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Foreword / Beenenue

OCHOBHOW LENbI0 H3YyYEHHUS] WHOCTPAHHOI'O SI3bIKA B MAarucTpaType SBISETCS
pa3BUTHE KOMMYHHKATUBHOW KOMIIETCHIIMHM OOYYarOIIEToCs, KOTopas MpeayCMaTpUBacT
HE MIPOCTO U3YyUYECHUE JIEKCUKHU, TPAMMAaTUKH, Pa3BUTUE HABBIKOB TOBOPEHUS U BOCIIPUSATHS
peuH, HO U KCIIOJIb30BaHUS 3TUX YK€ HAKOIUIEHHBIX Ha 0o0Jiee paHHUX 3Tamax o0y4yeHus
3HAHHM B KOHTEKCTE CBOEW CIEIUAIbHOCTH. IHOCTpAHHBIN A3bIK CTAHOBUTCSI CPEACTBOM
MOJIyYeHHUs, M3y4Ye€HHUS W  YCBOGHHS  OoJbIIOrO0  o0beMa  mpodeccruoHaIbHO-
OpUEHTHUPOBAaHHOW HMH(pOpPMAlIUU, KOTOpas B JalbHEUIIEM MOXXET OBbITh MPUMEHHMa B
OCHOBHOU 00J1acTh 00y4eHUS U TPOPECCUOHATIBHON JIEATEIBHOCTH.

Pemenne Takux mo3HaBaTENbHO-O0YUYAIOIIMX 33J1ad OO0ecreyruBaeTcs Crenu(ukoit
YTEHHUs KaKk 0coO0ro Buaa peueBoil aesarenbHOCTU. C OHOI CTOPOHBI, YTEHHWE OTHOCUTCS
K PELENTUBHBIM BUJAM PEYEBOU AECATEIIBHOCTH, a C APYTOW — ATO LEIBIM PAI Oneparun
pPENpPOAYKTUBHOTO  Xapakrtepa. Hampumep, BbI3bIBasi YMCTBEHHYK)  aKTHBHOCTH
oOyyJaromierocs, OHO TPEOyeT OCMBICICHUSI, COMOCTABJICHUS, TPYNIUPOBKH, a 3aTeM
aHaJIM3a U UHTEPIIPETAIIMN UMEIOIINUXCS B TEKCTE (PAKTOB.

CyllleCTBEHHYIO BaXXHOCTh MPU ITOM HMEET COJEpKaHUE TEKCTOB. MIMEHHO OHO
MpeonpenesisieT, OyIeT JIU YTCHUE UHTEPECHBIM U 3HAYUMBIM JIJIs oOy4Jaromuxcs. B atoi
CBS3U Tpu OTOOpe TPodecCHOHATHFHO-OPUECHTUPOBAHHBIX TEKCTOB I JAHHBIX
METOJUYECKUX YKa3aHUU YUUTHIBAIUCH TAKUE UX XapPAKTEPUCTUKH, KaK aKTyalIbHOCTh (HE
OoJee Tpex JET ¢ MOMEHTA U3/IaHus), AyTEHTUIHOCTh U JIOCTOBEPHOCTH (UCTIOIH30BATUCH
oduImanbHbIe YICOHBIC U DJIEKTPOHHBIC H3AaHUs), MEKIPEIMETHOCTh (COOTHECEHHOCTD C
Pa3JIMYHBIMU HAPABJICHUSIMH 3HAHUN U PEATHHOCTBIO).

PaboTa Ha KaXIbIM U3 TIPEICTABICHHBIX TEKCTOB BKIIIOUAET B ce€0s TPH dTara:

1 TlpenTekcToBbli — 3TO KOMIUIEKC YMNPAXXHEHUN, CIOCOOCTBYIOIIMX CHSITHIO
JIEKCUYECKUX TPYMHOCTEH, a Takke MPOOYX IECHUIO U CTUMYJIMPOBAHUIO MHTEPECA TEKCTY
3a cueT OOpaIIeHus K JJMYHOMY OIBITY U 3HAHUSIM O0yJarOIINXCS

2 TecToBBIi — 3TO YTEHHE TEKCTAa WM OTHCIbHBIX €ro 4Yacrel ¢ LeJblo

BBITIOJTHEHHSI KOHKPETHO C(hOPMYITHPOBAHHOTO 3a/IaHUSI.



