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Abstract

Relevance. The relevance of the article lies in the fact that the linguistic approach to teaching reading
advertising texts is considered taking into account the socio-cultural information contained in them.
Goal is to substantiate the need to develop techniques for working with foreign advertising texts,
taking into account the cultural orientation of the educational process in foreign languages.
Procedure and methods. To achieve this goal the following theoretical methods were used: analysis
of pedagogical and methodological literature; description of the experience in developing a system
of step-by-step skills forming related to the language units understanding and the ability to establish
semantic relationships between the advertising text elements in practical English classes.

Scientific novelty/theoretical and/or practical significance lies in the carried out analysis, confirm-
ing the importance of the relationship between improving the foreign advertising texts reading skill
and the students’ communicative competence development in the cultures dialogue context. The
experience described in the article can be applied by teachers of both non-linguistic and linguistic
universities when working with foreign language advertising texts.

Results. The authors of the article arrived at the conclusion that in order to develop the ability to
analyze foreign language professional oriented texts, a socio-cultural approach, expressed in the
selection of pragmatic authentic texts, including advertising texts, is needed. The presented meth-
odological methods of organizing work with advertising texts are aimed at overcoming difficulties in
mastering a foreign language information and will allow students to develop the ability to understand
printed foreign-language products.

Conclusions. Linguistic analysis of English advertising texts contributes to the development of the
ability to conduct cultural research of these texts as a cross-cultural communication means, forms
the texts information critical comprehension skill and the communicative interaction ability with na-
tive speakers of the studied language.

Keywaords: authentic text, advertising, communication, socio-cultural component, foreign language,
lexical units, skill development
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AHHOTaynA

AKTYanbHOCTb UCCNEA0BAHNSA 3aKITHOYAETCSA B TOM, YTO OTMEYEHHbIN B HEi NNHIBUCTUYECKNA NOJ-
X0, K 00Y4EHMI0 YTEHMIO PEKNAaMHbIX TEKCTOB PACCMATPUBAETCA C Y4ETOM COAEPXKALLEACS B HUX
CTPaHOBEAYECKON MHDOpMALIMN.

Llenb — 060CHOBaHNE HE06X0AUMOCTM Pa3paboTKy MPUEMOB PaboThbl C MHOA3bIYHLIMMW PEKMAMHbLIMU
TeKcTami ¢ y46TOM KynbTYPONOrN4eCKOii HanpaBneHHOCTN y4e6HOro NpoLecca No MHOCTPAHHbIM
A3bIKaM.

MeTonbl uccnenoBanmsa. [Ins LOCTMXKEHUS MOCTaBNEHHOM LIENM MCMNONb30BANIMCH TEOPETUYECKIE
METO/bl: aHANN3 Nefarornyeckon n MeTOANYECKOR NUTePaTYPbl; ONUCaHNe OMbiTa paspadoTku Cu-
CTEMbl NO3TaNHOr0 (HOPMUPOBAHIS YMEHIA, CBA3AHHBIX C MOHUMAHWUEM S3bIKOBbIX eNHIL 1 yMe-
HWIi YCTaHaBNIBATb CMbICNOBbIE OTHOLLIEHNS MEX[y 3fIeMEHTaMN PEKNaMHOr0 TeKCTa Ha NpakTnye-
CKIX 3aHATUAX MO AHITIMACKOMY A3bIKY.

Hayynas HoBM3Ha / TEOPETUYECKAA U/MNW NPAKTUYECKAsA 3HAYUMOCTb JaHHOTO MCCefoBaHus 3a-
KM04aeTcs B NPOBEAEHHOM aHanu3e, NOATBEPXKAAOLLEM BXHOCTb B3aMMOCBS3M MEXAy COBep-
LLIEHCTBOBAHMEM HABbIKA YTEHUS WHOA3bIYHBLIX PEKNAMHbIX TEKCTOB U Pa3BUTMEM KOMMYHUKATMB-
HOIl KOMNETEHLMN 06YHAIOLLMXCS B KOHTEKCTE Amanora Kynstyp. OnncaHHbIi B CTaTbe OMbIT MOXET
NCnomb30BaThCs NPENnoaBaTeNiMN HEA3bIKOBbIX 1 A3bIKOBbIX BY30B A paboTbl C PEKNaMHbIMK
TEeKCTaMU Ha NHOCTPAHHOM SA3bIKE.

