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Annomayua. Cmamos noceésaweHa pa3eumuio mepMuHOI02UYeCKoU KOMNemenyuu cmyoeHmos npu
U3YUEeHUU aH2IULIICKO20 A3bIKA 8 cqhepe peKkiambl U buzneca. AKmyanrbHOCMb membl C8A3aHA ¢ NOMPEOHO-
CMbI0 8Y308CKOLL NOO2OMOBKU 8 MAKUX popmax oOyuenus, npu KOmopvix npopeccuoHarbHas 1eKCuKa
yeeaugaemcs Kak cpeocmeo peulenus yueOHo-npogheccuonanibHulx 3a0ay. B pamkax pabomsi onucamsl
CMPYKMYpa mepmMuHoI02u4ecKol KOMnemeHyuu, NPUHYUNsL 0moopa aH210A3bIYHbIX MEePMUHO8, NPUeMbl
UX ceManmuzayuu, 3aKpenyienus u npooyKkmuseHozo ynompeonenus. Ocoboe Humanue y0eneHo ynpaxic-
HEeHUSIM C ayMeHMUYHbIMU PeKIAMHbIMU MeKCMAaMU, OU3HeC-Kelucamu, 210CCapusami, ponesbiMu 3a0aHuU-
AMU U npoeKmHbiMU cumyayuamu. Llenb cmamvu — packpvims nedazo2uyeckue yCioeus pa3eumus mep-
MUHOJI02UYeCKOU KOMNemeHyuu Cmyo0eHmo8 npu 00yueHuu au2auicCKOMy A3bIKY Ol peKiamsl U OusHeca.
Cmambs 6y0em none3na npenooasamensim aAH2IUUCKO20 A3bIKd, ABMOPAM PAOOYUX NPOSPAMM U CMYOeH-
Mam d9KOHOMUYECKUX U KOMMYHUKAYUOHHBIX HANPABIeHULL.

Knrouegvie cnosa: mepmunonocuieckas KOMnemeHyus, aHeIUWUCKU A3bIK, pekaiama, busmec, npogec-

CUOHAJIbHAA JIEKCUKA.

TepmuHONIOTHYECKAasT KOMIIETCHIIUS CTY/ICH-
TOB, U3yYaIOIINX AHTJIHICKUH S3bIK B cepe pe-
KJIaMbl U OM3HEca, MpeACTaBIseT coO0i crmoco0-
HOCTh MOHUMATh, OOBSACHATH U KOPPEKTHO YTIO-
TPeOJIATh AHTJIOS3BIYHBIC TEPMHUHBI B Y4eOHO-
npodeccroHalbHOM KOMMYHUKalUU. B ee cTpyk-
Type LeNecoo0pa3HO BBIIEIUTh TPH B3aUMOCBS-
3aHHBIX Oyioka. [1epBhIif CBSA3aH cO 3HAHWEM 3HA-
YCHUSI TEPMUHOB U UX MECTa B NMPO(dheccCHOoHaIIb-
HOW cHcTeMe: CTyIeHT paznuuaeT advertising,
marketing, branding, public relations, sales
promotion, media planning, merchandising,
consumer behavior. Bropoii cBs3aH ¢ BiajgeHHEM
YCTOWYMBBIMU coueTaHusIMHU: to launch a cam-
paign, to increase brand awareness, to conduct
market research, to identify a target audience, to
build customer loyalty, to measure conversion
rate. TpeTuii cBsi3aH ¢ MPUMEHEHHEM TEPMUHOB B
pEeUEBOM JCUCTBUM: CTYJICHT TOTOBUT PEKJIAMHBIN
Opud, mpe3eHTyeT ToBap, OOCYXHaeT OIOKET
KaMIIaHWH, OOBSCHSET Pe3yJIbTaThl MAPKETHHIO-
BOT'O aHAJIN3a, THIIET JISJIOBOE MIUCHMO TTApTHEPY.

