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IHOACHIOBAJIBHA 3AIIMCKA

B ymoBax MynbTHUKYIbTYpHOTO 1H(pOpMaliiiHoro cycnuibectBa XXI cTOmITTS
CTPIMKOTO PO3BUTKY HaOylId KOMYHIKalIiHI TEXHOJOrli, W0 NPUCKOPHIH
BCTAHOBJICHHS Ta PO3BUTOK MDKHApOJHHUX KOHTaKTIB B PI3HUX cdepax
CYCIUJIBHOTO JKUTTA. B KOHTEKCTI Komepiianizanli MDKHApOAHUX KOMYHIKaIlii
BiIOYJIOCH CETMEHTYBaHHS MEJIalpoCcTOPy, IO B CBOIO YEPry MPUCKOPHIO
dbopMyBaHHS HOBHMX MIIXOAIB A0 Tmepenadi iHdopmaiii IIbOBIA ayauTopii.
Binrak, HeoOXiHICTh JOKai3allii MibXKHapoIHO1 iH(opMallii cripuse GOpMyBaHHIO
CUCTeMH ii Mepekiagy Ta ajanTtauii BIJIOBIAHO 10 YMOB 1HGOpPMAIIIHOTO
CepeZIoBUINa MEBHOI IUILOBOI ayauTopii. TakuM YMHOM, OCOOJIMBOTO 3HAYCHHS
Ha0yBae TmparMaTU4Ha Ta COI[IOKYJbTYpHa aJanTaiis B MepeKiaal TEeKCTIB
MDKHAapOJHOTO  MEIIaNpoCcTOpy, M0 MIABUINYE I1X PO3YMIHHS ILILOBOIO
ayIUTOpI€I0 Ta MPHUCKOPIOE BIAMOBIAHY  3BOPOTHY peakiiio, (opmMyrodu
MOCTIHHUM KOMYHIKAIMHUN MPOCTIp sl 0OMIHY iHpopMalliero B pi3HUX chepax
KOMEPLIHHOT isJIbHOCTI.

META kypcy nossrae:

-B CHPUSHHI PO3YMIHHIO BaXKJIMUBOCTI TPUHIIMIIOBO HOBOI CHUTYyallii B
CYy4aCHOMY MDKKYJBTYPHOMY IIPOCTOP1 KOMEPLIMHOT JISTIBHOCTI;

- BUBYEHH1 PI3HUX KOMYHIKaUIMHUX MOJEJeH, COIIOKYJIbTYPHUX 1 MPaBOBUX
yMOB 00MiHY 1H(pOpMAIII€I0 B KOMEPIIHHOMY MEAIanpocTopi;

- O3HAMOMJIEHHI CTYJIEHTIB 3 MPUHLIMIAMH I METOJOJIOTIEI0 MepeKiany 1
ajanTaiii MDKHApOJHOI 1H(opMalii y JIOKAIbHOMY MEIalpoCcTopl pi3HUX PiBHIB
KOMEPIIIIHOT TiSTIbHOCTI;

- 3aCBOEHHI >KaHPOBO-CTUJIICTUYHUX OCOOJIMBOCTEM PI3HUX THUIIB TEKCTIB
KOMEPIIIIHOTO MeIianpocTopy Ta crnenudiky ix nepexiany 1 aaanTarii;

-Ha TIPUKJIAJl ICHYIOUOTO JIOCBiy JIEMOHCTpaIlli CTYJEeHTaM Ba)KJIHUBOCTI
aganTaiii Ta Jokamizamii 1HQopMmarli, 1O NEPeAAEThCA Y KOMEPIIHHOMY
MEIIanpocToOpl BIAMOBIAHO JO MEHTAIBHOCTI, COLIOKYJIBTYPHUX Ta MPaBOBUX
HOPM IIIJTLOBOT ayAUTOPII.

3ABJAHHS kypcy 3 KOMEpIIHOTO MepeKIaay:

- popMyBaHHS MDXMOBHOI KOMYHIKATUBHOI KOMIIETEHIII 3 ypaxyBaHHSAM ii
JIHTBICTUYHUX, TICUXOJOTTYHUX Ta KOTHITUBHUX MEXaHI3MIB B MDKHApOIHOMY
KOMEpPLIHHOMY Me1anpocTopi;

-pO3BUTOK  MEpeKiIafalbKoi  KOMIIETEHIlI  I0JA0  3aKOHOMIpHOCTEH
aJIeKBaTHOTO TMepekyany crnenudiuHux 1HPOpMaliiHUX TMOBIIOMJIEHb B PI3HUX
BUJIaX MeJlia Ta O13HeC-KOMYHIKAI[ISIX aHTJI1ACHKOI0 Ta YKpaiHChbKOIO MOBaMU;

- BUBYEHHSI CUCTEMHU KOHKPETHHMX 3aKOHOMIPHOCTEH aJeKBaTHOTO MepeKiany
TEKCTIB KOMEpPIIHHOTO MEIIalpoCcTOPy, BIATBOPEHHS 3MICTOBOTO 3HAYEHHS 1
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KAHPOBO CTHIIICTUYHHUX OCOOJIMBOCTEH TEKCTIB Ta MOBIJOMIIEHb Yy clielu(idHOMY
JIOKaJIbHOMY CEpeIOBHUILI HLTLOBOT Ay IUTOPII;

-3aCTOCYBaHHS COIIOKYJBTYPHOI, COIIaJbHO-TICUXOJIOT1YHOT KOMIETEHIIIT
II0JI0 BUBYEHHS COLIAJIbHO-CUMBOJIIYHOI MOBJIEHHEBOI 1 HEMOBJIEHHEBOI
MOBEAIHKMA TMPEJACTaBHUKIB IUILOBOI ayJUTOpli KOHKPETHOTO KOMEPIIHHOTO
MeI1anpocTopy.

