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1. HEJIX OCBOEHUA

1.1 | aMCTMIUIMHA HaeT MpeCTaBICHHE O SI3BIKE KaK I[EJI0OCTHOM 3HAaKOBOM MEXaHH3Me O0IeHns. B pamMkax Kypca ocBemarorcs
Takue MPoOIEMBI, KaK CYIIHOCTh 3HAKOBOM IPUPOIBI SI3BIKA; CBA3b A3bIKA U MBIIIIEHUS, SI3bIKa U PEUH; IIPOUCXOXKACHNE U
pa3BuTHE s3bIKa. PackpbIBaeTCS MOJI0KEHNE S3BIKO3HAHNS B CHCTEME COBPEMEHHBIX HAyK, OIICHIBACTCS MHOT0O0Opa3ne
METO/IOB M METOHK HccienoBanus. C cCOBpeMEHHBIX MO3UINIT n3maraercs npoodieMa GpyHKIMOHUPOBAHHUS SI3BIKA B
00111ecTBe, PACKPBHIBAIOTCS BUJBI B3aUMOJICHCTBHUS SI3BIKOB

2. MECTO B CTPYKTYPE OBPA30BATEJBHOM ITPOT'PAMMBI

Baox OIT: B1.0

2.1 Tpeb6oBanus K leeIIBa]PHTeJILHOﬁ MOATOTOBKE 00y4aI0IIerocsi:

2.2 JucuumianHbl (MOXYJIM) H MPAKTHKH, JUIsI KOTOPBIX 0CBOEHHE TAHHO THCHUNIAHBI (MOAY/Is) HEOOXO0IHMO KaK
NpeanecTBYIee:

2.2.1 |KsanturaruBHas nuHrBuctuka/ Quantitative Linguistics

2.2.2 |IoaroroBka K MpoIeaype 3alIUTHI U 3aI[UTa BHITYCKHON KBaTH(UKAIIMOHHOHN paboTHI

3. PE3YJIBTATBI OBYUYEHUMAA IO JUCITUITJIMHE, COOTHECEHHBIE C ®OPMUPYEMBIMHA
KOMIIETEHIIUSIMUA

OIIK-1: CriocodeH npuMeHsSITh B MPo¢)eCCHOHAJIIBLHOM TeATeJLHOCTH 3HAHUA QYHAAMEHTAJIBLHBIX HAYK, 3HAHHUA B
MEKAMCHUIIMHAPHBIX 00/1aCTAX, CHCTEMY TEOPETHYECKUX M IMIIMPUYECKUX 3HAHMI 0 QYHKIIHOHMPOBAHUHU CHCTEMBbI
H3y4aeMOro HHOCTPAHHOTO SI3bIKA W TEHIEHIUSX €€ Pa3BUTHS, YYUTHIBATH EHHOCTH M NMPEICTABJIEHHUS, NPUCYIHE
KYJIbTYpe CTPaH H3y4aeMOro HHOCTPAHHOTO SI3bIKA

3HaTh:

OIIK-1-31 cneun¢uky HHOS3BIYHOM HAYYHOH KapTUHBI MUpa B 00JACTH JIMHTBUCTUKH U MEKIUCIUIUTMHAPHBIX UCCIIEA0BAHUMI

Ymern:

OIIK-1-Y1 cuHTE3upOBaTH 3HAHUS 110 JMHIBUCTUKE HA PA3IMYHBIX 3TANlaX HCTOPHUUECKOTO PA3BUTHS

4. CTPYKTYPA U COJAEPKAHHUE

Kon HaunmenoBanue pa3nenoB u | Cemectp | YacoB | ®opmupyemsie | Jlutepatypa | [lpumeuanue KM Brinoan
3aHATHSA TeM /BUJ 3aHATHS/ / Kypce HHIUKATOPHI H I sieMble
KOMIeTeHIUi pecypcsl padoTsl
Pazpgen 1.
CoumnoJMHIrBUCTHKA.