3 TlocaeTekCTOBBIN — UCTIOIB30BAHUE COAECPMKAHUS TEKCTa JUIsl pa3BUTHSA YMEHHI
BBIpaXKaTh U apTyMEHTHPOBATh CBOM MBICIH KaK B YCTHOM, TaK U B MUCbMEHHOU (opme, a
TaK)K€ OH MOJKET IpENIoiaraTb CaMOCTOSITENbHYIO PabOTy CTYIEHTOB IO JajbHEHIIEMY
MOKCKY, OCMBICJICHHIO U 0POPMIICHHIO HH(OPMALIUY IO TEMATHKE MPOYUTAHHOTO TEKCTA.

JlaHHbIE METOAMYECKHE YKa3aHWA MOTYT OBITh PEKOMEHJIOBAaHbl Kak s
ayJUTOPHOM, TaK W JUIsI CaMOCTOSITENIbHOM pabOThl CTYAEHTOB, OOYYarOIIMXCS IIO
IIpOorpaMMaM MarucTpaTrypbl MO0 3KOHOMHUYECKMM HamnpasieHUsAM. lIpu dTreHnn TekCTOB
MOXKHO COOJIIOJaTh MOCJIEJOBATEIbHOCTh, B KOTOPOM IIPE/CTaBICHbl TEMaTUYECKUE
pazzienbl UM BBIOMPATH IJI U3YYEHUS T€ U3 HUX, KOTOPBIE MPEACTABISAIOT HAMOOIbIINN
MHTEPEC, UM COOTBETCTBYIOT LEISAM M 337a4aM OOy4YEHUS KOHKPETHON y4eOHOU TpymIbl
WJIY OTZEJIBHOTO CTYJICHTA.

[lonpoOHBIE TEOpETHUECKHME KOMMEHTApUU U Pa3HOOOpa3HbIe MPAKTHYECKHUE
3ajaHusl o0ecriedaTr IieJieHanpaBieHHOEe (OPMUPOBAHME HABBIKOB PA3JIMYHBIX BHJOB

YTCHMUAI.



1 Skimming / O3HakoMuTe/IbHOE YTEHHE

1.1  Introductory comments on skimming

[lpu o3HakoMuTEeNbHOM 4YTeHWHU (aHri. SKImming) craBuTcs 3amavya MOHUMAHHS
OCHOBHOT'O COJIEpKaHUs TEKCTa, T.€. KaKU€ BOIMPOCHI M KAaKUM OOpa30oM pEIIAIOTCA B
TEKCTEe, YTO UMEHHO TOBOPHUTCSI B HEM IO JaHHBIM BompocaMm. TeKCT MpOUYUTHIBAETCS KaK
MOHO ObIcTpee. JlJist Toro Buaa 4TeHus 10cTaTouHo noHuManue 70% Tekcra; riaBHOE —
ATO YMEHHE ONPEACIUTh TJIaBHYIO MBICIb TEKCTa, OTACIUTh OCHOBHBIE (DaKThI OT
BTOPOCTEINEHHBIX, YCTaHaBJIMBATh JIOTHYECKYIO 7M1t XPOHOJIOTUYECKYIO
MOCJIeA0BaTEILHOCTD. [Ipy 03HAKOMUTENHHOM YTEHUU HEOOXOAMMO HAyYUTHCS 00XOIUTh
HE3HAKOMBIC CJIOBAa M HE IIpepbIBaTh UTEHHE, €CIM OHHM BCTpedaeTcs. Eciu 3Tu
HE3HAKOMBIE CJIOBA SBJISIIOTCS KIIIOYEBBIMH, TO HEOOXOJMMO JIOTaJbIBaThCcd 00 UX
3HAYEHUU U3 KOHTEeKCTa. [Ipu 3TOM BUJE UTeHUS HE HYKHO (DOKyCcHpOBaTh BHUMaHHUE Ha
rpaMMaTUYECKUX CTPYKTypax TEKCTa M aHAIM3UpOBaTh MX. O3HAKOMUTEIBHOE YTCHUE
HOCHUT MO3HABATENbHBIN XapakTep. [I[penMeToM BHHUMaHUS YUTAOLIETO CTAHOBHUTCS BECh
TEKCT MLEJIUKOM. DTO uTeHHe “misi cebs”’, 0e3 MOCIEAYIOIIEro HMCIOJIb30BaHUS WU
BOCITPOU3BE/ICHUS MTOJIYYeHHOW HHPOPMAIIUH.

