®OPMM 1 3ABJAHHSA TPO®ECIMHOTO HABUYAHHS THO3EMHUM MOBAM
Y NPOIECI ®OPMYBAHHS KBAJII®IKOBAHUX ®AXIBIIIB
HE®LIOJIOTTYHUX CIEIIAJTBHOCTEM Y BH3

IeBuyenko O.L, rp. M 117
Haykoswmii kepiBauK — cT. BuKki. I'.B. PycakoBa
HarmionansHMH yHIBEPCUTET XapUOBHUX TEXHOJIOTIH

IHO3eMHa MOBa CHOTOIHI € YMHHUKOM COIiaIbHO-€KOHOMIYHOTO, HAYKOBO-TEXHIYHOTO 1 3aralbHOKYIBTYPHOTO
MIPOTPECy HAIIOTO CYCIIJIHCTBA.

IIpodinpHe HaBuaHHS iHO3eMHOI MoBH y BH3 3ymoBnene mnpuamHamMu 00°€KTHBHOTO 1 CyO €KTHBHOTO
xapakTepy. B OCHOBI 00’€KTHBHOI NMPHYMHH JIEKHUTH MOTpeda y (axiBIIX BHUCOKOI KBamidikamii, mo BOJOIIIOTH
iHO3eMHOI0O MOBo10. OTxke, npodimbHUI XapakTep HABYAHHA 1HO3EMHOI MOBH CHpHSE€ HOro eQeKTUBHOMY
BHKOPHUCTAHHIO B IPO(ECiifHIX MiJIAX.

Jlo cy0’eKTUBHUX IPUYUH BapTO BIHECTH XKUTTEBI IHTEpeCH MalOyTHBOTO (axiBLs.

KoMIuiekcHOI0 MeTO NpoQUILHOINO HABYaHHS € HE JIMIIC BHUXOBAHHS CBIZIOMOIO CTaBJICHHS 0 OOpaHOi
npodecii, 10 MOTpeOM NPAKTHYHOTO BUKOPHUCTAHHS IHO3EMHOI MOBM B MalOyTHiil mpodeciiiHii IisuIbHOCTI Ta
MITOTOBKA [0 Y4acTi B MDXKKYJIBTYPHOMY CITUIKYBaHHI B YCHIH Ta MUCEMHi#l (hopMax 3 ypaxyBaHHSIM OCOOMCTICHUX 1
npodeciiiHux iHTEpeciB, aje i pO3BUTOK yBaru, ram’siTi, aHaTiTHYHOTO MUCIICHHS.

Kommnonentamu 3micty npodigbHOrO HaBYaHHS 1HO3EMHOI MOBHM € 3arajbHo-HaBuayibHi yMiHHI. Cepen
3aralbHO-HABYAIEHUX YMiHb BapTO BHIUINTH HaBYABHO-IHTENEKTYalbHI, HaBYAIBHO-iH(OpMaIiiHi i HaBYaIBHO-
KOMYHIKaTHUBHI yMiHHA. J{0 criemiadbHUX YMiHb HaJIe)KaTh TOBOPIHHSA, ayIiFOBaHHS, YNTaHHS, IACHMO.

[igBosun migcymok, Tpeba 3a3HAUNWTH, M0 MpoQUIFHE HABYaHHA IHO3EMHOI MOBH 3IIMCHIOEThCAS Ha 0asi
MOBJICHHEBO-PO3YMOBOT HisUTEHOCTI, IKa 3yMOBJICHAa BUCOKUM CTYIICHEM MOTHUBALII1.

MARKETING COMMUNICATIONS AND THEIR PROSPECTS
(MAPKETUHI'OBI KOMYHIKAIIIL TA IX IEPCIIEKTUBH)

IleBsixoBa B.C., rp. MP-30
HayxkoBwuit kepiBHUK — cT. BUKiI. LI. KoB’six
XapbKiBCHKUH Jep KaBHUH YHIBEpCUTET XapuyBaHHS Ta TOPTIBIi

VY I0moBinl HaBeNeHWH MaTepiall [IOJO CHUCTEMH MAapKEeTHHTOBHUX KOMYHIKaliil, po3’sICHIOEBCS POJIb, SKY
BiJlirpae KOKHUI KOMIIOHEHT I[i€1 CHCTEMH, Ta BIUTUB [HTepHETY Ha MallOyTHE MapKETHHTOBIX KOMYHIKAIIid.

The primary goal of marketing communications is to reach a defined audience to affect its behavior by
informing, persuading, and reminding. A secondary goal of marketing communication is building and reinforcing
relationships with customers, prospects, retailers, and other important stakeholders.  Successful marketing
communications relies on a combination of options called the promotional mix. These options include advertising, sales
promotion, public relations, direct marketing, and personal selling. The Internet has also become a powerful tool for
reaching certain important audiences. The role each element takes in a marketing communications program relies in part
on whether a company employs a push strategy or a pull strategy. Web sites provide a new way of transmitting
information, entertainment, and advertising, and have generated a new dimension in marketing: electronic commerce. In
other words, the Internet has become more that a communication channel; it is a marketing channel itself with
companies such as Amazon.com, CDNow, eBay, and others selling goods via the Internet to individuals around the
globe. Public relations practitioners realize the value that web sites offer in establishing and maintaining relationships
with important publics. Marketing communications has become an integral part of the social and economic system in
the United States. Consumers rely on the information from marketing communication to make wise purchase decisions.
Businesses, ranging from multinational corporations to small retailers, depend on marketing communication to sell their
goods and services. In the future new information gathering techniques will help marketers target more precisely
customers and prospects using direct marketing strategies. New media technologies will provide businesses and
consumers new ways to establish and reinforce relationships that are important for the success of the firm and important
for consumers as they make purchase decisions. The Internet will become a major force in how organizations
communicate with a variety of constituents, customers, clients, and other interested parties.
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