AHIIMHACKHMH A3BIK HA MEPBOM Kypce creurajJbHocTH «Pekmamay @

HAay4YC€HHUE B IMpouecce COTpyaTHn4IeCcrea
Ilenesuna U.A.
(Hayuonanvhwlii ucciedo8amenbCKull yHugepcument —
Buicuas wikona Ixonomuru, Mocksa)

CoBpeMeHHasi KOHLEIIHS HpOOYKMUBH020 00pazosanus TpeOyeT TpaHchopMaruu poJiei
MperoiaBaTelii ¥ y4YeHUKAa B OpraHHM3alud y4eOHOro mpoliecca B MAPTHEPCKHE — CYOBEKMHO-
cyovekmuvie. Ilpu 3TOM yMeHHE YUYUThCS (QOpMHpYyeTCcss depe3 COTPYIHUYECTBO YYCHHKA C
yauTesaeM/ TperogaBareieM, CO CBepCTHIUKAMHU U ¢ caMuM co00#, Korja ydammiics nmpuoOperaer
CTIIOCOOHOCTh OCO3HABATh MPOUCXOANINE B HEM W3MEHEeHHs. [IpUMEHUTENThHO K IMPEroaaBaHuI0
WHOCTPAHHOTO sI3bIKa HEOOXOJUMO pa3pabarbiBaTh Takue paboune mporpammsl U YMK, koTopsie
OBl CITOCOOCTBOBANIM OBl TUYHOCTHO 3HAYMMOM YUeOHOU NesATeNbHOCTH. Y YeOHBIN POIECC HOIKEH
CTPOUTHCS TakK, 4YTOOBI TPOIAYKTHBHBIC YYCOHBIC ICWCTBHsI OBUIM HANpPaBICHBI Ha OCBOCHHE
CHCTEMBI 33/1a4, TPEOYIONINX MPeoOpa3oBaHNi, YTOOBI YUaIIHIACs, OCBaUBast ICHCTBHS KOHTPOJIS U
OLICHKH, TMOJydYaJl JIOCTYH K YIPaBJICHUIO COOCTBEHHON JESATEIBHOCTHIO HA  OCHOBE

CKJIaJbIBaIONICHCA y Hero peduiekcuBHOM criocoOHocTH [Pesnuykas, 2001. C. 8-9].

Ilenpr0 maHHOW CTaTBU SIBJISETCS PACCMOTPEHUE HEKOTOPBIX BO3MOKHOCTEH ONTHMM3ALUU
yu4eOHOTo Tmpolecca IO aHTJIMICKOMY S3BIKY JUISI CTYACHTOB, H3YYaloIlUX CIEUHATbHOCTD
«Peknama» Ha mepBoM Kypce HalMOHaIBHOrO HCCIIENOBATEIBCKOrO YHHUBEpCUTETa «Bpicmas

LIKOJIa PKOHOMHUKI», C YUETOM 3a7a4 (POpMUPOBAHUS KaueCTB aBTOHOMHOM TBOPUECKOH JINYHOCTH.

Pa3zpabarbiBaeMblii Kypc TO aHTJIMMCKOMY SI3BIKY JUIS CHEIUAIBHBIX IEJIEH OpUEHTUPOBAH
Ha CTUMYJIMPOBAHHUE PA3BUTHUS CTYJCHTAMH CTPATETUN CaMOCTOATEIbHOW padOThl C WHOSI3BIYHBIM
AYTCHTUYHBIM TCKCTOM (HI/ICBMGHHBIM u yCTHBIM) JJISL I[ELHLHCFIIJ.ICFO X HCIIOJIB30BaHUA B
npoeCCHOHATTFHON NEATETFHOCTH U camooOpa3oBannu. Ocoboe BHUMaHHE TPU ITOM YAETSETCS
Pa3BUTHIO CJIEAYIOUIMX YMEHHUH U HABBIKOB: ONpEENICHHE OCHOBHOW TEMbl/ MIEH TEKCTa; MOUCK
KOHKpeTHOW WHGOpMalMu B TEKCTE, NeTallbHOE IMOHMMaHHE TEKCTa HE TOJBKO Ha YPOBHE
COACPpIKaHHA, HO U CMbICJIA; BBIYJICHCHUC CMBICIIOBOU I/IH(l)OpMaL[I/II/I; YTCHUC 110 KJIIFOYCBBIM CJIOBaAM,

MHTEpIpeTanys U TpaHc(hopMUpOBaHHUE TEKCTA; ONPEACTICHIE HAMEPEHHUI aBTOPA.

