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1. MMaconopT AMCUHUIIJIHHDI:

Nupexc qucumimbel: 51.0.26
HaumenoBanue u xoj crerraibroct moarorosku 42.03.01- «Pexnaman CO»

I'ox oOyuenus: 4

dopma 00yUyeHHs: OUHAS

Cemectp: 5, 6

O011ee K0JI-BO YaCOB Ha AUCLUHUIUIMHY 252

AyauTOpHOE KOJI-BO YacOB Ha JUCIUIUIHHY 144, u3 Hux 144 -
npakTudeckux u 108 gacoB camocTosTenbHas paboTa.

2. AHHOTALMA

Kypca uwuraercs Ha aHrmiickoM s3bike. OTnpenerieHHOE MECTO YAEJIEHO HU3YYEHHUIO
COLIMOKYJIbTYPHBIX OCHOBAHUHU JESATEIBHOCTH B O0JIACTH peKJIaMbl M CBs3ed ¢ OOIIECTBEHHOCTHIO,
po0JsieMbl B3aMMOJEHCTBUS pernoHanbHbIX PR-ciy’)k0 ¢ MECTHbIMU OpraHamMH BJacTH, BOIIPOCAM
MCTOPUY BO3HUKHOBEHMSI U pa3BuTus pexsambl 1 CO.

Kypc npeanonaraer Takxe oOyueHUE CTYJEHTOB HAMCAHWUIO T'PAMOTHBIX, IPHUBIIEKATEIbHBIX
PEKJIaMHBIX TEKCTOB Ha aHIJIMICKOM SI3BIKE

2.1. B3auMocBS3b JMCUUILUIMHBI € IPYTUMH TUCHHIIMHAMH Y4eOHOI0 IUVIAHA CIeNMAIBLHOCTH.
Ha sTtoM ypoBHe 00yueHHs 110 BOZMOKHOCTH M30eraeTcsi JOCIOBHBIN MEpeBo/l, TpaMMaTHUECKUe

CXO/ICTBA C aPMSAHCKHUM WM PYCCKUM SI3bIKAMH 00’ SICHSIOTCS TOJIBKO NPU HATMYMH CIOXKHBIX

KOHCTPYKLUH, SI3bIK H3y4aeTCs OCHOBBIBASCH Ha MPO(ECCHOHABHBIE TEKCTHI.

2.2. TpeOoBaHus K MCXOHBIM YPOBHSIM 3HAHUN U YMEHUI CTYIEHTOB /ISl MPOXO0KIEHHA
AUCHHUILIMHBI

JInss TpHCTYIUIeHWsT K uW3ydeHHI0 gaHHOM nporpammbl  (B-2,  upper-intermediate
OO1eeBponeickoil mkanbl — BIaJCHUS HHOCTPAHHBIMH SI3BIKAMH), CTYJCHT JOJDKEH BIAJCTh
ypoBHem b-1 (intermediate level). CtyaeHT no/mkeH MOHHMATh OCHOBHBIE MBICIH YCIBIIIAHHOTO,
copMyITUpOBaHHBIE SICHO W C COOJIIOJICHHEM JIUTEPATYPHOH HOPMBI, TMOHMMATh TEKCTHI Ha
MIOBCEJHEBHbIE TEMbI, C JOCTATOYHO YIOTPEOUTENHbHBIMH CIOBAMH U TPaMMaTHISCKHMHU
KOHCTPYKIMAMH, 03 MOATOTOBKH y94aCTBOBATH B JHAJIOraXx Ha pasHbIe TEMbI (CEMbs, CBOOOIHOE
BpeMs, paboTa, MyTEeIIeCTBHS, pa3Hble HOBOCTH), PACCKa3bIBaTh O CBOMX BIICUATICHUSX, IUIAHAX,
UCIIOJIB3Ysl HECIIOKHBIC (ppa3bl, BIaJA€Th OCHOBHBIMU IPAMMATHYCCKUMH 3HAHHUSMH.

3.  Conep:xxanue

3.1. lleau u 3a1a4u AMCIUIIHHBI

OcHOBHasi 1eNTb Kypca COCTOMT B OOYYCHHWH NPAKTUYECKOMY BIAICHUIO SI3BIKOM PEKIIAMBI:
Pa3BUTHEC TPAMMATHYCCKU HpaBHJ’IBHOﬁ U JIOTUYECKU OCMBICIIEHHOU YCTHOﬁ U IIMCbMEHHOHN peuu .
JlanHblil Kypc JIEKIUIl MO3BOJISIET pa3BUBATh y CTYJAEHTOB SI3bIKOBYIO, PEUEBYIO, KYJIbTYPHYIO U



npoeCCHOHATIBHYIO KOMIIETEHIIMIO, YTO ONTUMH3UPYET OOy4YeHHE AaHTIUICKOMY S3BIKY  JJIS

CIicnuaJIbHbIX HeeH.

3.2. TpyaoeMkocTh AUCHMIUIMHBI W BH/bI Yy4eOHOii pa0doThl (B aKkajeMHYeCKHX 4Yacax H

KPeIuTax)

TpymoeMKOCTh JUCITUIUIMHBI B aKaJeMUYeCKUX yacax — 252; Kpenutsl — 7,
Kypc paccuutan Ha nBa cemectpa. DopMa KOHTPOJISI — 3a4eT, 3a4eT.

