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1. HOEJN OCBOEHUA JUCHUIIJIMHBI

Ilenbto OCBOEHMS MAMCUMIUIMHBL /lenogas pumopuxa u Kyibmypa peuu sBISeTCs
O3HAKOMJICHHE MAarucCTpaHTOB C OCHOBAaMH pPEYEBOM KOMMYHHMKAIMM B MPOGECCHOHATHHON

chepe.
3amaun:

- OCBOCHHEC MAaruCTpanTaMm TEPMHUHOJIOIMYCCKOTI'O aIlrapara 110 ,HCHOBOﬁ PHUTOPHKE,
- OBJIAACHUC MaruCTpaHTaMu 0a30BbIMH HAaBBIKAMH I[GHOBOﬁ KOMMYHHKAIIUKN Ha aHTJIMHCKOM

SI3BIKE,;

- (hopMupoBaHNE y MaruCTPaHTOB HABBIKOB KYJbTYPbI pE€UH B CUTYaIHSIX HMPOQPEeCcCHOHATHHOTO

oO01eHus.

2.

MECTO JUCHUMIIJIMHBI B CTPYKTYPE OIIOII

Hucuunnuna /Jenogas pumopuka u Kyibmypa peyu OTHOCUTCS K 4acTH, GOpMUPYEMOii
YY4aCTHHUKaMU 00pa30BaTEIbHBIX OTHOIIEHUH.

3. INIAHUPYEMBIE PE3YJIBTATBI OBYYEHUS 110 JUCHUIIJINHE
[Tnanupyemble pe3ynabTaTbl OOy4EHHs MO AMCLUUIUIMHE, COOTHECEHHBbIE C IJIAHUPYEMBIMHU
pesynbraramu ocBoeHust OIIOII (koMneTeHIMAMY U HHAMKATOPaMU JOCTHXKEHHSI KOMITETEHITHI )

dopmMupyemble [TnanupyemMble pe3ynbTaThl 00yUSHHUS IO AUCIUILIMHE, B Haunmenosanmne
KOMITETCHIIHH COOTBETCTBHMHU C WHANKATOPOM JTOCTHIKEHHS KOMIIETCHIINH OLIEHOYHOTO CPEJICTBA
(ko, comeprkaHme WHIuKaTop JOCTHKEHHS PesynbpTarhl 00y4yeHuUs 10
KOMITCTEHIINH) KOMITCTEHIIUU JUCIIUTUTAHE
(x00, cooepoicanue
UHOUKAMOopa

YK-4. Cnocoben
MIPUMEHSTh
COBpEMEHHBIE
KOMMYHUKATHBHEIE
TEXHOJIOTHH, B TOM
YHcle Ha
MHOCTPAHHOM (bIX)
sI3pIKe(ax), s
aKaJIeMHUYECKOTO H
npodecCHOHATLHOT
0 B3aMMOJICHCTBHSI.

YK-4.1. 3naer npasuna u
3aKOHOMEPHOCTH JTHYHON U
JIeJIOBOM YCTHOM U
MUCHMEHHON KOMMYHUKAIIWH,
COBpPEMEHHBIC
KOMMYHHKaTHBHBIE
TEXHOJIOTHH Ha PYCCKOM M
WHOCTPAHHOM SI3bIKaX.
VYK-4.2. YmeeT NpUMEHATh Ha
MPaKTHKE KOMMYHUKATHBHBIE
TEXHOJIOTHH, METOJIbI 1
CITOCOOBI IEJTOBOrO OOIIEHUS
JUTSL aKaJIEMUYECKOTO U
npo¢ecCHOHATBEHOTO
B3aUMO/ICHCTBUSI.

