[loKyMeHT noanucaH NpocToi 31eKTPOHHOM NOANUCHIO
NHdopmaumsa o Bnagenbue:

OVO: Copokwria Exatepuia Bacunsesta gy BO «ToNbSTTHHCKAf AKaJEMUSl YIIPABICHIS)
[lomxHocTb: MpopekTop no y4ebHoit pabote
[ata nognucanus: 05.07.2023 16:02:21
YHUKANbHBIA NPOTrPAMMHbIA KITHOY:

4c3e1fa1eb27801ce9&8Z‘gn57cdbe0016eb6e676764aa42b2fad97ddccafbf85e
agena HUHOCTPAHHBIX SAA3BIKOB

YTBEPXJIAIO

IIpopexTtop no yqe

éb’;n’h/bc Ml

P 3 06 2003
51.0.04

PABOYAS [TPOTPAMMA

YyeOHast AUCIUITTHHA HNHocTpaHHBIN A3bIK
[To HampaBieHUIO NOATOTOBKHU 42.03.01 «Peknama u CBS3M C OOIIECTBEHHOCTBIO»
[Tpoduns «Pexnama 1 cBs3M ¢ OOIIECTBEHHOCThIO B KOMMEPUYECKUX
(mporpamma OakanaBpuara) U HEKOMMEPYECKHUX OPraHU3aAIMIX)
dopma 00ydeHUs OuHas

[IporpamMma qUCHMIIIIMHBI paCCMOTPEHA (aKTyaau3upoOBaHa) U
YTBEpKJI€HA Ha 3aceJaHuU Kadepbl NHOCTPAHHBIX SI3BIKOB

[IpoTokon 3acemanust Ne 12 ot «21» urons 2023 r.

3aeayronuii kadenpoit Kopueesa Hamanvs Anexcanoposna

2021



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 Ne 512 wu ydeOHoro 1utaHa HampasicHus nmoarotoBku 42.03.01 «Pexmama u cBsi3u ¢
00LIECTBEHHOCThIO», Tpoduib «Pekgama U CBSI3U € OOIIECTBEHHOCTHIO B KOMMEpPYECKHUX U
HEKOMMEPYECKHNX OPraHu3aIusax».

TpynoeMKOCTh AUCHMILIMHBL: 16 3.e. / 576 akajgeMuueckux 4dacoB, B ToM uuciie 360 yacoB
KOHTAKTHOU paboTsl U 180 9acoB caMOCTOSTENIEHOM padOThI 00YJIAFOIIIHXCS.

Pacnpenesienue 4acoB AUCHMILUIMHBI MO ceMecTpaM M BHJIaM 3aHATHH (M0 yyeOHOMY

TJIaHYy)
KoanuecTBo yacoB
Buj yueOHoii padoThI Beero nio Cemecrper
yuebuomy | 2 3 4 |5]6|7]|8
IUIAHYy
KonrakTHas pa6ora (Bcero): 360 60 100 92 108
B ToMm unce:
Jlexuuu
[IpakTyeckue 3aHsaTus 344 56 96 88 104
KoHTpoie camocTosiTenbHON
pabotsl (KCP) 16 4 4 4 4
CamocTrosiTesibHas padora 180 48 44 57 36
(Bcero):
Buabl npoMexyTO4YHOM Jauer ¢ SK3AMCH
aTTecTallMu (IK3aMeH, 3a4eT, 36 3auer . | 3auer
N OLIEHKOMU 36

3a4eT C OleHKOil)
OBIIASL Yackr: 576 108 144 144 180
TPYAOEMKOCTH
JAMCIUILIHHBIL: 3.e.: 16 3 4 4 5

2. HOEJIA U 3AJJAYHU JUCIUITJIMHBI

JlaHHas AUCHUIUIMHA 10 CBOEMY XapaKTEpPy SBIACTCI KOMMYHHMKAaTUBHOM M HAallpaBlIEHA Ha
dbopMHpoBaHHE ¥ pa3BUTHE pPEUYEBBIX YMEHHH, (OPMHPOBAHUE CIIOCOOHOCTH W TOTOBHOCTH
00y4JaromuXcsl HCMOJb30BaTh HMHOCTPAHHBIM S3BIK KaK HHCTPYMEHT B CHUTyallud peanbHOMN
KOMMYHUKAI1H.

JlycuuiuinHa UMeeT CBOEH 11eTbIo0 chopMUPOBATH U Pa3BUTh SA3BIKOBBIE M PEUEBBIC HABBIKU
U YMEHHUS B ayJUPOBAaHUU, YCTHOW peud (IUATOTMYECKOM M MOHOJIOTUYECKOW), YTEHUU U MUChME
JUTSL OCYILIECTBIICHUS YCIEIIHOM KOMMYHHUKAIIUH, B TOM YKcIie (B KOMaH/e) HA HHOCTPAHHOM SI3bIKE.

Henab TMCHMINVIMHBI - MOBBIIIEHUE WCXOJHOIO YPOBHS BJIAJICHUS] MHOCTPAHHBIM SI3bIKOM,

JOCTUTHYTOM Ha NpeAblAyIiel cTyneHu oOpa3oBaHusi, W (OpMUpOBaHHME Y OOYYaOLIHXCS




HEOOXOJUMOTO H JIOCTAaTOYHOTO YpPOBHS KOMMYHHMKATHBHOW KOMIIETCHIIMHM JJIS PEIICHUS

COIMAThbHO-KOMMYHHUKATHBHBIX 3a7ad B PA3IUYHBIX O0O0JACTAX OBITOBOH, KyJIbTYpHOW H

poecCHOHATBbHON /EATEIbHOCTH MpH OOIIEHWH C 3apyOeKHBIMH MHapTHEpPaMM, a TaKke JUIs

JaTbHEHIIIETO caMO00pa30BaHus.

