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1. [HosicHUTEJBLHASA 3aAIHCKA

1.1. Heab u 3224 JTUCUMILIHHBI

Lenp nucuuruinHel: OpMUPOBAHHUE Y CTYCHTOB TEOPETHUECKHUX MPEICTABICHUN U PAKTUYECKUX
HaBBIKOB TI0 CO3JIaHUIO, pa3padOTKe, MJIAHUPOBAHUIO M YIIPABICHUIO OPEHIOM TEPPUTOPHUH.

3&,[[3.‘11/1 JUCHUIIINUHBI

1) [ToaroroBka K TBOPYECKOI NEATEIHHOCTH B 00JIACTH KOHCTPYHPOBAHUS UMHUKA TEPPUTOPHUH,
rOpOAOB WM OOBEKTOB 110 CO3JJaHNIO0 MH(POPMAIIMOHHBIX TTOBOIOB JIJIs IPOAYKTOB B chepe Typu3ma

2) IOATrOTOBKA K MPOEKTHOM EATENLHOCTH B 00JacTH pa3pabOTKH U pealn3aluy MPOeKTOB
JESITeIbHOCTH TYPUCTCKOTO MPEAIPUATHS;

3) NOArOTOBKA BBIIMYCKHUKOB K OPraHU3allMOHHO-YIIPaBICHYECKOW JeSTEIbHOCTH B 00JIaCTH TypHU3Ma.

JlucuuniuHa peann3yercs Ha HHOCTPAHHOM SI3bIKE.

1.2. IlepeyeHb IVIAHMPYEMbIX Pe3yJIbTATOB 00yUEeHHUS M0 JUCUMUILUIUHE, COOTHECEHHBIX €
HHAUKATOPAMM J10CTUKEHUSI KOMIeTeHIH i

KoMnerennus
(koA 1 HAMMEHOBaHUE)

HNuaukaTopsbl
KOMIIeTEeHIM I
(K01 1 HANMEHOBAHUE)

Pe3yabTaTnl 00yueHust

IIK-2 Braoeem nasvikamu
bperouposarusl 6
KPeamueHblX UHOYCMPUSX

IIK-2.1 Obnaoaem
20MOBHOCIBIO K YHACMUIO 8
npoyecce pazpabomxu
KOHYyenyuu operoa 6
coomeemcmeuil ¢
8b1OPAHHBIM HANPABIEHUEM
oesamenbHOCmU

3namu: Konyenyuu OpeHOUpoOBaHuUs 6
KpeamueHuIX UHOYCMpUsax u
Gopmuposarus akMuBHOU NOIUMUKU
OYeHKU PUCKO8 NPeOnpusimus
UHOYCMPUU HA OCHOBE KOHYEeNnyuu
2e00peHOuHea meppumoputi

Ymemv: npumensmo cospemenHvle
Memoovl U MexXHON02UU
NPOEKMuUpOBaAHUsL OesimeIbHOCMU
npeonpusmus

Brnaodemu: Hagvlkamu npumeHeHus
COBPEMEHHBIX MEMOO08 U MEXHONO2UL
NpoOeKmupoBarus bpeHoa 8
cOOmeemcmaul ¢ GblLOPAHHLIM
HanpasieHuem 0esmeibHoOCmu

1IK-2.2 Obnaoaem
20MOBHOCMbBIO K
camocmosamenvHol pabome
CepBUCHO20
CONpPoBOIHCOeHUS NPOYEOYP
bpenouposanus u
NO00EPIHCAHUS HA OONHCHOM
VpogsHe 00pas obvekma
KpeamusHulX UHOYCMpUll

3uamu: Konyenyuu 6peHoUpo8anus 6
KpeamueHbIX UHOYCMpPUsX

Ymemo: npumename cospemennuvie
MEXHONI02UU CEPBUCHO2O
CONpPOBOIHCOeHUs NPOYEOYD
OpeHOUPOBanUs U NOOOEPIHCAHUS HA
00JICHOM YPOBHE 00pa3 obvexma
KpeamusHbIX UHOYCIMpuULl
Brnademv: Hagblkamu npumeHeHus




COBPEMEHHBIX MEXHONO2UL CEPBUCHO20
CONpPOBOIHCOeHUs NPOYEOYD
OpeHOUPOBaHUs U NOOOEPIHCAHUS HA
00JICHOM YPOBHE 00pa3 obvexma
KpeamusHbIX UHOYCIMpUll

1.3. MecTOo 1MCHMIVIMHBI B CTPYKTYpPe 00pa30BaTeIbHOM MPOrpaMMbl

HuctunmuHa (Mooyav) «l eobpenoune u auvidenmuxa meppumopuil (Ha AaHSAULCKOM S3blKe)»
OTHOCHUTCSI K 4acTH, (JOPMUPYEMO y4acTHUKAMH OOpa30BATEIBbHBIX OTHOIICHUN OJIOKA JUCIUTUIMH
y4eOHOTO IJIaHa.

Jlis  OCBOGHHSI TUCIHUIUIMHBI  (M0OY7s1) HEOOXOMUMBI 3HAHUS, YMEHHS U  BIAJCHUS,
c(OPMHPOBAHHBIC B XOJE HM3YYCHUS CICAYIONIMX AWCIUIUIMH W TPOXOXKIACHUS NPAKTUK: MUpOBBIE
KYJIbTYPHO-UCTOPHUECKHE U TYPHCTCKHE pPECYpChl, PBIHOK HAIMOHATBHOTO U MEXKIYyHAPOTHOTO
Typu3Ma.

B pesynbrare OCBOCHHWS TUCHUILUIUHBI (M0O0YV/11) (HOPMHUPYIOTCS 3HAHUS, YMEHUS U BIAJCHHUS,
HEOOXOAWMBbIC IS  M3YYCHHUS  CICAYIOIIWX  JUCHUIUIMH HW  TPOXOXKICHHS  NPAKTHK:
[IpennpuHUMATENECTBO U WHHOBAIIMM B WHAYCTPHH TypU3Ma W TOCTEIPUUMCTBA, MapKETHUHT B
WHIYCTPHH TypH3Ma.

