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1. ONMUC HABYAJIbHOI JUMCLUILIIHUA

HajimeHyBaHHS IOKa3HUKIB XapakTepucTHKA TUCHHUILIIHU 3a popmamu
HABYAHHA
JeHHa

Bun nucoununigu O00B’sa3K0Ba
MogBa BuknIagaHHsd, HaBYaHHS Ta aHTIIACHEKA
OLIIHIOBaHHS
3aranpHUI 00CAT KPEAUTIB/TOINH 8 kpenuTiB /240 rox.
Kypc 1
Cemectp 1 2
KinbKicTh 3MICTOBUX MOJYJIIB 3 2 2
PO3IOIIIOM:
OO0csT KpeauTiB 4 4
OOcsT roanH, B TOMY YHUCII: 120 120
AynuTopHi 48 48
MoayibHUN KOHTPOJIb 8 8
CemecTpoBHil KOHTPOJIb - 30
CamocriitHa poboTa 64 34
dopma ceMecTpOBOr0 KOHTPOIIO 3aJiK €K3aMeH

2. MeTa T2 3aBIaHHA HABYAJILHOI AUCHHUILIIHA
MeTo10 Kypcy € 03HaAHOMIICHHS CTYJICHTIB 3 OCHOBHUMH CTPATETiSIMU YCHOTO Ta ITMCHMOBOTO

nepekiaxy Ta  BJOCKOHAJIEHHs IepeKiIafo3HaByoi mpodeciiiHoi kommeTeHLii 3 mepekiany i

azanTaiii MXHapoaHOT 1H(pOpMaIlil y JTIOKaJTbHOMY MEIIalpocTOpl BIAMOBIAHO A0 MEHTAIBHOCTI,

COLIIOKYJIbTYPHUX Ta MPABOBUX HOPM LIIbOBOI ayTUTOPIi.

3aBaanuam kypcy «Ctparerii yCHOro Ta NHCHBMOBOIO mepekjaay» € ¢opMyBaHHS

HACTYIIHUX KOMIIETEHTHOCTEI:

3K 1 3patHicTh CHUIKYBAaTHCS AEPAKABHOIO MOBOIO SIK YCHO, TaK 1 MMCbMOBO.

3K 4 YMiHHS BUSBIATH, CTAaBUTH Ta BUPIIIYBaTH IPOOIEMH.

3K 5 3paTHicTh mpaitoBaTH B KOMaH/Il Ta aBBTOHOMHO.

3K 6 3naTHicTh CHUIKYBAaTHUCS 1HO3EMHOKO MOBOIO.

3K 7 3naTHicTh 10 a0CTPaKTHOTO MUCIIEHHS, aHAJII3y Ta CUHTE3Y.

3K 8 HaBuuku BUKOpUCTAaHHS 1HPOPMALIHHUX 1 KOMyHIKAIlIHHUX TEXHOJIOT1H.

3K 12 3paTHiCTh reHepyBaTH HOBI 1/1€1 (KPEaTUBHICTB).

OK 5 YcBigoMIeHHS METO0IOTIYHOTO, OPraHi3aliifHOro Ta MPaBOBOTO MiAIPYHTS, HEOOX1IHOTO AJIs
JOCTIKEeHb Ta/a00 1HHOBALIMHUX PO3pOOOK y raimy3i (uionorii, mpe3eHTauii iX pe3yibTariB
npodeciifHiil CIIBHOTI Ta 3aXUCTY 1HTEJNEKTYaJIbHOI BIACHOCTI Ha Pe3yJIbTaTH JOCIHIIKEHb Ta
IHHOBAIIIH.

O®OK 6 3paTHICTH 3aCTOCOBYBATH MOTVIMOJEHI 3HaHHS 3 0OpaHoi inonoriunoi crmemianmizamii ams
BUpIIIEHHS MTpo(deciiHNX 3aBAaHb

OK 8 VYcBimomileHHsT POl €KCIPECUBHUX, €MOIIMHUX, JIOTIYHUX 3aC00IB MOBH ISl TOCSITHEHHS
3aITAHOBAHOTO TMPAarMaTHYHOTO PE3yIbTaTy.

@®K 9 MoBneHHeBa: BOJOIHHS IEKCHYHUMHE, TPAMaTHUYHUMHU, oporpadiuHUMI MOBHUMH 3HAHHSAMU
1 HAaBUYKaMHM aHTJIIHChKOi MOBH Ha piBHI Cl; 3HaHHS CEMaHTUKH, CJIOBOTBOPYOI i CHHTAaKCUYHOT
CTPYKTYpH, (PyHKIIT B peueHHI H TEKCTi, JIKCHYHOI moJjiceMii, aHTOHIMIi, OCOOIMBOCTEM
(bpazeonorii 1y CTPYKTYpHOI OpraHi3allii TeKCTy Ta BUPaXEHHsS] KOMYHIKaTUBHOI 1HTEHIII].

