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1 OIIeHO‘{HLIe cpeacrea AJisi MPOBEACHUSA TEKYIIECI0 KOHTPOJIA 1O yqeﬁﬂoﬁ JUCHUIIJINHE

OYHOEe

3aoanus no meme 1.1 (OK-9)
Exercise 1. Find in the text the English equivalents for the following:
npeoaojicBatb BpEMA U paCCTOAHUC, BECb MUP, €3AUTh HAa MCETPO, 6paTb TaKCH; KOMaHJAWPOBKA,
OTKPBIBaTh/OOHAPY)KHMBATh; JEJaTh TEPECcajKy; paad yIOBOJBCTBHUS, CpPEICTBA TPAHCIIOPTA;
pacrionarath 4eM-HHOYb; 3aKa3aTh OWJIETHI 3apaHee; MepeceKaTh OKEaHbl; pacHucaHue/rpaduk;
aBTO6yCHLIe TYPBI; XOAUTH B IOXOM; LCJIb MMYTCIICCTBUA; IPECUMYIICCTBA.
Exercise 2. Answer the following questions:
1. When do you usually travel?
2. Where do you go?
3. Do you collect information about the places you would like to visit?
4. Do you think that travel broadens one's mind?
5. Some people travel to faraway places not to see people, while others travel to meet people. What
about you?
6. What places would you like to visit?
7. What do you like better, to travel alone or in a group? Why?
8. How are you going to spend your next vacation? Are you going to go anywhere? How long are
you going to be on vacation? What are you going to do? Is anyone going to travel with you?
9. What do you hate doing on vacation?
10. When did you last travel by railroad?
11. From which railroad station do trains leave Moscow for the South (the North, the West, the
East)?
12. Do you prefer a lower or an upper berth? Why?
13. Are you fond of travelling?
14. Why do people travel?
15. How many hours a day do you spend travelling?
16. Why do some people choose planes for travelling?
17. Do you like to travel by train? What are its advantages?
18. Would you like to go on a big ocean cruise?
19. Why can it be convenient to travel by car?
20. Have you ever been on a coach tour?
21. If you could spend a hiking holiday wherever you like, what place would you choose?
Exercise 24. Put in the missing prepositions from the list below. Retell the text.

Travelling by Train in Britain
One ... the first things a foreigner notices about British railways is the platforms. They are higher
than in most parts ... the world. The platform is almost... a level with the floor of the carriages. You
do not, therefore, have to climb ... into the railway carriage in Britain. This makes it a little easier to
get in and ... of the carriage with your luggage.
The trains that go to and from London are very crowded ... the times when people are travelling to
work, since about a million people travel... London to work each day. There are cheap tickets after a
certain time ... the day, usually about 9.30 when everyone has gone to work. These are called cheap
day return tickets. It is often nearly 50 per cent cheaper to travel ... London after 9.30 than before
this time.




On many fast trains to London there is a dining-car ... which you can buy lunch, dinner or coffee.
On others there is a buffet ... which it is possible to buy snacks and drinks. Sometimes a waiter ...
the dining-car brings round cups of coffee to the passengers.

There are only two classes in Britain — first and second. A first-class ticket costs 50 per cent more
than a second-class ticket. On long journeys, there is a ticket inspector, who visits every passenger
to see if he has the right ticket and is not travelling ... the wrong class.

In England, train passengers seldom converse ... their fellow-travellers even on a long journey —
this is more a national custom than a matter ... etiquette. When the passenger reaches the end ... his
journey and leaves the train, he has to give his ticket to the ticket collector ... the exit before he can
leave the station.

with; at (3); of (5); in(2); from; out; up; to (2); on

3aoanusa no meme 1.2 (OK-9)
YupaxkHeHus K TeKcTy «At a Hotel».
Exercise 1. Find in the text the English equivalents for the following:
3a6pOHI/IpOBaTB HOMCP; OCTAHOBUTLCA B TOCTUHHIIC, KOpH)IOprIﬁ; AJIMUHUCTPATOP, OI[HOMCCTHBII‘/'I
HOMeEp; ABYXMECTHBIN HOMEp; PErUCTPUPOBATHCS; OJIaHK pErucTpalyy; KiIroy; Bemaaka Jis
KJ'IIO‘IGﬁ; COBPCMCHHBIC yI[O6CTBa; 06CJ'Iy')KI/IBaHI/Ie; IJ1aTa; IpOCUTh; NPEAYIIPCKAATh, IPUTOTOBUTH
CYET; BbIE3KaTh (BBIMHCHIBATHCS)
Exercise 2. a) Answer the questions:
1. Why is it best to book a room/make a reservation?
2. How can you book a room at a hotel?
3. Who usually helps you with your luggage when you come to a hotel?
4. Whom will you address for a room when you come to a hotel?
5. What will the receptionist most probably ask you about?
6. What do you call the formality of putting down your name in a hotel register?
7. Who usually shows a traveler to his/her room?
8. Why are you requested to warn the receptionist in advance about the day and hour of signing
out/checking out?
Exercise 3. a) Match the English terms with their Russian equivalents.

1. usher a. aJMHHHCTPATOP

2. in advance b. mBeiinap

3. tips C. OJTHOMECTHBIN HOMEP

4. registration form d. xwuibe

5. attendant €. HOMep JIFOKC

6. single room f. mara

7. crew 0. KOPHUIOPHBIN, MOCHUIbHBIN
8. porter/bellboy/bellhop h. rocts

9. hill I. CTapumii nopThe

10. guest J. perucTpanoHHbIH OJaHK
11. accommodation K. MeOJMPOBAaHHBIC KOMHATHI
12. bell captain 1. cmyxammii rOCTUHUIIBI
13. charge m. 3apaHee

14. receptionist n. xomaHja, Opuraga

15. suite 0. YaeBble

16. lodging house p. cuer




Exercise 4. Choose the correct word(s) from the list below.

