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Meroauyeckne ykazaHHs HMpeAHa3HA4YeHBI IS CTYICHTOB 2 Kypca O4HOW (opmbl 00ydeHwHs,
KOTOPBIMA OHH MOTYT IIOJIB30BAaThCSA IIPH MOJATOTOBKE K IPAKTHYECKUM 3aHATHAM. [IpakTmueckne
3aHSATHA 3TO - TUTaHUpyeMas yueOHas, yueOHO-HCCIeI0BaTENbCKAs, a TAKXKEe HaydHO-MCCIIeIOBATEIbCKAS
paboTa CTYAEHTOB, KOTOpasl BBIMOJHSIETCS B ayJUTOPHOE BpeMs IOJ PYKOBOACTBOM MpenonaaBaTens. B
COCTaB€ METONMYECKUX YKa3aHHH K MPAKTHYECKUM 3aHATHUAM IPEAYCMOTPEHBI PEKOMEHJALMH II0
MOATrOTOBKE K MPAKTUYECKOMY 3aHATHIO. IIpu BhIOIHEHUH pabOTHI CTYAEHTHI MOTYT HCIIOJIb30BATh HE
TOJILKO METOAMYECKHE yKa3aHus 0 PEHICHHUIO 33/ad, HO W APYrHe MaTepHaibl y1eOHO-METOIUIECKOro
KOMILIEKCA.

OCHOBHOH LIEJIBI0O METOIUYECKUX YKAa3aHUM IO BBINOJIHEHUIO NPAKTUYECKUX PAOOT SBISAETCS
MOBBIIIIEHUE HCXOAHOTO YPOBHS BIAJACHHA HHOCTPAHHBIM SI3BIKOM, JOCTHUTHYTOTO Ha IpeablIyliei
CTyHneHH oOpa3oBaHWs, W OBJAJEHHE CTYACHTAMU HEOOXOAMMBIM M JIOCTAaTOYHBIM YPOBHEM
KOMMYHHUKATHBHOM KOMIIETCHIIMHM JUII pPEIIEHWs 3aJad MEXJIMYHOCTHOTO W MEXKKYIbTYPHOTO
B3aUMOJICUCTBHS.

Henp 3akmrouaercs B JOPMUPOBAHUY Y CTYJCHTOB HABBIKOB TIOHMMaHWUsI, U3BJICYCHUS, 00pabOTKU
Y BOCIPOM3BEICHNS HH(POPMAIIH.

CrpykTypa BKIIOYAaeT TEKCTHl pPa3lMYHON HANpPaBICHHOCTH, YIPAXHEHWS W MPaKTHYECKHE
3aJjaHus KOMITJIEKCHOTO XapaKkTepa AJis 3aKpeIUIeHUs] OCHOBHBIX 3HAHUN MO TEMaTHKe COOTBETCTBYIONIETO
3aHATHSA, YTO MPEAIIONAraeT PeaTU3alfio CIEAYIOMINX Leeil:

- MIOBBIIIICHHUE YPOBHS Y4€OHOW aBTOHOMHH U CIIOCOOHOCTH K CaM000pa30BaHHUIO;

- pa3BUTHE KOTHUTUBHBIX U UCCIEA0BATEIbCKUX YMEHHUIA;

- pa3BUTHE HABBIKOB YTEHUS, IOHUMAaHUS U MIEPEBOJIA C aHTJIMHCKOTO A3bIKa HA PYCCKHUIA;

- Pa3BHTHE HABBIKOB YCTHOW PEYU HA aHTTIUICKOM SI3BIKE;

- 3aKpeIIeHHe JIEKCHYEeCKOT0 M TpaMMaTH4eCKOro MaTepuana MpU MOMOIIM Pa3IHMYHBIX
YIPAKHEHUN.

IIponecc wu3ydyeHus npucuUIIMHBL «MHOCTpaHHBI SI3bIK B peKiIaMe€ M CBA3SIX C
OOIIIECTBEHHOCTRIO» ~ HampaBieH Ha QopMmupoBanne KomnereHimd YK-4  (cmocoOHOCTH K
OCYILECTBIICHUIO JIEIOBOM KOMMYHHUKAIIMY B YCTHOW M MUCEMEHHOM )OopMax Ha TOCYAapCTBEHHOM SI3bIKE
Poccuiickoii denepaiiuy 1 HHOCTPaHHOM(BIX) s3bIKE(ax)).

B pesynbraTte 0cBOeHUS AUCIMIUIMHBI 00YYarOIUICs T0JKEH
3HATh:

- rpaMMaTH4YeCKHe KOHCTPYKIMH M JIEKCUKO-TPAMMATHYECKH MUHUMYM B 00ObeMe, HEOOXOAMMOM JUIs
3¢ GEeKTUBHON COLUOKYJIBTYPHOM KOMMYHHUKALIMU B YCTHON M MUCBMEHHOH (opMax;

- KOMMYHUKaTHBHO NpPUEMIIEMBIH CTHJIb JEJOBOrO OOIIEHHS HAa HMHOCTPAHHOM SI3bIKE, BepOajibHbIE
CpeJIcTBa B3aUMOJICHCTBHS C TapTHEPAMH B YCTHOM M MUCbMEHHOH (hopMax;

- BEJICHUE JICJIOBOM MEPENUCKH, YUUTHIBas 0COOEHHOCTU CTHJIMCTHKH OQHUIMAIBHBIX U HEO(PULIHATBHBIX
MHUCEM, COLMOKYJIbTYpHBIE pazauuusi B (opMaTe KOPPECIIOHICHUWHM HAa HWHOCTPAHHOM  S3BIKE;
yMeThb:

- WCIOJb30BaTh HH(POPMAIMOHHO-KOMMYHHMKALIMOHHBIE TEXHOJOIMH NpPU IIOUCKE HEOOXOAMMOM
WHQOPMAIUH B TIPOIIECCE PEIICHHUS CTAHIAPTHBIX KOMMYHHUKATUBHBIX 33134 Ha HHOCTPAHHOM SI3BIKE;

- paboTaTh ¢ pa3HOOOpa3HON HH()OPMAIIMOHHO-CIPABOYHOM JTUTEpaTypoit (BKiItoyas (aiinsl MHTepHeTa 1
3IIEKTPOHHO-CIPABOYHYIO JINTEPATYPY);

BJIA/I€Th:

- IPUEMaMH CaMOCTOSTENILHON pabOThI C S3BIKOBBIM MaTepPHAaIOM (JIEKCHKOHN, IpaMMaTHKOM, (DOHETHKOM )
C MCIIOJIb30BaHUEM CIPABOYHOM U YUeOHOH TUTEpaTyphl;

- IepeBOJIOM PO ECCHOHATBHBIX TEKCTOB C MHOCTPAHHOTO HAa TOCYAAPCTBEHHBIH SI3BIK U 00paTHO;

- ONTHMAaJFHBIMU PEUYEBBIMU CPEJCTBAMH W NIPUMEHATH 3(PPEeKTHBHBIE KOMMYHHKATHBHBIE TEXHOJIOTHH
Ha MHOCTPaHHOM S3BIKE B cepax COUUAIBHO-KYJIbTYPHOTO, aKaJeMUYeCKOr0 M NpodeccHOHaTbLHOTO
o0LIEeHuSL.



Conep:kaHue NPaKTHYECKUX 3aAHATHI

Paznen 1. Advantages and Disadvantages of Advertising

IIpakTnyeckoe 3ansaTue Ne 1.
Ipaxmuxa peuu: Public Relations Advertising.
I'pammamuxa: Ilpomenmee ppemsi rpynnbl Indefinite HenpaBUJIBHBIX I71ar0J10B.
Heab: ®opMupoBaHue KOMMYHUKATUBHBIX KOMIIETEHIINHI, OBJIaJICHUE JIEKCUKOW U TPaMMaTUKOU
B pe3yjabTaTe 0CBOCHUE TEMbBI CTYACHT HO0JKECH
3HaTh: 0a30BbIC HOPMBI YITOTPEOIECHUS JTEKCUKH, POHETUKU U TPAMMaTHKH
YMETh: 4YuTaTth, HNCPCBOAWUTL UM IICPCCKA3bIBATh TCKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCII0JIb30BaHHUEM cnpaBquoﬁ u yqe6Hop“1 JUTEPATYpPhl; OCYHICCTBIIATP KOMMYHHKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTDb TeMbI: 00YyCJIOBIIeHAa HEOOXOAUMOCTHIO oBiageHus Y K-4.

TeopeTuyeckas 4acTh:

Advertising, as a tool of marketing, is used to increase the sale of goods or services of an
organization. Public relations uses advertising as a tool to help sell the policies and actions of an
organization. Success in marketing is shown by increased income. Success in public relations,
which indirectly affects the economic success of the organization, is shown by increased public
regard for
the organization.

There are five basic types of public relations advertising.

Image-building advertising is designed to convince the public that the organization is a good
citizen and a desirable part of the community.

Financial advertising may be placed to meet SEC requirements or to convince investors that
the company’s management is sound and that the stock is a good investment.

Public service advertising supplies information that helps or assists the public in some way.

Advocacy advertising allows an organization to explain its stand on a particular issue and to
try to change public opinion.

Announcement advertising focuses on distributing important news promptly so that the
public has current information.

Notes

SEC = Securities and Exchange Commission — Komuccusi 1mo LeHHbIM Oymaram u
O6upxeBbIM onepanusaM. HezaBucumoe (enepaibHoe BEIOMCTBO, c031aHO B 1934 r. ¢ nemnbio
peryaupoBaHus OTIEpalvii ¢ IEHHBIMUA OymMaramu, KOHTPOJISI 3a COOJTIOIEHUEM 3aKOHOB M TIPABIII
ACATCIIBHOCTHU 6I/Ip)KI/I u (I)I/IHaH-COBOFO PBIHKA, 3alITUTBI MHBECTOPOB OT MOIICHHUYCCTBA.

Vocabulary
advertising — peknama
tool — cpencTBo; MyTh; OpPyANE; HHCTPYMEHT
marketing — mapkeTHHT; COBIT
sale — mpomaxa
goods (pl.) — ToBap, ToBapsI
Increase — yBeJIMYMBATH, TOBHINIATH
services — yciyru
policy — moauTHKa; TMHUS TTOBEACHUS
SUCCesS — ycrex
income — goxox
indirectly — xocBeHHO
affect — oxaseIBaTh BO3EHCTBYE, BIUATH
public relations — o01ecTBeHHbBIE OTHOIICHHMSI, CBS3b C OOIIECTBEHHO-CTHIO
public regard for smb. — oTHoIIEHHE 00IIECTBA K KOMY-JI.
basic types — ocHOBHBIE BH/IbI



Image-building advertising — popmupoBanue 61aronpusATHOrO UMH-IKa; NPECTHIKHAS PEKIIaMa;
NpOMAaraHjncTCcKas KaMmaHus (pekiama IO CO37a-HUI0 pEeNyTalldd OpraHu3alliy, HapTHH,
MOJIMTUYECKOMY JICSITEIIIO)

financial advertising — ¢punancoBas pekiama; peKiiaMa 1o IPUBJIeYC-HUIO CIIOHCOPOB

public service advertising — pekiama IO pPacHpoOCTpaHCHUIO HWH(OpMA-LIIUK,  MOTYIICH
3aMHTEPeCOBaTh HAceJIeHHWEe B TOW WIM HWHOHM Mepe;, pekiama THMa «oOpalleHHe K
00OLIECTBEHHOCTH»

advocacy advertising — pa3bsCHUTEILHO-TIPONIATaHIUCTCKAs PEeKIaMa; peKkiiama, I[oMelaeMmast
OpraHU3alUsIMA Ul COOOIICHHST O CBOCH MO3UIUH, IPOAYKIUU U T. . B CBA3U C KPUTHUKON
OIPE/ICTICHHON YacTH HaceJICHHs, HAlPUMEP SKOJIOTOB

announcement advertising — pexiama 1o ObICTPOMY PAaCHPOCTPAHCHUIO BXKHOIN MH(OpMAIIMU B
oJIb3y (PUPMBI

be designed — ObITh IpeHA3HAYCHHBIM

convince — yoexxaathb

a citizen — rpaxx1aHuH

desirable — mpuBIeKaTenbHBIN, JKEITaAHHBINA

community — o61ecTBoO

place — pasmermars

meet requirements — oTBeyaTh TPEOOBAHUSIM

management — npaBneHue

sound — KpenKuii, 310POBBIiL; 3IPABOMBICIISIIHI

supply — mpeaocTaBisTh, 00ECIeYNBAThH

assist — momorarp

the stock — dorbr

a particular issue — otaenbHBINH BOIIPOC

public opinion — ob1iecTBeHHOE MHEHHE

focus on smth. — cocpenoraunBath(cst) Ha YeM-I1.

stand — Touka 3peHus, MO3UIIUS

distribute — pacnpenensts

promptly — GsICTPO, HEMEIIEHHO, TOTYAC

current — TeKymuni, COBpEMEHHBIN

HenpaBuibHble riarosibl 00pa3ywT ¢(opMy NpoOIIEIIIero BpPeMEeHH TpPyNIbI
Indefinite u ¢opmy npuuacrtus II He myTem mpubaBieHus okoHYaHus -€d K OCHOBE TJiarona, a
Pa3IMYHBIMU IPYTUMHU CIIOCOOaMH, HAIPUMED:
to write — wrote — written
to sit — sat — sat
to go — went — gone

BompocurenbHast popma Kak MpaBUIIbHBIX, TaK M HEMPABHIbHBIX TJIaroJoB 00pasyercs
Ipy IOMOIIM BcrioMorarenbHoro riuaroia to do B mpomenmem Bpemenu (did) u cmbicioBoro
rinarona B (popme wHPHUHUTHBA (03 YacTHIlbl t0), MPUYEM BCITOMOIATEIbHBIN TJIarol CTaBUTCS
nepe Mo IIeKAIM:

Did they work? PaGoranu mm oHun?
Did he speak? I'oBopwt 1 oH?

OtpunatenbHas GpopMa Kak MPaBHIbHBIX, TaK U HEMPABUIBHBIX TJIArojoB oOpa3yeTcs
IIpU TIOMOIIM BCcrioMoraresbHoro riaroja to do B mpomenmiem Bpemenu (did), wactuipr Not u
CMBICTIOBOTO Tiarojia B ¢opme mHpuHUTHBA (0e3 10), mpuyeM yacTuiia NOt CTaBUTCS TMOCIe
BcrioMoratenpHoro rinarona:  He did not speak. Ow He roBoput.

[Mpomemmee Bpems rpymmbl Indefinite cimyxut s BbIpakeHHs] JEHCTBHS, KOTOPOE
COBEPIIATOCH MM COBEPILUIIOCH B MPOILIOM. JTO BPeMs YIIOTPEOIISETCS B MOBECTBOBAHUH (JIJIsI
KOHCTaTanuu (akTa U JJIsl OTPAKECHUs TOCIIE0BATEIbHOCTH COOBITHIA), a TAK)KE B Pa3roBOpe O



npomemux AeicTBusaX. OHO MEPEBOAUTCS HA PYCCKHIA A3BIK MPOIIEAIIAM BPEMEHEM IJIaroja,
KaK COBEPIIIEHHOT0, TaK ¥ HECOBEPIIICHHOTO BH/IA, B 3aBUCUMOCTH OT CMBICTIA TIPEI0KECHUSI.

B mpemiokeHusAX ¢ IJIaroioM B 3TOM BPEMEHH YacTO YHMOTPEOJSIOTCS 0OCTOATEIBCTBA
BPEMCHH, BHIPQKCHHBIC CIICAYIOIUMHE CIIOBAMH M ClIOBOcoueTaHusmu: yesterday suepa, the day
before yesterday nozasuepa, last week na npowwnoii neoene, last month ¢ npownom mecsye,
last year ¢ npownom 200y, last night suepa seuepom, last time 6 nocreonuit pas, two days
(three years) ago odsa owus (mpu 2cooa) momy nazao, in 1917 ¢ 1917 r. v T.11.

Bonpocsl u 3aganus:
1) Find the English equivalents in the text. Use them in sentences of your own:

KOTOpPbIi KOCBEHHO BIIMSACT HA OSKOHOMHYECKHMH YyCIEX OpraHu3alliH; NpeaHa3HaucHa
yOeauTh OOIIECTBO B TOM, UTO...; peKJaMa MOXET ObITh IMOMe-IIIeHa; OTBEYaTh TPEOOBAHUSIM;
aJIMUHUCTpAIMS KOMITAHUH;, JaeT CBEJICHHUSA, KOTOPbIe; OOBACHUTH CBOI MO3MIUIO II0;
COCPEIOTOYMBACTCS  Ha;  OBICTPOE PACHpPOCTPAHEHHWE BAXKHBIX COOOIICHHIA; TeKyIast
nHpopmarus.

2) Find the words in the text which describe or mean the following:

1. instrument or person or skill that is helpful for doing your job —

2. act or process of calling the attention of the public to goods, services or organizations —

3. smth. that has the result that you intended usually so that it earns a lot of money, is popular,
etc. —

4. facts or details that tell you smth. about a situation, person, event etc. —

5. to give smth. such as food, medicine, or information to each person in a group —

6. the activity of deciding how to advertise a product, what price to charge for it etc., or the type
of job in which you do this —

3) Translate the following word-combinations into Russian. Use them in sentences of your
own:

1. atool of marketing; success in marketing; to do the marketing.

2. increased public regard; for increased income.

3. public relations advertising; image-building advertising; public service advertising; advocacy
advertising; announcement advertising.

4. to require (money, patience, time, calmness); to meet smb.’s requirement;

daily requirements.

5. to inform smb. about/of smth.; to supply information; to gather information;

a piece of information; further/additional information; current information;

inside/outside information; for your information.

4) Match the words, some of them can be used more than once:

a) favorable, public, to meet, to supply, to distribute, social, financial ad.

b) relations, requirements, information, news, opinion, welfare, advancement, structure.

5) Match the words which are close in their meaning:

a) promptly, to design, to focus, sound, to explain, success, stand, to convince, to affect.

b) position, to account for, progress, to influence, quickly, to persuade, stable, to concentrate, to
aim.

5) Match the words which are close in their meaning:

a) promptly, to design, to focus, sound, to explain, success, stand, to convince, to affect.

b) position, to account for, progress, to influence, quickly, to persuade, stable, to concentrate, to
aim.

6) Match the words having the opposite meaning:
a) to increase, sale, success, nonprofit.



b) commercial, to decrease, purchase, failure.

7) Make the words negative by using prefixes (un; in; dis):
regard; desirable; sound; important; applicable; favorable; competence.

8) Insert prepositions where necessary (in; of; by; for; on).

1. Success _____ public relations, which indirectly affects the economic success ___the
organization, is shown ____increased public regard the organization.

2. Financial advertising may be placed to meet SEC requirements.

3. Announcement advertising focuses distributing important news.

9) Complete the sentences with the following words: supplies; income; financial;
advertising; distributing; the organization; public opinion; information.

1. Public relations uses as a tool to help sell the policies and actions of an organization.
2. Public service advertising information that helps the public in some way.

3. Announcement advertising focuses on important news promptly.

4. Success in marketing is shown by inceased .

5. advertising may be placed to convince investors that the company’s management
Is sound.

6. Success in public relations is shown by increased public regard for

7. Announcements advertising focuses on distributing important news promptly so that the
public has current

8. Advocacy advertising aIIows an organization to explain its stand on a particular issue and to
try to change

10)Answer the following questions:

1. How is advertising used in public relations?

2. In what way does the success in public relations affect the economic success of the
organization?

3. What are the five types of public relations advertising?

4. What is image-building advertising designed for?

5. What can you say about financial advertising?

6. What sort of information does public service advertising supply?

7. What is the purpose of advocacy advertising?

8. What does announcement advertising focus on?

11)Explain the following:

Success in public relations, which indirectly affects the economic success of the organization, is
shown by increased public regard for the organization.

12)Sum up the contents of the text in one or two sentences.

13)Render the following item in English.

DynKkyuu pexknamol:

1. MapketunroBas (IpoABHKEHHE TOBAapa K MOTPEOUTEITIO).

2. UndopmaruBHas (uHbOpMUpYET NOTpeOUTENeH 0 ToBapax).

3. DxoHOMHUYECKas (CTUMYIHPYET MPOJIAXKH).

4. ObpazoBarenbHas (YCKOPSET TEMITBI HAYYHO-TEXHUUYECKOTO IpoTrpecca).

5. CounanbHas (aneIupyeT K 00IIe4eI0BEYECKHM LIEHHOCTSIM: COXPaHEHUIO
OKPY’KaIOIIEeH Cpebl, 310POBBIO, 3a00TE O ONMKHMX U T. II.).

6. [lonutudeckas (MOBBIIIAET MHTEPEC IpaxkJaH K OOIIECTBEHHON >XU3HU
B TOCYJIapCTBE IyTEM HEMPSMOTO BO3/IEHUCTBUA).

Oobuwgue mpebdosanusn K pexiname



* Pexnama pomkHa OBITh pacro3HaBaeMa 0e€3 CIEUUAIbHBIX 3HAHUM MM 0e3 NpUMEHEHUs
TEXHUYECKUX CPEJICTB.
* Pexitama Ha teppuropun Poccuiickoit ®enepanuu pacrnpoCTpaHAETCs Ha PYCCKOM SA3BIKE U
[0 YCMOTPEHUIO peKJiaMoJaresaed JONOJHUTENbHO Ha IOCYAApCTBEHHBIX SI3bIKAX PECIYOJUK U
pPOAHBIX s13bIKax Hapo0B Poccuiickoit denepanuu.
* He nomyckaercs pexiiama TOBapoB, 3alIPELIEHHBIX K IPOU3BOJCTBY M pealu3aliHy.
* Pexnama 0 caMoM pekiaMozaresie, He MMEIOIIEM CIIELUaIbHOTO pa3pelleHus (JULEH3UN) Ha
JeSITEIbHOCTD, HE JIOMYCKAeTCs.
* Pexnmama TOBapoB, MOJUIeKAIIMX O00S3aTEIBHON CEpTUGHUKAINK, OJHKHA CONPOBOMXKAATHCS
HOMETKOM «I1O/JIEKUT 00s13aTeIbHON CepTU(UKALIN.
* Hcnonb3oBanue B pekiaMe OOBEKTOB HMHTEIUICKTYaJbHOH COOCTBEHHOCTH JIOIYCKAaeTCs B
HOpsi/IKE, IPEIYCMOTPEHHOM 3aKOHOJATEIbCTBOM.
* Pexsiama He JO/KHA TOOYKIATh TPAXKAAH K HACHIIMIO, arPECCUH, BO30OYKIAaTh MAHHUKY, a TAKKE
o0y /1aTh K ONACHBIM JICHCTBUSAM.
* Pexnama He nomkHa TOOYXIaTh K JIEWCTBHSM, HapYyHMIAIOIIUM IPUPOJO0-OXPaHHOE
3aKOHOJATEeJIbCTBO.
14)Translate:
A
["me BBI paboTanu yeThIpe roaa ToMy Hazan? — S pabortan Ha OOJBIIOM 3aBOJE.
— Ilo xakum qHSAM Bbl pabotanu? — Mbl paboTaiau B MOHEAEIbHUK, BTOPHUK, CPENly, YETBEPT,
MATHUILY U CyOO0OTY.
— BpI paboTanu uHorna B BockpeceHbe? — Her, s yuuics. Sl roToBHII IO BOCKPECEHBSIM CBOU
JIOMAIITHUE 3aaHUS.
— Uro BeI u3yvanu? — S uzydan GppaHily3CKHii A3bIK.
— Bpb1 Opanm ypoxu QppaHIy3CKOTO sI3bIKa TIOCie paboyero THS Wil yTpoM?
— 51 00BIYHO 3aHUMAJICS SI3BIKOM BEUEPOM.
— Korna Bbl Bo3Bpamanuch JoMoil rociie ypoka? — 1 00bIYHO BO3Bpalaics A0MOil B BOCEMb
4acoB Beyepa, HO MHOTAA S OCTAaBaJICsl Ha 3aBOJIE MOCHE YPOKa, YTOOBl OOCYAUTh HEKOTOpHIE
BOIIPOCHI CO CBOMM IpernojaasarenemM. [IpenonaBarens He Bcerja OTBeYal Ha MOM BONPOCHI Ha
YPOKe, U MBI 00CYXJIaJIi UX MOCJIE ypOoKa.
— BrI xopo1o roBopuiy 1 unTanu no-gpanuyscku? Kakue orMerku Bbl 00bIYHO TOTyYaIn? —
Sl yacto mostyyan Xopomme oTMeTKH. 51 oueHb MHOTO paboTai HaJl ppaHIly3CKUM S3BIKOM JI0Ma.
B

As for me, | like sports too, though in theory at present. When | was a junior pupil I went
in for sports. | liked swimming, so | went to the swimming pool every day. You know how it
always happens when you grow up. The habits gradually change and at present I hardly do sports
seriously. Though from time to time | do my morning exercises.

But | am sure if you want to keep fit you must go in for sports because sport makes
people strong, healthy and optimistic.

IIpakTuyeckoe 3ansaTue Ne 2.
Ilpaxmuxa peuu: Distinctive Features of Public Relations Advertising.
I'pammamura: MecTo IpsiMOro, KOCBEHHOT0 M NMPEAJI0KHOI0 10MOJTHEHUI.
He.m,: (DOpMI/IpOBaHI/IC KOMMYHUKATHBHBIX KOMIICT eHLIPIﬁ, OBJIAJACHUC JIGKCUKOU U T paMMaTmcoﬁ
B pesyibTare 0cBOeHHE TEMBI CTYIEHT A0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66JIeHI/ISI JICKCHUKH, q)OHCTI/IKI/I " I'paMMaTHUKN
YMETbL: 4YuTaTh, MNCPEBOAUTL M IICPECKA3bIBATh TEKCTbI Ha MWHOCTPAHHOM A3BIKEC C
HUCIIOJIB30BaHHUECM cnpaBquoﬁ u yqe6H0171 JIUTCPATYPBI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPaHHOM A3BIKC
AKTYaJIbHOCTH Te€MbI: 00YCIOBIIEHA HEOOXOAMMOCTHIO oBianeHus Y K-4.



Teoperuyeckas 4acTh:

The American National Advertisers and Publishers Information Bureau suggests several
characteristics that distinguish public relations advertising. The following list uses the word
“company”, but the concept is applicable to any organization, including nonprofit, voluntary, and
trade groups.

1. It must educate or inform the public regarding the company’s policies,functions, facilities,
objectives, ideals, and standards.

2. It must create a climate of favorable opinion about the company by stressing the
competence of the company’s management, accumulated scientific knowledge, manufacturing
skills, technological progress, and contribution to social advancement and public welfare.

3. It must build up the investment qualities of the company’s securities or improve the
financial structure of the company.

4. 1t must sell the company as a good place in which to work, often in a way designed to
appeal to graduates or people with certain skills.

Notes

The American National Advertisers and Publishers Information Bureau— Harmwonansnoe

0ropo uHbOopMaIUU aMEPUKAHCKHUX PEeKJIaMOaTesel U n3iaTeNeu.
Vocabulary

distinguish— otruaTs, pasau4arh

concept— nonsATue, nues

applicable— npumeHMMBIi

nonprofit— HekoMMmepueckuii, HepeHTa0eIbHBIHN, O0IIIECTBEHHBIN

voluntary— n1o6poBoIbHBII

trade— ToproBblii, KOMMEpUYECCKUI

regarding— OTHOCHTENILHO, KacaTeIbHO

facilities— ycioBwust; ynoOcTBa; cpencTBa 00CTyKUBaHUSI

objectives— menu

create— cozaBaThb

favorable opinion— GnaronpusTHOE MHEHHUE

Stress— rmo4epKuBaTh, BBIAEIATh

competence— KOMIIETEHTHOCTh

manufacturing skills— maBsIku pon3BoICTBA

contribution to smth. — Bkiaz Bo 4yTo-I1.

social advancement— coruanbHbIi Iporpecc

public welfare— 6arococrosiuue obiiecTBa

build up— co3naBate; MOBHIIATH; HAPAIIUBATH

securities— neHubie Oymaru

improve— ysy4iiath

appeal to smb. — mpuBnekaTh KOro-Ji., HDaBUTbCS KOMY-JI., HMIIOHUPOBATh

graduate— BBITYCKHUK

MHorue nepexoaHbie IJ1aroJbl IMEIOT IpH ceOe, KpoMe TIPSIMOTO JTOTIOJTHEHHSI, BTOPOE
Oecrpesio)KHOE KOCBEHHOE JIOTIOJHEHHME, OTBeJamoliee Ha Bompoc whom? xomy? H
o0o3HayvarIIee JHIO, K KOTOPOMY oOOpalieHo AeicTBHEe. DTo OecnpemyioKHOe KOCBEHHOE
JOTIOJTHEHHE COOTBETCTBYET B PYCCKOM $I3bIKE KOCBEHHOMY JIOTIOJIHEHUIO B JIATEIBHOM TaJIeikKe
0e3 npemiora. OHO BBIpAXKAETCS CYMISCTBUTEIBHBIM B OOIIEM IaJe)Ke MU MECTOMMEHUEM B
00BEKTHOM MaJIeKe H CTOUT MEX]TY IJIaroJioM U MPSIMBIM JOTIOJIHEHUEM:

I oflen send them letters. 51 gacto mockLIar0 Ha MUCHMA.

JIuto, K KOTOpOMY OOpaIeHO IEHCTBUE, MOKET OBITh TAKXKE BBIPAKEHO JOMOTHEHUEM C
IPeIOTOM t0, €CJIM OHO CTOUT TIOCIIE TIPSIMOTO JTOTIOJTHEHHS:
| often send lettersto them. I wacTo mockuIat0 MUCHMA MM.



JlonoJHeHue ¢ MpeIoroM to, Kak  MpPaBUIIO, YIIOTPEOIseTCs:
a) 49TOOBI 0CO00 BBIJCIUTH JIUIIO, K KOTOPOMY  OOpaIieHo ACHCTBHE:
Please send this letter to Comrade Klimov, (not to Comrade Petrov)
[Touute 3T0 MuckMo ToBapuiy KiinMoBy, (a He ToBapuiy [letpoBy).
0) Korja npsiMoe JAOMOJTHEHUE BhIPAXKEHO MECTOMMEHUEM:
I wrote but a telegram for Mr Smith this morning. Please send It off to him now.
S manucan yrpom Tenerpammy rocnoauny Cmuty. Ilonunre ee emy ceifuac, moxanyicra.
I got an interesting Letter yesterday, and I’'m going to read It to you now.
S monyums  MHTEpECHOE MUCHMO BYepa M COOMPAOCh POUUTATh €ro BaM ceifuac.
Bonpocsl u 3aganus:

1) Find the English equivalents in the text:

9TO TMOHATHE MPUMEHUMO K; MH()OPMHPOBATH OOIIECTBEHHOCTh, MPUHHMMAas BO BHHUMaHUE
HNOJUTHUKY (HUPMBI; CO3/1aTh KJIMMAT OJNIAarONMpUATHOIO MHEHHS O (pupme; BKIIAJ B COLHMATBHBII
nporpecc 1 0J1arocoCTOSTHUE HACEICHUS;, YIIyd-1IaTh UHAHCOBYIO CTPYKTYPY (PUPMBL.

2)Find the terms in the text which describe or mean the following:

. an idea of how smth. is, or how smth. should be done —

. done willingly, without being forced or without being paid —

. smth. that you are working hard to achieve —

. to recognize or understand the difference between two similar things, people, etc. —

. smth. that you give or do in order to help smth. to be successful —

. condition of having good health, comfortable living and working conditions, happiness, etc. —
. views of the public in general —

~NOoO oIk wWN -

3)Translate the following words and word-combinations into Russian and use them in
sentences of your own:

1. voluntary organizations; trade organizations; non-governmental organizations; non-profit
organizations.

2. company’s policies, functions, facilities, objectives, ideals, and standards

. build up the investment qualities of the company’s securities.

. designed to appeal to graduates.

. to invest one’s money (in stocks, in bonds, in land); the stock is a good investment.

. investment bank; short-term/long-term investment; investment qualities; investor.

. to sell (dear; cheap; at a loss; well, badly; off, out).

. sale of services/goods; goods on sale; cash sale; winter/summer sale.

O ~NO N bW

4)Match the words having the opposite meaning:
a) national, improve, voluntary, favorable, to accumulate, welfare, to create.
b) to damage, to spend, negative, poverty, global, forcible, to worsen.

5) Make up sentences with the following word-combinations and translate them:
1. to suggest several characteristics

2. accumulated scientific knowledge

3. contribution to social advancement

4. to build up the investment qualities of the company’s securities

5. designed to appeal to graduates or people with certain skills

6. to improve the financial structure of the company

6)Complete the sentences with the following words (place; regarding; distinguish;
favorable; applicable).

1. The concept is to any organization.

2. Public relations advertising must sell the company as a good in which to work.



3. It must create a climate of opinion about the company.

4. It must educate the public the company’s policy, functions, facilities, objectives,
ideals, and standards.
5. The Bureau suggests several characteristics that public relations advertising.

7) Complete the following sentences from the text and translate them into Russian.
1. The American National Advertisers and Publishers Information Bureau suggests ...
2. It must educate or inform the public regarding ...

3. It must build up the investment qualities ...

4. It must sell the company as a good place ...

8)Insert prepositions where necessary (of; by; with; in; up; about; to).

1. It must build the investment qualities the company’s securities.

2. It must create a climate favorable opinion the company stressing
the competence the company’s management.

3. It must sell the company as a good place which to work, often a way

designed to appeal graduates or people certain skills.

9)Answer the following questions:

1. What are the characteristics distinguishing public relations advertising?
2. What’s your opinion on them?

3. Can you add any other ideas?

10)Sum up the text in one sentence.
11)Render the following item in English.
OmauuumensvHbiMU Yepmamu peKiamol AGAAIOMCA:
1. HenmuuHOE TpeJcTaBlIeHUEe MHPOpPMAIUU (MCIOJIB30BaHUE CPEACTB PE-KIIaMbl);
2. IUIATHOCTh paclpoCcTpaHeHus! HH(OPMAIIIH;
3. 4eTKoe yKa3zaHue pekjiaMoiarTes (3aKa3unKa);
4. noOyxaeHue 00beKTa KOMMYHHUKAIIMK K KOHKPETHBIM JIEHCTBHSIM.
OO0mue 1enu pekjiaMbl COBIAAAIOT C LENIMU MAapKETHHIra, OJHAKO, KaK 3JIEMEHT CHUCTEMBbI
KOMMYHHKAIIMH pekjiama UMeeT CBOM LieNIi: HHPOPMHUPOBa-HUE, yOeKIeHNEe, HATTOMUHAHUE.
B cBoeii kaure «Pexmama. Teopus u npaktuka» Y. Conaumxk, B. @paitbykrep u K. Pormomnn
IIPUBOJAT CIEAYIOLIME OCHOBHBIE 33/Ja4H PEKIIAMBI:
* CO3/JaHUE OCBEJOMJICHHOCTH O CYILIECTBOBAaHUH TOBapa WM MAPKH;
* co3laHue «o0pas3a MapKu» WU ONaronpHUsATHOM SMOLMOHANIBHOIN Mpeapac-moJ0XKEeHHOCTH K
Mapke;
* BHeJ[peHHe HH(GOpMAIIUU O BBIr0JaX U MPEUMYILECTBaX MapKu;
* YMEHHUE OTPa3UTh WU MOJJOPBATh YTBEPK/IEHUSI KOHKYPEHTOB;
* CIOCOOHOCTH  HCHpPABIATH  INPEBpaTHbIE  MPEJCTABICHMS, pa3BesATh  HEMPABUIIbHYIO
MH(OPMALIMIO U YCTPAHSITh IPYrHe MOMEXU COBITY;
* YMEHHUE TI00UTHCS MPU3HAHUS CBOMMH M JIETKOH y3HaBa€MOCTH YIaKOBKH
TOBapa WX TOPrOBOM MapKH;
* YMEHHUE co3aaTh 00pa3 pupMbl U TOOUTHCS OJIArONPUATHOI'O OTHOILIICHUS K HEl;
* YMEHHE 3aI0KUTh «PYyHIaMEHT peryTalumu» IS MOCIeNYIOIIETo BBIX01a
Ha PBIHOK C HOBBIMHM MapKaMM WJIM HOBBIMM TOBAPHBIMH T'PYIIIaMHU;
* BHEJIpEHHE B CO3HAHUE MOTpeOUTeNeH YHHKAIBHOIO TOPIrOBOTO MPEI0KEHHUS,;
* [IOIFOTOBKA MOTEHIIUAILHBIX TOTPEOUTENEH K BU3UTY KOMMHUBOSIKEPA.
[To HamieMy MHEHHIO, CIOJa cieloBajio Obl 100aBUTH elle Takue 3aJayu:
* HalIOMUHAHKUE NOTPEOUTEIIO O TOBApE, COOBITHH U MeCTaxX MPOAaxK;
* IOIJIEPKAHNE B MAMATH OTpEOUTENEN OCBEOMIIEHHOCTH O TOBape Ha HE0OXOAUMOM YPOBHE.



IIpakTnyeckoe 3ansaTue Ne 3.
Ipaxmuxa peuu: Advantages of Advertising.
I'pammamuxa: Tinaroa «to have» u o6opot «have got».
I_[e.m,: (DopMI/IpOBaHI/Ie KOMMYHHKAaTHBHBIX KOMHGTCHHHﬁ, OBJIaICHUEC JIEKCUKOU U FpaMMaTHKOﬁ
B pe3yJabTaTe 0CBOCHUE TEMbI CTYACHT H0JKECH
3HaTh: 0a30BbIC HOPMBI YITOTPEOJIECHUS JEKCUKH, POHETUKU U TPAaMMaTHKU
YMETh: 4YuTaTh, HNCPCBOAWTL UM IICPCCKA3bIBATH TCKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCII0JIb30BaHHNEM cnpaBquoﬁ n yqe6H0171 JUTEPATYpPhI; OCYHICCTBIIATP KOMMYHHKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJI€HA HEOOXOAMMOCThIO OBasieHus Y K-4.

TeopeaneCRaﬂ YacThb.

Advertising is paid and controlled mass communication. This means that the organization
completely bypasses the newsroom gatekeepers and places its messages, exactly as written and
formatted, with the medium’s advertising department. Thus a primary reason for using
advertising as a communications tool is that control of the message remains with the sender.

Some other advantages of advertising are its selectivity and the advertiser’s control of the
impact and timing.

Audience Selection

With advertising, you can reach a very specific audience. For example, commercials on
stations can be find-turned to the audience with litter regard for any other people.
Advertisements in specialized publications can reach their readers with very little exposure to
others. Different ideas can be conveyed to
different groups, and efforts can be concentrated in the most important areas.

For any public relations program, certain groups or public are more important than others.
Reaching them may be imperative, while reaching others may be optional. To be sure of
reaching your key publics, you can rely on advertising.

Vocabulary

advantages— cuiibHbIC CTOPOHBI; IPEHMYIIIECTBA

mass communication— cpeacTBa MacCOBOM KOMMYHHUKAIIUN

bypass— 06xoauTh, 00be3KaTh; HTHOPUPOBATH

gatekeeper— tier3op

message— cooOIieHue, mocaaHue

format— ¢popmaTHpoOBaTh; MPOU3BOAUTH PA3METKY TEKCTa

medium(pl. media) — cpena; cpeactso, crocod

the medium-— cpezcTBO pacnpocTpaHeHus pekiiaMbl (HarpuMmep, pa-aHuoCTaHIINs, )KyPHAI,
rasera)

primary— nepBOCTEIICHHBIH, TJIAaBHBIH, TIEPBBI

remain— ocraBaThCs

sender— oTnpaBUTEb; IKCIECIUTOP

selectivity— or6op; n30uparenbHOCTD

impact — Bo3elicTBHE peKIaMbl (Ha Ay TUTOPHIO)

timing— cornacoBaHHOE JICHCTBHE; CPOK, BBIOOP BPEMEHHU, PACUET BPEMEHH

audience selection— otdop/moabdop ayauropuu

commercials— PCKIIaMHBLIC POJIMKU; PECKIIAMHBIC BCTABKHU, IICPpCaAavIn

reach— moOupaThcs 10; JOCTUTaTh; OXBATHIBATh, 3aBOCBBIBATH (ayIU-TOPHUIO PEKIAMHBIM

coOOIIeHNEM 110 MEHBIIEH Mepe OJMH Pa3 3a ONpeIeIeH-HbIi IepHO]] BPEMEHH)

€Xposure— BO3EHCTBUE; KOHTAKT

convey— nepeaaBaTb

effort— ycunue

imperative— umnepaTHBHbIN, 00513aTEbHBIN, HACTOSTETBHBIH

optional — HeoOsI3aTEBHBIN, IPOU3BOILHBIN

publics— rpymmsr ayauropun



key— 0CHOBHOI1, KIIFOUEBOI1, IIaBHBII
rely on smb. — moaratbcst Ha KOTO-I1.; TIOBEPATH KOMY-JI.

I'narou «to have» u odopot «have got»

1. I'maron to have umeer 3HaueHue umems, grademsv W NEPEBOAUTCS HA PYCCKHU SI3BIK
000pOTOM y MeHs (Y Heeo u m.0.) ecmb, Y Hee (Y Hux) Ovlr (Oyoem).

2. I'maron to have B Hacrosimem Bpemenu rpymmsl Indefinite umeer nse hopmer — has
7T 3-r0 Jina ef1. unciia u have mis Bcex ocTalbHbIX JIHIL:

He has an interesting book. V¥ Hero ects uHTEpecHast KHUTA.

3. I'maron to have B mpormemiiem Bpemenu rpymnsl Indefinite umeer ogny dopmy had
JUIs Beex Jsmil e, ¥ MH. uncia: Last year | lived in Kiev. | had many friends there. B npomuiom
roxay s xxus B Kuese. TaM y MeHs1 ObLJII0 MHOTO JIpy3€H.

4. I'naron to have B Oyaymem Bpemenu umeer ase ¢popmbl — shall have mis nepsoro
avna ef. u MH. gucina, Will have — mis Bcex ocramsasix mur: He will have many friends

in Leningrad. ¥ Hero 6yaer MHOTO apy3eii B JIeHuHrpame.

5. BompocutensHas (opma riaroia to have o6pasyercs myTem MOCTaHOBKH Tjiaroja to
have nepes momnexammm:

Have you a large family? ¥ Bac Ooubliast cembs?

[Ipumeuanue. BcoBpeMEHHOM aHINIMICKOM SI3bIKE €CTh TEH/AEHLIUSA 00pa30BbIBAaTh
BoOIpocHuTeNIbHYI0 (hopmy riarosa to have B mpomeamiem Bpemenu rpymmbl Indefinite (a B
AMepHKe U B HACTOSIIIIEM BPEMEHH) ITPU TIOMOIIX BCIIOMOTraTeIbHOro riarosa to do:

Did he already have a son ten years ago? ¥ Hero yxe ObLJI ChIH JICCSATh JIET TOMY Ha3a?

Bonpocurenbhas ¢opma rmaroma to have B Oyaymiem Bpemenu rpymmsl Indefinite
obpasyercst ¢ MOMOIIbI0 BeromoratenbHbix riarosioB shall u will, kotopsie craBsTcs mepen
TIOJIJICIKAIIUM:

Shall we have many new students in our group next year? ¥ nac B rpyrie 0yaeT MHOTO HOBBIX
CTYJICHTOB B OyayIiem roay?

6. OrpunatenpHas ¢opma riarosa to have obpasyercs mpu MOMOIIK OTPHUIATEILHON
YyacTHibl NOt, KoTOopas B HacTosimeM M mpomieniieM BpemeHu rpynmbl Indefinite craBurcs
HEMoCpeCTBEHHO mocie riaroia to have: | have not Y MeHs Her Hehasnot V¥V wero
HET

B pasroBopHoOii peun ymoTpeOAIOTCS COKpallleHHbIe OTpullaTenbHbie Gopmbl: havent,
hasn’t, hadn’t : We haven’t ... V Hac Her ...

Takue oTpunarensHbie hopmbl riaroia to have garie Bcero ynorpedasroTes:

a) B kpaTkux oTBeTrax Ha 0011E BONPOCHI:

Have you a large family? — V¥ Bac 6osnbias cembst? —
No, | haven’t. Her.

0) B mpemiokenusix, Korjua npsMoe JIOMOJIHEHHE MMEET Mpu cede ompeaeiacHus many
mHo2o, much wmmnoco, enough OJocmamouno WM KOrja ONPEICICHUE BBIPAKECHO
MPUTSKATEIBHBIM I yKa3aTeIbHBIM MECTOMMEHHEM WIIN KOJUYECTBCHHBIM YHCIUTEIbHBIM:

I haven’t many English Y MeHsl HEeMHOT0 aHTJIUHCKAX KHUT

books now. ceifyac.

OtpunatenbHas vyactuiia NOt B Oyaymem Bpemenu rpymmsl Indefinite rmarona to have
CTaBHUTCS TIOCIIE BCrioMoraTenbHbIX riarosios shall u will:

I shall not have this book tomorrow. 3aBTpa y MeHsI He OyIeT 3TOW KHUTH.

I[Tpuwmeuanu e Korma rmaron to have ymorpednsiercs He caMOCTOSTENBHO, a KaKk
YacTh CJIOBOCOYETaHMsI, 0003HAYAOMIETO MpoIiecc, Kak, Hanpumep, to have dinner (breakfast,
supper), obedams, (3asmpaxams, yxcunams), t0 have a lesson szawumamocs, a Takxke B
cioBocouetannu to have much work to do umems mnozco oena, pabomei, ero BOIPOCUTENbHAS U
oTpunarenbHas (OpPMBI HAcTOsANIEro W mpormreamero Bpemenu rpynmsl Indefinite Taxke
00pa3yroTcsi ¢ MOMOIIBIO BCIIOMOTATEIbHOTO riiaroja t0 d0 B COOTBETCTBYIOIICH BpEeMEHHOMN

dopme.



7. B pa3roBopHOl peun B HACTOAILLEM BPEMEHM JUIsl BBIPAXKECHUS 3HAUCHUS uUmMemsv!
61adens 4acTo YIoTpeOsieTcsi CHHOHUMUYHOE BhIpaxkeHue have got uvemy:

Have you got an interesting Y Bac ecTb MHTEpECHAS KHUTA
book to read? — No, [ haven’t. (mouuTats), — Her.
I haven’t got your book here. Y MeHsl HeT Ballel KHUTH 3]1€Ch.

B Oernoit pa3roBopHoOil pedyn BCIIOMOTraTeNibHbBIA riaron have dvacrto cimBaercst ¢
JMYHBIMA MECTOMMEHUSIMH, 00pa3ys COKpalieHHbIe HOpPMBbI:

I’ve got new skates. Y MeHs1 HOBbIE KOHBKH.

They’ve got many English newspapers. Y HHUX MHOTO aHTJIMHCKUX Ta3er.

Bonpocsel u 3aganus:
1)Find the English equivalents in the text:
IUIATHOE U KOHTPOJIUPYEMOE CPEJCTBO CBSI3M; pa3MellaTh CBOU COOO-LEHMS; OTAET PEKJIaMbl;
(o4ueHb) cBOEOOpa3Has ayJUTOPHS; 3aBOEBATh, 0XBA-TUTh Ay JUTOPUIO.

2)Find the words in the text which describe or mean the following:

1. ways of sending information, such as using radio, television, or computers—

2. an individual who controls the flow of information —

3. a measure of the degree to which a receiver differentiates between signals from two or more
broadcast stations —

4. the time, day, etc. when smb. does smth., especially when you are considering how
appropriate this is —

5. to arrange a book, page, etc. according to a particular design or plan; to layout a document to
be printed —

6. to be seen or heard by the audience—

7. if smth. is unimportant, you do not have to doit or use it, but you can choose to if you want to—
8. extremely important, necessary and urgent —

3) Translate the following word-combinations into Russian. Use them in sentences of your
own:

to bypass the newsroom gatekeepers; written and formatted message; a primary reason for; a
communications tool; control remains with the sender; the advertiser’s control of the impact and
timing; commercials can be fine-turned to the audience; with little regard for any other people.

4) Match the words which are close in their meaning:
a) primary, to remain, to reach, key, different, optional, imperative.
b) necessary, to win, to stay behind, important, voluntary, various, main.

5) Match the words having the opposite meaning:
a) imperative, paid, to expose, important, to ely on, to be sure of, completely, exactly.
b) worthless, to distrust, partially, voluntary, to be doubtful, roughly, to conceal, free.

6) Insert prepositions where necessary (with; in).

1. The organization places its messages the medium’s advertising department.

2. Control of the message remains the sender.

3. advertising you can reacha very specificaudience.

4. Advertisements specialized publications can reach their readers very

little exposure to others.

7) Complete the sentences with the following words:
advantages; reach; exposure; advertising; imperative; publics; commercials.



1. is paid and controlled mass communication.

2. Some other of advertising are its selectivity and the advertiser’s control of the
Impact and timing.

3. With advertising, you can a very specific audience.

4. on stations can be fine-turned to the audience with little regard for other people.

5. To be sure of reaching your key , you can rely on advertising.

6. Reaching certain groups or publics may be

7. Advertisements in specialized publications can reach their readers with very little to
others.

8) Complete the following sentences from the text and translate them into Russian.
1. Advertising is paid and ...

2. Thus a primary reason for using advertising ...

3. For example, commercials on stations can be fine-tuned to ...

4. Different ideas can be conveyed to ...

5. Reaching them may be imperative, while ...

9) Make up questions for these answers.

1. ? Advertising is paid and controlled mass communication.

2. ? A primary reason for using advertising as a communications tool
is that control of the message remains with the sender.

3. ? Some other advantages of advertising are its selectivity and the
advertiser’s control of the impact and timing.

4. ? Advertisements in specialized publications can reach their readers
with very little exposure to others.

5. ? To be sure of reaching your key publics, you can rely advertising.

10) Explain the following:
With advertising, you can reach a very specific audience. For any public relations program,
certain groups or publics are more important than others.

11) Explain the grammatical structure of the sentence. Write down two sentences of your
own with the same form.
With advertising, you can reach a very specific audience.

12) Develop the idea of audience selection, begin with the sentence.
Use no more than 80 words.

With advertising, you can reach a very specific audience.

13) Sum up the contents of the text in one sentence.

14) Render the following item in English.

K ocHOBHEIM IMpUHIMIIAM PEKIaMbl MOXHO OTHECTHU:

HpI/IHI_[I/IH MOBTOPCHHUA — XOPOIIO 3allTOMHUHACTCA Ta I/IH(bopMaLII/IH, KOTOpasA MOBTOPACTCA,
MHOTI'OKpaTHOC ITOBTOPCHUC COO6HIGHI/I5[ anarnTupyer K HEMY ICUXUKY YECJIOBCKaA,
dbopMupyeT y Hero Tpedyemble HAKIOHHOCTH K JIEHCTBUIO.

[IpyHIMIT HENPEpPBIBHOTO YCWIMS — ITOCTENEHHOE HapallMBaHUE YCWIMM B PEKIAMHOM
COO6H_ICHI/II/I IMMOJIOKUTCIIBHO BOCHPHUHUMACTCS JIFOJAbMMU. YemoBeueckui CCHCOpHLIfI arrapar
MMPOTHUBUTCA PE3KHUM BCIIJIECKaAM I/IH(l)OpMaIII/II/I.

Pexnama kak opma niaTHON ¥ TMYHONH KOMMYHHMKAIUN

CnenyeT HUMETh B BUZY, YTO pPEKIJIaMa SABJISACTCA IUIATHOU U JINYHOCTE
IJI1aTejabIIuKa U3BECTHA. XOpOH_IO 3TO HJIM IIJI0OXO, HO CTAJIKHUBASACH C O6’b51BJICHI/ICM MBI Cpasy
y3HaeM, KTO MMEHHO TBITaeTCA MpojaTh HaM ToBap wWiM ycayry. M camo coboit pazymeercs,
4qTO PpCeKIaMoAaTcC/ib OINTaTUWJII BpEMA U MCECTO, HUCIHOJB30BAHHBIC IJid OTKpI:ITOfI IIOIIBITKU



yrooputh Hac. (Eciu y4yecTb, 4TO HEKOTOpBIE BEAyIIME pekiaMoaarenu TpaTat no 600 miH
JIOJUI.  ©XKErofHO, CTaHeT IIOHATHEE, HACKOIbKO CEpbe3Ha TIOHKAa 33 YCKOJb3aIOUIMMHU
HOTPEOUTETSIMHU).

IIpakTnyeckoe 3ansaTue Ne 4.
Ipaxmuxa peuu: Control of the Message.
I'pammamuxa: HeonpeaeaeHHbIe MECTOMMEHHUS «some, any».
Heab: ®opMupoBaHue KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIAJICHUE JIEKCUKOW U TPAMMAaTHKON
B pe3ysbTare ocBoeHHe TeMbI CTYAEHT J0JIKeH
3HaTh: 0a30BbI€ HOPMBI YOTPEOICHUS JIEKCUKHU, (OHETUKU U TPAMMaTHKU
yMeTb: 4YMTaTh, I[E€PEBOJUTh M II€pecKa3blBaTb TEKCThl HAa MHOCTPAHHOM S3BIKE C
UCIIOJIb30BAaHUEM CIPABOYHOW U Yy4yeOHOM JHUTEpaTypbl; OCYLIECTBIAThH KOMMYHHUKALHMIO Ha
MHOCTPAaHHOM $I3bIKE
AKTYaJIbHOCTDb TeMbI: 00YyCJIOBIIeHAa HEOOXOAUMOCTHIO oBiageHus Y K-4.

TeopeTuyeckas 4acTh:

Gatekeepers frequently alter or truncate the news or features they receive. Smth. the
changes do little harm, but occasionally the blue pencil ruins an idea or eliminates an important
point. Ybur communications plan may involve informing the public about subject A before you
say anything about subject B, but if a gatekeeper changes the order or eliminates one story, the
sequence is destroyed. With advertising, however, you can be sure that your message is
reproduced in the exact words you choose and in the sequence you have planned.

Control of Impact

With advertising, you can make your messages as big, frequent, and powerful as you
choose. The gatekeeper may think your message is worth a 4-inch space on page 9, but if you
think it deserves major treatment, you can buy a whole page. And if you want the idea repeated,
you can buy as many ads
as the budget permits. The broadcast media present similar problems and opportunities. Ybur
news item or features idea may not be used — or, if used, may be cut to a few words — but your
advertisement will be used without alteration.

Control of timing

If timing is an important factor, advertising can guarantee that your message will be
timely. Prompt response to a public issue, a fixed sequence of message, continuity of
communication — all can be maintained through advertising. To the gatekeeper, your message
may be just as usable on Tuesday as
on Wednesday; but for your purpose, Tuesday may be a day too early or Wednesday a day too
late. Ybu can’t be sure unless you pay for it. To a magazine editor, May can be as timely as June,
but to you, May can be premature. If you want your message presented in June, you can
guarantee the date by
buying an advertisement.

Vocabulary

alter — MeHSTh, H3MEHSTH

alteration — uamenenue

truncate (the news) — ucrosib30BaTh YacTh 1ENIOTO (HOBOCTEH, COOO-IIICHHMS ); COKpAIATh

do harm — manocuTs Bpes

feature — 3aHnmarenbHas CTaThs; 3aHUMATENBHBIH OYEpK; pyOpHKa

(B TazeTe WM KypHaJe)

eliminate — yHMYTOXUTB, pa3pyIIUTh; OTMEHUTH

Sequence — 1mocaeaA0BaTCIbHOCTh, MOPSIJIOK

frequent — yacThbIii, IEPUOTUUHBII

treatment — obparmenue, 00X0XKIeHNE; TPAKTOBKA, TIOIX0T

be worth — cTouts



ads = advertisements — pexiamHbie 00BSIBICHHUS
item — raseTHas 3aMeTKa, CTaThs

deserve — 3aciyxuBatb

permit — mo3BoJAThH

present problems — npeacTaBiaTh CO00# MPoOIEMBbI
cut to — cokpamars, ype3ars J0

timely — cBoeBpeMeHHBII

prompt response to — OBICTPBIN OTBET Ha

iSsue — mpobJiemMa, BOTpoc

fixed — Hen3MeHHBIN, YCTaHOBICHHBIHN, TOCTOSHHBIH
continuity — mocie0BaTenbHOCTh, HEMPEPBIBHOCTD, IIPEEMCTBEHHOCTD
maintain — moaaep>KuBaTh, COXPaHITh

pUrpose — ek

unless — eciu He

editor — pemaktop

premature — npexaeBpeMeHHbIN

guarantee — rapaHTHpOBaTh, 0OECIICUNBATH

present a message — 3/1. TOMECTHTb COOOIIECHHE

Heonpenenennsie MecTonMeHust SOMe u any

JUis o0o3HaueHUs HEOIpPENEIeHHOr0 (HEOOBIIOro) KOJMYECTBAa MPEAMETOB MIH
BEILIECTBA YIOTPEOISIOTCS HEONpPeAeIeHHbIE MECTOMMEHHsI SOME u any. OHU OOBIYHO SBISIOTCS
OIPEJICTICHUSIMH K CYIIIECTBUTEIILHBIM U CTOSIT BMECTO AP THKJIS.

1. Some ynotpeGnseTcs, Kak MPaBHIO, B YTBEPAUTEIbHBIX MPEIOKCHUSAX. BBImomHsist
(GYHKIUIO OIpENeieHHs] K HCUUCISIEMOMY CYIIECTBUTEIBHOMY BO MH. 4HuCie, SOME HMeeT
3HaYeHHE HEeCK0JIbKO, HekoTopbie: Some children do not like to wash. Hekoropbie netu He
JHOOST YMBIBAThCS.

BeimonHsist GyHKIMIO ONpeAeeHus] K HCYUCIIEMOMY CYIIECTBHTEIILHOMY B €. YHCIIE,
SOMe MMeeT 3HaYCHHE KAKOH-HUOY/b:

Give me some interesting book. JlaliTe MHE KaKyl0-HHOY/Ib NTHTEPECHYIO KHUTY.

Boimonusis GyHKIUIO onpeaeneHus K HEMCUUCIIEMOMY CYIIECTBUTEIbHOMY, SOME UMEET
3HAUCHHWE HEMHOro, HeKoTopoe konmuecTBo: He took some money and went to the cinema.

OH B3sJ1 HEMHOTO JICHET U IOIIEN B KHHO.

2. Any ynotpeOisiercsi, Kak TIpaBWIO, B BONPOCHUTEIBHBIX M OTPULATEIBHBIX
NPEITI0KECHUSIX.

Bemmonssist GyHKIMIO OnpeseneHusi K UCUUCISIEMOMY CYILECTBUTEILHOMY BO MH. YHCIIE
any uMeeT 3HaYCHUE KaKue-Iu00, KaKue-HUOY b, @ B COUCTAHUH C OTPHUIIATSIFHBIM CIIOBOM NOt
OHO o3HauaeT Hukakue: Don’t take any books here! He GepuTe (HUKaAKUX) KHUT 371€CH!

Boimosnasist GyHKIUIO OnpeieieH sl K HEMCYHCIIEMOMY CYIIECTBUTEILHOMY, any nMeer
3Ha4YEHHE CKOJIbKO-HUOY/B:

Is there any chalk here? 31ech ecTh MeJ (CKOJIbKO-HHOYIb Mea)?

3. Kak BujHO M3 NpHBENECHHBIX BBIIIE MPUMEPOB, ANy OYEHb YaCTO HAa PYCCKUH S3BIK
COBCEM HE MEPEeBOMUTCA. SOME Ha PYCCKHH SI3bIK HE IMEPEBOIUTCS, KOTAAa OHO, MOJO00HO
PYCCKOMY POJUTENBHOMY HaleKy, YnoTpeOnsercs Ui 00o3HaueHus: 4acTu OT 1einoro ([laiite
MHE Oymarm, xje0a, BOAbl U T.1.).

4. Ecnu B 001mem Bompoce ¢ oboporom there is/are u ¢ riaaronom to have nmeercs cioBo
any, To B KpaTKOM YTBEpPIUTEILHOM OTBETE YMOTpeOseTcs CJIOBO SOME, a B KpPaTKOM
OTpHLIATEIBHOM OTBETE ynorpebdiusiercs: cioo any: Are there any pictures in this book? B stoit
KHUTE eCTh (Kakre-HuOy/b) KapTUHKU?

Bomnpocsl u 3aganus:
1) Find the English equivalents in the text. Use them in sentences of your own:



HN3MCHSATH niIn HUCIIOJIB30BaTh qacCTb COO6IJ.I€HI/ISI; NPpUYUHATD He0O0IbIIO0N BpCA;
MMOCJICAOBATCIIPHOCTE HApyHICHA, TaK, KaK BaM 3TO HaAO, CTOJIbBKO O6LHBJ'I€HPII>1, CKOJIBKO
IIO3BOJIACT 6IOI[)KCT; MOKET OBITh COKpal€HO 10 HCCKOJIbKUX CJIOB; 6LICTpBIﬁ OTBCT Ha, MOXCT
OBITh MNPEXKACBPEMEHHBIM; MOXXHO YCTAHOBHUTH JAaTy BbIXOJa, KYIIHB.

2) Find the words in the text which describe or mean the following:

1. the removal or destruction of smth. —

2. a piece of writing about a subject in a newspaper or a magazine, or a special treatment of a
subject on television or the radio —

3. aspoken or written piece of information that you send to another person —

4. a plan of how a person or organization will spend the money that is available in a particular
period of time, or the money itself —

5. to change, or to make smb. or smth. change —

6. the order that events or actions happen in, or are supposed to happen in —

7. to make it certain that smth. will happen —

8. to include smth. as a necessary part or result —

3) Translate the following word-combinations into Russian and use them in sentences of
your own:

1. to alter smth. or smb.; without alteration; to make alterations.

2. to leave a message for smb.; to take a message for smb.; to send a message to smb.; to get the
message; a messenger; a bike-messenger; to blame the messenger.

3. frequent; a frequent visitor; to frequent (usually passive); the hotel is frequented by...;
frequently; frequency.

4. means of communication;, communication skills; to be communication with smb.; a
communications plan; a communications satellite.

4) Translate the following sentences into Russian:

1. Gatekeepers frequently alter or truncate the news or features they receive.

2. With advertising, you can make your messages as big, frequent and powerful as you choose.
3. If you want the idea repeated, you can buy as many ads as the budget permits.

4. If timing is an important factor, advertising can guarantee that your message

will be timely.

5. You can’t be sure unless you pay for it.

5) Match the words which are close in their meaning:

a) frequently, to alter, harm, occasionally, to eliminate, to deserve, to guarantee, similar, timely,
to present.

b) to remove, to be worthy of, alike, to submit, appropriate, regularly, from

time to time, to secure, wrong, to change.

6) Match the words having the opposite meaning:

a) prompt, powerful, to maintain, to involve, harm, major, premature, to permit, order, exact.

b) overdue, to refuse, incorrect, important, to exclude, mess, insignificant, to neglect, tardy,
good.

7) Make up 5 questions to the text, beginning with:
why; what; where; how; when.

8) Insert prepositions where necessary (to; in; by; without).
1) You can be sure that your message is reproduced the exact words
you choose and the sequence you have planned.



2) Your item news may be cut a few words.

3) The broadcast media present similar problems and opportunities.

4) Your news item or feature idea may or may not be used, but your advertisement will be used
alteration.

5) If you want your message presented in June, you can guarantee the date buying an

advertisement.

9) Complete the sentences from the text with the following words:

gatekeeper; message; eliminates; guarantee; ads; present.

1) ... occasionally the blue pencil ruins an idea or an important point.

2) Ifa changes the order or eliminates one story, the sequence is destroyed.

3) If you think your deserves major treatment, you can buy a whole page.

4) 1If you want the idea repeated, you can buy as many as the budget permits.

5) The broadcast media similar problems and opportunities.

6) If timing is an important factor, advertising can that your massage will be timely.

10) Can you explain the following?
1. With advertising, you can make your massage as big, frequent, and powerful as you choose.
2. If timing is an important factor, advertising can guarantee that your message will be timely.

11) Agree or disagree.

1. The broadcast media present similar problems and opportunities.

2. Prompt response to a public issue, a fixed sequence of message, continuity of communication
—all can be maintained through advertising.

12) Give the main idea of the text in one sentence.

13) Develop the following statement in writing. Use no more than 80 words.

With advertising, you can be sure that you message is reproduced in the exact words you choose
and in the sequence you have planned.

14) Render the following text in English.

BaxHpIM acreKTOM pEKJIaMHOM AESTEIBHOCTH M 3aJIOTOM €€ ycIieXa sB-JIETCS NPaBUIIbHOE
MO3UI[MOHUPOBAHUE PEKIAMUPYEMOIO TOBapa Ha pbIHKE, T. €. o0ecleyeHue eMmy He
BBI3BIBAIOIIETO COMHEHHS, YETKO OTIMYHOTO OT APY-THX, YKEJIATEIbHOIO MECTAa Ha PBIHKE U B
CO3HAHMM LIEJIEBBIX OTPeOUTENEH.

W3Bectubii  pexsamuct  JPpBun  Oruneu  nucan:  «Pe3ynpraTel  Bamlell KaMIlaHUU B
MEHBIIIEH CTEIIEHU 3aBUCAT OT TOTO, KaK HalKcaHa pekiama, 4eM OT TOr0, KaK IMO3UIIMOHUPOBaH
TOBap».

[To3unus BeIOUpaercs u popMupyercs Ha 0aze yuera ClIeyIOIIUX OCHOBHBIX €€ 3JIEMEHTOB:
1. BeIroxasl KineHTa, T. €. YMOLUMOHAJIBHON NMPUYUHBI JUIsl TOKYNKH JTaHHOTO TOBapa AaHHON
bupmsI;

2. IlemeBoro pblHKa — YETKO OMNpEJENEHHbIX, Hauboyiee BBITOJHBIX s (UPMBI
MOTEHIMAIBHBIX OKYMATENIEH;
3. KoHKypeHTOB — BCeX MNPETEHIYIOUIMX Ha 3aBOEBAHUE JIOJM IEJIEBOTO PHIHKA (DUPMBI.

[Ipu no3uLIMOHUPOBAHUHU MOT'YT ObITh HCIIOJIH30BaHbI JABa MOAX0/A:
 IlpencraButh TOBap Kak €lle OJUH B psALy MpeaylaraéMblX TOBapoB. B 3ToM ciydae 0OCHOBHOM
aKIIEHT CJIEyeT JeNaTh Ha peKiaMe, 6a3upyroLuiicss Ha SMOLIMOHAIBHOM BO3EHCTBUY;

* IlpencraBuTh TOBap Kak HOBHMHKY, NPUHIHUIHAIBHO OTIMYAIOLIYIOCS OT TO-BAPOB JaHHOMN
rpynnsl (M0 OAHOMY WM psIy napaMmerpoB). 3aech Oosnee 3PGEKTUBHBI apryMEHTHI
paloHaIbHOIO XapakTepa.



IIpakTnyeckoe 3ansaTue Ne 5
Ipaxmuxa peuu.: Disadvantages of Advertising.
I'pammamuxa: O6opot «there is, there are» B HacTosimem u mpoueaIeM BpeMeHaxX rpynmbl
Indefinite.
Heab: ®opMupoBaHUE KOMMYHUKATUBHBIX KOMIIETEHIIUH, OBJIaJICHUE JICKCUKOW U TPAMMAaTUKON
B pe3yabTare 0cCBOeHHE TeMBbI CTYICHT H0JIKEH
3HaTh: 0a30BbIC HOPMBI YIOTPEOICHUS JIEKCUKU, (POHETHKH U TPAMMAaTHKU
yMeThb: 4HTaTh, NEPEBOJUTh U IMEPECKA3bIBaTh TEKCThl HA HHOCTPAaHHOM SI3BIKE C
UCIIOJIb30BAaHUEM CIIPABOYHOM W y4eOHOW JHMTEpaTyphl; OCYIIECTBIATH KOMMYHHUKAIMIO Ha
MHOCTPAHHOM SI3BbIKE
AKTYaJIbHOCTDh Te€MbI: 00YCIIOBIIEHA HEOOXOAMMOCTHIO oBianeHus Y K-4.
TeopeTuyeckasi 4acTh:
Although institutional advertising can be effective in getting key messages to specific

audiences, there are some disadvantages.

Cost

Paid space is expensive. Ads in multiple media outlets, which are necessary for message

penetration, can cost thousands of dollars in the trade press and millions in the consumer press.
The most extreme example is the annual Super Bowl football game, during which a 30-second
television commercial
costs about $900,000.

The high cost of buying space for advertising has led many companies to shift more of their
marketing communications budgets to product publicity, direct mail, and telemarketing.

Notes

Super Bowl — Cymepky0ok (BcTpeda KOMaHI-MOOCAUTEIBHULL IMEPH-KaHCKOTO —(yTOoa
HanmonaneHoit u  AMepukaHCKOM KOH(pepeHUMH 1ocie OKoH4YaHusl ce3oHa). WUrpbl Ha
Cynepky6ok npoBoastcs ¢ 1967 r.

Vocabulary

disadvantages — ciabbie CTOPOHBI; HEJOCTATKH
institutional — ka3eHHBI; CKYYHBIIH; XOJIO0IHBIH
paid space — omrauentoe mecto (B8 CMI)
multiple — MHOXeCTBEHHBIN, MHOTOKPATHBIN, MHOTOYMCICHHBIH
outlet — ppHOK cOBITa, PHIHOYHBIN KaHAI, KaHAJ PeaTH3alliu
penetration — MpOHUKHOBEHUE
consumer — notTpeOuTenb
annual — exxerogusIit
to shift — mepenBUHYTH, CMECTHTD, CABHHYTH, IEPEMECTHTh
product publicity — mponarana ToBapa
direct mail — mpsimast mo4TOBast pacchUTKa PEKJIaMbl, TUPEKTMEHIT
telemarketing — TesemapkeTHHT, Tee(OHHBII MApKETHHT

O6oport «there is, there are» B HacTosiem u npoueamemM Bpemenax rpynnsl Indefinite
1. Tpennoxenus ¢ oboporom there is ymoTpeOistorcs, 4TOOBI yKa3aTh HAIUYUE UIH OTCYTCTBUE
KAKOro-JInGo JHia WM TpeaMeTa B OMNPENCICHHOM MeCTe, T.C. 4TOOBl Ha3BaTh JIHIIO WM
OpeMeT, HAXOMSAIIMICA WIM OTCYTCTBYIOIIMKA B JaHHOM (3apaHee W3BECTHOM) MeECTeE.
[Mpemmoskenue ¢ obopotom there is crposTes cieayromumM 00pa3om:

there is noJiiesxariee 00CTOSITENLCTBO MECTa
There is a newspaper on the table.
Ha croJsie — ra3sera (ecTh, UMEETCS, HAXOIUTCS, JICHKHT).

CpaBHUM JaHHOE PYCCKOE€ MpEIOKEHUE ¢ peaioxkenreM: ['azera Ha crojie. Xapakrep
3THX JBYX MPEUIOKCHUI COBEPIICHHO pasivueH: eciid B mpemiokeHur Ha crojie — rasera
cooOmaercsi, 4YTo B JaHHOM MECTE€ HAXOOUTCS TPEAMET, KOTOPBIH MO OOIMIMM CBOWCTBaM,
OPUCYIIUM TaKUM IpeIMeTaM, Ha3bIBaeTCs ra3eToil (kak Obl B OTBET Ha Bompoc: UTo ecTh B




JTAaHHOM Mecte?), TO B mpeuiokeHnu ['azeTa Ha cTOJIe Jal0TCS JOMOJHUTEIbHBIE CBEICHUS O
JTAHHOM KOHKPETHOM TIpeJMETe, a UIMEHHO €ro MECTOHAaXOXJeHne (Kak Obl B OTBET Ha BOIPOC:
I'nme nHaxoaurtcs naHHBIM KOHKpeTHbIM npenmer?) llosTomy B aHMIMICKOM HpEUIOKEHUH,
KOTOpOE COOTBETCTBYeT pycckomy Ha cTosie — ra3sera, T.e. B mpeuioxenun ¢ oboporom there
IS, cyliecTBUTENbHOE (TIO/JIeXkKAIIEE) B €1. YUCIIC YIOTPEOIISETCs ¢ HEOPEICICHHBIM aPTUKIICM,
a BO MH. 4Hcie 0e3 apTHKIISA:

There is a newspaper on the table. Ha ctone — rasera.

There are newspapers on the table. Ha crone — rasersi.

(Omeem na sonpoc: UTo umeercs Ha cToje?)

B anrmmiickoM mnpeioKeHnu, KOTOpOe COOTBETCTBYeT pycckomy I['azera Ha croue,
HOJJIeKAIlee YIOTPeOIsIeTcsl ¢ ONpelesiCHHBIM apTukieM: The newspaper is on the table.

I"azera Ha cTouE.

(Omeem na eonpoc: I'ne razera?).

2. Ecnu B npenioxkeHnu ¢ 00oporoM there is umeeTcs HECKOIBKO MOJIekKAIINX, To riaaron to be
BCETJIa COTIIACYETCs C MOJISKAIINM, KOTOPOE CIIEyeT HEITOCPEICTBEHHO 32 HUM:

There is a table and five chairs in the room. B xOMHaTe CTOJ M ISTh CTYJIbEB.

There are five chairs and a table in the room. B KoMHaTe MTh CTYJIBEB U CTOI.

3. B obGopore there is cioBo there He mMeeT caMOCTOSTENBLHOrO 3HAYCHUS, TTOITOMY IPU
NepeBoJie Ha AHTIMICKHUHA SI3BIK PYCCKHX TNPEJIOKEHHHA, B KOTOPHIX OOCTOSTEIHCTBO MECTa
BBIP)KCHO HApeUHeM TaM, HeOOXOJMMO B KOHIIE ITPEIOKeHUs yioTpeOouTh Hapeune there: Tam
OBLIO MHOTO CTY/ICHTOB. There were many students there.

4. Ins oOpa3oBaHUsi BOIPOCUTENBHOI (opMBI MpeaioxkeHuii ¢ o0opotom there is B HacTosiiem
u mpoineanieM BpemeHu rpymmnsl Indefinite rmaron to be B coorBercTByIOIIEM BpeMeHH
craBuTCs nepen cioBom there:

Is there a map in your room? B Bameii komHare ecth Kapra?

Were there many mistakes in his home- work? B ero pomamineii paboTe OBUIO MHOTO
omunooK?

[Ipy mocTaHOBKE BOMpOCca K MOUICKAIIEMYy MpeiokeHust ¢ obopotom there is
yIOTPEOJISIOTCST BOMPOCUTENbHBIE MecTouMeHus: Who? u what?, seisroniecss mouiexaium
IPEUIOKEHUS:

What is there on the wall? Yro Haxoautcs Ha crene?
Who is there in the room? Kro HaxoguTcsa B KoMHare?

[Ipy mocraHOBKE BOMpOcCa K  OMNPEICIICHUIO  TOJUICKAIIET0  YHOTPEONSIOTCS
BOIpocuTenbHble cioBa how many, how much u Bompocurensubie MecTonMeHuss What? u
Whose?, KoTopsie CTaBsITCS MEepe]] MO ICKAIINM:

How many mistakes are there in his sentence?  Ckoibko OIIMOOK B €r0 MPeITOKEHIH?

5. OrpunarensHas Gopma obopoTta there is oOpasyercst mpu OMOIIU OTPHUIIATEITHHON YACTHIIBI
Not, KoTopast CTaBUTCSI HETIOCPEICTBEHHO TOcJIe riiaroia to be u ynorpednsercs:

a) B kpaTkux oTBeTax Ha 001I1Ee BOPOCHI:

Is there a map in your room? — No, there is not. B Bareii komHare ects kapra? — Hem.

[Tpu >TOM B pa3roBOpHON peuyd YMOTpeOIIsIeTCsl COKpalleHHas OTpHIaTeNibHas Gpopma, B
HacrosinieM Bpemenu: there isn’t, there aren’t; B mpomenmem Bpemenu: there wasn’t, there
weren’t.

0) B npetoxkenunsix, Korja rnojaiexaniee IMeeT npu cede onpeaenenus many, much, enough:
There isn’t enough money here. TyT HeAOCTATOYHO JICHET.
There aren’t many things in his room. B ero xomMHare He MHOI0 BEIIEH.
Bonpocsl u 3apanus:
1) Find the English equivalents in the text. Use them in sentences of your own:
HE/IOCTaTKA DPEKJIaMbl; JICHCTBEHHBIN, BaXKHBIE COOOIICHUS; TUIATHOE MECTO; €)KETOIHbIH
¢yT60nbHbI MaTd Ha CynepkyOoK; TeIeBU3UOHHBIA PEKIIAMHBII POJIHK.

2) Find the words in the text which describe or mean the following:



the member or type of people who regularly watch or listen to a particular program —
happening once a year —

particular, or detailed, or exact —

smth. that is not favorable or that causes problems —

to enter smth. or pass through it, especially when this is difficult —

s E

3) Translate the following words and word-combinations into Russian. Use them in
sentences of your own:

specific audience; multiple media outlet; message penetration; trade press; consumer press; a
30-second television commercial; product publicity; direct mail; telemarketing.

4) Match the words which are close in their meaning:

a) specific, expensive, trade, to penetrate, to shift, to buy.

b) to get through, to purchase, particular, business, costly, to change.

5) Match the words having opposite meaning:

a) specific, expensive, trade, to penetrate, to hift, to buy.

b) cheap, to remain, entertainment, to sell, indefinite, to ricochet.

6) Complete the following sentences from the text and translate them into Russian.
1. Paid space is ...

2. Ads in multiple media outlet can cost ...

3. The high cost of buying space for advertising has led ...

7) Write down the questions to the following answers.

1. ? Although institutional advertising can be affective in getting

key messages to specific audiences, there are some disadvantages.

2. ? Paid space is expensive.

3. ? Ads in multiple media outlets are necessary for message penetration.

4. ? Ads in multiple media outlets can cost thousands of dollars

in the trade press and millions of dollars in the consumer press.

5. ? The most extreme example is the annual Super Bowl football game, during

which a 30-second television commercial costs about $900,000.
8) Give the main idea of the text in one sentence.

9) Render the following item in English.

[To3uunoHnpoBaHue 1aeT BO3MOKHOCTh ONTHUMAIBHOTO BBIOOpA TaKOro BaXKHOTO 3JIEMEHTA
000 peKIaMol akluy, Kak yHUKallbHOe ToproBoe npen-noxenue (YTII).

VTII — opuruHajgbHBI TNPHU3BIB, BBIICIAIONIMN TOBap M3 pAga €My IM0-IO0OHBIX H
noOy>KJal0UINil MOTPeOUTENS peKIaMbl OCYILIECTBISATh HYKHbIE Pe-KJIaMOIATENI0 1EHCTBUS.

K. PuBc mnoguepkuBan BaKHOCTb BBIJCIEHUS OJHOW CHJIBHOM TEMbl KaMIIaHUU U
MOCJIETYIOLIErO MOBTOPEHUS €€ Ha BCEM IMPOTSHKEHMM KaMIaHUU. OJTa CWIbHAas T€Ma M €CTh
VTII. YIOMSHYTBIH M3BECTHBIM AMEPUKAHCKUN PE-KIAMHUCT OTMEUYAEeT, 4TO «IIPEII0KEHUE
JOJIKHO OBITh TaKMM, KaKOro KOHKY-PEHT JUOO HE MOXKET JaTh, JUOO MPOCTO HE BBIJIBUTAET.
OHO NOKHO OBITh YHHUKAJIbHBIM. Ero yHHKagbHOCTH MOXKET CBS3BIBATHCA C YHHUKAJIBHOCTHIO
TOBapa, HO 3HAUMTEIHHO Yalle C YTBEPXKJIEHHEM, KOTOPOTO €lIe HE JaBaju B JaH-HOU cdepe
pexnambl». OH rosopui, uyto YTII — 3TO riaBHOE MOJIOKUTEIBHOE OTJIMYME TOBAapa HAIIErO
pekiamozarenss OoT KOHKypupyromux. [Ipennokenne kak Obl TOBOPUT KaKJIOMY OTAEIBHOMY
yuraTento: «Kynu IMEeHHO 3TOT TOBap M MOJYYHILb 3Ty CHEU(PHUUECKYIO BHITOIYY.

[To wnamemy wmuHenuto, YTII, kak mnpaBuiao, MOMKHO BbIpaXaTb W JOBOAUTH 10
MOTEHIMAIBHOTO MOTPEOUTENS MO3UIUIO (PUPMBI U/UITH TOBapa.

Kak u3BectHo, 3ppexTrBHOE peksiaMHOe 0OpalIeHHe T0JDKHO:

* MpUBJIEKATh U yIEP>KUBATh BHUMAHUE LIE€I€BON ayJUTOPHH;



* MpSMO MJIM KOCBEHHO JOHOCUTH O ayJUTOPUU HEOOXOIMMOE IPE/ICTaBICHUE O IpeaMeTe
pEKIIaMBl;
* BBI3bIBATh IOJIOKUTEIBHYIO OTBETHYIO PEAKIIMIO.

Jns  pgoctmxkeHuss O3THX —Iesied  pa3paboTaHbl  pa3dyHble MOJEIU  PEKIAMHOTO
BO3/ICUCTBUS Ha OOBEKTHI pekiambl. C Hamed TOYKW 3peHusi, Hauboyee yHAayHOW SBIAETCS
cxema-popmyna AIDA, cMBICT KOTOPOM 3aKIIOYAETCS B TOM, YTO JUISl IOCTHIKEHUS PEKIaMHBIX
neneil 'y o0beKTa pekiaMbl HEeoOXO0-JUMO IOCIeIOBATENbHO C(HOPMHUPOBATH CIEAYIOIINE
peakuuu:

1. Buumanue (ATTENTION) — npuBiieys BHUMaHUE K PEKJIAMHOMY COOOILEHHUIO U TIPEIAMETY
PEKIIaMBbl.
2. Nuarepec (INTEREST) — npoOyauth uHTEpeC K MHPOPMAIIHH, COIESPIKAIIIIICI B COOOIIICHHH.
3. XKenanue (DESIRE) — BbI3BaTh *kKeNaHKE MOCIEAOBATH COBETY PEKJIAMBI.
4. HetictBue (ACTION) — moOyauTh K JEHCTBUIO B HUHTEpPECaX PeKIaMOAaTels.

[Inanupyst pekiamMHyl0 paboTy, HEOOXOAMMO TMOMHHTb, YTO BCE pEKJIAMHBIC
BO3/ICUCTBUS IOJKHBI OCYIIECTBIATHCS C YIETOM TPEeOOBAaHHI JTAaHHOMN CXEMBI.

IIpakTnyeckoe 3ansaTue Ne 6
Ipaxmuxa peuu: Credibility.
I'pammamuxa: MoaanbHbIe IJ1aroJbl «Can, may, must».
I_[e.m,: CDOpMI/IpOBaHI/Ie KOMMYHHUKATHUBHBIX KOMHGTCHHHﬁ, OBJIAJICHUC JIEKCUKOU U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT H0JIKEH
3HATh: 0a30BEIE HOPMBI ynOTpe6HeHI/I}I JICKCHUKH, (1)OHGTI/IKI/I U rpaMMaTHUKHU
YMETh: 4YuTaThb, MNCPECBOAWUTL UM IICPCCKA3bIBAThL TCEKCTbI Ha MWHOCTPAHHOM  A3BIKC C
HUCIIOJIB30BAHHUEM CHpaBO‘{HOﬁ u yqe6H0171 JIATCPATYPBI; OCYHICCTBJIATH KOMMYHHKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTH TeMbI: 00YCIOBIIEHAa HEOOXOAUMOCTHIO oBiafaeHus Y K-4.

TeopeTuyeckas 4acTh:

Public relations executives are fond of saying, “Advertising raises awareness, but
publicity published as news stories creates credibility”.

Because they are controlled messages, advertisements are generally less believable than
publicity that appears in the news columns or on broadcast news shows. The public perceives
that news reports have more credibility because purportedly objective journalists, who are
independent of the organization, have evaluated the information on the basis of truth and
accuracy.

Indeed, a major value of publicity is the concept that a third party, the medium, has
endorsed the information by printing or broadcasting it. Advertisements have no such third-party
endorsement because anyone with enough money can place an advertisement, provided that it
meets the acceptance standards of the medium.

Vocabulary

credibility — moBepue; 10cTOBEpHOCTB; pemyTaIus

be fond of smb., smth. — nro6ute KoOro-iu., uro-u.

publicity — mponaranya; pekiama; riiacHOCTb

awareness — oCB€IOMJIEHHOCTb, 3HaHUE

News story — razeTHoe cooOIieHue; HHHOPMAIIMOHHBIN MaTepual

news column — paszen HOBocTel; pyOpHKa, KOJIOHKa

broadcast — Bermath; pacrpocTpaHsiTh, BECTH paguornepenady

news show — mporpamMmma HOBOCTEH; HOBOCTH

perceive — NOHUMATb, YYBCTBOBATh, OIYIIATh

NEws report — razerHoe cood1eHne

purportedly — HamepeHHO, C 1eJIbI0, HAPOUHO

objective — 00beKTHBHBIH

evaluate — oreHuTH



truth — mpaBza; uctuna

accuracy — TOYHOCTb, MPABUIILHOCTD; TIIATEILHOCTD
Major — KPYIHbIiL; TJIaBHBIH, OCHOBHON

the medium — cpencTBo pacnpocTpaHeHHsT PEeKJIaMbl, HOCHTENb pe-KiaMbl (Hampumep,
BelllaTeIbHasl CTAHIIUS, Fa3eTa)

endorse — moATBEpAUTh, 0100PUTH; YTBEPIUTD
endorsement — ogoOpeHwe, OATBEPKICHHE

provided that — mpu ycimoBuwu, 4To

Mmeet — y10BIE€TBOPATH, OTBEYATh

standards — HopMBI, cTaHIaPTHI

acceptance — npuHsTHEe, OH00pEHHE; TPUEMKA; aKIET

MopaanbHble rJ1aroJisl «can, may, must»

1. B aHrnmiickoM Si3bIKE€ UMEETCS TPYIINa TIaroyioB, JIGKCHYECKOEe 3HAUEHUE KOTOPHIX HE
0003HaYaeT NEHUCTBHS, a BHIPAXKAET OTHOIICHHE K JEHCTBUIO, T.€. BO3MOXKHOCTH COBEPIICHUS
JEICTBUS, BEPOATHOCTh COBEPIICHUS JCWCTBUSA, HEOOXOAUMOCTh COBEpIICHUs ACHCTBUS U T.I.
Takue riaroisl Ha3bIBAIOTCS MOJAIbHBIMH. CaMO K€ JIEeWCTBUE BBIpAXKAETCS HHPUHUTHBOM
CMBICJIOBOTO TIJIarojia, CIEAYIOIMM 3a MOJAIbHBIM TIJarojioM. OTy TpyHdly [JIarojos
00BEIMHAIOT CJIETYIOITNE OCOOCHHOCTH:

1) V Hux Her ¢opm uHpuuuTHBA M NpUdacTuii. OHU yNoTpeOIAIOTCs BCeraa B INYHON
dbopme npu MOJJISKAIIEM U SBIISIOTCS B COYSTAHUH C TTOCJIEIYIONUM HHPUHUTUBOM CKa3yeMbIM
MPEJIOKEHUSI.

2) OHH He CHPSITAIOTCS, T.C. HC U3MEHSIOTCS IO JIUIAM M YuciaM (eauHasi popma s
BCEX JIUII €. U MH. YHCTIA).

3) UHOUHUTHB CMBICIIOBOTO TJIarojia CieAyeT 3a HUMU 0€3 yacTullb to.

4) TTocKOIBKY MOJIaIbHbIE TJIAr0JIbl BBIPAXKAIOT HE CaMO JIEHCTBHE, a OTHOIIEHHE K HEMY,
OHU HE yMOTpPeONIoTCs B (OpMe MOBEIUTEIHHOTO HAKIOHEHMs, T.€. HE MOTYT BBIpa)kaTh
noOyxJaeHue K nedcTButo. M3-3a oTcyrcTBUS (HemocTaTtka) psana (opM Takue TIarojbl
HAa3bIBAIOTCS TAK)KE HEJOCTATOYHBIMH.

2. Hawubonee ynoTpeOUTETBHBIMU MOJAIBHBIMH TIIATOJAMH B aHTJIHMICKOM SI3bIKE
SIBJISTFOTCSL:

Can moey, ymero nns o003HadeHUs] (PU3UYECKOIl BO3MOKHOCTH WM BO3MOKHOCTH IO
o0cToAiTeILCTBAM:

may moey, Mox#cHO B 3HAUEHUU MMeEI0 (MMeeT M T.J1.) pa3pelieHue;

Mmust ooaoicen, HYJHCHO, HAOO NJIA BBIPAXCHUS HEOOXOAUMOCTH, 00S3aTeJIbLHOCTH
JEUCTBUS:

My son can already read. MOoii ChIH YK€ yMeeT YHUTATh.

He can go to the cinema, he has time. OH Mo:keT TOWTH B KHWHO, Yy HEro €cThb
(cB0OOIHOE) BpeMs.

You may go home. Bb1 mozkeTe (6am paspewaemcsy) moiTH JOMOM.

I must do this work now. MHe ny:kHO (2 06s13a1) caenaTh 3Ty paboTy ceifuac.

3. Jna oOpa3zoBaHMs BOMPOCUTENIBHOW (OPMBI MOJANBHBIM TJIAarojl CTaBUTCS MNepex
HOJUIEKALIIM:

Can you do it now? Brl MoxkeTe caenath 3TO ceifuac?
Must he stay here too? EMy Toke HYKHO OCTaThCS 3/1€Ch?
May | take this book? Mo:xHo (pa3pemmnTe) MHE B3Th Ty KHUTY?

4. Jlns oOpa3oBaHus OTpUIATEIBHONW (OPMBI TIOCIE MOJAIBHOTO TJIaroja CTaBHTCS
oTpuUllaTeNbHasd yacTuua not:

You must not take this book. Bawm HeJib3s1 Opath 3Ty KHUTY.
You may not take this book. Bawm He pazpemaercs OpaTh 3Ty KHUTY.
My little son cannot write. Moii MaJleHbKHUl ChIH He YMeeT IHCaTh.

IIpumeuanusi.



1. Jlng BbIpaskeHUs 3allpellleHusl AEMCTBHSI M3 JIBYX BO3MOXHBIX BapHaHTOB May nNot,
must not ymotpebisercs gamie must not.

2. Otpuranue NOt ¢ rmarosiom Can Bcerzaa MUIeTcs CIUTHO cannot.

B pasroBopHo#i peun ynoTpeOisioTcs COKpalleHHbIC OTpHUIlaTeIbHbIe (DOPMBI TJIAarojoB
can u must: can’t, couldn’t, mustn’t.

5. Kparkue 0TBETHI CTPOSTCS TAKMM e 00pa3oM, Kak H ¢ riaaroaamu to have u to be:

Can you do it for me? MoskeTe I BBI CENIaTh 3TO JUISI MEHs?
—Yes, | can.— /J[a, moey.
— No, I can’t. — Hem, ne moezy.

I[Tpuwmeuanu e. [ockonbky oTpunatenbHas ¢popma riaaroia mMust ymorpedisercs
JUIS BBIPOKEHUS 3alpellieHdsi 1 He BbIpaXaeT OTCYTCTBHS HEOOXOAMMOCTH, Ul TOTO YTOOBI
nepenaTh 3HAYCHHE OTCYTCTBHS HEOOXOAMMOCTH (He HY)KHO, He HajJ0, He [I0JIKEH)
ynotpeOiisieTcss MOAaIbHBIN Tiaron Need B orpunarensHoi popme (needn’t):

Must | repeat this sentence? — No, you needn’t. HyxkHo  Ju  MHE  MOBTOPUTH  3TO
npemioxenne? — Her, He HYXKHO.

6. I'marom must He umeer (Gopmbl MpoIIeANIero BpeMeHu. [aron may umeer dhopmy
IIPOLIEIIIET0 BpPEMEHHU, KOTopas Al 00O3HAu€HUsl pa3pellieHUsl YNOoTpeOssieTcss TOJIbKO NpU
COTJIaCOBAHUU BPEMEH, MTOATOMY OyIeT U3y4aThCsl MO3IHEE.

dopma mporeaero BpeMeHu riaroyia can — could:

Yesterday he could go to the theatre. Buepa on mor moiitu B Teatp.

I could not do it last week. 51 He MOT cJieaTh 3TOTO Ha MPOIILIO Heee.
Bonpocs! u 3axanns:

1) Find the English equivalents in the text. Use them in sentences of your own:

CIEIUATIKCT 10 MaOIUK PUICHIIH3; CO3/1aBaTh PEIyTAIMI0; MEHEE JTOCTOBEPHBINA; OOBEKTHBHBIN

KYPHQINCT; Ha OCHOBE 4.-J.; TMOJATBEPAUTh JOCTOBEPHOCTh HMH(OpPMALMU; MOMECTUTH

peKIIaMHOE OOBSIBIICHUE; IPU YCIOBHH, YTO; OTBEYATh HOPMaM MPUEMIIEMOCTH.

2) Find the words in the text which describe or mean the following:
1. smb. who managers others in an organization, especially a business or company, or helps
decide what

the organization will do —
2. the business of making sure that people know about a new product, movie etc., or about what
a particular famous person is doing —
3. the quality of deserving to be believed and trusted —
4. to say in an advertisement that other people should buy particular product —
5. a level of quality, skill, ability, or achievement by which smb. or smth. is judged, that is
considered to be necessary or acceptable in a particular situation —

3) Translate the following word-combinations into Russian and use them in sentences of
your own:

1. to set new standard for smth.; to maintain high standards of smth.; to be up to standard; to
meet a standard; to raise/to lower a standard; above/below standard.

