MMNWHOBPHAYKU POCCUA
®ENEPAINBHOE MOCYAAPCTBEHHOE BIO[PKETHOE OBPA3OBATEJTbHOE YHPEXKAEHME
BbICLLEIMO O5PA30OBAHUA

«BOPOHEXXCKWU rOCYOAPCTBEHHbIA YHUBEPCUTET»
(Preoy BO «BI'Y»)

YTBEP>XOAIO

3aBeaytowmi kadenpomn

a@HIMMIACKOTO s3blka r'yMaHUTapHbIX hakynbTeToB
dakynbTeTa poMaH e\’pMaHCKOIZ dmnonorum
.bH., fipod. BopucknHa O.0.
01.06.2025 .

PABOYASA NPOMPAMMA YYEEHOM ﬁVICLI,I/II'II'II/IHbI
Orc3.02 NHocTpaHHbIN A3bIK B NpodecCcnoHanbHON AesaTenbHOCTH

1. HanpaBneHune nogrotoBku / CneunanbHocTb: 42.02.01 Peknama
2. Npodunb nogroroBku/cneumanusaumn: rymaHMTapHbIn

3. KBanudukaums (cteneHb) BbINyCKHUKA: Cneynanuct rno pekname
4. dopma oBy4eHuUA: ovHas

5. Kachegpa, oTBevalowasa 3a peanusauuio AUCUUNMUHBI: Kadeapa aHrmnMnckoro
A3blka ryMmaHuTapHbix pakynbtetoB (KAAIP)

6. CoctaButenu nporpammbl: npen. KameHes Erop Cepreesuny
npen. Xpunkosa Hatanba MuxannosHa

7. PekomeHpgoBaHa: HMC dakynbTteta PI®, npoTtokon Ne 8 ot 18.04.2025 .

8. YuebHbin roa: 2025/2026  CemecTtp(-bl): 3, 4, 5 ([I/o CCO Ha 6a3e 9 kn (4r))
2026 / 2027



9. Llenn 1 3apaym y4e6HON AUCLUMUNNIUHDI:

OcHoBHOM Lenbto N3y4YeHns obyyvarowmmmcs ANCUMUNIIHBI
Orc3.02 NHocTpaHHbIN A3blk B NPOodeCcCMoHanbHON AeATENbHOCTU SABMSETCS MNOBbILLEHWE
NCXOAHOro YPOBHS BNageHUS UHOCTPAHHbBIM A3bIKOM, JOCTUIHYTOrO Ha npeabiayLen cTyneHu
obpa3oBaHus, W oOBNageHne HeobxoAMMbIM UM OOCTATOYHbIM YPOBHEM  WNHOSA3bIYHOW
KOMMYHUKaTUBHOW KOMMETEHUUN AN pPeLleHnd counarbHO-KOMMYHUKATUBHBIX 3adady B
pasnMyHbiX obnactax npodeccuoHanbHOM, HayyYyHOW, KyNbTypHOM W ObITOBOW cep
AEATEeNbHOCTU, a TaKkke Ans AanbHenwero camoobpasoBaHus.

Pa3BnTE KOMMYHMKATUBHOM KOMMNETEHLMM OCYLLECTBNSAETCA NyTEM (POPMUPOBAHUS Y
0ByyYaloLNXCH peyYeBbIX YMEHUIN FOBOPEHUS, YTEHNS U MUCbMEHHON peYMn.

POpMMPOBAHNIO YMEHWNI TOBOPEHMUS, YTEHUSA U MUCbMEHHON peydn yaenseTcsa pasHoe
BHMMaHWE B 3aBUCMMOCTU OT aTana obyyeHus. Npy 3TOM COXpaHAETCSA KOMMNIIEKCHbIN NOAXO0L4,
K chopMmpoBaHuio y obyyalomMXCsa KOMMYHWKATMBHbIX YMEHWA, a obydeHne peyeBou
AEATENbHOCTM paccMaTpMBaEeTCs Kak eAuHbIA B3aMMOCBSA3a@HHbIN NPoLEecC, NO3BONSAOLWMIA
aKTMBM3MpoBaTb 06Lwme n cneumduyeckne peyeBble HaBblkU U YMEHUS.

B npouecce oby4vyeHus aHrMMckomy N3blky obydaromecs oBrnageBaloT YMEHUEM
NMOCTOAHHO COBEpPLUEHCTBOBATL MOflyYaeMble A3bIKOBble 3HaHWUSA, BbipabaTbiBalOT HaBbIKU
NOSIb30BaAHNA 3SIEKTPOHHOW CrPaBOYHOW NUTEPaTypoON Ha aHrMUACKOM A3blke, TaKOW Kak
3NEKTPOHHbIE CITIOBapW U CIPaBOYHUKN.

O6pasoBatenbHble M BOCMMTATENbHbIE LENU  peanu3yloTcs  MOCTENEHHO U
napannenbsHo C pasBUTMEM KOMMYHUKATUBHOW  KOMMETEHUMW B TevyeHume Bcero
ANCLUMNAMHAPHOrO Kypca. OTO obecneymBaeT MOBbILEHWE YPOBHA OOLWEn KynbTypbl
obyvarLmxcd, pacwmpseT MX Kpyrosop u [aé€T BO3MOXHOCTb OyayuiMm crneumanucram
AOCTOMHO NpeacTaBnsaTb CBOK CTpaHy, Y4acTBYst B OCYLLECTBMEHUUM MEXKYIbTYPHbIX,
akageMU4ecKnx U OeroBbIX CBA3EN N C YBaXXEHNEM OTHOCUTBLCH K KyNbTYPHbIM U AYXOBHbLIM
LEHHOCTAM ApYrMX CTpaH U HapOAoB.

OpraHmzauusa y4yebHOro npouecca npu3BaHa crnocobcTBoBaTb POPMUPOBAHUIO Y
obyyaloWmMxcss ryMaHUCTUYECKOrO MMUPOBO33PEHUS), UYBCTBA WHTEpHaUMOHanNuama u
naTpuoTmama. OTu 3agaunm OCYLLECTBNSAKTCS, rMaBHbIM 0bpa3om, NyTém nogbopa y4yebHbIX
MaTepunanoB COOTBETCTBYIOLLErO COAEPXKaHNS.

OcHoBHbIMM 3agadamu Kypca no aucumnnuHe OIMC3.02 WMHocTpaHHbIN A3bIK B
npodeccnoHanbHOM AeATENbHOCTU ABNAETCA paspeLleHne npobnem B pycne acnekTta «A3bik
ANsa crneumanbHbIX Lenen». JucumnnnHapHbIn KypC akUueHTUpyeT NpakTuyeckoe npuMeHeHne
3HAHUN aHINIMNCKOrO s3blka Kak MHOCTPAHHOro, No3Bonss obyvawwmmcs paspabaTbiBaTb
npeseHTaLmm, peknamHble kKamnaHum, PR-kaMmnaHnUn 1 MapkeTUHIoBble NiaHbl HA aHMMUACKOM
A3blKe, YTO MOMOXET MM He TONbKO YMyuylnTb $3blKOBbl€ HaBbIKM, HO W MOBLICUTb
npodecCcnoHanbHy0 KOMNETEHTHOCTb B BbICTPO MeHsoLencs HaycTpum B pamkax gaHHoOro
acnekTta pellawTca Takme 3afaun, Kak pasBuMTUE HaBbIKOB MNpodheccuoHanbHon OGuaHec-
KOMMYHMKaLUK, pasBuTUE HaBblkOB MNybrnunyHon peudn (cooblieHue, Ooknag, AUCKyccus,
nybnuyHaa npeseHTauusl), pas3BUTME HaBbIKOB YTEHUS TEKCTOB npodheccuoHanbHom
HaNpaBfiEHHOCTU C LENbl MNofnyyeHns Heobxogmmon WHdOopMaunn, pasBUTUE OCHOBHbIX
HaBbLIKOB NMCbMa ANns NoAroToBKN NyGnvkauum n BeaeHNsa nepenmnuckn no cneunanbHOCTH.

lMporpamma opMeHTUpOBaHa Ha AOCTMXKEHNE CneayLwwnx Luenen:

1) pa3BuTME WHOA3BIMHON KOMMYHUKATUBHOW KOMMETEeHUMN (peyeBOr, HA3bIKOBOW,
COLIMOKYNbTYPHOW, KOMNEHCATOPHON, y4eOHO-No3HaBaTENbHON):

— peyeBasi KOMMETEHUUA — COBEPLUEHCTBOBAHNE KOMMYHUKATUBHBLIX YMEHUN B TPEX
BMAAxX peyvyeBon OeATENbHOCTU (TOBOPEHUU, YTEHUN U MUCbME); YMEHUI MNaHMpoBaTh
CBOE peyeBoe 1 HepeyeBoe NoBeAeHNE;

— AI3bIKOBasAi KOMMETEeHUusi — OBfafeHne HOBbIMUM $A3bIKOBbIMW CpeacTBamMu B
COOTBETCTBUN C OTOOpaHHLIMM TeMaMn U cepamn obLieHns: yBenmyeHne obbema
MCNOSb3yeMbIX NEKCUYECKMX €OUHUL,; pa3BUTUE HABLIKOB OMNEPUPOBAHUSA A3bIKOBbIMMN
egMHMuaMm B npodeCccmoHanbHO-OPMEHTUPOBAHHBIX M KOMMYHUKATUBHBIX LIENSX;



— COLUMOKYNbTYpHasi KOMMNeTeHUMA —  yBenuyeHne oObEMA  3HaAHUM O
COLMOKYNbTYPHON cneumduke CTpaHbl / cTpaH n3y4aemoro A3bIKa,
COBEpPLUEHCTBOBAHNE YMEHUMA CTPOUTbL CBOE pevYeBOe U HepeyeBOoe MoBedeHue
afjekBaTHO 9aTon cneunduke, OPMMPOBaHME YMEHUA BbliaenaTb obuwee u
cneundunyeckoe B KyrbType pogHOM CTPaHbl U CTPaHbl N3y4aeMoro s3blka;

— KOMMNeHcaTopHasaA KOMNeTeHUUs — [arbHenlee pasButue YMeHnin oobACHATLCA B
ycrnoBusax geduumta S3blKOBbIX CPeACTB Mpu NOMydYeHUn N nepepadvye UHOA3bIYHOW
MHdopMaLnu;

— y4yeOHoO-no3HaBaTeNnbHasi KOMMNeTeHUuMss — pasBuTne obwux u crneumanbHbIX
y4eOHbIX YMEHMWI, MNO3BOMSOWMX COBEPLUEHCTBOBATb Y4YebHYH0 OeATenbHOCTb MO
OBJIaAEHNIO NHOCTPaHHbLIM A3bIKOM, YAOBMNETBOPATH C €0 NOMOLLIbIO NO3HaBaTeSbHbIE
NHTEepechbl B ApYrnx obnactsx 3HaHWs;

2) pa3BuTMe ” BOCMUTAHME CMOCOBHOCTU M TFOTOBHOCTM K CaMOCTOSATENBHOMY U
HenpepbIBHOMY M3YYEHUIO MHOCTPAHHOIO A3blka, AanbHenweMy camoobpas3oBaHuio C
€ero MOMOLLBIO, MCMOMb30BAHUIO MHOCTPAHHOIO f3blka B APYrMx ob6nacTax 3HaHWui;
CMOCOBHOCTM K cCaMOOLEHKe Yepe3 HabnogeHne 3a COGCTBEHHOW peyblo Ha POOHOM U
MHOCTPAHHOM £3blKax; JIMYHOCTHOMY CaMoorNpeaeneHnio B OTHOLWEHUM OyayLien
npodpeccnn; coumanbHaa agantauus; OPMUPOBAHWE Ka4vyeCTB rpaxkaaHuHa U
natpuora.

M3yyeHne aHrmMMckoro fA3blka Mo AaHHOW nporpaMmMme HarpasfieHO Ha OOCTUXKeHue
obleobpasoBaTernbHbIX,  NPO(ECCUOHaNbHO-OPUEHTUPOBAHHBLIX,  BOCMUTATEMbHbLIX U
npakTU4ecknx 3afad, Ha [JdanbHenwee pasBUTME WHOA3BIYMHOM  KOMMYHWKaTUBHOW
KOMMeTeHLMMN.

