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1. lleanb ocBOeHNSI AUCUUILIHHBI
HCHB JUCHUIIJIMHBI: OBJIaJCHUC HCOGXOI[I/IMLIM U OO0CTAaTOYHBIM YPOBHCM KOMMYHHKaTHBHOﬁ
KOMITCTCHI[MH JUIS PEIICHHS COIMaTbHO-KOMMYHHUKATHBHBIX 3a7ad B pa3JIMYHBIX 00JIACTAX
po(hecCHOHATTLHOM e TEIILHOCTH.
3aja4un AUCIUIUIMHBL Pa3BUTHE KOMMYHHKATHBHBIX YMEHHUI B B Pa3HOOOpa3HBIX CUTYaIUsIX
po(ecCHOHATBHOTO MEKKYJIBTYPHOTO OOLICHUS.

2. Mecro mucuuniannsl B crpykrype OIIOII BO
Wzyuenne mucuurinHbl «HOCTpaHHBIN s3bIK B mpodeccruoHanbHoi chepe» Oazupyercs Ha
U3y4eHHH BY30BCKOro Kypca «MHOCTpaHHBIM sA3bIK» JUIsl OakanaBpoB. YTiayOJieHHE M paclIMpeHHe
BOIIPOCOB  JTAHHOTO Kypca OyaeT OCYIIeCTBIATHCS B  JAIbHEWINEH aKaIeMHYeCKOH W
npodeCCHOHATIBLHOM 1A TEIbHOCTH.

3. Ilnanupyembie pe3yJibTAaThl 00y4YeHHs M0 JUCHHUILJIMHE
[Tnaaupyembie pe3yabTaThl OOYYCHHSI 1O TUCIUILUIMHE, COOTHECEHHBIE C IUTAHUPYEMBIMHU
pesynbTaTtamu ocBoeHust OITOIT (koMIeTeHIMSIMU ¥ MHAMKATOPAMH JTIOCTHXKCHHS KOMITETESHITUN )

DopMuUpyeMbIE [Tnanupyemsbie pe3yapTaThl 00y4EeHUs 10 AUCIUILUIMHE, B
KOMIIECTCHIIUU (}(0;[, COOTBETCTBUM C UHAUKATOPOM HOCTHMIKCHUSA KOMICTCHIINNU HaumMmeHoBaHue OILICHOYHOI'O
COZIEpIKaHUE WNunukaTop qocTHKEHUS PesynbpTaThl 00yueHus 1o CcpencTea
KOMITCTEHIIHH) KOMIETEHINH JIUCHIUTUINHE
YK-4 Crocoben YK-4.2 Ucnonszyet 3Hathb cpencTBa TecT, BOIIPOCHI K YCTHOMY
OCYILECTBIIATh HWHOCTPAHHBIHN S3BIK KaK OCYILECTBICHUSA omnpocy
JIEJIOBYIO CPEICTBO JIEI0BOTO npodeccruoHanbHO
KOMMYHHKAIIUIO B obmeHus u obMeHa OPUEHTUPOBAHHOU
YCTHOHU U nHdopmanueil B yCTHOH 1 KOMMYHHKAlLUX Ha
MUCbMEHHOU popMax MHCBMEHHOH (hopme uHoctpanHoM si3bike (YK-4.2)
Ha roCy1apCTBEHHOM YMeTs NOHUMATh U
si3pIke Poccuiickoi nepeaaBaTh HHHOPMAIIHIO
Ddenepanuu u npodeccroHaNnbHO
HMHOCTPaHHOM(BIX) OpPUEHTUPOBAHHOTO
sI3bIKe(ax) XapakTepa Ha UHOCTPAaHHOM
s3pike (YK-4.2)




4. CTpyKTYypa H coepkaHne TUCHUILTHHbBI

OO01mast TpyA0€MKOCTh TUCHIUTIINHBI COCTABIISET § 3a4ETHRIX €UHMUII, 288 JacoB.

4.1. ®opma o0y4eHHsI: OUHAS
YpoBeHb 6a30BOro 00pa3oBaHusi: CpeHee ooIee.
Cpoxk o0yueHust 4r.

4.1.1. CTpyKTypa IMCHUNINHBI

KonrakTHas pabora
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Hroro 288 48 0,85 | 203,5 35,65
4.1.2. CogepkaHue TUCUMILIMHBI
4.1.2.1. IlepeyeHnb JieKUMi
He mmanupyercs.
4.1.2.2. IlepeyeHb NPaKTHYECKUX 3aHATHH
Cemectp 5

Pasoen 1. Pexnama
IIpakTHyeckoe 3ansitue 1

Knaccudukanus pexnamsl (2 gaca).
IIpakTH4eckoe 3aHsATHE 2

Wepapxus Bo3neicTuii (2 yaca).
IIpakTuyeckoe 3ansaTue 3

Pazpabotka pexnaMHol kKamnanuu (2 Jaca).




IIpakTHyeckoe 3ansTHe 4

Pa3zpabotka pexnaMmHoOl Kamanuu (2 yaca).
IIpakTuyeckoe 3aHATHE S

AJNbTepHATUBHI CTPATETUU COOOIICHUS (2 yaca).
IIpakTuyeckoe 3anATHE 6

Crpareruu cooOIIeHUs C SMOLIMOHATBHBIMU MOTHBaMH (2 4aca).
IIpakTHyeckoe 3anaTHE 7

Kiaccrl cpenct pekiamsl (2 gaca).
IIpakTuyeckoe 3anaTHE 8

Kiaccrl cpenctB pekiamsl (2 gaca).
Cemectp 6
Paszoen 2. Pexnama
IIpakTuyeckoe 3anaTHE 9

Hocurenu u rpaduku pekiiamsl (2 yaca).
IIpakTHyeckoe 3ansaTue 10

Hocutenu u rpaduku pexiamsl (2 gaca).
IIpakTuyeckoe 3ansiTue 11

Onenka 3 heKTHBHOCTH peKJIaMbl (2 Jaca).
IIpakTuyeckoe 3ansaTue 12

Onenka 3 heKTHBHOCTH peKJIaMbl (2 Jaca).
IIpakTnyeckoe 3ansitue 13

DTUYEeCKUE U IOPUINYECKHUE MTPOOIeMbl pekiiamMbl (2 yaca).
IIpakTHyeckoe 3ansaTue 14

DTUYECKUE U IOPUINYECKHUE MTPOOIeMbl pekiiamMbl (2 yaca).
Pazoen 3. Csszu c obwecmsennocmoio
IIpakTnyeckoe 3ansitue 15

Urto Takoe cBsi3u ¢ 0011eCTBEHHOCThIO? (2 "aca).
IpakTnyeckoe 3ansiTue 16

Urto Takoe cBsi3u ¢ 0011eCTBEHHOCThIO? (2 yaca).
Cemectp 7
Pazoen 4. Csszu c obwecmsennocmoio
IIpakTyeckoe 3ansaTue 17

UTto nenaroT crenuainucThl B 00J1aCTH CBsI3el ¢ 001IeCTBeHHOCThIO? (2 yaca).
IIpakTyeckoe 3ansaTue 18

UTto nenaroT crenuainucThl B 00J1aCTH CBsI3el ¢ 001eCTBeHHOCThIO? (2 yaca).
IIpakTyeckoe 3ansaTue 19

VYrpasnenue kpuszrcom (2 gaca).
IIpakTyeckoe 3ansaTue 20

VYnpasnenue kpuszucom (2 gaca).
IIpakT4eckoe 3ansaTue 21

CBsi31 ¢ 0011IECTBEHHOCTHIO U TIpecca (2 Jaca).
IIpakTH4eckoe 3ansaTHE 22

CBsi31 ¢ 0011I€CTBEHHOCTHIO U TIpecca (2 Jaca).
IIpakTH4eckoe 3ansaTHe 23

Kapbeps! B 006mactu cBsizeii ¢ 0011eCTBEHHOCTBIO (2 vaca).
IIpakTH4eckoe 3ansaTHe 24

Kapbeps! B 006mactu cBsizeii ¢ 0011eCTBEHHOCTBIO (2 vaca).

4.1.2.3. [lepeueHb 1a00paTOPHBIX PadOT
He mianupyercs.

4.1.2.4. IlepeyeHb TeM U y4eOHO-MeTOANUYECKOE O0ecIIedeHHe CAMOCTOSATEIbHOM

padoTbI
HepequL TEM, BBIHCCCHHBIX Ha CAMOCTOATCIIbHOC U3YUYCHHUC!



1. Pexnama B COBpEMEHHOM OOIIIECTBE.
2. CkpsITas pexiama.
3. DTUYECKHUE aCIleKThI CBIA3eH ¢ 00ICCTBEHHOCTHIO.
4. CoBpeMEHHBIC TEXHOJIOTHH B CBSA3SX C OOIIECTBEHHOCTBIO.
JlJis  caMOCTOSITENIBHON pa0OThl HCMONB3YIOTCS METOAMYECKHE YKa3aHHWs 10 OCBOCHUIO
JTUCIUTIIMHBI M U3JaHUS U3 CITMCKA MPUBEICHHON HUYKE OCHOBHOM U JIOTIOJHUTEIHLHOM JIUTEPATYPHI.

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

He minanupyercs.

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

5. O0pa3oBaTe/ibHbIC TEXHOJIOTHH
B mpomecce m3ydenusi maucuuiuinHbl "MHOCTpaHHBIN SI3bIK B TpodeccroHanbHOM cdepe"
UCIIOJIb3YIOTCSl aKTUBHbBIE M MHTEPAaKTUBHBbIE (OPMBI MPOBEACHUS 3aHATHNA. B Xxone mpakTudeckux
3aHATUHN Takxke npumensrorces UKT-rexnonorum.

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

l'[pOMe)KyTO‘-IHOﬁ arrecralmm 10 uToraMm OCBOCHHUA JUCHUIIIMHDBI.
@OH/IbI OLICHOYHBIX MATEPHAIIOB (CPEICTB) IPUBEIEHBI B IPUIIOKEHUU.

