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BBEJIEHUE

Hucuuruimna «VHOCTpaHHBIA s3BIK B cdepe MpodecCHOHATBHOW KOMMYHHUKAIHH
OpUEHTUPOBaHa Ha

- MOBBILIEHUE HUCXOJHOTO YPOBHS BJIQJIEHUS MHOCTPAHHBIM SI3IKOM, JOCTUTHYTOI'O Ha
npeabLAyIIel CTylieHn o0pa3oBaHus,

- OBJIaJICHHE CTYJECHTAMU HEOOXOAMMBIM M JIOCTATOYHBIM YPOBHEM KOMMYHUKATHBHOMN
KOMIIETCHIIMH JUIsl PELICHUS 3a/1a4 MEXJIMYHOCTHOTO U MEXKKYJIBTYPHOTO B3aUMOACUCTBUS.

Takum 00pa3oM, LENbI0 OCBOSHHS JUCHMIUIMHBI «MHOCTpaHHBI s3BIK B cdepe
npopeCCHOHATBPHON KOMMYHUKAIUK» SIBIAETCS (OpPMUPOBAHME Yy CTYAEHTOB HaBBIKOB
MIOHMMAaHUS, U3BIICYCHHSI, 00paOOTKU 1 BOCTIPOU3BEACHHS HH(DOpMAIIHH.

IIponiecc u3yueHust OTUCUMIUIMHBI HampaBieH Ha (QopmupoBaHue kommereHuuu YK-4
(CHOCO66H MNPpUMCHATH COBPEMCHHBIC KOMMYHUKAaTHUBHBIC TCXHOJIOI'UH, B TOM qHUCJIC Ha
HHOCTPAaHHOM(BIX) sA3bIKe(aX), UL aKaJeMHYECKOT0 B TIPO(PECCHOHATEHOTO B3aNMOIEHCTBHIS).

B pe3ynbraTe 0cBOEHUS NUCUUILIMHBI O0y4YaIOLIUIiCs 10JIKEH
3HamMb.

- 0a30BBIC HOPMBI YIIOTPEOJICHUS JICKCUKH, JOHETUKH U TPAMMATHKU;

- OCHOBHBIE CITIOCOOBI pabOTHI HAJl SI3IKOBBIM U PEUYEBBIM MaTEPUAIIOM;

- JIEKCUKO-TPaMMaTUYeCKH MUHUMYM B 00beMe, HEOOXOIUMOM it pabOThl C MHOS3BIYHBIMU
TEKCTaMU B IPOLIECCE COLMOKYIBTYPHOH U MPO(pECCHOHATLHON KOMMYHHUKAIIUH;

ymemo:

- YUTaTh U IEPEBOAUTH TEKCThI MPOHECCHOHATBLHON HANPABIEHHOCTH HA HHOCTPAHHOM SI3BIKE;

- OCYILECTBIIATH MPO(PECCHOHATHHYI0 KOMMYHHUKAIIMIO HA HHOCTPAHHOM SI3BIKE

enademsn:

- IpUEMaMU CaMOCTOSTEIbHON PadOThl C S3BIKOBBIM MaTepUanoM (JIEKCUKOM, rpaMMaTHUKOMH,
(OHETHKOI) C UCIOIB30BAHUEM CIIPABOYHON U yUeOHOMH JIUTEPaTypBhI;

- crnoco0aMu TOMNOJHEHHsS NPO(GEeCCHOHAIbHBIX 3HAHUW Ha OCHOBE MCIIOJIb30BAHMS
OPUTHHAIBHBIX HCTOYHUKOB Ha MHOCTPAaHHOM S3bIKE, M3 pa3HbIX oOnacteil obOmed u
npodeccuoHaNbHON KYIbTYpBI;

- He00XOAMMBIMU HaBBIKaMU NMPO(PECCHOHATBHOTO OOLIIEHUS HA MHOCTPAHHOM SI3bIKE;

- TEXHUKOW pabOThl C OCHOBHBIMU THUIAMU CIPABOYHON M y4eOHO-CIPABOYHOW JIUTEPATYpbI
(cioBapH, SHIUKIONEINYECKUE CIIPABOYHUKH, Y4eOHO-CIIPaBOUHBIE M3/1aHuUs) U pa3HOOOpa3HOM
MH(OPMaLlMOHHO-CIIPABOYHOM JUTEepaTypol (Bkirodas ¢ainbl VHTEepHeTa W 3JIEKTPOHHO-
CIPABOYHYIO JIUTEPATYPY).



COJIEP)KAHUE MTPAKTUYECKHWX 3AHATUA

Paznen 1. Management and Marketing in the Hospitality Industry /
MeHeI:KMEHT U MAPKETHHI B HHAYCTPUM IOCTENPUUMCTBA

IIpakTnyeckoe 3ansaTue Ne 1.
Tema 3ansatusi: Managing a Travel Company / YnpasJjieHue TYpUCTHYECKOI KOMIaHHU el
Heab: @dopMHUpOBAHME HABBIKOB JEJIOBOTO B3aMMOJCHCTBUA HAa AHIJIMKMCKOM S3BIKE B
npodeccuoHabHOM cdepe.
B pe3ynbrare ocBOE€HUS TEMBI CTYAEHT JOJIKEH
3HATh: JIEKCUKY MPO(EeCCHOHAIBHOW HANpPaBICHHOCTH; HOPMBI YIOTPEOJICHUS JIEKCUKU
aHTTIUHCKOTO  si3pika B mpodeccuoHanbHOM  cdepe;  OCOOEHHOCTH  TIpaMMAaTHKHU
po¢eCCHOHATBLHOTO aHTJIMHCKOTO S3bIKA;

yMeTb: OCYIIECTBIISTH JI€I0BOE B3aMMOJICHCTBUE HA aHTIUHCKOM SI3bIKE B MPOGECCHOHATBHON
cdepe; YUTaTh W MEPEBOJUTH CICIUAIBHYIO JIMTEPATYPY VIS IMOTIOJHEHUS MPOdECCHOHATBHBIX
3HAHUU.

AKTYaJIbHOCTDH TeMbI: 00YyCJIOBIIeHAa HEOOXOAUMOCTHIO oBiafgeHneM YK-4.
TeopeTuyeckas 4acTh:
Travel-agency manager

Combine your love of travel, management, sales and customer satisfaction by working as
a travel agency manager. Travel agency managers work in retail travel outlets, which promote
and sell holidays and travel-related products.

Travel agencies range from small independent businesses to large chains. Some specialise
in business travel while others have detailed knowledge of specific locations or travel products.

Depending on the size of the organisation and the customer base, your responsibilities
will usually include:

* daily operational management;
* sales development;
» staff and inancial management.

As a travel agency manager, you must be able to offer specialist, professional and
competitive travel products to meet the demands of the travel market, which includes online
bookings and tailor-made trips. As the larger travel companies close more of their high street
shops to cut costs and focus on online sales, there are possibilities for independent travel
consultants to ill the gap.

Vocabulary

1) to promote — npoaBUraTh, ClIOCOOCTBOBATH

N. promotion — npoaABMKCHHE

2) to range — BapbUpPOBATHCS



a range of smth — psin yero-nu6o

3) to specialize in smth — cnienuanu3upoBaTbes Ha YeM-JIUO0
specialization — cienmanu3arus

a specialist — cnenmanuct

4) competitive — KOHKYpEHTOCIIOCOOHBIH

n. competitiveness — KOHKYPEHTOCIIOCOOHOCTD

5) to meet the demands — yoBieTBOPATH CIIPOC

6) a tailor-made trip — unAMBHUIYaTBHBIH TYP

7) to hit a target — no6uThcs 1enu

8) to exceed — npeBkIIaTh, TPEBOCXOIUTh

N. EXCESS — N3JIUILICK

adj. excessive — U3IHMIIHKMA, YPE3MEPHBIH

9) managerial — ynpasiieHuecKHii

10) to manage a budget — yrpaBnsaTs Or01KeTOM

11) to maintain statistical and inancial records — Bectu pUHAHCOBYIO CTATHCTHKY
12) bespoke travel — unauBuya bHBINA TYD

13) to liaise — yctaHaBIUBaTh WK MOICPKUBATH CBSI3b

14) a customer enquiry — 3ampoc KJIHeHTa

V. t0 enquire — BBISICHATD, Y3HABAThH

to enquire of smb about smth — cipamBate y KOro-to o 4eM-To
15) to oversee — nabm0gaTh

n. oversight —na0roeHue, HaI30p

16) stafing — Habop kaapoB

17) to ensure — rapaHTHPOBATh, 0OECIICUYUTH

18) to approach (smth) — moaxoauTh, TPUOIMKATECS, 00OpaIaThCs
n. approach (to smth) — moxxon

19) to advise on smth — naBaTh COBET 10 KAKOMY-JIKOO BOIIPOCY
20) to retain — yaepXuBaTh, COXpaHsITh

n. retention — yaepskaHue, COXpaHeHHE

21) payroll — miaTe:xHast BeTOMOCTb; pabouune (peIpUusTH)
22) commitment to smth — 06s13aTenBCTBO TIEpeT YeM-JIN00; TIPUBEPKEHHOCTh YEMY-JTHO0

v. tp commit to smth — 6pate Ha cebst 00s13aTeNbCTBA 32 UTO-HUOYIb



23) resilience — yctoitunBOCTh

adj. resilient — ycroiunBsrii

24) to enhance — yKpeIuiaTh, yCHIUBaTh

n. enhancement — ycuseHue, yKperjieHUe

25) relevant experience — COOTBETCTBYIOUIHMIA OIBIT

26) advantageous — BBITOIHBIM

Bonpocsk! u 3aganus:
1. Answer the questions:
1. Where do travel agency managers work?

2. What will the manager’s responsibilities usually include?

2. Read and translate:
Responsibilities

Travel agency managers will be responsible for developing strategies to hit or exceed sales
targets, regardless of the size of the outlet or products offered. Depending on the size of the
company and the specific managerial role, tasks could include:

* promoting and marketing the business, sometimes to new or niche markets;
* managing budgets and maintaining statistical and inancial records;
* selling travel products and tour packages;

* sourcing products and destinations to meet consumer demands for bespoke travel and
sustainable tourism;

* taking part in familiarisation visits to new destinations to gather information on issues and
amenities of interest to consumers;

* liaising with travel partners, including airlines and hotels, to manage bookings and schedules,
often one year in advance;

* dealing with customer enquiries and aiming to meet their expectations;
* overseeing the smooth, eficient running of the business.

While online bookings have opened up opportunities for home-based self-employment
and can reduce the numbers of staff in retail outlets, the majority of managers still deal with
stafing issues as a large part of their role.

Tasks concerning the management of travel agency staff typically involve:
» constantly motivating the sales team to hit their targets and ensure company proitability;

» meeting regularly with team leaders to give them sales igures and plan how they approach their
work;



* meeting company directors who advise on strategy and inding out about any local issues and
future trends;

« overseeing the recruitment, selection and retention of staff as well as payroll matters and staff
training;

* organising incentives, bonus schemes and competitions;

» communicating with sales consultants and providing encouragement, help and advice;
* dealing with disciplinary matters and customer complaints.
Skills

Travel agency managers will need to have:

« excellent communication skills;

* diplomacy and tact;

* innovation and energy with a desire to drive others;

* commitment to people management;

« sound judgement with attention to detail;

 competent IT skills;

* strong organisational skills;

» resilience to cope with long hours and pressure at peak times;
* a genuine interest in travel.

As a potential manager, you must be able to demonstrate an awareness of some of the
main trends in travel. This incorporates the demand for tailor-made holidays. There is more
industry and consumer awareness of sustainable tourism, including projects which look at the
economic and environmental impacts of tourism. Knowledge of popular and upcoming
destinations is also important.

Work experience

Vacation or temporary work experience in a sales environment, as well as experience of foreign
travel, will enhance your applications. The ability to communicate effectively in different
languages is also very helpful. Relevant management experience in other areas of the leisure or
tourism industry, such as hotels or airlines, is likely to increase your chances. Specific functional
experience, perhaps in a marketing, sales, retail or IT role, may be advantageous.

Employers

Despite ongoing global economic turbulence, demand remains for all types of holidays with
online bookings playing a significant role. Most of the brand-name travel agents are owned by a
few large groups, made even larger in recent years by high-profile mergers. However, there are a
number of independent agencies, some small and some with branches throughout the UK, and

other specialist agencies. Such travel agents may deal with particular destinations or products,
for instance cooking holidays, sports activity breaks or niche locations.



3. Answer the questions:

1. What do travel agencies do?

2. What are the basic responsibilities of a travel manager?

3. Why do the larger travel companies close their high street shops? Who can benefit from that?

4. What has given way to home-based self-employment and can reduce the numbers of staff in
retail outlets?

5. What functions do travel agents fulfill? What skills are required to be a travel manager?

6. How can you enhance your positions as an applicant? What should increase your chances?

4. Find notions in the texts according to their definitions:

1) to vary within certain limits

2) an act of bringing smth into common knowledge or use

3) an act of asking for information

4) a group of people who work for an organization or business

5) the ability to become strong, healthy, or successful again after something bad happens
6) a state of confusion, violence, or disorder

7) the act or process of combining two or more businesses into one business

5. Mark the statements as TRUE or FALSE:
1) Travel agents compose and sell travel travel-related products.
2) Travel agencies vary in their size and specialization.

3) Large travel agencies have to cut costs and focus on online sales whereas independent travel
consultants take their niche.

4) Travel agent’s responsibilities remain the same regardless the size or specialization of the
organization.

5) Online bookings open-up opportunities for homebased self-employment reduce the numbers
of staff in retail outlets.

6) To be at an advantage and increase your chances to get hired you need some relevant
management experience in other areas of tourism industry.

6. Study the Vocabulary list above and fill in the gaps with appropriate words from the list:

1) Partnering with other tour operators who offer complementary products is a smart way to
reduce your while making your package more appealing.

2) On the day of the event, they all operations to ensure things run smoothly.



3) Choose one of our tours which can be modified to suit your interests, available
time and budget.

4) When customers make via email, endeavor to respond as quickly as possible.

5) It’s rather difficult to remain in times of economic turmoil.

IIpakTnueckoe 3ansaTHe Ne2.
Tema 3ansTus: Sales and Marketing. The Past Continuous Tense/ IIpoaaxu 1 MapKeTHHT.
IIpoureninee NpoaozKeHHOE BpeMsi.

Iens: @opMupoBaHHE HABBIKOB [EJIOBOIO B3aMMOJCHCTBUS HA AaHIJHMHCKOM SI3BIKE B
npodeccuoHaabHOI chepe.

B pe3ynbTare 0CBOCHHS TEMBI CTY/ICHT JIOJDKCH

3HaTh: JIEKCHKY TNpO(ecCHOHANBHON HANMpaBICHHOCTH; HOPMBI YHNOTPEOJCHUS JIEKCUKU
AQHIJIMACKOTO  si3piKa B mpodeccHoHanbHOW  cdepe;  OCOOCHHOCTH  IpaMMAaTHKH
po(heCCHOHATBHOTO aHTIIMIICKOTO SI3bIKA;

yMeTh: OCYIIECTBIATH JIEJIOBOE B3aMMOACHUCTBUE HA AHTJIMHCKOM S3BbIKE B MPO(ECCHOHATBLHON
cdepe; UUTaTh U NEPEBOJUTH CIELUAIBHYIO JUTEPATYPY Ul MOMOJIHEHUs NMPO(hecCHOHAIBHBIX
3HAHUM.

AKTYaJILHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBJasieHueM Y K-4.
Teopernueckas 4yactb: ThePast ContinuousTense— 5To mpoleiiee IMTEIBHOE BpEMS,

KOTOPOE YKa3bIBAET HAa COOBITHE WJIM MPOLECC, [UIMBLINICS B ONPECICHHBIN TIEpHo]] BpEMEHH B
IIPOLIOM.

[TpryemM, 3TOT MOMEHT B MPOLUIOM 0053aTENIbHO J0JDKEH OBbITh YKa3aH. DTO MOXET ObITh Kak
KaKoe-TO KOHKpeTHoe Bpems (at 5 o’clock), Tak u ykazaHue Ha MOMEHT BpeMeHH (when) niam Ha
KpallHUM cllydail — IOAPa3yMeBaThCs U3 KOHTEKCTA.

| was dancing all night long— I TanteBan Bcio HOUb (peyb UAET O HOYH, KOTOPAs yKe MPOIILia)

When she called I was taking a shower — Kora ona mo3BoHwuIa, st IpUHUAMAN Ayl (pedb UAET O
KaKOM-TO MOMEHTE BpeMEHH B MPOILIoM (when), XOTsI TOYHOE BpeMsi He YKa3aHO)

Bpems Past Continuous yacTo MO>KHO YCJIbIIIATh B IOBCETHEBHON peun HocuTelnel s3pika. C ero
MOMOIIbI0 MOYKHO PaccKa3atrh O JUIMTEIbHBIX AEUCTBUAX B MPOILIOM.

Past Continuous o0pa3zyercs mpu MOMOIIM BCIIOMOTATEILHOTO Tjaroja to be B mpomreniiem
BpeMeHH (Was JUIsl €TUHCTBEHHOTO YUCIIa U Were JUIsl MHOXKECTBEHHOTO YHCIia) U epBoid hopmbl
rJIarojia ¢ OKOHYaHHUEM -ing (MMPOCTOE MPUIACTHE HACTOSIIETO BPEMEHH).

Was ynorpebnsercs ¢ nogiexxamumu [/ He / She / Tt
Were ynotpebnsiercs ¢ noaiexanumu You / We / They
| was crying — Smrakan

She was sleeping — Onacmana

We were dancing — MeITaH1eBaIu

You were eating — Trien



[Tpu obpazoBanuu npuvactus (Ving) HyKHO MOMHUTH O TOM, B KaKOM CJy4ae COTJIacHas WU
IJIaCHas Ha KOHILE yIBAaWBAaeTCs, KOrAa IJacHas Ha KOHIIE 3aMEHSAETCS Ha IPYrylo, M APYIHX
IIpaBUjax.

Ecnu OykBa -e Ha KOHIIE HE MPOM3HOCUTCS, TO OHA OIYCKAaeTCs Iepe] OKOHYaHUEM -ing, eciu
HPOU3HOCHUTCS — HPOCTO J00aBIsiercs -ing..

to write — writing (ucatsb)

to free — freeing (ocBOOOXKIaTH)

Oxonuanwue -ie MeHsiercs Ha -y to lie — lying (arats)

OxonHuaHme -y Bceraa octaeTcs Ha mecte to play — playing to try — trying

CormacHas Ha KOHIIE yJIBaMBAaeTCs, €CJIM Iepel Held CTOWT yhapHas riacHas.CoriacHas He
yABaUBAETCS, €CJIM yAapHasl IJIacHas CTOUT B JIPYrOM MECTE€ WJIM COTJIACHOW MPEAIlIeCTBYET
JOJITH TJIaCHBIHN 3BYK

to get — getting (mmosy4ath)

to remember — remembering (IOMHHTS)

to cool — cooling (oxaxxaTh)

Koneunsie OyKBBI W H X II€pe] -ing HE YABaUBAIOTCS
to mix — mixing (cMemuBarh)

to show — showing (moxa3siBaTh)

Yr1BepxkacHue

YTBepauTenbHble MPEIIOKEHHUS COCTABISIOTCS MO (GopMyJie MpU MOMOIIU BCIOMOTAaTeIbHBIX
rJ1aroyioB was / were (B 3aBUCUMOCTH OT YKCJIa) ¥ IEpBOM (POpPMBI riarosa.

I/He/She/lt/You/We/ They + was / were + Ving

I was cooking the dinner — $I rotoBu 06e1

She was painting a new picture — OHa prcoBalia HOBYIO KapTHHY

They were watching the Star Wars — Onu cMoTpesu «3Be31HbIe BOWHBD»
The doctor was sitting in his office — Jloktop cuzen B cBoeM KaOuHETe
Otpunanue

Otpunarensuble mnpemioxkeHuss Past Continuous o0pa3yloTcst mpu HOMOIIM J100aBICHUS
YacTUI[bI NOt I1OCIIE BCIIOMOTaTeIbHOIO IJ1aroja was / were HO IepeJl CMBICIIOBBIM TJIar0JIOM.

I /He/She/It/You/We/ They + was/were + not + Ving

I was not drinking coffee — S ne i kode

She was not singing a song — OHa He mena NecHIo

They were not watching Harry Potter — Onu e cmotpenu [Nappu [TorTepa
was not = wasn’t

were not = weren’t

Mary wasn’t reading the book — Mbapu He unTana KHUTY



You weren’t taking a shower — Tbl He TIPUHHMAIT YL
Bomnpoc

Bompocutenpapie  mpemiokenus B Past  Continuous o0pa3syrorcs myTeM — IepeHoca
BCIIOMOT'aTEJILHOTO IJIarojia was / were B Hadajo Mpe/I0KCeHHUS.

Was /were + 1/ He/She / It/ You/We/ They + Ving

Was | drinking tea? — 4 i waii?

Were we driving the main road? — M&I exanu 1o riiaBHO# opore?
Was Arnold reading the book? — ApHoJba unTan KHUTY?

Were you eating breakfast? — Tsr1 et 3aBTpax?

CrieunasnbHble YTOUYHSIOIIME BOMPOCH 00pa3yroTcst Bo Bpemenu Past Continuous mpu momomu
MOCTAaHOBKH B HAYAJIO TIPEUIOKECHHS question words (BOIpoCcUTeNbHBIX ¢10B). Takux, kKak where
(roe), when (xorma) m apyrux. JlanbHeWHmMii MOPAJOK CIOB B KOHCTPYKIIMH MOBTOPSIET
BBIIIICYTIOMSIHYTYIO BOITPOCUTENBHYIO (hOpMY.

QW +was/were + 1/ He/She/lt/You/We/They + Ving

What were you singing at the karaoke bar this time last Friday? — YroTsinenaBkapaoke-
0apeBITOBPEMSIBITPOILTYIOTATHHUITY ?

Where were you staying when you went to Paris? — @' nmerbiocraHaBiIMBaCH,
koraae3auiBllaprk?

Korna ynorpebasiercs Past Continuous?

CymiecTByeT HECKOJIBKO Ciy4yaeB, Korja B TMPEMJIOKEHUH yroTpedssercss Bpemsi Past
Continuous:

HpOI[OJ'DKI/ITCJ'IBHBIe JIENCTBHS B KOHerTHLIﬁ MOMCHT B IIpOIJIOM

OOBIYHO Ha ATO YKa3bIBalOT 0coOble Mapkephl BpeMeHu. Hanpumep, at 7 a.m. (B cemb ytpa), this
morning at 4:18 (3tum yrpom B 4:18), at midnight (B mosiHous) 1 Apyrue.

[ToMuMO TOYHOTO BpEMEHHM MOXKET OBbITh YKa3aH MPOCTO MEPUOJl B MPOIIJIOM, KOIJa JUIUIOCh
orpezieNieHHOe JAelcTBUEe. DTO Jenaercs npu nomoiu BbipaxkeHuil all day (Bech aens), this
afternoon (ceroans mHem) wiu pocTo during some time (B T€4YEHHE KAKOTO-TO BPEMEHH) U T. 1.

Yesterday at 5 p.m. | was drinking tea with mom — Buepa B naTh Beuepa st i Yait ¢ MaMoi

This time three month ago we were flying to Prague — Tpu mecsiiia Ha3ax B 3TO BpEMSI MbI
nerenu B [Ipary

OIIHOBpCMCHHLIC JIENUCTBUS B IponuIoM

Ecnu HeckonbKO AEHCTBHI B MPONUIOM TMPOUCXOAMIM B OJAWH MOMEHT BpPEMEHH — TO
ucnonssyetcs Past Continuous.

We were eating pizza while we were watching a new TV series — Masl enu nHIIIy, KOTJa MBI
CMOTpEU HOBBIM Ceprall IO TEIEBU30PY

Marketing
Marketing is a process through which individuals and groups provide, exchange and
obtain products — ideas, goods and services — capable of satisfying customers’ needs and desires

at a desirable price and place.



Marketing in the hospitality industry refers to marketing the services of a hotel. A
hospitality unit such as a restaurant, hotel, or an amusement park consists of multiple groups
such as facility maintenance and direct operations (servers, housekeepers, porters, kitchen
workers, bartenders, management, marketing, and human resources etc.).

Vocabulary

1) to satisfy (v.) — y1oBiIeTBOpSTH, OTBEUATh TPEOOBAHUSIMH, BBIIIOIHATH PELUICHUE, OBITh
HPUTOHBIM

satisfying (adj.) — ynoBneTBOpSIFOIINI YCIOBHUSM, YIOBJICTBOPUTEIbHBIH

customer satisfaction (n.) — yoBneTBOpeHHOCTh TOTPEOUTENCH, KAYECTBO OOCITYKUBAHHSI
KJINCHTOB

to satisfy needs and desires at a desirable price

2) hospitality (n.) — rocrenpuUMCTBO, IPEACTABUTEILCKUE MEPOIIPUSTHUS
3) hospitality industry — uaaycTpust rocTeIpUUMCTBA, TOCTHHUYHAS UHIYCTPHUS
4) a hospitality unit — ctpykTypHOE 1moipa3iejeHie TOCTUHHUIIBI

5) hospitable (adj.) — rocTenpuUMHBIA, paTyIIHbIH

6) to sell (v.) — nponaBare, npoaBHUraTh

sales (n., pl.) — npoxaxwu, pacpogaxu 1Mo CHUYKEHHOU IICHE, COBIT

sales division (n.) — oTmen mpoaax

sales staff — mepconan otesna cobiTa

a salesperson (n.) — npoaaseiy

sales target — KOHTPOJIBHBII TOKA3aTeNb MPOJIAXK, TUIAH MPOIAK

to reach good sales — mocturars XOpoIuXx mokasaresei mpoaax

a professional sales-kit — mpodeccrnoHa bHBII KOMIUIEKT MApKETHHTOBBIX MAaTEPHAJIOB,
KOMIUIEKT PEKIIAMHO-KOMMEPUYECKUX MaTEPHAIOB

seller (n.) — po3HMYHBIH TPOIABEL, XOA0BOM TOBAp, MPOU3BOISIIAS OTPACITH

sold out (adj.) — pacipogano

7) a revenue centre (n.) — oTaeIN, TEHEPUPYIOIINN TPOTAKH

8) to market (v.) — npomaBath, cObIBaTh, HAWTH PHIHOK JUIS POIYKTA, TO3UIIUOHHUPOBATH
marketing (n.) — MapkeTuHr, Mpojaaxa, CObIT, MEPOIIPUSATHS IO OCBOCHHUIO PHIHKA
marketer (n.) — mapkeToor

9) prospect (N.) — MOTeHIHAIBHBIN 3aKa3UHK, IIOTCHIIHAIBHBIA KJIHEHT

prospecting (n.) — mepcrneKTUBHAs OIEHKA, MOUCK MOTCHIIMATbHBIX KIIMCHTOB

prospective (adj.) — oxxuaaeMblit, OyayIInii



10) client base (n.) — kuenTckas 6a3a

11) referral (n.) — pekomenmarus

12) to deal with queries and complaints — 3aauMaThCs 3anpocamMu | xKarobamu
13) destination (n.) — mecto Ha3HAYEHHUS

14) attraction (n.) — npuBIEKATEIBLHOCTD, JOCTOMPUMEYATEIIBHOCTD

15) a brand (n.) — Toprosast mapka, pUpPMEHHBIH 3HAK

branding (n.) — pa3paboTka u NpoABMKEHUE TOPTOBOI MapKu

brand image (n.) — pemyraius ToproBoii Mapku, 00pa3 MapKu

brand identity (n.) — cucrema unentudukaiyu OpeHa

16) to seek experiences — uckath HOBBIH OIBIT

17) to stand out (v.) — oTIMYATBCS, BBILICISATHCS

18) outstanding (ad]j.) — BeLmaroLIHiiCs, TOAIEKALIMIA yIIJIaATe, HO HE BHIILJIAYE€HHBII

BOl'lpOCbI U 3aJJaHUA:
1. Read and translate:

Marketing efforts of any hotel begin with a marketing plan.

The marketing plan is a guide for marketing, sales, advertising and promotional efforts. It
is the document upon which sales are built. Normally a marketing plan has to be developed for at
least three-year period. It forces managers to think ahead and make better use of the property’s
resources as it sets responsibilities and coordinates and unifies efforts to reach good sales.
Hospitality sales differ from sales of consumer goods because the former are both tangible and
intangible products.

The marketing team of a hotel is a group of people representing at least one from each
revenue centre of the hotel. A revenue centre is a distinctly identifiable department, division, or
unit that generates revenue through sale of goods or services. The marketing and sales division
can be varied in the size, type, and budget. There are several key positions: 1) marketing research
coordinator; 2) director of advertising and PR; 3) director of revenue management; 4)
telemarketing director; 5) director of convention services; 6) director of sales. Hotel services are
marketed over the telephone, and via the internet.

Personal sales calls are considered an effective means of customer contact. There are
three types of calls: 1) cold calls or prospect calls; 2) PR calls; 3) presentation calls; 4) inside
calls.

Prospecting is the life blood of sales because prospecting identifies individuals or groups
that can become the property’s client base soon. There are several sources for prospecting such
as referral programs of past and present clients, account penetration, community contacts, the
property competitors, networking, and the internet. But before making a sales call it is necessary
to prepare a well-organised and professional sales-kit which should only contain the information
pertinent to the client’s particular needs.

Travel agencies don’t need large marketing budgets. A travel agent’s role is to help
people plan, choose and arrange their holiday. They will usually work to a budget set out by



whoever is planning the holiday. They also offer advice and opinions on where to go and local
tourist attractions, events and customs. Typical duties of a travel agent include: 1) promoting and
marketing the business; 2) dealing with customer queries and complaints; 3) providing advice
about visas or passports; 4) selling holidays and insurance; 5) meeting proit or sales targets; 6 )
preparing promotional materials and displays.

Travel agents market destinations. Destinations are places that attract visitors for a
temporary stay, and range from continents to countries to states and provinces, to cities, to
villages, to purpose built resort areas. Tourists travel to destinations.

Destination marketing refers to a management process through which the national tourist
organizations and/or tourist enterprises identify their selected tourists, actual and potential,
communicate with them to ascertain and influence their wishes, needs, motivations, and likes
and dislikes, on local/rural, regional, national and international levels, and to formulate and adapt
their tourist products accordingly with a view to achieving optimal tourist satisfaction, thereby
fulfilling their objectives. Tourism destinations are probably among the most difficult “products”
to market, involving large numbers of stakeholders and a brand image.

To brand a tourism destination is to develop a clear identity, or “brand”, based on reality,
while also reflecting the core strengths and “personality” of the destination. Branding is perhaps
the most powerful marketing weapon available to contemporary destination marketers
confronted by tourists who are increasingly seeking lifestyle fulfillment and experiences. In the
highly competitive and dynamic global tourism environment, strong branding will help a
destination stand out from the crowded marketplace. Building and maintaining brand value is the
key to business success and, as a result, brand management is quickly shifting from a peripheral
marketing concern to the core business strategy.

Tourism marketing is generally concerned with the selling of dreams, as expectations of
an intangible tourism service can only be realized after travel. The images held by consumers
therefore play a critical role in their decision-making.

Most destinations have superb resorts and attractions, every country claims a unique
culture, landscape and heritage, each place describes itself as having the friendliest people, and
high standards of customer service and facilities are now expected. As a result, the need for
destinations to create a unique identity — to differentiate themselves from their competitors — is
more critical than ever.

2. Answer the questions:
1) What is marketing?

2) What is marketing in the hospitality industry?

3) What is a marketing plan? What are its characteristic features?

4) In what way are hospitality sales different from sales of consumer goods and services?
5) Who makes the marketing team of a hotel?

6) What kinds of calls do they single out?

7) What are prospect calls?

8) What are the duties of a travel agent?



9) What is destination marketing?

10) How important is branding in marketing destinations?

3. Comment on the statements (express agreement or disagreement):
1) Travel agents market destinations.

2) Branding is perhaps the most powerful marketing weapon available to contemporary
destination marketers.

3) Travel agencies don’t need large marketing budgets.

4) Hospitality sales differ from sales of consumer goods because the former are both tangible and
intangible products.

4. Find notions in the text according to their definitions:

— hotels, motels, inns and businesses that provide transitional or short-term lodging;

— aplace that people will make a special trip to visit;

— atype of marketing that promotes a destination (town, city, region, country);

— distinctly identifiable department, division or unit that generates revenue through sale of
goods or services;

— product specific, market specific, or company-wide plan that describes activities involved
in achieving specific marketing objectives;

— a specific amount of sales that management sets for achieving or exceeding within a
specified time frame;

— the process involved in creating a unique name and image for a product in the consumers’
mind;

— systematically collecting names of the prospects ( called leads);

— the premium that accrues to a brand from customers who are willing to pay extra for it;

— a person or company that arranges tickets, hotel rooms for people going on holiday or
making a journey;

— the impression in the consumers’ mind of a brand’s total personality;

— afirm’s high level plan for reaching specific business objectives.

5. Fill in the gaps using the verb “to sell” and its derivatives:

1. Wecreatea _ forcethatactually  those products.

2. Mixtures containing these are available from companies _ spices and seasonings.

3. Perhaps you are a or executive responsible for _ goods or products for
one or many companies.

4. Loads of members, loads of rare goods all _ at great low prices

5. Itisacondition of _ thatticketsare not ___ on for more than their face value.

6. Translate into English and write the following sentences:

1) 3agaya oTnena npoaax U MapKETUHTa — pa3dupaThes ¢ xKano0aMH KIMEHTOB M COBEpIIATh
Tesie(DOHHBIE 3BOHKHU C LIENbIO MPOJAXKU YCIIYT.



2) [Mapk pa3BiedeH — MOapa3ACICHUE OTEINS, TPUHOCSIIEE OCHOBHYIO IPUOBLITE.

3) JdupekTop 1o TeneMapKeTHHTY CO3BaJl COBEIIAHNE,Ha KOTOPOM coOUpacs
NPOMHCTPYKTUPOBATh MEHEKEPOB IO MPOAaKaM O HOBBIX IMpaBHJIaX OOLICHUS C KIIMCHTaMHU.

4) bacceiiH — coopyXeHue, KOTOPOe HYKJIaeTCs B TEXHUYECKOM O0CITY)KMUBAHUU U COJICPKAHUU.

5) Hama Typdupma 3aHMMaeTcst opranu3aiueii oTapixa yxxe 15 ner.

7. Write a summary of the text.

8. Use the right form of verb to be

DI............ reading a book at 4 o’clock yesterday.
1)You.......... reading a book.