3.3. TpynoeMkocTh AUCHMILUIMHBI M BH/AbI y4eOHOH padoThl Mo y4yeOHOMY

IJIAHY

3.3.1.  OO0beM AUCHUNJIMHBI U BHAbI Y4eOHOH padoThI

Buasbl yue6Hoii padoThl

Bcero, B
aKaj.
yacax

Pacnpenesienue mo cemecrpam

Cem

2

Cem

ceM

CEM.

ceM

CEM.

1

3

4

5

6

7

10

11

1.06mas TPYA0E€MKOCTh U3YyYEHHS
AUCHHUIUIMHBI M0 ceMecTPaM , B T. 4.:

252

144

108

1.1. AyauropHble 3aHATHS, B T. 4.

144

72

72

1.1.1. Jlexuuu

1.1.2. TIpaktuyecKue 3aHATHSL, B T. Y.

144

72

72

1.1.2.1. OGcyxkneHne NpPUKIaIHBIX
IPOEKTOB

1.1.2.2. Keiicsl

1.1.2.3.  JlenoBbie UTpPbI, TPEHUHTH

1.1.2.4. KourpoabHsle paboThl (3a
CYeT MPAKTHUYECKUX 3aHATHH)

1.1.3. Cewmunapsi

1.1.4. JlaGopaTopHbie pabOTHI

1.15. Jpyrue BUJIBI ayIMTOPHBIX
3aHSATUI

144

1.2. CamocrosiTensrast paboTa, B T. 4.:

72

36

1.2.1. TloaroroBka K SK3aMeHaM

1.2.2. Jlpyrue BUIBI CaMOCTOSTENLHON
paboTHL, B T.4. (MOXKHO YKa3aTh)

1.2.2.1. TlucbMeHHbIe JIOMaIllHUE
3a/1aHus

1.2.2.2.  Kypcosbie paboThl

1.2.2.3.  Dcce u pedepartsi

1.3. Koncynbramun

1.4. JIpyrue metomsl u popMbl 3aHATHI **

Uroroeeiii  koHTposb (Dk3ameH, 3auer, qud.

3a4yeT/yKa3arb)

3a4
eT

3a4e




3.3.2. Pacnpenenenue odbeMa JHCHMILIMHBI 10 TeMaM U BHIaM y4e0HOiIl padoThl

Ipakr. Apyrue
Pazjiesibl ¥ TEMbI JHCHHILIAHBI Beero | Jexmn |\ o o Cemuna | Jlaop, BHIDI
aK. M, ak. -pbl, aK. | aK. .
. aK. 3aHATHUH,
qgacoB qgacoB qacoB qgacoB
qgacoB aK. 4acoB
3=4+5+
6+7+8 4 5 6 ! 8
Moayas 1.
Tema 1. Antecedents of modern PR 3 3
Tema 2. Sources of PR 3 3
Tema 3.History of PR in Russia 3 3
Tewma 4. Ethics of PR 3 3
Tema 5.Approaches to PR Ethics 3 3
Test 3 3
Monyas 2. 3 3
Tema 6. The future of PR ethics 3 3
Tema 7. Methods tools and tactics 3 3
Tema 8. Types of PR Advertising 3 3
Tema 9.Advertising messages 3 3
Tema 10. The difference between PR and 3 3
Ad.
Test 3 3
Monayas 3.

Tema 11. Copy

Tema 12. Press release, fact sheet,
newsletter etc.

Tema 13. Copyright

Tema 14. Registration and other
requirements

Test




Monyas 4.

Tema 15. Functions of PR 4 4

Tema 16. Goals, problems and functions of 3 3

PR

Tema 17. Propaganda 4 4

Tema 18. The difference between PR and 3 3

propaganda

Test 4 4

nTOoOro 72 72
3.3.3. Coaep:kaHue pa3aejioB U TeM THCIUNIHHBI

Tema 1. Antecedents of modern PR.

Conventional wisdom marks the beginning of public relations as we know it today as
occurring during the 19th century, in the United States. A confluence of growing mass media outlets,
a desire to reach mass markets, and a need to create public policy support for large industrial
complexes fostered the practice and motivated the pioneers of the field to refine and shape the
practice to the conditions of their time.

Important to note, however, is the fact that although the growth of media outlets offered new
challenges and opportunities during the 19th century, many of the functions of the practice were well
established by this time. Pioneers of the practice working in the 19th century built on a foundation
that arguably reaches back to the dawn of civilizations that are hundreds and even thousands of years
old.

For centuries, leaders of government, religion, and commerce have worked to inspire awe,
mystery, and obedience.

Mercantile activities have required persons who can promote products, services, and
business opportunities. Explorers opened trade routes and created treaty relationships to spark
commerce. Shipping fleets, trade expeditions, and commercial relationships offer anthropologists
insights into the forces that shaped cultures.

Tema 2. Sources of PR

Public relations is associated with all aspects of cultural growth and change. Political
campaigns are the playground of public relations. European monarchies have used pageantry,

diplomacy, warfare, executions, and managed marriages to create and change governments. Colleges




and universities  used public communication to focus attention on their educational
accomplishments. The creation and propagation of new faiths also provided antecedents. Churches
have used techniques to attract and keep converts loyal to the faith.

Tema 3.History of PR in Russia

The historical antecedents of public relations, therefore, are often entangled with
communication activities typically associated with what is called propaganda.

A search for the antecedents of public relations might focus on tools, tactics, strategies,
functions, and outcomes that characterize the profession today. Tools and tactics include rallies,
events, newsworthy stories, editorials, buildings, logos, and treatises. Strategies are timeless: inform,
persuade, identify, collaborate, compete, compromise, and negotiate. The functions provide some
of the strongest evidence: government relations, marketing communication, publicity, promotion,
investor relations, employee relations, and student relations. Outcomes seem timeless: motivate
people to buy, believe, fear, follow, live in religious faith, and support.

