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184 JHE T BHUKE yHIseuCh o

! XapuoBKX TexHOnorin
’ HAYROEBO-TEXHIYHA
BIGAIOTEEA

MpeameT, meTa i 3aBAaHHA

Po3BuTok Ta noniMWeHHs 3a04HO! OCBITU MAe BaXNNBE 3HAUEHHS B
Cy4YaCHNUX yMmoBax Ans 3abesnedyeHHs [epxaBuW BUCOKOKBanicikoBaHUmMu
cnewianicrtamu.

MornubnexHs Ta NOLLUMPEHHA MiKHApOQHOro cniBPobiTHULTBA B PiSHUX
ranyssix BMMarae Bif Cy4acHOro BUNYCKHWKA BULLOI LIKONM NPAKTUYHOMO
BONOAHHA iHO3EMHOI0 MOBOIO, WO AO3BOMSAE CBOEYACHO 03HAWOMMTUCH 3
HOBUMMW TEXHOMOrIAMU Ta BiQKPUTTAIMA B Hayli | TexHiui, cnpusie
BCTAHOBIEHHIO KOHTAKTIB i3 3apybixHumMu dipMamu Ta nignpueMcTeamm.

Mema ma 3aedaHHA HaevasibHOI OducyunmiHu nonaAralT Yy
NPaKTUMHOMY OBOSOAIHHI Pi3HUMW BUAAMKM MOBHOI RIANBHOCTI, YMIHHAM
BiNlbHO YMTATU A PO3YMITH CYCMINIbHO-MOMNITUMHY TAa EKOHOMIYHY niTepaTtypy;
KOPUCTYBATUCSt YCHUM MOHOMOFYHUM Ta AiasionyHUM MOBJIEHHSAM Y Mexax
nobyToBoi, CyCMiNbHO-NOAITUYHOI Ta 3aranbHOEKOHOMIYHO! TemaTuku,
nepexknagaTtu 3 iHo3emHol MOBHU pigHoIo MOBOIO  TEKCTH
3aranbHOEKOHOMIMHOrO xapakTepy; pedepyBaTh CycniflbHO-MONITUMHY Ta
€KOHOMIYHY NITepaTypy PIgHOI0 Ta iIHO3EMHOK MOBaMM. '

Lis npaktuyHa ™MeTa NOEAHYETHCA 3 BUXOBHOK | 3araribHOOCBITHLOK.
HasuyanbHuit MaTepian, TpakTyBaHHA WOr0 3MICTY | TEMaTUKa CrpualTb

BUXOBaHHIO CTYAEHTIB | PO3LUMPEHHHIO IXHbOro CBITOrNsAay.
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lpedmem HaevansHoOi QucyunniHu — 6asoBi 3HAHHA 3 IHO3EMHOT MOBM,
BK/IIOYAIOUYNA KYPCU JIEKCWKW, TPAMaTUKM, 3HAHHS 3ardrbHO-eKOHOMIYHOT Ta
¢axoBoi iHO3eMHOT MOBMW.

3micT aucuMnninm

3micm ducyunniHu po3KpUBAETHCRA B PO3finax nporpamu:
1. ©OHETUYHI HOPMK IHOIEMHOT MOBU.
2. HopmaTusHa rpamarika iHO3eMHOT MOBW.
3. AyAiloBaHHA Ta MOBNEHHSA.
4. YnTtaHHs.
5. Nekcuurunit MiHimym: 2000 nekcusHUX OAWHUL.
¢ Kareropil 6ytrs. -
o [eorpaciuni, nemorpacdiyHi, EKOHOMIYHI Ta NONITUYHI AaHi KOHKPETHO!
KpaiHu CBITy, MOBa SIKOI BUBYAETLCR, Ta YKpaiHu.
o PerionanbHi Ta coujanbHi BIiAMIHHOCTI MidX YKpaiHoo | KpajHoio, MOBa SIKOI
BUBMAETHCA.
o Jlekcuka npodeCitHoro cninkysaHHs.
o [Jlekcuka AinoBUX KOHTaKTIB, AiNOBUX 3yCTpiveN, Hapaa.
6. MoBneHHEBUIA €TUKET CriNnKyBaHHA.
e MoBHi Mofeni 3BepTaHHs, BBIUNUBOCTI, MPUBITAHHA, BCTYN A0 PO3MOBMY,
BuGaYeHHR, NOroaXeHHs TOLWO.
7. EnemeHTH YCHOro Ta NUCbMOBOrO nepeknagy iHdopmalii iHo3eMHo
'MOBOIO.
8. TlpodecinHo opieHTOBaHI gXepena.
9. EnekTpOHHI iHLIOMOBHI AXepena.