B pesynbtate ocBoeHus yvebHon gucumnnmHbl OFC3.02 WNHOCTpaHHbIN A3bIK B
npodeccnoHanbHON AeATENbHOCTM 06yYaloLWNNCAa OOMKEH YMETb:

1. F'oBoOpeHwue:

— BECTW fAuanor (gawuanor-paccnpoc, Auanor-obMeH MHEHUAMU/CYXOEeHUAMU, auanor-
nobyxgeHne K OEeNCTBUIO, ITUMKETHbIM AuManor M uMx KoMbuHaumm) B CUTyaumsax
odonumanbHOro n HeouULManbHOro obLLeHNsA B BbITOBOWN, COLMOKYIIbTYPHOM U y4ebHO-
Tpy4oBOW cdpepax, UCNOSb3yst apryMeHTaumio, 3MOLMOHalbHO-OLEHOYHbIE CPeaCTBa;

— pacckasblBaTb, paccyXgaTb B CBS3W C W3YYEHHOW TemaTukon, npobriemaTnkomn
NPOYUTaHHBIX/MPOCNYLIAHHbBIX TEKCTOB; ONUCbLIBaTb COOLITUA, n3naratb akTbl, AenaTb
coobLeHus;

— co3faBaTb CMOBECHbIN COLMOKYIbTYPHbLIA NOPTPET CBOEW CTpaHbl U CTpaHbl / CcTpaH
N3y4yaemMoro A3blka Ha OCHOBE pa3HOOOpa3HOM CTPaHOBEAQYECKON U KyNbTYpOBELYECKON
NHopMaLnu;

— NOHUMAaTb OTHOCUTENBHO MOSHO (OBLWMI CMbICI) BbICKa3blBaHUS Ha W3y4YaemMoM
MHOCTPAHHOM £A3bIKe B PasfIUYHbIX CUTyaLMsIX OO EeHNS;

— OLeHUBaTb BaXXHOCTL/HOBU3HY MHGOPMaLUMK, onpeaensiTb CBoe OTHOLLEHNE K HEN.

2. YteHune:

—uynTaTtb TEKCTbl pasHbIX CTunen (NnyonmumcTudeckne, XyooXKeCTBEHHble, Hay4Ho-
nonynsipHble N TEXHUYECKNE), UCNOSNb3YS OCHOBHbIE BUAbI YTEHUS (O3HAKOMUTESTbHOE,
n3y4varoLee, NPOCMOTPOBOE/NMONCKOBOE) B 3aBUCMMOCTN OT KOMMYHUKaATUBHOMW 3aauyu.

3. NMucbMeHHasn peyb:

— OnucblBaTb SBMEHUs, COObITUSA, u3naratb PakTbl B MUCbME SfIMYHOMO W AENOBOro
Xapakrepa;

— 3anoNHATb Pa3nuyHble BUAbI aHKeT, coobLiatb cBeaeHns o cebe B hopme, NPpUHATON B
CTpaHe/cTpaHax U3y4aemoro si3blka; MCNosib3oBaTb NPUOBPETEHHbIE 3HAHUSA U YMEHUS
B NPaKTUYeCKOMN 1 npoeccrnoHanbHom AesaTeNbHOCTU, MOBCEAHEBHOWN XXU3HM.

B pesynbtate ocBoeHus y4vebHon pucumnnmHel OMC3.02 WHOCTpaHHbLIN £3blK B
npodeccnoHanbHON AeATENbHOCTM 06yYaloLWMNICA OOMKEH 3HATb / NOHMMATb:
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1. 3HA4YEHUSA HOBbIX NIEKCUYECKUX €OUHUL, CBSA3aHHbIX C TEMATUKOW AAHHOro atana u ¢
COOTBETCTBYHOLLUMMU CUTYALMUSIMUN OOLLEHNS;

2. A3bIKOBOM MaTepuan: nagnoMaTndeckme BbIPaKEHUs, OLEHOYHYI JTIEKCUKY, eOuHULbI
peyeBOro 9TUKeTa, MNepeyuCrieHHble B pasgene «A3blkoBoW Matepuan» WU
obcnyxusatwowme cntyaumm obLeHns B paMKkax n3yvyaeMblx TeM;

3. HOBble 3HAYEHUS1 WM3YYEHHbIX rnarofnbHbiX ¢OpPM (BUOOBPEMEHHBLIX, HEMUYHbIX),
cpeacTtea 1 crnocobbl BblpaXKeHUs Mo4anbHOCTU; YCAOBUS, NPEeANOIOXKEHNS, NPUYNHBI,
cnencTeus, NobyXaeHus K AENCTBUIO;

4. NMNHIBOCTPaAHOBEOYECKYI0, CTPAHOBEAYECKYD W  COLMOKYNbTYPHYI WHopmaumio,
pPaCLUMPEHHYIO 3a CYET HOBOW TEMATUKMN U NPOBNemMaTMKM peveBoro obLeHns;

5. TEKCThlI, NOCTPOEHHbIE Ha A3bIKOBOM martepuane NnoBCEeOHEBHOro n
npodeccnoHanbHOro 06LLEHNS, B TOM YNCNE MHCTPYKLMM U HOPMATUBHbIE AOKYMEHTbI
cneymanbHocTam Cl10.

10. Mecto y4yeOGHOM AUCUMNNMHbBI B CTPYKTYpe OCHOBHOM npoceccuoHanbLHOM
oGpa3oBaTesibHOW NporpamMmbil:

OucuunnmHa OMC3.02 WHocTpaHHbIM A3blK B NpodeCcCMOHanbHOM AeATENbHOCTM
oTHocutcsa K umkny OFCO  (obwme rymaHuTapHble W counanbHO-3KOHOMUYECKUE
AncuMnnuHbl), Haxogutca Ha basoBom ypoBHe nogrotoBkn (PrOC3+) u Bxogut B
obssatenbHyto (6a3oByl) YacTb rymaHuTapHoro npoduns cneumansHoctn 42.02.01
Peknama.

Paboyas nporpamma y4ebHon gucumnnmHel OFC3.02 IHOCTpaHHbIN  4A3blK B
npodeccnoHanbHON AOEATENbHOCTM COCTaBneHa Ha ocHoBe 1) MpumepHon nporpammebl
yuyebHon amcumnnuHbl ONC3.03 MHoCTpaHHbIM A3bIK ANns obpasoBaTeSibHbIX YYpPEXOAEHUN,
peanuaylwmx obpasoBartenbHble nporpammbl CI1O, pekomeHgoBaHHon ®epnepanbHbIM
rocyaapCTBEHHbIM  OLOAXKETHbIM  yupexaeHnem «degepanbHbii  UHCTUTYT  pa3BUTUSA
obpasoBaHus» (PIBY «PVPOx») B kKayecTBE NPMMEPHOM NPOrpaMmbl ANg MCNOSb30BaHUSA Mpu
paspaboTke nporpamMmmbl  yd4ebHom  gucumnnmHbel  OFC3.02 MHOCTpaHHbIN A3bIK - B
npodeccmnoHanbHon gesatenbHocTu, 2) PegepanbHOro rocygapcTBeEHHOro obpasoBaTenbHOro
cTaHgapTa  cpegHero  npodeccuoHanbHoro  obpasoBaHus no  cneumanbHOCTK
42.02.01 Peknama (®roOC 42.02.01 Peknama) un 3) OCHOBHOW NpPOGECCUOHANBHON
obpasoBaTefibHON nporpaMMmbl  MOArOTOBKM CMELMannUcTOB CpedHero 3BeHa CpegHero
npodeccmnoHansHoro obpasoBaHna no cneumansHocTn 42.02.01 Peknama.

11. NMnaHnpyeMbie pe3ynbTaTbl 0Oy4eHUs NO AUCLUUNIIUHE (3HaHUS, YMEHUS!, HaBbIKK),
COOTHECEHHble C MNaHupyeMbiMU pe3ynbTaTamMM OCBOEHUSA oOOpa3oBaTeribHOW
nporpamMmbl (KOMNEeTEHUUAMM BbINMYCKHUKOB):

Kon HanmeHoBaHue

OK 1 Bbibupate cnocobbl pelieHns 3agady nNpogeccMOoHanbHOW OeATenbHOCTU
NPUMEHNTENBHO K pasNnYHbIM KOHTEKCTaM

OK 2 Ncnonb3oBaTb COBpeEMEHHbIE CpeaCcTBa MOUCKa, aHann3a u MHTeprnpeTauuu

MHoOpMaLMN N NHMOPMALMOHHbIE TEXHONOrMM ONA BbINOSHEHUS 3ajad
npodeccnoHanbHOM AesiTENbHOCTH

OK 3 MnaHupoBaTb W peanun3oBbiBaTb COOCTBEHHOE MPOdECCMOHANbHOE WU
NUYHOCTHOE  pas3BuUTUe,  NpeanpuHUMaTENbCKyld  OeATEeNbHOCTb B
npodgeccmoHanbHOn cdepe, WUCMNONb3oBaTb 3HAHUA NO MPaBOBON U
PMHaAHCOBOW rPaMOTHOCTU B Pa3fNYHbIX XXM3HEHHbIX CUTYaUnax

OK 4 O pekTMBHO B3amogencTsoBaTb 1 paboTaTb B KOMNNEKTUBE U KOMaHae
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OK5 OcyLecTBNATb YCTHYH U MUCbMEHHYKD KOMMYHUKaUMIO Ha rocygapCTBEHHOM
a3blke Poccunckon degepaumm € y4€TOM OCOBEHHOCTEN CoUManbHOMO WU
KyNbTYpPHOro KOHTEKCTa

OK 6 [MposiBNATL  rpaXkg4aHCKo-NaTpuoOTUYECKYD  MO3UUMIO,  OEMOHCTPUMPOBaTb
OCO3HaHHOEe MNOBeAEHWEe Ha OCHOBE TPaAULMOHHBIX POCCUMUCKUX LYXOBHO-
HPaBCTBEHHbIX LEHHOCTEW, B TOM 4ucne C Yy4eTOM rapMoHuM3auum
MEXHaLUNOHAIbHbIX U MEXPENUIMMO3HbIX OTHOLLIEHUI, NPUMEHSTb CTaH4apThbl
AHTUKOPPYMUNOHHOIO NoBeaeH st

OK7 CopencrBoBaTb COXpPaHEHUIO OKpyXalowlen cpedbl, pecypcocbepexeHuto,
NPUMEHATb 3HaHMA 00 U3MeHeHuW knumarta, npuHUMNBl Bepexnueoro
npon3BoACTBa, 3PIEKTUBHO AEMNCTBOBATL B Ype3Bbl4aMHbIX CUTYaLUaX

OK 9 Monb3oBaTbca NpodPecCnoHanbsHON AOKyMEeHTauMen Ha rocyaapCTBEHHOM U
MHOCTPaHHOM S3blKax

MnaHupyemble pe3ynbTaTbl OCBOEHUSA Y4eOHOM AUCLUNSIUHDI:

1. NINYHOCTHbLIE:

— ChOPMMPOBAHHOCTb LIEHHOCTHOINO OTHOLLEHUS K SA3bIKY KaK KyNbTYpPHOMY (0EHOMEHY U
cpeacTBy oTobpaxeHnsa passuTus obLiecTBa, ero UICTOPMU U AYXOBHOW KyNbTypbl;

— ChOPMMPOBAHHOCTb  LLUMPOKOrO MpeAcTaBfeHns O [OOCTUKEHUSX HaUMOHANbHbIX
KYyJibTyp, O PONN aHIMMNCKOro S3blka U KynbTypbl B pa3BUTUN MUPOBOM KYNbTYpbl;

— pasBuUTME UHTEpPECA N COCOBHOCTM K HAbMNIOAEHUIO 3a MHBIM CNOCOO6OM MUPOBUAEHUS;

— OCO3HaHWe CBOEro MecTta B NOSINKYNbTYPHOM MUPE; FOTOBHOCTb M CNOCOBHOCTb BECTU
ananor Ha aHrmMUMNUCKOM 4A3blke C NpeactaBuTeENsMU APYrux KynbTyp, AocTuratb
B3aMMOMOHMMaHWs, HaxoauTb oOLWKMe uenn u coTpygHuMyaTbh B pasnuyHbix 0b6nactsax
ANs X AOCTUMXKEHNS; YMEHUE NMPOsIBASATbL TONEPaHTHOCTb K Apyromy obpasy MbiCnen, K
MHOW NO3MLUMK NapTHepa No obLeHuno;

— rOTOBHOCTb M CMOCOBOHOCTb K HenpepbiBHOMY  0Opas3oBaHuio,  BKIOYas
camoobpasoBaHMe, Kak B nNpodeccuoHanbHOW ob6ractTu C  MCNoNb30BaHUEM
aHIMUNCKOro AA3blka, Tak U B cdpepe aHrfIMnckoro asblka.

