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1. TIACLIOPT PABOYENl TIPOTPAMMBI  YYEBHOM
JACHUTILIAHBI

1.1. O6n1acTh NPUMEHEHUS] TPOTPAMMBI

PabGouas mporpamMma y4eOHON MMCIUIUIMHBI SIBJSETCS YacThiO IPOTrpaMMBbl
MOATOTOBKH CIleMaIuCcTOB cpeaHero 3seHa (ganee — [MIICC3) B cooTBeTCTBUU C
®I'OC no cnenuansHocTH CIIO 42.02.01 Pexnama.

1.2 Mecto yueOHo# nucuunjannbl B cTpykrype HIICC3
JlucuuniauHa  BXOOUT B OO TyMaHUTapHBIH U COLMAIBHO-

YKOHOMHUYECKUU ITUKII.

1.3 lequ wu TpeOoBaHUA K pe3yJbTaTaM OCBOCHHSI Y4eOHOU
TUCHMILTHHBI

W3ydyeHne JAMCUMIUIMHBI HAampaBieHO Ha (GOpPMUPOBAHHE OOIIMX
KOMIIETEeHIINIi, BKIIFOYAIOIIUX B CC0S CIIOCOOHOCT:

OK 1. IloHuMaTpe CyIIHOCTh U COLMAJIBHYI0 3HaYUMOCTb CBOEH OymyIiei
npodeccun, MposIBIATH K HE YCTOMYMBBINA HHTEPEC.

OK 2. Opranu3oBbiBaTh COOCTBEHHYIO JAESTEIbHOCTb, BHIOUpATh THUIIOBBIE
METOJbl U CIOCOOBI BBINOJHEHHS] MPO(EeCcCHOHANBHBIX 3a7ady, OLEHUBAThb HX
() PEKTUBHOCTD U KA4E€CTBO.

OK 3. [IpyruMars peuieHus B CTaHAAPTHBIX U HECTAHAAPTHBIX CUTYalUsAX U
HECTH 32 HUX OTBETCTBEHHOCTb.

OK 4. OcyuiecTBasTh MOMCK M UCIIOJIb30BaHUE MH(OpMALUU, HEOOXOAUMON
U1t 3 PEKTUBHOTO BBINOJHEHUS MPO(PECCHOHANBHBIX 3a]1a4, TPO(PECCHOHATIBHOTO
Y JIMYHOCTHOTO Pa3BUTHSL.

OK 5. HUcnonb3oBath HHGHOPMAIIMOHHO-KOMMYHHUKAIIMOHHBIE TEXHOJOTUH B
npohecCuOHANBHOMN NesSTENbHOCTH.

OK 6. PabGorate B KOJUIEKTHBE M KOMaHzAE, d(PGEKTHBHO OOMIATHCA C
KOJJIEraMH, PYKOBOJICTBOM, TOTPEOUTENSIMH.

OK 7. bparp Ha ce0s OTBETCTBEHHOCTh 3a pabOTy YJIECHOB KOMAaHJbI
(MOAYMHEHHBIX ), pe3yJIbTaT BHIIIOJIHEHUS 3aJaHU.

OK 8. CaMocTosITeNnbHO OMpeneNsITh 3a7aud  MNPOPECCHOHAIBHOTO U
JUYHOCTHOTO Pa3BUTHUSI, 3aHUMATHCS CaMOOOPa30BaHUEM, OCO3HAHHO MJIAHUPOBATh
MOBBIIICHUE KBATU(PUKALINH.

OK 9. OpueHTupoBaThCs B YCIOBHUSAX YacCTOW CMEHBI TEXHOJIOTUWA B
npodeCCUOHATIBHON JEATEIIbHOCTH.

OK 10. Bnamerp OCHOBaMHM NpEINPUHUMATENBCKOW AEATEIBHOCTH M
O0COOEHHOCTSIMU MPEANPUHUMATEIBCTBA B TPOPECCUOHAIBHON ACSTENbHOCTH.

OK 11. O6nanate 3K0JI0TrMYECKON, HHOOPMAITMOHHOW U KOMMYHHKATUBHON
KYJIbTYpO#, 0230BbIMH YMEHUSIMU OOIICHUS HA THOCTPAHHOM SI3bIKE.

B pesynbrare ocBoeHHs yueOHOW IUCIUIUIMHBI OOYYarOUIHiiCcs TOJKEH
yMeThb!



- oOmarbcst (YCTHO W TMHCbMEHHO) HAa WHOCTPAHHOM SI3bIKE HA
Ipo(heCCUOHATIBHBIE U TIOBCEITHEBHBIE TEMBI;

- IEPEBOJUTh CO CJIOBAPEM HHOCTPAHHBIE TEKCTHI MPO(hecCHOHATBHOM
HaIpaBJIEHHOCTH;

- CaMOCTOSITEJIbHO COBEPILICHCTBOBATh YCTHYKD M IHCBMEHHYIO pEUb,
HOTIOJIHATH CJIOBAPHBIN 3ariac.

- HCHOJb30BaTh HH(OPMALMOHHO-KOMMYHHUKATUBHBIE TEXHOJOTUHU IS
COBEpIICHCTBOBAaHUS TPO(HECCHOHATEHOM JEATEIBHOCTH.

B pe3ynbTaTte u3ydeHus npeaMera CTyIEHT JOJKEH 3HATh!

- nekcudeckuil (1200 - 1400 yeKCMYECKMX €IMHHI)) U TpaMMaTHYECKUI
MUHHAMYM, HEOOXOJIMMBIN U1 YTEHHUS W MEepeBOoJa (CO CIOBAPEM) MHOCTPAHHBIX
TEKCTOB MPO(ECCHOHATILHON HalpaBIEHHOCTH.

1.4, KoanyecTBO 4YacoB Ha OCBOEHHE TMPOrpaMmMbl  yuyeOHOI
AUCUMILIAHBI

MaKCHUMaJIbHOW yueOHO# Harpy3ku oOyuatoierocst 197 yacoB, B TOM YuCII€:
- 00513aTeNBLHOM ayTUTOPHOM yueOHOM Harpy3Kku odyyaromerocst 137 4acos;
- CaMOCTOSITENIbHOU paboThl 0Oyyatomierocst 60 4acos.



2. CTPYKTYPA U COJAEPKAHUE YUEBHOM JJUCHOUTLJIAHBI

2.1. O0bem yueOHOI TUCHUIUINHBI U BUAbI y4e0HOH padoThl

Bus yue6Hoii pa6oThbI O6vem uacos
MakcumanbHas yyeOHas Harpys3ka (Bcero) 197
O6s13aTeJibHAsI ayIUTOPHAs ydeOHAasi HATPY3Ka (Bcero) 137
B TOM YHCIIE:
TEOPETUYECKUX 3AHATUN 0
MIPAKTUYECKHE 3aHATUS 137
CamocTosiTes1bHasi paboTa cTyeHTa (BCero) 60

IIpomexxyTounas arrectamus: 6,7 cemectp Apyrue GOpMbl KOHTPOIIS (CpeaHNi OalT MO TEKYIIUM
OIIEHKaM YCIIeBaeMOCTH), 8 cemecTp nuddepeHnpoBaHHbIH 3a4eT.