PesynbTartbl UccnenoBaHus. ABTOPbI CTaTbi MPULLAN K BbIBOAY, YTO ANS Pa3BUTMS YMEHUS aHanu-
31pOoBaTb NHOA3bIYHBIE TEKCTbI NPOECCMOHANBHON HaNPaBNEHHOCTU HEOOX0ANUM COLMOKYLTYPHbI
NOAXO[, BbIPXAIOLLMIACA B NOAGOPE ayTEHTUYHbIX TEKCTOB NParMaTnyeckoro XxapakTepa, B TOM Yi1che
1 peknamHbiX. NpeacTaBneHHbIe METOANYECKNE NPUEMbl OPraHn3aumnn padoTbl C PEKTAMHBIMU TeK-
CTamM1 HanpaeJeHbl HA NPEOAONEHNE TPYAHOCTEN B OCBOEHUM MHKDOPMALMIA HA MHOCTPAHHOM S3bIKe
11 NO3BONAT 06YHAOLLMMCS PA3BIUBATb CMOCOOHOCTM MOHUMATb MEYAaTHYH NHOA3bIYHYIO MPOLYKLUMIO.
Bb1BOABI. JIMHIBNCTUYECKNIA aHANN3 PEKNTAMHbIX TEKCTOB HA aHTIMACKOM A3blKe CMOCO6CTBYET pas-
BUTUIO YMEHUS MPOBOANTD KYbTYPOSIOrM4eCKOe UCCe0BaHMNe JaHHbIX TEKCTOB Kak CPeJCcTBa MeX-
KYNbTYpHOro 06LLeHmns, (DOPMUPYET HaBbIK KPUTNHECKOTO OCMbICIIEHNS COAEPXKALLENCs B TEKCTax
NHOPMALNN N YMEHNE KOMMYHUKATUBHOIO B3aUMOLENCTBIA C HOCUTENAMM 3Y4aeMOro A3biKa.

KnroyeBbie cnoBa: ayTeHTUYHbBIA TEKCT, peKnama, KOMMYHUKALNS, COLMOKYNLTYPHBIA KOMMOHEHT,
NHOCTPaHHbIN A3bIK, NEKCUYECKIE EANHULbI, PA3BUTIE YMEHUS
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INTRODUCTION When addressing another national cul-

The “Foreign language” discipline mas-
tering process implies foreign language texts
reading skill development, including ad-
vertising texts reading skill. Reading is one
of the principal communication means in
terms of importance and accessibility. Cur-
rently, the foreign language communicative
activity mastering goal implies preparing
students for cross-cultural communication.
It is working with foreign language authentic
texts containing a socio-cultural component
that promotes cross-cultural communica-
tion skills forming, since these texts provide
students with the opportunity to address the
foreign (English) speaking country culture
and contribute to communicative and cogni-
tive motivation increasing.

ture, a person acquires cultural literacy in-
troducing into a new national-cultural com-
munity and receives a new code for thoughts
expression [1].

Relating to foreign language, all of the
basic culture components are somehow con-
nected with information, with texts belonging
to various styles and genres. Advertising con-
stitutes one of the main and most operational
channels for receiving new information.

The special position occupied by the ad-
vertising text in the general printed products
array is explained by the very nature of its
communication functions, i.e., cognitive and
emotional. A foreign language advertising text
performs an influencing effect on students
and is a special language communication form
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[4; 5; 16]. Therefore, various communicative
situations modeling based on the advertising
articles material is one of the most effective
activities at foreign language classes'. At the
same time, the principal attention is paid to
vocabulary expansion and to forming skills in-
cluding personal opinion expression, the cov-
ered material information summarizing and a
brief message preparing. To solve the tasks set
efficiently, a consistent, thoroughly elaborated
students’ classroom and independent activities
structuring is necessary [2].

MAIN PART

Research goal and tasks.

The goal of the present research is to
identify advertising texts analyzing effective
forms at foreign language practical classes
promoting students’ linguistic competence
forming and contributing to foreign lan-
guage practical use as a means to obtain in-
formation from foreign language sources.

The tasks of the research include studying
the semantic equivalence when translating
advertising texts for the acquired knowledge
further application at the practical classes
within the students’ intercultural compe-
tence forming process.

