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Mporpammy aoncumnnnuHbl paspaboTan(a)(n) ooueHT, K.H. Mann I'.®. Kadenpa NMHOCTpaHHbIX S3bIKOB
NS coumanbHO-TYMaHUTApPHOro HanpasneHns otaeneHne Boicwas Wwkona MHOCTPaHHbIX A3bIKOB U
nepesopa , Gulnara.Gali@kpfu.ru ; ctapwwuit npenogasatens, 6/c Hypxamutos M.P. Kadgenpa
WHOCTPAaHHbIX S13bIKOB A1 CounanbHO-TyMaHUTApHOro HanpaeneHns otaeneHne Boicwas wkona
NHOCTPaHHbIX A3bIKoB 1 nepesona , MRNurhamitov@kpfu.ru

1. LLlenu ocBoeHUs AMCLUUMIUHDI

OCHOBHOI LIeNblo Kypca SIBNSIeTCS NOBbIWEHWE YPOBHS BNaAeHUSI MHOCTPAHHbBIM SI3bIKOM 1
oBnageHne bakanaspamu HEO6X0AMMbIM YPOBHEM KOMMYHUKATVBHOM KOMNETEHLNN ONS PELEHUS
coumanbHO-KOMMYHUKATUBHBIX 3a4a4 B pasfiyHblx 06nacTsax NpoddeccroHanbHOM 1 Hay4HO
LesITeNbHOCTN NpKU 06WeHNn ¢ 3apybexXHbIMU NapTHepPaMu, a Takxe Ons fanbHenlwero
camoobpa3zoBaHusl.

Hapsioy ¢ npakTnyeckoi Lenbto AaHHbIn Kype cTaBut obpasoBaTesibHble U BOCMMTATENbHbIE LENN:
NOBbIWEHWE YPOBHS 00Lei KynbTypbl 1 06pa3oBaHMs CTYAEHTOB, Ky/bTypPbl MbIWAEHWS, OOLWEHUS 1
peun.

3agavyamm KypcCa ABNnATCA noarotoeka CTy,D,eHTOB-6aKaJ'IaBpOB K MICNONb30BAHMIO aHTTTIMINCKOrO
A3blKa Kak cpenctea Me>K|<yanypH0|7| KOMMYHUKaunn n cpencrtea HpOdDGCCVIOHaﬂbHOVI
OeATeNnbHOCTW.

B 3amavy npakTtn4eckoro oBnafeHus a3blKkOM BXOOUT (DOPMUPOBAHME HABbIKOB Y YMEHWI
CaMoCTOATENbHO paboTaTth C JOKYMEHTaMM U CrieunanbHON NMTepaTypoiil Ha aHrIMIACKOM S3bIKe C
Lenblo nonyyeHnsa npogpeccmoHanbHoOn nHpopmaumm, nogaepxaHusa NpogpeccnoHanbHbIX KOHTAKTOB
1 BeOEHNS NCccnenoBartenbckon paboTbi.

2. MecTO OMCUMNUHBI B CTPYKType OCHOBHOM 06pa3oBaTtefibHOM NPOrpamMmmbl BbICLLETO
npocpeccuoHanbHoro o6pasosaHus

LaHHas yyebHas oucumnnnHa BkodeHa B pasgen "b1.6.20 OucumnnnHbl (Moaynm)" OCHOBHOM
obpasoBaTtenbHol nporpammbl 42.03.01 Peknama n cBs3un ¢ 06LWeCTBEHHOCTbIO N OTHOCUTCS K
6asoBoii (obwenpodeccunoHanbHom) yactn. OcsamBaetcs Ha 3, 4 kypcax, 5, 6, 7, 8 cemecTpbl.

Hactoswas nporpamMmma HOCUT VIHTeraTVIBHbIVI XapakTtep 1 npenoHa3Ha4yeHa onis CtyoeHToB
HEeA3blKOBbIX CreunanbHOCTEN YHUBEpCUTEeTa, NpoaoixXarlmnx n3yvyatb VIHOCTpaHHbIVI A3blK B BY3€.

3. KomneteHuuu obyuatroLierocs, hopMmpyemble B pe3ynbTate 0CBOEHUS OUCLUMIUHDI
/mopynsi

B pes3ynbTarte 0CBOEHUSA OUCLUMINHBI POPMUPYIOTCS Ccneayowme KOMNeTeHLUNN:

PacwmdpoBka
LLincpp komnereHumu npunobpeTaeMon KOMNeTEHLUN
OK-5 CMOCOBHOCTBIO K KOMMYHMKALMW B YCTHOW M MACbMEHHOW
(0bLwekynbTypHbIE doopMax Ha pyCCKOM U UHOCTPAHHOM S3blKax ANs peweHns
KOMNeTeHLmm) 3a[ay4 MEX/TMYHOCTHOMO N MEXKYNbTYPHOrO B3aMO4ENCTBMSA

B pesynbtate 0CBOEHUS ONCUMMAUHBI CTYAEHT:

1. OONXEH 3HATb:

- Npasuna nepesoaa rpaMMaTUYeckmnx KOHCTPYKLNUIA MNP YTEHUM OEN0BOM N HAy4YHOW nUTepatypsbl;
- 0ENOBYIO N HAy4YHYIO TEPMUHONOTMIO.

2. DONIXEH yMeTb:

- NepeBoanTb, pedhepmpoBaTtb 1 aHHOTUPOBATL AENOBYIO U HAyYHYO NUTEepaTtypy;
- becenoBatb Ha aHIMNIACKOM SA3bIKe MO TeMe U3y4aeMolr OUCLMMIVHDI.
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3. [ONXeH BnaneTb:
- MNCbMEHHOM 1 YCTHOW PeYbio NMpu YTEHUW OeN0BOM N HAay4YHOW nuTepartypsbl;
- HaBblkaMWN NMOHMMAaHWSA 0ENOoBOW U HAYy4YHOW peyn Ha aHrMNCKON SA3biKe.

4. nONXeH OEeMOHCTPMPOBaTb CMNOCOOHOCTb M FTOTOBHOCTb:

- BNaAeHns OHMM U3 MHOCTPaHHbIX S3bIKOB HA YPOBHE HE HUXE Pa3roBOPHOrO;
- BnageHns 6a30BbiMM HaBblKaMu OOLEHNS,

- YMEHUS yCTaHaBNMBaTb, MOALEPXMNBATb M Pa3BMBaTb MEX/IMYHOCTHbIE OTHOLWEHWS, AENOBbIE
OTHOLWEHNS C NPEOCTAaBUTENAMUN PA3NNYHbIX FOCYAAPCTBEHHbIX, PUHAHCOBbIX, 0OLWECTBEHHbIX
CTPYKTYpP, NONNTMYECKMX opraHmnsaumnin, CMU, nHpopMaLUMOHHbIMK, peKnaMHbIMK, KOHCANTUHIOBbIMU
areHTCcTBaMm

4. CTpyKkTypa 1 cogepxaHvue AUCLUNMUHBI MOAyns

Obwas TpyaoeMKOCTb aucumnInHbl coctaenseT 11 3adeTHbix(ble) eanHnu(bl) 396 yaca(os).

dopma NPOMEXYTOYHOro KOHTPONS AUCLUMMNINHDI: 3a4eT B 5 ceMecTpe; 3a4eT B 6 CeMecTpe; 3a4eT B
7 CEMEeCTpe; 3K3aMeH B 8 cemecTpe.

CyMMapHo no aMcumnanHe MoxHo nony4ntb 100 6anno., U3 HMX Tekylwas paboTta oueHmBaeTcs B 50
6anno., nTorosas popma KoHTpons - B 50 6annos. MnHMManbHoe KONMYeCcTBO Asl AOMNycKa K 3a4eTy
28 6annos.

86 6annos n bonee - "oTANYHO" (OTN.);

71-85 6annos - "xopowo" (xop.);

55-70 6annos - "ynoBneTBOpUTENBHO" (YAO0B.);

54 6anna n MeHee - "HeyOBNETBOPUTENBHO" (Heyn.).

4.1 CTpyKTypa 1 comepXxaHue ayauTopHon paboTbl N0 AUCLMNNINHE/ MOAYIO
TemaTnyeckum nnaH gUCUUNANHbI/MOAYNA

Buabl u yacbl
ay,aMTOpHOM paboThbl,
Pa3p‘en UX TPYO0EMKOCTb
N OucumnnuHbl/ CemecTp cl:-:!;':'g?:au (B yacax) TeK‘:('#:%g‘;'pr'
Monyns MNpaktu-|Na6opa-
Nexuum| yeckue | TOpHbIe
3aHATUA pa60Tb|
Tema 1. History of the Media.
1. PasButne nekcnyeckmnx HaBbIKOB. 5 1-18 0 6 0
Tema 2. The Press in the Roman
Empire and in medieval Europe.
2. PasBunTtme rpaMmaTnyeckmx HaBbiKOB. 5 1-18 0 6 0
Tema 3. Books. Passutne HaBbikoB
3. ayVPOBaHIS 5 1-18 0 6 0
Tema 4. Magazines. Passutue
4. liasbikos rOBOPEHMSI. 5 1-18 0 6 0
Tema 5. Media and communication
PasButne HaBbikoB
5 KOMMYHUKaTUBHOIO YTEHNS TEKCTOB 5 1-18 0 6 0
no cneumanbHOCTU
6. [Tema 6. Informal letter. MNMucbmo. 5 1-17 0 4 0
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Paspen
ducumnnuHbl/
Monayns

CemecTp

Henens

Buabl n yachbl
ay,aMTOpHOM paboThbl,
MX TPYAOEMKOCTb
(B yacax)

Tekywiune coopmbl

cemecTpal

MNpaktu-|Na6opa-
Nekuum| yeckune | TOpHbIE
3aHATUS | paboThbl

KOHTpONsA

Tema 7. Tomorrow's journalism: new
technology, new ethics Pazsutue
HaBblKOB SKCTEHCUBHOMO YTEHWS MO
crneumanbHOCTH

1-17

Tema 8. Don't blame TV. Nepeson
Hay4YHO-UCCnenoBaTenbCkMxX TEKCTOB
Mo cneunanbHOCTU C aHIIMNCKOro
A3blka Ha PyCCKUNA.

1-17

Tema 9. Introduction into PR.
Pa3BuTre HaBbIKOB ayanpoBaHns no
cneunanbHOCTH

1-17

10.

Tema 10. What is Public Relations?
PasButne HaBbikoB
KOMMYHWKaTUBHOIO YTEHNS TEKCTOB
no cneumanbHOCTU

1-17

11.

Tema 11. What do PR professionals
do? Nepeson
Hay4HO-UCCnenoBaTebCKUX TEKCTOB
NO crneumnanbHOCTW C aHINMACKOro
A3blka Ha PYCCKUMN.

1-18

12

.|Tema 12. Formal letter. Nncbmo.

118

13.

Tema 13. handling PR crises.
3akpenneHne nekcn4eckmnx
HaBblkoB. [1peanocbinku
BO3HMKHOBeHNs PR OcHoBHble Buabl
PR Metonbl PR-peatenbHOCTW.

1-18

NMucbMeHHoe
noomallHee
3apaHue

14.

Tema 14. Public Relations and the
Press. 3akpenneHue
rpamMMaTNyYeCKnx HaBbIKOB.
OcCHOBHbIE 3Tanbl NNaHNPOBAHUS
PR-kamnaHun. OcobeHHOCTH
aHanuTnyeckoro obecneyeHus
PRBuabl pabounx
[MP-nokymeHTOB.ESssay. [ucbMo.
OueHka atppekTMBHOCTH
PR-kaMnaHuu

1-18

NMucbMeHHas
paboTa

15.

Tema 15. TV and Radio.
3akpenneHne HaBblKOB
ayavposaHus. Mecto u ponb
PR-cneunanucta B cTpykType
opraHuzdauuu enernposaHve
MNONHOMOYUIA B OpraHn3auunm

1-18

NMucbMeHHoe
ngomallHee
3ajaHuve

16.

Tema 16. Outdoor advertising.
3akpenneHne HaBblkOB FOBOPEHMS.
[MpodhbeccmnoHanbHas aTnka
PR-cneuwanuncta
MpodheccunoHanbHble U MINYHOCTHbIE
kayectea PR-cneunanncra

1-17

YCTHbI onpoc
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Buabl un yachol
ay,aMTOpHOM paboThbl,

Paspen X TPYA0EeMKOCTb
N OucumnnuHbl/ CemecTp c':;':ﬁ?:al (B wacax) TeK\:("c',"':Tigszb'
Monyns MNpaktu-|Na6opa-

Nexuum| yeckune TOPHbIe
3aHATUA paﬁoru

Tema 17. The Press. 3akpenneHune
HaBblKOB KOMMYHMKATMBHOIO YTEHUS
17.|tTekcToB no cneuymanbHocTn MNoHaTne 6 1-17 0 8 0
006LEeCTBEHHOrO MHEHUS U €ro POsb
B PR-peatenbHoCTM

Tema 18. Printed documents.
3akpenneHne HaBblKOB
ayaompoBaHUs Mo cneumanbHOCTH.
OcHoBHble mogenu Ceasen ¢ lMnucbMeHHas
18.|06WwecTBEHHOCTbLIO. Buabl 1 chopMbl 6 1-17 0 6 0 |paboTa
KOMMyHVKaumm KoMMyH/KaTMBHbIE
KaHanbl U NX pa3HOBUOHOCTH
KOMMyHMKaTMBHBIN NpoLLEeCcC 1 ero
OCHOBHbIE 3Tanbl

Tema 19. Branded content. [NepeBog
Hay4YHO-MccnenoBaTeNbCKMUX TEKCTOB
NO crneumnanbHOCTW C aHrNMACKOro
A3blka Ha pycckuin. Maccosas 6 117 0 8 0 YCTHbIN onpoc
KOMMYHMKaLMS: CyWHOCTb U

npuaHakm MoHsaTe n cnocobbl
NONUTUYECKOWN KOMMYHMKaLLMK
MaHunynsaumsa B KOMMyHUKaLMM

Tema 20. The Internet. 3akpenneHue
HaBblKkOB KOMMYHUKATUBHOIO YTEHUS
TEKCTOB MO CNeunanbHOCTU.
MapkeTnHr MapkeTuHrosas
20.|nHopMauns: NOHATME W BUAbI 6 1-17 0 8 0
OcHoOBHbIe Kateropuv MapkeTuHra
Tunonorus rpynn o6wecTBEHHOCTN.
CermeHTaums pbiHKa ? NOHATME Y
NPVHUMNbI

Tema 21. Buzz marketing.lNepeson
Hay4YHO-MccnenoBaTeNbCKMX TEKCTOB
MO cneumanbHOCTU C aHrNACKOro
A3blKa Ha PyCCKUI. BpeHauHr
MoHATME 1 oyHKLUMN BpeHamnHra
21.|KoHuenumns bpeHa-nuaepctea 6 1-18 0 8 0
[MoHATMe doupMeHHoro ctung Ponb
bpeHaa B 0esATeNlbHOCTU
opraHuzauuu (B naHHoM cnyyae
NOHSATWS BpeHn 1 ToproBas Mapka
ynoTpebnsaTca kak CUHOHWMBI)

YCTHbIN onpoc

19.

YCTHbI onpoc

YCTHbIN onpoc

[MncbmeHHas
22.[Tema 22. Opinion essay. Nucbmo. 6 1-18 0 6 0 |paboTa

Tema 23. Sales promotions and
23.|displays.ABTOMaTn3aLms HaBblKOB 7 1-18 0 6 0
roBOpeHUs

YCTHbIA onpoc
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Paspen
ducumnnuHbl/
Monayns

CemecTp

Henens

Buabl n yachbl
ay,aMTOpHOM paboThbl,
MX TPYAOEMKOCTb
(B yacax)

Tekywiune coopmbl

cemecTpal

MNpaktu-|Na6opa-
Nekuum| yeckune | TOpHbIE
3aHATUS | paboThbl

KOHTpONsA

24.

Tema 24. Direct mail and e-mail.
ABTOMaTM3aLMNA HABbIKOB
KOMMYHUKATUBHOIO YTEHNS TEKCTOB
no cneunanbHoctn. MeouinHoe none
OcCHOBHbIE pecypcbl MeaUAHOro
nonsa Lenwn n 3apayn
MeguanccnenosaHuin

1-18

YCTHbIN onpoc

25.

Tema 25. Logos. ABToMaTtmsauus
HaBblKOB ayaMpPOBaHUS MO
cneumanbHoOCTN Bugpl peknamsl
OcHoBHble aTanbl pa3paboTku
NOINTUYECKOM
pEeKNamMHO-arnTaLMoHHOM KaMnaHuu.
CooTHoweHne PR peknambl 1
nponaraHabl

1-18

YCTHbI onpoc

26.

Tema 26. Public Relations and
lobbying.FABTOMaTM3aumnsa HaBbIKOB
9KCTEHCMBHOMO YTEHWNS NO
cneunanbHocTu. Peknama:
knaccudpukaums Peknama Ha TB:
CYWHOCTb 1 ocobeHHocTM Peknama B
ne4yatHbix CMW: cywHoCcTb 1
ocobeHHoCTM Peknama Ha paawmo:
CYLHOCTb M 0COBEHHOCTM
OcobeHHOCTU peknamMbl Ha paano

1-17

YCTHbIN onpoc

27.

Tema 27. Event and sports
sponsorship. lNepesog
Hay4YHO-UCCnenoBaTenbCkMx TEKCTOB
Nno crneumanbHOCTU C aHIMUNCKOro
Aa3blka Ha pycckuin. Pexwunccypa
peknambl. OCHOBHbIE TEXHOTOTNI

1-17

YCTHbI onpoc

28.

Tema 28. Article. Nucbmo.

1-17

NucbMeHHas
paboTta

29.

Tema 29. Event and sports
sponsorship. CoBeplieHCcTBOBaHME
HaBbIKOB rOBOPEeHUs. IHTepHET Kak
KaHan OOCTaBKWM KOHTEHTAa.:
BO3MOXHOCTUN 1 0COBEHHOCTH

1-17

YCTHbI onpoc

30.