The Astoria Hotel
St Petersburg is a world-famous... and the second largest in our country. The Astoria Hotel is
located in the very... of the city. The ... has 430 guestrooms for a total of 800 beds. They include ...
apartments, suites, double and single rooms. Most of the guest-rooms are double .... There is a
sauna, a swimming pool, a fitness centre, a laundry, repairs and dry cleaning and a souvenir ... at the
hotel. The hotel also runs a "Rent-a-Car" service.
At the hotel you have at your service three ...: "Winter Garden" seating 140, "Astoria” — 150 seats,
"Angleterre” for 154 guests; a banquet hall for 130 seats, a grill-restaurant seating 60, two cabinets
for ... seats, several bars, cafes and buffets.
The Astoria Hotel has a business centre which is equipped with all kinds of... facilities and a
conference hall for 200 seats. At the service ... you can get the necessary travel information. The
clerks will ... you in ordering any kind of public services and tickets. The Astoria Hotel is the ...
hotel in Russia. Many well-known ... leaders, actors, singers, artists and poets stayed at this hotel.
help; kiosk; political; city; restaurants; hotel; 28; best; rooms; modern; several; heart;
bureau

Tecm no meme 1.1 u 1.2
BriOepuTe npaBubHbIi BapuaHT oTBeTa. (OK-9)
1) AT THE CUSTOMS
A Good afternoon, sir. Have you anything to declare?
B No, |_1 afew days. That’s why I came through the door where the notice _2 “Nothing to
Declare”.
Then you 3 this case, will you, sir?
Well, it’s rather a nuisance. My wife _4 me outside and I’m in a hurry.
It won’t take long, sir.
I see. Oh, dear. I can’t find the key. I _5 it.
What a pity, sir. Then we’ll have to stay here until you _6 one. Perhaps, if you _7 through
all your pockets, you’d find it.
Ah, here it is. But before you open it, | _8 you that all the watches are presents for my
family.
A Hm._9 17 of them. You _10 a large family, sir.

>wW>w>

w

1 A amonlyabroad B amonlyabroad C haveonlybeen D have only been
for since abroad for abroad since

2 A says B tells C issaying D istelling

3 A don’t mind B don’t mind to C won’t mind D won’t mind to open
opening open opening

4 A waits for B is waiting for C waits D iswaiting

5 A must have lost B must be lost C hadto lose D have had to lose

6 A will get B would get C are getting D get

7 A look B looked C had looked D would have looked

8 A need tell B need say C musttell D must say

9 A They exist B They are C There exist D Thereare

10 A haveto have B must have C mustbe having D have to be having

2) HARD DAY AND NIGHT TRAVELLING (OK-9)

A Hello, Mr. Fletcher. You look rather tired this morning.

B lexpectldo.l_11 tobed until four o’clock.

A _12 adifficult journey back from Scotland yesterday?

B Yes. The business trip was successful but the train arrived four hours late and I _13 a taxi.

In the end | _14 home and found my wife _15 the door and she didn’t hear me when I



o >

11
12
13
14
15
16
17
18
19
20

3)

rang the bell.

So what _16 then?
| thought | _17 to get in my breaking the kitchen window but I cut _18 hand on the glass
and fell on the dustbin. My wife woke up and rang the police, thinking | was a thief. When
they came, they asked me _19 to the police station with them. But my wife explained what
had happened. The next time I _20 in London late at night I’ll go to a hotel.

>>>>>>>>>>

didn’t go
Had you
must take
arrived in
has locked
did you do
must

me the
that | went
shall arrive

WWWWWWWWwWwW

wasn’t

Did you have
must be taking
arrived to

had locked

did you

have

myself the

that 1 would go
will arrive

OO0O0O00000000

haven’t gone
Were you having
must have taken
got

locked

you did

will have

my

to go

am arriving

BUYING A HOTEL (OK-9)
The price of hotel in Britain is going up _21 at any time since the war. There are a number of

(A UAUAUAVAVAVAUAWRW)

haven’t been
Have you had
had to take
got to

was locked
have you done
would have
me my

for going
arrive

reasons for this but the _22 all is the Government’s economic policy. Managers in factories see
23 so they are attracted to the idea of owning 24  business. _ 25 Britain’s weather is often
disappointing, the tourist industry is growing. Many people _26 like to combine a _27 holiday
with the opportunity of improving their English. It is therefore not surprising that businessmen are
buying hotels. The only thing _28 worries me is the kind of treatment their guests are _29 to
receive since _30 of them know anything about hotel management.

21
22

23

A
A

>>>>>>> >

>Wr>w >>
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more fast than
most important
of

to fall their
standard of
living

his proper

In spite of

in the Continent
fortnight

that

like

little

B
B

WWWwWwWwWwW

more fast that
more important
of

falling their
standard of
living

his own
Although

in the overseas
fortnight’s
what

probable

a little

C
C

C

O000000

faster than

most important
from

their standard of
living to fall

their proper
Even
abroad

two weeks
as

probably
few

D

(A UAUAUAUEURW

faster that

more important
from

their standard of
living falling

their own
However
foreign
two week’s
who

likely

a few

Excuse me. [ haven’t anywhere _31 . Can you tell me _32 anybody’s seat?
I _33 . There was a woman sitting there but she _34 the last station.

I suppose it’ll be all right if I sit there then. I think _35 hot in here but
perhaps it’s because _36 _this thick coat.

Why don’t you _37 ? You’ll be quite warm enough without it.
Good idea. How long does it take this train _38 to London?

About one and _39 , | think.
Perhaps I’ll be able to finish the book _40 . Would you like to have a look at

my newspaper?

Thank you very much.



31 A for sitting B that I sit C tosit D that 'm sitting
32 A thatthisis B if thisis C isthis D whether is this
33 A don’tbelieve B don’t believe it C don’t think D don’t think so
34 A wentoutin B went out at C gotoutin D gotout at

35 A it’s very much B it’s very C there is very D thereis very

much

36 A | wear B I’'m wearing C lcarry D I'm carrying
37 A putitoff B put off it C take it off D take off it

38 A toget B toarrive C coming D going

39 A half an hour B a half hour C ahalf hours D half hour

40 A I’'mreading B that I'm reading it C that | read it D which I read
Homepa 1 2 3 4 5 6 7 8 9 10
BOIIPOCOB

OTBeThI C A C B A D B C D B
Howmepa 11 12 13 14 15 16 17 18 19 20
BOITPOCOB

OTBeTHI A B D C B A D C C D
Homepa 21 22 23 24 25 26 27 28 29 30
BOIIPOCOB

OTBeThI C A D D B A B A D C
Howmepa 31 32 33 34 35 36 37 38 39 40
BOITPOCOB

OTBeThI C B D D B B C A A A

3adanusn no meme 2.1 (OK-9)

Task 1. a) Read and translate the text into Russian.
Choosing a Profession

Not all young people make the right choice straight off. There are individuals, of course, who from
the time they are six years old "know" that they want to be "doctors" or "pilots" or "fire fighters".
And there are always some boys and girls who know very well what they are going to do after
leaving school.
Because of the wide differences in jobs, you should find out all you can about any job which
interests you. You also need to think about how well you can do what you would like to do.
Perhaps the best way to prepare for any job is to get a good education — to do well at school, and to
learn all you can outside of school. Some people decide to work a few years before entering higher
education to have time to think over their decision. As a rule, people who go on to higher education
after working in industry or agriculture have a clear idea of their future profession.
Fortunately, there are a lot of people you can turn to for advice and help in making your decision.
At most schools, there are teachers who can counsel you and give detailed information about job
qualifications. And you can talk over your ideas with family members and friends who are always
ready to listen and to help. There are so many different trades and professions today, that it is not
easy to decide.
b) Ask as many questions as you can.
Exercise 2. Read the text and answer the questions below.
Jim Green works at a bank. He hates it. He has, however, one great compensation, and that is his
garden. When he comes home from the bank, tired and very often angry, he puts on his old clothes
and works in the garden. He really enjoys this and he always feels better afterwards. "It's good
people have hobbies," he usually says.
1. What does Jim do?