OcHOBY Kypcy CKJIAJAIOTh Teopis 1 MpaKkTHKa MepeKiIaay, MiXKHApOIHI
KOMYHIKallil, COI[IOKYJbTYPHI JOCHIIIPKEHHS, NPAKTUKAa YCHOIO 1 IHCEMHOIO
MOBJICHHS, SIKI € HeoOXiAHOIo 0a3010 ajig MailOyTHIX NepekiagadviB, 3AaTHUX Ha
BHUCOKOMY TMpodeciiHOMYy piBHI BIATBOPUTH 1H(OpMALI0 MOBOI MEpeKiany,
3pO3YMUIOI0 JJIsl IIUTLOBOT ayJaUTOPii, Ha Ky po3paxoBaHE Mejia Ta KOMepIliiiHe
MOBIJOMJICHHS.

Y pe3yabTati BUBUEHHS KypCY 3 KOMEPIIHHOTO MepeKIaay CTyIeHT MOBUHEH
3HATH:

-TEOpil0 YCHOTO Ta MHCbMOBOTO TNEpeKiaay sK 3acol0y HalaroKeHHs
MDKKYJIBTYPHOI, MDKMOBHOT KOMYHIKAI[li B KOMEPLUIHHOMY MeA1anpocTopi;

-CcrmocoOM TparMaTuyHOl ajanTaiili TEeKCTy-OpHUriHaly B I1HIIOMOBHOMY
JIOKaJILHOMY CEpEOBUIIIL;

-BUAM 1 THUNM TEpeKagy Ta IX BHUKOPUCTAHHS JJI1 TPABUIBLHOTO
(amexBaTHOrO) BIATBOPEHHS 3HAYeHb KOMYHIKAaTUBHUX OAMHHUIL OYIb-SKOTO
KOMEPLIHHOT0 MeIianpoCTOpy MOBOIO NIEPEKIIaIy;

- mepekiaj TeKCTiB, sk iH(opMamiitnux ogununb 3MI, WEB, PR, pexnamu,
aynio-Bi3yallbHUX Mefla 13 crhenudiyHo TEPMIHOJIOTIEI0, HECTaHJIapTHUMU
MOBHUMU CTPYKTYpaMU Ta KaHPOBO-CTHIIICTUUHUMH OCOOJIMBOCTSIMU;

- c1ocoOU BIATBOPEHHS 0€3€KBIBAJICHTHOI JIEKCHUKH;

- pakTop CTUIIIO TEKCTY-OpPUTIHANY Y MPOLECI NEPEeKIaay KOMEpUIHHUX Meia
MTOBI1JJOMJICHb;

- TEOPito COLIIAJIbHO-TICUXOJIOTIYHOTO ~ aHaNli3y  KOMYHIKATUBHHX
0COOJIMBOCTEN LLILOBOT ayIUTOPII;

- aHai3, OCOOJMBOCTI Ta pOJIb MeJdla B CYYaCHOMY MDKKYJIBTYPHOMY
1HpOopMaIIITHOMY CYCHUIBCTBI Ta PI3HUX PIBHAX KOMEPLUIAHOL JISIBHOCTI.

BMITH :

-MepeKIagaTu rajay3eBy TepMIHOJIOTi, (pa3eonorito, creuudiuyny 3a
CTPYKTYpHOIO (POpMOIO, CJIOTaHM, PI3HI TUMHM PEYeHb, €MOIIHHO 3abapBieHi 1
HEUTpaJIbH1 TEKCTH;

- po3MoAIATH Ta 00’ €JHYBaTH BUCIIOBIIOBAHHS P MEPEKIIaIi;

- 3[1MCHIOBATH MEepeKIaJalbKUil aHalli3 TEKCTIB;

- IepeKyIaaTH BJIacHI Ha3BH;

- BIATBOpIOBaTH 0€3€KBIBAJICHTHY JIEKCUKY;

-BUCTYNAaTH 3 TOBIAOMJIEHHAMHM 3a OOpaHOI TEMAaTUKOI, J00HpaTh
(bakTUUHUN MaTepian A KypCOBHX 1 JUIUIOMHHUX POOIT;
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- 3aCTOCOBYBATHU MepeKIaaalbki TpanchopMmarliiini 3aco0u B MPaKTHUIll YCHOT'O
Ta MUCbMOBOT'O MEpPEKIIAay;

-TpaHCc(OpMYBaTH Bi3yaJibHI CHMBOJM MDKKYJIBTYPHOTO 3HAUY€HHS Y
BepOaIbH1, BAKOPUCTOBYIOUM MOBY OpPUTIHANY 1 IEPEKIANY;

- KOpUCTYBaTUCA  aBTOMATHUYHUMM  CJIOBHUKaMH, IHTEpHET-pecypcaMu,
KOMIT'IOTEpHUMHU TMEpeKIalallbKUMU TporpaMaMH Ta peaaryBaTd IepekiiaieH1
TEKCTH.

Kypc pospaxoBanuii Ha 180 roauH, 3 HUX, NMPAKTUYHI 3aHATTS — 68 ToAuH,
caMocCTiiiHa poboTta cTyneHTiB — 70 ToauH, MOIYJIBbHUN KOHTPOJIb — 12 TroauH,
ceMecTpoBUi KOHTPOJb — 30 rouH.