Tema 30. Public and Corporate
advertising. CoBepleHcTBOBaHME
HaBbIKOB KOMMYHVKATUBHOIO YTEHUS
TEKCTOB MO CNeLManbHOCTU.
Maccosas uHgopmaums. MNoHATme 1
CYWHOCTb. [oHATME 1 hyHKLIMK
CMU

1-17

YCTHbIA onpoc

PernctpaumoHHbIn Homep
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Buabl n yachbl
ay,aMTOpHOM paboThbl,
Pasgen MX TPYA,0EeMKOCTb
N OucumnnuHbl/ CemecTp c':;':ﬁ?:al (B yacax) TeK‘:('#:%ﬁ‘;'pr'
Monyns MNpaktu-|Na6opa-
Nexuuu| yeckue | TOpHbIe
3aHATUA pa60Tb|
Tema 31. OpraHusaums n
npoBefeHne nNpeseHTaLmn. i YCTHbIN onpoc
31. CoBepLleHCTBOBaHME HABbLIKOB 8 1-18 0 6 0
ayanpoBaHus no crneumanbHOCTH.
Tema 32. CMU kak MHCTPYMEHT
KamMnaHum no cBsA3sM C
obLwecTBeHHOCTbIO MNpecc-penns n o
32.|ero ocHOBHbIE BUAbI. 8 1-18 0 6 0 YCTHIA onpoc
CoBepLeHCTBOBaHNE HABbLIKOB
SKCTEHCMBHOIO YTEHUS MO
cneumanbHOCTH.
Tema 33. Ceobogaa u
otBetcTBEHHOCTH CMU B
Pd.MNepes Y
33 epeson 8 1-18 0 6 0 YCTHbIN onpoc
Hay4YHO-UCCcnenoBaTenbCkmMxX TEKCTOB
Mo cneunanbHOCTU C aHIMIACKOro
S3blka Ha PYCCKUMN.
[MncbMeHHas
34.[Tema 34. Report. NMnucbmo 8 1-18 0 4 0 [paboTa
Tema . IToroBas goopma KOHTpOnNS 5 0 0 0 Sauer
Tema . Itoroeast popma KOHTPOnS 6 0 0 0 Saqet
Tema . IToroBas goopma KOHTpOns 7 0 0 0 Sauer
K
Tema . ItoroBas popma KOHTPONS 8 0 0 0 OK3aMeH
NTtoro 0 210 0

4.2 CopepxaHvue oUCLUMNUHDI
Tema 1. History of the Media. PazButne nekcu4yeckmx HaBbIKOB.
npakTudeckoe 3aHsitne (6 yaca(os)):

PacwmpeHune cnoBapHoro 3anaca 3a c4eT akTMBHOMO MCMNONb30BaHUS! CTyAeHTaMu
cnoBoobpa3zoBaTefibHbIX CPEACTB MHOCTPAHHOMO s3blka (CNOBOCNOXEHNS, agodhukcaumu,
KOHBEpPCUW), a TakKXe HEONTOrM3MOB 1 3aMCTBOBaHUIA B Liensix 1) 03HaKOMNEHUsI CTYAEHTOB C
PYHKLIMOHANbHBIMK CTUNSIMK s13blKa (Mpecca, HayyYHast Npo3a, nyénuuncTika v T.4.) U pa3nnyHbIMy
chepamm obleHns (pernctpamm); 2) oby4eHust MCNoNb30BaHMIO afeKBaTHbIX CPEACTB BO3AENCTBMS
Ha cobecenHuka (ybexaeHue, arutaums v 1.4.); 3) DanbHenwero pasBuTns TOYHOCTU
Bblcka3ablBaHMsl. OCHOBHbIE TEPMMWHbI WPOKON CNeUManbHOCTY.

Tema 2. The Press in the Roman Empire and in medieval Europe. PasButne rpammarnyeckmx
HaBbIKOB.

npakTnyeckoe 3aHsitne (6 4yaca(os)):

PernctpaumoHHbIn Homep
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Pas3BuTne rpammartnyeckmx HaBbIkoB [ pammatmnyeckune TpyaHOCTU , CBOMCTBEHHbIE MMCbMEHHOM
Hay4HoW peyu: [laccuBHbIn 3anor. VIHrosble qoopMmbl (CPaBHUTENbHbIA aHann3) U CNoXHble
KOHCTPYKLMWN HA X OCHOBE. NHPMHUTMB, hopMbI, CDYHKLIUK 1 CNOXHBbIE 0060POThI. PasnuyHbie
3Ha4yeHus rnaronos should n would. YcnosHble npeanoxeHus. dmatmyeckne n anamntTmyeckmne
KOHCTPYKLIN.

Tema 3. Books. Pa3BuTme HaBbIKOB ayaupOBaHUsA

npakTundeckoe 3aHsitne (6 yaca(os)):

doHonornyeckoe, nekcm4eckoe, rpammaTyeckoe ayanposaHne. KoMMyHukaTBHoe ayanposaHmne
matepwanos CPEJHEN CTEMNEHW CITOXHOCTW B 3aBUCMOCTM OT YPOBHS BNaAeHUS A3bIKOM:
-NOHMMaHKe obLWero coaep>XxaHns NPOCNyLWaHHOW MHpopMauun -aeTanbHoe NOHNMaHne
NPOCNYLWaHHOrO0, -BOCCTAHOBMIEHNE MOMIHOrO TeKCTa B MMCbMEHHOM BMAE MPU MHOrOKPaTHOM
NPOCNYLWNBAHUN -Bbl4IEHEHWE U NOHUMaHWE onpeaeneHHon nHopMaunm, orpaHUYeHHoM
KOMMYHVKaTUBHbIM 3a4aHNEM

Tema 4. Magazines. Pa3suTye HaBbIKOB rOBOpeHUsI.
npakTudeckoe 3aHsitne (6 yaca(os)):

CDYHKLI,I/IOHaﬂbHO-pe‘-IeBOVI 9TUKET -POpPMYIbl Pe4eBOro aTukKeTa: NnpusBeTCcTBne, NpolaHme,
N3BUHEHNE, 6naronapHocm, noXenaHus, BeX1nBbIn nepecnpoc. -CtaHoapTbl pe4eBoro rnoseneHun
B CUTyauusix 3HaKOMCTBa, NpeacTaBneHuns, -BCTpedun, BU3NTbI, Jorosopa, TenepoHHOro pasrosopa.

Tema 5. Media and communication PasaButue HaBbiIkOB KOMMYHUKaTUBHOIO YTeHUs1 TEKCTOB MO
crneuuvanbHOCTU
npaktnyeckoe 3aHsitne (6 4yaca(os)):

CnocobHOCTb MOHUMATb 1 U3BNEKaTb NHAOPMALIMIO N3 TEKCTOB: N3y4arolee, 03HaKOMUTENbHOE,
NPOCMOTPOBOE, aHanMTN4Yeckoe YTeHne Tekctos CPEJHEN CTEMEHW CITOXHOCTU B
3aBUCUMOCTM OT YPOBHS BNaAEHNS S3bIKOM M3 06WECTBEHHO-MONMMTUYECKON, COLManbHO-KYNbTYPHOM
1 y4ebHO-NpodoeccnoHanbHom cagpep Tunbl TEKCTa: MUKPOTEKCT, MaKPOTEKCT,
Aanorn4eckoe/MOHONOrM4YecKoe eAMHCTBO, MMCbMEHHbIA/YCTHbIM TeKCT. CTPyKTypHas, CMbICNIOBas
N KOMMYHVKaTUBHAS LLeNOCTHOCTb TekcTa. OpraHn3aumns Tekcta B COOTBETCTBMM C
KOMMYHVKaTUBHOWN LeNbio BbiCKa3biBaHMs. COOTHOWEHME NPOCTLIX U CIOXHbIX MPEeANOXEeHUN B
TEeKCTe, onpenenseMoe ero KOMMyHUKaTUBHOMN yHKLUMEN.

Tema 6. Informal letter. NMucbmo.
npaktudeckoe 3aHsitne (4 yaca(os)):
Ctparerust nopoXxaeHnst MMCbMEHHbIX COODLWEHWIA: - MNAHNUPOBAHUE - KOMMEHCALMS - MOHUTOPWUHT

Tema 7. Tomorrow's journalism: new technology, new ethics PazaButue HaBbIKOB
3KCTEHCUBHOrO YTEeHUS Nno cneuuanbHOCTU

npaktnyeckoe 3aHsitne (6 4yaca(os)):

PacwwnpeHne cnosapHOro 3anaca 3a c4eT OCBOEHMS U UCMNOMb30BaHWUS Hay4YHOW TEPMUHONIOTNN MO
crneunanbHOCTU B COOTBETCTBYIOLWEM KOHTEKCTe. [1pOCMOTPOBOE 1 MONCKOBOE YTEHWE TEKCTOB
NMOBbIWEHHOr0 YPOBHS CIOXHOCTU MO CheumanbHOCTU CNOXHOCTW C NOCNeaylWwmM 3aiaHneM Ha
roBOpeHue, a UIMeHHo, Npe3eHTaumnen matepuana no 3afaHHoOW Teme, rPaMOTHbIM COCTaBIEHNEM
aHHoTauun, pesoMe nnn pedoepara no Tekcry.

Tema 8. Don't blame TV. lNepeBon Hay4yHO-UCCNeQoOBaTe/IbCKUX TEKCTOB NO CNeLunanbHOCTU C
aHrMMUCKOro si3blka Ha pyCcCKuw.

npaktnyeckoe 3aHsitne (6 4aca(os)):

['pammatumyeckmne TpyaHOCTW, CBONCTBEHHbIE MUCbMEHHOM Hay4HOW peyn: [lacCcmuBHbIN 3anor.
NHroeble chopMbl (CpaBHUTENbBHDBIV aHaNM3) U CNOXHbIE KOHCTPYKLMM Ha Ux ocHoBe. Cnocobbl nx
nepesoa.

Tema 9. Introduction into PR. Pa3suTne HaBblIKOB ayaupoBaHus No cnewuanbHOCTU
npakTtnyeckoe 3aHsitne (6 4aca(os)):
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doHonornyeckoe, nekCM4eckoe, rpammaTyeckoe ayanposaHune . KOMMyHv/KaTMBHoe ayavpoBaHue
matepmanos MOBbILEHHOW CTEMEHW CITOXHOCTW B 3aBMCMMOCT OT ypOBHS BNaAeHUS
A3bIKOM: -MOHMMaHVEe 00LWero coaepXxaHns NPoCcnylWaHHOW MHAopMaLUK -AeTanbHOe NOHUMaHNe
NPOCNYLWAaHHOr0, -BOCCTAHOB/IEHNE MOMIHOrO TEKCTa B MMCbMEHHOM BMAE MNPV MHOrOKPaTHOM
npocnywmnBaHnn

Tema 10. What is Public Relations? PasButue HaBbiIkOB KOMMYHUKaTUBHOIO YTEHNUA TEKCTOB
no cneunanbHOCTH

npaxkTudeckoe 3aHsitne (8 yaca(os)):

CnocobHOCTb MOHUMATb 1 U3BNEKaTb NHAOPMALIMIO N3 TEKCTOB: N3y4atolee, 03HaKOMUTENbHOE,
NPOCMOTPOBOE, aHanUTN4Yeckoe 4teHne Tekctos NMOBBIWEHHOW CTEMEHW CNOXHOCTU B
3aBUCUMOCTM OT YPOBHS BNaAEHNS S3bIKOM M3 0OWECTBEHHO-NONMNTUYECKON, COLNANbHO-KYNbTYPHOM
1 yuebHo-npocheccuoHanbHol cgoep Tunbl TEKCTa: MUKPOTEKCT, MAKPOTEKCT,
AManorn4eckoe/MOHONOrM4eckoe eAMHCTBO, MMCbMEHHbIA/YCTHbIN TekCT. CTPyKTypHas, CMbICNIOBas
N KOMMYHVKaTUBHAS LLeNOCTHOCTb TekcTa. OpraHn3aumns Tekcta B COOTBETCTBMM C
KOMMYHWKaTUBHOWN LeNbio BbiCKa3biBaHMs. COOTHOWEHME NPOCTLIX U CIIOXHbIX MPeanoXeHUN B
TeKkCcTe, onpenenseMoe ero KOMMyHUKaTUBHOM yHKUMEN.

Tema 11. What do PR professionals do? lNepeBon Hay4yHO-uccneposarefibCKUX TEKCTOB MO
cneumanbHOCTU C aHIMUMACKOro AA3blka Ha pyCCKUWN.

npakTudeckoe 3aHsitne (8 yaca(os)):

Tunbl TekcTa: MUKPOTEKCT, MakpOTEKCT, AManorniyeckoe/MoHONorn4eckoe eanHCTBO,
MUCbMEHHbIA/YCTHBIN TEKCT.

Tema 12. Formal letter. NMucbmMo.
npakTnyeckoe 3aHsitne (4 4aca(os)):

dopMbl NTMCbMEHHOIO CO0BLWEHMS: odhmumanbHoe 1 HeodpuumanbHoe nnucemo, CV, nnaH, KOHCMEKT,
pe3toMe TEKCTa, N3NOXEHME ero CoAePXaHUsi ¢ KPUTUYECKOW OLIEHKOM, pedoeprpoBaHme 1
aHHOTMPOBAHMUE.

Tema 13. handling PR crises. 3akpenneHue nekcuyeckux HaBbIKOB. [peanocbinku
Bo3HMKHoBeHUs PR OcHoBHble Buabl PR Metonbl PR-pesitenbHOCTW.

npaktudeckoe 3aHsitne (6 yaca(os)):

3HaKOMCTBO C TEPMUHONOMMYECKMI CNOBAPSMU 1 cripaBoYHuKamm, Monvcemusi. CUHOHUMUS.
AHTOHUMUKS. CnoBo 1 cnoBocoyveTaHne. CBoboAHbIE N YCTOMYMBBIE CIOBOCOYETaHMS, CPELCTBA
a[eKBaTHOCTM M MAMOMATUYHOCTU YCTHOM M MMCbMEHHOW peyn CnoBoobpasoBaHve. Hanbonee
ynoTpebutenbHble CydpdUKChl 1 NPUCTaBKK, NOXHbIE CNoBa. 3akpenneHne Hanbonee
ynoTpebuTenbHoM NeKCKKK, pacluMpeHne CNoBapHOro 3anaca 3a c4eT HapacTaHust UAMOMATUYHOCTM
BblCKa3blBaHWn. 3HAKOMCTBO C 0bLeHay4HON NEKCUKOM. YCTONYMBbLIE CIOBOCOYETAHUS,
CBOWCTBEHHbIE HAay4HOMY CTU/IIO 0BLLEHNS

Tema 14. Public Relations and the Press. 3akpenneHue rpammaTuyeckux HaBblkoB. OCHOBHbIE
aTanbl nnaHnpoBaHusa PR-kamnaHun. Ocob6eHHoCTM aHanuTuyeckoro obecneyeHns PRBuabi
paboumx MP-pokymeHTOB.Essay. NMucbmo. OueHka adppekTuBHocTn PR-kamnaHum

npaktnyeckoe 3aHsitne (6 4aca(os)):

Tunbl TekcTa: MUKPOTEKCT, MakpOTEKCT, AManorniyeckoe/MoHONorn4eckoe eanHCTBO,
MUCbMEHHBIA/YCTHbIN TekCT. CTPyKTypHas, CMbICNOBas U KOMMYHUKATUBHAS LIeTIOCTHOCTb TEKCTa.
OpraHu3saumns TekcTa B COOTBETCTBUN C KOMMYHUKATUBHOM LIeNbio BbiCKadbiBaHUs. COOTHOWEHME
NPOCTbIX U CNOXHbIX NPEANIOXEHNA B TEKCTE, OnpenensiemMoe ero KOMMyHUKaTuBHOW CPyHKLINER.

Tema 15. TV and Radio. 3akpenneHne HaBbikoB ayauposaHus. Mecto n ponb PR-cneuunanucra
B CTPYKType opraHusauum [lenernposaHuve nosHOMOYM B opraHn3aumm

npaktnyeckoe 3aHsitne (6 4aca(os)):

doHonorn4yeckoe, nekcm4eckoe, rpammaTyeckoe ayanposaHune . KOMMyH1KaTMBHoe ayavpoBaHuie
maTtepuanos BbICOKOW CTEMEHW CNTOXHOCTU B 3aBMCMMOCTY OT yPOBHS BAAEHNSA S3bIKOM:
-NOHMMaHVe obWero coaep>XXaHns NPOCNyLWaHHOW MHpopMauny -aeTanbHOe NOHUMaHne
NPOCNYLWaHHOr0, -BOCCTAHOB/IEHNE MOMIHOrO TeKCTa B MMCbMEHHOM BMAE MPU MHOrOKPaTHOM
NPOCNYWNBAHNN -Bbl4IEHEHWE U NOHUMaHWe onpeaeneHHon nHopMaunm, orpaHUYeHHoM
KOMMYHVKaTUBHbIM 3aaHNEM
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Tema 16. Outdoor advertising. 3akpenneHue HaBbiKOB roBopeHus. lNpodeccnoHanbHas 3aTuka
PR-cneuunanucrta NpodpeccuoHanbHble N MIMYHOCTHbIE KadyecTBa PR-cneuunanucra

npaktnyeckoe 3aHsitne (6 4aca(os)):

CDyHKLI,I/IOHaJ'IbHO-pe‘-IeBOVI 3TUKET -OOopPMY/ibl PEYEBOro 3TUKETa: -CpeacTBa yCTaHOBNEHUS,
nononep>XaHus, npepbiBaHnA, npekpaweHns ped4eBoro KOHTakTa, -BblpaXXeHne OCHOBHbIX pe4eBbIX
peaKLwn7| cornacus /Hecornacus, pa,D,OCTVI/OFOp‘-IeHI/IFI, yanBneHms, COMHEHUA, on06peH|/|9|,
pacTepsAHHOCTU, 3aNHTEPECOBAHHOCTH, NONOXNTENBHOW /OTpI/ILl,aTeﬂbHOVI/ OuUeHKWn, yBepeHHOCTH.

Tema 17. The Press. 3a|(penne|-w|e HaBblKOB KOMMYHUKaTUBHOIo YtTeHns1 TeKCTOoB Nno
cneumnanbHocTu NMoHATUE 06LLECTBEHHOrO MHEHUS U ero poJsib B PR-pesitTenbHOCTU

npakTnyeckoe 3aHsitne (8 yaca(os)):

CMOCOBHOCTb NOHMMATb 1 M3BNEeKaTb MHPOPMALIMIO N3 TEKCTOB: N3yHatoliee, 03HaKOMUTENbHOE,
nNpocMoTpoBoe, aHanmtuyeckoe YteHne tekctos BbICOKOW CTEMNEHW CITOXHOCTN 8
3aBUCUMOCTM OT YPOBHS BNaAEHNS S3bIKOM M3 0OWECTBEHHO-NONMMTUYECKON, COLNANbHO-KYNbTYPHOM
N y4ebHO-NpodoeccrnoHanbHom cagpep Tunbl TEKCTa: MUKPOTEKCT, MaKPOTEKCT,
AManorn4eckoe/MOHONOrM4YecKoe eAMHCTBO, MUCbMEHHbIA/YCTHbIM TekCT. CTPyKTypHas, CMbICNIOBas
N KOMMYHVKaTUBHAS LEeNOCTHOCTb TekcTa. OpraHn3aumns Tekcta B COOTBETCTBMM C
KOMMYHWKaTUBHOWN LeNbio BbiCKa3biBaHMs. COOTHOWEHME NPOCTLIX U CIOXHbIX MPEeAnoXeHUN B
TEeKCTe, onpenenseMoe ero KOMMyHUKaTUBHOM oyHKUMEN.

Tema 18. Printed documents. 3akpenneHue HaBbIKOB ayAupoOBaH1A NO creuunanbHOCTM.
OcHoBHble Mopenu Cesizen ¢ o6L,eCTBEHHOCTbIO. Buabl 1 ¢popMbl KOMMYHMKaLMK
KoMMyHuMKaTUBHbIE KaHanbl U Ux pa3HoBuaHOCTU KOMMYHMKaTUBHbLIN NpoLLeCcC U ero
OCHOBHbIe 3Tanbl

npakTudeckoe 3aHsitne (6 yaca(os)):

YCBOEHMIO noanexar: - onpeaeneHne 0CHOBHOrO COAEPXaHns TeKCTa No 3HAKOMbIM OMOPHbIM
CnoBaM, UHTEPHALMOHANbHOM NEKCKKE 1 C MOMOLLbIO TMHIBUCTMYECKOro aHanmaa
(MOpdponormyeckor CTPYKTypbl CNoBa, COOTHOLWEHNS YNEHOB NPEeaNOXEHNS U T.4.).

