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1. OIMUC HABYAJIBHOI JJUCHUIJIIHA

HajimeHyBaHHSI IOKA3HUKIB

XapakTepucTUKA JUCHHUILTIHA 32 opMaMu

HaBYaHHA

JEeHHA

By qucnumniau

O00B’a3K0Ba

MoBa BUKIIaIaHHs, HABYaHHS Ta
OLIIHIOBAaHHSA

aHTJIChKa

3aranbHuil 00CAT KPEIUTIB/TOIUH

8 kpenutiB /240 rog.

Kypce 3) 5
Cemectp 9 10
KinbKicTh 3MICTOBUX MOJYJIIB 3 2 2
PO3MOIIIOM:

OO0csr KpeauTiB 4 4
OO6c¢sr roIMH, B TOMY YHCII: 120 120
AynuTtopHi 48 48
MoynpHHIA KOHTPOJIb 8 6
CemecTpoBHi KOHTPOJIb - 30
CamocrTiitHa poboTa 64 36
Dopma ceMecTpOBOro KOHTPOITIO 3aJiK eK3aMeH

2. MeTa Ta 3aB/IaHHS] HABYAJIbHOI JHCIHUILIIHI
Meto10 Kypcy € O3HallOMJIEHHS CTYAEHTIB 3 OCHOBHHUMH CTpPATErisiMU YCHOTO Ta

MUCHLMOBOTO TIEPEKIIQAy Ta  BIOCKOHAJICHHS IEPEKIa03HaBUOi MpodeciiiHol KOMMIETEeHIIT 3

nepeKsaay 1 ajanTaiii MiXHapoAHOI iH(opMalii y JOKaTbHOMY MEIIanpocTopi BiAMOBIAHO JO

MEHTAJIBHOCTI, COIIIOKYJIbTYPHHUX Ta MPABOBUX HOPM L1JIbOBOI ayTUTOPIi.

3aBpannsam Kypcey «Crparerii yCHOro Ta mMCBMOBOIO Iepekjany» € (popmyBaHHS

HACTYNHUX KOMIIETEeHTHOCTEH

3K 4 YMiHHS BUSBIATH, CTABUTH Ta BUPILIYBATH MIPOOJIEMH.

3K 5 3paTHicTh MpaItoBaTH B KOMaH/I1 Ta aBTOHOMHO.

3K 6 3naTHicTh CHUIKYBAaTHUCS 1HO3EMHOKO MOBOIO.

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

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

OK 5 YcBioMIeHHS! METOI0J0TIYHOTO, OPTaHI3alllifHOTO Ta MPABOBOTO MIAIPYHTS, HEOOX1IHOTO
U OCHIJKeHb Ta/ab0 IHHOBaLIWHUX po3po0OK y ranysi ¢ingosorii, mpeseHTamii ix
pe3ynbTaTiB npodeciiiHiil CIUIBHOTI Ta 3aXUCTY 1HTENEKTYalbHOI BJIACHOCTI Ha PE3yJIbTaTH
JOCIIKEHDb Ta IHHOBALIIH.

®K 6 3maTHICTh 3aCTOCOBYBATH MOTJIMOJIEH] 3HaHHS 3 00paHOi (iJ0JOTIUHOT crieriamizamii s
BUpIiLLIEHHS PO eciiiHUX 3aB1aHb

®OK 8 YcBimoMieHHs pojii eKCIIPECUBHUX, EMOIIWHMX, JIOTTYHUX 3aC001B MOBH TSI TOCSATHEHHS
3aIlJIAaHOBAHOI'0 MPAarMaTHYHOTO PE3yibTaTy.

O®K 9 MosneHHeBa: BOJIOAIHHS JIEKCUYHUMH, TpaMaTUYHUMH, OpporpadiuyHUMH MOBHUMHU
3HAaHHSAMHM 1 HABUYKaMH aHTJIIHChKO1 MOBH Ha piBHI C1; 3HaHHSA CEMaHTUKHU, CIIOBOTBOPYOT i
CUHTAaKCHUYHOI CTPYKTYpH, (YHKIi B PEUCHHI W TEKCTi, JIGKCUYHOI ToJiceMii, aHTOHIMII,
ocoOimMBoCcTel (paseoryorii A CTPYKTypHOi oOprasizamii TEeKCTy Ta BHPaKEHHS
KOMYHIKaTUBHOI 1HTEHIII].

