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Abstract

Background: The need to develop students’ socio-cultural competence is grounded in the socio-cultural framework which
places a meaningful emphasis on interpersonal interaction as a significant motivating force of human learning and develop-
ment. In this theoretical framework, ‘approaches’ and ‘principles’ of teaching foreign languages (FL) are viewed as the two
essential methodology concepts affecting both FL learning and building socio-cultural competence. In a regular classroom, the
suggestions to enhance socio-cultural competence through reading poetry are voiced. Socio-cultural implications for class-
room activities include using specific approaches and principles which help identify a fundamental relationship between lan-
guage and culture. Teaching a FL through poetry enables students to perceive the nature of the relationship between language
and culture.

Purpose: The article aims at selecting approaches to developing students’ socio-cultural competence in reading through
poetry works. It presents the definitions, determines principles as well as provides analysis of the approaches in terms of their
implementation in FL training.

Results: The role played by culture and language in human development is an essential aspect of this research. The
findings of the study prove that socio-cultural competence in reading emphasizes the interdependence of social and individ-
ual processes in the construction of FL knowledge. As a result of the research, this article shows that the theoretical basis is
formed by the following approaches and principles in developing students’ socio-cultural competence in reading through poetry
works: competency building, hermeneutic, communicative and country-study approaches. The article gives detailed analysis
of each approach. The approaches and principles mentioned provide developing socio-linguistic competence in reading and
can be integrated in the process of studying.

Discussion: Authentic English poetry provides invaluable information about the life of British society. However, before
using authentic poems in the classroom, they should be carefully selected against certain criteria of building socio-cultural
competence in reading through poetry as well as pedagogical conditions which provide developing socio-cultural competence.
Attention should be paid to motivate students’ interest towards the target culture enabling them to be culturally adequate
speakers of English.

Keywords: socio-cultural competence, teaching reading principle, interpretation, culture-specific items, poetry work, lan-
guage tools.
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3 gocBiayY HABYAHHA MOB Y CEPE[HIN TA BULLIN LUKONAX
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OJIbIrA 4JPAriH4A (m.Kuie)

HABYAHHA NNEKCUKW: 3 AOCBIAY BUKITAOAHHA
AUCLUUNNIHN «3ATANTbHUA KYPC 3AXIAHOEBPOMNEUCHKOI MOBU» ANA CTYAEHTIB
| KYPCY CMNEUIANIBHOCTI «CXIAHA ®INONOriA»

Tema 3aHaTtTa: EVERY GENERATION IS A
PRODUCT OF THEIR TIMES

Tun 3aHATTA: NpakTU4He, KOMBiHOBaHe

Uini 3aHaTTA:

MpakTuyHi:

— aKTMBI3yBaTX BXWBAHHS JEKCUKM 3 TEMMU
3aHATTH;

— pO3BMBaTW BMiHHSI PO3YMITU Ha CIyX OC-
HOBHUI 3MICT ayTEHTUYHOIO TEKCTY;

— pO3BMBaTW BMiHHSA CTUCMO MepekasyBaTu
TekcT

— HaBYUTWU BUOKPEMIIOBATM CYTTEBY iH(Op-
MaL,ito;

— po3BMBaTU BMiHHS MMCbMOBO nepegaBaTtu
BMaCHY AYMKY.

OcCBITHi:

— PO3LUMPUTMK 3HAHHSA CTYAEHTIB Npo ocobnu-
BOCTi NpeAcTaBHUKIB Pi3HMX MOKOMiHb Ta (hakTo-
pW, LLO BRMVHYNKN Ha TXHE (POPMYBaHHS;

— PO3LUMPUTM 3HAHHA CTYOEHTIB NPO BiZOMUX
NpeaCcTaBHUKIB Pi3HMX MOKOMiHb B a@HIMTOMOBHUX
KpaiHax.

PosBuBatoui:

— pO3BMBATM Mi3HaBanbHi 3AiGHOCTI CTYAEHTIB;

— pO3BMBATM BMiIHHA aHanidyBaTtu Ta cuctema-
TU3yBaTu HOBY iHCbOpMAaLLito;

— pO3BUBATY FOTOBHICTb 4O y4acTi B iHLLOMOB-
HOMY CNifNKyBaHHi;

— pO3BMBATU BMIHHA JIOMYHOrO BUKNAOEHHS
OYMOK.

