Kuiscekuit ynisepeuret imeni bopuca I'pinyenka
daxynbTeT pOMaHO-TepMaHCEKOI dimomoril
Kadenpa minrsictiku Ta nepexnangy

"?; M r.r :w %
ﬁo’ gy % «3ATBEPJDKEHO»
sﬁ Dpex{mp*@%{ayxono -METOAMYHOI Ta

Kunenos O.B.
2022 p.

POBOYA IMPOTPAMA HABYAJILHOI JJUCIIATIIITHA
CTPATETTI YCHOT'O 1l TICHEMOBOT'O ITEPEKJIATY
JUISL CTYZICHTIB 5 KypCy
cneniansrocti 035 GUIOJIOTTA
ocsitboro pisns JIPYTHH (maricrepcniuii)
oceitHa nporpama 035.04.03 TIEPEKJIA/T (anriiicska MoBa)
crierianizanis 035.041 TEPMAHCBKI MOBU I JIITEPATYPU (niepexnan BKIIOYHO), NepLua -
aHmiiiceka

Kuis — 2022




2

Po3poonuku: MepkyJioBa Ceitiiana IBaniBHA, KaH[I. TIe/1. HAayK, JOIEHT KadeapH JIIHTBICTHKU
Ta MepeKaLy

Buxaanau: MepkyJioBa Caitiiana IBaniBHa, KaH]I. Ie/l. HayK, IOIICHT JIIHTBICTUKH Ta
nepeKIamgy

Po6ouy nporpaMy po3risiHyTO 1 3aTBEPXKEHO Ha 3acijlaHHi Kadeapu JIIHTBICTUKH Ta MEPeKIany
[Tpotokoun Big Ne 1 Bix «1» Bepecust 2022 poky
3aBiqyBau Kadeapu Kozauyk A.M.

Po6ouy mporpamy moropkeHo 3 rapanToM ocBiTHBOI iporpamu [IEPEKJIA]J] (anrmiiicbka MOBa)
« » 2022 poky
["apaHT OCBITHBOI IpOTpaMu

PoGouy mporpamy nepeBipeHo « » 2022 poky
3acTyIHHK JeKaHa 3BepeBa M.A.

IIposioHrosano:
Ha 20 /20 H.D.

Ha 20 /20 H.D.
Ha 20 /20 H.D.
Ha 20 /20 H.D.

), « » 20 p., nporokon Ne

), « » 20 p., IpOTOKOIT No

), « » 20 p., nporokon No

~ NS~

), « » 20 p., nporokon Ne




1. OMHUC HABYAJIBHOI JUCIUILITHA

HajimeHyBaHHSI NOKA3HUKIB

XapakTepucTUKA IUCHUILIIHA 32 dopmaMu

HaBYaHHA

JeHHA

Bua nucrumniau

O00B’a3K0Ba

MoBa BUKIIaIaHHs, HABYaHHS Ta
OLIIHIOBAaHHSA

aHTJIChKa

3aragpHui 00CAT KPEIUTIB/TOIUH

8 kpenuTtiB /240 rou.

Kypc 5 5
Cemectp 9 10
KinpKicTh 3MiCTOBUX MOJTYJIIB 3 2 2
PO3MOIIIOM:

OOcsT KpeauTiB 4 4
OO6csT roIMH, B TOMY YHCII: 120 120
AyuTopHi 48 48
MonynbHHUIH KOHTPOJIb 8 6
CemecTpoBHiI KOHTPOJIb - 30
Camocriiina pobora 64 36
Popma ceMecTpOBOro0 KOHTPOJIIO 3aJiK eK3aMeH

2. MeTa Ta 3aB1aHHS] HABYAJIbHOI JHCIUILIIHI
Metol0 Kypcy € O03HalOMJIGHHS CTYACHTIB 3 OCHOBHUMH CTpAaTEerisiMM YCHOTO Ta

MUCHBMOBOTO TIEPEKIIQJAy Ta  BJIOCKOHAJICHHS IMEPEKJIa03HABYOI MPOQECIitHOI KOMITeTEHIIT 3

nepeKsaay 1 ajanTaiii MikHapoaHO1 1H(opMallii y JTOKaTbHOMY MEAIanpocTOpi BIAMOBIIHO 10

MEHTAJIbHOCTI, COI[IOKYJIbTYPHHUX Ta MPAaBOBUX HOPM LILJILOBOI ayAUTOPII.

3aBpannsam Kypcey «Crparerii yCHOI0 Ta NHCBMOBOIO IepeKkyaany» € (OpMyBaHHA

HACTYNHUX KOMIIETEeHTHOCTEI:

3K 4 YMiHHS BUSBIATH, CTABUTH Ta BUPILIYBAaTH IPOOIEMH.

3K 5 3paTHicTh MpaItoBaTH B KOMaH/Il Ta aBTOHOMHO.

3K 6 3naTHicTh CHUIKYBAaTHUCS 1HO3EMHOKO MOBOIO.

3K 7 3naTHicTh 10 a0CTPaKTHOTO MUCIIEHHS, aHAJI3y Ta CHHTE3Y.

3K 12 3naTHicTh reHepyBaTH HOBI 171€1 (KpEaTUBHICTD).

O®OK 5 YcBioMIEHHST METOI0IOTIYHOTO, OPTaHI3aIlIfHOTO Ta MPABOBOTO MIAIPYHTS, HEOOX1THOTO
UL OCHIJKeHb Ta/ab0 1HHOBAaLIWHUX poO3po0OK Yy raimysi ¢inonorii, npeseHTamii ix
pe3ynbTatiB npodeciiiHiil CIUIBHOTI Ta 3aXUCTY IHTENEKTYyalbHOI BJIACHOCTI Ha pe3yJbTaTH
JOCIIKEHDb Ta IHHOBALIIH.

®K 6 3maTHICTh 3aCTOCOBYBATH MOTIMOJIEH] 3HaHHS 3 00paHOi (iJ0JOTIUHO1 crieriamizamii s
BUpIiLLIEHHS PO eciiiHUX 3aB/1aHb

OK 8 YcBimoMieHHS poJii eKCIIPECUBHUX, €MOIIMHKX, JIOTIYHUX 3aC001B MOBH ISl TOCSTHEHHS
3aIJIAaHOBAHOI'0 MParMaTHYHOTO PE3yJIbTaTy.

