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BBenenune

Jlannoe yueOHOe mocoOue coctaBieHo B pamkax OOIl mo pucuuruimHe
«HOCTpaHHBIN A3BIK» U MPETHA3HAYEHO Il OOyYEeHUs CTYJCHTOB YTEHHUIO, TOHUMAHUIO
U OpsiIMOMY U OOpaTHOMY MEPEBOAY OPUTHHAIIBHBIX TEKCTOB PEKJIAMHOM TEMAaTHKHU Ha
aHTIIMACKOM si3bike. Llenblo mocoOus siBisieTCsl pacUIMpeHre 3HAHUM MO CIEeHHaTbHOCTH
pekiIamMHbIi Ou3Hec. TeKCTOBBIM MaTepHall MOCOOUsl 3HAKOMHUT CTYACHTOB C Pa3jIM4yHbIMU
BUJIaMU peKJIaMbl Ha paauo, TB u uudposoit pexnamoii B UnTepHeTe.

VYyeOHoe mocoOue mpeaHazHAYeHO sl CTYJEHTOB 2 Kypca, IO HAampaBIEHUIO
noaroroBku 080200.62 MeHemkMeHT pekiaamMHoro jaena. Ilocobue coctout u3
TPUHAAIATA PA3JAETIOB, KaXJbIi M3 KOTOPBIX BKIIOYAECT AyTEHTUYHbIE TEKCThI Ha
aHTJIMHACKOM $I3bIKE, IMOCJIETEKCTOBBIE 3aJlaHMsl U CIHUCOK CIIOB K pazneny. B mocoOuu
MMEETCS TPaMMaTHYECKUN CIPABOYHMK IS CAMOKOHTPOJISL CTYAEHTOB IPU BBINTOJIHEHUHU
3alaHUM 0 TPAMMATUKE W TECT O YTEHUIO I CAaMOCTOSTENBHOM BHEAyJIUTOPHOMN
paboThl CTYJAEHTOB C MOCIEAYIOIIUM KOHTPOJIEM B AyAUTOPHUHU.

[IpakTuyeckass LEHHOCTb MOCOOMS 3aKIIOYAEeTCsl B HAJIMYUU AYTEHTUYHOTO
Marepuasia, CUCTEMbl Pa3HOOOPa3HbIX YIPAKHEHWH Ha pa3BUTHUE AHAIMTUYECKUX, W
KOMMYHHUKAaTHUBHBIX YMEHHUH, a TakK’K€ HaBBIKOB MPSIMOTO U 0OpAaTHOTO MEpPEeBOjia TEKCTOB
MO0 CHEIUAIbHOCTH C MCIHOJb30BaHUEM MPO(PECCHOHANBHON TEPMUHOJIIOTMH KakK B
ayIUTOPHUU IO KOHTPOJIEM MPENOIaBaTeNsl, TAK U CAMOCTOSTENBHO.

Martepuasibl TocoOusi HampaBlieHbl HE TOJIBKO Ha PAaCIIMPEHUE JTUHTBUCTHYECKUX
3HaHMM, HO U NPOPECCHOHATBHBIX CPEJACTBAMU aHIJIMIICKOTO s3bIKa B IIpolecce
BBINIOJTHEHUSI KOMMYHUKATUBHO-OPUEHTUPOBAHHBIX 33 IaHUM.

bonbioe KoIMYECTBO pa3HOOOpa3HbIX YHPaKHEHUH HAa CIOBOOOpa3OBaHHE
MO3BOJISIET IIpenojaBaTeio TudPepeHpoBaTh BBHINOIHEHUE 33JaHUH B 3aBUCUMOCTH OT

YPOBHA IOATOTOBJICHHOCTHU I'PYIIIIBI.
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1 Unit 1. TV and radio

1.1 Text A. Advertising on TV or radio

1.1.1 Read and translate the text using the dictionary. Be ready to do the

assignments that follow

If a company wishes to advertise on TV or radio, the first step is usually to contact
an advertising agency, who will produce the ad. They will come up with a communication
strategy; this includes advertising copy for an advert (the text), and perhaps a catchy jingle
(memorable music for your ad) or a memorable slogan (for example, Gillette's 'The best a
man can get').

Companies can choose from different advertising formats:

— An advertisement that is broadcast on TV or radio is called a commercial or
an ad. This traditional format is shown in the commercial break between programmes.

— An ident is a short film with the brand name and logo shown before a
programme.

— A sponsored programme or AFP (advertiser-funded programme) is financed
by the sponsor or brand.

— Interactive ads are becoming more popular on digital television; in addition to

using the remote control to change channels, viewers can press a button and respond to an

ad.

1.2 Text B. The audience

1.2.1 Read and translate the text using the dictionary. Be ready to do the

assignments that follow

The second step is to make sure your commercial is heard or seen by your target
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audience. Ninety-nine percent of homes in the UK have TV, and the number of digital
television households (TVH or TVHH) is growing rapidly.

Most TV channels are national and viewers from all over the country can watch the
programmes. Companies can buy regional advertising for some TV British TV channels;
audience share channels (like ITV in the UK) or national advertising if they want to reach
the whole country. Local radio stations attract listeners from only one area.

The audience profile gives information about the listeners or viewers, including age,
sex and possibly income. The viewing or listening figures show how large the audience is
for a certain programme or for a whole channel or station. The GRP (gross rating points)
show the percentage of the target audience reached by a television commercial. Television
ratings (TVR) show the relative popularity of different TV programmes. Ratings differ
from audience share, which refers to the percentage of total audience watching TV at any
one moment who are viewing a given channel. For example, an audience share of 65% for
a football match shows that 65% of people watching TV at that time were watching the
football match.

BBCl1 20 %
BBC2 20 %
ITV 15 %
FIVE 10 %
OTHER 40 %

British TV channels: audience share

The big channels for each country are called mainstream media. They feature
general programmes and cater for everyone, providing what people want or need to see.
Customers can pay to subscribe to cable TV and satellite TV. Terrestrial TV, which is
broadcast via radio waves, is usually free, or free-to-air. Channel 4 in the UK is an
example of a terrestrial channel. Some national TV channels, like the BBC, are funded by

a TV licence fee, which all households with a TV set must pay.
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