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1. META, IEPEAYMOBMU, ITPOI'PAMHI TA OYIKYBAHI PE3YJIBTATH
BUBYEHHSA HABYAJIBHOI JUCIIAIIJIITHA

Meta HaB4anbHO! AMCHUILIIHU «[HO3eMHa MoBa MpPOGEeciHHOTO CHPSIMYBAHHSI
MOJISITa€  TATOTOBIN BUCOKOKBaJi(PiKOBaHMX, KPEATUBHHUX 1 KOHKYPEHTOCIIPOMOKHHUX Ha
pUHKY mpami (axiBLiB, TOTOBUX A0 BHUKJIMKIB Cy4acHOTO OI3HECY Ha pPI3HUX THUHax 1
BUJAX pPHUHKIB, MNPOQECIHHO CBIIOMUX CHELIANICTIB, $KI BOJIOAIIOTh HaBUYKAMU
AQHAITUYHOTO, CTpaTeriyHoro, THYYKOTO MUCJICHHS Ta BiJIMOBITHUMHU
KOMIETEHTHOCTAMH, HEOOXITHUMHU /Jisi BUPINICHHS CKJIQJHUX 3aBJaHb 1 NPUHHATTS
e(heKTUBHHUX YIPaABIIHCHKUX PIICHB y cepl MAPKETUHTOBOI JISJILHOCTI B OpraHizamisax 1
Ha MIJIpPUEMCTBAX pi3HUX (GOPM BIACHOCTI Ta BUAIB EKOHOMIYHOI MAISUIBHOCTI,
Ha0yBalOTh TTIMOOKI pyHAaAMEHTAIbHI 3HAHHS Ta 0a30B1 KOMIETEHTHOCT1, HEOOX1IH1 ISt
BUKOHaHHS MpodeciiHuX 3aBlaHb Ta MDKKYJIBTYPHOI KOMYHIKAIlli 1HO36MHOIO MOBOIO B
chepax mpodeciiHOTO Ta CUTYyamifHOTO CHIJKYBaHHS B YCHIH 1 MUCBMOBIH (opmax,
HAaBUYKH TMPAKTUYHOTO BOJIOJIHHS 1HO3€MHOIO MOBOIO B PIi3HHX BHIaX MOBJICHHEBOI
JisIbHOCTI, 00yMOBIIEHO1 IpoeciHUMU MOTpedaMu Ha HAlllOHATbHUX, PET1IOHAIBHUX 1
MDKHApOAHUX PUHKAX,

BiamoBigHO 10 OCBITHBOI MpOTrpamMu, BUBUCHHS JUCIUILUIIHU CIIpUse€ (GOPMYBAHHIO
y 3100yBadiB BUIIOi OCBITH TaKUX KOMIIETEHTHOCTEH:

1. InTerpajbHa  KOMIIETEHTHICTb —  3/JaTHICTb  BHUpIIIYBaTH  CKJAJHI
Crieliagi3oBaHi 3a1a49i Ta IPaKTUYHI MpooOIeMH y cdepl MapKETHHTOBOI ISNIBHOCTI 200 y
mpolleci HaBYaHHS, IO Tependayae 3acTOCYBaHHS BIAMOBIIHUX TEOPiM Ta METOMIB i
XapaKTEePU3YEThCI KOMIUIEKCHICTIO Ta HEBU3HAYEHICTIO YMOB.

2. 3araabHi komneTeHTHOCTI (3K)

3K-01. 3nmatHicTh peamidyBaTH CBOI mpaBa 1 OOOB’SI3KM K 4YJIEHAa CYCHIbCTBA,
YCBIJJOMITIOBATH IIHHOCTI TPOMAASHCHKOTO (BUIBHOTO JIEMOKPATHYHOIO) CYCIIJIbCTBA Ta
HEOOX1AHICTh WOT0 CTaJIOr0 PO3BUTKY, BEPXOBEHCTBA IpaBa, MpaB 1 CBOOOJ JIIOJUHU 1
rpomMajsiHUHA B YKpaiHi.

3K-04. 3naTHICTh BUMTHCS 1 OBOJIOAIBATH Cy4YaCHUMU 3HAHHSMU .

3K-06. 3HaHHsS Ta PO3yMIHHS MpPEIMETHOI 00JacTi Ta PO3yMIHHS MpodeciitHoi
ISUTBHOCTI.

3K-10. 31aTHICTB CIIJTKYBATHCS 1HO3EMHOIO MOBOIO.

3K-12. 3patHicTh CHITKYyBaTUCS 3 NPEACTABHUKAMH IHIIMX MpodeciiiHuxX rpym
PI3HOTO piBHA (3 €KCIepTaMu 3 1HIINX Tajly3ei 3HaHb / BUJIIB €KOHOMIYHOI JIISITIHOCTI).

3K-13. 3gaTHICTh MpaltoBaTH B M>KHAPOHOMY KOHTEKCTI. .

3. CneniaabHi komnereHTHOCTI (CK):

CK-01. 3partHicTh JIOTiYHO 1 TMOCIHIJIOBHO BIATBOPIOBATH OTpPUMAaH1 3HAHHSA
MpeAMETHOT 001aCTI MAPKETUHTY.

CK-02. 3parHiCTP KpUTHYHO aHANI3yBaTH ¢  y3arajibHIOBAaTH MOJOKEHHS
PeMETHOT 00JIaCTi Cy4acHOTO MapKETHHTY.

CK-03. 3paTHICTh BUKOPUCTOBYBATH TEOPETHYHI IOJOXKEHHS MAapKETHHTY MJis
iHTepIpeTalii Ta MPOrHO3yBaHHS SIBUII 1 IPOIIECIB Y MAPKETHUHTOBOMY CEPEIOBHIILI.

CK-11. 3paTHicTh aHami3yBaTH MOBENIHKY PHHKOBHUX CYO’€KTIB Ta BH3HAYaTH
0c00JIMBOCTI (DYHKIIIOHYBaHHS! PUHKIB.

CK-12. 3ngaTHicTh OOIpyHTOBYBATH, IPE3EHTYBATH 1 BIPOBAKYBATU pE3yIbTaTH
nociikeHs y cepi mapketunry (C12).

CK-14. 3patHiCTh NMPOMOHYBAaTH BIOCKOHAJCHHS MIOAO (YHKIIH MapKETHHTOBOT
MISUTBHOCTI.



NEPEJYMOBU 1151 BABUEHHS HABUAJIbHOI JUCHUTILIITHA

[lepenymMoBOIO BUBUYEHHSI HABYAJIbHOI AUCHUILTIHU «[HO3eMHa MOBa mpodeciitHoro
CHpsIMYBaHHS» (QHIJIIMCbKA MOBA) € PIBEHb BOJIOAIHHS aHIJIIHCHKOIO MOBOIO CTYJE€HTaMHU
2 poky HaBuaHHd — Bl (3rigHo 3 HamioHanpHOIO NporpamMor0 aHIIIUCHKOI MOBH
npodeciifHOro CHiIKyBaHHS JUIsi BUIIMX HABYAJIBHUX 3aKjiadiB Ta €BPONEUCHKUMU
PEKOMEHJIallisIMU B Tajdy3l MOBHOI OCBITH), @ TaKOX OIAHYBaHHS TaKUX HAaBYAIbHUX
mucuummin - (HHA)  OIINl  «MapkeTuHr»  HIATOTOBKM — 3700yBadiB  MEPIIOTO
(bakaaBpChKOI0) PiBHS BUIIOI OCBITH:

2. IcTopis Ta KynbTypa YKpainu

5. AkagemMiyHa JOOPOYECHICTh Ta OCHOBH HAYKOBUX JOCIIIKEHb

6. Bctyn o cneniansHocTi "Mapketunr"

7. IndopmartiiiHi Ta KOMyHIKAIIHI TEXHOJIOT11

8. InozemHa moBa

9. Ykpaincpka MOBa 3a MpoQeciiiHUM CpsSIMYyBaHHAM

ITPOI'PAMHI PE3YJIbTATN HABYAHHSA (P)

BinnmoBigHo no OIIIl «Mapketunr» nepmoro (6akaiaBpcbKOTo) piBHS BHIIOL
ocBiTH Tany3i 3HaHb (07 «YmOpaBiiHHS Ta aaMIHICTPYBaHHs», cremiaabHocTi 075
«MapkeTuHry, BHUBYEHHS HaBYaJIbHOI JUCHUILUTiHM «lHO3eMHa MoBa mpodeciiiHOro
CIpSMYBaHHS» MMOBHHHO 3a0€3MEYUTH MOCSITHEHHS 3700yBadyaMH BHUIIOI OCBITH TaKHX
nmporpaMHux pe3ynbTaTiB HaBuanHs (IIPH):

P-01. JlemoHcTpyBaTH 3HaHHSA 1 PO3YMIHHS TEOPETUYHUX OCHOB Ta TMPUHIIUIIIB
MIPOBAKEHHSI MAPKETHHTOBOT MisIIBHOCTI.