2. MeTanpeaMeTHbIe:

— YMEHME CaMOCTOATENIbHO BbIOMpaTh YCNelwHble KOMMYHUKaTMBHbIE CTpaTernm B
pasfIYHbIX CUTYaUnax obLeHns;

— BfageHue HaBblKamMu MPOEKTHOW AeATENbHOCTU, MOAENUPYIOLLIEN pearbHble CUTyaunmn
MEXKYNbTYPHOM KOMMYHUKaLUUW;

— YMEHME OpraHn3oBaTb KOMMYHUKaATUBHYKO OEATENbHOCTb, NPOAYKTMBHO O6LIaTbhbCa U
B3aMMOAENCTBOBaTb C €€ Yy4yacTHUKaMW, Yy4YuTbiBaTb MX MNO3nUuK, 3PEPEKTUBHO
paspeLlatb KOHMIUKTI;

— YMEHME ACHO, NTOMMYHO U TOYHO M3naraTb CBOK TOYKY 3pEeHUsi, UCNOMb3yH afgeKkBaTHble
s13blKOBblE CpeacTBa.

3. npeAMeTHble:

— CchOpPMMPOBAHHOCTb MHOA3BLIYHOM KOMMYHUKATUBHOW KOMNETEHLMN, HeobXoanMon ans
yCMewHon coumanu3aumm m camopeanu3aumm, Kak WUHCTPYMEHTa MEXKYNbTYPHOro
o0LeHnss B COBPEMEHHOM MONUKYNbTYPHOM MUPE;

— BMageHne 3HaHUSMW O COLMOKYNbTYPHOM cneuuduke aHrroroBopswmx cTpaH u
YMEHME CTPOUTL CBOE PEYEBOE U HEPEYEBOE NOBEAEHMNE aAEKBATHO 3TOM cneundguke;

— YMeHMe BblaensaTb obuee 1 pasnmyHoe B KynbType pOgHOM CTPaHbl U aHIOroBOPSILLMX
CTpaH;

— AOCTWXKEHWEe [0CTaTOYHOro YPOBHS BNafeHWUs aHrMUMCKUM S3bIKOM, MO3BONSAIOLEro
BbIMYCKHWKaM OCYLLECTBNATb B JOSMKHOM Mepe YCTHYIO U MUCbMEHHY0 KOMMYHUKaLNIO
Kak B NOBCEAHEBHO-ObITOBOM, Tak 1 B NpodeccuoHanbHou cpepax;
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—C(*)OpMI/IpOBaHHOCTb YMEHNA WCMNOoJSb30BaTb aHIMUNUCKUIA A3bIK Kak cpeancrtso and
nony4veHus VIH(bOpMaLI,VIVI M3 aHrmoA3bl4HbIX UCTOYHUKOB B 06pa3OBaTeJ'IbeIX n
caM006pasoBaTeanb|x uensax.

12. O6BEM gUCLUUNIIUHBI B 3a4€THbIX eAuHULAxX / YacaXx B COOTBETCTBUUN C Yy4eOHbIM
nnaHom — 141 v.

dopmbl Tekywen arrectaummu: 3, 4, 5 cemecTpbl — YCTHbIM onpoc/ npeseHTaums /
NMCbMEHHasi KOHTpornbHas paboTa / TecT.

DopMbI MPOMEXYTOYHOWN aTTecTauumn: 5 ceMecTp — 3K3aMeH.

13. Buabl y4ueb6HOM paboThl:

TpynoéMkocTb (Yachl)
. Bcero Mo cemectpam (O/o CCO Ha 6ase 9 kn (4r)
Bua yuebHol paboTbl w11 kn (3r))
3 cem 4 cem 5 cem

Jlekuymmn
MMpakTnyeckme 115 34 57 24
JlabopaTtopHble
WHouBugyanbHble 3aHaTus | 14 4 6 4
(camocTosTenbHaga paborta)
KoHcynbsrauum
OK3aMeHbl 12 12
3a4éThbl
KCP (opauHatypa)
Bcero yacos 141

UTtoro: 141 u.

13.1 KpaTkoe coaepxaHue (AuaakTuyeckme eguHuULbl) y4e6HOM ANCLUUNIIUHBI:

Tembl, paccmaTpuBaeMble B XOA4E OCBOEHMS y4ebHOM OUCUMNAWHBI, CTPYKTYPHO
BKMNtOYaloT crnegyowme 6nokn 1eM npodpeccuoHanbHbIX YCTHOW W NUCbMEHHOM OusHec-
KOMMYHMKaLMKN KaK COCTaBHbl€ KOMMNOHEHTbI AUCLUMMIIMHAPHOIO Kypca MHOCTPAHHOrO sA3bika B
npodeccmoHanbHOn aeaTenbHoCTK no cneyunansHoctn 42.02.01 Peknama:

Paspen 1. OcHOBbI peknambl W MapkeTuHra: Peknama, Peknama Kak
rnpogheccuoHanbHas dessmesibHocmb, KapbepHblie 803MOXHOCMU 8 cghepe peknambl, Turlbl
peknamel, MapkemuHe, MapkemuHaosbili Mukc, bpeHOuHe, [lpodsuxxeHue npodykma u
rpoodax.

Paspen 2. UccnepoBaHuss M aHanuTtuka B pekname: MccredogaHue pPbiHKa,
GocmoHckass mampuya, MicmoyHuku uHgpopmayuu, Memodsl cbopa u aHanu3a OaHHbIX,
MapkemuHaoeble cmpameauul.

Paspen 3. LleHooGpa3oBaHMe n npoaaxu B ccepe MapKkeTUHra U peknambl:
LleHa, LleHoobpa3osaHue, LleHosbie cmpameauu 8 pekname, Turbl PO3HUYHOU U Ormoeou
peanusayuu rnpooax.

Pasgen 4. LUndpoBasa peknama wu crtparermn. Haebiku 6 cghepe pekrnambl 8
yugpposol cpede, YHusepcasnbHass peknama, KynbmypHass adanmauyusi peKknaMHo20
npodykma, PeknamHbie cmpamezauu, PeknamHas KamnaHusl.

Paspen 5. PR 1 Gu3Hec-KOMMyHUKauun B AeATENbHOCTU peknambl: Ces3u C
obwecmeeHHocmbto, PR-kamnaHusi, busHec-komMmyHukauyusi 6 pekname, [lnaHuposaHue
mepornpusimud.

Takum o6pas3om, peanu3auus pasgenoB AUCLMNNMHBL COMYTCTBYET pPa3BUTUIO
npodeccnoHanbHbIX KOMNETEHUMA, paBHO Kak dOpMUpPYeT OCHOBHbIE ObLLMe KOMMNeTeHUMn
obyyvatoweroca (OK 1, OK 2, OK 3, OK 4, OK 5, OK 6, OK 7, OK 9).



13.2 CopepxxaHne y4e6HON ANCLIMNINMUHDI:

HanmeHoBaHue pasgena
ANCLUNNIINHDI

CopaepxaHue pasgerna OuCUMnvHbI

Pasgen 1. OcHOBbLI peknambl
n MapketuHra: Peknama,
Peknama Kak
npodgeccmnoHanbHas
neatenbHoCcTb, KapbepHble
BO3MOXHOCTM B  cdoepe
peknambl, Tunbl peknamebl,
MapkeTuHr, MapkeTUHIroBbIN
MUKC, BpeHauHr,
MpoaBmxeHne npoaykta wu
npoaax

1. NMpocMOTPOBOE YTEHUE C MOMCKOM KIIOYEBLIX OnpeaeneHui (Hanpumep, Koppenauns Mexay noHATUAMU
peknama, mapkemuHz, 6peHOuHe), paBHO KaK AeTasfibHoe YTEeHNe Ha NOSTHOe NMOHUMaHue TeKCTa.

2. [leneHune TekcTa Ha normyeckme Yyactu (Hanpumep, pasnunumna mexay ATL n BTL-peknamon).

3. Mownck knoYeBbIX NPeanoXeHun (Hanpumep, OCHOBHbIE (PYHKUMM Ba30BOro MapKeTUHroBoro Mmmkca — 4P,
— VN pacLUMPEHHON MapKeTMHroBon Teopun — 8P).

4. MNMepenaya cogepxxaHna TekcTa B popmMe MoHorora-cooduieHns (Hanpumep, 06bsiCHeHNe BUOOB peknaMbl
C Nnpumepamn).

5. HanucaHne Tematmnyeckoro acce npodeccuoHanbHOM HanpaBneHHOCTH.

6. NogroToBka K 06CyXaAeHUI0 Ha TeMy NpodeCCMOHanbHON HanpaBneHHOCTH.

7. [lMCbMEHHOE npoeKkTHoe 3ajaHve — pas3paboTka peknamHoOW cTpaTermm
adPUNMMPoOBaHHOIO C POAHBLIM PErMoHoM busHeca.

8. KpaTkoe usnoxeHue npoeccmoHanbHO-OPUEHTUPOBAHHBLIX TEKCTOB O KapbepHbIX BO3MOXHOCTSX B
pekname.

9. PaccmoTpeHune dpas-knuwe ans obocHoBaHWA BbiIbopa peknaMHOro KaHana pacnpocTpaHeHus.

Ona  nokKaribHoro,

Paspen 2. VccnepoBaHusa un

1. eTanbHoe YTeHne c pa3bopom METOLOB MApPKETMHIOBbLIX UCCNEAOBAHUI (HAanpuMep, Ka4eCTBEHHbIE VS.

aHanuTMka B peKname: | KONIMYeCTBEHHbIE).
NceneposaHne pbiHKa, | 2. MOMCK KIYEBBLIX AaHHbIX B OTYETAxX (HanpuMmep, BblOeNeHne KNioYeBbIX METPUK B aHANUTUKE).
BocToHckas mMatpuua, | 3. CpaBHeEHWE UCTOYHNKOB MH(popMaLnKn (NepBUYHbIE N BTOPUYHBIE AaHHbIe). Knaccudukaumst NICTOMHUKOB
NCTOYHMKM  nHOopMaumK, | AaHHbLIX 1 METOAOB MX cbopa 1 nocreayLlero aHanmaa.
MeTtoabl cbopa u aHanusa | 4. [leTanbHoe YTeHME MaTpUYHON cxeMbl — BOCTOHCKOM MaTpuubl. PaccmMoTpeHne Koppenaumm pbiIHOYHbIX
AaHHbIX,  MapkeTuHroBble | 4ONK K pocTa.
cTparernm 5. HanucaHne Tematmnyeckoro acce npodeccuoHansHOM HanpaBneHHOCTH.
6. NogroToBka K 06CyXAeHNI0 Ha TeMy NPpodeCCMOHanbHOM HanpaBneHHOCTH.
7. NIMCbMEHHOE NPOEKTHOE 3afaHne — aHanu3 pbliHKa Ans HOBOro NpoayKra.
8. KoHcnekTupoBaHne npodecCnoHanbHO-OPUEHTUPOBAHHBLIX TEKCTOB O TpeHA4ax B MapKeTUHrOBOW
aHanuTuke.
9. PaccmoTpeHne ppas-knuwie ansa npeseHTaumm pesynbTaTtoB nccnegoBaHus.
Paspgen 3. 1. AHannTnyeckoe YTeHne KeNCoB NO LEHOBbIM CTpaTernsMm (Hanpumep, CKUAOYHbIE MONUTUKA, NPEMUYM-
LleHooGpa3oBaHue n | ueHoobpasoBaHue 1 gp.).
npoaaxu B cchepe | 2. CpaBHeHune nogxonos (cost-based vs. value-based pricing).
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MapkeTuHra wun peknamebl: | 3. [leTanbHoe YTeHme npodeCccMoHanbHO-OPUEHTUPOBAHHbBIX TEKCTOB O NCUXOMNOMMN LiEH.
Llena, LleHoobpasoBaHue, | 4. HanncaHne TeMaTtnyeckoro acce npodpeccuoHanbHOM HanpaBneHHOCTH.
LleHoBble  cTpatermm B | 5. [logrotoBka Kk 06Cy>XaeHnto Ha TeMy nNpodeccrMoHanbHOM HanpaBneHHOCTH.
pekname, Tunbl po3HMYHOM | 6. [TMCbMEHHBIN Kenc — pa3paboTka LLeHOBOW cTpaTernm ons ctapTtana.
M onToBoM peanusaumn | 7. KOHCnekTupoBaHue npodeccnoHanbHO-OPUEHTUPOBAHHbBIX TEKCTOB O AMHAMUYECKOM LieHOOOpa3oBaHuu.
npoaax 8. PaccmoTpeHne dpas-knuwe ans 060CHOBaHUS LIEHOBOIO PEeLUEHUS.
9. PaboTa ¢ gaHHbIMM B TEKCTOBOM MacCuBE — aHanm3 LieH KOHKYPEHTOB.
Pasgen 4. Lndposas | 1. [leTanbHoe 1 NONCKOBOE YTEHNE TEKCTOB NPOdECCUOHAIbHOW HanpaBrieHHOCTM.
peknama K cTpaTeruu: | 2. AHann3 KemcoB MyJibTUKYNbTYPHbIX peknamMHbiX kamnaHuin (Hanpumep, Pepsi vs. Coca-Cola B pasHbIx

Hasblkn B chepe peknambl B

umcpoBomn cpege,
YHuBepcanbHaa peknama,
KynbTypHas agantauus
peknamMmHoro npoaykra,
PeknamHble cTpaTerun,

PeknamHasa kamnaHus

cTpaHax).