TemaTtnka AUIAKTUYECKUX MaTepuanoB Uil OOydeHHs pa3jIMYHbIM BHUIAM pPEUYEBOU
JESITeIbHOCTH MAaKCHUMaJbHO TPHOIIKEHAa K pealusM padoThl pPEKIaMHOTO areHTCTBa U

MEPCIEKTUBAM KapbepHOTO pOCTa PEKJIAMUCTA: XapaKTEPUCTUKHU YCIEIIHOTO CIEUUalncTa B



00JTacTH pEeKJIaMBbl; MpearnouTeHnus Oyaymux paboToiareseil; yCiuoBus pa3padoTKu 3G GEeKTUBHON
pexyiambl; TpeOOBaHUS K CTYJCHTaM, H3yYaloIMM STy CIEIHMAIbHOCTh B By3ax Poccum m 3a
pyOexom; cdepbl pEeKIaMHOH JeSTETbHOCTH; OOS3aHHOCTH Y (YHKIMH  CIICIHAINCTOB,
pa6OTaIOH_[I/IX B pPa3HbIX OTACTIAaX arcHTCTBAa C IIOJIHBIM LHUKJIIOM YCJIYyT, U T.H. I[JIH 3aKPCIUICHUA
HU3Y4YCHHOI'0 Marcpuajia HUCIHOJB3YIOTCA MNPUMCPBI M3 TPAKTHKHW KOHKPCTHOI'0 PCKIAMHOI0
areHTCcTBa. Marepuaisl BTOPOTO CeMecTpa MOCBsIIeHb Gunocodun OpeHaa u pou OpeHIWHTa B
ycriexe KOMIIaHUH, CTpaTerusiM pa3pabOoTKH TOProBOW MapKy M OpPraHM3allUH Pa3IHYHBIX BHUJIOB
WCCIICZIOBAaHUM Ha 3Tanax MpoBeIeHHUs peKiIaMHON kammanuu. CleayeT OTMETUTh, YTO MPH 0TOOpe
TCKCTOB MBI PYKOBOACTBOBAJIMCH HC TOJIBKO HX MMO3HABATCIILHON OCHHOCTBhIO, HO H 3aI[a‘I€I>i
CO3JJaHUS Y CTYJICHTOB MOTHBAIIMH K YCIICITHOMY OBJIQJICHUIO HHOCTPAHHBIM SI3BIKOM C peduiekcuen
KaK Ha S3bIKOBBIC, TaK U Ha JIMYHOCTHBIC MOTPEOHOCTH, M HA TYTH peaH3aluy 3TUX MOTPEOHOCTEH

JUISL JAJbHEUILIET0 CaMOPa3BUTHSL.

Bce 3amanus B mocoOuu (GopMyJIUpYIOTCS Ha aHIJIMICKOM sI3bIKe, O0O3HA4as, TaKuM
oOpa3oMm, crTpareruu pabOTBl C TEKCTOM W YyBelIWUYMBasg o00beM uTeHus. Meroaudyeckas
1eJIecO00pa3HOCTh 3a/IaHUH IS KaXXI0TO YpOKa OmpeessieTcst Cnenu(uKoi TeKcTa; yrpaKHeHUs
HE HAJIaraloTCs Ha TEKCT, a BBIXOJAT M3 JIOTMKH €ro pa3BUTHUs. [IpyW 3TOM MBI HCIOJIB3YEM OIIBIT
oreuecTBeHHBIX [Conososa, 2002; Donomxuna, 1987] u 3apybexusix [Grellet, 1992]
CHEIMAIMCTOB B pa3paboTKe pa3NUYHBIX 3aJaHHi, B TOM YHCIIC HA MHOXXECTBEHHYIO TMOJCTAHOBKY,
MHOKECTBEHHBI BBIOOpP, BOCCTAHOBJICHHE TEKCTa, IOWCK KOHKPETHOW WH(OpMamuu, YTO B
OTIpPEICIICHHOW CTENEHH COOTHOCHTCSI C COBPEMEHHBIMU TpeOOBaHUAMU (popMaTa MeXTyHAPOIHBIX

OK3aMCHOB.

CnemyeT OTMETUTh, 4YTO OOIIUII aNrOpuTM OpraHU3alUu ydyeOHOro MarepHuala
npeaycMaTpuBaeT paboTy Ha JITame, MpeABApAOIeM YTEeHHe TeKCTAa, C IETbI0 BBISBICHUS
(hOHOBBIX 3HAHWIA, MPOTHO3UPOBAHUS U OINPEACICHUS JIMYHOW MO3UIMU K U3ydaeMoi mpoodiieMe u
IIEHHOCTH TpejiaraeMoro yd4eOHOro marepuana sl cryAeHTa. PaboTy Ham Kaxaol TemMoit
npeaBapser oOcykIeHue uuTar u3 mnpousBeaeHus «Ogilvy on Advertising» [Ogilvy, 1995],
(hopMyIHpYIOIUX OCHOBHYIO HJCI0 Ypoka, Hampumep, “At the start of your career in advertising,

what you /earn is more important than what you earn” [Ogilvy, 1995. C. 31].

B nayane ydeOHOro Kypca B paMKax paccMoTpeHust tembl “What It Takes to Succeed”
CTy/ICHTaM Tpe/aJIaraeTcsl B3sATh MHTEPBBIO y IMOKA €IIe HE3HAKOMOrO WM MapTHEpa, MCIOJb3Ys

CJICTYIOIIHE BOIIPOCHI.

(a2) What do you do in your free time?

(b) What hobbies and interests do you have?



(¢) In career terms, where do you want to be in five years time?

(d) As you look back on your life so far, what achievement has given you the most
satisfaction?

(e) Can you describe an important challenge in your life?

