you my ideas by email. By the way, I couldn’t open the 4. Couldyou send

it again in a different format?
5

Email 3

Hi Martin!

Tuesday morning is fine for me. I noticed that you didn’t send your message to Laura. Wouldyou
6 if 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.

~__ 3youhad a nice weekendtoo.
All the 9
Graham

17



3ananme 3
MapTuH, ¢ 3J1eKTPOHHOI1 NepennucKoil KOTOPOro Bbl padoTajan B 3a1aHuM 1 U 2, npuKpenuI K
nucbMy (paiis ¢ Borpocamu, KOTOpPbie OH IJIAHUPYET 00CYAUTH € KOJIJIEraMH HA COBEIIAHMH.
IIpounTaiite TekcT ¢aiijia, HaliAnTe B HEM CJI0BA WM CJI0BOCOYETAHUSI, KOTOPbIe COOTBETCTBYIOT
onpeieIeHUsIM, IPUBEJEHHBIM MO/ TEKCTOM

Cable Internet package pricing model.

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

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

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

* Should we bundle our services and offer a discount?

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

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

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

Definitions.

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

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

3) reduced price,

4) another word for product launch,

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

1- , 2 — ,3— ,4— , 9 —

3aganue 4
B 3aganun 3 MapTunynomuHaer «penetration pricing». Haiiinre cpeam npeacraBieHHbIX
Ae(pMHUIMI oNpeaesIeHHe ITOI MOAe/IN eHO00pa30BaHus M IATH APYrux moaeseil. ConocraBpre
HA3BaHUsA MoOJe/lell HeHO00pa30BaHus M UX JePUHHIHNHU

1) captive product pricing,
2) economy pricing,

3) geographical pricing,
4) penetration pricing,

5) premium pricing,

6) price skimming.

a) pricing goods/services as cheaply as possible,

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

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

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

e) pricing according to area where goods are sold,

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

- ,2—_ ,3—__ 45— 6~
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3aganue S
IIpouuTaiiTe BLICKa3bIBAHUA MEHEIKEPOB 0 TOBApPaxX M YCJIyrax, onpeaeaure, KaKkou U3 Mojaeei
LeHO00pa30BaHUA, IEPEYHCICHHBIX B 32JaHUH 4, COOTBETCTBYET KaK10€¢ BHICKa3bIBAHHE

1) captive product pricing,
2) economy pricing,

3) geographical pricing,
4) penetration pricing,

5) premium pricing.

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

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

¢) 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.

1—  ,2—  ,3— . 4—  ,5-

Kpurepun oneHku 3auera

OreHKa «3a4TEHO» CTABUTCS CTYJICHTY, €CJIM OH BBITOJTHIII BCE 3a/IaHUSA0E3 OMMOOK VI JTOITYCTHIT
He Oolee yeThIpeX OLIMOOK, MPU 3TOM B Cllydae yKa3aHHs Ha OMIMOKY CTYACHT JOJDKEH OBbITh B
COCTOSIHUM CAMOCTOSITEIbHO UCIIPABUTH €€ C IIOMOIIBIO HAaBOSIIKUX BOIIPOCOB IIPENOAaBaTES.

OrneHKa «HE3a4TEeHO» CTaBUTCS, €CIHM CTYACHT HE BBIMOJIHHI XOTS Obl OHO W3 3aJaHHi, UIU MpU
BBIITOJIHECHUHN BaILaHI/Iﬁ AOITYCTHUIT 0onee YCTBIPEX OHII/I6OK, WK JOIIYCTHUII MCHEC YCTBIPCX OHII/I6OK, HO HE
CMOT OOBSACHUTH, MMOYEMY ITH OIIMOKU JOMYIIEHBl U KaK UX HCIPABUTH, JaXe IMOCIE KOHCYJIbTALUU C
IpenojaBaTesieM.

ITepeyenb THIIOBBIX BONPOCOB VIS IPOMEKYTOYHOM aTTecTalluM (IK3aMeHA)

1. B Barielf KOMIIaHUU OCYLIECTBIISIIOTCS pa3IMYHbIE BHJIbI JESTEIbHOCTH, KOTOPbIE HAa3bIBAIOTCS HA
AHTIIMICKOM sI3bIKE cleayronmm obpazoM: «doing market researchy», «drawing up a marketing plany,
«liaising with the sales department», «providing support for customer servicey, «writing press
releases»,«presenting at a trade fair», «commissioning advertising».OxapakTepu3yiTe KpaTko KakIblid U3
BUJIOB J€ATEIbHOCTH.

2. Tepmun «branding)» 00pIYHO MEPEBOAUTCS KaK «IIpoliecc GOPMUPOBAHUS UMUJKa KOMIIAaHUHU, €€
Opennay. OHAKO B aHTTIMICKOM SI3bIKE €CTh MHOTO BBIpaXKEHMH co ciioBoM «brandy. [laiite onpenenenue
CIIeNYIONINX clIoBocoueTanuii: «brandawarenessy», «brandequity», «brandextension», «brandidentity»,
«brandimage», «brandloyalty», «brandnamey, «derivedbrand».

3. IlpencraBbTe cede, UTO BBl paboTaeTe B HOBOM TYPUCTUYECKOM areHTCTBE, OHO MO3UIIMOHUPYET
ce0s1 kak ¢upMa, MPUOPUTET KOTOPOM — JIMYHOE OOIIEHHE C KaXAbIM KIHEHTOM. Bam mpennarator
MIPOBECTH MAPKETHHIOBOE MCCIIEOBAHHE, YTOOBI M3YYUTh WHTEPECH U MPEINOYTCHUS TMOTCHIIMAIBHBIX
KIMEeHTOB. BammpenocrasienBbibopcnocobacbopagannbix: postal survey, online survey, street
interviews. Pacckaxure, kakuemoctomHcTBa (advantages) m Hemocratkm (disadvantages) ecth y
KaXJ/10rocrocooa.

4. Bamuy:xHOONMcaThIIpoieccpazpabOTKUMapKETUHTOBOTOTIIIaHAPA3BUTHS, Harpumep,
HEeOO0JIBIIIONTOCTUHHUIIBIHAMOPCKOMKYPOPTE. CocTaBbTEMOHOJIOTHAOCHOBEOTOPHBIX (hpas: «current
position»,«situation analysis», «analysis of competitors», «problems and opportunitiesy, «sales projection
and costs», «benchmarkingy, «objectives», «implementationy.
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5. Bam HeoOxommMo cocTtaBuTh «marketingmix» ans Bamieid (QupMbl, KOTOpas 3aHUMAETCS
OpoAaXel TeIuIo OAeXIbl IS JUIMTENBHBIX IOXOJO0B IO MepeceueHHOM MecTtHocTu. Omnummre
BO3MOKHBIN «marketingmix», HCHosb3ys 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 1e7n0BOM aHTIIMHACKOM sI3BIKE YacTO WCIONB3YIOTCS Pas3iMyYHBIE CIIOBOCOYETAHUS,
ornpenensgonme crnocod GopMupoBaHHs LEHB HA NPOAYKTHl HIM yciyrd. OOBsiCHUTE 3HaueHUE
CIICYIONIMX CJIOBOCOYETAaHUN CO CIOBOM «pricing»: «captive product pricingy», «economy pricing,
«geographical pricing», «penetration pricing», «premium pricing», «price skimming.

