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1. HEJHU U 3AJIAYHU OCBOEHUA TN CHUITJINHBI

1.1. Heassmu ocBoenusi aucuuiuiuabl (moayssi) b.1.5.04 «MHocTpaHHbIiT
si3bIKk B cepe mMpodhecCHOHATBLHBIX KOMMYHUKAIUEY SBISIOTCSA: (HOPMUPOBAHHE
MHOSI3bIYHON KOMMYHUKATUBHOM KOMIIETEHTHOCTH, 00€CIIeUHBAIOICH MEKKYIbTYPHOE
OOIICHHE W PEIICHHE COIUAIBHO-KOMMYHUKATUBHBIX 337a4 B Pa3lIMYHBIX 007IaCTIX
npodeccnoHaNbHOM U HAyYHOU e TeIbHOCTH Ha HHOCTPAHHOM S3BIKE

1.2. 3agaum ocBoeHUsI TUCUUIIMHBI (MOIYJIfA): HAXOIUTh, AaHATH3UPOBAThH U
UCIIOJIb30BaTh MH(OPMALMIO W3 aHTJIOA3BIYHBIX HCTOYHUKOB, Pa3BUBATh BCE BUIbI
peYeBON NEATEILHOCTH MJIsi OCYIISCTBICHUS HA WHOCTPAHHOM SI3BIKE aJICKBATHOTO
po¢eCCHOHAIIBHOTO OOIICHHS OYyIIero MeauaTopa.

2. MECTO JUCIUIIJIMHBI B CTPYKTYPE OIIOII BO

2.1. VYyeonasm gucnmmimaa bl1.b.04. «MHOCTpaHHBI sBBIK B cdepe
npodeCCHOHATBHBIX KOMMYHUKAIUI BXOAUT B 00s3aTEIBHYIO YacTh U OCBauBaeTcs B 1
cemectpe. OOas TpyA0EMKOCTh TUCUMIUIMHBI cocTaBisier 3 3E, utorosas arrecrauus
IIPOBOJIUTCA B BUJIEC 3a4eTa.

Nwmes 1enpio coBepiieHCTBOBaHHE NPOPECCUOHAIbHON JIEKCUKU, OTHOCALIEHCS K
MIUPOKOMY Kpyry cdep mnpodecCHOHATbHON MAeATENIbHOCTH, JaHHAs JUCIUIUIMHA
JIOTUYECKH U METOAMYECKH CBSA3aHA C PAJOM CIELHMAIU3UPOBAHHBIX PYCCKOS3BIYHBIX
JUCLHUIIINH, KOTOPBIE TAaKXe IPENOJAIOTCs MAaruCTpPaHTaM JaHHOW CIIEHHAIBHOCTH:
MEHE/DKMEHT B 00pa30BaHuu. B TO Bpemst Kak NepedrcIeHHbIe IUCLUILINHBI AAt0T 3HAHUS
PYCCKOSI3BIYHOW ~ TEPMHMHOJIOTMM  COOTBETCTBYHOIIMX  chep U (HOpMUPYIOT
npodeccuoHaIbHbIE HaBBIKK pabOThI B HUX, JUcluIUIMHA «AHOCTpaHHBII A3BIK B cepe
npogecCHOHATBHBIX KOMMYHHUKALU» IIpU3BaHa J1aTh MarucTpaHTam
COOTBETCTBYIOIIYIO aHIVIOA3BIYHYIO TEPMUHOJIOTHIO U BO3MOKHOCTb IIPUMEHEHUS 3HAHUI
Y HABBIKOB, ITOJIYYEHHBIX B XOJI€ U3yUEHHUs IEPEUHUCICHHBIX PYCCKOSI3bIYHBIX TUCLUILINH,
B aHIJIOSN3BIYHON Cpefie IeI0OBOr0 OOIIEHUS.

Jlnst u3yueHust JaHHON y4yeOHOM TUCIMITIIMHBI HEOOXOJMMBI CIIEAYIOIINE 3HAHUS,
YMEHUS U HaBbIKH, (POPMUpPYEMbIE NPEIIECTBYIOUMMH AUCIUIIMHAMH, OCBOEHHBIMH B
pamkax mnporpammbl OakanaBpuara «MHOCTpaHHBIN s3bIK», «VHOCTpaHHBIN SI3BIK
npodeccuoHanbHbINY, «HOCTpaHHBI  S3BIK  IPOQECCHOHATBHBIN-CIIEUATBEHBIN.
[TosTOMYy «BXOOHBIMM» 3HAHUSAMU M HABBIKAMHM MaruCTPAHTOB SIBJIAFOTCS KOMIIETEHIIUN
oOyuaroierocsi, GopMupyembie B pe3yabTaTe OCBOSHHS JaHHBIX JUCLHUIUINH.

2.2. Juass  u3ydyeHMsl [JaHHOW y4yeOHOW JAUCUMILIMHBI He00XOAUMBI
cleayloue 3HAHWA, YMEHHUsI M HaBbIKH, (opmMHpyeMble MNpeAIIeCTBYIOLIUMH
yueOHBIMU AUCHUILIMHAMM: VTHOCTpaHHBIN A3bIK 32 Kypc oOyueHus B OakanaBpuare.

3HaHMA: aHIMIICKON 00HIeYOTpeOUTENbHON U po(heCcCHOHATBLHON JIEKCUKH, a
Tak)Ke IpaMMaTHKH Ha ypoBHEe He Hibke Intermediate, mo3BosstonIero MmoaaepKHBaTh
JIEJIOBYI0 KOMMYHHUKAIIMIO Ha YPOBHE, MO3BOJISIONIEM ONEPATHUBHO BBICKA3bIBaTh CBOMU
MBICIM W WJIEW Ha aHTJIUHACKOM S3bIKE TIPH TIOMOIIM YCBOCHHBIX JIEKCHUKO-
rpaMMaTHYECKUX KOHCTPYKIIMI, HE KOHCYJIbTUPYSACh MOCTOSIHHO CO CIIOBAPEM.

YMeHusi: yMETh BbICKA3bIBaTh CBOM apTYMEHTHI, YMO3AKIIOUEHUS, UIACH CBOUMH
CJIOBaMH Ha aHTJIMHCKOM SI3BIKE, a HE TIPOCTO YHTasl 3apaHee HAITMCAHHYIO PEUb.

HaBpIkH: BIageTh  OCHOBOOOPA3yIONIMMU  HAaBBIKAMH  PACIO3HABaHUS,
CUCTEeMATH3allMK W aHalh3a BXOMSIIEH aHIIOS3BIYHON WH(pOpMAaMU TakK, YTOOBI
COJIepKaHUEe BXOSIIETO KOMMYHHUKATHBHOTO COOOIICHHUS MOHMMAJIOCh MAaruCTPaHTOM
MOJIHOCTBIO (@ HE TOJIBKO OTACJIbHBIE CII0BA U BHIPAXKCHUS ).

2.3.Ilocnenyomue y4yeOHbIe AUCHMIVIMHBI M TPAKTHKH, [IJIs KOTOPBIX
He0OXO0AUMBbI 3HAHHMS, YMEHHMsI M HAaBBIKH, (GopMHpyeMble NAaHHOW Y4eOHOI
AUCUMILIMHON:  Meowckynomypnas —~ KOMMYHUKayusi 6  NpogecCuoHaibHOM
83auMo0elcmeuu.
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3HaHus1, yMEHUs ¥ HaBBIKU, TPUOOPETEHHBIE B X0JI€ OCBOCHHS TAHHOT'O MOJTYJIS,
MOTYT OBITh UCIOJIb30BAHBI IIPU MIOJIrOTOBKE MArMCTEPCKOMN UCCEPTALMU U HAITMCAHUU
HAyYHBIX CTaTeH, a TAKKeB JalibHElIel npodeccHoHaIbHON AeITeTbHOCTH.

3.

IINIAHUPYEMBIE

JUCHUIIJIMHE

PE3YJIbTATHI

OBYYEHMUSA

o

IIponiecc ocBOeHUs AMCLMIUIMHBI HAaIlpaBieH Ha (OpMUPOBAaHHE 3JIEMEHTOB
cienyroomux komrnereHuuil B coorBerctBuu ¢ ®I'OC BO u OIIOIT BO no nanHomy
HaIlpaBJICHUIO MOJTOTOBKH (crienuaibHOCTH): YK-4,

a) yauBepcaiabHbIX (YK):

VYK-4 - CriocobeH npuMeHsTh COBPEMEHHbIE KOMMYHHUKATHBHBIE TEXHOJIOTUH, B
aKaJIeMU4ecKoro

TOM

YHCJIC

Ha HMHOCTPaHHOM(-BIX)

HpO(beCCHOHaHBHOFO B3aHMOﬂeﬁCTBHH.

Tadauua 1. lekomno3unus pe3yJbTaToB 00y4eHHUsI

si3bIKe(-ax),

TUTSL

KOI[ N HAUMCHOBAHHC

[Tnanupyemsble pe3ysbTaThl 00y4eHuUs 110

Kon WHJIUKATOPA TOCTHUKECHHS JTUCHUIUTHHE (MOIYITIO)
KOMIETEHLUH 1
KOMIICTCHIIHH 3uarts (1) Ymers (2) Bnanets (3)

YK-4 VK-4.1. 3HaeT KOMIbIOTEPHBIE | KOMIIBIOTEPH IIOCTPOUTH YCTHBIMH H
TE€XHOJIOTUU U | blE npogeccuoHa | MUCbMEHHBIM
MH(OPMALIMOHHYIO TEXHOJIOTMU U | JIBHYIO u popmamu
UHPPACTPYKTYPY B | ”HGpOpMaIMO | KOMMYHHKAIl KOMMYHHKalIl
OpraHu3aluiy; ATUYECKUE | HHYIO 1o, uii;
IOPUHIUIBl ~ KOMMYHUKALUU; | MHPPACTPYKT | MPABUIBHO U METOIaMU
(bakTopbl yIy4dlleHus | ypy B KYJIbTYPHO IpeJICTaBJIeH
KOMMYHHKaIUU B | OpraHu3aluy; | NpUEMIIEMO usl IUIAHOB U
OpraHu3alui, ATUYECKHE MIOCTPOUTH pe3yJIbTaToB
KOMMYHHKAI[MOHHBIE IIPUHIIMIIBI peueBoe COOCTBEHHOM
TEXHOJIOTUU B | KOMMYHHKaI] BBICKa3bIBa Y KOMaHJIHOM
npo¢eccuoOHaTbHOM uu; GaKTopbl HUE NI JEATEIBHOCT
B3alMO/ICICTBUH; yIIydIIeHus BEJICHUS uc
XapaKTepUCTUKHU KOMMYHHKaI| YCTHBIX HCIIOJIb30BaH
KOMMYHHKAI[MOHHBIX ITOTOKOB; | UM B JIEJIOBBIX ueMm
3HAUEHUE KOMMYHMKAIMM B | OpraHu3alluu, pasroBOpoB KOMMYHHKAT
npodeccnoHanTbHOM KOMMYHHKAIL B Iponecce UBHBIX
B3aMMOJCHCTBUH; METOABI | HOHHBIC HPO(PCCCI/IO TEXHOJIOTHI;
onpeacnaeHus TEXHOJIOTUH B HaJIbHOTO TEXHOJOTHEMN
KOMMYHHMKAaTHBHOT'O npodeccuona B3aHMO/JICH MMOCTPOCHUS
MOTeHIMaNa JUYHOCTH; | JIBHOM CTBUS. 3¢ dexTHBHO
COBpPEMEHHBIE CpEecTBa | B3aUMOJAEUCT 71
MH(OPMAaLIOHHO- BUU; KOMMYHHKAI]
KOMMYHHKAIIMOHHBIX XapaKTEepUCTH Uy B
TEXHOJIOTHH. K1 OpraHu3auu
VK-4.2. VYmeer mNOCTPOUTH | KOMMYHHUKAIL ; mepenadyei
po¢eCCHOHATBHYIO HOHHBIX npodeccCruoH
KOMMYHHMKAIUIO, IPAaBUJILHO U | IOTOKOB; aNbHOMU
KYJIbTYPHO MIPUEMJIEMO | 3HAYEHUE uH(bOopMauu
IIOCTPOUTH pedeBoe | KOMMYHHKAI] B
BBICKA3bIBAHUE Il BEJCHUS | UM B uH(bOpMaIno

! VkasbiBarorcs B cootBeTcTBMH ¢ yTBEepKAeHHBIMU B OTTOIT BO




Kox n nanmenoBanue

[Tnanupyemsble pe3ynbTaThl 00y4eHuUs MO

Kon WHAUKATOpa JOCTUKECHUS JTUCIHUIUTHHE (MOIYJTIO)
KOMITIETCHIINH 1
KOMIICTCHIIUU 3Hath (1) Ywmers (2) Brnanets (3)

YCTHBIX JCJIOBBIX Pa3roBOPOB B | podeccroHa HHO-
nporecce NpoheCCUOHATBLHOTO | IBHOM TEJIEKOMMYH
B3aUMOJICUCTBUS. B3aUMOJICUCT MKAIMOHHBIX
VK-4.3. Bnageer yCTHBIMU U | BUU; METObI CETHX;
MUCbMEHHBIMU dhopmamu | onpeneneHus HCIIOJIb30BaH
KOMMYHUKAIUH; METOJaMH | KOMMYHHUKATH neM
MPEJCTAaBICHUs  IUIAHOB M | BHOTO COBPEMEHHBI
pEe3yNbTaTOB COOCTBEHHOW U | IOTEHI[MAIA X CPEJICTB
KOMaHJHOM JEATEJIbHOCTH C | JIMYHOCTH; uHdopmarmo
HCTIOJIb30BAHUEM COBpPEMEHHBIE HHO-
KOMMYHHUKATUBHBIX CcpeacTBa KOMMYHUKaI[
TEXHOJIOTUH; TEXHOJIOTHEHN | XapaKTEPUCTU MOHHBIX
MOCTPOEHUS 3¢ PeKTUBHON | KU TEXHOJIOTUM.
KOMMYHUKAIUU B | KOMMYHHKAII
OpraHu3alNH; nepeaaveld | MOHHBIX
npodeccnoHaTBEHOM MIOTOKOB;
nHpopmanuu B | 3HAYCHUE
MH(POPMAIIMOHHO- KOMMYHHKaI|
TEJIEKOMMYHUKAIITMOHHBIX VU B
CceTsx; YICTIOJIb30BaHKeM | Tpodeccnona
COBPEMEHHBIX cpencTs | IbHOM
UH()OPMAILMOHHO- B3aUMOJIEHCT
KOMMYHHMKAaIlMOHHBIX BHH; MCTOZIbI
TEXHOJIOTHH. ONpeaC/ICHAA

KOMMYHUKaTH

BHOT'O

MMOTEHIINAIa

JIMYHOCTH,

COBPEMEHHBIE

cpeacTBa

nH(pOpMaLIOH

HO-

KOMMYHUKAITH

OHHBIX

TEXHOJIOTHI

4. CTPYKTYPA U COAEP KAHUE JUCHUITJIMHBI

OOr11ast TPYA0EMKOCTh JAMCIUILUIMHBI COCTaBIsAeT 3 3aueTHBIX eaunuIlsl (108 vacos).

TpynoeMKOCTh OTIENbHBIX BHJIOB y4eOHON pabOThl CTYJEHTOB OYHO-3a0YHON (HOpPMBI
0o0ydeHust mpuBeeHa B Tabnuie 2.1.

