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1. OBHIAA NTH®OPMALUA O JUCHUIITIMHE

PabGouass mporpamma maucuuruinHbl «MHOCTpaHHBINM $I3BIK» COCTaBJICHAa Ha OCHOBAaHUU
(dbenepalbHOTO TOCYJIapCTBEHHOTO 00pa30BaTEIBLHOTO CTaHAApTa BBHICIIETO OOpa3oBaHUS —
OakanaBpuaT 1o HampapieHHio moarotoBku 42.03.01 «Pekmama u cBsI3W ¢ OOIIECTBEHHOCTHION,
YTBEpPKJIECHHBII MpHKa3oM MuHuCTepcTBa 0OpazoBaHus M Hayku Poccuiickoit deneparuu ot
08.06.2017 Ne512 w ydeOHoro miaHa HarpaBieHus moarotoBku 42.03.01 «Pexmama u cBs3H ¢
00LIECTBEHHOCThIO», Tpoduib «Pekgama U CBSI3U € OOIIECTBEHHOCTHIO B KOMMEpPYECKHUX U
HEKOMMEPYECKHNX OPraHu3aIusax».

TpynoeMKocTh JUCUMIUIMHBL 18 3.e. / 648 akageMu4eckux 4acoB, B TOM yucie 448 yacos
KOHTaKTHOU paboThl U 164 yaca caMOCTOSITEIbHON PabOThI O0yYarOIINXCA.

Pacnpenesienue 4acoB JUCUMILIMHBI 110 CEMECTPAM M BUIAM 3aHATHH M0 y4eOHOMY IUIAHY:

KoJsn4yecTBo 4acoB
Buj yueOHoii paGoThI Bceeﬁroono Cemecrper
YACOHOMY |4 2 3 4 56|78
IUIAHY
KonrakTHas pa6ora (Bcero): 448 100 128 92 128
B Tom uucne:
Jlexumu
[IpakTHyeckue 3aHsATUA 434 96 124 88 128
KoHTpoib camocTosTENbHON
pabotsl (KCP) 12 4 4 4 ]
CamocrosiTesibHasi padoTa 164 44 57 57 16
(Bcero):
Buapl npoMexyTOUHOI 3auer ¢ SK3aMEH
aTTecTanuu (IK3aMeH, 3a4eT, 36 3auer . | 3auer
. OIICHKOM 36

3a4eT C OIeHKOi)
OBIIASA 648 144 180 144 180
TPYA10eMKOCTh
AMCIUNJIMHBI 18 4 5 4 5

2. [EJH U 3AJAYYN JUCTHUTLINHBI

JlaHHas TUCIMIUIMHA TI0 CBOEMY XapaKTepy SIBIIIETCS KOMMYHUKATHBHOM W HaIllpaBlieHa Ha
dbopMUpOBaHHE W DPAa3BUTHE PEUYECBBIX YMEHUH, (OPMUPOBAHHWE CIHOCOOHOCTH M TOTOBHOCTH
00yYaOIINXCSl WCIOJIb30BaTh HMHOCTPAHHBIM SI3BIK KaK WHCTPYMEHT B CHUTyallud peaJbHON
KOMMYHHKAIHH.

JlcuuIuinHa UMEET CBOCH I1eTbi0 chOPMUPOBATH U Pa3BUTh S3BIKOBBIC M PEUCBBIC HABBIKU
U YMEHHS B ayJUPOBAHUU, YCTHOW peud (IUATOTUYECKOW M MOHOJIOTUYECKOI), YTEHUU U MUChME
JUTSI OCYIIIECTBIICHUS YCTICITHOM KOMMYHHUKAITUH, B TOM YHCiIe (B KOMaH/Ie) HA HHOCTPAHHOM SI3BIKE.

LeJb AUCUMIUIMHBI - TOBBIIICHUE UCXOIHOTO YPOBHS BIIAJICHHS MHOCTPAHHBIM SI3BIKOM,
JOCTUTHYTOM Ha TpeIbIAyIIeld CTyrnmeHu oOpa3oBaHusi, W (HOpPMUpOBAHHE Y OOYYaIOLIMXCS

HEOOXOIMMOIO0 U JIOCTaTOYHOTO YPOBHA KOMMYHHKAaTHBHOM KOMIIETEHIIMH JUIS PEIICHHS




COLIMAThbHO-KOMMYHHUKATHBHBIX 3a7lad B Pa3IUYHBIX O00IacTsaX OBITOBOHM, KyIbTYpHOU H
npoeCCHOHATIBHON AEATENBHOCTH TMPH OOLICHUH € 3apyOeKHBIMH TapTHEpaMH, a TakkKe s
JanbHENIIero camooOpa3zoBaHusl.

BocnuraresbHas meab AUCHUIUIMHBI UMEET KyJIbTYPHO-TBOPYECKYIO HANpPaBICHHOCTh U
HalleJIeHa Ha CO3JlaHHe MOCPEACTBOM HHOCTPAHHOTO S3bIKa YCJIOBHUH ISl pa3BUTHUS TBOPUYECKUX
CHIOCOOHOCTEM OOydaromuxcs, BKIOYEHHME HUX B pa3jMuHble BUIbl COLUUAIBHO 3HAYUMOMU
JIeSITeIbBHOCTH, TAKUM 00pa3oMm, JaBasi BO3MOKHOCTh (DOPMHPOBAHUSI OPUTHHAIIBHOCTH MBIIIICHUS,
a TaKKe pean3allii JMYHOCTHO OPHUEHTHPOBAHHOTO MOIX0/1a B MpoQecCHOHANBHOM cdepe.

3agauu AMCUMIJIMHBI:

o dbopMupoBaTh y O0OydYarOIIMXCS 3HAHUS, YMEHHS ¥ HaBBIKM B 00JacTH YCTHOU W
MMCbMEHHON MPAKTUKHU PA3rOBOPHON U NMPpOQeccCHOHAIBHO-/I€JI0BOM peuH U UCIOJIb30BaHUE
UX B MPo(ecCHOHAIBHO 1eATeIbHOCTH M0 HAIPaBJIEHUIO MOJITOTOBKH;

o O03HAKOMHUTHh OOY4YalOIIUXCSI € OCOOEHHOCTSAMM JIEKCMUECKOHM CHCTEMBbl H3y4aeMOro
WHOCTPAHHOTO $3bIKa, (DYHKIIMOHATBFHOW U CTHIIHCTUYECKOU TuddepeHnnanyeil S3pIK0BbIX
CpeiCTB, Haubojee NPOMYKTHUBHBIMH CJIOBOOOpA30BATEIbHBIMU MOJCISMU H3y4aeMOTo
HHOCTPAHHOI'O s3bIKa,

o COBCPHICHCTBOBATb HABBIKM pPaCIllO3HABAHHUA W IIOHHMMAHUA TI'PpaMMAaTHYCCKUX q)OpM u
KOHCTPYKHHﬁ B OIIOPC HA pa3/IMYHBIC ITPU3HAKH I'PaMMAaTHYCCKUX ﬂBHeHHﬁ, a TAKKC€ HAaBBIKU
ynoTpeOaeHus TpaMMaTUYECKUX KOHCTPYKIIMNA B Pa3IMYHBIX PEUEBBIX CUTYAIUSX;

o pa3BUBAaTh KOMMYHUKATUBHBIE KOMIIETEHIIUU, HEOOXOAUMOM I TBOPUECKOM AeSITeTbHOCTH
B MTOBCEHEBHOM OOIIECHUH, B OOIIECTBEHHO-TIOIUTUYECKON U Hay4YHO-NPO(eCcCHOHATbHON
chepax;

° nproOmaTe 00y4aroImuXxcs K CaMOCTOSATENIbHOW MCCIEN0BATEIbCKOW padoTe HaJ SI3BIKOM,
pa3BuUBaTh y 06y11afoumxc;1 AHATUTUYECKHI moaxoJa K HM3ydaCMbIM SA3BIKOBBIM SBJICHHUAM
MyTEeM COTOCTAaBJICHUS UX C COOTBETCTBYIOIIMMH SIBICHUSMHU POIHOTO S3bIKA.
3agaum BocmUTATEJIbHON PadOTHI:

o pa3BuTHe y 00ydJaromuxcsi MOHUMaHHs COITMAIEHON 3HAUMMOCTH WHOSI3BIYHON KYJIbTYPHI B
Oyaymiet mpodecCHOHAIBHON —JCSITeTbHOCTH HAa HWHOCTPAHHOM  SI3bIKE, Kak IS
COBPEMEHHOT0 00IIeCTBa, TAK U I JUYHOTO NPOPECCHOHATBHOIO CTAHOBJICHMUS;

o CO3/1aHHE YCJIOBUU JUIsl OCO3HAHMs OOydYaloIIMMUCS CBOEr0 MecTa M poJd B Oyayuieu
npohecCuoHaTbHOM NeSTeNbHOCTH;

o dbopMupoBaHHE  BCECTOPOHHE  PA3BUTOM  JMYHOCTH  TOCPEICTBOM  MPUOOIICHUS
o0yyaromuxcs K HMHOS3BIYHON KyJbType M BOBJICUYEHHUS B TBOPUYECKYIO NESATEIBHOCTH C
UCIIOJIb30BaHNEM MHOCTPAHHOTO SI3bIKA;

. pa3BUTHE KYJIBTYPbl MEKIMYHOCTHOTO IPO(ECCUOHATHFHOTO B3aUMOICHCTBUSI.



3. MECTO JUCHUIIVIMHbI B YHEBHOM IIJIAHE

VYyeOHas muctuiuinHa «MHOCTpaHHBIN SI3BIK» OTHOCHTCS K 00s3aTeNbHON wactu brokal.
Juctunnusel (MOxynn).

W3ydyeHue naHHOW AMCHMIUIMHBI Oa3upyeTcss Ha Marepuale, H3yuYeHHOM B paMKax
IIKOJILHOTO Kypca. JJMCIUIUIMHBL, TIPU U3YyYEHUH KOTOPBIX OYIyT MCIONh30BAThCS 3HAHUS, YMEHUS
W HaBBIKU, TPUOOPETEHHBIE B pe3yJbTaTe H3YyUYCHHS] MUCHMIUIUHBI «MHOCTpaHHBIM SI3BIK» -
«IToaroroBka o aHIIMICKOMY SI3BIKYY.

4. IINIAHUPYEMBIE PE3YJIbTATbBI OBYUYEHUSA 1O JUCHUIIVIMHE JJIA
®OPMHUPOBAHUA KOMIIETEHIIMMA OBYYAIOIIUXCSI

Pesynbratel OCBOeHHMS 00pa3oBaTEIbHON MPOTpamMMbl (KOMIIETEHIIMH OOYYaIOIIMXCs)
YCTaHABIMBAIOTCA B COOTBETCTBUU C (peiepalibHbIM TOCYIapCTBEHHBIM 00pa30BaTEIbHBIM
CTaHAAPTOM IO  HANpaBJIEHUIO  MOATOTOBKM M  NPOQECCHOHATIBHBIMH  CTaHIapTaMH,
COOTBETCTBYIOLIMMHU MPOGECCUOHATILHOM JEATEIIbHOCTH BBIITYCKHUKOB, a TAKXKe Ha OCHOBE aHAJIN3a
TpeOoBaHuil paboTonareneil, NpPeabSIBISIEMBIX K BbINYCKHHKaM. IlnaHupyemble pe3ybTaThl

MIPOXOXACHNUSA TPAKTUKHU (3HAHUS, YMEHMS, HABBIKM) OOECIEUUBAIOT JIOCTHXKEHHE PE3yJbTaTOB

OCBOEHHS 00pa30BaTeNbHOI MPOTrpamMMBbl.