7. YueOHO-MeTOAMYeCcKOe U HH(POpMAIUOHHOE o0ecnieyeHre JUCHMIIIMHBI.

7.1. OcHOBHAas1 y4eOHO-MeTOAMYECKAS JIUTEPATypa M0 AMCHHUILIINHE

1. Kokopuna, E. A. English for students of PR and advertising : yueOHOe mocoOue s
CTYZIeHTOB BbIcIINX y4eOHbIX 3aBeneHuii / E. A. Kokopuna. — New York : National Research, 2019.
— 95 ¢. — ISBN 978-1-7332694-1-4. — Tekcr : anektpoHHbid // [{udpoBoit oOpa3zoBaTeIbHBIMI
pecype IPR SMART : [caiit]. - https://www.iprbookshop.ru/86542.html

2. Kazauuxuna, M. A. English for Students of Public Relations and Advertising. Rendering :
yuebHoe mocobue / U. A. Kazaumxwuna, O. I'. llleBuenko. — HoBocubupck : HoBocuOupckuit
roCcyJapCTBEHHbIN TexHuueckuil yHusepcuter, 2014. — 116 c¢. — ISBN 978-5-7782-2389-9. —
Texct : oanekrponssii // Ludposoit oOpazoBatenbubiii pecypc IPR SMART : [caiiT]. -
https://www.iprbookshop.ru/45073.html

7.2. lonoJIHUTEIbHAS Y4eOHO-MeTOAuYecKasi JJUTEPATyPa Mo AUCHUIINHE
1. [Tocobue nmo yCTHOH peun Ha aHTIIMICKOM S3bIKE /TS CTY/IEHTOB HEsA3bIKOBBIX By30B / I".H.
3amapaeBa u qp.; Bmagum. roc. yH-T: [DnekTponHbIi pecypc]|. — Bragumup: U3n-so Bmagum. roc.
yH-Ta, 2008. — 151 ¢. - https://dspace.www1.visu.ru/handle/123456789/1221
2. HAummna H. K. Xpectomarus no mnepeBojy HayYHO-TEXHHUYECKOW JIUTEpaTyphl C
AHTJIMKCKOTO S3bIKa Ha PYCCKUH. - Biragumup: BJIT'Y, 2011 -
https://dspace.www1.vlsu.ru/handle/123456789/3009

7.3. Ilepevyenb HHGPOPMAIMOHHBIX TEXHOJIOT Ui, HCIOJIb3YEeMbIX NPH
OCYILIECTBJIEHHH 00Pa30BaTeILHOIO Mpouecca Mo JUCHUIIHHE, BKJII0Yast
nepevYeHb MPOrPAMMHOI0 o0ecneYeHUus1 1 MHPOPMAMOHHBIX CIIPABOYHbIX
CUCTEM

B  oOpaszoBaTeqbHOM  Ipomecce  HCIONB3YIOTCS  MHGOPMAalMOHHbIE  TEXHOJOTHH,
pealM30BaHHBIE HAa  OCHOBE  HMH(MOPMAIMOHHO-0Opa30BaTEIBHOIO  IOpTala  HHCTUTYTa
(www.mivlgu.ru/iop), 1 ”HPOKOMMYHUKAITNOHHON CETH MHCTUTYTA:

- IpeIOCTaBICHHE YIeOHO-METOINYECKUX MaTepHAaIOB B DJICKTPOHHOM BHJIE;



- B3aUMOJICHICTBHME YYaCTHUKOB O0O0pa30BaTENLHOTO TIpoIlecca uepe3 JIOKATbHYI CETh
WHCTUTYTA U IHTEpHET;

- TIPEIOCTABIICHUE CBEJICHUIN O pe3yibTarax yueOHOW AESITeTbHOCTH B SJICKTPOHHOM JIMYHOM
KaOMHETEe 00yJaromerocs.

NudopmannoHHbIe CIIPABOYHBIE CHCTEMBI:

1. OHnaiiH aHTJIOS3BIYHBIA CIIOBaph TEPMUHOB U3 OOJIACTH WH(POPMAIMOHHBIX TEXHOJIOTHU
«Computer Hope», pexxum gocryma: http://www.computerhope.com/jargon.htm

2. OHnaiiH pecypc CO CTaThIMU M HOBOCTSIMH M3 OOJIACTH WH(MOPMAIMOHHBIX TEXHOJIOTHH
«Ars TEchnicay, pexxum gocryna: http://arstechnica.com/information-technology/

3. Ownnaiin CJIOBaph MynbTUTpaH, pEKUM JlocTyna:
http://www.multitran.ru/c/m.exe?a=1&SHL=2

4. OwnutaiiH cnoBapb 200m JIuHrBO, pexxuM focryna: https:// www.lingvolive.com/ru-ru

5. OHnaiiH cI0Bapyu aHTIHICKOTO s13bIKa OKC(POPACKOr0 YHUBEPCUTETA, PEKUM JOCTYyTIA:

https://en.oxforddictionaries.com/

6. OnnaiiH ci1oBapb aHTIMICKOTO sI3bIKa KeMOPHIKCKOTO YHUBEPCUTETA, PEKHUM JJOCTYIIA!

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

7. OHnaiiH cjlOBapd W  DHIMKJIONEAUM Ha  «AKageMHUKE», PEKHUM  JIOCTyIa:
http://translate.academic.ru/

[Tporpammuoe obecrieueHme:

7-Zip (GNU LGPL)

Microsoft Office Standard 2010 Open License Pack No Level Academic Edition
(CocymapctBennbiii konTpakT Nel ot 10.01.2012 roza)

Zoom (CBobomHOo pacnpoctpansemoe [1O Freemium)

Free Commander XE (JIuuensuonnoe cornamenne FreeCommander)

Adobe Reader XI (O6mutue ycinoBus UCIOb30BaHUS MTPOIyKTOB Adobe)

Kaspersky Endpoint Security s 6usneca - Crangaptasiii Russian Edition. 500-999 Node 2
year Educational Renewal (npomierne) (I"pakqaHcKo-1paBOBOI JOTOBOP OFOJKETHOTO YUPEIKICHUS
Ne2020.526633 ot 23.11.2020 rona)

Microsoft Windows 7 Professional (ITporpamma Microsoft Azure Dev Tools for Teaching
(Order Number: IM126433))

Open Office (Apache License 2.0)

7.4. IlepeyeHnb pecypcoB HH(POPMALMOHHO-TEJIEKOMMYHUKAIIMOHHOM CeTH

«AHTEpHET», HEOOXOAUMBIX JJI OCBOCHUS TUCHMUILIMHBI
iprbookshop.ru
dspace.www1.vlsu.ru
computerhope.com
arstechnica.com
multitran.ru
lingvolive.com
dictionary.cambridge.org
translate.academic.ru
mivigu.ru/iop

8. MarepuajbHO-TEXHUYECKOE O0eceYeHue U CIUTITHHbI
KaOuneT HHOCTpaHHOTO sI3bIKa
11 KOMIJIEKTOB ayAMOTapHUTYPHI; KOMIUIEKT y4eOHO-METOJUYECKUX IMOCOOMIA; KOMIUIEKT
npoekimoHHoro obopynoBanus (mpoektop NEC V302XG + mpoeKIHOHHBIN dKpaH); TIa3MEHHBIN
teneBu3op Panasonic 42VS80; DVD mneep V315S; 11 kommbrotepoB: morutop LCD 19” Samsung;
cuct. 6nok Intel E2160/1.8/2048Mb/DVD-RW; knaBuarypa, meiiib. Jloctyn k cetu IHTepHET.

Kabunet anrimiickoro s3pika
KoMruiekT yueOHO-MeToIndecKux nocoouii; kommbiotep: Mouutop LCD 197 Samsung, cucrt.
650k Intel E2160/1.8/2048Mb/DVD-RW, knaBuatypa, mbliib. Jloctyn k cetu HTEpHET.



9. MeToan4yecKkue yKa3aHus M0 OCBOEHUIO JUCHUILINHbBI

[IpakTrueckue 3aHATHS 10 WHOCTPAHHOMY S3BIKY B TpodecCHOHAIBbHOU chepe oOmeHus
HalleJIeHbl Ha  OOy4YeHHE YTEHHUIO, TMepeBoAy H  peepupoBaHHIO  MPOGECcCHOHATBHO
OPUCHTUPOBAHHON MHOS3BIYHOW JIUTEPATyphl. Ha 3aHATHSAX CTYIEHTHI MPUOOPETAIOT HABBIKU PaOOTHI
C QAQYTCHTUYHBIM HWHOA3BIYHBIM HAYYHBIM TCKCTOM, HU3Yy4YarOT HOBBIM JIEKCUYCCKUU Marcpuall,
HEOOXOJUMBIA Ui TepeBojia MPOPECCHOHAILHO OPUEHTHPOBAHHOW JIUTEPATYPhI, BBITIOIHSIOT
JIEKCHKO-TPaMMAaTHYECKUE YIPaKHEHHS (BKIIOYAIOIIHE 3aIaHHsI Ha CIIOBOOOpa30BaHUE, HAXOXKICHUE
CHHOHMMOB, AHTOHMMOB, TEPMHHOJIOTMYECKHX COOTBETCTBHUI), YHTAIOT W TIEPEBOISAT TEKCTHI,
COCTABJIIIOT aHHOTAIIMHM U pedepaTsl 0 W3YyYEHHOMY MaTepuaity, BBITOJHSIOT 3aaHus MO TEKCTY,
TOTOBSITCSI K YCTHOMY BBICKA3bIBaHUIO.

CamocrosarenbHas paboTa CTYyIEHTOB SIBIISETCS HEOTHEMJIEMOH YacThI0 00pa30BaTEIHHOTO
nporecca. 3agaHus ISl CAMOCTOSITENILHOW pabOThl TMpeaHa3HAueHbl JUIs YIIyOJICHUS 3HaHU,
MOJIy4a€MbIX Ha HNPAKTHYCCKUX 3aHATHAX, a TAKXKC IJId CaMOCTOSITSIIHbHOM IMPOBCPKHU KaAdCCTBA
OCBOCHHS IHMCUUIUIMHBI ¥ YPOBHS OBJIQJICHUS €r0 OCHOBHBIMH MOHATUSAMH. JlJIsi YCIIEUTHOTO
YCBOCHUA I[aHHOI\/JI JAUCHUIIIMHBI pPCKOMCHAYCTCA BBIIIOJIHATE BCC 3aaHUA MMPAKTUYCCKOI0 XapakTepa
JIOMa, CAMOCTOSITEIIbHO, & TAKIKE CHCTEMATUIECKH KOHTPOJIMPOBATh Ce0s C MOMOIIIBIO MPEIIaracMbIx
TECTOBBIX 3afaHuid. HeoOXomuMo HCHoJp30BaTh BCE PEKOMEHIYyEMBIE CIIOBapH (B TOM YHCIE
AJIEKTPOHHBIC), CIPABOYHUKH, YICOHBIE TOCOOHS, @ TAKIKE HHTEPHET-PECYPCHI.

Jlnist caMOCTOSITENbHONW Pa0OThI CTYJICHTAM PEKOMEHIYeTCSl Ha MPOTSHKEHUH BCEro Kypca
TOTOBHTHCS K TPAKTUYECKUM  3aHATHUSAM HA OCHOBE IPEJIOKCHHOTO NpernojaBaTeieM IUIaHa,
UCTIONB3YSl PEKOMEHIyeMYIO JIUTepaTypy, a TakKe CaMOCTOATEIbHO HalACHHYI0 MH(popMmammio. B
XO0JIc TIOJATOTOBKM K 3aHATHSIM PEKOMEHIYETCS COCTABISTh IUIAH-KOHCIIEKT OTBETA, 3aIllMChIBATh
BO3HHUKAIOOIUEC BOIIPOCHI IO TEMC 3aHATHA, HOII6I/IpaTI) HaI‘J’IfII[Hl)If/'I MaTepurall 1o TeMe. I[JI?I KOHTPOJIA
CaMOCTOSITENIbHOW ~ pabOThl  CTYAGHTOB  MPENIOJAracTcs  BBIINOJHCHHE  MPAKTHYECKHX,
HHIUBHUIYAJIbHBIX 3aIlaHPII>i.

dopma 3aKITFOYUTEILHOTO KOHTPOJSI TPU TPOMEXKYTOYHOH arTectanuu — dSk3ameH. Jlis
MIPOBEICHUS MIPOMEKYTOYHOW aTTeCTAlUU 0 TUCHUIUIMHE pa3paboTaHbl (POH]I OIICHOYHBIX CPEACTB
U OaUTbHO-PEHTHUHTOBAs CHCTEMa OICHKH YYeOHOH JesTelbHOCTH CTyaeHToB. OlieHKa 110
JUCHUIINIMHE BBICTABJISICTCSA B I/IH(bOpMaIII/IOHHOI\/'I CUCTEMEC U HOCHUT I/IHTerI/IpOBaHHIJﬁ XapakTep,
YUYUTBHIBAIOUIMN PE3yNIbTaThl OIICHUBAHUS YYaCTHs CTYJCHTOB B ayJUTOPHBIX 3aHSATHAX, KayecTBa M
CBOCBPECMCHHOCTH BLIIIOJITHCHHUA 3aHaHI/II\/JI B XOAC MH3YUCHUSA JUCHUILNIMHBI U HpOMC)KYTO‘-IHOI\/’I
aTTeCTaIHH.



