DdenepallbHOE TOCYIaPCTBEHHOE OIOKETHOE 00pa30BaTelIbHOE YUPEKICHUE
BBICIICTO 06p330BaHI/I$I
«POCCUUCKUU TOCYIAPCTBEHHbBIN T'YMAHWUTAPHbBI YHUBEPCUTET»
(®I'BOY BO «PIT'V»)

AHHOTAIMM NPAKTHK 00pPa30BaTeJIbHOM MPOrpaMMbl BbICIIET0 00Pa30BaHUA MO
HanpaBJjeHHI0 noaAroToBky 42.04.01 Pexsiama u ¢BsI3H ¢ 0011eCTBEHHOCTHIO,
HanpaBJIeHHOCTH (Mpoduib) «bpenaunr u neaosas penyranus / Branding and Goodwill»

MPO®ECCHUOHAJIBHO-TBOPYECKAS TPAKTUKA / PROFESSIONAL CREATIVE
PRACTICE

[IpousBoacTBeHHast (MPOoQeCcCHOHATBLHO-TBOPUECKAs) MPAKTHKA Pealu3yeTcs xagheopotl
OpeHJMHTa U BU3yaJIbHBIX KOMMYHUKai DakynbTeTa peKiiaMbl U CBsI3ei ¢ 00IIeCTBEHHOCTHIO
PITYV.

Heanio pohecCHOHATEHO-TBOPUYECKOM MIPAKTHKU SIBIISICTCS MOJTyYeHUe
npoecCUOHANBHBIX U TBOPYECKUX YMEHUH M OMbITa NPOPEecCHOHAIBHOU JesTeNbHOCTH,
(opMHpOBaHUE W HCIOIB30BAHUE TBOPYECKUX CHOCOOHOCTEH MO YIpPaBICHHUIO OpEeHIOM U
JIeJIOBOM pemyTanueit B cdepe peKiaMbl U CBsi3el ¢ 00111eCTBEHHOCTBIO.

3agaum NpaKTHUKH:

. npuoOpeTeHue MpoPecCuOHAIBHOTO OIBITa B chepe yrnpaBieHuss OpeHI0M
U JIEJIOBOM penyTalue;

o aHAJIN3 JEATEIBHOCTH MPEANPUSTHS 10 YIPABICHUIO OPEHIOM H JCIIOBOM
pernyTanue;

. pa3paboTka MPeNIOKEHUH U MEpONPHUATUI MO peann3alud MPOCKTHBIX
pelIeHui 1 MporpaMM IO YIPABJICHUIO OPEHIOM U JIETIOBOM peryTaIuei;

o BBIMIOJIHEHHE TBOPUYECKUX 3aJaHUil U palboT B cepe pekyiaMbl U CBsA3EH
00I1IECTBEHHOCTH;

. coop u 00paboTka MHOOPMAIMOHHOTO U MPAKTUYECKOT0 Marepuana s

OATOTOBKHU OTUCTA.

B pesynbrare npoxoxaeHus IpakTUKY 00yYaroIuics JOKEeH:
3HaTh:
CYIIHOCTbh BHYTPEHHHUX U BHEIIHUX KOMMYHMKALUH; TPUHIMIIB (POPMUPOBAHUS KOPIIOPATUBHOM
UJEHTUYHOCTH U KOPIOPATUBHOM KYJIBTYPHI,
aHAJTUTUYECKUE METOABl M HWHCTPYMEHTBI, HEOOXOIMMBbIE JUIs IUIAHUPOBAHUS W OLEHKH
3¢ (EeKTUBHOCTH KOMMYHHUKAIIMOHHOTO TIPOEKTa,
TpeOoBaHus K (OPMUPOBAHUIO OTUETHOCTH,

YMeTh:
COBEpIIIEHCTBOBATh BHEIIHUE U BHYTPEHHUE KOMMYHUKALIMA U MEPOIIPUATHS 110 (YOPMUPOBAHUIO
KOPIIOPaTUBHOM UJIEHTUYHOCTU U KOPIIOPATUBHOMU KYJIBTYPHI,
HpI/IMerlTI) Ha HpaKTI/IKe AHAJIUTUYCCKHUC MCTOObI N I/IHCTPYMCHTI)I,