BocnuTaTtesabHasi Hedb JUCHUILTUHBI UMEET KYJIbTYPHO-TBOPYECKYIO HANpPaBIEHHOCTh U
HaIeJICHA Ha CO3J[aHHWE TOCPEICTBOM WHOCTPAHHOTO SI3bIKA YCIIOBHM JJISi Pa3BUTHUSI TBOPUYECKUX
CIIOCOOHOCTEW O00ydaromuxcsi, BKIIOUCHHE WX B pPa3jIUYHbIC BHUIBl COIMAIBHO 3HAYUMOM
JIeATEeTLHOCTH, TAKUM 00pa3oM, J1aBasi BO3MOYKHOCTh ()OPMHPOBAHUS OPUTHHATBHOCTH MBIIIIJICHUS,
a TaKKe pean3allii JHYHOCTHO OPHUEHTHPOBAHHOTO TIOJIX0/1a B MPOQeCCHOHANBHOM cdepe.

3agauun AU CIUILIMHBI:

° dbopMupoBaTh y OOyYarOIIMXCS 3HAHUS, YMEHUS ¥ HaBBIKM B 00JacTH YCTHOU W
MMUCBMEHHOW MPAKTUKH PA3TOBOPHOM M MPO(ECCHOHAIBHO-/ICJIOBON PEYH M UCTIOJIB30BaHUE
UX B IPO(heCCHOHATBLHOM JAESITEIIbHOCTH 10 HANPABJICHUIO TTOATOTOBKH;

° O03HAaKOMHTh OOYYaIOIIUXCA C OCOOCHHOCTSAMHM JIGKCHYECKOM CHCTEMBl H3y4aeMOro
WHOCTPAHHOTO $3bIKa, (DYHKIIMOHATBLHOW U CTHIIMCTUYECKON AuddepeHinanueil Ss3pIKOBbIX
CpeICTB, HauOoJiee MPOAYKTUBHBIMH CIOBOOOPA30BATCILHBIMU MOJCISIMU H3y4aeMOTo
WHOCTPAHHOTO SI3bIKa;

° COBEPIICHCTBOBATh HABBIKM pPACIIO3HABAHWS W IOHHUMAaHHS TpPaMMAaTHYSCKUX (GOopM U
KOHCTPYKITU B ONIOpPE Ha Pa3INYHbIC TPU3HAKU TPAMMAaTUYECKHUX SBJICHHH, a TAK)KE€ HaBBIKH
ynoTpeOIeHHs] TPaMMAaTUYECKUX KOHCTPYKIIMNA B Pa3IMYHBIX PEUEBBIX CUTYAIUsX;

° pa3BUBAaTh KOMMYHUKATUBHBIC KOMIIETEHIIUU, HEOOXOAMMOM I TBOPUECKOM A TeTbHOCTH
B MOBCEJHCBHOM OOIICHUH, B OOIIECTBEHHO-TIOJIUTHYECKON U HAyYHO-TIPOPECCHOHATBHON
chepax;

° mpuoOIaTh 00yYarONUXCsl K CaMOCTOSITEIBHOW MCCIE0BATEIbCKON paboTe Haa SI3BIKOM,
pa3BUBATh y OOYYAIOIIUXCS AHATUTHYCCKUN MOJXOJ]] K MU3y4aeMbIM SI3BIKOBBIM SIBJICHHUSAM
MyTEeM COTIOCTaBJICHUS UX C COOTBETCTBYIOIIMMH SIBJICHUSMHU POJHOTO SI3bIKA.
3agauyu BOCHUTATEIbHOI PadoThI:

° pa3BuTHE Yy 00yYaIOMIUXCS OHUMAHHSI COITUAIHON 3HAYMMOCTH WHOS3BIYHON KYJIBTYPHI B
Oynymeid mpodecCHOHATBHOW  JCSITEIIBHOCTA Ha HWHOCTPAHHOM  SI3BIKE, Kak JUIA
COBPEMEHHOTO OOIIECTBA, TaK M IS JIUYHOTO MPOo(heCCHOHATBLHOTO CTAaHOBJICHHMSI;

° CO37IaHUE YCJIOBHH JUISI OCO3HAHHMS OOYYaIOIMMHCS CBOETO MECTa W POJM B OyIyIIeH
npohecCHOHaTBHOM NesTeNIbHOCTH;

° dbopMuUpOBaHHE  BCECTOPOHHE  PA3BUTOM  JMYHOCTH  TOCPEICTBOM  MPUOOIICHUS
00y4JarOIUXCsl K WHOSI3BIYHOW KYJBTYpE M BOBJICUCHHSI B TBOPYECKYIO JICATEIHHOCTH C

HCITIOJIB30BAHUEM MHOCTPAHHOT'O SA3bIKA,



o Pa3BUTHC KYJIbTYPbI MCKIIMYHOCTHOT'O HpO(beCCI/IOHaJ'IBHOFO BSaHMOHGﬁCTBHH.

3. MECTO JUCHUIIYIMHbI B YHEBHOM IIVIAHE

VYyeOHas nuctmiuinHa «MHOCTpaHHBINA SI3BIK» OTHOCHTCS K 00s3aTebHON wactu briokal.
Jucuunauae (MOIYJN).

W3ydyeHnne naHHOW AMCHMIUIMHBI Oa3upyeTcss Ha Marepuale, H3yuYeHHOM B paMKax
IIKOJILHOTO Kypca. JJMCIUIUIMHBL, TIPU U3YyYEHUH KOTOPBIX OYIyT MCIONh30BATHCS 3HAHUS, YMEHUS
U HaBBIKH, TPHOOpPETEHHBIE B peE3y/bTaTe H3yUEHUS JUCHUTUTHHBI «VHOCTpaHHBIA S3BIK» -
«IToAroToOBKA MO AHTJIMICKOMY SI3BIKY).