2. CTpyKTYypa I¥CHUNJINHBI
OOm1ast TpyA0EMKOCTh IUCIUILTUHBI cocTaBisieT 3 3.e., 108  akamemuueckux yaca (OB).

CTpyKTypa AUCHUILIMHBI 1JIs1 04HOH GopMbI 00yUeHUsI

O0beM UCHUIUIMHBI B (OpME KOHTAaKTHOW pPabOThl 0OydYarommxcsi ¢ TeAarormiyecKuMu
paOoTHUKaMU W (WIM) JHMILAMH, MPUBJICKAEMbIMH K pealn3alud 00pa30BaTEeNbHONW NMPOrpaMMBbl Ha
WHBIX YCJIOBHSX, IPH MPOBEICHUH YICOHBIX 3aHATHI:

Cemectp | Tun yueOHBIX 3aHITHI KonnuectBo
4acoB
7 CeMuHapbl/1ab0paTopHble paboThI 42
Bcero: 42

O0beM OUCIHILTUHBL (MOYJIs1) B hOpME CAMOCTOSITEIbHON pabOThl 00YJAIOIIMXCS COCTABISAET
48 axagemuveckux 4aca(oB).

3. Course syllabus

No Haumenoeanue pazoena Cooepoicanue

OUCHUUNTIUHDL

1. [NousTHE TeppuTOpHaIBLHOro OpeHna. TeppuTopruaiIbHbII
Tema 1. Teoperuueckue PPHTOP et PPHTOD

OpenauHr U ero GyHkuu. Mctopudyeckoe pa3Burue

aCIIEKThI
TEPPUTOPHATBHOTO TEPPUTOPHATLHOTO OpeHaunra. TeppuTopuanbHbil GpEHIUHT 1
BpeHI[I/IHFa TeppI/ITOpI/Iaﬂbelf/'I MAapKCTHHT. BpCH,Z[ TCPPUTOPUU U UMUK

i 5 0 .
(Theoretical aspects of TeppuTOopru
territorial The concept of a territorial brand. Territorial branding and its

Branding) functions. Historical development of territorial branding. Territorial
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branding and territorial marketing. Brand of the territory and image

of the territory.

Tema 2. Buner u
CTPYKTypa
TEPPUTOPUATBHBIX
OpeHI0B

(Types and structure of

territorial brands)

[Moaxoas! K KIacCH(UKAINU TEPPUTOPHATIBHBIX OPEH/IOB.
[Tpumeps! TepputopuanbHbBIX OpeHI10B. CTPyKTypa
TEPPUTOPUATBHOTO OpeHa.

Approaches to the classification of territorial brands. Examples of

local brands. Territorial brand structure.

Tema 3. OcCHOBHBIE TaNbI
OpeHIMHTa TEPPUTOPHIA
(The main stages of

territory branding)

Pa3paboTka MapKeTHMHIOBOM cTpaTeruu (LeneonpeieieHue,
CEerMEHTHUPOBAHUE, UACHTU(UKAIS LIETEBBIX ayTUTOPUN, UX
XapaKTEPUCTHK U (PaKTOPOB MPHUBIEKATEILHOCTH TEPPUTOPHUHU IJIs
HuXx). [lo3unmonnpoBanue (aHanM3 MOTEHITMANA 711 OpSHIMHTA
TEPPUTOPUU U Pa3BUTHS OpeH/1a, BBISBICHNUE JIUMUTHPYIOIINX
(baxTOpOB, aHATU3 MO3UIIMOHUPOBAaHHS TeppuTopuu B CMU,
U3y4eHHE BOCIIPUATHS TEPPUTOPUN BHYTPEHHUMH U BHEITHUMHU
LIEJIEBBIMU ayJUTOPUSMH, aHAJIN3 KOHKYPEHTHOM Cpeibl,
pa3paboTka KoHuenuu Openzaa). PazpaboTka KpeaTuBHOU
cTpaTeruu (pa3paboTKka OCHOBHOTO KOMMYHUKAIIMOHHOTO
cooOrieHust OpeHa, pazpaboTka BU3yaabHOTO oOpasa OpeHa,
U3y4eHHE BOCIIPUATHS JIOTOTHIIA, AEBU3A WIH JIO3YHIa LIEIEBBIMU
ayauTopusiMu, pazpadorka brand-book). PazpaboTka meauiiHoi
cTpaTeruu (BbIOOp KaHAJIOB KOMMYHUKAIIUH, MEIUAIUIAHUPOBAHHE
U peKsama, BRIOOp peKJIaMHBIX HocuTenel mo kaxaomy CMU,
IUTAHUPOBAHME HTANOB PEKIAMHONM KaMIIaHMM BO BPEMEHN ).
[IpoekTHOE KOHCYIBTUPOBAHHUE.

Development of a marketing strategy (target setting, segmentation,
identification of target audiences, their characteristics and factors
of attractiveness of the territory for them). Positioning (analysis of
the potential for territory branding and brand development,
identification of limiting factors, analysis of territory positioning in
the media, study of the perception of the territory by internal and
external target audiences, analysis of the competitive environment,
development of a brand concept). Development of a creative
strategy (development of the main communication message of the

brand, development of a visual image of the brand, study of the
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perception of the logo, motto or slogan by target audiences,
development of a brand-book). Development of a media strategy
(selection of communication channels, media planning and
advertising, selection of advertising media for each media,

planning the stages of an advertising campaign in time).

Tema 4. CyObeKThI
TEPPUTOPUATBHOTO
OpeHuHTa

(Subjects of territorial

branding)

Ponp amMuHUCTpaLnii, MyHUITUTIAJIMTETOB B CUCTEME
TeppUTOpUATBHOTO OpeHanHTa. OpraHbl, peryaupyronme
WHBECTUIIMOHHYIO IEATEILHOCTh TEPPUTOPHI, OTBETCTBEHHEIE 32
CBSI3U C OOIIIECTBEHHOCTHIO, 32 SKOHOMUYECKOE pa3BUTHE, TYPH3M,
BHEITHEAKOHOMHUYECKYIO JEATEIIbHOCTh U MEXKAYHAPOIHOE
cotpyaandectBo. Poinrs CMU 1 001ecTBEHHBIX OpraHu3aIfii B
cUCTEME TeppUTOpHATIBLHOTO OpeHauHra. busHec-CTpyKTyphI,
CIIOPTUBHBIC, KYJIBTYPHBIE, HAYYHbIE U 00pa30BaTEIIbHbBIC
yupexaenus. JKurenu TeppuTopun Kak CyObeKThI
TEPPUTOPUATBHOTO OPEHINHTA.

The role of administrations, municipalities in the system of
territorial branding. Bodies regulating the investment activity of the
territories, responsible for public relations, economic development,
tourism, foreign economic activity and international cooperation.
The role of mass media and public organizations in the system of
territorial branding. Business structures, sports, cultural, scientific
and educational institutions. Residents of the territory as subjects of

territorial branding.