The roots of public relations stretch back 4,000 years. They include the creation of the
buildings, statues, idols, and governmental communication systems of highly sophisticated ancient
societies. The ceremonial burial of leaders, even as deities, is part of the history of public
relations.

Tema 4. Ethics of PR

Public relations ethics inspires much debate between public relations communicators and

those suspicious of the field. Because of the weighty responsibilities of the public relations
function within an organization and its ability to wield influence, public relations ethics is a
vibrant topic that should be discussed, researched, and refined. First, what is ethics? Immanuel
Kant wrote, “By way of introduction, | had defined ethics as a science that teaches, not how we are
to achieve happiness, but how we are to become worthy of happiness” (1793/ 1974, p. 45). Other
scholars defined ethics as the study of what is right and wrong, fair and unfair, in how we should
live our lives. Simply defined, ethics is the study of morality. Ethics assumes that truth and
morality exist and can be discovered through the rules, values, and principles that govern, or
should govern, behavior.

Tema 5.Approaches to PR Ethics

“Scholars have attempted to conceptualize an ethical body of knowledge in public relations. Related
disciplines such as communication ethics, media ethics, and business ethics have contributed theories

and ideas to the discussion. Public relations scholars have applied moral philosophy to public



relations ethics and found it a fruitful area of study. However, public relations practice has failed to
follow scholarship by basing its ethics squarely in moral philosophy. Few public relations
practitioners have studied moral philosophy or ethics, and most tend to rely on situational ethics or
crude cost-benefit analyses of dilemmas rather than rigorous philosophical analyses. Research found
that situational ethics are the preference of public relations practitioners in the United States. A
situational approach to ethics is problematic because it sees no universal or generally applicable
moral norms, but looks at each situation independently. The lack of guidance given by situational
ethics limits its usefulness; furthermore, it is normally employed by those with very little ethics
training. Scholars found that public relations courses and texts gave little attention to the topic of

ethics.

Tema 6. The future of PR ethics

Many public relations researchers endorsed the idea that public relations practitioners should act
as the ethical conscience of their organization. They are seen as naturally filling this
organizational role because of their expertise in relationship building, conflict management,
reputation management, and communication with publics. One drawback is that most professional
communicators have had little formal training in ethics or philosophy. Thomas H. Bivins concluded
that although the study of ethics is crucial to the future of public relations, “there is no accepted
conceptual framework from which to study public relations ethics” (1989, p. 49).

Ron Pearson contributed two moral imperatives to the study of public relations ethics. First, he
said that maintaining communication relationships with publics is a moral imperative; second, he
said one must improve the quality of these relationships by making them “increasingly
dialogical” (1989b,

p. 377). Pearson advocated a “co-orientation” theory approach based on dialogue and understanding.
Viewing dialogical communication as synonymous with symmetrical communication.

Applying these ethical models to public relations practice and educating public relations
practitioners about the approaches to analyzing a moral dilemma are primary concerns in this field. For
public relations to mature, grow in responsibility, and perform the role of ethical counsel or ethical
conscience of the organization, practitioners must be well versed in ethics and trained in ethical
analysis. Forward-thinking organizations are embracing this idea today. The growth of public relations
ethics will ensure that it can overcome a dubious beginning and perform a positive function in society
by providing information and by building and maintaining relationships between organizations and the
many publics that they serve.



Tema 7. Methods tools and tactics

Traditional public relations tools include press releases and press kits which are distributed
to the media to generate interest from the press. Other widely used tools include brochures,
newsletters and annual reports. Increasingly, companies are utilizing interactive social media
outlets, such as blogs, microblogging and social media. Unlike the traditional tools which allowed
for only one-way communication , social media outlets allow the organization to engage in two-way
communication, and receive immediate feedback from various stakeholders . There are two types of
two-way communication. Two-way asymmetrical public relations and Two-way symmetrical public
relations. An asymmetrical public relations model is unbalanced . In this model an organization gets
feedback from the public and uses it as a basis for attempting to persuade the public to change. A
symmetrical public relations model means that the organization takes the interests of the public into
careful consideration and public relations practitioners seek a balance between the interest of their

organization and the interest of the public.

Tema 8. Types of PR Advertising

Institutional advertising promotes an organization (versus merely a product or service) and
typically is used to announce a new corporate identity, to attract investors, to enhance an
organization’s overall reputation, or to reach out to local communities by promoting the sponsor as a
good citizen engaged in social concerns such as the environment.

Financial advertising is used by for-profit corporations to announce new financial developments.
Securities underwriters routinely publish simple tombstone ads when new securities are offered for a
client.

Issues advertising enables an organization to speak out on an important social problem or
situation in which it has a stake. Advocacy advertising is being used with increased frequency as
part of issues management programs to sway public opinion on public discussions of social
issues. Issues ads also can be run as part of government relations programs to influence voters in
local ballot measures, referenda, and initiatives and to reach congressmen, state legislators, and
local officials when votes are pending on important legislation.