@K 10 KomyHikaTuBHa: yMiHHS BECTH Aiajior, moOyJOBaHUN Ha peanpHiil a00 CHUMYJIbOBaHiN
CUTyarii Ta BUIPHO BECTH PO3MOBY aHTJIHCHKOIO MOBOIO 3 HOCISIMH MOBH; 3JIaTHICTh
BUKJIA/IaTH CBOIO JYMKY BIAMOBIAHO /0 MEBHUX THUIIIB TEKCTY 3 JOTPUMAHHSAM MapaMmeTpiB
KOMYHIKaTUBHO-CTHUIICTHYHOI ~ JIOIIUIBHOCTI Ta MOBHOI  TPAaBWJIBHOCTI;  BOJIOAIHHS
pi3HOraTy3¢BUMH i acCTIeKTHUMH 0a30BUMHU 3HAHHIMM IS TIEPEKIIa alibKOro CylpoBOY.

®OK 11 Ilepeknagarpka: BOJOAIHHA CYYaCHUMHU TEXHOJOTISIMU Ta MPOTPAaMHUM 3a0€3MeUEHHSIM
U1t poOOTH 3 GaHKaMM MEPEKIIAAALBKO1 aM’ATi, KOpIycaMH, eIeKTPOHHIUMHU CJIOBHUKAMHU 1
0azaMM JaHWX; 3HAHHSA CHeNU(PIYHUX TepeKIafanbkuXx TpaHnchopMmallid, yMiHHS iX
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3aCTOCOBYBAaTH Yy TNepeKiaai Ppi3HOKAHPOBUX TEKCTIB, MO0 MpamioBaTd 3 MAaIIMHHUM
MEePEeKIIaZ0M, TIOCIIOBHIM YCHUM Ta XYA0KHIM MEPEKIaaalbKuM CyIIPOBOJOM

3. Pe3yJbTaTH HABYaHHSA 32 JUCUMUILIIHOIO
I1o 3aKiHYEeHHIO KYPCY OYiKY€ThCH:

[TPH 1 OuiHioBaTH BIacHy HaBYaJbHY Ta HAYKOBO-TIPOQECiiHY IisNIbHICTh, OyayBaTH 1
BTUTIOBATH €PEKTHUBHY CTPATETI0 CAMOPO3BUTKY Ta MPOECIITHOTO CaMOBIOCKOHAICHHSI.

[TPH 2 YneBHEHO BOJOJITH ACPKABHOKO Ta IHO3EMHOIO MOBaMU TSI peati3allii MuCbMOBOI
Ta YCHOI KOMYHIKallii, 30KpeMa B CHTYyallisiX MNpo¢eciiHOro i HayKOBOTO CIIJIKyBaHHS;
IIPE3EHTYBATHU PE3yJIbTaTH JOCHIKEHb AEP>KaBHOIO Ta 1HO3EMHOI0 MOBAMHU.

I[TPH 3 3actocoByBaTd cCy4acHI METOJWKH 1 TEXHOJIOTII, 30Kkpema iHpopmariiHi, ajs
yCHIITHOTO ¥ e(EeKTUBHOrO 3AIMCHEHHS MpOoQeciiHOl MIsIIBHOCTI Ta 3a0e3MeUeHHs SKOCTI
JOCTIIPKEHHS B Tally31 repMaHCchKo1 ¢inonorii

[TPH 5 3HaxoauTH ONTHUMAaJIbHI IUISXU e(EeKTUBHOI B3aeMOii y podeciiHOMY KOJIEKTHBI
Ta 3 MPEJACTaBHUKAMHU IHIIUX MPO(ECciitHUX TPy pi3HOTO PiBHS

[TPH 9 Xapakrepu3yBaTu TEOPETHUYHI 3acaau (KOHIEIii, KaTeropii, MPUHIIUITN, OCHOBHI
MOHSATTS TOILO) Ta MPHKJIA/IHI ACTIEKTH B TIEPEKIIaI03HABCTBI Ta TepMaHChKii (isoorii.

[IPH 10 30uparu # cucreMaTu3yBaTH MOBHI, JiTepaTypHi, QOJbKIOpHI GaKTH,
IHTEpIpeTyBaTH U MEpPEeKIaaTH TEKCTU PI3HUX CTUJIIIB 1 JKaHPIB aHTJIHCHKOIO Ta YKPaiHCHKOIO
MOBaMH.