Micns 3akiH4eHHSA Kypcy iHO3EeMHOT MOBY CTYAeHTU NOBWUHHI BMITH;
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yutaTth (i po3ymiTu), aHoTyBaTU Ta pedepysBaTi PiAHOI0 W IHOSEMHOK

MOBaMM CYCMiNbHO-NONITUYHY, 3aranbHO-eKOHOMIUNY i axosy niTepaTypy;

- BMITU fepeKknanaTi iHWOMOBHUA TEKCT PIAHOK MOBOIO, KOPUCTYIOUUCH

CIIOBHUKOM;

- pobuTtu ycHi

noBigOMNEeHHsn i

CYCRiNbHO-NONITUYHI TeMK, WO nepeabaueHi nporpamMoro.

pectn Gecign Ha nobyrosi,

haxosi,

CTpykTypa gucuunsivu
KinbxicTs roguH
Hopma- AYAWTOPHUX 3AHRTD CawocTiitHol poBoTi
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O6car ayanTopHUX 3aHATL Ta CAMOCTIKHOT po6oTh

OcobnuBicTh BUBMYEHHA IHO3EMHOI MOBM Npu 3a04HiA OopMi HasuaHHA
nonsrac 8 ToMmy, wo Ginblia YacTupa MOBHOTO Marepiany onpauboByETbCA

caMocTitHo. [inA cneuianbHoCTi

050107 MapkeTuHr" 3a04Hol chopmu




HaguaHHA 8 1, 2, 3, 4 cemecTpax BIABOAUTLCH NO 4 rOAVHY Ha I‘lpaKTVNHI
3aHATTA Ta 110 77 FOAWH Ha CaMOCTIlHY poﬁow CTyLEeHTiB.

3micT 3aHATL 3 AUCLUNNIHU

HaBuancHWit maTepian, AKkuii BUBHAETBCA K HA NPaKTWMHUX 3aHATTAX Tak i

nig Yac caMocTiRHOT poboTH CTYQEHTIB, PO3NOAINSHWA HA YOTUPI CEMECTPH.

Ne | Tema Ta smicT nekuii Kinbk.r | flitepatypa

nop. OfuH

1. 1 cemecTp 4 B.K. lUnak, B.A Nonysx 1a iHui.
fNlexcuuHunin MaTepian AHrniAcbka MOBa: HaBM.
1. My Biography nocibnmk. — K.: Buwa wkona.
2. Our University naparpag 1-5.
3. My Native City. Kyiv
4. Ukraine MeTogmuHi BKa3iBkn 4o
YuTaHHs TEKCTIB 3aranbHOeKOHO- PO3MOBHUX TEM 3 AHIMIACLKOT
MiIYHOrO XapaxTepy 3i CNOBHMKOM. moBK Ang cryaenTis -l kypcis

ycix cneuiansHocTelh gextol Ta
[pamaruyHui MaTe-Qian‘ 3304HOT hOPMM HaBYAHHS.
1. 4acy rpynn ‘Simple. AKTHBHIANR ynop: O.1. Aspamenxo, P. O,
CTaH, BysHuubka Ta iH. — K: YAYXT,
2. OcoGoBi Ta NpYCBINHI 3aAMEHHNKA. 1997, Ne 5127
3. Tunu sanuTaHb. W.M. Bepman. Ipammaruka
4, MopansHi giecnosa must, can, @HIMWACKOro A3biKa: YuebHoe
may, should, have to. nocobue, - K.: Buwja wkona,
1977
2 2 comecTp

NekcuyHuin MaTepian

1. Why | Study English
2. Higher Education
3. GreatBritain

B.K. Wnak, B.A Nonynx 1a iHw.
AHrniCbka MOBa: HaBM.
niociGHuK. — K.: Buwya wixona.,
1995 naparpad 6-10.