OCHOBHBIE METO/IBI
CONUOJIMHIBACTHYECKOTO
a”asu3a (Sociolinguistics.
The principal methods of
sociolinguistic analysis)

1.1 [IpenMeT colMOIMHTBUCTUKI 1 2 OIIK-1-31 JI1.1J12.1
(The subject of
Sociolinguistics) /JIex/




1.2

JaiiTe onpenenenue
OCHOBHBIM METOJaM
COIIMOJIMHTBHCTUYECKOTO
aHaM3a: OMUCaTEIIbHBIN;
CPaBHHUTEIBHO-
HUCTOPUYECKHUH;
CPaBHUTEIbHBIN;
CTPYKTYPHBIH;
OTITO3MIUOHHBIH;
KOMITOHCHTHBIN aHaJIH3;
CTHITMCTUYCCKHUM aHaJIu3;
KOJIMYECTBEHHBIH;
ABTOMAaTHYCCKUI aHAJIH3;
JIOTHKO-CEMaHTHYECKOE
moaenupoBanue (Give the
definition to the principal
methods of sociolinguistic
analysis: descriptive;
comparative-historical,
comparative; structural;
oppositional; component
analysis; stylistic analysis;
quantitative; automatic
analysis; logical and semantic
modeling) /TIp/

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1

KM2,K
M3

1.3

IIpoBecTu

COLMOJIMHT BUCTHICCKUI
OTIPOC C IETBIO OTIPEICICHHS
COOCTBEHHOTO MTOHUMAHUS
SI3bIKA PEKITaMHBIX TEKCTOB
JUTSL pa3InIHBIX
MenuakaHanoB 1 CMU.
00600muUTH NOIyICHHBIE
PE3yJIBTATHI M CACNATH
apryMEHTHPOBAHHBIC BHIBOIBI
(Making a questionnaire,
conduct sociolinguistic
survey to determine our own
understanding the language of
advertising texts for different
media channels and media.
Generalize the obtained
results and draw reasoned
conclusions) /Cp/

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1
€

P1

Pa3nen 2. ConuajibHaA CeTh
(Social network)

2.1

CouunanbHas ceTb. Paznuuuns
B 3aBUCHMOCTH OT KJacca.
JIuHrBHCTHYECKAS
HeyBepeHHOCTh (Social
network. Differences
according to class. Linguistic
insecurity) /JIex/

OIIK-1-31

JI1.1J12.1




2.2

IMompobyiite onpeneauTs
JIMHTBUCTHYCCKHE Pa3THIUs
B JTF000#1 KOHTAKTHOU
CHUTYaIUH, TJI€ €CTh CHIOBas
JTUHAMHKA, HAIIpuMep,
CUTYyalus COTPYAHUK-KIHCHT
WITH YYUTENb-YICHHUK 1
0000IMUTH Pe3yIbTaTHI
CHJIOBOl TMHAMUKH B
HepapXUyueCcKon
nudpepeHInamy I36IKOB B
Pa3HBIX COLMAIBHBIX CIOIX
(Try to determine linguistic
differences in any contact
situation, where there is a
power dynamic, for example,
employee-customer or
teacher-student situation and
generalize power dynamic
results in a hierarchical
differentiation between
languages in different social
strata) /TIp/

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1

KM2

23

Ha ocHoBe

COIMOJIMHT BUCTHIECKOTO
aHanm3a 2-4 peKIaMHBIX U
PR-TekcToB onpenenure,
Kakue (POpMBI PEIEBOTO
BO3/ICHCTBUS Ha LIETIEBYIO
ayJIUTOPHIO, KAKKE
COLMAITBHBIC HOPMBI
PETyINpYIOT peueBoe
MOBEJIEHHE MOTEHI[HAIBHBIX U
peanbHbIX OTpeOuTeneit
pexnamHoit npoaykiuu u PR-
Mmatepuainon (Based on the
sociolinguistic analysis of 2-4
advertising and PR texts,
determine what forms of
speech influence on the target
audience, what social norms
regulate the speech behavior
of potential and real
consumers of advertising
products and PR

materials) /Cp/

OIIK-1-31
OIIK-1-V1

JI1.1J12.1
ol

Pazpgen 3.
JIMHrBUCTHYECKHE 3aKOHBI
(Linguistic laws)