@K 10 KomyHnikaTuBHA: yMiHHS BECTH Jiajor, MoOyJoBaHUI Ha peanbHii a00 CHUMYJIbOBaHIN
CHUTYyaIlil Ta BIJIbHO BECTH PO3MOBY aHTJIIHCHKOI MOBOIO 3 HOCISIMH MOBH; 3JJaTHICTh BUKJIQaTH
CBOIO JYMKY BI/IOBIIHO 1O IEBHUX THIIIB TEKCTY 3 JOTPUMAHHSAM MapaMeTpiB KOMyHIKaTHBHO-
CTHJIICTUYHOI JIOIITBHOCTI Ta MOBHOI TPAaBWJIBHOCTI; BOJIOMIHHS PI3HOTATY3€BUMHU U
aCTeKTHUMH 0a30BHMHM 3HAHHIMH JUIS TIEPEKIaaIlbKOTO CYTIPOBO/Y .

OK 11 Ilepexiamaribka: BOJIOIIHHSI Cy9aCHUMH TEXHOJOTISIMU Ta MPOTPAMHUM 3a0€3MEUCHHSIM IS
po6oTH 3 6aHKaMU MepeKIIaaanbKoi aM ATi, KOpIycaMu, eJIeKTPOHHUMU CIIOBHUKaMH 1 6a3aMu
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JAHWX; 3HAaHHs crenudIYHUX MepeKIaalbkux TpaHchopmalliid, yMiHHS iX 3aCTOCOBYBaTH y
MEPEeKIIajli PI3SHOKAHPOBUX TEKCTIB, 00 MPAIIOBATH 3 MAIIMHHUM MEPEKIAI0M, TTOCIIJOBHIM
YCHHUM Ta XYJ0XHIM MepeKIIaallbKuM CyIpOBOIOM

3. Pe3yabTaT HAaBYaHHSA 32 JUCUMUILIIHOIO
ITo 3akiHYEeHHIO KypCY 04iKY€THCS:

I[IPH 1 OwiHroBatu BJacHy HaBYaJIbHY Ta HAYKOBO-NpOQeciiiHy MisIbHICTh, OyIyBaTH 1 BTLITIOBAaTH
e(EeKTUBHY CTPATETiI0 CAMOPO3BUTKY Ta MPOo(eciiiHOro CaMOBAOCKOHAJICHHS.

IIPH 2 VYneBHEeHO BOJIOAITH JIEPKaBHOKO Ta 1HO3EMHOI0 MOBaMH IS peaiizailii MMChbMOBOI Ta yCHOL
KOMYHIKaIli, 30KkpeMa B CUTyaIisX MpogeciiHOro i HaAyKOBOTO CHUIKYBaHHS, NMPE3CHTYBATH
pe3yJIbTaTH JAOCHTIKEHD JIEP>KaBHOIO Ta IHO3EMHOIO MOBAMH.

I[IPH 3 3acrocoByBaTu CydyacHi METOAMKH 1 TEXHOJOTril, 30kpeMa iH(popMamiiiHi, Ui YCHIIIHOTO i
e(eKTUBHOTO 3iMCHEHHs MPodeciifHOl MISUTBHOCTI Ta 3a0e3MeYCHHs SKOCT1 JOCIIKESHHS B
raiy3i repMaHchbKoi (isonorii

[IPH 5 3naxomutu onTUManbHI HUISIXM €(PEKTUBHOI B3aeMoaii y mpodeciiiHOMy KOJEKTHBI Ta 3
MpeICTAaBHUKAMU 1HIINX TpOodeciiHUX Py Pi3HOTO PiBHS

[TPH 9 XapakTepusyBatu TeOpeTUYHi 3acaau (KOHIIEMIii, KaTeropii, MpUHIIMIIA, OCHOBHI MOHSATTS TOIIO)
Ta MPUKJIAHI aCTIEKTH B MEPEKIIaI03HABCTBI Ta TepMaHChKii (his10I0Tii.

I[IPH 10 306wmparu i cucTtemMaTu3yBaTH MOBHI, JiT€paTypHi, (ONBKIOpHI (akTH, IHTEPHpPETYBaTH W
nepeKyIalaTH TeKCTH PI3HUX CTHIIIB 1 )KaHPIB aHTIIHCHKOIO Ta YKPaiHCHKOIO MOBaMH.

