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1. IlosicHuTeIbHAS 3aNIMCKA
1.1. Heab u 3224 JTUCUMILIHHBI

Ilenp Kypca: M3ydeHHE MPAKTUK PEKJIAMHOrO Jena B cdepe yciayr M Typu3Ma Hapsay C APYrUMH
KOMMYHUKAIlMOHHBIMM IIPOLIECCAMM M TEXHOJIOTHSMHU; B OBJIAJICHUM OCHOBHBIMU TEXHOJIOTMSAMU
pEeKJIIaMHOTO Jefla, MPHEMOB MeIUa-IUIAHUPOBAHUS M PEKIAMHOTO KOHCAITHHTa; (POPMHUPOBAHUM
npoeCCHOHATBHBIX KOMIIETEHIIM B 00JAacCTH MapKeTHMHIOBOM W PEKIAMHOM JesTEeIbHOCTH,

OCYHICCTBJICHHUA aHAJIUTUYCCKUX, ITPOCKTHLIX U NPC3CHTALIMOHHBIX pa60T B 3TOI1 001acTH.

3amaun JUCLUILINHGL:

- YCBOCHHE CTYI€HTaMU OCHOBHBIX TEPMUHOB U MOHATHI B 00JIaCTH PEKJIAMHOTO JIe1a, UX BKIIOUECHUS
B ITpo(hecCHOHANBHBIH SI3BIK CIIELUAINCTA [0 CEPBUCY U TYPU3MY;
- BKJIIOYEHHE B MPOGECCHOHATIbHBIM Oarak yMEHHsI «4UUTaTh» COBPEMEHHYIO pekiaMy, o(popmisiTh

TCXHUYCCKOC 3a1aHUC Ha CO3JaHNUC PCKIIAMHBIX MIPOAYKTOB U MPOU3BOAUTDL SKCIICPTHU3Y TAKOBBIX;

- OBJIAJICHHE HEOOXOAWMBIMU NPOQPECCHOHATHHBIMU HABBIKAMH CO3JAaHUS PEKJIAMHON MPOIYKIIHH,

COCTaBJICHUA MCAuaruiaHa ajid peKIaMHbIX KaMHaHHf/'I;

- (opMupoBaHHE HABHIKOB MPO(ecCHOHAIEHOTO
PEKIIAaMHBIX MaTE€pPHaJiOB Ha TMPEANPHATUSIX TypHU3Ma U CEpBHCA,

AaHHOH 00J1aCTH AEATEILHOCTH.

JlucuuriuHa peanu3yercs Ha HHOCTPAHHOM SI3bIKE.

oopmiieHUs M TPOPECCHOHATBHOTO «UTCHHUS

croco0OB OpraHu3anuy jejia B

1.2. IlepeyeHb IUIAHMPYEMBbIX Pe3yJbTATOB 00y4eHUS 10 JUCUHUILIJIMHE, COOTHECEHHBIX €
HHANKATOPAMM J0CTUKEHUSI KOMIIeTEeHIN

KoMmnerennus
(Ko 1 HAMMEHOBAHUE)

HNuaukaropsl
KOMIIeTeHITH I
(KO 1 HANMEHOBAHUE)

PesynabTaThl 00yyeHus

ITIK-2 Criocoben
o0pabartbIBaTh U
WHTEPIPETHUPOBATH C
HCIIOJIL30BaHHEM 0a30BBIX
3HAaHUM MaTeMaTUuKU 1
UH(POPMATUKU JaHHBIE,
HEOOXOAUMBIE IS
OCYIIECTBICHUS
MPOEKTHOM EeSATEILHOCTH
B TypU3Me

[TIK-2.1 IIpumeHnseT MeToabl
MapKeTHUHTa
CYIIECTBYIOIIUX
NpEIJI0KEHU I

3uamb: OCHOBBI MAaTEMAaTHKHU U
UHPOPMATUKH, HEOOXOUMBIE IS
OCYILIECTBJIECHUS TPOCKTHOM
JeSATETbHOCTH B TYpU3ME

Ymems.: IpUMEHSITH METOIBI
MapKETHUHTa CYIIECTBYIOIINX
MPEII0KEHU N

Braoemyw: nasvikamu npuMeHeHUs
METOJI0B MAPKETHHIa CYIIECTBYIOIIUX
MIPEJI0KEHU I

[1K-2.2 [JomxeH yMeTh
OLICHUBATh
KOHKYPEHTOCTIOCOOHOCTh M
3¢ (HEeKTUBHOCTH TYPUCTCKUX
MporpaMM B
YIOBICTBOPEHUH
MoTpeOHOCTENH POCCUMCKUX
Y UTHOCTPAHHBIX TYPUCTOB,
UX pe3ylbTaTUBHOCTD

3Hamb: OCHOBBI MATEMATHUKH U
UH(POPMATUKH, HEOOXOUMBIE IS
OCYILIECTBJICHUS TPOCKTHOM
JCSITETIBHOCTH B TYPH3ME

Ymemv: ymMeTh OlICHUBATH
KOHKYPEHTOCTIOCOOHOCTbH H

3 PEKTUBHOCTD TYPUCTCKUX TIPOTPaAMM
B YJIOBJICTBOPEHUH MOTPEOHOCTEN
POCCHIICKMX U HHOCTPAHHBIX TYPUCTOB,
UX PE3yJIbTaATUBHOCTh

Braoemw: HaBBIKaAMU OIICHKU
KOHKYPEHTOCTIOCOOHOCTb H




3 PEKTUBHOCTD TYPUCTCKUX TIPOTPaAMM
B YJIOBJICTBOPEHUH MOTPEOHOCTEN
POCCUIICKMX U HHOCTPAHHBIX TYPUCTOB,
UX PE3yIbTaTUBHOCTh

[1K-2.3 [JomxeH ymMeTh 3Hamb: OCHOBBI MaTeMaTUKHU U
OpPraHU30BBIBATH OMPOC UH(POPMATUKH, HEOOXOUMBIE IS
TYPHUCTOB C LIETBIO OCYIIIECTBIICHUS] TPOEKTHOM
BEISIBJICHHSI HanOoJiee NESITEIIbHOCTH B TYpU3ME

YIOOHBIX TypUCTaM Ymems: opraHn3oBbIBaTH OIPOC
TYPUCTCKUX HAMPABICHUHA, | TYPHCTOB C IEIBIO BBISIBICHUS
TYPUCTCKHUX MapIIpyToOB, HanboJiee yI0OHBIX TYpUCTaM
BPEMEHH MPOBEICHUS TYPUCTCKUX HAMPABICHUA, TYPUCTCKUX
TYpPUCTCKOI MOE3IKH MapIIpPyTOB, BPEMEHU MPOBEACHUS

TYPUCTCKOM MOE3AKU

Bnademw: HaBbIKaMU OpraHU3aLUU
OIIPOCOB TYPUCTOB C LIEJIbIO BBISBIICHUS
HanboJiee yI0OHBIX TYpUCTaM
TYPUCTCKUX HAIIPaBICHUN, TYPUCTCKUX
MapIIpyTOB, BDEMEHU IPOBEACHHUS
TYPUCTCKOM MOE3AKU

1.3. MecTo nucuMILIMHBI B CTPYKTYpe 00pa3oBaTeIbHOM MPOrpaMMbl

HucuunmuHa (mModynv) «PexnamMHbple TEXHOJOTHMH B Typu3Mme (HAa aHTJIUHCKOM  SI3BIKE)»
OTHOCHUTCSI K 4acTH, (JOpMUPYEMOM ydacTHMKaMH O0Opa30BaTENIbHBIX OTHOIICHUN OJI0KA JUCHUILUIUH
y4eOHOrO IIaHa.

JIst OCBOCHMSI TUCIUIUIUHBI (MoOyas) «PekiiaMHbIe TEXHOJOTHH B TypU3Me (Ha aHTJIMACKOM
SI3BIKE)» HEOOXOIUMBI 3HAHUS, YMECHUS H BIAJICHUS, COOPMUPOBAHHBIE B X0OJI€ U3YUCHHUS CIEAYIOIINX
TUCHUIUIMH U TPOXOXACHUS TpakTUK: MapKeTHHI B TYPUCTCKOMW HHAYCTpUH, MexmyHapoaHast
CEpBHCHAS JESATEILHOCTD.

B pesynbrare ocBOEHUS MUCHMIUIUHBI (M00YV/s) GOPMUPYIOTCS 3HAHUS, YMEHUS W BIQJICHHS,
HEOOXOMUMBIC Ml M3YYCHHsS CICAYIOIIUX TUCIUIUIMH M TPOXOXKICHHUS MPaKTUK: TexXHOIoTUs H
OpraHu3anys AEOBBIX MEpOonpuiTuid, YmpasieHue 3¢(HEeKTUBHOCTBIO U KOHKYPEHTOCHOCOOHOCTHIO
TYPUCTCKOTO TPOAYKTA.