Tema 19. Branded content. lNepeBon HayyHO-UccnepoBaTesibCKUX TEKCTOB MO crneLuanbHOCTH
C aHIIMUCKOro fi3bika Ha pycckuin. MaccoBasi KOMMYHUKaLUS: CYLLLHOCTb U MPU3HaKun
MoHsiTMEe n cnoco6bl NONUTUYECKON KOMMYHMKauun MaHunynsiums B KOMMYHUKaUUmn

npakTnyeckoe 3aHsitne (8 4yaca(os)):

CTpyKkTypHas, CMbICNIOBasi U KOMMyHUKaTMBHAsA LENOCTHOCTb TekcTa. OpraHu3aumns tekcra B
COOTBETCTBUU C KOMMYHUKATUBHOW LIENbIO BbicKasblBaHUS. COOTHOWEHNE MPOCTbIX U CMOXHbIX
npennoXeHnin B TeKcTe, ornpenensemMoe ero KOMMyHNKaTuBHOM CPyHKLINEN.

Tema 20. The Internet. 3akpenneHne HaBbIKOB KOMMYHMKaTUBHOIO YTeHUS1 TEKCTOB MO
cneumanbHocTU. MapkeTuHr MapkeTuHrosas uHcdoopmMaums: noHsiTue u suabl OCHOBHbIE
Kateropum MapketuHra Tunonorms rpynn obwi,ecteBeHHOCTU. CerMeHTauums pbiHKa ? NOHATUE U
NPUHLMNMBI

npakTudeckoe 3aHsitne (8 yaca(os)):

PacwmpeHune cnoBapHoro 3anaca 3a c4eT OCBOEHMS! U UCMOMNb30BaHUS HAay4YHOW TEPMMUHOMOIK MO
creunanbHOCTM B COOTBETCTBYIOWEM KOHTEKCTE. [TpoCcMOTPOBOE U MOUCKOBOE YTEHME TEKCTOB
NOBbIWEHHOrO YPOBHS CIOXHOCTM MO CMeunanbHOCTV CNOXHOCTU C NMOoCcneayowWmnM 3a0aHneM Ha
rOBOpeHMe, a MMEHHO, Npe3eHTaumel MmaTtepuana no 3agaHHo TeMe, rPaMoOTHbLIM COCTaBNIEHNEM
aHHoTauuW, pestomMe Unn pedpepara no TeKCTy.

Tema 21. Buzz marketing.llepeBoa Hay4yHO-uccnenoBaTelbCKUX TEKCTOB NO crneuunanbHOCTU C
aHINIMACKOro si3blka Ha pycckui. BpeHauHr MoHsaTne n doyHkumumn 6peHamHra KoHuenuus
6peHp-nupepctBa MoHsATME chupmeHHoro ctunsa Ponb 6peHpa B AeATeNbHOCTM OpraHn3auum
(B maHHOM cny4yae NOHATUS GpeHA, U TOproBasi Mapka yrnoTpeobnsaoTca Kak CUHOHUMbI)

npakTnyeckoe 3aHsitne (8 4yaca(os)):

JanbHenwee pacwvpeHne crnosapHOro 3anaca 3a cyet akTMBHOIO UCMNOJIb30BaHNSA CTyAeHTaMun
cnoBoobpaszoBaTenbHbIX CPeACTB MHOCTPAHHOIO A3blka (CNOBOCNOXEHUs, adodomkcauunn,
KOHBEPCUN), a TaKXe HEONOTM3MOB M 3aUMCTBOBaHUI B Lensx 1) 03HaKOMNEHNS CTYOEHTOB C
PYHKUMOHANbHbLIMU CTUASMU S3blKa (Mpecca, Hay4Has npo3a, NybnmumucTuka v T.4.) U pasnuyHbiMm
chepamm obLeHNs (pernctpamum).
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Tema 22. Opinion essay. Nucbmo.
npakTnyeckoe 3aHsitne (6 4yaca(os)):

OcHOBbI akagemmyeckoro nucbma. CoBeplleHCTBOBaHNe YMeHNs NPoayLmupoBaTth NMMCbMEHHOe
N3NoXeHNe pasHbiX BUOOB: NOKNad, pedpepar-pestome, pedpepar-0630p, COYMHEHNE-PACCYXAeHMe,
aHHOTaLUMIO 1 Op. B npeaenax Hay4Hon tematvku. Ocoboe BHUMaHVE yOenseTcs passButuio yMeHus
NIOrMYECKOro NOCTPOEHNS MUCbMEHHOrO COODILEHNS, YMEeHMIO BbIbopa aaekBaTHbIX A3bIKOBbIX
CpencrTs.

Tema 23. Sales promotions and displays.ABTOMaTu3aLUusa HaBbIKOB FOBOPEHUS
npaktnyeckoe 3aHsitne (6 4yaca(os)):

DyHKUMOHANBbHO-PEYEBO STUKET -CHOPMYJIbl PEYEBOr0 3TUKETA: -BblpaXXEHNE OCHOBHbIX PEYEBbIX
WHTEHUWMIA: BONPOC, coobLleHne, YTBEPXAEHME, MHEHME, Npocbba, COBET, pekoOMeHdauuu,
npurnaweHne, pekoMeHaaumm, 0okasatenbCTBo, KpaTkoe onncaHne cobbiTusl, sBneHus,
MHTEpNpeTaumns NOHATMSA, XapakTepucTka YenoBeka.

Tewma 24. Direct mail and e-mail. ABTOMaTU3auusi HaBbIKOB KOMMYHUKaTUBHOIO YTeHUS TEKCTOB
no cneuunanbHocTn. MeauinHoe none OCHOBHbIe pecypcbl MeaunHoro nons Llenn n sapayun
MeauauccnenoBaHuUn

npakTudeckoe 3aHsitne (6 yaca(os)):

JanbHeiwee pacwmnpeHe CnoBapHOro 3anaca 3a C4eT OCBOEHMS U MCNONb30BaHNS Hay4HOW
TEPMMHOMOIMK MO CMeLnanbHOCTU B COOTBETCTBYIOWEM KOHTEKCTE. YTeHe TEeKCTOB No
cneumnanbHOCTV COOTBETCTBYIOLLErO YPOBHS CIIOXHOCTM C MOCNEnyoWUM 3ajaHNEM Ha FOBOPEHME, a
MMEHHO, Npe3eHTaumnel Matepuana no 3agaHHom TeMe, rPaMOTHBIM COCTaBIEHNEM aHHOTaLWK,
pestome nnu pedpepara no TeKCTy, NOAroTOBKOWM HAy4YHOro foKnaaa.

Tema 25. Logos. ABTOMaTu3aumsa HaBblKOB ayaMpoBaHMA No cneuuanbHOCTU Buabl peknambl
OCHOBHbI€e 3Tanbl pa3paboTku NONNTUYECKOWN peK/TaMHO-aruTauMoOHHON KaMnaHuu.
CooTHolweHue PR peknaMbl U nponaraHabl

npaktnyeckoe 3aHsitne (6 4aca(os)):

[ToHVMaHWe oManorn4yeckom 1 MOHONOIMYECKOM peyn B capepe NpodpecCnoHanbHON U Hay4HOM
KOMMYHMKaLINK; - TPEHNPOBKA BOCAPUATUA HA CyX NPOJOECCUOHANBHO OPUEHTUPOBAHHbIX
ayaMoTEeKCTOB (Joknagbl, Hay4YHble AUCKYCCUW, MPe3eHTaunn, OTPbIBKA NEKUNA N Np.) C
nocnenyowmm nx obCcyXxaeHmem.

Tema 26. Public Relations and lobbying.FABTOMaTu3auus HaBbIKOB 3KCTEHCMBHOIO YTEHUS MO
cneumanbHocTU. Peknama: knaccucpukaums Peknama Ha TB: cyw,HOCTb 1 0COBGEHHOCTH
Peknama B neyatHbix CMU: cywHOCTb 1 0c06eHHOCTU PeknaMa Ha pagmo: CyLLHOCTb U
ocob6eHHocT OCcO6EeHHOCTU peKnambl Ha paavo

npakTudeckoe 3aHsitne (6 yaca(os)):

PacwmpeHune cnoBapHoro 3anaca 3a c4eT OCBOEHMS! U UCMOMNb30BaHUSI HAy4YHOW TEPMUHOMOIK MO
creunanbHOCTM B COOTBETCTBYIOWEM KOHTEKCTE. [TpoCcMOTPOBOE U MOUCKOBOE YTEHME TEKCTOB
NOBbIWEHHOrO YPOBHS CIOXHOCTM MO CMeunanbHOCTV CNOXHOCTU C NOoCcneayowWwmnM 3a4aHnem Ha
roBOpeHMe, a IMEHHO, Npe3eHTaumel Mmatepuana no 3agaHHo TeMe, rPaMoOTHBIM COCTaBNIEHNEM
aHHoTauuW, pestomMe Unn pedpepara no TeKCTy.

Tema 27. Event and sports sponsorship. lNepeBoa Hay4yHO-UccnenoBaTeNbCKMUX TEKCTOB MO
cnewumanbHOCTU C aHIMUUCKOro si3blka Ha pycckun. Pexuccypa peknambl: OCHOBHbIe
TexXHonormv

npaktnyeckoe 3aHsitne (6 4yaca(os)):

Cneuundomka Hay4HOro goyHKLUMoHanbHoro ctuns. Mpobnema ageksaTHoCcTU nepesoda. MonHas u
HenonHas afekBaTHOCTb.

Tema 28. Article. NMucbmo.
npakTnyeckoe 3aHsitne (6 4aca(os)):

KTPOHHEBH
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OcHoBbl akagemmyeckoro nucbmMa. CoBeplIeHCTBOBaHNE YMEHNs NPoayunpoBaTh NMMCbMEHHOE
N3N0XeHNe pasHbiX BUOOB: Aoknan, pedepart-pesiome, pedpepart-0630p, COYNHEHUE-PACCyXOeHNe,
aHHOTaUMIO U Op. B Npenenax Hay4Hoi Tematvku. Ocoboe BHUMaHMe yoensieTcs passutuio yMeHus
NIOrMYECKOro NOCTPOEHNSI MMCbMEHHOrO COOBIWEHNS, YMEHWMIO BbiIbopa aaekBaTHbIX A3bIKOBbIX
cpencTs. TekcToobpasyowme PyHKLMM NOPSAKa CNOB, PACTONOXEHNS, CO030B, COIO3HbIX U
COELMHUTENbHbIX CNOB (ONS YCTAHOBNEHUS IOFMYECKNX CBA3EN BbicKaadbliBaHUS). KOMNO3ULMOHHOE
odbopMmneHune Tekcta. Ab3al Kak eanmHMLAa KOMMO3ULIMOHHOM CTPYKTYpbl TekcTa. MNyHKTyaums.
MpsiMasi n KOCBEHHas pedb Kak MUKPOTEKCTh

Tema 29. Event and sports sponsorship. CoBepLueHCTBOBaHUE HaBbIKOB FOBOPEHUS.
MHTepHeT KaK KaHan 00CTaBKN KOHTEHTA: BO3MOXHOCTU U 0COOEHHOCTH

npakTudeckoe 3aHsitne (6 yaca(os)):

DYHKUMOHANBbHO-PEYEBO STUKET -CHOPMYJbl PEYEBOrO 3TUKETA: -yMEHMWE MONb30BATLCS PEYEBLIMU
cpeancTBamu yoexaeHus B KpaTkoM ny6iMyHOM BbICTYNNEHWUN B HENOCPEACTBEHHOM KOHTaKTE C
ayouTopuveit, ycTHOe pedhepupoBaHne Hay4HOro TeKCTa, OCHOBbI Ny6NMYHOM peyn (Boknag,
npe3eHTaums, 3awmTa KypcoBoi paboTel 1 np.).

Tema 30. Public and Corporate advertising. CoBepLueHCTBOBaHME HaBbIKOB
KOMMYHUKaTMBHOIO YTEHUs1 TeKCTOB No crneuuanbHocTU. MaccoBas uHdopmaums. NMoHsaTne
CyWHOCTb. NMoHaATHe 1 hpyHKuun CMU

npakTudeckoe 3aHsitne (6 yaca(os)):

CnocobHOCTb MOHMMATL 1 U3BNEeKaTb MHGOPMALIMIO N3 TEKCTOB: U3yyatolee, 03HaKOMUTENbHOE,
NPOCMOTPOBOE, aHanuTuyeckoe yteHune Tekctos MO Y3KOW CMELUMANBHOCTU B 3aBucumocTyt ot
YPOBHSI BNaAeHMs S3blKOM N3 00WeCcTBEHHO-MOMTUYECKOI, COLManbHO-KYIbTYPHOR 1
y4ebHO-NpodheccroHanbHom capep Tunbl TEKCTa: MUKPOTEKCT, MaKPOTEKCT,
AManornyeckoe/MoHONoOrn4yeckoe eANHCTBO, MMCbMEHHbIN/YCTHBIN TeKCT. CTPYKTypHas, CMbICNoBas
N KOMMYHUKATMBHAS LLeNOCTHOCTb TekcTa. OpraHnsaums Tekcta B COOTBETCTBUN C
KOMMYHUKaTUBHOW LIeNbio BbickasblBaHWs. COOTHOWEHME NPOCTbIX U CMOXHbIX NPeaioXeHnn B
TEeKcTe, onpenensieMoe ero KOMMyHUKaTUBHOW doyHKUMEN. YTeHne nayyaruee, NnpocMoTPOBOE,
NOMCKOBOE, aHaNUTNU4ecKoe. YCBOEHUIO Noanexar: - onpefeneHne OCHOBHOrO CoAepXaHus Tekcta
MO 3HAKOMbIM OMOPHbIM CMIOBaM, MHTEPHALMOHANBbHOM NEKCUKE N C MOMOLLbIO IMHFBUCTUYECKOrO
aHanmsa (Mopgo0norM4yecKon CTPYKTypbl CNoBa, COOTHOLWEHNS Y1EHOB NPEensIOXEHNS U T.4.), -
pacrno3HaBaHne 3Ha4eHMs CNoB MO KOHTEKCTY, - BOCNPUATUE CMbICIIOBOW CTPYKTYPbl TEKCTA,
BblAENEeHNe rMaBHON 1 BTOPOCTENEHHON nHdopmaumnn, - obobleHrne gakTos.

Tema 31. Oprauusau,ml un nposeneHue npeseHTauMﬁ. COBepLIJeHCTBOBaHVIe HaBblKOB
ayaunpoeaHus no cneunanbHOCTM.

npaktnyeckoe 3aHsitne (6 4yaca(os)):

[ToHMMaHWe omManorn4yeckom n MOHONOIMYECKOM peyn B capepe NpodpecCrnoHanbHON U Hay4yHOM
KOMMYHMKaLINK; - TPEHNPOBKA BOCMIPUATUA HA CNyX NPOJOECCUNOHANBHO OPUEHTUPOBAHHbIX
ayaMOTEKCTOB (Joknagpbl, Hay4YHble AUCKYCCUW, MPe3eHTaunn, OTPbIBKA NEKUNIA N Np.) C
nocnenylowmm nx 0bcyxneHmem.

Tema 32. CMM kaK MHCTPYMEHT KaMnaHUM No CBSA35IM € obL.ecTBeHHOCTbIO Mpecc-penus u ero
OCHOBHble Buabl. CoBepLUeHCTBOBaHUEe HaBblKOB 3KCTEHCUBHOIO YTeHUA No crneuuanbHOCTU.

npaktudeckoe 3aHsitne (6 yaca(os)):

PacwmpeHune cnoBapHoro 3anaca 3a c4eT OCBOEHMS! U UCMOMNb30BaHUS HAy4YHOW TEPMUHOMNOIK MO
crneunanbHOCTM B COOTBETCTBYIOWEM KOHTEKCTE. [TpoCMOTPOBOE U MOUCKOBOE YTEHME TEKCTOB
NOBbIWEHHOrO YPOBHS CIOXHOCTM MO CMeunanbHOCTV CNOXHOCTU C NOoCcneayoWwmnM 3a0aHnem Ha
rOBOpEHMe, a MMEHHO, Npe3eHTaumel MaTtepuana no 3agaHHo TeMe, rPaMOTHBIM COCTaBNIEHNEM
aHHoTauun, pestomMe Unmn pedpepara no TeKCTy.

Tema 33. CBo6oaa n otBeTcTBEHHOCTb CMU B Pd.MepeBon HayyHO-UcCcnepoBaTenbCcKmux
TEKCTOB MO CreLuanbHOCTU C aHIMUUCKOro i3blka Ha PyCCKUN.

npaktnyeckoe 3aHsitne (6 4yaca(os)):

Tema n pema. JINHrBuCTUYECKNE 1 SKCTPASIMHIBUCTUYECKME TPYOHOCTIN Nepesoa.
lNpennepesonyeckuin aHanna TekcTa. [lepesonyeckne TpaHcqopmaLmm.
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Tema 34. Report. NMucobmo
npakTtnyeckoe 3aHsitne (4 4aca(os)):

OcHoBbI akagemMmyeckoro nucbmMa. CoBeplIeHCTBOBaHNE YMEHNS NPoayLUMpoBaTh NMMCbMEHHOE
N3N0XEeHNe pasHbiX BUOOB: Aoknan, pedepar-pesiome, pedpepart-0630p, COYNHEHUE-PACCYXIeHNe,
aHHOTaUMIO U Op. B Npenenax Hay4Hon Tematvku. Ocoboe BHUMaHMe yaensieTcs pasBuUtuio yMeHUs
NIOrMYECKOro NOCTPOEHNS MMCbMEHHOrO COOBLWEHNS, YMEHMIO BbiIbopa aaekBaTHbIX A3bIKOBbIX
cpencTs. TekcToobpasyowme PyHKLMM NOPSAKA CNOB, PACTONOXEHNS, CO030B, COI3HbIX U
COELMHUTENbHbIX CNOB (NS YCTAHOBNEHUS TOFMYECKNX CBA3EN BbiCKasdbliBaHUS). KOMNO3ULMOHHOE
ocbopMneHune Tekcta. Ab3al kak eaMHMLA KOMMO3ULIMOHHOM CTPYKTYpbl TekcTa. MNyHKTyaums.
MpsiMasi u KOCBEHHas pedb Kak MUKPOTEKCTb

4.3 CTpyKTypa 1 copepXxaHume caMOCTOSITe/IbHOM paboTbl AUCLMMNIUHBI (MOLYNSA)

dopmbl
KOHTpOns
camocTo-
sATeNnbHOM

paboTbl

Hepne- Buapbl Tpyno-

N Pasnen Ce- ns camocTosiTeNibHOMN €MKOCTb
AOUNCLUMNIINHBI MecTp| ceme paboTbl (B

cTpa CTyOeHTOB yacax)

Tema 13. handling
PR crises.
3akpenneHune
NEKCNYEeCKnx noAroToBka OOMalUHEro 3agaHuns
HaBbIKOB.
Mpennocbinku
BO3HWKHOBEHUS
PR OcHoBHble
Buabl PR MeToabl
PR-nestenbHoCcTW.