P-03. 3acrocoByBatu HaOyTi TEOPETWYHI 3HAHHA JJIA PO3B’SI3aHHS MPAKTHUYHUX
3aB/laHb y cpepi MapKETHHTY.

P-07. BuxopuctoByBatu nudpoBi iHpopmaIliifHi Ta KOMYHIKaI[iiHI TEXHOJIOTIi, a
TaKOXX MPOTrpaMHI MPOAYKTH, HEOOXIAHI JJI HAJIEKHOTO MPOBAIKEHHS MapKETHUHTOBOI
JUSTBHOCTI Ta MPAKTUYHOTO 3aCTOCYBaHHS MAPKETUHIOBOT'O 1IHCTPYMEHTAPIIO.

P-15. lisTu comianbHO BiAMOBIAAIBHO Ta TPOMAJCHKO CBIIOMO Ha OCHOBI €THYHHUX
NPUHIMITIB MApKETUHTY, TIOBaru JO KYJIbTYPHOTO PpI3HOMAHITTS Ta IIHHOCTEH
rPOMaJSTHCHKOTO CYCIJIbCTBA 3 TOTPUMAaHHAM IpaB 1 cBOOO 0COOUCTOCTI.

P-16. BiamoBimat BuMoOram, SKi BHCYBAIOTBCS JO CYYaCHOTO MAapKeTOJIora,
MiBUIIYBATH PiBEHb 0COOMCTOI MPOQECiitHOT MiITOTOBKH.

P-17. JlemoHCcTpyBaTM HaBUYKM MNHCHMOBOI Ta YCHOI NpodeciiHOol KOMYyHIKalii
JIEp’)KaBHOI0 1 1HO3EMHOI0 MOBaMH, a TaKOX HaJEKHOIO BUKOPHUCTaHHS MpodeciiiHoi
TEPMIHOJIOTI].

YTOYHEHI OYIKYBAHI PE3YJIbTATH HABYAHHSA

Ayoiroeanns

—  pO3yMITH OCHOBHi imei Ta posmi3HaBaTH BIiAMNOBiAHY iHpOpMAIiI0 B XOi
00roBOpeHH Ta Oecij, 110 32 TEMOIO MOB’s3aH1 3 (haxOBUM HABUAHHIM Ta CHEIIAbHICTIO;

—  PO3YMITH 3arajbHUN 3MICT 1 OUIBIIICTh CYTTEBUX JACTaJe B aBTEHTUYHUX
pazio i Tenenepenavyax, moB’si3aHUX 3 aKaJEeMIYHOIO Ta podeciitHoro chepamu;

—  PO3YMITH HaMmip MOBIS 1 KOMYHIKaTMBHI HACJiJIKU HMOTO BUCIOBIIOBaHHSA,
BU3HAYATH TO3UIIIIO 1 TOUYKY 30PY MOBIIS.



T'osopinna

— BUCTYIIATH 3 M ATOTOBJICHUMHU 1HIUB1IyaIbHUMU MIPE3CHTAIISIMU;
NPOJAYKYBaTH YiTKWW, JCTaJIbHUH MOHOJOI 3 IMHPOKOTO KOJia TEeM, IOB’SI3aHUX 3
HaBYAHHSIM Ta CIICI1AJILHICTIO;

Qumannsn

—  pO3yMITH aBTEHTHYHI TEKCTH, TMOB’S3aHI 3 HaBYaHHSIM Ta CIELIaJbHICTIO, 3
HiJPYYHHKIB, Ta3€T, MOMYJIPHUX 1 CIIELIaTI30BaHUX KypHAJIIB Ta [HTepHET-Kepen;

—  BHU3HAYaTH MO3UIII0 1 TOYKU 30py B ABTEHTHUYHUX TEKCTaX, IMOB’S3aHUX 3
HaBYaHHSM Ta CIEUiaJIbHICTIO;

—  pO3yMITH aBTEHTHUYHY aKaJEeMI4HY Ta MpoQeciiiHy KOPECIOHICHIIIIO.

Iucomo

—  TIMCaTH 3pO3yMiTi, JETalli30BaHI TEKCTHU PI3HOTO CIPsSMYBaHHS, IMOB’s3aHI 3
aKaJeMIvHO0 Ta mpodeciitHoro chepamu (Hamp., 3asIBY)

—  KOPHUCTYyBaTHCs 0a30BUMU 3ac00aMU 3B 3Ky JJIS IO€THAHHS BUCIIOBIIIOBaHb y
YITKHUM, JTOT1YHO 00’ € JHAHUN TUCKYPC

Ilepeknao

- 3acTOCOBYBAaTH Y MPAKTUYHINA JISIIbHOCTI 3HAHHS 3 IPAKTUKU NEPEKIany.

[lepexnanatu ycHO Ta MMCbMOBO y JTBOCTOPOHHBOMY PEXKHUMI (3 aHIIIIHCHKOI MOBU
YKpaTHCHKOIO Ta 3 YKpPaiHChKOI MOBHU aHTJIHCHKOIO) Pi3HOCTUIBLOBI TEKCTH B paMKax
npodeciiiHoi KOMYHiKaIlii, BpaXOBYIOYH ICHYIOUI NepeKkiianalbki Tpanchopmariii; BMITH
aHaJi3yBaTH pE3yJbTaTH CBO€l Tpalll (BUKOHAHUM TEpeKiIaa) Ta OOIPyHTYBaTH
nepeKIaalbke piieHHs.

Howyk ingpopmauii

—  3amUTYBaTH 3 METOIO MOUIYKY 1H(pOpMallii;

—  3HAXOAWTH KOHKPETHY iH(pOpMallito, OB’ s3aHy 3 MPOIECOM a0 MPEeIMETOM
HaBYaHHS, KOPUCTYIOUUCH ISl IIHOTO O10JII0TEYHUM KaTaJOrOM, CTOPIHKOIO 3MICTy abo
MOKA3YUKOM, JIOBITHUKAMH, CJIOBHHKAMU Ta [HTepHETOM.



2. 3ACOBHU JIATHOCTUKHU TA KPUTEPII OLIIHIOBAHHSA

PE3YJIbTATIB HABYAHHA

Buknamanas ta

CryneHTo-opieHTOBaHE HABYaHHS, poGJIEMHO-OPIEHTOBAHE

HaBYaHHS HaBYaHHS, HaBYaHHSI Ha  OCHOBI  HAYKOBO-JOCIIIHUIIBKOT
JISITBHOCTI, HaBYaHHs 4epe3 HaByajdbHI Ta BUPOOHUYI NMPAKTHKH.
[ToeqHaHHS IPAKTUYHUX 3aHATh, CAMOCTIHHOI POOOTH, HABYAITLHUX
KoH(epeHIIii, BAKOHAHHS 1HAWBIIyaJIbHHUX 3aBJIaHb.

OniHroBaHHS HakormuyBanbha GaibHO-pEHTHHIOBA CHCTEMa, INO Iepeadadac

OL{HIOBAHHS CTYACHTIB 3a yCi BUIM ayAMTOPHOI Ta 1103aayUTOPHO]
HABYAIBHOI IsIIBHOCTI, CIPSIMOBaHI Ha ONAHYBAHHs HABYAILHOIO
HABaHTAXXCHHS 3 OCBITHBOI NPOTpaMH: TIOTOYHI KOHTPOJIb Ta
OILIIHIOBAHHS, IIOCTAIHUM, MOJIYJIbHHM, IiJICYMKOBUH KOHTPOJIB;
€K3aMEHHU; 3aliKd, mpe3eHTarii. IIpoMmikkoBe Ta IiJICYMKOBE
OL[IHIOBaHHS 3HAHb BiJI0YBa€ETHCS Ha 3acamax
CTYJICHTOOPIEHTOBAHOTO OCOOMCTICHOTO IMIJXOAY 3 BHKOPHUCTAHHIM
Cy4acCHUX METOJUK Ta MPAKTHUK.
O1iHOBaHHA 3HAaHL 3ﬂ06yBaqu Bnmo'l' OCBITH BiZIOYBA€THCS 3TIAHO 3
[TonoxeHHsSM PO OpraHi3allito OCBITHBOTO TPOIIECY B HepxaBHomy
BUIIOMY HaBYaJbHOMY 3aKyafi «YKXropoJAChKUN HaI[lOHATBLHUI
YHIBEPCUTET»
https: //WWW uzhnu.edu. ua/uk/|nfocentre/qet/31357