CTPYKTYPA IIPOT'PAMU HABYAJILHOI JUCHMILJIIHA
I. OMUC MPEAMETA HABYAJBHOI JUCIHUATLITHUA

IIpeamer: Komepuiiinuii nepexiaaj

Kypc CrneuiaJIbHICTD, XapakTepucTuka
cneniaJizanisi, ocBiTHiM HaBYaJIbHOI
piBeHb AUCUHMILTIHA

Kinbkicth crienianbHIicTh: 035 Pik mixroroBkm: 5
KpPEJIUTIB, dinonoris
BIIMOBITHUX Cemectp: 9, 10
ECTS: cnemiamizauia: 035.04 IpakTnyHi 3aHATTA:
6 kpeoumis ['epMaHCBK1 MOBH 1 68200un

3MICTOB1 MOJYJIi:

4 mooyni

3aranpHuii o0csAr

IUCIUILTIHA

(roguun): 180
200UH

JiTepaTypa
(mepeksiaj] BKIIOYHO).

OCBITHSI IIpOrpama:

[Tepexitan

OcBIiTHIl piBEHb: IpyTUit
(MaricTepchKHil)

CamocrTiitHa podora:

70 2o0un

MonyabHui
KOHTPOJIb.

12 co0un

Bux koHTpOIIO:
9 cemecmp — 3anix,
10 cemecmp — icnum

(30 2o0un)




I1. PO3IOJLJ T'OJIJUH KYPCY HABYAJIbHOI JTUCLUIIJIIHA

Ne Ha3Bu TeMaTHYHUX PO31iJiB KinbkicTh roaun
3/m
£ | = JE
E >§ é S A
= | B gl S § =
= 2| 8 & &| 5 &
3 & | =28 5 | & 8
W E Qs x| B2 Z
1 2 3 4 5 6 7
9 cemecTp
3microBmii moayabl. Translation vs Adaptation in the International Commercial
Media space
1 | Different types of Media in International Commercial | 21 8 12 1
area. The choice of translation or adaptation due to the
type of Media.
2 | The Role of Culture in Commercial Translation. | 21 8 12 1
Translation through cultures.
Pazom | 42 16 | 24 2

media texts.

3microBuii moayasb 2. Translation, Adaptation and Localization of Printed commercial

3 | Fundamentals of Translation and Localization texts for | 24 | 10 | 12 2
newspapers and magazines in multicultural commercial
media space.
4 | Translation and Adaptation of various commercial printed | 24 | 10 | 12 2
texts
Pazom | 48 | 20 | 24 4
Pa3zom 3a 9-ii HaBuanbHuii cemectp | 90 | 36 | 48 6 -
10 cemecTp
3microBuii moayasb 3. Translation in Global Commercial News.
5 | Transformations in International Commercial News. 16 8 6 2
6 | The Analysis of Commercial News Translation Process. 13 8 4 1
Pazom | 29 | 16 | 10 3

3micToBuii moayJb 4. Standardization or adaptation in International advertising strategies.

7 | Different aspects of adaptation and localization of| 16 8 6 2
International  advertising  campaigns and their
components
8 | Translation in International Branding. 15 8 6 1
Pazom | 31 16 | 12 3
Pa3om 3a 10-ii HaByaabHuMii cemecTp | 90 | 32 | 22 6 30
Pazom3zapik| 180 | 68 | 70 | 12 | 30




III. TEMATUYHUWHA IIJIAH HABYAJIBHOI TUCOUTLITHA

3SMICTOBUM MOJAYJb 1. Translation vs Adaptation in the
International commercial media space

Tema 1: Different types of Media in International Commercial area. The
choice of translation or adaptation due to the type of Media.

Adaptation in Translation Studies. Different types of Commercial Media. The
choice of translation or adaptation due to the type of Media. General rules of
translation or adaptation of texts in commercial media space. Translation of
stylistic devices in commercial media texts. Pragmatic and Sociocultural
Adaptation in Translation: Discourse and Communication Approach.

Tema 2: The Role of Culture in Commercial Translation. Translation
through cultures.

The Role of Culture in Commercial Translation. Translation and adaptation of
Culture-specific Items (CSI): 1) Terminology / nomenclature 2) Internationally
known items and sets 3) Concrete objects, basic level items 4) Word, expressing
perception and evaluation often linked to socio-cultural norms 5) Culture-bound
elements. Translation through cultures.

3MICTOBHUM MOJYJIb 2. Translation, Adaptation and Localization of
Printed commercial media texts.

Tema 3: Fundamentals of Translation and Localization texts for
newspapers and magazines in multicultural commercial media space.

Fundamentals of Translation and Localization texts for newspapers and
magazines in multicultural commercial media space. Cross cultural aspects of
Translating Editorials and different types of articles for printed media editions
publishing in three and more countries.

Tema 4: Translation and Adaptation of various commercial printed texts

Translation and Adaptation products and services POS materials (leaflets,
brochures, business cards, fliers etc.) for International Exhibitions and Fairs in
English-speaking countries. Preparing bilingual issues for Exhibition media space
in Ukraine. The role of adaptation companies information for International
Directories and Catalogues.

3MICTOBHUH MOJIY.JIb 3. Translation in Global Commercial News.

Tema 5: Transformations in International Commercial News.

News and social life of the words. Transformations in International
Commercial News. Adaptation of International Commercial News to the target
audience. Cross-cultural Journalism and the Language Divide. The Work Process
of a Correspondent: A Case Study in Translation Sociology.
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Tema 6: The Analysis of Commercial News Translation Process.