ITPH 12 HdotpumyBartucsi npaBmi akanemiunoi noopodecHocti [IPH 13 loctymHo ¥ aprymMeHTOBaHO
MOSICHIOBATH CYTHICTh KOHKPETHHX (DIJIONOTIYHMX MUTaHb, BIACHY TOYKY 30py Ha HHX Ta il
oOIpyHTYBaHHS K (paxiBIsIM, TaK 1 LIMPOKOMY 3araiy, 30KpemMa ocodam, siKi HaBYarOThCsI

ITPH 13 [docTymnHo it apryMeHTOBaHO MOSCHIOBATH CyTHICTh KOHKPETHUX (PIIOJIOTIYHUX MTUTaHb, BIACHY
TOYKY 30py Ha HUX Ta ii OOTpYHTYBaHHS K (axXiBLsM, TaK 1 IIUPOKOMY 3araiy, 30Kpema ocodam,
SIK1 HABYAIOThCS

ITPH 14 CtBoproBatu, aHani3yBaTH i pearyBaTi TEKCTH PI3HUX CTUJIIB Ta KaHPIB

[IPH 16 BukopucroByBaTH clieniani3oBaHl KOHLIENTYaJdbH1 3HaHHS 3 00paHoi (1I0I0T1YHOT rany3i s
PO3B’sI3aHHA CKJIAJHUX 33/1a4 1 mpo0sem, 10 NoTpedye OHOBIICHHS Ta IHTErpallii 3HaHb, YacTO B
YMOBax HEMOBHOI/HEA0CTAaTHOI 1H(POpMaIlii Ta CylepeuTuBUX BUMOT

ITPH 18 Bomoaitu iHO3eMHO0 MOBOIO Ha piBHI Cl 111 BITBHOTO MHUCHMOBOTO M YCHOTO TMEpeKIany,
3nilicHeHHs mnpodeciiiHoi KoMyHikamii 1 MDKOCOOHMCTICHOIO CIIJIKYBaHHS Ta SIKICHOTO
npodecifiHOro BUKOPHUCTaHHS, AJs poOOTH 3 PI3HOTATY3€BUMU M acHeKTHMMHU O0a30BUMH
3HAHHSAMHU JUIS IEPEKIIAAAbKOTO CYPOBO/LY;

ITPH 19 3actocoByBaTu 3HaHHS Ta BMIHHS Yy MepeKyafanbKiil MpakTHIl 3 BUKOPUCTAHHSIM HOBITHIX
NEepeKIaJo3HaBYMX Teopiil Ta iX 1HTepmperauliid, MpOrpaMHUX MPOAYKTIB, €JIEKTPOHHUX,
MEpPEKEBUX, XMapHUX OaHKIB MepeKIaanbkoi maM’ STl Ta yCixX TUIIB 1 (OpPM CIOBHHKIB.

[TPH 20 BonoaiTn nepekiafalbKOl TEXHIKOI, 3HAHHAMU Teopii 1 MPaKTUYHUMH HaBUYKAMU
NPOEKTYBaHHS, KOHCTPYIOBAHHS, MOJETIOBAHHS IPOIECY MepeKiany; CKIAJaTH Pi3HI BUIH
IUIaHIB Ul oprasizauii nporecy nepekiany. OOIpyHTOBaHO BUPILIYBAaTH MUTAHHS peajizaiii
HOPM aBTOPCHKOTO IpaBa Ha MPaKTHII



4. CTPYKTYPA NPOI'PAMH HAB‘{A:J.II)HOi JUCIHUIIITHHA
TEMATHYHUMU IIJIAH 1JIA AEHHOI @OPMH HABYAHHSA

(1 CEMECTP)

Ha3Ba 3mMicTOBUX MOYJIiB, TEM
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3micToBuii moayJb 1. Basics of Strategies in Interpreting and Translation
Tema 1: Interpreting and  Translation  Strategies. 28 12 16
Implementation of Strategies into practice of translating
Newspapers texts.
Tema 2: Explicitation, Shifts, Localization and Publishing 28 12 16
strategies for translating newspaper texts and informative
articles in Magazines.
MoynbHUNE KOHTPOJIb 4 4
Pa3om 3a 3micToBuii MoayJb 1 60 24 4 32
3micToBuii moayJsb 2 Local and global strategies in translating Global News.
Tema 3. Cultural Translation (Framing) and Equivalence as 28 12 16
main strategies for International News Translation.
Tema 4. Adaptation and Norms in Interpreting Global News. 28 12 16
MoaynpHUN KOHTPOJIb 4 4
Pa3om 3a 3micToBHii MOAYJIb 2 60 24 4 32
[TinroroBka Ta MPOXOKEHHS KOHTPOJIILHUX 3aXO0/I1B
Ycboro 3a 1 cemectp 120 48 8 \ \ 64
2 CEMECTP
Hasga 3micToBUX MO/yJIiB, TEM Po3mnoais ronuH Misk BUZaMHA
po0IT
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3micTroBuii MmoayJb 3. Experience and best practices in Translation Literature and Informal texts.

