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Bcero Popma
Tpynoem- Tex- IIpaktn- | JlaGopa- Koncyab- | Kont- | (comrak- NPOMEIKY-
Cemecr KOCTb, - YyecKue TOpHBbIE Tamns o THAs CPC, TOYHOT0
CMECTP | yac./zau. | M 3aHATUSA, | PadoThI, TH3R, poak, qac. KOHTPOJIst
yac. yac. yac. padora),
el. qac. gac. (3K3., 3a4.,
uac. 3a4. € 011.)
5 72/2 16 0,25 16,25 | 55,75 3au.
6 72/2 16 0,25 16,25 | 55,75 3au.
7 144 / 4 16 0,35 16,35 92 | IKk3.(35,65)
Hroro | 288/8 48 0,85 48,85 |203,5 35,65

Mypom, 2021 r.




1. lleanb ocBOeHNSI AUCUUILIHHBI
Lenb TUCHUIUIMHBL: OBJIaJeHIUE HEOOXOIUMBIM U JIOCTATOYHBIM YPOBHEM KOMMYHUKATHBHOM
KOMIETCHIIMH JUIsI PEIICHUs COIMAaTbHO-KOMMYHHKATHUBHBIX 3a7ad B PA3IMYHBIX O0JIACTAX
npohecCuOHANBHOM NeSTeNbHOCTH.
3amaun TUCIUIUIMHEL: Pa3BUTHE KOMMYHUKATUBHBIX YMEHHI B B Pa3HOOOPA3HBIX CHUTYAIIHIX
po(hecCHOHATEHOTO MEKKYJIBTYPHOTO OOIICHHUS.

2. Mecro mucuuniannsl B crpykrype OIIOII BO
Nzyuenue mucuurmmmubl «MHOCTpaHHBIA S3bIK B TIpodeccronanbHOl chepe» Oasupyercs Ha
U3y4EHHH BY30BCKOTO Kypca «MHOCTpaHHBIN S3bIK» JUIs OakamaBpoB. YTIyOJieHHE M PaCIIMpEHHE
BOIIPOCOB  JIAaHHOTO Kypca OyAeT OCYIISCTBIATHCA B  JaJIbHEHMIIECH  aKaJAeMHYECKOW |
npodeCcCHOHATBLHOMN 1eATEILHOCTH.

3. Ilnanupyembie pe3yJibTAaThl 00y4YeHHs M0 JUCHHUILJIMHE
[Inanupyemble pe3ynpTaThl OOY4YEHHs] MO TUCHUILUIMHE, COOTHECEHHbIE C IUIAHUPYEMBIMHU
pesynbTaTtamu ocBoenust OIIOII (koMreTeHIUSAMU U UHANKATOPAMH JTOCTHKEHUSI KOMITETCHIIN )

[Tnanupyemsbie pe3yapTaThl 00yUESHUS 110 AUCIUIUINHE, B
COOTBETCTBHUHM C HHAMNKATOPOM JOCTIKCHHUSI KOMIIETCHINN

dopMmupyemsle
HaumeHoBaHHE OLICHOYHOTO

KOMITETEHITNH (KO,

coJiepKaHue WHnukaTop TOCTHXEHUS PesynbraTel 00yueHus 110 cpencTaa
KOMIIETEHIINH) KOMIETEHIIUN JICIIUIIIIMHE
YK-4 Crocoben VK-4.2 Ucnons3yet 3Hathb cpencTaa TecTt, BOIIPOCHL K YCTHOMY
OCYIIECTBIISTH WHOCTPAHHBIH SA3bIK KaK OCYIIECTBIICHHS orpocy
JIETIOBYIO CPEZCTBO JIEJIOBOTO podeccroHaNnbHO
KOMMYHUKAIINIO B o0IeHns 1 oOMeHa OpPHEHTHPOBaHHON
YCTHOU U nHpOpManueil B yCTHOW 1 KOMMYHHUKALMU Ha

MUCBMEHHOU (hopmax
Ha rocylapCTBEHHOM
s3plke Pocculickoi
Denepanuu u
HMHOCTPaHHOM(BIX)
A3bIKe(ax)

MMUCBMEHHOU (opme

HHOCTpaHHOM s3bIke (YK-
4.2)

YMeTs NOHUMATh U
nepenaBath HHPOPMAIHIO
npodeccroHanbHO
OPHEHTHPOBAHHOT'O
XapakTepa Ha HHOCTPaHHOM
s3pike (YK-4.2)




4. CTpyKTYypa H coepkaHne TUCHUILTHHbBI
OO0mmas TpyA0eMKOCTh JUCIUIUIMHBI COCTABIISIET 8 3aU€THBIX eMHUIL, 288 JacoB.

4.1. ®opma o0y4eHHsI: OUHAS
YpoBeHs 6a30B0or0 00pazoBaHms: CpeiHee odIee.

Cpoxk 00yueHust 4r.

4.1.1. CTpyKTypa IMCHUNINHBI
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1 Pexmama 5 16 55’75 TecTupoBaHue, yCTHBII
onpoc
Bcero 3a cemectp 72 16 0 [025( 55,75 3au.
2 Pexnama 6 12 26’2 5 | Tecruposanue, ycTHbIi
onpoc
3 CBsa3u ¢ 6 4 29,5 TectupoBanue, yCTHBIH
onpoc
00IIECTBEHHOCTBIO
Bcero 3a cemectp 72 16 0 | 025 55,75 3au.
4 CBsa3u ¢ 7 16 92 TectupoBanue, yCTHBIH
onpoc
00IIECTBEHHOCTBIO
Bcero 3a CEMECTp 144 16 0 0,35 92 9](3.(35,65)
Uroro 288 48 0,85 | 203,5 35,65
4.1.2. CoaepskaHue TUCUMILIMHBI
4.1.2.1. IlepeyeHnb JieKUMi
He mnanupyercs.
4.1.2.2. IlepeyeHb NPaKTHYCCKUX 3aHATHH
Cemectp 5

Paszoen 1. Pexnama
IIpakTH4eckoe 3ansaTue 1

Knaccudukanus pexinamsl (2 yaca).

IIpakTHyeckoe 3ansaTHE 2

Wepapxus Bo3aelicTBuii (2 yaca).

IIpakT4eckoe 3ansaTHe 3

Pa3paboTka pexiaamMHOl KamnaHuu (2 Jaca).




IIpakTnyeckoe 3ansiTue 4

Pazpabotka pexnaMHol kamnanuu (2 Jaca).
IIpakTuyeckoe 3ansiTue 5

ANbTEepHATUBBI CTPATETUH cOOOIIeHHS (2 yaca).
IIpakTnyeckoe 3ansiTue 6

Crpareruu coo0IIeHHs C SMOLMOHATBHBIMU MOTUBaMHU (2 yaca).
IIpakTnyeckoe 3ansiTue 7

Kiaccr! cpenct pexiiamsl (2 yaca).
IIpakTnyeckoe 3ansiTue 8

Kiaccr! cpenct pexiiamsl (2 yaca).
Cemectp 6
Paszoen 2. Pexnama
IIpakTnyeckoe 3ansiTue 9

Hocurenu u rpaduku pexinamsl (2 yaca).
IIpakTnyeckoe 3ansitue 10

Hocurenu u rpaduku peknamsl (2 yaca).
IIpakTnyeckoe 3ansiTue 11

Onenka 3 eKTUBHOCTH peKiIambl (2 daca).
IIpakTnyeckoe 3ansitue 12

Onenka 3¢ GeKTUBHOCTH peKiIambl (2 daca).
IIpakTnyeckoe 3ausitue 13

OTUYecKue U I0pUINUEcKue pooeMbl pekiiamsl (2 yaca).
IIpakTnyeckoe 3ansitue 14

OTUYecKue U I0pUINIecKre MpooeMbl pekiiamsl (2 yaca).
Pa3zoen 3. Cssazu ¢ obwecmsennocmoio
IIpakTu4yeckoe 3ansaTue 15

UYrto Takoe cBsI3U ¢ 001IeCTBEHHOCThIO? (2 Yaca).
IIpakTnyeckoe 3ansaTue 16

UYrto Takoe cBsI3U ¢ 001IeCTBEHHOCThIO? (2 Yaca).
Cemectp 7
Pa3zoen 4. Csazu ¢ obwecmseennocmoio
IIpakTuyeckoe 3ansitue 17

Yro fenaroT crenuainucTsl B 00J1acTh CBsi3el ¢ 001IeCTBEHHOCThIO? (2 yaca).
IIpakTHyeckoe 3ansitue 18

Yro nenaroT crenuainucTsl B 00J1acTh CBsi3el ¢ 001IecTBEHHOCThIO? (2 yaca).
IIpakTnyeckoe 3ansaTue 19

VYnpasieHnue kpu3ucom (2 gaca).
IIpakTuyeckoe 3ansaTue 20

VYnpasieHnue kpu3ucom (2 gaca).
IIpakTuyeckoe 3ansitue 21

Cps13u ¢ 0011IeCTBEHHOCTHIO 1 Tipecca (2 Jaca).
IIpakTuyeckoe 3ansaTue 22

Cps13u ¢ 0011IeCTBEHHOCTHIO 1 Tpecca (2 gaca).
IIpakTnyeckoe 3ansTHe 23

Kapbepsl B 06s1acTi cBs3el ¢ 001IECTBEHHOCTRIO (2 Jaca).
IIpakTHyeckoe 3ansaTHe 24

Kapbepsl B 06s1acTu cBsA3el ¢ 001IECTBEHHOCTRIO (2 Jaca).

4.1.2.3. [lepeueHb 1a00paTOPHBIX PadOT
He mnanupyercs.

4.1.2.4. IlepeyeHb TeM U y4eOHO-MeTOANUYECKOE O0ecIIedeHHe CAMOCTOSTEIbHOM

padoTbI
HepequL TEM, BELIHCCCHHBIX Ha CAMOCTOATCIIbHOC U3YUCHUC!



1. Pexnama B COBpeMEHHOM OOIIIECTRBE.
2. CkpblTas pekjiama.
3. DTHUYECKHE aCIIEKTHI CBA3€EH ¢ 00IECTBEHHOCTRIO.
4. CoBpeMeHHBIC TEXHOJIOTHH B CBS35X C OOIIECTBEHHOCTBIO.
st camMoCTOSATEeNbHON PabOThl MCHOJB3YIOTCS METOAMYECKHE YKa3aHUs 110 OCBOCHHIO
JUCUUITMHBI U U3JaHUS U3 CIIMCKA MPUBEICHHONW HUYKE OCHOBHOU U JOTIOJHUTEIBHOM JTUTEPATYPHI.

4.1.2.5. IlepeyeHb TeM KOHTPOJIbHBIX padoT, pedeparos, TP, PI'P, PIIP

He mianupyercs.

4.1.2.6. IlpumepHblii NepedyeHb TeM KYPCOBBIX padoT (IPOEKTOB)
He mianupyercs.

5. O0pa3oBaTe/ibHbIC TEXHOJIOTHH
B mnponecce m3ydenusi aucuuruimHbl "MIHOCTpaHHBIA SI3bIK B mpodeccroHanbHOl chepe"
UCTIOJIB3YIOTCSl aKTUBHBIE M MHTEPAKTUBHBIC (POPMBI MPOBEACHUS 3aHATHHA. B Xole MpakTU4ecKux
3aHATUH Takxke npumensrorces UKT-rexnonorum.

6. OIIeHO‘-IHbIe CpeacTBa AJil TEKYIIECIro KOHTPOJIA YCII€EBAE€MOCTH,

l'[pOMe)KyTO‘-IHOﬁ aTreCrTaluu 1o uToraMm OCBOCHudA AMCIHUIIJIMHBI.
@DOH/IBI OIICHOYHBIX MAaTEPHAIIOB (CPEICTB) MPUBEIEHBI B IPHIIOKECHUU.

7. YueOHO-MeTOANYeCcKOe U HH(POpMAIUOHHOE o0ecnieyeHre JUCHMILIMHBI.

7.1. OcHOBHAas1 y4eOHO-METOAMYECKAS JIUTEPATypa M0 AMCHHUILIINHE
1. Kokopuna, E. A. English for students of PR and advertising : yueO6HOe mocoOue ms
CTYJEHTOB BbIcIINX yueOHbIX 3aBeneHuil / E. A. Kokopuna. — New York : National Research, 2019.
— 95 c. — ISBN 978-1-7332694-1-4. — Texct : snexkrpoHHbid // Lndposoii oOpa3oBaTenbHbINA
pecypc IPR SMART : [caiiT]. - https://www.iprbookshop.ru/86542.html
2. Kazauuxuna, 1. A. English for Students of Public Relations and Advertising. Rendering :

yuebHoe mocobue / M. A. Kazaumxuna, O. I'. IlleBuenko. — HoBocubupck : Hoocubupckuii
roCy/1apCTBEHHBIH TexHUuYeckuil yHusepcureT, 2014. — 116 ¢. — ISBN 978-5-7782-2389-9. —
Texkcr : oanektpoHHblt // LludpoBoit obOpazoBarensHbili pecypc IPR SMART : [caiit]. -

https://www.iprbookshop.ru/45073 . html

7.2. lonoJIHUTEIbHAS Y4eOHO-MeTOAuYecKasi JJUTEPATyPa Mo AUCHUILINHE
1. ITocoOue mo ycTHOM peuyn Ha aHTJIMICKOM SI3bIKE IS CTY/IEHTOB HEs3bIKOBBIX By30B / I.H.
3amapaeBa u ap.; Biagum. roc. yH-T: [OnekTpoHHsIi pecypc]. — Baagumup: U3n-so Braaum. roc.
yH-Ta, 2008. — 151 c. - https://dspace.www1.vlsu.ru/handle/123456789/1221
2. Hmmaa H. K. Xpectomartus no MepeBONy HayYHO-TEXHUYECKOW JIMTEPATyphl C
AHTJIMMCKOTO A3BIKA Ha PYCCKHI. - Biagumup: BJIT'Y, 2011 -
https://dspace.www1.vlsu.ru/handle/123456789/3009

7.3. Ilepevyenb HHGPOPMAIMOHHBIX TEXHOJIOT Ui, HCIOJIb3YEeMbIX NPH
OCYILIECTBJIEHMH 00Pa30BaTEJIbHOI0 MPOLECCA N0 AUCHHUIINHE, BKIIOYAsI
nepevYeHb MPOrPAMMHOI0 o0ecneYeHUus1 1 MHPOPMAMOHHBIX CIIPABOYHbIX
CUCTEM

B  oOpa3oBarenbHOM  mpolecCe€  HCHOJB3YIOTCSA  MH(POPMAIMOHHBIE  TEXHOJIOTHH,
peal30BaHHBIE  HAa  OCHOBE  HMH(MOPMAIMOHHO-0Opa30BaTEIBHOrO  MOpTala  HHCTUTYTa
(www.mivlgu.ru/iop), 1 ”HOOKOMMYHUKAIIMOHHOW CETH UHCTUTYTA:

- IpeIOCTaBIeHHE Y4eOHO-METOANUECKUX MaTEePHAJIOB B JICKTPOHHOM BUJIE;



- B3aUMOJICHCTBHME YYaCTHUKOB 00pa30BaTEIbLHOTO IIpoliecca uepe3 JOKAJIbHYI0 CEeTb
uHctutyTa u MHTEepHeT;

- MIPEeIOCTaBIIEHUE CBEJICHUN O pe3ynbTarax yueOHOU AESITENbHOCTU B 3JIEKTPOHHOM JIMYHOM
KaOWHETe 00YJaroIIerocs.

WNudopmaninoHHble CLIPaBOYHBIE CUCTEMBI:

1. OHnaifH aHTJIOS3BIYHBIA CIOBaph TEPMHUHOB U3 001acTH MH()OPMAIMOHHBIX TEXHOJOTHUHU
«Computer Hopey, pexxum noctyna: http://www.computerhope.com/jargon.htm

2. OHnaifiH pecypc cO CTaThsIMH M HOBOCTSMHU U3 00JacTH MH(OPMAIMOHHBIX TEXHOJOTUI
«Ars TEchnicay, pexxum noctyna: http://arstechnica.com/information-technology/

3. Ownnaitn CJIOBaph MynbTuTpas, pexumM JOCTYyTIA:
http://www.multitran.ru/c/m.exe?a=1&SHL=2

4. Ounaiia cnoBaps D00u JIMHTBO, pexum nocryna: https://www.lingvolive.com/ru-ru

5. OHnaliH cloBapy aHTJIMMCKOTO s3bIka OKC(HOPACKOT0 YHUBEPCUTETA, PEXKHUM JIOCTYyTIA:

https://en.oxforddictionaries.com/

6. OHJIaliH CJI0Baph aHTIMHCKOTO s3bIKa KeMOPHIKCKOTO YHUBEPCHUTETA, PEXKHUM JIOCTYTIA:

http://dictionary.cambridge.org/ru/

7. OwnhnallH clIoBapd M DHIMKIONEIUM Ha  «AKaJeMHKE», PEXKHUM  JIOCTyIa:
http://translate.academic.ru/

[IporpamMmmMHoe obecrieueHue:

7-Zip (GNU LGPL)

Microsoft Office Standard 2010 Open License Pack No Level Academic Edition
(I'ocynapctBennslii koHTpakT Nel ot 10.01.2012 rona)

Adobe Reader XI (OOuue ycnoBus UCnoib30BaHus MpoaykToB Adobe)

Kaspersky Endpoint Security mist 6uzneca - Crangaptasiii Russian Edition. 500-999 Node 2
year Educational Renewal (npomenue) (I"paskgancko-npaBoBoii JOTOBOP OIOJIKETHOTO YUPEKICHUS
Ne2020.526633 ot 23.11.2020 rona)

7.4. Ilepeyennb pecypcoB HH(POPMALNMOHHO-TEJIEKOMMYHUKAIIMOHHOM CETH

«AHTEpHET», HEOOXOAUMBIX JJIS OCBOCHHUSA TUCIUIIIMHBI
iprbookshop.ru
dspace.wwwl.vlsu.ru
computerhope.com
arstechnica.com
multitran.ru
lingvolive.com
dictionary.cambridge.org
translate.academic.ru
mivlgu.ru/iop

8. MarepuajbHO-TEXHUYECKOE O0eceYeHue U CIUTITHHbI
KabuHeT MHOCTpaHHOTO SI3bIKA
Kommiekt y4eOHO-MEeTOAMYECKHX MOCOOUM, KOMIUIEKT MPOEKLMOHHOTO 000pyI0BaHUsA
(mpoextop NEC V302XG, npoekunoHHsli 3kpaH), 11 xommnbroTepoB: monutop LCD 20" Philips,
cucrt. 610k Intel Core 15/3,1I'T1/10I'6, xn1aBuatypa, Mblitb. Jloctyn k cetn MHTEpHET.

KabuHeT aHruiickoro si3bika
KommiekT yaeOHO-MeTomuuecknx nocoduit; kommnetotep: Mmorutop LCD 19" Samsung, cucr.
onoxk Intel Dual Core/1,8 T1/2I'6/DVD-RW, knaBuatypa, Mblib. JlocTym k cetu HTEpHET.