Bianers:



HaBbIKaMU TCJICIIOJIAraHus, INIAHUPOBAHUA W OLICHKU 3(1)(1)6KTI/IBHOCTI/I KOMMYHUKAIITUOHHOT'O
IMPOCKTAa HAa OCHOBE PCIICBAHTHBIX aHATUTUYCCKUX METOAOB U HHCTPYMCHTOB,

HaBbIKaMU TMPAKTUYCCKOIO MNPHUMCHCHUSA H3YUCHHBIX IMOAXOIOB K (I)OpMPIpOBaHI/IIO I.ICJ'IGfI
KOMMYHHKAIIMOHHBIX ITPOCKTOB.

Production (professional and creative) practice is implemented Department Branding and
Visual Communications Faculty of Advertising and Public Relations of RSUH.

Purpose Professional and creative practice Obtaining professional and creative skills and
experience of professional activity, formation and use of creative abilities for brand management
and business reputation in the field of advertising and public relations.

Objectives of the practice:

e acquisition of professional experience in the field of brand management and business
reputation;

o analysis of the company's activities in brand management and business reputation;

e development of proposals and measures for the implementation of design solutions and
programs for brand management and business reputation;

o performing creative tasks and works in the field of advertising and public relations;

e collection and processing of information and practical material for the preparation of the
report.

As aresult of the training, the student must:
To know:
the essence of internal and external communications; the principles of formation of corporate
identity and corporate culture,
Analytical Methods and Tools, necessary for planning and evaluating the effectiveness of the
communication project,
Reporting requirements,

To be able to:
improve external and internal communications and measures to form corporate identity and
corporate culture,
Apply analytical methods and tools in practice,

To own:
Targeting skills, planning and evaluating the effectiveness of the communication project based
on relevant analytical methods and tools,
skills of practical application of the studied approaches to the formation of goals of
communication projects.

HAYYHO-UCCIIEAJOBATEJIBCKAS PABOTA / RESEARCH WORK

Hayuno-uccnenoBarenbckas pabora (mamee HUP) peamusyercs kadenpoit OpenmuHra u
BU3yaJIbHBIX KOMMYHHKalMi Ha 0a3ze wuH(popmanuonHoro komiuiekca PITY «Hayunas
oubnnoreka», kadeapbl OpeHIMHTra U BHU3yaldbHbIX KoMmMmyHukauuid PITY u maboparopuu
MIPOEKTHOM AEATENbHOCTH U KOMMYHUKAIIMOHHBIX TEXHOJIOTUH (haKyJIbTeTa peKiIaMbl U CBsI3eH C
oOmecTBeHHocTh0 PITY.

Hayuno-uccnenoBarensckas pabora (mamee HIP) sBnsercs THIOM NPOW3BOJACTBEHHON
nmpakTUKH W obs3arenbHON  coctaBmsitomerd  b2.B.01(I1) ocHoBHOW mpodeccnoHanbHON
o0pa3oBareibHOM MporpamMMbl BBICIIETO 00pa3oBaHUs MOATOTOBKM Maructpa (masiee OII)
«bpenauHr W genoBas pemytanus» o HampasieHuo 42.04.01 «PEKJIAMA U CBA3U C
OBILIECTBEHHOCTDBIO».