2. amajor value of publicity; a publicity campaign.

4) Match the words which are close in their meaing:
a) to believe, credibility, objective to endorse, concept, independent.
b) idea, to approve, to trust, free, confidence, disinterested.

5) Match the words having the opposite meaning:
a) to believe, credibility, objective to endorse, concept, independent.
b) to ban, percept, biased, subordinate, to doubt, mistrust.



6) Complete the sentences from the text with the following words:

truth; publicity; endorsement; concept; credibility; independent.

1. Advertising raises awareness, but publicity published as news stories creates
2. Advertisements are usually less believable than that appears in
the news columns.

3. Purportedly objective journalists... have evaluated the information on the
basis of and accuracy.

4. Purportedly objective journalists. .. are of the organization.

5. A major value of publicity is the that a third party, the medium, has endorsed
the information by printing or broadcasting it.

6. Advertisements have no such third-party because anyone with

enough money can place an advertisement.

7) Insert prepositions where necessary (by; with; on; of).

1. A major value of publicity is the concept that a third party has endorsed the information
printing or broadcasting it.

2. Public relations executives are fond saying it.

3. Purportedly objective journalists are independent the organization.

4. They have evaluated the information the basis of truth and accuracy.

5. Anyone enough money can place an advertisement.

8) Make up 5 questions to the text.

9) Can you explain the following?
Because they are controlled messages, advertisements are generally less believable than publicity
that appears in the news columns or on broadcast news shows.

10) Give the main idea of the text in one sentence.

11) Render the following item in English.

HenocroBepHoli sABisieTcss pekinama, B KOTOPOW IPUCYTCTBYKOT HE COOTBETCTBYIOLIME
HeﬁCTBHTCHBHOCTH CBCJICHHA B OTHOILICHHUA:
* TaKUX XapaKTEPUCTHUK TOBapa, Kak IMPHUPOJA, COCTaB, CIOco0 W JaTa H3TOTOBJIEHUS,
Ha3Ha4YCHUC, HOTpe6I/ITeJ'IBCKI/IC CBOﬁCTBa, ycjioBusd TPUMCHCHUA, 3HAKU COOTBCTCTBUA
TOCYAAapCTBECHHBIM CTaHAapTaM, MECTO IMPOHUCXOXKIACHUA,
¢ HaJIM4Ms TOBApa HA PBIHKE;
* CTOMMOCTH TOBapa Ha MOMEHT PaclIpOCTPAHEHU,
¢ A0CTaBKH, O6MCHa, BO3Bpara, pECMOHTAa TOBapa,
* rapaHTUHHBIX 0053aTENbCTB, CPOKA CITYKOBI;
¢ HCIIOJIB30BaHUSA TCPMHUHOB B HpeBOCXOI[HOﬁ CTCIICHU, B TOM YUCJIC ITYTCM
yHOOTPEOICHHUSI CIIOB «CaMBIi», «TOJBKO», IYUIIHI», «a0COIIOTHBIN,
((CHHHCTBCHHBIﬁ)) U T.II., €CJIM UX HCBO3MOXHO MNOATBCPAHUTL JOKYMCHTAJIBLHO,
* CCBUIOK Ha Kakue-JIM00 rapaHTUU MOTPEOUTENIO pEKIIaMUPYEMBIX TOBAPOB.

HCI[OCTOBCpHa}I PpCKiIaMa HE JOIMyCKacTCs.

IIpakTnyeckoe 3ansaTue Ne 7
IIpaxmuxka peuu: Timing and Context.
I'pammamuxa: Hacrosimee Bpemsi rpynnsl Perfect.
Heab: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIaJICHUE JIEKCUKOW U TPAMMAaTUKOM
B pe3ysbTare 0cBOeHHE TeMbI CTYACHT J0JIKEH
3HATh: 0a30BBIC HOPMBI YIIOTPEOJICHUSI IEKCUKH, (DOHETUKH M TPAMMaTUKH



YMETh: 4YuTaTthb, IMCPEBOANUTL W IIEPECKA3bIBaTb TCKCTBI Ha HWHOCTPAHHOM A3BIKE C
HCIIOJIb30BaHUEM CIPABOYHONW M Yy4eOHOM JHUTEpaTypbl; OCYLIECTBIATh KOMMYHHUKALHMIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTDH TeMbl: 00YyCJIOBJIEHAa HEOOXOAUMOCTHIO oByafeHus Y K-4.

Teopernueckas 4acTh:

“Let’s run an ad in the newspaper” is a frequent reaction to a crisis. This approach has
one major fault. It is usually too late.

This is particularly true when the crisis has already been reported by the media and the
public has already developed strong opinions on the subject. For example, an organization
accused of wrongdoing rarely does a good job of defending itself by spending a lot of money on
advertisements denying responsibility.

After the Valdez oil spill in Alaska, Exxon placed several ads defending itself against
charges of doing too little to contain the oil spill, but the public perceived the ads as insincere.

Notes

The Valdez oil spill in Alaska — omHa M3 KpymHEWHIMX SKOJOIHMYECKUX KaracTpod —
aBapusi HeTeHATMBHOTO cyrnepTrankepa «9kcoH Banaus» (Exxon Valdez) komnanum «9KCOH»
(Exxon Corp.) 24 mapra 1986 r. y Geperos 3anmuBa [Ipunc-Ywuiesm (Prince William Sound)
Hemaneko OT mnopra Bamau3z na Amsicke. M3 nuctepH TaHkepa BBITEKIO 41,6 MIH TUTPOB
He(i)TI/I, KOTOpas YHUUTOXHNJIA BCE JXMUBOC Ha COTHH KHUJIOMCTPOB BOKPYT.

Vocabulary

context — comep:kaHue, KOHTEKCT

approach — moaxon

fault — memocratok; ormoKa, MpoMax

develop opinions on smth. — coctaBisaTe MHEHHUS O YEM-IL.

accuse smb. of smth. — o6BUHSATE KOr0-J1. B UeM-II.

wrongdoing — npaBoHapyIieHue

rarely — penxo

defend — 3ammmars

deny — orpuiath, OTKa3bIBATHCS, OTIIUPATHCS

responsibility — oTBeTcTBEHHOCTD

place an ad/run an ad — momecTUTh 0OBSABICHNE

charge — o6BuHEHUE

contain — ykpoIare; cep>KuBaTh (OT pacipoCTpaHCHNU)

oil spill — paznuB HedTH

insincere — HEMCKPEHHUIA

Hacrosimee Bpems rpynnsi Perfect

1. Bpemena rpymnmsr Perfect (macrosiee, mpoieiee, Oyayiiee) BeIpakaroT IeHCTBHE,
COOTHECEHHOE (CBS3aHHOE) C KaKUM-THOO JIpyrMM MOMEHTOM WM JeHCTBHEM, a HWMEHHO
}IGI)’ICTBHe, npeamecTByuee 1aHHoOMyY MOMCHTY HJIN )IeﬁCTBI/IIO.

2. Bpemena rpynmber Perfect oOpasyrorcss u3 BcmomoratenbHoro riarosia to have u
npuuactus Il cmeiciioBoro rimarosna, T.€. mo Gopmyie:

| to have + Participle Il |

I'naron to have siBisiercst K3MEHAEMO# 1 MTOBUYKHOW YaCThIO 3TOW CIIOXKHON (HOPMBI: OH
SBJISIETCS TIOKa3aTeJIeM BPeMEHH, YHclia, JHIA; MEHSIEeT CBO€ MECTO MpH 00pa30BaHUU BOIPOCA.
Ipuuactue Il sBaseTcs HeM3MEHsIEMOM 1 HEMOABI)KHON YaCThIO 9TOM ()OPMBI: OHO HMKOI/Ia HE
U3MEHSETCS U BCET/1a CTOUT IOCIIe MOAJIEKAIIEro:

He has written a letter to his friend. OH HanmMcaJ MCbMO CBOEMY JIPYTY.

Have you written a letter to your friend?  Bbl Hamucaau nuceMo cBoemy apyry?

Ynorpebiienue Hacrosiero Bpemenu rpymmsl Perfect. I'maron B HacrosiieM BpeMeHH
rpynnbl Perfect o6o3Hauaer neiicTBHE YK€ COBEpIIMBIICECS B MPEIILISCTBYIONIMA TEPHOI JI0
MOMEHTa pEeYH, HO HMEIOIIee HEMOCPEACTBEHHYI0 CBSI3b C HACTOSAIIMM MOMEHTOM. OTa
HCIMMOCPCACTBCHHAA CBA3b C HACTOAIIUM MOMCHTOM MPOABJIACTCA ABOSAKO!:




a) B Buae pesynabrara JACUCTBHS, MPHOOPETCHHOTO OIbITA WIJIM 3HAHUS, MMEIOIINXCSA K
MOMEHTY PEUH:

He has written a letter. OH Hanucai nucbMo.

B Bujme ykazaHnus mepuojia BPEMEHH, KOTOPBIA €Ile HEe 3aKOHUYWIICSH, T.€. BKJIHOYACT U
HACTOSIIUNA MOMEHT, HanpuMmep: to-day cecoowns, this morning cezoous ympom, this week na
omot neodene, this month 6 smom mecaye, this year ¢ smom 200y.

I have seen him this week. Sl Buaea ero Ha TOM HeJele.

Kak BHIHO W3 3TOro MpHMepa, Ha PYyCCKUil sA3bIK HacTosInee Bpems rpymimbl Perfect B
9TOM 3HAYEHWH, KaK [TPABUIIO, TIEPEBOAUTCS MIPOIICIIIIAM BPEMEHEM.

ITpuwmeuanu e Hacrosiee Bpems rpymmsl Perfect Hukorma He yrnotpe0dsiercsi, €ciii ecTh
TOYHOE yKa3aHHE BPEMEHH B MPOILJIOM, TaK KAk 3TO Kak Obl pa3pbIBacT HEMOCPEACTBEHHYIO
CBSI3b C HACTOSIIIHUM MOMEHTOM (T.€. MOMEHTOM pE€YH) M MOJYEPKUBACT, YTO ITOT (aKT UMEI
MecTO B MponuioM. B Takux ciydasx ynorpebdisiercs npouresmee Bpems rpymmsl Indefinite.
Bomnpoce! u 3axanus:

1) Find the English equivalents in the text. Use them in sentences of your own:

IIOMECTUTh OOBSABJICHHE; COCTABHTh MHEHHE O; KPyIHAas OINHOKA; OOBHUHHTH K.-JI. B Y.-JL;
TPATHTh JE€HBIH HA; OTKA3bIBATHCS OT HECEHUSI OTBETCTBEHHOCTH.

2) Find the words in the text which describe or mean the following:

1. a method of doing smth. or dealing with a problem —

2. smth. that smb. should be blamed for, if smth. bad has happened because they made a
mistake or failed to do smth. —

based on facts, and not imagined or invented —

not often —

to use arguments to protect smth. or smb. from criticism, or to prove that smth. is right —

a written or spoken statement blaming smb. for doing smth. bad or illegal —

to stop smth. from spreading or escaping —

to notice smth., especially smth. that is difficult to notice; to become aware of smth. —

N AW

3) Translate the following words and word-combinations into Russian:

a frequent reaction to; it’s usually too late; the crisis has already been reported; to develop strong
opinions on; to accuse smb. of; to do a good job of; to deny smth.; to run/to place an ad; to
perceive smth./smb. as

4) Match the words:
a) to do, to run, to develop, to deny, to accuse.
b) responsibility, a good job, of wrongdoings, strong opinions, an ad.

5) Match the words which are close in their meaning:
a) frequent, to develop, to accuse, to defend, sincere, responsibility.
b) to charge, repeated, authority, to work out, to protect, genuine.

6) Match the words having the opposite meaning:
a) to develop, to accuse, to defend, sincere, responsibility, frequent.
b) to attack, immunity, dishonest, rare, to praise, to confine.

7) Complete the following sentences from the text and translate them.

1. The approach has one major fault:

2. This is particularly true when the crisis has already been reported by

3. is a frequent reaction to the crisis.

4 by spending a lot of money on advertisements denying responsibility.
5 , but the public perceived the ads as insincere.




8) Insert prepositions (on; of; by; in; for).

1. Let’s run an ad the newspaper.

2. example, an organization accused wrongdoing rarely does a good job
defending itself spending a lot money advertisements denying
responsibility.

3. the media and the public has already developed strong opinions the subject.

9) Answer the following question:

1. How do people frequently reach to a crisis? Why is this approach wrong?
2. Can you prove that it is usually too late?

3. What do you know about the Valdez oil spill in Alaska?

10) Agree or disagree.
This approach has one major fault. It is usually too late.

11) Give the main idea of the text in one sentence.

12) Render the following text in English.

Tenepp, korma Bel CHOPMHUPOBAIM CBOE MHEHHE O TOM, YTO Ball TOBAp YHUKAJCH,
OIpeNIeNIUIIN, KOMY OH aJpeCcOBaH, U YTO BbI Jy4Ille, YeM BaLIM KOHKYPEHTBI, IOyMaNUTE O TOM,
YTOOBI Ballla peKJaMHas JAEATEIIbHOCTh HE CMOIJIa HAaBPEAWTh BaM M BalleMy YHUKAJIbHOMY
ToproBomy npeanoxxenuto (YTII).

OcHOBHBIE TIpaBUIIa PEKIIAMHOM JI€ATEIIEHOCTH:

a) pekiiama JIOJKHA BBI3BIBAaTh HHTEPEC;

0) pexiiaMa JA0JKHA OBITH IPAaBAMBON: OOMaHyB OJIMH pa3, MOKHO HAaBCET/a OTEPATH JOBEPUE;
B) pekJjiama JI0JKHA ObITh KOPPEKTHON MO OTHOLIEHHUIO K PYTUM (pupmam;

I) pekyiaMa JO0KHA ObITh TAKTUYHOMN, HEHABSI3UMBOM.

CrnenoBarenbHO, pekjlamMa — 3TO OIJJaU€HHOE IPHCYTCTBUE B CpPEACTBAX MAacCOBOU
uHpOpMaUK CBENeHHH O ¢upMme, ToBape (yCiIyre WM HIee), UMEIOIIee LEIbI0 YBEIUYNUTh
U3BECTHOCTH (PUPMBI U €€ 00OPOTHI.

Pexnama mpecnemyeT JABEe B3aWMOCBS3aHHBIC II€TIM: IO3HAKOMHUTH IMOTEHIMAIBHBIX
KJIMEHTOB C (pUPMOH, MPOAYKTOM, YCIYyrol M CKJIOHMTH JIO/IeH K ONMPOOOBAaHUIO MPOAYKTa, a B
JabHENIIIEM — K COBEPIICHUIO MMOBTOPHOM MoKynku. OrutadyeHHass pekiiamMa — JIUIIb OJHO W3
3 PEKTUBHBIX CPEJCTB MAPKETUHTOBOW KOMMYHHKAIIUH.

Paznen 2. Types of Public Relations Advertising
IIpakTuyeckoe 3ansaTue Ne 8.
Ipaxmuxa peuu: Basic Types of PR Advertising.
I'pammamuxa: BoipakeHune J0JKEHCTBOBAHNUS B AHTJIMICKOM SI3bIKe.
IIe.m,: (DOpMI/IpOBaHI/IC KOMMYHUKATHBHBIX KOMIICT eHI.[Hﬁ, OBJIaACHUC JIEKCUKOU U T paMMaTHKOﬁ
B pesyibTare ocBOeHHE TEMBI CTYAEHT A0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66JIeHI/ISI JICKCHUKH, (bOHCTI/IKI/I " I'paMMaTHUKN
YMETh: 4YuTaTh, MNCPEBOAUTL M IICPECKA3bIBATh TEKCTbI Ha MWHOCTPAHHOM  A3BIKEC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ u yqe6H0171 JIMTCPATYPBI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPaHHOM A3BIKC
AKTYaJIbHOCTD Te€MbI: 00YCIOBIIEHAa HEOOXOAMMOCTHIO oBiafaeHus Y K-4.
TeopeTuyeckas 4acTh:

The largest percentage of public relations advertising is done in magazines, with network
television and newspapers and Sunday supplements in the second and third place, respectively.
The trend is increasingly to target niche audiences.



Magazines, which are already very specialized, will probably continue to get the lion’s
share of “image” advertising, and network television will lose ground to cable network.

There are several types of public relations advertising. At times, the distinctions between
categories can become blurred; however, we will deal with five basic types: image-building,
investor and financial relations programs, public service messages, advocacy, and
announcements.

Vocabulary

percentage— mpoLeHTHOE OTHOLICHHE

do the advertising — 3aHuMaTbcsi peKiIaMoii; MOMEIIATh PEKIaMHbIC OOBIBICHUS

supplements— npuoxKeHus; CrieHUAaIbHBIC BBITYCKH

respectively— cooTBeTCTBEHHO

trend— renneHIUA

increasingly— B ocHoBHOM

target— uMeTh 1ENbI0; HAIETUTHCA

niche audiences— Hyxxubie (U151 UPMBI), «CBOUY» ayAUTOPUN

the lion’s share— n1pBUHAS 10J1s

lose ground to smb. — oTcTaBaTh OT KOTO-1I.

distinctions— pazauuus

become blurred — crupartbcs; cTaTh  pPa3MBITBIM, HESCHBIM; HPUHSTH HESCHBIC
OuepTaHUS

deal with— paccmarpuBath; UMETbh J€TI0 C

public  service—  KOMMyHalbHBIE  YCIyr'H, KOMMYHaJbHOE  OOCIYy)XHBaHHE;
rocyaapCTBEHHAS

ciyx0a

BoipakeHue 10/2KeHCTBOBAHHSI B AHTJIHICKOM SI3bIKE
Must odonorcer, HyscHo, Haoo NS BBIPAKEHUS HEOOXOAUMOCTH, 00§13aTEJIbHOCTH
JEUCTBUS:
I must do this work now.  Mue Hy:kHo (s 00513an) cenathb 3Ty paboTy ceilyac.
Jlns oOpa3oBaHHSI BOMPOCUTEIBHOW (OPMBI MOJAIBHBIN TJIAr0JI CTABUTCS MepeN
O JIEKAIIM

Must he stay here too? EMy ToXe Hy?KHO OCTaThCs 371eCh?
Jlnst  oOpa3oBaHMsi OTPHLATEIBHON (OPMBI IMOCIE MOJATBFHOTO TIJarojia CTaBUTCS
oTpuIaTenabHas dactuia Not: You must not take this book. Bawm Hesb3st Opath 3Ty KHUTY.

JI71st BeIpaXXeHUsI 3ampeieHus qedcTBrs yrnoTpebasercs must not.

[Tockonbky oTpumarensHas Qopma riaroga MUSt ymoTpeGnsercs AN BBIPAKEHUS
3anpenieHus U HE BBIPAXKAET OTCYTCTBUSI HEOOXOIMMOCTH, JUIsl TOTO YTOOBI TIepeIaTh 3HAUCHUE
OTCYTCTBHSI HEOOXOTUMOCTH (He HY’KHO, He HaJ0, He JO0JIKeH) YIOTpeOseTcss MOoIanbHBIN
rinaron need B orpunatenbHoi hopme (needn’t):

Must | repeat this sentence? — No, you needn’t. HyxHO 1M MHE MOBTOPUTH 3TO
npemoxenue? — Her, He HYKHO.

I'maron must He umeeT GOpMBI IPOLIEAIETO BPEMEHH.

BonpocurenbHas u orpumarenbHas (HopMbl mporireanero Bpemenn ot to have to...
00pa3yroTCs ¢ MOMOIIBIO0 BCIIOMOTaTeNIbHOTO Tiaroia to do B mpomeniem Bpemenu, T.e. did:
Did you have to go there last night? Bam npuiiocs moiiTu Tyaa Buepa Bedepom?

My friend brought me the necessary books,and | didn’t have to go to the library yesterday.

Moii ToBapuIl IpHUHEC MHE HEOOXOIUMBIE KHUTH, U MHE He HaJA0 ObLIO HATH BYEpa B
OnOIMOTEKY.

B anrnmiickom si3pike rimarost t0 be ¢ mocnenyromuM HHGUHUTHBOM CMBICIIOBOTO TJIarojia
UMEET MOJAIBbHOE 3HAUCHUE O0JINHCEHCMBOBAHUS, HEOOXO0OUMOCMU, GblmeKarowel U3 63aumMHoU
npeosapumenbHoll 002080PEHHOCMU, 3apaHee HAMEYEeHHO20 MNIAHd, NPOoSPaMMbl, NpUKA3d,



pacnucanus 1 T.J., TOraa kKak riaroi to have ¢ mocneayromumM HHGUHUTHBOM UMEET MOIATIbHOE
3HAYCHUE BbIHYIHCOCHHOU, 8bI36AHHOU 0OCMOAMENLCMBAMU HEOOXOOUMOCTIU.

Cpasnume:

I was to do this work alone, but as there I moJikeH ObLT 1e1aTh 3TY padboTy

was little time left before the end of OJIMH, HO, TTOCKOJIbKY JIO KOHIIA MeCsIia

the month | had to ask Comrade 0CTaBaJIOCh MaJIO BPEMCHH, MHE

Nikitin to help me. NPHUILIOCH MTONPOCUTH TOB. HUKMTHHA TOMOYB MHE.

I'naroxn to be B MojanbHOM 3HaYEHUM C TOCIEAYIOIUM WHOUHUTUBOM YIIOTPEOISIeTCs B
HacTosIIeM U mpoineanieM Bpemeru rpymmsl Indefinite. TTockonbky HacTosIee BpeMs riaroja
to be c¢ mocnenyromuM MHOUHUTABOM II0 CMBICIy OTHOCHUT JCHCTBHE K OyIylieMmy, 3TO
coyeTaHue B OyaynieM BPEMEHU He ynompeoisemcsi:

I am to leave for Leningrad tomorrow. S noskeH 3aBTpa yexath B JIeHUHTpa.
Coueranne rmaroia to be B mpomemgmem Bpemenun ¢ wunpuauTHBOM Indefinite
0003HavaeT JeUCTBHE, KOTOPOE JODKHO OBLIO MPOU30MTH B MPOILIOM, IIPUYEM ITO COUCTAHUE
HE [MOKAa3bIBAECT, MPOU3OIILIO JIA JCUCTBUE WIH HET. ITO MOXKHO BHIPA3UTh KOHMEKCIMOM:
| was to see off my friend last night, but 51 moJizkeH GBI IPOBOIUTH CBOETO
I couldn’t as | was very busy. JIpyra BYepa BEYepOM, HO HE MOT, TaK KakK ObLI
OYCHB 3aHSIT.
(Heticmsue ne npouzouino).

| was to see off my friend at five o’clock S mosizkeH GBI IPOBOXKATH CBOCTO

yesterday and | had to take a taxi not Jpyra B ISITh YaCOB Beuepa Buepa u

to be late. MHE IPHUIILIOCHh B3SITh TAKCH, YTOOBI HE OI103 JIaTh.
(Heticmeue npousouino)

Coueranue rnarona t0 be ¢ MHQUHUTHBOM MEPEBOAUTCS HA PYCCKHM SI3BIK CIIOBAMH:
00194CceH, 00NHCeH ObL, HYIHCHO OblI0, npedcmoum, HalpuMep:

Didn’t he tell you what you were to do?  Pa3Be oH He cKka3zanl Bam, YTO BaM HYKHO ObLIO
neaaTh?
He is to leave for Kiev today. Emy npencrour Boiexats B Kues ceros.

YacTo 3TO coueTaHne MEePeBOANTCS Ha PYCCKHM S3BIK MPOCTO HACTOSIIUM HIIH OYTyIIHM
BpPEMCHEM:

The train is to start in five minutes. IToe3x oTXoauT Yepe3 MATh MUHYT. (MO PACRUCAHUIO)
I[Tpuw™eduanu e Mrorma rmaron to be ¢ mociaenyronmm nHGUHATHBOM CTpaAaTeJHLHOIO
3aj10ra HMMeeT MOJAIbHOE 3HAYCHUE 603MOJCHOCMU, @ B OTpularensHod Qopme —
Hesozmodchocmu, 3anpewjenusi: This book is to be found in any shop. 3Ty KkHUTY MOKHO
HAWTH B IIOOOM Mara3uHe.
Bonpocel u 3aganusn:

1) Find the English equivalents in the text. Use them in sentences of your own:

NPECTHKHAS PeKJiaMa; BOCKPECHBIC MPEUIOKEHHUS; HY)KHbBIC ayJIUTOPHU; CETh TEJICBUICHUS,
KaOeJIbHOE TEICBHICHUE; UMETH JIENIO C; PAaCCMaTPUBATh.

2) Find the words in the text which describe or mean the following:

1. an amount or member that is part of total amount, when the total is thought of as having 100
parts —

2. a group of radio and television stations, which broadcast many of the same programs in
different parts of the country —

3. an additional part at the end of the book, or a separate part of a newspaper, magazine, etc. —

4. to make smth. have an effect on a limited group or area —

5. ageneral tendency in the way a situation is changing or developing —

6. the part of smth. that belongs to you, or that should be paid for or done by you —

3) Translate the following words into Russian and use them in sentences of you own:



public service messages; to target niche audiences; Sunday supplements; to lose ground to;
to become blurred; at times; public relations advertising.

4) Complete the sentences from the text and translate them into Russian.

1. The trend is increasingly to ...

2. Magazines which are already very specialized will probably continue to get...
3. At time, the distinctions between categories can become blurred; however, ...

5) Match the words which are close in their meaning:
a) largest, basic, to continue, blurred, distinction, to lose.
b) to carry on, difference, biggest, to miss, cloudy, fundamental.

6) Match the words having the opposite meaning:
a) largest, basic, to continue, blurred, distinction, to lose.
b) clear, to win, inessential, similarity, smallest, to cease.

7) Insert prepositions (to; of; in; with; between).

1. The largest percentage public relations advertising is done magazines.

2. Magazines will probably continue to get the lion’s share “image” advertising, and
network television will lose ground cable network.

3. At time, the distinctions categories can become blurred.

4. We will deal five basic types.

8) Answer the following question:

1) In what order is public relations advertising done?

2) What is this trend increasingly to target?

3) Will network television or magazines continue to get the lion’s share of “image” advertising?
4) What are the basic types of public relations advertising?

9) Agree or disagree.
Magazines, which are already specialized, will probably continue to get the lion’s share of
“image” advertising, and network television will lose ground to cable network.

10) Give the main idea of the text in one sentence.

11) Develop the following statement in writing. Use no more than 80 words.
The largest percentage of public relations advertising is done in magazines.

12) Render the following text in Russian.

I"azeTHO-)KypHaAJIBHAS peKIama

['azeTHas pekiama siBIsieTcs camMod uumTaemMod B mupe. OOmuit o0beM 3arpaT Ha Hee
coctapsieT mpuMmepHO 40 % Bcex peKJIaMHBIX PacXoJI0B B MHUPE.

Uro OOBIYHO YYMTHIBAET pPEKJIaMOAaTeNb WM PEKIaMHOE areHTCTBO, 1aBasi OObsIBICHHUE B
razety? Ilpexe Bcero HampaBJIEHHOCTh T€X WM MHBIX CPEACTB MaccoBoi nHpopmauuu. [Janee
YUNUTBHIBAIOTCSl CTENEHb PACIpOCTPAa-HEHUs Ta3eThl, YacToTa €€ BbIXOJAa, BO3MOXHOCTb
0o(QOpMIIEHUS Ta3eThl, HAM-4YKEe MPWIOKEHUS U pAja APYTUX AJIEMEHTOB M, KOHEYHO, IIeHbl Ha
peKiiaMmy, KOTOpbIE 3aBUCAT OT OYEHb OOJIBIIOrO YKcia (PaKTOPOB.

B kaxnoil crpaHe cyuecTBYIOT Tapu(bl Ha TakOro pojaa YCIyrd, OHM KOJEeOIIOTCS B
3aBHCUMOCTH OT MPECTHKA U MACHITA0OB PACIIPOCTPAHEHHS TOW WIIM MHOM ra3eThl.

HNmeer 3HaueHMe M MeCTO B Traszere, IJe ONYOJMKOBAaHO pEKIAMHOE OOBSBIECHUE,
UCTIOJIb30BaHUE 11BeTa, (poTorpaduii, pucyHkos, odiiee ohopMmieHne H300paKEHUH M TEKCTa.



Kak mpaBuno, Bce 3T0 Oepyr Ha ce0sl peKIaMHBbIE areHTCTBA, JEHCTBYS B KOHTAaKTe C
oTAcIaMi PCKIIaMbl COOTBETCTBYIOIIHX I'a3€T.

Pexsiama B razere oOpailieHa K BECbMa 3HAUUTEIbHOW, HO BO MHOTHX CIIydasix pa3HOPOIHOMN
aymutopuu. CermeHTanus J>K€ TOBapHOTO pbIHKA, JieKamas B OCHOBE (pUpMEHHOU
ACCOPTUMEHTHOM MOJIUTHKH, TpeOyeT 0oJiee YeT-KOTO BBIICTICHUS «CBOETO0Y MOTPEOUTEINS.

B HaCTOs1IEC BpEMA YCTBIPEXIBCTHAA II€YaTh IIMHUPOKO HCIOJIB3YETCA OOJIBIIIMHCTBOM
KPYIHBIX W3JIaHuH, HO OoJiee MEJKHE 0 CUX IOp IMeYaralTcs B 4YepHO-OelIoM BapuaHTE —
CTWJIb «KapaHjam» (YepHble JIMHUHM 10 Oermomy (oHy).

B rasernoil pexiame cieyeT yka3aTb KOHKPETHBIE JaThl IPOBEICHUs pPaCIpONaXk, LEHBI,
MCCTOPACIIOJIOKCHUC Mara3dnHa, 4acChbl pa6OTH, TOProBbIC MapKu IMPEACTABIICHHBIX TOBAPOB.

B HCCIICHHUAIIM3UPOBAHHLIX TICPUOANYCCKUX TIICYATHBIX HU3AAHUAX PCKJIaMa HC JOJIKHA
npesbimath 40% o6beMa 0IHOr0 HOMepa MePHUOTUIECKOr0
IIe4aTHOI'O U3aHus.

[MpakTnyeckoe 3ansiTue Ne 9.
Ipaxmuxa peuu: Image-building.
I pavmamuxa: BonpocuTeIbHO-0TPUIIATEIbHBIE TP EAJI0KEHMS.
Heanb: ®opMHupoOBaHNE KOMMYHUKATUBHBIX KOMIIETEHILIMHI, OBJIaJICHUE JIEKCUKOW U TPAMMATHKON
B pe3ybTaTe OCBOCHHEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIC HOPMBI YIOTPEOICHNUS JIEKCUKH, OHETHKH U TPAMMAaTHK!
YMETh: YuTaThb, IMNCPEBOAUTL W MNEPECKA3bIBaTb TEKCTBI Ha HWHOCTPAHHOM  A3BIKE C
UCTIOJI30BAaHUEM CIIPABOYHOM W y4eOHOW JHMTEpaTyphl; OCYIIECTBIATH KOMMYHHUKAIMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJIbHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBaieHus Y K-4.
TeopeTrnveckasi 4acTh:

Not only can advertising strengthen an organization’s reputation and image, but it can
also contribute to consumer and client acceptance of the organization’s products and services.
Consumers don’t just buy a product; they also buy the company if it is perceived as being well
managed, socially responsible, environmentally conscious, and willing to stand behind its
products.

A good example of an image-building campaign is one by NYNEX, the telephone
company serving New York State and New England. The company decided to put a human face
on high technology with a series of ads that focused on its employees working for and with
customers to solve their telephone problems.

The attempt to humanize and personalize the company came after research indicated that
people were turned off by advertisements that emphasized the cold, impersonal imagery of fiber-
optic networks, microchips, and other high-technology hardware. Indeed, companies too often
emphasize the wonders of technology without really paying attention to showing how it
improves the quality of life for the consumer.

The NYNEX campaign had an internal component as well. By featuring typical
employees and distributing glossy brochures about the campaign to the entire stuff, it improved
morale among employees.

Vocabulary
strengthen — ykperuisite; ycniuBaTh
contribute to smth. — BHocuTh BKJTa BO 9TO-1., CIIOCOOCTBOBATH YEMY-II.
acceptance — npuHsTue, ogo0peHue
consumer — noTpeouTeNb
perceive — BOCIPUHUMATD, IIOHUMaTh, OCO3HABAThH
well managed — xoporiio yrpasiisemblit
responsible — oTBeTcTBCHHBIH
be conscious — co3naBaTh, MOHUMATh, OLIYIIAThH
environment — okpyskarorias cpejia; yClIoBus, 00CTaHOBKA



be willing — >xenarp, oYeHb XOTETh YTO-JI. I€IATh

stand behind — 31. mogep:xkuBaTh, HE OTKA3BIBATHCSA OT

to put a human face on — npuaaTh 4eI0BEYCCKUN BU YSMY-JI.
high technology — nepenoBast TeXHOIOTHS; BHICOKAs TEXHOIOTHSI
focus on smth. — cocpenorounBate BHUMaHHE HA YEM-J1.

an employee — ciysxarii

solve — pemars, pa3pemarh (IIpPoOIIEMbI)

an attempt — monsiTKa

humanize — ouenoBeunBaTh; CMIAr4aTh

personalize — onmuIETBOPSTH

research — uccnenosarb

turn off — oTBIeKaTH BHUMAHUE

emphasize — mogyepKuBaTh; IpUIABaTh 0CO00E 3HAYCHUE
impersonal — 6ecpucTpacTHBIN, 00BEKTHBHBIHN, O€3IHYHbIH
imagery — o0pa3HocTh, 00pa3

fiber-optic — cBeTonpoBoOAHBII

microchips — MHUKpPOYHITbI; MUKPOKPUCTAILIBI

hardware — TexHHUYeCcKHe CPeICTBA, 000PYI0BAHHE

improve — ysy4miarh

wonders — gymeca

internal — BHyTpeHHU; COKPOBEHHBIN

feature — n300paxkath; MOKa3bIBATH

distribute — pacnipoctpansTs

entire — Bechb, MOJIHBIN, IEJIBII

morale — MmopasbHOE COCTOsIHUE; OOCBOM TyX

BonpocureibHO-0TpUIIATEIbHBIE MPEIJIOKEHUSs

OtpunarenbHas (opMa CIEHUAIBHBIX  BOMPOCOB  OOpa3yercss TpU  MOMOIIU
OTPUIATEIIEHOM YacTHIIBI NOt, KOTOpask CTABUTCS MOCIIE TIOJICKAIIETO:

Why do you not know about it? [Touemy BBI He 3HaeTE 00 3TOM?

Kak 0bI10 cKka3aHO BBINIE, B Pa3rOBOPHON pevH OYCHHb YacTO YacTuila NOt cimBaercs
BCIIOMOTaTEIILHBIM HITH MOJAJIBHBIM TJ1aroioM. B takux ciydasx ciosa don’t, doesn’t, didn’t,
shan’t, won’t, hasn’t, haven’t, can’t u mustn’t cTosT nepea NoJIeKAIIUM:

Why didn’t he come to see us yesterday? Iloyemy OH He mpuIleN K HaM BuYepa?

B aHrmmiickoM si3pIKe OTpHIarenbHas (opMa 0OIIero BOIpoca MPHUIACT €My OTTEHOK
yIuBJICHUs. Takoi BOMPOC MEPEBOIUTCS HA PYCCKHUI A3bIK BOIMPOCOM, HAUMHAIOIIUMCS CO CIIOB
pasBe, HEYKEIH:

Don’t you know about it?  Pa3Be BbI He 3HaeTe 00 TOM?

[Ipumeuanusi.

1. B pycckom si3bIke 4acThIla He 4acTO YIOTPEOJIAETCsS KaK yCHUIIMTENbHAs YacTHUIla, HE
MMEIOIasgs OTPHUIATEIbHOIO 3HA4YeHUsA. B Takux ciydasgX OHa Ha aHIJIMHCKUW S3BbIK HE
MIEPEBOTUTCS:

Bei He 3Haete, rae [Terpos? Do you know where Petrov is?

2. Pycckoe cIOoBO pa3Be B BONPOCUTEIBHBIX TNPEIIOKEHHUIX, HE COICPKAIIUX
OTPHIIAHUS, KaK MMPABHIIO, HA aHTJIMHCKHIA A3bIK HE TICPEBOTUTCS.

Pa3Be BrI 3Haete [lerpoBa? Do you know Petrov?

Bonpocsl u 3apanus:

1) Find the English equivalents in the text. Use them in sentences of your own:
penyTranus U IMpPEeCTUX OpraHM3alMM; TOBapbl W yCIyrW OpraHU3alUy; NpUHATHE (TOBapa)
HOTpe6I/ITeJ'IHMI/I N KIHMCHTaMH, IIOHUMAaThb O6CTaHOBKy; ne-peaoBass TCEXHOJIOTHA, PEIIATh



npoOIeMbl; XOJIOAHBIA Oe3nukuil 00pa3; M Jpy-roe 00O0pYHOBaHHE BBICOKMX TEXHOJIOTHIA;
YIAYYIIUTH Ka4eCTBO.

2) Find the words in the text which describe or mean the following:

1. the opinion that people have about a particular person or thing because of what has happened
in the past —

to make smth. stronger; to improve —

to get smth. by paying money for it —

an organization that makes or sells goods or services —

a series of actions intended to achieve a particular result, especially in politics or business —
smb. who buys goods or services from a store, company, etc. —

. the degree to which your life is good or bad, this is shown by whether or

not you are happy, healthy, able to do things you want to do, etc. —

Noakown

3) Translate the following words into Russian. Use them in sentences of your own:

acceptance standards; to find market acceptance; to gain public acceptance; consumer
acceptance; trade acceptance. to have a good/bad reputation; to gain a reputation as smth;. to
live up to one’s reputation; to improve (the) morale; to undermine (the) morale.

4) Match the words which are close in their meaning:
a) to strengthen, impersonal conscious, customer, to solve, attempt.
b) aware, consumer, to deal with, impartial, effort, to make firm.

5) Match the words having the opposite meaning:
a) to strengthen, impersonal conscious, customer, to solve, attempt.
b) ignorant, to question, certainty, to weaken, seller, friendly.

6) Match the words:

a) to buy, to solve, a series of, to put, to be environmentally, to be socially, to improve, to pay.
b) the quality of life, a human face, attention to, a product, responsible, a problem, conscious,
ads.

7) Complete the sentences with the following words:
acceptance; face; imagery; company; attention.
1. Consumers don’t just buy a product, they also buy the
2. The company decided to put a human on high technology with a series of ads.
3. Advertising can also contribute to consumer and client of the organization’s
products and services.
4. ... people were turned off by advertisements that emphasized the cold, impersonal
of fiber-optic network, microchips, and other high-technology hardware.
5. Companies too often emphasize the wonders of technology without really paying
to showing how it improves the quality of life for the consumer.

8) Make up 5 special questions to the text and ask your fellow students to give answers to
them.

9) Explain the grammatical structure. Use it in 2 sentences of your own.
Not only can advertising strengthen an organization’s reputation and image, but it can also

contribute to consumer and client acceptance of the organization’s products and services.

10) Explain the following:



Consumers don’t just buy a product; they also buy the company.
11) Give the main idea of the text in one sentence.

12) Render the following text in English.

«IIpectmknas» pexnama

IIpy COBpEMEHHBIX YCIOBHUSX HEJOCTATOYHO JIMIIbL IIPOM3BECTU XOPOLIUN TOBAp,
pacrpenesnTh MNPONYKIHI0, O0ECHEeUUTh MApKETHHI, pa3peKkiaMH-poBaTh U 3(PQeKTUBHO
npojarh ee. Jlaxe xopomas HOPOAYKLIMST MOXKET HE MMETh ycliexa, €ClIM €€ IMPOU3BOAUTEIb
IPOBOJUT C1a0YI0 NOJUTUKY WU
HE MOHMMAeT WHTepecoB oOmecTBa. HyXHO, 4TOOBI KOMIAHUS SBISUIACH JOCTOWHBIM YJICHOM
o01iecTBa U Kak MOXKHO OOJIbllIe JEMOHCTPUPOBAja OOILIE-CTBEHHOCTH CBOIO IOJIE3HYIO POJIb B
HeM. DTO SBISETCA NMPUUYMHON TaK HA3bIBAEMOM MPECTHKHOW WM  (PUPMEHHOW pekiaaMbl U
TaK)K€ MMEETCS B BUAY
TE€MHU, KTO IIJIAHUPYET KaKyI0-TU00 PEKIIaMHYI0 KOMIIaHUIO.

[IpectrkHas pexnama sBIIAETCA, MOXKAIYH, CaMOM TPYJHOW U3 BCEX BU-IOB PEKJIAMBI, YEM,
CKOpee BCEro, M OOBACHSAETCS TOT (PaKT, YTO OYEHb MHOTHE BO3MOXKHOCTH B HEW He
UCNONb3YyIOTCs. ECTh /1Ba OCHOBHBIX BHJIA MPECTHXKHOM pexiiambl. [1epBblil cTaBuT nepen coboi
3a1aqy WHGOPMHUPOBATH OOIIECTBEHHOCTh O TOM OOJBIIOM BKJIaJl€, KOTOPBI BHOCHT KOMITAHHS
B OsarococtosiHue Hauuu. BTOpoil BUJ NpecTHKHOW peksiaMbl UCIOJIBb3YeT MEHEEe OTKPBITHIN
NOAXOA W 3aKII0YaeTcss B TOM, YTO OOIIECTBEHHOCTh YTO-TO Y3HAeT WM IOJy4aeT
UHPOPMALIMIO IO HMHTEPECYIOIMM €€ BOIpocaM IMpH MPOCTOM YINOMHHAaHUM KOMITaHUH-
CIIOHCODA.

Ilepen TemM Kak IPUCTYNHMTHh K NPECTHXKHOM pEKIaMe, BAKHO YETKO ONPENEIUTH 3akadu
M Ty ayAuTOpHUIO, Ha KOTOPYHd OHa  pacCUMTaHa. 3Jecb TPYAHO COCTAaBHUTb
yJIOBJIETBOPUTEIBHBIN CIIUCOK CPEACTB HMH(POPMALUHU, I0-CKOJbKY OOBIYHBIA KpUTEpPUH —
OTHOIIEHHE CTOMMOCTHU PEKJIaMbl K ThICSYE JIFOJIEH, 0 KOTOPHIX OHA JOLUIa, — MOKET HE UIPaTh
3aMeTHON ponu. Hexotopeie opMbl MpecTHHKHOM peKsiaMbl MOTYT OBITh MCIOJIB30BAaHbl U IS
OYEHb MAJION ayIUTOPHH.

[TpecTrxkHas pekiamMa HMeeT OOJbLIOE 3HAUEHHE B TOAJEPKKE SKCIEPTHBIX ONEpaIMi.
CymiecTByeT CBbIIIE MATHAECATH KPYMHBIX MEXIYHAPOJHBIX >KYpHAJoOB, Takux Kak «Punepc
Haiimxect» unu «Taiim», Ooblnas 4acTh TUpaXa KOTOPBIX PACHpPOCTPaHSETCs 10 BCEMY MHPY.
OO0beM pekiamMbl B 3THUX JKypHalaxX €XerojHO pacTeT, MNpuyYeM HauOOJIbIIYI0 €€ 4YacTb
COCTaBJISIET NPECTHKHAS peKIama. DTO BEPHBII MPU3HAK TOTO, YTO OHA IIPUHOCHUT PE3YIIbTATHI.

IIpakTnueckoe 3ansaTue Ne 10.
IIpaxmuxa peuu: Investor and Financial Relations.
I'pavmamuxa: CI05KHONOYUHEHHbIE NPeIJI0OKEHUS.
Heanb: ®opMupoBaHUE KOMMYHUKATUBHBIX KOMIETEHIINHI, OBIaJCHUE JEKCUKOW U TPAMMaTHUKOMN
B pe3yabTare 0cBOeHHE TeMBbI CTYI€HT H0JIKEH
3HATh: 0a30BBIC HOPMBI YITOTPEOICHUS JIEKCUKH, DOHETUKHA U TPAMMaTHKA
yMeTb: 4WTaTh, NEPEBOJUTh M IMEpPECKa3blBaTh TEKCThl HA MHOCTPAHHOM SI3BIKE C
HCIIOJIb30BAaHUEM CIPAaBOYHOM M Yy4eOHOM JHUTepaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
MHOCTPAHHOM SI3bIKE
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO OoBasieHus Y K-4.

Teoperuyeckas 4acTh:

A different type of public relations advertising is targeted to the financial community —
individual and institutional investors, stockanalysts, investment bankers, and stockbrokers. The
objective is toportray a company’s financial strengths and prospects in the most flattering way.

Such advertising is used extensively during proxy fights for control of companies, when a
company is undergoing some major reorganization, or when the company believes it is being



unfairly attacked by consumer groups or regulatory agencies. A variety of these ads can be seen
in financial publications.

In one instance, Honeywell placed a full-page as in the Wall Street journal to announce
that it had won a major lawsuit against the Minolta Camera Company for infringing on its
patents. The winning of the suit and the protection of its patents assured the financial community
that Honeywell would continue to make profits on its technology.

Notes
Honeywell- «Xauunysmi». Komnanus 1o MpoOHM3BOACTBY ABHAIIMOHHOTO W DJICKTPOHHOIO
000py/IoBaHUsI, a TaKXe MPUOOPOB YIPABICHHS, MPOMBIII-JICHHOTO 000y I0BaHUS.
Vocabulary

community— o61ecTBo, 0OIIKMHA

institutional— oGecTBeHHbI# (OT institute — opraHu3ars)

stock— aknmoHepHbI KanuTar, akiuu, GOHIbI

analyst— amanuTuk

stockbroker— 6upxeBoit 6pokep

objective— enp

portray — HapucoBaTh, IOKa3aTh

strength— cuiia; Mole; CTaOMILHOCTD

Prospects— nmepcneKkTUBHI, MI1aH

flattering— jecTHbIii, T5CTHBBII

extensively— mupoko, mpocTpanHo

proxy fights— 6opr0a 3a nepemady mosHOMOYHA Ha HUpMax

Undergo— HCIIBITBIBATh, ICPCHOCUTD, ITIOABCPraThbCsa

unfairly— HeyectHo, HecripaBeIMBO

regulatory— HaBosIuil MOPSIOK, YIIOPSA0UHNBAFOIIUIT

variety— paznoo0pasue; MHOKECTBO

instance— mpumep

a full-page ad— pextamHoe 0OBsIBIIEHHE HAa BCIO CTPAHUILY

win a lawsuit— BeiurpsiBath €510 (10p.)

infringe— Hapymrats (3aKoH, paBo, oOeIIaHKe)

protection— 3amura

assure smb. — 3aBepuTh KOTO-J1.

make profits— u3Bieus BHITOMY, MOYyYaTh JOXO/IbI, IPHOBLITH

1. Ci0XKHOMOAYMHEHHOE TPENI0KEeHHe COCTOMT U3 TJIABHOTO M IPHUIATOYHOTO.
[IpunatodyHoe mpEUIOKEHUE MOSCHSAET TJIABHOE MPEUIOKEHUE W COCJAMHSCTCS C HHUM TpU
MIOMOIIIY TIOAYNHUTEIBHBIX COI030B U COIO3HBIX CJIOB: I IyMalo, 4TO OHU OTBETSIT HA Balle
NMHCHMO 3aBTpA.

rJIaBHOE IIPUJATOYHOE
Onu noJiyyar Bauny TejierpaMmy Be4epom, €CJIM BBI ee oTouLIeTe ceiyac.
IJIaBHOE MIPUIaTOYHOE

B aHrmiickoM f3bIKe, B OTJIIMYUE OT PYCCKOTO, HATMYHE MOAJIEKALIETO B NPUIATOYHOM
MPEJIOKEHNH 0053aTENbHO.

Cpasnume:

OH mHIIeT, YTO CKOPO MPUEJIET. He writes that he will come soon.

B aHrimiickom s3bIk€, B OTJIMYME OT PYCCKOro, NPUIATOYHOE MPEAJIOKEHUE HE
OTJIIeNsIeTCsl 3aliaToOl OT IJVIaBHOTO, €CJIM TIJIaBHOE CTOUT IMepell MNpUIAaTOYHBIM, U MOKET
OTJIEJSATHCS 3aIATON, €CIIM IPUAATOYHOE IPEIIECTBYET IIIaBHOMY:

| know that they are at home now. $I 3Hato, 4TO OHHM ceiuac JoMa.

2. Buabl npuAATOYHBIX NpeAto:keHHH. IIpunaTouHble NpeUIOKEHUs] AENATCS Ha
HMEHHbIe U 00CTOoATEIbCTBEHHBbIE. [I[puMepoM MMEHHOTO MPUIATOYHOTO IPEATIOKEHHSI MOXKET
CILY’KMTb JTOTIOJTHUTEIBHOE IIPUIATOUYHOE.



a. I[OHOJIHI/ITCJIBHOG HpI/IILaTO‘-IHOC HpC,Z[.HO)KeHI/Ie. I[OHOJIHI/ITGJIBHBIG HpI/IIIaTOLIHI:IC
MIPEIOKECHUS ACIATCS Ha OeCIpesIoKHBIE U TIPEAJIOKHBIC. becpeiioKHbIe TOTOTHUTEIIbHBIC
HpHI[&TO‘IHHG HpeI[JIO)KCHI/ISI BBIIIOJIHAKOT B CJIOXHOM HpCI[JIO)KCHI/II/I (bYHKI_H/IIO HpSIMOI‘O
JIONIOJTHEHUSI U OTBEYArOT Ha BOMpoc YTO0? OHM COEAUHAIOTCS C TJIaBHBIM IMPEIIOKEHUEM TPHU
oMoy coro3a that umo u cor3HBIX CII0B:

We know that they study well. Mgl 3HaeM, YTO OHU XOPOIIO y4aTCs.
B otimume oT pycckoro corosa 4o, coro3 that acro omyckaeres:
I know they are here. 51 3Ha10, YTO OHM 37€ECH.

Takoe MNPpUCOCAUHCHHUEC OOIOJIHUTCIILHOTIO MNPUAATOYHOI'O MNPCHJIOKCHHUA K TIJIAaBHOMY
Ha3bIBAETCSI OECCOIO3HBIM.

0. VYcioBHBIE TpUIATOYHBIE MpemIokeHus. IlpuMepom  0OCTOSATENTHCTBEHHOTO
MMPUAATOYHOI'O IMPCATIOKEHUA MOXKET CIYKHUTH YCIIOBHOC IIPUAATOYHOC IMTPCATIOKECHUC. VcioBHOE
MNpUAATOYHOC MPECAJIOKCHUC BbIPAXXaCT YCIIOBUC, IIPU KOTOPOM COBEPIIACTCA, COBCPIIAIOCH HUIIN
6yz[eT COBCpPIIATHCA ,HeﬁCTBHC TJIaBHOI'O IMPCAIOKCHUA, U 4aCTO BBOJUTCA COFO30M if ecnu:

If the book is interesting, give it to me to read. Ecnu kHura wHTepecHas, malTe ece
MHE€ IIOYHNTAaTh.

B. CnoKHbIE MMPpCaAIOXKCHUA C IprUAaTOYHBIM MNpCAJIOKCHUEM IMPUYIHUHBL.
OO0CTOATENLCTBEHHBIE INPpUAATOYHBIC IIPCIUIOKCHUA TPUYHMHBI YKA3bIBAKOT Ha IMPUYHUHY
COBCPIICHUSA ZIef/'ICTBI/I?[, OTBCYAIOT Ha BOIIPOC Why noqemy? U BBOOATCA IIOAYUHUTCIIBHBIM
COO30M because nomomy 4mo u as mak Kak:

| could not go to the Institute 51 He MOT MMOMTH B HHCTUTYT BUEPA,

yesterday because | was ill. MOTOMY 4TO ObLI OOJIEH.

As my lessons begin at half past IMockoabKYy MOU YPOKH HAYMHAIOTCS

eight, | must get up at seven B MOJIOBHUHE JEBSITOTO, S TOJKEH

o’clock in the morning. BCTaBaTh B CEMb YacCOB YTpa.

My friend works hard at his Moit napyr ymopHo paboraer Hang aH
TIIUHACKUM

English as he wants to know SI3BIKOM, TAK KaK X04eT

the language well. 3HATh €ro XOPOIIIO.

11 puMcEcUYaHULC. HpI/I,[[aTO‘{HLIC 00CTOSITENNLCTBEHHEBIE NpEAJIOKCHUS IPUINHBI MOT'YT
CTOSTh KaK TMepej] TIABHBIM MPEUIOKSHHEM, TaK W TOCIe Hero, mpuyeM corw3 because
yTIOTpe6J'I}ICTC}I, KakK IIPpaBUJIO, KOorjga MpuaaToOuHOC MPEAJIOKECHUC CTOUT IOCIIC I'TIAaBHOT'O.

BOl'lpOCI)I U 3aJaHUA:
1) Find the English equivalents in the text. Use them in sentences of your own:
HaITpaBJICH Ha,; LCJIbIO ABJIACTCA MOKa3aTh; B HauboJee JIECTHOM BUJC, (prMa IoABEPTracTCH,
rpynna noTrpeduteneif; MOMECTUTh pPEKJIaMy Ha BCIO CTPaHUILY; BBIUIpaTh (CyaeOHOE) Jieno
MPOTUB; IPOAOKATH MONy4aTh NPU-ObLIIb.

2) Find the words in the text which describe or mean the following:

1. smb. who makes a careful examination of events or materials in order to make judgements
about them —

2. smb. whose job is to buy and sell stocks, etc. for other people —

3. smb. who gives money to a company, business, or bank in order to get a profit back —

4. to suffer a change, a bad experience, etc. which is done to you or happens to you —

5. to officially tell people about a decision or smth. that will happen; to give information to
people —

6. to tell smb. that smth. will definitely happen or is definitely true, so that they are less worried

3) Translate the following words into Russian. Use them in sentences of your own:
individual and institutional investors; stock analysts; investment bankers; stockbrokers;
financial strengths and prospects; proxy fights for control of companies; regulatory agencies.



4) Match the words which are close in their meaning:
a) different, individual unfairly, to make profits, to assure, to attack.
b) to confirm, unlike, to abuse, exclusive, to gain, dishonesty.

5) Match the words having the opposite meaning:
a) different, individual unfairly, to make profits, to assure, to attack.
b) justly, to lie, to defend, common, similar, to lose.

6) Complete the following sentences from the text and translate them into Russian.

1. Such advertising is used extensively during proxy fights for control of companies, when a
company...

2. The winning of the suit and the protection of its patients assured the financial community
that. ..

3. A different type of public relations advertising is targeted to the financial community —
individual and institutional investors...

7) Insert prepositions (during; on; of; to; against; by; in; for).

1. A different type public relations advertising is targeted the financial
community.

2. Such advertising is used extensively proxy fights control of companies,
when the company believes it is being unfairly attacked consumer groups.

3. Avariety these ads can be seen financial publications.

4. Honeywell will continue to make profits its technology.

5. Honeywell announced that it had won a major lawsuit the Minolta Camera
Company for infringing its patients.

8) Answer the questions:

Who does the financial community involve?

What’s the objective of public relations advertising?

When is such advertising used?

Where can such advertising be seen?

What example of public relations advertising can you give?

agrOdDE

9) Develop the following statement in writing. Use no more than 80 words.
A different type of public relations advertising is targeted to the financial community...

10) Give the main idea of the text in one sentence.

11) Render the following item in English.

Qunancoeasn peknama

WNHorna pexiiaMma MOXKET CHIFpaTh BaXHEHIIyl0 poib B (HUHAHCOBOH chepe malbiamk
puiteiinH3. Ecnu kakoi-HuOyb KOMIAHUHM HYXHO OBICTPO CBSI-3aThCS C JAepKATEIsIMU €€ aKLIUn
WIN IIMPOKOH OOIIECTBEHHOCTHIO, TO CaMbIM 3()()eKTUBHBIM CIOCOOOM SIBJISIETCSI pa3MeIleHue
peKiaMbl B ILIEHTpaJIbHOM Mpecce wiM Ha TeneBuaeHnu. OCOOEHHO 3TO BaXHO TOT/AA, KOTaa
HAUMHAETCs COMEPHUYECTBO 3a CTaBKM M KOHTPOJBbHBIM makeT. HeoOXoIumMocTh B KpYIHO-
MacIITaOHOW pekjaMe BO3HUKAaeT B IPABOBBIX BOMNpoOcax, MPH MNPUBATU3ALMU U B CIydasx
Jpyrux 00CTOATENBCTB MOAOOHOTO poJia.



IIpakTnueckoe 3ansaTue Ne 11.
Ipaxmuxa peuu: Forms of Financial Advertising.
I'pammamuxa: Bynymee spems rpynmnsl Indefinite.
HEJIL: (DopMI/IpOBaHI/Ie KOMMYHHKAaTHBHBIX KOMHGTCHHHI;'I, OBJIaICHUEC JIEKCUKOH U FpaMMaTHKOﬁ
B pe3yjabTaTe 0CBOCHUE TEMbI CTYACHT JOJZKCH
3HaTh: 0a30BbIC HOPMBI YITOTPEOJIECHUS JEKCUKH, POHETUKU U TPAaMMaTHKU
YMETh: 4YuTaTh, HNCPCBOAWTL UM IICPCCKA3bIBATH TCKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCII0JIb30BaHHNEM cnpaBquoﬁ n yqe6H0171 JUTEPATYpPhI; OCYHICCTBIIATH KOMMYHHKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI. 00yCIIOBJIEHAa HEOOXOAMMOCThIO OBasieHus Y K-4.

TeopeaneCRaﬂ YacThb.

Sears had to reassure the financial community after its stock prices dropped following
charges by several state regulatory agencies that the company defrauded customers at its auto
repair centers. In a full-page Wall Street Journal ad, Sears laid out the steps it was taking to
restore consumer confidence in the company: eliminating incentive compensation and goal —
setting systems for employees, upgrading the company’s quality control program, cooperating
with state attorneys to investigate the charges, and helping organize a joint industry-government-
consumer effort to establish uniform car repair industry
standards.

The Sears ad, like many of these announcements, was writing in the form of a letter signed
by the corporation’s chief executive officer.

Other forms of financial advertising are more routine. You can use an ad to announce the
appointment of a key executive, the acquisition of another company, or a new stock offering.
Some announcements are required by the SEC or other government regulatory bodies. Releasing
news to the media may be adequate, but many corporations also use advertising to make sure that
there can be no question about disclosure.

Notes

Sears = Sears Rent-A-Car — koMnaHus 0 MPOKaTy aBToMoOmIeil ToproBoit pupmsl Sears,

Roebuck and Co. Umeer ¢pumuanst Bo mEOrux ropogax CIIIA.
Vocabulary

reassure — BHOBb NOATBCPANTH

drop — PCE3KO CHUXKATBHCA, ITaaThb

following — Bcnen 3a, mocie

defraud — o6MaHBIBATE

auto repair center — eHTp MO PEMOHTY aBTOMOOMIICH

lay out — mnanupoBath

take steps — mpuHUMATH MEPBI

restore — BoccTaHaBJIMBaTh

confidence — noBepue

eliminate — yHHYTOXXUTH, OTMEHHUTH

incentive — moOyXieHNE; MPOTPECCUBHASI CHCTEMa Yero-J1.

compensation — >xajioBanue, 3apadotHast miara (B CILIA)

goal — menn

upgrade — moBkIIIaTh, 3aBHINIATH

an attorney — pokypop (amep.)

investigate — paccienoBaTh, BECTH CIIEICTBUE

joint — coBMeCTHBI

effort — ycunue

establish — yapeauts, ycraHOBHUTH

uniform — enuHbIi, eTMHOOOPA3HBIN

executive — ucronuuTenbHbIN (ad].); pyKOBOANUTEND (N.), A AIMUHUCTPATOP

routine — ycTaHOBUBIIUICS, IIA0IOHHBIH, PyTHHHBIH



acquisition — npunsrTue

offering — npeamokenwue

require — TpeboBaThH

release — BbIycKaTh, BEIXOAUTH (B HOBOCTSIX)

adequate — COOTBETCTBYIOLIHIA

make sure — yoeTuThCs, yI0CTOBEPUTHCSI

disclosure — packpsitue, pazobnaucHue

question — coMmHeHHE

Bynymee Bpems rpynnsl Indefinite

1. VrBepautensHas ¢opma Oymymero Bpemenu rpymmsl Indefinite obpasyercs mpu
nomoniu BeriomoratesbHbix riaroioB shall u will u dopmbr nHpUHUTHBA cMBICIIOBOTO Taroia
6e3 yactunsl t0. Shall ynorpebnsercs ¢ 1-m numom en. u MH. yucia, a8 Will — ¢ ocranpHBIME
JIMIIaMHU.

B Germoii pasroBopHoii peun Bcriomorarenbhbie raaroisl Shall u will gacro cimBarores ¢
JUYHBIMH MECTOMMCHHMSMHU M  yKa3aTelIbHBIM MeCTOMMeHueM that, dYrto npuBOAUT K
00pa30BaHUIO COKPAIIECHHBIX (GOPM:

I’ll do that. S sto cnenaro.  He’ll come tomorrow.  Ou npuzer 3aBTpa.

2. ]l 0O6pa3oBaHKs BOMPOCUTEILHON (POPMBI BCIIOMOTATEIbHBIN TJ1arojl CTABUTCS MEpe]
noprexantum: Shall 1 work? Byny nm s pabortaTs?

3. OrtpurarenbHast ¢GopMa 00Opa3yeTcss HpU IMOMOIIM OTPHUIATEILHON YacTHIbl NOt,
KOTOpasi CTABUTCS HEMIOCPEJICTBEHHO TIOCJIE BCIIOMOTATEIBHOTO TJ1aroJa:

I shall not work. 51 ve Oyny paboTath.

B pasroBopHoil peun  ymoTpeOJAIOTCS  COKpAIEHHBIE OTpHIATeNIbHBIE  (POPMBI
BCIIOMOTaTeNIbHBIX T1arosoB: shan’t (ms 1-ro numa), Won’t (asst ocTaibHBIX JIHIT):

| shan’t go there to-day. S1 Tyna cerojHs He MOWY.

4. bynymiee Bpems rpynmsl Indefinite ymorpebnsiercst A7t BhIpaKeHHsT JSHCTBHSI, KOTOPOE
COBEPIIUTCS WKW OYyJIeT COBepIIaThCs B OyaymieMm, ajisi KoHcTartauuu (akta B OymymeMm. ITo
BpEeMs TIEPEBOJIUTCS HAa PYCCKHUH SI3BIK OYAYIIMM BPEMEHEM IJIaroja Kak COBEPIICHHOTO, TaK U
Hecosepuennoro Buaa: | shall go to the theatre. S1 no#y B Teatp.

5. C OynymmM BpeMEHEM YacTo YHOTPEOJISIOTCS 00CTOSTENILCTBA BPEMEHH, BBIPAKCHHBIC
CJIOBaMH M ClIoOBOcoueTaHusMu: t0-night cecoons seuepom, tomorrow sasmpa, the day after
tomorrow nocrezasmpa, in two (three, four) days uepes dsa, (mpu, uemwipe) ons, in a week,
yepes nedemo, in a month uepes mecsy, in a year uepes 200, — next week na 6yoyweit neoerne,
next month ¢ credyrowem mecaye, next year na 6yoywuii 200, SOON ckopo, 6ckope.

[Ipuwmeuanue. Pycckuii rnaron 6yny (0yaemb, Oyaer u T.7.) MOKET yIIOTPEOJIATHCS:

a) Kak BCIOMOTATENbHBIA TJAroJl Juis 0Opa3oBaHUs OYAYIIEro BPEMEHH TIJIaroJioB
HECOBEPILICHHOTO BUJIA;

0) KaK CMBICJIOBOM TJIaroJI WX TJIaroJi-CBs3Ka.

B mepBoM ciyuae (Kak BCIIOMOTaTEeNIbHBIN TJ1aroi) pycckuit riaaron oyay (0yaeus, Gyaer
U T.JI.) COOTBETCTBYeT aHrnuiickum riaronam shall wiu will:

S 6yny paborarts. I shall work.

Bo BTOpOM ciyuae (Kak CMBICIOBOM TJIarojl WJIM TJIaroj-CBsi3Ka) PYCCKHUW TJarosl oymy
(oynemn, 6yaemM) u T.1. siBiIseTCst (GOpMOI OyayIIero BpeMeHH Iilaroyia ObITh U COOTBETCTBYET
dopme Oymymiero BpemeHu anriuiickoro riarosia to be — shall be, will be: On 6yner tam B
BOCEMb YacOB. He will be there at eight.

Bonpocs! u 3aganus:
1) Find the English equivalents in the text. Use them in sentences of your own:

HEHTP TEeXOOCHy)XKHUBaHHS aBTOMOOWJICH; BEPHYTh JOBEpHUE IOKYIATessl; MPOrpecCHBHAS
cHCTeMa 3apIuiaThl, TMpOrpaMMa KOMIIAHHMHM 10 KOHTPOJKO KadecTBa; OONIHE YCHIIHS
HPOMBIILICHHOCTH, MPABUTEIBCTBA U MOTPEOUTEINS, YCTAHOBUTH €IUHBIC HOPMbI B MHIYCTPUU
peMOHTa  aBTOMOOWIICH; HCIONHUTEIbHBIH  IUPEKTOp  KOPMOpaIMH, TjaBa  (UPMBIL;
NPAaBUTEIILCTBEHHBIC PETY/ISTUBHBIC OPTaHbl; YIPABJISIOIINNI.



2) Find the words in the text which describe or mean the following:
a group of people who have the same interests, religion, race, etc. —
to trick a person or organization in order to get money from them —
to make smth. return to its former level or condition —

smb. who is paid to work for smb. else —

being the same in all its parts or among all its members —

regular and usual; ordinary and boring —

the money smb. is paid to do their job —

NoakowhE

3) Translate the following words into Russian. Use them in sentences of your own:
stock prices; stockbroker; stock company; stock exchange; stock holder; stock index.

4) Match the words which are close in their meaning:
a) question, incentive, to investigate, joint, to equie, adequate.
b) lure, doubt, acceptable, to need, collective, to inspect.

5) Match the words having the opposite meaning:
a) question, incentive, to investigate, joint, to equie, adequate.
b) to ignore, to dispense with, confidence, deterrent, unsuitable, individual.

6) Complete the sentences with the following words and translate them into Russian:
routine; executive; required; question; defrauded; confidence.

1. The company’s stock prices dropped following charges by several state regulatory agencies
that the company customers at its auto repair centers.

2. Sears laid out the steps it was taking to restore consumer in the company.

3. The Sears ad was written in the form of a letter signed by the corporation’s chief

officer.

4. Other forms of financial advertising are more .

5. Some announcements are by the SEC or other government

regulatory bodies.

6. Many corporations also use advertising to make sure that there can be no about
disclosure.

7) Insert the following prepositions (in; to; out; of; at; by).
1. The company defrauded customers its auto repair centers.
2. Some announcements are required the SEC or other government regulatory bodies.
3. Releasing news the media may be adequate.
4. a full-page The Wall Street Journal ad, Sears laid the steps it was taking to
restore consumer confidence the company.
5. The Sears ad was written the form a letter signed
the corporation’s chief executive officer.
6. You can use an ad to announce the appointment a key executive.

8) Write questions to the following sentences from the text.

1. ? Sears had to reassure the financial community after its stock prices dropped.

2. ? The company defrauded customers at its auto repair centers.

3. ? Sears laid out the steps it was taking to restore consumer confidence in the
company.

4. ? The Sears ad, like many of these announcements, was written in the form of a
letter.

5. ? Other forms of financial advertising are more routine.



9) Explain the following:
Releasing news to the media may be adequate, but many corporations also use advertising to
make sure that there can be no question about disclosure.

10) Give the main idea of the text in one sentence.

11) Develop the following statement in writing. Use no more than 50 words.
In a full-page The Wall Street Journal ad, Sears laid out the steps it was taking to restore
consumer confidence in the company.

12) Render the following text in English.

XKypnanpHast pexnama HMMEeT ILEJbI psAA NPEHMYLIECTB MO CPABHEHHIO C Ta3eTHOML.
OOBIUHBIN WILTIOCTPUPOBAHHBIN JKypHall, HE TOBOPS YK€ O CIEHUATIbHOM, HMEET JIOBOJHHO
YEeTKO OYEPUCHHYIO IO CIICUaJbHBIM IapaMeTpaMm ayautopuro. M1 kpome TOro, BO MHOTHUX
CIIydasix YUCTO MONUrpadudeckre BO3MOKHOCTH JKypHAJIOB TOPA3/Io IIMpE, YeM ra3eT. Beioupas
KYpHAJI sl ITyOJIMKAIIMK PEKJIaMBbl, YYUTHIBAIOT HE TOJBKO ayAMTOPHIO, HO M YacTOTY BBIXOJa
KypHaja, BO3MOXKHOCTh MOTPAaHUYHOTO pa3MelleHus marepuana. KoHeuHo, BeTHMUMHA Jake
caMoro OOJBIIOrO OOBSBICHHS B XKypHAJIE HE MOXET COINEPHHUYATh C pa3MepaMH Ta3eTHBIX
peKiIaM, HO 3aTO CaMO KauyeCTBO MOAAYM PEKIaMHOTo Mmarepuaia (OoT Oymarm 10 IIBeTa)
371ecb, HECOMHEHHO, TOpa3zio Bblle. Pekimama, pa3menieHHas B JEJOBBIX JKypHallaX, JOJDKHA
coJepKarh OOJIBIIOE KOJMYECTBO MOAPOOHOCTEH O MPOJYKTE: TEXHHUYECKYI0 WH(OPMAIHIO,
YCIOBUSL TPOAAXH, KOHKPETHBIC IPOM3BOJCTBEHHbIE NpoOiemMbl. PekiaMa B MOMyNSpHBIX
KypHaJax J0JDKHA OBITh BBIZEP)KaHa B OoJiee TPYKECTBEHHOM TOHE.

B kauecTBe MILTIOCTpalluy B )KypHAIBHOM pEKjIaMe Yalle BCEro MCIOJIb3YI0T (oTorpaduto
— 4epHO-0ey0 WX IBETHYIO, TaK KakK ¢ororpadus Ooyee 4eTKo mepenaer oOpa3 MPOIyKTa.
®dotorpadusi T0KHA JIEMOHCTPUPOBATH MPEUMYILECTBA TOBApA.

Taxke peKOMEHIyeTcsl MPHUIOKHUTh K JKypHAJIBHOW peKiaMe YTO-TO,

YTO MPHUBJICYET YUTATENS: PELENT, B KOTOPOM HMCIIOJIb3YeTCsl JaHHBIA TOBAp, KyMOH HAa CKUAKY,
00pa3ipl MPOyKTa, KOTOPBIE MOXHO TIOIapanarh, OHIOXATh, TONIYTATh.

Bcio razeTtHo-)KypHalbHYIO pekiaMy KIacCU(UIUPYIOT MO CIEAYIOIIUM TpyIIaMm:

* pekiiamMa B TPaJUIIMOHHBIX Ta3eTax;

* pekJiama B [BETHBIX WTIOCTPUPOBAHHBIX XKYypHAIaXx;
* peKiiama B CHEIHaIbHBIX PEKIAMHBIX M3IaHUIX;

* pekJlaMa B PETHOHAIBHBIX U MECTHBIX U3JJaHUSX.

IIpakTnyeckoe 3ansaTue Ne 12.
IIpaxmuxka peuu: Public Service.
I'pammamuxa: CnoKHONOTYMHEHHBIE NPeIJI0KEeHUA (MPOOJIKEHHUeE).
Heanb: ®opMupoBaHuEe KOMMYHUKATUBHBIX KOMIETEHIINHI, OBIaJACHUE JEKCUKOW U TPAMMaTHUKOMN
B pe3yabTaTe OCBOCHHEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIe HOPMBI YIIOTpEOJIeHUs JIEKCUKH, (POHETUKH U TPaMMaTHKU
YMETh: YuTaTtb, IMNCPEBOAUTL W IMEPECKA3bIBAaThb TEKCTBI Ha HWHOCTPAHHOM A3BIKE C
HCIIOJIb30BAaHUEM CIPAaBOYHOM M Yy4eOHOM JHUTepaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO OoBasieHus Y K-4.

Teoperuyeckas 4acTh:

Public service advertisements provide information, tips, and how to suggestions. A
number of nonprofit and charitable organizations use such advertising for public education, for
example:

The American Cancer Society gives information about vegetables and fruits that can
reduce the risk of cancer.



The American Heart Association informs people about the warning signs of a heart
attack.

The American Red Cross gives a list of don’ts to prevent the spread of AIDS.

The American Lung Association warns people about the dangers of smoking.

Business also does public service advertising, to generate goodwill. In most cases, it is
related to their products and services, for example:

The Pacific Gas and Electric Company provide helpful hints on how to reduce energy
costs during the winter months.

The Shell Oil Company gives motorists hints on how to get better gasoline mileage.

Notes
The American Cancer Society — Awmepukanckoe  0o0mIECTBO  OOpbOBI C PaKOBBIMH
3a00JIeBaHUSMHU.
The American Heart Association — AmepukaHckast accoruariysi 00pbObI ¢ O0JIE3HSIMHU CepILIa.
The American Red Cross — Amepukanckoe ob6miectso Kpacnoro Kpecra. AIDS = Acquired
Immune Deficiency Syndrome — CIIHUJ] = cunapom mpuobpereHHOro uMmyHoaeduiura. The
American Lung Association — AwmepukaHCKas —accouuamnus OOpbObI € JIETOYHBIMH
3aboneBanusmu. The Pacific Gas and Electric Company — TuxookeaHckas TOIJIMBHAS
xommanus. The Shell Oil Company — «lllenn Oiiny, HedTeXxuMHUECKass KOMIAHUS, OJHA W3
KPYIHENIINX B MUPE.
Vocabulary

provide — npeaoCcTaBuTh, CHAOAUTH

tip — xopouuii, HaIEeKHBIH COBET

how-to — npakTuyeckuit

nonprofit — HepeHTaOEbHBIN, HEBBITOAHBINA, HEKOMMEPYECKHU

charitable — 6iaroTBopuTeNnbHBIN

education — obpa3oBaHue

reduce — COKpaTuTh, CHU3UTb, YMCHBIIINTh

cancer — pak (0oJe3Hb)

warning — npeaynpeauTeIbHbIH

sign — 3HaK, NpU3HAK

a heart attack — cepneunslii mprctyn

don’ts — 3ampeTsl; TO, 4Yero HeJb3s aeaTh

dos — pacriopsikeHHsI, IPUKA3aHUS; TO, YTO CIIEAYET JIeNIaTh

prevent — mpeoTBPaTUTh YTO-I1.; TOMEIIATh YeMY-JI.

spread — pacripocTpaHeHHEe

lung — nerkoe

warn — npeaynpexaaTh

danger — onacHocth

generate — mopoxaaTh

goodwill — noGpast BoJist

case — cimyqau

relate — onpenensaTe OTHOILICHNE

related — cBA3aHHBIN, OTHOCAILMICS, KACAIOLLIMICS

helpful — mosie3nsbrit

hint — mamex, mojickaska, COBET

energy COStS — TOTUTMBHBIC PACXOIbI

motorist — aBTOMOOHIIHCT, BOJIUTEID

gasoline — 6en3un

mileage — paccTosiHre B MUJISIX; YHCIIO TIPOMICHHBIX MHIIb (CP. KHIO-METPaK)

1. CroxxHONMOAYMHEHHbIE NPeIJI0KeHUsl C IPUIATOUYHBIMU IPEIIOKEHUSIMH BPEMEHHU.
OO6cToATeNnbCTBEHHBIC TPHUIATOYHBIE MPEIOKEHUS BPEMEHH YKa3bIBAIOT BpPEMsI COBEPILEHUS



JICUCTBHS, OTBEYAOT Ha Bompoc When? xozoa? W BBOAATCS MOTYMHHTEILHBIM cOr030M When
K020 W PSIZIOM JPYTHX COKO30B:
When | was a student, | lived in Kiev. Korna s 6611 cTynenToM, s sxun B Kuese.

2. B aHrmiickoM si3bIKe OOCTOSITEIBCTBEHHBIC MPHIATOYHBIC MPEIOKCHUS BPEMEHH
MOTYT Takxe BBoauThCst coro3om till (until) oo mex nop noxa.

Stay here until | return. OcraBaiics 371eCh, OKA 51 He BEPHYCh.
Wait for him here till he comes back. [TomoxknuTe ero 37ech, MOKA OH He BEPHETCS.

OOparuTe BHUMaHKE Ha TO, YTO B PYCCKOM SI3bIKE IOCJIE CO030B /10 TeX MOp MOKa, MoKa
B [IPUIATOYHOM IIPEUIOKEHUH BPEMEHH YIIOTPEOIISIETCS YCHIUTEIbHAS YaCcTHIIA He, KOTOpas Ha
AQHTJTMHACKUH A3bIK HE MIEPEBOUTCSL.

3. OmpenenuTenabHble NPUAATOYHBIE MpeAIoKeHus. OnpeaeauTeNbHbIe PHIATOUYHBIE
HpeIIoKEeHUs] OTBeUYaroT Ha Borpockl What? xkaxoui?, which? komopwiii? v BBOASTCS COIO3HBIMU
cJ0BaMH (MECTOMMEHHSIMU U HAPCUUSIMHU).

OmnpenenuresbHble  MPUIATOYHBIC ~ CTABATCS  HEMOCPEACTBCHHO  MOCIE  TOTO
CYIIECTBUTEIILHOTO, KOTOPOE OHH OTPEICIISIOT.

OmnpenenutesbHble  MPUIATOYHBIC  MPEUIOKEHHUS  MOTYT  BBOIUTBCA — TaKKe
OTHOCHUTEJIBHBIMA MECTOMMEHHUIMU WNhO xmo, xomopwiti, Whom koco, komopozo, komopomy,
whose wueil, komopoeo, Which komopwiii, ipudem mecroumerus Who, whom ymotpebisirores,
KOTJa MPHUIATOYHOE MPEIOKEHHE OIPEIeIIeT CYIIECTBUTEIbHOE, 0003HAYaoIIee JTHOICH, a
Mectoumenne Which — kora peus UaeT 0 HEOAYIIEBICHHBIX MPEJAMETaX U O JKUBOTHBIX:

At our office there are many people B Haiem yupexieHHr eCTh MHOTO
who know English well. JI0Jeil, KOTOPbIE XOPOIIIO 3HAIOT aHIJINHACKUH SI3BIK.

Bonpocs! u 3axanns:

1) Find the English equivalents in the text. Use them in sentences of your own:

MPEAOCTaBUTh HMH(POPMAIIUIO; psAJl OJIArOTBOPUTEIBHBIX OpraHU3AlMKM; CHHU3UTh PHUCK
3a00JIeBaHU paKoM; CUMIITOMBI CCPACYHOTO ITPUCTYIIA; CITMCOK 3aIlIpCTOB; NPCAYIIPECAUTD K.-JI. O
Y.-JI.; 9TO OTHOCHUTCH K Y.-JI.; COKPATUTh TOII-JIMBHBIC PACXOObI.

2) Find the words in the text which describe or mean the following:

1. the number of miles has traveled since it was made or since another particular time —

2. to make smth. smaller or less in size, amount, or price —

3. relation to money or gifts given to people who need help, or organizations that give this kind
of help —

4. to do smth. so that smth. harmful or bad does not happen —

5. to give smth. to smb. or make it available to them, because they need it or want it —

6. smb. who drives a car —

3) Translate the following words into Russian. Use them in sentences of your own:
how-to suggestions; nonprofit and charitable organizations; warning signs; to prevent the
spread of AIDS; a list of don’ts; to generate goodwill; how to get better gasoline mileage.

4) Match the words which are close in their meaning:
a) profitable, hint, charitable, to reduce, to prevent, to provide.
b) philanthropic, to keep from, suggestion, to equip, beneficial, to decrease.

5) Match the words having the opposite meaning:
a) profitable, hint, charitable, to reduce, to prevent, to provide.
b) to upgrade, disadvantageous, to allow, inhumane, to deprive, declaration.

6) Complete the following sentences from the text and translate them into Russian.



Public service advertisements provide ...

A number of nonprofit and charitable organizations use ...
The American Red Cross gives a list of ...

Business also does public service advertising, to ...

The Shell Oil Company gives motorists hints on ...
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7) Insert prepositions (on; about; of; during; for; to).
1. The American Heart Association informs people the warning signs
a heart attack.
2. The American Lung Association warns people the dangers
smoking.
3. A number of nonprofit and charitable organizations use such advertising
public education.

4. Public service advertising is related their product and services.
5. The Pacific Gas and Electric Company provides helpful hints how
to reduce energy costs the winter months.

8) Make up 5 questions to the text.

9) Explain the following:
Public service advertisements provide information, tips, and how to suggestions.

10) Give the main idea of the text in one sentence.

11) Render and translate the advertisement into Russian.

Cable contributes to life

The Mobil Corporation has for many years run an advocacy advertising
campaign to express its opinion on a variety of issues that affect the oil industry. The ads, in the
format of editorials, appear on a regular basis in magazines that have high readership among
opinion leaders and people interested in public policy.

In early 1993, when the Clinton administration was considering higher taxed on gasoline,
Mobil used advocacy ads to let the public know that “the average tax per gallon for the
metropolitan areas listed was 39.6 cents”. The ad went on to list 18 metropolitan areas and the
total tax per gallon in each area.

Chicago, for example, led the list with 53.91 cents of taxes per gallon.

Mobil’s approach does not directly ask consumers to take action opposing higher taxed by
writing their congressional representative but merely provides facts and information geared to
give citizens perspective on the issue. In this particular ad, it was also pointed out that the oil
industry should not take
all the heat for high gasoline prices. The ad said, in part: “So, occasionally, we point out that we
are not the only ones profiting from what motorists pay at the pump. In fact, a constantly larger
chuck of what motorists pay at the pump goes directly to the tax collectors — federal, state, and
local™.

Businesses, and trade groups, however, are not the only bodies that use advocacy
advertising. Charitable organizations do a great deal of public service advertising. But they also
do a form of advocacy advertising when the purpose of the ad is to solicit contributions.

The City of Hope, for example, used a full-page ad in Time magazine to solicit
contributions. The ad said, “You can make sure patients everywhere continue to benefit from our
work by donating time and money”.



IIpakTnueckoe 3ansaTue Ne 13.
Ipaxmuxa peuu: Advocacy.
I'pammamuxa: CoriacoBaHne BpeMeH.
Iean: PopMupoBaHHe KOMMYHHKATHBHBIX KOMIICTCHIINI, OBJIA/ICHUE JIEKCHKON U TPAMMAaTHKON
B pe3yibTaTe 0CBO€HHE TEMbI CTY/IEHT JI0JI:KeH
3HATh: 0a30BBIC HOPMBI YIIOTPEOIICHUS JIEKCUKH, (POHETHKH M IPAMMATHKH
yMeThb. YHTaTh, [EPCBOAWUTH M IIEPECKA3bIBATH TEKCThI HAa HMHOCTPAHHOM  SI3BIKE C
UCIIOJIb30BAHMEM CIPABOYHON W yd4eOHOM JIMTEPaTyphl; OCYIIECTBIATH KOMMYHHKAIIMIO Ha
UHOCTPAHHOM SI3BIKE
AKTYaJIbHOCTh TeMbI: 00YCIIOBIICHA HEOOXOAMMOCTBIO OBNaeHus YK-4,

Teopernueckasi 4acTh:

Although persuasion is an element of all institutional advertising, it is the primary goal in
advocacy advertising. This often means trying to get readers or viewers to agree with the
position of the advertiser on some issue. Ideally, the advertising campaign will cause people to
change attitudes, modify behavior, and even take steps to influence others about the issue.

A good example of an advocacy campaign designed to achieve a specific goal was run by
The American Association of Railroads. Millions of Americans watched one of its commercials
in which a woman and her two children are almost run off the road by the impatient driver of a
triple-trailer truck.

What the viewers may not have known is that the American Association of Railroads was
waging a campaign to discredit the trucking industry. The objective was to generate public
opposition to congressional legislation that would allow the trucking industry to use larger and
heavier vehicles on the
nation’s highways. Such legislation would, of course, make the trucking industry more
competitive with the railroad industry.

The National Cable Television Association, facing public pressure for Congress to pass a bill
to regulate cable television rates, also used an extensive advertising campaign to change public
attitudes about the industry. One series of ads, designed for placement by local cable companies,
concentrated on the multiple benefits of cable television. The ad did not directly discuss the
impending legislation (which ultimately passed); rather, they concentrated on improving the
image of the cable industry. The objective was to mute public criticism and, ideally, stems the
flow of angry letters to legislators about high rates.

Notes
The American Association of Railroads — AmepukaHckasi acconuarys KeIe3HOI0POKHUKOB.
The National Cable Television Association — HamuonanapHas accommaryss pabOTHUKOB
KaOEJILHOTO TEIICBHICHUS.
Vocabulary

persuasion — yoexaeHue

primary — nepBoCTEINeHHbIH, TJIABHBINA, OCHOBHOM

get smb. to do smth. — 3actaBuTh KOTr0-JI. IejaTh 4TO-I.
position — Touka 3peHus, MHEHHUE

issue — Bompoc, mpobiiema

ideally — uneanbHO; MPeBOCXOAHO

cause smb. to do smth. — 3actaBnsaTh KOT0-I1. IeNaTh YTO-I.
attitude — otHomeHue

modify — u3amensTh, mpeoOpa3oBHIBATH

behavior — mosenenune

influence — BiusITH

designed — npenHa3HaYCHHBIN

achieve — noctnup

run a campaign = wage a campaign — npoBOIUTh KaMITaHUIO



run off — mporuats

impatient — HeTepreUBLIiA

triple — TpoitHoii

trailer — mpumen

truck — rpy3oBoii aBTOMOOHIIB, IPY30BUK

discredit — onopo4nTh, OIO30PHUTh, TUCKPETUTHPOBATH
objective — menn

Opposition — conpoTuBIeHUE, TPOTHBOACHCTBHE, OMITO3HUIIUS
legislation — 3akoHOAaTENHCTBO

vehicles — ManuHbl; IEpEBO30YHBIC CPEACTBA

nation’s highways — mocceiinbie 10poru CTpaHbl
competitive — KOHKYPEHTOCTIOCOOHBIH

face smth. — npezacraTh nepen yeM-i1., BCTPETUTHCS C YEM-JI., CTOSTh
JIMIIOM K Y€MY-JI., CTOJIKHYTBCSI C YeM-J1.

pressure — maBjacHHUEC

pass a bill — mpuHATE 3aKOHOIIPOEKT

rates — pacuenku

extensive — oOIIMPHBII, TPOCTPAHHBII

series — psi, cepusi, TpyIa

placement — pasmerienue (pexiambl B8 CMU)

concentrate on smth. — cocpeoTourBath(Csi) Ha YeM-J1., KOHIICHTPU-POBATH(Cs1) HA YEM-JI.
multiple — MHOTOYKCIIEHHBIM, MHOTOKPATHBIM

benefit — monw3a, BeIroga

impending — npencTosIuii, HEMUHYEMBbIH, HaIBUTAOIIUHCS
ultimately — B xoHeuHOM cueTe, B KOHIIE KOHIIOB

rather — cxopee, npeanouruTenbHee

improve — yiydmiarh

mute — 3acTaBUTh 3aMOJTYaTh, IPUTITYIIATE, 00E€3MOIBUTh
criticism — kputuka

stem — UCKOPEHHUThb, YHUUITOKHUTh, IIPEKPATHTH

flow — morox

legislator — 3akoHomaTeNb

CorylacoBanmne BpemMeH
1. Ecnu rnaBHOE HpeUIoKEeHHe CTOUT B HACTOSLIEM WM OynylleM BpeMEHH, TO ynoTpeOseHue
BPEMEH B JOIOJIHUTENIBHBIX NPUAATOYHBIX NPEIJIOKEHHUAX B AHIVIMKMCKOM SI3bIKE HMYEM HE
OTIINYaCTCA OT yHOTpe6J'IeHI/I$I BPEMCH B TaKUX XK€ NPUAATOYHBIX MPCAJIOKCHUAX B PYCCKOM
A3bIKE, T.€. BpEMEHA YIOTPEOISAIOTCS MO CMBICITY:

what he usually does in 9TO OH OOBIYHO JeJiaeT
the evening. BEYEPOM.
, . . A HE 4YTO OH Jejaj Buepa
I don’t know what he did last night. e p
3Halo, BEUCPOM.
what he will do 9T0 OH OyJeT aejaTh
tomorrow. 3aBTpa.
what he usually YTO OH OOBIYHO
reads. YHUTAET.
what he read last 4TO OH YUTAd  Buepa
I shall show you . S mokaxy Bam,
night. BEYEPOM.
what he will read 4To OH OyAeT 4YUTATh Ha

next week. CIIeAYIONIEH Heere.



2. Ecin ke rnmaBHOE NpeNokKEHHWE CTOUT B OJHOM M3 MPOIICAIINX BPEMEH, yHoTpeOieHue
BPEMEH B aHIJIMICKOM S3BIKE OTJIMYAETCSI OT HMX YINOTpeOJeHus B pycckoM si3bike. OHO
MOJYMHSETCS IPABHUITY TIOCIIEI0BATEIbHOCTH BPEMEH:
a) [ns oOo3HaveHus ACUCTBUS, OJHOBPEMEHHOIO C JCHCTBHEM TIJIABHOTO IIPEIJIOKCHHS,
ynotpeousieTcs npouieiiee Bpems rpynmsl Indefinite wmu Continuous.
CpasHume:
51 He 3HaJ, yTO BBI skMBeTe 31ech. | didn’t know that you lived here.
(Hacrt. Bp.) (mpor. Bp.)
[Ipumedyanue MoaanpHbli rJ1arosl MUSt B 3HaYEHUU JOJKEHCTBOBAHUS I 0003HAYECHUS
OJTHOBPEMEHHOCTH C MPOMIC/IINM JICHCTBHEM TJIABHOTO TPETIOKEHHS OCTAeTCs Oe3 H3MCHEHUS:
He knew he must help his friend.  On 3Hax, 9TO 10J1KeH MOMOYb TOBAPHIILY.
DTO0 MCKITIOYCHUE HE PACTIPOCTPAHSIETCS Ha MOJIAJIBHBIN TJ1aroil Can B 3HaY€HUH 00YCIIOBICHHOW
0OCTOSATENICTBAMH BO3MOXKHOCTU WJIM (PU3MUECKON CIIOCOOHOCTH M MOJAIBHBIN Iiaroa may B
3HAYCHUU PA3PCIICHUS:
| didn’t know you could get tickets for us. Sl He 3HaJ, 4TO BBl MOKeTe JIOCTaTh JJIsi HAC
OMIICTHI.
| didn’t know you might turn to Professor Rogov for help whenever you wanted to. S He
3HAaJI, YTO BbI MOKeTe (MMeeTe pa3penienne) oopamiarscs K nmpodeccopy Porosy 3a momoripto,
KOTJ1a XOTHUTE.
0) s o0o3HAauYCHHS NCHCTBUS, MPeANIeCTBOBABIIErO JICHCTBHIO, BHIPAXXCHHOMY B TJIABHOM
HpeIIoKEeHUH, YIOTpeOsieTcs mpole/iiee Bpems rpymmst Perfect:
S capiman, uro ITerpossr yexaaum u3 MockBel. | heard that the Petrovs had left Moscow.
(npow. 6p.) (npow. 6p. epynner Perfect)
Bonpocs! u 3axanns:

1) Find the English equivalents in the text. Use them in sentences of your own:

TJIaBHAs 11€7b; TOYKA 3PCHHS IO KaKOMY-TO BOMPOCY; MPOBOJWTH KaM-TAHHWIO; TPUHSATH
3aKOHOIIPOEKT; OTHOIIICHNE OOIIECTBEHHOCTH.

2) Find the words in the text which describe or mean the following:

1. the act or skill of persuading smb. to do smth. —

2. the way that a person or animal does or says things, or a particular example of this —

3. to make small changes to smth. in order to improve it and make it more appropriate or
effective —

to make smb. or smth. less respected or trusted —

a law or set of laws —

a plan for a new law that is written down for a government to decide on —

smth. that gives you advantages or improves your life in some way —

very large in size, amount or degree —
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3) Translate the following words into Russian and use them in sentences of your own:
to advertising for smth.; it pays to advertise; advertiser; advertisement; advertising agencies;
institutional advertising; advertising campaign; advocacy advertising.

4) Match the words which are close in their meaning:
a) to regulate, impaitient, to agree, to face, to modify, to mute, extensive, benefit.
b) demanding, profit, to alter, boundless, to manage, to meet, to muffle, to admit.

5) Match the words having the opposite meaning:

a) to regulate, impaitient, to agree, to face, to modify, to mute, extensive, benefit.

b) to contradict, to withdraw, to disorganize, limited, disadvantage, to leave alone, to provoke,
tolerant.



6) Match the words:

a) to generate, to improve, to stem, to mute, to discredit, to wage, to regulate, to run, to design,
to face.

b) public pressure, public attitudes, public criticism, public opposition, goodwill, the image,
somebody off, the rates, the industry, a campaign, the flow, an ad.

7) Complete the following sentences from the text and translate them into Russian.

1. What the viewers may not have known is that the American Association of Railroad was ...
The ads did not directly discuss the impending legislation, rather, they ...

A good example of an advocacy campaign designed to achieve a specific goal was run ...
Although persuasion is an element of all institutional advertising, it ...

One series of ads, designed for placement by local cable companies, concentrated ...