Mudp un HNuaukaTopsl I[Inanupyembie pe3yabTaThl 00y4eHU s
Ha3BaHHC M0 THCIUTLINHE
KOMIETeHIHH KOMIIETeHIIUH
3HATH:
YK—+4 [TpuHIATIBL [IOCTPOCHUSA YCTHOI'O u
CnocobeH MUCHbMEHHOTO BBICKA3bIBAHMUSI HA TOCY/IapCTBEHHOM
OCYIIECTBIISATh VK42 U HMHOCTPAaHHOM S3bIKaxX; TPeOOBaHUS K JIETOBOU
€JI0OBYIO ) CTHOH ¥ MUCBMEHHOU KOMMYHHUKAIINN
A Y Ocy1iecTBisieT y y 1
KOMMYHHUKAIUIO B
YCTHOU U FICITOBYTO Ymern:
. KOMMYHHUKAIIAIO B '
MMHUCHEMEHHOMI CTHO}I;I " I [lpyHuMaTh HA  MpPaKTUKE YCTHYIO U
dhopmax Ha Y . MUCHbMEHHYIO JIEJIOBYI0 KOMMYHHUKAIHIO
IMUCHEMEHHON
rocyJ1apCTBEHHOM (bopMax Ha
SI3BIKE Baagern:
N MHOCTPAHHOM (BIX) ! .
Poccuiickoii A3bIKe (2X) Metoaukoii COCTaBJICHUS CYXXJICHUS B
denepanuu U MEXJINYHOCTHOM  JIEJIOBOM  OOIIEHHUH Ha
WHOCTPaHHOM(BIX) rOCyJapCTBEHHOM M  HMHOCTPAaHHOM SI3bIKax, C
s3bIKe(ax) MPUMEHEHUEM aJICKBATHBIX SI3BIKOBBIX (OpM |
CpENCTB




5. CTPYKTYPA U OFBEM JUCHUIIJIMHBI

Cemectp m3yuenus: 1

Buanbi yueoHoii padoTnl

Ipomexy ®opma
Pasnen, - KOHT?::';i’;}gaﬁoTa CamocrosiTesibHas padoTa To1HAad Zil:{):;l:;; DopmMHupyemMbI
MOY.Ih oapaszjien, TeMa arrecta e
uusd B KOMIIeTeHI[UH
Jlek Hpakru B ®opMbI OPraHU3aANNHU Jacax
yeckne | KCP N
M yacax |camMoCTOSITeJIbHO padoThI
3aHATHSA
Paznen 1. Tema 1.1. Globalization [ToBTOpPEHME TIPOIIECHHOTO VK-4.2
Global (mpaKTHKyM) MaTepuaia, MoAroToBKa YcTHBI ompoc,
Marketing |z, mvpro-meopueckoe UHAUBUIYAIBHOTO MUCbMEHHbBIE
GoOCnUmMaHLe: . 14 - 6  |Boxabysispa 1o PO IeHHOM - JIOMalIHie
CoyuUanbHas 3HAYUMOCMb TeMe,vpa60Ta o SafiaHud
UHOSZOTUHOT KYTMYPo CIPaBOYHOH JIUTEPATYPOH U
CITORANAENM
Tema 1.2. Global Marketing [ToBTOpEHUE MPOICHHOTO YCTHBIH ompoc, YK-4.2
(IpaKTHKyM) MaTepuala, TOAroTOBKa IMUCHEMEHHBIE
Kynomypno-meopueckoe 6 MHIWBUYAIBHOI'O AOMaIlTHHE
socnumanue: - 14 - BOKaOyJIsipa 1o npoiieHHoM - 3a1aHusA
MENCKYTbmypHOe Teme, padbora co
npogeccuonanvroe CIPaBOYHOM JIUTEPATypO U
g3aumooeticmeue CJIOBapeM YcTHbIl ompoc,
Tema 1.3. Product promotion - 14 - [ToBTOpEHME MPOIIEHHOTO - [TCHMEHIHBIC YK-4.2
(mpakTUKyM) Matepuaia, moAroToBKa JIOMALLIHIE
WH/IUBUYAJIBHOTO S
6  |BokaOyJsapa 1o MpoNACHHOM

TeMe, pabora co
CIIPABOYHOM JIUTEPATYPOU U
CJIOBapeM

YcrHblit onpoc,
MUCbMEHHbIE




Tema 1.4. Global Advertising
(mpakTUKyM)

14

[ToBTOpPEHME POIIECHHOTO
MaTepuaia, oAroToBKa
UHAUBUIYAIBHOTO
BOKaOyJIsipa 110 NpoiieHHOM
TeMe, paboTa co
CIIPaBOYHOM JIUTEPATYPOU U
CJIOBapeM

Tema 1.5. Branding (mpaktuxkym)

14

IloBTOpEHME MPONUIECHHOTO
Marepuana, oAroToBKa
UHAWBUYAJIBHOTO
BOKaOyJIsipa 1o NpoiieHHoM
Teme, paboTa co
CIIPaBOYHOM JIUTEPATYPOU U
CJIOBapeM

Tema 1.6. Global advertising
campaigns (IPaKTHUKYM)

14

IToBTOpEHME MPOIAEHHOTO
MaTepHaa, MoAroToBKa
WH/IUBUYaJILHOTO
BOKaOyJIsipa 1o NpoiieHHOM
Teme, paboTa co
CIIPaBOYHOM JIUTEPATYPOU U

OCTINADANON

Tema 1.7. Business Media
(TIpaKTUKyM)

12

IloBTOpEHME MPONIEHHOTO
MaTepuaia, MoAroToBKa
WH/IUBUYAJIHOTO
BOKaOyJIsipa 1Mo mpouIeHHOM
Teme, pabora co
CIIPABOYHOM JIUTEPATYPOU U
CJIOBapeM

JOMAIIIHUE
3aIaHusg

YcTHBI ompoc,
IIMCbMEHHBIE
JOMAIIIHUE
3aJaHus

YcTHBI ompoc,
IIMCbMEHHBIE
JOMAaIIHUEC
3aJaHus

YcrHblit onpoc,
IINCBbMCHHBIC
JIOMalIHue
3alaHus

YK-4.2

YK-4.2

YK-4.2

YK-4.2




IToaroroska x

o IIPOMEKYTOUHON
dopma MPOMEKYTOYHOU aTTecTalun
- 2 aTTecTauu B hopme
3auer D
WHIUBUIYATHBHON
pe3eHTalun
96 44 -

Hroro

144




Cemectp m3vuenus: 2

Buanbi yueOHoi padoThl

KonTakTHas padorta (B Tpomesy DopMBI dopMUDVEM
Pasnen, - aacax) CamocrosiTebHas padora TOYHAs p pMupy
MOY.IE oapasaeJsi, TeMa aTTecranusi p| TEKYLIEro ble
IMpakTn (¢opMbI opranuzanuu yacax KOHTPOJISI | KOMIIETCHINH
Jleknuu B .
" yeckue KCP yacax CaMOCTOSATEILHOMI
3aHATHSA padoThI
Tema 2.1. Employment IToBTOpEHHE MPOIIEHHOTO - VY CTHBIH VK-4.2
(mpaKTHKYM) MaTepHana, oAroTOBKA ompoc,
Kynomypno-meopueckoe WHIMBUTyJILHOTO MUCbMEHHbIE
gocnumanue: - 14 - 4 BOKaOyJIspa 1o JOMAILHHE
0CO3HAaHUe C80e20 Mecma MIPOMICHHOH Teme, paboTa 3aJlaHus
u ponu 8 6yoywetl CO CIIPaBOYHOMU
npogeccuonanvbHol JUTEPATypOH U CIIOBApEM
- YK-4.2
[ToBTOpEHME TPOIAECHHOTO
Pasnen 2. MaTepuaia, MoAroToBKa Yermsii ompoc
Business Tema 2.2. Trade } MHIMBHLYa/IbHOTO MUCHMEHHBIE ’
Organization (npaKTHKyMm) 14 - 4 } BOKaGEUI;Ipa 1o S
in terms of MIPOMJICHHOH TEME, Iza60Ta S —
Marketing €O CIpaBOTHON
JUTEepPaTypoOH U CI0BapeM
Tema 2.3. Organization [ToBTOpEeHME MPONUIEHHOTO } YK-4.2
(TIpaKTHKyM) Marepuasa, moJAroToBKa Y CTHBIH OIpoc,
Kynomypno-meopueckoe WH/IMBUTyaJIbHOTO IIUCbMEHHBIE
gocnumanue: - 14 } 4 BOKaOyJIsipa 1o JOMAITHUE
MEJCKYIbMYPHOE poiIeHHON Teme, paboTa 3aJaHusA
npogeccuonanvrHoe CO CIIPaBOYHOM
g3aumooeticmeaue JTUTEPATYPOH U CIIOBAPEM




Tewma 2.4. Money

IToBTOpEHNE IPONUAEHHOTO
MaTepuaia, oArOTOBKA
WUHJUBUyaJIBHOTO

10 BOKaOyJIsipa mo
(IpakTUKyM) . z
npoiiieHHo# Teme, paboTta
CO CIPaBOYHOMI
JIATEPATypPOU U CIIOBapeEM
Tewma 3.1. Ethics [ToBTOpEHME MPONHIEHHOTO
(IpakTUKyM) Marepuana, oAroToBKa
Kvnemypno-meopueckoe WMHUBUTyaJIbHOTO
gocnumanue: 12 BOKaOyJIsipa 1o
MENHCKYIbMYPHOE npoiieHHo# Teme, pabota
npogeccuonanvroe CO CIIPaBOYHOM
83aumooeticmaue JIUTEPATYPOU U CIIOBAPEM
[ToBTOpEHME IPONAEHHOTO
MaTepuaia, MoAroToBKa
WHIMBHUIyaIbHOTO
Pasgen 3. Tema 3.2. Change AUBUIY
) 12 BOKaOyJIsIpa 1mo
Marketing (paKTHKyM) . 2 5
Stratezies poieHHON Teme, paboTa
g CO CITPaBOYHOM
JTUTEPATYPOH U CIOBapEM
Tema 3.3. Marketing .
X IToBTOpEHNE IPONUAECHHOTO
Strategies (mpakTUKyM)
MaTepuaia, oAroToBKa
Kvaemypro-meopueckoe
WH/IMBHUIyaJIbHOTO
gocnumaHue. 0Co3HaHue
12 BOKaOyJIsipa mo
c60e20 mecma u ponu 8 . z
. npoiieHHo# Teme, pabota
oyoywetl .
. CO CIIPaBOYHOM
npogheccuoHanbHoll .
JUTEPaATYpOU U CIIOBapeM
oesmenbHOCMuU
Pazgen 4. Tema 4.1. Cultures 12 [ToBTOpEHME IPOIAEHHOTO

YeTHBIN onpoc,
ITNCHbMCHHBIC
JOMalllHue
3aJlaHusL

YcTHbIN ompoc,
IINMCBbMCHHBIC
JIOMaIllHue
3aJlaHusd

VYeTHBI onpoc,
ITNCHbMCHHBIC
JOMalllHue
3aJlaHusL

YeTHBIM onpoc,
MUCbMEHHBIE
JOMaIIHHAE
3aaHUs

VYcTHbIN ompoc,

YK-4.2

YK-4.2

YK-4.2

YK-4.2

YK-4.2




(IpakTUKyM)
Kynvmyprno-meopueckoe
socnumanue.
COYUAIbHASL BHAYUMOCHIb
UHOAZLIYHOU K)IbIYPbl

MaTepuaia, MoAroToBKa
WHIMBUIyaJIbHOTO
BOKaOyJIspa 1o
MPOMICHHOH Teme, paboTa
CO CIIPaBOYHOM
JINTEPATYPOU M CIOBapeEM

ITNCHbMCHHBIC
JOMAIIHue
3aJaHuA

Tema 4.2. Leadership [ToBTOpPEHME MPOIIEHHOTO YK-4.2
(TIpaKTHKyM) Marepuasa, moJAroToBKa Y CTHBIH OIpoc,
Kyrnomypno-meopueckoe UHJIMUBUIYaJIEHOTO UCBMEHHBIC
gocnumanue: 12 6 BOKaOyJIsApa 1o JOMAITHUE
Leadership MENCKYIbMYPHOE npoieHHON Teme, paboTa 3a/laHus
npogeccuonanvHoe CO CIIPaBOYHOM
g3aumooeticmeaue JUTEPATypO U CIIOBapeM
[ToBTOpEHME IPONAEHHOTO . YK-4.2
MaTepualia, oAroToBKa Y CTHEI onpoc,
IIMCBMCHHBIC
Tema 4.3. Competition in 12 5 Hiiﬁig;izg?;ogo AOMallIHUE
Marketing (mpakTHKyM) . z 3aanus,
HpOWJEHHOH TeMe, paboTa BEITIOHEHHE
CO CIIPaBOYHOM KOHTPOJIbHBIX
JIMTEpaTypoOHr U CIIOBApEM 3aJaHuH
[Toaroroska k
MPOMEKYTOYHOM
aTTecranuu B hopme
dopma MPOMEKyTOYHOU aTTecTalun i 4 WHAUBUAYAIbHON i i
3a4er c oueHkoi [IpE3EHTALNH,
BBITIOJTHEHHE
KOHTPOJIbHBIX 33JIaHU I
124 52 -

Hroro

180




Cemectp uzyuenus: 3

Buabl yueOHoii padboThI

Konrakrnas pa6ora Ipomex ®opmupyem
Pasneun, P CamocTrosiTeTbHast paboTa P y Popmbl LIE
IMoapasnen, Tema (B yacax) TO1 TeKyIIero
MOy JIb Texun IpakTu s ¢dopmbI opranuzanum Hast KonTposss | oMmeTeHuH
YyecKue KCP CaMOCTOSITeJILHOMI arrecTaum "
U yacax
3aHATHA padoThI a (B
IToBTOpEHME NPONIEHHOTO - .
p PO YcrHblii onpoc,
Marepuaa, moAroToBKa
HHTHBHAYATBHOTO MUCHMCHHBIE
Tema 5.1. Innovations in Y JOMAIlHNE
. - 8 - 4 BOKaOyJsipa mo YK-4
Marketing (IpakTHKyM) . ¢ 3a/1aHUs
NpoieHHON Teme, paboTa
CO CITPaBOYHOM
JUTEPATYPOH U CIOBAPEM
Tema 5.2. Business and -
environment (IPaKTHKyM) [ToBTOpEHME MPOHIEHHOTO
Ky YDHO-MEODYECKOe Marepuasa, moAroToBKa VYerHblit onpoc,
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Pas,ueﬂ. 7. |Tema 7.1. Globalization and [ToBTOpEHME IPOIIEHHOTO §
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Tema 7.4. Marketing for General
Motors Company (IIpakTHKyM)