Tab6auna 2.1. TpynoeMKocTh 0TAeIbHBIX BHA0B Y4eOHOH padoThl 0 (hopMaM 00yUeHust

Bun yueOnoli 1 BHey4eOHOU pabOThI

I OYHO-320YHOMI

B TOM 4YHcIIe (Jac.):

(dhopMbI 00yueHUS
O0BeM QUCIUILUIMHEI B 3aUYE€THBIX €IHHUIIAX 3
O0BeM QUCIAIUINHEI B aKaJIEMAYECKHUX 4acax 108
KonrtaktHas paboTta 00ydaronuxcs ¢ rmpernoaaBaresieM (BCero), 28

- 3aHATHA JICKIUOHHOI'O THUIIA, B TOM YHMCJIIC:
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Bun yaeOGHo# 1 BHeyueOHOM paboThI JUIsL OYHO-320UHOU
(hopmbl 00yUeHUS
- PAaKTUYECKasi MOATrOTOBKA (€C)Id MPEAyCMOTPEHA)
- 3aHATUSA CEMUHApPCKOro TUMa (CeMHUHAphl, MPaKTUYECKUE,
nabopaTopHbIE), B TOM YHUCIIE: 28
- IpaKTU4ecKas MoJAroToBKa (€CiIH MPeaycCMOTpeHa)
- KOHCyJIbTalus (Ipea3K3aMeHallMOHHAsT)
- IPOMEKYTOYHAsI ATTECTAIM 10 AUCHUIIIIMHE
CamocTositenpHast pabota oOyyaronuxcs (Jac.) 80
dopma NpoMeKyTOYHOU aTTecTalluy 00ydaroerocs 3aueT —
(3auer/sK3ameH), cemectp (bl) 1 cemectp
Ta6auna 2.2. CTpyKTypa U cofepKaHue U CIUITIMHBI
0714 0UHO-3A04HO hopmbl 00yUeHUA
KonTakTHast paboTa, vac. dopma TEKyLIErO
§ KOHTPOJIA
Pa3nen, TeMa TUCIUILIMHBI B B B KP | CP, g yCTeBaeMOCTH,
(Momysst) J | 1t | II3 | Tu. | JIP | Tu. [ | gac. g . bopma .
I M o | ko £ POMEKYTOUHOU
aTTecTallid
[no cemecmpam]
Cemectp 1.
Tema 1. 6 16 | 22 | Becena.
TpynoycrporictBo.llonck Jlexcuueckue
paboThL. yIpaKHEHHUS.
Huckyccusi.
Henosas urpa
3HAKOMCTBO c
KOJUIEraMu Ha
KOH(epeHImn
Tema 2. Pe3roMe, aHkeTa, 6 16 | 22 | Pabora B MaJbIX
IMUCBMO rpynnax Mowu
paboToaTento. TUTaHBI Ha
Oymyiee.
Tema 3. 6 16 | 22 | PabGoTa B MaJIbIX
TeneponHbIC TEPETOBOPHI. rpymnmaxPonesas
[Ipoxoxaenue urpa
cobeceI0BaHNU.
Tema 4. JlenoBsie 6 16 | 22 | PoneBas urpa
MEPETOBOPHI: CTAINH, CocraBnenue
npoleaypa, STUKET TE3UCOB CTaThbU Ha
JlenoBoe MUCHMO U €ro AHTJIMICKOM SI3BIKE.
CTPYKTypa [IpencraBnenue
Hay4HOU paboThI
(crarburo Teme
UCCJIEIOBaHMS,
MoHorpadun) B
BUJICIIPE3EHTALINN.
Tema S. Tune 4 16 | 20 | PabGoTa B MaJIbIX
KOMMEPYECKOU rpynmnax
KOPPECIIOHICHIIU U Ananus
MMCHEMO-3aMpPOC, MUCEMO- 0COOEHHOCTEH
MpEeAJIOKEHHUE, 3aKa3U HAYYHOT'O CTHJIA.
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KonrakTHas pabora, gac. dopma TeKyIIEro
§ KOHTPOJIA
Paznen, TemMa nucuMIUIMHBI B B B KP | CP, | F YCHEBACMOCTH,
(Momys) JO | ta | I3 | 7. | JIP | Tu. | [/ | yac. g . (bopma .
M I o | ko £ POMEKYTOUHOM
aTTecTaluu
[no cemecmpam]
COIIPOBOJIUTEIILHOE CocraBnenue
IMUCbMO K HEMY KOHCIIEKTa C
[IpUMEpPaMHU.
KouncyabTanumn
KoHTpoJn npomMeskyTo4HOI JK3aMeH
aTTecTalMu
HUTOI'O 3a cemecTp: | | 28 | | | | | 80 | 108

Ipumeuanue: JI — nexyus,; 113 — npakmuyeckue 3auamus, cemunap, JIP — nabopamopuas
paboma; KP — kypcosas paboma; CP — camocmosmenvras paboma.

Tadauua 3. MaTpuia cOOTHeCeHUsI pa3/iesi0B, TeM Y4eOHO! JMCHUMILIMHBI 1

(opMupyemMbIX KOMIETEeHUHIt

Kon z
Paznen, Tema QUCIUNIINHBI Kon- Bo KOMIICTCHIIH 00l11Iee KOJIMYECTBO
9acoB 1 KOMIIETECHITH It
VK-4
Tema 1. Tpynoycrpoiicro.ITouck | 22 +
paboTHI.
Tema 2. Pe3rome, aHkeTa,lTICHMO 22 +
paboToaaTento.
Tema 3. 22 +
TenedhoHHBIE IEPETOBOPHI.
[IpoxoxaeHue
cobece0BaHus.
Tema 4. JlenoBble neperoBopsl: 22 +
CTaJIUU,IPOLIeypa, STUKET
JlenoBoe MUCHMO U €r0 CTPYKTYypa
Tema 5. Tumnsr 20 +
KOMMEPUECKOH KOPPECTIOH ICHITHH:
MMCHEMO-3aMPOC, MTUCHEMO-
MpeIIOKEHUE, 3aKa3H
COMPOBOTUTEIILHOE
MMACHEMO K HEMY
HTroro: 108 1

Kparkoe conep:kaHue KaxkI0i TeMbl JHCIATIIAHbBI

Tema 1. Ilouck padoTsl.
BBenenue, 3akpemsieHue U KOHTPOJIb YCBOEHHS JIEKCUYECKUX €IUHMIL,
¢pa3 u BepaxkeHuid mo teme. CoBpeMEHHas CUTyallUsi Ha pBIHKE TpyAa.
BoctpeboBaHHOCTh crnienuanucToB JaHHOro npo¢uis. CoBeTbl HpU IMOMCKE

pabotel. OcobeHHOCTH

SA3bIKa

00OBSBIICHUN.

YreHue

JIUTEPaTyphl

oo

CTENUANTBHOCTH (TIPOCMOTPOBOE, TOWCKOBOe W m3ydaromiee). CocraBieHue
AHHOTAIlMU Ha HAYYHYIO CTATbIO. KiroueBrle cioBa.
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Tema 2. Pe3ome, aHKeTa, MHCHMO PadoTOAATEIO.

BBenenue, 3akpenieHue U KOHTPOJIb YCBOEHUS JIEKCUYECKUX €IUHHMIL,
¢bpa3 u BelpakeHuit o teme. [lpaBuina HanucaHus pe3roMe, 3aroIHEHIUS aHKEThI
npu npuéme Ha pabory M odopmieHue nucbMa paboronarento. UreHue
JUTEPATyphl MO CHELHUAIBHOCTH (IIPOCMOTPOBOE, MOMCKOBOE U M3Yydaroulee).
CocraBieHue pedepaTa Ha HAYYHYIO CTaThIO.

Tema 3. Tesedonnsbie neperopopbl. IIpoxosxkienune codeceroBaHusA.

BBenenue, TpeHHMpOBKa M YCBOEHHE TEPMUHOB, (hpa3 U BBIpAKEHMIA,
UCTOJIb3yEeMbIX IPH Ha3HAYCHUH BCTPEUH, €€ MepeHoce U OTMEHE 110 TenedoHy.
OTUKeT TeneQOHHBIX pa3roBOpoB. UTeHue JIUTEpaTypbl MO CHELHUATbHOCTH
(mpocMoTpoBOE, MOMCKOBOE M u3ywaroiiee). CoCTaBlIEHHE TE3UCOB CBOETO
HAy4YHOT'0 MCCJIEeI0OBaHUS U BBICTYIUICHHE C HUM NIEepe]] Ay AUTOPUECH.

BBenenwne, TpeHUPOBKA U yCBOEHHE (Ppa3 U BBIPAKECHUH, HCIIOIB3YEMbIX
npu cobecenoBanuu. CoBeTbl IMpPH MNPOXOXKACHUU colecenoBaHus. UTeHHe
JUTEPATyphl 10 CHEUAIBHOCTH (IIPOCMOTPOBOE, IMOMCKOBOE U H3YYalollee).
3arnoHeHHE 3asBKU AJIS y4acTHs B KOH(EpEeHIUH.

Tema 4. [lesioBoe o01eHue. /lejioBble eperoBOpbi: CTAAUM,
Npoueaypa, 3ITuKeT. /[eJIOBOENIMCHEMO U ero CTPYKTYpa.

BBenenue, 3akpersieHue U KOHTPOJIb YCBOEHUS JIEKCUYECKHUX €JIMHMIL,
¢pa3 u BeIpakeHWH 1O Teme. V3ydyeHHe OCHOBHBIX CTaaUil MEPEroBOPOB U
0a30BbIX KJMILIE, TUIUYHBIX I8 Kaxaod craaud. O3HakoMIIeHHE C
KYJIbTYPHBIMU OCOOEHHOCTSIMU BEJICHUS IIEPETOBOPOB B PA3HBIX CTpaHaXx.

O3HakomiieHHEe C O(QOpPMIIEHMEM CTaHJApTHOI'O JIEJIOBOrO MHUCHhMA,
COCTOSIIIET0 M3  O0sA3aTeNbHBIX M JIONOJIHUTENBbHBIX ~ KOMIIOHEHTOB.
IIpencraBnenne (QpyHKIMOHAIBHO- CTUIMCTHYECKHUX OCOOEHHOCTEH J1el0BOro
nucbMa. AHalIM3 JIEJOBbIX THCEM Ha aHIJIMHCKOM s3bIKE€ W OQopMIIeHHE
COOCTBEHHBIX 110 00pa3LLy.

Tema 5. Tunbsl KOMMep4YeCcKoi KOppPecNOHAeHIMHU: MTHCbMO0-3a11pPocC,
NMUCBMO-TIPEVIOKEHN E,3aKA3 H CONPOBOIUTEIbHOE MHCHMO K HEMY

BBEJIEHUE, 3AKPEIUIEHUE M KOHTPOJIb VCBOEHHUS JIEKCUYECKUX
EJINHULL, ®PA3 W BBIPAXXEHUM, TUIMYHBIX IS MUCBMA-3AIIPOCA, TTHCBMA-
MPEJJIOKEHUA UM 3AKA3A C COIPOBOJMTEJIBHBIM TTMCHbMOM, W3YUYEHUE
COJEPXXATEJIbHOM CTPYKTYPHI TEPEUMCJIEHHBIX BUJIOB MHUCEM. AHAJIU3 U
MMEPEBO/JT OBPA3IIOB, COCTABJIEHME COBCTBEHHBLIX IHCEM IO CUTYAIIUU C
HCIIOJIb30BAHUEM KJIUILIE.

5. METOAUYECKHUE YKA3AHMUA 110 TPEITOJABAHUIO
N OCBOEHHIO JUCIIAITJIMHBI

5.1. Ykazanusi 1Js npemnogaBartesieil M0 OPraHU3alliM M TNPOBEJEHUIO Y4eOHBIX
3aHATHH N0 JUCUHILINHE

K ykassiBaeMomy B Hacrosimed PIIJI ocHoBHOMY  yueGHO-
METOAMYECKOMY OOECHEUEHHIO OTHOCATCS CIEAYIOIIUE BCIIOMOTaTelbHbIE
MaTcpuraibl, IIPU3BAHHLIC OpraHn30BaThb u CUCTEMATU3UPOBATH
CaMOCTOSITENIbHYIO PabOoTy 00y4arOIIUXCsL:

1. Kypc anraumiickoro si3bika: CpeaHe-npoaBuHYThIii ypoBeHb = English
Elements: Upper-Intermediate [9aexTponnsblii pecypc] . - M. : Hosbiii J{uck,
2017. - 2 snekrpon. aucka (CD-ROM). - 315-00. ®US-2; IIO/-1; B nannom
y4eOHOM TocoOuH 1enecoo0pa3Ho JaBaThbMarucTpaHTaM Ha CaMOCTOSITENbHYIO
W/WIM ayTUuTOpHYIO paboTy 3amanus u3 cekiuu Writing (ITucbmo) u3 kaxapix 12
pa3nenoB JaHHOTO MOcoOuWs, T.K. MOJOOHBIE 3aJaHUS OTHOCSTCS WMEHHO K
AHTJIOS3BIYHOM MPO(deCCUOHATFHON KOMMYHHUKAITAH.

2. Walker, R. = [YoJxkep, P.].

Oxford English for Careers. = [Okcdopackuii aHIIMACKUN Ui KapbEePHOTO
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pocrta. ypoBeHs] : Student's Book = [Kuwura mis maructpanta]. - Oxford : Oxford
University Press = [M31-Bo Okcdopackoro yu-ta], 2017. - 144 c. - ISBN 0-19-
455100-8: 320-23, 372-08 : 320-

23, 372-08. EU-5; ®US-2; B nanHOM y4eOHOM MOCOOMH TIPUBOJMTCS PSJT
3aJlaHU 10 KaXJIOM KIIOYEBOM TEME C TPYyNIUPOBKOM IO BHIAM
CaMOCTOATENIbHON paboThl, B T.4. o cekiuu Writing (ITuceMo) u3 kaxapix 12
pa3znenoB naHHoro rnocobus. [lonoOHbIe 3a1aHus TIPU3BAHBI TOMOYb 3aKPEIHUTh
MIPUBHUTHIC MATUCTPAHTAM HABBIKH B cepe MpodecCHOHATBHON KOMMYHUKAITUH.

3. Hollett, V. = [ XoaaxerT, B.].

Business Objectives = [Kypc aemoBoro anrmuiickoro sizbika] : Workbook =
[PaGouas Terpanb]. - New edition. - Oxford : Oxford university press, 2018. - 80
c. - ISBN 0-19- 451392-0: 191-39 : 191-39.EU-11; YU-2; yu.-14; B nanHoMm
y4eOHOM TMOCOOWU TMPHUBOAMTCS PAZ 33aJaHUN 1O KaXKAOH KIIOYEBOH TeMe C
IPYNIIUPOBKOM 10 BHAM CaMOCTOSITEILHOM PabOThI, B T.4. TIO ceKiuu Writing
(ITmcemo) m3 kaxawpix 12 pazgenoB nanHoro mnocoous. IlogoOnbie 3amanust
MPU3BaHBl TIOMOYb 3aKPEHHUTh TNPUBUTHIC MAarucTpaHTaM HaBBIKU B cdepe
npoeCCHOHATFHON KOMMYHUKAIINH.

5.2. Yka3zanuss Aas o0y4awUIMXCAd MO0 OCBOCHMI) JAUCHUILINHBI
Hwxeykazanuple TeMbl NPUBOJSATCA B CTPOIOM COOTBETCTBMU C TE€M, KaK OHH
MpEJICTaBICHBl B OCHOBHOM YyueOHOM mocoOun. HaummenoBanme ¢opm paboThI
SKBUBAJCHTHO HA3BaHUSAM  TOJAPA3JAEIOB  JAHHBIX TEM, TaKXe  HArJIsgHO
MPEJICTABICHHBIM B OCHOBHOM y4eOHOM MOcoOuu. DPHEeKTUBHOCTh CAMOCTOATEIHHON
paboThl MaruCTPaHTOB, MPEXKJIE BCETO, OMPELNIeTCS UX YMEHHEM HadyaTh paboTy C
03HAKOMIICHHUSI C CYThIO, XapaKTepOM, LIEJIbI0 U 0KHUJIAEMbIM PE3yJbTaTOM JIAaHHOTO
3a/laHusl.

Ta6auna 4. Coaep:kanue caMoOCTOATEIbHOI padoThl 00y4YalOIIMXCS

Howmep paznena Kon-Bo
(Tembl) Bomnpocsl, BHIHOCUMBIE Ha CAMOCTOSITENILHOE U3yUeHHE Yacos
Tema 1 [IpounTaTh TekcT Ilouck paboThl, BHINOIHUTE 3afaHus | 16
TpynoycTpoilcTBoO nociuerekcra. CruelaTh €ro aHHOTAIUIO U
[Touck paGoTHI. pedepupoBanme.
OO6cyuTh BOBMOXKHBIE IIar MPHU MOUCKE PAOOTHI,
MIPaBIJIATIOBEICHHSL.
Tema 2 [IpounTath TEKCT BHINOTHUTH 3a/IaHUS TTOCIIE TEKCTA. 16
Peztome.O6cyiuTh MpaBuiia HAMUCAHUS XOPOLIETO
Pe3rome, aHkera, pesioMe.
HCHEMO COOTHECTH KOJIOHKH PE3IOME C UX HA3BAHUSAMH.
paboTozareso. 3anoaHUTh aHKETY ISl YCTPOMCTBA Ha padoTy.
W3yunB nmpaBuia HanmucaHus MUChMa pabOTOIATEIO
M KJUIIe, HAaMKUCaTh CBOEIO 3aJIaHMIO.
Tema 3 W3yuuTh KHlIe, UCTIONb3YyeMbIE IPU TeTEPOHHBIX 16
neperoBopax. OOCYIUTh ATUKET BEICHUS
Tenedonrrre KOMMYHUKATUBHOMAEATEIBHOCTH TaKoro pona. Ha
HICPCTOBOPBL. OCHOBE 00pasiia COCTABUTH UPA3bIrPaTh CBOU JUAJIOTU
IIpoxoxnenne COOTBETCTBEHHO 3aj]aue: Ha3HAaYEHUE BCTPEUH,
cobece10BaHMUsL. EePEHOC, MIOATBEPKACHUE, OTMECHA.
N3yuuth Gpasbl U BBIpAKCHHUS,
UCTIOJIb3yeMbIe pucodecenoBanuu. Jlate
COBETHI IIPY MPOXO’KICHUN COOECceI0BaHUs.
3aroTHUTP 3as1BKH ISl YYaCTHS B




Kondepenmumn
Tema 4 N3y4uTh OCHOBHBIC CTAMH ITIEPETOBOPOB U Oa30BBIC 16
KJIMIIe, TUITHYHbIE I Kaxaou ctaauu. O6cyauThb
Hlenossie KyJIbTYpPHBIE OCOOCHHOCTH BEJICHUS IEPETOBOPOB B
MIEPErOBOPHI:
pasubix ctpanax (Poccun, Benukobpuranuu, CIIA).
CTaJuu, poLeaypa,
atuker. [lenoBoe O3HaKOMHUBIIUCH C O(OPMIICHHEM CTaHIAPTHOTO
MACbMO U €ro JIEJIOBOTOIIUChMA, COCTOSIIETO U3 0053aTeIbHBIX U
CTPYKTypa JIOTIOTHUTEIHHBIXKOMIIOHEHTOB, U (DYHKIIMOHAILHO-
CTUJIMCTUYECKUMU OCOOCHHOCTSAMH JIETIOBOTO
MHChbMA, MPOAHAIIM3UPOBATH JEJIOBbIE TMChbMA Ha
AHTIIUHCKOM SI3bIKE B UX 0(hOpMIICHUE,Ha3BaTh 1ICITb
Y BUJ KQKJIOT0 IOKYMEHTA, HAaIlUCaTh CBOU
coOCTBEHHBIE IO 00pa3sILy.
Tema 5 Tumnst W3y4yuth BUIBI 1€OBBIX MTUCEM, HEOOXOAUMBIE JIJIS 16
KOMMEpYECKON HanucaHus gpasbl-kiauie. O0CcyauTh 0COOEHHOCTH
KOPPCCIIOHACHIIH CTHJISIACIIOBOrO NuchMa. OnpeaenuTsb BUJ Kaxaoro
IMMCbMO-3alIpoc, MPEIIOKEHHOTO TTNChMA U HAITMCATh CBOE MTUCHMO
UCBMO- COOTBETCTBEHHO 3aJIaHUIO.
IIpennioxenue, 3aka3
Y COMTPOBOAUTEIBLHOE
MMACbMO K HEMY
5.3. Buabl u ¢popmbl NUCbMEHHBIX pPadoT, NMPEAYCMOTPEHHbIX NPH

OCBOCHHMHU JUCIHHUIIJIMHBbI, BBINIOJTHACMbIC Oﬁy‘lalOIll]/lMl/[Cﬂ CaMOCTOATEC/IbHO:

1. PazHOypoBHEBBIE 3aJaud M 3aJlaHUsl PENPOAYKTHBHOTO YPOBHS, IO3BOJISIOIINE
OLIEHUBATh M JIMarHOCTUPOBATh 3HAHMS (PAKTHMUECKOTO MaTepuana (JIeKCHKO-TpaMMaTHUeCKue
0COOEHHOCTH O(ULMATBHO-AECTOBOTO CTHJISI AHTJIMHCKON NHCbMEHHOM peuu, CTPyKTypa H
coJIepsKaHue JeJI0BOW KOPPECTIOHACHIINN) U YMEHHE NTPAaBUIIBHO UCIIOJIB30BATh JaHHBIEC 3HAHMS
IIpU BeJIeHUHU Npo¢deCcCUOHATbHON KOMMYHHUKAIIMK HAa aHTJIMHCKOM SI3bIKE;

2. JlenoBas urpa — MECbMEHHAs MPOPa0OTKa MCIOJIHIEMBIX pojeld (KTO UMEHHO, YTO
HMCHHO, ITOCJIC KOTO MMCHHO M MHEpEa KEM MMCHHO HUCIOJHACT KOHKPETHYIO pPOJIb B paMKax
KOHKPETHOW JMajioroBOi (TOJIMJIOrOBOM) CHUTyallMM, UMeEromed oOIIyro JereHny (Temy) u
4ETKOE POJIEBOE PACIPEIECIICHHUE.