4. IINIAHUPYEMBIE PE3YJIbTATBI OBYUEHUA 1O JUCHUIIVIMHE JJIA
®OPMHUPOBAHUA KOMIIETEHIIMMA OBYYAIOIIUXCSI

Pesynbratel OCBOEHHS O00pa30BaTEIbHON MPOTpamMMbl (KOMIIETCHIIMH OOYYaIOIIMXCS)
YCTaHaBJIMBAIOTCS B COOTBETCTBUM C (peAepalbHbIM TOCYJapCTBEHHBIM 00pa30BaTEIbHBIM
CTaHAAPTOM IO  HANpaBJIEHUIO  IOATOTOBKM M NPOQECCHOHATIBHBIMH  CTaHIapTaMmHy,
COOTBETCTBYIOLIMMHU MPO(PECCUOHATLHOMN JAEATEIIbHOCTH BBIITYCKHUKOB, a TAKXKE Ha OCHOBE aHAJIN3a
TpeOoBaHuil paloTonareneil, NpPeabSIBISIEMbIX K BbINYCKHHKaM. I[lnaHupyemble pe3ybTaThl

MPOXOXKACHUSA TPAKTUKH (3HAHUS, YMEHMS, HAaBBIKM) OOECIIEUUBAIOT JIOCTHXKEHHE PE3yJbTaTOB

OCBOEHMSI 00pa30BaTEIbHON MTPOrpaMMBbI.

luép u HNuaukaTopsl I[Inanupyembie pe3yabTaThl 00y4eHH s
Ha3BaHHUe
N0 IUCHUILTHHE
KOMIIeTeHIIUH KOMIICTCHIINN
3HaTh:
YK—+4 [TpuHIHATIBL IIOCTPOCHUSA YCTHOI'O U
Cnocoben MMCbMEHHOT'0 BBICKA3bIBAaHUSI HAa TOCYAapCTBEHHOM
OCYILIECTBJISATh VK42 U HMHOCTPAHHOM S3bIKaxX; TPeOOBaHUS K JIEIOBOU
€JI0BYIO ) CTHOM M MMCbMEHHOW KOMMYHHKAIIUU
A y Ocy1ecTBisieT y y 1
KOMMYHUKAITUIO B
. JIEIIOBYIO
YCTHOU H Ymersn:
. KOMMYHHUKAIUIO B
MMMCbMEHHOU rHOM 1 [lpyHuMate HA  MpPaKTUKE YCTHYIO W
dbopmax Ha Y . MMCbMEHHYIO JIEIOBYI0 KOMMYHUKAIIHIO
roCcyJ1apCTBEHHOM fHCHMCHHOH
yaap ¢dopmax Ha
SI3BIKE Baagern:
N WHOCTPaHHOM (BIX) .
Poccniickoit s3bIKe (aX) Meroaukoit COCTaBJICHUS CYXXJICHUS B
denepauuu u MEXJIUYHOCTHOM  JIeJIOBOM  OOIICHHUH Ha
WHOCTPaHHOM(BIX) rOCyJapCTBEHHOM M  HMHOCTPAaHHOM SI3bIKax, C
sI3bIKe(ax) MPUMEHEHUEM aJeKBAaTHBIX S3BIKOBBIX (OpM U
CPENCTB




5. CTPYKTYPA U OFBEM JUCHUIIJIMHBI

Cemectp m3yuenus: 1

Buanbi yueoHoii padoTnl

ITpomesxy ®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: . 8 - 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: - 8 - BOKaOyJIsipa 1o npoiieHHoM - 3a1aHusA
MENCKYTbmypHOe Teme, padbora co
npogeccuonanvroe CIPaBOYHOM JIUTEPATypO U
g3aumooeticmeue CJIOBapeM YcTHbIl ompoc,
Tema 1.3. Product promotion - 8 - [ToBTOpEHME MPOIAEHHOTO - [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)

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

Tema 1.5. Branding (mpaktuxkym)

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

Tema 1.6. Global advertising
campaigns (IPaKTHUKYM)

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

OCTINADANON

Tema 1.7. Business Media
(TIpaKTUKyM)

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
- 6 aTTecTauu B hopme
3auer D
WHIUBUIYATHBHON
pe3eHTalun
56 48 -

Hroro

108




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: - 10 - 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) 10 - 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: - 10 } 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
Kynomypno-meopueckoe WMHUBUTyaJIbHOTO
gocnumanue: 10 BOKaOyJIsipa 1o
MENHCKYIbMYPHOE npoiieHHo# Teme, pabota
npogeccuonanvroe CO CIIPaBOYHOM
83aumooeticmaue JIUTEPATYpPOU U CIOBAPEM
[ToBTOpEHME IPONAEHHOTO
MaTepuaia, MoAroToBKa
WHIMBHUIyaIbHOTO
Pasgen 3. Tema 3.2. Change AUBUIY
. 8 BOKaOyJIsIpa 1o
Marketing (IpakTUKYM) . 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
10 BOKaOyJIsipa mo
c60e20 mecma u ponu 8 . z
. npoiieHHo# Teme, pabota
oyoywetl .
. CO CIIPaBOYHOM
npogheccuoHanbHoll .
JUTEPATYpOU U CII0BAPEM
oesmenbHOCMuU
Pazgen 4. Tema 4.1. Cultures 10 [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 VHAMBU1yaJIbHOTO UCBMEHHBIC
gocnumanue: 10 4 BOKaOyJIsApa 1o JOMAITHUE
Leadership MENCKYIbMYPHOE npoieHHON Teme, paboTa 3a/laHus
npogeccuonanvHoe CO CIIPaBOYHOM
g3aumooeticmeaue JUTEPATYpPON U CI0BAPEM
IToBTOpEHNE IPOUAEHHOTO . YK-4.2
MaTepualia, oAroToBKa YCTHEIA ompoc,
IIMCBMCHHBIC
Tema 4.3. Competition in 2 4 HHHHBgﬂyaﬂbHom JIOMaIlH1e
Marketing (mpakTHKyM) , BokabyJipa Tio 3aanus,
HpOWJEHHOH TeMe, paboTa BEITIOHEHHE
CcO CHpaBO‘IHOﬁ 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
96 44 -