Political advertising is used to lend support to political candidates that a sponsoring
organization supports (or to undermine or attack a candidate they oppose). Such independent

expenditures are permissible under federal election laws (and under state laws) but have been the



focus of intense scrutiny in recent years as labor unions, corporations, and advocacy groups have
become major factors in elections.
Tema 9.Advertising messages
Effective advertising messages focus on a single topic and include a clear call for action. When
developing ads, sponsors confront several basic creative decisions. The most important of these is
to develop a “big idea” or creative concept around which the message will be constructed. Sponsors
also must choose how direct they wish to be. A direct message strategy uses hard-hitting language
and images that leave little doubt about an ad’s purpose; indirect strategies are more subtle so that
the intent is less obvious.
Another major creative decision involves whether to use rational or emotional appeals. Both
techniques can be effective. Rational advertising
appeals focus on logic and argument strength and rely on facts, figures, and illustration. Rational
ads can be particularly effective with audiences that possess the ability and motivation to process
complex arguments. Emotional advertising appeals to the heart (versus the head) and tugs at
people’s affective responses by relying on illustrations, anecdotes, and related devices. Emotional
appeals often draw the interest of people with little previous involvement in a topic.
Ads also can be structured as lectures or dramas. In a lecture, a speaker addresses the audience
using a first-, second-, or third-person narrative. In a drama format, the audience eavesdrops on a
scenario involving others and participates vicariously. Dramas invariably provide lessons that are

inferred by the audience and reinforced in the ad’s closing.

Tema 11. Copy

Copy is written text that will be printed. It may be informative or persuasive in nature. It can
be used in reference to articles that will appear in news- papers or magazines. It can also refer to the
text of advertising.

In the context of public relations, copy may take many forms. These include press
releases, fact sheets, backgrounders, brochures, newsletters, reports, speeches, position papers, and
press statements. When writing copy, public relations practitioners must be mindful of the interests
of the organizations they represent as well as the needs of their publics.

Public relations writers must understand the organization and its purpose for
communication and know the public for whom the piece is written to write good copy. To do this,
the practitioner must be certain that the copy answers all pertinent questions while emphasizing the

points the organization believes to be most important. To write copy well, one must possess an



intimate knowledge of spelling, grammar, punctuation, appropriate capitalization, appropriate
abbreviations, and language usage. In addition, good copy is accurate, brief, and clear. It is important
for a writer to be accurate because mass audiences tend to believe what they see and read in the
media.
Tema 13. Copyright

Before the European Enlightenment, there was no concept of copyright. It was the product of
a shift from seeing knowledge as divine revelation to seeing knowledge as created by people. In the
1500s, the issue of ownership of intellectual property was largely moot because of the licensing
system, whereby the government granted a monopoly to printing companies and authors had little
say in the matter if they wanted to be published. With the decline of licensing arrangements (in
part because of an increasing resistance to censorship), and with both an increasing literacy and a
resultant increasing demand for knowledge, the issue of ownership took on greater importance. Two
justifications were offered for copyright protection for authors—natural rights and utilitarianism.
The natural rights justification was that people had a natural right to dispose of, and benefit from,
the product of their labor, whether mental or physical. The utilitarian justification was that copyright
was the best means of encouraging the development of new knowledge that benefited society. The
first copyright statute in the Western world, the Statute of Anne (1710), was a compromise between
the two positions as its full title indicates—“A Bill for the Encouragement of Learning and for
Securing the Property of Copies of Books to the Rightful Owners Thereof” (Hesse, 2002, p. 38). The

basis of United States copyright law, the federal Constitution, has a similar approach.

Tema 15. Functions of PR

During the 20th century, public relations steadily evolved into a structured profession based
on the development of specializations. The structures of clients and agencies featured functions that
resulted from the development of specialties. Today, we think of these specialties as functions. A
function is a unique service, program, department, or job title.

Each function has its unique set of objectives and is designed to build, maintain, and repair
relationships with specific markets, audiences, or publics. Some of the most typical functions
are media relations, corporate communication, investor relations, issues management, community
relations, employee relations, donor relations, strategic philanthropy, and government relations.
Sometimes these functions stand alone as departments. They may fall under public relations or

public affairs department. The functions of public relations may be subordinate to other



departments. An organization may place various public relations functions under the marketing
department, such as publicity, promotion, integrated communication, integrated marketing
communication, and marketing communication, which some agencies and companies call
“MarCom.” Each function has the sense of being a specialty under the broad umbrella of
departments with titles such as public relations or public affairs, or the functions may be positioned

to support some other department, such as marketing.

Tema 18. Propaganda

The word propaganda comes from the Latin word meaning to propagate or to sow. In its
most neutral sense it means to disseminate or promote particular ideas. Propaganda has been defined
in many ways, most of which center on synonyms such as lies, distortions, deceit, manipulation,
psychological warfare, brainwashing, and the more recent word spin.

Spin, in particular, emphasizes the frequent difficulty of differentiating public relations from
propaganda in that it is associated with the manipulation of political and corporate information to affect
the way in which news is presented. As a result, the term spin doctors is now often used as a synonym
for professional public relations practitioners. Propaganda has been associated with mass
communication, mass persuasion, mind control, and mass brainwashing. It has a history of being used
to promote an ideology and way of life that benefits some to the disadvantage of others. Few examples
are more notorious than the propaganda efforts of Hitler, which he claimed to have learned from the
British and American propaganda machines during the First World War.

4. MarepuajJbHO-TEXHHYECKOe oOecneyeHue JUCIUIIMHBI

[Ipy mnpoBeneHHMH MPaKTHYECKOIO Kypca aHIVIMMCKOro s3plka Hcnonb3yoTrers CJl
Mal"HI/ITO(i)OHbI. Pa3z B MECALl OpraHu3yCTCA IPOCMOTP (1)I/IJ'IBMOB Ha aHIJIMKUCKOM S3BIKE B
KOMITBIOTEPHOW ayAUTOPUU WM B CUHEM 3aJI€.