3. KoHcnekTupoBaHue NpPodeCcCcMoHanbHO-OPUEHTUPOBAHHbIX
npeseHTauMm No atanam 3anycka LMdpoBon KamnaHuu.

4. HanncaHue TemaTn4eckoro acce npodeccmoHanbHON HanpaBneHHOCTU.

5. MoaroToBka k 06CyxaeHnto Ha TeMy NpoeCccnoHanbHOM HanpaBNeHHOCTMW.

6. [pynnoBOoN MUWHUNPOEKT C OTKPbLITOM MNpe3eHTauuen — nraHupoBaHWe TapreTMpoBaHHOW pekrambl B
couceTsx.

7. KoHcnekTupoBaHne npodeccmoHanbHO-OPUEHTUPOBAHHbLIX TEKCTOB-raMoB MO pekniame MNOoUCKOBOW
ONTMMMU3aLUM U KOHTEKCTHOWN pekname.

8. PaccmoTpeHune dpas-knuwe ansa 3awmTbl pekriamHOM KOHLUENLNMN.

TEKCTOB-rangos no co3aHuto

Paspen 5. PR wun 6usHec-
KOMMYHMKaLMK B
AEeAaATenbHOCTH peknambi:
CBs3un ¢ 06LEeCTBEHHOCTLIO,
PR-kamnaHus, busHec-
KOMMYHMKaUua B pekname,
lMnaHnpoBaHue

MepOonpUATUI

1. [leTanbHOE 1 NONCKOBOE YTEHNE TEKCTOB NPOECCUOHANIbHON HanpaBIEHHOCTH.

2. KoHcnekTnpoBaHme npodeccnoHanbHO-OpUEHTUPOBAHHbBIX TEKCTOB-ranfoB MO CO34aHWi0 MNPOAYKTOB
NPSIMOro MapKeTMHra 1 KOMMYHUKaLMOHHOIO B3aMMOOENCTBUS.

3. Pa3bop n HanncaHue 0enoBoro nMcbMa B pamMkax rnpotecca npsmMmoro MapKkeTuHra.

4. Pa3bop 1 HanucaHue npecc-penuaa no 3agaHHbIM LWabroHy 1 cueHapuio.

5. Pa3bop n HanncaHne BU3UTHOIO pe3tome (BU3UTKW) NO 3agaHHOMY dhopMary.

6. MpynnoBon 6usHec-npoekT B dhopmMaTte 4enoBOM UrPbl MO CO34AHNI0 PEKITAMHON UM KOMMYHUKALNOHHOM
KamnaHuu ans komnaHum, adoduiimpoBaHHOM ¢ pOAHbIM roOpodoM.




13.2 Paspgenbl gucumnnuHbl U BUAbI 3aHATUN:

HanmeHoBaHue pasgena ANCUUNUHbI

O6BbEM Yyacos

lNpakTnyeckne

NHaneungyansHasa paboTa
(B T.4. M aTTECTAUUN)

Bcero

Pa3pen 1

Peknama

Peknama Kak  npogeccuoHarbHasi
dessmenibHOCMb

KapbepHblie 803MOXHOCMU 8 cghepe
peknambl

a1

a1

Tunbl peknamsl

MapkemuHe

MapkemuHa08bIlU MUKC

bpeHduHe

[podsuxxeHue npodykma u rnpodax

glol|h~ (01O

Tekyuwme atrectauum (Pasgen 1)

o ook~ |O1©

Pa3pen 2

UccnedosaHue pbiHKa

EocmoHckass mampuua

MecmoyHuKku uHghopmayuu

MemoObi cbopa u aHanu3a daHHbIX

MapkemuHzo8eble cmpameauu

oW w| s

oW iw|~

Pa3pen 3

LleHa

LleHoobpa3oesaHue

LleHosble cmpameeuu 8 peKriame

Tunbl  po3HU4YHOU U onmosou
peanusayuu npodax

Hibh|DdW

Hibh|DdW

Tekywue arrectaumumn (Pasgensl 2, 3)

IN

Paspen 4

Haebiku 68 cgbepe peknambl 8
yugposoli cpede

N
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YHueepcarsbHasi peknama 3 3
KynbmypHas adanmauyusi pekrnamHo20 8 8
rnpodykma

PeknamHble cmpamezauu 4 4
PeknamHasi kKamnaHusi 3 3
Pa3pen 5

Cesi3u ¢ 0bwecmeeHHOCMbH 4 4
PR-kamnaHus 4 4
busHec-KOMMyHUKayus 8 pekrname 10 10
lNnaHuposaHue meponpusmul 2 2
Tekywue atrectaumun (Pasgensol 4, 5) 4 4
NMpomexyToyHas arrectauus 12 12

(3K3ameH)
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14. MeToanyeckue ykasaHusi Ansa obyyarowmnxcs no 0CBOEHUIO ANCLUNIIUHbI:

MnaHupoBaHMe u opraHusauus BpeMeHW, HeobxoauMoro AnNA U3y4YeHus
OUCLMNIINHBIL. BaXHbIM YCNOBMEM YCNELIHOTO OCBOEHUSA OUCLMMNINHBI ABNSETCS CO34aHue
CUCTEMbI NPaBUbHON OpraHn3auun Tpyaa, No3BONSOWEN pacnpenenntb y4ebHyo HarpysKky
paBHOMEPHO B COOTBETCTBUM C rpadhmkom obpasoBaTenbHOro npouecca. bonbLuyo nomolb
B 9TOM MOXET OKa3aTb COCTaBfieHne nraHa paboTbl Ha ceMecTp, Mecsl, Heaento, AeHb. Ero
HanmMyne NO3BONUT NOAYMHUTL CBOBOAHOE BpeMs LensaMm yvebbl, TpyauTbea 6onee ycnewHo
N 3adPPEeKTUBHO. HyXXHO OCYLLEeCTBNSATb CAaMOKOHTPOSb, KOTOPbIN SBASETCA HeobxoauMbiM
ycrnosmem ycnewuHomn y4ebol. Ecnmn 4To-To ocTanoch HEBLIMNOMHEHHbLIM, HEOBXO0AMMO U3bICKaTb
BpeMs ANs 3aBepLUeHNsa 3TON YacTn paboTel, He yMeHbluas 06bEéma HeaenbHoro nnaHa. Bee
3aflaHns K NPakTUYEeCKUM 3aHATUAM, a Takke 3afaHusl, BbIHECEHHbIE HA CaMOCTOATESbHYIO
paboTy, pekomMeHAyeTCs BbINOMNHATL HENOCPEeACTBEHHO MOCMe COOTBETCTBYIOLIEN TeMbl
Kypca, 4TO CrnocobCTByeT ny4llemMy YCBOEHWIO MaTepwana, no3BOnsieT CBOEBPEMEHHO
BbIABUTb W YCTpPaHUTb «npobenbi» B 3HaHUAX, CUCTEMATM3MPOBATb paHee NPONOEHHbIN
maTepuar, Ha ero OCHOBE NPUCTYNUTb K OBNaAEeHMI0 HOBbIMU 3HAHUSIMU U HaBbIKaMMU.

NMoaroToBKa K MpPaKkTU4eCKMM 3aHATUAM. MOArOTOBKY K KaXOoMy MpakTU4ecKoMy
3aHATUIO Oby4YalWwmMncsa [OMKEeH HavaTb C O3HaKOMIEHMS KaneHOapHO-TeMaTUYeCKUM
nnaHoM y4eBHOro Kypca, COAepXaHue KOTOpPOro OoTpaxaeT coaepXaHue npeanoXeHHON
TEeMb.

PekomeHaaumm no paboTte ¢ nuTepaTypomn: B pamkax n3yvyeHuns kypca oby4arommcs
pekoMeHayeTca obpalleHne K npeactaBneHHeiM B QYK OonOnHUTENbHLIM Matepuanam m
SMNEKTPOHHbLIM pecypcaM, TakMM Kak 3NEeKTPOHHbIE CroBapu U KOPNycChbl.

MoarotoBKka K NPOMEXYTOYHOM aTTecTtauMu. yMeTb NoBTOPATb M obobwiaTtb
mMaTepwan, yctaHaBnmBaTb CBSA3M MeXay NPONnaeHHbIMU TEeMaMMU.

15. lMepeyeHb OCHOBHOW nuTepaTypbl, pecypcoB WHTepHeT, HeobOXoAUMbIX AOns
OCBOEHUA OUCLUNIIUHBI:

Ne n/n MCTOYHMK

AbpamoBa W.E. A3bl npodeccrMoHanbHOM U akageMU4eCcKoW KOMMYHMKaUMW Ha aHrIMNCKOM
A3bike: yyebHoe nocobue ans obydalomincsaoB TeXHUKYMOB M konnemxen / U.E. AbpamoBa,
1 A.B. AHaHbuHa. — MockBa; bepnuH: Oupekt-Meana, 2020. — 106 c.: wun., Tabn. — Pexum
goctyna: no nognucke. — URL: http://biblioclub.ru/index.php?page=book&id=571970 — ISBN
978-5-4499-0534-5. — DOI 10.23681/571970.

l'youHa .. AHMUIACKMIA A3blk B NpodeccUoHanbHOW OesTeNbHOCTU Ans CheumanbHOCTU
2 «Peknamay. = English in Professional Activities for the Specialty ‘Advertising’. [TekcT]: y4ebHoe
nocobue / I'.I'. ['ydnHa. — Mockea; bepnuH: Oupekt-Meawna, 2019. — 62 c.

MaHkoBa T.H. Go ahead to become professional [OnekTpoHHbIA pecypc]: y4ebHoe nocobue /
T.H. ManxkoBa, E.b. llapuHa; BopoHex. roc. yH-T. — JMneKTPOH. TeKCToBble AaH. — BopoHex:
3 Wapatensckun gom BIY, 2016. — 3arn. ¢ tutyn. akpaHa. — CBOOOAHLIN JOCTYN M3 UHTPaceTn
BI'Y. — TekctoBbi dpann. — Windows 2000; Adobe Acrobat Reader 4.0. — ISBN 978-5-9273-
2358-6. — URL:http://www.lib.vsu.ru/elib/texts/method/vsu/m16-168.pdf

KoBaneHko [1.U. English for students of PR: y4yebHoe nocobve ans cTtyaeHToB BYy30B /
M.N. Koeanenko, HO.A. Kygpswosa. — PoctoB H/[: ®eHuke, 2008. — 286 c.

TuxoHoB A.A. [pamMmMaTuiKa aHIMICKOrO A3blka: MPOCTO M OOCTYNHO: y4yeBGHoe nocobue /
A.A. TnxoHoB. — M.: dnunTa, 2019. — 240 c.

16. [lononHuTenbHaa nuTeparypa:

Ne n/n McToYHMK
Fony6eB A.I. AHMMUICKMA A3blK  ANst BCeX cheuuanbHocTen.. y4vebHuk / [onybes A.l.,

1 bantok H.B., CmnpHoea U.6. — Mockea: KHoPyc, 2020. — 385 ¢. — (CIMO). — ISBN 978-5-406-
07353-7. — URL: https://book.ru/book/933691

5 Kapnosa T.A. English for Colleges = AHmunckuin a3blk ana konnemxewn. [MpakTukym +
MpunoxeHue: TecTbl: y4yebHo-npakTuyeckoe nocobue / Kapnosa T.A., Bockosckas A.C.,



http://biblioclub.ru/index.php?page=book&id=571970
http://www.lib.vsu.ru/elib/texts/method/vsu/m16-168.pdf
https://book.ru/book/933691
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MenbHuuyk M.B. — M.: KnHoPyc, 2020. — 286 c. — (CIN0O). — ISBN 978-5-406-07527-2. — URL.:
https://book.ru/book/932751

MaHbkoBckas 3.B. AHrmuncknii a3bik: y4eb. nocobue / 3.B. MaHbkoBckasd. — M.: MH®PA-M, 2018.
— 200 ¢. — URL: http://znanium.com/catalog.php?bookinfo=930483

MuHuHa O.'. Ba3soBbii nNpodeccMoHanbHbIN  aHIMUACKUA  A3blK: y4ebHoe nocobue: [12+]/
4 O.l'. MuHuHa. — Mocksa; bepnvH: OupekT-Meana, 2020. — 160 c. —
https://biblioclub.ru/index.php?page=book&id=595465

MaHkoBa T.H. English academic writing map: y4ebHoe nocobue / T.H. NaHkoBa; BopoHex. roc. yH-
5 T. — BopoHnex: Wsgatenbckuin gom BI'Y, 2019. — 170 c.: Tabn. — bubnuorp.: ¢c. 167-169. —
ISBN 978-5-9273-2734-8.