2.2 TeMmaTH4YeCKHUIl IJIAH U COJlePKAHUE YUeOHOH JUCHMILTUHBI
OI'C2.05 NHocTpaHHBIi A3BIK AJI51 NPOGeCCHOHAIBLHOI0 001IeHNs (AHTIMHCKHUI S3BIK)

Conep:kanue y4eOHOT0o MaTepuasia, JJadopaTopHbie U Oo0bem YpoBenb | Koabl koMnereHuum,
HanneHoBAHIe NpaKTHYeCKHe 3aHATHS, CAMOCTOsITe/IbHAsI padoTa o0y4yalomerocs, 4acoB OCBOEHMA ¢popMupoBaHuUIO
pa3IeiIonB 1 Tem KypcoBasi padora (IIpoeKT) (eciu npedycmompeHsl), UHbIe BUABI KOTOPBIX
y4eOHoii padoThbl B COOTBETCTBHHU € YUEOHBIM IVIAHOM cnocooécTByeT
3JIeMEeHT NMPOrPaMMbl
1 2 3 4 S
LIIECTON CEMECTP
Tema 1.1. lIpodeccun | Conep:kanne yueOHOro MmaTepuajia 4
1 npogpeccuonaabubie | Jlekcuka no temam: «Haspanust npodeccuit» u «KauectBa auuHOCTH OK 1-11
KayecTBa,  Kapbepa | HeoOxonuMmele uisi Oyaymieil nmpodeccuu, UMUK, Kapbepa» Pabota c
AOJIKHOCTH JeKCUKOW,  TekctoM.  Present  Progressive.  YTBepauTenbHBIE, 4 1-2
BONIPOCUTENIbHBIE,  OTpullaTtenbHble  (opmbl.  Tumbl  BOMPOCOB.
Beinonnenue tpeHupoBouHbIX ynpaxHeHui. Hanucanue scce «Ilouemy
st BBIOpaJI(a) crienuanbHOCTh Pekmamay
Tema 1.2. Ilpodeccun | Conep:kanue yuedOHOro Mmarepuajia 6
cepsbl pexiiambl Jlexkcuueckue eauHunbl mo Teme. dopmbel riarona to be. Pabora c 1-2
TekctoM 1o Teme. Present, Past, Future Indefinite. Jlekcuxko- 4
rpaMMaTHYeCKUe YIpaKHEHUs
CamocrosiTesibHass paboTra oOyuarwmierocss Ne 1: BBEIIOJHEHHE 5 3
rpaMMaTHYECKUX YIPaKHEHHUH
Tema 1.3. Ilpodeccus | Conep:kanue yueOHOro Mmatepuajia 6
CHeuaTUuCT no | Jlekcuueckue emuHuUIBl mo Teme. Dopmbel rimarona to  have. 1-2
pexjame AynupoBanue Present Continuous. Jlekcuko- TpaMMaTHYECKHE 4
yIPaKHEHUS
CamocrositesqibHasi padora oOyuawmerocss Ne 2: BHeayJIUTOPHOE 5 3
YTCHHE
Tema 1.4. | Conep:xanne y4eO0HOro MaTepuaJjia 8
CobecenoBanue ¢ | Jlekcuka mo Teme. Pabora ¢ Tekcrom 1o Teme Jlekcuko- 6 1-2
paboToaaresieM rpamMmarudeckue ynpaxsenus. Jlenoas urpa «Ha cobeceoBaHum
CamocTosiTeibHAsi padora oOyuaromerocss Ne 3: BHeayIUTOpHOE 2 3
YTCHHE
Tema 1.5. | Conep:xanue yueOHOro MaTepuaJa 4




CocraBienue pe3iome | TpeboBanusi Kk oopmiieHuto pestoMe. Pazdbop u uzydeHue CTPyKTYphI 4 1-2
pe3tome Hanmcanue pesrome Ha TOIHKHOCTh «CIEUAINCT 10 PEeKIaMe»

I'maBa 2. CMHM

Tema 2.1. CMHU Coaeprxanue yueOHOIro MaTepuaJa 6 OK 1-11
Posns CMU B undopmarmonsom obmiectse. Urenune texcra «History of 4 1-2
Advertisement» Hcropuss u cranoenenue pexiambl Past Continuous.
Jlekcuko-rpaMMaTUYeCKUe YITPaKHEHUS.
CamocrosiTesibHast padota oOyuarmerocss Ne 4: BHeayIUTOPHOE 2
YTEHHE

Tema 2.2. Buast CMU | Conep:xanue yueOHOro MaTepuajia 6
Bunsr CMU Dcce «Pons CMU B Hamen Xu3Hm» 4 1-2
CamocrosiTesibHass padora oOyuaromerocss Ne 5: BHeayAUTOpPHOE 5 3
YTeHUE

Tema 2.3. Mapkerunr | Cogep:kanue yae0HOro MmaTepuaJia 6

U peKjama [Tpopabotka nekcuku o teme. Padora ¢ Tekctom «MARKETING AND 1-2
ADVERTISING» Pa6ora ¢ tekcrom «Advertising and the Modern 4
World» Pabora ¢ texcrom «Advertising All Over the World»
[TpugaTouHble NPeUI0KEHUS] BPEMEHH U YCIIOBHSL.
CamocrosiTesibHass padoTa oOyuaromerocss Ne 6: BHeayIUTOPHOE 5 3
YTEeHUE

Tema 2.4. Pexaama | Conep:kanue yueOHOro Mmatepuaja 6

KaK CepBHC Paborta ¢ Tekctom «The Ethical Questions» Pa6ora ¢ texctom «Social 4 1-2
Benefits» [IpoBepounas paboTa 1o JIeKCHKE 13 TEKCTOB.
CamocTosiTe1bHAsi padoTa oOyuaromerocss Ne 7: BHeayJUTOpHOE 5 3
YTEeHUE

Tema 2.5. Mertoasl | Conep:kaHue y4eOHOT0o MaTepuaa 6

peKJIaMbl Pabora c Ttekcrom «Methods of adversiting» Future Continuous. 4 1-2
JIeKCHKO-TpaMMaTHYECKHE YIPaKHECHUSI.
CamocrositesibHast padora oOyuammerocs Ne 8: BHeayIuTOpHOE 2 3
YTeHUE

Tema 2.6. Pouasb | Copep:xanne yueOHOro MmarepuaJia 6

PEKJIAMHBIX areHTCTB | Poib pekilaMHBIX areHTCTB M JemnapraMeHToB. Padora ¢ Tekctom «Who 1-2
develops the advertising campaign?» Pabota ¢ Texctom «The functions 4

of advertising departments» JIekcuko-rpaMMaTHYECKUE YIPAKHCHUS.
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CamocrositesqibHasi padora oOydawiuerocss Ne 9: BHeayIuTOpHOE