3.1

JIMHrBUCTHYECKHE 3aKOHBI.
OnpeneneHue rpaHulL
Bapuanuu (Linguistic laws.
Defining the envelope of
variation) /JIex/

OIIK-1-31

JI1.1J12.1
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[MompoOyiite HalTH
MPAKTUYECKUE TPUMEPEI
3aKOHA TUBEPCUDHUKAINT 1
3aKOHA PacHpeIeNeHUs
JUTHHBI (114, B OoJiee oO1iem
CMBICTIE, CJIOKHOCTH)
(pacnpenenenue JTUH
MOpPGOB; ITUH PUTMUUECKUX
SIMHHLL; [UTUH MPEUT0KEHHH;
JUTHH CJIOTOB; JUTHH CJIOB)
(Try to find practical
examples of the law of
diversification and the law of
length (or more generally,
complexity) distributions (the
distribution of morph lengths;
of the lengths of rhythmical
units; of sentence lengths; of
syllable lengths; of word
lengths) /TIp/

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1

KM2

33

ITpoananusuposas 10
TEKCTOB POCCUHUCKOM
COLIMAJIBHOM pEKIaMBbl,
OTIPEIICIINTE, KaKKe
KyJIbTYPHBIE TPaIAIIHH
HCII0JIb30BAJIHChH
PEeKITaMHBIMU
KOITUpaiTepamMu u
CO3/aTessIMH, a Kakue
KYJIbTYPHBIE KOJBI
HCIIOJIB30BAJIACH LIS
BO3/IEHCTBUS HA TOTPEOUTEIS
(By analyzing 10 texts of
Russian social advertising,
determine which cultural
traditions were used by
advertising copywriters and
creators, and which cultural
codes were used to influence
the consumer) /Cp/

OIIK-1-31
OIIK-1-V1

JI1.1J12.1
o1

Pa3nen 4. luanextsl U
HUnnosexTsl.
JlutepaTypHble s13bIKH
(Dialects and Idiolects.
Standard Languages)

4.1

JluTepaTypHbIe SI3bIKH
(Standard Languages) /JIex/

OIIK-1-31

JI1.1J12.1

4.2

IMompoOyiiTe HAWTH TPUMEPHI
U CPABHUTD PA3IAIUS
MHPOBBIX SI3BIKOBBIX HOPM
"aHrnuyaH": OpUTAHCKUX,
aAMEPUKAHCKUX, KAHAICKHX,
WHIUNCKNX, aBCTPAIUNACKUX,
HOBO3CJIAHJICKUX,
F0)KHOA()PUKAHCKUX U T. JT
(Try to find examples and
compare differences of the
world’s Standards
“Englishes”: British,
American, Canadian, Indian,
Australian, New Zealand,
South African, etc) /Ip/

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1

KM4 K
M2
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BbI XOTHTE TOBBICUTH

3¢ GEKTHBHOCTD PEKIAMHBIX
TEKCTOB, HAIIPABJICHHBIX HA
IPOABUKEHUE POCCUNCKUX U
3apyOeKHBIX
XY/I0’)KECTBEHHBIX TIPOCKTOB
COBPEMEHHOTO
XY/I07KECTBEHHOTO
YUpEXKICHUS B
MOJIMKYJIbTYpHOU cpene. s
3TOTO HY>KHO IPOBECTH
COLIMOJIMHTBUCTHYECKOE
uccienoBanue. PazpaboTaiite
TUTAH 3TOTO MCCIICIOBAHUS.
IIpoBeaure ompoc cBoei
LEJICBOH ayIUTOPHH
BBISICHHTE KYJIbTYPHBIC
pas3Iuuusl B MHTEPIPETAIINU
PEKIaMHBIX TEKCTOB Ha
OCHOBE COPMUPOBAHHON
KapTHHBI MUPA,
COOTHOIIICHUS 3HAYUMOTO U
BTOPOCTEIICHHOTO.
IMoaBequTe UTOTH U CAETaiiTe
COOTBETCTBYIOIIUE BBIBOIBI
(You want to increase the
effectiveness of advertising
texts aimed at promoting
Russian and foreign art
projects of a modern art
institution in a multicultural
environment. To do this, you
need to conduct a
sociolinguistic study. Develop
a plan for this study. Conduct
a survey of your target
audience and find out cultural
differences in the
interpretation of advertising
texts based on the formed
picture of the world, the ratio
of significant and secondary.
Summarize the results and
draw the appropriate
conclusions) /Cp/