7. V3BecTHBII MHCTPYMEHT CTPATETHYECKOTO aHalM3a W TUIAHUPOBaHHS B MapkeTuHre «Boston
Matrix» mpeacTtaBiuseTr coOOl KBaapaT, pa3feieHHbI Ha 4YeTbIpe CEKTOpa, KOTOpBIE O3ariaBliCHBI
Metadopudecku: «Cash cowsy, «Starsy, «Question Marksy, «Poor dogs». Pacckakure o 3HaU€HUH ITHX
meTadop.

8. IlpeacraBbTe cebe, UTO Balla KOMITAHUS 3aHUMAETCSl OPTaHU3allMei OTIbIXa B Topax. B 1memsx
MPOABIDKEHHSI YCIIYTH BaM MPEAaraloT NOCTPOUTh PEKIAMHYI0 KOMIAHHIO Ha OCHOBE JIBYX NMPHHIIUIIOB:
«reinforce the existing image» u «generate a buzz». Onummure peajn3alnuio 3TUX TPUHLIUIIOB.

9. Crnmcox coseroB mo Hamucanmio «Kkiller press release» («yOoifHOTO mpecc-penu3a») OOBIYHO
BKJIIOYAIOT caeaytomue nyHKThl: «1. Keep things real. 2. See the story from the reporter’s point of view.
3. Create a catchy headline. 4. Proofread carefully. 5. Keep it short». /laiite pa3BepHyTbIii KOMMEHTapuit
KaXXJIOTO ITyHKTA.

10. BBl 1OJKHBI TOITOTOBUTH IPE3CHTAIIMOHHBIN MaBHJILOH Ballle (UPMBI HA TOPTOBOH BBICTaBKE
(sspmapke). OnumuTe npoiecc NOAroTOBKH, UCHOIB3Ys ONMOpHBIEe coBocodeTanusi: exhibition stand,high
profile visitors,editorial coverage, prospects, key publications, additional audience.

Tunossle NpakTHYeCKUe 3aJaHUS ISl IPOMEKYTOYHOM aTTecTANNH(IK3aMeHA)
Ha sk3amene, kak u Ha 3a4eTe, CTyJEeHTaM JaeTCsl KOMIUIEKCHOE 3a/laHue, 00bETUHSAIONIEe HECKOJIBKO
3aJjaHu# 1O OJTHOM M3 U3Y4YeHHBIX TeM. Kaxioe nmocnenyroiiee 3aJaHue CBSI3aHO C MPEABLAYIIIM,
HOBTOMY 3aaHUA JOJIKHBI BBIITOJIHATHCA IIOCJICI0OBATCIIBHO — OHO 3a IIpyrI/IM

3aganue 1
Komnanns «Joys of Germany» codnpaercst NpeajoKuTh HHOCTPAHHBIM TYPHCTAM HOBBIEC BH/bI
TypucTHYecKuX ycayr. Oaun u3 ee corpyannkoBKapceren ornpasuiicst B JIoH10H, UTOOBI
BCTPETHUTCH ¢ npeacraBureeM areHTcTea «Red Arrow» Tpeiicn, koTopasi 3aHMMaeTcst
opraHu3anyeil KOMIAHUI 110 MPOABUKEHUIO MPOAYKTOB U ycayr. [IpounTaiite quajior, orBeTbTe
HA BONIPOCHI

Tracy.OKk, 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
Hcnoub3yiiTe Bce BblIeJIeHHBIMM KYPCUBOM CJIOBA, YTOOBI 3alI0JHUTH NPOIMYCKH B NMPeEAI0KEHUAX
M3 IHAJI0ra, KOTOPbIHA BbI NPOYUTAJIM B 3agaHuu 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—

3aganue 3
Corpyannkn arenrcrea «Red Arrow», 0 KOTOpbIX Bbl 3HaeTe U3 3aJaHud 1, pemuian
00CcyIMTh PeKJIAMHYI0 KAMIIAHUIO JJIsl IPOJABUKEHUS] HOBBIX TYPUCTHYECKHUX YCJIYT KOMIIAHUHT
«Joys of Germany». [IpounTaiiTe Auaaor 1 BoI0EpPUTE U3 HEr0 HA3BAHMUSA PEKJIAMHBIX CPEICTB H
MaTepHaJIoB, KOTOPbIe MOKHO ObLIIO ObI 3anMcaTh B rpadbl TA0IULBI

Print media Online Outdoor Other

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

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

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

Justin. That’s true. Banner ads, on the other hand, would make sense. People often go online to
travel portals like Expedia and Hotwire without knowing where they want to travel to. They just want to
go somewhere for the weekend. Seeing our ads would encourage them to check out Germany.
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Tracy. Good point. And what about postcards? I can see those being very effective with a campaign
like this. We could have different themes for different venues: highlight outdoor activities for postcards
distributed in gyms, for example.

Justin. Yes, and postcards are popular among the 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:

3ananue 4
Bbl BuauTe 1Ba cCIMCKA CJI0B: COEIMHUB OIHO U3 CJIOB MEPBOr0 CNMCKA ¢ OJJHUM U3 CJI0B
BTOPOI'0 CNIMCKA, BbI MOJYYHTE MPUBBIYHOE V11 MAPKETO0JIOra CJI0BOCOYETAHNE. 3alI0OJTHUTE
NOAXOASIIMMHE IO CMBICJIY CJIOBOCOYETAHUSIMHM MPONMYCKH B MPEAJI0KEHUAX

[Ipumep: cnoBo eye-catchingn3 MepBOTroO CIKHCKAa 00pa3yeT CO CIOBOM imagesu3 BTOPOTO CTOJIOIA
CIIOBOCOYETaHUE eye-catching images, KOTOPOE MOXKHO TOCTaBUTh Ha MECTE MPOITyCKa, 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 2to 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 - ,2 - )3 - 4 - )5 - :

7 —

3aganue 5
J1s1 co31aHus MOKYNATeIbCKOIro CIpoca pa3iudHbie (PUPMBbI UCIOJIB3YIOT NepeYncIeHHbIe HUKe
MapKeTHHTOBbIe cTpaTerun. ConocraBbTe BHICKA3bIBAHUSI MPecTaBUTE el pupm ¢
COOTBETCTBYIOIIMMH 3TUM BBICKA3bIBAHUSM CTPATErHsIMH

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.
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KpuTepnn H IIKaJa OCHKH 3K3aMCcHa

OHGHKa «OTJIIMYHO» CTAaBUTCA, €CJIIN CTYACHT IIPAaBUJIIBHO OTBCTHUJI HAa ABA KOHTPOJIBHBIX BOIIPOCA U
MOJHOCTBHIO U 0€3 OIINOOK BBIIOJHMII BCE 3aJaHusd.