Hroro

144




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
yecKkue KCP CaMOCTOSITeJILHOMI arrecTaum "
U yacax
3aHATHA padoThI a (B
IToBTOpEHME NPONIEHHOTO - .
p PO YcrHblii onpoc,
MaTepuaa, moJAroToBKa
HHTHBHAYATBHOTO MUCHMCHHBIE
Tema 5.1. Innovations in Y JOMAIlHNE
. - 8 - 4 BOKaOyJsipa mo YK-4.2
Marketing (IpakTHKyM) . ¢ 3a/1aHUs
NpoieHHON Teme, paboTa
CO CITPaBOYHOM
JUTEPATYPOH U CIOBAPEM
Tema 5.2. Business and -
environment (TIPaKTHKYM ) IToBTopenue npokineHHoro
KU bV DHO-MEODYECKOe MaTepuaia, MoAroToBKa YcTHBIH ompoc,
Pasen 5. |echumane: ocosnanue MHAUBUIYaIbHOTO MUCHbMEHHbIE
Business |c60€20 Mecma u ponu 6 - 10 - 4 § BOKa6¥HHpa 1o JIOMAIITHUE YK-4.2
o 610 y poieHHON Teme, paboTa 3aJlaHus
vision for |OYeyueu T
Marketing npogeccuonanvrot €O CMIPaBO4HO
OesimenbHoCL JUTEpPaTypOH U CIoBapeM
sphere
Tema 5.3. Franchising 10 6 IToBTOpEHKE PONAECHHOTO - YcTHBIN ompoc, VK-4.2
(IpaKTHKYM) MaTepHalia, MOJrOTOBKA MACbMEHHBIE ]
Tema 5.4. Business . -
communication IToBTOpEHME MPONAECHHOTO
(npaKTiKyM) MaTepuaia, MoAroToBKa YcTHbIH ompoc,
P y WHIWBUIYTBHOTO MUCHbMCHHBIE
Kvrvmypro-meopueckoe
- 10 - 6 BOKaOyJIs1pa 1o JIOMAIIIHKE YK-4.2
gocnumatue: . z
PO ICHHOHN Teme, paboTa 3a/IaHus
MENCRYTbMyprioe CO CIIPaBOYHOMI
npogheccuonanvHoe

gzaumooeticmeue

JIATEPATypPOU U CIIOBapeEM




IloBTOpEHKE PONACHHOTO
MaTepuaia, oAroTOBKa

YcrHblii onpoc,

WHAWBUYaJIbHOTO NUCbMEHHbIE
Tema 6.1. The nature of AMBIIY
. 10 6 BOKaOyJIsipa mo JIOMaIlIHHE VK-4.2
marketing (ipakTUKyM) . ¢
npoiiieHHO# Teme, paboTa 3aJlaHus
CO CIIPaBOYHOM
JIUTEPATYPOU U CIOBAPEM
Tema 6.2. Customer service [loBTOpEHME MPOHAECHHOTO
(mpakTUKyM) Marepuaa, oAroToBKa VYeTHBIH onpoc,
Kynomypno-meopueckoe WHAWBUYaJILHOTO IIMCbMEHHbIE
gocnumanue: 10 6 BOKaOyJIsipa 1o JIOMaIlTHUE YK-4.2
Paznen 6. |medckyibmyproe npoiiieHHo# Teme, paboTa 3a1aHus
Insights Into |npogheccuonanvroe CO CITPaBOYHOM
Marketing |63aumoodeticmeue JIUTEPATYPOU U CIIOBAPEM
1 [ToBTOpEHME MPOMIEHHOT
Tema 6.3. Team Building OBTOPCHHE [POHM/ICHHOTO .
Marepuana, moAroToBKa YceTHbll onpoc,
(TpaKkTHKyM)
MHAWBUYaIbHOTO IUCHbMEHHBIE
Kynomypno-meopueckoe
10 6 BOKaOyIspa 1o JIOMaIIHHE VK-4.2
gocnumanue: . 2
NpOWIEHHOH Teme, paboTa 3aaHus
CoYUanbHas 3HA4UMOCMb -
< CO CIPaBOYHOMI
UHOA3LIYHOU K)IbIYPbl -
JIUTEDATVDOUN U CIIOBADEM
Tema 6.4. Risk in Marketing 10 6 [ToBTOpEHME MPOIIEHHOTO YcrHblii onpoc, VK-4.2
(IPaKTUKYM) MaTepuaia, MoAroToBKa IIMCBMEHHBIE ]
Tema 6.5. Crisis Marketing IToBTOpEHME MPONAECHHOTO YcTHBIN onpoc,
(IIPaKTHKYM) 10 6 Marepuana, MoAroToBKa MMCbMEHHbIE YK-4.2
IToaroToBka k
. IIPOMEKYTOUHON
dopma NpOMEKYTOUHON aTTECTAUN
- 2 aTTecTanuu B hopme - -
3aver »
UHAWBUYaJILHON
MIpEe3eHTALNN
88 52 -
Hroro

144




Cemectp u3yuenus: 4

Buabl yueOHoi padoThI

K . Ipome:xy ®opma
OHTAKTHas padoTa TeKyliero
Pazxen P CamocrosiTesibHas padoTa TOoYHAs yi Dopmupyembl
o . Moxapasaen, Tema (B acax) aTTecTa KOHTPOIs e
y oM B KOMIICTCHIIUH
Jlekuu Tpakru B @®opMbl OPraHU3aALNHU Jacax
yeckne | KCP N
" yacax |CaMOCTOSITEJIbHOH padoThI
3aHATHSHA
Pas,ueﬂ. 7. |Tema 7.1. Globalization and [ToBTOpEHME IPOIIEHHOTO §
Marketing | G10bal Marketing (mpakTaKyMm) MaTtepuaia, oAroToBKa YcTHbll ompoc,
for Global |z 1 ono-meopueckoe UHAUBUIYAIBHOTO MUCbMEHHbIE
Companies | o umanue: - 14 - 6  |Boxabysispa 1o MpoiIeHHOlM - JIOMalIHie YK-4.2
COYUanNbHAs 3HAYUMOCTb TeMe,vpa60Ta co 3a/iaHI
UHOSZOTUHOT KYTMYPO CIPaBOYHOM JIUTEPATYPOH U
CITORANENM
IToBTOpEHME MPONIEHHOTO YceTHBIM ompoc,
. MaTtepuaia, oAroToBKa MMCbMEHHbIE
Tema 7.2. Marketing for Coca P ’
- 14 - 6 VHJVBHIyaJIbHOTO - JIOMaIlHHE YK-4.2
Cola Company (IpakTHKyM) N .
BOKaOyJIsipa 1o npoiaeHHON 3aJaHus
Teme, paboTa co
Tema 7.3. Success in Marketing - 14 - [ToBTOpEHME TPOIIEHHOTO - YK-4.2
(TpakTUKyM) Marepuaa, oAroToBKa YcTHBI ompoc,
Kynomypro-meopueckoe VMHAVBUIYaJIBHOTO IIMCbMEHHBIE
gocnumanue: 4  |BokaOysipa 1o MpoiaeHHON JIOMaIIHHE
MEJCKYIbmYpPHOe Teme, pabora co 3aJaHus
npogheccuonanvroe CIIPaBOYHOU JIUTEPATYPOU U
g3aumooelicmeue CJIOBapeEM