(f) Can you work under pressure?

(g) Are you a persistent and determined person?

(h) What would you say are your strong / weak points?

(1) What qualities / or experience do you think you would bring to your career in

advertising?

Takum 00pa3oM, CTYIEHTHI BIIEPBBIC COOTHOCAT HAKOIUICHHBI MMM OIBIT, BHIPAOOTaHHbBIE
HABBIKM W TPHUBBIYKH, a TaK)KE CHJIbHBIC M ClIa0ble, MO0 WX MHEHHIO, CTOPOHBI JHYHOCTH C
MepcreKTHBaMU paboOThl B peKIIaMHOM OW3HECE.

JHanee cnenyer 3amaHue, OOCyAUTh B TPyMIax Mo 3 — 4 4eloBeKa, Kak MPEIJIOKCHHbBIC B
CTKCKE HABBIKH, YMCHHS U Ka4eCTBA JIMYHOCTH MOTYT CKa3aThCs HA Kapbepe PEKIaMUCTa, OYIyT Jin
OHHU TIOJIE3HBI B €ro MPOPECCHOHATBHON IEATEIBHOCTH (3TO HEMAJIOBAXKHO TPH ONPEICICHHH
OTMPABHOW TOYKH JIsl YCTICIITHON CaMOaKTyalu3aluy JUIHOCTH): a born leader; ambitious; fashion-
conscious; task-oriented; self-aware; imaginative and innovative; coherent; proactive; reliable and
dependable in meeting objectives; autonomous learner; critical thinker; excellent interpersonal
skills; high standards of honesty and personal integrity; bargaining power; perseverance; staying
power; people-oriented; empathy.

BeImonHeHre 3TOro 3aJaHusi MOKET OBITh MOJIC3HO W IS Pa3BUTHS HABBIKOB TPYIIIOBOTO
B3aMMOJICHCTBHS B MPOIECCE COTPYAHUYAIOINIETO OOYUYCHUST U KOHTPOJIS, KOT/Ia PEJICTaBUTENb OT
KaKI0H IPyMIbl OTIPABISAETCS B APYTYIO IPYIITY U 0OOCYXICHUS apryMEHTUPOBAHHOM MO3UIIMN
cBoux mapTHepoB. ([Ipuyem, mpHUBeqCHHBIE BBIIIE CJIOBA U CIOBOCOYETAHHS JIUOO COTJIACYIOTCS C
UACSIMHU pPacCMAaTPUBACMOT0 Jaliee TEKCTa, JHOO SBISIFOTCS CHHOHMMAMHU TI0/3aroJIOBKOB,
MPUBEJICHHBIX B TMPOU3BOJIBHOM TMOPSIKE, KOTOPbIE B XOJC BBIMOJIHCHUS 3aJaHUs Ha
MHOYKECTBEHHYIO IOJICTAHOBKY CJIEIyeT COOTHECTH C COZIEp)KaHWEeM Moaxojsiero abzamna.) Ilpu
BBITIOJIHEHUH JTAHHOTO 3aJ[aHUsI CTOUT TIOPEKOMEH/IOBATh CTYIEHTaM HCIOIh30BATh MPEIOKEHHYIO
JEKCHKY JUIS HAlMCaHWs pE3IOME U  COMPOBOAMTEIBHOTO THCbMa K TOTCHIMATBHOMY
paboToxarenio.

[Tepen paccmotpenuem tembl “What Makes an Ad Great”, obcyxnas mmraty “1 do not
regard advertising as entertainment or an art form, but as a medium of information. When I write an
advertisement, I don’t want you to tell me that you find it ‘creative’. I want you to find it so
interesting that you buy the product. When Aeschines spoke, they said, ‘How well he speaks.” But
when Demosthenes spoke, they said, ‘Let us march against Philip.”” [Ogilvy, 1995. C.7], BaxHO



MOTYEPKHYTh, YTO MPAKTHYECKOE NPUMEHEHHE NPUOOPETECHHBIX 3HAaHWH, YMEHHWH M HaBBIKOB
SIBIISICTCSI IPUOPUTETHOM 3aaueii 00pa30BaTeIbHOTO IMpoIiecca.

B xome o0OcCykIeHHs MPOTUBOIOJIOKHBIX MOIXOJ0B K TMOHUMAHHUIO «BEIHKOW PEKIAMBbD»
CTYACHTHI pabOTaloT B TPyMIaxX IO MATh YeJOBEK. B 3amady NBYyX M3 HUX BXOJHUT MOJIEPXKATh
MEPBYIO TOYKY 3pEHUs, IPYTHE JIBa CTYACHTa apryMEHTHPYIOT NMPEUMYIIECTBa BTOPOW IO3UIUH.
[IsaThIil cTyEHT, HAOMIOAAs 32 XOJOM JUCKYCCHH, JIENaeT 3aIKCH ISl TOTO, YTOOBI BIOCIICICTBHU
MPEJCTaBUTh CBOIO OIIEHKY JUIsl BCErO Kiiacca.