3)He .......... reading a book.

4) We .......... reading a book.

5) She .......... reading a book.

6) They .......... reading a book.

IIpakTnyeckoe 3ansaTue Ne 3.
Tema 3ansaTusi: PR activities. Advertising / PR nesitesibHocTh. Pexiiama
Hean: @DopMupOBaHME HABBIKOB JEJIOBOTO B3aWMOJICUCTBUS Ha AaHIJIMMCKOM S3bIKE B
npodeccuoHaIbHOM chepe.
B pe3ynbprare 0CBOCHMS TEMBI CTYACHT TOJKEH
3HATh: JIEKCUKY MpOo(ecCHOHAIbHON HANpaBIE€HHOCTU; HOPMBI YHNOTpPEOJIEHUsl JIEKCUKU
AQHIJIMACKOTO  s3pIKa B TpodeccHOHaNbHOW  cdepe;  OCOOCHHOCTH  IpPaMMAaTHKH
poeCcCHOHAIBHOTO aHTIIMHCKOTO SI3bIKA,;

yMeTb: OCYIIECTBISTH JIEI0OBOE B3aMMOJICHCTBUE HA aHTIUHCKOM SI3bIKE B MPOGeCCHOHATBHOU
chepe; yuTaTh U MEPEBOAUTH CHEIUATBHYIO JIUTEPATYPY ISl TIOTIOTHEHUs MPOdeCcCHOHATBHBIX
3HAHUI.

AKTYaJIbHOCTH TeMbI: 00YCIOBIIEHAa HEOOXOAUMOCTHIO oBiageHneM YK-4.
TeopeTuyeckas 4acTh:
Advertising in the tourism industry can be somewhat different to advertising in other
industries. In relation to a holiday for example, the customer is being sold an intangible product
they can’t see or touch before they buy. Often customers will pay for products before

experiencing them. Given these factors, and the wide choice of tourism products available,
customers have high expectations of product quality and value for money.

Vocabulary
1) to advertise (v.) — pexraMmupoBaTh, THPOPMUPOBATH

advertising (n.) — pexiraMHO€ J€J10, pPEKJIaMHBII aHOHC



advertising cost (n.) — pacxomsl Ha pekiamy

advertising campaign (n.) — pekiaMHasi KaMITaHUs

advertisement (n.) — pexitaMHO€e OOBSIBIICHHE

2) to position (V.) — MO3UIIMOHUPOBATD, ONIPEICIIUTH MECTOIOIOKEHHE

positioning (N.) — MO3UIIMOHUPOBAHKE, Pa3MEIIICHUE, CTPOUTEIBCTBO MO3UITUH

3) to expose (v.) — moaBeprath, AeaaTh MPEIMETOM PACCMOTPEHUS, BEIBOAUTH HA YHCTYIO BOLY
exposure (N.) — KOHTaKT CO CPEACTBAMH PEKJIaMbl, OTKPBITOCTh

4) to target (v.) — cTaBUTH WM HAMEYATh 11EJIb, TNIAHUPOBATD

target market (n.) — meneBoit peIHOK

targeted (adj.) — HameueHHBI#, aApPECHBIH

5) to appeal (v.) — anesutnpoBaTh, 00paIaThCs C MPU3BIBOM, IPUXOTUTHCS TI0 AYIIIE,
appeal (n.) — Bo33BaHwue, IPU3LIB, IPUTATATEIbHAS CHIIA

appealing (adj.) — TporaTenbHbIii, 00asTEILHBIN, BBI3BIBAIOLIHI HHTEPEC

product appeal (n.) — mpuBIEKATEILHOCTD MPOIYKIIUN

6) to reach (v.) — moctnub, qONTH

blogger outreach (n.) — pacripoctpanenue nHGpOpMaIUu Oorepamu

7) to generate online presence — npeacTaBUTEILCTBO B ceTH MHTEpHET

8) to promote (V.) — npoABUTaTh, MOBBIIIATH B JOJDKHOCTH, MTOOIIPSITh, MOIAECPKUBATH
promotion (n.) — npoaABMKEHKE, COACHCTBHUE, MTOOIIPEHHE

promotional (adj.) — crmocoOcTBYOMINIT pa3BUTHIO, PACTIPOCTPAHCHHIO, PEKIIAMHO-
MH(OpPMaLMOHHBIN

to promote the industry — coaeiicTBOBaTh Pa3BUTHIO OTPACIH
9) cost breakdown (n.) — pa3dbuBka CTOMMOCTH, 3aTpat

10) to draw in (v.) — 3aBoeBaTh TOBEpPHE

11) PR (n., pl.) — cBs31 ¢ 0OIIECTBEHHOCTHIO

12) to communicate a message — nepenath HHGOPMAIHIO

13) a press release (n.) — mpecc-penu3
Bonpocel u 3apanus:

1. Read and translate:

Advertising decisions will be influenced by a number of factors: 1) overall business
objectives, for example, aiming to boost sales in slow periods or to clear old stock; 2) advertising



production and placement costs; 3) the extent of exposure an advertisement will receive; 4)
target market characteristics; 5) how a product is positioned in the marketplace.

In order to measure the success of an advertising campaign and determine if promotional
costs are well spent, it is important to consider some means of gathering customer information
and feedback. This can be achieved using simple survey techniques, which can often be
incorporated in the advertisement itself. Examples include providing an outlet for potential
customers to phone or write for further information; or offering a discount or incentive to
purchase a product, valid upon presentation of the advertisement. These processes enable the
operator to determine: 1) where a customer heard about the product; 2) customer characteristics
including their wants and needs; 3) customer contact details that can be retained in the database
for future direct mail campaigns and surveys, 4) customer perceptions of the advertisement and
product and subsequent experience with the product; and 5) customer suggestions to improve
product appeal.

The growing power of the Internet, mobile technology and smart phones has offered new
advertising forms in tourism and hospitality industry. Internet access via mobile devices
registered growing popularity. Tourism and hotel companies that have recognized the
importance of choices for advertising via mobile phones at a faster and easier way can reach to
guests.

One of the best ways to generate online presence is through blogger outreach. By hosting
bloggers in their country businesses can have them promote the tourism industry on the internet
with articles and hashtags on social media.

It is not a secret that having a professionally renovated website is a key to drawing in the
contemporary tourist. People want to see high quality photographs with detailed descriptions and
cost breakdowns before they make a decision on where they want to travel. The website should
be professionally designed and maintained in order to draw in the most traffic.

The value of online reservations and payment are highly underrated. If individuals can
pay for their hotel room as well as book recreational activities online they will be far more likely
to be interested in the area. Offering 24 hour booking and payment will make the business
accessible and up-to-date.

Public relations differ from other marketing tools — mainly advertising — in
communicating messages because it is the public relations that best creates the launch of a brand,
as it has a greater credibility. Moreover, public relations are quite inexpensive compared to
advertising.

Public relations are becoming one of the most important parts of marketing and sales
functions of tourism as its definition includes promoting improved understanding between
operators and their public. Images are built and created by public relations through print media,
word of mouth, and the attitude of the targeted audience. If done properly, potential tourists will
know how they will benefit, learn and grow from visiting a particular site or event.

The tour operators may utilise public relations in order to evaluate the market demand,
create additional sales opportunities in the competitive market, and to reinforce quality of a
product against adverse publicity. But the most common tools used in this industry are: 1) press
releases; for example Hotel PR practitioners attract travel writers through well-written news
releases and creative e-mail “pitches” designed to persuade reporters to visit. 2) fact sheets; when
journalists are in the hotel, the PR manager should be certain that the journalists’ rooms are



furnished with a complete fact sheet (or press kit) containing information on every detail; 3) web
sites.

2. Answer the questions:

1) In what way is advertising in the tourism industry different from advertising in other
industries?

2) What factors can influence advertising decisions?

3) What means can help gather customer information and feedback?
4) What are new forms of advertising?

5) What are the ways of generating online presence?

6) Why are PR activities different from advertising?

7) How can tour operators use PR?

8) What are the most common tools of used in the industry?

3. Find notions in the text according to their definitions:

1) the activity or profession of producing advertisements for commercial
products or services

2) the professional maintenance of a favourable public image by a company or
other organization or a famous person

3) exposure The publicizing of information or an event, experience of
something

4) an effort to influence consumer perception of a brand or product relative to
the perception of competing brands or products

5) an investigation of the opinions or experience of a group of people, based
on a series of questions

6) websites and applications that enable users to create and share content or to
participate in social networking

7) the process of dividing the cost of something into the different parts that
make up the total amount

8) the messages or signals transmitted through a communications system

9) customer’s concluded arrangement with a goods’ or services supplier
representing a completed sale online

10) an official statement issued to newspapers giving information on a
particular matter

4. Comment on the statements:




1) Advertising decisions will be influenced by a number of factors.

2) The growing power of the Internet, mobile technology and smart phones has offered new
advertising forms in tourism and hospitality industry.

3) The value of online reservations and payment are highly underrated.

4) Public relations are becoming one of the most important parts of marketing and sales

functions of tourism.

5. Fill in the gaps using the verb “promote” and its derivatives:

1) Sales may be aimed at customers, middlemen, or at a firm’s own employees.

2) We just get very little in

3) Other forms of tobacco
and via the internet, also must be dealt with.

4) E-Business City has been created exclusively for retailers

and services.

5) Before you hand over any money or sign an agreement, ask

materials so it’s hard to actually make some money off of it.

, such as product placement (deliberate or otherwise) in films

their web-based products

about the stages involved,

such as research, marketing and licensing, and any associated costs.

6. The following are only a few of the many examples of government-produced tourism
destination advertising that also serve political or social functions. Study the examples and

answer the questions below:

1) What aspects /places/ features are emphasized in both texts?

2) What does “managing perceptions” involve?

3) Do you like the slogans proposed by the countries’ governments?

The Bahamas

India

The Bahamas are commonly considered to be a
focal point of leisure and recreational travel in
the Caribbean and the island nation advertises
itself as such. Television ads and website
produced by the government of the Bahamas
specifically foster the image of the islands
providing a care-free, exciting, culturally rich,
and even romantic experience for travelers; a
recent slogan for the marketing campaign was
“It’s better in the Bahamas™ to reinforce the
contrast between the desired perception as a
low-stress getaway and the hectic nature of
whatever living environment tourists would be

leaving behind. The Bahamas have, however,

The common impression of India in the West
has long been either negative—including
perceptions of widespread poverty, lack of
sophisticated hygiene, and violent ethnic and
religious clashes—or ambivalent, so the Indian
government’s Ministry of Tourism began a
marketing campaign, “Incredible India,” to
emphasize the country’s rich culture, historic
sites, tourist attractions, and general sense of
excitement and dynamism to western
audiences. Tourism is an extremely lucrative
and growing global industry so it is no surprise
that India, a developing nation, is striving to
capitalize on that market to boost its economy.




actually traditionally seen high violent crime
rates, so the tourism marketing attempts to
focus the audience’s attention on the azure
water and beaches and draw it away from any
negative elements of life there. Managing
perceptions is a common part of advertising of
many consumer products and services,
focusing the audience’s mind solely on the

In addition, India is also looking to strengthen
its international security and diplomatic ties
while broadening and deepening its trade
relationships, especially with the U.S., so it is
in India’s interest to promote a positive light
for itself among the American and western
voting populations in order to garner future
international support and aid.

desirable aspects of whatever is being sold and
away from any possible drawbacks or
consequences.

7. Write a similar piece of text promoting a country as a tourist destination.
8. Translate into English and write the following sentences:

1) Bugasl u cpenctBa pekiiaMbl BEHIOMPAIOTCS HA OCHOBE II€JIed, CTOSIINX Mepel] TyPUCTHIECKUM
AreHTCTBOM: HYXXHO JIM YBEIWYHUTHh IMPOJAXH HIM MPOBECTH MO3UIIMOHMPOBAHHE TOBapa Ha
PBIHKE.

2) PeknamHoe 00BSIBIICHUE JOJDKHO MPEAOCTABIATh BO3MOXKHOCTD JIJIsl KJIMEHTA JJIs1 BRIPAXKCHUS
CBOCH yIOBJICTBOPEHHOCTH CEPBUCOM.

3) Pexitama MOXXeT HMCHOIL30BATHCI B Ka4eCTBE HHCTPYMCHTA c60pa I/IH(1)OpMaI_II/II/I O KIIMCHTax
ar¢HTCTBA.

4) CHCI_II/IaJ'II/ICTLI 1O CBA3AM C 06H_ICCTBCHHOCTLIO MOTYT HUCIIOJIb30BATb HpeCC'KOHCI)CpeHLII/II/I HJIA
CO3JaHusA 6HaFOHpI/I$ITHOFO HUMHUJKa TOCTHHUIBI, NPCAOCTABJIAA XKYpHAJIUCTaAaM JCTAJIIBHYIO U
HNCYCPIBIBAOIIYIO CIIPABOYHYIO I/IH(1)OpMaI_II/IIO.

5) 3arpaThl Ha CO3/laHHE pPEKJIAMbl M €€ pPa3MEIEHHWE TOpa3/l0 BBINIEC, YEM MPOJABUKCHUE
KOMIIaHUM Yepe3 CBSI3U C OOIIECTBEHHOCTHIO.

IIpakTnyeckoe 3ansaTue Ne 4.
Tema 3auaTusi: Main challenges of tourism development in the Russian Federation /
OcHoBHbIE IP00JIeMBbI pa3BuTus TypusMa B Poccuiickoi ®@enepauuu
Henab: @opmMHpOBaHUE HABBIKOB [IEIOBOTO B3aUMOJEHCTBUS HA aHIJIMIICKOM S3BIKE B
npodeccuoHanbHOM cepe.
B pesynbrare 0cBOE€HUS TEMBI CTYAEHT JOJIKEH
3HATh: JIEKCUKY MpPO(EeCcCHOHAIBHOW HANpPaBICHHOCTH; HOPMbI YIOTPEOJICHUS JIEKCUKU
aHTTIMHCKOTO  si3pika B mpodeccuoHanbHOM  chepe;  O0COOEHHOCTH  TpaMMaTHKHU
po(hecCHOHATLHOTO AHTJIMHCKOTO S3bIKA;

YMeTh: OCYIIECTBIISATH JIEIOBOE B3aUMOJICCTBHE HAa aHTJIMHCKOM SI3bIKE B MPOQPECCHOHATBHON
cdepe; yUTaTh U MEPEBOAUTH CIEIUANBHYIO JIUTEPATYPY VIS MOMOTHEHUS MPOodeCCHOHATHHBIX
3HAHWH.

AKTYaJIbHOCTD Te€MbI: 00YCIOBIIEHAa HEOOXOANMMOCTHIO oBiaeHneM YK-4.

Teoperuyeckas 4acTh:




Today interest in Russia has been growing both as in a country itself and as in not fully
explored, but fascinating, accessible and safe tourist destination.

It is noteworthy that the World Football Cup 2018 is one of the reasons to get acquainted
with this captivating land and get involved into extraordinary tourist programs. It’s a unique
opportunity to witness the global sport event and touch enticing and gripping Russian culture.

‘Silver necklace of Russia’, ‘Golden ring’, ‘Great silk way’, ‘Great tea road’ — they are
branded tourist routes, the idea of which appeared just a few years ago. These offer a new way of
combining tourist products into a whole, imparting a new idea to a travel.

Each of the routes links several regions of the country, presenting the unity of their
culture, their traditions, along with the huge variety of recreational opportunities.

‘Golden Ring’ route has been known since the Soviet era as a journey through ancient
Russian cities of central regions. But today our task is to modernize it, create new packages and
programs around the popular image.

‘Silver necklace of Russia’ route is designed on the same principles. St. Petersburg as a
powerful magnet allows for drawing tourists’ attention to Russian North-West. In addition to St.
Petersurg, the route encompasses ten regions: the Republic of Karelia, Komi Republic, Nenets
Autonomous Okrug, Arkhangelsk, VVologda, Kaliningrad, Leningrad, Murmansk, Novgorod and
Pskov. With their cultural monuments, traditions of small ethnic groups like Karelians, Saami,
Komi, Nenets, Seth, with their picturesque landscapes the regions have a huge tourism potential.
‘Silver necklace’ is also an umbrella project that gives an opportunity to develop the existing
tourist routes and create new ones under a single brand.

Routes of ‘Great silk way’ and ‘Great tea road’ emphasize the identity of the eastern and
southern regions of the country and the Caucasus.

There are other routes that we present domestically and globally. For example, ‘Eastern
ring’ brings together the regions of the Far East Republic of Sakha (Yakutia) and Buryatia,
Kamchatka, and Khabarovsk Krai. ‘Russian Arctic’ and ‘Rivers of Russia’ are the largest
branded routes, which unite several regions of the country. For the World Football Cup 2018 we
have developed more than 120 major routes of various extents and for various categories of
travelers.

Tourist programs and routes for FIFA World Cup 2018 cover eleven cities — participants
of the championship: Moscow, Saint Petersburg, Kaliningrad, Samara, Saransk, Kazan,
Volgograd, Rostov-on-don, Krasnodar, Sochi, Yekaterinburg.

In Russia a tourist infrastructure has already been created that allows providing services
in various segments. Today, there are enough companies operating in the inbound tourism
market, which are interested in attracting tourists and creating comfortable environment for
foreign guests. The business is actively engaged in implementing service provision standards and
promoting Russian tourist product in foreign markets.

As far as prices are concerned, Russian tourist products are now relatively cheaper than,
for example, European ones, which is a competitive advantage attracting travellers.

Nobody is to draw tourists to Russia except us — businesses, regions and all the Russian
citizens. It is essential to make our country exciting for ourselves, to contribute to its
development and to invest in creating the atmosphere of hospitality. Only then Russia will
become attractive for foreign visitors. We need to create the image of Russia as a friendly and



secure country with rich cultural heritage, remarkable traditions and multifaceted nature, as well
as a comfortable place to relax. We need to create the image of Russia as a place you want to
come back over and over again.

(The excerpts from the interview with Deputy Head of the Federal Tourism Agency
Sergei Korneyev. After ‘The goal of the Federal Tourism Agency —

to create an image of Russia, you want to come back’, E-Vesti, 27.01.2017).

Vocabulary

1) explore — 1) uccnenoBats; 2) 00ciie0BaTh; 3) OCMAaTPUBATH OOJIBHOTO

2) fascinating — [ ‘faesinertiy] — 0OBOpPOKUTEIBHBIM, O4aPOBATEIIbHBIN, IICHUTETbHBIN
3) accessible — moctymHbIi; TOCTHKUMBIIT

4) noteworthy — 3aciry)KUBarOI¥ii BHUMAHHSI;, JOCTONPHUMEYATEIIbHBIH

5) get acquainted — mo3HaKOMHUTHCS

6) captivating — ouapoBaTtesIbHbIH, IICHUTEIbHBIN

7) extraordinary — BbIIaIOMIHIACS, 3aMeUaTEIbHBIN, HCKIIOYATEITbHBIN

8) witness — (n.) 1) cBuaerens, oueBuaell 2) ceuaerens (B cyae); (v.) — 1) ObITh cBHACTEIEM
(dero-m.); 2) CBUIETEIHCTBOBATD, JaBaTh MMOKA3aHUS;

Witness to — ciryuTh 10Ka3aTebCTBOM (Uero-i.)

9) enticing — 3aMaHYMBBIN, PUBJIEKATEIbHBIN, PUTIATATEILHBIN, COOTa3HUTETHHBIH
10) gripping — 3aXBaThIBAOIIHi{, BCEMOTIOMIAIOIINN, YBIEKATEIbHbIH

11) branded — pupmeHHBIiT; MapOUHBIit

12) impart — naBath, mpuaaBaTh (KaKoe-JI. KAYeCTBO), HACIATh

13) unite — 0ObeAUHATD, COCTUHSTH

14) unity — eAMHCTBO; AMHEHHUE; CINIOYEHHOCTh

15) recreational pa3BiekarenbHbIi, OTHOCSIIUICS K chepe pa3BicueHUi

16) design — (n.) 1) 3ameicen, mwiaH; 2) HAMEPEHHUE, [IEJTb; 3) YEPTEXK, ICKU3; PUCYHOK, y30D; 4)
MOJIeTb, a0a0H; Kommo3uius; (V.) 1) mpuIyMbIBaTh, 3aMBIILISTh, IJIAHUPOBATH 2)
pa3pabaTeiBaTh (UTO-JI. JAJIs1 KaKOW-11. 1IenH); 3) mpeaHa3HaYaTh; 4) MPOSKTUPOBATH;
KOHCTPYHPOBaTh

17) encompass — 1) okpyxatb; 2) OXBaThIBaTh, BKIFOYATh B CEOs

18) picturesque >xuBomMCHBIN (0 JaHmadTe); KOJIOPUTHBIN (O BHEITHEM BHUJIC)
19) umbrella — monHBII, BCEOOBEMITIONITHIA;

umbrella project; umbrella brand; umbrella company

20) emphasize — npugaBath 0cob0¢ 3HaUCHKE; TOUEPKUBATD, aKI[CHTHPOBATh



21) identity — MACHTUYHOCTD, TOXKICCTBEHHOCTD; MOTMHHOCTh

22) extent 1) mpocTpaHCTBO, IPOTSKEHUE, PACCTOSTHUE, IPOTKEHHOCTD; 2) MEPA, CTENEHbD,
pamKu, Ipezensl; 3) pa3Mep, BEIUIHHA

23) implement — 1) BBINOJHATB, OCYLIECTBIIATH; 2) MPETBOPSTH B KU3Hb, BHSAPSTH
24) competitive advantage — KOHKYpEHTHOE MPEUMYIIECTBO

25) contribute — [kan’tribju:t, ‘kontribju:t] — 1) skepTBOBaTh; 2) BHOCHTb BKJIaJI; CIIOCOOCTBOBATH;
3) coTpyaHu4aTh (B razere, )KypHaje | T. II.)

26) secure — (adj.) 1) 6e3omacHbIi, HaaéKHBIN; (V.) 1) OXpaHATh; 3aIIUIIATh; 2) 00ECIICUNBAThH
0e301acHOCTh; 3) rapaHTUPOBATh, 00ECIICUYNBATh

27) heritage — 1) HacnencTBO; 2) HaClIeANE; JOCTOSHHUE

28) multifaceted — maOTOTrpaHHBbII

29) along with — Hapsiy ¢

30) as far as prices are concerned — 4To Kacaercs IeH

BOl'lpOCbI U 3aJaHUSA .

1. Answer the questions:

1) What new tourist routes has the Federal Tourism Agency prepared for guests?
2) What event spurred the development of new tourist routes?

3) What is the idea of the tourist routes the Agency offers to travellers?
4) How do the new routes differ from the traditional ones?

5) Who is to create the image of a place travellers want to come back to?

6) What, from Sergei Korneyev’s viewpoint, should be done to attract tourists in Russia?

2. Find notions in the text according to their definitions:

1) having a label or name that shows it is made by a particular company, usually a well-known
one;

2) a thing that contains many parts or elements;

3) a situation where a company is in a position to be more successful than its competitors;
something that helps a company be in this position;

4) the history, traditions and qualities that a country, society or company has had for many years
and that are considered an important part of its character;

5) going towards a place rather than leaving it;
6) the area covered by something;

7) the basic systems and services that are necessary for a country to run smoothly, for example
buildings, transport, and water and power supplies;



8) the qualities and attitudes that a person or group of people have, that make them different
from other people;

9) friendly and generous behaviour towards guests;

10) the impression that a person, an organization or a product, etc. gives to other people or to the
public.

3. Comment on the following proverbs:
1) He who travels a lot becomes wise; he who is wise stays home. Chinese Proverb
2) The heaviest baggage for a traveler is an empty wallet. English Proverb

3) The beaten road is the safest. English Proverb

4. Read the text and be ready to enumerate the main issues of outbound tourism today in
Russia and the main current trends of outbound tourism in Russia:

For almost two decades — since mid-90s and until 2013 — Russia continuously remained
on the radar screen of many tourism services suppliers from all around the globe as world’s one
of the strongest tourism potentials. Even two major economic downturns (of 1998 and 2008)
could not damage this image and Russian outbound tourism industry quickly recovered each
time, showing very fast and impressive growth within only several months.

Current downfall in Russian tourist departures sets not only the most depressing record
for the last 15 years, but also the longest recovery: the market remains sluggish at least for the
past two years.

The reasons for such a dramatic fall may be explained by a cumulative effect of various
factors within a relatively short period of time.

A major crash in oil prices in mid-2014 shortly followed a transition of Crimean
peninsula, ex-Ukrainian territory, to the Russian Federation, resulted in a series of anti-Russian
economic and political sanctions.

This combination of a slump in oil prices, resulting in the ruble depreciation, with
economic sanctions against Russia led to a major crisis in Russia’s economy and a dramatic
downturn in consumer purchasing power of the Russian population. It is obvious that the
national tourism industry could not but respond by a fatal drop in consumer demand.

The situation in tourism sector is a direct reflection of the overall economic landscape in
Russia. The country has undergone a painful economic adjustment and the contraction appears to
have moderated only in the first half of 2016.

But on the upside from the tourism perspective, the third quarter of 2016 showed inflation
slowdown; real wages was gradually recovering and the ruble was stabilizing. According to the
Federal Statistics Service of Russia, the consumer confidence indicator picked up and reached
the highest since 2014. On the average, Russian households grew more optimistic regarding their
current financial standing as well as the country’s economic situation. More consumers admit
that now it’s a good time to purchase big-ticket items. Private consumption is expected to
rebound by 2018 and expand by 1.6%.



There are at least five visible latest trends in the Russian tourism market:

1) Beach vacations are most popular in Russia. Until recently, the primary choice for Russian
tourists was a vacation in Turkey, Egypt, Greece, the United Arab Emirates, Israel or Thailand.
There is now a clear turn towards domestic tourism, estimated from 32 to 44 per cent, the most
popular destinations being Sochi, Anapa, the Crimea, the Karelian peninsula. Today at least nine
Russian cities are among the top twenty in the world, searched online by Russian tourists; the
trend is much contributed to by substantial investment into Russian tourism infrastructure in
view of 2018 Football World Cup.

2) The second most popular destination is Europe, with the leading countries including Spain,
Italy and France due to these countries offering historical attractions, food and wine and
shopping, combined with beach holidays. Today there is a significant growth in demand for
‘neighboring’ destinations — the countries bordering Russia, and the CIS or ex-USSR states.

3) There is a cutback in an average travel budget, which is largely due to the increase of
domestic tourism, offering cheaper travel options. An average budget for one trip is estimated at
approximately €1000. There is also a clear polarization of demand: the deals are either the
cheapest last-moment tours or exclusive luxury trips with a much higher than average budget.
The number

of tourists who can afford a high-end tour has risen, having reached 22% of the travellers’ total.
At the same time almost half of tourists are searching for three-star hotels.

4) The Russians show very strong preference for selfbooked trips that is evidenced by the
decrease in package tours purchases and the increase in air tickets bookings online. Tourists
avoid booking package tours online and prefer buying each segment of their trip (lights, hotels,
rent-a-car, etc.) separately. According to various experts, at least 30% of travel agencies’ clients
turn to independent travel planning, favouring online travel services over travel agents.

5) Internet retailing is on the increase. Growing internet household penetration as well as tourists
seeking cheaper prices boosted internet retailing.

6) Travel agents are losing their sway and failing to attract clients. Tourists resort to a travel
agency only when booking is complicated or a long haul travel agenda; when they travel in small
groups, or when they travel with a particular purpose.

Russian travel agents should add a real value to customer service. Besides the opportunity
to increase the revenue from tourism industry, outbound expenditures also give long term
benefits to the local tourism industry. Russia has the potential to make its travel trade become
more competitive.

Vocabulary

1) economic downturn — S5KOHOMHYECKHI CIaJI; CI1a] B 9KOHOMHUKE;
downturn in smth

2) recover — 1) BocctaHaBIUBaTh(Cs); 2) BBI3JIOPABINBATh

3) recovery — BocCcTaHOBJICHHE, pEreHEepaIls; BO3BpAIllEHUE K HOpME

recovery in smth



recovery from smth

beyond recovery

in recovery

4) depressing — rHETYIINH, TATOCTHBIN; YHBUIBIN

5) sluggish — MeICHHBIH, BSUTBII; HHEPTHBIN

6) cumulative effect — kymynsatuBHbIi 3pdexT

7) depreciation — 1) cHI)XEHUE CTOMMOCTH, 00CCIICHUBAHKE
currency depreciation

depreciation in smth

the depreciation of the euro against sterling; 2) amopTu3arus, u3HoC
8) consumer purchasing power — mokyrmarejibHas ClIoCOOHOCTb, IIATEKECITIOCOOHOCTh
9) relection — orpaxenue

10) undergo — UCHBITHIBATh, IEPEHOCUTD; TIOABEPraThCs

11) adjustment — 1) peryiupoBka; KOppeKTHPOBKA; HACTPOIKa; 2) MPUCIIOCOOISIEMOCTD
12) contraction — cokparieHue; cxxaTue

13) moderate — (adj.) yMmepeHHBIH; cep KaHHBII

V. yMEpSTh; CACPKUBATH; OCITA0ISITh, CMITYaTh

14) household — 1oM0Xx035CTBO; cEMENCTBO

15) inancial standing — ¢uHaHCOBOE COCTOSTHIE

16) big-ticket item — goporoii ToBap

17) private consumption — nu4yrOe moTpedIcHNnE

18) rebound — 1) oTckakuBath, OTIETaTh; 2) OKHUBUTHCS, BOCIIPSHYTh; ONPABUTHCA (TTOCTE
KaKOT0-JI. TIOTPSICEHUSI, TIEPEKUBAHUH U T. II.)

19) expand — 1) yBenu4uBaThCs B 00bEME; PACIIUPATHCS; 2) pa3BUBATHCS; PACTH;
pacnpoCTpaHAThCS

20) trend — 1) kypc, HanpaBnenue; 2) obIee HapaBiIeHUE, TCHICHIUSI

21) destination — 1) Ha3Ha4YeHHUe, peIHA3HAYCHNUE; 2) MECTO Ha3HAYCHUS, TYHKT HA3HAUCHHUS
22) estimate — V. OlleHUBATh, IPOU3BOIUTH OLICHKY; N. OL[CHKA

23) high-end — 1) Beicokoro ki1acca [ypoBHsI|, BBICOKOKJIACCHBIH; 2) JOPOTOM, JOPOTOCTOSIIIHIA
24) preference — npeamnodreHue

25) turn to — oOpararscs K 4emy-J.

26) favor smth/smb over smth/smb — ornaBars npeanoyrenue yemMy-1./KOMy-JI. HaJ{ 4eM-J1./KEM-
JI.



27) retail — (n.) posauuHast Toprosiis, npoaaxa; (V.) mpoaaBaTh B po3Huily; (adj.) po3HUYHBII; B
PO3HHUILY

28) penetration — npoHUKHOBEHHUE (HA SKOHOMUYECKUH PHIHOK)
29) boost — noBsIIIaTh, NOAHUMATE; CTUMYJIUPOBATH
30) sway — BIacTh, BAMSHHE; KOHTPOJIb

31) resort — (n.) 1) oOpareHne 3a MOMOIIBIO; 2) MPUOSKHUIIE; CPEICTBO CIIACEHHS; 3) KYpOpPT;
(v.) obGpamiarbes 3a TOMOIIBIO; IPUOETHYTH

resort to smth
32) long haul — nanbHwuii peiic

33) agenda — 1) nporpamma (paboThl), m1aH (MEpONpPUATHIi); 2) moBecTKa aHs (cobpanus); 3)
CKPBITHIC, TAWHBIC TTAHBI

on the agenda

34) add value — n06aByIATH CTOUMOCTH

35) customer service — ciyx0a paboThl ¢ KIIMEHTaMK
36) demand — (n.) moTpeGHOCTH, HEOOXOAUMOCTE; CIIPOC
demand from

demand for

on demand

(v.) TpeboBaTh, MPEIBABIATH TPEOOBAHHE

37) supply — (n.) cuabxenwue; (V.) cHaOXaTh, 1M01aBaTh, TUTATh
supply smb with smth

supply smth to smb

38) CIS = the Commonwealth of Independent States — CoapyxectBo He3aBucumbix
I'ocymapcers, CHI'

5. Study the Vocabulary list above. Find the word that doesn’t collocate with the words in bold.
Give Russian equivalents to the collocations (use a dictionary if necessary):

1) dramatic / prolonged / depressing / severe / sharp / steep / business / global / market / industry
downturn;

2) fragile / faltering / swift / national / upturn / eventual / dramatic / complete / sustained /
physical / price recovery;

3) consumer attitudes / habits/ contraction / needs / tastes / awareness / spending / trends / prices;

4) heavy, average / energy / excessive / per capita / domestic, local, household / high-end /
individual / mass consumption;

5) inal / favourite / popular / perfect / intended / exotic / holiday / tourist / unknown / customer
destination.



6) to meet / decline / satisfy / boost / create / increase / reduce / stimulate / exceed / outstrip
demand

6. Using the collocations from Task 5 provide English equivalents to the following word-
combinations (give all possible variants):

1) cnajg neoBoi aKTHBHOCTH; PE3KUH CIa T, OOIMEMUPOBOM CIajl; IPOMBIIUICHHBIHN CIIa/;
3HAUUTENBHBIN CIIaJl; 3aTSHKHOU CIIaj.

2) Bp€MEHHOE BOCCTAHOBJICHHE; CKOPOE, OBICTPOE BOCCTAHOBIICHHE; (PH3HUYECKOE
BBI3JIOPOBJICHUE; CTA0OMIILHOE BOCCTAHOBIICHHE; HEYBEPEHHOE BOCCTAHOBJICHUE; OKOHYATEIILHOE
BBI3/IOPOBJICHUC;

3) oTHOIIEHHE TOTPEOUTEINCH; OCBEIOMIICHHOCTh TIOTPEOUTEINCH; TOTPEOUTEILCKUE PACXOIBI;
NOTPEOUTEIBLCKUE HYXKIbI; TOTPEOUTEIBCKIE MPEATIOYTCHUS;

4) norpeOieHne Ha AyITy HAaCEJIEHH; Ype3MepHOe TOTpedlieHre cpeaHee moTpedieHue;
noTpebiieHue BHYTPH CTPAHbI; PACX0]l IHEPTHH;

5) KOHEYHBIH MMyHKT; U3TI00JICHHOE MECTO; TUIAHUPYEMBIi MTyHKT Ha3HAUCHUS; HCATbHOE MECTO;
MOMYJIAPHOE Y TYPUCTOB MECTO; HE3HAKOMOE MECTO;

6) yIOBJIETBOPSTH CIIPOC; MOBBILIATH CIIPOC; ONEPEkKATh CIIPOC; MPEBBIILIATH CIIPOC;
CTUMYJIUPOBATh CIPOC.