10

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1
€|

Paznen 5. [Inanektsl
HanonekTsol.
JlaTMHOAMepUKaAHCKHU I
(Mcnanckuii) aHTIMiicKUit
s3bIk (Dialects and
Idiolects. Latino (Hispanic)
English)

5.1

Jlnanextsl 1 U1uoaeKThl.
JlaTuHOAMepUKaHCKUI
(AcnianCckuit) aHTTIHACKUIA
s3bIK (Dialects and Idiolects.
Latino (Hispanic)

English) /Jlex/

OIIK-1-31

JI1.1J12.1
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Bo Bpems npociymuBaHus
pamuo Wik IpocMoTpa
aMEepUKAHCKOTO (hrTbMa
[IOCTapalTech BBIJICIUTD
pasnuuus B ciocobe
TOBOPUTH 0-aHTITHHACKA
MeXIy OOCTOHIIAMH,
xurensmu Hero-Mopka,
TeXaclaMH, YePHOKOKUMH B
Yukaro, 6ensiMu B JIeHBEpe U
JMATHHOAMEPHUKAHIIAMH B
AnnOyxkepke (While listening
to the radio or watching an
American film try to
highlight variations in the
way of speaking English
between Bostonians, New
Yorkers, Texans, blacks in
Chicago, whites in Denver,
and Hispanics in
Albuquerque) /TIp/

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1

KM2

53

YroOBI IPHUBIIEYB IETIEBYIO
ayJMTOPHUIO HA MEPOTIPUATHS
TeaTpaJbHOTO (heCTUBATIS, BBI
XOTeNH OBl pa3MECTHUTh
peKIaMHbIE CTaThbH B
BEIYIIHNX XYA0KECTBEHHBIX
CMMU Mockssl. Onpenenure,
Kakue

COLMOJIMHT BUCTUICCKUE
HHCTPYMEHTHI MOXHO
UCIIOJIb30BATh ISt
OpHUEHTAaLUU 11eJIeBOI
ayautopun. CocTaBbTe
CIUCOK XyJ0)KECTBEHHBIX
CMUH, B KOTOPBIX MOKHO
Pa3MEeCTUTh PEKIAMHYIO
CTaThIO O TeaTPATLHOM
(bectuBane, cootHecs
L[EJIEBYIO ayAUTOPUIO
MEPHOANICCKUX M3IAHUHN U
pexnaMy (hecTHBATBLHBIX
MEpPOIPUATUH, S3bIK
[EPUOIUYECKUX U3JIaHUH O
KyJIBTypE B UCKYCCTBE, a
TaKOKe SI3bIK PEKIIAMBI 1
crunucrudeckue npuems (To
attract the target audience to
the events of the theater
festival, you would like to
place advertising articles in
the leading Art media in
Moscow. Determine which
sociolinguistic tools can be
used to Orient the target
audience. Make a list of Art
media that can host an
advertising article about a
theater festival, correlating
the target audience of
periodicals and advertising of
festival events, the language
of periodicals about culture
and art, and the advertising
language and stylistic
techniques) /Cp/

10

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1
€




Pa3zned 6. SI3bIKoBbBIE
koHTaKThI (Languages in
Contact)

6.1

SI3BIKOBBIE KOHTAKTHI.
[IumKUHBI U KpeoJIbl
(Languages in Contact.
Pidgins and Creoles) /JIex/