KonkperHsle npuMepsl HaHHBIX THUIIOB CAMOCTOATEIbHOW pPAabOTBI M KpUTEPHUEB
OLIEHUBAHMsI IPUBOATCSA B COOTBETCTBYIOLIEM (DOH/IE€ OLIEHOYHBIX CPECTB.

6. OBPA3OBATEJIbHBIE U TH®OPMALIMOHHBIE TEXHOJIOTI'NU

Ilpn ocBOeHMM [aHHOW AWCHMIUIMHBI TIPETyCMOTPEHO IIHPOKOE HCIIOJIBb30BAHUE
AKTUBHBIX M MHTEPAKTUBHBIX (opM 00ydeHus (cM. Tabnuily Hke). Jlanabie popmbl 00yueHHs
UCTIONB3YIOTCS B COYETAaHWU C TPAJUIHOHHBIMH (QopMaMu (YTEHHE U TEPEeBOJ TEKCTOB,
U3y4eHHe I'paMMaTHKH) M, KaK MPaBHJIO, PACHIUPSIOT M YIIyOJSIOT MOCienHue (Hampumep,
1I0CJIe YTEHHS M TIepeBOjJia TEKCTa O KOHKPETHOM MPOU3BOJICTBEHHOM Ipo0iaeMe MarucTpaHnTam
npejIaraeTcst cpasy ke IPOBECTH COOTBETCTBYIOIIEE MPOU3BOJICTBEHHOE COBEIIAHNE, PEIIUTh
JAHHYIO MPOOJIEMY U COCTaBHUTh JAEIOBOCTTHCHMO-OTUET 00 3TOM).
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6.1. OoOpa3oBaTeibHbI€ TEXHOJIOTHH

Tadauua 5 — O0pa3oBaTe/ibHbIE TEXHOJOTHH, UCIOJIb3yeMble IIPH PeaTu3aluu
Y4eOHbIX 3aHATHI

HazBanue oOpazoBarenbhoit | Temsl, pazaensr | Kparkoe onrcanue

TEXHOJIOTHH JUCIUIUTAHBI MPUMEHAEMON TEXHOJIOTHH

Huckyccus [Touck pabotbl. | OOGCYIUTH COBPEMEHHOE COCTOSHHE Ha PHIHKE
TpyZa U BOCTPEOOBAHHOCTH CIEIIUAINCTOB B
cBoeii o0mactu. J[aTb COBETHI TP MOUCKE

paboTHL.
Pabota B MasnbIx rpymnmax Pestome, ankera, [Ipoananu3upoBaTh MpeAJIOKEHHBIE PEIFOME U
nHUCBbMO MMCcbMa pabOTOIATEINIO, BBIIBUTD JOCTOMHCTBA
paborozareio. 1 HEJIOCTATKH, HAIMCATh CBOE PE3IOME U

IIHUCBbMO pa6OTOI[aTeJ'IIO, OCHOBBIBasACh Ha
MMpCAJI0KCHHOM 00BSABICHUM.

PaGora B MaJibIX Tpymnmnax Henosoe nucemo | [Ipoananu3upoBaTh NpeIoKEHHbIE IEI0BbIE
U €r0 CTPYKTypa | NHUCbMA OIPEAEINUTD UX LEJIb, HAIUCATD I€JI0BOE
IIMCbMO OIIPEIEIEHHOT0 Bra (YKa3aHHOI'O B
3a/IaHUH ).

Huckyccus. Kanoosr. OOcyauTh YacThle Cllydyad BO3HUKHOBEHHUS
K00, MPUINHBI, CIIOCOOBI yIaXKUBAHUS
KOH(JIMKTA, OBE/IEHUE MEHEKepa, KOTOPBII
JIOJDKEH YPeTyJIupoBaTh KOH(IIUKT.

Ponesas urpa Tenedonusie Maructpant A — cekperapb. MaructpanT b.
TICPETOBOPLI. — KaHAUJaT Ha BAKAHTHYIO JJOJDKHOCTD.
Maructpant B — HauanbHUK OT/AENIa KaJApOB.
3ajaya — T03BOHUTLCS, COOII0AAs DTUKET,
Ha3HAYUTh BCTPEUY, IEPEHECTH, OTMEHUTH €€.

PoneBas urpa ITpoxoxaenue Maructpanr A - — KaHIuaaT Ha
cobece/IoBaHus. | BaKaHTHYIO JOJDKHOCTH. Marucrpant B
- paboTonarens. IIposecTu

CO6CCCI[0B3.HI/IC, INOIBITATHCA IMOJIYYUTH
BAKaHTHYIO NOJIDKHOCTD.

6.2. MudopManuoHHBIE TEXHOJIOTHH

B pamkax camocCTOATENbHOM pabOThl MarucTpaHThl MOTYT TOJb30BATHCS PA3TUUYHBIMU
NHTepHeT-caliTaMy Ha AaHTTIMHCKOM M PYCCKOM SI3bIKAX, TEMAaTHYECKH COOTHOCSIIINXCSI c
MOCTaBJICHHBIMU TepeJ HUMU 3aJadaMd M JAlOUMMU  (PaKTUYECKyl0 CHpPaBOYHYIO H/HIU
KOHCYJIbTAI[HOHHO-PEKOMEHIATEIFHYI0 MH(POPMAIMI0O B paMKax ITOCTaBICHHBIX 3amad. Takke
OCHOBHOE M BCIIOMOTaTeJIbHbIE y4eOHbIe TOCOOUS MOTYT OBITh MCIOJIB30BAHBI B JIEKTPOHHOH (hopme
Ha DJICKTPOHHOM HOCHTeNe (TUIaHIIeTh, HOYTOYKH, cMapT@oHbl U T.m.). JJI1 KOHCYIbTUPOBAHMS
MarucTpaHTOB, OMNEPAaTHUBHON CBSI3M C HUMH [0 BO3HUKAIOIIMM BOINPOCAM BECbMa JKEIATEIbHO
HCIOJIb30BAHUE 3JICKTPOHHON MOYTHI NpenoaaBaresis. MarucTpaHTbl TakKe€ MOTYT IOJb30BATHCS
OHJNIalH-cnoBapsMu  WWw.lingvo.ru, www.multitran.ru u  t.ni. K wucnonb3oBaHMIO  TaKke
pekomennyetrcst odduaitH-Bepcust  cinoBapeit ABBYY® Lingvo® (mpodeccuonanbhas mbo
JOMAITHSS aHTIIMHUCKasi BEPCHs), KOTOPYIO MOXKHO KYIMUTh Ha caiite WWW.lINQVO.ru 1 TaMm e KyIHTh
JINIICH3UIO HA HEE.

[lemecooOpa3HO UCMOJIB30BaHWE BO3MOXKHOCTEH DJIGKTPOHHOW TIOYTHI  MPETOJaBaTes;


http://www.lingvo.ru/
http://www.multitran.ru/
http://www.lingvo.ru/
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ANIEKTPOHHBIX YUYCOHUKOB M PA3IUYHBIX CANTOB (AJICKTPOHHBIC OMONMOTEKH, KYpHAIBI U T.J. Kak
UCTOYHUKH HMH(POpMALUK), 8 TaK)Ke BUPTYaJIbHOW OOydaromied cpeibl (WM CUCTEMBI yIPaBICHHS
oboyuennem LMS Moodle), a Taxke HHBIX HHPOPMAIIMOHHBIX CUCTEM, CEPBHCOB U MECCEH/IKEPOB.

6.3. IIporpamMHoe oOecrieyeHue, cOBpeMeHHbIe NMpodeccHoOHATbHBIE 0a3bl JAHHBIX
¥ nH(OPMAIOHHBIE CIPABOYHbIE CHCTEMBbI

6.3.1 IIporpaMmmHoOe oOecnieyeHue

HanmeHnoBaHue NporpaMMHOro
o0ecreyeHus Haszunauenue

Adobe Reader | IIporpamma 15t IpocMOTpa JIESKTPOHHBIX JOKYMEHTOB

[Tnardopma TUCTaHITMOHHOTO
obyuennss LMS Moodle

Mozilla FireFox | Bpaysep
Microsoft Office 2013

BupTtyanpHas o0yuaromias cpeaa

[TakeT ouCHBIX TPOrpaMMm

7-zip | ApxuBarop

Microsoft Windows 10 | OnieparrionHast cucrema
Professional

Kaspersky Endpoint Security | CpeacTBo aHTUBUPYCHOM 3aIUATHI

Google Chrome | Bpaysep

Notepad++ | TekcTOBBIH peaaKTop

OpenOffice | [Taket o(hUCHBIX MPOrpaMm

Opera | bpayzep

6.3.2. CoBpemeHHble mpoeccHoHAIbHbIE 0a3bl JTaHHBLIX, HH(POPMaIHOHHbIE
CIIPaBOYHBIC CUCTEMbI

Haumenosanue coepemennvix npogheccuonanvruix 6a3 OaHHbIX, UHPOPMAYUOHHBIX
CNPABOYHBIX cUCTEM
OnexrponHnbli kKatanor Hayunoit 6ubanorexu AI'Y nHa 6aze MARK SQL HITO «u¢popm-
CHCTEM.
https://library.asu.edu.ru

Dnexkrponnblii Katanor «Hayunsie sxypHansl AI'Yy»: http://journal.asu.edu.ru/
YHHUBepcabHas CIIpaBOYHO-UH(OPMAIIOHHAS TOTHOTEKCTOBAs 6a3a JaHHBIX

nepuoandeckux m3ganuit OO0 "MBUC". http://dlib.eastview.com
Hwms nonvzoeamens: AstrGU
Ilaponv: AstrGU

DnekrpoHHo-0nbaMoTeuHas cuctema elibrary. http://elibrary.ru
KopnopatuBHblif mpoekT AccolHalld pPErHoHaNbHBIX OHUOIMOTEUHBIX KOHCOPLUYMOB
(APBUKOH) «MexpernonanpHasi aHanutudeckas pocnuck crateity (MAPC) - cBonnas 6aza



https://library.asu.edu.ru/
http://journal.asu.edu.ru/
http://asu.edu.ru/images/File/dogovor_IVIS1.pdf
http://asu.edu.ru/images/File/dogovor_IVIS1.pdf
http://dlib.eastview.com/
file:///C:/Users/пользователь/AppData/Local/Temp/Temp1_30-06-2021_09-31-08.zip/Электронно-библиотечная
http://elibrary.ru/
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JaHHBIX, COJEp)Kalllasi MOJHYI aHaIUTHYeCKyro pocnuch 1800 HazBaHM XypHAJIOB IO
Pa3HBIM OTpAaC/IsIM 3HAHWM. YUYaCTHUKU IPOEKTa NMPEAOCTABISIIOT IPYr APYTY 2JIEKTPOHHBIC
KOIIMM OTCKaHUPOBAHHBIX CTATEH M3 KHHUT, COOPHUKOB, KYPHAIOB, COEPKAIINUXCS B (OHAAX
ux OuOJINOTEK.

http://mars.arbicon.ru

DJNEeKTPOHHBIE BEPCUU MEPUOJANYECKUX M3/IaHUH, pa3MEICHHbIE Ha caiiTe MHPOPMALMOHHBIX
pecypcoB Www.polpred.com

CrnpaBounas npasoBas cuctema Koncynprantlntoc.
http://www.consultant.ru

Enunoe okHO mocTyma K 00pa3oBaresibHbIM pecypcam http://window.edu.ru

MuHHCTEPCTBO HAYKH U BBICIIEro oOpazoBanus Poccuiickoit denepannu
https://minobrnauki.gov.ru/

MunucrepctBo npocseteHus Poccuiickoit @enepanunu https://edu.gov.ru

OdunmanbHbiii nHGOpMamonHbii moptan EI'D http://www.ege.edu.ru

denepanbHOE areHTCTBO 110 JenaM Mostoaexu (Pocmoinonexs) https://fadm.gov.ru

denepanbHas ciryx0a mo Hag30py B chepe odpazoBanus u Hayku (PocobpHam3op)
http://obrnadzor.gov.ru

Caiit rocynapcTBeHHoM nporpammsel Poccuiickoii @enepannu «JloctynHas cpena» http://zhit-
vmeste.ru

Poccuiickoe nBukeHne NIKOILHUKOB https://pant.pd

OdunmanbHbIA caiiT ceTeBOi akajgeMun cisco: Www.netacad.com

6.3.3. DiIeKTpOHHO0-0nbIMoTeuHbIe cucTeMbl (IBC)

Haumenosanue 565C

DJIeKTPOHHAS OMOJINOTEKA ACTPAXaHCKHIi rOCYy1apCTBEHHbIN YHUBEPCHUTET)
co0cTBeHHOI reHepanun Ha miargopme IBC «JnekTponHbIii UuTanbHBIN 3271 —
Bbub6smoTex». https:/biblio.asu.edu.ru

Yuemnas zanuce obpazosamenvrozo nopmana AI'Y

uiekTpoHHO-0nOanoreynasi cucrema (ABC) OO0 «Ilonurexpecype» «KoHCyJIbTaHT
cryaenTay». Www.studentlibrary.ru.
Pezucmpayus ¢ komnviomepog AI'Y

DJIeKTPOHHO-0MOInoTeunasi cucrema BOOK.ru

7. ®OHJI OIEHOYHBIX CPEJICTB JIJISI TPOBEJEHUS TEKYIIIETO
KOHTPOJISI 1 MPOMEKYTOYHO ATTECTAIIMM T1O
TV CHUILIAHE

7.1. IMacnopT GoHIA OLIEHOYHBIX CPEACTB.

Taoauna 6. CoorBeTcTBHE pPa3iesioB, TeM JUCHHUILUIUHBI, Pe3yJbTATOB 00yUeHUS 110
AUCHMILINHE W OLEHOYHBIX CPeICTB


http://mars.arbicon.ru/
http://www.polpred.com/
http://www.consultant.ru/
http://window.edu.ru/
https://minobrnauki.gov.ru/
https://edu.gov.ru/
http://www.ege.edu.ru/
https://fadm.gov.ru/
http://obrnadzor.gov.ru/
http://zhit-vmeste.ru/
http://zhit-vmeste.ru/
https://рдш.рф/
http://www.netacad.com/
https://biblio.asu.edu.ru/
http://www.studentlibrary.ru/
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Kon
. . HanmenoBanue
Koutponupyemsiii KOHTPOJIUPYEMOU
OLICHOYHOTO CPEJICTBA
pazzien TUCHUILTAHBI KOMITETCHIIH

Tema 1. Tpynoyctpoiicto.Ilouck IIPaKTUYECKHE 3aJaHus U
paboTHI. VK-4 YIpaKHEHUA
Tema 2. Pe3rome, aHKeTa,lIICHMO MPAKTUYECKUE 3aJaHUS U
paboToaTento. YK-4 YIpaXHEHUS
Tema 3. MIPaKTUYECKHE 3aJaHUs U
TenedhoHHBIC IEPETOBOPHI. YK-4 YOpaKHEHUS
IIpoxoxaenne
cobecenoBaHusl.
Tema 4. JlenoBbie IeperoBOPhI: NPaKTUYECKHE 3aJaHus U
cTaauu,npoueaypa, Tuker lenosoe YK-4 YIOPaKHEHUS
MHUCHMO U €ro CTPYKTYypa
Tema 5. Tuner MPAKTUYECKUE 3aJ]aHUS U
KOMMEPYECKOU KOPPECTTOHACHIINHN: YK-4 YIPaXHECHUS
MUCbMO-3aMpOC, TUCEMO-
MpeJIOKEHUE, 3aKa3U
COTPOBOUTEIHHOE
MKUCHMO K HEMY