7. Complete the sentences according to the text:
1) The cause of the ruble depreciation in mid-2014 was ...............ccoeviiiiiiieiniieennnn.. .

2) A dramatic downturn in consumer purchasing power of the Russian population was the result
Of o .

3) Russian consumers’ confidence grew with ..ot .
4) Around 40 % of the most popular home destinations today are .............................. .
5) The reduction in an average travel budget is the result of ..., .

6) The number of tourists buying luxury tours has risen by 22%, while 50 % of tourists ... .

8. Make a plan of the text. Describe the main issues of the Russian outbound tourism.

9. Fill in the table with the words from the text denoting positive / negative trend or levelling
off:

Verbs Nouns Verbs Nouns Verbs Nouns

decrease decrease increase increase moderate moderate




10. Write out the adjectives which are used with the nouns from Task 9 and provide the
examples of your own with these words.

11. Translate into English using the active vocabulary:

1) IlockonbKy Takoro pocra CIpoca Ha BHYTPEHHHMH U BBE3JHON TypU3M paHbllie HE ObLIO,
YCIIyTH pa3MEIEeHUs CIelyeT aJalTUPOBATh K HOBBIM YCIOBHSIM.

2) Ota TeHAeHUHUs ABISETCS OTPAXKEHUEM 3aKOHA CIIPOCa U MPETIOKECHHUSL.

3) Kak Bbl onenuBaere 3¢ (EKTHBHOCTh STOW NPAKTUKH, MPUMEHHMA T OHA B JIPYrHX
peruonax?

4) Monoasie a4 B Bo3pacTe OT 18 10 25 ner oTaarT npearnoyTeHue akTHBHOMY KYyJIbTYpPHO-
MI03HABATEIILHOMY, COOBITUHHOMY TYpU3MY HaJI TUISKHBIM.

5) Bce, kTO ciyman MCHOJHUTENBHOTO IUPEKTOpPAa, HE MOIVIM HE OTMETUTh, YTO pedb ILUIA O
BBIKYII€ KOHTPOJIBHOT'O MaKeTa aKLUi KOMIIAHUH €€ TOI-MEHeIKepaMu.

6) BBuay pocrta crpoca Ha BHYTPUPOCCHUHCKHE TYPUCTCKUE MOE3/IKU PHIHOK TYPUCTCKUX YCIYyT
MPEJIOKUIT HOBbIE KOM(OPTHBIE M BBITOAHBIE MPOIYKTHI: B YACTHOCTH, MAaKETHHIE TYPHI MO
Poccun.

7) «[opsiune TyphbI» CTallU NOSBISATHCS PEXKE MOTOMY, UTO TypOIIEPaTOphl HAYaIl BHUMATEIbHEE
OTHOCHTKCS K (POPMHUPOBAHUIO MOJIETHBIX IPOTPAMM U HE JIOMYCKATh MEePen30bITKA MyCThIX MECT
Ha OopTax.

8) KonnuecTBo TyponepaTopoB BHYTPEHHEro TypHu3Ma yBennuuiaock Ha 10%, a mo Bele3JHOMY
TypU3MYy COKPaTHJIOCh B TPU pa3a.

9) B stom ce3one Biactd CouM MPOBENH MEPErOBOPHI C BiaJeNbllaMUd TOCTHHMIL, C ILEIbIO
CIEP’)KUBAHUS POCTA LIEH B 3TOM KYPOPTHOM CE30HE.

10) Typucrckuii pbiHOK Poccum nonarue rojabl HaAXOAWUTCS MOJA MPUCTATBHBIM BHUMAaHHEM
3apyOexHBIX TYPUCTCKUX KOMIaHHH.

IIpakTuyeckoe 3ansaTue Ne S.
Tema 3ansaTusi: World Tourism Development and Attractions. The Past Perfect Tense /
Pa3BuTne MUpoBOro Typu3sma u gocronpumeuarejbHocTu. 'pammaruka: Ilpomeninee
coBeplIeHHOe BpeMsl.
Heasb: @PopMmupoBaHHE HABBIKOB [EJIOBOIO B3aMMOJACHCTBHS Ha AaHIVIMHCKOM S3bIKE B
npodeccuoHansHOM cepe.
B pesynbrare 0ocBO€HUS TEMBI CTYJICHT JOJKEH
3HATh: JIEKCUKY MpO(EeCCHOHAIBHOM HAmpaBJICHHOCTU; HOPMBI YHOTPEOJIEHUS JIEKCUKU
aHTTIUMHCKOTO  si3plka B mpodeccuoHanbHOM  chepe;  O0COOEHHOCTH  TpaMMaTHKHU
po¢eCCHOHATIBLHOTO aHTJIMHCKOTO S3bIKA;

YMeTh: OCYIIECTBIISATH JIEIOBOE B3aUMOJICCTBUE Ha aHTJIMHCKOM SI3bIKE€ B MPOQECCHOHATBHON
cdepe; YUTaTh U MEPEBOAUTH CICIUANBHYIO JUTEPATYPy JUIS MOMOTHEHUS PO(HEeCCHOHATBHBIX
3HAHWUH.

AKTYaJIbHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOIMMOCTHIO oByIasieHneM YK-4.




TeopeTuyeckasi 4acTh:
Past Perfect - npomeniee coBepiieHHOE BpeMst

Bpewms Past Perfect o6o3navaet neiicTBre, KOTOPOE 3aBEPIIMIIOCH JI0 ONPEICICHHOTO MOMEHTA B
IPOLIOM:

I called Jim too late, he had already left.
51 IO3BOHUII I[}KI/IMy CJIMIIKOM ITI03JIHO, OH YK€ YHICII.

We had lived in Paris for 12 years before we moved to America.
Mo nepee3na B AMepuky Mbl poxxkuiu B [lapuxe 12 ner.

O6pasosanue Past Perfect

YTBep,I[I/ITeJ'IBHBIG MMPECATTOKCHUA:

| had played We had played
You had played You had played

He / she / it had

played They had played

BOHpOCI/ITCJIBHBIe MMPECAIOKCHUA:

Had | played? Had we played?
Had you played? Had you played?

Had he / she / it

played? Had they played?

OTpI/IHaTeHBHBIG MPpECAJIOKCHUA:

I had not played We had not played
You had not played You had not played

He / she / it had not

played They had not played

STATISTICS AND FACTS

ON THE GLOBAL TOURISM INDUSTRY

The travel and tourism industry is one of the world’s largest industries with a global
economic contribution (direct, indirect and induced) of over 7.6 trillion U.S. dollars in 2016. The
direct economic impact of the industry, including accommodation, transportation, entertainment
and attractions, was approximately 2.3 trillion U.S. dollars that year. A number of countries,



such as France and the United States, are consistently popular tourism destinations, but other,
less well-known countries are quickly emerging in order to reap the economic benefits of the
industry. Worldwide, the tourism industry has experienced steady growth almost every year.
International tourist arrivals increased from 528 million in 2005 to 1.19 billion in 2015. Figures
were forecasted to exceed 1.8 billion by 2030. Each year, Europe receives the most international
tourist arrivals. It also produces the most travelers: with approximately 607 million outbound
tourists in 2015, the region had more than double that of the second largest tourist origin, the
Asia Paciic region. In 2015, global international tourism revenue reached approximately 1.26
trillion U.S. dollars, having almost doubled since 2005. That year, China had the largest
international tourism expenditure, followed by the United States and Germany. The leading city
in international visitor spending was Dubai, where tourists spent more than 31.3 billion U.S.
dollars in 2016.

https://www.statista.com/topics/962/global-tourism/

Vocabulary

1) to emerge — BO3SHHUKATD, MOSABJISATHCS

N. emergence — nosBJICHUE

adj. emerging — MOSIBJIAIOLIUIICS, BO3HUKAIOIIUH

2) to reap economic beneits

3) to get underway — HaunHATHCS

syn. to begin, start

4) crowdsourcing — KpayaCOpCHHT

5) to appeal to smb — o6paraTbcst kK KOMy-.

to be appealing to smb— GwITh ipUBIIEKATEIBHBIM TSI KOTO-JI.
6) to secure financing — obecrieunTs GUHAHCUPOBAHKE

syn.to ensure

7) to usher in a new era — BcTymnaTh B HOBYIO 3Py

syn. to enter

8) vicinity — cocencTBo, 6IU30CTh

in the vicinity of, in close vicinity — mo coceicTBy OT 4ero-i., mOOIU30CTH
9) hipster — genoBek, Mpe3UparOIINii YCIOBHOCTH, XHIICTED
hipster culture

10) to be jaded — 6bITh U3HYPEHHBIM, U3MYYECHHBIM, IPECHITHBITMMCS
v. to jade — u3My4nTH

Bonpocs! u 3aganus:

1. Answer the questions:
1) What does a global economic contribution comprise?



2) What does the direct economic impact of the industry involve?

3) What countries reap the economic benefits of the sector?

4) What figures for international tourist arrivals were forecasted by 2030?
5) What region receives and produces the most travelers?

6) What was the leading city in international visitor spending in 20167

2. Match up the words to make collocations:

to get financing

to reap to people

to secure culture

to usher benefits
hipster in a new era
to appeal underway

3. Use the collocations in Task 2.1 to complete the sentences:

1) Your peace will be shattered when the tourist season

2) If you or rewards of something, you enjoy the good things that happen as a
result of it.
3) There are a growing number of sources from where small businesses can to

grow their business.

4) Hinkley approval must of energy investment.

5) is a contemporary subculture.

6) Representatives of all the five villages decided . not to participate in
the election process.

4. Match the words from the Vocabulary list with their definitions:

a) ... — Is the process or event of its coming into existence

b) ... — is the process of getting work or funding, usually online, from a crowd of people.
c) ... —to make a serious or formal request, especially to the public

d) ... —asurrounding, adjacent, or nearby area

e) ... —advantage or sake



5. Read and translate:
TOURISM TRENDS FOR 2016

Just as in other industries, travel and tourism experiences trends: a certain type of trip
becomes incredibly popular, or a previously unknown location becomes a must-see destination.
While some trends stick around from previous years, others seem to come from nowhere,
reaching critical mass in no time. As 2016 gets underway, we take a look at tourism trends, both
old and new, that are likely to be big for the year ahead.

Crowdsourcing Luxury Hotels

Traditionally, the construction of hotels has been financed by banks and investments, but
the luxury hotel segment has been increasingly turning away from these sources of financing
toward a new option: crowdsourcing. With a potentially long lead time on funding, individual
luxury hotels with unique features are finding that appealing directly to the people interested in
what they have to offer enables them to secure financing that might be denied by more
traditional routes. Through crowdfunding, individuals interested in different hotel concepts can
directly invest in the development of these new properties. One example is the Prodigy Network
crowdfunding real estate firm, which is currently planning to construct a 194-unit space in
downtown New York. The hotel will offer space for both short- and long-term stays.

Smart Travel

The advent of wearable tech is ushering in a new era of travel and tourism, according to
some industry reports. While apps have provided some customization and reviews from
individual travelers have offered tourists more and more information about the best places to see,
eat and sleep, apps like TripAdvisor for the Apple Watch can send push notifications to users
with information about nearby attractions, highly rated restaurants in the user’s vicinity and
more. Google Now also offers suggestions, using geo-localization to keep its suggestions
relevant to the user, while also taking note of the user’s past behavior. The result will be an
increase in customization that makes travel suited to your individual preferences—which, in
theory, should make your trips all the more enjoyable.

Solo Travel

Traveling alone is nothing new. What’s new is that more and more people are interested
in traveling alone—and that the people most interested in going solo are millennials. An MMGY
Global Survey of American adults found that 37% of millennial respondents planned to travel by
themselves in July 2015, an increase of 5% from 2014. Some suggest that millennials travel
more than their parents and grandparents, simply because travel is more affordable and
accessible than it was in the past. While it’s certainly true that travel is almost a way of life
among younger generations, partially because of affordability and access, that doesn’t explain
why so many go it alone. The leading reason for solo travel is that it’s quite simply easier to plan
a trip for 1 than for 2 or more.



Hipster Holidays

While some of us might be jaded by hipster culture, the tourism industry is looking at an
increase in the number of socalled hipster holidays. Today’s travelers are growing increasingly
tired of the largely commercialized and over-frequented centers in Europe’s major cities. Visitors
to Berlin and Budapest, for example, are now looking beyond the traditional tourist areas,
inquiring more about local hotspots where they’re more likely to be able to interact with locals,
enjoy traditional food and find local handicrafts. Travelers are also looking beyond the cities that
are usually considered must-sees on a European tour and are heading to centers like Riga, the
capital

of Latvia, instead. The hipster holiday is all about getting off the beaten path, doing something
different and discovering authenticity—something many tourists feel is missing during trips to
London, Paris and Rome.

6. Suggest English equivalents for the following:
1) ... B chepe TypusMa u myTeniecTBHs HaOMIOJAFOTCS TEHACHIINY . ..
2) ... HampaBJieHUE 0053aTENbHOE ISl IOCEUICHMUS . ..

3) ... obecnieunTh pUHAHCHPOBAHKE, KOTOPOE MOXKET OBITh HE PUHATO B 00JIee TPaIUIIHOHHBIX
croco6ax (MHBECTUPOBAHUS).

4) ... IEpBOKJIACCHBIE PECTOPAHBI B HEMOCPEICTBEHHOM OJIM30CTH OT MOCETUTENEH (30.) ...

5) ... myTerniecTBuUE sBIsAETCS 0oJiee JOCTYIHBIM MaTepHaIbHO U TEPPUTOPHUATIBHO, HEXKEITH B
MPOLLIOM

7. Find a word and phrase in the text that has a similar meaning:

1) ... a certain type of trip becomes enormously attractive ...

2) ... directly addressing people interested in what they have to offer ...
3) ... that makes travel adjusted to your individual preferences ...

4) While some of us might be fed up with hipster culture ...

5) ... where they’re more likely to be able to communicate with locals ...

8. Choose from the phrases below to complete the extract from the text “The Tourism and
Hospitality industry in today’s economy”:

more accessible / contributing to the growth / the relationship between /

in terms of / seem to be undergoing / interconnected world




The Tourism and Hospitality industries 1 a renaissance despite

forecasts of economic gloom. Not only have tourists become savvier 2 their
choices and demands, but also an array of new destinations seemed to have sprouted in an ever-
increasingly 3, notably diversifying the travel landscape.

...Factors 4 of the travel and tourism sectors are many and varied.

Advancements in technology have played a huge role, with travel becoming much
5 . There are more light routes available and online booking, and the growth
of social media have changed 6 the customer and the industry. Today,
people are better and more informed — reviews can be read and bookings made at the touch of a
button....

(https://lwww.hotcoursesabroad.com/study-in-the-uk/career-prospects/

tourism-hospitality-industry-in-economy)

9. Translate into English and write the following sentences:

1. OmnpeneneHHbI THUI MOE3IKM CTAHOBUTCS HEBEPOATHO IOMYJSPHBIM MM paHee
HEU3BECTHOE MECTO CTAHOBUTCS 00513aTEIbHBIM IIYHKTOM Ha3HAYECHHUS.

2. CTpouTenbCTBO oOTesNel (UHAHCHUPOBAJIOCh OaHKAMU M HHBECTULUSAMH, HO YacTb
POCKOILIHBIX OTeNell Bce OOJblle OTXOAUT OT ATHUX HCTOYHUKOB (PUHAHCHUPOBAHUA,
npejuiaras HoOBbI BapUAHT: KPayICOPCHHT.

3. Uepe3 kpayadaHIuHT JIOAW, 3aWHTEPECOBAHHBIE B PA3JIMYHBIX KOHIEMIHUSAX OTEINeH,
MOTYT HaIllpsIMYIO0 HHBECTUPOBATh B Pa3BUTHE ITUX HOBBIX OOBEKTOB.

4. TlosBneHue nUQPOBBIX TEXHOJIOTUH OTKPBIBAET HOBYIO 3py IYTEUIECTBUM M TypHU3Ma:
NPUIOKEHUST MPEIOCTABISAIOT 0030pbl OT OTAEIbHBIX IMYTEHIECTBEHHUKOB, MpeiJiaras
TypuUCTaM TOJE3HYH0 HHGPOpMALMI0O O OJM3/IeXaluX JOCTONPHMEYATEIbHOCTSX,
pecTopaHax | T.II.

5. be3ycnoBHO, BEpHO, YTO MYTEUIECTBUS - 3TO MMOYTHU 00pa3 KU3HU MOJIOJIOTO MOKOJICHHUS,
U IJIaBHas MIPUYMHA OJMHOYHOIO IyTELIECTBUS 3aKJIHYAcTCs B TOM, YTO CIUIAHUPOBATH
M0€3/IKy Ha OJJHOTO YeJI0OBEeKa MpOIlE, YEM Ha JIBOMX U OoJiee.

6. CoBpeMeHHbIE TYpPHUCTBl BCe OOJbIlE YCTalOT OT KOMMEPLHAIU3UPOBAHHBIX U YacCTO
MIOCEIIAEMBIX LIEHTPOB B KPYIHBIX T'OPOJAaxX U C YAOBOJIBCTBUEM IIOCEIIAIOT MECTHBIE
«ropsiune TOYKU», TJie OHU C OOJIbIIEH BEPOSITHOCTHIO CMOTYT MOOOINATHCSI C MECTHBIMU
JKUTEISAMU, HACIAIUTHCS TPAJULIMOHHON €101 U HAMTH MECTHBIE PEMECIICHHBIE U3/1EIINS.

10. Use Past Perfect in the sentences

1) I ... (to have) breakfast before I went to school.

2) He went to meet his friends after he ... (to do) his homework.
3) By 8 o’clock the rain ... (to stop).

4) Alice was late because she ... (to miss) the bus.

5) She went to the post-office after she ... (to write) the letter.
6) He ... (to work) at the factory before he entered the college.

7) He got a bad mark for his test because he ... (to make) a lot of mistakes in it.



8) | went to bed after I ... (to finish) reading the book.

9) The child ... (to fall) asleep before the parents came home.

10) They ... (to marry) before they bought this house.

11. Use the right form of the verb in Past Perfect

to leave, to go, to die, to see, to live, tofly

1) I didn’t read the text in class because I ... my book at home.

2) The children didn’t want to go to the cinema because they ... already ... the film.
3) Kate wasn’t at home last week because she ... to visit her uncle.
4) Linda never knew her father because he ... before she was born.
5) I was excited when the plane took off because I... never ... before.
6) My grandfather was always afraid of animals because he ... never ... in the country.
12. Make sentences interrogative

1) Mary had booked the tickets before.

2) We had been to this exhibition.

3) You had received the invitation before Wednesday.

4) The bus had arrived before 5 o’clock.

5) Tom had heard that story before.

6) They had gone to the railway station before 6 o’clock.

7) My father had returned from his business trip by the weekend.
8) We had met Eric before the lesson.

9) The taxi had come by 7 o’clock.

10) They had used this key before.

13. Make sentences negative

1) We had told him about the time of the meeting.

2) She had washed the vegetables for the salad.

2) You had caught a small fish by that time.

3) The burglars had robbed the bank.

4) A zookeeper had fed the animals by twelve o’clock.

5) David had eaten all the sandwiches by two o’clock.

7) They had been to this town before.

8) I had done all the arrangements by Saturday.

9) Alice had shown me her paintings before.

10) You had forgotten about her request.



IIpakTyeckoe 3ansaTHe Ne 6.
Tema 3ansaTusi: Professional Ethical Behavior Standards in the Hospitality Industry /
IIpogeccnonanbHble CTAHAAPTHI 3THKH B MHAYCTPUH IOCTENIPUMMCTBA
Heab: @dopMHUpOBAHME HABBIKOB JEJIOBOTO B3aMMOJCHCTBUA HAa AHIJIMKMCKOM S3BIKE B
npodeccuoHabHOM cdepe.
B pe3ynbrare ocBOE€HUS TEMBI CTYIEHT JOJIKEH
3HaThb: JIEKCUKY NpOo(ecCHOHANBbHON HANpaBICHHOCTH; HOPMBI YHOTPEOJEHUS JIEKCHKU
aHIJIMICKOTO  si3pIKa B mpodeccHoHanbHOM  cdepe;  0COOEHHOCTH  TpaMMAaTHKU
po¢eCCHOHATBLHOTO aHTJIMHCKOTO S3bIKA;

yMeTh: OCYIIECTBIATH JI€JI0BOE B3aMMOACHCTBUE HA AHTJIMHCKOM SI3bIKE B MPO(ECCHOHANBHOM
cdepe; UNTaTh U NEPEBOAUTH CIELHUAIBHYIO JUTEPATYPY Ul MOMOJIHEHUs NPO(hecCHOHAIBHBIX
3HAHUM.

AKTYaJIbHOCTDH TeMbI: 00YyCJIOBIIEeHAa HEOOXOAUMOCTBIO oBiafeHneM YK-4.

Teopernveckasi 4acTh:

As a fundamental frame of reference for responsible and sustainable tourism, the Global
Code of Ethics for Tourism (GCET) is a comprehensive set of principles designed to guide key-
players in tourism development. Addressed to governments, the travel industry, communities and
tourists alike, it aims to help maximise the sector’s benefits while minimizing its potentially
negative impact on the environment, cultural heritage and societies across the globe.

The Code was called for in a resolution of UNWTO General Assembly, meeting in
Istanbul, Turkey, in 1997. Over the following two years, a special committee for the preparation
of the Code was formed and a draft document was prepared by the Secretary-General and the
legal adviser to UNWTO, in consultation with UNWTO Business Council, UNWTO’s Regional
Commissions, and the UNWTO Executive Council.

The United Nations Commission on Sustainable Development, meeting in New York in
April, 1999, endorsed the concept of the Code and requested UNWTO to seek further input from
the private sector, non-governmental organizations and labour organizations. Its
acknowledgement by the United Nations expressly encouraged UNWTO to promote the
effective follow-up of its provisions. Written comments on the Code were received from more
than 70 UNWTO Member States and other entities. The resulting 10 point Global Code of Ethics
for Tourism -the culmination of an extensive consultative process — was approved unanimously
and adopted by the UNWTO General Assembly at its meeting in Santiago, Chile, in October
1999.

Although not legally binding, the Code features a voluntary implementation mechanism
through its recognition of the role of the World Committee on Tourism Ethics (WCTE), to
which stakeholders may refer matters concerning the application and interpretation of the
document.

The Code’s 10 principles amply cover the economic, social, cultural and environmental
components of travel and tourism:

Article 1: Tourism’s contribution to mutual understanding and respect between peoples and
societies

Article 2: Tourism as a vehicle for individual and collective fulfillment



Article 3: Tourism, a factor of sustainable development

Article 4: Tourism, a user of the cultural heritage of mankind and contributor to its enhancement
Article 5: Tourism, a beneficial activity for host countries and communities

Article 6: Obligations of stakeholders in tourism development

Article 7: Right to tourism

Article 8: Liberty of tourist movements

Article 9: Rights of the workers and entrepreneurs in the tourism industry

Article 10: Implementation of the principles of the Global Code of Ethics for Tourism.

Vocabulary

1) ethics — stuka

adj. ethical — sTuunbIii, sSTHYECKHI

2) code of ethics — kogekc 3THKH

3) comprehensive — BCeoObEeMITIONINH, TTOJHBIN, OOITUPHBIH
v. comprehend — HOCTUTHYTb

n. comprehension —mocTuxeHue

4) to guide — HampaBIATh, BECTH, PYKOBOJAUTH

n. guidance — HampasjieHHE, PyKOBOJCTBO

5) heritage — nacnenue

6) a draft document — nmpoekT

7) to endorse

n. endorsement

syn. to approve (of), to support

8) input — Bxan

syn. contribution

9) an entity — opranuzamnus, opra

10) extensive — oOmMpHBEIIt

11) v. to extend — pacuupsTh, yBEIUIUBAT

to extend to smth — pacmipocTpansiThest Ha YTO-II.
12) unanimously — exuHOTyITHO

13) to adopt — mpuHUMAaTh, yCBauBaTh, IEPEHUMATD

n. adoption — mpuHsITHE, YCBOCHHUE



14) acknowledgement — nmpu3Hanue

v. to acknowledge — npu3naBaTh

15) expressly — To4HO, SICHO, OIPEETICHHO, CIIEHATEHO
V. t0 eXpPress — BeIpaXkarb

16) a follow-up — noBeneHue 10 KOHIIA; MOCIIEI0BATEILHOE BHIMOJIHEHHE; OCIICTYIONIUE
MEPOIIPUATHS

17) a provision — 30. moj0XeHue, yCI0BHE, TTOCTAHOBJICHUE
v. to provide — obecreunBarth, MPEIOCTaBIATH

18) binding — oGs3bIBaroIIMI

19) to feature — nokaseiBaTh, GUTYPHUPOBATH, OBITH PEICTABICHHBIM
n. a feature — yepra

20) voluntary — 100poBOJIbHBI#

21) implementation — ocymecTBieHue

v. to implement — ocyrecTBIATh

22) a stakeholder — 3aunTepecoBaHHOE JHIIO

23) application — 30. npumeHeHne

v. to apply — 30. mpuUMeHSTh, UCTTOIB30BATh

24) amply — mmpoxo, ToaApoOHO

syn. broadly

25) mutual — B3anmHbIi

26) fulfillment — ucnonuenue, ocyiiecTBICHUE, peau3alys (30. TOTCHIIHATBHBIX
BO3MOXKHOCTEH)

v. to fulfill — ocymiecTBsTH, BHIIOIHATS
syn. accomplish
27) enhancement — ycuiieHue, yiydiieHue, yBeTHIeHHE

v. to enhance — ycuinTh, yIy4IIuTh, YBEITHUUT

Bonpocwi u 3a0anus:

1. Study the Vocabulary list above and fill in the gaps with appropriate words from the list
1) If youcannot ___ something, you cannot understand it.

2) He that he had been negligent.

3) The policy we 3 years ago wasn’t effective.



4) To achieve a positive and collaborative workforce, employers should begin with training that
promotes respect.

5) This thesis demonstrates that collaboration between partners is a strategy that will
the development of a heritage tourism program.

2. Answer the questions:

1) What is the Code aimed at?

2) Who does the Code address?

3) Who prepared a draft document?

4) When did the document get endorsed?

5) What encouraged UNWTO to promote the effective follow-up of its provisions?
6) Is the Code a legal document?

7) What components of travel and tourism does the Code embrace?

8) How many principles does it cover?

3. Complete the sentences according to the text:

1) The Global Code of Ethics for Tourism is a fundamental frame of reference for
and tourism.

2) The Code’ mission is to help the sector’s while its potentially
negative ____the environment, cultural and societies across the globe.

3) The General Assembly of the World Tourism Organization the document in 1999.
4) Being a by the United Nations the document expressly UNWTO to
promote the effective of its provisions.

4. Read and translate:
What is Ethical Behavior?

Different people have different beliefs about what constitutes ethical behavior. The law
defines what is and is not legal, but the distinctions between moral right and wrong are not
always so clear. In many situations lines between right and wrong are blurred. Such situations
can lead to ethical dilemmas.

When faced with ethical dilemmas, it’s important to consider outcomes of the decision-
making process. One way of dealing with ethical dilemmas is by using the four way test to
evaluate decisions. This test involves asking four questions:

* Is my decision a truthful one?
* Is my decision fair to everyone affected?

» Will it build goodwill for the organization?



* Is the decision beneficial to all parties who have a vested interest in the outcome?

When these four questions can truthfully be answered with a «yesy, it is likely that the
decision is an ethical one.

Why ethics is included in the process of decision making in hospitality sector?

The hospitality industry is considered one of the largest industries worldwide. As its
covers the fields of travel, tourism and leisure, the industry is indeed one of the important
economic contributors to most countries around the world. In order to maintain the strong status
of the industry, it is essential that its operators and managers employ the appropriate business
tactics.

Ethics in hospitality sector

Hospitality industry is among the fastest growing economic sectors worldwide. The
industry by itself is recognized as multi-billion dollar and still progressing industry. It basically
involves hotels and other forms of accommodations, fast food outlets, bars, retail stores,
restaurants. While this industry enables the provision of vast services for the clients, work
opportunities are also diverse.

Business ethics is essential in the hospitality industry for a number of reasons. One of
which is the issues typically encountered in this type of business. Accessibility, health and safety
issues including fairness, equal treatment, contingency planning, individual and institutional
responsibilities, emergency response mechanisms are some industry matters related to business
ethics. Furthermore, the factors and operations surrounding tourism-oriented businesses require
ethical actions and practices. For instance, considering that its main objective is to serve people
or tourists, a service that is morally acceptable should be delivered. This form of business also
makes use of natural or environmental resources for its operation; the protection and
conservation of these resources on the other hand require ethical protocols.

These then stresses the strong relation of the hospitality industry with business ethics.

5. Find the words in the text by their meanings:
a) the way in which someone conducts oneself
b) a problem involving a difficult choice

¢) the activity of providing food, drinks, etc. for people who are the guests or customers of an
organization

d) a factor that plays a significant part in bringing about an end or result

e) composed of distinct or unlike elements or qualities

6. Find the Russian equivalents of the following phrases in the text:
1) lines between right and wrong are blurred

2) one of the important economic contributors to most countries



3) in order to maintain the strong status of the industry

4) managers employ the appropriate business tactics

5) recognized as multi-billion dollar and still progressing industry
6) this industry enables the provision of vast services for the clients
7) emergency response mechanisms

8) surrounding tourism-oriented businesses

9) considering that its main objective is to serve people or tourists

10) the protection and conservation of these resources

7. Match up the words to make word partnerships. Find them in the text:

ethical resources
economic treatment
progressing industry
business contributor
equal behavior
individual ethics
environmental responsibilities

8. Fill in the gaps with appropriate prepositions:

1) ... different beliefs  what constitutes ethical behavior...

2) ... the distinctions _ moral right and wrong ...

3) ... situations can lead _ ethical dilemmas ...

4) When faced  ethical dilemmas ...

5)...dealing  ethical dilemmas ...

6) ... one of the important economic contributors _ most countries ...
7) ... essential in the hospitality industry  a number of reasons ...

9. Complete the text with appropriate words in the box:



diverse ethics interacts rights green apply

hotels resources ethical adheres

In the hospitality industry 1 issues abound both for the business itself and the
community at large. Business 2 is a complicated subject that can be described as the
behavior that a business 3 to in its daily dealings with the world. The ethics of a
particular business can be 4 . They 5 not only to how the business
6 with the world at large, but also to their one on-one dealings with a single customer.
Now the hospitality industry in general and 7 speciically have seem to be behind most
businesses when it comes to ethics in concern to going 8 , human 9 , diversity,
human 10 , and hotel relationships.

10. Write English equivalents:
COCTaBJIATh;

OTJINYATh,

OTIIMIUTCIBHBIN;

pe3ynbTaT, UTOT;
UCIOJIb30BATh/TIPUMEHSTh TAKTHKY;
MO3BOJISITh, JaBaTh BO3MOXKHOCTh;

IIJIaH JEUCTBUS B HEIUTATHBIX CUTyalUsIX;

HPEJOCTABIATh YCIIYTY.

11. Translate into English and write the following sentences:

1) Typuctckue pecypchl SBISIOTCS BCEOOIIUM JOCTOSITHHEM YEeIOBEYECTBa; COOOIECTBa, Ha
TEPPUTOPUHU KOTOPHIX OHH PACIIOIOKEHBI, 00JIAAIOT MO OTHOIIEHUIO K HUM OCOOBIMHU MpaBaMu
U 00SI3aHHOCTSIMU.

2) CJ'ICI[yeT nmoompATb U CO,Z[CI>'ICTBOB8.TB Pa3BUTHIO CCMCfIHOl“O, MOJIOACKHOT'O U CTYACHYCCKOI'O
TypHu3Ma, a TAaKXKC Typu3sMa JJIA IMMOXUJIBIX JIMI U HHBAJIU0B.

3) Y4yacTHUKH TYPUCTCKOTO IMponecca HJOJIKHBI TIIPpU3HATH POJIb, KOTOPYKO HI'PArOT
MCXKAYHAPOAHBIC OpraHU3alunu.

4) Oco0o0 mosie3HbIMU (pOpMaMH TypU3Ma, KOTOPBIE CIEAYeT MOOIIPSTh, SBISIOTCS MOE3AKHU C
PENUTUO3HBIMHU, 03/I0POBUTEILHBIMU, 00PAa30BaTEILHBIMU IEISIMHU, a TAKXKe ISl KYJIbTYPHBIX U
SI3BIKOBBIX OOMEHOB.

5) MecTtHOe HacelieHue JOHKHO MPUBIIEKAThCS K TYPUCTCKOM JESTeIbHOCTU U y4acTBOBaTh Ha
pPaBHONPABHON OCHOBE B TOJYyYEHUU OOpa3ylOIIUXCS HKOHOMUYECKUX, COIHAIbHBIX U
KYJIbTYPHBIX BBITOJ,.



IIpakTu4yeckoe 3anaTue Ne 7.
Tema 3ansiTusi: Insurance in Tourism /CTtpaxoBanue B Typuszme

Heas: ®opMupoBaHre HABBIKOB JIEIOBOIO B3aMMOCHCTBYSI HA QHTTIHICKOM SI3bIKE B
npodeccuoHaabHOH cdepe.

B pe3yJibTaTe 0cBO€HUSI TeMbI CTYEHT [10JI7KeH

3HATh: JIEKCUKY MTPO(ECCHOHATLHON HAPaBICHHOCTH; HOPMBI YIIOTPEOICHHS JTEKCHKH
AHTJIMHCKOTO s3bIKa B IpodeccroHanbHol chepe; 0COOEHHOCTH FPaMMaTUKU
npo¢eCCHOHATBLHOTO AHTJIMHCKOTO S3bIKA;

YMeTh: OCYIIECTBIIATH JCIIOBOE B3aMMOICUCTBUE HA aHTIIUHCKOM SI3bIKE B PO ECCHOHAIBHON
cdepe; UNTaTh U MEPEBOIUTH CHEIMATBHYIO JTUTEPATYPY ISl MOTIOIHEHUS MPO(eCcCHOHATBHBIX
3HAHUI.

AKTYaJILHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO OBJaieHueM Y K-4.
Teopernveckasi 4acTh:

1. Listen to the words referring to culture and communication, read them, find their meaning
and analyse their word-formation

Nouns: environment, evaluation, intention, receiver. Adjectives: emotional, essential, important,
logical, phonological, reciprocal, significant, substantial, successful, syllabic. Adverbs: mutually,
preferably. Participles: enriching, evolving.