[IPH 12 HdotpumyBatucsa mpaBun akajaeMiuHoi poOpouecHocti [IPH 13 [loctymHo it
apryMEHTOBAHO IMOSICHIOBATH CYTHICTh KOHKPETHUX (PUIOJIOTIYHUX MUTaHb, BIACHY TOYKY 30PY
Ha HUX Ta ii OOTpyHTyBaHHS SK (axiBIAM, TaK 1 HIMPOKOMY 3arajiy, 30Kpema ocobaM, sKi
HaBYAIOTHCS

ITPH 14 CtBoproBaTH, aHai3yBaTH U pearyBaT TEKCTU PI3HUX CTUIIIB Ta XKaHPIB

I[IPH 16 BukopucroByBaTH cHeliali3oBaHi KOHLENTyaldbHI 3HaHHS 3 00paHOi
(binosoriyHoi ramysi s po3B’sA3aHHS CKJIAIHMX 3a/ad 1 mpolseM, 110 NoTpedye OHOBIEHHS Ta
1HTerpalii 3HaHb, YaCTO B yMOBaX HEMOBHOI/HEJOCTaTHBOI 1H(pOpMAIlil Ta CynepedsIMBUX BUMOT

[TPH 18 Bonoaitu iHO3eMHOI0 MOBOIO Ha piBHI Cl A7 BUTBHOTO MHUCHBMOBOTO W YCHOTO
nepekiany, 37ificHeHHs mnpodeciiiHoi KOMYyHIKamii 1 MDKOCOOHMCTICHOTO CHUIKYBaHHS Ta
AKICHOTO TNpOQeciiHOr0O BUKOPUCTAHHS, MJi1 poOOTH 3 pIZHOTATy3€BUMU W aCHEKTHUMHU
0a30BMMH 3HAHHSIMU JIJIS TIEPEKIIATAIBKOTO CYIPOBOTY;

ITPH 19 3acrocoByBaTu 3HaHHS Ta BMIHHS y MepeKIafalbKiii MPaKkTULl 3 BUKOPUCTAHHAM
HOBITHIX TEpeKjaJo3HaBYMX Teopii Ta iX I1HTepmpeTainiii, NporpaMHUX MPOIYKTIB,
€JIEKTPOHHUX, MEPEXEeBHX, XMAPHUX OaHKIB MEpeKIaJanbKoi mam’saTi Ta ycix THMIB 1 Gopm
CJIOBHHKIB.

[TPH 20 BonoxmiTu mnepekiaganbKow TEXHIKOK, 3HAHHAMU TEOpii 1 MNPaKTUIYHHUMH
HaBUUYKAMHU MPOEKTYBaHHs, KOHCTPYIOBAHHS, MOJICIIOBaHHS MIPOLIECy MEepeKIIay; CKIagaTu pi3Hi
BUIU TIUIAHIB JUId oOpradizaumii mpouecy nepexiany. OOrpyHTOBaHO BHpIIIYBATH HUTAHHS
peasizaliii HOpM aBTOPCHKOTO TTpaBa Ha MPAKTHUITI



4. CTPYKTYPA MTPOI'PAMU HABYAJIbHOI JTUCHUILJIITHUA
TEMATUYHHWM IVIAH JJISI JEHHOI ®OPMH HABYAHHSI

(9 CEMECTP)
HazBa 3micToBUX MOJYJIiB, TEM Po3nonin roguH Mix BugamMu pooiT
AynuropHa:
o
B A PlaoiT-|
2 e = B = B <
S | E = £ z 2 =
= 4a = a = =
=) == [ 2= ()
= > 9 S ]
a = X O X S
= o QE) =i
p= O o
3micToBuii MoayJib 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.
MoynpHUN KOHTPOJIb 4 4
Pazom 60 24 4 32
3microBuii moaysn 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.
MoynpHUN KOHTPOJIb 4 4
Pazom 60 24 4 32
Hi}IFOTOBKa Ta HpOXOJI}KeHHSI
KOHTpOJ'ILHI/IX 3aXOI[iB
Veworo | 120 48 8 64




10 CEMECTP

Ha3Ba 3MicTOBUX MOAYJiB, TEM

Po3nonin rogun Mixk BUgaMu pooit
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3microBuii moxyan 3. Experience and best practices 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.)
MopaynpHHM KOHTPOJIb 4 4
Pazom | 46 24 4 18

3microBuii Moayas 4. Adaptation and Localizatio

n 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

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

14

12

10

MonynbHUN KOHTPOJIb

30

Pazom

74

24

30

18

[TinroToBKa Ta MPOXOKEHHS
KOHTPOJIbHHUX 3aXOJ1B

Yceworo

120

48

30

36




5. MIPOTPAMA HABYAJIbHOI JUCIUILITHUA

3MICTOBHM 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.
IpakTuune 3anuarTsa 1. Strategies as planning in Interpreting and Translation Practices. General
rules.