2. CTpyKTypa M CHMIIIMHBI
OO6m1ast TpyA0EMKOCTh TUCIUIUIMHBI cOcTaBimsieT 3 3.e., 108  akamemuueckux yaca (OB).

CTpykTypa AMCUMIVIMHBI JJI 04HOI GopMbI 00yUeHMsI

O0beM IUCHUIUIMHBI B (opMe KOHTAKTHOM paboThl OOydYarOIUXCS C MeJarorndecKuMu
paboTHHKaMHU W (WJIM) JUIAMH, TPUBJICKAEMBIMU K pealu3aiii 00pa30BaTeIbHOW MPOrpaMMbl Ha
WHBIX YCIIOBHSIX, IPU MPOBECHUH YICOHBIX 3aHATHH:

Cemectp | Tum yueOHBIX 3aHATHI KonuuectBo
4acoB
5 Jlexumn 18
5 CemuHapsl 24
5 DK3aMeH 18
Bcero: 60

O0beM OUCHHILTUHBL (MOYJIs1) B hOpME CAaMOCTOSITEIbHON pabOThl 00YJYAIOIIMXCS COCTABISAET
48 akageMHYeCKUX yaca(oB).




3. Conep:kaHue Q1 CHUATNIAHbBI

HaumenoBanue pasjaena
AMCUMIIHHBI

Conepxanue

Tema 1. IlonsiTHe W CymIHOCTH
peKJIaMbl
The concept and essence of
advertising

[Ipenmer, CymiHOCTH M 33Jaydl COBPEMEHHOM, ee
MECTO B CHUCTEME MAapKETHHTOBBIX KOMMYHUKAIIUM.
Mudst pexiamuoro aena. Creruduka yciayru Kak
o0bekTa pexiamMupoBaHusi. OCHOBHbIE MPUHIIMIIBI U
0COOCHHOCTH pekiiaMHOi nesrenbHocTH B CKCuT.
Paznoobpazue moaxo0B K OMPEEICHUIO0 PeKIaMbl.
XapaKkTepuCcTUKa OCHOBHBIX (DYHKIHMH peKIambl
(3KOHOMUYECKasl, COlMaabHasi, KOMMYHHKATHBHas,
oOpa3oBaTenbHas/BocruTarenbHas). Llenu u 3amaun
peKJIamMbl B TypU3MeE

The subject, terms and tasks of advertising, its role
in the system of marketing communications.
Advertising myths. Basic principles and features of
advertising activities in tourism. A variety of
approaches to advertising activities. The main
functions of advertising (economic, social,
communicative, educational / educational). Goals
and objectives of advertising in tourism.

Tema 2. CoBpeMeHHOe COCTOSIHHE
peKJIaMbl
Modern Advertising

Bo3HnukHOBEHHE €BPONEHCKOM peKIaMbl Kak 0CO00T0
BH1a OusHeca. [lyreBoauTenu — nepBbIid BU MEYaTHON
peKiIaMbl Typu3ma. THUIIOJIOTUs TyTEBOAUTEIICH.
Oco0eHHOCTH, TEHICHITUU U TIPOOJIEMBI Pa3BUTHS
OTEYECTBEHHOTO PhIHKA peKyiaMbl. Bo3aMoxxHOCTH
HOBATOPCTBA U TBOPUYECTBA B peKIIaMe.

European advertising as a special school of advertising.
Travel guides as the first printed tourism advertising.
Typology of guidebooks. Features and trends of the
tourist advertising market. Innovations and creativity in
advertising.

Tema 3. Pexiiama B koMILIIEKCe
MapKeTHHIa
Advertising in the marketing mix

IlonsiTHe cucTeMbl MApKETUHIOBOM KOMMYHHUKALIVH,
ee poJib B KOMIUIEKCE MAPKETHHTA.

B3auMocBsI3b pekamMbl ¢ OCHOBHBIMH CPEICTBAMU
MapKETHUHIOBBIX KOMMYHMKaNUK .MapKeTUHIOBBIE U
COLMOKYJIbTYpHBIE HCCIIEI0OBAHUS ITPU IUIAHUPOBAHUN
U IIOATOTOBKE PEKJIAMHBIX KaMITaHuW. MeToasl
PEKIIaMHOTO UCCIIEI0BAaHUS PHIHKA.

The concept of a marketing communication system, its
role in the marketing mix.

The relationship of advertising with the main means of
marketing communications. Marketing and socio-
cultural research in the planning and preparation of
advertising campaigns. Methods of advertising market
research.

Tema 4. CounanbHo-
MCUXO0JI0TNYeCKHe OCHOBBI
peKJaMbl

Social and psychological features in

Pexnama kak wmeTox  ynpaBi€HHS  JIFOAbMHU.
Hcnonp3oBaHne B pekjiaMe€ OCHOBHBIX MMOJOKEHUN
TEOpUM KOMMYHUKAalUU. BiusHHEe XapaKTepHUCTHUK
IIEJICBOM  ayJUTOPHH HA TMPOIECC BOCIPUITHSI




advertising

pEKIIaMBbl. OcobenHocTH dbopmMupoBaHUs
POCCHICKOTO pBIHKA, POCCHHCKOTO TypH3Ma U
pOCCUICKOM peksiaMbl. PeknaMHOe TpOABUKEHUE
HeiimuHra W OpeHauHra. bpeHauHr M peOpeHIuHT
POCCHUIMCKUX KOMIIAHUM.

Advertising as a method of managing people.
Advertising and the theory of communication.
Target audience and perception in advertising.
Features of the Russian market: Russian tourism and
Russian advertising. Naming and branding. Branding
and rebranding in travel agencies.

Tema S. HopmaTuBHO-paBoBast
0a3a peKJIaMHOI 1esITeJIbHOCTH
Legal aspects of advertising

®enepanbHblil 3akoH «O pexname». Bepeus 2003 r.
C MOCJEOYIOIHUMHU MONpaBKamMu. MeXIyHapOoaHbIN
KOJIEKC PEKJIaMHOM IIPaKTUKH, NPUHATHIN B lapuke
B 1987 .

IIpaBoBbIE aCHEKTBI PEKIAMHOM  JIE€ATEIILHOCTH.
OO01IeCTBEHHBIN KOHTPOJIb 32 PEKIIaMOM.

Federal Law "On Advertising". 2003 version with
subsequent amendments. International code of
advertising practice adopted in Paris in 1987.

Legal aspects of advertising activity. Public control
over advertising.

Tema 6. Kinnaccugukanus u
XapaKTePUCTHKA PeKJIAMHBIX
cpeacTB

Classification and characteristics of
advertising

[ToHATHE W OCHOBHBIC MOIXOABI K KiaccU(UKAIUU
pPEKIaMHBIX CpPEACTB. XapaKTEPHCTUKA SJIEMEHTOB
CPEICTB peKJIaMbl (TEKCT, n300pakeHue, IBET, CBET,
3BYK, IIpU(T, pUCYHOK, rpauvuecKue 3JIEMEHTHI).
YcnoBust BEIOOpa pEKIIAMHBIX CPEJICTB.

The concept and basic approaches to the
classification of advertising media. Characteristics of
the elements of advertising media (text, image, color,
light, sound, font, drawing, graphic elements).
Reasons for choosing advertising.

Tema 7. PazpaboTka pexkiamMHOM
NPOAYKIMH
Promotional materials development

Mertoauka pa3pabOoTKu peKIaMHBIX MaTepHasoB.
CrpykTypa PEKIIAMHOTO oOpateHus u
XapaKTepUCTHKa OCHOBHBIX AJIEMEHTOB BepOaJbHOM
yacTu (CloraH, 3arojIoBOK, OCHOBHOM pEKJIaMHBIN
TEKCT, 9x0-(ppaza). [IpueMbl co3maHus PEeKIAMHBIX
COOOIICHUH.

BeiObop cpeactB  pacmpocTpaHEHHs — PEKJIaMbl.
[IpeumymiecTBa U HEJOCTATKH OCHOBHBIX CPEJIICTB
pacrpoCTpaHEHUs PEKJIAMBI.

Characteristics of promotional materials.

The structure of the advertising message and the
characteristics of the main elements of the verbal part
(slogan, title, main advertising text, echo phrase).
Techniques for creating advertisements.

Choice of advertising media. Advantages and
disadvantages of the main means of advertising
distribution.

Tema 8. Cnnennduka pexkjiambl B
Typusme. DopmupoBanue OpeHaa
TOBapa, 1eCTHHAIMMI

OCHOBHBIE TIOHATHS | IICJTH PEKIIAMHBIX KaMIIaHUH B
CKCuT: SKOHOMMYCCKHE, HMUJKCBEIC u
conuagbHbie. MDaKTOpPHI, BIMSAIONIME Ha BBHIOOP U




Advertising in tourism. Branding in
tourism.

dhopMHUpOBaHHE PEKIAMHBIX LeJiel: O00Imue Ienu
pa3BUTUS TPEANPUATHS, MAPKETUHTOBAs CTPATETHUS
(bupMBI, COCTOSIHME IIEJIeBOM AayIUTOPUM U T.I.
B3auMoOCBA3p  MapKeTHHIOBOM U PEKIAMHOU
ctpareruii Gpupmbl. DakTOpbl BBHIOOpPa PEKIAMHBIX
CTpaTeTHii U UX OCHOBHbIEC THIIBI.