Tema 5. Ocobennoctu
MIPOJBUKEHUS
TEPPUTOPUU KAK €AUHOTO
Openaa

(Features of promoting
the territory as a single

brand)

CuMBoNIMYeCcKHE HHCTPYMEHTBI BO3JICHCTBUS Ha MOTpeOuTENei
OpeHza TeppuTOpUH (CO3IaHNE SAMHOTO CTHIIA U TU3aifHa
OCHOBHBIX aTpUOYTOB TEPPUTOPHH, BBITYCK PEKIaMHO-
WH()OPMAITMOHHOW M CYBEHUPHOU MPOIYKIIUHU, CO3TaHUE
o(uIManbHOTO ABYA3BIYHOTO MHTEpHET-TIOpTalIa TEPPUTOPHH).
PexnamHbIe HHCTPYMEHTHI IPOIBHKEHUS OpeHia
(pactipocTpanenre HHGOPMAILIUK C TIOMOIIBIO PEKIIAMBI,
dbopMupoBaHUE WIH MOAJEP)KaHUE UHTEpeca K TEPPUTOPHUHU U €€
IIPOABMKEHHE BO BHEIIHEN cpefie). PR -uncTpymMeHTsI 10
NPOJABIKEHHIO OpeHaa Tepputopuu (hopMupoBaHue U

3aKperyIeHHe MO3UTUBHOTO UMHJIKA PYKOBOIUTEIIS TEPPUTOPUH;




aKTyaJIu3amus UCTOPUUYECKUX JIMYHOCTEH, C KOTOPBIMH TEPPUTOPHS
ACCOLIMMPYETCS; OpraHu3alys COOBITUI U CHIeIIMANTbHBIX
MEPOTIPUATHI (KOHKYPCHI, BRICTaBKH, (DeCTUBAIH, KOH(PEPECHITHH,
CIIOPTUBHBIE MEPOIIPHUATHS); BHIXOJ TEPPUTOPUU Ha (eiepabHbII
Y MEKJIYHApOAHBIN YPOBEHB C MIPEACTABICHUEM €TI0 JOCTHKEHUH,
pa3BUTHE U TPOJIBUKEHNE MECTHBIX OpPEHI0B TOBAPOB U YCIIYT;
COTPYIHUYECTBO C IPYTUMHU PETHOHAMU U TEPPUTOPUIMU,
COBMECTHBIE MEKPETHOHAIbHBIE MEPOTIPUSATHUS U IPOEKTHI.
Symbolic tools for influencing consumers of the brand of the
territory (creating a unified style and design of the main attributes
of the territory, issuing promotional and informational and souvenir
products, creating an official bilingual Internet portal of the
territory). Advertising tools for brand promotion (dissemination of
information through advertising, formation or maintenance of
interest in the territory and its promotion in the external
environment).

PR tools to promote the brand of the territory (formation and
consolidation of a positive image of the head of the territory;
actualization of historical figures with whom the territory is
associated; organization of events and special events (competitions,
exhibitions, festivals, conferences, sports events); entry of the
territory to the federal and international level with the presentation
of his achievements, the development and promotion of local
brands of goods and services, cooperation with other regions and

territories, joint interregional events and projects.

Tema 6. Typuctckuit
OpeHl TEpPUTOPUH U €Tr0
BU/IBI

(Tourist brand of the
territory and its types)

Knaccudukanus BunoB typuszma. TypucTuueckuii moTeHIuan u
TypucCTHYECKast HHPpaCTpyKTypa Kak (paKTOpbl MOBBIICHUS
TYPUCTHYECKON MPUBJIEKATEIbHOCTH PETHOHA. TeXHOIOTUn
MOBBIIICHHS TYPUCTUYECKOM MPUBICKATEILHOCTH PeTnoHa. Buibl
TypUCTHYECKUX OpeH10B. OTBIT CO3AaHUS TYPUCTHIECKUX
OopennioB B Poccun u 3a pydexom.

Classification of types of tourism. Tourism potential and tourism
infrastructure as factors for increasing the tourist attractiveness of

the region. Technologies for increasing the tourist attractiveness of
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the region. Types of travel brands. Experience in creating tourist

brands in Russia and abroad.

7 Tema 7. Pa3zButne teppuropuanpHoro openauara B Poccun. Oco6eHHOCTH
TeppuropuanbHbIi co37aHus HanoHaasHOTO OpeHna Poccuun. CocraBmstomue OpeHaa
OpennuHr B Poccun Poccun. TexHonoruu npoaBMXEeHUSI TEPPUTOPHATILHOTO OpeH 1A
(Territorial Poccnn Ha BHYTpEHHEM U BHELIHEM PBIHKE.
branding in Russia) Development of territorial branding in Russia. Features of creating

a national brand of Russia. Components of the Russian brand.
Technologies for promoting the territorial brand of Russia in the
domestic and foreign markets.

8 Tema 8. OcobeHHOCTH 1 OcobeHoctu pernoHanbHOTO OpeHaunara B Poccnn. daktopsl

POOIEMBI (dhopMHUpOBaHUS peTHOHAIBHBIX OpeHI0B. ONBIT CO3/TaHUS
PETHOHATBHOTO pernoHanbHbIX OpeHnoB B Poccuu. I1poGiaeMbl pernoHaabHOTO
Opennunra B Poccun Opennunra B Poccun.
(Features and problems | Features of regional branding in Russia. Factors in the formation of
of regional branding in | regional brands. Experience in creating regional brands in Russia.
Russia) Problems of regional branding in Russia.

10 | UroroBas ¢popma 3auéT c OUEHKOMU

KOHTPOJIS

credit with an assessment
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4. Educational technologies

Various educational technologies are used to conduct training sessions in the discipline. To organize

the educational process, e-learning and (or) distance learning technologies can be used.

5. Learning outcomes assessment

5.1. Grading system
Form of control Max. number of points
For one unit Total

Current control:

- poll 5 points 30 points

- participation in the discussion at the seminar 5 points 10 points
- control work (through) 20 points 20 points

Intermediate certification - credit with an assessment 40 points

Total per semester 100 points

The resulting cumulative result is converted into the traditional rating scale and into the rating
scale of the European Credit Transfer System (ECTS) in accordance with the table:

100- point scale Traditional scale ECTS scale
8935—_91400 Excellent g

68 — 82 Good passed C

2(6) — gz Acceptable g

30__1 39 Unpublishable unpassed IEX

5.2. Criteria for grading by course

Points/ Course score | Criteria for evaluating learning outcomes in the course

ECTS

Scale

100-83/ Excellent / Exhibited to the student, if he has deeply and firmly mastered the theoretical and

AB passed practical material, he can demonstrate this in the classroom and during the intermediate
certification.
The student exhaustively and logically expounds the educational material, knows how
to link theory with practice, copes with solving problems of a professional orientation
of a high level of complexity, and correctly substantiates the decisions made.
Freely oriented in educational and professional literature.
The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.
The competencies assigned to the discipline are formed at the “high” level.