[TpodeccronanbHasi JEKCHKAa HE YCBAaMBAETCS
IIOJIHOLIEHHO BHE JnedArenbHOCcTH, [I.B. I'pamma
CBSI3bIBACT PA3BUTHE TEPMHUHOJIOTUIECKOMN KOMITE-
TEHTHOCTH C TOTOBHOCTBIO CITCITUAIMCTA UCIIOJb-
30BaTh MPO(ECCHOHAIBHBIC TEPMUHBI JIJIS pellie-
HUSI KOHKPETHBIX 3a/a4, OOMEHa OIBITOM W ydYa-
ctusi B mpodeccruonambHoM obOmmenuu [3]. s

CTYZICHTOB PEKJIaMbI U OM3HECA TAKOE TTOJI0KECHUE
03HAYaeT MEePEeXO0/1 OT 3a/IaHUsl IIEPEBEINUTE CITHU-
COK CJIOB» K 3a/IaHUI0 «COCTaBbTE ()parMeHT pe-
KJIAMHOW CTPaTeTHH, UCIIOJIb3Ysl TEPMHUHBI market
segmentation, positioning, brand identity, cus-
tomer journey, call to action». B mepBom ciryuae
CTYZCHT BOCIIPOM3BOIUT CIIOBAPHBII SKBUBAJICHT;
BO BTOPOM — CBSI3BIBAET TEPMHUH C MPOQECcCHO-
HaJILHOU JIOTUKOI NENCTBUA.

TpyAHOCTH CO3/IaeT MEKIUCITUTUIMHAPHBIN Xa-
paKkTep TEPMUHOJIOTHH peKiiaMbl 1 Ou3Heca. B o1-
HOM yueOHOU CUTyalli COCIUHSIIOTCS SYKOHOMU-
YeCKHe, MAapKEeTUHTOBBIC, IICUXOJIOTUYECCKHE,
IOPUIMYECKHE ¥ MEUAKOMMYHHUKATUBHEIE TTOHS-
tusa. Hanpumep, contract, invoice, revenue, profit
margin OTHOCSTCS K JIeJIOBOMY  OO0OpOTY;
positioning, slogan, logo, brand personality — k pe-
KJIAMHOM  CTpaTeruu; consumer motivation,
perception, loyalty — k moBeneHHIO TOTPEOUTEIS;
copyright, trademark, misleading advertising — k
NPaBOBOMY PETYJHpPOBaHUI0. TepMHUHOJIOTHYE-
CKas KOMIICTEHIIUSI Pa3BUBACTCS YCTOWYHUBEE,
€CIIM  TPEToAaBaTelib OpPraHU3yeT MaTepHal
CMBICIIOBBIM TIOJISIM. B moJ1e «pexiramMHas kamiia-
HUS» BXOIAT campaign objective, media channel,
reach, frequency, engagement, conversion, budget
allocation. B mone «Openn» Bxoasat brand image,
brand identity, brand equity, brand loyalty, re-
branding. B mone «6usnec-mporeccy — supplier,
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stakeholder, revenue stream, cost structure, value
proposition, partnership.

3. boitmup3aeBa BBIACIAET, YTO AaKTUBHBIEC Me-
TOJBI 00YUYCHHSI HHOCTPAHHOMY SI3BIKY CTYACHTOB
HSKOHOMHYECKUX CIIEIUATBHOCTEH, OCHOBAaHHBIE
Ha B3aMMOJAEWUCTBUM, IO3BOJISIIOT YCOBEpLICH-
CTBOBAaTh PEUEMBICITUTENBHYIO JESITEITLHOCTD CTY-
JICHTOB, Pa3BUBAIOT CaMOCTOSATEIBHOCTh U TBOP-
YeCKHe CHOCOOHOCTH, YTO, B KOHEYHOM CYETe,
crocobcTByeT  GopMUpOBaHHIO  mpodeccuo-
HaJbHO-JIEKCUYeCKO# komneTeHuu [1]. s pac-
CMaTpUBAEMOIl TeMbI JaHHAS MMO3ULMS [T03BOJISET
BBICTPOUTH OOYUYEHHE 10 MPUHIHITY <JICKCHUKa —
cutyauus — aeiicreuey». Hampumep, npu uzyue-
HuM TeMbl market research cTyJeHT U nepeBoaUT
survey, sample, respondent, focus group, data
analysis, U cocTaBisieT MMHU-aHKETy Ha aHIJIMH-
CKOM $I3bIKe, OOBSCHSET, Kakas BBIOOpKa HYXKHa
JUIs OLIEHKHU crpoca, popmynupyeT BbiBoA: The
survey shows that young customers prefer eco-
friendly packaging. [Ipu n3ydenuu temsl pricing
CTYIEHT cOmocTaBisieT price, cost, value, dis-
count, markup, profit margin, a 3aTeM OnuCHIBaeT
LIEHOBYIO cTpareruto: We suggest a penetration
pricing strategy to attract first-time buyers.

