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1. Mecto pucyuninHsbl B cTpyktype OITIOII

Muctynnvza 51.B.14 VIHOCTpaHHBIH s3bIK B cepe 1e710BOro 00IeHuUs (aHTJTUMCKHM S3bIK) OTHOCHTCS K
yacTtH, hopMupyemMoli yuacTHUKaMH 006pa30BaTe/IbHbIX OTHOIIIEHHH 00pa30BaTe/IbHOM MPOrpaMMBbl.

2. IInanupyembie pe3y/ibTaThl O0yYeHHsI MO JAUCIUIUIMHE, COOTHECEHHbI€ C TUIAHUPYEMBIMH
pe3y/ibTaTaMi OCBOeHUsI 00pa3oBaTe/bHON MpPorpaMmbl (KOMIETeHHMAMH M HWH/UKATOPaMH
AOCTYDKeHHsI KOMITeTeHI[Ui)

dopmupyemsbie IlnaHupyeMbie pe3yabTaThl 00yUeHHs M0 AUCHUILUIMHe | HanMeHOBaHHe OLeHOYHOTO CPe/ICTBA
KOMIIeTeHL{UH (Mofgyn0), B  COOTBETCTBMM C€  HHAUKATOPOM
(xof, comep)kaHue | JOCTH)KeHHS KOMIIeTeHIIMH
KOMTIETEHIIVN) Nupukarop poctwkeHusi | PesyabTarsl 00yueHust Jns Tekymiero | /ins
KOMIIeTeHL{UMN o AUCLUIIUHE KOHTPOJIA MPOMEe)XyTOUHOMH
(xon, coZiepkaHue ycreBaemMoCTH aTrTecTranuu
VHAWKATOpa)
YK-4: CnocobeH YK-4.1: 3uaem YK-4.1: IIpakmuueckoe
ocywecme/simb AumepamypHyto popmy Ymemb eapbupogams @bloop 3adaHue 3quém:
denosyro 20cy0apcmeeHHO20 A3bIKA, A3bIKOBbIX CPEOCME 8 CoobueHue Ha K
OHMPO/IbHblE
KOMMYHUKayuio 6 . .
OCHOBbI YCMHOII U NUCbMEHHOIl | coomeemcmauu co cmusiem NpakmuyecKux
yemuoii u 80NnpoChl
. KOMMYHUKAyuu Ha peuu; 3aHAMUSAX
nucbMeHHol ¢popmax
Ha 2ocydapcmeenrom | UHOCMPAHHOM A3biKe, Jloeuuecku eepHO cmpoumb 5 .
a3bIKe ¢yHKYUOHANbHBIE cmuau 8bICKA3bIBAHLIE. K3aMmeH:
Poccuiickoil DPOOHO20 si3blKa, mpebosaHusi K | Pacwiupums 3anac obwjeti Konmposbhbie
®dedepayuu u 06108011 KOMMYHUKAYUU. denogoll 80npochl
UHOCMPAHHOM(bIX) YK-4.2: Umeem N1eKCUKL. 3adarus
Asbike(ax) npakmuveckuti onbim 3Hamb s13bIKoBble cpedcmaea u

cocmas/eHusi meKCmoe pasHoll |OCHOBHble eOUHULb! peuego2o
¢yHKYUOHANbHOU obweHus; npasuia
NPUHAONEHCHOCMU U PA3HBIX npooyyupogaHus

J#CAHpPOB HA 20CYyOapcmeeHHOM | y6edumenbHoli u ymecmHoll

U POOHOM $13bIKAX, ONbIM peuu;

nepegoda mekcmos ¢ 8uObl nybauuHoll peuu, ee
UHOCMPAHHO20 A3bIKA HA KomMnosuyuro; ocobeHHocmu
pOOHoIl. 8epbabHOL KOMMYHUKAYUU 8

pazauuHbix cpepax
desimeabHOCMU.
Bnademb Hagblikamu
npooyyupogaHus u
pedakmuposaHus

YCMHbIX U NUCbMEHHBbIX MeKCcmoe

DA3MUYHbIX HCAHPO8 U cmusell;
HABbIKAMU UCNO/b308AHUS
npuemog 3¢ppekmugHo20
peuesozo obujeHus 8
PA3sAUUHbIX KOMMYHUKAMUBHbIX
cpepax; HaBbIKAMU BbIPAHCEHUS
cemaHmuyeckoll, CmpyKmypHou
u

KOMMYHUKAMUGHOU
npeemcmeeHHOCMuU MeHcOy

KOMNO3UYUOHHbIMU 3/1eMeHmamu




mekcma.

YK-4.2:

Ymemb npumeHsmb npasuna
ouanoauueckozo obujeHust;
8bINO/HAMD peuesble Oelicmeus,
Heobxodumble 0451
ycmaHoeneHus

U no0depicaHus
HEeKOH(pAUKMHO20

obuweHus.

H3yuamb ocobeHHOCmMU
0doKymeHmoe opuyuaibHo
0e/1068020 cmusisi.
CoeepueHcmeosampb HABbIKU
aH2M10-PYCCKO20 U PYCCKO-
aHenulicko2o nepegodda 0ea1080l
doKyMeHmayuu.

3Hamb popmynbl peuegozo
amukema u ux (pyHKYuoHanbHO
KOMMYHUKAMUBHYHO
OdugpepeHyuayuro; 0CHOBbL
npogeccuoHanbHO20 peuesozo
amukema Ha pOOHOM U
uzyuaemMom

UHOCMPAHHOM $I3bIKAX.
Baademb Hagblkamu
cocmaeneHust

MeKCcmoe pasHbIX
¢yHKYUOHAAbHBIX cmuell, a
makoice HaBbIKamu 0e108020 U
npogeccuoHanbHo20 0bwjeHusl,
onepupoeaHus npasuiamu, 8
npoyecce KOMopbIX OaHHble
eOuHuYbl npeobpasyiomcs 8
OCMbIC/AeHHbIe 8bICKA3bIBAHUS,
YMeHusiMu 8edeHust becedbl KAk
noeceoHe8Ho20, Max u
npogeccuoHanbHO20
Xxapakmepa.

ITK-14: CnocobeH
ocywjecmensimb
peodakmopckyro
desimeabHOCMb 8
coomeemcmauu ¢
SA3bIKOBbILMU
HopMamu,
cmaHoapmamu,
¢opmamamu,
cmuasmu,
mexHoA02UUeCKUMU
mpeboeaHusmu
pa3subix munoe CMU
u opyaux meoua

IIK-14.1: Ocywecmensem
pedakmuposaHue mekcmog
peknambl u ceszell ¢
0buwecmeeHHOCMbIO 8
coomeemcmauu ¢ 3bIKO8bLMU
HOpMamu, cmaHoapmamul,
¢opmamamu,
MexHO102UYeCKUMU
mpe608aHuAMU KaHAn08
mpaHcasyuu
KOMMYHUKAYUOHHO20

npodykma

IK-14.1:

3Hamb A13bIKOBble HOPMbl,
cmaHoapmeol,

¢opmambl, mexHono2uueckue
mpeb0oeaHus KaHanoe
mpaHcaayuu
KOMMYHUKAQYUOHHO20 NpOoOyKmMd;
Ymemb pedakmuposamb
mekcmbl

peKnambl u cessell
obujecmeeHHOCMbIO 8

coomeemcmeuu ¢

3adaHus

3auém:
Occe

OK3ameH:
3adaHus




IIK-14.2: Konmpoaupyem
coomgemcmeue ¢popmama
KOMMYHUKAYUOHHO20
npodykma meouakoHyenyuu
CMnu

A3bIKOBBIMU HOPMAMU;
Bnademb mexHuueckumu u
npoepamMMHbIMU Cpedcmeamu
ons

C030aHUS peKAambl;

IIK-14.2:
3Hamb ocobeHHOCMU pasHbIX

¢opmamos KOMMYHUKAYUOHHO20

npodykma meouakoHyenyuu
CMU.;

Ymemb KoHmpoaupogamb
¢opmam

KOMMYHUKQYUOHHO20 NpodyKmd;
Bnademb mexHuueckumu u
Npo2paMMHbIMU CpedCmeamu
ons

co30aHus peKnambl,

3. CTpyKTypa U cojepKaHHe AUCLUILIUHbI

3.1 TpyA0eMKOCTb AMCLUTL/IUHBI

JK3aMeH, 3auéT

oyHas 3a04yHas
O011as Tpy/0eMKOCTBb, 3.e. 6 6
Yacos 1o yue0HOMY IJIaHY 216 216
B TOM YHCJIe

ayUTOpPHbIE 3aHATHSA (KOHTAaKTHas padoTa):

- 3aHATHUSA JTeKIMOHHOI0 THIA 0 0

- 3aHATHS CEMHHAPCKOr0 TUMNA (MpaKTUYeCcKue 3aHaTus / 1abopaTopHbieé 76 20
paboThI)

- KCP 3 3
caMocTosTe/IbHasA padoTa 83 180
IIpomexyTouyHas arrecTanusa 54 13

JK3aMeH, 3auéT

3.2. CozepxaHWe JUCLUIIIMHbI

(cmpykmypuposaHHoe no memam (pasdenam) C yKA3aHueM OmMEe0eHHO20 HA HUX Ko/auuecmed
axkademuuecKux udacos U 8uobl yuebHbIX 3aHamutl)

HaumeHoBaHue pa3fesioB U TeM AUCLIMITTIMHBI

Bcero (uacni)

B TOM UHC/e

KonTakTHas pabora (paboTa Bo B3aMOZ€eHCTBUN
C TIpeTIofiaBarersieM), 4achl U3 HUX

3aHATHS
JIEKI[UOHHOTO
THIIA

3aHATUA
CeMUHapCKOro
TUMa
(nmpakTuyeckue
3aHsTUs/Iabopar
OpHbIe paboThl),

Bcero

CaMocTosiTesibHast
pabora
obyuatorierocs,
Yacel




Yachbl
S S S T T B B S T
0 0 0 0 0 0 0 0 0 0
Tema 1. ADVERTISING. FIRST HINTS 15 20 0 7 2 7 2 8 18
Tema 2. ADVERTISING IN OUR LIFE 15 20 0 7 2 7 2 8 18
Tema 3. THE PSYCHOLOGY OF ADVERTISING 15 20 0 7 2 7 2 8 18
Tema 4. STRUCTURE OF ADVERTISEMENT 16 22 0 8 2 8 2 8 20
Tema 5. THE TARGET AUDIENCE 16 22 0 7 2 7 2 9 20
Tema 6. TYPES OF ADVERTISING 16 19 0 8 2 8 2 8 17
Tema 7. FUTURE OF ADVERTISING 16 19 8 2 8 2 8 17
Tema 8. MAGIC WORDS 16 18 8 2 8 2 8 16
Tema 9. COLOUR IN ADVERTISING 17 20 8 2 8 2 9 18
Tema 10. PRACTISE YOUR SKILLS IN ADVERTISING 17 20 8 2 8 2 9 18
ArTTecTarust 54 13
KCP 3 3 3 3
Wroro 216 | 216 0 ‘ 0 ‘ 76 ‘ 20 79 23 83 180

Cojep)kaHue pa3/ie/ioB M TeM AUCIUIUTUHBI

Tema 1. Advertising. First Hints
Cnogaps: to advertise widely

to advertise a sale

to advertise in the press

to advertise over the radio

to advertise on TV

advertising

block advertising

advertising media

a job in advertising

an advertising campaign

effective advertising

an advertising agency

advertisement (ad, advert BrE)
classified ads a lonely hearts ad TV advert
design of advertisements

to put an advertisement in the paper
commercial

commercial broadcast

3amanus: Answer the following questions:
1. What do you know about advertising?

2. Have you ever had a chance to advertise anything?

3. What is the purpose of advertising?

4. Do you have any favorite commercial or advertisement?
5. What commercial or advertisement do you dislike most of all?




Write a short paragraph giving your reasons for your choice.
Tema 2. ADVERTISING IN OUR LIFE
CnoBaps: Advertising

Advertising is arguably a main vehicle of social communication; and as such it has become the subject of much
critical comment and even concern.

People are persuaded to identify themselves with what they consume. Advertisers sell dreams, ideal images and
ways of life and values. The consumerist values and human images which advertising reinforces are simple
stereotypes. It is pervasive and ubiquitous and that, in part, gives it its enormous power. Once, advertisers were
associated only with promoting goods, skills or certain professional abilities. Now, they shape our political
fortunes by running such things as election campaigns.

All forms of mass media rely on advertising for their existence. Newspapers have gone out of business through
not being sufficiently attractive to advertisers (for example The Daily Herald in the UK in the 1960s).
Advertising takes many forms, not all of them directly associated with selling a product. In sport and the arts a
major development in recent years has been sponsorship. But it is merely indirect advertising.

The most pervasive forms of advertising are those which target the mass-consumer audience. Of these,
television advertising is perhaps the most prestigious and powerful, since it commands the greatest audiences.
And in this form quantity is far more important than quality.

There is the advertising connected to public relations (PR), where corporate or personal images are created and
marketed. There is a PR division in every large company, and many freelance organizations whose central
concern is to create or maintain the "good name" of a company, a person or a political party.

At the more mundane level, though no less powerful, are the trade and "small ads" geared to specific sections of
the community; these are the entire funding bodies for the incessant free papers which deluge letterboxes in the
world.