2
YTCHUE
Tema 2.7. Buasl | Conep:kanue yueOHOro Mmatepuaja 6 OK 1-11
peKJIaMbl BbinonHeHne J1€KCUKO-TpaMMaTHUECKUX YIPaKHEHUN Ha IOBTOPEHME 1-2
Past Simple Active. Pabora ¢ Tekctom « Consumer Advertising» Pa6ora 4
c rekctoM « Media of Consumer Advertising»
CamocrosiTesqibHasi padora oOyuaromerocst Ne 10: BHeayauTOpHOE 5 3
YTCHUE
Tema 2.8. OcHoBHble | Copep:kaHne y4eOHOro MaTepuajia 6
NMOHATHS B peKJjiame PaGora ¢ Texctom « Advertising, Marketing, Promotion, Public 1-2
Relations and Publicity, and Sales» CnoxxHOMOJYUHEHHBIE
npeanoxenuss ¢ corosamu  for, as, till, until, (as) though. 4
CII0XHOIIOTYMHEHHBIE TIPEATIOKEHUs ¢ mpuaaTounsiMu Tumna If | were
you, | would do English, instead of French.
CamocrosiTesibHas padora oOyuaromerocsi Ne 11: BHeayauTtopHoe 2 3
YTEHHE
Tema 2.9. Kapbepa B | Conep:kanue yueOHOro Mmatepuajia S
pexkIame Future Simple Active. Jlekcuko-rpammarudeckue ynpaxHenus. Pabora 1-2
¢ tekctoM «<ADVERTISING AS A CAREER IN THE USA» Pa6ota c
TekcToM «Careers in Advertising» 3
Jpyrue ¢opmbl KOHTPOJs (CpelHUHl (6a/JI MO TEKyHIMM OleHKaM
yCIeBaeMOCTH)
CamocrosiTesibHass padora oOyuaromerocsi Ne 12: BHeayauTOpHOE 5 3
YTEHUE
CEJAbMOW CEMECTP
Tema 3.1. | CoaepkaHue y4eOHOI0 MaTepuaJia 14 OK 1-11
IIpodeccuonanbubie | ToproBo-mpoMbllIeHHass nanata poccuiickoil ¢enepanuu. CAMU — 1-2
" odmecrBennbie | CoBer Accoumanuii Meauitnoit Unayctpun. Poccuiickas acconuanus 10
OpraHu3alnuu HA | MAPKETHHTOBBIX YCIyT
POCCHICKOM CamocrositesibHasi padora oOyyaromerocss Ne 13: BHeayauTOpHOE 4 3
PC¢KJIAMHOM PBIHKE YTCHUE
Tema 3.2. | Conep:xkanue yueOHOr0 MaTepuaja 12
OcobennoctTu PaGora ¢ Tekctom «Mass Media. Television». Hammcanue »scce 8 1-2
TeJeBU3HOHHOM «IIpenmyniecTBa M HENOCTATKM TEJIEBU3MOHHOM peKiamel» Bupsl
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peKJIaMbl: BH/IbI, | TEJICBU3MOHHON PEKJIAMBI.
NpeumMy1ecTBa u | CamocrosiTeibHass padora oOyuarmerocss Ne 14: BHeayquTOpHOE 4 3 OK 1-11
HE0CTATKH YTEHHE
Tema 3.3. Pexinama n | Conep:xanue yueOHOro MaTepuajia 12
CBSI3H ¢ | Pabota ¢  Tekctom  «Advertising regulation in  Russia» 1-2
001IeCTBEHHOCTHIO Cr0XHONIOJUMHEHHBIC MpeiokeHus ¢ corozamu for, as, till, until, (as) 8
though. CioxHOMOIYMHEHHBIE TPEUIOKEHHS ¢ TpUAaTOYHbIMU TUna |f
| were you, | would do English, instead of French.
CamocrosiTesibHass padora oOyuaromerocst Ne 15: BHeayautopHoe 4 3
YTEeHUE
Tema 3.4. | Conep:xkanue yueOHOr0 MaTepuajia 12
PexkiaMHBIN OM3HeC Pa6ora ¢ npuarpammoit « The Advertising Business: Structural 8 1-2
Diagramy». M3ydeHue CTPyKTYpbl pekiamMHOro OmsHeca. Hammcanue
Jcce Mo AuarpaMMe.
CamocrosiTesibHass padora oOyuamomerocsi Ne 16: BHeayauTopHOe 4 4
YTEHHE
Tema 3.5. HckycerBo | Conep:kanue y4eOHOro MaTepuajia 14
peKJaMbl Pabora ¢ Tekctom «THE ART OF ADVERTISING» Croran, 10oroTuir, 1-2
Ber. Pabora ¢ tekctom « Some Thoughts on Color» Koutposbhas
paboTa 1o TemMaTuKe pasjena. 10
Jpyrue ¢opmbl KOHTPOJsA (CpelHHH 0a/JI MO TEKYIIMM OLICHKAM
yCIeBaeMOCTH)
CamocrosiTesibHast padora oOyvaromerocss Ne 17: BHeayIuTOpHOE 4 3
YTEeHUE
BOCbBMOI CEMECTP
Tema 4.1. Pexaama B | Conep:kaHue y4eOHOTro MaTepuaa 18 OK 1-11
CIIA Pabora ¢ tekcrom «Advertising regulation in the USA» PabGota c 12 1-2
TekcToM «Advertising regulation in Canaday
CamocrosarenbHass pabora oOyuatomerocs Ne 18: BHeayauTOpHOE 6 3
YTeHUE
Tema 4.2. Pexinama B | Conep:kaHue y4eOHOTro MaTepuaa 18
Poccun PaGora ¢ Texctom «Advertising regulation in Russia» Jlekcuko- 1-2
rpamMmarudeckue ynpaxHeHus. [IpeseHrtamus «Pa3BuTHe pekiambl B 12

Poccuny»
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CamocrosiTesibHasi padora obyuaromerocsi Ne 19: BHeayautopHOe 6 3 OK 1-11
YTEHHE
Tema 4.3. Pexkinama B | Cojep:kanue yueOHOro Mmatepuasia 14
APYTruX CTpaHax Pabora ¢ Tekcrom « In Other Countriesy Peknama B eBpomencKux 10 1-2
ctpanax. KontponbHas paboTa no Tematuke pasjiena.
CamocrosiTesibHast padora oOyyaromerocsi Ne 20: BHeayIUTOpPHOE 4 3
YTEHHE
IIpome:xyTouyHas arrecranus. {lupdepeHunpoBaHHbIi 3a4ET 2
Hroro nmo gucuunjainue 197
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3. YCJIOBUSA PEAJIN3AIIMY YUYEBHOM JUCITUTLIIMHBI

3.1. TpeOoBanussi K MHUHMMAJBHOMY MATEPHAIbHO-TEXHUYECKOMY
o0ecreyeHNI0 y4eOHOM TM CIUTIIUHBI

Peanm3amnus mporpaMMbl JAUCHUIUIMHBI TpeOyeT Haiuyusi ydeOHOro KaOWHeTa
WHOCTPAHHOTO s3bIKa (JUHTAQOHHBIA KaOWHET) JUIsi TPOBEACHHUS TMPAKTUUECKUX
3aHATHH, B TOM UHCJIE TPYIIOBBIX, WHIWBUAYAIbHBIX, IHCHMEHHBIX, YCTHBIX
KOHCYJIbTAIMH, TEKYIIIETO KOHTPOJISI ¥ TPOMEKYTOUHON aTTECTAIUH.

O6opynoBaHue:

- pabouee MecTo mperoaaBaTes;

- CHeIUaIu3upoBaHHas MeOeIb (CTOMBI, CTYJbS IO KOJUYECTBY 00YUaIOIINXCS);

- TOCKa y9CHHYECKasl.

TexHuueckue cpeacTra 00ydeHUsI:

- KoMIbIoTep (HOYTOYK);

- MyJIbTUMEIUNHBIN IPOEKTOP, IKPaH.

