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1. KOMHeTeHHHI/l U HMHAUKATOPbBI HMX [JOCTHKCHHUSA, IMPOoBEpPsA€MbI€¢ JaHHBIMHA
OIICHOYHBIMM MaTepHaJIaMH

Iesbro0 0CBOCHMSI JUCLUILUIMHBI ABJsIETCS (POPMUPOBAHUE CIEAYIOIINX KOMIETEHIUI:

YK — 5 Cnoco0eH BbICTpanBaTh MEXIMYHOCTHOE U MEXIPYIIIOBOE B3aWMOJCHCTBUE U
o0I11eHNe HA PYCCKOM M HHOCTPAHHOM SI3bIKaX, C yUETOM OCOOEHHOCTEN pa3IMUHbIX KYJIbTYPHBIX,
COLIMAIBHO- UCTOPUYECKHX, STHHUECKUX, PHIOCOPCKUX, TPOPECCHOHATBHBIX KOHTEKCTOB.

PesynpTaTamu 0CBOEHUS IUCLUUIUIMHBI SBJISIOTCS CIEIYIOIIME WHAMKATOPBI JOCTHXKEHUS
KOMIIETECHIINH:

POVYK-5.1 3naer npaBusia 1 HOpMbl KOMMYHHUKAILlMU HA PyCCKOM U MHOCTPAHHOM SI3bIKaX,
KyJIbTYPHBIE HOPMBI OOILIEHHUS, pa3HOOOpa3HbIe METO/IbI ApPTyMEHTALUU U YOSKICHHS B ITpoLiecce
KOMMYHUKAIIU

POVK-5.2 VYmMeer BecTH IUCKYCCHIO, BBICTPAMBAaTh APTyMEHTAIMI0O HAa PYCCKOM H
MHOCTPAaHHOM  $I3BIKAX; YYHUTBHIBATH HCTOPHYECKYIO OOYCIIOBIEHHOCTh pPa3HOOOpazus u
MYJIbTUKYJIBTYPHOCTH OOIIECTBA MPU MEXIMYHOCTHOM M MEXKIPYIIIOBOM B3aHUMOJICHCTBUMY;
OCYILECTBIISATh KOMMYHHKAIINIO, YUYUTHIBasI pa3HO00pa3ue U MyJIbTHKYJIBTYPHOCTh OOIIECTBA

2. OueHo4YHble MaTePUAJIbI TEKYLIEr0 KOHTPOJISI M KPUTEPUH OLleHUBAHUSA

DNIEeMEHTHI TeKYIIETO KOHTPOJIS:

Texkyuuii KOHTPOJIb MPOBOAUTCS PETYIISIPHO HA JIEKLIMOHHBIX U MPAKTUYECKUX 3aHATHUAX C
1EJIBI0 TIOJTYYEHHUsI OTIepaTUBHOM MH(pOpMAITUK 00 YCBOCHHH yueOHOTO MaTeprasa U TMarHOCTUKU
c(hOpMUPOBAHHOCTH KOMIIETECHIIUH.

DNIEeMEHTHI TeKYIIETO KOHTPOJIS:

— YCTHBINA OIIPOC, JUCKYCCUU;

— TECT;

— BBICTYIUICHUE Ha MTPAKTUYECKOM 3aHITHU;

— BBITIOJIHEHHE IOMAITHUX Pa0OT U MPEACTABICHUE €€ PE3yIbTaTOB.

[Ipumep

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?

BricTyniieHre Ha MPaKTHYECKOM 3aHSTHH:
Tema: Storytelling as a tool of modern advertizing

Bompoc ans auckyccuu:
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 AI?

(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?

- a) 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?
- a) Yes, definitely

- b) Maybe, but not necessarily

- ¢) No, not needed

3. OueHo4yHble MAaTepPHAJIbI HTOTOBOI0 KOHTPOJISA (MIPOMEKYTOYHOM aTTrecTaluu) v
KPHUTEPUH OLleHUBAHUSA

Wrorosas paboTa BBHIMOJIHSAETCS Ha MPOYUTAHHOM MaTepHalle U3 Hay4YHO-TOIYJISPHOTO
WM HAyYHOTO )KypHalia, 00roBaprBaeTcs 3apaHee, B 3aBUCUMOCTH OT CPETHETO YPOBHS BiIaICHUS
AQHTJIMHCKUM 3BIKOM B TPYIINE, JOJKHA ObITh MpeACTaBieHa B (popMare Npe3eHTaluu ¢ YCTHBIM
JIOKJIaJIOM U pa3MellieHa B COOTBETCTBYIONIYIO MAMKYy C 33JJaHUEM B SJIEKTPOHHOM yueOHOM Kypce
M0 TUCIMIUIMHE B 3JIEKTPOHHOM yHUBepcutTere «Moodley.

DK3aMEeHAI[MOHHOE MCIIBITAHUE IPEICTaBIseT COOON yCTHOE BBICTYIUIEHHE IO 3apaHee
npeioxkeHHon teme i nposepku POYK-5.1 n POVYK-5.2 u coctout u3 aByx vacrei.

1. TlpencraBnenue nokiajaa mo 3apanee BpiopanHoit Teme (POYK-5.1).

2. OrtBeThl Ha BONPOCHI U 00CYKAEHUH TeM 10 IpeacTaBieHHoMy Bonpocy (POYK-5.2).

[Tpumepsl TeM JUIst U'TOTOBOM paboTHI :

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
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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.

Or1eHKa «HEYJOBJIETBOPUTEIBHO» BBICTABIIAETCS 00yUaroeMycs, KOTOPbI He YCBOMJI 3HAUUTEIIbHON
YacTH MNpPOTrPaMMHOIO MaTepuana, JOMYyCKaeT CYLIECTBEHHbIE OIIMOKM, HE MOXKET BBICTPOHUTH
MOHOJIOTMYECKOE BBICKA3BIBAHUE, YYACTBOBAThH B JUAJIOIE ¥ OTBEYATh HA BOIIPOCHI.

4. OueHoO4YHbIe MaTePHAJIBI VIS IPOBEPKH OCTATOYHBIX 3HAHM (CGOPMUPOBAHHOCTH
KOMIIETEHIIMH)

Ilpumep beceovl ¢ npenoodasamenem no NPOUOEHHbLIM memam OJisi NPOBePKU
cghopmuposannocmu credyrowux komnemenyuti: 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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