82-68/ Good / Exhibited to the student if he knows the theoretical and practical material, competently

C passed and essentially presents it in the classroom and during the intermediate certification,

without allowing significant inaccuracies.

The student correctly applies the theoretical provisions in solving practical problems of
a professional orientation of different levels of complexity, possesses the skills and
techniques necessary for this.

Sufficiently well oriented in educational and professional literature.
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Points/ Course score
ECTS
Scale

Criteria for evaluating learning outcomes in the course

The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.
The competencies assigned to the discipline are formed at the “good” level.

67-50/ Acceptable /
D.E passed

Exhibited to the student, if he knows the basic level of theoretical and practical
material, makes some mistakes when presenting it in the classroom and during the
intermediate certification.

The student experiences certain difficulties in applying theoretical provisions in
solving practical problems of a professional orientation of a standard level of
complexity, possesses the basic skills and techniques necessary for this.

Demonstrates a sufficient level of knowledge of educational literature on the discipline.
The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.

The competencies assigned to the discipline are formed at the “sufficient” level.

49-0/ Unpublishabl
F.FX e / unpassed

Exposed to the student if he does not know the theoretical and practical material at the
basic level, makes gross mistakes in presenting it in the classroom and during the
intermediate certification.

The student experiences serious difficulties in applying theoretical provisions in
solving practical problems of a professional orientation of a standard level of
complexity, does not possess the skills and techniques necessary for this.

Demonstrates fragmentary knowledge of educational literature on the discipline.

The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.

Competences at the “sufficient” level, assigned to the discipline, have not been formed.

5.3. ASSESSMENT STRATEGIES AND METHODS

List of questions, tasks, topics for preparation for the current control:

Option 1

What elements make up the territory brand architecture?
What is the specificity of communications for a territorial brand?

Option 2

Give a description of the content of the territory brand audit, its order

holding.

What are the main requirements for the development of territory logos.

Option 3

What Internet marketing technologies are used in territorial branding?
What are the main methods and means of promotion used in territorial branding?

Option 4

How is the territorial brand identity formed?
List the brand values in relation to the territory.

Option 5

What is the role of the media in promoting a territorial brand?
What is the role of PR communications for brand promotion?

Option 6

What is the role and practical significance of brand ratings?
Describe the brand strategy development algorithm.

Option 7

What means and methods are used to promote the brands of territories?
Give examples of attracting opinion leaders to promote brands.
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List of questions, tasks, topics for preparation for credit with an assessment:
1. Territorial branding concept by S. Anholt
2.F.Kotler on the essence and objectives of territory branding
3. The specifics of state branding
4. Features of region branding
5. Specifics of city branding
6. Impact of global contexts on geobranding
7. Main directions of geo-branding
8. Methods of working with residents of the territory as subjects of geobranding
9.Business community as a factor in territory branding
10.Global city theory
11. Information city theory
12. G. Simmel on city life
13. C. Landry's creative city concept
14. Narrative in the territory positioning structure
15. The theory of the city of F.Jamison
14. Narrative in the territory positioning structure
15. The theory of the city of F.Jamison
16. Humanitarian geography as an approach to territory branding
17. The concept and structure of the ideological platform of the geobrand
18. The structure of communications when promoting a geobrand
19.Product Placement as a geobrand promotion tool
20.French School of Geobranding
21. Cultural heritage in geobranding narrative practices
22. Experience in promoting cities or regions of Russia (optional, except for Myshkin)
23. Significance of global events as a means of promoting territories
24. Geobranding: concept, essence, history of formation
25. Creative industries as an approach to the promotion of territories
26. Place of Origin as a Geobranding Direction
27. Tourism in the context of geo-branding
28. Artistic artifacts as a geobranding resource
29. Theory of the city G. Simmel
30.PR events as a tool for territory branding

6. COURSE MATERIALS

6.1 List of sources and literature

Literature

Main

Vasilyeva, Z. A. Management of the efficiency of innovative development of municipal
territories [Electronic resource] : Monograph / Z. A. Vasilyeva, T. P. Likhacheva. - Krasnoyarsk:
Siberian Federal University, 2010. - 144 c. - http://znanium.com/bookread.php?book=442034

Institute of Special Economic Zones in the Russian Federation: Financial, Legal and
Organizational and Economic Aspects of Functioning / P.V. Pavlov. - M.: Master: INFRA-M, 2010. -
256 c.: 7k3. http://znanium.com/bookread.php?book=198429

Turlai, I. S. Theoretical analysis of the impact of economic integration on attracting foreign
direct investment in the regional economy [Electronic resource] / I. S. Turlai // Regional problems of
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economic transformation: materials of the All-Russian scientific and practical conference October 26-
27, 2010 / ISEI DSC RAS, DGU, DGSA. - Makhachkala: Science DNC, 2010. - C. 265 - 272. -
http://znanium.com/bookread.php?book=375874

Osipova, E. A. Theory and practice of socio-cultural branding. Value aspects of creating brands
in the social sphere: study guide / E. A. Osipova. - Moscow: SIC INFRA-M, 2015.- 156 c. - ISBN
978-5-16-103661-7. - Tekcr : anextponnsiid. - URL: https://znanium.com/catalog/product/523512

Additional
Kuzmina, O. G. Brand management: study guide / O. G. Kuzmina. — Moscow : RIOR :

INFRA-M, 2019. — 176 ¢. — (Bsicmiee obpazoBanue: bakamaspuart). - ISBN 978-5-369-01614-5. -
Texct : anextponnsiid. - URL: https://znanium.com/catalog/product/989798

Castells, M. The power of communication: monograph / M. Castells; per. from English. N. M.
Tylevich, A. A. Arkhipova; under scientific ed. A. I. Chernykh; National research University "Higher
School of Economics". - 3rd ed. - Moscow: Ed. house of the Higher School of Economics, 2020.- 594
c. - ISBN 978-5-7598-2029-1. - URL: https://znanium.com/catalog/product/1209260

Sharkov, F. I. Communicology: communication consulting: study guide / F. I. Sharkov. - 2nd
ed., erased. - Moscow: Publishing and Trade Corporation "Dashkov and Co", 2020. — 406 c. - ISBN
978-5-394-03546-3. - URL: https://znanium.com/catalog/product/1093697