The Analysis of Press Translation Process. A Cultural Studies Approach to
Translation in Commercial News. Translation through Interpreting: A Television
Newsroom Model. The Role of Translation Studies in the Analysis of
Contemporary Issues.

3MICTOBUH MOJYJb 4. Standardization or adaptation in
International advertising strategies.

Tema 7: Different aspects of adaptation and localization of 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. Adapting ad commercials for local markets.
Different aspects of adaptation and localization outdoor advertising for English-
speaking media market and Ukraine.

Tema 8: Translation in International Branding.

The roles of brand personality and country-of-origin image techniques for the
translation of advertising slogans. Visual persuasion: issues in the translation ofthe
visual in advertising. Name Selection in International Branding: Translating Brand
Culture.



IV. HaByaibHO-MeTOAMYHA KapTa qucuuIIinu « KomepuiiiHuii nepexaamn
V-ii pik HaBuyanH (9, 10 cemecTp)
Pazom: 180, npakTu4Hi 3aHATTA - 68, camocTiiiHa podoTa — 70, MOXYJIbHMH KOHTPOJIb — 12 roamH.

Monymi 3micToBuit MoyIH 1 3micToBHI MOy 2 3micToBHiIT MOTYITH 3 3micToBuit MoyIH 4
Hazpa Different types of Media in Translation, Adaptation and Translation in Global Standardization or adaptation
MOTyJIst International Commerecial Localization of Printed Commercial News. in International advertising

area. The choice of translation
or adaptation due to the type
of Media.

commercial media texts.

strategies.

K-1p GamniB 3a

8+ (8x 10) = 88

10+ (10x 10) =110

8+ (8x 10) = 88

8+ (8x 10) = 88

MOTYITb
lNonpunan 8 8 10 10 8 8 8 8
Temu Translation | The Role of Fundamentals | Translation and | Transformati | The Analysis of | Different Translation in
JIEKIIHUX Ta | VS Culture in of Translation | Adaptation of | ons in Commercial aspects of International
npaktiannx | Adaptation | Commercial and various International | News adaptation and | Branding.
e in the Translation. Localization commercial Commercial | Translation localization of
Internatlopal Translation texts for printed texts News. Process. 1nterngt1.0nal
commercial | through cultures. | newspapers advertising
media space and magazines campaigns and
in their
multicultural components
commercial
media space.
CamocriiiHa 25(5x5) 25(5x5) 25(5x5) 30(6x5)
poboTta
Bumun MonynbHa KOHTposibHA poboTta 1 | MonynpHa KOHTposibHA poboTta 2 | MoaynbHa KOHTpoJbHa poOoTa 3 | MoaynbHa KOHTpoJibHA poboTa 4
IIOTOYHOTO 25 OaiiB 25 OaiiB 25 OaiiB 25 OaiiB
KOHTPOJTIO
[TincymkoBwHiA 3aiik Icut (40 GaiB)
KOHTPOJIb

*KinbKicTh OaJliB 32 MOYJIb BUPAXOBYETHCS 3a HABYAJIbHY A1SIBHICTD

12
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V. 3ABJIAHHS JIJIA CAMOCTIVHOI POBOTH

3MICTOBUHM MOJYJIb 1. Translation vs Adaptation in the International
commercial media space

1. Media discourses: analyzing media texts. News and social life of the words.

2. The performance of identity in International consumers’ magazines.
Adaptation of information to target country.

3. Studying Television as narrative. Conversation analysis of broadcast
interviews. Peculiarities of translating interviews with celebrities.

4. New media: weblogs and other interactive media. How to translate chats?

5. Translation and adaptation of Culture-specific Items in different types of media
texts.

3MICTOBHUH MOJYJb 2. Translation, Adaptation and Localization of
Printed commercial media texts.

1. Strategies for translation of promotional printed texts.

2. Translation supporting commercial documentary in multicultural media space,
taking into account specific terminology of different industries.

3. Adaptation companies information for International Directories and
Catalogues.

4. Translation and adaptation newspaper texts in multilingual area. Localization
of International newspapers and magazines information.

5. Translating printed media texts from native language into English.

3MICTOBHUH MOJIYJIb 3. Translation in Global Commercial News.

1. Specifics and methodology in translating News.

2. Cross-cultural Journalism. Translation journalist reports from English-speaking
countries.

3. Translation and adaptation broadcast interviews.

4. Analysis news translation of “difficult” International topics.

5. Transformations in News as a Case study of Sociology.

3MICTOBUHM MOJYJIb 4. Standardization or adaptation in International
advertising strategies.

1. Brand awareness and process of adaptation Global Brand values to the local
markets.

2. Translation and adaptation of International Ad campaigns to new markets.

3. Specifics of translation Ad slogans and rhymed Ad texts.

4. Transliteration of Global Brands names in localization of Ad campaigns.

5. Peculiarities of adaptation humorous aspects in International Ad texts to the
local markets.



VL. KAPTA CAMOCTIHHOI POBOTH CTYJEHTA

Vkypc (9, 10 cemectp)

13

- £ & 54
3MiCTOBHIT MOTYJIb Ta TEMHU KYPCY 2 S|z =
E AERE
9 cemecTp
3MICTOBUM MOJY.JIb 1.
Translation vs Adaptation in the International commercial media space

Media discourses: analyzing media texts. News and social life of the |Ilpaxmauni| 2-ji 5
words. SaHATTA

The performance of identity in International consumers’ magazines.| Ipaktuni [ 4-ji 5
Adaptation of information to target country. SaHATTA

Studying Television as narrative. Conversation analysis of broadcast |Ilpakrauni| — 6-i 5
interviews. Peculiarities of translating interviews with celebrities. SarsITTs

New media: weblogs and other interactive media. How to translate |llpakrtmumi | — 8-i 5
chats? SaHATTA

Translation and adaptation of Culture-specific Items in different types |IIpakruuni | 9-ji 5
of media texts. SaITTA

Pa3om 3a moayas 1 25 daxis

3MICTOBUH MOJYJIb 2.
Translation, Adaptation and Localization of Printed commercial media texts.