2 HHSI CEMECTPOBHX
(KprOBI/IX) €K3aMEHIB 1 3aJiKiB B y)I(FOpOI[CBKOMy HAI[lOHAJILHOMY
YHIBEPCHUTETI
https://www.uzhnu.edu.ua/uk/infocentre/get/5952
[Tonoxenus mpo aTeCTaI_IiIO 3n100yBauiB  BUIIOI OCBITH Ta
eK3aMeHALfiHy KOMICII0 y JlepkaBHOMY BHILOMY HABYAJILHOMY
3aKsajl «YKropoAChbKU HAIllOHATBbHUIN YHIBEPCUTET»
https://www.uzhnu.edu.ua/uk/infocentre/get/11070
3 IOTPUMAHHSM HOPM aKaJEeMi4HOI A0OPOYECHOCTI Bi/NOBIAHO 10
[lonoxeHHsT PO aKkajaeMivHy JOOPOYECHICTE B YIXKIOPOACBKOMY
HAI[IOHAJTLHOMY YHIBEpPCHUTET1
https://www.uzhnu.edu.ua/uk/infocentre/get/12223
[lepe3apaxyBaHHs KpenuTiB BimOyBaeTbcs Ha ocHOBI IlomoskeHHs
npo BU3HaHHA (nepe3apaxyBaHHs) kpeauTiB EKTC ans yyacHuUKIB
Iporpam  aKaJeMi4Hoi MOOUIBHOCTI y JlepxaBHOMY BHILIOMY
HABYAIILHOMY 3aKnai «Y KTOpOACHKUN HaI[lOHAJLHUH
YHIBEPCHUTET»
https://www.uzhnu.edu.ua/uk/infocentre/get/20131
[Tponetypa oniHIOBaHHS 3700yBaviB BUILOi OCBITH TaKOX BPaXOBY€
pe3ynbTaTé HeopMaabHOI OCBITH 3TiHO [lom0XKeHHS PO MOPsII0K
BU3HAHHA  JIepXKaBHOMY  BHIIOMY  HAaBYAILHOMY 3aKmaji
«YKrOpOJACHKHUI  HAI[IOHAILHUK  YHIBEPCUTET»  pe3yJbTaTiB
HaBYaHHS, 3100yTHX Y HehopManbHil OCBITI
https://www.uzhnu.edu.ua/uk/infocentre/qet/22966
HasiBHa uiTka mporeaypa po3risay amensiiii 3700yBadiB BHIIOT
OCBITH, sika onucaHa B [lojOKeHHI NPO TOPS/IOK 3aCTOCYBaHHs
3aXOJIB 3 BpEryNIIOBaHHS KOH(IIKTIB Ta CIOpIB (cyr[epeqox) y
TiSTPHOCTI  CHIBPOOITHHKIB Ta 3100yBadiB BHINOI OCBITH B
JlepkaBHOTO ~ BHILIOrO HAaBYAIBHOTO 3aKNIafy «YHKTOPOACHKHIL
HAI[IOHAJILHUH YHIBEPCUTET)
https://www.uzhnu.edu.ua/uk/infocentre/get/22964
Ta ITon0KeHH] PO TOPS/IOK OCKAapIKEHHS Pe3yNIbTATIB (Arelsiis)
OI[IHIOBAaHHS B JlepaBHOMY ~BHIIOMY HaBYAIBHOMY 3aKmai
«YKropoJChKUIA HAI[IOHATTLHUHN YHIBEPCUTET)
https://www.uzhnu.edu.ua/uk/infocentre/get/22967
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3acobaMu NIarHOCTHKM Ta METOAAMH JEMOHCTPYBAaHHS pPE3Yy/IbTaTiB HAaBYAHHA 3
HABYAJIBHOI JAWCIHIUIIHU €: 3aiKd, €K3aMEHH, CTaHAApTU30BaHI TECTH, pedepaTH, ece,
CTYJICHTCBKI MPE3CHTAIlii Ta BUCTYNH Ha HayYKOBHMX 3aXOjaX, 1HII BUJW 1HIUBIAYaTbHUX
Ta TPYMOBHUX 3aBJIaHb.

OuiHIOBaHHS NPOBOJUTHCA HA PI3HUX €Tarax YIpOJOBX YChOTO KypCcy HaBYaHHS i
BKJIFOYAE Ti TUIMH W TEXHOJOTII OILIHIOBAHHS, $KI BIAIOBIJAIOTH LIJISIM HaBYaHHS.
[Iponieaypy BCTaHOBIICHHS PE3Y/IbTATIB OI[IHIOBAHHS MOBJICHHEBOI IMOBEIIHKU CTY/ICHTIB
BIJIMOBIIAIOTh METOJlaM HaBYaHHS, BHUKOPUCTOBYIOTHCS TIOCHIJIOBHO 1 MiAJIATal0Th
MOHITOPHHTY.

Ilomoune oyinoeanns 301ACHIOETHCS MPOTATOM Kypcey 1 nepeadayae MEpeBIPKY
3HaHb CTYACHTIB 3 OKPEMHX TE€M Ta PiBHs MIATOTOBKH iX 10 BUKOHAHHS KOHKPETHUX
KOMYHIKaTUBHUX Ta TPAMAaTUYHUX 3aBJaHb. DOPMOIO MPOBEACHHS TOTOYHOTO KOHTPOJTIO
€ BUKOHaHHS TUChbMOBHUX YU YCHUX POOIT Ta TECTOBHX 3aBJ/IaHb.

Iliocymkose oyinosanus € BCEOIYHUM 3a XapakTepom, 3abe3reuye 3BITHICTH 1
3aCTOCOBY€ETBHCS JUIsl IEPEBIPKU PIBHS BOJIOJIHHS MOBOIO HampuKiHII Kypcy. g ¢opma
OITIHIOBAHHS JO3BOJISIE 3’SICYBAaTH, YM JOCSTJINA CTYIEHTH METH, BH3HAUEHOI KypCOM.
Cucrtema IiJICYMKOBOTO OIIIHIOBaHHsI BKJIIOYae B ceOe¢ BXIJHHH Ta BUXIIHHH TECTH.
BxinHe OIiHIOBaHHS TPOBOJUTHCS 3 METOK BHU3HAUUTHU PIBEHb BOJOMIHHS MOBOIO
CTYJICHTaMH 32 JJOTIOMOTOO JIIarHOCTUYHOTO TECTyBaHHSI.

DopMH KOHTPOJIIO

Dopmu  nomoyHo2o KOHmMpono. yCHHA ab0o NHUCHhMOBHA. Buam mOTOYHOTO
KOHTPOJIIO BKIIIOYAIOTh 1HAMBiAyaibHe ab0 TPyMoOBe OMUTYBaHHS, KOHTPOJIBHY POOOTY,
TECTH, MiJITOTOBKY pedepary; MIJIO0BI irpu; 3aXUCT BUKOHAHMUX 3aBllaHb Ta iH. Dopmu
KOHTPOJIIO Ta CAMOCTIIHOI poOOTH BM3HAYAIOTHCS BUKIAJAadeM Ta 3aTBEPKYIOTHCS Ha
3aciianHi Kadeapu.

Dopma MoOYIbHO20 KOHMPOIO: YCHA a00 MIChbMOBA BU3HAYAETHCS BUKJIAaueM Ta
3aTBEPKY€EThCS Ha 3acijlaHH1 Kadenpu.

Dopma niocymKo8020 cemecmposo2o0 KOHmMpOo. yCHUN abo MUCbMOBHIA 3aJik abo
€K3aMeH.

B 00cs131 HaBuanbHOTO MaTepiary, BA3HAYEHOTO pOO0Y0I0 HAaBYAILHOIO MPOTPAMOI0
1 B TEpMiHM, BCTAaHOBJECHI POOOYMM HABYAJIBHUM IJIAHOM Ta TIpadiKoM HaBYAIHHOTO
poIIeCy.