7.2. Onucanune mokasarejied u KPUTEPUECB OLICHUBAHU S KOMﬂeTeHHI/Iﬁ, OIMUCaHue
IIKAaJ ONCHUBAHUSA

KonkperHble npuMepbl OaHHBIX THUIIOB CAMOCTOSTEIBHOM pabOThl M KPUTEPUEB
OLICHUBAHWsI TPUBOJAATCS B COOTBETCTBYIONIEM (OHIEC OICHOYHBIX CpeacTB. Kputepuu
OLCHUMBAaHWA YCBAMBACMBIX B PAMKaxX HX BBIIIOJIHCHUS KOMHGTGHHI/II;’I BBITJIAOAT CICOYIOIUM
obpa3zom:

a) PasHoypoBHEBbIE 3a/1a4M U 33JJaHUS PENTPOTYKTUBHOTO YPOBHSI:

- OIICHKAa «OTJIMYHO» BBICTABIIAETCS MAaruCTPaHTy, €CIM MAarucCTpaHT YBEPEHHO
IPOJEMOHCTPUPOBANI TIIYOOKHE 3HAHUS AHIJIOS3BIYHOM MNpPOQEeCCHOHaNbHONW TEPMHHOJIOTHH,
OTHOCALIMXCS K OQHUIMATIbHO- JEJIOBOMY CTHJIIO AaHTJIMHCKMX JIEKCMYECKHX EIMHUII,
YCTOWUYUBBIX BBIPKECHU, rpaMMaTHYECKUX KOHCTPYKIMH; YBEPEHHO BENIET
npopecCHOHATBHYI0 ~ KOMMYHHMKAIMIO, TIOKa3plBasg MHpU  ITOM  TIyOOKHE  3HaHUSA
COOTBETCTBYIOIIIMX JIEKCHYECKUX E€JIMHHUIl, YCTOMYMBBIX BBIPAKEHUN, TIPAMMATHYECKUX
KOHCTPYKLUH; IPH 3TOM COOJIIO/IEHBI TPaMMaTHYECKHE U JIEKCHYECKHE HOPMBI 000UX S3BIKOB;

- OLIEHKa «XOpOIIO» BBICTABJISETCSI MAarucTpaHTy, €CJIM MAarucTpaHT YBEPEHHO
IPOJEMOHCTPUPOBAJI ~ OCHOBATENbHBIE  3HAHUS  AHMIOSN3BIYHOM  mpodeccnoHanbHOM
TEPMUHOJIOTHH, OTHOCSIIUXCS K OQUIMAIbHO-AEIOBOMY CTHIIIO AHIJIMHCKHUX JIEKCHYECKHX
€IMHMII, YCTOMUMBBIX BBIPAXKEHHM, rpaMMaTHUYECKUX KOHCTPYKIMM, HO IPHU ATOM JIOMYCKAeT
HE3HAUUTENIbHbIE, HE MHCKaXaloIllue CMBICT OIIMOKW; JIOCTAaTOYHO YBEPEHHO BEJAET
npodecCHOoHaNbHYI0 KOMMYHHUKAIIMIO, TIOKa3blBasi MPHU 3TOM OCHOBATEJIbHbIE 3HAHUS
COOTBETCTBYIOILUX PYCCKHUX JIEKCUUECKUX €IUHUL], YCTOWUYMBBIX BBIPAXKEHUH, TPaMMaTUYECKUX
KOHCTPYKIUH; IIPU 3TOM AOCTATOYHO SICHO COOJII0IEHbI TpPaMMaTHYECKHE U JIEKCUYECKHE HOPMBI
000MX S3BIKOB C BO3MOXKHBIM JIONMYIIEHHUEM OLIMOOK, HE HCKAKAIOUIMX HHU CTHIUCTUKY
AHIJIMICKOTO, HU PYCCKOTO SI3bIKOB;

- OLIEHKAa «yAOBJETBOPUTEIBHO» BBICTABISAETCS MAarucTpaHTy, €CIM MarucTpaHT
IPOJEMOHCTPUPOBAN cjadble 3HAHMS aHIVIOA3BIYHOW NPOQPECCHOHANBHON TEPMHUHOJIOIUHY,
OTHOCALIMXCA K  O(QUUIUAIBHO-IEIOBOMY CTHIIIO AHIVIMHCKUX JIEKCUUECKUX  EJUHHI,
YCTOWUYUBBIX BBIPAXKEHUN, TPAMMAaTUYECKUX KOHCTPYKLUH, IIPU ITOM JOIYCKas CEPbE3HBIC,
CHOCOOHBIE HCKA3UTh CMBICI OLUIHOKH; HEYBEPEHHO BEJET MPO(PECCHOHATBHYI0 KOMMYHHUKAITHIO,
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IOKa3blBasi MpPU ITOM cialble 3HAHMS COOTBETCTBYIOIIMX PYCCKHX JIEKCUYECKHUX EIUHUII,
YCTOMYMBBIX BBIPAKECHUM, TPAMMATUYECKUX KOHCTPYKLMI; IIPH 3TOM CEPbE3HO HapYLIEHBI
rpaMMaTHYeCcKHe U JEKCHUECKUE HOPMBI 00OUX S3BIKOB C BO3MOKHBIM JIOMYIIEHUEM OIINOOK,
CIOCOOHBIX MCKA3UTh KaK BbICKAa3bIBAaHHE HA PYCCKOM, TaK Y Ha aHIJIMHCKOM f3bIKaX;

- OLEHKA «HEYJOBIIETBOPUTEIBHO» BBICTABISECTCS MAruCTPaHTy, €CJIM MAaruCTpaHT
MPOJEMOHCTPUPOBAI OTCYTCTBHE Y HEr0 3HAaHUU AaHIJIOS3BIYHONW TPO(EeCcCHOHATBLHOM
TEPMHUHOJIOTHH, OTHOCSIIUXCS K O(UUIUATBHO-AECIOBOMY CTHIIIO AHTJIMICKUX JIEKCHUECKUX
€JIMHHUL], YCTOWYHUBBIX BBIPAKECHUN, TPAMMATHYECKUX KOHCTPYKLHMI, IPU 3TOM CUCTEMAaTUYECKU
JOMyCKasi OJHO3HAYHO MCKAXAaIoIIWe CMBICA OMMOKM, HE CIOCOOEH TIepeBecTH
po(hecCHOHALHYI0 KOMMYHUKAIINIO, MTOKA3bIBasl TIPU ATOM OTCYTCTBHE 3HAHMU OO crabbie
3HaHUS COOTBETCTBYIOIIMX PYCCKHMX JIEKCHUYECKHX €IMHMI], YCTOWYMBBIX BBIPAKECHUH,
rpaMMaTHYE€CKHX KOHCTPYKLMI; IPU 3TOM B KOPHE HAPYLIEHbI TPAMMaTUYECKUE U JIEKCUUECKUE
HOPMBI OOOHX SI3BIKOB C JOIYIIEHHEM 0€3rpaMOTHBIX OMIMOOK, TPy00 MCKAKAIOIIUX KAaK TEKCT
Ha PYCCKOM, TaK ¥ HA aHIJIMKACKOM SA3bIKAX;

0) [enoBas urpa:

- OLIEHKAa «OTJIMYHO» BBICTABIISIETCS MAarucTpaHTy, €CiIM OH JE€MOHCTpUpPYET
YMEHHE CHUCTEMHO M aJEeKBaTHO AaHAIM3MPOBATh HMMEIOLIYIOCS HH(POPMALHIO, ONEPaTUBHO
IPUHUMATh TPAMOTHBIC PELICHHS; IPU TOM OH JOMYCKAaeT MUHUMYM SI3BIKOBBIX OIIHMOOK B
CBOEH peun;

- OLICHKA «XOPOILI0)» BBICTABIISETCS MarCTPAHTY, €CJIU OH AEMOHCTPUPYET YMEHUE
CHUCTEMHO U JIOBOJBHO aJIeKBAaTHO aHAJIU3UPOBAaTh MMEIOUIYIOCS HH(POPMALUIO, TOBOJIBHO
ONEpaTUBHO NPUHHUMATh TIPAMOTHBIE PEUIEHMs; [PU HSTOM OH JIOIYCKAaeT MHOKECTBO
HE3HAUUTENbHBIX U/UIM HECKOJBKO 3HAUUTENbHBIX SA3BIKOBBIX OIIMOOK B CBOEH peun;

- OLICHKA  «yAOBJIETBOPUTEIBHO»  BBICTABISETCS MArucTpaHTy, €cld OH
HOCPEJCTBEHHO AEMOHCTPUPYETYMEHUE CUCTEMHO aHAJIM3UPOBATh UMEIOLIYI0CsS HH(OpMaIuio
(uMeroTes citydau rpyooro uckaxeHus (hakToB U3-3a HEBEPHO MOHATONW HHPOPMALIMH), C TPYIOM
OPUHUMAET TPaMOTHBIE PELICHUs; NpPU STOM OH JOIMYCKAeT MHOXECTBO 3HAUMUTENBbHBIX
A3BIKOBBIX OIIMOOK B CBOEH peuu;

- OLIEHKa «HEYJOBJIETBOPUTEILHO» BBICTABISETCS MAruCTPaHTy, €CId OH He
CIIOCOOEH CHCTEMHO aHaJM3UpOBaTh HUMEIOUIYIOCS HH(OpManuio (MOJHOCTHIO HEBEpHas
UHTepHpeTanus HH(GOpMaIMM), HE MOXKET NPUHUMATh I'PaMOTHBIE PEIIEHUs; MPH ITOM OH
JIOTTYCKaeT MHOXECTBO 3HAYUTENIbHBIX SA3BIKOBBIX OIIMOOK B CBOEH peyH.

OneHka oTBeTa 00YJaroIerocsi Ha BOIPOC OTKPBHITOTO THUMA OCYIECTBIISETCS Ha
OCHOBAaHUHU CMBICJIIOBOTO 3HAUY€HHUs OTBETA M JIOTMKU W3J10XKeHHs. OTBET cuuTaercs
BEpPHBIM, €CIM OOydYalolmUHCsS pacKpbll CYIIHOCTb MOHATUH M HMHBIX KaTeropuii,
yKa3aHHBIX B 33JaHuu (Bompoce), 0e3 HCKakeHUs cmbIcia. JlOCIOBHBI OTBET HE
o0s13aTelieH.

7.3. KoHTposibHBIC 32JaHUSI U HHbIE MaTepHa/bl, HEOOXOAUMBIC IS OLEHKH
pe3yJbTaToB 00y4eHHs M0 JUCHHUILINHE

Tema 1 ITonck padoThl.
1. CoctaBuTh riaoccapuii B o0beMe He MeHee S0 JIeKCHYECKUX enHHIL, (ppas mo

teme «Ilouck paGoThI».

2. Pabora c¢ Tekcrom. IloHMMaHuWe OCHOBHOTO COJACpP)KaHUS TEKCTa |
3arpamnBaeMoil nHopMaru mo 0603HaueHHON TEeMaTHKE.

Exercise 1. Find the pronunciation of the following words.
. media (n)
. brochure (n)
. appreciation (n)
. advertising (n)
. emerging (adj)
. buoy (v)
. Insurance (n)

~NOoO ok, wWwN -
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8. perceive (V)
9. audience (n)

Exercise 2. Translate the following word-combinations into Russian:

mass media

print media anti-tobacco programs
electronic anti-narcotic

correct up to date knowledge
useful fresh

latest information gained

relevant

precise

Exercise 3. Find the English equivalents in the text to the following Russian
words and phrases:

cpelncTBa MaccoBOM MHGOpPMAIIMH, CPEACTBA OOIICHMS, PEKIAMHBIN MPOCIICKT,
HECOMHCHHO, MMPpUPOJHBIC 6GILCTBI/IH, 6J1arozxapﬂ YCHUIIAM n
CaMOOTBCPKCHHOCTH, IIOMOIJTIM MHOI'MM JIHOJAM OTKa3aTbCiA (OT BpPCOHBIX
HpI/IBquK), MOXBAJIBHBINM, OJIaro JJIsi MOJIOJBIX, BIMSHUE HA YMBI, COOOIIECHUE
MPaBIUBBIX HOBOCTEH, Oepeub IOBEpHE JIOJCH, OOJIBIIMHCTBO PEKIAMHBIX
OOBSIBIIEHUH, YCTOSTH OT co0Ja3Ha, TPAHCIUPOBATh MHPOPMALIUIO, apTyYMEHTHI
«Ba» U «IIPOTUB», LCJICBasA ayJUTOPHUSL (rpynna), pPEeKIaMOaTeClib, ITOCICAHUC
HOBOCTH, HEBEPHOEC HCTOJKOBAHUE CUTYallUH, JIMCTOBKH, B KOHII€ KOHIIOB,
3aBHUCUT OT.

Exercise 4. Find these highlighted words in the text and decide whether they are
nouns, verbs, adjectives or adverbs. Try to guess what they mean. Then check in
a dictionary.

Word Part of speech Possible meaning

means noun CpeacrBa

Entertainment, information, laudable, surroundings, shoulder, appreciation, truly,
fights, impressionable, insurance, target, public, news.

Exercise 5. Look back at the text to find the definitions of the following words
and phrases:

* mass media * print media * the Internet

* the electronic media * mass communication » visual effect
Exercise 6. Find and list all the words and phrases in the text with a similar
meaning to:

« world * disaster * young people * modern
* illness * advanced « influence * help
* Citizens * overweight * pros and cons » media

preconception
Exercise 7. Find and list all the words and phrases in the text with an opposite
meaning to:

* positive « wrong information * boon
* weakness * precise reporting « global audience
* rights * children

Reading for gist

Exercise 8. Read the text once to get the general idea, try not to spend more than
10 minutes. Complete the sentence as to the text:

The story describes

(A) different types of mass media and their influence on audience.

(B) general information about mass media.

(C) the history of mass media.
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Text A. Mass Media Effects

Mass media is an effective way of communicating with people living in different
geographical regions of the world and engaged in different occupations. Mass
media effects on society are phenomenal.
Media is known to be the most powerful means of communication. The print
media, electronic media and the Internet are all the subsets of mass media. The
newspapers, newsletters, magazines and brochure are included in the print media,
while the electronic media comprises of the television, radio and other modes of
communication. The Internet is without doubt the fastest known way of
communicating with millions of people across the globe. However, the effects of
mass media on society can be positive as well as negative. Let us discuss them in
detail in the next few paragraphs.

Mass Media Effects on the Society
The best thing about the mass media is that it immediately provides us with the
latest information about the things happening around us. Mass media reports
news from all the fields such as politics, sports, international relations, wars,
natural calamities, meetings, entertainment, etc. Because of the keen efforts and
dedication of the people working in the media and the entertainment sector, our
knowledge remains up to date and fresh. With the gained knowledge, we become
more smart and outgoing. We understand what is good and bad for us through the
media programs. For example, the anti-tobacco and narcotic programs
launched by the media have benefited many people to date. The information
conveyed about various diseases and their possible treatments has saved the lives
of many of us. The contribution of mass media in the fields of arts, education,
technology and health care is laudable. We also get the correct information about
the various crimes and illegal activities happening in our surroundings5 quite
easily. Media is a boon for youngsters in many ways. They get useful information
related to their career and higher education mostly through the mass media. The
mass media influence or the effects of mass media on the minds of the youth is
significant.
Media plays a very important role in shaping the personality of people. It has
been observed that citizens become more sensible and capable to shoulder their
responsibility towards the nation and the society because of the media. We get
our role models by hearing about the appreciation of their great deeds from the
media itself. Over the years, mass media has played an important role in making
people understand the meaning of democracy. We also come to know about the
strengths and weaknesses of the economy of our country, the population figures,
the various problems faced by the nation, achievements of the nation in different
sectors, through the prompt and precise reporting of different forms of media.
Media plays an important role in building the sense of unity and pride among the
people of the nation. In those countries where there are many castes, religions and
languages spoken, media has even more tough responsibility of conveying the
true news to the citizens.
Media makes the citizens aware of their fundamental rights and their duties
towards their families, state and the nation. Utility of the mass media in the areas
of advertising and marketing is simply great. The effects of mass media are truly
everlasting. Though the positive mass media effects are many, there are some
cons associated with the mass media. The news which is published without
having bothered to check whether it is a fact or not, can create unnecessary
confusion and extreme feelings among the common masses. There have been
many instances of huge fights and controversies emerging, because of improper
reporting. It becomes the duty of media to provide only relevant and precise
information to the masses.
Hopefully, you will be satisfied with the above mentioned information on the
mass media effects. Over the years, the media has become an inseparable
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component of our daily lives and hence, it is its prime responsibility to keep the
confidence of people alive by reporting only true details of any particular event.
How does mass media influence society? Mass media is one of the far reaching
forms of communication and is fast changing the way we see, do and understand
things. How does mass media influence society? Before answering this question,
perhaps it is pertinent that we address the question: what is mass media?

What is Mass Media?
Statistics show that there are few things which impact the human mind more than
mass media. The advice of teachers, parents and relatives may fall on deaf ears,
but the mass media influence holds us all spellbound! At this point, it becomes
necessary to define mass media.
Mass media may be defined as any form of communication which is meted out
to the people at large, through the various forms of communication. What modes
of communication are we talking about? Well there can be no static definition for
the channels of mass communication
as they are increasing all the time. But any form of communication which is seen
and understood by a large mass of people can be taken to mean mass
communication or mass media channels.
Why is mass media so attractive to people? Mass media holds a kind of mystique
in the minds of the people. It is because the communication is designed in such a
way that it appeals to a larger demographic segment. The test of a good mass
communication marketing drive is to see if it gets the people talking. If it does,
then not only does it mean that the advertising drive has been successful, but the
organization in charge of the mass communication is also getting publicity by the
word-of-mouth channel!