VK-4.3. Bnageetr METOIUKON
MEXKITMYHOCTHOTO JICTIOBOTO
0O0IIEeHHs Ha PyCCKOM U
WHOCTPAHHOM SI3BbIKaX, C
MIPUMEHEHUEM
pohecCHOHATBHBIX
SI3BIKOBBIX ()OpM, CPEJICTB U
COBpPEMEHHBIX
KOMMYHHKATHBHBIX
TEXHOJIOTUH.

3Haer:

- IpeAMET U 331a4H
JIEJIOBOM PUTOPUKHU;

- 6a30BbIC TOHATHA U
TEPMUHBI JI€JTI0BOM
PHUTOPHUKH.

VYmeer:

- IpuIarath
TEOPETHYECKHE 3HAHUS K
aHaJIN3y PEUYEBbIX SIBICHUI;

- pedeprpoBaTh HAYUHYIO
JTUTEepaTypy Mo
NPEIOKEHHON TeMaTHKe,
MPUMEHSTh TEOPETHUECKHE
3HaHUS TpY aHAIIN3e
(akTHUECKOTro MaTepuana,
CpaBHUBATb Pa3IUYHBIE
TOYKH 3pEHUS Ha
paccMaTpuBaeMyro
npobiemMy, AenaTb BIBOIBI
1 000011IeHM S,
apryMeHTHPOBATh HAYIHYIO
MTO3UIIHIO.

Brnaneer:

- HaBBIKOM PabOTEHI C
yueOHOM, HAyYHOH U
CIIPAaBOYHOM JINTEPATYPOH;

- OCHOBHBIMH METOJaMH U
npreMaMHy aHaJIn3a

KonTponbsnas padora




PUTOPHUYCCKUX TPHUCMOB.

YK-5. Cniocoben
aHAJIM3UPOBATh U
YYUTHIBATh
pazHoobOpasue
KyJIBTYp B
mpoiiecce
MEXKYJTBTYPHOTO
B3aMOJCHCTBHS.

VK-5.1. 3naet ocobeHHOCTH
MEXKYJIbTYPHOTO
pa3HooOpasus o0IIeCcTBa,
[IpaBHjIa ¥ TEXHOJIOTHU

3¢ pexTHBHOTO
MEXKYJIbTYPHOTO
B3aMMOICHCTBHS

VK-5.2. Ymeer
aHAIM3UPOBATh U YUYUTHIBAThH
pasHooOpasue KyJabTyp B
MpoIiecce MEXKYJIBTYPHOTO
B3aUMOICHCTBUS.

VK-5.3. Biageer Meronamu u
HaBBIKaMH 3PP EKTUBHOTO
MEXKYJIBTYPHOTO
B3aUMOJICHCTBHUSA B X0JI€
peleHus 3a1a4
npohecCHoHaTbHON
ESITENHHOCTH.

3HaerT:

- 3aKOHOMEPHOCTH U
0COOEHHOCTH COLUATIBHO-
HCTOPHYECKOTO PA3BUTHUS
AHTJI0-aMEPUKaHCKON
JIMHTBOKYJIBTYPBI;

- 0oco0eHHOCTH
MEXKYJIbTYPHOTO
pasHooOpa3us
AHTJIOS3BIYHBIX CTPaH;

- TIpaBMJIa ¥ TEXHOJIOTHU
3¢ PEKTUBHOTO
MEKKYIbTYpPHOTO
B3aMMOJCHUCTBUS.

YwMmeer:

- TIOHUMATh U TOJICPAHTHO
BOCHPHUHAMATH
MEXKYJIBTYPHOE
paszHooOpasue o0IIecTBa,

- aHAIN3UPOBATH U
YUUTBIBaTh Pa3HOOOpasue
KyJbTYp B IIpoLiecce
MEKKYJIbTYPHOTO
B3auUMO/ICHCTBHUA.
Buaneer:

- METOZaMH 1 HaBBIKAaMH
3¢ PEKTHBHOTO
MCKKYJIBLTYPHOI'O
B3aMMOJICHCTBHS B XO/I€
peleHus 3aa1a4y

KonTtponbsHas pabota

poheCcCHOHATBHOMN

JIeSITETIbHOCTH.
I1K-4. Ciocoben IIK.4.1. YMeer onpenienars u | 3Haer: Konrtponbnas pabota
OpraHu30BaTh (dbopMynHupoBaTh LENIU U - (hopMbI
WHAMBUIyaJbHYIO | 3aJla4¥ WHAMBHUyaJIbHON U WHIUBUIYaIbHOM U

Y COBMECTHYIO
y4e0HO-TIPOEKTHYIO
NEITENBHOCTD
oOyJarommxcs B
COOTBETCTBYIOIIEH
MIPEAMETHON
00/1aCcTH.

COBMECTHO y4eOHO-
MPOEKTHOM JIEATEIIbHOCTH
00yJaronmxcs B CBOCH
MpeIMEeTHON 00JIacTH.
[1K.4.2. [Tpumensier
pa3IMuHbIC TPUEMBI
MOTHBAIIUU K y4eOHO-
MPOEKTHOM JeATENLHOCTH H
KOMaHJTHO# paboTe
0o0yJaronmxcsi.

I1K.4.3. IIpumensier
COBpeMeHHbIE ()OPMBI U
METOJIBI y4eOHOTO
MPOEKTUPOBAHUS B CBOCH
MpeIMETHON 00JIacTH.

COBMECTHOH NPOEKTHOMI
JeSITeTbHOCTH
oOyuJatronuxcs B 001acTu
JIEIIOBOY PUTOPHKH;

- IpUEeMBbI MOTHBAITUH K
y4eOHO-TIPOEKTHOM
JIEeSATEIIbHOCTH U KOMaHTHOH
paboTte 00yJIaArOIITIXCS.
Ywmeer:

- OIIPENEIIATh U
(hOopMyJIUPOBATH LEJIH U
3aJ]au¥ WHAUBUIYAILHON U
COBMECTHOH yueOHO-
MIPOEKTHOH e TEeNbHOCTH
0o0ydJaromuxcs B 001acTu
JIeIIOBOM pUTOPHKH;

- MOTUBHPOBATh
oOygarommxcs K yueoHo-
MIPOEKTHOM U KOMaHTHOM
pabore.

Biageer:




- COBPEMEHHBIMH
dhopmMamMu 1 METOAAMH
y4eOHOTO MPOCKTUPOBAHHUS
B 00JacTH AEIOBON
PHUTOPUKH;

- TIpHEeMaMH MOTHUBAIMH K
y4eOHO-TIPOEKTHOH
JESITETIbHOCTH ¥ KOMaHIHOM
paboTe 00yJaArOIIUXCS.

4, OBBEM U CTPYKTYPA JUCHUIITINHBbI
TpymoeMKOCTh AUCITUIUIMHBI COCTABIIACT 2 3a4€THBIX CAMHUIIBI, /2 Yaca.

TemaTnueckuii mjian
¢hopma o0yuyeHnusi — ouHast
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Conep:xanue Ja00paATOPHBIX 3aHATHI 110 TN CHMUILINHE

Topic 1. Rhetoric as the science of effective speech communication.

The subject of rhetoric. The concept of speech activity. Rhetorical means and techniques.
Means and techniques of speech impact. Communication strategies and tactics. Communication
barriers and ways to overcome them. Speech aggression and ways to overcome it.

Topic 2. Types of business communication.

The main characteristics of business communication. Conversation. Negotiation.
Presentation. Business letter. Talking on the phone. Features of business communication in the
USA and Europe.

Topic 3. Business man’s speech culture.

Literary language as the basis of speech culture. The style system of the literary language.
The main qualities of English business speech. Expressive means of language, tropes and
figures. Speech etiquette formulas.




