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IlosgcHuTEenbHAS 3aIUCKa:

B pamkax kypca «Pekmama kak KyabTypHas ¢opMma» pekiaMa NpeicTaBiseTcs Kak 4acTh Oojiee IMPOKOTO
nponecca KoMMoAu(uKanuu (TIOCT)COBPEMEHHOTO OOIIecTBa. 3HAYMTENBHOE pPasHOOOpasne peKIaMHBIX IIPAaKTHK,
pacuMpeHre MeANanpoCTPaHCTBA PEKIaMbl, OCBOCHHE Bce 00jee M30IMIPEHHBIX (POPM peKIIaMHPOBAHMUS IPOAYKTA U TO
3HaYUTENbHEHIIEE BIMSHHE, KOTOPOE OKAa3bIBAIOT pEKIAMHBIE COOOLICHHS Ha mapaMeTpsl (HOPMHPOBAHHS
UJICHTUYHOCTH, ITyOJIMYHOM MO3ULIMK MHANBU/IA, & TAKXKE HA IIMPOKUH IUIACT KYJIBTYpPHBIX U COLIMAIBHBIX ITPOIIECCOB B
LIEJIOM, POXKIAIOT HEOOXOMUMOCTh KPHTHUECKOTO aHajM3a PEKJIaMHBIX ITPOAYKTOB, 0COOOr0 BHUMAaHHE K Pa3BUTHIO
peKJIaMbl TOBapOB U PeKJIaMbl KaK TOBapa.

CrocoOHOCTh aHAJMTUYECKH NPOYUTHIBATH PEKIAMHBIC COOOIIEHHS, CO31aBaTh KPUTHUECKHE TEKCTHI O
PEKJIAMHBIX MTPOYKTaX M CTPATETUsX, a TAKXKE CAMOCTOSTEIFHO TEHEPUPOBATh PEKJIaMHBIE HEH MO>KHO CUMTATh OHON
13 KIIFOUEBBIX KOMIETCHIMH AMsI CrenuanncTa, padotaromero B cdepe menma. COOTBETCTBEHHO, B paMKax Kypca
UCTIONB3YIOTCA PA3IMYHbIE TEOPETHYECKHE IOAXOABI K aHauu3y (EHOMEHa pPEKIaMbl, NPEIJIararoTcsi MPHKIaIHbIC
MHCTPYMEHTHI aHaJIM3a KOHKPETHOTO PEKJIAMHOTO MPOAYKTA, a TAKXKE PACCMaTPUBAIOTCS PA3lIUYHbIC TEXHUKH CO3IaHU
PEKJIAMHBIX ITPOIYKTOB C TOUKH 3pEHHUS UX 3PPEKTHBHOCTH.

VYyacTHUKaM Kypca Tpelyiaraercs KOHIENTyallbHas 0a3a Jjisi KPpUTHYECKOTO aHajiu3a BIHMSHUS PEKIaMHBIX
TEXHOJIOTHH Ha (OPMHUPOBAHHE WICHTHYHOCTEH, MOBEIECHYECKHE OCOOCHHOCTH M MHPOBOCIIPHATHE COBPEMEHHOTO
nHIMBHIA. B Xome Kypca y4acTHMKM HE TOJIBKO IIONy4aT MPEACTaBICHHE O PEKIaMe C TOYKH 3PCHHH COLNAILHOMN
TEOPUH, CEMUOTHKH M PUTOPHKH, HO TaKKe HaydaTcsl MPUMEHATh UX Ha MPAKTUKE MPU pa3paboTke MMHKa OpeHna,
CO3IaHUHM U aHanu3€e 3P(PEKTUBHOCTH PEKIIAMHBIX ITPOLYKTOB.

Lenu kypca:

. JaTh HEOOXOMUMOE U JOCTATOYHOE IPEJCTABICHHE 00 aKTyaJbHBIX TEXHOJOTHSAX M TCHACHIUSAX PEKIAMHON
WHAYCTPUH,

. TIPEJCTABUTH PEKIaMy KaK CIOKHBIA COIMOKYIBTYpHBIN ()eHOMEH,

. o0ecrieynTh MOHUMAaHNE HCTOPUIECKON JIOTHKU PEeKJIAMHON KOMMYHUKAITHIH,

. MIPEIOCTAaBUTh KOHIIETITyallbHbIe HHCTPYMEHTHI KaK KPEaTUBHOTO MHUChMa O PEKJIaMe U PEKIAMHBIX HHIYCTPUSX,

TaK U CO3/IaHUS PEKIaMHBIX MaTepUasoB.
Odicudaemvle pe3ynbmamoi.

. CIOCOOHOCTh K MOKMCKY M KPHUTHYECKOH OIEHKE HAYYHBIX M MOMYJSIPHBIX UCTOYHUKOB MO TEOPUH M MPAKTUKE
peKIIamel;

. NOHMMaHHE U CIOCOOHOCTh K KPUTHYECKOMY aHAJIN3y KaK HAy4YHOTO M MOIYJISPHOTO IUCKypCa O peKiiame, TaKk u
COOCTBEHHO PEKJIAMHBIX COOOIICHHUI;

. MOCTPOCHUE OOIIEr0 TONS 3HAHUS O PEKIAMHON KOMMYHHKAI[MH, €€ aKTyaJbHBIX XapaKTCPHUCTUKAX,
CIIOCOOHOCTh Ha OCHOBAaHMH UMCIOIIUXCS 3HAHUHN MPOTHO3UPOBATH PA3BUTUE PEKIAMHOW UHITY CTPHH;

. CIOCOOHOCTh K OCMBICICHHON FeHEpAIMU KPEATUBHBIX HJICH sl PEKJIaMHBIX POAYKTOB U KAMIAHUH.

Jlnsi yCHemHOoro NpOXOKAEHHS Kypca OT yYacTHHKOB OXMIAETCS: 3HAKOMCTBO C 0Oa30BBIMH TOHATHAMH H
TEOPETHYECKHUM TI0JIEM KYJIBTYPHBIX UCCIICIOBAHUI U KPUTHUYECKOM TEOPUH (BXOASAT B OOLIETYMaHUTAPHYIO MOATOTOBKY
CTyAEHTOB 1-2 KypcoB), aHINIMHCKHUI 53bIK HE HIKe YpoBHS Bl (CHOCOOHOCTH YMTaTh M NMOHUMATh aKaJIeMHUYECKHUE
TEKCTBI Ha aHIIMHCKOM SI3BIKE).

I'pagux u popmam pabomer 6 Kypce

B kauyectBe 6a30BOro B Kypce HPUHATO IOHEAEIBHOE IUIAHMPOBAaHHE Y4YeOHBIX akTUBHOCTeH. Ha HekoTopble
TEMBI OTBEIICHO IO JIBE HENCNU B CBSI3M CO 3HAYUTEIHLHBIM O0BEMOM H CIIOKHOCTHIO U3y4aeMbIX KOHIICTIIUH, a TaKKe
HEOOXOIUMOCTELIO BEIIOIHEHUS aHAIMTHYECKUX 3aJaHui [10 TEMaM.

B cootBetcTBHHM €O crienn(UKOM Kypca B Ka4e€CTBE OCHOBHBIX IIPUHSTHI CleAyIoIIne (GopMaTsl paboThI:

JUIsS O3HAKOMIICHHSI C TeOpHed - pabdoTa C aKaJeMHYEeCKUMH TEKCTAMH HAa PYCCKOM M aHIIMHCKOM SI3bIKaXx,
JIEKIHSAMH TPENoIaBaTessl, BUICONEKIHSIMHU NMPOGECCOPOB BEIYIINX MUPOBBIX YHUBEPCUTETOB;

COCTaBJICHUE aHHOTUPOBAaHHOI OuOIHOrpaduu 1o TemMaM Kypca, nojdop JUTeparyphl;

YyYacTHE B IUCKYCCUAX HA 0003HAYCHHBIC TEMEI;

aHaJIN3 PEKJIAMHBIX COOOIICHU,

KOHCYJIbTAIlMHU C MPENoaBaTelieM U KojuleraMu (B paMKax OHJIAWH JIEKIUi, BHYTPUKYPCOBbIE ()OPYMBI U YaThl,
AIIEKTPOHHBIE co00meH st B cucreMe Moodle).

SI3bIkM IpenonaBaHus B Kypce: pyCCKUM ¢ YTEHUEM aHIVIOS3bIYHBIX TEKCTOB.

MuHuMaIbHO OXHIAaCMOE OT CTYICHTa BpeMs, 3aTpaudBacMoe Ha paboTy B Kypce (UYTEHHE TEKCTOB,
BEITIOJTHEHNE 33aJJaHAi) — 7 9aCOB B HEJEITIO.
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\bnox 1. Kommepueckas pexnama
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10

[MonsiTHe connabHOM peKIaMbl: THITbI, 0COOCHHOCTH
JHCKypca COLMAIbHON peKJIaMbl M O COLUAIBHON peKIaMe.
Crparernu co3nanus 3hHeKTHBHON cOnUaTbHOMI
pEKJIaMBl.

OuyHoe OHJIAlH 3aHATHE 5 2

TBopueckoe 3amanneNeS: CorpanbHas peKjiama: aHalu3

b (HEeKTHBHOCTH.

TBopueckoe 3amanneNe6-7: bior (BeeTcs B TCUYCHUE BCETO 14

Kypca)

[ Ipomedicymounulii IK3aMeH 4

Oxzamen 10
Hroro:| 14 142




.HI/ITC[ZaTyna, Be6-[2€C¥[!CLI

Tloozomasrusarowasn tumepamypa:

Lister, M., Wells, L. (2001) Seeing beyond belief: Cultural studies as an approach to analyzing the visual. In:
Handbook of visual analysis. Van Leeuwen, T., Jewitt, C. (eds.) Sage Pub. Pp. 61-91.

Schudson, M. An Anthropology of Goods. In: Advertising, The Uneasy Persuasion. NY: Basic Books, 1984. Pp.
129-146. (cokpamieHHbI BapuaHT) (OCHOBHBIC MOHSTHA: MOTPEOHOCTh Kak couuaybHbIi KoHCTpyKT (K.Mapkc,
A.Cwmur).

Springer, P. Range of media options. In: Ads to Icons: How Advertising Succeeds in a Multimedia Age.
Kogan Page, 2007. P. 20. (pycckuii mepeBo).

Sturken M., Cartwright L. Representation. In: Practices of Looking: An Introduction to Visual culture. Oxford
University Press, 2004. Pp. 12-15.

Sturken M., Cartwright, L. Postmodernism. In: Practices of Looking: An Introduction to Visual culture. Oxford
University Press, 2004. Pp. 251-254.

Ioxeiimucon, @. IMoctmonmepHusM u obmecTBo motpednenus. B: Jloroc. 2000. Ne 4. Ce. 63-77.

MaxJIro3H, M. Pexnamusie o0bsBienus. B: [Tonnmanne menna: Bremnne pacmmpenus genoeka. Ce. 257-265.

Vomne, V., bepner, JIxx., Mopuaptu, C. Pexnama: npunuunel u mpaktuka. CII6.: Uzn-Bo «Ilutepy, 1999. C.
31-39.

Ienept, B. lecats Te3ucoB B 3amuTy peknaMel. B: I'psaaymas peknama. M.: «MuTepakcnepr», 1999. C. 3-6.