Tema 5: Rewriting, Descriptive Strategies and Sociological 22 12 10
Approach in translation Classical Literature and Fiction.
Tema 6: Translation and Interpreting strategies supporting 20 12 8
adaptation of books releases, audio books and informal online
content (blogs, stories etc.)
MopnynpHUN KOHTPOJIb 4 4

Pa3om 3a 3micToBHii MOAYJIb 3 46 24 4 18




3microBmii MoayJasb 4. Adaptation and Localization in International advertising strategies.
Tema 7: Adaptation, Equivalence, Norms and Ideology as 20 12 8
supportive strategies in International Branding documents
Translation and Special events Interpreting.
Tema 8: Different aspects of Adaptation, Transcreation, 20 12 8
Localization and Norms as strategies of Interpreting and
Translation International advertising campaigns and their
components
MoaynpHUN KOHTPOJIb 4 4
[TinroroBKa Ta MPOXOHKEHHSI KOHTPOJBHHUX 3aX0/IiB 30 30
Pa3om 3a 3micTroBmii MoayJIb 4 74 24 4 30 16
Yeboro 3a 2 cemectp | 120 48 | 8 | 30 | 34

5. MIPOT'PAMA HABYAJIBHOI JUCHUILIITHUA

3MICTOBHUI MOJVJIb 1.
Basics of Strategies in Interpreting and Translation

Tema 1: Interpreting and Translation Strategies.

Implementation of Strategies into practice of translating Newspapers texts.
IpaxkTnune 3auaTTa 1. Strategies as planning in Interpreting and Translation Practices. General rules.
IIpakTuune 3auaTtsa 2. The choice of Translation and Interpreting strategies due to the Target audience
and main goals of Interpreting or Translation texts.
IIpakTnune 3ansatTa 3. Strategical tricks in translation of newspaper headlines attracting readers’ attention
to different information from newspapers.
IpakTuune 3ansarra 4. Cross cultural aspects of Translating different types of articles for newspapers
publishing in three and more countries. The choice of global strategies.
IIpakTnune 3anaTTa 5. Choice of strategies to translate media content of online newspapers.
I[IpakTuune 3ausaTTa 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.

IIpakTnune 3auaTTsa 7. The use of translation strategies within the organization of information in popular
magazines.
IIpakTnune 3anaTTa 8. Choice of strategies to translate magazine Contents with headlines and short
previews taking into account target audience.
IpakTnune 3anarTa 9. Editorial information and its Adaptation.
IMpakTuune 3ausarTa 10. The use of local strategies to translate international magazine information to
publish issue in Ukrainian language.
IIpakTuune 3anarra 11. Analysis of information presented in Ukrainian divisions of international
Magazines and strategies implemented for its translation.
IIpakTuune 3ansarra 12. Adaptation of Ukrainian magazines information to English speaking market.

3MICTOBHUI MOJYJIb 2.
Local and global strategies in translating Global News.

Tema 3. Cultural Translation (Framing) and Equivalence as main strategies for International News
Translation.

IIpaktnune 3anarra 13. Pragmatic and Sociocultural Adaptation in Translation: Discourse and

Communication Approach in translating News.

IIpakTuune 3anatTsa 14. News and social life of the words. Explicitation and Culture Translation in

International News.
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IIpakTuune 3anusarTa 15. SL-oriented and TL-oriented strategies in translation International News to the
target audience.

IIpakTuune 3ausarTa 16. Cross-cultural Journalism and the Language Divide. The Work Process of a
Correspondent: A Case Study in Translation Sociology.

IIpakTuune 3ansaTTs 17. Cultural and social news translation and localization process.

IIpakTnune 3auaTTa 18. Best practices of News translation.

Tema 4. Adaptation and Norms in Interpreting Global News.
Ipaktuune 3ansatrsas 19. The Analysis of Interpreting News practices. Ways of adaptation new
information and messages to the target audience.
IMpakTuune 3ansaTTs 20. Subtitles as one of the forms in translation and interpreting News.
IpakTuune 3auaTTa 21. Cultural Studies Approach to Interpreting Commercial News.
IMpaxkTuune 3auaTTs 22. Translation through Interpreting: A Television Newsroom Model.
IpakTuune 3anartsa 23. The Role of Norms in Interpreting different types of News.
IIpakTuune 3auarrsa 24. Framing in resounding News.

3MICTOBHUI MOJY.JIb 3.
Experience and best practices in Translation Literature and Informal texts.

Tema S. Rewriting, Descriptive Strategies and Sociological Approach in translation Classical
Literature and Fiction
IpakTnune 3auaTTa 25. Descriptive strategy in translation book covers information.
IIpakTuune 3aHaTTs 26. Rewriting as one of the most powerful strategies in translation literature heritage.
IpakTuune 3anarTsa 27. Analytical approach to best practices in Translation Literature.
IIpakTnune 3anaTTa 28. SL and TL strategies in translating Literature.
IIpakTuune 3anarTsa 29. Adaptation of Literary texts with specificity of their genre to Ukrainian target
audience.
IIpakTuune 3ansarra 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.)

IIpakTuune 3ansarra 31. TL strategies in Translation and Interpreting books releases.

IIpakTnune 3auaTTa 32. Procedural strategies in Translation and Interpreting books releases.
IpakTuune 3anaTTsa 33. Revoicing audio books to Ukrainian target audience.