Tema 14. Public
Relations and the
Press.
3akpenneHne
rpaMmMaTnyHecKmnx
HaBbIKOB.
OcHoBHble aTansl o
MNAHNPOBAHMS NOAroTOBKa K NMMCbMEHHO paboTte CBMEH-
14.|PR-kamnaxmn. 6 |1-18 4 |Hag
OcobeHHocTH paboTta
aHanUTN4YecKoro
obecneyeHuns
PRBunabl pabounx
MP-gokymeHTOB.ESSay.
[Mncbmo. OueHka
3P PEKTUBHOCTU
PR-kamnaHun

JoMall-
6 |1-18 4 |Hee
3afaHue

13.
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Paspen
LOVNCLMIMJINHbI

MecTp

Hene-
ns«
ceme
cTpa

Bunopbi
caMoCTOSITeNIbHOM
paboTbl
CTYyOEHTOB

Tpyno-
€MKOCTb
(B
yacax)

dopmbl
KOHTpONns
camocTo-
ATENbHOMN

pabortbl

15.

Tema 15. TV and
Radio.
3akpenneHne
HaBbIKOB
ayaonpoBaHus.
MecTo u ponb
PR-cneunanucta
B CTPYKTYype
opraHusauuu
LenernposaHue
MOIHOMOYKIA B
opraHusauuu

1-18

noarotToeka goMallHero 3agaHuns

Jomall-
Hee
3agaHune

16.

Tema 16. Outdoor
advertising.
3akpenneHne
HaBblKOB
rOBOPEHNS.

[MpodheccrnoHanbHas 6

aTnKa
PR-cneunanucrta
[MpodheccrmoHanbHy
W NMNYHOCTHbIE
KayecTtea
PR-cneunanucrta

1-17

MOArOTOBKA K YCTHOMY OMpocy

YCTHbI
onpoc

17.

Tema 17. The
Press.
3akpenneHne
HaBbIKOB
KOMMYHMKaTMBHOIO
YTEHUS TEeKCTOB Mo
crneuvanbHOCTK
lNoHsTHEe
06LWecTBEeHHOro
MHEHUNSA 1 ero
posb B
PR-peatenbHOCTM

1-17

NOAroToBKa K YCTHOMY OMpocy

YCTHbI
onpoc
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Ctpanunua 15 n3 46.
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Paspen
LOVNCLMIMJINHbI

Ce-
MecTp

Hene-
ns«
ceme
cTpa

Bunopbi
caMoCTOSITeNIbHOM
paboTbl
CTYyOEHTOB

Tpyno-

(B
yacax)

€MKOCTb

dopmbl
KOHTpONns
camocTo-
ATENbHOMN

pabortbl

18.

Tema 18. Printed
documents.
3akpenneHne
HaBbIKOB
ayaonmpoBaHus no
crneumanbHOCTH.
OCHOBHble
mozenu Ceasen ¢
06LWeCTBEHHOCTbIO
Buabl n goopmbl
KOMMYHMUKaLK
KoMMyHukaTuBHble
KaHanbl 1 nx
pa3HOBULHOCTU
KoMMyHUKaTUBHbINA
npowecc v ero
OCHOBHbIE 3Tanbl

1-17

MNOAroTOBKa K NMCbMEHHOI paboTte

MUCbMEH-
Hast
paboTta

19.

Tema 19. Branded
content. lNepeBon
Hay4HO-uccnenosa
TEKCTOB NO
crneunanbHOCTN C
AHIMNIACKOro
A3blKa Ha
PYCCKUA.
MaccoBas
KOMMYHMKaLNS:
CYWHOCTb U
NnpU3Hakun
MoHaTMe n
cnocobbl
MoNUTU4EecKom
KOMMYHMKaLnmn
MaHunnynaums B
KOMMYHMKaLUnmn

rTenbC

nXx

1-17

MOArOTOBKA K YCTHOMY OMpocy

YCTHbI
onpoc

PernctpaumoHHbIn Homep
Ctpanunua 16 n3 46.
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Paspen
LOVNCLMIMJINHbI

Ce-

MecTp

Hene-
ns«
ceme
cTpa

Bunopbi
caMoCTOSITeNIbHOM
paboTbl
CTYyOEHTOB

Tpyno-
€MKOCTb
(B
yacax)

dopmbl
KOHTpONns
camocTo-
ATENbHOMN

pabortbl

20.

Tema 20. The
Internet.
3akpenneHue
HaBbIKOB
KOMMYHUKATUBHOI O
4YTEeHNS TEKCTOB MO
crneumanbHOCTH.
MapkeTunHr
MapkeTuHrosas
nHpopMaLus:
NOHATME W BUObI
OCHOBHble
Kareropum
MapKeTuHra
Tunonorus rpynn
00LWEeCTBEHHOCTH.
CermeHTaums
pblHKa ? NoHATME
1 MPUHLMNDI

1-17

NOAroToBKa K YyCTHOMY OMpocy

YCTHbI
onpoc

21.

Tema 21. Buzz
marketing.lNepesoa,

Hay4HO-nccnepnoBafenbc

TEKCTOB MO
cneumanbHOCTH C
aHIrMMACKOro
A3blka Ha
PYCCKUA.
BperaunHr
[MoHsaTME 1
doyHKL MK
bpeHanHra
KoHuenumns
OpeHa-nnaoepcTea
[MoHATMe
oMpMeHHoOro
ctung Ponb
bpeHna B
[esaATeNbHOCTH
opraHmsauun (B
IaHHOM cny4yae
noHATMS bpeHa n
TOoprosasi Mapka
yrnoTpebnsioTcs
Kak CUHOHWMBbI)

nXx

1-18

MOArOTOBKA K YCTHOMY OMpocy

YCTHbI
onpoc

22.

Tema 22. Opinion
essay. [lncbmo.

1-18

NOAroTOBKa K NMCbMEHHOI paboTte

NMUCbMEH-
Hast
paboTta
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Paspen
LOVNCLMIMJINHbI

Ce-
MecTp

Hene-
ns«
ceme
cTpa

Bunopbi
caMoCTOSITeNIbHOM
paboTbl
CTYyOEHTOB

Tpyno-
€MKOCTb
(B
yacax)

KOHTpONSA

SiITeNIbHOW

dopmbl
camocTo-

pabortbl

23.

Tema 23. Sales
promotions and
displays.AsTomMaTu]
HaBblKOB

roBOpeHus

AL

1-18

NOAroToBKa K YyCTHOMY OMpocy

12

YCTHbI
onpoc

24.

Tema 24. Direct
mail and e-mail.
ABTOMaTU3aums
HaBblKOB
KOMMYHWKaTUBHOIO
YTEHUsS TEKCTOB Mo
crneunanbHOCTW.
MenuinHoe none
OcHoBHblE
pecypchl
MeOVNAHOro nons
Llenn n 3apnaun
mMenunanccnenoBaH

1-18

MOArOTOBKA K YCTHOMY OMpocy

12

YCTHbI
onpoc

25.

Tema 25. Logos.
ABTOMaTM3aums
HaBbIKOB
ayaonpoBaHus no
cneuvanbHOCTK
Buabl peknambl
OcHoBHbIe aTanbl
pa3paboTku
MONNTUYECKON
peknaMmHo-arntaum
KamnaHuu.
CootHoweHne PR
peknambl 1

DHHOW

nponaraHibl

1-18

NOAroToBKa K YCTHOMY OMpocy

12

YCTHbIN
ornpoc
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N Paspen

AUCUNNNIUHDbI

Ce-
MecTp

Hene-
ns«
ceme
cTpa

Bunopbi

camMoCTOoSATeNbHOWN

paboTbl
CTYLEHTOB

Tpyno-
€MKOCTb
(B
yacax)

dopmbl
KOHTpONns
camocTo-
ATENbHOMN

pabortbl

26.

Tema 26. Public
Relations and
lobbying.FAsTOMar
HaBbIKOB
9KCTEHCUBHOTO
yTeHus no
cneumanbHOCTW.
Peknama:
Knaccugomnkaums
Peknama Ha TB:
CYLHOCTb 1
0CcobeHHOCTU
Peknama B
neyatHbix CMW:
CYLLHOCTb 1
0CcobeHHOCTU
Peknama Ha
paguo: CywHOCTb
1 0CoBEeHHOCTU
OcobeHHoCcTU
peknambl Ha
paavo

N3aLun

1-17

NOAroToBKa K YCTHOMY OMpocy

12

YCTHbI
onpoc

27.

Tema 27. Event
and sports
sponsorship.
[MepeBon
Hay4HO-uccnenosa
TEKCTOB MO
cneunanbHOCTM C
aHrMMnckoro
A3blka Ha
PYCCKUA.
Pexwuccypa
peknambl:
OCHOBHblE
TEXHONOrNn

rTenbC

nXx

1-17

MOArOTOBKA K YCTHOMY OMpocy

12

YCTHbI
onpoc

28.

Tema 28. Article.
[Nncbmo.

1-17

NOAroTOBKa K NMCbMEHHOI paboTte

12

NMUCbMEH-
Hast
paboTta

29.

Tema 29. Event
and sports
sponsorship.
CoBeplueHcTBOBaH
HaBbIKOB
rOBOPEHUSI.
NHTepHeT kak
KaHan nocTaBku
KOHTEeHTa:
BO3MOXHOCTM U

0cobeHHOoCTU

e

1-17

NOAroToBKa K YCTHOMY OMpocy

YCTHbI
onpoc

PernctpaumoHHbIn Homep
Ctpanunua 19 n3 46.
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Paspen
LOVNCLMIMJINHbI

Ce-
MecTp

Hene-
ns«
ceme
cTpa

Bunopbi
caMoCTOSITeNIbHOM
paboTbl
CTYyOEHTOB

Tpyno-

(B
yacax)

€MKOCTb

dopmbl
KOHTpONns
camocTo-
ATENbHOMN

pabortbl

30.

Tema 30. Public
and Corporate
advertising.
CoBepLieHCTBOBaH
HaBblKOB

KOMMYHUKaTUBHOIQ

YTEeHMS TeKCTOB NO
cneuvanbHOCTH.
MaccoBas
nHpopmMauus.
[MoHsiTME 1
CYLLHOCTb.
[MoHsTME 1
dyHKumMm CMA

e

1-17

NOAroToBKa K YCTHOMY OMpocy

YCTHbI
onpoc

31.

Tema 31.
OpraHusaums n
npoBeneHvne
npeseHTauunim.
CoBepLieHCTBOBaH
HaBblKOB
ayaMpoBaHus no
crneunanbHOCTW.

e

1-18

MOArOTOBKA K YCTHOMY OMpocy

YCTHbIV
onpoc

32.

Tema 32. CMU
KakK UHCTPYMEHT
KamnaHum no
CBSI35IM C
0061EeCTBEHHOCTbIO
[Mpecc-penns n
€ro OCHOBHble
BUAbI.
CoBepLieHCTBOBaH
HaBblKOB
9KCTEHCUBHOIO
4YTEHNS No
crneumanbHOCTH.

e

1-18

NOAroToBKa K YCTHOMY OMpocy

YCTHbI
onpoc

33.

Tema 33. CBobona
n
OTBETCTBEHHOCTb
CMW B
P®d.MNepeson
Hay4YHO-uccnenosa
TEKCTOB NO
crneunanbHOCTN C
aHrMNINCKOro
A3blka Ha
PYCCKWUMA.

Tedbe

nx18

NOAroToBKa K YCTHOMY OMpocy

YCTHbI
onpoc

34.

Tema 34. Report.
[Mucbmo

1-18

NOAroTOBKa K NMCbMEHHOI paboTte

[NncbmeH-
Has
paboTta

NTtoro

150

PernctpaumoHHbIn Homep
Crpanuua 20 n3 46.

BAE
il YHH

A 5 (1,

KETPOHHBH

A

it
BEPCHTET

AHATTAMECKAR CrCTEMA KPY




Mporpamma amcumninHbl "MIHOCTPaHHbI S3blk NpoddeccuoHansHoro obwermns"; 42.03.01 Peknama 1 cBsiav ¢ 06WeCTBEHHOCTBIO; LOLIEHT,
K.H. Fann I".®. , ctapwwuit npenoaasartenb, 6/c Hypxamutos M.P.

5. O6pa3oBarenbHble TEXHONOrMU, BK/IHOYAA MHTEPaKTUBHbIE hOpPMbl 06yUYeHUs

OcBoeHve AncumMnanHbl "VMIHOCTpaHHbIM S3blk NpodoeccrmoHanbHoro obueHns” npeanonaraet
MCMONb30BaHNe Kak TPaaNUMOHHbBIX (MPaKTUYECKMe 3aHATUS C UCMONIb30BAHNEM METOANYECKNX
MaTtepuanos), Tak 1 UHHOBaLMOHHbIX 06pa30BaTENbHbIX TEXHONOIMIA C UCNONb30BaHMEM B YHEOHOM
npoLiecce aKTUBHbIX U MHTEPAKTUBHBLIX OOPM NMPOBEAEHUS 3aHATUIA: BbINONIHEHNE psaa
NpPaKTUYEeCKUX 3a4aHnii C UCNONb30BaHNEM NPOCPECCHMOHANBHBIX MPOrPaMMHbIX CPeACTB CO34aHMS 1
BeLEeHMWS 3NEeKTPOHHbIX 623 AaHHbIX; MyNbTUMEANAHbBIX MPOrPamMM, BKIIOYAOWMX NOArOTOBKY 1
BbICTYMNNEHNS CTYAEHTOB HA CEMMHAPCKMX 3aHATMSIX C pOTO-, ayAmo- 1 Buaeomatepuanamu no
NPennoXeHHON TemaTuke.

6. OueHOYHble CpeacTBa OJ1sl TEKYLLLEro KOHTPOS yCreBaeMoCT!, NPOMEXYTOYHOMN
aTTecTauum no UToram OCBOEHUS JUCLMIMIIMHBI U y4e6HO-MeToanyeckoe obecneyeHme
CaMOCTOSITe/IbHOW paboTbl CTYAEHTOB

Tewma 1. History of the Media. PazButne nekcuyeckmx HaBbIKOB.

Tema 2. The Press in the Roman Empire and in medieval Europe. Pa3Butne rpammarnyeckmx
HaBbIKOB.

Tema 3. Books. Pa3suTme HaBbIKOB ayAupOBaHUSA
Tema 4. Magazines. Pa3Butue HaBblKOB rOBOPEHUS.

Tema 5. Media and communication Pa3B1uTe HaBbIKkOB KOMMYHMKaTUBHOIO YTEHUSI TEKCTOB MO
cneuvanbHOCTU

Tema 6. Informal letter. NMucbmo.

Tema 7. Tomorrow's journalism: new technology, nhew ethics PazaButue HaBbIKOB
9KCTEHCUBHOrO YTEeHUs Nno cneuuanbHOCTU

Tema 8. Don't blame TV. lNepeBoa Hay4yHO-UCCNeQoBaTeIbCKUX TEKCTOB NO CneLuanbHOCTU C
aHrMUMCKOro A3blka Ha pyCCKUWN.

Tema 9. Introduction into PR. Pa3BuTue HaBblkOB ayaupoBaHns No cneuuanbHOCTU

Tema 10. What is Public Relations? Pa3suTre HaBbIkOB KOMMYHUKaTUBHOIO YTEHUS TEKCTOB Mo
cneumanbHOCTU

Tema 11. What do PR professionals do? lNepeBon Hay4yHO-UccnepoBaTe/ibCKUX TEKCTOB NO
crneuuanbHOCTU C aHIMUMACKOro si3blka Ha PyCCKUMN.

Tema 12. Formal letter. Mucbmo.

Tema 13. handling PR crises. 3akpenneHune nekcnyeckux HaeblkoB. Mpeanocbinku
BO3HUKHOBeHUs PR OcHoBHble Buabl PR Metonbl PR-pesTenbHOCTH.

JOoMallHee 3a4aHune , npuMepHblie BOMNPOChHI:

PeructpaumnoHHbIin HoMep BAEKTPOHHELIH
Ctpanunua 21 n3 46. il yLH,lf[;F EPCHTET
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1.Translate and transcribe the following words, learn them by heart. Crisis, disaster, legal, illegal,
self-assessment, technical, to sneak through, executive, unethical, identify, consultant,
whistle-blower, questionable, to diffuse, to lessen, damage, apologizer, skilled, heartfelt, to heal,
bruised, tampering, cyanide, campaign, removal, capsule, "tamper-proof", physician, safety, to
capture, commitment. 2. Give Russian equivalents of the following words and word combinations:
Key publics, favourable image, build awareness for smth, relevant media outlets, target market,
ultimate goal, establish and maintain mutual lines of communication, keep informed on and
responsive to public opinion, ensure smb, accurate view, exert different demands, short term,
reinforce, beneficial, negotiation. 3. Explain the meaning of the following words and phrases and
illustrate their meaning in the sentences of your own: Publicize, broadcast media, aimed at, win favor
with, emphasize, keep abreast of, anticipate trends, tension, framed by, haphazard, adjust interests,
arouse attention, resolve conflicts. 4. Study the difference between the words involve, include,
exclude, comprise, consist, contain, incorporate, then use these words to fill in the gaps in the
sentences below: 1. How much milk does this jug ?? 2. The list ? the names of many famous writers.
3. They ? her from the meeting. 4. His job ? a lot of travelling. 5. The land he conquered ? several
provinces 5. Give English definition to the following words and make up sentences of your own:
Profit, consumer, complaint, PR practitioner, revenue, campaign, newsworthiness, promotion, image.
6. Look up the following words in a dictionary and write a brief explanation of the difference between
the words: Advertising, advertisement, advert, commercial, advertorial 7. Translate the following
sentences into English, using the words and structures from the text: 1. lonxHa cywectsoBaTtb
B3aMMO3aBUCMMOCTb MEX Y NPeaoCTaBNEHNEM S3KOHOMMYECKOW NOAAEPXKN 1 AEMOKPATUYECKMMN
pedopmamm B 31Ol cTpaHe. (linkage) 2. 10T 06bI4al rpo3nT ctaTtb Bceobwumm. (threaten) 3. K
CYacTbto, ero MHTEPEC MOSTHOCTLIO COBNAaAaeT C ero 06s3aHHoCTAMU. (coincide) 4. 9Ta nctopms
byneT HaMm nHTepecHa. (be of interest) 5. Ha Mot B3rnsg, Baw XypHan - ogHa U3 ny4wmx
BO3MOXHOCTE onybnukosatb Takyto ctatbto. (medium) 8. Give Russian equivalents to the following
words and word combinations and use them in sentences of your own: to take liberties with the truth,
product publicity, entertainment venue, lose credibility with smb, sufficient information, to conduct
research, readability analyses, readership studies, government agencies, non-governmental
organizations (NGOs), to take the attitudes into account, public opinion polling, leading PR
practitioner, attitude surveys, focus groups, over-riding purpose, predecessor, emergent. 9. Give
synonyms to the following words: To evolve, contemporary, to depict, to emerge, apply, extensively,
issue, initially, to benefit from, adept at smth, contention, expendable, deceive, dissemination,
accurate, factual, articulate, advance. 10. Study different meanings of in terms of and translate the
sentences into Russian: Hanbonee 4acTto ynotpebnsiemble cnocobbl nepeeoaa CloBOCOYETaHMS in
terms of: 1) ¢ y4eTom; 2) Ha ocHoBe. 1. In terms of the players the game can be 2-person or
N-person. 2. The classification has been made in terms of the complexity of the available strategies.
3. To distinguish publics and markets, think of them in terms of your personal relationships. 4. The
book has been well reviewed, but in terms of actual sales it hasn?t been very successful. 5. In
business terms the project is not really viable, but it would add to the prestige of the company.