Ilene HHP - (¢$opMHpOBaHHE CIIOCOOHOCTH W TOTOBHOCTM K  BBINOJHEHHUIO
npoecCUOHANBHBIX  HCCIEA0BAaTeNbCKUX (QYHKIUNH B  aKaJeMUYeCKUX U OTPACIEBBIX
OpraHM3alMsIX; K Hay4HO-UCCIIEOBATENIbCKOM, aHAIIMTUYECKON U NPOEKTHOW JEATENIBHOCTH B
npodeccuoHaNbHBIX 001aCTAX, COOTBETCTBYIOIINX HAMIPABICHUIO MOJTOTOBKH.
3aoauu HUP:
e [IpUOOpPETEHHUE OIBITA UCCIIEI0OBAHUS aKTyalbHON Hay4YHOU MpOoOIeMbl;
e (opmupoBaHME HaBbIKa MMOJIEMUKH B Hay4HOU cpene (uepe3 ydacTue B KOH(EpPeHIUIX U
NyOIUKaIMK B PELEH3UPYEMbIX HAYUHBIX U3AAHUAX);

e (opMHpOBaHUE YMEHHUS OTIPENENATH 1IeITh, 3aJIa4l U COCTABIIATh TUIaH MCCIICIOBAHUS;

e (opmupoBaHME 3HAHUN M YMEHHH IO OBJIAJIEHUIO METOAAMU M METOIMKAMU HAay4YHOTO
MIO3HAHM, UCXOA U3 3a/1a4 KOHKPETHOT'O UCCIIEJOBAHMS;

e 1on0op HeoOXoAuMbIX MarepuasioB it BeinmonHeHus BKPM ¢ npusneuenunem
COBPEMEHHBIX MH()OPMAIIMOHHBIX TEXHOIOTHA;

e (opmupoBaHue YMeHHMs 00pabaTbIBaTh MOJYYEHHBIE pPE3YyJbTaThl HCCIEAOBAHMS,

aHAJIM3UPOBATh UX U OCMBICINBATD;

® IpeACTaBICHUE UTOTOB BBIMOJIHEHHON paboThI B BUJIE OTUETOB, pedepaToB, cTaTel u T.I1.;

® BHEJIPEHHE YUaIIMUXCs B )KU3Hb HAYYHOTO COOOIIECTBA TaK, YTOOBI OHU CMOTJIHU JETaIbHO

OBJIIAAETh crieu(prKoi MpodeccuoHaIbHOIO U HayYHOTO AUCKYpCa.

B pesynbrare npoxoxaeHus MpakTUKKU 00yYarOIUICs TO0JKEH:

3HaTh!

BU/Ibl, KAUECTBEHHbIE U KOJTUUECTBEHHBIE XapaKTEPUCTHUKN UCTOUHUKOB HHPOPMALINH,

IIPUHLIMIIBI JIOTHYECKUX ITIOCTPOEHUI apryMEHTalluH,

MPUHILIMIIBI (OPMYJIMPOBAHUS LEJIeH MPOEKTa,

NPUHIUIBI OpraHU3alMy PabOThl KOJJICKTHBA,

MIPUHIIMIIBI TOMCKA MHPOPMAIIMK Ha Pa3HbIX A3bIKAX M €€ CUCTEeMaTU3allu1, UCTIONb3Ys
MH(POPMALIMOHHO-KOMMYHHUKAITMOHHBIE TEXHOJIOTUH,

KaK TpaMOTHO CTPOUTh OHM3HEC-KOMMYHHUKAIIUIO,

HECTOMMOCTHBIE KOHIICTIUH OIIeHKH 3((HEKTUBHOCTH OPEHIOB;

OCHOBBI IPOEKTHO-aHATUTUYECKON JeSITEIbHOCTH B KOMMYHUKaLIMOHHOH cdepe

YmeTs:

cobuparp, BepuUIMPOBATH U HHTEPIPETHPOBATH HH(OPMAIIHIO,

CaMOCTOSITENILHO (POPMHUPOBATH MHEHHE U CYXKICHHE,

paccTaBlIATh IPUOPUTETHI NIPU MOATOTOBKE U PEAIU3aLMM IIPOEKTa,

OpPraHMU30BbIBaTh pabOTy KOJJIEKTHBA,

UCIIOJIb30BaTh PA3JIMUHBIE CIEIUAIN3UPOBAHHBIE PECYpChl M CHCTEMBI JUIsl IOMCKa
nH(pOpMaIUH MPU PEUICHUH KOMMYHUKAIIMOHHBIX 3a/1a4,