9. MeToanyecKkue yKa3aHus 10 OCBOECHUIO JUCHUILJINHbI
[IpakTHyeckre 3aHATHS MO WHOCTPAHHOMY SI3BbIKY B HpodeccHoHaIbHON cdepe oOmieHus
HaleJIeHbl Ha  O0y4YeHHWe UTeHHUI0, TMepeBoay U  pedepupoBaHUI0  MPOo(ecCHOHATBHO
OpPUEHTHPOBAHHON MHOSA3BIYHON JIUTEpaTyphl. Ha 3aHATHSAX CTyIEHTHI MPUOOPETAIOT HABBIKU PaOOTHI
C QAQYTCHTHUYHBIM HWHOA3BIYHBIM HAaY4YHbBIM TCKCTOM, HW3Yy4YarOT HOBBIH JIEKCMYECKHI Marepual,



HEOOXOMUMBIA Il TepeBofa NpodeCcCHOHATBLHO OPUEHTHUPOBAHHOW JIUTEPATyphl, BBIMOJIHSIOT
JICKCUKO-TpaMMaTHUYECKUE yIIPAKHEHHS (BKIIIOYAIOIIUE 3aJaHMs Ha CI0BOOOpA30BaHUE, HAXOXKICHHUE
CUHOHHMMOB, AaHTOHMMOB, TEPMHHOJIOIMYECKUX COOTBETCTBUM), YHUTAIOT M TEPEBOAST TEKCTHI,
COCTABIIIIOT aHHOTAIIMKM U pedepaTsl 0 U3YYEHHOMY MaTepuaty, BBITOJIHSIOT 33aJaHUs M0 TEKCTY,
TOTOBSITCS] K yCTHOMY BBICKa3bIBaHUIO.

CamocrosaTrenbHas paboTa CTYyIEHTOB SIBIISETCS HEOTHEMJIEMON YacThi0 00pa30BaTEIHLHOTO
mpouecca. 3aJaHusi Ul CaMOCTOSITENIbHOM paboThl NpeaHa3HA4YeHbl JUIsl YriiyOJIeHHs 3HaHUM,
[IOJIyYa€MBIX Ha IPAKTUUYECKMX 3aHATUSAX, a TAKXKE JJIS CAMOCTOATEIbHOW IPOBEPKM KadyecTBa
OCBOCHMS JUCLUMIUIMHBI W YPOBHSI OBJIAJICHUS €ro OCHOBHBIMU MNOHATUSAMHU. [l ycmemHoro
YCBOEHHUS JAHHOM TUCLUIUIMHBI PEKOMEHIYETCS BBINOIHATH BCE 3a/1aHUs IPAKTUYECKOTO XapaKTepa
JIOMa, CAMOCTOSITENIbHO, a TAK)KE CUCTEMAaTHYECKH KOHTPOJIUPOBATH Ce0sl C MOMOIIBIO Mpe/iaraeMbIX
TECTOBBIX 3afaHui. HeoOXomuMo HCHoJbh30BaTh BCE PEKOMEHAyEeMBIE CIIOBapu (B TOM 4HCIE
3JIEKTPOHHBIE), CIIPABOYHUKHU, yueOHbIE TOCOOUS, a TAKKE HHTEPHET-PECYPCHI.

Jlnist caMOCTOSITENbHONW PabOThI CTYJIEHTAM PEKOMEHJIYeTCs Ha MPOTSHKEHHUH BCEro Kypca
FOTOBUTBCS K MPAKTHUYECKUM  3aHATUSAM Ha OCHOBE IPEUIOKEHHOIO MpEernojaBareieM IUIaHa,
UCTIONB3YSl PEKOMEHIIyEMYIO JIUTepaTypy, a TakKe CaMOCTOSATENIbHO HaiijieHHylo uHpopmanuoo. B
XO0JI€ TOJATOTOBKM K 3aHATHUAM PEKOMEHIYETCS COCTaBJATh IUIAH-KOHCIEKT OTBETA, 3alMChIBATH
BO3HHUKAIOIIIME BOIIPOCHI 110 TEME 3aHATHUS, IOA0MPATh HATJSAHBIA MaTepuai no teme. s KoHTpouis
CaMOCTOSITENIbHOM ~ paboThl  CTYAGHTOB  MPEANONaraeTcsl  BHIIOJHEHHUE  MPAKTHYECKHX,
WHIUBUTYAJIbHBIX 3aJJaHUM.

dopMa 3aKITHOYUTEIBHOTO KOHTPOJIS MHPU MPOMEXKYTOUHOM aTTecTauuu — 3k3aMmeH. [{ns
MPOBEICHUS MPOMEKYTOYHOM aTTeCTAIlK MO JAUCIUILINHE pa3paboTaHbl (HOHI OLEHOYHBIX CPEICTB
u OalbHO-pEHUTHHIOBas CHUCTEMa OICHKM Y4YeOHOW JesTenbHOCTH CTyAeHTOB. OlleHKa II0
JTUCHUTUTMHE BBICTABISETCS B MH()OPMAIMOHHOW CHCTEME M HOCHT HHTETPHUPOBAHHBIA XapakTep,
YUHUTHIBAKOIINI PE3yNbTaThl OLICHUBAHUSI YYAaCTHUsI CTYICHTOB B ayJAMTOPHBIX 3aHATUSX, KauecTBa U
CBOEBPEMEHHOCTH BBIIIOJIHEHUS 3a/laHUil B XOJ€ HU3YYEHUs JUCHUUIUIMHBI M MPOMEKYTOUHOU
aTTeCTalUU.



[Iporpamma coctaBieHa B cooTBeTcTBHHM ¢ TpeboBanmsimu PI'OC BO mo HampaBieHHIo
42.03.01 Pexnama u cesasu ¢ obwecmeeHHocmvl0 M TPOPUIIO MOATOTOBKU Pexnama u ceéazu c
001eCmMBEeHHOCbIO 8 KOMMEPUECKOU U NPOU3BOOCMBEHHOU chepe
Pabouyro nporpammy coctaBuil cm. npenodagsamens Jlebeoes A.P.

[IporpamMma paccMoTpeHa u ogo0peHa Ha 3aceganuu kadeapsl M4

npoTokoia Ne 6 ot 18.05.2021 ropa.
3aBenyrommii kapeapoit A Ilankpamoesa E.A.
(ITonmuce)

PaGouast mporpamma paccMOTpeHa M OJOOpeHa Ha 3aceJaHuu Yy4eOHO-METOIUYECKON
KOMHCCUU (aKyIbTeTa

npotokoi Ne 8 ot 24.05.2021 rona.
IIpencenarens komuccuun ['® Tepenmovesa HU.B.
(ITogmuce) (®.1.0.)




Ilpunoscenue
@oH/1 O1IEHOYHBIX MATEPHAJIOB (CPEACTB) MO TUCIHUITHHE
HNHocTpaHHBIH 361K B TpodecCHOHAIbHON chepe

1. OHeHO‘IHbIe MaTepuaJbl AJ NPOBCACHUS TEKYIICI0 KOHTPOJISA yCII€EBAEMOCTH

o IMCIOMIIJIMHE
OHGHO‘IHBIC Cp€acTBa I TEKYIICTO KOHTPOJIA BKIHOYAKOT CICAYIOMICE.

5 CEMECTP

TeMsbl U151 U3y4YeHHs.

Peittunr-kontposns 1.

1. Knaccugukamus pexiamsl.

2. Uepapxust BO31CICTBHIA.

Peittunr-kouTposs 2.

1. Uepapxus BO3A€HCTBHIA.

2. Pa3paboTka pexkiiaMHON KaMITaHUU.

3. AbTepHATUBBI CTPATETHH COOOIICHHUS.

Peittunr-kouTpois 3.

1. AnbTepHaTHBBI CTPATETHH COOOIICHHUS.

2. Ctpareruu cooOIIeH s ¢ YMOITMOHAIBHBIMA MOTHBAMH.

3. Knacchl cpeCTB peKIaMbl.

TECTUPOBAHUE

Tema. Knaccudukanus pexiamebl.

1. IlepeBenute Ha PyCCKUIL SI3BIK.

classification, classify, classified; advertising, advertisement, advertise, advertiser; direct,
director, direction, directly; promote, promoter, promotion; threat, threaten, threatening; donate,
donation, donative; depend, dependent, independent, dependence.

2. IlepeBenute HAa aHTTMUCKUN S3BIK.

LeneBas ayAuTOpUs, peKilaMa KOMIAHUH; MPOMAraHAMCTCKas pekiama; OOBSBUTH TOUYKY
3peHHsI; YTPOXKAaTh OJIAromoIydrio; MpeJHa3HauCHO; BBI3BIBATh HEMEIJICHHYIO TIOKYIIKY; PeKJiama JIst
pearpuHUMAaTeNe; Bieub 3a cO00H; pekiiaMa, pa3paboTaHHasi MPOU3BOAUTENEM; MPSMasi PacChLIKa;
HA3BaHHUE TOPTOBOHM TOYKH; BHOCHTH BKJIA].

3. CooTHECHUTE TEPMUHBI C OIIPEICTICHUSMH.

1. A representation of the external form of a person or thing.

2. Advertising sent to prospective customers through the mail.

3. An instance of buying or selling something, a business deal.

4. A notice or announcement in a public medium promoting a product or service.

5. A person who makes a purchase.

direct mail, transaction, image, advertisement, buyer

4. 3aKOHUNTE MPEIOKEHHUS.

Adbvertising is classified by...

The special types of advertising are...

Corporate image advertising promotes. ..

Corporate advocacy advertising announces...

Advertising industry promotes...

Direct-response advertising elicits. ..

Direct-response ads request...

Business-to-business advertising promotes...

Direct mail is sent to...

Public service advertising is donated by...

Tema. Uepapxus Bo3nelcTBUM.

1. IlepeBennte Ha PyCCKUM SA3BIK.

information-processing model; message exposure; consumer attention; message
comprehension; message retention; ad-information; purchase decisions; ad’s meaning.



2. IlepeBenuTe HA AHTJIMHUCKUH SA3BIK.

BIMSIHUE Ha MOTpeOuTeNeil; uepapxus BO3ACHCTBMIA; MOMEIIATh pPEKJIaMHbIE OOBSIBICHUS;
00paboTtarh cooOIIEeHNEe; CTUMYJIMPOBATH TOTPEOUTENS; HANIPABIISTh YCUIIUS; OBJIACTh BHUMAHUEM;
peKIIaMUPYEMBIi TPOAYKT; HOCIEAYIOUIast MOKYIKA; XPaHUTh HH(POPMALIHUIO.

3. CooTHECUTE TEPMHUHBI C ONIPEICIICHHUSIMH.

. A system in which people or objects are ranked according to relative status.
. The state of being exposed to contact with something.

. The regarding of someone or something as interesting or important.

. The ability to understand something.

. The action of consenting to receive or undertake something offered.

. The continued possession, use, or control of something.

. The main means of mass communication.

. The quality of being different, new and unusual.

9. A settled way of thinking or feeling about something

10. The action of buying something.

11. The way in which one acts or conducts oneself.

hierarchy, exposure, attention, comprehension, media, acceptance, retention, novelty, attitude,
purchase, behavior.

4. 3aKkOHUYUTE MTPEAJIOKEHUSI.

The effects of advertising influence are......

Message exposure is achieved by....

The ad stimulates the consumer....

The physical characteristics of an ad are it’s....

The primary attention-getting properties include...

Attention can be grabbed by using.....

Message acceptance develops...

Message retention means....

Message retention is critical for.....

Tewma. PazpaboTka pekiIaMHON KaMITaHHH.

1. I[lepeBenute Ha PyCCKUIL SI3BIK.

Target market; firm’s overall communication objectives; execution perspectives; industry
growth rate; market dispersion; market share; target audience; audience attention.

2. IlepeBenute Ha aHTIMICKUN S3BIK.

TpeboBarh aHanmu3a; BBIOMpATH; ONPENENUTH LEIH; Pa3padoTaTh CTPATETHIO; COCTABUTH
pacriucaHue; OUeHUTh YPPEKTUBHOCTb, TOYHBIH U M3MEPEHHBIH; COBMECTUMBIN C IIENIBIO; TPATUTh
OONBIIYyI0 CyMMy; OCHAaONATh KOHKYPEHIIMIO, TapaHTHpPOBAaTh 0ojee BBICOKUH OIOJIKET;
chopMHpOBaTh OCBEJOMJICHHOCTb, TOYHO ONPEAEIUTh, OCHOBHOE JIOCTOMHCTBO; COOOILEHHE,
NpUBJIEKArolIee BHUMAHUE; 3aHUMATEIIbHBIN PEKIIaMHBIA POJIHK.

3. IlepeBenuTe Ha aHTIIMUCKUH SI3BIK.

Pexnamnass kammanusi TpeOyeT aHajam3a MapKETHHTOBOW CHTYyalldW, IEJIEBOTO pHIHKA H
o0mux neneit pupmel. Kak Tonpko ¢pupma BeiOpana 1eJ1eBOM phIHOK, OHA JOJDKHA OMPEAETUTh eI
1 OI0/IKET peKiiaMbl, pa3paboTath cTpareruto, Boiopate CMU u o1ieHUTh 3 PEKTUBHOCTD PEKIIAMBI.

Ienu pexsiaMbl JOIDKHBI ObITh pEaTUCTUYHBIMH, TOUHBIMU U U3MEPUMBIMU, COBMECTHUMBIMHU C
MapKETUHTOBBIMH M KOMMYHHKAIIMOHHBIMH 1esiMu upmel. [locTaHoBka 1eneit mo3sossier Gupme
OLIeHUTHh 3()(PEKTUBHOCTH PACXOJOB HAa peKJIaMy M COCPEIOTOYHUTh BHUMAaHHE Ha IEPCIEKTHBAX
MIPOM3BOIUTEIIFHOCTH 1 CTIOJTHEHHS.

BrojkeT pexiaMbl 3aBUCUT OT pa3Mepa KOMITaHUH, ee (PMHAHCOBBIX PECypCOB, TEMIIOB pOCTa
IIPOMBINIIEHHOCTH, pa30pOCaHHOCTH pbIHKA M TMOJIOKEeHHs (QupMbl Ha pbiHKe. KpymnHbie (upmbl
TpaTAT OOJIBIINE CYMMBI JICHET Il COXPAaHEHMS JIOIM Ha PBIHKE U 0CJIa0JIeHUs] KOHKYPEHTOB.

Pexnamopmarens ompenernsier cojepKaHWE M TEMYy PEKIaMHOTO COOOIICHHS, a PEKIaMHOE
areHTCTBO pa3paldaThIBAaET MPE3EHTALHUIO.

Tema peknampl — 3TO TJIABHOE MpeUMyIIecTBO Mpoaykra. C pocToM KOHKYPEHIINU
HOSBIISIOTCS 00Jiee KpeaTUBHbIE U 3aHMMATENbHbIE PEKJIAMHBIE POJTUKH.

4. 3aKOHUNTE MPEIIOKEHHUS.
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. An analysis must be made of ...

. The firm must determine ...

. Advertising objectives must be ...

. The firm should evaluate ...

. The size of the company and its financial resources determine ...
. A growing industry warrants ...

. The content of the message is specified by ...

. The ad agency develops ...

9. The theme of the message is ...

10. As competition increases ...

Tema. CtpaTeruu COOOIIEHHSI ¢ IMOIIMOHAILHBIMUA MOTHBAMH.

1. IlepeBenute Ha pyCCKUIL SI3BIK.

Message strategy; Diet Pepsi commercials; fear appeals; consumer’s desire; celebrity
endorsement; humor appeals; consumer attention and recall; unique product benefit; media
environment; televisions counterpart; talk show; news program.

2. IlepeBenute HA aHTIIUICKUM SI3BIK.

OMOILIMOHATIBPHBIN TPU3bIB; BHI3BIBATH YYBCTBA; MPOJABEIll, CBS3aHHBIA C 0E30MACHOCTHIO;
JKEJaHWEe HPABHUTCS; H30eraTh OCYXKICHHE, YCWINTh BO3JCHCTBHE; HSHEPrUsl CUJIBI, OTPaXKaTh
NPEeUMYIIECTBO; HEPEKJIAaMHOE COJICpKaHUE; CIElHadbHas CleNnka, WHQOPMHUPYIOIIas peKIama;
CIOCO0 BBIICIUTHCS; TEJICBU3UOHHBIA PEKIAMHBIN POJMK B ()OpMATE MHTEPBBIO; OBITH MOXOKHM;
PEKJIaMUPOBATh B XKYpPHAJE; pacTyIlee sBICHHE.

3. CooTHecUTE TEPMUHBI C ONIPEACICHUSIMHU.

. A verbal, written or recorded communication sent to a recipient.

. A plan of action or policy designed to achieve something.

. A type of product manufactured by a particular company under a particular name.

. A famous person, especially in entertainment or sport.

. A statement or action which shows that you support or approve of something or someone.
. A powerful effect that something, especially something new, has on a situation or person.
. A person who purchases goods or services for personal use.

8. A newspaper or magazine advertisement giving information about a product in the style of
an editional or objective journalistic article.

9. An advertising film which promotes a product in an informative and supposedly objective
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style.
10. A person or company that pays for a product, event or job to advertised.

Infomercial, advertorial, celebrity, consumer, impact, message, strategy, advertiser, brand,
endorsement.

4. 3aKOHUNTE MPEIIOKEHHUS.

Feelings, moods and memories are evoked using ...

Warm feelings are associated with ...

Fear appeals may be used by ...

Consumer’s desire to be liked is used in ...

The persuasive impact of a message can be enhanced by ...

Unique product benefit must be reflected in ...

The advertiser is offered a way to ...

Tema. Knaccel cpencTB pekiiambl.

1. IlepeBennte Ha pyCCKUI SI3BIK.

advertising media; brand awareness; local retail; sales promotions; ad claims;

business-to-business; marketing communications programs.

2. IlepeBenuTe HA AHTIIMHUCKUH SA3BIK.

CpeAcCTBa pEKJIaMbl; Hapy)KHas pekjiama, TPaHCIOpPTHas peKjaMa; pacchlUIKa IO IOYTE;
MOJIXO/I; BO3MOXKHOCTH; CO3JlaHHEe WH()OPMUPOBAHHOCTH; JOCTHUYh pPBIHKA; MpPEIHAa3HAYAThCS,
MeCTHas IPojaxa; orpeeN€HHbIE YUaCTKH; IKOHOMUYECKH 3(PPEKTUBHBIH, TOBTOPEHNUE PEKIAMHBIX



oOpamieHnii; peKJIIaMHbIE INUTHI, AapeHJOBAaHHOE WMYIIECTBO; YaCThIi M TPOJOJHKUTEIBHBIN;
JEMOHCTpAIIHSI; 1aBaTh BO3MOXKHOCTb; pa3padaThiBaTh; MMEIONIMIICS B HAJTHUUU.

