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1. KoMnerenuyuu n HHAUKATOPbI HX JOCTHKCHHSI, INPOBEPHEMbIC NAHHbBIMU
OLCHOYHBIMHU MaTEepHaJIaMHU

[lenpro 0ocBOEHUS AUCIHUILINHBI SBISICTCS POPMUPOBAHUE CISAYIONTUX KOMITCTEHITHI:
VYK-4 Cnocoben npuMeHATh COBpeMEHHbIE KOMMYHUKAaTUBHBIE TEXHOJIOTHH, B TOM YHCIIE Ha
WHOCTPaHHOM S3bIKE, 17151 aKaJEMHUYECKOTO U MEXKYJIbTYPHOTO B3aUMOJEHCTBHUSI.

PesynpTaTamu OCBOEHUS AUCUUIUIMHBI SIBJISIOTCS CIEIYIOIINE UHAUKATOPBI TOCTHKEHUS
KOMIIETCHIIUM:
POVK -4.1.1. YMmeeT 060CHOBBIBaTh BBIOOP aKTyaIbHBIX KOMMYHUKATHBHBIX TEXHOJIOTHH IS
o0ecrieueHus akaeMUYeCKOro 1 Mpo(ecCHoHaTbHOTO B3aUMOICHCTBHS.

POVK -4.2.1. YMeeT npuMeHsTH COBpEMEHHBIE CPEICTBA KOMMYHHUKAIIUH B ITPOIIECCe
aKaJeMUYECKOTo 1 po(ecCHOHAIBFHOTO B3aMMOICHCTBHS, B TOM YHCIIE HA MHOCTPAHHOM SI3bIKE.

POVK -4.2.3. Ymeer onenuBars 3QQEKTUBHOCTH MPUMEHEHHS COBPEMEHHBIX KOMMYHUKATHBHBIX
TEXHOJIOTHil B aKaJIeMUYECKOM M PO(ECCHOHATEHOM B3aHMO/ICHCTBHSIX.

2. O1leHOYHbIE MAaTePHAJIbI TEKYIEr0 KOHTPOJISI U KPUTEPUH OLleHUBAHUS

DNEeMEHTHI TEKYIIEro KOHTPOJIS:

Texymuii KOHTPOJb TPOBOJUTCSA PETYJSIPHO HA NPAKTHUYSCKAX 3aHATHAX C [EIbIO
MOJIyYCHHUsT OIEepPaTHBHONH WH(OpPMANMKU 00 YCBOSHHH YYEOHOT'O0 MaTepuaiia W JUarHOCTUKU
c(hOpMHUPOBAHHOCTH KOMIIETCHITUH.

DJeMEeHTHI TEKYIIeT0 KOHTPOJIS:

— YCTHBIU OIPOC;

— IUCKYCCHUH;

— YCTHOE BBICTYIUICHHE C NPE3CHTAIMel Ha MPAKTUIECKOM 3aHSITHH;

— TeCT;

— BBINIOJTHEHHE JOMAITHUX pa0OT U NPECTABICHUE €€ PE3YIbTaTOB.

[Tpumep

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?

BLICTVHJ'IGHI/IG Ha IIPAaKTUYCCKOM 3aHATHUU.
Tema: Storytelling as a tool of modern advertizing

BOHDOC JJ1A JUCKYCCHUMU.
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)



Tect

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?
- a) Yes, definitely

- b) Maybe, but not necessarily

- ¢) No, not needed

3. OnleHOYHbIe MaTePHAJIbl HTOTOBOI0 KOHTPOJs (IIPOMEKYTOYHOIH aTTeCTAllMN) U
KpHUTepHH OLeHUBAHUS

Hrorosas pa60Ta BBIIIOJIHACTCA HA INPOYUTAHHOM MAaTCpHaI€ M3 HAYUYHO-IIOIIYJIIPHOI'O
WM HAY4YHOro XypHajia, 06FOBapI/IBaeTC$I 3apaHeC, B 3aBHCHUMOCTH OT CpPCIHCTO YPOBHA
BJIaACHUA AHTJIMACKUM S3BIKOM B rpymame, J0JKHa OBITh npeacTaBjicHa B (bopMaTe MMpE3CHTAU
C YCTHBIM JOKJIaAOM U pasMCIICHa B COOTBCTCTBYHOINYIO IIAIIKY C 3aJdHUCM B 3JICKTPOHHOM
y‘Ie6HOM KypcC€ IO AUCHUIUIMHE B 3JICKTPOHHOM YHUBCPCUTETC «Moodley.