VYropaxuenuss 11 OOy4eHUsI O3HAKOMHUTEIBHOMY YTEHUIO CTPOATCS Kak Ha

OTACIBHBIX AJIEMEHTaX TeKcTa (ab3alax), Tak M Ha IEJIbIX TeKCTax.

1.2 Assignments

1.2.1 Pre-text assignment. Read the key words and word combinations from the text
and try to guess what it is about: sound, music selection for business, to use catchy
melodies, to recognize a brand image, to influence customers’ behavior, a great marketing
tool.

1.2.2 While reading assignment. Read the blog article by Digital Agency Network*
and find facts to prove that music is a powerful tool to promote a brand and a business.

*Digital Agency Network is a global agency to keep up with latest marketing events by sharing knowledge sharing and

supporting business.



How To Use Music To Promote Your Business

Since the beginning of time, sound has always been a part of human life. It has
played a great role in making us informed of what is happening around and taking our
senses out. Over time, we have managed to mobilize the use of sound by creating rhythmic
music for our pleasure. Today businesses are using music often to make their brands
popular by using catchy melodies that consumers can easily identify with.

Music from a business perspective

There are several factors that make clients interact with businesses and one of the
main things is the image of the brand in their minds.

A brand image should be a reflection of the company’s mission, philosophies, and
goals. All these aspects express the true nature of the company and bring out the qualities
that make it special.

There are several factors that help outsiders to recognize your business. One of the
most powerful is music.

Pairing your business with the right music can help increase profits while carving
out a niche for your brand at the same time. This is certainly not an easy task but there are
a number of ways to make the process easier.

One is to use royalty-free music which has plenty of benefits in terms of business
growth. It is always advisable for businesses to source for great stock music that is
affordable and of good quality.

Music creates social change

Music has the ability to create a good atmosphere, evoke emotions and tell stories
through rhythmic sounds. The difficult part is choosing the right kind of music since more
and more music appears. Music selection has to be flexible and uncomplicated for your
business and it should be a positive reflection of your company’s principles.

Studies have shown that music tempo is very essential in the effect on the listener.
According to Motive Metrics Research, fast music leads to enthusiasm which, in turn,
leads to customers moving faster in a store.

In contrast to this, music with a slower tempo slows down the shoppers thus leading

to an increase in purchases.



Music is a great force of nature. It is more powerful than many of us may think. This
aspect is put into perspective by HookSounds CEO Alvaro Angeloro, who says:

“Music, like any other art, can reach a part of us that is sacred and should never be
corrupted or ignored. It has the power to deeply touch our souls, inspire, provoke and
create an attraction. Music artists have an immense responsibility since the experience of
being exposed to a piece of art never leaves us the same as we were before. When used
wisely, it can also offer relief, by reducing the symptoms of autism, brain degenerative
conditions like dementia and Alzheimer’s diseases and even mental conditions like
depression. That’s the power of music”.

The impact of music on people’s behavior and mood is often minimized. It plays a
great role in human psychology and when scientists began to research and do tests, they
discovered the great impact that it has on the lives of humans.

Using music to build your brand

Music has power and influence, so why don’t businesses use it when building their
brands? Music can create a unique and inviting atmosphere, influence customer behavior
and even increase employee morale.