Ocnognas tumepamypa:

Alan R. Andreasen (2002) Marketing Social Marketing in the Social Change Marketplace. In: Journal of Public
Policy & Marketing, Vol. 21, No. 1, Social Marketing Initiatives (Spring, 2002), pp. 3-13

Atkin, Charles. (2001) Impact of Public Service Advertising: Research evidence and effective strategies (a project
conducted for Kaiser Family Foundation). http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/
getfile.cfm&PagelD=13934

Bator, Renee J., Cialdini, Robert B. (2000) The Application of persuasion theory to the development of effective
proenvironmental public service announcements. In: Journal of Social Issues, Vol. 56, No.3, 2000, pp. 527-541.

Berman, R. (1981). Advertising and social change. Beverly Hills: Sage Publications.

Brown, S. (2003). Postmodern Marketing: Everything Must Go!, in Baker, M. (ed.), Marketing Book, Oxford:
Buterworth-Heinemann, 2005, pp. 16-31.

Carpenter, C., Edison, A. Taking It Off All Over Again: The Portrayal of Woman in Advertising Over The Past Forty
Years.

Douglas, M. and Isherwood, B. (1996) The World of Goods. London: Routledge. Pp. 3-10 (“Why People Want
Goods”), 11-35 (“The Uses of Goods™).

Doyle, W. From Naturalization to Socialization: Changing Paradigms for Analyzing Visual Advertising.
Online: <http://www.allacademic.com/meta/p111559 index.htmI>

Forceville, C. (1996) Pictorial metaphor in advertising. London: Routledge. Pp. 108- 112, 116-118, 126, 136-142,
148-150, 162-163.

Goffman, E. (1976) Gender advertisements. NY: Harper & Row Pub. Pp.24-84.

Goldman, R. This is not an ad (pp.155-172), The postmodernism that failed (pp. 202-232). In: Reading ads socially.

Helm, Jolly. 1991. "Advertising's overdue revolution." Presentation to the Adweek creative conference, San
Francisco, October 1.



http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/getfile.cfm&PageID=13934
http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/getfile.cfm&PageID=13934
http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/getfile.cfm&PageID=13934
http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/getfile.cfm&PageID=13934
http://citation.allacademic.com/meta/p_mla_apa_research_citation/0/1/4/1/6/pages14163/p14163-1.php
http://citation.allacademic.com/meta/p_mla_apa_research_citation/0/1/4/1/6/pages14163/p14163-1.php
http://www.scribd.com/archive/plans?doc=60136803
http://www.scribd.com/archive/plans?doc=60136803
http://www.allacademic.com/meta/p111559_index.html
http://www.allacademic.com/meta/p111559_index.html
http://www.questia.com/read/109124778/reading-ads-socially
http://www.questia.com/read/109124778/reading-ads-socially

Karliner, Joshua (2001) A Brief History of Greenwash. CorpWatch (March 22nd, 2001) http:// www.corpwatch.org/
article.php?id=243

Kellner D. Advertising images. In: Cultural studies, identity and politics between the modern and the postmodern.
Routledge, 1996. Pp. 247-253 (o6cyxaeHne NpoayHUPOBaHUS HISHTHIHOCTEH HAa MPUMEpE PEKIAMHBIX COOOIIECHHHA
Marlboro).

Kotler, Philip, Lee, Nancy R. (2006) Marketing in the Public Sector: A Roadmap for Improved Performance.
Wharton School Publishing. Ch.9 ‘Influencing positive public behaviors: social marketing’, pp. 191-213 (12
TIPUHIUTIOB YPPEKTUBHBIX COIMOPEKIAMHBIX KaMITaHUH )

Leigh, J.H. (1994) The Use of Figures of Speech in Print Ad Headlines. In: Journal of Advertising, Vol. 23, No. 2
(Jun., 1994), pp. 17-33.

Lewinski, P.H. 2008. Retoryka reklamy. Wyd. II. Wroctaw: Wydawnictwo Universytetu Wroctawskiego. Cc. 46-48,
50-79, 89-103, 154-198, 201-235.

Lidwell, W. et al. (2003) Closure (Pp. 34-35); Law of Pragnanz. (Pp. 120-121); Proximity (Pp.160-161); Similarity
(Pp. 184-185); Uniform connectedness (Pp. 200-201). In: Universal principles of design. Rockport Pub.

Linda M. Scott (1992), Playing with pictures: postmodernism, poststructuralism, and advertising visuals, in
Advances in Consumer Research Volume 19, eds. John F. Sherry, Jr. and Brian Sternthal, Provo, UT : Association
for Consumer Research, Pages: 596-612.

Marchand, Roland. 1985. Advertising and the American Dream: Making Way for Modernity, 1920-1940. Berkeley:
University of California Press. Pp. 164-205.

Mazarella, W. Interview with Michael Wilke. Advertising & Society Review.

Nixon S. (2003) Exhibiting Masculinity // Representation: Cultural Representations and Signifying Practices.
Ed. by Stuart Hall. Sage Publications. Pp. 293-315.

O’Keefe, Daniel J. (2002) Persuasion: theory & research. 2nd ed. Thousand Oaks: Sage Pub. Chapter ‘Message
Factors’. Pp. 215-240.

On Advertising: Sut Jhally vs. James Twitchell - uatepBbio *)ypHany Stay Free.

Petracca, L. (2006). Amateur advertisers get a chance. In: USA Today. March 3, 2006. www.usatoday.com.

Presbrey, Frank. 1929. From symbols in Babylon to painted walls in Rome. In The History and Development of
Advertising. New York: Doubleday, Doran & Company, 1-13.

Roundtable on approaches to the analysis of advertisements. (2004) In: Advertising and Society Review, vol.5, issue
1.

Rutherford, P. (2000). Endless propaganda: The advertising of public goods. Toronto: University of Toronto Press.

Schiffman, L. G., & Kanuk, L. L. (2007). Consumer behavior. Upper Saddle River, N.J: Pearson Prentice Hall. Pp.
137-144.

Schiffman, L. G., & Kanuk, L. L. (2007). Consumer behavior. Upper Saddle River, N.J: Pearson Prentice Hall. Pp.
80-109.

Schroeder, J.E. (2002) Marketing identity, consuming difference. In: Visual consumption. London: Routledge. Pp.
115-140.

Schroeder, J.E. (2002) Visual Consumption. NY: Routledge. Pp. 25-32

Shimp, T. (2000) Persuasion in marketing communications. In: Advertising promotion: supplemental aspects
to integrated marketing communications. Sth edition. The Dryden Press. Pp.162-169, 176-179.

Shimp, T. (2000) The physical environment and green marketing communications. In: Advertising promotion:
supplemental aspects to integrated marketing communications. 5th edition. The Dryden Press. Pp.50-57.

Sturken M., Cartwright L. Commodity culture and commodity fetishism. In: Practices of Looking: An
Introduction to Visual culture. Oxford University Press, 2004. Pp. 198-203.



http://www.corpwatch.org/article.php?id=243
http://www.corpwatch.org/article.php?id=243
http://www.corpwatch.org/article.php?id=243
http://www.corpwatch.org/article.php?id=243
http://books.google.lt/books?id=hqafM0xZjqIC&lpg=PP1&hl=lt&pg=PR4%23v=onepage&q&f=false
http://books.google.lt/books?id=hqafM0xZjqIC&lpg=PP1&hl=lt&pg=PR4%23v=onepage&q&f=false
http://www.sutjhally.com/articles/jhallyvstwitchell/
http://www.sutjhally.com/articles/jhallyvstwitchell/
http://www.usatoday.com
http://www.usatoday.com

Sturken M., Cartwright, L. Addressing the postmodern consumer. In: Practices of Looking: An Introduction to
Visual culture. Oxford University Press, 2004. Pp. 270-277.

Sturken M., Cartwright, L. Anti-Ad Practices. In: Practices of Looking: An Introduction to Visual culture. Oxford
University Press, 2004. Pp. 231-235.

Sturken, M., Cartwright, L. Belonging and Difference. In: Practices of Looking: An Introduction to Visual culture.
Oxford University Press, 2004. Pp. 218-222.

Bonpwmitap, XK. ObmectBo morpednenus. Ero mudsr u crpykryper. B: Ilep. C ¢p. E.A.

boapwiisp, XK. O6uiecto norpednenus. Ero mudsr u crpykrypsl. Ilep. C ¢p. E.A. Camapckoit. M.: KyasrypHas
peBomonust; Pecryonuka, 2006. Cc.6-8 (maBa «M3o00mue u komiekiwmsy»), 209-211 (maa «Pexkiama v MIeoaorus
napa»), 66-72 (tnaBa «PacTounTenLcTBOY).

Jaynpux, H. (2003) ITcuxoceMaHTHYECKHE METOBI B MCCIEIOBAHUAX OpEHIa.

Mocc, M. (1996) Ouyepk o nape // ObmectBa. OomeH. JInunocts: Tpynsl no counanbsHoit anTpononoruu / Ilep. ¢
(panir., mocnecnorue u kommentapuu A. b. Topmana. M., "Bocrounas nuteparypa', cc. 85-111.

Camapckoii. M.: KynerypHas peBomronusi; Peciyonuka, 2006. Ce. 128-131 (m1aBa «MyXKcKasi ¥ )KCHCKasi MOZIETIbY ),
182-185 (tmaBa «HaBs39MBOCTH XYIOIABOCTH: JIMHIISD» ).

Oko, V. Hexotopeie mosicuenus: Pexiama. B: OrcyrerByromias crpykrypa. CII6.: ITerpononuc, 1998. Cc. 78-135.

JlononHuTeNnpHas INTEpATypa:

Benton, Lisa M. (1995) “Selling the natural or selling out? Exploring environmental merchandising,” Environmental
Ethics 17 (1995), 3-22.

Levinson, Jay C., Horowitz, Shel (2010) Don’t get stuck in the greenwashing swamp. In: Guerrilla marketing goes
green: Winning strategies to improve your profits and your planet. John Wiley & Sons. Pp. 119-122.

O’Keefe, Garett J., Reid, Kathaleen. The Uses and Effects of public service advertising. In: Grunig, James E.,
Grunig, Larissa A. Public relations research annual, Vol. 2. Pp. 67-86

Philips, B.J. (1997). In defense of advertising: A social perspective. In: Journal of business ethics, 16:2, pp. 109-118.

Schroeder, J.E. (2002) The fetish in contemporary visual culture. In: Visual consumption, London & NY: Routledge.
Pp. 141-159.

Tungate, M. The lexicon of advertising. In: Ad Land: A Global History of Advertising. Kogan Page, 2007. P. 6-8.
Kparkoe onpeneneHne 0CHOBHBIX JAOJKHOCTHBIX MMO3UIIMK B PEKIIAaMHOM areHTCTBe (copywriter, art director, creative
director, account manager, planner, media buyer) u ucrnonszyemoil nmpodeccuoHanbHOi TepmuHONOrUK (pitch,
billing, brief, account, etc.).

Williamson, J. (2002). Decoding Advertisements. Ideology and meaning in advertising. London: Marion Boyars. Pp.
60-66 (“Advertising and the mirror phase”).

CykoBarasi, B. (2004) I'enmepHas monuTHKa peKJiaMbl Ha IIOCTCOBETCKOM TeneBHAeHUH \\ ColHMoIornieckue
HUccnenosanus («Cormey), No2, ¢.65-70.