Pexnamubple BOHHBI M KOHKYPEHTHOE IIOBEJICHHUE
pexnamMbl. PexknamHblii OpeHOIUHT B TypusMe U
cepBuce. bpeHauHr  mpoAyKTa,  JAECTUHAIUH.
OcobenHoctu GOpMHUPOBAHUS

Basic concepts and goals of advertising campaigns in
tourism: economic, reputational and social. Factors
influencing the choice of advertising goals, company's
marketing strategy and target audience analyses. The
relationship between marketing and advertising
strategies of the company. Factors of choice of
advertising strategies and their main types.
Advertising wars and competitive behavior of
advertising. Advertising branding in tourism and
service. Product branding, destinations. Formation
features

Tema 9. Opranusanus u
ynpaBJieHHe PeKJIAMHOM
AeAITeJIBHOCTHIO B c(pepe Typu3Ma

Advertising campaigns in tourism

PexnamHble areHTCTBAa M UX POJb B OpraHU3ALUU
peksaMHoro 6u3Heca. TUTBI U QYHKIIUN PEKIIAMHBIX
areHTCTB. OpraHu3annoHHOe MOCTPOEHHE
pekiamMHbIX areHTcTB. Crnenuduka OpraHuzaluu
TBOpUYeckux pabotr. KouTakTtop, KpudiTOp, apT-
TUPEKTOP W OCOOCHHOCTH WX  paboTHI..
Opranuzanusi  B3aUMOOTHOILEHHH  «peKIaMHOE
areHTCTBO — KJIUEHT).

[InanupoBanue PEKIIaMHBIX KaMIIaHUH.
Ompenenenne oObekTa (agpecara) U CyOBEKTa
pexnambl. Pa3paboTka MOTHMBa M CTHJIS PEKIIAMBI.
Beibop cpenctB  pacmpocTpaHEHHS — peKJIaMbl.
OcHOBHBIE napameTpsl u JTarnbl
MEJUAIJIAaHUPOBAaHUSA B  PEKIAMHOM  areHTCTBE
MIOJTHOTO ITUKJIA.

MexnayHapogHble U POCCHUHCKHE  BBICTABKHU
TYpUCTCKOTO Om3Heca. JledaTenbHOCTh TYPUCTCKHX
areHTCTB M MpPEANpUsATHIl cepBUCa Ha BBICTaBKax U
PR-meponpustusx

Opranuzanuu peKIaMHOM JIEATEIIbHOCTH.
®ectuBanu 1 BbicTaBkU peksaMmbl CKT. Pexnamubie
areHTcTBa U uX (QYHKUIUHU. TexXxHHuYecKoe 3aJlaHue
ISl PEKJIAaMHOT'O areHTCTBA.

Advertising agencies and their role in the organization
of the advertising business. Types and functions of
advertising agencies. Organizational structure of
advertising agencies. The specifics of the organization
of creative work. Contactor, Creator, Art Director and
features of their work. Organization of relationship
"advertising agency - client".

Planning of advertising campaigns. Definition of the
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object (addressee) and the subject of advertising.
Development of the motive and style of advertising.
Choice of advertising media. The main parameters and
stages of media planning in a full cycle advertising
agency.

International and Russian exhibitions of tourist
business. Activities of travel agencies and service
enterprises at exhibitions and PR events.

Tema 10. DppexTUBHOCTH [Tonsitre 3¢ (heKTUBHOCTH peKIaMbl, OCHOBHbBIE
PEeKJIAMHO 1eATeJbHOCTH MOKa3aTeNn OILICHKU s dexTuBHOCTH.
Advertising Efficiency Paznmuune  mexay — 3Q¢eKkTHBHOCTHIO B

MapKeTUHre M 3(PQPEKTUBHOCTHIO B pEKIaMe.
[ToHATHE JOSUIBHOCTH KJIMEHTa U METOIbl €€
n3mepenus. [loHATne uLeneBol ayauTopuud U
metoasl ee  (opmupoBaHus. OLEHOYHBIE
HCCIIEIOBAHMS pEKJIaMBI: TECTHI Ha
3allOMMHAaHUE U  YOEOUTEIbHOCTb, TECTHI
KOMMYHMKAIIMM, OLIEHKa HENOCPEICTBEHHBIX
OTKJIMKOB, (OKYC-TPYyMIbl, (HU3UOJIOTHIECKHE,
KaJIpOBbIE M BHYTPU DPBIHOYHBIE TECTHI.

[Tcuxonorudeckas 3¢ pexTHBHOCTH
IIPUMEHEHUs pEKIIaMBbI. Onenka
SKOHOMHUYECKOH A((HEKTUBHOCTH PEKIAMHBIX
MEPOIPUATHI

The concept of advertising effectiveness, the
main performance evaluation indicators. The
difference between marketing effectiveness and
advertising effectiveness. The concept of
customer loyalty and methods for measuring it.
The concept of the target audience and methods
of its formation. Advertising evaluative studies:
memorization and  persuasiveness  tests,
communication tests, immediate response
assessments, focus groups, physiological,
personnel and in-market tests. Psychological
effectiveness of advertising. Evaluation of the
economic efficiency of promotional activities.

Final assessment examination

4. Educational technoogies
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
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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

56 —-67 D

5055 Acceptable E

30 139 Unpublishable unpassed EX

5.1 Criteria for grading by course

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

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.
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 / Exhibited to the student, if he knows the basic level of theoretical and practical

D,E passed 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 Exposed to the student if he does not know the theoretical and practical material at the

F,FX e / unpassed basic level, makes gross mistakes in presenting it in the classroom and during the
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Points/ Course score | Criteria for evaluating learning outcomes in the cource
ECTS
Scale

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.

6. ASSESSMENT STRATEGIES AND METHODS
Exam questions:

1. The concept and essence of advertising. A variety of approaches to the definition of
advertising.

2. Goals and objectives of advertising. advertising features. The objectives of advertising in
tourism.

3. Types of advertising allocated according to different criteria. Features of commercial and
social advertising.

4. Classification of advertising in tourism.

5. The origin of advertising in the ancient world.

6. Advertising in Western Europe and the USA.

7. History of advertising in Russia.

8. Place of advertising in the marketing communication system. The relationship of advertising
with other means of marketing communications (commercial propaganda, personal selling, sales
promotion, public relations).

9. The concept and main tools of BTL advertising.

10. BTL advertising and the concept of the overall product lifespan.

11. Merchandising and advertising at the point of sale as BTL advertising tools.

12. Sales promotion as a BTL advertising tool.

13. Sales promotion as a BTL-advertising tool.

14. Direct marketing as a BTL-advertising tool.

15. Product placement as a BTL advertising tool.

16. Advertising as a method of managing people: ways to draw attention to advertising,
methods of influencing consumers.

17. Use in advertising of the main provisions of the theory of communication.

18. Psychology of consumer motivation of consumers of travel services.

19. Socio-psychological features of the perception of advertising.

20. Legal regulation of advertising activities.

21. The role of the Federal Law "On Advertising" in the organization and management of
advertising activities. Basic concepts and requirements for advertising, presented in the Federal Law
"On Advertising".

22. Responsibility of participants in the advertising process for inappropriate advertising.

23. Ethical standards in advertising (Code of advertising practice).

24. Basic approaches to the classification of advertising media.

25. The main elements of advertising media and their characteristics (text, image, color, light,
sound, font, etc.)

26. Features of the use of advertising of tourist services in the press

27. The specifics of radio and television advertising in tourism.

28. Means of outdoor advertising and their use in the field of tourism.

29. The role of computerized advertising of tourist services in modern conditions.
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30. Conditions for choosing advertising media.

31. Methodology for the development of promotional materials.

32. The structure of the advertising message and the characteristics of the main elements of the
verbal part (slogan, title, main advertising text, echo phrase)

33. Artistic design of advertising messages.

34. Composition of advertising.

35. Copywriting as an advertising tool: essence, rules of use.

36. Choice of means of distribution of advertising. Advantages and disadvantages of the main
means of advertising distribution.

37. The specifics of the tourism product, which determines the features of advertising in the
tourism sector.

38. Image and corporate identity of the company in the field of tourism. Elements of the
corporate identity of the organization as a means of advertising in the socio-cultural service and
tourism.

39. Advertising of tourist destinations.

40. Advertising a tourist product at exhibitions and fairs

41. The relationship of participants in the advertising process in the course of organizing
advertising activities.

42. Planning promotional activities in tourism.

43. Organization of an advertising campaign in the field of tourism.

44. Development of the budget of an advertising company in the field of tourism (factors
affecting the size of the advertising budget, methods of forming an advertising budget).