Art has taken advertising seriously for many years now, the pop art movement of the 1960s being perhaps the
most obvious example. Andy Warhol's paintings of soup tins have passed into popular mythology, becoming
virtually synonymous with a widespread conception of modern art.

Once regarded as the poor relative of "real" art, advertising has had its contribution approved by some very
eminent figures. The British writer and broadcaster Troy Kennedy Martin, for example, put forward the idea of
short "micro-dramas” as a new television form. They would emulate commercials in structure and duration, and
would be repeated many times. They would "... consist of dozens of fragments of dramas, shards of experience
made and put out very quickly and would have "zero visibility" in the normal run of programming being part of
a flow which would enhance their qualities”. Also, whereas a few years ago work for television or film
commercials was scorned by most serious actors and directors as a poor (though profitable) substitute for stage
or screen plays, the product of many famous names are now seen or heard every night of the week.

The advertising industry regularly gives its best practitioners prestigious awards based on the aesthetic and
artistic criteria traditionally reserved for so-called "serious" drama. Advertising has amply repaid television and
film for feeding off those media by re-channeling into them many of its techniques developed for promoting
consumer sales.

3amanus: Answer the following questions:

. What is advertising?

. Does advertising play an important part in our everyday life?

. What is advertising at the more mundane level?

. What new TV forms were introduced by advertising?

. Has art taken advertising seriously for many years now?

. What was an attitude of most serious actors and directors towards work for television or film commercials?
. Is the advertising connected to public relations (PR)?

. What is advertising for the press?
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9. What is the main aim of advertising?

10. Can you explain why advertising has become the subject of much critical comment and even concern?
Tema 3. THE PSYCHOLOGY OF ADVERTISING

Cnosaps: to apply (to)

to apply a system

to apply a rule

to apply the law

to apply force

to apply the new method

to elicit

to elicit an explanation to elicit a fact

to respond

to respond to the demand to respond appropriately

response

to elicit a response

witty response

to give a response

in response to

to evoke a response

consumer response to

suggestion

to treat by suggestion

treatment by suggestion

the power of suggestion

subject to the influence of suggestion

suggestive

suggestive book suggestive therapy

purchase

purchase money

purchase price

to purchase the product

3amanus: Write a story of your own trying to use as many words and ex pressions from task I as possible. Tell it
in class. Let your class mates comment on it.

Write a list of dos and don'ts in advertising. Present it to the class. Decide whose essay best covers the topic.
Tema 4. STRUCTURE OF ADVERTISEMENT

Cnogaps:Give all possible English equivalents of the following words:

Peknama; aduia; peKaMHbIN JIMCTOK; UCTIOIb30BaTh M/IaKAThI /AJIs1 PEK/IaMbl; ITUKapHbIe KYPOPTHI; TEIJIOXO/;
OKJIeMBaTh peKaMamu; 00bsiB/ieHNe (B TTeUaTH); MO/IHbIE CJIOBEUKH; PEK/IaMUPOBaTh; "yZ00CTBa"; CHYKED;
PEeK/IaMHbI aHOHC; TPAH3UTHBIN OWJIET; MIaBaHKe 0] BOOW C MaCKOU U TPYOKOH.

3aganusi: Answer the following questions.

1. Why do advertisements appeal to different age groups, different genders, to people with certain occupations
or hobbies?

2. Can you give examples of universal advertisements?

3. What do you want to find out about tour advertising? Make up a list of questions.

4. Magazines, newspapers, brochures, posters, junk mail are very important advertising media. What other
advertising media do you know?

Tema 5. THE TARGET AUDIENCE

Cnogaps: Learn the following words and word combinations:

testimonial advertising — pekoMmeHzaTe/bHO-CBU/ETENbCKAsE PeK/IaMa, peKoMeH/laTes/TbHast peKiaMa (MeTog
COCTaBJIeHUs PEKJIAMHOT'O TeKCTa, ITPX KOTOPOM YIIOMHMHAIOTCS JIMLIA, YyKe MCI0/Ib30BaBIIIe peK/aMipyeMble



TOBaphbI, y/I0B/IETBOPEHHbIE NX KAYeCTBOM M MOTYIIMe IaTh O HeM 01aronpusiTHBIA OT3bIB)

social channel — o01TiecTBeHHO-OBITOBOM KaHa/l KOMMYHHUKAIMK (JTUII0, OKa3bIBaloIllee BIUSHIE Ha
TMOKYyTIaTeTbCKOe pellleHre WHAWBUAYYMa UK TPYIIIbI JIL] LIeJIeBOTO PhIHKA 0siarofiapst TMYHbIM
B3aMMOOTHOLIIEHUSIM: Harp., PYT, POACTBeHHUK, HehopMabHbIN Hep WiIu Kosiera 1o pabote)

endorse a product — peKOMeHZO0BaTb TOBap, BEICTYIATh B MOAJEP>KKY ToBapa (MoATBep>KaTh T0Ie3HbIe
CBOICTBa TOBapa 1 noby»aTk noTpebureseil mprobpecTy ero; peKOMeH/0BaTh TOBap MOT'yT 00ljeCTBeHHbIe U
ClerManyM3upOBaHHbIe OPraHU3aliK; 3HAMEHUTOCTH, YUacTBYIOIIVE B PeK/IaMe ToBapa; oTpebureny,
WCTIBITABIINE TOBap)

opinion leader — HedopManbHLIN TUzIEP, aBTOPUTET (MHAWBU/I, U/I€W U TIOBeJIeHHEe KOTOPOTO Cy>KaT 00pasrioMm
JUIs1 IPYTHIX; [J1s1 YCKOPEHUsT BOCTIPUSTHSL PEKIaMHOTO COOOIIeHHsT PeK/IaMOZaTe/T YaCTo HaMpaBJIsiioT ero
He(opMarbHOMY JIMZiepy [J1s1 OKa3aHus BJIMSHUS Ha LieJIeBYI0 IPYIILY: Hallp., peKjaaMozareslb MoKeT HallpaBUTh
peksiaMy 3yOHOI TacThl Ha M3BECTHBIX 3YOHBIX Bpauel MM KaMITaHHUIO 110 PeK/laMe HOBBIX MOJesiel O/1eXKIbl —
Ha 3HAMEHUTBIX JKEHII[|H)

two-step flow of communication — mMozesb IByXCTyTIeHYaTOro roTOKa

KOMMYHMKaUuH (MHQOpMayn), KOHLEMIHs ABYXYPOBHEBOM KOMMYHHKALIMK (TeOpHsi, COTIaCHO KOTOPOH
pacrpocTpaHsieMasi ”HpopMalysi He OKa3bIBaeT IPSIMOT0 BO3/IeHCTBHS Ha BCe O0IL[eCTBO; ee BOCTIPUHUMAIOT
OTZebHbIe M1ia (He)opManbHbIe JIUAEph), KOTOPhbie U3MEHSIOT CBOe MHEeHHe U, TI0J/Ib3YsICh BJUSHUEM Ha
06111eCTBO, JOHOCAT €ro /10 OCTa/IbHBIX T0/el)

informational advertising — uHbopMarmioHHasi peknama (TipefiHa3HauaeTcst st UHOOPMUPOBAHUS 1ie/IeBOn
TPYIIIBI O CYIIeCTBOBAaHUU OTIPe/Ie/IeHHOTO TOBapa, ero CBOMCTBAX, JIOCTOMHCTBAX, LIeHaX)

advocacy advertising — pa3bsiCHUTeTbHO-TIPOTIaraHAUCTCKasl peKiama (peKiaMHasi IeiTeTbHOCTD T10
Pa3bSICHEHUIO U OTCTaMBaHMIO KaKOW-TMO0 WJier OTHOCUTELHO CIIOPHOM 0011[eCTBEeHHOH MTPO0IeMbI; YacTo
BBINOJIHSIET POJIb [IPOMEXXYTOUHON peK/laMbl, IIpe/iBapsis pekjlaMmy TOr0 Wi MHOTO ToBapa)

analogy advertising — peksiamMa Ha OCHOBe aHaJI0Tvii (MeTOZA peK/laMbl, B KOTOPOM /1JIs1 OTIMCaHUS
peK/1aMUpyeMOoi MPOAYKLMH HUCTIONb3YeTCs ee CpaBHEHWE C APYToi MPOAYKLUe)

transformational advertising — TpaHcgopMarpioHHas peknaMa (6a3upyeTcs Ha HaJTMYKWU Y YIEHOB 11e/IeBOM
TPYIIIbLI CTPEMIEHHS K [IOTIOJTHUTE/TbHOMY HaC/IaKIEeHHI0, COLIMaIbHOMY 0/100peHHI0, UHTEe/IIEKTYaIbHOMY
CTHUMYJ/IMPOBaHMIO; PeK/IaMHOe Co0blIieHre TIOCTPOeHO TaKUM 06pa3oM, UToObI TI03BOIUTE U/leHaM Lie/IeBOi
ay/IMTOPUH BBISIBUTD JIaHHBIE TIOTPeOHOCTH U MOHSTh, UTO UMEHHO PeK/IaMUPyeMbIii TOBap TIO3BOJIAT
YZIOBJIETBOPUTb HX)

advertising method — mMeTo/1 peknamel, peKIaMHbIA MeTo/], (CTTOCOOBI CO3/IAHUS PEK/IaMbl, POBEIEHUS
peKIaMHOM KaMITaHUM)

advertising spoof — peknaMHasi MUCTU(DUKAIVS, PEKTAMHBINA PO3BITPHIII (TIPUBE/IeHNE B pEK/IaMe
OymopaXkalyux BHUMaHHe, HO He COOTBETCTBYIOIINX /I€HCTBUTEILHOCTH CBe/IeHUH (Harlp., «Hallli CUTapeThl Ha
Bce 100% Ge3omacHbI»), C Lje/IbI0 3aMHTEPeCcOBaTh ayJUTOPUIO UM Pajiv LIyTKH)

advertising exaggeration — peksiaMHOe TIpeyBe/iiueHNe, peK/IaMHOe CJIaBOC/IOBHe (BbICKa3bIBaHUE O TOBape
(yciiyre) ¢ MCTonb30BaHWEM BO3BBIIEHHBIX W 3BYUHBIX (pa3 (Harp., «CyrnepKkoMMepuecKuil GrmbM»,
«TOJIOBOKPY)KUTEJIbHBIE TPIOKI», «I1ACTa /ISl BCEH TIOIOCTH PTa», «BOJIOCHI KaK IIeK» U T. 1))

advertising gimmick — peksiamHasi ynioBKa, peK/iaMHbIN TPIOK (TIpueM, X0[) (MCIo/ib3yeMble /i1l IPUB/IeueHust
BHUMaHUsI ayJUTOPUU PeK/IaMHBble TpeyBe/IMyeHNst; Apa3Hsilas pekjaMa; HeoObIuHbIe 3BYKH, sIPKHe 1IBeTa,
5pOTHYeCKHe KAPTUHKHU B peK/laMe TOBapa; HecTaHAapTHBIe peKIaMHble MeTO/bI (Harlp., HaJM1Ch Ha BUTPUHE
MarasuHa: «Eciu y Hac uero-HuOyzb HeT, 3HauuT, BaM 3TO He HY>KHO»); HeOObIUHbIe 110/japKH)

deceptive advertising — MoreHHHUecKasi (He;J0OpOCOBeCTHas1, JDKUBasI, JIOXKHAs1) peK/iama; peKsiama, BBOZSIIast
B 3a0yxzieHue (peKiamMa, KOTopasi IaeT HeBepHYI0 HH(opMaruio (0 KauecTBe, [ieHaX TOBapa v T. 1.) U
(hopmupyeT y NoTeHMabHbIX KJIMEHTOB JIOXKHbIe IIPeZCTaB/IeHUs 0 JaHHBIX TOBapax WM yCIyrax)
denigratory advertising — ropouaitjasi (HeuecTHasi) pek/jaMa (peksiama, TIpsiMO HUJTH KOCBEHHO
JUCKpeUTUpYIolas (pU3MUeCcKUX WK IPUANYeCKUX JIUL; peKiaMa, TOCTpOeHHasl Ha CpaBHeHUH ToBapa C
TOBapaMy KOHKYPEHTOB; peK/laMa, BBOZSIIast TIOTpeOuTe el B 3a0/1y K/jeHre OTHOCUTEe/ILHO KaueCTBa U CBOWCTB
TOBapa; Takasi pekjiamMa CUMTaeTCsi HeJIOIyCTUMOI)

joint advertising — KosiiekTHBHas peksiama (pekiaaMa IByX v 0ojiee Mpor3BOIUTe el (TOPTOBIIER) C 1IE/TbIO



