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Èâàí Îðèùèí. Ôîðìèðîâàíèå àíãëîÿçû÷íîé ðå÷åâîé êîìïåòåíöèè â àóäèðîâàíèè ñòóäåíòîâ íåÿçûêîâûõ âóçîâ.

Àâòîð ðàññìàòðèâàåò ïðîáëåìó ôîðìèðîâàíèÿ àíãëîÿçû÷íîé ðå÷åâîé êîìïåòåíöèè â àóäèðîâàíèè ñòóäåíòîâ íåÿçûêîâûõ 
âóçîâ è ïóòè å¸ ðåøåíèÿ. Óêàçàíî íà ôàêòîðû, ñïîñîáñòâóþùèå óñïåøíîìó óñâîåíèþ íàâûêîâ àóäèðîâàíèÿ. Ðåêîìåíäîâàíû îïðåäå-
ë¸ííûå òèïû óïðàæíåíèé, êîòîðûå ñëåäóåò âûïîëíÿòü ïåðåä íà÷àëîì àóäèðîâàíèÿ. Ðàññìîòðåíà âàæíîñòü âûáîðà òåêñòîâ äëÿ 
àóäèðîâàíèÿ. Ïðèâåäåíû ïðè¸ìû ñåìàíòèçàöèè ëåêñèêè äëÿ ñíÿòèÿ ëåêñè÷åñêèõ òðóäíîñòåé.

Ivan Oryshchyn. Formation of English speech competence in listening of non-linguistic higher educational institution 
students.

The author considers the problem of formation of English speech competence in listening of non-linguistic higher educational 
institution students and ways to solve it. In the article the factors that contribute to successful mastering of listening skills are 
pointed out.  Specific types of exercises that should be carried out before the listening are recommended. The importance of choosing 
texts for listening is considered. The techniques of semantization of vocabulary for removal lexical difficulties are given.
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Àâòîð ðîçãëÿäàº ïðîáëåìó ôîðìóâàííÿ àíãëîìîâíî¿ ìîâëåííºâî¿ êîìïåòåíö³¿ â àóä³þâàíí³ ñòóäåíò³â íåìîâíèõ ÂÍÇ ³ 
øëÿõè ¿¿ âèð³øåííÿ. Âêàçàíî íà ôàêòîðè, ùî ñïðèÿþòü óñï³øíîìó çàñâîºííþ íàâè÷îê àóä³þâàííÿ. Ðåêîìåíäîâàí³ ïåâí³ òèïè 
âïðàâ, ùî âàðòî âèêîíóâàòè ïåðåä ïî÷àòêîì àóä³þâàííÿ. Ðîçãëÿíóòà âàæëèâ³ñòü âèáîðó òåêñò³â äëÿ àóä³þâàííÿ. Íàâåäåí³ 
ïðèéîìè ñåìàíòèçàö³¿ ëåêñèêè äëÿ çíÿòòÿ ëåêñè÷íèõ òðóäíîù³â.
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Àêòóàëüí³ñòü ïðîáëåìè. Çíàííÿ ³íîçåìíî¿ 
ìîâè îòðèìóº âñå á³ëüøå çíà÷åííÿ äëÿ ïðîöåñó 
êîìóí³êàö³¿ ç ³íøèìè íàðîäàìè ÿê ó ïîáóòîâ³é, 
òàê ³ ä³ëîâ³é, ïðîôåñ³éí³é ñôåðàõ. Íà ñó÷àñíîìó 
åòàï³ ðîçâèòêó Óêðà¿íà ìàº øèðîê³ ïîë³òè÷í³, 
åêîíîì³÷í³ òà êóëüòóðí³ çâ’ÿçêè ç áàãàòüìà çàðó-
á³æíèìè êðà¿íàìè. Çá³ëüøóºòüñÿ ê³ëüê³ñòü ï³ä-
ïðèºìñòâ, ÿê³ ïðàöþþòü ³ç çàêîðäîííèìè ïàðòíå-
ðàìè. Ðîáîòà íà öèõ ï³äïðèºìñòâàõ âèìàãàº â³ä 
ôàõ³âö³â, ó÷îðàøí³õ ñòóäåíò³â, óì³ííÿ ñï³ëêóâà-
òèñÿ ³íîçåìíîþ ìîâîþ.