45. Economic efficiency of advertising in tourism: basic concepts, methods for calculating the
effectiveness of advertising.

46. Psychological effectiveness of the use of advertising media in tourism: performance
indicators, methods for studying efficiency.

Situations for discussion

Situation 1. "Incentive action"

Globus-Touristik, a company specializing in the sale of mass tours, has organized a stimulating
campaign, according to which each client of the agency who has bought more than five trips in a year
receives a 3% discount.

Related questions:

1. How do you evaluate the effectiveness of the proposed option?

2. How can this promotion affect the image of the travel agency?

3. What options for building customer loyalty would you offer?

4. What promotion options work for you as a consumer?

Situation 2. "Mission"

1. Formulate the mission of the tour operator ICS Travel.

2. After discussing the mission options, read the real mission of the tour operator:

The mission of ICS Travel is to promote the development of the tourism industry in Russia,
bring Russian tourism to a level that meets international standards, and provide quality tourism
services that meet the needs of tourists.

Issues for discussion:

1. What is the mission of the company?

2. Highlight mission keywords.

3. Is the mission achievable? How can results be achieved?

4. How does this mission characterize the company?
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Situation 3. "My Russia"

In 2012, for the first time, a tourist logo of Russia was created, which will be valid for all
events held under the Federal Target Program (FTP) for the development of tourism in the Russian
Federation until 2018.

A competition was announced for the creation of the logo, the price of which was 500 thousand
rubles. As a result of the competition of four Russian companies, the price of the state contract
amounted to 155 thousand rubles.

Topics for assignments

Assignment: to prepare a short message with its presentation in Power Point format.

. Design in advertising.

. Print advertising in tourism.

. The role of the press in the development of travel and tourism advertising in modern times.

. "Apple" as a typical history of the formation of a trademark in the twentieth century

. The problem of "terrible" advertising on television in the second half of the twentieth

DN B W N =

century.
6. The nature of the use of photographic images in tourism advertising.
7. Transformation of advertising "Si quis" in Europe of the XIX century.
8. Fair and exhibition as a territory of advertising.
9. Radio advertising of tourism and service, the specifics of its impact.
10. The appearance of color in advertising and its.
11. Advertising sign in modern art. Masters of graphic advertising of the twentieth century.
12. Historical and system analysis of any advertising campaign.
13. Selection and systematization of materials for advertising tourism from the Internet.
14. Historical images in modern domestic advertising of tourism and service.
15. Methods of medieval advertising in modern advertising.
15. Features of consumer motivation of consumers of travel services.
16. Features of the use of tourism advertising in the press.
17. Specificity of television and radio advertising of tourist services.
18. Specificity of outdoor advertising in the field of tourism.
19. The role of computerized advertising in the activities of a tourist enterprise.

Tests for examination:

1. What is the essence of the consumer response to advertising according to the ATR model:

a) having a certain awareness of the product, the buyer makes a spontaneous purchase in order
to try the product and, based on his own experience, evaluates the advertised product;

b) having a certain awareness of the product, the buyer begins to be interested in this brand,
then shows a desire to own it and makes a purchase;

c¢) having a certain awareness of the product, the buyer deliberately refuses trial purchases of
the advertised product, citing a kind of "pressure" on him.

2. Which of the events can be considered a PR campaign:

a) organization of free excursions to the brewery;

b) provision by the airline of sponsorship in athletics competitions;

¢) advertising the opening of a new flight on television;

d) free distribution of test samples of goods.

3. Non-personal communication channels include:

a) communication with the audience;

b) newspapers, magazines;
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c) talking on the phone

d) sales staff of the company.

4. Specify the definition corresponding to the concept of "advertising":

a) these are temporary and local events that complement other means of marketing

communications and are aimed at accelerating sales of a particular product;

b) activities aimed at creating a psychological climate of understanding and mutual trust

between the enterprise and its various audiences through certain actions;

¢) personal communications to encourage the consumer to take immediate action (purchase)
d) this definition is missing.

5. Which of the following purposes are not the purposes of marketing communications:

a) ensuring the greatest degree of customer satisfaction from the product;

b) the formation of a favorable disposition of the buyer to the brand;

¢) encouragement to make a purchase;

d) the formation of the needs of the buyer and their actualization;

e) ensuring the financial stability of the enterprise.

6. The disadvantages of tourist advertising in the press include:

a) short duration of existence;

b) very high cost;

¢) losses due to lack of demand for part of the circulation.

7. What, according to the new classification, refers to ATL communications:

a) outdoor advertising;

b) advertising in the media;

c¢) PR activities;

d) sales promotion.

8. Specify the definition corresponding to the concept of "PR":

a) these are non-personal forms of communication carried out through paid means of

disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing

communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust

between the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).
9. Which of the following factors determines the structure of the complex of marketing

communications in tourism:

Russia:

a) on the level of solvency of the target segment;

b) from the stage of the life cycle;

c) the type of market (enterprise market or consumer market);

d) from the presence or absence of intermediaries in the marketing channels of the enterprise.
10. Which specialists are not employees of an advertising agency:

a) copywriter

b) moderator;

¢) media buyer;

d) account manager;

e) media planner;

f) traffic manager;

g) merchandiser.

11. What are the two main reasons for the emergence of international advertising holdings in

a) their appearance is explained by the arrival in Russia of the largest transnational corporations

with their goods and brands;

b) their appearance is explained by the extreme immaturity of the domestic advertising market;
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c) their appearance is explained by the desire to master a fairly large, promising and actively
developing market.

12. The communicative push strategy is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

¢) in the concentration of optimally distributed communication efforts on intermediaries and
final demand.

13. What, according to the new classification, does not apply to BTL communications:

a) sponsorship;

b) sales promotion,;

¢) advertising in the media;

d) PR

e) direct marketing.

14. The main areas of PR activities are:

a) advertising;

b) pre-holiday price discounts;

¢) conferences;

d) open days;

e) relations with the media regarding the creation of a film about the enterprise.

15. Specify the definition corresponding to the concept of "sales promotion":

a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing
communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust
between the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).

16. Indicate the correct statements:

a) advertising plays an educational role, which consists in the dissemination of new knowledge
related to various fields of human activity;

b) advertising becomes a part of the natural environment of a person and participates in the
formation of ecological standards of thinking;

¢) the economic role of advertising is manifested in the establishment of economic relations
between enterprises and through this contributes to the growth of business activity, investment and an
increase in the number of jobs;

d) advertising is used to update and solve socially significant problems;

e) advertising is involved in the formation of a person's self-esteem and his psychological
attitudes.

17. What means of influence does the complex of marketing communications include:

a) advertising;

b) sales promotion;

¢) goods;

d) PR;

d) personal selling.

18. What factors do not affect the size of the advertising budget of a travel agency:

a) the price of the service;

b) the size of the market to be covered by advertising exposure;

¢) the number of employees in the marketing department;

d) stage of the life cycle;

e) the financial resources of the firm;

f) the distinctive features of the service.

19. Arrange the stages of the advertising campaign of the travel company in a logical sequence:
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a) defining and setting the goal of the advertising campaign;

b) research of the target audience, advertised services and competitors;

c¢) formation of cost estimates for the advertising campaign;

d) definition of an advertising idea;

e) evaluation of the effectiveness of the advertising campaign;

f) formation of a plan for the implementation of an advertising campaign;

g) practical implementation of the planned promotional activities;

h) determination of communication channels and development of advertising messages;

1) buying time and space in advertising media;

J) clarification of the preliminary amount of advertising expenses;

k) determination of responsible persons for carrying out an advertising campaign and
involvement, if necessary, of specialists from an advertising agency.

20. What strategy is used to focus all the communication efforts of the travel company on the
final demand:

a) push strategies;

b) pull strategies;

¢) exclusive marketing strategies.

21. Indicate the incorrect statement:

a) one of the main conditions for successful marketing is the development of a complex of
marketing communications;

b) marketing was developed in the ancient world, and advertising - only at the beginning of the
twentieth century;

¢) the concept of socially ethical marketing is focused on satisfying the needs of consumers in
such a way and through such products that the well-being of society as a whole is maintained and
improved.

22. At what stage of the life cycle does an enterprise most often use informative advertising:

a) at the stage of withdrawal;

b) at the stage of growth;

c) at the stage of maturity;

d) at the stage of decline.

23. Which element of the marketing communications mix involves the use of editorial rather
than paid time and/or space in the media:

a) advertising;

b) propaganda (PR);

¢) sales promotion;

d) personal selling.

24. The advantages of television advertising include:

a) flexibility;

b) the effectiveness of the impact due to the image, sound and movement;

¢) softness;

d) breadth of audience coverage.

25. Indicate an incorrect statement:

a) advertising that names a distinctive feature of a product that is contained in trace amounts
and which the consumer himself cannot detect, helps to establish that this feature is practically absent
and thereby hastens the failure of the product;

b) advertising stimulates the sale of a bad product and accelerates the failure of a good one.

c) active advertising and focusing only on it does not guarantee market success and may even
lead to negative results;

d) advertising acquires its maximum effectiveness only in the marketing mix, since all its
elements are interconnected and interdependent.