3. CooTHECUTE TEPMHUHBI C ONIPEICTCHUSIMU.

1. A way of dealing with a situation or problem.

2. The power or ability to do something.

3. A favorable or desirable feature.

4. An area in which commercial dealings are conducted.

5. A television or radio advertisement

the action of selling something.

7. A verbal, written, or recorded communication sent to or left for a recipient.

8. A thing or things belonging to someone.

9. A large outdoor board dor displaying advertisement.

billboard, property, message, sale, commercial, market, advantage, capability, approach.

4. TlepeBenute Ha AHTTMUCKUN S3BIK.

CymecTByeT CeMb KIJIACCOB CPEICTB PEKIaMbl: TEJICBU3MOHHAS, XYpHAJbHAas, ra3eTHas,
panuo, HapyKHas, TPaHCIOPTHAs M pacchbulaeMas Mo moYTe. Y KaXIOro M3 HHUX €CTb CBOH
NpeuMylIecTBa M HEIOCTAaTKH, U A(P(GEKTUBHOCTh KAXKJIOTO 3aBHCUT OT €ro yHUKaJIbHBIX
Bo3MoxkHOCcTe. CMU MoryTt ObITh MOJE3HBI B (POPMUPOBAHUM OCBEAOMIIEHHOCTH O MapKe TOBapa.
TeneBU3NOHHBIC PEKJIAMHBIC COOOIICHUS MOTYT JOCTHIaTh MacCOBOTO PBIHKA, XOTS M SIBISIFOTCS
JOPOTOCTOSIIMMHU.

XKypHanmel MOryT NpPEIOCTaBIATh CIOXKHYIO (aKTHYeCKyr0 HHQOpMalu. PekinaMHbie
COOO0ILIEHUsI MOTYT OBITh JJOJTOBEYHBIMU U HAllEIEHHBIMU HA 0COOYI0 ayJJUTOPHIO.

["azeTHas pekiiaMa MPEeKPacHO MOAXOJUT JJIsi COACUCTBUS MECTHON PO3HUYHOU TIPOJIaXKH.

Panno pexnama siBsieTcs 53KOHOMHYECKH 3()(HEKTUBHOMN, M TOBTOPATHCS MHOTOKPATHO.

Hapy>xHas pexiiamMa pa3Meniaercsi Ha peKJIaMHbBIX [IUTaX, apeHI0BAHHBIX PEKJIAMOIATCIISIMH.

TpaH3uTHBIE pEKIAMHBIE COOOIIEHHS - 3TO 3HAKM WIH OOBSABICHUS B OOILIECTBEHHOM
TpaHncnopTe. X MOXHO Ha3BaTh PEKJIAMHBIMU IIUTAMU Ha KOJIECaX.

Paccpuika 1mo moure UMeeT CBOM MPEUMYIIECTBA U CPepbl IPUMEHEHHUS.

YCTHBIN OITPOC

OTBeTbTE Ha BOMPOCHI.

Tewma. Knaccuduxaius pexiamsl.

. How can advertising be classified?

. What types of advertising are discussed here?

. What is corporate image advertising directed toward?

. What does corporate image advertising promote?

. Whom is public service advertising donated by?

. What is direct-response advertising intended for?

. What do direct-response ads request?

. What is the purpose of business-to-business advertising?
. What does cooperative advertising entail?

Tewma. Mepapxus Bo31elCTBUM.

. How is advertising’s influence on consumers explained?
. What are these effects?

. How does a marketer achieve message exposure?

. What is the purpose of the next step?

. What do primary attention-getting properties of an ad include?
. What helps grab attention?

7. What does message comprehension mean?

8.Why must message acceptance occur?

9. When does message retention occur?

Tewma. PazpaboTka pexiaMHON KaMITaHHH.

1. What does an ad campaign require?

2. What must a firm determine?
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. What should advertising objectives be like?

. What does setting objectives allow?

. What does the size of the advertising budget depend on?

. Why do companies spend much on advertising?

. What may a growing industry warrant?

. What does creative strategy combine?

9. What does the advertiser specify?

10. What is the theme of the message?

11. What happens when competition for audience attention increases?
Tewma. CtpaTeruu cooOIIEHUS C SMOIMOHAIBHBIMA MOTHBAMH.

. What do message strategies with emotional appeals evoke?

. What commercials associate warm feelings with their brands?

. What do marketers of insurance use?

. What do deodorant ads play on?

. What are the elements of creative message strategy?

. Who can enhance the persuasive impact of a message?

. What can increase consumer’s attention?

. What must the message reflect?

9. What is the advertorial?

10. What do advertorials offer?

11. What is the infomercial?

Tewma. Kinaccel cpeacTs pexiamsl.

1. What are the classes of advertising media?

2. What does the effectiveness of each approach depend on?

3. Where can mass media can be useful?

4. What are the advantages and disadvantages of using TV for advertising?
5. What are the advantages of advertising in magazines?

6. When can newspaper advertising be used?
7
8
9
1
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. What kind of advertising can be cost for advertising?
. What does outdoor advertising consists of?

. What is transit advertising like?

0. What opportunities are offered by direct mail?

6 CEMECTP

Temsbl 11 uzyueHus.

Peittunr-xontpons 1.

1. Kimaccsl CpeicTB peKJIaMBbl.

2. Hocutenu u rpaguku pexyiaMsbl.

PeliTuHr-KOHTpOIH 2.

1. Ouenka 3¢ (heKTUBHOCTH pEKIIaMBbl.

2. DTudeckre 1 IopuanYecKre IpoOaeMbl peKIaMbl.

Peittunar-konTposs 3.

1. DTHyeckue U IpUINYECKre MPOOIEMbl PEKIIAMBI.

2. Yro takoe CBsi3u ¢ 00IIECTBEHHOCTHIO?

TECTUPOBAHUE

Tema. Hocurenu u rpaduxu pekiamsl.

1. IlepeBennte Ha pyCCKUI SI3BIK.

Once the marketer has selected the media class, it must choose the specific advertising
vehicles (specific magazines, radio, TV shows). The selection depends on the cost effectiveness of a
particular outlet for reaching desired market audiences. Factors include audience size and
composition and the cost of running audiences.
The most basic concepts in media scheduling are reach and frequency. Reach refers to the

number of different people or households exposed to an ad or campaign over a specified time periods
(usually four weeks). Frequency refers to the number of times a person or household is exposed to a



communication vehicle. Advertisers must address the basic question: Emphasize reach or frequency?
When advertising is for a new brand, reach may be the paramount objective. Messages presenting
detailed information or vying with heavily advertised competitors need greater frequency or
repetition.

Advertisers are becoming increasingly concerned about reducing the waste of reaching
consumers outside intended market segments. In response, media have taken steps to improve their
efficiency. Time, Reader's Digest, Newsweek, and other magazines, for example, have invested
heavily in «selective binding » technology, which permits targeting of advertising to subscribes in
specific ZIP code areas.

Tema. Onenka 3¢ (heKTHBHOCTH PEKIIaMBI.

1. IlepeBenure Ha pyCCKUM A3BIK.

sales effectiveness research; productivity perspective; consumer reactions; focus groups;
consumer recall; attitude; recall and attitude tests; inquiry evaluation; sales effectiveness evaluation;
brand awareness; sales growth.

2. IlepeBenuTe HA AHTJIMHACKUHN SA3BIK.

BKJIIOYaTh B ceOs; OIEHKA; Mpelarath; NOTPEOMTENb, OMpPOC; IOACKAa3Ka; CTPOTHIA;
KOHKYPHPYIOIIUH; BIUATH; BO3JICHCTBOBATH; Bce OOJIBIIE U OOJIBIIE.

3. CooTHecUTE TEPMUHBI C ONIPEACICHUSIMHU.

1. A preliminary test or trial.

2. Someone whose job involves marketing.

3. A group of people assembled to participate in a discussion about a product before it os
launched.

4. A person who purchases goods and services for personal use.

5. The exchange of a commodity for money.

6. A gift or payment to a common fund or collection.

7. A verbal, written, or recorded communication sent to ir left for a recipient who cannot be
contracted directly.

8. A person who replies to something such as a survey or set of questions.

respondent, message, contribution, sale, consumer, focus group, marketer, pretesting

4. TlepeBenute HA aHTITMIUCKUN S3BIK.

OrneHka pekiiaMbl BKIIOYAaeT B ce0sl MpeaBapuTeIbHOE TECTUPOBAHUE, MOCTTECTUPOBAHUE H
uccienoBanue dpdpekTuBHOCTH TOBapooOopoTa. Dupmbl, 3a00TAMIMECT O MPOU3BOIUTEIHHOCTH,
npuaatT 0ombinoe 3HaueHne YP(HEKTUBHOCTH CBOSH PEKIIaMBbI.

[IpeaBapuTenbHOE TECTHPOBAHME PEKJIAMHBIX  COOOIIEHUN  MPOU3BOJIUTHCS  MYTEM
NOTPEOUTENBCKUX peakiuil uepe3 cmopoc U (GOKyCHblE Tpymdmbl. MapKeTolOTd OLEHHUBAIOT
peKJIaMHBIE COOOIIEHUS] TI0 WX TPHUBIEKATEILHOCTH, 3alIOMHUHAEMOCTH MOTPEOUTEISIMHU, Mepeaade
COOOIIIEHHs U TI0 UX BIUSHUIO HA HAMEPEHUE CJIeaTh MOKYINKY Ha OTHOIICHUS K MapKe.

MapkeTonoru HCHOJB3YIOT TOCTTECTUPOBAHUE YEpe3 TMPOBEPKH 3alIOMUHAEMOCTH H
OTHONIEHHUS] K MapKe, a TaK >K€ OIeHKa ompoca il omnpeaeneHus 3¢GGEeKTUBHOCTH PEKIaAMHOM
koMmanuio. [lpu mpoBepke npunoMuHanus 0€3 TOACKA3KH TEYATHBIX PEKIAMHBIX COOOIIECHUMN
PECTIOHJICHTOB OMNpAIIMBAIOT 0€3 TMOJCKAa30K O pekiIaMe HaxoAasdeics B kypHanax. [lpu
WCCJICIOBAHUM 3allOMUHAEMOCTH PEKJIAMHBIX COOOIIECHHM, MCIONB3Ysl MOJCKa3Ky, HCIBITYeMbIM
JAIOT CIIMCKHU PEKJIAMHBIX, M CIIPAIIMBAIOT KaKHe U3 HUX OHU TIOMHSAT WJIH YUTAIH.

Metoasl oneHKH S(PPEKTUBHOCTH TOBapOOOOpPOTAa SBISIOTCS CaMBIMU yOETUTEITHHBIMHU
TecTaMu dPPEKTUBHOCTH pekiambl. OHU BBIICHSIOT, MPUBEJA JIM PeKIaMa K YBETUYCHHUIO TPOJaXK.
OreHKa peKIaMbl OCHOBBIBAETCST HA POCTE TIPOJIAK.

Tema. DTUYecKue U OPUIUIECKHIE TPOOTEMBI PEKIIAMBI.

1. IlepeBennte Ha PyCCKUM SA3BIK.

Long-term brand recognition, mass markets, federal trade commission, youth markets,
advertising messages.

2. IlepeBenute Ha aHTTMICKUN A3BIK.



OTUYecKue MpOoOJIEMbI, JAOCTYIMHOCTh MPOAYKTOB, IOJITOCPOYHOE MPHU3HAHHE, YIYUIIUTh
o0pa3, yBenuuuTh 3(G(GEKTUBHOCTh, KPUTHKH OCYKIAIOT, IMOTEPIETh HEylAady, OCYIIECTBIAThH
KOHTPOJIb, CAENaTh BHIOOP, OOMaHBIBaTh MOTPEOUTENCH, BBOASINEE B 301y KACHUE TPEICTABIICHUE,
NPUBOUTH K, OIIMOOYHOE PEIICHUE, UCTIPABUTh MH(POPMAIINIO, HAPABJICHHBIA HA JCTCH, BIUITh Ha
peIlIeHHEe POAUTENCH, HeXelaTeIbHbIE PEKIIAMHBIC COOOIICHHUS, TIPABO HA YACTHYIO JKU3Hb.

3. CooTHecUTE TEPMUHBI C ONIPEACICHUSIMH.

. An important topic or problem for debate or discussion.

. An advantage or profit gained from something.

. The fact of being who or what a person or thing is.

. Money received on a regular basis, for work or investments.

. The action of buying and selling goods and services.

. An idea, feeling, or opinion about something or someone.

. A conclusion or resolution reached after consideration.

. The state or condition of being free from observed or disturber by other people.

9. A person who purchases goods and services for personal use.

10. A type of product manufactured by a particular company under a particular name.
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brand, consumer, privacy, decision, impression, trade, income, identity, benefit, issue.

4. IlepeBenuTe HA AHTJIMHUCKUHN SA3BIK.

Pexnama obGecneunBaeT MHOTO TOJE3HBIX (PYHKIUH A TOKyMaTeneu, pekiamojareiei u
obOmectBa. [lokymarenu mosnydyaroT HMHGPOPMALUIO O CBOWCTBaX IPOAYKTOB U OpEHJIOB.
Pexknamomarenn co3maioT  JOATOCpOYHOE y3HaBaHuWe Openpma. OOMmIECTBO MOXKET YCHIIUTH
9KOHOMHUYECKYI0 3(()EKTHBHOCTh € MOMOLIbIO pekiaMbl. [IpoayKTel MpojaroTcs Ha MAacCOBBIX
pBIHKax 1O Ooyiee HHU3KMM IIEHAM W PACHpPEICISIOTCS 10 IMIMPOKUM TeorpaguuecKuM 30HaM.
HekoTopble KpUTHKM YTBEpXKAAOT, YTO pEKJIamMa CTUMYJUPYET MOTPeOHOCTH, CO37AaBas
HEpeAIMCTHYHBIE HJealbl. ECaM Tak JIErKo CKJIOHHUTH YeJIOBEKa K TOKYIKE, NMoYeMy TaK MHOTO
npoAyKToB TepisAT kpax? Kaxercs Oosiee BEpOSATHBIM, YTO MOKYMATENIM KOHTPOJIUPYIOT PBIHOK,
nenas cBoil BeIOOp. DenepanbHas Toproeas Komuccus 3anperiaer pekiiaMHble COOOLIEHMsI, KOTOpPbIE
oOMaHbIBaIOT noTpedureneil. Moio1exKHbIM PeIHOK 00J1a/1a€T OrPOMHBIM OTEHIMAIIOM JJ1s1 Ou3Heca.
MHoro pexiiaMbl HalpaBJIeHO Ha JeTei. PekmamMonareny 3HaI0T, 9YTO MOJIO/BIC TIOTPEOUTENH BIUSIOT
Ha pelleHus poJuTee u caMu o0s1aaloT 3HAYUTEIbHOM MOKYaTeIbHOW CIIOCOOHOCTBIO.

Tema. Yto Takoe CBsi3u ¢ 00IIECTBEHHOCTHIO?

1. IlepeBeuTe HAa PYCCKHI A3BIK.

Client’s various publics; the client’s work; online fan groups; public relations success; PR
trade; press release; today’s public relations professional; community outreach; volunteer programs;
PR representative; cable TV news program.

2. IlepeBenute Ha aHTIMICKUAN S3BIK.

Co3maBath M MOAJIEPKUBATD; C TOYKH 3pEHUS; POPMHUPOBATH MHEHHUE; TPEOOBATh TOHMMAaHUS;
OpaTbcs 3a MpobiieMy; HHTEpECHl ayAUTOPUH; podeccruoHanbHas cdepa CBsI3U C 00LECTBEHHOCTHIO;
COCTaBHUTH TNPOEKT; BbIOpaHHBIE npenctasutenn CMMU; conmanbHO-OPHEHTHUPOBAHHAS MPOrPaMMa;
pa3BUBATh OTHOIIECHUS.

3. CooTHecUTE TEPMUHBI C ONIPEAETICHUSIMHU.

1. The professional maintenance of a favorable public image by a company or other
organization or a famous person.

2. A group of people living together in one place.

3. Information or actions that are intended to attract the public’s attention to someone or
something.

4. An official statement issued to newspapers giving information on a particular matter.

5. An organization’s involvement with or activity in the community, especially in the context
of social welfare.

6. A person who freely offers to take part in an enterprise or undertake a task.

7. Someone who is employed by a business at a senior level.

Executive, volunteer, outreach, press release, publicity, community, public relations.



4. IlepeBenuTe HA AHTJIMHUCKUH SA3BIK.

OcHOBHOE TpeIHAa3HAYCHHE CBs3eH C OOIIECTBEHHOCTHIO (DOPMHUPOBATH U MOIACPKUBATH
UMUK KOMITAaHWU WX JIMIA B TJla3aX OOIIECTBEHHOCTH, TO €CTh Te€X, KTO cpOpMUPYET MHEHUE U
KJIMEeHTe. DTa OOLIECTBEHHOCTh WJIM ayJUTOPUS BKIIIOYACT KIMEHTOB, MOTCHIIMAJIBHBIX KIMEHTOB,
4JIeHOB 0OIIHMHbI 1 wieHbl CMU, CTyIeHTOB, UX pOAMTENEH, HHOCTPAHHBIX TPAKIAAH U T.J.

VYcenex cBsi3eil ¢ OOIIECTBEHHOCTBIO TPeOyeT MOHMMAaHUE MPOOJIEM M HMHTEPECOB KaKIOU
aynuropud. CHENUMaIuCT 1O CBS3sAM C OOIIECTBEHHOCTHIO JIOJDKEH HCIIONIB30BaTh MOIIIHBIH
UHCTPYMEHT — IJIaCHOCTb.

Crenuamict 1Mo CBs3sIM C OOIIECTBEHHOCTHIO COCTABJISICT MPECC-PENTU3bl U SIBISCTCS
nyOJNMYHBIM JTMIOM KiueHTa. OH OpraHu3yeT COLMAIbHO-OPHEHTHPOBAHHBIE M BOJIOHTEPCKHE
POTPaMMBI, Pa3BHUBACT OTHOIICHHS C TIOTCHIIMATBHBIMA HHBECTOPAMU. AJIMHHUACTPATOP T10 CBSI35IM C
0O0IIECTBEHHOCTHIO YYaCTBYET B HOBOCTHBIX TEJICTIPOrpaMMax M OTBEYAeT HA TPYJHBIC BOIIPOCHI.

Tewma. Pexiiama B COBpeMEHHOM OOIIIECTBE.

. OTBeThTE HA BOIPOCHI.

. When did advertising increase?

. What did industry need?

. What was mass marketing designed for?

. What doctrine was adopted by advertisers?

. Who was called the founder of advertising?

. Why did the tobacco companies hire Bernays?

. Who was responsible for the purchasing in their household?

. Who recognized the value of women’s insight?

. SIBISIOTCSI 7K CIISYIOIUE YTBEPIKICHHSI BEPHBIMH UJIH HEBEPHBIMHU.

. As the supply of manufactured products expanded, advertising increased.

. Industry wanted to profit from the higher rate of production.

. Industry was not interested in recruiting workers as consumers of its products.
. Mass marketing was invented as a tool of influencing consumers’ behavior.
. Human instincts cannot be sublimated into the desire to purchase goods.