PeknamHble TEKCThI 00J1aAal0T BHICOKOH yueo-
HOW IIEHHOCTBIO, MTOCKOJBKY COEAMHSIOT TEPMH-
HOJIOTHIO, BO3/ICHCTBYIOLIYIO JIEKCUKY, KYJIbTYp-
HBIE CMBICIIBI U )KaHpPOBYIO KpaTkocTh. [O.C. Ba-
cunbeBa U E.JO. OctameBckas paccMaTpuBaroT
OpUTAaHCKHE U AMEPHKAHCKHE PEKJIIAMHBIE TEKCTHI
KaK MaTepuai, YToObl pa3HOOOPA3UTh U aKTyaH-
3UPOBATh TUAAKTHYECKUE MATEPUAITBI TTO AHTJIIHIA-
CKOMY SI3bIKY U PACUIMPHUTH CIEKTp Iefaroruye-
CKUX MPHEMOB pabOTHI MPEoIaBaTelisi Ha TpakK-
TUYECKOM 3aHATHM. JlaHHBII MaTepuam MOXET
MPUMEHSTHCS Ha BCEX dTanax padOoThI CTYICHTOB:
JUISL TIPE3EHTAlMN HOBOT'O SI3bIKOBOI'O MaTepuana,
Ha JTare 3aKperuieHUs] U OTPaOOTKH S3BIKOBOTO
apnenus. Kpome Toro, oH xoporo ce0st 3apeKo-
MEH/IOBAJI JJIsl pa3HbIX (OopM paboTHI: KakK IpyTi-
MOBOM, TaKk U MHAWBHUAYaJIbHOU [2]. B kypce an-
TJIMICKOTO SI3bIKA /ISl peKJIaMbl 1 OM3HEcCa Takue
TEKCTHI 1eJIeCO00pa3HO HCIOIb30BaTh KaK Mpej-
MeT aHanu3a. CTyJeHTHI ONpeeNsioT, Ha KaKylo
ayJAWTOPHIO HANpaBJIEH TEKCT, KaKHe JeKchude-
CKHE cpeacTBa (OPMHUPYIOT 00pa3 ToBapa, Kakue
TEPMHHBI CKPBITBl 32 TPOCTHIMH (HOPMYJIAMH.
Hampuwmep, B coobmienun New formula. Better re-
sults. Same price cTyaeHThl BbIAENsAOT product
improvement, value proposition, pricing stability.
B cnorane Designed for people who move fast

MOKHO 00cynuTh target audience, product posi-
tioning, lifestyle branding. B pexiiamuom nuceme
Limited-time offer for loyal customers oTpabdaTsi-
Batotca terms offer, loyalty, customer retention,
deadline, promotional campaign.

Pa3zButue TEpMHHOJIOTMYECKON KOMIIETEHLIUU
Tpebyer mostanHoil opranuzanuu. C.M. Manu-
HUHA OIMKCHIBACT YETHIPE ATala aHTJIOS3BIYHOMN
TEPMUHOJIOTHYECKOW TMOJITOTOBKH: IOATOTOBH-
TEJIbHBIN, 3Tall BBEIECHUS Y3KOCIELHAIbHOMN Tep-
MUHOJIOTHH, JTAll OBJAJEHUS CHEIHaIbHON Tep-
MHUHOJIOTHEH U CMEXHBIMU 00JacTsMH, 3Tall CO-
BEPIICHCTBOBAHMS TEPMHHOJIIOTUIECKOH KOMIIe-
TEHIIMM B MHTEpakTHUBHON pabote [4]. ns cry-
JICHTOB pEKJIaMbl U OM3HECA TaKYIO JIOTUKY MOKHO
aJlanTHpOBaTh cienyromum odpasoM. Ha nepsom
JTarne BBOJAUTCS 0a30Bblil NpodeccruoHaNbHbII
cinoBapb: product, service, customer, market,
price, brand, advertising, sales. Ha BTopom starme
CTYACHTHl OCBaMBAaIOT Y3KHE TepMHHBbI: media
buying, brand positioning, consumer insight, con-
version funnel, customer lifetime value, influencer
marketing. Ha tpetbem »sTame poOaBisitoTCs
CME)KHBIE TTOHATHS U3 YKOHOMUKH, MpaBa U Iud-
poBoli cpeabl: revenue, contract, intellectual prop-
erty, personal data, analytics dashboard, click-
through rate. Ha yerBepToM 3Tamne cTyAeHTHI Uc-
MOJIB3YIOT TEPMUHOJIOTHIO B MPOEKTaX: FOTOBST
Opud s peKsIaMHOro areHTCTBa, pa3padaThi-
BAIOT MPE3CHTAINIO MPOIYKTA, IPOBOAST UMHUTA-
IIUIO TIEPETOBOPOB C KIMEHTOM, COCTaBIISIOT Me-
JUaniaH, OOBACHAIOT TOKAa3aTeNd pPEKJIAMHOMN
KaMITaHWH.