YyeOHO-HAIISIIHBIE  TOCOOMs:  IUTaKaThl,  Y4YEOHO-HAIJISIAHBIE  MOCOOMS,
o0ecreunBaoIfe TeMaTUYeCKUE WIUTFOCTPAIMK 10 paboyeil mporpaMmme AUCIUILIAHEI,
B TOM YHCJIE, BUACO-ayAM0 MaTepUaIbl, KOMIIBIOTEPHBIE MPE3CHTAIUH.

KomrmbroTep uMeeT NOCTyN K AJIEKTPOHHO-OMOIMOTEUHBIM CUCTEMaM, BBIXOJ] B
rII00abHYIO ceTh IHTEpHET, OCHAIICH JTUIICH3UOHHBIM MPOTPAMMHBIM 00€CTICUCHUEM.

3.2 Y4ueOHO-MeTOAMYECKOE U HHPOPMAIIMOHHOE O0eclevYeHue peaju3anuu
Y4eOHOM TUCHMIJIMHBI

OcHoBHBbIE yueOHbIe U3IaHUS

1. English for colleges=Anrnwmiickuii 11 koiiemkeit: yaeoHoe mocodue /
T.A. Kapniosa. - Mocksa: KHOPYC, 2019.-282 c.

2. AHrnuiickuii s3pik: ydyeOHuk 11s Bcex crnenuanbHocteid CIIO: yueOHuk /
A.IL T'ony6Ges, A Jl. Kyk, N.b. CmupnoBa.- Mocksa: KHOPYC, 2019. 274 c.

3. AwutoB, B. ®. Aurnuiickuii s3eik (al-B1+): yueOHOE mocoOue Jijisi CpeIHero
npodeccuoHaibHoro oopaszosanus / B. ®. Autos, B. M. AurtoBa, C. B. Kagu. — 13-¢
u3d., ucnp. u gon. — MockBa : M3marensctBo IOpaiit, 2020. — 234 c. —
(ITpodeccuonanvuoe obpazoBanme). — ISBN 978-5-534-08943-1. — Tekcr:
anexktpounbiii // DBC FOpaiir [caiit]. — URL: https://urait.ru

JlonosiHUTEIbHBIE YUeOHbIe U3IaHUs
4, Bboukapera, T. C. Aurmiickuii si3bik : yueobHoe nocooue s CIIO / T. C.

boukapena, K. I'. Hananga. — Capatos : [Ipodo6pazoBanue, 2020. — 99 ¢. — ISBN
978-5-4488-0646-9. — Tekct: 37IE€KTPOHHBIN // DNEKTpOHHO-OMOIMOTEUHAs cUcTeMa
IPR BOOKS : [caiiT]. — URL.: http://www.iprbookshop.ru



http://www.iprbookshop.ru/

HNHuTepHer — pecypcsl

5. Tect Ha oInpeaeiiCHue YPOBHS
http://www.languagelink.ru/test/english/onlinetest/www.nonstopenglish.co.

6. Tect ma onpenenenue yposHs http://www.macmillan.ru/mpo/mpo-
test.php

7. Tect yposus A2http://www.study.ru/lessons/elementary3-5-ex.html

8. America’s homepage. IlyremecTBHe IO IITaTaM MW TOPOJIAM,

3HAKOMCTBO C HCTOPHUEH, KyJIbTYpOH, 00pa3oM >KWU3HH aMEpPUKAHIICB [DIEKTPOHHBIN
pecypc]: Pexxum mocryma: http://www.infospace.com/info.USA/

Q. Click UK — mopran mis wu3ydarommx KylneTypy BemumxoOpuraHum
[DnmexkTponHBIH pecypce]: Pexxum nocrymna http://clickuk.ru

10. TESOI on-line activities - uaTepaKTHUBHBIE 3aJaHUS IS U3yUYAIOIIHX
AHTIIMACKUN SA3bIK [ DIEKTPOHHBIN pecype]|: Pexxum nocryma: http://adesl.org/

11. Ouuuknonenusi «bputanHuka» [OnekTpoHHBIM pecypc]:  Pexum
noctyna: http://www.britannica.com

12. Hello-online! (snekTpoHHBIH >KypHAT IS HW3YYaroIluX aHTJIHHCKHIA

SI3BIK U TperojaBatelieii) [DnekTpoHHbIi pecypc]: Pexxum mocryma: http://www.hello-
online.ru

Meroanyeckue yKkazaHusi AJ1s1 00y4arOIMXCH 110 OCBOCHHIO TUCIHUILIMHBI

13. MeTtonuueckue ykazaHus Jjisi 00y4aroIIUXCsl MO BHIMOJHEHUIO MPAKTUYECKUX
paoborT.

14. Meroaudeckue ykazaHus Il 0Oy4arOlIMXCsl MO BBINOJHEHUIO 3aJaHui
CaMOCTOSATENbHON padOTHI.
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4. KOHTPOJIb W OIIEHKA PE3YJBTATOB OCBOEHHS YUYEBHOM

JANCHUITJINHBI

4.1. @opMbI U METOAbI KOHTPOJISI U OLIEHKHU Pe3yJIbTATOB 00y4eHUs

Pe3yabTarsl 00y4yeHus

®opMbI M METOAbI KOHTPOJIS U
OlIeHKH pe3y/IbTATOB 00y4eHus!

Obwue Komnemenyuu:

OK 1. IloHuMarb CYHOIHOCTh M COLMAJIBHYK) 3HAYUMOCTH CBOEH
Oyaymeit mpodeccuu, MposBIATh K HEH YCTOMUMBBINA HHTEpEC.

OK 2. OpranuzoBbiBaTh COOCTBEHHYIO JESITEIBHOCTh, BBIOWpATh
TUTIOBBIC METO/BI U CIIOCOOBI BHIMTOTHEHUS TPOPECCHOHATBHBIX 3a1a4,
OLICHUBATh UX 3(PPEKTUBHOCTH U KaYECTBO.

OK 3. IlpuHMMAaTh pemieHWs B CTAHJAPTHBIX M HECTaHIAPTHBIX
CUTYaIUsX M HECTH 32 HUX OTBETCTBEHHOCTb.

OK 4. OcymecTBiiaTh MOWCK W UCIOJNb30BaHUE HH(MOPMAIIHH,
HeoOXxoauMon 11 3¢ (HEKTUBHOTO BBITIOJHEHUS MPOGECCHOHATBHBIX
3aa4, Mpo(eCCHOHATBHOTO U JIMYHOCTHOTO PAa3BUTHSI.

OK 5. Hcnonws3zoBaTh  MHGPOPMAIMOHHO-KOMMYHUKAIIMOHHBIE
TEXHOJIOTUH B MPOPECCHOHATLHON IEATEIbHOCTH.

OK 6. PaGoTath B KOJUIGKTUBE M KOMaHJe, 3PPEKTHBHO 0OOIIATHCS C
KOJIJIETAaMH, PYKOBOJICTBOM, ITOTPEOUTEIISIMHU.

OK 7. bpath Ha cebst OTBETCTBEHHOCTh 32 pabOTy WICHOB KOMAaHJbI
(TTOAYMHEHHBIX ), PE3YJbTAT BHITOJHCHUS 33 JaHUH.

OK 8. CamocrosTenbHO ONpeaessaTh 3aayd NpopecCHOHAIBHOTO U
JMYHOCTHOTO Pa3BUTHS, 3aHUMAThCS CaMOOOpa30BaHWEM, OCO3HAHHO
TUTAHUPOBATH MOBBINIEHUE KBATHPUKAIUH.