Po3noain 6auiB, AKi OTPUMYIOTH 3100yBa4i BUIIIOI OCBITH

1 cemectp (MoayJs 1, 2)

MoayJbHa
IloTo4yHe oniHIOBaHHSA Ta caMocTiiiHA podoTa KOHTposabHa |PA3OM
podora
Tema 1 Tema 2 Tema 3 Tema 4 CPC
10 10 10 10 10 >0 100
Tema 5 Tema 6 Tema 7 Tema 8 CPC
10 10 10 10 10 >0 100
2 cemecTp (MoayJs 1, 2)
Moay/ibHa
IloTouyHe oLiHIOBAHHSA Ta caMOCTiliHA podoTa KOHTpoJibHA |PA3OM
pobota
Tewma 1 Tema 2 Tema 3 Tema 4 CPC
10 10 10 10 10 50 100
Tema 5 Tema 6 Tema 7 Tema 8 CPC
10 10 10 10 10 50 100
OuiHBaHHS OKpeMHUX BH/iB HABYAJbHOI POOOTH 3 IMCHHUILTIHN
1 cemecTp
. . . Moayas 1 Mopayas 2
Bupa pissibHocTi 3100yBavya BUIIOT — P — — P —
OCBITH Kl]i;fpif{“ KIJIBKICTh OaiB Kllf:;;(];;n KIJIBKICTB OaniB
: (cymapHa) (cymapHa)
JIaGopatopHi 3aHATTS (AOMYCK, 20 40 20 40
BUKOHAHHS Ta 3aXUCT)
CamocriitHa poboTa 22 10 24 10
MoJyiapHa KOHTpOJIbHA poboTa 2 50 2 50
Pa3zom 44 100 46 100
2 cemecTp
BI/IH HiﬂanOCTi 3H06yBaqa Bnmo.l. . . MOI[y]j}a‘]:CI}MaHBHa . . MOHyH;:{CHMaHBHa
ocBiTH KIFJ::ZEIC{TB KiJIBKICTh OaniB Kl;g;if:b KibKiCTh OasiB
: (cymapHa) (cymapua)
JlabopaTopHi 3aHATTS (IOIYCK, 20 40 20 40
BUKOHAHHS Ta 3aXUCT)
CamocriitHa po6oTa 22 10 24 10
MoyJibHa KOHTPOJIbHA POOO0Ta 2 50 2 50
Pazom 44 100 46 100

KpwuTepii oniHIOBaHHSI MOYJIbHOI KOHTPOJILHOI pO00TH

MopynpHa KOHTpOJNbHa PoOOTa MPOBOAUTHCA MUCHMOBO Ta/abo yCHO 3 METOIO
NEepeBIpKM MPOrpecy CTyAEHTa B JOCATHEHHI IUIed HaBYaHHS TEBHOTO MOJIYIIIO.
OCKUTBKH KOXKHUH MOJYJIb Ma€ Ha METi PO3BUTOK PELENTHUBHUX Ta MPOAYKTUBHUX YMiHb
Ta HAaBUYOK B KOPUCTYBAaHHI 1HO3EMHOIO MOBOI, MOJYJIbHa KOHTPOJIBHA poOoTa
no0yaoBaHa 3 METOI0 TEpEeBIPKM PIBHA LUX YMiHb Ta HaBUYOK B paMKax TeM,
nepeadadeHux MeBHUM MoayneM. llepeBipka copMOBAHOCTI MOBJICHHEBUX YMiHb il
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4ac MOAYJIBHOI KOHTPOJIbHOI pPOOOTH TakoX mependadae MepeBipKy HAsSBHOCTI Y
CTYJIEHTa MOBHUX BMIHb Ta poOOYMX 3HaHb TIpPaMaTUYHUX CTPYKTYp, MpaBUil
AHTJIIACHKOIO0 CHHTAaKCHCY, MOBHMX ()OpM, BIACTHUBUX JUIS O(ILIMHMX Ta PO3MOBHHUX
pEricTpiB  akaJeMI4HOro 1 MpodeciiiHOro MOBJIEHHS Ta IIMPOKOrO JI1ara3oHy
CJIOBHUKOBOTO 3amacy (y TOMY YHCII TEPMIHOJOTII), SIKWi BHBYABCS y BIAMOBIIHOMY
MOYJII.

Ouintoeanns peyenmueHUX yminb nio 4ac mMooyabHoi KOHMPOALHOT podomu:
Yumanusa ma ayodiroeanns

OLiIHIOETHCA 3AATHICTh CTY/ACHTIB:

—  pO3yMITH r'OJIOBHUH 3MICT/1/1€10 TEKCTY, HOTO JIeTall 1 CTPYKTYpY;

—  PO3YMITH TOJOBHI AYMKH 1 KOHKPETHY 1HGOPMAIIIIO 3 TEKCTY;

—  poOuTH IpUITYIIECHHS MPO 1€l Ta CTaBJICHHS aBTOpa;

Ouinoeanusa npoOyKmMueHUX YMiHb IO 4ac M00YAbHOi KOHMPOIbHOT pOOOmMuU

Iucvomo

[IrcbMO OIIHIOETHCS 32 KPUTEPISIMU BUKOHAHHS 3aBJaHHA, Ta 32 KOMYHIKaTUBHOIO
AKICTIO pOOOTH BIJIMTOBITHO 1O HABUYOK Ta BMiHb, Kl TPEHYBAJIHCS MPOTITOM MOJYJIIO:

— BIJIMTOBITHICTH 3MICTY 3aBJIaHHIO;

— BIZAIMMOBIAHICTH MOBHHX 3aC001B 3aBIaHHIO;

— JIEKCUYHUM 1 TpaMaTUYHUN J11alla30H BIAMOBIHO PIBHIO CTYICHTA;

—  Oprasi3ailiro 3B’SI3HOCTI TEKCTY: YiTKa CTPYKTYypa 3 HAICKHUMHU 3’ € THYIOUNMHU
dbpazamu, 110 JOMOMAarar0Th YATAUYEBl OPIEHTYBATUCS B TEKCTI.

losopinnsa

MoBieHHEBA MOBENIIHKA CTYACHTIB y CHUTYaIlisX, Mepea0adyeHuX MUISIMU MOIYJIIO,
OLIIHIOETHCS 1110/10:

—  e(eKTUBHOCTI BUKOHAHHS 3aBJIaHHS;

—  TOYHOCTI Ta JOPEYHOCTI BHUKOPUCTAaHHS MOBHUX 3ac0o0iB (JIEKCMYHUH 1
rpaMaTUYHUH /iarma3oH);

—  YOPaBIIHHS TUCKYPCOM;

—  BHUMOBHY;

—  HaBHMYOK CHUIKYBaHHS (3[aTHICTh CTyA€HTa OpaTH aKTHBHY y4acThb y Oeciii,
1HIIIFOBAaTH PO3MOBY Ta pearyBaTy HAJICKHUM YHHOM).

Ilepexnao

- OIIIHIOETHCS TOYHICTH MEPEeKJIaqy YCHO Ta TMHCBMOBO Y JBOCTOPOHHBOMY
pexxumi (3 aHTTIHCBKOI MOBH  YKpaiHCHKOIO Ta 3 YKpaiHCHKOI MOBHU aHTJIIHCBHKOIO)
PI3HOCTHIILOBUX TEKCTIB B paMKax MpodeciiHol KOMyHIKaIlii.

Kpurepii oniHloBaHHS MiICyMKOBOI0 CEMeCTPOBOI0 KOHTPOJIIO

[Tig yac miACYMKOBOI'O CEMECTPOBOTO KOHTPOJIIO (3aJIIKU Ta €K3aMEHH) OLIHIOEThCS
porpec, sIKOTO JIOCSATHYB CTYICHT MPOTSATOM CEMECTPY, Ta IOTOYHHI PiBEHb BOJIOAIHHS
MOBOIO (peLENTHBHI Ta TPOAYKTUBHI YMIHHS):

Ouintoeanns peyenmueHUX yMinb:

Yumanusa ma ayoiroeanns

OI1iHIOETBCS 3/1aTHICTD CTY/ICHTIB:

—  PO3YMITH CYTHICTb, I€Tajl 1 CTPYKTYpY TEKCTY;

—  BH3HAYaTH TOJOBHI AYMKH 1 KOHKPETHY 1H(pOpMAIIiio;

—  poOuTH mpHITYIIIEHHS PO i€l Ta CTaBICHHS;

—  PO3yMiTH 0COOIMBOCTI MPOdecitHOTO JUCKYPCY.
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Ouinoeanus npoOyKmueHUX YMiHb:

lucvomo

[TuceMO OIHIOETHCS HE JUIIE 3a KPUTEPiSIMH BHKOHAHHS 3aBlIaHHA, aje W 3a
KOMYHIKaTUBHOIO SIKICTIO po0OTH cTyneHTa. OLIHKH BUCTABIISIOTHCS 3a:

—  3MICT

—  TpakTyBaHHS MHUTAHHS Ta TIYMAyeHHS TEMHU 4Yepe3 MPU3My PIZHOMaHITHUX
171e¥l Ta apryMEHTIB;

—  TOYHE BUKOPHUCTAHHS JICKCUKMA Ta MYHKTYyallii, JIGKCHYHUN 1 TpaMaTUYHHMA
Jiara3oH, BAKOPUCTAHHS JIEKCUKH, BIIMOBITHOT PIBHIO CTY/ICHTA;

—  CTWIb (HAIp., YHUKHCHHS TIOBTOPEHHS JICKCUYHUX OJIMHHIIb);

—  Oprasizaiito 3B’SI3HOCTI TEKCTYy: YiTKa CTPYKTypa: BCTYI, I'OJOBHA YaCTHHA 1
BHCHOBOK; Halle)kHa po30MBKa Ha a03aly; 3B SA3HUN TEKCT 3 HAJCKHUMHU 3’ €THYIOUMMHU
dbpazamu, 110 JOMIOMAarar0Th YATAUYEB1 OPIEHTYBATUCS B TEKCTI.