CucteMaTtu3zaiysi TEpPMHUHOB yepe3 III0CCcapHil
COXpaHseT y4eOHYIO IIEHHOCTD MTPH yYCIOBHH, YTO
rioccapuil He MpeBpallaeTcss B MEXaHUYECKUi
crucok. A.K. YmakoBa paccMmarpuBaetr mudpo-
BbI€ JIMHTBOJUIAKTUYECKHE MAaTepUAIIBI U DJIEK-
TPOHHBIE MHCTPYMEHTHI KaK CPEICTBO Pa3BHUTHS
TEPMUHOJIOTHUECKOM  KOMIIETEHIIMM  CTYJCH-
TOB [5]. dns pexambl u Ou3Heca 3ppexTuBeH Te-
MaTHYECKUI TIIOCCapHii C HECKOJIBKUMH 00s13a-
TENbHBIMU TpadaMu: TEPMUH, TIEPEBOJI, KpaTKoe
OOBSICHEHUE Ha AHTJIMICKOM SI3bIKE, TUITHYHAS
KOJIJIOKALMS, IPUMEDP U3 PEKIAMHOW WM JIETOBOM
peun, Bo3MOXkHas omuoOka. Hampumep: brand
awareness — y3HaBaeMocTb OpeHia — the degree to
which consumers recognize a brand — to increase
brand awareness — The campaign increased brand
awareness among young consumers — OIIHNOKa:
MIEPEBOIUTH awareness TOJIBKO KaK
«OCBEJIOMJICHHOCTB» 0€3 yueTa OpeHIMHIOBOTO

International Journal of Humanities and Natural Sciences, vol. 6-1 (117), 2026



259

- Ileoazozuueckue nayxu -

3HaveHus. /s Tepmuna lead monesna nomera: a
potential customer, not a leader. J{ns term pitch —
short persuasive presentation, not only “throw”.

Eme oqHy nmpoGiieMy cocTaBIIsieT JIOKHAs TPO-
3padHOCTh TepMHHOB. CTYIEHTHI 4acTO BOCIIPH-
HUMAIOT aHIJIMHCKUHM TEpMUH Yepe3 ObITOBOE 3Ha-
YeHHE WIH TPSAMYI0 KaibKy. Promotion mepeso-
JUTCS U KaK «IIPOJBMIKEHUE», U KaK CTUMYJIHPO-
BaHue npojax; public relations He paBHBI «I1y0-
JIMYHBIM OTHOUICHUSIMY, p€Ub UJAET O CBS35AX C 00-
IIECTBEHHOCTHI0; brief B pekiame JOKyMeHT C 3a-
JlayaMH MPOEKTa; COpY B PeKJIaMHO# cdepe 03Ha-
YaeT PeKIIaMHBIA TEKCT, a He KOIHUIO; account B
areHTCKOM cpeJie CBsI3aH C KIIMEHTCKUM HarpasJie-
HUEM WM YYETHOH 3aInChI0, a HE TOJBKO C OaH-
KOBCKUM cueToM. PaboTta ¢ TakuMu clioBamMH Tpe-
OyeT 3a1aHuii Ha paznudeHue 3HadeHui. [Ipemo-
JaBartenib npezuaraer npeyioxenus: The agency
prepared a creative brief. The brand launched a
promotion. The copy sounds too formal. The
account manager contacted the client. CtynenTsl
OOBSICHAIOT 3HaYEHUE BbIICJICHHBIX CJIOB, OAOH-
parOT PYCCKHI SKBHUBAJIECHT M COCTAaBIIIOT COO-
CTBEHHBIH IIPUMED.

[IponykTuBHOE BIIAJICHHE TEPMHUHOIOTHUEH
dbopmupyetcs uepes xaHpbl. s pexinaMbl 1 Ou3-
HEeca OCOOCHHO TIOJIC3HBI ISATh KaHPOBBIX (OPM:
PEKJIaMHBIN CIIOTaH, peKIaMHBIA Opud, KoMMep-
YecKoe MPeNJIOKEeHNE, IMPE3CHTAIUs IMPOIYKTa,
aHaJIUTUYEeCKU oTdyeT. B crorane cryneHT
yuuTcs CkuMmath cwmbici: Fresh taste. Smart
choice. B 6pude — popmynuposats 3anauy: The
campaign aims to increase brand awareness
among university students. B kommepueckom
MPEUIOKEHUHN — COSAMHATH JEJIOBYIO JIGKCUKY U
aprymenTtanuto: Our solution will reduce market-
ing costs and improve customer engagement. B
MPE3eHTAIlH — UCIIOIb30BaTh TEPMHUHBI JIOTUYHO
u mocienoBarenbHo: The target audience is
women aged 25-35 with medium income and in-
terest in sustainable products. B otueTre — onuceI-
Barb mokasarenu: The click-through rate in-
creased, while the conversion rate remained sta-
ble.