Âì³ííÿ ðîçóì³òè íîñ³¿â ìîâè º íåîáõ³äíîþ óìî-
âîþ ñï³ëêóâàííÿ. Õî÷à òîé ôàêò, ùî ïðîöåñ îâî-
ëîä³ííÿ ³íîçåìíîþ ìîâîþ ìàº êîìóí³êàòèâíî-êîã-
í³òèâíèé õàðàêòåð º çàãàëüíîâ³äîìèì, ïðîöåñîâ³ 
àóä³þâàííÿ íå ïðèä³ëÿºòüñÿ íàëåæíà óâàãà ³ éîãî 
íàâè÷êè ç’ÿâëÿþòüñÿ ñòèõ³éíî, áåç ñïåö³àëüíî-
ãî ö³ëåñïðÿìîâàíîãî íàâ÷àííÿ. Îñü ÷îìó äóæå 
÷àñòî ñòóäåíòè, ÿê³ äîñòàòíüî â³ëüíî ðîçìîâ-
ëÿþòü àíãë³éñüêîþ ìîâîþ, çóñòð³÷àþòüñÿ ç òðóä-
íîùàìè ïðè ¿¿ ñïðèéíÿòò³ â ïðèðîäíèõ óìîâàõ 
[1, ñ. 84]. Òîìó â óìîâàõ íåìîâíîãî ÂÍÇ ïðîáëåìà 
íàâ÷àííÿ àóä³þâàííþ ñòàº îñîáëèâî àêòóàëüíîþ. 
Ó ö³é ñòàòò³ ïðîïîíóºìî óçàãàëüíåíèé äîñâ³ä íàâ-
÷àííÿ àóä³þâàííþ ñòóäåíò³â ñïåö³àëüíîñò³ «Ì³æ-
íàðîäíà åêîíîì³êà».

Àíàë³ç îñòàíí³õ äîñë³äæåíü ³ ïóáë³êàö³é. Äå-
òàëüíèé àíàë³ç íàóêîâî¿ ë³òåðàòóðè, ùî ðîçãëÿäàº 
ïðîáëåìè àóä³þâàííÿ, ïðîâ³â Â. Çëîòí³êîâ. Éîãî 
äîñë³äæåííÿ ïîêàçóþòü, ùî çíà÷íà óâàãà ïðèä³ëÿº-
òüñÿ ôîðìóâàííþ ó ñó÷àñíèõ ôàõ³âö³â íàâè÷îê ³í-
øîìîâíîãî ìîâëåííÿ â àóä³þâàíí³ (Ò. Âàí Äåéê, 
². Äåõåðò, Ì. Æèíê³í, ². Çèìíÿ, Á. Ëàï³äóñ), ñïðèé-
ìàíí³ òà ðîçóì³íí³ óñíîãî ³íøîìîâíîãî ïîâ³äîì-

ëåííÿ (Ì. Áàëàáàéêî, Ð. Ì³ëüðóä, Ï. ßõíî òà ³í.). 
Ñôîðìóëüîâàí³ çàâäàííÿ, çì³ñò íàâ÷àííÿ àóä³þ-
âàííþ (Á. Ëàï³äóñ, ². Ðîãîâà òà ³í.), âèçíà÷åí³ ïñè-
õîëîã³÷í³ õàðàêòåðèñòèêè öüîãî âèäó ìîâëåííºâî¿ 
ä³ÿëüíîñò³ (Ë. Âèãîòñüêèé, Ì. Æèíê³í, ². Çèìíÿ, 
Î. Ëåîíòüºâ, À. Ëóð³ÿ, Ì. Ëÿõîâèöüêèé òà ³í.), 
ïðèíöèïè â³äáîðó òåêñò³â äëÿ íàâ÷àííÿ àóä³þâàííþ 
(Î. Áî÷êàðüîâà, Í. Ñëóõ³íà, Î. Ì³ðîëþáîâ, 
Â.×åðíèø òà ³í.), îêðåñëåí³ îñíîâí³ ï³äõîäè ùîäî 
³íäèâ³äóàë³çàö³¿ íàâ÷àííÿ àóä³þâàííþ ìàéáóòí³õ 
ôàõ³âö³â (Î. Ìåòüîëê³íà, Ñ. Í³êîëàºâà).