16

[ToBTOpPEHME POIIECHHOTO
MaTepuaia, oAroToBKa
UHAUBUIYAIBHOTO
BOKaOyJIsipa 110 NpoiieHHOM
TeMe, paboTa co
CIIPaBOYHOM JIUTEPATYPOU U
CJIOBapeM

Tema 7.5. Failures (mpaktukym)

16

IloBTOpEHME MPONUIECHHOTO
Marepuana, oAroToBKa
UHAWBUYAJIBHOTO
BOKaOyJIsipa 1o NpoiieHHoM
Teme, paboTa co
CIIPaBOYHOM JIUTEPATYPOU U
CJIOBapeM

Tema 7.6. Marketing for
Microsoft Company (mpakTHKyM)

16

IToBTOpEHME MPOIAEHHOTO
MaTepHaa, MoAroToBKa
WH/IUBUYaJILHOTO
BOKaOyJIsipa 1o NpoiieHHOM
Teme, paboTa co
CIIPaBOYHOM JIUTEPATYPOU U

OCTINADANON

Tema 7.7. Marketing for Virgin
Group Company (MpakTHKYM)

16

[ToBTOpEHME MPONUIEHHOTO
Marepuaa, loAroToBKa
VMHJVBH1yaJIbHOTO
BOKaOyJIsipa 1o MpoiaeHHON
Teme, paboTa co
CIIPaBOYHOU JIUTEPATYPOU U
CJIOBapeM

YcTHbli onpoc,
IINCBbMCHHBIC
JIOMalIHue
3alaHus

YceTHBIM ompoc,
IIMCbMEHHBIE
JIOMaIlHHE
3aJaHus

YceTHBINM ompoc,
IIMCbMEHHBIE
JIOMaIlHHe
3aJaHus

YcrHblit onpoc,
IINCBbMCHHBIC
JIOMalIHue
3alaHus

YK-4

YK-4

YK-4

VK-4




Tema 7.8. Future of Marketing
(mpakTUKyM)

IToBTOpEHME MPONIECHHOTO
MaTepuaia, oArOTOBKa

YcTHbli onpoc,

648

Kyvmomypno-meopueckoe MH/IMBUIYaJIbHOTO [INCHMCHHBIC
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oesimenbHOCImu cI0BapeM KOHTPOIBHBIX
RATTAHUU
IToaroroska k
IIPOMEKYTOUHON
dopma MPOMEKyTOYHOW aTTECTAIHH i ) ) arTecTanuu B popme 36 - i
JK3aMeH IpyNIoOBOM Mpe3eHTaluH,
BBITIOJTHEHUE KOHTPOJIbHBIX
3a/1aHAN
128 - 16 -
Hroro
180
434 12 164 -
Bcero




6. COIAEPXAHME JUCHUIIJINHBI

Pa3nea 1. Global Marketing

Tema 1.1. Globalization

Ob6yuatomuecs wuzy4atroT Temy [nmoOanmszanus. CrocoObl W METOIbI, MPHUBOIAIIME K
I'mobanm3amuu. M3yuaroT Jekcuky o Teme. [loNoXUTEeNbHBIE W OTPULIATENbHBIE TMOCIEICTBUS
nporecca riobanu3anuu, ocoOeHHO B cdepe amzaiiHa. V3y4yaroT TEPMHHOJIOTHIO IPOBEIACHUS
TeneOHHBIX TTEPETOBOPOB.

Kynosmypuo-meopueckoe eocnumamnue: noHumauue coyuaibHOU 3HAYUMOCMU UHOA3BIYHOU
KVAbMYpPbl NPOUCX00UM Y 00YYAIOWUXCS NOCPEOCEOM AHAIU3A U OAlbHele20 00CYHCOeHUs Ha
UHOCMPAHHOM  S3blKe MmemMbl 2100aIu3ayuy, ee 3aKOHO8, d MmaKdice O0COOEHHOCMU 6e)eHUs
MeNCOYHAPOOHBIX NEPe2o8OpPO8.

Tema 1.2. Global Marketing

O6yqafoumec;1 HU3YYalOT 3aKOHBI MCXKJAYHAPOAHOI'O MAapKCTHUHTA, 3aKOHOMCPHOCTH PAa3BUTHUA

MApKETUHTOBOM CHCTEMBI.

Kynemypno-meopueckoe _socnumanue: noHUMauue 0COOEHHOCHEN — MeNCKYIbMYPHO2O0
npoheccuoHanbHo20 83auMo0elicmaUs NPOUCXo0Um y 0byuarowuxca nocpeocmeom KOMMYHUKaAYuu
HAa UHOCMPAHHOM 53bIKe C Yelblo 00CYHCOeHUs NPOoOaeM, C8A3AHHbIX C UMEHAMU pA0ad 2100ANbHbIX
KOMNAHU, U nymeu ux peuleHus.

Tema 1.3. Product Promotion

OOyuaroryecs: 3HAKOMATCS C METOAaMH M CPECTBaMH TPOBIDKCHUS Pa3HOTO POAa JU3aiiHa
JUIS PA3TUYHBIX IIEJIEBBIX ayAUTOPHIA, a TAaKXKe PHIHKOB Pa3IMYHBIX CTPaH.

Tema 1.4. Global Advertising

OOyuaromyiecss 3HAKOMSATCSI ¢ Pa3IMYHBIMU BHUIAMH PEKIAMBI, METOJIaMHU PEKJIAMUPOBAHMSI.
VYuyarcs, Kak MPaBWIBHO MPOBOJIUTH PEKIaMHYIO KammaHuio. M3ydaior ¢pasbl, HEOOXoauMBbIe LIS
MOCTPOCHHUS YCTICIIHOM npe3eHTanuu. HauBuyanbHas npe3eHTalus o TeMe.

Tema 1.5. Branding

OO6yuatoniuecs 3HaKOMSATCS ¢ TeMOoil Ha mpuMmepe MupoBbix Mapok: IBM, Coca-Cola, Disney.
OOcyxnaroT mpo0eMbl, CBSI3aHHBIE ¢ TMPATCTBOM M IMYTH UX pemieHus. M3ydeHue TepMHHOIOTHH,
HE00XO0IMMOM JJIsl MPOBECHHS JICJIOBBIX NIEPErOBOPOB U COOPAHUI MEXKITyHAPOJHOTO YPOBHSI.

Tema 1.6. Global Advertising Campaigns

OOyJaromyiecss 3HAKOMSITCS C Pa3TUYHBIMU BUJIaMHU PEKJIAMHBIX KaMmaHuid. PaccMaTpuBaioT
NpPUMEpPBI YCIEUIHBIX U HEYIaUHBIX PEKJIAMHBIX KaMITaHUH 110 BCEMY MHPY.

Tema 1.7. Business Media

OOyuaromiecss 3HAKOMSTCSI C Pa3IMYHBIMH BHJAMH CPEICTB MaccoBOW HH(MOpPMAIIHH.

AHaJ'II/ISI/Ip}IIOT N OIIPCACIAIOT CaMBbIC YCIICIIHBIC U HCYJAYHBIC.



Pa3nea 2. Business Organization in terms of Marketing

Tema 2.1. Employment

OOyuatonuecs u3ydaoT HauOosiee BakHbIE (DAKTOPb, HEOOXOAUMBIE MJISi TOJTYYCHUS
pa0otbl. M3yuaroT cnocoObl yCIEIIHOro MPOXOXKICHHUS M IMpoBeAeHus cobecenoBaHus. M3yuaroT
TEPMUHOJIOTHIO, HEOOXOIUMYIO JJIsi MPOBEACHUS COBEIIAHWH BHYTPM KOMIIAaHMHM. Buabl pestome.

OOyuaromiyecs: yyaTcsi COCTaBIIATh PE3OMe.

Kynemypno-meopueckoe socnumanue: ocoswanue ceoeco Mmecma u poau 8 Oyoyuel
npogeccuoHanbHol  0esmenlbHOCMU  OCYWeCmBIAemcs nymem auaiu3a o0cobeHHocmell NoucKd
pabomul, 8edenusi nepe2o8opos8 Ha UHOCMPAHHOM 5A3bIKe, NPOBEOEHUs COBEUJAHUI.

Tema 2.2. Trade

OOyuaromyecss 3HAKOMSATCS C PAa3IMYHBIMM BUAAMU TOProBiu. M3yudaioT ocoOGeHHOCTH
BHEUIHE U BHYTpEHHEH TOpProBiu. 3HAKOMSATCA C NpaBwiaMu OQOpPMIICHHS aKKpeAUTHBA.
CoBepIIEHCTBYIOT HABBIKM BEJICHHs MEPEroBOPOB, U3y4yarOT pa3iWyHble MPUEMBI AT JOCTHXKEHUS
HanOonee 3(h(HeKTUBHOTO pe3yibTarTa.

Tema 2.3. Organization

OOyuatoniuiecs 3HaKOMSTCA C BUJaMH KommaHui. M3ydaror mpuémsl, crnocoOCTByOIINE
CO3JIaHMIO OJIAromnpusATHON pabodel cpenbl. 3HAKOMATCS € MPaBUIAMU U CTPYKTypamMH OOILEHHs B
cdepe OuzHeca.

Kynomypno-meopueckoe __gocnumanue:  ¢opmuposanue  nNOHUMAHUS ~ 0COOEHHOCHel
MEJHCKYTIbMYPHO2O NPODECCUOHATLHO20 83AUMOOCUCMBUL  NPOUCXOOUM  NOCPEOCMBOM  AHANU3A
PA3IUYHBIX MUNOE KOMNAHULL, O0CODeHHOCmell GbICMPAUBAHUS NPABUT U CMPYKMYPbl 0108020
0bwenus 6 npogheccuonanvbHoll chepe.

Tema 2.4. Money

3HaKOMCTBO C (DMHAHCOBBIMU OTHOIIECHUSMHU B IKOHOMUKE U MX TpaUUEeCKUM OTPaKCHHEM.
OOyueHne COCTaBIECHUIO U HAITUCAHUIO OTYETOB.

Pasnen 3. Marketing Strategies

Tema 3.1. Ethics

3HaKOMCTBO C 3THUKOH B cdepe OM3Heca M pa3iMuHbIMM HOpMamu 3Tukera. OOCyxaeHue
npobaeM Koppyniuu u 60pb0bl ¢ Hel. O0yvaromuecs U3y4aroT TEPMUHOJIOTHIO IO JTaHHOH Teme,
JUISL HAXOXKAECHUS BBIXOJIa U3 CJIOKHBIX YKOHOMUYECKUX CUTYALIHUH.

Kynomypno-meopueckoe gocnumanue: MEHCKYIbIMYPHOe npogheccuonanvHoe
83aUMOOCUCMBUE NPOUCXOOUM 8 CO3ZHAHUU 00yYaowuxcsa 01azo0aps auaiu3y u OalbHeuuemy
00CYHCOCHUIO MAKUX NOHAMUL, KAK IMUKA, KOPPYNYUsA, IKOHOMUYECKAs Cumyayusi u cnocoovl ee

VIAYUULEHUSL.
Tema 3.2. Change

OOyJaromuecsi ydaTcsi BbIpakaTh CBOM MBICTH 1O TeMe m3MeHeHus. Kak B moBcemHEBHOU
KHU3HU, TaK U B chepe Ou3Heca. Yyarcs mpaBuiiaM HamucaHusi OT4ETOB. COBEPIICHCTBYIOT HAaBBIKU

IMPOBCACHUA COBCIIIaHUI.



Tema 3.3. Marketing Strategies

OOyuatomyecs: 3HAKOMSATCS ¢ TepMUHOM «CTpaTerusi» B 1ejaoM. M3ydaroT BUabI CTpaTeruii 1
TaKTHUK, H€O6XO}II/IMI)IX IJIA JOCTHXKECHUA, MMOCTaBJIICHHOMN OeJIu. HSy‘—IaIOT pasinduusa MEXITy TCPMUHOM
CTpaTerus W TaKThKa. Pa3BUTHe yMEHHMH M HaABBIKOB MPUHATHS pemieHuid. PaccmarpuBator
pa3IuyHbIe BUABI MAPKETUHTOBBIX CTPATETUM.

Kynemypno-meopueckoe 6ocnumanue: ocosnaunue ceoe2o mecma u poau 6 Oyoyujell
npogheccuoHanbHol OesmenbHoCmu hopmupyemcs y 00yuarouuxcs 4epe3 NoOHUMAaHue u pasiuyeHue
NOHAMULL, NPOEYUPOBAHUIO CE60€20 NOHUMAHUA 8 OMHOWEHUU NPOPEecCUOHANbHOU  cghepbl
de}zmeﬂbHocmu, OCO3HAHUIO CIIOHCHOCMU npoyecca npurHAaAmus pemeHuﬁ.

