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1. AHHOTALIUS

1.1. KpaTkoe onucanme coaep:KaHus JAHHON JUCHUNINHBI;

Hucuunmua "MHocTpanHbld  s3bIK"  HA HamnpasieHud "KoMMyHUKaMOHHBIM —Au3aiiH"
HaIpaBJieHa Ha pa3BUTHE KOMMYHUKATUBHBIX HaBBIKOB CTYIEHTOB, HEOOXOAUMBIX AJi 3(PPEKTUBHOTO
B3aMMOJICHCTBUS B MEXIyHapoaHOH mpodeccnoHansHoi cpene. Kypc opueHTHpOBaH Ha H3ydeHHE
WHOCTPAHHOTO SI3bIKA KaK MHCTPYMEHTA ISl CO3JaHMsI U MPEACTABICHUS TU3alH-TIPOEKTOB, PabOTHI ¢
KJINEHTAMM, MAapTHEPAMU M KOJUIETaMH, a TaKKe JUIsl YTEHHMs M aHalu3a CIelUaJIu3MpOBAHHOMN
JUTEPaTyphl B 00J1aCTH KOMMYHUKALIMOHHOTO TU3aiiHa.

B pamkax Kypca CTyIeHTHI OBIafeBalOT 0a30BBIMH M MPO(EecCHOHATBHBIMH TEPMHHAMU B
o0yacTu nu3aiiHa, yyaT SI3bIK JUTSI MPE3CHTAIlMU U 3alUThl TPOEKTOB, COCTABIICHUS PE3IOME U JEIOBOM
nepenucku. Ocoboe BHUMaHHE yIeNseTcsl pa3BEPHYTOMY OOCYKICHHIO BU3YalbHBIX U BepOaIbHBIX
aCrMeKTOB KOMMYHHUKALMU, a TaKKe KYJIbTYPHBIM OCOOCHHOCTSIM, KOTOPbIE BaKHbI MPU CO3JaHHUU

3¢ PEeKTUBHBIX AU3AHHOB U TIPH pabOTE B MEXKIYHAPOIHOM Cpelie.

1.2. TpynoemkocTs B akKaJieMHYeCKHX KpeAuTax M 4acax, ¢GopMbl HMTOroBOro KOHTPOJS
(3x3ameH/3auer); 288 yacos, 8 3a4.e.

Oo1ee xonnyecTBO 9acoB: 288 4acoB opMa KOHTPOJIS SK3aMeH- § 3a4.e].

1 cemecTp- obmiee komudecTBO 144 yaca, n3 KOTOPBIX 68 mpakTUUecKuX 3aHATHH, 76 acoB CP, 4 3au.e.

2 cemecTp- oO1ee koaudecTBO 144 yaca, n3 KOTOPBIX 68 MpaKTUUECKHX 3aHsATHH, 76 yacoB CP, 4 3au.ex.

q)OpMI:I KOHTPOJIA: 53K3aMCH, 3K3aMCH.

1.3. B3aumocBsi3b AUCHMILUIMHBI ¢ APYTHMH JAUCHUIUVIMHAMHM Y4eOHOro IUIAaHA CHENUATbHOCTH

JucuumumHa «VHOCTpaHHBIA S3BIK» BXOAMT B IE€PEYCHb OO0S3aTENbHBIX JUCHHUIUIMH H
mpernojaercs B TedeHHe JAByX JeT oOydeHus. JucuuminuHa «/HOCTpaHHBINA $3BIK» JIOTMYECKH,
COJIEP>KaTEIbHO M METOJMYECKH CBsI3aHa C IPYTUMHU TYMaHUTAPHBIMU JTUCIUIUIMHAMU B y4€OHOM IJIaHE,
HaNpaBICHHBIMA Ha paCIIMpEHUE Kpyros3opa, (pOpMHpPOBAHHWE T'YMAHHUCTHUYECKOTO MHUPOBO33PEHUS U

Pa3BUTHC KOMMYHUKATUBHBIX HABLIKOB.