Âèä³ëåííÿ íåâèð³øåíèõ ðàí³øå ÷àñòèí çàãàëü-
íî¿ ïðîáëåìè, ÿêèì ïðèñâÿ÷óºòüñÿ îçíà÷åíà 
ñòàòòÿ. Ñó÷àñíà ìåòîäèêà âèêëàäàííÿ ³íîçåìíèõ 
ìîâ âèêîðèñòîâóº áàãàòî íîâ³òí³õ ìîäåëåé íàâ÷àí-
íÿ àóä³þâàííþ. Ñåðåä íèõ: íàâ÷àííÿ àóä³þâàííþ 
íà çàñàäàõ êîìïåòåíòí³ñíî-ä³ÿëüí³ñíîãî ï³äõîäó 
(Î. Áî÷êàðüîâà), òåõíîëîã³¿ çàíóðåííÿ (Ç. Êîðíº-
âà), ôîðìóâàííÿ ìîâëåííºâèõ ïîíÿòü (Ë. ×åðåïà-
íîâà), âèêîðèñòàííÿ çàñîá³â ìåä³àîñâ³òè (Ñ. Ìåä-
âåäºâà), ³íòåíñèâíîãî íàâ÷àííÿ (Â. Àëåêñàíäðîâ) 
òîùî. Ïðîòå ïåðåâàæíà á³ëüø³ñòü íàóêîâèõ ïðàöü, 
ÿê³ ïðèñâÿ÷åí³ ïðîáëåì³ íàâ÷àííÿ àóä³þâàííþ 
ó÷í³â çàãàëüíîîñâ³òí³õ øê³ë ³ ìàéáóòí³õ ô³ëîëîã³â 
[2, c. 1]. Ùîäî ñòóäåíò³â íåìîâíèõ ÂÍÇ, òî öÿ 
ïðîáëåìà çàëèøàºòüñÿ íåäîñòàòíüî âèâ÷åíîþ, â 
÷îìó ïåðåêîíóºìîñü íà âëàñíîìó äîñâ³ä³.

Ôîðìóëþâàííÿ ö³ëåé ñòàòò³ (ïîñòàíîâêà 
çàâäàííÿ). Óçàãàëüíèòè äîñâ³ä ìåòîäèñò³â, ÿê³ 
äîñë³äæóâàëè ïðîáëåìè àóä³þâàííÿ, òà âëàñíèé 
äîñâ³ä íàâ÷àííÿ àóä³þâàííþ ñòóäåíò³â íåìîâíèõ 
ÂÍÇ äëÿ òîãî, ùîá âèêëàäà÷³ ³íîçåìíèõ ìîâ ÂÍÇ 
ìîãëè óñï³øíî éîãî âèêîðèñòîâóâàòè  ó ñâî¿é 
ïðàêòèö³.
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Âèêëàä îñíîâíîãî ìàòåð³àëó äîñë³äæåííÿ. 
Àóä³þâàííÿ – îñíîâíå äæåðåëî ìîâíèõ çíàíü ³ 
âàæëèâèé çàñ³á ìîâëåííºâî¿ ïðàêòèêè. Âîíî ïî-
øèðþº ïîòåíö³éí³ ìîæëèâîñò³ âèêîðèñòàííÿ íàâ-
÷àëüíîãî òåêñòó: â³í ñòàº äæåðåëîì ³íôîðìàö³¿ çà 
îáðàíèì ôàõîì, à òàêîæ çàñîáîì îâîëîä³ííÿ ³íøî-
ìîâíèì ìàòåð³àëîì, ñòèìóëîì äëÿ ðîçâèòêó ïðî-
ôåñ³éíîãî ìîâëåííÿ.

Ï³ä ÷àñ àóä³þâàííÿ ñëóõà÷ âèêîíóº ö³ëó íèçêó 
àíàë³òèêî-ñèíòåòè÷íèõ îïåðàö³é, ùî ï³äâèùóþòü 
àêòèâí³ñòü ìîâëåííºâî¿ ä³ÿëüíîñò³ òà çàáåçïå-
÷óþòü äèíàì³êó âäîñêîíàëåííÿ âì³íü àóä³þâàííÿ. 
Âèêîíóþ÷è âïðàâè ç àóä³þâàííÿ, ñòóäåíòè âäî-
ñêîíàëþþòü óì³ííÿ ïðîãíîçóâàòè çì³ñò, âèä³ëÿòè 
ãîëîâíå, çíàõîäèòè äðóãîðÿäí³ äåòàë³, ùî óòî÷-
íþþòü ãîëîâíå, âñòàíîâëþâàòè ïðè÷èííî-íàñë³ä-
êîâ³ çâ’ÿçêè.