L osopinns

OLIHIOETBCA MOBJICHHEBA TIOBEJiHKA CTYJCHTIB BIJIMOBIIHO IO KPHUTEPIiB,
PO3p0o0IeHUX I iXHBOT'O PIBHS BOJIOIIHHS MOBOJO:

— TOYHICT, Ta JOPEYHICTh BUKOPUCTAHHS MOBHHUX 3ac001B; JIEKCHYHHM 1
rpamMaTUYHUH Jlana3oH BIATOBIAHO 10 AECKPUIITOPIB PIBHS,

— VIOpPaBIIHHSA JUCKYPCOM: JIOTIYHA IOCTIJOBHICTh, OOCAT Ta BIAMOBIIHICTH
MOBJICHHEBIH ISUTBHOCTI CTYJCHTA;

—  BHMMOBA: 3JaTHICTb CTYyJEHTa MPOAYKYBATH pPO30IpIMBI BHUCIOBIIOBAHHS.
(loTpumaHHs HaroJocy, puTMY, IHTOHAITIT OIIHIOETHCS BiAMOBiAHO 10 PBM cTynenTa)

—  CHUIKYBaHHS: 3[IaTHICTh CTYyJICHTa OpaTH aKTUBHY Y4acThb y Oecii.

Ilepexnao

OLIHIOETHCA TOYHICTh NIEPEKIAAY YCHO Ta MUCEMOBO Y IBOCTOPOHHBOMY PEXHUMI (3
aHTTIACHKOI MOBU YKPAiHCHKOIO Ta 3 YKPaiHChKOI MOBHU QHTJIHCHKOIO) PI3HOCTHIIOBUX
TEKCTIB B paMKax mpodeciifHoi KOMyHiKallii, BMiHHS aHaTi3yBaTH BUKOHAHHWM MIEPEKIIal
Ta OOTPYHTYBATH MEPEKIIATaIbKe PIIICHHS.
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KPUTEPII ONIHIOBAHHS HABYAJIBHUX TOCATHEHb CTYIEHTIB
Y KPEJUTHO-MOAYJbHIA CACTEMI OPTAHI3ALIII HABYAJIBHOI'O

MPOLIECY

Omiuka
3a

IIKAJIO0
ECTS

Kinexkicts
OaiB

OmiHka 3a
HaIlOHAJILHOIO
[IKAJIOO0

Kpurepii 3Hanb

A

90-100

BIIMIHHO

Crynent BusiBiasie ocoOiuBI TBOpYi 34i0HOCTI, BMi€
caMOCTIiHO  3100yBaTH  3HaHHS, ©O€3  JIOMOMOTH
BUKJIaJjaua 3HaXO/UTh JoKepena iHpopmarii,
BHUKOPHCTOBYE  HaOyTi 3HAaHHA Ta BMIHHA B
HECTaHJAPTHUX CHTYAI[isX, MEPEKOHJINBO apTryMEHTYE
BI/IMOBI/Ii, CAMOCTIHO PO3BUBAE BJACHI 00apyBaHHS i
HaXHJIH.

82-89

74-81

n00pe

CTyzIeHT BUTbHO BOJIOJIi€ BUBYCHUM 00CATOM Marepiaiy,
3aCTOCOBYE MOTO Ha MPAKTHIII, BUTBHO PO3B’S3y€ BIPABU
Ta 3aJadi B CTaHAAPTHUX CHUTYaIisX, CaMOCTIHHO
BUIIPABIISE  JOMYIICHI TOMWJIKH, KUIBKICTh
HE3HAYHa.

SIKUX

Crynent BMi€ 31CTaBJIATH, y3araJbHIOBaTH,
CUCTeMAaTH3yBaTu 1HQOpPMAIIO0 MiA KEpPiBHUITBOM
BUKJIaJIa4ya, B IIJIOMY CaMOCTIHHO 3aCTOCOBYBATH ii Ha
MPaKTHIII, KOHTPOJIIOBATH BJIACHY ISIBHICTD,
BUIIPABIISITH IOMUJIKH, CEpPEJl SIKUX € CYTTEBI, JOOHpaATH
apryMEHTH Ha ITiITBEPPKECHHS MEBHUX JTYMOK.

64-73

60-63

3a0BIJIBHO

CTyneHT BIATBOPIOE 3HAYHY YaCTUHY TEOPETUYHOTO
MaTepially, BUSBIISE€ 3HAHHS Ta PO3YMIHHS OCHOBHHUX
MOJIOKEHb, 3 JOIOMOT'OK0 BUKJIa/laya MOKE aHaII3yBaTH
HaBYaJIbHUNA MaTepian, BHUIPABIATH MOMUIKH, Cepel
SKHUX € 3HaYHA KIJIbKICTh CYTTEBUX.

CryneHT BOJIOJIiE MaTepialoM Ha piBHI, BHUILOMY 3a
MOYaTKOBMH, 3HAYHY YAaCTHHY WOTO BIJITBOPIOE Ha
MPOAYKTUBHOMY DPiBHI.

FX

35-59

0-34

HE3aJ0BUIBHO

CryneHT BoJIoJlie MaTepiajoM Ha PiBHI OKpEMUX
(parMeHTiB, 1110 CTAHOBJIATh HE3HAUHY YACTHHY
HaBYaJHLHOTO MaTepiay.

CtyneHT BOJOJI€ MaTepialoM Ha PiBHI €JI€MEHTapHOTro
pO3Mi3HAaHHSA Ta BIATBOPEHHS OKpeMuX (parMeHTiB,
€JICMEHTIB, 00’ €KTIB.
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3.3MICT TA CTPYKTYPA HABUAJIbHOI JUCHUILJIIHU

3.1. 3MicT HABYAJBLHOI JUCIHUILIIHHA
1 Cemectp
Moayas 1
Tema 1. Buyers, Sellers and the Market
1.1 Customers and Clients
1.2 Buyers and Sellers
1.3 The Market
1.4 Companies and Markets
1.5 Competitors and Competition
Tema 2. Finance and the Economy
2.1 Personal Finance
2.2 Financial Centers
2.3 Stock Markets
2.4 Trading
2.5 Market Indexes
Tema 3. Indicators
3.1 Finance and Economics
3.2 Inflation and Unemployment
3.3 Trade
3.4 Growth and GDP
3.5 Peaks and Troughs
3.6 Boom and Bust
Tema 4. Marketing and Market Orientation
4.1 Marketing
4.1 Market Orientation
4.3 Products and Brands
4.4 Price
4.5 Place
4.6 Promotion

Mopayas 2

Tema 1. Marketing Basics

1.1 Marketing Mix

1.2 The Four Cs, As, and Os

1.3 AIDA

1.4 SWOT Analysis

1.5 Marketing Strategy

1.6 Marketing Plan

Tema 2. Personal Skills

2.1 Time and Time Management
2.2 Projects and Project Management
2.3 Stress and Stress Management
2.4 Downshifting

2.5 Modern Management Styles

2.6 Empowerment

Tema 3. Business Across Cultures
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3.1 Cultures and Culture