[Iporpamma cocraBieHa B cooTBeTcTBUH ¢ TpeOoaHusMu OI'OC BO mo HampaBieHUIO
42.03.01 Pexnama u cesazu ¢ obwecmeeHHOCMb0 W TIPOPIIIIO TIOATOTOBKU Pexiama u césa3u ¢
001ecm8eHHOCbIO 8 KOMMEPUECKOU U NPOU3BOOCMBEHHOU chepe
PaGouyto nporpammy coctaBui cm. npenooasamens Jlebeoes A.P.

[TporpamMma paccMoTpeHa u ogo0peHa Ha 3aceqanuu kapeapsr M4

npotokoi Ne 6 ot 18.05.2021 rona.
3aBenyromuii kadenpoit LA Ilankpamosa E.A.
(ITonmuce)
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Ilpunoscenue
DoH/I OLIEHOYHBIX MAaTEPHAJIOB (CPeICTB) MO AUCHHUIINHE
WHocTpanHbIi S3bIK B IPO(hecCHOHABHOMN cdepe

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

o JMCIUIIJIMHE
OneHouHbIe CPECTBA A1 TEKYILEr0 KOHTPOJISL BKIIFOYAIOT CIIEAYIOLIEE.

5 CEMECTP

TeMbl 1151 U3y4YeHHUs.

Peittunr-kontpois 1.

1. Kmaccudukanus pekiamebl.

2. Uepapxus BO3AE€HCTBU.

PeittuHr-KoHTpOIH 2.

1. Mepapxust BO31€HCTBUI.

2. Pa3zpaboTka pexiiaMHOM KaMIIaHUH.

3. AnbTepHATHBBI CTPATETHH COOOIICHHUS.

Peittunr-kontposis 3.

1. AnbTepHaTHBBI CTPATETHMH COOOIIEHMSL.

2. CTpaTeI‘I/II/I COO6H1€HI/I}I C OMOLMOHAJIBHBIMHU MOTHUBAMMU.

3. Kiaccsl CpeacTB peKiaMbl.

TECTUPOBAHUE

Tema. Knaccuduxanus pexiamsl.

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 HA AaHTJIMHACKUH S3BIK.

oejcBad ayauTopusa, pCKilaMa KOMIIAHWH; IPOoImaraHauvucCTCKas pceKiiamMa, 0OBSBUTH TOYKY
3pCHUS; YIPOIKATH 6J'IaFOHOJ'Iy‘{I/IIO; MpeAHA3HAYCHO,; BbI3bIBATH HCMCIJICHHYIO ITOKYIIKY; pPCKIaMa JJIsd
MpeANpUHUMATEIICH; BIeUb 3a COOO0H; pekiamMa, pazpaboTaHHas MPOU3BOIUTEIEM; TIPsiIMasi PACChLIIKA,;
Ha3BaHHC TOprOBOﬁ TOYKH, BHOCUTH BKJIa/.

3. CooTHECHTE TEPMHHBI C OTIPEIECIICHHISIMH.

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. 3akoHUUTE MMPpEAJIOKCHUS.

Advertising 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. Uepapxust BO3ICUCTBUMA.

1. IlepeBenute Ha pyCCKUH SI3BIK.

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



2. IlepeBenute HAa AHTTMUCKUN SA3BIK.

BIMSHUE Ha TOTpEOWTENel; uepapXxusi BO3JCHCTBUIN; MOMENIATh PEKJIaMHBIC OOBSBICHUS,
00paboTaTh COOOIICHNE; CTUMYIUPOBATh MOTPEOUTENS; HANIPABJIATh YCHIINS; OBJIaIeTh BHUMAHHEM;
PEKIIAaMUPYEMBIH MPOAYKT; MOCIEAYIOIAs MOKYIIKa; XpaHUTh HHPOPMAIIHIO.

. CootHecure TCPMUHBI C OIIPCACIICHUAMMU.

. 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.

4. 3aKOHUYNTE MPEUIOKEHHUS.

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.....

Tema. Pa3paboTka pexiiaMHON KaMITaHUH.

1. IlepeBenuTe 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 aHTJTMHUCKUN S3BIK.

Tpe6OBaTB aHaJlu3a, BBI6I/IpaTB; ONPCACIINTL LECJIN; pa3pa60TaTL CTpaTCTHurO, COCTABUTH
pacrniicanue; oneHuTh 3()(PEKTUBHOCTD;, TOYHBIM W U3MEPEHHBIA; COBMECTUMBIN C II€NIbIO; TPATHUTh
6OJ'ILI_Hy1-O CYMMY; 0CJIa0IATh KOHKYPCHIUIO, rapaHTUPOBATb 0ojilee  BBICOKHUH 6IOI[)KGT;
chopMupoBaTh OCBEJOMIICHHOCTb, TOYHO OIpPEAEIUTh, OCHOBHOE JOCTOMHCTBO; COOOIIEHUE,
IMPUBJICKAIOICC BHUMAHUC, 3aHUMAaTeIbHBIN peKJ’IaMHHfI POJIHUK.

3. [lepeBennTe Ha AHTIIMACKHH S3BIK.

PexnamMuas kaMmIaHus Tpe6yeT aHaJin3a MapKeTHHFOBOﬁ CUTyalluu, MLCJIICBOTO pPbIHKA U
obmux nenert pupmbl. Kak Tonbko ¢hupma BeIOpaia 11e1€BOM PHIHOK, OHA JIOJDKHA OMPEICTUTh 1eTn
U OI0JKET peKiiaMbl, pa3paboTaTh cTpaTeruto, Beiopatb CMU U o1ieHUTh 3P PEeKTUBHOCTD PEKIIAMBI.

]_IGJ'II/I PEKIIaMBbI JOJI’KHBI OBITH pPCATMCTUYHBIMU, TOUHBIMU 1 U3MCPUMBIMH, COBMCCTUMBIMHU C
MAapKCTHUHTOBBIMU U KOMMYHHUKAITUOHHBIMU LCIIAMHA (bI/IpMLI. ITocTanoBka ueneﬁ IIO3BOJIAACT (I)I/IpMe
OLCHUTH 3(1)(1)GKTI/IBHOCTB pacxodg0oB Ha pEKIaMy MU COCPEAOTOYHNTH BHUMAHHWC Ha MCPCICKTHUBAX
MPOU3BOAUTCIIBHOCTU U UCITOJTHCHU .

bropkeT peknamMbl 3aBUCUT OT pa3Mepa KOMIaHUH, e¢ (PMHAHCOBBIX PECYpPCOB, TEMIIOB POCTa
IPOMBIIIJICHHOCTH, Pa30pOCAHHOCTH PBIHKA U TOJIOKEHUs (pupmbl Ha pbiHKe. KpymHble (QupMmbI
TpaTAT OoJIpIINE CYMMEI JCHET JJIs1 COXPAaHCHUA JOJIM Ha PBIHKE U ocJia0JIeHns KOHKYPCHTOB.

PeKJ’IaMO,Z[aTCJIB OIPEACIIACT COACPIKAHUC U TEMY PCKIIAMHOIO COO6H_ICHI/I${, a PCKIIaMHOC
areHTCTBO pa3pabaThIBaET MPE3ECHTALUIO.

Tema PCKIIaMbl — 3TO TJIABHOC IMPCUMYIICCTBO IPOAYKTaA. C POCTOM KOHKYPCHIHUHN
IMOSABIISIIOTCA 0osIee KPCaTUBHEBIC U 3aHUMATCIIBHBIC PCKIIAMHBIC POJIUKH.

4. 3akoHUUTE MMpCAJIOKCHUS.
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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 cooOIIEeHus C IMOIMOHATTLHBIMA MOTHBAMH.

1. [TepeBenuTe HA PYCCKHI S3BIK.

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 AHTITMHUCKUI S3BIK.

OMOIMOHAIBHBIA TPU3bIB; BbI3BIBATh UYBCTBA; IPOJaBel], CBA3aHHBI C 0€30IaCHOCTHIO;
JKCJIAHUC HPABUTCA, n30erath OCYKIACHUC, YCUIIUTH BOS,Z[@IZCTBHC; OHCPIrus CHIIbI; OTpaXXaTb
MIPEUMYILECTBO; HEPEKJIAaMHOE COJEp)KaHUE; CIeUUaNbHAs CeNKa; WHGOPMHpYIOIas peKiIama;
croco0 BBIACINTBCA, TEJIEBU3NOHHBIN peKJ’IaMHBIfI POJIMK B q)opMaTe HHTCPBLIO, OBLITH IIOXOXXHUM,
pexiaMupoBaTh B JXypHaJIe; pacTyllee siIBICHUE.

3. CootHecure TCPMHUHBI C OIIPCACIICHUAMMU.

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

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

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

4. A famous person, especially in entertainment or sport.

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

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

7. 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. 3aKOHYNTE MPEUIOKESHHUS.

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. Knaccsl cpecTB pekiamsbl.

1. IlepeBennte Ha PyCCKUM SA3BIK.

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

business-to-business; marketing communications programs.

2. IlepeBenute Ha aHTIMICKUN SA3BIK.

CpeACTBa pEKJIaMbl; Hapy)KHas peKiiamMa, TPAHCIOpTHas peKjaMma; pacchlUlka IO IIOYTE;
MOJXO0/; BO3MOXKHOCTH; CO3JlaHHMEe WH()OPMUPOBAHHOCTH; JOCTHYb pPBIHKA; MpPEIHA3HAYAThCS;
MeCTHas IpoAaka; onpeielEHHbIE YYaCTKN; S9KOHOMUYECKH 3P (EKTUBHBIN, TOBTOPEHNE PEKIaMHBIX



oOpamieHuii; pekJiaMHble INUTHI; apPEHJOBAHHOE HWMYIIECTBO; YAaCTBIH M TMPOJOIHKUTEIbHBIN;
JIEMOHCTpAIHS; JaBaTh BO3MOXKHOCTh; pa3padaThiBaTh; HMEIONTUNCS B HATHINH.

3. CooTHECHTE TEPMUHBI C ONIPEICTICHUSIMH.

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. IlepeBenuTe HA AHTIIMHUCKUI SA3BIK.

Cy1miecTByeT ceMb KIACCOB CPEJCTB PEKJIaMbl: TEJICBU3MOHHAS, >KypHaJlbHasi, ra3eTHas,
paano, HapyXHas, TpaHCIOPTHasA MW paccCbliacMasad II0 II0YTE. vy KaXa0oro m3 HHUX €CTh CBOH
npeumMymecrBa M HEAOCTATKHU, H 3(1)(1)6KTI/IBHOCTI) KaXaoro 3aBUCUT OT C€ro YHHUKAJIbHBIX
Bo3MoxkHOCTel. CMU moryT ObITh MOJI€3HBI B ()OPMUPOBAHUU OCBEAOMIIEHHOCTH O MapKe TOBapa.
TeneBu3noHHbBIE PCKIIaMHBIC COO6H1€HI/I$I MOI'yT OOCTHUIaTb MACCOBOI'O PBIHKA, XOTSA U SABJIAIOTCA
JA0pPOroCTosAIIMMU.

XKypHansl MOryT NpenOCTaBIATh CIOXKHYIO (akTH4ecKyro HHpopManuio. PexinaMmHbie
COO6H.[€HI/I}I MOTYT OLITH JOJTOBCYHBIMHU U HALICJICHHBIMH Ha OCO6y10 AYJAUTOPHIO.

["azeTHas pexyiama NpeKpacHO MOAXOJUT I COJACHCTBUSA MECTHOM PO3HUYHOM MPOJAXKH.