BuxoBHi:

— BWXOBYBAaTU MO3UTUBHE CTaBIIEHHSA A0 iHO-
3eMHOT MOBM Ta KynsTYypw;

— hopmyBaTV 4OOBPO3MNUNIMBE Ta TONEpaHTHe
CTaBIEHHS 0O NpeaCTaBHUKIB iHLINX MOKONiHb;

— BWXOBYBAaTW CaMOCTIMHICTb Ta aKTUBICTb;

— dhopMmyBaTK iHTEPEC i NO3UTMBHY MOTUBA-
Lit0 4O HaBYaHHS;
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— nNpuennoBaT BMIHHA aHanisysatun, Oy-
MaTu, BUCMOBIOBAT CBOK TOYKY 30pY.

Xig 3aHATTA

—_—

. OpraHisauiiHun MoMeHT: (2 XB.)
NMOBiIAOMIEHHSI TEMUN 3AHATTS;
NOBIAOMIEHHS METW 3aHATTS.

2. Aktyanisauia Temun. MoBneHHeBa 3apsaka.
(3 xB.)

3. AyaitoBaHHS aHrMOMOBHOT NeKLii Npo NokKo-
niHHg. (35 xB.)

a) nigrotoBKka Ao ayaitoBaHHs; (10 xB.)

0) poboTa Hag YCYHEHHAM MOXITMBUX JiEK-
CUYHMUX TPYAHOLWIB Nig Yac ayaitoBaHHS; (5 xB.)

B) Npe3eHTaLis aygio3anucy i KOHTPOrb po3y-
MiHHA npocnyxaHoro. (20 xB.)

4. Pobota Hag TekctoM «The Generation
Guide — Millennials, Gen X, Y, Z and Baby Boom-
ers» (27xB.)

a) YnTaHHA TekcTy; (7 XB.)

0) BUKOHaHHS  MICNATEKCTOBUX
(20 xs.)

5. Mucbmo (10 xB.)

6. MNigBeneHHA nigcyMmkiB 3aHATTA. [odAcHeH-
HSA AOMAaLLHBbOro 3aBAaHHS.

OuiHIOBaHHS 3HaHb CTYAEHTIB Ta piBHA cdop-
MOBAHOCTi iHLLOMOBHOI KOMYHiKaTUBHOI KOMne-
TEHTHoCTI. (3 xB.)

3aBOaHb.

MeToauuHe 3abe3nevyeHHA

1. Global.Upper-Intermediate  Coursebook
/ ed. by Lindsay Clandfield and Rebecca Robb
Benne. — Macmillan, 2014. — 158 p.

2. The Generation Guide — Millennials, Gen
X, Y, Z and Baby Boomers [EneKkTpoHHMI pe-
cypc]. — Pexum poctyny: http://fourhooks.com/
marketing/the-generation-guide-millennials-gen-
x-y-z-and-baby-boomers-art5910718593/

OcHalleHHA

1. Komn’'totep / nporpaBau.
2. Aypgiosanuc.
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3. PosgartkoBui matepian.
Po3ropHyTui nnaH-KOHCNEKT 3aHATTA

1. OpraHi3auiiHUM MOMEHT: NOBiAOMJIIEH-
HA TeMWU Ta METU 3aHATTA.

Teacher: Hello! Nice to see all of you again!
Today we are going to discuss the most important
traits of different generations.

2. MoBneHHeBa 3apsigkKa.

Teacher: You are going to listen to a lecture
which starts off with the words ‘Every child, every
generation is a product of their times.” Do you
think this statement is true?

Pexxum pobotu: T- S1, T-S2 i 1.4.

3. AyaioBaHHA aHrNMOMOBHOI neKuii npo
NMOKOJiHHA.

Poboma 3 6azosum Hag4yaribHUM 10CIOHUKOM
Global. Upper-intermediate, p.60.

Teacher: Generation is all the people of about
the same age. Children are shaped by the society
into which they are born: every generation of
children is greatly affected by the beliefs, ideas,
laws, events of the time and place in which they
grow up.

affluence (affluent society)
strong-minded

downside

to stand on one’s own two feet
technologically savvy

Pexum pobotu: T-S1, T-S2, T-S3 i T.A4.