Tema 14. Public Relations and the Press. 3akpenneHue rpammaruyeckux HaBblkoB. OCHOBHbIE
aTanbl nnaHnposaHusa PR-kamnaHun. Ocob6eHHoCTM aHanuTuyeckoro obecneyeHns PRBuabi
paboumx MNMP-pokymeHTOB.Essay. NMucbmo. OueHka acphpekTuBHocTn PR-kamnaHum

NMMCbMeHHas pa60Ta , MPUMEPHbIE BOMPOCHI:

PeructpaumnoHHbIin HoMep DAEKTPOHHEH
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1. Fill in the proper prepositions. 1. They can be broken down ? four basic categories 2. Where are
the gaps potential problems could speak ?? 3. This can be the CEO, an organization's president or a
PR staff member who specializes ? crisis communications. 4. Let's look ? a few of the different areas
and industries in which PR professionals work. 2. Look at the examples of using infinitive in the text
and give correct translation into Russian: 1.To identify an organization's publics, you must be able to
distinguish publics from other groups. 2.To distinguish publics and markets, think of them in terms of
your personal relationships. 3.To define publics and audiences, public relations practitioners look for
overlapping circles of opportunity. 3. Study different meanings of since and translate the sentences
into Russian: Hanbonee 4yacto ynotpebnsiemble cnocobbl nepeeoaa cnoBocoyetaHus since: MNpennor:
1) ¢, HauMHas c; 2) nocne; nocne Toro, Kak... ; Cot3d: 1) ¢ Tex nop; 2) Tak kak. Hapeuwne: 1) ¢ Tex nop;
2) ToMy Hasag; 3) BnocneacTeun, nos3gHee, nod3xe, NnotoM. 1.She has held two jobs since she
graduated. 2.Since he is still absent, we should call the police. 3.They seem to have changed since
then. 4.She has stayed there ever since. 4. Study the information about the conjunction provided
(that) and translate the following sentences into Russian: 1. The inflation rate can be brought down,
provided the government introduces radical reforms. 2. Children were allowed to come to these
parties, provided they kept quiet. 3. Cindy was ready to visit us, provided that she might bring her
daughter. 4. The press release will be published tomorrow, provided the PR person meets the
newspaper deadline. 5. Translate the following sentences into Russian paying attention to passive
voice: 1. If the manager avoids journalists, people begin to think he has something to hide. 2. My wife
is going to Saudi Arabia with me and we have some business to work out before we leave. 3. | can?t
stay any longer. 1?ve got a train to catch. 4. Ash had not slept. He had too many thins to think of and
a vital decision to make. 6. Translate the following sentences into English, using the words and
structures from the text and exercises above: 1. HeBO3MOXHO 06BACHUTL TO, YEro Bbl HE MOHMMAETE.
2. PecnoHoeHTOB NONpoCcunu HanevyataTb CBOW OTBETHI HA KOMNbloTepe. 3. 4 Kynuna gsa
aK3eMmnnspa aTon KHurn. 4. [IXoH npuwen Ha aBTobyCHYtO OCTAHOBKY M Nepenuncan pacnucaHue. 7.
Complete the sentences with verbs in brackets: - Peter, what do you do if your parents are at home?
- If my parents at home at weekends, | have to help with housework. (stay) If my mother

at home, | do the washing up or hoovering. (be) If she at home, | wash the car or
work in the garden with my dad. (not be) 8. Correct the mistakes: If you not pay on time, you have to
pay a fine. If you never showered, you are sweaty and smelly. If you park your car on double yellow
lines, your car would be pulled away. If you weren't at home, you can collect your parcel at the
post-office. 9. Put the verb in the brackets in the correct tense to form the First Conditional: Maria is a
girl from your country. She is studying English and she'd like to visit an English-speaking country. If
Maria (go) abroad, she (go) to England or America. She (visit) London if she (go) to England. If she
(stay) in London, she (spend) much money. She (not be able) to stay for long if she (spend) all her
money. 10.Rewrite the sentences and use the Second Conditional: 1) | don't know his address. |
can't contact him. If | it, | him. 2) He is ill. He can't go skiing. If he ill, he

skiing. 3) He doesn't like tomatoes. He won't eat the salad. If he tomatoes, he

the salad. 4) We don't have enough room in our house. You can't stay with us. If we

enough room in our house, you with us.

Tema 15. TV and Radio. 3akpenneHune HaBbikoB ayaupoBaHus. Mecto n ponb PR-cneuunanucra
B CTPYKType opraHusauum [leneruposaHuve nosHOMOYM B opraHn3aumm

JoMalllHee 3a4aHune , npuMepHbie BONPOChHI:

PeructpaumnoHHbIin HoMep DAEKTPOHHEH
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1. Radio Advertising Techniques for Small Business -
http://www.youtube.com/watch?v=WR6bje50_hU 2. You will hear a radio interview with an actress,
Kay Stanley, who is dyslexic (dyslexia is defined as a learning disability that involves difficulty with
reading and writing letters or numbers. An example of dyslexia is constantly writing 13 as 31). For
questions 1-6 choose the best answer, A, B or C. Write the answer on your answer sheet. 1. The
Stanley Trust A. helped Kay a lot when she was a child. B. was started by Kay to help other people
with dyslexia. C. was founded by Kay?s father. 2. How did Kay?s parents first realise she had
dyslexia? A. She didn?t know stories that other children could read. B. Her mother found her learning
audio books by heart. C. She couldn?t spell words that other children knew. 3. How does dyslexia
affect the way people think? A. It makes people think more creatively. B. It prevents them from
solving problems effectively. C. It makes it harder for them to follow logic. 4. What made Kay work
hard to improve her reading? A. It was the only way she could study acting. B. She felt angry that
people thought she was stupid. C. Her father encouraged her. 5. Kay thinks that children with
dyslexia should A. attend special schools B. have special training to help them read. C. be treated
like all other children at school. 6. How does Kay want to publicise the problem of dyslexia? A. by
acting in a film about the subject. B. by giving talks to parents of dyslexic children. C. by setting a
positive example.

Tema 16. Outdoor advertising. 3akpenneHue HaBbiKOB roBopeHus. lNpodeccnmoHanbHas 3aTUKa
PR-cneuuanucra lNpodpeccrnoHanbHbie U IMYHOCTHbIE KayecTBa PR-cneuunanucra

yCTHbIVI onpoc , npMMepHbie BOMPOCHI:

KETPOHHBH

PernctpaunoHHbIn HoMep BAEKT
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1. Describe a poster you have seen recently. Why did this ad catch your eye? 2. Write down some
words and phrases associated with public relations. In groups of three or four give your own definition
of public relations. Compare and contrast your ideas. 3. Prepare a report about the role of public
relations in the modern world. 4. Comment on the following statements: Objectivity in public relations
and journalism: essential for the credibility of both professions, and for different reasons. If we take
journalism -as David Demers writes in his very recent and most interesting History and Future of
Mass Media (Hampton Press)- ?journalists should keep their personal opinions and the opinions of
their newspapers out of their news stories; All sides to a story should be covered and reported; All
sides to a story should be given an equal amount of coverage?. But, if we consider public relations,
we could say that: ?a public relator should elaborate the opinions of her/his client/employer; Present
them to attract the attention of carefully and increasingly personalized stakeholders; To the point that
these may perceive that, yes, all sides to the story have been covered and given an equal amount of
relevance); With the result that those opinions convince and succeed in engaging stakeholders in an
effective relationship?. 5. Agree with or contradict the following statements. Supply some additional
information, expressing your own opinion: PR distinct from advertising ? Both rely on media ?
Advertising is controlled by communicator ? Organization controls content, placement ? Pay for
advertising ? Advertising narrow in scope and purpose 6. Answer the following question: What is the
image of Russia in the world? How has it changed for the last decade? 7. Choose one of the
following tasks and do it at home. Report about the results of your work in the class: 1.Examine a
website that you like. At which publics is it aimed? What are the objectives of the site? What
elements make it a successful site? 2.Examine a website that you dislike. What elements need to
change to make this a successful site? 8. Skim the text and comment on the text supplying your
answer with examples of black PR in Russia: The origins of Russian PR can be traced to the first
public relations campaign in the country: the launch of McDonald's in Moscow in the late 1980s. This
was a PR stunt that turned into propaganda, as Soviet journalists had no choice but to praise the only
fast food chain in town. Propaganda was the main working tool of communication and although public
relations is now regarded as an accepted communications vehicle, propaganda is far from dead. This
precedent of a propaganda/PR mix proved to have a long-lasting effect on the Russian public
relations industry. It evolved into the so-called "black PR", used mostly by political parties during
election campaigns, when PR tools were combined with such methods as the pouring of
informational garbage on political rivals. In this market, hundreds of millions of unaccounted dollars
landed in the pockets of corrupt journalists and "PR technologists". The building of a Black PR
campaign, also known as a dirty tricks or a smear campaign is a long and a complex operation.
Traditionally it starts with an extensive information gathering and follows the other needs of a precise
competitive research. The gathered information is being used after that as a part of a greater
strategical planning, aiming to destroy the relationship between the company and its stakeholders.
9.Make a report on one of the following topics: 1. The range of the most essential public relations
activities. 2. Public relations practitioners: their roles and functions. 3. Business-to-business public
relations. 10. Prepare reports on the following topics: 1. The role of mass media in a crisis. 2. Tips for
handling a crisis. 3. Russian companies handling PR disasters.

Tema 17. The Press. 3akpenneHne HaBbIKOB KOMMYHUKaTUBHOIO YTEHUS TEKCTOB MO
cneuunanbHocTh MNMoHsATHE 06LLeCTBEHHOro MHEHUSI U ero ponb B PR-pesitTenbHOCTH

yCTHbIVI onpoc , npnMepHbie BOMPOCHI:

KETPOHHBH
B_EPCHTET

SHHO AHATVTAHES AR CHCTEMA Kby

PernctpaunoHHbIn HoMep 5AE
CrpaHnua 25 13 46. 111 yLH,lf[



Mporpamma amcumninHbl "MIHOCTPaHHbI S3blk NpoddeccuoHansHoro obwermns"; 42.03.01 Peknama 1 cBsiav ¢ 06WeCTBEHHOCTBIO; LOLIEHT,
K.H. Fann I".®. , ctapwwuit npenoaasartenb, 6/c Hypxamutos M.P.

Read and translate the text using the dictionary. Be ready to do the assignments that follow The
advertising sales department of a newspaper or magazine sells advertising space or advertising
positions in their publications. As part of the sales effort, ad salespeople work with the marketing
team to prepare media packs, which contain information about: [ The advertising rates or cost of
advertising in the newspaper or magazine. The rate card shows the price of advertising and also
gives technical data about the size, or format, of the ad. The copy deadline tells advertisers when
they have to deliver the copy (the images and text for die ad) or the complete advert itself. I
Circulation figures or distribution figures, showing the number of copies (single newspapers or
magazines) sold per issue (the version of the newspaper or magazine published on a particular date).
The readership figures, which show how many people read the publication, may be higher than the
circulation figures because one copy may be read by more than one person. [ The advertising policy
of the publication, which gives general information on what can be advertised, which formats are
available, and how to pay. [ Details and dates about special features - articles about a particular
subject, such as the Technology Quarterly from The Economist, or reviews of fashion shows in
women's magazines. If you are a clothing brand it is a good idea to book space to coincide with
reviews of fashion shows.

Tewma 18. Printed documents. 3akpenneHne HaBbIKOB ayAUpPOBaHUA NO CreunanbHOCTM.
OcHoBHble Mopenu CesAsen ¢ 06LL,eCTBEHHOCTbIO. Buabl n ¢popMbl KOMMYHMKaLMK
KOMMyHuMKaTUBHbIE KaHalbl M UX pa3HoBMAHOCTU KOMMYHMKaTUBHbLIN MPOLLECC U ero
OCHOBHbI€e 3Tarbl

NMMCbMeHHas pa60Ta , MPUMEPHbIE BOMPOCHI:

Explorations in Public Relations: What is PR? - http://www.youtube.com/watch?v=f YSqO0VbNdO0
AynnpoBaHue. npocnylwante TeKCT 1 0TBETbTE Ha Bonpochkl. Today, as part of a new advertising
campaign from the sportswear giant, Nike, Peter Hull will appear on billboard posters all over London,
alongside the slogan ?Peter is not like ordinary people?.?. Indeed he is not. Peter has no forearms
and no legs and, we are told, he?s done the London Marathon. Peter hopes that his image will help
to promote disabled sport. The cynical might say it will simply promote Nike. ?I did wonder whether
this ad was going to be in good taste,? he admits. ?But when they explained the idea to me, | quite
liked it. It portrays me as an athlete, not a victim, and | think it?s a positive message. The fact is, 1?ve
always been like this. | was born like this and you don?t miss what you?ve never had. | dream of
having limbs. Of course | do. But 1?m happy the way | am and | get on.? Questions: 1. Which
company is using Peter Hull in their advertisements? 2. In what ways is Peter ?not like ordinary
people?? 3. What does Peter hope the advertisement will promote? 4. Why does he like the ad? 5.
How long has Peter been disabled? Does he seem depressed?

Tema 19. Branded content. lNepeBon Hay4yHO-UCCnenoBaTeNbCKUX TEKCTOB MO creuuanbHOCTU
C aHrMUMUCKoro sidblka Ha pycckun. MaccoBasi KOMMYHUMKaLMA: CYLLLHOCTb U Npu3Haku NoHaTtue
¥ cnocobbl NONUTUYECKON KOMMYHUKaLuumM MaHMnynsumsa B KOMMyHUKaLMn

YCTHbIA ONPOC , NPUMEPHbIE BOMPOCHI:
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Read and translate the text using the dictionary. Branded content is entertainment created, funded or
produced by a brand. For example, Nestle's Purina pet food produces a TV show called Talk to the
Animals, which has stories about animals and advice on feeding cats and dogs. Brand messages or
values are integrated into the content of an entertainment property, which could be a TV show, a
video game, a book or a live event. The entertainment property is often co-created or co-produced by
the brand. The brand sometimes barters, or exchanges, the entertainment property for airtime -
commercial space on television or radio. Branded content has grown due to media fragmentation.
With more and more TV channels, websites and magazines, it has become more difficult for
advertisers to reach their target audiences with conventional interruptive advertising such as
commercials in advertising breaks. However, by providing content, the brand engages and connects
with consumers, offering an emotional encounter with the brand, or a brand experience, rather than
just exposure to an advertising message. Read and translate the text: Public relations involves the
cultivation of favorable relations for organizations and products with its key publics through the use of
a variety of communications channels and tools. Traditionally, this meant public relations
professionals would work with members of the news media to build a favorable image by publicizing
the organization or product through stories in print and broadcast media. But today the role of public
relations is much broader and includes: 1. building awareness and a favorable image for a company
or client within stories and articles found in relevant media outlets; 2. closely monitoring numerous
media channels for public comment about a company and its products; 3. managing crises that
threaten company or product image; 4. building goodwill among an organization?s target market
through community, philanthropic and special programs and events. The World Book Encyclopedia
defines public relations, or PR, as "an activity aimed at increasing communication and understanding
between an organization or individual and one or more groups called publics." The ultimate goal of
any public relations effort is for a corporation, institution, organization or individual to win favor with
the general public. In order to do this, the public's interests and concerns must be addressed. Good
communication is the foundation of any successful public relations campaign. Persuasion and
information distribution have been around, in one form or another, since the beginning of time.
However, public relations as an industry or practice has only been around since the early 1900s. With
the dawn of the Industrial Revolution, young corporations discovered that their growth depended on
gaining the goodwill of the masses. Rex Harlow1 scoured through 472 definitions of public relations
to come up with the following paragraph: Public relations is a distinctive management function which
helps establish and maintain mutual lines of communication, understanding, acceptance and
co-operation between an organisation and its publics; involves the management of problems or
issues; helps management to keep informed on and responsive to public opinion; defines and
emphasises the responsibility of management to serve the public interest; helps management keep
abreast of and effectively utilise change, serving as an early warning system to help anticipate trends;
and uses research and ethical communication techniques as its principal tools.

Tema 20. The Internet. 3akpenneHne HaBbIkOB KOMMYHUKaTUBHOIO YTEHUS TEKCTOB NO
cneuunanbHocTu. MapkeTuHr MapkeTuHroBas MHcpopMaums: NoHsATUE U BuAbl OCHOBHbIE
Kareropuu MapkeTuHra Tunonorus rpynn o6u,ectBeHHOCTU. CerMeHTauus pbiHKa ? NOHsATHE U
NPUHLMNbI

yCTHbIVI onpoc , npMMepHbiEe BOMPOCHI:
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Read and translate the text using the dictionary. Search engine marketing (SEM) includes: [l paid
search - in addition to die organic listings or unpaid search listings, brands can pa\ search engines to
display advertising in the form of sponsored links or paid search listing; [I search engine optimization
(SEO) - increasing the number of visitors, or traffic, to a website by improving the ranking of the
website. This means getting a search engine to rank the website high on the search engine results
page (SERP). SEO techniques are classified as white hat if they are recommended by search
engines as part of good web page design, and black hat if they are disapproved of by search
engines. Keyword stuffing is an example of a black hat technique: a web page is loaded up with
keywords to mislead the search engine about the content or interest of the website. Read and
translate the text: PR vs Propaganda It is essential to distinguish corporate public relations from
propaganda, because public perception often confuses the two concepts. Elliott (1975) defines
propaganda as: statements of policy or facts, usually of a political nature, the real purpose of which is
different from their apparent purpose. In this sense propaganda existed before the twentieth century,
but its importance has increased in an age when communication is easier and when it is more useful
to influence ordinary people. The term is used to describe a statement which is believed to be
insincere or untrue, and designed to impress the public rather than to reach the truth or to bring about
a genuine understanding between opposing governments or parties. People do not usually admit that
they are issuing propaganda, and the word is much misused. Propaganda by one?s own government
or political party is described as a policy statement or as a part of its news service; genuine
approaches and statements of policy by another government or party are frequently dismissed as
mere propaganda. This is as true today as when it was written. In order to succeed, public relations
must be transparent, free from bias and demonstrate a two-way dynamic process where the aim is
mutual understanding of the facts even if there is no subsequent agreement on policy or ideology.
Organizations often need to respond to unfavourable criticism. Jefkins (1993) argued for an anatomy
of public relations based on the transfer process, which shows an organization converting four
negative states into positive ones, whereby hostility is converted into sympathy; prejudice to
acceptance; apathy to interest; and ignorance to knowledge.