OHGHKa «XOopouio» CTaBUTCA, €CIIM CTYACHT IPaBHUIIBHO OTBETHUII HAa KOHTPOJIBHBIC BOIIPOCHI, HO
IIpHU BBIITOJIHCHHUU 3a;[aHm”1 CTYACHT HOOIIYCTHUJI OO 4YCTBIPCX OH_II/I6OK, OJHAKO MOXKCT HCIIPAaBUTL HX
CaMOCTOATCIIbHO, €CJIN IIPCIIOAaBaTCIIb YKa3all Ha 9TU OIIINOKH. OHeHKa «XOPOLIO» TAKIKC CTABUTCA, €CIIN
CTYACHT IPABUJIBHO BBIIIOJHHWII BCC MPAKTHYCCKHUC 3adaHWA, HO HC CMOI' OTBECTUTb Ha OJUH U3 JBYX
NpCAIOKCHHBIX KOHTPOJIbHBIX BOIIPOCOB.

OHGHKa «YOOBJICTBOPHUTECIBHO» CTABUTCA, €CJIW CTYACHT IMPAaBHUJIILHO OTBCTUII XOTA OBl Ha OJWH U3
KOHTPOJIbHBIX BOIIPOCOB, HO IIPH BBIIIOJIHCHHUH 3adaHUA AOIYCTHII OT IIATH JO CEMHU OIIMOOK HC TpyaAoM
CITPaBJIACTCA C UCHIPABJICHUCM OIIMOOK JKE IPpXU KOHCYJIbTAllUK C IPCIIOAaBATCIICM.

OI_[eHKa CHCYOOBJICTBOPUTCIIbHO» CTABUTCA, €CJIIN CTYACHT HOIIYCTHUII 0oJsiee ceMH OLIMOOK U (I/IJ'II/I)
AOIYCTHII OT IIATH 1O CCMU OIHI/I6OK, HO HC MOXCT UX UCIHPABUTH JAXKEC IMOCJIC O6’B$ICHGHI/II>1, KOTOpPBIC EMY
JAacT IpPCrogaBaTeClib.

8. VAEBHO-METOJIUYECKOE U1 UH®OPMAIIMOHHOE OBECHEYEHUE
TUCHUATIIMHBI

8.1. OcHoBHas quTEpaTypa

Bopo6xesa, C. A. AHIIIMACKHAN A3BIK JUIS 3¢ dexTuBHOrO MEHEJDKMEHTA.
GuidelinesforBetterManagementSkills : yueObnoe mocobue ans By3oB/ C. A. BopoObeBa. — 2-¢ wu3z.,
ucrip. U npom. — MockBa : M3natensctBo HOpaiit, 2023. — 260 c. — (Bricmee obOpa3oBaHue). —
ISBN 978-5-534-04198-9. — Texkct : anexkrpoHHslii // O6pa3oBarenbHas miaatgopma HOpaift [calfT]. —
URL: https://urait.ru/bcode/514835.

CmupHoBa, H.B. Awnrnumiickuii s3pik g MeHemkepoB (B1—B2): yueOHuMk s By30B/
H. B. Cmupnosa, A. B. Cokonoga, 0. A. [lyrnac. — Mocksa : U3gatensctBo IOpaiit, 2023. — 185 ¢. —
(Beicmiee obpazoBanue). — ISBN 978-5-534-08395-8. — Tekct : snexktponHbiii // ObpazoBaTenbHas
mnatdopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/516893.

8.2. lonoiHUTe/ILHAS JIUTEPATYypa

Momnsra, E. B. Anmmuiickuii s3bIK Ui u3yvarommx TypusMm (A2-Bl+): ydyeGHoe mocobue s
By30B / E. B. Mommnsra. — 6-e uzz., ucnp. u gon. — Mocksa : UznarensctBo FOpaiit, 2023. — 267 ¢c. —
(Beiciiee obOpazoBanme). — ISBN 978-5-534-10436-3. — Tekct : anexktponHblii // OOpa3oBarenbHast
mardopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/516934.

Kymmoa, A. K. Anrmuiickuil 361k a7 MeHepkepoB U joructoB (B1-Cl) : y4eOHUK U MPaKTUKyM
s By30B / A. K. Kymiosa, JI. A. Kosznosa, FO. I1. Bonsirer ; mox obmeit penakimeit A. K. Kynmosoit. —
2-e u31., uchp. u gomn. — Mocksa : U3zgarensctBo FOpaiit, 2023. — 355 ¢. — (Briciee oOpa3oBanue). —
ISBN 978-5-534-08147-3. — Texkct : snexktponHbii // Obpa3zoBarensHas 1uiardopma FOpaitt [caifT]. —
URL.: https://urait.ru/bcode/511221.
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8.3. IIporpammHoe obecrieueHune
Microsoft Windows wimnIaaexc 360
Microsoft Office Professional Plus 2019
Google Chrome unuflnaexc.bpaysep
JIuuko

8.4. Ilpodeccuonanbubie 0a3bl JAHHBIX
Mexaynapoanas pedeparuBHas 60a3a sxypHainoB u ctareid Web of Science —
https://www.clarivate.ru/products/web-of-science/

8.5. UndopmanmoHHbie ClIPaBOYHbIE CHCTEMbI
CnpaBouno-npaBosas cucrema «Koncynsrantlmocy — http://www.consultant.ru/
Tlouckogvle cucmemol
[Touckoas cucrema Google — https://www.google.ru/
ITouckoBas cucrema Yandex — https://www.yandex.ru
[Touckoas cucrema Rambler — http://www.rambler.ru

8.6. UnTepHeT-pecypcsbl
Enunas xomnexuus nudpoBsix 00pa3oBaTeabHBIX pecypcos - http://school-collection.edu.ru/
DnektpoHHas 6ubnuoteka «Bcee yueOHukm» - http:// www.vse-ychebniki.ru/
[udposoii oOpazoBatenbHblil pecypc IPRsmart» - http://www.iprbookshop.ru/
Hayunas snexkrponnas 6ubauoreka - http:// www.elibrary.ru/
[TopTas OTKPBITHIX TaHHBIX — https://data.gov.ru/
Hayunas anexkrponnas 6ubnuoreka «Kubepinenunka» - http://cyberleninka.ru/
Hanmonanenas Dnexrponnas bubnuorexa (HOb)- https://rusneb.ru