Crnenyromiee ynpaXHEHHE IPeNTyCMaTPUBAET INPEABAPUTEIbHBIN aJbTePHATUBHBIA BHIOOP
MEX]y UACSIMU, pacCMaTpUBaeMbIMU B Tekcte “The Lessons of Direct Response”:

(a) Which advertisements are more cost-effective: 30-second or two-minute commercials?

(b) When do commercials bring more sales: in prime time or late at night?

(c) In magazine advertisements which copy would you rather read: short copy or long one?

Kak ogvH m3 BapHaHTOB BBHITIOJHEHUS 3TOTO 3a/IaHUS, MOXKHO ITOPEKOMEHIOBATh CTYICHTaM
KpaTKO W YeTKO 00OCHOBAaTh CBOW BHIOOP B MUCHbMEHHOW (popme, a 3aTeM OOMEHSITHCS 3alUCSIMH C
MapTHEPOM JUIS BBISIBIICHUS X UCTIPABJICHUS OIIHOOK.

Ha srtame aHTHUIMNAnMM OYEHb Ba)XKHO MPOBECTH PabOTy MO O3HAKOMIIGHHIO C HOBOM
JIEKCHKOW W OTIPENEJICHUIO TeMAaTUKK/ MPOoOJIEMAaTUKHA TEKCTa Ha OCHOBE SI3BIKOBOHM gorajku. Tak,
npu padore Hax Temoit “How Brands are Created and Maintained” cTyneHTam mpenjiaraercs,
MPOYNUTaB HEOONBIION OTphIBOK u3 padotrel . Orwnsu [Ogilvy, 1995], pemmuth, Kakoi
«TIOOOTIBITHBIN TJIArOJ» WMEN B BUAY aBTOp (f0 position), ¥ JaTh CBOE OINPEACICHUE STOTrO
KII04eBOro nmnoHstus. Ilocme 3Toro naBoe W3 TpeX CTYACHTOB, paboOTaromuX B TpyIIe,
OOMEHMBAIOTCS apryMEHTHPOBAaHHBIM MHEHHEM OTHOCHTEIBHO YTBEPXKIEHHUH, KOTOpHIE B
JabHEHINeM, TaK WM HHAYe, PACCMATPUBAIOTCS B TEKCTE.

(a) Brand building is a demanding, costly and time-consuming process.

(b) Brand managers need to apply scholarly yet creative approaches in brand building.

(c) Successful brand positioning is based on the synergy between the product and the company.

(d) Once selected, a brand’s meaning cannot be adjusted to suit new purposes.

(e) Customers compare brands in the same category according to the perceived benefits.

B 3amauy TpeTbero cryneHTa IpyIbl BXOAUT MPOKOMMEHTUPOBATh MO3ULIMU CBOMX MAapTHEPOB
MPEICTABUTENSIM APYTUX TPYIIIL.

B crnenyromem ynpaxHeHWH CTYJEHTHI BBIBOAST 3HadeHHs (pazoBbix rimarosnos (build up,
cater to, come up with, hinge on, spin off, stake out, translate into) u3 KOHT€KCcTa U COOTHOCAT UX CO
CJIOBapHBIMU JA€(DUHUIMSIMH, YTO MO3BOJISICT CHATH BO3MOXKHBIE S3BIKOBBIE U PEUEBbIC TPYIHOCTH.
(B nanpueiimem npu pabote Hax TekctoM “Selecting the Desired Brand Position” HeKOTOpbIE U3

ATHUX TJIar0JI0B HY>KHO OyJIeT BCTAaBUTh B MPOOEIIBI B IPaBUIILHOM opme. )



Otan padoThl ¢ TEeKCTOM TPEAYCMATPUBACT BHIMIOJHEHUE YIPAXKHEHUH NpOCMOmMposoco N
NOUCKOB020 XapaKTepa, HANPaBICHHBIX Ha BBISBICHUE OCOOCHHOCTEW OpraHHW3aldd TEKCTa, €ro
(YHKIIMOHAJILHOW HAIMPABICHHOCTH M KJIFOYEBBIX MOHITHU, a TaKKE JICKCUKO-TPAMMAaTUYCCKHX U
CEeMAaHTHYECKUX 33aJaHUi aHATUTHYECKOTO XapaKTepa.

s ycriemHONW  y4eOHOM pabOTBl MEPBOKYPCHUKAM HEOOXOAMMO pa3BHBATh HAaBBIKU
AHHOTHPOBaHMs U KOHcTeKTUpoBaHus. [locie ¢ppoHTaNBHOTO 03HAKOMIIEHUs ¢ amsaTkoi “How To
Write A Summary — SIMPLE” cryaenTam npezsaraercst ObICTPO POCMOTPETh TEKCT, ONPEAEIUTh
MOJIXO/ aBTOpa K peIICHHIO MpoOieM, 0OCYKAABIIMXCS CTYIACHTAMH Ha dTare aHTUIMIAIUH, U
3aTeM B TPEX MPEUIOKEHHIX Pe3IOMUPOBATh COAEp)KaHUE TeKcTa. EClM y CTyZEHTOB BO3HHKAIOT
mpoOJIeMbl ¢ TIOHUMAaHHEM TEKCTa, MOKHO MOPEKOMEHIOBaTh UM COPMYIHUPOBATH CBOI BOMPOC
MUCHMEHHO, YTOOBI MTOJYYUTh MMOMOIIb OT CBOMX COKYPCHHUKOB B MUHH-TPYIINaX.