. Sigmund Freud was the founder of modern advertising and public relations.
. Bernays was hired to create good associations with tobacco smoking.

. Women had a lot of career choices in business.

. Advertisers never recognized the value of women’s insight.

Tema. CkpblTas pexiama.

1. IlepeBennte Ha PyCCKUM S3BIK.

Covert advertising is when a product or brand is imbedded in entertainment and media. For
example, in a film, the main character can use an item or other of a definite brand.

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.

Billboards are large structures located in public places which display advertisements to
passing pedestrians and motorists. Most often, they are located on main roads; however, they can be
placed in any location with large amounts of viewers.

Celebrity branding is the type of advertising focused 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.

2. OTBETHTE HA BOMPOCHI.

What is called covert advertising?

How can advertising be embedded in a film?

What is meant by press advertising?

What does advertising encompass?

What are billboards?

Where are billboards located?
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What is called celebrity branding?

What is the role of celebrities in advertising?

3. IlepeBenute HA AaHTJIMIUCKUM SI3BIK.

B ckpbITOll pekiiame MpOAYKT BHEApsETCs B Kakoe-Tu0o mpescrasienue. ['epou ¢uiabma
MOTYT MCIIOJIb30BaTh TOBAP OMPEICIEHHON TOPTrOBOI MapKH.

[leyatHpie  W3maHUs  pa3MEUIAlOT  PEKJIaMHbIe  OOBsBICHUS.  PekiaMHble  IIUTHI
JIEMOHCTPUPYIOT PEKJIaMHbIE OOBSBICHUS JJIS TPOXOXKHUX W aBTOMOOMIMCTOB. OHHM CTaBATCS B
a060oM MecTte C OONBIIMM KOJWYECTBOM 3puTeneil. 3HAMEHHUTOCTH TaK K€ YYacTBYIOT B
NPOJIBIKEHHH TOBAPOB U PEKJIaME Mara3uHoB.

YCTHBIN OTTPOC

OTBeThTE HA BOMPOCHI.

Tema. Onenka 3¢ (heKTHBHOCTH PEKIIaAMBI.

. What is included in the evaluation of advertising?

. How is pretesting ads done?

. What do marketers do?

. How do marketers use protesting?

. How do respondents questioned in unaided recall tests?
. What is done in aided recall tests?

. What are the most strangest tests?

. What do these tests assess?

9. Why are sales effectiveness evaluations difficult?

10. What are evaluations of advertising effectiveness based on?
Tema. DTHUECKHE U IOPUIUYECKUE IIPOOIIEMbI PEKIIAMBI.

. What does advertising provide?

. What do benefit for buyers include?

. What does advertising do for advertisers?

. What does advertising do for society?

. What do some critics say?

. Is it easy to manipulate people into buying?

. How can buyers exercise control over the marketplace?
. What advertising messages are prohibited by the Federal Trade Commission?
9. What is required in some sentences?

10. What does the youth market offer?

11. What do advertisers know?

12. What are many people irritated by?

Tema. Yto Takoe CBsi3u ¢ 00IIECTBEHHOCTHIO?

1. What is the task of public relations?

2. What is a public in terms of PR?

3. Whom can these publics include?

4. What is necessary for public relations success?

5. What must a PR professional know?

6. What is the chief duty of a PR professional?

7

8

9.

1
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. Who can be a public face of a client?

. What can the PR professional organize?
What can the PR representative cultivate?

0. What 1s the task of the PR executive?

7 CEMECTP

Tewmsl 111 3ydeHus.

Peiitunar-konTposs 1.

1. Yro genaroT crenuanucTsl B 001actu CBsizell ¢ 001IECTBEHHOCTHIO?
2. YrpaBiieHHE KpU3UCOM.

PeliTuHr-KoHTpOIH 2.

1. YnpaBneHne Kpu3ucoM.



2. CBs13u ¢ 00IIIECTBEHHOCTHIO | Ipecca.

Peiftunr-kouTpos 3.

1. CBs13u ¢ OOIIECTBEHHOCTBIO U TIpecca.

2. Kapbepsl B obsactu CBsi3eil ¢ 00I1IeCTBEHHOCTHIO.

TECTUPOBAHUE

Tema. Uro nenatot cienuanuctsl B oosactu CBsi3ei ¢ 00IeCTBEHHOCTHIO?

1. IlepeBenure Ha pyCCKUM A3BIK.

Public relations professionals; the PR department; crises management plan; news story;
client’s product, service and personal history.

2. IlepeBenute Ha aHTTMUCKUN S3BIK.

[Tonmyuynth OecruiaTHYIO peKJiamMy; COCTABISTh COOOIEHUS Ul TPECCHI; OBITh IMMOXO0XXKHUM Ha
ra3eTHbId MaTepuan; pa3BUBATh OTHOIICHHS, MOAOOpKA MaTEpUaloB JUIS IPECCHI; CBEXUU U
COBPEMCHHBII; CUMTATBhCS JKCIEPTaMH; 00y4aTh CIIy)KallMX; OTBEYATh 3a YTO-JIIMOO; MPOBOIUTH
npecc KOH(EPEHLUIO; KOTAa CIeyeT; YIPaBISATh KPU3HUCOM.

3. CooTHECUTE TEPMHUHBI C ONIPEICIICHHUSIMH.

1. Information or action that are intended to attract the public’s attention to someone or
something.

2. A place, person, or thing from which something comes or can be obtained.

3. A package of promotional material provided to members of the press to brief them about a
product, service or candidate.

4. A person who is paid to work for an organization or for another person.

5. A time of intense difficulty or danger.

6. A person who makes statements on behalf of a group or another individual.

spokesman, crisis, employee, press kit, source, publicity.

4. TlepeBenute HA AHTITMICKUM SI3BIK.

Pabora crneumanucToB MO CBS3IM C OOLIECTBEHHOCTBIO 3aKIIOYAETCS B IOJYyYCHHUU
OecrutatHOW pekiaMbl st cBoero kimeHta. B CMMU pacceutatorest cooOmienus ¢ wHpOpMaIuei
HE00XO0AMMOM JJIs1 HAIMCaHUS MOJIOKUTEIBHOIO MaTepraia o KIMEHTE.

[Ipecc-penu3 nomkeH ObITh MOX0X HAa MHTEPECHBIN Ta3eTHBIN MaTepuai, OObICHSIIOMINM, YeM
XOpOILU NPOAYKTHI, YCIYTH WIH JIMYHAS UCTOPUS KIHEHTA.

CrienuanucTbl MO CBA3SIM C OOLIECTBEHHOCTBIO Pa3BUBAIOT OTHOILIEHHS C MPEICTaBUTEISIMU
CMMU. KypHanucTsl 60j1€e CKJIOHHBI YUTATh COOOLIEHUS OT 3HAKOMOT'O U ITPOBEPEHHOT0 UCTOYHUKA,
SBJISIOLIETOCS IIPU TOM CBEXHUM, CBOEBPEMEHHBIM U OTBEYAIOIIMM UX UHTEPECAM.

CrienanmcTbl 1o CBA3SIM € OOIIECTBEHHOCTBIO CO3Aal0T NOAOOPKH MaTepHalOB JUIs IPECCH U
CUMTaloTCA HKcmepraMu 1o otHomeHusM co CMMU. Mx wacto mpocsaT o0y4uuTh pPaOOTHHUKOB
npeanpusTis 3¢p¢ekTUBHO B3auMoeiictBoBaTh co CMMU.

OTtznen mo cBA3SIM € OOLIECTBEHHOCTHIO OTBEYAET 33 OPTraHM3ALMI0 U IPOBEJEHUE Ipecc
KOH(pepeHIUH.

CrienuanucTbl MO CBSI3SIM C OOLIECTBEHHOCTHIO PabOTalOT B KPU3UCHBIX cUTyauusx. OHH
CO3/IaI0T AaHTUKPHU3UCHBIN IJ1aH, KOTOPBIA TpeOyeT 0pUIMAIbHOTO MPEACTaBUTENS.

Tema. YnpaBiieHHe KpU3UCOM.

1. IlepeBennTe Ha PyCCKUIL SI3BIK.

Crisis management; public relations professional; crisis management plan; outside PR
consultant; businesses practices; media attention; PR staff member; crisis communications.

2. IlepeBenuTe HA AHTTMHUCKUH A3BIK.

[IpeononeTs KpHU3UC;, cO3/aTh IUIaH; OBICTPO pearupoBaTh; HaHOCAILIas yuiepd HCTOpUS;
CTUXUIHOE OelICTBHE; ueloBeyecKass OMMOKa; MPOCTYIOK PYKOBOJCTBA; IOPUIUUYECKHI TPOOIEMBI;
YecTHas CaMOOLIEHKAa, BHEIIHMM  KOHCYJIbTAHT; paclo3HaTh COMHUTEIBHYIO  IIPAKTHKY;
nepeoprueHTupoBaTh BHUManne CMMU; ocmabuth BO3MOXXKHOE O€ICTBHE, YMEHBIIUTH OMACHOCTH;
UMETh TPEACTABUTENS; HCIOJHUTENIBHBI IUPEKTOp; IUTATHBIM COTPYIHUK; YMETb IPHUHOCHUTH
W3BUHEHUS, BOCCTAaHOBJIEHHUE HCIIOPUYEHHOW pemyTanuu; 3asBlIEHUE Ha >KECTKOM HOPHUINYECKOM
A3BIKE.

3. CooTHecUTE TEPMUHBI C OTIPEACTCHUSIMHU.



. [llegal or dishonest behavior.

. The state or condition of being wrong.

. A sudden or a natural catastrophe that causes great damage.

. Evolution of oneself or one’s actions, attitudes, or performance.

. Physical harm that impairs the value, usefulness, or normal function of something.
. The formal and technical language of legal documents.

. Time difficulty, danger or anxiety about the future.

. A person who makes statements on behalf of a group or another individual.

. Statement of regret for doing wrong, being impolite, hurting somebody’s feelings.

0. The general opinion about the character, qualities, etc of somebody or something.

— O 0 1N DN KW~

Legalese, damage, self-assessment, disaster, error, wrongdoing, crisis, spokesman, apology,
reputation.

4. IlepeBenuTe HA AHTJIMHUCKUHN SA3BIK.

CrienanicThl O CBS3SM C OOIIECTBEHHOCTBIO TAKXKe YIPABISIOT KpusucamMu. OHH CO3/1aI0T
AQHTUKPU3UCHBIA IUIaH JUIsl OBICTPOM NPOQPHUIAKTUYECKON peakIUu B CIydasx BO3HUKHOBEHHUS
MOTEHIMAIBHO YrpoXKaromen curtyauuu. [loTeHIuanbHblii KPU3UCHBIA CUTYAallMM MOKHO Pa3leiuTh
Ha YEThIpEe OCHOBHBIC KATETOPHUM: CTUXHUITHBIC OEICTBUS; TEXHUYECKHI MPOOIEMBI; YeIOBEUECKUIT
(dakTop M MPOCTYNOK UM FOPUIUUYECKUM MTPOOIEMbl PYKOBOJCTBA. XOPOIIMI aHTUKPU3UCHBIN IUIaH
TpeOyeT decTHOH CcaMOOIeHKH opranuzanuud. HMHorma TtpeOyeTcss MPUTIacUTh BHEIIHETO
KOHCYJIbTaHTa JIJIsl aHAJIM3a OpraHU3aliyd Ha BO3MOXKHBIE KPU3UCHL. DTHUM JIIOSM JIeTYe pacro3HaTh
y3kue Mecta B pabore ¢upmbl. OHEU MOryT mnepeHanpaBuTh BHUMaHue CMU, yToOBl OCIIaOUTH
yiepo.

Jlis opraHu3anuu BaXHO UMETh O(UIIMAIBLHOTO MPEACTABUTENS, SBIAIONIICIOCS JHIIOM U
TOJOCOM OpraHHW3allMd BO BpEeMsI KpPH3UCA. DTO MOXKET OBITh HCIOJHUTENIBHBIA JUPEKTOP WU
NPEe3UJACHT OpraHu3alli WM IITaTHBIA coTpyaHuK otaena CO, crnenualu3upyroluics o
KPU3UCHOMY YIPAaBICHHIO. DTOT YeNOBEK JOJDKEH YMETh NPUHOCUTHh H3BHMHEHHA. VIckpeHHee
U3BHHEHHE MOXKET BOCCTAHOBUTH MOJNOPYCHHYIO pEMyTallhi0, a JKECTKOE 3asBIIEHUE Ha
IOPHINIECKOM S3BIKE MOXKET YXY/IIINUTh CUTYaIHIO.

Tema. CBsi3u ¢ 001IECTBEHHOCTHIO U ITpecca.

1. IlepeBennte Ha PyCCKUM SA3BIK.

Exist, existence, existent, existing, maintain, maintenance, relate, relation, relationship,
relative, report, reporter, reportage, trust, trustee, trustful, trustee, trust worthy, trusty, save, saver,
saving, savior, feel, feeler, feeling, feelingly.

2. IlepeBenute HA aHTITMICKUN S3BIK.

[lonnepxuBaTh  OTHOIIEHMS; OOpamaTh BHUMaHHE, 3a0pachiBaTh  COOOLICHUSIMU;
NPOBEPEHHBI HCTOYHMK, 3aBOEBATh JIOBEpHE; MpPETHA3HAUYEHHBIA Ui Ta3eTHBIX CEHCAIWi;
peanbHBIi pacckas3; Hanbolee BaKHbIE MOMEHTHI; BOCXBAJISTh IOCTOMHCTBA; JOCTOMHBINA OCBEIICHUS
B TI€YaTH; PaJo WM Telenepeaaya; SJKOHOMUTh [IEHHOE BPEMsi; BEIICKMBATh MCTOYHUKHU; COOMPATh
dakThl; HcKaxkaTh (GaAKThl; MyONUIIMCTHYECKAas CTaThsl; NPENCTaBUTh s IyOJUKAIWH,
uH(popMHUpYIOLIas peKIama.

3. CooTHECHUTE TEPMUHBI C ONIPEIETICHUSMH.

1. An important topic or problem for debate or discussion.

2. Special skill or knowledge that is acquired by training, study, or practice.

3. Each of several items in a list, typically a summary of the arguments in a presentation.

4. Thinking or doing what is right and avoiding what is wrong.

5. Something that you can choose or do in preference to one or more alternatives.

6. A newspaper page opposite the editorial page, devoted to personal comment.

7. An advertisement in mass media giving information about a product in the study of an
objective journalist article.

8. An event, fact, or person that is considered to be interesting enough to be reported in mass
media.




Advertorial, newsworthy, Op-Ed, option, virtue, bullet point, expertise, issue.

4. TlepeBenute Ha aHTTMUCKUN S3BIK.

Cnemunammuctel o CO He MoryT paborath 0e3 mpecchl. OHH TPOBOAAT OONBIIYIO YacCTh
BpPEMEHH, MOJJIEPKUBasi M pa3BuBasg OTHOIIeHUs ¢ npeacraButenssMu CMU. Xypuamuctsl Gonee
JIOBEPSIFOT MaTephajlaM W3 IPOBEPEHHBIX HMCTOYHHMKOB. I[Ipecc-penu3bl JIOJDKHBI YUTATHCS Kak
peanbHBIE paccKasbl, a HE Kak CTaTbd, BOCIHEBAIOIIME KJIWEHTa. B HHUX JOKHO OBITH HEYTO
nocTtorHoe ocBelenrne B CMU.

Xopomo HamuCaHHBI MaTepuag MOXKET cOepeub [paroleHHOe BpeMs >KypHAIHCTa,
yXOJIsilIee Ha TIOUCK MCTOYHHKOB M cO0p (akToB. Ecim ra3era uckaxkaer GakThl, TO CHEIHAATHUCT IO
CO nuuier cTaThlo C BBIPAKEHUEM JIMYHOM TOYKU 3PEHMS aBTOpA U MyOJIMKYeT ee. AJIbTepHAaTUBOM
ATOMY MOXKET CTaTh HH(OPMHUPYIOIIAS peKIaMa.

Tema. Kapbeps! B 06mactu Cs3eii ¢ 001IECTBEHHOCTHIO.

OTBeThTE HA BOMPOCHI.

. How can public relations be defined?

. What is an alternative to public relations?

. What can public communications supplement?

. What can PR improve?

. What do PR focus on?

. Why do large companies operate PR departments?
. What do smaller companies deal with?

. What do companies try to build?

. What do general public demand?

10. What do companies show today?

11. Where does a PR department play a critical role?
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YCTHBIN OITPOC

OTBeThTE HA BOMPOCHI.

Tema. Uro nenatot cienuanuctsl B oosactu CBsi3ei ¢ 00IeCcTBEHHOCThIO?
. What is the main task of PR professional?

. How can free publicity be obtained?

. What kind of press releases do PR professionals craft?

. What kind of press releases are journalist likely to read?

. What is another job of public relations?

. What is contained in a press kit?

. Who is regarded as media relations experts?

. What else do PR professionals do?

9. What is the PR department responsible for?

10. Who manages crises and how?

Tewma. YnpaBiieHHe KPU3UCOM.

. What is one of the important tasks of PR professionals?

. How do PR professionals manage crises?

. What are the main kinds of PR crises?

. What is required for a good crisis management plan?

. How can an outside PR consultant help?

. Why should an organization have a spokesman?

. Who can become an official spokesman?

. What skill is necessary for a spokesman?

Tewma. CBsi3u ¢ 001IECTBEHHOCTHIO U TIPECCa.

1. How do PR professionals spend most of their day?

2. What press releases are reporters likely to pay attention to?
3. How can a PR person win the trust of mass media?

4. Do journalists need PR contacts and releases?

5. What other weapons are there in the arsenal of a PR professional?
6. What is an Op-Ed article?
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7. What is an advertorial?

Tema. Kapbeps! B 06mactu CBs3eil ¢ 001IeCTBEHHOCTHIO.
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. How can public relations be defined?

. What is an alternative to public relations?

. What can public communications supplement?

. What can PR improve?

. What do PR focus on?

. Why do large companies operate PR departments?
. What do smaller companies deal with?

. What do companies try to build?

. What do general public demand?

10. What do companies show today?
11. Where does a PR department play a critical role?

Oo01ee pacnpenesieHue 0aJ1JI0B TEKYIEr0 KOHTPOJIA 10 BUAAM Y4eOHbIX PadoT /Jisl CTY/IeHTOB

Peittunr-kontpois 1

TecTtupoBanue, yCTHBIN ONPOC

o 15/15/10

PeliTuHr-KOHTpOIH 2

TecTupoBanue, yCTHBIN OIIPOC

1o 15/15/10

Peittunr-xkontpois 3

TecTtupoBanue, yCTHBIN ONPOC

1o 50/50/20

Tlocemnienue 3auaTuit

o 5
CTYJIECHTOM
JlonoJTHUTEIbHBIC OaJlIbI

o 5
(OoHyCBI)
BrlinorHeHNE cemMecTpoBOro
IUIaHa CaMOCTOSATEIBHOMN mo 10

paboThI

2. HpOMe)KyTO‘IHaﬂ arrecranmsd 1o IuCuauIlJinue
IlepeyeHb BONPOCOB K IK3aMeHY / 3a4eTy / 3a4eTy ¢ OLeHKOM.
Ilepeyenn npakTHYecKUX 32124 / 3aJaHUH K IK3aMeHY / 3a4eTy / 3a4eTy ¢ OeHKOMH (nmpu

5 CEMECTP (3AYET)

YK-4

BJIOK 1. 3HATbD.
TECTUPOBAHUNE
BAPHUAHT 1

HAJIUYHH)

Br16epute npaBUIbHBINA OTBET.
1)The name given to a product by a company so that the product can be recognized...