5. OOEHOYHBIE CPEJACTBA JJIsA TEKYHIEI'O KOHTPOJIA YCIIEBAEMOCTMN,
MMPOMEXYTOYHOM ATTECTAIIAU 110 UTOI'AM OCBOEHMUS TUCITATIIINHBI
1 YYEBHO-METOJINYECKOE OBECIIEYEHUE CAMOCTOSATEJIBbHOM PABOTHI
CTYAEHTOB

5.1. Tekymuii KOHTPOJIb yCIIEBAEMOCTH

IIpumepHbIe 3a1aHUA ISl POBEACHUSA PEHTHHI-KOHTPOJIS
PeiiTuHr-konTposans Ne 1.
Give detailed answers to the following questions:
1. What is the subject of rhetoric?
2. What is speech activity?
3. List the main rhetorical tools and techniques.
4. Give examples of means of speech influence in business communication.
5. What communication strategies and tactics in English are you familiar with?
6. Give examples of solving communication problems using different strategies and tactics.
7. What are the main barriers to general and business communication.
8. Give examples of overcoming the main communication barriers.
9. What forms of expression of speech aggression do you know?
10. Give examples of overcoming speech aggression on the part of the interlocutor.

PelTuHr-KOHTPOIHL No2

Complete the following tasks (asi BbIOJNIHEHMST 3alaHHUS PEKOMEHAYETCsl OOpalieHue K
CCTN I/IHTepHCT, 3aHATHUC IIPOBOAUTCA B KOMIIBIOTCPHOM KJIACCC C ITOJAKIIOUYCHHUEM K I/IHTepHeTy).
1. Make an outline of a business conversation on a chosen topic.
2. Compile a glossary of speech formulas necessary for conducting business negotiations.
3. Make a presentation for the report on the selected topic.
4. Write a business letter on a given topic.
5. Make a memo for a business phone call.

PeiituHr-koHTpOIH No3
Read the text and make a thesis plan for it:

Cultural differences in communication

Culture affects the way people think about business in their own society. An awareness of
cultural attitudes toward business will help you communicate efficiently and effectively when
working with people from other cultures. For example, Asian cultures, including Japan and
China, promote teamwork and cooperation in business environments while Western businesses
promote individual action and responsibility. Understanding these values will help you to create
an effective communication strategy with partners from these regions.

During a business meeting, cultural differences in communication are likely to come to
the fore. It is essential for you to be aware of cultural differences in communication, e.g. to know
the correct way of addressing and greeting your business partners, your boss and your
colleagues. Always use last names and titles unless you are invited to do otherwise. Try to adjust
to the way your business partners communicate.

Culture directly affects business communication, both verbal and nonverbal. Some
cultures, including Australia, the United Kingdom and Germany, place high significance to the
words actually spoken. Other cultures, including Japan and Arab cultures, still place significance
on the spoken word, but also place great significance on the context of the conversation. Ignoring
culture in business communication can lead to problems and communication disruptions.

In some countries, like the United States and Germany, it is common for people to speak loudly
and be more assertive or aggressive when sharing ideas or giving direction. In countries like



Japan, people typically speak softly and are more passive about sharing ideas or making
suggestions.

When interacting with people from different cultures, speaking in a neutral tone and
making a conscious effort to be considerate of others' input, even if it is given in a manner to
which you are not accustomed, can help foster effective business communication.

Due to globalization, people from various cultures and countries increasing conduct
business with each other. Technology enables people to easily connect with people around the
world in a moment's notice, but there are a few rules to remember before doing so. If making an
international phone or video conferencing call, be conscious of the time zone differences and
make sure to set a reasonable time for all involved parties to interact.

It is important to remember that cultural differences can also affect availability. For
instance, just because you schedule a conference call for the middle of the business day does not
mean that the time will be favorable for the people you are conducting business with. Many
Spanish cultures have longer lunch breaks than Americans are accustomed to, which means there
may be a two- to three-hour time period during the day in which the person you would like to
meet with is unavailable. Asking for availability prior to making the call is the best way to avoid
any confusion. Once you are able to connect, speak clearly and slowly.