Pa3nea 4. Leadership

Tema 4.1. Cultures

3HAKOMCTBO C KYyJbTypamMH pa3HbIX CTpaH, IOBEACHUEM JIOACH, UX TpPagulUsIMU H
oObruasiMu. OlleHKa W aHaIW3 WX BIUSHUS Ha BeJeHUE Ous3Heca. 3HAKOMCTBO C OCOOEHHOCTSMHU
BEJICHUsI OM3HEcCa C BOCTOYHBIMH JIEJIOBBIMH MapTHEpaMu. Pa3paboTka COOCTBEHHBIX CTpaTeruil B
JlaHHOM cdepe.

Kynsmypuo-meopueckoe eocnumanue: coyuaibHas 3HAYUMOCMb UHOA3LIYHOU K)JIbMYpbl
Gdopmupyemcest 8 cosnanuu obyuaowe2ocs 01ae00aps aHAIU3y U OaibHeluuemy 00CyHCOeHUIO
0cobeHHOCmell KYIbmYp PA3HbIX CHPAH, UX PA3IUYULL U NONbIMKE CAMOCMOSMENbHO pa3pabomanms
€8010 cmpamezuio 8edeHus: bu3Heca 8 UHOSA3IYHOM NPOCPAHCEE.

Tema 4.2. Leadership

3HaKOMCTBO C MHUPOBBIMH JIHJEPAMU B TOJUTHKE U 3KOHOMHKE. OOCyXIEHUE KauecTB
Jaujaepa, pacllupeHue JeKCUKH Mo TeMe. CTyJIeHThl MOoJydaroT NpPEJCTaBICHHE O HaBbIKax
yIOpaBiIeHUs! KPYITHBIMH, MUPOBBIMU KOMITAHUSIMH.

KVﬂbn’IVUHO-n’Z6OU’{€CKO€ eocnumanue. qbopMupoeaHue NOHUMAHUA O MENCK)JIbM)PHOM
npogeccUuoOHanbHOM 83auUMOOeicmeuy  ocyujecmeisiemcs 01a2o00aps anHaiusy HA UHOCMPAHHOM
A3bIKE YCneurHocmu Mupoeslx Jludepoe U 27100aNbHBIX KOMNAHULL.

Tema 4.3. Competition in Marketing

O6yqafonmec;{ 3HAKOMATCA C 3KOHOMHYECKUM TCPMHUHOM «KOHKYPCHIOUA» W €€ BUIAMHU.
HSy‘{aIOT BJIMAHUEC KOHKYPCHIOHUHW Ha COCTOSHUC Pa3JIMYHBIX PBIHKOB. PaCCManI/IBaI-OT OCHOBHBIC
CTpaTerunu JOCTHIKCHUA KOHKypeHTOCHOCO6HOCTI/I. O6yqafonmec;1 pa3pa6aTLIBa10T CBOH
COOCTBEHHBIE CTPATCTUYCCKUC IIGIZCTBHH IJI IpCOJ0JICHUA HpeHSITCTBI/If/'I B pCIICHUUN TTOCTABJICHHBIX

3a1ad.

Pasnea 5. Business vision for Marketing sphere

Tema 5.1. Innovations in Marketing

OOyuatoniyiecs 3HAKOMSTCS C Pa3IMYHBIMU H300pETEHUSMH, MPEUMYILIECTBEHHO B cdepe
mu3aiiHa.  OOCyX/1aloT HEOObIUHBbIE M300pETeHMs, MCIONb3ysl JIEKCHMKY II0 JIaHHOM TeMe.
PaccmarpuBaloT mnpeuMyllecTBa HHHOBAlMA B cdepe pbIHKA. F3y4aroT MeETOJbl YCHELIHOTO

npejcTaBiIeHns HHPOpPMALUHU B popMe pe3eHTAINH.



Tema 5.2. Business and environment

OO0yuaronuiecss U3y4JaroT IMOHATHE OKPYKAOIIasl cpejia BO B3aUMOCBSI3H C BEJICHUEM OW3Heca.
BnusiHue pa3nuyHBIX KOMITAHWHA Ha COCTOSHHE OKPYIXKAOIIEH Cpelbl. SHAKOMSTCS C Pa3IHuHbIMH
KOMIaHUSAMH, KOTOPBIE BHOCAT BKJIAJ B COXpAaHEHHE OKPYIKAIOIIEH Cpebl.

Kynomypno-meopueckoe gocnumanue: ocosnaunue cgeoeco mecma U poau 6 Oyoyujell
npogheccuoHanbHol 0essmeabHOCmU NPOUCXO00UM NOCPeOCMBOM AHAIU3A UBMEHeHUll 8 Ou3Hec-chepe
noo 8030euUcmeuem U3MeHeHUl, NPOUCX00AUWUX 68 OKpYIHcatoweli cpeoe.

Tema 5.3. Franchising

OOyuaroruiecss 3HAKOMSITCS ¢ TEPMUHOM «(PPAHIIM3UHT: BbIJa4a KOMIAHUEH ITUIEH3UU Ha
MPOU3BOJACTBO WJIM TPOJaxy ToBapa mnoja e€ mapkoil ((ppanmmssl)y. M3ydaroT HeoOXoaumyro
TEPMUHOJIOTHIO Ha TPUMEpax pPa3IUYHbIX MEXIYHApOJHBIX KoMmaHui. HaxomsT mpumepsl Ha
PoccuiickoM pbIHKE.

Tema 5.4. Business communication

OO0yuaroruecss 3HAKOMSTCS C TEPMHUHOJIOTHEH W TOHSTHEM OHW3HEC ITHKETa, JUISl BEACHHUS
JICTIOBBIX TIEPETOBOPOB. YTyUIIAlOT CBOU HABBIKH OOIICHUS B JICIIOBOM CpeJie.

Kyvavmyprno-meopueckoe socnumanue: ¢0le/lp06aHM€ NOHUMAHUA O MENCKYJIbmM)PHOM
l’lpOgb@CCMOHaJZbHOM 83aumooeltcmeuu npoucxo@um HA npumepe COBEepuleHcme06daHUsl HABbIKOB
KOMMYHUKAyUu Ha UHOCMPAHRHOM A3blKe C Yebio YCNeutno2co 6e0ers 0enoBblx nepecoeopoe.

Paspea 6. Insights Into Marketing

Tema 6.1. The nature of marketing

OOyuaromyecss 3HAKOMSTCS C IOHATHEM MEHEIKMEHTa, ero 3HaueHueM. OOyuarommecs
3HaKOMATCA C TEPMUHOJIOTHMEH, HEOOXOOUMOW s ONMCAHHUA YepT MOJOKUTENBHOIO U
OTPULIATENILHOTO YIIpaBJICHIIA.

Tema 6.2. Customer Service

OOyuarolyecss paccMaTpUBAIOT CUCTEMY OOCIY)KMBaHUSI TOKyHareiae. AHaIW3UPYIOT
pasHUIly MEXIy TEPMHUHAMH «IIOKYTATENb», «IIOTPEOUTENbY, «KINEHT». V3ydyatoT pa3sHHIly CUCTEM
oOciykuBaHus nokymnarenei B Poccun u 3arpanuient.

Kynomypno-meopueckoe _socnumanue: _0cO3HAHUE __ YCHEWHOCIU ___MENCKYIbIMYPHO2O
npoheccuoHaIbHO20 83AUMOOCUCMEUS NPOUCX0OUM Yepe3 YCMHbIL 0OMeH HA UHOCMPAHHOM A3bIKe
uoesmMu U MolCIAMU NO NOB00Y cmuiell NpoPecCUOHAIbHO20 U ObIMO0B020 00WeHUsL Ol peuleHus
npoobiem KOMMYHUKAYUU.

Tema 6.3. Team Building

OOyuaroruecs M3y4aroT crmocoObl pabdOThl B KOMaHJE, OOCYXIAIOT HIEH, KaK CO37aTh
YCIICUIHYI0 KOMaHAy. M3y4aroT JeKCHKY 1O TeMe.

Kyiemypro-meopueckoe ocnumanue: (popmuposanue coyuaibHOU 3HAYUMOCMU UHOSA3bIYHOU
KYIbMYpbl NPOUCXO0UmM HA npumepe uoell opmMuposanuss KOMaHo, onpeoeieHus poiel 8 KOMaHoe,
YCREWHOCMU U Pe3VIbMAMUEHOCIU KOMAHObL U KAXCO020 ee HIeHd.



http://www.multitran.ru/c/M.exe?t=610914_2_1
http://www.multitran.ru/c/M.exe?t=610914_2_1
http://www.multitran.ru/c/M.exe?t=610913_2_1

Tema 6.4. Risk in Marketing

OObyuatomecss 00Cy>KIal0T BHUbI MOBCEIHEBHOTO PUCKAa M pUCKa B OM3HECE, a UMEHHO B
MapKeTHUHIoBoM cdepe. Puck, KOTOpbIi MOXeT ObITh MOJYyYEH B XOJ€ Mpoliecca Iiiodamu3anuu, a
TaKXke Mpolecca JOKaIu3aluu.

Tema 6.5. Crisis Marketing

OO0yuaromyecs: 00CYXIal0T BOIPOCHI IO TeME KPU3UC B CHCTEME MapKEeTHUHTa. 3HAKOMSTCS C
Pa3IMYHBIMM CHTYalUsIMH, BBI3BIBAIOIIMMH KpHU3UC. M3ydaroT mMyTH pelIeHHs BBIXOJA U3 KpPU3HCA.
M3yyaroT npuemsl 3ampanBaiis HHQOPMALUU B CI0XKHBIX SKOHOMHUYECKUX CUTYalUsIX U TPaMOTHO
OTBEYaTh Ha MOCTABJICHHBIE BOPOCHI.

Pasnen 7. Marketing for Global Companies

Tema 7.1. Globalization and Global Marketing

OOyuatomecs usy4aror Temy «lnobanmmzanus». CrnocoObl M MeTOABI, HNPUBOAALIME K
I'moGanuzanuu. M3yuaiorT nexkcuky mno Teme. lloioxkurenbHble W OTpULATEIbHBIE IOCICACTBUS

nporiecca riaodanu3ai. MeToibl BXOXKACHUS B MUPOBOM PHIHOK.

Kynemypno-meopueckoe socnumanue: ¢opmuposanue nOHUMAHUS COYUATbHOU 3HAUUMOCTIU
UHOA3LIYHOU KYIbMYPbl NPOUCXOOUM 8 Npoyecce aHAIu3d U 00CYHCOeHUss NOCIeOCMBULl npoyecca
enobanuzayuu, 0cobeHHoOCmer MelcOyHapoOHO20 PbIHKA.

Tema 7.2. Marketing for Coca Cola Company

OOyuaromiecss 3HAKOMSTCSI C HWCTOpPHEH CO3/laHUS KOMIIAHMH, C €€ OCHOBATEIISIMU.
OO6cyxnaoT NperuMyliecTBa U HeAOCTATKU ATON KOMIIAHUU; €€ MapKETHHTOBYIO MOJIHUTHUKY.

Tema 7.3. Success in Marketing

N3y4aroT JIeKCUKY 1O TeMe «Ycnex». 3HAKOMATCS C TEPMUHOJIOTHEN HA IIPUMEPE YCIIEUIHBIX
KoMranui u mojaei. COBEpIICHCTBYIOT HaBBIKM BEJIEHHUS TEperoBopoB. M3ywaroT kadecTBa,
KOTOPBIMU 00J1a1a€T yCIEIIHbINA YeIOBEK.

Kyvavmyprno-meopueckoe socnumanue: noxumMarue ocobenHocmell MEINCKYTIbMYPHO2O

npogeccUoHanbHo20 63aUMOOEUCMBUS NPOUCXOOUM HA NpUMepe aHAIU3a YCNewHOCmU 6e0eHUs
nepe208opo8 Ha UHOCMPAHHOM A3bIKe, YCHEUHOCIU Yel06eKd, KaK MUYHOCMU U KaK OUu3Hec eOUHUYbI.

Tema 7.4. Marketing for General Motors Company

M3yyaloT HUCTOpUIO KOMIIAHWMHM, 3aHMMaeMOe€ MeCTO Ha MHpOBOM  apeHe, €&
KOHKYPEHTOCIIOCOOHOCTh Ha PhIHKE U (hOpMYJTy yclrexa, MecTo, 3aHuMaeMoe Ha PoccuiickoM pBIHKE;
€€ MApKCTUHTOBYIO IIOJIUTHUKY.

Tema 7.5. Failures

OOyuatomyecs M3y4aroT MPUYUHBI Kpaxa KommaHui. IlyTm BbIXOga U3  CIIOKHBIX

HKOHOMHMYECKHUX cUTyaruid. O030p PHIHKOB, KOTOPble 00aHKPOTHIIUCH.



Tema 7.6. Marketing for Microsoft Company

HSyanOT HCTOPUIO KOMITaHUU, 3aHUMacMO¢C MECTO Ha MHPOBOM PBIHKE, €c
KOHKYPEHTOCIIOCOOHOCTh Ha phIHKE U (hOpMyIly ycrexa, MecTo, 3aHnMaeMoe Ha Poccuiickom pbIHKE;
€€ MAPKETUHTOBYIO IIOJIUTHKY.

