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UHOOPMALIMOHHbIE TEXHOJIOTMU B METOAUYECKOW
CUCTEME OBYHEHUA MHOCTPAHHbIM A3blKAM B BY3E

M3mainnosuu O.B., cT. npen.
Bumebckuli 2ocydapcmeeHHsili mexHoa02u4eckull yHusepcumem,
2. Bumebck, Pecnybnuka benapyce

Mcnonb3oBaHme MHMOPMALMOHHBIX TEXHONMOMMIM B yyebHOM npouecce cnocobcTByeT
yCnewHom opraHusaumu o6pa3oBaTenbHOro NpoLecca B By3e, a Takxke ABASETCS nokasarte-
NeM KayecTtBa 06yvyeHWs MHOCTPaHHOMY $3biKy. BHeapeHue pasnnyHbiX MHOOPMALMOHHbIX
TEXHOMOMMI yBENMYMBAET AOCTYN 0byyarowmxcs K 06pa3oBaHM0 M CaMO0bpPa3oBaHMIo, K
Pa3BUTUIO TBOPYECKOTO M NPOPECCUOHANBHOIO noTeHuuana. TeHAeHUMS BCEMUPHOW UHTe-
rpaumm B pasanyHbiX 061aCTIX IKOHOMUYECKOM, TEXHUUYECKOM, KYNbTYPHOM M 06LWECTBEHHOM
XW3HU TpebyT NOArOTOBKM KOHKYPEHTOCMOCOOHbIX CMeuuanncToB, 06nafaoWwmnx He ToJIbKO
NpodeccMoHaNbHbIMUK, HO U S3bIKOBBIMW KOMMETEHLUAMMU.

PaclumpeHune MexayHapoaHOro COTpyaHMYeCTBa B chepe UHXEHEePHO-TEXHUYECKON ae-
ATENbHOCTM MpefyCMaTpuBaeT y CreLManncTa yMeHus obwaTbcsl — KOMMYHUKATUBHAS KOM-
METEHTHOCTb CTAaHOBUTCS OOHUM M3 BaXXHENWMX GAKTOPOB, ONpeaenstowmxX NoBbiLeHUe ero
npodeCccMOoHaNbHOIo YPOBHS, 4OCTUXEHMS KapbepPHbIX Lienem, ocyLiecTBneHms 3hpbekTMBHom
LEeN0BOM U MEXTUYHOCTHON KOMMYHMKALMK, UTO Onpeaenser yCnewHoCTb ero paboTsbl.

B cBS13M € 3TMM MOBbIWAETCA MOTMBALMS 06YYAIOLWMXCS K U3YUEHMIO MHOCTPAHHOTO 53blKa
M aKLEHTUPYETCS BHMMAHME Ha ero OBMafeHMM He TONbKO Kak 0693aTenbHbIM KOMMOHEHTOM
copepxXaHus Bbicwero npodeccuoHanbHOro 06pasoBaHmUs, HO U KakK YCIOBMEM YCNELWHOro
BXOXAEHUS TMYHOCTM B COLLMOKYBTYPHOE MpoCTpaHCTBO. COBpeMEHHbIe CTYAEHTbl JOKHbI
3HaTb HE TOJIbKO TO, YTO AeNaTb, HO M KaK 3TO LeNlaTb, YTO NpeanonaraeT TBOPYECKUI Xapak-
Tep COBMECTHOM AeaTeNbHOCTM NpenoaaBaTens v CTYAeHTa; OPUEHTALMIO CTYAEHTOB Ha pas-
NIMYHbIe CNOCoBbl CaMOCTOATENbHOIO MOMYYEHUS 3HAHWUMA U pacCLUMpPeHUs 0BLEeKYNbTYpHOro
Kpyrosopa.