TIPO/IBVKEHUST OTIpe/ie/IeHHON KaTeropriu TOBapoOB, a He KOHKPETHON MapKH

ambient advertising — HeTpa/MLIOHHas peK/iaMa (pekaMa ToBapa B HETPaMLIMOHHBIX MeCTax: peK/iaMHble
00bsIBJIEHHS Ha TeJIe)KKax [Jisl TIOKYTIOK, Ha CTyTeHbKaX, Ha Kojiecax TpaHCIIOpTa)

comparison advertising — cpaBHUTe/bHas peKnama (pa3HOBUJHOCTb peK/IaMHOM J1esTe/TbHOCTH, KOTOpast
HaripaBJ/ieHa Ha yTBep>KJeHre [IPerMyIecTB OZHOM MapKy TOBapa 3a CYeT CpaBHEHHsI ee C APYTUMU MapKaMu
TOBapa TOr0 ke K/acca)

controversial advertising — npoTrBopeunBas peksiama: (a) (peksiama, sSIBISOIAsiCs OCKOPOUTebHOM /1st
ompe/ie/IeHHBIX TPYTIN Hace/leHus TM00 13-3a CaMMX PeK/laMHUpYyeMbIX TOBapOB (Harp., peknama 6esbst), 1160
13-3a OPMBI OCYII[eCTB/IeHHUs peKiambl; (0) (peKnaMa, BbI3bIBAIOIas HeCOrIacue Orpe/ie/IeHHbIX KPYTOB
00111eCTBa C JOCTOBEPHOCTHIO MM 3aKOHHOCTHIO TIPUBOZIMMBIX B Hel JaHHBIX (Harp., peKjiaMa BPeJHBIX /IS
3/J0POBbsI TOBApOB (CUrapeT, aaKoroJis)

3apanusi: Answer the following questions:

1. What types of tour advertisements can you distinguish? What are they?

2. How many parts are there in an advertisement? What are they?

3. What is the most important part?

4. Is preference given to any words or figures to sell the tour?

5. What is repeated most frequently in every advertisement?

6. What tour would you choose for yourself, your friends or your relatives?

Tema 6. TYPES OF ADVERTISING

Cnosaps:publication — my06/MKalyy B epUOUUECKUX M3/IaHUSIX — to gain, receive publicity — pa3riariars
(uTo-11.), IpeaBaTh (UTO-1.) rIacHOCTH — a publicity stunt — mmpokas peksiama — publicity agent — umetb
TeH/IeHLIMIO (K UeMy-J1.); CKJIOHAThCS (K uemy-ii.) — to tend to read the paper more frequently — pacxBanuBars,
pekamupoBaTb — to tend to get their news from television, radio or the Internet — 6bITh HanleyaTaHHBIM, OBITH
OITy0JTMKOBAHHBIM, TTOSIBUTECS — t0 qUOte — HA3HAYMTh yCJIOBMS IJIaTeXka Ha (u4To-/1.) — to quote deadlines —
Ha3HayaTh; HaMeuaTh; TVIaHUPoBaTh — to offer an incentive — JOMOMHUTENBHBIN CTUMYJT /711 UATaTee —¢
affordable — peknama Ha Tene- u paguoBeljanuy — to establish a target market — cocTtaBUTb TIpUMepHBIH,
npubIM3nTeNbHBIN O0PKeT pacxooB — spot broadcasting — npuzep>xvBaThesi 30-CeKYH/AHBIX POJTMKOB —
production for free

3apmanus: Radio and TV Advertising

Many entrepreneurs believe that TV and radio advertising is beyond their means. But while national TV
advertising is out of the entrepreneur's price range, advertising on local stations and, especially, on cable
television can be surprisingly affordable. The small-business owner may find that TV and radio advertising can,
in fact, deliver more customers than any other type of ad campaign. The key is to have a clear understanding of
the market so the money spent on broadcast advertising isn't wasted.

Planning is especially essential for the businessperson approaching broadcast advertising for the first time. It's
important to educate yourself about the media, and the only way you can do that is to talk to a lot of people.
This includes advertising representatives from TV and radio stations, other business owners, and your
customers.

Experts suggest an entrepreneur take the following steps:

1. Establish your target market by asking yourself who your customers are and, therefore, who you want to
reach with your advertising. This may seem obvious, but many advertisers don't have any idea who they're
selling to.

2. Set a rough budget for broadcast advertising. Many stations suggest running ads for at least three months.
This can easily cost several thousand dollars for a TV campaign. Radio generally costs a little less, although
rates vary widely depending on the size of the market, the station's penetration, and the audience of the show on
which you want to advertise.

3. Contact sales managers at TV and radio stations in your area and arrange to have a salesperson visit you. Ask
salespeople for a list of available spots on shows during hours that reach your target audience.



4. Inquire about the production of your commercial. As a general rule, TV stations charge you to produce your
commercial (prices range from about $200 to $1,500), while radio stations will put your ad together for free.
However, some independent TV stations will include production for free if you enter into an agreement to
advertise for at least three months.

5. Compare various proposals. Buying time well in advance can help lower the cost. For TV ads, stick with 30-
second spots, which are standard in the industry. And keep in mind that the published rates offered by TV and
radio stations are often negotiable. Generally, rates vary widely during the first quarter of the year, and
sometimes during the third quarter or late in the fourth quarter, traditionally slow seasons for many businesses.
But expect to pay full rates during the rest of the year or during popular shows or prime time.

Excerpted from Start Your Own Business by Rieva Lesonsky

Answer the following questions:

1. They say that newspaper ads are sized according to a very set formula. What is it?

2. Why are the publications in daily papers the costliest?

3. What are the things your print ad costs will depend on?

4. Do you agree that newspaper advertising is still the first kind of advertising that businesses think about
doing?

5. What special sections are there in both daily and weekly papers?

6. What is important for newspaper advertising?

5. Look through the text Radio and TV Advertising, write 7 questions to the text. Ask your classmates to answer
them.

Tema 7. FUTURE OF ADVERTISING

CnoBaps: a marketing wizard — 3emst obeToBaHHasi — the latest, newest fad — MozHBIH, 111€r0/TLCKOM;
CTUNBHBIN — annual expenditure — eiije yiyuiiie To, 4To ... — to tailor — TOUYHO, CTPOTO, MYHKTYyaIbHO — tO
launch a service — npocmatpuBanue, novck uHpopmaru — footage — nepemexxats (4€M-J1.), BMELIATHCS,
npepBaTh — NpucnocabavBath [ijist OripeJe/ieHHOU 1e/in

3ananus: Read and translate the following text:

Marketers Hail the Mobile Phone as Advertising's Promised Land

Advertising on mobile phones is a tiny business. In 2006 spending on mobile ads was $87lm worldwide,
compared with $24 billion spent on internet advertising and $450 billion spent on all advertising. But marketing
wizards are beginning to talk about it with a sort of hyperbole. It is destined, some say, to supplant not only
internet advertising, the latest fad, but also television, radio, print and billboards, the four traditional pillars of
the business.

At the moment, most mobile advertising takes the form of text messages. But telecoms firms are also beginning
to deliver ads to handsets alongside video clips, web pages, and music and game downloads, through mobiles
that are nifty enough to permit such things. The company Informa forecasts that annual expenditure will reach
$11.4 billion by 2011. Other analysts predict the market will be as big as $20 billion by then.

The 2.5 billion mobile phones around the world can potentially reach a much bigger audience than the planet's
billion or so personal computers. The number of mobile phones in use is also growing much faster than the
number of computers, especially in poorer countries. Better yet, most people carry their mobile with them
everywhere — something that cannot be said of television or computers.

Yet the biggest selling point of mobile ads is what marketing types call "relevance". Advertisers believe that
about half of all traditional advertising does not reach the right audience. Less effort (and money) is wasted with
online advertising: half of it is sold on a "pay-per-click" basis, which means advertisers pay only when
consumers click on an ad. But mobile advertising through text messages is the most focused: if marketers use
mobile firms' profiles of their customers cleverly enough, they can tailor their advertisements to match each



subscriber's habits.

Most mobile advertising strategies now rely on text messages, since few customers have taken to more elaborate
services that allow them to download music, games and videos and to surf the web. Only 12% of subscribers in
America and western Europe used their mobiles to access the internet at the end of 2006. Most people think
mobile screens are too small for watching tv programmes or playing games, although newer models, such as
Apple's iPhone, boast bigger and brighter screens.

That is not the only problem. While consumers are used to ads on television and radio, they consider their
mobiles a more personal device. A flood of advertising might offend its audience, and thus undermine its own
value. Tolerance of advertising also differs from one market to another. In the Middle East, for example,
unsolicited text messages are quite common, and do not prompt many complaints. But subscribers might not
prove so open-minded in Europe or America.

Another problem, says an analyst of Informa, is that operators have lots of databases with information about
their clients habits that would be of great interest to advertisers. But privacy laws may prevent them from
sharing it. Moreover, advertisers, operators and middle men have not agreed a common format for this
information, nor worked out how to share the revenue it might yield.

Some think these obstacles will confine mobile advertising to a niche for years to come. But others see a whole
new world of possibilities, as more people use their phones to access the internet and consumers grow used to
the intrusion.

Mobile phones, some of which are now equipped with satellite-positioning technology, could be used to alert
people to the charms of stores or restaurants they are walking or driving past.

Tying ads to online searches from mobile phones is another potential goldmine. A subscriber typing in "pizza"
for instance, could receive ads for nearby pizza parlours along with his generic search results. Such a customer,
mobile operators hope, is likely to be more grateful than annoyed by the intrusion. What could be more relevant
than that?

Economist, October, 2021

Tema 8. MAGIC WORDS

CnoBaps: day care — nog HabmogeHreM — cares of the day — kpatinsist octopoykHocTs — specific facial
characteristic — crieriuanbHOe, TIepcoHaTbHOE TpeyioykeHre — specific sum of money — to take special care
of — 6bITH 0cO6eHHO 0cTOpOKHBIM — special blend — oco6o BaxkHBIN rocTh — special occasion — moe3y
criel[MasbHOTO Ha3HaueHust — special delivery — to trigger interest in — roTeH1[UabHBIN KJIHEHT — to be
equipped with all the same tools and props — pek/iama, KOTOPYIO pa3BellMBalOT Ha pyukKax JBepei uiu
MIPYKJIENBAIOT K HUM — a ticketed event —imrTamr/meyars, Jarolijye MpaBo MOBTOPHOTO BXoja — to be a
walking ad — 3aBsi3aTh pa3roBop C He3HaKOMbIMU JIt0[bMU — deli — cTekoourcTUTeNH (BETPOBOTO CTEK/IA),
nmBopHUK — a logo (logotype) projector — B KoHIJe KOHIIOB — to seize the public's attention — pekylaMHBIA
TpIOK — to make a fortune — 3apabaTtbIBaTh Ha >KU3Hb — to make money on the book — to be spray-painted —
XOPOIII0 3HaKOMOoe BhIpakeHre — to run for public office — crerianpHO TIpejHa3HaUeHHAasi cyMMa JieHer — to
win by a landslide

3apanusi: Answer the following questions:

1. What new unusual low-cost ways to advertise have you learnt from the texts?

2. What are the pros and cons of self-publishing a book?

3. How effective are T-shirts and vests for advertising?

4. Are spray-painted signs typical today?

5. Is it easy to build a virtual showroom?



Tema 9.COLOUR IN ADVERTISING
Cnogaps: to devote one's attention to — yZie T BHUMaHUe 4eMy-JI.

to focus one's attention on — cocpeZjOTOUNTb BHUMaHHE Ha YeM-J1.

to bring smth. to smb.'s attention — npej10>XuTh YTO-/1. YbeMy-/1. BHUMaHUIO
to distract smb.'s attention — 0TB/eKaTh KOT0-JI., PACCEMBATH Ube-/1.BHUMaHHe
to escape one's attention — 136eKaTb Ubero-/1. BHUMaHHUs

close attention, undivided attention — npucransHOe BHUMaHKUe

rapt attention — cocpezjoroueHHOe BHIMaHue meticulous attention to detail — mpucransHOe BHIMaHKe K
JeTansm

to attract, draw, smb.'s attention to smth. — o6parrate ube-j1. BHUMaHHe Ha YTO-JI., TPUB/IEKATh Ube-JI.
BHUMaHUe K YeMy-J1.

to pay attention (to) — obpaijaTb BHUMaHue (Ha)

to compel attention — NPUKOBLIBATb BHUMaHHe

to slip smb.'s attention — yCKOJ/Ib3HYTb OT Ub€ro-. BHUMaHHsI
background it

3a/IHUM T171aH, GOH; He3aMeTHasi TTO3ULTHS

appropriate background, fitting background — nmoaxopsiuii dhox
in the background — Ha 3aHeM TuIaHe

against the background — Ha done

keep in the background — ocraBatbcsi B TeHU

stay in the background — fepkaThCsl, OCTaBaTLCSI B TEHU

root beer

LIWUITYyYMM HAlUTOK M3 KOPHEILI0Z0B, IIPUIpaB/ieHHbli MyCKaTHbIM Mac/oM U T. II.
foreground n

repeHUM T/1aH

in the foreground — Ha nepegHeM r1aHe

emulate v

WMHUTHPOBATh, KOITUPOBATh, IOAPaXkaTk Syn: imitate, copy

upscale push n HacToiuMBas peksiama; NIPOTaJKUBaHKE, PACKPYUYUBAHKeE , BBIIIE CPeTHETO YPOBHS (KaKoro-JI.
TOBapa " T.I1.)



3amanus: Answer the following questions:

1. What are your favorite colors?

2. What color do you notice first when you read an advertisement?

3. What do you identify with the colors: red, green, blue, yellow, brown, orange?

4. Do you like pure colors or a combination of colors?

5. Can you give examples of the most frequently used combinations of colors in ads?

6. Can you think of any brands that use color to communicate their brand message particularly well?
Tema 10. PRACTISE YOUR SKILLS IN ADVERTISING

3aganue : Three advertisements have been mixed up. Put them together in writing. Add the omitted parts.
Which tour would you choose? Which advertisement is the most effective?