[Tocne ompeneneHuss KIIOUEBBIX TOHATHA B HEOONBIIOM TEKCTE W3  CJEIYIOIIEro
yIpaXHEHUs] CTYIACHTAM [Mpe/ularaeTcsi 3aMEHUTh €ro OIHUM NpeiokeHueM. Hampumep,
oTpeJieJICHUE PEKIJIaMbl, TIPEACTABICHHOE HECKOMbKUMH TipemiokeHussmMu: “The standard definition
of advertising includes six elements, i.e. (1) it is a paid form of communication; (2) the sponsor is
identified; (3) it tries to persuade or influence the consumer to do something; (4) the message is
conveyed through many different kinds of mass media; (5) the message is targeted at a large
audience of potential consumers; (6) it is nonpersonal communication” [Wells, Burnett, Moriarty,
2000. C.6], - MoxeT OBITh BBIpAXEHO OJHUM TpemnokeHuem: “Advertising is paid nonpersonal
communication from an identified sponsor using mass media to persuade or influence an audience”.

Pabora man texctom “Communicating the Marketing Concept” TO3BONSIET pa3BUBATH Y
CTYZCHTOB HAaBBIKM COCTABJICHHS OIOPHOTO KOHCIIEKTa. BHauame cTyneHTaM Mpejiaraercs,
MPOCMOTPEB TEKCT, 3allOJHUTh CXEMy, a 3aTeM TpUAyMarb CBOM COOCTBEHHBIC OIIOPHBIC
KOHCIICKTBI, KOTOPBIMH MOKHO OYyJIE€T MOJIb30BaThCS JJIsl 3allOMUHAHWS M HM3JIOKEHUS Y4eOHOTO
MaTtepuana.

[Tocne oOcyxneHuss TpeOOBaHHWM, KOTOpPbIE MOTYT OBITH MpPEIBABICHBI COHCKATEIIO
BaKaHCUM B BEIyIIEM PEKJIAMHOM areHTCTBE, U (DaKTOPOB, MPEAONPEACTUBIINX BHIOOP YyIeOHOTO
3aBeieHUs, Tpu paboTe Hang TeKCToM “Majoring in Ad-ucation” CcTylneHTaM mpeiiaraercs,
MIPOCMOTPEB €ro, ONpPEeACTUTh Leib JaHHOH myOnukanuu. Jlanee B xone 0OCYXKAEHUS BBOJIHOTO
ab3ama cTaThbd CTYIEHTHI ONPEACTSAIOT (YHKIHIO W POJIb TPHUAATOYHOTO TPEATIOKCHHUS B
peanuzanuu HaMepeHui aBTopa: “In case you missed it Burger King won the food fight against
rival McDonald’s. The battle, which was fought for months in a classroom in Sorrento Mesa,
utilized radio jingles, full-page print advertisements and store promotional displays.”

Ha »Tom ke sTame CTyleHTHI, TaK WJIM WHA4e, BO3BPAIIAIOTCS K PACCMOTPEHHIO TOHSITHH,

uaen, mpoOiieM, TPEACTABICHHBIX B XOJE BBITIOJHCHHS 3aJaHWi, MpEABapsIoOmux pabdoTy C



TeKCTOM. Hampumep, cTyneHTaMm IMpeliaraercs, MPOCMOTPEB TEKCT, OINPEACIUTh AaCHEKTHI
JEeSITeIPHOCTH YYEeOHOTO 3aBEACHUsS, KOTOPhIE MOTYT CTaTh TPHUBJICKATEIBHBIMH JUIS OYITyIIHX
aOUTYPUCHTOB, M TIOJCIUTHCS CBOUMH MPEICTABICHUSIMU O HEYNOMSHYTBIX B TEKCTE CTOPOHAX
KHU3HH aMEpPUKAHCKOro Koiuiemka. (B manbHelnem, mpu JeTalbHOM IPOYTCHUH, CTYACHTHI
COOTHOCSIT MaTepHAJIBI U3 PEKJIAMHOTO TPOCIIEKTa KOJUIEKA C UISSIMHA N3y9aeMOT0 TEKCTa.)

B xonme pabGoter Hag tekctom “What Brand Means” cTynaeHTHl BBITIOJHSIOT 3a/JaHHE Ha
MOJICTAHOBKY B TPOOENbI KIIOUYEBBIX ISl TOHUMaHUs ¢Guiocohun OpeHIa SKOHOMHYECKHX
TEPMHHOB, PAacCMOTPEHHBIX Ha NIOTeKCToBOM Jdtame (to diversify, to acquire, sales, net assets,
profit), onpenensiroT CTPYKTypy TEKCTa, pa30MBAIOT €ro Ha YacTH W MPHUCBAWBAIOT KaXIOH YacTH
MoJ13aroJIOBOK. Jlanee ciemyer 3aaHie Ha MOATBEPKACHNE UCTHHHOCTH/ JIOKHOCTH YTBEPKICHUH.
CTyIEeHT MOXKET BBITIOJIHUTh €r0 CAaMOCTOSITEIILHO, a 3aTeM 00pPaTUTHCS 332 KOHCYJIBTAIIUCH K CBOMM
napTHepaM B TpyIIe, YTOObI TMPEACTABUTEIN TPYIIbI, MOJYUYUB «KIIIOYH» OT MPETOAaBaTes,
CMOTJIH Pa3bsICHUTh MTAPTHEPAM OIIMOKU B MOHMMAaHUH TEKCTA.