Pa,I[I/IO pPEKiIIaMa SABJISAICTCSA SKOHOMHYCCKHU 3(1)(1)CKTI/IBHOI71, H IIOBTOPATBCA MHOI'OKPATHO.

Hapyxnas pexiiama pa3memaercst Ha peKJIaMHbIX IIUTAX, aPEHI0BAHHBIX PEKJIAMOIATEISIMU.

TpaHSI/ITHbIe PECKIaAMHBIC COO6H.[€HI/I}I - JTO 3HAKU WIH OOBSBIEHHUSI B 06H_IGCTB6HHOM
TpaHcnopre. MIX MOKHO Ha3BaTh PEKJIAMHBIMM IIUTAMH HA KOJIECAX.

Paccrlika o moure uMeeT CBOU npenumMyniecCTBa u C(I)epbl IMPUMCHCHMUA.

YCTHBII OITPOC

OTBeThTE HAa BOIPOCHI.

Tema. Knaccuduxanus 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?

Tema. Mepapxus Bo3nelcTBUI.

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

3. How does a marketer achieve message exposure?

4. What is the purpose of the next step?

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

7. What does message comprehension mean?

8.Why must message acceptance occur?

9. When does message retention occur?

Tema. Pa3paboTka pexiaamMHOI KaMITaHUH.

1. What does an ad campaign require?

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

4. What does setting objectives allow?

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

6. Why do companies spend much on advertising?

7. What may a growing industry warrant?

8. 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?
Tema. CTpaTGFI/II/I COO6H1€HI/I$I C ODOMOIIMOHAJIBbHBIMHU MOTHUBAMMU.
1. What do message strategies with emotional appeals evoke?
2. What commercials associate warm feelings with their brands?
3. What do marketers of insurance use?

4. What do deodorant ads play on?

5. What are the elements of creative message strategy?

6. Who can enhance the persuasive impact of a message?

7. What can increase consumer’s attention?

8. What must the message reflect?

9. What is the advertorial?

10. What do advertorials offer?

11. What is the infomercial?

Tema. Knaccel cpecTB peKiiambl.

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. What kind of advertising can be cost for advertising?

8. What does outdoor advertising consists of?

9. What is transit advertising like?

10. What opportunities are offered by direct mail?

6 CEMECTP

TeMsbl U151 U3y4YEHHUs.

PeliTunr-konTpons 1.

1. Kitaccsl cpencTB peKiIamsl.

2. Hocutenu u rpaduku pexiaamsbl.
PeittuHr-KOHTpOIH 2.

1. Ouenka 3¢ (heKTUBHOCTH PEKIIaMBbl.

2. DTUYECKHE U IOPUIUIECKUE TTPOOIIEMBI PEKIIAMBI.
PeliTunr-koHTpOis 3.

1. DT4eckue u IpUINIecKue TPoOIeMbl PEKIIaMBbI.
2. Uto takoe CBs3H C OOIIECTBEHHOCTHIO?
TECTHUPOBAHUME

Tema. Hocurenu u rpaguku pexiamsl.

1. IlepeBenuTe HAa PYCCKUI A3BIK.

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.

Tewma. Onenka 3 GEeKTUBHOCTH PEKIIAMBI.

1. IlepeBenute Ha pyCCKUH SI3BIK.

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 HAa aHTTMUCKUN SA3BIK.

BKJIIOYaTh B ce0s; OIICHKA; IMpejyiarath, MOTPEOUTENb, OMpPOC; IOACKA3Ka; CTPOTHIA,
KOHKYPUPYIOILUI; BIUATh; BO3AEHCTBOBATh; BCe OoublIe U OOJIbLIE.

3. CootHecure TCPMHUHBI C OIIPCACIICHUAMMU.

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 aHTIMICKUN A3BIK.

OneHka pekjiaMbl BKJIIIOYAaeT B ce0sl MpeaBapuTEIbHOE TECTUPOBAHUE, ITOCTTECTUPOBAHUE U
uccnenoBanue 3(pQPekTUBHOCTH TOBapoobopora. Pupmbl, 3a00TsIMecs O MPOU3BOIUTEIBHOCTH,
MpUAAOT 00JBIIOE 3HAYCHHUE YPHEKTUBHOCTH CBOECH PEKIIaAMBI.

[IpenBapuTenpHOE  TECTUPOBAHUE  PEKJIAMHBIX  COOOINEHUM  MPOM3BOAUTHCS — MYTEM
NOTPEOUTENBCKUX peakuuil uepe3 chnpoc U (OKYCHble TIpynmbl. MapKeToJIord OIEHUBAIOT
peKJIaMHble COOOILIEHMs MO0 UX NPHUBIEKATEIBHOCTH, 3alIOMUHAEMOCTH MOTPEOUTENAMH, Nepeaaye
COOOIIIEHNs U TI0 UX BIUSHUIO HA HAMEPEHUE cJIeaTh MOKYINKY Ha OTHOIIEHUS K MapKe.

MapkeTonoru HCHOJB3YIOT IIOCTTECTUPOBAHUE YEpe3 IIPOBEPKU 3alIOMUHAEMOCTH W
OTHOLIEHMSI K MapKe, a TaK K€ OIeHKa orpoca JUIsl omnpeaencHuss 3PpQGEeKTHUBHOCTH pPEKIaMHOM
KomnaHuto. Ilpu mpoBepke NpUNOMUHAHUSA O€3 MOJCKA3KM IEYaTHBIX PEKJIAMHBIX COOOILEHH
PECHOHJIEHTOB OMNpalMBalOT 0e3 TMOJCKAa30K O peklaMe Haxozsmeldcs B KypHamax. [lpu
UCCIICIOBAaHUM 3alIOMMHAEMOCTH PEKJIIAMHBIX COOOIIEHUH, HCHONb3ysl MOJCKa3Ky, HCIBITYEMbIM
JTAFOT CITUCKHU PEKJIaMHBIX, ¥ CIPAIINBAOT KAaKHE U3 HUX OHU ITOMHSAT WM YNATAJIH.

Metoabl oueHKH 3(PGEKTUBHOCTH TOBAapOOOOpOTa SBIAIOTCS CaMBIMH yO€AUTEIbHBIMU
TecTaMH 3PPEKTUBHOCTH pekjiaMbl. OHU BBISICHSIOT, MPUBEJa JIM peKjamMa K YBEJIUYEHHUIO MPOJakK.
OrneHka peksiaMbl OCHOBBIBAETCSI HA POCTE MPOJAXK.

Tema. OTruueckue v OPUIUIECKHE TPOOTIEMbI PEKIIAMBI.

1. IlepeBenuTe Ha PyCCKUIA SA3BIK.

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

2. IlepeBenuTe HA AHTJIMHACKUH S3BIK.



OTHueckue MpoOIeMbl, JAOCTYHHOCTh HPOAYKTOB, IOJITOCPOYHOE TMpPH3HAHME, YIYUIIUTh
o0pa3, yBenmuuuTh 3PEHEKTUBHOCTh, KPUTUKH OCYXKIAIOT, TOTEPIeTh HEyaady, OCYIICCTBIATh
KOHTPOJIb, CAETaTh BbIOOp, 0OMaHBIBaTh MOTpeOUTENEH, BBOAIIEE B 320y XK/I€HHE MTPEICTaBICHHE,
IMPpUBOJUTH K, OIIINO0YHOE PEIICHUE, UCIIPABUTDH I/IH(i)OpMaI_II/IIO, HaHpaBJ’IeHHHfI Ha z[eTeﬁ, BJIMATH Ha
pemiCHuC pOI[HTCHCfI, HCKCJIATCIBbHBIC PCKIIAMHBIC COO6I_]_ICHI/I$I, IMpaBO HA YaCTHYIO )KU3Hb.

. CootHecure TEPMUHBEI C OIIPCACIICHUAMMU.

. 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.

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

4. TlepeBenute HAa aHTJITMHUCKUN S3BIK.

Pexnama oOecneurBaeT MHOI'O MOJE3HBIX (I)YHKI_II/Iﬁ JJIs1 HOKynaTCJIeﬁ, peKHaMoL[aTeneﬁ u
obmectBa. [lokynmatenu momy4daror uWHGOPMAIIMIO O CBOMCTBAX MPOIAYKTOB U  OpPEHIIOB.
PeKJ’IaMO,I[aTeJ'H/I CO3Mar0T AOJIOCPpOYHOC Y3HABAHUC 6peHz[a. O6H_ICCTBO MOKCT YCUIIUTH
HYKOHOMHYECKYI0 3((EKTUBHOCTh C TMOMOLIbIO pekiaMbl. [IpomayKTel MpomaroTcs Ha MacCOBBIX
PBIHKAX II0 0ojlee HU3KUM oeHaM " paclupeacsairoTCsa I10 IMHPOKHUM FCOFpaQ)I/I‘IeCKI/IM 30HaM.
Hekotopble KpUTHKH yTBEp)KIAIOT, YTO peKJIamMa CTHUMYJIHUPYET MOTPEeOHOCTH, CO3JaBast
HCPCAIMCTUYHLIC HJCAJIBI. Ecin Tak jIerko CKJIOHUTH 4eloBeKa K IMMOKYIIKC, IMOYEMY TAK MHOTO
IpOAYKTOB Tepnar kpax? Kaxkercs Oosiee BEpOSATHBIM, YTO IOKYIATENIM KOHTPOJIUPYIOT PHIHOK,
nenas cBoit Beoop. denepanbHas Toprosas Komuccus 3amnpeniaeT pekiiaMHbIe COOOIICHHS, KOTOPhIC
oOMaHbIBatOT notpeduTenei. Moso1exHbIi PbIHOK 00J1aJaeT OrPOMHBIM OTEHLIMATIOM I OU3Heca.
MsHnoro PEKIIaMbI HAIIPpaBJICHO Ha I[eTeﬁ. P CKJIaMOdaTCIN 3HAKOT, YTO MOJIOABIC HOTpC6I/ITeJ'II/I BIIUAKOT
Ha pelIeHMs poIUTeNeN U caMH 00J1aat0T 3HAYUTEIbHON OKYIAaTEIbHON CIIOCOOHOCTBIO.

Tema. Uto Takoe CBs3u C OOIIECTBEHHOCTHIO?

1. IlepeBeuTe HAa PYCCKUM 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 HAa aHTJIMHUCKUN S3BIK.

CO3I[aBaTB U IOAJACPKNUBATL, C TOUKHU 3PCHUS; (l)OpMI/IpOBaTL MHCHUC, Tpe6OBaTL IIOHMMAaHUA,
Opatbcs 3a pobIeMy; UHTEPECH! ayAUTOPUH; MMPoecCuoHANIbHAs cdepa CBA3U C 00IECTBEHHOCTHIO;
COCTaBUTb IIPOCKT, BBI6paHHBIe NpeACTaBUTCIIN CMI/I; CONHUAJIBHO-OPUCHTUPOBAHHAA IIPpOrpaMma;
PasBUBATh OTHOLICHUA.

3. CootHecute TCPMUHBI C OIIPCACIICHUAMMU.

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.
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4. TlepeBenute Ha aHTTMUCKUN SA3BIK.

OcHOBHOE TpeJHa3HAYCHUE CBsI3el C OOIIECTBEHHOCTHIO (POPMUPOBATH W TOIJICPKUBATH
UMUK KOMIIAaHUW HJIN JIMIa B rjasax 06H.[CCTBCHHOCTI/I, TO €CTh TCX, KTO C(bOpMpreT MHCEHHUEC U
KJIMEeHTe. JTa O6H.I€CTB€HHOCTB WM ayJUuTOPHA BKIHOYACT KIIMECHTOB, IMOTCHHUAJIBHBIX KIHMCHTOB,
yjieHOB 001mMHbI U wienbl CMU, cTyneHTOB, UX pOauTENe, MHOCTPaHHBIX IPaXKJIaH U T.1I.