Tema 7.4. Marketing for General
Motors Company (IIpakTHKyM)

14

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

Tema 7.5. Failures (mpaktukym)

12

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

Tema 7.6. Marketing for
Microsoft Company (mpakTHKyM)

12

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)

12

[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-4.2

YK-4.2

YK-4.2

VK-4.2




Tema 7.8. Future of Marketing
(mpakTUKyM)

IToBTOpEHME MPONIECHHOTO
MaTepuaia, oArOTOBKa

YcTHbli onpoc,

576

Kyvmomypno-meopueckoe MH/IMBUIYaJIbHOTO [INCHMCHHBIC
gocnumanue: 0CO3HAHUue c80e20 12 - 4 BOKaOyJIsipa 1Mo MpOUIeHHOM AOMAITHHIC YK-4.2
Mecma u ponu 6 6yoywei TeMme, paboTa co 3a7anus,
npogheccuonanbHoil CIPaBOYHOM JIUTEPATYPOH U BBITIOJTHCHHC
oesimenbHOCImu cI0BapeM KOHTPOIBHBIX
RATTAHUU
IToaroroska k
IIPOMEKYTOUHON
dopma IpoMeKyTOUHON aTTecTaluu i i i aTTecTauuu B popme 36 - i
JK3aMeH IpyNIoOBOM Mpe3eHTaluH,
BBINOJIHEHHE KOHTPOJIbHBIX
3a/1aHAN
104 4 36 - 36
Hroro
180
344 16 180 - 36
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—
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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
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. 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

Jnst mpoBeneHHs] 3aHATUA CEMHHAPCKOTO TuMa (MPaKTUYECKUX 3aHATHI) MO JaHHON
JTUCHUTUIMHE UCTIONB3YIOTCS ayJTUTOPUN C yueOHOW MeOenbio U Meana-o00pyJ0BaHUEM (IIPOEKTOp,
9KpaH, HOYTOYK).

Jus  caMocTosITeIbHON ~ pabOThl  00yYarOIIMXCSI

HCIOJIB3YCTCA INOMCIICHUC JIIA

CaMOCTOSITENIbHOM  paboThl  OOYyYarOIIMXCS, OCHAIIEHHOE KOMITBIOTepaMH C  HEOOXOJIUMBIM
NPOTPAaMMHBIM OOECIIEYeHHEeM M JOCTynoM B MHTEpHET M AIIEKTPOHHYIO HWH()OPMAIIMOHHO-
00pa3oBaTeIbHYIO Cpe/y By3a.

Jlns  TmpoBeACHHS KOHTPOJIA CAaMOCTOSATEIBHOW paboThl 10 JTAHHOM  JMCIMILIMHE
UCTIONB3YIOTCS ayJUTOPHH C Meaua-o0opynoBaHHeM (TIPOEKTOp, JKpaH, HOYTOYK) U y4eOHOI
MeOCIbIO.

I[J'I?I HpOBe}IeHI/IH TCKYI_HGFO KOHTpOJ'IS[ YCHeBaeMOCTI/I 158 HpOMe)KYTOqHOfI arrecragun 110
JMAHHOHM JUCIMIUIMHE HWCIOJB3YIOTCS ayIUTOPHU C y4eOHOW MeOeNbl0 W Meanua-o00pyaoBaHHEM

(mpoekTop, 3KpaH, HOYTOYK).

[lepedyeHs IUIIEH3NOHHOTO MPOTPAMMHOTO 00ECTICUCHUS

HaumenoBanue Tumn pecypca

1 Microsoft Office

2 Microsoft Windows

3 Microsoft Visio

Jlunensnonnoe cornamenue Microsoft - Open
Value Subscription ans pemennii Education
Solutions NeV8265046

CyO6muuen3uonnsiii joroBop AO «CodrJlaitn
Tpeitm» Ne /131 ot 10.07.2020. Cpok aeicTBust
JIOTOBOpA - OECCPOUHBIM

OneKTpoHHBIN cioBaps #ABBY'Y
Lingvo 11 crnoBaps 6 s361k0B Volume

00O "ABU Codteep" TIT OOO" IIporpam-e
texHonorun" Ne§8 ot 31.10.2005 (moctosiHHO

4 License Concurent (21-50) #ABBYY neiictByromas auiensus). Cpok nencTBus
Lingvo 11 crioBapsb 6 s3bIKOB JIMLIEH3UH - OECCPOUHBIN
KonevinrantTLIioc ClpaBotHo- JIJ1 OOO "KoncynpsrantlImtoc Tonbsrrn"
y P norosop Ne251/02 ot 01.01.2022 (eseromo
5 MpaBoOBasi CUCTEMa OTEYECTBEHHOTO . .
npojuieBaeMblit). Cpok AeMCTBUS TUIICH3UH -
MIPOU3BOCTBA 9
OEeCCPOUHBIN
6 AnTtuBupyc Kacniepckoro CJII AO «CodrJlaita Tperia» norosop 291/Tr




OTCYCCTBCHHOI'O ITPOU3BOACTBA

ot 28.12.2021, munen3us Ne 17E0-220119-
110841-733-2920. Cpoxk aeiCcTBUS 10TOBOpA
mo 11.02.2024

IlepeyeHb cBOOOHO PACIPOCTPAHAEMOI0 IPOTPAMMHOI0 o0ecnevYeHust

HaunmMmenoBanue

1 Mynemumeoua I10

# Windows Media Player

# IrfanView

#Java(TM) 6 Update 16

# K-Lite Mega Codec Pack 5.6.1
# Adobe Flash Player 10 Plugin

2 IIpocmompuux (viewer)

# Foxit Reader - Russian

3 bpayzep

# Windows Internet Explorer 11
# Google Chrome

B cootBerctBHu c IlonoxkeHrneM O CO3JaHMU CIIEIIMATBLHBIX YCJ'IOBI/Iﬁ JJI1 MHBAJIMJOB U JINII C

OB3 uHpOpMaIMOHHO-TEXHOJOTHYecKass ©0aza 00pa3oBaTENILHOrO Mpolecca IMPeayCcMaTpUBaeT

HCIOJIB30BAHUC MATCPUATIBbHO-TCXHUYCCKUX CPCACTB C YUCTOM PA3JINYHBIX HO30JIOTHit HUHBAJIMAOB U

jmr ¢ OB3.