Screening:

bl

Advertising & the Perfect Storm: Global Warming, Peak Oil & Consumer Debt presented by Sut Jhally
Podcast: Jhally. S. Advertising and the End of the World.

Jean Kilbourne, Killing Us Softly: Advertising's Image of Women. USA, 2000 (34 min.)

Harold Boihem, The Ad and the Ego, USA 1996 (57 min.)

CBC radio: The Age of Persuasion. Season 5: It's Not Easy Being Green: Green Marketing (January 8th/13th,
2011)

Public service advertising in Great Britain: Lessons for U.S. public interests. The forum held on February 27, 2007,
in Washington, D.C.

Beb6-pecypcsr:

My3eii pexnambl 1 MapkeTrHTa B Tokno: http://www.admt.jp/en/index.html
Odunmansrerii caiit Ad Council: www.adcouncil.org



http://www.marketing.spb.ru/lib-comm/brand/psychosem.htm
http://www.marketing.spb.ru/lib-comm/brand/psychosem.htm
http://www.urban-club.ru/?p=110
http://www.urban-club.ru/?p=110
http://books.google.com/books?id=jbHoKg-yi5IC&lpg=PP1&dq=Public%20relations%20research%20annual&pg=PA67%23v=onepage&q&f=false
http://books.google.com/books?id=jbHoKg-yi5IC&lpg=PP1&dq=Public%20relations%20research%20annual&pg=PA67%23v=onepage&q&f=false
http://books.google.com/books?id=jbHoKg-yi5IC&lpg=PP1&dq=Public%20relations%20research%20annual&pg=PA67%23v=onepage&q&f=false
http://books.google.com/books?id=jbHoKg-yi5IC&lpg=PP1&dq=Public%20relations%20research%20annual&pg=PA67%23v=onepage&q&f=false
http://www.youtube.com/watch?v=WNy9s5qR4i0&feature=related
http://www.youtube.com/watch?v=WNy9s5qR4i0&feature=related
http://mediasrv.oit.umass.edu/ramgen/sutj/Apocolypse.mp3
http://mediasrv.oit.umass.edu/ramgen/sutj/Apocolypse.mp3
http://www.cbc.ca/ageofpersuasion/episode/season-5/2011/01/08/its-not-easy-being-green-green-marketing/
http://www.cbc.ca/ageofpersuasion/episode/season-5/2011/01/08/its-not-easy-being-green-green-marketing/
http://www.kff.org/entmedia/entmedia022707pkg.cfm
http://www.kff.org/entmedia/entmedia022707pkg.cfm
http://www.admt.jp/en/index.html
http://www.admt.jp/en/index.html
http://www.adcouncil.org
http://www.adcouncil.org

Onucanue Kypca

Buptyanbnas opuentanus (1-7 oxkrsiops 2012)

I]ens: B3auMHOE 3HAKOMCTBO BCEX YYACTHHKOB Kypca; O3HAKOMIIEHHE C IIPOTPaMMON, TEMaTHYECKHUM IUIaHOM,
6ubnuorpadueli mo Kypcy, a Takxke ¢ npaBmwiamu komMmyHukanuu B cucreme EHUMoodle; o3HakomiieHne ¢ cucreMoi
OLICHKH U TPeOOBaHUSIMH K IIPOXOXKICHHUIO Kypca; 03HAaKOMJICHHE ¢ TpauKoM paboTHI B Kypce.

Mamepuanbvi:
YuebHas mporpamMma Kypca
Hoxyment «IIpaBuia kommyHukanuu B cucteme EHUMoodle»

Raoanue:

1) cocraBbre 1 pazmectute B hopyme Welcome Lounge caMonpe3eHTalHI0, OPUSHTUPYAICH HA CXEMY, MPECTaBICHHYIO
B IIPOCTpPaAHCTBE popyma.

2) nr000ii crienuamuct, padorarormii B chepe Meana, JOHKEeH ObITh IOMUMO BCETO MPOYETO XOPOIIUM TICHXOJIOTOM JIJIst
TOrO, YTOOBI «IPOCUYMTHIBATE» COOECEAHUKA / 3aKa3uuka / MOTEHIMAIBHOTO MOTPEOUTENT HAa OCHOBAaHHHU
MPENOCTABICHHON UMH BHU3YalIbHOW M BepOaIbHON HH(popMarun. s pa3BUTHS 3TOTO HaBBIKAa MPOKOMMEHTHPYHTE
KaKk MHUHHMYM OJIHY TPE3CHTAIINIO KOJIJIET (CIeNaiTe MpeAnoIoKeHNSI OTHOCHTENIFHO MX XapakTepa, TeMIIepaMeHTa,
BO3MOYKHBIX BKYCOBBIX TIPEAIMTOYTECHII) HA OCHOBAHWMH MPEACTABICHHON UMU HH(OPMAIIHH.

3) B Tako¥ MH(OPMAIIMOHHO HACHIIIEHHOW NpodeccHoHaIbHON cpesie KaKk MeIUHHbIE TEXHOJIOTHH Ype3BbIYaliHO BaKEH
cBoeBpeMeHHbIN feedback. Hackompko mnpaBbl OKka3asmch Te, KTO IPOKOMMEHTHpoBan Barry coOcTBeHHYIO
npe3enTauuio? [IpokoMMEeHTUPYHTE KOMMEHTapUU KoJuler K Barie nmpe3eHTanuu.

BBenenne B npodiaemMaTuky Kypca
Hepens 1. Peknama: onpenesenne, Buabl, Gynknuu (8-14 oxrsaops 2012)

Lenv: chopMrpoBaTh MOHITHE O MO3UIMOHMPOBAHUN (DEHOMEHA PEKJIaMBbl B CUCTEME COBPEMEHHBIX MEANa, TPAKTOBKE
peKIIaMbl KaK KyJIbTypHOTO NMPOLYKTa U WHCTPYMEHTA YIPABICHUS, ONPENEINTh HAOOp MHCTPYMEHTOB ISl CO3JAHUS U
aHaJIN3a PEeKIAMHBIX IPOAYKTOB.

Coodeporcanue:

@DYHKIMA W POJM pekaambl (KyJIBTypHAs, HIEOJOTHYECKass, KOMMYHHKAI[MOHHAs, MApKETHHTOBAsI, SKOHOMUYECKAS,
TICUXOJIOTHYECKast). BUIbI pekiambl (KOMMepUecKasi, TIOJMTHYECKasl, COIHalbHas, HHCTUTYIIHOHATIbHAS, COMUATBHO
OPHUEHTHPOBAHHBIA MapKeTHHT). TpaaUIIMOHHBIC W COBPEMECHHBIC THUIIBI PEKITAMHBIX HOCHTEIIEH.

Tloozomasrusarowas iumepamypa:

1. VYoamnc, V., bepner, x., Mopuaptu, C. Peknama: npuniunsel u npakrtuka. CI16.: M3n-Bo «ITurepy, 1999. C.
31-39.

2.  MakJIrooH, M. Peknamusie o6bsaBienns. B: [Tonumanne Meana: Baemnue pacmmpenns denoeka. Ce. 257-265.

[eneprt, B. lecsaTs Te3ucos B 3amuty pekiaamsl. B: ['panymas pexnama. M.: «MaTepakcnept», 1999. C. 3-6.

4. Springer, P. Range of media options. In: Ads to Icons: How Advertising Succeeds in a Multimedia Age.
Kogan Page, 2007. P. 20. (pycckuii iepeBon).

w

Ocnognas tumepamypa:

Jlekums: @yHKINUY U BUJIBI PEKIAMBI.
Schroeder, J.E. (2002) Visual Consumption. NY: Routledge. Pp. 25-32

3. Helm, Jolly. 1991. "Advertising's overdue revolution." Presentation to the Adweek creative conference, San
Francisco, October 1.

N —

ﬂonwmumeﬂbya}l Jaumepamypa.

1. Philips, B.J. (1997). In defense of advertising: A social perspective. In: Journal of business ethics, 16:2, pp.
109-118.

2. Tungate, M. The lexicon of advertising. In: Ad Land: A Global History of Advertising. Kogan Page, 2007. P. 6-8.
Kparkoe ompeneneHrne OCHOBHBIX MODKHOCTHBIX TO3WIIMI B PEKIIAMHOM areHTCTBe (copywriter, art director,
creative director, account manager, planner, media buyer) n mcmoms3yeMoll IpodeccrnOHaIHLHON TEPMUHOIOTHN
(pitch, billing, brief, account, etc.).

Tecm o5t camonposepku Nel



Tsopueckoe 3aganne Nel. JIuckyccus: PexinamMa B KyJIBTYPHOM JIOTUKE TOTPEOICHUS.

Ocnognas tumepamypa:

1. Mocc, M. (1996) Ouepk o mape / ObmectBa. O6men. JInmanocts: Tpyas! mo counanbeHOM anTpononorun / Ilep. ¢
¢paHir., mociaecinoBue u kommentapuu A. b. Topmana. M., "Bocrounas iuteparypa', cc. 85-111.

2. Douglas, M. and Isherwood, B. (1996) The World of Goods. London: Routledge. Pp. 3-10 (“Why People Want
Goods”), 36-47 (“The Uses of Goods”).

Screening:
Advertising & the Perfect Storm: Global Warming, Peak Oil & Consumer Debt presented by Sut Jhally

BOI’IPOCbl no mekcmam.

—_—

KakoBbl apxauueckue Ttunbl oOmena? Yto siBusiercss o0bekToM oOMeHa? B ueM oTinMuMe apXaumdyecKux Hu
COBPEMEHHBIX THUIIOB 0OMeHa?

KaxoBsl e u 6a3oBbie Mexanu3Mbl aapa? (do at des)

Kakum 00pazom 0a3oBbie MEXaHH3MbI OOMEHA UHTETPUPYIOTCSl B COBPEMEHHBIE PEKJIaMHbIe KOMMYHHUKaUU?

Yto Takoe nomiay (ToTanbHas MOCTaBKa arOHUCTUYECKOTO THIa)? KakoBbI ero cyliecTBEHHbIE JIEMEHTHI?

B kakux gopmax cerofHs CyniecTByeT motiaad (M CymecTByeT Jin)?

Yro Takoe cobcTBeHHOCTh-TasTucMaH? Kakie (hopMbl OHA MOXKET IPUHUMATh CErO/IHS?

KakoBbl aHTpoOmonoruvyeckue / HKOHOMHUYECKHUE / COIMOJOTMYEeCKHe OOBSCHEHUS CTPEMIICHHS 4YeloBeKa K
HAKOIUICHHUIO IIEHHOCTEH?

Nonkswh

Bonpocwi 0ns 0b6cyscoenusn 6 pamxax ouckyccuu (Ha OCHOBAHUU NPOYUMAHHBIX MEKCMO08).

1. Kakxum obpazom apxauueckue (popmbl 0OMEHA OMPANCATOMCSL 8 COBPEMEHHBIX PEKIAMHBIX KOMMYHUKAYUSX?
2. Kakyio ponv ucpaem pexiama 6 UHUYUUPOBAHUU dceranus nompebismv? Kakue uncmpymenmvl ona Oasi 9mo2o
ucnonvzyem?