5. Pacnipenesienne BecoB 1o ¢gopMaM KOHTPOJIAA, IEPBbIH ceMecTp

Beca onenokx Beca Beca
Beca ¢popm Beca dopm NMPOMEKYTOYHBIX HTOIrOBBIX Pe3yJIbTHPYIOLY
TEeKYIIUX P KOHTpOJIel U OILIEHOK el OlleHKH
. NMPOMEKYTOYHBI
KOHTpOJIell B X KOHTDOJICH B pe3yJIbTHPYIOLIHUX NMPOMEKYTOY | MPOMEKYTOUHbI
@DopMBbI KOHTPOJIeH | pe3yJbTHPYIOLIU ouegxax OLCHOK TeKYILINX HBIX X KOHTPOJIel 1
X OLIeHKAaX KOHTpoOJeil B KOHTpOJIeil B OIIEHKH
NMPOMEKYTOYHBI
TeKyLHX X KOHTDONCI HUTOTOBbIX OLIEHKAX | pe3yJbTHPYIO HTOrOBOI0
KOHTpoJei P MPOMEKYTOUHBIX 1Ieil oleHKe KOHTPOJISl B
KOHTpoJIeii MPOMEKYTOY | pe3yJbTHPYIOL




KOHTpoJ1ei

HBbIX

eii oleHke
HTOr0BOI0
KOHTPOJIsA

Bupn yueonoit
padoTBI/KOHTPOJIS

M1t

M2

M3

M1

M2

M3

M1

M2

M3

Tect

KonTtponsHas pabora

Reading

0.25

0.25

Speaking

0.25

0.25

Listening

0.25

0.25

Writing

0.25

0.25

Dcce

Lpyaue gpopmul
(Vrazams)

Jlpyeue ghopmoi
(Vrazams)

Beca
PE3yIBTUPYIOIIHUX
OIIEHOK TEKYIIUX
KOHTpOJIEH B
UTOTOBBIX OIIEHKaX
MIPOMEKYTOUHBIX
KOHTpOJIEH

0.6

0.6

Beca onenox
MPOMEXXYTOYHBIX
KOHTpOJIEH B
UTOTOBBIX OIIEHKaX
MPOMEXXYTOYHBIX
KOHTpOJIEH

0.4

0.4

Bec urorosoi
OIIeHKH 1-To
MIPOMEXYTOUHOTO
KOHTPOJIS B
pe3yapTUpyoLIeit
OIICHKE
MIPOMEXYTOUHBIX
KOHTpOJIEeH

Bec urorosoit
OLICHKH 2-TO
MPOMEKYyTOYHOTO
KOHTPOJIS B
pe3ysbTupyroumei
OILICHKE
MIPOMEXYTOUHBIX
KOHTpOJIeH

0.5

Bec urorosoi
OIICHKH 3-TO
MIPOMEXYTOUHOTO
KOHTPOJIS B
pe3ynbTupyrouei
OLICHKE
MIPOMEXYTOUHBIX
KOHTpOJIeH

0.5

Bec
Pe3yIBTHPYIOLICH

! Yue6nblii Monyis




OLICHKH
MPOMEXKYTOUHBIX
KOHTpOJIEH B
pe3ysbTupyrouein
OLIEHKE UTOTOBOTO
KOHTPOJS

3a4yeT (OLEeHKA
HTOr0BOI0
KOHTPOJIsA)

x=1¥=1 |¥=1

=1 [>=1 [>=1

S=1| >=1 | >=1

Pacnpenesienue BecoB 1o (popMamM KOHTPOJIsI, BTOPOH ceMecTp

DopMbI KOHTPOJIei

Beca ¢popm
TeKyIIHX
KOHTpoOJell B
pe3yJIbTHPYIOIH
X OIIeHKaX
TeKYIIHX
KOHTpoJei

Beca ¢popm
NPOMEKYTOYHBI
X KOHTpOJIel B
OLIEHKAX
MPOMEKYTOYHBI
X KOHTpoJIeit

Beca ouenok
NMPOMEKYTOUHBIX
KOHTPOJIeH 1
Pe3yJIbTHPYIOLIHMX
OLICHOK TeKyIIUX
KOHTpoOJell B
HUTOrOBBIX OLlEHKAX
NPOMEKYTOYHbIX
KOHTpoJ1ei

Beca
HUTOTrOBbIX
OLIEHOK
MPOMEKYTOY
HBIX
KOHTpOJIei B
pe3yJIbTHPYIO
el oleHke
NPOMEKYTOY
HBIX
KOHTPOJIeH

Beca
pe3yJIbTHPYIOL]
eii OlleHKH
TMPOMEKYTOUHbBI
X KOHTPOJIeH 1
OLlEHKH
HTOrOBOI0
KOHTPOJIS B
pe3yJIbTHPYIOL]
eii oleHKe
HTOIr0BOI0
KOHTPOJIst

Bun yueOHoii
PadoThl/KOHTPOJISA

M12 | M2 | M3

M1 M2 | M3

M1 | M2 M3

Tect

KoHnTponbHas pabora

Reading

0.25 | 0.25

Speaking

0.25 | 0.25

Listening

0.25 | 0.25

Writing

0.25 | 0.25

Occe

Jlpyeue ghopmoi
(Vrazams)

Jlpyeue ghopmoi
(Vrazams)

Beca pesynbTupyromux
OIIEHOK TEKYIIUX
KOHTpPOJIEH B UTOTOBBIX
OLIEHKaX
MPOMEKYTOUHBIX
KOHTpOJIEH