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

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

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

Ipaxruune 3auaTTa 5. Choice of strategies to translate media content of online newspapers.
IIpakruune 3ansaTrs 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 3ansTTa 7. The use of translation strategies within the organization of information
in popular magazines.
IpakTuune 3auarTs 8. Choice of strategies to translate magazine Contents with headlines and
short previews taking into account target audience.
IMpakTuune 3anusarrsa 9. Editorial information and its Adaptation.
Ipakruune 3auatra 10. The use of local strategies to translate international magazine
information to publish issue in Ukrainian language.
IMpakTtuune 3auarrs 11, Analysis of information presented in Ukrainian divisions of
international Magazines and strategies implemented for its translation.
IpakTuune 3auarTs 12. Adaptation of Ukrainian magazines information to English speaking
market.

3MICTOBUM MOIY.JIb 2.
Local and global strategies in translating Global News.
Tema 3. Cultural Translation (Framing) and Equivalence as main strategies for
International News Translation.
IMpakTuune 3anaTTa 13. Pragmatic and Sociocultural Adaptation in Translation: Discourse and
Communication Approach in translating News.
IMpakTuune 3ansarrss 14. News and social life of the words. Explicitation and Culture
Translation in International News.
IpakTuune 3anatrs 15. SL-oriented and TL-oriented strategies in translation International
News to the target audience.
Ipakruune 3ansarTss 16. Cross-cultural Journalism and the Language Divide. The Work
Process of a Correspondent: A Case Study in Translation Sociology.
IpakTuune 3ausarrsa 17. Cultural and social news translation and localization process.
IMpakTuune 3ausarTsa 18. Best practices of News translation.

Tema 4. Adaptation and Norms in Interpreting Global News.
Ipaxkruune 3ansarra 19. The Analysis of Interpreting News practices. Ways of adaptation new
information and messages to the target audience.
Ipaxruune 3auarTa 20. Subtitles as one of the forms in translation and interpreting News.
IMpaxruune 3anatTa 21. Cultural Studies Approach to Interpreting Commercial News.
Ipaxkruune 3auaTTa 22. Translation through Interpreting: A Television Newsroom Model.
Ipaxruune 3anatTa 23. The Role of Norms in Interpreting different types of News.
Ipakruune 3auaTTa 24. Framing in resounding News.



3MICTOBH MOJY.JIb 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

Ipakruune 3auaTTa 25. Descriptive strategy in translation book covers information.
Ipakrnune 3anstra 26. Rewriting as one of the most powerful strategies in translation
literature heritage.
IpakTuune 3ausarTsa 27. Analytical approach to best practices in Translation Literature.
IMpaxruune 3auaTTa 28. SL and TL strategies in translating Literature.
IMpakTuune 3ansarra 29. Adaptation of Literary texts with specificity of their genre to
Ukrainian target audience.
IMpakTuune 3ausartsa 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.)

IMpakTuune 3anusarrsa 31. TL strategies in Translation and Interpreting books releases.
Ipaxkruune 3auaTTa 32. Procedural strategies in Translation and Interpreting books releases.
IMpakTuune 3auarrTsa 33. Revoicing audio books to Ukrainian target audience.

Ipakruune 3auarTa 34. Rewriting in translation informal online content (blogs, stories etc.)
Ipaxruune 3auaTTa 35. Adaptation of Ukrainian books releases to English speaking market.
Ipakruune 3ansrra 36. Self-monitoring and correction in Translation special information,
books presentations and informal online content.

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

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

IpakTuune 3auatTa 38. Visual persuasion: strategies of translation visuals in Global brands
promotion.

IpakTuune 3auarTs 39. Name Selection in International Branding: Translating Brand Culture.
Ipaxkruune 3auaTTa 40. Adaptation Global brands promotional support.

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

IpaxTune 3anstrs 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.

Ipakruune 3auarrsa 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.

Ipaxruune 3auaTTa 44. Transcreation as a main strategy in Translation Advertising.
IpakTuune 3ausarTsa 45. Adapting ad commercials and short advertising films to local markets.
Ipaxrnune 3ansarrs 46. Different aspects of adaptation and localization outdoor advertising
for English-speaking and Ukrainian media markets.