{ 4. The USA
HuTaHHR TEKCTIB 3arafibHOeKO-
HOMIYHOIC XapakTepy 3i CNOBHUKOM.

IpamaTuyHnii Matepian
1. Yacu rpynu Continuous.

2. lHopiHiTUB, repyHaii,
LIENPUKMETHNK.

3. HeosHauyeHi Ta 3anepedHi
3alMERHVKWN.

3 cemecTp

NekcuuHui Martepian

1. Food Industry

2. Ecology

3. Holidays and Traditions of Ukraine,
Great Britain and the USA

YuTaHHsA TeKcTiB 3a haxom 3i

CINOBHUKOM.

[pamaruuHni marepian
1 Yacu rpynu Perfect.

2. NMacusHnit cTaH.
3. CryneHi NOPIBHAHHA NPUKMETHUKIB
Ta NpUCNiBHMUKIB.

. 4 cemecTp
Jlexcuunuit marepian

MeToamuHi Brasisim Ao
poauosumi TeM 3 aHrnikcbKol
moBu AnA crypeTis I kypcis
ycix cneyianbHocTew AeHHoT Ta
3a04HOT (POPMK HABYAHHA.
ynop: O.I. Aspametiko, P. O.,
ByaHuueka Ta iH. - K: YAYXT,
1997, Ne 5127

.M. Bepman. Fpammatuxa
aHrnuickoro A3bika:Yyebxoe
nocobue, - K.: Buwa wkona,
1977

Kapnyce U.A. Arrnuwiickui
AernoBoit A3bik: YuebHoe no-
cobue. - K.: MAYM, 1995
naparpach 1-4.

Bynxana . A, Maanosa M. B.,
YueGHHUK aHFITHIACKOro A3blKa
ANA genosoro oblenus, 7.5,-
M: Asepc, 1994.

MeToau4ni BkasiBku A0
PO3MOBHUX TEM 3 AHINIACHKOT
MoBK Ans cryaenTis I-ll kypcis
ycix cneyiankHoCTe#! 4eHHOT Ta
3304HOT POpPMYM HABYAHHS.
ynop: O.1. Aspametxo, P. O,
Bysxuybka 1a iH. ~ K YOYXT,
1997, Ne 5127

WM. Bepman. FpammaTuka
aHrnuiickoro Asbixa:YuebHoe
nocobue, - K.: Buwa wkona,
1977

Kapnyct U.A. Aurnuiicxuii




1. My Future Speciality

2. Presenting a Company

3. Development of Science and
" Technology

YutanHs TekctiB 3a haxom 3i

CIIOBHUKOM.

[pamatudHui maTepian
1. YmosHi peyeHHs.

2. Henpsama mosa.

[enoBoit A3bik: YyebHoe no-
cobue. — K.: MAYT1, 1985
naparpacp 5-8.

ﬂyalmria I A, Naenosa M. B.,
Y4eBHUK aHrIMACKOro A3biKa
Aans genosoro obulexns, 1.6,-
M: Asepc, 1594.

MeTopuyHi Bkasisku o
PO3MOBHUX T@M 3 aHrNIACLKOT
MoB#M ans cryaenTis I-ll xypcis
yCiX cnewiansHOCTER feHHOT Ta
3a04HOT (POPMM HaBYaHHSA,
ynop: Q.M. Aspamenko, P. O.,
By3nuybka Ta in. ~ K: YAYXT,
1997, Ne 5127

WU.M. BepmaH. lpamMmarika
aHrnuiickoro Assika:Yyebxoe
nocoGue, - K.: Bulla wkona,
1977

NoTounui KoHTPONDb _

KoHTponb 3HaHb CTYAEGHTIB 3QIACHIOETLCA 3a pe3ynbTaTtaMu KOHTPOSbHOT
poGoTu Ta ycHoi BignoBiAi crygeHTa, 3rigHO 3apjaHoi Tematwku. B kiHui
KOXHOIo CEMECTpY NPOBOAWUTLCHA 3afliK, METa SIKOro nepesipuTh roTOBHICTbL
CTYAEHTIB 4O KOPUCTOBYBAHHS iIHO3EMHOIO MOBOIO B NpodeciitHii QisnbHOCTI.

