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1. KOMHeTeHHHI/l U HMHAUKATOPbBI HMX [JOCTHKCHHUSA, IIPOBEPAECMbIC JTAaHHBIMH
OIICHOYHBIMM MaTepHaJIaMH

Llenbro OCBOCHHMS AUCIMIUIMHBI SBISCTCS POPMUPOBAHUE CIEAYIOIINX KOMICTEHIIUHI:

YK — 5 Cnoco0eH BbICTpanBaTh MEXIMYHOCTHOE U MEXIPYIIIOBOE B3aWMOJCHCTBUE U
o0IIeHHe Ha pPYCCKOM M HMHOCTPAaHHOM S3BIKaX, C Y4ETOM OCOOCHHOCTEH pa3JIMuHBIX
KYJIbTYpHBIX, COIHAIBHO- HMCTOPHUYECKUX, ITHUYECKHUX, (MIOCO(CKUX, TPOQecCHOHATHHBIX
KOHTEKCTOB.

Pesynbraramu oCBOEHUS NUCHUILUIMHBI ABJISIOTCS CIAEAYIOIINE WHIUKATOPBI JOCTHKEHUS
KOMIIETEHLIH:

POVK-5.1 3naer mpaBujia ¥ HOPMBI KOMMYHHMKAI[MM HAa PYCCKOM M HWHOCTPAaHHOM
A3bIKaX, KYJbTYPHbIE HOPMBI OOIIEHUS, PAa3HOOOPA3HbIE METO/IbI APIYMEHTALIMU U YOEKICHUS B
npolecce KOMMYHHUKAlUU

POVK-5.2 Vmeer BecTM IUCKyCCHIO, BBICTpPAaMBaTh AapryMEHTAlMI0 HAa PYCCKOM H
WHOCTPAaHHOM  SI3bIKaX; YYHUTBIBATh MCTOPUYECKYIO OOYCIIOBJICHHOCTh pa3HOOOpa3us U
MYJIbTUKYJIbTYPHOCTH OOILIECTBA MPU MEXIMUYHOCTHOM M MEXIPYIIIOBOM B3aUMOJCHCTBUM;
OCYIIECTBIISITh KOMMYHHUKAIIUIO, YYUTHIBAsK Pa3HOOOpa3ue U MyJIbTHKYJIBTYPHOCTh OOIIECTBA

2. OneHo4Hble MaTepUuaJIibl TEKYIIECI0 KOHTPOJISA U KPUTEPUHA OLNCHUBaAHUA

DJIEMEHTHI TEKYIIEr0 KOHTPOJISA:

Tekymnii KOHTPOJIb MMPOBOAUTCA PETYJIAPHO HA JICKUMOHHBIX U MPAKTUYECKUX 3aHATHSIX C
LEeNbI0 TIONy4YeHUs omepaTuBHOW uH(opMamuu 00 yCBOGHMM Y4YeOHOTO Marepuana u
JTUATHOCTHKU COPMUPOBAHHOCTH KOMITCTECHITUH.

DJIEMEHTHI TEKYIIEr0 KOHTPOJISA:

— YCTHBIU OIPOC, TUCKYCCHH;

— TECT,

— BBICTYIUICHHE HA TPAKTHYECKOM 3aHATHH;

— BBINOJIHEHHUE JOMAITHUX PadOT U MPEJICTaBICHUE €€ Pe3yIbTaTOB.

ITpumep

Ompoc:

What digital tools to increase the efficiency of public relations do you know?
Does Al increase the increase the efficiency of branding or bring extra obsticles?

BBICTyHJ'IeHI/Ie Ha NPAKTUYICCKOM 3aHATHUH:
Tema: Storytelling as a tool of modern advertizing

Bonpoc nisa nuckycenn:
1. What advantages do you believe Al brings to the fields of PR and advertising? -
(Open-ended question)

2. What challenges do you face when using digital tools for brand promotion? -
(Open-ended question)
3. What ethical concerns do you have regarding the use of Al?

(Open-ended question)



1. Which Al tools have you used in your projects?

- a) Data analysis

- b) Content generation

- ¢) Process automation

- d) Others (please specify)

2. How do you evaluate the impact of Al on creativity in advertising?

- @) Increases creativity

- b) Decreases creativity

- ¢) No impact

- d) Unsure

3. Which digital tool do you consider most effective for brand building?

- a) Social media

- b) Email marketing

- ¢) SEO/SEM

- d) Webinars and online events

4. How important do you think data analysis is in creating advertising campaigns?
- a) Extremely important

- b) Important

- ¢) Not very important

- d) Not important at all

5. Do you believe that the use of Al in PR and advertising can lead to ethical issues?
-a) Yes

- b) No

- ¢) Unsure

6. Do you think regulations are necessary for the use of Al in advertising and PR?
- @) Yes, definitely

- b) Maybe, but not necessarily

- ¢) No, not needed

3. OneHouHble MaTepuaJibl UTOrOBOIro KOHTPOJISA (l'lpOMC)KyTO‘lHOi;I aTTeCTaHI/II/I) u

KPHUTEPUH OLleHUBAHUSA

Htorosass pabora BBINOIHAETCS Ha MPOYUTAHHOM MaTepHalle U3 HayYHO-TOIMYJISPHOTO
WIA Hay4yHOTO JXypHaja, OOroBapuBaeTCs 3apaHee, B 3aBHCHUMOCTH OT CPEJHEro YpOBHS
BJIQ/ICHUS aHTJIMMCKUM SI3bIKOM B TpYIIIE, JOJKHA OBITh MpejcTaBieHa B (popmare npe3eHTaluu
C YCTHBIM JIOKJIAJJOM U pa3MelLleHa B COOTBETCTBYIOLLYIO IANKy C 3aJaHUEM B DJIEKTPOHHOM

y4eOHOM KypcCe 10 IUCLHUILIMHE B 3JIEKTPOHHOM yHHUBepcuTeTe «Moodley.