11. JUTEPATYPA

11.1. OcHoBHas nuTepaTypa

KoanuecTB
Ne OB
bubauorpadguyeckoe onncanue Tun
n/n OMOJIHOTEK
e

Cotton, D. Market Leader: Intermediate Business English
1| [Texcr]: Course Book / D. Cotton, D. Falvey, S. Kent. - 3rd y4eOHHK 76
ed. - [China]: Pearson, [2013]. - 176 p.

ROM.

Cotton, D. Market Leader: Pre-Intermediate Business English
7 | [Tekcr]: Course Book / D. Cotton, D. Falvey, S. Kent. - 3rd yaeOHHK 114
ed. - Slovakia: Pearson, 2012. - 176 p. - B xommi. ¢ DVD-

Cotton, D. Market Leader: Pre-Intermediate Business English
3| [Texkcr]: Practice File / D. Cotton, D. Falvey, S. Kent. - 3rd yueOHuK 111
ed. - Slovakia: Pearson, 2012. - 110 p.

ManbkoBckas, 3. B. JlenoBoit aHTTTHMCKUIN SI3BIK:
YCKOPEHHBIH Kypc : y4el. mocobue / 3. B. ManbKoBCKasl. - yuebHoe
4 | Mocksa : HNudpa-M, 2022. - 159 c. - OBC Znanium. - ISBN 9BC
978-5-16-100395-4 (online). - URL:

https://znanium.com/catalog/document?id=399977

rmocooue

ManbkoBckasi, 3. B. AHMIHICKUHN S3BIK B CUTYaIHSIX
MOBCEIHEBHOTO JIETIOBOTO 001IeH s : yueOHoe mocodue / 3.B. | yuebHoe
S | ManbkoBekast. - Mocksa : Uupa-M, 2023. - 223. - 9BC 9bC
Znanium. - TekcT : anekTpoHHbIH. - URL:

https://znanium.com/catalog/document?id=422429

rocooue



https://znanium.com/catalog/document?id=422429
https://znanium.com/catalog/document?id=399977

11.2 JlonosiHUTENbHAS TUTEPATYpa

iﬁl bu6auorpaduyeckoe onucanue

Munbsp-benopydesa, A. I1. Aarnuiickuii si3bik. Guides for advertising. Pekiiama B

1 | Typusme: yuebnoe nocooue / A.Il. Munbsp-benopydesa, M.E. ITokposckas. - 2-e U3, -
Mocksa : Uadpa-M, 2022. - 176 c. - Tekcr : anexkrporHbiid. - 9bC Znanium. - URL:
https://znanium.com/catalog/document?id=399447

) Business Advantage. Intermediate [Tekcr]: Student's Book / A. Koester [u ap.]. - UK:
Cambridge University Press, 2012. - 192 p.

3 | Birkin, J. Business Advantage. Intermediate [Texcr]: Teacher's Book / J. Birkin. - UK:
Cambridge University Press, 2012. - 152 p.

4 Rosenberg, M. Business Advantage. Intermediate [ Texct]: Personal Study Book /
Marjorie Rosenberg. - UK: Cambridge University Press, 2012. - 96 p.
VYxpaunen, U. A. MHOCTpaHHBIH SI3bIK (QaHMIIMHCKUIT) B TPOdECCHOHATBHOMN

5 | mesarenbHOCTH : yueOHOe nocobue / U. A. Vkpannen. - Mocksa : PI'VII, 2019. - 40 c. -
OBC Znanium. - ISBN 978-5-93916-769-7. - URL:
https://znanium.com/catalog/document?id=364544
Hynuuk, JI. B. Perenne nenoBeix npo0ieM Ha aHIJIMHCKOM s3bIKE (KOMMYHHKATHBHBIN

6 | acmekr): yuedbnoe nocobue / JI. B. Hynuuk, T.C. Ilytunosckas. - Mocksa : Undpa-M,
2022. - 127 c. - Tekct : anekrponHbId. - BC Znanium. - URL:
https://znanium.com/catalog/document?pid=1856726

7

Cotton, D. Market Leader: Intermediate Business English [Tekcr]: Practice File / D.
Cotton, D. Falvey, S. Kent. - New ed. - Malaysia: Pearson: Longman, 2012. - 110 p.

Hepnonnqecmle HU3TAHUA:

AKTyanpHbIEe TPOOJIEMBI (DUIIOJIOTUH M METOAMKH IPENOJaBAaHUsI WHOCTPAHHBIX S3BIKOB :
Hay4HbIH )KypHan. — URL: https://www.elibrary.ru/contents.asp?titleid=48918

HHOCTpaHHBIe SA3BIKA B BBICIHCfI IIKOJIC: HaquBIﬁ JKYPHaAJ. —
URL: https://www.elibrary.ru/contents.asp?titleid=32488 ; https:/fljournal.rsu.edu.ru/
COBpeMCHHBIe HUCCJICOIOBAHUA B O6HaCTI/I HpeHOI[aBaHI/IH I/IHOCTpaHHI)IX SA3BIKOB B HCA3BIKOBOM
By3e: HayuHbI xypHai1. — URL: https://www.elibrary.ru/contents.asp?titleid=53404

Teopuss W mNpakTHKa HWHOCTPAHHOIO SI3bIKa B BBICIICH IIKOJIC: HAY4YHBIA JKypHald. —
URL: https://www.elibrary.ru/contents.asp?titleid=32864

Teopust si3bIKa ¥ MEXKKYJIbTYPHAs KOMMYHHKAIIHS: HAYIHBIH B TPO(HECCHOHATBLHBIN KYypHAIL.
— URL: https://www.elibrary.ru/contents.asp?titleid=31955; https://tl-ic.kursksu.ru

11.3. CoBpemeHHbIe NIpodeccHOHANbHbIE 0a3bl JAHHBIX, HHGOPMAIHOHHbIE

CIIpaBOYHbLIC CUCTEMBI, 3JICKTPOHHLIC 0n0IHOTEYHbIE CHCTEMbI

1. ZNANIUM.COM: anexrponHo-01OmmnoTeuHas cucrema. — URL: http://znanium.com.
2. HOUKOH: apxuB HayuHbIX xypHaioB. — URL: http:/neicon.ru.