OK 9. OpueHTHpOBATHCSI B YCIOBHUSX YacCTOW CMEHBI TEXHOJOTHUU B
npohecCuOHaNBHOM NeTeNbHOCTH.

OK 10. Bmamers ocHOBaMHU MpeANPUHUMATEIBCKON EATEIbHOCTH U

O0COOEHHOCTSIMM  TNpEeJIpUHUMATENbCTBA B NMPO(EeCCHOHAIBHON
JeSITEIbHOCTH.
OK 11. O6nagate  9KOJOTWYECKOM, HMHMOPMALMOHHOW U

KOMMYHHUKaTUBHOW KYJIbTYpoH, 0a30BbIMM YMEHHUSIMU OOIIEHHS Ha
UHOCTPAHHOM SI3BIKE.

Ymems:

- o0marbes (YCTHO M THCHBMEHHO) HAa HMHOCTPAHHOM S3BIKE Ha
poQeCCHOHATIbHBIC U TTIOBCETHEBHBIC TEMBI;

- MIEPEBOJIUTH CO CJIOBAPEM MHOCTpPAHHBIE TEKCTHI MPOQeCcCHOHAIBHON
HaIpaBJICHHOCTH;

- CaMOCTOSITEJIbBHO COBEPIIEHCTBOBATh YCTHYIO U MHCHMEHHYIO pEyb,
MIOTOJIHATH CJIOBAPHBIN 3arac.

- HCTIOJIH30BaTh UHGOPMAITMOHHO-KOMMYHUKATUBHBIE TEXHOJIIOTUU IS
COBEPIIICHCTBOBAHUS MPO(PECCHOHAIBHON JIEATEITLHOCTH;

3namo:

- nexcudeckuii (1200 - 1400 nekcuueckux eIUHUI) U TpaMMaTUYEeCKUI
MUHMMYM, HEOOXOTUMBIH JUIs YTEHUS U TepeBoia (co cioBapem)
MHOCTPAHHBIX TEKCTOB NpOo(eCCHOHATLHOM HAIPaBIEHHOCTH.

Texkynui KOHTPOJIb:

- OIIPOC YCTHBIN U MUCHbMEHHBIH;

- TECTHPOBAHMUE;

- BBIIIOJIHEHUE [TMCbMEHHOM PaboTHI (
JVIKTAHT, BBITOJTHEHNUE YIPAXKHEHHUS);
- ayIUPOBAaHUE;

- IOJTOTOBKA COOOIICHUS,
yOJINYHOTO BBICTYIUICHUS, BEJICHUE
JTMaJIora;

-aHaJlu3 TEKCTa;

-paboTa co cI0BapsIMH U
CHpPaBOYHUKAMH;

- BBITTOJTHEHUE MTPAKTHYECKUX 3aTaHUI
(MHIMBHyaJbHBIX U TPYIIOBBIX).

- OIICHKA PE3y/IbTaTOB BHEAYTUTOPHOMN
CaMOCTOSITENIbHOU PabOTHI.

[TpomexyTouHas aTTectanus: 6,7
cemecTp Apyrue GopMbl KOHTPOJIS
(cpenHuit Ay Mo TEKyIIUM OLEHKaM
YCIIEBAEMOCTH), 8 CEMECTp
TuddepeHIMPOBaHHBIN 3a4eT

Meron npoBeaeHus: MPOMEKYTOUHON
aTTecTaluy 8 CeMeCTpa: BBIIIOJTHCHHE
KOMILIEKCHOTO 3aJaHus
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4.2. ®oH/1 OLIEHOYHBIX CPEACTB /JIs POBeIeHUsI MPOMEKYTOUHOM
aTTecTaluy 00y4aromuXcs M0 JMCHUIJIMHE

Iloxka3zarej M M KpUTEPUU OLICHUBAHUA KOMITETEHIIMH
[lokazarenn W KpUTEpUM OLICHUBAHUS KOMIICTCHIIMM, OINMCAHHE IIKAJ
OLICHUBAHUS COAEPIKATCS B MPUIIOKEHUU 1.

KoHTposbHBIE  TECTOBBIC 3aJaHUSA
KoHTpoIbHBIE 3a/1aHKS COAEPKATCS B IIPUIIOKEHUH 1.

MeToanueckue MaTepuabl
Metoauyeckre MaTepuaibl, ONPEACISIONINE MPOLEAYypbl OICHUBAHUS 3HAHUU,
YMEHUHM, XapakTepusyromux ¢GOpMHUPOBAHHE KOMIICTCHIINM, colepxkarcs B
IPUJIOKEHHH 1.

15



IIpuaoxenne 1
KoHTpo/IbHO-011eHOYHBbIE CPe/ICTBA
JJIS1 IPOBe/IeHNUS POMEKYTOUYHOM aTTeCTAIMH M0 TUCHHUILINHE
OI'C2.05 UHocTpaHHBIN A3BIK J1JIA NPO(ECCHOHATBLHOT0 00IEeHMSI

1.1. dopma npome:xyTouHoii arTrecranun: J(uddepeHmpoBaHHblii 3a4eT (8§ cemecTp).

1.2. Cucrema oueHMBaHMSI Pe3yJIbTATOB BbINOJHEHUS 3aJaHUI

OLIGHI/IBaHI/IC pe3yanaT0B BBIITOJIHCHU L SaﬂaHI/If/’I HpOMGX(YTOqHOﬁ arrecranguu
OCYIIECTBJISIETCSI HA OCHOBE CIICYIOITUX MPUHIIUIIOB:

JIOCTOBEPHOCTH OIICHKH — OIICHUBACTCS YPOBEHb CQOPMUPOBAHHOCTH 3HAHWHA, YMEHHH,
MPAKTUYECKOT0 OIbITa, OOMMUX U NPOo(EeCCHOHATBHBIX KOMIETCHIIMH, MPOJAEMOHCTPHUPOBAHHBIX
OGy‘-IaIOH_II/IMI/ICSI B XOA€ BBIINIOJIHCHUA 3a1aHUA,

aJICKBaTHOCTU OIIEHKH — OIICHKA BBIITOJIHCHHS 3aJaHU JOJDKHA IPOBOJUTHCS B OTHOIICHHH
T€X KOMIIETEHIIUH, KOTOPbIE HEOOXOAUMBI /17151 3PPEKTUBHOTO BBIIOJIHEHUS 3aJaHUS;

HAJEKHOCTH OILIEHKH — CHCTEMa OILIEHWBAaHMSA BBINOJHEHHS 3aJaHul JOJDKHA 00agaTh
BBICOKOW CTENEHBIO YCTOMYMBOCTU IPU HEOJHOKPATHBIX OIIEHKAaX YPOBHS CHOPMHUPOBAHHOCTU
3HAHUN, YMEHUH, MPAKTUYECKOTO OMBITA, OOIINX U MPOPECCHOHATBHBIX KOMIIETEHIIUI 00yYaronnXcs;

KOMIIJICKCHOCTU OIICHKH — CHUCTEMA OLCHUBAHWS BBIIIOJIHCHUA 321[[21HI/II71 IOOJIDKHA ITO3BOJISATH
HMHTErpaTUBHO OIICHUBATh 00IIKE U MPOPECCHOHATbHBIE KOMIIETEHIINN 00yUYaIOLUXCS;

06’I)GKTI/IBHOCTI/I OIICHKNU — OII€HKA BBIIIOJIHCHUA KOHKprHBIX 3aI[aHI/If/'I IOOJI>)KHA 6I)ITI)
HE3aBUCHMOH  OT  OCOOCHHOCTEH  NpodecCHOHAIBLHOW  OpHUEHTAllMM WO  IPEANOYTCHHUI
MpenoaBaTeield, OCYIECTBISIOMMNX KOHTPOJIb WIH aTTECTALHIO.