Heneus 2. UcTopuyeckasi JIOTHKA peKJIaMHbIX KOMMYHuKanui (15 - 21 okrsops 2012)

Ilenv: copMupoBaTh MOHNMAaHHE HCTOPHYECKON JIOTHKH Pa3BUTHA PEKIAMHBIX KOMMYHHUKAIMH, IPOCICIUTH e
MIO3TAITHOE CTAaHOBJICHUE.

Coodeporcanue:

PasButHe pekiambl - OT APEBHHUX LUUBWIM3ALMI 10 cepenuHbl XX B. McTopruueckne KOPHH COBPEMEHHBIX PEKJIAMHBIX
¢opMm (BBIBECKH, JIOTOTHIIBI, TIpsSMas pekiamMa U Mp.). 3apokIeHHE COBPEMEHHON MOIENN PEKIaMBl B PEKIAMHBIX
coobmenusx 1920-1930xx (CIIA, Kanana).

OcnosHnas tumepamypa:

Jlekiums: Vicropuyeckas JIOTHKa PEKIAMHBIX KOMMYHHUKALUHA
Presbrey, Frank. 1929. From symbols in Babylon to painted walls in Rome. In The History and Development of

Adpvertising. New York: Doubleday, Doran & Company, 1-13.
3. Marchand, Roland. 1985. Advertising and the American Dream: Making Way for Modernity, 1920-1940. Berkeley:
University of California Press. Pp. 164-205.

[N

BOﬂpOCbl K mexkcmam.

—_—

Kak pazBuBanace mporo-pekinama B JlpeBHeM mMupe?

2. Uro Takoe colmanbHble XHBbIe KapTHHBI (social tableux)? [ToueMy aBTOp UMEHHO Tak Ha3bIBAaeT PsiJi PEKIAMHBIX
n3obpaxenuit 1920-30x rr.?

3. KaxoBa nenp pekiamsl TUIA "KUBBIE KAPTUHBI"?

4. V3meHnnach JIu CO BpEMEHEM HIEOJIOTHs MeYaTHOH peKinambl (CpaBHUTE H300paKeHHs U3 TEKCTa U COBPEMEHHYIO

MEYaTHYIO peKiIamy)?

3aoanue onsi camonposepku Ne2 (6onycuvlii ghopym)

[onGepure pexinamHuble H300paKeHHUs U3 COBPEMEHHOM Ipecchl, KOTOphIe ObI: (a) KapJMHAIFHO OTIMYAINCH B CIIOCO0e
n300paxeHus Jroaeil; (6) MOBTOPSUIM CTpPATErHIO "KUBBIX KapTHHOK'"; MPOCIEIUTE 3aKOHOMEPHOCTH: TOBaphbl KAKUX
TPYINn pEeKIaMHUPYIOTCS WHHOBAIMOHHO, a Kakux - "mo crapuHke"? IlompoOyiiTe OOBSICHUTH BBISBICHHBIE

3aKOHOMEPHOCTH.

Baok 1. Kommepueckas pexiama


http://www.urban-club.ru/?p=110
http://www.urban-club.ru/?p=110
http://www.scribd.com/archive/plans?doc=60136803
http://www.scribd.com/archive/plans?doc=60136803
http://www.youtube.com/watch?v=WNy9s5qR4i0&feature=related
http://www.youtube.com/watch?v=WNy9s5qR4i0&feature=related
http://books.google.lt/books?id=hqafM0xZjqIC&lpg=PP1&hl=lt&pg=PR4%23v=onepage&q&f=false
http://books.google.lt/books?id=hqafM0xZjqIC&lpg=PP1&hl=lt&pg=PR4%23v=onepage&q&f=false

Tema 3 (Henenu 3-4). Peknama kak KyJbTYpPHBIH (peHOMEH: TeopeTHYeCKHe NapagurMsl (22 okTsa0ps - 4 HOsIOpA
2012)

Leny: aHanmm3 ¢eHOMEHA PEKJIAMbl C TOYKH 3PEHHS PA3IMYHBIX HAyYHBIX MapagnrM (MapKCHCTCKas TEOpHs, TEOpHs
KOHCBHIOMEPHU3Ma, BU3yallbHbIE U KYJIBTYpPHbIE HCCIIECIOBAHMS).

Cooeporcanue: OcoOCHHOCTH peKJIaMbl C TOYKH 3pEHHs TEOPETHKOB Mapkcu3ma. TosapHoe S (commodity self),
TOBapHbIi (ernmmsM, norpedurensHast (use value) u MeHoBas ctouMocTh (exchange value). Pekiiama u coBpeMeHHBIE
NpPaKTUKK moTpelnenus. KynpTypHble HCCIemoBaHMS Kak IapajurMa aHajim3a pekiambl. Pekiama, HAeonorus u
perpe3eHTanus

Dopma pabomawi:
O3HAKOMJICHHUE C JICKIIHMEH U 0a30BBIMU TEKCTAMM
OYHAsI OHJIAMH KOHCYJbTAIUs (9aT) - 4 yaca, BpeMsi OTOBapPHBACTCS 32 HEMICIIO JI0 KAXKIOW U3 KOHCYIBTAIHIA.

Tloozomasnusarowas ntumepamypa:

1. Schudson, M. An Anthropology of Goods. In: Advertising, The Uneasy Persuasion. NY: Basic Books, 1984. Pp.
129-146. (cokpaiieHHbI BapuaHT) (OCHOBHBIC MOHSATHA: MOTPEOHOCTh Kak coluaibHbli KOHCTPYKT (K.Mapkc,
A.Cwmur).

2. Lister, M., Wells, L. (2001) Seeing beyond belief: Cultural studies as an approach to analyzing the visual. In:
Handbook of visual analysis. Van Leeuwen, T., Jewitt, C. (eds.) Sage Pub. Pp. 61-91.

3. Sturken M., Cartwright L. Representation. In: Practices of Looking: An Introduction to Visual culture. Oxford
University Press, 2004. Pp. 12-15.

OcHognas numepamypa:

1. Bompwuitsp, XK. O6mectso morpedienus. Ero mudst u crpykrypsl. [lep. C ¢p. E.A. Camapckoii. M.: KynasrypHas
pesomonust; Pecry6mika, 2006. Ce.6-8 (rmaBa «300mmme u koyutekuusn»), 209-211 (masa «Pexinama 1 u1eoa0rus
napa»), 66-72 (rnaBa «PacTounuTeNnbECTBOY).

2. Sturken M., Cartwright L. Commodity culture and commodity fetishism. In: Practices of Looking: An
Introduction to Visual culture. Oxford University Press, 2004. Pp. 198-203.

3. Doyle, W. From Naturalization to Socialization: Changing Paradigms for Analyzing Visual Advertising.
Online: <http://www.allacademic.com/meta/p111559 index.html>

Jlononnumenvnasn iumepamypa.

1.  On Advertising: Sut Jhally vs. James Twitchell - uaTepBEIO *XypHany Stay Free.
2. Marepuansl xxypHaina Advertising & Society Review

Podcast:
Jhally, S. Advertising and the End of the World.

Bonpocel k mexkcmam:

1. Kakue TeopeTrdeckue napajnrMpl MPEACTABISAIOTCS BAM HanOoIee yIaYHbIMU JUTS aHAIN3a PEKIaMbl?

2. Ha ocHoBaHMM pa3iMYHBIX MapagurM MPEIIOKUTE CBOH CIMOCOO aHaM3a pekiamMbl (og0epuTe aBTOpa / TEKCT, C
HOMOIIBI0 KOTOPOTO MOXKHO aHAJIM3UPOBATh (DEHOMEH PEKJIaMBbI B 11€JIOM / OT/IeIbHBIE PEKIaAMHbIE COOOILIEHNS).

TBopueckoe 3amanne No2: Ananuzupys pekiaamy: Onumnuana 2012

Hcnonp3ys B Ka4ecTBE KPUTHUYSCKOW PAMKH OJIHY M3 M3yUCHHBIX B TeME / M3y4aeMbIX paHee TEOpHUil MpoaHaIu3upyiTe
OIMH W3 TPEUIOKCHHBIX pPONnKoB (mpuypoueHHBIX K JletHerr Ommmmuane 2012 B Jlonmone). IlomeitaiiTech
OIIPE/ICIINTh, KAKOB OCHOBHOHM IOCBUI PEKIAMHOIO COOOIIEHHUS, KAaKUEe HICOJOIMYeCKHE COOOLICHUS OHO COICPIKHT,
KaKOW MMHJDK TOTCHIMATBHOTO TOTPEOUTENsT W OOMISCTBA B IICJIOM BBICTPAWBACT, Kakas CTpaTerHs BBIOpaHa s
MPOaXH UMUK OpCHNIa WM TOBapa, MOXKHO JIH TOBOPHTH 00 OOIIMX 3aKOHOMEPHOCTSX PEKIAMHBIX CTpATerHil B
KOHTEKCTE JaHHOTO POJHKa?

3ananue (400-500 coB) MpUCOEANHSAETCS B COOTBETCTBYIOIIEE IIPOCTPAHCTBO B MY/IJI.
Cnucok ponukos 0 ananu3sa:

1) Procter & Gamble "Best Job"

2) Nike - Find Your Greatness

3) Coca-Cola - Move to the Beat

4) Omega - Star Me Up

5) McDonals's - Rivals

6) British Airways - London Calling
7) Adidas - What will you take?


http://www.allacademic.com/meta/p111559_index.html
http://www.allacademic.com/meta/p111559_index.html
http://www.sutjhally.com/articles/jhallyvstwitchell/
http://www.sutjhally.com/articles/jhallyvstwitchell/
http://mediasrv.oit.umass.edu/ramgen/sutj/Apocolypse.mp3
http://mediasrv.oit.umass.edu/ramgen/sutj/Apocolypse.mp3
http://thisisnotadvertising.wordpress.com/2012/07/26/15-best-olympics-advertising-for-london-2012/
http://thisisnotadvertising.wordpress.com/2012/07/26/15-best-olympics-advertising-for-london-2012/

8) Icy Dew - Sixty Percent

9) Powerade - Power Through

10) Samsung - Are you ready?

11) Visa - The Difference

12) National Lottery Funded Athletes - Jenny Meadow Mother's Story
13) EDF - Powering the games

14) GlaxoSmithKline - Marlon Devonish

15) BP - Fueling the Future

Obs3amenvras aumepamypa:

1. Roundtable on approaches to the analysis of advertisements. (2004) In: Advertising and Society Review, vol.5,
issue 1.
2. Beluieyka3aHHble HCTOYHUKH 110 TEME.

Tema 4 (Henesnu 5-6). MapkeTHHT 310XH MocTMOAepH. CTHIMCTHYECKHE 0COOEHHOCTH ""MOCTMOIEPHUCTCKOI "'
pexiaambl (5-18 Hosiops 2012)

Llenv: ompenenuTh OCHOBHBIC JTambl pa3BUTHA pekiaMbl B XX BeKe, OCOOCHHOCTH PEKJIAMHBIX COOOLICHHI,
XapaKkTepHble JUI1 KaXIOro W3 STAloB; JACTAJIBHO IPOAHAJIM3UPOBATh OTJIMYHTEIBHBIC YEpPTHI PEKIaMBbl SIIOXH
MOCTMOJZICPHA.