5.2. IIpoMe:KyTOYHAS ATTECTAIMS 110 HTOTAM OCBOEHMSI JUCIHMILJINHBI (324eT)

TpeOoBaHusi HA 3a4eTe
Ha 3auere crygeHT nomKeH:
- IPOJIEMOHCTPUPOBATH 3HAHUE OCHOB TEOPETHUECKOTO Kypca JeT0BON PUTOPUKH,
- INPOACMOHCTPHUPOBATh BIAJACHUE KYJIbTYpOM pe4Yd B pA3IMYHBIX BHUIAX JEJIOBOU
KOMMYHHKAIIU Ha aHTJIUHCKOM SI3bIKE.

IIpuMepHBbIi NepeYeHb BONPOCOB Ha 3a4eTe
The subject of rhetoric.
The concept of speech activity in rhetoric.
Rhetorical means and techniques.
Means and techniques of speech impact.
Communication strategies and tactics.
Communication barriers and ways to overcome them.
Speech aggression and ways to overcome it.
The main characteristics of business communication.
Conversation as a type of business communication.
10. Negotiation as a type of business communication.
11. Presentation as a type of business communication.
12. Business letter as a type of business communication.
13. Talking on the phone as a type of business communication.
14.  Features of business communication in the USA and Europe.
15. The main qualities of English business speech.

CoNR~LNE

IIpuMepHBbIe THIIBI IPAKTHYECKHUX 3aJaHUI Ha 3a4eTe
((I)OpMYJ'II/IpOBKa 3alaHuA MOKCT MOBTOPATHCA, TCKCTHI AJId aHAJIN3a JJI KaKA0T0 MaruCrpaHTa
pasHebIe)
1. Make an outline of a business conversation on a following problem: Your representative office
abroad needs a new compartment.
2. Compile a glossary of speech formulas necessary for conducting business negotiations on a
following problem: you want to expand your range of products for sale abroad.
3. Make a presentation for the report on the following topic: Economy of the USA.



1)

2)

3)

4. Compose a business letter for the following situation: you have received a low-quality
consignment of goods and want to return it to the supplier.

5. Make a memo for a business phone call on a following problem: your supplier is violating the
terms of delivery of the products, fixed in the contract.

5.3. CamocTosiTesqibHAs padoTa 00y4arouerocs.
HpI/IMepHLIe 3aJaHuA 1JIdA CaMOCTOSATEJILHOM paﬁoTbI MaruCTpaHnToB

Read and translate the text:

GUEST INFORMATION MANAGEMENT
Progressive hospitality companies are all customer-oriented and do not spare effort to gather all
relevant information about their current and potential guests. There are several simple techniques
to do it properly. Most common of them is placing guest comment cards on dining room tables
and in guest rooms. Or they are handed to departing customers. This technique provided useful
information and insights into problem areas. For example, several negative comments on food
would indicate a potential problem for a restaurant, if no corrective action is taken.
A problem with guest comment cards is that they may not only reflect the opinions of the
majority of guests. Commonly, only those people who are angry or very pleased take the time to
compete a card. Thus comment cards can be useful in spotting problem areas, but they are not a
good indication of overall guest satisfaction.
In order to identify frequent and repeat guests and give them top priority in a sales blitz, the
company needs an automated guest history. It is also important to know the former frequent
guests who are no longer using the hotel. Salespeople will want to call on these former clients to
see if they can regain their business. This system offers a competitive advantage to a chain,
particularly a small chain.
One of the most useful sources of information is the company records. This information is vital
in improving service, creating effective advertising and sales promotion programs, developing
new products, improving existing ones, and developing firms have only a vague idea of who
their guests are.
In order to know more about their guests' preferences, hospitality companies can hire disguised
or mystery shoppers to pose as customers and report back on their experience. Some companies
use shoppers to alert managers, so that they would pay more attention to important areas of the
operation. But this technique works best if used for recognition and reward for good job
performance. This is the concept of positive reinforcement. If employees feel that the only
purpose of a disguised shopper program is to report poor service and reprimand them, the
program will not fulfill its full potential.
Find English equivalents of the following words and phrases in the text:
1) mporpeccuBHBIii;
2) KOMITaHUH OTpACIIU TOCTCIIPUUMCTBA,
3) HOCTOSIBIIBI;
4) oTpaxaTh MHEHHE OOJIBIINHCTBA;
5) npeyaraTh KOHKYpEHTHOE TPEUMYILECTBO;
6) MOJIe3HBIN NCTOYHUK HH(POPMALIUH;
7) a3pdexTrBHAs peKIama;
8) mpenno4YTeHus;
9) mporpamMMmBbl POABUKEHUS TTPOJIAK;
10) xoporme nokasarenau padoThl;
11) HaeMHbIe pabOTHUKY;
12) minoxoe obcmy uBaHUE.
True or false:
1) Progressive hospitality companies are customer-oriented.
2) Guest comment cards are often placed on dining room tables and in guest rooms.
3) One of the least useful sources of information is the company records.
4) Hospitality companies hire mystery shoppers.