[Tpu BBIOTHEHUU MPOLIETYP OLIEHKH 331aHUN UCTIOIB3YIOTCS CIIEAYIONINE OCHOBHBIE METO/IbI:

METO/I pacyeTa NepBUYHbIX 0aJIOB;
METO/I pacyeTa CBOJIHBIX OAJIJIOB.
P€3y.HBTaTI>I BBIITOJIHCHU A 321[[8,HHI>1 OLOCHUBAKOTCA B COOTBCTCTBUHU C p33pa60TaHHI)IMI/I
KPUTEPUSAMH OLIEHKH.
Hcnonp3yrorcs naTuOaUIbHAasK IKaja 71l OLlEHUBAaHUS PE3YyIbTaTOB O0Y4YEHHUS:
[TepeBo msaTHOAIIBHON IKABI yU€Ta pe3yIbTaTOB B MATH OATBHYIO OIEHOYHYIO IIKATY:
Ouenka KosnuyectBo 0215108, HAOpaHHBIX 32 BHINOJIHEHHE
TEOPETHYECKOI0 U MPAKTHYECKOI0 3aJaHNS,
cpeaHMii 0aJ1J1 10 UTOTraM ATTeCTAIUH

Or1eHKa 5 «OTIHYHOY 4,6-5
OneHka 4 «Xopouo» 3,6-4,5
Orenka 3 «yJIOBJICTBOPUTEIHLHOY 3-3,5
Onenka 2 «HEYyAOBIETBOPUTEIBHO» <29

1.3. KoHTpPOJ/IbLHO-01IeHOYHBIE CPEICTBA

1.3.1 3apanmne:

1. TIpounTaTh ¥ MUCHMEHHO MEPEBECTH TEKCT (CTaThI0) HA PYCCKUM SI3BIK
2. Tlepecka3aTh TEKCT (CTaThIO) HA aHTIIUHCKOM SI3bIKE

IIpumepHbIe NpaKTHYECKUE 3aJaHUS:

Bapuanr 1

1. [IpounTaiite 1 TMCHMEHHO NEPEBEIUTE TEKCT (CTAThIO) HA PYCCKHM S3BIK
2. [lepeckaxkute TEKCT (CTAaThIO) HA AHTJIUHCKOM SI3bIKE
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History of Advertising

Introduction. Marketing is more than just distributing goods from the manufacturer to the final
customer. It comprises all the stages between creation of the product and the after-market which
follows the eventual sale. One of these stages is advertising. The stages are like links in a chain, and
the chain will break if one of the links is weak. Advertising is therefore as important as every other
stage or link, and each depends on the other for success.

The product or service itself, its naming, packaging, pricing and distribution, are all reflected in
advertising, which has been called the lifeblood of an organization. Without advertising, the products
or services cannot flow to the distributors or sellers and on to the consumers or users.

Early forms. Advertising belongs to the modern industrial world, and to those countries which
are developing and becoming industrialized. In the past when a shopkeeper or stall-holder had only to
show and shout his goods to a passers-by, advertising as we know it today hardly existed. Early forms
of advertising were signs such as the inn sign, the red-and-white striped barber's pole, the apothecary's
jar of coloured liquid and the wheelwright's wheel, some of which have survived until today.

Effect of urban growth. The need for advertising developed with the expansion of population
and the growth of towns with their shops and large stores; mass production in factories; roads and
railways to convey goods; and popular newspapers in which to advertise. The large quantities of goods
being produced were made known by means of advertising to unknown customers who lived far from
the place of manufacture.

Advertising grew with the development of media, such as the coffee-house newspapers of the
seventeenth century, and the arrival of advertising agencies nearly 200 years ago, mainly to handle
government advertising.

Advertising and the modern world. If one looks at old pictures of horse buses in, say, late
nineteenth-century London one will see that they carry advertisements for products famous today, a
proof of the effectiveness of advertising. Thus the modern world depends on advertising. Without it,
producers and distributors would be unable to sell, buyers would not know about and continue to
remember products or services, and the modern industrial world would collapse. If factory output is to
be maintained profitably, advertising must be powerful and continuous. Mass production requires mass
consumption which in turn requires advertising to the mass market through the mass media.

Bapuanr 2

1. [IpounTaiite 1 TUCHMEHHO MIEPEBEIUTE TEKCT (CTAThIO) HA PYCCKUIA S3BIK
2. Tlepeckaxkute TEKCT (CTaThIO) HA AHTJIUHCKOM SI3bIKE

The Pros and Cons of the Major Advertising Media

There are many different ways in which an advertiser's message can be communicated to his or
her audience. In the States, as well as most other developed countries, newspapers still attract the
largest share of the total advertising budget, with television, radio, direct mail and magazines
accounting for most of the rest. Other media such as billboards, yellow pages, videotext and
telemarketing, although growing steadily, still account for a relatively small part of the amount spent
on advertising. Each medium, of course, has its own strengths and weaknesses, and a prospective
advertiser would do well to consider these when devising the company's advertising strategy.

The main advantage of newspaper advertising is its broad reach, getting through to a wide
spectrum of the population. There's permanence which you don't have with the electronic media and an
all-year-round readership which makes long- term strategies feasible. Regional newspapers also offer
the advantages of geographical selectivity and flexibility. On the other hand, newspapers usually don't
offer colour, and if they do the availability is limited and very
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often of mediocre quality. Most newspapers offer little in the way of demographic selectivity,
which can make precise targeting very tricky.

Television's main appeal is that it offers a combination of sight and sound, which opens up an
almost infinite range of creative possibilities. Furthermore, messages can be broadcast very frequently
and, like newspapers, to a very broad target. The chief disadvantage, of course, is the high cost of
production and air time. The message tends to be short-lived and is often not seen at all as many
viewers now have DVDs and skip over the advertisements.

Direct mail campaigns or mail shots as they're otherwise known, rely on mailing lists
containing the names of likely prospects. Obviously, the more specific the list, the more effective the
campaign is likely to be - and some lists are very specific; for example, a list might contain the names
of all the female shareholders between the ages of 40 and 65 in a particular geographical area and this
makes targeting specific prospects much easier. Direct mail also has the ability to saturate a specific
area quickly using a style and format that offers enormous flexibility. On the minus side, however,
direct mail often meets with a certain amount of consumer resistance. It's also relatively expensive per
exposure.

Radio offers the advantages of low cost and large potential audience. As with television,
advertisers can select the stations and times favoured by the audience they want to reach but, like
television viewers, listeners can easily switch stations when the advertisements come on.

BapuanT 3
1. [IpounTaiiTe 1 TMCHMEHHO NEPEBEIUTE TEKCT (CTaThI0) Ha PYCCKUMN SA3BIK
2. [lepeckaxxure TEKCT (CTAaThIO) HA AHTJIMHCKOM SI3bIKE

A New Form of Advertising Threatens to Crowd out Traditional

Commercials

According to Wikipedia product placement is a promotional tactic used by marketers in which
characters in a fictional play, feature film, television series, music, video, video-game or book use a
real commercial product. Typically either the product and logo is shown or favorable qualities of the
product are mentioned. The product price is not mentioned nor are any negative features or
comparisons to similar products. Very generally, product placement involves placing a product in
highly visible situations. The most common form is movie and television placements.