2. Does he like his job?

3. What does he do when he comes home from the bank?

4. What's his problem?

5. How does he feel after his work in the garden?

Exercise 3. Think and answer.

1. What is a hobby?

2. Do you have many different hobbies?

3. What do you usually do in your spare time?

4. Do you know what your mother's hobby is?

5. Do you learn more interesting things about the world, people, countries and nature if you have a
hobby?

6. What are you fond of?

7. What subjects are you interested in?

8. What can you do well?

9. You want to follow in your father's footsteps, don't you?

10. Why do you want to become an accountant/a lawyer/a manager/ an economist?
11. Which of the following are you most interested in?

- numbers - words, ideas

- languages - tools and materials

- colours, forms - music

- dance, athletics - cars

- computers - animals

12. What kind of work do you prefer?

- physically active work - creative work

- work done alone - work done outdoors

- routine work - work done for yourself

Tecm no meme 2.1 (OK-9)
3aganue 1. 3anoHUTE NPONYCKH B TEKCTE.

advertise a position hire experience Ccv HR department
a letter of application suitable candidates education apply for the job
recruitment agency recruit interview

When a company needsto 1 new people, it may decide to 2 in the “NEED HELP”
section of a newspaper. People who are interested canthen _ 3 by sendingin __ 4  and
5 containing details of their 6 and 7 . Acompany may alsoask 8 to
complete a standard application form. The company’s __ 9 will then select the most __ 10
applications and prepare a short list of candidates, who are invited to attend an 11 . Another
way for a company to 12 is by using the services of a __ 13 which provides a list of
suitable candidates.

3aganue 2. Haitnnre 13 map CHHOHMMOB U NepeBeAUTe UX HA PYCCKHUI SI3BIK.

= recruit = |etter of application = abilities = job

= position = employment interview = employ = search firm
= candidate = recruitment agency = choose " resume

= hire = human resources = training = education
= skills = job interview = applicant = select

= CV = personnel = good points = employer

= employ = cover(ing) letter * interviewer = strengths

3ananue 3. OTBeTHTE HA BONIPOCHI O NpoLecce TPYAOYCTPOHCTBA.
1) How can you find a job?

2) What are the parts of a CV?

3) What information does an application letter contain?

8



Homepa OtBeTsl Homepa OtBeTsl
BOIIPpOCO BOIIPpOCOB
B

3aoanue 1 3aoanue 2

1 hire 1 recruit employ

2 advertise a position | 2 employ hire

3 apply for the job 3 position job

4 application letter 4 candidate applicant

5 CV 5 skills abilities

6 experience 6 CV resume

7 education 7 letter of application cover(ing) letter

8 candidates 8 employment interview | job interview

9 HR department 9 recruitment agency search firm

10 suitable 10 personnel staff

11 interview 11 choose select

12 recruit 12 training education

13 recruitment agency | 13 good points strengths

3aoanue 3

1 In a newspaper/magazine, the Internet, through friends/relatives, in a
recruitment agency, etc.

2 Personal details, objective, experience, educations, additional skills, hobbies,
references.

3 Source of information about the job opening, short description of experience
and education, explanation of suitability for the job and hope for an interview.

3adanus no meme 2.2 (OK-9)

Task 1. Match the parts of the sentences (in some cases there is more than one variant).

1) Tam writing to...

2) It is with regret...

3) Please find enclosed...

4) The price includes...

5) We require...

6) Could you let me know if...
7) Is your quotation for...

8) For all reservations we require...

9) In the name of...

10) We would be pleased to receive...

11) We are looking for...

12) 1 would be grateful if you could...

13) We are pleased to...
14) For three days...

a) ...you have a group rate?
b) ...breakfast and all taxes.

C) ...your quotation.

d) ...book aroom for two days.

e) ...confirm this booking.

f) ...acheque for the deposit.

g) ...from 19" to 21% September.

h) ...ahotel with suitable facilities.

i) ...confirm your reservation for
J) ...half board with English breakfast.

k) ...an all-in tariff?

[) ...aconfirmation by fax.

m) ...Will Smith.

n) ...that I have to cancel the reservation.

Task 2. Fill in the gaps in the letters with the words on the right.

1) The Chairman and the __ 1  Director of this Company will be visiting
Glasgow in September, for the World __ 2, and will requirea 3 with | b)
_ 5 room, on the same _ 6

two 4 . A
needed for their _ 7

Please let me know whether we can receive this _ 8 from 10 to 15 €)
September __ 9 . I shall be glad to have a reply by fax, with details of your

10

if possible, will also be | c)

a) bedrooms
suite
floor

d) single

f) charges
g) managing

accommodation




h) Trade Fair
1) inclusive
J) secretary

2) Our _1 Director, Mr. Rogers, will be 2 in London next week and | a) account
will then 3 to Sweden and Finland. We shall be therefore 4 if you | b) obliged
will _5 aseatforhimona_6 c) plane
leaving Britain on or about the 21%, for Stockholm. Your __7__ for the fare | d) technical
and booking _ 8  will be paid by our National Bank, who have _ 9 to |e) goon

do so on our behalf. f) book
We thank you in advance for your kind __10__to this matter. ﬂ; ?g‘ralvmg
1) attention

j) instructions

3aoanusn no meme 2.3 (OK-9)
Task 1. Give the Russian equivalents for the following words:
Quantity, branch, profit, independent company, to specialize, warehouse, the main activity,
annual growth, dependent company, annual sales, to be situated, employee, motto.

Task 2. Translate the following words and expressions from Russian into English:
JlessTenbHOCTh, TOMOBBIC TPOAAKHU, PACIIONOXKCHHE, CKJIAJ, (UINall, TJIABHBIA OQUC, JTOXO,
PpOCT, HAaeMHBIN CJ'IY)I(aI_I_II/II‘/’I, Sapa6aTbIBaTb, IMpOU3BOJACTBO, CTCIICHb HC3aBUCUMOCTHU
KOMITaHWH, KIIMCHT, CICHHUAJIU3UPOBATHCA.