KAMCHATKA IS AWAITING YOU

Medieval environs of St. Petersbourg The "Golden Ring" FOR YOU

1. It is one of the most pristine places on earth. Kamchatka is known as "the land of fire and ice" for its 414
glaciers and 160 volcanoes, 29 of which are active. Hot magma still rolls from its volcanoes, bands of lush
green vegetation alternate with enormous tracts of volcanic debris and ash.

2. As soon as we leave Moscow and get on the Golden Ring route, monuments of the past come into view.

3. Much later, after St. Petersburg had been founded and peace made with the neighbours, these fortresses lost
their significance.

4. The route, winding in and out of cities and villages in the north-eastern part of what used to be the State of
Muscovy, is hardly circular, but it is "golden" as it runs along the historically important regions.

5. Kamchatka Travel Agency offers you any tours on the Kamchatka peninsula.

6. Many people who study the history of lands surrounding St. Petersburg since the city's foundation have little
knowledge of these ancient fortifications. However, many of them are well preserved: the fortresses were now
open to visitors — in many cases free of charge.

7. Geysers and hot sulfur erupt continuously amid steaming volcanic cones, creating a surreal landscape that is
almost lunar in appearance. Kamchatka's rivers are the spawning site for one of the world's largest population of
Salmon.

8. The Novgorod lands once stretched from the Chudskoye Lake to Lake llmen.

9. The "Golden Ring" is a tourist route popular with both Russian and foreign lovers of old Russian architecture.
10. Our people are friendly, helpful and enthusiastic.

11. In order to defend their territory against their warlike neighbours, the Novgorodians built fortresses, which
were considered to be «suburbs of Novgorod.

12. Off to the side, near the road to Yaroslavl, Pushkino, Bratovshchi-na, Rakhmanovo, Muranovo and
Abramtsevo, Safarino, Vozd-vizhenskoye and the earthen ramparts of old Radonezh are located.

13. We are delighted to show you unsurpassed mountain scenery, formidable might of the imposing volcanoes,
frigid waters, and luxuriant vegetation.

14. Welcome to the Medieval neighborhood of St. Petersbourg.

15. These man-made "stone records" of the past have witnessed historical events.

16. The Kamchatka peninsula is located between the Sea of Okhotsk and the Pacific Ocean.

17. But they still stand at the mouths of rivers that used to be shipping routes to Novgorod and Pskov.

18. The tour begins and ends in Moscow with excursions in the Moscow, Yaroslavl, Kostroma and Vladimir
regions.

Call us on (095) 914-14-30

4. YueOHO-MeToaNUeCKOe o0ecrieyeHHe CaMOCTOSITe/TbHOW PadoThI 00yJarouxcst

CamocrosiTenibHasi paboTa 00yvaroIuxcsi BK/IrOUaeT B ce0si MOATOTOBKY K KOHTPOJIbHBIM BOTPOCAM U
3a/IaHUsAM [IJIs1 TEKYILEro KOHTPOJSi W TIPOMEXKYTOUHOM aTTeCcTalldd M0 UTOraM OCBOEHMs JUCLIUITUHbBI
TIPUBE/IEHHBIM B I1. 5.



5151 obecrieueHrst CaMOCTOSITe/IbHOM PaboThl 00yUarOIIMXCsl UCTIOMb3YOTCS:
- 3JIKTPOHHBIN Kypc "MHOCTpaHHbIH S3bIK B cdepe Zie/ioBoro o01eHus (aHrmmickui s13eik)" (https://e-
learning.unn.ru/course/view.php?id=10751).

5. @®OoHJA OLEHOYHBIX CPEJCTB /Il TEKYIero KOHTPOJIA YCIeBaeMOCTH W HNPOMEXYTOYHOM
aTTecTalyy Mo JUCIUIIMHE (MO/Y/II0)

5.1 TunoBble 3ajjaHusA, HEOOXOAUMBIE /I OLIEHKH Pe3y/JbTaTOB 00yuyeHHs NPH HPOBeJeHHH
TeKYyILLero KOHTPOJIsl yCIieBaeMOoCTH C yKa3aHHeM KpUTepHeB X OLleHUBaHMsA:

5.1.1 TunoBbie 3agaHusa (oueHOuUHOe cpeAcTBO - IIpakTHueckoe 3ajaHue) /i1 OLEHKHU
copmupoBaHHoCTH KomneTeHIHu YK-4:

1. Translate the following itinerary-advertisements into English.

AOPOI'MIE IPY3bs!

Typucmuueckass  komnaHusi «Bneped!» npueaawiaem eac  3aHAMbCS  SKCMPEMAAbHbIM
mypusmom XXI eexka 6 Kapeauu.

Ha PAOTHUHI'AX I10 PEKE LY oguH M3 cambIX TOMYJISPHBIX MapiipyToB o Kapenuu. Y
Bac Oyzer Oe30racHBIN, TIOJHBIN BIIEUAT/I€HUN OTABIX Ha 1-U M3 KpacuBeMux pek Kapemuu
— peke IIlys.

1-¥ feHb:

Bcrpeua Ha /i Bok3ane. Otbe3s Ha 6/0 Anekka (70 km). Boiaua cHapspkeHust. THCTpyKTax
10 TeXHUKe Oe30racHOCTU. Brie3/ kK Hadyay MapuipyTa 4. XayToBaapa (55 km) O6es 1 y>KUH B
rosieBbIX ycinoBusix. IloaroroBka cHapsbkeHusd K criiaBy. Houser B nanaTkax.

2—6-1 JHU:

OTtpaboTKa HaBBIKOB yrpaBieHus padTom Ha tuiecoBoM yuactke. CriiaB mo peke Iys: 15
noporoB [—II kaTeropuu cnoxHocTtH, 2 obHoca (riotuHa UrHonbckodr I'OC u nopor Ke-
HSIMKOCKH), 00111ast IPOTSHKEHHOCTb — 55 KM.

7-¥1 IeHb:

Oxkonuanue mapmipyTta. Otse3q Ha 6/0 «Asekka» (20 km). Craua cHapsbkeHus. O6es. Beie3n B
[TeTpo3aBo/ick. CBoboHOE Bpemsi. [IpoBo/bI.

Cpoku 3ae3/10B:

Nionb: 22-28, 27.06-03.07;

Wronb: 02-08, 07-13, 12-18, 17-23, 22-28;
Asryct: 01-07, 06-12, 11-17, 16-22, 21-27.
Call us on: 80498765



mxepbl — small islands
I10 BAIAAMCKUM HIXEPAM

OKCK/TIO3UBHBI CEMU/IHEBHBIN JIOJOUYHbIA Typ [/ BCeM ceMbH. ODTOT MapIipyT OyaeT
WHTepeceH TeM, KTO XO0Tes Obl MOOBIBaTh B YHUKA/IbHBIX MeCTaX BajaaMCKuX 11xep, TTOCETUTh
ckutr Anekcanzpa CBupckoro, O60poHHBIE OCTpOBa, BHYTPeHHHe TIPOTOKA W 3a/lUBbI O.
Banaam. B nporpamMmmy Typa BKJIFOUEHbI SKCKYPCHHU.

1-1 jeHb:

Bcrpeua Ha »k/g Bok3ame m. 18). OTbe3n Ha 6/0 «Ajekka» (70 km). O6Gen. OTwe3s B T.
CopraBasna (180 km). [Toe3aka Ha KaTepe 110 Jlago)kckomy 03epy Ha o. Banaam (1 u. 40 MuH).
Y>KuH B 1o/1ieBbIX ycaoBusix. Houser B manaTkax.

2—b5-i JHU:

IlyTemectBve BOKPYr OCTpOBa Ha BecCesbHbIX JiofKaX. [locemjeHue BockpeceHCKOro u
ledbcumanckoro ckutoB. OcmoTp ykperuieHuidn octpoBa O6oponHbIM. [Iporysmku 110
KpecToBomy u IrymeHcKkuM o3epaM. KoHIepT 11epKOBHbIX ecHoreHuii. O630pHast 3KCKypCust
10 IeHTpanbHOU ycaabbe MOHaCTBIpsS, moceljeHHe Bamaamckoro CracollpeoOpaskeHCKOro
cobopa. Houster v nuTaHue B MOJIEBBIX yC/IOBUSIX.

6-i1 1eHb:

3aBTpak y Koctpa. Orbe3q Ha Karepe B T. CopTaBana. Beie3n Ha 6/0 «Amnekka» (180 km).
[Turanue 1 HOwler B 10JIeBbIX yCa0BUAX. CayHa.

7-M JleHb:

3aBTpak. CBoboHOe Bpems. O6es. OTwve3s B [leTpo3aBo/icK Ha /7 Bok3an. CBoOoAHOe
Bpems. [TpoBobI.

Cpoku 3ae3/10B:

Hionn: 18-24, 25-01.07, 29.06-05.07;

Mrwas: 02-08, 06-12, 09-15, 13-19, 16-22, 20-26, 23-29, 27.07-02.08;
Asrycr: 03-09, 06-12, 10-16, 13-19, 17-23, 20-26, 24-30.

2. Translate the following advertisements into Russian.

BARBADOS & THE HIDDEN CARIBBEAN

Luxury GETAWAY in Style 27t November for 14 Nights — ONLY £ 2495

+Imagine as the nights draw in and the autumn rain begins to fall escaping to a Caribbean
Island paradise where the sun shines, the music plays and total relaxation is the order of the
day. And imagine, once you have enjoyed your one week's stay on the beachfront at the
Colony Club in Barbados setting sail to explore cornucopia of beautiful Caribbean Islands on
board your exclusive private cruiser with a maximum of just 90 fellow guests.

All this can be yours for just £ 2495!



Fly to Barbados, spend night at the Colony Club, then island hop on the Laurent to St. Lucan,
Grenada, St. Vincent, Martinique and back to Barbados to your flight home.

Call Moon Cruising Moon Cruising on 027335 6607
cornucopia — por u306ums

Kpurepuu oueHuBanus (oneHoYHoe cpeAcTBO - IIpakTHueckoe 3ajaHue)

OueHka Kpurepuu oLieHUBaHUs

Bce komnieTeHIMY (4acTH KOMIIeTeHLMH), Ha (h)OpMUPOBaHHe KOTOPBIX HarlpaB/ieHa
JUCLIUTUTAHA, COPMHPOBAHbI HAa YPOBHE He HIDKE «TTPEBOCXO/IHO»,

MPEBOCXOHO
TIPOJIeMOHCTPHPOBaHbI 3HaHUs1, YMEeHMUs], BJIaleHUs TI0 COOTBETCTBYIOIIUM
KOMIIeTeHLIMSIM Ha YPOBHe, Bhblllle IIpelyCMOTPEHHOr'0 ITPOrpaMMoi
Bce KoMrieTeH1 M (UacTH KOMITETEHLHI), HAa OPMUPOBaHKE KOTOPBIX HalpaB/ieHa
OT/IMYHO JUCLIMITIHA, COPMUPOBAHBI Ha YPOBHE He HIDKE «OT/IMUHO», TIPU 3TOM XOTsI ObI

0JiHa KOMITeTeHLUs1 COPMHUPOBaHA Ha YPOBHE «OT/INUHO»

Bce xomnieTeH1[UM (4aCcTH KOMIIeTeHIUI), Ha OpMHpPOBaHUe KOTOPBIX HarpaB/ieHa
OuUeHb XOPOILI0 JUCIUTTMHA, C(HOPMUPOBAHBI Ha YPOBHE He HIDKe «OUeHb XOPOIIIO», TIPU 3TOM
XOTs1 ObI 0/JHAa KOMITeTeHIMsI CHOPMHUPOBaHA Ha YPOBHE «OU€Hb XOPOIIIO»

Bce kommieTeHLHM (YaCcTU KOMIIETeHI[Ui), Ha OPMUPOBaHKe KOTOPBIX HallpaB/ieHa
XOPpOLIO JUCLIMTIIMHA, CHOPMUPOBAHBI Ha YPOBHE He HIDKE «XOPOILIO», TIPH 3TOM XOTs1 Obl
o/iHa KoMrIieTeH1s1 copMHUpOBaHa Ha YPOBHE «XOPOILIO»

Bce kommieTeHI[UH (YaCTU KOMIIETEHI[HH ), Ha OPMHUPOBaHKEe KOTOPHIX HallpaB/ieHa
JUCLUIIMHA, cOPMUPOBaHBI Ha YPOBHE He HIKe «YJO0BJ/IETBOPUTELHO», TPU

Y/IOBJIETBOPUTEJIHHO
5TOM XOTsI ObI O/IHa KOMIIETEeHL[1si COPMUPOBAHA HA YPOBHE
«Y/IOBJIETBOPUTE/TLHO»
Xorst 6bI 0fiHa KOMIIETeHI[Ks1 CPOPMUPOBAHA HA YPOBHE «HEY/I0BIETBOPUTEIHHO»

Hey/J0B/IeTBOPUTE/TbHO A " (opaip P YA P ’
HU O/IHA U3 KOMITETEHLMI He COPMUPOBAHA HA YPOBHE «IIJIOXO0»

IJI0XO0 Xorst 6bI 0fIHa KOMIIETEHLMsI CPOPMUPOBAHA HA YPOBHE «IIIOXO»

5.1.2 TunoBble 3afanus (oreHOYHOe cpeAcTBO - Coo0IIeHNe Ha MPAKTUYECKHX 3aHATHAX) AJIA
o1[eHKH C()OpMHUPOBAHHOCTH KoMrieTeHun YK-4:

1. Agree or disagree:

1. Advertising is a main vehicle of social communication.
2. Advertising has become the subject of much critical comment and even concern.
3. Advertisers sell dreams, ideal images and ways of life and values.