Product placement on television dates to its earliest days. Soap operas earned their moniker
because they were brought to us by the soap companies. The most basic form of product placement is
the inclusion of a product name or logo in the foreground or background of a scene. Payments are
based on exposure, including the number of times the product is shown or mentioned, the duration of
that exposure, and the degree of inclusion of the product in the story line. If the product is actively
used (such as when a leading character can be clearly seen to take a drink from the bottle or can),
placement fees may be higher. Other times, product usage is negotiated rather than paid for. Some
placements provide productions with below-the-line savings, with products such as props, clothes and
cars being loaned for the production’s use, thereby saving them purchase or rental fees. Barter systems
(the director/actor/producer wants one for himself) and service deals (cellular phones provided for
crew use, for instance) are also common practices. Producers may also seek out companies for product
placements as another savings or revenue stream for the movie, with, for example, products used in
exchange for help funding advertisements tied-in with a film's release, a show's new season or other
event.

Some believe product placement is out of control and has become too pervasive in today's
society. One group known as Commercial Alert asks for full disclosure of all product placement
arrangements. They feel that most product placements are deceptive and are not fully or clearly
disclosed, advocating notification of embedded advertisements before and during a television
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program. One justification for this is that it allows greater parental control for children, who are
said to be influenced greatly by product placement.

Bapuanr 4
1. [IpounTaiiTe ¥ MUICHMEHHO MEPEBEIUTE TEKCT (CTAThIO) HA PYCCKUM S3BIK
2. Tlepeckaxxute TEKCT (CTaThIO) HA AHTJIUMCKOM SI3bIKE

In Ads, US Stars Shine for Japanese Eyes Only Top Dollar, and No Image Problems

TOKYO - Dressed in a white tuxedo and red bow tie, Sylvester Stallone clearly has something
important on his mind. But it's not Rocky or Rambo. "Ito Ham," the American movie megastar says in
the Japanese television commercial. "0-kay." In the print version, Mr Stallone is even more eloquent
about Ito's processed meat: 'It is so delicious that it is a gift of love." Mr Stallone is only one of many
movie su-tah, as the Japanese call stars, showing up in advertisements these days. With companies
paying top dollar and promising to run the ads only within the confines of this insular nation,
Hollywood stars are eagerly appearing in commercials that they wouldn't be caught dead doing in the
United States. Paul Newman, for instance, hums in an elevator before letting viewers know that Fuji
Bank's credit card is his "main card." Arnold Schwarzenegger, in excellent Japanese form, slurps up a
mouthful of steaming Nissin instant noodles. John McEnroe, the tennis player, and his actress wife,
Tatum O'Neal, joke together in matching shirts while holding up a box of Assess toothpaste.

James Coburn and Roger Moore both "Speak Lark,"” the slogan used in ads here for Lark
cigarettes. Even Woody Alien, the reclusive film director, once did a stint in Japanese advertising,
appearing in a 1982 ad to promote the Seibu department store.

Movie stars rarely do commercials in the United States, lest it tarnish their image and their
marketability. In the United States, getting into commercials is often a sign a career is on the way
down. But when it comes to Japan, said Irving Axelrad, a motion picture attorney, "l tell them to do it.
They pay a lot of money and it's a couple of days."

Mr Axelrad and others protect their clients' American reputations by demanding that "Japan-
only" clauses be written into advertising contracts. The clauses impose heavy penalties on Japanese
companies if the ad somehow gets shown in the United States. Shinobu Ina, a casting manager at
Dentsu Inc., Japan's largest advertising agency, said, "They want the money from appearing in the
commercials but they don't want it known in the United States. They want to hide as much as possible
that they are appearing in commercials in Japan.” Agents for several movie stars refused to comment,
or never returned telephone calls. Japanese companies were equally leery of publicity. One company
spokesman, after first demanding anonymity for himself and his firm, would only say, "Our star hates
to be mentioned.”

Nobody would discuss the fees paid to specific celebrities, although ad executives in Tokyo
said well-known American or European actors make between $500,000 and $1 million, with the
heftiest pay going to only a few major stars, like Mr Newman or the British rock star, Sting, who
appears in ads on behalf of Kirin beer.

Bapwuanr 5
1. [IpounTaiite U TUCHMEHHO NIEPEBETUTE TEKCT (CTATHhIO) HA PYCCKUMN S3BIK
2. Tlepeckaxxute TEKCT (CTaThIO) HA AHTJIUHCKOM SI3bIKE

Advertising as a Career in the USA
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Careers in advertising may involve working for advertisers, media, advertising agencies, or
suppliers and special services. In opinion of American specialists, at most, only 35 colleges and
universities in the USA have effective programs of advertising education. Fewer than 10 offer any
truly significant amount of graduate work in advertising. However, advertising draws people from a
variety of educational backgrounds.

Advertisers. Most companies that advertise extensively have advertising managers, or brand
managers. Because these people help to coordinate the company's advertising program with its sales
program and with the company's advertising agency, they must have aptitudes for both advertising and
management.

Media. All media use salesmen to sell advertising space or broadcasting time. Media salesmen
must be knowledgeable about business and skilled in salesmanship.

Advertising agencies. A variety of specialists is required in an advertising agency because it
develops advertising programs, prepares advertisements, and places them in media. Those interested in
advertising research and fact gathering should know both statistics and consumer psychology.
Competence in media planning and evaluation is essential for a career in media. The media buyer must
identify and determine the most effective media in which to expose the advertising messages, and
purchase space or time in these media.

Copywriting requires creative writing skills and ability to visualize ideas. The copywriter is a
developer of advertising ideas and messages.

Layout, typography, and visualization are essential for those in art, both for print advertising
and for television commercials. Print-production specialists must know printing, photoengraving, and
typography.

Experience in "show business"”, dramatics, photography, music, playwriting, and allied fields
are excellent backgrounds for the television producer.

Besides, every agency needs the account executive to be a mediator between an advertiser and
an agency who should have accountant background and managerial skills.

Supplies and special service such as marketing research organizations, television and radio
producers, film producers, art studios, photographers, producers of display materials, typographers,
photoengravers, and product and package designers support advertising.

Job prospects. More than 0.1 % of the U.S. population work in advertising, but their numbers
are expected to grow rapidly. Opportunities for rapid advancement are generally greater in advertising
than in most other industries.