1. brand name
2. definition
3. title

4. image

2) Telling people publicly about a product or service in order to persuade them to buy it...

1. advertising
2. marketing
3. identifying
4. satisfying

3) A notice or announcement in a public medium promoting a product or service...

1. advertisement
2. management
3. development
4. statement




4) A name or trademark connected with a product or producer...

1. brand

2. slogan

3. logo

4. image

5) A number of events intended to advertise or advance some goods...
1. promotional campaign

2. management

3. development

4. presentation

6) The process of creating a brand image that engages the hearts and minds of customers...
1. branding

2. promoting

3. marketing

4. advertising

7) A form of competitive advertising on which two or more brands are compared. ..
1. comparative advertising

2. consumer advertising

3. national advertising

4. informational advertising

8) A planed series of advertisements...

1. advertising campaign

2. sponsorship

3. presentation

4. promotion

9) A market in which a company is trying...

1. target market

2. foreign market

3. home market

4. free market

10) A short phrase that is easy to remember used in advertisement...
1. slogan

2. brand

3. logo

4. image

CooTHecHuTe TEPMHHEI C OTIPEICIICHUSMH.

1.

1. A representation of the external form of a person or thing.

2. Advertising sent to prospective customers through the mail.

3. An instance of buying or selling something, a business deal.

4. A notice or announcement in a public medium promoting a product or service.
5. A person who makes a purchase.

direct mail, transaction, image, advertisement, buyer

. A system in which people or objects are ranked according to relative status.
. The state of being exposed to contact with something.

. The regarding of someone or something as interesting or important.

. The ability to understand something.

. The action of consenting to receive or undertake something offered.

. The continued possession, use, or control of something.

. The main means of mass communication.

. The quality of being different, new and unusual.

. A settled way of thinking or feeling about something



10. The action of buying something.
11. The way in which one acts or conducts oneself.

hierarchy, exposure, attention, comprehension, media, acceptance, retention, novelty, attitude,

purchase, behavior.

an editi

style.

3.

. A verbal, written or recorded communication sent to a recipient.

. A plan of action or policy designed to achieve something.

. A type of product manufactured by a particular company under a particular name.

. A famous person, especially in entertainment or sport.

. A statement or action which shows that you support or approve of something or someone.

. A powerful effect that something, especially something new, has on a situation or person.

. A person who purchases goods or services for personal use.

8. A newspaper or magazine advertisement giving information about a product in the style of
onal or objective journalistic article.

9. An advertising film which promotes a product in an informative and supposedly objective
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10. A person or company that pays for a product, event or job to advertised.

Infomercial, advertorial, celebrity, consumer, impact, message, strategy, advertiser, brand,

endorsement.

dates...

underst

BAPUAHT 2

BriOepute npaBWIbHBINM OTBET.

1) A symbol or other small design adopted by an organization to identify its product...
1. logo

2. brand

3. slogan

4. image

2) A person who buys goods or services from a shop or business...

1. customer

2. advertiser

3. producer

4. manager

3) A person or a company that pays for a product to be advertised...

1. advertiser

2. customer

3. investor

4. buyer

4) A period of PR activity involving several events and techniques with definite start and end

1. PR campaign

2. advertising campaign

3. presentation

4. promotion

5) A planned and sustained effort to establish and maintain goodwill and mutual
anding between an organization and its target public...

1. public relations

2. publicity

3. promotion

4. sponsorship

6) The group of people at which advertisements are aimed. ..
1. advertising target

2. advertising budget

3. advertising strategy



4. advertising campaign

7) The financial or material support of an event, activity, person, organization or donor...

1. sponsorship

2. advertising

3. publicity

4. promotion

8) An organization’s target audience: customers, employees, shareholders, suppliers and
society in general...

1. target public

2. consumers

3. suppliers

4. society

9) A verbal, written or recorded communication sent to a recipient...

1. message

2. letter

3. telegram

4. presentation

10) Someone who is famous, especially in areas of entertainment such as films, music,
writing or sport...

1. celebrity

2. advertiser

3. customer

4. sponsor

CooTHecUTEe TEPMUHBI C ONIPEACTICHUSMHU.

1.

1. A way of dealing with a situation or problem.

2. The power or ability to do something.

3. A favorable or desirable feature.

4. An area in which commercial dealings are conducted.

5. A television or radio advertisement

the action of selling something.

7. A verbal, written, or recorded communication sent to or left for a recipient.

8. A thing or things belonging to someone.

9. A large outdoor board for displaying advertisement.

billboard, property, message, sale, commercial, market, advantage, capability, approach.

2.

1. A preliminary test or trial.

2. Someone whose job involves marketing.

3. A group of people assembled to participate in a discussion about a product before it os
launched.

4. A person who purchases goods and services for personal use.

5. The exchange of a commodity for money.

6. A gift or payment to a common fund or collection.

7. A verbal, written, or recorded communication sent to ir left for a recipient who cannot be
contracted directly.

8. A person who replies to something such as a survey or set of questions.

respondent, message, contribution, sale, consumer, focus group, marketer, pretesting
3.

1. An important topic or problem for debate or discussion.

2. An advantage or profit gained from something.

3. The fact of being who or what a person or thing is.

4. Money received on a regular basis, for work or investments.



5. The action of buying and selling goods and services.

6. An idea, feeling, or opinion about something or someone.

7. A conclusion or resolution reached after consideration.

8. The state or condition of being free from observed or disturber by other people.

9. A person who purchases goods and services for personal use.

10. A type of product manufactured by a particular company under a particular name.

brand, consumer, privacy, decision, impression, trade, income, identity, benefit, issue.

BAPUAHT 3

Br16epuTe npaBUIbHBIA OTBET.

1) A newspaper or magazine advertisement about a product in the style of an objective
journalistic article...

1. advertorial

2. message

3. information

4. promotion

2) An advertising film which promotes a product in an informative and objective style...

1. infomercial

2. documentary

3. PR campaign

4. talk show

3) A television or radio advertisement...

1. commercial

2. message

3. advertorial

4. publicity

4) A large outdoors board for displaying advertisements...

1. billboard

2. wall painting

3. sales message

4. poster

5) The action of buying something...

1. purchase

2. sale

3. selection

4. promotion

6) Attention given to someone or something by the media...

1. publicity

2.advertising

3. promotion

4. announcement

7) The exchange of a commodity for money; the action of selling something...

1. sale

2. purchase

3. advertising

4. promotion

8) A plan of action or policy designed to achieve something...

1. strategy

2. campaign

3. promotion

4. management

9) Someone who writes the words for advertisement...

1. copywriter

2. advertiser



3. promotion

4. sponsor

10) Advertising that is aimed at consumers through the entire country...

1. national advertising

2. local advertising

3. institutional advertising

4. cooperative advertising

CooTHecuTe TEPMHHBI C ONIPEICIICHUSIMH.

1.

1. The professional maintenance of a favorable public image by a company or other
organization or a famous person.

2. A group of people living together in one place.

3. Information or actions that are intended to attract the public’s attention to someone or
something.

4. An official statement issued to newspapers giving information on a particular matter.

5. An organization’s involvement with or activity in the community, especially in the context
of social welfare.

6. A person who freely offers to take part in an enterprise or undertake a task.

7. Someone who is employed by a business at a senior level.

Executive, volunteer, outreach, press release, publicity, community, public relations.

2.

1. Information or action that are intended to attract the public’s attention to someone or
something.

2. A place, person, or thing from which something comes or can be obtained.

3. A package of promotional material provided to members of the press to brief them about a
product, service or candidate.

4. A person who is paid to work for an organization or for another person.

5. A time of intense difficulty or danger.

6. A person who makes statements on behalf of a group or another individual.

spokesman, crisis, employee, press kit, source, publicity.

3.
1. Illegal or dishonest behavior.

2. The state or condition of being wrong.

3. A sudden or a natural catastrophe that causes great damage.

4. Evolution of oneself or one’s actions, attitudes, or performance.

5. Physical harm that impairs the value, usefulness, or normal function of something.
6. The formal and technical language of legal documents.

7. Time difficulty, danger or anxiety about the future.

8. A person who makes statements on behalf of a group or another individual.

9. Statement of regret for doing wrong, being impolite, hurting somebody’s feelings.

10. The general opinion about the character, qualities, etc of somebody or something.

Legalese, damage, self-assessment, disaster, error, wrongdoing, crisis, spokesman, apology,
reputation.

YCTHBIN OITPOC

OTBeThTE HAa BOIPOCHL.

Tema. Knaccudukanus pexiamsl.

1. How can advertising be classified?

2. What types of advertising are discussed here?

3. What is corporate image advertising directed toward?

4. What does corporate image advertising promote?



5. Whom is public service advertising donated by?

6. What is direct-response advertising intended for?

7. What do direct-response ads request?

8. What is the purpose of business-to-business advertising?

9. What does cooperative advertising entail?

Tema. Uepapxust BO3ICUCTBUM.

. How is advertising’s influence on consumers explained?

. What are these effects?

. How does a marketer achieve message exposure?

. What is the purpose of the next step?

. What do primary attention-getting properties of an ad include?
. What helps grab attention?

7. What does message comprehension mean?

8.Why must message acceptance occur?

9. When does message retention occur?

Tema. Pa3paboTka pexiaMHON KaMITaHUH.

. What does an ad campaign require?

. What must a firm determine?

. What should advertising objectives be like?

. What does setting objectives allow?

. What does the size of the advertising budget depend on?

. Why do companies spend much on advertising?

. What may a growing industry warrant?

. What does creative strategy combine?

9. What does the advertiser specify?

10. What is the theme of the message?

11. What happens when competition for audience attention increases?
Tewma. CtpaTeruu cooOIIEHUS ¢ SMOIIMOHAIBHBIMA MOTHBAMH.
. What do message strategies with emotional appeals evoke?
. What commercials associate warm feelings with their brands?
. What do marketers of insurance use?

. What do deodorant ads play on?

. What are the elements of creative message strategy?

. Who can enhance the persuasive impact of a message?

. What can increase consumer’s attention?

. What must the message reflect?

9. What is the advertorial?

10. What do advertorials offer?

11. What is the infomercial?

Tema. Knaccel cpencTB pekiiamsl.

. What are the classes of advertising media?

. What does the effectiveness of each approach depend on?

. Where can mass media can be useful?

. What are the advantages and disadvantages of using TV for advertising?
. What are the advantages of advertising in magazines?

. When can newspaper advertising be used?

. What kind of advertising can be cost for advertising?

. What does outdoor advertising consists of?

9. What is transit advertising like?

10. What opportunities are offered by direct mail?
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BAPUAHT 1

[TonGepute COOTBETCTBYIOIIM 3ar0JI0BOK K TEKCTY.

1) Advertising is not easily defined. It means a paid form of non-personal communication
that is transmitted through mass media such as television, radio, newspapers, magazines, direct mail,
public transport vehicles, outdoor displays and now also the Internet. Advertising creates an
awareness about old and new products and services.

1. advertising

2. mass media

3. communication

4. public transport

2) Advertising is an important factor in accelerating the distribution of products. Three main
objectives of advertising are: 1) to produce knowledge about the product or service; 2) to create
preference for it; and 3) to stimulate thought and action about it. Advertising promotes the sale of a
product or service.

1. objectives of advertising

2. types of advertising

3. distribution of products

4. sale of products

3) Advertising belongs to the modern industrial world. Evidence of advertising can be found
in cultures that existed thousands of years ago, but advertising became a major industry in the 20th
century. Today the industry employs hundreds of thousands of people and influences the behavior
and buying habits of billons of people.

1. advertising in the modern world

2. advertising in the past

3. modern industries

4. history of advertising

4) Advertising can be divided into two broad categories - consumer advertising and trade
advertising. Consumer advertising is directed at the public. Trade advertising is directed at
wholesalers or distributors who resell to the public. Consumer advertising can be divided into
national advertising and local advertising.

1. types of advertising

2. consumer advertising

3. local advertising

4. trade advertising

BAPUAHT 2

[TogOepuTe COOTBETCTBYIOITUH 3ar0JIOBOK K TEKCTY.

1) Advertisements introduce people to new products or remind them of the existing ones.
Their first function is to inform. The second function is to sell. Thirdly, since the majority of
advertisements are printed in our press we pay less for newspapers and magazines, also TV in most
countries in cheap.

1. functions of advertises

2. types of advertising

3. history of advertising

4. advertising media

2) Advertising offers a wide range of interesting different jobs and career paths. Careers in
advertising may involve working for advertisers, media, advertising agencies, or suppliers and special
services. Advertising draws people from a variety educational backgrounds. Opportunities for
advancement are greater in advertising than in other industries.

1. careers in advertising

2. advertising education

3. advertising vehicles

4. types of advertising

3) To reach the consumer, advertisers employ a wide variety of media. Mass media is a term
embracing television, radio, motion pictures, and large-circulation newspapers and magazines. The



mass media often functions as the locus of social control and the source of popular culture. The
media is largely financed by advertising.

1. mass media

2. advertising

3. functions of advertising

4. source of culture

4) Outdoors advertising is an effective way to reach a highly mobile audience that spends a lot
of time on the road. Outdoor advertising serves as a reminder medium and one that can trigger an
impulse buy. One of the forms of outdoor advertising as hoarding. The messages on outdoor boards
have to be very brief.

1. outdoor advertising

2. advertising audience

3. forms of advertising

4. hoarding

BAPUAHT 3

[TogbepuTe COOTBETCTBYIOLIUHM 3ar0JIOBOK K TEKCTY.

1) Advertising is subject to both government regulation and industry self-regulation to prevent
deceptive advertising or to limit the visibility of advertising. Federal, state, and city governments
have all passed legislation restricting advertising.

1. advertising regulation

2. advertising types

3. government regulation

4. self-regulation

2) Publicity has a number of uses. It can make people aware of a company’s products, brands
or activities; help a company maintain a certain level of positive public visibility; and enhance a
particular image, such as innovativeness or progressiveness. Companies also try to overcome
negative images through publicity.

1. uses of publicity

2. types of publicity

3. public visibility

4. negative image

3) There are types of publicity mechanisms/ the most common is the press release which is
usually a single page containing fewer than 300 words. A feature article is a longer manuscript. A
press conference is a meeting called to announce a major news event. Third party endorsement is a
recommendation from a respected personality.

1. kinds of publicity

2. press conference

3. press release

4. public relations

4) Publicity is communication in news story form about an organization, its products or both
that is transmitted through a mass medium at no charge. It can be presented through a variety of
vehicles. Publicity is sometimes viewed as part of public relations. It is the result of various public
relations efforts.

1. publicity

2. public relations

3. communication

4. mass media

YCTHBIN OITPOC

OTBeThTE HAa BOIPOCHL.

Tewma. Onenka 3 PeKTUBHOCTH PEKIIAMEI.

1. What is included in the evaluation of advertising?

2. How is pretesting ads done?

3. What do marketers do?

4. How do marketers use protesting?



5. How do respondents questioned in unaided recall tests?

6. What is done in aided recall tests?

7. What are the most strangest tests?

8. What do these tests assess?

9. Why are sales effectiveness evaluations difficult?

10. What are evaluations of advertising effectiveness based on?
Tema. DTHUECKHE U IOPUIUIECKUE TPOOIEMBI PEKIIAMBI.

1. What does advertising provide?

. What do benefit for buyers include?

. What does advertising do for advertisers?

. What does advertising do for society?

. What do some critics say?

. Is it easy to manipulate people into buying?

. How can buyers exercise control over the marketplace?

. What advertising messages are prohibited by the Federal Trade Commission?
. What is required in some sentences?

10. What does the youth market offer?

11. What do advertisers know?

12. What are many people irritated by?

Tema. Uro Takoe CBsi3u ¢ 001IECTBEHHOCTHIO?

1. What is the task of public relations?

. What is a public in terms of PR?

. Whom can these publics include?

. What is necessary for public relations success?

. What must a PR professional know?

. What is the chief duty of a PR professional?

. Who can be a public face of a client?

. What can the PR professional organize?

9. What can the PR representative cultivate?

10. What is the task of the PR executive?

7 CEMECTP (DK3AMEH)

YK-4

BJIOK 1. BHATD.

TECTUPOBAHUE

BriOepure npaBuIIbHBINA OTBET.

1)The name given to a product by a company so that the product can be recognized...
1. brand name

2. definition

3. title

4. image

2) Telling people publicly about a product or service in order to persuade them to buy it...
1. advertising

2. marketing

3. identifying

4. satisfying

3) A notice or announcement in a public medium promoting a product or service...
1. advertisement

2. management

3. development

4. statement

4) A name or trademark connected with a product or producer...
1. brand

2. slogan

3. logo
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4. image

5) A number of events intended to advertise or advance some goods...

1. promotional campaign

2. management

3. development

4. presentation

6) The process of creating a brand image that engages the hearts and minds of customers...

1. branding

2. promoting

3. marketing

4. advertising

7) A form of competitive advertising on which two or more brands are compared. ..

1. comparative advertising

2. consumer advertising

3. national advertising

4. informational advertising

8) A planed series of advertisements...

1. advertising campaign

2. sponsorship

3. presentation

4. promotion

9) A market in which a company is trying...

1. target market

2. foreign market

3. home market

4. free market

10) A short phrase that is easy to remember used in advertisement...

1. slogan

2. brand

3. logo

4. image

11) A symbol or other small design adopted by an organization to identify its product...

1. logo

2. brand

3. slogan

4. image

12) A person who buys goods or services from a shop or business...

1. customer

2. advertiser

3. producer

4. manager

13) A person or a company that pays for a product to be advertised...

1. advertiser

2. customer

3. investor

4. buyer

14) A period of PR activity involving several events and techniques with definite start and
end dates. ..

1. PR campaign

2. advertising campaign

3. presentation

4. promotion

15) A planned and sustained effort to establish and maintain goodwill and mutual
understanding between an organization and its target public...



1. public relations

2. publicity

3. promotion

4. sponsorship

16) The group of people at which advertisements are aimed...

1. advertising target

2. advertising budget

3. advertising strategy

4. advertising campaign

17) The financial or material support of an event, activity, person, organization or donor...

1. sponsorship

2. advertising

3. publicity

4. promotion

18) An organization’s target audience: customers, employees, shareholders, suppliers and
society in general...

1. target public

2. consumers

3. suppliers

4. society

19) A verbal, written or recorded communication sent to a recipient...