26. Advertisers may be the following market entities:

a) the state and public organizations;
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b) manufacturers;

c) resellers;

d) private individuals;

e) service providers;

e) All of the above are correct.

27. What is the essence of the consumer response to advertising according to the AIDA model:

a) having a certain awareness of the product, the buyer makes a spontaneous purchase in order
to try the product and, based on his own experience, evaluates the advertised product;

b) having a certain awareness of the product, the buyer begins to be interested in this brand,
then shows a desire to own it and makes a purchase;

c¢) having a certain awareness of the product, the buyer deliberately refuses trial purchases of
the advertised product, citing a kind of "pressure" on him.

28. Which of the methods of forming an advertising budget is best suited for a travel company
that wants to increase brand A awareness in a particular region by 35%:

a) formation of the advertising budget according to the residual principle;

b) formation of the advertising budget by the method of competitive parity;

c¢) formation of the advertising budget, based on the goals and objectives;

d) formation of the advertising budget by the fixed percentage method.

29. Indicate the correct statements:

a) the advantage of forming an advertising budget using the fixed percentage method is that the
enterprise will always have a certain amount for advertising;

b) the main disadvantage of forming an advertising budget using the fixed percentage method is
that in the event of a decrease in sales, the amount of advertising funds will also decrease;

c¢) the most optimal and most effective method of forming an advertising budget is the method
of residual funds - in this case, advertising funds are not tied to sales volumes;

d) all statements are true.

30. Which of the following is not considered an advantage of radio advertising:

a) relatively low cost of advertising;

b) a high degree of selectivity in terms of territorial and demographic characteristics;

¢) mass character;

d) direct appeal to the feelings of the target audience.

31. Tariffs for payment for television advertising air depend on:

a) time of day

b) program rating;

¢) from a television channel,

d) the duration of the advertising message;

e) all of the above.

32. What discounts can an advertiser get from an advertising agency:

a) for prepayment of the order;

b) for the volume of the order;

¢) seasonal discounts;

d) discount for privileged customers;

e) All of the above are correct.

33. Which of the following does not increase the cost of producing commercials:

a) good weather during filming;

b) the presence of children, as well as animals in the plot;

¢) animation;

d) the rating of the channel where the advertisement will be broadcast;

e) transfer of filming to the second day;

f) the use of a large troupe and expensive scenery;

g) the presence of a popular personality in the plot;

h) the absence of smokers on the set;
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1) shooting at night.

34. Specify the definition corresponding to the concept of "advertising":

a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing
communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust
between the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).

35. What are the elements of printed advertising text:

a) title

b) main text;

c) passport;

d) advertising slogan;

e) signatures and comments;

e) "detector".

36. Specify the definition corresponding to the concept of "sales promotion":

a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) activities aimed at creating a psychological climate of understanding and mutual trust
between the enterprise and its various audiences through certain actions;

¢) personal communications to encourage the consumer to take immediate action (purchase);

d) this definition is missing.

37. What is the best place on the newspaper page for perception:

a) at the bottom of the first page;

b) upper right corner on the left lane;

¢) upper right corner on the right lane;

d) lower left corner on the left lane.

38. What means of influence does not include a complex of marketing communications:

a) advertising;

b) sales promotion;

¢) violence;

d) personal selling;

d) persuasion.

39. Indicate the correct statements:

a) the weak side of advertising in newspapers is a small audience of "secondary readers";

b) the advantage of outdoor advertising can be considered a high level of emotional impact;

c¢) advertising in magazines has a high quality of reproduction and is perceived as reliable and
prestigious;

d) the disadvantage of television advertising lies in the fleetingness of advertising contact with
its high cost.

40. Indicate an incorrect statement:

a) the main types of radio advertising include: musical screensavers; genre scenes; direct
announcement; original voice performance;

b) at present, wired radio is ineffective as a means of distributing radio advertising;

¢) to attract and retain attention, the text of radio advertising should be of high intensity;

d) the cost of placing radio advertisements on local radio channels is much lower than on local
television.

41. What does the fee for placing outdoor advertising not depend on:

a) on the size of outdoor advertising;

b) from the territorial boundaries of placement;

c) the type of advertised product;
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d) from the illumination of the advertising space;

e) the legal form of the advertiser.

42. The communicative pull strategy is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

¢) in the concentration of optimally distributed communication efforts on intermediaries and
final demand.

43. What factors affect the size of the advertising budget:

a) the price of the goods;

b) the size of the market to be covered by advertising exposure;

c¢) the number of employees in the marketing department;

d) stage of the life cycle;

e) the production potential of the enterprise;

e) distinctive properties of the goods.

44. Which of the methods of forming an advertising budget does a travel company use if it
quarterly deducts 7.5% of sales for advertising:

a) formation of the advertising budget according to the residual principle;

b) formation of the advertising budget by the method of competitive parity;

c¢) formation of the advertising budget, based on the goals and objectives;

d) formation of the advertising budget by the fixed percentage method.

45. What television programs, according to the Federal Law "On Advertising", are not allowed
to be interrupted by advertising and combined with it:

a) children's and educational programs;

b) news programs lasting more than 15 minutes;

¢) live broadcasts of sports competitions;

d) religious broadcasts;

e) news programs lasting less than 15 minutes.

46. Indicate the false statements:

a) outdoor advertising should not resemble road signs and signs, impair visibility and reduce
traffic safety;

b) distribution of advertising on vehicles equipped with special light and sound signals is
prohibited;

c) it is allowed to put advertising on vehicles, which, in terms of image, color and location, is
similar to the color graphic schemes for painting vehicles of special and operational services;

d) advertising of alcohol and tobacco products may contain information about the positive
therapeutic properties of these products and present their high content in the product as a virtue.

47. Who can be the addressee of marketing communications:

a) real buyers;

b) potential buyers;

¢) marketing intermediaries;

d) contact audiences;

e) suppliers;

f) employees of our enterprise;

g) All of the above are correct.

48. What is the name of advertising that represents the public interest and is aimed at achieving
socially significant goals:

a) prestigious

b) social;

¢) indirect.

49. Which advertisement, according to the Federal Law "On Advertising", is hidden:

a) which has an effect on the consumer's perception that is not realized by the consumer of
advertising;
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b) which is aimed at forming a favorable public opinion about the enterprise and its products;

c¢) which appears in advertising media extremely rarely.

50. Can rumors (rumours about the characteristics of a tourist product) be considered informal
marketing communications:

a) it is possible, since they can be generated by the travel company itself and become an
effective means of forming planned relationships with target audiences;

b) it is impossible, since they arise spontaneously or “thanks” to competitors and exist
regardless of marketing communications.

¢) it is possible and impossible - it all depends on who generates the rumors.

7. COURSE MATERIALS

7.1 List of sources and literature

Sources

Obligatory

Federal Law “On Advertising” No. 38-FZ of March 13, 2006 (adopted by the State Duma of the
Federal Assembly of the Russian Federation on February 22, 2006, current version of March 8, 2015)
// http://www.consultant.ru/popular/advert/

Literature

Obligatory

Durovich, A.P. Advertising in tourism: a study guide / A.P. Durovich. - 5th ed., revised. and additional
- Moscow: INFRA-M, 2020. - 158 p. — (Higher education: Master). - ISBN 978-5-16-015516-6. -
Text : electronic. - URL: https://znanium.com/catalog/product/1039322

Strategies and modern trends in the development of tourism and hospitality enterprises - 2021:
materials of the IV All-Russian scientific and practical conference April 23, 2021 / ed. E. E.
Konovalova. - Moscow: RGUTiS, 2021. - 275 p. - Text : electronic. - URL:
https://znanium.com/catalog/product/1861571

Development and implementation practice of strategic management design solutions for the
development of the hotel and tourism business: materials of the International Scientific and Practical
Conference September 27, 2019 / ed. E. E. Konovalova. - Moscow: Rusajns, 2019. - 526 p. - ISBN
978-5-4365-4552-3. - Text : electronic. - URL: https://znanium.com/catalog/product/1861562

Additional

Advertising discourse and advertising text: monograph / scientific. ed. T. N. Kolokoltseva. - 4th ed.,
erased. - Moscow: Flinta, 2021. - 296 p. - ISBN 978-5-9765-1112-5. - Text : electronic. - URL:
https://znanium.com/catalog/product/1843254

Shitov, V. N. Information technologies in the tourism industry: a study guide / V. N. Shitov. - 2nd ed.,
erased. - Moscow: FLINTA, 2017. - 416 p. - ISBN 978-5-9765-1553-6. - Text : electronic. - URL:
https://znanium.com/catalog/product/1089842

Kulakova, N. I. Formation of professionalism of future managers of the tourism industry: training
workshop / N. I. Kulakova. - Moscow ; Berlin: Direct-Media, 2019. - 113 p. - ISBN 978-5-4499-1305-
0. - Text : electronic. - URL: https://znanium.com/catalog/product/1873223