The objective was to mute public ...
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8) Insert prepositions where necessary (by; with; on; about; off; for).

1. The ads concentrated improving the image of the cable industry.

2. Such legislation would make the trucking industry more competitive the railroad

industry.

3. A woman and her two children are almost run the road the impatient driver of

a triple-trailer truck.

4. This often means trying to get readers or viewers to agree the position of the

advertiser some issue.

5. The objective was to mute public criticism and stem the flow of angry letters to legislators
high rates.

6. The National Cable Television association, facing public pressure Congress

to pass a bill to regulate cable television rates, also used an extensive advertising to charge public

attitudes the industry.

9) Answer the following questions:

What is the primary goal in advocacy advertising?

What does persuasion mean in advertising?

What was one of the commercials about?

What kind of campaign was the American Association of Railroads waging?

What was the objective of it?

Why did the National Cable Television Association use an extensive advertising campaign?
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10) Agree or disagree with the following items:
Ideally, the advertising campaign will cause people to change attitudes, modify behavior,
and even take steps to influence others about the issue.

11) Give the main idea of the text in one sentence.

12) Render the following item in English:

Tenesuoenue u paouo

S(I)CI)CKT TeJICBU3MOHHOU PCKIIaMbI B LICJIOM CYIIECCTBCHHO BBIIIC, YCM ra3eTHo->1<ypHam>H0171,
B CBSI3U C IIOYTU 6631"paHI/I'-IHI)IMI/I BO3MOXHOCTAMHU BHUACO3AIIMCU 1 MOHTAXa. Tak kax PEKIIaMa
MOXeET OBITh BKIIOYEHA IIOYTH B J'IIO-6yIO nepeaadyy, TO TCICBUACHUC COXPAHACT H
<<BI:I60p0'—IHI)Ie>> BO3MOXXHOCTH.
" KOHCYHO, HUKAKad, AaXC CaMad NOMyJIsIpHad ra3cTa HEC CPAaBHUTCA IO MaCCOBOCTHU ayAUTOPUU
C AceCiATKaMH, a TO U COTHAMHU MHIIJTMOHOB Tene3pnTene171, «IIPUHUKIINX» K 3KpaHaM BO BpEMiA
HonyasipHoro  (yrOOJBHOrO MaT4ya MM pas3BieKaTelnbHON mporpammbl. Peknama Ha
TEJIEBUJICHUN BEChMa Jtoporasi, e¢ 3pGEeKTUBHOCTh CYIIECTBEHHO 3aBHCHT OT BPEMEHH CYTOK
Il TIOKa3a peKJambl, OT yTaYHOKW KOMIIOHOBKHU €€ C OCHOBHBIMM I€pelayaMu, OT BO3IECUCTBUS



Jpyroil pekiaMbl M MHOTHUX HHBIX (akTtopoB. Kpome TOro, I0OBOJBHO OCTpOH MpoOIeMoii
ABJIACTCSL BpEMs, OTBOJAUMOE Ha caMy peknaMy. M 9To BOonpoc He TOJIBKO JEHET, HO U JOBOJIBHO
YKECTKUX HOPMATUBHBIX COOTHOLLIEHUN

MEXy 00bEMOM OCHOBHBIX M PEKJIAMHBIX I1epeay.

B pagmo- unm TenenporpaMMax He JONYCKAaeTCsl IPEphIBaTh PEKJIAaMON JETCKUE U
pEUTHO3HbIE Mepefaud; paJuoNOCTAaHOBKM M XYJO0XKECTBEHHbIE (QHIbMBI 0€3 coriacus
npaBoo0IiagaTenel; TpaHCIUpyeMbIe B IPIMOM dHpe Mepeadd, OCBELIAI0IINe IeATeIbHOCTh
OpraHoB TOCYIapCTBEHHOH BiacTu; oOpa3oBaTresibHbIE Iepenadyn Oojee ueM OJIUH pPa3 B
TedeHue 15 MUHYT Ha NepuoJ], HE MPEBBIIAIOIINN 45 ceKyH[; nepeaadn, IpoAoLKUTEIbHOCTh
TPAHCIISIIUU KOTOPBIX OT 15 10 60 MuHYT, 60JI€e YeM J1Ba pasa.

IIpakTuyeckoe 3ansaTue Ne 14,
Ilpaxmuxa peuu: Announcement.
I'pavmamuxa: Corjiacopanue BpeMeH (IIPOAO0JIKEHHE).
Heanb: ®opMHupoOBaHNE KOMMYHUKATUBHBIX KOMIIETEHIIMH, OBJIaJICHUE JIEKCUKOW U TPAaMMATUKON
B pe3ybTaTe OCBOCHHE TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIE HOPMBI YIOTPEOICHNUS JIEKCUKH, OHETHKH U TPAMMAaTHKU
YMETh: 4YuTaThb, IMNCPEBOAUTL W MNEPECKa3bIBaTb TEKCTBI Ha HWHOCTPAHHOM  A3BIKE C
UCTIOJIB30BAaHUEM CIIPABOYHOM W y4eOHOW JHMTEpaTyphl; OCYIIECTBIATH KOMMYHHUKAIMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJIbHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBaieHus Y K-4.

Teopernveckasi 4acTh:

Announcement can be used for any category of public relations advertising. Their primary
use is to inform the public promptly about something that affects everyone. Recalling a product,
explaining a failure of service, or rebutting a charge of irresponsibility are appropriate
announcements.

Sears used announcement advertisements to tell how auto owners could apply for rebates if
they believed they were charged too much or paid for replacement parts that were not needed.
And Jack-In-The-Box used announcement ads to reassure consumers that it was taking
precautions to make sure its
restaurants met new health standards after an outbreak of food poisoning at several locations in
the Seattle area. Here is the text of one such advertisement that appeared in the San Francisco
Bay Area.

Vocabulary
promptly — 6sicTpo
affect smb. — BusiTe Ha KOro-J.
recall — npuHIMaTH 0OpaTHO
failure — meynaua, mpoBan
rebut — ompoBeprarts, gaBaTh OTIIOP
a charge of — oOBuHeHME
irresponsibility — 6e30TBeTCTBEHHOCTh
appropriate — coOTBETCTBYIOIIHIA, TIOJX O TSI
Oowner — Biazaeien
apply for smth. — oOpamaTbcst 3a yeM-J1.
rebate — ckuaka, ycrymnka
Charge for smth. — B3UMATh IJIATY 3a YTO-JI.; HA3HAYUTD IJIaTy 3a UTO-JI.,
IPOCUTH 3a YTO-JI.
replacement parts — 3anacHeie 4actu
reassure — 3aBepsITh, yBEpATh, YOSIKIATh
take precautions — mpuHEMaTh MEpHI MPETOCTOPOKHOCTH
meet — cooTBeT CTBOBATh, YAOBJICTBOPATH, OTBCUATH
outbreak — Bcmblmka (rHeBa, 3MUACMUMN); BHE3amHOe Havano (0O-J€3HH); B3PHIB



food poisoning — nuieBoe OTpaBiICHKUE
location — mecTHOCTB
Cory1acoBanue BpeMeH
Eciu 10momHUTeIbHOE IPUAATOYHOE MIPEIIOKEHNUE B CBOK OYEPED ABJISETCS CI0KHBIM
IpeII0KEHHEM, TO MPABUIIY IOCIIEI0BATEILHOCTH BPEMEH IMOTYHMHSIOTCA BCE MPEIIOKEHUS,
BXOJISIINE B €0 COCTAB.

Cpasnume:

He says that he will go for a walk as soon On roBopur, uTo noiier Ha po-
as he has had dinner. I'YJIKY, KaK TOJIBKO M000e1aeT.

He said that he would go for a walk as OH cka3aJ, 4To MOIeT Ha MPOTYJIKY,
soon as he had had dinner. KaK TOJIbKO M000e1aeT.

4. Ecni B KOCBEHHOH pedH, T.€. B JAOMOJHUTEIBHOM MMPUIATOYHOM TPEIIOKEHHH (IIPH TJIABHOM
Npe/UIOKEHUH B mporie/ineM Bpemenu rpynmbl Indefinite) nepemaercst psia mocieaoBaTeabHbIX
JICUCTBHIA, TO MEPBOE JaeTcs B TMpolieqimeM BpeMmeHu rpymmnbl Perfect, a mocienyroriue

JeiicTBusS — B mpomenmeM Bpemenu rpynmbl Indefinite, ecnu sta mocnenoBaTenbHOCTh He
HapyIIaeTCs:
Peter told me that he had been at the [TeTp cka3aJj MHe, 4TO OH ObLI B TEaTpe,
theatre where he met an old friend of rJIc OH BCTPETHJI CBOETO CTApOro
his; after the performance they went HPUSATEIIS; TIOCIIE CIIEKTAKIIS OHU TO-
home together and talked about their ILJTH BMECTE JOMOM U TOBOPHJIH O
friends with whom they had fought at CBOMX JPY3bsX, C KOTOPBIMH OHU
BMeE-
the front together. Peter’s friend told cte BoeBaJu Ha ¢pponte. [Tpusitens
Peter many interesting things about ITerpa pacckasan [letpy MHOTO MH-
their friends. They were both very glad TepecHOro 00 ux apy3bsix. OHu 0b6a
to see each other and decided to meet ObLIM OYCHB PaJIbl TOBUIATH JPYT
again. Jpyra ¥ peliuii BCTPETHTHCS CHOBA.

Bonpocs! u 3aganus:
1) Find the English equivalents in the text and use them in sentences of your own:
MOT'YT MPUMCHATHCA JIA; BJIUATH HaA K.-JI.; IIJIOXOC O6CJ’Iy>KI/IBaHI/Ie; BJIa-O€JIbIIbI aBTOM06I/IJ'ICI71;
C HHUX 3alIpOCHUJIM CIIMIIKOM MHOI'0 JCHET; 3aIlaCHBIC YaCTU, 3aBCPUTH HOTpC6HT€J’I€I>i B TOM,
4To., y6eI[I/ITBC${; COOTBCTCTBOBATHL HOBBIM CTaHAAPTaM; HCOXKHIAAHHBIC CJIIydau IIHUIICBOI'O
OTpaBJICHUS.

2) Find the words in the text which describe or mean the following:

1. most important or most basic —

2. correct or right for a particular time, situation, or purpose —

3. smb. who owns smth. —

4. to make a formal usually written request to be considered for a job, an opportunity to study at
a college, permission to do smth., etc. —

5. quickly, immediately, or at the right time —

smth. you do in order to prevent smth. —

an official statement telling people that smth. important is going to happen —

to do smth. that produces an affect or charge in smb. or smth. —

o N

Translate the following words into Russian and use them in sentences of your own:
to charge money for smth.; free of charge; at no extra charge.

to be in charge of smth./smb.; to put smb. in charge of smth.; to take charge of smth.
charges against smb;. charges of a crime; murder charges; to face charges for a crime.
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4) Match the words which are close in their meaning:
a) announcement, primary, to inform, failure, irresponsibility, to poison, to use.



b) paramount, to consume, recklessness, to brief, declaration, blunder, to kill.

5) Match the words having the opposite meaning:

a) announcement, primary, to inform, failure, irresponsibility, to poison, to use.
b) to abstain, reliability, concealment, to sterilize, subordinate, achievement,

to conceal.

6) Complete the following sentences from the text. Translate them into Russian:
failure; affects; precautions; apply; relations.
1. Announcements can be used for any category of public advertising.
2. Their primary use is to inform the public promptly about smth. that
everyone.
3. Recalling a product, explaining a of service, or rebutting
a charge of irresponsibility are appropriate announcements.
4. Sears used announcement advertisements to tell how auto owners could
for rebates if they believed they were charged too much.
5. Jack-In-The-Box used announcement ads to reassure consumers that it was
taking to make sure its restaurants met new health standards after
an outbreak of food poisoning at several locations in the Seattle area.

7) Insert prepositions where necessary (of; after; in; about; for; at).

1. Announcements can be used any category of public relations advertising.

2. Their primary use is to inform the public promptly smth. that affects

everyone.

3. Recalling a product, explaining a failure service are appropriate announcements.

4. Sears used announcement advertisements to tell how auto owners could apply

rebates.

5. Jack-In-The-Box used announcement ads to reassure consumers that it was taking precautions

to make sure its restaurants met new standards an outbreak of food poisoning

several locations the Seattle area.

8) Develop the following statement in writing in no more than 50 words.
Announcements can be used for any category of public relations advertising.

9) Give the main idea of the text in one sentence.

10) Read the advertisement and translate in into Russian using the dictionary.

A Message from the Chairman of JACK IN THE BOX

As you may know, there has recently been an outbreak of food-related illness in the Pacific
Northwest. All of us at JACK IN THE BOX extend our prayers for a complete and speedy
recovery to everyone who has experienced this illness.

When we first learned of the problem, we immediately recalled all hamburger meat
suspected of contamination and we are no longer having hamburger meat processed by our
former meat supplier. However, | want to make it clear that no hamburger meat suspected of
contamination was ever shipped
to the Greater Bay Area, S0 no one here was ever at risk.

And, in an effort to make absolutely certain this never happens again in any JACK IN THE
BOX restaurant, we have increased our hamburger cooking times to levels above both state and
federal standards. We have also retrained all food preparation staff to ensure that all new and
existing cooking procedures are followed.

At the same time, we have increased our testing procedures on all hamburger meat now
being processed so that we will perform seven separate quality control checks before it ever gets
into our restaurants.



Again, | want to emphasize that the wholesomeness of the hamburger meat we serve here
was never in question. JACK IN THE BOX has been part of this community for many years and
we will do everything in our power to keep your trust.

Jack Goodall

Chairman

JACK IN THE BOX

Though reassuring to consumers in the San Francisco Bay Area, this letter appeared only after
Jack-In-The-Box had suffered major damage to its corporate reputation for its handing of the
problem in the first place.

11) Answer the following questions:
1. Is the advertisement effective? Why or why not?
2. Can you cite applicable concepts of persuasion and advertising copywriting?

Pasnexn 3. The Basics of a Print Ad

IIpakTuyeckoe 3ansaTue Ne 15

Ipaxmuxa peuu: Key Elements of a Print Advertisement.
I'pammamuxa: T'narogsl «to speak, to talk, to say, to tell».
HEJIL: CDOpMI/IpOBaHI/Ie KOMMYHHKAaTHBHBIX KOMHGTCHHHﬁ, OBJIaACHUC JICKCUKOH U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT H0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66J'IeHI/I$I JICKCHUKH, (1)0H6TI/IKI/I U rpaMMaTHUKHU
YMETh: 4YuTaThb, MNCPECBOAWUTL UM IICPCCKA3bIBAThL TCEKCTbI Ha MWHOCTPAHHOM  A3BIKC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ u yqe6H0171 JIMTCPATYPBI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTH TeMbI: 00YCIOBIIEHAa HEOOXOAUMOCTHIO oBiafaeHus Y K-4.

TeopeTuyeckas 4acTh:

There are several key elements in a print advertisement. They are headline, text, artwork,
and layout.

Headline. Advertising expert John Caples says, “The headline is the most important
element in most ads — and the best headlines appeal to the reader’s self-interest or give news”.

Headlines should be specific about a benefit, or they can be teasers that arouse interest.
Here is a headline about a specific program: “The Phoenix Mutual Insurance Retirement Income
Plan”. Caples thought this was all right, but he created a headline that sold much successfully:
“To Men Who Want to Quit Work Some Day”. This was accompanied with an illustration of a
smiling senior citizen fishing in a mountain stream.

Text. The headline is followed by what is known as text or body copy. This is the words
that persuade the reader to do something. In general, copy should be limited to only one or two
major points. Sentences should be short and punchy. A declarative sentence is much better that
one that includes a dependent or an independent clause.

The copy should invoke emotion, provide information of value to the reader, and suggest
a way that the reader can act on the information. You might include a toll-free telephone number,
an address to write for more information, or a suggestion that people visit a local dealer.

Artwork. An ad can consist of just a headline and copy, but ads usually have a strong
graphic element. This may be a striking photo, a line drawing, or a computer-generated design.
Artwork attracts the reader to the ad and breaks up large blocks of type.

Layout. The headline, copy, and graphic elements need to be integrated into an attractive,
easy-to-read advertisement. A layout can be a mock-up of the planned ad, or it can be a detailed
comprehensive that includes the actual type and artwork that will be used.

Vocabulary
print — meyaTHbIHA

headline — 3aromoBox



artwork — xynoxectBeHHOE 0hopMIICHHE; PUCYHOK

layout — makeT 0OBSABICHUS [TEUATHON PEKIIAMBI

appeal to smb. — oOpamaTbcst K KOMy-JI., IPUBJIEKATH KOTO-JI.

Self-interest — nuuHast 3aMHTEPECOBAHHOCTH

benefit — mons3a, BeIrOA

teaser — (sl.) pexnamMHOEe OOBSBIECHHE; TOJOBOJIOMKA «IPAa3HUIKA»

(mpasusmiee pexkiaaMHoe 00BsBICHHE (3ar0JI0OBOK), HE COOOIIaromiee Bceli HeoOX0IMMO

nHpOpMaIIMY, HO COJEpiKalllee yKa3zaHHe Ha TO, YTO OTCYTCTBYIO-IIHME CBEICHUS OyIyT
JIaHbI B

MOCJICIYIOIIUX MyOJIMKAIUSAX WIH HA TTOCIEAYIO-IIUX IIUTaX )

arouse interest — BbI3BaTh HHTEPEC

phoenix — ®enukc (Mud.); 4ya0

mutual — B3aumHbIH

insurance — cTpaxoBaHHUE; CTPaxoBasi PEMHUS

retirement — orcraBka; BbIXOJ] Ha TICHCHIO, B OTCTaBKY

income — goxon

create — cozaBaThb

quit — 6pocaTh 4TO-11., YXOIUTh

fish — yauts, 10BUTH pHIOY

a stream — pyuei

body copy — ocHOBHO# TEKCT

persuade — yroBopuTh KOro-i., yOeauTh

Major — KPYIHbIH, BaKHBIA

sentence — npeioxkeHue (rpaMMaTHIECKOe)

punchy — s dexTuBHBIA, SHEPTUIHBIH

declarative — nekapaTHBHBII; TOBECTBOBATEIBHOE TPEIIOKEHHE

dependent — mogYMHUTETBHOE TIPEATIOKECHUE

independent — caMOCTOSTETbHBI, HE3aBUCHMBIi

clause — mpugarouHoOE MpeIoKEHNE

involve — B3bIBaTh K

provide — npeaoCcTaBIIsATh, 00eCIICUnBaTh

value — rieHHOoCTh

suggest — npemIoKUTh

toll-free — GecrutaTHBIN MEXAYTOPOIHHI TeNEe(OHHBINH Pa3roBop

dealer — qutep; OGupKEBOI TOProBeLl; TOPTOBEII

graphic — rpaduueckuit

striking — mopa3uTeNbHBIN, OMISTOMITSFOIIN I

line drawing — mTpuxoBOl PUCYHOK

computer-generated design — KOMITBIOTEPHBIIT PHCYHOK

a block of type — 610k HaGopa

break up — pa3ouBaTth (Ha 4acT)

integrate into — 0ObeUHATH

easy-to-read — erko YMTaeMpblii; JIErKuid (IPOCTOH) TS IPOYTCHUS

MOCK-Up — opurrHaI-MakeT B HATYpaJbHYIO BETHUUHY

comprehensive — grcThIil MakeT (peKJIaMHOE OOBSBICHUE)

actual — peanbHBI, ACHCTBUTEIBHBIN

I'naroJibl «to speak, to talk, to say, to tell»
1. I'marou to speak umMeeT ciemyronue 3HAYCHHS
1) zosopums, T.e. UMETh CIIOCOOHOCTb, YMCHHE TOBOPHTH, B 3TOM 3HAUYCHUH OH
YIOTPeOIIAETCS BCEr/a Kak HEMePEeXOIHbIN T71aro, T.¢. 063 MpsAMOro JONOTHEHHUS:
My son began to speak very early. Moii cbiH HaYaja rOBOPUTH OYCHD PAHO.



2) pazeosapusams, becedosamn, 2060pums ¢ keMm-1. (to, with), o uem-n. (about).
Did you speak to him about it yesterday? Bsl roBopuiu ¢ HUM 06 3TOM Buepa?
3) cosopume (Ha KaKOM-THOO S3bIKE); B JJaHHOM 3HaueHHM riaros to speak ssisiercs

nepexoanbiM: Can your son speak English? Barir cbiH yMeeT roBOpHUTh MO-aHIJIHICKH?
4) 2060pums, geicmynams (na coopanuu u M.N.):
Who spoke at the meeting last night? Kro BblcTymajd Ha coOpaHud Buepa
Beuepom?

2. Tmaron to talk wumeer 3HaueHHWe paseoeéapusams, B CMBICIE bOecedosans.
IlepecranbTe pasroBapuBathb! (Kax vl Ham mewaeme!) MOXET OBITh TEPEBEICHO TOJIBKO
rinarosiom to talk (riaron to speak B manHoM ciaydae HeBo3moskeH): Stop talking!

3. T'maronm to Say wumeer 3HaAuUCHHE 2080pumb, cKa3amv, 6vickazamsb (KaKyl-TO
KOHKPETHYIO MBICJIb) B OOBIYHO YITOTPEOISETCS:

1) JAns BBeneHUs NPSMOM peud, IPUYEM MOXKET CTOSTh IEpe] HEel, BHYTPU HEe WIn
1ocJjIe Hee.

“The lesson is over,” the teacher said. ,»YPOK OKOHUYEH"’, CKa3aJI IPETO0/IaBaTEIb.

2) Ilepen MOMONHUTEIBHBIM TPUAATOYHBIM MPEIJIOKCHUEM, €CIIM HET KOCBEHHOTO
JIOTIOJTHEHHUSL:

He says that he wants to go to the South  On roBopuT, 4T0 X04eT Moexarhb Ha

this summer. (What does he say?) 0T 3THUM JICTOM.

3) C npsiMbIM JIOTIOJTHEHUEM, €CITH HET KOCBEHHOT'O JIOTIOJTHCHHS:

Say it again! Ckaxure 3T0 CHOBa!

4. I'naroxn to tell umeer 3HaueHUe pacckazvieams, coobuams, ckazams U ynoTpeoseTcs
IpY HAIMYUU KOCBEHHOTO JOTOJHEHHS, 0003HAYAIOLIECTO JUI0, KOTOPOMY TIEPEIAeTCsl MBICTIb:

My father told me about it yesterday. Moii orer| cka3aj MHe 00 3TOM BUepa.

OO6bryHO ¢ rinarosniom to tell, kpoMe KOCBEHHOTO JIOMOTHEHUS, YIOTPEOISeTCs U TPSMOe
JIONIOJTHEHHE, KOTOPOE MOXKET OBITh BBIPAKEHO OTACIBHBIM CIIOBOM, CIOBOCOYETAHHEM HIIH
JIOTIOJTHUTEIIbHBIM TIPUIaTOYHBIM TPEIOKESHUEM:

Did he tell you this? On cka3as Bam 3107

(omoenvroe cnoso)

Did he tell you any interesting things?  On pacckazai BaM 4TO-HUOYAb
HHTepecHoe?

(Couemanue cnog)

The engineer told me what to do. Wmxenep cka3aJj MHE, UTO J1€JIATh.

(Couemanue cnog)

He tells me that I must go there now. OH roBOPHUT MHE, YTO s JOJLKEH MOWTH
TyJaa ceiiyac.

(dononnumenvroe npuoamounoe npeonodxcerue)

[Tpuwmeuanwue [maron to tell moxxer ynorpebnsaThcss 6e3 KOCBEHHOTO JOMOJHECHHUS B
BBIPKEHUSX

to tell a story pacckazaTb ucroputo

to tell the truth CKa3aTh MpaBIy

totell alie  cka3arp j10%b

5. Ecnu 3a KOCBEHHBIM JOTOJIHEHHEM CJeAyeT WHOHUHUTHB (B TIOJIOKHTEIBHON HITH
orpunarenbHoii popme) rinaron to tell umeer 3Hauenue npuxaszamo, eenems:

My wife told me to buy some meat. Mos 'xeHa Bestesia MHE KYNMTh Msca.

Bonpocs! u 3aganus:
1) Find the English equivalents in the text. Use them in sentences of your own:
NICUATHBIE PEKJIAMHBIC OOBSBICHUS, «IPAa3HWIKW», BBI3BIBAIONINEC WHTEPEC, KOPOTKHE U
SHEPTUYHbIC MPEUIOKCHUS; TPEAOCTABIATh HH(POPMAIUIO; OSCIIATHBIA MEXKIyrOpOIHUM
TeNe()OHHBIM Ppa3roBOpP; OCHOBHOM TEKCT pEKJIaMbl; IITPUXOBOM PUCYHOK; KOMITbIOTEPHBIH
PHCYHOK; peKJiama, JIeTKasi JJIsl IPOYTCHUSI.



2) Find the words in the text which describe or mean the following:

1. the title of a newspaper article, printed in large letters above the article —
2. the way in which writing and pictures are arranged on a page —

3. astrong human feeling such as love, hate, anger —

4. pictures that are made for a book or magazine, or for another product such
as a computer program —

5. to produce words, numbers, or pictures on paper or other material, using

a machine which puts ink onto the surface —

6. to make a serious public request for help, money, information, etc. —
including everything that is necessary —

a full-size model of smth. that is going to be made or built, which shows how it will look —
smth. that gives you advantages or improves your life in some way —

© oo~

3) Translate the following words into Russian and use them in sentences of your own:
benefaction; benefactor; beneficial; beneficiary; to benefit from/by; to

have the benefit of; for smb.’s benefit; to reap benefits; to give smb. the benefit

of the doubt; to take the benefit (of the bankruptcy laws).

4) Match the words which are close in their meaning:

a) to persuade, punchy, to print, detailed, free, to include, to avoid.

b) to withdraw, to convince to do, unpaid, to involve, accurate, energetic, to
publish.

5) Match the words having the opposite meaning:
a) to persuade, punchy, to avoid, detailed, free, to include.
b) brief, to neglect, unenthusiastic, to meet, to discourage, priced.

6) Match the words:

a) to be specific about, a specific, to create, a declaration, an independent, to
appeal to, to persuade, to attract.

b) a headline, the reader, clause, a benefit, the reader, sentence, program, the
reader.

7) Complete the following sentences from the text and translate them into Russian.
1. An ad can consist of just ...

2. ...1s followed by what is known as text or body copy.

3. ... need to be integrated into an attractive, easy-to-read advertisement.

4. Headlines should be specific about ...

5. The copy should invoke emotion, provide ...

6. A layout can be a mock-up of ...

8) Insert prepositions (of; on; by; with; to; up).

1. The headline is followed what is known as text or body copy.

2. The copy should suggest a way that the reader can act the information.
3. This was accompanied an illustration of a smiling senior citizen
fishing in a mountain stream.

4. Artwork attracts the reader the ad and breaks large

blocks of type.

5. An ad can consist just a headline and copy.



9) Answer the following questions:

What are the key elements in a print advertisement?
What kinds of headlines are considered to be the best?
What should the copy be limited to?

What should the copy be aimed at?

What graphic elements should be included in an ad?

s E

10) Agree or disagree:

Sentences could be short and punchy. A declarative sentence is much better than one that
includes a dependent or an independent clause.The headline is the most important element in
most ads.

11) Give a summary of the text.

12) Render the following items in English.

[Ipu paspabotke TrTpaduku peKiIambl CIEIyeT PYKOBOACTBOBATHCA — CIEIYIOIIMMHU
OOIICTIPUHATHIME ~ NPaBWJIAMH,  BBIPAOOTAaHHBIMH B pe3yiabTaTe  Mpo-(hecCHOHATBHBIX
HCCJICIOBAHMI M TBOPUYECKOTO MOAXO0a CICIIHAIMCTOB B 00-JIaCTH PEKIIaMBbI.

* Bce anmeMeHThl peKiIaMbl — HIUTFOCTPAITUs, 3ar0JI0BOK, TEKCT, JIOTOTHUI, BEPCTKA, MPUPT U
o0muii 00pa3 — AOHKHBI CO3/1aBaTh SAMHBIA 00pa3 M ompenesaTh oO0mui 3PGeKT peKIamebl.
CyThb MpoIyKTa M €ro MPEeHMYyIIeCTBa JOJDKHBI OBITh BHIHBI C TIEPBOrO B3MUIsAIa. Pekiama,
co3/arolas eauHbIA 00pa3, XOPOIIo 3aTIOMUHAETCS U MOHATHA MOKYIaTEeo.

* Pexirama jomkHa 9eTkO ¥ 9()(PEKTUBHO TPEICTABISATh PEKIAMHYIO UICI0 W JOHOCHTH JIO
MOKYTaTeNsl MPEUMYIIECTBAa PEKIaMUPYEeMOro ToBapa. Y TOKyMareis AO0DKHA BO3HUKHYTH
YBEPEHHOCTH B TOM, UYTO PEKIAMHUPYEMbBIH TOBAP Pa3pelINT BCE €ro MPOOIEMBI.

* Ha pexiamy Bo3noxkeHa onpe/eieHHas dTHUeCKass OTBETCTBEHHOCTb.

* DJIEeMEHThl PEKJIaMbl JIOJKHBI OBITh PACHOJIOKEHBI OJIM3KO APYr OT Apyra.

* Jlns noswiteHus: 3(HEKTUBHOTO BO3IACHCTBUS PEeKIaMbl HEOOXOAUMO yOpaTh M3 HEe TO,
YTO HE OTHOCUTCS K OCHOBHOM HJIE€, a JUIIb OTBJIEKACT BHUMAaHHE.

* HemoMonBkM M TpPOMYCKM MOXKHO HCHONB30BaTh C IENbI0O TPUBICYCHUS BHUMAHUS
MOKYIIaTEJIEH.

* Pexnamnas undopMarus 1okHA ObITh BBIpaXKeHA JIETKO BOCTIPUHUMAEMbBIM BU3yaJIbHBIM U
BEpOAIBHBIM SI3BIKOM.

IIpakTnueckoe 3ansaTue Ne 16.
Ipaxmuka peuu: Using an Advertising Agency.
I'pamvmamuxa: BpipakeHne NMpocb0bl MJIM NPHUKa3aHUSA, o0palleHHBIX K 1-My wiam 3-my
Juuy, Npu NOMOIUM IJ1aroJia «let».
Heanb: ®opMupoBaHUE KOMMYHUKATUBHBIX KOMIETEHIINHI, OBIaJACHUE JIEKCUKON U TPaMMaTHUKOMN
B pe3yabTaTe OCBOCHHEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIe HOPMBI YIIOTpEOJIeHUs JIEKCUKH, (POHETUKH U TPaMMaTHKU
YMETh: YuTaTtb, IMNCPEBOAUTL W IMEPECKA3bIBAaThb TEKCTBI Ha HWHOCTPAHHOM A3BIKE C
HCIIOJIb30BaHUEM CIPABOYHOM M Yy4eOHOM JHUTepaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO OoBasieHus Y K-4.

Teoperuyeckas 4acTh:

Most public relations advertising is prepared and placed by advertising agencies. The agency
has people who are experts in all phases of creating the ads and getting them published or
broadcast in the chosen media.

If your organization has an advertising department, it is likely to be the prime contact with the
agency. However, there are some organizations in which the public relations department is the



contact. In either case, the public relations people are identified as the “client”, the entity that
approves or disapproves the
agency’s recommendations.

This relationship must be one of enthusiastic cooperation. Agency and client are not
adversaries but partners. In general, the public relations role is to determine broad objectives
(“what to do”) while the agency determines the means (“how to do it”).

Advertising agencies do not normally charge anything for their services. Their compensation
comes from the “agency discount” that is granted by most media. Normally this discount is 15
percent of the cost of the space or time, and it is not granted to advertisers. It works this way: if
the space or time costs
$1,000, the agency bills the advertiser for the sum but remits $850 to the medium. The $150
difference is retained by the agency as pay for preparing the ad.

Agencies do bill clients for the cost of materials purchased for use in preparing the advertising
for publication or broadcast.

Vocabulary
place an advertisement — momecTuTh 0OBIBICHHE
phase — cranus, daza
create — co3naBsaTth
broadcast — BemaTh, epeaBarth 1Mo paguo
chosen — BeIOpaHHbIit
prime — oueHb Ba)KHBIA, OCHOBHOM, NEPBOHAYAIbHBINA, MMEPBUUYHBIH,
OIX OIS
in either case — B mo0oM (U3 IBYX) cily4acB
identify — oTOKaECTBIATHCS, OMO3HABATH
entity — 31. camocTosTeIbHOE (X03HUCTBEHHOE) MOAPa3CICHHE
approve — o1o0psTh
adversary — conepHUK, MPOTHBHUK
determine — onpeiensath
broad — mupoxkuii
objective — 1enpb
means — CpeaCcTBO; CpeACTBa
charge — B3umars miary
discount — camkeHue TIeH
grant — mpeaocTaBIsATh
advertiser — pekiamojiaTesb; ra3eTa ¢ O0bSIBICHUSIMH
COSt — cTouMocCTh
space — MecTo, MPOCTPAHCTBO
bill Smb. — BeICTaBIATE CueT KOMY-I1.
remit — mepechLIaTh (ICHBIH O TIOYTE)
retain — yaep>xuBarb
Exercises

Bonpocsl u 3agaHus:
1) Find the English equivalents in the text. Use them in sentences of your own:
peKJaMHBIE areHTCTBA; pekjama; MallMK PUIICHIIH3; peKIaMoAaTesb; peKJIaMHBIA OTIE;
ONpCACIINTL IICJIb, OIPCACIUTL CpeACTBA, CTOMMOCTL MC-CTa W BpPCMCHU, CTOHUMOCTH
3aKYyIUUICHHBIX MaTCpPUaJiOB.

2) Find the words in the text which describe or mean the following:

1. to ask smb. a certain amount of money for smth. you are selling —

2. to send smb. a bill —

3. the amount of money that you have to pay in order to buy, do, or produce smth. —



to give smb. smth. that they have asked for, especially official permission to do smth. —
a reduction in the usual price of smth. —

smth. that exists as a single and complete unit —

to buy smth. —

No ok

3) Translate the following words into Russian and use them in sentences of your own:
free of charge; at no extra charge; to charge smb. for smth.; public relations department;
enthusiastic cooperation; to bill smb. for smth.

4) Match the words which are close in their meaning:
a) to purchase, public, to identify, discount, adversary, comprehension.
b) social, restitution, opponent, to buy, reduction, to recognize.

5) Match the words having the opposite meaning:
a) to purchase, public, to identify, discount, adversary, comprehension.
b) increase, to sell, deprivation, to confuse, private, assistant.

6) Match the words:
a) to bill, public, to determine, to grant, mass, advertising.
b) discount, media, clients, agency, relations, objectives.

7) Complete the following sentences from the text and translate them into Russian.
1. There are some organizations in which the public relations department ...

2. Most public relations advertising is prepared ...

3. Advertising agencies do not normally ...

4. Agencies do bill clients for ...

5. Agency and client are not ...

6. ... that is granted by most media.

7. ... and getting them published or broadcast in the chosen media.

8. ... one of enthusiastic cooperation.

8) Insert prepositions (for; from; by; of; in; to).

1. general, the public relations role is to determine broad objectives.
2. Most public relations advertising is prepared and placed advertising agencies.
3. The agency bills the advertiser $1,000 but remits $850 to the medium.
4. This relationship must be one enthusiastic cooperation.
5. Their compensation comes the “agency discount” that is granted
most media.
6. This discount is not granted advertisers.
7. The difference is retained by the agency as pay preparing the ad.

9) Make up 5 questions about the text.

10) Agree or disagree with the following:
Agency and client are not adversaries but partners.
Give a summary of the text.

11) Render the following text in English.

Ilpamas pexnama (Oupekm-meiin)

OCHOBHBIM  CpPEACTBOM  pACIPOCTPAHEHMsI  HPSIMOHW  pPEKJIaMbl  CIYXXUT IOYTOBOE
OTIpaBJieHHE. DTOT BHUJ PEKJIaMbl MHTEPECEH B MEPBYIO OuYEpellb CBOEH aIpeCHOCTHIO. Benp
MPOW3BOIUTENIb WM TOPrOBEIl MOXET TociaTh ee B o000l mpuemiemoi  ¢opme



HETOCPEJCTBEHHO CBOMM MOTEHIMAIBHBIM OyIyIIUM MOKynaTensiM. M B 3aBUCUMOCTH OT TOTO,
OyzAeT 1 3TO JIMCTOBKA, (oJAep, KaTalor U T. J., OTIPABUTENb TOYHO 3HAET, YTO MOChUIaeMast
uM uH(pOpMaIus, 1Mo KpailHe Mepe, momagaeT B HYXHbe pyku. [Ipsmas modroBas pexiama
JIOJDKHA OBITh BBIIIOJHEHA B CTHJIE XOPOLIEH >KYypHAJIUCTHUKH.

EnuHcTBEeHHOE OrpaHUYeHHE — IPaBUiIa TOYTOBOM CITYKOBI.

[TouroByr0 peknaMy MOXKHO MCIOJIb30BaTh KaK YrOAHO, €€ MOYKHO HayuHaTh U
npeKpalaTh B J000€ Bpemsl.

[IpeumyiiecTBa TUPEKT-MEUI:

* OIEPAaTUBHOCTH U YpEe3BbIYaiiHAsI THOKOCTH;

* WHAMBUIYAJIBHBIA MOAXOA K 3aKa3uMKy, HEMOCPEICTBEHHOE OOILEHHE

C ay/IUTOpPHUEH, BOBIICUCHHUE €€ B 00CYKIICHHE;

* YCTaHOBJIEHHME OOpaTHOW CBA3M C HOTpeOuTeneM (OTPBIBHBIE KYIOHBI, Ta-JIOHBI CKUIOK,
J0Teper, BUKTOPUHBI);

* BO3MOYKHOCTb PacChbUIKM KOH(UAEHIMaIbHON HH(pOpMaIuy;

* OTHOCHTEJIHO HEOOJbIIasi CTOUMOCTB;

* HCIOJIb30BAaHUE COBPEMEHHBIX CPEJCTB CBA3M (KOMIIbIOTEpHas ceThb Internet u T. 1.);
* MEXHAaIMOHAJIbHBIN XapaKTep;

* TOBap, KOTOPBIA PEKIAMHUPYETCS C IIOMOILBIO TUPEKT-MEMII, IPAKTHYECKU

BCETJja HAXOJUT CBOETO NOKYNATeIIs.

HauOonee wacto ucnonb3yroTcs Takue (OpMbI W THUIBI MPSIMOI peksiaMbl, Kak MUChbMA,
JIMCTOBKH, OPOLIIOPHI, OTKPBITKH, KaTaJOTrH, OIOJUICTCHU, PETPOAYKIINH, KAJICHAAPH, BU3UTHBIC
KapTOYKH, OYKJIEThI, )KypHaJIbl, IPEHCKYpPaHThI, IPUIIIALIECHUS, IPOTPAMMBI, I1JIaKaThl, KYIIOHbI U
T. 1.

K uuciny HEmOCTaTKOB NaHHOM peKJaMbl OTHOCSTCS: HU3Kas NPECTHXK-HOCTb 3TOTO BUAA
peKJIamMbl TI0 CPaBHEHHUIO C paJMo-, TeJle- WIN ra3eTHOM peKiIaMol, OTCYTCTBHE pa3BUTHIX 0a3
JAHHBIX, YCTapeBIIME IIOYTOBBIE CTAaHAAPTHI, OTCYTCTBUE TPAaJULMU IOCBUIKM OTBETHBIX
KapTOYEK, OIJIauiBaEMbIX
MIOJIy4aTEIIEM.

IIpakTnyeckoe 3ansaTue Ne 17.
IIpaxmuxka peuu: Other Advertising Channels.
I'pavmamuxa: JlonoJHUTEbHbIE NPUAATOYHBbIE NMPeEIJIOKEeHHUS, BBEJACHHbIC COIO30M «if»
niau «whether».
Heﬂb: CDOpMI/IpOBaHI/Ie KOMMYHHUKATHUBHBIX KOMHeTeHHHﬁ, OBJIAJCHUEC JIEKCUKOH U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT J0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66J'IeHI/I}I JICKCHUKH, (I)OHCTI/IKI/I " I'paMMAaTHUKN
YMETbL: 4YuTaTh, MNCPECBOAUTL M IICPECKA3bIBAThL TCEKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ u yqe6H0171 JIUTCPATYpPhbl; OCYHICCTBJIATL KOMMYHHUKAIIUIO Ha
HHOCTPaHHOM A3BIKC
AKTYaJIbHOCTD Te€MbI: 00YCIOBIIEHAa HEOOXOAMMOCTHIO oBiaaeHus Y K-4.

TeopeTuyeckas 4acTh:

Other forms of advertising that have value in public relations programs are outdoor, transit
panels, posters, sponsored books, T-shirts and buttons, and hot lines and toll-free telephone
numbers. Direct mail is also a valuable channel.

Outdoor

Most outdoor advertising employs paper sheets pasted on a wooden or metal background.
The 24-sheet poster is standard, but there are also painted bulletins, which use no paper. Outdoor
advertising reaches large audiences in brief exposures. Accordingly, advertising for this medium
must be eyecatching
and use few words. Ten words is a rule-of-thumb limit for outdoor copy. When design and copy
are approved, the individual sheets of paper that will make up the whole advertisement are
printed and then pasted to the background.



Location is vital in this medium — and prices are based on the traffic that is exposed to the
site. Occasionally, nonprofit organizations can obtain free or heavily discounted usage of
outdoor space that is temporarily unsold. Displays are usually scheduled in monthly units, and
occasionally there are gaps in the schedules, so it may pay to keep in touch with local outdoor
companies.

Transit Panels

This category includes both the small posters placed in subway and commuter rail stations
and the cards used in buses and rail cars. Both types of transit advertising require eye-catching
graphics, but the copy can be longer than for outdoor posters. The person waiting for a train or
holding a strap or a bar on a bus or rail car has some time to absorb a message. Cards in transit
vehicles often carry coupons or treat-off notes allowing readers to ask for more information or
respond to some sort of offer.

Vocabulary
value — 1ieHHOCTh, 3HAYUMOCTb, [IeHA
outdoor — HapyKHBIii, BHEIIIHU, HA OTKPBHITOM BO3yXe
transit panel — pexaMHBIM AT B TOPOACKOM TPAHCIIOPTE, METPO,
AIIEKTPONOE3/1e
poster — adwumia, rakar, mocrep
sponsored book — 3akazanHasi, cyOcUIMpOBaHHAs KHUATA
T-shirt — Tennucka, ¢yrbonka (MArkas, JerkKo TAHYLIASCSA, OOBIYHO
XJION4aToOyMa)kHasA, ¢ KOPOTKUMHU pyKaBaMu, O€3 BOPOTHHKA)
button — myrosuiia
hot line — «ropsiyas» TenepoHHas TUHUS
toll-free — GecnolIMHHEIA, OecIaTHbII
valuable — niennsIit, moe3nwIi
employ — 371. IpUMEHATH, UCTTOIB30BATh
sheet — nmuct Oymaru
paste — mpukienBarTh
wooden — nepeBsIHHBIIH
background — don; 3amHuit MIaH
24-sheet poster — 24-1ucTOBOI MIaKaT
standard — crannapt, Hopma
reach — IOCTUTaTh, TOOUTHCA; 31. OXBATLIBAThH
€XpOosure — SKCIIOHUPOBAHUE, KOHTAKT (C peKIIaMOii)
accordingly — cooTBETCTBEHHO; TaKUM 00pa3oM
eye-catching — npusnekaromuii, Opocaroriuiics B riasa
rule-of-thumb — npuGnu3uTenbHLINA; TPydO TOBOPSI
vital — cyiecTBeHHBIH, HACYIIIHBIH
medium — cpena; cpeacTBO MacCOBOM HHGOPMAITUU
nonprofit — HekoMmepueckuit
heavily discounted — ¢ 60bII0# CKHAKOM; HAMHOTO HHUYKE HOMHHAIb-HOW CTOUMOCTH
occasionally — nHora, Bpemsi OT BpeMeHH; CITy4aifHO
temporarily — BpemenHO
schedule — rpaduk, minan, pacnucanue (n.); HaMe4arth, INIAHKPOBATH (V.)
gap — mpobei, Operib, UHTEPBaJI, IPOMEXKYTOK
keep in touch with — moxnepxuBath cBA3b €
subway — (amep.) MeTpo; moa3eMKa
commuter rail station — mpuropoHas cTaHIUs KeTE3HOH JOPOTH
card — 6usiet (B TOPOJICKOM HITH MPUTOPOJTHOM TPAHCIIOPTE)
graphic — rpaduka (pexknamnas), opopmIICHHE
strap — pemensb (B TpaHCTIOpPTE)
bar — mopy4ens (B Tpancnopre)



absorb — moryomare, BIUTHIBATE; 3/1. YCHETh POYUTATh U MIOHATH

message — cooO1eHne

vehicle — Tpancnopt; cpejcTBa nepeiBUKECHNS, MallIMHA

COUPON — KYIOH, CPEACTBO CEMJI3 MPOMOYILH, IPEIBIABICHHE KOTOPOTO
rapaHTUpyeT MOIYYEHHE ONPEACIICHHBIX JIbIOT (OrOBOPEHHAs CKUAKA)
treat-off note — oTprIBHOE MpHITIOKEHHE K PEKIIAMHOMY OOBSBIICHHIO,
3aII0JIHUB U OTOCJIaB KOTOPOE B aJIpeC PEeKIaMOIaTelsl IOKYIIaTeNb 3asBIIsACT
0 CBOEM JKEJIaHUU NPHUOOPECTH pEeKIaMHUpPyeMblid TOBap JTUOO MpeabsIBUTEINb
KOTOPOTIO I10JIy4aeT OTOBOPEHHYIO CKUKY IIPH IIOKYIIKE TOBApa

offer — npeanokenue

respond — orBevath

BO]’[pOC]:.I U 3aJaHUA:
1) Find the English equivalents in the text. Use them in sentences of your own:
TUCTBI  Oymaru; 24-TUCTOBOM IUTaKaT; Hapy)KHas peKiIaMa; TEeKCT Ui HapyXHOH
PCKIIaMbl; TOAACPKAHUE CBA3U C K.-JI. MOXET OKYHHUTBHCA; HNPHUTIO-POAHBIC KCJIC3HOAOPOKHBIC
CTaHILIMU; OTPHIBHBIE MPHIIOKEHHSI K PEKIAMHOMY OOBSBICHUIO.

2) Find the words in the text which describe or mean the following:

1. to regularly travel by train or car between one’s work in a town and one’s home in the country
or suburbs —

existing, happening, or used outside, not inside a building —

the pattern or color on top of which smth. has been drawn, printed, etc. —

the way that smth. has been planned and made, including its appearance, how it works, etc. —
to uncover or show smth. that is usually covered or not able to be seen —

to officially accept a plan, a proposal, etc. —

to plan that smth. will happen at a particular time —

Noakown

3) Translate the following words into Russian. Use them in sentences of your own:
outdoor advertising; outdoor copy; outdoor site; outdoor space; outdoor companies; outdoor
poster.

4) Match the words. Use them in sentences of your own:
a) direct, tear-off, eye-catching, outdoor, nonprofit, transit.
b) graphics, advertising, organizations, mail, vehicles, notes.

5) Match the words which are close in their meaning:
a) temporarily, occasionally, outdoor, profitable, to absorb, to approve.
b) in the open, to authorize, commercial, to take in, briefly, irregularly.

6) Match the words having the opposite meaning:
a) temporarily, occasionally, outdoor, profitable, to absorb, to approve.
b) disadvantageous, to disperse, permanently, to reject, constantly, inside.

7) Complete the following sentences from the text and translate them into Russian.
1. Most outdoor advertising employs paper sheets pasted on

2. Outdoor advertising reaches large in brief exposure.

3. Tenwords is a limit for outdoor copy.

4. Location is vital in this and prices are based on the traffic that is exposed to the
site.

5. Both types of transit advertising require, but the copy can be longer than for

outdoor posters.



6. mail is also a valuable channel.
8) Translate in writing the paragraph from the text concerning transit panels.

9) Explain the following:

Location is vital in this medium — and price are based on the traffic that is exposed to the site.
Both types of transit advertising require eye-catching graphics, but the copy can be longer than
for outdoor posters.

10) Answer the questions:

What are other forms of advertising?

What is a standard outdoor advertisement?

What is the procedure for this type of advertising?

How can nonprofit organizations obtain usage of outdoor space?
What do cards in transit vehicles often carry?

arONE

11) Sum up the contents of the text in one or two sentences.

12) Develop the following statement from the text in no more than 100 words.
Most outdoor advertising employs paper sheets pasted on a wooden or metal background.

13) Render the following text in English.

Hapyxcnan pexnama

Hapyxnas peknama (anra. outdoor advertising) — MeauakaHan, KOTOPBIH JOHOCHT
peKIIaMHbIe 00paIeHUs 0 TOTyJaTeIeld Ipy MOMOIIM OTIeYaTaHHBIX THIIOTpa(CcKuM criocobom
MJTaKaTOB, PUCOBAHHBIX IIIMUTOB UM CBETOBBIX Ta0JI0, YCTaHABIMBAEMBIX B MecTax HauOolee
OKUBJICHHOTO YJIMYHOTO JIBHKEHHSI, @ TAK)KE BJIOJIb IIIOCCEHHBIX U JKEJIE3HBIX JIOPOT.

OCHOBHBIMH HOCHUTENSIMH Hapy»XHOW peKJaMbl CIeAyeT Ha3BaTh pPEKIAMHBIC IIUTHI
(anrm. billboard), BeiBeckn Ha ocTaHOBKax (aHT. bus shelter), sneKTpOHHO-MEXaHHYECKUE TITUTHI
C TEepPUOIUYECKH CMEHSIOIUMUCA H300pakeHHsAMH (QHTJ. prismavision), CBETOBble KopoOa
(anrm. city light), ceeToBbie KOpoOa Ha omope (anri. city light on pole), crarmonapHeie maHHO Ha
3MaHUAX — OpaHIMayspbl, MPOCTPAHCTBEHHbIE KOHCTPYKIMH (HAampUMep, OrPOMHbBIE
o0beMHbIe MakeThl: ynakoBku 1uieHku Kodak, 6yteuiku Coca-Cola, mauku cu-raper Marlboro u
T. I1.), TPAaHCHIAPAHTHI-PACTSKKHU (aHTI. banner), «0erymas cTpoka» u ap.

PexnaMHBI KOHTaKT AOCTHTAeTCs BO BpPEeMs TEPENBIKECHHS IO TOPOJCKHM yIUIAM |
aBTOCTpaZaM M IOATOMY SIBJISIETCS OYEHb KpPAaTKUM IO BpeMeHHU. B cBsizu ¢ 3TuM oOparieHue
JOJDKHO OBITh JIAKOHMYHBIM, TEKCTBI — KpPaTKUMH, a HU300paKeHHe — MPHUBICKAIONIIM
HEMpPOU3BOJIbHOE BHUMAHUE U BBIPA3UTEIbHBIM 110 (OpMe.

[IpeumyinecTBaMu  HapyXKHOM  pEKJIaMbl  SBISIIOTCA: IIMPOKUH  OXBaT ayAUTOPHH,
YaCTOTHOCTh, THUOKOCTb, OTHOCHUTEIBHO HEBBICOKAas CTOMMOCTh OJIHOTO KOHTAaKTa U
JIOJITOBPEMEHHOCTD BO3JICUCTBUS HA AyJUTOPHIO.

Hapyxnas peknama Hapsay ¢ IpeuMyIIecTBaMH UMeeT M HenocTtaTku. K HuM HeoOxoaumo
OTHECTH OOJIBIINE CPOKH, HEOOXOIMMBIE Ha TIPOBE/ICHIE KaMITAHUHU C UCTIOIh30BAHNEM JaHHOTO
menuakanana. [log BiausHHeM aTMoc(epHBIX SBICHHUN (JI0KIb, MOPO3, BETep M T. I.) PE3KO
CHIDKAETCS Ka4eCTBO
u300pakeHust Ha muTax. Hocurenn HapykHOU pexiiaMbl TPeOYIOT MOCTOSHHOTO KOHTPOJIS HaJ
UX COCTOSHHEM. Pekimamojarento, OCYyIIECTBISIONEMY OOIMICHAIIMOHAIBHYIO KaMIIaHHUIO,
IPOKOHTPOJIMPOBATH 3TU MOMEHTHI MPAKTHUECKU HEBO3MOKHO.



IIpakTnueckoe 3ansaTue Ne 18.
Ilpakmuka peuu: Posters.
I'pammamuxa: Coueranus «a little, a fewy.
HBJIL: (DopMI/IpOBaHI/IC KOMMYHHKAaTHBHBIX KOMHGTCHL{I/II\/'I, OBJIaICHUEC JIEKCUKOH U FpaMMaTHKOﬁ
B pe3yJabTaTe 0CBOCHUE TEMbI CTYACHT H0JKECH
3HaTh: 0a30BbIC HOPMBI YITOTPEOJIECHUS JEKCUKH, POHETUKU U TPAaMMaTHKU
YMETh: 4YuTaTh, HNCPCBOAWTL UM IICPCCKA3bIBATH TCKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCII0JIb30BaHHNEM cnpaBquoﬁ n yqe6H0171 JUTEPATYpPhI; OCYHICCTBIIATH KOMMYHHKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJI€HA HEOOXOAMMOCThIO OBasieHus Y K-4.

TeopeaneCRaﬂ YacThb.

Posters are used in a variety of setting to create awareness and remind people of something.
Many companies use posters on bulletin boards to remind employees about basic company
policies and safety precautions.

A good example is the Nissan Motor Company’s poster campaign to remind employees at
various U.S. offices to buckle up when driving. Nissan used a series of posters with a
lighthearted touch, using famous artwork and personalities. One poster draped a seat belt over a
stock movie photo of Sherlock Holmes with the caption, “It’s Elementary, Buckle Up Now”.

Government agencies often use posters as part of public information campaign about
preventing AIDS, getting flu shots, or having pets neutered. The government of New Zealand
used an extensive poster campaign to warn returning citizens from abroad about the dangers of
bringing fruit and other
banned products into the island nation. The large poster, in full color, carried the headline
“Lethal Weapon” and showed a collage of banned food products in the shape of a machine gun.
The copy below the picture was simple and brief:

Don’t Bring One Home

The everyday items you bring back from overseas could contain pests and diseases with a
more lethal effect than any weapon:

Devastating our economy.

Destroying our environment.

Just ask you travel agent for a brochure on what you can and can’t bring back. And if you’re
in doubt, leave it behind.

Museum exhibits and art shows lend themselves to poster treatments. The poster, often a
piece of art itself, can promote attendance and can also be sold as a souvenir of the show.

Posters can also be used as mailers to business prospects and key opinion leaders. The
American Management Association regularly sends posters to businesses promoting its services
and conferences; they are mailed in the hope that the recipients will display them on bulletin
boards so that additional people are informed.

To be effective, a poster must be attractively designed and have strong visual elements. It
should be relatively large, convey only one basic idea, and use only a few words to relate basic
information. A poster is a small billboard.

Posters, if done properly, can be expensive to design and produce. Therefore, you need to
assess how the posters will be used and displayed. Costs can be controlled, often by buying
ready-to-use posters from printers and having the organization’s name or logo printed to them.
Local chapters of national organizations, such as the American Cancer Society, also get posters
from the national organization that can be easily localized.

Notes
The American Management Association — AwmepukaHckas AccolManus MEHEIKMEHTA.
Ocnosana B 1923 r. IlITa6-kBaptupa B r. Heio- Hopxke.
Vocabulary
poster — adura, makar, mocTep
variety — pasHooOpasue



setting — okpy KeHue; OKpyKaroas 00CTaHOBKa

create — co3naBaTth

awareness — 0co3HaHHe, OCBEJJOMIICHHOCTb, 3HAHUE
remind smb. of smth. — HamoMHUTE KOMY-J1. O YEM-J1.
bulletin board — nocka oObsiBICHMI

employee — ciyxamruii

precaution — npegocTepeKeHNE; MPEIOCTOPOKHOCTh
buckle up — mpucrernyTs peMHH

lighthearted — 6e33a060THBIH, Becenblit, OeCIIeUHbIH
drape — npanupoBaTh; HAKUHYTh (YTO-JI. CBEPXY)

stock movie photo — kaap u3 ¢punsma

caption — moanuck (o pororpaducii); THTP

campaign — KaMIaHusi, MEPOIIPHUSATHE

prevent AIDS — nomemiats pacnpoctpanenuto CITN/Ia
get flu shots — moxy4uTh JI€KapCTBO OT TPHIINA B BUIC HHBCKIIMU
have pets neutered — xkacTpupoBaTh, CTEPUIM30BATh JOMAITHUX KH-BOTHBIX
lethal — eTanbHbIi, CMEpTENBHBIN

collage — kommax

banned — 3anperieHHbI#

item — mpeamer

overseas — coaepkaTb

pests — mapa3uThl, BpEAUTEIH

disease — 6one3Hb

devastate — omycromiats, pa3opsTh

destroy — yHu4TOXaThH

environment — okpy»aroras cpesia

be in doubt — comHeBaThcs

exhibits — skcrmoHaThI

art shows — BeicTaBKa, MOKa3bl MPOU3BEICHUI HCKYCCTBA
treatment — moaxox, oOpaboTka

promote — cmocoOCTBOBATH

attendance — mocermieHue, MoOCEAEMOCTb, MMyOIHKa
mailers — pexiiaMHO-MH(DOPMALIMOHHBIE MATEPHAJIBI, PACCHUIAEMBIE O TI0UTE
recipient — mony4arens

display — BbICTaBISITh, TOKA3bIBATH

attractively — npupiekatenapHO

visual — HarIsIHbIA, BUAUMBINA, 3PUTEITbHBIN

CONvey — repeaaBaTh

relatively — otHocuTensHO

relate — u3marath, nepenaBarhb

properly — kak Haj0; TODKHBIM 00pa30M; Kak CieayeTr
asSess — OIECHHUTh

ready-t0-USe — TOTOBBI K yIOTPEOICHHIO

logo — norotun; GpupMeHHbIH 3HAK

localize — orpanuunTh pacnpocTpaHeHUE; JTOKAIN30BATh

Coueranusn «a little, a few»

Coueranue a little o3nauaeT HeMHOT0 1 yHOTpeOIIseTCs B QYHKIIMU OTPEACICHUS TTePe/T
HEHCUYHUCIIIEMBIMH UMEHAMH CYIIIECTBUTEIILHBIMHU, a TAK)KE B KA4eCTBE 00CTOSTEIHCTBA MEPBI U
CTEIEHH ITOCJIE IJIaroyioB:

I have a little free time to-day. VY MeHs €CThb HEMHOTI'0 CBOOOIHOTO BPEMEHH CETOTHS.
He reads English a little. OH HEMHOTI'0 YUTAET M0-aHTJTUHCKH.



Coueranue a few o3HayaeT HEMHOT0, HECKOJIBKO M YIOTPEOISCTCS TOJIBKO B (PYHKIIUU
OTIpeNIeNIeHUs TIepe/l UCUNCIIIEMbIMA IMEHAMH CYIIIECTBUTEIHHBIMHU:
My friend has a few pictures of this beautiful city. ¥  moero  gpyra ectb  HeCKOJbKO
dororpaduii ITOro MPEeKpacHoOro ropoa.
Cpasnume:
He had little free time last week, he couldn’t come to see us. v HEro OBLIO MaJIo
CBOOOHOTO BPEMEHH Ha MIPOIIION HeJelie, OH He MOT HABECTUTh Hac.
He has a little free time to-day and will cometo seeus. Y Hero ectb HeMHOro cBOOOIHOTO
BPEMEHH CETOJHS, K OH HABECTUT Hac.
He reads little, that’s why he knows few English words. On mMaJio unuTacr, M03TOMy OH 3HAET
MaJjioO aHIVIMMCKHX CIIOB.
He knows French a little andcan translate this letter. On 3HaeT HeMHOro GpaHIly3CKHii SI3BIK H
MOJKET TIEPEBECTH ITO MUCHMO.

Last month we learned few English words:only ten. B mporiom Mecsiiie Mbl  BbIYYHIIH
MAaJI0 AaHTVINHCKHUX CJIOB: TOJILKO JCCATH.

He learned a few English words,and now he can read telegrams from foreign firms. On
BBIy4HII

HEMHOI'0 aHTJIUMCKUX CJIOB U TCIICPb MOXKCT YUTATh TCICPpAMMbBI OT HHOCTPAHHBIX (I)I/IpM

Bomnpocs! u 3axanns:
1) Find the English equivalents in the text. Use them in sentences of your own:
OCHOBHas IIOJIMTHKA KOMIIaHHUH, IMPUCTCTHYTDH PEMHU; OCTPOBHOC Trocy1apCTBO;
MOJIHOLBETHBIN; IOMECTUTD 3ar0JIOBOK; aBTOPUTET, JIMICP MHEHHU; TOTOBBIN K YIOTPEOICHHUIO.

2) Find the words in the text which describe or mean the following:

1. alarge printed notice, picture, etc., used to advertise smth. or as a decoration —

2. athin book giving information or advertising smth. —

3. an occasion when a lot of similar things are brought together in one place so that people can
come and look at them —

4. aboard on the wall that you put information or pictures on —

5. alarge sing used for advertising —

6. words printed above or below the picture in a book or newspaper or on a television screen to
explain what the picture is showing —

7. a small design or way of writing a name that is the official sign of a company or organization

3) Translate the following words into Russian. Use them in sentences of your own:
to get flu shots; to prevent AIDS; to have pets neutered; collage of banned fruit products; in the
shape of; to promote attendance; to have strong visual elements; lethal weapon.

4) Match the words. Use them in sentences of your own:
a) machine, opinion, ready-to-use, local, variety of, seat, public, relatively.
b) campaign, posters, settings, belt, chapters, gun, leader, large.

5) Translate the following sentences into Russian.

1. That cocktail looks lethal.

2. Lara plans to study overseas.

3. Many historians were stunned by the book’s inaccurate treatment of the
event.

4. Miss Morton gets an employee discount at Carson’s.

5. A campaign against the death penalty was waged in the country.

6. Attendance at Central park was down last year.



Complete the following sentences from the text and translate them into Russian.
Posters are used in a variety of settings to create ...
.. as mailers to business prospects and key opinion leaders.
Museum exhibits and art shows lend themselves to ...
To be effective, a poster ... and have strong visual elements.
Posters, if done properly, can be expensive to ...
The poster, often a piece of art itself, can promote attendance and ...

o N A W — O

7) Match the words which are close in the meaning:
a) island, to promote, recipient, to display, attractively, properly.
b) receiver, to exhibit, appealingly, isle, competently, to encourage.

8) Match the words having the opposite meaning:
a) island, to promote, recipient, to display, attractively, properly.
b) to prevent, unacceptably, repulsively, sender, to conceal, mainland.

9) Write questions to the following answer.

1. ? Many companies use posters on bulletin boards to remind employees about basic
company policies and safety precautions.

2. ? Government agencies often use posters as part of public information campaigns
about preventing AIDS, getting flu shots, or having pets neutered.

3. ? The poster, often a piece of art itself, can promote attendance and can also be
sold as a souvenir of the show.

4. ? Posters can also be used as mailers to business prospects and key opinion
leaders.

5. ? A poster should be relatively large, convey only one basic idea, and use only a
few words to relate basic information.

6. ? Costs can be controlled, often by buying ready-to-use posters from printers and

having the organization’s name or logo printed on them.

10) Explain the following.

1. Museum exhibits and art shows lend themselves to poster treatment.

2. To be effective, a poster must be attractively designed and have strong visual elements.
3. Posters, if done properly, can be expensive to design and produce.

11) Sum up the text. Write down one sentence.

12) Render the following text in English.

Cnozan

OCHOBHOW PEKJIaMHOTO OOpallleHHs] Yallle BCEro CIYKHUT CJIOraH («cjIoraH» — I3JIbCKOE
CJI0BO, 0003HavaroIee “00eBoi Kiu4”’). Y aauyHble CIOTaHbl CTAHOBSTCS «KPBLIATBIMU (hpazamu»
U HAUYMHAIOT CaMOCTOSATENbHYIO >XU3Hb. CJIOraH MOXKET OTpaxaThb LEeTU U HamnpaBiIeHUS
JesTeIbHOCTH GpUupMBI, pritocopuio ee Ou3Heca, KaueCTBO €€ TOBAPOB, MPUHIUIBI OTHOILIEHHS C
KIIMEHTYpOH, yyacTue (GUpMbl B OOLIECTBEHHON KU3HU U T. 1.

ITo ¢popme — 3TO KpaTKas 3amoMHHAOWasCH (pas3a, H3IN0KEHHAs
IpsIMO, THOCKA3aTeNIbHO UITN a0CTPAaKTHO.

OCHOBHBIMU 33/1a4aMHM CJIOTaHA SIBJISIOTCS:
* TpUBIICUYCHHEC BHUMAHHS MTOTPEOUTENS;
* (hopMHUpOBaHME U 3aKPEIUICHUE TIO3UTHBHOTO UIMU/KA (PUPMBI;
* CO3/laHUE Y3HAaBaEMOCTH (PUPMBI;
* CHOCOOCTBOBAaHHUE 3aIlIOMHUHAHUIO TOPTOBOM MapKH.



OtnenbHble  cioranbl  (upmMa MOXKET TNPUMEHATH HECKOJIBKO CJIOraHOB) MOTYT

HCIIOJIb30BAThHCS OTJEIBbHBIMHU PEKJIAMHBIMUA KAMITAHUAMU (DUPMBI U SBJISATHCS UX JIEBHU30M.
Croran 10KeH ObITh:

10 BO3MOXKHOCTHU KPaTKUM;

COOTBETCTBYIOIIUM UMUIKY (PUPMBI;

OPUTHHAIILHBIM U 3aIIOMHHAIOIIUMCS;

10 BO3MOXXHOCTHU C FOMOPOM;

paccuMTaHHBIM Ha JAJUTEIBHOE UCIIOIb30BAHUE;

IIOMEIAEMBIM, KaK IPAaBUJIO, B OTHOM U TOM K€ MECTE MAKETa PA3INYHBIX

PEKJIaMHBIX COOOIICHHUIA;

7. BBINIOJHEH B OJJHOM TpapuueckoM CTHUIIE.

MoxHo 51 00OWTHCH B pekiame 0e3 cioraHa? MoskHo. Yacto pexiiaMHOe COOOIIeHue
COCTOUT TOJBKO M3 MH(OPMAIIMOHHOTO OJIOKa M CHpPaBOUYHBIX cBeaeHH. Ho mMeHHO cioran
JTAeT BO3MOXKHOCTD BBIPA3UTh UJICI0 PEKIAMHON KaMIaHUU, KOTOpas AOJDKHA acCOLMHUPOBATHCA
C TOBapOM WJIM Ha3BaHUEM (QHUPMBI. TBOpUECKHE HAXOAKH B O0JACTH CO3JIAHHS CIIOTAHOB TasiT
B ceOe BBICOKMIT moTeHIral 3 (HEeKTUBHOTO BO3JICHCTBHS HA TOTPEOUTEIIS.

SN S

IIpakTHyeckoe 3ansaTue Ne 19.
Ipaxmuxa peuu: Sponsored Books.
I'pavmamuxa: CTpagaTeabHBbIH 32J10T.
Heanb: ®opMHupoOBaHNE KOMMYHUKATUBHBIX KOMIIETEHIIMHI, OBJIaJICHUE JIEKCUKOW U TPAMMATHKON
B pe3ybTaTe OCBOCHHUE TEMBI CTYACHT N0J/IZKCH
3HaTh: 0a30BbIE HOPMBI YIOTPEOICHNUS JIEKCUKH, OHETHKH U TPAMMAaTHK!
YMETh: 4YuTaThb, IMNCPEBOAUTL W MNEPECKa3biBaTb TEKCTBI Ha HWHOCTPAHHOM A3BIKE C
UCTIOJI30BAaHUEM CIIPABOYHOM W y4eOHOW JHMTEpaTyphl; OCYIIECTBIATH KOMMYHHUKAIMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJILHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBasieHus Y K-4.

Teoperuyeckas 4acTh:

Sponsored books may be written by anyone on your organization’s staff. They may also be
put together by freelance writers. If you should become involved in engaging such a writer, be
sure that you read some of his or her work. One large national corporation once hired a famous
writer to put together
a biography of the founder. It was so bad that extensive rewriting had to be done by a member of
the company’s staff.

A sponsored book can be published by the organization. In fact, most such books are
produced in this way. It is simply a matter of hiring a printer to print and bind the necessary
number of copies.

If the book is of such importance that is should be produced by an established book
publisher, the usual procedure is to guarantee the purchase of a sufficient number of books to
give the publisher a profit. After the sponsor buys the guaranteed number, the publisher is free to
market the book through
its regular channels.

From Three Cents a Week is the official history of the Prudential Life Insurance Company,
and The Truth About Energy was written by the staff of the Mobil Oil Corporation.

Books that relate directly to a company’s product are also often underwritten by the
company. General Mills has long been producing Betty Crocker cookbooks for Random House.

Corporate histories are often commissioned as part of an anniversary celebration. How to
books can be published whenever there is a potential audience. Some may actually produce a net
return for the publishers. In many cases, however, such books are planned for free distribution
only, accordingly,
the entire cost must be included in the budget as an item of expense.



Notes

The Prudential (Life) Insurance Company — oaHa W3 KPYIMHEHIINX CTPaXOBBIX KOMITAHUIN
CIIA, ocuoBana B 1875 r. «llpynenunut (nmaiid) wmuimypanc kommanum». The Mobil Oil
Corporation — Heprexumuueckas kommanus «MoOW», BIaJeeT CEThIO 3alPaBOYHBIX CTAHIIUH.
General Mills — komnianus Mo MPOU3BOACTBY M NiepepabOTKe MUIIEBBIX MPOAYKTOB «J[KeHepai
Mumicy, Biajeer ceTblo TOCTHHHMII M pectopaHoB. Betty Crocker packaged food ——
nonydabpukaret u KoHieHTpatel «bertnn Kpokep». Random House — uw3marensckuii gom
«P3H70MY, OZTHA U3 KPYITHEHIIIUX B MUPE M3/1aTEIIbCKUX KOMITAHHH.

Vocabulary

Sponsor — crioHcop, GUHAHCHCT, MJIATEIBINUK, 3aKa34MK (N.); OPraHU30BbIBATH, MOJICPIKUBATD,
cyocuaupoBaTth (Vv.)
be on the staff — GbITH MITATHEIM COTPYTHUKOM
freelance — BHeIITaTHBIN (COTPYTHHK)
put together — cocTaBiaTh, KOMIUIHPOBATH
hire — Hanumarp, Opath Ha paboTy
engage — naBath pabOTy, HAHUMATh
Writer — mucareb, TEKCTOBHK
founder — yupeauTenb, OCHOBOIOIOKHHUK, OCHOBATEITh
extensive — JUTUTEIbHBIN, TPOCTPAHHBIN, OOIIUPHBIN
bind — nepererars; CKpEIIATH
be of importance — umeTh 3HauCHME
established book publisher — aBropuTeTHBIN KHUTOH3AATENb
purchase — nmokymka
sufficient — mocratounslit
market — nmpoiaBaTh
underwrite — rapaHTHpPOBaTh, CTPAXOBaTh, MOJIEPKHUBATH, MOITBEPIKIATH
relate to smth. — otHOCHTBCS K YeMy-I1.
corporate — KopropaTHUBHBbIH, 00IIHIA
corporate history — uctopus Gpupmbl
COMMISSioN — mopy4arh, 3aKOHTPAKTOBATh, TaBaTh 3aKa3 (XyI0KHHKY)
anniversary celebration — npa3zaHoBaHMe rOAOBIINHBI; FOOWIICH
how-to book — mpakTuyeckoe pykOBOJACTBO; y4eOHO-HHCTPYKTHBHAS
KHUTA
a net (cash) return — yrictoe (IeHEKHOE) MOCTYIUICHUE
free — OecrutaTHbIi
distribution — pactipoctpaHenue, pacnpenencHue
accordingly — cooTBETCTBEHHO; TaKUM 00pa3oM
entire — moJsIHbIHA, LENbIi
an item of expense — cTatbsi pacxo0B

CrpanarenbHbIi 327107

B anrimiickom si3bIke TJIAaroJibl MOTYT UMETh JIBa 3ajiora: deiicmeumenvuuiil (the Active
Voice) u cmpaoamenvuwiii (the Passive Voice).

['maron B JeHCTBUTENBHOM 3ajJ0re IOKAa3bIBa€T, YTO JIEWUCTBUE BBIOJIHSIETCH,
COBEPIIIAETCS JIUIIOM WJIH TIPEIMETOM, 0003HAUYEHHBIM TI0IJICKATIIHM.

I'maron, B cTpagaTelbHOM 3ajiore MOKA3bIBAET, YTO JIMIIO WM MPEIMET, 0003HAUCHHBIH
MOJ/JIeXKAINM, WCIBITHIBAET BO3JICUCTBUE WJIM HAXOJWTCS B OINPEACICHHOM COCTOSIHUU B
pe3ynbTaTe Kakoro-To BO3JAeHCTBHs. DYHKIUU CTPAATENIbHOTO 3aJI0Ta B AHTJIMHCKOM SI3BIKE
ropas3zio MIMpPe, YeM B PYCCKOM A3BIKE.

1. O6pa3oBaHue cTpagaTebHOro 3ajnora. CtpagaTenbHbIi 3a10r 00pa3yercs B aHIIIMICKOM
S3bIKE C MOMOIIBI0 BCIOMOTraTeabHOro riaroia to be m ¢opmer npuyactust I cmbicioBoro
rJarojia. To MOKHO MPEACTaBUTH (HOPMYIION:



to be + Participle 11
®opwma npuyactus Il HMKOraa He U3MEHsAETCs, a MoKa3aTeyIeM JIMIa, YUCIa U BPEMEHHU
SIBIIIETCSI BCIIOMOTaTeabHbIH riraron to be.
I'aaroa to show B crpaaaTebHoOM 3aj0re Bpemen rpynnbl Indefinite,

1 numo ell. YKciia HAaCTOSIICTO BPEMECHU am
3 nuro ell. YKcCyIa HACTOSIIET0 BPEMEHHU is
MH. YHMCJIO HACTOSIIECr0 BpEMCHA are
eJl. YKCJIO MPOLICNICTO BPEMEHH was shown
MH. YHCJIO OPOIICAIICTO BPEMCHA were
1 numo OyayIero BpeMeHH shall be
Jpyrue Juia Oyayniero BpeMeH! will be

OtpunatenbHas (Gopma  CTpaJaTeNbHOrO  3ajora  o0pa3yeTcs M[pH  MTOMOIIA
OTPHIIATEIBHON YaCTHIBI NOt, KOTOPAsk CTABUTCS MOCIIE MIEPBOTO BCIOMOTaTEIbHOTO [JIAroJa:
I am not shown MHe He 0Ka3bIBalOT
He is not shown Emy He moka3bIBaroT
We are not shown  Ham He moka3biBaroT
She was not shown Eii He moka3biBanu (He moka3aim)
They were not shown MM He noka3biBay (HE MOKa3aiin)
I shall not be shown Mpue He mokaxyT
It will not be shown Ewmy (pebetky) He mokaxyT
BompocurenbHas ¢opma cTpasaTenbHOr0 3ajiora 00pa3yercsi MOCTaHOBKOH INEpPBOIro
BCIIOMOT'aTEIILHOTO IJIarojia mepejt Mo JIe/KaIuM:

Am | shown? MHe noka3sIBarT?
Is he shown? Emy mokasbiBarot?
Are we shown? Hawm noka3siBaroT?

Was she shown? Eit moka3zbiBanmu?

Were they shown? wm noka3sbiBaiu?

Shall I be shown?  Mue nokaxyt?

Will it be shown?  Emy (pebGenky) mokaxyT?

Ynorpediaenne CcTpagaTeabHOro 3ajora. B aHMMHCKOM s3bIKe BCEe OOBEKTHBIC
[JIArojibl MOTYT YIOTPEONATHCS B CTPAJaTEIbHOM 3aJiore, TOrJa Kak B PYCCKOM SI3bIKE B
CTpaJaTelbHOM 3aJI0T€ MOTYT YHOTpPEOJSATHCS TOJBKO INEPEeXOAHBbIE TNIaroisl. B aHrmmiickom
SI3BIKE YMOTPEOJICHHE CTPAJaTeNILHOTO 3ajJ0ra ropaso IUpe, YeM B PYCCKOM SI3bIKE, TaK Kak
KaTeropuss OOBEKTHBIX TIJIAroJioB (MPUHUMAIONIMX JF000€ JOMOJHEHHWE) 3HAYUTENBHO IIHpe
KaTerOpHUHU TIEPEXO/IHBIX TIIaroioB (MPUHUMAIOIIMX TOJIBKO MPSIMOE JOTOIHEHHE — JIOTIOJTHCHUE
B BUHUTEILHOM Majiexe 0e3 mpeiora).

[Moanexaiee MpeIoKEHHS B CTPAIATEIbHOM 3aJI0Te B PYCCKOM SI3bIKE SIBJISIETCS] BCET/1a
IPSIMBIM, HETIOCPEICTBEHHBIM OOBEKTOM JEHCTBHS, T.€. 10 3HAYEHUIO COOTBETCTBYET MPSIMOMY
JIOTIOJTHEHHIO MIPE/IJIOKEHUS B JICHCTBUTEIILHOM 3aJI0Te.

[Moanexainee MpeyIoKEHUS B CTPAAATEIEHOM 3aJI0T€ B aHTIIMHCKOM SI3BIKE MOYKET TaKKe
0003Ha4yaTh MPSIMOM HEMOCPEACTBEHHBIN 00BEKT IEHCTBUS, HAIPUMED:

Houses are built very quickly now. /loma ceiiuac cTposiTest O4eHb OBICTPO.
This house was built last year. DTOT 10M OBLJI MOCTPOEH B IMPOIILIOM TOTY.

Bonpocs! u 3aganus:
1) Find the English equivalents in the text. Use them in sentences of your own:
COTPYAHUK Hamei OopraHu3anuu, BHEINTATHBIN ITHCATEIIb (TCKCTOBI/IK); HaIucaThb 6HOFpa(bI/IIO
YUpE€AUTECIIA, HanedaTaTb M ICPCIICCTH, UMCTb 3HAYCHUE, JOCTATOYHOC KOJIMYECTBO KHMUI,
uctopuss GUPMBI; FOOUIICH; MpaKTHYE-CKOE PYKOBOJCTBO; YUCTOE IMOCTYIUICHHUE.

2) Find the words in the text which describe or mean the following:



the people who work for an organization, especially a school or business —

doing work for companies without being employed by a particular company —

a big company or a group of companies acting together as a single organization —
as much as needed for a particular purpose; enough —

to make it certain that smth. will happen —

a date on which smth. special or important happened in a previous year —
belonging or relating to a corporation —

NoakownpE

3) Translate the following words into Russian. Use them in sentences of your own:

to become involved in engaging; to do extensive rewriting; a sponsored book; the necessary
number of copies; an established book publisher; a sufficient number of books; regular channels;
a potential audience.

4) Match the words which are close in their meaning:
a) famous, extensive, entire, corporate, quaranteed, to hire, regular.
b) secured, ordinary, distinguished, to engage, widespread, collective, whole.

5) Match the words having the opposite meaning:
a) famous, extensive, entire, corporate, quaranteed, to hire, regular.
b) to dismiss, uncertain, unusual, partial, unknown, individual, limited.

6) Match the words. Give as many variants as possible. Use them in sentences of your own:
a) guaranteed, necessary, sufficient, anniversary, free, potential, sponsored.
b) celebration, distribution, purchase, audience, books, number, market.

7) Insert prepositions where necessary (on; for; to; after; through; by; in).

1. Books that relate directly a company’s product are also often underwritten the

company.

2. the sponsor buys the guaranteed number, the publisher is free to market the book
its regular channels.

3. many cases such books are planned free distribution only.

4. How-to books can be published whenever there is a potential audience.

5. Sponsored books may be written anyone your organization’s staff.

8) Complete the sentences with the following words:
budget; staff; commissioned; hiring; return.
1. Corporate histories are often as part of an anniversary celebration.
2. Itis simply a matter of a printer to print and bind the necessary number of books.
3. Sponsored books may be written by anyone on your organization’s
4. Some may actually produce a net for the publisher.
5. The entire cost must be included in the as an item of expense.

9) Agree or disagree with the following statements:

1. After the sponsor buys the guaranteed number of books, the publisher is fee
to market the book through its regular channels.

2. Some how-to books may actually produce a net return for the publisher.

3. If you should become involved in engaging a freelance witer, be sure that
you read some of his or her work.

10) Develop the following statement in writing. Use no more than 50 words.
Sponsored books may also be put together by freelance writers.



11) Explain the grammatical structure of the sentences.

1. ... extensive rewriting had to be done ...

2. If you should be involved in engaging such a writer ...

3. It is sinply a matter of hiring a printer ...

Write down 6 sentences of your own with the same structures.

12) Make up 5 questions about the text.
13) Sum up the text, write down one sentence.

14) Render the following text in English.

ToBapnass Mapka B  CTPYKType  pEKJIAMHOTO  COOOIIEHUS  BBINOJHSET POJib
OIIO3HAaBATCJIbHOI'O 3HAaKa, OHA MO3BOJIACT BBIACIUTL TOBAP U3 pAda CMY HOI[O6HBIX, CBA3bIBATH B
CO3HAHUH MOTPEOUTENS PEKIIAMUPYEMBIi TOBAp U €ro MPOU3BOIUTEIS.

CoBpeMEHHAsE  TOBapHO-3HAKOBash IMPAKTHKA ONEPUPYET  CIEAYIOIIUMH OCHOBHBIMHU
MOHSITHSIMH.

Tosapnas mapxka — 3TO UM, 3HaK, CHMBOJ WJIU HMX COYCTAHHS, NPETHA3HAYCHHBIC JUIS
uACHTU(DHUKAIIMK TOBAapOB M YCIYr OJHOTO MpOJaBla WU
TPYII IPOAaBLUOB U AU PEepeHINAUN UX OT TOBAPOB U YCIYT KOHKYPEHTOB.

Mapounoe nassanue — 4aCTh MapKH, KOTOpPasi MOXKET ObITh MPOU3HECEHA.

Mapounwiii 3nax (3mbrema) — 4actb MapKd, KOTOPYIO MOXKHO OIO3HATh, HO HEBO3MOXHO
MIPOU3HECTH.

Topeoswiti 0Opaz — 310 IepcoOHU(PUIIPOBAHHAS TOBAPHASI MapKa.

Tosapuwiii 3nax (3HaK 0OCAYIHCUBAHUS) — 3APETUCTPUPOBAHHBIC B YCTAHOBICHHOM IOPSIIKE
0003Ha4YeHUsI, CAyXalllke JUIsl OTIMYEHUS TOBAPOB M YCIYT OJHUX MPEANPUATHI OT TOBApOB U
YCIyr APYTUX Opeanpustuil. Perucrpamms TOBapHOTO 3HAaKa B YCTAaHOBJIEHHOM 3aKOHOM
nopsiike  00ecreYrBaeT BIACIBIY HMCKIIOUMTEIPHOE TPAaBO HAa €ro HCIoyb3oBaHue. Dakr
pPErucTpali TOBAPHOTO 3HAKa YAOCTOBEPSETCS MOMEIIEHHEM PsiioM ¢ HUM OykBbl R B kpyre:
®.

Cy11ecTBYIOT ClIeyIOIINEe BUbI TOBAPHBIX MapOK:

1. mapka npou3BouTeNs (0OIICHAIIMOHAIbHAS MapKa),
2. Mapka nocpenHuka (Mapka TUCTpUOBIOTOpA WM JUIIEPa);
3. Mapka ToBapa.

[IpucyTcTBHE Mapku B pPEKIaMHOM COOOIIEHHWH OOJerdaeT OIMO3HAaBaHME  TOBapa,
MMPOU3BOAUTCIIA HJin npoaaB1a, CIIYXKUT onpeneneHHoﬁ rapaHTHeﬁ KadyecTBa
pPEKIaMHPYEeMOT0 TOBapa; MO3BOJISET MOJIYYHTh OOIIECTBEHHOE MpHU3HAHHE U CHOPMUPOBATH
MO3UTHUBHLIN UMUK,

[Ipn pa3paboTke TOBapHOW MAapKHU YYHUTHIBAIOTCS CJICAYIONIME TMPEIbsIBISIEMblE K HEH
0COOEHHOCTH:

1) acconmMaTWBHOCTh, JIOTMUYECKash CBsSI3b MapKd W UMHIKAa CyOBeKTa, KOTOPOMY OHa
CITYXKHT;

2) OpUTHHAIBHOCTH, HOBU3HA UJIEH, CTIOCOOHOCTh OTINYATHCS OT CYIIECTBYIOIINX MapoK;

3) JJAKOHUYHOCTD, IMTPOCTOTA, BEIPA3UTCIbHOCTD, JICTKAsd 3allIOMUHACMOCTD,

4) BO3MOXHOCTH Pa3HOOOPA3HOTO MPHUMEHEHHUs, M3TOTOBJICHUS W3 PA3TMYHBIX MAaTEpPHAJIOB,
pean3anus Ha TUIOCKOCTH, B POCTPAHCTBE, UCTIOIL30BaHUS B PA3IMIHBIX MacIITadax;

5) HEeM3MEHHOCTh, MPUCTIOCOOIIIEMOCTh, JOITOBEYHOCTh, COBPEMEHHOCTH;

6) coOmrofieHne BCeX OTPaHUYHMTENIBHBIX TPEOOBaHMI, CONEPIKAIMMUXCA B 3aKOHOJATEIHCTBE U
MEXIYHAPOJHBIX IOTOBOPAX;

7) BCTETHYHOCTb.



IIpakTnueckoe 3ansaTue Ne 20.
Ipaxmuxa peuu: T-Shirts or “Walking Ads”.
I'pammamuxa: CnenuajibHbie BOIPOCHI B KOCBEHHOI peyun.
Iean: PopMupoBaHHe KOMMYHHKATHBHBIX KOMIICTCHIINI, OBJIA/ICHUE JIEKCHKON U TPAMMAaTHKON
B pe3yibTaTe 0CBO€HHE TEMbI CTY/IEHT JI0JI:KeH
3HATh: 0a30BBIC HOPMBI YIIOTPEOIICHUS JIEKCUKH, (POHETHKH M IPAMMATHKH
yMeTh. YHTaTh, [EPCBOJAWUTh K IEPECKa3blBATh TEKCThI HA HMHOCTPAHHOM SI3BIKE C
UCIIOJIb30BAHMEM CIPABOYHON W yd4eOHOM JIMTEPaTyphl; OCYIIECTBIATH KOMMYHHKAIIMIO Ha
UHOCTPAHHOM SI3BIKE
AKTYaJIbHOCTh TeMbI: 00YCIIOBIICHA HEOOXOAMMOCTRIO OBNageHus YK-4,

TeopeTuyeckasi 4acTh:

T-shirts have been described as “walking billboards”, and some people, including
sociologists, lament the fact that people are so materialistic that they willingly become walking
ads for products, service, and social or political issues. Why people do this remains unresolved,
but the fact is that they do spend their own money to advertise things with they may or may not
have any direct
connection.

Because so many people are willing to serve as billboards, you may find an opportunity to
use this medium, which is particularly convenient for causes such as environmental protection.
Often such groups make sizable income from the sale of T-shirts.

Corporations don’t usually sell T-shirts, but they do distribute them to attendees at
conferences, sales meeting, picnics, and other events. In these situations, the T-shirts contribute
to a feeling of belonging to a team.

Almost every town and city in America has at least one shop where you can order T-shirts.
You can specify just about anything your mind suggests -slogans, corporate logos, symbols, and
so on. The process is simple and fast, and the costs are low. At some time, almost any
organization may find T- shirts ads useful.

Vocabulary
billboard — pexaaMubIii Ut
lament — nmevanuTeCs, coXkKaleTh
willingly — oxoTHo
issue — mpobJiemMa, BOIpoc
remain unresolved — ocTaBaTbcsi HepelICHHBIM
be willing to do smth. — xoTets uTO-11. cAETATH
opportunity — BO3MOKHOCTb, IIAHC
particularly — ocoberno
convenient — y00HbIH, TOIXOSIIAIN
cause — nerno
environment protection — oxpaHa OKpyXaroluid CpeJIbl
sizable — GosbImO#, IOPsSIIOYHOTO pa3Mepa
make incomes — nmosy4ath JOXOIbI
corporation — koprmoparius, 00I1ecTBO, 00beTUHEHNE
distribute — pacnpocrpansTh
attendee — mpuUCyTCTBYIOIIHU, YIaCTHUK
contribute to smth. — BHocuTh BKJ1a1 BO 4TO-J1.; CIOCOOCTBOBATH, COCHCTBOBATH YeMY-JI.
specify — TouHO onpeneNnsTh; CreHUalbHO YIIOMUHATD
mind — ym
slogan — neBu3, cimoran
corporate 10go — ¢pupMeHHBIH JIOTOTHIT
symbol — cumBo
fast — GwICTpBII



CrnenuaJjibHbIe BONIPOCHI B KOCBEHHOM pe4d BBOJATCS B KOCBEHHOW pEUM I1arojom to
ask u peacTaBISAIOT 000 JOMOTHUTEIbHBIE TPUIATOUYHBIC TPEUIOKEHUS, COSTUHEHHBIE C
[JIaBHBIM MPEI0KEHUEM COIO3HBIMH MECTOMMEHHUSIMU U HAPEUUSIMU:
He asked me where | came from. On cipocuit MeHs1, OTKY/1a sl POZOM.
He asked us what we should do Ou cipocuit Hac, uto mbl Oyzaewm if we didn't get  tickets.
JIeJ1aTh, €CJIU HE JOCTAaHEM  OWJIETOB.
Ecnu rnaron to ask cTouT B npoie/inieM BpeMeHH, PUMEHSIFOTCS paBuia
COIJIACOBaHUS BPEMEH.
Bonpocsl u 3aganus:
1) Find the English equivalents in the text. Use them in sentences of your own:
XoJlif4yasi pekiiaMa; JIeJI0 B TOM, UYTO; MPSAMOE OTHOIICHUE; CIYKUTh PEKIaMOM; 3alluTa
OKpYXKAIOIIeH Cpeapl; IMOJy4aTh OOJBIIOW JIOXOA; YYaCTHHKU KOH(EPEHIUU; TOPTOBBIC
COBEILIAHUS; YYBCTBO MPUHAJICKHOCTH; MO KpaliHel mepe.

2) Find the words in the text which describe or mean the following:

1. alarge sing used for advertising —

2. to express disappointment about smth. you think is unsatisfactory or unfair —

3. caring only about money and possessions rather than things relating to the mind and soul,
such as art or religion —

4. smth. concerning or relating to smth. —

5. fairly large —

6. a group of people who have been chosen to work together to do a particular job —

7. to be a member of a group or organization —

3) Translate the following sentences into Russian.

1. Yellow fever contributed to his early death at 19.

2. All attendees at the meeting should give their names to the coordinator.

3. Is Friday convenient for you?

4. The company is moving its corporate headquarters from St. Louis to Atlanta.
5. The Red Cross is distributing food and clothing to the refugees.

6. He didn’t specify what surgery was required.

4) Match the words:
a) T-shirts, walking, corporate, to make, to remain, environmental.
b) logos, unresolved, protection, billboards, advertisements, incomes.

5) Match the words which are close in their meaning:
a) including, to lament, to distribute, to attend, willingly, convenient.
b) to spread, readily, involving, helpful, to be present, to mourn.

6) Match the words having the opposite meaning:
a) including, to lament, to distribute, to attend, willingly, convenient.
b) to celebrate, to be absent, reluctantly, unuseful, neglecting, to collect.

7) Insert prepositions or adverbs if necessary (of; at; from; in; with; as; to).

1. some time, almost any organization may find T-shirt ads useful.

2. In these situations, the T-shirts contribute a feeling of belonging a team.

3. Often such groups make sizable income the sale T-shirts.

4. T-shirts have been described “walking billboards”.

5. Almost every town and city America has least one shop where you can

order T-shirts.



6. The fact is that people do spend their own money to advertise things which
they may or may not have any direct connection.

8) Explain the grammatical structure of the sentences.

1. The fact is that they do spend their own money to advertising things.
2. ... but they do distribute them to attendees at conferences ...

Write down 5 sentences of your own with the same structure.

9) Write questions to the following answers.

1. ? Sociologists lament the fact that people are so materialistic.

2. ? It is particularly convenient for causes such as environmental protection.

3. ? Corporations distribute T-shirts to attendees at conferences, sales meetings, picnics.
4. ? You can specify just about anything your mind suggests — slogan, corporate logos,

symbols, and so on.

10) Explain how T-shirts can be used as billboards.
11) Sum up the text. Write down one sentence.

12) Translate in writing the first paragraph from the text.

13) Render the following text in English.

Tosapnuwiii 3nakx

@upMeHHBbIM CTUIb (MMHUIDK) CKJIAQIbIBAETCS W3 MHOTMX KOMIIOHEHTOB, TIJIaBHBIM U3
KOTOpPBIX siBisieTcs ToBapHbIM 3HaK (T3). CMbICT TOBapHOTO 3HAKA MPEXKIE BCETO B TOM, YTOObI
HE MyTaTh OJHY GupMy ¢ Apyroil. ToBapHBIi 3HaK OTIUYAETCS COJIEPKATEIbHON U €MKOH, OUeHb
JAaKOHUYHOM (opMoii, obmeno-ctynHoi g Bocrpustus. Kaxapiii T3 3aperucrpupoBaH u
IOPUAMYECKHU 3alIUILEH.