Holden, Nigel J. Cross-cultural management. The concept of cognitive management: Proc.
manual for students studying in the direction 521500 "Management" and specialties 350400 "Public
Relations", 350700 "Advertising" / N.J. Holden; Per. from English. ed. prof. B.L. Eremin. - M. :
UNITY-DANA, 2017. — 384 c. ISBN 978-5-238-00886-4. - URL:
https://znanium.com/catalog/product/1028506

Cernatoni, L. Branding. How to create a powerful brand: a textbook for university students
studying in the specialties 080111 "Marketing", 080300 "Commerce", 070801 "Advertising" / Leslie
de Chernatoni, Malcolm McDonald; prev. and trans. from English. B.L. Eremin. - Moscow: UNITY-
DANA, 2017. — 559 c. — ISBN 5-238-00894-5. - URL:
https://znanium.com/catalog/product/1039965

6.2 List of resources of the information and telecommunications network "Internet".

Scientific and practical journal Corporate imageology / Image and marketing of places -
http://www.ci-journal.ru/journal/01_marketing_mest

Nation  Brands Index, 2009. -  http://www.simonanholt.com/Research/research-
introduction.aspx

Expert community in the field of territory branding - https://www.facebook.com/regionbrand

http://www.gks.ru - Official website of the Federal State Statistics Service of the Russian

Federation

National Electronic Library (NEB) www.rusneb.ru

ELibrary.ru Scientific electronic library www.elibrary.ru

Electronic library Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR
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6.3 IIpodeccnonanbHbie 02361 JAHHBIX U HH(POPMALMOHHO-CIIPABOYHbIE
CHCTEMbI

Hoctyn k mpodeccrnoHanbHbIM 0a3am daHHBIX: https://liber.rsuh.ru/ru/bases

WHpopManoHHbIE CIIPABOYHBIE CUCTEMBI:
1. Koncynsrant [lntoc
2. Tapant

7. MaTepuaIbHO-TEXHHYECKOe o0ecreyeHne U CHUIIUHbI

[Ipu mnpoBeaeHHMH 3aHATUM HCIONB3YETCS ayAUTOpUs, OOOpYAOBaHHAs MPOEKTOPOM JUIS
oToOpakeHusl mpe3eHTaruii. Kpome Toro, mpu MpOBENEHUW NPAKTHUECKUX 3aHATHH HEOOXOAUM
KOMIIBIOTEp C YCTAaHOBJIEHHBIM Ha HeM Opay3epoM M MPOrpaMMHBIM OOecleyeHHeM IJis
nemoHcTpanuu npe3eHTanuii (Power Point u ap.).

st camoctosaTenbHON paboThl cTyaeHTy HeoOxoauM noctyn K DbC uznarensctBa «HOpaiTy
(biblio-online.ru), apxuBy uccienoparenbckux xypHanioB JSTOR, MHBJI Scopus u Web of Science.
[TepconasibHBIE KOMITBIOTEPHI, OCHaIIEHHBbIE ornepannonHoi cucremor OC MS Windows (XP u
BhIIIIE), mporpamMmMHbIM obecriedenrnem MS Office 2003-2010, nocrynom B MHTEpHET Uepe3 Opaysep
Google Chrome nnu Opera, 00HOBIJIIEMOM aHTUBUPYCHOM 3anuToi Symantec Endpoint Protection.

ITonutnyeckas kapra Mupa.

[lepeyeHb JHUIIEH3MOHHOTO MPOTrPAMMHOI0 00eCHeUeHHs:

Microsoft Office —JTuniensust Ne 40001532 ot 31.12.2007

Adobe Acrobat — JIuniensust Ne 1118-1003-5566-8837-8180-7067 ot 2010 r.

Abbyy Fine Reader — JIunensus Ne 09667 ot 08.02.2006 AntuBupyc Kaspersky — JIunensus
Ne 1894141205092525 ot 05.12.2014

Microsoft Windows XP — JIutiensus Ne 40001512 ot 22.12.2005

MSDN (Microsoft Developer Network , Microsoft Dreamspark

Microsoft Academic Aliance) — JIunensust Ne 1203794656 ot 01.01.2016

CnpaBouHo-nipaBoBas cuctema «Koncynsrant [Tmtocy - YueOHas Bepcus OecriiaTHas

Abbyy Lingvo — LMRC14000000946409109093 ot 22.01.2010

CocrtaB IporpaMMHOTO 00ECTICUCHHS
1. Windows
2. Microsoft Office

[TpodeccrnonanbHbIe MOJTHOTEKCTOBBIC 0A3bI JTAaHHBIX:

Hammonanwsnas snexrponnas ounbauorexa (HOb) www.rusneb.ru
ELibrary.ru Hay4nas snexktponHast 6ubianorexka www.elibrary.ru
OnektponHas 6ubmmoreka Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

O NN R

WNudopmannoHHbIe CLIPAaBOYHBIE CHCTEMBI:
1. Koncynwrant [Lntoc
2. Tapanr
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8. O0ecneuenune 00pa3oBaTeJLHOIO NMpPoIUEcca AJs1 JUI ¢ OTPAHUYEHHBIMH BO3MOKHOCTSIMH
310POBbS M HHBAJH/I0B

B xome peanmm3anyu JUCHUIUITMHBI HCTOJB3YIOTCS CIEAYIONIME JOMOJHUTEIBHBIE METOIbI
OoOydYeHHsl, TEKYyIIEro KOHTPOJS YCIEBAEMOCTH W MPOMEXKYTOUYHOM arTecTaluu OO0y4aroluxcs B
3aBHCUMOCTH OT MX MHIMBHYaTbHBIX 0COOCHHOCTEH:

® [UIsl CIIENIBIX W CIA0OBUASIIMX: 33aJlaHUSl HA MPAKTUKY O(QOPMIISIOTCS B BUIE JIEKTPOHHOTO
JTOKYMEHTa, JOCTYIHOTO C TIOMOIIBIO KOMIBIOTEpAa CO CIEIHATU3UPOBAHHBIM TPOTPAMMHBIM
o0OecrieueHreM; MUCHMEHHBIE 3aJ[aHWsl BBIMOJHSIOTCS Ha KOMIBIOTEPE CO CHEIHAIU3HPOBAHHBIM
MPOTPAaMMHBIM O0ECTIeUeHHEeM WJIM MOTYT OBITh 3aMEHEHBI YCTHBIM OTBETOM; OOECIeunBacTCS
WHAWBUAYAIbHOE paBHOMEpHOE ocBemieHue He MeHee 300 IIOKC; sl BBIMOMHEHHS 3aJaHUS TIPH
HEOOXOMMOCTH TIPEIOCTABISIETCS YBEIMUMBAIONIEE YCTPOWCTBO; BO3MOXHO TaKXKe HCIIOJIb30BaHHE
COOCTBEHHBIX YBEITMYMBAIOIIUX YCTPONCTB; MUCHMEHHBIE 3aMaHusl O(OPMISIOTCS YBEIUYCHHBIM
PpUPTOM; IK3aMeH U 3a4ET MPOBOJATCS B YCTHOM (hOpME HITH BBITIOJTHSIOTCS B TUCHhbMEHHOM (hopMe Ha
KOMIIbIOTEpE.