PorneBbie 3ajaHNs U TUCKYCCHUU CITYKaT CBSI3Y-
IOIIMM 3BEHOM MEX]y TEPMUHOM U KOMMYHHKa-
TUBHOU cutyanuei. 3. bolimup3aeBa OTHOCHUT po-
JICBYIO UTPY M TUCKYCCHUIO K aKTUBHBIM METOJIAM,
CIOCOOCTBYIOILIUM PAa3BUTHUIO MTPO(ECCHOHANBHO-
JICKCHYECKOW KOMIICTCHIIH CTYICHTOB Y3KOHOMH-
yeckoro HampasieHus [1]. B oOyuenun anrnuii-
CKOMY SI3BIKY JUIS peKJamMbl M OM3HEcCa MOXKHO

UCIIOJIb30BaTh CLEHAPUU «areHTCTBO — KIMEHTY,
«MapKeTHHIOBBbIM OT/eN — (PUHAHCOBBIA IUPEK-
TOP», «CTapTam — UHBECTOP», «OpeH — Oorepy.
Hanpumep, ouH CTYIeHT NpeCTaBiseT KINeHTa
u ¢popmynupyer 3anauy: We need to attract new
customers without increasing the budget. Ipyroii
CTYACHT BBICTyIIAae€T account manager ¥ yTOUHSIET:
What is your target audience? Which media chan-
nels have you used before? What conversion rate
do you expect? Takas pabGota 3akperuisier Tep-
MUHBI B JUAJIOTE, I71€ KAXKJI0€ CIIOBO OOCITYKUBAET
npo¢eCCHOHATIBHYIO 1IETb.

udposrie cpeacTBa 1eaecooOpa3HO MpUMe-
HATH Ui PEryJIsIpHOrO MOBTOPEHMS M HaKOILUIe-
HUS TepMUHOJIOrHYeckoro omnbiTa. A.K. Yirakosa
OTHCBIBAET HJICKTPOHHBIC JIMHTBOAUJAKTHUECKUE
MaTepHalIbl, HCIIOJIb3yeMbIe JUIs U3yUSHHS aHTJI0-
SI3pIYHOM TepMHUHOJIOruM [5]. B Teme pexnamsl u
ouzHeca 1 poBoit hopmat y100€eH 11l KApTOUIEK
C KOJUIOKAIIMSIMU, HHTEPAKTUBHBIX TECTOB, MUHU-
KOpITyca peKJIAMHBIX TEKCTOB, OOIIET0 Ti0ccapus
rpynmnsl. Hanpumep, kapTouka cOAEpKUT CBS3KY:
conversion rate — to improve conversion rate — low
conversion rate — The landing page has a low con-
version rate. Kaprouka no business model conep-
xuT value proposition, customer segment, distri-
bution channel, revenue stream. CTyneHTHl mO-
HOJIHSIOT 3JIEKTPOHHBIA TJIOCCApUil TpUMeEpaMu
W3 CalTOB KOMIIAHWH, DPEKJIAMHBIX pPaCChUIOK,
ONMCaHWN TOBApOB, TMpPE3EHTALUN CTapTAaIoB,
KOMMEHTHUPYS QYHKIUIO TEPMHHA.