8.7. Metoauyeckue ykazaHusl 110 OCBOCHHUIO M CUMILIHHbBI

MeTtoauyeckue yKazaHusl K NPAKTHYECKUM 3aHATUAM

OcCHOBHOE Ha3HAUYEHUE MPAKTUYECKUX 3aHATUH 3aKJII0YAeTCs B BBHIPAOOTKE y CTYAEHTOB HABBIKOB
YTEHUsI, MEpPeBOJa, IMOHUMAHMS aHIJIOS3BIYHBIX TEKCTOB, NPUMEHEHMsI 3HAHUM TIpaMMAaTUKH JUIsS
KOMMYHHUKAI[MM B YCTHOH M NMHCbMEHHOH ¢opme. [[ng 3TOro cTyJeHTaM K KaKIOMY MPaKTHYECKOMY
3aHSATHIO MPEAJIAraloTCs TEKCThI ISl YTEHHs, IepeBoJia U 00CYKJIEHUSI U NMPAKTUYECKUE 3a/1aHusl B BUJE
3aJlaHuM K TEKCTaM, a TaK )K€ rpaMMAaTHUYECKUN MaTepuall U yNPaKHEHUs Ha 3aKPEIUICHUE TPaMMAaTHKH.
Kpome Toro, yuactre B MpakTUUYECKUX 3aHATHAX MPEANoaraeT oTpaboTKy M 3aKpelyieHUue CTyAeHTaMu
HaBBIKOB Pa0OTHI C MOJIy4eHHON HH(pOpMaLuel, BeieHNs: AUCKYCCHIA, coOece]0OBaHU U T.II.

[Ipu moAroToBKE K MPAKTUYECKOMY 3aHATHIO MOKHO BBIJICIUTD 2 3Tara:

- OpraHu3allOHHBbIN;

- 3aKpeIUIEHUE MaTepuania.

Ha nepBoM 3Tane cTyIeHT MJIaHUpYeT CBOI0 CAMOCTOSITEIbHYIO Pad0oTy, KOTOpask BKIIOYAET:

- YSICHEHHE 3a/IaHUA JUIs CAMOCTOSITEIbHON paboThI;

- I0J1I00P PEKOMEHJ0BAaHHOM JINTEPaTyPhl;

- COCTaBJIeHHE IUIaHa pabOThl, B KOTOPOM OIPEIENSAIOTCS OCHOBHBIE IYHKTHI MpPEICTOSIIEH
MOJITOTOBKH.

CocraBieHue miaHa JUCIUIUTMHUPYET U TOBBIIIAeT OPraHu30BaHHOCTD B paboTe.

Bropoii sTan BKiIIoUaeT HEMOCPEICTBEHHYIO MOATOTOBKY CTYJ/IEHTa K 3aHSATHIO.

Haunnate Hajo ¢ M3y4eHUsI HOBOH JIEKCHKH, a TAK)KE€ O3HAKOMHUTEIBHOIO YTeHUs TekcTa. [lepeueHs
TEOPETUYECKUX BOIPOCOB IO IPaMMATUYECKOM TeMe, Ha KOTOpbI€ CTYJIEHThI JOJIKHBI 00paTUTh 0co0oe
BHUMaHUE, ONpPENENsIeTCd IPENoAaBaTeieM, BEIyIUM COOTBETCTBYIOLEE 3aHATHE, U 3apaHee (1o
MIPOBEJICHUSI COOTBETCTBYIOIIETO MPAKTHUYECKOIO 3aHATHSA) JOBOAMTCA JO CBEICHHS OOy4aroUuIuxcs B
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YCTHOM WM THCbMEHHOW (opme. ['paMMaTHUECKHE BOMPOCHI TEMBI OOBIYHO PACCMATPHBAIOTCS W
3aKPETUISIOTCS HA MPAKTUYECKOM 3aHSITHH MPHU BBIMOJHEHUN KOHKPETHBIX YIIPAXKHEHUIA.

3amaHusi, TMPEACTABICHHBIE IO  KAXKIOW  TeME, HMEKIT  IMPAKTHKO-OPUEHTUPOBAHHYIO
HAIMPaBIIEHHOCTh W NMPU3BAHBI MAKCUMAIBHO IPHOIH3UTH CTYJCHTOB K PEATbHBIM yCIOBUSIM IPUMEHEHUS
WHOCTPaHHOTO si3biKa. [10CKOJIBKY OCHOBHAs IIeJb 3aJlaHMil 3aKIF0YaeTCsl B BHIPAOOTKE y CTYICHTOB
CHOCOOHOCTH TIOHUMATh MUCHMEHHYIO M YCTHYIOMHOCTPAaHHYIO pe€4Yb U HABBIKOB €€ MPUMCHCHHUS, MPH
peIIeHUH 33]]a9i 00YJaroIeMycsl IIeTIeCO00pa3HO MPUACPIKUBATHCS CICIYIOIIEH CXeMBbI ICHCTBUN.

B mepByro ouepenn, CTYACHTY CIEAyeT TIIATEIbHO HM3Y4YUTh 3aJaHWS W BBIICIUTH CPEId HUX
JICKCYECKU TPYAHBIE MECTa, 3aTe€M OINpEACIUTh KaKue TIpaMMaTHYeCKHEe KOHCTPYKIUHU IOJUIekKAT
MPUMEHCHHUIO B JIAaHHOW CHUTYalldW, IOCJIE Yero JaTh Pa3BEpHYTHIE W TPaMMATHYECKH MPABHILHBIC
OTBEeTHI. BhIMoOHEeHNE 3a1aHui MOXKET OBITh MPEJCTABICHO B MUCHbMEHHOM MM YCTHOH opme. B ciryuae
BapUATHBHOCTH BBIMIOJTHCHUS 3a/IaHUS CIIeTyeT 000CHOBATh BCE BOZMOYKHBIC BAPUAHTHI.

B cBsi3u ¢ 3THIM paboTa ¢ peKOMEHJIOBAaHHOM JIMTepaTypoi obs3arenbHa. Oco00e BHUMaHHE TPU
3TOM HEOOXOJMMO OOpaTUTh Ha COJEPKAHHE OCHOBHBIX JICKCHKO-TEMAaTHYECKHX TEeM, OOBSCHEHHE
rpaMMaTHYeCKHMX HOPM M TPaBWI HHOCTPAHHOTO $3bIKAa, YSICHEHHE IPAKTHYECKOTO IPUMEHEHUS
paccMaTpuBaeMbIX TpaMMaTHYECKHX BOMPOCOB. B mporecce 3Toi pabOThI CTYJCHT OJKEH CTPEMHUTHCS
MOHATh W 3allOMHUTh OCHOBHBIC ITOJIOKEHHUS PACCMAaTPHBAEMOr0 TPAMMATHYECKOTO M JIEKCHUYECKOTO
MaTepuaia, IpUMephI, MOSCHSIONINE ero, Pa300paThes B 3a/IaHUSX.