VYcemex cBsa3ell ¢ OOHIECTBEHHOCTHIO TpeOyeT MOHMMAaHHME MPOOJeM W WHTEPECOB KaxIOu
aymutopuu. CHEUAIMCT TO CBS3sSM C OOIIECTBEHHOCTHIO JOJDKEH HCIHOJIB30BaTh MOIIHBIH
HHCTPYMCHT — I''TACHOCTb.

CHGLII/IaJII/ICT II0 CBA3IM C O6H.[CCTB€HHOCTBIO COCTAaBJIACT TIPCCC-PCIIU3blI U SABJIACTCA
Hy6J'II/ILIHI>IM JIUIIOM KJIMCHTA. OH OpraHu3yeT COLUaIbHO-OPUCHTHUPOBAHHBIC M BOJIOHTCPCKUC
mporpamMmsal, pa3BuBaCcT OTHOIICHHA C NIOTCHIUMAJIbHBIMHU HMHBECTOPAMMU. A,D;MI/IHI/ICTpaTOp II0 CBA35M C
06H_ICCTB6HHOCTBIO Y4aCTBYET B HOBOCTHBIX TCJICIIPpOrpaMMax U OTBEYACT HAa TPYAHBIC BOIIPOCHI.

Tema. Pexsiama B COBpeMEHHOM 0OI111€CTBE.

1. OTBeThTE HA BOMPOCHI.

1. When did advertising increase?

2. What did industry need?

3. What was mass marketing designed for?

4. What doctrine was adopted by advertisers?

5. Who was called the founder of advertising?

6. Why did the tobacco companies hire Bernays?

7. Who was responsible for the purchasing in their household?

8. Who recognized the value of women’s insight?

2. SIBNSIIOTCS JIU CIIEAYIOIME YTBEPKIEHUSI BEPHBIMU WJIM HEBEPHBIMU.

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

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

3. Industry was not interested in recruiting workers as consumers of its products.
4. Mass marketing was invented as a tool of influencing consumers’ behavior.

5. Human instincts cannot be sublimated into the desire to purchase goods.

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

8. Women had a lot of career choices in business.

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

Tema. CkpblTast pexiama.

1. IlepeBennte Ha pyCCKUH SI3BIK.

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 BONPOCHI.

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?



What is called celebrity branding?

What is the role of celebrities in advertising?

3. IlepeBenuTe HA QHTIIUUCKUH S3BIK.

B ckppITO#l pekiiaMe MpOIYyKT BHEAPSIETCS B Kakoe-TuOo mpezacTarieHue. ['epou ¢uabma
MOTYT UCII0JIB30BaTh TOBAP OIPENEIEHHON TOPrOBOW MAapKH.

IleuaTHEbIE n3gaHus pasMCIaroT PEKIIAaMHBIC OOBSIBIIEHUS. Pexiamnbie ITUThI
JEMOHCTPHUPYIOT pEKJIaMHBbIC OOBSBICHHS UIsI MPOXOXKUX U aBTOMOOMIMCTOB. OHU CTaBSTCS B
Ir000M MecTe ¢ OOJIBIIMM KOJIUYECTBOM 3pHTeHeﬁ. 3HAMEHUTOCTH TaK K€e Y4aCTBYIOT B
HPOABHKEHUH TOBApPOB U PEKIaMe MarasuHoOB.

YCTHBIN OITPOC

OTBeThTE Ha BOIPOCHI.

Tema. Onenka 3(pGeKTUBHOCTH pEKIIaMBI.

. 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?

. Why are sales effectiveness evaluations difficult?

10. What are evaluations of advertising effectiveness based on?
Tema. DTHueckue U IOPUINIECKUE TIPOOIEMBI 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?
. 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. Uto Takoe CBs3u ¢ OOIIECTBEHHOCTHIO?

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. Who can be a public face of a client?

8. What can the PR professional organize?

9. What can the PR representative cultivate?

10. What is the task of the PR executive?
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7 CEMECTP

Temsl 151 U3ydeHus.

PeliTunr-konTpons 1.

1. Yo menaroT cnenuaiucTel B 001acT CBA3€ei ¢ 001ECTBEHHOCTRIO?
2. YpaBieHHuEe KpU3UCOM.

PeliTuHr-KOHTpOIB 2.

1. YnpaBieHue Kpu3ucoM.



2. CBsi3u ¢ OOIIECTBEHHOCTHIO U Mpecca.

Peittunr-xkontpos 3.

1. CBsi3u ¢ OOIIECTBEHHOCTHIO U MpEcca.

2. Kapnepsl B o6sactu CBsizei ¢ 0011IeCTBEHHOCTHIO.

TECTUPOBAHUE

Tema. Uto gemaroT criequaimcThl B o01acti CBs3el ¢ 00IMeCTBEHHOCTRIO?

1. IlepeBenuTe HAa PYCCKUM A3BIK.

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

2. IlepeBenuTe HA AHTJIMHACKUH S3BIK.

[TonyunTs OECIIATHYIO PEKJIaMy; COCTAaBIISITH COOOIICHHS IS MPECCHI; ObITh MOXOXKHUM Ha
ra3eTHBIN Marc€puall, pa3sBHUBAaTb OTHOIICHUS, noz[6op1<a MaT€pralIoB A IIPECCHI; CBEeXHH H
COBpCMGHHHIﬁ; CUHUTATbCA SKCIICPTaAMHU, o6yanb ClIy’Kalllux; OTBCYATH 3a I-ITO-JII/I60; MMPpOBOIUTH
npecc KOH(GEPEHINIO; KOTIa CIENYET; YIIPABIATh KPU3UCOM.

3. CooTHECUTE TEPMUHBI C OMIPEICTICHUSIMH.

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. IlepeBenuTe HA AHTJIMHACKUH S3BIK.

PabGora ClicnuaJInucCcToB II0O CBA3IM C O6HICCTB€HHOCTBIO 3aKJIIO49acTCA B IIOJYUYCHUH
OecrmaTHOW pekyaMbl At cBoero kiweHta. B CMU pacceuiatorcs cooOiieHust ¢ uHpopMaluei
H€06XOI[I/IMOﬁ IJId HalTMCaHHW A MMOJIOKUTCIBHOI'O MaT€purajia O KIIMCHTE.

Hpecc-peJmS JOJIZKCH OBITH MOXO0X Ha I/IHTepeCHHﬁ ra3eTHBIN MaTcpHral, 06T>${CH}IIOIJ_II/II71, qeM
XOPOILH HNPOAYKTBI, YCIYI'H WK JUYHAS UCTOPUS KIIMEHTA.

CHCI_II/IaJ'II/ICTBI 10 CBA3s4AM C 06H_ICCTBCHHOCTBIO Pa3BUBAOT OTHOLICHUSA C MPCACTABUTCIIAMUA
CMMU. XKypHanuctel 60s1€€ CKIIOHHBI YUTATh COOOIIEHHS OT 3HAKOMOT'O M MIPOBEPEHHOTO UCTOYHHKA,
SABJIAIOMICTOCH ITPU 3TOM CBCKHUM, CBOCBPEMCHHBIM U OTBCUAOIIIUM UX UHTEPCCAM.

CriennanucThl 1O CBA3SIM ¢ OOLIECTBEHHOCTBIO CO3JAa0T MOJ0OPKU MaTepHalioB AJisi IPECChI U
CUUTAKOTCA DJKCIICPTaMU 110 OTHOHICHUAM CO CMMU. Ux yacto IIpocCAT O6y‘II/ITB pa6OTHI/II(OB
npennpusaTs 3ppexTuBHO B3aumoaeiictBoBath co CMU.

OT,Z[CJ'I IO CBA34AM C O6IJ.[CCTB€HHOCTLIO OTBCUACT 3a OpraHU3alMI0 H IPOBCACHHUC IIPECC
KOH(EepeHIHH.

CHCI_II/IaJ'II/ICTBI II0 CBA3sAM C O6H.I€CTB€HHOCTLIO pa60Ta}0T B KPHU3UCHBIX CHUTYyallUAgX. Ounn
CO3/al0T AaHTUKPU3HUCHBIN IJIaH, KOTOPBI TpedyeT o(pUnanbHOro MpeICTaBUTENS.

Tema. YnpaBiieHHe KPU3UCOM.

1. IlepeBenuTe HAa PYCCKUM A3BIK.

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

2. IlepeBenute Ha aHTTMIUCKUN SA3BIK.

[IpeononeTs Kpu3Hc; cO3AaTh IUIaH; OBICTPO pearupoBaTh; HaHOCAMIas yuepd HCTOPHS;
CTUXUHHOE GCI[CTBI/IC; YCI0BCUCCKad OI_I_II/I6K8.; MMPOCTYIIOK PYKOBOACTBA, IOpI/II[I/I‘-IeCKI/Iﬁ HpO6J’ICMLI;
YcCTHAas CaMOOIICHKaA, BHEIITHUU KOHCYJIBTAHT, pacro3HaTb COMHHUTCIIbHYIO IMPAKTUKY,
MNEPCOPUCHTUPOBATL BHUMAHUC CMI/I; 0CIIa0UTH BO3MOYKHOE 6C,Z[CTBI/IC; YMCHBIIUTL OITaCHOCTD,
MMETh TPEACTABUTENSA; HWCIIOIHUTENIBHBIA TUPEKTOP; IITATHBIA COTPYIHHUK; YMETh IPUHOCHUTH
HU3BHUHCHUSA, BOCCTAHOBJICHUC I/ICHOP‘-ICHHOﬁ peonyranuu; 3adBJICHHUC Ha XKXCCTKOM HOPpUANYCCKOM
SA3BIKE.

3. CooTtHecute TCPMUHBI C OIIPCACIICHUAMMU.




1. lllegal or dishonest behavior.

2. The state or condition of being wrong.

3. Asudden 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.

4. TlepeBenute HAa aHTIMUCKUN S3BIK.

CHCI_II/IaJ'II/ICTI)I I10 CBA3AM C O6H.[CCTB€HHOCTI>}O TAaKXC YIIPABJIAOT KPHU3HUCAMU. OHu CO3Jar0T
AQHTUKPU3UCHBIA TUTaH JuIs OBICTPOM MPOPMIAKTUYECKOH peakIud B CIydasX BO3HUKHOBEHHS
IIOTCHIUAJIBHO yrpo;xafomeﬁ CUTyalllu. HOTGHLII/IaJ'IBHHﬁ KpI/ISI/ICHHﬁ CUTyallul MOXXHO pPa3aCJINTb
Ha YCTBIPEC OCHOBHBLIC KAaTCTOPUU: CTUXUIHEIE 6GI[CTBI/I$I; TEXHUYECKUU HpO6JIeMI)I; JeJI0BEYECKUN
(bakTop U MPOCTYNOK UM FOPUIUUYECKHI MPOOIEMbI PyKOBOJCTBA. XOPOIIUN aHTUKPU3UCHBIH IJIaH
TpeOyeT 4YeCTHOW CaMOOICHKH opraHu3anmu. VHorma TpeOyeTcss NpPUIVIACHTH BHELIHETO
KOHCYJIbTaHTa IUI aHAJIM3a OpraHru3allii Ha BO3MOKHBIC KPU3UCHI. OTUM JIIOJAM JICTYC PaACIIO3HATDh
y3kue mecta B pabore upmbl. OHu Moryt mepeHanpaBuTh BHUManue CMMU, uToObl ocinabuth
yiepO.