Tema 7.7. Marketing for Virgin Group Company

M3yyaroT UCTOpHUIO KOMIIAHWM, 3aHUMaeMoOe€ MeECTO Ha MHMpPOBOM  apeHe, e€
KOHKYPEHTOCIIOCOOHOCTh Ha phIHKE U (hOpMyIly ycrexa, MecTo, 3aHnMaeMoe Ha Poccuiickom pbIHKE;
€€ MAPKETUHTOBYIO NIOJIUTHKY.

Tema 7.8. Future of Marketing

OOyuaromuecs N3y4aroT MPUIHHBI, TT0 KOTOPHIM KOMITAHUU CTAHOBSITCS TI00ANbHBIMH. [TyTH
ux pacmpenus. [IbITaloTcsl CIPOrHO3UPOBATH IKOHOMUYECKOE M MAPKETHHIOBOE COCTOSTHHE CTPaHBI
B Oyaymiem.

Kynomypuo-meopueckoe eocnumanue: nymem o00CyxicOeHus HA UHOCMPAHHOM S3bIKe
B03MOCHBIX HANPABTIEHUL PA3BUMUSL IKOHOMUKU CIMPAHbL U OU3Heca, y 00y4aouuxcs popmupyemcs
OCO3HAHUE C80e20 Mecma u pou 6 Oyoyuell NPpogheccuoHaIbHOU 0essimenrbHOCHIU.

7. CAMOCTOSATEJBHAS PABOTA OBYYAIOILIIUXCA

B pamkax naHHON yuyeOHOW AMCHUIUIMHBI 00y4YarOLIHecs BBITOJHSIIOT CAMOCTOSATENBHYIO padoTy
B BH/JIE TIOBTOPEHUS NIPONJAEHHOIO MaTepuaia 1o BCEM M3y4aeMbIM TEMaM CEMH pa3/esioB, YCTHO U
IIMCHbMEHHO (MMCbMEHHBIE JJOMAITHUE PabOThl) OTBEYAIOT HA BOIPOCHI JUIsl OJTOTOBKU K TEKYLIEMY
KOHTPOJIIO B COOTBETCTBYIOIIEM CEMECTpPE, a TAaKXKE FOTOBATCS K MHIMBUAYATbHBIM WU TPYHIIOBBIM
NpPE3eHTAlMAM JUIsl POXOXKAEHUS MPOMEXYTOYHOM aTTecTalMu no aucuumiauHe. [lomumo s3rtoro,
00yyaromuicsl OCYIIECTBIISAET MOATOTOBKY HMHIMBHYyaJbHOTO BOKaOyJsipa MO MPOMICHHOH Teme;

paboTy CO CIIPaBOYHOM JIUTEPATYPOIl U clloBapeM; paboTy HaJl ONIMOKaMHU.

8. OBPA3OBATEJIBHBIE TEXHOJIOT MU

Ha xax1oM 3aHATHH KaKJI0OM TEMBI BCEX PA3EJIOB HAPSLY C TPAAULMOHHBIMU IIPUMEHSETCS
TEXHOJIOTHS MPOOJIEMHOr0 00y4YeHHs, @ UMEHHO Ka)/10€ 3aHsATHE MPOBOAUTCS B (OpMe MPAaKTUKYMa.

HpI/I HU3Yy4YCHUU ﬂaHHOﬁ JAUCHUIUIMHBI  UCIIOJIB3YIOTCA  CIICAYIOIIUC 06p8.30BaTCJ'II>HBIe

TEXHOJIOTHH:

Tema 3aHATHA Bun odpa3zoBaTenbHOM ®opMa npoBeIeHUs 3aHATHSA
TEXHOJOTHH

Pasnen 1. Global Marketing Hnmepaxmusnas enosas / ponesas uepa

Tema 1.1. Globalization MexHoN02Usl

Kyivmyprno-meopueckoe

gocnumanue.

coyuanvHas 3HAYUMOCIb

UHOSA3BIYHOU K)IbMYPbl

Tema 1.2. Global Marketing Hnmepaxmusnas Case Study (pazbop

Kyviemypro-meopueckoe MEexXHON02Us KOHKDEemHbIX Cumyayuii)




socnumanue:
MENCKYIbMYPHOE
npogeccuonanvrHoe
gzaumooelicmesue

Tema 1.3. Product Promotion

TpaduquHHaﬂ MEXHOJI02UA

Hpakmuqecme 3aHamue

Tema 1.4. Global Advertising Hnumepaxmusnas Henosas / ponesas uepa
MexHo02Us. Case Study (pazbop

KOHKDEMHbIX CUMYayuil)

Tema 1.5. Branding Humepaxmuenas Henosas / ponesas uepa
MmexHoI02Us Case Study (pazbop

KOHKDEMHbIX CUmyayutl)

Tema 1.6. Global Advertising
Campaigns

Tpa()ub;uOHHaﬂ MEXHOJI02UA

Hpakmuqecme 3anamue

Tema 1.7. Business Media

Tpaduyuonnas mexnono2us

Hpakmultecme 3aHsamue

Pasnea 2. Business Organization
in terms of Marketing

Tema 2.1. Employment
Kynomypno-meopueckoe
socnumatue:

0CO3HAHUe c80e20 Mecma U poau
6 byoywetl npogheccuoHarbHou
desimenvbHoCmu

HUnmepaxmusnas
MexXHON02Us

enosas / ponesas uepa

Tema 2.2. Trade

Tpa()uquHHa}z MEXHOJI02UA

Hpakmuqecme 3aHAmue

Tema 2.3. Organization Hnmepaxmusnas Case Study (pazbop

Kynomypno-meopueckoe MexXHONI02Us. KOHKPEMMbIX CUMYayutl)

socnumatue:

MENHCKYIbIMYPHOE

npogheccuonanvbroe

83aumodelicmaue

Tema 2.4. Money Hnmepaxmuenas Case Study (pazoop
MexXHONI02Us. KOHKDEMHbIX CUMYayutl)

Pazgen 3. Marketing Strategies Humepaxmuenas Case Study (pazdoop

Tema 3.1. Ethics MmexHoI02Usl KOHKPEMHbIX CUMYayutl)

Kyiemyprno-meopueckoe
eocnumanue:
MEINCKYTIbMYPHOE
npogeccuonanvroe
gzaumooeticmeue

Tema 3.2. Change

Tpa()ub;uomtaﬂ MEeXHOJI02UA

Hpakmuqeacoe 3anamue

Tema 3.3. Marketing Strategies
Kynomypno-meopueckoe
gocnumanue. OCO3HAHUE CB0e20
mMecma u  poau 8  Oyoyweu
npogheccuoHanbHoll
desimenbHOCmU

TpaduquHHaﬂ MEeXHOJI02UA

Hpakmultecme 3aHsamue

Pasnen 4. Leadership

Humepaxmusenas

Henosas / ponesas uepa




Tema 4.1. Cultures MexXHON02Us Case Study (pazoop
Kynomypno-meopueckoe KOHKDEMHbIX CUMYayutl)
gocnumanue:

coyuanvhas 3HAYUMOCD

UHOA3LIYHOU KYIbMYPbl

Tema 4.2. Leadership Hnmepaxmusnas Case Study (pazoop
Kynomypno-meopueckoe MexXHONI02Us. KOHKDEMMbIX CUMYayutl)
socnumanue:

MENHCKYIbIMYPHOE

npogheccuonanbHoe

83aumooelicmaue

Tema 4.3. Competition in Hnmepaxmuenas lenosas / ponesas uepa
Marketing MmexHo102Usl Case Study (pazbop

KOHKDEMmHbIX CUmMyayutl)

Pa3znen 5. Business vision for
Marketing sphere

Tema 5.1. Innovations in
Marketing

Tpaduuuoyyaﬂ MEeXHOJI02UA

Hpaxmuwecxoe 3anamue

Tema 5.2.
environment
Kyivmyprno-meopueckoe
gocnumanue. OCO3HAHUE CE0e20
mMecma u  poau 8  Oyoywei
npogeccuonanvbHol
oessmeibHOCmu

Business and

Tpadub;uoyyaﬂ MEXHOJI02UA

Hpakmuqecme 3anamue

Tema 5.3. Franchising

TpaduquHHaﬂ MEeXHOJI02UA

Hpakmultecme 3aHsamue

Tema 5.4. Business
communication
Kyiemyprno-meopueckoe
socnumanue:
MENCKYTIbMYPHOE
npogeccuonanvroe
g3aumooelicmeue

Hnmepaxmusnas
MexHoN02Us.

Case Study (pazbop
KOHKDEMHbIX CUMYayuiL)

Pasnea 6. Insights Into Marketing
Tema 6.1. The nature of
marketing

Tpaaub;uOHHaﬂ MEXHOJI02UA

Hpakmuqecme 3arAmue

Tema 6.2. Customer service
Kynomyprno-meopueckoe
gocnumanue.
MENCKYIbMYPHOE
npogheccuonanvbHoe
g3aumooelicmeue

HUnmepaxmusnas
MexXHON02Us

Case Study (pazoop
KOHKPEMHbIX CUMYayutl)

Tema 6.3. Team Building
Kynomyprno-meopueckoe
gocnumanue.

coyuanbHas 3HAYUMOCb
UHOSA3bIYHOU KYIbMYpbl

Tpaduuuorma}z MexXHoJI0cUA

Hpaxmuqea(oe 3anAamue

Tema 6.4. Risk in Marketing

Hnmepaxmusnas
MexXHOoN02Us.

Case Study (pazbop
KOHKDEMHbIX CUMYayutl)




Tema 6.5. Crisis Marketing

Tpaduuuonﬂaﬂ MEeXHOJI02UA

Hpaxmuttecxoe 3ansamue

Pa3nen 7. Marketing for Global

Companies

Tema 7.1. Globalization and
Global Marketing
Kynomyprno-meopueckoe
gocnumanue.

coyuanvHas 3HAYUMOCIb

UHOSI3bIYHOU KYIbMYPbl

TpaduquOHHaﬂ MEeXHOJI02UA

Hpakmuqecme 3aHamue

Tema 7.2. Marketing for Coca
Cola Company

Tpa()uL;MOHHCl}Z MeXHOJI02UA

Hpakmuqecme 3anamue

Tema 7.3. Success in Marketing

Hnmepaxmusnas
MexHOoN02Us

Case Study (pazoop
KOHKDEMHbIX CUMYayutl)

Tema 7.4. Marketing for General
Motors Company

Tpaduuuormaﬂ MexXHOoJIocUA

HpaKmuquKoe 3aHAmue

Tema 7.5. Failures

Tpaaub;uOHHaﬂ MEeXHOJI02UA

Hpakmuqecme 3anamue

Tema  7.6. Marketing for
Microsoft Company

Tpa()ub;uomtaﬂ MEXHOJI02UA

HpaKmuquKoe 3araAmue

Tema 7.7. Marketing for Virgin
Group Company

TpaduquOHHaﬂ MEeXHOJI02UA

Hpakmuqecme 3aHamue

Tema 7.8. Future of Marketing
Kvaemyprno-meopueckoe
gocnumanue: O0CO3HAHUE CB80e20
Mecma u poau 8 Oyoyweu
npogeccuonanvbHol

Humepaxmuenas
MexHo02Us

Case Study (pazoop
KOHKPEMHbIX CUMYayutl)

9. TEKYIIIU KOHTPOJIb YCIIEBAEMOCTHA U IPOMEKYTOUYHASI ATTECTAIIUS

MO TUCLHUATIJIVHE

9.1. ®opmMbI KOHTPOJISI 110 AUCHHUILJIMHE

Texkymmii KOHTPOJIb.

B nporecce nzydyenust yueOHOM AUCUUILIMHBI 00y4YarOIIUeCs] Y4acTBYIOT B YCTHBIX OIpOcax,
BBIMIOJIHSIFOT MTUCBMEHHBIE JIOMAIlIHUE UM KOHTPOJIbHBIE 3a7aHusl. Pe3yiabTaThl BBHIIIOJIHEHUS JTAHHBIX
BUJIOB pa0OT SBISIOTCS OCHOBAHHMEM [UIsl BBICTABIICHHS OILIGHOK TEKYIIETO0 KOHTPOJS MO Y4eOHOM
JTUCIUIUTAHE. BBIMONHEHWE BCeX 3alaHui SBISETCS O0SI3aTENBHBIM JUIS BCEX OOYYarOIIUXCS.
OOyuaromuecs, He BBIIOJHUBIIME B TOJHOM OOBEME BCE 3aJaHMs, HE JOMYCKAalOTCs K chade
HK3aMEHOB, 324E€TOB U 3a4E€TOB C OLIEHKOH MO JaHHON y4eOHOMN AUCHIUIUIMHE.

IIpome:xxyTouHasi aTTecTanus.

JIIst KOHTPOJIS yCBOGHHUS OOYYAIOIIMMUCS ITaHHOW JUCIHMILIAHBI YYCOHBIM IUIAHOM

peaycMOTpeH 3adeT B 1 m 3 ceMmecTpax OOydeHHs M 3a4eT C OIEHKOW BO 2 ceMecTpe,



POBOJUMBIE B (hOpME MHIUBUAYAIBHBIX MPE3eHTALMN MO M3YYEHHBIM T€MaM, M 3K3aMeH B 4
ceMecTpe, MPOBOIUMBIA B (JOpME HEMOATOTOBICHHOTO MOHOJOTHYECKOTO BBICKA3BIBAHHS TIO
OJIHOI M3 TMpeIJIOKEHHBIX TeM, OTBETOB Ha BOINPOCH MapTHEpa WIM MpernojaBaTens Mocie
NPEJCTAaBICHHOT0 MOHOJIOra, TPYIIOBOI J1el0BOH npe3eHTanuu. [Ipu BBICTaBI€HHMHM HTOTOBBIX
OTMETOK YYHTBIBAETCSI AaKTMBHOCTh OOydYarollerocs B paMKax KyJIbTYPHO-TBOPYECKOTO
HaIpaBJICHUS! BOCIIUTATEIbHON PaOOTHI.