O®K 9 MosneHHeBa: BOJIOAIHHS JIEKCUYHUMH, TpaMaTUYHUMH, OpporpadiuyHUMU MOBHUMHU
3HAaHHSAMHM 1 HABUYKaMH aHTJIHChKOI MOBH Ha piBHI C1; 3HaHHSA CEMaHTUKHU, CIIOBOTBOPYOT i
CUHTAaKCHUYHOI CTPYKTypH, (PYHKIIi B PEUCHHI M TEKCTi, JIGKCUYHOI TOJIiceMii, aHTOHIMII,
ocoOnmMBoOCcTel (ppazeoryorii A CTPYKTYpHOI Opraizamii TeKCTy Ta BHpaKeHHS
KOMYHIKaTUBHOI 1HTEHIII].

@K 10 KomyHikaTuBHA: yMiHHS BECTH Jiajior, moOyJ0oBaHUN Ha peanbHiil a00 cUMyJIbOBaHiM
CUTyaIlii Ta BIJIPHO BECTH PO3MOBY AaHTJIIMCHKOIO MOBOIO 3 HOCISIMH MOBH; 3JaTHICTh
BUKJIAJIaTH CBOIO JYMKY BIANOBIAHO J0 MEBHUX TUIIIB TEKCTY 3 JOTPHUMAHHSAM MapameTpiB
KOMYHIKQTUBHO-CTHJIICTUYHOI ~ JIOIIUIBHOCTI Ta  MOBHOI  TPAaBWJIBHOCTI;,  BOJIOAIHHS
pi3HOraTy3eBUMH i aCIEKTHUMH 0a30BUMHU 3HAHHIMM IS IEPEKIIaJallbKOro CYIIPOBOY.

OK 11 Ilepeknagarpka: BOJIOAIHHA Cy4YaCHUMHU TEXHOJOTISIMU Ta MPOTpaMHUM 3a0€3MeYeHHIM
JUTsl pOOOTH 3 OaHKaMHU MEePEeKIIaalbKoi 1maM’ATi, KOPITyCaMH, eJIEKTPOHHUMHU CIIOBHUKAMHU 1
0a3aMu JaHMX; 3HAHHA CHOEHU(IYHUX MepeKIadalbKuX TpaHchopMaliid, YMIHHS iX
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3aCTOCOBYBAaTH y TNeEpeKiaai Pi3HOKAHPOBUX TEKCTiB, MO0 MpamioBaTh 3 MAalIMHHUM
MEePEKIIa0M, TIOCIITOBHIM YCHUM Ta XyA0KHIM NEPEeKJIaIalbKUM CYITPOBOIOM

3. Pe3yJbTaT HAaBYaHHSA 32 JUCUMUILIIHOIO
ITo 3akiHYEeHHIO KypCY O4YIKY€THCH:

ITPH 1 OmiHroBaTy BiIacHy HaBYajbHY Ta HAYKOBO-NPOQECiiHY MisUIBHICTH, OyAyBaTH 1
BTUTIOBATH €()EKTHUBHY CTPATETiI0 CAMOPO3BUTKY Ta MPO(ECciitHOro caMOBIOCKOHAJICHHS.

ITPH 2 YneBHEeHO BOJIOITH JIEPKABHOIO Ta 1HO3EMHOIO MOBAMHM JJIs peajtizallii MuCbMOBOT
Ta yCHOI KOMYHIKaIlii, 30KpeMa B CHUTyaIlisfix mpodeciiHOro W HayKOBOTO CITUJIKYBaHHS;
IPE3EHTYBATU PE3yJIbTaTH JOCIIKEHb AEP>KaBHOIO Ta 1HO3EMHOI0 MOBaMH.

[TPH 3 3acrocoByBaTH CydacHi METOAMKH 1 TEXHOJOTii, 30Kpema iH(OpMaIliiHi, s
yCHIIIHOTO ¥ e(EeKTUBHOrO 3IiHCHEHHS NpodeciiHol MiIAIbHOCTI Ta 3a0e3nmedeHHs SKOCTi
JOCITIJIKEHHS B TaJTy3i TepMaHChKO1 (inoorii

[TPH 5 3HaxoauTH ONTHUMAaJbHI IMUISIXU €(EeKTUBHOI B3aeEMOii y TpodeciiiHOMy KOJIEKTHBI
Ta 3 MPEJICTABHUKAMU 1HIINX TpOodeciiHUX IPyM pi3HOTO PiBHS

[TPH 9 XapakTepusyBaTu TEOpETHYHI 3acaau (KOHIIEMIIii, KaTeropii, MPUHIUIIK, OCHOBHI
TIOHSATTS TOIIIO) Ta MPUKJIAHI ACTIEKTH B TIEPEKJIaI03HABCTBI Ta TePMaHChKiN (piytoorii.

[IPH 10 30uparu ¥ cucTeMaTu3yBaTH MOBHI, JiTepaTypHi, (QOJIbKIOpHI (aKTH,
IHTepIpeTyBaTH ¥ MepeKiIaaTi TeKCTH PI3HUX CTUIIIB 1 JKaHPIB aHTIIIHCHKOIO Ta YKPaiHCHKOIO
MOBaMH.

[TPH 12 [orpumyBatucs mpaBmi akagemiuHoi mooOpodecnocti [IPH 13 Jloctymuo i
apryMEHTOBAHO MOSICHIOBATH CYTHICTh KOHKPETHHX (DIJIOJIOTIYHUX MMUTaHb, BIACHY TOUKY 30py Ha
HUX Ta 1l 00rpyHTYBaHHS AK (paxiBLAM, TaK 1 LIMPOKOMY 3araiy, 30KkpemMa ocodaM, sKi HaBYaIOTHCS

ITPH 14 CrtBoproBatu, aHani3yBaTH i pearyBaTi TEKCTH Pi3HUX CTUJIIB Ta )KaHPIB

ITPH 16 BukopucTtoByBaTH crieniaiizoBaHi KOHLIENTYalbHi 3HaHHS 3 00paHoi (HiJ1070T14HOT
raity3i As po3B’si3aHHS CKJIaJHUX 3a/1a4 1 Ipo0JieM, 110 MoTpedye OHOBIICHHS Ta IHTErpallii 3HaHb,
4acToO B YMOBax HEMOBHOI/HENOCTaTHHOI 1H(OpMaIlili Ta CynepeuwIMBUX BUMOT

[TPH 18 Bosoxaitu iHO3eMHOIO MOBOIO Ha piBHI Cl 1151 BUIBHOTO MHUCHMOBOTO W YCHOTO
nepekany, 3M1MCHeHHS MpodeciitHOT KOMYHIKAIT 1 MI>XOCOOUCTICHOTO CIILJIKYBaHHS Ta SIKICHOTO
npodeciiHOro BUKOPUCTaHHS, JUisi poOOTH 3 PI3HOTalTy3€BUMM M acleKTHUMH 0a30BUMHU
3HAHHSMH JUTS TIEPEKITaIallbKOTO CYyIPOBOY;

ITPH 19 3actrocoByBaTu 3HaHHS Ta BMIHHS Yy NEpeKIaalbKiid MPaKTHIll 3 BUKOPUCTAHHAM
HOBITHIX NE€PEKJIaJ03HAaBYMUX TE€OPiH Ta iX IHTepHpeTaliid, MpOrpaMHUX NPOIYKTIB, €IEKTPOHHUX,
MEpeKEeBHUX, XMapHUX OAaHKIB MMEPEKIIAAALBKOT ITaM’ STl Ta YCiX TUMIB 1 (OpM CIIOBHHKIB.