Cooeporcanue: OcHOBHbIE OJTanbl B pa3BUTHM pekiiambl XX Beka («cooOlleHHe HOBOCTEH», 3pa Gopanzma,
noctopaucTckas spa). MapkeTHHI B 3M0Xy IOCTMOJEpHA: KIIOUeBble OCOOCHHOCTH (THIEPPEaIbHOCTb,
(parMeHTUPOBAHHOCTh, PEBEPCHUBHBIN XapakKTep NOTPeOJICHUs W NPOU3BOJACTBA, JACUECHTpalus cyObekra,
comocTtaBieHue HecomoctaBuMoro). denomensl adbusting um culture-jamming. DeHOMEH «IIOOUTEIBCKOM
pexiaMbl» (amateur advertising). CTrimcTHYECKHE 0COOOEHHOCTH TI0CTMOICPHUACTCKOM PEKITaMBbI

Dopma pabomawi:

03HAKOMJICHHE C JIEKIEeH 1 0a30BBIMU TEKCTaMHU

OYHAs OHJIAWH KOHCYJIBTAIMs (4aT) - 2 yaca, BpeMsi OTOBApUBAETCS 33 HEIENIO 0 KaX (0! 13 KOHCYJIBTALUH.
Toozomasnusarowas numepamypa:

1. Jxeiimucon, ®. IToctmomepuusm u odmiectBo morpebmenus. B: Jloroc. 2000. Ne 4. Cc. 63-77.

2. Sturken M., Cartwright, L. Postmodernism. In: Practices of Looking: An Introduction to Visual culture. Oxford

University Press, 2004. Pp. 251-254.

Obs3amenvras iumepamypa:

—_

Jlexkuus: MapKeTUHT B 310Xy OCTMOJIEPH
2. Sturken M., Cartwright, L. Addressing the postmodern consumer. In: Practices of Looking: An Introduction to

Visual culture. Oxford University Press, 2004. Pp. 270-277.

3. Goldman, R. This is not an ad (pp.155-172), The postmodernism that failed (pp. 202-232). In: Reading ads
socially.

4. Sturken M., Cartwright, L. Anti-Ad Practices. In: Practices of Looking: An Introduction to Visual culture. Oxford
University Press, 2004. Pp. 231-235.

5. Brown, S. (2003). Postmodern Marketing: Everything Must Go!, in Baker, M. (ed.), Marketing Book, Oxford:
Buterworth-Heinemann, 2005, pp. 16-31.

6. Linda M. Scott (1992), Playing with pictures: postmodernism, poststructuralism, and advertising visuals, in
Advances in Consumer Research Volume 19, eds. John F. Sherry, Jr. and Brian Sternthal, Provo, UT : Association
for Consumer Research, Pages: 596-612.

ﬂonwmume/zbﬂa}z Jaumepamypa.

1. Petracca, L. (2006). Amateur advertisers get a chance. In: USA Today. March 3, 2006. www.usatoday.com.
2. Adbusting-pecypcsr:  http://parody.organique.com/ https://www.adbusters.org/gallery/spoofads, http://
ntpaul.sprog.auc.dk/subvertizing.htm

Teopueckoe 3adanue No3.

[IpencraBpre, 9TO BaM MOPYYHIH MPOPEKIAMHPOBATH TOBAp C HCIIOIB30BAHHEM ITOCTMOIEPHUCTCKOM CTHIIMCTHKH.
OnuIIUTe KPEaTHBHYIO KOHIIEIIIHIO PEKIAMHOIO COOOIIEeHHUS (PEKIaMHBIN HOCUTENb - Ha Balll BBIOOD), OTMETHTE, KaKue
CTWIMCTHYCCKUE TPU3HAKKA MOCTMOJICPHUCTCKONW SIMOXH W NPHUHIMIBI (IIOCT)COBPEMEHHOTO MAapKETHUHTA BEHI
WCIIONIb30BalId. YKaXKHTE, HACKOJIBKO YMECTHA JUIs PEKIaMUPOBAaHUS JAHHOTO MPOIyKTa/OpeHna BeIOpaHHAs
crrmuctuka. [TucemenHsnii BapuanT 3aganus (300-400 coB) HoMmKEH BKIFOYATE B CEOsL:


http://www.questia.com/read/109124778/reading-ads-socially
http://www.questia.com/read/109124778/reading-ads-socially
http://www.questia.com/read/109124778/reading-ads-socially
http://www.questia.com/read/109124778/reading-ads-socially
http://www.usatoday.com
http://www.usatoday.com
http://parody.organique.com
http://parody.organique.com
https://www.adbusters.org/gallery/spoofads
https://www.adbusters.org/gallery/spoofads
http://ntpaul.sprog.auc.dk/subvertizing.htm
http://ntpaul.sprog.auc.dk/subvertizing.htm
http://ntpaul.sprog.auc.dk/subvertizing.htm
http://ntpaul.sprog.auc.dk/subvertizing.htm

1) xpaTkoe TpefcTaBieHue ToBapa / OpeHa;

2) onycaHne KpeaTHBHOM KOHIETIIINH

3) TE3UCHO - UCIOJIb30BAHHBIC CTHIMCTHYCCKHE MPUEMBI IOCTMOACPHA, OOBSCHEHNE HX CYIIHOCTH M IPHYMH, I0OYEMY
OBUTH 0OTOOpaHBI IMEHHO STH MIPHUEMBI (B CBETE XapaKTEPUCTHK IEIIEBOH ayqIUTOPHH, ToBapa / OpeHIa u T1)

Tema S (nenens 7). [lorpedienue u couuajbHas crparudukanus. Pekiama kak cnnocod KOHCTPYHPOBAHUS
uaeHTU4YHOCTH (19-25 HosiOps 2012)

Ueﬂbl OIPEACIIUTD IIPpCyIaracMbI€ pCKIaMHbIMU KOMMYHHUKAIUAMA MOAYChI TOCTPOCHUA UACHTUYHOCTH MHAWBU/A.

Cooeporcanue: ToHATHE "MUYHOCTH" M "WACHTHYHOCTH"; (heHOMEH "MHOXKeCTBEeHHOTO 1" B (IIOCT)COBPEMEHHOCTH;
tunbl "S" norpeburens (akryansHbid S, S-wneanbHbid, S-conManbHBIA, WACATbHBIN COLMAIBHBIN S1; BEPOATHBII
(expected self) u oxxumaemsrii (ought-to self) 5. [Monsrue "BupryansrHoro 5". Pexinama kak croco0 KOHCTPYHPOBaHUS
HUICHTUYHOCTH: BU3yaJbHEIA aHAIN3.

Obs3amenvras iumepamypa:

1. Schiffman, L. G., & Kanuk, L. L. (2007). Consumer behavior. Upper Saddle River, N.J: Pearson Prentice Hall. Pp.
137-144.

2. Schroeder, J.E. (2002) Marketing identity, consuming difference. In: Visual consumption. London: Routledge. Pp.
115-140.

3. Kellner D. Advertising images. In: Cultural studies, identity and politics between the modern and the postmodern.
Routledge, 1996. Pp. 247-253 (obcyxaeHue TNPOAYLIHPOBAHMSA HWIACHTUYHOCTEH HAa MNpHUMeEpe pPEeKIaMHBIX
coobrienuit Marlboro).

Bomnpocs! k TekcTam:

1) kakoii Tun S yamie Bcero penpe3eHTHpyeT pekiama? Kakue OCHOBHBbIC POJIH TPEUIAralTCs B paMKax 3TOro Tuma?
(monGepute mpUMepHbI)

2) KaKyro MOJIeNIb aHaJIN3a pEeKIaMHOTO n300paxenus npemiaraet Hlpenep?

3adanue ons camonposepxu Ne3 (bonycuwiii popym).

Ha mpumepe cocrasnennoit Illpemepom Tabmumer (c. 119) cocraBbTe COOCTBEHHBIH IUTaH aHAIH3a PEKIAMHOTO
n300pakeHns, BEIOPAHHOTO BaMH (KENATENbHO - IeYaTHas peKiiaMa B TIITHIIEBOM JKypHale, KOTOPYI HEOOXOIMMO
OTCKaHMPOBATH) U MPE3CHTUPYITE CBOU IIaH B (hopyme.

Tema 6 (nenenu 8-9). 'enaepHble aceKThI peKJIAMHBIX cO001eHui (26 HoAOps - 9 nexkadps 2012)

L]ens: IpoaHATM3NPOBATH MPUHIIUITEI PETIPE3EHTANH MACKYyITHHHOCTH M (PEMUHHOCTH B COBPEMEHHOM peKiiame,
OIICHUTb OTHOCHUTENBHYIO POJIb MY>KUMH U KESHIIWH B PEKIaMHON UHYCTPHUH.

Cooeporcanue: TloHATHE TEHIEPHOI NASHTHYHOCTH. My>KCKOE M KEHCKOE TEJI0 KaK JUCKYPCUBHBIN a3 dekT (Henens §).
[MpoxyuupoBaHue poNEBbIX FEHACPHBIX CTEPEOTHIIOB B PEKJIAME: KEHCKas U MY)XKCKasi Mozenb (Henens 9).

Dopma pabomuwi:
03HAKOMJICHHE C JICKI[EeH U 0a30BBIMH TEKCTaMU
OYHAsI OHJIAMH KOHCYJbTAIUA (4aT) - 2 yaca, BpeMsi OTOBAPUBACTCS 32 HEMICIIO JI0 KAXKIOW U3 KOHCYIBTAIHIA.

Obs3amenvuasn tumepamypa:

1. bonpwmitsap, XK. O6mectBo morpebnenuss. Ero mudsr n crpykrypsl. B: Ilep. C ¢p. E.A.

2. Cawmapckoii. M.: KynsrypHas peomronus; Pecriyonuka, 2006. Cc. 128-131 (rmaBa « MysKcKast U KEHCKasi MOZIETIbY ),
182-185 (rnaBa «HaBs13unBOCTbH XyAOIABOCTHU: JINHUS).

3.  Goffman, E. (1976) Gender advertisements. NY: Harper & Row Pub. Pp.24-84.

4. Carpenter, C., Edison, A. Taking It Off All Over Again: The Portrayal of Woman in Advertising Over The Past
Forty Years.

5. Nixon S. (2003) Exhibiting Masculinity // Representation: Cultural Representations and Signifying Practices.
Ed. by Stuart Hall. Sage Publications. Pp. 293-315.

ﬂonwmume/zbﬁa}z Jaumepamypa.

1. Cyxosaras, B. (2004) T'ennepHas momuTHKa pekjaMbl Ha MOCTCOBETCKOM TeieBHACHHH \\ COIMONIOTHYIECKHE
Hccnenoanus («Corucy), Ne2, ¢.65-70.

Screening:
Jean Kilbourne, Killing Us Softly: Advertising's Image of Women. USA, 2000 (34 min.)


http://citation.allacademic.com/meta/p_mla_apa_research_citation/0/1/4/1/6/pages14163/p14163-1.php
http://citation.allacademic.com/meta/p_mla_apa_research_citation/0/1/4/1/6/pages14163/p14163-1.php

Bompocsl k Tekcram:

1) Kakue poJieBble CTAHAAPTHI AJISI JKEHIMH U MYXXYHH penpe3eHTupyeT pexinama? Kak u3MeHsIHCh KEHCKHE/ MYKCKUEe
ponessie Monenu B pexiname 20 B. (mogdepute mpumeps! 3 20-30x, 40-50%, 60-70x, 80-90x rT).