MaHkoBa T.H. General English Matters for Freshers: yyeGHoe nocobue/ T.H. [laHkoBa,
W.HO. HebpeHumHa. — BopoHex: BopoHEeXCKU rocygapCcTBEHHbIN yHuBepcuTeT, 2017. — 218 c.

LWesuyoea IN.B. AHrnuinckuin a3blk ana amsanHepos (B1-B2): yyebGHoe nocobue ans cpenHero
npodeccnoHanbHoro obpasoBaHusi/ [.B. lleBuosa, E.B. Hapounas, J1.E. Mockaneu; noa
7 penakumen I.B. LeBuyoBon. — 2-e u3g., nepepab. n gon. — Mockea: M3patensctBo HKOpawr,
2021. — 288 c. — ([NpodeccroHanebHoe obpasoBaHne). — ISBN 978-5-534-05809-3. — TekcT:
anekTpoHHbIn // ABC KOpanT [canT]. — URL: https://www.urait.ru/bcode/473459

YanauHu, P.B. MNMcuxonorus BnusHus / PobepT Yanaunu; nep. c anrn. M. Menes. — M.: Bunbsimc,

8 2005. — 368 c.

9 FOmawweBa B.B. AHMMWIACKkuI s13bIK B pekname: MeToANYeckue ykasaHus No aHrmmMnckomMy s3biky /
B.B. OmaweBa. — BopoHex: N3a-Bo BI'Y, 2011. — 44 c.

10 fOmawesa B.B. AHrnuinckmn sa3blik B pekname: yyebHO-meToamyeckoe nocobwe ans By30B /

B.B. KOmaweBa. — BopoHex, UIML| BI'Y, 2011. — 41 c.
11 Brierley, Sean. The Advertising Handbook / Sean Brierley. — L.&N.Y.: Routledge, 2005. — 287 p.
George, Michael & Belch. Advertising and Promotion: An Integrated Marketing Communications

12 Perspective / Belch,&,Michael George. — 12th Edition. — McGraw Hill, 2021. — 848 c.

13 Gore, Sylee. English for Marketing & Advertising: Oxford Business English. Express Series / Sylee
Gore. — Oxford: Oxford University Press, 2016. — 72 p.

14 Odiegwu-Enwerem, Chucks. Principles of Advertising and Sales Promotion / Chucks Odiegwu-
Enwerem, & Jonathan Aliede. — L. & Lagos: National Open University of Nigeria, 2021. — 93 p.

15 Robertson, H. Bridge to College Success: Intensive Academic Preparation for Students/

H. Robertson. — Boston: Heinle & Heinle Publishers, 1998. — 250 p.

Ba3bl AaHHbIX, VIHq)OpMaLIVIOHHO-CnpaBO‘-IHbIe N NOUCKOBbIE CUCTEMDbI:

Ne n/n | VicTouHMK
20 British Council [Online Resource]. — Available at: https://www.britishcouncil.org
Cambridge Dictionary [Online Resource]. — 2025. — Available at:
21 e .
https://dictionary.cambridge.org/
Oxford English Dictionary: Pronunciation Model of British English [Online Resource]. — 2025. —

22 Available at:  https://public.oed.com/how-to-use-the-oed/key-to-pronunciation/pronunciation-
model-british-english/

23 TED Talks [QnekTpoHHbI pecypc]. — Pexum goctyna: https://www.ted.com/talks, cBo60oaHbIN

o4 MonHoTekcToBasa 6a3a «YHuBepcuTeTckasa 6mubnmoteka» — ObpasoBaTenbHbin pecypc. — UPL:
http://www.biblioclub.ru

25 OneKTPOHHbIV KaTanor Hay4yHon 6ubnnoTtekn BopoHeXCcKoro rocyapCTBEHHONO yHMBEpCUTETa. —
OnekTpoHHasa bubnuoteka. — Pexum goctyna: http://www.lib.vsu.ru/, ceobogHbin

26 OHuuknoneansi Britannica: uHdopMaums Ana mM3ydvarowmx aHrMACKUA A3blK [ONEKTPOHHbIN

pecypc]. — Pexwum goctyna: https://www.britannica.com, cBo60ogHbIN

17. WUHcdpopmMauMOHHbIe TEeXHONOrnu, ucnonb3yemble ANA peanusauuum y4ebHou
AUCLUUNIUHBI, BKITIOYasa nporpaMmmMHoe obecnevyeHne M MHOpMaLMOHHO-CrpaBoOYHbIe
cucTtembl (NpyM HeO6XxO0AUMOCTH):

1. MporpammHoe obecneyeHune (Microsoft Office);

2. ONeKTPOHHbIN y4ebHbIN KypC NO AMCUMUNNNHE B YHMBepcuTeTckon cucteme Moodle VSU
(https://edu.vsu.ru/) (ocTyneH no ccbinke: https://edu.vsu.ru/course/view.php?id=31497).

18. MaTepmanbHO-TeEXHU4YECKoe obecneyeHune:
1. TunoBoe obopyaoBaHNe ayanToOpuUK;


http://znanium.com/catalog.php?bookinfo=930483
https://biblioclub.ru/index.php?page=book&id=595465
https://lib.vsu.ru/zgate?ACTION=follow&SESSION_ID=2903&TERM=Панкова,%20Татьяна%20Николаевна%5B1,1004,4,101%5D&LANG=rus
https://www.urait.ru/bcode/473459#_blank
https://www.britishcouncil.org/
https://dictionary.cambridge.org/
https://public.oed.com/how-to-use-the-oed/key-to-pronunciation/pronunciation-model-british-english/
https://public.oed.com/how-to-use-the-oed/key-to-pronunciation/pronunciation-model-british-english/
https://www.ted.com/talks
http://www.lib.vsu.ru/)
http://www.britannica.com/
https://edu.vsu.ru/
https://edu.vsu.ru/course/view.php?id=31497
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2. YMK, y4yebBHble nocobus;

3. MynbTumeannHoe obopygoBaHue (NPOEKTop);
4. AyonoTexHuka;

5. KomnbtoTep, pecypcobl cet VIHTepHeT.

19. PoHA OLEHOYHbIX CPEeACTB:

19.1. NepeyeHb KOMMNETEHUUN, C yKazaHueM 3TanoB (popMUPOBaAHMA U NMITAHUPYEMbIX
pe3ynbTaToB OOy4YeHus:

Koo n
coaepxaHue
KOMMeTeHUnn

(Mnn eé
yacTtun)

MnaHupyemble pesynbTaTbl 00y4eHus
(nokasaTenun JOCTUMXKEHUS 3a4aHHOTO
YPOBHS OCBOEHUSA KOMMNETEHLNN
nocpeacTsoM hOPMUPOBAHUS 3HAHWI,
YMEHUIN, HABbIKOB)

OK 1, OK 2, | 3HaTb: 06asoBble npasuna rpaMMaTUKK
OK 3, OK 4, | (mopconorum U1 CcuHTakcuca), HOPMbI
OK 5, OK 6, | ynotpebneHus obwen "
OK 6, 0K9 npodeccuoHanbHOM NEKCUKN MHOCTPaHHOIO
Aa3blka, TpeboBaHMM K peyeBOMy U
A3bIKOBOMY  OCPOPMITEHUIO  YCTHbIX U
MUCbMEHHBIX BbICKa3blBaHUA C  Y4ETOM
cneundUnKn NHOA3bIMHOM KYNbTYpbI

yMeTb: MOHUMaTb OCHOBHOE COAdepXaHue
HECIOXHbIX ayTEHTUYHbIX TEKCTOB,
OTHOCALUMXCA K pasnUYHbIM TUMaMm peun,
BbIAENATb B HUX 3HA4YMMYyl MHGOpMaLUMIO,
NCNonb30BaTb pPasfnuyHble BUAObl YTEHUS

OTanbl hopMUpoBaHUS
KomneTeHuun (pasgensl
(TEemMbl) OUCLMMIIMHBI NN
MoAyns N UX
HanMMeHOoBaHMe)

$o0C*
(cpencTBa
OLeHNBaHNS)

3, 4, 5

ans n3BneyeHns KOMMYHUKaTUBHO-
3Ha4YUMon " npogeccnoHanbHo-
OpVEeHTUPOBaAHHON WHopmauun,
nepeBoanTb ayTeHTU4YHble
HeaganTUPOBaHHbIE, paBHO Kak
TEKCThI

ceMecTpbl —
YCTHbIN

onpoc /
npeseHTauus /
nMcbMeHHast
KOHTpOnbHast

afjanTMpoBaHHbIe
NpodeCccUoHanbLHOro xapakrepa c
aHIMMNCKOrO  A3blka  Ha  PYyCcCKMMA  C
NPUMEHEHNEM TEXHOSOMMA  3NIEKTPOHHOTO
nepesoaa, OCyLLECTBNATb ple)7[e
MHOSA3bIYHON npodeccmnoHarnbHo-
OPWEHTUPOBAHHON WHopmauuu;
ncnonb3oBaTh pasnuyHble BUAbI
ONanorM4eckon M MOHOSOTUYECKON peuun,
Jenatb AoKnagbl U NpeseHTaumm

BnageTb: Mpuémamm CaMOCTOATENbHON
paboTel C  SA3bIKOBbIM  MaTepuariom
(nekcukon, rpammaTtukon, poHeTuKon) C
NCnosib3oBaHMeM 3NEKTPOHHbLIX PECYPCOB

Paspgpen 1,
Pasgpen 3,
Paspgen 5

Paspen 2, | pabota/ Tect

Paspen 4,

5 cemectp —

I'Ipome)KyTquaﬂ aTTecTtauumsa
9K3aMeH

19.2. OnucaHue KpuTepueB U LWKanbl OLEHMBAHMA KOMMETEeHLUA NPU NPOMEXYTOYHOMN
arrecrauuu:

[MpomexyTodHas aTTecTaumsa npoBOAUTCA B COOTBETCTBMM C [lonoxeHnem o
NpPoMeXxyTodHou atTectaumm B BIY. [NpomexyTodHaa aTtectaums npoBoautca B doopme
9k3ameHa. KOHTPONbHO-U3MepUTENbHbIE  MaTepuarnbl  NPOMEXYTOYHOM  aTTecTauuu
NO3BONAIOT OLEHUTb YPOBEHb MNOSTYYEHHbIX 3HAHUN U CTENEHb CPOPMUPOBAHHOCTU YMEHUIN U
HaBbIKOB, W (MNN) ONbIT AeATeNibHOCTU. [1pn oueHMBaHMKM UCMONb3YHTCA KadeCTBEHHbIe
LUKanbl OLEHOK 6annbHO-PENTMHIOBOM CUCTEMbI — YeTblpéExOannbHasa LWKana oueHUBaHUS
(otn. / xop. / yoosn. / Heynosn.).



14

OueHka

Kputepun oLleHOK 3K3ameHa

OTnunyHo

3agaHue BbINonHeHo. BbickadbiBaHe 0hOPMIIEHO B JOMKHOM Mepe NpaBuIibHO:
XapakTepuayeTcs NpaBWibHOW peyblo 6e3 rpaMmaTUHecKMx WU JIeKCUYeCKUX
owmbok — pgonyckawTcs 3—-5 HapyleHun B A3bIKOBOM OOpMIeHUN peyun.
lMpencrtaesneHo TOYHOE MOHMMaHWe TeKcTa, NPaBurbHbIA NEePeBOa TEPMUHOB U
3M1EMEHTOB TEKCTOB MNpOdeCCUOHAarbHOM HanpaBrneHHOCTU. BbinonHeHbl Bce
acnekTbl 3afaHus, BbICTYMIIEHNE JOrMYHO W COOTBETCTBYET MOCTaBIEHHON
3agade, ctunesoe od)opMIeHME YCTHOW U MUCBMEHHOW peyn MpaBuribHOE,
YMEHMS U HaBbIKN NPOAYKTUBHbBIX N PeLenTMBHbIX BUOOB peyYeBon eATeNbHOCTH
NPOAEMOHCTPUPOBAHbI MOJTHOCTBIO, MPAaKTUYECKU OTCYTCTBYIOT HapyLUEHWUs B
A3bIKOBOM OhopmMneHun peun (3—5 owmnbok), NPOAEMOHCTPUPOBAHO YMEHUE
B3aMMOAENCTBMSA CO cnyLliaTensiMm