0.6 0.6

Beca onenok
MPOMEXYTOUHBIX
KOHTPOJIEH B UTOTOBBIX
OIIEHKaxX
MIPOMEXKYTOUHBIX
KOHTpOJIEH

0.4 0.4

Bec urorosoii ouenku 1-
TO IPOMEKYTOYHOTO
KOHTpPOJISI B
pe3yJabTUPYIONICH

2 Yue6ublii Momyib




OLICHKE MPOME)KYTOUHBIX
KOHTpOJIEH

Bec utorosoii oneHku 2-
TO IPOMEKYTOUYHOTO
KOHTPOJIA B
pe3ynbTUpYOIIEen
OLICHKE IIPOMEKYTOUHBIX
KOHTpOJIEH

0.5

Bec utorosoii onenku 3-
r0 IIPOMEKYTOUHOT'O
KOHTPOJIA B
pe3ynbTUpyOLIEen
OLIEHKE TTPOMEXKYTOYHBIX
KOHTpOJIEH

0.5

Bec pesynptupyromeit
OLICHKH IIPOMEKYTOYHBIX
KOHTpOJIEH B
pe3ysbTUpyroLei
OLICHKE UTOTOBOTO
KOHTPOJIA

0,6

JK3aMeH (OLeHKa
HTOTOBOT0 KOHTPOJIsA)

0,4

1

1

6. Teopernueckuii 6,10k

6.1. I'moccapwmii

1.3HaHuEe — OCBOGHME CIOXHBIX I'PaMMaTHUYECKUX CTPYKTYp M clioBapHOro 3amaca ypoBHs C-1.
YMmeHue Gersio BbIpaXkaTh CBOM MBICJIM, HAIMCAaTh 3CCE, MOHUMATh CIOXHbBIE TEKCThI U CTaTbU IO
CHEINAIbHOCTH.
2.YMeHune — crnocoOHOCTh MIPUMEHSTh YCBOCHHYIO JIEKCUKY M TPAMMATUYECKHE KOHCTPYKIUHU KaK B
MMCbMEHHOM TaK M YCTHOM OOILIEHUH, CIOCOOHOCTh MPOYUTATh U OOCYIUThH Ta3eTHbIE CTATbU U
y3KONpo(deccHOHaIbHbIE TEKCTHI Ha aKTyalbHbIE TEMBI.
3.HaBbIk — yMeHUE BIaJeTh U CBOOOHO UCIIOJIb30BaTh MOJIyYE€HHbIE 3HAHMUS.
4 KommereHuuss -  CHOCOOHOCTh IMOHUMATh Y3KoINpodeccruoHallbHbIE TeMbl 0e3 MepeBoja,
HaIucaTh 3CCE U JIEIOBbIE MUCHMO.
5.Pe3ynbTaThl 00y4eHUS — OCBOCHHbIE KOMIETEHLMH M yYMEHHE NPUMEHATh B TOBCEAHEBHOM

JESATEILHOCTH U MMIOBCEAHEBHOMN KU3HU

7. IlpakTnuyeckuii 010K



71.1. Yueono-memoouueckoe ovecneuenue

a)ba3oBble yueOHUKH:

1. Practice the language of PR, M. Chalyan, A. Tunyan

2. Practice the language of Advertising, M. Chalyan, A. Tunyan, A. Kevorkova, Yerevan RAU,
2012

3. English- Russian glossary of terms on Advertising, Yerevan RAU, 2008

0) /lomoJiHUTe IbHASA JIUTEpaTypa:

1. Robert L. Heath: Encyclopedia of PR
2. Roy V. Leeper

B) /Ipyrue ucrouyHuku:

1. www.cambrige.org
2. Macmilanenglish.com

7.2. MatepuaJbl 110 OlleHKe H KOHTPOJIIO 3HAHUI
Bomnpocsl 1J11 caMoCTOATEIbHON padoThl CTY/IEHTOB.

1. Find ads from English and American newspapers
a. draw a parallel between the ads in above mentioned newspapers and Armenian ones
b. Find out how copyright works in Armenia

c. make a report on your research

2. Using the Internet
a. find extra information about the topic touched upon in class

b. discuss breaking news in class

c. make Press Reports

7.3. O0pa3en TecTa MPOMEKYTOYHOI0 KOHTPOJIS
Reading comprehension (5)
1 Editorials give a newspaper a character of its own apart from the news it reports. They allow

the paper to establish a relationship between itself and the community it serves, sometimes by
saying what only a friend and neighbor can.


http://www.cambrige.org/

2 What makes the editorial page different is opinion. It is as important to keep editorial opinion
from being replaced by news as it is to keep editorializing out of the news columns. An editorial
should say something. It should take a line. Preferably a distinctive line consistent with the paper’s
character, even conscience. That’s one reason I recommend not signing editorials, which ought to be
the opinion of the newspaper as an institution rather than of an individual. Over the years, that
institution should develop a personality as distinctive and interesting as that of a country.

3 Please, as few as possible of those pseudo-editorials that are tactfully described as
“balanced” and “objective”. Avoid printing any editorial that can be summed up by the phrase,
“This is a most serious question that deserves study.”

4 Editorials should not be limited to political subjects. A piece promoting walnut trees or good
manners might be more interesting and beneficial than one more piece of punditry. Don’t confine
humor to the other pages. Then again, beware the “humorous editorial”. It can turn out more solemn
of all. Humor generally makes a better appetizer, or seasoning, than an elaborately served main
course.