Mass Media Influence
It is hard to argue with the fact that mass media has a compelling effect on the
human mind, especially on minds which are more impressionable10. For
example, the mass media influence on children is understandably higher than it
is in adults. So how exactly does mass media influence us?
Mass Media Influence on Youth
There is a burgeoning need amongst the youth to be accepted as a part of a group,
to be popular, to have friends and relationships with people of the opposite sex
etc. Mass media experts understand this need of the people and hence they come
out with advertisements on T V, or in the newspapers, or on websites on how
people can be more popular using a certain product. Most advertisements you see
which are aimed at the youth generally talk about the ‘cool quotient’ of the
product and how it is going to be the next ‘in-thing’. And if you want to stay
ahead of the game, it is absolutely vital that you procure it. The visual effect,
seeing the things happen in front of you and the slice-oflife effect makes them
look a lot believable than they should be. So how should mass media be used with
youth? Mass media, effective as it is, can be used on the youth to drive home
pressing concerns in the country. Child obesity, the dangers of alcohol and
preteen sexual relations, importance of exercise and fitness etc. If these things
can be done, the mass media will be able to influence the youth for the better and
send better messages for the development of the youth than what it is sending
today.
Mass Media Influence on Adults
Like children and youth, mass media influences adults too, although perhaps not
on the same scale. Most adults with a platonic view of things will resist the
temptation of being buoyed up by what the mass media has to offer. While men
usually find it difficult to hold themselves back in the face of the allure of
sexuality. Other subjects which also appeal to men are financial security and a
luxurious hassle-free lifestyle. Women on the other hand are more tempted
towards products which guarantee immunity from aging altogether and not just
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what

the previous generation called ‘aging gracefully’. Mass media can yet be used
constructively to teach the adults about the importance of insurancell, financial
education and how to maintain a healthy lifestyle. As you can see, the mass media
influence on society is at large, but if used constructively, it can be more of a
boon than the bane which people consign it to be these days. After all, there are
two sides to a coin and it is up to us to pick the correct one and take it forward!
Pros and Cons of Mass Media

Mass media enjoys a very prominent role in our lives. There are various effects
of mass media on the society at large. Media tends to influence and it’s obvious,
there are positive as well as negative influences of mass media. However, it also
depends upon the way audiences perceive things. The power of the mass media
is by far recognized by everybody in terms of advertising, marketing and as a
medium to broadcast information to people at large. Since mass media is used to
communicate and interact with people from various walks of life, it can

often result in a conflict of options. Print media (magazines, newspapers,
brochures, press releases, newsletters etc.), electronic media (television, radio
etc.) and the Internet are all part of mass media. Today, mass media can give a
person phenomenal exposure and this can result

in various effects of the mass media on the society. However, have you paused to
think about the pros and cons of mass media? Well, one cannot blame a particular
medium because of outside influences. Here, we shall take a look at such
advantages and disadvantages of mass media.

Pros of Mass Media:

» The wide reach offered by mass media is phenomenal. It can target a global
audience.

« In terms of newspapers and magazines, it can reach a specified target group.
Besides, it is easily accessible. For example, the newspaper lands on the doorstep
and we have the latest news in our drawing rooms due to the television set.

« Certain types of media have a loyal fan following. This would mean that an
advertiser, publication or news channel would have a ready audience.

» We have the latest news and information at the click of the mouse! The Internet
is such a medium that it can give many options for the kind of information
required.

* Television, movies, Internet and the radio are some of the best forms of
entertainment.

» Mass media can be used for educational purposes in an effective manner.

Cons of Mass Media:

« At times, the information reported may not be authentic from every angle.
Hence, there may be a misinterpretation of a situation.

» News can be manipulated to influence the minds of the audiences. For example
— a particular political party may manipulate reports in their favor, which would
indicate the political control in the media.

» Media bias can occur due to various issues. A journalist or an editor may give
personal preference to an issue.

* A particular event or a celebrity may receive undue importance and set wrong
ideals before the youth. It may present an ostentatious lifestyle, which may
inculcate wrong ideals amongst youngsters.

 Unnecessary sensationalism of an issue may project wrong information to the
publicl3.

 Misleading messages may again divert young minds towards a wrong path.

« Wrong interpretation of news14 may even blow things out of proportion. This
would create further unrest in any place or even violence in case of extreme
situations.

* At times, a particular event or newsl14 item may receive too much attention
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simply because of the lack of important news or snippets. This would again
present a wrong idea before the public.

» Certain types of mass media such as newspapers or leaflets have a very short
shelf life. In terms of advertising, it would not serve to be useful for every kind
of product or message. These were some of the pros and cons of mass media.
Ultimately, it always depends upon the individual and the way a particular
message is perceived for a positive influence of the mass medial

HpI/IMepr OLICHOYHBIX CPEACTB C KJIII0YaMHU IIPaBUWJIbHBIX OTBETOB

After reading

Exercise 9. Read the article again and underline words and phrases that you do
not know. Write your own definitions. Use a dictionary if necessary.

Exercise 10. Find in the first paragraph and analyze the sentence with the
structure “...is known to be...”. Write your own sentences with this structure.
Reading for detail

Exercise 11. Read the text and mark the sentences T (true) or F (false).

1. Mass media is the most powerful way of communication of people living only
in one country.

2. Mass media provides us with fresh news from all the fields.

3. The contribution of mass media in the anti-tobacco and anti-narcotic programs
IS great.

4. The effects of mass media on the minds of the youth can be only positive.

5. The parents and relatives influence on the young people is always more
effective than the mass media effects.

6. Most advertisements which are aimed at the youth generally talk about the
dangers of alcohol and preteen sexual relations, importance of exercise and
fitness etc.

7. Mass media is used to communicate and interact with people from various
walks of life.

8. A particular political party can’t manipulate mass media in its favor.

9. A journalist or an editor can’t give personal preference to an issue.

10. Wrong interpretation of news may create violence in the case of extreme
situations.

Exercise 12. Look through the text and find information about a very important
role of mass media in shaping the personality of people.

Exercise 13. Order the sentences according to the text.

— Mass media has a compelling effect on the children minds.

— Mass media immediately provides us with the latest information about the
things happening around us.

— There are positive as well as negative influences of mass media on the society.
— News can be manipulated to influence the minds of the audiences.

— The Internet is such a medium that it can give many options for the kind of
information required.

— Mass media has played an important role in making people understand the
meaning of democracy.

Exercise 14. Answer the questions.

1. What is this text about?

2. What definitions are given at the beginning of the text?

3. What functions of mass media does the author dwell on?

4. What influences of mass media does the author report?

5. How does the author explain mass media influence on youth?

6. What are the advantages of mass media?

7. What are the disadvantages of mass media?

8. What conclusion does the author make?
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Summarizing information

Exercise 15. Make a plan of the text.

Exercise 16. Abridge the text by way of shortening each paragraph (leaving out
unnecessary sentences and even words).

Exercise 17. Summarize the text to the others in your group.

Speaking

Exercise 18. Discuss Pros and Cons of Mass Media.

Exercise 19. Speak about Mass Media Influence on Youth.

Writing

Exercise 20. Write a summary of the text. Use the following plan.

1. The text is headlined...

2. The author of the article is...

3. The article is devoted to...

4. The text begins with...

5. Then (after that, further on, next...) the author...

— dwells on.../ — explains.../ — mentions.../ — points out.../ — reports
about.../ — describes.../ — touches upon.../ — comments on...

6. According to the text...

7. In conclusion...

8. I find the text — interesting/ — informative / — useful / — too hard to
understand...

3. duanor-paccmpoc no teme «Ilouck paGoToi».

Tema 2 «Pe3tome»
1. CoctaBuTh Ti10ccapuii B o0beMe He MeHee S50 JeKCUYecKuX eauHull, ¢ppas mo reme
«Pe3romem.
2. Pabora ¢ TexkctoM. [lToHMMaHNEe OCHOBHOTO COZIEpaHUsI TEKCTA U 3allpalliiBaeMoi
uHpopManuu o 0003HAYEHHOI TeMaTHukKe
Exercise 1. Find the pronunciation of the following words.
. persuade (V)
. purchase (v)
. advertisement (n)
. populace (n)
. proprietor (n)
. predecessor (n)
. prevalent (adj)
. frontier (n)
. content (n)
Exercise 2. Translate the following words and word-combinations into Russian.

O©Ooo~NOoO ol WwWN -

Phrase Translation

. to persuade the customers (par. 1)

. to generate consumption (par. 2)

. to deliver the messages (par. 2)

. on behalf of (par. 2)

. household (par. 10)

. to follow suit (par. 11)

. to exercise control (par. 13)

. to usher in (the era) (par. 14)

. unobtrusive ads (par. 16)

10. sophisticated advertising (par. 21)

Exercise 3. Find these words in the text and decide whether they are nouns, verbs,
adjectives or adverbs. Then find out what they mean using a dictionary.

OO ~NOoO U WDN P

\ Word | Part of speech | Possible meaning
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means noun CpeacTBa

. rise (par. 1)

. sales (par. 5)

. need (par. 7)

. lower (par. 9)

. tame (par. 10)

. broadcasts (par. 11)
. dates (par. 14)

. causes (par. 18)

. air (par. 22)
Exercise 4. Find the English equivalents to the following Russian words and
phrases.

O©oOoO~NOoO Ol WN -

Phrase English equivalent

. yBeJIM4eHHOe notpediieHue (par. 2)

. corpanbHas pexiaama (par. 3)

. ipocToit Hapo (par. 6)

. IIapjaTaHcKas pekiama (par. 7)

. Ha pyOeske Beka (par. 10)

. IpUBJICKATEIbHBIN B I1a3ax morpedurens (par. 14)
. mobouHbIH npoaykT (par. 15)

. IapTU3aHCKUi MapkeTunr (par. 18)

. METO/Ibl MAPKETHHIOBBIX KOMMYHUKarui (par. 21)
10. uto0BI ynoBneTBOpUTH TpeboBanus (par. 22)
Exercise 5. Look back at the text and match the word/phrase to its definition.

O©CoOoO~NO O WDN P

Word Phrase
1. consume (V) a. a typical example of something, or the original
(par.1) model of something from which others are copied
2. mind (n) (par. 2) b. large amounts of money received by a
company
3. item (n) (par. 3) c. belonging to or shared by two or more people or
things
4. common (adj) (par. 5) d. to appear from somewhere
5. expand (v) (par. e. to use something such as a product, energy, or fuel
7)
6. retailer (n) (par. 11) f. example
7. instance (n) (par. 13) g. someone’s memory or their ability to think
8. archetype (n) (par. 14) h. increase in size or amount
9. emerge (v) (par. 15) i. a single thing in a set or on a list
10. revenue (n) (par. 16) j. someone who sells products to the public
Exercise 6. Find the meaning of the following abbreviations:
1.BBC 1.HIV  3.BC 4. FCC 5.GDP 6. AIDS

Exercise 7. Find some information in the Internet about the famous people, places
and organizations mentioned in the text:

1. Pompeii 2. Volney Palmer 3. N.W. Ayer & Son
4. British Broadcasting Company 5. William Bernbach
Reading for gist

Exercise 8. Read the text once to get the general idea, try not to spend more than
10 minutes. Complete the sentence as to the text:

The passage describes

(A) the history of advertising from Egyptian time to most recent advertising
innovations including the Internet.
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(B) mainly the use of advertising techniques for non-commercial purposes, such
as public service announcements.

(C) different types of advertising and media approaches to it.

Text A. Advertising

(1) Advertising is a form of communication intended to persuade its viewers,
readers or listeners to take some action. It usually includes the name of a product
or service and how that product or service could benefit the consumer, to persuade
potential customers to purchase or

to consume that particular brand. Modern advertising developed with the rise of
mass production in the late 19th and early 20th centuries.

(2) Commercial advertisers often seek to generate increased consumption of their
products or services through branding, which involves the repetition of an image
or product name in an effort to associate related qualities with the brand in the
minds of consumers. Different types of media can be used to deliver these
messages, including traditional media such as newspapers, magazines, television,
radio, outdoor or direct mail. Advertising may be placed by an advertising agency
on behalf of a company or other organization.

(3) Organizations that spend money on advertising promoting items other than a
consumer product or service include political parties, interest groups, religious
organizations and governmental agencies. Nonprofit organizations may rely on
free modes of persuasion, such as a public service announcement.

(4) Money spent on advertising has declined in recent years. In 2007, spending
on advertising was estimated at more than $150 billion in the United States and
$385 billion worldwide, and the latter to exceed $450 billion by 2010.

History

(5) Egyptians used papyrus to make sales messages and wall posters. Commercial
messages and political campaign displays have been found in the ruins of Pompeii
and ancient Arabia. Lost and found advertising on papyrus was common in
Ancient Greece and Ancient Rome. Wall or rock painting for commercial
advertising is another manifestation of an ancient advertising form, which is
present to this day in many parts of Asia, Africa, and South America. The
tradition of wall painting can be traced back to Indian rock art paintings that date
back to 4000 BC. History tells us that out-of-home advertising and billboards are
the oldest forms of advertising.

(6) As the towns and cities of the Middle Ages began to grow, and the general
populace was unable to read, signs that today would say cobbler, miller, tailor or
blacksmith would use an image associated with their trade such as a boot, a suit,
a hat, a clock, a diamond, a horse shoe, a candle or even a bag of flour. Fruits and
vegetables were sold in the city square from the backs of carts and wagons and
their proprietors used street callers (town criers) to announce their whereabouts
for the convenience of the customers.

(7) As education became an apparent need and reading, as well as printing,
developed advertising expanded to include handbills. In the 17th century
advertisements started to appear in weekly newspapers in England. These early
print advertisements were used mainly to promote books and newspapers, which
became increasingly affordable with advances in the printing press; and
medicines, which were increasingly sought after as disease ravaged Europe.
However, false advertising and so-called “quack” advertisements became a
problem, which ushered in the regulation of advertising content.

(8) As the economy expanded during the 19th century, advertising grew
alongside. In the United States, the success of this advertising format eventually
led to the growth of mail-order advertising.

(9) In June 1836, French newspaper La Presse was the first to include paid
advertising in its pages, allowing it to lower its price, extend its readership and
increase its profitability and the formula was soon copied by all titles. Around
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1840, Volney Palmer established a predecessor to advertising agencies in Boston.
Around the same time, in France, Charles-Louis Havas extended the services of
his news agency, Havas to include advertisement brokerage, making it the first
French group to organize. At first, agencies were brokers for advertisement space
in newspapers. N. W. Ayer & Son was the first full-service agency to assume
responsibility for advertising content. N. W. Ayer opened in 1869, and was
located in Philadelphia.

(10) At the turn of the century, there were few career choices for women in
business; however, advertising was one of the few. Since women were
responsible for most of the purchasing done in their household, advertisers and
agencies recognized the value of women’s insight during the creative process. In
fact, the first American advertising to use a sexual sell was created by a woman
— for a soap product. Although tame by today’s standards, the advertisement
featured a couple with the message “The skin you love to touch”.

(11) In the early 1920s, the first radio stations were established by radio
equipment manufacturers and retailers who offered programs in order to sell more
radios to consumers. As time passed, many non-profit organizations followed suit
in setting up their own radio stations, and included: schools, clubs and civic
groups. When the practice of sponsoring programs was popularized, each
individual radio program was usually sponsored by a single business in exchange
for a brief mention of the business’ name at the beginning and end of the
sponsored shows. However, radio station owners soon realized they could earn
more money by selling sponsorship rights in small time allocations to multiple
businesses throughout their radio station’s broadcasts, rather than selling the
sponsorship rights to single businesses per show.

(12) This practice was carried over to television in the late 1940s and early 1950s.
A fierce battle was fought between those seeking to commercialize the radio and
people who argued that the radio spectrum should be considered a part of the
commons — to be used only non-commercially and for the public good. The
United Kingdom pursued a public funding model for the BBC, originally a
private company, the British Broadcasting Company, but incorporated as a public
body by Royal Charter in 1927. In Canada, advocates like Graham Spry were
likewise able to persuade the federal government to adopt a public funding model,
creating the Canadian Broadcasting Corporation. However, in the United States,
the capitalist model prevailed with the passage of the Communications Act of
1934 which created the Federal Communications Commission7. To placate the
socialists, the U.S. Congress did require commercial broadcasters to operate in
the “public interest, convenience, and necessity”. Public broadcasting now exists
in the United States due to the 1967 Public Broadcasting Act which led to the
Public Broadcasting Service and National Public Radio.

(13) In the early 1950s, the DuMont Television Network began the modern trend
of selling advertisement time to multiple sponsors. Previously, DuMont had
trouble finding sponsors for many of their programs and compensated by selling
smaller blocks of advertising time to several businesses. This eventually became
the standard for the commercial television industry in the United States.
However, it was still a common practice to have single sponsor shows, such as
The United States Steel Hour. In some instances the sponsors exercised great
control over the content of the show — up to and including having one’s
advertising agency actually writing the show. The single sponsor model is much
less prevalent now, a notable exception being the Hallmark Hall of Fame.

(14) The 1960s saw advertising transform into a modern approach in which
creativity was allowed to shine, producing unexpected messages that made
advertisements more tempting to consumers’ eyes. The VVolkswagen ad campaign
— featuring such headlines as “Think Small” and “Lemon” (which were used to
describe the appearance of the car) — ushered in the era of modern advertising
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by promoting a “position” or “unique selling proposition” designed to associate
each brand with a specific idea in the reader or viewer’s mind. This period of
American advertising is called the Creative Revolution and its archetype was
William Bernbach who helped create the revolutionary Volkswagen ads among
others. Some of the most creative and long-standing American advertising dates
to this period.