3akaHuMBaTh IMOATOTOBKY CJIEIyeT COCTAaBJIEHHEM IUIaHa (MEpPeyHsi OCHOBHBIX ITyHKTOB) IO
u3ydaeMoMy Martepuaiy (Bompocy). Takoil IiaH MO3BOJSET COCTaBUTh KOHIICHTPHPOBAHHOE, CXKATOE
MPEJCTAaBICHHUE TI0 U3y4aeMbIM BOIIPOCAM U CTPYKTYPUPOBATh U3YUYCHHBIN MaTepHall.

B cTpykType mNpakTHYEeCKOro 3aHATUS TPAJAULIHUOHHO BBIJACIAIOT CICAYIOIIUE JSTambl: 1)
OpraHU3aIMOHHBIN JTal, KOHTPOJIb UCXOTHOTO YPOBHS 3HaHUU (0OCYXJIEHHE BOIPOCOB, BOZHHUKIIUX Y
CTYJCHTOB TIPU TIOJTOTOBKE K 3aHATHIO; 2) UCXOMAHBIA KOHTPOJb (TECTHI, OMPOC, IPOBEPKA MUChMEHHBIX
JOMAIIHUX 3aJaHuid W T.J1.), KOPPEKLHUs 3HAHUW CTYACHTOB; 3) oOyuarommii 3Tam (mpeabsBICHUE
QITOPUTMA PEIICHUS 3aaHHU, WHCTPYKIUK IO BBITIOJHEHUIO 33JIaHUH, BBITOJHEHUS METOJIUK W Jp.);
4) camocTosiTeNbHAas paboTa CTYICHTOB Ha 3aHATUU; 5) KOHTPOJIb KOHEYHOTO YPOBHS YCBOCHHS 3HAHMUIA,
6) 3aKITIOYUTEIBHBIN JTAIl.

Ha npakTiyeckux 3aHATHSIX MOTYT IIPUMEHSITHCS CIEAYIOINE GOPMBbI paOOTHI:

* (ppoHTANBEHAS — BCE CTYICHTHI BHIMIOJIHSIOT OJHY U TY Ke paboTy;

* TPYMIOBAas — OJTHA U Ta e paboTa BBIMOIHAETCS TPYNIaMH U3 2—5 YeNOBeK;

* HHIUBUyaJbHAs — KQXKIBIH CTYJCHT BBITIONHSICT HHINBHTYyJIbHOE 3aJIaHUE.

@Dopmvl npakmuyeckozo 3aHamus: 1) TpaJuLMOHHAS (YTEHHE U TEPEBOJ TEKCTOB, 00CYXIEHUE
CTIIOPHBIX BOTIPOCOB IEPEBO/IA, IPOBEJACHHUE YCTHOTO OMPOCa CTYJACHTOB, MOHOJIOTUYECKHIE BBICKA3bIBAHHUS
CTYJEHTOB; 2) UHTEPAKTUBHAs (COCTaBJICHUE AUAJIOTOB, TUCKYCCHUH, POJIEBBIE UTPHI).

Humepaxmuesnvie ¢hopmbl npaxmuuecko2o 3ausamus CIYXKHUT JUISI KOJUIEKTUBHOW OTpPabOTKH
JIEKCUYECKOr0 M TpaMMaTudeckoro wmarepuana Tem. C 93Toil 1enblo MpemnojaBaTelieM CTYACHTHI
pazOuBaroTCs Ha paboune rpymmbl B cOCTaBe He OoJiee 3 4eIOBEK U UM MpeJIaraeTcs COCTaBUTh paccKas,
O3BYUYUTh (PHIJIbM, MEPEBECTH BU3YaJbHYIO HOBEIUTYy HJIM MPOBECTH POJIEBYIO UTPY, UMHUTHPYIOIIYIO
YCTHYIO KOMMYHHUKAIIMIO HAa HMHOCTPAHHOM s3bike. [0 OKOH4YaHWM pa0oOThl B TPYMIE CTYACHTHI
MPE3EHTYIOT TONy4YeHHbIE pe3ynbTaThl. B pesynbpTare yuacTusi B paboTe B Tpynmax CTyIeHTaMH
O0TpabaThIBAIOTCS HABBIKM KOMMYHHKAIIMM B YCTHOH (opMe Ha WHOCTpAaHHOM S3bIKe, OOMEHa
nH(popMalrell Ha THOCTPAHHOM SI3BIKE, a Takke MpOodeCCHOHAIbHO 3HAYMMbIE HAaBBIKU B3aWMOICHCTBUS
C IPYTUMHU JIUIIaMU B (hOpME COTPYTHUYECTBA, aKTUBHOTO CITYIIIAHUS.

B TeueHme 3aHATUS CTYIEHTY HEOOXOIMMO BBINIOJIHUTH 3a/IaHUsl, BBIIAHHBIC IMPENOJABATEIICM,
BBITIOJTHEHUE KOTOPBIX 3aU4UTHIBACTCS, KaK TeKyIast padoTa CTyACHTA.

OavH W3 BaXXHBIX BHJIOB PAa0OTHI HAa MPAKTUYECKUX 3AHATHSIX — nepesod mexcma. CyliecTBYIOT
pasHbIe BUIBI TIEPEBOOB (YCTHBIC, MMCbMEHHBIC, TEXHUYECCKHE, JINTEPATYPHBIE), HO OOIIME TPHUHIIUIIBI
MepeBojia BCeraa OHH U Te JKe.

[Tpu mepeBoje TEKCTa Mepe CTyIEHTAMH BCTae€T HECKOJBKO MPOOJIeM: HE3HAHWE 3HAUCHHSI CIIOB U
MpaBWJI TpaMMaTHKH, HEOOJIBIIION 3amac CHHOHUMOB, cTpax mepen 0onbpmuM od0beMoM Tekcera. [porecc
MepeBo/ia ICITUTCS Ha YCIIOBHBIE JTAITbI.
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1. JIns Hayana Hy>KHO NEPEBECTH HA3BaHHUE, MPOYUTATh WCXOJHBIM TEKCT OT Haydaja /10 KOHIA U
MONBITATHCS IPU 3TOM YJIOBUTH, O UEM UJET PEUb.