4. The consumerist values and human images are not simple stereotypes.



5. Now advertisers are associated only with promoting goods, skills or certain professional
abilities.

6. Long ago advertisers shape our political fortunes by running such things as election
campaigns.

7. All forms of mass media can not rely on advertising for their existence.

8. In sport and the arts advertising takes aform of sponsorship.

9. Sponsorship is the most pervasive form of advertising.
10. There is no advertising connected to public relations (PR).
11. Advertising is regarded as the poor relative of "real" art.

12. The advertising industry regularly gives its best practitioners prestigious awards based on
the aesthetic and artistic criteria.

2. Can you answer the following questions?
1. Is it possible to be a "rational" consumer, when confronted with the available range of
advertising and promotional techniques? Can purchasers make reasoned choices?

2. What is the function of advertising according to Walter Dill Scott? How did he substantiate
it? What was the primary determinant of human action according to W.D. Scott?

3. What roles do memory, feeling, sympathy, instinctive action, volition, habit, and attention
play in designing advertisements?

4. What principles increase the memorability of an advertisement? Dwell on each of them.

5. How do pleasure and pain effect suggestibility? What did W.D. Scott offer to do to elicit
pleasure in the advertisement reader?

6. What was sympathy for Scott? How did sympathy increase the power of suggestion?
7. What is motivation? What did the effective advertising have to appeal to?

8. What is the role of habit in advertising? In what case must advertising be extensive or
continued?

9. What does the power of any object to compel attention depend upon? Why does attention
value vary?

Kpurepuu oneHuBaHus (oneHoYHOe cpeAcTBO - Coo01ieHre Ha MPAKTHYECKUX 3aHATHSAX)

OueHka Kpurepuu oLieHrBaHUs

3auteH0 OTEeHKU «3aUTeHO» 3aCTy)KUBAeT CTYJeHT, 0OHAPY>KUBIIIHI BCECTOPOHHEE, CUCTeMaTHYeCcKoe U
ry6oKoe 3HaHWe yueOGHOr0 U HOPMATHBHOTO MaTepuasa, YMEIIHH CBOOOHO BLIMOIHATD




O1ieHKa

Kpurepuu orjeHrBaHUS

3a/laHus], IpelyCMOTPeHHbIe MPOrpaMMOM, YCBOMBILIMI OCHOBHYIO M 3HAKOMBIU C [JOMOJTHUTENbHON
JIUTepaTypoi, peKoMeH/I0BaHHOI Kadepoii. TakKe olleHKa «3auTeHO0» BLICTaB/ISIeTCS CTyJeHTaM,
00HApYKMBIITUM TIOJTHOE 3HaHWe yueOHOT0 MaTeprasa, YCIelTHO BhIMOTHSOIIM
MIpeJyCMOTpeHHbIe B TIpOrpaMMe 3a/IaHusl, YCBOMBILIMM OCHOBHYIO JINTepPaTypy, PeKOMeHAOBaHHYHO
Kadeapoi, 1eMOHCTPUPYIOIIYE CUCTEMAaTHUeCKUIA XapaKTep 3HaHWH TI0 JUCIATIIMHE U CTIOCOOHBIe
K UX CaMOCTOSITe/TbHOMY TOTIO/THEHHIO ¥ 0OHOBJIEHHIO B X0/l Jia/IbHelel yueOHoH paboTs U
npodeccuoHaNBHOM fesiTeTbHOCTH. OLeHKON «3aUTeHO» OLIEHWBAIOTCS OTBETHI CTYEHTOB,
MOKAa3aBIIMX 3HAHKE OCHOBHOTO y4eOHOT0 MaTepHasa B 00beMe, He0OXOJUMOM /1Sl IaTbHEeHIIIeH
yueObl U B MpeACTOsIel paboTe Mo mpodeccuu, CIPaBISIIOLIUXCS C BBITIOTHEHWEM 3a/IaHui,
Tpe/lyCMOTPeHHBIX MPOrPaMMOM, HO JOIyCTHUBIIMM MOTPEIIHOCTY B OTBeTe Ha SK3aMeHe U Ipu
BBITTOJIHEHWH KOHTPOJIBHBIX 3a/laHuM, He HOCSIIYe MPUHLMIINAIBHOTO XapaKTepa, Korja
yCTaHOBJIEHO, UTO CTYZAeHT 00/1a/jaeT HeOOXOAUMBIMYI 3HAHUSIMHU [1J151 TIOC/IE/IYOILETO YCTPAHEHUS
yKa3aHHBIX MMOTPENTHOCTeH 110/ PyKOBOZCTBOM TIpeTio/jaBaTe/is.

He
3a4TeHO

O1jeHKa «HE3aUTEHO» BLICTAB/ISETCA CTYAeHTaM, 00OHAPY>KUBIIIMM TPOOEe/IbI B 3HAHUSIX OCHOBHOTO
yueOHOr0 MaTepuana, JIOMyCKaroIM PUHIUITHATBHBIE OITMOKU B BHITIOTHEHUM
MpeAyCMOTPEHHBIX MPOrpaMMoi 3afaHuid. Takol OLleHKU 3aCyKMBalOT OTBEThI CTYZeHTOB,
HOCSILI[e HeCHCTeMaTH3UPOBAHHBIN, OTPHIBOUHBIN, TTOBEPXHOCTHBIN XapakTep, KOT/ja CTyAeHT He
TOHUMaeT CyIeCTBa U3/araeMbIX UM BOIIPOCOB, UTO CBU/ETE/LCTBYET O TOM, UTO CTYAEHT He
MOJKeT Jasibliie POA0IKATh 00yUeHHe UK TIPUCTYTIATh K MPoheCcCrOHaNbHOU AeATelbHOCTH Oe3
JTOTIOTHATE/TbHBIX 3aHSATHH 110 COOTBETCTBYIOIIEH AUCIIUTUIHE

5.1.3 TumnoBbie 3afiaHus (OLleHOYHOE CpeJCTBO - 3afiaHus) AJi OLeHKH C(opMHPOBAaHHOCTH

Komnerenuuu I1K-14:

1. Translate the following into Russian:

. Bills are placarded on every wall.

. Could you post this handbill on a notice board.

. Anne is in advertising.

. The tourist agency has run an advertisement for Christmas tours.

. MS Michael Lermontov was one of the finest Russian sea vessels.

. Buzzwords should be used in advertisements.

. The amenities of the famous resort were wonderful.

1
2
3
4
5. You should advertise the grand tour for the final-year students.
6
7
8
9

. Egyptian resorts attract the tourists by advertising snorkeling.

10. Freezing-over is an eye-catcher. It invites a lot of foreign tourists to the rivers of Lena,
Ob, and Yenisei.

11. Have you ever played snooker? If not, you will have a chance to experience it at our

Hotel.




12. The early period of his railway excursions Thomas Cook described as one of ‘enthusiastic
philanthropy' since, beyond the printing of posters and handbills, he had no financial interest
in them.

13. In 1851 Thomas Cook produced a newspaper, Cook's Exhibition Herald and Excursion
Advertiser, in order to promote his tours.

14. Today, Thomas Cook is a leading travel company and one of the most widely recognized
and respected brands in the world.

16. | have picked up a leaflet about a new museum.

17. Do you have any brochures about Caribbean holidays?

18. You should look through some prospectuses before you choose a university.
19. | was given a flyer about a new cafe.

20. Every tourist office has free booklets of local walks.

2. Translate the following into English:

1. Peknama — 3TO NCUXO/I0TMYECKOEe NPorpaMmmpoBaHme naen.
2. Ceilyac B pek/iaMHOM 613Hece paboTatoT MHOrume.

3. TBOpYEeckMe pekriamMHble PaboTHMKM 3HAIOT, YTO yCnex pekiamMbl 3aBUCUT HE OT MO/IHbIX
C/TI0B VI OPUTUHAJTbHBIX KAPTVMHOK, a OT HOBbIX CTEPEOTUMOB.

4. HoBbIM HanpaB/iEHWEM B pek/iame CTaslo obpalleHne K NnoAco3HaHMio NoTpeouTers.

5. CyIrecTvsi U BHyLLIEHNE — MPOLECC BO3AENCTBIA HA YyBCTBA, BOJIIO 11 Pasym YesloBeka
— OCYLLECTB/IAETCS C Lie/bo NOGYXAEHNS €ro K onpeaeneHHbIM AeACTBUAM.

6. Y MHOrmx ntogein BbipabaTbiBAETCA YCTONUMBOCTL K BHYLLEHNHO.

7. Tpyv3m, UNno3uns Bblbopa, KOMaHaa, CKpbiTasi B BONPOCe HeNTPasIn3yoT ConpoTHBIeHNE
BHYLLEHMUIO.

8. Peknama no paguo v TefieBUAEHNI0 oueHb 3h(EKTUBHA.

9. insi Toro, 4ToGbLI ONY6/IMKOBATL 06bSIB/IEHME, AOCTATOYHO MO3BOHWUTL B PeAAKLIMI0 ra3eThbl
WK XypHana.

10. Peknama saiBnsieTcs 605ee pesynbTaTMBHON, EC/IM B ra3eTe OHa NoMeLeHa Ha npaBoi
cTpaHuue, 6amxke K crnoby.

10. Pekname B XypHane notpebutenn 60nbLue 40BEPAOT, 1 3TO BO MHOTOM 00yC/oBNnBaeT
NX BbIOOP TOBAPOB U YC/YT.

11. CneumanmncTbl, n3yyatoLme Ncuxonornio peknambl, CYMTAIOT, YTO Ha TeNIeBULEHUN OHa
HeadhdhekTMBHa A0 15 vacos.

12. MnaBaHWe Noj, BOOW C MacKoli 1 TPYGKOW peknaMmnpyroT Aaxe LMKapHble MOpPCKMe
KypOpThI.

13. MHorve Typuctuyeckne hmpMbl HAUMHAKOT PEKNaMUPOBaTh POXAECTBEHCKNE TYpPrnoe3aku
Y)X€ OCEHbIO.



14. MytewecTtsue no ®paHuuun, Ntanum n LLBenyapum ana 3aBepLleHns o6pa3oBaHus He
HY>[laeTCs B LUMPOKOIN pekname.

Kputepumu orjeHnBaHus (0L[eHOUHOE CPeAACTBO - 3aflaHuA)

Ouenka Kpurepun onieHuBaHUsA

Bce kxomneTeH1[UM (4acTH KOMIIeTeHLU), Ha (hOpMHUpOBaHKe KOTOPBIX HarpaBjieHa
AWCHUITIIMHA, COOPMHPDOBAHEI Ha OBHE He HIKe «IIpeBOCXOAHO»
MPeBOCXOHO > ChopmHp yP P ’
MpoAeMOHCTPHUPOBAHBI 3HAHWA, YMEHUNS, B/laJ€HWsS 110 COOTBETCTBYIOLIUM

KOMIIETEeHLIMSIM Ha YPOBHe, BhIIlIe TIPeyCMOTPEHHOT0 TIPOTrpaMMOoii

Bce KoMneTeH1M (UacTH KOMITETEHLHIT), HA (OPMUPOBaHKE KOTOPBIX HarpaB/ieHa
OTJINYHO JUCLIMTUIMHA, COPMHPOBAHLI HAa YPOBHE He HIDKe «OT/IMYHO», TIPH 3TOM XOTS ObI
0/THa KOMITeTeHI U CHOpPMHPOBaHa Ha YPOBHE «OT/TMUHO»

Bce komneTeH1[UM (4aCTH KOMIIeTeHLUI), Ha (hOpMHUpOBaHKe KOTOPBIX HarpaBjieHa
OueHb XOpOLLO JMCLIMIVIMHA, c(OPMHPOBaHbI Ha YPOBHE He HIDKe «0UeHb XODPOILO», [IPU 3TOM
XOTs1 ObI 0/JHAa KOMITeTeHIMsI CHOPMHUPOBaHA Ha YPOBHE «OU€Hb XOPOLIIO»

Bce xommneTeH1[uM (4acTH KOMIIeTeHIUM), Ha (hopMHUpOBaHKe KOTOPBIX HarlpaB/ieHa
XOpOLIO JUCLMTIIMHA, CHOPMUPOBAHBI Ha YPOBHE He HIDKE «XOPOILO», TIPH 3TOM XOT$ Obl
0/lHa KoMIleTeHL sl copMHUpOBaHa Ha YPOBHE «XOPOILIO»

Bce xoMneTeH1 1M (UaCTy KOMITETEHLHIT), HAa OPMUPOBaHKE KOTOPBIX HalpaB/ieHa
JUCLMIIMHA, cOPMUPOBaHbI Ha YPOBHE He HIKe «Y[OBJ/IETBOPUTELHO», TIPU
OBJIETBOPUTE/ILHO

YA P 3TOM XOTs1 OBl O/IHa KOMITeTeHLIMs1 ChOpMHUPOBaHa Ha YPOBHE

«YA0BJIETBOPUTE/IBHO»

Xotst 661 0/fHa KOMITeTeHLUs1 chOpPMUPOBaHa Ha YPOBHE «HeY/10BJIETBOPUTETLHOY,

HEeY/I0B/IETBOPUTE/ILHO N
HU OfIHa U3 KOMIIeTeHLIMi He cpOPMHPOBaHa Ha yPOBHE «ILJIOXO»