Tkachenko, O.N. Design and advertising technologies: study guide / O.N. Tkachenko; ed. L.M.
Dmitrieva. - Moscow: Master: INFRA-M, 2021. - 176 p. — (Bachelor's degree). - ISBN 978-5-9776-
0288-4. - Text : electronic. - URL: https://znanium.com/catalog/product/1429047

Advertising activity: textbook / ed. V.D. Sekerina. — M.: INFRA-M, 2018. — 282 p. + Add. materials
[Electronic resource; Access mode http://www.znanium.com].— (Higher education: Undergraduate). -
ISBN 978-5-16-005684-5. - Text : electronic. - URL: https://znanium.com/catalog/product/920551
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Dmitrieva, L. M. Philosophy of advertising: a study guide / L. M. Dmitrieva, D. K. Krasnoyarova, N.
A. Anashkina. - Moscow: Master: INFRA-M, 2022. - 256 p. - ISBN 978-5-9776-0281-5. - Text :
electronic. - URL: https://znanium.com/catalog/product/1846449

7.2 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
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WHpopManoHHbIE CIIPABOYHBIE CUCTEMBI:
1. Koncynsrant Ilntoc
2. Tapant

8. O0ecnieuenue 00pa3oBaTeIbLHOIO NMpoIeEcca JJIs JUI ¢ OTPAHUYEHHBIMH BO3MOKHOCTAMU
310POBbSI H HHBAJIWI0B

B xonme peammzanuy JUCHUIUIMHBL HCIIOJNB3YIOTCS CIEAYIOIIME JONOJHUTEIBHBIE METO/BI
00y4YeHMs, TEKYIIEro KOHTPOJSA YCHEBAEMOCTH M NPOMEXYTOUHOM aTTecTalud OO0ydarolmmxcs B
3aBUCUMOCTH OT UX MUHIMBHIYaJTbHBIX 0COOCHHOCTEH:

® Ul CJENbIX U CIA0OBHUIAIIMX: JIEKUUH O(GOPMIISIOTCS B BHUJAE JIEKTPOHHOIO JIOKYMEHTA,
JOCTYITHOTO C IOMOUIbIO KOMIIBIOTEPAa CO CHELMATM3HPOBAHHBIM IPOTPAMMHBIM OOECIEUCHHUEM;
IIMCBMEHHBIE 3aJaHMs BBINOJHAIOTCA Ha KOMIIBIOTEPE CO CHEHUAIM3HUPOBAHHBIM IPOIPaMMHBIM
o0ecrneyeHneM WIM MOTYT ObITh 3aMEHEHbl YCTHBIM OTBETOM; OOECIEeUMBAETCS WHIMBHIYyaIbHOE
paBHOMepHOE ocBemieHue He Mmenee 300 JIOKC; A BBIMOJHEHHUS 3aJaHusl MPH HEOOXOIUMOCTH
IIPEJOCTABIIAETCS yBEIMYUBAIOLIEE YCTPOWCTBO; BO3MOXHO TaKXKe MCIIOJIb30BaHHE COOCTBEHHBIX
YBEJIMYMBAIOIINX YCTPOUCTB; MUCHMEHHBIE 3a/1aHUs O(DOPMIISIOTCS YBEIMYCHHBIM MIPU(TOM; IK3aMEH
1 3a4€T MPOBOJATCA B YCTHON ()OpME MM BBINOJIHAIOTCS B MIMCbMEHHOH (JOpME Ha KOMIIBIOTEpE.

® Ul TIIyXUX M CJIA0OCIHBIIAIINX: JIEKIUU OQOPMIISIOTCS B BHUJE DJIEKTPOHHOIO JOKYMEHTa,
au00  MpeaocTaBisAeTCs  3BYKOYCWJIMBAIOLIAs — ammapaTypa HHIMBUAYAIBHOTO  MOJb30BaHUS;
IIUCbMEHHBIE 3aJJaHUs BBINOJIHAIOTCS Ha KOMIIBIOTEPE B MHCBMEHHOW (opMe; HK3aMeH M 3auér
MIPOBOJIATCS B MUCBMEHHOM (hopMe Ha KOMIBIOTEPE; BOZMOKHO MTPOBEACHUE B (POpPME TECTUPOBAHHUS.

® Ul JIMLl C HapyLIEHUSIMH OIOPHO-JBUIATEILHOTO ammapara: JIEKIUU Oo(GOopMIISIIOTCS B BHJIE
JIEKTPOHHOI'O JIOKYMEHTa, JOCTYIIHOTO C TIIOMOLIbIO KOMIBIOTEpAa CO CIELUATU3UPOBAHHBIM
IpOrpaMMHBIM ~ OO€ClieYeHHEM; THCbMEHHBIC 33/JaHUSl  BBIMOJHAIOTCS HAa KOMIIBIOTEpE CO
CIELMAIM3UPOBAHHBIM NIPOrPAaMMHBIM 00€CIIEUEHUEM; IK3aMEeH U 3a4€T IMPOBOJATCS B YCTHOH (opme
WM BBITIOJIHAIOTCS B MIUCbMEHHOHM (popMe Ha KOMIIBbIOTEpE.
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[Tpu HEOOXOMUMOCTH MpeyCMaTPUBACTCS YBETUUECHUE BPEMEHHU ISl TIOATOTOBKU OTBETA.

[Iponienypa mpoBeAeHUS MPOMEKYTOYHON aTTECTAIMH JUTSI OOYyYarOIIUXCsl YCTaHABIMBACTCS C
yu€TOM UX MHIUBHUIYaJIbHBIX McuXxoduzndecknx ocodbenHocteil. [IpomexxyTouHast arTecTanusi MOKeT
MIPOBOAMTHCS B HECKOJIBKO ITAIOB.

[Ipu mpoBeaeHMM TPOLEAYPHl OLEHUBAHMUA pPE3YIbTaTOB OOyUEHHs IpEeIyCMaTpUBACTCS
UCTIOJIb30BaHNE TEXHUYECKHUX CPEACTB, HEOOXOMUMBIX B CBS3HM C WHAMBHIYATbHBIMH OCOOCHHOCTSIMHU
oOydJaromxcsi. OTH CpeACcTBA MOTYT OBITh MPEJOCTABICHBl YHUBEPCUTETOM, WJIM MOTYT
UCTIOJIB30BaThCsI COOCTBEHHBIC TEXHHUECKUE CPENICTRA.

[IpoBenenue mpoueaypsl OLEHUBAHUS PE3YAbTATOB OOyYEHHs JOMYCKACTCsl C MCIOJIb30BaHHEM
JIMCTAaHIIMOHHBIX 00pa30BaTeIbHBIX TEXHOJIOTHIA.

ObecneunBaeTcs AOCTYN K HHGOPMAIMOHHBIM U Oubimorpaduyeckum pecypcam B CETH
WuTepHeT uist Kakaoro odydaronierocs B opMax, alaiTHPOBAHHBIX K OTPAHUYCHHUSM HUX 370POBbS U
BOCIIPHUATHSA HHPOPMALIUH:

eIl CIEMbIX M CIA0OBHASINMX: B Te4yaTHOM ¢(opme yBeauMdeHHBIM mpudToM, B (opme
3JIEKTPOHHOIO IOKYMEHTa, B (hopMme aynuodaiina.

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

® ISl 0OYYaIOIINXCsl C HAPYIICHUSIMU OMOPHO-/IBUTATEIBHOTO armapara: B me4aTHoil gopme, B
(dhopme IEeKTPOHHOTO JOKYMEHTa, B (hopme aynuodaiina.

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

® IS CIIENIBIX U CIIA0OBUJISIIIIUX: YCTPOUCTBOM JIJIsi CKAHMPOBAHMS M 4TeHUsI ¢ kKamepoir SARA
CE; nucrnueem bpaitng PAC Mate 20; npuntepom bpaiinst EmBraille ViewPlus;

o Ul TIYXUX M CIa0OCIBIIIANIMX: aBTOMATH3WPOBAHHBIM pPAa0OYUM MECTOM JUIsS JIIOJEH C
HapYIICHUEM CJTyXa M C1a0O0CIIBIIIAIINX ; aKYCTUYCCKHH YCHIINTEb U KOJIOHKH;

o Uisi OOYYAIOMIMXCS C HAPYIICHUSMH OMOPHO-IBUTATEILHOTO ammapaTa: MepeIBUKHBIMHU,
perynupyeMbiMu dproHomudeckumu napramu CH-1; KOMIBIOTEPHON TEXHHUKOW CO CIHEIUATBHBIM
MIPOTrpaMMHBIM 00€CTICYeHUEM.