OIIK-1-31

JI1.1J12.1

6.2

IMompoOyiiTe HAWTH TPUMEPHI
Y CPaBHUTD Pa3iiHyus
MHU/PKMHOB U KPEOJIOB!
raBaiCKuil MUKNH-
AHTTIMHCKUN; YMHYKCKUH
JKAProH; MUPKUH CYaXHUIIH;
KaMTOK, aHTJIMHACKUI
MHU/PKHH, HA KOTOPOM TOBOPSIT
B Kamepyne, u T. 1 (Try to
find examples and compare
differences of different
pidgins and creoles: Hawaiian
Pidgin English; Chinook
Jargon; Pidgin Swabhili;
Kamtok, an English-based
pidgin spoken in Cameroon,
etc) /Tp/

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1

KM2

6.3

Ha npumepe 10 pexmamHbIX
TEKCTOB chOpMyIUpyiiTe
0COOEHHOCTH SI3BIKA MYKCKOH
1 )KEHCKOH peKiaMbl,
OTIpEICIINTE, KAKIE PEUCBHIC
CTpAaTeruy U reHiepHble
CTEPEOTHIIBI UCTIOIb30BATINCh
co3JIaTeNsIMHU PEKIAMHO
MPOIYKINH, a TAKKe KaKue
HeBepOaJbHEIC U BepOabHbIC
CpPE/ICTBA BIUSIOT HA
BOCIIPHATHE PEKIaMBI
MY>XYHHAMH U KEHIUHAMH
(Using the example of 10
advertising texts, formulate
the features of the language
of male and female
advertising, determine what
speech strategies and gender
stereotypes were used by the
creators of advertising
products, and what non-
verbal and verbal means
influence the perception of
advertising by men and
women) /Cp/

10

OIIK-1-31
OIIK-1-V1

JI1.1J12.1
ol

Paznen 7. Ilepexiiouenue
koa0B (Codeswitching)

7.1

IepexntoueHue k0J0B
(Codeswitching) /JIex/

OIIK-1-31

JI1.1J12.1




7.2

Haiinure npumeps B
(upMax, Tee-uin
pamuonporpamMmax u
XyI0’KECTBEHHOM JINTEPAType
MEePEKITIOYCHHS KOJOB:
JIBYSI3BIYHBIC HCIIAHCKO-
AHTIJIOTOBOPSIIIIHE,
(paniy3cko-
aHrjorosopsiuue B Kpebeke B
Kanane, Hemenko-
aHTJIMHCKIE, KOpEeHCKo-
aHryuickue 1 MannapuHcko-
anriuiickie ouauaresl (Find
examples in films, TV or
radio programmes and fiction
of codeswitching: bilingual
Spanish-English speakers,
French-English speakers in
Quebec in Canada, from
German-English, Korean-
English, and Mandarin-
English bilinguals) /ITp/

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1

KMI,K
M2

7.3

Ha npumepe 10 Tpeiinepos
POCCUNCKUX WIIH
3apyOSKHBIX (DHUITEMOB,
BBIMTYIICHHBIX B
OTEYECTBEHHBIH KHHOMPOKAT,
OTIPEJICITNTE, KAKHe
COIMAITBHBIC MOTHBBI,
CTEPEOTHIIBI U KYJIbTYPHBIC
LHEHHOCTH (OPMHPYIOTCS Y
I[EJICBOH ayIMTOPHH Yepe3
TEKCThI TPEUIEPOB
XY/I0’KECTBEHHBIX (DUIIBMOB,
1 KaKyI0 MOJICITb [TOBEICHHSI
Ka)KJbli Tpelsep npeiaraet
CBOEH 11e71eBOH ayAUTOpUH
(Using the example of 10
trailers of Russian or foreign
films released in the domestic
cinema distribution,
determine what social
motives, stereotypes and
cultural values are formed in
the target audience through
the texts of trailers of feature
films, and what behavior
model each trailer offers to its
target audience) /Cp/

10

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1
Ol

Paznen 8. /IBysizbrune
(Bilingualism)