1. message

2. letter

3. telegram

4. presentation

20) Someone who is famous, especially in areas of entertainment such as films, music,
writing or sport...

1. celebrity

2. advertiser

3. customer

4. sponsor

21) A newspaper or magazine advertisement about a product in the style of an objective
journalistic article...

1. advertorial

2. message

3. information

4. promotion

22) An advertising film which promotes a product in an informative and objective style...

1. infomercial

2. documentary

3. PR campaign

4. talk show

23) A television or radio advertisement...

1. commercial

2. message

3. advertorial

4. publicity

24) A large outdoors board for displaying advertisements...

1. billboard

2. wall painting

3. sales message

4. poster

25) The action of buying something...

1. purchase



2. sale

3. selection

4. promotion

26) Attention given to someone or something by the media...

1. publicity

2.advertising

3. promotion

4. announcement

27) The exchange of a commodity for money; the action of selling something...

1. sale

2. purchase

3. advertising

4. promotion

28) A plan of action or policy designed to achieve something...

1. strategy

2. campaign

3. promotion

4. management

29) Someone who writes the words for advertisement...

1. copywriter

2. advertiser

3. promotion

4. sponsor

30) Advertising that is aimed at consumers through the entire country...

1. national advertising

2. local advertising

3. institutional advertising

4. cooperative advertising

31) Advertising that is aimed at informing people in a particular area where they can purchase
a product or service...

1. local advertising

2. national advertising

3. institutional advertising

4. cooperative advertising

32) This type of advertising is designed to create a favorable impression of a business or
institution...

1. institutional advertising

2. informational advertising

3. consumer advertising

4. national advertising

33) An attempt to reach a particular target market by designing a series of advertisements. ..

1. advertising campaign

2. branding

3. presentation

4. promotion

34) An official statement issued to newspapers give information on a particular matter...

1. press release

2. press conference

3. interview

4. information

YK-4
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1.

1. A representation of the external form of a person or thing.

2. Advertising sent to prospective customers through the mail.

3. An instance of buying or selling something, a business deal.

4. A notice or announcement in a public medium promoting a product or service.
5. A person who makes a purchase.

direct mail, transaction, image, advertisement, buyer

. A system in which people or objects are ranked according to relative status.
. The state of being exposed to contact with something.

. The regarding of someone or something as interesting or important.
. The ability to understand something.

. The action of consenting to receive or undertake something offered.
. The continued possession, use, or control of something.

. The main means of mass communication.

. The quality of being different, new and unusual.

. A settled way of thinking or feeling about something

10. The action of buying something.

11. The way in which one acts or conducts oneself.

hierarchy, exposure, attention, comprehension, media, acceptance, retention, novelty, attitude,
purchase, behavior.
3.
. A verbal, written or recorded communication sent to a recipient.
. A plan of action or policy designed to achieve something.
. A type of product manufactured by a particular company under a particular name.
. A famous person, especially in entertainment or sport.
. A statement or action which shows that you support or approve of something or someone.
. A powerful effect that something, especially something new, has on a situation or person.
. A person who purchases goods or services for personal use.
. A newspaper or magazine advertisement giving information about a product in the style of
an editional or objective journalistic article.
9. An advertising film which promotes a product in an informative and supposedly objective

01N DN KW

style.
10. A person or company that pays for a product, event or job to advertised.

Infomercial, advertorial, celebrity, consumer, impact, message, strategy, advertiser, brand,
endorsement.

4,

1. A way of dealing with a situation or problem.

2. The power or ability to do something.

3. A favorable or desirable feature.

4. An area in which commercial dealings are conducted.

5. A television or radio advertisement

the action of selling something.

7. A verbal, written, or recorded communication sent to or left for a recipient.

8. A thing or things belonging to someone.

9. A large outdoor board for displaying advertisement.

billboard, property, message, sale, commercial, market, advantage, capability, approach.
5.

1. A preliminary test or trial.

2. Someone whose job involves marketing.



3. A group of people assembled to participate in a discussion about a product before it os
launched.

4. A person who purchases goods and services for personal use.

5. The exchange of a commodity for money.

6. A gift or payment to a common fund or collection.

7. A verbal, written, or recorded communication sent to ir left for a recipient who cannot be
contracted directly.

8. A person who replies to something such as a survey or set of questions.

respondent, message, contribution, sale, consumer, focus group, marketer, pretesting

. An important topic or problem for debate or discussion.

. An advantage or profit gained from something.

. The fact of being who or what a person or thing is.

. Money received on a regular basis, for work or investments.

. The action of buying and selling goods and services.

. An idea, feeling, or opinion about something or someone.

. A conclusion or resolution reached after consideration.

. The state or condition of being free from observed or disturber by other people.

9. A person who purchases goods and services for personal use.

10. A type of product manufactured by a particular company under a particular name.

© LA W~

brand, consumer, privacy, decision, impression, trade, income, identity, benefit, issue.

7.

1. The professional maintenance of a favorable public image by a company or other
organization or a famous person.

2. A group of people living together in one place.

3. Information or actions that are intended to attract the public’s attention to someone or
something.

4. An official statement issued to newspapers giving information on a particular matter.

5. An organization’s involvement with or activity in the community, especially in the context
of social welfare.

6. A person who freely offers to take part in an enterprise or undertake a task.

7. Someone who is employed by a business at a senior level.

Executive, volunteer, outreach, press release, publicity, community, public relations.

8.

1. Information or action that are intended to attract the public’s attention to someone or
something.

2. A place, person, or thing from which something comes or can be obtained.

3. A package of promotional material provided to members of the press to brief them about a
product, service or candidate.

4. A person who is paid to work for an organization or for another person.

5. A time of intense difficulty or danger.

6. A person who makes statements on behalf of a group or another individual.

spokesman, crisis, employee, press kit, source, publicity.

9.
1. Illegal or dishonest behavior.

2. The state or condition of being wrong.

3. A sudden or a natural catastrophe that causes great damage.

4. Evolution of oneself or one’s actions, attitudes, or performance.

5. Physical harm that impairs the value, usefulness, or normal function of something.
6. The formal and technical language of legal documents.



7. Time difficulty, danger or anxiety about the future.

8. A person who makes statements on behalf of a group or another individual.

9. Statement of regret for doing wrong, being impolite, hurting somebody’s feelings.
10. The general opinion about the character, qualities, etc of somebody or something.

Legalese, damage, self-assessment, disaster, error, wrongdoing, crisis, spokesman, apology,
reputation.

10.

1. An important topic or problem for debate or discussion.

2. Special skill or knowledge that is acquired by training, study, or practice.

3. Each of several items in a list, typically a summary of the arguments in a presentation.

4. Thinking or doing what is right and avoiding what is wrong.

5. Something that you can choose or do in preference to one or more alternatives.

6. A newspaper page opposite the editorial page, devoted to personal comment.

7. An advertisement in mass media giving information about a product in the study of an
objective journalist article.

8. An event, fact, or person that is considered to be interesting enough to be reported in mass
media.

Advertorial, newsworthy, Op-Ed, option, virtue, bullet point, expertise, issue.

YK-4

BJIOK 2. YMETb.

TECTUPOBAHUE

[TonGepute COOTBETCTBYOIINI 3aroJIOBOK K TEKCTY.

1) Advertising is not easily defined. It means a paid form of non-personal communication
that is transmitted through mass media such as television, radio, newspapers, magazines, direct mail,
public transport vehicles, outdoor displays and now also the Internet. Advertising creates an
awareness about old and new products and services.

1. advertising

2. mass media

3. communication

4. public transport

2) Advertising is an important factor in accelerating the distribution of products. Three main
objectives of advertising are: 1) to produce knowledge about the product or service; 2) to create
preference for it; and 3) to stimulate thought and action about it. Advertising promotes the sale of a
product or service.

1. objectives of advertising

2. types of advertising

3. distribution of products

4. sale of products

3) Advertising belongs to the modern industrial world. Evidence of advertising can be found
in cultures that existed thousands of years ago, but advertising became a major industry in the 20th
century. Today the industry employs hundreds of thousands of people and influences the behavior
and buying habits of billons of people.

1. advertising in the modern world

2. advertising in the past

3. modern industries

4. history of advertising

4) Advertising can be divided into two broad categories - consumer advertising and trade
advertising. Consumer advertising is directed at the public. Trade advertising is directed at
wholesalers or distributors who resell to the public. Consumer advertising can be divided into
national advertising and local advertising.

1. types of advertising



2. consumer advertising

3. local advertising

4. trade advertising

5) Advertisements introduce people to new products or remind them of the existing ones.
Their first function is to inform. The second function is to sell. Thirdly, since the majority of
advertisements are printed in our press we pay less for newspapers and magazines, also TV in most
countries in cheap.

1. functions of advertises

2. types of advertising

3. history of advertising

4. advertising media

6) Advertising offers a wide range of interesting different jobs and career paths. Careers in
advertising may involve working for advertisers, media, advertising agencies, or suppliers and special
services. Advertising draws people from a variety educational backgrounds. Opportunities for
advancement are greater in advertising than in other industries.

1. careers in advertising

2. advertising education

3. advertising vehicles

4. types of advertising

7) To reach the consumer, advertisers employ a wide variety of media. Mass media is a term
embracing television, radio, motion pictures, and large-circulation newspapers and magazines. The
mass media often functions as the locus of social control and the source of popular culture. The
media is largely financed by advertising.

1. mass media

2. advertising

3. functions of advertising

4. source of culture

8) Outdoors advertising is an effective way to reach a highly mobile audience that spends a lot
of time on the road. Outdoor advertising serves as a reminder medium and one that can trigger an
impulse buy. One of the forms of outdoor advertising as hoarding. The messages on outdoor boards
have to be very brief.

1. outdoor advertising

2. advertising audience

3. forms of advertising

4. hoarding

9) Advertising is subject to both government regulation and industry self-regulation to prevent
deceptive advertising or to limit the visibility of advertising. Federal, state, and city governments
have all passed legislation restricting advertising.

1. advertising regulation

2. advertising types

3. government regulation

4. self-regulation

10) Publicity has a number of uses. It can make people aware of a company’s products,
brands or activities; help a company maintain a certain level of positive public visibility; and enhance
a particular image, such as innovativeness or progressiveness. Companies also try to overcome
negative images through publicity.

1. uses of publicity

2. types of publicity

3. public visibility

4. negative image

11) There are types of publicity mechanisms/ the most common is the press release which is
usually a single page containing fewer than 300 words. A feature article is a longer manuscript. A
press conference is a meeting called to announce a major news event. Third party endorsement is a
recommendation from a respected personality.



1. kinds of publicity

2. press conference

3. press release

4. public relations

12) Publicity is communication in news story form about an organization, its products or both
that is transmitted through a mass medium at no charge. It can be presented through a variety of
vehicles. Publicity is sometimes viewed as part of public relations. It is the result of various public
relations efforts.

1. publicity

2. public relations

3. communication

4. mass media

13) An advertising agency can assist a business in several ways. It supplies the client
company with the services of highly skilled specialists — not only copywriters, artists and production
coordinators but also media experts, researcher and legal advisers. Advertising agencies are the core
of the advertising industry.

1. An advertising agency

2. advertising industry

3. highly skilled specialists

4. media experts

14) In the USA, newspapers are the second most popular advertising medium after television.
They enable advertisers to reach readers of all age groups, ethnic backgrounds, and income levels.
Typically, advertising makes up about 65 percent of a newspaper content and generates about 65
percent of a newspaper’s revenue.

1. advertising in newspaper

2. newspapers and television

3. advertising and newspapers

4. types of advertising

TECTUPOBAHUE

YTEHUE

[IpounTaiiTe TEKCT U BBIMOJHUATE 3aJJaHUS, CICAYIOIINE 32 HUM.

COMMUNICATION

1. Communicating — or getting our message across — is the concern of us all in our daily lives
whatever language we happen to use. Learning to be better communicators is important to all of us in
both our private and public lives. Better communication means better understanding of ourselves and
others; less isolation from those around us and more productive, happy lives.

2. We begin at birth by interacting with those around us to keep warm, dry and fed. We learn
very soon that the success of a particular communication strategy depends on the willingness of
others to understand and on the interpretation they give to our meaning. Whereas a baby's cry will be
enough to bring a mother bringing with a clean nappy and warm milk in one instance, it may produce
no response at all in another. We learn then that meaning is never one-sided. Rather, it is negotiated,
between the persons involved.

3. As we grow up our needs grow increasingly complex, and along with them, our
communication efforts. Different words, we discover, are appropriate in different settings. The
expressions we hear in the playground or through the bedroom door may or may not be suitable at the
supper table. We may decide to use them anyway to attract attention. Most of our communication
strategies develop unconsciously, through imitation of persons we admire and would like to resemble
to some extent -and the success we experience in our interactions.

4. Formal training in the classroom affords us an opportunity to gain systematic-practice in an
even greater range of communicative activities. Group discussions, moderated by the teacher, give
young learners important practice in taking turns, getting the attention of the group, slating one's
views and perhaps disagreeing with others in a setting other than the informal family or playground
situations with which they are familiar. Classrooms also provide practice in written communications



of many kinds. Birthday cards are an early writing task for many children. Reports, essays, poems,
business letters, and job application forms are routinely included in many school curricula and
provide older learners with practical writing experience.

1. Onpenenute, SIBISIETCS JIM YTBEPKIACHHE:

Communication is an important part of people's daily activity.

1) ucTuHHBIM 2) NOXKHBIM 3) B TeKkcTe HET MHPOPMALIUU

2. OnpenenuTte, ABJISIETCA JIX YTBEPKICHUE:

There are different forms of communication activities to be practiced in classrooms.

1) B TekcTe HET HHGOPMAITH 2) NCTUHHBIM 3) JOKHBIM

3. Onpenenure, SBISICTCS JIM YTBEPKIACHUE:

It is impossible to be engaged in a communicative activity in the classroom.

1) B TekcTe HET MHPOPMALIUU 2) NCTUHHBIM 3)10XKHBIM

4. OnpenenuTte, ABJISIETCA JIU YTBEPKICHUE:

Communication means using hands, body and face expression to send messages.

1) UICTUHHBIM 2) TOKHBIM 3) B TeKCcTe HET MH(POPMALIUH

5. YkaxuTe, kakoi yactu Tekcta (1, 2, 3, 4) cooTBeTCTBYET clieayronas nHpOopMaIms:

Being good at communication implies more successful life.

13 2)4 3)1 4)2
6. YxaxuTe, kakoil yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET clieyroias nHGOpMaIIns:
)3 2)2 31 4)4

7. OTBEThTE Ha BOIIPOC
What does the success of communication strategy depend on? It depends on...

1) ... the ability to speak different languages.

2) ... the ability to understand and to interpret the meaning of partner’s words.
3) ... the ability to develop communication techniques unconsciously.

4) ... the ability to use intonation; gestures, facial expressions.

8. Ompenenure OCHOBHYIO HJICHO TEKCTa

1) Effective communication process involves both expression and negotiation.
2) A person should be equally good at all elements of communication.

3) People learn to communicate at birth.

4) Communication means getting one’s message across.

DO WE HAVE TO BE VIOLENT?

1. For centimes philosophers, psychologists and anthropologists have tried to explain why
men behave violently. Some psychologists think that violence or aggressiveness is an instinct which
we are all born with. We need violent motivation in order to survive, they say, just as animals do.
Aggressiveness is connected with courage, energy and will. Besides this positive side, aggressiveness
also has a negative side. If we cannot satisfy our needs safely, we will satisfy them in a way that hurts
others. According to this theory, society cannot get rid of aggressiveness, but it can provide safer
outlets for our violent needs.

2. Other psychologists think that aggressiveness is something which we learn as children, just
as we learn to walk and talk. The world in which we live is aggressive and violent. We learn that in
order to get what we want in this world we must be aggressive and violent. According to this theory,
if we really wanted to get rid of violence, we could. We must only learn non-violent means of
achieving our goals.

3. Another approach says that aggressiveness is always the result of frustration. Every time
we do not get what we want, that is whenever our wishes are frustrated, we become aggressive.
According to this theory, we must find outlets for our aggressiveness which do not hurt others. Since
we will probably always face some kind of frustration, we will always have to live with our need to
be violent

4. According to this theory there are two separate lands of aggressiveness with different
origins and different social consequences. One land of aggressiveness is an instinct which we are
born with; our need to defend ourselves against an attack. We share this instinct with animals.
Without it we could not survive, but we must also learn to use it properly. The second kind of
aggressiveness 1s entirety negative, because it serves no purpose and is only destructive. Some people



are dominated by then need to be violent. This form of aggressiveness is not an instinct but is
probably the result of a small child’s very negative experience with the worlds around him.
According to the biological and social theory, it is extremely difficult to change a person who has
become aggressive in the destructive way.

1. Onpenenure, ABISAETCS JIU YTBEPKACHUE:

Aggressiveness has both positive and negative consequences.

1) UCTUHHBIM 2) T0KHBIM 3) B TekcTe HET HHPOPMAITIH

2. OnpenenuTe, SIBISETCS JIM YTBEPKICHHE:

Violence is the instinct people are born with.

1) B TekcTe HET HHPOPMALIUU 2) NCTUHHBIM 3) NOXKHBIM

3. Onpexnenure, ABIAETCS JIU YTBEPKACHUE:

Frustration is always the result of violence.

1) B TekcTe HET HHPOPMAITH 2) NCTUHHBIM 3) JOKHBIM

4. Onpenenure, sIBISETCS JIU yTBEPKICHUE!

There are two sources of violence.

1) ucTuHHBIM 2) NOXKHBIM 3) B TekcTe HEeT HH(pOPMAITIH

5. Ykaxwure, kakoit yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET cienyomias nHpopMaIus:

Violence is the problem which is widely discussed by social scientists.

1)3 2)4 31 4)2

6. Ykaxute, kakoi yactu Tekcta (1, 2, 3, 4) cooTBETCTBYET ciieAyronast HHGOpMAIHs:

According to one of the theories people became violent when their wishes didn’t meet their
needs.

1)3 2)2 31 4)4

7. OTBETHTE Ha BOMPOC

What is the positive side of violence? Violence helps people...

1) ... to change the society they live in.

2) ... to survive in the aggressive world.

3) ... to achieve their goals without hurting others.

4) ... to communicate with animals.

8. Omnpenenure OCHOBHYIO IO TEKCTa

1) There are different theories explaining people’s violence and aggressiveness.
2) The result of violence can be both positive and negative.

3) The world people live in is violent enough.

4) There exist certain psychological techniques to prevent aggressiveness.
LANGUAGE

1. There is a sea of language around us. From that sea comes a constant flow of messages in
Brooklynese and Basque, teenybop and Tibetan. And all those messages are wrapped in sounds and
silences and signals.

2. Every person has to learn his language. A human baby raised by apes would learn only the
language of apes and other animals. To learn a human language, a human baby-would have to hear it
from humans. But much animal talk is not learned. On the contrary, it's inborn. A cat will purr and
meow even if it never hears another cat. With any human language, a person can talk about the future
and the past. He can discuss ideas—Xkindness, truth, honesty, justice. He can make almost any
number of sentences—including sentences he never heard before. No animal language is so rich in
uses and possibilities.