2) KaKue poJieBble CTAHIAPTHI I MYXKUHH pernpe3eHTrpyer pekiama? Kak n3MeHsUIMCh My>KCKHE pOJIeBbIe MOJICTH B
pexiame 20 B. (mogdepute npumepst u3 20-30x, 40-50x, 60-70x, 80-90x rT).

Teopueckoe 3adanue Ned:Dopym "I'endepuvie cmepeomunvl ¢ pexname”.

OO6cyXeHne MPOBOTUTCS B ABYX BETKAX:

1) IIponynmpoBaHme PoJeBbIX FeHIEPHBIX CTEPEOTUIIOB B PEKJIaMe: )KEHCKas MOJIEIb.

OcHoBHOM BONpPOC:

Kaxkosbl sicenckue ponegvle mMooenu, npooyyupyemvle co8peMeHHou pexiamou? Omauuaromcst i HCeHCKUe poiiegbie

Mmooenu 6 "3anaonou” pexname u Ha NOCMCOBEMCKOM NPOCMpAHCmEe (N00bepume npumMepsbl PeKiamHblx cooduenull,

co30annsix 8 3anaonou Espone / CIIIA / Kanaoe u ha nocmcosemckom npocmpancmee)

2) [IponynuupoBaHue POJICBBIX TCHICPHBIX CTEPEOTUIIOB B PEKIIAME: MYKCKask MOJICITh

OCHOBHOH BOIIPOC:

Kaxkoevl mysicckue ponesvie mooenu, npooyyupyemvle COBPEMEHHOU pekaamou? Omaudaiomes iU MyjicCKue poiegbie

Mmodenu 6 "3anadnou" pexiame u Ha NOCMCOBEMCKOM NPOCMPancmee (nodbepume npuMepPsbl PEKIAMHBIX COOOUEHU,

co30annbix 6 3anaonou Espone / CLLIA / Kanaoe u Ha nocmcosemckom npocmpancmee)

TpeOoBaHuUs K yIaCTHIO B TUCKyccHH cM. B Moodle.

Koumponvnas paboma:

[TpomexxyTOUHBIN SK3aMeH (TECTOBOE 3aJaHUE [0 TEOPESTUIECKUM MTOHSATHSM MPOIMICHHBIX TEM).

Tema 7 (nemesm 10-11). MotuBanusi norpeduTteneii. CTpareruu H3MeHEHHsI OTHOIIEHUSI MOTpedHTeeii.

IMcuxosornyeckue TEXHUKHU CO3TaAHUA peKjJaMHOro coodmenus (10-23 nexadps 2012)

Ue‘ﬂbi MPOaHATIU3UPOBATH ICUXOJIOTMYCCKNUE aCIICKThI CO3AaHU U JCKOAUPOBAHUS PCKIAMHBIX COO6HI€HI/II7L

Coz)epofcanue: Ilonstne U THIBI MOTHUBAIIUU. HOTpC6HOCTI/I M TIOCTaBJICHHBIC B HUX paMKax LCIIH. I/ICCHC,I[OBEIHI/IG

motpebHOCTel moTpeburenei. [lonsrue «OTHOILICHUEY B paMKax MapKETHUHIOBBIX KOMMYHUKaLUH.
AddexTrBHBIN, KOTHUTUBHBIM 1 KOHATHBHBIN acleKThl OTHOLIEHUs. CTpaTernn N3MEHEHUS! OTHOIICHUS. FIHCTpYMEHTHI
BiusHusA Ha morpedutens (mo R. Cialdini). [lcuxonoruyeckue 0COOEHHOCTH BOCHPHUATHS BHU3YalbHBIX

peKIaMHBIX cooOIeHni: lemraner-3akoHbl BocnpusThs (proximity, similarity, continuity, closure, smallness,
Priagnanz).

Obs3amenvHas iumepamypa:

—_

Jlexuus "TemranbT-3aKoHBI BOCIIPUSTHS B pekiiame”

2. Schiffman, L. G., & Kanuk, L. L. (2007). Consumer behavior. Upper Saddle River, N.J: Pearson Prentice Hall. Pp.
80-109.

3. Sturken, M., Cartwright, L. Belonging and Difference. In: Practices of Looking: An Introduction to Visual culture.
Oxford University Press, 2004. Pp. 218-222.

4. Shimp, T. (2000) Persuasion in marketing communications. In: Advertising promotion: supplemental aspects

to integrated marketing communications. 5th edition. The Dryden Press. Pp.162-169, 176-179.

Screening:
Harold Boihem, The Ad and the Ego, USA 1996 (57 min.)

Jlononnumenvnas numepamypa.

1. Schroeder, J.E. (2002) The fetish in contemporary visual culture. In: Visual consumption, London

& NY: Routledge. Pp. 141-159.

2. Williamson, J. (2002). Decoding Advertisements. Ideology and meaning in advertising. London: Marion Boyars. Pp.
60-66 (“Advertising and the mirror phase”).

Bomnpocs! k TekcTam:
1) gto Takoe "orHowmeHnue" (attitude) Kak MapKETHHTOBBII TEpMHH?
2) B yem 3akmmrouarorcs ad()eKTHBHBIN, KOTHUTUBHBIN 1 KOHATHBHBIA aCIIEKTHl OTHOIIICHHUS?



3) Kakue CTpaTeruv U3SMCHCHNA OTHOLICHUS CyIlIeCTByIOT? B kakux Cllydasix OHU I/ICHOJ'II>3yIOTCSI?

OnjaliH ceMHHa OHNaWH-3aHgdTHe 4, 2 ak.daca): IlcuxocemaHTHYeckui nubdepeHnral KaK HWHCTPYMEHT
HCCIICIOBAHHS TOTPEOUTEIEH.

Cooepocanue: TlcuxoceMaHTHUeCKHH quddepeHMal U ero MPUMEHEHHE B HCCICAOBAHHHM MOTPEOUTEIbCKUX
OKHTaHUM.

Obs3amenvrasn tumepamypa:

1. Haympux., H. (2003) IcruxoceMaHTHYECKHE METOIBI B NCCIAEIOBAHMUAX OpEHIA.

Bonpoce! x cemunapy:
1) 4ro Takoe ncuxoceMaHTHUecKuil nuddhepenuan’?
2) KaKOBBI BO3MOXXHOCTH €T0 MPUMEHEHHSI B KCCIIEIOBAHIH TIOTpeOUTENEii?

3aoanue ons camonposepru Ne4: TeCT IO OCHOBHBIM TIOHATHSIM TEMBI.
Tema 8 (nemens 12). Putopuka pexinamsbl (24 - 30 nexadps 2012).

Ueﬂbl MMpOaHaAJIN3UPOBATH PEKIAMHOC COO6H.IGHI/I6 C TOYKHU 3pCHUA KJIACCHYECKOI PUTOPUKH; OHNPEACINUTh CXEMbI
ApPryMEHTAllM B PEKIAME, KOMIIO3UITNOHHBIC 0COOCHHOCTH PEKIIaMHOTO COO6H.[CHI/IH N CTCIICHb HMX COOTBECTCTBUA
TICUXOJIOTHUYCCKUM MCXaHU3MaM IIPUHATHUA PCUICHUA.

Cooeporcanue: Yenosus 3¢ dexrusHoro yoexnenus (McGuire, Baranczak). Inventio, dispositio u elocutio pekJiaMHOTO
coobienusi. TloHsitue Tommueckoil aprymenranuu. CHCTEMa «MOTUB-CTEPEOTHII-TOMOCY». THIOJIOTUS CTPYKTYPBI
peKIaMHOTro coobIeHus . KOMITO3HINS PEKIAMHOTO COOOMIeH . TPOIbl U GUTYphl B pEKIAMHOM COOOIIeHHH. Tpors! 1
¢uryps! B pexiiaMmaoM coobmiennn. [TousTre Tormoca. THITEI TOITOCOB B PEKIIAMHOM JIHCKYpCE.

Obs3amenvras tumepamypa:

Jlekuus: Yenoust 3)eKTHBHOTO yOSKICHUS B PEeKIaMe.

Forceville, C. (1996) Pictorial metaphor in advertising. London: Routledge. Pp. 108- 112, 116-118, 126, 136-142,
148-150, 162-163.

3. Leigh, J.H. (1994) The Use of Figures of Speech in Print Ad Headlines. In: Journal of Advertising, Vol. 23, No. 2
(Jun., 1994), pp. 17-33.

N —

ﬂonwmume/zbﬂa}z Jaumepamypa.

1. Lewinski, P.H. 2008. Retoryka reklamy. Wyd. II. Wroctaw: Wydawnictwo Universytetu Wroctawskiego. Cc. 46-48,
50-79, 89-103, 154-198, 201-235.
2. Dkxo, Y. Hekoroprie nosicienust: Pexama. B: OtcytcrBytomias crpykrypa. CII6.: [lerpononuc, 1998. Ce. 78-135.

BOHpO CBI K TCKCTaM:

1) monGepute ompeneneHne K KaKJOMy W3 HI)KEYKa3aHHBIX PUTOPHYCCKUX TPOMOB M GHUTyp: MeTradopa, METOHUMHUS,
runepbona, JUTOTA, Mapauienu3M (B T.4. BHU3YaJIbHBIH), OKCIOMOPOH (B T.4. BH3YaJbHBIH), MEPCOHU(UKAIIH.
[Ton6epuTe MpUMEpPDI, MILTIOCTPUPYIOLINE KaXIbIH U3 PUTOPUUECKUX TIPHEMOB.

2) HA30BHUTE U3BECTHBIC BaM (QUTypsl peun. [logdepuTe mpuMephl pyCCKOS3BIYHBIX PEKIAMHBIX 3aT0JIOBKOB, B KOTOPBIX
HCIOJNB3YIOTCS pa3InIHbIe (QUTYPHI pedu.

3) KaKkue pa3sHOBHIHOCTH BU3yalIbHOM MeTaopbl MOXKHO BbIIenuTh? [loa0epuTe nprMepsi.

4) garo Takoe tomoc? Kaxme Buapl TomocoB ObrBaror? Ilombepute mpuMephl PeKIIaMHBIX COOOIICHUN Ha KaXKIOBIH W3
PacCMOTPEHHBIX Ha JICKLUH BUJIOB TOIIOCOB.

3adanue ons camonposepru NeNe5-6:

TecroBoe 3amanue 1 (Tpombl u GUTYPHI B PEKIAMHOM COOOIIICHIH)

TecroBoe 3amanne 2 (TOMOCH B PEKJIaAMHOM COOOIICHHUN)

Tema 9 (neneast 13). Pexsiama U conuanbHbie H3MeHeHUs. 3eJIeHbIii MAPKEeTHHI: AKTyaJbHble CTPaTernu
(hopmupoBanns sxo-umMuka Openna (31 nexadps 2012 - 6 auBaps 2013)

Lenv: nate mpeacTaBIeHUE O peKJIaMe Kak 00 areHTe CONUalbHbIX H3MCHEHHH.