Huddepennmanus 3a1anuil Hy>)kKHa U3-3a pas-
JUYUA B S3BIKOBOM TMOJATOTOBKE M TIpodeccHo-
HaJIbHBIX UHTEpecax cTyAeHToB. C IIeNbIo coBep-
IICHCTBOBAHUS TEPMUHOJOTHYECKON KOMITETECH-
mun  C.M. Manununa paspabortana MeToauue-
CKYIO TEXHOJIOTHIO, TIOCTPOEHHYIO Ha OCHOBE CO-
YyeTaHUs IPUHIUIIOB UHIUBUAYAIN3alud U 1UuQ-
depeHIany yIeOHOH NesTeThHOCTH KypcaH-
TOB. MeToanueckass TEXHOJOTHs IMpeacTaBIeHa
JIBYMsI acTleKTaMH: a) MOCTPOSHUE UHIANBUIYaIb-
HBIX M TPYNIOBBIX TPaeKTOpHil ¢ yueTom nugde-
PEHIIMAINH TI0 YPOBHIO BIIAJICHHS SI3bIKOM U UHTE-
pecam B Oyaymiei chepe mpodecCuoHaIBHON Jie-
SITEIHOCTH; 0) KOMIUIEKC METOJWYECKUX IpHe-
MOB B (popMe yIpaKHEHHIA W 3aJaHUH, KOTOPBII
peanu3yeT MPUHIUIIB MHAWBUAIYTH3ad U Aud-
depennuanuu [4]. B rpymnmne cTyIeHTOB peKJIaMbl,
SKOHOMMKHM M OM3HECAa 3TO peaju3yercs uepes
pasHble YPOBHHU clOXHOCTU. CTyneHTaM ¢ 6a3o0-
BOM IOJArOTOBKOM NpEUIararoTcs 3ajaHus Ha pac-
no3HaBaHUE U MOA00p mepeBooB: match the term
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with the definition. CpenHuii ypoBeHb mpearosia-
raeT 3aloJIHeHHE MPOIMYCKOB B JIEJOBBIX (hpa3ax:
The company wants to increase its market share.
[IpoaBuHYTHIN YPOBEHBb CBSI3aH C CO3JAaHUEM COO-
CTBEHHOT'0 (pparMeHTa npodeccruoHalIbHOIO TEK-
cta: write a short campaign brief for a new coffee
brand. Iuddepennmanuss Bo3MOKHA U TIO TPO-
(beccroHaNTbHOMY TNPO(UIIO: CTYAEHT peKIaMbl
aHAJIM3HUPYET CJIOTaH U BU3yalbHOE COOOUICHHUE;
CTYACHT 3KOHOMUKH — OIOKET U MoKa3aTesu 3¢-
(EeKTUBHOCTH; CTyJIEHT OM3HEca — MOJENb IPO-
JIa’K ¥ IEPETOBOPHYIO MO3ULIHIO.

OcoOyto IIEHHOCTh UMEET MPOEKTHOE 3aJIaHueE,
IJie TEPMHUHOJIOTHUS 3aKPEIUIAETCS B 3aBEPILICHHOM
npoxaykre. Hanpumep, cryneHTaMm mpesyiaraercs
pa3paboTaTh AHIJIOA3BIYHYI0 MHHHU-KaMIIAHUIO
JUIsL  JIOKaJIbHOTO OpeHma: ompenenuTsh target
audience, cdopmymupoBath unique selling
proposition, BeiOpaTh media channels, coctaBuTh
slogan, moarorosuts three key messages, paccun-
TaTh YCJIOBHBIN budget, onucaTh expected results.
B TakoM 3aiaHiM TEPMHUHBI HYKHBI 1151 BBIIIOJIHE-
Hus npoekta. Ommubka B TEpMHUHE Cpa3y BIUSET
Ha KayecTBO peweHus. Eciau cTyneHT myTaer
brand image u brand identity, HeBepHO hopmynn-
pyercs aHanu3 OpeH/ia; €Clii CMEIIUBaeT revenue
u profit, nckaxkaeTcst OU3HeC-4acTh MPE3CHTAIUY;
eclu ucrnoib3yeT audience BMECTO customers BO
BCEX CIlydasiX, TepsieTCs TOYHOCTh KOMMYHHKA-
117078

OneHrBaHNE TEPMUHOJIOTUYECKON KOMIIETEH-
LUH TpeOyeT KPUTEPHUEB, OTPAKAIOIIUX HE TOJIBKO
obwvem croBaps. JI.B. 'pamMma Ha ocHOBE cucTeM-
HOTO TOAXO0JIa MPOU3BET aHATUTHYECKOE OIMHUCca-
HHE YPOBHEH U TOKA3aTeNel pa3BUTHSI KOMIIOHEH-
TOB TEPMHUHOJOTMYECKOW KOMIIETEHTHOCTH U
MIPEeNIOKUI MEeToAbl ee pa3BuTus [3]. ns cry-
JICHTOB PEKJIaMbl U OM3HECa MOXKHO UCTIOJIb30BaTh
4eThIpe KPHUTEPHS: TOYHOCTh TIOHUMAHHS Tep-
MUHa; KOPPEKTHOCTh IIEpEBOJIa C YUETOM Ipodec-
CHOHAQJILHOW CHUTYalluH; BIIAJICHUE THUITHYHBIMHU
CJIIOBOCOYETAHUSIMH; CITIOCOOHOCTH HCIIOIb30BATh
TEPMUH B YCTHOW WJIM MHUCBMEHHOH mpodeccro-
HaJlbHOW peun. Hampumep, BBICOKHN ypOBEHBb
MPOSIBIISIETCS, KOT/Ia CTYZCHT HE TOJIBKO TIEPEBO-
muT customer loyalty kak <«IOSJIIBHOCTH KJIMEH-
TOBY», HO ¥ O0BsICHsICT, 4eM loyalty oTimuaercs ot
satisfaction, cocraBnsiet ¢pasy to build long-term
customer loyalty u mpuMeHsIeT ee B IPE3eHTAINH
kaMmnanuu. CpeqHHi YpOBEHb MpPOSBISETCS B
MPaBUIBLHOM TIEPEBOJIE, HO OTPAaHHMYEHHOM YIIO-
Tpebnaennn. Huskuii ypoBeHb BBIpa)KaeTcsi B