® JUISl TIIyXUX M CIIA0OCIBIMIAIINX: 3aJaHUsI HA MPAKTUKY OQOPMIISIOTCS B BHUIE JIEKTPOHHOTO
IOKyMEHTa, JH0O0  TPEAOCTaBIIICTCS  3BYKOYCWIIMBAIOUIas — amliaparypa  HHIUBUAYaJIbHOTO
MOJIb30BAHNUS;, TMCHbMEHHBIC 33JaHUS BBIMTOJHAIOTCS] HA KOMITBIOTEPE B MUCHMEHHOM (hopMe; IK3aMEH H
3a4€T TPOBOMATCS B TNHChMEHHOH (OpME Ha KOMITBIOTEPE; BO3MOXKHO MPOBEACHUE B (opme
TECTUPOBAHUSI.

eI JIMIl C HApPYIICHUSMHU ONOPHO-JBUTATEIbHOTO ammapara: 3aJaHds Ha MPaKTHKY
oopMIISIFOTCST B BHIIE DJEKTPOHHOTO JOKYMEHTA, IOCTYHHOTO C TIOMOIIBIO KOMITBIOTEPA CO
CHEIMAIM3UPOBAHHBIM MPOTPAMMHBIM OOECIICUeHHUEM; THChbMEHHBIC 3aJaHUs BBHITIOJTHSIIOTCS Ha
KOMIIBIOTEPE CO CIICIUAIN3UPOBAHHBIM IPOTPAMMHBIM 00ECTICUCHHEM; SK3aMEeH | 3a4€T MPOBOISTCS B
YCTHOU (hOopMe WIIH BBITIONHSIOTCS B MUCEMEHHOM (hopMe Ha KOMIIBIOTEPE.

[Tpu HEOOXOMUMOCTH TpeyCMaTPUBACTCS YBEITMUCHUE BPEMEHH ISl TIOATOTOBKH OTBETA.

[Tpouenypa mpoBeneHUs MPOMEKYTOYHOW aTTECTAIUU Ui OOY4YaIOIIUXCS YCTaHABIMBACTCS C
y4€TOM MX MHIUBHIYaJIbHBIX MCUXo(pu3ndecknx ocodeHHocTel. [IpomMexyTouHast aTTecTausi MOKET
MIPOBOJIUTHCS B HECKOIBKO ITATIOB.

[Ipy mpoBeseHWW TPOLEAYPHl OLEHUBAHHUSA PE3YIbTaTOB OOYUEHHs TpEIyCMaTpUBACTCS
UCIIOJIb30BAaHUE TEXHUYECKUX CPEICTB, HEOOXOMUMBIX B CBS3HM C MHIWBUIYaTbHBIMH OCOOCHHOCTSIMH
oOydJarommxcsi. OTH CpEICTBA MOTYT OBITh MPEJOCTABICHBI YHUBEPCHUTETOM, WJIH MOTYT
MCTIOJIb30BaThCs COOCTBEHHBIE TEXHUUECKUE CPENICTRA.

[TpoBeneHune mporneaypsl OICHUBAHUS PE3YJIbTaTOB OOyYEHHs JAOMYCKACTCSl C MUCIOIb30BaHHEM
JUCTAHIIMOHHBIX 00Pa30BaTEIbHBIX TEXHOJIOTHH.

ObecneunBaeTcs J0CTyNl K HWHGOPMAIMOHHBIM W OMOIHOTpaduUecKuM pecypcaM B CETH
WuTepHeT s Kaxxaoro odydaromerocs B GopMax, aJanTUPOBAHHBIX K OTPAaHUYCHUSM HX 3I0POBbS H
BOCTIPHSITHS HHPOPMALIUH:

e ISl CIICTIBIX WM CIA0OBHISANIMX: B TEYAaTHOW ¢opMe yBeIMYEHHBIM MpUPTOM, B ¢dopme
3JIEKTPOHHOIO JIOKYMEHTa, B (hopMme aynuodaiina.

® ISl TIIyXUX M CJIa0OCIBIIIAIINX: B Te4aTHOM ¢opMme, B (hopMe 3IIEKTPOHHOTO JOKYMEHTA.

® ISl 0OYYAIOIINXCsl C HAPYIICHUSIMU OMOPHO-/IBUTATEIBHOTO ammapara: B me4aTHoil gopme, B
(dhopme 2IIeKTPOHHOTO JOKYMEHTa, B (hopme aynuodaiina.

Y4eOHbIC ayIUTOPUU IS BCEX BHJOB KOHTAKTHOH M CaMOCTOSTEIBHOH pa0OThI, HaydHas
OuOIMOTeKa W WHBIC TOMEIICHHUS Ui OOYYEeHHS OCHAIEHBI CHEIHAIBHBIM O0OpPYJOBaHHEM U
y4eOHBIMH MECTaMH ¢ TEXHUYECKHUMH CPEJICTBAMH OOYUCHUS:

® IS CIIENIBIX U CIA0OBUJISIIIUX: YCTPOUCTBOM JJisi CKAHMPOBAHMS M YTEHUsI ¢ kKamepoir SARA
CE; nucnuieem bpaitns PAC Mate 20; npuntepom bpaiinst EmBraille ViewPlus;

o Ul TJIYXHX M CIa0OCIBIIIANIMX: aBTOMATH3WPOBAHHBIM pPAa0OYUM MECTOM JUIsS JIIOJEH C
HapYIICHUEM CJTyXa M C1a0O0CIIBIIIANINX ; aKYCTHYCCKHH YCHIINTEb H KOJIOHKH;
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o Uisi OOYYAIOMIMXCS C HAPYIICHUSMH OMOPHO-IBUTATEILHOTO ammapaTa: MepeIBUKHBIMHU,
peryimpyeMbiMu 3proHomudeckumMu naprtamMu CU-1; KOMIBIOTEpHOM TEXHUKOW CO CHEIUaIbHbIM
IIPOTPaMMHBIM 00€CTIEYCHHEM.