KoHTponbHi pobotu

[MpoTArom kypCy HaB4aHHA iHO3@MHOI MOBHM cwﬁenm NOBKHHI BUKOHATY
4 KOHTPONbHI poboTH (NO 1 KOHTPONLHIK poboTi 3a cemecTp).

Ons  BuKOHaHHA KOHTponbHuX pobit Tpeba posibpau Ta BUBYUTK
HeoDxigHWiA rpamaTvyHWMiA  MaTepian, SKWiA 3annadoBaHO onaHysaT Yy
signosigHOMY demecrpi. pamaTuyHi TeMM Bka;éﬂi“ B KOXHOMY 3aBAaHHI
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Kou'}ponbnol' pobotu. Kpim Toro, uedl marepian TaKoX MNOSCHKETLCH
BUKNaga4Yem nig L4ac’yc‘rau-loaumx 3aHATL. BukoHaHi KoHTponbHI poboTn
BiACWNAKTLCA Ha anpecy YHIBEPCUTeTY YM NPUHOCATBHCA CTyAeHTaMu
ocobucro B ays. B-210, ae BOHW peecTpyrThCs i 4alOTLCA BUAKNagauy Ha
nepesipky.

Koxne KOHTponbHe 3aepnaHHs nopaHe y 10 sapiaHrax. CTyaeHTH, 4nin HoMep
CTYAEHTCHKOrO KBITKa 3aKiHuyeTbeA unudporto:

[y

BUKOHYIOTH BapiaHT Ne1t
BUKOHYIOTH BapiaHT Ne2
BMKOHYIOTb BapiaHT Ne3
BMKOHYIOTb BapiaHT N94
BMKOHYIOTb BapiaHT Ne5
BMKOHYIOTb BapiaHT Ne6
BUKOHYIOTb BapiaHT Ne7
BUKOHYIOTb BapiaHT Ne8
BUKOHYIOTb BapiaHT Ne9

O Y 0 9 & »n s W N

BUKOHYHOTL BapiaHT Ne10

Ha ycTaHOBYMX 3aHATTAX BUKMaZau MNOSICHIOE MOPSAOK BUKOHAHHR
KOHTPOSIbHUX POBIT i Binnoainﬂuﬁ rpamaTuuHuiA MaTepian. Bgoma cryaedT
AOONpaLbOBYE rpamMaTUMHWA  Mmartepian CaMOCTIHHO,  BUKOPUCTOBYWHM
pekoMeH[0BaHy nitepartypy.

PexoMeHgoBaHa niTeparypa

1. B.K. lnak, B.A Monyax Ta iHw. AHrnilcbka mMoBa: Hasy. NocibHuk. ~ K.
Buiya wkona.
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. Kapnycb U.A. Axrnnisckuia genosoit siabik: YuebHoe nocobue. — K.: MAYT,

1995

. [yAkuHa r A., NMaernoBa M. B., YuebHMK aHrnuinckoro nsbika ans

Aenosoro obuenus, 1.5, 6,- M: Asepc, 1994,

. MeToanuHi BKasiBkM 40 POSMOBHUX TEM 3 AHTIACHKOT MOBM ANA CTYAEHTIB

I-ll kypcis ycix cneuianbHocTe#dt geHHol Ta 3aoyHO! OpMKU HaBuYaHHS.
ynop: O.N. Aspamenko, P. O., By3Huueka Ta iH. — K: YOYXT, 1997, Ne
5127

. WM. bepmaH. Mpammatuka aHrnMiAcKoro sAabika: YuebHoe nocobue, - K.:

Buuwla wkona, 1977



KoHTponbHa pobora Ne 3
Bapianr 1

1. MpouunTaiTe noaaHMn HUXYe TekcT. [lalTte NUcLMOBKN nepeknag 1, 2
Ta 3 ab3auis.
Branding
(1) Through the elements of the marketing mix, the business sets out to build
and maintain its competitive position. In most cases, the most effective way to
protect this position is through successfully branding its products. The
distinction between a product and a brand is important as it explains much of
what marketing tries to do, and much of the use of advertisements.