Ìåòîþ ïðîöåñó àóä³þâàííÿ º ôîðìóâàííÿ íà-
âè÷îê âï³çíàâàííÿ òà îñìèñëåííÿ ìîâëåííºâèõ 
ñòðóêòóð, ñòâîðåííÿ ñëóõîâèõ îáðàç³â ìîâíèõ çíà-
ê³â, ïðîãíîçóâàííÿ ôîðì òà óòðèìàííÿ â ïàì’ÿò³ 
ñèãíàë³â ¿õíüîãî îñìèñëåííÿ, ôîðìóâàííÿ ó ìàé-
áóòí³õ ôàõ³âö³â óì³íü óñíîãî ñï³ëêóâàííÿ ³íîçåì-
íîþ ìîâîþ [4, ñ. 7].

Íà ïñèõîëîã³÷í³ àñïåêòè àóä³þâàííÿ çâåðòàþòü 
óâàãó Á. Ïàâë³é òà ². Ïîäãàéñüêà. Àäæå â³äïîâ³ä-
íî äî äàíèõ ïñèõîëîã³¿, àóä³þâàííÿ – ïñèõ³÷íà 
ä³ÿëüí³ñòü, ÿêà âêëþ÷àº ïðîöåñè ñïðèéíÿòòÿ, ðîç-
ï³çíàâàííÿ òà ðîçóì³ííÿ ³íîçåìíî¿ ìîâè. Îñê³ëü-
êè ïðîïóñêíà çä³áí³ñòü çâóêîâîãî êàíàëó íàáàãàòî 
ìåíøà çîðîâîãî, à àóä³þâàííÿ îäíîðàçîâå, ñïðèé-
ìàííÿ ìîâè çàëåæèòü â³ä óì³ííÿ óòðèìóâàòè â 
ïàì’ÿò³ ðåçóëüòàòè ñìèñëîâîãî òà ñåìàíòè÷íîãî 
àíàë³çó ïðîòÿãîì ïåâíîãî â³äð³çêó ÷àñó äëÿ òîãî, 
ùîá îá’ºäíàòè ¿õ ó çàê³í÷åíó äóìêó. 

ßê ïîêàçóº ïðàêòèêà, íàäõîäæåííÿ íåïåðåðâíî¿ 
³íôîðìàö³¿ ïðèçâîäèòü äî øâèäêîãî â³äâåðíåí-
íÿ óâàãè ìàéæå âñ³õ ñòóäåíò³â. Ãîëîâíîþ ìåòîþ 
º ðîçâèòîê òàêèõ óì³íü ÿê ñïîñòåðåæåííÿ, êëà-
ñèô³êàö³ÿ, âèá³ð, âèñóíåííÿ ã³ïîòåç. Ò³ëüêè ñòó-
äåíò, ÿêèé âîëîä³º íèìè, ìîæå ñâ³äîìî òà îðãà-
í³çîâàíî ñïðèéìàòè ³íôîðìàö³þ òà àíàë³çóâàòè 
¿¿. Íà çàíÿòòÿõ ðåêîìåíäîâàíî âèêîðèñòîâóâàòè 
âïðàâè, ñïðÿìîâàí³ íà ïñèõîëîã³÷íó ï³äãîòîâêó 
äî ñïðèéíÿòòÿ îðèã³íàëüíîãî òåêñòó, äëÿ àíòè-
öèïàö³¿ ³íôîðìàö³¿ äëÿ ïåðøîãî îçíàéîìëåííÿ ³ 
çàïàì’ÿòîâóâàííÿ ëåêñèêè, íàìàãàòèñÿ ðîçâèâàòè 
ðåïðîäóêòèâí³ íàâè÷êè ñòóäåíò³â [1, ñ. 84].