1.4. Pe3yabTaThl OCBOEHHS MPOrPAMMBI 1M CHMIIJIMHbBI:



Kareropus

Koa u HaumeHoBaHue

Koa n HaumeHoBaHMe HHIAUKATOPA TOCTHKCHHUS

YHUBepPCATbHBIX YHUBePCAIbHOI YHHBEPCAJbHOI KOMIIEeTeHIUH
KOMIeTeHIMii KOMIETeHINH
CucremHoe H YK-1 Cnocoben | 1. Ananusupyer 3a1ady, BeIEIssE €€ 6a30BbIC
KPpUTHYECKOE OCYIICCTBJIATH ITIOUCK, COCTAaBJIAIOIINE, OCYIIECTBIISICT ICKOMIIO3UIINIO
MBbILLIEHU e KPUTHYECKUI aHan3 3a/1a9H.
MH(pOPMAIMH, TTPUMEHSTH 2. HaxomuTt ¥ KpUTHYECKH aHATHU3UPYET HH(POPMAIIHIO,
CUCTEMHBII TOAXOA JUIsA Heo6x0z[HMyI0 JUISL pEIIeHUs TTIOCTABIICHHOM 3ajauH.
PCIICHUA TOCTABJICHHBIX | 3, ['paMOTHO, JIOTHYHO, APTYMEHTHPOBAHO (OPMHUPYET
3amad. COOCTBEHHBIE CY)KJCHUS U OLICHKU.
Pa3zpadoTka U YK-2 Cnocoben | 1. TIpoekTupyer pelicHie KOHKPETHOM 3a1aun
peaausanus OIIPCACIIATh KPYT 3alad B MPOEKTa, BRIOMPAsk ONTUMAIILHBIN CIIOCO0 ee
NMPOEKTOB pamMKax  IOCTaBJICHHON pelIeHus1, ICXO/s U3 ICHCTBYIONINX MTPABOBBIX HOPM
HeH u BBIOHPATH Y UMEIOMINXCS PECYPCOB M OTPaHUYCHHH.
ONTUMAIIbHBIE  CIIOCOOBI 2. PenraeT KOHKpETHBIE 3a/1a41 IPOEKTA 3aABICHHOIO
HX PCIICHUA. KayecTBa U 3a YCTAHOBJIICHHOE BpEMsL.
3. TyOau4HO MPEACTABIACT PE3yIbTATH PEIICHUSI
KOHKPETHOM 3a/1aud MPOEKTA.
Komananas pa6ora u | YK- 3 Cnocoben 1. TTonumaet 3G PeKTUBHOCTH UCIIOIB30BAHUS
JINJIEpPCTBO OCYIIECTBIIATD CTpaTeruy COTPYIHUYECTBA JIJIS TOCTHKECHHS
coLuaabHOe MIOCTaBJICHHOH IIETH, OTPEAEIISIET CBOIO POJIb B
B3aUMOJICHCTBUE U KOMaHJe.
peaan30BbIBaTh CBOIO 2. TlpeaBuaut pe3ynbTarsl (IIOCIEICTBUS) TMIHBIX
poJib B KOMaHzae. JIEHCTBUM U TUTAHUPYET MOCIEA0BATENBHOCTD I1aroB
IUTSL TOCTHOYKEHUS 3aJaHHOTO Pe3yNbTaTa.
3. DPPEKTUBHO B3aUMOACHCTBYET C APYTHMH WICHAMH
KOMAaH/IBI, B T.4. Y9aCTBYeT B 0OMeHe nHpopMmaIueH,
3HAHUSAMH U OIIBITOM, U TIPE3EHTAINH PE3yTbTaTOB
paboTbl KOMaHIbI.
KommyHnukanus YK-4 Criocoben 1. Beibupaet Ha TOCy1apCTBEHHOM M HHOCTPAHHOM (-
OCYIIECTBIATh JIEIOBYIO BIX) SI3BIKAX KOMMYHUKATHBHO TIPUEMIIEMBIN CTHITh
KOMMYHHKALIUIO B YCTHOU JIEJIOBOTO 0OIIeHNS, BepOalbHbIE H HeBepOanbHbIC
Y IUCBMEHHOM (hopMax Ha CpeJICTBA B3aUMOJEHCTBHS C TApTHEPAMHU.
roCy/1apCTBEHHOM u | 2. Ucnonb3yer HHPOPMAIOHHO-KOMMYHHUKAIIMOHHBIE
WHOCTPaHHOM(-BIX) TEXHOJIOI'MH IIPH ITOUCKE HEOOXOAMMOM
A3BIKAX. UHQOPMAIUH B TIPOIIECCE PENICHUS CTaHIAPTHBIX
KOMMYHHMKAaTUBHBIX 3a7]a4 Ha TOCYIapCTBEHHOM U
WHOCTPAHHOM (-bIX) SI3BIKAX.
3. Bezer nenoBylo nepenucKy, yIuThiBas 0COOEHHOCTH

CTUJIMCTUKHU O(QUIMATBHBIX U HEO(DUIIMATBHBIX
IHCEM, COLIMOKYJIBTYPHBIE pa3nnyus B popmare
KOPPECTIOHAECHIINY Ha TOCYIapCTBEHHOM U
WHOCTPAHHOM (-BIX) S3BIKAX.




MeXKyJIbTYypHOE YK-5 Cnocoben | 1. HaxonuT u ucnonb3yeT HEOOXOAUMYIO IS
B3auMo/elicTBUE BOCIIPHHUMATH CaMOpPa3BUTHSI U B3aUMOJCHCTBHUS C IPYTUMH
MEKKYJIBTYpPHOE WHPOPMALIUIO O KYJIBTYPHBIX 0COOCHHOCTSIX H
pasHooOpasue oOluiecTBa TPaJULIMAX PA3JIMUHBIX COLUAIBHBIX MPYTIIL.
B couuansHo- | 2. JleMOHCTpHUPYET yBaKUTEIbHOE OTHOIICHUE K
HUCTOPUYECKOM, UCTOPUYECKOMY HACJIEIHIO U COLIMOKYIBTYPHBIM
THYECKOM u TPagULUsAM Pa3IUYHbIX COLMATBHBIX TPYIIIL
¢$unocodpckom 3. YMeeT HeAUCKPUMUHAIIMOHHO U KOHCTPYKTUBHO
KOHTEKCTaXx. B3aMMOJICHCTBOBATS C JIIOJIbMU C Y4ETOM MX
COLMOKYJIBTYPHBIX OCOOCHHOCTEH B LEJSAX YCIEIIHOTO
BBINOJIHEHUS IPO(ECCUOHATIBHBIX 337a4 U YCUIICHUS
COLMAJIbHOM MHTETpallvu.

2.YYEBHASI IPOI'PAMMA

2.1. Ieau ¥ 3a1a44 AU CHUILTHHBI
[Tporpamma Kypca aHTTTMHCKOTO sI3bIKa YpoBHs b-2 pazpaboraHa C 11eNbI0 pa3BUTHS Y CTYZCHTOB OOIIeH
A3BIKOBOM KOMIICTEHIIMM M HOCUT KOMMYHHKAaTMBHO-OPMEHTHPOBAHHBIM Xapakrtep. Ee 3amaum
OTIPEICCSIOTCS OOIIMMHU  S3BIKOBBIMH TPEOOBaHUSIMH M TOTPEOHOCTSIMU O0y4daeMbIX B 0O0JacTH
ayMpOBaHUsl, TOBOPEHNUS, YTEHUS U IIIUCbMa.
Leabl0 TMCHUIUIMHBI SBIIETCS 00ECIEUEHHE CTYIEHTOB HEOOXOIMMBIMH SI3BIKOBBIMU HABBIKAMH,
KOTOpbIE TIO3BOJISIT MM YBEpPEHHO paboTaTh ¢ 3apyOeKHbIMM KJIMEHTaMM, Yy4acTBOBaTb B
MEXJIYHapOAHBIX KOHKypcaX, a TaKXe CJIeIuTh 3a MHPOBBIMH TpeHJaMH B cdepe au3ailHa u
KOMMYHMKAIUH.
3agayamMu Kypca SBISIOTCS TOJTOTOBKA CTYACHTOB-OaKaJaBPOB K HCIIOJIB30BAaHHMIO AHTIIMHCKOTO
A3bIKa KaK CPEJCTBA MEXKKYJIbTYPHOH KOMMYHHUKAILUN U CPEACTBA NPO(HECCHOHAIBHON 1eATEIbHOCTH.
B 3amauy npakTH4eckoro OBJIAQACHUS A3BIKOM BXOAUT (POPMUPOBAHME HABBIKOB M YMEHMH
CaMOCTOSITENIbHO padoTaTh C JTOKYMEHTAMHU M CIEUUAIBHOW JMTEPATypoil Ha aHIIMHUCKOM S3BIKE C
EJIBbIO TIOTYYEHUs TPO(PECCHOHANBHOM HH(pOpMALNHU, TOAIEPKAHU TIPOPECCHOHATBHBIX KOHTAKTOB U
BEJICHUS UCCIIEI0BATEIbCKON PaOOTHI.