Strategies for translation of promotional printed texts. Hpakriani | 10-i | 5
3aHATTA

Translation supporting commercial documentary in multicultural media |Ilpakruani| 12-5 | 5
space, taking into account specific terminology of different industries. |3

Adaptation companies information for International Directories and |Ilpakruumi| 14-; | 5
Catalogues. SarsITTs

Translation and adaptation newspaper texts in multilingual area. Hpakrmani | 16-i1 | 5
Localization of International newspapers and magazines information. SaHATTA

Translating printed media texts from native language into English. Hpakriani | 18- | 5
3aHATTA

Pa3om 3a moayab 2 25 doaxis

10 cemecTp
3MICTOBHUM MOJYJIb 3. Translation in Global Commercial News.

Specifics and methodology in translating News. Hpakriani | 2-i1 5
3aHATTA

Cross-cultural Journalism. Translation journalist reports from English-  |TIpakruuni | 4-j1 5
speaking countries. SamITTA

Translation and adaptation broadcast interviews. Hpakriasi | 6-i 5
3aHATTA

Analysis news translation of “difficult” International topics. [Ipaxtuani | 8-if 5
3AHATTSL

Transformations in News as a Case study of Sociology. [paktiani | 10-i 5
3aHATTA

Pa3om 3a moay.as 3 25 doaxis




3MICTOBHUH MOJY.Ib 4.
Standardization or adaptation in International advertising strategies.
Brand awareness and process of adaptation Global Brand values to the  [Hpakmmuni | 11-i1 5
local markets. SarsITTs
. Translation and adaptation of International Ad campaigns to new Hpakriani | 12-i 5
markets. 3aHATTS
Specifics of translation Ad slogans and rhymed Ad texts. Hpakriani | 13-i 5
3aHATTA
Transliteration of Global Brands names in localization of Ad campaigns. [Ipakrauni | 14-i 5
3aHATTA
Peculiarities of adaptation humorous aspects in International Ad texts to |IIpakruuni | 15-i 5
the local markets. SarsTTs
Adaptation and localization texts with hidden advertising claims. pakraani | 16-i1 5
3aHATTA
Pa3zom 3a moayas 4 30 daxis
Pasom 3a pik ( Vkypc) 105 6aniB

14
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VII. CUCTEMA ITIOTOYHOI'O TA MIIJCYMKOBOI'O KOHTPOJIIO 3HAHbD.

HaBuanbHi TOCATHEHHS CTYACHTIB 13 AUCHUILIIHU «KoMepiiiHuil mepeksany

OI_IiHIOIOTBCSI 3a MOI[YJ]BHO-pCﬁTHHI‘OBOIO CUCTCMOI0, B OCHOBY SIKO1 TIOKJIaJICHO

MPUHIIAIT  KOOTIEpaIifHO1

HaKOHI/I‘IYBaJIBHOI CUCTCMHU OI_IiHIOBaHHSI piBHSI 3HAaHb, YMIHB Ta HABUYOK.

3BITHOCTI,

000B’ I3KOBOCTI

MOAYJIIBHOTO KOHTPOJIIO,

Tabnuys 8.1
Po3paxyHok pedTHHIOBUX 0aJiB
KoedirieHT po3paxyHKy peHTHHTOBUX OaIiB 32 ceMecTpaMu
Kypc V: Komepuiitnuit nepexnan
(9-# cemecTp)
. . Kinbkicth
: . Kinbkicts 6ainis
Ne Bun mistieHOCTI OJUHUILIB 10 Bceboro
3a OJIUHHUIIIO
PO3paxyHKy
1 BiasinyBaHHs | 18 18
MPAKTUYHHUX 3aHSATh
B
5 | BUKOHAHHS 3aB1AHHA 5 10 50
CaMOCTIHHOI poOOTH
BianoBings Ha
3. | DATIOBU . 10 18 180
MPAKTUYHOMY 3aHSTTI
MopynbHa KOHTPOJIbHA
4. | po6oTa (y T.4. BUKOHAHHS 25 2 50
TECTOBOI'0 KOHTPOJIIO)
MakcuMainbHa KUTbKICTb 0aniB: 298
Koediuient po3paxynky peirrunrosux 6ainis: 100 / 298= 0,335
(10-i1 cemectp)
. . Kinbkicth
: . Kinbkicts 6aini
Ne Bun mistmeHOCTI OJUHUILIB 10 Bceboro
3a OJIUHUIIIO
PO3paxyHKy
Bins
| | Binsinysanms | 16 16
MPAaKTUYHKUX 3aHATh
B
5 | BUKOHAHHS 3aB1AHHA 5 1 55
CaMOCTIHHOI poOOTH
Bi :
3. | DVHIOBUL HA . 10 16 160
MPAKTUYHOMY 3aHSTTI
MopynbHa KOHTPOJbHA
4. | po6oTa (y T.4. BUKOHAHHS 25 2 50

TECTOBOTI'0 KOHTPOJIIO)