9.2. OueHouyHble MaTepHaJbl (OLEHOYHBbIE CPEACTBA) AJISl TEKYLIEro KOHTPOJIA

YCneBaeMoOCT " HpOMG)KyTO'—IHOﬁ aTTeCTalluM 10 JMCHMIIJINHE

Texkymuii KOHTPOJIb.

O1eHOUHBIE MaTEPHAJIBI AJIS1 TEKYIIET0 KOHTPOJIS 110 TUCIHUIUIMHE: B TEYEHUE CEMEecTpa
OCYIIIECTBIISIETCSI TIOYPOUYHBIH KOHTPOJb YCTHBIX OTBETOB (JMAJOTOB W MOHOJIOTOB),
ayJMpOBaHUs, YTCHUS U NMHUCHhMEHHBIX (ayJUTOPHBIX U JIOMANIHKUX) padoT (3amanuii). OreHka
BBICTABJISIETCS 32 pabOTy Ha Ka)KJIOM 3aHSATHH, YUYUTHIBAIOTCS BCE BUBI PEUEBOil 1€ATEILHOCTH
(aynmpoBaHHe, TOBOPEHHE, YTEHUE, TUCHMO), a TAKKe YMEHHE aJIeKBaTHO, 10 TEME, OTBETHTh
Ha BOIIPOCHI B paMKax YCTHOTO OIPOCA, BOIPOCHI KOTOPOTO TpeAcTaBieHbl Huke. OIeHKa
BBICTABJISICTCS] COOTBETCTBEHHO KPUTECPHUSIM OIICHUBAHUSI.

Cnucok BONPOCOB /IJIsl IOATOTOBKM K TeKylleMy KOHTPOJII0 B 1 cemecTpe:

@®opMyIupoBKa BOMPOCOB K TEKyHIIEMY KOHTpPOJIO B | ceMecTpe TOJIHOCTHIO
COOTBETCTBYET HANMEHOBAHHIO M COJICPIKAHHIO 3asIBICHHBIX TEM.

Pa3nen 1. Global Marketing
What is Marketing?
What are characteristics of Marketing?
What is branding?
Why do we need brands?
What steps should a company take to create a new brand?
What is counterfeiting?

How can companies protect their brands from piracy?

®© NS kWD =

What are the advantages of being the global Co?

9. What are the disadvantages of being the global Co?
10.  What are the advantages of being the local Co?

11.  What are the disadvantages of being the local Co?
12.  What are the ways to globalization?

13. What is urgent: globalization or localization?

14.  Which is the longest way to globalization?



15.  Which is the fastest way to globalization?
16.  Which is the longest way to glocalization?
17. Which is the fastest way to glocalization?

Cnmcoxk BONpPOCOB Jisl NOATOTOBKH K TeKyILeMy KOHTPOJIIO BO 2 ceMecTpe:
@®opMyIupOBKa BONPOCOB K TEKYHIEMY KOHTPOIIO BO 2 CEMECTpE IOJHOCTBIO

COOTBCTCTBYCT HAMMCHOBAHNIO U COACPKAHUIO 3aABJICHHBIX TCM.

Pasnea 2. Business organization in terms of Marketing

[S—

What are the advantages of being small Co?

What are the disadvantages of being small Co, if any?

Make an overview of advertising media and methods?

How to choose the best way to advertise a product?

They say, «Advertising is not a waste of money»? Do you agree?
Advantages of outdoor advertising over the commercials.

What is the difference between corporate and product advertising?

What methods of advertising are more effective in each case?

A S I AR S

What are the most efficient methods of advertising?

_
e

What are the least efficient methods of advertising?

[E—
[E—

What makes a good advertising?

e
N

What are vivid examples of successful advertising? Why?

p—
(98]

What are vivid examples of unsuccessful advertising? Why?
Pasnen 3. Marketing Strategies
1. Give 10 examples of unethical business activities and dwell on them.
Speak on 10 ethical business activities.
What is the difference between a leader and a manager?
Explain negative consequences of unethical business activities the company can face.
What is corruption? What types of corruption can be in business?

What are the results of corruption for a country? Name and characterize 3 of them.

A T o

What strategies can be used inside a company to make it smaller? Name and characterize 6 of
them.
8.  What strategies can be used inside a company to make it bigger or more efficient? Name and
characterize 6 of them.
9. Give 3 arguments for and 3 against a merger.

10. How can mergers affect the future development of the company?



Pasnea 4. Leadership
1. Which is worse in your opinion: to offer or to accept a bribe?
Make a portrait of honest business person.

Make a portrait of dishonest business person.

2
3
4. What is the difference between a business person and an entrepreneur?
5. What are examples of well-known business strategies?

6. Differentiate the following business strategies: a takeover, a joint venture, a merger, an alliance.
7. Which of the strategies have more advantages over the others (a takeover, a joint venture, a

merger, an alliance)?
Cnucok BONPOCOB /ISl MOATOTOBKH K TeKYIlleMy KOHTPOJIIO B 3 ceMecTpe:
dopmynupoBKa BONPOCOB K TEKYIIEMy KOHTPONIO B 3 CEMECTpe IOJHOCTHIO

COOTBCTCTBYCT HAUMCHOBAHUIO U COACPIKAHUIO 3asABJICHHBIX TCM.

Paspnea S. Business vision for Marketing sphere

[S—

What are 3 advantages of stating one’s strategy in mission statement?

What are 3 disadvantages of stating one’s strategy in mission statement?

What is the difference between mission and strategy? What is more significant for a company?
Give 5 reasons why people resist change and explain why.

What are 5 opinions of Jack Welch to change?

What are opinions of 5 business leaders to change?

What are main tips of successful business communication?

Give key elements that a leader of a company must consider introducing the change.

A e A Ao

What should a leader of a company avoid introducing the change to the organization?

p—
=]

. Innovations: good or evil?

[S—
[S—

. How does business affect environment?

—_—
\S)

. What are positive facets and difficulties of a small business?

[y
(98]

. What are pros and cons of a global business?

Pasnea 6. Insights Into Marketing
1. When, in your opinion, does a business problem become a crisis?
How can a company understand that it has faced a crisis?

Highlight the key steps the company should take to predict or handle a crisis?

b

Is it possible for a company to defend its reputation after a crisis and regain confidence in

its product?



How can communication in business be described?
What are the key qualities for a successful manager today?
How can unsuccessful manager be characterized?

If you’re a manager, how would you describe your management style?

A S A

To your mind, what is the best management style for Russian companies and foreign
ones?
10. Dwell on existing management styles.

11. Do you agree that managers and employees should decide together what goals to achieve?
CnucoK BONPOCOB /1Jisl MOATOTOBKH K TeKYIIeMY KOHTPOJIO B 4 ceMecTpe:
®opMynmupoBKa BOMPOCOB K TEKyHNIeMy KOHTPOJIIO B 4 CceMecTpe IOJHOCTHIO

COOTBCTCTBYCT HAMMCHOBAHUIO U COACPIKAHUIO 3asABJICHHBIX TCM.

Pasnen 7. Marketing for Global Companies

[

. Who is responsible for mistakes in companies?

What are the key steps for companies in crises?

E-commerce is becoming essential. Do you agree or disagree with that? Prove your point of view.
What are advantages of working in a team?

What are disadvantages of working in a team?

A team always needs a leader. Do you agree? Why/ why not?

Tension between team members makes a team more effective. Do you agree? Why/ why not?

Which qualities of a person would be useful for a team work?

A T A o R

Which qualities of a person would be useless for a team work?

IIpoMeskyTOouHasi aTTeCTALUS N0 AUCHMILIUHE.

Jis OneHKH pe3yibTaToB OOydYeHHs] MO AUCHUIUIMHE y4eOHBIM IUIAHOM B IIE€PBOM
ceMecTpe MPeayCMOTPEH 3aueT, MPOBOAWMBIA B (hopMe WHIMBUAYAIBHOW IPE3CHTAIUH TI0
teme: “Company History”.

JUis oueHKH pe3yibTaTOB OOYyYEHHUS MO JUCHUUIUIMHE Y4YeOHBIM IUIAHOM BO BTOPOM
CeMeCTpe TMpeIyCMOTPEH 3a4eT C OIEHKOW, MPOBOIMMBIA B (OpMe HHIUBHIYaTbHON
npeseHTanuu mno reme: “Product Presentation”.

JUis oleHKHM pe3ynpTaToB OOyueHHs] MO JUCHUIUIMHE Y4YeOHBIM IUIAHOM B TPEThEM
ceMecTpe MpeayCMOTPEH 3aueT, MPOBOAUMBIA B (hopMe HHIAMBUAYAIBHOW IpEe3eHTALUH I10
teme: “Bank Presentation (Finance)”.

Jlnst OIICHKH pe3ybTaTOB OOYYEHHUS IO JUCIUIUIMHE yYeOHBIM IIJIAHOM B YETBEPTOM



ceMecTpe MpeayCMOTPEH IK3aMeH, IPOBOIUMBIN B (popme
1) HENMOATOTOBIEHHOTO MOHOJOTMYECKOTO BBICKA3bIBAHUS MO OIHOH W3 MPEUIOKEHHBIX TeM
MPOAOJKATEIBHOCTBIO 1-2 MUHYTHI;
2) oTBeTa Ha BOIPOCH! (3-5) mapTHepa WM MpenoaBaTess Mocie NpeACcTaBIeHHOT0 MOHOJIOTa;
3) rpynmnoBoii aenoBoi npe3eHTanuu no Teme “Multinational Company” (3-5 uenoBex).

[Topsiiok MpoOBeACHUS TEKYIIETO KOHTPOJIS YCIIEBAEMOCTH M TIPOMEXYTOYHON aTTECTAIMH 110
JucuuIuinHe it mHBanuaoB Uy ¢ OB3 mpemycmotpen IlonoxkeHnem o TeKymieM KOHTPOJIE

YCIICBAEMOCTH U HpOMe)KYTOHHOﬁ aTTcCTallun o6yqafoumxc;1.

10. PECYPCHAS COCTABJISAIOLIASA
Jis mpoBefieHHs 3aHATUH CEMHHAPCKOro THMA (NMPAaKTUYECKUX 3aHATHHA) IO JaHHOU

JUCITUTUTMNHE WCTIONB3YIOTCS ayAUTOPHH ¢ YIeOHOM MeOenbio U Meana-o0opyaoBaHueM (TIPOEKTop,
9KpaH, HOYTOYK).

Jns  caMocTosITenbHOM  pabOThl  OOydaromMXCs — UCIOJIB3YeTCS — MOMEIICHWe IS
CaMOCTOSITENIbHOM  paboThl  OOYyYarOIIMXCS, OCHAIIEHHOE KOMITBIOTepaMH C  HEOOXOJIUMBIM
MPOrpaMMHBIM O0€CIIEYCHHEM W JOCTYIIOM B WHTEpHET W DIEKTPOHHYIO HWH(POPMAIIMOHHO-
00pa3oBaTeNbHYIO Cpey By3a.

Jis  mpoBelGHUST KOHTPOJS  CaMOCTOSITEIBbHOW palbOThl 1O JaHHOW  TUCIMILUTHHE
UCTIONB3YIOTCS ayJUTOPHH C Meaua-o0opynoBaHHeM (TIPOEKTOp, JKpaH, HOYTOYK) U y4eOHOI
MeOeblo.

Jisi poBeIeHHsT TEKYIIero KOHTPOJIS YCIEBAEMOCTH M IMPOMEKYTOYHOW AaTTECTAIMH I10
JMAHHOHM JUCIMIUIMHE HWCIOJB3YIOTCS ayIUTOPHU C y4eOHOW MeOeNbl0 W Meanua-o00pyaoBaHHEM

(mpoekTop, 3KpaH, HOYTOYK).