Hapsny ¢ nmpakTudeckoil 1efpl0 TaHHBIA Kypc CTaBUT 0Opa30BaTeNbHbIE U BOCIHUTATEIIbHBIE
LIEJIM: TIOBBIIICHWE YPOBHA OOLIEH KyabTYpbl M 0Opa3oBaHUS CTYACHTOB, KYJIbTYPbI MBIILICHHUS,

OOIIEHUS U peyHn.



[IporpamMma npeamnonaraeT pa3BUTHE HABBIKOB YTEHHsI, TOBOPEHUS, Ay IUPOBAHUS U MUChMa Ha YPOBHE

(upper intermediate level).

2.2. TpynoeMKoOCTh JUCHUIIMHBI U BUAbI Y4eOHOH padoThl (B akaJeMHYeCKHX yacax U

3aYeTHBIX eIMHUIIAX)

Buabl yueOHo# padoTbl

Bcero,
B
akas.
gacax

Pacn

CICJICHHUE 10 CEMECTpaM

CceEM

CEM

CEM

CEM.

CcEM

CEM.

1

2

5

6

7

1.06mas Tpya10eMKOCTb U3yYeHH s
AUCHUILIMHBI 10 ceMecTpaM, B T. 4.:

288

144

144

1.1. AyautopHsble 3aHATHUS, B T. U.:

288

144

144

1.1.1.JIlexkuun

1.1.2 IlpakTuyeckue 3aHsATHS, B T. Y.

136

68

68

1.1.21. O6cyxaenue
NPUKJIQJHBIX TIPOCKTOB

1.1.2.2. Keiicn

1.1.2.3. ]JlenoBbie UTPHI,
TPEHUHTU

1.1.2.4. KoHTpOJbHBIC
paboThI

1.1.25. Jlpyroe (yka3atp)

1.1.3.Cemunapsl

1.1.4.JTaGopaTopHble pabOThI

1.1.5.lpyrue Buasb (yKaszartp)

1.2. CamocrositensHas paboTa, B T. 4.:

152

76

76

1.2.1. IloaroroBka K 3K3aMeHaM

1.2.2. [lpyrue Buusl
CaMOCTOATENbHON PaboTHI, B
T.4. (yKa3aTh)

1.2.2.1.IluceMeHHBIE JOMAIIIHUE
3aaHuA

1.2.2.2.KypcoBbie pabOThI

1.2.2.3.3cce u pedepatsl

1.2.2.4.]Ipyroe (yka3atp)

1.3. Koncynpramuu

1.4. lpyrue Meto bl U GOPMBI 3aHITUH

HroroBelit KOHTpOJIb (DK3aMeH, 3a4eT,
. 3a4er - yKa3aTh)

IK3aMeH

JK3aMeH




2.3.1. TemaTu4yeckuii MJIaH U TPYA0EMKOCTh ayAUTOPHBIX 3aHATHI (MOTYJIH, pa3aesibl

AMCHUIJIMHBI U BUbI 3aHATHI) 110 padouemy ydyeOHOMY miiany TeMaTHyecKuid MJIaH U

TPYA0E€MKOCTbh ayIUTOPHBIX 3aHATHH (MOLYJIH, pa3esbl JMCHUILINHBI M BUbI 3aHATHI) MO

paGoueMy y4eOHOMY IIaHY

Bcero ﬂez:ul/m ;\lpaKT’ CeMuHapbI ﬂ?:op.
(ak. yacoB) - HsTTHs (ak. yacoB) N
yacoB) | (ak.dacom) 4acoB)
2=3+4+5+6+7 3 4 5 6

Tema 1. Concept of advertising. The 12 12
advertising history
Tema 2. The people in advertising 14 14
Tema 3. Creating advertisements. 12 12
Ways of advertising
Tema 4. Effects of advertising. 14 14
Advertising techniques
Tema 5. Introduction to 12 12
Communication Design
Tema 6. Branding: development of 16 16
visual brand identity, design systems
using elements of communication
design, technological aspects of
working with the brand.
Tema 7. Creative communication 16 16
formats as part of communication
design: approaches, techniques
Tema 8. Infographics 16 16
Tema 9. The basics of good 14 14
presentation design
TecTbl 8 8

136 136



https://www.prezent.ai/blog/the-basics-of-good-presentation-design
https://www.prezent.ai/blog/the-basics-of-good-presentation-design

2.2.1. Kpartkoe conep:kaHue pa3/ieJioB JUCHUUILUIMHBI B BHIe TEMATHYECKOI0 MJIaHA

Tema 1. Concept of advertising. The advertising history.

Pexnmama crana HEOThEMJIIEMOM YacThblO COBPEMEHHOIO MAapKETHMHIOBOrO cCleHapus. B mnpexHue
BpEMEHA pEKJIIaME€ HE YIEISUIOCh CTOJBKO BHHMMAHHUS, CKOJBKO Yyaensiercss ceroans. MHcTutyt
MPAKTUKOB PEKJIaMbI OTIPENIEIISIET STOT TEPMHUH KakK: "peKiiaMa MpeICTaBIsIeT Hanbojee yoenuTeIbHOe
COO0O0IIIeHNE O TTPOJIAKEe TOBAPA WIIH YCIYTH HY>KHBIM JIFOIIM TIPU MUHUMATBHO BO3MOXKHBIX 3aTpaTax’.
31ech Mbl UMEEM COYETaHUE KPEATUBHOCTH, MAPKETHMHTOBBIX HCCIEAOBAHMI U SKOHOMUYECKOM
nokynku CMU. Peknmama MOET CTOUTh MHOTO JICHET, HO 3TH 3aTpaThbl ONpaBAaHbl, €CIIM OHA paboTaeT

3¢ PEKTUBHO U YKOHOMHUYHO.