9. MeToan4yeckne MaTepHuaJbl

9.1 IliaHbl ceMMHAPCKHUX/ MPAKTHYECKUX/ J1a00PATOPHBIX 3aHATHIA

Tema 1. IloHsAiTHE ¥ CYIIIHOCTDH pPeKJIaMbl

Bonpocuwt onsa obcyscoenus:

1. CymHOCTb peKiiaMBl.

2. Pa3zHo00Opa3ue moaxo10B K ONPeIeSICHUI0 PeKIaMBbl.

3. XapakTepucTUKa  OCHOBHBIX  (YHKIMH  pekinambl  (3KOHOMHUYECKas,  COIMAJIbHAS,
KOMMYHUKATUBHasI, 00pa30BaTeIbHAs/BOCIIUTATEIbHAS).
4. lenu u 3a1a4¥ peKIamMbl B TypU3ME.

5. Knaccudukamus pexinambl B TypusMe.

3aoanue:

Hanucats 3cce Ha 0HY U3 MpeaaraéMblx TeM:

1. Peknama u o6miecTBo.

2. Pexnama B MO€H )KU3HH.

3. BiustHue pexinambl Ha KU3Hb COBPEMEHHOIO YEIOBEKa.

Tema 2. Tpaguuuu 1 COBpeMeHHOE COCTOSIHME PeKJIaMBbI
Tema 0oxnaoos:

e (Oco0eHHOCTH, TEHICHIIMH U TPOOIEMbI Pa3BUTHS OT€YECTBEHHOT'O PHIHKA PEKIIAMBI.
e B03MOXHOCTM HOBAaTOPCTBA U TBOPYECTBA B PEKIIAME.
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Konmponvhvie 6onpochwi:

e 3apoxaeHue peksiambl B J[peBHEM MHpE.
e Pexnama B 3anaanoi Espone u CHIA.

e lcropus pexnamsl B Poccun.

Tema 3. PexiiaMa B KOMILIEKCe MAapKETHHIa

Temvl 00K1A008:

e OcobGeHHOCTH peKJIaMbl Ha Pa3HBIX CTAIUAX KU3HEHHOTO IIMKJIa TOBapa/yCIyru

e Cnemuduka BTL-pexnamsr

Koumponvnvie sonpocawi:

e [loHsiTHE CUCTEMBI MAPKETUHTOBOM KOMMYHHUKAIIMHU, €€ POJIb B KOMILIEKCE MAPKETHHTA.
e B3auMocBs3b peKaMbl C OCHOBHBIMU CPEJICTBAMHU MapKETUHTOBBIX KOMMYHUKAIUH.
3adanue:

MOATOTOBUTH MHIUBHIyaJIbHOE COOOIICHUE HA OJTHY U3 MPEATOKEHHBIX TEM.

1. MepueHaal3uHT U peKjaMa Ha MeCTe MpoAax Kak MHCTpyMeHTbl BTL — pexnaMsl.
2. CtumynupoBaHHe NpoJax kKak HUHCTpyMeHT BTL — pexnamsl.

3. CtumynupoBaHue cObiTa Kak HHCTpyMeHT BTL — pexmambr

4. Ilpsmoii MapkeTHHT Kak MHCTpyMeHT BTL — pexiiamsl.

[TpomaxT mumiicmenT (product placement) kak uacTpyMeHT BTL — pexnamsr

Tema 4. CounajibHO-NICUX0J0THYECKHEe 0CHOBBI PeKJIaMbI

Bormpocsr:

. Cnoco0bl IpUBIICUCHNS BHUMAHHSA K PEKIaMe.

. OcobeHHOCTH TOTPEOUTETHCKOW MOTHUBAIIMU OTPEOUTETICH TYpYCIIYT.

. Pexiiama Kak MeTOJT yIpaBICHHS JTIOIbMH.

. Hcnonp3oBanue B pekiIaMe OCHOBHBIX TOJIOKEHUH TEOPHH KOMMYHHUKAIIHH.

. BnusiHue xapakTepuCTHK LIEIEeBOM ayIMTOPHH HA MPOLIECC BOCTIPUSATHS PEKIIaMBIL.

Tema 5. HopmaTtuBHo-nipaBoBasi 6a3a peKJaMHOM 1eATeJTbHOCTH

Bonpocui:

e /3y4yuTh 3aKOHOJIATEIBCTBO O pekiiame. COCTaBUTh KOHCIIEKT.

e U3yuuth ocHOBHBIE puHLUIBI Kogekca peknaMuoi npakTuku. COCTaBUTh KOHCIIEKT

Tema 6. Kitaccupukanus 1 XapakTepUCTHKA PEeKJIAMHBIX CPeICTB
Bonpocui:
o [loHATHE U OCHOBHBIE MOJIXO/IbI K KJIacCU(UKAIIMH PEKIaMHBIX CPEICTB.
e XapaKTepUCTHKA IJIEMEHTOB CPEJCTB PEKJIaMbl (TEKCT, N300pakeHue, 1BET, CBET, 3BYK, MIpU(PT,
PHUCYHOK, TpadUIeCKHe JIEMEHTHI).
e VYcioBus BBIOOpa peKIIaMHBIX CPEJICTB.
3aoanue:
MOATOTOBUTH MHAUBUYyaJIbHOE COOOIICHUE HA OJIHY U3 MPEATIOKEHHBIX TEM.
1. OcoOeHHOCTH KCITIONIL30BAaHUS PEKIIAMBI TYpH3Ma B TIpecce.
2. Crneuuduka Tene- U paauopeKsiaMbl TYPUCTUYECKUX YCIIYT.
3. Cnemmduka HapyKHOI peKJIaMbl B cepe Typusma.
4. Poab KOMIOBIOTEPU3UPOBAHHON PEKIAMBbl B I€ITEILHOCTU TYPUCTCKOTO MPEATIPUSATHS.
5. IleuaTHas pexiama B chepe Typu3Ma.

Tema 7. PazpaboTka pexkJIaMHON NPOAYKIHHA

Tembl 00K1a008:
1.  XynoxecTBeHHOE 0()OPMIICHHE PEKIAMHBIX OOBEKTOB.
2. Komnozuius peknamsi.
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3.  BsaumogeiicTBue BepOaIbHOTO, BH3YAJIbHOTO, 3BYKOBOTO M PHUTMHYECKOTO PSAIOB B
pPEeKJIaMHOM COOOIIEHHUH.
4. KomnupaiTHHI: CyITHOCTb U IpaBUIIa.

Konmponvnvie sonpocuwi:

e Meroauka pa3pabOTKU PEKIAMHBIX MAaTEPUAJIOB.

e CrTpyKTypa pEKIaMHOTO OOpalleHUs M XapaKTEPUCTHKAa OCHOBHBIX AJIIEMEHTOB BepOaTbHOU
gacTu (ClIoTaH, 3aroJIOBOK, OCHOBHOM PEKIIAMHBIN TEKCT, 3X0-(pasa).

e [Ipuemsbl co3manust peKIIaMHBIX COOOIICHUI.

e BriOop cpeacTB pacrpocTpaHeHus pekiiaMbl. [IpenMyinecTBa U HEIOCTATKH OCHOBHBIX CPE/ICTB
pacrpocTpaHeHHUs PEKIIaMBbI.

Tema 8. Cneunduka pexsambl B Typuzme. @PopmupoBaHue OpeHaa ToBapa, 1eCTHHANUI
3aoanus:

1. [TonroToBUTH MHAWBUIYATHFHOE COOOIIEHNE HA OJJHY U3 MPEATI0KEHHBIX TEM.
¢ Crenuduka TyprnpoayKTa, ONPEIeIISIoNnas 0COOCHHOCTH PEKIIaMEbL., OpeHaa
e ToBapHblli 3HaK U AJIEMEHTHl (PUPMEHHOTO CTUJIS TYPUCTCKOTO MPENNpUITHS KaK CpeicTBa
pexnambl 1 PR B Typusme.
e Pexiama TyprnpojyKkTa Ha BBICTABKAX U SPMapKax.
e Pexiiama TypucTckux aectuHauuii. @opmupoBanue OpeHaa

2. TlpoBecTH KOHTEHT-aHAIHM3 PEKIAMHBIX COOOIIEHUN TYpPYCIYr C LETbI0 BBHISBICHUS
0COOEHHOCTEH co/lep kKaHusl U WILTIOCTPALU B pEKJIAaMHBIX MaTepuaiax. [loaroToBUTh OTYET.

Tema 9. Opranuszanusi ¥ ynpapJjieHHe PeKJIAMHOI 1eSiTeJIbHOCTbIO B cpepe Typuzma

Koumponvhvie onpochwi:

1. CymHocTh 1 6a30Bast MOJICIIb OPTaHU3AIIMN PEKIIAMHOM JIESITEIIbHOCTH.

2. IlnanupoBaHuE pEeKIAMHON EATENBHOCTH B TypusMe. Opranuzanus peKiaMHON AESITEIbHOCTH B

TypH3Me.

B3anMoOTHOLIEHUS Y4aCTHUKOB PEKIAMHOI0 IIPOLECCa.