[TPH 20 Bonomit mnepekiaganbKko TEXHIKOK, 3HAHHAMU TEOpil 1 MNPaKTUIYHHUMH
HaBUYKAMH TPOCKTYBaHHs, KOHCTPYIOBAaHHSI, MOJICTIOBAHHS MTPOIIECY TMEePEeKIIay; CKIaaT pi3Hi
BUIU TIUIAHIB JUId oOpradizaumii mpouecy nepekiany. OOIrpyHTOBaHO BHpPILIYBaTH MUTaHHS
peasizaliii HOpM aBTOPCHKOTO MTpaBa Ha MPaKTHUIIL



4. CTPYKTYPA IIPOT'PAMM HABYAJIbHOI JUCIIUILITHA
TEMATUYHHWM IVIAH JJIS1 JEHHOI ®OPMH HABYAHHSI

(9 CEMECTP)
HazBa 3micToBUX MOJyIIiB, TEM Po3nonin rogus Mix BugamMu pooiT
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3micTroBuii MmoayJnb 1. Basics of Strategies in Interpreting and Translation
Tema 1: Interpreting and Translation | 28 12 16
Strategies. Implementation of Strategies
into practice of translating Newspapers
texts.
Tema 2: Explicitation, Shifts, Localization 28 12 16
and Publishing strategies for translating
newspaper texts and informative articles in
Magazines.
MonynbHUI KOHTPOJIb 4 4
Pazom | 60 24 4 32
3micTroBuii Mmoay.sb 2 Local and global strategies in translating Global News.
Tema 3. Cultural Translation (Framing) and | 28 12 16
Equivalence as main strategies for
International News Translation.
Tema 4. Adaptation and Norms in| 28 12 16
Interpreting Global News.
MonynbHUN KOHTPOJIb 4 4
Pazom | 60 24 4 32
[TinroToBKa Ta MPOXOKEHHS
KOHTPOJIBHHX 3aX0/IiB
VYeworo | 120 48 8 64
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3microBuii moayuasb 3. Experience and best pr

actices in Translation Literature and
Informal texts.

Tema 5: Rewriting, Descriptive Strategies | 22 12 10
and Sociological Approach in translation
Classical Literature and Fiction.
Tema 6: Translation and Interpreting | 20 12 8
strategies supporting adaptation of books
releases, audio books and informal online
content (blogs, stories etc.)
MopnynbHUN KOHTPOJIb 4 4
Pazom | 46 24 4 18

3microBuii MoayJs 4. Adaptation and Localization in International adve

rtising strategies.

Tema 7: Adaptation, Equivalence, Norms
and Ideology as supportive strategies in
International Branding documents
Translation and Special events Interpreting.

14

12

8

Tema 8: Different aspects of Adaptation,
Transcreation, Localization and Norms as
strategies of Interpreting and Translation
International advertising campaigns and
their components

14

12

10

MopynbHHNM KOHTPOJIb

30

Pazom

74

24 2

30

18

[TinroToBKa Ta MPOXOKEHHS
KOHTPOJIbHHUX 3aX0/1iB

Yceworo

120

48 6

30

36




5. MIPOTPAMA HABYAJIBHOI JTUCIUILITHHA

3MICTOBUM MOJY.JIb 1.
Basics of Strategies in Interpreting and Translation
Tema 1: Interpreting and Translation Strategies.

Implementation of Strategies into practice of translating Newspapers texts.
IIpaxTnune 3auarTa 1. Strategies as planning in Interpreting and Translation Practices. General
rules.

IpakTuune 3auarTsa 2. The choice of Translation and Interpreting strategies due to the Target
audience and main goals of Interpreting or Translation texts.

IpakTuune 3auatTs 3. Strategical tricks in translation of newspaper headlines attracting readers’
attention to different information from newspapers.

[pakTuune 3anarra 4. Cross cultural aspects of Translating different types of articles for
newspapers publishing in three and more countries. The choice of global strategies.

IpakTuune 3anarrta 5. Choice of strategies to translate media content of online newspapers.
IIpakTuune 3anaTTa 6. Best Practices of strategies implementation in the process of translating
newspapers information.

Tema 2: Explicitation, Shifts, Localization and Publishing strategies for translating
texts in Magazines.

IpakTuune 3auatTsa 7. The use of translation strategies within the organization of information
in popular magazines.
IpakTuune 3anarTa 8. Choice of strategies to translate magazine Contents with headlines and
short previews taking into account target audience.
IpaxkTuune 3auaTTa 9. Editorial information and its Adaptation.
IIpaktnune 3anaTTa 10. The use of local strategies to translate international magazine
information to publish issue in Ukrainian language.
IIpaktnune 3anstra  11. Analysis of information presented in Ukrainian divisions of
international Magazines and strategies implemented for its translation.
IIpakTnune 3anarTa 12. Adaptation of Ukrainian magazines information to English speaking
market.

3MICTOBHUM MOJY.JIb 2.
Local and global strategies in translating Global News.
Tema 3. Cultural Translation (Framing) and Equivalence as main strategies for
International News Translation.
IIpakTuune 3anarTa 13. Pragmatic and Sociocultural Adaptation in Translation: Discourse and
Communication Approach in translating News.
I[IpakTuune 3anaTTsa 14. News and social life of the words. Explicitation and Culture Translation
in International News.
IIpakTuune 3ansarTta 15. SL-oriented and TL-oriented strategies in translation International News
to the target audience.
IpakTuune 3auatTs 16. Cross-cultural Journalism and the Language Divide. The Work Process
of a Correspondent: A Case Study in Translation Sociology.
IIpakTuune 3ansarra 17. Cultural and social news translation and localization process.
IIpakTnune 3anaTTa 18. Best practices of News translation.