MakcumalibHa KUIbKICTh 0aniB: 276

Koedirient po3paxyHky peiitunroBux oamis: 60 / 276= 0,217
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Tabnuys 9.2

IHopsanok nepeBeeHHsI PEITHHIOBUX MOKA3HUKIB YCHIIIHOCTI CTY/ICHTIB Y

esponeiicbki oninku ECTS

PeiiTunrosa | Ouinka 3a cT00a/1bHOI0 3HauyeHHS OLiHKHU
OILliHKA IIKAJI0I0
A 90-100 BinMiHHO — BIAMIHHUI piBE€Hb 3HAHb (YMIHB) Y
oajiB Mexax 000B’SI3KOBOIO MaTepiany 3, MOKIJIMBUMU,
HE3HAYHUMU HEJOJTIKaMH
B 82-89 Hyxe nobpe — n0CTaTHHO BUCOKUM PIBEHb 3HAHB
oaJiB (yMiHB) y Mexax 000B’SI3KOBOTO MaTepiany 6e3
CYTTEBHUX IPYOUX IIOMUIIOK
C 75-81 JloOpe — B 1uioMy 100puil piBeHb 3HaHb (YMIHb)
oaJjiB 3 HE3HAYHOIO KUIbKICTIO TOMUJIOK
D 69-74 3a/10BUIbHO — MOCEpEHIN piBEHb 3HaHb (YMIHb)
o0aJiB 13 3HAYHOIO KIIBKICTIO HEAOJIKIB, JOCTATHINA IJIsT
MIOAAJIBIIOr0 HaBYaHHs abo npodeciiHoi
JISUIBHOCTI
E 60-68 JlocTaTHRO — MIHIMAIBHO MOYKIUBHI
oaJjiB JOIYCTUMHM pIBEHb 3HAaHb (YMIHb)
FX 35-59 He3anoBUIbHO 3 MOXKIIUBICTIO TOBTOPHOIO
oajiB CKJIaJIaHHsl — HEe3aJJ0BUIbHUN pPIBEHb 3HAHb, 3
MO>KJIUBICTIO TOBTOPHOTO NEPECKIAaIaHHS 32
YMOBH HaJIE)KHOT'O CAMOCTIHHOTO JOONPAIIOBAHHSI
F 1-34 HezanoBuibHO 3 000B’I3KOBUM NTOBTOPHUM
oajiB BHUBUYEHHSM KypCy — JIOCUTbh HU3bKUU PIBEHb
3HaHb (YMIiHB), 1[I0 BUMAra€e MOBTOPHOTO BUBUCHHS
TUCITUTUTIHI

Tabnuys 9.3

3arajbHi KpuTepil OLiHIOBAHHS HABYAJIbHHUX JOCATHEHb CTY/IEHTIB

Ouinka

Kpurepii oninroBanus

«BiAMiHHO»

CTaBUTHCS 3a IMOBHI Ta MIlHI 3HaHHA Martepiany B 3aJaHOMYy o00Cs31, BMiHHS BUIBHO
BUKOHYBaTH NpPaKTUYHI 3aBJaHHs, NependadeHi HaBYAJIBHOIO IMPOrPaMOI0; 3a 3HaHHS
OCHOBHOI Ta JOAATKOBOI JIiTepaTypH; 3a BHSB KPEAaTHUBHOCTI Yy PO3YMiHHI 1 TBOpUOMY
BUKOPHCTaHHI HA0YTHX 3HaHb Ta YMiHb.

«nodpe»

CTaBUTHCS 3a BHSB CTYICHTOM IMOBHHMX, CHCTEMAaTHYHHUX 3HAHb 13 NUCHHUILUIIHU, YCITiIIHE
BUKOHAHHS MPAaKTUYHHUX 3aBJaHb, 3aCBOEHHS OCHOBHOI Ta J0JaTKOBOI JiTepaTypH,
3IaTHICTh J0 CaMOCTIHHOIO TOIOBHEHHS Ta OHOBJCHHS 3HaHb. AJie Yy BIINOBimi
CTyACHTA HassBHI HE3HAYHI MIOMUJIKH.

«3a10BIJILHO»

CTaBUTHCS 3a BUSB 3HAHHS OCHOBHOI'O HaBYAJIBHOTO MaTepiajdy B 00Cs3i, JOCTATHHOMY
JUISL TIOJIAIBIIOr0 HaBYaHHA 1 MallOyTHROI (haXxoBOI MisUIBHOCTI, TOBEPXOBY 00i3HAHICTH
3 OCHOBHOIO 1 JTOJaTKOBOIO JIITEPaTypolo, MepeadaueHO HAaBYAIBLHOK MPOTrPaMoio;
MOXJIMBI CYTTE€BI IOMWIKH Yy BHKOHAaHHI MNPAaKTUYHUX 3aBlIaHb, alie CTYICHT
CIIPOMOKHHUM YCYHYTH 1X 13 JOMOMOTO0 BHUKJIanaua.