Xopouwo

3agaHue BbINOMHEHO B OCHOBHOM. AfleKBaTHas nepefaya cogepXaHus TekcTa,
BbICKa3blBaHWE MO TEME U NEPEBOS C HEKOTOPLIMU OLLIMBKaMK rpammaTyeckoro
M NneKcudeckoro nnaHa (gonyckatoTcs 5-8 HapyweHun). BbinonHeHbl Bce
acnekTbl 3ajaHus, BbICTYMNEHNME B OCHOBHOM JIOTMMHO W COOTBETCTBYET
NnocTaBfeHHOW 3ajade, CTUNeBoe oPopMIEeHNe YCTHOM N NMUCbMEHHOW peyun B
OCHOBHOM MpPaBWIbHO, OAHAKO YMEHUSI U HABbIKM NMPOOYKTUBHBIX U peLEeNTUBHbIX
BNOOB PEYEBON AEATENBHOCTM NPOAEMOHCTPMPOBAHbI HE MOTHOCTLIO (MMeeTcst
5-8 HapyweHuin B A3bIKOBOM OQOPMIEHUN pedn, 2-3 HapyLleHust B noruke
BbICKa3blBaHWA 1 NpeabsaBneHnun Matepuana, 2-3 Heygaym BO B3auMoaencTasunm
CO crnyLiaTensimMm)

YAOBﬂeTBOpMTeanO

3apaHve BLIMOMHEHO YacTU4YHO. HeTovHas nepepjava coaepxaHus TekcTa,
HETOYHbIA NepeBod, rpaMmaTvyeckue WU rnekcudeckne owunbkn — 8-12
HapyweHui. He BnageHne peyeBbiMU CpeacTBamMu, OTpaxarowmmm cneumnguky
pedepnpoBaHns. BbinomnHeHbl He BCe acnekTbl 3afaHus, BbICTyMMeHWe He
MOMHOCTBLIO COOTBETCTBYET MOCTaBMEHHOW 3ajadve, B CTUNEBOM O(OpMIeHUn
YCTHOW 1 MUCbMEHHOW peyn HabniogatTCa MHOrOYNCIIEHHbIE OLLUMGOKW, YMEHNS U
HaBbIKM MPOAYKTUBHBLIX W pPeuenTUBHbLIX BWOOB pPEYEeBON [EATENbHOCTH
NPOAEMOHCTPUPOBAHbI B OrpaHM4YeHHOM obbeme (Mmetotcss 8—12 owmnbok B
A3bIKOBOM ODOPMIMEHUM peyn, NPensTCTBYIOWNX MOHUMaHWIO NpeabABnseMon
WHopMaLK, UMEKOTCH MHOFOYUCTIEHHbIE HapYLLEHUS B NOTMKe BblCKa3blBaHUSA
n npegbserneHun wmartepuana (4-10), B3aumogencTeBMe CO chylwaTtensamu
3aTpyaHEHO)

HeyAOBﬂeTBOpMTEHbHO

3afaHne He BbLINOMHEHO, BLICTYMNEHWE He COOTBETCTBYeT MOCTaBMNeHHOM
3afjaye, Mpe3eHTaUMsi HenornyHa, YMEeHWsI U HaBblkM MPOAYKTUBHBIX U
peLenTMBHbIX BWAOB peYeBON [OesATenbHOCTM He TO3BONsAT 06ecnevntb
npegbsiBrieHe MHdopMaumn, B3aMmMogencTBue co cryLiaTensiMm OTCyTCTBYeT
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19.3. TunoBble 3K3aMeHaUMOHHbLIe, 3a4YE€THbIe U KOHTPOJibHble 3a4aHUA WUSIU UHble
MaTtepuarnbl, HeO6XoauMble ANA OLEHKU 3HAaHUW, YMEeHUN, HaBbIKOB MU (MnK) onbiTa
OeATeNbHOCTU, XapaKTepusyrouwme 3tanbl POPMMPOBaHUA KOMNETEHLUN B npouecce
ocBOeHUus obpasoBaTesfibHON NPOrpaMmmbi:

19.3.1. lNepeyeHb TUNOBbIX TEKCTOB A YNPaXHEHUN:

Importance of Advertising

It is aimed at implementation of their purposes. Advertising is realised through
distribution of information. Advertising provides an exposure of goods and services to selected
consumers, and this information is usually paid by individuals or organizations. It also attracts
retailers.

Why is advertising so important? This is because it stimulates demand for products and
services. The potential customer reads, hears or watches advertisements and buys
the advertised product. Advertising is a strong means of persuasion. It is both an industry and
an art.

Print and Marketing Advertising

Advertising has become a form of communication with numerous ways for a business
to convey a message to a consumer. We can assume that the cave paintings or papyrus sheets
were the first forms of advertising.

Advertisers currently have a wide selection. There are the Internet sites, chats, forums,
commercials, banners, videos. Print advertising includes everything that is printed on paper:
newspapers, magazines and journals, brochures, flyers.

Marketing advertising has become important over the past twenty years. It was
developed based on creative ideas and innovations. This is an interactive form of advertising
that attracts consumers to participate in promotional events, taking into account time and place.

Public Service and Media Advertising

One of the most widely used types of advertising is broadcast advertising, i. e., both
television and radio. Outdoor advertising is referred to as out-of-home advertising. It is usually
placed outside. Public service advertising is aimed more at information and education of
customers than at selling products or services. Product placement advertising can be hidden
inside films or shows. Covert advertising is just mentioning of products or services. It is
advertising of goods and services. The use of mobile advertising means connecting portable
electronic devices to the Internet with the involvement of social networks. Online advertising is
an important part of the Internet. It can be placed on any site.

Broadcast Advertising and Radio Commercials

Broadcast advertising is the most popular type of advertising today. Why is it so? It
includes radio, TV and the Internet advertising. That's why it can be addressed to a wider
audience and refers to mass marketing, because it can be accessible to the audience on
a global scale. The role of broadcast advertising is promotion of goods and services and
persuasion of wide audience in their benefits. The cost of broadcast advertising depends on
the time when the commercial is aired. Of course, prime time will be more expensive. For
success of radio commercial both the frequency of its airing and the type of audience are
important. The type of audience listening to certain channels should have been studied in
advance. The choice of voice should also be taken into account depending on the type of
audience and the commercial.
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Television and Online Advertising

Another type of broadcast advertising, television (TV) advertising is supposed to serve
the interests of larger companies. Combination of video and sound makes a strong impact on
audience. Both sound and video must be on a high level. Moreover, everything that is
advertised must be true. The spots in TV commercials are also usually paid and last from thirty
to sixty seconds. In fact, advertising on radio and television has become so important that
companies allocate a certain budget for them and hire marketing specialists who can estimate
the future return on investment for broadcast advertising.

The Internet advertising, also called online advertising, serves the interests of
businesses to make the sale of their products more successful. It includes banners, media,
and social media advertising available to customers. No modern advertising campaign can do
without broadcast advertising.

Outdoor Advertising

Outdoor advertising, also called out-of-home advertising, along with broadcasting
advertising, is also media for the mass market. Outdoor advertising includes billboards, points
of sales indicators, transit advertising and street furniture. It is now not only on the street but
also in mobile phones and on the Internet, very fast and efficient. Since outdoor advertising
can reach thousands of consumers, it is expensive. To make the ideas more successful,
advertiser thinks over the ways of sharing them with the audience. He chooses the places with
many views. Specialist in advertising also considers competition in specific field to avoid
problems. Outdoor advertising has to be kept simple but bright, visual with few intriguing words.
Outdoor advertising is only a way to start a conversation with a consumer, not the conversation
itself.

Product Placement and Covert Advertising

Under product placement we usually mean advertising technique used in media for
promotion of products by the companies. Product placement is also determined as an
embedded marketing. It is the transaction between manufacturers and advertising companies.
They conclude an agreement for product placement in films or shows. Business partners hope
that viewers will follow the preferences of products and services presented in cinema by actors.
Both partners receive benefit and profit.

Covert advertising also belongs to marketing tools. It is a tool of marketing
communication. Covert advertising develops relationships between the consumers and
marketing brands. It provides increase of sales by means of communication. Covert advertising
is used in videos, plays, shows, sports, games. Now it is widely used for promotion of brands
and products.

What is Public Service Advertising

The notion of public service advertising is connected with the announcements. Its main
function is not to sell products or services but to educate the audience.The topics covered by
the announcements include pernicious habits, health, education, driving. Public
announcements serve as templates for advertisements.

How would you write such an announcement? First, select the subject of the message.
To attract the attention of the audience, use emotional effects, attractive images, characters
and a lot of text messages in the storyboard. Your information must be reliable, clear and
concise. Use persuasive, factual, contemporary information. Convince audience to use
reasons and evidence.
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Definition and Concept of Advertising Strategies

Under advertising strategy the scientists and practitioners usually mean a campaign
which is targeted at potential customers to make them purchase a product or a service. The
choice of strategy is influenced by geographical location, age, gender, social strata and
occupation. Therefore, in each case it includes specific features. Besides, the choice of
strategy can be regulated by prices, types of advertising, unique offers for purchase of products
and services.

What are the purposes of developing advertising strategies? First of all, they want to
attract the attention of the audience to particular products or services. Then they choose the
most efficient way to transmit messages about products and services. Advertising strategies
also try to persuade the customer to purchase a specific product or service. For this they use
their own channels.

Phased Development of Advertising Strategies

All the products need promotion to be sold by the consumers. Advertising strategies
meet these requirements. They can last several months throughout the year. To develop an
advertising strategy, we must work in stages.

The first stage refers to determining the place of the offered product or service on
the market. The company must effectively present a product or service for broad marketing.
The main objective of the company is also important.

The second stage means the necessity of understanding the target audience, subject
to factors of geographical location, demography, occupation, education. Then, taking into
account all these factors, a decision is made on choosing an advertising strategy. For example,
advertising of sewing, knitting, and embroidery items is intended mainly for girls and women.

The third stage is market research. After determining the target market, the next step
will be market research for a specific product, which is available in the market, customer
feedback on the product, the problems that may arise around this product. It is also important
to know about the latest market trends.

The fourth stage involves the formation of a market development plan. After conducting
market research and determining advertising strategies, these strategies can become the basis
for the formation of a market plan. Market plan helps to create a niche product. It also helps to
position the product.

Further Stages of Developing Advertising Strategies

The next stage in the development of advertising strategies concerns the choice of
means of communication for the implementation of marketing plan. It is important to determine
the type of medium that will be used depending on the product or service being sold. Moreover,
the choice of media or media mix depends on the target audience. This is also affected by
market research. For example, if medical clothing is advertised, broadcast advertisements,
websites, and print materials may be used.

The sixth stage of developing advertising strategies depends on an extensive or limited
budget. Each time the company must consider its budget. If an advertising company has
a large budget, then it can implement extensive advertising with high impact. If the budget is
limited, then the advertising opportunities of the company are narrowed accordingly.

The penultimate stage suggests the choice of push or pulls marketing methods. These
are sales approaches. The first approach involves the placement of goods in retail outlets and
direct intense impact on the buyer. Push marketing can be used, for example, when launching
a product. Pull marketing involves most of the advance advertising and spends a lot of money
on it. The purpose is for customers to come to the seller after they opt to buy a product or
service.

The last step involves changing marketing strategies in accordance with marketing
trends. A phased approach to the development of advertising strategies allows you to make
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this process modern, flexible and consistent with the purposes of advertising companies and
consumers.

Other Stages of Developing Advertising Strategies

— Well, Michael, thank you for your presentation. | have a question. Did you use media
mix in your advertising practice?

— Yes, | did, and | think it is more effective than one type of media. And it largely
depends on the target audience and marketing research.

— Can you give more examples of using an extensive or limited budget?

— Yes, | can. You can consult on the Internet how advertising companies work with
alarge budget of bilions of dollars. For example, Samsung Electronics, Charter
Communications, Ford Motor Company and some others. We can study their useful
experience of using a large budget in advertising.

— Do you prefer push-market method or the pool method? The pool method takes more
time or money, but it is based on a conscious decision by consumers and provides long-term
sales. And modification of marketing strategies according to trends of marketing is also
important and interesting.

— Well, Michael, thank you very much for sharing the results of research and their
approbation. We hope you will continue your research work and present its results at
the annual student conference.

Glittering Generalities

Persuasion means encouraging people to buy a product or service. Following
persuasive strategies, advertising companies make significant efforts to convince people to
buy a product or service. They spend large amounts of money and a lot of time. Persuasion
strategies are presented using communication tools, which may vary in each case to achieve
the best result.

One of such strategies or advertising techniques is called glittering generality or
generality. This usually means a phrase that is associated with high values and has such an
effect on people's emotions that it has the power of persuasion without any additional
information or justification of the motives for choosing this strategy. Generalities carry positive
connotation, but mean little. Words express generalities without specific details. It is necessary
to use figures of speech and words of appeal in order to influence the emotions of people. But
in order to influence the emotions of people, you need to use figures of speech and appeal
words, such as, for example, better, healthier, high-efficiency, improved, pure and others. The
examples of slogans for commercials with glittering words are:

1. Because I’'m worth it. (L'oreal)

2. Don’t leave home without it. (American Express)

3. Itis. Are you? (The Independent)

4. Make Believe. (Sony)

5. Reach out and touch someone (AT@T).

Transfer Strategies and Testimonials in Advertising

The essence of transfer is the action of transmitting the feelings and emotions of
people from one product or service to another. To implement this strategy, the advertiser
creates positive associations with products or services, highlighting some beneficial aspects
and ignoring others. For example, mothers' tender feelings for their children and types of baby
food, baby clothes, or hygiene items for children may be related.