I/ICTOpI/IH PCKIIaMbl HA4YaJ1aCh CIIC B I[peBHeﬁ OUBUIIN3allUN. Bce Hauganocs ¢ TOr0, 4TO JIFOJAU OTKPBLIIN
OTOHB, cOOMpaId QPYKTHI, OPEXH U JKUBOTHBIX, OOTATHIX OCIKOM, U CEJTUINCH Y BOJIbI, YTOOBI JJOBUTh
priOy. Bckope mociie 3Toro o oOyCTPOMIM CBOM IOCEJICHUS, OCO3HAIM BaXKHOCTH 3apaboTKa U

3aXO0TeJM MPOAaBaTh CBOU TOBAphL. Tak poausace pekyiama.

[To mepe Toro kak MUp pa3BUBAJICS, PaIUKAIbLHO MEHSSACH U COBEpILIasi KBAHTOBBIE CKAUKH, Pa3BUBAJIKCh
U pekjiama, U MapkeTuHr. M ceromHs pekiama cTajla HAaCTOJIBKO MEHHCTPUMOM, YTO MpECienyeT

YCJIOBCKA MOBCOAY. Ona 06pena BJIACTb HAXA JIFOAbMU, TAKYIO K€, KaK OI'OHb, TCXHOJIOTUHA U €a.

Tema 2. The people in advertising

B TpagMIMOHHOM pEKIAMHOM WM MApKETMHIOBOM AareHTCTBE CYIIECTBYET MHOXKECTBO POJICH,
BKJIOYAsi MEIUAIUIAaHepOB W OallepoB, KPEaTUBIIHMKOB (THcCATENeH, apT-AUPEKTOPOB, IMPOIIOCEPOB
BeIlaHUs, MeanabaiiepoB, MEHEIKEPOB IO IMPOM3BOJCTBY IMEYATHOW NPOAYKIIMM M T. 1.). MBI
OCTaHOBHMMCS Ha PEKJIAMHOM aKKayHT-MeHekepe, Wi "AE", TOCKOIbKY OH UTpaeT KITFOYEBYIO POJIh B
arenrctBe. Kpome toro, padota AE - 3T0 camblii pacipoCTpaHEeHHBIH cloco0 MepelTH K yIpaBIeHUIO

PEKJIIaMHBIMHU CUETAMH, a OTTYJIa - B ApyrHue chepbl peKIaMHOTO U MapKETHHTOBOTO OM3HEca.

Tema 3. Creating advertisements. Ways of advertising



Baxxno, 4T00BI Bi1as1ebI1bl OM3HECA TOHMMATH OCHOBBI HAITMCAHUS XOPOIIel pexiaMbl. JIroOoi

OM3HEC HY)XIaeTCs B MPOJABMKEHUN. DTO BKIIIOYAET B CEOS:

1) Yro 3actaBisieT Bac BBIACIATHCS

2) Hcnoap30BaTh MOIIHBIN 3ar0JI0OBOK

3) CaenaiiTe UM MPEUIOKCHNE

4) PacckaxuTe O MPEUMYIIEeCTBaX

5) PacckaxkuTte 0 CBOUX HOBOCTSIX

6) CHuMHTE UX CTpax

7) Tlpu3sIB K AEHCTBUIO

8) TIycTb 3TO MOKAXKETCSH CPOUHBIM

9) Hcnoap3yiTe OT3bIBBI

10) Ucnonb3yiiTe 3axBaThIBAIOIIYIO TpaduKy

11) TlonHas KOHTaKTHas HH(DOPMAIUSI

CerogHsi KOMIaHUM UMEIOT JOCTYI K HIMPOKOMY CHEKTPY PEKJIaMHBIX BO3MOKHOCTEH. PexiamHbie
OOBSBICHUS MOTYT TOXOAHUTH IO KIMEHTOB B Pa3JIMUHBIX MECTAaX, B TOM UHCJIE BO BpeMs MPOCMOTpa
TEJIEBU30pPa, MOE3I0K IO TOopoxy HiIu mpocMmoTpa MuTepHera. UTOOBI OnpenenuTh, Kakue BHIBI
PEKJIaMBI JTYYIIe BCETO MOIXOASIT AJISl €€ HYX/1, KOMIIAaHUU HEOOXOMMO Y4eCTh MHOXKECTBO (haKTOPOB,

TaKMX Kak OI0JKET WM MOTPeOUTENN, Ha KOTOPhIX OHA XOYET OPUEHTHPOBATHCA.

Tema 4. Effects of advertising. Advertising techniques.

[To3uTuBHAs pekiiaMa HallelieHa Ha U3MEHEHHE MMOBEACHHSI YEIOBEKA IMTyTeM OOpaICHHs K JKeTaeMbIM
SMOLIMSIM UJIH pe3ysibTaTaM. JTa pekjiaMa MOXET BbI3bIBaTh TaKHME IMOLIUH, KaK CYACThe, TOKOW MIIH
6marogapHocTh. B 1IeHTpe BHUMaHUSI 3TOM peKiIamMbl OOBIYHO HAXOIATCS MPEUMYILECTBA MOKYTIKU
OTIpeIeIEHHOTO TOBapa, UCIOIB30BAaHUS ONPEACICHHON YCIYTH HIIK COBEPLICHHS OMPEIEICHHOTO

JIEVCTBUS.

Ecnu Bama nenb - moka3aTh, 4YeM Balll TOBAp WM yCIIyra JIydlle JPYyTUX TOBapOB WUJIM yCIyT, yOeaUTh

HIOI[eﬁ OTKa3aTbCd OT OIMPCACIICHHOIO HGﬁCTBHH WUJIM TIPUBJICYb BHUMAHUC K Ba)KHOM CUTyalluu, TO



HCIIOJIb30BaAHNEC HETATHBHBIX PEKIIAMHBIX CTpaTCFI/Iﬁ MOXET ITOMOYb BaM IIPUBJICYb, BHUMAHUC 1 (N (9:10)

ayTUTOPHUH.