DK3aMEeHAI[MOHHOE MCIIBITAHUE IPEICTaBIseT COOON yCTHOE BBICTYIUIEHHE IO 3apaHee

npeiokeHHoi Teme 1 npoBepku POYK-5.1 u POYK-5.2 u cocrout u3 aByx 4acreil.

1. TIpencraBieHue aoKiIaaa 1Mo 3apanee Beiopannoit teme (POYK-5.1).

2. OrTBeThI Ha BOIPOCHI M 00CYXKJICHUH TEM T10 MpeacTaBieHHoMy Borpocy (POVK-5.2).

[Tpumepsl TeM JUIst U'TOTOBOM paboTHI :

ONoa~WNE

The Role of Social Media in Modern Advertising

Brand Storytelling: Crafting Narratives that Resonate

The Impact of Influencer Marketing on Consumer Behavior
Ethics in Advertising: Balancing Creativity and Responsibility
The Future of Public Relations: Trends and Innovations

Crisis Communication: Strategies for Managing Brand Reputation
Al and Automation in Advertising: Opportunities and Challenges
Cultural Sensitivity in Global Advertising Campaigns



9. Sustainability in Branding: Communicating Environmental Responsibility
10. The Evolution of Consumer Privacy: Implications for Advertising**

Kpurepuu onienuBanus:

Pesynprarel  SK3aMeHa ~ ONPENENSAIOTCS  OLEHKAMHM  «OTJIMYHO»,  «XOpPOLIOY,
«yZIOBJIETBOPUTEIILHO», «HEYOBIETBOPUTEILHOY.
O1eHKa «OTJIMYHOY» BBICTABISETCS 00yUarOIEeMycs, YCBOUBIIEMY JIEKCHYECKHI M IpaMMaTUYeCKUN
MaTtepual MpeAcTaBiIeHHbINA B Kypce, TPpaMOTHO U JIOTHUECKHU CTPOMHO €ro ucnojib3yromemMy. [lpu
3TOM O0Y4arOLIMHCS HE 3aTPyAHAETCS C OTBETOM Ha JIOTOJHUTEIbHBIC BOIIPOCHI.

OrneHka «X0poII0» BBICTABISETCS 00ydaroleMycsi, TBEp/I0 3HAIOLIEMY IPOrpaMMHbBINA MaTepuall,
IPaMOTHO U I10 CYILECTBY MCIIOJIb3YIOILEMY €T0, IPU 3TOM 00yUaroIIuiics eaeT HeOobIIoe
KOJINYECTBO OIIUOOK, KOTOPHIE HE MEIIAI0T KOMMYHHMKAIIUU HA aHTJIMHACKON S3bIKE.

OueHKa «yZ0BJIETBOPUTEIbHOY» BBICTABIIAETCS 00yUaroMEMycs, KOTOPbIM UMEET 3HaHUS TOJIbKO
OCHOBHOTI'0 MaTepualla, HO He YCBOMJI €0 JeTalli, JOITyCKaeT HETOYHOCTH, €CTh HapyIEHHs
II0CJIEI0BATENILHOCTU B W3JI0’KEHUU MaTepraja U IpHU 3TOM 00yJaroluiics qenaeT OummoKy,
KOTOpBIE MEIIAIOT KOMMYHHKAIIMK HA aHTJIMMCKOMN S3BIKE.

OneHka  «HEYJOBJIETBOPUTEIBHO»  BBICTABISAETCS  OOy4YaroLIEMyCs, KOTOpPBIH HE  yCBOWI
3HAQUUTEJIbHOW YacTH MPOrpaMMHOI0 MaTepuaa, JOIMYCKaeT CYLIECTBEHHbIE OIIMOKH, HE MOXKET
BBICTPOUTH MOHOJIOTMYECKOE BBICKA3BIBAHUE, YY4AaCTBOBATh B JUAJIONE U OTBEYATh HA BOIIPOCHL.

4. OueHo4HbIe MaTepHaJibl IS NPOBEPKH O0CTAaTOYHBIX 3HAHUI
(chopMUPOBAHHOCTH KOMIIETEHIHIH)

Ilpumep beceovl ¢ npenoodasamenem no NPOUOEHHbLIM memam OJisi NPOBePKU
cpopmuposannocmu credyiowux komnemenyuii: POYK-5.1 u POYK-5.2

1. The Evolution of Advertising: From Print to Digital

2. The Power of Visual Communication in Marketing

3. Crisis Management in Public Relations: Case Studies - Analyzing real-world
examples of brands that successfully navigated crises through effective PR strategies

4. The Role of Consumer Engagement in Brand Loyalty - Examining strategies that
brands use to engage consumers and build long-term loyalty through interactive
marketing techniques

5. Ethical Considerations in Advertising and PR - A discussion on the ethical dilemmas
faced by professionals in the advertising and PR industries, including transparency,
truthfulness, and social responsibility
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