[lepedyeHs IUIIEH3NOHHOTO MPOTPAMMHOTO 00ECTICUCHUS

IJJ?I HanmeHnoBanue Tun pecypca
1 Microsoft Office Jlunensnonnoe cornamenue Microsoft - Open
Value Subscription ans pemennii Education
2 Microsoft Windows Solutions NeV 8265046
CyO6muuen3uonnsiii joroBop AO «CodrJlaitn
3 Microsoft Visio Tpeitm» Ne /131 ot 10.07.2020. Cpok neiicTBust
norosopa 110 31.07.2023
apeKTPOHHHH cnosaps #ABBY'Y 00O "ABU Codteep" TIT OOO" IIporpam-e
4 Lingvo 11 cnosape, 6 aspikos Volume texHosnoruu" Ne§8 ot 31.10.2005 (nocrostHHO-
License Concurent (21-50) #ABBYY . - T
Lingvo 11 cioBapsb 6 sI3bIKOB AICHCTBYIOIAs JIMIICH3HS)
Koncynprantllmtoc cnpaBouHo- JIJ1 OOO "KoncynpsrantlImtoc Tonbsrrn"
5 IIPABOBasI CUCTEMA OTEYECTBEHHOTO noroBop Ne251/02 ot 01.02.2019 (exxeromno
POM3BOJICTBA IpOAJIeBaeMblii)
6 AntuBupyc Kacnepckoro CJIA AO «CodtJlaitn Tpeitn» norosop
OTE€YECTBEHHOT'O ITPOU3BOJICTBA Nell/Tr ot 24.01.2020, nunen3us Ne 17E0-




2001290744508001009 Cpok neiictBus
norosopa 110 10.02.2022

Ilepeuenb ¢cB0OOAHO pacpOCTPAHSIEMOr0 MPOrPAMMHOI0 OOecneyeHus

Ne HaumenoBaHue
n/n
# Windows Media Player
# IrfanView
1 Mynemumeoua 110 #Java(TM) 6 Update 16
# K-Lite Mega Codec Pack 5.6.1
# Adobe Flash Player 10 Plugin
2 IIpocmompwux (viewer) # Foxit Reader - Russian
# Windows Internet Explorer 11
3 bpaysep

# Google Chrome

OB3 wunH(opmalmOHHO-TEXHOJIOTHYECKass 0Oa3za 00pa30BaTENIbHOTO Tpoliecca MpeaycMaTphUBacT

HCIIOJIB30BAHUEC MATCPUATIbHO-TCXHUYCCKUX CPCACTB C YUCTOM DPA3JINYHBIX HO30JI0THI HWHBAJIMAOB U

B cootBerctBunm c Ilomoxxenuem o CO3JaHuU CrICnUaJIbHBIX YCJIOBI/Iﬁ JJI1 MUHBAJIMJIOB M JIMII C

it ¢ OB3.

11. JUTEPATYPA

11.1. OcHoBHas nuTepaTypa

Konnuyects
Ne bubanorpaduyeckoe onucanue Tun B
n/n onoéamnoTex
e
Cotton, D. Market Leader: Intermediate Business English
1 [Tekcr]: Course Book / D. Cotton, D. Falvey, S. Kent. - 3rd Ny — 76
ed. - [China]: Pearson, [2013]. - 176 p.
Cotton, D. Market Leader: Pre-Intermediate Business English
7 | [Teker]: Course Book / D. Cotton, D. Falvey, S. Kent. - 3rd VyeOHNUK 114
ed. - Slovakia: Pearson, 2012. - 176 p. - B xommn. ¢ DVD-
ROM.
Cotton, D. Market Leader: Pre-Intermediate Business English
3| [Teker]: Practice File / D. Cotton, D. Falvey, S. Kent. - 3rd YueOHuK 111
ed. - Slovakia: Pearson, 2012. - 110 p.
11.2 JlonosHUTENBHAS TUTEPATYpa
13?1 bubimnorpaduyeckoe onucanue
1 | Cotton, D. Market Leader: Intermediate Business English [Tekct]: Practice File / D.
Cotton, D. Falvey, S. Kent. - New ed. - Malaysia: Pearson : Longman, 2012. - 110 p.
) Business Advantage. Intermediate [Tekct]: Student's Book / A. Koester [u mp.]. - UK:
Cambridge University Press, 2012. - 192 p.
3 Birkin, J. Business Advantage. Intermediate [Tekct]: Teacher's Book / J. Birkin. - UK:
Cambridge University Press, 2012. - 152 p.




4 | Rosenberg, M. Business Advantage. Intermediate [Tekcr]: Personal Study Book /
Marjorie Rosenberg. - UK : Cambridge University Press, 2012. - 96 p.

VYkpaunen, U. A. IHOCTpaHHBIN A3bIK (aHITIMHCKUI) B PO ECCHOHATBHON
5 JeATeIbHOCTH: yueOHoe mocooue / M. A. Ykpaunen. - Mocksa : PI'VII, 2019. - 40 c. -
ISBN 978-5-93916-769-7. - URL: https://znanium.com/catalog/product/1191403

MexoBa, M.B. lHOoCTpaHHBI# S3bIK (aHMIMUCKUHN S3BIK): TPAKTUKYM TSI CTYA. 1-T0, 2-
6 | TO KypcoB Julsl BCEX HANpPaBJIEHUH MOJrOTOBKM OaKanaBpyaTa M CleluaanTeTa
KemI'IK / M.B. MexoBa. - KemepoBo: Kemepos. roc. un-T KyneTypsl, 2017. - 212 c. -
ISBN 978-5-8154-0369-7. - URL: https://znanium.com/catalog/product/1041667

[Tonog, E. b. IIpodeccronanbHbIif HHOCTPAHHBIN SI3bIK: aHMIMHUCKUH s13bIK / [TomoB E.B.
7 | - Mocksa :HULL UH®PA-M, 2016. - 150 c.ISBN 978-5-16-105579-3 (online). - Tekcr :
anekTpoHHbIil. - URL: https://znanium.com/catalog/product/760140

IMepuoanyeckne U3TaHMS:

1. AKTyalilbHBIE TIPOOJIEMBbI (PUIOJOTUHM W METOAMKH IPENOJIaBaHUsI WHOCTPAHHBIX S3BIKOB :
Hay4HbIi )xypHan. — URL: https://www.elibrary.ru/contents.asp?titleid=48918

2. HuoctpanHbie SI3BIKA B BBICIIICH IIKOJIE: Hay4YHBIN JKYpHAIL. -
URL: https://www.elibrary.ru/contents.asp?titleid=32488 ; https://fljournal.rsu.edu.ru/

3. CoBpeMeHHbIE UCCIICIOBAHMS B 00JIACTH MPEIOaBaHUs HHOCTPAHHBIX S3BIKOB B HESI3BIKOBOM
By3e: HayuHbIl sxypHai. — URL: https://www.elibrary.ru/contents.asp?titleid=53404

4. Teopus W TpaKTUKa WHOCTPAHHOTO S3bIKa B BBICHICH IIKOJE: HAYYHBIM JKypHal. —
URL: https://www.elibrary.ru/contents.asp?titleid=32864

5. Teopus s3pIka U MEKKYJIbTYPHAsT KOMMYHHUKAIUS: HAYYHBIA U MPOQPECCHOHATBHBIN KypHAI.
— URL: https://www.elibrary.ru/contents.asp?titleid=31955; https://tl-ic.kursksu.ru

11.3. CoBpeMeHHBbIe IPO(eccHOHAIBbHBIC 0a3bl JAHHBIX, HH(POPMALHOHHBIE

CIIpaBOYHbIC CHCTEMbI, 3JICKTPOHHbIC 0H0IMOTEYHbIE CHCTEMbI

1. ZNANIUM.COM: snexTporHO-0nbaroTeunas cuctema. — URL: http:/znanium.com.

2. HOUKOH: apxuB HayuHbIX )KypHaoB. — URL: http://neicon.ru.
3. OBC TAY: sanekrponHast Oubanoreka [DaeKTpoHHbIH pecypc]. — Pexum nocrtyna :

http://83.234.207.58/MarcWeb2/Default.asp

12. METOANYECKUE YKA3ZAHUSA JIUIAA OBYUYAIOIIIUXCSA 11O OCBOEHHUIO
JANCHUIIVINHBI

OcBoeHre 00YyYarOIMIUMCS AUCIUILIMHBI TPEINoiaraeT MOCeHICHHE MPAKTHUEeCKUX 3aHSATHH,
BBITIOJTHCHHUE TPAKTUYCCKUX 3aJaHH, BBIITOJIHEHUE 3aJaHWi I CaMOCTOSTEIbHON paboTel. [Ipu
MOJATOTOBKE K MPAKTHYECKOMY 3aHATHIO OO0ydYaroleMycsi HeOOXOAMMO IOBTOPUTH MPOMIEHHBIH
MaTepuai 1Mo U3y4yaeMoi TeMe, C LeNbi0 ObITh TOTOBBIM K YCTHOMY OMPOCY, a TaKKe MPEIOCTaBUTh
BHITIOJTHEHHBIE TMHCHMEHHBIE JOMAllHWE 3aJaHus. B pamkax ngaHHOW Y4YeOHON IUCIUILIMHBI

BBIJCIIACTCA ocobas POJIb 1 3HAYCHUC CaMOCTOSTEIILHOM JACATCIIBHOCTH 06yqafomeroca B Iponecce


http://83.234.207.58/MarcWeb2/Default.asp
http://neicon.ru/
http://znanium.com/
https://tl-ic.kursksu.ru/
https://www.elibrary.ru/contents.asp?titleid=31955
https://www.elibrary.ru/contents.asp?titleid=32864
https://www.elibrary.ru/contents.asp?titleid=53404
https://fljournal.rsu.edu.ru/
https://www.elibrary.ru/contents.asp?titleid=32488
https://www.elibrary.ru/contents.asp?titleid=48918
https://znanium.com/catalog/product/760140
https://znanium.com/catalog/product/1041667
https://znanium.com/catalog/product/1191403

oBJNajieHus A3bIKOM. Ha Bcex sTtamax oOydeHust oOpaiaeTcss BHUMaHUE Ha 00y4YeHHEe 00y4arolxcs
METOAMKE caMO0Opa30BaHMUsl, KOTOPask MO3BOJISIET UM OBJIAJICTh ITPUEMaMH M3BJICYCHUSI HHPOPMALIUU
U3 TEKCTOB, 3HAKOMHUT CO CIIOCOOaMHU ee Nepeaun Kak B yCTHOM, TaK U B IMCbMEHHOM BUJIE, A TaKXKe
B (hopMe JIeI0BOr0 MHUChMa, YCTHBIX JAOKIIAJ0B, COOOIIEHUI U MPE3eHTAIHi.

OcBoeHHNe NUCIUIUIMHBI NPEoiaraeT BhIMOJIHEHNE MPAKTHUECKUX 3a/laHUi (IIPAKTUKH) BO
BpeMsl KOHTAKTHOW paboThl ¢ mpenoaaBaTeneM JHOO B 4Yachl CaMOCTOSITENbHOW paboThl. Bce
MPAKTUYECKHUE 3aJlaHusl AMCLUUIUIMHBI MPEIOCTABIAIOTCS IMPENoJaBaTeNIIMU BO BpeMs 3aHATHH U
pa3MenialTcsl B JIOKAJIbHON ceTh AKaJeMHH W DJIEeKTPOHHOM HH(OpMAalHOHHO-00pa3oBaTeNbHOM
cpene. BreimonHeHHbIE NMpakTUYecKHe padoThl CHAAIOTCS Ha IMPOBEPKY MpEenojaBaTeiio OAHUM M3
CIIEAYIOMIMX CIIOCOOOB: TPENOCTABICHNUE BBIOJHEHHOTO JOMAIIHEro 3a/JaHusl JUYHO B PYKH
IIpernoAaBaTesno, OTIpaBKa MPENoJaBaTeNi0 Ha MOYTOBbIM k. [Ipum oTmpaBke mMpemnogaBaTesnto
BBITIOJTHEHHON Pa0OTHI MO MOYTe OOydYaromiemycsi cieqyeT o0ecrneduTh JUYHYI HACHTU(UKAIIHUIO.
Kak mpaBmiio, B TeMe MJIM TEeKCTe MUChbMa yKasbiBaercs kypc, PO olyuaromierocs, AUCHUILINHA,
TeMa, 10 KOTOPO#l BHIMONHEHA paboThl. OTAETbHBIC MPAKTHYECKHE PabOThl MOTYT OBITh MPOBEPEHBI
IpernoaaBaTeseM HeloCPeICTBEHHO B ayAUTOPHUH.