Ha coBpemeHHOM pBIHKE peKJIaMOAaTeNu MOJarailTcs Ha MHHOBALMOHHBIE METOAbl MPUBIICUCHUS
KJIMEHTOB U BBIJICJICHHUSI CBOEM MPOAYKIUU Ha (OHE KOHKYPEHTOB. PexiaMHble MpUEMBbI MOTYT
BapbUPOBATHCS OT MPUMEHEHHS MCHUXOJOTUH [BETa M MCIOJB30BaHUS CHMBOJUKU J0 OOpaIIeHHs K
SMOLMSIM ayAuTopuu. M3ydeHune OHTHX METOOB MOXET MPEAOCTABUTh OPTraHHU3AIMH OOIbIIe

MapKETHUHTOBBIX BO3MOXKHOCTEH U MOBBICUTH OOIIYIO Y3HABa€MOCTh OpeH/a.

Tema 5. Introduction to Communication Design

[To3HaKOMUTH CTYAEHTOB C OCHOBAMHM KOMMYHHUKAI[MOHHOTO JU3aifHA HA aHTJIMICKOM SI3bIKE, pa3BUTh
HaBBIKU MPO(ECCHOHATBHOIO OOIIEHUS U HUCIIOJIb30BAHNE CIICIMATU3UPOBAHHOMN JIEKCUKH, CBSI3aHHOM

C AU3aiTHOM U BH3yaJIbHOM KOMMYHUKAIUEH.

Tema 6. Branding: development of visual brand identity, design systems using elements of

communication design, technological aspects of working with the brand.

OnemeHThl OpenauHTa. Komruieke paboT mo mpoeKTUPOBAHHIO OpeH/a: JIEMEHTOB UIACHTU(UKAINH,

TU3aWH-CUCTEMEL.

[To3HaKOMUTH CTYAEHTOB C MPOLIECCOM pa3pabdOTKH BU3yalbHON HaeHTU(UKaMKU OpeHaa U Ju3aiiH-
CUCTEMBI Ha aHIJIMICKOM $I3bIKE, HAYYUTh MCIOJIb30BaTh CIEHUATU3UPOBAHHYIO JIEKCUKY U TEPMUHBL,
CBSI3aHHBIE C OPEHIMHIOM U KOMMYHHKAITMOHHBIM TU3aifHOM, a TaKKe Pa3BUTh HABBIKU OOCYXICHHUS

TEXHOJIOTUYECKUX aCIIEKTOB pa0OThI ¢ OPEHIOM.

3aga4u ypoka:

1. V3y4nTh KIIIOYEBBIC TIOHTHS M SJIEMEHTHI OPEHANHTA, BKIIIOYAsk BU3yAIbHYIO HICHTH(DUKAIIHIO
Y IU3alH-CUCTEMY.
2. Pa3BuUTH HaBBIKM UCIOJIB30BaHUS MPO(ECCHOHANBHOM JEKCUKH, CBA3aHHOW C OPEHIMHIOM, B

YCTHOW M MUCHbMEHHOU (opMe.



3. O3HaKOMHTH CTYJCHTOB C TEXHOJOTHYECKUMH ACTIEKTAMH CO3/IaHUs M MOIICpKaHUs OpeH 1A
(manpumep, pabota ¢ rpaduIecCKUMHU TporpaMMaMu, UCTIOJIB30BAHUE IBETOBBIX MAJIATD,

HIPU(TOB U JIOTOTUIIOB B PA3JIMYHBIX MEINA).

Pa3BuTh yMeHHs aHATM3UPOBATh U 00CYKIaTh pealibHble TPUMEPhl OPEHI0B, UCTIOIb3Ys aHTJIMHCKHIA

SA3BIK.

Tema 7. Creative communication formats as part of communication design: approaches,

techniques.

1. bonpime uneu OpeH10B, KOMITAHHUM, TPOU3BEICHUMA
2. ®opmart "Iloctep"
3. @opmaThl CTOPUTEIUIMHIA KaK IpUeMa KOMMYHUKAIIMOHHOTO JU3aiiHa

4. Keii Bxyan kak (popMaT KOMMYHHUKALIMOHHOTO au3aiiHa. Mcnonb30Banue 00pa3oB cenedpeTH.
Kpadr.

5. TlpeseHranus uzeii: kak GopMaT U mpoIiece

Tema 8. Infographics.

1. BBenenwme B rpaduuecKuil TU3aiH

2. Yro Takoe uHbporpaduka.

3. OCHOBBI BU3yallU3alluH JAaHHBIX

4. Texuuyeckue 0cOOEHHOCTH U TIOJTOTOBKA JAHHBIX
5. Ilone3Hble cepBUCHI

6. PaGota c cepBucamu

Tema 9. The basics of good presentation design.

Lenbio TEMBI SIBIIIETCSI 00Y4YEHHUE CTYIEHTOB CO3/1aBaTh U O(POPMIIATH NMPE3CHTAIIUH U KeHC-CTaAun Ha

aHTJIUICKOM SI3bIKE, UCIIOJIb3Ys MPO(EeCCHOHABHYIO JIEKCUKY U 3 (EKTUBHbIE BU3yalIbHbIE METO/IbI



JUIS TipeficTaBiIeHus HHpopMali. Pa3BuTh HaBBIKM CTPYKTYPUPOBAHMS U MTPE3EHTAIIMN MaTEPHAJIOB B

KOHTCKCTC KOMMYHUKaAITMOHHOI'O I[I/ISaI\/’IHa.

2.3.4. Marepua/ibHO-TeXHHYeCKOe o0ecneyeHne TUCIUNIUHBI

Yuebunie mocku, memoHcTpanuonusii DVD kxoMiureke, TaOIHMIbI, HArIsSIHBIE TOCOOMS, ayIuOMarHUTO(OH,

ayauomMarcpualibl, MTHTCPHCT PCCYPCHI.

