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O0beM TPpya0eMKOCTH: [ 3auemHuas eOuHuya

Heap AUCHUIUIMHBI. (QOPMUPOBAHUE COBPEMEHHOH SI3BIKOBOM JIMYHOCTH, CIIOCOOHOMU
0CO3HaBaTh COOCTBEHHbIE KOMMYHHUKATUBHBICE HAMEPEHHUS U CTPOUTH B COOTBETCTBUU C 3TUM
3P PEKTUBHYIO pEKJIaMHYI0 KOMMYHUKALIUIO HA aHTIIUICKOM SI3bIKE.

3agauyu JUCHMIJIMHBI: PACKPHITh OCOOCHHOCTH PEKJIAMHON KOMMYHHKAITMHM B COBPEMECHHOM
o0miecTBe, KOMMYHUKATHBHYIO M OCTCTHUECKYIO (DYHKIIMIO PEYH, CBSI3b KYJIbTYPhI MBIIUICHUS U
KYJIBTYPBI CJIOBa; OBJIAJICHUE TEOPETUICCKIMHI OCHOBAMH TIPOIIECcCa PEKIAMHON KOMMYHHKAITHH
HA aHIJUHACKOM si3bIKe; (OPMHUPOBAHME HEOOXOMUMMBIX S3BIKOBBIX 3HAHMW B 00JIACTH
KOMMYHHMKATHBHOW KOMIIETEHLIMH Oyaymiero OakanmaBpa (Buabl oOuieHus, BepOaibHbIE U
HEBepOaJIbHBIC CPEJICTBA KOMMYHHUKAIIUHU, TIPUHIIMITBI KOMMYHHKAIIMOHHOTO COTPYAHUYECTBA U

T.J.).

Mecto pucuumiaunasl B crpyktype OOII BO gucuunnuHa (akyapTaTUBHOW dYacTu
oOyuarotieit mporpammsbl 6akanaBpoB 4-ro Kypca (3UMHHUIA ceMecTp).

TpeOoBaHNs K YPOBHIO OCBOCHUS TUCHHUIIIMHBI

W3yuenne paHHOM y4yeOHOW AMCUUMIUIMHBI HANpaBleHO Ha (OPMHUPOBAHUE Yy
oOyuaromuxcs  crnenyromux komnereHiuid: YK-4  (crmocoOeH  OCYIIECTBISATH — JICTOBYIO
KOMMYHHMKAIIMIO B YCTHOM M NMHUCbMEHHOM (hopMax Ha rocyaapcTBEHHOM si3bike Poccuiickoit
denepanuu 1 THOCTPAHHOM(BIX) sI3bIKe(aX)).

OcHoBHbIe pa3aenbl aucuumiannbl: Tema 1 Advertisement. Its types, aims and structural
elements. Model of advertising communication and tasks of advertisement. Types of modern
English ads.; Tema 2 Phonetic peculiarities of English ads. Lexical means of English ads.
Syntactic peculiarities of English ads.; Tema 3 Types of advertising communications. The
instruments of ad communications. Integrated ad communications.

KypcoBble paboTsbl: He npedycmompensi
®opma npoBeieHUs aTTeCTALMU N0 AUCHUILIHHE: 3auem

Astop PIIJ] Onomckas H.H.