1.3.2. Kpurepuu ouenkun

banabl 3a
Kpurtepun oieHKH K NPAKTHYECKOMY 32/IaHUI0 KPUTEpHUHU
OlIEHKH
1 2 3
1 | [lepeBoa TekcTa (MUCHMEHHBIH MeEPEBO) MakcumajibHbII

oaJ1 — 30a/1a

[TonHbIN mepeBOA aJeKBaTHBIM CMBICIOBOMY COJEPKAaHHIO TEKCTa Ha
PYCCKOM SA3BIKEC. Texkct rpaMMaTHYC€CKN KOPPEKTECH, BCE CMHTAKCUYCCKUEC 3
CTPYKTYPbl M JIEKCMUYECKHE eIWHUIIbI, BKJIIOYas MpodeccHoHaIbHbIE
TEPMHHBI, IepeBeieHbl afekBaTHO. [lepeBeneno 100% o0bEma TekcTa.
[Tonuslit mepeBon. BcerpewaroTcs NekcHueckue, TpaMMaTHUYEeCKUE U
CTHWJIUCTUYECKHE HETOYHOCTH, KOTOpblE€ HE TMPEnsTCTBYIOT OO0IIeMy 5
MOHUMAaHMIO TEKCTa, OJTHAKO HE COTJIACYIOTCSl C HOpMaMH s3bIKa IEpeBoia
u ctuisieM. [lepesegeno 100%-90% o6bEéma TekcTa.

[Tonublii mepeBoJ TekcTa C OONBIIMM KOJIUYECTBOM JICKCHUECKHUX,
rpaMMaTHYECKUX M CTHIMCTHYECKHX OMIMOOK, KOTOPHIE MPEMSTCTBYIOT
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oOuiemy nonnmanuio Tekcra. Ilepereneno 90%-50% o6néma Tekcra.
Henonumanue conep:kanusi TeKCTa, OOJBIIOE KOJIUYECTBO CMBICIOBBIX U
rpamMMatudeckux omubok. [lepeBeneno menee 50% o6bEMa TekcTa.

2 | ITepecka3 Tekcra MakcumaJjibHbII
0aJ1 — 26a/u1a

0

Peusr rpamorHas. IlpaBUIBHO HMCIONB3YIOTCS JIEKCUKO-IPaMMaTHUYECKHE
KOHCTPYKIIMH, €CJH JIOMYCKAalOTCS OMIMOKH, TO TYT >K€ HCHPABISIOTCS
CTYACHTOM CaMOCTOSTEeIbHO. OOBEM BBICKAa3bIBAaHHS COOTBETCTBYET
TpeboBaHusIM. CTYIEHT IOHUMAET U aJICKBaTHO OTBEYAET Ha BOIIPOCHI.
[Tpu BBICKa3bIBAHUM BCTPEUAIOTCS TPAMMATHYECKUE OIINOKH, B TOM YHCIIE
o4yeHb cepbe3Hble. OO0beM BbICKa3bIBaHMs cocTaBisier He Oonee 50%
HeoO0xoaumoro o0béMa. CTyneHT UCHBITHIBAET 3aTPYIHEHUS IIPU OTBETAX
Ha BOIIPOCHI MPEToJIaBaTels.

IIpu BbICKa3bIBAHUM BCTPEYAIOTCSI TpaMMAaTUYECKUE U JIEKCHUUYECKHE
OmMOKKA, B TOM YHKCIEe OYEeHb cepbe3Hble. OO0beM BBICKa3bIBAHUS
cocrasisger MeHee 50% HeoOxoaumoro oobéMa. CTYIEHT MCIBITHIBAET
cepbE3HBIC 3aTPYAHEHMS MPU OTBETAX HAa BOMPOCHI MPENoAaBaTessl.

Hroro 5

1.4. MarepuajibHo-TeXHHYECKOe o0ecneyeHHe /JIs1 TNPOBeJAeHHUS IPOMEKYTOUHOM
arTecTalnu

[TpomexyTouHas aTTecTanusi MPOBOJUTCS B KaOMHETE MHOCTPAHHBIX S3bIKa (JIMHTaOHHBIE
KaOMHETHI)

1.5. VYuyeOHo-MeToaMuyeckoe M HUHPOpMAUMOHHOEe oOecneyeHUe [JIs1 NPOBeAeHUs
NPOMEKYTOYHOM aTTecTallul
OcHoBHbIE yUeOHbIe U31aHUA

1. English for colleges=Anrnuiickuii mis xomtemkei: ydebHoe mocobue / T.A.
Kapnosga. - Mocksa: KHOPYC, 2019.-282 c.

2. AHrnuiickuii s3pIk: yuyeOHuk a1 Bcex crenuanbHocTeil CIIO: ywueGHuk / A.IL
lony6es, A.Jl. XKyk, U.b. Cmupnosa.- Mocksa: KHOPYC, 2019. 274 c.

3. AwutoB, B. ®. Anrmwmiickuii s3eik (al-Bl+): yueOHOe mocobue st CpeaHero
npodeccnonamsHoro oopazosanus / B. @. Auros, B. M. Autosa, C. B. Kagun. — 13-¢ u3., ucnp. u

non. — Mocksa : U3natensctBo FOpaiit, 2020. — 234 c. — (IIpodeccuonansHoe 00pazoBaHue). —
ISBN 978-5-534-08943-1. — Tekcrt: anexkrponnsiii / DBC HOpaiir [caiit]. — URL: https://urait.ru

IIOHOJIHI/ITG.TIBHLIE y‘leﬁﬂble H3JaHuA

4. Boukapesa, T. C. Aurnuiickuit s3p1k: yueoHoe nmocooue st CITO / T. C. boukapesa, K.
r. Yananna. — Caparos : IIpodob6pazoanue, 2020. — 99 c. — ISBN 978-5-4488-0646-9. — Tekcr:
ANEKTPOHHBIA // DnexTpoHHO-OmOmmoreuHas cucreMa [PR BOOKS: [caiit]. — URL:

http://www.iprbookshop.ru

HNHuTepHer — pecypcbl

5. Tect Ha oTpeeNieHIe YPOBHS http://www.languagelink.ru
[test/english/onlinetest/www.nonstopenglish.co.

6. Tect Ha onpenenenue yposus http://www.macmillan.ru/mpo/mpo-test.php

7. Tecr ypoBHs A2http://www.study.ru/lessons/elementary3-5-ex.html

8. America’s homepage. IlyremiecTBMe MO INTataM M TOpPOJAaM, 3HAKOMCTBO C

UCTOpUEH, KYJIbTypod, 00pa3oM KHM3HHM aMepHUKaHIeB [DeKTpoHHBIH pecypc]: Pexxum nocryna:
http://lwww.infospace.com/info.USA/

9. Click UK — mopTan mnst m3ydaromux KynbTypy BenmmkoOpuranuu [DneKTpOHHBIN
pecypce]: Pexxum moctyma  http://clickuk.ru
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10. TESOI on-line activities - nHTepakTUBHBIC 3aaHUS VI U3yYaIOUIUX AHTIIUHCKAN
3BIK [DneKTpoHHBIN pecypc]: Pexxum mocryma: http://adesl.org/

11. Ounukionenuss «bpurannuka» [OnexTpoHHbld pecypc]: Pexum  gocryna:
http://www.britannica.com
12. Hello-online! (snexkTpoHHbBIN >KypHAnT i HM3YYalOIIMX AHTJIMHCKUN S3bIK W

npemnoaasateneii) [DnekTponnsii pecype]: Pesxxum mocryma: http://www.hello-online.ru

MeToanyeckue yKa3aHus JJIA 00y4alOMMXCs 110 OCBOEHHUIO TN CITUTIJIMHBI

13. MeTtoanueckue yka3zaHus JUIst 00yJaroIIUXCs 110 BBITIOJIHEHUIO IPAKTUYECKUX paboT.

14. Metoauueckue ykazaHus JUisi 0OYJaroNIUXCs 1O BBITIOJIHCHHUIO 3aIaHUH CaMOCTOSATEIbHON
paboTHLI.
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