ToBapHble 3HaKM MOTYT ObITh B BHJAE OYKB, YHCEN, CJIOB, PHUCYHKOB, M300pa’karolux
peanbHble OOBEKTHl MM MX TI€OMETpHUYECKHe aOCTpaKLUH, a TAKXKE COCTOSATh U3 KOMOMHAIHMMA
Ha3BaHHBIX JIEMEHTOB. ToBapHbIE 3HAKU MOSIBUIINCH enle B KoHle XIX Beka.

Jlororun

Jlorotun (JIT) — 310 «bupMeHHas» MOANUCH MpeanpusaTusi. JIoroTun MOXeT ObITh
IIOJIHBIM, COKpAIlEHHbIM MWJIM JaK€ BbIAYMaHHBIM cJ0BOM. MIMeHHO cioBom! A mortomy
HeJb35 BEPUTH TEM, KTO BCe «(pUpMEHHOE» Ha3bIBaeT JOTOTUIIOM.

ToBapHBIif 3HaK U JOTOTHI MHOT/IA TMOJHOCTBIO coBNazaaiT, nHoraa JIT ObiBaeT cocTaBHOM
ygacTteio T3. Bmecte ¢ Tem 310 pasubie Benu. JIT moxer «Opath» Ha ceds 1eaukoM ponb T3, HO
T3 B BUzie 6€CCIIOBECHOTO PUCYHKA HE MOYKET UMEHOBATHCS JIOTOTUTIOM.

T3 u JIT BMecTe ¥ 110 OTAEIBHOCTH MOSIBIISIIOTCS KaK MapKUpPOBKA CaMOT0 TOBApa WIIA €ro
ynakoBkU. OHU HCIIONB3YIOTCA TAaKKe B JIEIOBOM JIOKYMEHTAllMU, HAa (PUPMEHHBIX KOHBEpTax,
OlaHKax, BH3UTHBIX KapTouykax M J000M TmedaTHOM NpPOAYKIMH, BBITYCKaeMOM HX
COOCTBEHHUKOM JIs pekyiambl. Jlorotun 3ammuiiex cratbeit 8 Ilapmkckoil KOHBEHIIMH MO0 OXpaHe
MPOMBIIIJIEHHONH COOCTBEHHOCTH.

dupMeHHbIH 010K

T3 u JIT Bmecte coctaBnsaoT pupmMeHHbIN 070K (DB), B KOTOPHIN JOMOIHUTENHFHO BXOMAST
pasnuyHble ToscHeHHs. 3purenbHas corinacoBaHHocTh T3 u JIT npocto HeoOxoauma. pudr
s JIT cnenmuansHO pa3pabaThiBaeTCsl XYAOKHUKOM WM TOIOUPACTCS W3  WMEIOIIUXCS
MpUGTOB, YTO TO3BOJISET YCUIUTH Brieyarienue ot 13 u JIT.



IIpakTnueckoe 3ansaTue Ne 21.
IIpaxmuxa peuu.: Buttons and Stickers.
I'pavmamuxa: llpomenmee u Oyayuiee spems rpynnsl Continuous.
HBJIL: (DOpMI/IpOBaHI/Ie KOMMYHHKAaTHBHBIX KOMHGTCHHHP'I, OBJIaICHUEC JIEKCUKOH U FpaMMaTHKOﬁ
B pe3yJabTaTe 0CBOCHUE TEMbI CTYACHT H0JKECH
3HaTh: 0a30BbIC HOPMBI YITOTPEOJIECHUS JEKCUKH, POHETUKU U TPAaMMaTHKU
YMETh: 4YuTaTh, HNCPCBOAWTL UM IICPCCKA3bIBATH TCKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCII0JIb30BaHHNEM cnpaBquoﬁ n yqe6H0171 JUTEPATYpPhI; OCYHICCTBIIATH KOMMYHHKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJI€HA HEOOXOAMMOCThIO OBasieHus Y K-4.

TeopeaneCRaﬂ YacThb.

Akin to T-shirts are buttons. They are widely used in political campaigns and at special
events. They are also useful in fund-raising, when they are distributed to people who make
donations. In San Francisco one year, money was raised for the ballet by selling SOB (“Save Our
Ballet”) buttons to pedestrians in the downtown area.

Buttons in general have a short life span. They are worn by convention delegates for a few
days or by sales representatives during a trade show. Outside of these areas, people don’t
generally wear buttons unless they are highly committed to a particular cause.

Buttons call for some creative thinking in terms of expressing your message in one or two
words. Advertising specialty firms can make buttons for you. The most expensive part is making
the original plate or die; after that, buttons in bulk cost only pennies apiece to produce.

They don’t walk but they do roll — bumper stickers. This once ubiquitous medium is still
used to some extent. Most late-model cars have bumpers that are faced with rubber; neither this
surface nor that of the car’s body is a good place to attach a sticker. There are, however, a few
places available on some cars, and there are some opportunities for the placement of stickers. As
with posters, the prescription is brevity. Five or six words is about right.

Notes
Neither this surface nor that of the car’s body — Hu 3Ta MOBEpXHOCTH, HU MMOBEPXHOCTH KOpITyca
MAalInHBEBI.
Vocabulary

akin to smth. — cpoiHu yeMy-J1.; OJM3KUIA K YeMy-JI., TOX0XKUH Ha YTO-II.

button — myroBuiia, KHOIKa, 3HAYOK (aMm.)

fund-raising — c6op noxxepTBOBaHuU# B M0OJIB3Y GoHIA

make donations — BHOCUTH MOKePTBOBAHUSI

raise money — cooupars JAeHbI'H, J00BIBATH ICHBIU

ballet — Ganer; ciekrakib

pedestrian — mpoxosxuii

downtown (am.) — ieHTp ropoja, ae0Bas YacTh TOPoIa

Span — mepuo1 BpEMEHH; KOPOTKHUI MMPOMEKYTOK BPEMEHH

convention — coOpanue, che3]], COBEIaHue, BCTpeya

outside — 3a npenenamu

be committed to smth. — GbITH CBs3aHHBIM C YEM-II.

call for smth. — Tpe6oBaTh 4.-71. IPU3BIBATH K YEMYy-JI.

in terms of — ¢ Touku 3peHus

specialty — crieruanbHbINH aCCOPTUMEHT

plate — macTuHka, KiHIIe

die (pl. dice) — mramm, matpuia

in bulk — maBamom, onrTom; B 0011l Macce

apiece — MOIITYYHO, 32 IITYKY

bumper — 6amnep (y MammHbI)

sticker — aTuKeTKa, HaKJIEHKa, CTUKEP

ubiquitous — Be3aecymuii, MOBCEMECTHBIN



face with — orgensiBaTh, 00INUIIOBEIBATE

rubber — pe3una

attach — npukpenuTh, TPUKICUTD

available — nocTymublii, UMerOIIHIiCS B HATHYUN
prescription — 371. coBeT; IpeANUCcaHue

brevity — kpaTkocTh

1. Ipomeamee Bpems rpymnbl Continuous obpasyercs U3 Hporeanei GopMbl riaroa
to be u nmpuuactus I cmbicioBoro riarona — was (were) + ing:

At seven o’clock I was writing a letter. B cemb 4acoB s muca MucsMO.

What were you doing yesterday at five? Yto BbI I€J1aJIM BUEPA B ISATH?

2. IIpomenmiee Bpems rpymmsl Continuous ymorpebiasiercs:

1) s BbIpaskeHUs AEUCTBUSA, IPOUCXOAMBILEIO B ONPEIEICHHBII MOMEHT B IIPOLIOM.
OTOT MOMEHT MOXET OBITh SICEH U3 KOHTEKCTa WU BBIPAXKEH:

a) TOYHBIM YKa3aHHEM BpPEMEHU (4acoM) —
I was waiting for you at ten o’clock yesterday. Why didn’t you come? 4 skmaa Bac B 10 yacos
Buepa. [louemy BbI He mpHUILLIU?

0) ApyruM JelcTBHEM, BBIPRKEHHBIM TIJIaroJIOM B MPOLICAIIEM BpPEMEHU TPYIIIIBI
Indefinite —
| was preparing my lessons when my friend came in. 51 roToBWJ ypoKH, KOrjaa BoLIe
MO IpyT.
What were you doing when Pavlov came to see you?  Yto BBl Jejajd, KoOraa K BaMm
npues [lasaos?

I[Ipuwmeganwue. [pomenmee Bpems rpymmsl CoNtinUOUS mepeBOANTCS HA PYCCKHA
A3BIK IJ1aroJioM HeCOBEPIIEHHOr0 BU/A.

1. Byaymee Bpemsi rpynnel Continuous oGpa3syercst npu momom Tiarona to be B
Oynyriem BpeMeHH u npudactus | cmeicioBoro riarona Will/shall be + ing:

I shall be listening to a lecture at this time tomorrow. 3aBTpa B 3TO BpeMs s Oyay CJaymiaTh
JIEKLHIO.
What will you be doing at eight tomorrow? Yto TbI Oyzerb enarh 3aBTpa B BOCEMb 4acoB?

2. bynymee Bpemsi rpymmbel CONntinuUOUS ymoTpeOnsieTcsi Uit BBIPaXKCHUs JCHCTBUS,
KoTOpoe OyneT coBepliaTrbes, OyleT HaXOAWTbCS B MPOIECCE Pa3BUTUSA B OIPE/EICHHbBIN
MOMEHT B Oy/JylieM. 9TOT MOMEHT MOKET OBITh SICEH U3 KOHTEKCTA MIIU BBIPAXKEH:

1) TounsIM yka3zaHueM BpeMeHH (4aca) B Oyayuiem —

I shall be preparing my lessons at eight o’clock tomorrow. S Oymy TrOTOBUTBH YpPOKH
3aBTpa B BOCEMb YaCOB.

2) [Jpyrum pneiictBueM B OyaylieM, BbIpQKEHHBIM IJ1arojiOM B HACTOSIIEM BpPEMEHHU
rpymmbsl Indefinite B mpumaTouHoM npeiokeHH BpEMEHU HITH YCITOBUS —

When you come to see me, | shall be pre paring my lessons. Koraa tel npuaems ko
MHe, 1 0yay
TOTOBUTH YPOKH.

Bomnpocel u 3a1aHus:
1) Find the English equivalents in the text. Use them in sentences of your own:
C60p HO)KepTBOBaHI/Iﬁ B TIOJIB3Y (I)OH,Z[a; BHOCHUTL TIOKCPTBOBAHHA, B HeHTpaJ'IL-HofI qacTu
ropojla; KOPOTKHA TEPHOJ] BPEMEHH; TOPrOBbIE MPEICTABUTENMN; CHEIUATN3UPOBAHHASL
BBICTaBKa, ACJICTaTbl HAa COBCIIAHUH, (1)I/IpMBI MO0 HM3ro-TOBJICHHUIO CICHHUAJIBHOI'O0 PCEKIIAMHOTO
ACCOPTUMCHTA, OOJIBIIMHCTBO MAIINH ITIOCIICTHUX Moneneﬁ.

2) Find the words in the text which describe or mean the following:
1. very similar to smth. —



2. what you earn by working and use in order to buy things usually in the form of coins or
pieces of paper with their value printed on them —

a small metal or plastic pin with a message or picture on it —

able to be used or bought or found easily —

existing or happening first; not copied from smth. else —

to collect money, support, etc. so that you can use it to help people —

a small piece of paper or plastic with a picture or writing on it that you can stick on to smth. —
an event that is held to collect money for a specific purpose such as a charity or political party

N kW

) Translate the following sentences into Russian:
Oranges are twenty sents apiece.

The die is cast.

The issue will be voted on at the annual convention.
| have to go downtown later.

Is it profitable to buy goods in bulk?

GRWNP®

4) Match the words. Use them in sentences of your own:
a) political, to make, downtown, to raise, bumper, creative.
b) stickers, money, donations, thinking, areas, campaign.

5) Match the words which are close in their meaning:
a) special, generally, available, to distribute, expensive, to attach.
b) convenient, to spread, costly, to fix, distinguished, commonly.

6) Match the words having the opposite meaning:
a) special, generally, available, to distribute, expensive, to attach.
b) cheap, common, to remove, extraordinarily, unobtainable, to collect.

7) Insert preposition or adverbs (to; in; by; at; for; about; during).

1. Buttons call ------ some creative thinking ------- terms of expressing your
message in one or two words.
2. They are worn convention delegates a few days or
sales representatives a trade show.
3. Akin T-shirts are buttons.
4. They are widely used political campaign and special events.
5. Five or six words is right.
8) Complete the following sentences from the text and translate them into Russian.
1. Advertising special firms can make for you.
2. Buttons in general have a short span.
3. They don’t walk but they do roll .
4. They are also used in , When they are distributed to people who make
5. As with , the prescription is brevity.

9) Explain the following grammatical structure of the sentences.
1. They are widely used in political campaigns ...

2. They are distributed to people ..

3. They are worn by convention delegates

Write down 5 sentences of your own with the same structure.



10) Make up 5 questions about the text.

11) Explain the following:
1. As with posters, the prescriptions are brevity.
2. They don’t walk but they do roll bumper stickers.

12) Sum up the text. Write down one or two sentences.
13) Translate the last paragraph in writing.

14) Render the following text in English.

/lpy2ue cpeocmea pexknamot

Pexnama na mpancnopme sBIsieTCS BBICOKOA((PEKTHBHBIM CPEICTBOM BO3ICHCTBUS Ha
MaccoBbI€ ayAUTOPHUH, KOI/la HM30UpPATENbHOCTh HE MIPaeT 3HAUUTENBbHOM posu. Beiaenstorcs
TaKHUE€ TUIIbl €€ OCHOBHBIX HOCUTEJIEH:

* BHYTPHUCAJIOHHBIE PEKJIAMHBIC IUIAHIIETHI;
* HapyXHas pekjlama Ha TpaHcropte (moMelaeTcss Ha 00pTax TPaHCHIOPT-HBIX CPE/ICTB);
* CTAallMOHApHAsl peKjlama, pa3MelleHHas Ha CTaHIMIX MEeTpPO, BOK3ajlax,
OCTAHOBKAaX M T. 1.
OCHOBHBIMH XapaKTEPUCTUKAMU PEKJIaMbl HA TPAHCIIOPTE SIBIISIOTCS:
* IIMPOKHUH OXBAT;
* MOOWJIBHOCTD (€CIHM PEKIaMHBIN IIUT )KECTKO «IPUBSA3aH» K OTHOMY Me-CTY, TO U300pakeHHe,
HAaHECEHHOE Ha OOpPT TPaHCIOPTHOI'O CPEACTBA, LE-JIbIM JIEHb «IIyTELIECTBYET» 10 TOPOAY);
* BBICOKMI YpOBEHb BO3JEHCTBUSA (Maccakup, €AyLUi 10 MECTa Ha3HAUYEHUS
OoJee moryvaca, HEBOJIBHO IMPOUTET BCE PEKIIaMHBIC OOBSBICHHS B CAJIOHE
TPaHCIOPTA).

Cysenupnas pexnama WCTONb3YETCs JJI OXBaTa 3apaHee HAMEUEHHOH aylIuTOpUU IIyTeM
OecruilaTHOW  pa3fjaud  CyBEHUPOB  0e3  Kakux-1M0o  00s13a-TENbCTB €O CTOPOHBI
nonyvatomiero. CyBeHUpBI TpU 3TOM CIY)KaT 3HAKaMU pacIOJIOKEHUS peKiIaMmoiaTens K
NOTEHIMAJIBHOMY IOKYNATEeN0 U HAllOMU-HAIOT eMy 00 OTHpaBUTEE.

BoiensitoT Tpy OCHOBHbBIE KATETOPUU PEKIAMHBIX CYBEHHPOB:

1) kanenaapy (HaCTEHHbIE M KapMaHHBbIE);

2) uzngenus ¢ Haaneyarkol (KapaHIallM, pY4KH, JUHEHKH, OJOKHOTHI, Mamnku, OpesoKw,
HeNeIbHUIIbI, 3aKUTANKH U T. 11.);

3) nenoBble MOJApKH WJIM TMOAAPKHU ISl OTBETCTBEHHBIX PAOOTHUKOB (KEHChI, HACTOJIbHBIC
Tese)oHbl, ON3HEC MANKHU U T. I1.).

Ecnu nepBble 1Ba BUAAa CyBEHUPHOM PEKJIAMbl pPacCUMTaHbl Ha LIMPO-KYIO AyAUTOPHIO, TO
NOCHAEIHUM TpefHa3HaueH Ui M30paHHBIX JIMI, 3aHUMA-IOIUX JOCTAaTOYHO BBICOKOE
MOJIO’KEeHUE B (pUpMe — ajipecaTe peKIaMHOIro 00-palleH s, U Bpy4aeTcsl JINYHO.

B nocnegnee Bpems IIMPOKOE pacHpOCTPAHEHUE KaK HOCHUTENb Pe-KJIaMbl MOIYYMIN U
L[BETHbIE HAKJIEWKH (CTUKepbI). Ecu ypoBeHb UCIOIHE-HUS BBICOK C TOUKH 3PEHHS 3CTETUKH U
TEXHOJIOTUH, TO €CTh BEPOSITHOCTH TOTO, YTO CaM MOTEHIMAJIbHBIN NOTpeOUTEIh HAHECET ee Ha
cBoe pabodee Me-CTO (KOMIBIOTED, CTOJI, CTEHY U T. 11.), aBTOMOOMIIb, BXOJHYIO JIBEPH H T. .

IIpakTHyeckoe 3ansaTHEe Ne 22,
Ilpaxmuxa peuu: Hot Lines and Toll Free Numbers.
I'pammamuxa: Tlpocbba U NpuKa3aHue B KOCBEHHOW peym.
Heab: @opMupoBaHre KOMMYHUKAaTUBHBIX KOMIIETEHIIUH, OBJIa/ICHNE JIEKCUKOM U IPaMMaTUKOMI
B pe3ysibTaTe ocBoeHUEe TeMbI CTYAEHT [10JI7KeH
3HaTh: 0a30BbIC HOPMBI YIIOTPEOICHUS JIEKCUKU, (OHETUKH U TPAMMAaTHKU



yMeTb: 4WTaTh, INE€PEBOJUTh U IMEpPECKa3blBaTh TEKCThl HA HHOCTPAHHOM SI3BIKE C
WCIIOJIb30BAHUEM CIPABOYHON W y4eOHOHM JHMTEepaTyphl; OCYIICCTBISITh KOMMYHHUKAITUIO Ha
WHOCTPAHHOM SI3bIKE

AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHA HEOOXOAMMOCThIO OBaieHus Y K-4.

TeopeTuyeckasi 4acTh:

A number of businesses, charitable organizations, and trade groups have set up hot lines
and toll free numbers that let the public contact them directly. Usually the purpose is to help
people request information or ask questions.

Here are some examples:

» The American Plastics Council will gladly send you a brochure describing how plastics
make a contribution to the quality of our lives if you call its toll free number.

» The National Turkey Association establishes a turkey hot line every Thanksgiving to
advise anxious cooks on how to prepare the bird. The hot line receives thousands of calls every
year.

* Credit card companies like Visa and MasterCard have free numbers for cardholders to
inquire about the status of their accounts or to ask questions about billing.

» Companies that sell goods and services by telephone have toll free numbers for
consumers to order merchandise.

Other phone lines require that user pay a free for each call placed. The phone company
takes a service charge from this fee, and the remainder goes to the party being called. Charitable
organizations are increasingly using such numbers to reduce their fund raising costs.

Most organizations promote their use through advertising, direct mail, and media
publicity.

Notes

The American Plastics Council — Awmepukanckuii Komurer mo pacmpocTpaHEHHIO
WU3JIeTTU U3 MIaCTMAacCHI.

The National Turkey Association — HamuonansHas acconyanus AMEPHKH 10
BhIpamuBaHuio nHI0KOB (HarmmonanbHas accounanus «Hmerkay).

Thanksgiving Day — Jlenp brnaromapenus. HarpoHaabHBIA TNpa3aHUK, €XKETOTHO
ormeuaembii B CIIIA B derBepThiii dyerBepr HOsOps. [locesaiieH mepBoMy  ypokaro,
coOpanHOMy mwiurpumMamu u3 Ilnumyrckoir konoHuu B 1621 r. mocie rogoBoi 3uUMBI B
HosowMm Cgete. KosioHHCTHI BBIKUIIA BO MHOTOM O1arofapst OMOIIN HHICHUIICB.

VisaCard — kpequTHast kapTouka KoMrnaHuu «Bu3zay, 0JJHa U3 CaMbIX PaCIPOCTPAHEHHBIX
cpenu amepukaHIeB. BoiaeTcss 60IbITHHCTBOM OaHKOB.

MasterCard — «Macrepkapa». IlomymspHas B CIIIA KpeIWTHas KapToyka,
yUpexIeHHas TPYNIoil 6aHKOB. BXOAUT B MEXIYHAPOIHYIO CUCTEMY PacueTOB.

Vocabulary
hot line — ropsiuas nmuHMs
toll free — GecrunatHbIit (3BOHOK 1O TeneOHY)
request — mpocn0a, 3asBKa
make a contribution to smth. — BHOCHTE BKJ1a )1 BO 4TO-J1.; JTOIIOJIHSTE
YTO-JI.
quality — xkagecTBO
anxious — 03a004YCHHBII
cook — kyxapka, moBap
turkey — uneiika
cardholder — Bnagenen kaprouku
inquire — paccnpaiuBarb
account — cuer (B 6anKe)
billing — opopmitenne cueton



consumer — noTpeOUTENh

merchandise — ToBap, TOBapbI

require — Tpe6oBaThH

USer — moJIb30BaTeIb

fee — ruara, ronopap; B3HOC

place a call — 3aka3ath pasroBop 1o TeneoHy; MO3BOHUTH
86

charge — coop, miara

remainder — ocraTok

charitable — 61aroTBopuTeNbHbIIH

increasingly — Bce Oosbliie; Bee yaie

reduce — cokpaTtuth

fund raising costs — pacxojpl, uaynpe Ha cOOp MOXXEPTBOBAHUIA
B 0JIb3Y (OoHA

promote — coeiicTBOBATh

IIpock6a u mpukaszanue B KOCBEHHOI peun BBOAATCA ritaronamu to ask, to tell, to order
U TIEPEIA0TCs C TIOMOIIBI0 HHOHUHNUTHBA TJIarojia B yTBEPIUTEILHON WM OTPHUIATEIBLHON (Gopme
(to go, not to go). Eciu B ipsiMoii peun He yKa3zaHo, K KOMY oOpaliieHa npoch0a HIi MpUKa3aHue,
TO B KOCBEHHOH peUH CICIyeT 00sA3aTeNbHO MOOABUTh MECTOMMEHHE WM CYIIECTBHUTEIHHOE,
KOTOpOE BCer/a siCHO He KOHTEKCTA.

OH ckazan: «Yxoaute, noxaiayicray. - OH OIPOCUII €€ YIUTH.

Omna ckazana: «IIpekparute nrymersb». - OHa Beliesia MHE TPEKPATUTh [IYMETh.
CpaBnure:

She said: «Stop making that noise. » - She told me to stop making that noise.

[Tpumeuanue 1. O6paTuTe BHUMaHKUE Ha pa3InyKe B 3HAUEHUH CIIETYIOIUX MPeI0KEeHUI:

OH npocuit MeHst He TpuXxoAuTh B 5. (= [Ipenynpeau, 4ToObl 1 HE MPUXOAUI B 5.)

OH He nmpocui MeHs MPUXOAUTH B 5. (= 5 caM 3ax0Tel U MpHILEN. )
[Ipumeuyanue 2. B aHrjmiickoM s3blke ecTh Oojee ynorpeOuTenbHas ¢opma mepenadu
NpUKa3aHus B KOCBEHHOH peud, 0COOEHHO KOTjJa IJaroji, BBOSAIIMI NpUKa3aHUE, CTOUT B
HACTOSIIIEM BPEMEHU: ATO IJIAroJ to say, 3a KOTOPBIM CIIEAYEeT IPUAATOYHOE MPEUIOKEHHE.

He says: «Meet me at the station. » OH roBoput: «BcTpeTbTe MEHs Ha CTAaHIIUM.

He tells us to meet him at the station. - He says that we are to meet him at the station.

Bropas hopma Takxke 6osee oObIYHa TOT/1a, KOTAa MPUKA3aHHUE MEPEIAETCs Yepe3 TPEThe JTUI0:

He said that she was to leave at once. OnH cka3am, 4YTO OHa JOKHA yexaTh
HEMEJIJICHHO.

Bonpocs! u 3aganus:

1) Find the English equivalents in the text. Use them in sentences of your own:
BHOCHTH BKJaJ B; OJaroTBOPUTENbHbIE OpraHU3allid; KpEeAWTHAs Kap-TOYKa; 3aKaszaTb
TeneOHHBIN pa3roBOp; B3WMATh ILIATY 3a OOCITY)KHWBaHWE; OP-TAaHW30BAaTh TOPSUYIO JTUHUIO;
3aKa3aTh TOBAP; PACXOJIbI, UAYIIHE HAa COOpP MO-)KEPTBOBAHUH B MOIB3Yy (HoHAA.

2) Find the words in the text which describe or mean the following:

1. relating to money or gifts given to people who need help, or organizations that give this kind
of help —

2. the thing that an event, process, or activity is supposed to achieve —

3. goods that are produced to be sold, especially goods that are shown in a store for people to
buy —

4. very worried about smth. —

5. the part of smth. that is left after everything else is gone or has been dealt with —

6. more and more all the time —



7. an act of asking for smth. politely or formally —
8. smb. who has a credit card —

3) Translate the following sentences into Russian:

1. He was feeling anxious and depressed.

2. The rebel group’s actions have become increasingly violent.
3. They have made an urgent request for international aid.

4. Consumers will soon be paying higher bus fares.

5. Contributions to charities are tax deductible.

4) Match the words:
a) charitable, to ask, to make, hot, toll, to place.
b) a contribution, numbers, a call, organizations, free lines, questions.

5) Match the words which are close in their meaning:
a. charitable, to establish, to request, directly, commonly, anxious, to receive.
b. ordinarily, straight, to accep, to set up, to ask for, generous, eager.

6) Match the words having the opposite meaning:

a) charitable, to establish, to request, directly, commonly, anxious, to receive.

b) deviatingly, unusually, to reject, unwilling, to reply, mean, to destroy.

7) Complete the following sentences from the text. Translate them into Russian.
1) A number of businesses, charitable organizations, and trade groups have set up
that let the public contact them directly.

2) Usually the purpose is to help people request :

3) Other phone lines require that users for each call placed.

4) The phone company takes a service

5) Charitable organizations are increasingly using such numbers to reduce

6) The National Turkey Association establishes a turkey hot line every Thanksgiving to advise

8) Insert preposition if necessary (through; about; by; for; up; of).

1) Credit card companies have free numbers cardholders to inquire the

status of their accounts.

2) Most organizations promote their use advertising, direct mail, and media publicity.

3) Companies that sell goods and services telephone have toll free numbers
consumers to order merchandise.

4) The hot line receives thousands calls every year.

5) A number businesses, charitable organizations, and trade groups have set

hot lines and toll free numbers.

9) Explain the grammatical structure of the sentence.
Other phone lines require that users pay a fee...
Write down 5 sentences of your own with the same structure.

10) Answer the following questions:

1. Why have some organizations set up hot lines and toll free numbers?
2. Can you give examples of toll free numbers?

3. When does the telephone company take a service charge from the fee?
4. Why do charitable organizations use such numbers?

5. How do most organizations promote their use?



11) Sum up the text. Write down one sentence.

12) Render the following text in English.

Pexnama B cetn MIHTepHET CTaHOBHUTCS BCe OoJiee MOMYISIpHON Y pekiamozarteneid. Odopor
yCcIyr IO OpraHu3auuu jJoctyna B IHrepHer B Poccuu B mpouuioM rojy 1o HEKOTOPBIM
onieHkam npesbicui 50 MiH noi1. M mpogoikaer pactu. [IpuMepHO TakuMu Ke TEMIIaMU pacTyT
U pacxozsl Ha pekiamy B MaTepHere. Pexknamonarenei npexie BCero MOKeT IIPUBJICYb:

* OXBaT NOTEHIMAIBHON ayIUTOPUH;

* MYJIbTHUMEIUNHBIE BO3MOXHOCTU U TMIIEPCCBUIKH, MO3BOJISAIOLIUE TOCIE10-BaTENbHO, 1IAr 32
[1aroM BECTH NOTpPeOUTENsT MO CBOEW BHUPTYaJbHON AKCHO3UIMH, MPU TOM HYTO CTOMMOCTH
pekJiaMbl B ceTd MIHTepHeT nmopoii 3Ha-4uTeNbHO HUXKE, 4eM B oTAelbHbIX CMU;

* BO3MOXHOCTM MHTEPHET TEXHOJIOTMM IO3BOJSIOT  KaXIOMYy PEKIAMOJATEN0 Yy3HaTh
pEaIbHOE YUCIIO TIOCETUTEIIEN €r0 CTPAHUYKH.

CaMbIM TOMYJSIPHBIM ~ CIIOCOOOM ~ MpeACTaBlieHUsT pekiaambl B VHTepHeTe sBIsSETCS
coOctBeHHast crpanmna. Ho cama mo cebe maxe mnpodecCHOHAIBHO C/IETaHHas CTPaHUIA HE
MOJKET TapaHTUPOBATh MPHUBJICUYCHNE BHUMAHUS TMOTPEOUTENEH, €CTi OHAa pa3MelleHa He Ha
«pacKpy4yeHHOM» CEpBEpE.

HeoOxoaumo Bo Bcex pekiIaMHO HWH(OPMALMOHHBIX MaTepHalaxX MpearnpusTHs
00s13aTEIbHO YKa3bIBaTh aJpec CTpaHuIpl B MHTEepHETE M yamie OOHOBIATH MH(GOpPMAIHMIO Ha
HEH.

EcTp m npyroii BapuaHT pa3MeIEHUs pEKJIaMbl — B BUJE CBOETO poza
OoOBSIBICHUS B paMKe, KOTOpPOE HA3bIBAIOT OaHHEPOM, PpACIOJIOKHUTH €ro Ha MOIYJISPHOM
cepBepe, HalpuMep MOUCKOBOM.

Takum obOpazom, pekinamy B cetu MHTepHeT Hajgo paccMaTpuBaTh HE KaK  HEYTO
DK30THYECKOE WJIM BHPTYyaJlbHOE, a KaK OJHO W3 A(PQPEKTHBHBIX CPEICTB MPHUBICUYCHUS
notpeduTenei.

IIpakTnueckoe 3ansaTue Ne 23.
Ipaxmuxa pewu: Outdoor Advertising.
I'pammamuxa: IlpuaaTodHbie NPeII0KEHUA CASACTBHUS.
Heanb: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIETEHIINHI, OBIaJE€HUE JIEKCUKON U TPaMMaTUKOMN
B pe3yabTaTe OCBOCHHEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIE HOPMBI YIIOTPEOICHNS JEKCUKH, GOHETUKHU U IPaMMaTUKU
YMETh: YuTaThb, IMNCPEBOAUTL W MNEPECKA3bIBaThb TEKCTBI Ha HWHOCTPAHHOM A3BIKE C
UCIIOJIb30BaHUEM CIPAaBOYHOM M Y4YeOHOM JHUTEpaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHA HEOOXOAMMOCThIO oBasieHust Y K-4.

Teoperuyeckas 4acTh:

Outdoor advertising or out-of-home (OOH) advertising can really grab your attention or
get in your face. Advertisers have a wide choice of poster sites, sizes and formats from 4 sheets
to 96 sheets (sec table).

Roadside panels: Billboards are large outdoor panels for displaying ads. Giant banners or
wallscapes are hung on the front of buildings. Outdoor contractors also offer lightboxes
(illuminated panels), tri-face billboards (with rotating sections allowing three different
advertisements to be displayed in sequence) and scrollers (signs displaying a number of posters,
one after the other).

Street furniture: In 1962 Jean-Claude Decaux introduced the concept of advertising on bus
shelters. Pedestrian panels are backlit - lit from behind - and normally located on streets in town
and city centres.

Transit advertising: Taxis, buses, trams and trains can be wrapped in vinyl showing a
company's adverts. Ads can also be positioned inside or on the side or rear of a vehicle.

Ambient media: Adverts can be displayed on non-traditional media such as the 11 back of



a receipt from a shop or a travel ticket. The use of floor graphics is common in supermarkets and
shopping centres.

Digital outdoor advertising: LED screens are used in similar sites to traditional billboards.
Digital video billboards show short advertising spots (15, 30 or 60 seconds). Consumers can
interact directly with some interactive advertising sites, such as bus shelters and poster panels,
using their mobile phones

Effectiveness of OOH

Advertisers can buy a network of sites to target their consumers or to reach people in their
geographical area, or catchment zone.

Eye-catching - attractive and noticeable - ads such as sonic posters (which include sounds),
‘smelly’ posters (including smells or odours) and lenticular posters (showing different images as
you walk past them) can be very memorable.

Outdoor campaigns can be measured by opportunities to see (OTS) or coverage. The term
approach specifies the distance between the point where the advertisement first become visible,
to the point where is no longer readable because it has passed out of sight.

I[IpuaaToyHble NpPeIIOKEHUS] CJEACTBUS BBIPAKAIOT CIEJACTBHE, BBITCKAIOIIEE U3
CoJlep’KaHusl TIIAaBHOTO TpemioxkeHus. OHU TPHUCOSAMHSIIOTCS K TJIaBHOMY HPEUIOKCHHUIO
coto3amu such... that makoui... umo, so (...) that max umo:

The children made such a noise that I couldn’t work. [letu Tak rrymenu, 4To st HE MOT
paborars.

Tak ke KaKk ¥ B PyCCKOM fI3bIKE, COOTHOCUTENIbHAS YCUIIUTENbHAS YaCTHIIA SO MAK MOKET
BXOAWUTHb B COCTaB TJIABHOI'O HNPCIOKCHHA IJId MOAYCPKHUBAHHWA, YCHIICHHA TOr0 WJIH HWHOI'O
KauecTBa, a MecroumeHue such makou (maxoeoii) Kak CpeICTBO YCHJICHHS COYETAaHUS C
CYIICCTBUTCIILHBIM BCEraa BXOJAUT B COCTAB INNIaBHOI'O IIPCJIOKCHUA.

The book was so difficult that | couldn't read it. Kuura Obuta Tak TpyaHa, 4To i He

MOT YUTaTh €€.

OOpatuTe BHUMaHHE HAa TO, YTO B MPUIATOYHOM TMPENJIOKEHUU CIEACTBUS YacTO
ynoTtpeOseTcst MOAANIbHBIN ri1aroi can mozy:

My friend was so busy yesterday that he couldn't go to the country with me.

Moii npyr Obl Tak 3aHAT BUEpa, UTO HE MOT TIOE€XaTh CO MHOM 3a TOPO/I.

Bonpocs! u 3aganus:
1) Complete the news report using words from the box.
/Catching / coverage / graphics / bung /shelters /wrapped /

Commuters in Bristol were surprised by an invasion of out-of-home advertising last Tuesday.
The opening of a new concert hall was announced by huge banners (1) ........... on prominent
sites around the city. Buses were (2)............... in the concert hall's logo and colours. Bus
() I were treated to new eye- (4)...................interactive ads dial lit up and
made noises as pedestrians walked past. A spokesperson for the new concert hall said that the
public reaction had been good. "We got great» (5).......... than wc had imagined: he added. One
commuter said that she had been pleasantly surprised to find herself walking on floor
[(3) IO instead of the ordinary floor.

2) Describe a poster you have seen recently. Why did this ad catch your eye?

3) Memorize the following words and word-groups from the texts:
outdoor advertising — Hapy>KHast peK1amMa,;

roadside panels — GaHHepbI BIIOJIb JIOPOTH;

billboards — mursr;

to grab sb’s attention — npuBIeYs BHUMAHUE,

to get in sb’s face — momacTecs Ha ri1asa,;

a wide choice of smth — Gomnbioii BEIOOD;



posters’ sites — mecra It TOCTEPOB;

giant banners — orpoMHbIe OaHHEPHI,

light boxes — cBeToBbIe KOPOOHI;
tri-face billboards — TpexmepHbIe HUTHI,

scrollers — ckposepsl, posuiepsr; street furniture — ynuussie pexiiaMHoe 000py/10BaHuUE;
bus shelters — aBToOycHBIC OCTaHOBKH;

pedestrian panels — nemexoHbIC MIUTHI WK PEKJIAMHBIC TAHEIH;
transit advertising — pexjama Ha TpaHCIIOPTE;

ambient media — merpagunmronnsie CMU; floor graphics — namonsHas rpaduka;
the back of a receipt — o6paTHast cTopoHa KBUTAHIIUH;

digital outdoor advertising — uudpoas HapyxkHas pexIaMa;

digital video billboards — rudpoBsie BuIe0 peKIaMHbIE IIUTHL;
to interact — B3auMoIEMCTBOBATE;

interactive — HHTEpaKTUBHBIN;

to target the consumers — oWTH 10 1EJIEeBbIX MOTPEOUTEIICH;

catchment zone — 30Ha oxBara;

15 eye — catching — npuBnekaroruii B3rIsi1; noticeable — sameTHbIi;

SONIC POSters — 3ByKOBBIC MTOCTEPHI;

smelly posters — apoMaTU3UPOBAaHHBIC TOCTEPHI;

lenticular posters — 1BOsSIKOBBITYKJIbIE (JIMH3000pa3HbIE) MTOCTEPHI;

memorable — 3amomuHarommMiics;

opportunities to see (OTS) — BepOATHOCTH IPOCMOTPA PEKIIAMBI;
feedback — obparnas cBs3b; t0 pass out of sight — ncye3ars U3 BUAMMOCTH;

coverage — oxsart; readable — uuraemsrii; approach — moaxo;
to become visible — craHOBHTBECS BUIUMEIM;

network of sites — cerp caiitoB; wallscape — creHopama (pekiama, HapHCOBaHHAS HIIH
NPUKPEIUIEHHAs K HAPY)KHOM CTEHE 3[IaHMsA) ;

light-emitting diode display / LED display — cBeToauo bl AUCIUIEH, CBETOIHOAHOE TabIIO.

4) Translate:

OTO Takue TPYAHBIE YNpPaXHEHUS. OTO TaKue HWHTEpPEeCHble KHUTH. Jlokman OblT Takoit
WHTEPECHBIN!

OTO0 TaK BaKHO?

IIpakTnueckoe 3ansaTue Ne 24.
Ipaxmuka peuu: Advertising Is a Major Industry.
Fpammamuka: Crenenu CpaBHECHHUA NIpUJaraTeJbHbIX.
He.m,: (DOpMI/IpOBaHI/IC KOMMYHUKATHBHBIX KOMIICT eHI.[PIﬁ, OBJIaACHUC JIEKCUKOU U T paMMaTPIKofI
B pesyibTare 0cBOeHHE TEMBI CTYACHT A0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66JIeHI/ISI JICKCHUKH, (bOHCTI/IKI/I " I'paMMaTHUKN
YMETh: 4YUTaTh, IMNCPECBOAUTL M IICPECKA3bIBAaTh TCEKCTbI Ha MWHOCTPAHHOM A3BIKC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ u yqe6H0171 JIUTCPATYPBI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPaHHOM A3BIKC
AKTYaJIbHOCTD Te€MbI: 00YCIOBIIEHAa HEOOXOAMMOCTHIO oBiaaeHus Y K-4.

TeopeTuyeckasi 4acTh:

Advertising supports the core principles that shaped our nation: free speech, competition,
and democracy. Since colonial times, advertising has provided a source of vital information
about our open, market-based economy. Two Nobel Laureates in economics, Dr. Kenneth Arrow
and the late Dr. George Stigler, praise the value of advertising: “Advertising is a powerful tool of
competition. It provides valuable information about products and services in an efficient and
cost-effective manner. In this way, advertising helps the economy to function smoothly — it
keeps prices low and facilitates the entry of new



products and new firms into the market.” (Kenneth Arrow and George Stigler, paper for the
Advertising Tax Coalition, quoted in House Subcommittee on Select Revenue Measures of the
Committee on Ways and Means, Miscellaneous revenue issues: hearings before the
Subcommittee on Select Revenue Measures of the Committee on Ways and Means, 103rd Cong.,
1st sess., 1994).

U.S. advertising accounts for about 2.5 percent of the country’s $14 trillion gross national
product. American consumers rely heavily on advertising to influence how they spend some $9
trillion annually on various goods and services. A 1999 study by one of the country’s premier
econometric modeling firms, the WEFA Group, and Nobel Laureate in economics Dr. Lawrence
R. Klein further underscored this economic impact. The study found that advertising played a
key role in generating 18.2 million of the 126.7 million jobs in the United States in that year. The
report further concluded that advertising expenditures contributed between 12 and 16 percent of
private sector revenues throughout the country, in rural as well as urban areas.

A later study, conducted in 2005 by the financial analysis firm Global Insight,
demonstrated that advertising helps to generate more than $5.2 trillion in sales and economic
activity throughout the U.S. economy annually. That represents 20 percent of the nation’s $25.5
trillion in total economic activity.

This economic stimulus provided support throughout the economy for more than twenty-one
million jobs, or 15.2 percent of the U.S. workforce. The purpose of the study was to quantify the
economic and employment impacts of advertising. The study removed intervening effects (like
consumers simply

buying a product to replace an old one or a depleted one) to measure the role of advertising itself.

Advertising plays a strong role in the economy:

* It provides useful information to consumers that tells them about product and service
choices, as well as comparing features, benefits, and prices. With more complete information,
consumers and businesses often choose to purchase additional products and services.

* It “causes an economic chain reaction that (a) generates a net gain in direct sales and
jobs due to the promotion of the industries’ products and services, (b) generates indirect sales
and jobs among the first level suppliers to the industries that incur the advertising expenditures,
and (c) generates indirect
sales and jobs among all other levels of economic activity as the sales ripple throughout the
economy.” (Global Insight, “The Comprehensive Economic Impact of Advertising Expenditures
in the United States”).

Advertising also plays a significant role in the business cycle. As the broader economy
shifts between periods of growth and recession, advertising shifts its focus. During downturns,
like the one we’re in now, ads may focus on the price of a product or service. If one company
curtails advertising in order to cut costs during a downturn, another company might boost ad
spending to grab customers and grow its market share. Advertising helps stimulate economic
growth. In a country in which consumer spending determines the future of the economy,
advertising motivates people to spend more. By encouraging more buying, advertising promotes
both job growth and productivity growth both to help meet increased demand and to enable each
consumer to have more to spend.

CreneHu cpaBHeHMs NPUJIAraTeJabHbIX.

HpI/IJ'IaFaTeJ'II)HBIe B aHIJIMHACKOM SA3BIKC, B OTJIMYHUEC OT PYCCKUX MMCH IIPpUIAraTrcjibHbIX,
HE MMEIOT KaTeropuu poja, uucia, nagexa. KadecTBeHHble WMEHa NpuiiaraTesbHbIE B
AHTJINICKOM A3BIKC, TaK XK€ KaK M B PYCCKOM A3BIKC, HMCIOT TPU CTCICHW CPABHCHUA:
MOJIOKUTENBHYIO, CPABHUTENIbHYIO U MPEBOCXOHYI0. OIHAKO B OTJIMYUE OT PYCCKOTrO SI3bIKA, B
KOTOPOM KaKJ10€ IpujIaraTesibHOe, Kak MPaBUio, UMEET U CII0KHYIO (COCTOSIIYIO U3 JABYX CIIOB)
U TpocTyio (OpMBI CTENEHEH CpaBHEHHs (HAampuUMep: HMHTEpecHee M Ooyiee WHTEPECHBIMH,
WHTEpPECHeHIIMI 1 caMblii UHTEPECHBIN), KaX10€ aHTJIMHCKOe MpuiarareabHoe, KaK MpaBuio,
MMEET TOJBKO 0HY (popMy — IIPOCTYIO UITU CIOKHYIO.



1. OHOCTIOXKHBIE TIPUITAraTeIbHBIC U IBYXCIIOKHBIC MTPHUIaraTeibHbIC, OKAHYMBAFOIIIUCCS
Ha -y, -€, -eI, -OW, 00pa3yIoT CPaBHUTEIBHYIO CTEIICHb ITyTeM MPHUOABJICHUS K MOJIOKUTESIHHON
cTeneHu cypdukca -er, KOTOPBIH YUTAETCS, U MPEBOCXOJHYIO CTEIIEHb — ITyTeM MPUOABICHUS
cyddukca -est, KOTOpbIi YNTACTCSA:

small marenvruii smaller menvuwmu  smallest naumenvuuii

easy Jieckutl easier ecue easiest camorit neakuil

2. IlpaBuna opdorpaduu. Ilpu oOpa3oBaHuM CTENEHEW CpPaBHEHUS NpPU MOMOIIU
cyhdukcos -er u -est cienyer HOMHUTH CIICIYIOIIEE.

a) Eciu npunararenbHOE B MOJOKUTEIBHOM CTEIICHH OKaHYMBACTCS HA HEMYIO OYKBY e,
TO IIpH IpUOaBIICHUH -eI' U -eSt 3Ta OyKBa oIycKaeTcs:

large 6onvuoin larg+er 6onvwui larg+est naubonvuiuil

0) Ecnm mpwiiararenbHOE B TOJIOKUTEIBHOW CTENCHM OKAHYMBACTCS Ha COTJIACHYIO
OyKBY € IPEAIIECTBYIOMICH INIACHOM, MMEIOIIEeH KPaTKoe YTCHUE, TO KOHEUHAasl CoriacHasi OyKBa
yIIBauBaCTCS:

big 6oavwon big+gter borvwuii  big+g+est naubonvuuii

B) Ecnm mnpunararenbHOe B TIOJOXHTEIBHON CTENEHH OKAaHYMBAeTCS HAa y C
NPEIIECTBYIONICH COracHOW OYyKBOM, TO B CpPaBHUTEIBHOW W TIPEBOCXOJHON CTENEHH Y
IIEPEXOIMT B i

busy sansmuuii busier bonee zansmerii busiest camwiii 3ansamoiii

OnHako, eciii OyKBe y IPEIIIECTBYET IJIaCHasl, TO Y OCTaeTCs 0€3 U3MEHCHUS:

gay secenwiti gayer oonee secenviti gayest camuviii secenviii

3. Aurmumiickue npunarareibabie good xopowwit, bad nroxou, little manenvrui, mano,
many u much muoeo, Tak e Kak M COOTBETCTBYIOIIHME CIIOBA B PYCCKOM SI3bIKE, 00pa3yroT
CTEIICHU CPABHEHUS HE MOCPEICTBOM CY(H(DUKCOB, a OT APYroro KOPHsI:

ITonoxutenpHas CTEIICHD CpaBHI/ITeJIBHaﬂ CTCIICHDb HpeBOCXOIIHaﬂ CTCIICHb

good xopouwuti better ryuwe best (nau)ryuwuii
bad noxoti WOrSe xyorce worst (rau)xyowuii
little manenvruii less menvuue least naumenvuuii

many muo2o
far oanexu

more 6osbiue
further 6ozee
Farther oazexui

most boavute ececo
furthest camoii
farthest oanexui

[Ipumeuanuue. Pycckoe Ci0BO MeHbIIIE IEPEBOIUTCSA HA AHIVIMUCKUH SI3BIK CIIOBOM
less B Tom ciyuae, Korma OHO OTHOCHTCSI K HEHUCUHCIIIEMOMY CYLICCTBUTEIBHOMY, M CIOBAMH
smaller, fewer, korja OHO OTHOCHTCS K HCUHCIIIEMOMY CYIIECTBHUTEIHHOMY:

CGFOI[HH Y HaC ME€HbIIE CB060,Z[HOFO BpPEeMEHHU, YEM BUEpa.

than yesterday.

OTa KOMHATa MeHbllle TO! (pazmep).

Today we have less free time

This room is smaller than that one.

S nmenato ceituac MenbIne ommodok . | make fewer mistakes now (koauuecmeo).
4. BOJBIIUHCTBO JBYCIOXHBIX MPUIIAraTeIbHbIX, a TAK)KE MPHIaraTeIbHbIe, COCTOAIINE

u3 Tpex u Ooiiee cIoroB, 00Opa3ylOT CPaBHUTEIbHYIO CTENEHb MPH MOMOUIM CIOB MOFe Hosee
win less menee, most camviil, naubonee wim least waumenee, KOTOpbIC CTaBATCS TeEpen
npujaaraT¢jibHBIMU B MOJOKUTEIBHON cTeneHn. Takum 06p330M OTU HpuUIaratCJIbHbIC NMCIOT

CJIOXKHBIC q)OpMLI CTEIeHEeM CpaBHCHUA (COCTOHH_[I/IC H3 IBYX CJ'IOB)Z

more active most active
active bonee akmugHbwlil camvlll akKmMuGHblIl
AKMUBHbILL less active least active

MeHee aKMueHbL HaumeHee aKmueHblil

more interesting most interesting
interesting bonee uHmepecHulil Ccamblll UHMepecHbllL
UHmMepecH»lll less interesting least interesting

[Tpumeuanus.

MeHee I/leGPQCHblIz

HAaumeHee MHm€p€CHbllj.



1. CylecTBUTENbHOE C  ONPEICICHUEM, BBIPAXKEHHBIM  MpUJaraTeibHbIM B
NPEeBOCXO/IHOI CTeNmeHu, YIoTpeOsseTcs ¢ ONpeAesieHHbIM apTHKJIEM, €CJIM IO CMBICITY He
TpeOyeTcst Kakoe-InO0 MeCTOMMEHHE:

Moscow is the largest city in our country. MockBa camblii 60JIbIIIO¥ TOPO/] B HAIlIEl CTpPaHe.

Ho:

My best friend lives in Leningrad. Moii Jy4iunuii gpyr skuBet B JIeHHHTpase.

2. OmpeneneHHbIM apTUKIb COXpaHSAETCS IMepes MPEBOCXOJHOM CTENEHbI0O U B TOM
cllydae, KOrJla CyIIECTBUTENIbHOE HE YIIOMSHYTO (T.€. oJIpa3yMeBaeTcs):

The Moscow Underground is the most beautiful in the world.  MockoBckoe mMerpo — camoe
KpacuBoe B MUpE.

3. B anrnuiickoMm s3bIK€ TOCIHE MPUIArateIbHOrO B CPaBHUTEIBHON CTENEHU BCEraa
ynotpebiisieTcs coro3 than vem, Toraa Kkak B pycCKOM SI3BIKE 3TOT COIO3 MOYKET OIYCKAaThCS:

My son is younger than you. Moii cbiH MoJioke, 4eM Bbl. (Mol ChIH MOJIOKe
Bac.)

4. Ilpu nepeBojie PyCCKUX CIOBOCOYETAHUM CO CIIOBAMH JIyYIIMd, XyAIIMi, MJIaIIIHM,
CTapLIMii ClIelyeT UMETh B BUAY, YTO TOJBKO IO KOHTEKCTY MOXHO ONPENEIUTh, ABISIOTCS JIU
OHU CPAaBHUTEJIBLHOM MJIM MTPEBOCXOJHOM CTEIEHBIO COOTBETCTBYIOIIMX MPUJIAraTeIbHbIX.

CpasHume:
JlaiiTe MHE Jy4IIN#A YeMOJaH. DTOT MHE HE HPABUTCS . Give me a better suit-case.
I don’t like this one. (CpaBHUTEIbHAS CTETICHB ).
D70 Jyqiasi yJIMIAa HaIero ropoja. This is the best street in our town. (IIpeBocxoanas
CTEIIEHb)

Bb1 qanu xynmmii npumep, dem toBapui [letpos. You gave a worse example than Comrade
Petrov did.
Bot Xynmmii AMKTaHT. Here is the worst dictation.
Bonpocs! u 3aganus:
1) Translate sentences paying attention to the comparative and superlative degrees of adjectives.
1) The main trend in our time is towards a healthier political climate in the world.
2) Everything will be in shorter supply, from material goods to government services.
3) One of the longest established engineering industries in Denmark is shipbuilding.
4) The firm has safety equipment to meet the toughest everyday problem.
5) Bosses today are younger and closer in age to the workers they supervise.
6)"The hardest thing about English is the prepositions and adverbs", students usually say.
7) Higher productivity means more effective use of resources.
8) Perhaps the best measure of quality is customer satisfaction with the firm's overall service or
product.
9) Most companies want to employ their capital to its fullest extent in business.
10) Our continent (Europe) needs deeper global co-operation.
11) Japan now has the third largest military budget in the world.
12) The average manager takes between six and nine months after appointment to reach his
highest level of performance.
13) This information should be transmitted at the earliest possible moment.
14) We all want to serve our customers to the best of our ability.
15) San Francisco is one of the costliest cities in the USA.

2) Put the adjectives in the brackets in the right form.
1) Mr. Brown is (tall) than Mr. Smith.

2) The weather is (fine) today than it was yesterday.

3) Tom is (clever) manager in the company.

4) My secretary is as (good) as yours.

5) My secretary is (good) than yours.

6) My secretary is (good) of the three.



7) The staff will be much (happy) in their new office.

8) My cold is (bad) today than it was yesterday.

9) Athens is (far) from London than Rome is.

10) Mr. Robinson is (rich) than Mr. Green, but | don't think that he is (lucky) than Mr. Green.

3) Change the adjectives in the sentences to their antonyms in the right column.

1) Billis very tall. wide

2) Mary is quite thin. long

3) My hands are dry. slowest
4) Why are you so sad? large

5) He s an elderly man. fat

6) | know he is right about it. cool

7) This is a very narrow street. different
8) The weather is getting warm. old

9) This water is too hot. new
10) They are the same. short
11) It's a terrible day. wet

12) He is going to be early today. young
13) We took a short trip. wrong
14) When did you get that new car? cold
15) What is the quickest way to hotel? wonderful
1) I bought a secondhand car. late

2) That's a very small suitcase. happy

4) Translate into English.

1) O camblii CIOCOOHBII MaJIBUHK B KIIacce.

2) Ona Takas ke CTpOifHasI, KaK ee cecTpa.

3 On nyummii paboumii Ha HalIeM 3aBO/IE.

4) Ona BbIIIIE CBOCH MaTEpPH.

5 V Hee He Takue KpacUBbIC IT1a3a, KaK y €e MOIPYTH.

6) KTo camblii CHIIBHBIN CTYJICHT B TBOCH rpyre?

7) OH crapiuii U3 Tpex OparbeB.

8 Omna Mos crapiias cecTpa.

9 Kro crapie, Tbl Wik TBOS cecTpa?

10) OTo camblii KpacuBBIH MapK U3 BCEX, KaKKe s 3HAIO.

11) ®eBpanb 0OBIYHO OBIBAET HE TAKOW XOJOAHBIHN, KaK sIHBaph.
12) Ee crapuuii Opat yuuTcst B YHUBEPCUTETE.

13)B aBrycre TpaBa He Takas 3eJleHas, KaK B HIOJIC.

14) Dta neBouka — Xy/I1asi yueHuUIa B KJ1acce.

15) Hemenkuii s13pIK TpyIHEE aHTIIMICKOTO.

16) Ko u3 Bac camblii cCMebIii?

17) Oro camas nHTEpecHast KHUra U3 BCEX, UTO Y MEHS €CTb.
18) Dt0 npaBmIIO TAaKOE JKe MPOCTOE, KaK TO, KOTOPOE BbI YXKE 3HACTE.
19) Ee komHaTa 00JIbIIIE MOCH.

20) Ora KHUTa UHTEpECHEe TOM.

21) OHa KkpacuBee CBOEH CECTPBHI.

22) 310 03epo TIIyOKe, YeM TO.

23) Ham nec ryme, 4eM HX.

24) Ee oTBer nyule, 4eM MOH.

25) Ee nnaTbe JJIMHHEE TBOETO.

26) DTa ayauTOpHUs MEHBIIE HAIICH.

27) Ceronns Temiee, 4eM BuUepa.



28) SAAuBapb — caMblil XOJIOJAHBINA MecCSI] B TOY.
29) N1ons — caMblil )KapKUM MECHII.

30) Moii yemo1aH jerde TBOETO.

31) On neHuBee cBOeETO Opara.

32) OHa ymMHee CBOEM CECTpBHI.

33) YV Hee Gosee TeMHBIE BOJIOCHI, YeM y ee Opara.
34) OTu KHUTU TpyAHEE TEX.

35) Fx oTBeTHI AyUIIne B TPYyIIIE.

36) DTOT IUKTAaHT TPYJAHEE TOTO.

37) HeinemHee J1eTo camoe cyxoe.

38) TBoe ronyboe miathe Kpacupee, ueM Oesoe.
39) Ona cepbe3Hee CBOCH MOJPYTH.

40) CeronHs yTpoM TpaBa ChIpee, YeM Buepa.

6) Translate the following sentences into English, paying attention to the degree of
comparison of adjectives:

1. 3aecy ouenb TeMHO. [laBaiite 3anumMaThcsa B komHaTe No3. OHa cBeTJ1ee Hamieil. 2. Bamie
MecTo (Seat) camoe HeymoOHoe. 3. 3uMoii 1HU Kopoue, uem jetoM? 4. Kakoit Mecsi camblii
KOpOTKHi B rony? 5. Bama no4s crapiue moeid. Moell 1o4epu TOJIBKO IIECTh JIET, a Ballel yxe
ceMb. 6. 3aBTpa MbI [TOEJIEM 3a TOPOJl CAMBIM PaHHHUM Toe3710M (train). 7. Okoso okHa
X0J10HO. JlaBaiiTe csaeM croja, 3/1eCh TelJiee.

IIpakTHyeckoe 3ansaTue Ne 25.
Ipaxmuxa peuu: The Press.
I'pammamuxa: UMeHHBIE 0e3THYHbIC NIPEIJI0KEHUS.
Heab: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIaJICHUE JIEKCUKOW U TPAMMAaTHUKOM
B pe3yabTaTe OCBOCHHE TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIE HOPMBI YIIOTPEOIEHNS JEKCUKH, GOHETUKHU U IPaMMaTUKU
yMeTb: quTaTb, IMCEPCBOAUTL W TEPCCKA3bIBAThL TEKCTbl HA4 HWHOCTPAHHOM  A3BIKC C
UCIIOJIb30BaHUEM CIPAaBOYHOM M Y4YeOHOH JHUTEpaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBasieHus Y K-4.
Teoperuyeckas 4acTh:

Newspapers

Most newspapers are dailies, printed every day. Some are weeklies, printed once a week.
The national daily press includes titles like The Sun and The Times in the UK and is available all
over the country. The regional press is only available in certain parts of the country - for
example, the South Wales Echo. The local press is similar to the regional press but for a smaller
geographical area - for example, the Basingstoke Gazette is only for sale in the town of
Basingstoke.

Tabloids arc newspapers with a smaller format than broadsheets. Originally broadsheets
carried more economic and political reports and were more serious. Most UK newspapers today
are tabloid or Berliner, slightly bigger than a tabloid. However, the term tabloid press is still used
to refer to less serious newspapers which contain sensational stones, short articles or reports, and
a lot of photographs. Some newspapers are not sold but given away free. These freesheets are
funded entirely by the advertising they carry.

Magazines

Magazines can be weekly, published every week; fortnightly, published every two weeks;

or monthly, published every month.



The advertising sales department of a newspaper or magazine sells advertising space or
advertising positions in their publications. As part of the sales effort, ad salespeople work with
the marketing team to prepare media packs, which contain information about:

— The advertising rates or cost of advertising in the newspaper or magazine. The rate card
shows the price of advertising and also gives technical data about the size, or format, of the ad.
The copy deadline tells advertisers when they have to deliver the copy (the images and text for
die ad) or the complete advert itself.

— Circulation figures or distribution figures, showing the number of copies (single
newspapers or magazines) sold per issue (the version of the newspaper or magazine published on
a particular date). The readership figures, which show how many people read the publication,
may be higher than the circulation figures because one copy may be read by more than one
person.

— The advertising policy of the publication, which gives general information on what can
be advertised, which formats are available, and how to pay.

— Details and dates about special features - articles about a particular subject, such as the
Technology Quarterly from The Economist, or reviews of fashion shows in women's magazines.
If you are a clothing brand it is a good idea to book space to coincide with reviews of fashion
shows.

HNmennble 0e3MuHble NpeasoxkeHusi. besnmunsie npemnoxenus tuma It is difficult to
find aBasroTCs Pa3HOBUAHOCTBXO HMMCHHBIX OE3INYHBIX HpeI[J'IO)KeHI/Iﬁ U OTJIMYAIOTCA OT HHX
TEM, 4YTO OHH BBIPAKAIOT OTHOWICHHUEC, MHCHHUC TOBOPALICTO O IICfICTBPIPI, BBIPAXXCH HOM
I/IH(1)I/IHI/ITI/IBOM, CJICAYHOIINUM 3a UMCHEM IIPpUJIAraTCIIbHbIM, HAIIPUMEP:

Itis easy to read this book. DTy KHUrY JIerKO YUTATh.

Korz[a T OBOp}IH_II/Iﬁ JKCJIACT yKa3aThb JIMIO, KOTOPOC BBIITOJIHACT HeﬁCTBHe, BbIPA’XCHHOC
UH(QUHUTHBOM, YIOTpeOJsieTcst 000poT ¢ npeanorom for:

It is easy for him to read this book. Emy nerko unTath 3Ty KHUTY,

B Takux 6€31MYHBIX MPEIOKEHUIX Yallle BCETO YIOTPEOIIOTCS MpuiaraTeibHbIe
difficult mpyonwiii, easy neexuii, strange cmpannwiii, possible eéozmoorcneii, impossible
HeB03MOJICHbIU, NECESSAlY HeoOX00UMblll U HEKOTOPHIE APYTHE.

Bonpocs! u 3aganus:
1) Match the categories of newspapers and magazines (1-6) to the descriptions (a-f).

1. daily local freesheet

2. fortnightly special interest

3. monthly children's magazine

4. monthly glossy men's magazine

5. regional daily press

6. weekly national press

a) Since October 10, 1870, the Eastern Daily Press has been a source of authoritative
comment for its readers in Norfolk, North Suffolk and East Cambridge shire, helping form
opinion and encourage debate;

b) A leading quality magazine, whether it's fashion, sport, health, hum our, politics or
music, every month GQ covers it all with intelligence and imagination;

¢) The Sunday Review from The Independent is part of the ‘world’s best designed
newspaper’. It is renowned for its strong reporting, national news features and cultured outlook;

d) RAIL is published twice a month in the UK. It is Britain's number one modern rail
magazine for news, features, analysis and opinion. Perfect for the railway enthusiast;

e) CY-A brilliant new intelligent and entertaining magazine for 7 to 12-year-old children.
Full of features, activities, puzzles, facts, cartoons and challenges to stimulate and stretch their
minds. 12 issues a year;



f) Metro is designed to be read in about 20 minutes and contains bite-sized national and
international news and local information - entertainment previews, listings, weather and travel.
We’re completely free and you can pick us up Monday to Friday in 15 cities across the country.

2) Choose the correct word-combinations from the brackets to complete the sentences.
There are two possible answers for each question.

1. Our (copy deadline is / circulation figures are / readership is) growing year on year.

2. You can book (advertising positions / advertising space / advertising policy) using our secure
online booking system.

3. Please click here to download a PDF version of our (media pack / book space / rate card).

4. Before submitting an ad, please make sure you have read and understood the (technical data /
advertising space / advertising rates).

3) Make word-combinations using a word or phrase from each box. One word can be used
twice.

centre Matter
facing Page
front page Solus
full Spread
half

4) Collect some newspapers and magazines, and select an ad. Which format has the
advertiser used? Why do you think they have selected this publication and this format?

5) Memorize the following words and word-groups from the texts:

dailies — exxeqHEBHBIE ra3€eTHI;

weeklies — exeHeIeNbHUK, €XKEeHEIEIbHOE TIEPHOTUUECKOE H3IaHHE;

national daily press — HaroHanbHAsI ©XKETHEBHAS Tpecca;

regional press — pernoHaIbHOM MPECCHI;

local press — mecTHas npecca;

tabloids — manopopmarHas razera co CKaThIM TEKCTOM, OOBIYHO OYJILBAPHOTO COAEPIKAHNS;
broadsheets — nmpeum. Gput. razera Gosbimoro Gpopmara (OOBIYHO COJHMIHOE, peclieKTabeIbHOe
uznanue); Berliner — 6epnunen (okutenp wim yposkerner bepnuna, I'epmanus);

articles — crareu; advertising — pexsama; to carry — HeCTH, HOCHTB,

fortnightly — mpu. [ByXHeAEIbHBIN; TPOUCXOSININA, BBIXOIAIINN KaXKIble 1BE HEICIIH;
weekly — exxenenensHo; monthly — exxemecs4Ho;

advertising sales — pexitamHast nponaxa;

advertising space — peki1aMHO€E MECTO;

advertising positions — pexjaMHbIC TTO3UIINY;

media packs — uadopMaInOHHbIE TTAKETHI,

advertising rates — pexiamHbIe paciieHKH; card — kapTa;

technical data — Texauueckue nannsie; format — popmar;

copy deadline — cpok crmauu; circulation figures — Tupaxu;

distribution figures — uucna pacnpeneneHus;

ISSUE — BBIIYCK;

readership figures — komuuecTBO YnTaTENEH;

advertising policy — pexiiaMHasi TOJIUTHKA,;

special features — xapakTepHbIe 0COOEHHOCTH;

book space — kHIKHOE TIPOCTPAHCTRO;



6) Translate sentences into English, paying attention to impersonal sentences:

1. Ceityac cnumikoM paHo 00CYyX)AaTh 3TOT Bompoc. 2. BaxkHO cka3aTh €My CErOAHs, KOT/ia MbI
yezxkaeM. 3. 3uma. J{oBobHO X0s104HO. YacTo UJIEeT CHEr, ¥ MHOTJIAa 5 COBCEM HE XOUY BBIXOJUTH
u3 aomy. 4. 3UMOil TPyIHO BCTaBaTh paHO, MOTOMY YTO. YTPOM elle TemMHo. 5. bopuc 3Haer
HEMEUKHI M (PAHIy3CKHI S3bIKH, TOTOMY €My JIeTKO W3y4aTh aHTJIMHCKUH s3bIK. 6. Bam
TpyaHo uaru? JlaBaiite Bo3pMeM Takcu, a? 7. CoBceM He cTpaHHO, yTo lleTpoB, HakoHell,
3aKOHYWJI UHCTUTYT, OH MHOTO 3aHuMacs. 8. Jloxas yxe unaer? — Her emie, HO CKOpO MONET.
9. Korga s Beimen u3 goma, men q10xas. 10. Kak yacto uayr 3aech goxau? 11. Cerogusa yrpom
elie e A0k /b, a ceituac uaet cHer. 12. Ha mpouwioit Heene 4acTo 1iest CHer.

IIpakTnueckoe 3ansaTue Ne 26.
Ipaxmuxa peuu: Printed Documents.
I'pammamuxa: CTenieHu cpaBHEHHUs Hape4Hil.
I_[e.m,: CDOpMI/IpOBaHI/Ie KOMMYHHUKATHUBHBIX KOMHGTCHHHﬁ, OBJIAJICHUC JIEKCUKOU U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT J0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTpe6J'IeHI/I$1 JICKCHUKH, (I)OHGTI/IKI/I " rpaMMaTHUKHU
YMETh: 4YuTaTb, MNCPCBOAUTL M IICPCCKA3bIBATh TCEKCTbI Ha MWHOCTPAHHOM  A3BIKC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ u yqe6H0171 JIATCPATYPBI; OCYHICCTBJIIATH KOMMYHHUKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTD TeMbI: 00YyCJIOBIIEHAa HEOOXOAUMOCTHIO oBiageHus Y K-4.
TeopeTuyeckas 4acTh:
Design

Printed documents (or printed material) are usually prepared by a graphic studio. Graphic
designers design the page, or layout, and prepare a dummy or a mock-up which shows how the
finished job will look. They work to graphic guidelines to ensure that all the marketing collateral
(which includes sales aids such as brochures and magazine ad inserts) has the same look.

The copy (the text) is written directly by the marketing team, or by specialized copywriters
working for a communications agency. This process is known as copywriting. The copy is
proofread to find and correct mistakes.

Preparing to print

The graphic chain refers to the process of printing documents, or the print job, from the
initial contact with the printers to the final run when the finished material is printed. The process
starts with establishing an estimate, the price for the print fob. The print run, or number of
documents to be printed, must also be decided. A long run prints a large number of documents.
Some printers accept short runs of only ten documents.

It is important to fix or set deadlines for job completion. It is also essential to respect
deadlines so that each stage of the job is completed on time.

The print job

There are four stages to a print job:

1. Prepress, the first stage, covets all the work before printing happens. This includes
typesetting, also known as composition, which is arranging the text and artwork (photos and
illustrations) on the page. Print specifications - prepress guidelines including colour references
and dimensions - must be followed. Registration marks, showing how to line up the colours on a
page, and crop marks, showing where to cut, or crop, the paper, should also be included.

2. Final proofing, the second stage, involves checking the print job. At the end of this
process, the client will sign off the job and agree that no further amendments, or corrections,
need to be made. Marketers are often responsible for this 'proof OK'. A press check is run: a few
copies are printed and checked for colour correction, to make sure the colours are right.

3. The third stage, known as printing or ‘the press’, involves transferring ink to a material
such as paper, plastic or metal. There are several different printing techniques and colour
options.

— Silk screen: used to produce multicoloured designs for flat surfaces, like signs or CDs.



— Lithographic: used for large quantities of printed material such as brochures.
— Hot stamping: a more expensive technique used to print in gold, silver or other foils and
metallic papers.
— Embossing: creating a raised mark on the material.
— Digital printing: specifically dedicated to short runs; data and images are printed directly from
a computer file.
— Full colour can be achieved by the four colour process, or CMYK (cyan, magenta, yellow. and
key / black). The six colour process, or Hexachrome, developed by 23 Pantone, uses CMYKOG
- orange and green are added to make more vibrant colours.
— Spot colours, exclusively made inks, cannot be reproduced by the four colour process.
— Black and white (b/w) printing; mono, or one colour, printing sometimes uses black ink.

4. Finishing, the final stage, may include perfect binding (joining several pages together into
a book, brochure or catalogue), folding (bending the paper onto itself) or perforating (making
small holes in the material - for example, for money-off vouchers or response cards).

Crenenu cpaBHeHHs1 HapeuHuii. CTerieHN CpaBHEHUS MOTYT B OCHOBHOM UMETh HapEUHs
obpasa geiictBusi, Hanpumep: quickly 6wsicmpo, well xopowo, correctly npasurvno un
HEOIPE/ICIICHHOT0 BpeMeHH, Hampumep: often wacmo, early pano. Crenenu cpaBHEHUS
OJIHOCJIOXKHBIX Hapeuuil u JBycnokHbIX THHA early, quickly, slowly oOpa3yroTcs Tak ke, Kak u
CTETIEHU CPABHEHHS COOTBETCTBYIOIIMX IPHJIATATEIBHBIX; CPAaBHUTEIbHAs M IPEBOCXOIHAS
GopMBI  3TUX HaApe4YWii TOJHOCTHIO COBIANAIOT C  COOTBETCTBYHOIIUMH  (opmMaMu
npusIaraTeIbHbIX
quicker — cpaBHUTEIBHAS CTEIEHD OT IpHUJIaraTeapbHoro quick u or Hapeuns quickly
quickest — mpeBocxo/HasI CTETIEHBb OT TEX K€ CIIOB
CpaBnure:

Comrade Petrov gave a better talk today, (mpunaratenpHoOe, OTBeUarolee Ha BOIPOC: KaKoti?)
Ceroans ToBapui IleTpoB caenan noknaj myyie (— caenan 6osee XOpouuil T0KIam).

Comrade Petrov read better today. (napeune — xax?) ToBapui [leTpoB unTa JTydIe CEroaHs.

This is the best answer. (npunaratensnoe — kakoti?) BoT maydmuii oTBer,

You read best of all today. (napeune — kax?) Bbl OTBETHIIHN JTydIlie BCEX CETOTHS.

3aroOMHHUTE:

Badly mnoxo

bad  mmoxoit

worse xyxe (0osee mIoxomn)

worst  Xyxke BceX, (Hau) XyAIui

OcranpHbIe Hapeursi, OKAaHUYMBAIOIIKECS Ha -1y, 00pa3yIoT CTEIIEH! CPABHEHUS C
MOMOIIBIO CJIOB more, most, Harpumep:
correctly mpaBuisHO more correctly 6omee mpaBusHo — Most correctly mpasunsHee Bcero

Bonpocsl u 3a1aHu:
1) Make word-combinations using a word from each box. Then use the combinations to
complete the description of a print job.

graphic OK
job a deadline
long Designer
press Run
printed Cheek
proof completion
set Material
Objective

Hotel group Queen's Moat House Hotels UK wanted to attract more -families with children in
the three to ten years age group. Moat Houses (1)............... for (2)............ for early spring.



Solution

With no previous history in this sector a brand had to be created from scratch. Our 24
() IO created three mediaeval characters, Sir Quintin Malpas Hump, his servant
Morris, and a dragon called Henry. The initials of each of the first names being QMH,
representing those of Queen's Moat Houses. The trio have subsequently featured in other

(4)........................ comics, paper hats, and posters to name but a few items - all designed and
produced by HOA. AFter (5)...cccovveviiiieiiiie e from Queen's Moat House Hotels we
launched @ (6).......ccevvevieeiieie e to validate the colours.

Result

All of the items that HOA produced were very much in demand, to the point that many of
them became collector's items. We are currently working on a summer menu for the hotels. This
print job will have a (7)...................... as the previous items have been so popular.

2) Replace the underlined words and expressions with alternative words and expressions

1 Printed material that helps sell a product leaves a lasting impression on your clients.

2 You can trust our writing skills to create fantastic-sounding arguments.

3 We will guide and assist you in all stages of the printing work.

4 We print in blue, pink, yellow and black.

5 After the period of checking and amending the print job, the client tells the printer to start

printing.

3) Find a printed document that you think is effective. What is the purpose of the document
and who is the target? Describe:
- the layout - the artwork - the copy - the finish.

4) Memorize the following words and word-groups from the texts:

printed documents — HareyaTaHHbIC TOKYMEHTHI;

graphic designers — rpadguyeckue au3aitHeps;

layout — popmar, HabpoCoK, 3cku3; dUMMY — MaKeT, MOJIEITb;

mock-up — sxcriepuMeHTa IbHAsI MOJIENb, MAKET;

proofread — mpoBepsITh, KOPPEKTUPOBATS;

marketing collateral — comyrcTByrOIINMii, BCIOMOTaTeIbHbIH MAPKETHHT

copywriter — kornupaiTep, TeKCTOBUK, COCTABHTE/ b PEKIIAMHBIX TEKCTOB;

graphic guidelines — rpaduueckre HOpMaTHBBI;

final run — mocnenuuit mporow; to estimate — orieHUBaTH;

print run — mporoH ¢ pacre4aTkoi; Short run — KOpoTKuii / KpaTKOCPOUHBIN MTEPHOT;
deadline — xoneunsIii cpok; job completion — 3aBepuieHne padoThI;
to respect deadlines — coGmronath cpoku;

prepress — mo meyarw; typesetting / composition — kommo3umnus;

artwork — opopmurensckas padora;

printspecifications — meyarHble crienuUKaImy;

registration marks — meTku coBmemieHus; Crop marks — orpanuuurtenbHbie MeTku. 26 final
proofing — okoHYaTenbHAsE IPOBEPKa,

to sign offthe job — omoGputs padory;

amendments — monpaBku; colour correction — nBeToBast KOPPEKIHS;

press check — nposepka k neuatu; Silk screen — ménkoBeIii madI0H, ceTYaThil Tpadaper;
lithographic — nmutorpaduyeckui;

hotstamping — ropsiaas mrammnoska; foil — dosbra, cranno;

embossing — yekaHka, THCHCHHE;

digital printing — udposast nevars;



full colour — mHOTOIBETHAS WILTFOCTpALTHS;
Hexachrome — I'ekcaxpom, IIeCTUIIBETHASI CHCTEMA I[BETOICIICHHS;
Pantone — coBMelicHHE IIBETOB;
spot colours — gomoHUTENbHAS OKPACKa,;
perfect binding — OeciroBHOE (KJIeeBOE) CKpeIieHue 0I0Ka;
folding — dansioBKa;
perforating — nepdopupoBaHie 0TBepCTUl, MPOOUBAHHE OTBEPCTHH.

5) Translate the following adverbs into English and form their degrees of comparison:
a) OnM3KO, PaHO, TMO3JHO, MaJo, CKOpPO, YIMOPHO, CYACTJIMBO, CHJIBHO, Ci1a00, MEIJICHHO,
OBICTPO, TPOMKO, CEPAUTO, TEILJIO;

6) XOpoIo, MHOTO, JIaJIeKO, MaJIo, TJI0XO0;

8) pelKo, ynoOHO, KpacHBO.

6) Answer the questions, paying attention to the degree of comparison of adverbs:

1. Do you speak English better now than you did three months ago, or worse?

2. Where do you usually twspeak slower, in class or at exams?

3. When do we usually ask people to speak louder?

4. Do you work harder at your English now than you did last month?

5. Did the students come to classes yesterday earlier than the teacher did, or later?

IIpakTnueckoe 3ansaTue Ne 27.
Ilpaxmuka peuu: Branded Content.

Fpajwwamuka: CpaBHI/ITeJIbeIe KOHCTPYKIIMH «as ... as, not so ... as».
I_[e.m,: CDOpMI/IpOBaHI/Ie KOMMYHHUKATHUBHBIX KOMHGTCHHHﬁ, OBJIAJICHUC JIEKCUKOU U FpaMMaTHKOﬁ
B pesyabTare ocBoOeHUE TEMBI CTYIEHT J0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTpe6J'IeHI/I$I JICKCHUKH, (I)OHCTI/IKI/I " I'paMMaTHUKN
YMETh: YuTaThb, IMNCPEBOAUTL W MNEPECKA3bIBaTb TEKCTBI Ha HWHOCTPAHHOM A3BIKE C
UCIIOJIb30BaHUEM CIPAaBOYHOM M Y4YeOHOM JHUTEpaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJILHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBasieHus Y K-4.

Teoperuyeckas 4acThb:

History of branded content

Branded content is entertainment created, funded or produced by a brand. For example,
Nestle's Purina pet food produces a TV show called Talk to the Animals, which has stories about
animals and advice on feeding cats and dogs. Brand messages or values are integrated into the
content of an entertainment property, which could be a TV show, a video game, a book or a live
event.

The entertainment property is often co-created or co-produced by the brand. The brand
sometimes barters, or exchanges, the entertainment property for airtime - commercial space on
television or radio.

Branded content has grown due to media fragmentation. With more and more TV
channels, websites and magazines, it has become more difficult for advertisers to reach their
target audiences with conventional interruptive advertising such as commercials in advertising
breaks. However, by providing content, the brand engages and connects with consumers,
offering an emotional encounter with the brand, or a brand experience, rather than just exposure
to an advertising message.

Types of branded content

Advertiser-funded programmes: the name tor branded content on TV and radio, this is
now a common feature of the audio-visual landscape. The travel agent, Thomas Cook, has even
become a media owner, with initiatives such as Thomas Cook TV, which 28 broadcasts
programmes about holiday destinations.

Off-air events: brands organize shows or events, such as the Nokia Urban Music Festival.



Digital media networks: this has screens with information, news or entertainment in
public places such as train stations. Tesco has captive audience networks in its stores.

Online: the interactivity of online platforms allows brands to create a dialogue with
consumers and even to display, or post, written or video user-generated content (content
developed by visitors to the site). Land Rover's internet IV channel, for example, encourages
viewers to share their content by uploading their own films.

Mobile or wireless content: brands provide content such as mobile games, logos and
ringtones.

Contract publishing: many brands have gone beyond producing advertorials - advertising
in a newspaper or magazine presented to resemble an editorial article. Some brands are now
producing consumer magazines which increase the time the consumer spends with the brand.

Films: BMW commissioned a series of films by Hollywood producers starring their cars.

Advergaming: embedding, or integrating, the brand values in advergames - video games
produced by advertisers - enable advertisers to reach young adults, who often avoid conventional
advertising.

Product placement or integration: a product or a product reference (when someone
mentions the product) appears in an entertainment property. Product placement has been
common since the 1960s, when Sean Connery was seen driving an Aston Martin in a James
Bond film.

Efficiency

Marketers need to ensure that branded content serves the marketing communication
objectives as well as the editorial needs of the broadcaster. Branded content can generate huge
media exposure (reach a lot of people), and achieve media standout - get the brand noticed.
Some advertisers assess media efficiency by calculating the cost of buying equivalent airtime -
that is, the same amount of airtime using conventional advertising.

CpaBHHUTe/IbHBIC KOHCTPYKIMH 3S ... @S, NOt SO ... as. CpaBHEHHE ABYX NPEIMETOB,
KOTOpPBIM B paBHOI\/'I CTCIICHU NpHUCYIIC OJHO M TO KC KAa4YCCTBO, MPOU3BOAUTCA IIPHU IMOMOIIN
CPaBHHUTCIILHOI'O COKO3a as ... aS makx Jitce ... Kak, maxoii Jrce ... Kak:

This book is as interesting as that one. Dta kHHUTa maxas sce MHTEPECHAs!, KaK ¥ Ta.

Ecnn ke mepBelii U3 IBYX CPaBHUBAEMBIX IPEIMETOB YCTYIA€T BTOPOMY IO CTEIIECHU
KauecTBa WJIM CBOWCTBA, TO YIMOTPEOJSIETCS COIO3 Not SO ... as Ke MakK ... Kak, He Makou ... KaKk
HIIU not as ... as, Mpu4ueM OTpHULlaHUC not CTOUT IIpHU rjaroJe:

This book is not so interesting as that one. Dta kaura ne maxas MHTEPECHAs, KAK Ta.
HpI/IMeLIaHI/Ie. OTH COIO3BI y1'[0Tpe6J'I$II-0TC$I TAKIK€ U C HapCHudMH TIIpU CpaBHHTeHLHOﬁ
XapaKTEPUCTUKE IBYX IEHCTBHIL:

My friend reads English as well as | do. Moii apyr unTaer no-aHIIIMICKH TaK Hce XOPOULo, KaK v
A.
My friend doesn't read English as well as | do. Moii npyr He YnTaeT MO-aHTIUHCKHA MaK Jice
xopowo, kax s. (Mo apyr YuTaeT Mo-aHTIUHCKU HE TaK XOPOIIIO, KakK s1.)

Bomnpocs! u 3aganus:
1) Choose the correct words from the brackets to complete the articles about branded
content

1.BMW have (commissioned / sharing / embedding) contemporary authors to write
downloadable audio books filled with intrigue and suspense. The stories are (boosted / co-
produced / entertained) with the publisher Random House. This is another example of BMW
using (branded entertainment / contract publishing / advergaming) to engage with consumers.

2. The Coca-Cola Company has teamed up with Smartphones Technologies to deliver Coca-
Cola polar bears and other Coke (branded content / advertorials / captive audience networks) to
cell phones. Smartphones will also create Coca-Cola (off-air events / mobile content / user-
generated content) such as video ringtones and mobile games. Coke has universal brand



recognition and is offering the consumers a brand (experience / value / reference) that will boost
the perception of the brand.

3. (Contract publishing / Product placement / Wireless content) has become commonplace in
movies and TV shows. Now it's coming to comic books - DC Comics is launching a new series
which showcases General Motors' car, the Pontiac Solstice. The hero, known as "The Rush", will
be seen driving the car. DC Comics is promoting their title as a place to (engage with / volunteer
/ share) young men in their 20s.

2) Complete the quotes using words from the box

Airtime, connects, generated, Standout, barter, exposure, share,
communication

1.Branded entertainment can help a brand achieve media....................... in a world with
increasing media choice.
2. We establish the price of a 30-second commercial and then calculate the value of

the............... We.iiiiniannnn in exchange for the programme.

3. If your marketing................ objectives are to change attitudes and increase awareness, the
media............. you get from product placement could be very useful.

4. User-............. content is very effective. It's not expensive for us to produce, the users love
t0. i their films by uploading them, and it really with our target.

3) Imagine that you are participating in a conference about branded content. Write a short
speech entitled: 'Is branded content the future?’

4) Memorize the following words and word-groups from the texts:

branded — mapouHsblii (0 ToBape), KIICHMEHBIN, UMEIOIINI KISHMO;
content — coxep:kaHue, CyTh, CYIIECTBO, CYIIHOCTh, 3HAYEHUE, CMBICII;
entertainment — pasBiieuenue, Becelbe, FOCTEIPUUMCTBO, PAIYIIHE;

message — cooOIieHne, MMChbMO, OChUIaTh COOOIIECHHE;
values — neHHOCTH; Property — uMyIecTBo, COOCTBEHHOCTh, JOCTOSIHUE;

barter — 6aprep, MeHOBasi TOPrOBJIs,, TOBAPOOOMEH; TJI. TIPOBOJAMTH OAPTEPHBIC CACIKH, MEHSATh,
0OMEHHBATB,

31 airtime — Bpems BbIxoz1a B 3Qup;

media — CMU, penoptépsl, KypHAITUCTBL;
fragmentation — npo6senue, pazaeneHue, GpparMeHTaIHS;

interruptive — npeppIBarOLIHUIACS;

{0 engage — nmpuBIIEeKaTh, yBICKATh, 3aHUMATh, 3ANHTEPECOBBIBATH;

to connect — coeauHATH, CBSI3BIBATh, OOBEANHSITD;

experience — »KU3HEHHBIH OIBIT, CITy4ail, COOBITHE, UCTIBITHIBATE, 3HATH IO OIBITY;
advertiser — pexinamonarens; funded — puHaHCHpOBaHHBIN, CyOCHIMPOBAHHBII;
OWNer — BIrajiesien, COOCTBEHHHUK, XO351H,

off-air — npuHMMaeMBbIii HETOCPECTBEHHO C APHPa;

digital — mudposoii; network — cets;

captive — CBsI3aHHBI, IPUCOCAMHEHHBIN;

audience — my0iuKa, 3puTeId, pagnoCIyIIaTelIH; TCIC3PUTEIH,

dialogue — pasrosop, 6ecena, quaor;

to post — momerars, pasmeniarts; {0 generate — BeI3bIBaTh, IOPOXKAATH, POKIATH, [IPOU3BOAUTS;
USEr — moTpeOuTeIb, KITHEHT;

share — moss, 4acTh, KBOTa, y4acTHE;

mobile — moaBMKHEIN, MOOUILHEI;

publishing — u3garenbckuii; CONSUMEr — MOTPEOUTEb;



commissioned — 001e4EHHBIN TOTHOMOYHUSIMH;

embedding — Bueapenue;

placement — pa3merieHue, pacroiokKeHue,

reference — ccbuika Ha KOro-JI. / 9TO-J1.;

objective — 1ienb; €XPOSUre — moiBepraHue, BhICTABICHUE,

standout — uro-j1. 3aMeuarenbpHOE, Opocaroleecs B I71a3a / 3a0acToBKa paboYmX.

5) Fill in the gaps with conjunctions as ... as, (not) so ... as u nepeseoume npeonosicenus na
PYCCKULL A3bIK:

1. Her husband is ... old ... yours. 2. His daughter is ... young ... mine. 3. Are there ... many
places of interest in Moscow ... there are in Leningrad? 4. This building is ... high ... our Institute.
5. “Is Lesson Six teen ... simple ... Lesson Fifteen?”” “No, Lesson Fifteen is not ... simple ...
Lesson Sixteen, it’s more difficult.” 6. Have you got ... many friends in Kiev ... you have in
Moscow? 7. This year you don’t work at your English ... much ... you did last year, do you?
8. Literature is ... interesting to me ... History. 9. Is your son doing ... well this year ... he did last
year?

6) Answer the questions, paying attention to the conjunctions of comparative
constructions:

1. Is Leningrad as big as Moscow?

2. Isthe Volga as long as the Don?

3. Is your friend’s flat as large as yours? Which is larger?

4. Do you know English as well as Russian?

5. Can you learn new foreign words as easily now as you did in your childhood?

Paznea 4. Formation of Public Relations

IIpakTnyeckoe 3anaTue Ne 28.

Ipaxmuxa peuu: What is Public Relations?
I'pammamuxa: I'narojibHbie 0e3THYHbIC NIPEATOKCHUS.
Heab: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIaJICHUE JIEKCUKOW U TPAMMAaTUKOM
B pe3yabTaTe OCBOCHHUE TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIE HOPMBI YIIOTPEOICHNS JEKCUKH, GOHETUKH U IPaMMaTUKU
YMETh: YUTaThb, IMNCPEBOAUTHL W IEPECKA3bIBaTb TEKCTbI Ha HWHOCTPAHHOM  A3BIKE C
UCIIOJIb30BaHUEM CIPAaBOYHOM M Y4YeOHOM JHUTEpaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJIbHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBaieHus Y K-4.

Teoperuyeckas 4acTh:

What is Public Relations?

Every organisation, no matter how large or small, ultimately depends on its reputation
for survival and success. Customers, suppliers, employees, investors, journalists and
regulators can have a powerful impact. They all have an opinion about the organisations they
come into contact with - whether good or bad, right or wrong. These perceptions will drive their
decisions about whether they want to work with, shop with and support these organisations.
In today's competitive market and uncertain economic climate reputation can be a company's
biggest asset — the thing that makes you stand out from the crowd and gives you a competitive
edge. Effective PR can help manage reputation by communicating and building good
relationships with all organisation stakeholders.

Public Relations Definitions

Here are some definitions of public relations from experienced PR practioners. The list
starts with the Public Relations Society of America (PRSA.) As the professional public relations
organization, PRSA’s definition was a starting point for several of the respondents. Following



PRSA’s explanation of public relations, the PR definitions have been organized in alphabetical
order by source.

1) Public relations helps an organization and its publics adapt mutually to each other. Public
Relations broadly applies to organizations as a collective group, not just a business; and publics
encompass the variety of different stakeholders. PRSA (Public Relations Society of America)

2) Public relations is communicating your organization’s messages at the right time and in
the right place to the right audience. With the proliferation of tools and technologies, we can
measure the value of those efforts and how they align with a business’ overall mission. Marla
Aaron — MRM Worldwide

3) Public Relations in its true sense is about human connections and the art of mastering
human connections at a deep level. In the early days of PR, it was about relationships with not
just the press but communities in various forms —the difference was that these audiences were
not online. When played from a place of passion and purpose, public relations in the new world
will not only take social media, branding and marketing to the next level, but will elevate the
people and products that are changing the world. Renee Blodgett — Magic Sauce Media

4) Traditionally, PR has focused on cultivating the media and celebrities, who’ve the reach
and credibility, to tell the stories of an agency’s clients. However, in the new media world, where
digital conversations among peers can capture a higher Google ranking than a main stream
media publication, who influences opinion has been expanded. At the end of the day, PR is still
about building relationships with the people who can convey that third party endorsement.
That person just may surprise you because it could be you! Toby Bloomberg — Bloomberg
Marketing/Diva Marketing

5) PR focuses on building good relations with the company’s various publics by obtaining
favorable publicity, building a good corporate image, and handling crisis management issues.
Today, a good PR firm must be experts in use of social media. Mark Burgess — Blue Focus
Marketing

6) Public relations communicates the news, influences the news, receives the news, and
responds to the news for a brand via the media. It’s the art and science of talking to
the right audience in the right voice. PR is the communication hub of an organization. It
influences and shapes a company’s image, reputation, brand perception and culture. PR connects
a brand and its public via direct messages or editorial media including print, broadcast, radio,
digital, video or social media. Before social media, a company had one voice; now social media
encompasses an orchestra of voices that contribute to a company’s image, reputation,
brand perception and its public community. Lisa Buyer — The Buyer Group

7) PR is the process of making a heartfelt connection between a person
ororganization and the people who can truly benefit from and care about their message.
It’s an awareness of what makes people tick, facilitated by a desire to build communities, engage
and discuss, and give voice to worthy projects. PR isn’t mass messaging, spinning truths, or a
barrier between the public and the person represented. PR should make genuine connections.
Shennandoah Diaz— Brass Knuckles Media

8) Public relations is the creation, distribution and dissemination of messaging and
communications for the purpose of promoting and fostering positive awareness,
associations, imagery, perception of a person, place or thing among a particular target audience
to effect a desired behavior. Dan Gersten

9) Today’s PR professional understands the intersection of content, social technologies
and marketing in ways that achieve common PR objectives: credibility, thought leadership
and influence. It’s less about managing information flow and pushing content — and more
about creating content, networking and engagement. Lee Odden — TopRank Online Marketing

10) From a business viewpoint, many people mistakenly think PR is one-way
communication, intended to persuade or sell those stakeholders on the merits of the company
and/or its products or services. Public relations is actually a dialogue between an
organization and its stakeholders geared towards building mutual understanding, and in that way,



building and maintaining reputation for a company and its products or services. Lucy Siegel
— Bridge Global Strategies

11) Public relations is part of the larger marketing function. PR’s main objective is to help
companies create and build their brands. PR is more than just announcing a company’s
latest news. Public relations is leveraging communications strategies to establish a market
position through thought
leadership. Instead of being self-serving, PR provides third-party perspectives about the
industry to the press, bloggers, analysts and influencers, expertise through speaking
engagements, and contribute thought leadership articles, and engage in social media. Steve
Stratz — llluminate Public Relations

12) PR has evolved with technological advances and its role in management has increased.
Public relations is defining and communicating a company’s narrative to provide clarity and
insight to the market it seeks to reach. Nancy Tamosaitis — Thompson-Vorticom, Inc.