«HeSaI[OBiJ'ILHO»

BUCTABJISETHCA CTYACHTOBI, BIANOBIAL SAKOrO TMiJl 4Yac BIATBOPEHHS OCHOBHOIO
MPOrpaMoOBOTO MaTepially MOBEpxoBa, (hparMeHTapHA, IO 3YMOBJIIOETHCS MOYATKOBUMH
VSABJICHHSAMH MPO MPEAMET BUBYCHHS. TaKUM YHHOM, OIIHKA «HE3aI0BIIbHO» CTaBHUTHCS
CTYJCHTOBI, SIKMH HECIPOMOXXHHH 0 HaBYaHHS YU BUKOHAaHHSI ()axoBOi MisJIBHOCTI
micias 3akiHueHHss BH3 0e3 MOBTOpHOro HaBYaHHS 3a NPOTPaMOI0 BiJIMOBiTHOL
JUCIATLIIHHA.
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Koxuuii monyns BkJIOYae Oaldu 3a NOTOYHY poOOTY CTylIeHTa Ha
NPAaKTUYHUX 3aHATTSAX, BUKOHAHHA CaMOCTIMHOI pPOOOTH, IHAMBIAYalbHY pOOOTY,
MOJTyJIbHY KOHTPOJIbHY pOOOTY.

BukoHaHHS MOIYJIbHUX KOHTPOJBHUX POOIT 3IMCHIOETHCS B PEXUMI
KOMIT FOT€PHOI JIIArHOCTUKH 200 3 BUKOPUCTAHHSIM PO3IPYKOBAHUX 3aBaHb.

[IpakTuunuii mepekyag pi3HUX Melia TEKCTIB, SKI BUKOHYE CTYACHT 3a
BU3HAYEHOI0 TEMAaTHUKOIO I1HIWBIAYadbHO, OOrOBOPIOIOTHCS Ta 3aXUIIAIOThCS Ha
MPAaKTUYHUX 3aHATTSX.

MonynbHUI KOHTPOJb 3HAaHb CTYACHTIB 3MIACHIOETBCS TICHS 3aBEPLICHHS
BHUBYEHHS HABYAJILHOTO MaTepialy MOIYJISL.

Kinpkicth OaniB 3a poOOTYy 3 TEOPETUUHUM MAaTEpiajioM, Ha MPaKTUYHHUX
3aHATTSX, 1]l YaC BUKOHAHHS CaMOCTIMHOT poOOTH 3aJIeKUTh Bl JOTPUMAHHS TaKUX
BUMOT:

e  CBOEYACHICTh BUKOHAHHS HaBYAJbHHUX 3aB/IaHb;
e IIOBHHMI 0OCST iX BUKOHAHHS;

e SKICTh BUKOHAHHS HABYAJIbHUX 3aBJ/IaHb;

e  CaMOCTIHHICTh BUKOHAHHS;

e TBOpYMHU MIAXIJ y BUKOHAHHI 3aBJIaHb;

e IHIIIATUBHICTh Y HABYAIBHIN JISUTBHOCTI.

VIII. METOAU HABYAHHSA

I. Memoou opeanizayii ma 30iticHeHHs HABYAILHO-NI3HABAILHOL OIAILHOCTI

1) 3a pxepesioMm indopmanmii:

* Crnogecni: ceMiHap, MOSCHEHHS, PO3MOBI/Ib 13 32CTOCYBAaHHIM KOMII IOTEPHUX
iHpopmariitnux Texnonorii (PowerPoint — [pe3enrarnis), 6ecina.

* Haoumi: cioCcTEpeKEHHs, UTFOCTpaIlisi, 1eMOHCTpaIlis.

* [Ipakmuuni: BIPABH.

2) 3a jorikoro nepenadyi i cnpuiiMaHHs HABYAJbHOI iHGopManii: IHAYKTUBHI,
JICMyKTHBHI, aHATITUYH1, CHHTETHYHI.

3) 3a ctyneHeM caMOCTIiiHOCTi MHCJIEHHSI: PETIPOTYKTHBHI, TIOIIYKOBI, TOCTITHULIBKI.
4) 3a ctyneHeM KepyBaHHSI HABYAJIbHOIO TiSUIbHICTIO: IT1]1 KEPIBHUIITBOM
BHKJIaJ|aya; CaMOCTiiiHa poOOTa CTY/IEHTIB; BUKOHAHHS 1HAUBITYyaTIbHUX
HaBYAJIbHUX MPOEKTIB.

II. Memoou cmumynosanns inmepecy 00 HABYAHHA | MOMUBAYI] HABUAILHO-
NI3HABANLHOI OIAILHOCI:

1) Meroam cTUMYJIOBAHHSI iHTepecy /A0 HaBYAHHS: HaBYaJbHI JUCKYCIi;
CTBOPEHHSI CHUTYyallll Mi3HABaJIbHOI HOBMU3HHU; CTBOPEHHS CUTYaIlill 3alliKaBJIEHOCTI
(MeTo/ 1IKaBUX aHAJIOT1H TOIIIO).
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IX. METOANYHE 3ABE3IIEYEHHSA KYPCY

HaBYaJbHI ITOCIOHUKHU;

poOoya HaBUaJdbHA MPOTpaMa;

pecypcu rio0aibHOT KOMIT IOTEPHOT MEPExKi;

3ac00HU M1ICYMKOBOT'O KOHTPOJIIO;

3aBJaHHS JJI1 PEKTOPCHKOTO KOHTPOJIIO 3HAaHb CTYACHTIB 3 HABUAJIBHOI
MUCIUATUIIHH.

X. OPIEHTOBHUM NEPEJIK IATAHB JIO ICIATY

Different types of Media, the influence of media on the target audience.

Printed media and peculiarities of newspaper text translation.

General rules of translation or adaptation of texts in commercial media space.
Translation of stylistic devices in media texts.

Pragmatic and Sociocultural Adaptation in Translation commercial media

Al S

texts.
Commercial Media Discourse and Communication Approach.

a

7. Translation and adaptation of Culture-specific Items (CSI):

8. Translation and adaptation culture-bound elements. Translation through
cultures.

9. Fundamentals of Translation and Localization texts for newspapers and
magazines in multicultural commercial media space.