I[JI?I opraHu3ali BaXHO HUMCTbH 0(1)I/IIII/IaJII)HOI‘O OpeACTAaBUTCIIA, SABJIAOMICTOCA JIMIOM M
T'OJIOCOM OpraHu3alliyi BO BpEMsS KpPH3HUCA. DTO0 MOXeET OBLITh HUCIOJIHUTEIbLHBIN JAUPCKTOp HJIU
IOPE3UACHT OpraHM3alMi WM IUTaTHBIM coTpyAaHuk otaena CO, cnenuain3upyromuics 1o
KPpHU3UCHOMY YIIPABJICHUIO. OTOT 4YeIOBEK AOJKECH YMCTb IPHUHOCHTHL H3BHUHCHUA. I/ICerHHee
HN3BHUHCHHUC MOXCET BOCCTAHOBUTHL IIOAIIOPYCHHYIO pCIoyTanuro, a XKCECTKOC 3adBJICHHC Ha
HOPUINYICCKOM SA3BIKEC MOXKCET YXYAIINUTb CUTYAIIUTO.

Tewma. CBsi3u ¢ 00111€CTBEHHOCTHIO U TIPECCa.

1. IlepeBenuTe Ha pyCCKU 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 aHTIMICKUN A3BIK.

[lognepxuBath  OTHOIIEHUs; oOOpamarh BHUMaHHE, 3a0pachiBaTh  COOOIIECHUSIMH;
HpOBGpCHHHfI HCTOYHHK; 3aBOCBATb HOOBCPHUC, Hpe,Z[Ha3Ha‘leHHBII71 JJI1  Ta3€THBIX CGHC&L[PIIZ;
peanbHBIN paccka3; Hanbosiee BaKHBIE MOMEHTHI; BOCXBAJIATh JOCTOMHCTBA; TOCTOWHBINA OCBEIICHUS
B IICYUATH, paaruo WK TeICuepeaadad; SKOHOMUTL LICHHOC BPEMs; BBIMCKNBATL HCTOYHHUKH, CO6I/IpaTb
dakTel; ucKakaTh (GaKThl; MyOJUIMCTHYECKAass CTaThs; TMPEACTaBUTH I  ITyOJUKAIINH;
UHpOpMHpYIOLIas peKiama.

3. CooTHECUTE TEPMHHBI C OIPEICIICHHUSIMH.

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. IlepeBenuTe HA AHTJIMHACKUH S3BIK.

Crnenuamuctel mo CO He MoryT paborars 6e3 mpecchl. OHH MPOBOAAT OONBIIYIO YacTb
BpEMEHH, TMOJJCPKUBasi W pa3BuBas OTHoueHUs ¢ npencraButensimu CMU. Xypuamucter 6omee
JOBCPAIOT MarcpuaiaM H3 IMPOBCPCHHBIX HUCTOYHUKOB. Hpecc-penmm JOJI’KHBI YHNTATbCA KakK
p€ajibHBIE pacCKa3bl, @ HC KaK CTaTbH, BOCIICBAIOIHE KIIHMCHTA. B Hux JOJKHO OBITh HEYTO
nocrorHoe ocsemenne B CMU.

XOpoIIo HamWCaHHBIA MaTepuanl MOXET cOepedyb JparolleHHOEe BpeMs KypHAJIUCTA,
yXoJisilllee Ha TIOMCK MCTOYHHUKOB M cO0p (akToB. Ecnm razera uckaxaer GpaxkThl, TO CHEHUAIUCT IO
CO numIer cTaThlo ¢ BBIPAXKCHHEM JIMYHON TOYKU 3PEHUsI aBTOpa M MYOJIMKYET €. AJIbTepHAaTUBOU
ATOMY MOXKET CTaTh HHPOPMUPYIOIIAs peKiiama.

Tewma. Kapwepsl B o0mactu CBsi3elt ¢ 00IIECTBEHHOCTHIO.

OTBeThTE Ha BOIIPOCHI.

1. How can public relations be defined?

2. What is an alternative to public relations?

3. What can public communications supplement?

4. What can PR improve?

5. What do PR focus on?

6. Why do large companies operate PR departments?

7. What do smaller companies deal with?

8. What do companies try to build?

9. What do general public demand?

10. What do companies show today?

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

YCTHBII OITPOC

OTBeThTE HAa BOIPOCHI.

Tema. Uto menaror crieruaiucThl B o0actu CBsi3el ¢ 00IeCTBEHHOCTHIO?
1. What is the main task of PR professional?

2. How can free publicity be obtained?

3. What kind of press releases do PR professionals craft?

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

5. What is another job of public relations?

6. What is contained in a press kit?

7. Who is regarded as media relations experts?

8. What else do PR professionals do?

9. What is the PR department responsible for?

10. Who manages crises and how?

Tema. YnpaBiieHHe KpU3UCOM.

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

2. How do PR professionals manage crises?

3. What are the main kinds of PR crises?

4. What is required for a good crisis management plan?

5. How can an outside PR consultant help?

6. Why should an organization have a spokesman?

7. Who can become an official spokesman?

8. What skill is necessary for a spokesman?

Tema. CBsi3u ¢ 00IIECTBEHHOCTHIO U MpEcca.

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?



7. What is an advertorial?

Tewma. Kapnepsl B o0mactu CBsi3eit ¢ 001IECTBEHHOCTRIO.
1. How can public relations be defined?

2. What is an alternative to public relations?

3. What can public communications supplement?

4. What can PR improve?
5. What do PR focus on?

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

8. What do companies try to build?

9. 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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BJIOK 1. 3HATbD.
TECTUPOBAHUE
BAPUAHT 1

HAJTHYMH)

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 TCPMHHBI C OIIPCACICHUSIMMU.

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

3.

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

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

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

4. A famous person, especially in entertainment or sport.

5. A statement or action which shows that you support or approve of something or someone.
6. A powerful effect that something, especially something new, has on a situation or person.

7. 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

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.

BAPUAHT 2

dates...

underst

Br16epuTe npaBUIbHBINA 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

CootHecHTe TCPMHUHBI C OIIPCACIICHUAMMU.

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

BriGepuTe npaBrIIbHBINA 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

CooTtHecHTe TEPMHHBI C OIIPEACIICHUAMMU.

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.

. lllegal 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.

P OO NOOOITA, WNEFE W

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

YCTHBII OITPOC

OTBeTbTE HA BOIIPOCHI.

Tema. Knaccuduxanus 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 BO31€UCTBUM.

1. How is advertising’s influence on consumers explained?

2. What are these effects?

3. How does a marketer achieve message exposure?

4. What is the purpose of the next step?

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

7. What does message comprehension mean?

8.Why must message acceptance occur?

9. When does message retention occur?

Tewma. PazpaboTka pekaMHON KaMITaHUH.

1. What does an ad campaign require?

2. What must a firm determine?

3. What should advertising objectives be like?

4. What does setting objectives allow?

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

6. Why do companies spend much on advertising?

7. What may a growing industry warrant?

8. 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?
Tema. CTpaTeFI/II/I COO6H1€HI/I$I C OSOMOLMOHAJIbHBIMHU MOTHUBAMMU.
1. What do message strategies with emotional appeals evoke?
2. What commercials associate warm feelings with their brands?
3. What do marketers of insurance use?

4. What do deodorant ads play on?

5. What are the elements of creative message strategy?

6. Who can enhance the persuasive impact of a message?

7. What can increase consumer’s attention?

8. What must the message reflect?

9. What is the advertorial?

10. What do advertorials offer?

11. What is the infomercial?

Tema. Kiaccel cpeicTB pekiamsl.

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. What kind of advertising can be cost for advertising?

8. What does outdoor advertising consists of?

9. What is transit advertising like?

10. What opportunities are offered by direct mail?

6 CEMECTP (3AUET)

VK-4

BJIOK 1. 3HATD.

TECTUPOBAHUE



BAPUAHT 1

[TogGepuTe COOTBETCTBYIONIUI 3ar0JIOBOK 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

ITonGepure COOTBETCTBYIONIMI 3ar0JI0BOK 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

[TonGepuTe COOTBETCTBYIONIUH 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

YCTHBII OITPOC

OTBeTbTE HA BOIIPOCHI.

Tema. Ouenka 3pPpeKTUBHOCTH PEKIIAMBI.

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. DTHueckue U IOPUINIECKUE TIPOOIEMBI 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?
. 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 CBs13U ¢ 00IIIECTBEHHOCTHIO?

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?

. What can the PR representative cultivate?

10. What is the task of the PR executive?

7 CEMECTP (OK3AMEH)

YK-4

BJIOK 1. 3BHATS.

TECTUPOBAHUE

Bri6epuTe 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

OO ~NOoO O WN P
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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

BJIOK 1. 3HATD.

TECTUPOBAHUE

CooTHecHuTe TCPMHHBI C OIIPCACIICHUSIMMU.



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.

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

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

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

4. A famous person, especially in entertainment or sport.

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

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

7. 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
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

6.

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.

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. lllegal or dishonest behavior.

2. The state or condition of being wrong.

3. Asudden 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. YMETHh.

TECTUPOBAHUE

[TogbepuTe COOTBETCTBYIOIINI 3ar0JIOBOK 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

UTEHUE

HquI/IT aliTe TeKCT U BBIIIOJIHUTE 3alaHuA, CJICAYIOIUC 3a 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. Onpenenurte, ABISAETCS JIU YTBEPKACHUE:

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

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

2. OnpenenuTe, SIBISETCS JIM YTBEPKICHHE:

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

1) B TekcTe HET HHPOPMALTUU 2) NCTUHHBIM 3) N0XKHBIM

3. Onpenenure, ABIAETCS JIU YTBEPKACHUE:

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

1) B TekcTe HET HHPOPMAITHT 2) NICTUHHBIM 3)70KHBIM

4. OnpenenuTe, sIBISETCS JIM YTBEPKICHHE:

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

1) ucTuHHBIM 2) NOXKHBIM 3) B TekcTe HeT HHpopMaIH

5. Ykaxwure, kakoit yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET clieayromias nHpopMmaIus:

Being good at communication implies more successful life.

1)3 2) 4 3)1 4) 2
6. Ykaxwure, kakon yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET ciienyroiias HHPOpMaIIHs:
1)3 2)2 3)1 4) 4

7. OTBETHTE Ha BOMPOC
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. Omnpenenure OCHOBHYIO IO 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 is 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. Onpenenute, SIBISIETCS JIM YTBEPIKICHHE:

Aggressiveness has both positive and negative consequences.

1) uCTUHHBIM 2) TOKHBIM 3) B TekcTe HEeT nH(pOpMAaLIUU

2. Omnpenenute, SBISETCS JIU yTBEPKICHUE!

Violence is the instinct people are born with.

1) B TekcTe HET HHPOPMAITHI 2) NICTUHHBIM 3) JOXHBIM

3. Onpenenute, SBISICTCS JIM YTBEPIKICHHE:

Frustration is always the result of violence.

1) B TekcTe HET HHPOPMALTUU 2) UCTHHHBIM 3) N0XKHBIM

4. Onpenenute, SIBISETCS JIU yTBEPKICHUE:

There are two sources of violence.

1) UCTUHHBIM 2) T0KHBIM 3) B TeKCTe HET HH(POPMALTUH

5. Vkaxute, kakoil yactu tekcra (1, 2, 3, 4) cooTBeTCTBYET ciieyroas nHGopMaLus:

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

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

6. YxaxuTe, kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET clieqyrolas nH()OpMaIIHs:

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

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

7. OTBeTHTE HA BOIIPOC

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. Ompenenure OCHOBHYIO HJICHO 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—kindness, 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. Onpenenurte, SABASAETCS JIU YTBEPKACHUE:

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

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

2. OnpenenuTe, sIBISETCS I YTBEPKICHHE:

People can’t learn to write without special training.