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

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

Tema 7: Adaptation, Equivalence, Norms and Ideology as supportive strategies in International
Branding documents Translation and Special events Interpreting.
IpakTuune 3auarts 37. The roles of brand awareness and country-of-origin image in translation
practices.
IIpakTnune 3auaTTa 38. Visual persuasion: strategies of translation visuals in Global brands promotion.
IpakTuune 3anaTTs 39. Name Selection in International Branding: Translating Brand Culture.
IIpaxTuune 3auaTTa 40. Adaptation Global brands promotional support.
IIpakTuune 3anaTTsa 41. Interpreting brands PR events framing due to the market specifics and target
audience preferences.
IIpaxkTuune 3anaTTs 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.
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IIpakTuune 3ausarTa 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.

IIpaxTnune 3aHaTTA 44. Transcreation as a main strategy in Translation Advertising.

IIpakTuune 3anaTTs 45. Adapting ad commercials and short advertising films to local markets.
IIpaxTnune 3auaTTa 46. Different aspects of adaptation and localization outdoor advertising for English-
speaking and Ukrainian media markets.

IIpaxTuune 3auaTTa 47. Peculiarities of translation and transformation emotional marketing information.
IIpakTuune 3anatTsa 48. Norms in translation and Interpreting International advertising campaigns and
their components.

6. KOHTPOJIb HABYAJIBHUX JTOCATI'HEHb

6.1. Cucrema OouiHIOBAHHS HABYAJBHUX J0CATHEHDb CTY/I€HTIB

Bun pissibHOCTI cTyeHTa a Monyns 1 Monyib 2 Monaynb 3 Monayns 4
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BinBinyBaHHS MpakKTUYHUX
3aHATH

Po0ota Ha npakTMyHOMY 3aHATTI | 10 12 120 12 120 12 120 12 120
BukonaHHs 3aBIaHb JIIs 5 4 20 4 20 4 20 4 20
CaMOCTIiHO1 poOoTH
BukoHanHsg MoaynbHOI pobotu | 25 2 50 2 50 2 50 1 25
Pazom 404 379
Po3paxyHok koedilieHTa 100:404 = 0,247 60:379=0,158

6.2. 3aBraHHs 1JIs1 caMOCTiiiHOI po00TH Ta KpUTepii OLiHIOBAHHS.

3aBiaHHA Ul CaMOCTIMHOI pOOOTH CTYJE€HTH BUKOHYIOTH y BUIJISAI IMHMCHbMOBHMX HEPEKIIAIIB,
NEepeKyIaliB 13 Bi3yalbHUM CYIpPOBOJOM (Tpe3eHTallii), TyOItoBaHHs 3a JIOIOMOIOI0 THUTPIB Y BifI€O,
YCHOTO B1ITBOPEHHS IMIATOTOBJIEHOTO MEpPEKIaay.

3MiCTOBUI MOIYJIh Ta TEMH 3aBJIaHHS JIJISl CAMOCTIHOT poO0TH AxaneMiuHni bamn
KOHTPOJIb
1 2 3
5 KYPC, 9 CEMECTP

3MICTOBUM MOJYJIb 1. Basics of Strategies in Interpreting and Translation

The use of translation strategies within the organization of information in popular | IIpakTuune 5
newspapers. Presentation of the most interesting headlines from International 3aHITTS
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 | IIpakTuune 5
newspapers publishing in three and more countries. Take into account cross 3aHITTS
cultural aspects of Translating. Discuss the choice of global strategies.




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

Bceworo 20

3MICTOBUM MOJY.JIb 2. Local and global strategies in translating Global News.

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

Bceworo 20

5 KYPC, 10 CEMECTP

3MICTOBHUM MOJIYJIb 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 [IpakTuune 5
genres of books. 3aHATTS
Rewriting as one of the most powerful strategies in translation literature [IpakTnune 5
heritage. 3aHATTS
Presentation of short abstract from the given book translated with the use of
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. [IpakTrune 5

3aHATTS

Bceboro 20

5 KYPC, 10 CEMECTP

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

Presentation of translated Brand (company) profile. [IpakTrune 5

3aHSTTS
Adaptation of Global brands promotional support (several messages, promo and | [IpakTuune 5
POS materials) 3aHATTS
Interpreting several commercials or short advertising films from English into | Ilpaktuune 5
Ukrainian choosing lyrics with the sense from series of different Christmas Ads. 3aHATTS
Adapting Ukrainian advertising for English-speaking media market. [IpakTuune 5

3aHATTS

Bceworo 20

6.3. ®opmu npoBeeHHS MOAY/JIbHOI0 KOHTPOJIIO HA KPUTePii OLiHIOBaHHS.