3. Speech is what most writing starts out from. Writing is a secondhand method of trying to
say what the sounds and the signals of language say. Written language is separate from spoken
language. Children learn to speak without any special training. But reading and wilting—written
language—have to be specially taught. Written language has a life of its own. Every written language
was invented long after spoken language began. In fact, not all languages have a written form.
Written language also has its own style. For one thing, written language doesn't change as fast as
spoken language. For another thing, people do not commonly write the way they speak. Often writing
is more formal.



4. People don't usually talk to themselves. They talk to other people. And their talk has social
meaning. Only part of the social meaning of a conversation is earned by words. Take saying hello or
talking about the weather. Often such talk has little dictionary meaning. It is a wav of being friendly
or polite. Choice of language often has social meaning. An informal “Yeah” in the neighborhood
carries a relaxed meaning. Often it is replaced by a formal “Yes” in a classroom or at a job interview.

1. Onpenenute, SIBISIETCS JIM YTBEPXKICHHE:

To learn an animal language an animal baby has to hear it from animals.

1) ucTuHHBIM 2) NOXKHBIM 3) B TeKkcTe HET MHPOPMALIUU

2. OnpenenuTte, ABJISIETCA JIU YTBEPKICHUE:

People can’t learn to write without special training.

1) B TekcTe HET HHPOPMAITHT 2) NCTUHHBIM 3) JOKHBIM

3. Onpenenure, SBISICTCS JIM YTBEPIKICHHE:

People can make a great number of sentences.

1) B TekcTe HET HHPOPMALIUU 2) NCTUHHBIM 3) NOXKHBIM

4. OnpenenuTte, ABJISIETCA JIU YTBEPKICHUE:

Sociologists consider language to be the foundation of every culture.

1) UCTUHHBIM 2) TOKHBIM 3) B TekcTe HET HHPOPMAITHHI

5. Ykaxwure, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET ClieAyIomnas HHPOpMAIH:

There are a lot of languages existing in the world.

1)3 2)4 31 4)2

6. YxaxuTe, kakoif yactu Tekcra (1, 2, 3, 4) COOTBETCTBYeT clieyromas nHHOpMaLns:

People’s conversation has a social meaning.

1)3 2)2 31 4)4

7. OTBETHTE Ha BOMPOC

What is the difference between spoken and written language?

1) Written language was a great invention of the mankind.

2) Written language is the method of expressing ideas.

3) Written language is more formal than spoken language and it doesn’t change so fast.
4) Every language has its written form.

8. Omnpenenure OCHOBHYIO IO TEKCTa

1) Human language is rich in possibilities.

2) Language which sets apart human from other living beings includes speech, written
characters necessary for communication in different situations.

3) People chose language in accordance with social situation.

4) People use both spoken and written language.

READING

1. The ability to see and understand written or printed language is called reading. People who
cannot read are said to be illiterate. The ability to read is one of the foundation skills in all
industrialized societies. In such societies written language is the chief means of transmitting culture
and the benefits of civilization from one generation to another. Researchers estimate that about 30
percent of the adult women and about 15 percent of the adult men in the world cannot read, and many
more have only minimal reading abilities. Many organizations are dedicated to teaching adults to
read, but illiteracy has persisted.

2. Like many human abilities, reading is a learned skill. It must be taught. Young children
learn to read a very few years after learning to speak. In doing so, they are made to see a connection
between the words they have learned to say and the ones they see on a printed page. The words that
appear on a page are printed symbols. The mind interprets those symbols as words it already knows
in a rapid recognition process based on the individual's past experiences.

3. Words and their meanings are recognized together. Beyond the decoding of words is
comprehension. This is more than just understanding the words, sentences, and paragraphs. It is a
matter of seeing relationships and of connecting what is stated on a page with what one already
knows about a subject. A good deal of reading stimulates the imagination as the reader pictures what
is being read.



4. Several factors determine a reader's level of comprehension and assimilation: intellectual
ability, the range of personal experiences, and the speed at which one reads. Intellectual ability and
the breadth of experience are personal matters, and they often have something to do with the age of
the individual. The more one has learned and experienced, the more one tends to gain from reading.
The speed of reading is more subject to control. Slow readers can be trained to read faster.

1. Onpenenute, SIBISIETCS JIM YTBEPKICHHE:

All people in the world are literate.

1) ucTuHHBIM 2) NOXKHBIM 3) B TeKkcTe HET MHPOPMALIUU

2. OnpenenuTte, ABJISIETCA JIU YTBEPKICHUE:

Speed of reading can be improved.

1) B TekcTe HET HHPOPMAITIH 2) NCTUHHBIM 3) JOKHBIM

3. Onpenenute, SBISICTCS JIM YTBEPKICHHE:

The more the person read, the better his imagination is.

1) B TekcTe HET HHPOPMALIUU 2) NCTUHHBIM 3) NOXKHBIM

4. OnpenenuTte, ABJISIETCA JIU YTBEPKICHUE:

Slow analytical reading is necessary for absorbing details.

1) UCTUHHBIM 2) TOKHBIM 3) B TeKCTe HET MH(POPMALIUH

5. Ykaxwure, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET ClieAyIomnas HHPOpMAIH:

While learning to read children connect spoken words with written symbols.

1)3 2)4 31 4)2

6. YxaxuTe, kakoi yactu Tekcra (1, 2, 3, 4) cOOTBETCTBYeT clieytomas nHHOpMaLns:

Adults can be taught to read in special educational institutions.

1)3 2)2 31 4)4

7. OTBETHTE Ha BOMPOC

What is comprehension?

1) It is the ability to see connections between printed words and one’s knowledge.

2) It is understanding sentences and paragraphs.

3) Comprehension stimulates the person’s imagination.

4) It is recognizing meanings of the words.

8. Omnpenenure OCHOBHYIO IO TEKCTa

1) People should learn to read to be literate.

2) The ability to read based on the comprehension is important for person’s imagination
and education.

3) Reading is one of many human abilities.

4) It is possible to determine comprehension in accordance with three factors.

RELIGION

1. As a word religion is difficult to define, but as a human experience it is widely familiar.
The 20th-eentury German-born U.S. theologian Paul Tillich gave a simple and basic definition of the
word: “Religion is ultimate concern”. This means that religion encompasses that to which people are
most devoted or that from which they expect to get the most fundamental satisfaction in life.
Consequently, religion provides adequate answers to such basic questions as "What are the origins of
the world? What is the meaning of human life? Why do people die and what happens afterward?
Why is there evil? How should people behave?

2. The word religion comes from the Latin word religio, which to the ancient Romans
represented all the unknown forces around them that inspired awe and anxiety. Their religion was
based on establishing mutual trust between the divine and human in order to secure the benevolence
of the gods and their help in mastering those unknown forces.

3. Regardless of definitions, most religions (as the word is normally used) have certain
elements in common. These include common rituals to perform, prayers to recite, places to frequent
or avoid, holy days to keep, a body of literature to read and study, truths to affirm, leaders to follow,
and ordinances to obey. Many have buildings set aside for worship, and there are activities such as
prayer, sacrifice, contemplation, and perhaps magic.

4. The existence of religion is rooted in the fundamental human desire to try to understand the
origin of the world, why there is death, or the answers to other basic questions. Thus, all statements



about God or the gods are statements of belief. The assertion that there is no God—atheism—also is
a statement of belief. In the case of religions based on supposedly historical events, interpretations of
those events are accepted by believers as true, while nonbelievers may arrive at completely different
interpretations.

1. Onpenenure, ABISAETCS JIU YTBEPKACHUE:

Rituals are ones of the basic elements of any religion.

1) UCTUHHBIM 2) T0KHBIM 3) B TekcTe HET HHPOPMAITIH

2. OnpenenuTe, SIBISETCS JIM YTBEPKICHHE:

Religion is connected with human wish to find answers to the questions about world.

1) B TekcTe HET HHPOPMALIUU 2) NCTUHHBIM 3) NOXKHBIM

3. Onpexnenure, ABIAETCS JIU YTBEPKACHUE:

The Latin word “religion” meant trust and belief.

1) B TekcTe HET HHPOPMAITH 2) NCTUHHBIM 3) JOKHBIM

4. Onpenenure, sIBISETCS JIU yTBEPKICHUE!

Monotheistic religions center on the belief in and worship of one, unique God.

1) ucTuHHBIM 2) NOXKHBIM 3) B TekcTe HEeT HH(pOpMAIIH

5. Ykaxure, kakoit yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET ciienyromas nHpopMaIus:

In some religions believers attend special buildings in order to go through certain rituals.

1)3 2)4 31 4)2

6. YkaxuTte, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET ClieAyIoas HHPOpMAaIH:

The essence of religion is connected with question of belief.

1)3 2)2 31 4)4

7. OTBeTHTE HA BOMPOC

How can religion be defined?

1) Religion is a matter that is of importance and devotion to a person.

2) Religion is a human experience.

3) It is not possible to define religion.

4) Religion is unknown forces of human life.

8. OnpenennuTe OCHOBHYIO HJICIO TEKCTa

1) Religion is dealt with a person’s relation to God or gods, moral conduct and
participation in rituals.

2) Most religions have common elements.

3) There are several definitions of the word religion.

4) Believers and nonbelievers have different interpretations of events.

SMALL GROUP COMMUNICATION

1. Small group communication involves give-and-take exchanges between a relatively small
number of people. A small group involves at least three but has no precise upper limit. The important
thing i1s not how many people are involved but whether the people are aware of each other as
individuals and feel that they can participate in the discussion.

2. The first small group in which most people communicate is the family. Family
communication often occurs around the dinner table, in the living room, and in the car. As children
mature they become members of other small groups: peer play groups, church or synagogue classes,
and day-care center or preschool groups. When children enter school they become members of
classes. As they progress through school they communicate in an ever-increasing number of groups:
scouting, dance classes, musical groups, athletic teams, and school clubs.

3. As adults people begin families of their own, become members of groups of people who
work together, form friendship groups, join recreational and athletic teams, and become active in
community groups. Throughout life people continue to participate in small-group contexts.

4. Scholars often classify groups by function. Among the functional groups that have been
identified are learning, social, therapy, problem-solving, political action, and worship groups. Given
the variety of functions, effective participation in groups requires a variety of skills. As members,
people must learn to help the group to accomplish its purpose or function. Their behaviors toward
this end are called task roles. But people must also help each other to feel good about group
membership and participation. Their behaviors toward these end are called group maintenance or



social roles. In addition, group members must become aware of individual actions that interfere with
effective group functioning. Good group members are team players — they sacrifice self-interests for
the welfare of the group.

1. Onpenenute, SIBISICTCS JIM YTBEPKACHUE:

The size of the group is the most important factor for successful communication.

1) ucTuHHBIM 2) NOXKHBIM 3) B TeKkcTe HET MHPOPMALIUU

2. OnpenenuTte, ABJISIETCA JIX YTBEPKICHUE:

I small group communication people have task and social roles.

1) B TekcTe HET HHGOPMAITIH 2) NCTUHHBIM 3) JOKHBIM

3. Onpenenure, SBISICTCS JIM YTBEPKICHHE:

Small groups can be classified in accordance with their functions.

1) B TekcTe HET MHPOPMALIUU 2) NCTUHHBIM 3) NOXKHBIM

4. OnpenenuTte, ABJISIETCA JIU YTBEPKICHUE:

Many small groups are also the part of a large group called an organization.

1) UICTUHHBIM 2) TOKHBIM 3) B TeKCcTe HET MH(POPMALIUH
5. Yxkaxwute, kakoii yactu Tekcra (1, 2, 3, 4) COOTBETCTBYET clieayrotmas HH(HOpMaIns:
)3 2)4 31 4)2

6. YkaxuTte, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET clieAyronas HHHOpMAIIHS:
People take part in different small group during the whole life.

1)3 2)2 3)1 4) 4

7. OTBETHTE Ha BOIIPOC

What are group members?

1) They become members of the increasing number of groups.

2) Good group members can participate in the discussion.

3) They can exchange information between limited amount of people.

4) They are the members of team who respect interests of the group.

8. Ompenenure OCHOBHYIO HJICHO TEKCTa

1) Communication is an important aspect of social behavior.

2) Members of the group should help the group to accomplish its purpose.

3) Participating in different small groups people exchange information and accomplish
different purposes.

4) There are different functional groups identified by scientists.

THE SOCIAL SCIENCES

1. There is no single science of society or science of humanity. Instead, there are several
branches of learning that deal with the origins and activities of human groups. The size of such group
ranges from the family, tribe, and nation up to the relationships between nations. These subjects are
called social sciences, and they include anthropology, economics, political science, sociology, social
psychology, social geography, international relations, and comparative law. History is sometimes
included as a social science.

2. Since 1950 the term behavioral sciences has come into prominence in the colleges and
universities. It refers to such subjects as psychology, sociology, social psychology, and social or
cultural anthropology. The benefit of bringing these subjects together under the umbrella term
behavioral sciences has been to draw them closer to the natural sciences. Sometimes behavioral
science and social science are used as equivalents, but many scholars insist on distinguishing between
them.

3. The subject matter of the social sciences was carefully studied long before the sciences
themselves were named. The naming did not happen until the 19th century. Before then, the courses
that are today studied as political science, law. ethics, psychology, or economics all fell within the
province of philosophy. The classical Greek philosophers—especially Socrates, Plato, and
Aristotle—believed that anything humans could experience or think about was worth investigating.

4. Since the early years of the 20th century, in the schools of the United States some of these
subjects have been blended into a single course called social studies. The purpose of social studies is
to provide a comprehensive survey of the whole range of human life in all periods of history and all



parts of the world, in today's schools the interdisciplinary social studies courses persist, but they are
not the single source of schooling in the social sciences.
1. Onpenenurte, ABASAETCS U YTBEPKACHUE:
The term social sciences appeared in the 19th century.
1) UCTUHHBIM 2) T0KHBIM 3) B TeKcTe HET HHPOPMAITIH
2. OnpenenuTe, SIBISETCS JIM YTBEPKICHHE:
History is always treated as a social science.
1) B TekcTe HET MHPOPMALIUU 2) NCTUHHBIM 3) NOXKHBIM
3. Onpexnenure, ABIAETCS JIU YTBEPKACHUE:
The problems of the social sciences were investigated before this term appeared.
1) B TekcTe HET HHPOPMAITIH 2) NCTUHHBIM 3) JOKHBIM
4. OnpenenuTe, sIBISETCS JIM YTBEPKICHHE:
Economics was the first social science to set itself off from the rest.
1) ucTuHHBIM 2) NOXKHBIM 3) B TekcTe HEeT HH(pOpMAIIH
5. Ykaxwure, kakoit yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET ciienyomias nHpopMaIus:
Social sciences include a wide range of subjects dealing with human groups.
1)3 2)4 3)1 4)2
6. YkaxuTte, kakoi yactu Tekcta (1, 2, 3, 4) COOTBeTCTBYET clieAyromas HHPOpMAaIHs:
Before the 19th century some social sciences were studied by philosophers.
1)3 2)2 31 4)4
7. OTBeTHTE Ha BOIIPOC
What was the advantage of introducing behavioral sciences?

1) Behavioral sciences and social sciences can used as synonyms.

2) Behavioral sciences include such subjects as psychology, sociology, social
psychology, and social or cultural anthropology.

3) Behavioral sciences were studied in colleges and universities.

4) It gives the possibility to connect behavioral sciences with natural Sciences.

8. Omnpenenure OCHOBHYIO IO TEKCTa

1) Social science study social behavior.

2) Scientists should investigate everything people can experience or think about.

3) There are several sciences which have focus on the activities of human groups.

4) Since the beginning of the 20th century social sciences are studied in different

educational institutions.

THE SUMMERHELL EXPERIMENT

1. Summerhill began as an experimental school. It is now a demonstration school, for it
demonstrates that freedom works. When starting the school, we had one main idea: to make the
school fit the child — instead of making the child fit the school. Having taught in ordinary schools for
many years, | knew the other way very well. It was wrong because it was based on an adult
conception of what a child should learn. The other way dated from those days when psychology was
still an unknown science.

2. We decided to make a school in which we should allow children freedom to be themselves.
In order to do this, we had to renouncel all discipline, all direction, all suggestion, all moral training,
all religious instruction. It requited a complete belief in the child as a good, not an evil, being. For
almost forty years, this belief has become a final faith2. If left to himself without adult suggestion of
any land, he will develop as far as he is capable of developing.

3. What is Summerhill like? For one thing, lessons are optional3. Children can go to them or
stay away from them — for years if they want to. There is a timetable — but only for the teacher's. The
children have classes usually according to their age, but sometimes according to their interest. We
have no new methods of teaching, because we do not consider that teaching in itself matters very
much. Whether a school has or has not a special method for teaching long division4 is of no
significance, for long division is of no importance except to those who want to learn it. And the child
who wants to learn long division will learn it no matter how taught.

4. Children who come to Summerhill as kindergarteners attend lessons from the beginning of
their stay; but pupils from other schools vow5 that they will never attend any lessons again at any



time. They play and cycle and get in people's way, but they fight shy of lessons. This sometimes goes
on for months. Summerhill is possibly the happiest school in the world. I seldom hear a child cry,
because children when free have much less hate to express than children who are depressed. Love
means approving of children, and that is essential in very school.

1 to renounce — OTKa3bIBaTHCS

2 faith — y6exnenus

3 be optional — paxyabTaTUBHBIHA

4 long division — ieJIeHUE CTOIOUKOM

5 t0 VOW — KIISICThCA

1. Onpenenurte, ABISAETCS JIU YTBEPKACHUE:

In the Summerhill school there is no timetable for pupils.

1) UCTUHHBIM 2) T0KHBIM 3) B TekcTe HET HHPOPMAITIU

2. OnpenenuTe, SIBISETCS JIM YTBEPKICHHE:

They wanted children to be disciplined at school.

1) B TekcTe HET MHPOPMALIUU 2) NCTUHHBIM 3) NOXKHBIM

3. Onpenenure, ABIACTCS JIU YTBEPKACHUE:

There is moral training and religious institutions in Summerhill school.

1) B TekcTe HET HHPOPMALTUH 2) HICTHHHBIM 3) JOKHBIM

4. OnpenenuTe, sIBISETCS I YTBEPKICHHE:

Children can develop their best abilities being taught at home under the guidance of their
parents.

1) HICTUHHBIM 2) TOKHBIM 3) B TeKCTE HET HHPOPMALIUH

5. Ykaxwure, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET ClieAyIomas HHPOpMAIH:

The idea of Summerhill school is to make school attractive and acceptable for children.

1)3 2)4 31 4)2

6. YxaxuTe, kakoil yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET cliefyromias nH(HOpMaLIHs:

Summerhill is a school where children know they are loved and approved of.

1)3 2)2 31 4)4

7. OTBETHTE Ha BOMPOC

What experiment did they do in Summerhill? They allowed children...

1) ... to cry at the lessons.