(a) The global giants’ prosperity relies solely on their sales and profits.

(b) Brand relationships are largely critical in marketing consumer goods.
(c) Once branded, a business becomes a success.

(d) The value of intangible attributes cannot be overstated.

(e) Interbrand uses their own technique for determining a brand’s strength.

Takum ke 00pa3oM MOXET OBbITh OpraHu30BaHa padoOTa MO BHINIOJHCHHWIO 3aJaHUN Ha
MHOXKECTBEHHBIM BBIOOp 3Ha4YeHHs TepMuHa. Hampumep, TpeOyercss OINpeneNuTh, Kakas U3
NpeUIOKEHHBIX AeuHUIM cnoBa “leverage” Hanbosee TOYHO OTpAKAaeT €ro 3HaUEHHE B JTaHHOM
koHTekcre: “The Philip Morris CEO said his company needed a portfolio of brands with strong
customer relationships that could be leveraged to enable the tobacco company to diversify itself,
especially in the retail food industry”:

(a) to get as much advantage or profit as possible from sth you have;
(b) to use borrowed money to buy an investment or add to the amount invested, in order to try to
increase possible profits from the investment;
(c) to attract money or other advantages.
Cremyer OTMETHTh, YTO Ui AHAJOTHUYHBIX 3aJlaHUil B TEKCTE OTOUPAIOTCS KIIOUEBBIC JIHOO
Hauboee ynoTpeOnMble JTEKCHYECKHE €IMHUIIBI, BKHBIC I TIOHUMaHHUA y4eOHOro marepuaa,
HanpuMmep, stakeholder, prospect, B2B, IMC, tangible, perception, CEO.

B 3akmounTenbHOM 3a/IaHUM Ha dTare pabOThI C 3TUM TEKCTOM CTYIICHTHI BO3BPAIIIAIOTCH,
Ka3aJoch Obl, K MPOCTHIM U B TO JXC BpPEMs KJIFOUEBBIM BOIpPOCAaM, OOCYXKJCHHBIM Ha 3Tare,
npeIBapsroneM urenue. MM npeanaraercss HalTH OTBETHI B TEKCTE HA MPEIOKEHHBIC BOITPOCHL.

(a) What makes products in the same category different?



(b) How would you define a “brand”?

(c) Why is a strong brand identity vital and how can we recognize it?

(d) Which factors do you think are important for brand ranking?

(¢) How does a brand work?

(f) How valuable are brands?

(g) What are brand managers in charge of?

(h) How does Integrated Marketing Communication (IMC) contribute to brand building?
WuTepecHbIM, Ha HAIl B3TIISA, MPEACTABISETCS CIEAYIOUIEe 3a/JlaHue. HAWTH B TEKCTE

NPEUIOKEHUST WM  (ParMEeHTHI, COTJIACYIOIIUECS C TPHUBEICHHBIMH  YTBEPKACHUSMH, U
MPOaHaTU3UPOBAThH UCTIOIb30BAaHHBIE TPAMMATHUYECKHE KOHCTPYKIIUU:
(a) What is the routine of approaching a branding program? —How is such a branding program
undertaken?
(b) Disney managers don’t want customers and stakeholders to categorize their brand as
merely geared to children. — Not wanting to be pigeonholed as a kiddie-flick company...
(c) Would it be possible 10 extend the brand’s meaning for further purposes? — The question
remains how far the meaning of the Disney can be stretched.
(d) The product, the company, and the marketing communication as a whole must reinforce a
brand’s position. — The challenge is to select a position that can be realistically supported
by the product, the company, and the marketing communication.
(e) A brand’s position must be clear and valuable to customers and prospects. - ... and that can
be appreciated by customers and prospects.
(f) Al Ries and Jack Trout are said to have created the positioning concept over 20 years ago. —
The positioning concept was developed by Al Ries and Jack Trout over 20 years ago.
Konconuaanus yuebHOro Matrepuana u KOHTPOJIb NOTYUYEHHBIX 3HAaHUN, YMEHHUI 1 HABBIKOB
OCYILIECTBIISIIOTCS. B XOJ/I€ BBINIOJHEHUS TBOPUYECKUX AHATMTUYECKUX 33JaHUN MOCJETEKCTOBOIO
stana. Cieqyer OTMETUTh, YTO B MMOCOOMHU JIETaeTCsl 3HAYUTEIbHBIN aKIEHT Ha MOICITUPOBAHHE
KOHTEKCTa peaJlbHO 3HAYMMOM MJi ydYallerocs JAeATeIbHOCTH U TOCTAaHOBKY MPOOJIEMHOM,
IIOMCKOBOM, TBOPYECKOU 3aa4H.