From the song you hear when your phone call is on hold, to the music you hear
when you are at a store, everything is being processed by your mind as the listener. When
you hear music playing in a store and you listen to it again when you come back, you
immediately start to associate it with the brand.

Some iconic examples of brands that have taken the advantage of music include the
famous Nokia ringtone, the Netflix logo animation sound and many more. All these
companies have used music to support their image.

Music can be a great tool when used correctly, but there’s a catch. It must be used
correctly if you want good results. Why do we emphasize this? Well, it’s simple, if used in
the wrong way, music can have a negative effect on your objectives. It may put off the
very audience that you’re trying to attract.

So finding the most suitable music for your brand can sometimes be an uphill task.

So, it is advisable to do some research, while keeping in mind all the positive attributes


https://www.hooksounds.com/royalty-free-music/

that the music will contribute to your brand image. If used appropriately, music is and
always will be one of the best marketing tools for your business.
1.2.3 Post-text assignment. Can you give successful examples of using music for

promoting a good or service? Analyze the reasons for this success.

2 Scanning / IlouckoBoe uYTeHune

2.1 Introductory comments on scanning

[TouckoBoe uTeHme (aHTI. SCANNING) — 3TO U3BJICUECHHE OTHOCUTEIILHO HEOOIBIIOTO
KoJimdecTBa  HeoOxomumon  wH(popmanuu  (KOHKPETHBIX  (AaKTOB UM CBEICHHH,
OTIpE/ICNICHHBIX XapaKTEPUCTUK, LHU(PPOBBIX AaHHBIX U T.1.) Ul €€ HCIOJIb30BaHUS B
KOHKPETHBIX LIETsX. B 9TOM mposiBisieTcss OTIu4re OT 03HAKOMUTENIBHOTO YTEHUS, KOTaa
HEO0OXOIMMO TMOHAThH OOIIYI0 UJICI0 U coJepKaHue TekcTa. [Ipy monckoBOM YTEHHH TEKCT
IPOYUTHIBAETCS OUYE€Hb OBICTPO, TO €CTh €ro JOCTaTOYHO MPOCTO «IPOOEKaTh IriIa3amuy,
HE BUUTHIBASCH.

Kpome TOro, naHHbli BHUJ YTEHHMs  MpeANoJiaraeT HaJIUYUE  YMEHHUS
OpPUEHTHPOBATHCS B JIOTHKO-CMBICIIOBOM CTPYKTYpE TEKCTa, BHIOMpATh M3 HETO HYXHYIO
uH(DOpMAIMIO MO OMpeAeNieHHON mpoljemMe, BbIOMpaTh U OOBEAUHATH WH(OpMAIUIO
HECKOJIbKMX TEKCTOB 110 OTJEJIbHBIM BOIIPOCAM.

HaBbIK TOMCKOBOTO UTEHHS OYEHb IIOJIE3€H, TOCKOJIbKY OKOHOMHT BpEMs.
Hanpumep, uyToOBl HE 4YWTaTH 3psi BEChb OTYET, HY)KHO YMETh OBICTPO HAWTH TIJ1a3aMH

MHTEPECYIOIINI (PparMeHT, U y’Ke 3aTeM BUUTHIBATHCS U T.1.
2.2 Assignments
2.2.1 Pre-text assignment. What do you know about the Nobel prize: Who was

Alfred Nobel? How often and where does the ceremony of awarding the prize take place?

What are the six nomination categories?



2.2.2 While reading assignment. Read the article “Nobel economics prize winner: I
want to inspire women” and find:

1) the names of three scientists who got the Nobel economics 2019;

2) the age of Prof Duflo;

3) the list of countries where the research was carried out;

4) the reasons for the trio to get the prize;

5) the name of the Swedish central bank who created the Nobel economics prize.

Esther Duflo has said she is “humbled” by her success in winning this year’s Nobel
Prize for economics and hopes it will “inspire many, many other women”.

Prof Duflo was part of a trio, together with her husband Abhijit Banerjee and
Michael Kremer, to win the prize.

Prof Duflo is only the second woman to win the prize since it began in 1969. At 46
years old, she is also the youngest receiver of the prize.