Research methods and methodology.

Currently, due to the increased interest in
advertising, an in-depth study of advertis-
ing texts written in English being among the
most commonly used international languages
is relevant. Meanwhile, studying advertising
texts, including the ones written in English,
is a long-standing tradition; a considerable
number of scientific papers dealing with the
foreign-language advertising texts reading
and rethinking strategies have been pub-
lished. This confirms the fact that it is English-
language advertising that occupies the leading
position in the global information flow, con-
cerning both the volume and influence on so-
cially active personality forming process.

' Aleksandrov Ye. P. Uchebnyj tekst: opyt definitsii i klassifi-
katsii [Educational text: definition and classification experi-
ence]. Available at: http://portalus.ru/modules/pedagogics/
rus_readme.php?subaction=showfull&id=1273044931&ar
chive=&start_from=&ucat=& (accessed: 09.01.2022).

The need to solve the foreign language
advertising texts teaching reading and per-
ception process methodological support
problem has determined the expediency of
studying the works by theoretical research-
ers, linguists and methodologists: S. K. Fo-
lomkina®, A. L. Berdichevsky’, N. D. Galsk-
ova*, E. N. Solovova’, I. E. Bryksina® .

Thus, the scientific and educational lit-
erature analysis on the topic of research and
teaching reading modeling based on adver-
tising texts confirmed the fact that advertis-
ing texts selected by random access method
have their own specifics and can be consid-
ered as a communication form with the prag-
matic task to influence the reader through a
wide range of linguistic means. The educa-
tional process observing method at the Eng-
lish language practical classes allowed us to
conclude that to form the students’ ability to
apply the translation theoretical foundations
knowledge when reading advertising texts
in English, foreign language teachers should
use relevant tasks for developing the ability to
perceive and analyze advertising texts. [6; 7].

Research organization and stages.

In order to implement the main require-
ment of the communicative methodology, i. e,
to present the foreign language mastering pro-
cess as foreign language culture comprehen-
sion, an appropriate methodological system for
working with advertising texts has been devel-

2 Folomkina S. K. Obuchenije chteniju na inostrannom
jazyke v nejazykovom vuze [Teaching reading in Eng-
lish at a non-linguistic university]. Moscow, Vysshaja
Shkola Publ., 2005. 255 p.

Berdichevsky A. L. Metodika mezhkul’turnogo inoja-
zychnogo obrazovanija v vuze [Methods of intercultural
foreign language education at the university]. Moscow,
Flinta Publ., 2019. 368 p.

Galskova N. D. Teorija obuchenija inostrannym ja-
zykam. Lingvodidaktika i metodika. [Foreign languag-
es teaching theory. Linguodidactics and methods].
Moscow, Academia Publ., 2009. 336 p.

Solovova Ye. N.  Metodika obuchenija inostrannym
jazykam [Foreign languages teaching methods].
Moscow, Prosveshchenye Publ., 2003. P. 239.

Bryksina I. Ye. Obuchenije inostrannomy jazyku v kon-
tekste dialoga kul'tur [Foreign language teaching in the
cultures dialogue context]. Available at: http://www.
festival. 1september.ru (accessed: 09.01.2022).
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oped at the “World Languages and Cultures”
Department of Don State Technical University
and at the Foreign Languages Department of
Russian Customs Academy Rostov branch.
This system can be applied in the educational
process at the “Media Communication and
Media Technology” Faculty (when teaching
first year students) and at the Economic Fac-
ulty (when teaching second year students).

Table 1/ Tabnuya 1

Advertising texts analysis begins with the
selection of thematically related advertising
articles. They should be worked out when
forming various speech activity types.

The system of tasks applied in teaching
reading English advertising texts can be
presented in the table.