OyKBaJbHOM IIE€PEBOJIC, CMEUICHUW 3HAYCHHHA |
OTCYTCTBHH KOJUIOKAIUH.

AyTEHTHYHBIC pEKJIaMHBIE MaTepHajbl Tpe-
OyroT mertoanueckoi ¢umbTpanuu. He kaxmblii
PEKJIaMHBIM TEKCT MOAXOAMT JJIsl 3aHATUA. TekcT
BBIOMPAETCS C y4eTOM NMpOo(hecCHOHANBHOM HAChI-
[IEHHOCTH, TIPO3PavyHOCTH KaHpa, Y4eOHOH IeTn
U S3bIKOBOM JOCTYHHOCTH. JIjii HadaiabHOTO
YPOBHSI HOJOHAYT KOPOTKHE 00bsiBIIeHHs, product
descriptions, email offers. lns cpeauero — landing
pages, peKIaMHBIE O030pBI, OMHCAHUS YCIYT
areHTcTB. [l mpoIBUHYTOr0 — OpeH10yKH, Map-
KeTUHIoBbIe 0TueThl, pitch decks, kelickl pekam-
Hbix kamnanuil. FO.C. BacunwseBa u E.}O. Ocra-
IIEBCKAst CBS3BIBAIOT PEKJIAMHBIE TEKCTHI C OCBOE-
HUEM SI3BIKOBBIX CPEICTB BBIPA3UTENIBHOCTH [2],
YTO OCOOEHHO TOJIE3HO NPH aHaJIu3€ persuasive
vocabulary: exclusive, innovative, reliable,
affordable, sustainable, premium, limited,
personalized. Ctynentam TpeOyercsi pas3iuyaTrh
HMOIMOHAIBHO-OIICHOYHYIO JIEKCUKY H  C00-
CTBEHHO TEPMHHOJIOTHIO: Innovative product —
OLICHOYHAs XapaKTepucTHka; product positioning
— npodeccuoHaNbHBIN TEPMUH.

B 0o0ydeHnuu mepeBosly TEPMHHOB II€JIECO00-
pa3sHO OTKa3aThCsl OT €JMHCTBEHHOT'O «IIPABUIIb-
HOTO» DKBUBAJICHTA TaM, TJI¢ 3HAYCHUE 3aBUCHUT OT
cutyanuu. Engagement nepeBoaurcs kak BoBIie-
yeHHOCTh B digital marketing, HO B 1e7T0BO# mepe-
nUcKe engagement letter uMeeT Ipyroe 3HaYCHHUE.
Performance B pexiiame cBsi3aH ¢ pe3yIbTaTUBHO-
CTBIO KamMmaHuH, a performance marketing — ¢ Mo-
JETBI0 TPOJBIKEHUS, OPHCHTUPOBAHHON Ha W3-
MepuMblii pe3ynbTat. Traffic B 21eKTpoHHOM KOM-
MepIHH 0003HaYaeT MOTOK IMOCETUTENEH Ha CalT.
Such differentiation MOXXHO 3aKpenuTb Yepes
MuKpo3anaHus: translate the term in three sen-
tences; explain why the Russian equivalent
changes; add one professional collocation.