3.2 Business and Familiarity

3.3 Business Cards

3.4 Dress Code

3.5 Entertainment and Hospitality
3.6 Cross-Cultural Communication
Tema 4. Ethics

4.1 Social Marketing

4.2 Code of Ethics

4.3 Ethical Standards

4.4 Ethical Investment

4.5 Wrongdoing

4.6 Bribery and Corruption

4.7 Fraud and Embezzlement

2 Cemectp

Mopyas 1

Tema 1. Branding

1.1 Brand Platform

1.2 Brand Management

1.3 Brand Strategy

1.4 Common Brand Values
Tema 2. Publicity and Promotion
2.1 Media Strategy

2.2 Media Planning

2.3 Media Buying

2.4 TV and Radio

2.5 Outdoor Advertising

Tema 3. Press

3.1 Newspapers

3.2 Magazines

3.3 Printed Documents

3.4 Internet

3.5 Search Engine Marketing
Tema 4. Public Relations

4.1 Corporate Communications
4.2 Media Relations

4.3 Lobbying

4.4 Event and Sport Sponsorship
4.5 Crisis Communication

4.6 Corporate Blogging
Mopayas 2

Tema 1. Telephone and Email
1.1 Telephones and Beyond

1.2 Doing Things over the Phone
1.3 Phoning Scenario

1.4 Giving and Taking Messages
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1.5 Making Arrangements

1.6 Emails

Tema 2. Meetings

2.1 Types of Meetings

2.2 Role of the Chairperson

2.3 Points of View

2.4 Agreement and Disagreement
2.5 Discussion Techniques

Tema 3. Presentations

3.1 Types of Presentations

3.2 Dos and Don’ts: Preparation

3.3 Dos and Don’ts: Timing

3.4 Dos and Don’ts: Voice

3.5 Dos and Don’ts: Body Language
3.6 Rapport with the Audience

3.7 Visual Aids

3.8 Closing and Dealing with Questions
Tema 4. Negotiations

4.1 Types of Negotiations

4.2 Bargaining

4.3 Negotiating Scenario

4.4 Negotiating Styles

4.5 Probing

4.6 Trade-offs

4.7 Confrontational Negotiating Tactics
4.8 Dealing with Problems

4.9 Agreements and Contracts
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3.2. CTpyKTYypa HaBYAJIbHOI JUCHHUILTIHU

KinpkicTs rogun

dopma HaBUYAHHS:

y TOMY YHUCII

—_ <
Ha3Bu 3MiCTOBHX MOJYJIIB 1 TEM o ‘B '% a 0 s
S = | £82 o 3¢Eg =EE
2| E|E8 5| EE%¢
> O 5E &|E®¢g 2¢
o = te) = & =2 S
=8 S5 8
1-ii cemecTp
Monayasb 1
Tema 1. Buyers, Sellers and the Market 10 4 6
Tema 2. Finance and the Economy 12 6 6
Tewma 3. Indicators 8 4 4
Tema 4. Marketing and Market Orientation 12 6 6
MoynbHa KOHTpOJIbHA poboTta | 2 2
Pazom 3a Mmonysn | 44 22 22
MoayJs 2
Tema 1. Marketing Basics 10 4 6
Tema 2. Personal Skills 12 6 6
Tewma 3. Business Across Cultures 10 4 6
Tema 4. Ethics 12 6 6
MonyibHa KOHTpOJIbHA poboTa | 2 2
Paszom 3a Mmonynb | 46 22 24
Pasom 3a cemectp | 90 44 46
2-ii cemecTp
Moayas 1
Tema 1. Branding 10 4 6
Tema 2. Publicity and Promotion 12 6 6
Tewma 3. Press 8 4 4
Tema 4. Public Relations 12 6 6
MoynbHa KOHTpOJIbHA poboTa | 2 2
Pazom 3a Mmonynn | 44 22 22
Moayas 2
Tema 1. Telephone and Email 10 4 6
Tema 2. Meetings 12 6 6
Tewma 3. Presentations 10 4 6
Tema 4. Negotiations 12 6 6
Mo tyibHa KOHTPOJIBHA poboTa | 2 2
Pa3zom 3a Mmonynb | 46 22 24
Pasom 3a cemectp | 90 44 46
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3.3. Temu J1a00paTOPHUX 3aHATH

No KinpkicTh roaua
Hazpa temu
3/ JICHHA 3a04Ha
1 | Customers and Clients 2
2 | Companies and Markets 2 2
3 | Personal Finance 2
4 | Financial Centers 2
5 | Stock Markets 2
6 | Finance and Economics 2 2
7 | Inflation and Unemployment 2
8 | Marketing 2 2
9 | Products and Brands 2
10 | Promotion 2
11 | MODULE 1 2
12 | Marketing Mix 2 2
13 | SWOT Analysis 2
14 | Time and Time Management 2
15 | Projects and Project Management 2 2
16 | Stress and Stress Management 2
17 | Managing Across Cultures 2
18 | Business and Familiarity 2
19 | Code of Ethics 2
20 | Ethical Standards 2
21 | Ethical Investment 2 2
22 | MODULE 2 2
23 | Brand Platform 2
24 | Brand Management 2
25 | Publicity and Promotion 2 2
26 | Media Strategy 2
27 | Media Planning 2
28 | Newspapers 2
29 | Magazines 2 2
30 | Corporate Communications 2 2
31 | Media Relations 2
32 | Lobbying 2
33 | MODULE 1 2
34 | Telephone and Email 2 2
35 | Making Arrangements 2 2
36 | Types of Meetings 2
37 | Role of the Chairperson 2 2
38 | Discussion Techniques 2
39 | Types of Presentations 2
40 | Dos and Don’ts: Preparation 2
41 | Types of Negotiations 2
42 | Negotiating Scenario 2
43 | Agreements and Contracts 2
44 | MODULE 2 2 2
Pazom 88 26
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3.4. CamocrTiiina podorta

No KinpkicTh roauH
Hazpa temu
3/ JIIEHHA 3a09Ha
1 | Buyers and Sellers 2 4
2 | The Market 2 3
3 | Competitors and Competition 2 3
4 | Stock Markets 2 3
5 | Trading 2 4
6 | Market Indexes 2 3
7 | Growth and GDP 2 3
8 | Boom and Bust 2 3
9 | Market Orientation 2 3
10 | Price 2 4
11 | Place 2 3
12 | The Four Cs, As, and Os 2 3
13 | Marketing Strategy 2 4
14 | Marketing Plan 2 3
15 | Downshifting 2 3
16 | Modern Management Styles 2 3
17 | Empowerment 2 3
18 | Cultures and Culture 2 3
19 | Entertainment and Hospitality 2 4
20 | Cross-Cultural Communication 2 3
21 | Wrongdoing 2 4
22 | Bribery and Corruption 2 3
23 | Fraud and Embezzlement 2 4
24 | Brand Management 2 3
25 | Brand Strategy 2 4
26 | Common Brand Values 2 3
27 | Media Buying 2 3
28 | TV and Radio 2 3
29 | Outdoor Advertising 2 4
30 | Printed Documents 2 3
31 | Search Engine Marketing 2 3
32 | Event and Sport Sponsorship 2 4
33 | Crisis Communication 2 3
34 | Corporate Blogging 2 4
35 | Phoning Scenario 2 3
36 | Giving and Taking Messages 2 4
37 | Emails 2 3
38 | Meetings 2 4
39 | Points of View 2 3
40 | Agreement and Disagreement 2 4
41 | Dos and Don’ts: Timing 2 3
42 | Rapport with the Audience 2 3
43 | Closing and Dealing with Questions 2 3
44 | Negotiating Styles 2 4
45 | Confrontational Negotiating Tactics 2 3
46 | Dealing with Problems 2 4
5

Pazom

©
N
=
N
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4. OBJJATHAHHSA TA ITPOT'PAMHE 3ABE3IIEYEHHSA,
BUKOPUCTAHHSA AKUX IIEPEABAYAC€ HABYAJIBHA JUCIHUIIJITHA

B OCBITHBOMY MpOLECI BUKOPUCTOBYETHCS MYJIbTUMEIINHE OONaJHAHHA JUIS
IPOBEJICHHS JIEKUINA Ta MPaKTUYHUX 3aHATh. s 1HdopmaliiiHoro nouryky ta oopoOku
pe3yabTaTiB HasBHI CHEIiali3oBaHl KOMIT FOTEpHI Kiacu (akymbTeTy 3 HEOOXITHUM
IpOrpaMHUM 3a0€3MEeYEeHHAM Ta HEOOMEKEHUM BIJKPUTUM JAOCTyNnoM 10 I[HTepHer-
MEpPEKI.