Organizing educational activities in teaching reading English advertising texts in the
cultures dialogue context / Opranmusanus o6pa3soBaTeIbHOI AesATETbBHOCTH 110 00yYeHNIO
YTEHNIO PEKIAMHBIX TEKCTOB Ha QHIINIICKOM SI3bIKE B KOHTEKCTE Auanora Kyabryp

Stage Aim Types of tasks
Developing the ability to search and apply | Words and word combinations translation
Starting the necessary information when identify- | from English into Russian and from Russian
ing the most commonly used terms pecu- | into English, definitions choice.
liar of advertising texts.
Developing the ability to analyze and pro- | 1. Tasks aimed at finding information and
cess advertising related information ac- | collecting material on the topic “Advertising”
.| cording to the context. 2. Tasks aimed at the advertising messages
Intermediate .
preparation.
3. Tasks involving problems range indepen-
dent choice.
Developing the ability to perform interper- | 1.Tasks aimed at advertisements analysis and
sonal communication taking the national | discussion in a group.
and cultural peculiarities of the English|2. Tasks aimed at advertising slogans trans-
language into account. lation. Panel discussion: choosing the best
Final translation variant.
3.Tasks aimed at composing advertising slo-
gans and their presentation in a group.
4.Discussion on the topic: “Advertising and
Jobhunting”

At the starting stage, students are of-
fered to find phrases related to the concept of
“advertising” in the English-Russian online
translator and in the dictionary.

Exercise 1. Study the word ‘advertising”.
Work with English-Russian online translator
and dictionary. Report your findings to the group.

In order to encourage students to per-
form such an ordinary task as translating the
meanings of words and phrases with creative
approach application, the entire group of
students can be divided into three subgroups
with three differentiated word meaning

Source: compiled by the authors.

search types designated, namely, via using
English-Russian, Russian-English and ex-
planatory English dictionaries. The teaching
individualization method application when
selecting lexical material on the topic makes
educational activity more active, purposeful,
gives each student a real opportunity to form
the own academic work style'.

' SerovaT.S., KovalyovaT. A. Obuchenije resheniju
kommunikativno-poznavatelnykh zadach v processe
inojazychnogo informativnogo chteniya [Teaching com-
municative-cognitive tasks decision in the foreign lan-
guage informative reading process]. Perm: Perm State
Technical University Publ., 2006. P. 56.
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The results of the work performed are provided to the teacher in a generalized form:
I. Vocabulary translation from English into Russian on the topic being studied:

Advertising
Advertiser

advertisement manager

advertising account

advertising matter, material

advertising and display material

to advertise for smth.

to advertise goods

to put an advertisement (in the newspaper)
to receive wide advertisement

peKIaMupoBaHue, peKiama
PpeKIaMoyiaTeb,

peKIaMHOe TIPUTOKEHME K Ta3eTe

3aB. OT/[E/IOM OO'BSIBJIEHNIT 1 PEK/TaMBbI
PeKIaMOJiaTeNIb, 3aKa34nK
PEeKIaMHBII MaTepual

PEK/IaMHBII ¥ JeMOHCTPATUBHBIN MaTepual
roMenaTh 0ObABIEHNUA O YEM-TINO0
PeKIaMupoBaTh TOBaphI

IIOMeCTUTH 0ObsAB/IeHNE (B rasere)
CTaTh BCEOOIIM JOCTOAHIEM

II. Vocabulary translation from Russian into English on the topic being studied:

peknama Ha aduiax

pexnama (0ObsAB/IEHME) B TPAHCIIOPTE
peKkIama Ha MeCTe IPOfaXKN

peKkaMa Ha pasBOpOTe ra3eThl
pekama Ha cTonbax

peKIaMa Ha Lie/Tylo CTPAaHNIY
peK1aMa II0 BCell CTpaHe

HevaTHas peKIama

poster advertising

transport advertisement
advertising at the point of sale
two-page advertisement
publicity-mast advertising
tull-page advertisement
national advertising

printed advertisement

III. Choosing the definitions for lexical units on the topic being studied:

advertise

to make (smth. for sale, services offered, a room to rent, etc) known

to the public, e. g. in a newspaper or on television

advertising
advertisements
advertising agency

a kind of business encouraging people to buy goods by means of

a business which provides a skilled service to commercial and in-

dustrial organizations on the best way of advertising their products

and services.

The team self-affirmation spirit contributes
to the fact that students work independently
and find new phrases not only in the diction-
aries, but also in the textbooks, thereby antici-
pating further work with advertising texts.

Constant work on comparing the lexical
units used promotes the students’ vocabulary
significant expansion, its activation due to
the words and phrases most frequently used,
and also allows to deepen the knowledge
about the spheres and various situations of

their use, which is necessary for improving
communication skills [8; 9; 17].