YANDEX

Read the text,fill in the gaps and translate.

Traditionally, the task of any search engine was to find _1 on the internet. Now they have
a broader understanding of its role: that of a universal 2 , an assistant, a guide to
everything that surrounds us. It’s about giving the right suggestion at the right place and 3
help making a choice, and the possibility to get things done.

Yandex is a Russian multinational technology company _ 4  in Internet-related services
and products. Yandex _5 as the 4th largest search engine worldwide. Yandex’s history began in
the early 1990s when Arkady Volozh and Arkady Borkovsky founded the company Arkadia. In
1993 Arkadia becamea _ 6 of Comptek International. Yandex as a company appeared in 2000.
At that time there were only 25 employees and all 7 could fit on a single server. It’s
headquarters are in Moscow, Russia. It has offices in seven countries, 8 more than 6,000
people. It also operates in Belarus, Kazakhstan, Turkey and Ukraine. More than 55.2 million people
in Russia use its 9 on their desktop computers (April 2016). Most of its revenues are derived
from contextual advertising, based on what web users are looking for.

The _ 10 of the ‘happiness of the user’ is crucial for us. Our team of specialists represents
many scientific disciplines, including mathematics, data analysis, programming, 11 , and many
others. Besides working on products and technologies at Yandex, some of our experts teach, lecture
and train students and young specialists. We run our own educational programs. We also partner
with Russia’s 12 research centres and universities, including the Moscow Institute of Physics
and Technology and the Higher School of Economics.
aid, services, data, information, linguistics, time, ranked, concept, subdivision,
leading, employing, specializing.

Task 4. Try to describe the company on behalf of its employee:

1. Twork in ----------m-emmmmmmmemeeee as @--------------------- .
2. Itis an independent company. It is a branch of-------------- :

10



https://en.wikipedia.org/wiki/Multinational_corporation
https://en.wikipedia.org/wiki/Technology_company
https://en.wikipedia.org/wiki/Internet
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https://en.wikipedia.org/w/index.php?title=Arkady_Borkovsky&action=edit&redlink=1

The company was founded in ------------------- :
We employ---------------- .

Its main activity is---------------- .

Our customers arg------------------ :

©Co~N kAW

. The company has

10. Our annual growth is-----
11. Our annual turnover is---

12. Our motto is-----

3aoanus no meme 2.4, 2.5, 2.6 (OK-9)

3ananue 1. Jlekcu4ecKuil JUKTAHT 110 TEPMUHAM

advertisement — ad
advertiser

advertising — publicity
advertising agency
advertising agent
advertising budget
advertising campaign
advertising columns
advertising consultant
advertising dealer
advertising effectiveness
advertising expenses
advertising in the yellow pages

advertising man — adman
advertising manager
advertising media
advertising planner

advertising poster (GB) —
advertising board (US)

advertising rate

advertising support
advertising to sales ratio
announcement — press release
art director

audience

audience composition
average audience

average circulation
billboards (GB) — hoardings
(US)

billsticking — billposting
bleed page

blow-up

peKIaMHOoe 00BSABICHHE; PEKJIaMHOE COO0IIIeHNE
ra3era ¢ peKJIaMHBIMU OOBSIBICHUSIMH
nyOIMKanus peKIaMHbIX 0OBbSABIECHUN; PEKJIAMHOE JIEJI0
peKIIaMHOe OI0PO

areHT 1o peKjame

CMETa pacxo/I0B Ha peKiiaMmy

peKIaMHasi KaMITaHUs

pasnenbl OObSIBICHUN B Ta3eTe

KOHCYJIBTaHT I10 peKjiame

pPEKJIaMHBIN areHT

3¢ (HEKTHBHOCTH PEKIIAMBI

3aTpaThl Ha peKIamy

MyOJIMKaLuUs peKJIaMHbIX OOBSIBIEHHUH B Tee()OHHOM
CTIpaBOYHUKE

CHEIHANUCT 1O peKiaMe
PYKOBOJUTENb PEKIAMHOTO areHTCTBA
CpeJICTBA PACIPOCTPAHCHUS PEKIIAMBI
CHETHAITUCT TI0 TUTAHUPOBAHUIO PEKIIAMBI
JIOCKa 00BABIECHUIH

[IEHa peKJIaMbl; Tapu Ha MyOIMKAIIAIO PEKIaMbl

PEKIIaMHas NOAACPIKKaA, CI)I/IHaHCI/IpOBaHI/Ie 34 CHCT PCKJIaMbl

MoKasaresb pekiiaMma-cObIT
COOOIIIEHUE /IS TTPECCHI

PYKOBOJMTEIb OT/AENA XyT0KECTBEHHOTO 0(OPMIICHUS
peKIamMbl

ayIUTOPHUS

COCTaB ayIUTOPHH

CpeAHss ayTUTOPUS

CPEIHUN THpaX

JIOCKa OOBSBIIEHUHN; PEKIIAMHBIN ITUT

packiieiika auil; pekjiamMma mocpeICTBOM a(uIll
110JI0ca, HalleyaTaHHas o oopes
yBEJIMYEHHAas pENPOIyKIIMs; YBEITMUEHHOE N300paXKeHne
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booklet

brand image
broadcasting
market coverage
mass advertising

mass communication
mass media — media
media buyer

media buying

media buying agency
media department
media planner

media planning

media strategy
merchandising
misprint

mural advertising
neon sign

news agency
newsletter
number of copies
opinion leaders
opinion maker
opinion poll

order card
outdoor sign
pay-off

peak time
periodic
pocket edition

point of purchase advertising

(POPA)
point of sale material

popularity rating — audience
poster (GB) — board (US)

posting
press agent

press cutting — clippings

press office
brochure

OyKJIET; pEKJIAMHBII POCIEKT
o0pa3 Openaa

nepenayda

OXBaT PhIHKA

MaccoBasl pekjiama; INpoKas peKkjaMHasi KaMIIaHHs C
MCTIOJIb30BAHUEM BCEX BUOB U ()OPM PEKITAMBI