2.4. MoayJibHasi CTPYKTYpPa AUCHUILINHBI ¢ pacnpeaeeHneM BecoB N0 (popMaM KOHTPOJIeH s

ABYX ceMeCTPOB

Bec ¢popmbl . .
(bop Bec urorosoii Bec urorosoii
(popm) Bec ¢opmbi Beca
OIleHKH OLEHKHU N
TeKYIIEro | MPOMEKYTO pe3yJbTHpYIOLIEei
NMPOMEKYTOYH | MPOMEKYTOYHOT
KOHTPOJIS B YHOT0 OLIeHKH
0ro KOHTPOJIst 0 KOHTPOJISl B
pe3yJbTHPY | KOHTPOJIA B NMPOMEKYTOUHBIX
. . N B pe3yabTHpYIoLIe M
DopMBbI KOHTPOJIei ouei UTOrOBOM . KOHTPOJIell U OleHKHU
pe3yJbTUPYIO i oneHKe
OlleHKe OlleHKe . HTOr0BOr0 KOHTPOJIS
el oneHke NMPOMEKYTOUHBI N
TeKylIero | MpOMe:KyTO . B pe3yJbTHpYIOuIeii
MPOMEKYTOYH X KOHTpoJIei
KOHTPOJIs YHOT0 . OlleHKe HTOTOBOI0
BbIX (cemecTpoBOii
(mo KOHTPOJIst . KOHTPOJISA
KOHTpOJIei OlleHKeE)
MOAYJISIM)

Buj yueOnoii padorel/konTpons | M1 | M2 | M1 | M2 | M1 M2|

Kontponbnas pabora (npu 1 1
Haauyuu)

AynupoBaHue 0,25 | 0,25

Yrenne 0,25 | 0,25

MMucemo 0,25 | 0,25

Ileperon 0,25 | 0,25

Pedepat (npu naruuuu)

Dcce (npu Hanuuuu)

IIpoekt (npu nanuuuu)

Jpyeue popmul (npu nanuyuu)

Beca pe3ynpTupyromux oreHoK 0,5 0,5
TEKYILMX KOHTPOJICH B UTOTOBBIX
OLIEHKAX MPOMEXYTOYHBIX
KOHTpoJIeH

! Vue6nsiit Moayns




Beca orieHOK IpOMEXyTOUYHBIX
KOHTpPOJIEH B UTOI'OBBIX OLICHKAX
IPOMEKYTOYHBIX KOHTpOJIEH

0,5

0,5

Bec urorosoii ornesku 1-ro
MIPOMEKYTOYHOTO KOHTPOJISI B
PEe3YIABTUPYIOLLIEH OIICHKE
MPOMEKYTOUHBIX KOHTPOJICH

0,5

Bec utorooii oneHku 2-ro
MPOMEKYTOYHOTO KOHTPOJIS B
PEe3YIABTUPYIOLLIEH OIICHKE
MPOMEKYTOUHBIX KOHTPOJICH

0,5

Bec pesynbpTupytolei o1eHKu
MIPOMEKYTOYHBIX KOHTPOJIEH B
PEe3YIABTUPYIOLIEH OIICHKE
WUTOTOBOTO KOHTPOJIS

0,5

Bec nToroBoro KOHTpoJIst
(9x3amen/3a4er) B
Pe3YIABTUPYIOLIEH OIICHKE
UTOTOBOT'O KOHTPOJIS

0,5

>=1

>=1

>=1

3. TeopeTuueckuii 0JI0K (YKazvlearomcsa mamepuaisvl, HeOOX00UMble 0N 0C6OCHUA YUeOHOU

npozpammul OUCYUNIUH

a) bazoBble yueOHUKH:

1. Practise the language of advertisisng; M. Chalyan, A. Tunyan, A. Kevorkova, Yerevan 2012

2. English for marketing and advertising; S. Gore

3. Short and Even Shorter Stories; N. Mikayelyan, M. Sarinyan, K. Balayan

4. Kleppmann, M. (2017). Designing Data-Intensive Applications : The Big Ideas Behind Reliable,

Scalable, and Maintainable Systems. Sebastopol, CA: O’Reilly Media. Retrieved from
http://search.ebscohost.com/login.aspx?direct=true&site=eds-live&db=edsebk &AN=1487643
5. Meredith Davis, & Jamer Hunt. (2017). Visual Communication Design : An Introduction to Design

Concepts in Everyday Experience. Bloomsbury Visual Arts.

bpenaunr: Yopasnenue Opernom: YueoHoe nocodue / B.JI. My3bikanT. - M.: U1l PUOP: HUILL
NH®PA-M, 2014. - 316 c.: 60x90 1/16. - (Bsiciee obpazoBanue: bakamaspuar). (mepemier) ISBN

978-5-369-01236-9 - Pexxum moctyma: http://znanium.com/catalog/product/416049




bpennunr: Yuebnoe nocodbue / 'omun A.M., - 3-e u3z., nepepad. u gom. - M.:lamkos u K, 2016. -
184 c.: 60x84 1/16 ISBN 978-5-394-02629-4 - PexxuMm goctymna:
http://znanium.com/catalog/product/329358

Homuus B. H. - BPEH/IMHI. Y4eOHuK 1 MpakTUKyM J1s OaKanaBpraTa i MarucTparypsl -
M.:U3narenbctBo FOpaiit - 2019 - 411c. - ISBN: 978-5-534-02980-2 - Tekct snexkrponusiii // 36C
FOPAWT - URL: https://urait.ru/book/brending-433237

Homuus B. H. - BPEH/IMHI. Y4yeOuuk u npakTukyMm ais By30B - M.:M3narensctBo KOpaiit - 2020 -
411c. - ISBN: 978-5-534-02980-2 - Texcr anexrponnsiii / O5C FOPAUT - URL:
https://urait.ru/book/brending-450648

[Tumm, cokpaniaii : Kak co3aaBaTh CHIIbHBIN TEKCT, Mnbsixos, M., 2017

I[MOATI'Y30B JI.A. (2016). Uadorpaduka Kak Cpencto Busyanshoit KommyHukanumu.
Wunosarmonnas Hayka, 5-2 (17).

0) /lonoJiHUTEIbHASA JINTEpaTypa:
1. Macmillan English Grammar in Context, Advanced, Macmillan, 2008.
2. Destination C1&C2: Grammar and Vocabulary, Macmillan, 2008.