Tema 21. Buzz marketing.llepeBon Hay4yHO-UccnenoBaTeNbCKUX TEKCTOB NO CreunanbHOCTU C
aHIrMMNCKOro si3bika Ha pycckun. bpeHauHr MoHsTe n hpyHKuum 6peHanHra KoHuenuums
6peHp-nupepcTBa MNoHATMe houpmeHHoro ctuns Ponb 6peHpa B fesATeNbHOCTU OpraHu3aumm
(B maHHOM cny4ae NoHATUS 6peHa M TOproBasi MapkKa yrnoTpeonsoTcs Kak CUHOHUMBbI)

yCTHbIVI onpoc , npMMepHbie BOMPOCHI:
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Read and translate the text using the dictionary. PR - TECHNOLOGIES ON THE INTERNET PR
technologies gained great importance in all fields of human activity. They are used in the fields of
politics, business - sector, charity, etc. The coming age of the Internet has revolutionised the field of
public relations. This revolution has affected not only the means of communication, but also its basis.
Nowadays, Internet undoubtedly plays an important role in the pr activity as it is not only the
communication channel, but transmits information. Its unique properties have radically changed the
very quality of communication. The objective of the Internet - it's assistance in finding partners,
providing opportunities of the right kind of communication for a company. Today almost all
companies, even the smallest, have their representation on the Internet. The application of PR on the
Internet brings real income. Both consumers and businesses benefit. During the global widespread
introduction of computers in all fields of human activity, the role of public relations on the Internet has
increased markedly. In fact, PR? promotion on the Internet has the same goal as the PR - promotion
made by classical methods, i.e. the desire to increase brand awareness, formation and support of
products and services of a company. 2. Read and translate the text. Before dealing with concept
what is ethics in PR it is necessary to learn that Ethics and the Ethical code mean. Ethics is a set of
standards of behavior, morals of some public group or a profession. The ethical code ? the published
statements about system of values and moral aspirations of the people belonging to a certain
profession developed for the purpose of prevention of corruption and also for informing the public on
standards of behavior for people of this profession. Public relations ? activity which is based on
norms of morals and ethics and bears it in masses by means of communication channels. Questions
of ethics and social responsibility of a profession of PR are in the center of attention of the national
and international organizations and associations of public relations. In practice of PR quite often there
are considerable contradictions between the purpose and ethics of means of achievement of this
purpose; there can be questions and concerning the purpose and its morality. Also degree of trust of
the client and even society to PR structure and PR in general is of great importance. Therefore the
PR sphere can't just ignore certain ethical standards.

Tema 22. Opinion essay. NM1ucbmo.
nMcbMeHHas pabota , NpYMepHble BOMPOCHI:

Opinion Essay In an opinion essay express your personal opinion and use "l statements". It is not
necessary to use arguments "for" and "against". You can describe only positive or only negative
aspects of the theme. 1. Introduction Introduce the subject and state your opinion. You can
paraphrase the main problem using a question, proverb or an aphorism. | have always wondered
if/why/whether?, There are so many different views on/possible approaches to?, In order to present
this problem, let me begin with a proverb/famous quote? 2. Body Express your personal opinion.
Every point should be supported by reasons/examples. You can present opposing viewpoints and
give reasons. It can be useful to establish how many different approaches you can take to tackle the
essay question. Show how the problem may be investigated from a number of different "angles" (e.g.
socially, from psychological angle, from ecological angle, etc.) To my mind,... In my opinion,... |
strongly feel that... | believe that... As | see it,... As far as | am concerned,... According to another
opinion ... One can't agree/disagree that... On the one hand..., On the other hand,... Firstly...
Secondly... Thirdly ... Finally... Lastly ... In particular ... Besides ...
Economically/socially/psychologically ... From the angle/viewpoint of ... From a
historical/personal/global perspective..., 3. Conclusion Summarize what you have already said and
restate your opinion using different words. Make sure the conclusion matches the introduction and
the body of your essay To conclude,... In conclusion,... To sum up,... All in all,... Therefore,... Thus,...
To come back to the point raised at the beginning..., However, it must be added...

Tema 23. Sales promotions and displays.ABToMaTu3aLus HaBbIKOB FOBOPEHUS
YCTHbI ONPOC , NPMMEpPHbIEe BOMPOCH!:

PeructpaumnoHHbIin HoMep DAEKTPOHHEH
CrpaHnua 29 13 46. 11} yLH,lf[;F EP‘C}{ Tl:::.r
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1. Read the remarks made by marketing managers and recommend promotional actions. Sometimes
more than one suggestion is possible. Look at A and B opposite to help you. 1 | think we should do
something with a prize. 17d like to reward our most loyal customers and generate some buzz around
the brand. 2 | think we need to attract new consumers and reward our existing clients. Perhaps we
could print some pieces of caper that let people bug the product for a cheaper price. 3 Why don?t we
have some little signs on the shelves or on the product itself? What about the ones that bounces up
and down as you walk past or as you move the product? 4 1?d like to have something big,
eye-catching and functional. Maybe at the end of the aisle, where the customer can take the product
and see the special offers. 2. Comment on the following: 1.'lf a company at the centre of a crisis is
seen to be unresponsive, uncaring, ...[or]... reluctant, the damage indicted on its reputation will be
lasting - and measurable against the financial bottom line' (Regester and Larkin, in Kitchen 1997:
215). 3.Comment on the following: .'"A good reputation enhance profitability because it attracts
customers to the company's products...'Fombrun (1996: 81) 4. Comment on the following statement:
The day you write to please everyone you no longer are in journalism. You are in show business 5.
Agree with or contradict the following statement. Supply some additional information, expressing your
own opinion: "An image is synthetic. It is planned: created especially to serve a purpose, to make a
certain kind of impression." (A person's image is) "a visible public personality as distinguished from
an inward private character. 6. Agree with or contradict the following statement. Supply some
additional information, expressing your own opinion: "By our very use of the term we imply that
something can be done to it; the image can always be more or less successfully synthesized,
doctored, repaired, refurbished, and improved, quite apart from [though not entirely independent of]
the spontaneous original of which the image is the public portrait." 7. Research the examples, where
image and corporate identity had the public influence. Report the results in a group. 8. Ethics, codes
of Ethics, a set of rules, regulations, behavior, conduct, morality. What is your understanding of these
words and expressions? 9. Answer the following questions: 1. How do you understand ?effective
public relations?? 2. Why are the terms publics, markets and audiences often confused? 3. What is
publics, markets and audiences? 10. Choose one of the following tasks and do it at home. Report
about the results of your work in the class: Conduct a survey amongst your groupmates. How many
access news via the internet, and how many via printed newspapers, radio or television?

Tewma 24. Direct mail and e-mail. ABTOMaTU3auus HaBbIKOB KOMMYHUKaTUBHOIO YTEHUS TEKCTOB
no cneuunanbHocTu. MeauinHoe none OCHOBHbIe pecypcbl MeauinHoro nons Llenu n sapayun
MeaOuauccnenoBaHuUn

yCTHbIVI onpoc , npMMepHbie BOMPOCHI:

PeructpaumnoHHbIin HoMep DAEKTPOHHEH
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Read and translate the text using the dictionary. The United States Postal Service describes the
advantages of its direct mail service on its web. Targeted: focus on your specific audience, directing
your campaign (or - mailshot / mailing) to the market you want to reach. Personal: address customers
by name. Write specific messages for them and - personalize your message. - Flexible: a variety of
formats, including letters, postcards, or brochures. Be creative with colors and graphics. Offer a free
sample of your product. - Tangible: customers can hold your mail piece. Coupons or free samples
included in your mail piece help encourage customer interaction by getting them to use the product. -
Measurable: track the results of your Direct Mail campaign by counting the responses or inquiries it
generates. Work out the cost per response for each campaign or go a step further and calculate the
cost per conversion - how much each sale cost in terms of direct mail spending. - Cost-effective: your
targeted message goes directly to the people you want to reach. Read and translate the text.
Effective public relations begins with knowing who you deal with. The public relations practitioner,
therefore, begins by identifying the organization's publics, groups of people connected with the
organization. This requires a general understanding of what a "public" is as well as knowledge about
the various types of publics relevant to most organizations. To identify an organization's publics, you
must be able to distinguish publics from other groups that are of interest to the organization. In
particular, publics are often confused with audiences and markets. The truth, however, is that these
groups are distinct in significant ways. Publics. To a public relations practitioner, there is no such
thing as the "general public." It's impossible because the very concept of public is specific and limited.
They are bunches rather than loose twigs, mosaics rather than isolated chips. Each public is
homogeneous in the sense of its members sharing a common bond of interest or concern related to
an organization, although one that may not always be apparent to them. Beyond this shared
relationship with the organization, the members of a public may have little in common and often have
no demographic similarities. Publics are, for example, patients of a doctor with AIDS, volunteers at a
soup kitchen, homeowners whose side streets are congested by college students, and repeat patrons
of a vegetarian restaurant. The public may be supportive of the organization (frequent customers) or
nonsupportive (striking employees or picketing ex-customers). Markets. An organization's markets
(also called market segments) are a specific type of public. They are groups of people whose defining
characteristic is that they are potential buyers, customers, patrons, patients, clients or otherwise
spenders who are sought out by a business. Members of markets do not necessarily have anything in
common except the ability and potential to spend money on the organization's products.

Tema 25. Logos. ABTOMarn3aumsa HaBbIKOB ayavMpoOBaHMA NO crieuunanbHOCTM Buabl peknamsl
OCHOBHbI€e 3Tanbl pa3paboTku NONTUYECKOWN peK/TaMHO-aruTauMOHHON KaMnaHuu.
CooTHolweHue PR peknambl U nponaraHabl

YCTHbI onpoc , NpyMepHble BOMPOCHI:
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1.Components of a Public Relations Campaign - http://www.youtube.com/watch?v=HrF-QQYK9r4 2.
Listen to an interview with George Tannenbaum and answer the questions. | Which other members
of his family have worked in advertising? 2 When did George start working in advertising? 3 What
wasn't he allowed to do when the family were watching TV? 4 Why does he think jingles are so
memorable? 5 What kind of adverts were the H.O. Farina TV commercial? 6 What happens in the
story of Wilhelmina and Willie? (script ) | = interviewer, G = George Tannenbaum Part 1 | What first
drew you to advertising as a career choice? G What drew me to advertising was actually, in a weird
way, | had no choice, I'm a third generation advertising guy. My father's brother, my uncle, who was
15 years older than he, was in advertising believe it or not in the 1940s in Philadelphia. My father kind
of took the baton from him, was in advertising and | grew up with it, so I've been making a living in the
business since 1984. It's a long t ime. It's 30 years. | Do you still remember any commercials from
your childhood? G So | remember a lot of commercials, you know, growing up in an advertising
household as we did, TV was more of a social event in those days, there wasn't a TV in every room,
like the family would gather to watch television. And, we were told not to talk, you know, during the
commercials, we could talk during the shows, so | grew up kind of watching commercials. | remember
a lot of commercials. | bet you most people of my ,er, generation would remember a lot of ... | feel
kind of guilty saying this because they are usually decried as not very creative, but you remember a
lot of jingles. | What do you think makes jingles memorable? G Among purists in the f ield, jingles are,
you know, laughed at, scoffed at, but God you remember them. You know they, what do they call
them, ear worms? They get into your head and you can't get them out sometimes and you add that to
you know almost everyday exposure six times a day, it's going to get in there. | can do, there was a,
you know, there was a, there was a, | could sing one for you, there was a kids hot cereal, a hot cereal
for children called H. 0 . Farina and it was an animated cartoon, it was very rudimentary. If you saw it
today, you wouldn't believe it was a national-broadcast cartoon and it was a little story of Willie and
Wilhelmina, and Willie trips on a rock and he goes, 'Every day | trip over that rock, Wilhelmina.' And
she says, 'Move it, Willie." And he says, 'Can't, too big.' And | bet you I'm getting this word for word if
you could find it. And she says, 'l will." And he says, 'Huh, you're a girl." And she picks it up and then
the jingle comes up and it goes 'Strong Wilhelmina eats her Farina.' Like | said, | probably heard that
500 times, maybe more, when | was growing up because it was, it was every weekend for about eight
years.

Tema 26. Public Relations and lobbying.FABTOMaTu3auus HaBbIKOB 3KCTEHCMBHOIO YTEHUS MO
cneumanbHocTU. Peknama: knaccucpukaums Peknama Ha TB: cyw,HOCTb 1 0COBGEHHOCTH
Peknama B neyatHbix CMU: cywHOoCTb M 0co6eHHOCTU Peknama Ha pagmuo: CyLLHOCTb U
ocobeHHocTM OCcOOEHHOCTU peKsiaMbl Ha paguo

yCTHbIVI onpoc , npnMepHbie BOMPOCHI:
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Read and translate the text using the dictionary. Lobbying is the process of seeking to influence
policy-makers, the people who decide government legislation, and to influence voting. Lobbying is the
business of professional lobbyists or public affairs consultants - often former ministers who have
contacts with politicians. Many private sector companies, non-profit organizations or even overseas
governments employ public relations firms to lobby on their behalf - that is, to promote their interests -
to maintain relationships with policy-makers and to influence the decision-making process (how
people make decisions). For example, the smoking lobby promotes the interests of tobacco
companies. Read and translate the text using the dictionary. Types of Publics To identify publics
completely, you should go about it systematically. A useful approach comes from systems theory, the
study of patterns of associations, or linkages, that define the relationships between groups of people.
Look for the organization's linkages among the groups most likely to affect the organization in some
way. This process, called a public relations audit, covers four basic types of publics: customers,
producers, enablers, and limiters. Customers. An important grouping of publics is found in an
organization's customer base?the people who use the organization's product or service. Consider the
following organizations and their consumer publics: Hospitals have patients, merchants have
shoppers, schools have students, TV stations have viewers as their "customers." Try to identify
publics as narrowly as possible. Hospital customers, for example, can include first-time patients,
pediatric patients, underinsured patients, repeat patients, and so on. Producers. Another important
group of publics consists of producers, the people who provide the organization's service or product.
They include employees and volunteers as well as suppliers of goods, services, and financial
resources. Examples of producer publics include doctors and nurses working at the hospital, clerks
and managers of the merchants, teachers and taxpayers who support the schools, and reporters and
production crew at TV stations. The producers of this book include its authors, editors and
compositors. Enablers. Other publics in some way enable your organization to operate and
communicate. These enablers may be professional colleagues, formal or informal regulators such as
government agencies or trade associations, and the communication media. Following are examples
of enabler publics: state health agencies and medical associations that set standards for hospitals,
the Chamber of Commerce and business media that affect the environment for merchants, teacher
groups and the state education department that affect schools, groups such as the National
Association of Broadcasters that try to create a healthy professional environment for TV stations, and
the publishers, bookstores and reviewers that enable this book. Limiters. Some publics are the
opposite of enablers. These limiters are publics that threaten or restrict the organization's
performance. They may include formal or informal competitors and other groups that seek to impede
the organization in a variety of ways, such as pressure groups, unions, public watchdog
organizations, and governmental entities. For example, pharmaceutical companies may threaten
hospitals with rising drug costs, changing residential patterns can hurt neighborhood stores, budget
cuts could impede the educational program of a school, a threatened union walkout could hurt the TV
stations, and strong competition from another book could adversely affect the continued existence of
this text.

Tema 27. Event and sports sponsorship. lNepeBon Hay4yHO-UccnepnoBaTeNbCKMUX TEKCTOB MO
creuuanbHOCTU C aHIMIUNCKOro si3blka Ha pycCcKui. Pexunccypa peknambl: OCHOBHbIe
TeXHOJIornmn

yCTHbIVI onpoc , npnMepHbie BOMPOCHI:
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Read and translate the text using the dictionary. Art sponsorship: some companies choose to he
patrons of the arts and sponsor an artist or artistic event. Educational sponsorship: a company
sponsors a school, university or educational programme. Sports sponsorship: the brand sponsors a
sports team or event. Worldwide events, such as the Olympic Games or the FIFA World Cup, have
often been victims of ambush marketing, where a company that is not an official sponsor or partner
tries to associate itself in the consumers' minds with the event. They can then give the impression of
being a worldwide partner, without paying sponsorship fees. Cause related sponsorship: this is a
sponsorship deal between a company and a good cause or charity. Read and translate the text using
the dictionary. The development of public relations in Russia differs significantly from the
development of this profession in the United States. This difference is created not only by the youth
of the fields in Russia, but also by the lack of Russian scholarly works about the theory of public
relations. Public relations theory is heavily drawn from journalism, whose impact on Russian public
relations hast to be addressed. Traditionally, it was journalism and business scholars who began to
define and discuss the conceptual frameworks and worldviews of public relations. Since then
business scholars have concentrated on the management and marketing functions of public relations
(which one can call business-type public relations), whereas journalism scholars have focused on the
management-communication function (which one can call journalism type public relations). The
complexity of the industry is a mirror of the complexity of Russia itself: a country of over 140 million
people, 11 time zones, hundreds of cultures, nationalities, and many religions. It is a place where
East meets West, and where Christianity co-existed with Islam for centuries. We also need to
remember that the process of building a market economy has been painful. The Russian Public
Relations Association (RPRA), established in July 1991, is the first Russian professional and
non-commercial organization that unites Russian and foreign public relations specialists. RPRA has
established close cooperation with international public relations organizations and so recognizes and
follows the codes of ethics and working practices established by the Confédération Européenne de
Relations Publigues (CERP), the International Public Relations Association (IPRA) and the Chartered
Institute of Public Relations (CIPR). When the term ?public relations? or ?PR? appeared in Russia?s
vocabulary it became a popular expression, but there was little understanding of the term and the role
public relations plays in a modern business environment. Most of the population?s knowledge of
public relations is limited to recognition of its role within political conflicts over the last years. Russia is
spread over a wide territory and relies heavily on the media for information.

Tema 28. Article. NMucbmo.
nMcbMeHHas paboTta , NpPUMepPHble BOMPOCHI:

PeructpaumnoHHbIin HoMep DAEKTPOHHEH
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Article An article is a written, non-fiction essay. Articles usually appear in magazines, newspapers,
academic journals, or the Internet. Writing articles often requires a session of note taking and
research. Your article should be interesting and easy to read. It should also have absorbing content
and a title that catches the reader's attention. Your article must include: ? informal style ? correct
grammar and spelling ? an interesting heading Your article must NOT include: ? unnecessary or
contradictory information ? jargon or slang ? grammatical or spelling errors How to write an article
Before you start writing your article, decide what you are going to write about. Determine the topic of
your article and brainstorm for ideas. Ask yourself the question: Who are you writing for? If you are
writing an article for your school magazine, a more informal style is appropriate. If you do not know
the topic very well, you should collect more information in this field. Do your research. You can use
different magazines, books or documents, search the Internet or talk to an expert in this field. Write
an outline or a summary of your article. It will help you focus on the main points of the article. Write
an introduction (what you are going to tell your readers about). Try to make your reader interested in
your article from the very beginning. Have you ever...? Do you know that...? Have you ever thought
of...? Write the body of your article. Divide it into paragraphs. Give examples and express your
opinion to catch your reader's attention. If you are describing some event, make sure your article
answers five questions: WHY, WHERE, WHEN, WHAT and HOW. Take... for example... To my
mind,... To my point of view, ... | believe that... As far as I'm concerned,... As | see it,... Write a
conclusion. Conclusions sometimes include your suggestions and recommendations too. Let's...
Try... Why not...? Additional tips. ? The text of your article should flow smoothly Make sure that the
language of your article is not boring. Try to make your article interesting. ? Write in a simple
language that the average person can understand. ? Try to develop a conversation with your reader.
Use the words "you" and "we". 8. Choose a headline and write your own newspaper article.
Newspaper Article 1 TRUCK CRASHES INTO LIVING ROOM Leading sentence: provide your
leading sentence Article content: write at least three short paragraphs about the incident Newspaper
Article 2 LOCAL COUNCIL: ACTION NOT PROMISES Leading sentence: provide your leading
sentence Atrticle content: write at least three short paragraphs about the incident Newspaper Article 3
LOCAL FOOTBALL PLAYER WINS BIG Leading sentence: provide your leading sentence Article
content: write at least three short paragraphs about the incident

Tema 29. Event and sports sponsorship. CoBepLueHCTBOBaHME HaBbIKOB roBopeHusi. UHTepHer
KaK KaHan JocTaBKu KOHTEHTa: BO3MOXHOCTU U 0COBEeHHOCTH

yCTHbIVI onpoc , npMMepHbie BOMPOCHI:

KETPOHHBH
B_EPCHTET

SHHO AHATVTAHES AR CHCTEMA Kby

PernctpaunoHHbIn HoMep 5AE
CrpaHnua 35 13 46. 111 yLH,lf[



Mporpamma amcumninHbl "MIHOCTPaHHbI S3blk NpoddeccuoHansHoro obwermns"; 42.03.01 Peknama 1 cBsiav ¢ 06WeCTBEHHOCTBIO; LOLIEHT,
K.H. Fann I".®. , ctapwwuit npenoaasartenb, 6/c Hypxamutos M.P.