Hanpuwmep, nocie u3ydeHus: TeKCTa 00 OCOOCHHOCTAX OpraHu3alld y4eOHOro mporiecca
s OyoyHnMX pPEKJIaMHCTOB B aMEPUKAHCKOM KOJUIC/DKE TPYIIaM CTYICHTOB TpEIIaraeTcs,
HCIIOJIB3YS Pl BOIPOCOB, pa3padoTaTh MIaHbl PEKJIaMHONW KaMIIaHUH 3TOT0 Y4eOHOI0o 3aBEACHUS U
CBOEro By3a/ (akynbTeTa W MPEACTABUTh UX B BUJE MPE3CHTAIIMU, B TOM YHCJIE C UCMOIb30BaHUEM
HOBEMIINX KOMITBIOTEPHBIX TEXHOJIOTUH.

[IpenBapuTenbHO CTYACHTBI BMECTE C TPETOAaBaTeNIeM OOCYXIAIOT KPUTEPUU OLEHKH

s dexTuBHOCTH TIpe3eHTanuu  (MHPOPMATHUBHOCTh, YETKOCTh, JOCTYIHOCTh, JIOTHYHOCTD,



yBieKaTenbHas ¢GopMa MoJaud MaTepuajga U Ip.) U BbIpaOaThIBAIOT OCHOBAHHYIO Ha 3THUX
KpUTEpUAX OIEHOYHYIO (GopMy. 3aTeM MHHU-TPYNNbl W3 YETHIPEX YEJIOBEK BMECTE€ T'OTOBAT
npe3eHTanuio. B 3amady rpynmbel BXOAUT MOATOTOBUTH KaXKIOTO CTYIAEHTa K TMPEICTABICHHUIO
MPE3eHTAIlMM B OJHON W3 4YeThIpeX CEKUMH Kiacca Uil COKYPCHHUKOB W3 JPYTHMX MHUHHU-TPYIIL.
Craymarenu 3amojHSIOT OIEHOYHYIO ()OpPMY M BBIHOCAT CYKICHHS OTHOCHUTEIIFHO YCIIEHIHOCTH
npe3eHTanuu. OneHoynble GOpMBbI OTAAIOTCS BBICTYIAIOLIEMY M IpenoaaBatento. [lanee ncxonnas
rpynna cobupaeTcss BHOBb Ui OOCYXJIEHUS pe3yJbTaTOB U  BBIPAOOTKHU  CTpaTerwii
COBEpIIICHCTBOBAHUS HABLIKOB MpoBeaeHus mnpeseHTanwii [Graith, 2002. C. 29] (dns orpaboTku
HaBBIKOB TPOBEACHUS IMPE3CHTAIMI MOXHO TOPEKOMEHJIOBaTh HCIOJIb30BaTh Kypc “English for
Presentations” M. T'pyccennopd [Grussendorf, 2007], uTo Takke MO3BOJUT peliaTh 3aaady
(hopMUpOBaHMS HABBIKOB TOHUMaHUSI HHOSI3BIYHOM peyur Ha CIyX.)

W3ydenue MaTepuanoB MO AHIMIIMUCKOMY SI3bIKY JUIS CHEIMAJIbHBIX LEJNeld MOXET OBbITh
MOJIE3HO JUIsl (POPMHUPOBAHHUS HABBIKOB HAIIMCAHUS 3CCE, UYTO COIVIACYyeTCs] C aKaJeMHUYECKHUMH
MOTPEOHOCTAMU CTYJEHTOB. Tak, Ha 3Tane KOHCOJIUAALUN y4eOHOro MaTepuasa 1Mo MepPBbIM TPEM
temam (“What It Takes to Succeed”, “What Makes an Ad Great”, “Majoring in Ad-ucation™)
CTYyZCHTaM JlaeTcs 3aJJaHie HalKucaTh COUMHEHHE, PACKPBIBAIOIIEe CIEAYIOIINE TPU BOIIPOCa.

(a) What are your career goals?

(b) How are you going to reach them?

(c) What challenges will you have to face to fulfill your ambition?

IIpu 3TOM HCHONB30BaHUE MPUEMOB cOTpyaHHUaromero odyuenus [Graith, 2002. C. 28] naer
CTYZI€HTaM BO3MOXHOCTb IIOMOTaTh JAPYT APYTY T€HEPUPOBATh HJEH JJIS peai3aliy MHChbMEHHbIX
HaMEpEHHH U TOTy4aTh COBETHI TI0 COBEPIICHCTBOBAHUIO HABBIKOB ITHUChMA.