8.1

JBys3brune
(Bilingualism) /JIex/

OIIK-1-31

JI1.1J12.1

8.2

[IpokoMMeHTHpYIiTE
pas3IMYHBIE TEOPUH PA3BUTHS
OWJIMHTBOB: TUIIOTE3Y
YHUTApHOH CUCTEMBI,
TUIOTE3Y OTAENBHBIX CUCTEM,
TUnoTesy "nByx
MOHOJIMHI'BOB B OJHOM
rosioBe" u T. 1 (Comment on
different theories of bilingual
development: unitary system
hypothesis, separate systems
hypothesis, “Two
Monolinguals in One Head”,
etc) /TIp/

OIIK-1-31
OIIK-1-V1

JI1.1J12.1

KM4.K
M2
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Ha mpumepe 4-x connanbsHbIX
MHU}OB B HAPYKHOH U
ayIMOBH3YaJIFHOM peKiiame
HEOOX0MMO OTIPEIETUTh
OCHOBHBIE BepOabHbIE U
HeBepOaJIbHBIC CPEICTBA,
KOTOPBIE HCTIOJIb30BAIKHCH B
IpoIecce CO3AaHMUs ITUX
MHUGOB, CPABHUTH
HCIIOJIB30BAHUE ATUX CPEIICTB
HPH CO3/IaHUU COLUATBHBIX
MU(GOB B €BpPOMNEHCKOM U
aMEpHKaHCKOH pexiame, Kak
OHU BJIMSIIOT Ha pedeBoe
HOBEJICHUE LIENEBOI
aymutopun (Using the
example of 4 social myths in
outdoor and audio-visual
advertising, it is necessary to
determine the main verbal
and non-verbal means that
were used in the process of
creating these myths,
compare the use of these
means in creating social
myths in European and
American advertising, how
they affect the speech
behavior of the target
audience) /Cp/

10

OIIK-1-31
OIIK-1-Y1

JI1.1J12.1
€|

5. ®OH/JI OIEHOYHBIX MATEPHUAJIOB

5.1. KoutpoabHble MeponpusiTis (KOHTPOJIbHas padoTa, TecT, KOJUIOKBUYM, 3K3aMeH M T.I), BONPOCHI AJIs

CaMOCTOSITE/IbHOI MOAr0TOBKH

Kon
KM

KontponbHoe
MEpOTIPHUSTHE

IIposepsiemble
WHIUKATOPbI
KOMIIETCHIIUM

Bonpocs! 411 noAroToBKM




KM1

Ketic

OIIK-1-Y1;0IIK-1-
31

Social Dialects

The “Standard” Language as a symbol

African American English

Latino (Hispanic) English

Socio-spatial relations observed in a global city

Sociolinguistic Analysis

Languages in Contact

Lingua Francas

Contact Languages: Pidgins and Creoles

Creoles and Creolization

Bilingualism

Codeswitching

Forms of speech influence of PR-texts

Application of Russian cultural codes in Russian social advertising
Language of periodicals on culture and art and its use in art-advertising
Features of the language male and female advertising on the example of
10 advertising texts

Social motives, stereotypes and cultural values formed within the target
audience through the texts of trailers of Russian and foreign game films
The model of behavior offered by advertising texts in the Internet

The main sociolinguistic variables of the journalistic publication on the
example of 5 different genres of journalistic texts

The Bilingual Individual and characteristics of the Bilingual Speaker
The Socio-Cultural Setting of Language Contact

Language Functions in Bilingual Communities

Pigeon English

Language convergence

The phenomenon of borrowing

The phenomenon of relexification

Semiosphere and history

A Sociolinguistic Perspective of WhatsApp Statuses

Sociolinguistics Analysis on Language Style Form at the Movie Script
Language of Power in Public Speeches

National Stereotypes

KM2

YcrHblii onpoc

OIIK-1-31

IO BCEM TEMaM CeMECTpa




KM3 JHoxnan OIIK-1-Y1 CryneHT BEIOHpAeT OIHY U3 TEM B CIIHCKE:

Regional variation. Accent and dialect
International and intranational
American and British English
American dialects