A testimonial is a strategy for promoting or marketing a product or a service. This is
a strategy for using consumer claims that approve goods or services in different kinds of media.
It can be a product or service in any industry. For example, there may be testimonials about
studying at universities or colleges, graduation, obtaining good knowledge of theory and
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practice. After reading the testimonials, customers can more confidently relate directly to
the product, evaluate it and make purchases.

Appeals

By appeals we mean a strategy of influencing people by taking into account the needs
and interests of consumers. Advertising appeals are used as a means of persuasion. And, as
usual, this is a persuasion about buying a product or service. One example is music appeal,
creating associations between the music and the product or service that will need to be
acquired. In this case, for specific advertising, you can use not only a piece of music but also
a whole musical composition.

Another example is the use of humour appeal. Humour attracts people’s attention.
Laughter stimulates viewing and remembering promotional offers.

Logical or rational appeal refers to the functional side of the product, its practical use.
The advertiser proves the benefits of its functionality. Print advertising is more suitable for this
advertising strategy. For example, consumers who buy a gas stove are interested in its
technical characteristics and successful operation for many years.

19.3.2. NepeyeHb TUNOBbIX PeKNaMHbIX NPOAYKTOB (KAPTUHOK) ANA YNPaXHEHUN:
BaHk peknamHbIx NpPoAyKTOB (KapTUHOK) Ans ynpaxHeHun AlIDA-aHanusa npeactasrieH Mo
cebinke: https://disk.yandex.ru/d/oSUCBpNVQSjoTg (aoctyn cBobogHbIN).

19.3.3. NepeyeHb TUNOBbLIX 3a4aHUN TEKYLIMX aTTecTaumMm No AUCLUNIINHE:
Tekywasn atrectaums Nei
KoHTponbHO-uamepurtenbHbin Matepman Ne5

Task 1. Answer the following questions.

1 What are the skills needed in advertising?
2 What careers in advertising do you know?
3 What does a PR manager do?
4 What does print advertising include?
5 What is a derived brand?
6 What is branding?
7 What is marketing?
8 Who writes texts for advertisements?
Task 2. Match the collocations to the definitions below.
1 ad agency
2 art director
3 copywriter
4 graphic designer
5 market research firm
6 PR officer
a one of this person’s responsibilities is to create logos
b this company is responsible for creating advertisements
c this company might conduct a survey to find out more about your consumer
d this person supervises the design staff
e this person interacts with the media to deliver information to the public
f this person writes ads texts


https://disk.yandex.ru/d/oSUCBpNVqSjoTg
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Task 3. There are three basic types of advertising: , and
Elaborate on that type of advertising which one function of WhICh is to show a buyer a new Way
of using a product. Give a proper example.

Task 4. What brand names’ categories are missing: , descriptive, acronymic,
: , hon-English, and ? Give the examples.

Task 5. You are in charge of a local bakery and need to get your customer’s opinions after they
have got a service of yours. What data collection method would you use?

Task 6. Fill in the gaps.
enough focus group business market firm bar

| think that most companies spend too much time speaking to their customers about what
they want, and not time looking at their competitors. It's not just competitors in their own
field. Everyone in your might agree that you make the best chocolate in the

, but that doesn’t help you sell your products if no one wants to eat chocolate!

When | think of research, | think of that old saying: ‘Begin with the end in mind.”
If you want clear results you can use, you have to tell your market research exactly what
you want. Don’t let them be creative or make their own suggestions. Remember: you're the one
in charge.

Task 7. Give the English equivalents for the following words and phrases.
nokynarenb

OHIanH (MHTEpPHET) peknama

CKpbITas peknama

3arosfioBOK UK peknama, nosiBnsLasca Ha Beb-cTpaHuue B oopme cTondua unm pamkm
peknamHoe obbsaBneHne

TOBapbl

peknamogaTenb

peknama

peknama B cpefcrtBax maccoBon nHdopmaummn (CMIA)
10 peknamunpoBaTb

11 dopma obpaTHON CBSA3M

12 3anucu o npogaxkax

13 xypHan

14 peknama B raseTe Unu xypHane B CTUNe peaakuMOHHOWN XXYPHaNMCTCKON CTaTbn
15 noTpebutens

16 onpochkl MO 3NEKTPOHHOM No4yTe

17 peknama pasmeLleHns NpoayKkra

18 Bebcant

19 nccneposaHue pbiHKa

20 cbopym

21 pO3HMYHbIM NpoaaBeL,

22 nucroBka

23 HapyXHas peknama

24 mobunbHas peknama

25 obuiecTBeHHasn peknama

26 BHegpeHue

27 ycnyra

28 cnpoc

29 wwnpokoseLllaTenbHasa peknama

30 6powtopa

O©CO~NO U, WNE
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Task 8. Read out the text.

Every company should examine their product line carefully at least once a year. The best
way to do this is with market research. And, ideally, people in the company should be involved in
the research process. Otherwise, you risk becoming out of touch with your target market. My
boss, Alison, is always saying ‘| don’t think customers would want that.” When did she last speak
to one of our customers?

Tekywas arrectaumsa Ne2
KoHTponbHO-u3ameputenbHbin matepuan Ne10
Task 1. What should an expert refer to while drawing up a marketing plan?

Task 2. What is a Marketing Mix? What Marketing Mix Strategy component is described:
distribution channels, market coverage, logistics, supply chain, location, distribution strategy,
customer accessibility?

Task 3. What pricing models are there? Write what pricing model would be suitable for an online
video games market (e.g. Steam) and why?

Task 4. Match the steps involved in planning a marketing strategy to the notional
guestions.

define the mission

select a product

analyse the market

establish message

turn to the media

keep the moment

OO WNPE

a3}

Why are we doing this, what do we hope to achieve, what is the ultimate goal, and how do

we know if we will succeed or not?

b When is it time to spread the word to find a match between your customers’ problems

¢ What are we going to promote?

d Where do my clients spend their time online or offline? What social networks do they use?
What kind of content do they use?

e Who are your ideal customers and buyers?

f How can we stay in touch with people who aren't buying right now? What can we offer

people to come back?

Task 5. Answer the following questions according to the text.

What are the conditions of a successful radio ad?

What does the cost of broadcast advertising depend on?
What effects the choice of radio and TV voice?

When is broadcast advertising at its highest cost?

What does broadcast advertising include?

abwnN -

Broadcast advertising is the most popular type of advertising today. Why is it so? It includes
radio, TV and the Internet advertising. That's why it can be addressed to a wider audience and
refers to mass marketing, because it can be accessible to the audience on a global scale. The
role of broadcast advertising is promotion of goods and services and persuasion of wide audience
in their benefits. The cost of broadcast advertising depends on the time when the commercial is
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aired. Of course, prime time will be more expensive. For success of radio commercial both the
frequency of its airing and the type of audience are important. The type of audience listening to
certain channels should have been studied in advance. The choice of voice should also be taken
into account depending on the type of audience and the commercial.

Task 6. What is the AIDA model? Analyse the given AD through the AIDA model.

Task 7. What advertising channels do you know? Classify them on the types of advertising that
you know.

Task 8. Give the English equivalents for the following words and phrases.
MecCTO / TOYKa pa3MeLLeHns peknambl

TOo4Yka 6e3yBbbITOYHOCTH

cosgasaTtb LLYMUXY

KaHanbl pacrnpocTpaHeHus

BGpocatoasnca B rnasa peknama

TeneBM3NOHHas peknamMa

uernesas aygutopus

dukcmpoBaHHas nnarta

npounssoguTens

10 BbIxoA B adomp

11 npopaxa B po3HULYy

12 cebecTtoMmMoCTb

13 BCTPOEHHbIN MapKeTUHI

14 npopaBaTtb ONTOM

15 peknamHas kamnaHua

16 peknamHoe BpeMsi C HauBbICLLUUM KONMMYECTBOM CriyluaTtenen unm sputenemn
17 mapkeTuHroBas 4esTernbHOCTb, HarnpasreHHas Ha onpegerneHne KpUTNYeCcKnxX Tovek
18 peknamHbIn posik

19 npubbinb

20 BM3yarbHbIA / 3puUTENbHbLIN / HAarNA4HbIN

21 viHOMKaTopbl TOYEK Npoaax

22 MecTO / ToYKa pasMeLLeHns pekrambl

23 BNoXxeHue

24 ypenbHas npubbinb

25 HaknagHble pacxoabl

26 goxop

27 TpaH3uUTHasa peknama

O©CO~NOOUTA,WNE



28 peknamHbIn WnT
29 cnyXmnTb MHTEpecam
30 peknamHble moaenu
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Tekywas atrectaumsa Ne3

KoHTponbHO-n3aMmeputenbHbin maTtepuan Ne15

Task 1. What are distribution channels in the Mixed Marketing Theory? Give some examples.

Task 2. Match the given discounts to their examples.

1 promotional a
discount
2 bulk discount b
3 trade discount
4 employee discount c
5 cash discount
6 professional d
discount
7 seasonal discount e
f
g

a holiday decoration store offers 50% off on all items after the
holiday season is over

a bookstore gives a 10% discount to teachers and educators
on their purchases

a supplier offers a 2% discount if payment is made in cash
within 10 days of the invoice date

an employee at a clothing store receives a 30% discount on
all merchandise

a manufacturer provides retailers a 25% discount on the
wholesale price for reselling their products

a wholesaler gives a 15% discount to businesses that buy 100
items or more at once

a store offers a 20% off coupon for customers who sign up for
their newsletter

Task 3. Match the types of shop to their brief definitions.

1 chain stores a

2 convenience stores

3 franchises b

4 high-street shops

5 hypermarkets o

6 mail-order stores d

7 online stores e

8 outlet stores f
g
h

discount stores selling brand items, often surplus or last
season

retailers selling products via catalog or online for home
delivery

e-commerce platforms for purchasing goods over the internet
popular retail stores located in busy urban areas

large stores combining groceries and general merchandise
small shops offering essential everyday items

retailers with multiple locations sharing a brand

businesses operating under a well-known brand's license

Task 4. What should be considered while carrying out the target customer research?

Task 5. Give the English equivalents for the following words and phrases.

npoasuxeHne Toeapa
10 packagpoBka
11 «MUOTHBLIN» NPOEKT

1 ObITb B Kypce U3MEHEHUN pbiHKa 12 aHOHC

2 «MarasuH y goma» 13 marasunHHaga Tenexka

3 Cce30HHasi cknaka 14 onpefenATb pekrnamMHyro cTpaTternto
4 uenesas ayautopus 15 npoBoauTbL UccnegoBaHWe pbiHKa

5 npubbinb 16 cooTBeTCTBOBaTb TpeboBaHMSAM

6 KaHanbl pacnpocTpaHeHuns 17 ceTeBOM MarasuH

7 opymbl NpeanpuHUMaTenemn 18 «marasuH no katanory»

8 npoooMmKNTENbLHOE OLEeHMBaHNE 19 nporHo3bl npoaax

9

20 TpaguumoHHbI (oddpnarH) BusHec
21 koprnopaTtunBHasa cknaka
22 obpas npoaykTta
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23 npoussoauTens 27 BeCTn neperosopsbl

24 npogaxa onTom 28 ontoBaga ckugka

25 obuecTBeHHas peknama 29 runepmapkeTt

26 «marasmH Ha guBaHe» 30 noTeHumanbHbIN NOTPedUTENDb

Task 6. Read the text given.

In today's competitive business landscape, understanding the customer is essential for
success. Companies often conduct market research to identify their target audience, ensuring
they tailor their products and services to meet specific needs. Once the target audience is defined,
businesses can carry out effective advertising strategies that resonate with potential buyers.

A well-planned marketing mix, which includes product, price, place, and promotion, plays
a vital role in reaching consumers. Distribution channels are equally important; they determine
how products move from the manufacturer to the customer. By optimizing these channels,
businesses can improve accessibility and convenience for their audience.

Discounts can be an effective tool in attracting new customers and incentivizing repeat
purchases. When a company understands its market and the preferences of its target audience,
it can implement strategies that enhance customer loyalty. In this way, the interplay of market
research, advertising, and distribution can lead to sustained business growth.

Overall, a successful approach combines a deep understanding of the customer with
effective management of the marketing mix and distribution channels, ensuring that
manufacturers can thrive in the marketplace.

Task 6.1. Answer the questions below.
1 What is the importance of understanding the customer in today's business environment?
2 How do distribution channels contribute to a company's success?
3 What is the relationship between market research, advertising, and distribution in
achieving business growth?