1. Talk in small groups. 1 Which of the marketing techniques might influence you to buy (or not buy)
the product? 2 Have you bought something recently which wasn't as good as the advertisement
made you think? How was the advert misleading? 3 What are viral adverts? Have you ever forwarded
one to other people? Do you have a favourite one? 4 Can you think of a recent advert which made
you not want to ever buy the product? Why did the advert have this effect on you? 5 Are there any
brands which you think have a really good logo or slogan? Does it make you want to buy the
products? 2. Sentence race: Try to complete as many sentences as you can in two minutes. 1 | think
the advertising of expensive toys should be banned, so that ... 2 In spite of a huge marketing
campaign, ... 3 Although they have banned most cigarette advertising, ... 3. Answer the questions
with a partner. 1 Do you think you're influenced by advertising campaigns? 2 Is there any product that
you think shouldn't be advertised? 3 Are there any brands that you think make very good or very bad
adverts? 4 Are there any jingles or slogans that you remember from your childhood? Why do you
think they were so memorable? Are there any others that have got into your head since then? 5 Are
there many billboards in your country? Do you think they make the streets uglier or more attractive? 6
How important do you think humour and celebrities are in advertising? 4. Talk about Methods of PR
activities 5. Answer the following questions: Why is it important to have responsible mass media?
What are the main principles of freedom of information? What are the main principles of freedom of
media? What are different kinds of mass-media responsibility? 6. Role-play: Study the background
information and work in pairs, one of you will be a representative of the company and the other one ?
PR practitioner explaining ways of enhancing company?s image via media relations. Background
information. For some years, Marks & Spencer (M&S) was the benchmark for quality produce and
clothing. Indeed, the company was so confident that for many years it did not spend anything on
advertising, relying on the reputation which had been built up over many years. Problems at top
management level and a severe drop in profits had far-reaching effects on all aspects of the
company. Clothes were denounced as dowdy by the fashion press. Speculation about possible
takeovers still had to be quelled. Financial and corporate help was hired from Brunswick, recognising
that M&S had previously neglected this area. Whereas previously the product spoke for itself, M&S
has had to fight for coverage more recently. On the fashion side, the introduction of the Autograph
designer range went some way towards improving the fashion ranges. The food area had its fair
share of issues to deal with. There were one or two product recalls each year. Some milk chocolate
bunnies were found to cause an allergic reaction, and it was found that they had been made on a
production line next to one where nuts had been used and some dust may have blown over. Genetic
modification (GM) of food also caused problems for Marks & Spencer. Initially, M&S welcomed the
emerging science, and issued a statement that ?good science, well applied, is an essential principle
of our business?. 7. Prepare reports on the following topics: - Writing in PR and in journalism - An
important part of public relations work is the image 8. Answer the following questions: 1. How did the
first PR model appear? How did it work? 2. What are its disadvantages? Is it used nowadays? 3. Can
you explain the difference between public information model and press agentry model? 9. Answer the
following questions: How competent do you feel in dealing with the internet? With social media?
10.Prepare a report about related sciences (advertising, marketing and journalism)

Tewma 30. Public and Corporate advertising. CoBepLueHCTBOBaHMEe HaBbIKkOB KOMMYHUKaTUBHOIO
YTeHUs1 TEKCTOB Mo cneuuanbHocTu. MaccoBasi UHcdpopmauus. MoHsTUe U cywHOCTb. NMoHsATHE
1 cpyHkuum CMU

yCTHbIVI onpoc , npMMepHbie BOMPOCHI:

PeructpaumnoHHbIin HoMep DAEKTPOHHEH
CtpaHnua 36 13 46. il VHITI Fl EP C{PI TET
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Read and translate the text using the dictionary. Product advertising is an important part of the
marketing mix. lts aim is to increase sales by making a product or service known to a wider audience
and by emphasising its positive qualities. A company can advertise in a variety of ways, depending
on how much it wishes to spend and the size and type of audience it wishes to target. The different
media for advertising include television, radio, newspapers, magazines, the Internet and direct mail.
The design and organization of advertising campaigns is usually the job of an advertising agency.
Corporate advertising is not directly concerned with increasing sales of a particular product or
service, but more with the brand image, or picture, a company wants to present to the public. Public
relations (PR) experts specialize in organising activities and events which generate positive publicity
for companies. Unusual advertising campaigns sometimes get extra publicity for the company by way
of media reports about the campaign. Read and translate the text using the dictionary. The coming
age of the Internet has revolutionised the field of public relations. This revolution has affected not only
the means of communication, but also its basis. Nowadays, Internet undoubtedly plays an important
role in the pr ? activity as it is not only the communication channel, but transmits information. Its
unique properties have radically changed the very quality of communication. The objective of the
Internet ? it's assistance in finding partners, providing opportunities of the right kind of communication
for a company. Today almost all companies, even the smallest, have their representation on the
Internet. The application of PR on the Internet brings real income. Both consumers and businesses
benefit. During the global widespread introduction of computers in all fields of human activity, the role
of public relations on the Internet has increased markedly. In fact, PR? promotion on the Internet has
the same goal as the PR ? promotion made by classical methods, i.e. the desire to increase brand
awareness, formation and support of products and services of a company.

Tema 31. Opra|-||n3au.m| un nposeneHue I1p639HT3LIMI7I. COBepLIJeHCTBOBaHVIe HaBbIKOB
ayavpoBaHuda nNo cneunaiabHOCTU.

YCTHbI onpoc , NpyMepHble BOMPOCHI:

PeructpaumnoHHbIin HoMep DAEKTPOHHEH
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Mporpamma amcumninHbl "MIHOCTPaHHbI S3blk NpoddeccuoHansHoro obwermns"; 42.03.01 Peknama 1 cBsiav ¢ 06WeCTBEHHOCTBIO; LOLIEHT,
K.H. Fann I".®. , ctapwwuit npenoaasartenb, 6/c Hypxamutos M.P.

The importance of Body Language in Presentations -
http://www.youtube.com/watch?v=IqqiDw58NSE Listen to five people talking about advertising. How
many of them say they are influenced by advertising campaigns? listen again. Who (J, D, El, |, or Y)
... ? - is against adverts which can make smoking seem attractive to young people - prefers to do
their own research before they buy a product - say that they are concerned about young people's
health - is not sure we should ban the advertising of unhealthy products - thinks that women are
sometimes exploited in advertising (script) | = interviewer, J =Jeanine, D = Dustin, El= Elvira, Iv =
Ivan, Y = Yasuko Jeanine | Do you think you're influenced by advertising campaigns? J Most
definitely. I Is there any product that shouldn't be advertised, in your opinion? J Alcohol and junk food
to children. | Why should those ads be banned? J Because it's promoting something that's unhealthy
and that, especially junk food for children, when they see it they're very susceptible to the adverts and
then they want it immediat ely and it's a problem. Dustin | Do you think you're influenced by
advertising campaigns? D | am sure | am, probably not consciously, but I'm sure subconsciously. | Is
there any product that shouldn't be advertised, in your opinion? Why should those ads be banned? D
I mean I, | don't care for, for cigarette ads or alcohol ads, but should they be ad .. ., or should they not
be advertised? That is not a decision | should make, so | don't think so. Elvira | Do you think you're
influenced by advertising campaigns? E I'm not very influenced by ad campaigns, I'm influenced by
reviews. | Is there any product that shouldn't be advertised, in your opinion? Why should those ads
be banned? E The only thing that comes to mind that should be banned from advertisements is, |
think they t end to use the female body, um, inappropriat ely to sell things and items. That's pretty
much the only thing t hat | can think of. lvan | Do you think you're influenced by advertising
campaigns? Iv | think that everyone is somewhat influenced by advertising campaigns, even on a
minor level. | Is there any product that shouldn't be advert ised, in your opinion? Why should those
ads be banned? Iv Perhaps cigarettes shouldn't be advertised because children, um, probably
shouldn't be seeing t hem advert ised in a cool or exciting manner. Yasuko | Do you think you're
influenced by advertising campaigns? Y | think a lot of people are usually influenced, you know, a
little by advertisement, especially because we've, there's so much advertisement on media. And we
watch a lot of TV, you know, internet. | try not to be, | try to research the product on my own using
internet or whatnot, and choose the, and try to choose the best product. Not because of the
advertisement. | Is there any product that shouldn't be advertised, in your opinion? Why should those
ads be banned? Y Advertisements for, er, cigarettes, | think should be banned. Um, | don't think
there's anything positive about cigarette smoking, so | think that anything that causes health issues or
bad influences or addiction should be banned from being on commercials.

Tema 32. CMU kaKk MHCTPYMEHT KaMnaHuu No CBA35IM ¢ obLi.ecTBeHHOCTbIO Mpecc-penns u ero
OCHOBHble Buabl. CoBepLUeHCTBOBaHUE HaBblKOB 3KCTEHCUBHOIO YTEHUA MO cneuuanbHOCTH.

yCTHbIVI onpoc , npMMepHbie BOMPOCHI:
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Read the texts about translations of slogans and brand names, and note the problem in each case.
Many advertisements contain a slogan or short phrase to attract the consumer's attention. Effective
slogans are usually short, easy to remember, easy to repeat and easy to translate for international
markets. In Taiwan, the translation of the Pepsi slogan "Come alive with the Pepsi generation" came
out as "Pepsi will bring your ancestors back from the dead". When Parker marketed a pen in Mexico,
its ads were supposed to say "It won't leak in your pocket and embarrass you'.' However, the
company translated 'embarrass' as 'embarazar’, which means 'to become pregnant'. So the ads said
"It won't leak in your pocket and make you pregnant". In Italy, a campaign for Schweppes Tonic
Water translated the name as Schweppes Toilet Water. Colgate introduced a toothpaste in France
called Cue, the name of a French pornographic magazine. When Braniff Airlines translated a slogan
for its comfortable seats, 'fly in leather' it came out in Spanish as 'fly naked'. Read and translate the
text using the dictionary. The speechwriting process Public relations practitioners often must prepare
speeches, either to deliver personality or to serve as scripts for others. Usually, the most effective
way to deliver a speech is to work from an outline and notes rather than from a completed script.
Occasionally, however, you must develop a full-blown script, such as when preparing a speech for
someone who has not learned how to speak from notes or who will be delivering the speech in a
formal setting such as congressional testimony or a keynote address to stockholders. Either way, the
following steps provide a useful route toward preparing effective speeches. Learn About the Speaker.
Before writing anything, take some time to get to know the person who will be delivering the speech.
If that's you, this step is a breeze. But if you will be writing a speech or preparing speech notes for
someone else, take the time to learn about the speaker. Let's say you are drafting a speech for your
company president to deliver before an important legislative committee in the state capital. For your
president to do a good job, she will need a solid speech carefully tailored to her particular speaking
style. Can she tell a good joke? Use an inspiring quotation? Share a personal story? Arouse an
audience to passion? If she can, then you might want to include a joke, quotation, story or exhortation
in the speech. However, if she hasn't learned how to tell a personal story without sounding wooden, it
is better to avoid one. If her style of delivery would flatten even the most zealous appeal, by all
means give her something else to say. How can you find out about the speaker's delivery style?
Listen to a speech given by your speaker. Meet with the speaker and record the conversation, so you
can later review how the speaker uses language. Ask about her comfort and competence in various
presentation styles.

Tema 33. CBo6oaa n otBeTcTtBeHHOCTb CMU B Pd.MepeBon HayyHO-UccnenoBaTesbCKmux
TEKCTOB MO CneLuanbHOCTU C aHIMUUCKOro i3blka Ha PyCCKUN.

yCTHbIVI onpoc , npMMepHbie BOMPOCHI:
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Read the text opposite about controversial advertising. Do you think the VW campaign was
successful? Is Volkswagen bold or stupid? Across France, workmen have been busy scraping off
10,000 billboard advertisements for its new Golf following furious complaints from the Catholic
Church. In a series of posters, the German carmaker's model was likened to a religious revelation;
one that showed Jesus at the last supper recommending the car to his disciples. VW's agency DDB
Needham doubtless thought its advertising was ironic and extremely up-to-date. After all, the admen
presumably figured, if outrageous advertising worked for the likes of Benetton, it could work to revive
the image of the Golf, which is frankly rather old-fashioned. After the Catholic Church threatened to
sue for Ffr 3.3 m ($550,000) to obtain reparation for the damage suffered by Christians, the agency
and the carmaker confessed to their sins and agreed to remove the ads. "We have no disrespect for
the fundamental values of society nor for the beliefs of the faithful”, said a spokesperson for DDB
Needham. "We decided to retract the posters immediately in order to show our respect for the faith
and the feelings expressed by certain believers". The agency?s penance has included making a
substantial donation to a Catholic charity. Read and translate the text using the dictionary. Newsletter
writing style Newsletter writing is concise and crisp with a style that is informal but not chatty.
Although there is no standard length for newsletter articles, they often are between 300 and 500
words; some items are only a paragraph or two. Organizational magazines generally feature longer
articles. Some newsletters include journalistic-type reporting in the form of news articles, briefs and
features about people and programs related to the organization. Others have adopted a style
featuring bulleted items in terse businesslike language that capsulizes information, referring readers
to other sources for additional information. Because most newsletters are sponsored by the
leadership of particular organizations, writers need to do everything possible to maintain credibility
with their readers. One way is to edit out subservient references to organizational leadership,
avoiding anything that appears trite, self-congratulatory or overtly promotional. Another way of
maintaining credibility with readers is to select quotes with care, using quotes with impact and
relevance rather than those that are merely platitudes and cliches. Additionally, writers and editors of
newsletters should follow a stylebook for consistency. The Associated Press Stylebook is a good
beginning point, although newsletters often modify it for their particular readers. For example,
newsletters may capitalize job titles and department names even though the standard stylebook calls
for lowercase. They also may use courtesy titles and abbreviations common within their industry or
profession. Likewise, newsletters often use jargon commonly understood by their readers but not by
the general public

Tewma 34. Report. NMucbmo

MNMucbMeHHas paboTta , NpPMMEpPHbIE BOMPOCHI:

A report is a document which presents specific, focused content - often the result of an experiment,
investigation, or inquiry - to a specific audience. The audience may be public or private, an individual
or the public in general. Reports are used in government, business, education, and science. They
often use persuasive elements, such as graphics, images, or specialized vocabulary in order to
persuade that specific audience to undertake an action. Your report must include: ? formal language;
? correct grammar and spelling; ? clear headings for each paragraph; ? suitable expressions that are
correct in the context. Your report must NOT include: ? informal language; ? contractions; ? many
phrasal verbs; ? spelling and grammatical errors. How to write a report Report Plan: 1) initial
information; 2) introduction; 3) body: paragraph 2 heading; 4) paragraph 3 heading; 5) paragraph
heading; 6) conclusion/recommendations. Your teacher has asked you to write a report on the
ecological situation of your town/city and to compare it with the ecological situation of the
neighbouring town/city. Write about air and water qualify, traffic-jams, public transport and local
factories. Try to use some figures to prove your point of view. Write 200-250 words.

Utorosas ¢popmMa KOHTponsi

3ayerT (B 5 cemecTpe)

UtoroBas cpopmMa KOHTpons

3ay4erT (B 6 cemecTpe)

Utorosas ¢popmMa KOHTpons

3ay4erT (B 7 cemecTpe)

UtoroBas cpopmMa KOHTponsi

3K3ameH (B 8 cemecTpe)
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MpumepHble BONPOCHI K MTOrOBOM POPME KOHTPONS

Bonpochl k 3a4ery:

[MpumMep rpamMmaTnyeckoro TecTa

Analyze the following sentences and translate them into Russian:

. The man addressed by him turned out to be a teacher.

. Having been sent only yesterday the letter could not have been received this morning.
. Their work completed the assistants left.

. The figure represented an animal, its total length being two and a half inches.

. | happened to look back and saw the men getting in and the car starting.

. The problems to be discussed were of great importance.

. Historians appear to know but little of his life.

. All this, were it to happen to me now, would seem perfectly natural and normal.
9. Now we see that she does know the subject well.

10. It is by no means unreasonable to compare these data.

0O NO Ok~ WN =

KoMMyHVKaTMBHOE YTEHUE: TEKCT Hay4HOro xapaktepa He 6onee 1200 n.3. Ha NOMCKOBOE YTeHMe (C
nocnenyowmnm NMCbMEHHbIM OTBETOM Ha BOMPOCHI) UK Ha YCTHOE pedpepmpoBaHme - 15 MUHYT;

Public relations as a distinct occupation is almost exclusively a development of the twentieth century
and the mass society which characterizes it. Big governments, big corporations, and big institutions
of all kinds have proliferated since 1900. The managers of these big organizations often feel remote
from the groups they serve. Headquarters, whether it be of a government bureau or a business
corporation, is often psychologically and physically distant from its publics. In recent years many
managements have employed public relations specialists within their organizations (or as outside
consultants) in an effort to overcome hostility, misinformation, or just plain apathy toward themselves.
Business corporations in the United States tend to be larger consumers of public relations services
than government bureaus, labor unions, or nonprofit social and voluntary groups. Why should this be
so? In the case of government agencies, both state and federal, the party out of power is reluctant to
permit too much money to be allocated for information and public relations activities which may
enhance the opposition's ability to retain power.

becepna no temam, n3y4eHHbIM B CEMECTpE.

. History of the Media.

. What is Public Relations?

. PR in politics

. Delegation of powers

. Public Relations and the Press.
. TV and Radio.

. The Internet.

. Logos.

9. Public Relations and lobbying.
10. Event and sports sponsorship.
11. Product and Corporate Advertising.

0O NO Ok~ WN =

Bonpochkl k ak3aMeHy:

1. KoMMyHVKaTMBHOE YTEHUE: TEKCT HAay4HOro xapaktepa He bonee 1200 n.3. HAa NONCKOBOE YTEHMWE
(c nocnegnyowmnm

MMCbMEHHBIM OTBETOM Ha BOMPOCHI UM ) UMK Ha YCTHOE pedoepupoBaHme- 15 MUHYT

PeructpaumnoHHbIin HoMep DAEKTPOHHEH
Ctpanunua 41 n3 46. il VHITI Fl EP C{PI TET

PHEOFMALMOHHD AHATKTAHECOAR CHCTEMA Kby
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Public relations practitioners often must prepare speeches, either to deliver personality or to serve as
scripts for others. Usually, the most effective way to deliver a speech is to work from an outline and
notes rather than from a completed script. Occasionally, however, you must develop a full-blown
script, such as when preparing a speech for someone who has not learned how to speak

from notes or who will be delivering the speech in a formal setting such as congressional testimony or
a keynote address to stockholders. Either way, the following steps provide a useful route toward
preparing effective speeches. Learn About the Speaker. Before writing anything, take some time to
get to know the person who will be delivering the speech. If that's you, this step is a breeze. But if you
will be writing a speech or preparing speech notes for someone else, take the time to learn about the
speaker. Let's say you are drafting a speech for your company president to deliver before an
important legislative committee in the state capital. For your president to do a good job, she will need
a solid speech carefully tailored to her particular speaking style. Can she tell a good joke? Use an
inspiring quotation? Share a personal story? Arouse an audience to passion? If she can, then you
might want to include a joke, quotation, story or exhortation in the speech. However, if she hasn't
learned how to tell a personal story without sounding wooden, it is better to avoid one. If her style of
delivery would flatten even the most zealous appeal, by all means give her something else to say.
How can you find out about the speaker's delivery style? Listen to a speech given by your speaker.
Meet with the speaker and record the conversation, so you can later review how the speaker uses
language. Ask about her comfort and competence in various presentation styles.