MonybHHI KOHTPOJIb CKIaJa€ThCS 3 YCHOI Ta MUChMOBOI YaCTUHM. Y CHa YaCTHHA — IUKTAHT-
nepekian abo ayniroBaHHsA-Tepeknal. [lncbMoBa yacTMHa — TepeKiaj Pi3HUX BHUIIB TEKCTIB 3a

TEMaTHKOIO Kypcy.
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6.4. ®opmu NPoBeIeHHSI CEMECTPOBOI0 KOHTPOJIIO TA KPUTEPii OUIHIOBAHHS.
dopma ceMecTpOBOr0 KOHTPOIIIO — 3aJiK, OTPUMYETHCSI aBTOMATHYHO 32 PE3yJIbTaTaMH MOTOYHOTO
Ta MOJYJILHOTO KOHTPOJIIO.
®opma npoBeieHHs eK3aMeHY: KOMOiHOBaHa (MTUCHbMOBUH MEPEKIIa] KOPOTKUX TEKCTIB 3
aHTIIIChKOT MOBU Ha yKpaiHChKy (400 3HaKiB) Ta 3 yKpaiHChKOi MOBH Ha aHTJIiHChKY (400 3HaKiB) i
YCHUH TepeKIIaj] pi3HUX BUJIB TEKCTIB 3 IHO3EMHUX Ta YKPATHCHKHX JIXKEpEll.

TpuBaJjiicTh NpoBeeHHs: YCHAa YacTuHA — 20 XBWINH, TUCbMOBA YacTUHA — 60 XBUIJIUH.

MaxkcumajbHa KiibKicTb 0aaiB: 40 OamiB. 3 Hux: ycHa yactTuHa — 20 6aiiB, MMCHbMOBA YaCTHHA

— 20 GautiB.

Kpurepii oniHoBaHHs:

1. IlncbMOBa YaCTHHA OLIHIOETHCS 3 YpaxXyBaHHSAM PO3YMiHHS TEKCTY-OpHTiHATYy ApyKoBaHHX 3MI
Ta MPaBUIBHOI HOro mepenadi MOBOK Iepekialy BUKOPHCTOBYIOUM PI3HI METOJM Ta MPUHOMHU
UCHMOBOTO Tiepekiany. [lepexiaz 3 anrmiiicbkoi MoBH — 10 OamiB mepekiaz 3 yKpaiHCbKOi MOBU
— 10 6aniB (1uB. TabI.).

2. YcHa 4acTHHA CKJIAJA€ThCs 3 MyJIbTHME/I1a MEePeKiIaa 32 TEMaTHKOIO KYPCY 3 aHTIIIHChKOT MOBH —
10 6aniB, 3 ykpaincbkoi MmoBu — 10 6amniB (n1uB. Tab1.).

Buna pobotu Kpurepii oriHtoBaHHs

VYcHa BiANOBiAbL Maxkcumansuo — 20 6ais;
Koxna rpamatnyHa/nekcuyna nomusika — minyc 0,5 6ana
KoxHa 3MicTOBHA MOMIUIKA — MiHYC 1 Oan

[TucemoBe MaxkcumansHo — 20 GaniB
3aBJIaHHS KokHa rpamatuyHa/nekcuyHa nmomMuika — Minyc 0,2 6ana
Koxna 3micToBHa mommiika — miayc 0,5 6ana

6.5. OpieHTOBHUIT MepesTiKk NUTaHb AJIsl CeMecTPOBOro KOHTpoio (10 cemectp).

1. Basics of Strategies in Interpreting and Translation
. Strategies as procedures in Interpreting and Translation Practices. General rules.

3. Translation and Interpreting strategies due to the Target audience and main goals of interpreting
or Translation texts.

4. Translation strategies within the organization of information in popular newspapers and
magazines.

5. Choice of strategies to translate headlines and short previews taking into account target audience.

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

7. Various magazines content organization. Editorial information and its Adaptation.

8. The use of local strategies to translate international magazine information to publish issue in
Ukrainian language.

9. Cultural Translation (Framing) and Equivalence as main strategies for International News
Translation.

10. Pragmatic and Sociocultural Adaptation in Translation: Discourse and Communication
Approach in translating News.

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

12. 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. Adaptation of Literary texts with specificity of their genre to Ukrainian target audience.



20.
21.
22.
23.
24.
25.
26.

27.
28.
29.
30.
31.

32.
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Best practices of Ukrainian Literature translation into English.

TL strategies in Translation and Interpreting books releases.

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. HIxaua BinmoBinHoOCTI OLIHOK

PeiiTuHrona Ouinka 3a 3HaYeHHA OLiHKHU
OIliIHKA CT00AJIBLHOIO
LIKAJI010
A 90-100 GauiB BinMinHO — BiAMIHHMI piBEeHb 3HaHb (YMiHb) B MeEXax
000B’I3KOBOI'O marepiary 3 MOKJIMBUMU
HE3HAYHUMH HEJOJIKaMH
B 82-89 GaiiB Hyxe n1o6pe — 10cTaTHbO BUCOKUI PiBEHb 3HAaHb (YMiHb)

B MeXax OOOB’SI3KOBOro Marepiany 0e3 CyTTEBUX
(rpyOmx) NOMHUIIOK

C 75-81 GaniB Jlobpe — B minomy a00puil piBeHb 3HaHb (YMiHB) 3
HE3HAaYHOIO KUIbKICTIO IOMUJIOK
D 69-74 6anis 3a70BIIBHO — TIOCEpeAHii piBeHb 3HaHb (YMiHb) 13