(15) The late 1980s and early 1990s saw the introduction of cable television and
particularly MTV. Pioneering the concept of the music video, MTV ushered in a
new type of advertising: the consumer tunes in for the advertising message, rather
than it being a by-product or afterthought.

As cable and satellite television became increasingly prevalent, specialty
channels emerged, including channels entirely devoted to advertising, such as
QVC, Home Shopping Network, and ShopTV Canada.

(16) Marketing through the Internet opened new frontiers for advertisers and
contributed to the “dot-com” boom of the 1990s. Entire corporations operated
solely on advertising revenue, offering everything from coupons to free Internet
access. At the turn of the 21st century, a number of websites including the search
engine Google, started a change in online advertising by emphasizing
contextually relevant, unobtrusive ads intended to help, rather than inundate,
users. This has led to a plethora of similar efforts and an increasing trend of
interactive advertising.

(17) The share of advertising spending relative to GDP has changed little across
large changes in media. For example, in the U.S. in 1925, the main advertising
media were newspapers, magazines, signs on streetcars, and outdoor posters.
Advertising spending as a share of GDP was about 2.9 percent. By 1998,
television and radio had become major advertising media. Nonetheless,
advertising spending as a share of GDP was slightly lower — about 2.4 percent.
(18) A recent advertising innovation is “guerrilla marketing”, which involve
unusual approaches such as staged encounters in public places, giveaways of
products such as cars that are covered with brand messages, and interactive
advertising where the viewer can respond to become part of the advertising
message. Guerrilla advertising is becoming increasing more popular with a lot of
companies. This type of advertising is unpredictable and innovative, which
causes consumers to buy the product or idea. This reflects an increasing trend of
interactive and “embedded” ads, such as via product placement, having
consumers vote through text messages, and various innovations utilizing social
network services such as MySpace.

Public Service Advertising

(19) The same advertising techniques used to promote commercial goods and
services can be used to inform, educate and motivate the public about non-
commercial issues, such as HIV/AIDS, political ideology, energy conservation
and deforestation.

(20) Advertising, in its non-commercial guise, is a powerful educational tool
capable of reaching and motivating large audiences. “Advertising justifies its
existence when used in the public interest — it is much too powerful a tool to use
solely for commercial purposes”. —

Attributed to Howard Gossage by David Ogilvy.

(21) Public service advertising, non-commercial advertising, public interest
advertising, cause marketing, and social marketing are different terms for (or
aspects of) the use of sophisticated advertising and marketing communications
techniques (generally associated with commercial

enterprise) on behalf of non-commercial, public interest issues and initiatives.
(22) In the United States, the granting of television and radio licenses by the FCC
is contingent upon the station broadcasting a certain amount of public service
advertising. To meet these requirements, many broadcast stations in America air
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the bulk of their required public service announcements during the late night or
early morning when the smallest percentage of viewers are watching, leaving
more day and prime time commercial slots available for high-paying advertisers.
(23) Public service advertising reached its height during World Wars 1 and Il
under the direction of several governments.

After reading

Exercise 9. Read the article again and underline words and phrases that you do
not know. Write your own definitions. Use a dictionary if necessary.

Exercise 10. Analyze the sentences, decide what the highlighted words mean
from the point of view of grammar. Write your own sentences with the same
grammar structure.

1. As the towns and cities of the Middle Ages began to grow, and the general
populace was unable to read, signs that today would say cobbler, miller, tailor or
blacksmith would use an image associated with their trade such as a boot, a suit,
a hat, a clock, a diamond, a horse shoe, a candle or even a bag of flour.

2. At the turn of the century, there were few career choices for women in business.
3. To placate the socialists, the U.S. Congress did require commercial
broadcasters to operate in the “public interest”.

Scanning for information

Exercise 11. What do the following figures and dates mean?

1. $150 billion 2. 4000 BC 3. June 1836

4. 1869 5.1960 6.2.4

Exercise 12. Order the sentences according to the text.

1. Wall or rock painting is for commercial advertising is the most ancient
advertising form.

2. Advertising is a means of conveying information to consumers about a product
or service that exists in many different media.

3. Volney Palmer established the first advertising agency in Boston.

4. Advertising serves to persuade and inform a consumers in order to influence
them and their purchasing power.

5. Handbills appeared in the 17th century when the general public was able to
read.

6. Guerilla marketing reflects an increasing trend of interactive and embedded
ads.

7. Du Mont Television Network started selling small blocks of advertising time
to multiple sponsors.

8. There are cable Tv channels devoted exclusively to advertising.

9. Radio became the advertising medium, selling program sponsorship.

10. William Bernbach created a revolutionary Volkswagen ad.

Exercise 13. Answer the questions.

1. What is the main purpose of commercial advertising?

2. What other items besides consumer products or service could be promoted
through advertising?

3. What are the oldest forms of advertising?

4. What did early print advertisements promote?

5. What appeared as the result of “quack” advertising?

6. Who was the first to establish a kind of advertising agency?

7. Why could women make a career in advertising even at the turn of the 20th
century?

8. Is BBC a private company or a public body?

9. What approach to advertising was characteristic in 1960s?

10. What is Unique Selling Proposition?

11. What does “guerilla marketing” involve?

12. Why do many broadcast stations in the US air the required public
announcements during the late night or early morning?
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Summarizing information

Exercise 14. Look through the text again. Identify the main points of each
paragraph of the text.

Exercise 15. Make a plan of the text.

Exercise 16. Shorten the text by way of shortening each paragraph (leaving out
unnecessary sentences and even words) and be ready to summarize the text to the
others in your group. Follow the plan:

1. The central idea of the reading passage is about... (it is devoted to... deals with...
touches upon... the purpose of the text is to give the reader some information on).
2. Give a summary of the reading passage (no more than 15-20 sentences). State
the main problem discussed in the reading passage and mark off the passages that
seem important to you.

3. Look for minor peculiarities of the reading passage.

4. Point out the facts that turned out to be new for you.

5. Look through the reading passage for figures, which are important for general
understanding.

6. State what places of the reading passage contradict your former views.

7. State the questions that remained unanswered and if it is possible, add some
ideas.

8. Speak on the conclusion the author comes to.

9. Express your own point of view on the problem(s) discussed.

Speaking

Exercise 17. Speak about advertising in the ancient world and medieval period.
Try to think of more examples from history.

Exercise 18. With your partner discuss how similar/different were the first
advertising agencies established by Volney Palmer and N. W. Ayer with respect
to modern advertising agencies.

Exercise 19. Imagine you have to give a short talk on the characteristic features
of modern advertising. Think about 3 important points, be ready to give
examples.

Writing

Exercise 20. Get back to paragraph 17 from the text. Write a short paragraph
explaining the tendency (150 words).

(17) The share of advertising spending relative to GDP has changed little across
large changes in media. For example, in the U.S. in 1925, the main advertising
media were newspapers, magazines, signs on streetcars, and outdoor posters.
Advertising spending as a share of GDP was about 2.9 percent. By 1998,
television and radio had become major advertising media. Nonetheless,
advertising spending as a share of GDP was slightly lower — about 2.4 percent.
Exercise 21. Give your own Russian equivalents of the following advertisements:
1. The skin you love to touch

Remember: This is the ad for a soap product using a sex sell (par. 10).

2. Think small

Remember: This is the Volkswagen ad campaign of 1960s, using a unique selling
proposal (par. 14). Be ready to explain your choice.

Text B

Personalizing

» What types of advertising do you know?

» What types of advertising are the most effective/ the least effective in your
opinion?

» What types of advertising have you seen today/yesterday?

Tema 3 «CobecenoBanue
Exercise 1. Find the pronunciation of the following words.
1. virtually



27

. receipt

. purchase

. proponent

. vehicle

. aisle

. digital

. controversy

OO OIS WN

Exercise 2. Look at some terms you’ll come across in the text and match the

terms to their definitions.

Term

Definition

1. A rack card

a. is a form of online advertising on the
World Wide Web intended to attract web
traffic

2. A flyer or flier, also called handbill or
leaflet

b. is a form of advertising on the World
Wide Web delivered by an ad server. This
form of online advertising entails
embedding an advertisement into a web
page. It is intended to attract traffic to a
website by linking to the website of the
advertiser

3. Pop-up ad or pop-up (BcruibiBaroiee
OKHO)

c. is an officer of the court who makes
public

pronouncements as required by the court,
can also make public announcements in
the streets. They are often dressed
elaborately, in a red and gold robe, white
breeches, black boots and a tricorne hat

4. A web banner or banner ad

d. is a document used for commercial
advertising, placed on a special rack
frequently in convenience stores, hotels,
landmarks, restaurants, rest areas and
other locations that enjoy significant foot
traffic

5. A town crier

e. is a short tune used in advertising and
for other commercial uses. It contains
meaning that explicitly promotes the
product being advertised, usually through
the use of one or more advertising
slogans. It is a form of sound branding

6. A generic trademark, also known as
a genericized trademark

f. is a form of paper advertisement
intended for wide distribution and
typically posted or distributed in a public
place or through the mail

7. Ajingle

g. is a trademark or brand name that has
become the common name for, or
synonymous with, a general class of
products or service, represents a form of
metonymy

8. Classified ad

h. (of newspaper or magazine
advertisements) organized in categories
according to what is being advertised

Exercise 3. Give Russian equivalents of the following words/word combinations.

| Word/word combination

Translation
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. average (par. 2)

. annual (par. 2)

. event ticket (par. 1)

. insert (par. 4)

. blank backdrops (par. 4)

. toll-free (par. 5)

. receive (par. 7)

. deliver a message (par. 9)

. spotlights (par. 11)

10. retail (par. 13)

11. embed (par. 14)

12. digital (par. 19)

13. pervasive (par. 21)

Exercise 4. Find these highlighted words in the text and decide whether they are
nouns, verbs, adjectives or adverbs. Then decide what they mean and check in a
dictionary.

OCoO~NO O WDN PP

Word Part of speech Possible meaning

. charge (par. 2)

. feature (par. 5)

. convention (par. 12)

. Strewn (par. 11)

. covert (par. 14)

. share (par. 15)

. advances (par. 19)

Exercise 5. Find and list all the words and phrases in the text with a similar
meaning to:

~No ok, wN -

Word/Phrase Synonym

. include (par. 8)

. objective or result (par. 12)

. a large shop (par. 12)

. the negative aspect of something (par. 16)

. become greater or more successful than (par. 17)

. dispute, disagreement (par. 21)

. excitement, expectations (par. 22)

Exercise 6. Find the English equivalents to the following Russian words and
phrases.

Phrase English equivalent

. OTpaciieBbie XypHasl (par. 8)

. 3HaMeHHuTOCTh (par. 15)

. mpoaBurats (par. 15)

. HeOaronpusTHIA (par. 16)

. iudpossie BeiBecku (par. 19)

. TouHocTh (par. 19)

. paketa-HocHuTenb (par. 21)

. IOJICO3HAaTebHBIN (par. 21)

xercise 7. Look back at the text and match the word/phrase to its definition.

~NOoO Ok~ W

Mmoo ~No b wN Rk

Word Synonym

1. testimonial (par. 5) a. a passage between rows of seats in a
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airplane, or a train

building such as a church or theater, an

on the Internet to a large number of
Newsgroups or users

2. fee (par. 8) b. irrelevant or inappropriate messages sent

3. spam (par. 9) c. a payment made to a professional

in exchange for advice or services

person or to a professional or public body

4. dedicated (par. 11) d. a formal statement testifying to
someone’s character and qualifications

5. aisle (par. 13) e. not requested or invited

6. endorse (par. 16) f. declare one’s public approval or support
of

7. unsolicited (par. 20) g. the most successful point; the
culmination

8. pinnacle (par. 21) h. exclusively allocated to or intended for a

particular purpose

Exercise 8. Find some information in the Internet about the following:
1. What do the brands mentioned in the text produce?

* VAIO « Kellogg’s

2. How are the following film names translated into Russian?

 Minority Report * Spaceballs « Fantastic Four: Rise of the Silver
Surfer

« Blade Runner

Reading for gist

Exercise 9. Read the text once to get the general idea and try not to spend more
than 10 minutes. Complete the sentence as to the text:

The passage describes

(A) the history of advertising from ancient times to most recent advertising
innovations including the Internet.

(B) covert advertising and celebrity endorsement.

(C) different types of advertising and advertising media.

Text B. Types of Advertising

(1) Virtually any medium can be used for advertising. Commercial advertising
media can include wall paintings, billboards, street furniture components, printed
flyers and rack cards, radio, cinema and television adverts, web banners, mobile
telephone screens, shopping carts,

web popups, skywriting, bus stop benches, human billboards, magazines,
newspapers, town criers, sides of buses, banners attached to or sides of airplanes
(“logojets™), in-flight advertisements on seatback tray tables or overhead storage
bins, taxicab doors, roof mounts and passenger screens, musical stage shows,
subway platforms and trains, elastic bands on disposable diapers, doors of
bathroom stalls, stickers on apples in supermarkets, shopping cart handles
(grabertising), the opening section of streaming audio and video, posters, and the
backs of event tickets and supermarket receipts. Any place an “identified”
sponsor pays to deliver their message through a medium is advertising.
Television

(2) The TV commercial is generally considered the most effective mass-market
advertising format, as is reflected by the high prices TV networks charge for
commercial airtime during popular TV events. The annual Super Bowl football
game in the United States is known as the most prominent advertising event on
television. The average cost of a single thirty-second TV spot during this game
has reached US $3 million (as of 2009).

(3) The majority of television commercials feature a song or jingle that listeners
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soon relate to the product.

(4) Virtual advertisements may be inserted into regular television programming
through computer graphics. It is typically inserted into otherwise blank backdrops
or used to replace local billboards that are not relevant to the remote broadcast
audience. More controversially, virtual billboards may be inserted into the
background where none exist in real-life. Virtual product placement is also
possible.

Infomercials

(5) An infomercial is a long-format television commercial, typically five minutes
or longer. The word “infomercial” is a portmanteau of the words “information”
& “commercial”. The main objective in an infomercial is to create an impulse
purchase, so that the consumer sees the presentation and then immediately buys
the product through the advertised toll-free telephone number or website.
Infomercials describe, display, and often demonstrate products and their features,
and commonly have testimonials from consumers and industry professionals.
Radio Advertising

(6) Radio advertising is a form of advertising via the medium of radio.

(7) Radio advertisements are broadcasted as radio waves to the air from a
transmitter to an antenna and a thus to a receiving device. Airtime is purchased
from a station or network in exchange for airing the commercials. While radio
has the obvious limitation of being restricted to sound, proponents of radio
advertising often cite this as an advantage.

Press Advertising

(8) Press advertising describes advertising in a printed medium such as a
newspaper, magazine, or trade journal. This encompasses everything from media
with a very broad readership base, such as a major national newspaper or
magazine, to more narrowly targeted media such as local newspapers and trade
journals on very specialized topics. A form of press advertising is classified
advertising, which allows private individuals or companies to purchase a small,
narrowly targeted ad for a low fee advertising a product or service.

Online Advertising

(9) Online advertising is a form of promotion that uses the Internet and World
Wide Web for the expressed purpose of delivering marketing messages to attract
customers. Examples of online advertising include contextual ads that appear on
search engine results pages, banner ads, in text ads, Rich Media Ads, Social
network advertising, online classified advertising, advertising networks and e-
mail marketing, including e-mail spam.

Billboard Advertising

(10) Billboards are large structures located in public places, which display
advertisements to passing pedestrians and motorists. Most often, they are located
on main roads with a large amount of passing motor and pedestrian traffic;
however, they can be placed in any location with large amounts of viewers, such
as on mass transit vehicles and in stations, in shopping malls or office buildings,
and in stadiums.

Mobile Billboard Advertising

(11) Mobile billboards are generally vehicle mounted billboards or digital
screens. These can be on dedicated vehicles built solely for carrying
advertisements along routes preselected by clients, they can also be specially-
equipped cargo trucks or, in some cases, large banners strewn from planes. The
billboards are often lighted; some being backlit, and others employing spotlights.
Some billboard displays are static, while others change; for example,
continuously or periodically rotating among a set of advertisements.

(12) Mobile displays are used for various situations in metropolitan areas
throughout the world, including:

* Target advertising
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* One-day, and long-term campaigns

» Conventions

» Sporting events

« Store openings and similar promotional events

» Big advertisements from smaller companies

» Others

In-store Advertising

(13) In-store advertising is any advertisement placed in a retail store. It includes
placement of a product in visible locations in a store, such as at eye level, at the
ends of aisles and near checkout counters, eye-catching displays promoting a
specific product, and advertisements

in such places as shopping carts and in-store video displays.

Covert Advertising

(14) Covert advertising, also known as guerrilla advertising, is when a product or
brand is embedded in entertainment and media. For example, in a film, the main
character can use an item or other of a definite brand, as in the movie Minority
Report, where Tom Cruise’s character John Anderton owns a phone with the
Nokia logo clearly written in the top corner, or his watch engraved with the
Bulgari logo. Another example of advertising in film is in I, Robot, where main
character played by Will Smith mentions his Converse shoes several times,
calling them “classics”, because the film is set far in the future. I, Robot and
Spaceballs also showcase futuristic cars with the Audi and Mercedes-Benz logos
clearly displayed on the front of the vehicles. Cadillac chose to advertise in the
movie The Matrix Reloaded, which as a result contained many scenes in which
Cadillac cars were used. Similarly, product placement for Omega Watches, Ford,
VAIO, BMW and Aston Martin cars are featured in recent James Bond films,
most notably Casino Royale. In “Fantastic Four: Rise of the Silver Surfer”, the
main transport vehicle shows a large Dodge logo on the front. Blade Runner
includes some of the most obvious product placement; the whole film stops to
show a Coca-Cola billboard.