[ndopmariiiine Ta HaBYAIbHO-METOJUYHE 3a0€31ICUECHHS

odimiiftaNi BeO-caiT http://www.uzhnu.edu.ua, skuii MiCTUTH 1H(DOpMAIlIIO TIPO
poOoui mporpaMu, HaBYaJIbHY Ta HAYKOBY JIITEPATYpPy; HEOOMEKEHHUI JOCTYN A0 MEpPExKi
InTepHeTy. - GOHIM Ta €JIEKTPOHHUX KaTanoriB HaykoBoi 010miotexku JBH3 «YxHVY», a
TaKOXK 10 €JIEKTPOHHOT O perno3uTapiro JABH3 «YxHY»
(https://dspace.uzhnu.edu.ua/jspui/), ne MICTATbCS HaBUaJIbHO-METOAUYHI Martepiaiu 3
JUCIUIUIIH HAaBYAJIBHOIO IUIaHY; - HayKoBa 010J1I0TEKa, YMTalbHI 3alid; - BIpTyaJibHE
HaBuanbHe cepenoBuine Moodle (https://e-learn..uzhnu.edu.ua/); - BeG-caiiT dakynbreTy
icTopii Ta MIXKHApOTHUX BIAHOCHH 3a anpecoto https://www.uzhnu.edu.ua/uk/cat/faculty-
thistory relati/specs MICTUTh AOKJIAAHY I1H(POPMAIID PO HABYAIBHUU TMPOIEC; -
HaBYaJIbHI 1 poOoYl IMJaHW; - rpadiki HABYAIBHOI'O MPOLECY; - HABYAJIbHO-METOAMYHI
KOMIUIEKCH JWCHUMIUIIH; - TIAKeTH 3aBJaHb JJI1 T[IPOBEJICHHS PEKTOPCHKUX Ta
KOMILUJIEKCHUX KOHTPOJIbHUX pOOIT; - OUAAKTHYHI MaTepiadd JJisl CaMOCTIHHOI Ta
IHAUBIYaTbHOT pOOOTH CTYJAEHTIB 3 JUCIUILTIH.
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6. 3AJIIKOBI TA EK3AMEHAIIIAHI TIUTAHHS

Ilepenik 3ajikoBUX NUTaHb 3 AUCHUILIIHA «IHO3eMHa MoBa mnpodeciiiHoro
cnpsimyBaHHs» Ha 1 cemecTp 2024-25 nH.p.
1. Buyers, Sellers and the Market
1.1 Customers and Clients

1.2 Buyers and Sellers

1.3 The Market

1.4 Companies and Markets

1.5 Competitors and Competition
2. Finance and the Economy

2.1 Personal Finance

2.2 Financial Centers

2.3 Stock Markets

2.4 Trading

2.5 Market Indexes

3. Indicators

3.1 Finance and Economics

3.2 Inflation and Unemployment
3.3 Trade

3.4 Growth and GDP

3.5 Peaks and Troughs

3.6 Boom and Bust

4. Marketing and Market Orientation
4.1 Marketing

4.1 Market Orientation

4.3 Products and Brands

4.4 Price

4.5 Place

4.6 Promotion

5. Marketing Basics

5.1 Marketing Mix

5.2 The Four Cs, As, and Os

5.3 AIDA

5.4 SWOT Analysis

5.5 Marketing Strategy

5.6 Marketing Plan

6. Personal Skills

6.1 Time and Time Management
6.2 Projects and Project Management
6.3 Stress and Stress Management
6.4 Downshifting

6.5 Modern Management Styles
6.6 Empowerment
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7. Business Across Cultures

7.1 Cultures and Culture

7.2 Business and Familiarity

7.3 Business Cards

7.4 Dress Code

7.5 Entertainment and Hospitality
7.6 Cross-Cultural Communication
8. Ethics

8.1 Social Marketing

8.2 Code of Ethics

8.3 Ethical Standards

8.4 Ethical Investment

8.5 Wrongdoing

8.6 Bribery and Corruption

8.7 Fraud and Embezzlement

IlepeJiik ek3aMeHalITHUX MUTAHb 3 HABYAJIBHOI IMCHUILTIHU «[HO3eMHa MOBa
npodgeciiinoro cnpsaiMyBaHHs» Ha 2 cemecTp 2024-25 H.p.
1. Branding

1.1 Brand Platform

1.2 Brand Management

1.3 Brand Strategy

1.4 Common Brand Values

2. Publicity and Promotion

2.1 Media Strategy

2.2 Media Planning

2.3 Media Buying

2.4 TV and Radio

2.5 Outdoor Advertising

3. Press

3.1 Newspapers

3.2 Magazines

3.3 Printed Documents

3.4 Internet

3.5 Search Engine Marketing

4. Public Relations

4.1 Corporate Communications
4.2 Media Relations

4.3 Lobbying

4.4 Event and Sport Sponsorship
4.5 Crisis Communication

4.6 Corporate Blogging

5. Telephone and Email

5.1 Telephones and Beyond
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5.2 Doing Things over the Phone
5.3 Phoning Scenario

5.4 Giving and Taking Messages
5.5 Making Arrangements

5.6 Emails

6. Meetings

6.1 Types of Meetings

6.2 Role of the Chairperson

6.3 Points of View

6.4 Agreement and Disagreement
6.5 Discussion Techniques

7. Presentations

7.1 Types of Presentations

7.2 Dos and Don’ts: Preparation

7.3 Dos and Don’ts: Timing

7.4 Dos and Don’ts: Voice

7.5 Dos and Don’ts: Body Language
7.6 Rapport with the Audience

7.7 Visual Aids

7.8 Closing and Dealing with Questions
8. Negotiations

8.1 Types of Negotiations

8.2 Bargaining

8.3 Negotiating Scenario

8.4 Negotiating Styles

8.5 Probing

8.6 Trade-offs

8.7 Confrontational Negotiating Tactics
8.8 Dealing with Problems

8.9 Agreements and Contracts
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7.3PA3KH 3ABJIAHbB JIJISI CAMOCTIMHOI POBOTH

I. Decide whether the statements below are true (T) or false (F).

1. King Charles Il is going to a meeting of Commonwealth countries.

2. Fifteen Caribbean nations have unanimously agreed to raise the issue of slave trade

reparations at the summit.

3. The foreign minister of Barbados will raise the issue of reparations.

4. A U.N. judge said the damages the U.K. did amounted to $25 trillion.

5. The UK foreign secretary said his ancestors listened to imperialistic lies.

6. Caribbean people are not going to forget their history

7 . The UK foreign secretary is the descendant of enslaved people.

8. A UK politician said Commonwealth countries should pay the UK.

9. A UK politician said that they were motivated by Christian charity.

10. The U.K. recently stated there would be no financial redress.
I1. Put the text back together.
(...) established in 1956 by survivors of the atomic bombings of the Japanese cities of
Hiroshima and Nagasaki. The group
(...) decades - thanks in large part to the work of Nihon Hidankyo - the destruction
unleashed on the two Japanese cities was
(...) The news agency Reuters praised the ongoing legacy of Nihon Hidankyo. It wrote:
"For
(...) tocontemplate." However, rising tensions in the world today mean we are closer to the
brink of nuclear war than ever before.
(...) widely seen as a lesson from history that using nuclear weapons again was too
appalling
(...) in Hiroshima and 60,000 to 80,000 people in Nagasaki; roughly half occurred on the
first day."”
(..1..) This year's Nobel Peace Prize has been awarded to Nihon Hidankyo - a grassroots
group
(...) on civilian populations. Wikipedia says: "The effects of the atomic bombings killed
90,000 to 166,000 people
(...) of nuclear weapons". Hiroshima and Nagasaki are the only places on Earth where such
weapons have been used
(...) committee said Nihon Hidankyo won the award, "for its efforts to achieve a world free
(...) has spent decades lobbying governments worldwide for the abolition of nuclear
weapons. The Nobel
I11. Give definitions of the following words and collocations and make your own
sentences with them.
1. Market pressures -
. A speculator -
. A dealer -
. Security houses -
. Options contract -
. Economic indicators -
. Trade balance -
. Trade deficit -
9. Gross national product —
10. Stagflation —
IV. Explain the meaning of the following statement: “Good marketing makes the
company look smart. Great marketing makes the customer feel smart.” — Joe Chernov

cONO Ol Pk WN
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8. 3PA3ZKN MOJAYJIbBHUX 3AB/IAHb

Variant 1
I. Listen to the text and fill in the gaps.
Inflation seems to be 1) at the moment. Every time | turn on
the news 2) story about inflation. Many countries around the
world are 3) inflation under control. Sometimes you read
about countries that 4) against inflation. Zimbabwe once had
an inflation rate of trillions of percent. 1 can’t imagine trying
5) my shopping bill with so many zeroes. | have no 6)
brought it under control. Inflation in my country is OK
7) . The government is worried about prices going up. Me
too. Inflation seems to 8) economists worry about most.
They do everything they can to 9) of inflation low. It has
been 10) for years now.