3HAYHOIO KUILKICTIO HEHOMIKIB, JOCTATHIM IS
MOJAJIBIIOr0 HaBYaHHs a00 mpodeciiHoi MisIbHOCTI

E 60-68 OaniB JlocTaTHRO — MIHIMAJIbHO MOKJIUBUH 1IONTyCTUMUHN PIBEHb
3HaHb (YMiHb)
FX 35-59 GamiB He3anoBinbHO 3 MOMXIJIMBICTIO MOBTOPHOTO CKIAJaHHS —

HE33/IOBUIbHUM pPiBEHb 3HAHb, 3 MOJXKIHUBICTIO
MOBTOPHOI'O MEPECKJIAIaHHsI 32 YMOBU HaJIEKHOIO
CaMOCTIHHOTO JI00NPAIIOBAHHS

F 1-34 GaiiB He3anoBinbHO 3 00OB’S3KOBUM MOBTOPHHUM BUBYECHHSIM
Kypcy — JIOCUTh HU3bKUH PiBEHb 3HaHb (YMiHB), 110
BHUMAarae MOBTOPHOTO BUBYEHHS JUCIHILTIHU




Paszom: 240, npakTuyHi 3aHATTH - 96, camocTiiiHa podoTa — 98, MoAyJIbHUH KOHTPOJb — 16 roauH,

7. HapyajibHO-MeTOANYHA KapTa Aucuuiuiinu (1, 2 cemecrp)

ceMecTPOBHiA KOHTPOJIb — 30 roguH (eK3aMeH)

Monyni 3microBuii MoayJs 1 3micToBuii MOayJIb 2 3micToBuii MoayJb 3 3micToBuii MoayJib 4
Hasga Basics of Strategies in Local and global strategies in | Experience and best practices in | Adaptation and Localization in
MOZYJISt Interpreting and translating Global News Translation Literature and International advertising

Translation Informal texts. strategies
K-T1p 6aniB 3a 132 132 132 132
MOIYJIb™*
Comuan 12 12 12 12 12 12 12 12
Temu Interpreting Explicitation, | Cultural Adaptation and | Rewriting, Translation and | Adaptation, Different
npaktuuHux | and Translation | Shifts, Translation Norms in Descriptive Interpreting Equivalence, aspects of
3aHSThH Strategies. Localization | (Framing) and Interpreting Strategies and | strategies Norms and Adaptation,
Implementatio | and Equivalence as | Global News. | Sociological supporting Ideology as Transcreation,
n of Strategies | Publishing main strategies Approach in adaptation of supportive Localization and
into practice of | strategies for | for International translation books releases, | strategies in Norms as
translating translating News Classical audio books and | International strategies of
Newspapers texts in | Translation. Literature and | informal online | Branding Interpreting and
texts. Magazines. Fiction content (blogs, | documents Translation
stories etc.), Translation International
and Special advertising
events campaigns and
Interpreting. their
components
CamocriiiHa 20(4x5) 20(4x5) 20(4x5) 20(4x5)
poboTta
Buau MonynsHa KOHTpOJBHA poOoTa |MoaynabHa KOHTpoJIbHA poboTa 3,4 |MoaynsHa KOHTpOJIbHA poOoTa 5,6 | MoaynpHa KOHTpOJIbHA poOoTa 7
IOTOYHOTrO 1,2 50 (2x25) Ganis
KOHTPOJIIO 50 (2x25) 6ainiB 25 GaniB
50 (2x25) GaniB
[TincymxoBwHii 3amik Exzamen (40 6aniB)
KOHTPOJIb

*KinpkicTh OaniB 3a MOJYJIb BUPAXOBY€ETHCS 32 HABYANIbHY JISJIBHICTh
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HopaTtok A

Opranizauisa ayguTopHoi podoTu 3 nucuunaiau «Crparerii yCHOro il nMcbMOBOT0
nepexJiaay» i 4ac MpoBeJeHHs] IOBTOPHOI0 KypcCy

[Tnan poGotu 3 HaBuanbHOI nucHuIIiHu Ha 1 Kypce 1cemectp (hopMa KOHTPOIIIO — 3aJTiK)
No mapu Ha3Ba 3mMicTOBUX MOYJIiB, TEM AxaneMiqHu Banmu
KOHTPOJIb

3MICTOBHUM MOJY.Ib 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.

[IpakTuune
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.

IIpakTnune
3aHATTS

16

[Tapa 3

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

IIpakTnune
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.

IIpakTnune
3aHATTS

16

ITapa 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.