CpeAcTBa MaccoBOW MH(POPMaLUU

CpeAcTBa MaccoBOW MH(pOPMALIUU

CIELMAJIUCT 110 3aKYIIKE PEKJIAMHOIO BPEMEHH HUJIU
IIPOCTPAHCTBA

3aKyIKa CPEACTB PEKIaMbl

areHTCTBO I10 3aKYyIIKE CPEICTB PEKJIAMBbl

PEKJIaMHBIN OTIEN

COCTaBUTEINb IIJIaHA MCIIOJIb30BaHMS CPEACTB PEKIaMHBIX
KaMITaHUi; pa3pabOTUUK IJIaHA UCIIOJIb30BaHUs CPEJCTB
peKIaMbl; CIELUAIUCT 110 IUIAHWUPOBAHUIO UCIIOJIB30BAHMUS
CPEICTB PEKJIAMBI; CIIELUATIKNCT IO CPEACTBAM PEKIIAMBI,
IUTAHUPYIOIINI UX UCIIOJIb30BaHUE; MEAUAIIIAHEPUCT

IJIAHUPOBAHHUE U UCTOJIb30BAHUE CPEJICTB PEKIIAMBI;
MeIHarIaHUPOBAHKUE

00IIMi MOAX0/1 K BEIOOPY CPEICTB PEKIAMBI
MIPOJBMKEHIE TOBApa; CTUMYIUPOBaHUE CHEPbI TOPTOBIH
Tunorpadckas omuoka

CTEHHAas peKjiaMa

HEOHOBAs peKjIama

areHTCTBO HOBOCTEH

pPEeKJIaMHBIN TTPOCTIEKT; HH(OPMAITHOHHOE MTUCHMO

THUPAXK; YACIIO IK3EMILISIPOB

JIJIepbl MHEHUI

nuna, Gopmupyromme 001ecCTBEHHOE MHEHUE

BBISICHEHHE OOIIECTBEHHOTO MHEHUS ITyTEM BHIOOPOYHOTO
ompoca

OaHk 3aKa3a

BBIBECKA; YJIMYHBIHN AT

BBIIJIATA

MMUKOBOE BpEMsI

MEPUOINYECKUN

KapMaHHOE U3J]aHUE

peKiama B MecTax MpoJIaku

MaTepuabl 1Ji1 PEKIaMHbBIX CTEHIIOB
PEUTHHT NOIYJISIPHOCTH

pEeKIaMHBIN TIaKaT

packJeiika IiakaToB

MIPEACTAaBUTENL OPraHOB MEYATH; MPECC-CEKPETAPh
BBIpE3Ka U3 NEPUOANYECKOM meuaTn

mpecc-010po; mpecc-ciuyxoa

PEKJIaMHBIN TPOCTIEKT; PEKJIAMHBIN OyKIeT
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campaign briefing
campaign evaluation
campaign testing
campaign turnover
caption

cartoons

to cast

circulation

classified advertisements
to clip

clipping agency
close-up

column

column width
columnist
commercial

commercial break
communication
communication plan
comparative advertising
complimentary copy

consumer acceptance

consumer advertising
consumer promaotion

copywriter

corporate advertising
corporate campaign
creative department
creativity

cross advertising
daily paper

direct advertising
door-to-door advertising
economy size

press release

to promote

promoter

promotion
promotional action
promotional campaign
promotional costs
promotional support
publisher

3acelaHne KaMITaHuU

OLIEHKA Pe3yJIbTaTOB KaMIIaHUU
anpoOupoBaHUE KaMIIAaHUH

000pOT KaMITaHUU

MOJITUCH O] MILTFOCTpAIuei

KOMUKCHI

pacrpenenars poyiu

TUPaXK; JFOJACKOH IMMOTOK; ayJUTOPHUS
0OBSBIICHHS pyOPUYHOUN pEKIIaMbl
BBIpE3aTh (K3 ra3eThbl)

OIOpO BBIPE3OK

YBEIMYEHHOE N300paKEHHE; KPYITHBIN TUIaH
ra3eTHbIN cToJI0e, pyOprKa, KOJIOHKA
[IMPUHA KOJIOHKH

BeAYIINUH pyOpHKH

PEKJIaMHBIN POJIMK; Tiepeiaya, oriaueHHas Gupmon B
PEKIIaMHBIX LIEJISIX

PEKIIaMHasd 1may3a

KOMMYHHKAIUs; O6H.[CHI/IG; KOHTAaKT
cXeMma CBA3HU

CpaBHHUTCIJIbHAA pCKIaMa

OeCIUIaTHBIN YK3EMIUISIP PEKJIAMHOTO U3/IaHMs; aBTOPCKUIN
HK3EMILISIP

MPUHATHE UCH IOTPeOUTENeM; IPUHATHE TOBapa
notTpeduTenem

noTpeOuTeNbCKas pekjiama

CTHUMYJIMPOBAHHE MOTPEOUTENEH; MEPOTIPUATHS 110
CTUMYJIMPOBAHHIO, HalleJIEHHbIE Ha TIOTpeOuTenen

COCTAaBUTCJIb PCKIIAMHBIX TCKCTOB; TCKCTOBUK; aBTOP
TCKCTa

peKiamMa, co3Aarolas UMUK KOMITAHUH; pekiIaMa (GUpMBI
KaMITaHHS IPECTUKHOM PEKIIAMBbl; IPECTUKHASI KaMIIaHHS
TBOPYECKUI OTHEI

TBOpYECKasl )KUIIKA; TBOPUECKOE HAYaI0

IIEpEKpECTHAs peKIaMa

€)KEJITHEBHAs ra3eTa

npsiMasi pekjiama

peKjama OT JIBepH K ABEpU

SKOHOMMUHBINA pazMep

ounmansHas nHGOpMaIUs 1715 eYaTu

pEeKIaMHpPOBaTh; PACKPyUHBAThH

MIpOIara’/IncT; MPUBEPIKEHELl

packpyTka

peKIamMHast aKIus

KaMITaHUA 110 PaCKPYTKe; KaMIIaHUs 10 CTUMYJIUPOBAHHIO
3aTpaThl Ha PEeKJIaMHYIO JIeATEIbHOCTh
pEKIaMHO-IIPONIaraHIUCTCKAs OAEPHKKA

n3/aTenb
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publishing

radio commercial
ratings

readership

to recall

reportage

sales incentive
salesforce promotion

script

shop display
shop sign

shop window
short

short commercial
sketch
sky-writing

slide

slogan

socio-economic groups
to sponsor

sponsor

sponsorship

spot

storyboard

strategic planning
strengthening of the campaign
editor

editorial advertising
editorial article
effective reach
exhibitors’ area
feedback

follow-on campaign
follow-up campaign
frame

gag

gatefold

graphic designer
graphics

headline
high-circulation weekly
magazine

high circulation

house agency

house magazine
household panel

image

W3/IaHKE; OMYOJIMKOBAHUE

POJIHMK pagHOpPEKIaMbl

OLIEHOYHBIE KO3 (DUITUEHTHI
YUTaTEIbCKasl Ay TUTOPUS
3alOMUHaTh; MPUIIOMHHATH
pernoprax