3. Chalyan M. English-Russian Glossary of Terms On Advertising, Yerevan, 2006

B) /[pyrue HCTOYHUKHU:
1.Christopher Garwood; Aspects of Britain and the USA, Oxford University Press, 2007

. Dean M. Test your reading; Penguin English Guides: Pearson Education Limited, UK, 2003
. Evans Virginia, Round-up, Longman, UK, 2005

. Fried-Booth D. First Certificate Tests. Plus 2.: Longman, UK, 2002

. Milanovic M., Weir C. Studies in Language Testing: Cambridge University Press, 2004

. Prodromou L. Grammar and VVocabulary for First Certificate: Longman, UK, 2001

. Michael Vince; English Grammar in Context (Intermediate); Macmillan, 2008

o N oo O B~ w DN

. Malcolm Mann; Destination B2 Grammar and Vocabulary; Oxford, 2008



3. MaTtepuaJbl 10 OLleHKe H KOHTPOJII0 3HAHUI

3.1. Bonpocel AJisi caMOCTOATEIbHOM padoThl CTY/IEHTOB.
1. Individual Reading (50 pages per term)

a. expand your vocabulary by compiling a self-glossary of key words and phrases
b. translate a passage from the book you have chosen for your individual reading
c. find out information about the author and his/her other books

d. write a summary of the book focusing on the following section headings: setting (characters, place,

time); problem; solution; moral

e. make a report in class; be ready to answer classmates’” and/or teacher’s questions

2. Using the Internet

a. find extra information about the topic you are doing in class
b. discuss breaking news in class
c. make Press Reports

d. choose a topic to pair and share with your classmates

3. Watching TV programmes in English

a. suggest a list of questions for discussion and/or debate in class
b. expand your vocabulary by writing down and memorizing key words and phrases used in the program

4. Listening to English Songs

a. introduces it by stating its title and the reference it has to the content of the song
b. note briefly what the song is about

c. if possible play it in class



d. if possible sing it in class

Read the text and answer the questions choosing the right option.
Line number

© 00 N o o B~ W DN
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Visitors to Britain are sometimes surprised to learn that newspapers there
have such a large circulation. British families generally buy a newspaper
every morning, and frequently take two or three on Sundays but the large
circulation figures are not only due to the Englishman'’s thirst for news.
Because the newspapers are all published nationally, copies can be
delivered everywhere at the same time. Though people abroad often
know the names of the national papers, they seldom realize that there is
another branch of the British press which sells almost as many copies.
Local newspapers have a weekly circulation of 13 million. Almost every
town and country area has one and many of them are very profitable.
These papers are written almost entirely for readers interested in local
events - births, weddings, deaths, council meetings and sport. Editors
prefer to rely on a small staff of people who all know the district well. The
editor must never forget that the success of any newspaper depends on
advertising. He is usually anxious to keep the good will of local
businessmen for this reason. But if the newspaper is well written and the
news items have been carefully chosen to attract local readers, the
businessmen are grateful for the opportunity to keep their products in

the public eye. Local newspapers do not often comment on problems of
national importance. These papers often sound rather dull and it seems
surprising that they all make profit. But for many people in small towns
and villages the death of someone known to them or the installation of
traffic lights at a busy corner nearby can sometimes be more important

than a disaster in a foreign country.

1. Newspapers have a large circulation in Britain because



a) people are very intelligent there
b) copies are sold all over the country
c) British families read two or three newspapers every day

d) everybody buys a newspaper every Sunday

2. According to the text

a) people abroad have no idea about the British press

b) national newspapers are the best in the country

c) local newspapers are as successful as national newspapers

d) people abroad often know the names of many local newspapers

3. The word "figures™ in Line 4 means
a) numbers
b) images
C) appears
d) arithmetic

4. Local newspaper editors
a) only employ people who live in the neighbourhood
b) rely entirely on clubs and churches for news
c) ask the local businessmen for news

d) employ journalists with a good knowledge of local affairs

5. The pronoun "one" in Line 10 stands for
a) a local newspaper
b) a national newspaper
c) areader
d) a publisher

6. The readers of the local newspapers are mainly interested in

a) problems of national importance



b) political and scientific items
c) the latest news of their neighbourhood

d) finance and foreign affairs

7. The word "anxious" in Line 15 means
a) feeling worried
b)  feeling nervous
c) wanting very much

d)  being aware of

8. What is surprising about local newspapers?

a) They may sound boring but are read with great interest.
b) They are more successful than national newspapers.

C) They give more information about foreign affairs.

d) They are not profitable at all.

9. Which statement is NOT correct according to the text?

a) Local newspapers have a weekly circulation of 13 million.

b) Almost every town and country area has a local newspaper.

C) The success of any newspaper depends on advertising.

d) Local newspapers often write about disasters in foreign countries.

10. Local newspapers are usually successful

a) due to the efforts of local businessmen

b) because the editors are more experienced

C) they cover mainly political and scientific items

d) because they manage to attract advertisements from local businessmen

ESP QUESTIONS

1. Rolex’s is wealthy people who see a watch as a status symbol.



a. sources data b. target market c. affinity group

2. When you log on to a website, the pages you look at and the amount of time you spend on them are

saved in your
a. user profile b. feedback forms C. sources data

3. Even the best-designed surveys only have a of about 4%, so don’t set your expectations too
high.

a. purchasing information b. information C. response rate

4. A will make the data you gather worthless, so think carefully about who fills in your

guestionnaires.
a. skewed sample b. response rate c. skewed role

5. We did an online survey but we didn’t get many .Most of the visitors to our website

aren’t customers.

a. response rate b. target group c. relevant responses

6. Once the product development department has created a , We can display it at trade fairs.
a. prototype b. sources data c. skewed sample

7. Looking at the , month seems to be the going rate.

a. competition b. race c. role play

8. What I’m afraid of is an all-out ,when our company and the competitors are all fighting for

the same customers.