At the intermediate stage, the material
collection on the topic “Advertising” is car-
ried out, while the main attention is paid to
students’ search skills development ensuring
the information accumulation process:

— the search objectives formulation (e.g.,
preparing advertising information on the
book you've read, on the article in the news-
paper, on the purchased item or product, etc.);

Y
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— forecasting advertising messages pres-
entation methods (e.g., demonstration of
booklets, prospects, manuals, writing pro-
motional abstracts, etc.);

- defining future statements volume (a
short ad saying, a more detailed description
of any equipment, fixtures, etc.) [10; 11].

To expand the ideas on the topic under
study, students are offered texts describing
the advertising role in the life of society, the
advertising positive and negative sides, spe-
cial tactics in advertising, foreign advertising
features, as well as texts containing a socio-
cultural component [3].

For example,

Text 1. Advertising

The Latin word ad vertere means “to run
the mind towards something”. All advertis-
ing is informative and persuasive.

It has advantages and disadvantages. The
advantage of advertising is that people get a
great variety of information at the minimal
cost. The disadvantage is that nearly all mass
communication means are heavily overload-
ed with commercial messages.

The objective of any advertisement is to
convince people that it is in their best in-
terests to take an action the advertiser is
recommending. The action may be to pur-
chase a product, to go to a showroom to try
the product, to use a service, to vote for a po-
litical candidate, to make a contribution, or
even to join the Army. Like any salesperson,
the advertisement tries to persuade potential
customers.

Text 2. Premium Coffee Advertising

The Julius Meinl Coffee is a genuine Vi-
ennese roast characterized by a rich aroma of
citrus and floral nuances and a soft flavour.
It was created to celebrate the 100™ anniver-
sary of this premium coffee.

Congratulations for choosing the finest
taste and aroma of Julius Meinl Coffee - a
truly classic brand served in Viennese coffee-
houses and poetic places all around the world.

The Julius Meinl Company was founded
in Vienna in 1862. Ever since then and over
five generations, Julius Meinl has been bring-

ing the soul of the Viennese coffeehouse cul-
ture all over the world, this special atmos-
phere that opens people’s minds to poetic
and creative moments in life. Now, with over
155 years of experience, we are honored to
bring exquisite quality and the Viennese cof-
feehouse spirit to your home, so let yourself
be inspired by this delicious coftee from Ju-
lius Meinl.

The principal starting point of the foreign
language teacher’s activity is to formulate in-
formation questions predicting the students’
future actions.

Exercise 2. Answer the questions.

1. What are the advantages of advertising
in the mass media?

2. What are the disadvantages of advertis-
ing in the mass media?

3. What do the Latin words ad vertere
mean?

4. What is the main function of advertis-
ing?

5. Which stylistic devices are used to at-
tract the consumers’ attention to Julius Meinl
Coffee?

6. What peculiarities of Julius Meinl Cof-
fee are described in the advertisement?

It should be emphasized that search skills
forming is the basis for students’ cognitive
activity increasing, since the desire to sys-
tematize the acquired knowledge emerges
with the constant necessary information
search process, and, consequently, new mo-
tives for foreign language learning appear.

Changes in the motivation sphere involve
more significant mental efforts on the part of
students: comparison of facts within several
sources, different points of view compari-
son, the entire material deep understanding.
To develop the students’ activities motiva-
tion sphere in the foreign language field, the
teacher should provide students with tasks
involving an independent problems range
choice within the framework of the topic be-
ing studied [15].

The following task can be considered as
an example:

Exercise 3. Look at these advertisements
from the Classified section of a newspaper.
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Phone up for further details about the adver-
tisement you are interested in.

To activate the material selected, students
can be offered pair work using special cards:

Role card 1

You are looking for a flat in Moscow to buy.
You would like to be somewhere near the cent-
er and would also prefer a modern flat with a
garage. Look through the advertisements for
anything suitable. (Looking for suitable ac-
commodation in the center of Moscow).

Role card 2

You would like to travel abroad for sun,
sea and something special. You need an un-
forgettable holiday experience. (Choosing the
place for summer vacation).

Role card 3

You would like to have marvelous, to-
tal experience of English abroad. You went
to choose between training or work experi-
ence. (Choosing foreign language courses
abroad).

Conversations based on thematically se-
lected short texts can also be conducted.