Codeporcanue: IOHATHE COIMATIBHOTO M3MEHEHHS; PEKIaMHOE COOOIIeHNEe KaK KaTalu3aTop COLMANbHBIX H3MEHEHUH,
MOHSTHE COLMAJIbHO OPUEHTHPOBAHHOTO MAapKETHHTa; aHalIu3 NPUMEPOB KaMIaHUH KOMMEPUYECKOH pPEeKJIaMBl,

npejiararonux MNO3UTHUBHBIC COLUAJIBHBIC HW3MCHCHHS, IMOHATHEC OKO-MAPKETHHIAa W TPUHBOIIMHIA (greenwashing).
BHByaJ’IBHHG 1 PUTOPHUYCCKHUE CTPATCTUU SKO-MAPKECTHUHI'A.


http://www.marketing.spb.ru/lib-comm/brand/psychosem.htm
http://www.marketing.spb.ru/lib-comm/brand/psychosem.htm

Obsazamenvuasn aumepamypa:

1. Berman, R. (1981). Advertising and social change. Beverly Hills: Sage Publications.
Alan R. Andreasen (2002) Marketing Social Marketing in the Social Change Marketplace. In: Journal of Public
Policy & Marketing, Vol. 21, No. 1, Social Marketing Initiatives (Spring, 2002), pp. 3-13

3. Shimp, T. (2000) The physical environment and green marketing communications. In: Advertising promotion:
supplemental aspects to integrated marketing communications. 5th edition. The Dryden Press. Pp.50-57.

4. Karliner, Joshua (2001) A Brief History of Greenwash. CorpWatch (March 22nd, 2001) http:// www.corpwatch.org/
article.php?id=243

Iookacm: CBC radio: The Age of Persuasion. Season 5: It's Not Easy Being Green: Green Marketing (January 8th/
13th, 2011)

Hononnumenvnas numepamypa:

1. Levinson, Jay C., Horowitz, Shel (2010) Don’t get stuck in the greenwashing swamp. In: Guerrilla marketing goes

green: Winning strategies to improve your profits and your planet. John Wiley & Sons. Pp. 119-122.

2. Benton, Lisa M. (1995) “Selling the natural or selling out? Exploring environmental merchandising,” Environmental
Ethics 17 (1995), 3-22.

Bormpocs! k TekcTam:

1) 9T0 Takoe COIMAJIBFHO OPHUEHTHPOBAHHBIM MAapKeTHHI? CpaBHUTE OIPEIeNCHHs Ppa3IM4YHBIX aBTOPOB, BBIIEINTE
OCHOBHBIE YEPTHI ATOTO SIBJICHUS;

2) INoxgbepuTe MpUMEPBI PEKIIAMHBIX COOOIICHUH / KaMIIaHUH, KOTOPhIE MOXKHO Ha3BaTh COI[MAILHO OPUCHTHPOBAHHBIM
MapkeTuHroM. Kakue mojioxuTebHble H3MEHEHUS] OHU PONAraHIupyoT?

3) 9To TaKoe 3eeHBI MapKETHHT?

4) kakue OpeHABl MOKHO C TIOJTHBIM IMPaBOM HasBarh 3eleHbIMH? OmpenennuTe OCHOBHBIE YEPThl TaKUX OpEHIOB H
noadepuTe MPUMEpPHI U3 MUPOBBIX MPAKTHK.

5)YTo Takoe TPUHBOLIMHI? TOAOCPUTE MPUMEPHI TPUHBOIIMHTA W3 3aMaJHBIX U MOCTCOBETCKHX MAapKETHHTOBBIX
MPAKTHUK.

3adanue ons camonposepku Ne7: [IpakTUKH TPUHBOIIMHTA: HIIIEM IPUMEPH! (OOHYCHBIH (OopyM)
bnoxk 2. ConmanbHas pexiama

Tema 10 (Henens 14). [lonsiTHe conuaNbHOM peKJIAMBI: THIIBI, 0COOEHHOCTH JHCKYPCa COLMAILHON PeKJIAMBI H 0
connajbHOM pexiame. CTparernu co3ganus 3pPeKTHBHOI COUATBHONH PEeKJIAMBI.

Lenv: ONpEJEIUTh CYUIHOCTh COLIMOPEKIAMHOrO IUCKypca M CHelu(pUIeCKHe OCOOCHHOCTH CO3[aHus
COLIMOPEKIIAMHBIX COOOIICHH.

Cooeporcanue: orpeneneHne, CyIIHOCTb, (QYHKIMH CONMANBHONH peKiIaMbl. THIBI COLMOPEKIAMHBIX COOOIIEHUH
(uHbOpMUpOBaHKE, MHCTPYKTHPOBaHUE, yoexnenne). Crnenuduyeckne MHCTPYMEHTHI COLMAIBHON peKyiamMbl (METOX
CHIIBHBIX aJITEPHATHB, METOl KAaHAIBHBIX (PAKTOPOB, BEIBOA M3 MPOOIEMHOM 061acT 1 mp.). OcoOeHHOCTH YOeKIeHH
B COITMOPEKIAMHOM COOOIIEHUH.

Dopma pabomuwi:
03HAKOMJICHHE C JICKIMEeH ¥ 0a30BBIMH TEKCTAMU
OYHAs OHJIAWH KOHCYJbTAlMs (4aT) - 4 4aca, BpeMsi OrOBApUBAETCS 33 HEENIO 0 KaX/(0H U3 KOHCYJIBTALU.

Obs3amenvHas iumepamypa:

1. Atkin, Charles. (2001) Impact of Public Service Advertising: Research evidence and effective strategies (a project
conducted for Kaiser Family Foundation). http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/
getfile.cfm&PagelD=13934

2. Bator, Renee J., Cialdini, Robert B. (2000) The Application of persuasion theory to the development of effective
proenvironmental public service announcements. In: Journal of Social Issues, Vol. 56, No.3, 2000, pp. 527-541.

3. O’Keefe, Daniel J. (2002) Persuasion: theory & research. 2nd ed. Thousand Oaks: Sage Pub. Chapter ‘Message
Factors’. Pp. 215-240.

4. Kotler, Philip, Lee, Nancy R. (2006) Marketing in the Public Sector: A Roadmap for Improved Performance.
Wharton School Publishing. Ch.9 ‘Influencing positive public behaviors: social marketing’, pp. 191-213 (12
MIPUHITUTIOB 3P PEKTUBHBIX COIMOPEKIAMHBIX KaMITaHHUH )

Jlononnumenvhasn numepamypa.

O’Keefe, Garett J., Reid, Kathaleen. The Uses and Effects of public service advertising. In: Grunig, James E., Grunig,
Larissa A. Public relations research annual, Vol. 2. Pp. 67-86



http://www.corpwatch.org/article.php?id=243
http://www.corpwatch.org/article.php?id=243
http://www.corpwatch.org/article.php?id=243
http://www.corpwatch.org/article.php?id=243
http://www.cbc.ca/ageofpersuasion/episode/season-5/2011/01/08/its-not-easy-being-green-green-marketing/
http://www.cbc.ca/ageofpersuasion/episode/season-5/2011/01/08/its-not-easy-being-green-green-marketing/
http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/getfile.cfm&PageID=13934
http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/getfile.cfm&PageID=13934
http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/getfile.cfm&PageID=13934
http://www.kff.org/entmedia/loader.cfm?url=/commonspot/security/getfile.cfm&PageID=13934
http://books.google.com/books?id=jbHoKg-yi5IC&lpg=PP1&dq=Public%20relations%20research%20annual&pg=PA67%23v=onepage&q&f=false
http://books.google.com/books?id=jbHoKg-yi5IC&lpg=PP1&dq=Public%20relations%20research%20annual&pg=PA67%23v=onepage&q&f=false
http://books.google.com/books?id=jbHoKg-yi5IC&lpg=PP1&dq=Public%20relations%20research%20annual&pg=PA67%23v=onepage&q&f=false
http://books.google.com/books?id=jbHoKg-yi5IC&lpg=PP1&dq=Public%20relations%20research%20annual&pg=PA67%23v=onepage&q&f=false

3axonooamenvhble UCOYHUKUL:

http://www.adcouncil.org/About-Us/Frequently-Asked-Questions

Public service advertising in Great Britain: Lessons for U.S. public interests. The forum held on February 27, 2007,
in Washington, D.C. (tpanckpunt ¢opyma, npesenrauust Anana bumona, mupexropa COI, BeOkact Gpopyma,
POJHKH OPUTAHCKOM CONMATBHOM PEKIIAMBI)

3. 3akoHBI 0 peKJIaMe Ha IIOCTCOBETCKOM MTPOCTPAHCTBE (COOPHUK JTOKYMEHTOR)

[N

Bormpocs! k TekcTam:

1) MOXXHO JIM HCIIOJIB30BAaTh B COIMOPEKIAMHOM COOOIICHUH TE K& MHCTPYMEHTHI YOSIKICHHUS, YTO U B KOMMEPUYCCKOM
pekname?

2) KaKOBBI OCOOEHHOCTH COI[MOPEKIAMHOTO JHCKypca, ONpEAeisIonre CrIenupuKy TNPUMEHIEMBIX METOJ0B
yoexxneHus?

3) xakoBHI 12 mpuHIHTIOB (P (PEKTHBHBIX COIMHOPEKIAMHBIX Kamnanuii 1o Kotiepy?

4) kakoBBI OCOOGHHOCTH HCIIOIB30BAaHUA OOpAaIleHHA K CTpaxy B COIIMOPCKIAMHBIX COOOIICHHUSAX? KaKoBa
3¢ PEKTUBHOCTH TAKUX OOpaIeHU?

Hpakmuqecme 3anusmue 1-2 (OllHO, 60 6peM:L ceccuu).‘ COQI/IaHBHa}I PEKJIaMa: aHaJin3 SQHIQSKTI/IBHOCTI/I.

Ha mpakTraeckoM 3aHsITHH IpencTaBiseTcs Teopueckoe 3a0anue No5:

1) BeIOEpHUTE THOOYIO COLUATBHYIO PEKIIaMYy,

2) ¢ y4eTOM MpPOYUTAHHBIX TEKCTOB IPOAHAIN3UPYHTE UCIIOIb3YEMble HHCTPYMEHTHI YOEXKIICHNSI, OLIEHUTE BEPOSTHYIO
3¢ PEKTUBHOCTH PEKITAMEL.

3) mpencraBeTe pabOTY B BHIIE KPATKOH YCTHOM Tpe3eHTaIm (5-7 MUH.)