British dialects

Variation in Scotland

Welsh English

Irish English

Canadian English

Caribbean English

Australian English
New Zealand English

South African English

South Asian English
New Englishes

Received Pronunciation
Prescriptive attitudes of English
Gender issues of a language
Occupational Varieties
Religious English

Scientific English

Legal English

Plain English

Political English

News media English
Journalinguistics
Broadcasting and Weatherforecasting
Sports commentary
Advertising English
Restricted English

New varieties 392

Individual differences
Deviance

Word games

Rule-breaidng varieties

The edges of language

Jokes and puns

Literary freedom

Stylometry

KM4 Tect OIIK-1-31 ITo Bcem Temam cemecTtpa

5.2. Ilepeuenn pa6oT, BeinoJHsIeMbIX 0 aucuumiune (Kypcosas padora, Kypcosoii npoexr, PI'P, Pedgepar, JIP, IIP u 1.11.)

Kox Haspanue [IpoBepsiembie
HUHIUKATOPbI Coneprxanue pabOThI
paboTHI paboTHI N
KOMIIETeHLU I
P1 [MoaroroBka OIIK-1-31;0IIK-1- | Tema moxnana BRIOMPAETCS CTYICHTOM, a 3aTEM COTIACOBBIBACTCSI C
JOKIany V1 IIpeNoaaBaTesIeM

5.3. OueHouHble MaTepuabl, HCIOJIb3yeMble IS IK3aMeHa (onucanne OUJIeTOB, TECTOB M T.IL.)

OK3aMeH He IpeIyCMOTpeH

5.4. MeToauka OueHKH OCBOEHUS AUCUMILIMHBI (Moayis, npakTuku. HUP)

B Tedenme ceMecTpa CTYACHT MOJTyYaeT OalIbl 32 BBIOJIHEHHBIC 3aJaHus. ITOroBast OlleHKa 10 TUCHUILTHHE OCYIIECTBISCTCS
MOCPECTBOM KOHBEPTAIMK UTOTOBOTO Oata (IPOLEHTa) B OLICHKY 110 CIIEAYIOIIeH cXxeme:

51 - 69 % - y1oBIETBOPUTENEHO

70 - 84% - xopo1io

85 - 100% - otnuyHO

Tecr - 25 Ganos

VYerubiit onpoc (5) - 25 6annos
Joxnan (mpe3enTanus) - 15 6ayios
Ketic-cragm - 35 6anmoB

Bcero 100 6amios




6. YHEBHO-METOAWYECKOE U HTH®OPMAIIMOHHOE OBECIIEYHEHME

6.1. Pexomenayemas iureparypa

6.1.1. OcHoBHas JIMTEpaTypa

ABTOpBI, COCTaBUTEIU 3arnaBsue

Bubnunoreka WznaTenscTBO, 1o

JI1.1 | Ammatos B. M.

yYeHHA: yueOHOE Tocoone

HcTopust IMHIBUCTUYECKUX DnexrpoHHast 6MOIMOTEKA Mocksa: SI3bIku pyccKoii

KyJbTyphbl, 1998

6.1.2. JlonoHUTEILHAS JIMTEpPaTYpa

ABTODBI, COCTaBUTENN 3armaBue

bubanorexa W3naTenscTBO, IO

JI2.1 |bepe3un @. M.

Y4eHHii: MOHOTpadus

HcTopust TMHIBUCTUYECKUX OnexrpoHHas OubIMOTEKA Hosropox: Beicur. mkona, 1984

6.2. Ilepeyens pecypcoB HH(POPMATHOHHO-TEJIEKOMMYHHKANHOHHOH ceTH « AHTEpHET»

ol Canvas)

MeTtoapl TMHTBUCTHYECKUX UccienaoBanuii (LMS

https://Ims.misis.ru/

6.3 Ilepeuennb MPOrpaMMHOTO odecredeHust

IT.1 | LMS Canvas

6.4. Ilepeuenn MH(POPMALMOHHBIX CIIPABOYHBIX CHCTEM U NMPOdecCHOHANBHBIX 023 TaHHBIX

N.1 |IlonHoTekcToBas anekrpoHHas 6udbmmoreka MUCuC http://elibrary.misis.ru/

.2 | CnpaBouno-unpopmarmonHsiii mopran [PAMOTA.PY http://gramota.ru/

7. MATEPUAJIBHO-TEXHUYECKOE OBECIIEYEHHUE

Ayn.