DK3aMEHAI[MOHHOE HCIBITAaHUE MPEACTaBIsET COOOM YCTHOE BBICTYIUJICHHE IO 3apaHee
npemioxeHHoi teme ans npoBepku POYK -4.1.1., POYK -4.2.1 u POYK -4.2.3. u cocrour u3
JIBYX YaCTEH.

1. Tlpencramienue A0KiIaja o 3apaHee BeiOpanHoit Teme (POYK -4.2.1.).

2. OTBeTHl Ha BONPOCHI U OOCYXXJIEHHM TeM MO mpeacTaBieHHoMy Borpocy (POYK -

4.1.1. u POYK -4.2.3.).

ITpumeps! TEM A1 UTOTOBON PabOTHI:

The Role of Artificial Intelligence in Modern Advertising
Storytelling: Crafting Narratives that Motivate

The Impact of KOL on Consumer Behavior

Ethics and Al: nuacen

The Future of Public Relations: Trends and Innovations

aogrwn e



6. Crisis Communication: Strategies for Managing Brand Reputation

7. Al and Automation in Advertising: Opportunities and Challenges

8. Cultural Sensitivity in Global Advertising Campaigns

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

Kpurepun onenuBanus:

Pesynbrarel  JK3aMEHa  ONPEACISAIOTCS  OLECHKAMH  «OTJIMYHO»,  «XOPOILIOY,
«YJIOBJIETBOPUTEIILHO», «HEYIOBIECTBOPUTEIBHOY.
O1eHKa «OTIMYHOY» BBICTABIIsETCA 00YUarOIEMyCsl, yCBOUBLIEMY JIEKCUYECKUN M IPaMMaTH4YeCKUI
MaTepHal MpeJICTaBICHHbIN B Kypce, TPaMOTHO U JIOTHYECKU CTPOWHO €ro Hcrnoib3yomemy. [Ipu
3TOM O0Y4aIOUIMICs HE 3aTPYAHSAETCS C OTBETOM Ha JIOTIOJTHUTENIbHBIE BOIIPOCHI.

O1eHKa «XOpOIIO» BBICTABIISIETCS 00y4YarOLIeMycs, TBEPO 3HAIOIIEMY IPOrpaMMHBIN MaTepuail,
IPaMOTHO U I10 CYHIECTBY MCHOJIB3YIOIEMY €0, IPU TOM 00yYarOUIMICs JeaaeT HeOO0IbIIoe
KOJINYECTBO OIIMOOK, KOTOPBIE HE MELIal0T KOMMYHHKAIIMK Ha aHTJIMHCKOI SI3BIKE.

O1eHKa «yA0BJIETBOPUTEIBHOY BBICTABIIAETCS 00yUaloIeMycsl, KOTOPBIA UMEET 3HaAHUS TOJIBKO
OCHOBHOT'O MaTepuaJia, HO He YCBOWJI €r0 JIeTalli, JOMyCKaeT HETOYHOCTH, €CTh HapyIICHUS
MOCJIEI0BATENLHOCTU B U3JI0)KEHUH MaTepraga U MpHU 3TOM 00ydaroluiics fenaeT omuoKy,
KOTOpbIE MEMIAIOT KOMMYHUKAIIMH HA aHTJIMHCKON SI3BIKE.

OueHka «HEYAOBIIETBOPUTENBHO»  BBICTABJIsAETCS  OOydYarolleMycsl, KOTOpBIi HE  YCBOMII
3HAYUTENIBHOM YacTH MPOTPaMMHOIO MaTepualia, JOMYCKAeT CYIIECTBEHHBIC OIIMOKH, HE MOXKET
BBICTPOUTH MOHOJIOTHYECKOE BBICKA3bIBAaHHUE, YIaCTBOBATh B AUAJIOTE M OTBEYATh HA BOIPOCHI.

4. OueHo4HbIe MaTepHuaJIbl s NpOBepPKH OCTaTOYHBIX 3HAHUMH
(chopMHUPOBAHHOCTH KOMITETEHIIMA)

Ilpumep beceovl ¢ npenooasamenem no NPOUOEHHbIM memam OJisi NPOBEPKU
chopmuposannocmu creoyrowux komnemenyui: POYK -4.1.1., POYK -4.2.1 u POYK -4.2.3.

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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