Task 6.2. Mark whether the statements given are True / False / Not Stated.
Understanding the customer is important for business success

Companies conduct market research to entertain their customers
Advertising strategies are developed after identifying the target audience
The marketing mix consists of only pricing strategies

Discounts lead to increased sales for a business

Optimizing distribution channels can enhance convenience for customers
Discounts are not considered effective for attracting new customers
Understanding market preferences has no impact on customer loyalty
Market research is conducted only by large companies

10 A successful business has no need to understand its customer base

11 Manufacturers rely solely on product quality for success in the marketplace
12 The text states that combining various strategies is essential for businesses to thrive

OCoO~NOOUILPAWNE

Tekywas atrectaums Ned
Task 1. Give the definition of PR and define its reference to both marketing and advertising.

Task 2. What of the following tips are considered to be a Do (V) or a Don’t (X) in web-
marketing?

1 Use encouraging and simple language

2 Optimise your site speed

3 Use large images

4 Use eye-catching designs that reflect your brand
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Design a user-friendly menu structure
Provide SEO

Implement a ‘look inside’ concept

Avoid a flash introduction

Employ multiple pop-up windows

10 Implement complicated navigation

11 Use complicated and cluttered language
12 Consider customer reviews and comments

O 0o ~NO Ul

Task 3. Match the phrases given to the definitions.

prospects a spot for a product to be shown
key publications extra advantages or worth
high profile events or activities happening at the same place

exhibition stand
editorial coverage
co-located
additional audience
added benefits

crucial media sources that target specific industries
potential consumers

a secondary target audience

media reports and analysis in the topic sources
sources that draw a lot of attention

oO~NO O~ WNBE
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Task 4. Fill in the blanks with the words given.

relations, stories, visibility, reputation, audience, press, challenges, image, focuses, long

Public (1) is a vital field that (2) on managing the (3) and
4) of individuals or organisations. It involves creating strategies to communicate
effectively with the public, media, and stakeholders. PR professionals use various tools, such as
(5) releases, social media, and events, to share positive (6) and respond
to (7) . By building strong relationships with the (8) , public relations helps
shape perceptions and fosters trust. Ultimately, good PR enhances (9) , supports
marketing efforts, and can lead to (10) -term success.

Task 5. Answer the following questions according to the text.

Why is it needed to consider the media choice?

How does the target demographic influence the choice of communication channels?
Why is it important for organizations to assess their budget in PR strategies?

What is the difference between proactive outreach and reactive communication?
Why must public relations tactics be adapted to evolving industry trends?

What are the steps in advertising strategy development?

OOk WNEF

The subsequent phase in crafting effective public relations strategies centers on selecting
appropriate communication channels to execute the overall plan. It's crucial to identify which
media will best suit the message being conveyed. Additionally, the choice of channels is
influenced by the target demographic and informed by thorough market analysis. For instance,
when promoting a local community event, social media, press releases, and community
partnerships could be utilised.

The next key consideration for PR strategies revolves around the available resources.
Organisations must always assess their budget, as a larger budget permits broader and more
impactful PR campaigns, while a limited budget restricts the scope and reach of their efforts.

Subsequently, PR strategies should differentiate between proactive outreach and reactive
communication. Proactive engagement involves crafting positive narratives and seeking media
opportunities, while reactive communication deals with responding to crises or public queries.
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For instance, proactive PR might include building relationships with journalists, while reactive
PR would focus on managing a negative incident.

The final stage emphasises the need to adapt public relations tactics to evolving industry
trends and audience expectations. This methodical approach enables organisations to maintain
relevance, ensuring their communication remains effective and aligned with the objectives of
both the organisation and its stakeholders.

Task 6. Give the English equivalents for the following words and phrases.
PaspaTtka

Luenesasa ayoutopus

TOYKa PO3HUYHOW TOProBMn

Cblpas peknama

cTpaTernsa NpuUTsKeHus

cTpaTerma BbiTankMBaHns
npoasmxeHne bpeHaa

0606LeHne B pekname

peknama noncKkoBon onTMmMmn3saunm
10 nponsBoacTBEHHAA NpaKTUKa

11 npoBOAUTbL UCCNeaoBaHNE pbiHKa

12 wrab-kBapTmpa

13 npeacrosiias BbiCcTaBka

14 npegnocnegHun atan

15 nopTtdens

16 nonb3oBaTenbCKUi onbIT

17 oco3HaHHOE peLleHne noTpebutens
18 mMukpoaBTObBYyC

19 mecTo npoBefeHusi 60NbLLIOro KoHUepTa
20 meguna-munkc

21 mapKeTUHroBoe uccrnegosaHue

22 KamnaHus cBsA3en ¢ 00LEeCTBEHHOCTbIO
23 3anyck npogykra

24 KpaTKOCPO4Hble NpoaaXu

25 mbkuni nogxopn,

26 reHepanbHbIN TEXHUYECKNIN ONPEKTOP
27 BblCOKOI(hhEKTMBHAA cTpaTerus

28 BCTPOEHHbIN MapKeTUHT

29 BcnnbliBawoLWmMe okHa

30 noxepTBOBaHUA

OCoOoO~NOOUIPAWNPE

19.3.4. NepeyeHb TMNOBLIX 3a4aHUN MPOMEXYTOYHOM aTTecTauum (3K3ameH):
BaHk 3K3aMeHaLuMOHHbIX BOonpocoB*

Advertising. Definition of Advertising. Purpose of Advertising.
Skills in Advertising in Digital Era.

Careers in Advertising.

Basic Types of Advertising.

Print Advertising.

Broadcast Advertising. TV & Radio Advertising.

Outdoor Advertising. Transit Advertising.

Product Placement Advertising. Covert Advertising.

Public Service Advertising.

CoNohwNE
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10.Branding. Brand Values.

11. Marketing. Customer Service.

12. Marketing Mix. Mixed Marketing Components.
13.Sales Promotion. B2B. B2C. B2G. C2C.

14. Marketing Activities. Benchmarking.

15. Market Research. Target Audience.

16. Sources of Available Data. Data Collection Methods.
17. Marketing Strategy. Positioning Strategy.

18. Marketing Tools. Distribution Channels.

19. Retailing. Wholesaling.

20. Franchising. Types of Shop.

21. Price. Pricing Models.

22.Price. Discount Types.

23.The Boston Matrix.

24. Advertising Strategies. Development Stages.
25.Persuasion Tactics. Glittering Generalities.

26. Transfer. Testimonials.

27.Advertising Appeal.

28.Ad Campaign. Ad Campaign Planning. Steps Involved.
29.Universal Advertising. Cultural Differentiation of Advertising Product.
30. Direct Marketing. Mailing. E-mailing. Formal & Informal Approach.
31.Public Relations. PR Campaigns.

32.0nline Marketing. Websites as a Marketing Tool.

33. Sponsoring. Celebrity Endorsement.
34.Press-Releasing.

35. Event Planning. Trade Fairs.

*OK3aMeHaUMOHHbIN  BOMPOC npeacrtaBnseTr coborM Temy KpaTKOro MOHOJSIOrMYeckoro
BblcKasblBaHUA (8—10 npeanoxeHun), cogepxallero onpegeneHne npuBeaEHHOro KoHuenTa
B NpodrecCnoHanbHON AeATENbHOCTU C COOTBETCTBYIOLMMWU NpUMEpPaMn KoHUenTa u ero
KOppensumMmM OTHOCUTENBLHO APYIMX eOUHUL, cdoepbl MapKeTUHra U peknambl.

Mpumep TMNOBOro 3aK3aMeHaLUMOHHOro bunerta*

BOPOHEJKCKHH I'OCYJAPCTBEHHBIN YHUBEPCUTET
DaKyIETET POMAHO-TePMAHCKOMH HIONOrHH
Kadenpa aHIIHIACKOTO S3bIKA TYMAHHTapHBIX (DaKyIbTeTOB

Hanpagnerne noarotosks / CrienuanbHOCTs Pexnama (42.02.01) / /o cco Ba 6ase 9k (4r) / [I/o cco Ha Hase 11k (3r)

JucnpnmuEa HHOCTPaHHBIH S3bIK B IPO(ecCHOHATbHOI JeATeIbHOCTH (AHIIHIICKHi)
BHI KOHTPOI 6a/LTbHO-PeHTHATOBBII (K3aMeH)

SK3AMEHAIIHOHHBINA BHJIET Ne35

1. Event Planning. Trade Fairs.
2. AIDA Analysis.

PaccMOTpeH H VIBepKAEH 3aBeaviomesi kabeapoii 20 qexadps 2024 T
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*OK3aMeHaUNoHHbIN  BuneT cocTtouT U3 ABYX 3agaHun: 1) KpaTkoe MOHOoMornvyeckune
BbIiCKa3blBaHME N3 NEPEYHS 3K3aMEHaLMOHHbIX BONPOCOB 1 2) kpaTkun AIDA-aHanm3 ogHoro
N3 NpeaCTaBNeHHbIX PeKnaMHbIX MPOAYKTOB Ha BbIOOP.

19.4. MeToamnyeckme matepuanbi, onpegensiowue npoueaypbl oueHUBaAHUA 3HaAHUN,
YMEHMHW, HaBbIKOB U (MNM) oONbiTa A[EeATEeNbHOCTU, XapaKTepusylwux I3Tanbl
chopmupoBaHUA KOMNETEHLUNA:

OueHka 3HaHWA, YMEHMM U HaBbIKOB, XapaKTepuaytollas aTanbl (POPMUPOBAHMS
KOMNETEeHUMA B paMKax M3yYeHUs AUCUMMNINHBLI OCYLLEeCTBNSAETCS B XOA4Ee TeKyllen u
NPOMEXYTOYHOWN aTTecTauunn.

Tekywaa aTtTectaumsa NpoOBOAUTCS B COOTBETCTBUM C [lonoxeHnem O TeKyLlewn
atTectaumm B BIY. Tekywasa atrectaums nposoautca B popme(ax): ycmHo20 ornpoca,
npeseHmMauyuu, KoHmMposbHou pabomsi, mecma. [lpu oOueHMBaHMM  UCNOSb3YTCA
Ka4yeCTBEHHbIE LUKarnbl OUEHOK OannbHO-PENTUHIOBOM cucTembl (ABybannbHas Lwkana
oLeHMBaHus (3a4TeHO / He 3a4TeHo), YeTbipéxbannbHas WwKana oueHnsaHus (otn. / xop. /
yaoBn. / HeygoBsn.), ctobannbHaga wkana oueHnsanms (80+ «otn.» / 66—79 «xop.» / 56—65
«ypoBn.» / 55— «HeygoBn.»). Kputepumn oueHnBaHna NnpuBeaeHbl AN KaXaomn LwKasnbl.

[MpomexyTodHas aTTecTtaums npoBOAUTCA B CooTBeTCTBUMM C [lonoxeHuem o
npoMexyTodHou aTtectaumm B BIY. [NpomexyTodHaa attectauus nposBoanTcs B oopme
3k3ameHa. KOHTPONbHO-U3MepuTernbHble MaTepuanbl  NPOMEXYTOYHOMW  aTTecTtauuu
NO3BONSAT OLEHUTb YPOBEHb MOMYYEHHbIX 3HaHUM U cTeneHb CHOPMUPOBAHHOCTU YMEHUI
N HaBbIKOB, U (UNK) ONbIT AesaTenbHOCTU. Npn oueHnBaHNN UCNOSb3YITCA KavyeCTBEHHbIE
LUKanbl OLEHOK 6annbHO-PENTUHIOBON CUCTEMbI — YeTbIpéxDannbHasa LWKana oueHMBaHUS
(otn. / xop. / yoosn. / Heynosrn.).

OueHkn 3a 93K3aMeH MOryT ObiTb BbICTaBfeHbl MO pe3ynbTatamMm TeKyLUen
ycneBaeMocTn oby4vatoLerocsi B Te4eHme BCcero AUCUMNIMHAPHOro Kypca, HO He paHee, YeMm
Ha 3aKkMyMTEeNbHOM 3aHATMW. B 3TOM cnyyae oOueHka no pesynbTaTaM  Tekyllen
yCneBaeMOCTU BbICTaBMNAETCA KaK cpedHee pe3ynbTaToB TeKylMx artTtectaumi no
ANCUMNIINHE B YeTbIpEXBannbHOM WKane oueHnBaHus. Ha gaHHbIX OCHOBaHMAX JONYyCKaeTCs
BbICTaBIEHME TOSMbKO OLEHOK «XOPOLLIO» U «OTNn4YHO». lMpn Hecornacum obyyaroerocs ¢
OLIEHKOM MOCneaHN BnpaBe caaBaThb 9K3aMeH Ha 0OLLMX OCHOBaHUSX.
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