13) Public relations is the art and science of sharing genuine, credible, relevant news and
information to grow, maintain and protect brand acceptance, awareness, reputation and
sales, when appropriate. Public Relations creates measurable, fact-based conversations,
events and activities conceived to
generate positive, third party endorsements and target audience buy-in. Deborah Weinstein
— Strategic Objectives

14) Using traditional and digital media (free of charge) to educate and inform public
masses about relevant issues and stories that are worthy of sharing and that have an impact on
people. Public relations requires a creative, compelling, and concise approach, with a deep
sense of the art of story-telling through our emotions and humanity. We have the power to
move and influence people through the news and media. Susan Young — Get in Front
Communications, Inc.

Useful vocabulary:

- to have a powerful impact on

- to come into contact with

- to drive smb’s decisions

- to be a company's biggest asset

- to give smb. a competitive edge

- to manage reputation

- to adapt mutually to

- to encompass — to surround and have or hold within

- to communicate a message

- the proliferation of tools and technologies

- to align with — to place or arrange (things) in a straight line / come together in
agreement or alliance

- to master human connections at a deep level

to elevate (raise or lift smth. to a higher position) the people and products

to be focused on cultivating the media and celebrities

to tell the stories of an agency’s clients

endorsement - a statement or action which shows that you support or approve
of something or someone

- to obtain favorable publicity

- to handle crisis management issues

- the communication hub (the effective centre of an activity, region, or network)
of an organization

- to shape a company’s image

- to contribute to a company’s image

- to make a heartfelt connection between



- to benefit from
- an awareness - concern about and well-informed interest in a particular
situation or development
- to spin (spin) - if someone puts a certain spin on an event or situation, they
interpret it and try to present it in a particular way
- to foster (encourage the development of smth.) positive awareness
- to communicate a firm’s trust and credibility (the quality of being trusted and
believed in) toward appropriate traditional and digital channels
- one-way / two-way communication
- to build and maintain reputation for a company and its products or services
- to announce a company’s latest news
- to leverage (use smth. to maximum advantage) communications strategies
- to evolve — to develop gradually
- to share genuine, credible, relevant news and information
- to grow, maintain and protect brand acceptance, awareness, reputation and
sales
- to create measurable, fact-based conversations, events and activities
- to educate and inform public masses about
I'narosbHble 037 1MYHBIE MTPEAJI0KEeHUs]
1. KpOMe MMEHHBIX OE€3JIMYHBIX HpeﬂHOH(GHHﬁ, B aHTJINICKOM SI3BIKE CYHICCTBYIOT I'JIar'OJIbHBIC
Oe3JINYHEIE MNPpEAJIOKCHUA, KOTOPBIC OTIMYAIOTCA OT HMMCHHBIX TCEM, YTO CKa3yCMO€ OJOTHUX
Hpe,I[J'IO)KeHI/Iﬁ — IIPOCTOC, I'IaroJiIbHOC, BBIPAKCHHOC OEe3IMYHBIM IJj1arojioM, TaKkuM Kak to rain
uomu (o 0oorcoe), t0 SNOW uomu (o cneze) U HEKOTOPBIE IPYTHE.
It often rains in autumn. OCEHBIO YacTO HIAET J0KIb.
It snowed much last winter. TIpomutoit 3uMoit YacTo 1IeJ CHET.

B PYCCKOM A3BIKEC HET TIJIarojioB, COOTBCTCTBYIOIIHX TIJIarojamMm to rain u to snow
(IOCIOBHO — 002cOUmMb, CHEHCUMD), OJTHAKO B PYCCKOM SI3BIKE TOXKE CYIIECTBYET KaTErOpHs
OE3JIMYHBIX TJIaroJIOB: TEMHETb, MOPO3UTb U T.A., KOTOPBIC HUCIIOJB3YIOTCA IS 06pa3OBaHI/I$I
O€3JIMYHBIX HpGI[J'IO)KGHPIﬁ, MNpUYEM TIJIarojl CTaBUTCS TaK KC KaK U B AHTJINICKOM SI3BIKE B 3
Junae €4. 4ruciia: TEeMHEeT, MOPO3UT:

It is getting dark. Temueer.

OI[HaKO B PYCCKOM 0E3IMYHOM NpEAJIOKCHUNU HCET IIOJICIKAIICI0, TOrJla KakK B
AHTJIMHCKOM SI3BIKE €r0 HATMYHE 00513aTeJIbHO.

2. BompocutenpHas M oTpHUIaTenbHas (OPMBI TJArojbHBIX O€3JIMUYHBIX IPEIOKEHUH
0o0pa3yroTcsl 10 TeM K€ IpaBHJIaM, 110 KOTOPHIM 3TH (QOpMBI 00pa3yloTCsl B MPEIIOKEHHUIX C
OOBIYHBIM TJIarOJIbHBIM CKa3yCMbIM.

Cpasnume:

Does it often rain in autumn?YacTo Jiv uaeT 10KAb OCCHBIO?

Does he go to school?XoauT Jiu o B 1mkoy?

Did it snow much last winter? YacTo 1 1meJs1 cHer MpoIuIoi 3uMoit?

Did he go to school last year? YuuJicst JIM OH B IIKOJIE B MPOIILJIOM roay?

Is it raining now?  Wuer Ju A0KAb ceituac?

Is he writing now? Ou numer ceiivac?

It does not often rain here in summer. 31ech HE YacTo HIET A0KAb JIETOM.

He does not go to school.  Ou He yuuTcs B mikose.

It did not snow much last winter.  IIpomnuroii 3MMO# He 4acTO 1IeJI CHeT.

He did not go to school last year.  Ou He y4uJiCsS B IIKOJIE B IPOIILIOM TOAY.

Bonpocsl u 3apanus:
1) Give the definitions of the following words:
- Asset
- Spin



- Awareness

- Credibility

- To encompass
- Genuine

- To leverage

- Measurable

- Heartfelt

- Toalign with
- To obtain

2) Use the vocabulary above and say

- why PR is very important nowadays

- how PR educates people

- how you understand one-way and two-way communication
- why you have chosen the profession of a PR practitioner

- if it is difficult to obtain favorable publicity

- what the ways of fostering positive awareness are.

3) Write out all the adjectives from the useful vocabulary section and find the synonyms for
them.

4) Match two parts of the phrases.

1. to communicate a) conversations, events and activities

2. to announce b) credible, relevant news and information
3. to master human C) crisis management issues

4. to create measurable, fact-based d) a competitive edge

5. to contribute e) a message

6. to share genuine, f) a company’s latest news

7. to handle g) to a company’s image

8. to give smb. h) connections at a deep level

5) Comment on the following statements:

- We have the power to move and influence people through the news and media. Public relations
requires a creative, compelling, and concise approach, with a deep sense of the art of story-
telling through our emotions and humanity.

- Today’s PR professional understands the intersection of content, social technologies and
marketing in ways that achieve common PR objectives: credibility, thought leadership and
influence.

- PR connects a brand and its public via direct messages or editorial media including
print, broadcast, radio, digital, video or social media.

- Today, a good PR firm must be an expert in use of social media.

6) Read an official statement of Public Relations adopted by the PRSA National
Assembly on the 6thof November 1982 and answer the following questions:

1) How does PR help our complex, pluralistic society to reach decisions and
function more effectively?
2) What does PR serve to?
3) What does PR encompass as a management function?
4) What skills should a PR practitioner possess?
Public relations helps our complex, pluralistic society to reach decisions and function
more effectively by contributing to mutual understanding among groups and institutions. It



serves to bring private and public policies into harmony. Public relations serves a wide
variety of institutions in society such as businesses, trade unions, government agencies,
voluntary associations, foundations, hospitals, schools, colleges and religious institutions. To
achieve their goals, these institutions must

develop effective relationships with any different audiences or publics such as employees,
members, customers, local communities, shareholders and other institutions, and with society
at large.

The managements of institutions need to understand the attitudes and values of their publics
in order to achieve institutional goals. The goals themselves are shaped by the external
environment. The public relations practitioner acts as a counselor to management and as a
mediator, helping to translate private aims into reasonable, publicly acceptable policy and
action.

As a management function, public relations encompass the following:

- Anticipating, analyzing and interpreting public opinion, attitudes and issues that might
impact, for good or ill, the operations and plans of the organization.

- Counseling management at all levels in the organization with regard to policy decisions,
courses of action and communication, taking into account their public ramifications and
the organization’s social or citizenship responsibilities.

- Researching, conducting and evaluating, on a continuing basis, programs of action and
communication to achieve the informed public understanding necessary to the success of
an organization’s aims. These may include marketing, financial, fund raising, employee,
community or government relations and other programs.

- Planning and implementing the organization’s efforts to influence or change public
policy.

- Setting objectives, planning, budgeting, recruiting and training staff, developing facilities
— in short, managing the resources needed to perform all of the above.

- Examples of the knowledge that may be required in the professional practice of public
relations include communication arts, psychology, social psychology, sociology, political
science, economics and the principles of management and ethics. Technical knowledge and
skills are required for opinion research, public-issues analysis, media relations, direct mail,
institutional advertising,

publications, film/video productions, special events, speeches and presentations.

In helping to define and implement policy, the public relations practitioner uses a variety of
professional communication skills and plays an integrative role both within the organization
and between the organization and the external environment.

IIpakTnueckoe 3ansaTue Ne 29.
Ilpaxmuxa peuu: Ancient Origins of Public Relations.
I'pammamuxa: CiioBa-3aMeCcTUTENH.
IIe.m,: (DOpMI/IpOBaHI/IC KOMMYHUKATHBHBIX KOMIICT eHI.IPIﬁ, OBJIaCHUC JIEKCUKOU U T paMMaTHKOﬁ
B pe3yabTare ocBOeHHE TeMbI CTYIEHT JT0JIKEH
3HaTh: 0a30BbIe HOPMBI YIOTPEOIEHUS JIEKCUKU, (POHETUKH U TPAMMAaTHKU
YMETbL: 4YuTaTh, MNCPEBOAUTL M IICPECKA3bIBATh TEKCTblI Ha MWHOCTPAHHOM A3BIKEC C
HUCIIOJIB30BAHHUEM CHpaBO‘{HOfI u yqe6H0171 JIMTCPATYPBI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPaHHOM A3BIKC
AKTyaJIbHOCTL TEMBbI: O6yCHOBJ'IeHa HCO6XOI[I/IMOCTLIO OBJIaACHUA YK-4.
TeopeTuyeckas 4acTh:

Ancient civilizations and medieval society offer glimpses at public relations-like activities.

Ptah-hotep, the advisor to one of the ancient Egyptian pharaohs, wrote about 2,200 BCE
of the need for communicating truthfully, addressing audience interests, and acting in a manner
consistent with what is being said.



Archeologists have found ancient bulletins and brochures in ancient Mesopotamia (present-
day Iraq) dating to about 1,800 BCE. these publications on stone tablets told farmers how to sow
crops, irrigate their fields, and increase their harvests. these were important goals for monarchs
who wanted their followers to be well fed and prosperous, both requirements for a stable empire.

In 5th Century BCE Greece, the practice of democracy required that citizens could effectively
argue their point of view. the Sophists taught the skills of public speaking, often arguing
whichever side of an issue that hired them. Protagoras is one of the best-known Sophist teachers.

Later, in the 3rd Century BCE, the philosopher Socrates of Athens taught that, rather than the
relativism of the Sophists, effective communication should be based on truth. His student, Plato,
carried on Socrates’ work. But it was Plato’s student, Aristotle of Athens, who has contributed
most to contemporary communication thought. Aristotle analyzed persuasive communication
and taught others how to be effective speakers, specifically by developing compelling and ethical
arguments to offer verbal proofs. Aristotle’s book Rhetoricremains influential to this day.

In the civil realm, Philip of Macedonia had conquered the whole of Greece. His son
Alexander the Great, was a student of Aristotle. Philip extended his rule throughout Northern
Africa, Asia Minor and
India. Both rulers had gold and ivory statues of themselves placed in towns and temples
throughout the conquered lands as constant reminders of their presence — a common technique
associated with public relations, still practiced in examples such as commemorative stamps,
monuments, stadiums, named buildings, and so on.

Elsewnhere in the classical Mediterranean world, others were also studying communication.
In Sicily, Corax of Syracuse wrote a book about persuasive speaking. In Rome, tullius Cicero
developed the earlier Greek rhetorical method for presenting persuasive arguments in public,
and Marcus Fabius Quintilianus taught about the ethical content of persuasion.

The Roman general Julius Caesar, in the mid-First Century BCE, sent public reports back to
Rome about his military and political victories in Gaul. Later, as ruler of Roman republic, he
ordered the posting
of Acta Diurna, regarded as the first public newsletter, to keep the citizenry informed.

After a lengthy civil war that destroyed the 500-year-old Roman republic, Augustus became
the first Roman emperor in 27 BCE. Augustus courted public opinion, realizing that he needed
the support of the people in order to reign successfully. One of his tactics was to commission the
poet Virgil to write The Aeneid, an epic poem that identifies Rome as the fulfillment of a divine
plan and which depicts Augustus as being ordained by the gods to save and rebuild Rome after
the collapse of the republic.

CuioBa-3amMecTHTeIH. B aHIIHIICKOM SI3bIKE HMEIOTCS CIIOBA, KOTOPBIC YIOTPEOISIOTCS B
NPEATIOKEHUH JJIST TOTO, YTOObI M30ekKaTh MOBTOPEHHS OJHOTO W TOTO K€ CJOBa, YaCTH
HPEUIOKEHUSI WITH BCETO MPeIokKeHHs. Takue cIoBa Ha3bIBAIOTCS CIOBAMU-3aMEHHUTEIISIMU.

1. B kadecTBe CJI0Ba-3aMECTUTENS CYIIECTBUTEIILHOTO B €MHCTBEHHOM YHCIIE YIOTPEOIsSeTCs
MectouMenne one. OHO uMeeT GOpMy MHOKECTBEHHOTO YHCJIa — ONes, KOrJa YImoTpeOisieTcs
BMECTO CYIIECTBUTEIILHOTO BO MHOYKECTBEHHOM YHCIIE:

I haven't got a text-book. | mus buy one. 'V menst HeT yueOHMKA, MHE HY)KHO €T0 KYITHTb.

This story is more interesting than that one. DtoT paccka3 6osiee HHTEPECEH, YeM TOT.

MecTrorMeHHe one Kak CIOBO-3aMECTHTENb MM COBCEM HE MEPEBOMUTCS HA PYCCKHA
S3bIK WM TIEPEBOJUTCS COOTBETCTBYIOIIMM MeCTOMMEHHeM. Eciu oHO ymoTpeOnsercs c
OIPE/ICIICHHBIM apTHKIICM I YKa3aTelbHBIM MECTOMMEHUEM, TO MEPEBOAUTCS MECTOUMMEHHEM
mom, mo, ma.

MectouMeHne one He ynoTpeOIseTcs Mocie NPUTHKATSIbHBIX MECTOMMEHHI, TaK KaK B
ITUX CIy4YasX YIOTPeOsieTcss caMoCTosATeNbHass (GopMa MNPUTSDKATEIbHBIX MECTOUMEHUH.
MecTonMeHne one HE YHOTPEONISCTCS TAKKe IOCIE CYIIECTBUTENBHBIX B IPHTSHKATEILHOM
najexe:

This is your pencil. Where's mine? Dto TBoit kapanari. A rae Moi?



Bomnpocs! 1 3aganus:
1) Read the text once to get the general idea, try not to spend more than 10 minutes.
Complete the sentence as to the text:
the passage describes
(A) the history of advertising from Egyptian time to this century.
(B) the use of advertising techniques for non-commercial purposes.
(C) the history of advertising from Egyptian time to 27 BCE.
exercise

2) What do the following figures and dates mean?
1. 2,200 BCE 5. mid-first century BCE

2. 1,800 BCE 6. 500-year-old

3. 5" century BCE 7. 27 BCE

4. the 3rd Century BCE

3) Read the text and decide whether the following sentences are true (T) or false (F).
. Plato was Aristotle’s student.

. Philip of Macedonia conguered almost the whole world.

. Archeologists have found ancient bulletins and brochures in present-day Iraqg.

. these bulletins and brochures date to 2000 BC.

. Plato is one of the most famous Sophist teachers.

. Socrates said that effective communication should be based on truth.

. Aristotle’s book Rhetoric is well-known nowadays.

. Julius Caesar became the first Roman emperor.

OO Ol WN B

4) Read the article again and underline words and phrases that you do not know. Write
your own definitions. Use a dictionary if necessary.

5) Analyze the sentence “But it was Plato’s student, Aristotle of Athens, who has contributed
most to contemporary communication thought”.Compare: It is our age that has offered
possibilities for new

types of experiments in this field of science. — mMeHHO Halm BeK CO3/al BO3MOXHOCTH
JUISL WCIONIb30BAaHUSI HOBBIX METOJOB SKCIIEPUMEHTAILHOTO HMCCIEI0BaHUS B ATOM 00nacTu
HayKH.

6) Answer the questions.

1. What did publications on stone tablets tell farmers?

2. Who is one of the best-known Sophist teachers?

3. What did Socrates of Athens teach?

4. Who carried on his work?

5. Who has contributed most to contemporary communication thought?

6. What book by Aristotle is well-known nowadays?

7. Where did Philip of Macedonia and Alexander the Great have statues of themselves?
8. What is Julius Caesar famous for?
9. What destroyed the Roman republic?
10.Who did Augustus ask to write an epic poem?

7) Choose the correct option.

1. the publications on stone tablets taught farmers to...
a) speak in public

b) grow plants



c) sow flowers
d) plant trees

2. Aristotle’s book Rhetoric... nowadays.
a) is significant

b) is unknown

c) is of no interest

d) has got out of existence

3. Monarchs wanted their followers to...
a) be poor

b) be well-educated

c) thrive

d) be unsuccessful

4. the civil war that destroyed the 500-year-old Roman republic was...
a) short

b) long

c) bloody

d) inevitable

5. Augustus wanted the... of the people to reign successfully.

a) hatred

b) love

¢) admiration

d) backing

8)Look through the text again. Give the main points of each paragraph of the text.
9) Put a key-question to each paragraph of the text given above.

10)Make up a detailed plan of the text.

11).Abridge the text by way of shortening each paragraph (throwing off unnecessary
sentences and even words).

12)Summarize the text to the others in your group.

13) Identify and discuss contemporary parallels to some of these examples of the ancient
origins of the public relations.

14) (Interview) think about the questions you would ask any of the famous people mentioned in
the text. Make up dialogues with your partner.

15) Collect all the information and write an abstract under the title “Famous ancient
people”.

16) Write a summary of the text. Use ‘the author describes (presents, touches upon)’ etc.
17) Think about some famous people you know something about. Write a few lines about their
life.



IIpakTnueckoe 3anaTue Ne 30.
Ipaxmuxa peuu: Public Relations in Religious History.
I'pammamuxa: YnorpedjeHue apTUKJISI ¢ HUMEHAMH COOCTBEHHBIMH.
I_[e.m,: CDOpMI/IpOBaHI/Ie KOMMYHHKAaTHBHBIX KOMHGTCHHHﬁ, OBJIAJICHUEC JIEKCUKOH U FpaMMaTHKOﬁ
B pe3yJabTaTe 0CBOCHUE TEMbI CTYACHT H0JKECH
3HaTh: 0a30BbIC HOPMBI YITOTPEOJIECHUS JEKCUKH, POHETUKU U TPAaMMaTHKU
YMETh: 4YuTaTh, HNCPCBOAWTL UM IICPCCKA3bIBATH TCKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCII0JIb30BaHHNEM cnpaBquoﬁ n yqe6H0171 JUTEPATYpPhI; OCYHICCTBIIATH KOMMYHHKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTh TeMbI: 00yCIIOBJI€HAa HEOOXOAMMOCThIO OBaieHus Y K-4.

TeopeaneCRaﬂ YacThb.

Much of the pre-history of public relations is linked with the growth and maintenance of
religion, one of the most basic and cohesive aspects of society throughout the ages.

John the Baptist is recognized in the social history of Christianity as the precursor or
advance man who was effective in generating among his publics an anticipation and enthusiasm
for Jesus Christ.

In the mid-First Century, Peter and Paul led the Christian Apostles in their use of many
persuasive techniques, such as speeches, staged events, letters and oral teaching. their aim
was to increase interest in Jesus and his message, to increase membership in the new religious
movement, and to maintain morale and order among church members.

Paul of Tarsus and the gospel writers Matthew, Mark, Luke and John used the
strategies of interpretation and audience segmentation, each presenting essentially the same
story, as it developed through a process of telling and re-telling, writing four different versions
to appeal to the interests and needs of four different audiences.

The Roman Emperor Nero used the strategy of orchestrating events when he blamed the
burning of Rome on the Christians. It is an example of telling your side of the story first so that
any other versions are received as being different from what people already have heard.

The early Christian Church preserved and enhanced the concepts of rhetoric. In Roman
Africa, the 5th Century philosopher-bishop Augustine of Hippo developed the art of
preaching, insisting that truth is the ultimate goal of such public speaking. Later in Northern
Europe, the 8th Century Saxon theologian Alcuin reinterpreted Roman rhetorical teachings for
the Emperor Charlemagne.

Use of public relations strategies and tactics was not limited to the Christian church.
In 6th Century Northern Africa, the prophet Mohammed sometimes retired to an out-of-the-
way place to ponder problems facing his people, eventually to emerge with writings that he
identified as the word of Allah. these writings, eventually assembled as the Koran, thus received
a credibility that led to easy acceptance by his followers.

In the Middle Ages, the church applied principles of persuasive communication in an
effort to recapture the lands of Christian origin. Pope Urban Il in 1095 sent his message
throughout Europe using the efficient communication system of monasteries, dioceses and
parishes. He used a sustained approach that involved all the communication tactics of the times,
including writing, public speaking, word of mouth, slogans and symbols. His persuasion to
influence public opinion was effective, as he attracted thousands of volunteers for the first of a
series of Holy Crusades.

In 1215 the archbishop of Canterbury, Stephen Langton, used tactics of lobbying and
government relations as he persuaded the influential English barons to join him in demanding
that King John recognize the rights of both the barons and the church. the result of this
successful persuasion was the Magna Carta, the document that laid the foundation for
constitutional government not only in England but eventually around the world.

Later in the 13th Century, the philosopher-monk thomas Aquinas revisited Aristotle to
study the persuasive nature of religious communication. throughout the centuries, the various
branches of the Christian Church developed the apologetics, the systematic attempt to assert the



reasonableness of faith and to refute opposing arguments. Modernday preachers and evangelists
continue this tradition in persuasive communication for religious purposes.

In England, John Wycliffe courted public opinion when he took his campaign for church
reform to the people in 1351. He used illegal street lectures, pamphlets and books to win over
the common people to his cause. Capitalizing on his success, the priest became a writer for
English royalty in its on-going feud with the clergy over church-state issues.

Three hundred years after Wycliffe, another priest, Martin Luther, courted public opinion
through similar means and for similar — and with greater success — when he posted his
ideas on a church door in Germany, igniting what became known as the Protestant
Reformation. Much of the success of Luther’s reform movement was bided by two developments
in technology and economics. the technology was the newly invented printing press with
movable type; the economic development was the emergence of an increasingly literate middle
class, which could read the mass produced Bibles and religious tracts.

In response to Luther and his colleagues, the Catholic Reformation similarly used
persuasive communication techniques. Much of the Catholic Reformation was fostered by
Ignatius Loyola who founded the Society of Jesus (Jesuits). Both sides used common
public relations strategies such as appeals to both positive and negative values, third-party
endorsement, orchestration of the message, use of popular spokespersons, and so on, as well
as public relations tactics such as speeches, letters, books and pamphlets.

Pope Gregory XV popularized the word “propaganda” in 1622 when he established the
Congregatio de Propaganda Fide (Congregation of the Propagation of the Faith) to spread the
church’s message into non-Christian lands. the term then was an honorable one. It did not take
on negative connotations until three hundred years later, when the Nazis used it with a
monumental disregard for honesty and ethics and later when it became associated with the 20th
Century Cold War between communist and democratic nations.

One of the major religious events of the 20th Century was the Roman Catholic Church’s
Second Vatican Council, which among other things led to the de-Europeanization of the
church and its adaptation to the cultures of its members in Asia, Africa, Latin America and
elsewhere — another public relations strategy of segmenting the audience and developing a
message approach based on the wants, interests and needs of each particular public.

Now, at the beginning of the 21st Century, religious organizations continue to use public
relations strategies and tactics. Groups translate the Bible and other religious books into the
language of the people, often paraphrasing the message or revising it with contemporary
experiences. Churches and synagogues, as well as religions organizations such as
dioceses and districts, employ their own public relations people, have interactive Web sites, and
function at a very high level of professionalism. the Religion Communicators Council (formerly
the Religious
Public Relations Council) is the oldest professional association of public relations practitioners
in North America, older even than the Public Relations Society of America.

YnorpebieHue apTHKJISI ¢ HMEHAMH COOCTBEHHBIMH

1. Kak mpaBuiio, iMeHa COOCTBEHHBIE YITOTPEOISIOTCS 0€3 apTUKIIS:

Europe EBpomna

London Jlonmon

Mary Mapust

2. C reorpadguueckuMH Ha3BaHUSIMH OIPEACICHHBIA apPTUKIL YIOTPEOIseTcsT B
CIEYIOIIUX CITydasx:

a) C Ha3BaHUAMH YeThIpeX CTOpoH cBeta — the South e, the North cesep, the West
3anao, the East socmok.



6) C Ha3BaHUSMH CTpaH, OKEAHOB, MOpPEH M JAPYTMMH TeorpapuuecCKUMH Ha3BaHUAMH,
OCHOBHBIM 3JIEMEHTOM KOTOPBIX SIBJSCTCS HAPHUIIATEIILHOE UMSI CYIIECTBUTEIBHOE: UNION cor03,
state wmam, 0cean okeaw, Sea mope U Ipyrue:

the United States of America Coeaunennsie IlITater AMepuku

the Pacific Ocean Tuxuit okean

the Black Sea Yeproe mope

B) C Ha3BaHUSIMU OKEaHOB, MOPEH, PEK, IIeTeil Top, IPYIIT OCTPOBOB:
the Atlantic ATIIaHTHYCCKHUI OKeaH

the Baltic banruiickoe Mope

the Don Jlon

the Urals Ypan

the West Indies Becr-Uuaus

3. OnpeneneHHbI apTUKIIL yIOTpeOseTcs mepen haMuausMu Uit 0003HAYCHUS BCEX
YJICHOB CEMbH, IIPUYEM CYIIECTBUTEILHOE, 0003HaUaromee (HaMUIINI0, CTABUTCS BO MH. YHCJIE:

the Lavrovs JlaBpoBbI (ceMbst JIaBpOBBIX )

the Waynes VYaiinsl (cembsi YaifHOB)

4. ApTUKIIb HE yIIOTpeOIIsieTcs:

a) C Ha3BaHUSIMH CTPAaH U MATECPUKOB:

Japan SAnonus

South Africa OxHas Adpuka
North America CeBepHast AMepuka
Western Germany 3anannas ['epmanus
Central Asia LlenTpanbHas A3us
Siberia Cubupn

6) C Ha3BaHUSAMU rOPOIOB —

Moscow Mocksa

London Jlonyon

Washington Bammarron

Ho:

the Hague ['aara

B) C Ha3BaHUSAMMU IUIOIIAJCH U yIUIL:

Kirov Street ynuna Kuposa
Mayakovsky Square wiom@aas MaskoBCKOTO

Bonpocs! u 3aganus:
1) Insert the article where necessary.
1.... Moscow is situated on ... Moscow River. ... Moscow is a river that moves very slowly. There
is ... canal called ...Moscow-Volga Canal which joins ... Moscow to ... VVolga. ...\VVolga runs into
... Caspian Sea. 2. Several rivers run into ...sea at ... New York. ... most important is ... Hudson
River which empties into ... Atlantic Ocean. Besides ... Hudson there are ... two other rivers: ...
East River and ... Harlem
River. 3. In ... Siberia there are many long rivers: ... Ob, ...Irtysh,... Yenissei, ... Lena and ...
Amur. 4 ... Altai Mountains are ... higher than ... Urals. 5. There is ... splendid... view o f ... Lake
Geneva from this hotel. 6. My ... friends have travelled a lot. This ... year they are going to fly to
...Canary Islands. 7. Which river flows through ... London? — ... Thames. 8 O f which country is
... Washington ... capital? — ... United States. 9 ... United Kingdom consists o f Great Britain
and Northern Ireland. 10 Chicago is on ... Lake Michigan.

2) Insert the article where necessary.

1. ... Russia occupies ... eastern half o f ... Europe and ...northern third o f ... Asia. 2 ... climate of
... northern part of... Russia is severe. 3 This winter is ... true Russian winterwith ... hard frosts. 4.
It is warm in ... Crimea and ...Caucasus. 5. ... Washington is ... capital of ... United Stateso f



America. 6 | want to go to ... New York some day. 7 ...best way to know and understand ...
people of ... other countries is to meet them in their own homes. 8 Is ...Australia ... island or ...
continent?... Red Sea is between ... Africa and ... Asia.10 There are seven continents on ... Earth.
11 ...Franceisto...north o f ... Italy.

3) Insert the article where necessary.

1. ... Thames is ... short river. 2 ... Russia is washed by ...Arctic Ocean in ... north. 3. Kiev is to ...
south o ... Moscow. 4 ... Europe is ... continent. 5. ... Moscow is ... capital o f ...Russia. 6. Is ...
Asia ... island or ... continent? 7. ... Black Sea is in ... south o f our country. 8 ... White Sea is in
... horth ofour country. 9. This is ... map of ... world. Can you read ...map? W hat can you see on
... map? What ... colour are ...

valleys on ... map? 10. Petrov is ... architect. He is ...experienced architect. He is in ... Far East.
He has ... wife. His wife is ... typist. They have ... son and ... daughter. 11. ...Philippines are
situated to ... southeast o f ... Asia.

4) Translate:

1. B Poccun muoro Gonbmux pek: Bonra, {nemnp, Jlena, O0b, [lon u apyrue. 2. [duenp yxe
JleHbl, HO OH OYEHb KPACHUBBIA. DTO camasi IMIMPOKast U caMasi KpacuBasi peka Ha Ykpaune. 3. S
KaXKIBIHA TOJ1 OTABIXa0 (MPOBOXKY OTIYCK) B KpbiMy, HO Ha Oyaymiwmii roa s He noeny B Kpbim, s
noeay B OJWH U3 JOMOB OTAbixa Ha Bonre. 4. Myx Moe#t cecTpsl He e3auT JietoM Ha KaBkas.
Tam ouens xapko JietoMm. OH TI0OUT OTABIXaTh Ha banTtuiickoM Mope. 5. Moif cbIH O4YeHb JIFOOUT
YepHoe Mope, MO3TOMY KaXIblil TOJl HA KAHUKYJIBI OH €31UT B KpbIM.

IIpakTnueckoe 3ansaTue Ne 31.
Ipaxmuka peuu: Public Relations in Colonization.
I'pammamura: HeonpeaesieHHbIe MECTOMMEHUS, IPOU3BOIHbIE OT «Some, any, No, every».
Heﬂb: cDOpMI/IpOBaHI/Ie KOMMYHHUKATHUBHBIX KOMHGTCHHHﬁ, OBJIAJICHUEC JIEKCUKOH U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT J0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66J'IeHI/I$I JICKCHUKH, (I)OHCTI/IKI/I " I'paMMAaTHUKN
YMETbL: 4YuTaTh, MNCPECBOAWUTL M IICPECKA3bIBAThL TCEKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ n yqe6H0171 JIATCPATYPBI; OCYHICCTBIIATL KOMMYHHUKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTDH TeMbI: 00YCIOBIIEHAa HEOOXOAUMOCTHIO oBaaeHus Y K-4.

TeopeTuyeckas 4acTh:

A more light-hearted detour on the road of public relations history lies in some of the
exaggerations, often not even plausible, that have accompanied what today we would call real-
estate promotion.

Erik (the Red) thorvaldson discovered an uninhabited land of ice and snow in the North
Atlantic. Recognizing the power of words, he named it Greenland to attract settlers, whom he led
there in 985. the
name was indeed misleading, for the ice melts for only a few months a year even in the southern
coastal land.

In 1584, Sir Walter Raleigh sent glowing reports to England about Roanoke Island off
present-day North Carolina. Compared to England, this new land had better soil, bigger trees,
and more plentiful harvests, as well as friendly Indians — so he said, as he aimed to persuade
other settlers to join this first British colony in North America. But the wildly exaggerated
promotion, while successful in attracting settlers and financial backers, didn’t match reality. the
island was largely swampland, food was scarce, sickness was prevalent, and the colony was
abandoned within two years. Virginia led the colonies in both the number of promotional leaflets
and in the degree of exaggeration within them.

In another effort to encourage European colonization in the New World, the Spanish



explorers and conquistadores, sent back to Spain enthusiastic reports of a Fountain of Youth
in Florida and of Seven Cities of Gold in Mexico. though they never found either, their stories
helped spur immigration to the Americas.

Later the press in the Eastern United States promoted westward expansion with a glorified
view of life on the frontier. the legend of Davy Crockett and later stories about Calamity Jane
and Buffalo Bill Cody were among the persuasive messages developed to encourage expansion.
The Southern Pacific Railroad hired a publicity to promote South California. Land companies
hired promoters to attract settlers, and the government hyped the California Gold Rush to
foster public opinion for the war against Mexico. In 1880, the Burlington Railroad spent less
than $40,000 to promote land sales out West that brought in almost $17 million. the Northern
Pacific Railroad, meanwhile, promoted land grants
for Civil War veterans along its route in the northern plains and mountain states; it even hired
agencies and took out newspaper ads in Germany, Scandinavia and the Netherlands to attract
European immigrants.

One can imagine future generations greeted by similar exaggerations about undersea
colonies or the first settlements on the moon. Hopefully tomorrow’s public relations
practitioners will exercise more ethical control than some of their earlier forerunners.

Heonpenesiennbie MeCTOUMEHUS, POU3BOIHBIE OT SOME, any, no, every

1. Heonpenenennsie MeCTOUMEHUsI SOME, any, NO, every o0pa3yroT psii MPOU3BOIHBIX CO
cioBamu thing sews, body meno, one nexkmo, where 2oe, kyoa, a UMeHHO:

something YTO-TO, YTO-HHOY/Ib, YTO-IN00, KOE-UTO, HEUYTO
somebody

someone KTO-TO, KTO-HUOY1b, KTO-TH0O0, KO€-KTO, HEKTO
somewhere rJie-To, TIe-HuOYy b, TIe-1100, Kyaa-To, Kyaa-HuOy b, Kyaa-1uoo
anything 4T0-HUOY/Ib; BCE, YTO YTOTHO

anybody . .
anyone KTO-TO, KTO-TH0O0, KTO-HUOY/b, BCAKUH, JIFOOOH
anywhere rae-Hu0yb, Ky/a-Hu0y b, TA€ YTOJHO, Ky/1a YTOIHO
nothing HUYTO, HUYETO

nobody HUKTO, HUKOTO

no one

nowhere HUT/IC, HUKY/1a

everybody

everyone Bee

everything BCE

everywhere Be3Jie, MOBCIOTY, BCIOTY

I[IpuMeyanue Mecronmenue NO ONE Bceraa MUIIETCA pa3AesibHO.
2. [Ipou3BOHBIE MECTOMMEHUS YIOTPEOISIOTCS B MPEIOKEHUSIX MO TeM K€ MpaBujiaMm,
YTO W HEOINpPE/CeJICHHbIE MECTOMMEHHUS SOME, any, no, every. [IpousBoansie co ciaoBamu thing

COOTBCTCTBCHHO yHOTpeﬁJI}IIOTCSI, Koraa pcub MACT O BCHIAX; CO CJIIOBAMH bOdy u one — o
JFOMSX: co ciioBoM Where o mecre:

| can see something white in that room. S BuKy (MOry BuUAETb) umo-mo 0Oenoe B TOH
KOMHAaTe€.

Can you see anything in that room? Bl umo-nu6yow Bugute B TOM KOMHaTe?

I can see nothing in that room. S Huueeo He BIXKY B TOM KOMHATE.

There is something interesting in this magazine. B atom sxypHaie ecTh Koe-umo UHTEPECHOE.

Is there anything interesting in this magazine? B oToM KypHame ecTb umo-HuOyos
WHTEpeCHOE?

There is nothing interesting in this magazine. B 3Tom xypHaiie HET Huye20 HHTEPECHOTO.
3. IMockosbky B cocTaB ciioB something, anybody u ap. Bxoasr cymiectButenshbie thing,



body onu Bcerna B npeiokeHHH YIIOTPEOISIOTCS KaK CaMOCTOSITEIbHBIC WICHBI MPEIOKCHUS
(momyexxaree, JAOMOTHEHUE) B OTJIMYKME OT SOME, any, N0, eVery KOTopbhle yINOTPeOIIIoTCs B
KauCCTBC OIPCACIICHHUA K CYILICCTBUTCIIBHOMY.

CpasHume:
Give me some book to read. (onpedenenue)  Jlaiite MHE KaKyi0-HUOYOb KHUTY IOYUTATh.
Give me something to read. (donoanenue) Jlaiite MHE umo-HubyOb TIOUNTATh.

Did you read any interesting book last month? (onpedenenue) Bbel  mpounu  kakyno-Hubyos
MUHTEPECHYIO KHUTY B ITPOIILIOM Mecsitie?

Did you read anything interesting last month? ( oonoanenue) Bel  mpounu  umo-nubyos
UHTEPECHOE B

MPOIIIOM MecsIie?

Do any engineers work here? Paborator m  37eCch  Kakue-iubo
UHXXEHEPHI?

Was anybody here yesterday? Kmo-nubyow 6611 31€Ch Buepa?

There are no pictures in that room. B T0i1 KOMHaTe HeT (HuKakux) KapThH.

There is nothing in that room. B Toii KOMHaTE HUUe20 HEM.

4. Korga mecroumenust somebody, someone, something, anybody, anyone, anything,
nobody, no one, nothing, everybody, everyone, everything ymorpeGusiorcs B GyHKIHHA
nmoaJIc)Kalero, riraroji-CkasyeMoc Bceraa CToOuT B € IMHCTBECHHOM YHUCJIE:

Cpaenume:

Everybody was there in time.

All were there in time.

Are all of you here?

Is everyone here?

Everybody is listening to Comrade Bce caymawTt noknaa  ToBapuiia
Semenov’s report with great interest. CeMeHOBa ¢ OONBIITMM UHTEPECOM.

ITpuw™euanu e Mecroumenus anybody (anyone), anything we ymorpe6isirorcst B
q)YHKI_II/II/I NMOUICKAIETO B OTPUHATCIBbHBIX MPCHIIOKCHHUAX. B takux clrydadax yrIOTpe6J'I}II-OTCH
oTpuiarenbHbie MecTonmenust Nobody (no one), none, nothing:

Bce 0b1s1IM TaM BOBpeMs.

Bce au 31€ecn?

HukTro ero 31ech He BHJIET BUEpa. Nobody saw him here yesterday.
(noonexcawee)

A HMKOTO He BUJIEN 3]IeCh BUepa. I didn’t see anybody here yesterday.
(0ononnenue) I saw nobody here yesterday.

5. Tlocme TpPOM3BOAHBIX HEOMPEICICHHBIX MECTOMMEHHH co cioBamu body u one:
somebody (someone), anybody (anyone), nobody (no one), everybody (everyone) ue moxer
yrnoTpednsaThest  mpemior Of; B Takux  ciaydasx — ymoTpeOJSIFOTCS  COOTBETCTBEHHO
Heompe/e/IeHHbIE MeCTOUMEHHS SOMe (0Ne), any, none, each kacowiii:

Some of them spoke about it at the meeting. KTo-TO0 u3 Hux roBopun 00 HTOM Ha
coOpaHuu. (HeKOTOpPbIe U3 HUX FOBOPHIIH ...)

One of them spoke about it at the meeting. KTo-T0 n3 Hux (0aMH U3 HUX) TOBOPHI 00 STOM Ha
coOpaHuu.

6. Ilocie HeompeneneHHbIX MecromMmeHuit somebody (someone), anybody, nobody,
something, anything, nothing, somewhere, anywhere, nowhere dacto ymorpebsieTcsi CIOBO
else wiu onpeseneHre, BRIpaKEHHOE MPUIIaraTeIbHbIM:

Is there anybody else here? 31ech ecTh KTO-HHOY/Ab elnne?
Give me something interesting to read.  JlaiiTe MHe MOYUTATh YTO-JTHOO HHTEPECHOE.

IT puwmeuanun e OnpeneneHre, OTHOCAINICECS K TaHHBIM HEOMPEIEICHHBIM
MECTOMMEHUSM CTaBUTCS, TAK )K€ KaK U B PYCCKOM SI3bIKE, MOCJI€e HUX:

There is nothing strange in his question. B ero Bonpoce HET HUY€ro CTPAHHOTO.

7. Heonpenenennbsie MecToumenus Somebody (someone), anybody, nobody, everybody
MOT'YT UMETh OKOHYAHHUE MPHUTHKATSIHLHOTO MaIeKa:

Yesterday | found somebody’s book. Is it e yours? Buepa s Hamen 4bi-T0 KHUTY. OHa



Bama?
Bonpocsl u 3aganus:
1) Read the text once to get the general idea, try not to spend more than 10 minutes.
Complete the sentence as to the text: the passage describes
(A) religious organizations from Egyptian time to this century.
(B) influence of religious leaders on public relations.
(C) religious history.

Scanning for information

2) What do the following figures and dates mean? (text B)
1. the mid-first century

. the 5th century

. the 8th century

. the 6th century

1095

1215

1351

. 1622

O~NOUTAWN

Reading for detail

3) Read text B and decide whether the following statements are true (T) or false (F).
1. Peter and Paul’s aim was to decrease interest in Jesus Christ’s message.

2. Nero accused the Christians of the burning of Rome.

3. Augustine of Hippo said that true statements were the purpose of public speaking.

4. Use of public relations strategies was limited to the Christian church.

5. Martin Luther used the same means of persuading people as John Wycliffe.

4) Analyze the sentence ‘Much of the pre-history of public relations is linked with the
growth and maintenance of religion, one of the most basic and cohesive aspects of society
throughout

the ages’ (grammar tense, active or passive voice). Make up your own sentences using
passive constructions.

5) Answer the questions:

1. Who improved the concepts of rhetoric?
a) Paul oftarsus

b) Augustine of Hippo

c¢) the early Christian Church
d) the first Roman emperor

2. What is the Koran?

a) Jesus Christ’s works

b) Mohammed’s writings

c¢) Stephen Langton’s articles
d) Martin Luther’s Bible

3. What approach did Pope Urban Il use?

a) He used slogans, public speaking etc.

b) His approach involved some peculiar communication tactics.
c) He used only writing.

d) His approach involved only public speaking.

4. What did thomas Aquinas revisit Aristotle for?



a) He wanted to communicate with Aristotle.

b) He was eager to learn the convincing nature of religious communication.
¢) His aim was to study Aristotle’s religious beliefs.

d) His purpose was to refute the persuasive nature of religious
communication.

5. How do religious organizations continue to use public relations strategies and tactics?
a) they use quotations from the Bible.

b) they paraphrase the Koran.

c) they attract professionals.

d) they translate the Bible into the language of the people.

6) Answer the questions:

1. Was Erik thorvaldsen right to name an uninhabited land of ice

and snow Greenland?

2. What island was swampland?

3. Is it possible to see a Fountain of Youth in Florida?

4. Who hyped the Californian Gold Rush?

5. When did the Burlington Railroad promote land sales out West?

6. Do you think you will promote undersea colonies or the first settlements on the Moon?

Summarizing information
7) Look through the text again. Give the main points of each paragraph of the text.

8) Put a key-question to each paragraph of the text given above.

9) Make up a detailed plan of the text.

10) Abridge the text by way of shortening each paragraph (throwing off unnecessary
sentences and even words).

11) Summarize the text to the others in your group.
Speaking

12) Identify and discuss contemporary parallels to some of these examples of public
relations in religious history.

13) Identify and discuss contemporary parallels to some of these examples of public
relations in colonization.

14) (Interview) think about the questions you would ask any of the famous people
mentioned in the texts. Make up dialogues with your partner.
Writing

15) Collect all the information and write an abstract under the title “Famous people in
the sphere of public relations”.
16) Write a summary of the text. Use ‘the author describes (presents, touches upon)’ etc.
17) Think about some famous people in the sphere of public relations. Write a few lines
about their life.

IIpakTnueckoe 3anaTue Ne 32.
IIpaxmuxa peuu: Public Relations in Colonial America.
I'pammamuxa: IlpnyactHbie 000opoThl ¢ npuyactueM | u |l B pyHkumu onpenenenus n
00CTOATEIBLCTBA.
Heab: @opMupoBaHUEe KOMMYHUKATUBHBIX KOMIIETCHIIUH, OBJIaJICHUE JICKCUKOW U TPAMMAaTUKON



B pe3yabTaTe OCBOCHHEC TEMBI CTYACHT T0JI7KCH
3HATh: 0a30BBIC HOPMBI YITOTPEOJICHUSI IEKCUKH, (DOHETUKH M TPAMMaTUKH
YMETh: 4YuTaTth, HNCPCBOAWUTL UM IICPCCKA3bIBATh TCKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HCII0JIb30BaHHNEM cnpaBquoﬁ u yqe6H0171 JUTEPATYpPhbI; OCYHICCTBIIATH KOMMYHHKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHA HEOOXOAMMOCThIO OBasieHus Y K-4.

TeopeaneCRaﬂ YacThb.

American colleges have led the way in the use of publicity to promote higher education.

Harvard College in 1641 developed the first fund-raising brochure, New England’s First
Fruits, as part of the first fund-raising campaign. three Harvard preachers on a begging mission
to England for support for the college had asked for a pamphlet to explain its financial needs.

King’s College, now Columbia University, sent out an announcement of its 1758
graduation ceremonies — the first anywhere in the colonies — and several newspapers printed
this information-apparently the first instance of a new release. Princeton, meanwhile, was the
first to make it a routine practice to supply newspapers with information about activities at the
college, particularly information of interest to prospective students.

Persuasive communication has been at the heart of much of Western social and political
development. It is a fundamental element of democracy that played a major role in the American
campaign for independence from Britain, perhaps the best early example of a comprehensive use
of public relations techniques.

Samuel Adams is credited as the chief strategist of the movement for independence. His
legacy, and that of this revolutionary associates, includes the following public relations strategies
and tactics.

IIpuuactubie oboporbl ¢ Ilpuuactuem I m Il dyHknum ompeaeneHuss — 3TO
Heln4Has ¢opma Iiaroyia, KOTopas sBIseTCs MPOMEXYTOYHON KaTeropuel Mexay IJ1arojiom, ¢
OJIHOW CTOPOHBI, U IIPWIIAraTeIbHbIM U Hape4ureM, ¢ ApYrol CTOpoHsbl. [Ipuyactus aHrmiickom
A3bIKe MoApaszzenstorcss Ha npuuyactue I m mpuuactue II: writing (mpuyactue I) mumrymuii
written (mpuuactue II) HanrcanHbIi
1. ®opma npuuactus II Moxker ObITH 0Opa3zoBaHa OT JIFOOOIO IJaroiyia, Kak MepexoaHoro (To
€CThb CIIOCOOHOTO0 MPUHMMATh MPAMOE [OMOJHEHHE), TaK U OT HENEepexoJHOro (He
NPUHUMAIOILETo MPSMOTo JONOJIHEeHus), taken (0T mepexoHoro riaroia to take) B3ATHIMH.

OpHako camMOCTOSITENILHO YHOTPEOIATHCS MOXKET TOoJbKO mpuyactue Il mepexoaHbIx
rJarosioB. JT0 OOBsCHsETCS TeM, 4Tro mnpuuactue lI, kak mpaBuio, uMeeT cTpaaaTelnbHOE
3HaueHue, HallpuMep:
discussed o6cyxaaemblil, 00CYXKAEHHBIN, 00CYXIAIOIIMICS, 00CYKIaBIINHCS

®opma npuyactus I Hen3MeHseMa, To ecTb He UMEeT HU BPEMEHHBIX, HU 3aJI0TOBBIX, HU
BUJIOBBIX Pa3IN4Mi.

2. Tlpuuactrme I MoxeT OBITH 00pa30BaHO OT JIFOOOTO ITarojyia (Kak MPHHUMAFOIIETO TPSIMOE
JIOTIOJTHEHHE, TaK ¥ HE IPUHHUMAIOILIETO €r0).

Haubonee ynorpeburensHoOil (opmoil mpuyactusi sgBisercss npocras (HemepdekTHas)
(dopma JIeiicTBUTEIBHOTO 3a5I0Ta, TaK Ha3biBaeMas ing- form:
reading gwTaroIHiA
discussing oOcyxnaromuit

Orta Qopma BbIpakaeT OJHOBPEMEHHOCTh JEWCTBUM, BBIPAKEHHBIX NpuyactueM | u
CKa3yeMbIM NPEIIIOKEHUS.

Bonpocsl u 3apanus:
1) Answer the questions:
1. What universities in the USA do you know?
2. Do you think they use publicity to promote higher education?
3. What public relations techniques can you numerate?
4. What modern trends within public relations are you acquainted



with?

2) Study the key vocabulary.

1. preacher — mponoBeguuk 5. dissent — packour, Hecoracue
2. to credit — npunuceiBath 6. Sympathetic — couyBcTBYyrOIIHIt
3. legacy — nacnenue 7. circulate — pacmpocTpaHsaTh
4. outraged — Bo3mymieHHbIH 8. tO Sustain — moaaepKkUBaThH
9. a sentry — gacoBoi

10. a riot — msTex, OyHT, OecriopsiiKu

11. mob — Tonma

13. a hireling — naemHuk

14. to orate — opaTopcTBOBaTh

12. a martyr — my4eHuk

3) Find the pronunciation of the following words:

1. campaign 7. legal

2. financial 8. equality
3. ceremony 9. essentially
4. routine 10. accurate

5. comprehensive 11. technique
6. throughout 12. particularly

4) Translate the following words into Russian.

1. preacher 6. dissemination

2. comprehensive 7. abolition

3. riot 8. hire

4. promulgate 9. ecumenical

5. leak 10. Implementation

5) Translate the following participles into English:

CIIPOLIEHHBIA — CHPAIMBAOIINI

MIPOBEICHHBIN — MTPOBOALIMI

MOCJIAaHHBIM — MOCHUIAIOIIN I

HaIMCAHHBIA — MULIYIIHAN

YUTAEMBIA — YHUTAIOIINN

CTPOSALLUNCS — CTPOALIUN KYIUICHHBIM — IOKYIAOIINI

Ha4yaThld — HAYMHAIOIIMNI POAAHHBIA — MPOAAIOIINHI OIYIIAEMbIii — YyBCTBYIOIIUN
U3y4aeMbIi — M3y4YaroUInii 3a0bIThI — 3a0bIBAIOIINI MPUTIIAICHHBIN — MPUIJIAIIAIOLHIII

6) Translate the sentences into Russian, paying attention to the use of participles I and 11
and their function in sentences:

1. All the engineers working at the Ministry of Foreign Trade must know foreign languages. 2.
You must learn all the words given on page 125. 3. Travelling about Siberia, he saw a lot of
newly-built towns. 4. When speaking at the meeting yesterday, | forgot this fact. 5. The question
discussed at the meeting was very important. 6. The boy sometimes went to sleep while watching
TV. 7. Not knowing his address, I couldn’t visit him. 8. He liked to sit on the sofa smoking a
cigarette and watching TV.

IIpakTnueckoe 3ansaTue Ne 33.
IIpaxmuxka peuu: Modern History of Public Relations.
I'pammamuxa: IlppyacTHbie 000poTHI ¢ npuyacTHeM | B pyHKIHM 00CTOATEILCTBA.
Heanb: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINHI, OBJIaJICHUE JIEKCUKOW U TPaMMAaTUKOM
B pe3ysbTare 0cBOeHHE TeMbI CTYACHT J0JIKEH



3HaTh: 0a30BbIe HOPMBI YIOTPEOICHUS JIEKCUKU, (POHETUKH U TPAMMAaTHKU
YMETb: 4YuTaTh, IMNCPEBOAUTL M IICPECKA3bIBAaThb TEKCTblI Ha MWHOCTPAHHOM A3BIKC C
UCTIOJIb30BAaHUEM CIIPABOYHOM M y4eOHOW JHMTEpaTyphl; OCYIIECTBIATh KOMMYHHUKAIMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJIbHOCTDh Te€MbI: 00YCIIOBIIEHAa HEOOXOAMMOCTHIO oByaeHus Y K-4.

TeopeTuyeckasi 4acTh:

Based on their research and theory, James Grunig and todd Hunt presented four models of
public relations corresponding to four periods in the modern development of public relations
(Grunig & Hunt, 1984. Managing Public Relations. Holt/Rinehart/Winston). these models
and eras are:

* Publicity (or Press Agentry model, in Grunig & Hunt’s terms)
* Information (Public Information model)

* Advocacy (Asymmetrical model)

* Relationship (Symmetrical model)

Following is a historical development of contemporary public relations based on the Grunig
and Hunt models.

1. Publicity era (1800s)
 Focus: Dissemination and attention-getting
* Nature of Communication: One-way
* Research: Little
* Current Use: Entertainment, Sports, Marketing

In the 1820s, Amos Kendall, a Kentucky newspaper editor, became essentially the first
presidential press secretary. He worked in support of Andrew Jackson during Jackson’s election
campaign and his term as president. Kendall conducted polls; wrote speeches, news releases,
pamphlets; distributed reprints of other favorable articles reprints; and advised Jackson on image
and strategy.

The opening of American West provided many opportunities for
public relations messages to influence people living along the Atlantic coast to migrate west.
Many of these messages were exaggerated, such as the legend of Daniel Boone, so important
to the settlement of Kentucky, and later the stories of Buffalo Bill Cody, Wyatt Earp and
Calamity Jane that induced settlers to the territories west of the Mississippi.

Social reform inthe second half of the 19th century also relied heavily on classic public
relations techniques. the movement to abolish slavery included strategies such as personalizing
the issue, as Harriet
Beecher Stowe did so well with her novel Uncle Tom’s Cabin. It also used the strategy of social
activism, such as Harriet tubman who lead midnight escapes of slaves and then spoke about it in
the North). the
abolition movement involved other strategies: third-party endorsement, appeal to justice and
moral authority, etc. It employed tactics such as publications, public speaking, rallies and so on.

The temperance movement to abolish liquor and the suffrage movement to gain women the
right to vote were other successful social reform movements that employed similar public
relations strategies and
tactics.

The Bryan-McKinley presidential campaign of 1896 was the first to mount an all-out effort of
public opinion. It used posters, pamphlets and news releases; it used public meetings and
speeches at whistle-stop train visits throughout the country.

2. Information era (early 1900s)

* Focus: Honest & accurate dissemination of info

Nature of Communication: One-way

» Research: Readability, Comprehension

» Current Use: Government, Nonprofit organizations, Business organizations.



The public information era of public relations saw the founding of many agencies and
departments whose purpose was to provide the public with accurate, timely, honest, and
favorable information about an organization or client.

A pivotal figure in this era was Ivy Ledbetter Lee, known as the first public relations
practitioner. Among his contributions to the field was his “Declaration of Principles”, which
called for honest communication with the public on behalf of a client.

During this period, the following “firsts” were observed:

1900: First public relations agency (Boston)
1904: University of Pennsylvania publicity bureau
1905: YMCA publicity bureau

1906: Penn Railroad & Ivy Lee

1906: Standard Qil hires publicist

1907: Marine Corps publicity bureau

1908: Ford employee newsletter

1908: At&tpublic relations department

1908: American Red Cross publicity program
1914: Colorado Fuel & Iron hires lvy Lee
1917: Creel Committee on Public Information
1918: National Lutheran Council press office
1919: Knights of Columbus press office
1921: Sears & Roebuck public relations

3. Advocacy era (mid 1900s)

Focus: Modify attitudes & influence behavior

Nature of Communication: two-way

Research: Attitude & opinion

Current Use: Competitive business organizations, causes & movements

During the middle and latter parts of the 20th Century, much of public relations activity, both
research and practice, was built on the advocacy model, in which organizations tried to influence
the attitudes and
behaviors of their publics. Much of the communication research was related to the war-time
interest in propaganda, brainwashing and social manipulation. In the post-war era, many
researchers and practitioners continued to explore their interests in persuasive communication.

Following are some of the highlights associated with this era:

1922: Walter Lippman wrote Public Opinion

1923: Edward Bernays wrote Crystallizing Public Opinion

1922: Bernays taught the first college class in public relations (New York University)

1939: Rex Harlow became the first full-time college professor of public relations (Stanford
University).

Social reform continued to be a key impetus for public relations activity, and many
techniques were successfully employed on behalf of issues such as child labor, workers’ comp,
prostitution, regulation of big business, food safety and other early consumer issues.

Government also was using public relations techniques. the Committee on Public Information
headed by George Creel. this committee was active during the First World War. It was replaced
during the Second World War by the Office of War Information. the OWI was a precursor to
the United States Information Agency (USIA), which later became the Office of International
Information Programs (OIIP) of the State Department. the Voice of America radio system was
established.

Meanwhile, the era saw the development of many public relations agencies and departments.
Among the better known historical figures are agency founders Edward Bernays, Carl Byoir,
Leona Baxter and
Clem Whitaker (political public relations), and Henry Rogers (entertainment public relations).the
advocacy model continues to be used in many situations. Most public relations agencies



provide advocacy services for their clients, particularly those with products or services in
competitive environments. the advocacy model is prevalent in political public relations, as
well as in cause-related promotions of many types, from promoting citizen support for military
campaigns to generating public support for health, safety, welfare, and other public issues.
4. Relationship era (late 1900s and beyond)

* Focus: Mutual understanding & conflict resolution
* Nature of Communication: two-way
» Research: Perception, values
» Current Use: Regulated business, government, nonprofit organizations, social movements

The latter part of the 20th Century and the beginning of the 21st has spawned a new approach
to public relations, which complements the earlier three approaches of publicity, public
information and advocacy. this new relationship model is built on the principles of
communication as listening and on conflict resolution and the search for mutual benefits for both
organizations and their publics.

In the civil world, this relationship approach has been seen in concepts such as détente and
rapprochement. In the religious world, the ecumenical movement and interreligious dialogue
are examples of the relationship model. In the business world, public-private partnerships and
the courting of consumers are becoming common.

In all of these situations, public relations is becoming more research
based and more a function of the management and leadership of an organization, rather than
simply the implementation of communication tactics. Meanwhile, new technologies such as the
Internet that allow organizations to communicate directly with their publics, combined with the
fragmentation of the so-called mass media, are creating new opportunities for public relations
practitioners.

Trends within Public Relations

At the beginning of the 21st Century, public relations is evolving in several ways:
...from manipulation toadaptation
...fromprogram toprocess
...fromexternal tointernal
...fromtechnician tomanager
...fromfirefighting tofire prevention
...frommass media totargeted media
...fromisolation tointegration

IIpuyacTabie o0oporsl ¢ mpuyactueM I B pyHkunum odcrositenberBa. [IpuuactHble
000poThI ¢ mpuuactueM | ynoTpedsroTest a QyHKIUH CIEAYIOIMMUX 00CTOATEIbCTB:

1. o6crosiTenbCTBa BPEMEHHU:

Travelling in Africa, he saw a iot of interesting things. IlyremectBys mo Adpuke, OH BHUICT
MHOT'0 MHTEPECHOTO.

[TpuuacTuto 1 B pyHKMM 0OCTOATENHCTBA BPEMEHHM YacTO MPEALIECTBYIOT COH3bI when
koeda, While 6 mo epems kaxk, xoTopple Ha pycckuil s3blk He mnepeBoasrcs. Corws when
ynotpeOiseTcs, Kak MNpaBUio, KOrja pedb HAEeT 00 OObIYHOM, MHOTOKPATHOM JE€MCTBHH,
KOTOPOE MOXXET OBbITh BBHIPAXKEHO B COOTBETCTBYIOLIEM MPUIATOYHOM IPEUIOKEHUH TIarojoM-
ckazyeMbiM B ¢opMme Indefinite, a coro3 while ymorpebnsiercss o6pIyHO, KOrAa peub HjeT o0
OJTHOKPAaTHOM JIEHCTBHM, NPUYEM MOJUYEPKUBACTCS ICHCTBUE B IPOLIECCE; ITO MOXKET OBITh
BBIPAXKCHO B COOTBETCTBYIOLIEM MPHUAATOYHOM IIPCAJIOXKCHUU TJIarojioM-CKasyCMbIM B (bOpMe
Continuous.

2. 00CTOSTENTHCTBA TPUYMHEIL:

Knowing the subject well, the student was not afraid of the coming exam. 3nas mpenmer
XOpOUIO, CTYJEHT He OOsUICS MPEACTOALIETO FK3aMEeHa.
3. obcrosTenscTBa  0Opa3a JEHCTBHSL MJIM COIYTCTBYIOIIETO  JCHCTBUS:



He stood at the window, think Ing of his future. Ow cTosin y OkHa, Tymasi 0 CBOEM OYIYIICM.

(meenpuuactrie) (= OH CTOSUT y OKHA U TyMaJl O CBOeM  OyayiieM.) (1Ba CKa3yeMbIX)
BO]’[pOCBI U 3aJaHUsA:

1) Read the text once to get the general idea, try not to spend more than 10 minutes.

Complete the sentence as to the text:

the passage describes

(A) the history of public relations from the 18" to the 21 century.

(B) the use of advertising techniques from the 17" to the 21% century.

(C) the history of advertising from the 19" to the 21% century.

2) What do the following figures and dates mean?
1.16415. 1,500

2.1758 6. 20

3.5" March 1770 7. 25

4.858. 29

3) Analyse the sentence ‘It is a fundamental element of democracy that played a major
role in the American campaign for independence from Britain...” Make up your own
sentences with

the structure ‘It is... that’.

4) Answer the questions

1. What models is a historical development of contemporary public
relations based on?

a) Press Agentry model

b) Grunig and Hunt models

¢) Public Information model

d) Assymetrical model

2. Who worked in support of Andrew Jackson?

a) Harriet Beecher Stowe

b) Harriet tubman

c) Amos Kendall

d) Daniel Boone

3. What strategies did social reform in the 19" century rely on?

a) the strategy of social activism and personalizing the issue

b) use of an organizing group

c) creation of activist organizations

d) creation of support groups

4. What model was public relations activity in the 20" century built on?
a) Press Agentry model

b) Public Information model

¢) Advocacy model

d) Symmetrical model

5. What is creating new opportunities for public relations practitioners?
a) principles of communication

b) the relationship model

c) public-private partnerships

d) new technologies such as the Internet

5) Look through the text again. Give the main points of each paragraph of the text.

6) Put a key-question to each paragraph of the text given above.



7) Make up a detailed plan of the text.

8) Abridge the text by way of shortening each paragraph (throwing off unnecessary
sentences and even words).

9) Summarize the text to the others in your group.

10)Identify and discuss contemporary parallels to some of these examples of the
political and military significance of public relations.

11)ldentify a contemporary social movement, and discuss how it uses these examples of
typical public relations strategies and tactics

12) Write a summary of the text. Use ‘the author describes (presents, touches upon)’ etc.

IIpakTnueckoe 3ansaTue Ne 34.
Ipaxmuxa peuu: The Internet Advertising.
I'pavmamuxa: KOHCTPYKIMA: CI0KHOE JAOMOJTHEHHE IOCJIe IJ1aroJioB «to want, to expect,
should (would) like».
Heanb: ®opMHupoOBaHNE KOMMYHUKATUBHBIX KOMIIETEHILIMHI, OBJIaJICHUE JIEKCUKOW U TPAMMATHKON
B pe3ybTaTe OCBOCHHEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIC HOPMBI YIOTPEOICHNUS JIEKCUKH, OHETHKH U TPAMMAaTHK!
YMETh: YuTaThb, IMNCPEBOAUTL W MNEPECKa3bIBaTb TEKCTBI Ha HWHOCTPAHHOM  A3BIKE C
UCTIOJI30BAaHUEM CIIPABOYHOM W y4eOHOW JHMTEpaTyphl; OCYIIECTBIATH KOMMYHHUKAIMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJILHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO OBaieHust Y K-4.

TeopeTrnveckasi 4acTh:

Some of the most common internet advertising formats are banners, buttons and
skyscrapers (see below). Other formats include:

— Pop-ups - new windows that open on your screen as you surf the web.

— Microsites - small websites (which may be part of a large website) dedicated to
promoting a specific product or event. A microsite has its own address or URL.

— Rich media formats - animated, highly interactive advertisements. The effectiveness of
an online ad unit or online advertising vehicle is measured in impressions - die number of times
that the ad is shown to an online audience. A good campaign will use contextual technology to
deliver ads to web pages that are relevant to the target audience.

A search engine, such as Google or Yahoo! Search, allows users to look for specific
information on the web. Search engines list relevant websites, or return search listings, in
response to a user query - a keyword or search term typed into the search box. Search engines are
interesting to marketers as they provide targeted traffic - when a consumer searches the Web,
they may be ready to purchase a product or service.

Search engine marketing (SEM) includes:

— paid search - in addition to die organic listings or unpaid search listings, brands can pa\
search engines to display advertising in the form of sponsored links or paid search listing;

— search engine optimization (SEO) - increasing the number of visitors, or traffic, to a
website by improving the ranking of the website. This means getting a search engine to rank the
website high on the search engine results page (SERP). SEO techniques are classified as white
hat if they are recommended by search engines as part of good web page design, and black hat if
they are disapproved of by search engines. Keyword stuffing is an example of a black hat
technique: a web page is loaded up with keywords to mislead the search engine about the content
or interest of the website.

KoncTpykuusi: cj10:kHOe 10N0JHEHHe MocJe riaaroioB «to want, to expect, should
(would) like»

1. B aHrmiickoM S3bIKE CYIIECTBYET KOHCTPYKIMs, Ha3biBaeMas CJIOKHBIM
JOIMMOJIHCHUECM, KOTOpass COCTOUT U3 IIBYX JacTeu: nepBas 4aCTb — CYLICCTBUTCIILHOC B O6H.[€M



najexe WK MECTOMMEHHE B OOBCKTHOM Majeke, 0003HAYAIONINE JTUI0 WIIH MPEIMET; BTOpas
9acTh — WH()UHHUTHB, MPUYACTHE WIA NpPUIIAratelibHoe, KOTOPBIE BBIPAKAIOT JCHCTBUE HIIH
KAueCTBO, MPUCYIICE JIKILY WIH IpeaMeTy, 0003HAYCHHOMY B IIEPBOii YacTH. Best KOHCTpYKIUS
BBIIIOJIHSECT B NPEUIOKCHUN (YHKIMIO JIOMOJHEHHUS, YHOTPEOIeTCsl JHMIIb II0CIe HEKOTOPBIX
[JaroJi0OB M YacTO TMEPEBOAUTCS HA PYCCKUHM SI3BIK  JIOMOJHUTEIBHBIM  [TPUAATOYHBIM
IPEIUIOKCHUEM:
(moToHEeHHE)
What do | want?
| want him to go there. S xouy, umobwl on nowen myoa.
nepBasi 4acTh | BTOpast 4acTh
(yu110) (meiicTBue)

2. [Tocne rnarosnos to want, to expect u Beipakenust Should (would) like B koncTpykunn
CIIO)KHOE JIONIOJIHEHHWE BTOpask 4acTh BhIpaKeHa WMH()UHHUTHBOM TIjaroiia ¢ yacruneil to. Ha
PYCCKHIA SI3bIK CIIOKHBIE JIOTIOJIHEHHUS Tocuie riaroia to want u Beipaxenus should (would) like
HIEPEBOJSITCS JIOTIOIHUTEIBHBIM TPHIATOYHBIM MPEIIOKEHHEM C COK30M umoObl, a TOCTe
riaroja to expect — JOMOJHUTEIBHBIM MPUAATOYHOM MPEATIOKESHUEM C COFO30M UYMo:
| want you to understand me. 51 x04y, YTOOBI BbI IOHSJIM MCHSI.

What do you want him to do for you? YTo BBI XOTUTE, YTOOBI OH JIJIs Bac caenan?
I should like you to read this book. 51 xotesn Obl, YTOOBI BbI IPOYNTAJIM ITY KHHTY.
Bonpocs! u 3axanns:
1) Make word-combinations with search using words from the box. Some words cannot be
used, and some can be used more than once.

Banner, keywords , page, traffic, box, listings, paid, terms, engine, marketing, results, unpaid,
hat, optimization, skyscraper, use

2) What do these abbreviations stand for?

3) In the description of SEO, the underlined words and phrases are in the wrong place.
Move them to the correct position.

SEO is short for search (1) rank optimization. The objective is to increase the number of visitors
to a website by improving the site's (2) SERP in the (3) engine returned by search engines. We
are a leading (4) listings company with many years of experience in the field. We understand
how search engines (5) ranking web pages. Our experts follow SEO news and help keep our
client’s websites at the top of the (6) SEO. How do we do it? This sounds like a simple question
but...

4) Choose the correct words from the brackets to complete the sentences.

1. Some marketers pay search engines to (rank / ranking) their website higher. 2. SLO uses
keywords to get a better (rank / ranking). 3.Black hat SEO uses trick techniques to get a higher
(rank / ranking). 4. Users usually look at the websites that (rank / ranking) at the top of the
results page.

5) Which ad formats do you see most often on the internet? Why do you think these
formats are so popular?

6) Memorize the following words and word-groups from the texts:

banners — Gannepsl; buttons — kuomkwu; Skyscrapers — HeGOCKpeOsI; POP-UPS — BCILIBIBAIOIINE
okHa, Microsites — mukpocaiitsr; rich media formats — 6orareie popmarer CMU; online ad unit —
enuHuia oOwbsBieHUs ommaiH; 36 online advertising vehicle — TtpancmopTHOE CpencTBO
WutepHeT-pekinambl; impressions — Bnedamienus; online audience — ayaurtopusi OHJAiiH;




contextual technology — xonTekcTHast TexHoorus; search-engine — mouckoBast cucrema; list —
ciucok; search listings — cmucok momckoB; query — 3ampoc, crhpaBka, Bompoc; Key-word —
KJIIOYEBOE CJIOBO; Search term — tepmun moucka; search box — oxHo mowcka; targeted traffic —
nenesoit tpaduk; search-engine marketing — mowuckoBbIii MapkeTuHr; paid search — rmiatHbri
nouck; organic listings — Bemada mo pesneBanTHocty; unpaid search listings — HeoriayeHHbIe
coucku mouckoB; paid search listings — rmmatHele ccwutkm; Search-engine optimization —
nouckoBasi onrtumuzais; traffic — tpaduk; ranking — pamwxkuposanue; rank — paspsia; search-
engine results page — crpanmma pe3yabTaToB MOMCKOBOM cuctembl; White hat — Genas rramnka;
black hat — uepnas manka; key-word stuffing — HamonHeH#He KITFOYEBOTO CIIOBA.

7) Complete the following sentences:

1. We wanted them to ... . 2. I did not expect him to ... . 3. We should like them to ... . 4. I don’t
want my sister to ... . 5. I didn’t expect you to ... . 6. I should like my son to ... . 7. We don’t
want our friends to ... . 8. My sister would like you to ... . 9. They wanted their children to ... .
8) Translate:

1. MBI He XOTenH, 4TOOBI BBl OCTaBAJIKMCh TaM Tak J0aro. 2. 5l He 0Kuaai, 4yTo BBl eperyMaeTe,
BBI B€/Ib TaK XOTEJIM MMoexaTh Ha or. 3. MHe OBl XOTeJI0Ch, YTOOBI BBl IPUCMOTPEIH 32 JIETHbMH,
HOKa 5 CXOXYy B MarasuH. 4. Bpaum oxwumanu, uro OonbHOW ckopo mompaButcs. 5. Ham Obr
XOTEJIOCh, YTOOBI BBI C/IENIAIA BCE BO3MOXKHOE, YTOOBI BEpPHYTHCS BoBpeMsl. 6. Sl He oxunpai, 4To
orepanys OyaeT Takoil 0osie3HeHHOH. 7. MHe OBl XOTeNnoCh, YTOOB! BBl MPOYUTAIN 3Ty KHHUTY B
noanuHHMKE. 8. 5 xoTen, 4ToObl OH cka3an npaBay. 9. Mel paccunTsiBaiiv (0KUJalN), YTO BbI
cnepxure cBoe odemanue. 10. I He xody, 4roObl BbI 3ammmanu ToBapuma ComoBa. OH
ommbaetcs. PazBe Bam Bc€ emie 3To HE 5SICHO?

IIpakTnueckoe 3ansaTue Ne 35.
Ipaxmuka peuu: Buzz Marketing.
I'pavmamuxa: JIBOMiHBIE CTENIEHU CPABHEHHS.
Heﬂb: cDOpMI/IpOBaHI/IC KOMMYHHUKATHUBHBIX KOMHGTCHHHﬁ, OBJIaACHUC JIEKCUKOH U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT J0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTpe6J'IeHI/I$I JICKCHUKH, (I)OHCTI/IKI/I " I'paMMAaTHUKN
YMETbL: 4YuTaTh, MNCPECBOAWUTL M IICPECKA3bIBAThL TCEKCTbI HAa MWHOCTPAHHOM  A3BIKC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ n yqe6H0171 JIATCPATYPBI; OCYHICCTBIIATL KOMMYHHUKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTDH TeMbI: 00YCIOBIIEHAa HEOOXOAUMOCTHIO oBaaeHus Y K-4.

TeopeTuyeckas 4acTh:

Marketing has relied on word of mouth (WOM) for a long time - happy consumers have
always told their friends about the products they like. Direct marketing (see Unit 29) often
includes testimonials from ordinary people or the general public who say why they like using the
product. Favourable word of mouth publicity - positive WOM - is highly beneficial for the brand
because the person who spreads the word is usually highly trusted - a family member, for
example. However, the product or service must not disappoint the target audience - it must live
up to the hype created by WOM.

Buzz marketing and stealth marketing

Buzz marketing uses existing networks, often social networks (for example, groups of
friends), to increase brand awareness. Social networking relies on the idea that people will pass
along and share cool and entertaining content. Unlike word of mouth, buzz is generated by the
brand itself, looking to build awareness of a product or service. A buzz marketing campaign
hopes that the message will spread quickly, thanks to buzz agents, people who pass along
messages.

Comment UK is a company which specializes in live buzz. This is done by performers
(actors) acting out 38 live advertisements. To promote the Nintendo Wii, teams of performers
visited cinemas, interacted with other cinemagoers, and played a game live on the big screen.



Brands also use stealth marketing, where consumers are nor aware that they are being
marketed to. For example, Sony promoted a camera-phone using actors who pretended to be
tourists. The actors asked people to take pictures of them, and took the opportunity to praise the
brand, saying positive things about it.

Electronic buzz

An electronic buzz marketing campaign, also known as viral marketing, uses viral
commercials - ads which are sent around the internet by users themselves. The commercials
could be funny video clips (short video files), interactive Flash games, images, or any content
people would be inclined to share with others. These campaigns can be started by email, in chat
rooms or on discussion boards where groups of people with shared interests meet online, and on
peer to peer sites such as YouTube.

At the end of a viral commercial there is usually a clickable link to ‘tell a friend' or 'email
this page'. The success of an electronic campaign can be measured by the number of emails
opened, the click-through rate - how many people clicked on the link after opening the mail - and
the number of pass-along events (emails sent to contacts).

Generating a buzz

This extract is from the website of Outstanda, an internet marketing agency: Buzz
marketing is a strategy that will get you talked about, and in the news. Outstanda 39 specializes
in helping clients generate more buzz on the web. We will create a little buzz each day. We will
add to the buzz with press releases and by cultivating relationships with bloggers. We help you
identify what makes you buzzworthy worth talking about.

Many buzz efforts take at least four weeks of planning and much more time for the story
to catch on, or become popular

I[BOﬁHbIe CTCIICHU CpPaBHCHHUSA. B aHrimmiickoM s3BIKE €CThb paa npuiaararCiibHbIX,
KOTOpbIe HMMEIOT J1B€ (OpPMBI CTEIECHEH CpaBHEHHUS, Pa3IMYaOIIMecss 10 3HAYCHUIO H
yIoTpebIeHHIO, HAallpuMep:
|. far nanekuii farther Gonee nanexuii farthest camprii manexkuit
further 1. OGomee manexkuii

2. JANBHEWIUH (0onon HumenvbHbiil)

furthest campriit nanexnii

Kpome oOoznauenusi paccrosinusi, further 6oznee Odanexuii ynorpeOisieTcsi B 3HaYEHUH
«100aBOYHBIN, TaTbHEHIINNY», HATTPUMED:

You will be receiving furthe information later. Bsl monyunte Oarbhetiwiue CBEICHUS
IIO3JHEC.

elder — eldest crapmmii camblii cTapimit

older crapee oldest camblii cTapsblii

Crnoga elder cmapwuii u eldest camviti cmapwiuti ynoTpeOIsitOTCsS TOIBKO CO CIOBAMH:
son, daughter, sister, brother:

My elder sister is live years older than me.Mos cmapwas cecmpa na 5 net crapiie MeHs.

3. near — nearer 6im3ko Omrke nearest GmkanTwiz

next ciaexyromui (no nopsaoky) Oynymmi (no epemenu)

What's the nearest station? We are getting off at the next stop. Kak na3wiBaeTcsi Orusicatiwiast
cTaHIHA?
MsI cxoIUM Ha cedyroueli OCTAaHOBKE.

4. late mo3guuii later mosxe

latter mocnenuuii (u3 0syx) latest mocnenHuii (no epemeru nosigneHus)

last mocnegHut (no nopsoKy) MPONUUILIN (N0 8pemeHru)

What's the latest news? Kaxkossl noceonue nHoBoctu? When does the last train leave? Korna
OTXOOUuT nocieonutl HOCSJI?

Bomnpocs! u 3aganus:
1) Make word-combinations using a word from each box. Then use the correct forms of
some of the combinations to complete the sentences below.



Chat, social, along, word, general, spread the ,audience, public, live up to, stealth, mouth ,peer
, pass, target ,the hype ,networks, peer to, word of ,marketing, room

1. City dwellers arc increasingly buying food products direct from farmers. Sixty-six percent of
customers said they had heard about the farm they use by................... . 2. Three mothers
created a line of clothing for kids called Mum's The Word in 1995. They dressed their own kids
in Mum's The Word clothes; the kids became brand ambassadors and................... about the
new brand. 3. One of the most difficult aspects of viral marketing is making sure the product or
SEIVICE....vvereennannnnn. and doesn't disappoint the consumers when they actually try it. 4.
Advertisers are starting to use................. . The brand sends a message to a limited number of
influencers, who spread the message to their network.

2) Match the two parts of the sentences.

1. Procter & Gamble has released viral; 2. In addition to launching the Nosctuf.org website, the
campaign includes paid search ads, and two viral videos on the peer; 3. The Sony Bravia advert
with paint exploding over a block of flats spread; 4.The general; 5. The film has been uploaded
onto peer to peer sites and widely discussed in char; 6. The JetBlue airline recruited a network of
buzz; 7. Influential students pass; 8. A portal allows ambassadors to share ideas and
communicate with other students in their social.

a) agents called CrewBlue Campus Ambassadors; b) rooms; c) along the airline's brand message
on university campuses; d) public was allowed to attend the shooting of the new campaign and
the film was released on die Bravia website; €) commercials Chat aim to persuade men to shave;
f) on the internet; g) to peer site YouTube.com; h) networks.

3) The Federal Trade Commission (FTC) is opposed to stealth marketing. Find three
arguments for and three arguments against stealth marketing.

4) Memorize the following words and word-groups from the texts:

word of mouth (WOM) advertising — uzyctHas pekiama (pekjiama B mpoIecce MOBCEAHEBHOTO
obmenus); general public — mupokas o6mecTBeHHOCTh; testimonial — pexomenmarus,
XapakTepUCTHKa, peKoMeHaaTenbHoe nmuckMo; Word of mouth publicity — peknama B mporecce
noBceHeBHOTO 061eHwust; spread the word — pexnamuposats; highly trusted — ouenp HameXHBII;
target audience — neneBas ayauropus; to live up to the hype — xuth, melicTBOBaTh COTIacHO
npuHnunaM; buzz marketing — capaganHblii MApKETUHT WK pacrpocTpaHeHre UH(OpMAIUU O
npojayKTax Ha BeO-popymax; stealth marketing — matepuain, paspaboTaHHbI Ha OCHOBE TEXHHUKH
"Crenc"; networks — ceru; social networks — coumaneHble cerw; brand awareness —
OCBEJIOMJIEHHOCTh O TOProBoi Mapke; to pass along — nmepemaBats wHpopMaruio; to share cool
and entertaining content — nmenMTHCS WHTEPECHBIM M pa3BlieKaTeNbHBIM KOHTeHTOM; t0 build
awareness — popMUpOBaTh OCBEIOMIICHHOCTH; bUzz marketing campaign — pexsiiaMHasi KaMIaHus
10 pactpocTpaHeHuio uHdopmaruu o nmpoaykrax; live buzz — pacnpocrpanenue uadopmanuu B
npsimom 3¢dupe; performers — ucnomuurenu; to praise the brand — pacxsanuBare Openn; an
electronic buzz marketing campaign — peknamnas kamnanus B IHTEpHET 1o pacrpoCTpaHEHHIO
uHdopmanmu o mpoaykrax; 42 viral marketing — “BHpyCHbBIH MapKeTHHI", OCHOBaHHBIH Ha
NpUHIKTIAX paboThl KOMITBIOTEPHBIX BHpYcoB; Viral commercial — BupycHas komMmepueckast
peknama / pekiaamHbid posuk; Video clips — Bumeo kmmmbrl; interactive flash games —
WHTEPaKTHUBHBIE UTPbI, Chat roOMs — waTel Ui TPYMHIOBON JUCKyccuu B cetd; to catch on —
BOWTH B MOJTy, 3aBO€BATh MOMYJISIPHOCTD; PEer t0 peersites — mupruHroBbIe, NCICHTPATN30BaAHHBIC
caiiter; clickable link — cceika, BeIOUpaemast ¢ momoinkto rpaduueckoro untepderica; emails
opened — snekTponHas koppecnonaeHuus oTkpbita; click-through rate — (CRT) otHomenue
YHCIIa METYKOB 10 OaHHEPY K YKMCIy ero moka3os; pass-along events — mocieayromie coObITHS;




to create a little buzz — neGonbimoe pacmnpocrpanenue uHopmaiuu ; press release — mpecc-
penus, coobmienue s mpeccel, bloggers — OGmorrepsr; buzzworthy — 3acmykuBaromiuii
obcyxaenus; on discussion boards — va gpopymax.

IIpakTnueckoe 3ansaTue Ne 36.
Ipaxmuxka peuu: Sales Promotions and Displays.
I'pavmmamuxa: YnorpedjaeHue repyHaus mocje rjaarojoB «to stop, to finish, to continue, to
begin, to go on, to mind».
Heanb: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIIMHI, OBJIAJECHUE JEKCUKOW U TPaMMaTUKOU
B pe3yabTare 0cBOeHHE TeMBbI CTYACHT J0JIKEH
3HaTh: 0a30BbIC HOPMBI YIOTPEOICHUS JIEKCUKY, (POHETHKH U TPAMMAaTHKU
yMeThb: 4HTaTh, NEPEBOJUTh U I[EPECKA3bIBaTh TEKCThl HA HHOCTPAHHOM SI3BIKE C
UCIIOJIb30BAaHUEM CIIPAaBOYHONM M y4YeOHOW JMTEpaTyphl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
MHOCTPAHHOM SI3BIKE
AKTYaJILHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBaieHus Y K-4.

TeopeTuyeckas 4acTh:

Marketers and consumers are people talking about sales promotions:

We run a prize draw, or competition) every year in the summer. It s free to enter, so we have
to label the packs with no purchase necessary to show that consumers don’t have to buy the
product to enter. This year we’re thinking of changing the rules. We’d like to include an element
of skill by asking the entrants to answer a simple question in order to take part. This way we can
require a proof of purchase, like a receipt, from the entrants.

| bought these biscuits because | had a money-off coupon. Thirty pence off, now that's not
bad. My son got it from the internet. It’s one of these new e-coupons. You know - an online
coupon.

I always buy my shampoo when there is a special offer, like three for two. It’s even better if
it s buy one get one free, or BOGOF.

As the marketing manager for a breakfast cereal, | like to use gifts with purchase to target
children. We often put a small plastic toy inside the packet.

My local supermarket always goes crazy in the summer with seasonal promotions for sun
cream and leg wax. Sometimes you can’t find the milk, because of all the in-store promotions.

YnorpebsieHue repyHaus mocje rjiarojioB «to stop, to finish, to continue, to begin,
to go on, to mind»

I'epynnuit — 310 Takas HenuuyHas (opma riaroja, KOTopas SBJISETCS MPOMEXYTOUHOU
KaTeropueil MexIy TIJIaroJoM U CyIIecTBUTENbHbIM. DopMbl TrepyHauss W mnpuyactus |
onnHakoBbl. [Ipocras (HenepdekTHast) popma repyH/ns OKaHUYMBAETCS HA -iNQ, HATIPUMEP:
Reading books is necessary for anyone. JlroGomy 4enoBeKy HeOOXOIMMO YUTATh KHUTH.

B npennoxxenuu repyHaunil ynorpeoiusercs B GyHKIUAX, CBOMCTBEHHBIX CYILIECTBUTEIBHOMY.
CpaBHure:

He finished his work. He finished working.

OH xoHumn paboty. OH KOHUMI pabOTaTh.

He began his work. He began working.

On Havan paboty.  OH Hauan paboTaTh.

Do you mind my corrections? Do you mind my correcting your mistakes?

Bb1 He Bo3paxkaeTe MPOTUB MOUX MONPABOK? Bbl He BO3paxkaeTe MPOTHUB TOro, 4TO S
MCIPABJIISIO BAIlU OLIUOKHU?

[Tocne rmaromnos to StOp B 3HaueHMM mpekpamarb, t0 go Oon mpomoikark, to finish
KoHYaTh U t0 Mind (B BONPOCHUTEIBHBIX U OTPULATEIBHBIX MPEIOKCHUIX) BO3paKaTh, HMETh
4TO-T100 MPOTUB YHOTPEOIIAETCS TepyHIUI:



He didn’t want to stop smoking when I asked himto. On He xorenm mepecTath KypHTb,
KOT'JIa 51 €r0 IMOIPOCHUII 3TO CHETATh.
He has already finished reading this book. OH y»e KOHYMII YUTATh ATY KHHTY.

Go on reading! IIpomokaiite untaTh!

Do you mind waiting for me? Bbl HUYero He MMeeTe MPOTHUB TOTO, YTOOBI IMOJ0XKIATH
MeHs?

I don’t mind your smoking here! 5l He Bo3pakato MPOTUB TOTO, YUTOOBI BBl KYPUJIH 3/1€Ch!

I[TpumMeuanue. Korga repynnuit ynorpeosercs mocse riaarosia to mind u Beipakaer
JICHCTBHE, COBEPILIAEMOE HE JIMIOM, BBIPA)KCHHBIM IIOJUICKAIUM IIPEIOKEHUSA, a IPYruM
JIMIIOM, TO JIJIsi 0003HAUEHHS ATOTO JIUIA yHOTPEeOsIeTCss MPUTSHKATEIbHOE MECTOUMEHHUE WITH
CYHICCTBUTCIIbHOC B ITPUTAKATCIIbHOM IMAACKE, KOTOPBIC CTABATCA IICPCA TCPYHAUCM:

Do you mind my smoking here? BbI HUYEro He MMeEeTe MPOTUB TOT'0, YTOOBI ST KYPHJI 3/1€Ch?

[Tocne rmaronoB to begin Haumnate W tO CONtiNUE MPOAOIIKATH MOXKET YIOTPEOISATHCS Kak

TePYHIIM, TaK ¥ MHOUHHUTUB, OJHAKO YaIlle BCTPEYACTCS TePyH U

He began to read reading this book yesterday. OH HayYax YUTATh ATy KHATY BUEpA.
Bonpocs! u 3axanns:

1) Make word-combinations using a word or phrase from each box. One word can be used

twice. Then use the word-combinations to complete the sentences below.

an element coupons
1.

money-off Offer

no of skill

online Promotions

Seasonal Purchase

special Necessary

three for Two
Some................. can be found on the internet. These are called................ . 2. When children
go back to school after the long holidays there are always................. on pencils, paper and
school bags. 3. If...................... is written on the pack, you can enter the prize draw without
having to buy the product. 4. For some prize draws.................... is needed to answer questions
or complete a simple task. 5...................... is a popular type of.................... as you get one

free product.

2) Replace the underlined expressions with alternative expressions.

These days, there are a lot of (I) shop advertising displays. As you walk down the street you can
easily see the (2) advertising in the window. These are designed to tempt you into the shop.
When you go into a supermarket, the first POP you will probably see is the (.3) advertising at the
bottom of the basket. For special events, like in-store promotions, there may be (4) large printed
adverts or (5) displays at the end of the aisles. (6) Large bins for displaying the product from
which the consumer can help him / herself are often used for dry pre-packaged goods. Some
large displays are (7) put on the floor. (8) Displays put on the counter are usually smaller. (9)
Attached to the wall displays might be a better idea, if there is really no floor space for a display.
Probably the smallest displays, but often the most effective, are the (10) small static signs on a
shelf. Consumers see them as they walk down the aisles and use them to identify special offers.




3)Read the remarks made by marketing managers and recommend promotional actions.
Sometimes more than one suggestion is possible.

1. I think we should do something with a prize. I’d like to reward our most loyal customers and
generate some buzz around the brand 46. 2. I think we need to attract new consumers and
reward our existing clients. Perhaps we could print some pieces of caper that let people bug the
product for a cheaper price. 3. Why don’t we have some little signs on the shelves or on the
product itself? What about the ones that bounces up and down as you walk past or as you move
the product? 4. I"d like to have something big, eye-catching and functional. Maybe at the end of
the aisle, where the customer can take the product and see the special offers.

4)Look in your cupboard and find a product that has a special offer on the packaging.
What kind of POP display would work best with this promotion?

5) Memorize the following words and word-groups from the texts:
prize draw — possirpsiii mnpusa; free to enter — GecrarHblii Bxo, NO purchase necessary — 6e3
nokymnku; an element of skill — snement mactepcta; entrants — abutypuenTsi; proof of purchase
— JI0Ka3aTejbCTBO IMMOKYMKH; & money-off coupon — paeHbr OT KymoHa, €-COupons —
9JIEKTpOHHBIE KymoHbl; Online coupon — ommaitn kymow; special offer — cnennansHOE
npeanoxenue; three for two — tpu no 1iene nByx; to buy one get one free (BOGOF) — kynuth
OJIMH TOBap - TOJIy4HTh BTOpO# Oecrutatho; Qifts with purchase — momapku mnpu MOKyIKe;
seasonal promotions — ce3oHHbIe akuuy; IN-store promotions — akiuu B Marasune; 47 display
units — sutpunsl; display — aucrueit; a wall-mounted literature holder — HactenHas xypHanbHast
nojcraBka; a gondola — ronmona; a dump bin — koHTeliHep Ui pa3MeIleHHs MEJIKUX TOBapOB B
toproBom 3aie; floor standing — mamoneHast croiika; a banner — Gannep; window display —
BUTpHHA; a counter-top — cronemnuia; a basket liner — kop3una naiinep; a tent cart — nanarka-
TENEKKA.

IIpakTnueckoe 3ansaTue Ne 37.
Ipaxmuka pewu.: Direct mail and e-mail.
I'pammamuxa: Tipomeniee Bpems rpynnbi Perfect.
Ieab: PopMupoBaHHEe KOMMYHUKATHBHBIX KOMIIETCHIIM, OBJIaICHUAE JICKCUKON U TpaMMaTHKO#M
B pe3yibTaTe 0CBO€HHE TEMbI CTY/IEHT 10JI:KeH
3HATh: 0a30BbIC HOPMBI YIIOTPEOICHHUS JICKCUKH, POHETHKU U TPAMMATHKN
yMeTh: 4YHTaTh, IIEPEBOJAUTH W IIEpECKa3blBaTh TEKCTHI HAa HWHOCTPAHHOM SI3BIKE C
UCIIOJIb30BAHUEM CIIPABOYHONW M y4YeOHOH JMTEPaTyphbl, OCYIIECTBISATh KOMMYHHKAIHMIO Ha
UHOCTPAHHOM SI3BIKE
AKTYaJIbHOCTH TeMbI: 00yCIOBJIeHa HEOOX0IUMOCThIO OBJIaacHus YK-4.

TeopeTuyeckasi 4acTh:

The United States Postal Service describes the advantages of its direct mail service on its
web. - Targeted: focus on your specific audience, directing your campaign (or mailshot /
mailing) to the market you want to reach.

- Personal: address customers by name. Write specific messages for them and personalize your
message.

- Flexible: a variety of formats, including letters, postcards, or brochures. Be creative with
colors and graphics. Offer a free sample of your product.

- Tangible: customers can hold your mail piece. Coupons or free samples included in your
mail piece help encourage customer interaction by getting them to use the product.



- Measurable: track the results of your Direct Mail campaign by counting the responses or
inquiries it generates. Work out the cost per response for each campaign or go a step further and
calculate the cost per conversion - how much each sale cost in terms of direct mail spending.

- Cost-effective: your targeted message goes directly to the people you want to reach.

Organizing a direct mail or email campaign

Billy Yates, managing director of a direct mail company, talks about organizing a mailshot:

Unfortunately, many first-time mailers overlook some of the basic "rules" of creating an
effective direct mail campaign.