2) ...to attend only the lessons they want.
3) ... to be out of school for years.

4) ... to express their hatred for lessons.

8. Omnpenenute OCHOBHYIO U0 TEKCTa

1) At school children should be free and happy and develop as they can develop.

2) Special activities help children to fight shy of lessons.

3) Children should have classes according to their interests.

4) It is necessary to have special methods of teaching.

THE WORKSHOP OF THE WORLD

1. During the 19th century Britain was transformed from a mainly agricultural society into an
industrial one. This change has been called the Industrial Revolution because of the dramatic effect it
had on the British way of life. People moved to the rapidly expanding towns and cities, railways were
developed to transport goods around the country and by 1900 Britain has become a major world
power.

2. The coal and iron found in the North-east, the Midlands, Scotland and South Wales
provided the power for factories in those areas. The waterways of Newcastle and Glasgow provided
easy access to the sea and ship-building industries flourished. Cotton arrived at the great port of
Liverpool from the USA and India to be made into cloth in the textile industries nearby. The sheep in
the Yorkshire dales provided wool and the coalfields powered the mills. The humid climate of
Lancashire was particularly good for the cotton-spinning process. By 1900 Britain was producing
over a third of the world's manufactured goods and had earned the title. The Workshop of the World'.



3. The Industrial Revolution was built on the use of machines in factories. Since the 1950s
Britain's manufacturing industries have replaced the machine operators with computers and this
'automation’ has led to a decline in the number of employees in manufacturing industries. More
manufactured goods are bought and used than ever before but a lot of these goods are imported. By
the beginning of the twentieth century other industrial countries, like the USA, were competing with
Britain's exports and countries in the Far East have been able to provide cheaper products since the
1970s.

4. During the last 40 years there has been a rise in smaller industries, known as 'light
industries'. These industries use electricity and are not dependent on raw materials such as coal so
they are 'footloose', i.e. they can be located anywhere. Many light industries are located on the edge
of towns or on industrial estates.

1. Onpenenute, SIBISIETCS JIM YTBEPKICHHE:

Britain is one of the first industrialized nations.

1) ucTuHHBIM 2) NOXKHBIM 3) B TeKcTe HET MHPOPMALIUU

2. OnpenenuTte, ABJISIETCA JIX YTBEPKICHUE:

The US has been competing with Britain since the times of the Industrial Revolution.

1) B TekcTe HET HHPOPMAITH 2) NCTUHHBIM 3) JOXKHBIM

3. Onpenenute, SBISICTCS JIM YTBEPIKICHHE:

The climate and the geographical position contributed to the success of the British economy
during the Industrial Revolution.

1) B TekcTe HET HHPOPMALTUH 2) HICTHHHBIM 3) JOKHBIM

4. Onpenenute, SABISETCS JIU yTBEPXKICHUE!

Britain and the Soviet Union competed in the industrial sphere in the 20th century.

1) ucTUHHBIM 2) NOXKHBIM 3) B TekcTe HEeT HH(pOpMAITIH

5. Vkaxwure, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET clieAyromias nHGHOpMaIus:

Light industries are not connected with any manufacturing or source of raw materials.

1)3 2)4 3)1 4)2

6. YkaxuTte, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET clieAyIomnas HHPOpMAaIHs:

The 19th century changes were called a “revolution”.

1)3 2)2 31 4)4

7. OTBETHTE Ha BOIIPOC

Why was Britain called “The Workshop of the World” in the nineteenth century?

1) Because of the growing importance of Britain in the world.
2) Because of the groaning prosperity of its inhabitants.
3) Because it produced more manufacture goods than any other country.

4) Because it was able to complete successfully with the USA and the countries of the
Far East.
8. Omnpeenute OCHOBHYIO HUJECIO TEKCTa

1) Britain should preserve its industrial heritage in spite of all modern challenges.

2) Britain has remained one of the most important industrialized countries in the world.
3) The industrial heritage of Britain is being re-examined now.

4) The appearance of machines has changed the world of industry forever.

WORKING RELATIONSHIPS

1. Getting on well with colleagues, as anyone who works in an office knows, is a vital
element in our working lives. Many office jobs involve a great deal of time spent talking. One British
study of 160 managers, for example, found that they spent between one third and 90 per cent of their
time with other people.

“Working relationships”, write social psychologists Michael Argyle and Monika Henderson,
'are first brought about by the formal system of work, but are elaborated in several ways by informal
contacts of different kinds." And good relationships at work, research shows, are one of the main
sources of job satisfaction and well-being.

2. Are there any 'rules of relationships' that might be useful as general markers of what to do
and what not to do in your dealings with others?



Michael Argyle and his colleagues have found that there are such rules. Through interviews
with people they operated a number of possible rules. Then they asked others to rate how important
those rules were in twenty-two different kinds of relationships. These included relationships with
spouses, close friends, siblings and work colleagues as well as relationships between work
subordinates and their superiors.

3. The researchers discovered five 'universal' rules that applied to over half of all these
relationships:

Respect the other's privacy.

Look the other person in the eye during conversation.

Do not discuss what has been said in confidence with the other person.

Do not criticise the other person publicly.

Repay debts, favours or compliments no matter how small.

4. This doesn't mean that nobody breaks these rules, as we all know — it just means that they
are seen as important. The looking in the eye' rule, for example, is a crucial aspect of good social
skills. It is very uncomfortable to have to talk to someone who never, or hardly ever, looks at you
during the conversation. One needs to look at the person one is talking to see if they're still attending
and to monitor their reactions. To signal interest, the listener has to look quite frequently at the
person who is speaking. Trying to get to know the other person a bit more, if you can manage it, is
really quite a good approach.

1. Onpenenute, SIBISICTCS JIM YTBEPIKICHHE:

People spend a lot of their time interacting with their workmates.

1) uCTUHHBIM 2) NOXKHBIM 3) B TekcTe HET HH(pOpMaLUU

2. Onpeznenure, sSIBJISICTCS JIN YTBEPXKICHUE:

The communication rules are used to establish good working relationships.

1) B TekcTe HET HHPOPMALTUH 2) HICTHHHBIM 3) JOKHBIM

3. Onpenenute, SBISICTCS JIM YTBEPIKICHHE:

Being in a team means that everyone is in the same place.

1) B TexcTe HET HHpOpMaLUU 2) NCTUHHBIM 3) NOXKHBIM

4. Onpenenure, sIBJISIETCS JIN YTBEPIKICHUE:

The “looking in the eye” rule isn’t considered to be important for social interaction.

1) uCTUHHBIM 2) MOXKHBIM 3) B TekcTe HEeT HH(pOpMaLIUU

5. VkaxuTe, kakoil yactu tekcra (1, 2, 3, 4) cooTBETCTBYET clieqyromas nH(opMaLus:

It is necessary to make a good eye contact with a person while talking.

1)3 2)4 3)1 4)2

6. YxaxuTe, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYeT clieayrolas nHHOpMaIIns:

To maintain good relationships one should avoid public criticism.

1)3 2)2 3)1 4) 4

7. OTBETHTE Ha BOMPOC

Why are good relationships important for people’s working lives?

1) Good relations afford people to feel pleased with their job.

2) Getting on well with colleagues people spend less time together.
3) Good relationships help people to relax.
4) Getting on well with colleagues is an important element of financial success.

8. Omnpeaenute OCHOBHYIO U0 TEKCTa
1) There are rules regulations that can be applied to different kinds of relationships.

2) Some sorts of problems can arise in relationships between people who work together.

3) It is important to be a good listener.

4) Good relationships in the workplace means job satisfaction and more productive,
happy lives.

COBECEJJIOBAHUE

OBLIEINTPO®ECCHUOHAJIBHBIE TEMBI: "Knaccudpukauusa peknamsl”, "Uepapxus
Bo3zaercTBuil", "Pa3paboTka pekigamMHON kammaHuu', "ANbTepHATHBBI CTPAaTErWu COOOIIEHUS",
"Crtpateruu cooOuieHus ¢ 3MouoHaabHeIMU MoTUBaMu'", "Kiaccel cpencts pexnambl”, "Hocurtenu u



rpaduku pexnamsbl”, "Onenka 3¢pHEKTUBHOCTH peKIamMbl’, "DTUUECKHE U IOPUIAYECKHE TTPOOIEMBbI
pexiambl”, "Uto Takoe CBsi3u ¢ 00mecTBEHHOCTRIO?", "UTO NenaroT cenuanucTsl B oomactu CBs3eit
¢ oOmectBeHHOCTHIO?", "YmpaBinenue kpusucom", "CBsizu ¢ OOIIECTBEHHOCThIO W TIpecca’,
"Kapbepsl B o6sactu CBsi3eil ¢ 00111eCTBEHHOCTHIO".

OTBeThTE Ha BOMPOCHI.

BAPUAHT 1
. How can advertising be classified?
. How is advertising’s influence on consumers explained?
. What does an ad campaign require?
. What do message strategies with emotional appeals evoke?
. What are the classes of advertising media?
. What is included in the evaluation of advertising?
. What does advertising provide?
. What is the task of public relations?
BAPUAHT 2
. What is the main task of PR professional?
. What types of advertising are discussed here?
. What are these effects?
. What must a firm determine?
. What commercials associate warm feelings with their brands?
. What does the effectiveness of each approach depend on?
. What do benefit for buyers include?
. How is pretesting ads done?
BAPUAHT 3
. Whom can these publics include?
. What kind of press releases do PR professionals craft?
. What are the main kinds of PR crises?
. How can a PR person win the trust of mass media?
. What can public communications supplement?
. What is corporate image advertising directed toward?
. How does a marketer achieve message exposure?
. What should advertising objectives be like?
BAPUAHT 4
. What do deodorant ads play on?
. How do marketers use protesting?
. What does advertising do for society?
. What is necessary for public relations success?
. What is required for a good crisis management plan?
. What can PR improve?
. What does corporate image advertising promote?
. What is the purpose of the next step?
BAPUAHT 5
. What do primary attention-getting properties of an ad include?
. What are the elements of creative message strategy?
. What does the size of the advertising budget depend on?
. How do respondents questioned in unaided recall tests?
. What do some critics say?
. What must a PR professional know?
. What is another job of public relations?
. How can an outside PR consultant help?
BAPUAHT 6
1. Why should an organization have a spokesman?
2. What is an Op-Ed article?
3. Why do large companies operate PR departments?
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4. What is direct-response advertising intended for?

5. What helps grab attention?

6. Why do companies spend much on advertising?

7. Who can enhance the persuasive impact of a message?
8. When can newspaper advertising be used?
BAPUAHT 7

. What kind of advertising can be cost for advertising?

. What are the most strangest tests?

. How can buyers exercise control over the marketplace?
. Who can be a public face of a client?

. Who is regarded as media relations experts?

. Who can become an official spokesman?

. What is an advertorial?

. What do smaller companies deal with?

BAPUAHT 8

1. What do companies try to build?

2. What is the purpose of business-to-business advertising?
3.Why must message acceptance occur?

4. What does creative strategy combine?

5. What must the message reflect?

6. What is transit advertising like?

7. What does outdoor advertising consists of?

8. What do these tests assess?

BAPUAHT 9

. What is required in some sentences?

. What can the PR representative cultivate?

. What is the PR department responsible for?

. What do general public demand?

. Where does a PR department play a critical role

. What happens when competition for audience attention increases?
. What is the infomercial?

. What do marketers do?

BAPUAHT 10

. What is the theme of the message?

. What do advertorials offer?

. What opportunities are offered by direct mail?

. What are evaluations of advertising effectiveness based on?
. What does the youth market offer?

. What are many people irritated by?

. What is the task of the PR executive?

. Who manages crises and how?
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MeTtoauyeckue MaTepHabl, XapaKTePHU3YIOIIHe MNPOLEAYPbI OLleHUBAHUS

5 cemectp (3a4€T)
1. TectupoBanue (TepMuHbI, onpeaeneHus, YTeHre (mpopeccuoHanbHast JEKCUKa).
2. CobecenoBanue mo obmenpodeccuoHanbHbiM TemaM: "Kiaccuduxanms peknamsl”,

"Uepapxust BozaeiictBuil", "Pa3zpaboTka peknamHONW KammnaHuu', "AJbTepHaTHBBI CTpaTeruu
coobmenus", "Crparerun CcoOOIIEHHS ¢ SMONHMOHANBHBIMU MoTuBamu", "Kmaccel cpencts
pekamsl’.

6 cemecTp (3ader)
1. TectupoBanue (TepmuHsl, onpenenenus, yTeHue (MpodheccuoHalbHas JIEKCUKA).



2. CobecenoBanue mo obmenpodeccuonanbHpiM TeMaM: "Hocurenu u rpaduku pexnamsbr”,
"Onenka 3¢dexTuBHOCTH peknaMbl’, "DTHYecKHe M IOpuAMYecKhe mpolneMsl pekiambl”, "Uto
Takoe CBA3H ¢ oOmecTBeHHOCTRI0?", "UTO JenmaroT coenMalucThl B 00JJaCTH  CBsI3EH C
obmecTBeHHOCTBIO?", "YipaBiienue kpusucoM", "Csi3u ¢ 00ImecTBEHHOCTHIO U nipecca, "Kapbepsr
B 00J1aCTH CBsI3€H ¢ OOIIECTBEHHOCTRIO".

7 cemecTp (IK3aMeH)

DOK3aMEH TMPOBOAWUTCS B OJCKTPOHHOM M yCTHOH (opmMax B COOTBETCTBUH C
KOHTPOJIMPYEMBIMH pe3yibTaTaMu 00pa30BaHUS:

1) anexkrponnas gopma - TectupoBanue B MOITI MOODLE (YK-4. briok 1 — 3HaTh);

2) anekTpoHHas u yctHas ¢opmbl - TectupoBanue B MOIT MOODLE wu cobecenoBanme (YK-
4. biiok 2 — ymeTs).

DK3aMeHaIMOHHasl paboTa BKIIOYACT TPH 3aJaHUS:

3amanue 1. brnok 1. Tepmunsl. Onpenenenus. (10 (5+5) Bonpocon)

3amanue 2. biok 2. Urenue. [Ipodheccnonansuas aexcuka. (10 (5+5 Bonpocos).

3ananue 3.1. biok 3. Yrenue (8 Borpocos)

3amanue 3.2. biok 3. CobecenoBanue (8§ BOIpocoB)

TecToBble 3a/1aHus pa3MeIleHbl B NOII MOODLE:
https://www.mivlgu.ru/iop/course/view.php?1d=274.

MaxkcumanbHasi cymma 0asuioB, Habupaemasi CTyIeHTOM 1o aucuuiiinHe pasHa 100.

Orenka | OneHka 1o mkase O6ocHoBaHmNe Yposens

B chopmuposannocmu
Oautax KOMRnemeHnuyuii
bonee | «OTnmuHO» ConeprkaHue Kypca OCBOCHO Buicokuit yposens
80 MTOJIHOCTBIO, 0€3 MpoOeoB,

HEOOXO/IMMBIE PAKTUYECKUE HABBIKU
paboThl C OCBOEHHBIM MaTEPUATIOM
copMupOBaHbI, Bce
MPEyCMOTPEHHBIE IPOTPAMMOI
o0y4yeHus yuyeOHbIe 3aaHUs
BBITTOJTHEHBI, KAYECTBO UX
BBINOJIHEHUS OLIEHEHO YHCIIOM
0aJ10B, OJIM3KUM K MAKCUMAJIbHOMY

66-80 | «Xoporo» Coneprkanue Kypca OCBOEHO IIpoosunymutii
MOJIHOCTBIO, 0€3 MPoOesoB, ypoeens
HEKOTOPbIE MPAKTUYCCKHIE HABBIKK
paboThI ¢ OCBOSHHBIM MaTEPUATIOM
c(hOpMHUPOBAHBI HEJIOCTATOYHO, BCE
MPEyCMOTPEHHBIC IPOTPAMMOMA
o0y4eHus1 yueOHbIC 3aJaHUS
BBIMOJIHEHBI, KAYECTBO BBIMOJTHEHUS
HU OJIHOTO M3 HUX HE OIIEHEHO
MUHHMAaJIbHBIM YHCIIOM 0allioB,
HEKOTOPbIC BUIBI 3a1aHUI
BBIMOJIHEHBI C OIIHOKAMHU




50-65 | «YnosnerBopurenbHo» | ComepxkaHue Kypca OCBOEHO Ilopozoewiit yposens
YaCTHUYHO, HO IPOOEITBI HE HOCST
CYIIECTBEHHOT'O XapakTepa,
HEOOXO/IMMBIE PAKTUYECKUE HABBIKU
paboThI ¢ OCBOCHHBIM MAaTEPUAJIOM B
OCHOBHOM C(hOpMHPOBaHHI,
OOJIBIITMHCTBO MPETyCMOTPEHHBIX
porpaMMoi 00ydeHHs yU4eOHBIX
3aJJaHUii BBITIOJIHEHO, HEKOTOPBIE U3
BBIITOJTHEHHBIX 331aHUH, BO3MOXKHO,
COJIEPIKaT OITMOKHU

Menee | «HeynosnerBopurenbHo» | CoaepkaHue Kypca HE OCBOCHO, Komnemenyuu ne
50 HE0O0XOAMMBIE IPAKTUYECKUE HABBIKU | chopmuposansl
paboThl HE CHOPMHUPOBAHBI,
BBITTOJIHEHHBIE YUeOHBIC 3a1aHUs
coJiepkaT rpyoObie OmuOKu

3. 3agaHus B TeCTOBOM (popMe 1O TUCHUILINHE

[Ipumeps! 3ananuii:

[Tpumep 3amaHust 3aKPHITOTO TUIIA.

[IpounTaiite TeKCT U BBIOEpPUTE OIXOAIIEE 3arIaBHe.

Publicity has a number of uses. It can make people aware of a company’s products, brands or
activities; help a company maintain a certain level of positive public visibility; and enhance a
particular image, such as innovativeness or progressiveness. Companies also try to overcome
negative images through publicity.

Uses of Publicity

Types of Publicity

Public Visibility

Negative Image

HpI/IMep 3alaHuA OTKPLITOI'O THUIIA.
Brmmmure OAHO NOAXO0AAIICC MO CMBICTY CJIOBO IAJId JaHHBIX HpGI[J'IO)KeHI/II\/JI.

A of a product is the version of it that is made by one particular
manufacturer.

This is my favourite of shampoo.

The ultimate goal of many marketing campaigns is to create loyalty.

[TonHbI nepedyeHb TeCTOBBIX 33JaHUN C yKa3aHUEM IPAaBUIILHBIX OTBETOB, pa3MellleH B OaHKe
BONPOCOB  Ha  WHGOPMAIlMOHHO-00pa3oBaTelbHOM  MOpTajle  HMHCTUTYyTa 1O  CCBUIKE
https://www.mivlgu.ru/iop/question/edit.php?courseid=274

OrneHKa paccUMTHIBACTCSA KaK MPOIEHT MPABUIHHO BHITOJHEHHBIX TECTOBBIX 3aJaHUM U3 UX
oO1ero yucia.