9. MeToan4yeckne MaTepHaJIbl
9.1 Il.1aHbl MPAKTHYECKUX 3AHATHI
Tema 1. Bunb!l u cTpykTypa TeppUTOpHUATIBLHBIX OPEHIOB

[Tonxonp! k Knaccuukay TeppUTOpUaIbHbIX OpeH10B. [IpumMepsl TeppUTOpPHATIEHBIX OPEHIOB.
CTpyKTypa TeppUTOpUATBHOTO OpeHa.

3amaHue: HAaUTH IpUMEp TeppuTopuaibHoro openaa. [IpoBectu ananus
Cxema aHanuza:

KpaTkoe onucanue npumepa TeppUTOpHAILHOTO OpeHa.

Iens

3anaun

HHTerpaoHHBINA XapaKTep TEPPUTOPUATHLHOTO OpeH/Ia.
Aynuropun (KTO BOBJIEYEH B KOMMYHMKAIUIO, KaK IIPOSIBIISETCS).
Brisos.

AN S e

Tema 2. CoBpeMeHHBIC TTPEACTABICHHS O POJIM TEPPUTOPHATHHBIX OPEHIIOB.

3aaHue: 03HAKOMUTBCS ¢ PEKOMEHJOBAaHHOM JIMTEPATYpPOr M OTBETUTH Ha CIEAYIOUINE BOIIPOCHI IS
JTUCKYCCHUU:

1. Kakoe mecTo 1 moyeMy 3aHUMAIOT TEPPUTOPHATIBHBIC OPEHIBI B IIOTOKE COLMATBHBIX
KOMMYHUKaIUH?

2. YeM XapakTepU3yl0TCs TePPUTOPUAIBbHBIE OpeH IbI?

3. KaxoBbl mpo6sieMbl OpeHIUPOBAHUS TEPPUTOPHUI?

4. B 4em nposiBisieTcss HHTErpalMoOHHBIN MTOAX0/] K TEPPUTOPHATILHBIM OpeHaam?

Tema 3. OcHOBHBIE 3Tanbl OPEHINHTA TEPPUTOPHIL
3aaHue: 03HAaKOMUTBCS ¢ PEKOMEHJOBAaHHOM JIMTEPATYpOl M OTBETUTH Ha CIEAYIOUINE BOIIPOCHI JIJIs
JMCKYCCHH:

1. Pa3paboTka MapKETHHTOBOW CTpaTeru (IIeJIeonpeie]icHUE, CETMEHTHPOBAHHUE,
UACHTH(HUKAIMS TIEJIEBBIX ayTUTOPUH, HX XapaKTEPUCTUK U (HaKTOPOB MPHUBIICKATEILHOCTH
TEPPUTOPHUH IJIS HUX ).

2. TlozunmonnpoBaHue (aHAIHU3 MOTEHIANIA JJIs1 OpEHIUHTa TEPPUTOPUH U Pa3BUTHUS OpeH/Ia,
BBISIBJICHHE JTUMUTHPYIOMIHX (aKTOPOB, aHAJIU3 MO3UIIMOHUPOBaHUs Teppuropun B CMU,
W3YYCHHE BOCTIPUATHS TEPPUTOPUU BHYTPSHHUMH U BHEITHUMHU LIEJICBBIMU ayIUTOPUSIMH,
aHaJIM3 KOHKYPEHTHOM Cpelibl, pa3padoTKa KOHIETIINHA OpeHaa).

3. Pa3zpaboTka KpeaTuBHOMU cTpaTeruu (pa3paboTka OCHOBHOTO KOMMYHUKAITHOHHOTO COOOIICHHS
OpeHpa, pa3paboTka BU3yaIbHOTO 00pa3a OpeH1a, n3ydyeHrne BOCIIPHUATHS JJOTOTHIIA, IeBU3a
WJIN JIO3YHTa LIEJIEBBIMH ayIUTOPHsIMH, pa3padboTka brand-book).

Tema 4. CyOBeKTHl TEPPUTOPHATIBHOTO OpEHIMHTa
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3asaHue: 03HaKOMUTBCS ¢ PEKOMEHIOBAaHHOM JIMTEPATYPON M OTBETUTH Ha CIEAYIOLINE BOIIPOCHI IS
TUCKYCCHH:
1. Ponb amMuUHMCTpaLuii, MyHUIIUTIAIUTETOB B CUCTEME TEPPUTOPUAIBHOTO OpEHINHTA.
2. Oprassl, peryJIMpyOIIAE HUHBECTUILIMOHHYIO 1€ATEIbHOCTD TEPPUTOPHI, OTBETCTBEHHBIE 32
CBSI3U C OOIIECTBEHHOCTHIO, 32 SKOHOMUYECKOE Pa3BUTHE, TYPU3M, BHEIITHEAKOHOMHUYECKYIO
NESATEIIBHOCTh U MEXAYHAPOAHOE COTPYJHUYECTBO.

Tema 5. OcoOeHHOCTH MPOABUKEHUSI TEPPUTOPHUH KaK €IMHOTO OpeH 1a

3anaHue: 03HAaKOMUTBCS ¢ PEKOMEHJOBAaHHOMU JIMTEPATYpOr M OTBETUTH Ha CIEAYIOUINE BOIIPOCHI IS
JTUCKYCCHUU:

1. CuMBOJIMYECKHE HHCTPYMEHTHI BO3JICMCTBHUS HA TOTPEOUTENCH OpeHIa TEpPUTOPHH.

2. Co3maHue eIuHOTO CTUJISL U AM3aiiHa OCHOBHBIX aTpUOYTOB TEPPUTOPHH.

3. Brimyck pexiiaMHO-UH()OPMAIIMOHHON ¥ CYBEHHUPHOMN MTPOTYKITUH.

4. Co3znanue o(hUIMATBEHOTO ABYSA3bIYHOTO HTEpHET-TIOpPTAIa TEPPUTOPHUH.

Tema 6. Typuctckuii 6pens 3apyOeKHBIX TEPPUTOPHIA
3agaHue: 03HAKOMHTHCS ¢ PEKOMEH/IOBAHHOHN JINTEPATYPOil ¥ OTBETUTH HA CIIETYIOIINE BOIPOCHI IS
JMCKYCCHH:
1. Knaccudukanust BUIOB Typu3Ma.
2. Typuctuyeckuii MOTEHIMAN U TypUCTHYECKast HHPPACTPYKTYpa Kak (pakTopbl
MOBBIIICHUS TYPUCTUYECKON TPUBIICKATEIbHOCTH PETHOHA.
TexHon0rMK NOBBILIEHHS TYPUCTUYECKON MPUBJIEKATEIHHOCTH PETHOHA.
Bunbl Typuctiueckux OpeHIoB.
5. OmnsIT co3ganust TypucTUYeckux OpeH1oB B Poccuu u 3a pyoexom.