I1. Read the text and then choose the best answer for each question.
Internal Project Progress Report. Marketing Campaign Q2
During the second quarter, the marketing team has made significant progress on the new
product launch campaign. The goal of this campaign is to increase brand visibility and
drive sales for our new line of eco-friendly products. The campaign includes social media
advertisements, influencer partnerships, and a series of video content showcasing the
products in use.
The social media advertisements have so far garnered 1.2 million impressions across
platforms, with a click-through rate (CTR) of 4%. This is slightly below our initial target
of 5%, but the team is working on adjusting the ad creatives to improve engagement. We
also formed partnerships with five influencers who are aligned with our brand values.
Their posts have reached a combined audience of over 500,000 people.
The video series, which features product demonstrations and customer testimonials, is
currently in production. The first video was released two weeks ago and has received
positive feedback. Future videos will highlight the unique benefits of the products,
focusing on sustainability and functionality.
One challenge the team has encountered is budget management. While the campaign
remains within the overall budget, some individual costs, particularly around influencer
partnerships, have been higher than expected. We are currently reviewing these costs to
find ways to optimize spending without compromising the campaign's impact.
In conclusion, the campaign is on track, but some adjustments need to be made to achieve
our goals fully. The team will continue monitoring performance metrics and make
improvements as necessary.
1. What is the goal of Marketing Campaign Q2?

a) to decrease brand visibility and drive sales for their new line of eco-friendly
products.

b) to decrease brand visibility and drive sales for their old line of eco-friendly products.

c) to increase brand visibility and drive sales for their new line of eco-friendly products.
2. How do the campaign results compare to initial targets?

a) all metrics are exceeding original targets

b) results are mixed with CTR below target but overall progress on track

c) the campaign is significantly underperforming in all areas
3. What can be inferred about the company's brand positioning?
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a) they focus primarily on low-cost marketing strategies
b) they target mainly social media influencers
c) they prioritize environmental sustainability and authenticity
4. What relationship exists between the different campaign elements?
a) they are separate initiatives running independently
b) they form an integrated approach with each element supporting the others
c) they compete with each other for budget allocation
5. Which aspect of the campaign represents the largest deviation from initial planning?
a) the financial allocation for influencer partnerships
b) the timing of video content release
c) the social media engagement rates
6. What is the state of video series, which features product demonstrations and customer
testimonials?
a) it was produced 2 years ago.
b) it will receive positive feedback soon.
c) itis currently in production.
7. Based on the report's metrics, what is the approximate number of users who clicked
through the ads?
a) 120,000 users
b) 48,000 users
c) 1.2 million users
8. What strategy is the team employing to address campaign challenges?
a) reviewing costs while maintaining campaign effectiveness
b) shifting focus entirely to video content
c¢) increasing the overall campaign budget
9. How does the report characterize the relationship between cost and impact?
a) indicates that higher costs always lead to better results
b) shows no connection between spending and campaign effectiveness
C) suggests there's tension between maintaining impact while reducing costs
10. What contradiction is present in the campaign's current status?
a) the reach is high but engagement is low
b) the overall budget is fine but individual components are over budget
c) the video content is successful but being discontinued
I11. Choose the right variant.

1. The Nike is a simple tick.
a) jingle  b)logo c¢) commercial

2. A is a large outdoor advertisement usually found alongside highways.
a) billboard  b) commercial  c¢) slogan

3. A is a memorable tune used in advertising.
a) logo  b)jingle c¢)commercial

4. Companies use a unique to make their products easily identifiable.
a) logo  b)jingle c¢) commercial

5. are used to define the characteristics of potential customers.
a) slogans  b) demographics c) jingles

6. The is the group of people a product is aimed at.
a) target audience  b) brand  ¢) logo

7. involves using platforms like Facebook and Instagram for advertising.

a) billboard  b) demographics  c¢) Social media
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8. If you call me, the for the UK is 44.
a) country code  b) number code c) extension

9. A(n) displays everything you are working on.
a) keyboard b) email c) screen
10. A(n) is where you can check and send messages.

a) website  b) email account  c) software

IV. Define the collocations and make sentences with them.
Brand image, a premium brand, building brand preference, trustworthy brands, above-
the-line.

V. Choose one of the quotes and express your agreement or disagreement with it.
“Don’t find customers for your products, find products for your customers.” — Seth Godin
“Our jobs as marketers are to understand how the customer wants to buy and help them
to do so.” — Bryan Eisenberg

“A brand is no longer what we tell the consumer it is — it’s what consumers tell each
other it is.” — Scott Cook

Variant 2
I. Listen to the text and fill in the gaps.
Tax 1s 1) . That’s what many people say. I think it is necessary
because it’s the only way to2) going. Without the 3)
taxes, it would have4) on education, the
police, hospitals, roads, etc. Not every country has the 5) . People
in Sweden and Denmark 6) , but then schools, hospitals and other
social 7) . Tax there pays for an excellent 8) . In
America, tax is lower but there’s almost no welfare system. Americans have to pay for
their own healthcare. If you have no money9) can’t go to hospital. |
don’t mind paying tax, as long as my taxes don’t go10) weapons or
fund wars.

I1. Read the text and then choose the best answer for each question.

Quarterly Sales Report: Q3

In the third quarter, our company saw a 12% increase in overall sales compared to the
previous quarter, driven primarily by the strong performance of our new product line.
The EcoSmart series, which includes energy-efficient appliances, accounted for nearly
40% of total sales. This surge in demand can be attributed to increased consumer interest
in environmentally friendly products and a well-executed marketing campaign.

Despite this positive growth, there were some challenges. Sales in the North American
region grew by only 5%, which is below the expected 10% target. This shortfall was due
to logistical delays and stock shortages in key areas. We are currently working to resolve
these issues by expanding our supply chain network and improving inventory
management.
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In contrast, the European and Asia-Pacific regions performed above expectations. Europe
saw a 15% sales increase, while Asia-Pacific experienced a 20% jump, largely due to
rising consumer demand and successful partnerships with local distributors.
Looking ahead to Q4, we plan to continue expanding the EcoSmart series by introducing
additional products that meet the growing demand for sustainable solutions. We also aim
to address the logistical issues in North America to ensure smoother operations and
improved delivery times.
Overall, the outlook for the next quarter is optimistic, with strong growth expected in
most regions and the potential for recovery in North America once supply chain problems
are resolved.
1. Which best explains the main success in Q3?

a) marketing campaigns were successful in all regions

b) sales of eco-friendly products performed strongly

¢) the company reduced production costs significantly
2. What was the difference between the target and actual sales growth in North America?

a) 10 percentage points

b) 15 percentage points

c) 5 percentage points
3. Which regions showed the strongest improvement in Q3?

a) North America followed by Europe

b) Asia-Pacific followed by Europe

c) Europe followed by North America
4. What increase did the company see in overall sales compared to the previous quarter?

a) a 12% increase

b) a 20% increase

c) a 50% increase
5. What TWO main factors contributed to the success in the Asia-Pacific region?

a) consumer demand and successful partnerships

b) marketing campaigns and lower prices

c) improved logistics and new product launches
6. Based on the report, what appears to be the company's main competitive advantage?

a) its strong presence in North America

b) its low production costs

c) its environmentally friendly product range
7. What percentage of total sales did the EcoSmart series, which includes energy-efficient
appliances, account for?

a) above 40% of total sales.

b) nearly 50% of total sales.

c) nearly 40% of total sales.
8. How is the company planning to solve its North American challenges?

a) by improving both supply chain networks and inventory management

b) by reducing prices and increasing marketing
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¢) by launching more products in the region
9. What percentage of total company growth came from non-EcoSmart products?

a) 40%

b) 60%

c) 70%
10. Looking at the trends described, which market seems most important for the
company's future growth?

a) the North American market

b) the sustainable products market

c) the luxury appliance market

I11. Choose the right variant.

1. When a company makes a , itappearson TV.
a) slogan b)logo c¢) commercial
2. A is something like "I'm lovin' it" for McDonald's.
a) brand  b) billboard  c) slogan
3.To means to show or describe a product publicly to sell it.
a) advertise  b) brand  ¢) jingle
4. Coca-Cola is a famous known all around the world.
a) slogan  b) billboard c¢) brand
5 A is a full plan for promoting products.
a) jingle  b) marketing campaign c) logo
6. Companies create ads with their in mind to appeal to specific people.
a) target audience  b) jingle c) demographics
7.A is usually a song or tune associated with a particular company.
a)slogan  b)jingle c¢) SEO
8. Our is in Paris now.
a) main quarters  b) big office  c) head office
9. helps you do different things on your computer.
a) Email  b) Software c) Screen
10. You use a to visit different sites on the internet.

a) mouse b)screen c) browser

IV. Define the collocations and make sentences with them.
Brand vision, an economy brand, building brand loyalty, dependable brands, below-the-

line.

V. Choose one of the quotes and express your agreement or disagreement with it.

“It takes 20 years to build a reputation and five minutes to ruin it. If you think about that,
you’ll do things differently.” — Warren Buffett

“Making promises and keeping them is a great way to build a brand.” — Seth Godin

“A brand for a company is like a reputation for a person. You earn reputation by trying
to do hard things well.” — Amazon leadership principles Jeff Bezos
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