ONpENeNIATh  HAlpaBJIEHUs] COBEPILICHCTBOBAaHMA M  TOBBIMEHHA 3((eKTuBHOCTH
KOMMYHHKaIIH,
BBISIBJISITH IPUUMHBI BOSHUKHOBEHHSI HEY/IOBJICTBOPEHHBIX MTOTPEOHOCTENH KOHKPETHBIM OpEHIOM,
a TaKKe BO3MOXKHBIX MyTel UX MpeoaosieHns (cMeHa OpeH/ia, CMeHa BOCIPUSITUA U T.11.);

Ha OCHOBE PE3yJbTAaTOB M BBHIBOJOB aHAJIN3a pa3padaThIBaTh MPOEKTHI U KaMIIAHUU B cdepe
OpeHI-KOMMYHHUKAITHI

Bmaners:

METOAaMH aHaIn3a HHPOPMAIIH U CHHTE3a BBIBOJIOB,

KpHTquCKHM MBIIIIJICHUEM, CHOCO6HOCTI)IO OLCHUBATH KAYECTBO I/IH(i)OpMaHI/II/I,

HaBBIKAMM aJIEKBAaTHOM OLEHKH M PAllMOHAIBHOTO paCIpeIeNICHUs UMEIOIINXCSA PECYPCOB,

HaBBIKaMHU YIIPaBICHUA Y€JIOBEYECKUMU PECYPCaMHU,

HABBIKOM cOopa MH(OpPMALUK HA PA3NUYHBIX SI3bIKAX MPH PEHICHMH KOMMYHUKAITMOHHBIX
3aJa4, I/ICHOJ'IBSYSI I/IH(l)OpMaHI/IOHHO-KOMMYHI/IKaI_[I/IOHHBIe TEXHOJIOI'NH,



HaBBIKAMU yTPABJICHUS] KOMMYHHUKAI[HOHHBIM MTPOIIECCOM, HABBIKAMU BIIMSHUS Pa3IMYHBIX
MApKCTUHI'OBBIX CTUMYJIOB Ha BOCIIPHUATHUC 6peH)103 U1 IIOBCACHUC HOTpe6HTCJ’IeI>i B OTHOLLICHUU
OpeHIoB;

HaBbIKaMH pa3pabOTKH KOMMYHHKAIIMOHHBIX KaMIaHUI OpeHa.

Research work (hereinafter referred to as R&D) is carried out by the Department of
Branding and Visual Communications on the basis of the information complex of the Russian
State University for the Humanities "Scientific Library", the Department of Branding and Visual
Communications of the Russian State University for the Humanities and the Laboratory of
Project Activities and Communication Technologies of the Faculty of Advertising and Public
Relations of the Russian State University for the Humanities.

Research work (hereinafter R&D) is a type of work practice and a mandatory component
B2.V.01 (P) of the main professional educational program of higher education for the preparation
of a master "Branding and business reputation" in the direction 42.04.01 "ADVERTISING AND
PUBLIC RELATIONS ".

Research goal- formation of the ability and readiness to perform professional research
functions in academic and industry organizations; to research, analytical and project activities in
professional areas corresponding to the direction of training.

Research tasks:

e gaining experience in researching an actual scientific problem;

e formation of the skill of controversy in the scientific community (through participation in

conferences and publications in peer-reviewed scientific journals);

e formation of the ability to determine the goal, objectives and draw up a research plan;

e formation of knowledge and skills for mastering the methods and techniques of scientific

knowledge, based on the objectives of a particular study;

e selection of the necessary materials for the implementation of FQMW with the

involvement of modern information technologies;

e formation of the ability to process the results of the study, analyze them and comprehend,

e presentation of the results of the work performed in the form of reports, abstracts,

articles, etc.;

e the introduction of students into the life of the scientific community so that they can

master in detail the specifics of professional and scientific discourse.