Tema 4. Adaptation and Norms in Interpreting Global News.
IpakTuune 3ausarTa 19. The Analysis of Interpreting News practices. Ways of adaptation new
information and messages to the target audience.
IpakTuune 3ansaTTs 20. Subtitles as one of the forms in translation and interpreting News.
IpakTnune 3anaTTa 21. Cultural Studies Approach to Interpreting Commercial News.
IpaxkTuune 3aHaTTs 22. Translation through Interpreting: A Television Newsroom Model.
IpakTunune 3auaTTa 23. The Role of Norms in Interpreting different types of News.
IpakTuyne 3auaTTs 24. Framing in resounding News.



3MICTOBHM MOJYJIb 3.
Experience and best practices in Translation Literature and Informal texts.

Tema 5. Rewriting, Descriptive Strategies and Sociological Approach in translation
Classical Literature and Fiction

IpakTuune 3auaTTs 25. Descriptive strategy in translation book covers information.
IIpakTnyne 3aHATTA 26. Rewriting as one of the most powerful strategies in translation literature
heritage.
IIpakTnune 3auaTTa 27. Analytical approach to best practices in Translation Literature.
IpakTuyne 3anusaTTs 28. SL and TL strategies in translating Literature.
IIpakTnune 3auaTTa 29. Adaptation of Literary texts with specificity of their genre to Ukrainian
target audience.
IpaxTnune 3auaTTa 30. Best practices of Ukrainian Literature translation into English.

Tema 6. Translation and Interpreting strategies supporting adaptation of books releases,

audio books and informal online content (blogs, stories etc.)

IpaxkTnune 3auaTTa 31. TL strategies in Translation and Interpreting books releases.

IIpakTuune 3ansarra 32. Procedural strategies in Translation and Interpreting books releases.

IpakTuune 3anarta 33. Revoicing audio books to Ukrainian target audience.

IpaxTuune 3anaTTs 34. Rewriting in translation informal online content (blogs, stories etc.)
IpakTuune 3auatTsa 35. Adaptation of Ukrainian books releases to English speaking market.
IIpakTnune 3auaTta 36. Self-monitoring and correction in Translation special information,
books presentations and informal online content.

3MICTOBUM MOJY.Ib 4.
Adaptation and Localization in International Advertising strategies.

Tema 7: Adaptation, Equivalence, Norms and Ideology as supportive strategies in
International Branding documents Translation and Special events Interpreting.
IIpakTnune 3ansarTs 37. The roles of brand awareness and country-of-origin image in translation
practices.

IIpakTnune 3ansarra 38. Visual persuasion: strategies of translation visuals in Global brands
promotion.

IIpakTnune 3anaTTa 39. Name Selection in International Branding: Translating Brand Culture.
IpakTuune 3auaTTs 40. Adaptation Global brands promotional support.

IIpakTnune 3ansarTa 41. Interpreting brands PR events framing due to the market specifics and
target audience preferences.

IIpakTnune 3auaTTa 42. Best practices of Glocalization Ukrainian brands information.

Tema 8. Different aspects of Adaptation, Transcreation, Localization and Norms as
strategies of Interpreting and Translation International advertising campaigns and their
components.

IpakTuune 3ansarra 43. Localization of International advertising campaigns: adapting the
company's communication to the specificities of the local environment of the hosting countries
targeted by the campaign.

IIpakTnune 3aHaTTA 44. Transcreation as a main strategy in Translation Advertising.
IIpakTuune 3ansarra 45. Adapting ad commercials and short advertising films to local markets.
IIpakTnune 3anaTTa 46. Different aspects of adaptation and localization outdoor advertising for
English-speaking and Ukrainian media markets.

IIpakTnune 3auaTTa 47. Peculiarities of translation and transformation emotional marketing
information.

Ipaktnuyne 3anarTa 48. Norms in translation and Interpreting International advertising
campaigns and their components.
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BinBimyBaHHS MpakTHYHUX 1 12 12 12 12 12 12 12 12
3aHATh
PoGota Ha npakTnyHOMY 3aHsATTi | 10 12 120 12 120 12 120 12 120
BuxkoHanHd 3aBnadp IS 5 4 20 4 20 4 20 4
CaMOCTIiiHO1 poOoTH
BukonaHHsS MOAYJILHOT pOOOTH 25 2 50 2 50 2 50 1
Pazom 404 379
Po3paxyHok koedimieHTa 100:404 = 0,247 60:379=0,158

6. KOHTPOJIb HABYAJIBHUX JTOCATHEHb
6.1. CucreMa Ol[iHIOBAHHSI HABYAJIbHUX J0CSTHEHb CTY/EHTIB

6.2. 3aBraHHs 1JIs1 caMOCTiifHOI po00TH Ta KpUTepii OLiHIOBAHHS.

3aBiaHHA A CaMOCTIMHOI poOOTH CTY/IEHTH BUKOHYIOTh Y BUIJISAI MUCHMOBHX MEPEKIIaIiB,
NepeKyIaliB i3 Bi3yaJIbHUM CYIpPOBOJOM (IIpe3eHTallii), 1yOaroBaHHs 3a JOIOMOT'0I0 TUTPIB Y Bif€O,

YCHOTO B1ITBOPEHHS IMIATOTOBJIEHOTO MEPEKIaay.

Axkanemi | bamu
3MiCTOBUYM MOIYJIh Ta TEMH 3aBJIaHHS VISl CAMOCTITHOT poO0TH YHUN
KOHTPOJI
b
1 2 3
S KYPC, 9 CEMECTP
3MICTOBUM MOJYJIb 1. Basics of Strategies in Interpreting and Translation
The use of translation strategies within the organization of information in popular [IpakTuune 5
newspapers. Presentation of the most interesting headlines from International | 3ansTTS
newspapers. Explaining the choice of strategies to translate headlines and short
previews taking into account target audience.
Organize sight translation of the chosen article from one of the most famous [Ipaktuune 5
newspapers publishing in three and more countries. Take into account cross cultural | 3ansTTS
aspects of Translating. Discuss the choice of global strategies.
Share two different magazines content organization, Editorial information and its [IpakTuune 5
Adaptation to Ukrainian culture. 3aHSTTS
Provide adaptation of one Ukrainian magazines article to English speaking market. [Ipaktuune 5
3aHSTTS
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Bceboro ‘

20

3MICTOBHUM MOJY.Ib 2. Local and global strategies in translating Global News.