IMpakTuune 3ansrrsa 47. Peculiarities of translation and transformation emotional marketing
information.

IMpakrnune 3ansaTra 48. Norms in translation and Interpreting International advertising
campaigns and their components.



6. KOHTPOJIb HABYAJIBHUX JTOCATHEHb
6.1. Cucrema OLiHIOBAHHS HABYAJBHUX JIOCATHEHb CTY/I€HTIB

6.2. 3aBraHHs 1J1s1 caMOCTiitHOI po0oTH Ta KpUTepil OLiHIOBAHHS.

3aBraHHs A1 CAMOCTIIHOT pOOOTH CTYJICHTH BUKOHYIOTH Y BUIJISAJI MMCHbMOBUX MEPEKIAIIB,
MepeKIaiB 13 Bi3yaJbHHUM CYIPOBOJOM (Mpe3eHTallii), JAyOJIFOBaHHS 3a JOTOMOIOK THTPIB Yy

BiJICO, YCHOTO BiATBOPEHHS IiITOTOBJICHOTO MEPEKIIATy.

Bun nismbHOCTI cTyIeHTa . Monayis 1 Monyns 2 Mopyns 3 Monyns 4
5 2
< < < < <
TS| B 2 T el A al oA 2 oal 2@ 2 a| = @
ga X g az| B 7| 4= | 4= S| 4=
SS 2E| 58 S5 58|95 58 |2E 88
) é = = L = é = = é = =
Sel 2% SE|EE SE |28 SE |28 5E
o 5 « S ool g0 M o 2 o © ol 2 o
< < a1 < <
= \© = p= = =
BinBinyBaHHS MpaKTUYHUX 1 12 12 12 12 12 12 12 12
3aHATh
Po6ora Ha npaktuunomy 3ansatti | 10 12 | 120 | 12 120 12 120 12 120
Bukonanus 3aBaadb 41 5 4 20 4 20 4 20 4 20
CaMOCTIHHOT poOOTH
BuxonanHs MoiynbpHOT pob6OTH 25 2 50 2 50 2 50 1 25
Paszom 404 379
PozpaxyHok koedirieHta 100:404 = 0,247 60 : 379 = 0,158
T a
= A4
. o [ . ;S ] S
3MicTOBHI MOJIYJTb Ta TEMH 3aBJIaHHS JUISI CAMOCTIHHOT pOOOTH & = & | 5
£78 "
1 2 3

S KYPC, 9 CEMECTP

3MICTOBHMM MOJY.JIb 1. Basics of Strategies in Interpreting and Translation

The use of translation strategies within the organization of information in popular [Ipaxtuune 5
newspapers. Presentation of the most interesting headlines from International | 3ausTTs
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 | 3aHsaTTs
cultural aspects of Translating. Discuss the choice of global strategies.

Share two different magazines content organization, Editorial information and its [Ipakrtuune 5
Adaptation to Ukrainian culture. 3aHATTS
Provide adaptation of one Ukrainian magazines article to English speaking market. [IpakTuune 5

3aHATTA
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Beporo \

20

3MICTOBHM MOAY.JIb 2. Local and global strategies in translating Global News.

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

S KYPC, 10 CEMECTP

3MICTOBUM MOY.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 [IpakTrune 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 3aHATTS
rewriting strategy.
Rewriting in translation informal online content ( blogs, stories etc.). Organization [[Ipaktuune 5
of team translating books blogs. 3aHATTS
Presenting Interpreting of short episode from one of audio books. [TpakTruHe 5
3aHATTA
Bceworo 20
1 2 | 3

S KYPC, 10 CEMECTP

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

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

6.3. ®opmu npoBeeHHS MOAYJIbHOT0 KOHTPOJII0O HA KPUTePil OLiHIOBaHHS.

MopaynpHul KOHTPOJIb CKJIAQJA€TBCS 3 YCHOI Ta NMHUCbMOBOI YAaCTUHHU. YCHA 4YacTHMHA —
JTUKTaHT-TIepeKian abo ayairoBaHHsA-niepekiala. [lucbMoBa yacTMHa — mepeKiaj Pi3HUX BUIB

TEKCTIB 32 TEMAaTHKOIO KypCYy.