Óñï³õ àóä³þâàííÿ áàãàòî â ÷îìó çàëåæèòü â³ä 
âèáîðó òåêñòó. Íèçêà äîñë³äíèê³â ïðîöåñó àóä³þ-
âàííÿ (Î. Ëîçèíñüêà, Ò. Êðàñüêî. Î. Ëó÷å÷êî) 
ââàæàþòü, ùî òåêñòè ïîòð³áíî ñêëàäàòè íà îñíîâ³ 
îðèã³íàëüíèõ àíãëîìîâíèõ äæåðåë. Äëÿ ìîòèâàö³¿ 
ï³çíàâàëüíî¿ ä³ÿëüíîñò³ ñòóäåíò³â òà ðîçâ’ÿçàííÿ 
îñâ³òí³õ ³ âèõîâíèõ çàâäàíü, ÿê³ ñòàâëÿòüñÿ ïåðåä 
³íîçåìíîþ ìîâîþ ÿê íàâ÷àëüíîþ äèñöèïë³íîþ, 
ï³ä ÷àñ äîáîðó òåêñò³â äëÿ àóä³þâàííÿ âåëèêó 
óâàãó âàðòî ïðèä³ëÿòè õàðàêòåðó òåêñò³â: ¿õí³é 
ï³çíàâàëüí³é ö³ííîñò³, ³íôîðìàòèâíîñò³ òà ÿêîñò³ 
[5, ñ. 6 ].

Á. Ïàâë³é, ². Ïîäãàéñüêà ââàæàþòü, ùî åôåê-
òèâí³ñòü íàâ÷àííÿ àóä³þâàííþ çàëåæèòü â³ä çàö³-
êàâëåíîñò³ ñòóäåíò³â ó ðîçóì³íí³ çì³ñòó, à çì³ñòîâ-
í³ñòü ³ ö³êàâ³ñòü º âàæëèâîþ âèìîãîþ äî òåêñòó 
äëÿ àóä³þâàííÿ.

Àíàë³ç íàøèõ äîñë³äæåíü ïîêàçàâ, ùî ðåçóëüòà-

òè ïåðåâ³ðêè ïðîñëóõàíèõ òåêñò³â áóëè á êðàùè-
ìè, ÿêùî òåêñòè áóëè á ö³êàâèìè òà çì³ñòîâíèìè.

Çà ðåêîìåíäàö³ºþ Þ. Êîðîòêîâî¿ òà Î. Ïðîöåíêî 
ïðîâåëè àóä³þâàííÿ çà òðüîìà åòàïàìè: ïåðåäòåê-
ñòîâèé, òåêñòîâèé ³ ï³ñëÿòåêñòîâèé. Íà ïåðåäòåê-
ñòîâîìó åòàï³ çàâäàííÿì âèêëàäà÷à º ñòâîðåííÿ 
óìîâ äëÿ éìîâ³ðíîãî ïðîãíîçóâàííÿ çì³ñòó àóä³î-
òåêñòó òà çíÿòòÿ ëåêñè÷íèõ, ãðàìàòè÷íèõ, ³ â ðàç³ 
íåîáõ³äíîñò³, ôîíåòè÷íèõ òðóäíîù³â ñïðèéíÿòòÿ. 
Ç ìåòîþ âèð³øåííÿ ïåðøîãî çàâäàííÿ (ïðîãíîçó-
âàííÿ çì³ñòó) ïåðåä êîæíèì òåêñòîì ñôîðìóëüî-
âàí³ ïèòàííÿ, â³äïîâ³ä³ íà ÿê³ ìàþòü íàøòîâõíóòè 
ñòóäåíò³â íà âèçíà÷åííÿ éîãî éìîâ³ðíî¿ òåìàòèêè, 
ùî çíà÷íî ïîëåãøèòü ñïðèéíÿòòÿ ïî÷óòîãî. 