“Showing that it is possible for a woman to succeed and be recognized for success |
hope is going to inspire many, many other women to continue working and many other
men to give them the respect that they deserve like every single human being,” she said.

Prof Duflo’s husband was her PhD supervisor and their work, alongside that of Prof
Kremer’s, has focused on poor people in India and Africa. Their research shows which
investments are to be made and also what has the biggest effect on the lives of the poorest
people.

The Nobel economics prize — known as the Sveriges Riksbank Prize — is the only
award not created by philanthropist Alfred Nobel. Instead, the economics prize was
created by the Swedish central bank “in memory of Alfred Nobel” and first awarded in
1969.

The Royal Swedish Academy of Sciences said the winners had presented “the best
ways to fight global poverty”. It said they had broken the complex issue into “smaller,
more manageable questions” making it easier to solve.

2.2.3 Post-text assignment. Give the summary of the text (either in English or in Russian).
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3 Extensive reading / IlpocMoTpoBOe UTeHHE

3.1 Introductory comments on extensive reading

[TpocMOTpOBOE UTEHHE CBSI3aHO C MOJTYYCHHEM CaMOro OOIIEro MpeICTaBICHHS O
COJIEP’)KaHUU TEKCTa, €ro TeMbl. DTOT BUJ YTEHMs MPEANOjaracT J0BOJBHO BBICOKYIO
CTENEHb PAa3BUTHS HAaBBIKOB UYTEHUS U BJIAJICHUS 3HAUUTEIBbHBIM 00bEMOM JIEKCUUECKOTO U
IrpaMMaTHYECKOrO.

B 3aBucumocTH OT WLeAM M CTENEHH TMOJIHOTHl HW3BJICUEHHUS HHPOpMALUH
CYILLECTBYET HECKOJIBKO BUOB!

— KOHCHIEKTMBHOE YTEHHE. BBIICIICHHUS W BOCIPUATHE HauOOJee 3HAYUMBIX U
OCHOBHBIX CMBICJIOBBIX €JUHUL] TEKCTA,;

— pedepaTUBHOE UTEHHUE: TaK K€ KaK U KOHCIIEKTUBHOE UYTE€HUE, OPUEHTUPOBAHO HA
BbIJICJICHUE OCHOBHBIX MBICIEH TEKCTa, MPU 3TOM MOAPOOHOCTH OIYCKAIOTCS Kak
HECYILECTBEHHBIE JUIsl TOHUMAHMSI TJIaBHOTO;

— 0030pHOE uTeHue: OOHAPYKEHUIO TJIABHOW MBICIM HAa OCHOBE CTPYKTYPHO-
CMBICJIOBOI OpraHU3alluN TEKCTA;

— OpPUEHTHUPOBOYHOE YTEHHUE. OCHOBHOM 3ajjaueil sIBISETCS YCTAaHOBUTH, OTHOCUTCSA
JIA TAaHHBIN TEKCT K UHTEPECYIOLIEH CTYIEHTOB TEME.

VY4eOHble 3ajaHus, KaK MpaBUJIO, HaANpaBiieHbl Ha (OPMHUPOBAHME HABBHIKOB U
YMEHUN OpPUEHTHUPOBATHCA B JIOTMUKO-CMBICJIOBOM CTPYKTYpE TEKCTa, ONpPENENsiTh TEMY
Ipe/ICTaBICHHON MH(pOpMAIUH, U3BJIEKATh U MCIIOIb30BaTh MaTepHall TEKCTa UCTOYHHKA B

COOTBCTCTBHMU C KOHKPETHBIM KOMMYHHUKATUBHBLIM 3aIdHUCM.

3.2 Assignments

3.2.1 Pre-text assignment. Read the title of the text and try to guess what it is about.
3.2.2 While reading assignment. Mark in the text the information to answer the
following questions:

1 what TV broadcast is the best and quickest way to promote a good in the USA?
11



2 what was the price for a 30-second commercial during the Super Bowl 2015?

3 what "#VolvoContest" meant?