5) The only purpose of a disguised shopper program is to report poor service.

4) Answer the questions:
1) What is the problem with guest comment cards?
2) What is one of the most useful sources of information?
3) What is needed to identify frequent and repeat guests?
4) What can hospitality companies do to know more about their guests’ preferences?
(from: MHocTpaHHBbIii A3bIK (aHTTIHICKKI). J]eT0BOM MHOCTPAHHBIH S3BIK (AHTJIHICKUIT)
[DnexTpoHHbI pecypc]: yueb.-meton. mocodue / O.B. benskosa [u ap.]. Camapa: U3a-Bo
Camap. roc. 3xoH. yHTa, 2016.)

@®oHj  oueHouHbIXx MarepuanoB (POM) 1ns nOpoBedeHMs] aTTECTallMM  YPOBHSA
c(OPMHPOBAHHOCTU KOMIIETEHIUI OOyJaromuxcs Mo JUCHUIUIMHE O(QOpPMIISETCS OTAEIbHBIM

JIOKYMEHTOM.

6. YHAEBHO-METOANYECKOE U UTHO®POPMAIIMOHHOE OBECIIEYEHUE

JANCHUIIINHBI
6.1. Kuurootecrne4eHHOCTh
HaunmenoBanue nuTepaTypsl: l'on uznanus KHUT'OOBECITEUEHHOCTbD
aBTOp, HAa3BaHNC, BUN M3AAHU, Hanunuue B anekTpoHHoM Kartasnore DbC
U3/1aTEeIHCTBO
OcCHOBHas TUTEPATYPA
W3zmaitiora, M. A. [lenoBoe 2021 https://znanium.com/catalog/product/1232
oOmieHue : yuebHoe mocodue / 000

M. A. Usmaiinosa. - 6-€ usi.,
crep. - Mockasa : JlamkoB u K,
2021. - 252 c. - ISBN 978-5-
394-04151-8. - Teker :
ANEKTPOHHBIN. — Pexxum
JIOCTYTA: 1O TMOJIITUCKE.
Koncrantunosa, JI.A. JleroBas 2020 https://znanium.com/catalog/product/1140
puTOopHKa: yuyebHoe mocobue / 568

JILA. Koncrantnaona, E.II.
[Ilennukosa, C.A. FOpmaHoBa.
- 4-e wuzn., crep. - Mocksa :
OJIMHTA, 2020. — 304 c. -
ISBN 978-5-9765-1346-4. -
TekcT: aneKTpoHHbIN. — Pexum
JIOCTyMa: 10 HOJIITUCKE.
Kynbrypa peun u MmeToanka 2020 https://www.iprbookshop.ru/101133.html
JIeIOBOTO OOIIEeHUS : yueOHoe
mocoOue JIsi MarucTpoB / COCT.
Becenkosa T.B. — Capatos :
By3oBckoe oOpa3oBanue,