Tsopueckoe 3adanue Ne6-7 BBITIONHSETCS B TEUECHHUE Kypca U IPECTaBIsIET COOOM ONIOr KaXKA0ro U3 y4aCTHUKOB Kypca,
TIOCBSIIIICHHBIA TeMaTHKe Kypca. bior Bemercst B Te4eHHE BCEro Kypca M NMPU3BaH OTPa3sHTh MPOMUCXOMAIINE (W He
MIPOMUCXOASIINE) U3MEHEHHS B BamieM BOCIpHSTHH PEKIaMHBIX NMPOAYKTOB M aHAINTHYECKOM Hoxxoxe K HuM. Ha
MIPOTSDKEHUN Kypca BaM MPEICTOUT MEPHOJMUYECKH (I10 MPOIISCTBUU HE Ooliee HEIEIH CO JAHS 3aBEPLICHUS KaKIOH 13
TeM, HO He pexe | pasa B 2 Henmenn) dotorpaduposars \ kommupoBars B HTepHETE \ BBIpE3aTh U3 KypHaja- Ta3eThl U
CKaHUpPOBaTh \ J€NaTh CCBHUIKY Ha POJIMK M T.J.) PEKIaMHBI TNPOIYKT, KOTOpbIM Bac 3amHTepecoBain. Kaxmoe
nu300pakeHre \ CChIIKA JOJIKHBI  COMPOBOXKIATHCS Kparkoi (200-250 ciioB) aHHOTAIMEH, comepxaiieit 00bsICHEHNE,
royeMy ObLT BEIOpaH MMEHHO 3TOT PEKJIAMHBIN ITPOAYKT, 1 OCHOBAaHHBIA Ha NPOWJAEHHOM TEOPETUUECKOM Marepuale
KpaTKuil aHaJn3 JaHHOTO  PEKJIIAMHOTO COOOILICHHUS B paMKax KaXKIOW M3 M3ydaeMbIX B Kypce mapaaurM. Yepes
HEJIeITI0 TI0CIIe Havana Kypca Kax/Ibli CTY/ICHT B COOTBETCTBYIOIIEM IIPOCTpaHCTBE B o0onouke Moodle npenocrasiser
CCBUIKY Ha CBOM OIIOT, KOTOPBIH K TOMy MOMEHTY MOJDKEH COIEepiKaTh MO KpaiHed mepe omHy 3amuch. MUHHMaIbHOE
KonmmdecTBo 3anucel - 11 (onenka 7). Kpurepuu oneHku 3anvceid cM. B mpocTpancTse Moodle.
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TBopyeckue 3a1aHus:

3HaHUA U pe3ynbTaThl pa60TLI CTYACHTOB OLICHUBAIOTCA B paMKax HAKOIIUTEIHHOM MOJ¢CJr 110 CICAYHOIINUM
OCHOBAaHMAM:

3aganune Bbaaa
TBopueckoe 3aganue Nel (Tema 1) 10
TBopueckoe 3aganne No2 (Tema 3) 10
TBopueckoe 3amanue Ne3 (tema 4) 10
TBopueckoe 3ananue Ned (Tema 6) 10
TBopueckoe 3amanue NoS5 (Tema 10) 10
KonTtponbsHas pabora 10
Teopueckoe 3amanue Ne6-7 (B TeUCHUE Kypca) 20
OK3aMeH 30

Kpumepuu oyenxu nucvmennvix pabom:

BBuay Oombiroro pasHooOpasusi THIIOB OIEHHBAEMBIX PadOT, YacTHbIE KPUTEPHUH OLEHHWBaHUS (opMynupyloTcs B
Ka)XJJOM KOHKPETHOM CITy4ae B 3aBUCHIMOCTH OT THIIA 3aJaHusI.

OO6ImMMHU KPUTEPUSAMH KaueCTBa OI[EHUBAEMBIX 3a/IaHUMN SBIISIOTCS:

1. cooTBeTCTBHE 3aJaHUs IIOCTABICHHBIM YCIOBHSIM
2. JIEMOHCTpAIMS YMEHHUS CAMOCTOSTEILHOTO UCIIOIb30BAHUS TEOPETHUSCKUX 3HAHHI B MPUKIIATHOM KOHTEKCTE
3. coOmoneHne aeiaiaa.

Ono3znanue co caadeii pabotel 10 1 HeAeau BiiedeT 3a co00i cHikeHue orieHku Ha 10%, Ha 1-3 Hemnenu — na 20%, mo
OKOHYAHWH 3-U HEJCH 3aJaHKe 3aKPBIBACTCS I BCEX CTYICHTOB.

4. OTCYTCTBHUC IlIaruara

[ImarmaroM cumTaeTcsl UCIONB30BaHNUE TyKUX UAeH, (hpa3, TEKCTOB U IPYyTHX MCTOYHHKOB Oe3 ykazaHUs Ha pecypc. B

Ka4yecTBe MPOSIBJICHUI TIaruara pacleHuBarTCs:

« IlpenocraBneHue B KAYECTBE CBOCH Uy>KOW paOOTHI HITH €€ YaCTH

o BcraBka B paboTy JOCIOBHBIX LMTAaT W3 KHHI, CTared, HHTEPHET-MCTOYHHUKOB O€3 COOTBETCTBYIOIIETO
JIOKYMEHTHPOBAHHSA (3aKaBBIYMBAHUS [IUTATH H 0(POPMIICHHUS CHOCKH)

« HeanexBarnoe mmutupoBanue (yKa3aHHE HEBEPHOTO \ HECYIIECTBYIOIIETO HCTOYHHUKA)

» UpesMepHOE NCHIONB30BAaHUE B TEKCTE LUTAT (COBOKYMHEIN 00beM IIUTAT B paboTe He JomKeH npeBbimars 30%).

T.K. Kypc BO MHOTOM CChUIAETCSl Ha aHIJIOS3BIYHYIO TPAJUIIMIO B ONMCAHUH UCTOYHUKOB, K PACCMOTPEHHUIO B paMKax
paboT NPUHHUMAIOTCSI TOJIBKO CCBUIKH, oopmieHHble B cooTBeTcTBHH ¢ AITA-ctninem (APA-style). lnst obneruenus
opopMIICHHS MOXXHO BOCIONB30BaThCcs OH-MaitH APA citation creator (http://citationmachine.net/index2.php?
reqstyleid=2&mode=form&more=yes).

@opmanvHble MpebO8aHUs K 0OPMIEHUIO 3A0AHUIL:
[pennoarutensHbIil popMmar ¢aiina (eciau 3aJaHre BBITOTHICTCS B BUIE IIPUCOSANHEHHOTO (hafina) - .doc

HazBanme (aiina MOKHO HadYWHATHCS C (GaMHINH CTyIEHTa, Jamee — HUPPOBOW HOMEp 3amaHus (HampuMmep:
kolobkov_1.doc)
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http://citationmachine.net/index2.php?reqstyleid=2&mode=form&more=yes
http://citationmachine.net/index2.php?reqstyleid=2&mode=form&more=yes

Munumanvhvle mpebosanust 08 ammecmayuu no Kypcy, 0OnYCK K 9K3aMeHy U IUKSUOAYUsL 3A0014CeHHOCHel

- arTecTanus 1Mo Kypcy BO3MOXHA TOJIBKO IPH YCIOBHH CHCTEMATHYECKOrO MPHCYTCTBHS CTYIAECHTa B Kypce: B
cily4ae, €CIlii 3a TepHOoJ] TEOPETUIECKOr0 00YUICHUs KOIHUYECTBO paboT, BBIMOIHEHHBIX CTYICHTOM U TPEIOCTABICHHBIX
Ha MIPOBEPKY, cocTaBisieT He MeHee 50% ot obmiero yucia, mpeayCMOTPEHHOTO IPOrpaMMON Kypca U BBITIOJTHEHHBIX B
COOTBETCTBMM C TPEOOBaHMSIMH, MPEAyCMOTPEHHBIMH YUeOHOW MporpamMmoil Kypca, paboThl CTYIEHTa B IMEPUOJ
JIUKBUJANNN 33JI0JDKCHHOCTEH HE MPUHUMAIOTCS; CTYJACHT HE aTTeCTyeTCs W K OYHOMY SK3aMCHY HE JOIYCKACTCS.
COOTBETCTBEHHO, K Haualy HENENH JTUKBUAAIUN 33J0JDKCHHOCTEH CTYICHT JOJDKEH ClaTh 4 TBOPUYCCKUX 3aJaHUS,
KOTOpBIE ObLIH ObI OLIEHEHBI HA MOJIOKUTEIBHYIO OIIEHKY (OTMETKA 5 U BBIIIIE).

- Hemens JHUKBUAAINHN aKaIeMUYeCKHX 3amoinkeHHocTed — 14-20 suBaps 2013 roma (16-1 memens). Ilo
OKOHYAHUU TIepHOla JIMKBUAALMHN aKaJeMUYeCKHX 3a/I0JDKEHHOCTEeH paboThl CTYICHTOB HE NPHHUMAIOTCA K
PacCMOTPEHHIO;

- TIOJYYCHUE HEYOBJICTBOPUTEILHOMN OICHKH (1-4) Mo uToram paboTHI B Kypce O3HAYaeT HEMOMYCK K 3K3aMCHY
U, COOTBETCTBEHHO, HCBO3MOXXHOCTh JIMKBUINPOBATh 3aJ0JDKCHHOCTH B J[HUM 3a0YHUKA;

- OYHBI HK3aMEH 110 KYypPCY SIBIISETCS 00SI3aTeTIbHBIM M BBICTABICHUE MTOTOBOI OIIEHKHU MO KYpPCY MPOUCXOJHUT
TOJIBKO IIO €70 UTOraM.

Ounbwiil dK3aMeH

DK3aMeH TPOBOAUTCS B YCTAaHOBJICHHOE BpeMs B IIEPHUOJ OYHOW CECCHU W IIPEICTABISACT COOOW KOMIIBIOTCPHBII
KOMIUIEKCHBI TE€CT 0 BCEM MarepuajiaM Kypca (YacThIO TeCTa SBISETCS BOMPOC C OTBETOM B (hOopMe KPaTKOro
AHATUTHYECKOTO 3CCe), BHITOMHIEMBIH B ayAUTOPHH B MPUCYTCTBUH IpernopaBareis. s BHITOTHEHUS TECTa JaeTcs
OIIHA TIONBITKA, PE3YJABTAaT BBICTABIISIETCS KOMITBIOTEPOM AaBTOMATHYECKH IO 3aBEPIICHUH TECTa, 3CCE OICHUBACTCS
npenojasareneM. [loydeHue HeyJOBIETBOPUTEIBHONW OLIEHKH 0 K3aMeHy (HIDKe 5 0.) 03HavyaeT HearTeCTalHIo I10

Kypcy.
Hnghopmayus o npenooasamene

Maprurasuyene FOnmus Bragumuposaa, BA in philology, MA in sociology
e-mail: julia.martinavichene@ehu.lt

KonrakrHas I/IH(i)OpMaHI/IHZ 06H1€HI/I€ Kak C IMpcenogaBaTeyieM, TaKk U C JAPYIrdMHU YYaCTHUKaMHU KypcCa BCAYCCKU
HOOH.IPSIGTCH! I[J'Iﬂ 9TOT'O MOKHO BOCIIOJIB30BaTbCA:

B pamkax xypca B cucreme Moodle:
1. o6noxoM «CooOreHus»

2.  ¢dopymom «KoHcynmbraHT» (€CIH BB YBEPEHBI, YTO COOOIIEHNE OyIeT MHTEPECHO BCEM TOIIMCAHHBIM Ha Kypc)

B OKCTPEHHBIX CITydasX MOXKHO HAIMCaTh HAPIMYIo Ha julia.martinavichene@ehu.lt
[IpucyrcTBUe mpernonaBarenst B Kypce IapaHTUPYeTCsl Kak MHUHHUMYM 2-3 pasa B Henento. OH-JIaH KOHCYJIBTallH
(MHAMBUYaJbHBIH W TPYIIIOBOM THIOTOpPAT) B PEXHMME pPEaJbHOrO BPEMEHH B O0OJIOYKE Kypca HpPOBOJSTCS IO

Hpe[[BapPITeJlLHOﬁ JOTOBOPEHHOCTH.

MakcuManbHbIi CPOK MTPOBEPKHU 3aJaHUH npenojasareneM — 14 nHel nocie AenjiaiHa.
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