Presenting specific social Glossary. Discussion of adaptation International News to [[IpakTuune 5
the target audience. 3QHSITTS
Role play. The Work Process of a Correspondent: A Case Study in Translation [[IpakTuune 5
Sociology. Cultural and social news translation and localization process. 3QHSITTS
The Analysis of Interpreting News practices. Ways of adaptation new information [[Ipaktuune 5
and messages to the target audience. 3QHSITTS
A Cultural Studies Approach to Translation in Commercial News. Translation [[IpakTuune 5
through Interpreting: A Television Newsroom Model. 3aHSTTS
Bceworo 20

S KYPC, 10 CEMECTP

3MICTOBHUM MOJY.JIb 3. Translation of different documents and informative sources

supporting commercial practice in the cultural, heritage and visitor attraction sector

Marathon of translation book covers information taking into account different [TpakTrune 5
genres of books. 3aHATTS
Rewriting as one of the most powerful strategies in translation literature heritage.  [[IpakTuune 5
Presentation of short abstract from the given book translated with the use of 3aHSTTS
rewriting strategy.
Rewriting in translation informal online content ( blogs, stories etc.). Organization [[IpakTuune 5
of team translating books blogs. 3QHSITTS
Presenting Interpreting of short episode from one of audio books. [IpakTrune 5
3aHATTA
Bceboro 20
1 2 | 3

S KYPC, 10 CEMECTP

3MICTOBUM MOJYJIb 4. Adaptation and Localization in International Advertising strategies

Presentation of translated Brand (company) profile. [IpakTnune 5
3aHATTS
Adaptation of Global brands promotional support ( several messages, promo and [[IpakTuune 5
POS materials) 3aHATTS
Interpreting several commercials or short advertising films from English into [[IpaxTuune 5
Ukrainian choosing lyrics with the sense from series of different Christmas Ads. 3aHATTS
Adapting Ukrainian advertising for English-speaking media market. [IpakTruHe 5
3aHATTS
Bceworo 20

6.3. ®opmu nNpoBeeHHS MOAY/JIbHOI0 KOHTPOJII0O HA KPUTePii OLiHIOBAHHS.

MonaynbHUNA KOHTPOJIb CKJIAJA€ThCS 3 YCHOI Ta NMUCBMOBOI YaCTHUHHU. YCHA YaCTUHA —
JTUKTAHT-TIEpeKIIa]] abo ayiroBaHHs-Tiepekyan. [lucbMoBa 4acTMHA — TEPEKiIaa Pi3HUX BHUIIB

TEKCTIB 32 TEMaTUKOIO KypcCy.

6.4. ®opmu NpoBeeHHS CEMECTPOBOI0 KOHTPOJIIO Ta KpUTEpPil ONiHIOBAHHS.
dopma cemMecTpOoBOTO KOHTPOIIO — 3aJTiK, OTPUMY€ETHCS aBTOMATHYHO 3a PE3yJIbTaTaMu

MOTOYHOT'O Ta MOAYJBHOI'O KOHTPOJIIO.
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dopmMa npoBeeHHs eK3aMeHYy: KOMOiHOBaHa (IMTMCbMOBHH MEPeKIa ] KOPOTKUX TEKCTIB 3
aHrIiicbKoi MOBH Ha yKpaiHchKy (400 3HaKiB) Ta 3 yKpaiHChKOT MOBHU Ha aHTJiicbKy (400
3HaKIB) W YCHUH NEPEKIa] Pi3HUX BUJIIB TEKCTIB 3 IHO3EMHHX Ta YKPATHCHKHUX JDKEpeT.

TpuBanicTs NpoBeieHHs1: yCHA YacTHHA — 20 XBUWIMH, TMCbMOBA YacTHHA — 60 XBUJIUH.
MaxkcumaibHa KijbKicTh 0ajiB: 40 OamiB. 3 HuX: ycHa yactuHa — 20 0ajiB, MUChbMOBA

yactuHa — 20 Oais.

Kpurepii oninioBanus:

. IlucekMoBa yacTHHA OIIIHIOETHCS 3 YPaxXyBaHHSIM PO3YMIHHS TEKCTY-OpHUTiHATY APYKOBaHHX

3MI Ta npaBWILHOI HOro mepenadi MOBOK MEpEeKIaay BUKOPHUCTOBYIOUYHM Pi3HI METOIU Ta
TEXHIKH IMMCbMOBOTO TIepeKIaay KoMepiiiiiHoi indopmarrii. [Tepekian 3 anriificbkkoi MoBu — 10
OaniB mepekiaj 3 ykpaincbkoi MoBu — 10 GaiiB (auB. TadI.).

. YcnayactuHa CKJIada€ThCA 3 My.]'IBTI/IMe,Ilia MIepeKiIag 3a TCMaTUKOIO KypCy 3 AHIJIIMCBEKOI MOBH

— 10 GaniB, 3 ykpaincbkoi MmoBu — 10 6amiB (quB. TabI.).

Bun pobotu Kpurepii oriHroBaHHS

VYcHa BiAIIOBiabL Maxkcumainsao — 20 0ais;

Kosxna rpamatudna/nekcuyHa nomMmika — minyc 0,5 6ana
KoykHa 3micToBHa mommiika — MiHyc 1 Oan

ITuceMoBe MaxkcumansHo — 20 6aJiis
3aBIaHHI KoxHna rpamarnyHa/iekcuaHa moMuika — Minyc 0,2 6aia

Koykna 3micToBHa mommiika — Minyc 0,5 6ama

6.5. OpieHTOBHMII MepeJIiK NUTaHb VIS CeMeCTPOBOro KOHTPo.I10 (10 cemectp).

l.

Basics of Strategies in Interpreting and Translation

Strategies as procedures in Interpreting and Translation Practices. General rules.

Translation and Interpreting strategies due to the Target audience and main goals of
interpreting or Translation texts.

Translation strategies within the organization of information in popular newspapers and
magazines.

Choice of strategies to translate headlines and short previews taking into account target
audience.

Cross cultural aspects of Translating different types of articles for newspapers publishing in
three and more countries. The choice of global strategies.

Various magazines content organization. Editorial information and its Adaptation.

The use of local strategies to translate international magazine information to publish issue in
Ukrainian language.

Cultural Translation (Framing) and Equivalence as main strategies for International News
Translation.

10. Pragmatic and Sociocultural Adaptation in Translation: Discourse and Communication

11.

Approach in translating News.
Explicitation and Culture Translation in International News. Adaptation of International News
to the target audience.