Äëÿ çíÿòòÿ ëåêñè÷íèõ òðóäíîù³â àóä³þâàííÿ 
ïåðåä ïðîñëóõîâóâàííÿì òåêñòó ïîäàþòüñÿ ñëîâà ³ 
ñëîâîñïîëó÷åííÿ, ÿêèìè, éìîâ³ðíî çà âñå, ñòóäåí-
òè íå âîëîä³þòü. Äîö³ëüíî âèêîðèñòàòè äëÿ öüîãî 
òàê³ ïðèéîìè:

– ñåìàíòèçàö³þ ñë³â ³ ñëîâîñïîëó÷åíü ó êîíòåê-
ñò³, ÿêùî â³í ï³äêàçóº íåîáõ³äíå çíà÷åííÿ;

– ñåìàíòèçàö³þ ñïîñîáîì äåô³í³ö³¿ (òëóìà÷åííÿ), 
ÿêùî âñ³ ñëîâà, ÿê³ ïåðåäàþòü çíà÷åííÿ, â³äîì³;

– ñåìàíòèçàö³þ óçàãàëüíþþ÷èõ ñë³â çà äîïîìî-
ãîþ ñë³â ³ç êîíêðåòíèì çíà÷åííÿì;

– ñåìàíòèçàö³þ øëÿõîì íàçèâàííÿ êëàñó, êàòå-
ãîð³¿, ïðèíàëåæíîñò³, îêðåìèõ ÿêîñòåé;

– ñåìàíòèçàö³þ ë³íãâîêðà¿íîçíàâ÷èõ ëåêñè÷íèõ 
îäèíèöü çà äîïîìîãîþ îïèñó, òëóìà÷åííÿ ðåàë³é, 
âèêîðèñòàííÿ â³äïîâ³äíèõ íàî÷íèõ ìàòåð³àë³â 
(ôîòîãðàô³é, ä³àïîçèòèâ³â, ìàëþíê³â);

– ñåìàíòèçàö³þ çà äîïîìîãîþ äîáèðàííÿ ñèíîí³-
ì³â àáî àíòîí³ì³â;

– ñåìàíòèçàö³þ çà äîïîìîãîþ ìîâíî¿ çäîãàäêè 
(³íòåðíàö³îíàëüí³ ñëîâà, ñëîâîòâîð÷³ åëåìåíòè, 
çâóêîíàñë³äóâàííÿ, êîíòåêñò).

Ï³ñëÿ ñåìàíòèçàö³¿ íîâèõ ëåêñè÷íèõ îäèíèöü ³ 
ñëîâîñïîëó÷åíü âàðòî ïåðåâ³ðèòè ïðàâèëüí³ñòü ðî-
çóì³ííÿ ¿õíüîãî çíà÷åííÿ ñòóäåíòàìè. Äëÿ öüîãî 
ïðîïîíóºìî òàê³ çàâäàííÿ ÿê ñêëàäàííÿ ðå÷åíü ³ç 
íîâèì ëåêñè÷íèì ìàòåð³àëîì, ïîÿñíåííÿ äåÿêèõ 
ñë³â ³ ñëîâîñïîëó÷åíü.

Ê³ëüê³ñòü íåçíàéîìèõ ñë³â íå ïîâèííà ïåðåâè-
ùóâàòè 3 % â³ä çàãàëüíî¿ ê³ëüêîñò³ ñë³â, áî ïå-
ðåâàíòàæåííÿ êîðîòêî÷àñíî¿ ïàì’ÿò³ óïîâ³ëüíþº 
ïðîöåñ çàñâîºííÿ ìîâè ³ çìåíøóº øâèäê³ñòü â³ä-
ïðàöþâàííÿ ïîñò³éíèõ íàâè÷îê.

Äåÿê³ àóä³îòåêñòè ìîæóòü ì³ñòèòè ñêëàäíèé àáî 
äàâíî çàñâîºíèé ãðàìàòè÷íèé ìàòåð³àë. Òîìó äëÿ 
òîãî, ùîá çíÿòè ìîæëèâ³ ãðàìàòè÷í³ òðóäíîù³ 
ñïðèéíÿòòÿ, âàðòî âèêîíàòè íåâåëèê³ âïðàâè.