Texts to Card No. 1

(Different Moscow residential areas are
being described)

A. A newly built house, with under-
ground parking, close to the center of Mos-
cow. The house is tastefully fitted out in the
“Old Moscow” style. 24-hour security. Two
level apartments are also available in this
building. Please call for information on the
other properties in this area.

B. Tired of city noise? Townhouses and
apartments in the woods of the Krylatskoe
guarded residential area. Located within
only a 20 min drive of the Kremlin. We can
also offer a number of townhouses in Mos-
COW.

When performing these tasks, new in-
formation is summarized according to the
independently compiled algorithm. The im-
mediate impulse to search for information
is produced not by the teacher indirectly
prompting action, but through the questions
highlighted by the student himself on the ba-
sis of the knowledge volume available. Due

to the independent search for additional ad-
vertising information in several sources, the
initial knowledge influences the students’ as-
pirations, and as a result the desire to search
not for what has been set, but for something
corresponding to the students’ own interests
emerges [12; 13; 18]. For example, some stu-
dents prepare advertising messages about
computer programs, games, modern cars
models, while others prefer to “advertise”
cosmetics, clothing, etc.

At the final stage of studying English-
language advertising texts, their analysis is
of great interest. For example, students are
offered the text containing advertisements
samples promising to “transform” a fragile
physique young man (“a weakling”) into a
broad-shouldered man capable of participat-
ing in a beauty contest (Mr. Universe Con-
test) in the shortest time possible, or about
the cosmetics manufacturing company
“promising” eternal youth to a person of any
age, etc. [9; 16; 19].

When summarizing information, special
importance is attached to forming the skills
of content evaluating, understanding and
expressing one’s own opinion. These skills
are directly related to independent thinking
development, the texts read content critical
analysis ability, and the expression of per-
sonal attitude to new information.

For this purpose, students are offered a
whole series of tasks for further discussion
in the group.

Exercise 4. Translate the advertising slo-
gan: «Obey your thirst». Role-play a panel dis-
cussion on the best translation of the slogan.

Before completing this task, students
should pay attention to the fact that seman-
tic interference often manifests itself when
translating advertising texts and it is difficult
to reproduce rhyme in advertising, since it is
important to preserve the meaning. But, for
example, there is a successful translation of
advertising: “C Mr. Proper Becerneit, B joMe
41uCTO B ABa pasa 6ObicTpeit!”, although, to
reproduce rhyme, the product name “Mr.
Clean” was substituted by the product name
“Mr. Proper” in foreign countries.
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Exercise 5. Make up your own advertising
slogan, using:

- imperative mood of the following verbs
- buy, try, feel, taste, do, enjoy;

- emotionally colored adjectives and ad-
verbs (the best; super; superb);

- appeal to the consumers;

- various stylistic devices, such as meta-
phors, similes, etc.

Prepare a presentation of a slogan to the
group.

Exercise 6. Fill in the following table and
discuss the advantages and disadvantages of
advertising in the group:

Advantages of advertising

Disadvantages of advertising

dynamic industry
competitive business

screams at you from all sides
distorts the truth

Exercise 7. Finish the following and present your ideas to the group:

Advertisement should be:

Advertisement should not be

An adman must be

Further on, it is advisable to give students
the task to select articles for group discus-
sion independently. When performing this
task, students acquire new information after
exchanging it with each other, and willingly
respond to all teamwork types. Preparing for
the discussion on the topic “Advertising and
Jobhunting”, students can prepare a list of
words and phrases which are often difficult
for use in various situations due to the differ-
ences in the language consciousness of dif-
ferent language cultures representatives [10;
14] (see table 2).

By compiling these terms glossaries, stu-
dents realize that language can’t exist sepa-
rately from culture, from the set of skills and
ideas which are socially inherited and char-
acterize the way of life.