4 how many tweets did Volvo got during 4 hours of the broadcast?

5 how much did the Volvo sales grow?

Volvo Interception campaign

Until now, the Swedish car corporation Volvo was feeling the deficit of attention in
the US, the biggest world market. The American market was a real challenge for Volvo as
there were several top players as Jeep, Toyota and Ford and other favorite car brands.

Volvo marketers knew that the best and quickest way to improve the situation in the
US is to air the commercial during the Super Bowl — the annual championship game of
the National Football League. It is as the highest-rated television broadcast in the U.S. But
a 30-second commercial during the Super Bowl in 2015 was around $4.5 million. But
Volvo couldn’t give this sum. That’s why Volvo marketers had to find a way to become a
part of this biggest advertisement day of the year but without a loss in the company’s
budget. And they did it.

Volvo organized a twitter contest. Anyone could win a new Volvo’s XC60 Luxury
for someone who was the dearest to him or her. It was necessary to tweet "#VolvoContest"
every time a commercial of any other car would air during the Super Bowl.

The results were unbelievable. They got more than 50,000 tweets during 4 hours.
This was a super tactic as Volvo made a greater buzz around its brand than their
competitors who paid millions of dollars for 30-second ads. They increased their sales by
70% the month next after the Super Bowl.

3.2.3 Post-text assignment. What do you think about the described Volvo’s

marketing campaign?

12


https://en.wikipedia.org/wiki/Super_Bowl_commercials

4 Intensive reading / U3yuawuee yreHue

4.1 Introductory comments on intensive reading

W3ydarommee uyrteHue (aHri. lintensive reading) — 3To MeJUICHHBIM BUA YTCHUS,
KOTOpBIH mpeanosaraet noyHoe (100%) moHMMaHue U 3allOMUHAHUS COJICPKAHUS TEKCTa,
Yare BCEro KOPOTKOTO OTPhIBKA, €ro THIATEIbHBIN aHaIu3 ¥ KPUTHIECKOE OCMBICICHHUE.
[Tpu >TOM BHAE YTEHHS HEOOXOIMMO IMOHHUMATh KaK IJIaBHYIO, TaK M BTOPOCTCIEHHYIO
UH(POPMAIIHIO, MCIIONB3YsI BCE BO3MOXHBIC CPEIICTBA PACKPBITHS 3HAYCHUS HE3HAKOMBIX
SI3BIKOBBIX SIBJICHHI. DTO YTEHHE MOXKET IMPOTEKaTh MEMJICHHO, TaK KaKk OOydaroIIMHcs
MOJKET TpuOeraTh K IOBTOPHOMY UYTEHHIO, IMEPEBOAY, a4 HHOIA M K MHCHhMEHHOM
buKcaIu coepKaHusl.

TeKkcThl 00BIYHO MMEIOT BBICOKYIO IMMO3HABATEIbHYIO IIEHHOCTh, WH(POPMATHBHYIO
3HAYMMOCTh, TaK KaK OOBEKTOM «HM3Y4YCHHS» TIPU OSTOM BHJIC UTCHHS SIBIISCTCS
uH(popMaIns, CoAepIKaIIasICs B TSKCTE, HO HUKAK HE S3bIKOBOW MaTepHall.

OHO MOKET OBITh MCITOJIB30BAHO JIJIS Pa3BUTHS TaKUX YMEHHUH, KaK MOJHO M TOYHO
MOHUMAaTh COJICPKAHUE TEKCTa, JIeaTh nepudpas / TONKOBaHUE TPYIHBIX IS TOHUMaHHSI
CITOB / TIPEIOKEHHUH, PACKPBIBATh MPUUYNHHO-CIIEACTBEHHBIE CBSI3U, COCTABIATH IUIAH H
cxeMbl, (HOPMYJIUPOBATH BOMPOCHI K OCHOBHOW M BTOPOCTENCHHON WH(OpMAIUH,
NEPEBOUTh TEKCT TOJHOCTHIO WIJIM BBIOOPOYHO, PpACIIMPSATH CIOBApHBIA 3arac,

OBJIAJIEBATh TPAMMATHYECKUMH CTPYKTYPaAMH.