2. 3aTeM HauyMHAETCSI HEMOCPEICTBEHHO caM MepeBoJ. Bce He3HakoMmble CIOBa B 00s3aTEIbHOM
MOPSIJIKE HYKHO BBIITUCBHIBATH B TETPAAb WIIA HA SJICKTPOHHBIM HOCUTENb. DTO MO3BOJISET 3a()UKCHPOBATH
BHMMAaHUE Ha JICKCUYECKUX €IMHMIIAX, JTy4Ylle 3aIOMHUTh UX.

Ere oHa CI10KHOCTH BO3HHKAET ¢ BEIOOpOM 3HaueHUs1. OCHOBHAs, 4acTO YIOTpeOsieMast TISKCHKa,
KaKk [paBWJIO, MHOTO3HayHa. B TakoMm ciydae B cloBape uepe3 3amsaTyl0 WIM MoA Hu(paMu
MEPEUHCIIAIOTCS OCHOBHBIE 3HaueHusa. Hukorga He HY>XHO OCTaHABIMBATHCS HAa MEPBUYHOM 3HAYCHUMU.
Heo0xoaumMo y4uThIBaTh KOHTEKCT, B KOTOPOM MOTYT aKTyallu3UPOBAThCS BTOPUYHBIC 3HAYCHUSI.

He HyXHO mepeBOAUTh TEKCT JOCIOBHO, BEPHOCTh OOIIEMY CMBICITY (Dpa3bl BaKHEC«OYKBATH3MAaY).
PesynbpTar mepeBoja AOMKEH OBITH IMOHSITEH HOCHUTENIO PYCCKOTO $3bIKA, YUTAThCA KaK XOPOUIMM
PYCCKOSI3BIYHBIN TEKCT, JaXe €CIU MPHU 3TOM NPUIETCS OTCTYNHUTHh OT JIOCJIOBHOW TOYHOCTU. B TO ke
BpEMsI IEpEBO/I€ HE JOKHO ObITh BBIIYMAaHHBIX, TPOU3BOJIBHO BBEJICHHBIX ()ParMEeHTOB.

BaxHO TMOCTOSHHO MOJIB30BATHCS Pa3HbIMU TUIIAMHU CIIOBapeld. B akTMBE HOJKEH UMETHCS HE
TOJIBKO TE3aypyc, COJEpKalllMii 3HAYEHUs OTIEIbHBIX CJIOB, HO M TOJKOBBIA CJIOBapb, CJIOBapb-
CIPaBOYHHUK, CJIOBAPh CHHOHUMOB M @HTOHMMOB, PAa3rOBOPHBINA CIOBapb, TEPMUHOJIOTUYECKUM, CIIOBAPh
COKpAIIleHHH, TPyAHOCTEH U MHOTHE JApYyrue, TeM OoJjiee YTO B HACTOsIIee BpeMsi padoTa ympoiiaeTrcs
HaJIM4MEM DJICKTPOHHBIX CIOBApEH.

MeTtoauyeckue yKazaHus AJ151 BbINOJHEHHS CAMOCTOATEIbHOI padoThl

CamocrosTenbHas paboTa CTyICHTOB 3aKJIF0YaeTCsL:

1) B caMOCTOSTEIbHOM M3yUYEHUU JIEKCUKO-IPAMMAaTHYECKOW TeMbl (UTE€HUE, MEepeBOl, OArOTOBKA
K YCTHOMY OIIPOCY); 2) B CUCTEMATU3aLUU U 3aKPEIUIEHUH MTOJIyYE€HHBIX 3HaHUH MOCPEACTBOM IepecKas3a
TEKCTOB M B TIOATOTOBKE K JHUCKYCCHH TO TeMme;3) B YIIIyOJCHHOM H3YyYEHHH TIpaMMaTHYeCKOTro
MaTepuasa ¢ UCI0Jb30BaHNEM PEKOMEHJOBAHHOM JINTEPATYPHI.

CaMocTrosiTenbHasi ~ BHEAyJIUTOpHAass pabOThl  CTYAEHTOB —3TO  IPOJOJDKEHHE  U3YyYEHUs
IrPaMMaTH4YECKOIO0 M JIEKCHYECKOT0 MaTepuajna AWCLMILIMHBI B ILEIAX Pa3BUTUM HAaBBIKOB YTEHUS,
IIepEBO/A, a TAK)KE€ YCTHOM M IMCbMEHHOM KOMMYHMKAllMM HAa MHOCTPAHHOM s3bIKe. | J1aBHas 3ajmada —
IIPOYUTATh U IEPEBECTU JOIOJHUTEIbHBIE TEKCTBI, COACPKAHUE KOTOPBIX CBA3aHO C NPONAECHHON Ha
NPEIbIAYIIeM MPAKTHYECKOM 3aHATHU TEMOH, a TakKe JONOJIHHUTH 3HAHHUA B OOJIACTH TPaMMATHKH C
MIOMOIIBIO N3yUEHUs YUeOHUKOB, IPUBEACHHBIX B CIIUCKaX OCHOBHOM M JIONOJHUTEIBHOMN JTUTEpaTyphI.

MeTtoauyeckue yKa3aHus 10 MOATOTOBKe K YCTHOMY OIIPOCY

VYCTHBIA Onpoc MPOBOJAUTCS B MHAMBUAYaIbHOM (OpME Ha MPAKTUYECKUX 3aHSITHUSX, SBISETCS
¢dopMoOii TeKyIIero KOHTpOJIsl YPOBHS OCBOCHMs yuyeOHOM Tembl. [loAroToBka K ompocy NMpPOBOAUTCS B
XOJIE CAaMOCTOSITENIbHON padOThl CTY/IEHTOB U BKJIIOYAET B ceOsl IOBTOPEHUE MPOMIEHHOr0 MaTepuaia 1o
BOIIpOCaM IpeAcrosmiero ompoca. KpoMe OCHOBHOro Marepuana, CTYACHT JOJDKEH H3Y4MTb
JIOTIOJIHUTEbHYI0 PEKOMEHJOBAHHYIO JIUTEpaTypy W HH(QOpMalMi 1O TeMe, B TOM YHUCIE C
ucnosp3oBaHueM HHrepHeT-pecypcoB. B cpenHeM, MOATOTOBKa K YCTHOMY ONPOCY IO OJHOMY
MIPaKTUYECKOMY 3aHSATUIO 3aHMMaeT OT 2 /0 3 4YacoB B 3aBUCUMOCTH OT CIOKHOCTH TEMbI H
0CcOOEHHOCTEH OpraHu3alMy CTYJIEHTOM CBOEH caMOCTOATENbHOIM paboTel. Onmpoc nmpearnonaraeT yCTHbIH
OTBET CTYy/IEHTa Ha OJUH OCHOBHOW M HECKOJIbKO JIOMOJHHUTEIBHBIX BOMPOCOB InpenojaBarens. OTBeT
CTy/IeHTa JOJDKEH MpeACTaBIATh co00i pa3BEpHYTOE, CBSI3aHHOE, JIOTHYECKH BBICTPOEHHOE COOOILEHHE
Ha aHIIMICKOM si3bIKe. [Ipy BbICTaBIEHUMU OLIEHKU MPENoAaBaTelb YUUTHIBAET MPAaBUIBLHOCTh OTBETA IO
COJIEP/KAHUIO, €0 MOCIIEN0BATEIBHOCTh, YMEHUE I'PAMOTHO CTPOUTH PEUYb HA aHIVIMMCKOM S3BIKE, B TOM
YClie C UCTIOJIb30BaHUEM JIMHTBUCTUYECKON TEPMUHOIOTHH.