TI0XO Xortst 661 0/THa KOMIIeTeHIMsI CPOPMUPOBaHA Ha YPOBHE «TJIOX0»

5.2. OnucaHue MIKaJI OLeHUBAHUsI Pe3y/IbTaToB 00yueHHs M0 JUCLIMIIMHE NPU MPOMEe)XXYTOUHOMN
arTecTanuu

IITkana oneHUBaHUs C()OPMHUPOBAHHOCTH KOMIIeTeHLINMN

YpoBen
b
chopmu HeY/IOBJIETBOP | Y/JOBJIETBO OYeHb
TJ10X0 XOpo1LIo OT/IMYHO NPEeBOCX0/AHO
POBaHH UTeIbHO PHTe/IbLHO X0poiIo
OCTH
KoMIeT
eHIUH
(uHpUK
aTopa
AOCTHIK He 3a4YTeHO0 3aUTeHo
eHHs
KoMIeT
eHIHIT)
3HaHus OtcyTcTBHE YpoBeHb MuHumaneH | YpoBeHb YpoBeHb YpoBeHb YpoBeHb
3HaHUMU 3HaHUMN HIKe 0 3HaHU# B 3HaHU# B 3HaHUH B 3HaHUH B




o0beMme,
TEOpeTHUeCcKOro obneme,
COOTBETCTBY
MarepHaa. JIONyCTHMBI | COOTBeTCTBY | obbeme,
HeB03MO>KHOCTB 1 ypoBeHb 10111eM = COOTBETCTB
MHUHUMaJTbHBIX - riporpamMme obneme,
OLIEHUTb TIOJTHOTY o 3HAHUM. rporpamMme yIoLiemMm
- TpeboBaHUH. TIOJITOTOBKH TIpeBBIIIAOLIe
3HAHUHN HonyieHo TIOJITOTOBKH rporpaMme
Vmenu mecto . HomymieHo M [pOrpamMMy
BCJ/Ie/ICTBHE MHOTO . HormyiieHo MOATOTOBK
rpy6bie omMOKH HECKOJIbKO TIO/IrOTOBKH.
OTKasa HerpyobIx HECKOJIbKO u. Ommbok
HecylecTBe
obyuarolerocs ot omboK HerpyobIx HHEIX HeT.
oTBeTa oInb0oK
oumbok
IIpogemoHc
TPUPOBAHBI
IIpogemoHC PHp
IIpogemoHCc | Bce
[IpogemoHC | TpupoOBaHbI
TPUPOBaHbI | OCHOBHBIE
TPUPOBaHbI | BCe
BCE yYMeHUSI. TIpogeMoHCTp
OCHOBHBIe OCHOBHBIe
OtcyTcTBUE OCHOBHbIE PeriieHbl HPOBaHbI BCe
ITpu perennn YMeHUSI. YMeHUSI.
MHUHHUMAabHbBIX YMEHUSI. BCE OCHOBHbBIE
o CTaH/IapTHBIX PerreHs! Peruens! Bce
YMeHHI. PeliieHbl BCé | OCHOBHbIE YMEHUSI.
3a71au He THUITOBBIE OCHOBHBIE
HeBo3moxHOCTB OCHOBHEBIE 3a7,auu C Perens! Bce
MIPOJIEMOHCTPUP | 3afaud C 3a71auu C
OLIeHWTDb Hajuue 3a7launl. OTZeNbHBIM | OCHOBHEIE
Ymenus N OBaHbI HerpyObIMU | Herpy6bIMU
yMeHU BemonHeHs! | U 3ajiaunl.
OCHOBHbIE olIMOKaMH. | OLIMOKAMMU.
BCJIe/ICTBHUE BCe 33laHUsI | HecyllecTB | BoInosiHeHbI
ymeHnust. imeu | BeinonHeHs! | BeinosnHeHs!
OTKaza B TIOJTHOM €HHBIMH BCe 3a/laHusl, B
MeCTo rpy0Obie BCE BCe 3aZlaHMsI
obyuatorerocs ot obbeme, HO | HeJjoueTaM | TMOJHOM
OIINOKH 3aZlaHuis, HO | B TIOJTHOM
oTBeTa HEKOTOpbIe U, obneMe 6e3
He B obbeme, HO
d BBITIO/THEH HEeJJ0UeTOB
TIOTHOM HEeKOTopble
HefloueTaMH | bI BCe
obbeme c
3a7laHys B
He/0ueTaMu
TIOTHOM
obbeme
Nwmeetcsa
OTcyTcTBUE [Ipomemonc IIpomemonc
MHHUMaJIbH [IpogemoHC
6a30BbIX ITpu perennn o TPHPOBaHbI TPUPOBAHBI
bIii Habop TPHUPOBaHbI TIpogeMoHCTp
HaBbIKOB. CTaH/|apTHBIX 6a3oBble HaBbIKH
HaBBIKOB 6a3oBbie HPOBaH
HeB03MO>XHOCTh 3aj1au He HaBbIKU TIPU npu .
b0 41 HaBBIKY TIPA TBOPYeCKHUH
OLIEHWTDb Ha/lMuue | TPOAEMOHCTPUP peLieHnn perLIeHnn
Hapbiku perIeHyst pelLeHnH TIOAXOZ, K
HaBbIKOB oBaHbI 6a30BbIe CTaH/|apTHBI HeCcTaHAapT
CTaH/IapTHEI CTaH/|apTHBI peLIeHHI0
BCJ/Ie/ICTBHE HaBbIkY. ViMenu X 3a1a4 C HBIX 3a/ja4
X 3a71au C X 3azay 6e3 HeCTaHZJApTHbI
oTKasa MecTo rpy0Obie HEKOTOPBIM 6e3
HEKOTOPBIM omboK u X 3a71au
obyuarorierocsi Ot | OUOKH u o1IMOOK U
u He/J0YeTOB
oTBeTa He/loueTaMu HeJJ0ueToB
He/[0ueTaMu
IMIkana OLI€CHUBAHHUA ITPH ITIPOMEXYTOUYHOU aTTECTAllUHA
OneHka YpoBeHb NO/rOTOBKH
TPEBOCX0/{HO Bce KommeTeHIMM (YacTW KOMITETeHLMH), Ha ()OpMHpOBaHHe KOTOPLIX HarpaBieHa
MUCLIUIUINHA, COPMUPOBAHBI HAa yDOBHE HE HIDKE «IIPEeBOCXOZAHO», MPOJEMOHCTPHUPOBAHbI
3HaHWS, YMEHWs, BJafieHUs [0 COOTBETCTBYIOLIMM KOMIIETEHL[USIM Ha YPOBHE BBIIIE
TIpe/iyCMOTPEeHHOT0 TIPOrpaMMOi
OT/INYHO Bce KommereHIMM (YacTW KOMITeTeHLMM), Ha (OpPMHpOBaHHMe KOTOPHIX HarpaBieHa
[IUCLIMIUINHA, CHOPMHUPOBAHBI HA YPOBHE He HIDKE «OT/IMUHO».
3auTeHo OUYeHb XOpOLI0 Bce KommeTeHIMM (YaCcTW KOMIIETEHLMH), Ha ()OPMHpOBaHHEe KOTOPLIX HarpaB/eHa
JUCLIIUTNHA, ChOPMHUPOBAHBI HAa YPOBHE He HIDKE «0UeHb XOPOIIO»
X0po110 Bce KommereHIMM (YacTW KOMITeTeHLMM), Ha (OpPMHpOBaHHe KOTOPBIX HarpaBieHa
[IUCLIMIUINHA, CHOPMHUPOBAHBI HA YPOBHE He HIDKE «XOPOLLIO».
YAOBIeTBOpUTEab | Bce KommeTeHIM (YacTW KOMITeTeHLHH), Ha (OpMHpOBaHHe KOTOPHIX HarpaBieHa
HO [MUCLIMIUIAHA, C)OPMHPOBaHbI HA YPOBHE He HIDKE «Y/IOBJI€TBOPUTEILHO», TPU 3TOM XOTsS ObI

0/iHa KOMITeTeHIMs1 ChOPMHUPOBaHa Ha YPOBHE «y/0B/IETBOPUTEILHO»




He 3a4TeHO

HeyjoB/eTBopuTe | X0Ts Obl OjHa KOMIIeTeHLMst CQOPMHUPOBaHA Ha YDPOBHE «HEY/|OB/IETBOPUTE/IBHOY.
JIBHO

TJI0XO0 XoTs1 6bI 0/JHA KOMITETeHLMs1 CHOPMUPOBAHA Ha YPOBHE «ILIOXO0»

5.3 TunoBble KOHTPOJ/IbHBbIE 3aflaHUsI WM HWHbIe MaTepHa/ibl, He0O0XOAMMBbIe A/ OLIEHKHU
pe3y/IbTaToB 00yYyeHHsi Ha MPOMEXKYTOYHOM aTTeCcTallMi C YKa3aHHeM KpHUTepHeB HX
OL|eHMBAHMA:

5.3.1 TunoBble 3apaHusa (oneHOUHOe CpeACTBO - KOHTpo/sibHBbIE BONPOCHI) A/ OLIEHKH
chopMupoBaHHOCTH KoMmieTeHIHU Y K-4

1.

o o1 A W DN

\l

11.
12.
13.
14.

15.
16.

17.

What is advertising?

. Does advertising play an important part in our everyday life?
. What is advertising at the more mundane level?

. What new TV forms were introduced by advertising?

. Has art taken advertising seriously for many years now?

. What was an attitude of most serious actors and directors towards work for television

or film commercials?

. Is the advertising connected to public relations (PR)?
. What is advertising for the press?
. What is the main aim of advertising?

10.

Can you explain why advertising has become the subject of much critical
comment and even concern?

Do you agree that advertising acts as a great drive-wheel for trade?
Could advertising exist without advertising psychology?
What is effective advertising in your opinion?

Why do advertisements appeal to different age groups, different genders, to
people with certain occupations or hobbies?

Can you give examples of universal advertisements?

What do you want to find out about tour advertising? Make up a list of
guestions.

Magazines, newspapers, brochures, posters, junk mail are very important advertising
media. What other advertising media do you know?

Kputepun onennBanus (0LieHOUYHOe CPeACTBO - KOHTpPO/1IbHBIE BONPOCHI)



OueHka Kputepuu olieHuBaHUs

OLeHKH «3a4TeHO» 3aCTy’KUBAeT CTY/IeHT, 0OHApY KMBILNI BCECTOPOHHEe, CHCTeMaTHuecKoe 1
rnyboKoe 3HaHHe yueOHOTO ¥ HOPMATHBHOTO MaTepurasa, yMeloLuii CBOOOAHO BLITTO/HSTh
3a/jaHuis, TIpe/[yCMOTpeHHbIe TIPOTrPaMMOM, YCBOUBILINI OCHOBHYIO U 3HAKOMBIM C JAOTIOJTHUTETEHON
JIUTepaTypol, peKoMeHj0BaHHOM Kadezpoii. Takke oljeHKa «3auTeHO» BBICTAB/ISIeTCS CTy/JeHTaM,
0OHapy KMBIINMM I10JTHOe 3HaHHe yueOHOro MaTepHrasa, YCIeliHO BBIMOIHSIOLM
MpeAyCMOTpPeHHbIe B TIpOrpaMMe 3a/laHusl, YCBOMBILMM OCHOBHYIO JINTepPaTypy, PeKOMeHAOBaHHYO
Kacdepoii, 1eMOHCTPUPYIOLL{Me CCTeMaTHUeCKU XapakTep 3HaHHH 0 AUCLIUIIMHE U CII0COOHbIe
3aUTeHO K MX CaMOCTOSTe/IbHOMY TOTIOJTHEHHIO U 0OHOBJIEHHIO B X0/le Ja/bHelel yueOGHoM paboTsl 1
npodeccuoHaNbHOM fesiTeTbHOCTH. OLeHKON «3a4TeHO» OLIeHUBAKOTCS OTBETHI CTYJEHTOB,
TOKa3aBILMX 3HaHKe OCHOBHOIrO yueOHOro MaTepuana B 00beMe, He0OXOUMOM [ij1s1 la/ibHeHIe
yueObl U B MpeZcTosIel paboTe 1o rmpodeccry, CPaB/ISIIOLIUXCS C BBITIOHEHWEM 3a/IaHui,
Tnpe/lyCMOTPEHHBIX TIPOrPaMMOM, HO /IOy CTUBIIMM ITOIPELIHOCTH B OTBETe Ha 9K3aMeHe U IpU
BBITIO/THEHWM KOHTPOJIBHBIX 3aJJaHUM, He HOCSIIYe TPUHLMIMAIBHOTO XapakTepa, Korja
yCTaHOBJIEHO, UTO CTyZAeHT 00/1a/jaeT HeOOXOAUMBIMU 3HAHUSIMHU /151 TIOC/IeIYIOILETO YCTPAHEHUS
yKa3aHHBIX ITOrPeIIHOCTeH Mo, PyKOBOJCTBOM IIperofaBaTeris.