. Pexnamuas kamMnaHusi KaK MHCTPYMEHT PEKJIAMHOM AESATENBHOCTH B TYpU3ME.

. Pa3pabotka GromkeTa pekiIaMHOM KOMITaHUM B cepe Typusma: (HaKkTopsl, BIUSIOIIUE Ha pa3Mep
pEeKJIaMHOTO OFOJKETA.

6. MeToas! hopMHUpOBaHHS PEKIAMHOTO OIOKETA.

3aoanue:

e COCTaBHTh OTYET OO0 OpraHU3alMU PEKIAMHON NEATENPHOCTH TYPUCTCKOTO MPEANPHATHS MO

pe3ynbraTtaM y4eOHOM SKCKYpCHUH.

woA W

Tema 10. D¢ ¢eKTUBHOCTH PEKJIAMHOM AeSITeJIbHOCTH
Koumponvhvie onpochwi:

1. OxoHoMHYeckass  3((EKTHBHOCTh:  OCHOBHBIC  IOHSTHSA,  CBA3aHHBIE  C
3¢} EKTUBHOCTBIO peKIIaMbl; METOIbI pacyeTa 3PPEeKTUBHOCTH PEKIIAMBI.
2. [Tcuxonornueckast 3(peKTHBHOCTE NMPUMEHEHHS CPEJCTB PEKJIaMbl: ITOKA3aTeIH

3G HEKTUBHOCTH, METOABI U3yUeHUs Y3PPEKTUBHOCTH.
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[Tpunoxenune 1. AHHOTAITHS
paboueii mporpaMMsbl JHCIUTTIIHHEL

AHHOTAIIUSI PABOYEHA ITPOT'PAMMBI JJUCHUATLIAHBI

JucuumivHa «PexkIaMHble TeXHOJIOTHU B TypU3Me (HAa aHIJIMICKOM fI3bIKe))» pealnu3yercs
Ha (hakynbTeTe BOCTOKOBEICHHS U COIMATbHO-KOMMYHUKATUBHBIX HayK Kadeapoil KylIbTypsl MUpa U
JIeMOKPATHH.

Ieab Kypca COCTOMT B M3YYECHUH DPEATbHBIX MPAKTHK PEKIAMHOTO Jeia B cdepe yciayr u
Typu3Ma Hapsiay C JAPYrMMH KOMMYHHUKAIIMOHHBIMH NpPOIECCAMH M TEXHOJIOTUSMHU; B OBJIAJCHUH
OCHOBHBIMHM TEXHOJIOTHSIMH PEKJIAMHOTO Jella, MPHEMOB MeAna-TUIAHUPOBAHUS W PEKIAMHOTO
KOHCANTHHTa; (HOPMUPOBAHUM NPOPECCHOHATIBHBIX KOMIIETCHIMH B 00JaCTH MAapKEeTHHTOBOH U
PEKIIaMHOMU JEeSITETHHOCTH, OCYIIECTBICHUS! aHATUTHYECKUX, IPOCKTHBIX U MPE3CHTAIIHOHHBIX padoT B
sToit obnactu. Kypc mpusBaH ¢GopMHpOBaTh CHCTEMY B3IJIAJ0B Ha COBPEMEHHYIO PEKIAMHO-
WHQPOPMAIMOHHYIO IEATSIIEHOCTh M MEPCIIEKTUBBI €€ Pa3BUTHSL T CEphI YCITYT.

W3 menm Kxypca BBITEKAlOT 3aJlaud, peain3alusi KOTOPBIX B XOJ€ H3YYEHHUS IAMCLUIUINHBI
MO3BOJISIET OCTUTHYTH MOCTaBJICHHOW menu. JIJs MaHHOW IMCHUIUIMHBI ITAHUPYIOTCS CIIEAYIOIIHNE
o0Opa3oBaTenbHBIC 3a4a4H.

- YCBOEHHE CTYJACHTaMH OCHOBHBIX TEPMHHOB H TMOHATHUH B 00JACTH PEKJIAMHOTO JeNia, MX
BKJIIOYECHHUS B IPO(PECCHOHATBHBIN A3bIK CIEUAINCTA [0 CEPBHUCY U TYPHU3MY;

- BKJIIOYEHHE B MPO(ECCHOHATBHBIA Oara)k yMEHHS «JHTaTh)» COBPEMECHHYIO peEKJIamy,
o(hopMIIATH TEXHHUECKOE 3a/JaHUE HA CO3/IaHUE PEKJIAMHBIX HMPOJYKTOB M MPOHM3BOIUTH IKCIEPTHU3Y
TaKOBBIX;

- OBIaJICHUE HEOOXOAUMBIMU TPO(ECCHOHANBHBIMA HABBIKAMH CO3JaHHUS  PEKJIaMHOMN
MIPOAYKITUH, COCTABJICHUSI MEeIUATIaHa [T PEKIAMHBIX KaMITaHHi,

- (QopmMupoBaHHE HABHIKOB NPOPECCHOHATHHOTO  OQOpMIICHHS U TPO(HEecCHOHATHLHOTO
«ITEHUS» PEKIAMHBIX MATEpUAIIOB Ha MPEANPHUATUSAX TypU3Ma U CEpBUCA, CIIOCOOOB OpraHU3alUU
7enia B JaHHOM 00J1acTH AEATENbHOCTH

Hucnunnuna (Mo0y/b) HanpaBieHa Ha GOPMUPOBAHUE CICAYIOMNUX KOMITETECHIIAM:

[1K-2 Criocoben o0pabaTbIBaTh 1 HHTEPIPETUPOBATH C UCTIOIB30BAHUEM 0a30BBIX 3HAHUI
MaTeMaTHKH ¥ HHYOPMATHKH JaHHBIC, HEOOXOIUMBIE JUTsI OCYIIECTBICHUS IIPOCKTHOM e TETLHOCTH
B TypHU3Me

[TIK-2.1 IIpumeHnseT MeToAbl MApKETUHTA CYHIECTBYIOIINX MPEITI0KEHUN

I1K-2.2 JlomkeH yMeTh OLIEHUBAaTh KOHKYPEHTOCHOCOOHOCTh M 3()(heKTUBHOCTh TYPUCTCKHX
MPOTpaMM B yIOBIECTBOPCHUU TIOTPEOHOCTEH POCCHICKHUX W MHOCTPAHHBIX TYPHCTOB, UX
Pe3yIbTaTUBHOCTh

[1K-2.3 JIomkeH ymMeTh OpraHu30BBIBaTh OMPOC TYPUCTOR C IICJIBIO BHISIBJICHUST Han0oJiee ya00HbIX
TypUCTaM TYPUCTCKUX HANPaBJICHUHN, TYPUCTCKHX MapIIPyTOB, BPEMEHHU MPOBEICHHS TYPUCTCKOM
MOC3]IKH

3HaTh:

- OCHOBHBIE BH/IBI ¥ TUIIBI PEKJIAMBI, €€ ITPABOBBIC OCHOBAaHUS B PD;

- HaNpaBJICHUS M MIKOJIBI PEKJIAMHOTO JIeJa;

- OCHOBHbIE MH(OPMALIMOHHBIE PECypchl B cepe pekaMHON JEATETbHOCTH C UX MOOMIBHOCTBIO U
IUBEPCUPHUKAIITOHHOCTBHIO;

- TUIOJIOTHIO PEKIAMHBIX TEKCTOB M CTPYKTYPY pPEKJIaMHBIX 00pa30B, KOTOpPbIE HCHOJIB3YIOTCS B
TypHU3Me;

- OCHOBBI HOIMUHTA U OPEHIMHTA B TYpHU3ME U CEPBHCE.

VYMeTh:

- CO3/1aBaTh YHUKAJIBHOE MPEIOKEHUE TYPIIPOIYKTA U YCIYTH PAa3IMYHBIMU CPEICTBAMH PEKJIAMBI,
- CTPOUTH PEKIIAMHYIO CTPATETHIO C YUETOM COBPEMEHHBIX JIOCTIKEHUH B chepe Meana-
TJITAHUPOBAHUS U PEKJIIAMHBIX TEXHOJIOTHIA;



26

- ONTUMHU3UPOBATH PACXOJIbI KaK MPH BHIOOPE U peATU3alUU PA3TMYHBIX KOMMYHUKAIIMOHHBIX
CTpaTeruii B peajn3aluy MeAuariaHupOBaHUs PEKIaMbl;
Bnaners:
- TEXHOJIOTUSIMU aHaJln3a MECCUIXKEN PEeKJIaMHBIX TEKCTOB U 00pazoB;
- TEXHOJIOTUSIMU KpeaTHBa, aHATUTUKH, KOHCAJITHHTA.
[To mucuuruinHe (MOOYa10) IPEAYCMOTPEHA IPOMEKYTOUHAS aTTecTaus B opMe IK3aMeHa.
OO01mas TpyA0eMKOCTh OCBOSHUS JUCIHUTLINHBI (M00)/151) COCTABISAET 3 3a4€THBIC SMHUIIBI.