Firstly, the accuracy of your mailing list. You can ask a mailing list provider or list broker to
sell or hire out lists of customers' names and addresses from their database. Work with your list
supplier to develop an effective prospecting list chat includes the contact details of a large
number of your target audience, or people with a similar profile - the same interests or buying
habits. Remember - direct mail is sent to people who are interested in it, junk mail is posted to
people who don't want it, and spam is emailed to people who aren't interested. You should
always include an opt out of receiving publicity from your company: lee people tick a box to say
that they don't want to hear from you.

Secondly, the appeal of your mail piece. You must encourage, or entice, people to respond.
You can boost response rates by offering free gifts or discounts. Use a call to action: tell the
reader what you want them to do. Include a deadline: tell the reader when he or she must answer.

Ipomenmee Bpems rpynnbi Perfect
1. Ilpomenmee Bpemsi rpymmbl Perfect ymorpe0ssiercs s 0003HAa4YeHHs JACHCTBHS, YKe
COBEPUIMBIIETOCS 0 OIPEICIEHHOTO MOMEHTA B IIPOILLIOM M COOTHECEHHOTO ¢ 3TUM MOMEHTOM
B TPOIIIOM, & HE ¢ MOMEHTOM peud. [loatomy mpomeniiee Bpemst rpymimbl Perfect naspiBatot
OTHOCHUTEJIBHBIM BPEMEHEM.

JIaHHBI MOMEHT B MPOIIJIOM MOKET OBbITh BBIpaXKeH TOUHBIM yKa3aHHEM BpeMeHH (To/a,
YKCITa, yaca U T.J.) C TPEIOroM BpeMeHH DY k WK APYTUM MPOIIEANINM JASHCTBUEM, COOBITHEM
WM cutyanuei. B mpomenmem Bpemenu rpynmbl Perfect BcomoratenbHbiil riaron to have
CTOWUT B IPOLIEANIEM BPEMEHH:

My friend had read the book by five o’clock yesterday. Buepa k msaTH 4acam Moii Jpyr
(y’xe) mpouMTa KHUTY.

2. B moBecTBOBaHUM, MPU OMMCAHUM MOCIEJOBATEIBHBIX COOBITUI B MPOLUIOM B aHIIIMHCKOM
s3bIKe, KaK W3BECTHO, ymoTpeOisieTrcs upomemmee Bpems rpynmbl Indefinite. Ecim ke
[OCJIEeI0BAaTEIbHOE M3JI0KEHHE COOBITUI Hapyliaercs, T.e. €CIM YKa3blBaeTcs JIEeHCTBHE,
KOTOPOE MPOU30IILIO PaHEe, OHO BBIPAXKAETCSI MPOILEANIMM BpeMeHeM rpymisl Perfect:

We hurried to the theatre. We entered Ms1 nocniemmiy B TeaTp. Mbl BOLILTH B
hall at a quarter to eight and took 3aj1 0e3 YeTBEPTH BOCEMb M 3aHSIH

our seats near the door. The concert CBOM MecTa OKoJIo BepH. KoHuepT

had already begun. My friend looked y:Kke HavaJicsi. Moit 1pyr mocMoTpert
around. He had never been to this BOKpYT. PaHbIlle OH HUKOT/1a He ObLI
theatre before and wanted to see what B 3TOM TeaTpe, U €My XOTeJIO0Ch YBH-
the hall looked like... JIETh, YTO MPEICTABISAET COOOKO 3all...

3. B CIIOKHONOAYMHEHHOM MPEIIOKEHHH C MPUIAATOYHBIM TIPEUIOKEHHEM BpPEMEHH
npoieiiee Bpemst rpymmbl Perfect Mosker ymoTpeOasThes Kak B TNIABHOM MPEUIOKEHUH, TaK U
B IPHUIATOYHOM B 3aBUCHMOCTH OT TOIO, KakOe JCHCTBHE COBEPINMIOCH paHbiie. Eciau
CKa3zyeMoe TJIaBHOTO MPEUIOKEHUs 0003HaYaeT JEHCTBHE, COBEPIIUBIIECECS paHee IeHCTBUS,
0003HAYEHHOI0 CKa3yeMBIM IPUAATOYHOTO MPEUIOKEHUS, TO MIEPBOE CTABUTCS B IPOLIEIIIEM
BpeMeHu Tpynmbl Perfect, npudem mpumatouHoe MpeIoKeHHe BPEMEHH BBOIUTCS COIO3aMH
before 0o mozo, kax; nepeo mem, xax viu when xoeoa:
My friend had rung me up before Moii 1pyr Mo3BOHMI MHE TIEpe]T YXOIOM

he went home. nomoii. (TTepen Tem, Kak MOMIEIT TOMOKA).
We had already reached the village MsI yxe no0Opaiuce 10 JepeBHH, KOraa



when it began to rain. TIOTIET TOKIb.

Ecou ke ckasyeMoe MNPHIATOYHOrO IPEIIOKEHUsT 00O3HA4YaeT AEHCTBHE, KOTOPOE
COBEpIIMJIOCh paHee JCWCTBHs, BBIPAKCHHOTO CKa3yeMbIM TJIABHOTO MPEIJIOXKEHHUS, TO
CKa3yeMOe BPEMEHHOIO MPHIATOYHOrO IMPEIOKEHHS CTOMT B IPOLICAIIEM BPEMEHH TPYIIIbI
Perfect u BBoguTCs B 3TOM Citydae corozamu after, as soon as, when:

As soon as they had had dinner, they Kak Toabko (oHH) mooGexasu, OHU
1o-
went for a walk. ILTH TTOTYJISATh.
They went for a walk after they had OHM OIUTH TOTYJISTH MOCJe TOro, KaK
written letters to their friends. HANKCAJIM THCHhMA IPY3bsM.

IIpumeduanue Korma ogHo aeiicTBrue OBICTPO CIIEAYET 3a JAPYTUM, OCOOECHHO JIEHCTBUS,
BhIpa’kaeMble Tiarosamu Tuma to come, to enter, to finish, mocie coro3oB when, as soon as,
after ynorpe0isiercst ckazyemoe B mpouiesiiem Bpemenu rpymnisl Indefinite:

As soon as | finished work, | went home. Kak Toibko si 3aKkoH4YMJI paboTy, 5 (Cpa3y) momiesn
JIOMOM.

4. B noBecTBOBaHMH mpouieaniee BpeMs rpymnsl Perfect ymorpebisiercs B Tex ke ciydasx,
KOT/Ia B THAJIOTMYECKOM peur yrmoTpedisieTcss HacTosIee BpeMs rpymmsl Perfect:

When | was going along the street, | Koraa s mien mo yiuiie, st BCTPETHI OTHOTO

met an old friend of mine whom | W3 CBOMX CTapbIX JIPy3el, KOTOPOTO 1 He

hadn’t seen since he left for Leningrad. BHIEJI C TeX IMop, KaKk OH yexal B
Jlenunrpay.

5. Tlpomenmee Bpems rpymmbl Perfect ymorpeGnsiercss Takke i 0003HAUCHHs ACHCTBUS,
KOTOPOC €€ HE YCIICIO COBCPUINTHCA 10 JAHHOTO MOMCHTA B IIPOUILJIOM.

ODTOT MOMEHT 4YacTO 0003HaYaeTCs APpyruM Ipomeaunm ,HeﬁCTBHeM. B sTom cJIydae
cKa3zyeMmoe B IpoILeaIIeM BpeMeHu rpymibl Perfect crout B orpuniatrenbHoii popme:
They had not yet got on the tram when it started off. OHu eme He Yycmend CcecTh B
TpaMBaM, Kak OH TPOHYJICS.

Bonpocs! u 3aganus:

1)Put the words and phrases from the box into the correct columns to make word-
combinations.

Broker/ link/ per conversion/piece /effective/ mailing/ per response
/prospecting

cost mail List
cost-effective

2)Two marketers are talking about direct mail. Complete the sentences and then put them
in the correct order to make a conversation.

1. Well, if we send them a free............... , people can try the product. It's is a way to interact
with the brand. We also need to include a................. to action. 2. Yes, absolutely. The message
1Siiiiiiiiainn, and it will go straight to our specific.................. . And the effects are
.................. . We can work out cost per and.....................per conversion. 3. Perhaps, but 1
think the best way to boost................ rates is to offer discounts. 4. Let's get started. Can we
talk about the communication plan? Do you think a direct mail................. would be cost-



3)During a focus group on direct mail, the moderator asks questions about why people
open mailshots. Match the questions (1-4) to the answers (a-g), and then replace the
underlined expressions with alternative expressions.

1. What makes you open direct mail?

2. What makes you reply?

3. Do you talk to your friends and family about mailshots you receive?

4. What kind of information do you expect in the covering letter?

a) | only answer if there is an incentive like a present for me or my children;

b) I give the pieces of paper for saving money in the supermarket to my friends, if | don't use
them myself;

c) Details about the product, special offers, and perhaps the form for ordering the product;

d) I don't. All the unwanted man \ get goes into the recycling bin;

e) | sent off a card that already had a stamp on it the other day. It was easy - | didn't have to look
for a stamp;

f) I rarely pay attention to mailshots but sometimes a funny-looking or unusual envelope catches
my eye;

g) | gave the little trial pot of face cream to my mother and she told all her neighbours.

4)Look at some direct mail that you have received recently, and name the items sent to you
in the envelope. What was the purpose of each of the items? Did the mail piece turn you
into a client, or a potential client? Why / Why not?

5)Memorize the following words and word-groups from the texts:

targeted — mpoBemeHHBIH C LENbIO MpHBIcYbL BHUMaHue, Specific audience — koHkpeTHas
aynutopus; to direct a campaign — pykoBOIuTh peKiIaMHON KammaHuen ; mailshot — pacceuika
peknaMHBIX Matepuano; 52 to address customers by name — oOpamiartecsi K MOKyMaTeIsaM 1o
umenn; flexible formats — ru6kue popmatsr; a free sample of a product — 6ecrutaTHbIi 00paserr
npoaykra; tangible — BemecTBeHHBIH, MaTepuasbHBINA, ocs3aeMblit; mMail piece — mouroBoe
oTmpasieHue; coupons or free samples — kymonsl wiu OecruiatHbie 0oOpasiel; Measurable —
U3MEPHUMBIi, mojyIaromuiics usmepenuto; to track the results of — orceauts pesynbratsr; direct
mail campaign — kammaHusi IPSMO#l TOYTOBOM PACcCHUIKH; FESPONSES Of INQUIrieS — OTKIIUKU |
HaBeJICHHE CIPABOK; COSt Per resSponse — CTOMMOCTh OOpaleHust K pekjaMHOMY OKkHY; calculate
the cost per conversion — BBIYKCIATH CTOMMOCTH W3MeHeHus; COst-effective — moxommsri,
npuObUTLHBIN, peHTabenbHbIN; targeted message — meneBoe mucbMo; Mailers — ormpasuTeny;
mailing list — ciucok mouroBbIit oTripaBku; provider — nposaiiaep; list broker — arent no padote
CO CITUCKaMH, OpOKep Mo pacchutouHbIM cririckaM; list supplier — mocTaBuIMK M0 PacChUIOYHBIM
ciuckam; junk mail — "makynarypHas" modra; Spam — 3JIEKTPOHHBIH MYCOpP, HENPOIUICHHBIC
pekiiaMHble TICchMa; t0 Opt out — BeIOMpaTh, mpeanoYnTaTh; t0 encourage / to entice people to
respond — mooripsATh / CKIOHSTH JIt0Iei K 0TBeTY; 10 DOOSt response rates — MmoBBICHTH MPOIEHT
orBeruBinx (Ha Bompoc); offering free gifts or discounts — mnpemnoxkeHne OecIUIATHBIX
nojapkoB U cku1ok; a call to action — mpussiB k geticTuio; to include a deadline — yka3zath cpok.

IIpakTHyeckoe 3ansaTue Ne 38.
Ilpaxmuxka peuu: L0gos
I'pammamuxa: KOHCTPYKIMSA «CJI0KHOE I0NOTHEHHE» M0CJIe IJ1aro10B BOCIIPHATHS.
Heab: @opMupoBaHrne KOMMYHUKaTUBHBIX KOMIIETEHIIUH, OBJIa/ICHNE JIEKCUKOW ¥ IPaMMaTHKOMI
B pe3yabTare ocBOGHHE TEMBbI CTYAEHT J0JIZKEH
3HaTh: 0a30BbIe HOPMBI YIOTPEOIEHUS JIEKCUKU, (POHETUKH U TPAMMAaTHKU
yMeTh. 4HTaTh, MEPEBOJUTh U IE€pecKa3blBaThb TEKCThl HAa MHOCTPAHHOM SI3BIKE C
UCIIOJIb30BAaHUEM CIIPABOYHOM W y4eOHOW JMTEpaTyphl; OCYIIECTBIATH KOMMYHHUKAIMIO Ha
MHOCTPAaHHOM SI3bIKE
AKTYaJlbHOCTB TeMbI: 00YCIIOBJIEHAa HEOOXOJUMOCThIO oBinajeHus YK-4.



TeopeTuyeckasi 4acTh:

The best corporate logo design or company logo design is simple (not complicated) and
memorable (easy to remember). An eye-catching, or attractive and noticeable, image will be
remembered and recognized regardless of size.

- A descriptive design uses an image to depict, or represent, the company's name or business.
The Batman logo is a good example of a descriptive design.

- An abstract design is a symbolic representation and doesn't show a product or service. The
Nike Swoosh is a good example.

- A typographic design uses the company's name or initials. This kind of design is also
called a logotype. Good examples are the Ford Motor Company or the Golden Arches of
McDonald's®.

Typeface
The typeface is the design of the letters used. A typeface may have a number of fonts with
different weights and styles, such as roman, italic and bold. Times and | Helvetica are names of
popular typefaces, and Times Roman, Times Italic and Helvetica Narrow are names of some of
their fonts. The font can be a serif type or sans serif type. A serif is a small line that gives a
decorative finish to the main lines of a letter.
KOHCprKHI/IH «CJIOKHOC TOIIOJTHECHHUE» IMOCJIE I'J1aroJiOB BOCIIPUATHSA

Ilocae TJIaroJjioB, BbIPAKAKOIIHUX BOCIIPHUATUC ITOCPECACTBOM OpPraHOB YYBCTB, HaanMep:
to see sudemwn, t0 watch wuabnwooams, to notice zameuams, to hear civiuwams, to feel
yyecmeoeamsv W Jp. B KOHCTPYKOHUHU CJOKHOE€ AOINOJHEHHME BTOpasd 4YacTb MOXKET OBITH
BbIpa)K€HAa MH(QUHATUBOM Iyarona Oe3 vactuipl 10 mimm mpuvactuem l. Ha pycckwmii s3bIK
CJIOKHOC AOIIOJIHCHHUC II0OCJIC OTHX IJIarojJoB IMCPCBOIAUTCA JOIIOJHUTCIBHBIM IIPUAATOYHBIM
MPEAJIOKCHUCM C CO03aMH KaK UK YTO:
| saw them enter the room. I Buzesn, YTO OHU BOLLTH B KOMHATY.
I saw him writing a letter. 5l Bumen, kak (4T0) OH MUCAJI TUCHMO.
We noticed him entering the room. Mgl 3aMeTHITH, KAK OH BXOJAWJ B KOMHATY.
Did you hear him singing yesterday? BbrI coplany, kak oH meJi Buepa?

3HaueHue pPa3JINYHbIX BHUAOB CJIIOKHOI'O JOIIOJIHCHUS HE BCCrAa OAWMHAKOBO. TaK,
CJIO)KHOC  AJOIIOJHCHHME C IMPUYACTUCM 1 NEPEBOAUTCA  MPCAJTOKCHUEM C  IJIarojiomM
HCECOBCPHICHHOT'O BU/JId, a CJIOKHOC JOIOJIHCHUC C I/IHCI)I/IHI/ITI/IBOM MEPECBOAUTCA MMPCATIOKECHUCM C
[J1arojIoM coBepilieHHOro Buaa. CyliecTByeT U HEKOTopasi pa3HUlla B yIOTpeOIeHUN pa3IniHbIX
BHUOOB CJIOKHOI'O JOOIIOJIHCHMUSA. HOCKOJ’ILKy MpU4acTuc I noka3biBaeT OIHOBPECMCHHOCTDb
BBIPpAXKACMOT'O UM I[CI\/'ICTBI/HI C I[Gf/iCTBI/IGM, BBIPAXKCHHBIM CKa3yCMbIM, TO IJIA 0003HauYeHUs paaa
IIOCJIICA0OBATCIIbHBIX HeﬁCTBHﬁ yrIOTpC6J'I$IIOTC}I I/IH(i)I/IHI/ITI/IBLII

| saw him enter the room, sit S Bunen, 4to (Kak) OH BOIIEJ B KOM-
down at the table, open his HaTy,ceJI 33 CTOJ, OTKPBIJ CBOIO
book and begin reading it. KHUTY U Ha4aJl YUTaTh.

I[Tpuw™meuanue. [naronsl t0 See sudems, t0 hear civiwams, MOTOOHO COOTBETCTBYIOIIMM
PYCCKHUM TJIarojiaM, MOTYT yIOTPEOISThCS TakK)Ke B 3HaYCHHSX . 10 See — nonumams, 10 hear —
Yy3Hamo ymo-mubo om ko2o-ibo. B dTHX 3HaYEeHHSAX MOCIHE HUX y1'IOTpC6J'I${}OTC$I
JOIMMOJTHUTECIIBHBIC MPHUAATOYHBIC ITPCATTOKCHUA:

| see that you are right. S BUKY (= s NOHMMAY), YTO BBI TIPABHI.

Bonpocsl u 3apanus:

1)Replace the underlined words and expressions with alternative words and expressions

1. This logo is very attractive and noticeable.

2. The Yahoo! logo is a logotype.

3. Last year we started to use a new logo.

4. The logo for the Olympic Games is very colourful.

5. We need a new logo that is easy to remember.

6. Our new logo needs to be different from the others.




7. The Olympic logo has lots of lines that are not straight.
8. The Apple logo is not complicated.
9. We want the new logo to represent the company name.

2)How many logos can you draw from memory? Why are they so memorable?

3)Memorize the following words and word-groups from the texts:

corporate logo design or company logo design — nu3aiiH KOPIIOPATHBHOI'O JIOTOTHIIA HJIH
jJorotun  kommanud; Mmemorable — mamsTHBIN; eye-catching —  3amoMUHArOIIUFCS,
npuBiekaromuii BHuManue; depict — wu3oOpakath; descriptive — wHarmsmabiid; abstract —
apHoTanus; symbolic representation — cumBoamueckoe mpexacrasienue; logotype — sororwi;
name of company — Ha3Banue KoMIanuu; company activity — gesrenpHocts komnanuu; tagline /
slogan — mo3ynr, npussiB, AeBu3; 57 client request — 3anpoc kinuenra; adopted — npunsaTsrii; bold
— supHbIi; distinctive — ornmmuurensubiit; fresh — ceexuii; sensitive — uyBctBuTenbHsIiA; cultural
NOrms — KyJibTypHBIE HOPMBI; CONVey — mepenath; multicoloured — muororgerHsiii; curved —
u3orHythiif; straight lines — npsimbie nimauum; 10go usage — ucnonk3oBanue jororumna; fonts —
mpudTer; Roman — npsimoii natunckuii mwpudT; Italic — kypcusHbiil mpudt, kypcus; Serif type
— wpudT ¢ 3aceukamu; Sans serif type — mpudT 0e3 3aceuek; Times bold — npsimoii kupHBIi
mpuQT.

4)Underline the complex object in the following sentences and translate them into Russian:

1. I have never heard her sing. 2. When we entered the room, we saw Comrade Ivanov writing
something. 3. We didn’t notice him enter the room. 4. The pioneer saw a stranger coming up to
the house at the corner of the street. 5. | did not notice him going out of the room. 6. | watched
the young girl playing the piano. 7. Have you ever seen them play chess toget

IIpakTnueckoe 3ansaTue Ne 39.
Ipaxmuka peuu: Public Relations and Lobbying.
I'pammamuxa: Bo3BpaTHbIe MECTOUMEHUS.
Heﬂb: cDOpMI/IpOBaHI/IG KOMMYHHUKATHUBHBIX KOMHGTCHHHﬁ, OBJIaACHUC JIEKCUKOH U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT H0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66J'IeHI/I$I JICKCHUKH, (I)OHCTI/IKI/I " I'paMMAaTHUKN
YMETL: 4YuTaTh, MNCPEBOAUTL M IICPECKA3bIBAThL TCEKCTblI HAa MWHOCTPAHHOM  A3BIKC C
HUCIIOJIB30BAHHUEM CHpaBO‘{HOfI n yqe6H0171 JIATCPATYPBI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTH TeMbI: 00YCIOBIIEHAa HEOOXOAUMOCTHIO oBaaeHus Y K-4.

TeopeTuyeckas 4acTh:

Public relations (PR) involves establishing and maintaining goodwill (a good reputation)
and understanding between an organization and its publics. Public relations firms are experts in
media relations (working with journalists), public affairs and advising on strategy towards public
authorities.

Media relations

Public relations firms and agencies can:

— advise clients on media relations, giving advice on how to build good working
relationships with journalists

— provide media training, teaching people how to work effectively with the media

— design media kits to give journalists background information on the organization

— organize press conferences or media briefings to answer questions from journalists

— write fact sheets with information about a specific topic

— prepare news releases or press releases - written or recorded statements given to the
press.

Lobbying



Lobbying is the process of seeking to influence policy-makers, the people who decide
government legislation, and to influence voting. Lobbying is the business of professional
lobbyists or public affairs consultants - often former ministers who have contacts with
politicians. Many private sector companies, non-profit organizations or even overseas
governments employ public relations firms to lobby on their behalf - that is, to promote their
interests - to maintain relationships with policy-makers and to influence the decision-making
process (how people make decisions). For example, the smoking lobby promotes the interests of
tobacco companies.

Inside lobbying

The American Democracy Center defines inside lobbying as making a direct appeal to
legislators to support your cause. The objective is to convince policy-makers to speak on your
behalf or to be an advocate for your cause - that is, a supporter of your cause. Inside lobbying
tools include influencing politicians through campaign contributions (donations to political
parties), supplying research and information to support your arguments, and giving testimony
(for example, a doctor or other medical expert may give a formal statement about the health
dangers of smoking in front of a government committee).

Critics argue that lobbying seeks to corrupt the political process by purring private
interests (what's best for individuals or corporations) above the public interest (what's best for the
general public).

Outside lobbying

Outside lobbying aims to influence policy by mobilizing public opinion (getting the
public behind a cause) or getting activists (members of the public or non-governmental
organizations involved in political activity) to put pressure on legislators through letterwriting
campaigns or rallies.

Bo3BparHbie MeCTOMMEHUSA
1. V Bcex IMYHBIX MECTOMMEHHMH B aHTJIMICKOM SI3BIKE €CTh COOTBETCTBYIOIIUE
BO3BpATHbIE MECTOMMEHHsI, KOTOpble MMEIOT OKOoH4YaHus -Self B em. umcie m -selves Bo MH.
quCIIE.

JImuneie
Bo3BparHbie MECTOMMEHHUS
MECTOMMCHMUA
I myself
you yourself
he himself
she herself
it itself
we ourselves
you yourselves
they themselves
KpOMe TOro, CYHICCTBYCT BO3BpPATHOC MCCTOHMMCHHUC, COOTBCTCTBYIOIIICC
HEOIpeaCIEHHOMY MecTonMeHHio Oone — oneself, koropoe ymorpebisiercss mpu riiaroJe,

cTosiieM B WH(MUHHUTHBE, YTOOBI O0003HAYHMTH OO0S3aTENbHOE YIOTPEeOJIEHHE BO3BPATHOIO
MECTOMMEHHUSI B COOTBETCTBYIOIIEM JIMIlE B mpemiokenuun: to enjoy oneself nacnaswcoamscs,
XOpOUio npogecmu 8pems.

2. Bo3BpaTHbIe MECTOMMEHUS YIIOTPEOIISIFOTCS:

1) Kak mokasareb BO3BpaTHOTO 3HAYCHHUS TJ1aroja —

At last he found himself in a big hall HaxoHerr OH 04yTHJICSI B OTPOMHOM
with large windows and... 3aJe ¢ OONBIIMMH OKHAMU H ...
Be careful! You may cut yourself. BynsTte ocToposkubl! Bbl MojkeTe mope3aThes.

B coBpeMEeHHOM aHIIIMHCKOM sI3bIKE MPH Clenyromux riaroiax: to wash yuwwsieamucs, to
dress ooesamucs, t0 bathe xkynamwcs, t0 shave 6pumscs, t0 hide npsmamscs, to behave secmu



cebs BO3BpAaTHOE MECTOMMEHHUE, KaK MPaBUIIO, HE YIOTPEOIISAETCs, XOTS 3TU IJIarojibl HE TePSIOT
CBOCT'O BO3BPATHOI'O 3HAYCHMUA:

Do you like to bathe in the sea? Bb1 mro0uTe KynaThesi B Mope?

I1 puMcCcUaHU-C. Korz[a 9TH I'J1aroJibl y1'IOTpe6J'I}IIOTC$I B ITOBCJINTCIBHOM HAKJIOHCHHUH,
OHHU COXPAHSIOT NMPH cebe BO3BPATHOE MECTOMMEHHUE BTOPOTO JIUIIA:
How dirty you are! Go and wash yourself! Kakoii to1 rps3ubiit! [oiiau ymoiics.
Hide yourselves in that forest! CnpsiubTech B TOM Jiecy!

2) BO3BpaTHBIe MCCTOMMCHHS MOI'YyT y1'[0Tp€6J'IHTBC$I CaMOCTOATECIIBHO B Ka4€CTBE TOI'O
WJIM MHOTO YJIeHA TIPEAIOKEHUS (MPSMOT0 JTOTIOJHEHHUS, IPEJIOAKHOTO JAOMOJIHEHUS):

When | saw myself in the looking glass, Korna st yBuzmen cedst B 3epkaiie, s ObLI
I got very much surprised: I’ve changed so greatly. OUYCHb YAMBIICH: TaK CHUJIBHO S
U3MCHUIICS.

He never speaks of himself. OH HUKOTIa HE TOBOPHT O cele.

Pycckoe wmecroumenue cebs (coboil) 4aCTO COOTBETCTBYET B AHTIIMHCKOM  SI3BIKE
JTUYHOMY MECTOMMEHHUIO B OOBEKTHOM MaJIEKeE:

BbI Bo3bMeTE ¢ €000# CBOMX JeTeit? Will you take your children
with you?

BosBpatHoe ke MecTOMMEHHE YMOTpeOyiseTcs TOraa, KOorja B COOTBETCTBYIOIIEM
PYCCKOM TIPEIIOKEHUN HMEETCSI MECTOUMEHUE cam (cam cebst, camozo cebs, camum coootl):

OH Bcera 10BOJIEH COOOM. He is always pleased with himself.

3) BosBpartHble MECTOMMEHHS YHOTPEOJSIOTCS TakKe KakK CpeACTBO YCHUJICHUSA
CYIIECTBUTEIILHOTO MM MECTOMMEHUS, YNOTpeOyseMblX B (YHKUMM MOJUISKAIIEr0 WU
JOTIONIHEHUs. B 3TOM 3HAYeHUM OHM COOTBETCTBYIOT PYCCKOMY YCHJIUTEIBHOMY MECTOUMEHHIO
cam.

[TpuMeuanue B aHMMIACKOM f3bIKE C BO3BPAaTHBIMH MECTOMMEHUSIMH YacTO
yrnoTpedsisieTcs s OOJbINeil BRIPA3UTEIBHOCTH Mpeutor DY; B pyCCKOM sI3bIKE HCMOJIB3YIOTCS
JIpYyTHUe CpPe/ICTBA YCUIICHUS, HATIPUMED, CIIOBA: COBEPULEHHO, ADCONIOMHO, MOJILKO:

He did it all by himself. Ox crenan 3TO COBEPULEHHO
CAMOCMOSMENbHO.

Bonpocs! u 3aganus:
1) Complete the extracts using words from the box. One word can be used twice.

lobbied /lobby/ lobbying

/lobbyists
How much influence do (2)..................... on both sides of the nuclear debate actually have
on government policy? Most industries and large organizations use (3)...................... , who
have contacts with policy-makers. The (4)..................... industry has tried to clean up its

image following a series of scandals involving government ministers and their advisers. French
energy giant EDF campaigned to change perceptions of nuclear power. It has successfully
(5)eeiiiiiii ministers to build new plants.

2)Match the two parts of the sentences.

1. Monsanto used a public relations company to promote their

2. The report confirmed that lobbying docs influence the political decision-making
3. An opposition party spokesman fears that campaign

4. The oil industry is lobbying government to influence

a) policy-makers concerning regulations for exploiting reserves in Antarctica;

b) donations from big business influence government policy;

c) interests in the EU. The firm organized a visit to the headquarters in the United States;
d) process in the UK.



3)Choose the correct words from the brackets to complete the report from a pressure

group.

We are continuing our campaign to (1)............. (mobilize / advise / corrupt) public opinion.
Following the (2)................ (fact sheet / rally / outside lobbying) in the town centre, we are
organizing a further letter-writing (3).................... (conference / campaign / release) to keep
up pressure on our local politicians. Our press (4).................. (release / contributions / code)
generated three articles in the local newspapers. We are getting advice on media
(5)eeiiiiiiiiiins (training / bribing / testimony) so that we will be more convincing when

speaking to the press.

4)Memorize the following words and word-groups from the texts:

public relations (PR) — cBs3u ¢ obmecTBenHOCTHIO; t0 establish and maintain a good reputation
— cO03/1aBaTh W MOJICP)KUBATH XOpoIIyio pernyranuio; media relations — ornomenus co CMU,;
public affairs — Bompocsl obmectBennoctu; lobbying — mo66uposanue; public authorities —
oO1ecTBeHHbIe BiacTH; media Kits — KoMIUIeKT MyJIbTUMEIMUHBIX CPEACTB; Press conferences or
media briefings — npecc-xkoudepennuu u opudunru; factsheets — maneyarannas wadopmarus;
press releases — npecc-penus, coobruenue as npeccsr; policy-makers — monuruku; to influence
voting — BiusaTh Ha rosocoBanue; lobbyists — moG6ucter; public affairs consultants —
KOHCYJIbTAHTBI TI0 BOMpOCaM C OOIIECTBEHHOCTHIO; tO promote interests — cTuUMyIHpOBATH
uHTepechl; to maintain relationships with — nognepxuBath cBsi3b c... ; to influence the decision-
making process — BiuATH, Ha mpolecc HpuHATHS perrenuii; to make a direct appeal —
oOpararbcs HEMOCPEACTBEHHO K... ; t0 convince policy-makers — yoexxaars mosmTtrkos; t0 be
advocate for — orcramBaTh, BBICTYyNaTh B moanepkky; to influence politicians — BausaTs Ha

HOJMTUKOB; Ccampaign contributions — mnoxepTBoBaHMs Ha mpoBeneHue (M30MpaTEIbHON)
kammanuu; donationsto political parties — geHexHbIe MOKEPTBOBAHHS TOJTUTHUECKUM TAPTHSM,;
give testimony — maBaTh cBHIETENbCKOE TMokazanue; formalstatement — odunmansHOe

sasBieHue; to put pressure on legislators — okasbiBath maBiacHHME Ha 3aKoHOzarenei; letter-
writing campaigns or rallies — maccoBble IIECTBHS W KaMITaHWU C HAIMCAHWEM IIHCEM B

MNOAACPIKKY.

5)Use the right form of reflexive pronouns.

1) He cut ... when he was shaving.

2) This airplane flies by ... .

3) She saw ... in the mirror.

4) The cat saw ... in the mirror.

5) The children saw ... in the mirror.

6) The children carried the chairs to the room ... .
7) I taught ... to play the piano.

8) I made the box all by ... .

9) The dog tried to bite me, but bit ... by mistake.
10) One can easily lose ... in the wood.

11) They lost ... there yesterday.

12) My friends enjoyed ... at the theatre.

13) He said he was not at the theatre but I saw him there ... .
14) The dog hurt ... climbing over the gate.

15) Ben, you must do this work ... , no one must help you.
16) Did you make that box ... ?

17) Yes, I made it all by ... .

18) Did she teach ... to cook?

19) Yes, she learned all by ... .

20) You must stick the stamps on your letter ... .



6)Insert a reflexive pronoun where necessary.

1) He shaves ... every other day.

2) Go and wash ...

3) She washed ... quickly and went to prepare breakfast.

4) He likes when his wife dresses ... well.

5) Behave ...!

6) You can't behave ... .

7) The child fell and hurt ... badly.

8) The book was so interesting that | could not tear (oropsatbcs) ... from it.
9) Be careful with the knife, you may cut ... .

10) I tried to make ... agreeable (craparbcsi yroauTh).

11) He thinks too much of ... .

12) Sit down and make ... at home.

13) I am sure they will succeed in the aim (tens) they put before ...
14) We established ... in a hotel.

15) She was beside ... with anger (BHe ce0s OT sIpoCcTH).

7) Finish these sentences, using reflexive pronouns.
1) He can't find anyone to repair the radio, so he will have to repair it ... .
2) Inever buy anything until I have seen it ... .
3) They say John broke their table, but really they did it ... .
4) Did the boys build this boat ... ?
5) In our canteen we have to serve ... .
6) The girl stood at the fire, warming .... .
7) He made a mistake, then he corrected ... .
8) The man was badly hurt, but he tried to raise ... .
9) They went swimming, but they didn’t enjoy ... .
10) How shall we entertain ... ?
11) I hope you didn’t hurt ... .
12) What on earth do you mean? Explain ... !

IIpakTnueckoe 3anaTue Ne 40.
IIpaxmuxka peuu: Event and Sports Sponsorship.
I'pammamura: KOHCTPYKIHS CJI0KHOE TOTIOJIHEHHE MOCJIE TiIaroya «to makey.
Heab: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIaJICHUE JIEKCUKOW U TPAMMAaTHUKOM
B pe3yabTaTe OCBOCHHUEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30Bble HOPMBI YIIOTpEOJIeHUS JIEKCUKH, (POHETUKH U TPaMMaTHKU
YMETh: YuTaTthb, IMNCPEBOAUTL W IMEPECKA3bIBaThb TEKCTBI Ha HWHOCTPAHHOM A3BIKE C
HCIIOJIb30BaHUEM CIPABOYHOW M Yy4eOHOM JHUTepaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHA HEOOXOAMMOCThIO OBaieHust Y K-4.

Teoperuyeckas 4acTh:

The website marketinsprofs.com says the following about sponsorship:

Sponsorship is a type of partnership, where two or more organizations join together n a
common venture. Companies sponsor all kinds of events. Corporate sponsors provide financial
support and other resources in exchange for the right to associate their brand with the event.

- Sponsorships provide effective targeting. For example, UBS Financial Services Group
has built a longstanding relationship with (he Zurich Opera House over the /ears. This enables
UBS to reach wealthy customers and prospects.



- Sponsorships associate a brand with the culture, image and attitude of an event team or
personality (often referred to as a property). The sponsor can leverage, or use to maximum
advantage, the qualities and characteristics of the property.

- Sponsorships are interactive - the brand and the consumer can meet. Official sponsors
can set up hospitality packages, for example, sponsors of Formula One and other motor races
often organize VIP receptions for the most important guests in the hospitality tent.

The success of the sponsorship depends on the strength and integrity of the sponsored
organization, or sponsee. There are some risk factors, such as the potential negative impact on
your brand. For example, sponsoring a football event could have a negative impact on the brand
image if fans behave badly. You may need to sever relationships - stop your partnership - with
the sponsee.

What to spend on sponsorship Global sponsorship spending (or expenditure) is now over
$20 Pillion, Sponsorship spending includes both buying rights (acquiring or securing
sponsorship rights) and also exploiting the rights (getting the most out of owning the rights by
developing exploitation 64 activities, such as producing adverts or manufacturing gilts). Being a
unique (or exclusive) sponsor, where the sponsor has the exclusive rights, costs more than being
a joint sponsor, where the nights are shared with another brand.

Types of sponsorship

Aurt sponsorship: some companies choose to he patrons of the arts and sponsor an artist or
artistic event. Educational sponsorship: a company sponsors a school, university or educational
programme. Sports sponsorship: the brand sponsors a sports team or event. Worldwide events,
such as the Olympic Games or the FIFA World Cup, have often been victims of ambush
marketing, where a company that is not an official sponsor or partner tries to associate itself in
the consumers' minds with the event. They can then give the impression of being a worldwide
partner, without paying sponsorship fees.

Cause related sponsorship: this is a sponsorship deal between a company and a good
cause or charity.

KoHcTpyKuus cJI0KHOE T0TOJTHEHUE mocJe riaaroiaa «to makey

[Toce rnmarona t0 make zacmaenismes B KOHCTPYKIIMH CJIOKHOE TONOJHEHUE BTOPas
4yacTh BbIpaykKeHAa HTHPUHUTHBOM 0e3 yacTuilsl t0:
Who makes you do this work at once? Kro 3acraBasier Bac Jgeidatb 3Ty paboTy
HEMEIJIEHHO?
[Ipumeduanue B KOHCTPYKIIMH CJI0KHOE JOMOJIHEHHe rocie riaroja to make Bropast
YacTh MOKET OBITh BBIpa)KEHA MPUIIAraTelIbHBIM, U BCE COYETAHUE CJIOB BMeCTe ¢ riiarojom to
make B 3TOM ciTyyae epeBOAUTCS HA PYCCKHIA A3IK TIIAr0JI0M:
to make smb. sorry ocopuame
to make smb. angry paccepoums, cepoumso
to make smb. happy o6paoosams

Hanpumep:
“Don’t make Mother angry, Bob, go to bed at once,” said his elder sister. »He cepau
MaTh, boO, uu ceitdac ke crnaTth®, — cka3ana ero crapiias cectpa.

Bonpocsl u 3apanus:
1)Choose the correct words from the brackets to complete die sentences.

1. Sports (sponsor / sponsorship / sponsee / sponsoring) spending is set to rise next year. 2. The
England football team sold their (sponsor / sponsorship / sponsee / sponsoring) rights for the first
time in 1994. 3. Today Nationwide, a British building society, is the official (sponsor /
sponsorship / sponsee / sponsoring) of the English Football Association, the FA. 4. Nationwide
began (sponsor / sponsorship / sponsee / sponsoring) the FA in 1999. 5. Nationwide is one of
several partners (sponsor / sponsorship / sponsee / sponsoring) the England team. 6. Nationwide
is a joint (sponsor / sponsorship / sponsee / sponsoring) of the England team. 7. Nationwide pays



(sponsor / sponsorship / sponsee / sponsoring) fees to the FA. 8. The (sponsor / sponsorship /
sponsee / sponsoring) deal includes branding on the training kits and advertising at home games.
9. In 2003 Nationwide announced it would be the exclusive (sponsor / sponsorship / sponsee /
sponsoring) of women's Football. 10. The Women's FA Cup, the (sponsor / sponsorship /
sponsee / sponsoring), receives funding each year from Nationwide.

2)Read the texts about British companies and decide if they are examples of art
sponsorship, educational sponsorship, or cause related sponsorship.

1. Sainsbury’s will support Red Nose Day and Sport Relief campaigns as part of a new deal. In
March this year Sainsbury’s sold over 4 million red noses and donated over £ 6.5 66 million to
the charity. 2. In the UK Tesco is partnering | CAN, a UK charity that helps children with speech
and language difficulties, to sponsor the Chatterbox Challenge. Children across the UK choose a
song or story while family and friends sponsor them to perform it aloud. This year, Chatterbox
Challenge raised over £ 150.000 for I CAN. 3. The BT Series is a unique initiative for Tate
Online which lets you explore works by selected artist and ask about their work. As exclusive
sponsor of Tate Online, BT provides Tate with creative design services and technical support.

3)Memorize the following words and word-groups from the texts:

sponsorship — cooHcopcTBO; partnership — coTpyaHHYeCTBO, KOMIIAHHUS, TOBApPHINECTBO;
corporated — 0ObeIMHEHHBIN B KOPIOPALHIO, 3aPETUCTPUPOBAHHBINA KaK KOPIOpalus; SPoNsor —
rapaHT, opy4uTelb,; targeting — HanenuBanue, npuienuBanue; built — CKkpoeHHbIH, CIT0KEHHBIIH;
longstanding — nonrocpounsiit; standing — pemyrtanus, paHr, IOJIOKCHHE B OOILIECTBE;
relationship — otHomrenue, B3aumooTHoIIEeHKE; t0 associate — 0ObeAUHATH, COETUHATE; Property
— HUMYIIECTBO, COOCTBEHHOCTh; Interactive — B3aumopeiicTByromuii; 67 hospitality —
TOCTEIIPUUMCTBO, pajayiike, Xi1e0oconbeTBO; package — ymakoBka; reception — mpuém,
nojy4deHue, npuHaTue; tent — mangarka, MecronpeObIBaHKe, KUIHIIE; [1SK — 0MacHOCTh, yrposa,
puck; factors — nmpusnaku; impact — yaap, Toa4ok; t0 Sever — oTaensTh, pa3aeniaTh; SPonsorship —
croHcopcTBO; Spendings — pacxonel, 3arpathl; expenditure — pacxonoBaHHe, TpaTa JICHET;
acquiring — mpuoOpeTenue; Securing — opranuzaius 3ammthl; rights — mpasa; exploiting —
SKCIUTyaTUpyroIuii; activities — neATenbHOCTh, aKTHBHOCTH; €Xclusive — wuckimovaronuii,
OrpaHMYHMBAIOIIHH; jOINt — 00K, 00bETMHEHHBIN, COSTUHEHHBIN, COBMECTHBIN.

IIpakTnueckoe 3ansaTue Ne 41.
Ipaxmuxa pewu: Product and Corporate Advertising.
I'pammamuxa: Coros «neither ... nor».
Heab: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIaJICHUE JIEKCUKOW U TPAMMAaTUKOM
B pe3yabTaTe OCBOCHHUE TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIe HOPMBI YIIOTpEOJIeHUs JIEKCUKH, (POHETUKH U TPaMMaTHKU
YMETh: YuTaTth, IMNCPEBOAUTL W IMEPECKA3bIBaThb TEKCTBI Ha HWHOCTPAHHOM A3BIKE C
HCIIOJIb30BAaHUEM CIPAaBOYHOW M Yy4eOHOM IHUTepaTypbl; OCYHIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO OoBaieHus Y K-4.

Teoperuyeckas 4acTh:

Product advertising is an important part of the marketing mix. Its aim is to increase sales
by making a product or service known to a wider audience and by emphasising its positive
qualities. A company can advertise in a variety of ways, depending on how much it wishes to
spend and the size and type of audience it wishes to target. The different media for advertising
include television, radio, newspapers, magazines, the Internet and direct mail. The design and
organization of advertising campaigns is usually the job of an advertising agency.

Corporate advertising is not directly concerned with increasing sales of a particular
product or service, but more with the brand image, or picture, a company wants to present to the
public. Public relations (PR) experts specialize in organising activities and events which generate



positive publicity for companies. Unusual advertising campaigns sometimes get extra publicity
for the company by way of media reports about the campaign.
Advertising slogans

Many advertisements contain a slogan or short phrase to attract the consumer's attention.
Effective slogans are usually short, easy to remember, easy to repeat and easy to translate for
international markets.

In Taiwan, the translation of the Pepsi slogan "Come alive with the Pepsi generation"
came out as "Pepsi will bring your ancestors back from the dead".

When Parker marketed a pen in Mexico, its ads were supposed to say "It won't leak in
your pocket and embarrass you'." However, the company translated 'embarrass' as ‘embarazar’,
which means 'to become pregnant’. So the ads said "It won't leak in your pocket and make you
pregnant".

In Italy, a campaign for Schweppes Tonic Water translated the name as Schweppes Toilet
Water.

Colgate introduced a toothpaste in France called Cue, the name of a French pornographic
magazine.

When Braniff Airlines translated a slogan for its comfortable seats, 'fly in leather' it came
out in Spanish as 'fly naked'

Coro3 neither ... NOr uu ... Hu SBIISETCS OTPULIATEIBHBIM COIO30M M MOXET COCIUHSATH
OIHOPOAHBIC YWICHBI MPCIJIONKCHNA, BBICTYIAOINHUEC B 000 (I)YHKI_II/II/I B IIPCIIOKCHHU
(mojIexarero, CKa3yeMoro, JI0MOJHEHHS], OOCTOSITENIbCTBA, ONIPEICIICHNUS ):

Neither my friend, nor I am fond of skating. Hu mout Opye, Hu s He IH0OMM KaraThCs

Ha KOHBbKaAx.

(coeounsiem noonexcawue)
My daughter could neither write, nor read when she went to school. Most no4b He
yMela Hu nucams, KU 4umams, KOTa MOIIIa B MIKOJTY. (coeduHﬂem cxasyeMble)
We shall get neither to the theatre, nor to the cinema to-night. Me1 He nonasem HU B TeaTp,
HHU B KHHO cerous. (coedunsem obcmosmenscmea)
| like neither football, nor hockey. {1 He no6m0 HM ¢yTOO, HU XOKKe. (coedunsem
00NoIHeHUs)
She likes neither green, nor red coats. OnHa He JI0OUT HM 3eJIeHbIX, HU KPacCHbIX MaJIbTO.
(coeounsem onpeodenenus)

[Ipumeuanusi.

1. Korma coro3 neither ... nor... coenuHser momiexaliue, CKa3zyeMoe MpEI0XKEHUS
corjacyercs (T.e. CTOUT B COOTBETCTBYIOIIEM JIUIIE U YHUCIIE) C OIMKANIINM MO IICKAIINM:
Neither they, nor he intends to stay here for another week. Hu onu, Hu oH He codoupawTCst
OCTaBaThCA 31€CH CIIIC HAa HEICIIIO.

2. B anrmuiickoM OpCAJIOKCHUU MOKCT OBITH TOJIBKO OIHO OTpUIIAHUC, B JaHHOM CJIy4dac
neither ... nor, ciemoBareabHO CKa3yeMoe CTOUT BCET/Ia B YTBEPAUTEILHOMN (opMme.

Bonpocs! u 3aganus:
1)In groups, write down five popular slogans in your language. Try to translate them into
English. Read them out to the other groups and see if they can guess which products your
translated slogans refer to.

2)The Italian clothing retail company Benetton is one of the most successful European
franchisors. Its advertising has been highly successful but also extremely controversial, and
has been banned in some countries.

In pairs, discuss the advertisement below.
1. What is it advertising?
2. What do you think of it? Does it shock you?



3. Do you think it was a successful advertising campaign? Why? / Why not?

4)As consumers get more used to advertising, companies have to come up with better ways
of ensuring that people pay attention to their ads. In pairs, say what you think of these
recent experiments in advertising. Can you think of any new and innovative ways to
advertise?

— Interrupting telephone conversations with advertising messages (in exchange for free phone
calls).

— Talking ads at bank cash machines.

— Ads on toilet walls.

— Advertising on small television screens on supermarket shopping trolleys.

4) Translate:

1. Bo Bpemsi OTeuecTBeHHOU BOMHBI Tpaxknane (moau) JleHnHrpaga xpaOpo 3amuinaii CBOM
pOI{HOfI ropoa. Hu CTapuKHU, HU JCTH HUKYyAda HC XOTCJIM YC3KaTbhb W IMOMOraJii CoJiiaTaM B HUX
06oprOe mpoTuB Hemeukux QamuctoB. 2. MHe ckazanu, uro HM VBaHOB, HU JloroB He cMoryT
MOWTH B KMHO, U MHE TIPUJIETCS BEPHYTH OMJIETHI B Kaccy.

5)Memorize the following words and word-groups from the texts:
product advertising — pekyiama MpoyKTa,;

target — iens;

corporate advertising — kopropaTuBHasi peKjiama,

brand image — umux Operaa, 06pa3 TOProBoil MapKu;

publicity — riiacHOCTb, MyOIMYHOCTD;

Public relations (PR) — cBsi3u ¢ 0011€CTBEHHOCTBIO

Pa3znen 5. Mass Media
IIpakTnueckoe 3ansaTue Ne 42.
IIpaxmuxka peuu: Mass Media Effects.
I'pammamuxa: Mpomenimee Bpems rpynnsl Perfect.
Heab: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIaJICHUE JIEKCUKOW U TPAMMAaTHUKOM
B pesysabTare 0cBOeHHE TeMbI CTYACHT J0JIKEH
3HaTh: 0a30BbIE HOPMBI YIIOTPEOJICHNS JEKCUKH, GOHETUKHU U IPaMMaTUKU
yMeThb: 4HTaTh, NEPEBOJUTh U IE€PECKa3blBaTh TEKCThl HAa MHOCTPAHHOM fA3BIKE C
UCIIOJIb30BaHUEM CIPAaBOYHONW M Y4YeOHOM JHUTEpaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
WHOCTPaHHOM SI3bIKE
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHA HEOOXOAMMOCThIO oBasieHust Y K-4.

TeopeTuyeckasi 4acTh:

Mass media is an effective way of communicating with people living in different
geographical regions of the world and engaged in different occupations. Mass media effects on
society are phenomenal.

Media is known to be the most powerful means of communication. the print media, electronic
media and the Internet are all the subsets of mass media. the newspapers, newsletters, magazines
and brochure
are included in the print media, while the electronic media comprises of the television, radio and
other modes of communication. the Internet is without doubt the fastest known way of
communicating with millions of people across the globe. However, the effects of mass media on
society can be positive as well as negative. Let us discuss them in detail in the next few
paragraphs.



Mass Media effects on the Society

The best thing about the mass media is that it immediately provides us with the latest
information about the things happening around us. Mass media reports news from all the fields
such as politics, sports, international relations, wars, natural calamities, meetings, entertainment,
etc. Because of the keen efforts and dedication of the people working in the media and the
entertainment sector, our knowledge remains up to date and fresh. With the gained knowledge,
we become more smart and outgoing. We understand what is good and bad for us through
the media programs. For example, the anti-tobacco and narcotic programs launched by the media
have benefited many people to date. The information conveyed about various diseases and their
possible treatments has saved the lives of many of us. The contribution of mass media in the
fields of arts, education, technology and health care is laudable. We also get the correct
information about the various crimes and illegal activities happening in our surroundingsquite
easily. Media is a boon for youngsters in many ways. They get useful information related to their
career and higher education mostly through the mass media. The mass media influence or the
effects of mass media on the minds of the youth is significant.

Media plays a very important role in shaping the personality of people. It has been observed
that citizens become more sensible and capable to shoulder their responsibility towards the
nation and the society because of the media. We get our role models by hearing about the
appreciation of their great deeds from the media itself. Over the years, mass media has played an
important role in making people understand the meaning of democracy. We also come to know
about the strengths and weaknesses of the economy of our country, the population figures, the
various problems faced by the nation, achievements of the nation in different sectors, through the
prompt and precise reporting of different forms of media. Media plays an important role in
building the sense of unity and pride among the people of the nation. In those countries where
there are many castes, religions and languages spoken, media has
even more tough responsibility of conveying the true news to the citizens. Media makes the
citizens aware of their fundamental rights and their duties towards their families, state and the
nation. Utility of the mass media in the areas of advertising and marketing is simply great. The
effects of mass media are trulyeverlasting.

Though the positive mass media effects are many, there are some cons associated with the
mass media. the news which is published without having bothered to check whether it is a
fact or not, can create unnecessary confusion and extreme feelings among the common masses.
There have been many instances of huge fights and controversies emerging, because of improper
reporting. It becomes the duty of media to provide only relevant and precise information to the
masses.

Hopefully, you will be satisfied with the above mentioned information on the mass media
effects. Over the years, the media has become an inseparable component of our daily lives and
hence, it is its prime responsibility to keep the confidence of people alive by reporting only true
details of any particular event.

How does mass media influence society? Mass media is one of the far reaching forms of
communication and is fast changing the way we see, do and understand things. How does mass
media influence society? Before answering this question, perhaps it is pertinent that we address
the question: what is mass media?some health conditions, notably including cardiovascular
disease, stroke, depression, and cancer.

Ipomenmee Bpems rpynnsi Perfect
1. Tpomenmee Bpemsi rpymmsl Perfect ymorpeOssiercst i o0o3HaueHHs ACHCTBHSA, YKe
COBEPUIMBIIETOCS 10 ONPEIEIEHHOTO MOMEHTA B IIPOILJIOM U COOTHECEHHOTO C 3TUM MOMEHTOM
B TPOIIUIOM, @ HE C MOMEHTOM peun. [loatomy mpomeaiiee Bpems rpymmnbsl Perfect HassiBaroT
OTHOCUTEJIbHBIM BPEMEHEM.
JIaHHBI MOMEHT B IIPOIIJIOM MOJKET OBbITh BBIPaXKEH TOUHBIM yKa3aHHEM BpeMEHH (Toza,
YHCIIa, Yyaca M T.J.) C MPEUIOrOM BPEMEHHU DY k WITM IpyriuM MpOIIe UM IeHCTBUEM, COOBITHEM



wim cutyauueir. B npomemmem Bpemenu rpynmel Perfect BcmomorarensHsiit rnaron to have
CTOWT B MPOIIEAIIEM BPEMCHU:

My friend had read the book by five o’clock yesterday. Buepa k msiTH Yacam MO# Jpyr
(yxe) mpoudTall KHUTY.

2. B moOBeCTBOBaHWH, MPU OMHCAHUHU TOCICIOBATEILHBIX COOBITHI B MPOLIUIOM B AHTIIHHCKOM
S3bIKE, KaK HM3BECTHO, ymoTpeOmsercs mpomreaimiee Bpems rpymmsl  Indefinite. Ecimm ke
MOCIICIOBATEIbHOS HM3JI0KEHHE COOBITHH HAPYyIIAeTCs, T.C. €CIH YKa3blBaeTCs JCHCTBHE,
KOTOPOE MPOU30IILIO PaHEee, OHO BRIPAXKAETCSI MPOILEANINM BpeMeHeM rpyiibl Perfect:

We hurried to the theatre. We entered MBb1 nocriemmiy B TeaTp. Mbl BOILILTH B
hall at a quarter to eight and took 3aj1 €3 YeTBEPTH BOCEMb M 3aHSJIH

our seats near the door. The concert CBOM MecTa OKoJIo aBepH. Konuepr

had already begun. My friend looked y:ke HavaJicst. Moii Ipyr mocMoTpert
around. He had never been to this BOKpyr. PaHble OH HUKOT1a He ObLT
theatre before and wanted to see what B 9TOM TeaTpe, U eMy XOTeJIO0Ch YBH-
the hall looked like... JIETh, YTO MPEJICTABIISAET COOOO 3all...

3. B CIOKHONOAYMHEHHOM MPEIJIOXKEHUU C NPUAATOYHBEIM IIPEUIOKEHHEM BpPEMEHH
npoieee Bpems rpymmbl Perfect Moker ynmoTpedasThes Kak B INIABHOM IIPEUIOKEHHUH, TaK
B IPHUIATOYHOM B 3aBUCHMMOCTH OT TOrO, KakO€ [EHCTBUE COBEpIIMIOCH paHbiie. Eciu
CKa3zyeMoe TJIaBHOTO IPEUIOKEHHsT 0003HAYaeT JEHCTBUE, COBEPIIMBILECECS paHee JEHCTBUS,
0003HaYEHHOT0 CKa3yeMbIM MPHUAATOYHOIO TPEUIOKEHHS, TO TEPBOE CTABUTCS B MPOLIEIIIEM
BpeMeHu Tpymmbl Perfect, npudem mpumarodHoe mpeioKeHHe BPEMEHH BBOIUTCS COKO3aMH
before 0o moco, kax; nepeo mem, xax vim when xoeoa:

My friend had rung me up before Moii apyr MO3BOHKUI MHE TIEPET yXO10M

he went home. nomoii. (ITepen TeM, KaK MOLIEI JOMOIA).
We had already reached the village MsI yxe 100painuch 10 AepeBHH, KOTIa
when it began to rain. TIOIIIEIT JIOXKTb.

Ecmu ke ckasyemoe MNpHIATOYHOTO TPENIOKEHUST O0003HA4aeT eicTBHE, KOTOpOe
COBEPIIMJIOCh pPaHee JECWCTBUS, BBIPRKEHHOI'O CKa3yeMbIM TIJIABHOTO MPEUIOKEHUS, TO
CKa3yeMoe BPEMEHHOTO INPHUAATOYHOTO TPEJIOKEHHUS CTOUT B INPOLIEIIIEM BPEMEHH TPYIIIIBI
Perfect u BBomuTcs B 3TOM ciydae corozamu after, as soon as, when:

As soon as they had had dinner, they Kak Toabko (oHM) mooGenanau, OHU
1o-
went for a walk. IIJTH TIOTYJISATH.
They went for a walk after they had OHM MOIIUTH TIOTYJISITH MOCJE TOr0, KaK
written letters to their friends. HANMCAJIY TTHCHMA JIPY3bsM.

[ITpumeuanu e Korma onHo neiictBue ObICTPO cieayeT 3a APYrHMM, OCOOCHHO JIeHCTBHUA,
BBIpaXKaeMble Tiaroiamu Tuma to come, to enter, to finish, mocne coro3oB when, as soon as,
after ynorpeobmsiercst ckazyemoe B mpouresmem Bpemeru rpynmsl Indefinite:

As soon as | finished work, I went home. Kak ToJibKko st 3aKoHYHJI paboTy, s (cpa3y) moien
JIOMOH.

4. B moBecTBOBaHWM Mpoleaiiee Bpems rpymnmbl Perfect ymorpebnsercs B Tex ke ciiydasx,
KOT/Ia B TUAJIOTHYECKOM pedr yrmoTpedsieTcs: HacTosiee BpeMs rpynmsl Perfect:

When | was going along the street, | Korna s men mo ynuiie, st BCTpETHII OJTHOTO

met an old friend of mine whom | U3 CBOUX CTapbIX JIpy3el, KOTOPOTO 1 He

hadn’t seen since he left for Leningrad. BUIET C TeX IMop, KaKk OH yexal B
Jlenunrpan.

5. Tlpomenmee Bpemst rpymmbl Perfect ymorpebnsiercs Takxke it 0003HAUCHHS IEHCTBHS,
KOTOPOE €lIe HE YCIEJI0 COBEPIIUTHCS JO JAHHOTO MOMEHTA B IIPOLILIIOM.

DTOT MOMEHT 4acTo 00O3HauaeTcs APYTHM MPOIICAITUM aeicTBHeM. B sTom ciydae
CKa3zyemoe B Iporie/iieM BpeMenu rpymmbl Perfect crout B orpunarensHoii popme:
They had not yet got on the tram when it started off. OHu eme He YyCOeld CcecTh B
TpaMBaii, KaK OH TPOHYJICA.



Bonpocel u 3a5aHus:
1) Find the pronunciation of the following words.
Word Pronunciation
. media (n)
. brochure (n)
. appreciation (n)
. advertising (n)
. emerging (adj)
. buoy (v)
. insurance (n)
. perceive (V)
. audience (n)
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2) Find the English equivalents in the text to the following

Russian words and phrases:

cpeacrBa MacCOBOH I/IH(l)OpMaL[I/II/I, cpeacTBa 06IJ_[CHI/I}I, peKJ’IaMHHﬁ IMPOCIICKT, HCCOMHCHHO,
IpUpoHble OeACTBUs, Onarojapss yCUIM-SIM M CaMOOTBEP)KEHHOCTH, IIOMOIVIM MHOTUM
JJIOOAM  OTKa3aTbCs (OT BpPCOHBIX HpI/IBBILIeK), HOXBaHBHBIﬁ, O1aro JJIs1 MOJIOABIX, BIIMAHHUEC Ha
YMBI, COOOIIEHNE MPAaBIUBBIX HOBOCTEH, Oepedb IOBepue J0/eH, OOJBIIMHCTBO PEKIAMHBIX
06’L$[BJ'I€HI/II71, YCTOATH OT COGJ’IaSHa, TPaHCIINPOBATH I/IH(bOpMaI_[I/IIO, APTYMCHTBI «3a» U «KIIPOTHUB»,
neseBas ayauTopus (Tpymnma), peKjaaMoaarelib, MOCIeIHUEe HOBOCTH, HEBEPHOE UCTOIKOBA-HUE
CUTyaluy, JIUCTOBKH, B KOHIIC KOHIIOB, 3aBUCUT OT.

3) Look back at the text to find the definitions of the following words and phrases:
* mass media

* print media

* the Internet

« the electronic media

* mass communication

* visual effect

4) Find and list all the words and phrases inthe text with a similar meaning to:
» world

* disaster

* young people

* modern

* illness

* advanced

* influence

* help

* citizens

* overweight

* pros and cons

* media preconception

5) Find and list all the words and phrases in the text with an opposite meaning to:
* positive

* wrong information

* boon

» weakness

* precise reporting

* global audience



* rights
¢ children

IIpakTuyeckoe 3ansaTue Ne 43,
IIpaxmuxka peuu: Mass Media Influence.
I'pammamuxa: Bo3BpaTHbIe MeCTOUMEHUS.
Heab: ®opMupoBaHUE KOMMYHUKATUBHBIX KOMIIETCHIIUH, OBJIAJICHUE JICKCUKOW U IPAMMAaTUKON
B pe3yabTare ocBOeHHE TeMbI CTYIEHT JT0JIKEeH
3HaTh: 0a30BbIC HOPMBI YIOTPEOICHUS JIEKCUKU, (POHETHKH U TPAMMATHKU
YMETb: 4YuTaTh, IMNCPEBOAUTL M IICPECKaA3bIBAaThb TEKCTblI Ha MHWHOCTPAHHOM  A3BIKEC C
UCIIOJI30BAaHUEM CIIPABOYHOM W y4eOHOW JMTEpaTyphl; OCYIIECTBIATh KOMMYHHUKAIMIO Ha
HHOCTPAHHOM A3BbIKC
AKTYaJIbHOCTDb Te€MbI: 00YCIIOBIIEHA HEOOXOAMMOCTBIO OoBianeHus Y K-4.

Teopernveckasi 4acTh:

It is hard to argue with the fact that mass media has a compelling effect on the human
mind, especially on minds which are more impressionable. For example, the mass media
influence on children is understandably higher than it is in adults. So how exactly does mass
media influence us?

Mass Media Influence on Youth

There is a burgeoning need amongst the youth to be accepted as a part of a group, to be
popular, to have friends and relationships with people of the opposite sex etc. Mass media
experts understand this need of the people and hence they come out with advertisements on TV,
or in the newspapers, or on websites on how people can be more popular using a certain
product. Most advertisements you see which are aimed at the youth generally talk about the
‘cool quotient’ of the product and how it is going to be the next ‘in-thing’. And if you want to
stay ahead of the game, it is absolutely vital that you procure it. the visual effect, seeing the
things happen in front of you and the slice-oflife effect makes them look a lot believable than
they should be. So how should mass media be used with youth? Mass media, effective as
it is, can be used on the youth to drive home pressing concerns in the country. Child obesity, the
dangers of alcohol and preteen sexual relations, importance of exercise and fitness etc. If these
things can be
done, the mass media will be able to influence the youth for the better and send better messages
for the development of the youth than what it is sending today.

Mass Media Influence on Adults

Like children and youth, mass media influences adults too, although perhaps not on
the same scale. Most adults with a platonic view of things will resist the temptation of being
buoyed up by what the mass media has to offer. While men usually find it difficult to hold
themselves back in the face of the allure of sexuality. Other subjects which also appeal to men
are financial security and a luxurious hassle-free lifestyle. Women on the other hand are
more tempted towards products which guarantee immunity from aging altogether and not just
what the previous generation called ‘aging gracefully’. Mass media can yet be used
constructively to teach the adults about the importance of insurance, financial education and how
to maintain a healthy lifestyle. As you can see, the mass media influence on society is at large,
but if used constructively, it can be more of a boon than the bane which people consign it to be
these days. After all, there are two sides to a coin and it is up to us to pick the correct one and
take it forward!

Pros and Cons of Mass Media

Mass media enjoys a very prominent role in our lives. there are various effects of mass
media on the society at large. Media tends to influence and it’s obvious, there are positive as well
as negative influences of mass media. However, it also depends upon the way audiences perceive
things. the power of the mass media is by far recognized by everybody in terms of advertising,
marketing and as a medium to broadcast information to people at large. Since mass media is used



to communicate and interact with people from various walks of life, it can often result in a
conflict of options. Print media (magazines, newspapers, brochures, press releases, newsletters
etc.), electronic media (television, radio etc.) and the Internet are all part of mass media. today,
mass media can give a person phenomenal exposure and this can result in various effects of the
mass media on the society. However, have you paused to think about the pros and cons of mass
media? Well, one cannot blame a particular medium because of outside influences. Here, we
shall take a look at such advantages and disadvantages of mass media.
Pros of Mass Media:

» The wide reach offered by mass media is phenomenal. It can target a global audience.

« In terms of newspapers and magazines, it can reach a specified target group. Besides, it
is easily accessible. For example, the newspaper lands on the doorstep and we have the latest
news in our drawing
rooms due to the television set.

* Certain types of media have a loyal fan following. this would mean that an advertiser,
publication or news channel would have a ready audience.

* We have the latest news and information at the click of the mouse! the Internet is
such a medium that it can give many options for the kind of information required.

* television, movies, Internet and the radio are some of the best forms of entertainment.

» Mass media can be used for educational purposes in an effective manner. Cons of Mass
Media:

» At times, the information reported may not be authentic from every angle. Hence,
there may be a misinterpretation of a situation.

» News can be manipulated to influence the minds of the audiences. For example — a
particular political party may manipulate reports in their favor, which would indicate the political
control in the media.

» Media bias can occur due to various issues. A journalist or an editor may give personal
preference to an issue.

* A particular event or a celebrity may receive undue importance and set wrong ideals
before the youth. It may present an ostentatious lifestyle, which may inculcate wrong ideals
amongst youngsters.

» Unnecessary sensationalism of an issue may project wrong information to the public.

* Misleading messages may again divert young minds towards a wrong path.

* Wrong interpretation of news may even blow things out of proportion. this would
create further unrest in any place or even violence in case of extreme situations.

» At times, a particular event or newsS item may receive too much attention simply
because of the lack of important news or snippets. this would again present a wrong idea before
the public.

+ Certain types of mass media such as newspapers or leaflets have a very short shelf life.
In terms of advertising, it would not serve to be useful for every kind of product or message.

These were some of the pros and cons of mass media. Ultimately, it always depends upon
the individual and the way a particular message is perceived for a positive influence of the mass
medial

Bo3BpaTHble MeCTOMMEHUSA
1. V Bcex IMYHBIX MECTOMMEHHH B aHTJIMICKOM SI3BIKE €CTh COOTBETCTBYIOIIUE
BO3BpaTHbIC MECTOMMEHHUS, KOTOpble MMEIT okoHuaHus -Self B ex. umcne um -Selves Bo mH.
quCIIE.

JInanasie
Bo3BparHbie MECTOMMEHHUS
MECTOUMEHUS
I myself
you yourself
he himself




she herself
it itself
we ourselves
you yourselves
they themselves
Kpome  ToOro, CYILLIECTBYET  BO3BpATHOE MECTOMMEHHUE, COOTBETCTBYIOILIEE
HEOIPEACICHHOMY MecTouMeHHio One — oneself, koropoe ymorpebisiercss mpu riiaroJe,

CTOSAMEM B WHPUHUTHBE, 4YTOOBI O0003HAYUTH 00s3aTENBLHOE YIOTPEOJICHHE BO3BPATHOTO
MECTOMMEHHUSI B COOTBETCTBYIOIEM JIHIle B npemiokenun: to enjoy oneself nacrascoamwvcs,
Xopouio npogecmu 8peMmsi.

2. Bo3BpaTHble MECTOMMEHUS YIIOTPEOISIIOTCS:

1) Kak nokasatesb BO3BpaTHOI'O 3HAYEHUS IJ1aroyia —

At last he found himself in a big hall HaxoHel[ OH 04yTHJICSI B OTPOMHOM
with large windows and... 3aje ¢ OOJNBIINMH OKHAMU H ...
Be careful! You may cut yourself. BynbTe ocToposkHbl! Bbl MOKETE mope3aThCsl.

B coBpeMeHHOM aHTIIMHACKOM SI3BIKE MPH CIICAYIONMX rinarojiax: to wash ymwsieamscs, 10
dress ooesamucs, t0 bathe kynamwcs, to shave 6pumscs, to hide npasmamscs, to behave secmu
ceOs1 BO3BpAaTHOE MECTOMMEHUE, KaK MPABUIIO, HE YIOTPEOIAETCS, XOTS 3TH TJIaroJibl He TEPSIOT
CBOEr0 BO3BPATHOT'O 3HAYECHUS:

Do you like to bathe in the sea? Bb1 nr06uTe KynaThesi B Mope?

I[Ipumeuanue. Korma sty riaarossl ynoTpeOisitoTcsl B TOBEIUTEIHLHOM HAKJIOHEHUH,
OHM COXPAHSIOT MPU ceOe BO3BPATHOE MECTOMMEHHE BTOPOTO JIUIIA:

How dirty you are! Go and wash yourself! Kakoii Tb1 rpsi3ubiii! [loiiau ymoiics.
Hide yourselves in that forest! CupsiubTech B TOM JieCy!

2) Bo3BpaTHble MECTOMMEHHSI MOTYT YIOTPEOISTHCS CAMOCTOSITENILHO B KA4€CTBE TOTO

WJIM MHOTO YJIeHA TIPEJIOKEHUS (MPSMOTO TOTIOHEHUS, IPEJIOAKHOTO JOTIOJTHEHHUS ):

When | saw myself in the looking glass, Korna st yBuzen cedst B 3epkaiie, s ObLI
I got very much surprised: I’ve changed so greatly. OYCHb YIMBJICH: TaK CHUJIBHO 5
WU3MEHUJICS.

He never speaks of himself. OH HUKOTIa HE TOBOPHT O cele.

Pycckoe wmectoumenue cebs (codoil) 4YaCTO COOTBETCTBYET B aHTIIMHCKOM  SI3BIKE
JMYHOMY MECTOMMCHHUIO B 00BEKTHOM magaexe:

BbI Bo3pMeTe ¢ €000 CBOMX JieTeit? Will you take your children
with you?

BosBpaTHoe ke MecTOMMEHHE YMOTpeONseTcs TOraa, KOorja B COOTBETCTBYIOIIEM
PYCCKOM TIPEASIOKEHUH UMEETCSI MECTOMMEHUE cam (cam cebs, camoeo cebs, camum cooou).

OH Bcerna 10BOJIEH COOOM. He is always pleased with himself.

3) BosBpaTHbBIE MECTOMMEHHS YHOTPEOJSIOTCS TakKe KakK CPEACTBO  yCHUIICHUS
CYIIECTBUTEIILHOTO WJIM MECTOMMEHUS, YMOTpeOsiseMbIX B (YHKIMM TOJJICKAIIETO WU
JIOTIOJIHEHNs. B 3TOM 3Ha4eHUM OHM COOTBETCTBYIOT PYCCKOMY YCHIIMUTEIBHOMY MECTOMMEHHIO
cam.

[TpuMeduanue B aHmMIACKOM S3bIKE C BO3BPAaTHBIMHU MECTOMMEHHUSIMH YacTO
yIOTPeOIAeTCs I OOJBIIEH BBIPA3UTEIBLHOCTH MPeior DY; B pyCCKOM SI3bIKE MCIIOJIB3YHOTCS
JIpYTHe Cpe/iCTBA YCUIICHUS, HATIPUMED, CIIOBA: COBEPULEHHO, ADCONIOMHO, MOIbKO:

He did it all by himself. On caenan 3TO COBEPUIEHHO
CaMOCMOAMENbHO.

Bonpocsl u 3aganus:
1) Read the article again and underline words and phrases that you do not know. Write
your own definitions. Use a dictionary if necessary.

2) Find in the first paragraph and analyze the sentence with the structure “...is known to
be...”. Write your own sentences with this structure.



3) Read the text and mark the sentences T(true) or F (false).

1. Mass media is the most powerful way of communication of people living only in one country.

2. Mass media provides us with fresh news from all the fields.

3. The contribution of mass media in the anti-tobacco and anti-narcotic programs is great.

4. The effects of mass media on the minds of the youth can be only positive.

5. the parents and relatives influence on the young people is always more effective than the mass
media effects.

6. Most advertisements which are aimed at the youth generally talk about the dangers of alcohol
and preteen sexual relations, importance of exercise and fitness etc.

7. Mass media is used to communicate and interact with people from various walks of life.
8. A particular political party can’t manipulate mass media in its favor.

9. A journalist or an editor can’t give personal preference to an issue.

10. Wrong interpretation of news may create violence in the case of extreme situations.

4) Look through the text and find information about a very important role of mass media
in shaping the personality of people.

5) Order the sentences according to the text.

— Mass media has a compelling effect on the children minds.

— Mass media immediately provides us with the latest information
about the things happening around us.

— there are positive as well as negative influences of mass media

on the society.

— News can be manipulated to influence the minds of the audiences.
— the Internet is such a medium that it can give many options for
the kind of information required.

— Mass media has played an important role in making people understand the meaning of
democracy.

6) Answer the questions.

1. What is this text about?

. What definitions are given at the beginning of the text?

. What functions of mass media does the author dwell on?

. What influences of mass media does the author report?

. How does the author explain mass media influence on youth?

. What are the advantages of mass media?

. What are the disadvantages of mass media?

. What conclusion does the author make?
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7) Make a plan of the text.

8) Abridge the text by way of shortening each paragraph (leaving out unnecessary
sentences and even words).

9) Discuss Pros and Cons of Mass Media.

10) Speak about Mass Media Influence on Youth.

11) Write a summary of the text. Use the following plan.
1. the text is headlined...

2. the author of the article is...
3. the article is devoted to...



4. the text begins with...

5. then (after that, further on, next...) the author...
— dwells on...

— explains...

— mentions...

— points out...

— reports about...

— describes...

— touches upon...

— comments on...

6. According to the text...
7. In conclusion...

8. I find the text

— interesting

— informative

— useful

— too hard to understand...

IIpakTnueckoe 3ansaTHe Ne 44.
Ipaxmuxa peuu: Different Types of Mass Media.
I'pammamuxa: KoHCTPYKIHSA CJI0KHOE TOMOJTHEHHE TOCJIe rJ1arojia «to make».
I_[e.m,: CDOpMI/IpOBaHI/Ie KOMMYHHUKATHUBHBIX KOMHGTCHHHﬁ, OBJIAJICHUEC JIEKCUKOHU U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT J0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66J'IeHI/I}I JICKCHUKH, (1)0H6TI/IKI/I U rpaMMaTHUKHU
YMETh: 4YuTaTb, MNCPECBOAWUTL UM IICPCCKA3bIBATh TCEKCTbI HAa MWHOCTPAHHOM A3BIKC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ n yqe6H0171 JIATCPATYPHBI; OCYHICCTBIIATH KOMMYHHUKAIIUIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJIbHOCTH TeMbI: 00YCIOBIIEHAa HEOOXOAUMOCTHIO oBiafaeHus Y K-4.

TeopeTuyeckas 4acTh:

Mass media are media, which can be used to communicate and interact with a large
number of audiences. Be it the pictorial messages of the early ages, or the high-technology media
that are available
today, one thing that we all agree upon, is that mass media are an inseparable part of our
lives. Entertainment and media always go hand in hand, but in addition to the entertainment,
mass media also remain to be an effective medium for communication, dissemination of
information, advertising, marketing and in general, for expressing and sharing views, opinions
and ideas. Mass media is a double-edged sword which means that there are positive effects of
media as well as negative influences of media. Here are some of the different types of mass
media:

Print Media: the print media includes newspapers, magazines, brochures, newsletters,
books and even leaflets and pamphlets. Visual media like photography can also be mentioned
under this sub-head, since photography is an important mass media, which communicates
via visual representations. Although, it is said that the electronic or new media have replaced the
print media, there exists a majority of audiences who prefer the print media for various
communication purposes. Public speaking and event organizing can also be considered as a form
of mass media.

Electronic Media: For many people, it is impossible to imagine a life without their
television sets, be it the daily news dose or even the soap operas. this mass media includes
television and radio. this
category also includes electronic media like movies, CDs and DVDs as well as the new hottest
electronic gadgets.



New-age Media:With the advent of new technologies like the Internet, we are now
enjoying the benefits of high technology mass media, which is not only faster than the old-school
mass media, but also
has a widespread range. Mobile phones, computers and the Internet are often referred to as the
new-age media. the Internet has opened up several new opportunities for mass communication
which include email, websites, blogging, Internet tV and many other mass media which are
booming today.

KoHCcTpyKIus CJI0KHOE T0MOJTHeHHe mocJe riaroiaa «to makey»

[Tocne rnmarona t0 make zacmaenisimes B KOHCTPYKIIMH CJIOKHOE JIOTOJHEHUE BTOPAs
YacTh BBIpAKEHA NHOUHUTUBOM 0€3 JacTHilbl {0:
Who makes you do this work at once? Kro 3acraBisier Bac jJeiaarh 3Ty paboTy
HEMEJJICHHO?
[Ipumeduanue B KOHCTPYKIIMU CJI0KHOE JIONMOJIHEHHe rocie riaroja to make Bropast
YacTh MOKET OBITh BBIpaKE€HA MPUIIAraTelIbHBIM, U BCE COYETAHHE CJIOB BMECTE C riarojom to
make B 3TOM cilyyae epeBOAUTCS HA PYCCKHIA A3BIK IIIAr0J0M:
to make smb. sorry ocopuams
to make smb. angry paccepoums, cepoumeo
to make smb. happy o6paoosams

Hampumep:
“Don’t make Mother angry, Bob, go to bed at once,” said his elder sister. »He cepau
Matb, b00, uu celiyac e cnath’, — ckaszajia ero cTaplias cecTpa.

Bonpoce! u 3axanus:
* What associations do you have when you hear the words newage media?
* What new-age media do you use?

1) Find the pronunciation of the following words.
Word Pronunciation

. entertainment (n)

. pamphlet (n)

. aesthetics (n)

. exaggerate (V)

. sensationalize (v)

. trivialize (v)

. violence (n)

. inevitable (adj)

. coverage (n)

10. promiscuous (adj)

11. employer (n)

12. employee (n)

13. malicious (adj)
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2) Translate the following word-combinations into Russian:

1. Mass media, early ages media, high-technology media, print media, visual media, electronic
media,

new-age mass media, old school mass media.

2. Media coverage, television coverage, radio coverage, newspaper coverage,Internet
coverage,bad media coverage, positive media coverage

3. Media messages, media theories, media elements, media literacy, media coverage.



3) Find the English equivalents in the text to the following Russian words and phrases:
pactpocTpaneHue uHMOpMaIMU, OOOIJOOCTPBIM MY, JIMCTOBKM M OpOIIIOpPHI, Yepe3
HarJIaJHbIC O6pa3BI, 6OHBH_II/IHCTBO AyAUTOPUHU, MBUIBHBIC OIICPBI, BBICOKAA TCXHOJIOTHUA,
riyOokoe BIMsIHHE, 00pa3 JKU3HH, 3CTETHKA, BaXKHAs CYITHOCTh, PACCMATPHUBATH AyIHUTOPHIO,
ecii OBl HE CpelcTBa MaccoBOW WHGOpMAIMU, BpPEMEHAMH, TNPEyBEINYNBATh, HACHIIUE,
HECUACTHBIC CITy4al, TPAaMOTHOCTb, KpaiHsisi HEOOXOIUMOCTh, OCBEIICHHWE B CMH, pernaronimii
dakTop, MpeuMyIiecTBa ICKTPOHHON CBSI3M, OCHOBHAs TpoOJieMa, KOMIIBIOTEPHBIA BHUPYC,
3JIOHAMEpPEHHBIE TPOTPAaMMBbI, HECMOTpsl Ha, JCHCTBYIOIIAs KOMIIAHUS, PaCIpPEIesATh
Y9aCTOThI PAAUOCTAHIUAM, HerI/IHI/I‘-IHbe/’I Marcpurall.

4) Find these highlighted words in the text and decide whether they are nouns, verbs,
adjectives or adverbs. then try to guess what they mean.

Word Part of speech Possible meaning

information noun uHpOpManus

available

inseparable

instrumental

popularly

detrimental

sensationalize

glorification

inevitable

awareness

infotainment

transfer

promiscuous

security

employees

identically

intentionally

carrying capacity

5) Look back at the text to find the definitions of the following words and phrases:
* mass media

* print media

» media coverage

* newspaper coverage
* new-age media

* the electronic media
* culture

* Internet coverage

* television coverage
* telecommuting

* telecommunication
* router

6) Find and list all the words and phrases in the text with a similar meaning to:
* negative influences



* using the radio

* exchange of messages
« advertise products

* receiver

* unlawful

* ruin

* viruses

* transfer

7) Find and list all the words and phrases in the text with an opposite meaning to:
* positive effects

* sender

* useful

 employers

* create an image

* fans

8) Read the text once to get the general idea, try not to spend more than 10 minutes.
Complete the sentence as to the text: the story describes

(A) different types and applications of telecommunication.

(B) the history of different types of electronic communication.

(C) different types of mass media, media coverage and electronic communication.

IIpakTuyeckoe 3ansaTue Ne 45,
Ipaxmuka peuu: What is the Importance of Public Opinion in Media
I’ pammamuxa: Byaymee B mpoueamieM.
Heab: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIaJICHUE JIEKCUKOW U TPAMMAaTHUKOM
B pe3yabTaTe OCBOCHHE TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIE HOPMBI YIIOTPEOIEHNS JEKCUKH, GOHETUKHU U IPaMMaTUKU
YMETh: YuTaThb, IMNCPEBOAUTHL W MEPECKA3bIBaTb TEKCTBI Ha HWHOCTPAHHOM A3BIKE C
UCIIOJIb30BaHUEM CIPAaBOYHONW M Y4YeOHOM JHUTepaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBasieHus Y K-4.

Teoperuyeckas 4acTh:

Media is all about connecting people and mirroring the society that we live in. Media is all
about reflecting on daily happenings around the globe. People are not just the audience but also
an essential element of news in itself! So what is the importance of public opinion in media? Be
it journalism or entertainment, the increasing importance of public opinion in media is evident
everywhere! Well, if you are still unaware of the increasing importance of public opinion in
mass media, then just
take a look around you.

First of all let us talk about the print media like newspapers and magazines. the newspaper
content, which was wholly and solely the product of reporters and journalists in the office, has
now gone a radical
change into an amalgamation of news and public opinions. the letters to the editor written by the
readers are also an instance of acknowledgment of the importance of public opinion. In addition
to the readership
polls, and questionnaires, there are also columns, which are contributed by the audience
themselves — a phenomenon that is now known by the name of citizen journalism.

In case of the World Wide Web or the Internet, the websites were already using the public
polls. In addition to that, the rise of blogging and public forums has paved way to increased
exposure to individual



opinions and has hence strengthened the importance of public opinion on the web as well.

In many news channels across the globe, public polls are a common affair and are
considered as an important tool to measure public opinion. It reports public opinion
about several issues and news. In case of the entertainment channels, public voting for reality
shows like American Idol explains the importance given for public opinion. In case of movies
and films, what would be the success of a great movie if it had no audience? Although movies
are about expression of views and ideas on a particular subject — the moviemakers also
considered it as their livelihood. thus it depends on the public reviews, the word of mouth
publicity of the audience which is instrumental in the success/
failure of a particular movie.

Importance of public opinion is the effect of increased public participation in the media. this
is an era where media has awakened to the fact that no matter what they are dishing out —
news, views or entertainment — they need to keep it interactive. In case of the news
industry, the public opinion is not just a way to validate and supplement the news but also a great
way to increase the awareness
of people about a particular topic. In addition to that importance of public opinion in media, it is
also
a great step towards strengthening the democracy of a nation.

The TRPs for the television channels or the readership counts for the print media are crucial
when it comes to measure overall success of the media. Since it is the public that is instrumental
in shaping up
the readership rankings or thetRP rankings, the media is left with no choice but to acknowledge
the importance of public opinion. It is the public opinion that decides the success of media
popularity and
the eventual media success.

What are the Effects of Media
Today we live in a world, which has been closely knit with a wide network of different
types of mass media. Although many people blame the media for invasion of privacy and even
trivializing of news, we fail to realize that media is a mere reflection of the society we live in, the
society we created ourselves. Media has several advantages as well as disadvantages in day-to-
day life. Here are some of the effects of the media:

Shaping the public opinion: the media is an important medium which informs the people
about the latest news and happening around the world. According to the agenda-setting theory of
mass communication, the media plays an important role in shaping the public opinion.

Providing Entertainment: According to the uses and gratification theory of mass media, it
is believed that the audiences use the media according to their own needs and requirements.
Many media users make use of media as a form of entertainment by means of television shows,
movies, or even music.

Disseminating Information: Media is an extensive resource of information for millions of
people across the world. Be it the Internet, television or the humble radio and newspapers, media
IS an extensive
source of information on a wide range of topics, which broadens the horizons of knowledge. Be
it world news or general useful information about any topic under the sky, it is the media which
has it all!

Link between Government and the People: In addition to being a news provider, the media is
also considered as a link between the government and the people since it informs the public
about the general
developments by the government and simultaneouslyserves as a voice of the general population,
expressing their opinions and ideas.

Delivering Justice: there have been ample number of examples wherein the media has
been instrumental in creating public awareness about several criminal cases, which has led to



speedy justice delivered to the victims. thus, media plays an important role in publicizing cases,
which require public attention.

Bynymiee B npomeamem

Bynyiee B IpoIIeAeM sSBISETCS OTHOCHTEIBHBIM BPEMEHEM M YIIOTPEOIISSTCS JIUIIb B
JIOTIOJTHUTEILHOM MTPUIATOYHOM MPEUIOKCHUH ISl 0003HAYCHUS ICHCTBUS, KOTOPOE MOCICIyeT
3a MPOIIEIIIUM JACHCTBHEM, BBIPA)KEHHBIM B TJIABHOM IPE/JIOKECHHH.

Jlnst oOpazoBaHust OyAyIIEro B MPOIICANIEM YIOTPEOISIOTCS (GOPMBI IMPOIIEAIIETO
BpeMeHHU BeriomoraTenbHbix rinaronos shall u will, a umenno: should st 1-ro nmia u would s
JPYTHUX JIUII, ¥ MHPUHUTUB CIIPSraeMoro riaroja 6e3 4acTuiibl to:
| didn’t know that you would soon come home. 51 He 3HaJ1, 4TO BBl CKOPO MPHIETE JTOMOK.

He wanted to know when | should return home. EMy xorejioch 3HaTh, KOIrJia s BEPHYCh
JIOMOM.

where | lived. TJIC 5 JKUBY.
On HE
He didn’t know where | had left. 3HAJ, Ky/aa s yexad.
where 1 should leave KyJia sl CKOpPO MOey.
soon.

IIpu mepenaye 4yKoil peyr B MHOM MECTE WJIM B MHOE BPEMs 110 CPABHEHHIO C MECTOM
WM BPEMEHEM BBICKA3bIBaHHsA, T.€. B JIOMOJHHUTEIBHBIX MPUAATOYHBIX IPETOKEHHSIX,
BBE/JICHHBIX ryarosiamu to say, to ask, to tell u apyrumu 6 npowedwem epemenu; Moryt
IPOUCXOUTD CIIEIYIOIINE 3aMEHBI CJIOB B 3aBUCHMOCTH OT CMBICIIA:

BMmecto this/these smo, smom, smu MOKeT ynorpeoisatecs that/those mo, mom, me;

BMecTo here 30ecw MOXeT yrnotpebisitbes there mam,

BMECTO NOW celinac MOeT yroTpebisatees then (moeoa),

BMecTo Yesterday suepa MoxkeT yrnotpedistecs the day before naxanyne;

BMecTO t0-day cecooms MOKeT yrnoTpebsatees that day 6 mom oenw,

BMecTO tOMOrrow zasmpa MOXKeT ynoTpeOusitbes the next day na credyrowuil
OeHb;

BMECTO ag0 momy Ha3a0 MokeT ynotpednsarecs before oo smoeo, panvue;
BMmecto last year 6 npouwiom 200y MOeT yrmoTpebnsatees the year before za 200 oo
amoeo unu the previous year ¢ npeowvioywem 200y,

BMeCTO NexXt year na 6yoywuii 200 MOXeT yrnoTpeoisaTees the next year 6 ciedyrowem 200y.
Cpasnume:

Peanvnoe 0003HaueHNE BpeMEHH U Ommnocumensnoe 0003HaYEeHNE BPeMEHHT

MeCTa M0 OTHOMIEHHI0 K MOMEHTY ¥ MeCTA M0 OTHOIIEHHI0 KO BpeMeHH

peun U MECTY BbICKA3bIBAHMS

He said he would leave now. He said he didn’t know about it then.

OH cka3zai, 4To OH ceuuac yeaer. OH ckasail, 4To mo2oa OH 00 3TOM HE 3HaJ.

He told me he would come here tomorrow. He told me he would go there the next day.

OH cka3zan MHe, 4TO MPUJIET croda 3aémpa. OH CcKa3zal MHE, 4YTO OH TMOWIeT myda Ha
cnedyrouul
O€eHb.

Bonpocsl u 3apanus:
1)Read the article again and underline words and phrases that you do not know. Write
your own definitions. Use a dictionary if necessary.

2)Read the text and mark the sentences T (true) or F (false).
1. Media informs people about daily events around the world.

2. the newspaper content is produced by reporters and journalists.
3. Public polls are used by many news channels to measure public



opinion.

4. the success of a particular film depends on the public voting.

5. Media doesn’t consider the importance of public opinion.

6. Media takes part in forming the public opinion.

7. According to the gratification theory of mass media the audiences
use the media as a form of citizen journalism.

8. People all over the world use media as a source of information
and entertainment.

9. Media reports about the opinions and ideas of people as well as
their government developments.

10. Media prevents from delivering justice by attracting public attention.
exercise

3) Find in the text and analyze the sentences with the structure “it is ... that...”exercise

4)Look through the text and find information about tools of measuring of public opinion.
exercise

5) Order the sentences according to the text.

— the newspaper content is the product of reporters and readers.

— Public polls and voting are important tools to measure public opinion.

— People are both the audience and the essential part of news.

— Public participation in the media is a great step towards strengthening the democracy of
a nation.

— the Internet has strengthened the importance of public opinion.

— the media success depends on the public opinion.

— Media is a link between the government and the people.

— Media plays an important role in shaping the public opinion.

— Media is agreat resource of information for people across the world.

6)Answer the questions.

1. What is media?

2. What is the role of people in media?

3. What is citizen journalism?

4. What tools are used to measure public opinion in the news channels (the entertainment
channels)?

5. What does the success or failure of a particular movie depend on?

6. Does the media acknowledge the importance of public opinion?

Why?

7. What do many people blame the media for?

8. What decides the success of media popularity and the eventual

media success?

9. What are the effects of the media?

10. Why is the media considered to be a link between the government and the people?

7)Write a plan of the text.
8)Summarize the text to the others in your group.
9)Discuss the tools to measure public opinion.

10)Speak about Media Effects.



11)Write a summary of the text. Use the following plan:

1. the title of the text is...

2. the text is written by...

3. the text gives information about...

4. At the beginning of the text the author...

5. then (after that, further on, next...) the author...

— dwells on...

— explains...

— mentions...

— points out...

— reports about...

— describes...

— touches upon...

— comments on...

6. According to the text...

7. the text ends with...

8. I think the text is...

— important

— informative

— useless

— 100 hard to understand...

12) Translate into English, paying attention to the translation of the predicate in the
subordinate clause beginning with the word when:

1. Bel molinere B Jiec, Korjaa HEOO MPOSCHUTCS (CTaHET COBCEM SICHBIM). 51 OOKOCH, UTO CHOBA
nouAeT nox1b. 2. 5l He 3HaK0, KOrjaa oTel NpuaeT JoMou. JlyMaro, 94To mo3aHO0. Y HUX CErojHs
MHOTO paboThl. 3. S TOXe He 3Har0, Korjaa 3aKoHYHTCs onepanus. 4. Bpad moroBopur ¢ Bamu,
KOrJia 3aKOHUMTCs onepanus. 5. Koraa Bbl mpueaere B pOJHON TOPOA, MOCTapalTeCh Pa3bICKaTh
BCEX CBOMX CTaphIX Jpy3eil. 6. Pa3Be BBl HEe 3HAIIN, KOTJIa MBI CMOKEM BEpHYThCS B Topon? 7. OH
CKasaJl MHe, KOT/Ia MPUAYT CI0Jla BCe 3TH TOBApPHUIIH, HO s 320611 00 3ToM. 8. Korma mou npy3bs
npuexyT B MOCKBY, sl TTOCTaparoCh IOKa3aTh MM BCE MHTEPECHBIE MeCTa B HAIeM ropoje. 9.
[TpocTuTe, HO 5 HE MOTY CKa3aTh BaM, KOrJa OKOHUUTCS coOpanue. OHO TONBKO YTO HAYaIOCh.
10. S cpasy xe mo3BOHIO BaM, kKorjaa Oyny cBoOojneH. 11. S He 3Haro, korga 6yay cBoOOAeH U
CMOTY BBIICHUTB, KTO OyIeT AenaTh 3TOT AokiaA. 12. Bel He 3HaeTe, KOr/a ero ChiH MONIET B
apmuto? 13. Ero cbiH ckaszai, 4To KOTJja OH MOWJIET B apMHIO, OH CIIETIAET BCE BO3ZMOXKHOE, YTOOBI
CTaTh XOPOIIUM COJIJATOM.