12. Cultural and social news translation and localization process. Adaptation and Norms in

Interpreting Global News.

13. A Cultural Studies Approach to Translation in Commercial News.

14. The Role of Norms in interpreting different types of news.

15. Descriptive strategy in translation book covers information.

16. Rewriting as one of the most powerful strategies in translation literature heritage.

17. Analytical approach to best practices in Translation Literature.

18. SL and TL strategies in translating Literature.

19. Adaptation of Literary texts with specificity of their genre to Ukrainian target audience.
20. Best practices of Ukrainian Literature translation into English.

21.

TL strategies in Translation and Interpreting books releases.



22.
23.
24.
25.
26.

27.
28.
29.
30.
31.

32.
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Procedural strategies in Translation and Interpreting books releases.

Revoicing audio books to Ukrainian target audience.

Rewriting in translation informal online content (blogs, stories etc.)

Adaptation of Ukrainian books releases to English speaking market.

Self-monitoring and correction in Translation special information, books presentations and
informal online content.

Adaptation, Equivalence, Norms and Ideology as supportive strategies in International
Branding documents Translation and Special events interpreting.

The roles of brand awareness and country-of-origin image in translation practices.
Adaptation Global brands promotional support.

Different aspects of Adaptation, Rewriting, Localization and Norms as strategies of
Interpreting and Translation International advertising campaigns and their components.
Localization of international advertising campaigns: adapting the company's communication
to the specificities of the local environment of the hosting countries targeted by the campaign.
Norms in translation and Interpreting International advertising campaigns and their
components.

6.6. HIxaua BigmoBigHoCTi OLIHOK

PeiliTunronsa Omninka 3a | 3HAYeHHH OIIHKH
OIliHKA cT00aIbHO
10 IIKAJIOK)
A 90-100 GamniB BingmiHHO — BinMiHHMI piBeHb 3HaHb (YMIHBb) B MeEXax
000B’SI3KOBOTO Martepiary 3 MOYJIUBUMU
HE3HAYHUMH HEJIOJIIKAMH
B 82-89 OauiB yxe no0pe — 10CTaTHbO BUCOKUH PiBEHb 3HAHD (YMiHb)

B MeXax O000B’S3KOBOro marepiany 0e3 CYTTEBUX
(rpyOuXx) NOMHUIIOK

C 75-81 OaniB JoOpe — B uimomy pao00puil piBeHb 3HaHb (YMiHb) 3
HE3HAYHO KUIBKICTIO IOMHJIOK
D 69-74 OaniB 3a10BUIBHO — TMOCEpeAHiN piBeHb 3HaHb (yMiHb) 13

3HAYHOI0 KUIBKICTIO HEIOJIKIB, JOCTATHIA I
MOJIAJIBIIOT0 HaBYaHHsI a00 nmpodeciiHOi AisIBHOCTI

E 60-68 GamniB JlocTaTHBO — MiHIMAJIBHO MOKJIMBUH TOIYCTUMUIN piBEHB
3HaHb (YMiHb)
FX 35-59 Gainis He3anoBiIbHO 3 MOXKJIMBICTIO TTOBTOPHOTO CKJIQJaHHS —

HE3aJ0BUIBHUNA DPIBEHb 3HaHb, 3 MOJKJIMBICTIO
MMOBTOPHOTO TIEPECKIIAJIaHHsI 32 YMOBH HAJIE)KHOTO
CaMOCTIHHOTO OONPAIIOBAHHS

F 1-34 GaniB He3anoBiibHO 3 00OB’S3KOBUM IMOBTOPHUM BHBUEHHSIM
KypCy — JIOCUTh HM3bKUU PiBEHb 3HAHB (YMiHB), IO
BHMArae MoBTOPHOTO BUBYCHHS TUCIUILITIHH




7. HaBuajibHO-MeTOANYHA KapTa Aucuuiuiinu (9, 10 cemectp)
Pa3zom: 240, npakTuyHi 3aHATTA - 96, camocTiiiHa po6oTa — 100, Moy IbHUI KOHTPOJIb — 14 TOAHH.

Monyni 3microBuii Mmoays 1 3micToBuii MOayJIb 2 3micToBuii MoayJb 3 3micToBuii MoayJib 4
Hasga Basics of Strategies in Local and global strategies in | Experience and best practices in | Adaptation and Localization in
MOZYJISt Interpreting and translating Global News Translation Literature and International advertising

Translation Informal texts. strategies
K-T1p 6aniB 3a 132 132 132 132
MOIYJIb™*
['onuuu 12 12 12 12 12 12 12 12
Temu Interpreting Explicitation, | Cultural Adaptation and | Rewriting, Translation and | Adaptation, Different
npaktuuHux | and Translation | Shifts, Translation Norms in Descriptive Interpreting Equivalence, aspects of
3aHSThH Strategies. Localization (Framing) and | Interpreting Strategies and | strategies Norms and Adaptation,
Implementatio | and Publishing | Equivalence as | Global News. | Sociological supporting Ideology as Transcreation,
n of Strategies | strategies for | main strategies Approach in adaptation of supportive Localization and
into practice of | translating for translation books releases, | strategies in Norms as
translating texts in | International Classical audio books and | International strategies of
Newspapers Magazines. News Literature and | informal online | Branding Interpreting and
texts. Translation. Fiction content (blogs, documents Translation
stories etc.), Translation International
and Special advertising
events campaigns and
Interpreting. their
components
CamocriiiHa 20(4x5) 20(4x5) 20(4x5) 20(4x5)
poboTta
Buau MonynsHa KOHTpOJBHA poboTa 1,2 MonynpHa KOHTpOJIsHA poboTa 3 |MoaynasHa KOHTpoJbHA podoTa 4,5 | MopaynbHa KOHTpOJIbHA poOoTa 6
HOTOYHOTO
KOHTPOJTIO 50 (2x25) 6anis 50 (2x25) GamiB 50 (2x25) GamniB 25 GaiB
[TincymkoBwmii 3amik Ex3amen (40 6aniB)
KOHTPOJIb

*KinpkicTh 0aniB 3a MOJYJIb BUPAXOBY€ETHCS 32 HABYANIbHY JISJIBHICTh




8. PEKOMEHJIOBAHI JIKEPEJIA:

OcHoBHI (0a30B1)

1.

Haymenko JI. IlpaktuyHuii Kypc mepekiany 3 aHrJIiicbKoi MOBM Ha yKpaiHcbKy = Practical
Course of Translation from English into Ukrainian: HaBu. mocionuk / JI. Haymenxko, A. I'opieesa.
— Biguwnmsa: Hosa Kuwura, 2011. — 136 c.