[IpaxkTune
3aHATTA

16

3MICTOBUI MOJIYJIb 2. Local and global strategies in translating Global News

Tema 3. Cultural Translation (Framing) and Equivalence as main strategies for International News

Translation.
[Tapa 6 Pragmatic and Sociocultural Adaptation in Translation: | IIpakTuune 16
Discourse and Communication Approach in translating | 3aHsTTS
News. News and social life of the words.
[Tapa 7 Explicitation and Culture Translation in International | [IpakTuune 16
News. Adaptation of International News to the target | 3ansaTTs
audience.
Tema 4. Adaptation and Norms in Interpreting Global News.
[Tapa 8 The Analysis of Interpreting News practices. Ways of | IIpaktuune 16
adaptation new information and messages to the target | 3aHATTA
audience.
[Tapa 9 Translation through Interpreting: A Television Newsroom | [Ipaktuune 16
Model. The Role of Norms in Interpreting different types | 3ansTTs 4

of news.
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Po3paxyHok peidiTuHroBux 6aJiB 3 koedinieHTOM
5 kypc (9 cemectp) (hopma KOHTPOIIO — 3aJTIK)

. ) KinekicTs
. . Kinpkicts OaiiB 3a
Ne Bun misnbHOCT1 OVHUILIL 10 Bcroro
OIMHHUITIO
PO3paxyHKY
1 BiaBinyBaHHS MpaKTUYHUX 1 9 9
) 3aHSTh
Bukonanns 3aBaaHHs
2. FHA 3ABI 5 9 45
caMoCTiiHO1 poOoTH
BiamoBiab Ha OpaKTUYHOM
3. JUTOBIA pa y 10 9 90
3aHATTI
4. KonTposibHe onuTyBaHHS 4 1 4
MaxkcuManbHa KijabKicTh OamiB: 148
KoedimienT po3paxyHky peidtuHrosux 6aiaiB cranoButh: 100/ 148 =0, 676
Honatox B

Opranizauis ayauTopHoi po6oTH 3 JucuumIiHa «Ctparerii yCHOro i NMUCbMOBOT0
nepexkJaaay» mija yac NpoBeaeHHsI IOBTOPHOI0 Kypcy

[1nan poOoTH 3 HaBUANBHOI AUCcHHILIIHU Ha 1 Kype 2 cemecTp (Ppopma KOHTPOIIIO — €K3aMeH )

Ne mapu HasBa 3micTOBUX MOJyJIiB, TEM AkanemMiuHui bamu
KOHTPOITb

3MICTOBHUM MOJY.JIb 3. Experience and best practices in Translation Literature and
Informal texts

Tema S. Rewriting, Descriptive Strategies and Sociological Approach in translation Classical
Literature and Fiction

[Tapa 1 Descriptive strategy in translation book covers | [IpakTuune 16
information. Rewriting as one of the most powerful | 3ansTTs
strategies in translation literature heritage.

[Tapa 2 Analytical approach to best practices in Translation | IIpakTuune 16
Literature. SL and TL strategies in translating | 3aHsTTS
Literature.

[Tapa 3 Adaptation of Literary texts with specificity of their | [IpakTuune 16

genre to Ukrainian target audience. Best practices of | 3ansATTA
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.)

[Tapa 4 TL strategies in Translation and Interpreting books | Ilpaktuune 16
releases. Revoicing audio books to Ukrainian target | 3aHATTS
audience.

[Tapa 5 Rewriting in translation informal online content (blogs, | IIpakTiuune 16

stories etc.) Self-monitoring and correction in | 3aHATTS
Translation special information, books presentations
and informal online content.

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

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 | Ilpaktuune 16
image in translation practices. Visual persuasion: | 3aHATTS
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strategies of translation visuals in Global brands
advertising.

[Tapa 7 Adaptation Global brands promotional support. PR | Ilpaktuune 16
events framing due to the market specifics and target | 3aHsaTTS
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: | I[IpakTuune 16
adapting the company's communication to the | 3aHsaTTS
specificities of the local environment of the hosting
countries targeted by the campaign.
ITapa 9 Different aspects of adaptation and localization outdoor | I[IpakTuune 16
advertising for English-speaking media market and | 3ansTTs 4
Ukraine. Norms in translation and Interpreting
International  advertising campaigns and their
components.
Po3paxyHok peiiTuHroBux 0ajiB 3 koeinicHTOM
5 kypc (10 cemectp) (hopMa KOHTPOIIIO — EK3aMEH)
o ) Kinpkictb
. . Kinpkicts OaniB 3a
Ne Bun gisneHOCTI OJIVHUILB 10 Bceworo
OJIMHUIIO
PO3paxyHKY
1 BinBimyBaHHS IPaKTHYHUX 1 9
) 3aHSTh
7 BI/IKOH&F{H?[ E’TaBI[aHHSI 5 45
caMocCTiiHO1 poOoTH
3 Po6ora nHa NMPaKTHIHOMY 10 90
3aHSTTI
4. KoHnTponbHe onuTyBaHHs 4 4

MaxkcumanbHa KinbKicTh OaniB: 148

KoeditieHT po3paxyHKy peMTHHroBux 0aiiB ctaHoBuTh: 60 / 148 = 0, 405