10. Transformations in catchy newspaper headlines.

11.Adaptation and localization newspaper Editorials.

12.Localization International magazines content to the target audience.

13.Cross cultural aspects of translating newspaper articles for International printed
media editions.

14.Peculiarities of translation printed materials for International scientific
conferences including Programs and brochures.

15.Translation and Adaptation POS materials (leaflets, brochures, business cards,
fliers etc.) for International media events in English-speaking countries.

16.The role of adaptation information about companies for International
Directories and Catalogues.

17.The importance of accuracy in translation and adaptation of company name
and primary information about it.

18.News and social life of the words. Transformations in International News.

19. Adaptation of International News to the local target audience.

20. Cross-cultural Journalism and the Language Divide. Ethics in translation live
interviews.

21.Translation through Interpreting: A Television Newsroom Model.
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22.Peculiarities of Translation phrasal units, quotations and jokes in International
News.

23.Difficulties in Localization metaphors, metonymies and allusions in the context
of International News to the target audiences with different cultures.

24.The Role of Translation Studies in the Analysis of Contemporary Issues.

25.Localization of international advertising campaigns: necessity of naturalizing
in translation ad texts.

26.Adapting ad commercials for local markets.

27.Different aspects of adaptation and localization outdoor advertising for
English-speaking media market and Ukraine.

28.The roles of brand personality and country-of-origin image techniques for the
translation of advertising slogans.

29.Visual persuasion: issues in the translation of the visual in advertising.

30.Name Selection in International Branding: Translating Brand Culture.
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XI. PEKOMEHAOBAHA JIITEPATYPA:

OCHOBHA JIITEPATVYPA:

1.

Kopyneus 1. B. Teopis 1 npakTuka nepekiiany (aCeKTHUN Nepexian):
[Tinpyuynuk. — Binaung, «Hoa Kuauray, 2003. — 448c.

MakcimoB C.€. IIpaktuuHuii Kypc nepekiaay (aHriiicbka Ta yKpaiHCbKa MOBH)
[Tekct]/C.€. Makcimos. — K.: Jlensit, 2006. — 157¢.

. Haymenko JI. IlpakTuunuii kypc nepexiaay 3 aHriaiicbkoi MOBU Ha YKPaiHCBKY

= Practical Course of Translation from English into Ukrainian: HaB4. mociOHuK /
JI. Haymenko, A. I'opaeeBa. — Binnuist: Hosa Kuura, 2011. — 136 c.
UYepnoBatuit JI. M. Meroanka BHKJIAJaHHS TMEpPeKIaay SK CHEIIaJbHOCTI:
NIAPYYHUK JIJISL CTYJI. BUILKMX 3aKJIaJliB OCBITH 3a criewianbHicto «llepexmany / JI.
M. Yepnosatuii. — Binauis: Hosa Kuura, 2013. — 376 c.

Donald Matheson. Mediadiscourses: Analysing Media Texts./Open University
Press, Bell & Bain Ltd, Glasgow, 2005. — 218p.

(Muli) Media translation /concepts, practices, and research. Edited by Yves
Gambier and Henrik Gottlieb. / John Benjamins publishing company,
Amsterdam/Philadelphia, 2001. — 320p.

Topics in audiovisual translation / edited by Pilar Orero./ John Benjamins
publishing company, Amsterdam/Philadelphia, 2004. — 242p.

Translation in practice: a symposium / edited by Gill Paul. — 1st ed. Dalkey
Archive Press, 2009. — 88p.

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.

10.Longman Dictionary of Contemporary English, 6" edition./ Pearson Education

Limited, 2016. — 2161p.

JIOJIATKOBAJIITEPATYPA:

1.

YepuoBatuit JI.M., Kapaban B.l. Ilepeksnang aHIJIOMOBHOI HOPHUIUYHOT
miteparypu [Tekct]/JI.M. UepnoBatuii. — Binauis: HoBa kuaura, 2006. — 656 c.
UYepnoBatuit JIL.LM., Kapaban B.[. Ilepexnan aHIJIIOMOBHOI €KOHOMIYHOT
miteparypu [Tekct]/JI.M. UepHoBatuii. — Binauus: HoBa kuura, 2010. — 272c.
UYepnopatuit JI.M., Kapaban B.I. Ilepexnan aHrioMoBHOT HayKOBO-TEXHIYHOT
miteparypu [Tekct]/JI.M. UepnoBatuii. — Binauis: Hosa kuura, 2010. — 325 c.
UYepnoBatuit JIL.M., Kapab6an B.I. Ilepexianm aHIJIOMOBHOi TpOMaJIChKO-
nomituyHoi ditepatypu [Tekct]/J.M. UepnoBatuii. — Binaus: HoBa kHwura,
2006. —272 c.

Interpreter Training Resources [Electronic resource]. — Access mode:
http://interpreters.free.fr/. Kriston Andrea The Importance of Memory Training
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in Interpretation / Andrea Kriston // Professional Communication and
Translation Studies. — 5(1-2). —-2012. — P. 79-86.

Proceedings./EU High Level Scientific Conferences, Marie Curie Euro
conferences MuTra: Challenges of Multidimensional Translation. /Saarbriicken
2-6 May 2005, - 238 p.

Tradition and Trends in Trans-Language Communication. Edited by Jitka
Zehnalova, Ondfej Molnar, Michal Kubanek./ Palacky University, Olomouc,
2013. — 280p.