a. price going rate b. economy prices C. price war
9. Pricing one item very low and its complement very high is captive product
a. group b. model c. pricing
10. Reduced priceis

a. flat fee b. roll out c. discount



11. When a customer pays the same fee each month, it is

a. flat fee b. roll out c. discount

12. To sell a group of things ( like products or services ) as a package is

a. to price b. to compete c. to bundle

13. Another word for product launch is

a. roll out b .reduced price c. discount

14. Enchanced features or services that customers have to pay more money for is called

a. optional extras b. flat fee c. discount

15. Charging a high price for a unique high-quality item is

a. economy pricing b. premium pricing c. geographical pricing
16. Charging a high price for an item where you have a competitive advantage is

a. price skimming b. premium pricing c. geographical pricing
17. Pricing one item very low and its complement very high is

a. economy pricing b. penetration pricing c. captive product pricing

18. Pricing goods at a very low price to encourage people to buy them — often the prices are later

raisedis

a. economy pricing b. penetration pricing c. captive product pricing
19. Speed of access is the main reason why our _is better than our competitors’.

a. product } b. goods C. customer

20. Because our product is in the introduction phase, our pricing model should win us as many

as possible, as quickly as possible.
a. product b. customers C. customer

21. Advertising are different in each country .



a. norms b. norm c. stereotype
22. When an existing brand is used to support a new range of product, it is --------- .

a. branding b. brand extension c. brand equity

23. When a component of a product becomes a brand in its own right (e.g. Intel PCs),it is a ------ .

a. derived brand b. brand name c. brand awareness
24. What brand is called is a ------------ .

a. brand equity b. brand name c. brand awareness

25. How much people are aware of a brand is ----------- :

a. brand equity b. brand name c. brand awareness

26. What a company wants people to think about brand is---------- :

a. brand image b. . brand awareness c. brand identity
27. What people actually think about a brand is -------- .

a. branding b. brand image c. brand equity

28. When a product doesn’t fit the company’s brand, it is --------- .

a. branding b. off-brand c. brand equity
29. The value (either monetary or not) that a brand adds to a product or service is ------- .

a. brand equity b. brand name c. brand awareness
30. When people like a brand and buy it again and again it is called --------- :

a. brand extension b. brand equity  c. brand loyalty

31. When a product or service is associated with a brand, it is ------- :

a. branding b. off-brand c. brand equity

32. His job involves managing all aspects of public relations, publicity, etc.
a . manager b. head of PR c. brand manager
33. His or her primary responsibility is to provide direct support to media buyers.

a. marketing assistant b. director of marketing c. head of PR



34. The process of building a good reputation in the eyes of the customers, employees and investors is
known as

a. good relations b. public relations c. public confidence

35. The market segment or group within the market segment towards which all marketing activities

will be directed is a

a. target market b. target audience c. target process
VOCABULARY

1. We werereally __ with their client list.

a. impression b. impressive c. impressed

2. | found out that our biggest was working with Zzzzzip too!

a. compete b. competitor c. competition

3. Henri La Fontaine told of his experience with Zzzzzip, a medium-sized __ agency based in
London.

a. advertise b. advertisement c. advertising

4. You normally pay forsuch __ on a CPM basis (cost-per-thousand).

a. advertising b. advertisement c. advertise

5. The pay only when the ad is clicked.

a. advertising b. advertisement c. advertisers
6. The most essential part of the site isthe __ page.

a. new b. home c. last
7.Wesigneda _ immediately.

a. agreement b. contract c. advertisement

8. One goal of the was to see how interested people are in a mobile phone for children.



a. survey b. contract c. appendices
9. Parents think that mobile phones might be to children.
a. harm b. harmful c. grantful

10. A financial consulting firm for very wealthy people wants to introduce a new wealth

package.

a. manager b. managerial C. management

11. Speed of access isthe main __ why our product is better.

a. result b. reason C. cause

12. Cash cows are mature that have a large market share and are earning a lot of money.
a. products b. product C. production

13. They have a low market | but they are also in a growing market area.

a. share b. target c. dependence

14. 1t’s important for us to reinforce our positive image.

a. brand b. brand’s c. brands’

15. We’d like to rebrand our product to create a new

a. imagine b. imagination c. image
16. In 1970,George Kell that warm water freezes more quickly than cold water.
a. proved b. proving C. proves

17. Supersonic planes have never beena _ success.

a. commercial b. commerce c. commercially
18. My jobisto __ the telesales workers.

a. supervise b. supervision C. supervisor

19. A major international fashion company is looking for a____ for its expanding Asia department.



a.

manage b. managerial C. manager

20. All the members of ___ were asked to attend the meeting.

a.

employees b. workers c. staff

GRAMMAR

1.

a.

2.

Centuries ago, known source of myrrh was Yemen.
notonly b.theonly c.onlythe

The thieves knew precisely the collection of jewels was hidden.

. where b.then c¢.who

, Mozart had already written his first composition.

. His age was six b. He was six c. By the age of six

N skiing a lot, but I don’t ski now.

. went to use b. use to go c. used to go

. My son was born 3 month ago, but I can’t a mother yet.
.usetobe b.getused to being C. use to being

. Who was the person ?

. you send b. you sent for c. send for

. Without your help Helen would never have been able to finish her work in time,
.won’t b. would c. wouldn’t

. I’m here to help you, 1?

.aren’t b. am not c. don’t

. My wages risen considerably lately.

. were b was c. have

she?



10. I always buy meatatthe _ round the corner.

a. butcher b. butchers c. butcher’s

11.The rebuilding of the Inca capital _ in the 1460s.
a .was beginning  b. was begun C. were begun

12.  “Matrix” before?

a. Did you see b. Would you see  c. Have you seen
13.  adog when you were living in Germany?

a. Have you b. Did you have c. Have you had
14. Hesaidthathe __ to the cinema the day before.
a. had gone b. has gone c. would go

15. Iwas told thatshe _ inan hour.

a. was b. will be ¢. would be

3.3. [lepeueHb IK3aMeHALHOHHBIX BONPOCOB
1. Concept of advertising

2. History of advertising

3. The advertising history

4.The People in advertising

5. Creating advertisements

6. Ways of advertising

7. Effects of advertising

8. Advertising techniques

9.Women in advertising



10.Children in advertising

34.00pa3umpl IK3aMeHAIHOHHBIX OMJIETOB

ORAL EXAM QUESTION

No 1

1. Read, translate and retell the text: Colors in advertising
2. Render the article into English

3. Talk about: Ways of advertising.



	Автор (ы): Чальян М.Э., доцент, к.и.н,  Тунян А. К. ,ст .препод., Кеворкова А.И. ст. препод.
	Read the text and answer the questions choosing the right option.
	2. Render the article into English