As a result of the training, the student must:

To know:

species, Qualitative and quantitative characteristics of information sources,

Principles of Logical Argumentation,

Principles for formulating project objectives,

Principles of organization of work of the team,

principles of searching information in different languages and its systematization, Using
information and communication technology,

How to build business communication,

non-cost concepts for assessing the effectiveness of brands;

Foundations of project-analytical activities in the communication sphere

To be able to:

Collecting, Verify and interpret information,

independently form an opinion and judgment,

Prioritize the preparation and implementation of the project,

Organize the work of the team,

use various specialized resources and systems to search for information when solving
communication problems,



Identify ways to improve and improve communication,
Identify the causes of unmet needs of a particular brand, and how they can be overcome, Change
of perception);

based on the results and conclusions of the analysis to develop projects and campaigns in
the field of brand communications

to own:

Analysis of information and synthesis of conclusions,

Critical thinking, Ability to assess the quality of information,

Adequate assessment and rational allocation of available resources,

Human Resource Management Skills,

the ability to collect information in different languages when solving communication
problems, Using Information and communication technology,

Communication management skills, the ability to influence various marketing incentives
on brand perception and consumer behavior in relation to brands;

Skills in developing brand communication campaigns.

HNPEJJIUITVIOMHAS TIPAKTUKA / PRE-DIPLOMA PRACTICE

[TpousBoacTBeHHAs (MpenIuIUIOMHAas) MPaKTUKA peanusyercs Kageopou OpeHAMHTra U
BU3YyaJIbHBIX KOMMYHUKaIMi PakynpTeTa pekiiamMbl U cBsi3el ¢ odmecTBeHHOCThI0 PITY.

Ieab10 npon3BOACTBEHHOMN NMPAKTUKU (IIPEIAUIIIIOMHOM NPAKTUKU) SIBIISIETCS
OCBOEHHME o0O0pa3oBaTelbHON mporpaMMmbl B (oOpME NPAKTUUYECKOW MOATOTOBKU IyTEM
HETIOCPEICTBEHHOTO BBIMTOJHEHHUS OOYJarOIIUMICS OTPENEICHHBIX BHIIOB palboT, CBS3aHHBIX C
Oymyuieit npodeccruoHaIbHON ASSITENEHOCTBIO,

MoJTy4YeHre MpoeCCHOHANBHBIX YMEHUI U ObITa MPOo(eCcCHOHATHHON A TETHPHOCTH 110
ynpaBlieHHIO OpEeHIOM B cpepe peKiaMbl U CBsI3€il ¢ 00I11€CTBEHHOCTHIO,

dbopMHpOBaHUE MPAKTUYECKUX YMEHHA ¥ ONbBITA BEACHUS CAMOCTOSTEIHHOMN
IIPOM3BOJICTBEHHON JIEATENBHOCTH, a TaKkXke cOOp MarepuajoB M MH(MOPMAIMK JAJs HAKUCAHUS
BBIITYCKHOM KBaJM(UKAMOHHON pabOThl MarucTpa.

3agaumM NpaKkTUKU:

e OBJAJICHUE YMEHHEM pa3pabOTKu OpEeH/IOB;

® HCCJeOBaHHE CTPATErHil 1Mo yIpaBlIeHUIO0 OPEHIOM;

e pa3paboTKa NPEATOKEHUI W MEpONpUATHH MO pealn3alud NPOEKTHBIX peIIeHUul u
IIPOrpaMM;

e pa3paboTKa NMpeasIoKEHHUH 10 COBEPIIEHCTBOBAHUIO YIIPABICHUSI OPEHIOM B PEKJIaMHOM
n PR-nedrensHOCTH Opranu3anuu;

e c0OOp MarepuasoB MO TeME BBITYCKHOHN KBaTH(PHUKAIMOHHOW paboThl Maructpa. [lonHora
U CTENEeHb JETaJHM3allMyd PpEIICHUS OTUX 33734 OINpPENeNseTCs OCOOCHHOCTIMHU
KOHKPETHOM OpraHM3aIiuy - 6a3el MpakTuku U Temoii BKPM.