2020. — 146 c. — ISBN 978-
5-4487-0758-2. — Texkcr :
AIIEKTPOHHBIHN // DNEKTPOHHO-
oubnuoreuynas cucrema [PR
BOOKS : [caiit]. Pesxum
JOCTYTIA: JUTS aBTOPU3UP.
MOJIb30BaTENEH.

®pomosa  B.II.  [lenoBoe 2018 https://www.iprbookshop.ru/86276.html
obmienrie (AHTTUICKUHN SI3BIK)
: yueOHoe nocobue / PposioBa



https://znanium.com/catalog/product/1232000
https://znanium.com/catalog/product/1232000
https://znanium.com/catalog/product/1140568
https://znanium.com/catalog/product/1140568
https://www.iprbookshop.ru/101133.html
https://www.iprbookshop.ru/86276.html

B.IL., KoxxanoBa JL.B.,
Yurupuna T.}O.. — Boponex :
Boponexckuii
roCyJapCTBEHHBIN
YHUBEPCUTET MHKEHEPHBIX
texnojoruii, 2018. — 160 c.
— ISBN 978-5-00032-355-7.
— Teker : 2neKTpoHHBIH //
DIIeKTPOHHO-OUOIMOTEUHAS
cucrema [PR BOOKS : [caiit].
Pexxum JIOCTYIA: s
ABTOPHU3HUP. M0JIb30BATEIEH.

JlononuurenpHas nuTeparypa

Kynprypa peunm u 7AeinoBoro
oO1eHus : y4eOHO-
MeToandeckoe mocobue / . —
Tromensb : ['ocymapcTBeHHbIN
arpapHbIi YHUBEPCUTET
Cesepnoro 3aypanbs, 2021. —
73 ¢. — TeKcCT : AIeKTPOHHBIN
//" DneKTpOHHO-OMOINOTeYHAs
cucrema [PR BOOKS : [caiit].
Pexxum JIOCTyTA: TS
ABTOPU3UP. TIOJIb30BATEIICH.

2021

https://www.iprbookshop.ru/108806.html

[TyraueB 1.A. OcHOBBI
PUTOPHUKU U KyJIbTypa pedH:
IIPAKTUYECKUN Kypc : yueOHOe
nocobue / [lyraues U.A.,
bynunenesa M.b., Bapnamosa
N.}O.. — Mocksa :
Poccniickuii yHuBepcuTeT
Ipyxk0b1 HaposoB, 2017. —
152 c¢. — ISBN 978-5-209-
08199-9. — Teker :
AIIEKTPOHHBIN // DNEKTPOHHO-
oubnuoreynas cucrema [PR
BOOKS : [caiiT]. Pexum
JOCTYTA: JUIsi aBTOPHU3HP.
10JIb30BATENCH.

2017

https://www.iprbookshop.ru/91041.html

Ilonos E.b. HMHocTpaHHbIl
A3BIK JJIS1 JIeJIOBOTO OOIIEHUS.
AHIIIHHACKHANA S3BIK : y4eOHOe
nocoobue / IlomoB E.b.. —
Capatos : By3sosckoe
obpazoBanme, 2013. — 72 c.
— Teker : aneKTpoHHBIN //
DIIEeKTPOHHO-OMOIMOTEUHAS

cucrema [PR BOOKS : [caiiT].
Pexnm JIOCTYIIA: s
ABTOPHU3HUP. MOJIb30BATENEN.