Hasnauenne

OcHarenne

Yuranbheiii 3a1 Ne3 (b)

KOMIUIEKT ~ y4yeOHOW Mmebenn Ha 44 wmecra 1is
obyuaromuxcst, MO®Y Xerox VersaLink B7025 ¢ ¢pyHkiuei
MacImTa0upoBaHMSA TEKCTOB M m3o0paxkenmit, 8§ IIK ¢
goctynom k HWUTC «MuTteprer», OMOC yHHBepcurera
yepe3 JMYHbIA kabuner Ha minatrgopme LMS Canvas,
nuieH3nonnbpie mporpammbl MS Office, MS Teams, ESET
Antivirus.

YuransHeiid 3a1 Ne4 (B)

KOMIUICKT ~y4eOHOW wmebenn Ha 20 paboumx MecT,
KOMITBIOTEPBl C TOAKIIOUEeHHeM K ceTd «MHTepHeT» u
JOCTYIIOM B JNEKTPOHHYIO uH(pOPMALIMOHHO-
00pa3zoBaTeNBHYIO CPEAY YHUBEPCHUTETA

YuTanbHbIN 3all
3JIEKTPOHHBIX PECYPCOB

KOMIUIEKT y4yeOHOH Mebenu Ha 55 mecT i 00ydarommxcs,
50 TIK c¢ pmocrymom k MUWTC «UHTeprer», DUOC
YHHBEPCHUTETa 4epe3 JIMYHBIN kaOmHeT Ha matdopme LMS
Canvas, mmuensnonHsle nporpammel MS Office, MS
Teams, ESET Antivirus.

Jlro6oit KOpIyc
MynsTumMenuitHas

VYueOHas ayguTopust IS IPOBEACHHS
3aHATHH JIGKUMOHHOTO THNA W/WIM JUIs
IIPOBEACHUS IPAKTUUECKUX 3aHATUI:

KOMIUIEKT y4eOHOH Mebenu 10 36 MecT it oOydaromuxcs,
MyJIbTUMEIUIHOE  000pyIOBaHHE, MAarHUTHO-MapKepHas
JocKa, pabodee Mecro mpemopaBarens, IIKc moctymom k
UTC «Uuteprer», DMOC yHuBepcurera depe3 JIUUHBIN
kabuner Ha mnargopme LMS Canvas, JIHIIEH3HOHHBIE
nporpammbel MS Office, MS Teams, ESET Antivirus

8. METOANYECKHUE YKA3AHUSA JJIS1 OBYYAIOIINXCA

Oco6oe BHUMaHHE B paMKax Kypca yAeIeTCsl Pa3BUTHIO Y MaruCTPaHTOB MH(GOPMAMOHHOH KyJIbTypBl KaK KOMIIOHEHTA
Ipo(eCcCHOHATBHOTO MacTePCTBA MOJIOIOTO CHEIMAINCTA, YMEHHUH pemaTh IpodeccrnoHanbHbIe 3a1a491 KOHIENTYaIbHOTO,
TEXHOJIOTHYECKOTO U MCCIE0BATENbCKOTO XapaKkTepa, a TAkke YMEHUH aHaIr3a U CaMOaHaN3a, OLIEHKA M CAMOOIEHKU. B aTHx
[EJIIX Ha MPAKTHYECKUX 3aHATUSAX UM IIPEJOCTABIETCS BOZMOXKHOCTD Y4aCTBOBATh B IUCKYCCHSX, B pa3pabOTKe TBOPUECKUX
3aJJaHUH U MTPe3eHTAINi UX Pe3yIbTaTOB, IeNaTh 3apaHee CaMOCTOSTENEHO OATOTOBICHHBIE COOOMICHNUS Ha OTHY M3 H30paHHBIX

IpOOIEMHBIX TEM U Jp.