CBs3b TEPMHHOJIOTUU C TPAMMAaTUKOW HE Me-
Hee 3HauMMa, yeM paborta co cioBapeMm. B pe-
KJIAMHOM U J1eJI0BOM KOMMYHHKAIIUU TEPMUHBI Ya-
CTO BXOJISIT B OIIPEJIICHHBIE CHHTAKCHYECKUE MO-
nenu: The campaign is aimed at..., The product is
positioned as..., The target audience consists
of..., The company focuses on..., The offer is
valid until..., The brand is associated with....
OcBoeHHE TakuxX MoOJeJe MoMoraer CTyJeHTaMm
CTpOUTH NPOECCHOHATFHBIE BHICKAa3bIBaHUS 0€3
MPsIMOTO TIEpeBOa C pyccKoro si3bika. Hampumep,
BMecTo Our advertisement is directed to students
koppektHee: The advertisement is aimed at
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students. Bmecto We made a research of market —
We conducted market research. Bmecto The brand
has good reputation among customers — The brand
has a strong reputation among customers. Tepmu-
HOJIOTHYECKAsi KOMIETEHITUS B TAKOM IIOHUMaHUHT
BBIXOJIUT 32 IpeJeNbl CIOBaps U COEAUHSCTCS C
IrpaMMaTH4ECKOM, dKAHPOBOW M IParMaTU4eCKON
TOYHOCTBIO.

[legarornyeckass MoJienb pa3BUTUS TEPMHUHO-
JIOTHYECKOW KOMIETEHIMH B cdepe pekiambl U
Ou3HEeca OMMPAETCs Ha MOCIEeI0BaTENbHOCTh: OT-
00p TEpPMHUHOB 1O PO ECCUOHATIBHBIM TEMaM; Ce-
MaHTHU3alUs Yepe3 ONpeiesieHUe, IPUMEp U BU3Y-
aJIbHYIO OIOpY; CHUCTEMaTHU3alusl B IJI0CCApUU U
TEPMHUHOJIOTMYECKHUX KapTax; 3aKperjieHUe B KOJI-
JIOKAIMIX; IPUMEHEHHUE B )KaHPOBOM TEKCTE; yCT-
Hasl 3allMTa peieHus; pedaexcus ommodok — 3Ta
IIOCJIEZI0BATEIBHOCTh COIJIaCyeTcsl ¢ UACSIMH IT10-
ATArHON TEPMHMHOJOTUYECKOW TOATOTOBKH [4],

POBOH MOAEPKKU 00ydeHus [5], mpodeccu-
OHaJIbHO OPUEHTUPOBAHHOTO OCBOCHUS TEPMHUHO-
noruu [3] ¥ aKTHUBHBIX METOAOB pabOTHI C MPO-
deccuonanpHol nekcukoii [1]. Tlpu mpusneye-
HUU PEKJIAMHBIX TEKCTOB OHA MOJIy4aeT COJIeprKa-
TEJIbHYIO HACBIILEHHOCTb U XKaHPOBYIO JOCTOBEP-
HOCTb [2].

Pa3BuTHe TEpMUHOIOTMYECKOW KOMIIETEHIIUU
CTYJEHTOB NPU U3YUYEHUH AHTJIUICKOTO f3bIKa B
cdepe pexinaMbl U Ou3Heca TpedyeT mepexoaa oT
CJIOBapHOI'0 YCBOECHUS TEPMHHOB K UX IpHUMEHe-
HUIO B NPO(ECCHOHAIBHO 3HAUYMMBIX PEUYEBBIX
neiictBusix. Hanbomnee npoayKTUBHOMN IpencTaB-
asiercst yueOHasi paboTa, rie TepMUHOJIOTHS pe-
KJIaMbl U OM3HEca CBSI3BIBACTCS C peajbHbIMU 3a-
JlayaMH: TOJTOTOBKOH Opuda, mnpeseHTauuei
IPOAYKTa, ONMCAHUEM LIEJIEBOM ay/IMTOPUH, aHa-
JU30M KaMIIaHUH, JAEJIOBOI MEPEenuCcKOn U 3aIiu-
TOM KOMMEPUYECKOTO MPEI0KEHUSI.
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DEVELOPING STUDENTS' TERMINOLOGICAL COMPETENCE IN STUDYING ENGLISH
FOR ADVERTISING AND BUSINESS

U.K. Lukmanova, Candidate of Philological Sciences, Associate Professor
Moscow University of Finance and Law (MFUA)
(Russia, Moscow)

Abstract. This article examines the development of students' terminological competence in studying
English for advertising and business. The relevance of this topic stems from the need for university train-
ing in educational formats that teach professional vocabulary as a means of solving academic and pro-
fessional problems. This article describes the structure of terminological competence, the principles of
selecting English terms, and techniques for their semantization, reinforcement, and productive use. Par-
ticular attention is paid to exercises with authentic advertising texts, business cases, glossaries, role-
playing assignments, and project situations. The purpose of this article is to explore the pedagogical
conditions for developing students' terminological competence when teaching English for advertising and
business. This article will be useful for English teachers, program authors, and students majoring in
economics and communications.

Keywords: terminological competence; English; advertising; business,; professional vocabulary.
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