2. Listen to the verbs used in the scientific and professional texts and learn them. Make the
sentences with these verbs

appreciate (appreciated, appreciated, appreciating), appreciates, v orieauts Modern society
highly appreciates the ability to communicate. This ability is appreciated in various cultures.
determine (determined, determined, determining), determines, v onpenensats In the process
of communication, we determine and take into account social status of communicators. We also
have to determine time and space, i.e. when and where the process of communication occurs.
effect (effected, effected, effecting), effects, v simusrs Culture effects communication. It effects
its development.

evolve (evolved, evolved, evolving), evolves, v passuBathcs Means of communication are
constantly evolving. Mediated communication evolves every year.

interrelate (interrelated, interrelated, interrelating), interrelates, v ocymecTBIATh
B3auMocBs3p Culture and communication interrelate. They interrelate on the levels of the
speaker, receiver and environment.

make an impact oka3zats Baustaue Communication makes an impact on culture. Intention of the
speaker makes an impact on communication.

motivate (motivated, motivated, motivated, motivating), motivates, v moruBupoBath The
result of communication is better when it is motivated. It is motivated by needs and interests of
the parties, which are the participants of communication.

stimulate (stimulated, stimulated, stimulating), stimulates, v crumynupoBatb

The process of communication is stimulated by mutual agreement of communicators. It is also
stimulated by the purposes of communication.

3. Read the text and find the facts confirming interrelation between -culture and
communication



Culture and Communication

Culture and communication are closely interrelated. Communication, being a part of
culture, motivates its development. Culture determines communication on the base of the
intention of the speaker, purpose of the receiver and the environment. The intention of the
speaker is important both in direct and mediated communication. The purpose of communication
is always significant. It can be, for example, a business letter, a face-to-face or phone personal
message. We also have to consider the position of the receivers of communication in the society:
strata, occupation, age, religion, etc. The settings, i.e. environment of communication, time and
space are substantial.

Another factor that is essential for successful communication is evaluation by the
communicators of each other’s behaviour. Values of culture make an impact on the way people
communicate. Any experience in communication, either a positive or a negative one, is worthy.
Language, as a part of culture, is of primary importance. Its whole structure also effects the way
people communicate. Let us take the phonological aspect, for example. It includes intonation,
tone, pitch of utterance, its emotional colour, logical and syllabic stress. Thus, the process of
interrelation of culture and communication is reciprocal and mutually enriching. Culture
determines communication and communication, accordingly, stimulates culture’s evolving.
Note: etc. — u Tak maiee.

4. Say in your own words how culture of your country makes an impact on communication
and determines its specific features. Give examples

5. Read the dialogue and roleplay it. What kind of insurance would you choose and why? Give
reasons

Characters: Travelex Insurance Company manager and Michael Brown Flight Insurance
- Good morning. I’d like to discuss the terms of flight insurance. Is there anything special about
this insurance?

- It’s a form of travel insurance which offers financial protection for flights. Flight accident
insurance is considered separately. If someone misses or cancels his or her air travel in case of
emergency, with travel insurance they can get adequate refund for their losses and later purchase
the other ticket. In some cases, insurance coverage is provided for the delay of flights. There also
exists the recovery for loss of luggage, but it is less than the real value.

- What type of coverage does your company provide?

- We usually meet the requirements of every passenger, providing efficient advice, emergency
assistance, and claim service. Would you like to purchase flight coverage or obtain a flight-only
insurance policy?

- Flight coverage, please. Here are my passport and travel documents.

- Thank you, sir.

6. Arrange the words to make the sentence
1. Purchase, delay, for, reason, of, the, insurance, is, flight, travel. 2. Reason, of, travel, loss,
another, purchase, insurance, for, luggage, is. 3. Occurs, weather, breakdown, cancellation, the,
or, of, mechanical, to, flight, due. 4. Hotel, and, insurance, accommodation, covers, meals. 5.
Transportation, costs, during, insurance, delays, airline, covers.



7. Imagine you are a travel insurance manager. How would you persuade your customers to
purchase the insurance policies? Write and present the dialogue between your customer and
you as the travel insurance manager.

[IpakTnyeckoe 3ansiTue Ne 8.
Tema 3ansaTusi: Communication in Tourism/KoMmMyHHKanusi B Typu3Me

Heas: ®opMupoBaHre HABBIKOB JISIOBOIO B3aMMOCHCTBYSI HA QHTTIHICKOM SI3bIKE B
npodeccruoHaIbHOI cdepe.

B pe3yJibTaTe 0cBOEHUSI TeMbI CTY/EHT /10JI:KeH

3HATh: JIEKCUKY MPOodeCCHOHATbHONU HAIPABIEHHOCTH; HOPMbI YIOTPEOIEHUS JIEKCUKU
AHTTIUHCKOTO S3bIKa B podecCHOHaNbHOU cepe; 0COOEHHOCTH TpaMMaTHKU
po(heCcCHOHATILHOTO AHIJIMHCKOIO S3bIKA;

yMeTb: OCYIIECTBIISATh JAEIOBOE B3aUMOJICHCTBIE HA aHTIIMHCKOM SI3bIKE B IPO(ECCHOHATBHOM
chepe; YUTaTh U MEPEBOJIUTD CIICIUATIBHYIO JTUTEPATYPY JUIs TIOTOJHEHUS TPOPECCUOHATBHBIX
3HAaHUU.

AKTYaJIbHOCTB TeMbI: 00yCIIOBIIeHa HEOOXOMMOCTHIO oBagenneM Y K-4, OIIK-6.
Teopernveckasi 4acTh:
1. Listen to the words referring to diversity of cultures and learn them

ability, n coco6HocTh My friend’s ability to cultural communication is known to everyone. She
is especially successful at paraverbal communication.

boundary, n rpanumia Each culture exists within its boundaries. It can also exist outside the
boundaries.

community, n 1 coobmiectBo 2 obmumua 3 oburHOocTh IN the USA a lot of people live within the
communities. They have similar ways of communication within their community.

consequence, n mocneactaue The consequence of the world integration is the development of the
global culture. The integrity itself is the consequence of the events in the modern informative
industrial world.

capacity, n 1 cmocoGHOCTh 2 BMECTUMOCTh 3 00beM 4 TIPOU3BOAUTEIBHOCTE Capacity for culture
crmocoOHOCTh K KynbType The capacity for culture is connected with the community. The
capacity for similar culture is determined by the homogeneous sets of behaviour within the
community.

diversity, n 1 pazHooOpasue 2 muoroo6pasue 3 pasnuune Diversity of cultures is provided by the
ways of forming culture. It is also ensured by the capacity for culture.

due to, prep 1 6maromaps 2 uz-3a Each culture lives due to reproduction of generations. Inclusive
education of children with problems of can be realised due to the use of computers in learning.

fission, n menenme Fission of cultures occurs due to flexibility of boundaries between the
communities. This fission leads to the diversity of cultures.

set of behavioural traits and rules ma6op moseaenyeckux yept u npasuia Set of behavioural traits
and rules is determined by culture of the community. Sets of behavioural traits and rules are



transmitted through generations. species, n 1 Buz 2 pasaoBunHocTh 3 mopoaa 4 poxn Not all living
species acquire their culture. Species of apes differ from each other.

2. Learn the verbs. Think of new sentences with them

acquire (acquired, acquired, acquired, acquiring), acquires, v 1 npuoOperaTh 2 mojy4atrb 3
oinaaeBats Children in the society acquire sets of behaviour through transmission of
information. Small children can easier acquire culture of another community.

advance (advanced, advanced, advancing), advances, v 1 mnpoaBurath 2 OpOABHraThbCs 3
pasBuBaThcs Each nation advances its culture. State helps to advance it.

constitute (constituted, constituted, constituting), constitutes, v 1 cocraBnste 2 00pa3oBbIBaTh 3
yupexxaats People of the same nation constitute the community. Culture constitutes the way of
life, traditions, beliefs, languages of the nation.

divide (divided, divided, dividing), divides, v 1 neauts 2 pasgenuts 3 aeautbes form (formed,
formed, forming), forms, v 1 oGpa3oBsiBath 2 (dopmupoBathk 3 co3mgaBath New cultures are
formed because of fission of cultures. The speed of this fission is diverse.

have an impact on somebody 1 oka3ars BiausiHHE Ha KOT0-1100 2 0Ka3aTh BO3JCHCTBHE HA KOTO-
au60 Roman culture had an impact on culture of Celts. Danish culture also had an impact on
culture of Celts and Saxons.

originate (originated, originated, originating), originates, v mpoucxomute Modern American
culture originates from the cultures of Europe, Africa, Asia, and Latin America. German culture
originated from the culture of ancient tribes.

produce (produced, produced, producing), produces, v mpoussomuts Different communities
produce various cultures. They produce them due to processes in society.

3. Read the text and determine the reasons for the diversity of cultures. Arrange the reasons in
the logical order

Diversity of Cultures

Considering that culture is the cognitive system, let us determine the reasons for the
diversity of cultures. Both the ways of forming culture and the capacity for culture are important
for it. How is the diversity of cultures produced? Fission of cultures is advanced by means of
generations’ reproduction in the families. Geographic and environmental factors have an impact
on speed of fission. But these factors only could not have stimulated development of the
diversity of cultures, which is impossible without the humans’ ability of the behaviour’s
transmission, providing fission of cultures. The consequence of these processes is the emergence
of boundaries between human communities and it is the vital element of the evolutionary
ecology of culture.

Derivation of the diversity of cultures originates from the cognitive capacity for culture
and also the issues of the demographic ecology. Due to social transmission and mental processes,
new generations of species process and acquire information and specific sets of behavioural traits
and rules, which are homogeneous within intra-population variation and heterogeneous within
inter-population variation. Boundaries of the communities are flexible. In modern society the
process of moving people from community to community occurs more often, in spite of the fact
that these communities can be different as ethno-linguistic groups. New cultures can be formed
this way. For example, Dagestani, living in Ciscaucasia in Russia, constitute a set of linguistic



and ethnic groups, which, in turn, are divided into clans, forming their own cultures within the
culture of Dagestan and Russia.

4. Read the words. Analyze the morphology of the words before reading the text. Classify the
words according to the parts of speech and verbals

Archeological, comparative, considering, consumer, developer, development, declared,
enhancing, existing, execution, expectation, historical, improvement, initiative, integrated,
management, natural, offered, paleontological, participation, potential, expecting, presented,
recommendation, sacred, satisfaction, situational, social, socio-demographic, spiritual,
sustainable, visiting.

5. Study the method of creating the tourist project in English. Write out the essence of method
using the development order

Key Factors for Development of Tourist Project

In development of project in tourism, it is first necessary to take account of the cultural heritage
of the country, work out and implement national strategy on heritage and cultural tourism. The
cultural heritage includes historical buildings and places, oral history and traditions, declared
heritage sites, cultural objects and collections, rituals and cultural performances, artefacts and
crafts, art performances and creative arts, skills and techniques of fine arts, natural and cultural
aspects of the environment, archeological artefacts, cultural values and respect of culture and
heritage, cultural festivals, paleontological remains, sacred and spiritual sites. Next, project
developers, to make tourism sustainable, have to consider social cohesion, public participation of
the local communities and private participation in tourist activities and initiatives. They make the
analysis of the demand for cultural tourism, considering socio-demographic characteristics of
consumers of Heritage products: age, gender, race, education, and social status. By means of
situational analysis and comparative studies the specialists in the sphere of tourism make the
analysis of current situation and project future developments in this sphere, its monitoring and
evaluation with periodic reports, presenting information on current trends and best practices by
means of integrated management. They determine the approach for execution of strategies,
purposes and activities, development of medium and long-term action plan, level of knowledge
of existing and potential tourist products, expectations of customers for visiting the product,
services offered, customers’ needs and their satisfaction with the products and recommendations
for their improvement, enhancing the customers’ experience in cultural heritage.

IIpakTuyeckoe 3ansaTue Ne 9.

Tema 3ansaTus: Getting to Destination /Kak no6paTbcst 10 MecTa Ha3HAYEHHS.
I'pammaruka: Ilpomenmniee coBepuieHHO-TPOI0JIKEHHOE BpeMsl.

Hesan: DopMupoBaHUe HABBIKOB JIEJIOBOTO B3aMMOICHCTBHS Ha aHTJIMHCKOM SI3bIKE B
npodeccuoHanbHOM cepe.

B pe3yabTaTe OCBOCHUA TEMbI CTYACHT MOJIKCH

3HATh: JIEKCUKY MTPO(ECCHOHATLHON HANPaBIEHHOCTH; HOPMBI YIIOTPEOICHHS JTEKCUKH
AHIJIMICKOTO sI3bIKa B IpoQecCuoHanbHOM chepe; 0cOOEeHHOCTH TpaMMaTHKH
po(hecCHOHATBHOTO AHTIIMHCKOTO S3bIKA;



yMeTh: OCYIIECTBIIATD JEI0BOE B3aMMOACHCTBUE HA aHTIIMHCKOM S3bIKE B TPO(ECCHOHATBHOM
cdepe; UNTaTh U NEPEBOJUTH CHELMATIBHYIO JIUTEPATYPY JUIsl TOMOIHEHUS PO(ECCHOHAIBHBIX
3HAHWUM.

AKTYaJIbHOCTh TeMbI: 00yCIIOBJIEHA HEOOXOIMMOCThIO OBIajieHneM YK-4.
Teopernyeckasi 4acTh:

1. Listen to the words, read them, write the words they are originated from, analyse the cases
of their derivation, mark suffixes and prefixes

Assertive, belonging, caused, communication, conversation, eastern, especially, careful,
individuality, living, long-term, pre-talk, previously, short-term, spelling, started, tradition,
unequally, using, western.

2. Read the text and find the ways of overcoming cultural differences. Say if you know any
other ways of overcoming them

influence, n Bmusaue Spanish influence on Latin American countries is significant. This
influence manifests itself in Latin American culture.

overcome difficulties mpeomoneBats TpymaHoctu It’s very important to find the ways of
overcoming cultural differences. One has to develop skills of empathy to overcome difficulties.
previously, adv. 1 mpexsaputensto 2 3apanee T0 overcome cultural differences, you ought to
previously study another culture. It is better to compare the cultures previously.

perceive (perceived, perceived, perceiving), perceives, v BocripuarMaTh YOU ought to perceive
another culture with respect. And watch how the people of another ethnic group perceive your
culture.

Ways of Overcoming Cultural Differences

In everyday life and in business it is important to learn to overcome difficulties due to
cultural differences. Because of cultural diversity people of different cultures can view the same
things unequally. To overcome these difficulties, develop the skills of empathy. Do thorough
analysis of another culture using different sources and imagine how people belonging to this
culture will perceive the values of your culture and the behaviour of the people caused by it.
Take into account the individuality of each person in the boundaries of his or her culture. Learn
the right variant of spelling of their names and the way you’ll appeal to them. See who usually
makes the decisions in the country: people of the top (France, Greece, Spain, Italy) or of the
middle rank (Nordic countries), the individuals (the USA) or the groups of people (Japan).

Use different approaches in a masculine or a feminine culture: the decisions are more
assertive in the masculine culture, e. g., in Great Britain or the USA. And be especially careful
with the attitude towards the women in the countries of Asia, Africa and the Middle East. The
type of culture also makes an impact on the duration in making business decisions. It can be a
short-term period in the western countries and a long-term period in the eastern countries to
resolve the problem.

Consider implicit style of communication in the countries of Asia, more direct style in the
countries of Europe, Australia and the USA and the difference in the discourse if the talk is
started with the topic of the conversation or the pre-talk. You can learn more about the culture
and communication style of the country living for some time in the local community of this
country or ask for advice from people who had previously lived in the country and are well
aware of its culture, traditions and customs.



3. Choose any country with the culture which differs from the culture of your nationality and
think over how you will act to succeed in overcoming cultural differences

4. Listen, read and study the words on the topic ‘A Trip to the Airport’.

arrive at/in (arrived, arrived, arriving), arrives, v npu0site B drop off, v 1 BeicaxxuBarp 2
nosestu 10 pack (packed, packed, packing), packs, v 1 nakoBats 2 ynakosbiBaTh Shuttle, n 1
MmapripyTHoe Takcu 2 Tpancdep tips, n waesie Notes: Use of preposition at after the verb arrive
denotes specific point in time, period of time, specific places. Use of preposition in after the verb
arrive denotes general places.

5. Learn conversational phrases before reading the dialogue.

Be late — onmasasiBaTh, call up a taxi — Be3BaTh Takcu, go by shuttle/taxi — exaTs MapipyTHBIM
takcu/Takcu, drop-off location — mecto Beicanku, flat fee — pukcuposannas riara, hurry up —
notoponutkesi, N half an hour — w4epe3 momwaca, miss the flight — npomycruts
aBuapeiic/moner/nepener, Miss the plane — ono3mars Ha camosner, pay in cash — 3ammatuTh
nannyabiMH, Pick-up location — mecto Be3oBa. Can | call a taxi at the moment? Mory s
BbI3BaTh TakCH B JaHHbIH MOMeHT? It’s over there. Oto Tam. Keep the change. Crnauu He Haso.
That’s it. Bor umenHo. /IIpaBunbHO.

Where are you headed? /Where are you going? Kyna Bbl HanpapisieTech?
Note: We say ‘Keep the change.’ in case if we want to give tips.

Pa3nea 2. Kpocc-kyabTypHass KOMMYHUKaLUS
IIpakTnueckoe 3ansaTue Ne 10.

Tema 3anmstus. Cross-cultural Communication. The Past Perfect Continuous Tense
/Kpocc-kyabTypHasi  komMmyHukamusi. ['pammaruka:  Ilpoineamiee  coBepileHHO-
leOIlO.]'I)KeHHOB BpeMﬂ.

Hesan: opmMupoBaHe HABBIKOB JIEJIOBOTO B3aMMOIECHCTBHS Ha aHTJIMHCKOM SI3bIKE B
npodeccuoHanbHOM cepe.

B pe3yabTaTe OCBOCHHUA TEMbI CTYACHT DOJIKCH

3HATh: JIEKCUKY IPO(ECCUOHATILHON HAIIPaBIIEHHOCTH; HOPMbI YIOTPEOJIEHUS JIEKCUKU
AHIJIMICKOTO SI3bIKa B IpoQeccuoHanbHOM chepe; 0cOOEHHOCTH TpaMMaTHKH
po(hecCHOHABHOTO AHTJIUHCKOTO S3bIKA;

yMeTh: OCYIIECTBIISATh ACIIOBOE B3aMMO/ICHCTBIE HA aHTIIMHCKOM SI3bIKE B PO ECCHOHATBHON
cdepe; yUTaTh U MEPEBOUTH CHELMATBHYIO JTUTEPATYPY ISl MOMOJIHEHUS TPO(deCCHOHATbHBIX
3HAHUN.

AKTYaJIbHOCTh T€MbI: 00YCIOBJIeHA HEOOX0IUMOCThIO OBlaacHneM YK-4.
Teoperuyeckas 4acTh:
Past Perfect Continuous - mporie/iiree COBEPIUICHHOE UTUTEIBHOE BPEMsI

Bpewms Past Perfect Continuous yka3ssiBaeT Ha JAeHCTBHE, KOTOPOE HAYAJIOCh B MPOIILJIOM,
IPOJI0JIKAIOCH B TCUYCHHE HEKOTOPOT'O BPEMEHH U JTHOO0 3aKOHYHIIOCH HEMTOCPEACTBEHHO MePeT
HEKUM MOMEHTOM B MPOILIOM HJIH BCE €Ille HEe 3aKOHYMIOCH K HEKOEMY MOMEHTY B IPOIILIOM.



I had been typing this text for 2 hours and then found it on the Internet.
S Habupan 3TOT TEKCT J1Ba Yaca, a IOTOM Hareln ero B IHTepHeTe.

I had been waiting for his airplane for 2 hours when it was announced about delay.
bl JKaall €ro CaMoJICT YKC JiBa 4aca, Korja 00BABUIIN O €TO 3aZICPIKKE.

Oo6pazoBanue Past Perfect Continuous

st Toro, yToOBI IOCTaBUTH TJ1arod B hopmy Bpemenn Past Perfect Continuous, Tpedyercst
BCIIOMOTaTeNbHbIH riaroi to be Bo Bpemenu Past Perfect u npuuactue HacTosiero
BpeMeHH (opma V-ing) CMBICITIOBOTO TJIaroJa.

To be Bo Bpemenu Past Perfect umeer eaunctBennyio ¢hopmy had been.

[Ipuyactue Hactosmero Bpemenn (Participle 1) MmoxxHO TosTy4anTh, MpUOaBUB K HAYAJIBHON
dbopMe 3HAYMMOTO IJ1arojia OKOHYaHue -ing:

jump — jumping
live — living

YTBep,I[I/ITeJ'ILHbIe MNpCaJIOKCHUA:

| had been playing We had been playing

You had been playing You had been playing

He / she / it had been

playing They had been playing

B BOIIPOCUTCIILHOM NPCIIJIOKCHUN BCIIOMOTaTeNbHEIN rimaroi had BeIHOCHTCS Ha MeCTO nepeq
nogic)Kaum, a OCTajibHaA 4aCTb CKa3yE€MOTI'O pacCriojiaracTtcs 1mocjc HETo:

I saw many puddles. Had it been raining?
S Bunen muoro nyx. llen noxnap?

BOHpOCI/ITeJ'ILHHe MMPpEAJIOKCHUA:

Had | been playing? Had we been playing?

Had you been playing? Had you been playing?

Had he / she / it been

playing? Had they been playing?

B oTpuaTenbHBIX MPEIOKEHNIX 3a BCITOMOTaTeIbHBIM T1arosiom had cieayer oTpuiarenbHas
yacTtuna not:

Of course he did not want to sleep! He had not been working like a horse all the week.
PaSyMCCTCH, €MY HC XOTCJIOCh cnatb! OH-TO He pa60TaJ'I KaK BOJI BCO HEACIIO.

OTpI/II_[aTeJ'H:HBIe MPCAJIOKCHUA:


https://www.native-english.ru/grammar/verb-to-be
https://www.native-english.ru/grammar/participle
https://www.native-english.ru/grammar/participle
https://www.native-english.ru/grammar/past-perfect

I had not been playing We had not been playing
You had not been playing You had not been playing

He / she / it had not been

playing They had not been playing

1. Learn the words

apply (applied, applied, applying), applies, v 1 npumensats 2 odpamarbcs 3 I01aTh 3asBICHHE
Various measurements are applied to research in the field of cross-cultural communication.
Scientists use level analysis studying cross-cultural communication.

approach, n 1 moxxox 2 merox Scientists apply numerous approaches for cross-cultural
investigations. Approach can be considered as a method in science.

complicated, a cnoxusiit The research of cross-cultural communication is most complicated.
The dimensions of cross-cultural communication are complicated.

connect (connected, connected, connecting), connects, v 1 coemuHsaTh 2 HOAKIIOYATH 3
cesaszate All kinds of communication are closely connected with each other. Concepts are
connected to evaluations.

incorporation, n 1 Bkmodyenue 2 uHKopropamus 3 oobeauHenue 4 BeeacHue Incorporation of
other scientists’ papers is important in research. We analyse incorporation of theory of cross-
cultural communication into communication theory.

intend (intended, intended, intending), intends, v namepeBatscs The students of our group
intend to make a research of cross-cultural communication. They also intend to investigate the
approaches to intercultural communication.

investigate (investigated, investigated, investigating), investigates, v 1 uccienoBars 2 u3ydaTh
3 paccnemoBars The problems of cross-cultural communication have to be further investigated.
They have to be investigated on the level of subcultures or co-cultures.

versatile, a 1pa3snoctoponnuii 2 MHOTOrpaHHbId 3 ruOkuii 4 MHOroctoponHuii The studies of
cross-cultural communication are versatile. The approaches to cross-cultural communication are
versatile.

2. Analyse the morphological structure of the terms cross-cultural, intercultural, intergroup,
intracultural

3. Read the text and 1) write definitions of cross-cultural, intercultural and intracultural
communication 2) identify the purposes of theory of cross-cultural communication

Cross-cultural Communication

Cross-cultural communication is a communication between the representatives of whole
cultures. In comparison with it, intracultural communication occurs between the members within
the boundaries of one culture and intercultural communication denotes interpersonal relations on
the level of the individuals of different cultures. Both cross-cultural communication and
intercultural communication can be classified as sections of intergroup communication. The
researchers use the theory of cross-cultural communication for comparing and contrasting the
communication of people from different cultures and explaining their variations. It is one of the
approaches intended for incorporation of culture into the theory of communication, connecting
measurements of variability of culture with its standards and laws, making an impact on



communication behaviour.

These measurements can be applied to theories in various fields of science, i.e.,
communication, psychology, and sociology. Measurements are versatile and complicated. The
studies revealed that for human beings in all the cultures attitudes, stereotypes, values and
feelings are applied as the determining factors in cultural concepts. For example, for the people
from the Mediterranean area gestures are more important than for the Nordic people. Another
example, illustrating this theory is that the Japanese are more task-oriented and the Americans
are more process-oriented.

4. Give examples, illustrating the theory of cross-cultural communication on the base of
cultural attitudes, stereotypes, values and feelings.

5. Make sentences in Past Perfect Continuous Tense

1) ... before Tom came to the court. Helen/to play/tennis/for an hour and a half.
2) ... before he retired. Mr Black/to work/as a lawyer/for twenty-five years.

3) ... when the bus arrived. We/ to wait/f or forty minutes.

4) Sheila looked tired because She/to sew/a dress/for her little daughter/all day.
5) Before Jack got to level four .... He/to play/the same game/for three hours.

6) Mike’s neighbours were angry because .... He/to listen/to loud music/for four hours/yesterday
evening.

7) Everybody was very hungry because .... They/to work/all day/without/a break for lunch.
8) ... when suddenly the car broke down. We/ to drive/for five hours.

9) ... before the plane landed in the airport late in the evening yesterday. They/to fly/for six
hours.

10) ... since Easter. Alex and Den/to prepare/for the exams.

6. Make sentences in Past Perfect Continuous Tense

1) My sister ... (to practise) for two months before that concert.

2) The boys ... (to fish) for three hours before Tom caught the first fish.

3) We ... (to discuss) that problem for more than an hour before we found the right solution.
4) Henry ... (to wait) for half an hour before he saw his girlfriend getting off the tram.

5) Driving to the hospital was difficult as it ... (to snow) all night.

6) Polly ... (to study) economy since she entered university.

7) Ron’s collection of coins was valuable as he ... (to collect) them since he was a schoolboy.

8) When Sam returned home we ... (to watch) that TV programme for a quarter of an hour
already.

9) Bill’s coat and mittens were wet because he ... (to play) snowballs with his friends in the
yard.

10) David was irritated because the police inspector ... (to ask) him questions for more than an
hour.

7. Make sentences negative



1) Brian had been trying to find a better job for three weeks.

2) Little Johnny had been riding his new bike all day yesterday.

3) Robert and Frank had been fixing that computer for two hours yesterday.

4) Julia had been typing the report all the morning yesterday.

5) It had been raining all night last Tuesday.

6) The Smiths had been building their house for four years.

7) We had been skating for three hours yesterday.

8) You had been decorating the classroom for more than two hours last Saturday.
9) The twins had been fighting in the backyard when their mother saw them.

10) Molly had been speaking on the phone for an hour and a half yesterday evening.
8. Make sentences interrogative

1) Brian had been trying to find a better job for three weeks.

2) Little Johnny had been riding his new bike all day yesterday.

3) Robert and Frank had been fixing that computer for two hours yesterday.

4) Julia had been typing the report all the morning yesterday.

5) It had been raining all night last Tuesday.

6) The Smiths had been building their house for four years.

7) We had been skating for three hours yesterday.

8) You had been decorating the classroom for more than two hours last Saturday.
9) The twins had been fighting in the backyard when their mother saw them.

10) Molly had been speaking on the phone for an hour and a half yesterday evening.

ITpakTnyeckoe 3ansaTue Ne 11. Customs Allowances for Import of Goods to the UK
/TamoxenHblii kKoHTpoab Culture of the USA /MuoronaunonaibHas KyJabTypa CIHIA

Heanb: ®opMupoBaHUE HABBIKOB JIETIOBOTO B3aMMOACHCTBUS HAa aHTJIMHACKOM SI3BIKE B
npodeccuoHanbHOM cepe.

B pesyibTare 0CBOCHHUSI TEMBI CTYIEHT A0JI5KEH

3HATh: JIEKCUKY MTPO(ECCHOHATLHON HANPaBIEHHOCTH; HOPMBI YIIOTPEOICHUS JTEKCUKH
AHTJIMHCKOTO S3bIKa B podeccHOoHaNbHON cepe; 0COOEHHOCTH IpaMMaTHKU
po(hecCHOHABHOTO AHTJIUHCKOTO S3bIKA;

YMeTh: OCYIIECTBIISATH JEIIOBOE B3aMMOICUCTBUE HA aHTIIMHACKOM SI3bIKE B PO eCCHOHATBHOM
chepe; YUTaTh U IEPEBOJIUTD CIICIIMAIIBHYIO JTUTEPATYPY SIS TIOTIOTHEHHUS TPOPECCHOHATBHBIX
3HaHUNA. AKTYaJbHOCTH TeMbI: 00YCIIOBICHA HEOOXOAUMOCThIO OBNageHreM YK-4.

TeopeTuyeckasi 4acTh:

1. Study the customs allowances for people coming to the UK.



counterfeit, n kourpadaxt banned, past participle 3anpemiennsiii drugs, n vapkorukw illegal, a
HE3aKOHHBIM Weapon, n opy:xue Customs Allowances for People Coming to Great Britain

Upon arrival at the customs office choose the correct channel for yourself, but first make sure
what you can bring in. There are restrictions on what you can and cannot bring into the UK. Do
not bring any animal, plant, fruit and vegetable or dairy products in from outside the EU. If you
fail to declare banned items, you can face severe delays and prosecution. There are restrictions
on the quantities and value of tobacco, alcohol and gifts you can bring to the UK. If you fail to
declare items over your allowances, these may be seized. Never bring in counterfeit goods,
illegal drugs, offensive weapons or indecent material. Bringing in an unlicensed firearm or
offensive weapon can lead to a fine or imprisonment and the item will 55

be seized. You must declare cash in any currency worth €10, 000 or more if you are travelling
from the country outside the EU. You could face a penalty of up to £5, 000 if you don’t declare
your cash or give incorrect information. Information posters are available to provide more
details. If in doubt, speak to the Border Force officer or use the red phone in the red customs
channel. Follow the signs for onward travel.

2. Listen to the dialogue and read it

Seizure of Drugs by Customs
Characters: Border Officers and the passenger from Zambia

Border Officer 1: This man seems suspicious to me. He is too anxious about his baggage. His
behaviour is rather unusual.

Border Officer 2: Let’s stop him and take him aside for questioning. Sir, we’re going to ask you
some questions. Your passport, please. What is your home country? Is it really Zambia?

Zambian: Yes, it is.
Border Officer 1: Are these your suitcases? Do you know what’s inside them?
Zambian: Yes, | do.

Border Officer 2: Have you any counterfeit goods, illegal drugs, offensive weapons or indecent
material?

Zambian: No, I haven’t.

Border Officer 1: I’ll have to use the machine for traces of drugs in your suitcase, walls and
bottom. Ah, the machine has traced heroin. Drug smuggling. An unlimited fine, up to seven
years of prison or both. We’ll have to detain you, write protocol and pass it to the authorities.

Zambian: Can we settle the matter between themselves? I’d never dealt with the drugs before.
Border Officer 2: No way. It’s against the law.

Task 3. Roleplay the dialogue.

IIpakTHyeckoe 3ansaTHe Ne 12.
Tema 3ansaTus: Travelling by plane / IlyremecTBue aBuaTpancnoprom

Heans: ®opMupoBaHUE HABBIKOB JEJI0BOI0 B3aUMOACHCTBUS HA aHIJIMKACKOM SI3BIKE B
npodeccruoHaabHOM cdepe.



B pe3yabTaTe OCBOCHUA TEMbI CTYACHT M0JIKCH

3HATh: JIEKCUKY MTPO(ECCHOHATLHON HAPaBIEHHOCTH; HOPMBI YIIOTPEOICHHS JTEKCUKH
AHTJIMICKOTO SI3bIKA B IPOQecCHOHaNBbHOM chepe; 0COOEHHOCTH TPaMMAaTHKH
po¢eCCHOHATIBHOIO aHIINHCKOTO A3bIKA;

yMeTh: OCYIIECTBIIATH JEI0BOE B3aMMOACHCTBUE HAa AaHTJIMHCKOM S3BIKE B TPO(PECCHOHATBHOM
cdepe; UNTaTh U NEPEBOJUTH CHELMATIBHYIO JIUTEPATYPY JUIsl TOMOIHEHUS PO(eCcCHOHAIBHBIX
3HAHUM.

AKTYaJIbHOCTh TeMbI: 00yCIIOBJIEHA HEOOXOIMMOCThIO OBJIajieHneM Y K-4.
TeopeaneCRaﬂ JacThb.
1. Learn the words

entertainment, n 1 passiekarenapHas mporpamma 2 paspicueHus Entertainments are a part of
tourist business. Entertainments are inseparable from leisure. leisure, n nocyr When people are
on tour, they usually wait for leisure and entertainment. Leisure and entertainment are
inseparable from cross-cultural communication in tourism.

2. Find the compound words in the text and analyse their origin

3. Read the text and explain how cross-cultural communication is used in tourism for
propagation of different cultures

Use of Cross-cultural Communication in Tourism

Movement of travellers across different countries is conducted most on the base of cross-
cultural, and to the lesser extent, intercultural communication. It contributes to communication
between the societies and cultures within these societies, promotes adaptation of the cultural
model of the visited country, perfects the knowledge of this model by means of its direct
observation and perception with the help of explanations and commentaries of tour guides. The
cultures become more understandable and tolerant for the people of other cultures. Tour agencies
and their staff, i.e., tour agents, tour operators and tour guides implement cross-cultural
communication, presenting their own culture and other cultures.

Cross-cultural propagation in tourism differs from other kinds of cultural knowledge by
its lightness and pleasure, leisure and entertainment. The tour has to be most successful, the
impressions of another culture must be the best. Use of cross-cultural communication in tourism
is a way of creating the conditions of mutual understanding for the people of different cultural
communities with diverse cultural backgrounds, their life style, rules of behaviour, beliefs,
customs and traditions.

4. Imagine that the tourists belonging to other cultures in foreign countries are going to come
to your country. How would you propagate your culture? Present the strategic plan.