Handbook of Translation Studies (Volume 1) / Edited by Yves Gambier, Luc van Doorslaer. /
Publisher: John Benjamins Publishing Company, 2010. — 458 p.

Handbook of Translation Studies (Volume 3) / Edited by Yves Gambier and Luc van Doorslaer.
/ Publisher: John Benjamins Publishing Company, 2012. — 232 p. ISBN 978 90 272 0333 5 (Hb;
alk. paper); ISBN 978 90 272 7306 2 (Eb)

Handbook of Translation Studies (Volume 4) / Edited by Yves Gambier and Luc van Doorslaer.
/ Publisher: John Benjamins Publishing Company, 2013. — 244 p. ISBN 978 90 272 0334 2 (Hb
; alk. paper); ISBN 978 90 272 7081 8 (Eb)

Mona Baker. In Other Words: A Coursebook on Translation (3rd Edition). Publisher: Routledge
(3 edition), 2018. — 390 p. ISBN: 978-1-138-66687-0 (hbk);

ISBN: 978-1-138-66688-7 (pbk); ISBN: 978-1-3156-1918-7 (ebk)

Routledge Encyclopedia of Translation Studies (Third Edition). / Edited by Mona Baker and
Gabriela Saldanha. / Publisher: Routledge, 2020. — 900 p. ISBN: 978-1-138-93333-0 (hbk);
ISBN: 978-1-315-67862-7 (ebk)

Longman Dictionary of Contemporary English, 6™ edition./ Pearson Education Limited, 2016. —
2161p.

Oxford Advanced Learner's Dictionary of Current English: Eights Edition (by A.S.Hornby) /
Chief Editor: A P Cowie Oxford: Oxford University Press, 2012 — 1579 p.

JlonaTkoBi:

. Adam Gtlaz (Editor). Languages — Cultures— Worldviews: Focus on Translation. / Publisher:

Palgrave Studies in Translating and Interpreting, 2019. — 448 p. ISBN 978-3-030-28508-1;
ISBN 978-3-030-28509-8 (eBook)

Claire Scammell. Translation Strategies in Global News. / Publisher: Palgrave Studies in
Translating and Interpreting, 2018. — 98 p. ISBN 978-3-319-74023-2 ISBN 978-3-319-74024-9
(eBook)

Dimitris Asimakoulas. Rewriting Humour in Comic Books / Cultural Transfer and Translation
of Aristophanic Adaptations. / Publisher: Palgrave Studies in Translating and Interpreting, 2019.
—200p. ISBN 978-3-030-19526-7; ISBN 978-3-030-19527-4 (eBook)

European Parliament. Directorate-General for Translation: Multilingual Dictionary of New
Words (Sixth Edition). / European Union, 2016. — 260 p. ISBN 978-92-846-0177-6 (print); ISBN
978-92-846-0179-0 (pdf)

Lukasz Bogucki, Mikotaj Deckert (Editors). The Palgrave Handbook of Audiovisual
Translation and Media Accessibility. / Publisher: Palgrave Studies in Translating and
Interpreting, 2020. — 746 p. ISBN 978-3-030-42104-5; ISBN 978-3-030-42105-2 (eBook)
Renée Desjardins Claire Larsonneur, Philippe Lacour (Editors). / When Translation Goes
Digital: Case Studies and Critical Reflections. / Publisher: Palgrave Studies in Translating and
Interpreting, 2021. — 288 p. ISBN 978-3-030-51760-1; ISBN 978-3-030-51761-8 (eBook)

Sara Dicerto. Multimodal Pragmatics and Translation: A New Model for Source Text Analysis.
/ Publisher: Palgrave Studies in Translating and Interpreting, 2018. — 180 p.

ISBN 978-3-319-69343-9; ISBN 978-3-319-69344-6 (eBook)

The Routledge Handbook of Audiovisual Translation. / Edited by Luis Pérez-Gonzalez. /
Publisher: Routledge, 2019. — 570 p., ISBN: 978-1-138-85952-4 (hbk);

ISBN: 978-1-31-571716-6 (ebk)
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The Routledge Handbook of Translation and Ethics. / Edited by Kaisa Koskinen and Nike K.
Pokorn. / Publisher: Routledge, 2021. — 508 p. ISBN: 978-0-8153-5823-7(hbk);
ISBN: 978-1-0031-2797-0 (ebk)

10. The Routledge Handbook of Translation and Pragmatics. Edited by Rebecca Tipton and Louisa

Desilla. — Routledge, 2019. — 480 p. ISBN: 978-1-138-63729-0 (hbk);
ISBN: 978-1-3152-0556-4 (ebk)

JlonaTkoBi pecypceu:
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https://www.nationalgeographic.com/
https://www.youtube.com/channel/UCpVm7bg6pXKolProk5SkxG9A
https://www.youtube.com/bbcnews
https://www.theguardian.com/uk-news
https://www.independent.co.uk/

https://www.ft.com/

https://www.youtube.com/user/tsnukraine/about

https://dt.ua/
https://www.canneslions.com/
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https://www.youtube.com/bbcnews
https://www.theguardian.com/uk-news
https://www.independent.co.uk/
https://www.ft.com/
https://www.youtube.com/user/tsnukraine/about
https://dt.ua/
https://www.canneslions.com/
https://www.canneslions.com/

HopaTtok A

Opranizauisa ayguTopHoi podoTu 3 nucuunaiau «Crparerii yCHOro il nMcbMOBOT0
nepexJiaay» i 4ac MpPoBeJeHHs MOBTOPHOI0 KYpCy

[Tnan poOOTH 3 HABUAIBHOI JUCIHILTIHU Ha S Kypc 9 cemecTp (popma KOHTPOITIO — 3aITIK)

No mapu

Ha3Ba 3mMicTOBUX MOYJIiB, TEM

AxaneMiqHu

KOHTPOJIb

banu

3MICTOBHUI MOJLY.Ib 1. Basics of Strategies in Interpreting and Translation

Tema 1: Interpreting and Translation Strategies. Implementation of Strategies into practice of

translating Newspapers texts

[Tapa 1

Strategies as procedures in Interpreting and Translation
Practices. General rules.

[IpakTuune
3aHATTS

16

[Tapa 2

The use of translation strategies within the organization of
information in international newspapers. Choice of
strategies to translate headlines and short previews taking
into account target audience.