4.2 Assignments

4.2.1 Pre-text assignment. Find the pars of synonyms.

1 | benefit 1 | goal

2 | compete 3 | price

3 | advertising 4 | client
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5 |cost 6 | buy

6 | customer 7 | advantage
7 | target 8 | fight

8 |to purchase 9 | promotion

4.2.2 While reading. Choose the best heading for each passage:
a) Time savings

b) Cost effectiveness

c) Extended Reach

d) Highly targeted

Benefits of SMS Text Marketing

(1) When you need to promote your brand, nothing can compete with SMS.
According to Mobile Marketing Watch, there are almost 7 billion active mobile
subscriptions across the world. Compare that to just 2.5 billion email users. About 98% of
texts are opened, and 90% are read within three minutes. It’s not hard to see why.
Researchers at Facebook found out that 8 out of 10 who are 18 to 44 year olds have their
phone with them 22 hours out of 24 each day.

(2) Unlike more traditional marketing methods, SMS marketing takes just a few
minutes, and the process can be 100% automated. Thus, small business owners can spend
less time worrying over advertising and more time focusing on the day-to-day activities of
their companies.

(3) SMS are cost effective. For as little as $1, marketing experts can issue 500
optimized messages to your company’s CUstomers.

(4) As soon as you learn your customer’s buying habits, SMS text marketing will
help you to create a targeted group of consumers based upon their past purchasing
behaviors or demographic segments. By organizing these groups, you’re then free to send
extremely relevant SMS marketing messages that are specific to their individual interests.

4.2.3 Post-reading assignment. Say whether the statements below are True (T) or

False (F).
14



http://mobilemarketingwatch.com/sms-marketing-wallops-email-with-98-open-rate-and-only-1-spam-43866/

1 SMS is as effective to promote your brand as e-mail. T/F
2 Most of SMS are opened and read. T/F
3 Advertising through SMS saves time. T/F
4 SMS marketing costs a lot. T/F
5 SMS marketing is not oriented to a target group but to all customers. T/F
5 Keys
2.2.2

1 Esther Duflo, Abhijit Banerjee and Michael Kremer; 2 forty six; 3 India and
Africa; 4 they presented the best ways to fight poverty; 5 the Sveriges Riksbank

3.2.2

1 the Super Bowl; 2 around $4.5 million; 3 a twitter contest; 4 more than 50,000;
5 by 70% the month next after the Super Bowl

4.2.2

1c,2a,3b,4d

4.2.3

1F2T,3T,4F,5F

6 Useful links / IToJie3HbIe CCHLIKH

https://www.coursera.org/learn/marketing-innov-produktov

https://learnenglish.britishcouncil.org/skills/reading/intermediate-b1/social-media-

influencers

https://learnenglish.britishcouncil.org/business-english/podcasts-for-

professionals/products-and-brands

https://studyres.com/doc/7932770/reading-on-marketing-mix
https://studylib.net/doc/8100390/marketing-readings
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https://en.wikipedia.org/wiki/Super_Bowl_commercials
https://www.coursera.org/learn/marketing-innov-produktov
https://learnenglish.britishcouncil.org/skills/reading/intermediate-b1/social-media-influencers
https://learnenglish.britishcouncil.org/skills/reading/intermediate-b1/social-media-influencers
https://learnenglish.britishcouncil.org/business-english/podcasts-for-professionals/products-and-brands
https://learnenglish.britishcouncil.org/business-english/podcasts-for-professionals/products-and-brands
https://studyres.com/doc/7932770/reading-on-marketing-mix
https://studylib.net/doc/8100390/marketing-readings

https://courses.lumenlearning.com/vccs-mkt100-17fa/chapter/reading-digital -

marketing
https://medium.com/the-marketing-playbook/how-to-design-marketing-campaigns-

the-importance-of-market-segmentation-71b11e1819c2

https://www.referenceforbusiness.com/encyclopedia/Man-Mix/Marketing.html
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