IIpakTnueckoe 3ansaTue Ne 13.
Tema 3ansatusi: Egyptian Customs and Traditions/Erunerckue o0b14an ¥ TP uIUN

Hesan: DopMupoBaHUe HABBIKOB JIEJIOBOTO B3aMMOICHCTBHS Ha aHTJIMACKOM SI3bIKE B
npodeccuoHansHOM cepe.

B pe3yabTaTe OCBOCHHUA TEMbI CTYICHT JO0JIKCH



3HATh: JIEKCUKY MPOGECCHOHATHLHON HANIPABIEHHOCTH; HOPMBI YIOTPEOIECHUS JICKCHUKHU
AHTJIMICKOTO S3bIKa B PpOoecCHoHaIbHOM cdepe; 0COOEHHOCTH TpaMMaTHKHI
po(heCcCHOHATLHOTO aHTJIMHCKOTO SI3BIKA;

YMeTh: OCYIIECTBIIATH JCIIOBOE B3aMMOICHCTBUE HA aHTJIMHCKOM SI3BIKE B PO ECCHOHATBHOM
cdepe; UNTaTh U MEPEBOIUTH CHEIMATIBHYIO JTUTEPATYPY ISl MOTIOIHEHUS TPO(eCcCHOHATBHBIX
3HAHUI.

AKTYaJIbHOCTDh Te€MbI: 00YCIOBIIEHAa HEOOXOAMMOCTRIO oBianeHrneM YK-4.
TeopeTuyeckasi 4acTh:

1. Study the words before reading about customs and traditions of Egypt

church, n uepkoBs

fusion, n 1 o6bpeaMHEHME 2 CIUIAB 3 CIUSHUE

headquarters, n 1 rnaBHoe ynpapieHue 2 mrad-KBapTUpa

mosque, N MeYyeTh

Background Knowledge Cairo is the capital of Egypt.

Ramadan is a religious holiday in Islam, a Holy month. It is a month for prayer, affection, and
charity.

2. Read the text and find key features of the Egyptian culture

Customs and Traditions of Egypt The contemporary culture of Egypt is a fusion of versatile
customs and ethnic traditions. There still exist the traditions of Ancient Egypt, the Arabic culture
of native tribes and even the elements of the British culture. Ethnically Egypt is a part of wider
Arabic world, Arab League. Arab League headquarters is in Cairo. Egypt is an Arabic-speaking
country with its own dialect. English is the second widely-spoken language. Three fourths of the
population are the followers of Sunni Islam and the others are Coptic Christians. That is why the
masculine type of leadership prevails in the society and in the family as a part of the society.
Religious customs are essential for people of both religions with their riots and rules. Mosques
and churches are numerous. Ramadan is the most important holiday. The Islamists do not drink
alcohol and do not eat pork. That is why it is better for both men and women to abstain from
drinking in Egypt and the women should follow stricter rules of behaviour in society. For women
it is better to choose the modest way of behaviour, adopted in the Egyptian society, and the
women’s clothes ought to be common and covered.

The Egyptian family as in most eastern cultures is integrated. Family values and relations are
greatly respected, hospitality as the part of Arabic culture is welcomed, but, at the same time, the
62

foreigners have to be careful in their words and actions not to offend the hosts and not cause
aggression towards themselves. All kinds of invitations in Egypt have to be repeated more than
once.

3. Speak about a) Egyptian ethnicity b) languages spoken in Egypt 3) beliefs of the country 4)
family. Make it a discussion.

4. Write informative essay about ancient Egyptian architecture

IIpakTyeckoe 3ansaTue Ne 14.

Tema 3anarusa: Hotel /I'ocTunnmna



Heans: opMupoBaHUE HABBIKOB JE€JIOBOIO B3aUMOACHCTBUS HA aHIJIMKACKOM SI3BIKE B
npodeccuoHanbHOH cdepe.

B pe3yjabTaTe 0OCBOCHUHA TEMbI CTYACHT JTO0J/IZKCH

3HATh: JIEKCUKY MTPO(ECCHOHATLHON HAPaBIEHHOCTH; HOPMBI YIIOTPEOICHHS JTEKCHKH
AHTJIMICKOTO SI3bIKA B IPOQecCHOHaNbHOM chepe; 0COOEHHOCTH TPaMMAaTHKH
po¢eCCHOHATIBHOIO aHIINHCKOTO A3bIKA;

yMeTh: OCYIIECTBIIATH JEI0BOE B3aMMOACHCTBUE HAa AaHTJIMHCKOM S3bIKE B TPO(PECCHOHATBHOM
cdepe; UNTaTh U NEPEBOJUTH CHELMATIBHYIO JIUTEPATYPY JUIsl TOMOIHEHUS PO(eCcCHOHAIBHBIX
3HAHUM.

AKTYaJIbHOCTH TeMbI: 00YyCJIOBJIEHAa HEOOXOAUMOCTHIO oBiafieHeM YK-4.
TeopeTuveckas 4acTh:

1. Learn the words

decision making npunstre pemenus Decision making involves much thinking. Decision
making requires time.

eastern, a Bocrounsiii Eastern culture verses western culture. Eastern culture is more
ceremonial.

enterprise, n npexnpusitue Problem of cross-cultural communication is essential for the work of
enterprises. Enterprises are multinational.

exchange of opinions oomen muenusimu Exchange of opinions continued till 5 p. m. Exchange
of opinions will continue tomorrow.

express consolidated will Beipaxkatsh koHCONMAMpPOBaHHOE HaMepeHue The people of eastern
culture express consolidated will. It’s the mode of work to express consolidated will.

flow, n 1 teuenue 2 motok The flow of words has suddenly stopped. Thinking arouses the flow
of thoughts.

mode, n 1 pexum 2 ciocod The mode of decision making differs in eastern and western cultures.
The mode of decision making depends on the type of culture.

participant, n yaactauk All the participants of the group took part in the discussion. The
participants of exhibition presented their works.

proposed agenda npeiaraemast moBectka jaHs The group leader presents the proposed agenda.
The proposed agenda has to be openly voted.

reach a decision 1 mpuiiTu k perieHuo 2 npuHATH pernenue T0 reach a decision, American
participants of the group speak openly. To reach a decision, Japanese participants of the group
discuss the problem previously.

quite the reverse coscem Hao6opoT Eastern culture is, quite the reverse, collectivistic. This
culture is, quite the reserve, ritualistic.

take into account npunsaTh Bo BuumManue We take into account communication style.
Intercultural transformation has to be taken into account.

temporal aspect BpeMeHHO# aclieKT

Temporal aspect is one of the components of appreciation of decision making. Temporal aspect
means taking long-term or short-term decisions.

understand (understood, understood, understanding), understands, v mouste To understand
the culture of another country, you have to study it. It’s not difficult to understand the culture of
another society if you have a wish to do it.

western, a 3anaausiii Western culture is less ritualistic than the eastern culture. Western culture
is individualistic.

2. Analyze the structure of the words



Adjectives: collective, consolidated, cross-cultural, cultural, dissimilar, eastern, final, formal,
ingenious, multinational, national, non-western, previous, scientific, temporal, unlike, western.
Adverbs: anew, certainly, cross-culturally, ethnically, previously.

3. Read and translate the text

Western Versus Eastern Cross-cultural Communication
Theoretical studies of cross-cultural communication reveal differences and certainly, the
problems, which have to be overcome between the western and the eastern world. The western
concept of scientific world versus non-western concept of Asian lifeworld. More people are
crossing their national boundaries nowadays and beginning their work in other countries,
sometimes, with cultural background unlike their ingenious culture. The problems of cross-
cultural communications arise both in everyday life and at the working places. There is a
tendency that companies and enterprises become multinational. The problems arise from the fact
that there exist dissimilar ways of decision-making. Though the roots of cognition are universal,
the values, behaviour, beliefs, and feelings vary in the societies. Dealing with the problem, we
have to take into account the personality taking decisions, the way and kind of discussion,
temporal aspect and the mode of reaching a decision. In America individual can take a decision,
but in the eastern countries the role of the leader is to follow and understand the flow of
discussion. The discussion of the problem in America is done according to the proposed agenda
and on the base of collective exchange of opinions of all the group participants. In Japan, quite
the reverse, are held prior consultations on the agenda. If the decision is previously taken, it is
next represented at the formal meeting. If there is no previous decision making, the agenda is not
presented at the meeting at all. If the temporal period of taking decision is too short, in the
eastern country it can be prolonged. In the western world the final decision is announced and
voted, and in the eastern country the participants have to express consolidated will. Thus, the
question of who ethnically will be responsible for taking decisions in the process of the
discussion and for the final decision ought to be cross-culturally investigated.

4. Read the dialogue

Hotel Booking Characters: hotel receptionist and Michael Brown
- Good morning. Is it Friedrichstrasse 158, the Westin Grand Berlin hotel?

- Yes, what can | do for you?

- My name is Michael Brown. | am from London and would like to book a room for the next
month at your hotel.

- And the date is ...

- From January 26th until February 5th.
- What room?

- Two single rooms, please.

- What class?

- Are junior suites available?

- Yes, they are. The price is an Euro per night. But we can offer spa suite for two Euros per night
with 50 % price discount. The booking is safe. We have a qualified staff. In addition to spa
services, there is an elegant indoor pool, fitness centre, an attractive garden. Restaurant. Rich
food. The rooms are cozy with flat-screen TV, comfortable beds. We provide bathrobes and
slippers in bathrooms.



- What about the Internet?
- Free Wi-Fi.

- I’ll book two single rooms with spa facilities from January 26th until February 5th at your
hotel. How can one get to it from Berlin Tegel airport?

- You can get by taxi or public shuttle.

- Thank you.

IIpakTnueckoe 3ansaTue Ne 15.
Tema 3ansaTusi: Staying at the Hotel /IIpo:xuBanue B rocTuHHIE

Hesan: DopMupoBaHHe HABBIKOB JICJIOBOTO B3aMMOJICHCTBHS Ha aHTJIMACKOM SI3BIKE B
npodeccuoHabHOH cdepe.

B pe3yabTaTe OCBOCHUA TEMbI CTYICHT HOJIKCH

3HATh: JIEKCUKY IPO(ECCUOHATILHOW HAIIPABIICHHOCTH; HOPMBI YIOTPEOJICHUS JICKCHKU
AHTTIUHCKOTO S3bIKa B podeccCHOoHaNbHOU cepe; 0COOEHHOCTH TpaMMaTHKU
po(hecCHOHANBFHOTO AHTJIUHCKOTO S3bIKA;

yMeTh: OCYIIECTBIISATh ACIOBOE B3aMMO/ICHCTBIE HA aHTIIMHCKOM SI3bIKE B PO ECCHOHaTbHON
cdepe; YUTaTh U MEPEBOUTH CICIUATBHYIO TUTEPATYPY ISl MOMOTHEHUS TPO(hECCHOHATBHBIX
3HAHUI.

AKTYaJIbHOCTH TeMbI: 00YCIOBIIEHAa HEOOXOAUMOCTHIO oBiafgeHneM YK-4.
Teoperuyeckas 4acTh:

1. Learn the words

appear (appeared, appeared, appearing), appears, v 1 mossistbes 2 kazarbes Intercultural
communication had appeared before interracial communication. It appeared at the beginning of
the development of communication theory.

challenge, n 1 cnoxnas 3amaua 2 mpobsiema Challenges have to be solved. Challenges are
versatile.

clarification, n 1 paswscHenue 2 yrounenue There has to be clarification of communication
style. There has to be clarification of the perceptions and values as well.

deepen (deepened, deepened, deepening), deepens, v yrnyousats 2 pacmmpsate One ought to
deepen the knowledge about another culture. We have to deepen the knowledge of another
language.

enough, adv mocratouno This knowledge is enough to solve challenge. The amount of
knowledge has to be enough to understand the processes of intercultural communication.
explanation, n oowssacuerre We base intercultural relationships on the explanation of another
culture. This explanation of theory is not valid.

interracial communication wmexpacoBas kommyHukanus Interracial communication is a
multidimensional process. Interracial communication is insufficiently studied process.

justify (justified, justified, justifying), justifies, v 1 onpaBaats 2 o6ocHoBaTh These theoretical
investigations are justified. The practice of implementation of this theory is justified.

part, n gsacte Theory of intercultural communication is a part of theory of communication.
Theory of cross-cultural communication is also a part of theory of communication.

purpose, n e The purpose of this investigation is to find similarities of cultures. The purposes
of the paper are presented in introduction.



respect (respected, respected, respecting), respects, v 1 yBaxarb 2 cobmromgare We have to
respect the values of another culture. We have to respect the feelings of other people.

share (shared, shared, sharing), shares, v 1 pasngensars 2 nenuth 3 ydactBoBars Intercultural
communication occurs during shared work. It can also occur during shared learning.

2. Read and translate the text

Stages of Intercultural Relationships

Theory of intercultural communication investigates the issues of interaction between
representatives of different cultures from the view of social interaction and racial backgrounds. It
is a part of interracial communication, though the practice of intercultural communication had
appeared before the investigation of interracial communication. In the process of intercultural
communication occur both cultural differences and similarities. Cultural differences exist from
the very beginning; the task is not to deepen these differences, but to find similarities in
communication style, perceptions and values at the first stage of interrelations.

The second challenge is overcoming nervousness in the process of intercultural
communication, because there is no enough knowledge about another culture. And we ask
ourselves about the purposes of communication, why it is justified, if the purposes of this
communication are entering another group of the society or there is such a need for the shared
work.

Then intercultural relationships are based on explanation, clarification of another culture.
Crossing international boundaries has also to be explained to native communities. At the next
stage in the process of intercultural relationships differences are shared and respected by
individuals.

IIpakTnueckoe 3ansaTue Ne 16.
Tema 3ansatusi: Departure from the Hotel /Bbie3a u3 rocTHHHAIBI

Hean: ®opmupoBaHre HABBIKOB JEJIOBOTO B3aMMO/ICHCTBHUS HAa aHTIIMICKOM SI3bIKE B
npodeccuoHaIbHOM chepe.

B pe3yabTaTe OCBOCHUS TEMbI CTYICHT HOJIKCH

3HATh: JIEKCUKY IPO(ECCUOHATILHON HAIIPaBIEHHOCTH; HOPMbI YIOTPEOIEHUS JIEKCUKU
AHIJIMICKOTO SI3bIKa B IpoQeccuoHanbHOM chepe; 0cOOEeHHOCTH TpaMMaTHKH
po¢eCCHOHATIBHOTO aHTJIMHCKOTO S3bIKA;

YMeTh: OCYIIECTBIISATH JEIIOBOE B3aMMOICUCTBUE HA aHTJIMUCKOM SI3bIKE B PO ECCHOHATHHON
cdepe; YUTaTh U MEPEBOUTH CIECIUATBHYIO TUTEPATYPY ISl TOMOTHEHUS TPO(ECCUOHATBLHBIX
3HAHUI.

AKTYaJIbHOCTH Te€MbI: 00YCIOBIIEHAa HEOOXOANMOCTBIO OoBaneHneM YK-4.
TeopeTuyeckas 4acTh:

1. Learn the words



accept (accepted, accepted, accepting), accepts, v npuaumats Norms of culture have to be
accepted by all the members of the society. They are expected to accept the way of life, customs
and traditions.

pattern of behaviour 1 o6pa3sen nosenenus 2 moaens noseacuus Cultural differences
determine patterns of behavior. One has to accept cultural differences.

2. Read and translate the text

Communication is the act of social life motivated by culture. It is the mutual social act. In the
sphere of tourism, the process of communication is inseparable from each specific culture.
Visiting different countries and meeting various cultures, tourists are involved into intercultural
communication. Intercultural communication stimulates understanding and appreciating of world
cultures as well as the culture of one’s own country. In the process of intercultural
communication one has to take into account cultural differences. Patterns of behaviour,
collective activities, stereotypes, values and their realisation in practice are to be accepted by
tourists visiting a foreign country. Intercultural communication in the sphere of tourism occurs at
different levels. It takes place at the level of tourists belonging to different cultures, tourists and
local population of the visited country, between tourist companies in the countries of the world,
their staffs and other companies also providing leisure and entertainment services, required by
individual tourists or tourist groups, i.e., the companies in hotel, transport and insurance
businesses.

IIpakTnueckoe 3ansaTue Ne 17.
Tema 3ansaTus: Hiring a Vehicle /Apenaa TpancnopTHoro cpeacraa

Hean: ®opmupoBaHue HABBIKOB JEJIOBOTO B3aMMO/ICHCTBUS HAa aHTJIUICKOM SI3bIKE B
npodeccuoHaIbHOM chepe.

B pe3yabTaTe OCBOCHUA TEMbI CTYACHT HOJIKCH

3HATh: JIEKCUKY IPO(ECCUOHATILHON HAIIPaBIE€HHOCTH; HOPMBI YIIOTPEOJICHUS JTEKCUKU
AHIJIMICKOTO sI3bIKa B IpoQeccuoHanbHOM chepe; 0cOOEHHOCTH TpaMMaTHKU
po¢eCCHOHATBHOIO aHIIIMHCKOTO S3bIKA;

yMeTh: OCYIIECTBIISATh ACIOBOE B3aMMO/ICHCTBIE Ha aHTIIMHCKOM SI3bIKE B PO ECCHOHATBHON
cdepe; YUTaTh U MEPEBOUTH CIICIUATBHYIO TUTEPATYPY TSI TOMOTHEHUS MPOGECCHOHATBHBIX
3HAHUN.

AKTYaJIbHOCTH Te€MbI: 00YCIOBIIEHAa HEOOXOAMMOCTHIO oBiageHneM YK-4.
TeopeTuyeckasi 4acTh:

1. Learn the words

advancement, n npoxsmkenue In the article there is the advancement of the new theory.
Information technologies accelerate the advancement of ideas.

appropriate, a 1 coorerctByromwmii 2 noaxosmuii Theory of identity is appropriate for my
research. Cultural performance theory is appropriate for us.

event, n coosrrue Cultural performance is based on everyday life events. Cultural performance
includes plays.



manifestation, n mposieienne Cultural performance theory is the manifestation of culture’s
process, play and poetics. It is also the manifestation of culture’s power.

reflect (reflected, reflected, reflecting), reflects, v orpaxars The theory reflects the people’s
attitude towards culture. It reflects values of culture.

participant, n yaactauk The participants of play are interactive. The participants carry out
cultural performance.

participation, n yaactue The participation in festival is guaranteed for all community members.
Their participation has to be interactive.

2. Read the text ‘Cultural Performance Theory’ and say why this theory is useful both for
major and minor ethnic groups

Cultural Performance Theory

Cultural performance theory investigates realisation of culture in everyday life, which is
considered to be directing, hegemonic and determining the hierarchy of the society. The theory
researches the relationships between the community and performance of culture in the
community. It combines both scientific and practical knowledge and experience as well. Cultural
performance theory is a model of communicative practice, where cultural performance is
integrated into everyday life of the community, being included into cultural structure.

Everyday life events, both ritualistic and ethnographic, include customs and traditions
and the creative and expressive ways of their occurrence within certain culture, e. g.: weddings,
funerals, carnivals, music performances. Power of culture reflects the dynamic process,
determining the participants of the process, values of the participants, social ways of
participation, the importance of the events. Dominant cultural performances in the society are
more explicit than the subordinate ones, though cultural performance is the most appropriate
opportunity for manifestation and advancement of all the cultures within a society.

3. Give an example how cultural performance theory can be used in the community you live
in.

IIpakTHyeckoe 3anaTue Ne 18.

Tema 3ansTusi: Computer reservation system/Komnblorepnasi cucreMa GpOHMPOBAHUSI.
Hean: ®opmupoBaHre HABBIKOB JEJIOBOTO B3aMMO/ICHCTBHUS HAa aHTJIMICKOM SI3bIKE B
npodeccuoHanbHOM cepe.

B pe3yabTaTe OCBOCHUA TEMbI CTYACHT M0JIKCH

3HATh: JIEKCUKY IPO(ECCUOHATILHON HAMIPAaBIEHHOCTH; HOPMbI YIOTPEOIEHUS JIEKCUKU
AHIJIMICKOTO SI3bIKa B IpoQeccuoHanbHOM chepe; 0cOOEHHOCTH TpaMMaTHKH
po(hecCHOHABHOTO AHTJIUHCKOTO S3bIKA;

yMeTh: OCYIIECTBIISATh ACIIOBOE B3aMMO/ICHCTBIE HA aHTIIMHCKOM SI3bIKE B PO ECCHOHATBHON
cdepe; yUTaTh U MEPEBOUTH CHELMATBHYIO JTUTEPATYPY ISl MOMOJIHEHUS TPO(deCCHOHATbHBIX
3HAHUN.

AKTYaJIbHOCTh TeMbI: 00yCITOBJIEHAa HEOOXOIMMOCTHIO OoBlIasieHneM Y K-4.
Teoperuyeckas 4acTh:

Computer reservation system (CRS) is probably the most widely used technological tool in the
tourism industry. It is basically an electronic system used to promote sales and provide fast and
accurate information about availability, price, and bookings of products and services. It was



originally designed and employed by airlines for flight ticket reservation, but nowadays CRS is
used to store and distribute information about tourism products and services to the public either
directly or through intermediaries, which also allows reservations to be made. The distribution of
such information among customers and intermediaries has resulted in a series of alliances,
mergers, and acquisitions among service providers, and this booking system has since evolved
into what is widely known as the global distribution system, also referred to as eMediaries. The
leading global distribution companies are Amadeus, Galileo, Sabre, and Worldspan.

The primary reason for making use of computers in the handling of reservations is to
increase yield metrics, but this entirely depends on the level of CRS integration with other
information systems and applications. This is because CRS do not only tremendously help in
processing reservations, but they also support decision making in marketing and sales (e.g. yield
management, discount policies, the creation of guest records, etc.). Integration between CRS and
distribution channels can improve efficiency, facilitate control, reduce personnel, and enable
more rapid response time to both customers and management requests whilst enabling
personalized service and relationship marketing.

1. Study the words

put through calls, typical conversation, ask questions, ability to reply, depend on acquired
English knowledge, listening and speaking skills, a few set phrases, speak on the phone in
English, require a similar language level, present a professional image in the firm, have a good
level of English, linguistic protocol for speaking on the telephone in English

2. Translate into English

Bnepsoie mnonsitue «KommnbrorepHas Cucrema bponuposanus» (KCbB) mnosBunocs B
Espone u CIIIA B 60-x ronax. «TenedoHHas» TeXHONIOIUs OPOHMPOBAHUS MECT TYPHUCTCKUMHU
areHTaMu U «OyMa’kHas» TEXHOJIOTHS YNpPaBIEHUS 3aIllOJIHIEMOCTbIO PEHCOB aBUAKOMIIAHUSIMHU
HEPEeCTaN CHPABIATBCA C OOCITY)KMBAHHEM DPACTYLIETO MACCAXUPOIMOTOKA, YTO M MPUBEIO K
HEO0OXOJMMOCTH aBTOMATHU3AlMU [TOT00HOTO pojia JeSTEIIbHOCTH.

Ilepeeie KCBb Obutn co3liaHbl OTAETbHBIMH aBUAKOMIIAHUSAMHU M IpeJHAa3HAYaINCh
UCKJTIOYUTENBHO JUIsl 00CITYKUBAaHUS HYK]l COOCTBEHHBIX TYPUCTUUYECKUX areHTOB.

CrycTst HEKOTOpOE BpeMsl TaKOM IMOAXOJ NPUBEN K TOMY, YTO, C OJHOW CTOPOHBI, B
aKTHUBHO pabOTAIOIMUX TYpPareHTCTBaxX OBLJIO YCTaHOBIEHO Heckoibko TepmuHaioB KCBb,
NPUHAUICKANIMX Pa3IUYHbIM aBUAKOMIIAHUSM, a, C JPYrod CTOpPOHBI, ABHAKOMIIAHUAM
NPUXOJUJIOCH TPaTUTh Bce Oosbllie W OoJblle cpeAcTB Ha TexHosornueckoe passutue KCb.

JIOrMYHBIM pELIeHHEM B 3TOW CHUTYyallMM CTajJ0 OOBEAMHEHHE YCHJIMH aBUAKOMIIAaHUH B
pazpabotke u mnpoxaswkeHun KCBb Ha poiHke. PesynbTaToM 3TOM MHTErpanuu SBUJIOCH
BO3HHMKHOBEHHE TTI00aNbHBIX cucTeM pe3epBupoBanus (Global Distribution System - GDS).

3. Wright the essay «Computer reservation systemy

CnuCcoK JINTepaTypbl, peKOMeHAyeMblii K HCIO0JIb30BAHMIO 110 TAHHOI TeMe:
1. Bopobsesa C.A. JlenoBoi aHTTHICKUHN s3BIK 1151 chephl Typuszma/C.A. BopoObeBa. —
Mocksa: ®unomaruc, 2010. — 345 c.

2. I'youna I'.I'. AHTIHHCKU SI3BIK IS TYPUCTOB B cepe MpodecCHoHaTbHON KOMMYHUKAIIUT =
English for Tourists in Professional Communication. — Mocksa|bepaun: Jupext-Memaua, 2017. —
Pexxum nmocryna: http://www.biblioclub.ru — 55C «YHuBepcurerckas 6ubmmoreka oHIalH

3. Koponera, H.E. Aurnuiickmii s3p1k. CepBuc u Typusm: yued.nocooue / H.E. Koponesa, 2.3.
bapcersn, A.M. CepounoBckas. — 5-e uzn. — Pocto v//1: @ennkc, 2011. — 407 c.


http://link.springer.com/search?facet-content-type=ReferenceWorkEntry&query=Global%20distribution%20system
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BBEJIEHUE

OCHOBHOW IIENTBI0  CAMOCTOSITENIBHOW  Pa0OThI  CTYACHTOB SBISICTCS IOBBIIICHUE
MCXOJJHOTO YPOBHS BJIAJCHUS MHOCTPAHHBIM S3BIKOM, JOCTUTHYTOTO Ha MPEIbIAYIIEH CTyIeHH
06pa3OBaHI/I5'I, u OBJIAJACHUC CTYACHTaMH HCO6XOI[I/IMLIMI/I JOCTaTOYHBIM YPOBHEM
KOMMYHUKAaTHBHOW KOMIIETCHIIUH JUIS PELICHUS 337a4 MEXKIMYHOCTHOTO M MEXKYJIBTYPHOTO
B3auMoIeiicTBHA. M3yueHre HHOCTPaHHOTO S3bIKa MIPU3BAHO TAK)Ke 00CCTICUHTH:

- TOBBIIICHUE YPOBHS Y4€OHOH aBTOHOMHH U CIIOCOOHOCTH K caMO0OPa30BaHHUIO;
- Pa3BUTHUEC KOTHUTHUBHBIX U UCCIICA0BATCIILCKUX yMeHI/If/’I,

- pa3BuTHE UH(POPMAIIMOHHON KYJIbTYPHI;

- pacudpeHue Kpyro3opa u MOBBILICHHUE 0011l KYIbTYpPhI CTYIEHTOB.

CamocrosiTenbHast paboOTa CTYJICHTOB 3aHMMAeT Ba)KHOE MECTO B Y4eOHOH Hay4yHO-
UCCIIE0BATEIbCKOM EATEIbHOCTU CTYAEHTOB. be3 caMocToATeIbHONH paboThl HEBO3MOXKHO HE
TOJBKO OBJIAJICHHUE JIIOOOH BY30BCKOH NUCHMIUIMHON, HO W ()OPMHUPOBAHHE CIICHHATIHMCTA KaK
npodeccuonana. B mmpokoMm cMbIcie MOJ CaMOCTOSTENbHOW pPabOTOH ciemayeT MOHMMATh
COBOKYITHOCTB BCEW CAMOCTOSATEIILHOM JICSTEIBHOCTH CTY/ICHTOB, KaK B y4eOHOU ayIUTOPUH, TaK
U B HEe, B KOHTAKTE C MPETOAAaBATEIEM 1 B €r0 OTCYTCTBHE.

VYcuneHnue posid CaMOCTOSITEIbHOM paOOThl CTYIAEHTOB O3HAdaeT NPUHLUIHAIbHBIN
IepecMOTp OpraHM3alUKM y4eOHO-BOCIIUTATENBHOIO IIpoIiecca B BY3€, KOTOPBIH JIOJDKEH
CTPOUTHCS TaK, YTOOBI Pa3BHBATh YMEHHE YYUTHCS, (POPMUPOBATH Yy CTYAEHTA CIOCOOHOCTH K
CaMOpPAa3BUTHUIO, TBOPUYECKOMY IPUMEHEHUIO TMOJYYCHHBIX 3HAHHWM, croco0am ajamnTalud K
npodeccHoHaIbHOM AATETLHOCTH B COBPEMEHHOM MUDE.



1. OBIIASI XAPAKTEPUCTUKA CAMOCTOSTEJBbHOM PABOTHI
OBYYAIOHIETI'OCA

ITox camoctositenbHOM paboToit cryneHtoB (CPC) moHMMaercss COBOKYIMHOCTh BCEH
CaMOCTOSITEIILHOM IeATEeIbHOCTH CTYJCHTOB, KaK B yUeOHOW ayIMTOPUH, TaK U 3a €€ MpeeiiaMHu,
B KOHTAKTE C MPENoJIaBaTeIeM U B €r0 OTCYTCTBHUE.

[lenb camMoOCTOATENHHOM PaOOTHI CTYACHTA — HAYYUTHCS OCMBICICHHO M CaMOCTOSTEIHHO
paboTath ¢ yueOHBIM MaTepHaioM M Hay4dHOM uH(popMaiuel, oBiaaaeTh (QyHIaMeHTaTIbHBIMU
3HAaHWSIMH, YMCHUSMH W HaBbIKaMH B cdepax axKaJIeMHuecKoi, mpodeccCHOHATbHOU U
COLIMATIbHO-TYMAaHUTApPHON  JESATENIbHOCTH, CGOPMUPOBATH OCHOBBI CAMOOpPraHM3alMU U
CaMOBOCITUTaHUS C TE€M, YTOOBI MPUBUTH YMEHUE B JATBHEHUINIEM HETPEPHIBHO MOBBIMIATH CBOIO
po(eCCHOHAIBHYIO KB (DHUKAITHIO.

3amauamu CPC sBisitoTes:

— cHUCTEeMaTH3allisi U 3aKpelyieHHE MOJYyYEHHBIX TEOPETHUECKUX 3HAHUNW U MPaKTHYECKHX

YMEHUU;

— yrayOJiieHne U pacuIimpeHrue TeOPeTHUECKUX 3HAHUM;

— (hopmupoBaHUE YMEHUI HCIIOIB30BATh YICOHO-CIIPABOYHYIO JIUTEPATYPY;

— Dpa3BUTHE [IO3HABATENIbHBIX CIOCOOHOCTEl W AaKTUBHOCTU CTYACHTOB: TBOPYECKOU

WHUITUATHBBI, CAMOCTOSTEILHOCTH, OTBETCTBEHHOCTH U OPTaHU30BAHHOCTH,

—(opMHUpOBaHHE  CaMOCTOATEIBHOCTH  MBIIUICHHUS, CIOCOOHOCTEM K  CaMOpa3BHUTHIO,

CaMOCOBEPILIEHCTBOBAHUIO U CAMOPEATIU3aLINN;

— pa3BUTHE UCCIIEOBATEIbCKUX YMEHUII;

— WCMOJIb30BaHUE MaTepualia, COOPaHHOTO M MOJIYYEHHOTO B XOJ€ CaMOCTOSITEIbHBIX 3aHATUI

Ha MPAaKTUYECKUX 3aHATHSIX, A5 9PPEKTUBHOMN MOATOTOBKH K 3a4eTaM U IK3aMEHaM.
OCHOBHBIMHU BUJAMH CAMOCTOSTEIHHONU PaOOTHI CTYJICHTOB SIBJISIOTCS:

[ camocmosamenvHoe uzyuenue iumepamypol,

[lenb: caMOCTOSTENBHO AETAIBHO U3YyYUTh TEMBI, IPEJCTaBICHHBIC B paboueil mporpaMmme.

3amaun: MpuUOOpeTeHre HaBbIKA PAOOTHl ¢ UCTOYHUKAMHU M JHUTEPATypOH; YMEHHs] TPaMOTHO

COCTaBJISITh KOHCIIEKTHI M TIOJIb30BATHCSI MU, BBISBIISITh PA3IMUHBIC TOYKU 3pEHUS HA MTPOOIeMy

U CTETICHb e pa3pad0TaHHOCTHU B JIUTEPATYpeE.

[0noocomoska « npaxkmuyeckum 3anssmusiv  (BBITIONIHEHWE JOMAIIHUX 3aJaHU) U K

co0eceT0BaHuIO 110 HHINBUYaTbHBIM 3a/1aHUSM;

Lens: yrnybenue 3HaHUST y4eOHOTO MaTepHuaa.

3amayn: OCBOWTH OTHAEIbHBIE BOMPOCH B paMKax H3y4yaeMOW AMCHMILTUHBI, TPAMOTHOCTB,

MOCIIEOBATEIbHOCTE W PAlIMOHAILHOCTh HM3JIOKEHHS TOATOTOBIEHHOTO MaTephaia BO BpeMs

MPaKTUYECKOTO 3aHSTHSL.

-cocmaenenue 210ccapus no meKcmy.

[{enb: cocTaBUTH 0a3y HOBBIX IEKCUYECKUX €MHHUII.

3amaun.

* CaMOCTOsITEIbHAS MTOATAMMHAS OTPA0OTKA YI€OHBIX DJIIEMEHTOB;

* Pa3BUTHE MTPAKTHICCKUX YMCHUI;

* (opmupoBaHuE yMEHUN HCIONB30BaTh WH(POPMAIMOHHBIE WMCTOYHHUKH: CIPABOYHYIO H

CIENUATILHYIO JTUTEPATYPY.

[Ipuctymasi K €caMOCTOSITEJILHOMY H3Yy4YeHHMIO JIMTEPATYpPbl 10 YYEOHOW TUCIUTIINHE
«HOCTpaHHBI s3bIK B cepe mpodecCHOHANBPHOM  KOMMYHHKAIUUY», HEOOXOAUMO:
03HAKOMHTHCSI ¢ pabodeil mporpamMmoii; B3siTh B OMOJMOTEKE PEKOMEH/JIOBAHHBIC YYCOHUKU U
yueOHbIe TTOCOOHS; TOTYYUTh Y BEAYIIETO MPENOIaBaTeNs B AJIEKTPOHHOM BUJE METOAMYECKUE
PEKOMEHJIAIMNA K TPAKTUYECKUM U CaMOCTOSITEIBHBIM paboTaMm; 3aBECTH HOBYIO TETpajb s
KOHCIIEKTUPOBAHUS TEOPETUUECKOTO MaTEpHalia U BBHITOJIHEHUS IPAKTUYECKUX 3aJaHUN.