6.4. ®opmu NPOBeICHHS CEMECTPOBOI0 KOHTPOJIKO TA KPUTEPil OLiHIOBAHHS.
dopma ceMecTpOBOrO KOHTPOJTIO — 3aJIiK, OTPUMYETHCS aBTOMAaTUYHO 34 Pe3yIbTaTaMH

IMOTOYHOT'O Ta MOAYJIBbHOI'O KOHTPOJIIO.
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®opma npoBeieHHs eK3aMeHY: KOMOiHOBaHa (MUCHbMOBUH MepeKIIa KOPOTKUX TEKCTIB 3
aHTIIIChKOT MOBHU Ha yKpaiHChKY (400 3HaKiB) Ta 3 yKpaiHChKOI MOBH Ha aHTIIHCHKY (400
3HAKIB) i YCHUI Mepekiaa pi3HUX BUJIIB TEKCTIB 3 1HO3EMHUX Ta YKPATHCHKUX JKEPET.

TpuBanicTs npoBeieHHs1: ycHa yacTHHA — 20 XBUIMH, TMCbMOBA YacTHHA — 60 XBUJIMH.
MaxkcumaibHa KijibKicTh 0ajiB: 40 OamiB. 3 HuX: ycHa yactuHa — 20 OajiB, MUChbMOBA

yactuHa — 20 Oais.

Kpurepii oninioBanus:

. IlncbMoOBa YacTUHA OILIHIOETHCS 3 ypaxXyBaHHSAM PO3YMIHHSI TEKCTY-OPUTiHANY APYKOBAaHUX

3MI Ta mpaBHIBHOI HOrO Tiepeaadi MOBOIO TepeKialy BHKOPHCTOBYIOYH Pi3HI METOAM Ta
TEXHIKH MUCHMOBOTO IMEpeKIaay KoMepuiinoi indopmarii. [lepexian 3 aHrmiiChKOT MOBU —
10 6amiB mepeknan 3 ykpaiHChbKoi MOBH — 10 6aiiB (quB. TaoOI.).

. YCHa yacTHHA CKJIAJIA€ThCsl 3 MyJIbTUMEZla MepeKsiaj 3a TeMaTHKOI KypCy 3 aHIJIiHChKOT

moBH — 10 6aniB, 3 ykpaincekoi MoBu — 10 GauiB (1uB. TadMI.).

Bux pobotu Kpurepii orinroBaHHS

VYcHa BIANOBIAbL Maxcumansno — 20 6ais;
Koxna rpamatnyHa/nekcuyHa nomuika — minyc 0,5 Gana
KoxHna 3micToBHA MOMIIKa — MiHyc 1 Oan

ITucsmoBe Maxkcumansao — 20 6aiiB
3aBIaHHI KoxHa rpamarnyHa/iekcruaHa momMuiika — minyc 0,2 6ana
Koxna 3micToBHa nmommiika — minyc 0,5 6ana

6.5. OpieHTOBHUIi MepeTiKk MUTAHB JJs ceMecTPOBOro KoHTpoa (10 cemectp).

™=

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.

12.

Approach in translating News.

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

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.
20.
21.

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

PeliTunronsa Omninka 3a | 3HAYeHHH OIIHKH
OLliHKA cT00AJILHO
10 HIKAJIOI0
A 90-100 GamniB BingmiHHO — BiIMiHHMI piBeHb 3HaHb (YMiHBb) B MeEXax
000B’SI3KOBOTO marepiary 3 MOITUBMH
HE3HAYHUMH HEJOTIKaMH
B 82-89 Ganis Hyxe noOpe — 10CTaTHbO BUCOKUI PiBEHb 3HAHb (YMIHB)

B MeXax 000B’S3KOBOro marepiany 0e3 CyTTEBUX
(rpyOux) NOMHUIIOK

C 75-81 OaxniB JoOpe — B uimomy ao0puil piBeHb 3HaHb (YMiHb) 3
HE3HAYHO KUIBKICTIO TOMUJIOK
D 69-74 Gani 3a70BUIBHO — TMOCEpeHii piBeHb 3HaHb (yMiHB) 13

3HAYHOIO KUIBKICTIO HEIOJIKIB, [QOCTATHIH s
MIO/IAJIBIIOr0 HaBYaHHs abo npodeciiiHOol A1SNIBHOCTI

E 60-68 GaiiB JoctaTHRO — MIHIMAIBHO MOXJIHMBHUM  JTOMYCTUMUI
piBeHb 3HaHb (YMIHB)
FX 35-59 Gaiis He3anoBiIbHO 3 MOXKJIMBICTIO TTOBTOPHOTO CKJIQJaHHS —