5 Take everything that can be called news analysis, background, and so on and stick it
somewhere in the paper other than the editorial column. Let the editorial reflect its original, honest
meaning: the opinion of the editor. Better a shorter editorial column than an adulterated one.

6 News and information may be useful, even essential, to back an opinion. But do not use
them as a substitute for it. As a general rule, try to express an opinion early in an editorial,
preferably in the first sentence or two. That gives the reader fair notice. It may even hold his
attention, by getting him to wonder how the paper is going to uphold so improbably an assertion.

1. According to paragraph 1 good relationship between a newspaper and community is promoted

a. by editors

b. by editorials
c. by editions

2. The pronoun it in paragraph 1 stands for .
a. editorial
b. community

C. newspaper

Grammar (20)

She works as a junior for the Today program.

a. reporting b. reported C. reporter
The editor tried to find out everything about his background.

a. journalistic b. journalizing c. journalist
Some unpleasant rumors are at Westminster.

a. circulation b. circulating c. circulate
In answer to your recent , the book you mention is not in stock.

a. inquiring b. inquiry c. inquired
Etcisan form for the Latin word et cetera.

a. abbreviated b. abbreviation c. abbreviate

ESP Questions (20)



involves working with various media for the purpose of informing
the public of an organization’s mission, policies and practices in a positive and credible
manner.
a. Media relations b. Investor relations c¢c. Community relations

is the set of activities involved in managing and orchestrating all
internal and external communications aimed at creating favorable point-of-view among
stakeholders on which the company depends.
a. Issues management b. Corporate communication c. Strategic philanthropy
IS a strategic management responsibility that integrates
finance, communication, marketing and securities law compliance to enable the most
effective two-way communication between a company, the financial community which
ultimately contributes to a company’s securities achieving fair valuation.
a. Investor relations b. Government relations ¢. Community relations
is the management process whose goal is to help preserve
markets, reduce risk, create opportunities and manage as an organizational asset for the
benefit of both an organization and its primary shareholders.

Vocabulary (35)

Soil erosion was by the planting of trees.

a. mitigation b. mitigates c. mitigated

We have people on board to help with any problems.

a. geared up b. gear out c. gear into

The factory has into a major chemical manufacturer.

a. evolving b. evolvement c. evolved

During the 20" century, was an period in the development of PR as a

specialization.

a. evolutionary b. evolution c. evolutionist

In politics Britain has preferred to revolution.

a. evolving b. evolution c. evolvement

The money that the government receives from taxes or an organization receives from its
business a .

a. revenue b. benefit c. income

7.3. TlepedyeHb 3K3aMeHAIMOHHBIX BONPOCOB

1. Antecedents of modern PR

2. Sources of PR
3.History of PR in Russia

4. Ethics of PR
5.Approaches to PR Ethics
6. The future of PR ethics

7. Methods tools and tactics

8. Types of PR Advertising

9.Advertising messages



10. The difference between PR and Ad.
11. Copy

12. Press release, fact sheet, newsletter etc.

13. Copyright

14. Registration and other requirements

15. Functions of PR

16. Goals, problems and functions of PR

17. Propaganda

18. The difference between PR and propaganda
7.4. Od6pa3upbl IK3aMeHAIMOHHBIX OHJIETOB
ORAL EXAM QUESTION Neol
1. Read, translate and retell the text: Copyright
2. Speak on Propaganda and its difference from PR

3. Render the article

ORAL EXAM QUESTION Ne2
1. Read, translate and retell the text. The History of PR
2. Speak on Copy

3. Render the article

8. Meroanueckuii 010K

8.1. MeToauka npenogaBaHusi AUCHUIINHBI
IIporpamma b-2 anrmumiickoro s3plka pa3paboTaHHa s TPOBOXKAEHUS 72 4acoB
MPAKTUYCCKUX 3aH}ITI/II71, KOTOPLBIC MTPCAYCMATPUBAIOT Pa3BUTUC Y CTYACHTOB BCCX YCTBIPCX

HAaBBIKOB: YTCHHC, ayIUPOBAHUC, TOBOPECHUC U TMCEMO Ha CPEIHEM YPOBHCE.



YreHre Ha 3TOM ypPOBHE OCHOBBIBAETCS Ha MPHHIBITE SCAnning m skimming. B aymutopun

IMPOBOAUTCS aHAIUTHYCCKOC YTCHUC TCKCTA.

HaBplk rOBOpeHHMs pa3BMBAeTCs NApaJleIbHO C HaBbIKOM 4YreHMs. lIpuaBapurenbHO
NPOYMTAHHBIN TEKCT 0OCY)KIAaeTcsi B ayAUTOPUH, OOpalias BHUMaHUE HAa Pa3BUTHE KPUTUYECKOTO
MBILLIEHHs cTyieHTOB. [IpenonaBaTens Takke JODKEH CO3/1aTh €CTECTBEHHYIO Cpedy AJis OOLIeHUs

Ha Pa3HbIC aKTyaJIbHBIC TEMBI U IPOBOJAUTH JUCKYCCHUH.

AynupoBaHHE MPOBOAMUTCS, KaK MPOCITYIINBAas TEKCThI MPEIOCTABICHHBIE YYEOHHKOM, TaK U
UCTIONB3Ys OOTaThlii MaTepual UHTEPHET pecypcoB. HaBbiku ayupoBaHus pa3BUBAIOTCS TAKXKE MPH

OOLIECHUH JIPYT C APYTOM.