Jns wu3ydeHHs OUCUMIUIMHBI TIPEUIaraeTcsi CIHCOK OCHOBHOW U JIOMOJHUTENIBHOM
mutepatypel. OCHOBHas JUTEpaTrypa NpeaHa3HAdeHa JUIsi  00s3aTENBbHOTO  W3YYCHUS,



JIOTIOJTHUTEIIbHAS — IIOMOXeET 0oJiee TITy0OKO OCBOUTH OT/IEIbHbBIE BOIPOCH! B paMKaX M3ydaeMon
JUCLUTIIINHBI.

B xone mnmoaroroBkM K NPAaKTHYeCKMM 3aHATHAM CTYIEHT O0s3aH OCYILIECTBIATh
KOHCIIEKTUpOBaHWE Yy4yeOHOro Marepuaia, oco0oe BHHMMaHHe, oOOpamjass Ha TEOpHIo,
(OpMYITMPOBKH, PACKPBIBAIOLINE COACPKAHUE TE€X WIM MHBIX I'PAMMATHYECKHUX U SI3BIKOBBIX
noHsATHH. B pabounx KOHCIEKTax >KelaTeIbHO OCTaBISAThH MOJS, Ha KOTOPBIX CIEAYeT JejaTh
MIOMETKH, JIOTIOJIHATH MaTepua, (OpMYyIHPOBATH BBIBOABI U MPAKTUYECKHE PEKOMEH/IAINH.

CamocTtosTenbHas paboTa CTYACHTOB HaJ MaTepHalioM Y4eOHOM TUCIUIUIMHBI SBIISETCS
HEOTHhEMJIEMOIl YacThi0 y4yeOHOro Imporecca M JODKHA TPEAIoiaraTh yriayOsieHue 3HaHUS
yueOHOro Marepuaja, M3J1araeMoro Ha AayAUTOPHBIX 3aHATHSAX, U  NpuoOpeTeHue
JIOTIOJTHUTEIIBHBIX 3HAHUM 110 OTAEJIbHBIM BOIIPOCAM CaMOCTOSITENIBHO.

KoHcneKkT TeMbl — NMCbMEHHBIN TEKCT, B KOTOPOM KpPAaTKO U IMOCJIEI0BATEIbHO H3JI0KEHO
coJiepKaHue OCHOBHOTO MCTOYHMKA MH(popMauu. KoHCIEKTHpOBaTh — 3HAYUT MPUBOIUTH K
HEKOEMY IMOPSAKY CBEIEHMs, IOYEpIHYTble M3 OpuUrMHana. B OCHOBe mpouecca JEKUT
CUCTEMAaTU3aLUs
MPOYMUTAHHOIO WJIM YCIBIIIAHHOTO. 3alMCH MOTYT JI€JaThCAd KaK B BUJE TOYHBIX BBIIECPKEK,
IIUTAT, TaK U B popMe CBOOOTHON TIOJauM CMBICTIA.

NupuBuayanbHble 3aJaHUsl MPU3BAHBI PACHIMPUTH KPYro30p CTYIEHTOB, YINIYOUTb HX
3HAHMS U Pa3BUTh YMEHUS UCCIIE0BATEIbCKOM 1€ATEIbHOCTH, IPOSIBUTH 3JIEMEHTHI TBOPUECTBA.

CobleceqoBanme — CpeICTBO KOHTPOJIS, OpPraHM30BaHHOE Kak clenuaibHas Oecena
MPENOJABaTeNsl €O CTYJCHTOM Ha TEMBbI, CBS3aHHBIE C UW3y4aeMOW [HUCUUIUIMHOW, U
paccuMTaHHOE Ha BBIICHEHHE O00beMa 3HAHMU O0ydYarollerocs IO OIpeNeleHHOMY pasJelny,
Teme, mpodaeme u T.11.

I';moccapuii - cnoBapb, KOTOPBIM MMOMOTaeT OCBAMBATh HOBBIE JIEKCUYECKHE E€IUHMIIBI 10
teme. B rioccapuii HeoOXOAMMO 00aBIATH CIEIHATBHYI0 TEPMUHOJIOTHIO, aO0OpeBHATypHl U
COKpalleHus, Ppa3eoornueckue eANHHIIBI 1 TIp.

Kaxxnpriit BUs1 caMocTOATENbHON paboThl UMEET OmpeiesieHHbIe () OPMBI OTYETHOCTH.

B Xxozie BBbINONHEHUS CaMOCTOATENbHON paboThl CTYJIEHT JOJDKEH MPOJIEMOHCTPUPOBATH
c(OpMHUPOBAHHOCTh KOMIIETEHIIUU:

Kon DopmyaupoBKa:
YK-4 CrniocobeH mpUMEeHSATh COBPEMEHHbIE KOMMYHUKATHUBHBIE TEXHOJIOTHH, B TOM YHUCIIE
Ha HHOCTpaHHOM(BIX) s3bIKe(ax), AJI1 aKaJIeMUYEecKOoro M MpodeccrnoHalbHOTO
B3alMOJEICTBHS

2. METOJIUYECKUE PEKOMEHJAIIMU K CAMOCTOSATEJIbHOM PABOTE
2.1. CamocTosTeqbHast padoTa HaX GOHETHKOI HHOCTPAHHOTIO A3bIKA

Omnpengesnrech ¢ BapMAHTOM AHIJIMMCKOro. BapuaHTOB aHTIMNCKOrO MPOU3HOUIECHUS
CYIIECTBYET MHOT'O: KaHAJICKUI, aBCTPAITMHUCKUH, CPEAHEATIAHTUYECKUN U T. 1. OJTHAKO CaMbIMU
MOMYJISIPHBIMH SIBJISIFOTCSI OPUTAHCKUN M aMepuKaHCKHUU aHrnmiickuil. [IpousHoieHne B 3TUX
JIBYX Pa3HOBUJHOCTSX OJTHOTO SI3bIKA OTJIMYAETCS JOBOJIBHO CHIIBHO.

[Ipoananusupyiite cBow peub. Bribepure Kakoi-HUOYAb ayano- UIU BUACOPOIHK C TEKCTOM
3anucu. [locnymmaiiTe, Kak MPOU3HOCUT €ro HocutTenb. llocie 3TOro mnpoyTHUTE TEKCT
CaMOCTOSITENIbHO M 3anuiuTe Ha AUKTOo(oH. [IpocmymiaiiTe cBOW rojoc U CpaBHUTE C PEUbIO
HOCHUTEJSI, ONpENeTuTe, Kakue 3BYKHM BBl MPOU3HOCHUTE HEBEpPHO. BOT Ham >TMMH caMbIMU
3BYKaMH MBI U TIpejiaraeM Bam nopabortath. ECTh ele oJluH UHTEepPECHBIN U HaJEKHBIN CIIOCO0
NIPOBEPUTH CBOE MPOM3HOIIEHHEe — pecypc https://speechpad.pw/prononce.php. Ou mo3Bossier
OIICHUTh, HACKOJBKO XOpOIIO M TOYHO 3BYUHUT Bamia peuyb. CalT paboTaeT KOPpPEKTHO uepes
opaysep Google Chrome. IIpocTo BkItounTE TapHUTYPY, HAKMHUTE KHOTKY “Start recording” u
MPOU3HECUTE TI000€ CIIOBO WIH MPEUIOKEHHE. B HUKHEM OKOIIKE MporpaMma MOKaXeT BaM,
HACKOJIbKO TOYHO BBl MPOU3HECIN 3BYKH B MPOIIEHTHOM COOTHOIIEHUHU. Ecin Kakoi-To 3ByK BbI



https://speechpad.pw/prononce.php

IIPOM3HOCUTE IIJIOXO0, TO YBUAMTE: IporpamMma pacro3Hajla COBCEM Ipyroe cioBo. Bam cpazy
CTaHeT MOHATHO, KaKue 3BYKH y Bac MOJY4YalOTCs, a HaJ KAKUMH CTOUT MOTPYIUTHCSA. A eciu
IIOCTaBUTh TAJIOUKY Bo3ie cioBa Recording, mporpaMma 3amuineT Bally pedb, Bbl MOXKETE
MPOCITYIIAaTh, KAK 3By4YHUTE CO CTOPOHBI.

[TpaBriIbHOE aHTTIUIICKOE MPOU3HOILIEHUE — 3TO KapTUHKA-M1a3Jl, cocTosALIast U3 4 BaXHBIX
9JIEMEHTOB: MPABWIBHON apTUKYISILUM, YAApEHUS, MHTOHAIMM M CBSI3HOCTH pedu. YToOBI
KapTUHKa coOpajach W BBIIJIAJENA KpPacHMBO, HEOOXOAMMO paboTaTh HaJX BCEMH €€
COCTaBJISIIOLIMMH, BEJb Y KKIOT0 U3 HUX €CThb CBOE Ba)xkHOoe MecTo. MTak, 4yToObI yIydlIUTh
AHTJIMIICKOE TPOU3HOIICHHE, BaM HEOOXOAUMO OyJIeT:

- BoipaGoTaTh NpaBHIbHYI0 APTHUKYJISIMI0. APTUKYISALNS — 3TO MOJOKEHUE U JIBUKCHHE
Bcex opraHoB peud. OT mpaBWIBHOM AapTUKYJSIIMM — HANPSAMYHO 3aBUCUT YETKOCTh
npousHomieHus. [lonojkeHne opraHoB pedyd MpH pPa3roBOpe Ha Pa3HbIX SA3bIKaX OTIMYAETCH,
MO3TOMY, YTOOBI AHIIMUCKUNA HE 3Bydal MO-PYCCKU, HEOOXOAMMO MPHYYUTH ce0sl MPaBUILHO
pacrosaraTh SI3bIK U TYObI IPY IPOU3HECEHUH TE€X WIIM UHBIX 3BYKOB.

- Ciienquthb 3a ynapenueM. HeBepHO MOCTaBICHHOE B CIIOBE yIapeHHUE MOXKET COUTH C TOJIKY
HOCHUTEJICH sI3bIKa M CTaTh MPUYMHON HemoHuMaHus. OTCroa BBIBOA: CIEAUTE 3a peubto. Ecmu
HE YBEPEHBI B KAKOM-TO CJIOBE, OOpAaTUTECh K OHJIAWH-CIIOBAPIO M MOCIYIIAiTe, HAa KaKOW CIIoT
HY)KHO JIeNIaTh yJapeHue B TOM WJIM MHOM CIIOBE. AMEpHKaHel| Ui OpUTaHel MOTYT MPOCTUTh
BaM HE COBCEM BEpPHOE IPOW3HOIIEHHE coyeTaHus /th/ mmm pycckoe /p/, HO HeNpaBHIBLHOE
ylapeHue MOXKeT CTaTh MPUYNHON HETTOHUMaHUSI.

- PaGorath Hax uHTOHANMel. [IpaBuibHas MHTOHALMS U JIOTUYECKOE YJIapeHHE — €Il OJIUH
KIIIOY K TOMY, KaK yJIy4lIUTh NMPOU3HOILICHUE HAa AHTIUHCKOM SI3bIKE. YUYUTECh MHTOHAIMH Y
HOCUTEJIEH s3bIKA: CIyllIaliTe ayAuo3alucu M CMOTPUTE BHJIEO pPa3IMYHOM TEeMaTHKH,
NOBTOPSHTE (pa3bl 3a crnukepamu. MHOCTpaHIBI OTJIMYAIOTCA HKCIPECCUBHOW MaHEpOi
oOLIeHMs, HAM OHA MHOTJA Ka)XXeTCsl HEMHOIO CTPAHHOW M M3JIMILIHE 3MOLMOHaIbHON. OnHaKo
€CJIA BBl XOTUTE TOBOPUTH MO-aHTIIMHCKU 0€3 aKIIeHTa, TO UHTOHAIUS — 3TO TO, HAJl YeM HY>KHO
nopaboTaTh.

- PaGoraTh Hajx CBA3HOCTHIO peuH. B 0ObIYHOI OGecene Mbl HE MPOM3HOCHUM PEyb MO CXEMe
«CJI0BO-TIay3a-CJI0BO-TIay3a». Mbl TOBOPUM CBSI3HO, CJIOBA CIIMBAIOTCS B €JUHOE IIpeioxkeHue. B
pasroBOpe OKOHYAHHWE MPEABIAYIIEr0 CJIOBA CIMBAETCA C HA4ajJOM IOCIEAYIOUIET0, 3TO
MO3BOJIIET PEUM 3BY4aTh €CTECTBEHHO U IIaBHO. Tak Mbl 3HaeM, 4To OyKBa, TOUHEE 3BYK /1/ B
KOHIIE CJIOBa B OPUTAHCKOM BapHaHTE aHTJIMICKOro OOBIYHO HE mMpou3HocuTcs. Hampumep, B
cioBe car (mammHa). OgHAKO €ciIM MOCHe C0Ba, 3aKaHUMBAIOILErocs Ha 3Ty OYKBY, CTOUT
CJIOBO, HaYMHAOLIIeecsl C IMIacHOM, To /r/ mpousHocutcs. Hampumep, B npennoxenun The car is
here (mammHa 31€ech). Jlemaercs 3To Kak pa3 s 0oJiee MIaBHOTO 3ByYaHUs pEeUH.

Kak yJy4mmTs NpOM3HOICHHE HA AHTVIHICKOM
PaboraiiTe Haq HaBbIKOM ayaupoBaHusA. UeMm Jydiie Bbl MOHUMAETe AaHTJIMHUCKUN SI3BIK Ha
CIIyX, TeM Jydlle OyAeT Balle MPOU3HOLICHHE. Y MHOTHUX JIIOJeH BO3HMKAIOT CIIOKHOCTH C
MIPOM3HOIIEHHEM KaK pa3 H3-3a HEIO0CTaTOYHOM paboThl ¢ ayaupoBaHueM. Yem uyarmie Bbl
CJIyIIaeTe MHOCTPAHHYIO peuyb, TEM YeTue paszinyaere 3ByKU. J[OBOJBHO 4acTo OIIMOKH B
MIPOM3HOIIEHUN CBSI3aHBI C TEM, YTO Mbl UMEEM HEBEPHOE IPEACTaBICHHE O TOM, KaK 3BYYUT
CIIOBO MIM 3BYK. YUTOOBI 00OCHOBaTh 3Ty TOUKY 3pEHHs, MPHBEIEM MPOCTOH mpumep:
MOCHIyIIaiTe peub TIyxux jrofeii. OHM MPOU3HOCAT CJIOBa TakK, Kak ce0e ITO MPEICTaBIISIOT,
Bellb HE MMEIOT (PU3UYECKOM BO3MOXKHOCTH YCIHBIIIATh, KaK JOJDKHO 3BydYaTh CJI0BO. VIMEHHO
MO3TOMY HMX pedb ObIBA€T JIOBOJBHO CJIOXHO pa3o0parb. OOs3aTenbHO MOCBSIIANTE
ayaupoBaHuio xots Obl 10-15 MMHYT B JieHb, TOTJa Y Bac HE BO3HMKHET BONPOC, KaK pa3BUTh
AHTJIMHACKOE TPOU3HOIIEHHUE.

Y4yure TPAHCKPUIILIHIO AHTVIHICKOIO A3bIKA.

Y4ure cj0Ba npaBu/bHO. BKirounTe OHIANH-CIOBAph M MPOCIYIIAWTE HECKOJIBKO pa3, Kak
IPOU3HOCUT €r0 HOCUTENb S3bIKa, UJIM OTKPOHTE OOBIYHBIN CIIOBAph M MPOUYTHTE (POHETHUECKYIO
TpaHCKpuMuo. TakuM 00pa3oM, BbI Cpa3y e BbIyYUTE BEPHOE MPOU3HOIICHUE CIOBA — 3TO
HaMHOTO TIPOIIe, YeM 3ayYUTh OIINOOYHBIN BAPHAHT, a 3aTEM MEPEyUYUBATHCS.



Yuraiite Beayx. UreHne — 3aHATHE, KOTOPOE IOMOXKET BaM COBMECTHTH IMPUATHOE C
nosie3HbIM. BO BpeMsi 4TeHMs BCIyX BBl JE€AaeT€ CaMO€ Ba)XHOE — MCIOJIb3yEeTe CBOU
TEOPETHYECKUE 3HAHMS O MPOU3HOIICHHHM Ha NpakThke. He Topomutech, crapaiTech 4eTKO U
MIPaBUJILHO IIPOrOBAapUBaTh KaXJ0€ CIOBO, a €CIM 3BYK BaM TPYIHO JAETCs, IOBTOPUTE €ro
HECKOJIBKO pa3, MOoKa He J00beTech Oojiee-MeHee MPUIMYHOTO 3BYYaHUsS. A €CIM BCTPETHIIN
HOBOE CJIOBO, CMOTPUTE MPEAbIAYIINN TYHKT.

HUcnoan3yiite ckoporoBopku. [lompoOyiiTe BpIOpaTh HECKOIBKO CKOPOTOBOPOK, B KOTOPBIX
0TpabaThIBAIOTCS TPYJIHBIC JUIsl BaC 3BYKH M YMTaWTE UX €XEIHEBHO — 3TO 3aliMeT Bcero 5-7
MHHYT B JeHb. [logbopka ckoporoBopok ¢ o3By4koi http://engblog.ru/50-difficult-tongue-
twisters

CMoTpuTe cnenuajbHble o0y4yawmme Bujaeo. B VurtepHere ecth MHOrO BHIEOPOJUKOB, B
KOTOPBIX HOCHUTEJIb SI3bIKa MOJPOOHO paccKa3blBaeT, KaK MPaBUILHO MPOU3HOCUTH T€ WM MHbBIE
3BYKU. [Ipr 3TOM HEKOTOpPBIE CIUKEPHI JaKe BKIIOUYAIOT B CBOE BUACO CXEMbI, M300paxaroue
MPaBUJIbHOE TMOJOXKEHHE OopraHoB peud. [lo Takum posivkaM MOXHO pa3oOparbes, Kak TOYHO
JIOJDKEH 3By4YaTh TOT WJIM UHOM 3BYK.

bputaHnckoMy IPOU3HOIIEHUIO MOKHO YUUTHCS:
https://www.youtube.com/playlist?list=PLD6B222E02447DCO07
amepukanckomy — https://www.youtube.com/channel/UCvn_XCIl _mgQmt3sD753zdJA.
I[oapazkaiiTe peunm HocuTeneldl s3bIKa. BriOepute uHHTEpecHOE BHIEO WIM ayauo u
nocrapaiitecb 100MTbCS 3BydaHus, Kak y aukropa. [lompaxkaiiTe kakIoil menouu: MaHepe
pasroBopa, MHTOHAIIMH, aKIICHTY, JeJIaliTe JOTUYeCKHue may3bl U yaapenus. [lycts 310 u Oyner
CHayaja 3By4aTh CTPAHHO M HEECTECTBEHHO MJIA BAlllMX YIIEH, 3aTO UIMEHHO TaKUM CIIOCOOOM
MpoIle BCEro JOOMTHCS BEPHOTO AHTIIMMCKOTO Tpou3HOIIeHus. [l oOydeHus ymoOHO
UCIob30Bath cait http://www.englishcentral.com/videos — Tam mpeacTaBieHbl COTHH THICSY
BHJICO pa3zHOOOpa3HOM TEMaTWUKU W JJIMHBL. Bce oHM comepkaT CyOTHUTpBI, pa3OUTHI IO
COOTBETCTBYIOIIIMM TE€MaM M YpOBHSAM cloxkHocTu. Ilocne mpocMmoTpa BaM  mpejioxar
HECKOJIbKO YIPaXHEHUM, CpPeAr KOTOPBIX €CTh M paldoTa C MPOU3HOIIEHHEM — HYKHO
MPOM3HOCUTH (Ppa3bl U3 BHUIEO 3a AUKTOPOM. YUHUTbCS y HOCHUTENEH s3bIKa MOXKHO M Ha
http://www.engvid.com/. Beibepure pasmen “Pronunciation” u oTKpoWTe isi ce0sl CEKpeTh
[IPaBUJILHOM aHTIIMHACKOU PEUH.

2.2. CamocTosiTeIbHAsA pad0Ta HA/l JICKCHKOH MHOCTPAHHOIO SI3bIKA
3anumaiiTech Ha 00y4alOIIMX calTaX!
http://esl.fis.edu/ B noxpazzaene First words cioBa aist yposHeii Beginner u Elementary pa3ouTsr
1o TeMaTukaM. bonbias yacTe ynpaxHeHH NpejacTaBieHa B BUAE BU3yalbHOro cioBaps. [Tnroc
B TOM, YTO BaM HE JAlOT NIEPEBOJ] HA PYCCKUM A3BIK, [IOITOMY B IIaMATH BO3ZHUKHET aCCOLUALUS:
onpejeNeHHas KapTHMHKA CBSi3aHa CO CJIOBOM Ha aHIVIMHCKOM s3blke. Kpome BH3yaabHBIX
YIPaXHEHW, BBl HallIETEe HE MEHEE MHTEPECHBIE PA3BUBAIOILNE 3aJaHKs HA TIOUCK CHHOHMMOB
U aHTOHHMMOB K CJIOBY, a TaK)Ke€ 3aJaHMsI-BOIIPOCHI, TPOBEPSIIONINE BaIllM 3HAHUS JIEKCUKH TOU
WJIM NHOM TEMaTHKH.
http://www.learnenglish.de/
Ha caiiTe BbI MOXXeTe HalWTH (PIAII-KAPTOYKU B 3JIEKTPOHHOM BUJIE U YUUTh aHIJIMHCKUE CIIOBA
OHJIAlH: MIPOTPECCUBHO U y100HO. BaM mpesuiarator Tpu 3Tana uydeHus: HOBbIX ciioB: CHavana
Bbl IIPOCTO CMOTPUTE Ha CJIOBa M CTApAETECh 3alIOMHUTh MX IPU IMOMOLIM aCCOLUALUHU C
kapTuHKOM. I[loToM BaM Ha HEKOTOpoe BpeMsl IOKa3bIBAIOT KAPTHUHKY, a BBl IIBITAETECh
BCIIOMHMTH cJI0BO. Ha TpeTbeM 3Tamne Bbl TECTUPYETE CBOM 3HAHUSA: MULIUTE PAJOM C KAPTUHKON
CJIOBO Ha aHIJIMICKOM SI3BIKE.
http://englishspeak.com/
[IpencraBieHO HECKOJIBKO PA3/AeoB JUIsl M3ydeHUs Haubosee yrnoTpeOisieMbIX CIIOB, a TaKkKe
pasziensl ¢ pa3roBOPHBIMU (ppa3zamu, I7ie BBl MOXET€ YYUTh HOBBIE CJIOBa B KOHTEKCTe. Bce
CJIOBA O3BYYEHBI HOCUTEIISIMH, YIUTE UX U MOBTOPSUTE 3a IUKTOpOM. Ilocie 3Toro nepexonure B
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pazgen 1000 Most Common English Phrases. 3aece Bbl MoxeTe wu3ydaTh HOBBIC CJIOBa B
KOHTEKCTE.

http://freerice.com/

3n1ech BaM JAIOT TOJBKO OJIHO YIpa)kHEHHE: HeoOXOIUMO yKa3aTh, YTO O3HA4YaeT TO WJIM MHOE
CJIOBO, TIPU 3TOM IIpeJUIaraloT 4eTblpe BapuaHTa OTBETa. 10 eCTh (PAKTHYECKH BaM HYKHO
1no100paTh CHHOHUM K CIIOBY.

O0benuHsiiTe cjioBa mno Temaruke. OOBYHO XOPOLIO 3alOMHMHAIOTCS TPYIIBI CJIOB,
OTHOCSIUXCS K oaHOoM Teme. [loaTomy crapaiiTech pa30uTh ciaoBa Ha rpymmsl o 5-10 mTyk u
yuuth ux. O¢dext Pecropdda: yemoBeueckmit Mo3r u3 TpyHmbl OOBEKTOB JIydIe BCErO
3allOMUHAET TOT, KOTOPBII 4eM-TO BbiensaeTcs. Vcnonb3yiite 310 monoxenue cedbe Bo 6iaro: B
IpyNIy CJIOB OJHOM TEMATUKH «BHEAPUTE YYXKECTPAHLA» — BIMILUTE CIOBO HECBSA3aHHOU
temaTuku. Hanpumep, yuute cioBa no teme «OpyKThl», 100aBbT€ K HUM OJIHO CJIOBO IO T€ME
«TpancnopT», Baly 3aHATUS CTaHYT eie 3 deKkTuBHEe.

TemaTuueckuii cjioBapb

TeMaTHUueckuit cnosapb [IpencraBnser coOoi TeTpaab WU OJIOKHOT IS

3alMCH BaIero OYAYIIeTro CIIOBApPHOTO 3armaca

== Weather — lexical notebook. Takyro TeTpaab HYKHO
s> cpasy e pa3OouTh 110 TemMaMm, Harpumep: padora,
P  Good/Bad weother Cold/Hot weather Dry / Wet weather ela, 4yBCTBa, 4acTu Tena u T. m. Ha kaxmoe
g e CamENNmNWNN CJIOBO JKEJATEJIhbHO OTBOJIUTH | CTpaHWIy WU
B ot s s X0Ta OBl TOJIOBUHY — B 3aBUCHUMOCTH OT
=» (dopmMara TeTpaay U BEJIUYHUHBI BAIIETO TOYEPKa.
st—» o beunderthe weather — Hesax+o cebs Hyscmeosams Eciu cimoBo wuMeeT HECKOJIBKO 3HA4Y€HH,
SE®  Weather permitting — npu Snazonpusmro no2de JKeJIaTeIbHO HaIKMCcaTh 3-4 pa3HbIX
i eVt oo e ot onpenenacHuss. TpaHCKPUIIUSA — IO JKEJIaHUIO,

ecimi BaM ynoOHO ee uurtarh. OnpeneneHue
CJIOBA HA aHIVIMHCKOM SI3BIKE — YMECTHO, €CIIU
Balll YpOBEHb 3HAHUS CPEIHUN M BbllIE. Tak Bbl 3a0JHO BBIYYHTE €II€ HECKOJIbKO IOJIE3HBIX
cinoB u3 ompenenenus. CnoBa, coderarommuecs co ciaoBoM (collocations). ITocmoTtpute Ha
KapTUHKY C NMPUMEpPOM, TaM Bbl BUAMTE cioBocouderaHusi bad weather, hot weather, weather
forecast u T. . DTU BBIpaKEHMS JTy4llle 3allOMHSITCA BaM, YeM JBa OTOPBAHHBIX JPYT OT Apyra
cnoBa. K ToMy e, Bbl He omnberech B coueTaHUM ciaoB. Heckonbko nmpumepoB ynorpediieHus
ATOTO CJIOBA B MPEAJIOKEHUH, IIPUUEM JKEIaTeIbHO HAMKMCATh XOTs Obl M0 OJHOMY MpUMEpPYy Ha
KaKJ0€ 3allCcaHHoe ompezaeneHue cinoBa. CHHOHMMBI M QHTOHUMBI K cjoBy. Mauomsl ¢
ynoTpebIeHHeM 3TOro CJIOBa, €ciM Ball ypoBeHb He Hike Intermediate u BbI coOupaerech
NOMOJHUTh CBOM CJIOBapHBIM 3amac IMOJIE3HBIMU SIPKMMM  BbIpaxkeHUsMH. Ho HyxkHO
NOpPUIEPKUBATHCS MEPbI, HE CTOMT BBIUCBHIBATH BCE HAMOMBI, KOTOPHIE CBSI3aHBl C BalllUM
cinoBoM. Jlocratrouno onHoil wiu nByx. Kaptunka — mno xemanuto. HexkoTopeiM mrogasm
MIOMOTAeT TaKOi NMpHeM: NMPH M3YUEHHUHU CIIOBAa OHU PUCYIOT KapTUHKY K Hemy. Tak Jexcuka
HAUYMHAET aCCOLMUPOBATHCS C OINPEIEICHHBIM BU3YaIbHBIM 00pa30M U 3alIOMUHAETCS MPOLIE.
Pucyiite mind map (HHTeJIJIeKT-KapTy). Bbl nerko BblyduTE aHIVIMICKHE CIOBA OJHOU
= GEBA G TEMAaTUKH, €CIU HapHUCyeTe HHTEIUIEKT-KapTy
Lﬂ it mind map. Takas cxema HarasgHO
MOKa3bIBaeT, K KaKOW TeMe OTHOCATCS CJIOBA.

Tablecloth

Blanket

9_J A 1I0Ka BHI €€ pUCYCTE, JICKCUKA OTIIOKUTCA B
LDlmngroamlane Dining room Bedroom ——mj IHaMAaTH.

OOpamaiiTe BHUMaHHE HA IPHUCTABKH H

SeMng bowl Living room F’mow qu)(l)l/IKCbl
J/ ] Bo BpCMs YTCHUA 3aOCTpHI>'ITC BHHMMAHHEC Ha
u L TOM, Kak IIpu IIOMOIIH IIPpUCTAaBOK H

cyhdukcon 06pa3yfoTc;1 HOBBIC CJIOBa U3 YK€ 3HAKOMBIX BaM. OTO TIIOMOXET BaM
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«MIOYYBCTBOBATh» S3bIK. [Ipy MOMOIIM 3TOr0 MPOCTOrO NMpHeMa BO BpeMsl UTEHUsS BbI Oyjere
u3y4yaThb CI0BOOOpa3oBaHME, MOMMETE IMPUHIMIBI TOCTPOEHHS HOBBIX CJIOB. Briocnencrsuu 3to
IIPUTOJIUTCS BaM: BCTPETUB HE3HAKOMOE CJIOBO, Bbl CMOJXKETE JOrajaThbCsl O €ro 3Ha4YeHHH Oe3
CJIOBapsi, UCXOS U3 KOHTEKCTa U CBOETO OIIBITA.

Hajizute ¢pa3oBble riaaroiabl. V3ydenune (pa3oBbIX TIJarojioB B OTPHIBE OT KOHTEKCTa
Oecriofe3Ho: 3TH CJIOBa HE IEpeBOJATCA Kak oObluHble Iuiarosbl. Haiiaure ux B Tekcre,
BBIMMUIIATE ceOe MPeUIoKeHUE ¢ (PPa30BbIM TIIAr0JIOM, IOCMOTPUTE, KaKyI0 POJIb OH BBITIOIHSET
B Tekcre. [lonpoOyiiTe coCcTaBUTH €llle HECKOJIbKO MOJOOHBIX MPEIOKEHUH, HO yXkKe OT CBOEro
nuna. Tak Bbl BBIyYUTE HOBYIO JIEKCUKY B KOHTEKCTE U HE 3aIlyTaeTECh C €€ YIOTPeOIeHUEM.
Hcnoab3yiiTte cioBapb CHMHOHMMOB. BBl MO)XeTe IONOJIHUTH CBOK MHTEUIEKT-KapTy WIN
OOBIYHBIH CIIOBaph cienyromuM o0pa3oM. HaxoanTe CHHOHMMBI K HOBBIM CIIOBAM M MHIIUTE UX
PsIOM, IIPU 3TOM CPEIH HUX JIOJIKHO OBITh XOTS Obl 1-2 3HaKOMBIX BaM CJI0Ba, TOI'J1a 3aIIOMHUTh
HOBYIO JIGKCUKY OyzeT mpoiie. MOXHO 3a0/IHO BBIMHUCHIBATD U aHTOHUMBI, HEKOTOPBIM JIIOJIIM
yI100HO YYWUTh Cpa3y Takue rpymmbl cioB. HaliTH CMHOHMMBI M aHTOHHUMBI K CJIOBaM BaMm
nomoxer cioBapb Merriam-Webster (http://www.merriam-webster.com/).

Onmumurte kapTuHKy. [lonpoOyiite nepeckazarb TEKCT, IS Ha UIUIIOCTPALUMIO U UCIIOJIB3YS
HOBBIE cioBa. He 00s3aTenbHO YETKO NPUACPKUBATHCS CIOKETHOM JIMHUM, TJIABHOE —
3aJ1eliCTBOBATh KaK MO>KHO 0OJIbIlIe HOBOM JIEKCUKH. TakUM HEXUTPBIM CIIOCOOOM MOYHO JIETKO
pAaCIIMPUTH CIOBAPHBIN 3aI1ac aHTJIMMCKOTO SI3bIKA.

CocraBbTe HOBBII paccka3. [locie u3yueHus: He3HAKOMBIX CJIOB NMOMPOOYHTE COCTaBUTh CBOM
pacckas, UCIob3ys BCIO HOBYIO JIEKCUKY. Eciii Bbl HE I0OMTE NPUIYMBbIBATh UCTOPUU, MOXKETE
IIPOCTO II€pecKa3aTb TO, YTO MPOYUTAIM, HO C HEKOTOpbIMU u3MeHeHusmu. Ilycts
MOJIOKHUTEIIBHBIN TepOil CTAaHET OTPULIATEIFHBIM M HA00OPOT.