Suggested answers:

Affluence — abundance of money, property or
any material goods, wealth — goctartok, diHaHCcO-
Be Gnarononyyys

Affluent society — having plenty of money, so
that one can afford to buy expensive things, live
in a nice house etc. — 6arate cycninbLCTBO

Strong-minded — not easily influenced by oth-
er people to change what you believe or want —
TOW, WO CaMOCTINHO MUCITUTb

Downside — the negative side — HeraTuBHUI
acnekT, MiHyC

To stand on one’s own two feet — to be able
to earn what you need without help from others —
OyTn He3anexHum

Technologically savvy — having practical
knowledge of and ability to use modern technol-
ogy, especially computers — TeXHOMNOri4YHo ‘NigKo-
BaHWI’
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a) niaroToBKa 40 ayailoBaHHS;

Task: You'll work in pairs. Decide which things
give a generation their identity (the political sit-
uation, the economic situation, important histor-
ic events, scientific and technological develop-
ments, population trends, fashion, music) and
to rank them in order of importance. You'll have
some minutes to do it and then we’ll compare
your results with the results of other pairs. Do you
agree with their results?

Pexum pobotu: S1- S2, S3-S4 i 1.4; T-S1-
S3-S5it1a.;

0) poboTa Hapg YCYHEHHSM MOXITMBUX IEeK-
CUYHUX TPYAHOLLIB Mig Yac ayaitoBaHHS;

Teacher: Now we need to specify the meaning
of some words that are used in the lecture you
are going to listen. On the sheets of paper,
you’ve received, there is a list of words, which
may be either unfamiliar to you or useful for our
further discussion. Let’s elicit their meaning and
probably translate some of them for you to better
comprehend the lecture.

Task: Read a word / word combination and
explain its meaning:

multitasking

defining characteristic
consumer culture
prime motivation

Multitasking — a person’s ability to do more
than one thing at a time — 6arato3agayHicTb

Defining characteristic — a particular feature
or quality that differentiates something from other
things — BU3HavyanbHa xapaktepucTtuka

Consumer culture presupposes that the econ-
omy is focused on the selling of consumer goods
and the spending of consumer money; an em-
phasis is on lifestyle and using material goods to
attain happiness and satisfaction; i.e. consumer
cultures encourage consumers to spend money
on goods — crnoxmBaubKa KynsTypa

Prime motivation — the most important reason
for doing something — ocHoBHa MoTKMBaUisI.

B) Npe3eHTauis ayaio3anucy i KOHTPOnb po3y-
MiHHS1 NPOCIyXaHoro.

Task 1. Listen to the lecture and answer the
questions:

1. What generation
When were they born?

is being discussed?
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2. Which of the things have shaped this
generation, according to the speaker?
Pexxunm pobotu: T-S1, T-S2, T-S3 i 1.4.

Suggested answers:

1. Generation Y, the ‘net generation’. Born
between the late 1970s and late 1990s.

2. The economic situation (growing up in
relative affluence); scientific and technological
developments (computers and the Internet);
population trends (towards smaller families).
Fashion and music are not explicitly mentioned
but could be included under consumer trend, and
political influences are implicit.

Task 2. Listen again. Say whether the
statements are true or false:

Generally speaking, this generation ...

1 is fairly selfish.

2 is independent.

3 can do several things at once.

4 lacks new ideas.

5 crosses national boundaries.

6 is loyal to employers.

Pexum pobotu: T-S1, T-S2, T-S3 i 1.4.

Suggested answers: 1 -T,2-F,3-T,4 -F,
5-T,6-F.

Audioscript (Track 1.72):

Every child, every generation is a product of
their times. And this is certainly true for the net
generation, often referred to as ‘Generation Y.
These children were born from the late 1970s to
the late 1990s. Growing up in relative affluence in
many parts of the world, with abundant attention
front family and friends, this generation is strong-
minded, self-confident — and sometimes rather
self-centered.

Many Generation Y children in more affluent
societies have fewer brothers and sisters than in
previous generations or are only children, and
they are often quite spoilt and protected by their
parents.

In China, for example, these children are
known as ‘Little Emperors’. In general, Generation
Y is better dressed, better fed and better looked
after than previous generations. The downside
is that many of this generation are not used to
standing on their own two feet.