MeToanyeckue yKasaHus 10 MOATOTOBKE K TECTHPOBAHMIO
BelnonHenne TECTOBBIX 3aJaHUN IIPENOCTABISAECT CTYACHTAM BO3MOXKHOCTb CAaMOCTOSITEIBHO
KOHTPOJIMPOBATh YPOBEHb CBOMX 3HAHUM, OOHAPYKUBATh MPOOEINHI B 3HAHUSAX U IPUHUMATh MEPbI IO UX
mukBuganuu. dopma U3I0KEHUs TECTOBBIX 3aJaHUH MO3BOJISIET 3aKPEIUTh U BOCCTAHOBUTH B IAMSATHU
npoiaeHHbId MaTepuan. Jns dopmupoBanus 3ajaHHil HCNOJIb30BaHA Kak 3aKpbiTas, TaK U OTKPBITas
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dbopma. Y cTymeHTa ecTh BO3MOXXHOCTH BBIOOpA MPABHJIBHOTO OTBETA WJIM HECKOJBKHX MPABUIHHBIX
OTBETOB U3 YHCIIA MPEUIOKCHHBIX BapUAHTOB. J1Jisi BBITIOTHEHUS TECTOBBIX 3aJaHHUI CTYNCHTHI JTOJIKHBI
M3YYUTh TpPaMMaTHYECKUA MaTepHall MO TEME, COOTBETCTBYIOIIHME pa3/ieiibl y4eOHUKOB Yy4eOHBIX
IMOCOOUI.

Ecnm kakme-To BOIPOCHI BBIHECEHBI IMPEINOAABATEIEM Ha CaMOCTOSTEIbHOE H3YYCHHE, CIEAyeT
oOparuTbcss K Yy4eOHOW JHUTEepaType, PEKOMEHIOBAHHOW WIperojaBaTelieM B KaueCTBE HWCTOYHUKA
CBEJCHUN.

Mertoanyeckue yKa3aHus 110 NOATOTOBKE K MIPOMEKYTOYHOM aTTecTallui B (popme 3a4era

3auer — (opMa MPOMEKYTOUHOW arTecTalMy, 3aJadeldl KOTOpPOro SIBISAETCS KOMIUIEKCHOE OLEHKa
YPOBHEH TOCTIKEHHUS TNITAHUPYEMBIX PE3YJbTAaTOB 00Y4YEHUs MO AUCIUILIIMHE.

3a4eT MPOBOAUTCS 3a CYET 4acOB, OTBEAEHHBIX Ha U3YYCHHUE COOTBETCTBYIOICH JUCHUILINHBL.

[Ipouenypa npoBeeHUs JAHHOTO OLEHOYHOTO MEPOMPHSTHS BKIIIOYAET B ce0s1: OLIEHKY Pe3yJIbTaToB
TEKYIIEro KOHTPOJIs yCIIEBAEMOCTH CTYy/IEHTa B TeUEHHE Meproa 00ydeHus 10 AUCLUILIMHE.

Jlns mosydeHust 3adueTa HeOOXOOMMO MMETh OLEHKH, MOJYYEHHBIE B paMKaxX TEKYIIEro KOHTPOJIS
YCIIEBAEMOCTH, 10 KaXI01 TeME, IPELYCMOTPEHHON TUCLAIIIMHOM.

B kputepun UTOroBoi OLIEHKH YPOBHS IOATOTOBKH 00YYarOIErocs 1o JUCIUILINHE BXOIAT:

- YPOBEHb YCBOECHHUS CTYJIEHTOM MaTepuaa, peyCMOTPEHHOro paboyeil mporpaMmoii;

- YPOBEHb IPAKTUYECKUX YMEHHUM, IPOJEMOHCTPUPOBAHHBIX CTYAEHTOM IIPH BBIIOJIHEHUHU
IIPAKTUYECKUX 3a/1aHUM;

- YPOBEHb OCBOCHHsI KOMIIETEHLINI, IO3BOJISIONIMX BBIIOIHATH IPAKTUYECKUE 3aaHNS;

- JIOTMKa MBILUICHUSI, 000CHOBAHHOCTh, YETKOCTb, TIOJIHOTA OTBETOB.

MeTtoau4yeckne yka3anus 110 OATOTOBKe K NPOMEKYTOYHOH aTTecTanuu B GopMe IK3aMeHa

[Ipu moAroToBKE K 9K3aMEHYy HEOOXOAMMO TOBTOPUTH C TIOMOIIBIO PEKOMEHJIOBAHHON JIMTEPATyphI
BCE pa3/eiibl (TeMaM) JUCLUIUIUHBIL.

Ha sKk3aMeHe CTyIeHT JOJDKEH MOATBEPAUTHh YCBOEHHME Y4eOHOro Marepualia, IMpeayCMOTPEHHOIO
pabouell mporpaMMoi AUCLMILIMHBL, a TaKKe MPOJEMOHCTPUPOBATH NMPHUOOPETEHHbIE HABBIKM aJanTaluu
MOJTYYEHHBIX TEOPETUUECKUX 3HAHUN K CBOEH MPOQeCCHOHAIBHON JIESTENBHOCTH, B TOM YMCIIE B 00JIaCTH
MEXKYJIBTYpPHOH KOMMYHMKAI[MHM. DK3aMeH MPOBOAUTCS B (hopMe YCTHOrO coOeceloBaHHE IO THUIIOBBIM
BOIMpOCaM JUIsl 5K3aME€Ha U BBINOJHEHHUS NMPAKTUYECKUX 3a/laHui, KOTopble Mo (opMe HE OTIMYAIOTCS OT
MIPAKTUYECKUX 3aJaHUM, BBINOJHEHHBIX CTYACHTAMH B TEUYEHHE TPUMECTpPA, HO XapaKTEpU3YIOTCS
MOBBIIIEHHON CJIOKHOCTBIO.

9. MATEPHAJIBHO-TEXHUYECKOE OBECIIEYHEHUE JUCIHUIIJIMHBI

Jns peanu3anuy AUCIUILIMHBI TpeOyeTcs Clenyroliee MaTepruaTbHO-TEXHUYECKOe 0OecrieueHue:

- U ITPAKTUYCCKUX 3aHATHI — yqe6Has[ AyaUuTOpHr, OCHAICHHAA 060pyn0BaHI/IeM U TCXHUYCCKUMU
cpencTBaMH 00y4YEeHHUS.