HE3aJ0BUIBHUNA DPIBEHb 3HaHb, 3 MOJKJIMBICTIO
MMOBTOPHOTO TIEPECKIIAJIaHHsI 32 YMOBH HAJIS)KHOTO
CaMOCTIHHOT'0 TOOMPAIIOBAaHHS

F 1-34 6anis He3anoBinbHO 3 00OB’S3KOBUM IMOBTOPHUM BHUBYEHHSM
KypCy — AOCHTh HM3bKHH piBEHb 3HaHb (YMiHB), IO
BHMarae MoBTOPHOTO BUBUCHHS TUCIIHITITIHH




7. HaByajbHO-MeTOAUYHA KapTa qucuuiuiinu (9, 10 cemectp)
Pa3om: 240, npakTu4Hi 3aHATTH - 96, camocriiina podora — 100, Moay.1bHUI KOHTPOJIb — 14 roauH.

Momyi 3micToBuii MmoayJnb 1 3MmicToBMii MOYyIb 2 3micToBMii MOayIb 3 3micToBuii MoayJb 4
Hassa Basics of Strategies in Local and global strategies in | Experience and best practices in | Adaptation and Localization in
MOJyJIst Interpreting and translating Global News Translation Literature and International advertising

Translation Informal texts. strategies
K-1b GaiiB 3a 132 132 132 132
MOJTyJb™*
TI'opuan 12 12 12 12 12 12 12 12
Temu Interpreting Explicitation, | Cultural Adaptation and | Rewriting, Translation and | Adaptation, Different
npaktuyaux | and Shifts, Translation Norms in Descriptive Interpreting Equivalence, aspects of
3aHATH Translation Localization (Framing) and | Interpreting Strategies and | strategies Norms and Adaptation,
Strategies. and Publishing | Equivalence as | Global News. | Sociological supporting Ideology as Transcreation,
Implementatio | strategies for | main strategies Approach in adaptation of supportive Localization and
n of Strategies | translating for translation books releases, | strategies in Norms as
into practice of | texts in | International Classical audio books and | International strategies of
translating Magazines. News Literature and | informal online | Branding Interpreting and
Newspapers Translation. Fiction content (blogs, | documents Translation
texts. stories etc.), Translation International
and Special advertising
events campaigns and
Interpreting. their
components
Camocriiina 20(4x5) 20(4x5) 20(4x5) 20(4x5)
pobora
Bunu MonynbpHa KOHTpOJIbHA poboTa 1,2 MoynbHa KOHTpoIbHA poboTa 3 MoaynpHa KOHTpoJsibHA poboTta 4,5 | MoayiabHa KOHTpoJbHa poboTa 6
IIOTOYHOT' O
KOHTPOJTIO 50 (2x25) Gamnis 50 (2x25) GauiB 50 (2x25) GauiB 25 oanis
[TincymxoBuii 3amik Ex3amen (40 6aniB)
KOHTPOJIb

*KipKicTh 0aiB 3a MO/ Ib BUPAXOBYETHCS 32 HABUAJIbHY JISUIBHICTD




8. PEKOMEHJOBAHI JI’KEPEJIA:

OcHogHi (6a30Bi)

1.

Haymenko JI. Tlpaktuunuii Kypc mepekiaay 3 aHIIHChKOI MOBH Ha yKpaiHchky = Practical
Course of Translation from English into Ukrainian: naBu. mociouuk / JI. Haymenko, A.
I'opneeBa. — Binauns: Hosa Kaura, 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.

JlonaTkosi:

Adam Gtaz (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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9. 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 pecypcu:

https://www.nationalgeographic.com/
https://www.youtube.com/channel/UCpVm7bg6pXKo1Pr6k5kxG9A
https://www.youtube.com/bbchews
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.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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Opranizaunis aynuropHoi po6otu 3 Aucuuiuiing «Crparerii yCHOro i nucbM0BOIo
nepexJaay» il 4ac NpoBeleHHs IOBTOPHOIO Kypcy

ITran po6oTH 3 HaBYAIBHOI AUCIUILIIHU Ha 5 Kypc 9 cemecTp (hopMa KOHTPOIIIO — 3aITiK)

Ne mapu

HasBa 3micTOBUX MONYyJiB, TEM

AxaneMiuHUi

KOHTPOJIb

bamn

3MICTOBHM 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

[Tapa 1

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

IIpakTune
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.

[IpaxkTune
3aHATTA

16

[Tapa 3

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

[IpaxkTune
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.

[IpaxkTune
3aHATTA

16

[Tapa 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.