B pesynbrare npoxokIeHus MPaKTUKK 00yYarONIUHCS JTOJDKCH:
3HaTk:

(YHKIIMOHAT PYKOBOIUTEIIS JTUHEHHOTO/(DYHKIIMOHAIBLHOTO MOAPA3ACICHHS OT/Iesa 0 peKIaMe
1 (WIH) CBSA3SIM C OOIIECTBEHHOCTHIO OPTaHU3AIMK UM KOMMYHHKAIIMOHHOTO/ pekiiamHoro/ PR-
areHTCTBA,
CYIIHOCTbh BHYTPEHHHUX U BHEIIHUX KOMMYHHMKALMI; TPUHIMIIB ()OPMUPOBAHUS KOPIIOPATUBHOM
UJCHTHYHOCTH U KOPIIOPATHUBHOM KYJIBTYPHI,
AHAJIUTHUYCCKHUEC MCTOAbI H I/IHCTPYMGHTBI, HCO6XOI[I/IMLI€ JUJISA HJIaHI/IpOBaHI/ISI U OICHKHU
3¢ (EeKTHBHOCTH KOMMYHHKAIIMOHHOTO TIPOEKTA,



TEXHOJIOTUM OpraHu3allud KOMMYHHUKAIIMOHHOW paloThl; crneuupuKy (QyHKIMOHUPOBAHUS
MPEANPUATHA COBPEMEHHON KOMMYHHUKAIITMOHHOW WHyCTPHH,

OCHOBHBbIE TpeOOBaHMS K IeNsAM; CHEHU(HUKY IeJernoysiaranus Mpd  I[JIaHUPOBAHUH
KOMMYHMKAIIMOHHBIX KaMITaHW,

BUIBl IUIAHOB W OCOOGHHOCTM MX  pealu3ali; OCOOEHHOCTH IUIAHUPOBAaHHUS B
KOMMYHMKAIITMOHHBIX KaMITaHW,

TpeOoBaHus K (OPMHUPOBAHUIO OTUETHOCTH,

CYIIHOCTb, 3HAU€HHE U COCTABIIAIOLIME PENyTALMOHHOTO o0pa3a OpraHM3anuyu/ KOMIAHUH/
IIEPCOHBI

YMeETh:
COBEpIIEHCTBOBATh BHEIIHWE U BHYTPEHHUE KOMMYHHUKAIIMA U MEPOIIPHUATHS 110 (YOPMUPOBAHHUIO
KOPIOPaTUBHOM UJIEGHTUYHOCTU U KOPIIOPATUBHOU KYJIBTYPHI,
HpI/IMeHSITI) Ha HpaKTI/IKe AHAJIUTUYCCKHUC MCTOIbBI N I/IHCTPYMQHTI)I,
BBICTpanBaTh pabOTy MOApA3ACICHHU/PEANPUATHS B chepe KOMMYHUKAIUH,
CO3/1aBaTh U MOJJIEPKUBATh UMUK OpEeH/Ia C IIOMOIIBI0 HHCTPYMEHTOB KOMMYHHKAIIHH,
MPOBOIUTE PaboTy O (HOPMHUPOBAHMIO pEMyTAIIMOHHOTO 00Opa3a opraHu3anuy/ KOMIaHUH/
TIEPCOHBI,
(bopMyIHpOBaTh 1ENEBON PEIyTAIIMOHHBIN 00pa3 opraHu3auy/ KOMIaHUH/ IEPCOHBI