CPEACTBO CTUMYIHPOBAHUS MTPOIAK
MIPOJBMKEHIE TOPTrOBOTO MEPCOHANA
TEKCT; mpUdT

BBICTaBKa TOBAPOB B BUTPUHE
BbIBECKa

BUTpPHHA Mara3zuHa

KHHOXYpHAI

KOPOTKas peKiama

HaOpOCOK; 3apUCOBKA

HaJIIKUCcU B HeOe

KapeTka

pexsiamMHas popmyiia
COLMAIIEHO-9KOHOMHYECKUE TPYIIITHI
(uHaHCUPOBATh; UHBECTUPOBATH; CIOHCHPOBATH
(hMHAHCUCT; UHBECTOP; CIIOHCOP
CIIOHCOPCKast MOIePIKKA

KOPOTKasi BCTaBKa

KaJIpOIlJIaH; pacKaapoBKa
CTpaTerMuecKoe IIaHuPOBaHHE
YKpeIUIeHNE KaMITaHu!

U3JIaTeh

PEAAKIIMOHHOE COOOIICHHE
pEeMaKIIMOHHAS CTaThs

3¢ PeKTUBHBINA OXBAT

MECTO YYaCTHUKOB BBHICTABKH
OTKJIHK; OT3bIB

nocieayroas KaMnaHus
MOBTOpPHAS KaMITaHUS

KHHOKAJIP

penpu3za; KoMu4YecKasi CUTyaIus
KaJIUTKa

XYI0KHUK-0(OPMUTEID
upudroBoe odhopmieHue
3aroJ0BOK

KPYIMHOTUPAXKHBIN €KEHEIeTbHBIN )KypHAI

KPYITHBIA THPAK

BHYTpHU(PHUPMEHHOE PEKIaMHOE areHTCTBO
(bupMeHHBIN )KypHa

MoTpeOuTenbCcKas maHeNb

oOpa3zern, UMUK
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in-store demo

in-store promotion
informative advertising
insertion — advertisement
inside cover

jingle

key-account manager
large print run

layout

leaflet (GB) — folder (US)
leit motiv

lettering

local advertising
magazine circulation
mail advertising
subheading

subliminal advertising
subscriber

subtitle

support campaign
supporting promotion
tabloid

tailor-made promotion
target group

tax on advertising
technical magazine

television audience measurement

(TAM)

test campaign
testimonial
throwaway — flier
tied-in advertising
tied-in campaign
total ratings

trade journal

trade magazine

transfer (GB) — decal (US)
transport advertising

TV network

TV spot-commercial
visual

visual appeal

visual proposal

to visualize
window-dresser

window bill

JIEMOHCTpAlMs TOBapa B MarasuHe
peKiaMa ToBapa B Mara3zuHe
nHpOpMaTHUBHAS peKIaMa
myOJIuKaIus

000pOT 00JI0KKH

MY3bIKAJIBHBINA PEKJIAMHBIN POJIMK
MEHeJ[Kep 1Mo paboTe ¢ KIFUYEBBIMU KIIMSCHTAMHU
revyaTh KPYMHbIM MIPUPTOM

Maker

OykJieT; HeOOoJIbIIask TOHKAs OpOIIopa
JEUTMOTHUB

mpudToBOE 0(hOpMIICHHE

MECTHasl pekjiama

THUPAXK KypHAJa

peKIama mo4Toun

10/13aT 0JIOBOK

CKpBITasi peKkjiama

aOOHEHT; MOAIMUCYUK

TUTP

MO/IJICP>KUBAIOIIIAs] KaMITaHUS
MOJJIEP’KKA PACKPYTKU
ManodopmarHas ra3era

pacKkpyTKa Ha OCHOBE MHAWBUIYAIILHOTO MOIX0a
1eneBas rpymnmna

HaJIOT Ha peKIaMy

TEXHUYECKUN KypHaI

W3MEpEHUE ayIUTOPHH

npoOHast peKJIaMHasi KaMITaHHsI

pEeKOMEeHIaIus TOBapa

PEeKIaMHBIN TUCTOK; (prraep

KOOpAMHUpYEMasl pekjiama

KOOpAMHUPYEeMast KaMIIaHHsI

CyMMapHbI PEUTUHT

npodecCHOHATIBHBIN JKypHAIT; OTPACIEBOM KypHAaI

npodeccHOHATIBHBIN JKypHAIT; OTPACIEBOM KypHAaI
TOPrOBBIN )KypHaI

NepEeBOIHAs KapTHHKA
TPaHCIIOPTHAS peKIaMma

TEJICBU3HOHHAS CETh

KpaTkoe KOMMEPUYECKOE TelIe00bsBICHUE
WILTFOCTPATHUBHBIHA JIEMEHT

BHEIITHSISI IPUBJICKATEILHOCTh

BHEIIIHU IJTaH

BU3yaIU3UPOBATh

odopmMuTenb BUTPUH

peKiiaMa B BUTPHUHAX
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window display BBICTABKa TOBAPOB B BUTPUHE
window streamer BUTPUHHAs HAKJICVKA; BUTPUHHBIN BbIMIIEI
zapping MEPEKITI0UCHNE KaHAIOB B IIEJISIX OETCTBA OT PEKJIAMBI

3aoanue 2.Ilepeod mexcma
Bapuanm 1
GETTING THINGS DONE WITH TEAMS

You’ve probably heard about the increasing importance of teams for making things happen.
But, what’s a team? And why should you bother? Couldn’t you get what you need done all by
yourself?

A team is two or more people who work together to achieve a common goal—say, creating a
new product line, or bringing company policies up to date, or planning the company picnic. Teams
work because they don’t rely solely on the skills, knowledge, and abilities of just one person. By
collecting and focusing the talent of a group of people—employees from different functions and
levels of the organization—teams can solve even the most difficult problems. And because the
front-line employees who are often tapped for teams are much closer to customers and vendors than
are the men and women who manage them, the decisions they make are often better ones.

In the good old days, most organizations were designed in a very simple fashion—as strict
hierarchies, with the top managers or owners at the top, the middle managers and supervisors in the
middle, and the workers at the bottom. This design—similar to the traditional military organization,
where privates report to corporals, who report to sergeants, who report to captains, and so on, up to
the commanding general—was reinforced both formally through organization charts and
delegations of authority, and informally through such things as executive privileges, reserved
parking spaces, executive washrooms, and the like.