- A8 TPOMEXKYTOUHOM arrecTauuu — YydeOHass ayJuTopus, OCHAIleHHas OOOpyIOBaHUEM U
TEXHUYECKHUMHU CPECTBAMU O0yUEHHS.

Jis  camMoCTOSTeNbHOM  paOOTHI:  TMOMEIIEHHWE, OCHAIIEHHOE KOMITBIOTEPHOM TEXHUKOW C
BO3MOXKHOCTBIO TIOAKIIOUEHUS K cetu «VIHTepHeT» U o0ecrmedeHueM JOCTynma K O3JIeKTPOHHOM
nH()OPMAITMOHHO-00Pa30BaTENBHON Cpeie OpraHu3allNu.

10. OCOBEHHOCTH OCBOEHUA JMCIMIIVIMHBI IMIAMHU C OT'PAHMYEHHBIMH
BO3MOKHOCTSAMMU 310POBbA
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OOy4aromMMcsi ¢ OrpaHMYEHHBIMH BO3MOXHOCTSMH 3/10pOBbsl INPEAOCTABISIOTCA CIELHAIbHbIC
yueOHUKH, y4eOHble MOCOOMS W JUJAKTHYECKHE MaTepHajbl, CHEeLUabHbIE TEXHUYECKHE Cpe/CTBa
Oo0yueHMs KOJJIEKTUBHOIO U MHIMBUIYQJIBHOIO IIOJb30BaHMSA, YCIYIM acCCUCTEHTa (TbIOTOpA),
OKa3bIBAIOIIETO  OOyYaloUIMMCS  HEOOXOAMMYIO  TEXHMYECKYI0  IOMOIb, a TaKXke  YCIyrH
CYpAOIEPEBOTUUKOB M TU(IIOCYPIOTIEPEBOAUNKOB.

OcBoeHME AUCHUILIMHBI 00yYarOIIUMHUCS C OTPAaHHYCHHBIMU BO3MOYKHOCTSIMU 37I0POBBSI MOJKET OBITh
OPraHU30BaHO COBMECTHO C JIPYTMMHU O0yUarOIUMHUCS, a TAKKE B OTAEJIBHBIX IPYIIIAX.

OcBoeHHME JUCHMIUIMHBI  OOyYarOIIUMHUCA C  OTPAaHUUYCHHBIMH  BO3MOXXHOCTSMH  3IIOPOBBS
OCYILIECTBIISIETCS C y4€TOM OCOOEHHOCTEH NMCUX0(hU3NYECKOr0 pa3BUTHS, MHIUBUYAIbHBIX BO3MOXKHOCTEH
U COCTOSIHUS 3]0POBbSL.

B nensix 10CcTynHOCTH MOTy4YeHUs! BBICILIETO 00pa30BaHMs 110 00pa30BaTeIbHON MporpaMMe JIMIAMU C
OrpaHUYEHHBIMHU BO3MOXKHOCTSIMHU 3/10POBbS TIPH OCBOSHHUHU JWCIMIUTMHBI 00€CTICUNBACTCS:

1) U1 11 ¢ OrpaHUYEHHBIMHU BO3MOKHOCTSIMU 3/10POBbS 110 3PEHUIO:

— IIPUCYTCTBUE THIOTOPA, OKA3bIBAIOIINI CTYACHTY HEOOXOAMMYIO TEXHHYECKYIO TMOMOIIb C YYETOM
MHJIMBUlyaIbHBIX OCOOCHHOCTEH (IoMoraer 3aHATh pabodyee MECTO, IepeiBUIaThbCs, MPOYUTaTh U
o(hopMHUTE 3a/1aHKE, B TOM YHCIIC, 3aITUCHIBAs IO IUKTOBKY),

— IUCbMEHHbIE 33J[aHus, a TAaKXKe HHCTPYKUUM O IMOps/JKEe MX BBIIOIHEHUS O(OPMIISIOTCS
YBEJIMYEHHBIM HIPUPTOM,

— cHelyanbHble Y4eOHUKH, yuyeOHble MOCOOMs M TUIAKTHYECKHE MaTepualibl (MMEIoIUe KPYIHbIH
mpUQT WK ayauoaiiis),

— MH/AMBUIyaJIbHOE paBHOMEpHOE ocBelleHre He Menee 300 Jtrokc,

—IpU HEOOXOAMMOCTH CTYIEHTY JUIS BBHIIOJHEHUS 3aaHUs NPEIOCTABISIETCS YBEIMYMBAOIICE
YCTPOMCTBO;

2) A7 UL ¢ OTPaHUYEHHBIMU BO3MOXKHOCTSIMU 3/10POBBS 110 CITYXY:

— IIPUCYTCTBHE ACCUCTEHTA, OKa3bIBAIOIINHI CTY/ICHTY HEOOXOAUMYIO TEXHUUYECKYIO TIOMOILb C Y4E€TOM
UHAMBUYaJbHBIX OCOOCHHOCTEM (IOMOraeT 3aHATh pabdodyee MECTO, IEpPEIBUrarbcs, IMPOYUTaTh MU
o(hopMUTH 3a]]aHKE, B TOM YHCIIE, 3aAIUChIBAs MO AUKTOBKY),

— obecrieunBaeTcss HaIWYKME 3BYKOYCHWJIMBAIOIIEH ammaparypbl KOJUIEKTHBHOTO IIOJIb30BAaHHS, IPU
HEoOX0AMMOCTH 00ydJarolieMycsi MpeJoCTaBIseTcs 3BYKOyCHJIMBAIOIIAs araparypa WHIUBHYaJIbHOIO
10JIb30BAHUS;

— o0ecreunBaeTcsl HaIeKaIlMMK 3ByKOBBIMH CPE/ICTBAMHU BOCIIPOU3BEIECHHS HHPOPMAIINY;

3) s ULl C OTrPaHWYEHHBIMH BO3MOXKHOCTSIMHM  3/I0POBbs, HMEIOIIUX HAPYIIEHUS OIOPHO-
JBUTaTeIbHOIO anmnapara:

— MMUCbMEHHBIE 3aJ]aHMsl BBIMOJIHAIOTCS Ha KOMIIBIOTEPE CO CIELUATU3HPOBAHHBIM MPOTPAMMHBIM
o0ecrieueHreM WM HaJUKTOBBIBAIOTCS THIOTOPY;

— I10 JKeJIaHUIO CTYACHTA 3a/1aHUSI MOTYT BBIIIOIHSTHCS B YCTHOM (opMe.
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