Bnaners:
HaBbIKaMU (POPMHUPOBAHUS KOPIIOPATUBHOM UIEHTUYHOCTH U KOPIIOPATUBHOU KYJIBTYPBI,
HaBbIKAMU LEJICTIONIAraHysl, MJIAHUPOBAHUS M OLEHKH 3()(HEKTUBHOCTH KOMMYHHKAIMOHHOTO
MIPOEKTa Ha OCHOBE PEJIEBAHTHBIX AHATUTUUYECKUX METOJ0OB U HHCTPYMEHTOB,
HaBbIKAMU OpraHM3allid KOMMYHHKAIlMOHHON pabOThl B COBPEMEHHOW KOMMYHHUKAIIMOHHOMN
UHAYCTPHH,
HaBbIKAMHU TPAKTUYECKOTO MPUMEHEHMs H3YYCHHBIX IOAXOAOB K (OpMUpOBaHMIO Iienieit
KOMMYHHUKAIIUOHHBIX ITPOEKTOB,
HaBbIKaMH U3MEHEHMSI IIJIAHOB B 3aBUCUMOCTH OT dTara KU3HEHHOTO 1IMKJIa KOMMYHHUKAIIMOHHOM
KaMITaHUY;
HaBBIKaMU MMyOJIMYHOTO MPEJICTaBICHHUS JOCTUTHYTHIX PE3YJIbTaTOB;
HaBbIKaMH pa3pabO0TKH KOMMYHHKAIIMOHHBIX KaMIIaHUI OpeHna;
HaBBIKAMU MOCTPOCHHS MAPKETUHIOBOM MaTpUIIbl M KOHLIETIIIUHY OpeHIMHTa,
HaBbIKaMU 110 CO3/IaHUIO PEIyTAalMOHHOTO 00pa3a opraHu3anuy/ KOMIaHUH/ IEPCOHBI,
HaBBIKaMU 110 KOPPEKTUPOBKE PEIyTALIMOHHOTO 00pa3a OpraHn3aluy/ KOMIIAaHUH/ IEPCOHBI.

Industrial (undergraduate) practice is implemented by the Department of Branding and
Visual Communications of the Faculty of Advertising and Public Relations of the Russian State
University for the Humanities.

Aim production practice (undergraduate practice) is
mastering the educational program in the form of practical training through the direct
performance by students of certain types of work related to future professional activities,

obtaining professional skills and experience in professional brand management activities
in the field of advertising and public relations,

the formation of practical skills and experience in conducting independent production
activities, as well as the collection of materials and information for writing a master's final
qualification work.

Tasks practices:
e mastering the ability to develop brands;
e study of brand management strategies;



e development of proposals and measures for the implementation of design decisions and
programs;

e development of proposals for improving brand management in the advertising and PR
activities of the organization;

e collection of materials on the topic of the final qualifying work of the master. The
completeness and degree of detail of the solution of these problems is determined by the
characteristics of a particular organization - the base of practice and the theme of the
MFCW.

As a result of the training, the student must:
To know:

functional of the head of the linear / functional division of the department for advertising and
(or) public relations of the organization or communication / advertising / PR-agency,
the essence of internal and external communications; the principles of formation of corporate
identity and corporate culture,
Analytical Methods and Tools, necessary for planning and evaluating the effectiveness of the
communication project,
technologies of organization of communication work; specifics of functioning of the enterprises
of modern communication industry,
Basic requirements for goals; specifics of goal-setting in planning communication campaigns,
types of plans and features of their implementation; features of planning in communication
campaigns,
Reporting requirements,
Essence, the meaning and components of the reputational image of the organization / company /
person

To be able to:
improve external and internal communications and measures to form corporate identity and
corporate culture,
Apply analytical methods and tools in practice,
Build a communications unit/enterprise,
Create and maintain a brand image with communication tools,
work on the formation of a reputation image of the organization / company / person,
to formulate a target reputation image of the organization / company / person

to own:
Formation of corporate identity and corporate culture,
Targeting skills, planning and evaluating the effectiveness of the communication project based
on relevant analytical methods and tools,
communication skills in the modern communication industry,
skills of practical application of the studied approaches to the formation of goals of
communication projects,
skills to change plans depending on the stage of the communication campaign life cycle;
skills of public presentation of the achieved results;
skills in developing brand communication campaigns;
skills of building a marketing matrix and branding concept,
skills in creating a reputational image of the organization / company / person,
skills to adjust the reputation of the organization / company / person.