3. OBC TAY: anektponHas 6ubnmoreka [ DneKTpoHHbBIN pecype]. — Pexum mocryna :

http://83.234.207.58/MarcWeb2/Default.asp



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/document?pid=1856726
https://znanium.com/catalog/document?id=364544
https://znanium.com/catalog/document?id=399447

12. METOANYECKUE YKA3ZAHUS JJISA OBYUYAIOIUXCSA IO OCBOEHUIO
JAUCHHUIIJIINHbI

OcBoeHne 00y4arOIMMUMCS AUCHUIUIMHBI MPEanoiaraeT MOCeIeHHe MPaKTHUYEeCKUX 3aHSATH,
BBHITIOJTHEHHE TPAKTUYCCKUX 3aJaHHiA, BBIIIONIHEHUE 3aJaHUil A CaMOCTOSTENbHON paboThl. [Ipu
MOATOTOBKE K MPAKTUUYECKOMY 3aHSTHIO OOydYaromieMycsi HEOOXOJIMMO MOBTOPUTH IPOUIECHHBIN
MaTepuai 1Mo U3y4yaeMoi TeMme, ¢ Lelbio ObITh TOTOBBIM K YCTHOMY OIPOCY, a TaKKe MPEIOCTaBUTh
BHITIOJTHEHHBIE TMHCHMEHHBIE JOMallHHe 3aJaHus. B pamkax ngaHHOW y4eOHON IUCIUIUIMHBI
BbIJIENIAETCSl 0co0asi poJjib M 3HAYCHHE CaMOCTOSATENILHON JIesITeIbHOCTH 00ydaloerocss B mpolecce
OBJIaJIeHUS sI3IKOM. Ha Bcex aramax oOydeHus oOparmiaeTcs BHUMaHUE Ha 00y4YeHHE 00ydJaromuXxcst
METOJIMKE caMOOOpa30BaHMsl, KOTOpas MO3BOJSET UM OBIAJAETh MPUEMaMH U3BJIeUeHus HH(opMauu
U3 TEKCTOB, 3HAKOMHT CO CIIOCOOaMU ee Tepeaun Kak B yCTHOM, TaK M B MMCbMEHHOM BUJIE, a TAKXKe
B (hopMe JIeI0BOT0 MUCHhMA, YCTHBIX JOKIAJ0B, COOOIIEHUN 1 MPE3eHTAIHIA.

OcBoeHHE NUCIMIUIMHBI MPEANOoaracT BHIMOJHEHUE MPAKTHYECKUX 3aJlaHui (MPAaKTHKU) BO
BpeMsl KOHTAaKTHOH paboThl ¢ mpenogaBaTeneM JHOO B 4Yachl CaMOCTOSITeNbHOW paboThl. Bce
MPaKTHYECKHEe 3aJlaHusl AMCHUIUIMHBI MPEIOCTABIAIOTCS TMPENoJaBaTeIIMU BO BpeMs 3aHATHH U
pa3MeniarTcsl B JOKAIBHON ceTh AKaJeMHH W DIEKTPOHHOW HMH(OPMAIMOHHO-00pa30oBaTeNbHOM
cpene. BrimosnHeHHBIE MpakTHUeCKHe pabOThl CHAIOTCS HA IMPOBEPKY MPENOJAaBaTENI0 OJHUM W3
CIIEYIOIIUX CIOCOOOB: MPEJOCTAaBICHHE BBIIOJHEHHOTO JOMAIHEro 3aJaHusi JMYHO B PYKHU
MperoAaBaTeNio, OTIpaBKa MPENoJaBaTeNi0 Ha MOYTOBBIM sumk. [Ipu oTmpaBke mpemnomaBaTelnto
BBITIOTHEHHON Pa0OTHI MO MOYTEe OOyYaromemycsi cieqyeT o0ecreduTh JUUYHYI HACHTU(DUKAIUIO.
Kax mpaBuiio, B TeMe WM TEKCTe MUCbMa ykasbiBaeTcs Kypc, PO oOyuaromierocs, TUCHUILIINHA,
TeMa, 10 KOTOPOH BbIMOIHEHA paboThl. OTHEIbHbIE MPAaKTUYECKHUE PAOOThI MOTYT OBITH MPOBEPEHBI
MpernoaaBaTeseM HeloCPEICTBEHHO B ayAUTOPHUU.

Jlist 3aKperieHus: IpuoOpPETCHHBIX 3HAHUM, YMEHUI M HaBBIKOB, JJIS Pa3BUTHUSI CIOCOOHOCTEH
K CcaMOOOy4YeHHUIO B JIMCUHUIUIMHE MpPEeAyCMOTpeHa camocToATeNbHas padoTta. CamocTosiTenbHas
paboTa MOXKET BBIMOJHATHCA OOYyYarOIIMMCS JOMa WM B ayJUTOPHSIX AKaJIeMHH, CHelHaIbHO
OTBEJICHHBIX [UUISI CaMOCTOSITENIbHOM pPabOThl M OCHAIICHHBIX HEOOXOAMMBIM TEXHUYECKUM H
nporpaMMHbeIM obecriedeHreM, goctynoM k OUOC u OBC. [l yCHEemHOTO BBIMOJTHEHUS
CaMOCTOSITENILHOM paboThl O0yyaronieMycss peKOMEHIYETCS 3apaHee O3HAKOMUTHCA C IEePEUYHEM
3aaHuii ¥ rpaduKoM ee BBIMOJHEHHUs. [1oAroToBKa K MPAKTUYECKUM 3aHSATHSAM C TOCIETYIOIIHM
y4acTHEM B YCTHOM ONpOCE MpPEearoiaraeT: CUCTEMaTHYeCKOe M3y4YeHHEe ayTEHTHMYHOTO MaTepuasa
U3 Y4YeOHMKOB W HWCTOYHUKOB JIOTIOTHHUTEIHHOW IJIUTEPATyphl; MOATOTOBKY HHIWBUIYaTHLHOTO
BOKaOyJIsipa 1O MPOWJIEHHON TeMe; paboTy CO CIPaBOYHOU JIMTEPATypol M cioBapeM; paboTy Haj

omunbOkamu. B pamkax naHHON y4eOHOM AUCHUIUIMHBI 00YyYaroIIKecs: BBITOIHSAIOT CAMOCTOATEIbHYIO



paloTy B BHJI€ MOBTOPEHUS MPOMJAEHHOIO MaTepHaia Mo BCEM M3Y4aeMbIM TeMaM JIECATH pa3zesioB,
YCTHO M IMUCbMEHHO (MMMChMEHHBIE JOMAIIHUE PabOThl) OTBEUYAIOT HA BOMPOCHI JUJISl MOATOTOBKH K
TEKyIIeMy KOHTpPOJIIO B COOTBETCTBYIOIIEM CEMECTpPE, a TaKyKe TOTOBSTCS K MHIAMBUAYAIbHBIM WIH
IPYNIOBBIM MPE3EHTALUAM I IPOXOKACHUS TPOMEKYTOUHOHN aTTeCTalluy 10 AUCLUAIIIMHE.