(2) A product, in these terms, is quite simply something which is offered to
potential buyers and which, while it may be very good of its kind, is not
systematically presented in a way which differentiates it from its competitors.
A brand, on the other hand, is a product whose producer has set out
deliberately and consistently to use every element in its presentation to make
it uniquely desirable to its potential buyers. If this is done successfully, it
makes the brand extremely difficult to compete with not necessarily because
it is physically that much better than its competitors, but because it has
acquired an aura (a ‘brand image') which makes it appear that much better.

(3) A brand is created by all the elements in the marketing mix-working
together, consistently, to create a clear prejudice in its favour among its
customers. In other words, a brand has a place in people's minds, as a brand,
whereas a mere product is simply a way of fulfilling a physical need. In a
competitive economy, there is a clear theoretical advantage in being a brand.

(4) All the parts of the marketing mix, as a consistent group, contribute their
share to the product, so as to help build up a favourable prejudice among its

11



actual and potential customers. How does advertising fit in with all this?
Obviously, it can be one of the elements which contribute to the character
and reputation of the brand. It can, clearly, be a very important part of getting
.to the customer, in order to create that favourable prejudice. Ultimately
though, its role is, very simply, to sell: if it fails to do that, in one way or
another, there is little point in it.

2. 3anuwite 10 nuTaHL A0 TEKCTY, BUKOPUCTOBYIOUM BCi THURK
(3aranuhi, cneuiansHi, cneyianbHi A0 nigmera, anLTepHaTMBHI Ta

po3ainosi NUTaHHA).

3. 3anoBHiTb NPONYCKKU B PEYEHHAX CNIOBaMMU 3 TEKCTY, NOCTaBHUBLIIM iX
y Bianosiany dopmy.
a. Product pricing is a part of activities which are usually called, in marketing
jargon, the . (§1)
b. is a good, service, or idea available for sale. (§1)
¢. Information used to sell a product or service usually takes the form of an
-(§81)
d. Our main is ICC because they operate in the same area of the
market. (§2)
. Last week | attended the of ICC and its new products. (§2)
Our main are computer manufacturers. (§3)
. LVMH has a 20% in Guinness. (§4)
sampling is a procedure in which each unit of a population has

- o

> a

an equal chance of being chosen. (§4)

4. 3anuuliTh HacTynNHi peYeHHs, 3anoBHIOIYYU Nponycku crnosamu for uu
since. MNepexnafirb peyeHHs YKPAiHCbKOIC MOBOIO.

1. We have had a phone linée for investors three months.

2. He has been in the States the 18th. -

12



3.
4.
5.

5.

| haven't seen Mr. Kovatch September.

| haven't had a pay rise two years.
We haven't looked at their proposal July,

Bénumirb HaCTYNHi pevyeHHs, BIZKPUBIIM OYXKW i NOCTaBUBWIK

AiecnoBo y notpibHin cdopmi (rpyna vacie Perfect Simple 1a Perfect

Continuous). MNepeknagirs pe4eHHA yKPaiHCbKOIO MOBOIO.

1

The lawyers (draw) up the contracts, so we are now ready to go ahead
with the deal. '

2. Ken (be) in London since 9 o'clock this morning.

. | couldn’t get into the office yesterday morning because | (leave) my keys

at home.

4. How long (you/send) your trainees on management courses?

6.

. Do you know where that order form is? Peter (look) for it since moming.

3anuuwite HacTynHi peveHHs, PO3KPUBUIM AYXKKM | NOCTABMBWK

AiecnoBa B Present Perfect Simple or Past Simple. Tam e MOXNTUBO,

BuKopucvoByinte Present Perfect Continuous. fepeknagitb peveHHA

YKpPaiHCbKOI0 MOBOIO.

s
2.
3.

How long you (live) here? — 1 (live) here since 1970.

He (live} in London for two years and then (go) to Edinburgh.

You (wear) your hair long when you were at school?—Yes, my mother
(insist) on it.

4. Chopin (compose} some of his music in Majorca.
5. When he (amive)? - He (armive) at 2.00.

7.