IIpakTnune
3aHATTS

16

[Tapa 3

The choice of strategies due to the Target audience to
translate different Newspapers articles.

IIpakTnune
3aHATTS

16

Tema 2: Explicitation, Shifts, Localization and Publishing strategies for translating texts in

Magazines.

[Tapa 4

Cross cultural aspects of Translating different types of
articles for newspapers publishing in three and more
countries. The choice of global strategies. Various
magazines content organization. Editorial information and
its Adaptation.

IIpakTnune
3aHATTS

16

ITapa 5

The use of local strategies to translate international
magazine information to publish issue in Ukrainian
language. Adaptation of Ukrainian magazines information
to English speaking market.

[IpaxkTune
3aHATTA

16

3MICTOBUI MOJIYJIb 2. Local and global strategies in translating Global News

Tema 3. Cultural Translation (Framing) and Equivalence as main strategies for International News

Translation.
[Tapa 6 Pragmatic and Sociocultural Adaptation in Translation: | IIpakTuune 16
Discourse and Communication Approach in translating | 3aHsTTS
News. News and social life of the words.
[Tapa 7 Explicitation and Culture Translation in International | [IpakTuune 16
News. Adaptation of International News to the target | 3ansaTTs
audience.
Tema 4. Adaptation and Norms in Interpreting Global News.
[Tapa 8 The Analysis of Interpreting News practices. Ways of | IIpaktuune 16
adaptation new information and messages to the target | 3aHsATTA
audience.
[Tapa 9 Translation through Interpreting: A Television Newsroom | [Ipaktuune 16
Model. The Role of Norms in Interpreting different types | 3anstTs 4

of news.




Po3paxyHok peidiTuHroBHuX 0aJiB 3 KoedimicHTOM
5 kypc (9 cemectp) (hopma KOHTPOIIO — 3aJTIK)
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.. ) Kinexicts
) . Kinekicts OaniB 3a
Ne Bun misnbHOCT1 OVHUILIL 10 Bcroro
OJIMHULIO
PO3paxyHKY
1 BiaBinyBaHHS MpaKTUYHUX 1 9 9
) 3aHATh
BukonaHHs 3aBIaHHs
2. HHA 3aB 5 9 45
caMoCTiiHO1 poOoTH
Biamosine Ha IpakKTUYHOM
3 JUIOBIA pa y 10 9 90
3aHATTI
4. KonTposibHe onuTyBaHHS 4 1 4

MaxkcuMaibHa KUTBKICTE OamiB: 148
KoedimienT po3paxyHky peidtuHrosux 6aiaiB cranoButh: 100/ 148 =0, 676




Honatoxk B

Opranizauisa ayguTopHoi podoTu 3 nucuunaiau «Crparerii yCHOro il nMcbMOBOT0
nepexJIaay» Mmijl 4ac NpoBeleHHSA MOBTOPHOI0 KYpCy

[Tnan po6oTH 3 HaBYAIBHOI AUCHUILTIHE Ha S Kype 10 cemecTp (Ppopma KOHTPOIIO — eK3aMEH)

10

No mapu

Ha3Ba 3mMicTOBUX MOYJIiB, TEM

AxaneMiqHu
KOHTPOJIb

bann

3MICTOBHUM MO/Y.Ib 3. Experience and best practices in Translation Literature and

Informal texts

Tema 5. Rewriting, Descriptive Strategies and Sociological Approach in translation Classical

Literature and Fiction

[Tapa 1

Descriptive strategy in translation book covers
information. Rewriting as one of the most powerful
strategies in translation literature heritage.

[IpaxkTune
3aHATTA

16

[Tapa 2

Analytical approach to best practices in Translation
Literature.  SL and TL strategies in translating
Literature.

IIpakTnune
3aHATTS

16

[Tapa 3

Adaptation of Literary texts with specificity of their
genre to Ukrainian target audience. Best practices of
Ukrainian Literature translation into English.

[IpaxkTune
3aHATTA

16

Tema 6. Translation and Interpreting strategies supporting adaptation of books releases, audio
books and informal online content (blogs, stories etc.)

[Tapa 4 TL strategies in Translation and Interpreting books | Ilpaktuune 16
releases. Revoicing audio books to Ukrainian target | 3aHATTS
audience.

ITapa 5 Rewriting in translation informal online content (blogs, | [IpakTuune 16
stories etc.) Self-monitoring and correction in | 3aHATTA

Translation special information, books presentations
and informal online content.

3MICTOBUM MOJIYJIb 4. Adaptation and Localization in International

Advertising strategies

Tema 7: Adaptation, Equivalence, Norms and Ideology as supportive strategies in
International Branding documents Translation and Special events Interpreting.

[Tapa 6 The roles of brand awareness and country-of-origin | Ilpaktuune 16
image in translation practices. Visual persuasion: | 3aHATTA
strategies of translation visuals in Global brands
advertising.

[Tapa 7 Adaptation Global brands promotional support. PR | Ilpaktuune 16
events framing due to the market specifics and target | 3ansTTS

audience preferences.

Tema 8. Different aspects of Adaptation, Rewriting, Localization and Norms as strategies

of Interpreting and Translation International advertising campaigns and their components.
[Tapa 8 Localization of international advertising campaigns: | IIpakTuune 16
adapting the company's communication to the | 3aHATTS
specificities of the local environment of the hosting
countries targeted by the campaign.
[Tapa 9 Different aspects of adaptation and localization outdoor | I[IpakTuune 16
advertising for English-speaking media market and | 3ansTTs 4

Ukraine. Norms
International
components.

in translation and Interpreting
advertising campaigns and their




Po3paxyHok peiiTHHroBHX 0aJiiB 3 KoediniecHTOM
5 kypc (10 cemectp) (bopMa KOHTPOIIIO — EK3aMEH)

19

.. . Kinexicts
} . Kinekicts OamniB 3a
Ne Bun qisiibHOCTI OJUHUIIL 10 Bcroro
OIVHULIIO
pO3paxXyHKy
1 BiaBimyBaHHS IPaKTHYIHUX 1 9 9
’ 3aHATh
Buxonanus 3aBrnanas
2. FHAL 4B 5 9 45
CaMOCTINHOT poboTH
PoboTa Ha mpakTUYHOM
3. pax y 10 9 90
3aHITTI
4. KoHTposibHE onuTyBaHHA 4 1 4

MaxkcuMaibHa KUTBKICTh OamiB: 148
KoedimienT po3paxyHky pedTHHroBux 0ajiB craHoBuUTh: 60 / 148 = 0, 405