Paznen 6. PR VS Marketing
IIpakTH4eckoe 3ansaTHE Ne 46.
Ilpaxmuxa peuu: PR and Marketing.
I'pammamuxa: Pac4jieHeHHbIE BONIPOCHI.
IIe.m,: (DOpMI/IpOBaHI/IC KOMMYHHKATUBHBIX KOMHGTCHHHﬁ, OBJIaACHUC JIEKCUKOH U FpaMMaTI/IKOﬁ
B pesyibTare 0CBOeHHE TEMBI CTYACHT H0JIKEH
3HATh: 0a30BEIE HOPMBI ynOTpe6HeHI/ISI JICKCHUKH, (I)OHCTI/IKI/I " I'paMMaTHUKN
YMETh: 4YuTaTh, MNCPEBOAUTL M IICPECKA3bIBATh TEKCTbI Ha MWHOCTPAHHOM  A3BIKEC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ u yqeGHoﬁ JIATCPATYpPBbI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPaHHOM A3BIKC
AKTYaJIbHOCTD Te€MbI: 00YCIOBIIEHAa HEOOXOAMMOCTHIO oBiafaeHus Y K-4.
TeopeTuyeckas 4acTh:

PR and marketing are like cousins: relation is obvious, but its degree is hard to define at
once. And what do the press say about them? Usually reading an article on marketing or PR
leaves an impression that both of them are absolutely essential for business, but their functions



and the difference between them remains vague; in fact, it's unclear even whether they are
different branches, or one of them is the part of the other. It's hard to understand whom to hire if
a product needs promotion. Should it be a marketing specialist or a public relations officer? Or
maybe both should be hired, because only one of them is not enough? So there are lots of
questions, but to get these questions sorted out is not such a desperate task as it seems to be. Let
us clear up the difference between marketing and PR point by point, because today they are the
necessary tools for any company that wants to inform a customer about its product.

Definition of Marketing

There are several hundred definitions of the word marketing. Some analysts hold the
opinion that nowadays the essence of marketing is not a customer service, but beating business
rivals; but classic definitions support another viewpoint. Philip Kotler, the world's foremost
expert on the strategic practice of marketing, states that "marketing is the science and art of
exploring, creating, and delivering value to satisfy the needs of a target market at a profit".
The most comprehensive definition,
in our opinion, was given by the American Marketing Association (AMA): "Marketing is
an organizational function and a set of processes for creating, communicating and
delivering value to customers and for managing customer relationships in ways that benefit
the organization and its stakeholders".

Definition of PR

PR is a set of actions aimed to promotion of a man, company, social movement, party and so
on, based on informing the public and cooperating with it. One of the most popular definitions
was given by Sam Black, former President of Public Relations Association: "PR is art
and science of achieving harmony by means of mutual understanding, based on the truth and
complete information awareness”. The definition, that reflects the essence of PR, was developed
by Public Relations News
magazine: "Public relations is the management function which evaluates public attitudes,
identifies the policies and procedures of an individual or an organization with the public
interest, and plans and executes a program of action to earn public understanding and
acceptance”. If we compare the definitions, it's easy to notice that there is a connection
between PR and marketing, as both of them deal with informational influence on a
customer. To understand it better, let's consider tasks
and goals of marketing and PR.

Goals and Tasks of Marketing

Textbooks define goals of marketing as highest consumption, highest consumer satisfaction,
and widest choice. The tasks of marketing include research, analysis and estimation of real and
potential consumers' needs, supporting development of new products and services, analyzing
condition and development of markets, developing pricing policy, sales, and so on. The tasks are
performed during marketing process, which includes the following steps: market
opportunities analysis, target markets
choice, marketing mix development and marketing events execution. So, marketing studies
demand for a definite product and opportunities of promoting sales and encouraging
consumers.

Goals and Tasks of PR

As for PR, it aims to create a positive image of organization and prevent spreading
unfavorable rumors and information. The tools used to manage public opinion may also be
considered the three main parts of PR. They are:
1. Promotion, which implies activities aimed at creating and encouraging interest for a person, a
product or an organization.
2. Lobbying, that is responsible for establishing and supporting relations between interest
groups and government, in order to influence legislative and governing processes.



3. Media relations - this PR-team activity embraces producing informative articles for mass
media, organizing media support for various campaigns, and making news to draw media
attention. Small and medium-sized enterprises usually consider PR as just media relations,
because this part is the most important one for their business.

Relationship Between PR and Marketing

Let's keep in mind that all the PR tools are used successfully to achieve marketing
goals of stimulating consumption. PR campaign is essential for positioning. It also increases
the popularity of a product, influencing a customer and rising sales volume. Does it mean that
PR is one of marketing tools? In this case -absolutely yes. However, public relations' functions
are not limited to this. Let's get
back to the beginning and compare the definitions: marketing is aimed to manipulate a customer,
while the goal of PR is to manipulate company image. Not only products, but also companies
and persons need a new image, and in this case PR is not just a marketing tool, but an
independent practice. One more question is when one should choose PR from all the variety
of tools. During the last twenty years the price of company image has increased, and now it
comprises about 80% of the total company
value. Even a minor growth of company image price results in a considerable increase of
stock value price. Positive, stable company image has become an important intangible
asset. And that is exactly the job of the public relations team: to create the image of the
company. Using PR, one can correct image, thus immediately raising the profit.

So we see, that marketing and PR are very close, and they often become allies on the
battlefield of customers' minds. That is the reason they are often mixed up. But in general,
marketing and public relations are two independent disciplines, equally essential and
important for everyone who wants to increase profit and efficiency of the company.

Useful vocabulary:

- vague (Syn: dim , hazy , indefinite , indeterminate , indistinct , obscure Ant: clear , definite ,
plain , sensible)

a marketing specialist or a public relations officer

- to sort out (to resolve)

- a desperate task (a formidable task)

- to hold the opinion that

- to beat business rivals

- to satisfy the needs of smb / smth

- the estimation of / to estimate real and potential consumers' needs

- to develop pricing policy

- to prevent spreading unfavorable rumors and information

- to manage public opinion

- to establish and support relations between interest groups and government
- an important intangible (impalpable) asset

- to become allies on the battlefield

PacuJieHeHHbIE BONIPOCHI

KpOMe CIICIHUAJIBHBIX, AJIBTCPHATUBHBIX U 061]_[I/IX BOIIPOCOB, B AHTJIMICKOM SI3BIKE
CYIIECTBYIOT €Ille TaK Ha3bIBacMble pacuieHeHHbIe BOIIPOCHI, KOTOPHIE, TaK kK€ Kak U oOIiue
BOTIPOCHI, TPEeOYIOT KpaTKOrO YTBEPAWTENBHOTO WM OTPUIATEIBHOTO OTBETa, T.C.
MOJATBEPKICHUS UM OTPULIAHUS MBICIIH, BBIPAXKEHHOH B BOIIPOCE, U KOTOPBIE KaK Obl COCTOAT U3
nByx yactedd. IlepBas dYacTh TpeAcCTaBiIsieT COOOW TIOBECTBOBATEIBHOE MPEIOKEHHE
(YyTBepAMTENbHOE WM OTPHUIATENILHOE), @ BTOpas — KpaTKUH OOLIUI BOMpOC, COCTOSIIMN M3
COOTBETCTBYIOILIETO BCIOMOTaTeabHOro (WM MOJAJIBHOIO) Triiaroja B TpeOyemoil ¢opme u
JIMYHOTO MCCTOMMCHUA B UMCHUTCIILHOM MaACKE, IPUUCM, CCIIM MICPBAA 4aCThb YTBCPAUTCIIbHAA,
TO BCIIOMOTATENbHBINA (MOJAIBHBIN) TJIaroJl YIOTPeOIsSeTCs B OTPULIATEILHON (opMe, eclid ke



nepBasi 4acTh OTPHIIATENIbHAS, TO BCIOMOTATCIbHBIA (MOJAIBHBIN) TJIAroi ymoTpeossercs B
yTBEpAUTEIbHOU (hopme:
You enjoyed yourself in the country last BbI X0po11o poBeiu BpeMsi 3a TOpOIOM
week-end, didn’t you? B IPOIILTYIO CyO0OTY, HE mpaBaa Jin?
He hasn’t yet returned from Leningrad, has he?  Owu Benp erte He BepHysics u3 Jlenunrpaaa?
PacuneHeHHbIe BOMPOCHI SIBIISIOTCS Oo0Jiee BBIPA3UTEIBHBIM CPEJACTBOM BBISICHCHUS
MOJITBEPKICHHUS MM OTPHUIIAHUS BBICKa3aHHOM MBICIIH, Y€M OOIIHE BOIIPOCHI.
PacuneHeHHBIM BOIPOCAaM B PYCCKOM SI3BIKE COOTBETCTBYIOT BOIPOCHTEIBHBIE 0OOPOTHI
He npasoa au? He mak au? 0a? WA YCUIUTENIbHAS YaCTHIA 6edb B COCTABE BOIPOCUTEIHHOTO
NIPEIIOKEHUS:
He didn’t make you read the whole day, did he?  Oun Beapb He 3acTaBisLT BaC YUTATh LEIbIH
EHb?

You were on duty yesterday, weren’t you? BbI nexxypuiu Buepa, He Tak Jiu?

Your watch is 5 minutes slow, isn’t it? Baiu 4yackl OTCTalOT Ha MATh MHHYT,
na?

[Tpumeuanus.

1. B pacuneHeHHBIX BONpPOCAaX BCIOMOTaTeNbHBIE (MOJATIbHBIC) TJArojibl, Kak MPaBHIIO,
CIIUBAIOTCS C OTPHIIAHHEM, T.€. 00pa3yroT cokpaieHHble (GopMmbl ISN’t, aren’t, wasn’t, werent,
shan’t, wont, hasnt, haven’t, can’t, mustn't. Ognako orpuanue NOt U B MOTHOM GOpME MOKHO
CTaBUTh MOCJIE TOJIEXKAIIETO (JITYHOTO MECTOMMEHHS ), KaK ATO 0OBIYHO UMEET MECTO ¢ PopMOi
am riarouia to be u ¢ MoJjanbHBIM TIaroJaoM may:

I am right, am | not? {1 Beas mpas?

2. BompocutenbHblii  000pOT, T.€. BCIOMOTaTeNbHbIA (MOJAJIbHBIN) IJIarojd M JIMYHOE
MECTOMMEHHE, BCETIA OTAEISETCS 3aIATOMH.

3. YnorpebiieHne B KpaTKUX OTBETaX PYCCKUX AAa UM HET M AHTJIMUCKUX YEeS W NO 4acTto He
COBIIAJIACT.

Cpasnume:

1) There is a good football team at ¥V Bac Beap Ha 3aBOjie €CTh XOpOIIIast
your plant, isn’t there? ¢byroonbpHas KomaHaa?

Yes, there is. Ila, ecmo.

Ho:

2) There is no football team at your VY Bac Beap Ha 3aBojie HET PyTOOIBHOI
plant, is there? KOMaHbI?

No, there is not. Ila, nem.

3) There is no football team at your V Bac Benp Ha 3aBoje HET PyTOONTBHOM
plant, is there? KOMAaH/IbI?

Yes, there is. Hem, ecmp.

Bonpocel u 3a1aHus:
1)Read the text about marketing and PR and answer the questions using the vocabulary
under the text:
1) How do you understand marketing?
2) Compare the definitions of marketing and PR.
3) What are the goals of marketing?
4) What are the goals of PR?
5) If you want to increase profit and efficiency of the company what is more beneficial to use PR
or marketing?

2)Answer the following questions. Explain your choice using the vocabulary above.
1) Marketing is the art of...
a. Buying more



b. Selling more
c. Paying more
d. Talking more

2) Marketing is a ....
a. One day effort

b. One man effort

c. Team effoert

d. All above

3) Good marketing requires one of the following...
a. Proper planning

b. Good communication skills

c. Good team work

d. Knowledge of products

4) Marketing is influenced by ...
a. Product demand

b. Buyer behavior

c. Public taste

d. Brand image

5) Marketing helps in ...
a. Boosting production

b. Interacting with strangers
c. Getting new clients

d. All of these

6) Modern styles of marketing are...
a. Telemarketing

b. Advertisement on the net

c. Web-marketing

d. E-mails

e. All of these

7) Market information means ...
a. Knowledge of industries

b. Knowledge of peers

c. Knowledge of households

d. Knowledge of customers’ tastes

3) Insert appropriate words from the table into the sentences:

1) Don't apologize for your age, lack of recent relevant experience, and do not convey ..... .

2) ..... inflation since 1997 would account for much of the growth in turnover.

3) Italy ..... itself with Germany during World War II.

4) ..... circumstances for a given cylinder should be much less than 16 %.

5) ..... diplomacy involves diplomatic actions taken in advance of a predictable crisis to
prevent or limit violence.

6) So the most conservative ..... of the surveillance element alone is perhaps four or five million
pounds since 1990.

7) In the end, the story came to a dramatic conclusion seeing the defender signing for his
old club's deadly..... .



8) There is already a buzz in and around bath ahead of a clash that will renew an old sporting.....

9) The importance of exercise to a ..... and healthy life cannot be overemphasised.
10) Wanda Jean ' s audience seemed ..... to talk about anything other then the powerful
documentary we were there to imbibe.

4) Use the section with Useful vocabulary and translate the sentences into English.
a. DTO JOCTATOYHO PaCIIBIBYATHIA MTPUMEP, YTOOBI TOMENIATh €0 B I'yTIL.

b. OHu cocTaBsT CIIMCOK TOTO, YTO HYXKHO OBLIO CIIENATh, YTOOBI IPEOIOJIETh

KPH3HC.

€. OH mpuaepXHUBaJCsS MHEHHs, YTO COIEPHUKOB B OM3HECE Bcerjna Hajo

Mo0eX1aTh.

d. Yipaisite OOLIECTBEHHBIM MHEHHEM O3HAYaeT IPENOTBPAIIATh

pacrpocTpaHeHHe HeOIaronpHUsITHRIX CIYXOB U HH(POpPMAaIUK O KOMITAaHHH.

e. Pa3BuTee 11eHOBO MOJMTUKH YAOBJIETBOPSET MOTPEOHOCTH COBPEMEHHBIX

OM3HECMEHOB.

5) Speaking:
- Discuss with your partner the differences between PR and marketing.
- Explain how you understand marketing. How can PR and marketing work together?

IIpakTuyeckoe 3ansaTue Ne 47,
Ipaxmuxa peuu: How to Choose Between PR & Advertising.
I'pammamura: MoaanbHbIi riaros «needn’ty.
Heanb: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIIMHI, OBJIaJCHUE JIEKCUKOW U TPaMMaTUKOM
B pe3yabTaTe OCBOCHHE TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIE HOPMBI YIIOTPEOIEHNS JEKCUKH, GOHETUKHU U IPaMMaTUKU
YMETh: YuTaThb, IMNCPEBOAUTL W MNEPECKA3bIBaTb TEKCTBI Ha HWHOCTPAHHOM  A3BIKE C
UCIIOJIb30BaHUEM CIPAaBOYHOW M y4eOHOM JMTepaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBaieHus Y K-4.

Teoperuyeckas 4acThb:

Public relations professionals are often asked by business owners, "What are the
differences between PR and advertising?"

Comparing the publicity aspect with a typical ad campaign, the main difference is that
with advertising the client, business owner, or advertiser controls the message. This differs from
publicity where the newspaper, magazine, television station or other medium actually controls
the editorial, timing and final story presentation.

For example, businesses running an advertising campaign can decide when they
want their ad to run, how big they want it, and what copy or words go into the ad.

In an ad campaign you can target small publications or large ones. One can
utilize television stations, radio stations, billboards and an entire host of possible
advertising vehicles. You simply choose the one that best fits your objectives, your audience, and
your budget.

Since you are purchasing the space there is no filter in advertising. Your audience
gets your message directly, exactly the way you created it.

Publicity differs in that you are sending news releases and other materials to editors and
producers in hopes of generating stories about your cause or business.

You have no control if an editor, writer or producer will even run your news item, or
when they will run it, or how it will be used.

An editor may wish to do an article about your company but decide to hold onto
the story information until a later date.



They may wish to use your news as part of a special section, run it in
conjunction with other companies in your specific area, or use a business owner as a resource for
a round-up type article on a particular topic where a variety of executives are interviewed.

The editor may also choose not to discuss the same key points you outlined in your news
release. They make take the story in an entirely different direction.

For example, a television news reporter may spend an hour or longer meeting a client,
asking a multitude of questions, then taping responses.

The end result however may be boiled down to a ten-second sound bite on the 6pm
newscast where nearly all of the message gets lost or can be misinterpreted by the audience.

A radio talk show interview can start out as informational then turn controversial
depending on the host. Keep in mind their goal is to engage the audience and build
ratings, not help a business owner sell their products or services, position a cause or back a
certain candidate.

Experienced public relations practitioners and their clients should understand the
nuances between publicity and advertising. They should realize the final editorial or news
message may differ from its original intent.

Educating clients on the distinctions between the two adds clarity to both your ad
campaign and your public relations campaign and helps make each more effective.

Useful vocabulary:

to be the backbone of smth.

a paid placement

to appear on a publication

to work with the editors

to insert advertising in

- to have an implied endorsement (approval , support) of a publication

(to give one's endorsement — raBaTh CBOE coryiacue

to receive smb.'s endorsement — nony4ath 4bé-11. coraacue

to withdraw one's endorsement — B3siTh 00paTHO CBOE corjacue,
AHHYJIUPOBATH MMOATBCPIKACHUC

qualified endorsement — kBanuduIEpoBaHHasi, MPohecCHOHaTbHAs TOMOIIIb
unqualified endorsement — HexBanudupoBaHHas, HempodeccuoHambHas
ITOMOLIb)

- torunanad

- to build a concrete on-line reputation

to control the message

to control the editorial, timing and final story presentation

to run an advertising campaign

to target small publications

- to utilize television stations, radio stations, billboards and an entire host of
possible advertising vehicles

- to fit smb’s objectives, audience, and budget

- to get smb’s message directly

- to generate stories about smth.

- to run smb’s news item

- to do an article about smb’ company

- to run the news in conjunction with other companies

- to take the story in an entirely different direction

- to boil down the result to a ten-second sound bite on the 6pm newscast
- to be misinterpreted by the audience

- to engage the audience and build ratings



MopaabHblii raaroa «needn’t»
I'maron need uyoswcoamvcs ynoTpeOisieTcss Kak MOAAJIbHBIN TJIAroi, Kak IpaBMiio, B
oTpunarenbHoi popme Needn’t, Uit BBIpaKEHUS] OTCYTCTBHS HEOOXOAMMOCTH:

You needn’t go to their office to-day. Bam He Hy:KHO (HeT HE0OX0TUMOCTH, HEe HA/I0)

I shall go there myself tomorrow. exaTh B MX KOHTOPY cero aHs. Sl cam moedy Tyzaa
3aBTpa.

Must he post the letter immediately? JIOJoKeH M OH OTIPaBUTh IMCHMO TOTYAC
xe?

— No, he needn’t. It can go tomorrow. — Her, He Hamo. Ero MOXHO OTHpaBUTH
3aBTpa.

ITpuwmeuanu e ['maron need Takke MOXET yHOTPEeOISATHCA B BOIPOCHTEIBHBIX
MpEeIIOKEHUSAX (OHAKO, I0BOJIBHO PEIKO).
Need he buy the ticket in advance? HyskHo Jiu eMy MOKymnaTh OujeT 3apaHee?
— No, he needn’t. Her, He Hy:KHO.
— Yes, he must. Jla, OH TOJDKEH 3TO CaenaTh.
BOl'[pOCbI U 3aJaHUsA:
1) Match the verbs with their synonyms. You will find several synonyms for some verbs.
Use a Thesaurus dictionary to help you. http://thesaurus.com/ - Thesaurus on-line

The verb
To control
0 generate
To utilize
To target
To fit

To engage

Synonyms
Use, produce , engross, address, administer , govern , advise, manage , evolve, aspire, captivate,
regulate , rule, supervise, adapt

2) Match two parts of the phrases.

1. To control the editorial, a) audience, and budget
2. To utilize television stations,
radio stations,
b) billboards and an entire host of
possible advertising vehicle

3. To fit smb’s objectives, ¢) an entirely different direction
4.To run the news in d) timing and final story presentation
5. to be misinterpreted e) and build ratings

6. to engage the audience f) by the audience

7. To take the story in g) an advertising campaign

8. Torun h) conjunction with other companies

3)Choose any seven phrases from useful vocabulary and create a short story on any PR
topic.

4) Answer the questions using useful vocabulary:
1) How to generate a capturing story about your company?
2) Why can the information be misinterpreted by the audience?



3) How can a PR practitioner engage the audience and build ratings?

4) How to run a successful advertising campaign?

5) What are the ways of fitting a company’s objectives, audience, and budget?
6) How can you control the editorial, timing and final story presentation?

5)Create 10 questions on the basis of the text in exercise 2 and discuss them in pairs.

6) Speaking:

- Discuss with your partner the differences between PR and advertising.

- Explain how you understand advertising. Why is it so important for a company
to differentiate between PR and advertising?

7)Answer the following questions, paying attention to the use of the modal verb needn’t:
a) Must we put on warm coats when it is hot?
Must we turn on the light when it is light in the room?
Must your son go to school on Sunday?
Must one always buy tickets to the theatre in advance?
Must you stay at the office after six o’clock every day?
Why needn’t your son go to school on Sunday?
When needn’t you put on warm clothes?
On which day needn’t we go to the office?
Who needn’t study English at your office?

8) Translate the following sentences into English, paying attention to the use of the verb
need:
1. Bam He HY:KHO nIepenuchIBaTh 3TOT TeKCT. OH ecTh (aH) B yueOHUKe. 2. Ham He HYKHBI HU
Bbl, HU ToBapuul Hedenos. Mbl camu 3akoH4YMM 3Ty paboTy. 3. Bam He Hajgo WATH Ha MOYTY.
Ms1 yxe kynuin Mapku. 4. Eciin BaM He HY’KHO CErofiHsI OCTaBaThCS B YUPEKICHHUM I0OCIIE
paboThbl, naBaiiTe moiiem B Teatp. B Manom teatpe uzaer cerogus ,, [lopmApmyp *“ ¢ ydactuem
Moero Jrodumoro aptucta. 5. [Ipocture, s He noHsan. Kakoe ynpakHeHue He Hajo nucathb? 6.
Ckaxute ToBapuiy JloceBy, 4To eMy He HaA0 3ax0JuTh K ToBapuily CoboneBy. OH yxe cam
3aX0/IMJI CIO/Ia BUEPA.

b)

oSN~ WD E

IIpakTnueckoe 3ansaTue Ne 48.
Ipaxmuxa peuu: Public Relations Process.
I'pammamuxa: Bpemena rpynnsl Perfect crpagarenbHoro 3aJora.
Heﬂb: cDOpMI/IpOBaHI/IC KOMMYHHUKATHUBHBIX KOMHGTCHHHﬁ, OBJIaACHUC JIEKCUKOH U FpaMMaTHKOﬁ
B pesyabTare 0CBOCHHE TEMBI CTYACHT J0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66JIeHI/ISI JICKCHUKH, ¢)OHCTI/IKI/I " I'paMMaTHUKN
yMeTb: qyuTaTrb, MNEPEBOAUTL HW TMCPECKA3BIBATH TCKCTBI HAa HWHOCTPAHHOM  SA3BIKE C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ u yqe6H0171 JIUTCPATYPBI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPaHHOM A3BIKC
AKTYaJIbHOCTD Te€MbI: 00YCIOBIIEHAa HEOOXOAMMOCTHIO oBiaaeHus Y K-4.

TeopeTuyeckas 4acTh:

An effective public relations plan for an organization is designed to communicate
to an audience (whether internal or external publics) in such a way that the message coincides
with organizational goals and seeks to benefit mutual interests. The process of developing such a
plan consists of a number of steps.

One common model has four steps. The first step is "defining public relations problems,"
usually in terms of a “situational analysis,” or what public relations professionals call a
"SWOT analysis" (strengths, weaknesses, opportunities, threats). This should answer the
question, "What's happening now?"



The next step in the public relations process is "planning and programming,”" where the
main focus is “strategy." This step should answer the question "what should we do and
say, and why?" The third step in the public relations process is "taking action and
communicating,” also known as "implementation”; This step should answer the question,
"How and when do we do and say it?" The final step is "evaluating the program,” making a
final "assessment,” which should answer the question "how did we do?" This is where public
relations professionals make a final analysis of the success of their campaign or communication.

Another model defines the process of public relations through four steps: "Fact-
finding and data gathering; Planning and programming; Action and communication;
Evaluation.” A different process model uses the acronym "ROSIE" to define a five-step process
of research, objectives, strategies, implementation and evaluation.

People who are professionals in public relations use different methods for
analyzing the results of their work such as focus groups, surveys, and one-on-one
interviews. These same methods are used in defining what medium of communication will
be used in the process of strategy and what tools will be used in relaying the message, such as
press releases, brochures, websites, media packs, video news releases, news conferences, and in-
house publications.

Useful vocabulary:
- a"SWOT analysis"
implementation - realization , accomplishment
to implement - perform , fulfill , complete , carry out , accomplish , execute
assessment — evaluation
to assess - to judge the worth, importance, etc.
to make a final analysis of the success of smth.
acronym - a pronounceable name made up of a series of initial letters or parts of
words; for example, UNESCO for the United Nations Educational, Scientific, and Cultural
Organization
- focus groups - A focus group is a form of qualitative research in which a group of
people are asked about their perceptions, opinions, beliefs, and attitudes towards a product,
service, concept, advertisement, idea, or packaging
- 0one-on-one interviews
- a medium of communication
- to relay the message — to transmit
- press releases, brochures, websites, media packs, video news releases, news
conferences, and in-house publications

Bpemena rpymnnbel Perfect crpamarensHoro 3asmora oO0pa3ylooTcs NpPH MOMOIIH
BCIIOMOTraTenpHoro rinarosia to be B Hacrosimem, mpomeniieM u OyayIieM BPEMEHH TPYIIIIbI
Perfect u dopmsl mpruactus |l cmbicoBoro riarona, T.e. mo gopmyore:

to have been + npuuactue
I
I have been asked questions twice at the lesson to-day. Menss cnpammBaJM JIBaXIsl Ha
3aHATUAX CETOJIHS.

When my teacher came to the examination, Koraa Moit nmpemnogaBateis IpuIiesn
I had not been asked all the questions yet. Ha ’K3aMeH, MHE €llle He 3a1alld BCeX
BOIIPOCOB.

Bpemena rpynmbr Perfect crpagarensHoOro 3anora ynotpeOsioTCs B TEX K€ ClIydasx,
YTO U B ACUCTBUTEIBLHOM 3aJIOTE.



Bomnpocs! 1 3aganus:
1)Match the words with their definitions:

A word

1. press release
2. brochure

3. website

4. media pack

5. video news release
6. news conference

7. in-house publication

The meaning

a) a set of interconnected webpages, usually including a homepage, generally located on the

same server, and prepared and maintained as a collection of information by a person, group, or
organization.

b) a video segment made to look like a news report, but is instead created by a PR firm,
advertising agency, marketing firm, corporation, or government agency. They are provided
to television newsrooms to shape public opinion, promote commercial products and
services, publicize individuals, or support

other interests.

c) written, audio taped, or video taped matter about a book, event, person, or program,
presented by its promoters or principals to the media for editorial comment and free coverage

d) a small booklet or pamphlet, often containing promotional material or product
information

e) a media event in which newsmakers invite journalists to hear them speak and, most often,
ask questions.

f) internally developed and published magazine or newsletter, designed to communicate the
news

and activities of an organization to its employees and select external audiences.

g) media kit — 1. Folder or package that contains promotional material and associated
information about a firm, product, conferenceseminar, program, etc. 2. Package containing rate
card, circulation data, audience statistics, and other such information about an advertising
vehicle

2)Look at the table. Use it to create your own example of a PR campaign utilizing
the four-steps PR process. Here you can find an example:
http://www.google.ru/url?sa=t&rct=j&q=&esrc=s&source=web&cd=13&ved=
0CIMBEBYWDA&url=http%3A%2F%2Fwww.csub.edu%2F~dsimmons2%2
Fcom305%2Ffourstepprocess.ppt&ei=mZhSUeKuGPGP4gTs-
4GIBA&uUsg=AFQjCNHRY5t7V1Q70hCqgnq9kr3V_WjMw7Q&sig2=W1v7dz

MhzZkUy PeOEXbBRw&bvm=bv.44342787,d.bGE&cad=rjt

3)Speaking:

- Discuss with your partner every stage of a PR process.

- Explain how you understand PR process. What are the main challenges of the
process?

4) Put the following sentences in question form and give short answers to general
guestions:

1. The telegram has just been sent. 2. A new cinema has been built in our street this year. 3. The
letter has not been posted yet. 4. All our parcels had been accepted by the time Jane joined us at



the post- office. 5. Such high buildings have never been constructed before. 6.  Five new
schools have been built in our native town since 1950. 7. All the tickets had already been sold
out by the time we came to the box-office. 8. All these questions will have been discussed by the
time you come.

5) Answer the following questions, paying attention to the use of the tenses of the Perfect
group of the passive voice:

1. What new stadiums (craguonsr) have been built in Moscow lately?

2. Have many or few new schools been built in your native town since the Great October
Socialist Revolution?

3. What interesting new plays have been staged at the Moscow theatres lately?

4. What interesting new books have been written by our writers this year?

IIpakTHyeckoe 3ansaTue Ne 49.
Ilpaxmuxka peuu: Public Relations Tools.
I pavmamuxa: BockiauuarejabHbIe MPENJIOKEHU.
Heanb: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIIMHI, OBJIaJCHUE JIEKCUKOW U TPAaMMaTUKOM
B pe3ybTaTe OCBOCHHEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIC HOPMBI YIOTPEOICHNUS JIEKCUKH, OHETHKH U TPAMMAaTHK!
YMETh: YuTaThb, IMNCPEBOAUTL W MNEPECKa3bIBaTb TEKCTBI Ha HWHOCTPAHHOM  A3BIKE C
UCIIOJIb30BAaHUEM CIPAaBOYHOW M Y4YeOHOM JMTEpaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJIbHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO oBaieHus Y K-4.
TeopeTrnveckasi 4acTh:
Media Relations

This is the most important tool to maintain public relations. It includes giving out
information about the company's products and services to the press and media sector who
publicize the information on the TV, radio, Internet, in newspapers and other publicity resources.
PR professionals coordinate with members from the press and media regarding legal or social
matters of the organization, products to be launched (in case of a manufacturing company),
and the company top management info. This can be done effectively by modifying and
presenting the matter in such a way that it won't have an adverse effect on the company's
image in the business world. For making the media to publicize everything good about the
company, PR managers try their level best to maintain healthy relations with the press, which
may also be done by distributing some free gifts.

Media Tours

Such type of tours are generally conducted when a manufacturing company wants to
successfully advertise and promote its newly launched product. There can never be an effective
way of product publicity other than using media tours. In a media tour, the organization's
spokesperson goes to other important cities for introducing a new product or service. It may
also include attending TV and radio talk shows, and being interviewed by press and media
newsmen. The spokesman can be a
company's representative or anyone hired or contracted from outside. A celebrity also can be
used for this purpose. A media tour might as well include airing a prerecorded interview on a
famous TV channel

Newsletters
This process includes collecting contact information of consumers or future customers,

and sending newsletters to them which include the matter intended to be known by the targeted
audience. The targeted people could be business marketers, end customers, middlemen, or
traders. Newsletters may be made available either through regular mail or emails. If the
company is from the manufacturing sector, the newsletter would include product information



along with all the local distributors who deal in their products. Newsletters are certainly an
effective way to get in touch with the existing or future customers.
Special Events
Reputed companies generally hold such events when they want to launch their products with
a bash. Special events can be organized to publicize about the company and the product in a
boastful way. In such special events, there is an arrangement for a party, dinner, and a set of
stunts to be performed. This certainly attracts the attention of reporters and public media
personnel, and the company eventually gets a good product coverage. PR managers
effectively work with event management
professionals to ensure that the program goes along in a well planned manner, and the intended
message is reached to the public and the media.
Speaking Engagements

This task is carried out by the company representative; and includes presenting the company
before the public in an industry convention, a corporate gathering, or a companies meet. This is a
typical way of letting prospective clients know about the company's potentials and capabilities.
However, this method may not be taken into consideration for some product launch, it might
solely be about communicating the
company's expertise in the related field to potential clients.

These are some of the effective and mostly used public relations tools and methods
which are implemented and followed by several business and manufacturing organizations.

Useful vocabulary:

- to maintain public relations

- to publicize the information on the TV, radio, Internet, in newspapers and other
publicity resources

- to coordinate with members from the press and media

- to modify and present the matter

- to have an adverse effect on

- to publicize about the company and the product

- to maintain healthy relations with the press

- to distribute some free gifts

- to successfully advertise and promote a newly launched product
- to air a prerecorded interview on a famous TV channel

- to collect contact information of consumers or future customers
- the targeted audience / the targeted people

- to get in touch with the existing or future customers

- reputed companies

- to launch a product with a bash

- to do / perform a stunt

- to get a good product coverage

- to carry out a task

- to implement - perform , fulfil , complete, carry out , accomplish , execute

BockimnuareabHble NPeAsIOKeHUsT MOTYT HauMHaThes ¢ Mectommenus what (kaxotl,
ymo 3a), KOTOPOE SIBJISIETCS OMpEAEIEHHEeM K CYIIECTBUTEIHLHOMY (OOBIYHO TMOMJIEKAIIEMY,
JOIIOJIHEHUKD  HJIN MMEHHOM 4YacTH COCTaBHOTO CKa3yeMOF0), npuiyeM HCYHUCIACMOC
CYIIECCTBUTECIBHOC B €J1. UUCJIC y1'IOTp€6J'I$I€TC$I C HCOIPECACIICHHBIM apPTUKIICM. HOprlIOK CJIOB B
BOCKIIMLATCIIBHBIX TPCIJIOKCHUAX TAKOro poJa HpHMOﬁ, T.C. TNOJICKAIICC CTOUT IICPCa
CKa3yeMBbIM:

What a fine day we are having today! Kakoii yyaecHblii 1eHb cero !
What fine weather it is to-day! Kakas ceroans xopomas moroja!



B ommume ot pycckoro s3bika, Mectoumenne What crour Beerma mepen
CYIIECTBUTECIBbHBIM, K KOTOPOMY OHO OTHOCHUTCH.
Cpasnume:
What an interesting film we saw last night! Kakoii Mbl Buaead Buepa HMHTEPeCHbIi
¢punbm!
2. BOCKJ’II/II_[aTeJ'IBHI)Ie MNPEATTOKEHUA MOI'YT TaK)XKC HAYMHATHECA C HAPCUUA hOW Kak, IMpu4IcMm 3a
HUM, KaK IIpaBHJIO, CICAYCT IPHUIIArarcJIbHOC WJIM HApPCHUC, 3aTCM IMOAJICKAIIECC U CKA3yCMOC
(WJTA TOJIBKO TJIAroJI-CBsI3KA):
How well he speaks English! Kak xopomio on roBoput no-anriuiicku!
How interesting this book is! Kakasi (370) HHTepecHast KHura!

BO]’[pOCBI U 3aJaHUA:

1)Watch the video and numerate PR tools that are mentioned there. Explain what they
mean.
http://www.youtube.com/watch?v=y4izcNuYogo

2) You are offered several situations. What PR tools would you use and why?
a) You are going to open a new supermarket.

b) You need to protect rare animal species.

c) You are to promote a politician.

d) You are aimed to organize a party.

e) You are to create an international festival.

3) Answer the questions using the vocabulary:

a) How to maintain successful Public Relations?

b) How to coordinate with members from the press and media and maintain
healthy relations with the press?

¢) How to launch a product with a bash and successfully advertise and
promote a newly launched product?

d) What PR tools can help you get good product coverage?

e) What adverse effect can publicizng about the company have?

f) What is the most difficult task for a PR practitioner to implement?

g) What pros and cones of airing a prerecorded interview on a famous TV
channel can you predict?

4)Speaking:

- Discuss with your partner the most important PR tools. Give reasons why you
consider them the best.

- Speak on the topic of PR tools and their impotance in maintaining good Public
Relations.

5) Choose the correct exclamation option. Translate the sentences:...
(What/What a) wonderful opportunity!

... (What/What a) big feet he has got!

... (What/How) strange!

... (What/What a) terrible disaster!

... (What/How) fun!

... (What/How) funny!

... (What/What a) strange clothes she wears!

... (What/What an) excellent result!

... (What/How) exciting!

.. (What/How) an exciting adventure!

CoNoa~wNE


http://www.youtube.com/watch?v=y4izcNuYoqo

6) Arrange the words in exclamation sentences in order:
hair — what — long
day — what — beautiful —a
kind — is — Clara — how
can — how — well — dance — you
a — cake — delicious — what
how — is — dress — nice — her
am — lonely — how — |
you — how — are — smart
have — flowers — you — what — lovely — bought
dangerous — is — dog — how — your

IIpakTuyeckoe 3ansaTue Ne 50.
Ipaxmuxa peuu: Creating a Successful PR Campaign.
I'pammamuxa: Yka3areabHoe MmecToumMernue «suchy.
Heanb: ®opMHupoOBaHNE KOMMYHUKATUBHBIX KOMIIETEHILIMHI, OBJIaJICHUE JIEKCUKOW U TPAMMATHKON
B pe3ybTaTe OCBOCHHEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30BbIC HOPMBI YIOTPEOICHNUS JIEKCUKH, OHETHKH U TPAMMAaTHK!
YMETh: YuTaThb, IMNCPEBOAUTL W MNEPECKa3bIBaTb TEKCTBI Ha HWHOCTPAHHOM  A3BIKE C
UCTIOJI30BAaHUEM CIIPABOYHOM W y4eOHOW JHMTEpaTyphl; OCYIIECTBIATH KOMMYHHUKAIMIO Ha
HHOCTPAHHOM A3bIKC
AKTYaJILHOCTb TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO OBaieHust Y K-4.

TeopeTrnveckasi 4acTh:

Creating a successful PR campaign is an essential part of any business when trying to
launch a new product or service nowadays, and with so many different media platforms
available, knowing which one’s to use can be a tricky business. This is why it is essential to plan
your PR campaign carefully, and research all the areas you need to before starting out.

Below are a list of ideas to try and help you make your campaign a success.

Define your objectives &Goals

This may seem pretty obvious, but you would be amazed how many people forget to
carry out this step. Defining exactly what you want your PR campaign to achieve for you will
make all of the other steps easier to complete, as you know where you are going.Your
goals need to be achievable, using the SMART (Specific, Measurable, Attainable,
Relevant, Time-bound) method when setting your objectives and goals can help a great
deal.

Establish who your audience is
This can be one of the most important areas to get right when creating your PR campaign.
You could have the best campaign in the world, but if it’s aimed at the wrong people it will
fail. Think about who your product or services are aimed at then target these people.
Hold a brainstorming session
Try and get some of your staff (if you have any) involved in this session, as they will often
have different ideas to you. In a brainstorming session you need to come up with around six
different story ideas to help your PR campaign along.
Decide on the media outlets
Once you have an idea of your objectives and goals, and who you would like to target your
campaign towards, you can then think about which communications vehicles you will use
to get your message out there. With the digital age upon us there are now many options
when it comes to a PR campaign, including press releases, articles, Social media
campaigns (including viral campaigns) and much more. Do your research into the various
media sources and decide which ones you
feel would be the most suited to you.



Monitor your campaign

This is extremely important, you need to keep track of your campaign to know if it is
successful. Most people find they need to change things as their campaign progresses, as
some areas may not be working as you expected them too, but as long as you keep track of how
things are running this will not be a problem.l hope you have found these ideas helpful, and will
keep them in mind if you are considering setting up your own PR campaign

Useful vocabulary:

- to launch a new product or service

- media platform (is a means of communication. For example a social media

platform is a type of software or technology that enables users to build,

integrate or facilitate community, interaction and user-generated content. Blogs

and wikis are both social media tools, whereas, Wordpress and Wikispaces are

social media platforms for people and companies to utilize to engage in

blogging and creating wikis)

- to be a tricky business

- to plan your PR campaign carefully

- achievable (attainable, accessible , reachable, feasible, obtainable)

- to target people

- to hold a brainstorming session

- to come up with ideas

- to use communications vehicles

- viral campaigns - a communications campaign designed to spread messages

rapidly — typically via the Internet. The audience is encouraged to pass a

message or video or link on to all of their email contacts

- to keep track of your campaign to know if it is successful

Yka3areabHoe MECTOMMCHMUEC such y1'IOTp€6J'I$IeTC$I KakKk OIpEaACICHUC K

CYILIECTBUTEIILHOMY, @ TaK)Ke KaK CaMOCTOSTEIbHBIA WICH MPEIUIOKCHUSI — IOJUIeKAIIee,
IPETUKATUB U IPYyTHE:
These are such difficult exercises. DTO TakHe TPYyJHbIC YIIPAKHEHUS.

Such was his decision.  Taxoso ObLIO €ro perieHue.

Mectoumenne  SUCh  MoXeT  ompeneNaTh  HCYHCASEMblE W HEHCUYHCISIEMBIE
CYIICCTBUTECIBHBIC, TPUYCM HCUYHUCIACMBIC CYIICCTBUTCIILHBIC KaK B €/1., TAK 1 BO MH. YUCIJIC.
Korma mecronmmenue SUCh ompenensier MCYMCIAEMOE CYIICCTBUTEIBHOE B €. YHCIE, OHO
BCETJIa CTOMT TI€PE]] HEOMIPEAEIEHHBIM apTHKIIEM.

Cpasnume:

Itis such an interesting film!  Dto Takoii uaTepecHbIN PuaAbLM!
(Ucuucnsiemoe CyniecTBUTENBEHOR)

Ho:

It is such bad weather to-day! Ceronns Takas mioxas moroaa!
(Heucuncnsemoe CymecTBUTETHHOE)

These are such difficult texts!  Drto Takue TpynHbIE TeKCTbI!
(Mcuucnsemoe CymecTBUTENHFHOE BO MH. YUCIIE)

[Ipumeyanue. Pycckoe MECTOMMEHHE TAKOM MEPEBOJUTCS HA AHTIIMMCKUAM SA3BIK
YCWJIMTEJIBHOW YacTULEH SO, €CIM OHO OTHOCUTCS K NPHJIAraTeJIbHOMY WIM Hapeduio, U
MecTOMMEHHeEM SUCh, eciii OHO OTHOCHUTCS K CYlIeCTBHTEILHOMY:

The report was so interesting!  Jloksam ObUT TaK0# HHTEPECHBIH!
You cannot read such a difficult book now. Read it next year. Bbl He MOXeTe YNTAaTh TAKYIO
TpYAHYIO KHUTY ceityac. [Ipoutute ee B Oyayiem roay.

Bonpocel u 3a5aHus:

1) Comment on the video. What do you think about this PR campaign?



Do you consider it to be successful? Why?
http://www.youtube.com/watch?v=idFriQHyonQ

Useful vocabulary:

- imaginative, ingenious, inventive, original, resourceful

- innovative, cutting-edge, deviceful, state-of-the-art, innovatory

- useful, beneficial, valuable, profitable, advantageous, all-purpose
- fruitful, helpful, abounding, abundant, plentiful, effective, profuse

2) Watch the video about creating a successful PR campaign. Answer the questions:
http://www.youtube.com/watch?v=Y4sK_IHnQbl

a) What is the term “a PR compaign” synonymous with?

b) How often should a plan be re-vamped? Why?

¢) How do you understand the phrase “To start off on the right foot”?

d) What does the next step entitled “Stay on the right foot” mean?

e) Why should you keep a steady pace? What does it mean?

f) How to monitor your progress?

g) What is the most important part of a PR campaign?

3) Watch one more video about a successful PR campaign and create a summary of
the video. In the video Stefani Adams from Nest PR shares tips on how to develop a PR
campaign including how to specify your target audience, develop key messages and
work out the most effective communication tools.
http://www.youtube.com/watch?v=5HtF8j ThRsg

4)Here you will find some useful tips how to start your PR campaign. Watch the video and
describe them. Create the list of useful vocabulary from the video and share it with the
group.

http://www.youtube.com/watch?v=0PgboTxvzcl

5) Watch this viral video and say what the objectives of the video are.
http://www.youtube.com/watch?feature=player_embedded&v=H542nLTThbu0

#!

6) Create the plan of the text above. Then devise one question for every point of the plan.
Discuss these questions with the partner.

IIpakTnueckoe 3anaTue Ne 51.
Ipaxmuxa peuu: The Most Successful PR Campaign of 2012.
Fpammamuka: POII H YUCJI0O HMCH CYIIECTBHTECJIbHBIX.
Heanb: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINH, OBJIaJICHUE JIEKCUKOW U TPAMMAaTUKOM
B pe3yabTaTe OCBOCHHUEC TEMBI CTYACHT T0JI7KCH
3HaTh: 0a30Bble HOPMBI YIIOTPEOJIeHUs JIEKCUKH, (POHETUKH U TPaMMaTHKU
YMETh: 4YuTaThb, IMCPEBOAUTL W MEPECKA3bIBATb TEKCTBI Ha HWHOCTPAHHOM  A3BIKE C
HCIIOJIb30BaHUEM CIPABOYHONW M Yy4eOHOM JHUTepaTypbl; OCYLIECTBIATh KOMMYHHUKALMIO Ha
HHOCTPAaHHOM A3BIKC
AKTYaJILHOCTh TeMbI: 00yCIIOBJIEHAa HEOOXOAMMOCThIO OoBaieHus Y K-4.

Teoperuyeckas 4acTh:

With 2012 just behind us now it’s the perfect time to think about what happened in
marketing last year and learn some valuable lessons to help us be more creative and clever with
our PR and social media plans and campaigns in 2013. This is why | thought I should share with
you what I think was the best communications campaign of 2012 and why.



One of the most successful brands when it comes to organisational PR activities is
admittedly Red Bull. For years they’ve been coming up with adventurousand sometimes pretty
extreme stunts and have managed to position themselves as a brand that ‘gives content wings’.
They have never directly promoted the actual flavour of the energy drink, but have
instead focused on what values it offers to consumers, namely to boost energy.

And they’ve certainly managed to do so with the brilliant Red Bull Stratos — an example of
PR at its best.

Coming up, developing and funding the execution of such a scientific event is probably the
most significant campaign the company has run to date. Sponsoring Felix Baumgartner’s
record-breaking jump in October provided Red Bull with massive global exposure as well as
public approval. The campaign not only spread out through social media, but also received
remarkable mainstream media coverage internationally, making the front pages of numerous
leading publications. The stunt is a brilliant example of positive word of mouth — everyone was
talking about it online and offline, and many are still doing so now (just as | am).

The stunt was very well planned both from a technical, but also from a
communications perspective since March, when it was announced that the event was really
happening.

From a PR perspective it’s impressive how the stunt was intensively covered by major media
outlets pre, during and post event.

Various newspapers, TV programmes, magazines, radios and online publications
reported the progress on the planning of the jump beforehand, which has then helped spread
the word and increase public knowledge and interest in Felix’ feat.

During the event, Red Bull made sure that the whole two hours of the stunt were
reported live on their YouTube stream, which allowed anyone around the world to closely watch
the feat. And it broke records — eight million people saw not only the jump, but also the Red Bull
logo and branding.

Talking about online, the campaign achieved thousands of followers and fanson various
social media networks, with 3 million tweets it was the most talked about topic for days. Such
buzz created amazing engagement opportunities for the brand.

Such an exclusive event will be covered for years to come. The media outlets are still talking
about it and it will be even more interesting to see what the experts will have to say about the
scientific impact of Felix’s jump and the proof it provided about that the human body is capable
of true greatness.

Thinking ‘outside of the box’ allowed the brand to create an emotional and
inspirational impact and build relationships with fans by involving them to have a bigger
purpose.

It was an incredible feat that generated tons of publicity, not only because it was an
extreme challenge, but also because it showed that a single company is willing to invest in
improving society by supporting scientific initiatives, and not just thinking about improving its
bottom line. Red Bull itself admitted that they didn’t want the event to be perceived as a PR
stunt, but as a way of providing scientifically valuable knowledge.

Red Bull Stratos was a truly integrated online and offline campaign, an achievement
that many brands can dream of that fully grabbed the public and media attention. As Jonas
Feliciano, beverage industry analyst at Euromonitor International, said: “This is taking it to a
whole new level. It has turned a PR event into a news event.”

Useful vocabulary:

- to learn some valuable lessons

- adventurous - adventuresome, audacious, bold, brave, courageous,
dangerous, daredevil, enterprising, headstrong, intrepid, rash,

reckless, risky, venturesome, venturous

- to provide smb. with massive global exposure

- to be spread out through social media



- to receive remarkable mainstream media coverage internationally

- to make the front pages of numerous leading publications

- to be intensively covered by major media outlets pre, during and post event
- to spread the word and increase public knowledge and interest in smth.

- to be reported live on smb’s YouTube stream

- to create amazing engagement opportunities for the brand

- to think ‘outside of the box’

- to generate tons of publicity

- to grab the public and media attention

Pox u 4nci10 HMEH CyleCTBUTEIbHBIX.

1. B ommumMe OT PYCCKOTO sI3bIKa, OOJIBIIMHCTBO AHTJIMHCKUX WMEH CYIIECTBHUTEIBHBIX HE
UMEIOT TPaMMaTHYECKOW KaTeropuH pojJa, T.e. BCE CYIIECTBUTENbHBIC, O00O3HAYAIOIINE
HEOJIYIICBIICHHBIC MPEIMEThI, OTBJCUCHHBIC MOHATHUS, BEIIECTBA U T.J. 3aMEHSIOTCS, Kak
NpaBUJIO, MECTOMMEHHEM it, a CyllecTBUTENbHbIC, 0003HAYAIOUINE J>KUBBIC CYIIECTBA, IO
CMBICITY, 110 €CTECTBEHHOMY IOJy OTHOCSTCS JHOO K )KEHCKOMY, JIHOO K MY>KCKOMY POAy, T.C.
3aMEHSIIOTCSI COOTBETCTBEHHO MecTouMeHusiMu She ora u he on.
2. MeHa cylecTBUTEIbHBIC B AHIJIMACKOM SI3bIKE, TaK JX€, KaK U B PYCCKOM SI3BIKE,
U3MEHSIOTCS 110 YMCIIaM: OHH UMEIOT €IMHCTBEHHOE M MHOKECTBEHHOE YHCIIO.

Hmena cyiiecTBUTENbHBIE BO MHOXXECTBEHHOM 4YHCIE TNPUHHUMAIOT OKOHYAHHE -S,
KOTOPOE YUTACTCS:
Kak [z] mociie 60bIIMHCTBA 3BOHKUX COTJIACHBIX U TTOCJIE BCEX TJIACHBIX:
bed xposams — beds [bedz] kposamu,
pen pyuka — pens [penz] pyuxu;
tie cancmyx — ties [taiz] earcmyxu
Kaxk [S] mocie riiyXux corfiacHbIX:
list cnucox; lists [lists] cnucku
3. NIMeHa cyriecTBUTENbHBIE, OKAHUYMBAIOIIHECS HA OYKBBI -S, -SS, -X, -Ch MPUHUMAIOT BO MH.
YHCIIe OKOHYaHUE -€S, KOTOPOE MPOU3HOCUTCS [1Z]:
match cnuuxa; matches [ 'meet[iz] cnuuxu.
4. lmeHa cyliecTBUTENbHBIE, OKAaHYMBAIONINECS Ha OYKBY Yy C MPEIIIECTBYIOIICH COTIACHOM,
IpH IPUOABICHUN OKOHYAHUSI -€S MEHSIOT OYKBY -y Ha OYKBY -I:
a city eopoo; cities [ 'sitiz] eopooa.
a baby pebenox; babies [ 'beibiz] oemu.
5. B aHTIIHUICKOM SI3BIKE €CTh PSIIl CYIIECTBUTENBHBIX, KOTOPBIE COXPAHHIIN CTapoe oOpa3oBaHue
MHOECTBEHHOT'O YHCJIa TyTEM U3MECHEHUS TITACHOW KOPHS:
a man [man] uenosex, myscuuna, men [men] moou, mysxrcuunul.

Bonpocsl u 3apanus:
1) Match two parts of the phrases from the text. Use them in the sentences of your own.

1. to be a tricky a) a brainstorming session
2. to launch b) to know if it is successful
3. to target c) business

4. to come up d) people

5. to use communications e) carefully

6. to hold f) anew product or service
7. to keep track of your campaign g) with ideas

8. to plan your PR campaign h) vehicles

2) Read the text about the best PR campaign of 2012. Watch its commercial and say what
the idea was and what objectives the company achieved. Create your own analysis
of the case and explain why you think it was crowned with success.



http://www.youtube.com/watch?feature=player embedded&v=FHtvDAOW34I

3) Omeembme, cmoum Jiu nodttepmtymoe C/1060 8 OUHCHIGEHHOM UNU 60 MHOMNCECMBEHHOM
qucuae:

1. The man is young. 2. Who are the men? What are they? 3. The little child is in the room. 4.
The children are in the garden. 5. Where is the book? Is it on the shelf? 6. The shelves are good.
7. Is the scarf brown or red? 8. The scarves are thick. 9. Who is the woman? She is my sister. 10.
What are the women? They are teachers.

4) Say in English that there are more than one of these objects (people, animals):

Boy, man, woman, foot, child, shelf, scarf, bag, blackboard, box, bus, car, cat, daughter,
engineer, eye, face, family, friend, glass, hero, school, sheep, shirt, street, teacher, town, piano,
worker, year, goose.

5) Change the sentence so that it does not talk about one subject or person, but about
many:

1. Is the man a farmer? 2. Is the black scarf on the chair or in the wardrobe? 3. Is this woman a
doctor? No, she is not. She is an engineer. 4. The blackboard is on the wall. 5. Put the book on
the shelf. 6. The watch is good. 7. The text is English. 8. The sheep is in the field. 9. The woman
is a schoolteacher. 10. What colour is the shirt? It is white.

6) Put the following sentences in the plural:

1. This is my stocking. 2. He has a new suit. 3. This metal is very hard. 4. That ship is a Russian
one. 5. | heard her voice. 6. His dog does not like bread. 7. The plate was on the table. 8. This
town is very large. 9. | was talking to her at the tram stop yesterday. 10. Is that girl your sister?
11. I shall give you my book. 12. This story will be a good one. 13. Is this a good match? 14. The
boy put his book on the desk. 15. She took off her hat. 16. That house is new. 17. The young man
put his hand in his pocket. 18. Is this student coming with us, too? 19. The woman didn’t say
anything. 20. Does she speak English?

7)Form the plural form of the following nouns and read them aloud in the plural:
a baby, a lady, a bag, a tie, a test, a bed, a city, a day, a man, a page, a match, an army, a cage, a

party.

IpakTuyeckoe 3ansitue Ne 52.
Ipaxmuxa pewu: Public Relations Evolution.
I'pammamuxa: Kparkue oTBeThI Ha 0011IHe BOMPOCHI.
He.m,: (DOpMI/IpOBaHI/IC KOMMYHUKATHBHBIX KOMIICT eHI.[PIﬁ, OBJIaACHUC JIEKCUKOU U T paMMaTPIKofI
B pesyibTare 0cBOeHHE TEMBI CTYACHT A0JIKEH
3HATh: 0a30BEIE HOPMBI y1'IOTp66JIeHI/ISI JICKCHUKH, q)OHCTI/IKI/I " I'paMMaTHUKN
YMETbL: 4YuTaTh, MNCPEBOAUTL M IICPECKA3bIBATh TEKCTbI Ha MWHOCTPAHHOM A3BIKEC C
HUCIIOJIB30BAHHUEM cnpaBquoﬁ u yqe6H0171 JIUTCPATYPBI; OCYHICCTBJIATH KOMMYHHUKAIIUIO Ha
HHOCTPaHHOM A3BIKC
AKTYaJIbHOCTD Te€MbI: 00YCIOBIIEHAa HEOOXOANMOCTHIO OoBaaeHus Y K-4.

TeopeTuyeckasi 4acTh:

The profession of public relations owes its existence to three men who played key roles in
developing the techniques known and used to this day. These are Ivy Lee, Edward L.
Bernays, and Carl Byoir. The term Public Relations was coined by Edward Bernays when he
found that the term propaganda had acquired negative connotations from having been used
by the Germans during the war.

Ivy Lee is one of the most influential pioneers of public relations. He issued what was
believed to be the first news release while he was working for the Pennsylvania Railroad


http://www.youtube.com/watch?feature=player_embedded&v=FHtvDA0W34I

when he persuaded the company to disclose information voluntarily to the press before they
found out from another source that the company had had an accident with one of their
trains. Lee was also the first to assert that practitioners have a responsibility that comprises
more than just their obligations to their clients.

Public Relations History / Early Techniques

Edward L. Bernays is the self appointed father of modern public relations. There are
techniques being used today that are standardized methods that Bernays invented during his
heyday. He is credited with the campaign to get women to smoke by linking smoking to
women’s emancipation. He organized a parade where debutantes held up cigarettes as
symbols of freedom because he likened the cigarettes to the torch of liberty.

Bernays was a nephew of Sigmund Freud and so must have been somewhat familiar
with the concepts of manipulation through psychological influence. The American tradition
of bacon and eggs for breakfast also came to be because Bernays used testimonies from
doctors and other medical professionals that proved that a hearty breakfast was a healthy
breakfast.

Public Relations History / World War |

Carl Byoir started as a reporter for the Des Moines Register when he was 14. When he was
17 he became the editor of the Waterloo Times-Tribune. Byoir became a member of the
Committee on Public Information in 1917. This committee was in charge of publicly organizing
the objective of the United States for World War 1.

During Byoir’s stint in the Committee on Public Information he executed many techniques
that influenced public opinion. He was also credited with the campaign directed at non-
English speaking Americans eligible for the draft. This campaign was effective enough that it
added over 70,000 men to the American war effort.

Public Relations History / Public Relations Today

Public relations today is a multimillion dollar business. What started as plain publicity has
now evolved to incorporate a multitude of uses. Although most of the developments in public
relations came about because of political movements it is now used for a wide range of
purposes from interpreting public opinion and their effect on an organization to finding ways
for a business to achieve their goals.

Useful vocabulary:

- to owe smb’s existence

to be coined by

to acquire negative connotations

to assert

in the heyday of — in the time of most power, popularity, vigour, etc.

to stint (in) - to be frugal or miserly towards (someone) with (something); an
allotted or fixed amount of work

- eligible - desirable , acceptable , suitable

- to evolve

KpaTtkue oTBeThI Ha 001111€ BONPOCHI.

Ha oOmme Bompochl 1aeTcs KpaTKUi YTBEpAMTEIbHBIN WM OTpULATEIbHBIA OTBET,
KOTOpBIfI IMPONU3HOCUTCA C HUCXOJAIIHUM TOHOM.
1. Kpatkuit yrBepauTenbHbIil oTBeT. KpaTkuii yrBepAUTEeNbHBIA OTBET COCTOUT U3 ciioBa YES 0a,
moaIC)Kalero, BBIPAXKCHHOI'0O COOTBCTCTBYIOIIUM JIMYHBIM MCCTOMMCHHEM B HMCHUTCIIBHOM
najexe, u riarosa to be (nim BcromMoraTenbHOTO Tiiaroja) B COOTBETCTBYIOMIEH (opme.

CroBo YeS Ha MIChME BCET/Ia OTACISIETCS 3aMATOMN, a B peUr — OOBIYHO May30M.
Is this a pen? Pyuxka mu at0? Yes, it is. [a.



2. Kpatkwuii orpunarensuelii oTBeT. KpaTkuii oTpuniaTenbHblii 0OTBET cocTOUT U3 cioBa NO Hem,
MOJJIEXKAIIET0, BBIPAXKEHHOTO COOTBETCTBYIOIIMM JIMYHBIM MECTOMMEHHEM B HMEHHMTEIIBHOM
nanexe, riaarojia to be B coorBercTByroniei popme u oTpunaTenbHONM YacTUIB NOL.

Is this a pen? Pyuka i 310? NO, it is not. Her.

B pasroBopHOW peun ymnoTpeOnseTcs COKpallleHHas oOTpuuaTeibHas ¢opma isn’t.
PasroBopHbie cokpaiieHHbIe (HOPMBI CIIY’)KEOHBIX CIOB OOpa3yloTCs B pe3ysibTaTe BbINMAJCHUS
IJIACHBIX, @ MHOI' /1A U COIVIACHBIX 3BYKOB M3 COCTaBa cioBa. Ha nmucbMe 3TO BbINAIEHUE IT1aCHBIX
U COTJIacHBIX 0003Havaercs armoctpodom (7).

Bonpoce! n 3axanns:
1) Fill in the blanks with the vocabulary above.

1) G. Rinaldi to Winston Churchill.

2) But society , and problems in tandem with it.
3) to enroll on this level should be notified by e-mail or post.
4) He does not his praise.

5) Increasingly this term a negative connotation, implying
excessive demand or pressure.

6) She that she was innocent.

7) She also the term debug was when she found the cause of an

error that was actually a moth stuck in the machine.

2) Find the synonyms for the words.

1. To owe a) Allege, aver

2. To coin b) be bound, be contracted

3. To acquire c) Develop, advance, progress
4. To assert d) Access, achieve, attain to,
5. To stint e) Devise, forge

6. To evolve f) Scant, be jealous, be stingy

3) Create your own sentences with the verbs.

4) Put a general question to the proposal and give short affirmative and negative answers:
A) O6pasey: The guests are at the restaurant. Are the guests at the restaurant? Yes, they are.
Mary is a good cook. Is she a good cook? Yes, she is.

. The cooks are in the kitchen.

. The waiters are in the dining hall.

. The tables are set for dinner.

. The watermelon is juicy.

. The menu card is on the table.

. He is a good waiter.

. Our dinner was very good.

. Our table is in the corner.

CONO OIS~ WN P

5) Put the following sentences in negative and interrogative form. Give short answers to
general questions:

1. Those men are doctors. 2. Kate is a teacher. 3. The students are in that room. 4.My friend is a
student. 5. These books are good.

IIpakTnueckoe 3anaTue Ne 53.
Ipaxmuxa peuu: Nine Essential Skills for Any Public Relations Professional.
I pammamuxa: Heananbie (popMBI 171aroJia.
Heanb: ®opMupoBaHNE KOMMYHUKATUBHBIX KOMIIETEHIINHI, OBJIaJICHUE JIEKCUKOW U TPaMMAaTUKOM
B pe3ysbTare 0cBOeHHE TeMbI CTYACHT J0JIKEH



3HaTh: 0a30BbIe HOPMBI YIOTPEOICHUS JIEKCUKU, (POHETUKH U TPAMMAaTHKU

yMeThb: 4YHTaTh, TIEPEBOJUTh U TIE€pPECKa3blBaTh TEKCThHI HA HWHOCTPAHHOM SI3bIKE C
UCIIOJIb30BAaHUEM CIPABOYHOW W Yy4YeOHOW JHMTEpaTypbhl; OCYHIECTBIATh KOMMYHHUKAIMIO Ha
WHOCTPAHHOM SI3bIKE

AKTYaJIbHOCTDh Te€MbI: 00YCIIOBIIEHAa HEOOXOAMMOCTHIO oByaeHus Y K-4.

TeopeaneCRaﬂ YacThb.

Nine Essential Skills for Any Public Relations Professional

If staying current in today's PR world is important to you, adopt the famous aphorism
often attributed to Mahatma Gandhi: "Learn as if you were to live forever." This article
highlights skills that remain essential—and some new skills we're all going to need for
future PR success.

Remember, professional growth is an investment you never stop making if you want to
remain valuable in business.

Polish your writing and editing

The fundamental skill of our craft remains writing—news or feature, online or print. If you
can't string words together interestingly to tell a story, you're going to be working with a serious
handicap. The most frequent error is writing in academic- or corporate-speak.

Use plain language. Eliminate the use of passive voice, infinitives, or past tense.
Active voice and present tense are ideal. Varying sentence structure will get you points as well.
Whether you're writing for online (digital media) or print, terse but informative writing without
buzzwords wins the day. Reading a lot, including good literature, will definitely help your
writing. The more you write, the better you'll become at it.

Keep in mind that most people don't read today; they scan everything,
especially emails. Studies show we tend to read in an "F" pattern—top left to right,
left to right, little bit of left, and on to the next document. So today you have precious
few words to get attention, make your point, build interest, and generate action. Make
it personal, make it interesting, and make it quick.

Become clearly strategic

Too often, PR campaigns take off without a flight plan. Sometimes, Marketing, or whoever
is calling the shots, needs help defining and agreeing on direction. Get comfortable
understanding and knowing the difference between objectives, strategies, and tactics. Many
people don't. Better yet, become knowledgeable about the entire campaign-planning process.
That includes branding or product differentiation, including competitive analysis and
positioning.

Create relevant strategic messaging that connects with audiences and communities.
Learn how to dramatize a position or message. Become very clear about how tactics
must be connected to strategy. Discover the use of visual messaging and creative strategy.
By growing in those important areas, you'll offer far more value than merely executing
programs.

Vary tactical PR tools, formats, and styles

Expand your bag of tactical tricks to suit today's wide range of communications
challenges. Repeating approaches rarely works, and it also gets boring. Get comfortable
creating electronic and social media releases. Understand the differences between mainstream
vs. citizen journalism. The blogosphere awaits. Become more knowledgeable in content
creation and publishing.

Think like (and outthink) the media

The reason so many former journalists are in PR is that they understand the
media—how journalists work, what journalists want and don't want, and what makes news. You
can be equally effective by taking an outside-in perspective on storytelling and by nurturing your
audience empathy. Make sure your subject is news—news to the world, not just to your boss or
the CEO. Being on top of trends, issues, and what's next for your company's or client's business



will put you in a far better position for thinking like a media person. Guess what? In today's
self-publishing, contentdevelopment world, you are part of the media!

Remain focused

Remaining focused is vital, considering today's media possibilities. Chasing every
potential tactical opportunity that comes along or that someone suggests will certainly keep you
busy, but it likely won't help create campaign success. Keep your eye on your objectives.
Weigh what you're doing by how it can affect the desired outcome. Take a hunting or
fishing perspective: Prepare, and go after big game, not just rabbits.

Dive into video

Video communications has changed radically and is now applicable to nearly any
program. Learn how it can be cost-effectively included in the media mix. Understanding
how online video can be effectively applied (or not), along with learning about telling
stories with pictures as well as words, is a huge professional advantage. Set yourself apart by
becoming conversant, if not immediately skilled, in
video production.

Video is the key new online medium and leads the way to mobile and
geoproximity marketing. You don't need to be a scriptwriter, videographer, or trained
editor to create opportunities for applying video to a PR campaign. Professional help is
available, however, and you will not need a $20,000 budget to get started. Moreover,
working with visual communications specialists will help broaden you professionally.

Get comfortable managing change

Changing market focus and remaining competitively agile have never been more
important. Keeping up with rapid technology changes and new communications channels and
techniques is becoming a full-time job. PR pros must understand their target audiences,
including media-consumption habits and media preferences. The customer is more in
control than ever. You must be where they are. Broad knowledge, versatility, and
flexibility must all be a large part of your personal-skills
arsenal.

Study your subject

Understanding human behavior and communication theory and practices will make you
far better at strategic planning as well as tactics. We, after all, are attempting to influence
humans. You can learn a ton about that. Channel noise and a seemingly ever-shorter audience
attention span are only two current challenges you can learn to deal with effectively.

Work on your personal demeanor

How you present yourself has always been—and still is—essential. The ways you interact
with others and your skills in selling yourself and your ideas will determine how your
career progresses. You must have effective communication skills, certainly, but you must
also develop interpersonal skills that enable you to interact effectively with a range of
people, including management, peers, suppliers, channel partners, shareholders, the media,
customers, and any others who have a stake in your company's or client's success.

Among those skills are collaboration and leadership capabilities that help gain consensus,
integrating and directing efforts toward common goals. Add the need for crossing time zones
and executing worldwide, any time of day, via a variety of media.

Useful vocabulary:

- professional growth

- craft

- to string words together interestingly to tell a story
- to work with a serious handicap

- plain language

- terse but informative writing without buzzwords

- to build interest

- to generate action



- PR campaigns take off without a flight plan

- To call the shots - to be the person who makes all the important decisions and
who has the most power in a situation; to make the important decisions

- to become knowledgeable about / to become very clear about

- to dramatize a position or message

- to expand your bag of tactical tricks

- to suit today's wide range of communications challenges

- content creation and publishing

- to nurture your audience empathy

- to keep an eye on smth

- to be cost-effectively included in the media mix

- to remain competitively agile

- to keep up with rapid technology changes and new communications channels
and techniques

to be a large part of your personal-skills arsenal

to progress

to develop interpersonal skills

to enable

to gain consensus

Henunynsbie ¢popMBI 1i1aroJia
1. HpUHUTHUB, IpUYaCcTUE U TEPYHAUN SBJIAIOTCA HEIMYHBIMU (OpMaMu riaroja. ITH (GopMsl
He 0003HAyYalOT HU JIMIA, HU YHCIA, HU POAA, HU AOCOJIOTHOTO (JIOTMYECKOT0) BPEMEHH, T,E.
HPOILEALIEro, HacTosIero u Oyaymiero. Bee atu popmbl UMEIOT 0011KE € IT1aroJioM CBOMCTBA.
1) OHu MoryT UMETH Npu ce0e NpSIMOe T0NOJTHEHUE:

| want to read a book. 51 X094y MOYUTaTh KAKYIO-HUOYIb KHHTY.
2) OHU MOTYT ONpeAensAThCs 00CTOSITETLCTBOM (B TOM YHUCIIE BBIPAXKEHHBIM HAPEUUEM):
He began to read loudly. OH HaYaJ rpOMKO YUTATh.

BOI[pOCI)I U 3aJaHUA:
1)Learn the defenitions of PR terms, used in the text. Explain how you can use them in
your own practice. Why is it important to be knowledgeable about these terms?

Branding - is the art of aligning what you want people to think about your company with what
people actually do think about your company. And vice-versa.Product differentiation - a
marketing process that showcases the differences between products. Differentiation looks
to make a product more attractive by contrasting its unique qualities with other
competing products. Successful product

differentiation creates a competitive advantage for the seller, as customers view these products as
unique or superior.

Competitive analysis - identifying your competitors and evaluating their strategies to determine
their strengths and weaknesses relative to those of your own product or service

Positioning - A marketing strategy that aims to make a brand occupy a distinct position,
relative to competing brands, in the mind of the customer. Companies apply this strategy either
by emphasizing the distinguishing features of their brand (what it is, what it does and how, etc.)
or they may try to create a suitable image (inexpensive or premium, utilitarian or luxurious,
entry-level or high-end, etc.) through advertising. Once a brand is positioned, it is very
difficult to reposition it without destroying its credibility. Also called product positioning?2.
Bribepure Hy)kHOE CJIOBO M3 JaHHBIX B CKOOKaxX U MOCTaBbTE €ro B HEOOXOAMMOH popme:

2) Match the verbs with their definitions.



1. to enable a) learn about or be aware of (current events or developments)
2. to progress b) befit , serve , please

3. to gain ¢) advance , proceed

4. to keep up with d) authorize , sanction , empower

5. to suit e) foster , cherish

6. to remain f) get, earn, profit

7. to nurture g) enlarge , dilate , swell

8. to expand h) stay, reside

9. to dramatize 1) beget, give birth, bring about , give rise to , produce

10. to generate J) mature , evolve
11. to develop k) exaggerate the seriousness or importance of (an incident or
situation)

3) Create 10 questions on the basis of the text and use the vocabulary to answer them.
Practice with the partner.

4) Tell me which members of the sentence are the infinitive, gerund and participle in these
sentences:

1. Working with him was a pleasure. 2. It is necessary to solve this problem. 3. It is no use crying
over spilt milk. 4. She began crying. 5. He must have gone away. 6. The only way out is to tell
him the truth. 7.1 like to read English books. 8. He did not want to be seen. 9. She insisted on
speaking English. 10. He avoided talking about it. 11. There are a lot of books to choose from.
12. There is no reason for quarrelling. 13. He came here to take the photo. 14. He left without
saying a word. 15. On seeing the child’s drawing he smiled. 16. The train leaving from platform
six goes to London. 17. The match planned for tomorrow must be put off. 18. Having worked all
day she was tired. 19. Feeling tired he decided to have a rest. 20. Walking along the street he
noticed his friend.

5)Tell me if the underlined form is an infinitive, participle or gerund:

1. T don’t want to ask him. 2. | am glad to have asked you. You’ve helped me a lot. 3. It is
strange of you to be asking me for advice now. I need advice badly myself. 4. I don’t call it
pleasant to be asked such questions. 5. Asking this question, she blushed. 6. Having asked this
question he felt relief. 7. T don’t mind asking him about it. 8. | certainly disapprove of your

having asked him.

Cnucox JUTEepaTyphbl, peKOMeHI[yeMbIﬁ K UCITOJIB30BAHMIO 110 JAHHBIM T€MaM:

OcHoBHas iMTEpaTypa:

1. Kurynona, XK. I'. AHrIMiicKuii S3bIK 151 00y4aromuxcs o HanpaBieHuio «Pekinama u cBsizu
¢ obmecTBeHHOCTHION : yueOHoe mocodwue / XK. I'. XKurynosa, 1O. E. Kocrepuna, E. B. [llnno. —
Owmck : OMcKu#t rocyaapCTBEHHBIN TexHUYecKuit yHuBepcuret, 2019. — 88 ¢. — ISBN 978-5-
8149-2786-6. — Texkcr : snexTponHslii // Lludposoii o6pazoBatensHbii pecypc IPR SMART :
[caiiT]. — URL: https://www.iprbookshop.ru/115404.html (mara obpamenus: 22.03.2023). —
PexxuM moctyna: 1uist aBTOPU3UP. TOIh30BaTENIEH

2. 3yokos, A. JI. English for Public Relations and Marketing = Arrnwmiickuii B cepe cBsizeid ¢
OOIIIEeCTBEHHOCThI0 M MapKETHUHTA: MPAKTUKYM : ydeOHoe mocobue / A. J[. 3yOkoB ; mon
penakuueit E. FO. Boibopnosoii. — Hosocubupck : CI'VIIC, 2021. — 72 ¢. — ISBN 978-5-
00148-241-3. — TekcrT : aneKTpoHHBbIH // JIaHb : 3neKTpoHHO-OMOnmuoreynas cucrema. — URL:
https://e.lanbook.com/book/270851 (mata oOpamenus: 22.03.2023). — Pexum poctyma: ais

aBTOPU3. IIOJI30BATEIICH.
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1. AHIIMIACKHN SI3BIK JJIsI CIICITUAIMCTOB B C()epe MACCOBBIX KOMMYHHKAIUH : yueOHOE
nocobue / cocraButens JI. M. Konecuuk [u np.]. — Hmwxkneaprosek : HBI'Y, 2020. — 121 ¢. —
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COJIEPXKAHUME
BBenenue

1. O61as xapakTepuCcTHKa CaMOCTOATEIHHONU PabOThl 00yUYaoLIerocs

2. Meronndeckne peKOMEHIAINH K CAMOCTOSATEIBbHOM padboTe

3. Meroanueckue peKOMEHAALMH 10 U3YyYEHUIO TEOPETHUYECKOr0 MaTepraa

4. Meronuyeckue yKazaHUs 1O BHAaM paboOT, MPEAYCMOTPEHHBIX pabouell mporpaMMmoit
JUCLHUTIIUHBI

OueHOYHBIE CpeICTBA ISl IPOBEPKH YPOBHSI CHOPMHUPOBAHHOCTH KOMITETCHIIUH
Cnucok peKOMEHIyeMOil JINTepaTypbl



BBEJIEHUE

OCHOBHOW IIENTBI0  CAMOCTOSITENIBHOW  Pa0OThI  CTYACHTOB SBISICTCS IOBBIIICHUE
HCXOJIHOTO YPOBHSI BJIQZICHU MHOCTPAHHBIM S3BIKOM, JJOCTUTHYTOIO Ha MpPEIbIIyLIed CTylneH!
o0pa3oBaHus, ¥  OBIQJACHUE CTYICHTAMH HEOOXOAMMBIMHU  JIOCTATOYHBIM  yYpPOBHEM
KOMMYHHKAaTUBHON KOMIIETEHIIMU JUIs PELICHUs 3a7ady MEXJIMYHOCTHOTO M MEXKKYJIbTYpPHOI'O
B3auMOJIeHCTBUA. V3ydeHne MHOCTPAHHOTO SA3bIKa B PEKJIaME U CBS3SAX C OOIIECTBEHHOCTHIO
IPU3BAHO TAKXKE 00ECIEUNTh!
® [TOBBILICHNUE YPOBHS y4eOHOM aBTOHOMHHU U CITIOCOOHOCTH K CaMO00Pa30BaHHIo;
® pa3BUTHE KOTHUTUBHBIX U MCCIIEI0BATEIbCKUX YMEHUIA;

e pa3BuUTHE UH(OPMALIMOHHOMN KYJIbTYPHI;
® pacIIMpeHue Kpyro3opa 1 MOBbIIICHHE 00IIeH KyIbTYPhI CTYIEHTOB.

CamocrosiTenbHast paboTa CTYJCHTOB 3aHMMAeT BaKHOE MECTO B YueOHOW Hay4dHO-
UCCIIEI0BATEIbCKON JIETENILHOCTH CTYACHTOB. be3 camocTodTenbHOM paboThl HEBO3MOXKHO HE
TOJIBKO OBJaJIeHUuE 000N BY30BCKOM AMCUMIUIMHOW, HO M (POPMHUPOBAHUE CIELUANINCTA KaK
npodeccuoHana. B mmMpokoM cMbicie MOJ CaMOCTOATENBHOW paboTON cieayeT MOHMMAaTh
COBOKYITHOCTb BCEH CaMOCTOSITEIIbHOM JIeATEIbHOCTH CTYIEHTOB, KaK B y4eOHOW ayJUTOpUH, TaK
U B HEe, B KOHTAKTE C MPENoAaBaTeNIeM U B €0 OTCYTCTBHE.

YcuneHne posid CaMOCTOSITETbHONH pabOThl CTYIACHTOB O3HA4aeT MPHHIUIHAIBHBIN
IEpecMOTp OpraHu3aluKi y4yeOHO-BOCIMTATEILHOIO Ipoliecca B By3€, KOTOPBIM JIOJIKEH
CTPOMTBHCS TaK, YTOOBI Pa3BUBATh yMEHHE YUYHTHCS, (DOPMHUPOBATH y CTYAEHTa CIIOCOOHOCTH K
CaMOpPa3BUTHIO, TBOPYECKOMY IPUMEHEHUIO MOJYYEHHBIX 3HAHMM, crocobaMm ajanTanuu K
npo¢eCCHOHATILHOM IeSTETFHOCTH B COBPEMEHHOM MUPE.



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 U CaMOCTOSITEIHHO
paboTath ¢ yueOHBIM MaTepHaioM M Hay4dHOM uH(popMaiuel, oBiaaaeTh (QyHIaMeHTaTIbHBIMU
3HAaHWSIMH, YMCHUSMH W HaBbIKaMH B cdepax axKaJIeMHuecKoi, mpodeccCHOHATbHOU U
COLIMATIbHO-TYMAaHUTApPHON  JESTENbHOCTH, C(HOPMUPOBATh OCHOBBI CaMOOpPraHW3aluu U
CaMOBOCITUTaHUS C TE€M, YTOOBI MPUBUTH YMEHUE B JATBHEHUINIEM HETPEPHIBHO MOBBIMIATH CBOIO
po(eCCHOHAIBHYIO KB (DHUKAITHIO.

3amauamu CPC sBisitoTes:

— cHUCTeMaTH3allds U 3aKperyieHHE MOJNYyYEHHBIX TEOPETHUECKUX 3HAHUN U MPaKTHYECKUX

YMEHUU;

— yrayOJieHre U pacliupeHne TEOPETHUECKUX 3HAHUM;

— (hopmupoBaHUE YMEHUI HCIIOIB30BATh YICOHO-CIIPABOYHYIO JIUTEPATYPY;

— Dpa3BUTHE [IO3HABATENIbHBIX CIOCOOHOCTEl W AaKTUBHOCTU CTYACHTOB: TBOPYECKOU

WHUIMATHBBI, CAMOCTOSITEIIbHOCTH, OTBETCTBEHHOCTH U OPTraHN30BaHHOCTH;

—(opMHUpOBaHUE  CaMOCTOATEIBHOCTH  MBIIUICHUS, CIIOCOOHOCTEH K  CamMOpa3BUTHIO,

CaMOCOBEPILIEHCTBOBAHUIO U CAMOPEATIU3aLINN;

— pa3BUTHE UCCIIEOBATEIbCKUX YMEHUII;

— WCIOJIh30BAaHUE MaTepuana, COOPAaHHOTO U IMOJYYCHHOTO B XOJI€ CAMOCTOSATEIBHBIX 3aHATUN

Ha MPAKTUYECKUX 3aHATHIX, A5 3 (EKTUBHON MOATOTOBKH K 3a4eTaM U IK3aMEHaM.
OCHOBHBIMHU BUJAMH CAMOCTOSTEIHHONU PaOOTHI CTYJICHTOB SIBJISIOTCS:

— camocmosimenbHoe uzydenue 1umepamypbol,

[{enb: caMOCTOSATENBHO ACTATHLHO U3YYHTh TEMBI, TPEIICTABICHHBIC B pa0oUeii mporpamMmme.

3amaun: MpUOOpeTeHrnEe HaBbIKA PAOOTHI ¢ UCTOYHUKAMHU M JHUTEPATypOd; yMEHHUsS T'PaMOTHO

COCTaBJISITH KOHCIIEKTHI M TIOJIb30BATHCSI MU, BBISBIISITh PA3IMYHBIC TOYKU 3PEHUS HA MTPOOIeMY

U CTETICHb e pa3padO0TaHHOCTHU B JIUTEPATYpeE.

— n002omo6Kka K npakmuueckum 3ausmusm  (BBIIOJHEHUE JIOMAIHUX 3aJaHud) H K

co0eceT0BaHuIO 110 WHINBUYyaTbHBIM 33JIaHUSM;

Lenb: yrnybneHnue 3HaHUS y4eOHOTO MaTepuana.

3amaun: OCBOWTH OTJEIbHBIC BOMPOCH B paMKax H3y4aeMOW JWCIHILIUHBI, TPAMOTHOCTH,

MOCIIEIOBATENbHOCTh U PAIMOHATLHOCTh HW3JIOKEHUS TIOATOTOBIEHHOTO MarepHaia BO BpeMs

TIPAKTUIECKOTO 3aHSTHSI.

-cocmaeienue 210ccapus no meKcmy.

[{enb: cocTaBUTH 0a3y HOBBIX JIEKCHYCCKUX CTUHHII.

3agaun:

* CaMOCTOSTEIbHAS ITOATAITHAS OTPA0OTKA YICOHBIX DJIEMEHTOB;

* pa3BHUTHE MPAKTUYECKUX YMEHUI;

* (opmupoBaHWEe YMEHWH HCIIONB30BaTh WHGOPMAIMOHHBIC HWCTOYHHKHU: CIPABOYHYIO U

CHEIHANIBHYIO JINTEPATYPY.

[Tpuctynas Kk caMoOCTOSITEIbHOMY H3YYEHHI0 JHMTEPATypbl MO Yy4eOHON NUCHUTUIMHE
«MHOCTpaHHBIN S3bIK», HEOOXOAMMO: O3HAKOMHUTHCS C pabouell mporpaMmoii; B3SITh B
OnbnMoTeke pPEeKOMEHJOBAaHHbIE YYEOHMKHM W YyueOHbIe MOCOOHWS; TMONYYHTh Yy BEAYIIETO
mperojaBaresis B 3JCKTPOHHOM BHUJAEC METOJMUYECKAE PEKOMEHJAIMU K MPAKTHYSCKUM U
CaMOCTOSITENIbHBIM Pa0oTaM; 3aBECTH HOBYIO TETPadb AJII KOHCIIEKTUPOBAHHS TEOPETHUECKOTO
MaTepHuasa v BHITTOJTHEHUS TPAKTUYECKUX 3aJaHUN.

Jis u3ydeHws NUCHUIUIMHBI TIpeJUIaraetcss CIHCOK OCHOBHOM W JIOTIOTHHUTEIHHOU
muteparypel. OCHOBHas JHTeparypa MpeaHa3HaueHa sl 00s3aTeTbHOTO  H3YYCHHS,



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

B xone mnmoaroroBkM K NPaKTHYeCKMM 3aHATHAM CTYICHT O053aH OCYLIECTBIISTH
KOHCIIEKTUpOBaHWE Yy4yeOHOro Marepuaia, oco0oe BHHMMaHHe, oOOpamjass Ha TEOpHIo,
(OpMyYITHPOBKH, PACKPBIBAIOLINE COACPKAHUE TEX WIM HHBIX T'PAMMATHYECKUX U S3BIKOBBIX
noHsATHH. B pabounx KOHCIEKTax >KelaTeIbHO OCTaBISAThH MOJS, Ha KOTOPBIX CIEAYeT JejaTh
MIOMETKH, JIOTIOJIHATH MaTepual, (OpMyIMPOBATH BBIBOBI U MPAKTUYECKHE PEKOMEHIAINH.

CamocTtosTenbHas paboTa CTYACHTOB HaJ MaTepHaloM Y4eOHOW MUCHUIUIMHBI SIBJISETCS
HEOTHhEMJIEMOIl YacThi0 y4yeOHOro Imporecca M JODKHA TPEAIoiaraTh yriayOsieHue 3HaHUS
yueOHOro Marepuaja, M3J1araéMoro Ha AayAUTOPHBIX 3aHATHAX, M  [pUOOpEeTeHHe
JIOTIOJTHUTEIIBHBIX 3HAHUM 110 OTJEJIbHBIM BOIIPOCAM CaMOCTOSITENBHO.

KoHcneKkT TeMbl — NMCbMEHHBIN TEKCT, B KOTOPOM KpPAaTKO U IMOCJIEI0BATEIbHO H3JI0KEHO
coJiepKaHue OCHOBHOTO MCTOYHMKa MH(popMauu. KoOHCHEKTHpOBaTh — 3HAYUT MPUBOJIUTH K
HEKOEMY TMOpSAKY CBEIEHMs, IOYEpIHYTble M3 OpuruHana. B oOcHOBe mpouecca JExKUT
CUCTEMAaTU3aLUs
MPOYMUTAHHOTO WJIM YCIBIIIAHHOTO. 3allMCU MOTYT JI€JaThCid KaK B BUJE TOYHBIX BBIICPKEK,
IIUTAT, TaK U B popMe CBOOOTHON TIOJauM CMBICTIA.

NupuBuayanbHble 3aJaHUsl MPU3BAHBI PACHIMPUTH KPYro3op CTYIEHTOB, YIIyOUTh HUX
3HAHMS U Pa3BUTh YMEHUS UCCIIEOBATEIbCKOM 1€ATENbHOCTH, IPOSIBUTH 3JIEMEHTHI TBOPUYECTBA.

CobleceqoBanme — CpeICTBO KOHTPOJIS, OpPraHM30BaHHOE Kak clenuaibHas Oecena
MPENOJABaTeNsl €O CTYJEHTOM Ha TEMBbI, CBS3aHHBIE C HW3y4aeMOM JUCLHUIUIMHON, U
paccuMTaHHOE Ha BBIICHEHHE O00beMa 3HAHMU O0ydYarollerocs IO OIpeNeleHHOMY pasJelny,
Teme, mpobaeme u T.11.

I';moccapuii - cnoBapb, KOTOPBIM MMOMOTaeT OCBAMBATh HOBBIE JIEKCUYECKHE E€IUHMIIBI 10
teme. B rioccapuii HeoOXOAMMO 00aBIATH CIEIHATBHYI0 TEPMUHOJIOTHIO, aO0OpeBHATypHl U
COKpalleHus, (ppa3zeoqornueckue eJUHULBI U TIp.

Kaxxnpriit BUs1 caMoCcTOATENbHON paboThl UMEET OIpeesieHHbIe (HOPMBI OTYETHOCTH.

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

Kon DopMyIHpOBKA:

YK-4 CMOCOOHOCTh K OCYIIECTBJICHUIO JIEJIOBOM KOMMYHUKAIlUM B YCTHOW M
MUCbMEHHOW ¢opMax Ha TroCyAapCcTBEHHOM s3bike Poccuiickoit
Ddenepanyy 1 MHOCTPAHHOM(BIX) sI3bIKE(ax)

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

Omnpenesnrech ¢ BapUMAHTOM AHIJIMHCKOro. BapuaHTOB aHIIIMHCKOrO MPOU3HOLIEHUS
CYIIECTBYET MHOT'O: KaHAJICKUM, aBCTPAIMICKHI, CpeTHEATIIAaHTUYECKUH U T. . OJTHAKO caMbIMU
MOMYJISIPHBIMH SIBJISIFOTCSI OPUTAHCKUN M aMepuKaHCKHUU aHrnmiickuil. [IpousHoieHne B 3TUX
JIBYX Pa3HOBUJHOCTSAX OJHOTO SI3bIKA OTJIMYAETCS TOBOJIBHO CUJIBHO.

[Ipoananusupyiite cBoI pedb. Bribepure Kakoi-HUOYAb ayano- WU 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
HOCHUTEJIS, ONPENECINTE, KaKue 3BYKH Bbl MPOU3HOCUTE HEBEPHO. BOT Ham 3TUMU caMbIMH
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
opay3ep Google Chrome. IIpocTo BKIItoUnTE TapHUTYPY, HAKMUTE KHOMKY ““Start recording” u
MPOU3HECUTE TI000€ CIIOBO WIH MPEUIOKEHHE. B HUKHEM OKOIIKE MporpaMma MOKaXeT BaM,
HACKOJIKO TOYHO BbI MPOU3HECTU 3BYKH B MPOLEHTHOM COOTHONIIEHUHU. ECIM 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
IOCTaBUTh TAJIOUKYy Bo3ye cioBa Recording, mporpamMma 3amuineT Bally pedb, Bl MOXKETE
MPOCITYIIAaTh, KAK 3By4YHUTE CO CTOPOHBI.

[TpaBriIbHOE aHTTIUIICKOE MPOU3HOILIEHUE — 3TO KapTUHKA-M1a3Jl, cocTosALIast U3 4 BaXHBIX
9JIEMEHTOB: MPAaBWIBHON apTUKYISILUM, YAApEHUS, MHTOHAIMM M CBSI3HOCTU peuyu. 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 NpaBHJIbHYI0 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,
MOSTOMY, YTOOBI AHIIMUCKUNA HE 3Bydal MO-PYCCKH, HEOOXOAMMO MPHUYYUTH CEOSl MPaBHIBHO
pacrosaraTh SI3bIK U TYOBI IPY TPOU3HECEHUH 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-CIOBAPIO M MOCIYIIaiTe, HAa KaKOW CJIoT
HY)KHO JIeNlaTh yJapeHue B TOM WJIM MUHOM CIIOBe. AMepHKaHell Uil OpUTaHell MOTYT IMPOCTUTh
BaM HE COBCEM BEpPHOE IPOW3HOIIEHHE coyeTaHus /th/ mmm pycckoe /p/, HO HeNpaBHIBLHOE
ylapeHue MOXKeT CTaTh NPUYNHON HEITOHUMaHUSI.

- PaGorarh Hax uHTOHANMel. [IpaBuibHas MHTOHALMS U JIOTUYECKOE YJapeHHE — €Ie OJIUH
KIIIOY K TOMY, KaK yJIy4lIUTh NMPOU3HOILICHUE HAa AHTIUHCKOM SI3bIKE. YUYUTECh MHTOHAIMH Y
HOCUTEJEH sA3bIKA: CIylIaiTe ayauo3alMcu M CMOTPUTE BHJAEO pa3IMYHON TEMaTUKH,
NOBTOPSHTE (pa3bl 3a crnukepamu. MHOCTpaHIBI OTJIMYAIOTCA HKCIPECCUBHOW MaHEpOi
oOLIeHMs, HAM OHA MHOTJA Ka)XXeTCsl HEMHOI'O CTPaHHOW M M3JIMIIHE 3MOLMOHAIbHOU. OJIHAKO
€CJI Bbl XOTUTE TOBOPUTH MO-aHIVIMHCKU 0€3 aKklleHTa, TO MHTOHAIMS — 3TO TO, HaJl 4YeM HYKHO
nopaboTaTh.

- PaGoraTh Hajx CBA3HOCTHIO peuH. B 0ObIYHOI OGecene Mbl HE MPOM3HOCHUM PEyb MO CXEMe
«CJI0BO-TIay3a-CJI0BO-TIay3a». Mbl TOBOPUM CBS3HO, CJIOBA CIIMBAIOTCS B €UHOE MpeaioxkeHue. B
pasroBOpe OKOHYAHHWE MPEABIAYIIEr0 CJIOBA CIMBAETCA C HA4ajJOM IOCIEAYIOUIET0, 3TO
MO3BOJIIET PEUM 3BY4aTh €CTECTBEHHO U IJIaBHO. Tak MbI 3HaeM, 4yTo OyKBa, TOUHee 3BYK /t/ B
KOHIIE CJIOBa B OPUTAHCKOM BapHaHTE aHTJIHUICKOro OOBIYHO HE Mpou3HOocHuTcsa. Hampumep, B
cioBe car (mammHa). OgHAKO €ciIM MOCHe C0Ba, 3aKaHUMBAIOILErocs Ha 3Ty OYKBY, CTOUT
CJIOBO, HAaYMHAIOLIeecs ¢ INIacHOM, To /t/ mpousHocuTcs. Hanpumep, B npeanoxxenun The car is
here (MammHa 31€ech). Jlemaercs 9To Kak pa3 ajisi 0oJiee MIaBHOTO 3ByYaHUs PEUH.