JUJ1s1 BBITIOJIHEHUSI IPAKTUYECKUX 3aJaHUH CaMOCTOATENIbHOM paboThl MO JAHHOW JUCHIUIUINHE
B JIOMAlllHUX YCJIOBHAX (3a mpeneinamu AkajgemMuu) oOydaromeMycsi HEoOXOJUM MepCOHAIbHBIN
KOMIbIOTEp (MJIaHImeT) W mnporpammublii maker Microsoft Office ne nHmxe 10 Bepcuw.
CamocrosATenbHass paboTa COMPOBOXKIACTCA METOAMUYECKUMH YKa3aHUSMM, pPa3MELICHHbIMU B
JOKaJbHOM ceTh AKaJeMHu U DIEKTPOHHOH  HMH(OPMAIMOHHO-00pa30BaTeNbHON — Cpee.
Mertoandeckne ykasaHus —cojepkar (OPMYJIHMPOBKY 3aJaHUsl, MPHUMEPHYIO TEXHOJIOTHIO
BBITNIOJIHEHMSI, (hopMaT caauu BhIMOIHEHHOHN paboThl. [IpenonaBarens Bo BpeMs ay JUTOPHBIX 3aHITHIMA
3apaHee 00CyXIaeT ¢ OOydYaroUIMMHUCS 3aJjaHHe CaMOCTOSITEIbHON pabOThl M MOPSJIOK €€ CHayH.
KoHcynbTanu mo BBIMOJIHEHUIO CAMOCTOSITEIBHBIX padoT, 00CYXJE€HHE OTMETOK M JOMYIICHHBIX
OmMOOK, 3alUTa OTIACTBHBIX BUIOB CAMOCTOSTENBHBIX padoT ocymecTBisieTcs Bo Bpemss KCP Ha
kadenpe ympaBiieHUss U CBsi3ed C OOIIECTBEHHOCTbIO WJIM B ayJAWTOPUU IO PACIHCAHUIO.
KoHcynbranuu npenojaBaTessl MO BBIIOIHEHUIO CAMOCTOSTEIBHON pabOThl MOTYT OCYIIECTBIIATHCS
nocpeacTBoM acuHxpoHHoro (moyra, DMOC) u cMHXpOHHOrO (zZOOm, CETH) KOMMYHHUKAIIHOHHOTO
B3aMMOJEHCTBUSL 10 IPEIBAPUTENILHON JOTOBOPEHHOCTH C TIpernojaBareneM. BrinonHsemble
CaMOCTOSITENIbHBIE  PaOOThl  SIBJISIFOTCSL  dJIEMEHTaMU TEKYIIEro KOHTPOJIE U  OLEHUBAIOTCS
npenoaasareneM. IloaydeHHbIe OTMETKH yUUTBIBAIOTCS IIPY BBICTABJIICHUH 3a4€Ta, 3a4€Ta C OLIEHKOMH,
9K3aMEHa.

®opmoii IPOMEKYTOUYHOTO KOHTPOJISI BBICTYIIAET 3a4eT, 3a4eT C OLEHKOH, SK3aMeH. 3auer,
MIPOBOAMMBIN B (popMe MHIMBUIYaTIbHON NMPE3EHTAIMH 110 U3yUYE€HHOW TeMe, BBICTABIIAETCS B IEPBOM
U TpeThbeM ceMecTpax oOydeHus. {7 OLEHKH pe3ysbTaToB OOydYeHHs MO AMCHUUIUINHE Y4eOHBIM
IUIAHOM BO BTOPOM CEMECTpe MpeIyCMOTPEH 3ayeT C OICHKOH, MpOBOIUMMBIA B (opme
MHIMBUAYAIbHOW TpE3eHTallMd TI0 M3y4YyeHHOH Teme. B derBeprom cemectpe oOydeHHS
MPEIyCMOTPEH SK3aMeH, TMpOBOAUMBIK B (GopMe HEMOJArOTOBIEHHOTO MOHOJOTHYECKOTO
BBICKA3bIBaHUS 110 OAHOM W3 NPENJIOKEHHBIX TEM MPOJOJLKUTEIBHOCTBIO -2 MUHYTBHI; OTBETa Ha
Borpockl (3-5) mapTHepa WM TpenojaBaTess MOcCie MpPeJCTaBICHHOTO MOHOJOra; TPYIIOBOM
JIEJIOBOM TPE3CHTAlMU IO U3y4eHHOM TeMe. KpuTepuu BBICTaBIICHHS 3a4ye€Ta, 3a4e€Ta C OLEHKOWM,

9K3aMCHa O3BYYHMBAIOTCA MPENOAaBaTCIIEM Ha IIEPBBIX 3aHATHUAX 110 JUCIHUIIIINHE.



13. IUCT COI''TACOBAHMUA

CocTaBwi:

3aBeayrommii kadeapoil HHOCTPaHHBIX S3BIKOB %A
H.A. Kopneesa, K.I1.H., JOLIEHT —
/

(moammce)

3aBeayronuil BeIycKaromen kadeapon

=y 3
e A AR P

H.B. Huxkutuna, 1.3.H., JOIICHT

(mozamnuck)

Hupexrop BUK v/ =
0O.B. banakuna /

(moamucs)

Havansauk OOVYII
A.D. OunK

(TIOATHCH)
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	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.
	13. ЛИСТ СОГЛАСОВАНИЯ