CTy,Z[eHTBI BBITIOJIHAKOT TI'paMMATHYCCKUC YIIPpA)XHCHHA, B OCHOBHOM, B BHAC JOMAIIIHETO
3alaHuA, KOTOPBIC 3aTEM IPOBCPAIOTCA B ayAUTOPHUH, a TAKIKC o6yqa}0Tc;1 ImpaBuJiaM HAIIMCAHUA

¢dopmanbHOro nuceMa, CB u o630pa punbsmMos.

Bce derhlpe HaBBIKM pa3BUBAIOTCS NPUMEHsSS] HMHTEPAKTUBHbIE METOJbl  OOydeHUs.
[IpenoaBatens MO BO3MOXHOCTM H30€raeT TpaJWLMOHHBIX METOJIOB, TaK KakK Hay4yHble
UCCIeIOBaHU B cepe METOAMKH IMPEroJaBaHUsl HMHOCTPAHHOTO S3bIKAa IIOKA3bIBAIOT, YTO
NPUMEHEHHE Pa3IMYHBIX MHTEPEAKTHBHBIX METOJNOB sIBIsieTCss Ooiyiee A((PEKTUBHBIM, MOCKOIBKY
OpyY TOMOIIM 3TUX METOAOB INPENoJaBaTeli0 YAAeTcsl NMPOBOAUTH OoJiee HHTEPECHBIE YPOKH,
[IOBBICEB MOTHUBALUIO CTYAECHTOB K M3yYEHUIO AHIVIMICKOIO fA3bIKa, KOHEYHOHN LIEJIBI0 KOTOPOIo
ABJISIETCS. HABbIK Y CTYJIEHTOB aBTOMATUYECKU Pa3MBIIUISATh HA aHTJIMHCKOM SI3bIKE U CBOOOJIHO, 0€3

MepeBoJia C pagHOro A3blKa, BbIpaXaTb CBOW MBICJIUM HA AHTJIUHUCKOM SI3BIKE.

8.2. Meroanyeckue peKOMeHIAIUH 10 U3YYEeHHIO JUCIMIJIMHBI JJIs1 CTY/IeHTOB

HpI/I MNOATOTOBKE CIICIUAJIMCTOB II0 CBA3AM C O6H.I€CTBCHHOCTBIO Hu peKIIaMe 0OJIBIIIOC BHUMAaHUE
JOJIKHO  YACIATHCA BBIpa60TKC eraTHBHO'HPOHYKTHBHOﬁ MOZCIIN PEUYCBOIO IOBCACHUSA HaA
HHOCTPAaHHOM A3BIKE. B cBs31 ¢ aTHIM OCO6y10 Ba’XHOCTBH HpI/IO6peTaIOT BBIIIOJITHACEMBIC HA 3aHATUAX
3a/laHusl TBOpYECKOro xapakrepa. CTyleHTaM Hpeljiaraercs B PAMKax pPOJIEBBIX WIP NPHUHSATH
y4aCTuC B TAKHUX BHJAAX pa6OTLI, Kak 6€CCI[BI 3a KpPYTJbIM CTOJIOM, AHUCKYCCHUU, HHTCPBBIO U
Hp.HpCI/IMyH_[CCTBOM 9TUX 06yqa101u1/1x MMPUCMOB ABJISICTCA BO3MOXXHOCTL BOBJICUCHUSA B PCIKUMC

peaTbHOTO BPEeMEHH BCel yueOHOM TPyMIIbI B MPOIECC AKTUBHOTO PEYEBOTO OOIIEHUS.



He MeHee MpUHIMMTUAIEHONW B KOHTEKCTE KPEATHBHO-TIPOIYKTUBHON MOJIEIH PEYEBOTO TIOBEICHUS
SBIISICTCS  BBIPA0OTKAa YMCEHHUs BBICIYIIATh COOCCEAHMKA(OB) M aHAIMYECKH TIOJBITOXKHBATH
yCIBIIIaHHOE B (hopMe HEOOIBIION 3aMETKHU MITH 3aBEPIIAIOLIETO YCTHOTO PE3IOME.
CamocrosTenbHas paboTa CTyJCHTOB MOJPa3yMeBaeT MOCTOSHHYIO padOTy BHE ayJAUTOPHUU:
BBINOJIHEHHUE JIOMAITHUX 3aJaHui, (paMMaTHYECKUE U JICKCHYECKHUE YIPAXKHEHUS ), UCIIOJIb30BaHNE
WHTepHeT-pecypcoB it oOoraieHusl 3HAaHUK S3bIKa, YTCHUE aJalTUPOBAHHBIX MPOW3BEICHHUN B
ooveme 90 crpanmm. CamocrosiTenbHas paboTa MPOBOIUTCS C IENBIO 3aKpereHUs: Marepuana,
MPOMJEHHOIO BO BpPEMs ayAUTOPHBIX 3aHATUNA, a TAKXKE C LEJbI MOATOTOBKHA K NPAKTHYECKUM

3aHATUSAM B ayJIMTOPUU U KOHTPOJIBHBIM paboTaM (MOJYJIb, 3K3aMEH).

IIpu camocrosTenbHON paboTe cieayeT BBIIOJIHATh HEOOXOOMMbIE TpaMMaTHYECKHe U
JIEKCHUYECKHE YIPAKHEHUs, 4YUTaTb PEKOMEHIOBAHHYIO aJalTUPOBAHHYI JuTeparypy. /Jus

YKPCIUICHUA HABBIKOB ayJUPOBAHUA U YTCHUSA PCKOMCHAYCTCA UCII0JIb30BATh I/IHTepHeT-pecprLI.