Kak yJy4mmTs NpOM3HOICHHE HA AHTVIHICKOM
PaboraiiTe Haq HaBbIKOM ayaupoBaHusA. UeMm Jydiie Bbl MOHUMAETe AaHTJIMHUCKUN SI3BIK Ha
CIIyX, TeM Jydlle OyAeT Balle MPOU3HOLICHHE. Y MHOTHX JIIOJe BO3HMKAIOT CIOKHOCTH C
MPOM3HOIIEHHEM KaK pa3 H3-3a HEJO0CTaTOYHOM 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 MPEACTABIEHUE O TOM, KaK 3BYUUT
CIIOBO MIM 3BYK. YUTOOBI 00OCHOBaTh 3Ty TOUKY 3pEHMs, IPHUBEAEM IIPOCTOM TNpHUMeEp:
MOCHIyIIaiTe peub TIyxux jrofeii. OHM MPOU3HOCAT CJIOBa TakK, Kak ce0e ITO MPEICTaBIISIOT,
Belb HE MMEIOT (PM3UYECKOM BO3MOYKHOCTH YCIBIIIATh, KaK JOJDKHO 3BydYaTh cJI0BO. VIMEHHO
MO3TOMY HMX pedyb ObIBa€T JIOBOJILHO CJOXHO pa3o0parb. OOs3aTenbHO MOCBSIIANTE
ayaupoBaHuio xots Obl 10-15 MMHYT B JieHb, TOTJa Y Bac HE BO3HMKHET BONPOC, KaK pa3BUTh
AHTJIMHACKOE TPOU3HOIIEHHUE.

YuuTe TPAHCKPUIILMIO AHTJIMICKOIO SI3bIKA.

Yuure cioBa nmpaBWJIbHO. BKiItounTe OHJIANH-CIOBaph W MPOCITYIIANTE HECKOJIBKO pa3, Kak
IPOU3HOCUT €r0 HOCHUTENb SA3bIKa, I OTKPONTE OOBIYHBIN CIIOBAph M MPOUYTHTE (POHETHUECKYIO
TpaHCKpuMuo. TakuM 00pa3oM, BbI Cpa3y e BbIyYUTE BEPHOE MPOU3HOIICHUE CIOBA — 3TO
HaMHOTO TIPOIIe, YeM 3ayYUTh OIIMOOYHBII BAPHAHT, a 3aTEM ME€PEYUYnBaTHCS.



Yuraiite Beayx. UreHne — 3aHATHE, KOTOPOE IOMOXKET BaM COBMECTHUTH IMPUATHOE C
nosie3sHbIM. Bo BpeMsi 4TeHMs BCIyX BBl JE€Aa€T€ CaMO€ BaXHOE — HCIOJIb3yeTe CBOU
TEOPETHYECKUE 3HAHMS O MPOU3HOIICHHHM Ha NpakThke. He Topomutech, crapaiTech 4eTKO U
MIPaBUJIBHO IIPOrOBAapUBaTh KaXk/J0€ CIOBO, a €CIU 3BYK BaM TPYJIHO HAETCs, IOBTOPUTE €ro
HECKOJIBKO pa3, MOKa He J00beTech Oojiee-MeHee MPUIMYHOTO 3BYYaHUsS. A €CIM BCTPETHIN
HOBOE CJIOBO, CMOTPUTE MPEAbIAYIINN TYHKT.

HUcnoan3yiite ckoporoBopku. [lompoOyiiTe BpIOpaTh HECKOIBKO CKOPOTOBOPOK, B KOTOPBIX
0TpabaThIBAIOTCS TPYJIHBIC JUIsl BaC 3BYKH M YHMTaWTE UX €XKEIHEBHO — 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
MPaBUJIHOE TMOJOXKEHHE OpraHoB peud. [lo TakuMm posiMkamM MOXHO pa3o0parbcs, 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 Jukropa. [lompaxkaiiTe KakIoil Meiouu: 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
UCronb30Bath 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 cloxxkHocTH. [locine mpocMoTpa BaM  mpejioxKar
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 JIEKCHKOH HHOCTPAHHOI'O A3bIKA
3anumaiiTech Ha 00y4alOIIMX calTaX!
http://esl.fis.edu/ B noxpazzaene First words cioBa aist yposHeii Beginner u Elementary pa3ouTsr
1o TeMaTukaM. bonbiias yacTe ynpaxxHeHH NpeAcTaBieHa B BUAe BU3yaslbHOTo cioBaps. [limtoc
B TOM, YTO BaM HE JAIOT NIEPEBOJ] HA PYCCKUM A3BIK, [IOITOMY B ITaMSATH BOZHUKHET acCOLUALIMS:
onpejeNeHHas KapTHMHKA CBSi3aHa CO CJIOBOM Ha aHIVIMHCKOM s3blke. Kpome BH3yaabHBIX
YIpaXHEHW, BBl HaliIETE HE MEHEE MHTEPECHBIE PA3BUBAIOIME 33JaHNUS HA TTIOUCK CHHOHMMOB
U aHTOHHMMOB K CJIOBY, a TaK)Ke€ 3aJaHMsI-BOIIPOCHI, TPOBEPSIIONINE BaIllM 3HAHUS JIEKCUKH TOU
WM 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. [loTOM BaM Ha HEKOTOpOe BpeMsl IOKa3bIBAIOT KAPTUHKY, a BBl IBITAETECHh
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
pa3zfensl ¢ pa3srOBOPHBIMH (ppazaMu, IJe BBl MOXKETE€ YYHUTh HOBBIE CIIOBa 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 [Ipencranser coOoit TeTpaab WU OJIOKHOT IS

3alMCH BaIero OYAYIIeTro CIIOBAPHOTO 3araca

== Weather — lexical notebook. Takyro Terpaab HYKHO
s> cpasy e pa3OouTh 110 TemaMm, Harpumep: padora,
P  Good/Bad weother Cold/Hot weather Dry / Wet weather e1a, 4yBCTBa, 4acTu Tena u T. n. Ha kaxmoe
g e CamENNmNWNN CJIOBO JKEJIATeJIbHO OTBOJIUTH | CTpaHWIy WU
B ot s s X0Ta OBl TOJIOBUHY — B 3aBUCHUMOCTH OT
=» (dbopMara TeTpaau U BEJTUYHUHBI BAIIETO MTOYEPKa.
st—» o beunderthe weather — Hesax+o cebs Hyscmeosams Eciu cioBo HMMeEET HECKOJIBKO 3HA4Y€HHI,
SE®  Weather permitting — npu Snazonpusmro no2de »KeJIaTeILHO HaIMcaTh 3-4 pa3HbIX
i B A e e onpeaeneHusi. TpaHCKPUMIHS — TIO KEJIAHUIO,

ecnmi BaM ynoOHO ee uurtarth. OnpeneneHue
CJIOBA HA aHIVIMHCKOM SI3BIKE — YMECTHO, €CIIU
Balll YpOBEHb 3HAHUS CPEIHUN M BbllIE. Tak Bbl 3a0JHO BBIYYHTE €II€ HECKOJIbKO IOJIE3HBIX
cinoB u3 ompenenenus. CnoBa, coderaromuecss co cioBoM (collocations). ITocmoTtpure 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 omuberech B codeTaHuu ciaoB. Heckonbko mpuMepoB ynotpedaeHus
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, €CiIM Ball ypoBeHb He Hike Intermediate u BbI coOupaerech
NOMOJHUTh CBOM CJIOBapHBIM 3amac IMOJIE3HBIMU SIPKMMM  BbIpaxkeHUsMH. Ho HyxkHO
NPUIEPKUBATHCS MEpPbI, HE CTOMT BBIMCBHIBATH BCE HAMOMBI, KOTOPHIE CBSI3aHBl C BalllUM
cinoBoM. Jlocratrouno onHoil wiu nByx. Kaptunka — mno xemanuto. HexkoTopeiM mrogasm
MIOMOTAeT TaKOil NMpUeM: NMPH M3YyYEHUU CIIOBAa OHU PUCYIOT KapTUHKY K Hemy. Tak Jekcuka
HAUYMHAET aCCOLMUPOBATHCS C OINPEIEICHHBIM BU3YaIbHBIM 00pa30M U 3alIOMUHAETCS MPOLIE.
Pucyiite mind map (HHTeJIJIeKT-KapTy). Bbl nerko BblyuuTE aHIVIMICKHE CIIOBA OJHOMU
= GEBA G TEMAaTUKH, €CIU HapHUCyeTe€ HHTEJUIEKT-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
AR Bo Bpems 4reHMs 3a0CTpsiTe BHUMaHUE Ha
J e TOM, KaKk IIpd IOMOIUM IIPUCTABOK U

cyhdukcon 06pa3yfoTc;1 HOBBIC CJIOBa U3 YK€ 3HAKOMBIX BaM. OTO TIIOMOXET BaM


http://freerice.com/

«MIOYYBCTBOBATh» S3bIK. [Ipy MOMOIIM 3TOr0 MPOCTOrO NMpHeMa BO BpeMsl UTEHUsS BbI Oyjere
u3y4yaThb CI0BOOOpa3oBaHME, MOMMETE IMPUHIMIBI TOCTPOEHHS HOBBIX CJIOB. Briocnencrsuu 3to
IPUTOJHUTCS BaM: BCTPETHB HE3HAKOMOE CJIOBO, Bbl CMOXKETE JIOTaJaThCsl O €ro 3Ha4eHUU 0e3
CJIOBapsi, UCXOS U3 KOHTEKCTa U CBOETO OIIBITA.

Hajizute ¢pa3oBble riaaroiabl. V3ydenune (pa3oBbIX TIJarojioB B OTPHIBE OT KOHTEKCTa
OecrioNe3Ho: 3TH CJIOBa HE IMEpeBOJATCA 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 3aIIyTAaeTECh C €€ YIIOTPEOICHUEM.
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 320/1HO BBIMHMCHIBATD U aHTOHUMBI, HEKOTOPBIM JIFOJISIM
y100HO YYWUTh Cpa3y Takue rpynnbl cioB. HaliTM 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
pAaCLIUPUTH CIOBAPHBIN 3a11ac aHTJIMMCKOrO 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 HEKOTOpbIMM u3MeHeHusmH. Ilycts
MOJIOKHUTEIIBHBIN TepOil CTAaHET OTPULIATEIFHBIM M HA00OPOT.

2.3. CamocTosiTeIbHAS pad0Ta HA/Il TPAMMATHKOI HHOCTPAHHOTIO S3BIKA
3annmaiiTech Ha 00y4AIOIIMX CANWTAX!
http://learn-english-today.com/
Kpatkoe anrnosspiuHoe mocobue mo rpammaruke. HecMoTps Ha To, yTO Bes MH(pOpManus
IpEJICTaBICHa Ha AHTJIMHCKOM $S3bIKE, COBETYEM MOMPOOOBaTh yYUTh I'pPaMMaTHKy Ha 3TOM
pecypce: Bce paBuiIa U3JI0KEHBI KPaTKO M MOHATHO, 0€3 JHUIIHEH TEOpHH.
http://www.englishlearner.com/
CaiiT ¢ TecTamMM 10 TpaMMAaTUKe Ul HAUMHAIOLIMX Ha aHIVIMHCKOM s3bIke. [TonpoOyiiTe nmpoiitu
TECTHI C MTOMETKOM Beginner, B HUX 3a/laHusl OpUEHTUPOBAHbI HA HaYaJIbHBIA YPOBEHb 3HAHU.
http://englishteststore.net/
http://agendaweb.org/
JIBa MOXOXHUX AHIJIOA3BIYHBIX CaliTa C TECTAMU IO T'paMMaTHKE HAa AHIJIMICKOM SI3BIKE IS
HauMHaomux. PaboraiiTe ¢ HUM aHAJTOTUYHO: BBINOJHSINTE 3aJaHUsl MO TEM TeMaM, KOTOpbIE
y’Ke U3y4Hiii, pazoupaiite omOKu U Mpu HeOOXOAMMOCTH OBTOPSHTE TEOPHIO.
IIpakTukyiiTecs.

e [lepeBonuTe TEKCTHI C PyCCKOTO HA AaHTJIMICKUIMA, BBIMOIHANTE YIPAXHEHUS U3 yIeOHHUKa
u MHTepHeT-pecypcoB, cTapaiitech yaiie ynorpeOasaTh pa3HooOpa3Hble rpaMMaTHYECKHe
KOHCTPYKIIMM B pPa3roBOpHON peud. JloBeautre HaBBIK UX HCHOJIb30BAaHUS [0
aBToMaTu3Ma. He orpanuuuBaiitecs nmpumepamu u3 onHoro yueOHuka. [IpumymbiBaiite
CBOM TNPUMEPHI YNOTPEOJIEHUsI apTUKIISA, BPEMEH, aKTUBHOTO M MAaCCUBHOTO 3aJIOTOB, a
TaKXKe MPOXOAUTE OHJIAHH-TECTHI HAa DPa3HbIX calfTaX. MHOro pa3sHOOOPa3HBIX TECTOB
MOXHO HaiiTu Ha caiite http://esl.fis.edu/.

e He obs3arenbHO 3yOpuTh HaU3yCTh NMpaBUJa B TOM BHJIE, B KAKOM OHM IPEICTABJICHbI B
yueOHUKe, TTITaBHOE — TOHATh M 3allOMHUTH NPAaBUIIBHOE YMOTpeOJiieHHe TOW MM MHOM
KOHCTPYKIUH.

e 3BameuareiabHBIM  cat  http://www.engvid.com/ mpeamaraer BaM  IpEKpacHbIC
BUJCOPOJINKH, KOTOpble IIOMOralT pa3zo0parbcs ¢ rpaMmMmaTukoid. HecomHeHHOe
PEUMYIIECTBO pecypca — JierKas [ojlaya Marepuaia U O0bsICHEHUS! HOCUTENEH S3bIKa.
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e [lompoOyiiTe mosib30BaThCst ciaoBapem http://www.lingvo.ru/. Ox npuMedaTesieH TeM, 4To
JaeT IPUMEPhI HCIOIb30BAHUS CJIOB, HO Bbl MOXETE HCIIONb30BaTh €ro Mo-Apyromy.
Hamnpumep, Bl yurute Bpems Present Continuous: BBeIUTE B OKOIIKO mporpaMmbl “I am
writing” (MOXXHO J1000# Apyroi 4dacto ymorpedssiemblid riaroi). 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 MoXHO YYUTh TIpaMMaTUKy B CTHUXax, pUGMOBaHHbIE (QOPMYIUPOBKH JETKO
3anomuHaroTcs. [lornpoOyiiTe BEIyUYUTh HEMPABHIbHBIE IJ1aroJibl aHTJIMICKOTO SI3bIKa IO
3a0aBHBIM aBTOPCKUM CTHIIIKAM, 3TO HE MPOCTO JIETKO, HO €IIle U Beceo!

e l3yuenue m000i1 rpaMMaTHUECKON KOHCTPYKIIMM HAUYMHAETCS C TOTO, YTO MBI JIOJIKHBI
HalTH (pOYNTATh, YCIBIIIATH) ONMUCAHUE PTON 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 CTPYKTYPBI, TaK Ha3bIBaCMbIC «IPWLIBD) (OT aHTJIMKWCKOTO CJIOBa
“drill”, 4ro O3HaYaeT «TPEHUPOBOYHOE YIPAKHEHHUE» / «IIPAKTUYECKass OTPabOTKay).
[Mocneqauit mar - 370 0TpabOTKa BBIYYCHHOH IpaMMAaTUYECKOW KOHCTPYKIIMH B PEUH.
be3 aroro mara Haie 3HaHHE KOHCTPYKIIMM OCTaHETCS TOJIBKO Ha Oymare.

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 YBIICKATEIBbHBIA JIJIs CeOs

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

yIOBOJILCTBUSI W TOMOKET 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
ayJIMONIPOUTPBIBATENIEM, & HUKE BaM OyJIET IPE/ICTABIICH 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, CloXHbIN. BpiOupaiiTe moaxoasmuii BaM U OTKpPBIBATe YPOK MO 3aMHTEPECOBABIIIEH
Bac Teme.

- http://www.talkenglish.com/listening/listen.aspx VYpoku mnpencrtaBieHbl Jias TpeX YpOBHEH
3HaHMUW: 0a30BBIA, CpeaHUN M NpOoABUHYTHIM. TemaTnka pa3HooOpa3Has, B OCHOBHOM
MIPEJICTaBICHBI JAUATIOTH U3 XHU3HU. M3 3TUX mMOAOOpOK HE JMITHUM OYAEeT 3alOMHHUTH Hapy
JIECATKOB (hpa3 — BCE OHU UCTOJB3YIOTCS B COBPEMEHHOM aHTIMHCKOM pedn.

CaiiTpl ¢ moAKAaCTAMH HA aHTJMHCKOM:. 00aBbTe ceO¢ B 3aKJIAIKH W TOCEIIAlTe XOTs Obl

napy pa3s B Hezaeno: 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 Ooyiee CIOXKHBIM, TIEPSAAIOIIMM CCTECTBEHHYIO 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, pPa3roBapMBarOIMMM I'PaMOTHO. Bl CMOXETC 3aIlIOMHUTH IIOJIC3HLIC (bpaSBI nu
WCIIOJIB30BaTh MX B CBOCH peud, 3Has, YTO COOECETHUK-MHOCTpPAHEIl TOYHO MOWMET Bac. Bbl
IPUBLIKACTC K pa3HbIM aAKIICHTAM B aHI‘JII/If/'ICKOM SA3BIKEC. CHaanIa PE€Ub HCKOTOPbLIX MHOCTPAHIICB
MOKKETCs BaM CTpPaHHBIM HaOOpoM 3BYKOB. OJHAKO €CJIM Bbl Oy/leTe 3aHUMATHCS IO TaKUM
aynuodaiiiaM MOCTOSHHO, IOCTCIECHHO CMOXKETE€ IPHBBIKHYTh K OOJBIIMHCTBY aKIICHTOB M
Oymere 0Oe3 Tpyda MOHUMATh HHOCTpaHIEeB. UToObI 3HATh, B KaKUX CIydasx MPUEMIIEMO
yHOTpeOJICHUE TOI0 WM HMHOIO CJIOBa, CIYIIAWTE ITOJAKACTHI COOTBETCTBYIOIICH TEMATHKH.
Hampumep, Bol m3yuunu Temy “‘Shopping”, HaiauTe ayauo Ha 3Ty TeMy M CIyIaiTe, 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
IpOoCIHyHIMBaHUA ITOAKACTA Bbl Y3HACTC, B KAKOM KOHTCKCTC M KaK KMCHHO MCIIOJIB3YCTCA TO WA
WHOE BpeMsl WM aCHEeKT rpaMMaTUKHU. BIoOCIenCTBUU Bbl CMOXKETE CaMOCTOSITEIBHO COCTaBUTD
OpECIAJIOXKCHHNA, aHAJIOTHYHBIC YCIIbIIIIaHHbIM.
HajiguTe s cedsi onTHMaJbHBIA cnocod padorbl ¢ moakacTtoM. CiyilaemM MOJIKAcT |
MBITACMCSl TIOHATh MAaKCUMyM HMH(pOpMalMu u3 Hero. Ecim 310 TpyaHO caenaTh, HOMpoOyiTe
YJIOBUTh OCHOBHYIO MbICIb 3amucu. Haxoaum TEKCT MoJAKacTa, YUTAeM €ro, BBIIHCHIBAEM
HE3HAKOMBIC CJI0BA M KOHCTPYKITMU. Pazoupaemcs ¢ He3HaKOMOM BaM JIEKCUKON U TpaMMaTHKOMN
TaK, 4TOOBI BB TOYHO MOHSJIM KaKJI0€ MpejiokeHne Tekcta. CHOBa BKIIIOYAEM ayauo03aIiuch U
NBITaCMCA YJIOBUTDb HaA CIIYX YiKC 3H8,KOMLII>'I BaM TCKCT. Hepec1<a31,IBaeM YCIbIIIaHHOC, CTapasicCh
nojApaXkaTb pedyd JuKTopa. PaboTaiiTe ¢ HE3HAKOMBIMH CJIOBaMH M T'paMMaTHYECKUMU
KOHCTPYKIMAMHU. BI)IHI/ICI)IBaI\/JITC OpCaI0KC€HUsA C HEC3HAKOMBIMHM BaM O60pOTaMI/I n CJIOBaMH,
pazOupaiTech, MOYEMy HMCIOJIb3YeTCS MMEHHO TaKOE CJIOBO MJIM KOHKPETHAas KOHCTPYKIIHS.
[Tocne aToro mompoOyHTe COCTaBUTh HECKOJIBKO TOXOKHUX MpeIoKeHui. Kak TOIbKO BBI
Ha4yaJIk XOPOIIO IMOHUMATh MPOCTHIC MOAKACTHI, MEPEXOJUTE HAa 00Jiee CIOXKHBIE, C OBICTPHIM
TEMIIOM peyH, OOJIBIIEH TPOJOHKUTEILHOCTEI0 U HOBOU JICKCHUKOM.
YT00BI y3HATh, HACKOJBKO XOPOIIO BbI CTAIM TOHUMATh aHTTIMMCKHUMA Ha CIIYX, U IPOBEPUTH CBOM
HaBBIK MPABOINMCAHUS, 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 4depe3 10-20 BBl NMPUBBIKHHTE K TEMITy PE€UHd W TOJIOCY CIMKEpa, BaM OyJeT Jerde
pacro3HaBaTh CJIOBAa Ha CIyX. 3aKpOMTE TEKCT W CIyIIalTe ayauo3anuch. MoxkeT ObITh, BBl HE
MoMMeTe KaKJ0€ CIIOBO, HO 3aMETUTE, YTO YJIaBIMBAeTe OOJBIIYID YacTh TOTO, YTO T'OBOPHUT
JTUKTOP. A €Cli CayliaTh KHUTY KaXIbli J€Hb, TO Yepe3 HEKOTOPOE BpeMsi BbI OyAeTe 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. CamocToniTe/IbHAsi padoTa HAJl TOBOPEHHEM
Kak Mo:kHO yamie o0miaiiTecb Ha aHIJMHCKOM C IIpErojaBaTelieM, OJHOIPYIITHUKAMU Ha
Kypcax, IPY3bsIMH, U3YYAIOIIUMHU SA3bIK, HHOCTPAHIIAMH. TaK BBl CMOYKETE YCIIBIIIATh GKUBYIO)»
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peub ¥ NPUBBIKHYTh K TOMY, YTO AHTJIMHUCKHI MOXET 3By4YaTh IMO-Pa3HOMY, BElb y KaXKJIOTO
YeJI0BEeKa CBOE IPOU3HOILIECHNE, aKIICHT.

YuuTech AyMaTh HA aHIJIMiicKOM sA3bIKe. Korya untaere wim cirymaere Kakon-Inbo 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 MPOroBapyUBalTE CBOM MBICIIN BCIIYX: OT OJHUX MbICJIEH TOBOPUTH HE HAYUHIIbCH,
HO €CJIM BbI 3aBEJETE MPUBBIUKY PETYJIAPHO J1yMaTh Ha aHTJIMKUCKOM, TO U TOBOPUThH Bbl HA HEM
CMOJKETE, KaK Ha POJIHOM SI3bIKE.

PasroBapusaiite ¢ keM-HuOyAb. Hanmpumep, pacckaxute CBOEMY OTPaKEHUIO B 3epKajie, KaK y
BaC JieJIa, 4TO IIPOM3OLLIO 3a JEHb. BO3MOXHO, NpENIOKEHHE IIOTOBOPUTH C 3E€pKAJIOM
MOKAXETCSA CTPAHHBIM, HO IMOJIb3bl IPUHECET MHOTO. 3epKajlo MOXKET OBITh JIy4llle YeloBeKa Mo
HECKOJIbKUM NpuyuHaM. Bbl Mo)keTe cka3aTb CBOEMY OTPA)KEHMIO BCE, UTO XOTHTE U JIyMaeTe.
Brb1 He OouTech cka3aTh UTO-TO HEMPaBUIbHO. OYEeHb YacTO U3YUaIOLIUX SI3BIK MPECIeyeT CTPax
cAenaTh OMMOKY. DTO MPUBOIUT K TOMY, YTO YEJIOBEK HE TOBOPUT COBCEM. A C 3€pKajoM 3TOT
CTpax yXOIUT: BPSJ JIU KTO-TO CTECHSIETCS CBOEIO OTPAKEHHUS.

OnuceiBaiiTe KapTUHKH. Bo3pMuTe m00yr0 kapTuHKy. OHa MOXKET OBITh CBsI3aHA C TEMOH,
KOTOPYIO BBl U3y4aeTe, MOKeT ObITh Ha OTBIeUeHHYIO TeMy. [locTapaiitech onucarb, 4To Ha HEl
n3zobpaxeHo. ['oBopure Bce, YTO CMOXKETE MPUAYMaTh: KTO M300pa)K€H, YTO OH JIENAeT, KaKkue
MIPEAMETHI Bbl BUJIUTE, €CTh JIM BTOPOCTEIIEHHBIE 1€TalIM, HPAaBUTCS BaM KapTUHKA Uiu HeT. Ecin
Balll YPOBEHb 3HAHW BBICOKM M HABBIK TOBOPEHUS PA3BUT XOpPOUIO, AHAIMZUPYHTE
MpPOU3BENECHUsT HUCKyccTBa. He CTOMT CHIBHO BIaBaThCsli B MOAPOOHOCTH, HECKOJIBKHX
IPeUIOKEHUH OyJIeT JOCTaTOYHO.

3anucbiBaeM cBoOil roJioc. BrpiOepute kakyro-HHOyAb 0OIIEPa3rOBOPHYIO TEMY, HaIpUMEp
pacckas o Baiei Jirooumoit kaure. Brmounte nukTodoH u 3anumute cBoit rouoc. [locne storo
BKJIIOUMTE 3alMCh U BHUMATEIbHO Mpochymaiite ee. OOpaTute BHUMaHHUE, B KAaKUX CIy4asxX y
Bac BO3HUKAET 3aMHUHKAa, TJI€ Bbl 3aTSATMBAETE May3y, HACKOJBKO OBICTpas y Bac pedb, XOpollee
MPOU3HOIICHHE U TpaBWIbHOE HMHTOHHpOBaHUE. OOBIYHO TEpBbIE 3aMUCH JUIS H3YYaIOIIUX
AQHTTIMHCKUN — UCIBITAaHUE HE JJIS1 CIIa0OHEPBHBIX: BO-NIEPBBIX, MbI HE MPUBBIKIIM CIBIIATH Ce0s
CO CTOPOHBI, BO-BTOPBIX, AHTJIOSI3bIUHAS PEUb Ha MEPBBIX CTYMEHAX 00y4eHHUS 3BYUUT CTPAHHO U
HENOHSATHO. MBI pekoMeHAyeM BaM B3Tb ce0sl B pyKHU (BCE C 3TOr0 HaYMHAJIN) U MPOJOJIKHUTh
NOJ00HBIE 3aHATUSA. A depe3 Mecsl-IApyroil cpaBHUTE MEPBYIO U MOCIEIHHE 3alMCU: pa3HUIA
OyZIeT pasuTelbHas, U 9TO BOOJYLIEBUT Bac Ha JaJbHEWUIINE [TOJABUIE B U3YYEHUU aHTIUNCKOTO
A3BIKA.

IInmem nocrel. [lonpoOyiiTe Hanucath HEOONBIION paccka3, MCHOJB3YS CIOBa WIH (pasbl,
KOTOpPbIE XOTUTE «aKTUBUPOBaTh». Eciam Baml ypoBeHb 3HAHUW JOBOJBHO BBICOK, BaM CKYYHO
NUcaTh YYEHUUYECKHUE YNPAXKHEHUsI B TETPAJKy, U Bbl JABHO JKaXJE€T€ CBOEH MHHYTHI CIIaBBbl,
oTnpasisiiTech Ha mpoctopbl MHTepHeTa. Jlenaiite 3amucu B Twitter, Ha Facebook, Ha cTene
Bxonrakrte, 3aBeaute Onor. [lummTe Ha aHIVIMACKOM SI3bIKE€ KOPOTKHE 3aMETKM, CTaTbU C
MCII0JIb30BAaHNEM HOBBIX CJIOB.

Oobmaemcst ¢ uHOCcTpaHuaMu. COBETyeM HAWTH JIpyra IO MEPENHUCKE HAa OJTHOM U3 3THX CalUTOB:
penpalworld.com, interpals.net, mylanguageexchange.com. Ilummure eMy AJWHHBIE MHCHMA, a
nepes OTIPABKOW elle M YUTalTe BCIAyX — IOJIE3HO WM JJISl MPOU3HOIICHUS, U JUIsl aKTUBALUU
CJIOBApHOTIO 3araca.

YuuM Hau3ycTh CTMXM U mecHHM. 3yOpekka — 3aHsATHE CKy4HOE, JAPYroe Aeso, €clid Bbl
pasydyrBaeTe MHTEPECHbIC BaM CTUXHU U MECHU HAW3yCTh. DTO MHTEPECHO, MOJIE3HO JUIs O0IIero
pa3BUTHSA U OOOTrallleHus] CIOBapHOTo 3amnaca. PudMoBaHHBIE CTPOUKHM 3allOMUHAIOTCS Jierye
OOBIYHBIX TEKCTOB, TaK YTO M HOBas JIEKCHKA OBICTpee OTJIOKHUTCA B aKTUBHYIO YacCTh BallIeTro
coBaps.



2.6. CamocTosiTeIbHAS Pad0Ta HAJ YTEHHEM
IHapansesbHOe YTeHHE — 3TO YTEHHE OJHOIO M TOTO K€ TEKCTa Ha ABYX A3BIKAX: POJHOM U
nzydaemom.Tem, KTO TOJIbKO Hauyajd YYUTh AHTIMUCKUIN, HET CMBIC/IA YUTATh NapaljiesibHbIC
TEKCThl. BBl MOKa HE CMOXKETE COMOCTaBUTh I'PAMMATHUYECKUE KOHCTPYKLUHMU U 4YacTU pe4yd B
pasHbIX s3bikax. [loatomy poxaurech xoTss Obl ypoBHs Elementary, ocBoiiTeé OCHOBBI
rpaMMaTUKM U TOJIBKO IOTOM HPHUCTYNaWTe K 4YTeHHIO. Kak TOJIBKO BBl JIOCTUIVIM YPOBHS
Intermediate, mepexoauTe K YTCHUIO KHHUT IOJHOCThIO HA aHIIMHCKOM SI3BIKE. DTO MOXET OBITh
KAaK aJalTUpOBaHHAs JMUTEPATypa, TaK M KHUTUM B OpPUTMHAJIEC. 3HAHHWE IPaBUJ UYTEHUS —
00s13aTeNIbHOE YCIIOBHE IS UCIIOBb30BaHMS METO/Ia TTapajUIeIbHBIX TeKCTOB. Beera BoiOupaiite
TOT TEKCT, KOTOPBIA BBl C YAOBOJBCTBHEM MPOYHUTANIU Obl WM IMEpPeuruTanu Obl HA PYCCKOM
a3pike. CryimiaiTe ayauo3amuch TeKCTa. Takke MOXKHO BOCIOJIB30BAaThCS CHEIHMATbHBIMU
nporpamMamu ¢ TexHojorueir Text-To-Speech, mampumep http://neospeech.com/. B okoriko
MOXKHO BBECTH IOyl (pa3y, M mporpaMma O3BYYHT €€ TOJIOCOM HOCHTENS SI3bIKa C
MPABUJIbHBIM MPOHU3HOILIEHUEM U WHTOHanuen. Yutaiite Qpasy Ha pyCCKOM U COIMOCTABISUTE C
MPEUIOKECHUEM Ha aHTJIMHCKOM dYTOOBI pa3o0paThCs B CTPYKTYpe MpeIoKeHUs. Tak, BbI
npounTaere ¢ppa3y Ha PyCCKOM U aBTOMATUYECKU Oy/eTe COMOCTABIATH AHTJIUHCKHUE CIIOBA C
PYCCKHUMU, Pa30UpPaThCs B CTPYKTYPE MPEAJIOKEHUS, 3TO TTIOMOXKET BaM Pa3BUTh YYBCTBO SI3bIKA
U S13BIKOBYIO JIOTAJIKY.
Beibepure  ymoOHbie — pecypcwl:  https://sites.google.com/site/aglonareader/home/lang-ru
[Iporpammy njisi yYTeHUs MNapaUIEIbHOIO TEKCTAa, a TaKXKe IPUII0KEHUE MOYKHO CKauyaTh
OecriaTHO. ITO MHTEPECHas pa3paboTKa, KOTOpas MOJACBEYNBACT COOTBETCTBYIOIINE OTPHIBKH B
napajiebHbIX TekcTax. https://studyenglishwords.com/ - 6ecruratHblii caiiT, Ha KOTOPOM MOYKHO
YUTATh MapauIesIbHbIe TEKCThI Ha aHTJIMUCKOM S3BbIKE, COXPAHSTH CIIOBA U3 HUX B COOCTBEHHBIN
SJIEKTPOHHBIN CIOBAPHUK U YYUTh B CBOOOTHOE BpEMSI.
UreHue BCJIYX HA AHIJIMHCKOM SI3bIKE:

1. YuraliTe MEIJIEHHO, YETKO U BBIPA3UTEIBLHO MPOTrOBAPUBANTE KAX b 3BYK M Ka)KJ0€ CJIOBO,
nenaite naysbl. Ecnu Bl OyzieTe rHaThCs 3a CKOPOCThIO, TO MHOTOTO He J1o0berech. [laxe ecnu
CKOPOCTh BHI U HapaOoTaeTe, TO MPOU3HOIIEHUE, HHTOHAIUS, KpaCHBBIE 3BYKH — BCE 3TO YiJIeT
B HHKyna. /{75 BBIpa3uTeNbHON peud B MEPBYIO OYEpeIb HYKHO XOpOoIlee MPOU3HOIICHUE U
MpaBUJIbHAs WHTOHALMA. A CKOpPOCTh MOSBHUTCS CO BpPEMEHEM cama, OHa HapabaThIBaeTCs
IIPaKTUKOM.

2. IlpounTaiiTe TEKCT U TOJIBKO MOTOM HIIMTE HOBHIE cioBa. He 3a0biBaiiTe, 4TO MpHU YTEHUU
BCIyX OBIBAa€T CIIO)KHO MOHSATH cojepxaHue Tekcta. CHauyana MOJHOCThIO YUTAMTE TEKCT, He
oOpainiass BHUMaHUs Ha He3HAKOMbIe cioBa. CTapaiiTech yIOBUTH TJIaBHYIO MBICIb U MOHSTH, O
yeM TekcT. [locne Toro kak BbI MPOYUTAIN TIEPBBIM pa3, MOXKHO yke paboTaTh C HE3HAKOMBIMU
CIIOBaMH: HWCKaTh 3HAYEHUS B CJIOBape, CMOTPETh, Kak MpOHM3HOCATCA. UTOOBI pacHIMpuTh
CJIOBApHBIN 3aIac, YYUTEe HOBBIC BBIPAKECHHS, TIOBTOPSUTE CIOKHBIE M TPYIHOMPOU3HOCUMBIE
cnoBa. UtoObl BaMm OBLIO JIlerde YHMTaTh, HEOOXOIMMO BHIOMpATh KHUTY, COOTBETCTBYIOIIYIO
BaIlIEMY YPOBHIO 3HAHUU.

3. OOparmraiiTe BHUMaHue Ha rpaMMaTuky. Yutas mpo ceOsi, MOXKHO OErjio MpoCMOTPETh TEKCT,
HE BJaBasCh B MOAPOOHOCTH cojepkKaHus. UWTas aHTIMHCKAM TEKCT BCIYX, Bbl HHUKYy/Ia HE
TOPOMHUTECH, IOATOMY MOXETE YBUJIETh, KaK YHOTPEOISIOTCS BpeMeHa U apTUKIUA. TO ecTh BbI
3alIOMHUHAETE MPABWIIBHBIE MOJIETTH UCIIOJIb30BAHUS TPAMMATHIYECKUX TTPABHIL.

4. Yuraiite He menbiie 10 MUHYT B eHb. Pazymeercs, yem Oosbine BBl OyJeTe YuTaTh BCIYX Ha
AHIIMICKOM $13bIKE, TeM Jyulie. OnTumanbHblid BapuanT — 30 MuHYT B 1eHb. Ho eciin muniHero
BPEMEHH Yy Bac HET, cTapaiTech BhIIEIATH XOTs Obl 10-15 MUHYT. DTO HY)KHO Kak pa3 Jyist TOTO,
YTOOBI Ballla peyb CO BPEMEHEM cTajia ObICTpOi U MmiaBHOM. Bam He Ha0 mpuyMbIBaTh peyb Ha
X0y, KaK B pa3roBOpE, Bbl YUTAETE I'PAMOTHO HAIMCAHHBINA TEKCT U CIEIYETE 32 XOJOM MBICIIH.
Ecnu Bbl Oyzere yuTaTh BCIyX HE MEHBIIE Mojlyyaca B JIeHb, TO Yepe3 MeCSI-Ipyroi 3aMeTuTe,
KaK CHJIBHO MpeoOpa3wiach Ballla Peyb: 3BYKH CTaIM YETKUMH, VIUIM CJIOBa-MApPa3uThl U
HEJIOBKHE 3aMUHKH.
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5. UYwraiite pasHble TEKCThl. YUWTalTE XYHO0KECTBEHHBIE NPOU3BEACHUS, CTUXH, HAyYHBIE
nyOIMKaIy, CTaTbU B Ta3eTax U *KypHajax. Pa3zHooOpa3Hble TEKCThI MOMOTYT Pa3BUTh HaBBIK
YTEHUS CO BCEX CTOPOH. J[JIst Kax10ro TeKcTa OyayT pa3HbIE TEMITbl PEYH U May3bl, UHTOHAIIUS.
WNHTtepHeT-pecypcsl:

http://www.rong-chang.com/nse/ 3ToT calT MOAOHAET JJIs 3aHIATUN HAYMHAIOUIUM C YPOBHEM
Beginner u Elementary. Bce TekcTbl KOpPOTKHE, B HHUX HCIOJb3YIOTCS MPOCTHIE CIIOBA U
JJIEMEHTapHasi TpaMMaThUKa — TpU BpeMeHu rpyiibl Simple. [TonpoOyiite yntath XoTs Ob1 2-3
TEeKCTa eXeIHeBHO, 3TOo 3aiimeT Bcero 5-10 muuyr. Tembl TEKCTOB pa3HbIE, 4YacTO OHU
HNPEACTABISIIOT cOo00H HeOOJbIMe IIyTKH. Bce cioBa 1momo0paHbl TakKMM 00pa3oM, YTOOBI
M3YyYarolMii HE MPOCTO YUTal TEKCThl HA AHIJIMKCKOM, HO M PACIIMPsJI CBOM JIEKCUYECKUI
3amac. Tak, BBl CMOKETE BBIYYUTH MEPBBIC (Pa30BBIC TIATONBI, YaCTO YHOTPEOIIIeMbIC CIIOBA U
BbIpakeHMs1. K KaKkoMy TEKCTY IpUiIaraeTcs ayAuo3anuch.
http://www.english-online.at/index.htm  3rtor pecypc co3maH cHenuaabHO JUISI WU3YdYaroIIux
AHIIMICKUN sA3bIK ¢ ypoBHeM Pre-Intermediate u Bbimie. TeKCTHI HE OYEHb UIMHHBIE, 3aTO
HACBIIICHBI TOJIE3HBIMU BBHIPAKECHUSAMHU U cloBaMu. CTaThbu pa3HOM TEMAaTHUKHU aJalnTHPOBAHbBI
CHEIMAllbHO JUIS Yy4YalllUXCS: MCIIOJIb3yeTcsi Hauboiiee dYacTo ymorpebisemas JeKCHKa |
HECJIOKHBIE TpaMMaTHYECKUE KOHCTPYKIMU. Ha maHHBIE MOMEHT Ha calTe IOCTYMHBI s
YTEHUS! HECKOJIBKO COTEH TEKCTOB pPa3HOM TeMaTHKU. Bce OHM JOBOJBHO MHTEPECHBI, TaK YTO
JTAHHBIA PECypC COJEPKHUT ONTUMAIBHYIO MPOTIOPINI0 OOy4YeHHs W pa3BicueHus. Bo Bcex
CTaThsIX BBl YBUIHUTE CJOBA, BBIIEICHHbBIC >KUPHBIM MIPUGTOM. DTO JEKCHKA, KOTOPYIO Bam
npeiararoT u3yduThb. Ilociie Tekcra craTbu Bbl HAMJETE AHTJIO-aHTJIMHACKUM CIIOBaph C dTUMU
cinoBaMu. Takum 00pa3oM, CaliT BBHIMIOIHSAET BAXKHYIO (DYHKIIMIO — BBl MOXETE M3y4aTh Ha HEM
HOBYIO JICKCUKY B KOHTEKCTE.

http://short-stories.co.uk/ A »ToT caiiT MOJOWIET BCEM JIOOUTEISAM XYI0KECTBEHHOMN
JUTEpaTyphl. 37eCh HET aJanTUPOBAHHBIX TEKCTOB WJIM CJIOBapeil, TOJIBKO PacCKasbl
AHIJIOSA3BIYHBIX aBTOPOB B HEM3MEHEHHOM Buje. Ha caiite mpexacraBieHsl § NOMYJISPHBIX
JKaHPOB: JIETCKasl JTUTEparypa, ACTEKTUB, (haHTACTHUKA, Y)KACHI, IOMOpP, IOKYMEHTaJbHasl Mpo3a,
pomaH, HayuHas ¢anTtacTuka. Eciu BbI HaxoauTech Ha ypoBHe Pre-Intermediate, mompoOyiite
Ha4yaTh YATATh JIETCKUE PACCKa3bI.

http://easyenglisharticles.com/ Do ere oguH pecypc ¢ TEKCTaAMU IS M3YYAIONIUX aHTIMHCKUI
a3blk. CaliT OpHeHTHpOBaH Ha ydamuxcsi ¢ ypoBHeMm Pre-Intermediate u Bbime. Bee cratbu Ha
ATOM CaiiTe aJanTUPOBAHBI ISl YYalIMXCSA: B TEKCTaX COJEPIKUTCS TOJBKO HamboIee 4acTo
ynotpeOisiemasi JIeKCMKa U TpaMMaTHKa CPEIHETO0 YPOBHS CJIOKHOCTH. TEKCThl B OCHOBHOM
MPEACTABISIIOT MOCIEIHUE MUPOBBIE HOBOCTH, HO €CTh M Pa3HbI€ CTATbU-COBETHI MO U3YUECHHIO
WHOCTPAHHOTO SI3bIKa, CAMOCOBEPIICHCTBOBAHUIO | T. . CaMble CBEKHE HOBOCTH CO BCETO MHUpa
B aganTupoBaHHOM BapuaHTe! OOpaTuTe BHHUMAaHHE: MOCIE KaXKIO0W CTaTbU €CTh CIHCOK CIIOB,
peKoMeHIyeMbIX K u3ydenuro. [lompoOyiiTe yramaTe MX 3HaYe€HUE M3 KOHTEKCTa, ATO, Kak
MpaBUJIO, BECbMa MOJIe3HAas! AJIs1 U3yUYEHUs JIEKCHUKa.
http://www.infosquares.com/readingcomprehension/  Ha »Tom caiiTe mNpeaCTaBICHO BCETO
HECKOJIbKO JIECSITKOB TE€KCTOB, OJHAKO OH JOCTOMH Ballero BHUMaHHs. Pecypc momouaer nmis
3aHATUN ydeHuWKam ¢ ypoBHeM Intermediate m Bbime. Pecypc oTnmdaercs OT MpeabIIyIIUX
CalTOB TeM, YTO Ballla 3ajaya Tenepb — HE MPOCTO MPOYUTATh TEKCT U IMOHSATH OCHOBHYIO
MBICJIb, @ YJIOBUTH Jake Menbpdaiiimme netanu. Ha Bkmanke ¢ mar000# craTheil Bl HalifieTe HE
TOJIbKO CCBUIKY Ha CaM TEKCT, HO M TE€CT Ha MPOBEPKY NOHUMAaHUs NpOYUTaHHOTO. [ToaTOMY MBI
COBETYeM OOpaTUTh BHHMaHWE HAa OTOT PECypC BCEM, KTO TOTOBHUTCS K DK3aMEHY IO
AHTIIUHCKOMY SI3BIKY, BE/Ib BbI MOXKETE «OTPEMEeTHPOBATh» Ha 3TOM pecypce ceknuio Reading.
3agaya 3TOro caWta — MIPOBEPUTH, HACKOJIBKO XOpPOILIO Bbl MOHUMAETEe TEKCT. [loaTOMY MBI
PEKOMEH/IyeM 3aHUMAThCs Ha 3TOM CaiiTe MPUMEPHO pa3 B MECHI, a B OCTAIbHOE BPEMSI UUTATh
nIpyrue ctaTbu. Takum 00pa3om, Bl Oy/ieTe BUIETh, HACKOJIBKO OBICTPO Pa3BUBACTCS Balll HABBIK
YTEHUS HA aHTJIMACKOM SI3bIKE€ U HACKOJIBKO Bbl BHUMATEIbHBI IPU YTECHUHU.
http://web2.uvcs.uvic.ca/courses/elc/studyzone/330/reading/ DToT caiT CXO0XK € HPEABLAYIIUAM:
HEOOJBIIOE KOJIMYECTBO MATEPUAIIOB C JIUXBOW KOMIIGHCUPYETCS HAJIMYUMEM Pa3HBIX
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VIpaXHEHHUH, MPOBEPSIONMIUX MOHMMAaHUE TEKCTa. 3/1eCh MOXHO 3aHMMATbCs C ypoBHeM Pre-
Intermediate u BbimIE.

http://dreamreader.net/ Itot pecypc 3auHTEpECyeT TeX, KTO JIIOOUT YUTATH Pa3HbIC
NI03HABATENBHBIC U pa3BlieKaTeIbHbIe cTaThkl B IHTepHEeTe. CaliT MOIOUIeT yJarumcst ¢
ypoBHeM Elementary u Boitiie. bombiiie Bcero TeKCTOB Ha TOM CaidTe MPECTABICHO B pa3/eiiax
Fun English u Academic English. IIpenects craTeii B TOM, 4TO HallMCaHbl OHU XOTh U IMTPOCTHIM,
HO JKUBBIM SI3BIKOM. A pacCMaTpUBAEMBIE B CTAThIX TEMbl aKTyaJIbHBI U OCBEIIAIOT CaMbIe
pa3Hble CTOPOHBI JKU3HU: OT si3bIKa Tena 10 (pact-pyaa, or HIIO no «xomaubux» unnom. K
KQKJOMY U3 TEKCTOB MPUIIATaeTCs Psii BOIPOCOB, OMOTAIOIINX MTPOBEPUTH, HACKOJIBKO XOPOIIIO
BbI [TOHSUTH ITPOYUTAaHHOE. BBl MOKETE HE MPOCTO YUTATh CTAThIO, HO U MOCIYIIATh €€.

2.7. CamocTosiTeIbHAsA pad0oTa HA/l MMCHbMOM
H3yuaiiTe npaBujia HANMCAHUS CJOXKHBIX CJI0B. 3allOMHMTH [PABONMCAHUE MHOIHMX CJIOB
Oyzer mpolie, eciay 3HaTh MpaBUiia, 0 KOTOphIM OHU mnumiyrcs. Hampumep, B cratbe «Silent
letters. HempousHnocumbie OYKBBI B aQHTJIMMCKOM SI3BIKE» YETKO W TOHITHO OOBACHSIOTCS
paBUiIa yHOTpeOJIeHUs] HENPOU3HOCUMBIX OykB. M3yuute 3Ty craThio, M y Bac YXKe He
BO3HMKHET JjKelaHusi Hamucath nowledge Bmecto knowledge http://engblog.ru/silent-letters.
Taxxke coBeTyeM O3HAKOMHUTbCA U co craTbeil «Opdorpadus anrmuiickoro s3bika», B Hel
IIPEACTABJIIEH CIMCOK IIOJE3HBIX MaTepUaOB Uil COBEPUICHCTBOBAHUS IIPABONMCAHUSA
http://engblog.ru/spelling.
Hcnonb3yiiTe npueM M3 MKOJbl. BcmoMHuTE, KOrna Mbl cOBEplIaid OUIMOKY B JUKTaHTE,
YUUTENb 3aCTaBJII HAC MPOMMUCHIBATH cI0BO 5-10 pa3. OH nenan 3TO HE U3 XKEJIaHUS HaKa3aTb
YUEHHUKa, a JJIs TOro, 4ToObl B HAlllell MaMSATH MPOYHO 3aKPENUIOCHh MPaBUIIBHOE HalMCAaHUE
cioBa. [lonpoOyiiTe nenarh aHAJIOTMYHO M C MPABONUCAHHWEM AHIVIMHCKUX CJOB: KaK TOJIBKO
OMMOINCh, BO3BMHUTE TETPAJIKY W HAMUIINTE TOHSATHE MPAaBUIBHO HECKOJIBKO pa3. BwimomHss
TaKoe YNpaXXHEHHE, Bbl BKJIIOYaeTe B pabOTy MEXaHHMYECKyI0 HaMsTh, a 3TO 3HAYUTEILHO
oOneryaer 3armoMHHaHHE ciioBa. MaseHbKass XUTPOCTh: MHorue (UIOIOTH U JIMHTBUCTHI
COBETYIOT OTKa3aThCsl OT MPONHUCHBIX OykB. OHM PEKOMEHIYIOT IeyaTaTh CIOBO Ha KJaBHAType
WIM TUCcaTh €ro neyaTHbIMH OykBaMu. B xoJie SKCIIEpUMEHTOB BBISICHWIIOCH, YTO I€YaTHbHIE
OYKBBI MMEIOT YeTKyl (opMy, MO3TOMY MO3Ty MpOILlEe 3allOMHUTh HamucaHue cioBa. Urto
KacaeTcsl MPOMMUCHBIX OYKB, TO OYEPK ObIBAeT pasHbI, U (DAaKTUUECKU KaX/IbIi pa3 Mbl MHILIEM
OyKBY HEMHOTO MO-APyromy. DTO YCIOXKHsAET Bocnpusatue nupopmanuu. [lonpobyiite neuarars,
a He MHUCcaTh, BO3MOXKHO, ’TO UMEHHO TO, YTO BaM HYXHO.
IIpakTukyiiTech, NPaKTUKyiTech W elle pa3 NMpakTUKYHTecb. UTOObI HaydMThCS BOAMTH
MalIMHYy, BaM HY)KHO KaK MOKHO 4Yallle CaAUThCs 3a pPyjb, @ YTOOBI MHUCAaTh IPAMOTHO, HYKHO
KaKk MOXKHO dYalle CaauThCcs 3a cTosl M mnucath. [lompoOyiTe nenaTh pa3iuyHble 3alucH Ha
AHTJIMHCKOM f3bIKE, MPAKTUKOBATHbCA MOXHO Tak: Benure NHEBHUK, a Jydlle MonpoOyiTe
3aBecTH OJIor Ha aHTIuiickoM s3bike B MHTepHeTe. CaMOBBIpaKEHHE M TEIIble KOMMEHTapUU
yuTaTeNe BOOAYIIEBAT Bac Ha HOBbIE NOABUTH. [lenaete nomamuee 3ananue? Hanummre wim
HareyaTaiTe ero, a He MPOCTO OTMEThTE HY)KHbIE OTBETHI B yueOHUKe. J[eno 310 TpypoemMkoe, HO
okynuTcs cropuuei. [lonpaBunace HHTEpecHas UTaTa WM UAMOMA Ha aHTJIUMHCKOM s3bike? He
KONHMpylTe ee cebe Ha KOMIIBIOTEp, a HareyaTaiTe BPYYHYIO. OTO OTJIUYHBIA IpHEM,
coBMemaroluii B cede n o0yueHue, U pa3pieueHue. Boibepute HHTEPECHYIO0 KHUTY WM OJIOT B
WurepHere. ExxeqHeBHO nepenuchbiBaiTe 1-2 cTpaHMIBI TEKCTa, MPUYEM CIOBO B CIOBO. JTO
OJIMH U3 CaMbIX JIEWCTBEHHBIX METOJIOB yiydiieHus spelling.
3aneiicTByiiTe 3iineTn3sm. Diinetnsm — ¢ororpaduyeckas mamsaTb, KOTOpas OTBeyaeT 3a
3allOMUHAHUE 3pUTENIbHBIX 00pa30B. 3a/leCTBOBATh €€ JIydllle BCEro MpU U3YUYEHUU HOBOTO
ciioBa. BHUMaTEeTbHO CMOTPUTE HA HETO, MOCTapaiTeCch 3alIOMHUTH €ro (hopMy, HOPsIOK OYKB,
3aTeM 3aKpOWTE TJia3a W IOCTapalTeCh MPEACTaBUTh €r0 — Yy BAac B MaMSITH OTJIOKUTCS
3pUTENbHBINA 00pa3 HOBOrO MOHATHS. OTHOBPEMEHHO C IIPOCMOTPOM MTPOU3HECUTE CIIOBO, YTOOBI
9TH 3BYKHM aCCOLIMMPOBAIIUCH Y BAC C KOHKPETHBIM IPAaBUJIBLHBIM HallMCAHUEM. BbINONHANTE 3TN
JeMCcTBUS TPU KaXKJOM OBTOPEHHH, TOTIA YIPAaKHEHNE ObICTPO MPUHECET CBOU TIIOIBI.



http://dreamreader.net/
http://engblog.ru/silent-letters
http://engblog.ru/spelling

Caepsiitecs co ciaoBapem. Koraa nuiere cioXHOE CI0BO, HE MOJAraiiTech TOJIbKO Ha CBOIO
aMATh, MPOBEPSNTE HanmucaHue B cioBape. Jlydme mucaTe MEUIEHHO, 3aTO MPaBUIIBHO, YEM
ObIcTpO U HerpaMoTHO. He mepexuBaiite, mociie HECKOJIbKHUX «IOATIISIBIBAHUI Bbl 3aIIOMHHUTE
CJIOBO U OyJieTe YBEPEHHO MUCATh ero 0e3 BCAKUX MOJICKA30K.

CoctraBbTe cOOCTBeHHBIN cJI0Bapb. B JMuHBIM Cil0Bapb BKJIIOUUTE TOJIBKO TE CJIOBA,
HaIMCaHHe KOTOPBIX BBI3BIBAET Y Bac TPYAHOCTH. PaboTaiiTe ¢ 3TUM «IeTHIEeM» KaK OObIYHO
IIPU U3Y4YCHUU AHIVIMMCKOM JIEKCUKM: 4acTO IPOCMATpUBANTE, IIOBTOPSAWUTE, MEPEBOJUTE C
PYCCKOrO Ha AHTJIMHCKHUM (JIydllle BCEro MUCHhMEHHO). DTO MOMOXET BaM JIETKO BBIYYHTH
IIPABOIHCAHUE aHTJIMMCKOTO fA3bIKA.

Bcenomuute 00 3ddexte Pecropdd. Jlyume Bcero Ham 3amomMuHaeTcs HHQpOpMAaIus,
BhIIETIsTIOIasics u3 oOmieil maccel. Mcnonb3yiite addexr cedbe Bo Omaro. Kak craemars cioBo
3anoMHUHaroIMMcs? Belaenure ero u3 Ipyrux CioB B MPSIMOM CMBICIE — IIPU MTOMOILU SIPKOU
PYYKH WM LBETHOro mpudTa. MO3r BBIACTUT 3Ty HHPOPMALHUIO U3 OCTAIBHBIX CIOB U
3anoMHUT. [loMHUTE, Beap B IIKOJIE HAC 3aCTaBJSUIM JEJIaTh aHAJIOTMYHO HA YPOKaX PYCCKOTO
A3bIKa: CJIOBApHBIE CIIOBA Mbl BBIJIEISUIM PAa3HOLBETHBIMM pydKaMu. MajeHbKas XHUTPOCTh:
HekoTopsie memaroru COBETYIOT HE MPOCTO BBIIEIATH CIOBO, HO W MHCATh KAKIYI OYKBY
pasHeIM 1BeTOM. BpemeHu Ha HammcaHue yizaer Ooibiie, paboTaTh C MOHATHEM BBl Oynere
JOJIBIIIE, TIOATOMY M 3allOMHUTCS OHO ObicTpee. OOsi3aTenbHO MOMPOOYITe Ha MPAKTHKE ATO
IIPOCTOE YIPaXKHEHHE.

Paboraiite ¢ Microsoft Word. lcnonb3yiite aBroMatuueckylo MpoBepky opdorpaduu He
TOJIBKO 10 IPSIMOMY Ha3HA4€HMIO, HO U JuIsl oOyuyeHus. Kak TonbKO yBUIUTE, 4TO Iporpamma
UCIpaBUa Kakoe-mu00 CIOBO, COTPUTE €ro M HAMMIIUTE BPYUYHYIO NMPaBUIbHBIA BapHaHT. DTO
HEMHOT'0 YBEJIMYUT BpeMs PabOTbl C JOKYMEHTOM, HO OyAeT IOJIE3HbIM YIPA)KHEHUEM JUIS
spelling.

YuraiiTe kKaKk MO:KHO Yamie. Kak 3alOMHMTbH JIMIIO HOBOTO 3HaKoMoro wiau kosuieru? HyxHo
yaiie ¢ HUM BHJIEThCs. 3allOMUHATh HAMKMCAHUE CJIOB MOXHO M HYXHO aHaJOTUYHO: CTapalTech
BCTpeuaTbCsi ¢ HMMM 4acTo. llpome Bcero sto Oyaer naenaTh, e€cid Bbl OyAeTe 4WTaTh
pa3HoOOpa3HbIe aHTJIOA3BIYHBIE CTATBU U KHUTU. DTOT MPUEM, MOXKAITYH, CaMblii HHTEPECHBIN 1
HEHaBs3UMBBIH, BeJlb Bbl yUUTE IPABOIIMCAHUE ABTOMAaTUYECKU BO BPEMS UTECHUS.

TecTupyiite cBom 3HaHusA. B VHTepHeTe MOXHO HallTH MHOro pa3HOOOpa3HBIX TECTOB WU
OHJIaliH-33JJaHUI, KOTOpbIE IOMOTYT BaM COBEpUIEHCTBOBATh HAaBBIK IPABOMMCAHUS Ha
aHTIUHCKOM si3bIKke. HampumMep, MHOTO pa3HOOOpa3HBIX TECTOB MOKHO HAWTH Ha 3TUX caiTax:
https://howtospell.co.uk/spellingquiz.php, http://eslus.com/LESSONS/SPELL/SPELL.HTM.
Hrpaiite B npaBuwjibHble Mrpbl. V3yueHue aHTIMHCKOrO s3bIKA JIOJDKHO OBITH MMl Bac
YBJIEKATEJIbHBIM. A clieJaTh €ro TaKUM IOMOTYT pa3HooOpa3Hble 00yJarolie oHIaiH-urpsl. Mx
MO’KHO MCIIOJIb30BaTh B MIEPEPHIBE MEKAY YIPAKHEHUSIMU: BBl 310pOBO PA3BJIECUETECH U B TO KE
BpeMsl IPOJOJDKATE yduTh aHrmickui. [lomrparb ¢ moap30M MOKHO Ha calTax
http://www.wordgames.com/, http://www.merriam-webster.com/word-games,
http://www.funbrain.com/spell/.

H3yuurte npaBuia yrenusi. Eciu Bel OyaeTe 3HaTh MpaBUiia YTEHHUS aHTJIMICKOTO sI3bIKA, BaM
OyJeT jerde JA0raaathCs, Kak MucaTh HE3HAKOMOE CJIOBO, UCXOs M3 ero 3Bydanus. Spelling bee
- Wrpa JUisi TpaMOTHBIX JroAeil. XOTUTe NpOBEpUTH CBOM 3HAHMA? XOTUM OTMETUThH, UYTO
IIPABOIKCAHUE BBI3bIBACT TPYAHOCTH Aa)Ke Y HOocHUTenel si3bpika. MIMeHHO mosToMy B AMepHke
€CTh pa3JIM4YHbIE KOHKYPCBHI, KOTOpPbIE NPHU3BaHbl IPOBEPSITh I'PAMOTHOCTH JIIOJEH, HaIpUMEp
Spelling bee. D10 copeBHOBaHUE, B X0/I€ KOTOPOTO JIFOJISIM HA3bIBAIOT PA3JIMYHBIC CJIIOBA, & OHH
JIOJKHBI TPOU3HECTH IO OYKBaM, KaK MHUIIYTCs 3TU MOoHATHs. KTo crenan ommOKy — BhIOBIBaAET.
Ha xaxaom sTame KOHKypca AaroTcsi Bce Oojiee CIOXKHBIE CIIOBA, MOKa HE OCTAHETCS OJUH
noGenuTenb. BriepBele KOHKYpC ObUT MpoBesieH B janekoM 1925 roay u ¢ Tex mop He Tepser
nonynsipHocTu. Celiuac Spelling bee mpoBosAT B pa3HbIX cTpaHax MUPA.



https://howtospell.co.uk/spellingquiz.php
http://eslus.com/LESSONS/SPELL/SPELL.HTM
http://www.wordgames.com/
http://www.merriam-webster.com/word-games
http://www.funbrain.com/spell/

3. METOAMYECKHUE PEKOMEH/JALIMHA 11O U3YYEHHUIO TEOPETHYECKOI'O
MATEPHUAJIA

Wzyuenmne mo0oro pasnena cienyer HauMHATh C O3HAKOMJIGHHS C BOMPOCAMH IUIaHA
u3ydeHust TeMmbl. Ilpu u3ydyeHMM TeopeTHYecKoro MaTepuajla HEeoOXOJUMO HCIOJIb30BATh
PEKOMEHIYEMYIO OCHOBHYIO M JIONOJHUTENIbHYIO JIUTEpATypy Ul JIy4LIEro YCBOEHUS
MaTepuana.

OcBauBaTh TEOPHUIO CIIEIYET B COOTBETCTBUU C TOW IOCIEAOBATEIBHOCTBIO, KOTOpas
IIPEJICTABJICHA B IUIAHE CAMOCTOSTENIBHBIX U IPAKTUYECKUX 3aHATHIH.

Metoauka paboThI C IUTEPaTYpOil HMpeaycMaTprBacT BEJCHHUE 3alUCH MPOYUTAHHOTO B
BUJE IUIAHA-KOHCIIEKTA, OIOPHOIO KOHCIEKTa W T.J. OTO TIIO3BOJMUT CHEJNaTh 3HAHUA
CHCTEMHBIMH, 3a(UKCUPOBATH M 3aKPEMUTh UX B AMSTH.

KoHcnekT — coxHbIi c11oco6 U37105KEeHUsI COEPKaHUs KHUTH WM CTaTbU B JIOTMYECKON
1oCJIe0BaTeNbHOCTU. KOHCIIEKT akKyMynupyeT B ce0e Ipeaplayline BUbl 3alUCH, TI03BOJISET
BCECTOPOHHE OXBATUTH COJEP/KAHUE KHUIM, CTaTbM, TEKCTa, I'PAMMATHYECKOrO0 Marepuala.
[ToaToMy ymMeHHE COCTaBIAThH IUIAH, TE€3UCHI, J1€1aTh BBIIUCKU U JIPYrHe 3allUCU ONpEAesieT U
TEXHOJIOTHIO COCTaBJICHMSI KOHCIIEKTA.

MeTtoauyeckue yKa3aHHs 110 COCTABJICHUIO KOHCIIEKTA
1. BHuUMAaTEIBHO INPOYUTANTE TEKCT. YTOYHUTE B CIPABOYHON JMUTEpaType WM CJIOBape
HENoHsATHbIEe cyioBa. llpu 3ammcu He 3a0yabTe BBIHECTH CIPAaBOYHbBIE JAaHHbIE Ha IO
KOHCIIEKTa;
2. Beiienure riaiaBHOE, COCTABBTE IIJIAH;
3. Kparko cpopmynupyiite OCHOBHBIE ITOJI0KEHUS TEKCTA,;
4. 3akOHCHEKTUpYHTE MaTepuan, 4YeTKO Cieqys NyHKTaM IuiaHa. lIpu KoHCneKTHpoBaHUU
CTapaiTeCh BBIPA3UTh MBICIb CBOMMH CIIOBaMU. 3aIIUCHU CJIELYET BECTH YETKO, SICHO.
5. I'pamoTHO 3anuceiBaiiTe HUTATHL. LIUTHPYS, yUUTBIBAUTE JTAKOHUYHOCTD, 3HAYMMOCTb MBICIIH.

B Texcre KOHCIEKTa KeNaTeabHO IPUBOAUTH HE TOJIBKO TE€3HCHBIE MOJIOKEHHS, HO U UX
nokazatenbeTBa. [Ipu odopmieHHH KOHCIEKTa HEOOXOJUMO CTPEMUTHCS K €MKOCTH Ka)J10To
npeuiokeHusl. MBICIM aBTopa KHUTH CIIeAyeT u3jaraTb KpaTko, 3a00TsACh O CTHIE U
BBIPA3UTEIbHOCTH HAIIMCAHHOTO. J{J1s1 yTOUHEHUS U IOMOJHEHHsI HE0OXO0IUMO OCTABJISITh MOJIS.

Iporieypa mpoBepKM KOHCHEKTa BKIIIOYAET B ceOsl IepeyeHb BOMPOCOB 0a30BOro MU
MIOBBIIIEHHOTO YPOBHEH 7151 cOOECce0BaHUsL.

MeTtoanyeckue peKOMEHAALMH 110 NPEeACTABJICHHIO H 0()OPMIICHHIO
pe3yJIbTaToB codecel0BAHUSA

CobecenoBanmne mpeacTaBIseT cOOOM MHAMBHUIYAIbHYIO Oecely ¢ KaKIbIM CTYJIEHTOM
M0 TPEUIOKEHHBIM BOIIPOCAaM € TMOCIEAYIOIIEH OLICHKOW HMX MOAroToBKU. Llenbro maHHOM
(bopMBl 3aHATHUS SIBJISETCS OCYILECTBIEHHE TEKYIIero KOHTPOJs 3HaHUM mo Teme. B 3amaum
co0ece0BaHNs BXOAUT MIPHOOPETEHNE HaBbIKa pabOThI C ICTOYHUKAMU U JIUTEPATYPO; YMEHUS
IPaMOTHO COCTaBJIAITh KOHCIEKTHI M MOJIb30BAaThCS UMHU; BBISIBIIATH Pa3JIMYHbIE TOUKH 3pEHUS Ha
poOJIeMy U CTETIeHb €€ pa3pabOTaHHOCTH B JIUTEpATYpE.

CobecenoBanue mpenmnonaraeT  o0s3aTeNbHOE  KOHCIEKTUPOBAHME TEKCTa MU
rpaMMaTH4ecKOro MaTepuana, a Takke IpopadoTKy Bcel MPeUI0KEHHON JINTEpaTyphl 0 TEME.

Bonpocsl qyia cobecejoBaHuss U KpUTepUH olieHuBaHus npuBereHbl B POC naHHOM
JTUCIUTUIAHBI.

4. METOAUYECKHE YKA3AHUSA 11O BUJAM PABOT,
MPEJIYCMOTPEHHBIX PABOUYEM ITPOTPAMMOM JJUCHUTIJIAHBI
4.1. IToaAroToBKa K NPAKTHYECKUM 3aHATUAM
Memoouueckue ykasanus no n0020moeKe K npaKkmuyeckum 3aHamusm.
K camocrosTensHOil paboTe OTHOCUTCS MOATOTOBKAa K MPAKTHUECKOMY 3aHATHIO U
BBITNIOJTHEHUE TOMAILIHETO 3aJaHUsl.



JlomaliHee 3alaHMe COCTOMT M3 WHAMBUAYAIbHBIX 3aJaHUW, IPOLELypa IIPOBEPKHU
KOTOPBIX BKJIIOYaeT B ce0s TMepeueHb TMPAKTUYCCKUX VYIPAKHEHUH ¥ BOMPOCOB IS
cobeceqoBaHUs.

HNToroBpiii NPOAYKT cAaMOCTOSATEIbHOM PA00THI: MHIUBUIYAIBHOE 3a/IaHHE.
CpencTBa M TEXHOJIOTHH OLIEHKH: COOECeIOBaHUE.

4.2. MeToanyecKue YKa3aHUs N0 COCTABJIEHHUIO IJ10CCAPHS 10 TEKCTY

[Tono6Ho M1060MY CIOBapIO IJIOCCApUil COCTOUT M3 AaBTOHOMHBIX JIEKCUUECKHUX €IMHHIL,
PAacIoNOKEHHBIX
- 1o andaBuTy;

- IO Mepe TOSBJICHUS TEPMUHOB B TEKCTE WU 33/1aHUY;
- B COOTBETCTBUU C TEMOU M3y4aeMoOro paszjelia JUCIUILINHBL.

Jlnist cocTaBiieHUs TI0Ccapysi MO 3a/JlaHHON TeMe HY)KHO HaWTH MH(OPMAIMIO C pa3HBIX
UCTOYHUKOB (ceTh «MHTEepHET», YHIMKIIONEINH, MPAKTUYECKUE TOCOOus, yueOHas IuTeparypa),
U3YYUTH €€ U COCTAaBUTh B PYKOIIICHOM BapHAHTE I MOJIb3YSICh TEKCTOBBIM IPOLIECCOPOM.

PaGora gpomxna ObITh mpencTaBieHa Ha Oymare ¢opmata A4 B MeYaTHOM
(KOMIIbIOTEPHOM) UJIM PYKOIIMCHOM BapUaHTE.

Kaxxnas nexcuueckas eAMHMIIA 3aMUCBHIBAETCS Ha OTHENBHOM cTpouke. B cocTtaB ee
XapaKTEPUCTHKHN JIOJDKHBI BXOJIUTh HE TOJBKO KpPATKOE TOJKOBAHWE, HO M KOMMEHTApHH,
MPUMEPBI, MOSICHSIONINE LUTAThl, CCHUIKA Ha JUTEparypy. [ TaBHBIM OTIWYHEM TJOCCapus OT
OOBIYHBIX CTIOBapei ABIsETCS (POPMUPOBAHUE €TO B KAYECTBE €IMHOTO KOMIUIEKCa HHPOpMALuu
B COOTBETCTBUU C UCCIIEI0BATEIBCKON MIIH MPAKTUUYECKON 3aauei.

PexoMeH1a1IUM 110 COCTABJIEHUIO IJIOCCAPHUSI:
* I'1aBHOe NMpaBWJIO rJjioccapusi — J0CTOBepHOCTh. [losicHeHue A0KHO Hanbosiee TOYHO
OTpaKaTh CYTh JIEKCHYECKOW €UHUIIBI.
* [losicHeHue T0J15KHO OBITH KOPPEKTHBIM U MOHATHBIM. Henb3s UCIob30BaTh OTKPOBEHHBIE
KAPTOHU3MBI, HO ¥ CIIMIIIKOM CJIO’KHBIA HAYYHBIH TEKCT MOYKET TOJIBKO 3aITyTaTh ITOJIb30BaTEIIs.
* YuuthiBaTh BCe BapuaHTbl. Eciu OOWH W TOT XK€ TEPMUH MOXKET HMETh HECKOJIBbKO
PaBHO3HAYHBIX 3HAYCHHM, HYXHO YYUTHIBATH BCE BapHAHTHl, U HA KOHKPETHBIX IpHUMEpax
MPUBOIUTH 3HAUEHHE TEPMUHA B TOM WJIM HHOM KOHTEKCTE.
HToroBplii NPOAYKT CaMOCTOSITEILHOM PadoThI: CIIOBAapHAs CTAThSI.
CpeacTBa M TeXHOJIOTHM OLEHKH: COOece0BaHUeE.



OLEHOYHBIE CPEACTBA JIs1 IPOBEPKH YPOBHSI COOPMHPOBAHHOCTH
KOMIIETEHIIUA

Cemectp 3

1. Public affairs

a)00I1IeCTBEHHO-TIOIMTHYECKAE KOMMYHHKAILIUH, Pad0Ta ¢ 0OLIECTBEHHOCTHIO
b) mpoasmkenune

C) uHbOpMHUpPOBaHKE OOIIECTBEHHOCTH

2. Promotion

a) MH(POPMHUPOBAHKE OOIIECTBEHHOCTH

b)obmiecTBeHHO-TIOIMTHYECKIE KOMMYHHUKAIIMH, paboTa ¢ 00IECTBEHHOCTHIO
C) IPOABIKEHHE

d) maGIUIUTHBIN KamuTa

3. Public awareness

a) IPOBIKEHHE

b) maGnuiuTHLII KanuTan

C) uH(pOPMHUPOBAHKE OOIIECTBEHHOCTH

d)o01ecTBEHHBIM KOHTPOJIb, IPHCTAILHOE BHUMAaHHE 00IIECTBEHHOCTH

4. Public scrutiny

a)00IIeCTBEHHBIM KOHTPOJIb, TPUCTAILHOE BHUMAHUE OOIIECTBEHHOCTH
b) maGuiuTHEII KanuTan

C) moaepIKKa IUPOKHUX MACC HACEIICHHUS

d) 3aMHTEepECOBAHHOCTh YYaCTBYIOLIMX CTOPOH

5. Community relations

a) CBSI3U C MECTHBIM HaceJICHHEM

b) xoHduKT HHTEpECOB

C)OLICHKA peryTaluu

d)HeduHaHCOBAs IIEHHOCTh KOMITAHHUU: JICJIOBAst PEIYTALUS, UMUK

6. Reputation measurement

a) KOH(DJIMKT HHTEPECOB

b) orenka penyranun

C) CBSI3H C MECTHBIM HaceJIeHUEM

d) moaeprkKa MUPOKUX MACC HACEIICHUS

7. Holding statement

a) moIepKKa MIMPOKUX MACC HACETICHUS

b)HedbmHaHCOBas IEHHOCTh KOMITAHUU: JIEJIOBAsT PEIYTALUS, UMUK

C)OIIeHKa peryTalum

d)kpartkoe cranmapTHOE HeAeTaIM3UpoBanHOe coobmienue it CMU — maboH, yacto
UCIIONIB3YEMBIN B aHTUKpU3UCHOM PR

8. Goodwill

2)00I1IeCTBEHHO-TTOJUTHYECKHE KOMMYHHKAIIMH, pa0doTa ¢ 00IIEeCTBEHHOCTHIO
b)oOmuiecTBeHHBIN KOHTPOITb, MPUCTATBHOEC BHUMaHHE O0IECTBEHHOCTH

C) KOH(IIUKT HHTEPECOB

d)neduHaHCcOBas IEHHOCTh KOMIIAHUU: JICJIOBast PEIyTaIlHsI, UMUK



9. A spokesperson

@) 100UTHCS TPUHSTHSI HOBOTO MTPOIYKTa

b)npecc-cexperaps / ouiManbHbII TPEICTABUTEb KOMITAHUT
C) OIleHKa peryTaluu

d) nenoas pemyranus

10. To raise brand awareness

a) IOBBICUTH UMUK

b) moBeicuTh y3HABacMOCTH OpeHIa

C) 10OUTHCS TIPUHSTHUS HOBOTO MTPOIYKTa
d) KOH(IUKT HHTEpECOB

11.To achieve new product acceptance

a) 3aoIy4uTh OJAronpHUsTHOE OOIIIECTBEHHOE MHEHHE
b)BiusaTE Ha 00OIIECTBEHHOE MHEHUE

C) MOOUTHCS TIPUHSTHS HOBOTO MTPOIYKTa

d) onienka penyrarnuu

12.To gain favorable public opinion

a) 3aroay4uTh OJaronpHUATHOE OOLMIECTBEHHOE MHEHHE
b) ycTaHOBUTH MOCTOSHHBIC OJTOCPOYHBIC OTHOIICHUSI
C) MOBBICUTH y3HABAEMOCTh OpeH/Ia

d) 1oOHUTHCS IPUHATHS HOBOTO TIPOYKTa

13. To set ongoing long-term relations

a) YCTAaHOBUTH MMOCTOAHHBIC JOJTOCPOYHBIC OTHOIICHUA

b) 1oOuTHCS MPUHSTHSI HOBOTO MTPOIYKTA

C)rpecc-cekperaph / OQUIHATLHBIN TPEACTABUTENh KOMITAHHH
d) MOAACPIKKA MIUPOKUX MACC HACCIICHU A

14.Target audience

a) 1eneBast ayJIUuTOPHsI
b) corpyanuku

C) KJIMEHTBI

d) uaBecTOpBI

15.Internal publics

a) BHYTpPEHHSISI O0IIECTBEHHOCTh
b) mapTHeps

C) COTPYIHHUKH

d) mpaBuTENBCTBO

16.Segmented groups

a) UHBECTOPBI

b) knuenTHI

C) IpyIMITbl OOIIECTBEHHOCTH
d) cermeHTHpOBaHHBIE TPYIIIIEI

17.External publics
a) BHEIIHSS OOIICCTBEHHOCTh
b) uenesas ayauropus



C) rpyIIibl OOIIECTBEHHOCTH
d) CMU

18.Communications audit

a) KOMMYHHUKAIIMOHHBIN ayauT
b) rpymmel o6mecTBeHHOCTH
C) ueneBast ayJuTOPHsI

d) mpecc-cexperapb

19. Community groups

a) IpyIIibl 00IIECTBEHHOCTH
b) maprHeps!

c) CMU

d) xkiaMeHTHI

20.0ur focus is on honest and transparent communication.

a) Hamny4mmm pesynbpraTom Hateil ctpateriuu PR moxer crath addext capadanHoro paauo.
b) MbI HaleIeHBI Ha YECTHOE U IMPO3PAUYHOE OOIIEHHE

¢) Ham Heo0Xx01MMO IIHPOKOE OCBEIICHHE B CPEACTBAX MACCOBOM MH(MOPMAIIMH U TTOIEPIKKA CO
CTOPOHBI COLMMAJIbHBIX ceTell.

21.Labour policy of our company is clear, we treat employees fairly and maintain unified
corporate culture.

a) pr,[[OBa}I HOJIMTHKA HallIeH KOMIIAaHUH SICHA: MBI CIIpaBCAJIMBO OTHOCUMCH K COTPYAHHUKAM U
HOAACPKUBAEM €AUHYIO KOPIIOPATUBHYIO KYIbTYPY

b)llens Hamero kypca KOPIIOPATHBHOW COIMANBHON OTBETCTBEHHOCTH — YJOBJICTBOPHUTH
TeKyIue MOTpeOHOCTH 6€3 yiepoa /i Oy yImuX MOKOJICHHH.

C) MbI HalleJIeHbl Ha Y€CTHOE U TPO3pavyHoe OOIIeHUE

22.The goal of our corporate social responsibility policy is to meet current needs without
compromising future generations.

a)I_ICJ'IL Hamero Kypca KOpHOpaTHBHOﬁ COI.II/IEUIBHOf/i OTBCTCTBCHHOCTH — YHOBJICTBOPUTH
TeKyIue MOTpeOHOCTH 6€3 yiepoa /1 Oy yImux MOKOJICHHH.

b)Haunydrmwm pesynbraTom Hamieil crpareruit PR mosxer crathb 3 ekt capadhanHOTO paauo.
C)CO3JIaHI/I€ HCKYCCTBEHHOI'O 06HI€CTBGHHOF0 MHCHUA, 4aCTO HMCIOJB3YCTCA IMOJIUTUYCCKUMU
NapTusiMu U KPYIIHBIMU KOPIIOpALUAMU (HaHI/IcaHI/Ie 3aKa3HbIX CTaTeﬁ, KOMMCHTAapuu B Oorax
OT MHOXXECTBA «KYIIJICHHBIX» HOJ'II)SOB’(ITGJ'ICI\/'I)

23.We need broad media coverage and social media support.

a)COSIlaHI/IC HCKYCCTBCHHOI'O O6I.I.ICCTBCHHOF O MHCHUS, 4aCTO HCIOJIB3YCTCA MOJIUTUYCCKUMU
NapTUSIMU U KPYIHBIMH KOpIIOpalusMu (HamMcaHue 3aKa3HbIX CTaTeld, KOMMEHTapuu B Oiiorax
OT MHOXXCCTBA «KYIIJICHHBIX» HOJ'IL3OB8.TCJICI71)

b)Ham HeoOX0aMMO IMHPOKOE OCBEIIEHUE B CPEICTBAX MACCOBOM MH(DOPMAIIUH U MOIICPKKA CO
CTOPOHBI COITUAJIBHBIX ceTeill.

) Hamnydmmm pesynabpraTtom Hateil ctpaterin PR moxeT ctath addext capadanHOro paamo.

24.The best impact our PR strategy can get is word of mouth effect.

a) Hamnyummm pesynbraTtoM Hamieit crparerun PR Moxet ctath 3¢ dexT capadanHoro paauo.

b) TpynoBas nonuTHKa Haiel KOMIIAHUH SICHA: MBI CITPABEIJIMBO OTHOCUMCS K COTPYTHHKAM U
MOAIEPKUBAEM EIUHYIO KOPIIOPATUBHYIO KYJIBTYPY

C) danpmuBeIii OJ10T, co3MaBaeMblii PR-crienuanucToM 0T KMEHH TIOTPEOUTES B HIENIIX



25. Today we are going to make an official statement to avoid rumours spread around pieces of
glass that were found in our dairy bottles.

a) pr,Z[OBaH MOJNUTHKA Halllel KOMITaHWHU SICHA: MBI CIIpaBCJINBO OTHOCHUMCA K COTPYIHHUKAM H
HOAACPKUBAEM €ANHYIO KOPIIOPATUBHYIO KYIbTYPY

b) Ceromus Mbl cienmaem oduiManbHOE 3asABICHHAE, YTOOBI M30€XKaTh PACIIPOCTPAHECHHUS CIIYXOB
BOKPYI' KYCOYKOB CTCKJId, KOTOPBLIC GI)IJ'II/I HaﬁﬂeHbI B HAllIMX MOJIOYHBIX NPOAYKTAX.

¢) Hamnyurmm pesynpratoM Hameil crparerunnd PR Moxer ctath a¢dexT capadanHoro pamuo.

26. Brinimure mpoIyIeHHoe CII0BO:
Where ___ the Johnsons live?

27. Brinmmre nporyieHHoe CIIOBO:
It rainy in autumn.

28 .Bnumure nponyiieHHoe CI0BO:
Usually I at home on Sundays.

29. Brinmmre npomyieHHoe CI0BO:
Hurry up, John. I’m waiting ___ you.

30. Briummre mpomnyieHHoe CI0BO:
I don’t speak any foreign _ , but [ am learning English now.

31. Boummre npormymeHHoe CIIOBO:
Pat’s mother __ a teacher.

32. Boummre npomyieHHoe ClI0BO:
My mother __ got a bad headache.

33. Brmmmte nporymeHHoe CIIoBO:
Why are you crying? __ something wrong?

34. Bnummre npomymeHHoe CII0BO:
How much this sweater cost?

35. Briummre npomyiieHHoe ClI0BO:

___doesn’t you Dad use a dictionary when he translates from Russian into English? He knows
English well.

36. ChopmynupyiiTe mpaBuia 00pa3oBaHus HACTOSIIET0 BpeMeHH rpymmnsl Continuous.
37.ChopmynupyiiTe npaBuiia 00pa3oBaHMs HacTosIero Bpemenu rpymisl Indefinite.

38. Chopmynupyiite nmpaBuia oOpa3oBaHUsl BONPOCUTENBHBIX MPEIIOKEHUH, OTHOCIIIUXCA K
HOJUIEXKALEMY WU €T0 ONPEIEICHHUIO.

39. ChopmynupyiiTe mpaBmiia HCIOIB30BaHUS Hapeunii «much, little, many, few».

40. Mecto Hapeuuit oOpa3a JeHCTBUSI M CTCTICHH.



41. Mecto Hapeuuii 0Opa3a IeHCTBHS U CTETICHH.

42. Chopmynupyiite 5-7 npensgoxKeHui mo TeMe:
CeMbst 1 pOJICTBEHHBIE OTHOIICHHUS.

43. ChopmynupyiTe 5-7 mpeasioKeHUH 0 TeMe:
JleHb poxaeHus.

44, Chopmynupyiite 5-7 npengoxKeHu Mo TeMe:
Moii nom.

45. ChopmynupyiTte 5-7 mpeasioKeHUH 10 TeMe:
l'opon, B KOTOPOM 1 KHBY.

46. Chopmynupyiite 5-7 MpeIOKSHHN IO TeME:
YeioBeK U ero Xapakrep.

47. Chopmynupyiite 5-7 npeyioKeHU 1O TeMe:
Mouwu npy3bs.

48. Chopmynupyiite 5-7 MpeIOKSHHN IO TeME:
HoBble 3HaKOMCTBA.

49. Chopmynupyiite 5-7 npesioKeHUI O TeMe:
[Incemo npyry.

50. Chopmynupyiite 5-7 mpeaIoKeHAN IO TeMe:
Cucrema o6pazoBanus B Poccuu. Briciine yueOHbIe 3aBeieHNUS.

51. Chopmynupyiite 5-7 npenngoxkeHuit no Teme:
3BOHOK JIpYTY.

52. Cpopmynupyiite 5-7 npenoKeHnui Mo Teme:
Y4eOHbBIH IOl U DK3aMEHEI.

53. Chopmynupyiite 5-7 npenngoxKeHuit no Teme:
By3, B KOTOpOM £ y4yChb.

54. Chopmynupyiite 5-7 mpeaioKeHU 10 TEME:
ApeHia KBapTUPBI.

55. Cpopmynupyiite 5-7 npenaoxKeHuit mo Teme:
CryneHTHl Ha KaHUKYJIax.

Cemectp 4
1. Astroturfing (ot auru. AstroTurf — uckyccTBeHHas TpaBa /115l CHOPTHUBHBIX IIOMIA0K )
a)co3/laHHe HMCKYCCTBEHHOTO OOIIECTBEHHOTO MHEHHS, YacTO MCIOJB3YeTCS MOJUTHYCCKUMHU
NapTUSIMU U KPYIHBIMH KOpIIOpalusMu (HalmMCcaHUe 3aKa3HBbIX CTaTeld, KOMMEHTapuu B Oiiorax
OT MHO>KECTBA «KYIJIEHHBIX» 10JIb30BATENIEH )
b)ckpertas ommara CMU 3a pa3MmeIneHHbIi MOIOKATEIbHBIA MaTepral o cyobekre PR
C)OCBEIOMHTEIb, HH()OPMUPYIOIIUI O JEWCTBUIX KOHKYPEHTA



2.Flog

a) opryna

b) danpmuBeii Omor, co3maBacMblii PR-crienuanincToM OT HMEHH MOTPEOMTENs B LENAX
MMPOABHIKCHUSA KOMITAHHUU UJIU ITPOAYKTA

C)OCBEIOMHTEIb, HH)OPMUPYIOIIUT O ICHCTBHUIX KOHKYPEHTA

3. Pay to play

a) HanMcaHue 3aKa3HbIX cTaTel

b)ckpeitas ommara CMU 3a pa3meleHHbIN MOI0KATEIbHBIA MaTeprai o cyosekte PR
C) nerstronuii nadomnosox st CMU

4. Smear campaign

a)KaMIIaHWs, HAPABJICHHAs HA JUCKPEIUTAIMI0 KOHKYPEHTa myTeM (habpukamuu KoMmpomara
Ha Hero (J0CIOBHO — rps3HAst KaMITAHU )

b) panpimmBeIi Gi10T

C) COrJIacOBaHHOT'O BPEMEHH M JaThl

5. Whistleblower (ot ciioB whistle (cBuctok) u blow (1yTh))

2)0CBEIOMHTEIb, HHDOPMUPYIOIIUH O TEUCTBHUIX KOHKYPEHTA

b) «pwibay — cranmapTHas 3aroTOBKa JUIS IPECC-peiin3a ¢ KpaTkoi nHpopMaIien 0 KOMIaHu!
C) OT MMEHH OTPEOUTEIS

6.Boilerplate

a) KOpIopaTUBHAS MMOJUTHKA

b)«pbibay — cTaHgapTHAs 3ar0TOBKA IS MPECC-peiin3a ¢ KpaTKoi HH(OpMaInei 0 KOMITaHUN
C) KOpHopaTHBHAas KyJbTypa

7.Hook, peg

a) (UpMEHHBIN CTUITb

b) nernsrommit naponoson s CMU

C)OCBeIOMUTEITb, UHGOPMUPYIOLIHI O JEUCTBUSIX KOHKYPEHTa

8.Embargo

a) KOpIopaTUBHAS MMOJUTHKA

b) obmen cBemenusmu Mmexay PR-mpodeccuonarom u CMMU, kotopble He MOTYT OBITh
OITYOJIMKOBAHBI JI0 COTJIACOBAHHOT'O BPEMEHHU U JAAThl

C) GUpMEHHBIN CTUIIb

9. Lots of people prefer living in cities rather than in the countryside because it is often easier to
get good education and find a well-paid ___.

10. BnummuTe npoImyImeHHoe CIOBO:
I'm not tired enough to go to bed. If I ___ to bed now, | wouldn't sleep.

11. BnummuTe NporymueHHoe CI0BO:
Can you bring me adrink? — Yes, | .

12. Bnummre npomymeHHoe CIOBO:
May I take that chair? — Yes, you .



13. Bnummre npomymeHHoe CIOBO:
Nobody _translate the text yesterday.
14. BnummuTe NpomyieHHoe CI0BO:
Who __ answer my question?

15. BnummTe nponymeHHoe CI0BO:;
If I were you, | ___ buy this car.

16. BnummTe npomymeHHoe CIOBO:
| want her __ get up early in the morning.

17. BnummuTe NponymeHHoe CIO0BO:;
I swim.

18. BnmmmTe npormmymeHHoe CIOBO:
If I had seen her, I ___ told her about it.

19. BnummuTe NporymeHHoe CI0BO:
Canyou help me? —Yes, | ___.

20. Tlagexxu UMEH CYIICCTBUTEIBHBIX: OOIIUH MMaeK, TPUTIKATSIIBHBIN MaIeK.

21. CdodopmynupyiiTe npaBwia o0pa3oBaHus MpomIeAmero BpemeHu Tpynnsl Indefinite
NPaBUIBHBIX ¥ HEMPaBHJIbHBIX IJ1aroJIOB.

22. CdodopmynupyiiTe npaBuiia UCIOJIb30BaHMs Ii1aronia «to have» n obopora «have goty.
23. CoopmynupyiiTe npaBuiia UCIIOIb30BaHUS HEOMIPEACIIEHHBIX MECTOUMEHHUHI «Some, any».

24. CdoopmynupyiiTe mpaBuia 00pa3oBaHUs MPEUIOKEHUH C HCIIOJIB30BaHHEM 000pOTa
«there is, there are» B HacTosiIIeM U npoienieM BpeMeHax rpynmnsl Indefinite.

25. Vcmonmp3oBaHHE MOJAIBHBIX TIIar0JI0B «can, may, musty.

26. CodopmynupyiiTe nmpaBuiia 00pa30BaHHs HACTOSIIETO BpeMeHH rpymbl Perfect.

27. CdodopmynupyiiTe npaBmiia 00pa3oBaHHUs BOIPOCUTEEHO-OTPHUIIATEIBHBIX TPEIIOKECHHA.
28. CdodopmynupyiiTe nmpaBuiia 00pazoBaHus Oyaymiero Bpemenu rpynms! Indefinite.

29. T'maromsl «to speak, to talk, to say, to tell».

30. Cdopmymupyiite 5-7 nmpeIokKeHUH 110 TeMe:
Xo60wu.

31. Cdodopmynupyiite 5-7 npeasioxKeHHH o Teme:
CropT u 370pOBBIil 00pa3 KU3HH.

32.  Coopmynupyiite 5-7 mpeasioKEHHH 10 TEME:
Kanukynsl Ha Mmope. KaHuKyibl Ha TOPHOIBIKHOM KYPOPTE.

33.  Coopmynupyiite 5-7 npeasioKeHH 1o TeMe:



Poccus.

34. Cdopmynupyiite 5-7 npenoxKeHuH Mo TeMe:
[TyremectByem o Poccum.

35.  Cdopmynupyiite 5-7 npeanoxxeHuii mo Teme: Mocksa.

36. Cdopmynupyiite 5-7 npemioxKeHui 1Mo Teme:
3HameHUThIe yueHble. Brigatonuecs nuunocty Poccun.

37. Cdoopmynupyiite 5-7 npeasioxxeHuii mo teme: [IATUropck: 3HaMEHUTHIE MECTA.

38. Cdodopmynupyiite 5-7 IPEeIOKEHUH o TeMe: CesepHblii Kagkas.
Hocronpumeudatensaoctu CeBeproro Kaskasa.

39. Cdodopmynupyiite 5-7 npeanoxkenuii mo teme: [lyremecrtsue Ha moese.

40. Cdopmynupyiite 5-7 npeioxkeHuii mo reme: becena ¢ momyTyuKom.

41. Cdopmynupyiite 5-7 npemiokenuii mo reme: [lyremecTByem Ha camolieTe.
42. Cdopmynupyiite 5-7 npeanoxxkenuit o treme: O6cmyKuBaHuEe B CaMOJIETE.

43. Cdopmynupyiite 5-7 npemnoxenuit mo teme: I[lyremectBue Ha MammnHe. ApeHaa
aBTOMOOMJIS.

44.  Chopmynupyiite 5-7 npeanoxxeHuit no teme: OpreHTaus B HE3HAKOMOM T'OpO/I€.

45. Cdopmymupyitte 5-7 npennoxxenuit mo teme: S 3admyauics.
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