IIpaxTrune
3aHATTSA

16

3MICTOBHM 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.
[Mapa 6 Pragmatic and Sociocultural Adaptation in Translation: | TIpaktuuse 16
Discourse and Communication Approach in translating | 3ausTrs
News. News and social life of the words.
IMapa 7 Explicitation and Culture Translation in International | [Tpaktuune 16
News. Adaptation of International News to the target | 3ansTTs
audience.
Tema 4. Adaptation and Norms in Interpreting Global News.
[Tapa 8 The Analysis of Interpreting News practices. Ways of | Ilpaktuune 16
adaptation new information and messages to the target | 3ansrtrs
audience.
[Tapa 9 Translation  through Interpreting: A  Television | [IpakTuune 16
Newsroom Model. The Role of Norms in Interpreting | 3ansitTs 4

different types of news.




Po3paxyHok pedTHHroBHX 0aJjiiB 3 KoedinicHTOM
5 kype (9 cemecTp) (hopma KOHTPOITIO — 3aTTIK)
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) ) . Kinexicts
. ) Kinekicts OamniB 3a
Ne Buna nistinbHOCTI OJVHHUIIE 10 Bcroro
OJIMHULIIO
pPO3paxyHKy
BiaBinyBaHHS IPaKTUYHUX
1. ABLLYB P 1 9 9
3aHATh
Bukonanus 3aBnanas
2. HHAL 3aB 5 9 45
CaMOCTIHHOT poOOTH
Biamnosige Ha IpaKTUYHOM
3. JUTOBIA pa y 10 9 90
3aHATT1
4. KoHntponbHe onutyBaHH 4 1 4

MaxkcuMmanbHa KinbKicTh OaniB: 148
KoedimienT po3paxyHky petuHrosux 6ainiB cranoButs: 100 /148 =0, 676




Honatoxk B

Opranizaunis aynuropHoi po6otu 3 Aucuuiuiing «Crparerii yCHOro i nucbM0BOIo
nepeKJIafy» MijJ 4ac NpoBeJAeHHsI IOBTOPHOIO Kypcy

[Tan poboTH 3 HaBYAIBHOI AUCHUILTIHK HA 5 Kypc 10 cemecTp (popma KOHTPOIIIO — EK3aMEH)
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Ne mapu

HasBa 3micTOBUX MONYyJiB, TEM

AxaneMiqHu
KOHTPOJIb

bann

3MICTOBHMM MOJY.JIb 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.

IIpakTnune
3aHATTS

16

[Tapa 2

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

[IpaxkTune
3aHATTA

16

[Tapa 3

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

IIpakTnune
3aHATTS

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 | IIpakruune 16
releases. Revoicing audio books to Ukrainian target | 3aHsTTs
audience.

[Tapa 5 Rewriting in translation informal online content (blogs, | ITpakTuune 16
stories etc.) Self-monitoring and correction in | 3aHsTTS

Translation special information, books presentations
and informal online content.

Advertising strategies

3MICTOBHUM MOJYJIb 4. Adaptation and Localization in International

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

ITapa 6 The roles of brand awareness and country-of-origin | IIpaktuune 16
image in translation practices. Visual persuasion: | 3aHsATTS
strategies of translation visuals in Global brands
advertising.

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

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: | [Ipaktuune 16
adapting the company's communication to the | 3amsaTTs
specificities of the local environment of the hosting
countries targeted by the campaign.

[Tapa 9 Different aspects of adaptation and localization | IIpakTnune 16
outdoor advertising for English-speaking media market | 3ansitts 4

and Ukraine. Norms in translation and Interpreting
International  advertising campaigns and their
components.




Po3paxyHok peiiTUHroBHuX 0aJiB 3 KoedimieHTOM
5 kypc (10 cemectp) (hopma KOHTPOJIIO — €K3aMEH)
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.. ) KinekicTs
. . Kinekicts OaniB 3a
Ne Bun nisimeHOCT1 OVHUILIL 10 Bcroro
OJIMHULIO
PO3paxyHKY
BigsinyBaHHSA DpakTUYHAX
3aHATH
Bukonanus 3aBnanHs
2. FHA 3B 5 9 45
CaMoOCTIiiHOT poOoTH
Po6oTa Ha npakTHYHOM
3. pax y 10 9 90
3aHATTI
4. KoHntponbHe onuTyBaHHA 4 1 4

MaxkcuMmaibHa KinbKicTh OamiB: 148
KoedirienT po3paxyHky pedtuarosux 6aniB cranosuth: 60 / 148 = 0, 405