2013

https://www.iprbookshop.ru/16673.html

6.2. Ilepuomnueckue

1. JTuckypc npodeccuoHaIbHON KOMMYHHUKALMH.

H31aHusA



https://www.iprbookshop.ru/108806.html
https://www.iprbookshop.ru/91041.html
https://www.iprbookshop.ru/16673.html

2. SI3bik. Kynbrypa. KommyHukammm.

3. S3pik. KymbeTypa. PeueBoe oOmieHwme.

4. CouprasibHbIe KOMMYHHKAIMK: HayKa, 00pa3oBaHue, MPOpeccus.
5. SI3bIK M peudeBast 1eATEIbHOCTb.

6.3. UnTepHeT-pecypchl
https://orator.biz/library/ - YauBepcuTeT puTOPUKH M OpaTOPCKOTO MacTepPCTBa
https://annushkinvi.ru/work/russian-rhetorical-association/ - Poccuiickas puropudeckas

acconuanus

http://www.gramota.ru - CrpaBouno-unpopmarronssiii moprar [ PAMOTA.PY
http://english-letter.ru/ — IMucemo Ha anrauiickom (Letter in English)
https://www.writing-business-letters.com — Writing-Business-Letters.com

7. MATEPUAJIBHO-TEXHUYECKOE OBECIIEYEHUE JUCHUIIJIMHBI

HJ’IH peainu3annuunu HaHHOﬁ JUCHUINIMHBI HMMCIOTCA CIICHUAJIBHBIC IIOMCIOCHUA TJIA

MPOBEJICHUS 3aHATHI JIEKHMOHHOI'O THIIA, TPYNIIOBBIX W HWHIWBHUAYAJbHBIX KOHCYJIbTALWM,
TEKYILIEro KOHTPOJIA M NPOMEKYTOYHOM aTTeCTallud, KOMIIBIOTEPHBIM KJIAaCC C BBIXOJAOM B
WHTEPHET, MYJIbTUMEINIHBIC CPEICTBA, a TAKXKE IMOMEIICHUS IS CAMOCTOSTEIBLHOW PabOTHI
CTYZECHTOB.

HepequL HCHOJ’IBSyeMOFO JIMIICH3UOHHOT'O HpOFpaMMHOFO 066CH€‘{CHI/I${Z
1. Microsoft office 2007-2010
2. Windows 7, 8, 10

HepequL HCIIOJIB3YEMOI'O CBO60,I[HO pacupoCTpaHiaAeMoro M IIPOIPUCTAPHOIO

POrPaMMHOTO 00CCIICUCHUSI:

1. Media Player Classic
2. Daum pot player
3. Adobe Acrobat DC


https://orator.biz/library/
https://annushkinvi.ru/work/russian-rhetorical-association/
http://www.gramota.ru/
http://english-letter.ru/
https://www.writing-business-letters.com/

PaGouyro nporpaMMmy cocTaBui W /079’\,4. //?n/,;\,(,,(gA e,/ . »d

Penensent
(mpencraBuTens paboTonmareys),3amecTutens aupekropa mo YBP MBOY COIII Nel6 r. Braagumupa
YUHUTENb AHTJIUHCKOT ) _—sI3bIKa BBICIIIEH KBAJIH(UKALMOHHON KaTeropuu
JlaBpona O.I1. e

\ (mecto paboTel, nomkHoCcTh, PO, noanuce)

I[Tporpamma paccmoTpeHa u onoOpeHa Ha 3acegannu Kadeapsr BUSuMOWS

[lpotoxon Ne /0 ot L. 0( 2/ tjonma

3aBenyromuii kapeapoi E.E. JlabuoBa
(<DI/IQ} TOZITHCE)

PaGoyas mnporpamma paccMoTpeHa H oxoOpeHa Ha
nanpasinenns 44.04.01 Ilegaroruveckoe oGpazosa
Mpotoxon Ne /ot 3/ 0L did(

[Ipeacenarens KOMHCCHH

CelaHuu  y4eOHO-METOUYECKON KOMHMCCHH

M.B. ApramoHoBa

(®HO, noanucs)