2.3. CamocTosiTeIbHAS pad0Ta HA/Il TPAMMATHKOI HHOCTPAHHOTIO S3BIKA
3anumaiiTech Ha 00Y4YAKOIIUX CANWTAX:
http://learn-english-today.com/
KpaTtkoe anrnosssiyHOe mocobue mo rpamMmmaruke. HecMoTpss Ha To, 4TO BCsl HMH(pOpMAIUSL
MpPE/ICTaBICHA Ha AHTJIMMCKOM S3BIKE, COBETYEM IMONPOOOBAaTh yYUTh TpaMMaTHKy Ha 5TOM
pecypce: Bce MpaBuiia U3NI0KEHbI KPaTKO U MOHATHO, O€3 JIMIITHEN TeopUu.
http://www.englishlearner.com/
CaiiT ¢ TecTaMH 1O TpaMMAaTHKE JJIs HAYMHAIOIIUX HA aHTIUHCKOM si3bike. [TompoOyiiTe mpoitTu
TECTHI C MTOMETKOM Beginner, B HUX 3a/laHusl OpUEHTUPOBAHbI HA HaYaJIbHBIA YPOBEHb 3HAHU.
http://englishteststore.net/
http://agendaweb.org/
JIBa MOXOXUX aHIIOA3BIYHBIX CaliTa C TECTAaMU IO TpaMMaTHUKE Ha aHTJIMHUCKOM S3BIKE IS
HaynHaromux. PaboraiiTe ¢ HUIM aHAJIOTMYHO: BBITIOJHINTE 3aJaHUsl IO TEM TeMaM, KOTOpbIe
YK€ U3YUHITH, pa3Oupaiite ommOKy U Mpu HEOOXOAUMOCTH MOBTOPSIATE TEOPHIO.
IIpakTukyiiTecs.

e [lepeBoaHTE TEKCTHI C PYCCKOTO HAa aHTJIMMCKUH, BBITIOJHINTE yIIpaXKHEHUS U3 yaeOHHUKa
u VIHTepHeT-pecypcoB, cTapaiTech Yale yrnoTpeoaaTh pa3HooOpa3HbIe IPaMMaTHIYCCKUE
KOHCTPYKIIMA B pPa3roBOpHOW peun. JloBeawTe HABBIK WX MCIOJb30BAaHUSA IO
aBToMatu3Ma. He orpaHuumBaiiTech mpuMepaMu U3 OJHOTO yueOHUKa. [IpumymbiBaiiTe
CBOM TIPUMEPHI YIMOTPEOJICHHUs] apTUKIISI, BPEMEH, aKTHBHOTO M TIACCUBHOTO 3aJIOTOB, a
TaKk)Ke TPOXOANTE OHIJIAWH-TECTHl HAa pa3HBIX caiiTax. MHOTo pa3HOOOpa3HBIX TECTOB
MOKHO HaiTH Ha caiite http://esl.fis.edu/.

e He 00s3aTenbHO 3yOpUTh HaU3yCTh MpaBUjia B TOM BHJIC, B KAKOM OHH INPE/CTABJICHBI B
yueOHUKE, TTIaBHOE — TIOHATh U 3allOMHUTH MPaBUIBHOE YMOTpeOJIeHHe TON WM UHOM
KOHCTPYKITHH.

e 3BameuareiabHBIM  cat  http://www.engvid.com/ mpeamaraer BaM  IpEKpacHbIC
BHUJICOPOJIUKH, KOTOpPBhIE TIOMOTAIOT pa3o0paThCsi ¢ TrpammaTukoi. HecomHeHHOe
MPEUMYIIECTBO pecypca — JIeTKas Mojiaya MaTepuaia u o0bsICHEHUS HOCUTEINEH S3bIKa.



http://www.merriam-webster.com/
http://learn-english-today.com/
http://www.englishlearner.com/
http://englishteststore.net/
http://agendaweb.org/
http://esl.fis.edu/
http://www.engvid.com/

e TlompoOyiiTe moas30BaThes ciaoBapeM http://www.lingvo.ru/. On npumMedareacH TeM, 4To
JaeT TMPUMEPhI HCIOIb30BaHUS CJIOB, HO Bbl MOXETE HCIIONb30BaTh €ro Mo-Apyromy.
Hamnpumep, Bl yurute Bpems Present Continuous: BBeIUTE B OKOIIKO mporpaMmbl “I am
writing” (MOXXHO J1000# Apyrol 4dacto ymorpedssiemblid riarod). Ilporpamma Tyt ke
BBIJIACT BaM HECKOJBKO COTEH MPUMEPOB, COACPKAIIUX ITH CIIOBA. Tak BBl YBUJIUTE, B
KaKOM KOHTEKCTE, C KaKUMH HapeyusiMH, B KaKHX CIy4asX yalle BCero yrnorpelsercs
Bpems Present Continuous.

e MoOXHO YYUTh TIpaMMaTUKy B CTuUXax, pubMOBaHHbIE (OPMYIUPOBKU JIETKO
3anomuHaroTcs. [lornpoOyiiTe BEIyUYUTh HEMPABHIbHBIE IJ1aroJibl aHTJIMICKOTO SI3bIKa IO
3a0aBHBIM aBTOPCKUM CTHIIIKAM, 3TO HE MPOCTO JIETKO, HO €IIle U Beceo!

e I3yuyenue m000i1 rpaMMaTHYECKON KOHCTPYKIIMM HAUYMHAETCSI C TOTO, YTO Mbl JOJIKHBI
HalTH (IpOYNTATh, YCIBIIIATH) OMUCAHUE 3TOM KOHCTPYKIHUHU, TO €CTh Y3HaTh, YTO OHA
o3HavaeT. O3HAaKOMUBIINCH C €€ 3HAYCHHUEM U TTOCTPOCHUEM, MBI JIOJKHBI €€ 3alIOMHUTh.
Jly1st 3TOro HaM HE0OXOUMO BBIMIOJIHUTH ONPECICHHBIC YITPAXKHEHN HA MEXaHHUECKOe
3aKpeIUICHUE ITOH CTPYKTYPhI, TaK Ha3bIBAEMbIC «IPWLIBD (OT AHTIIMHCKOTO CIIOBA
“drill”, 4ro O3HaYaeT «TPEHUPOBOYHOE YIPAKHEHHUE» / «IIPAKTUYECKass OTPabOTKay).
[Mocneqauit mar - 370 0TpabOTKa BBIYYCHHOH IpaMMAaTUYECKOW KOHCTPYKIIMH B PEUH.
be3 aroro mara Hare 3HaHHE KOHCTPYKIIMUA OCTaHETCS TOJIBKO Ha OymMare.

2.4. CamocTosiTe/IbHAS padoTa HaJ AyAUPOBAHUEM

CaymaiiTe pa3jin4yHble ayIHOMAaTEePUAIbI PETYJISPHO.

Crnymraiite ayJJuoypoKH, IOJAKACThI, TIECHU, CMOTPUTE (PHIIBMBI U CEPHAIIBI HA aHTJIMHCKOM SI3bIKE

(opueHTHUPYHUTECh HA CBOM YPOBEHb 3HaHMI). [ TaBHOE — 1OA00paTh YBIICKATEIBHBIA /I ceOst

matepuali. [TonpoOyiite mpoOyauts B cebe UHTEpeC, MOM0OUTh ayJUpOBaHUE, TOT1a 3aHUMAThCS

M OyJeT HaMHOTO TIPOIIIE.

N3yyaiite aHriumiickuii s3bIK N0 (UJIBMAM H CepHAJaM - 3TO JOCTaBUT BaM Maccy

yIOBOJILCTBHSI W TIOMOKET TOHMMATh AaHTJIMICKUI s3bIKk Ha ciyx: https://ororo.tv/en u

https://show-english.com/

CaiiThl ¢ ay1M03anucAMM:

- http://www.eslfast.com/ B kaxmom pasgene ecth TeMaTH4eCKHe MOApa3eiibl. BriOupaiite
HEOOJIbIIINE MCTOPUHU WM JHAJIOTH Ha Pa3rOBOPHBIE TEMBI, OTKPHIBAUTE COOTBETCTBYIOIIYIO
CTpaHMIly. B OTKpbIBIIEMCS OKHE B BEPXHEH 4YacTH SKpaHa Bbl YBUAUTE IMaHEIb YIpaBICHUS
ayJIMOMIPOUTPBIBATENIEM, & HUKE BaM OyJIeT MPEACTaBICH TEKCT.

- http://www.esl-lab.com/ Ha caiite ecth Heckoibko pasnuenoB. IIepBbIii, KOTOpPBIH CTOHUT
m3yuntb, — General Listening Quizzes. B HeM ecTb Marepuasibl TpeX YpPOBHEW: JIETKHil,
cpenHuil, cioHbIi. BpiOupaiiTe moaxoasimuii BaM U OTKphIBaiiTe YPOK IO 3aMHTEPECOBABIIIEH
Bac Teme.

- http://www.talkenglish.com/listening/listen.aspx VYpoku mnpencrtaBieHbl Jias TpeX YpOBHEH
3HaHMUW: 0a30BBIA, CpeaHUN M NpOoABUHYTHIM. TemaTnka pa3HooOpa3Has, B OCHOBHOM
MPEJICTAaBICHBI JAUATIOTH M3 XU3HU. M3 3TUX MoAOOpOK HE JUITHUM OyIeT 3allOMHHUTH Mapy
JIECATKOB (ppa3 — BCE OHU HUCIIOJB3YIOTCS B COBPEMEHHOM aHTJIMHCKOM PEUH.

CaiiThl ¢ moAKacTaMH HA aHIJMHCKOM:. J00aBbTe ceOc B 3aKJIAJKH W MOCEHalTe XOTs Obl

napy pa3s B Hezeno: http://www.audioenglish.org/,

http://www.bbc.co.uk/worldservice/learningenglish/general/sixminute/,
http://learningenglish.voanews.com/programindex.html,
http://www.listen-to-english.com/index.php?cat=podcasts,

http://www.dailyesl.com/,

http://www.privateenglishlessonlondon.co.uk/category/learn-english-online.

Caauana ciymaeM KOpOTKHE 00yJaroniyue ayIno3aniucu B MEIJICHHOM TeMIIE, TIOTOM MEePEX0 UM

K OoJyiee CIOXHBIM, TIEPEHAIOIIMM €CTECTBEHHYIO peub. Bbl y3Haere OCOOCHHOCTH

MIPOU3HOIIIEHUS 3BYKOB, IOCTAHOBKH YIAPEHUS B CIIOBAX, HHTOHAIIUU, PACCTAHOBKH JIOTUYECKHUX

nay3sl ¥ ynapeHuii. COBpeMeHHBIE MOJAKACTHI 03BYYMBAIOTCS HOCUTEISIMH SI3bIKa — OOBIYHBIMU
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JIOJbMH, Pa3roBapuBarOiMMM I'PpaMOTHO. Brl CMOXECTC 3aIlIOMHHUTH IIOJIC3HBIC (1)])3351 )41
WCIIOJIh30BaTh MX B CBOEH peuM, 3Has, 4YTO COOECEeTHUK-MHOCTPAHEIl TOYHO MOWMET Bac. Bbl
IPUBLIKACTC K pa3HbIM aAKIICHTAM B aHI‘JII/If/'ICKOM SA3BIKEC. CHaanIa PE€Ub HCKOTOPbLIX MHOCTPAHIICB
MOKaKETCsS BaM CTPaHHBIM HAaOOpoM 3BYKOB. OIHAKO €CIM BbI Oy/eTe 3aHUMAThCS IO TaKUM
aynuodaiiiaM MOCTOSHHO, ITOCTEIEHHO CMOXXETE IPHUBBIKHYTh K OOJBIIMHCTBY aKIICHTOB M
Oymere 0Oe3 Tpyda MOHUMATh HHOCTpaHIEeB. UToObI 3HATh, B KaKUX CIydasx MPUEMIIEMO
yHoTpeOJICHUE TOr0 WM HMHOIO CJIOBa, CIYIIAWTE IOAKACTHI COOTBETCTBYIOIICH TEMaTHKH.
Hampumep, Bol m3yuunu Temy ‘“‘Shopping”, HaiiauTe ayauo Ha 3Ty TEMYy M CIYIIAWTe, Kak
HOCHUTCJIM A3bIKa HUCIIOJIB3YIOT U3YUCHHLIC BaMU CJIOBA. I/I3 ayano3alliCHu Bbl HOI>'IMCTC, C KaKuMu
CJIOBAaMM COYETAeTCsl HOBasi JICKCHKA, B KAaKOM KOHTEKCTE OHa HCIHojib3yercs. Bo Bpems
IpoCIyHIMBaHUA IIOAKACTAa Bbl Y3HACTC, B KAKOM KOHTCKCTC M KaK HMCHHO HCIIOJIL3YCTCA TO 1IN
WHOE BpeMsl WM aCHEeKT rpaMMaTUKHU. BIoOCIenCTBUU Bbl CMOXKETE CaMOCTOSITEIBHO COCTaBUTD
OpECIAJIOXKCHHNA, aHAJIOTHYHBIC YCIIbIIIIaHHbIM.
HajiguTe s cedsi onTHMaJbHBIA cnocod padorbl ¢ moakacroM. CiyiaemM MOJIKAcT U
MBITACMCSl TIOHATh MAaKCUMyM HMH(pOpMauu u3 Hero. Eciu 3T0 TpyAaHO clenaTh, HONpOOyHTe
YJIOBUTh OCHOBHYIO MbICIb 3amucu. Haxoaum TEKCT MoJAKacTa, YUTAeM €ro, BBIIHCHIBAEM
HE3HAKOMBIC CJI0BA M KOHCTPYKIIMU. Paszoupaemcs ¢ He3HaKOMO# BaM JIGKCUKOW U TpaMMaTHKOU
TaK, 4TOOBI BBl TOYHO MOHSUIA KaKJI0€ MpeiokeHre TekcTa. CHOBa BKIIFOYAEM ayIU03aIliCh U
NBITaCMCA YJIOBUTDb HaA CIIYX YiKC 3H8,KOMBII>'I BaM TCKCT. Hepec1<a31,IBaeM YCIbIIIaHHOC, CTapasicCh
nojApaXkaTb pedyd JuKTopa. PaboTaiiTe ¢ HE3HAKOMBIMH CJIOBaMH M T'paMMaTHYECKUMU
KOHCTPYKIMAMHU. BI)IHI/ICI)IBaI\/JITC OpeaI0KCeHUsA C HEC3HAKOMBIMH BaM O60pOTaMI/I n CJIOBaMu,
pazOupaiTech, MOYEMy HMCIOJIb3YeTCS MMEHHO TaKOE CJIOBO MJIM KOHKPETHAas KOHCTPYKIIHS.
[Tocne aToro mompoOyHTe COCTaBUTh HECKOJIBKO TOXOKHUX MpeIoKeHui. Kak TOIbKO BBI
Ha4yaJIi XOPOIIO IMOHHUMATh MPOCTHIC MOAKACTHI, MEPEXOUTE Ha 0OJiee CIOXKHBIC, C OBICTPHIM
TEMIIOM peyH, OOJIBIIEH TPOJOHKUTEILHOCTEI0 U HOBOU JICKCHUKOM.
YT00BI y3HATh, HACKOJBKO XOPOIIO BbI CTAJIM IOHUMATh aHTTIMMCKUMA Ha CIIYX, U IIPOBEPUTH CBOM
HaBBIK MPABOINMCAHUSA, MOCETUTE OJWH M3 CAWTOB C OHJIAMH-IMKTAHTAMM HA AHTJIMHACKOM
SI3BIKE:
http://www.dictationsonline.com/
http://www.rong-chang.com/eslread/eslread/dict/contents.htm
https://www.englishclub.com/listening/dictation.htm
http://breakingnewsenglish.com/dictation.html
http://www.learnenglish.de/dictationpage.html
3anumaiiTech M0 AyAMOKHMIaM. AYAMOKHUTH— OTJWYHBIA pecypc MJis pa3BUTHs HaBbIKA
aynupoBaHusa. Bo3bMUTE TEKCT 3alUCH U YHUTANTE €ro mpo cedsl MmapauiebHO C JUKTOPOM.
Munyt depe3 10-20 BBl NPUBBIKHUTE K TEMITy pE€Yd W TOJIOCY CIIMKEpa, BaM OyneT Jerde
pacro3HaBaTh CJIOBAa Ha CIyX. 3aKpOMTE TEKCT W CIyIIalTe ayauo3anuch. MoxkeT ObITh, BBl HE
MoMMeTe KaXKJ0€ CIIOBO, HO 3aMETUTE, YTO YJIaBIMBAeTe OOJBIIYH YacTh TOTO, YTO TOBOPHUT
JUKTOP. A €clli CayliaTh KHUTY KaX/blil 1I€Hb, TO Yepe3 HEKOTOPOe BPeMsI BbI OyeTe CIIOKOIHO
obxoauThcst 0e3 Tekcra. Mcmonb3yiTe Bce TEXHUUECKHE JOCTHIKCHHMS, UCTIOJIB3YHTE (DYHKIIHIO
3aMEJIEHHOTO BOCIPOM3BEICHHS YTOOBI YMEHBIIIAMTE CKOPOCTh BOCIPOM3BEACHHS, TOKa HE
CTaHETEe YyJaBJIMBATh peub TUKTOpA.
- http://www.librophile.com/#!/audiobooks/popular/free
- http://www.voicesinthedark.com/content.php?iContent=50
- http://freeclassicaudiobooks.com/
- http://www.audiobooktreasury.com/

2.5. CamocTosiTesibHasi padoTa HAJl TOBOPEHHEM
Kak mo:xxHO 4yame o0maiiTech HA AHIVIMHCKOM C IpenojiaBaTeseM, OJHOTPYNIHUKaMU Ha
Kypcax, Ipy3bsIMH, U3YYAIOIIUMHU S3bIK, MHOCTPAHIIAMU. TaK Bbl CMOYKETE YCIBIIIATD (GKUBYIO»
peub M NPHUBBIKHYTH K TOMY, YTO AHIVIMHCKUI MOXKET 3By4yaTh [O-pPa3HOMY, BEIb Yy KaXKIOTO
YeJI0BEKA CBOE ITPOU3HOLIEHHE, aKLIEHT.


http://www.dictationsonline.com/
http://www.rong-chang.com/eslread/eslread/dict/contents.htm
https://www.englishclub.com/listening/dictation.htm
http://breakingnewsenglish.com/dictation.html
http://www.learnenglish.de/dictationpage.html
http://www.librophile.com/#!/audiobooks/popular/free
http://www.voicesinthedark.com/content.php?iContent=50
http://freeclassicaudiobooks.com/
http://www.audiobooktreasury.com/

YunTtech AyMaTh Ha aHIJINCKOM s13bIke. Korna ynraere wim ciayiiaere Kakoi-mmdo TEKCT, He
HY>KHO MBICJICHHO MEpPEBOAUTH €ro Ha PYCCKUM s3bIK. BakHO BbIOMpaTh MHTEPECHYIO AJIs Bac
uHGOPMALIMIO: BBl YBJEUETECh IOBECTBOBAaHHEM W He OyJeTe OTBIEKaTbCS Ha JOCIOBHBIN
MIEPEBOI.

O0s13aTeNnbHO MPOroBapyUBaWTE CBOM MBICIIN BCIIYX: OT OJHUX MbICJIEH TOBOPUThH HE HAYUHIIbCH,
HO €CIIM BbI 3aBEJETE NMPUBBIUKY PETYJIIPHO 1yMaTh HA aHTJIMKUCKOM, TO U TOBOPUThH Bbl HA HEM
CMOJKETE, KaK Ha POJIHOM SI3bIKE.

PasroBapusaiite ¢ keM-HuOyAb. Hanpumep, pacckaxure CBOEMY OTPaKEHUIO B 3epKajie, KaK y
BaC JieJIa, 4TO IIPOM3OLLIO 3a JEHb. BO3MOXKHO, NpENIOKEHHE IIOTOBOPUTH C 3E€pKAJIOM
MOKAXETCSA CTPAHHBIM, HO IMOJIb3bl IPUHECET MHOTO. 3epKaJlo MOXKET OBITh JIydllle YeloBeKa Mo
HECKOJIbKUM NpuyuHaM. Bbl MokeTe cka3aTb CBOEMY OTPA)KEHMIO BCE, UTO XOTHTE M JIyMaeTe.
Brb1 He OouTtech cka3aTh YTO-TO HEMPaBUWIbHO. OUeHb YacTO U3YUYAIOLIUX SI3BIK MPECIEYET CTPax
cAenaTh OMKMOKY. DTO MPUBOJUT K TOMY, UYTO YEJIOBEK HE TOBOPUT COBCEM. A C 3€pPKAJIOM 3TOT
CTpax yXOIUT: BPS JIU KTO-TO CTECHSIETCS CBOEIO OTPAKEHHUSL.

OnuceiBaiiTe kKapTUHKH. Bo3pMuTe m00yr0 kapTuHKy. OHa MOXKET OBITh CBsI3aHA C TEMOH,
KOTOPYIO BBl U3y4aeTe, MOKET ObITh Ha OTBICUeHHYIO TeMy. [locTapaiitech onucarb, 4TO Ha HEl
n3zobpaxeHo. ['oBopure Bce, YTO CMOXKETE NMPUAYMaTh: KTO M300pa)K€H, YTO OH JIENAaeT, KaKkue
MIPEAMETHI Bbl BUJIUTE, €CTh JIM BTOPOCTEIICHHBIE 1€TalIM, HPAaBUTCS BaM KapTUHKA Uiu HeT. Eciun
Balll YPOBEHb 3HAHW BBICOKM M HABBIK TOBOPEHUS PA3BUT XOpPOUIO, AHAIMZUPYHTE
MpPOU3BENICHUsT HUCKyccTBa. He CTOMT CUIBHO BIaBaThCsli B MOAPOOHOCTH, HECKOJIBKHX
IPeUIOKEHUH OyJIeT JOCTaTOUHO.

3anucbiBaeM cBOil roJioc. BriOepute kakyro-HHOyAb 0OIIEPa3rOBOPHYIO TEMY, HaIpUMEp
pacckas o Baiei Jirooumoit kaure. Brmounte nukTodoH u 3anumute cBoit rouoc. [locme storo
BKJIIOUUTE 3alMCh U BHUMATEIbHO mpocihymaiite ee. OOpaTuTe BHUMaHHE, B KAaKUX CIy4asX Y
Bac BO3HUKAET 3aMUHKAa, I'JIe Bbl 3aTSATUBAETE I1ay3y, HACKOJIBKO ObICTpasi y Bac peub, XOpollee
MIPOM3HOIICHHE M MpaBWIbHOE HHTOHHpOBaHUE. OOBIYHO TEpBbIC 3aMUCH JUIS H3YYaIOIIUX
AQHTTIMHCKUN — UCIIBITAHUE HE JJIS1 CIIa0OHEPBHBIX: BO-NIEPBBIX, Mbl HE MIPUBBIKIIM CIBIIATH Ce0s
CO CTOPOHBI, BO-BTOPBIX, AHTJIOSI3bIUHASL PEUb HA MEPBIX CTYMEHSIX 00YUYEeHHs 3BYUYUT CTPAHHO U
HEMOHSATHO. MBI pekoMeHAyeM BaM B3Tb ce0sl B pyKHU (BCE C 3TOr0 HaYMHAIIN) U MPOJOJIKHUTh
NOJ00HBIE 3aHATUSA. A depe3 Mecsl-Apyroil cpaBHUTE MEPBYIO U MOCIEIHHE 3alMCU: pa3HUIA
OyZIeT pa3uTesbHas, U 3TO BOOJYLIEBUT Bac Ha JajlbHEHIINE MOABUTE B U3YUYEHUH aHTJINHCKOIO
A3BIKA.

IInmem nocrel. [lonpoOyiiTe Hanucath HEOONBIION paccka3, MCHOJB3YS CIOBa WIH (pasbl,
KOTOpPbIE XOTUTE «aKTUBUPOBaTh». Eciam Baml ypoBeHb 3HAHUW JOBOJBHO BBICOK, BaM CKYYHO
NucaTh YYeHUUYECKHE YNPAXKHEHUs B TETPasKy, U Bbl JaBHO KaXJET€ CBOEH MMHYTHI CIIaBBHl,
oTnpasisiiTech Ha mpoctopbl MHTepHeta. Jlenaiite 3amucu B Twitter, Ha Facebook, Ha cTene
Bxonrakrte, 3aBequte Oisior. IlummTe Ha aHIIMICKOM SI3bIKE KOPOTKHE 3aMETKH, CTaTbH C
MCII0JIb30BAaHNUEM HOBBIX CJIOB.

Oobmaemcst ¢ uHOCTpaHuaMu. COBETyeM HAWTH JIpyra IO MEPENHUCKEe HAa OJTHOM U3 3THX CalUTOB:
penpalworld.com, interpals.net, mylanguageexchange.com. Ilummre eMy AJWHHBIE MHCHMA, a
nepes OTIPaBKOW elle M YUTalWTe BCIyX — IOJE3HO M JJIs MPOU3HOLICHUS], U JIJIs aKTUBALUU
CJIOBApHOTIO 3araca.

YuuM Hau3ycTh CTMXM M HecHHM. 3yOpekka — 3aHsATHE CKy4HOE, JAPYroe Aeso, €clid Bbl
pasydyrBaeTe MHTEPECHbIC BaM CTUXHU U MECHU HAU3yCThb. DTO MHTEPECHO, MOJIE3HO JUIs O0IIEero
pa3BUTHSA U OOOTrallleHusl CIOBapHOTO 3amnaca. PudMoBaHHBIE CTPOUKHM 3allOMUHAIOTCS Jierye
OOBIYHBIX TEKCTOB, TaK YTO W HOBas JIEKCHKa ObICTpee OTIOKHUTCA B aKTUBHYIO YacTh Ballero
coBaps.

2.6. CamocToniTeIbHAA Pad0oTa HAJ YTEHHEM
IMapajyiesbHOE YTEeHHE — ATO YTEHHUE OJTHOTO M TOTO K€ TEKCTa Ha JIBYX S3bIKaX: POJHOM M
nzydaemom.Tem, KTO TOJIBKO Haudajd YYUTh AHTIUWCKHI, HET CMBIC/Ia YUTaTh TapauieiIbHbIC
TEKCTBHI. BBl IOKa HE CMOXKETE COIOCTaBUTH TpaMMaTHYCCKUC KOHCTPYKOWUU W YaCTHU pCUU B



pasHbiXx s3bikax. [loaTomy noxkauTtech xoTs Obl ypoBHs Elementary, ocBoiiTe OCHOBBI
rpaMMaTUKH U TOJIBKO ITOTOM HPUCTYNaWTe K 4YTeHHIO. Kak TOJIBKO BBI JIOCTUIVIM YPOBHS

Intermediate, nepexonuTe K YTEHHIO KHHUT MOJIHOCTHIO HA QHTJIMHCKOM SI3bIKE. DTO MOXET OBITh
KAaK aJalnTUpOBaHHAs JMUTEPATypa, TaK M KHUTUM B OPUTHMHANE. 3HAHHWE IPaBUJI UYTEHUA —
00s13aTeNIbHOE YCIIOBHE IS MCIIOB30BaHMS METO/Ia TapajuIebHBIX TeKCTOB. Beera BeiOupaiite
TOT TEKCT, KOTOPBIA BBl C YJAOBOJHCTBHUEM MPOYUTANIU OBl WIIM MEPEUYUTaTH Obl HA PYCCKOM
a3pike. CiymaiTe ayauo3anuch TeKcTa. Takke MOYKHO BOCIIOJIb30BaThCs CIIELUATbHBIMU
nporpamMamu ¢ TexHojoruei Text-To-Speech, mampumep http://neospeech.com/. B okoriko
MOXKHO BBECTH IOyl (pa3y, W mporpaMma O3BYYHT €€ TOJIOCOM HOCHTENsS SI3bIKa C
MPaBWJIBHBIM MPOU3HOLIEHUEM U MHTOHauuen. Yutaiite (pazy Ha pycCKOM M COMOCTABISUTE C
NpeUIOKEHNEeM Ha aHTJIMICKOM YTOOBI pa3odparbcs B CTPYKTYpe MpeiokKeHus. Tak, BB
npounTaere ¢ppasy Ha PyCCKOM U aBTOMATUYECKU OyeTe COMOCTABIATH AHTJIMHCKHUE CIIOBA C
PYCCKUMH, pa30UpPaThCs B CTPYKTYPE MPEATIOKEHHS, 3TO MOMOXKET BaM Pa3BUTh YyBCTBO S3bIKA
U SI3BIKOBYIO JIOTAJIKY.

Beibepure  ymoOHbie — pecypcel:  https://sites.google.com/site/aglonareader/home/lang-ru
[Iporpammy nisi yYTeHUs MApaUIEIbHOIO TEKCTa, a TaKXKe MPUIIOKEHUE MOYKHO CKaudaTh
OecriaTHO. ITO MHTEPECHAs pa3paboTKa, KOTOpas MOJACBEYNBACT COOTBETCTBYIOIINE OTPHIBKH B
napajiebHbIX TekcTax. https://studyenglishwords.com/ - 6ecruratHblii caiiT, Ha KOTOPOM MOYKHO
YUTaTh NapajuleJIbHbIE TEKCThl HA AHTJIMHCKOM S3bIKE, COXPAHATH CJIOBA U3 HUX B COOCTBEHHBIN
SJIEKTPOHHBIN CIOBAPHUK U YYUTh B CBOOOTHOE BpEMSI.

YreHue BCJIYX Ha AaHTJIMIICKOM SI3bIKe!

1. YuTaliTe MEIJIEHHO, YETKO U BBIPA3UTEIBHO MTPOTrOBAapUBANTE KaX/Ibli 3BYK M Ka)KJ0€ CJIOBO,
nenaite nay3bl. Eciu Bbl Oyziere rHaThCs 32 CKOPOCThIO, TO MHOTOTO He J100berech. [laxe eciu
CKOPOCTh BbI U HapaboTaeTe, TO MPOU3HOIICHUE, HHTOHAIUS, KPACUBBIE 3BYKH — BCE 3TO yi/IeT
B HUKyzAa. /[ns1 BeIpa3uTenbHON peur B MEPBYIO OYEPEIb HYKHO XOPOLIEE MPOU3HOILIEHUE U
MpaBUJIbHAs WHTOHALMA. A CKOpPOCTh MOSBUTCS CO BpPEMEHEM cama, OHa HapabaThIBaeTCs
IIPaKTUKOM.

2. IlpounTaiiTe TEKCT U TOJBKO MOTOM HIIMTE HOBHIE cioBa. He 3a0biBaiiTe, 4TO MpH YTCHUU
BCIyX OBIBAa€T CIIO)KHO MOHSATH cojepxaHue Tekcta. CHauyana MOJHOCThIO YUTAMTE TEKCT, He
oOpainiass BHUMaHUs Ha He3HAKOMbIe cioBa. CTapaiiTech yIOBUTH TTaBHYIO MBICIb U MOHSTH, O
yeM TekcT. [locie Toro kak Bbl IPOYMTAIHN MEPBBIA pa3, MOKHO YK€ padoTaTh ¢ HE3HAKOMBIMU
CIIOBaMH: HWCKaTh 3HAYEHUS B CJIOBape, CMOTPETh, KaK MpOHM3HOCATCA. UTOOBI pacHIMpuTh
CJIOBapHBIN 3aIac, YYUTE HOBBIE BBIPAKEHUS, MOBTOPSIMTE CIOXKHBIE U TPYAHOIPOU3HOCHUMBIE
cioBa. YToObl BaM OBbLIO Jierde 4MTaTh, HEOOXOAMMO BBIOMpAaTh KHUTY, COOTBETCTBYIOILYIO
BaIllIEMY YPOBHIO 3HAHUU.

3. OOpamaiiTe BHUMaHue Ha TpaMMaTuKy. Yutas npo ceOs, MO)KHO O€rjio mpocMOTpPeTh TEKCT,
HE BJaBasCh B MOJAPOOHOCTH coiepxaHus. Yuras aHTMIMMCKUI TEKCT BCIyX, Bbl HUKYAA HE
TOPOIIUTECH, TO3TOMY MOXKETE YBHUJETh, KaK YHOTPEOISAIOTCS BpEMEHA U apTUKIU. TO ecTh BbI
3alIOMUHAETe MPaBUIIbHBIE MOJENIN UCTIOIb30BaHUS TPaMMaTHUYECKUX TIPABUIL.

4. Yuraiite He MeHbIle 10 MUHYT B fieHb. Pazymeercs, ueM Oosbliie Bbl OyJ€Te YUTATh BCIYX Ha
AHIIMICKOM $13bIKE, TeM Jyulie. OnTumanbHblid BapuanT — 30 MuHYT B 1eHb. Ho eciin muniHero
BPEMEHH Yy Bac HET, cTapaiiTech BBIIEIATH XOTS Obl 10-15 MuUHYT. DTO HY)XHO Kak pa3 it TOTO,
YTOOBI Ballla peyb CO BPEMEHEM cTajia ObICTpOi U MmiaBHOW. Bam He Ha0 nmpuayMbIBaTh peyb Ha
XO0Jly, KaKk B pa3roBOpe, Bbl UNTAETE TPAMOTHO HAIIMCAHHBIN TEKCT U CIEAYETE 3a XOAOM MBICIIH.
Ecnu Bbl Oyziere yuTaTh BCIyX HE MEHBIIIE ToJyyaca B JIeHb, TO Yepe3 MeCsI-Ipyroi 3aMeTHuTe,
KaK CHUJIBHO MpeoOpa3wiach Ballla Peyb: 3BYKH CTaJId YETKUMH, VIUIM CJIOBa-MApa3uThl U
HEJIOBKHE 3aMHHKHU.