Jnst 3akpernieHus: npuoOpETeHHBIX 3HAHUM, YMEHHUI 1 HaBBIKOB, JJIS Pa3BUTHUSI CIOCOOHOCTEM
K caMOOOyuYeHHIO B JUCIMIUIMHE MpPEeJyCMOTpEHa caMocTosiTenbHass paboTta. CamocrosTenbHas
paboTa MOXXET BBIMOJHATHCS OOYyYarOIIMMCS JOMa WIM B ayAUTOPHSIX AKaJIEeMHH, CIEIHaIbHO
OTBEJICHHBIX JUISI CaMOCTOSITENIbHOM padOThl M OCHAIIEHHBIX HEOOXOAMMBIM TEXHUYECKUM H
nporpaMMHbIM  obecrieueHueM, goctynomMm k DOWMOC um OBC. Jlns ycHemHoro BBITOJTHEHHUS
CaMOCTOSITENIbHOM paboThl 00ydaromeMycst PeKOMEHIYEeTCsl 3apaHee O3HAKOMHUTBCS C IepedyHeM
3agaHuii ¥ rpadukom ee BbIMONHEHUs. [IOATOTOBKAa K MPAKTHYECKUM 3aHATHSAM C TOCIEAYIONINM
y4acTHeM B YCTHOM OIpPOCE IMpearoiaraeT: CUCTEeMAaTUYECKOe M3y4YeHHE ayTeHTHYHOTO Marepuasa
U3 Y4YeOHMKOB W HWCTOYHHKOB JOTOJTHUTEIBHOWU JIUTEPATyphbl; MOATOTOBKY HHIWBUIYaIHLHOTO
BOKaOyJIsipa MO MpOHJAEHHON TeMme; padoTy CO CIPaBOYHON JIMTEpaTypoil U cioBapeM; paboTy Hax
ommnbOkaMu. B pamkax naHHO#M yueOHOW TUCHMIUTMHBI 00YYarONIecs BBITOTHIIOT CAMOCTOSTEIBHYIO
paboTy B BHJI€ OBTOPEHUS MPOIIEHHOr0 MaTepuasa o BCeM M3y4aeMbIM TeMaM JECSITH Pa3/esioB,
YCTHO M MUCHbMEHHO (MHUChMEHHBIE JOMAIIHHE Pa0OThl) OTBEUYAIOT HA BOMPOCHI JIJISl MOATOTOBKU K
TEKyIIEMY KOHTPOJIIO B COOTBETCTBYIOIIEM CEMECTPE, a TAK)KE TOTOBATCS K MHIAMBUAYAIbHBIM WIH
IPYNIOBBIM MPE3EHTALUAM I IPOXOXKACHUS IPOMEXKYTOUHOM aTTeCTalluy M0 AUCLIUILINHE.

JI1s1 BEIIOJTHEHUS MPAKTHYECKUX 33JJaHUN CaMOCTOSITEIHHOM paOOTHI 10 JAHHOW AWCIUILUIMHE
B JIOMAaIllHUX YCJIOBHAX (3a mpeneramu AkajeMuu) oOydaromeMmycsi HEOOXOIUM MepCOHATbHBIH
KoMIbloTep (IUIaHmieT) | mporpamMmubiii maker Microsoft Office ne wHmwke 10 Bepcum.
CamocrosiTennbHass paboTa COMPOBOXKAAETCS METOJUYECKMMH YKa3aHUSMH, pa3MELICHHBIMU B

JOKaJbHOW ceTh AKaaeMuu U DJIEKTPOHHOM  HMH(DOPMAIMOHHO-00PA30BATEIHPHOM  Cpeje.



Metoauueckne ykazaHus —coiepkar (OpPMYITHPOBKY 3aJaHHs, MPUMEPHYI0 TEXHOJIOTHIO
BBHITIOJTHEHWMSI, (opMaT caadu BHITIOTHEHHON paboThl. [IpenonaBarens BO BpeMs Ay JUTOPHBIX 3aHITHIA
3apaHee OOCYXIaeT ¢ OOyJYaromMUMHCS 3aJlaHhe CaMOCTOSTEILHONW pabOThl M TOPSIOK €€ ClIayu.
KoHncynpTanuu mo BBIMOIHEHUIO CAMOCTOATENBHBIX padOT, OOCYXKIEHHE OTMETOK M JOIMYIIEHHBIX
OIMOOK, 3alIUTa OTACIHHBIX BHUJIOB CAMOCTOSTEIBHBIX paboT ocymectBisieTcss Bo Bpems KCP Ha
Kadeape ympaBIeHHS U CBs3e C OOIIECTBEHHOCTHIO WJIM B ayAHTOPUH 10 PACIHCAHHIO.
KoHcynpTamnuu npemnoaBaTelisi 1Mo BBIITOJHEHUIO CaMOCTOSTEIILHON pabOThI MOTYT OCYIIECTBIIATHCS
nocpeAcTBOM acUHXpoHHOTO (moura, DUOC) U CHHXPOHHOTO (ZOOm, CETH) KOMMYHHUKAIMOHHOTO
B3aMMOJICHCTBHSI 1O TMPEIBAPUTEIHLHON JOTOBOPEHHOCTH C TIperojaaBaTeleM. BrImonHseMbie
CaMOCTOSITENTbHBIC  PA0OTHl  SIBJSIFOTCS  DJICMEHTAMH  TEKYIIErO KOHTPOJS U OIECHUBAIOTCS
npenoaaBaresieM. [loaydeHHBIC OTMETKH YYUTHIBAIOTCS TIPH BBICTABJICHUH 3a4€Ta, 3a4eTa C OICHKOH,
HK3aMeHa.

dopmoii TPOMEKYTOYHOTO KOHTPOJISI BBICTYIAET 3a4eT, 3a4eT C OILEHKOH, dK3aMeH. 3auer,
MIPOBOAMMEBIN B (hOpMe HHIUBUYaTBHOU MPE3SHTAINH TI0 U3yUYEHHOW TeMe, BBICTABIISICTCS B IIEPBOM
U TpeTheM ceMecTpax oO0yueHus. [ OleHKH pe3ysbTaToB OOYyYECHHs MO AUCIUIUIMHE y4eOHBIM
IUTAHOM BO BTOPOM CEeMecTpe MpeAyCMOTpPEH 3a4eT C OLEHKOH, MNpoBOAUMBIA B ¢dopme
WHAVBUIYyAIIbHON TIpe3eHTAllMd TI0 W3Y4YeHHOH Teme. B ueTBeproM cemecTtpe o0O0y4YeHHs
MPEeIyCMOTPEH OK3aMeH, TMPOBOAUMBIA B  (GOpME HEMOJArOTOBICHHOTO MOHOJOTHYECKOTO
BBICKA3bIBAHUS 110 OJHOW W3 IMPEIOKECHHBIX TEM MPOJODKHTEIBLHOCTRIO 1-2 MUHYTHI; OTBETa Ha
Bonpockl (3-5) mapTHepa WM TpernojaBareis MOcie MPEICTaBICHHOTO MOHOJOra; TIPyHHOBOMH
JIENIOBOM TPE3eHTAllMd 10 H3yueHHOW Teme. KpuTepuu BBICTaBJICHUs 3a4eTa, 3a4eTa C OIICHKOH,

9K3aMCHA O3BYYHMBAIOTCA IMMPEIIOAaBaTCIICM Ha IICPBLIX 3aAHATHUAX 11O JUCIUIIIINHE.



13. IUCT COI'JTACOBAHUA
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	7. САМОСТОЯТЕЛЬНАЯ РАБОТА ОБУЧАЮЩИХСЯ
	В рамках данной учебной дисциплины обучающиеся выполняют самостоятельную работу в виде повторения пройденного материала по всем изучаемым темам семи разделов, устно и письменно (письменные домашние работы) отвечают на вопросы для подготовки к текущему контролю в соответствующем семестре, а также готовятся к индивидуальным или групповым презентациям для прохождения промежуточной аттестации по дисциплине. Помимо этого, обучающийся осуществляет подготовку индивидуального вокабуляра по пройденной теме; работу со справочной литературой и словарем; работу над ошибками.
	8. ОБРАЗОВАТЕЛЬНЫЕ ТЕХНОЛОГИИ
	9.1. Формы контроля по дисциплине
	Текущий контроль.
	Для контроля усвоения обучающимися данной дисциплины учебным планом предусмотрен зачет в 1 и 3 семестрах обучения и зачет с оценкой во 2 семестре, проводимые в форме индивидуальных презентаций по изученным темам, и экзамен в 4 семестре, проводимый в форме неподготовленного монологического высказывания по одной из предложенных тем, ответов на вопросы партнера или преподавателя после представленного монолога, групповой деловой презентации. При выставлении итоговых отметок учитывается активность обучающегося в рамках культурно-творческого направления воспитательной работы.
	9.2. Оценочные материалы (оценочные средства) для текущего контроля успеваемости и промежуточной аттестации по дисциплине
	Текущий контроль.

	Для оценки результатов обучения по дисциплине учебным планом в первом семестре предусмотрен зачет, проводимый в форме индивидуальной презентации по теме: “Company History”.
	Для оценки результатов обучения по дисциплине учебным планом во втором семестре предусмотрен зачет с оценкой, проводимый в форме индивидуальной презентации по теме: “Product Presentation”.
	Для оценки результатов обучения по дисциплине учебным планом в третьем семестре предусмотрен зачет, проводимый в форме индивидуальной презентации по теме: “Bank Presentation (Finance)”.
	Для оценки результатов обучения по дисциплине учебным планом в четвертом семестре предусмотрен экзамен, проводимый в форме
	1) неподготовленного монологического высказывания по одной из предложенных тем продолжительностью 1-2 минуты;
	2) ответа на вопросы (3-5) партнера или преподавателя после представленного монолога;
	3) групповой деловой презентации по теме “Multinational Company” (3-5 человек).
	11. ЛИТЕРАТУРА
	11.1. Основная литература
	11.2 Дополнительная литература
	11.3. Современные профессиональные базы данных, информационные справочные системы, электронные библиотечные системы
	Освоение обучающимся дисциплины предполагает посещение практических занятий, выполнение практических заданий, выполнение заданий для самостоятельной работы. При подготовке к практическому занятию обучающемуся необходимо повторить пройденный материал по изучаемой теме, с целью быть готовым к устному опросу, а также предоставить выполненные письменные домашние задания. В рамках данной учебной дисциплины выделяется особая роль и значение самостоятельной деятельности обучающегося в процессе овладения языком. На всех этапах обучения обращается внимание на обучение обучающихся методике самообразования, которая позволяет им овладеть приемами извлечения информации из текстов, знакомит со способами ее передачи как в устном, так и в письменном виде, а также в форме делового письма, устных докладов, сообщений и презентаций.
	Освоение дисциплины предполагает выполнение практических заданий (практики) во время контактной работы с преподавателем либо в часы самостоятельной работы. Все практические задания дисциплины предоставляются преподавателями во время занятий и размещаются в локальной сети Академии и электронной информационно-образовательной среде. Выполненные практические работы сдаются на проверку преподавателю одним из следующих способов: предоставление выполненного домашнего задания лично в руки преподавателю, отправка преподавателю на почтовый ящик. При отправке преподавателю выполненной работы по почте обучающемуся следует обеспечить личную идентификацию. Как правило, в теме или тексте письма указывается курс, ФИО обучающегося, дисциплина, тема, по которой выполнена работы. Отдельные практические работы могут быть проверены преподавателем непосредственно в аудитории.
	Для закрепления приобретенных знаний, умений и навыков, для развития способностей к самообучению в дисциплине предусмотрена самостоятельная работа. Самостоятельная работа может выполняться обучающимся дома или в аудиториях Академии, специально отведенных для самостоятельной работы и оснащенных необходимым техническим и программным обеспечением, доступом к ЭИОС и ЭБС. Для успешного выполнения самостоятельной работы обучающемуся рекомендуется заранее ознакомиться с перечнем заданий и графиком ее выполнения. Подготовка к практическим занятиям с последующим участием в устном опросе предполагает: систематическое изучение аутентичного материала из учебников и источников дополнительной литературы; подготовку индивидуального вокабуляра по пройденной теме; работу со справочной литературой и словарем; работу над ошибками. В рамках данной учебной дисциплины обучающиеся выполняют самостоятельную работу в виде повторения пройденного материала по всем изучаемым темам десяти разделов, устно и письменно (письменные домашние работы) отвечают на вопросы для подготовки к текущему контролю в соответствующем семестре, а также готовятся к индивидуальным или групповым презентациям для прохождения промежуточной аттестации по дисциплине.
	Для выполнения практических заданий самостоятельной работы по данной дисциплине в домашних условиях (за пределами Академии) обучающемуся необходим персональный компьютер (планшет) и программный пакет Microsoft Office не ниже 10 версии. Самостоятельная работа сопровождается методическими указаниями, размещенными в локальной сети Академии и электронной информационно-образовательной среде. Методические указания содержат формулировку задания, примерную технологию выполнения, формат сдачи выполненной работы. Преподаватель во время аудиторных занятий заранее обсуждает с обучающимися задание самостоятельной работы и порядок ее сдачи. Консультации по выполнению самостоятельных работ, обсуждение отметок и допущенных ошибок, защита отдельных видов самостоятельных работ осуществляется во время КСР на кафедре управления и связей с общественностью или в аудитории по расписанию. Консультации преподавателя по выполнению самостоятельной работы могут осуществляться посредством асинхронного (почта, ЭИОС) и синхронного (zoom, сети) коммуникационного взаимодействия по предварительной договоренности с преподавателем. Выполняемые самостоятельные работы являются элементами текущего контроля и оцениваются преподавателем. Полученные отметки учитываются при выставлении зачета, зачета с оценкой, экзамена.
	Формой промежуточного контроля выступает зачет, зачет с оценкой, экзамен. Зачет, проводимый в форме индивидуальной презентации по изученной теме, выставляется в первом и третьем семестрах обучения. Для оценки результатов обучения по дисциплине учебным планом во втором семестре предусмотрен зачет с оценкой, проводимый в форме индивидуальной презентации по изученной теме. В четвертом семестре обучения предусмотрен экзамен, проводимый в форме неподготовленного монологического высказывания по одной из предложенных тем продолжительностью 1-2 минуты; ответа на вопросы (3-5) партнера или преподавателя после представленного монолога; групповой деловой презентации по изученной теме. Критерии выставления зачета, зачета с оценкой, экзамена озвучиваются преподавателем на первых занятиях по дисциплине.
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