Íà òåêñòîâîìó åòàï³ ïðîïîíóºìî äâîðàçîâå 
ïðîñëóõîâóâàííÿ òåêñòó. Äåÿê³ â÷åí³ (Î. Òàðíî-
ïîëüñüêèé) ââàæàþòü, ùî àóä³îòåêñò íåîáõ³äíî 
ïðåä’ÿâèòè ñòóäåíòàì ëèøå îäèí ðàç, îñîáëèâî 
íà îñíîâíîìó òà ïðîñóíóòîìó åòàïàõ. Äâîðàçîâå 
ïðîñëóõîâóâàííÿ ïðèïóñòèìå, àëå äîñèòü ð³äêî, 
³ ëèøå äëÿ îñîáëèâî ñêëàäíèõ àóä³îòåêñò³â. Óðà-
õîâóþ÷è íèçüêèé ð³âåíü çíàíü, ç ÿêèì ñòóäåíòè 
ïðèõîäÿòü ï³ñëÿ çàê³í÷åííÿ øêîëè, îäíîðàçîâå 
ïðîñëóõîâóâàííÿ â öüîìó âèïàäêó âðÿä ÷è ìîæ-
ëèâå. Ï³ñëÿ ïåðøîãî çâóêîâîãî ïðåä’ÿâëåííÿ âè-
êëàäà÷ ïðîâîäèòü áåñ³äó ç ìåòîþ âèÿâëåííÿ ð³âíÿ 
ðîçóì³ííÿ ïî÷óòîãî òà ïðîïîíóº ñòóäåíòàì ïðî-
ñëóõàòè òåêñò óäðóãå, çâåðòàþ÷è îñîáëèâó óâàãó 
íà ïðîáëåìí³ ì³ñöÿ. 
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Óïðîäîâæ ï³ñëÿòåêñòîâîãî åòàïó íàäàºìî ñòó-
äåíòàì ìîæëèâ³ñòü âèêîíàííÿ ð³çíîìàí³òíèõ 
âïðàâ ³ çàâäàíü, ñïðÿìîâàíèõ íå ëèøå íà ïåðåâ³ð-
êó îáñÿãó é ïðàâèëüíîñò³ ïðîñëóõàíî¿ ³íôîðìàö³¿, 
à é íà â³äïðàöþâàííÿ íîâîãî ëåêñè÷íîãî ìàòåð³à-
ëó. Îêð³ì öüîãî, äîö³ëüíî âèêîíàòè âïðàâè íà ïå-
ðåêëàä ç óêðà¿íñüêî¿ ìîâè íà àíãë³éñüêó òà ïå-
ðåäáà÷èòè ïîñòóïîâèé ïåðåõ³ä äî ðîçâèòêó ³íøèõ 
âèä³â ìîâëåííºâî¿ ä³ÿëüíîñò³, òàêèõ ÿê ãîâîð³ííÿ, 
÷èòàííÿ ³ ïèñüìî [3, ñ. 4–5].

Â³äïîâ³äíî äî öèõ ðåêîìåíäàö³é ïðîâîäèìî 
àóä³þâàííÿ ç òåìè «A successful company» çà òà-
êîþ ñõåìîþ:

1. Ñòóäåíòàì áóëî äàíî çàâäàííÿ âèêîíàòè âïðà-
âó:

Work in small groups. Agree on the three most 
important factors from those listed below that can 
make company successful.

– focusing on how to increase market share
– having a strong company culture
– having user-friendly packaging
– having good designers who also understand 

production
– responding to the needs of the workforce
– starting with a simple business idea that is easy 

to understand
2. Ï³ñëÿ âèêîíàííÿ âïðàâè ñòóäåíòè äâ³÷³ ïðî-

ñëóõàëè ³íòåðâ’þ:
(I=Interviewer, P J= Peter Jelkeby)
I. What are the factors that make IKEA such a 

highly successful company?
P. J. I think for IKEA, it starts with a very 

simple, straightforward business idea that is easy to 
understand, easy to work with, both for customers 
as well as co-workers actually. Added to that, we 
have a strong culture in the company that links this 
together. I think that’s one of the big reasons for us 
being successful worldwide.

We have designers who are not only good on 
designing good-looking products, they understand 
production, they’re working closely with our trading 
offices around the world, and they’re going into 
suppliers, developing with suppliers products in the 
production line. Then, from there on, it’s about the 
packaging, how we transport, flat packages, how we 
bring it into the store, easy to put on the shelf; and 
then of course, for the customer, easy to bring home.

3. Ï³ñëÿ ïðîñëóõîâóâàííÿ ïåðøî¿ ÷àñòèíè 
³íòåðâ’þ, ñòóäåíòè âèêîíóþòü âïðàâó: 

Peter Jelkeby, IKEA’s UK Deputy Country 
Manager, talks about four factors that make IKEA 
a successful company. Listen and number the four 
factors in the above exercise in the order in which 
he mentions them.