W

Tema 7. Tepputopuanbsubiii Openausr B Poccun

3amaHue: 03HAKOMUTHCS ¢ PEKOMEHIOBAHHOM JTUTEPATypOl M OTBETUTD Ha CIECTYIOLINE BOMPOCHI JUIs
JCKYCCHH:
1. Ocobennoctu u MpoodsieMbl pernoHabHOro OpeHauHra B Poccun
2. OcobeHocTu pernoHanbHOr0 OpenauHra B Poccum.
3. ®akropsl HOpMUPOBAHHS PETHOHAIBHBIX OpeH10B. OTIBIT CO3/JaHUS PETHOHAIBHBIX OPEHI0B B
Poccun.
4. TIpoGnemsl perrnoHaibHOT0 OpeHauHTa B Poccun

9.2 MeToanyeckne peKOMEHIANMH N0 MOAT0TOBKe MMCbMEHHBIX padoT
[MucsrmenHbIe paboTHI TPOrpaMMOi HE IPEIYCMOTPEHBI.
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[Tpunoxenune 1. AHHOTAITHS
paboueii mporpaMMsbl JHCIUTTIIHHEL

AHHOTAIIUSI PABOYEHA ITPOT'PAMMBI JJUCHUATLIAHBI

JucuunmHa (Modyas) «I'e0OpeHANHT TepPUTOPUI (Ha aHTJIMHCKOM S3BIKE)» peann3yeTcs Ha
(baxynbTeTe BOCTOKOBECHNS M COLMATLHO-KOMMYHUKATUBHBIX HayK Kadeapoi KyIbTypsl MUpa U
JIeMOKPATHH.

Lenv oucyunaunsl: HOPMUPOBAHUE Y CTYICHTOB TEOPETUUYECKUX TPECTABICHUN U MPAKTUICCKUX
HABBIKOB 10 CO3/1aHUIO, pa3paboTKe, MIIAHUPOBAHUIO U YIIPABICHHUIO OPEHIOM TEPPUTOPHH.
3aoayu yuebHot oucyuniunol:
1) [TonroroBKa K TBOPYECKOI IEATEILHOCTH B 00JIACTH KOHCTPYHUPOBAHMS UMHUDKA
TEPPUTOPUIL, TOPOIOB MIIK OOBEKTOB IO CO3TAHUIO HH(POPMAIIMOHHBIX TTOBOAOB IS
MIPOJIYKTOB B c(hepe Typuzma
2) MOATrOTOBKA K MPOEKTHOM eATeIHbHOCTH B 001aCTH Pa3padOTKH U pealln3aluy MPOESKTOB
JESTEIbHOCTH TYPUCTCKOTO MPEIIPUSITHS;
3) IOATOTOBKA BHITYCKHUKOB K OPTaHU3AIIOHHO-YIIPABICHUYECKOM 1eATeThHOCTH B 001aCTH
Typu3Ma.

JlucuuiuiiHa HanpapieHa Ha GOPMHUPOBAaHUE CIICIYIOIINX KOMIICTCHITHIA:

1IK-2 Brnadeem nagvixamu OpeHOUpO8anusl 8 KpeamugHblxX UHOYCMPUSX

IIK-2.1 Obnadoaem 2o0mo8HOCMbIO K Y4ACMUIO 8 Npoyecce paspabomku KOHyenyuu opeHoda 8
coOmeemcmauU ¢ 8blOPAHHLIM HANPABIEHUEM 0esimeIbHOCMU

1IK-2.2 Obnaoaem 20mosHOCMbIO K CAMOCMOSMENbHOU pabome cep8UCHO20 CONPOBOAHCOEHUS
npoyedyp OpeHOUpo8anUsl U NOOOEPIHCAHUSL HA OOIHCHOM YPOBHE 00paA3 00bEeKMA KPeamusHbLX
uHoycmpuii

B pe3ynbraTe 0cBOCHUS TUCHUTUIHHBI (M00Y/15) 00YHIArOIIUNACS JOTKCH:

3HaTh: KOHLEMINH TYPUCTCKOTO MPEANPUTUS, IPUHLHUIIBI pa3paboTKu 3(ppeKTUBHOM cTpaTernu
1 GOPMHUPOBAHUS AKTUBHOM IMOJIMTUKHU OLEHKH PUCKOB MPEANPUATHS TYPUCTCKON HHIYCTPUU Ha
OCHOBE KOHIIETILIMU Te00pEeHANHIa TEPPUTOPUI

YMeTb: IPUMEHATh COBPEMEHHbBIE METO/Ibl M TEXHOJIOTUU MPOSKTUPOBAHUS IEATEILHOCTH
TYPUCTCKOT'O MPEANPUITHS; IPUMEHATh COBPEMEHHbIE TEXHOJIOTUU OKa3aHUs YCIIyT B OPraHU3aLsIX
TYpPUCTCKOH cpepbl, OTBEHAIOUINX TPEOOBAHHUSIM MOTPEOUTENEH 10 CPOKaM, IIEHE M YPOBHIO KauecTBa
oOcITy>)KMBaHUS, a TAaKXKe TPEOOBaHMUSIM O€30TTaCHOCTH

BrnaneTs: HaBbIKaMH IPUMEHEHHS] COBPEMEHHBIX METOJIOB U TEXHOJIOTUN MPOESKTUPOBAHUS
NESITeIbHOCTH TYPUCTCKOTO MPENIPUATHUS; HABBIKAMH ITPUMEHEHHsI COBPEMEHHBIX TEXHOJIOTHH
OKa3aHMA yCIYT B OpraHU3alusAX TYPUCTCKOM cepbl, OTBEUaIOMX TpeOOBaHUAM MOTpeOuTeNeit mo
CpoKaMm, IIEHE ¥ YPOBHIO KaueCcTBa OOCITY)KHBAaHMSI, a TAKKe TPeOOBAaHUSAM O€301MaCHOCTH

[To nucuumnuue (MoOynt0) MPEAYCMOTPEHA IPOMEXYTOUYHAsI aTTecTalus B popMme 3auéma ¢
OUEHKOU. .

OO6m1ast TpyI0EMKOCTh OCBOCHHUS TUCIUIUIAHBI (MOOY/s1) COCTABISICT 3 3a4eTHBIC CIUHUIIBI.