Celebrities

(15) This type of advertising focuses upon using celebrity power, fame, money,
popularity to gain recognition for their products and promote specific stores or
products. Advertisers often advertise their products, for example, when
celebrities share their favorite products or wear clothes by specific brands or
designers. Celebrities are often involved in advertising campaigns such as
television or print adverts to advertise specific or general products.

(16) The use of celebrities to endorse a brand can have its downsides, however.
One mistake by a celebrity can be detrimental to the public relations of a brand.
For example, following his performance of eight gold medals at the 2008
Olympic Games in Beijing, China, swimmer Michael Phelps’ contract with
Kellogg’s was terminated, as Kellogg’s did not want to associate with him after
he was photographed smoking marijuana.

Media and Advertising Approaches

(17) Increasingly, other media are overtaking many of the “traditional” media
such as television, radio and newspaper because of a shift toward consumer’s
usage of the Internet for news and music as well as devices like digital video
recorders.

(18) Advertising on the World Wide Web is a recent phenomenon. Prices of Web-
based advertising space are dependent on the “relevance” of the surrounding web
content and the traffic that the website receives.

(19) Digital signage is poised to become a major mass media because of its ability
to reach larger audiences for less money. Digital signage also offers the unique
ability to see the target audience where they are reached by the medium.
Technology advances has also made it possible to control the message on digital
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signage with much precision, enabling the messages to be relevant to the target
audience at any given time and location which in turn, gets more response from
the advertising. Digital signage is being successfully employed in supermarkets.
Another successful use of digital signage is in hospitality locations such as
restaurants and malls.

(20) E-mail advertising is another recent phenomenon. Unsolicited bulk E-mail
advertising is known as “e-mail spam”. Spam has been a problem for email users
for many years. However, filters that are more efficient are now available making
it relatively easy to control what email you get.

(21) Some companies have proposed placing messages or corporate logos on the
side of booster rockets and the International Space Station. Controversy exists on
the effectiveness of subliminal advertising, and the pervasiveness of mass
messages.

(22) Unpaid advertising (also called “publicity advertising”), can provide good
exposure at minimal cost. Personal recommendations (“bring a friend”, “sell it”),
spreading buzz, or achieving the feat of equating a brand with a common noun
(in the United States, “Xerox” = “photocopier”, “Kleenex” = tissue, “Vaseline”
= petroleum jelly, “Hoover” = vacuum cleaner, “Nintendo” (often used by those
exposed to many video games) = video games, and “Band-Aid” = adhesive
bandage) — these can be seen as the pinnacle of any advertising campaign.
However, some companies oppose the use of their brand name to label an object.
Equating a brand with a common noun also risks turning that brand into a
genericized trademark — turning it into a generic term which means that its legal
protection as a trademark is lost.

(23) As the mobile phone became a new mass media in 1998 when the first paid
downloadable content appeared on mobile phones in Finland, it was only a matter
of time until mobile advertising followed, also first launched in Finland in 2000.
By 2007 the value of mobile advertising had reached $2.2 billion and providers
such as Admob delivered billions of mobile ads.

(24) More advanced mobile ads include banner ads, coupons, Multimedia
Messaging Service picture and video messages, advergames and various
engagement marketing campaigns. A particular feature driving mobile ads is the
2D Barcode, which replaces the need to do any typing of web addresses, and uses
the camera feature of modern phones to gain immediate access to web content.
83 percent of Japanese mobile phone users already are active users of 2D
barcodes.

(25) A new form of advertising that is growing rapidly is social network
advertising. It is online advertising with a focus on social networking sites. This
is a relatively immature market, but it has shown a lot of promise as advertisers
are able to take advantage of the demographic information the user has provided
to the social networking site. Friendertising is a more precise advertising term in
which people are able to direct advertisements toward others directly using social
network service.

While reading

Exercise 10. Read the article again and underline words and phrases that you do
not know. Write your own definitions. Use a dictionary if necessary.

Exercise 11. Read the explanation of the term portmanteau:

A portmanteau [port'meantou, portmen’tov]; or portmanteau word is a
combination of two or more) words or morphemes, and their definitions, into one
new word. The English is derived from French portemanteau (portmanteau
luggage which has two compartments). A portmanteau word fuses both the
sounds and the meanings of its components, as in smog, coined by blending
smoke and fog.

While reading the text, find 4 examples of such words.

Scanning for information
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Exercise 12. What do the following figures and dates mean?

1. $3 million 2. $2.2 billion 3. 2008 5. 83 % 4. Finland, 2000

Reading for detail

Exercise 13. Order the sentences according to the text.

1. Press advertising describes advertising in a printed medium such as a
newspaper, magazine, or trade journal.

2. The TV commercial is generally considered the most effective mass-market
advertising format.

3. In-store advertising is any advertisement placed in a retail store.

4. Any place advertisers pay for to deliver their message through a medium is
advertising.

5. Online advertising is a form of promotion that uses the Internet and World
Wide Web for the expressed purpose of delivering marketing messages to attract
customers.

6. Infomercials describe, display, and demonstrate products and their features,
and commonly have testimonials from consumers and industry professionals.

7. Billboards are large structures located in public places that display
advertisements to passing pedestrians and motorists.

8. Radio has the obvious limitation of being restricted to sound. However,
proponents of radio advertising often say this is an advantage.

9. Mobile billboards are generally vehicle mounted billboards or digital screens.
10. Covert advertising, also known as guerrilla advertising, is when a product or
brand is embedded in entertainment and media.

Exercise 14. Answer the questions.

1. What is the most effective mass-market advertising format?

2. How can you prove that the annual Super Bowl football game is the most
prominent advertising event on television?

3. What is a portmanteau word? Give examples.

4. What is classified advertising? Give examples.

5. What are the examples of online advertising?

6. What is spam?

7. Where is the billboard advertising most often located?

8. Are billboard displays always static?

9. What is in-store advertising? Give some examples.

10. What are the downsides of celebrity endorsement?

Exercise 15. Read the text and mark the sentences T (true) or F (false).

1. In the movie Minority Report, where Tom Cruise’s character John Anderton
owns a phone with the Nokia logo.

2. In the film I, Robot, the main character played by Will Smith mentions his
Reebok shoes several times, calling them “classics”.

3. The movie The Matrix Reloaded contained many scenes in which Cadillac cars
were used.

4. In James Bond films, most notably Casino Royale, one can see product
placement for Omega Watches, Ford, VAIO, BMW and Aston Martin cars.

5. Blade Runner includes some of the most obvious product placement; the whole
film stops to show a Pepsi-Cola billboard.

Exercise 16. Choose the correct option.

1. The other media are replacing television, radio and newspapers for advertising
a) because people more and more use the Internet for news and entertainment.
b) because people are tired of traditional media.

2. Digital signage is becoming a major mass media

a) because it is interactive.

b) because it can reach many people for less money.

3. If a brand is equated with a common noun (e. g. Xerox = photocopier)

a) it is always a positive development.
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b) it is not always positive because a brand looses legal protection.

4. The first mobile phone advertising was launched

a) in Finland in 2000.

b) in the US in 1998.

5. Social network advertising

a) is not very promising because it is still immature.

b) is developing rapidly as people can send relevant advertisements to each other
through social network service.

Summarizing information

Exercise 17. Look through the text again. Identify the main points of each
paragraph of the text.

Exercise 18. Make a plan of the text.

Exercise 19. Shorten the text by way of shortening each paragraph (leaving out
unnecessary sentences and even words) and be ready to summarize the text to the
others in your group. Follow the plan:

1. The central idea of the reading passage is about... (it is devoted to... deals with...
touches upon... the purpose of the text is to give the reader some information on).
2. Give a summary of the reading passage (no more than 15-20 sentences). State
the main problem discussed in the reading passage and mark off the passages that
seem important to you.

3. Look for minor peculiarities of the reading passage.

4. Point out the facts that turned out to be new for you.

5. Look through the reading passage for figures, which are important for general
understanding.

6. State what places of the reading passage contradict your former views.

7. State the questions that remained unanswered and if it is possible, add some
ideas.

8. Speak on the conclusion the author comes to.

9. Express your own point of view on the problem(s) discussed.

Speaking

Exercise 20

1. Study the first paragraph — what advertising media do you think to be unusual?
Can you add anything to this list?

2. Speak about traditional advertising media — newspapers, radio, television.
Give some positive and negative aspects of placing an advertisement within the
traditional media.

3. Speak about types of billboard advertising.

4. Speak about electronic advertising and its perspectives.

5. Give your opinion about covert advertising.

6. Speak about positive and negative aspects of celebrity endorsement.

Writing

Exercise 21. Write an ad about a product — use pictures, slogans and text to
make it as interesting as possible!

The following points should be included:

* what is good about the product

» why people should buy it

» why it is better than a different product

« the price

IlepeyeHb BONIPOCOB U 3a/1aHUI, BBIHOCUMbIX Ha 3a4eT

Ta6auna 9. IIpuMepbl OLEHOYHBIX CPEICTB € KIHYaMH NPABUIBHBIX OTBETOB
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Bpemsa
Ne IIpaBuiIbHBIN BBIINOJIHE
Tun 3aganust DopMyJIMPOBKA 3aJaHUS
n/n oTBeT HUSA
(B MUH)
YK-4. Cnocoben npumenams cospemenHnvle KOMMYHUKAMUGHBIE MEXHOIOZUU, 8 MOM YUCIE HA

UHOCMPAHHOM(bIX) A3bIKe(AX), 0N AKAOeMUUeCK020 U nPOGecCuOHATIbHO20 83AUMO0CUCIBUS

1. 3ananue IIpouumatime 3a0anue, 6vibepume 3 2 MUH
3aKpBITOr0 NpasUibHbIL 0OMeem
THIIA Which of the following is classified as a
(Ha 6v160p "Mental Health Disability"?
001020 1) Blindness
6:5’ ZZ’ZZZ )a 2) Traumatic Brain Injury
3) Attention Deficit Disorder
2. 3anganne IIpouumatime 3a0anue, 6vibepume 2 2 MuH
3aKpBITOTO NpasuUibHuL 0Meem
Thna In the context of inclusive education, what is
(ta 6v160p | the main goal of providing an inclusive
001020 environment?
edpuanma 1 1y To separate students with special needs
omeema)
for better care.
2) To make sure all students, regardless of
ability, learn together.
3) To focus only on students with physical
disabilities.
3. 3aganne IIpouumatime 3a0anue, 6vibepume 2 2 MuH
3aKpLITOrO npasUNbHLI OMEem
Thna According to the text on overcoming
(a 6v100p unhealthy habits, how long does it usually
00H020 take for a new action to become a habit?
eoai ZZ;’Z;‘ 1) About a week
2) About a month
3) About a year
4. 3ananue IIpouumaiime 3adanue, 8bibepume 2 2 muH
3aKpBITOro NpasUIbHLIL 0OMEem
THUIa According to the principles of psychological
(na evi60p | counseling, what is the most difficult principle to
00H020 implement in a conversation?
sapuanma 1) Being friendly
omeema) 2) Valuelessness (non-judgmental attitude)
3) Giving direct advice
5. 3amanmne Yemanosume nocrnedosamenvrnocmo 2,4,1,3 5 muH
3aKPBITOI'O Pacnonoxure 3Tarsl pa60T51 C pe6eHKOM C
TUNA (Ha MOAO3PEHUEM Ha IMCHUXUYECKOE PacCTPOUCTBO
ycmaHoeienue (;[enpeccmo) B IMPABUJIbHOM TIOPSJAKE. Vkaxute
nociedogamens | MOCIEIOBATCIHLHOCTD JICUCTBUH.
Hocmu) (Arrange the stages of working with a child

suspected of having a mental disorder
(depression) in the correct order.)

1) Have the child evaluated by a mental health
professional.

2) Notice that the child's low mood lasts more
than two weeks.

3) Begin treatment (psychotherapy, medication,
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Bpemsa
Ne IIpaBuiIbHBIN BBIINOJIHE
Tun 3aganust DopMyJIMPOBKA 3aJaHUS
n/n OTBeT HUS
(B MUH)
or a combination).
4) Observe that the child has difficulty carrying
on with normal activities and relationships.
6. 3amanue Ilpouumaiime 3adanue, evibepume 1 2 MUH
3aKpBITOTO NpABUNLHBIL OMEem
THIIA What is a key sign that a teenager might be
(ta 6v160p | syffering from depression rather than just a
00H020 low mood?
gapuanmda 1 1y The low mood lasts more than two weeks.
omeema)
2) They are stressed about exams.
3) They want to spend more time with
friends.
7. 3amanue Yemanoeume nocneoosamenvnocmeo 2,3,1 5 Mun
3aKpBITOI'O Pacnonoskute 1maru no IMpCOJ0JICHHUIO BPCIHBIX
THUIIa (Ha IIPUBBIYCK B €/1€ B IIPAaBUJIBHOM ITOPSAIKE.
YCTAaHOBJICHHE | YKa)KUTE MOCIEAOBATEIbHOCTh ACUCTBUI.
nmocienoBatens | (Arrange the steps to overcome bad eating habits
HOCTH) in the correct order.)
1) Figure out how you'll slowly change your bad
habits into healthier ones.
2) Be aware of the bad habits you want to fix.
3) Figure out why these habits exist.
8. 3amaHue Yemanosume nocneoosamenvrnocmo 53,2,4,1 5 mMuH
3aKpbITOI'O Pacnonoxxure 3Tallbl THUIIMYHOT'O rmpounecca
Thma (Ha TPYJOYCTPOMCTBA B XPOHOJIOTHYECKOM MOPAJIKE.
YCTAHOBJICHHE | YKa)KUTE MOCIIEI0BATENIbHOCTD JIEUCTBUH.
mocienosatens | (Arrange the stages of a typical job application
HOCTH) process in chronological order.)

1) Send thank you letters after the interview.
2) Prepare a resume and cover letter.

3) Research companies and job openings.

4) Prepare for a job interview.

5) Select a job or career.
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Bpemsa
N Tun 3aganust DopMyJIMPOBKA 3aJaHUS Hpasuabupii BpINO.THE
n/n OTBeT HUS
(B MUH)
9. 3aganue Yemanosume coomeemcemeue 5 mun
3aKpPBITOI'O CooTHECHTE THII paCCTpoﬁCTBa C €I0 OIMMCaHHuEM 1-B
THIIA 1. Autism A. An injury to the brain 2B
(na caused by a hard hit or 3-A
yemanoenenue violent shaking, leading to
coomeenmcmestiz changes in behavior or
) learning.
2. Learning | b. A developmental
Disability disability affecting
communication and
social interaction, often
diagnosed in early
childhood
3. Traumatic | B. A neurological
Brain Injury | disorder where a child is
as smart as peers but
learns differently, often
struggling with reading or
math.
10. 3aganue Yemanosume coomeemcemeue 5 mun
3aKpbITOI'O CooTHecHUTE THII pacm‘poﬁcma C €ro OINMCaHueM 1-B
THIIA 1. A. A condition 2-B
(na Speech/Lan | significantly limiting 3-A
yemanosienue |\ guage basic  activities  like
coomsemcmeui || |mpairment | walking,  lifting,  or
) carrying.
2. Learning | b. A problem with
Disability communication or mouth
movement for speech
(e.g., saying "wing"
instead of "ring").
3. Physical | B. A neurological
Disability disorder where a child is
as smart as peers but
learns differently, often
struggling with reading or
math.
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Bpemsa
Ne IIpaBuiIbHBIN BBIINOJIHE
w/n Tun 3aganust DopMyJIMPOBKA 3aJaHUS OTBET st
(B MUH)
11. 3aganue Yemanosume coomeemcemesue 5 MuH
3aKpBITOrO CooTHeCHUTE MOHSATHE C €T0 ONPEACICHUEM 1-B
THIIA 1. School A. Helping people deal 2-A
(na Psychologist | with personal crises, 3-b
yemanoenenue exam  anxiety and
coomeenmcmestiz Studienstress
) 2. Mental b. A student living with
Health a local family to learn
Counselor about a new culture and
language.
3. Study B.  Working  with
Abroad students to address
Student learning disabilities,
behavioral issues, and
school-related stress
12. 3amanue Yemanosume coomeememeue 5 MuH
3aKPBITOTO CootHecute poeccuro co cepoit
THUIIA JCATCIIBHOCTHU
(na 1. Mental | A.  Schools, child 1-B
yemanoenenue | | health welfare agencies, 2-A
coomeememeui | | professional | mental health centers 3-B
) 2. Social | b. Diagnosing and
Worker treating depression and
anxiety
3. B. Studying crime,
Criminologist | punishment, and
criminal behavior
13. 3aganue Ilpouumatime mexkcm u dononnume | autism 3 MuH
OTKPBITOT'O npedﬂogfceﬁue:
THIIA Children with may react to
(c sounds, sights, and touch in ways that are
donommenuem | different from typical children and often have
npednogicenus) | sneech and language delays.
14. 3aganne Ipouumaiime mexkcm u oononnume | resume 3 MuH
OTKPBITOTO npeonoicenue:
THNA One of the key steps in applying for a job is
(c to prepare a and a cover letter
donoanenuem | that highlights your skills and experience.
npeoodcerus
15. 3ananue Ipouumatime mexcm u Oononnume | aggression 3 MUH
OTKPBITOT'O npe()ﬂoofceﬂue:
THIIA Psychological theories of crime suggest that
(c criminal behavior can be a result of learned
dononnenuem | pehaviors of and violence from
npednodgicenus)) | one's environment.
16. 3aganue Ilpouumatime mexkcm u oononnume | depression 3 MuH
OTKPBITOT'O npe()ﬂoofceﬂue:
THIIA The text on adolescent mood swings explains
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Bpemsa
Ne IIpaBuiIbHBIN BBIINOJIHE
w/n Tun 3aganust DopMyJIMPOBKA 3aJaHUS OTBET st
(B MUH)
(c that if a low mood lasts more than two weeks,
dononnenuem | @ teenager may be suffering from
npeonoicens) , which is a treatable illness.
17. 3amanmne Ilpouumatime mexcm u Ooononnume | respect 3 MUH
OTKPBITOr'O npeonoicerue:
THIIA While living with a host family abroad, it's
(c important to house rules, even if
dononnenuem | they seem silly, as you are a guest in their
npeonodcenust) | home.
18. 3aganue Ilpouumatime mexcm u Odononnume | autism 3 MuH
OTKPBITOI'O npedfzoofceHue:
THIIA A person with may have a very
(c hard time communicating with others and
odononnenuem | often shows symptoms during the first three
npednogicerus) | years of life,
19. 3ananue Ipouumatime mekcm u oononnume | professional 3 MUH
OTKPBITOI'O npedfzoofceHue:
THIIA The text on dress codes mentions that
(c employers may establish different dress codes
dononnenuem | for men and women to create a
npeonodcenus) | gtmosphere, which is  generally not
considered discriminatory.
20. 3amanmne Ilpouumatime mexcm u oononnume | harm 3 MuH
OTKPBITOI'O npedﬂo:)fceHue:
THNA The article on helping people warns that
(c offering help when you don't have the skills
dononmenuem | or time can do more than good.
npeonodcerUs)
[ToyIHBII KOMITJIEKT OLIEHOYHBIX MaTepUaoB MO JUCHUILINHE ((POH OLEHOYHBIX
CPEICTB) XpaHUTCS B JJEKTPOHHOM BHAEC Ha Kadenape, yTBepxkaaroiiei padodyro
nporpammy OIUCHUILIIAHBI.
7.4. Meroanueckue MaTepUaJibl, OINpeleJsONie NPoUeaAypPbl OLEHUBAHUS