OrleHKa «He3auTeHO» BBICTAB/IAETCA CTYAeHTaM, 0OHAPY>KUBIIIMM MPOOe/Ibl B 3HAHUSAX OCHOBHOTO
yueOHOro MaTepuania, [[OMyCKaroIUM PUHIUITHABHbIE OIIMOKU B BHITIOTHEHUN
MpeAyCMOTPEHHBIX MPOrpaMMOi 3afaHuid. Takol OLIeHKU 3aCyKUBalOT OTBEThI CTYEHTOB,
HOCSLI[e HeCHCTeMaTH3UPOBAHHBIN, OTPHIBOUHBIN, TOBEPXHOCTHBIN XapakTep, KOr/ja CTyAeHT He
TIOHUMaeT CYIIeCTBa M3/IaraeMbIX UM BOTIPOCOB, UTO CBUZIETE/TLCTBYET O TOM, UTO CTYJEHT He
MOJKET Jia/iblile MPOA0/IKATh 00yUeHHe UK TIPUCTYIATh K MPoheCcCHOHaNbHOM AeATeIbHOCTH Oe3

He
3a4TeHO

JIOTIOTHATENTbHBIX 3aHSATHH 110 COOTBETCTBYIOIIeH AUCLIUTUINHE

5.3.2 TumnoBbie 3apaHusi (oleHOUHOe CPeACTBO - KOHTpoO/IbHbIE BOMPOCHI) /1A OLEHKHU
copMupoBaHHOCTH KoMnieTeHIMU Y K-4

1. In what way can you develop a visual sense for what works and what doesn't in
direct mail advertising?

2. Magazines, newspapers, brochures, posters, junk mail are very important
advertising media. What other advertising media do you know?

3. What do you want to find out about tour advertising? Make up a list of questions.

4. Why do advertisements appeal to different age groups, different genders, to
people with certain occupations or hobbies?

5. What does the power of any object to compel attention depend upon?
Why does attention value vary?

6. What is the role of habit in advertising? In what case must advertising be
extensive or continued?

7. Can you explain why advertising has become the subject of much critical
comment and even concern?

8. What is the main aim of advertising?

9. What is advertising for the press?

10. What is important for newspaper advertising?

Kputepun onennBanus (0LieHOUYHOe CPeACTBO - KOHTpPO/IbHBIE BONPOCHI)



OueHka Kpurtepuu oLieHUBaHUs

Bce xommeTeH1[uM (4acTH KOMIIeTEHIH), Ha (hOPMHUPOBaHKe KOTOPBLIX HarpaBjieHa
JVCLMIIMHA, C(OPMUPOBaHbI Ha YPOBHE He HHXKe «TIPeBOCXO/IHOY,
IIPEBOCXOZHO

P MIPO/IEMOHCTPUPOBAHBI 3HAHUsI, YMEHUs1, B/IafleHusI [10 COOTBETCTBYIOLIUM

KOMIIETEHLIMAM Hd YPOBHE, BbILIE IIPeAyCMOTPEHHOTI'O nporpaMMoﬁ

Bce komrereHiuy (4acTv KOMITeTeHIIM), Ha pOpMHUPOBaHMe KOTOPLIX HarlpaB/ieHa
OTJIUYHO JUCLIMTUTAHA, COPMUPOBAHbI HAa YPOBHE HE HIXKE «OT/IMUHO», TIPH 3TOM XOTS ObI
0/THa KOMITeTeHLUs1 CHOpMHUpPOBaHa Ha YPOBHE «OTINYHO»

Bce xommeTeH1[uM (4acTH KOMIIeTEHIHM), Ha (hOPMHUPOBaHKe KOTOPBIX HarpaBjieHa
OueHb XOpOLLIO JUCLMIIIMHA, c(HOPMUPOBaHBI Ha YPOBHE He HIDKe «O04YeHb XOPOII0», TPU 3TOM
X0Ts ObI 0ZJHa KOMIIeTeHIMsI ChOpMHUPOBaHa Ha YPOBHE «0UeHb XOPOLIO»

Bce komnieTeHIUM (YacTH KOMIIeTeHLMH), Ha YOpMUpPOBaHMe KOTOPBIX HarlpaB/ieHa
XOpOLLIOo JUCLMITIMHA, COPMUPOBAHBI HA YPOBHE He HIDKE «XOPOILIO», TIPH 3TOM XOTs1 Obl
0JiHa KOMITeTeHLus1 CQOpPMHUPOBaHa Ha YPOBHE «XOPOLIO»

Bce komneTeHIMM (4acTH KOMIIeTeHLIMH), Ha (hYOpMUPOBaHHe KOTOPBIX HarlpaB/ieHa

JUCLIUTUTAHA, COPMUPOBAHbI HAa YPOBHE HE HIDKE «y/IOB/IETBOPUTETBLHO», TIPH
[[OBJIETBOPUTE/IEHO

Y P 3TOM XOTsi OBl 0ZJHa KOMITIeTeHL|si chOpMHUPOBaHa Ha YPOBHe

«y[10BJIETBOPUTE/IEHO»

Xorts ObI 0fHa KOMIIeTeHLMsI CYOPMUPOBaHA Ha yPOBHE «HEYAOBIeTBOPUTETbHO»
HeY/I0B/IETBOPUTEJILHO N (opmnp yP Y, P ’
HU OJJHa U3 KOMIleTeHLIU! He chopMUpOBaHa Ha YPOBHE «ILJIOX0»

T/I0X0 XoTs ObI 0/THA KOMIIEeTeHIMsA CPOPMUPOBAHA Ha YPOBHE «ILIOX0»

5.3.3 TumnoBble 3ajaHusi (OLeHOYHOEe CpPeJCTBO - 3afiaHHs) /ISl OIeHKH CopMHPOBAHHOCTH
KoMmeTeHuu Y K-4

1.Translate the following into Russian:

Advertising on mobile phones is a tiny business. In 2006 spending on mobile ads was $87Im
worldwide, compared with $24 billion spent on internet advertising and $450 billion spent on
all advertising. But marketing wizards are beginning to talk about it with a sort of hyperbole. It
is destined, some say, to supplant not only internet advertising, the latest fad, but also
television, radio, print and billboards, the four traditional pillars of the business.

At the moment, most mobile advertising takes the form of text messages. But telecoms firms
are also beginning to deliver ads to handsets alongside video clips, web pages, and music and
game downloads, through mobiles that are nifty enough to permit such things. The company
Informa forecasts that annual expenditure will reach $11.4 billion by 2011. Other analysts
predict the market will be as big as $20 billion by then.



The 2.5 billion mobile phones around the world can potentially reach a much bigger audience
than the planet's billion or so personal computers. The number of mobile phones in use is also
growing much faster than the number of computers, especially in poorer countries. Better yet,
most people carry their mobile with them everywhere — something that cannot be said of
television or computers.

Yet the biggest selling point of mobile ads is what marketing types call "relevance".
Advertisers believe that about half of all traditional advertising does not reach the right
audience. Less effort (and money) is wasted with online advertising: half of it is sold on a
"pay-per-click" basis, which means advertisers pay only when consumers click on an ad. But
mobile advertising through text messages is the most focused: if marketers use mobile firms'
profiles of their customers cleverly enough, they can tailor their advertisements to match each
subscriber's habits.

2.Translate the following into Russian:

Advertising on mobile phones is a tiny business. In 2006 spending on mobile ads was $87Im
worldwide, compared with $24 billion spent on internet advertising and $450 billion spent on
all advertising. But marketing wizards are beginning to talk about it with a sort of hyperbole. It
is destined, some say, to supplant not only internet advertising, the latest fad, but also
television, radio, print and billboards, the four traditional pillars of the business.

At the moment, most mobile advertising takes the form of text messages. But telecoms firms
are also beginning to deliver ads to handsets alongside video clips, web pages, and music and
game downloads, through mobiles that are nifty enough to permit such things. The company
Informa forecasts that annual expenditure will reach $11.4 billion by 2011. Other analysts
predict the market will be as big as $20 billion by then.

The 2.5 billion mobile phones around the world can potentially reach a much bigger audience
than the planet's billion or so personal computers. The number of mobile phones in use is also
growing much faster than the number of computers, especially in poorer countries. Better yet,
most people carry their mobile with them everywhere — something that cannot be said of
television or computers.

Yet the biggest selling point of mobile ads is what marketing types call "relevance".
Advertisers believe that about half of all traditional advertising does not reach the right
audience. Less effort (and money) is wasted with online advertising: half of it is sold on a
"pay-per-click" basis, which means advertisers pay only when consumers click on an ad. But
mobile advertising through text messages is the most focused: if marketers use mobile firms'
profiles of their customers cleverly enough, they can tailor their advertisements to match each
subscriber's habits.

5.3.4 TunoBble 3afiaHus (OLleHOYHOEe CpeJCTBO - 3afiaHus) A/ OLleHKH C(opMHPOBAaHHOCTH
xkomnerenuuu I1K-14

1. ITpounTaitte TekcT. Pa3genute TekcT Ha yacty. O3arnaBbTe UX.



At the turn of the 19th century when psychological theory and method were applied to
everyday life problems, Walter Dill Scott applied the scientific psychology to the study
of business practices. Scott's book The Psychology of Advertising, of 1908, gave birth
to advertising psychology as a subdiscipline in its own right. At that time, advertising
executives were divided on the most effective approach to advertising design. The
majority thought that consumers were rational: when informed about the product and
reasons why it should be bought, they would respond appropriately. The minority view
held that consumer response to advertising was non-rational. Scott supported the
minority view. Suggestion was the dominant theoretical concept in the analysis of social
influence. Every normal person, Scott thought, was subject to the influence of
suggestion; and suggestion, not reason, was the primary determinant of human action.

Effective advertising must implant the thought of purchasing the product in the mind of
the consumer without raising interfering thoughts. To help advertisers achieve this goal,
Scott assessed the relevance of what was then known about basic psychological
functions, including memory, feeling, sympathy, instinctive action, volition, habit, and
attention, to the design of advertisements that would maximize the power of suggestion
and minimize interference.

Scott emphasized that four principles: repetition, intensity (e.g., use of vivid colors,
placement in the initial or final position in the publication, request for action such as
filling out a postcard), association value (especially with the reader's personal interests
and motives), and ingenuity (e.g., choice of names reflective of the nature of the
product) increase the memorability of an advertisement.

Feeling was discussed in terms of pleasure and pain and their effects on suggestibility:
'In pleasure our minds expand. We become extremely suggestible, and are likely to see
everything in a favorable light. In pain we refuse to receive suggestions, are not easily
influenced, and are in a suspicious attitude toward everything which is proposed. To be
successful, therefore, advertising must be designed to elicit pleasure in the reader’; and,
in this regard, Scott discussed 'the significance of such simple laws as that of proportion
and symmetry in accomplishing the desired result.'

Sympathy, for Scott, was 'a mental attitude which is induced by the realization of the
fact that someone else is going through that particular form of experience. In general,
the greater the perceived similarity between the reader and those seen pictured in an
advertisement, the greater the degree of sympathy elicited by an advertisement; and the
greater the sympathy, the higher the likelihood that the advertisement would influence
the reader through the power of suggestion.

In analyzing the relevance of instinctive action to advertising, Scott introduced the issue
of motivation. Effective advertising, according to him, had to appeal to individual



interests or motives. These included interest in property, food, clothing, constructing,
and enhancement of the social, moral, intellectual, or aesthetic self.

2. [IpounTarite TekcT. Pa3zenure TeKCT Ha yacTu. O3ar/iaBbTe UX.

Before diving into advertising, experts suggest an entrepreneur establish the target
market by asking oneself who your customers are and, therefore, who you want to reach
with your advertising. This may seem obvious, but many advertisers don't have any idea
who they're selling to.

Pinpoint your audience first. For example, in radio advertising every radio buy must
begin with a clear understanding of the listeners you want to reach. Write a one-
sentence target audience profile based on the demographics of your prospects. This
should include their age, gender, where they live and other factors, such as household
income.

Then, share this information with the sales representatives from the stations you're
considering. They'll tell you what percentage of their stations' listeners match these
demographics and at what times of the day or during which programming you'll reach
your best prospects.