2. [ncbMeHHbIN NepeBo TeKCTa Hay4YHo-nccnenosaTenbckoro xapakrepa (1800-2000 n.3., 50-60
MUHYT) cO crnosapeM. [1pumep TekcTa Ha nepeso..

An important part of public relations work is the image. What is meant by image? It can be defined as
being: the impression gained according to the level of knowledge and understanding of facts (about
people, products or situations). Wrong or incomplete information will give a wrong image. For
example, people often refer to India, meaning the whole sub-continent, whereas in fact India is only
part of it, together with Pakistan and Bangladesh, both independent states in their own right.

There are several different sorts of image, all of which have roles for public relations:
the mirror image - what we think we look like often an illusion due to wishful thinking.

the current image - what people outside think of an organization, or a person. Often this image is due
to misunderstanding, lack of knowledge and understanding, or even to hostility.

the wish image - the image that the organization wishes to achieve. This type of image mostly applies
to something new.

the corporate image - the image of an organization. This is very important in public relations terms,
and is made up of many facts, such as its history, reputation, stability, financial success etc. The
corporate image is how an organization presents itself to the outside world.

the multiple image - sometimes organizations have different divisions, with each having its own, quite
separate corporate identity, or image. This can be confusing to the public, but can be overcome by
using symbols, badges or other means to provide an identifiable group image.

Today we use the term "image" to convey what a person or an organization appears to be, which is
sometimes very different from who/what they actually are in private.

3.KoHTponbHas paboTta no rpammarmke

[MpnmMep rpamMmaTnyHeckoro TecTa

Analyze the following sentences and translate them into Russian

. We should look at the statement, he said, in the light of what was said at the previous meeting.
. A legal system will not execute its rules without the work of a great number of people.

. The legal system deals with the control of behavior.

. This question will be discussed at the conference which shortly opens in Mos?cow.

. The secretary general was the first who raised this question.

. The first person who raised objections was the Minister himself.

. This was not a matter which could be easily agreed upon.

. The shape of things which were coming is shown by the data obtained by the experts.

0O NO Ok~ WN =

PernctpaumnoHHbIii HoMep am PAEKTPOHHBH
Ctpanunua 42 n3 46. il VHHBEP‘CFITET
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9. He had no objections he could make.
10. | was awakened because they talked loudly.

11. That method of support was quite different from those which were employed at the time in other
mines.

12. If we don?t receive any reply by the end of the month we will consider the order cancelled.
13. | remember that the stocks fell drastically.

14. We look forward that much attention will be given to this question.

15. All the evidence of past words and deeds is against to make the agreement possible.

4. Becena no Temam cneumanbHOCTH, M3Y4EeHHbIM B CEMECTpPE.

. OpraHunsauust n nposefeHne npeseHTaunii.

. CMW kak MHCTPYMEHT KamnaHumn No CBA35IM C 0OWECTBEHHOCTbIO
. [lpecc-penns n ero oCHOBHbIE BUAPI

. CBobona n otBetctBeHHOCTb CMU B PO.

. MoHsTNE N PyHKUMKM BpeHanHra.

. OCHOBHbIE pecypcbl MEANIAHOro Nons.

. KoHuenuwns 6peHa-nuaoepcrea.

. OcobeHHoCcTN aHannTuyeckoro obecneyveHms PR.

. Llenn n 3apa4n meguanccnenosaHus.

10. [NoHaTME PUPMEHHOrO CTUNS.

11. JenernposaHne NosHOMOYUIA B OpraHu3aumnm.

12. Peknama Ha TB: cywHoCTb 1 0COBEHHOCTW.

13. Peknama B neyatHbix CMW: cywHoCTb 1 0COBEHHOCTM.

14. Peknama Ha pagmo: CywHOCTb 1 0COBEHHOCTH.

15. Buabl peknambl.

16. Buobl PR-0oKyMeHTOB.

17. Pexnama: knaccudovkauus.

18. lNpodpeccroHanbHble 1 NMYHOCTHbIE KavecTBa PR cneunanucra.
19. Buabl 1 oOpMbl KOMMYHUKALINN.

20. OueHka agpdpekTnBHocTn PR kamnaHuw.

0O NO OB~ WN =

©

7.1. OcHOBHas nuTteparypa:

NHocTpaHHbIN S3bIK B cdoepe NpoteCCUOHaNbHOM KOMMYHUKALUN: KOMMNEKCHbIE y4ebHble 3a0aHuns:
YyebHoe nocobve / Bensiesa N.B., HectepeHko E.1O., Coporuna T.W., - 3-e n3g., ctep. - M.:®nuHta,
2017. - 132 c. Pexwnm pgoctyna: http://znanium.com/catalog/product/937882

Axrnuitckuin a3pik. GUIDES FOR ADVERTISING. Peknama B Typuame : yueb. nocobue / A.T1.
MwuHbsap-Benopy4yesa, M.E. lNMokpoeckas. ? 2-e usg. ? M. : UHOPA-M, 2018. ? 176 c. Pexum
noctyna: http://znanium.com/catalog/product/967088

[MpodpeccrnoHanbHbI MHOCTPAHHBIN A3bIK: aHrMNCKUA S3bik / MNonos E.B. - M.:HL NH®PA-M,
2016. - 150 c. Pexum pgoctyna: http://znanium.com/catalog/product/760140

5D English Grammar in Charts, Exercises, Film-based Tasks,Texts and Tests ? ['pammatuka
aHINIACKOro S3blka: KOMMYHUKATUBHBIN Kypc : y4eb. nocobue / J1.M. Manbuyk. ? M. : By3oBckuii
y4yebHuk : MHDOPA-M, 2017. ? 439 c. Pexum gocTtyna: http://znanium.com/catalog/product/559505

7.2. lononHuTenbHasa nureparypa:

PernctpaunoHHbIn HoMep ;;?{I;TEPPCSH’{T%%

CTpaHV“-la 43 n3 46 m S OFMALMOHHO AHATVTAHECHAR CATTEMA Ky
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AHrnnincknii a3bik npodoeccnoHanbHoro obweHus (Peknama): YuebHuk / Mantora E.H., - 2-e uag.,
cTep. - M.:®nuHTa, Hayka, 2015. - 336 c. Pexum goctyna:
http://znanium.com/catalog/product/937922

"anbyyk Jlapuca MuxannosHa AHIMUIACKUIA A3bIK B HAYYHOW cpefe: NPakTUKyM YCTHOW pedn:
YyebHoe nocobue / Manbuyk J1.M. - 2u3n. - M.: Bysosckuii yuebHuk, HALL UHPPA-M, 2016. - 80 c.:
60x90 1/16 (Obnoxka) ISBN 978-5-9558-0463-7 - Pexum pocTtyna:
http://znanium.com/catalog/product/518953

AHrnuncknii a3bik. Basosbil kypc. YposeHb A+. HacTb 1/AdoHacosaB.H., CemeHoBall.A. -
Hosocwnb.: HI'TY, 2013. - 116 c. Pexum goctyna: http:/znanium.com/bookread2.php?book=546592

7.3. UHTepHeT-pecypcChbl:

All About Public Relations ... - http://www.aboutpublicrelations.net/mpreviss.htm
English Grammar - https://edu.kpfu.ru/course/view.php?id=1962

Journal of Public Relations Research - Journal of Public Relations Research
Public Relations Review - http://www.journals.elsevier.com/public-relations-review/
What is Public Relations? - http://www.wisegeek.com/what-is-public-relations.htm
www.newsweek.com - www.newsweek.com

8. MarepuanbHo-TexHU4eckoe obecrneyeHne QUCLMUNINHbI(MOAYS)

OcBoeHne ancumnamnHbl "VIHOCTpaHHbIM S3blK NPOGEeCCMOHaNbLHOro 0bWweHns" npeanonaraet
NCMNONb30BaHNE CNeayoLWEro MaTepmnanbHO-TEXHNYECKOro obecneyeHms:

MynbTumMeouiiHas ayautopus, BMECTUMOCTbO 6bonee 60 yenosek. MynbTumMeauiiHas ayamtopums
COCTOUT U3 UHTErPUPOBAHHbIX UHXEHEPHbIX CUCTEM C €AMHON CUCTEMON YNpaBneHns, OCHaLEeHHas
COBPEMEHHbBIMU CPELCTBaMM BOCNPOU3BEAEHUS 1 BU3yanv3auum noboin Buaeo n ayamno
nHGOPMaLMK, MONYYEHNS N Nepeaayn aNeKTPOHHbIX 4OKYMEHTOB. TUNOBas KOMNnekrauus
MyNbTUMEANAHOW ayANTOPUN COCTOUT U3: MyNIbTUMEAMAHOrO NPOEKTOpa, aBTOMaTU3NPOBAHHOMO
NPOEKLIMOHHOrO 3KpaHa, akyCTUYECKON CUCTEMBI, a TAKXe MHTEPaKTMBHONW TpMbyHbI NpenonaBsartens,
BK/IIOYAIOLWEN Ta4y-CKPUH MOHMTOP C AMaroHasnbio He MeHee 22 AI0AMOB, NEPCOHANbHbBIA KOMMbIOTEP
(Cc TexHnyecknmm xapaktepucTukamm He Huxe Intel Core i3-2100, DDR3 4096Mb, 500Gb),
KOHdoepeHL-MUKPOoH, 6ecnpoBoAHOM MUKPOGIOH, 610K ynpaeneHns obopynoBaHueM, MHTEPAENChHI
noakntouermns: USB,audio, HDMI. MiHTepakTmBHas TpmbyHa npenoaaBatens SBnseTcs Kno4eBbiM
3N1EMEHTOM yNpaBnieHns, 00 beANHSIOWMNM BCE YCTPONCTBA B EAMNHYIO CUCTEMY, U CIYXUT
NONHOLIEHHbIM paboymm MecToM npenoaasatens. lNpenonasartens MMEET BO3MOXHOCTb NIErKO
ynpaBnsiTb BCE CUCTEMOW, HE OTXOAS OT TPMOYHbI, 4TO MO3BONSIET MPOBOANTL NEKLMMW, MPaAKTUYECKUE
3aHATWA, Npe3eHTauun, BebrHapbl, KOHEPEHLMM U Opyrie BUObl ayAUTOPHON Harpy3Kku
obyyatowwmxcs B yA0OHON 1 DOCTYMHOW ANS HAX POPME C MPUMEHEHNEM COBPEMEHHbIX
NHTEPAKTMBHbIX CPeACTB 0Oy4eHMs, B TOM YMCE C MCNONb30BaHMEM B NpoLecce 0by4yeHuns BCex
KopropaTtuBHbIX pecypcoB. MynbTumeoniiHasa ayamTopus TakXe OCHaLWeHa WMPOKOMONOCHbIM
LOCTYNOM B CeTb MHTEPHET. KoMnbloTepHOE 060pyn0BaHMEM NMEET COOTBETCTBYIOWEE
NVLEH3VMOHHOE NPorpaMmMHoe obecneyeHue.

KomnbloTepHbIli knace, npeacrasnstowmii coboi paboyee MecTo npenogasatens U He MeHee 15
paboymx MECT CTYAEHTOB, BK/HOHAOLWMX KOMMbIOTEPHbINA CTON, CTYN, NEPCOHANbHbBIA KOMMbIOTEP,
NIMLLEH3NOHHOE NporpamMmMHoe obecneyeHne. Kaxabiii KOMMNbIOTEP MMEET WNPOKOMOMOCHBIA OOCTYN B
ceTb VIHTepHeT. Bce KoMMbioTepbl MOAKIOYEHDBI K KOPNOPaTMBHOW KOMMbIOTEPHON ceTn KDY n
HaxonaTcsa B €AMHOM JOMEHeE.

JNIMHragpOHHbI KabnHeT, NpeacTaBNSAWMA cobOo YHNBEPCANbHbIN TMHIFAGOHHO-NPOrPaMMHBbIIA
KOMMnekc Ha 6a3e KOMMbIOTEPHOrO Knacca, CoCToAWMiA 3 paboyero Mecta npenongasarens (CTon,
CTYN, MOHUTOP, NEPCOHANbHbIA KOMMbIOTEP C NporpamMmHbiM obecnedeHnem SANAKO Study Tutor,
roNoBHAs rapH1Typa), n He MeHee 12 paboynx MecT CTYEHTOB (CrneunanbHbliA CTON, CTYN, MOHUTOP,
nepcoHanbHbIA KoMNbloTeP ¢ NporpamMmHbiM obecnedeHem SANAKO Study Student, ronosHas
rapHuTypa), CETEBOro KOMMyTaTopa Ans CTPYKTypUpOBaHHOM kabenbHom cncTeMbl kabuHeTa.

KETPOHHBH
B_EPCHTET

AHATTAMECKAR CrCTEMA KPY

PernctpaunoHHbIn HoMep 5AE
CtpaHnua 44 n3 46. 111 VHI:I

CEMALMOH
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JNInHracpoHHbIN KabuHeT NpencTaBnsieT coboi KOMNNEKC MyNbTUMEONAHOrO 060pyAOBaHMS U
nporpamMmHoro obecrneyeHns ons 0by4eHNs UHOCTPaHHBIM A3blKaM, BKIOYAKOWMIA NPOrpaMMHoOe
obecneyeHne ynpaeneHms knaccom 1 SANAKO Study 1200, koTopble AatoT BO3MOXHOCTb
NCNONb30BaHNS B y4eOHOM NPOLIECCe NHTEPAKTUBHbBIE TEXHONOTUN OBy4EHNS C UCMONb30BaHNe
COBPEMEHHbBIX MyNbTUMEAMNIAHbIX CPEOCTB, pecypcos VIHTepHeTa.

MporpammHubii komnnekc SANAKO Study 1200 naet BO3MOXHOCTb MHHOBALMOHHOMO BEAEHUS
y4ebHOro npouecca, oH npeanaraeT WWPOKUIA CNeKTP BUAOB AESTENLHOCTA (3a4aHniA),
nooaepXunBatrowWwmx Kak NpakTUKN CRywaHns, Tak u TPEHUHIN PeY4eBON aKTUBHOCTU: MPakKTUKa YTeHus,
npocnywmeaHve, cnefoBaHne obpasLy, 0bcyXaeHune, Kpyrnblid CTON, UCNONb30BaHNe VIHTepHeTa,
camoobyyeHune, TecTupoBaHue. NpenoaasaTenb SBNSETCS LEHTPANbHON oMrypoii npouecca
0by4yeHuns. EMy npenocTaBnstoTCs MHCTPYMEHTbI ynpaBneHus knaccoM. OH Takxe MOXeT
MCNONMb30BaTb MHOMOYUCIEHHbIE METOObl OLEHKN OOCTUXEHUI yYallMXCa U CNeanTb 3a UX
anHammkon. SANAKO Study 1200 npenoctaBnsier yqawmMcs Hauny4iwme BO3MOXHOCTU Ans
BbINOMHEHUS PeYeBbIX YNPaXHEHUA 1 3a0aHNA, OCHOBAHHbIX HA TeKCTax, ayamo- u
Bugeomatepuanax. Bcs ayamtopusi Moxet ObiTb pasfeneHa Ha noarpynnbl. 9To NO3BONSET
OpraHn3oBaTb OTAENbHYO TPAEKTOPUIO 0OyYEHMS NS Kax A0 Noarpynnbl. Yyawmecs MoryT
paboTtatb CaMOCTOATENbHO, B aBTOHOMHOM PEXMME, MPU 3TOM NpenonaBaTeNib MOXeT
KOHTponupoBatb uUx gencteus. B coctas nporpammHoro komnnekca SANAKO Study 1200 takxe
BX0AuUT Modynb Examination Module - mogynb co3gaHuns v ynpasneHus Tectamm ons npoBepku
KOHKPETHbIX HAaBbIKOB 1 CNOCOBHOCTEN yyallerocs. [MOKoCTb JaHHOrO MOLyNs MO3BONSET
npenofaBartensam nerko BapbvpoBaTh TUMbl BOMNPOCOB B TECTE U peakTUpoBaTth CyLeCTByowWwme
TeCTbl.

Takxe B coctaB nporpammHoro komnnekca SANAKO Study 1200 Takxe BXoauT MoLy/b obpaTHo
CBS13U1, C MOMOLLbIO KOTOPbIX MOXHO B MPOLIECCE 3aHATMS MPOBECTM 3KCNPECC-0npoc ayantopmm 6e3
MOAroTOBKM BONbLWOro TECTA, a TaKXe y3HaTb MHEHME ayaANTOPUK NO Kakon-nnbo Teme.

Kaxablii KoMNbioTEeP MMHrAPOHHOro Knacca MMeeT WNPOKOMONOCHbIA AOCTYN K ceTu VIHTepHeT,
NVLEH3NOHHOE NporpaMmMHoe obecneyeHne. Bce yHBepcanbHble MMHradg)OHHO-MPOrpPaMMHbIE
KOMMEKCbl NOAKMOYEHbI K KOPNopaTUBHOM KOMMbOTEPHOW ceTn KDY 1 HaxoasTcs B e AUHOM
LIOMEHE.

Mpn M3yyYeHnn OaHHOro Kypca pekoMeHOyeTCs UCrnonb3oBaTb:

[l coBpeMeHHble TexHUYeckMe cpencTBa 06yyeHus:;

[ komnbloTepHbIe knacehl ¢ AOCTYNOM K VIHTepHeTy;

[ HoBble NHgpopMauunoHHble TexHonorun (Pwer Pint, Mvie maker, etc).

[ yHuBepcuTeTcKyio anekTpoHHyto obyyaiollyio nnatcpopmy MOODLE (www.vksait.ksu.ru)
AynunoBunayanbHble cpenctsa 0byyeHns: CD npouvrpbiBatenu, BUAEOMarHATOGOH, TENEBU30P

V|CI'I0ﬂb3YPOTCF| Onga peann3audnni npnHUMna HarnagHoCcTn, BOCMONHAKT OTCYTCTBUE A3bIKOBOM cpenhbl,
noBbIWAT MOTUBALNIO.

NcnonbaytoTcst ans passuTns HaBbIKOB ayAMPOBaHNUS, FTOBOPEHMS, NUCbMA.

ﬂpoeKTop, HOYT6yK |/|CI'IOFIb3nyTC$I Onga neMoHcTpauunm npe3eHTaLw||71, noaroToBneHHbIX
npenonasartensaMn N CtygeHTamn.

KomnbloTepHbiii knacc Micnonbayetcs ans opraHnsaumm caMocTosTeNbHON paboTbl CTYAEHTOB, ANS
BbINONHEHUS psifa UHTEPAKTUBHbLIX 3a0aHNIA.

Mporpamma coctaeneHa B cootBeTcTBum ¢ TpeboBaHnsmm ®rOC BIO n yyebHbIM nnaHoM no
HanpasneHuto 42.03.01 "Peknama un cBA3u ¢ 061WeCcTBEHHOCTbI" 1 Npochmno NoaroToskm Peknama n
CBS13M1 C OOWECTBEHHOCTLIO B TYPU3MeE 1 CropTe .
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