B nauvane »sToro Buaa yuyeOHOW JIEATENBHOCTH MpenojaBaTellb OOBSCHSET CTyACHTaM
KpUTEpUU OLIEHKH MUCHhMEHHOW pabOoThl, a MMEHHO: OpraHM3allMs, COJEp:KaHWe, MyHKTyallus,
rpaMMaTHKa, JJEKCUUYECKOe HaloJIHEHHE. 3aTeM CTYAEHTHI, padoTasi B mapax, M3JIaraioT JIpyr APYyry
TUTaH BBITIOJIHEHHS MMCBMEHHOTO 3a/aHus. B 3amady mapTHepa BXOIHWT Pa3BUTh WAECH TOBApHIIA C
y4eTOM CJeJIaHHBIX UM 3anucedl. UToObl MOMy4YUTh XOPOUIYI0 BBOJAHYIO 4acTh, CTYACHTHI MULIYT
MepBBINd ab3al] Kakaoro counHeHus BMecTe. [locre camocTOsITEeNsHOTO 3aBEpIIECHUS OCTaBIICHCS
YacTU NMHUCbMEHHON paboThl MapTHEpPHl OOMEHUBAIOTCS COUYMHEHHMSMHU JJISI MPOBEPKU U BHECEHUS
KOppekTHB. Jlanmee KaXIbplii CTYIEHT TPOBEPSET M UCIPaBISAECT CBOIO pabdoTy, a TaKxke
MEPEUNTHIBACT U TOJMUCHIBAET BHIBEPEHHYIO paboTy cBoero mapTHepa. OleHUB UHIUBUIYaJIbHBIE
paboThl CTYACHTOB, MpenofaBaTellb MPOCUT UX 00CYAUTH 3(PPEKTUBHOCTH COBMECTHOU pPabOTHI,
npugaBas 0co00e 3HaueHUE aCIeKTaM Ul COBEPILIEHCTBOBAHUS UX MHCHMA.

Jns obecriedeHns OOMIBPHOTO YTCHUS M aKTUBHU3AIMHM Y4eOHOTo Marepuajia CTYICHTHI IO

CBOEMY YCMOTPEHHUIO MOJOMPAIOT TEKCThl JJIi CaMOCTOATEIbHOW pabOThl W3 OPUTHHAIBHBIX



HWCTOYHHUKOB, B TOM YHCJIE€ C HCHOJb30BaHHEM pecypcoB HMHTepHeTra unum Bcepoccuiickoi
rOCyJJapCTBEHHON OMOIMOTEKM WHOCTpaHHOU muteparypsl uMm. M.M. PymomumHo B Mockae.
[IpoBepka HHIMBUIYATEHOTO YTEHHUS OCYIIECTBISETCS B MAPHOM PEXUME OJTHOBPEMEHHO IS BCEX
CTYACHTOB, MPHUYCM IMAPTHCPLI Ka)KHBIﬁ pa3 MCHAIOTCA. Hepe;[ CTYACHTOM CTaBUTCA 3aJa4a B
TCUCHUEC TPEX MHUHYT IHCPECKa3aTb COACPIKAHUC IMPOYHUTAHHOIO CBOCMY IMApPpTHCPY M BLICKA34aTbh
CBOIO TOYKY 3pEHHUs MO 0003HaueHHOW mpobieme. Emie onHa MUHYyTa OTBOAMTCS Ha MOJydYeHUE
OTBETHOH peakiuu MapTHepa Ha 3apaHee CcPOpPMYIUPOBAHHBIM NPOOIEMHBIM Bompoc. 3areM
HACTyIaceT OUCpCb MapTHCpa. B 3aaavy CTyJACHTAa BXOAUT B TCUHCHUC CCMCCTPA OLICHUTD U BI:I6paTI:
Hanboliee WHTEPECHYI0 CTaThl0 M3 TIE€PECKAa3aHHBIX pa3HbIMU MapTHepamu. [locime 3Toro
MIPOUCXOJUT TPYIIOBOE OOCYXKIEHUE TpeXx—4yeThlpeX Haubosee 3HAUYMMBIX, C TOYKH 3PEHUA
CTyIeHTOB, ipobnem. [TogoOHbIN BUA pabOTHI M0 MHAUBUAYAIbHOMY YTEHHIO MOJE3EH €UIe U TEeM,
YTO TPEAOCTABISAET CTyIEHTaM, MOMHUMO CaMOCTOSITEIBHOTO BBIOOpa Marepuana, cOpMHpPOBATH
CBOCOOpa3Hyl0 KOMWIKY TBOPYECKHX HJIEH, a TakkKe CIOCOOCTBYeT (OPMHPOBAHUIO
OTBETCTBEHHOT'O OTHOIIIEHHUS K TIpolieccy camooOpa3oBanus [[leresuna, 2003. C. 268].
[IpencraBieHHble B aHHOW CTaThe CIIOCOOBI OpPraHHU3AIMM AyAUTOPHON M BHEKIIACCHOM
pa60T1>1 CTYACHTOB B KOHTCKCTC JIMYHOCTHO 3HAYUMOU HpOI[yKTHBHOfI ACATCIIBHOCTH MbI
paccMaTpuBaeM Kak aJbTEepPHATHBHBIE (OPMBI OLEHUBAHHUA W KOHTPOJs. [IpomexyTOdHBIH
KOHTPOJIb TIpeIyCMaTpUBAET MpPOBEACHUE MUCHMEHHBIX TECTOB, KOTOpbIE BKIIOYAIOT Hapsay C

TpaJWLIMOHHBIMY 3aJaHUSIMU (HAaIIpUMEpP, HA MHO>KECTBEHHBIN BHIOOD) U 3a[JaHUS Ha MEPEBO/I.
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