1) B TekcTe HET HHPOPMALTUU 2) NCTUHHBIM 3) N0XKHBIM

3. Onpenenure, ABIACTCS JIU YTBEPKACHUE:

People can make a great number of sentences.

1) B TekcTe HET HHPOPMAITHT 2) NICTUHHBIM 3) JOXHBIM

4. Onpenenure, sIBISETCS JIU yTBEPKICHUE!

Sociologists consider language to be the foundation of every culture.

1) ucTUHHBIM 2) NOXKHBIM 3) B TekcTe HET nH(popMaLuu

5. Vkaxwure, kakoi yactu Tekcta (1, 2, 3, 4) cooTBeTCTBYET cleayroias nHbopMaIus:

There are a lot of languages existing in the world.

13 2)4 3)1 4)2

6. YkaxuTte, Kakoi yactu Tekcta (1, 2, 3, 4) cooTBETCTBYET ClieAyronas HHGOpMAIIHS:

People’s conversation has a social meaning.

13 2) 2 3)1 4)4

7. OTBETHTE HA BOIIPOC

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. OnpenenI/ITe OCHOBHYIO HJICIO TCKCTA

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. Onpenenurte, SABASAETCS JIU YTBEPKACHUE:

All people in the world are literate.

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

2. OnpenenuTe, sIBISETCS I YTBEPKICHHE:

Speed of reading can be improved.

1) B TekcTe HET HHPOPMALTUU 2) NCTUHHBIM 3) N0XKHBIM

3. Onpenenure, ABIACTCS JIU YTBEPKACHUE:

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

1) B TekcTe HET HHPOPMAITHT 2) NICTUHHBIM 3) JOXHBIM

4. Onpenenure, sIBISETCS JIU yTBEPKICHUE!

Slow analytical reading is necessary for absorbing details.

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

5. Vkaxwure, kakoi yactu Tekcta (1, 2, 3, 4) cooTBeTCTBYET cleayroias nHbopMaIus:

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

1)3 2)4 31 4)2

6. YkaxuTte, kakoil yactu tekcra (1, 2, 3, 4) cooTBETCTBYET clieayrolas nHpopmanus:

Adults can be taught to read in special educational institutions.

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

7. OTBETHTE HA BOIIPOC

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. OnpenenI/ITe OCHOBHYIO HJICIO TCKCTA

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. Onpenenute, SIBISIETCS JIM YTBEPIKICHHE:

Rituals are ones of the basic elements of any religion.

1) uCTUHHBIM 2) TOKHBIM 3) B TekcTe HEeT nH(pOpMAaLIUU

2. OnpenenuTte, ABJISIETCA JIU YTBEPKICHUE:

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

1) B TekcTe HET HHPOPMAITHI 2) NICTUHHBIM 3) JOXHBIM

3. Onpenenute, SBISICTCS JIM YTBEPIKICHHE:

The Latin word “religion” meant trust and belief.

1) B TekcTe HET HHPOPMALTUU 2) NCTUHHBIM 3) N0XKHBIM

4. OnpenenuTte, SABJISIETCA JIU YTBEPKICHUE:

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

1) UCTUHHBIM 2) T0KHBIM 3) B TeKCTe HET HH(POPMALTUH

5. Vkaxute, kakoil yactu tekcra (1, 2, 3, 4) cooTBeTCTBYET ciieyroas nHGopMaLus:

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

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

6. YxaxuTe, kakoi yactu Tekcra (1, 2, 3, 4) COOTBETCTBYET clieayrolas nHHOpMaIIUs:

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. Omnpenenure OCHOBHYIO U0 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 is 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. Onpenenurte, ABISAETCS JIU YTBEPKACHUE:

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

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

2. OnpenenuTe, SIBISETCS JIM YTBEPKICHHE:

I small group communication people have task and social roles.

1) B TekcTe HET HHPOPMALTUU 2) NCTUHHBIM 3) N0XKHBIM

3. Onpenenure, ABIAETCS JIU YTBEPKACHUE:

Small groups can be classified in accordance with their functions.

1) B TekcTe HET HHPOPMAITHT 2) NICTUHHBIM 3) JOXHBIM

4. OnpenenuTe, sIBISETCS JIM YTBEPKICHHE:

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

1) ucTuHHBIM 2) NOXKHBIM 3) B TekcTe HeT HHpopMaIH
5. Ykaxwure, kakoit yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET clieayromias nHpopMmaIus:
1)3 2)4 3)1 4) 2

6. YxaxuTe, kakoit yactu Tekcta (1, 2, 3, 4) cOOTBETCTBYET clieqyroas nH)OpMaIIUs:

People take part in different small group during the whole life.

13 2)2 3)1 4)4

7. OTBETHTE Ha BOMPOC

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. Omnpenenure OCHOBHYIO IO 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
Avristotle—Dbelieved 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. Onpenenure, ABISETCS JIN YTBEPKICHUE!
The term social sciences appeared in the 19th century.
1) uCTUHHBIM 2) TOXXHBIM 3) B TekcTe HEeT HH(pOpMALIUU
2. OnpenenuTte, SABJISIETCA JIU YTBEPKICHUE:
History is always treated as a social science.
1) B TekcTe HET HHPOPMAITHT 2) NICTUHHBIM 3) JOXHBIM
3. Onpenenure, ABISETCS JIU yTBEPIKICHUE!
The problems of the social sciences were investigated before this term appeared.
1) B TekcTe HET HHPOPMALTUU 2) NCTUHHBIM 3) N0XKHBIM
4. OnpenenuTte, SABJISIETCA JIU YTBEPKICHUE:
Economics was the first social science to set itself off from the rest.
1) UCTUHHBIM 2) T0KHBIM 3) B TeKCTe HET HH(POPMAILTUH
5. Ykaxure, kakoi yactu Tekcta (1, 2, 3, 4) cOOTBETCTBYET ciieAyromiast HH(OpMAIHs:
Social sciences include a wide range of subjects dealing with human groups.
13 2)4 3)1 4)2
6. YxaxuTe, kakoi yactu Tekcra (1, 2, 3, 4) COOTBETCTBYET clieAyromias nHGOpMaIus:
Before the 19th century some social sciences were studied by philosophers.
1)3 2)2 31 4)4
7. OTBETHTE Ha BOMPOC
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. OnpenenI/ITe OCHOBHYIO HJICIO TCKCTA

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 Yyears, | 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 vows5 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 — yoexneHwust

3 be optional — pakyabTaTHBHBIM

4 long division — neneHue cToI0UKOM

5 t0 VOW — KJISICThCS

1. Onpenenute, SBISICTCS JIM YTBEPKICHHE:

In the Summerhill school there is no timetable for pupils.

1) uCTUHHBIM 2) TOKHBIM 3) B TekcTe HEeT nH(pOpMaLIUU

2. Omnpenenute, SIBISETCS JIU yTBEPKICHUE!

They wanted children to be disciplined at school.

1) B TekcTe HET HHPOPMAITHT 2) NICTUHHBIM 3) JOXKHBIM

3. Onpenenute, SBISICTCS JIM YTBEPIKICHHE:

There is moral training and religious institutions in Summerhill school.

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

4. Onpenenute, SIBISETCS JIU yTBEPKICHUE:

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

1) ucTUHHBIM 2) NOXKHBIM 3) B TekcTe HeT HHpOpMaIIH

5. Vkaxwure, kakoi yactu Tekcta (1, 2, 3, 4) cOOTBETCTBYET cleayromias nHhOpMaIus:

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

13 2)4 3)1 4)2

6. YkaxuTte, kakoil yactu Tekcra (1, 2, 3, 4) cooTBETCTBYET clieqyrolas nHpopManus:

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

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

7. OTBeTHTE HA BOIIPOC

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. Omnpenennure OCHOBHYIO UEIO 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. Onpenenurte, SABASAETCS JIU YTBEPKACHUE:

Britain is one of the first industrialized nations.

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

2. OnpenenuTe, sIBISETCS JIM YTBEPKICHHE:

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

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

3. OHpe,[[eJ'II/ITC, ABJIACTCA JIX YTBEPIKACHUC:

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

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

4. OHpe,[[eJ'II/ITC, SABJIACTCA JIX YTBEPIKACHUC:

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

1) HCTUHHBIM 2) TO)KHBIM 3) B TeKCTe HET HHPOPMAILTUH

5. Vkaxute, kakoil yactu tekcra (1, 2, 3, 4) cooTBeTCTBYET ciieyroas nHGopMaLus:

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

13 2)4 3)1 4)2

6. YxaxuTe, kakoit yactu Tekcta (1, 2, 3, 4) cOOTBETCTBYeT clieqyroias nHHOpMaIIus:

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

13 2)2 3)1 4)4

7. OTBETHTE Ha BOMPOC

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. OHpeI[eJ'H/ITe OCHOBHYIO HJICIO TCKCTA

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.

UNIVERSITIES IN THE UK

1. Universities in Britain are a magnet for students all over the world. There are currently over
250,000 from outside Britain studying at British universities. The largest single group is Chinese
students. There are currently 50,000 in the UK, The British government expects the total number of
overseas students to be around 900,000 by 2020, and also thinks that a quarter of these will be
Chinese. But why is the UK such a popular destination for university students? Well, the quality of
your course is guaranteed. All courses are assessed by an independent system, so you can be assured
that your course is officially approved and has wide international recognition.

2. The British education system is flexible in provision for the needs of a modern society. It is
also cost-effective. Degree courses are usually shorter and more intensive than in other countries.
There are lots of scholarships available. You normally need 3 A-levels, which are the exams taken by



people leaving school at 18, in order to enter a course. You also need an IELTS score of at least 5.5,
but many universities offer foundation or access courses to prepare students for their studies.

3. British universities offer a personalized but independent approach. The emphasis is on
creative and independent thought, which helps develop the skills you will need to compete in the
global job market. Tutors not only teach but also provide support and guidance. As a result,
international students have a very low drop out rate and a very high pass rate.

4. It is very simple to become an international student in the UK. The British Council offers a
free and impartial service to anyone who is interested in studying in the UK, and an organization
called UCAS assists you in finding a course and making an effective application. The UK is a
dynamic and cosmopolitan place. The countryside is beautiful, and the theatres, museums,
architecture and rich history make it a fascinating place to live and study. Why not give it a go?

1. Onpenenurte, SABASAETCS JIU YTBEPKACHUE:

Most UK universities offer preparatory courses.

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

2. OnpenenuTe, sIBISETCS JIM YTBEPKICHHE:

To enter the UK Universities is very difficult task for foreign students.

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

3. OnpeﬂenHTe, ABJIACTCA JIX YTBEPIKACHUC:

In the UK universities there are lots of students from the Far East.

1) B TekcTe HET HH(pOpPMALTUH 2) HICTHHHBIM 3) JOKHBIM

4. Onpenenute, sIBISETCS JIU YTBEPIKICHUE!

Public support is a norm in the British education system.

1) ucTUHHBIM 2) NOXKHBIM 3) B TekcTe HeT HHpOpMaIIH

5. Vkaxwure, kakoi yactu Tekcta (1, 2, 3, 4) cooTBeTCTBYET cleayroias nHhopMaIus:

In the UK, it takes less time to obtain a university degree than in many other countries.

13 2)4 3)1 4)2

6. YkaxuTte, Kakoi yactu Tekcta (1, 2, 3, 4) COOTBETCTBYET ClieAyIonas HHPOPMAIIHS:

There is an independent assessment system in the UK universities.