3anuwitL HacTynHi pevyeHHs. MNocTasTe peYeHHA y NaCMBHUA CTaH,

sukniouMBwK cy6'ext aji. Mepeknaaits 3miHeHi peueHHs ykpaiHCbKO

MOBOIO.

Model: The economists studied the economic system of the country.

13



The economic system of the country was studied.
You should open the wine about three hours before using it.
Previous climbers had cut steps in the ice.
The garage won't sell him this car.
We use this room only on special occasions.

o kL=

You must not hammer nails into the walls without permission.

8. 3anuwitb HacTynHi peueHHs. Migkpecnits B HUX ZiccnoBo-NPUCYAOK,

BM3HauTe WOro Yac Ta craH. PeuyeHHs nepeknagitk yKpaiHCbKOK MOBOIO.

1. When my application form arrived, they had appointed someone.
2. We have spent a lot on modernizing the facfory, and it is now very well
equipped. |

3. | have been with this company for six years.
4. They have been producing cars here for 10 years.
5. 1 didn't realize you had moved to London.

9. 3anMwiTh HaCTyNHi peyYeHHA, NOCTaBMBIUM CnoBa B AyXKaxX Yy
BianoBigHMA cTyniHb nopiBHAHHA. PeyeHHs nepeknagitb yKpaiHCbKOIO
MOBOIO.

1. I'm (busy) than my little sister.

London is (old) than New York.

It's the (sharp) pencil | have.

What is (short) way to the station?
This exercise is (difficult) than that one.

o s N

10. 3anuMuwith HacTyMHi peverHsn. MepernagiTs ix aHrMIACHKOIO MOBOO.
1. JIUCTW TyAu MOXHA MOCUNATY TiNbKW BIIITKY, @ Tenerpamm — Linui pik.

2. Micrepa bpayHa ujopoky nocunatoTb nepesiputu poboty dinii y ®panuii.
3. Oexar wonHo BuAwNa.

4. Miin Tato npautoe B Lbomy GaHky 3 1996 poky.

14



5. Mictep pin — HapoceigUeHiWKUA POBITHUK HAWOTo BIAAINY.

KoHTtponbHa po6ora Ne 3
BapianT 2

1. MpounTaiiTe nogaHKMi HWXYe TexcT. [lakTe nucuﬁ_oauﬁ nepexnan 1, 2,
3 1a 4 ab3auis.
Branding
(1) In a market containing several similar competing products, producers can
augment their basic product with additional services and benefits such as
customer advice, delivery, credit facilities, a warranty or guarantee,
maintenance, after-sales service, and so on, in order to distinguish it from

competitors' offers.

(2) Most producers also differentiate their products by branding them. Some
manufacturers, such as Yamaha, Microsoft, and Colgate, use their name (the
"family name") for all their products. Others market various products under
individual brand names, so that many customers are unaware of the name of
the manufacturing company. for instance,i Unilever and Proctor & Gamble, the
major producers of soap powders, famously have a multi-brand strategy
which allows them to compete in various market segments, and to fill shelf
space in shops, thus leaving less room for competitors. That also gives them
a greater chance of getting some of the custom of brand-switchers.

(3) In addition to famous manufacturers' brands, there are also wholesalers'
and retailers' brands. For example, most large supermarket chains now offer
their "own-label" brands, many of which are made by one of the better-known

manufacturers.
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3.
4.
5.

I'm sure she wouldn't have married him if she (know) him better.
If the fire brigade had arrived earlier the damage (not/be) so extensive.
If you (take) my advice you wouldn't have got into such difficulties.

11. 3anuwirb HacTynHi pevyeHHA. MNepeknagiTh iX aHrNIKCBKOI MOBOIO.

1.

O~ oon

Akwo BiH BCE Le 3'ICTh, BiH 3aXBOpiE.

Axwio A 3Hanay Teiv nacnopT, 5 Tobi saaTenedoHyto.

Ao BiH Byae yuTaTi npu noraHoOMy CBIiTMi, BiH NOWKOAUTL CBIi 3ip.
BoHa ckasana, Lo BOHM 3paHKy rpatTeb Y ¢yThon.

YnpaBnsiouuia 3anuTas, Yu st BIANPaBue AOro NUCTa.
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