While hierarchies have long been an effective way to run an organization, this is less so the
case nowadays. In today’s business-at-the-speed-of-light environment, organizations that are
wedded to strict hierarchies—where orders have to travel through numerous levels of employees
before they reach the workers who will implement them— cannot respond quickly enough to fast-
changing market conditions.

New forms of doing business—including the widespread use of teams, which can respond
fast and flexibly—are taking hold, and the old ways of doing business are quickly going out of
fashion. To make organizational sense of this fundamental change, businesses are increasingly
moving away from a structure of traditional, functional divisions that once separated organizational
units (for example, manufacturing, sales, engineering, inventory, and so forth) from one another. In
their place are teams—comprised of employees from different organizational units—whose
members work together to perform tasks and achieve common goals. Most businesses still organize
their operations by departments, divisions, and so forth, but smart managers now encourage, rather
than discourage, their employees to cross formal organizational lines to get their work done more
efficiently and effectively.

(B. Nelson, P. Economy. The Management Bible)
Bapuanm 2.

WHAT IS MARKETING?

A market can be defined as all the potential customers sharing a particular need or want.
Marketing is the process of developing, pricing, distributing and promoting the goods or services
that satisfy such needs. Marketing therefore combines market research, new product development,
distribution, advertising, promotion, product improvement, and so on. According to this definition,
marketing begins and ends with the customer. Truly successful marketing understands the
customers so well that the product or service satisfies a need so perfectly that the customer is
desperate to buy it. The product almost sells itself. Of course this will only happen if the product or
service is better than those of competitors.
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Companies are always looking for marketing opportunities — possibilities of filling
unsatisfied needs in areas in which they are likely to enjoy a differential advantage, due to their
particular competencies. Marketing opportunities are generally isolated by market segmentation —
dividing a market into submarkets or segments according to customers’ requirements or buying
habits. Once a target market has been identified, a company has to decide what goods or services to
offer, always remembering the existence of competitors.

Marketers do not only identify consumer needs, they can anticipate them by developing new
products. They will then have to design marketing strategies and plan marketing programmes, and
then organize, implement, and control the marketing effort. Once the basic offer, for example a
product concept has been established, the company has to think about the marketing mix — the set of
all the various elements of a marketing programme, their integration, and the amount of effort that a
company can expend on them in order to influence the target market. The best-known classification
of these elements is the 4 P’s: Product, Price, Promotion and Place.

Aspects to be considered in marketing a product include its quality, its features, style, brand
name, size, packaging, services and guarantee, while price includes consideration of things like the
basic list price, discounts, the length of the payment period, and possible credit terms. Place in a
marketing mix includes such factors as distribution channels, coverage of the market, locations of
points of sale, inventory size, and so on. Promotion groups together advertising, publicity, sales
promotions, and personal selling.

The next stage is to create long-term demand, perhaps by modifying particular features of
the product to satisfy changes in consumer needs or market conditions.

Marketing can also involve the attempt to influence or change consumers needs and wants.
Companies try to do this in order to sell their products; governments and health authorities
sometimes try to change people’s habits for their own good or for the general good. In other words,
marketing also involves regulating the level, timing and character of demand.

3aoanue 3. Oocyrcoenue cooepicanus anzioa3lYHOU NPOPecCUOHATbHOU TUmMePAmypol
Bapuanm 1. Ilepeseoume na kaxue gonpocwel oaem omeem kuuza “15 QUESTIONS ABOUT
SOCIAL MEDIA» Moruzzi Massimo

The 15 Questions:

1. What Are Social Networks?

. What Are Social Media?

. What Is Social Media Marketing?

. Are Companies Doing It Right?

. Why Are Companies Sending People Over to Social Media?

. Does It Make Sense?

. Do People Really Want to Engage with Brands?

. Do Companies Really Want to Engage with Their Customers?

. Are Social Media Useful for Customer Service?

10. What Is the Value of a Facebook "Like"?

11. What Does "Earned Media" Mean?

12. What Is "Organic Reach"?

13. Is the Free Lunch Over?

14. What Happens Now?

15. What Is the Dumbest Social Media Stunt Ever?

Bapuanm 2. Ilepeeeoume na xakue eonpocwt oaem omeem kuuza “15 QUESTIONS ABOUT
NATIVE ADVERTISING» Moruzzi Massimo

The 15 Questions:

1. What Is Native Advertising?

2. Is It a New Practice?

3. Is Native Advertising Legal?

4. Are Content Marketing and Native Advertising the Same?

O©ooO~No ol wiN
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5. What Happened to Social Media Marketing?
6. What Is Social Media Marketing Today?

7. What About Influencer Marketing?

8. Does Native Advertising Happen Only on Social Media?
9. What About Native Advertising on Newspapers?
10. Can It Get Any Worse?

11. Does Native Advertising Work?

12. Why Does It Work?
13. Does It Have Negative Consequences?

14. Should Native Advertisement Be Deregulated?

15. What Does the Future Hold for Native Advertising?

2. KoHTpo/ibHO-U3MepHUTeIbHbIe MaTepUAJbl [Jisl NPOBedeHHs TeKyllero KOHTPOJIA 110
y4eOHO# JTUCIUIIHHE

LIkana oyenxu 015 nposedenuss mexkyueco KOHmpoJisi o y4eOHoU OUCYUNIUHE 8

YCmHOU (hopme

No
n/o

O1eHKa 3a OTBET

XapaKTepI/ICTI/IKa OTBCTa

1

OT1ian4yao

- TIOJIHO PacKpbITO COAEPKaHUE MATEpHAIIA;

- Marepual M3JIOKEH TPaMOTHO, B ONPEACIICHHOMN
JIOTHYECKOH IOCIIEA0BATEIIFHOCTH,

- TOYHO MCIOJIb3YETCS TEPMUHOJIOTHS;

- II0Ka3aHO YMEHHE WILIIOCTPUPOBATh TEOPETUUYECKUE
IIOJIOKEHUSI KOHKPETHBIMM IPUMEpPAMH, IPUMEHATH HX B
HOBOMW CHUTYaIlNH;

- NPOAEMOHCTPUPOBAHHBIE 3HAHUSA U YMEHUS ITO3BOJISIOT
CaMOCTOATENIBHO PEIIATh MOCTABJICHHBIC 33]1a4H;

- OTBET MpO3ByYa] CaMOCTOSTENHHO, 0€3 HaBOMAAIIUX
BOIIPOCOB;

- IPOAEMOHCTPUPOBAHA CIIOCOOHOCTD TBOPYECKHU
NPUMEHATh 3HaHHWE TEOPUU K PEUICHHIO MPOQeCcCHOHANBHBIX
3ajad;

- JIONYUIEHBl OJIHA - JIB€ HETOYHOCTH IIPH OCBELIECHHUU
BTOPOCTEIEHHBIX BOMPOCOB, KOTOPBIE MCIPABIISIIOTCS IO
3aMEYaHuIo0.