These tasks contribute not only to
strengthening the motives for foreign lan-
guage learning and linguistic competence
improving, but also help to reveal certain

legal

truthful

honest

admire people
reflect our future
offensive
obtrusive

polite
good-looking

students’ educational activities aspects tak-
ing into account the human factor, that is,
they increase their cultural level, give them
the opportunity to understand the relation-
ship between people better, allow them to
compare their own knowledge and ideas
level with foreign experience [14; 20; 21; 22].
Students can also be asked to analyze sev-
eral job advertisements (see Figure 1).:
When studying these advertisements
samples, much attention is paid to the lan-
guage peculiarities and the ads content side.
These texts convince students that advertis-
ing can serve as a communication form, and
its information potential is an effective com-
munication means with consumers [11; 17].
To understand advertising, students
should understand the following issues: who
uses advertising, who it is addressed to, when,
for what purpose and what mechanisms ex-
ist for its distribution in different countries.
In this case, students are offered materials
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Table 2 /Tabnuya 2

Glossary on the topic “Advertising and Job hunting” / T'toccapmii o teme «Pexmama u
IOMCK PaboThI»

job This word means some concrete amount of work fulfilled and paid for

work This word has a broader meaning and refers to the process

career In English this word means “work”, while its Russian equivalent refers to
promotion, getting a higher position

career woman This phrase means “a woman at work”, but not “a woman making a career”

profession In English: any occupation possible in case of having certain education and

qualification, e.g. a teacher, a lawyer; in Russian: any type of activity en-
suring wages. The Russian question «Yem Bor 3anumaerecs?» should be
translated as: “What are you?” or “What is your occupation?”)

position A certain place; a rank or level in a company

business The things that you do or the matters that relate only to you; the activity of
buying and selling goods or services

firm In English the word is mostly associated with the meaning of “hard”. The
optimal variants for translation of the Russian word «¢pupma» into English

» « »

are “business”, “company

manager, director In English these words have a business image coloring (associated with a
business suit); in Russian they are associated with the employee managing
a department, etc.

personal assistant, assistant | Translated as “cexperapp” into Russian; the English word “secretary” may
cause associations with a bird

expert In English the word means “a clever, trained specialist, capable of giving
qualified advice, possessing knowledge in the corresponding field”; in Rus-
sian the word means “a clever, competent police officer, or a person dealing
with expertise, a specialist”. The phrase «OH — 3KcIepT 9KOHOMNIYECKOTO
otzienar is translated as: “He is a specialist in the economic department”

Source: compiled by the authors

Have you got what we want?

We have a vacancy for a salesperson in our Toy Department. You should have lots of en-
thusiasm and energy to help us to build up this dynamic new department. Full training will
be given to the successful candidate.

Interested in finding out more?

Write a full job description to:

The Personnel Manager
Employment Opportunities

Working cruises
On board entertainer
Visit the USA, Africa, the Far East and other wonderful places and get paid for it while
meeting people and having the adventure of a lifetime.
Write for further details, sending brief career details.

Travel Monthly

Fig. 1 / Puc 1. Samples of employment advertising / O6pa31iipr 00bsAB/IeHMIT O TTPKEMe Ha paboTy

&
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describing methods of attracting specialists
to various jobs in different countries and a
task to compile the following table:

Exercise 8. Analyze the job ads of four
countries:

| Great Britain | Germany| France | Russia |

The final stage of work involves the stu-
dents’ active participation in discussions, pro-
vided theres a certain need for communica-
tion, in preparing practical recommendations
with their own conclusions and justifying the
ways for further studying the problem.

CONCLUSION

The foreign-language cultural products
abundance caused by the information space
integration has resulted in the need to ana-
lyze the authentic materials intercultural
perception features, including English ad-
vertising and the difficulties arising when
translating advertising texts. The appropriate
methodological system can help to overcome
the difficulties that arise when working with
English-language texts and intensify the ed-
ucational process. In addition, it enables to
apply a number of problem tasks aimed at
developing language competence.

At the starting stage of working with
advertising texts, search, selection, logical
comprehension situations prevail, stimulat-
ing students to a clear sequence in working
with information, developing interest in the
additional information selection. The work
at the intermediate stage is aimed at de-
veloping the ability to analyze and process
advertising related information according
to the context. At the final stage, situations
concerning communication, content signifi-
cance and results-goals correlation assess-
ment are introduced, containing tasks aimed
at converting the acquired information into
new knowledge.

Therefore, the main thing in teaching
reading authentic advertising texts in the
cultures dialogue is developing the ability to
extract the information contained in the text
with the maximum accuracy degree and to
interpret it in the future.

It is equally important to increase the stu-
dents’ motivation to learn a foreign language
due to the formed skill of applying the infor-
mation extracted from English advertising
texts when conducting interactive practical
classes, i.e., discussions, round tables and
role-playing games.

Cmamos nocmynuna 6 pedaxyuio 27.01.2022
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