pe3yJbTaToB 00y4YeHHs M0 AUCHUIJINHE

[To wuroram Kaxmoro cemMecTpa B paMKax JCUCTBYIOIIEH OaTbHO-

PEUTHHTOBOM CHUCTEMBI MAarMCTPaHT MOXKET MOJyYUTh OT HYJs A0 CTa Oaiios,
100 OBITh OTMEYCHHBIM KaK HE SIBUBIIUNCS HA YK3aMeH (3a4€T) B CITydae HESIBKH.
CooTHeceHHne MTOrOBOTO Oallla U WTOTOBOM OTMETKH BBITJISIAUT CIETYHOIINM
obpazom:

0 — 59 GaysI0B BKIIOYUTEIBHO — HEYIOBIETBOPUTENHHO»;60 — 69 Gannos
BKJIFOUUTEIIBHO — «yIOoBjieTBOpUTenbHO»;, /0 — 89 GamioB BKIIOYHUTEITHHO —
«XOpOIIIOY;

90 — 100 6ayI0B BKITFOUUTEIHHO — «OTITUTHO.

Ha kaxmom 3aHATHM TpENoJaBaTeNb OICHUBACT AYAUTOPHYIO padboTy
KaKIOr0 MAarucTpaHTa M KaXKJ0€ MPEeJCTaBICHHOE MarucTpaHTOM 3a/laHue B
paMKax CaMOCTOSITENIbHON paOOThl XOJIMCTUYECKH, YUUTHIBAS TPU KITHOYCBBIX
napaMmerpa: peueHue KOMMYHUKAaTHUBHOW 3aJaud; OpraHU3alldi0 U CTPYKTYpYy
paboTh;  SA3BIKOBOE  JIEKCHKO-TpamMmarmueckoe,  opdorpadudeckoe U
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opdosnuueckoe ohopmienue padotsl. IIpenogaBarens Takxke BIpaBe YUUTHIBATh
U JIpyrHe napaMeTpbl, TakKHhe, TIPE3eHTAUOHHbIE U OpATOPCKUE HABBIKU
MarucTpaHTa, apTUCTUYHOCTHh IPE3CHTAIMH BBIMOJIHEHHONW paboThl, BHEIIHEE
obopmiieHne pabOThl  (HAIWYUE WUIIOCTpaldid, TpaduKoB, aWarpamm,
HAJIMYNE/OTCYTCTBUE 3aITMHOK,0rOBOPOK, U3IUIITHUX 1Ay3, IOMAapOK, TOJYUCTOK U
T.J.), MPUHATHE Ha ceOs poiu juaepa (HaCTaBHUKA) MPH COBMECTHOM paboTe ¢
JPYTMMH MarucTpaHTaMu H JIp.

[Io  cemecTpy  uTOroBass  OLEHKAa  JKBUBAJCHTHA  CpEIHEMY
apudmeTnueckoMy TpPEX  COCTABISIIONIMX: CPEAHWA  PEHTHUHT  JTaHHOTO
MarucTpaHTa 3a CeHTAOPb-OKTAOPb, €T e CPEeTHUI PEUTHUHT 32 HOAOPb- AeKalOpb,
€ro e pe3ylbTaThl MTOTOBOW KOHTPOJIBHOW paboThl 3a JAHHBIA CEMEcTp.
[IpenogaBaTens UMeeT MPaBO MOOUIPUTH 0COOO OTIMYMBIINXCS MAaruCTPAHTOB,
n00aBUB K MX UTOroBBIM oreHkam a0 10 % GoHycoB (3a OTCYTCTBHE MPOTYIIOB
W/WJIM OTIO3JaHUM, aKTUBHYIO pa0OTy Ha 3aHATHIX, TBOPUECKUN HECTAHIAPTHBIH
MOJIXO/A K TIOCTAaBJICHHBIM 3a/a4aM, MPUMEPHOE IOBEACHUE M TIPUIICKAHHUE,
myOIMKaIus HAyYHBIX TPYJOB B paMKax JTaHHOUW TUCIUIUIMHBL U T.J.).

CrnenyeT OTMETUTb, UYTO BBIUYMCICHHE CPETHEr0 PEeHTHHra OIpeenseTcs
CIIEYIOIUM 00pa3oM: B KaueCTBE JEIUMOI0 MPUHUMAETCS CyMMa BCEX OICHOK,
MOJTyYCHHBI JAHHBIM MaruCTPaHTOB B T€UYEHHUE MOJICKAIIETO OIEHKE Mepruoja
BPEMEHH; B KayeCTBE JENUTENS BHICTYMAeT KOJI-BO NMPOBEAEHHBIX 3a JTOT XK€
MEPHOJ] BPEMECHH AayAWTOPHBIX 3aHATUH W BBITOJHEHHBIX CaMOCTOSTEIBHBIX
3aJaHui (KOJI- BO OCTIEHUX MPEINo/IaBaTeNb BIPaBEe OMPEAEISATH CaMm).

3a IUCHMIUTMHAPHBIE MPOCTYIKHU IPENoIaBaTellb UMEET MPaBO HaKa3aTh
MarucTpaHTa:

a) 3a pa30BOE OIO3/aHUE — CHIKEHHE OLICHKH 3a JaHHOE 3aHATHE OT 5 %
10 20 %, B 3aBUCUMOCTH OTTOTO, OBLIT JIM B pe3yJibTaTe OMO3/aHUE MPOIYIIEH
TOJIBKO JIUIIIh BXOHOU 5-MUHYTHBIN KOHTPOJIb 3HAHUHN WM KaKue-TH00 erié BUIbI
ayIUTOPHOM pabOTHI.

0) 3a cucTeMaTH4YecKHe ON03/1aHus — CHUYKEHHE OIIEHKH 3a IaHHOE 3aHATHE
ot 20 % 10 50 % w/unu BerueT 10 15 % 13 UTOroBo# OIIEHKH 32 TEKYIIUN CEMECT).

B) 3a KaXAbIM MpOryn 3aHATHS 0e3 yBaKUTENbHBIX MpuuuH — O (Hy’b)
OaJUI0OB 3a JaHHOE 3aHSTHE.

I') 32 HECBOEBPEMEHHOE W/WMJIM HEHaJJIeXkalllee BBIOJHEHUE 3a/laHui Ha
caMoCTOSTENbHYIO paboTy — oT 5 10 20 % 3a kaxmoe 3a7aHue.

8. YYUEBHO-METOANYECKOE U TH®OPMALIUOHHOE
OBECHHEYEHUEINCHUIIJIMHBI

8.1. OcHoBHas JIUTEpaTypa:

1. E.B., Professional English in  Use
[OnexTpoHHBIH pecypc]: yueOHoO-pakTudyeckoe mnocobue / E.B. becconosa, E.A.
Pakosckas - M. : U3znarensctBo MUCHU - MI'CVY, 2017. - 65 c¢. - ISBN 978-5-7264-1657-
1 - Pexum JlocTyma:
http://www.studentlibrary.ru/book/ISBN9785726416571.html  (3BC  «KoncynbTaHT
CTYJICHTa)

2. Oponoa B.II.,, [enoBoe o6Omenne (AHMIMICKAA — S3BIK)
[DnexTponHbIit pecypc]: y4ued. mocodue / dponosa B.I1. - Boponex : BI'YUT,
2018. - 160 c¢. - ISBN 978-5-00032-355-7 - Pexum mocryna:

http://www.studentlibrary.ru/book/ISBN9785000323557.html (3bC «Koncynsrant

CTYJICHTa)

8.2. lonoJIHUTe/ILHASA JINTEpPaTypa:
1. Kypc anramiickoro sizpika: CpeaHe-npoABUHYTHINl YPOBEHb =
English Elements: Upper-Intermediate [nexTponnsiii pecypc] . - M. : HoBeiid


http://www.studentlibrary.ru/book/ISBN9785726416571.html
http://www.studentlibrary.ru/book/ISBN9785000323557.html
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Juck, 2017. - 2 snextpon. aucka (CD-ROM). - 315-00. ®U-2; [IOI-1.

2. Walker, R. = [Yoakep, P.]. Oxford English for Careers. =
[Oxchopackuii anTHiicKuid U1 KapbepHOTro pocta. ypoBeHb| : Student's Book =
[Kaura mms marucrpanral. - Oxford : Oxford University Press = [U3a-Bo
Oxcdopackoro yH-ta], 2017. - 144 c. - ISBN 0-19-455100-8
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8.3. UHTepHeT-pecypchl, HEOOX0AMMBIE /11l OCBOEHUSI U CUUIJIMHBI:

1.OnexTponHas o6ubianoTeka «AcCTpaxaHCKHI rocyAapCTBEHHBIM
yauBepcureT» https://biblio.asu.edu.ru

2.OnektponHo-6ubnnoreunas cucremMa (ObC) OOO «Ilomutexpecype»
«KoncynpTanT crynentay. Www.studentlibrary.ru.

9. MATEPUAJIBHO-TEXHUYECKOE OBECIIEYEHHE
JUCHUIIVIMHBI
VYueOHble ayauTopuu; OuONMOTEKa (QHiIMala YHHBEPCHTETAa; Yy4eOHBIC
BUJICOPOJIUKH, QUIIBMBIL; CPEACTBA MYJIbTUMEANA U KOMIIBIOTEPHAsI TEXHHUKA.

10. OCOBEHHOCTH PEAJIMBAIIMU JUCHUIIJIMHBI (MOAYJISA) ITPA
OBYYEHUU NHBAJINIOB U JINL C OT'PAHUYEHHBIMUA BO3MOKHOCTAMU
310POBbsA

PaGouass mporpamMMa IUCHUIUIMHBI (MOJyJsl) TpPU HEOOXOAMMOCTH MOXKET OBITh
aaarTupoBaHa JJIsa 06y‘~I€HI/I$I (B TOM YHCJIC C IPUMCHCHHUEM NUCTAHITHMOHHBIX O6pa3OBaTeJ'II>HI)IX
TEXHOJIOTHII) JIUIl C OrpaHUYEHHBIMU BO3MOXKHOCTSMH 370pPOBBSl, WMHBaIHAOB. s 3TOTO
TpebyeTcs 3asBIeHNE 00YHArOIINXCSI, SIBISIONIUXCS JIMIIAMH C OTPAHUYEHHBIMU BO3MOXXHOCTSIMU
3I0pOBbS, MHBAIWJAMH, WIM HMX 3aKOHHBIX MpPEJICTaBUTENCH M PEKOMEHIAIUU TICUXOJIOTro-
MGZ[HKO-HGI[&FOFH‘-ICCKOﬁ KOMHUCCHUH. HpI/I O6y‘~I€HI/II/I Jil ¢ OrpaHM4YC€HHBIMH BO3MOKHOCTAMHA
3I0pOBbSl YYMUTBHIBAIOTCS WX HWHAWBHIYyalbHBIE Tcuxodusuueckue ocobeHHoctu. OOyueHHe
HHBAJIMAOB OCYHICCTBIIACTCA TaKXKEC B COOTBECTCTBHUU C PIH)IPIBI/I}IyaHBHOﬁ nporpaMMoﬁ
peabunuTanuy WHBaIUAA (TIPYU HATUYHUH).

st ir ¢ HapyIieHHeM CciyXa BO3MOXKHO TPEIOCTaBJICHHE yueOHOW WH(MOpMaIuu B
BU3YaIbHOU (hopMe (KpaTKHil KOHCIIEKT JICKIINi; TEeKCThI 3a/IaHNi, HalleYaTaHHBIEC YBETUYCHHBIM
mpudToM), Ha ayIUTOPHBIX 3aHATHUAX JOIMYCKAeTCsl MPHCYTCTBHE ACCUCTEHTa, a TaKkKe
CYpAONIEPEBOTYMKOB U  TU(DIOCYPAONIEPEBOMIMKOB. TeKylmuil KOHTPOJIb YyCIIEBaEMOCTH
OCYIIECTBIISIETCS B MUCHMEHHOW (opme: o0ydaromuiicsi TUCAMEHHO OTBEYAaeT Ha BOIPOCHI,
MUCHPMEHHO BBITIONHSACT NpakTHueckue 3ananus. Jokmam (pedepar) Takke MOXKET OBITH
MIPE/ICTABJICH B MUCHbMEHHOU (hopMe, TIPH 3TOM TpeOOBAHUS K COJEPIKAHUIO OCTAIOTCS TEMH K€, a
TpeOOBaHUS K KAUECTBY M3JI0KEHHs MaTepraa (MMOHATHOCTh, KAYeCTBO PEYH, B3aUMOACHCTBHE C
ayIUTOpPHEN W T. J.) 3aMEHSIOTCS Ha COOTBETCTBYIOIME TPEOOBaHUS, MPEIBSIBISEMBIE K
NUCHhMEHHBIM paboTaMm (KadecTBO OQOpPMIICHHS TEKCTa M CIHCKA JHUTEpPaTyphl, TPaMOTHOCTH,
HaJIMYUe WJUTIOCTPAIIMOHHBIX MaTrepuanoB W T. 1.). IIpomexyTouHas arrectanus IUisl JHI[ C
HapyLICHUSAMHU CIIyXa MPOBOAMTCS B MHCbMEHHON (opMe, IpU 3TOM HCHOJIB3YIOTCS 00IIue
KpuTepun oneHuBaHus. [Ipu HeoOXoIMMOCTH BpeMsi MOATOTOBKHM K OTBETY MOXET ObITh
YBEJIUYEHO.

J11 un ¢ HapyIIeHHEeM 3peHus IOMYCKaeTcsl ayinaibHOe Mpe0CTaBlIeHne HH(pOopMalH,
a TakKiKC HUCIOJb30BAHUC HaA AYJUTOPHBIX 3aHATUAX 3BYKO3alMChIBAIOIINUX YCTpOﬁCTB
(muxTopoHOB W T. A.). [omyckaeTcss MPUCYTCTBUE Ha 3aHATHUAX ACCHUCTEHTA (TIOMOIITHUKA),
OKAa3bIBAIOLIETO0 OOYYAIOIIMMCS HEOOXOAMMYIO TEXHHYECKYIO IMOMOIb. TeKymuil KOHTpOIb
YCIIEBa€MOCTH OCYIIECTBIISIETCS B YCTHOM (hopme. [Tpu mpoBeneHny mpoMeKyTOUHOM aTTeCTaIluu
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JUISL JIAIL C HApYILICHUEM 3PEHUs TECTUPOBAHNE MOXKET ObITh 3aMEHEHO Ha YCTHOE cobeceloBaHue
10 BOIIPOCAM.

I[HSI Jia1 ¢ OrpaHUYCHHBIMUA BO3MOKHOCTAMMU 310POBbA, UMCIOIINUX HAPYIICHUA OIIOPHO-
JIBUTATEIBHOTO ammapaTa, Ha ayJUTOPHBIX 3aHATHUAX, a TaKXKe MPU IPOBEACHUH IPOLEIYD
TEKYIIEro KOHTPOJISI YCIIEBAEMOCTH U MTPOMEKYTOUYHOM aTTECTAIMU MOTYT OBITh ITPEA0CTABIICHbI
HEOOXOIMMBIE TEXHHYECKHE CpENCTBAa (IEPCOHAIBHBIM KOMIBIOTEp, HOYTOYK WM JAPYrou
raJpKeT); JOIMYCKAeTCsl MPUCYTCTBUE aCCUCTEHTA (ACCUCTEHTOB), OKa3bIBAIOILET0 00Yy4aoIUMCs
HEOOXOAMMYIO0 TEXHHUYECKYIO ITOMOIIb (3aHATh pabouee MECTO, MEPEABUTATHCS M0 ayJUTOPHUH,
POYNTATh 33JaHue, OQYOPMUTH OTBET, OOIIATHCS C TMPENOABATEIIEM).