- KOJIMYECTBO OQJJIOB 32 OCBOCHHE KOMIIETEHIIUI OT 8 110

Xopomo

- BONPOCHl  U3JATalOTCS  CHUCTEMaTH3UPOBAHO U
IIOCJIEZIOBATEIILHO;

- MPOJEMOHCTPUPOBAHHBIE 3HAHUS U YMEHUS MO3BOJISIIOT
CaMOCTOSITENIBHO pELIaTh IIOCTABIEHHBIE 3aladyM, OJHAKO
TpeOyIOT OIpeIeICeHHOTO KOHTPOJIS;

- TIPOAEMOHCTPUPOBAHO yYMEHHE aHAJIN3UPOBATh
MaTtepua, OJTHaKO HE BCE BBIBOJIbI HOCSIT
apryMEHTHPOBAaHHBIN U JI0Ka3aTeIbHBIN XapaKTep;

- OTBET YJOBJIETBOPSET B OCHOBHOM TpeOOBaHMSIM Ha
OLICHKY «OTJIMYHO», HO HPU OTOM HMEET OJUH U3
HEIOCTATKOB: B U3JIOKEHUH JTOMYILIEHBI HEOOJIbILINE TPOOEBI,
HE MCKa3MBIIME COJEp)KAaHHE OTBETa; NPUOOPETECHHBIN
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MPAKTUYECKUM OMbBIT, 3HAHUA U YMEHHUS TpeOyloT He
3HAQUUTENIbHOM KOPPEKTHUPOBKU B TMPOIECCE BBINOTHEHUS
3a/laHusl; JOMYIIEHbI OUIMOKa WK 0oJiee ABYX HEJOUYETOB MPU
OCBEIICHUU BTOPOCTENEHHBIX BOMPOCOB, KOTOPBIE JIET'KO
UCIPABIISIOTCA M0 3aMEUaHUIO0 MpernogaBaTels.

- KOJIMUYECTBO OAlJIOB 32 OCBOCHHE KOMIIETEHIUH OT 5 110
7

Y 10BIIETBOPUTEIILHO

- HENOJHO WM  HENOCIENOBATEIbHO  PACKPBITO
CoJiepKaHUEe MaTepuana, HO II0Ka3aHO oOliee MOHUMaHHUe
BOIIPOCA U NPOJAEMOHCTPUPOBAHBl YMEHHUs, TOCTATOYHBIEC IS
JAJIBHENIIET0 YCBOCHUS MaTepUaa;

- IIpU HENOJIHOM 3HAaHUHM TEOPETHUYECKOI0 Marepuania
BBISIBJICH HEJOCTATOYHBIM YypPOBEHb 3HAHWM U YMEHWI;
CTYJCHT HE MOXXET IPUMEHUTh TEOPETUYECKHE 3HAHUSA HA
IIPaKTHKE;

- KoJn4ecTBO 0aJUIOB 3a OCBOEHHUE KOMHCTGHHI/Iﬁ or 3 a0
4

Hey,I[OBJ'IeTBOpI/ITeHBHO

- HE PpaCKpbITO OCHOBHOE COJCp)KaHHUE Y4eOHOro
MaTepuana,

- OOHapy)XCHO HE3HAHUE WU HEIOHMMaHHWE OOJIbIIEH
WM HauOoJiee BAKHOM YacTH y4eOHOTo MaTepHuaa;

- JIONYIIEHbl OIMMOKH B ONpPEICICHUH TIOHITUH, MPHU
HUCIIOJIB30BAHU N TepMI/IHOJIOFI/II/I, KOTOpLIC HC I/ICHpaBJ'IeHBI
I0CJIC HECKOJBKHUX HABOJIAIIMX BOIPOCOB

- OTCYTCTBYIOT HpaKTI/I'-IeCKI/Iﬁ OIIbIT, 3HAaHUA H YMCHI/ISI
10 TpeJUlaracMbIM CHTYallMOHHBIM BOIIPOCaM HIIM 3ajauam,
KOJINUECTBO 0asIIOB 38 OCBOECHME KOMIIETEHIINNA MEHEE 3.

- OTKa3 OT OTBETAa WJIM OTCYTCTBHE OTBETA

LlIxana oyenxu 015 nposederus meKyueco KOHmpOoJis no yY4eoHol OUCYUnIUHE 8

nucbMeHHOU ghopme

o/

O1eHKa 3a OTBET

XapaKTepI/ICTI/IKa OTBECTa

OTJIINYHO

Martepuan packpbIT TMOJHOCTHIO, M3JIOKEH JIOTMYHO, 0e3
CYIICCTBCHHBIX OIHI/I6OK, BbIBO/IbI J0Ka3aTCIbHBI n
OMMPAIOTCS HA TEOPETUYECKUE 3HAHUS

KonnuecTBo 6anmioB 3a ocBoeHHe Marepuana ot 8 10 9

Xopowo

OCHOBHBIE MMOJOKEHUS PACKPBITHI, HO B U3JI0KEHUH UMEIOTCS
HE3HAYUTCIIBHBIC OIINOKHA BBIBOJbI J0Ka3aTcJIbHbI, HO
coJiepkKaT OTJEeIbHbIE HETOYHOCTH

KommuecTBo 6amioB 3a 0OCBOGHHE MaTepuaia ot S5 10 7

YI(OBHCTBOPI/ITCHLHO

N3noxenne Mmatepuana He CUCTEMATU3UPOBAHHOE, BHIBOIbI
HEJIOCTAaTOYHO JI0Ka3aTeIbHBI, apTYMEHTAIIHs clladasi.
KommaecTBo 6annoB 3a ocBoeHne marepuaina ot 3 1o 4

HeynosnersopurenbHo

He  packpelTo  OCHOBHOE  COJEp)KaHHE  MaTepuana,
00HapyXEHO HE 3HAHNE OCHOBHBIX MOJIOKEHHUI TEMBI.

He cdopMupoBaHbl KOMITIETEHIIUN, YMEHUS U HABBIKH.
KonnyecTBo 0a/LIOB 3a OCBOEHHE KOMIIETEHIIMI MeHee 3
OTBeT Ha BOIIPOC OTCYTCTBYET
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