B HacToswee BpeMsa ucnonb3oBaHnMe MHOOPMALMOHHBIX TEXHOOMMI NO3BONSET COBEP-
LeHCTBOBATb MO3HABATENbHYIO AeATeNbHOCTb CTYAEHTOB, MOBbIWATh MOTUBALMIO, UCMOMb3Y4
pa3zHoobpa3Hblie GOpMbl CaMOCTOSTENIbHOWM paboThl. [Tpy 3TOM yale BCero ncnonbyT UH-
TepHEeT-pecypChbl, KOTOPbIE YAYYLIAOT HABbIKM YTEHUS, FOBOPEHMS, MUCbMA, @ TaKXKe CI0BapMu.
Ecnm paccMatpuBath BAMAHME MHPOPMALMOHHbBIX TEXHOMOTMUIA HA M3YYEeHME MHOCTPAHHOMO
A3blKa, TO 6OMbWMHCTBO CTYAEHTOB OTAAIOT NPeAnoyYTeHNE TOMY, YTO MCMOb30BaHUE TEXHO-
NOTUI yBenuuMBaeT n oborallaeT C10BapHbIl 3anac.

MNpenopaBaTtenb, FOTOBACH K 3aHATUSM, MOXET NOJIb30BATLCS Pa3/IMUYHBIMU MPOrpaMMamu
N YyNPaXXHEHUSIMM MO 00Y4YEHMIO MHOCTPAHHBIM S3bikaM, MpuMeHsaTb Skype, Discord, no3sons-
towme obwaThCsa Yepes ceTb VIHTEpHET, NPOBOAUTbL OHNANH-BEOMHAPLI, UCMONb30BaTh MHTEP-
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Pazgen 1
NCTOPUYECKUE, ®UTTOCODPCKUE HAVKU, SA3bIKOZHAHUE

HeT pecypcbl Ang 0byyeHus A3biKy, BUAEO- M ayanMoMaTepuansl.

Ha 3aHaTMaX N0 MHOCTPaHHbLIM $3blkaM UCMOb3YHTCS MHOOPMALMOHHbIE TEXHONOTUM,
KoTopble (OPMUPYIOT, Pa3BMBAIOT U yNy4laoT obueobpa3oBaTenbHble YMEHUS U HABbIKM;
PaCWMPSIOT A3bIKOBOWM MaTepuan; MOTUBUPYHOT 00y4aKOLWMXCA K CAMOCTOSTENbHOCTM B pabo-
Te Haf y4ebHbIM MaTepuanoM. YnyylieHne TEXHONOrMi 06y4yeHns 3aHMMAEeT OA4HO U3 NepPBbIX
MeCT CpefM MHOTOUYMCIEHHbIX HOBbIX HanpaBneHuii paseuTusg obpasoBaHus. Micnonb3oBaHue
HOBbIX TEXHONOrMI NO3BONISET Pa3HOO6Pa3nUTb He ToNbKO GOpMbl paboTbl, HO M aKTUBU3UPO-
BaTb MO3HABATENbHYIO AeATeNbHOCTb 0OyYatoLWmMxcs, 06ecneumnTb BbICOKYH cTeneHb andade-
peHuuMaumm obyueHums.
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BRAND ARCHETYPES IN DESIGN
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Archetypes are universal, inborn models of people, behaviors, or personalities that play
a role in influencing human behavior. They represent universal patterns and images that
are part of the collective unconscious. Archetypes — characters defined by generic traits
that explain what they stand for and what motivates their actions. Brand archetypes give
brands a character that makes them accessible and relatable to audiences who share those
same values. What is it that attracts people to these brands? Why do people welcome
them into their family or show loyalty towards them? The answer? Brand Archetypes. The
relevance of the topic is that archetypes have a huge impact on the target audience and
brand sales. Knowledge of archetypes helps to properly build the concept of design of the
future product and increase consumer loyalty.

They were introduced by the Swiss psychiatrist Carl Jung.Jung believed that the human
psyche, or the body, mind and soul, was made up of three parts - the ego, the personal
unconscious and the collective unconscious.

The personal unconscious,which is unique to each of us,contains suppressed memories.
According toJung,the collective unconscious contains ancestral memory — imagery,symbols
and themes that are hereditary.

It's Jung who believed that each archetype played a role in personality, but felt that
most people were dominated by one specific archetype. These four archetypes reflect
human ambition, beliefs and motivations. The Jungian persona defines the different masks
we wear in a social context. The shadow exists as part of the unconscious mind and is
composed of repressed ideas, weaknesses, and desires. The anima represents femininity in
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