Largely due of course to being the first
generation to grow up with computers and the
internet, this generation is well-informed and
technologically — savvy. While older generations
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are still getting used to sending emails, members
of Generation Y are competent and constant
users of mobile phones, instant messaging,
music downloads and social networking sites
— and are used to multitasking — using different
technologies at the same time and switching
between tasks. They are creative, publishing
their own blogs, websites, videos and music. And
they are part of a global online community with
access to information and other young people
from all over the world.

Consumer culture is another defining charac-
teristic of Generation Y. Its members are finan-
cially more secure than previous generations
who have had to get used to consumerism. In
India, for example, where half of the population
is under 25, young people no longer see a good
education and a permanent job as their main aim
in life. As the service industry booms, so young
people are learning to adapt to a more flexible,
easygoing job culture where jobs are changed on
a regular basis and where money is the prime
motivation — money that can be used to buy
consumer products such as cars and electronic
equipment.

4, Pobota Haan TekctoM «The Generation
Guide — Millennials, Gen X, Y, Z and Baby
Boomers»

a) YNTaHHSA TEKCTY;

Task: Read a description of one of the 5 gen-
erations and choose the most important informa-
tion.

The Greatest Generation:

Born between 1901 — 1924, they are those
who experienced the Great Depression and
World War Il in their adulthood, all leading to
strong models of teamwork to overcome and
progress. They are our great-grandfathers, grow-
ing up without modern conveniences like refrig-
erators, electricity and air conditioning. They are
the generation that remembers life without air-
planes, radio, and TV.

The Silent Generation: Also known as Build-
ers or Maturists, born in between 1924 — 1945,
coming of age during the postwar happiness.
Jazz, Swing, Frank Sinatra, Gone With The Wind
and Mickey Mouse generation. We are talking
about pre-feminism, staying at home moms and
men pledging their loyalty to a lifetime job. The
children who grew up during this time worked
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very hard and kept quiet. It was commonly under-
stood that children should be seen and not heard.

My

While there were many civil rights leaders
like Martin Luther King, Jr., Robert F. Kennedy
or artists like Andy Warhol, Clint Eastwood, Bob
Dylan, John Lennon, Ray Charles, Jimi Hendrix,
the “Silents” focused on their careers rather than
on activism, and people were largely encouraged
to conform with social norms.

Baby Boomers: On this, no one says it better
than The Telegraph: “Those born in the years after
World War Il, when there was — thanks to soldiers
returning home — a significant spike in births,
both in America and in Britain. These are the
men and women who tuned in, got high, dropped
out, dodged the draft, swung in the Sixties and
became hippies in the Seventies. Some, like Bill
Clinton, made it to the White House. Idealistic and
uncynical, this was the generation that fought the
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cold war and smashed down the Berlin Wall.”

The generation can be segmented into two:
The Leading-Edge Baby Boomers are individuals
born between 1946 and 1955, those who, for US,
came of age during the Vietham War era. The
other half of the generation was born between
1956 and 1964 and is called Late Boomers, or
Trailing-Edge Boomers.

It is the Rock and Roll, Elvis, Beatles,

Woodstock, Miniskirts, Barbie generation.
The first two-income household generation,
the first TV generation, the first divorce

generation, where divorce was beginning to be

53

accepted as a tolerable reality. The first tolerant
generation. Envision technology and innovation
as requiring a learning process.

Generation X: Born between 1965 and 1980,
they grew up street-smart but isolated, often
with divorced or career-driven parents. Most
remember being in school without computers
and then after, the introduction of computers in
middle school or high school. More interested
in philosophizing than settling with a long-term
career and family, they tend to commit to self and
average 7 career changes in their lifetime, unlike
earlier generations. Late to marry and quick to

divorce...many single parents.

Gen Xers are often called the MTV Genera-
tion. They experienced the emergence of music
videos, new wave music, electronic, glam rock,
heavy metal, punk, grunge and hip hop. It is the
Nirvana, U2, Madonna, Friends, Beverly Hills
90210, PC generation.

They are into labels and brand names. They
want what they want and want it now, but strug-
gle to buy, and most are deeply in bank and
credit card debt. With a high level of skepticism,
“‘what’s in it for me?” defines them as consumers.
Referred to as Digital Immigrants.

Generation Y or Millennials: They are
individuals born between 1980 and 1995. Known
as sophisticated, technology wise, immune to
most traditional marketing and sales pitches,
they’ve seen it all and been exposed to it all since
early childhood.