4. Âèêîíàâøè öþ âïðàâó, âîíè ïðîñëóõîâóþòü 
äðóãó ÷àñòèíó ³íòåðâ’þ ³ ï³ä ÷àñ ïðîñëóõîâóâàííÿ 
âèêîíóþòü âïðàâó. 

I. How do you stay ahead of the competition in 
your business?

P. J. That again is linked to understanding the 
market, the customer needs, the trends about that, 
how people live; of course, also understanding how 
the competitors are acting, what is going on in the 
market, price developments, new ways of meeting 
the customer and being aware of the, the trends and 
how we tackle that. But I think by the end of the 

day, I think IKEA, we are not only about products, 
we are about offering solutions to people’s needs and 
understand that actually we can be very smart and  
make it practical and not only again good-looking 
furniture.

Âïðàâà, ÿêó ñòóäåíòè âèêîíóâàëè ï³ä ÷àñ ïðî-
ñëóõîâóâàííÿ:

IKEA manages to stay ahead of the competition 
by:

……………the market and the customer……………….
understanding how the …………..are acting
being not only about the products, but also 

about……….to people’s needs.
5. Ïðîñëóõîâóâàííÿ îñòàííüî¿ ÷àñòèíè 

³íòåðâ’þ.
I think again, er, stay true to yourself; er, be 

aware of the market you enter into, but still build 
on your strengths; don’t complicate it, in that sense, 
but still find this kind of combination of, er, we are 
IKEA in this case, and this a local market. Where 
is the differences, what do we need to adjust and 
adopt; what do we need to understand? And then, 
er, have an offer that fits that.

Äëÿ ïåðåâ³ðêè ðîçóì³ííÿ ö³º¿ ÷àñòèíè ³íòåðâ’þ 
ñòóäåíòè âèêîíàëè íàñòóïíó âïðàâó:

Listen to the final part and decide which of the 
following was the interviewer’s question.

1. What new projects are you currently involved 
in?

2. How can you keep up your performance at such 
a difficult time for the economy?

3. What are the things a successful international 
business must do?

4. Where are you planning to expand in the next 
five years? [7, ñ. 24, 147].

Ó ãðóï³ (15 ñòóäåíò³â) âñ³ òðè ÷àñòèíè ³íòåðâ’þ 
ïîâí³ñòþ çðîçóì³ëè íå âñ³ ñòóäåíòè. Ðåçóëüòàòè 
ðîçóì³ííÿ ïðîñëóõàíîãî ³íòåðâ’þ â³äîáðàæåíî ó 
øêàë³: 0 – 20% – 1 ñòóäåíò; 21 – 40% – 2; 41 – 
60% – 2; 61 – 80% – 3; 81 – 100% –7.

Âèñíîâêè ç äàíîãî äîñë³äæåííÿ. Îñê³ëüêè 
àóä³þ âàííÿ º îäíèì ³ç íàéñêëàäí³øèõ âèä³â ìîâ-
ëåííºâî¿ ä³ÿëüíîñò³, éîìó òðåáà ïðèä³ëÿòè á³ëü-
øå óâàãè. Íà ñó÷àñíîìó åòàï³ âèâ÷åííÿ ³íîçåìíèõ 
ìîâ ó íåìîâíèõ ÂÍÇ âîíî íàáóâàº âàæëèâîãî çíà-
÷åííÿ. 

Ïåðñïåêòèâè ïîäàëüøèõ ðîçâ³äîê ó äàíîìó 
íàïðÿìêó. Çì³íè â íàâ÷àëüíèõ ïðîãðàìàõ, çà-
ïðîâàäæåííÿ äåðæàâíèõ ³ñïèò³â íà äåÿêèõ ñïå-
ö³àëüíîñòÿõ, ó ïðîãðàì³ ÿêèõ º àóä³þâàííÿ, âè-
êëèêàþòü íåîáõ³äí³ñòü çíàõîäèòè íîâ³ åôåêòèâí³ 
ìåòîäè íàâ÷àííÿ àóä³þâàííÿ [6, ñ. 113]. Ñàìå íà 
öå áóäóòü ñïðÿìîâàí³ íàø³ íàóêîâ³ äîñë³äæåííÿ â 
ìàéáóòíüîìó.
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