5. Ywraiite pa3zHble TEKCTbl. YuTalTe XYyI0KECTBEHHBIE IPOU3BEACHMS, CTHUXHM, Hay4HbIE
nyOIMKaIuy, CTaTbU B Ta3eTax U KypHalax. PazHooOpa3Hble TEKCThI MOMOTYT Pa3BUTh HaBBIK
YTEHUS CO BCEX CTOPOH. J[JIst KaskA0ro Tekcra OynyT pa3Hble TEMIIBl PeUH U May3bl, HHTOHAIIKS.
HNuTepHeT-pecypcebl:



http://neospeech.com/
https://sites.google.com/site/aglonareader/home/lang-ru
https://studyenglishwords.com/

http://www.rong-chang.com/nse/ 3ToT cailT mOAOKMACT ISl 3aHATHH HAYMHAIOIIUM C YPOBHEM
Beginner u Elementary. Bce TEKCThI KOpOTKHE, B HUX HCIOJB3YIOTCS MPOCTHIC CIIOBA W
JJIEMEHTapHas TpaMMaTHKa — TpU BpeMeHu rpymisl Simple. [TonpoOyiite untath X0oTs ObI 2-3
TEKCTa €XKEIHEBHO, 3TO 3ahWMer Bcero 5-10 muHyT. TeMbl TEKCTOB pa3Hble, YacTO OHH
HNPEACTABISIIOT co00H HeOObIMe IIyTKH. Bce cioBa 1momoOpaHbl TaKMM 00pa3oM, YTOOBI
M3YyYarollMii HE MPOCTO YUTal TEKCThl HA AHIJIMKCKOM, HO M PACIIMPsJI CBOM JIEKCUYECKUI
3amac. Tak, BBl CMOKETE BBIYYUTH MEPBBIC (hPA30BBIC TIJIATOJBI, YaCTO YHOTPEOIIsieMbIe CIOBA U
BbIpakeHMs1. K KakqoMy TEKCTY IpuiIaraeTcs ayino3anuch.
http://www.english-online.at/index.htm  3tor pecypc co3maH cHenuaabHO JUISI WU3YdYaroIIux
AHTJIMACKUN s3bIK ¢ ypoBHeM Pre-Intermediate m Bbime. TeKCThl HE OYEHBb JUIMHHBIC, 3aTO
HACBIIICHBI TOJIE3HBIMU BBIPAKECHUSAMHU U cloBaMu. CTaThbu pa3HOM TEMAaTHUKHU aJalnTHPOBAHbI
CHEHMAlIbHO JUIS Yy4YalllUXCS: MCIIOJIb3yeTcsi Haubojiee dYacTo ymorpedisemas JeKCHKa |
HECJIOKHBIE TpaMMaTHYeCKUe KOHCTpYKIMu. Ha naHHBI MOMEHT Ha caillTe JOCTYIHBI IS
YTEHUsI HECKOJIBKO COTEH TEKCTOB pa3HOW TeMaTUKHU. Bce OHM JOBOJIBHO MHTEPECHBI, TAK YTO
JTAHHBIA PECypC COJEPKHUT ONTUMAIBHYIO MPOTOPIUI0 OOy4YeHHs W pa3BicueHus. Bo Bcex
CTaThsIX BBl YBUIHUTE CJOBA, BBIICJICHHBIC JKUPHBIM MIPU(TOM. DTO JIEKCHKA, KOTOPYIO BaM
npeiararoT u3yduThb. Ilociie Tekcra craTbu Bbl HAMJETE AHTJIO-aHTJIMHACKUANM CIIOBaph C dTUMU
cinoBaMu. Takum 00pa3oM, CaliT BBHIMOTHSAET BAXKHYIO (DYHKIIMIO — BBl MOXKETE M3y4aTh Ha HEM
HOBYIO JICKCUKY B KOHTEKCTE.

http://short-stories.co.uk/ A »ToT caiiT MOJOWIET BCEM JIOOUTENSAM XYI0KECTBEHHOM
JUTEpaTyphl. 371eCh HET aJanTUPOBAHHBIX TEKCTOB WJIM CJIOBapeil, TOJIBKO PacCKasbl
AHIJIOSA3BIYHBIX aBTOPOB B HEM3MEHEHHOM Buje. Ha caiiTe mpezacraBieHbl 8 MONYJISPHBIX
JKAQHPOB: JIETCKAas JINTEPaTypa, NETCKTUB, (DAHTACTHKA, YyKAChI, FOMOpP, JOKYMEHTAIbHAS TPO3a,
pomaH, HayuHas ¢anTtacTuka. Eciu Bbl HaxoauTech Ha ypoBHe Pre-Intermediate, monpoOyiite
Ha4yaTh YATATh JIETCKUE PACCKa3bI.

http://easyenglisharticles.com/ Do ere ogua pecypc ¢ TEKCTaMHU ISl H3YYAOLIMX aHTJIAHACKUI
a3bIK. CaliT OpHeHTHpOBaH Ha ydamuxcsi ¢ ypoBHeMm Pre-Intermediate u Bbime. Bee crarbu Ha
ATOM CaiiTe aJanTUPOBAHBI ISl YYalIUXCA: B TEKCTaX COJEP)KUTCS TOJIBKO Hambolee 4acTo
ynotpebisiemasi JIeKCHKa U TpaMMaTHKa CPEIHEr0 YPOBHS CIIOXHOCTU. TEKCThI B OCHOBHOM
MPEACTABISIIOT MOCIEIHUE MUPOBBIE HOBOCTH, HO €CTh M Pa3HbI€ CTATbU-COBETHI MO U3YUECHHIO
WHOCTPAHHOTO SI3bIKA, CAMOCOBEPIICHCTBOBAHUIO U T. TI. CaMble CBEKHME HOBOCTU CO BCETO MUPA
B aganTupoBaHHOM BapuaHTe! OOpaTuTe BHHMMAaHUE: MOCJE KaKIOW CTaThU €CTh CIHCOK CIIOB,
peKoMeHIyeMbIX K u3ydenuro. [lompoOyiiTe yramaTe WX 3Ha4YeHHWE M3 KOHTEKCTa, ITO, Kak
MpaBUJIO, BECbMa MOJI€3HAas! 1JIsl U3yUEHUs JIEKCHKa.
http://www.infosquares.com/readingcomprehension/  Ha »3Tom caiiTe mNpeACTaBICHO BCETO
HECKOJIbKO JIECSITKOB TE€KCTOB, OJHAKO OH JOCTOMH Balllero BHMMaHUs. Pecypc mopoiaer asns
3aHATUN ydeHHKaM ¢ ypoBHeM Intermediate m Bbwime. Pecypc oTiamvaercst OT HpenbLIylIux
CalTOB TEM, YTO Ballla 3ajaya Tenepb — HE MPOCTO MPOYUTATh TEKCT U MOHATH OCHOBHYIO
MBICJIb, @ YJOBUTH Jake Menpdaiiimme netanu. Ha Bkmanke ¢ mar000# craTheil Bl HaiifieTe HE
TOJIbKO CCBUIKY Ha CaM TEKCT, HO U TE€CT Ha MPOBEPKY MOHUMaHUA TpouuTaHHOTro. [TosTOMYy MBI
COBETyeM OOpaTUTh BHHMaHHWE HAa OTOT PECypC BCEM, KTO TOTOBUTCA K OJK3aMeHy IO
AHTIIUHCKOMY SI3BIKY, BE/Ib BbI MOXKETE «OTPEMEeTHPOBATh» Ha 3TOM pecypce cekmnmio Reading.
3amaua 9TOTO caiiTa — MPOBEPUTH, HACKOJIBKO XOPOIIO BBl MOHWMaeTe TEeKCT. [loaTomy MBI
PEKOMEH/IyeM 3aHMMAThCSl Ha 3TOM CaliTe MPUMEPHO pa3 B MECSI, a B OCTAJIbHOE BPEMS YUTATh
nIpyrue ctaTbu. Takum 00pa3om, Bl Oy/ieTe BUIETh, HACKOJIBKO OBICTPO Pa3BUBAETCS Balll HABBIK
YTEHUS HA aHTJIMKACKOM SI3bIKE€ U HACKOJIBKO Bbl BHUMATEIbHBI IPU YTEHUHU.
http://web2.uvcs.uvic.ca/courses/elc/studyzone/330/reading/ DTOT callT CXOXK C MPEABLIYIIHM:
HEOOJBIIOE KOJIMYECTBO MATEPUATIOB C JIUXBOW KOMIIGHCUPYETCS HAJIMYUMEM pPa3HBIX
YIPAKHEHHM, TPOBEPAIOINIMX MOHMMAaHUE TEKCTA. 3J€Ch MOXKHO 3aHMMAThCs ¢ ypoBHeM Pre-
Intermediate u BbiIIIIE.

http://dreamreader.net/ tot pecypc 3auHTEpECYET TEX, KTO JIIOOUT YUTATH pa3HbIC
MI03HABATEJIbHBIE U pa3BiIeKaTeNbHbIE cTaTbi B IHTepHeTe. CallT MoAOHAeT ydalumcst ¢
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ypoBHeM Elementary u Bbitiie. bombiiie Bcero TeKCTOB Ha TOM CalTe MPEACTAaBICHO B pa3zenax
Fun English u Academic English. IIpenects crareii B TOM, 4TO HAallMCaHBl OHU XOTh M MPOCTHIM,
HO JKMBBIM SI3bIKOM. A pacCMaTpUBAEMbI€ B CTAThSIX TEMbI aKTyaJIbHbI U OCBEIIAIOT CaMbIe
pa3Hble CTOPOHBI )KU3HU: OT s3bIKa Tena A0 dact-gpyna, or HJIO o «komaubux» nauom. K
KaXJIOMY U3 TEKCTOB MIPUJIATaeTCs Psii BOIIPOCOB, MOMOTAIOIIUX MPOBEPUTH, HACKOIBKO XOPOILIO
BbI [IOHSUIM IIPOYUTAHHOE. BBl MOKETe HE MPOCTO YUTATh CTaThIO, HO U MOCIYIIATh €€.

2.7. CamocTosiTeibHAsA pad0Ta HA/l MMCHbMOM
H3yuaiiTe npaBujia HANMCAHUS CJOKHBIX CJIOB. 3allOMHMTH MPABONMCAHUE MHOIMX CJIOB
Oyzer mpolie, eciy 3HaTh NpaBWila, 0 KOTOpbIM OHHU nuurytcs. Hampumep, B crathe «Silent
letters. Hempomsnocumbie OyKBBI B aHTIHICKOM $I3BIKE» YETKO M IOHITHO OOBSCHSIOTCS
IpaBUiIa YHOTPeOJIEHUs] HENPOU3HOCUMBIX OyKB. M3yuuTe 5Ty cTaThio, U y Bac YyXKe He
BO3HMKHET JjKelaHusi Hamucath nowledge Bmecto knowledge http://engblog.ru/silent-letters.
Taxxke coBeTyeM O3HAaKOMHUTBCS W cO cratbeil «Opdorpadusi aHTIUHCKOTO S3bIKa», B HEH
IPEJCTaBICH CIHUCOK IIOJIE3HBIX MAaTepUaloB Ul COBEPILIEHCTBOBAHUS IPABOINMCAHUS
http://engblog.ru/spelling.
Hcnonb3yiiTe npueM M3 MKOJbl. BcmoMHuTE, KOrna Mbl COBEpLIad OUIMOKY B JUKTAHTE,
YUHTENb 3aCTaBJIl HAC MPOMMCHIBATH cI0BO 5-10 pa3. OH nenan 3TO HE U3 XKEJIaHUS HaKa3aTb
YUEHHUKa, a JJIs TOro, 4ToObl B HAlllell NaMSATH MPOYHO 3aKPENUIOCh MPaBUIIBHOE HalMCaHUE
cioBa. [lonpoOyiiTe nenaTth aHAJIOTMYHO M C IMPABONMCAHUEM AHIVIMHCKUX CJIOB: KaK TOJBKO
OIMOINCh, BO3BMHUTE TETPAJIKY W HAMMUIINTE TOHSATHE MPABUIBHO HECKOJIBKO pa3. BwimomHss
TaKO€ YIpPaXXHEHHE, Bbl BKJIIOYaeTe B pabOTy MEXaHHWYECKYH0 NaMsTh, a 3TO 3HAYUTENIBHO
oOyierdyaer 3amoOMUHAHHME cJOBAa. MayleHbKas XUTPOCTh: MHOTrHe (WIONOTH W JIMHTBUCTHI
COBETYIOT OTKa3aThCsl OT MPONHUCHBIX OykB. OHM PEKOMEHIYIOT IeyaTaTh CJIOBO Ha KJaBHAType
WIM NUcaTh €ro neyaTHbIMU OykBaMu. B XoJle KCIIEpUMEHTOB BBISICHWIJIOCH, YTO I€YaTHBIE
OyKBbI MMEIOT YeTKYyI (opMy, MO3TOMY MO3ry MpOIIe 3allOMHUTh HamucaHue ciosa. YUto
KacaeTcsl MPOMMUCHBIX OYKB, TO OYEPK ObIBAeT pasHbI, U (DAKTUUECKU KaX/IbIi pa3 Mbl MHILIEM
OyKBY HEMHOTO MO-APYroMy. DTO YCIOXKHAET BocupusaTie nHpopmanuu. [lonpobyiite nedarars,
a He MHUCcaTh, BO3MOYKHO, ’TO UMEHHO TO, YTO BaM HYXHO.
IIpakTukyiiTech, NPaKTUKyiTechb W eme pa3 NMpakTUKyHTecb. UTOObI HaydMThCS BOAMTH
MalIMHYy, BaM HY)KHO KaK MOKHO 4Yallle CaAUThCs 3a Pyjb, @ YTOOBI MHCAaTh IPAMOTHO, HY’KHO
KaKk MOXKHO dYalle CaJuThCs 3a CTOJN U mnucarh. [lonmpoOyiiTe nenaTh pa3ivyHble 3alHUCU Ha
AQHTJIMHCKOM sI3bIKE, MPAKTUKOBATHCA MOXHO Tak: Benurte nHEBHUK, a Jydie nomnpoOyiite
3aBecTH OJIor Ha aHriuiickoM s3bike B MHTepHeTe. CaMOBBIpaKEHHE M TEIJIble KOMMEHTapUu
yuTaTesaeil BOOAYIIEBAT Bac Ha HOBble noABuru. [lemaere nomamnee 3ananue? Hanumure win
HareyaTaiTe ero, a He MPOCTO OTMEThTE HYKHbIE OTBETHI B yueOHUKe. [[eno 310 TpypoemMkoe, HO
oKymnutcs cropuiieid. [loHpaBunacy HHTEpeCHas UTaTa WK UAMOMA Ha aHIVIMKHCKOM s3bike? He
KONMpylTe ee cebe Ha KOMIIBIOTEp, a HameyaraiiTe BpY4YHYI. OTO OTJIMYHBIM IpHeM,
coBMelaroluil B cede u o0yueHue, U paspieyeHue. Boibepute HHTEPECHYIO KHUTY WK OJIoT B
WuTepHere. ExxeqHEBHO nepenuchbiBaiTe 1-2 cTpaHMIBI TEKCTAa, PUYEM CIOBO B CIOBO. JTO
OJIMH U3 CaMbIX JIEWCTBEHHBIX METOJIOB yiydiieHus spelling.
3aneiicTByiiTe 3iineT3sm. Diinetnsm — ¢ororpaduyeckass namsATb, KOTOpas OTBedYaeT 3a
3allOMUHAHUE 3pUTENIbHBIX 00pa30B. 3aJeiCTBOBATh €€ JIy4llle BCEro Mpu H3y4eHUH HOBOTO
ciioBa. BHUMaTebHO CMOTPUTE HA HETO, MOCTapaiTech 3alIOMHUTH €ro (hopMy, HOPsIOK OYKB,
3aTeM 3aKpOMTE TJla3a W IMOCTapalTeCh NPEACTaBUTh €r0 — Yy BAac B MaMSTH OTJIOKUTCS
3pUTENbHBINA 00pa3 HOBOro MOHATHSA. OTHOBPEMEHHO C MPOCMOTPOM IPOU3HECUTE CIIOBO, UTOOBI
3TH 3BYKH aCCOLMUPOBAIHUCH Y BaC C KOHKPETHBIM NMPaBUIbHBIM HalKcaHuEM. BeImonmHsAiTe 3TH
JeMcTBUS TPU KaXKJOM OBTOPEHHH, TOT/IAa YIPaXXHEHHE ObICTPO IMPUHECET CBOU TIIOJIBL.
CaepsiiTech co ciaoBapeM. Korja nuimiere clI0XKHOE CIOBO, HE TOJIAralTECh TOJIBKO Ha CBOIO
namsATh, MPOBEPANTE HaMMCcaHWE B cioBape. Jlyuile nmucaTh MEIUIEHHO, 3aTO IPABHIIBHO, YEM
ObICTpO M HerpamMoTHO. He nepexxuBaiite, mocie HECKONBKUX «IOATISIbIBAHNI» Bbl 3alIOMHHUTE
CJIOBO U OyJieTe yBepeHHO IHUCATh ero 0e3 BCIKUX MOJCKA30K.
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CoctraBbTe cOOCTBeHHBIN cJ0Bapb. B JMuHBIM CilOBaph BKIIOUUTE TOJIBKO TE CIIOBA,
HaIMCcaHHe KOTOPBIX BBI3BIBAET Y Bac TPYAHOCTH. PaboTaiiTe ¢ 3TUM «IeTHIEeM» KaK OObIYHO
IIPU U3Y4YCHUU AHIVIMMCKOM JIEKCUKM: 4acTO IPOCMATpUBANTE, IOBTOPSAWUTE, MEPEBOJUTE C
PYCCKOrO Ha aHTJIMHCKMM (JIydllle BCEro MUCHhMEHHO). DTO TOMOXKET BaM JIETKO BBIyYUTh
IIPABOIHCAHUE aHTJIMICKOTO fA3bIKA.

Bcenomuutre 00 3ddexte Pectopdd. Jlyume Bcero Ham 3amomuHaeTcss WH(oOpManus,
BBIIETIsTIOIasics u3 oOmieil maccel. Mcnonb3yiite addexr cedbe Bo Omaro. Kak craemars cioBo
3anomMuHaronmMces? Beigenure ero u3 Apyrux cioB B MPSIMOM CMbICIE — IPU MOMOUIH SIPKOH
PYYKH WM LBETHOro mpudTa. MO3r BBIACTUT 3Ty HHPOPMALHUIO U3 OCTAIBHBIX CIOB U
3arnoMHUT. [loMHUTE, Belb B LIKOJE HAC 3aCTaBISUIM J€JIaTh aHAJOTUYHO HA YPOKaxX PYCCKOTO
A3bIKa: CJIOBApHBIE CJIOBA Mbl BBIICISUIM PAa3HOLBETHBIMM pydKaMu. MajeHbKas XHUTPOCTH:
HekoTopsie memaroru COBETYIOT HE MPOCTO BBIACISTH CIOBO, HO U MHCATh KAXKIYI0 OYKBY
pasHbBIM I[BeTOM. BpemeHnu Ha HammcaHue yiaer Ooiblie, paboTaTh C MOHSATHEM BBl Oyrere
JOJIbIIIE, TIOTOMY U 3allOMHUTCS OHO ObicTpee. OOs3aTenbHO MONpPoOyiTe Ha MPAKTHKE ATO
IIPOCTOE yIPaXKHEHUE.

Paboraiite ¢ Microsoft Word. lcnonb3yiite aBromMatuueckyro MpoBepky opdorpaduu He
TOJIBKO T10 IPSIMOMY Ha3HA4€HMIO, HO U JuIsl oOyuyeHus. Kak TonbKO yBUIUTE, UTO Iporpamma
UCIpaBHUa Kakoe-mu00 CIOBO, COTPUTE €ro M HAMMIIUTE BPYUYHYIO NMPaBUIbHBIA BapHaHT. JTO
HEMHOT'0 YBEJIMYUT BpeMs pabOTbl C TOKYMEHTOM, HO OYJIET IOJIE3HBIM YIpaKHEHHUEM s
spelling.

YuraiiTe Kak MO:KHO Yamie. Kak 3alOMHMTbH JIMIIO HOBOTO 3HaKoMoro miaun koseru? HyxHo
Yaie ¢ HUM BUJEThCS. 3allOMUHATh HAMTUCAHKE CIIOB MOXHO M HY)KHO aHAJIOTMYHO: CTapalTeCch
BCTpeuaThCsi ¢ HMMM 4acTo. llpomie Bcero sto Oyner naenarh, €ciM Bbl OyJeTe 4YMUTaTh
pa3HoO0Opa3HbIe aHTJIOA3BIYHBIC CTATbU U KHUTU. DTOT IPUEM, MOXKAITYH, CaMblii HHTEPECHBIN U
HEHaBS3UMBBIH, BEJlb Bbl yUUTE IPABOIIMCAHUE ABTOMAaTUYECKH BO BPEMS UTEHUSI.

Tectupyiite cBou 3Hanus. B MHTepHeTe MOXHO HaWTH MHOTO Pa3sHOOOpPA3HBIX TECTOB U
OHJIaliH-33J]aHUH, KOTOpbIE IOMOTYT BaM COBEpUIEHCTBOBATh HAaBBIK IPABOMMCAHUS Ha
aHTIUHCKOM si3bIke. HampumMep, MHOTO pa3HOOOpa3HBIX TECTOB MOXKHO HAWTH Ha 3TUX caiTax:
https://howtospell.co.uk/spellingquiz.php, http://eslus.com/LESSONS/SPELL/SPELL.HTM.
Hrpaiite B npaBu/ibHble HUIPbl. VI3yueHue aHTIUHCKOTO s3bIKa JIOJDKHO OBITH MMl Bac
yBIJIEKATEJIbHBIM. A clieJaTh €ro TaKuM MOMOTYT pa3HooOpa3Hble 00ydaronye oHaaiH-urpsl. Mx
MO’KHO MCIIOJIb30BaTh B MEPEPHIBE MEKAY YIPAKHEHUSIMU: BBl 310pOBO PA3BJIECUETECH U B TO KE
BpeMsl IPOJOJDKATE ydnuTh aHnmickui. Ilomrpare ¢ 1oib30M MOXHO Ha calTax
http://www.wordgames.com/, http://www.merriam-webster.com/word-games,
http://www.funbrain.com/spell/.

N3yuurte npaBuja yrenusi. Ecnu Bl OyJeTe 3HATh MpaBuiia YTCHUS aHTIIMHCKOTO S3bIKA, BaM
OyJeT jerde JA0raaatrhCs, KaK MmucaTh HE3HAKOMOE CJIOBO, UCXO/s M3 ero 3Bydanus. Spelling bee
- Wrpa Jisi TpaMOTHBIX JroAeil. XOTUTE NPOBEpUTH CBOM 3HAHMA? XOTUM OTMETUTh, 4YTO
MIPABOIMCAHUE BbI3bIBACT TPYAHOCTH Jake Y HOcUTenel s3bika. IMEHHO mo3TomMy B AMepHke
€CTh pa3jIM4YHbIE KOHKYPCHI, KOTOpPbIE IPHU3BaHbl IPOBEPSITh I'PAMOTHOCTH JIIOJEH, HaIpUMEp
Spelling bee. 910 copeBHOBaHUE, B X0/1€ KOTOPOTO JIFO/ISIM HA3bIBAIOT PA3JIMYHBIC CJIIOBA, a OHH
JIOJKHBI TPOU3HECTH IO OYKBaM, KaK MUIIYTCs 3T MoHATHs. KTo cnenan ommbky — BBIOBIBAET.
Ha xaxaom sTame KOHKypca JaroTcsi Bce Oojee CIOXKHBIE CIIOBA, MOKa HE OCTAHETCS OJUH
noGenutenb. BriepBele KOHKYpC ObUT MpoBelieH B janekoM 1925 roay U ¢ Tex mop He Tepser
nonynsipHoctu. Celiuac Spelling bee mpoBoasT B pa3HbIX CTpaHaX MUpa.

3. METOANMYECKHUE PEKOMEHJAIWU 11O U3YUEHUIO TEOPETUYECKOI'O
MATEPHAJIA
N3ydenne moboro pasnena cienyeT HaUMHATH C O3HAKOMJICHHsI C BONPOCAMHU IUIaHA
u3ydeHus TeMbl. [Ipu W3ydeHHH TEOPETUYECKOTO MaTepuaia HEOOXOAUMO UCIOIb30BaTh
PEKOMEHAYEMYI0O OCHOBHYIO M JIONOJHUTENbHYIO JHMTEpaTypy [Uisl JIy4lIero YCBOEHUs
MaTepuaia.
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OcBauBaTh TEOPHUIO CIEIYyET B COOTBETCTBUU C TOW IOCIEAOBATEIBHOCTBIO, KOTOpas
MIPEACTABIICHA B [UIAHE CAMOCTOSITENIbHBIX U IPAKTUYECKUX 3AHSITHI.

Metoauka paboThI C IMTEPATYpOll MPEAyCMATPUBACT BEICHUE 3aHMCU MTPOYUTAHHOTO B
BUJIC IUJJaHA-KOHCIEKTa, OINOPHOIO KOHCIEKTa M T.J. OTO IO3BOJUT CHAEJaTh 3HaHUS
CHCTEMHBIMH, 3a(UKCUPOBATH M 3aKPEMUTh UX B AMSTH.

KoHcnekT — clioXxHbIH c1oco0 U3NI0KEHUs COJIep>KaHusl KHUTH WM CTaTbU B JIOTUYECKOM
1oCIe0BaTeNbHOCTH. KOHCIIEKT akKyMylIupyeT B cebe Mpeablayire BUIAbl 3alHCH, TT03BOJISIET
BCECTOPOHHE OXBAaTUTh COJEPKAHUE KHUIU, CTaTbU, TEKCTa, I'PAaMMAaTHYECKOro MaTepHala.
[ToaToMy ymMeHHE COCTaBIATH IUIAH, TE€3UCHI, J1€]aTh BBIIUCKU U JPYIHe 3allUCU OINpEAcisieT U
TEXHOJIOTHIO COCTABJICHUS KOHCIIEKTA.

MeTtoauyeckue yKa3aHus 110 COCTABJICHUIO KOHCIIEKTA
1. BHuMaTenbHO NOPOYMTANTE TEKCT. YTOYHUTE B CIPABOYHOW JIUTEpPAType WM CIIOBAape
HEemoHsATHbIE cioBa. llpu 3amucu He 3a0yAbTe BBIHECTH CIPABOYHBIC JaHHBIE Ha MOJSA
KOHCIIEKTa;
2. Beiienure riaBHOE, COCTABBTE IIJIAH;
3. Kpatko copmynupyiite OCHOBHBIE TIOJIOKEHUS TEKCTA;
4. 3akOHCHEKTUpYHTE MaTepuan, 4YeTKO Cleqys NMyHKTaM IuiaHa. lIpu KoHCHeKTHpOoBaHUU
cTapaiTech BbIPa3UTh MbICIIb CBOUMH CIIOBaMU. 3alIUCH CJIEIYET BECTH YETKO, SICHO.
5. I'pamoTHO 3anuceiBaiTe HUTAThl. LIUTHPYS, yUUTBIBAUTE TaKOHUYHOCTD, 3HAYMMOCTb MBICIIH.

B TekcTe KOHCIEKTa kKenarebHO IPUBOJAUTH HE TOJIBKO TE€3UCHBIE MOJIOKEHUS, HO U UX
JoKazarenbcTBa. [Ipu odopmIleHMH KOHCIIEKTa HEOOXOIUMO CTPEMHTHCS K €MKOCTH Ka)KIOTrO
npemioxkeHusl. MpICTU aBTOpa KHUTH CJIEAyeT u3Jlaratb KpaTKo, 3a00TiIchb O CTUje U
BBIPAa3UTEIbHOCTH HAIIMCAHHOTO. J{J1s1 yTOUHEHUS U IOIOJHEHHSI HE0OXO0IUMO OCTABIISITh MOJIS.

[Ipouienypa mpoBepKHM KOHCIIEKTa BKIIOYAET B Ce0sl MEpeyeHb BOMPOCOB 0a30BOr0 H
MOBBIIIEHHOTO YPOBHEH 17151 COOECe0BaHUsL.

MeTtognuyecKkue peKOMEHAANUN 110 MPEACTABJICHUI0 U 0(DOPMIICHUIO
pe3yJIbTaToB codecel0BAHUSA

CobecenoBanmne npeacTaBIseT cOOON MHAMBUIYAIbHYIO Oecely ¢ KaKIbIM CTYIEHTOM
M0 TPEUIOKEHHBIM BOIIPOCAaM € TMOCIEAYIOIIEH OLICHKOW HMX MOAroTOBKU. Llenbro maHHOM
(bopMBbl 3aHATHUS SIBJISETCS OCYIIECTBJIEHHE TEKYIIEro KOHTPOJIs 3HaHMM mo Teme. B 3amaum
co0ece0BaHNs BXOJUT MIPHUOOPETEHNE HaBbIKa pabOThI C ICTOYHUKAMU U JIUTEPATYPO; YMEHUS
TPAMOTHO COCTaBIISATh KOHCIIEKTHI U MOJIb30BAaThCS UMU; BBISBJISATH Pa3IMUHbIE TOUKU 3PEHUS HA
npoOJIeMy U CTETIeHb €€ pa3pabOTaHHOCTU B JIUTEPATYpE.

CobecenoBanue mpenmnosaraeT  o0s3aTelnbHOE KOHCIIEKTUPOBAHME TEKCTa  MIIU
rpaMMaTH4eCcKOro MaTepuana, a Takke IpopadoTKy Beel MpeyIoKEHHON JINTEpaTyphl O TEME.

Bonpocsl myia cobecejoBaHuss M KpUTepUH olieHuBaHus mnpuBereHbl B POC naHHOM
JTUCIUIUINHBI.

4. METOAUYECKHE YKA3AHMUSA 110 BUJAM PABOT,
MPEJAYCMOTPEHHBIX PABOUYEM ITIPOTPAMMOM JTUCHHUIIJIAHBI
4.1. IToaAroToBKa K NPAKTHYECKUM 3aHATUAM
Memoouueckue ykasanus no n0020moeKe K npaKkmuyeckum 3aHamusm.

K camocrosTenbHOil paboTe OTHOCUTCS MOATOTOBKAa K IPAKTHUECKOMY 3aHATHIO U
BBITNIOJTHEHUE TOMAILIHETO 3aJaHUsl.

JloManiHee 3aJaHUE COCTOMT W3 HHIAMBUAYAIbHBIX 3aJaHUil, Hpoueaypa IpOBEPKU
KOTOPBIX BKJIOYaeT B ce0si TepedyeHb NPAKTUYECKUX YIPAKHEHUH M  BOMPOCOB IS
cobecej0BaHUs.

HToroBplii NPOAYKT CAaMOCTOATEJIBHOM PadOThI: HHIUBUAYAIbHOE 3aaHHE.
CpencTBa M TeXHOJIOTHM OLIEHKH: coOeceIoBaHueE.

4.2. MeToan4yeckune yKa3aHHsl M0 COCTABJICHUIO IJIOCCAPUS MO TEKCTY



[TomoGHO Mr060MY CIOBApIO TIIOCCAPUN COCTOUT M3 aBTOHOMHBIX JIEKCUYECKUX EIMHHII,

PacmoI0KEHHBIX:

- o andaswury;

- [10 Mepe MOSABIICHUSI TEPMUHOB B TEKCTE WJIU 3aJaHHH;

- B COOTBETCTBUH C TEMOM M3y4aeMOro paszzesa JUCIHUILIHHEI.

Jlyia cocTaBiieHUs TiI0ccapus MO 3a/laHHOM TeMe HY)KHO HalWTH MHGOPMAIUIO C pa3HbIX
UCTOYHUKOB (ceTh «VHTEpHETY, SHIIMKIIONEINH, MPAKTUYECKUE MOCOOUs, yaeOHas IuTeparypa),
U3YYUTh €€ U COCTABUTh B PYKOIMCHOM BapHUaHTE WU MOJIB3YSICh TEKCTOBBIM MTPOLIECCOPOM.

PabGora nomkHa ObITH TmpencTaBieHa Ha Oymare d¢opmara A4 B TeYaTHOM
(KOMITBIOTEPHOM) UJIM PYKOIIUCHOM BapUaHTe.

Kaxnass nexcuueckas eIMHHUIA 3alMCHIBACTCS Ha OTIENBbHOW cTpouke. B cocrtaB ee
XapaKTepUCTUKU JOJDKHBI BXOJUTh HE TOJBKO KPAaTKOE TOJKOBAaHHME, HO M KOMMEHTapHH,
IPUMEPBI, MOSICHSAIOUINE UTAThI, CCBUIKM HA JIUTEPATypy. | JIaBHBIM OTIMYHEM TJIOCCAPHUS OT
OOBIUHBIX cloBapel sBisieTcs (OPMUPOBAHKE €TO B KAYECTBE €AMHOTO KOMIUIEKca HHGOpMauu
B COOTBETCTBUH C MCCJIEIOBATEIBCKON WIIM IPAKTUYECKOMN 3a/1aUeid.

PexomeHaanMu MO COCTABJIEHHIO IJIOCCAPUS:
* 'naBHOe mpaBWJIO TJiOCCApPUSl — JOCTOBEPHOCTb. llosicHEHMe MODKHO Hamboyiee TOYHO
OTpaXkaTb CyTh JIEKCUYECKOW EIMHHUIIBI.
* [TosicHeHUe T0/IZKHO OBITH KOPPEKTHBIM M MOHATHBIM. Helb3st CIoIb30BaTh OTKPOBEHHBIE
YKQPTOHU3MBI, HO U CJIUIIKOM CIIOKHBIM HaY4YHBIN TEKCT MOXKET TOJIbKO 3aIlyTaTh MOJIb30BATEIS.
* YuuThIBaTH BCe BapuaHTbl. ECIM OAMH M TOT XK€ TEPMHUH MOXKET HMMETh HECKOJIbKO
pPaBHO3HAYHBIX 3HAYECHMI, HY)XHO YYHTHIBAaTh BCE BapHaHThl, U HAa KOHKPETHBIX MpHUMepax
MIPUBOJIUTH 3HAYCHNE TEPMUHA B TOM WJIM HHOM KOHTEKCTE.
HUTOroBbIii NPOAYKT CAMOCTOATEILHON PA0OTHI: CIIOBAPHAs CTAThS.
CpeacTBa M TEXHOJIOTHHM OLEHKH: COOECEeIOBaHUE.

5. METOOAUYECKHUE YKA3AHUSA IO MOATOTOBKE K 9K3AMEHY

[Tponienypa mpoBeneHUs] 3K3aMeHa OCYLIECTBIAETCS B COOTBETCTBMU ¢ [lonmokeHuem o
NPOBEJICHUN TEKYIIEr0 KOHTPOJISI YCIIEBAeMOCTH M TIPOMEKYTOYHON aTTeCTAIlMH OOYYAIOMIMXCS T10
o0pazoBaTeNbHBIM IPOorpaMMaM BBICIIIET0 00pa3oBaHusl - mporpamMmam OakanaBprata B CKDVY.
B sK3amMeHaIMOHHBIN OUJIET BKITFOUAOTCS 3a1aHHs 1S IPOBEPKU:
1) uzyyaromiero yTeHus (HAy4HO-TIOMYJISAPHBIA TEKCT MU TEKCT OBITOBOTO, COLIMOKYIBTYPHOTO
XapakTepa Ha HHOCTPAHHOM si3bike 00bemMoM 110 2000 mey. 3H.);
2) NeKCUKHU U TpaMMAaTHKH (TecT, 00beM - 10 nmpeanoxeHuil);
3) MOATOTOBJIEHHOW YCTHOW pEYH MOHOJIOTHYECKOTO XapakTepa (COOOIIeHHe Ha OAHY W3
M3YYEHHBIX TeM, 00beM - He MeHee 15-20 ¢pa3).

Jnst momroToBk 1o 6mery otBogutest: 20-25 MuH.

[Tpu moAroTOBKE K OTBETY CTYACHTY MPEAOCTABIISIETCS MPABO MOIB30BAHUS: CJIOBAPEM.

[Tpu mpoBepKe MPaKTUIECKOTO 33/IaHM, OIICHUBAFOTCS:
- TPaBWILHOCT (DOHETHYECKOTO W JIEKCHYECKOTO CTPOsi MHOCTPAHHOTO SI3bIKA; TMOHMMAaHHE
WHOSI3BITHOTO TEKCTa ITOCPEJCTBOM YaCTHYHOTO TIEpeBOa U B popMe Oece/bl ¢ IK3aMEHATOPOM
IO €r0 CO/IePIKAHUIO;
- KOPPEKTHOCTH BBITTOJTHEHUSI JICKCHKO-TPAMMAaTHIECKOTO TECTa;
- COOTBETCTBYIOIIIEE YMOTpeOsieHne JNEeKCUKH, (POHETUKH U TPAMMATHUKHU TPU MOHOJIOTHYECKOM
BBICKA3bIBAHUH; JIOTHYHOCTh U TIOCJICIOBATEIIBHOCTDh BBICKA3bIBAHUS, TEMIT PEYH.
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