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

7. OTBETHTE HA BOIIPOC

What is the teaching approach in the UK universities?

1) The students are taught to be creative and intelligent.

2) The teachers are very strict.

3) They are taught to be free-minded.

4) The student can do whatever they want.

8. OnpenenI/ITe OCHOBHYIO HJICIO TCKCTA

1) Studying in the UK universities is free.

2) Studying in the UK universities is very interesting and prestigious.

3) Studying in the UK universities is very cheap and simple.

4) Studying in the UK universities is very fashionable.

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 uH(pOpMaLuu

2. OnpenenI/ITe, ABJIACTCA JIX YTBEPIKACHUC:

The communication rules are used to establish good working relationships.

1) B TekcTe HET HH(pOpPMALTUH 2) HICTHHHBIM 3) JOKHBIM

3. Onpenenute, SBISICTCS JIM YTBEPIKICHHE:

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

1) B TekcTe HET MHPOPMALTUU 2) UCTUHHBIM 3) NOXKHBIM

4. OnpenenI/ITe, ABJIACTCA JIX YTBEPIKACHUC:

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

1) uCTUHHBIM 2) TO)KHBIM 3) B TeKCTe HET HHPOPMALTUH

5. Vkaxute, kakoit yactu tekcra (1, 2, 3, 4) cooTBeTCTBYET ciieyroias nHGopMaLus:

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

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

6. YkaxuTte, kakoi yactu Tekcta (1, 2, 3, 4) cooTBeTCTBYET clieayromiast uH(OopMarus:

To maintain good relationships one should avoid public criticism.

13 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. Omnpenenure OCHOBHYIO HUJECIO 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.

COBECEJJOBAHUE

OBHIEITPO®ECCHUOHAJIBHBIE TEMBI: "Knaccudpukauusa peknamsl”, "Uepapxus
Bo3zaelcTBuil", "Pa3paboTka peknamMHON kammaHuu'", "ANbTEepHAaTHBBI CTpaTeruu CcooOIIeHus",
"Crtpateruu cooOuieHus ¢ s3MouoHaabHeIMu MoTHBamMu'", "Kitaccel cpenct peknamsl”, "Hocurenu u
rpaduku pexiamsl”, "Onenka 3¢pekTuBHOCTH pekaambl”, "DTHUECKUE U IOPUIHMUECKUE MPOOIEMBI
pexsamebl”, "Uto Takoe CBsi3u ¢ obOmecTBeHHOCTRI0?", "UTOo menarot cnenuainctel B oomactu Csizeit



¢ oOmectBeHHOCTBIO?", "YmpaBinenue kpusucom", "CBsi3u C OOIIECTBEHHOCTHIO M Tmpecca’,
"Kapbeps! B o01acTu CBsizeid ¢ 001IeCTBEHHOCTHIO".
OTBeThTE HAa BOIIPOCHI.
BAPUAHT 1
1. How can advertising be classified?
2. How is advertising’s influence on consumers explained?
3. What does an ad campaign require?
4. What do message strategies with emotional appeals evoke?
5. What are the classes of advertising media?
6. What is included in the evaluation of advertising?
7. What does advertising provide?
8. What is the task of public relations?
BAPUAHT 2
1. What is the main task of PR professional?
2. What types of advertising are discussed here?
3. What are these effects?
4. What must a firm determine?
5. What commercials associate warm feelings with their brands?
6. What does the effectiveness of each approach depend on?
7. What do benefit for buyers include?
8. How is pretesting ads done?
BAPUAHT 3
1. Whom can these publics include?
2. What kind of press releases do PR professionals craft?
3. What are the main kinds of PR crises?
4. How can a PR person win the trust of mass media?
5. What can public communications supplement?
6. What is corporate image advertising directed toward?
7. How does a marketer achieve message exposure?
8. 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
1. What do primary attention-getting properties of an ad include?
2. What are the elements of creative message strategy?
3. What does the size of the advertising budget depend on?
4. How do respondents questioned in unaided recall tests?
5. What do some critics say?
6. What must a PR professional know?
7. What is another job of public relations?
8. 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?
4. What is direct-response advertising intended for?
5. What helps grab attention?
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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

1. What kind of advertising can be cost for advertising?
2. What are the most strangest tests?

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

5. Who is regarded as media relations experts?

6. Who can become an official spokesman?

7. What is an advertorial?

8. 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

1. What is required in some sentences?

2. What can the PR representative cultivate?

3. What is the PR department responsible for?

4. What do general public demand?

5. Where does a PR department play a critical role

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

8. What do marketers do?

BAPUAHT 10

1. What is the theme of the message?

2. What do advertorials offer?

3. What opportunities are offered by direct mail?

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

6. What are many people irritated by?

7. What is the task of the PR executive?

8. Who manages crises and how?

MeToauyeckue MaTepUAJbl, XapaKTePHU3YIOIHe MPOLeAYPhI OlleHUBAHUS
5 cemectp (3a4€T)

1. TectupoBanue (TepmuHsl, onpenenenus, yTeHue (MpodheccuoHaNbHas JEKCUKA).
2. CobecenoBanue 1o oOmenpodeccuoHanbHbiM TemaM: "Krnaccudukanus pexiamsl',

"Uepapxust Bo3zaelctBuii", "Pazpaborka peknamMHON KamnaHuu", "AJIbTEpHAaTHBBI CTpaTEruu
coobmenus”, "Crtparerun cooOmeHuss ¢ SMOIMOHAIbHBIMU MoTuBamu'", "Kiaccer cpencts
peknamsl”.

6 cemecTp (3auer)

1. TectupoBanue (TepMuHbI, onpeeneHus, YTeHne (mpopeccuoHanbHast JIEKCUKa).

2. CobGecenoBanue o obmenpodeccuoHanbHbiM TemaM: "Hocurenu u rpaduxu pekaamsl”,
"Ouenka 3¢dexTuBHOCTH pekyambl’, "DTHUeckue W opuanyYeckue mpoliemsl pekiambl”, "UTo
Takoe CBs3U C oOmecTBeHHOCTBIO?", "UTO [emalT CcHoenMalnucThl B 00JacTH  CBS3EH C



oOmecTBeHHOCTHIO?", "YripaBienue kpusucoM", "CBsi3u ¢ 00IIeCTBEHHOCTHIO U npecca”, "Kapbepsr
B 00JIaCTH CBsI3€H ¢ OOIIECTBEHHOCTRIO".

7 cemecTp (PK3aMeH)

DK3aMeH

IIPOBOJIUTCSA

AJIEKTPOHHOW W YCTHOW  opmax

KOHTPOJIMPYEMBIMH pe3yibTaTaMu 00pa3oBaHUs:
1) anexrponnas gopma - TectupoBanue B MOII MOODLE (YK-4. briok 1 — 3HaTh);
2) anekTpoHHas u yctHas ¢popmbl - TectupoBanue B MOIT MOODLE wu cobecenoBanne (YK-
4. biiok 2 — ymeTs).
DK3aMeHaIMOHHasi paboTa BKIIOYACT TPH 3aJaHUS:
3amanue 1. brnok 1. Tepmunsl. Onpenenenust. (10 (5+5) Bonpocon)
3amanue 2. biok 2. Urenue. [Ipodheccnonanpuas aexcuka. (10 (5+5 Bonpocos).
3ananue 3.1. biok 3. Urenue (8 Borpocos)
3amanue 3.2. biok 3. CobecenoBanue (8§ BOIpocoB)
pa3MeleHbl B HOII MOODLE:
https://www.mivlgu.ru/iop/course/view.php?id=274.

TecToBBIE

3aJaHusd

B COOTBCTCTBHH C

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

Onenka | OueHka mo mkane O6ocHoBaHue Yposens
B chopmuposannocmu
Oanax KomnemeHnuyuil
bonee | «OtamuHO» Coneprxanue Kypca OCBOCHO Buicokuit yposens
80 MOJIHOCTBIO, 03 TPOOEIIoB,

HEOOXOIMMBIC TIPAKTUYECKUE HABBIKU

paboThl C OCBOEHHBIM MaTEPHUAIIOM

chopMHUpOBaHEI, BCE

PEYyCMOTPEHHBIC IPOTPAMMOit

o0OydeHus yueOHbIe 3aaHus

BBIMOJIHEHBI, KAYECTBO UX BBIMOJHEHUS

OIIEHEHO YHCIIOM 0aJIoB, OJIM3KUM K

MaKCHUMaJIbHOMY
66-80 | «Xoporo» ConepxaHue Kypca OCBOCHO Ilpoosunymotii

MOJHOCTBIO, O3 MPo0esIoB, HEKOTOPLIE | yposens

NPaKTUYECKHE HAaBBIKH PAOOTHI C
OCBOCHHBIM MaTepUaJIOM
c(hOopMHPOBAHBI HEJOCTATOYHO, BCE
IPeIyCMOTPEHHBIE TPOTPaMMOii
o0y4deHus yueOHbIe 3aaHus
BBINOJIHEHBI, KAYECTBO BBIOJIHEHUS HU
OJTHOTO W3 HUX HE OIICHEHO
MHUHHMAaJIbHBIM YUCIIOM 0aJlIOB,
HEKOTOPbIC BUIBI 33/IaHUI BBITIOTHEHBI
C oIMOKamMu




50-65 | «Y10oBIETBOPUTEIHLHOY» CogaeprxaHue Kypca OCBOEHO Ilopozoeuwlit yposens
YaCTU4HO, HO HpOGCHBI HC HOCAT
CYIIECTBEHHOT'O XapaKkTepa,
HCO6XOI[I/IMBIC MMPAKTUYICCKNUEC HABBIKU
paboThI ¢ OCBOCHHBIM MaTEPUAJIOM B
OCHOBHOM C()OPMHUPOBAHBI,
OOJIBIITMHCTBO MPEyCMOTPEHHBIX
porpamMMoii 00ydeHus: ydeOHbIX
3aJJaHUI BBIITOJIHEHO, HEKOTOPBIC U3
BBITTOJTHEHHBIX 3aJaHUM, BO3MOXKHO,
COJIepXKaT OIMMMUOKH

Menee | «HeynosnersopurensHo» | CoaepkaHue Kypca HE OCBOEHO, Komnemenuyuu ne
50 HE00X0/IMMbIe PAKTUUECKUE HABbIKU | cghopmuposansl
paboThI HEe CPOPMUPOBAHBI,
BBINOJIHEHHbIE YUE€OHbIC 3a/1aHUS
cojiepxat rpyobie olrOKu

3. 3agaHus B TeCTOBOM (popMe 1O TUCHUILINHE

IIpumepsl 3anaHmii:

[Ipumep 3ananus 3aKpBITOTrO TUIIA.

HpO‘II/IT aliTe TeKCT U BBI6epI/ITe IIoAX0AA1IEC 3arjiiaBue.

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

[Ipumep 3aaHUs OTKPBITOTO THIIA.
Broummre oqH0 MoaXoasAiee Mo CMBICITY CI0BO JUIS JAHHBIX IPEII0KEHUMN.

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.

Ionupii IMEPCUCHb TECTOBBIX 321,[[8.HI/II71 C YKa3aHUCM IIPABUJIbHBIX OTBETOB, PA3MCIICH B Oanke
BOIIPOCOB  Ha  MH(GOPMalMOHHO-00pa30BaTeIbHOM  MOpTaje  MHCTUTYTa IO  CCBUIKE
https://www.mivlgu.ru/iop/question/edit.php?courseid=274

OHGHKa PACCUUTBIBACTCA KaK IMPOLCHT IMPAaBUJIBHO BBIIIOJIHCHHBIX TCCTOBBIX SaI[aHI/Iﬁ N3 ux
oOrero yucia.