There also may be qualitative characteristics of your ideal prospects you should
consider when making your radio buy. A restaurant owner, for example, would look for
a radio station whose listeners dine out frequently. The radio station sales reps have
access to both qualitative and quantitative information concerning their listeners and
should be able to give you proposals that include schedules with ratings breakdowns.
They should also provide signal coverage maps that show precisely where their stations

are heard.
KpuTepun onjeHuBaHus (0LleHOUHOEe CPeACTBO - 3aJaHusl)

OueHka Kpurepuu oLieHrBaHUs

Bce koMneTeHI[uM (YacTH KOMITETeHLIMH), Ha GOpMHUpPOBaHHe KOTOPHIX Hampas/ieHa
CBOCXOLHO JVCLITITAHA, COPMUPOBAHBI HA YPOBHE He HIDKE «TIPEBOCXOHO»,
MIPeBOCXOH

P MPO/JIeMOHCTPUPOBAHbI 3HaHUS], YMEeHHs, BlaZleHUsl TI0 COOTBETCTBYIOLINM

KOMIIeTeHLIMSIM Ha YPOBHe, Bhblllle IIpelyCMOTPEHHOT0 ITPOrpaMMoi

Bce koMrieTeH1 MM (UacTH KOMITETEHLHI), Ha (OPMUPOBaHKE KOTOPBIX HarpaB/ieHa
OT/IMYHO JVCLMITIHA, cOPMUPOBAHBI Ha YPOBHE He HIDKE «OT/IMUHO», TIPYU 3TOM XOTsI ObI
0/JlHa KOMITeTeHLUs1 COPMHUPOBaHA HAa YPOBHE «OTINYHO»

Bce koMneTeH1[uM (YacTH KOMITETeHLIMH), Ha GOpMHUpPOBaHHe KOTOPHIX Hampas/ieHa
OYeHb XOPOLI0 JVICLITITMHA, CHOPMUPOBAHBI HA YPOBHE He HIDKE «0YeHb XOPOLIO», ITPY 3TOM
XO0Ts Obl 0/jHa KOMIIeTeHLMsl cpopMHpOBaHa Ha YPOBHE «0UeHb XOPOLI0»

XOPOIIIO0 Bce kommieTeH1[UHM (YaCTU KOMIIETEHI[1# ), Ha OPMUPOBaHMEe KOTOPHIX HallpaBieHa




OueHka Kputepuu orieHMBaHUs

JIVICLITITAHA, COPMUPOBAHBI Ha YPOBHE He HIDKE «XOPOILIO», TIPH 3TOM XOTs1 Obl
0/JHa KOMITeTeHLUs1 cOpMHUpPOBaHa Ha YPOBHE «XOPOLIO»

Bce kommieTeHI[MH (YaCTU KOMIIETeHI[1# ), Ha OPMUPOBaHKe KOTOPBIX HallpaB/ieHa
JUCLIMIUIMHA, COPMHPOBAHLI HAa YPOBHE He HIDKEe «y[I0B/IETBOPUTENBEHO», TIPH

Y/OBIETBOPUTEJTHHO
3TOM XOTsI ObI OfIHa KOMIIETEHLMsI CHOPMUPOBAHA HA YPOBHE
«Y/IOBJIETBOPUTETLHO»
Xorst 6bI 0fiHa KOMIIETEHLHs1 CPOPMUPOBAHA HA YPOBHE «HEY/IOBIETBOPUTETHHO»

HEeY/I0B/IETBOPUTE/TLHO A N (opmHp P Y P ’
HY O/IHA U3 KOMITETEHL{Mi He COPMUPOBAHA HA YPOBHE «IITIOXO0»

TJI0XO0 Xorst 6bI 0iHa KOMIIETEHLHsI CHOPMUPOBAHA HA YPOBHE «II/IOXO0»

5.3.5 TumnoBble 3ajaHusi (OLleHOUHOEe CPeACTBO - 3Jcce) /ISl OLEeHKH C(HPOpMHPOBAHHOCTHU
Komnerennuu [1K-14

1. They say that newspaper ads are sized according to a very set formula. What is it?
2. Why are the publications in daily papers the costliest?
3. What are the things your print ad costs will depend on?

4. Do you agree that newspaper advertising is still the first kind of advertising that
businesses think about doing?

5. What special sections are there in both daily and weekly papers?

o

What is important for newspaper advertising?

N

Newspaper advertising is a good way to reach a large number of people

8. If you find dailies to be too expensive, you can save money

9. Newspaper ads are sized according to a very set formula

10. Advertising on local stations and, especially, on cable television is rather affordable
11. It is important to educate yourself about the media

12. Rates vary widely depending on the size of the marke

13. TV stations charge you to produce your commercial, while radio stations will put
your ad together for free

14. The published rates offered by TV and radio stations are often negotiable.
15. Advertising on mobile phones is a tiny business.

16. Internet advertising is destined, some say, to supplant television, radio, print and
billboards, the traditional pillars of the business.



17. The mobile phones around the world can potentially reach a much bigger audience
than personal computers.

18. Advertisers believe that all traditional advertising reaches the right audience.
19. Most mobile advertising strategies now rely on text messages.

20. The number of computers in use is also growing much faster than the number of
mobile phones.

21. Consumers consider their mobiles a more personal device than radio or TV sets.

22. Most people think mobile screens are too small for watching TV programmes or
playing games.

Kputepumn orjeHnBaHus (OLeHOUHOE CPe/ICTBO - Jcce)

OueHka Kpurepuu oLieHUBaHUS

OLieHKM «3a4uTeHO» 3aC/Ty’>KUBAeT CTYZEeHT, 00Hapy KUBIIIMI BCECTOPOHHEe, CCTeMaTHuecKoe U
r1yboKoe 3HaHHMe Y4eOHOTO U HOPMAaTUBHOTO MaTepHaa, YMeIOIIHii CBOOOIHO BBITIO/HSTh
3aJjaHus, TIpeJyCMOTPeHHbIe TPOTPaMMOM, YCBOWBIIMN OCHOBHYIO M 3HAKOMBIH C IOTIOIHUTETbHOM
JIUTepaTypoi, peKoMeH/[0BaHHO! Kadepoil. Takke OLleHKa «3auTeHO» BLICTaBJIsSIeTCsl CTYJeHTaM,
0OHapy KMBIIIMM T10JTHOE 3HaHHe yueOHOTo MaTepHraa, YCIeIHO BBITTOTHSIOIIM
NIpe/lyCMOTpeHHbIe B IIporpaMMe 3a/jaHus], YCBOMBILMM OCHOBHYIO JIUTepaTypy, PeKOMeH/0BaHHY10
Kadeapol, 1eMOHCTPUPYIOIIE CUCTEMAaTHUECKUIA XapaKTep 3HaHWH TI0 TUCIUTIIUHE U CTIOCOOHBIe
3aUTeHO K MX CaMOCTOSTe/IbHOMY IOTIO/IHEHHIO ¥ 0OHOBJIEHHIO B X0/ie Ja/ibHelell yueOGHol paboTsl U
npodeccuoHanbHOM esTeTbHOCTU. OLeHKON «3aUTeHO» OIIEHUBAIOTCS OTBETHI CTY/IEHTOB,
TMOKa3aBILMX 3HaHKe OCHOBHOrO yueOHOro MaTepuasa B 00bemMe, HEOOXOMMOM [ijis1 Ja/TbHeHILe
yueObI U B Mpe/icTosIel paboTe 1Mo npodeccry, CTIPaB/ISTIOIIUXCS C BBITIOJTHEHHUEM 3alaHuH,
MpeAyCMOTPeHHBIX POrPaMMOM, HO AOMYCTUBLIMM TIOTPELIHOCTH B OTBETe Ha SK3aMeHe U IpU
BBIIOJIHEHWY KOHTPOJIbHBIX 33/laHuM, He HOCsIIYe IPUHLMIINAIBHOIO XapakTepa, Korja
YCTaHOBJIEHO, UTO CTYZAeHT 00/1a/jaeT He0OXOJMMBIMH 3HAHUSIMU 17T TIOC/IE[YIOIIET0 yCTPaHeH!s
yKa3aHHBIX MTOTPELIHOCTeH 10/ PyKOBO/CTBOM TIPeriofiaBaTelisi.

Or1leHKa «He3auTeHO» BBICTAB/ISETCA CTY/IeHTaM, 0OHAPY>KUBIIIMM MPOOesTbl B 3HAHUSAX OCHOBHOTO
yueOHOro MaTepuana, JOMyCKaroIUM TPUHLUITHATBHBIE OITMOKY B BHITIOTHEHUH
TpelyCMOTPeHHBIX MPOrpaMMOii 3a/iaHuii. Takol OIjeHKM 3aC/Ty’>KUBAIOT OTBEThI CTY/IeHTOB,

He o o v
HOCHIIMe HeCUCTeMaTHU31UPOBAHHBIW, OTPBIBOYHBIN, IIOBEPXHOCTHBIM XapaKTep, KOorja CTyJeHT He

3a4TeHO
MOHMMAEeT CyIeCTBa N3/lardéMbIX UM BOIIPOCOB, UTO CBUAETE/ILCTBYET O TOM, UTO CTYAEHT He

MOXKeT Jjasiblile TIPOZ0/DKaTh 00ydyeHre WM TIPUCTYTIATh K TPOdeCcCHOHaNBHOM AesTeTbHOCTH Oe3
JIOTIONTHUATE/TbHBIX 3aHATHM 110 COOTBETCTBYIOLLEHN AUCLIUTUIMHE

6. YueOHO-MeTOUUECKOEe H HH(OPMaLMOHHOE 00ecrieyeHHe JUCIUILTHHBI (MO/1y/151)

OcHoBHas uTeparypa:

1. Anrnuiicknii si3eIK Ay1si rymaduTtapues (B1-B2). English for Humanities : yue6Hoe moco6ue / O. H.
CroruueBa, A. B. bakynes, I'. A. I1aBnoBckas, E. M. MykoBHuKOBa. - Mockga : FOpaiir, 2023. - 178 c.
- (Beiciiee obpa3zoBanue). - ISBN 978-5-534-14982-1. - Tekcr : anektponHsbii // 3BC "HOpait".,



https://e-lib.unn.ru/MegaPro/UserEntry? Action=FindDocs&ids=846277&idb=0.

2. EBcrokoBa E. H. Anrnuiickuii si3bik. Reading and Discussion : yue6Hoe nocobue / E. H. EBctokoBa, T
JI. PytkoBckasi, O. V. TapaHeHKO. - 2-e U3/, ; UCTIp. U fo1. - Mocksa : FOpaiit, 2023. - 147 c. - (Bsiciuee
obpa3zopanue). - ISBN 978-5-534-07996-8. - Tekcr : anekrponHsiit // OBC "HOpaut"., https://e-
lib.unn.ru/MegaPro/UserEntry?Action=FindDocs&ids=842916&idb=0.

3. JIuruna FO. A. AHIIMICKUM SI3BIK 1e/I0BOTO U MpodeccroHanbHOro obireHus : yue6. mocobue /
JlurivHa FO. A.,T'ypesinoBa O. A. - Omck : OMI'TY, 2022. - 116 c. - Kuura u3 komiekupu OMI'TY -
fA3biko3HaHMWe U uTepaTypoBeenue. - ISBN 978-5-8149-3413-0.,
https://e-lib.unn.ru/MegaPro/UserEntry? Action=FindDocs&ids=867598&idb=0.

4. Ponbraiizep A. A. English: Practice of Business Communication = AHT/IMICKUI SI3bIK: TIPaKTUKA
nenoBoro obmienust / Poneraiizep A. A.,Kuponkuna O. B.,ITeBneBa U. B. - Kemeposo : KemI'Y, 2023. -
202 c. - Knawra u3 kostekumu KemI'Y - fI3eiko3HaHue u muteparyposezenue. - ISBN 978-5-8353-3037-
9., https://e-lib.unn.ru/MegaPro/UserEntry?Action=FindDocs&ids=865560&idb=0.

[oronHuTebHast UTeparypa:

1. iBanoBa O. ®. Aurnuiickuii s3bIK. [Tocobue i camocTosiTe/lbHOM paboTel ctyaeHToB (B1-C1) :
yuebHoe 11ocobue / O. @. ViBaHoBa, M. M. IlIunoBcKasi. - 2-e U3/, ; rep. U Aol - Mocksa : FOpaiir,
2023. - 357 c. - (Boiciiee obpa3oBanue). - ISBN 978-5-534-15771-0. - Tekcrt : 3nekTpoHHbIH // 3BC
"FOpaiit"., https://e-lib.unn.ru/MegaPro/UserEntry? Action=FindDocs&ids=847261&idb=0.

[TporpammHoe obecrieueHrie U VIHTepHET-peCcypChl (B COOTBETCTBUU C COJIePXKaHUEM IVCIUTUIMHBI):

http://www.pearsonlongman.com/newtotalenglish/resources/resources.html

- Total English

www . multitran . ru - 37IleKTPOHHbIE CJIOBapy

JIuiieH3MOHHOe TIporpaMMHOe obecrieueHue: OrnepaljoHHas cuctemMa Windows.
JInneH3noHHOe porpamMMHoe obecrieuenue: Microsoft Office.

7. MarTepHua/ibHO-TeXHHYeCKoe ofecreyeHUue JUCLUIIMHBI (MOY /1)

YueOHble ayUTOPUM [i/isI TIPOBeJIeHHsI yueOHBbIX 3aHSITHM, TpeJyCMOTPeHHBIX 00pa3oBaTe/bHOU
MIPOrpaMMOM, OCHAIeHbl MYJbTUMEAUMHBIM 000pyZoBaHUEM (ITPOEKTOP, 3KpaH), TeXHUUEeCKUMH
cpeAcTBaMU 00yYeHHs, KOMITbIOTEpaMH.

[TomerrieHusi 11 CAaMOCTOSITENTBHON pabOThl 00YYAKOLIUXCsl OCHAIleHbl KOMITbIOTEPHON TEeXHUKOH C

BO3MOJKHOCTBIO TMOAK/IIOUeHUss K ceth "VIHTepHeT" M obecrieueHbl [OCTYIIOM B 3/IEKTPOHHYIO
WHGOPMAaLIMOHHO-00pa30BaTeIbHYI0 Cpey.

[lporpamMa coctaBneHa B cooTBeTcTBHUM C TpeboBanussmMu OC HHIY 1o HarpaB/ieHHIO
noroToBKY/crierabHOCTH 42.03.01 - Peksiama u CBsI3U € 001[eCTBEHHOCTHIO.

Agstop(b1): Cebuna ExatepuHa BnagumupoBHa.

ITporpamma o/j06peHa Ha 3acelaHUM MEeTOJUUeCKOM Komuccuu ot 23.12.2023, ipoTokos Ne 17.



	Рабочая программа дисциплины
	1. Translate the following itinerary-advertisements into English.
	1. Agree or disagree:
	2. Can you answer the following questions?
	1. Translate the following into Russian:
	2. Translate the following into English:


