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1. IMosicHUTEIbLHAA 3aIMCKA

1.1. Ilens u 3a7a4n OUCIUILINHEL

Heap aucuHUmIMHLI — B 00BbeMe y4eOHOrO IIaHA MOJATOTOBUTH MAruUCTpa, O0JIATArOIIEeTO
3HAHUSAMH O MEXaHW3ME CO3JIaHMS, MMO3MIIMOHUPOBAHUS W TPOJBIKCHUS OpeH/Ia, YIPaBICHHS
OpeHJIOM C TPUMCHECHHEM MAapKETHHTOBBIX TEXHUK W CHHXPOHH3AIUHM JICATEIHHOCTH BCEX
Mmopa3ieIecHUd KOMITAaHUH JIJIs1 JaTbHEHIIIET0 pa3BUTHS OpeHa.

3agauyn AUCHMUIUVIMHBI — TIOJTOTOBHTh MAarucTpa K peaju3alfyl CICAYIOMNX KOMITCTCHITHI

OpeHI-MeHepKepa:
e cozmaHue OpeHpa;

IUTaHUPOBaHKUE COCTaBIAONMX marketing mix OpeHna;

® [OJJIep)KaHUE U COXpaHEHHEe OpeHa.

[ ]

® lCCJEIOBaHUS pbIHKA U OpeH/a;

e OpEHI-TPEKUHT;

[ ]

® TUIAHUPOBAHMA U YIIPABICHUS MPOJAKAMU;
[ ]

([ ]

IUIAHUPOBAHUEC U KOHTPOJIb IIPOU3BOACTBA TOBAPOB, O6’E>6I[I/IHCHHBIX GPCHHOM;

TUTaHUPOBaHKE, OPTaHU3AIMs U TIPOBE/ICHHE PEKIAMHBIX KaMITaHHIA;
KOHTPOJIb peHTa0eIbHOCTH OpeHa.

1.2. IlepedyeHb TUTAHHPYEMBIX pPE3YIHTATOB OOYUYEHHUS IO AWCIHUIUIMHE, COOTHECEHHBIX C

HHAWKATOPpaMU OOCTUKCHUA KOMHeTeHHI/Iﬁ

I1K-3.1; I1K-3.3; T11K-3.4; 11K-3.6; T1K-3.12;

Komnerennus
(K01 1 HAUMEHOBAHMNE)

NHaukaTopbl KOMIIETeH U
(K01 1 HAUMEHOBAHUE)

Pe3yabTarsl 00y4yeHus

[IK-3 Cnocoben
pa3zpabaThiBaTh,
TECTUPOBATh U BHEAPSTH
WHHOBAIIMIOHHBIC TOBAPHI
(ycmyr), co3gaBaTh
HeMaTepUaIbHbIC aKTUBBI
(6peHpl) ¥ yIpaBIsSITh MU
B OpraHHU3aIu

I1K-3.1. Bnageet HaBBIKAMU
CO3/IaHUS HEMaTEPUaThHBIX
akTHBOB (OpEH/IOB) B
OpTaHM3AINH U yIIPABICHUEC UMU

3HaTh: OCHOBHBIC (DYHKIHH
MOJIpa3/IeNICHUi U CITyKO0
OTJICJIOB 10 PEKJIAME M CBSI3SIM C
00II[ECTBEHHOCTEIO;
TEXHOJIOTUIO TIOATOTOBKU
pPEKOMEHIANNI JIsT IPUHSTUS
MapKETUHTOBBIX PEIICHHH B
OTHOIIIEHUH TOBApOB (YCIIyT,
OpeHI0B)

YMeTb: BRICTpanBaTh paboTy
MOJIPA3JICIICHUs B pealln3alluu
TEXHOJIOTHI OpeHINHTA;
TOTOBUTH PEKOMEHIAINH JIJIS
NPUHATHS MAPKETHHTOBBIX
peIlIeHHIA B OTHOIIICHHH TOBAPOB
(ycnyr, OpeHI0B)

BrnaneTts: ocHOBHBIMU (popMaMu
aJIMUHUCTPATUBHO-
OpraHu3aIMOHHOTO U
CTPATErHUECKOT0 yIpaBICHUS
OpeHIIMHTOM;

HABBIKOM ITOJATOTOBKH
PEKOMEHIAIUH [T TPUHSATHS
MapKETHUHTOBBIX PEIICHHUH B
OTHOIIICHUH




TOBapoB (ycayr, OpeHJI0B)

I1K-3.3 Brnageet HaBeIKaMU
peanu3ainuu nporpaMm
MOBBIIICHUS TIOTPEOUTEIIBCKOM
JIOSUTBHOCTHU K TOBapam
(ycmyram, OpeHaam)
OpraHu3aIuu

3HaTh: METOIBI COOpa M aHaJIM3a
uHpOpMaLUU IS

pEIIeHus TI0 YIIPaBICHUIO
OpeHIMHTOM;

OCHOBBI IPOCKTHO-
AHAJIMTUYECKOM JCATEILHOCTH B
KOMMYHHUKAITMOHHOU cepe
YMeTh: HCII0Ib30BaTh
COOTBETCTBYIOITUE METOIbI
aHaJu3a;

Ha OCHOBE PE3yJIbTaTOB U
BBIBOJIOB aHAIM3a
paspabaThIBaTh IPOSKTHI U
KaMITaHuU B cepe OpeHauHTa
Bnaners: HaBEIKAMH
CUTYaIlMOHHOT'0 aHaJIh3a

I1K-3.4 Bnageet HaBRIKaMU
MOJATOTOBKU PEKOMEH AN JTst
MIPUHSATHS MaPKETHHTOBBIX
pelieHuit B OTHOILIEHUU TOBAPOB

(ycmyr, OpeH10B)

3HaTh: 0COOEHHOCTH
IIOCTPOEHUsI MAPKETUHT OBOM
MAaTpUIIbl U KOHIETIIINT
OpeHIuHra;

MTOHATUE U CYIIHOCTh UMHUIKA
OpeHJia, pemyTaluu;

MIPUHIIMIIBI YIIPABJICHUS
UMUKEM OpeHIa u
penyTalMOHHBIMA PUCKAMH
YMeTh: co3aBaTh U
MO/I/ICPKUBATh UMUK OpeH/1a ¢
MOMOIIbI0 THCTPYMEHTOB
KOMMYHUKAaIAH

Brnanets: HaBBIKaMU pa3pabOTKH
KOMMYHUKAIIMOHHBIX KaMIIaHUM
OpeHna;

HaBBIKaMH MOCTPOCHHUS
MApKETUHIOBOM MATPHIIBI U
KOHIICTIIIMK OpeHIMHTa

[IK-3.6 YmeeT npoBoauTh
TECTUPOBAHUE WHHOBAITMOHHBIX
TOBapoB (ycayr, OpeHI0B)

3HaTh: OCHOBHbIE
UH(pOpPMaIMOHHBIE TEXHOJIOTHH,
UCIOJIb3YEMBIE JUIsl OPEHINHTa;
NPUHINTBL YIPABICHUS
OpEHIMHTOM: TUTAaHUPOBAHUE,
OpraHu3anus, OleHKa

3¢ (HEeKTHBHOCTH;

CTpaTeruy ynpaBJeHHs
noptdeneM OpeHI0B

VYMeTh: OLIeHUBATH BIUSHUAE
(hakTOpOB BHEIIHEH U
BHYTPEHHEH cpe/Ibl Ha
HKOHOMHYECKYIO

3¢ (HEeKTUBHOCTH 1€ATEIbHOCTH
NPEIPUSTHS;

NPOBOANUTH JHATHOCTUKY




KOMITaHUH KJIHUCHTA,
paszpabaThIBaTh CTPATETUH
yHpaBiIeHus: OpEHIUHTOM U
noptdenem OpeHI0B;
ONTUMU3UPOBATH MAPOYHBIN
noptdernsp;

MIPOBOJUTH MEPOIIPUATHA 11O
037I0POBJICHUIO OpeHIa
Bnaners: npuHumMnamMu u
METOIaMHU JJUHENHOTO U
KaTerOpUaIbHOTO PaCIIUPEHUs

OpeHI0B
[1K-3.12 3HaeT UHCTPYMEHTHI 3HATh: OCHOBHBIE KOHIIEIIIIUHA
OpeHI-MEHEeHKMEHTA TeopuH OpeHI-MEHEPKMEHTA,

OCHOBHBIE METO/IbI TIPUHSATHUS
CTpATETUYECKUX PEIICHHI B
OpeHuHre;

YMeTh: aHaTU3UPOBATh
KITFOUYEBBIC TTPOOIIEMBI OpeHI-
MEHE[KMEHTA;

MPUHUMATH YYACTHE B
pa3paboTKe U pean3aum
CTpaTeruu OpeHIMHTa Ha OCHOBE
aHaJM3a JTaHHBIX
MapKETHHTOBBIX MCCIIEAOBAHUN
BrnaneTs: TeXHOJIOTHYECKUMU
PEIICHUSIMHU, TEXHUICCKUMHU
CpeICTBaMH, MPUEMaMH U
METOJaMHU OHJIAWH U oQIiaiiH
KOMMYHUKAIUKA B
npodecCHoHABLHOM
JEeSITETTHHOCTH 110 OPEHIUHTY

1.3. MecTo IUCHUIUIMHEI B CTPYKTYpe 00pa3oBaTeIbHON IPOrpaMMBbI

JlucuuIuinHa OTHOCHUTCSL K 00S3aTCIbHBIM JUIS M3YUYCHUS TUCIMIUIMHAM YacTH y4eOHOTO
mwiaHa, (GOPMHPYEMOH ydYacTHUKAMH 00pa30BaTCIbHBIX OTHOMICHWH OJIOKAa JUCHUTUIAH
y4eOHOro IJIaHa.

JIJ'ISI OCBOCHUA NHUCIIUIIIIMHBI H606XO)II/IMI)I 3HaHUA, YMCHUA U BJIaJCHUA, C(i)OpMHpOBaHHBIe
B XOJ€ W3yYEHHUs CIEAYIOUMX JUCHUIUIMH W MPOXOXKACHHUS NPAKTUK: JUCHUILIAHBI
00s13aTeIHPHOM YacTH y4eOHOTO TUTaHa, U3ydaeMblid B 1 cemecTpe.

B pesynbTare OCBOEHUS TUCHUIUIMHBI (OPMUPYIOTCS 3HAHUS, YMEHHS U BIAJCHHUS,
HCO6XO)II/IMI)Ie A U3YYCHHA CICAYIOIUX AUCHUILUIMH W ITPOXOXKIACHUA ITPAKTHUK!: BpeHJII/IHF
Tepputopuii, UMuIKEeBbIe TEXHOIOTUU B OM3HEC-KOMMYHHKaIMIX, OIeHKa CTOMMOCTH OpeHa,
Crpareruu ¢popmupoBanus penytanuu, [Ipenaumiomuas npakTuka.

2. CrpykTypa IMCUHIJIHHBI
OO0mast TpyA0EMKOCTh AUCIUILTUHBI cocTaBisieT 4 3.e., 144  akageMHuecKuX yaca

(oB).



CTpyKTypa JTUCUMILIMHBI 1JIA 04HOI opMbI 00yUeHMsI

O0beM AUCHUIUTHHBI B (pOpME KOHTAKTHOW PabOThI OOYYArOMIMXCsl C TeAarormaecKuMu
paOoTHUKaMU U (MJIM) JTUIIAMHU, IPUBJIEKAEMbIMH K pealu3anuu o0pa30BaTeIbHON MPOrpaMMbl
Ha MHBIX YCIIOBHUSX, PU MPOBEJACHUN YUCOHBIX 3aHATHIA:

Cemectp | Tun yuyeOHBIX 3aHATHIA KonnuectBo
4acoB
2 Jleknnun 12
2 Cemunapsl/mabopaTopHbie pabOThI 28
Bceero: 40

OO0BeM nTucuMIUIMHBL (MOYJIs) B (hOpME CaMOCTOATEIbHON paboThl 00YJaIOIIUXCs
cocTtaBisieT 86  akaaeMHUYeCKHUX daca(oB).

CTpyKTypa TUCHUNJIMHBI 1JIsl 04HO-3204HOI (pOpMBbI 00yUeHUsI

O0beM AUCHUIUTHHBI B (pOpME KOHTAKTHOW PabOTHI OOYYArOIIMXCS C TEeIarorudecKuMu
paboTHUKaMU U (WJIH) JTUIAMU, TPUBIEKAEMbIMH K pean3au 00pa30BaTeIbHONW MPOTrpaMMBbl
Ha MHBIX YCIIOBUSX, PU MPOBEJACHUN YUCOHBIX 3aHATHIMA:

Cemectp | Tum yueOHBIX 3aHATHI KomnuectBo
4acoB
2 Jleknu 16
2 Cemunapsl/mabopaTopHbie pabOThI 16
Bcero: 32

O0Bem nucuuIuIMHbL (MOIYJs) B (hOpME CaMOCTOATEIbHON paboThl 00YJArOIIUXCs
coctaBisieT 94  axameMuyeckux 4aca(oB).

2. Discipline structure
The total labor intensity of the disciplineis 4 Credit, 144 academic hours (S).

Discipline structure for full-time training
The scope of the discipline in the form of contact work of students with pedagogical workers and

(or) persons involved in the implementation of the educational program on other conditions
during training sessions:

Semester | Type of training sessions Number of
hours
2 Lectures 12
2 Workshops/Lab Works 28
Total: 40

The scope of the discipline (module) in the form of independent work of students is 86
academic hours (s ).




Discipline structure for part-time training

The scope of the discipline in the form of contact work of students with pedagogical workers and
(or) persons involved in the implementation of the educational program on other conditions
during training sessions:

Semester | Type of training sessions Number of
hours
2 Lectures 16
2 Workshops/Lab Works 16
Total: 32

The scope of the discipline (module) in the form of independent work of students is 94
academic hours (s ).

3. Conepxanue IMCUUILTHHBI

Tema 1. BpeHa-MeHeIKMEHT: IJKOHOMHYECKasi, IPABOBAasl U COUNATBbHO-KYJIbTYPHAsl cpeaa.

JKOHOMHYeCKasi cpela OpeHJAa COCTOMT M3 OCHOBHBIX IOKa3aTeJeil «akTHUBOB OpeHIa»:
OLIEHKAa CTOMMOCTH OpeHna (3Tambl peaqu3ali TEXHOJOTMU CO3/1aHUS CTOMMOCTH OpeHna,
pa3IMYHBIE METOJIbI OIICHKM CTOMMOCTH OpeHma); cuia OpeHma; oOpa3 (ommcanue) OpeHpa;
BJIMsIHUE OpeH/ia; Habop UACHTU(UKAITMOHHBIX KaueCTB.

OcHoOBHbIE MOKA3aTeJIH CTOMMOCTH OpeHaa:

| pa3HuLa B LIeHE TOBapa-OpeH/1a U aHaJOrMYHOTO TOBapa — He OpeH/1a, YMHOXKEHHOI Ha 00beM
IPOJIaX;

| cHUKEHME 3aTpaT Ha NPOABUKEHHUE (MApPKETUHIOBbIE KOMMYHUKAIIUH);
] BO3MOKHOCTb BXOJIUTh Ha HOBBIE PBIHKY C HU3KHMM 3aTPATAMU;
"] co3nanue 6apbepoB IS BXOJa B OTPAcCib;

] TOPTOBBIC pPbIYarv, BBIPAXKAOIHUCCA B TOM, YTO KaHAJbl PACIpCACIICHUA HAMHOI'O Oonee
MMO3UTHUBHO PCArupyroT Ha U3BECCTHBIC MApPOYHBLIC TOBAPLI;

] yBeIMYECHHE Map)KH TOBapoB (MOKyHaTEIM TOTOBBI IPHOOPETaTh OpeHABI TTO 00JIEe BHICOKUM
[ICHaM);

"] pocT 00BEMOB MTPOJIAK;

| pactipocTtpaHeHue Openaa (OpeH1 mpuaaeT TOMOIHUTEIbHYI0 CTOUMOCTD APYTUM TOBapam).
JTanbl TEXHOJOTMHU CO3AaAHUS CTOUMOCTH OpeHaa:

1. OneHka Ha KAYeCTBEHHOM YPOBHE.

2. bpena-ayaur.

3. Pa3pabotka ctparerumu.

4. TlpakTrueckasi peai3aius CTpaTeruu.

IIpaBoBas cpeaa OGpeHaa BKJIIOYAET HOPMATHBHO-NPABOBYIO 0a3y M MPaBOBYIO OXPaHY
TOBapHbIX 3HakoB. B Poccum mpaBoBas cpena omnpenensiercs ®PenepanbHbiM 3akoHOM PD «O
TOBApHBIX 3HAKAX, 3HAKAX 00CIYKUBaHHUS U HAUMEHOBAHUSAX MECT IIPOUCXOKACHUS TOBAPOB)



ConuanbHO-KYyJIbTYpPHAsl cpeaa OpeHaa CBsi3aHa C TEM, UTO cula OpeHOa — B NOSUIbHOCTH
KIIMCHTOB, & UCMOYHUK JNOAIbHOCMU — TICHXOJOTHYECKOE JKEelaHWe JoJel aymaTh o cebe
xopoto. bpena momkeH moodemars, 4To ¢ HUM 3TO JKETaHUE PeaTn3yercs, U OH YIAOBIECTBOPUT
BCE€ MOTPEOHOCTH JTIOJIEH Pa3HbIX CTPaH.

Tema 2. Konuenuusi ynpapJjieHusi OpeH0M: IUIAHUPOBaHHUE cocTaBJsA0NUX marketing mix
Openga

VYnpasnenue OpeHIOM B COOTBETCTBHM C KOMILJIeKcoM MapkeTuHra (4P, 5P, 7P) kak
KOMIJIEKCHOE ~ MapKEeTUHTOBOE  BO3ZeWcTBHE U Haumbonee APQPEKTUBHOE  pElICHUE
MapKeTHUHIOBBIX 3aJau IMPOJIBHKEHUS OpeHJa Ha 1eneBoM pbiHKe. CTpareruss B YCIOBHSIX
KECTKOM KOHKYpEHLUH (OTCYTCTBHE HHUIII, BBICOKAsk CKOPOCTh BHEPEHNUS MHHOBAIIM, aKTUBHOE
(bopMHpOBaHNE HOBBIX MOTPEOHOCTEN, PHIHKOB, MOJIbI).

MapouHble CTpaTeruu:

1. Hcrnonp3oBaHWe KOPHOPATUBHOM TOPrOBOM MAapKd I NPOJABHKEHHS KOMIIAaHMM U €€
IIPOYKLIHH.

2. Co3nanue U IpOJBHKEHNE «MApPKU CEMENCTBAY.
3. IIpoaBuxkeHNE «KMapKU-yHUKYMay.

BbpennoBbie cTparerun OOHOBJIEHMS, PACIIMPEHMs, CO3/IaHUS HOBBIX OpEHIOB. YIpaBlieHHE
TOProBOi MapKoil. YmpaBieHHe OpeHIOM: YKpelJeHHE OTHOIIEHUH MexIy OpeHIoM u
norpedbureneM  (pa3BUTHE  (QYHKIMOHAIbHBIX,  HWHIMBUIYaJbHBIX,  COLMAJBHBIX U
KOMMYHHUKATHBHBIX KadyecTB OpeHJa); YIpaBlieHHEe aTpuOyTaMu MapKu, IMporeccoMm eé
uaeHtudukanuu. Co3nanue HOBOM TOProBoit Mapku. MunuMu3anus puckoB. OnpeseneHue

YpOBHEH cmpoca: pomoBoro (oOmero cmpoca), BHAOBOTO (Ha OIpPEACICHHYIO TOBapHYIO
KaTeropHIo), CIIpoca Ha KOHKPETHYIO MapKy.

Meronvku  OlpenesieHus  XapakTepa — CIpoca:  ONpPENENICHHE  CTEIEHU  IIEPBUYHOIO
MIPOHUKHOBEHUSI MApKH, CTEIEHU IMOBTOPHOTO MPHOOpPETEHUs, YacTOThl MOTPEOJICHHUS] MapKu.
KauecTBeHHOE onMcaHKe cipoca Ha MapKy MPeAIoaracT MpPOrHO3 peakluy LENEBOr0 CETMEHTA
Ha TOTpeOUTEIbCKUE CBOMCTBA TOBapa, HWPpPALMOHAIBHBIE 3JEMEHTHl MAapKH, OLEHKY
MIEPCIIEKTHB.

CooTBeTcTBHE MEHEIKMEHTa CUCTEME YIIPaBJIeHHs TOProBoi Mapkoi, 3¢ eKTUBHAs TporpaMma
pasBUTHS TOProBOM MapKu, MHHHMHU3AIUS PUCKOB, MAaKCHUMHU3aLUs NpUOBUIM YTpaBieHHE
OpeHIOM B COOTBETCTBUM C KOMIUIEKCOM MAapKETHHTa: «MapOYHBIA TMOPTQENby W
aCCOPTUMEHTHAs MOJUTHKA, 1IeHO00pa30BaHKe U MpeMHajIbHas 11eHa, TOBAPOABIKEHHE U MECTO
BCTPEUU MapKH C MOTpeOUTENIEM.

CTpaTCPI/II/I pacnpeaciiCHUA MapKu: MHTCHCHUBHAA, SKCKJIFO3MBHAs, BBI60p0‘{Ha}I.

Mapketunrossie kommyHukauuu (PR, peknama, ctumynsanus npojax). Tpu Monenu pexyiaMbl
ToproBoii Mapku: X-YZ, aKkUEHTHPOBAHHOW BBITOABI, (poKycupoBaHus Ha BbIrogax. Ceins
IIPOMOYIIIH KaK OCHOBHOE CPEJCTBO PACIIMPEHHsI CIpoca Ha MapKy (IIpeocTaBIeHUEe IPOOHOTO
NPOAYKTa, CKUJAKH, CEpBUCHOE OOCITyXHMBAaHHE, PEUTHHTOBaHME, KOHKYPCHl M HarpakIeHue
ay4ymux). MepuaHaai3uHr — NPOJBHKEHUE TOBapa C MOMOIIBI0 KYyMOHOB, CKHJIOK, MOJAPKOB,
JIOTEPEH, ACTYCTAllMU, COMIUIMHIU. BBIBOJA MapKu Ha PBIHOK, YTOYHEHHE IO3ULIHUHA MapKu U
CTPATETUy NPOABMKEHUS, YIy4lIeHuEe MPOAYKTa U MapOYHOU KoHUenuuu. Kpurepuu ycrenHo
TOProOBOM MapKH: pOCT 0ObeMa MPOJaXK U MOBBIIIEHUE PEHTA0EIbHOCTH.

Tema 3. UnaTerpnpoBaHHblii OpeHANMHI U NO3ULMOHUPOBaHUE B OPeHA-MeHeIKMEeHTe
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HNuTerpupoBanHblii OpeHIUHT — OPraHMU3AallIOHHAs CTPATErus, IpU KOTOPOH Bce NEHCTBUS U
oOpallleHus KOMIIaHUM OCHOBaHbI Ha IEHHOCTU (OpeH[ie), B KOTOPOU IMepeceKkaroTcsl CHIIbHBIE
CTOPOHBI KOMITAHMM (TOBapa WJIM YCIyT'M) M IEHHOCTH KJIMEHTOB. Llenb MHTErpupoBaHHOTO
OpeHAMHra — IMOJIHAasg UASHTHU(PUKALUS KIUEHTa ¢ OpeH/IOM Kak Ha palMOHAJIbHOM, TaK M Ha
uppanroHaJbHOM ypoBHe. [IupamMuga caMoOuIeHTU(PHUKAIIMN: OCBEIOMICHHOCTbD, MPEANIOYTEHHUS,
JIOSATBHOCTD U LIEJIH.

Mogens MuTerpupoBanHoro bpenaa BKIIIOYaeT TpU YPOBHS: TPAHCIATOPHI OpeHja, apaiBepbl
Openpaa, ApaiiBepbl opraHuzanui. VHCTpyMEHTbl MHTETPUPOBAHHOTO OpEeHIUHTa: JpaiBepsl
opranuzanuu 1 OpeHpna. [[paiiBepbl OpraHu3alu: MHCCHUS, LIEHHOCTH, UcTOpus. JlpaiiBepsl
OpeHja: NPUHINI, HHANBUAYAIbHOCTh, accoranuy. [lo3unmonrpoBanye u NpUHLIKI OpeHaa.

Crparerun mOMyJIsSpU3aLMUd MHTEIPUPOBaHHOTO OpeHnga. PopmupoBaHue OpeHN- KOMaHbI.
Aynur 6pena-cpenbl. CTUMYIMpPOBAaHUE KOMAHIHOTO MBIIIIJICHUS.

CrpykTypa OpeHaa: 30HTUYHAsi, KOMOMHUPOBAaHHAs, TOBapHas. [Ipu3Haku U TeCThl ONpeeNeHHs
ocnabneHus: OpeHJa. YBEJIWYEHUE JIOJU PBhIHKA IO CLIEHAPUI0O MHTETPUPOBAHHOIO OpEeHJUHTra.
[Tnan Openaunra: CUTyallMOHHBIN aHAIN3, e, CTpaTerus, oopaieHus, TakTuka. [Iporpamma
U KPUTEPHUH OLIEHKU OpeH/a: BHyTpPEHHEEe HCClieJOBaHNEe, KOJMYECTBEHHOE, MIyOHMHHOE, (PoKyc-
rpymIibl, UHTEPBBIO, Web-uccienoBanusi.

Ilo3unnonupoBanue Openaa (ToproBoii Mapku) — KoHIenuio Brepssle onucan /. Tpayr B
1971 r. xak HOBBIM NOAXOJ K KOMMyHHUKauusaM. [lo3nnnoHupoBaHHE — 3TO OpraHU30BAHHAA
CUCTEMA IO HAXO0KJICHHUIO OTKPBITHIX B YEJIOBEYECKOE CO3HAHME OKOH...B HY)KHOE BpeMsl U IIPU
JIOJDKHBIX — oOcrositenscTBax [D. Paitc, . Tpayr «llo3unuonupoBanue: OuTBa 3a
Y3HAaBa€MOCTb...»|. B KOHILIENIIMU NO3UIIMOHUPOBAHUS CIIEAYyET YKa3aTh TOBAPHYIO KATETOPHUIO —
Ha3BaHUe OpeHza, (YHKIMOHAJIBPHOE Ha3zHaueHHe, IENIeBYI0 TPyIIy HOoTpeOuTesei, 0OCHOBHOE
MIPEUMYILECTBO 10 CPABHEHUIO C KOHKYPEHTHBIM TOBAPOM, YCPEAHEHHBIM TOBAPOM, TOBApOM —
3aMmeHuTeneM. CTepeoTUIlbl MEHTaJIbHOCTH: «IIEPBEHCTBO» B CO3HAHMM, MO3ULMUSA «SI MOTY»,
MO3UIIHSI «TIPOTUBY. YHHKaIbHOE TOproBoe npemioxenue — Y TII (ybenurensHoe coobienue o
MOJIb3€ U BBITOZIE MapkH). 3ajlaya MO3UIUOHUPOBAHHMS — He OOJEerduTh MPOJaxKy TOBapa, a
O0JIeTYUTh MOTPEOUTENI0 MPOLECC IMOKYIKH. Buael mosunmonupoBaHusl (3aBHCAT OT
JOMUHUPYIOLErO HalpaBJIeHUS

MapKETHHTOBOM JEATEIBHOCTH — TOBAPHOTO, IIEHOBOTO, COBITOBOTO, CEPBUCHOTO,
PEKIaMHOIO0):

1. TO3UIIMOHNPOBAHUE IO OCOOCHHOCTSIM TOBapa,

2. 110 BBITOJIE,

3. 10 0coO0eHHOMY Ha3HAYEHUIO M UCTIOIH30BAHUIO TOBAPA,
4. IO cerMeHTaM pPbIHKa,

5. IEHOBOE NO3UIIHOHUPOBAHUE,

6. TIO3ULIMOHUPOBAHKE MO JUCTPUOYLINH.

CunbpHble  UAEM  TMO3ULMOHMPOBAHUS:  NPaBIOMNOJOOHOCTb,  HCKPEHHOCTh,  Kpacora,
yOeauTeNnbHOCTh, pa3BUTHE, WHHOBALIMM, HEMOBTOPUMBIA  CTHIb. s ycHemrHoro
MO3UIIMOHUPOBAHUS TPEOYIOTCS CIIEyIOIINE KauecTBa: COOTBETCTBHE 3alIpocaM U TPeOOBaHUIM
noTpeOuTeNnei, MOHATHOCTh W 3allOMUHAEMOCTb IO3UIUH, SCHOE OTJIMYHME OT AaHAJIOIOB,
MOCIeI0BaTeIbHOE MPEJCTaBICHUE MO3UIMU MapKU B Ha3BaHWM, yMaKOBKe, pekiame, PR-
KOMMYHHUKAIHUSX U T.J.; HTOCTOSHCTBO (HEU3MEHHOCTh) MO3UIIMU MapKH.

Tema 4. MapKkeTHHIOBBI€ HCCJICIOBAHNS B OpeHI-MeHeKMeHTe: OpeHA-TPeKHHT
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Bpena-TpekMHr - JIMTENBHOE MApKETUHIOBOE HCCIIENOBAHUE, IPUMEHSIEMOE Ul
MOJly4eHUsT B JIMHAMUKE HWH(GOpMAalUd O COCTOSIHMM OpeHna Ha pbIHKE (HM3BECTHOCTD,
UCTOJb30BaHUE, HMMU/DK, XapaKTepUCTHKa MoTpedureneid Openpa u 1p.). BpeHA-TpeKuHT
MpeJoiaraeT 3Ha4UTeJIbHbIE YCWIHS OpeHI-MEHeIKepa MO OIeHKE YpOBHS 3HaHHUS OpeH[a,
KJTIOYEBBIX aCCOIMAIUKA ¢ OpPEHIOM M MoKa3aTelNeil CTeNeH! yA0BIETBOPEHHOCTH MOTpeOUTEINeH.
MapkeTUHroBble HCC/IeJ0BaHUSI B OpeHI-MeHeI:KMeHTe IIPe/NoyaraloT KOMIUIEKCHBIN
noaxoa. OnpeseneHre couaabHONR 1 KOMMEPYECKOH MpoOIeMbl, UX COOTHOILICHHS U

poOJIEMHOI TepeMEeHHOM, ONpeJeNIieHne METOAOB U Lefeil uccienoBaHus. PopMylInpoBKa
3ajaun. llpenBapurenbHble, oOmNMcaTeNbHblE, NPUUYMHHBIE uccienoBaHus. llepBuuHble U
BTOpUYHBIE uccienoBanus. KoanuecTBeHHbIe HccaenoBaHus (CpaBHEHHE 00pas3IoB, U3MEpPEHUE
CBOWCTB), KaUeCTBEHHBIE MCCIIEIOBAHNUS (IEPCOHATIBHOE O0IIEHUE C TOTPEOUTEISIMHU).

UccnenoBanne moTpeOutensckux mpeanodreHuii. CTpaTermuyeckue CpeAcTBa HCCIEIOBaHUS
TEHJCHIMA W EMKOCTH pBIHKA, CE30HHOCTHM M IUKIUYHOCTH crpoca (ympaBieHUECKHe
COBEIIaHMS, HAOIIOJACHUS 33 MOTPEOUTENISIMH, H3YYCHHE CTATHUCTHUKU MOTPEOJIEHHUs, OMPOCHI IO
OTHOIIIGHHWI0O K OpeHIy, WCCIeIOBAaHUE IICJIEBOM ayJWTOpWHU), TAKTHUYECKHE CpEACTBa
uccaea0BaHus (TECTUHT HOBBIX TOBApOB W JIM3AaWHOB YIAKOBKH, 0a3bl JTAHHBIX MO OpEHI0BOM
CerMEHTAIlMH, KIyOHbIE KapThl MOTPEOUTENCKUX NPEANOUYTEHUH, OCHUMAapKUHT, MAIMUHT
BocHpuATUs, 3PpPexkTuBHOCTh peknaMmbl — Meto DAGMAR- onpeznenenue pexiaamMHbIX Lieiei
JUTS TOCTHKEHHS pEKJIaMHBIX Pe3yJIbTaToOB, aHATU3 IIpecchl u HTepHeTa).

PriHOYHOE TeCTHpOBaHUE - MPOTHO3UPOBAaHNE 00BEMa MPOAAK WU MPUOBLIEH, 3TO POOHBII
MapKeTUHT  (PBIHOYHBIM TECT) — KOHTPOJUPYEMBIH OKCIIEPHUMEHT, BBIIOJHSIEMBbIH B
OTPaHMYEHHOM, HO TIIATEIHHO MOI00PAaHHOM CEKTOPE PhIHKA.

Urpaer pemaroniyro pojib B CpPaBHEHHMM C TECTaMU KOHIENUUU MPOIYKIHH, YIaKOBKH,
BapHaHTOB €€ peKJaMbl U JAp. OKCIEPUMEHT NMPH TECTHPOBAHUM TMPOIYKIIWH, NMPHUHIUIIOB €&
YIIaKOBKM, BapHAaHTOB pekiambl. OmpeaeneHue cuibl OpeHza: JOSIbHOCTH, aCCOLMATHUBHON
éMKocTH (crmocoOHOCTh OpeHsa BOCCTaHAaBIMBATh B MaMATH HHGOPMALUMIO O HEM),
OCBEJIOMJICHHOCTH O OpeHze, CoCOOHOCTH BO3/EHCTBOBaTh. M3MepeHue moreHIuana OpeHaa
(momens Brand Dynamics ™ — wmetonumka BrandZtM; MeTOauKH COCTaBII€HHUS PEHTHHTOB
MHUPOBBIX OPEH/IOB.

Nzyuenne mmmmka OpeHga (MeTon CBOOOIHBIX acCOIMAANA, METOJ] CEMaHTHUYECKOTO
muddepeHnnana, METOA penepTyapHbIX pemeTok). MapouyHbld KOHTPakT. AyauT OpeHaa
(mokazarenu 30pOBbsl OpeHna, WHACKC pa3BUTHS OpeHma) McciemoBaHwe MOTPEOUTEIBCKUX
npennoureHuil. TectupoBaHue KpeaTUBHOU uien Opernaa. M3yueHue 3ampocoB moTpeduTenet u
CTCTIICHH WX YIOBJICTBOPEHUS KOHKypeHTaMH. [IOMCK HE3aHSTBHIX HHUII B CO3HAHHH
notpeOuTenei.

Tema 5. Onenka OpeHIa 1 MAPOYHBIN KANMTAJ

Onenka OpeHOa - HHCTPYMEHT IMIPOBEJEHUS MAapKETUHTOBBIX  HCCIEAOBaHUN
MIPOAYKTOBBIX PHIHKOB. Bompoc omeHku OpeHaa BO3HUKAET MPU OLIEHKE CTOMMOCTH KOMITaHHH.
[Ipu 3TOM MPOM3BOIUTCS OLIEHKAa KaK CHJIbI OpeH/Aa, Tak M ero CTOMMOCTHU. JIJisi OLEHKU CHIIbI
OpeH/1a KOMITaHUs UCTIONB3YIOT 7 KOMIIOHEHTOB CHIIbI OpeHaa. CeMb KOMIIOHEHTOB CHIIBI OpeHa
B MOJIeTIM OlleHKH komnanuu Interbrand (13 nesnoro psiaa Apyrux METOIMK):

e Poinok: 10 % cunel Openga. bpeHIbl BHIMTPHIBAIOT OONbIIE Ha pBIHKAX, TAe MOTpe-
OWTeNhCKUE MPEANOYTCHUS MMPOYHee, yeToiunBee. Tak, HampuMep, MapKa MpoI0BOJILCTBUS
WIA MapKa MOIOIIETO CPEIICTBA BBHIUTpasia Obl 3aMETHEE, YeM IYXH WIH MapKa OJICXKIIbI,
MMOTOMY YTO IOCJICTHUE KaTeropuu 0OJiee BOCIPHUHMYMBEI K KOJCOAHUSM TPEIITOUYTCHHMA
oTpeOuTeIIsI.
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e CraduiabHocth: 15 % cunbsl Openga. Jlonro sxkuBymipe OpeHIb Ha JIIOOOM PpBIHKE
BBINTPBIBAIOT M3-32 TIYOUHBI JIOSIIBHOCTH, KOTOPYIO OHM Hakomwiu. Tak Hanmpumep: Rolls
Royce nensres Beie, uem Lexus.

o JluaepctrBo: 25 % cunel Openna. PerHOouHBINM nuaep Oolee 1ieHeH: Oy IyYd JOMUHUPYIOIIEH
CWJIOW M HAJIMYMEM 3HAYUTENIBHOW PBIHOYHOM A0au. Tak Hampumep O4EBHIHO, YTO Mapka
Koxka-kombl Beiurpaet y Pepsi Ha riio0anbHOM pBIHKE.

e Tennenuus Ipuosuiu: 10 % cunsl 6penna. Jlonrocpounasi TeHACHIUS MPUOBLTN OpeHaa -
BOXHBI apryMEHT OCTaTbCS COBPEMEHHOW M YMECTHOW MOTPEOUTENSIM, COTJIACHO
Interbrand.

o Tloanepxka: 10 % cunsl OpeHga. bpeHasl, B KOTOpBIE MOCIEAOBATCIIBHO HHBECTUPYIOT
CpeaCTBa, U C(hOKYCUPOBAHO MOAIEPKUBAIOT, OOBIYHO UMEIOT O0JIee CHITBHYIO MO3UIUI0, HO
Ka4eCTBO ATOU MOJAEPKKH CTOJb K€ BAXKHO, KaK U €€ KOJIMYECTBO.

e T'eorpajguueckoe pacnpocrpanenue: 25 % cunsl OpeHaa. bpeHabl, KOTopble 3aBOEBaU
MEXKIyHApOAHOE NpPHU3HAHWE M TPHUBJICKATEILHOCTh 3HAUYUTENHLHO 00Jiee CHIIbHBI, 4YeM
peruoHaibHble OpeHAbl WIM HalMOHANbHBIE OpeHIbl, TOCKOJBbKY OHH MeEHee
BOCIIPUMMYMBEI K aTakaM KOHKYPEHTOB U IIOATOMY SBIISIFOTCS 0o0Jiee yCTOWYMBHIMU
AKTHBaMHU.

e 3ammra: 5 % cwibl Operna. OOecneueHue NOJMHOM 3amMTHl A7 OpeHaa Moa Me-
KIYHaApOAHOW TOProBOM MapKOW M 3aKOHOM OO0 aBTOPCKOM IIpaBe - 3aKJIIOUUTEIbHBIN
KOMIIOHEHT CHJIbl OpeHsia B Mozenu Interbrand.

JlnarHocTuka «3710pOBbs» OpeHna ¢ mnomMomibio yeTbipex Omop. Yersipe Omnopsl
(duddepentpoBanne, YMeCTHOCTb, YBakeHHE W 3HaHUE) ObUIM BBIOpAHBI MOTOMY, YTO
MMEHHO OHU OOBSCHSUIM - TTOUYEeMy OpeHIbl pacTyT, Kak OHHU «OOJICIOT» U KaK UX «JICUUTH» B
ciyyae OosesHu. KonuuecTBeHHble OLEHKM 3HaueHuil Omop MO3BOJSIOT MPOBOJIUTH
nuarHoctuky OpennoB. [duddepenumponanue. uddepennupoBanue octaeTcsi KpUTHUECKUM
¢dakTopoM,  ompexaensomMM  ycrmex — Openma.  bpenabl  poxpatorcs  Gnaromaps
Huddepenuupoanuio. IlpakTuuecku Bce ycnemHble OpeHasl 90-X TOAOB OTIMYANINCH
BBICOKUMHU ToKazaTensiMu Juddepentmponanus (Snapple — 99%, Starbucks u Yahoo! - oxomo
80%). duddepennnpoBanre — nepBblil mar K octTajibHbIM Onopam.

AKTHBBI OpeH/1a OTHOCATCS K HEMaTepUaJIbHbIM aKTHBaM KOMIIAHUU (Hapsly ¢ MaTeHTaMHu,
aBTOPCKUMU IIPaBaMH, JUIEH3USIMHU U HOY-Xay, peryTalueid KOMIaHuM).

BenmnunHa Mapo4HBIX AaKTUBOB  OIpPEACIACTCS  YPOBHEM  JIOSJIBHOCTH, JIMAEPCTBA,
g epeHnnanny, 3HaHUs ¥ ppIHOYHOT'O U3MEPEHHUSI IOJIN PhIHKA U PHIHOYHOW [IEHBI.

ToproBas mapka (OpeHa) — BaKHBIN aKTUB KOMIIAHHUH, a TOBAPHBIN 3HAK — 3TO aKTHUB TOPTOBOM
Mapku. s modydeHusl AOMOJHUTENbHON NpHObUIM MM MapO4YHOro KamuTajia oT OpeHia,
CYLIECTBYIOIIETO  TOMBKO B  CO3HAHWU  MOTpeOuTENel, HEOOXOAMMO  OMpPEIEIHTh:
OCBEJOMJICHHOCTh TOTpeOuTeneit o OpeHe, TUAEPCTBO B TOBAPHOW KaTETOPHH (IO PHIHKA),
JOSUTBHOCTh OpEHIY, YyBCTBUTEIBHOCTh K OpEHIY, IIEHOBYIO JJACTUYHOCTH, I(P(PEKTUBHOCTH
MapO4YHbIX KOMMYHHKaHHﬁ, a TaKXE BIIUSAHHUC )II/ICTpI/I6I)IOHI/II/I TOBapa, LOCHBI, Ka4€CTBa H
IIEHHOCTEeH OpeH/Ia Ha BeIMUNHY MPUOBLTH.

[Ipu3Hakn Mapo4HOW IICHHOCTH: OCBEJOMIICHHOCTh TMOTpEOHWTENel O MapKe, BOCIPHUITHE
KayecTBa M pelyTaluu, JOSJIbHOCTh MOTpeduTenell, accouuanuu OpeHza | Japyrue
3araTeHTOBaHHbIE [ICHHOCTH OpeH/ia (TOBapHble 3HaKH, MHHOBAIIMOHHOCTD U T.JI.).

IIpemuanpHas 11eHa MapOYHOro TOBapa. Y pOBHU Mapo4HOro kanurana o /. Aakepy:
1. U3BECTHOCTH MapKH,

2.BOCHpI/IHTI/I€ KadeCTBa M €10 BJIIMAHUC HA q)HHaHCOBBIG IIOKa3aTCJIn BO3BpaTa
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naBectunrii (ROI) 1 10XOTHOCTH MO aAKIUSIM,
3. accouuanuu 1 UHIUBUYaJIbHOCTh OpeHaa,
4. KOJIMYECTBO MOTpeOuTeneit (JIOSUIbHOCTD ),
5. IpyTHe 3amaTeHTOBAHHbBIE

AKTHBbI 6peH;[a — MAaTCHTBI, TOBAPHBIC 3HAKH.

Tema 6. IlpakTnyeckuii OpeHI-MEHEeIKMEHT: BBIBOJ HAa PbIHOK TOProBOH MapKH H
KOHTPOJIb peHTa0eJIbHOCTH OpeHaa

OcHOBHBIE TEHJAEHIIMM OW3HEcCa B YCIOBUAX TIJ00aNU3allMi — CIMSHHUE W TOTJIOIIEHHE.
[TosiBiieHne HOBBIX M3MEpEeHUN OpeHaa — Mozenb «5 D»: uaentnyHocTh (identity), HHpOpMAaIUL
(information), BooOpaxkenue (imagine), morpyxenue (immerse), uatpura (intrigue). Biusiaue
AIIEKTPOHHON KOMMEPIIMY Ha OpeH/I-MEHEKMEHT.

KopropaTtuBHble OpeH/IbI SMOHCKUX M KOPEWCKHX MapokK (Mapka pacrpocCTpaHseTcs Ha BCIO
MIPOU3BOUMYIO MPOITYKIUIO KOMIIAHUM).

NuauBuayanbHble TOBapHbIE OpeHABl 3alaJHBIX TOPTOBBIX MapoK (OJHA Mapka — 3TO OJHA
TOBapHas KaTeropwsi, OJJHO Ha3HAYCHHUE, OJTHA TPyIITa MOTPEOUTENECH ).

[IpenmymiecTBa TOBapHBIX OpeHa0B: Oojee 3(dekTuBHas ynpaBiIsieMOCTb, Oojiee TIyOOKoe
CeTMEHTHpOBaHUE, OoJjiee CHJIBHOE TIO3MIIMOHUPOBAHHUE, YUYET PErHOHAIBHBIX PBIHOYHBIX
0COOEHHOCTEH, OTCYTCTBHE HETaTHBHBIX acCOIMALMK OT CBA3HM C TOBapaMH JIPYroil TOBapHOM
KaTeropuu.

Mapounslii noprdenb, apXuTekTypa OpeHna (JMHEHHas CTPYKTypa — pacTsbkeHue OpeHna,
BEpTUKAJbHAS CTPYKTypa — CYOOpEHIBI, CI0XHO OpPraHW30BaHHAS HEpapXusi — 30HTUYHBIC
Opennpl. KannuGammsm Openpa (brand cannibalization) — pa3BuTHE OJHOM MapKu 3a cyet
paspyuieHus 1pyroii. Mepsl npeaoTBpallieHus KaHHuOaIu3ma.

OsepOpenaunr (overbranding) — mnepenojHeHWE phIHKA OpeHIaMU U HEOOXOIUMBIE MEpBHI.
MynbpTHOpEHT — pacTsHKeHHE OJTHOW MapK{ Ha TOBAPHYIO JIMHUIO U TIPE/ITIOKESHHUE PA3HBIX BBITO]T
(BKyca, KauecTBa, KOJINYECTBA, BHELITHETO BUA U YIIAKOBKH H T. [I.)

3ontruHkil OpeHy (umbrella brand) o6beUHAET TOBAPHI PA3HBIX MPOAYKTOBBIX KaTETOPHIA.

PacTspkenne OpeHzma — 3To Moaudukanus OpeHia NMpU COXPaHEHHMH TOBApPHOM KaTeropuu,
Ha3Ha4YeHMUs], IEJI€BON ayIUTOPUH, UIEHTUIHOCTH.

Pacmmpenne OpeHpa — 3TO paclnpoCTpaHEeHHE MapKH Ha HOBBIM CErMEHT MoTpeOuTeneit u
CMEXKHYIO TOBAPHYIO KaTETOPHIO.

MapodHoe CeMeMCcTBO — 3TO CEMEHCTBO TOBApOB MOJ OJHUM OpPEHIOM, HMCIBITHIBAIOIIUM KakK
pacmmpenre, Tak W pacTsokeHue. [Ipu M3MEHEeHWM TO3WIMOHUPOBAHHUS W WACHTHYHOCTH
M3MEHHUTCS U OpeH I, Jaske €ClIU COXpaHsIeTCs cTapas yIakoBKa U Ha3BaHUE.

CoBMecTHBIN OpEHANHT — COBMECTHOE Pa3BUTHE HECKOJIBKHUX U3BECTHBIX MAPOK.
YcrapeBanue, ynajiok 1 ooHoBneHre Openna. CmepTth OpeHsa.

®opMHpOBaHUE KyJIbTypbl TOProBOil Mapku. OpueHTanus Ha TOProByro Mapky. CTparernyeckas
OpraHu3alys U CTPYKTypa yIIpaBICHUS TOPrOBOU MAPKOU.

Haem u MoTHBamus COTpyAHMKOB B Mapo4yHOW cTparerud. O¢QdeKTHUBHbIE BHYTpPEHHHE
KOMMYHHKAIIMH B OpeH/IUHTE.

[Ipouecc co3mannst HOBOW TOProOBOM MapKH U BBIBOJ €€ HAa PHIHOK BKJIIOYAET:

1. anamus PBIHKA U MTO3UIIUHU KOHKYPCHTOB (I/ICCJIGILOBaHI/IH),
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2. u3yueHue nNoTpeOUTENbCKOro MOBEICHHS, BBISABICHHE HEY/JOBJICTBOPEHHOTO
crpoca,

3. TecTUpOBaHME KOHLENIMU U NHHOBAIIMOHHOM LIEHHOCTH TOPrOBON MapKH,

4. orpesiesieHHe CTPATEruy YIIPaBIEHUS TOPrOBOM MapKoi,

5. MO3ULIMOHUPOBAHUE U CO3JaHUE MAPKETUHIOBBIX KOMMYHUKALIUH,

6. oopmIIeHHE TPABOBOM 3aIIUTHI TOPrOBOM MapKH,

7. BHEIIHUM ayJUT MapKETUHIOBBIX TUIIOTE3 U TOPTOBBIX NPEUIOKEHUN MAPKH,
8. BHyTpEHHHI OpEeHIUHT.

JIOJDKHOCTHBIE O0SI3aHHOCTH OpeHA-MeHe/Kepa: OTBETCTBEHHOCTh 3a pa3paboTKy CTpaTeruu
YIIpaBJI€HUS TOPTOBBIMH MapKaMH, pyKOBOJACTBO MapKETHHIOBBIMH HCCIEAOBAHUSAMHU MO3ULUU
TOPrOBOM MapKH, OCYILECTBICHHE MOHUTOPUHIA TOPrOBOM MapKH, COTJIaCOBaHUE EATEIIBHOCTH
BCEX OT/IEJIOB B COOTBETCTBHUHU C YTBEPKICHHOM PyKOBOJICTBOM (PUPMBI cTpaTerueil OpeHiuHra.

Pa3pa60TKa MHUCCHH KOMIIaHHH: OIPCACIICHUC npeaAHa3HAYCHUA )51 conuaJibHO-
OPHUCHTHPOBAHHBIX ueneﬁ KOMITaHWH, OCHOBHBLIX CPEACTB JOCTUKCHUA ueneﬁ, conuaJIbHO-
3HAYUMBIX HGHHOCTCI\/’I.

KopnopatuBHblii K0IeKC BKJIIOYAaE€T MUCCHIO, KOHLEMIUIO KOPIIOPATUBHOTO OpeHaa, MPUHIIUIIBI
U CTWIb YIOPAaBIEHUS, XapaKTePUCTHKY (UPMEHHOTO CTUJS OTHOUICHWH C MapTHepamu,
HOTpe6I/ITeJ'I$IMI/I 158 KOHKypeHTaMI/I, npaBI/ma KOpHOpaTI/IBHOFO IIOBCJACHU A, OCO6eHHI)Ie Tpazmupm
M dTHYECKUM KOJICKC.

KopnoparuBnast KyiabTypa TMpeanoiaraeT ONPEeNICHHYI0 CHCTeMy HH()OpPMHpPOBaHUS,
o0y4yeHHs, KOHTPOJIS 32 peHTa0enbHOCThI0 OpeHaa. PeHTabenbHOCTh OpeHaa paccMaTpUBaeTCs
KaK OTHOIIEeHHWEe NpuOBIM K akTuBaM OpeHna. CoBpeMEHHblE METOAMKH KOHTpOJS 3a
pPEeHTabeTbHOCThIO OpeHa.

3.Discipline content

Topic 1. Brand management: economic, legal and socio-cultural environment.

The brand economic environment consists of the main indicators of "brand assets": brand
value assessment (stages of brand value creation technology implementation, various methods of
brand value assessment); brand strength; brand image (description); brand impact; a set of
identification qualities.

Key indicators of brand value:
difference in the price of a product-brand and a similar product - not a brand multiplied by the
volume of sales;
Lower promotion costs (marketing communications)
the ability to enter new markets at low costs;
creating barriers to entry into the industry;
trade levers, expressed in the fact that distribution channels react much more positively to known
branded goods;
increasing the margin of goods (buyers are ready to purchase brands at higher prices);
sales growth;
brand distribution (the brand gives additional value to other products).
Steps in brand value technology:
1. Qualitative assessment.
2. Brand audit.
3. Strategy development.
4. Practical implementation of the strategy.



15

The brand's legal environment includes regulatory framework and trademark legal
protection. In Russia, the legal environment is determined by the Federal Law of the Russian
Federation "On Trademarks, Service Marks and Names of Places of Origin of Goods"

The socio-cultural environment of the brand is connected with the fact that the strength
of the brand is in customer loyalty, and the source of loyalty is the psychological desire of
people to think about themselves well. The brand must promise that this desire is realized with it,
and it will satisfy all the needs of people from different countries.

Topic 2. Brand Management Concept: Planning Brand Marketing Mix Components

Brand management in accordance with the marketing complex (4P, 5P, 7P)as a
comprehensive marketing impact and the most effective solution to marketing tasks of brand
promotion in the target market. Strategy in conditions of fierce competition (lack of niches, high
speed of innovation, active formation of new needs, markets, fashion).
Brand strategies:
1. Use a corporate brand to promote a company and its products.
2. Create and promote a family tag.
3. Promotion of "brand-unique."
Brand strategies for updating, expanding, creating new brands. Brand management. Brand
management: strengthening the relationship between the brand and the consumer (development
of the functional, individual, social and communication qualities of the brand); management of
brand attributes, its identification process. Create a new brand. Minimizing risks. Definition
demand levels: generic (total demand), species (for a certain commodity category), demand for a
specific brand.
Methods of determining the nature of demand: determination of the degree of initial penetration
of the brand, the degree of repeated purchase, the frequency of consumption of the brand. A
qualitative description of the demand for the brand implies a forecast of the reaction of the target
segment to the consumer properties of the product, irrational elements of the brand, and an
assessment of prospects.
Compliance of the management with the brand management system, an effective brand
development program, minimizing risks, maximizing profit Brand management in accordance
with the marketing complex: "brand portfolio" and assortment policy, pricing and premium
price, commodity movement and the place of meeting of the brand with the consumer.
Brand distribution strategies: intensive, exclusive, selective.
Marketing communications (PR, advertising, sales stimulation). Three models of brand
advertising: X-YZ, accented benefit, focus on benefits. Sales promotion as the main means of
expanding the demand for the brand (providing a trial product, discounts, service, rating, contests
and awarding the best). Merchandising - promoting the product with coupons, discounts, gifts,
lotteries, tastings, samplings. Bring the brand to market, clarify the position of the brand and
promotion strategy, improve the product and brand concept. Criteria for successful brand:
growth in sales volume and increased profitability.

Topic 3. Integrated branding and positioning in brand management

Integrated branding is an organizational strategy in which all actions and appeals of a company
are based on value (brand), in which the strengths of the company (product or service) and the
value of customers intersect. The purpose of integrated branding is to fully identify the customer
with the brand at both rational and irrational levels. Pyramid of self-identification: awareness,
preferences, loyalty and goals.

The Integrated Brand model includes three levels: brand translators, brand drivers, organization
drivers. Integrated branding tools: Organization and brand drivers. Organization drivers: mission,
values, history. Brand drivers: principle, personality, associations. Positioning and brand
principle.
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Strategies to promote an integrated brand. Formation of a brand team. Brand environment audit.
Stimulating team thinking.

Brand structure: umbrella, combined, marketable. Signs and tests of determining brand
weakening. Increased market share in the integrated branding scenario. Branding plan: Situation
analysis, goals, strategy, appeals, tactics. Program and criteria for brand assessment: internal
research, quantitative, in-depth, focus groups, interviews, Web research.

Brand (brand) positioning - The concept was first described by D. Trout in 1971 as a new
approach to communications. Positioning is an organized system for finding windows open to
human consciousness... at the right time and under the right circumstances [E. Rice, D. Trout
"Positioning: The Battle for Recognition..."]. The positioning concept should indicate the
product category - brand name, functional purpose, target group of consumers, the main
advantage compared to the competitive product, the average product, the substitute product.
Stereotypes of mentality: "primacy" in consciousness, position "I can," position "against." A
unique trading offer is UTO (a convincing message about the benefits and benefits of the brand).
The task of positioning is not to facilitate the sale of goods, but to facilitate the purchase
process for the consumer. Positioning types (depending on dominant direction marketing
activities - commodity, price, sales, service, advertising):

1. positioning by product features,

2. by benefit,

3. for the specific purpose and use of the goods,

4. by market segment,

5. price positioning,

6. distribution positioning.

Strong positioning ideas: believability, sincerity, beauty, persuasiveness, development,
innovation, unique style. For successful positioning, the following qualities are required:
compliance with the requirements and requirements of consumers, clarity and memorability of
the position, clear difference from analogues, consistent representation of the position of the
brand in the name, packaging, advertising, PR- communications, etc.; consistency (invariability)
of the brand position.

Topic 4. Marketing Research in Brand Management: Brand Tracking
Brand tracking is a long-term marketing research used to obtain information on the state of
the brand on the market in dynamics (fame, use, image, characteristics of brand consumers, etc.).
Brand tracking involves significant efforts by the brand manager to assess brand knowledge, key
associations with the brand, and consumer satisfaction metrics.
Marketing research in brand management suggests an integrated approach. Definition of
social and commercial problem, their ratio and
problem variable, definition of research methods and objectives. The wording of the task.
Preliminary, descriptive, causal studies. Primary and secondary studies. Quantitative studies
(comparison of samples, measurement of properties), qualitative studies (personal
communication with consumers).
Research on consumer preferences. Strategic Tools for Market Trends and Capacity, Seasonality,
and Demand Cycling (management meetings, consumer observations, consumption statistics,
brand surveys, target audience research), tactical research tools (testing of new products and
packaging designs, databases on brand segmentation, club cards of consumer preferences,
benchmarking, perception mapping, advertising efficiency - DAGMAR method - determination
of advertising goals for achieving advertising results, analysis of the press and the Internet).
Market testing - forecasting the volume of sales or profits, this is trial marketing (market test) -
a controlled experiment performed in a limited but carefully selected market sector.
It plays a decisive role in comparison with tests of the concept of products, packaging, options
for its advertising, etc. An experiment in testing products, the principles of their packaging,
advertising options. Determining the strength of the brand: loyalty, associative capacity (the
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ability of the brand to restore information about it in memory), awareness of the brand, ability to
influence. Brand potential measurement (Brand Dynamics model tm - BrandZtm method;
methods of compiling ratings of world brands.

Brand image study (free association method, semantic differential method, repertoire lattice
method). Stamp contract. Brand Audit (Brand Health Metrics, Brand Development Index)
Consumer Preference Research. Testing the creative idea of the brand. Studying consumer
requests and the degree of satisfaction of competitors. Searching for unoccupied niches in the
minds of consumers.

Topic S. Brand Valuation and Brand Capital
Brand assessment is a tool for conducting market research of product markets. The
question of brand valuation arises when assessing the value of a company. At the same time, an
assessment is made of both the strength of the brand and its value. The company uses 7 brand
strength components to assess brand strength. Seven components of brand strength in
Interbrand's valuation model (from a range of other techniques):

e Market: 10% brand strength. Brands win more in markets where consumer preferences are
stronger, more sustainable. So, for example, a food brand or a detergent brand would benefit
more than a perfume or clothing brand, because the latter categories are more susceptible to
fluctuations in consumer preferences.

o Stability: 15% brand strength. Long-lived brands in any market benefit from the depth of
loyalty they have built up. So for example: Rolls Royce are valued higher than Lexus.

o Leadership: 25% brand strength. A market leader is more valuable: being a dominant force
and having a significant market share. So, for example, it is obvious that the Coke brand will
benefit from Pepsi in the global market.

e Profit trend: 10% of brand strength. The long-term brand profit trend is an important
argument to remain modern and appropriate to consumers according to Interbrand.

e Support: 10% brand strength. Brands in which they consistently invest and focus support
usually have a stronger position, but the quality of this support is as important as its number.

o Geographic distribution: 25% of the strength of the brand. Brands that have gained
international recognition and appeal are significantly stronger than regional or national
brands, as they are less susceptible to competitor attacks and are therefore more sustainable
assets.

e Protection: 5% brand strength. Providing full protection for an internationally branded brand
and copyright law is the final component of the brand's strength in the Interbrand model.

Diagnostics of the brand's "health" with four Supports. The Four Props (Differentiation,
Appropriateness, Respect and Knowledge) were chosen because they were the ones who
explained - why brands grow, how they "get sick" and how to "treat" them in the event of illness.
Quantitative estimates of the values of the Supports allow for the diagnosis of
brands. Differentiation. Differentiation is a critical determinant of brand success. Almost all
successful brands of the 90s were characterized by high differentiation rates (Snapple - 99%,
Starbucks and Yahoo! - about 80%). Differentiation is the first step to the rest of the Supports.

Brand assets refer to intangible assets of the company (along with patents, copyrights, licenses
and know-how, company reputation).
The value of branded assets is determined by the level of loyalty, leadership, differentiation,
knowledge and market measurement of market share and market price.
A trademark (brand) is an important asset of the company, and a trademark is a trademark asset.
To obtain additional profit or brand capital from a brand that exists only in the minds of
consumers, it is necessary to determine: consumer awareness of the brand, leadership in the
commodity category (market share), brand loyalty, brand sensitivity, price elasticity, efficiency
of brand communications, as well as the impact of product distribution, price, quality and brand
values on profit.




18

Signs of brand value: consumer awareness of the brand, perception of quality and reputation,
consumer loyalty, brand associations and other patented brand values (trademarks, innovation,
etc.).

Premium price of branded goods. Grade Capital Levels by D. Aaker:

1. brand fame,

2. perception of quality and its impact on return financials

investments (ROI) and equity returns,

3. associations and identity of the brand,

4. number of consumers (loyalty),

5. other patented

brand assets - patents, trademarks.

Topic 6. Practical Brand Management: Brand Launch and Brand Profitability Control

The main business trends in the context of globalization are merger and acquisition. The
emergence of new brand dimensions - model "5 I": identity (identity), information (information),
imagination (imagine), immerse (immerse), intrigue (intrigue). Impact of e-commerce on brand
management.
Corporate brands of Japanese and Korean brands (the brand applies to all manufactured products
of the company).
Individual commodity brands of Western brands (one brand is one commodity category, one
purpose, one consumer group).
Advantages of product brands: more efficient manageability, deeper segmentation, stronger
positioning, taking into account regional market characteristics, the absence of negative
associations from the connection with goods of another commodity category.
Brand portfolio, brand architecture (linear structure - brand stretching, vertical structure - sub-
brands, complex organized hierarchy - umbrella brands. Brand cannibalism - the development of
one brand by destroying another. Cannibalism prevention measures.
Overbranding - overflowing the market with brands and the necessary measures. Multi-brand -
stretching one brand per product line and offering different benefits (taste, quality, quantity,
appearance and packaging, etc.)
Umbrella brand combines products of different product categories.
Brand stretching is brand modification while maintaining product category, purpose, target
audience, identity.
Brand expansion is the extension of the brand to a new segment of consumers and a related
product category.
A brand family is a family of products under one brand, experiencing both expansion and
stretching. Changing positioning and identity will also change the brand, even if the old
packaging and name is retained.
Joint branding is a joint development of several well-known brands.
Obsolescence, decline and brand renewal. Death of the brand.
Forming a trademark culture. Brand orientation. Strategic organization and brand management
structure.
Hiring and motivating employees in a vintage strategy. Effective internal communications in
branding.
The process of creating a new brand and bringing it to market includes:
1. market analysis and competitor positions (research),
2. studying consumer behavior, identifying unmet
demand,
3. testing the concept and innovative value of the brand,
4. Define a brand management strategy
5. positioning and creation of marketing communications,
6. registration of legal protection of the trademark,
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7. external audit of marketing hypotheses and brand offers,

8. internal branding.

Brand Manager's job responsibilities: responsibility for developing a brand management strategy,
leading brand position marketing research, monitoring the brand, coordinating the activities of
all departments in accordance with the branding strategy approved by the company's
management.

Development of the company's mission: determining the purpose and socially oriented goals of
the company, the main means of achieving goals, socially significant values.

The Corporate Code includes mission, corporate brand concept, governance principles and style,
corporate identity characteristics with partners, consumers and competitors, corporate conduct
rules, special traditions and code of ethics.

Corporate culture involves a certain system of informing, training, monitoring the profitability of
the brand. Brand margins are seen as a ratio of returns to brand assets. Modern methods of

controlling brand profitability.

4. Oo0pa3oBarejibHbIE TEXHOJIOTHHU

Ne Buabl yueOHbIX
HaunmenoBanue pasaena . OO0pa3zoBaTebHbIC TEXHOJIOTHHU

n/n 3aHATHI

1 2 3 4

1. |bpeHn-MeHemKMEHT: Jlexmusg 1. BBoanast neknus
SKOHOMHYECKAS, Cemunap 1. CobecenoBanue
IIPABOBAs U COLIMAIIBHO-
KyJIbTYpHas cpenia

2. |Konuennus ynpasnenus |Jlexuusa 2. Jlexuus — BU3yanusanus
OpenoM: ianupoanue |CemuHap 2. CemuHap o teme
cocrasisronux marketing |CamocrositensHast| KoHCynbTHpOBaHUE
mix OpeHaa pabota Occe

3. |UHTerpupoBaHHbBIN Jlexmms 3. Jlekuus — Bu3yanuzanus
OpEeHIUHT U Cemunap 3. CemMuHap no teme
MO3UIMOHUPOBAHNE B CamocrosrenbHast| KoHcynbTHpOBaHNE U IPOBEPKA
OpeHA-MEHEeHKMEHTE pabota JIOMAIITHUX 33JJaHuI

4. |MapkeTHHroBbIE Jlexuus 4. [IpoGnemuas nexuus
uccaenoBanus B OpeHn-  |CemwuHap 4. CemuHap 1o Teme
MEHEI)KMEHTE: OpeH - CamocrostenbHast| TecTupoBanue
TPEKUHT paborta

5. |Ouenka Openaa u Jlekims 5. Jlexuus - BU3yanuzanus
MapOYHBIN KalUTAaJl Cemunap 5. CemMuHap no teme

CamocTositenbHast | KOHTpOIBHBIN OIIPOC
pabota

6. |IIpakTrueckuii OpeH- Jlexuus 6. Jlekuus - BU3yanuzanus
MEHE/KMEHT: BbiBoA Ha  |CemuHap 6. Occe
PBIHOK TOProBoi Mapku u |CamocTosTenpHas
KOHTPOJIb pabora
peHTal0enbHOCTH OpeH ia

B nmepuwonm BpeMEHHOTO0 MPHOCTAHOBJICHHUS IOCCHICHUS  OOYyYarOIMMUCS

nomemiennit u tepputopun PITY. mus opranmsarum ydyeOHOro mpoiiecca c
MPUMEHEHUEM DJIEKTPOHHOTO OOYy4YeHUs W JUCTAaHIIMOHHBIX 00pa30oBaTEIbHBIX




TEXHOJIOTUN

20

MOI'yT OBITH  HCITOJIB30BaHbI

TEXHOJIOTUH:

— BUJICO-JIEKIINH;
— OHJIAH-JIEKIIMH B PEKUME PEANIBHOTO BPEMEHU;
— DIIEKTPOHHbIE YYEOHUKH, yueOHbIE TOCOOMS, HAyYHbIE U3JaHUsl B 3JIEKTPOHHOM
BUJIE U IOCTYH K UHBIM 3JIEKTPOHHBIM 00pa30BaTeIbHBIM PeECypcaM;
— CHCTEMBI ISl DJIEKTPOHHOTO TECTUPOBAHMUS;
— KOHCYJIbTallMM C UCIIOJIb30BAHUEM TEIEKOMMYHHUKAIMOHHBIX CPEJICTB.

5. Onenka njaHMPyeMbIX pe3yJbTATOB 00y4eHHs

5.1.

Cucrema OLICHUBaHUA

(130014 (S

oOpa3zoBaTeIbHbIC

®opMa KOHTPOJIS

Makc. KoJIn4ecTBO

0aJ1J10B
3a oany Bcero
padorty
Texymiuii KOHTPOJIb:
- onpoc 5 6annos 30 bannos
- yuacmue 8 OUCKyccuu Ha cemunape |5 bannos 10 6annos
- acce 10 6annos 10 6annos
- KOHMPOJIbHAA paboma 10 6annos 10 6annos
[IpomexyTouHnas arrectauus 40 bannos
(9K3aMeH)
HToro 3a cemecTp - IK3ameH 100 b6annos

[Tomy4yeHHBI COBOKYIHBIA pe3yJbTaT KOHBEPTUPYETCS B TPAAULMOHHYIO IIKalTy OLEHOK W B
mKainy oneHok EBpomeiickoill cucteMsl mepeHoca u HakoruieHus kpeautoB (European Credit
Transfer System; nanee — ECTS) B cooTBeTcTBHM € TabIUIEH:

100-6annpHas T — [lIxana
1IKaja ECTS
95-100 A

33 _94 OTJIUIHO B

68 — 82 XOpOIIO 3a4TEHO C

56 —67 D

50_ 35 YIOBJIETBOPUTEIHHO E

20 —-49 FX
0-19 HEYOBJIETBOPUTEIHHO HE 3a4TEHO F

5.1. Evaluation system

Control form

Max. number of points

For one job In total
Monitoring:
- survey 5 points 30 points
- participation in the discussion at the |5 points 10 points
seminar
- essay 10 points 10 points
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- test work 10 points 10 points
Intermediate qualification (exam) 40 points
Total per semester - exam 100 points

The total result obtained is converted into the traditional rating scale and into the rating scale of
the European Credit Transfer System (hereinafter - ECTS) in accordance with Table:

00-point scale Traditional scale ECTS scale
95— 100 A

2394 excellent B

68 — 82 good set off C

56 — 67 D

50— 55 well E

20 —49 . ) FX

0_19 unsatisfactorily not counted F

5.2. Kpurepuu BbICTaBJICHUS OIICHKU IO AUCIUIUIMHE

Banael/
HIkana
ECTS

Onenka mo
IMCUUILINHE

Kputepun oneHkn pe3yibTaToB 00y4eHus! 0 JMCHUIIIHHE

100-83/
AB

«OTJIIHYHO/
«3a4TEHO
(oTu4HO)»/
«3a4TEHO»

BricTaBnsiercsa oOy4daromemMycsi, €Cii OH TiTyO0KO U TPOYHO
YCBOWJI TEOPETUYECKUN U IIPAKTUYECKUIA MAaTeprall, MOKET
MIPOJIEMOHCTPUPOBATH 3TO HA 3aHATUAX U B XOJI€
IIPOMEXKYTOUYHOM aTTeCTal|H.

OOyyaromuiics KCUYEPIBIBAIOIIE U JTJOTHYSCKUA CTPOMHO
u3JaraeT yueOHbI MaTepuall, yMeeT yBI3bIBaTh TEOPHUIO C
MIPAKTUKOM, CIIPABIIAETCS C pEUICHUEM 3a/1a4
npodeCCHOHATBLHON HANPAaBIEHHOCTH BHICOKOTO YPOBHS
CJI0)KHOCTH, NIPaBUIILHO OOOCHOBBIBACT MPUHATHIC PELICHUS.
CB00OOIHO OpHUEHTUPYETCS B YU4eOHOU 1 MpodeccHOHATBHON
JUTEepaType.

OrneHka no JUCHUILTUHE BBICTABIISAIOTCS 00ydarolemMycs ¢
YYETOM PE3YIbTATOB TEKYLIEH U MPOMEKYTOUHOM aTTECTALIUH.
Komnerenuuu, 3akperiéHHble 3a AUCHUIUIMHOM,
c(hOpMHUPOBAHBI HA YPOBHE — «BBICOKUI.

82-68/

«XOpOoIIoY/
«324TEHO
(xoporto)y/
«324TECHOY

BrictaBnsiercs o0yuaromemMycs, €Ciid OH 3HaeT TEOPETUUECKUI
Y IIPaKTUYECKUN MaTepuai, FPaMOTHO U, 110 CYLIECTBY,
U3JIaraeT €ro Ha 3aHATHSIX U B XO/€ IPOMEXYTOYHON
aTTecTalluy, HE JIONYCKasl CyIECTBEHHBIX HETOUHOCTEM.
OOyuaronuiicss IpaBUIIbHO IPUMEHSET TEOPETUUECKHE
I0JIO’KEHHUS IIPU PEIICHNH NIPAKTUUECKUX 3aa4
npodecCUOHATBLHON HANPAaBIEHHOCTH Pa3HOIO YPOBHS
CJI0)KHOCTH, BJIaZIe€T HEOOXOIMMBIMHU ISl 3TOTO HaBBIKAMU U
MpUEMAMHU.

JlocTaTOYHO XOPOILIO OPUEHTUPYETCS B YUEOHOH U
npodecCHOHATILHOM JIUTEpaType.
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Banasl/ Ounenka no Kputepun oneHkn pe3yibTaToB 00y4eHus! 0 JUCHUIIIHHE
HIkana JTUCHHUILINHE
ECTS
OreHKa o JUCLUHUIUIMHE BBICTABIIAIOTCS 00Y4arOIEMyCs C
YYETOM PE3YIbTATOB TEKYLIEH U MPOMEKYTOUHOM aTTECTALIUH.
KomnereHumu, 3akperi€HHble 3a JUCHUIUIMHOM,
c(OpMHPOBAHBI HA YPOBHE — «XOPOLIHIY.
67-50/ «ynoBieTBopu | BeictaBnsiercs oOyuaromemMycs, €Ciid OH 3HaeT Ha 6a30BOM
D.E -TeTBHOY/ YPOBHE TEOPETUUECKUIN U IPAKTUYECKUNA MaTepral, T0IyCKaeT
«3a4TEHO OT/EJIbHbIE OIMIMOKY MPH €ro U3JT0XKEHNU Ha 3aHATHIX U B X0JI€
(ynoBineTBOpHU- | MPOMEKYTOYHON aTTECTALIUU.
TEJIbHO)»/ OOyuarouiics UCTIBITHIBACT ONpeIeEHHbIE 3aTPyAHEHUS B
«3a4TEHO» IIPUMEHEHNN TEOPETUYECKUX ITOJI0KEHNUN IIPU PEIICHUH
MPAaKTUYECKUX 3a/1a4 PO(eCCHOHAILHON HalpaBIEHHOCTH
CTaHJIAPTHOT'O YPOBHS CJIOKHOCTH, BJIa/I€€T HEOOXOAUMBIMU
U1 3TOTr0 0a30BBIMHU HAaBBIKAMH U PUEMAMHU.
JleMOHCTpUpYET JOCTaTOYHBIA YPOBEHb 3HAHUS YUECOHON
JUTEPATYPHI 10 TUCLHUIUIMHE.
OneHka no JUCHMILIMHE BBICTABIISAIOTCS 00ydarolemMycs ¢
Y4ETOM pe3ysbTaTOB TEKYILEH U MPOMEKYTOYHON aTTECTALNN.
KomnereHnumu, 3akpeni€éHHble 3a TUCIUIIIMHOM,
c(OPMHPOBAHBI HA YPOBHE — «IOCTATOYHBIHY.
49-0/ «HEYJOBIETBO | BricTaBnsieTcs o0ydaroniemMycs, €CJii OH He 3HaeT Ha 0a30BOM
F,FX PUTENBHOY/ YPOBHE TEOPETUUYECKUI U NMPAKTUYECKUN MaTepUAIL, JOIIyCKAET
HE 3a4TEHO rpyOble OLIMOKH MPU €ro U3JI0KEHUH Ha 3aHATUSAX U B XOJI€

IIPOMEXKYTOYHOM aTTeCTal|H.

OOyJaronuiicst UCTIBITHIBACT CEPhEIHBIC 3aTPYTHEHUS B
IIPUMEHEHNN TEOPETUUECKUX MOJI0KEHUH NIPU PELICHUH
MPAKTHUYECKUX 3ajia4 Npo(hecCHOHATBbHON HAIlPABIEHHOCTH
CTaHJAPTHOT'O YPOBHS CJIOKHOCTH, HE BJIaJIeeT HEOOXOIMMBbIMU
JUIS TOTO HAaBbIKaMU U NpUEMaMH.

JleMOHCTpUpYeT (pparMeHTapHble 3HaHUs yUeOHOH TUTEepaTyphl
10 TUCLUIIINHE.

OreHka Mo JUCHHUIUIMHE BBICTABIISAIOTCS 00YYaIOIEMYCs C
y4€TOM pe3yIbTaTOB TEKYIEH U MPOMEKYTOUYHON aTTECTALINU.
KomnieTeHIMn Ha ypoBHE «JOCTaTOUHBINY, 3aKPETUIEHHBIE 3a
JUCLIMILIMHOM, HE CPOPMUPOBAHBI.

5.2. Discipline Scoring Criteria

Scores/ Discipline Criteria for assessing the results of training by discipline

ECTS Scale | Grade

100-83/ Excellent Exposed to the student, if he has deeply and firmly mastered
theoretical and practical material, can demonstrate this in

A,B "counted classes and in the course of intermediate certification.

(excellent) "/

The student exhaustively and logically harmoniously sets out
the educational material, knows how to link theory with
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"counted"

practice, copes with solving the problems of professional
orientation of a high level of complexity, correctly justifies the
decisions made.

He is fluent in educational and professional literature.

The discipline is assessed by the student taking into account
the results of the current and intermediate certification.

Competencies assigned to discipline are formed at the level -
”high.ll

82-68/

Good

"counted
(good) "/

"counted"

He is presented to the student if he knows the theoretical and
practical material, competently and, in essence, sets it out in
the classes and in the course of intermediate certification,
avoiding significant inaccuracies.

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

It is quite well oriented in educational and professional
literature.

The discipline is assessed by the student taking into account
the results of the current and intermediate certification.

Competencies assigned to discipline are formed at the level -
llgood r

67-50/

D.E

"satisfactory "/
"counted
(satisfactory)
"/

"counted"

He is presented to the student if he knows theoretical and
practical material at the basic level, makes individual mistakes
in his presentation in classes and during intermediate
certification.

The student experiences certain difficulties in applying
theoretical provisions in solving practical problems of
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 in the discipline.

The discipline is assessed by the student taking into account
the results of the current and intermediate certification.

Competencies assigned to discipline are formed at the level -
"sufficient. "’

49-0/

"unsatisfactory

Presented to the student if he does not know theoretical and
practical material at the basic level, makes gross mistakes in
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"/ his presentation in classes and during intermediate
F,FX certification.

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

Demonstrates fragmentary knowledge of discipline teaching
literature.

The discipline is assessed by the student taking into account
the results of the current and intermediate certification.

Competencies at the level of "sufficient,” assigned to
discipline, have not been formed.

5.3. OueHouHble cpeAcTBa (MaTEpHUabl) AJIsl TEKYIIEr0 KOHTPOJIS YCIeBAEMOCTH,

HpOMG)I(yTO‘-IHOﬁ aTreCTaluu 06yqa10u114xc5{ IO JUCIHMITIIIMHE

ITo uroram n3y4eHus KaxJ10i TEMBbI IPOBOASATCS YCTHbIE M IMCbMEHHBIE OJIMI-OIIPOCHI B
paMKaxX KOHTPOJIbHBIX BOIIPOCOB 110 JUCLUILINHE.

I1K-3.1; ITK-3.3; T1K-3.4.; TIK-3.6; [1K-3.12

5.3.1. KOHTPOJIbHBIE BOITPOCHI 11O JUCHUITJIMHE.

1. PazBurtue xoHunenuuu 6penauHra. CooTHOIIEHUE OHATUH «OpPEH», «TOProBasi MapKa»
U «TOBAPHBIN 3HAK.

2. CymHOCTb U coJiep>KaHue NOHATUSA «OpeHa». YPOBHH KauecTBa OpeHaa.

Yro Takoe ycnenblii 6pena? Bamm npencraBienus 00 3TOM.

4. OnumuTte MoJeIr OpeHI-MEHEKMEHTA: 3aaJHbIi U a3MaTCKUH TI0IXO0IbI,

MIPEUMYIIECTBA U HEIOCTATKHU.

HazoBute o0si3anHOCTH OpeHI-MeHekepa. Bamu npeacrapieHus 06 3ToMm.

Onumure NpUINHHO-CIICICTBEHHYIO MPUPOAY KaruTana OpeHna.

7. BpeHa-meHeXMEHT U OpeHI-IUAePCTBO Kak crenudpuieckiue pyHKIUU COBPEMEHHOTO
yIpaBJICHUSI.

8. 3amaum OpeHaa B MOJIEIH JI0JITOBPEMEHHOTO PEKJIaMHOIO BO3JICHCTBUSI.

9. Pousb 1 MECTO TEXHOJIOTHI MeIMaMapKETUHTa B OPEH/I-MEHEPKMEHTE.

10. HazoBuTe 5 cOCTaBIAIOMIMX MApOYHOM IEHHOCTH.

11. CymHOCTb U TEXHOJIOTUH COBPEMEHHOTO OpeHTHEMHHTA.

12. Ha3zoBuTE KOHUEMIUU W/WIK MOJIEIH MapOYHOTO KanuTana.

13. B ueM cyTh ¥ MOJE3HOCTh METOAMKHU «Koyieco Openna»? Korna mnpumeHnsiercs sta
Meroanka? OTpakeHue uepapxuu norpedHocTe A.Macioy B cO31aHiH MO OpeH/Ia.

14. CymHOCTb U METOIbI SKCIIEPTHON OLIEHKH CTOMMOCTH OpeHa?

15. HazoBuTe 1enu OIieHKH CTOMMOCTH OpeH/a.

16. HazoBuTte 4 6a30BbIX apaMeTpa, BIUSAIOMINX HA CTOUMOCTh OpeH/a.

17. OCHOBHBIE COCTABJISIFOIIUE TTO3UITMOHUPOBAHKS OpeHa?

18. CymHocTh 1 MeTOIbI yripaBieHus "noptrdenem 6peHaos"

19. Yrto Takoe OpeHI-OpueHTHPOBaHHAS KOMITAaHUS?

(98]
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20. PeOpenauHr B MpakTHKe yIpaBiIeHUs: OpeHIUPOBAaHHBIM TOBAPOM.

21. ®opmupoBaHue CTPYKTYpbl OpeHA0BOro nopTdens: pazpaboTka apXUTEKTypbl OpEH/IO0B,
pa3BuTHE CyOOpPEHIOB.

22. Ha3oBuTe HallpaBlIeHUS U BUAbl HHTEpHET-OpeHINHTa.

23. Ctpareruu pa3BuUTHs OpeHI0B B II100aIbHOM CETH.

24. AxTyanbpHble HaIllpaBJICHUs POCCUIICKOTO phIHKA OpEeH/I-IHIepCTBa.

25. Oco0eHHOCTH POCCUICKON M MEXKTyHaPOJHON CUCTEM OXPaHbI U 3aIIUTHI TOPTOBBIX
MapoK.

5.3.2. IPUMEPHAS TEMATUKA KOHTPOJIbHbIX PABOT:

1. BpeHa-MeHEeIKMEHT KaK MPOLecC KOMIUIEKCHOTO YIPaBIEHUS TOPrOBOM MapKoil.

bpena-MeHeKMEHT Kak Mpoliece UCOIb30BaHUs apceHana MapKeTHHIOBBIX CPEJICTB

BO3/ICUCTBUS HA IOTPEOUTEIS.

VYnpaBieHue KOMIUIEKCOM MEPOTPUSITUI 1O CO3/IaHUIO0 TOBAPHOU MapKH.

4. VYmnpapineHHE KOMILUIEKCOM MEPONPUATUI MO PEKIAMHON apryMEHTaluu 1
CTUMYJIHUPOBAHUIO CObITAa OPEHINPOBAHHBIX TOBAPOB U YCIIYT.

5. VYmnpasieHnue OpeHIOM Kak croco0 J0O0UTHCSI HAMEUEHHOTO MO3UIIMOHUPOBAHUS TOBapa,
MapKu B CO3HAHUU MOKYTIaTesl.

6. Llenu u 3aaun OpeHI-MEHEPKMEHTA 110 CO3AaHUIO J0JITOCPOYHBIX B3aUMOOTHOILICHHH €

noTpeduTesIeMm.

Bpennunr B orpacisax u chepax Ouzneca

CoBpeMeHHbIE BO3MOKHOCTH OpEHI-TPEKHUHTa Ha PHIHKE YCIIYT.

[IpoaBwxeHre OpEHI0B U yIpaBJIeHUE UMHU B YCIOBUSX TJ100aIN3aIIUH

0. MexayHapoHast TpaKkTHKa YCIIEITHOTO OPEH I-MEHE[KMEHTA

(O8]

=0 0

5.3.3. TIPUMEPBI TECTOBBIX 3AJAHMIA:

1.Ycnemnpit OpeHI-MEeHEHKMEHT O3HAYaeT

a) opraHusaluio cobiTa ToBapa 4.IIponecc ynpasieHus: MapKETUHIOM
b) ocBoeHme prIHKa O3HAYaeT
C) MHTEHCHBHOCTb PEKJIAMBI 110 a) «J1enatb 000poT»
MIPOJIBIKCHUIO OpeH 1A b) «aesaTb pbIHOK»
d) CHHXPOHM3ALMIO /IeSITeIbHOCTH BCEX C) «AeNaTh pe3yabTaT»
nojpasjaejieHuil Mo pa3BUTHIO OpeHaa d) «meaaTp cpoc»
2.Peuienus no ynpaBjaeHUIO MapKETUHIOM €) «AeNaTh OCTPOEHUE
paccMaTpUBAIOTCS B TPEX aCMEKTax 5.MapKeTHHTOBBIN MOJIXO0] B PHIHOYHOM
a) ynpasJjieHHe NPeINpUsiTHEM, KOHLENINY YIIPABJIECHUS NPEAIPUATHEM
NoAYHHsIEMOe TPeOOBAHUAM PbIHKA a) TMOJyYeHUEe MTPUOBLIN 3a CUET
b) ynpaB/ieHHMe MapKeTHHI0BOI (pyHKIMeil yBEIUYEHUS 00beMa MPOoJIaxK
¢) ynpasJieHue ClpocoM b) mosydyeHue npuodbLIN 32 cUeT
d) rocyaapcTBeHHOE ynpaBiieHUE YOBJICTBOPEHHUS MOTPeOHOCTEH
€) ynpaBJeHHEe IPOU3BOJICTBOM nokynareJiei
C) MOJy4YeHHEe NPUObUIN 32 CUET UHHOBALIUH
3.CoBpeMeHHbIN OpeHA-MEHEKMEHT d) nonmyuyeHue npuOBLIM 3a CUET SIKOHOMUH
O3Hay4aeT €) NoJy4eHHe NPUObUIN 3a CUeT
a) IVIAaHMPOBaHNe U yNpaBJeHHe MHTETpaluu
NPOAAKAMH
b) ynpaBiieHne KOMMYHUKAIIUSIMUA Ha PbIHKE 6. MapkeTHUHroBble KOMIIOHETHI YIIPABICHUS
C) MHTEHCUBHOCTb PEKJIAMBI 110 OpeHIoM
MIPOJIBIKCHUIO OpeH 1A a) pa3paborka uaeu oOpeHjaa
d) OTBeTCTBEHHOCTBH 32 PeHTa0eIbLHOCTD b) ¢hunancupoBanue pazpaboTku OpeHa

OpeHna C) perucTpanus TOBapHOTO 3HaKa



d) ucciegoBanmne prIHKA

7. KoHKypeHTOCTIOCOOHOCTh TOBapa B
MapKETHUHTE OIPEIEIIICTCS

€) TPOU3BOIUTEISIMU

f) cobarogeHreM HOPMAaTHUBHBIX TAPAMETPOB

£) UHTEHCUBHOCTBIO PEKJIaMBI

h) pa3gaueit oOpa3ios

i) morpeduTeasIMHU

8. MapKeTHHTOBbIE KOMIIOHEHTBI YIIPABJICHHS
OpeHomM

a) TOBBIIICHHE 00bEMa BhIITyCKAEMBIX
TOBapoB

b) coBepIIEHCTBOBAHUE CTPYKTYPHI CIIYKOBI
MapKETHHTa

C) B3aMMOJICHCTBHE CTPYKTYPHBIX
MOJpa3IeICHUN TpeanpUATUS

d) ucciegoBanmne prIHKA

9. MenuaOpeHIuHT 03HAYAET
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a) MpUralieHre 3Be3HbIX TUYHOCTEH

b) coBepiieHCTBOBaHKE PEKIIAMHBIX aKIIUN

¢) mpouecc NpoJABUKeHHs OpeHa yepes
cpeAcTBa MaccoBoi MHGOPMaLUH

d) uccrenoBaHue prIHKA MaCCOBBIX
KOMMYHHUKaIUH

10. OpuenTanus 6usneca "Market in" — 370

JIESITENILHOCTD MPEATPHUSITHS C. ..

a) HUCIMOJIb30BAHHEM CTPATErnd TOBAPHO-
A PepeHIUPOBAHHOIO MAPKETUHI A

b) coznanmem ycaoBHii, IPU KOTOPBIX
NoTpeduTe b X04eT KYNNUThH TOBap
JAAHHOTO MPEeNMPHUSITUSI U ONPeaeTeHHOM
MapKu

C) WCIOJIb30BAHUEM aKTUBHBIX METOJIOB
cOBITa, MPOJIBUKEHHSI HA BECh PHIHOK

d) opuenTarueir Ha MacCOBBII PBHIHOK

€) npeaJioKeHHeM Pa3HbBIM cerMeHTaM
ONTHMAJbHBIX /115l HUX TOBAPOB

Kpurepun onieHKr 3HaHUI CTYJI€HTOB IIPU MCIOJIB30BAHUH TECTOB

M0 JUCHHUILIHMHE « TeXHOI0ruu 6peHI[I/IH1" a»

Ha MMOATOTOBKY OTBE€TAa CTYACHTY OTBOJAUTCA OJUH aKaJIeMI/I‘ICCKI/Iﬁ gac.

Kpurepun oneHku:

® OTJIMYHO — NPABUJILHBINA OTBET HA BCE TECTOBBIC 3aJaHHUS;
® XOpOIIIO - JOITYCKAeTCs 0 2-yX OMTMOOK MPH PEIICHUU TECTOBBIX 3aJaHU;
® YIOBJIETBOPUTEIbHO — 70 4 OMMOOK MO TECTaM;
® HeyJI0BJIETBOPHUTEIBLHO - Ooyiee 5 OMMOOK MPU OTBETE HA TECTHI.
Kpowme toro, nomyckaercs audpepeHunpoBaHHbIi MOAXO0A K OL[CHKE 3aaHMsl.

5.3. Assessment tools (materials) for current monitoring of academic performance, intermediate

certification of students in the discipline

Based on the results of the study of each topic, oral and written blitz surveys are conducted as

part of discipline control questions.
PC-3.1; PC-3.3; PC-3.4.; PC-3.6; PC-3.12

5.3.1. DISCIPLINE CONTROL QUESTIONS.

1. Development of the branding concept. The relationship of the concepts "brand," "brand"

and "trademark."

BN

disadvantages.

©ooNO O

The essence and content of the concept of "brand." Brand quality levels.
What is a successful brand? Your ideas about it.
Describe brand management models: Western and Asian approaches, advantages and

Name the responsibilities of the brand manager. Your ideas about it.

Describe the causal nature of brand capital.

Brand management and brand leadership as specific functions of modern management.
Brand objectives in the long-term advertising impact model.

Role and place of media marketing technologies in brand management.

10 Name the 5 components of vintage value.

11. The essence and technologies of modern branding.
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12. Name the concepts and/or models of branded capital.

13. What is the essence and usefulness of the "brand wheel" technique? When 1is this
technique applied? Reflects A.Maslow's hierarchy of needs in creating a brand model.

14. The essence and methods of expert assessment of brand value?

15. What are the goals for assessing brand value?

16. Name the 4 base parameters that affect brand value.

17. The main components of brand positioning?

18. The essence and methods of managing the "portfolio of brands"

19. What is a brand-oriented company?

20. Rebranding in branded product management practices.

21. Formation of the brand portfolio structure: development of brand architecture,
development of sub-brands.

22. Name the directions and types of Internet branding.

23. Strategies for the development of brands in the global network.

24 Current directions of the Russian brand leadership market.

25. Features of the Russian and international systems of protection and protection of brands.

5.3.2. SAMPLE TOPICS OF CONTROL WORKS:
1. Brand management as a process of integrated brand management.
2. Brand management as a process of using the arsenal of marketing means of influence on
the consumer.
. Management of a set of measures to create a trademark.
. Management of a set of events for advertising arguments and stimulating the sale of
branded goods and services.
5. Brand management as a way to achieve the intended positioning of the product, brand in
the mind of the buyer.
6. The goals and objectives of brand management to create a long-term relationship with the
consumer.

AW

7. Industry and Business Branding

8. Modern brand tracking capabilities in the service market.

9. Promoting and Managing Brands in a Globalizing Environment
10. International practice of successful brand management

5.3.3. EXAMPLES OF TEST TASKS:

1. successful brand management means

a. sales organization of goods

b. mastering the market

c. intensity of advertising to promote the brand

d. synchronizing the activities of all brand development departments
2. Marketing management solutions are addressed in three aspects:
enterprise management subject to market requirements
Marketing Function Management

demand management

public administration

Production Management

®Qo 0T

3. Modern brand management means
a. Planning and Sales Management
b. management of communications in the market
c. intensity of advertising to promote the brand
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d. responsibility for the profitability of the brand

4. marketing management process means
a) "make a revolution"
b) "make the market"
¢) "do the result"
d) "make demand"
f) "make a build"
5. Marketing approach in the market concept of enterprise management
a) making a profit by increasing sales
b) making a profit by meeting the needs of buyers
¢) making a profit through innovation
d) making a profit through savings
f) making a profit through integration

6. Brand Management Marketing Components
a. development of brand idea

b. brand development funding

c. trademark registration

d. market research

7. The competitiveness of the product in marketing is determined by
e. producers

f. compliance with regulatory parameters

g. advertising intensity

h. distribution of samples

i. consumers

8. Brand Management Marketing Components
increasing the volume of manufactured goods
improving the structure of the marketing service
interaction of structural divisions of the enterprise
market research

oo oo

9. Media branding means

inviting star personalities

improvement of promotions

the process of brand promotion through the media
Mass Communications Market Research

oo oo

10. Business orientation "Market in" is the activity of the enterprise with ...

a. using a commodity-differentiated marketing strategy

b. creating conditions under which the consumer wants to buy the goods of this
enterprise and a certain brand

c. using active methods of sales, promotion to the whole market

d. targeting the mass market

e. offering different segments of goods optimal for them

Criteria for assessing students' knowledge when using tests

in the discipline "Branding Technologies"
The student is given one academic hour to prepare a response.
Evaluation criteria:
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o excellent - correct answer to all test tasks;

e good - up to 2 errors are allowed when solving test tasks;

o Satisfactory - up to 4 test errors

o unsatisfactory - more than 5 errors when responding to tests.

In addition, a differentiated approach to the assessment of the task is allowed.

6. YueOHO-MeTOAMYecKOe U HHPOPMANIHOHHOE O0ecTiedeHe TN CHUTIITTHHbBI

6.1.

10.

11.

CHHCOK HCTOYHUKOB U JIATCPATYPhL

Hcemounuku:

OcHosgnvie:
I'paxxnanckuii kopekc Poccuiickoit @eneparmu. U.1 .11, III. — M.: «Mudpa-M», 2007. — 496
c.-Pexxum nocryna: http://znanium.com/bookread2.php?book=122306
3akoH P® ot 23 centabps 1992 r. Ne3520-1 «O ToBapHBIX 3HaKaX, 3HaAKaX 0OCITy)KUBaHUS U
3HaKax CTpaHBbI MIPOUCXOKACHHUS TOBapOB». Pexum JocTyna:
http://www.consultant.ru/document/cons_doc LAW_996/
3akon PCOCP or 22 wmapra 1991r. Ne948-1 «O KOHKYpEHIIMM M OTPaHHUYCHUU
MOHOIIOJIMCTUYECKON JEATENIBHOCTH HAa TOBAapHBIX pbIHKax» (B ped. 3akoHa P® ot 02
deBpans 2006 . Ne(19-D3). Pexxum JOCTYTIA:
http://www.consultant.ru/document/cons_doc LAW 51/
Oenepanbubli 3akoH oT 13 mapra 2006 1. Ne38-d3 «O pekiname». Pexum pocrymna:
http://www.consultant.ru/document/cons_doc LAW_58968/
3akoH P® or 7 depams 1992 r. Ne2300-1 «O 3ammre mnpaB mnoTtpedOuTenei» (c
m3meHenusmMu ot 02.06.1993 r., 09.01.1996 r., 17.12.1999 r., 30.12.2001 r., 22.08, 02.11,
21.12.2004 r., 27.07.2006r., 25.11.2006T., 25.10.2007r.). Pexum  pmocryna:
http://www.consultant.ru/document/cons_doc LAW_305/
3akoHogarenscTBO Poccuu o 3amute npas norpeduteneii: COOpHUK HOPMAaTUBHBIX aKTOB. -
Uzn-e 5-e, mepepad. u gom. / MexayHnapoaHas kKoHpenepamus oo1mecTs norpeduteneid. M.:
IOpunnueckas pupma «JIET'AT», 2003. — 288 c.

Jlononnumenvhule:
[TpaBuia Toprosiu u o0cykuBaHus HaceneHus:: COOPHUK HOPMATUBHBIX aKTOB. - M31. 4-¢,
nepepad. u gom. / MexayHapogHas KoHdenepanus oOmecTtB morpebureneid. M.:
IOpunuueckas pupma «JIETAT», 2002. — 157 c.
®denepanpHblil 3ak0H 0T 10 utoHs 1993r. Ne5115-1 «O ceprudukanuu IpoayKIIUNA U YCIYT
(B pen. @enepanbHoro 3akoHa ot 31 urons 1998r Nel54-03).

Jlumepamypa:

OcHosnas:
bacosckwii JI. E. Mapkertunr : yue6. mocobue / JL.E. bacockuii, E.H. bacoBckas. — 3-e
u3n., mnepepad. m gmon. — M. : MH®PA-M, 2018. — 233 c. + [lon. marepuaibl
[DneKTpOHHBIH pecypc; Pexum JOCTyTa: http://www.znanium.com.-

www.dx.doi.org/10.12737/18431.

KunerioBa Onbra HukonaeBna, CTpaTerudeckuii MAapKETUHT JJIsi MarucTpoB: YUeOHHK /
[Tox ob6mr.pen. O.H. Xunsioroit - M.: By3osckuii yueonuk, HUL] UHDOPA-M, 2016. - 354
c.: 60x90 1/16. - (bunanacoBsiii yauepcuteT npu [IpaBurensctee PD) . ISBN 978-5-9558-
0434-7 - Pexxum noctymna: http://znanium.com/catalog/product/505690

Kotnep ®. Mapketunr or A go f: 80 KOHUENUMA, KOTOPBIE JOHKEH 3HATH KaXKIbIi
MeHemkep: YueOoHoe nocobue / Kornep @., BunorpamoB A.IL., Yex A.A., - 7-¢ u3n. -
M.:Anbnuna [1a6m., 2016. - 211 c.: 60x90 1/16 ISBN 978-5-9614-5717-9


http://www.consultant.ru/document/cons_doc_LAW_305/
http://www.consultant.ru/document/cons_doc_LAW_58968/
http://www.consultant.ru/document/cons_doc_LAW_51/
http://www.consultant.ru/document/cons_doc_LAW_996/
http://znanium.com/bookread2.php?book=122306
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12. Cunsea M MuxaitnoBHa, MapkeTuHr aias MaructpoB: YueObnuk / Ilog oOmr. pen.
N.M.Cunsesoii - M.: Byzosckuii yueonuk, HUL[ UHOPA-M, 2016. - 368 c. ISBN 978-5-
9558-0419-4 - Pexxum noctyna: http://znanium.com/catalog/product/501125

13. Cuctemblit OpeHA-MEHEIKMEHT: YUYeOHHMK [UIS CTYAEHTOB BY30B, OOydaroluxcs IO
CHeNMaTbHOCTH MeHekMeHTa U MmapkeruHra / 'pome W.B., Kpacnocnoboaue A.A. -
M.:IOHUTU-JAHA, 2015. - 655 c.: 70x100 1/16 ISBN 978-5-238-02203-1 - Pexxum
noctyna: http://znanium.com/catalog/product/882735

Hononnumenvras:
14. Anekcynun, B. A. MapkeTusr [nexkTpoHHbIN pecypc] : YueOnuk / B. A. AnexkcyHuH. — 6-
e u3a. — M.: U3natenbcko-Toprosas kopnopauus «/lamkos u K°», 2014. — 216 c. - ISBN
978-5-394-02296-8 - Pexxum noctyma: http://znanium.com/catalog.php?bookinfo=511979

15. bpenn B coBpemeHHOW KynbType: Monorpadus/Imutpuesa JIL.M. - M.: Maructp, HUILI
NH®PA-M, 2018. - 200 c.:- Pexxum noctymna: http://znanium.com/catalog/product/941943

16. bpeun / Makames M.O. - M.:IOHUTU-ITAHA, 2015. - 207 c.: ISBN 5-238-00635-7 -
Pexxum noctyna: http://znanium.com/catalog/product/859090

17. KapnioBa Cseriana BacuibeBHa, YnpaBiieHHE MapKETUHIOM: YUEOHHK M HPAKTHUKYM /
Kapnosa C.B., Tropun JI.B. - M.:/lamkoB u K, 2017. - 366 c. ISBN 978-5-394-02790-1 -
Pexwum nocryna: http://znanium.com/catalog/product/937261

18. MamontoB C.A., I'ne6osa H.M. VmnpasineHue MapKETUHIOBBIMH IIPOEKTaMM Ha
npennpustuu .- M.: Uadpa-M, 2017.

19. CunsieBa Mura MuxaiinoBna, Ilpaktukym no mapketunry: IIpaktuxym / Cunsiea .M.,
3emisik C.B., Cunsie B.B., - 6-¢ u3n., mepepa6. u gom. - M.:Jlamkos u K, 2018. - 240 c.:
ISBN 978-5-394-02680-5 - Pexxum noctyma: http://znanium.com/catalog/product/937468

20. ConosweB b.A., MemkoB A.A., MycaroB b.B. Mapketunr. Yueouuk.-M, Undpa-M,2014.

6.2. Ilepedenb pecypcoB HH()OPMALIMOHHO-TEIEKOMMYHUKAIIMOHHOM ceTu « HTepHeT».

Hanmonanwsnas snexrponnas oudnauorexa (H3b) www.rusneb.ru
ELibrary.ru Hay4nas anekTponHas 6ubimoreka www.elibrary.ru
Onexrponnas oubnuoreka Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

6.3. IIpodeccnonanbubie 0a3bl JAHHBIX M HHGOPMALMOHHO-CIIPABOYHbIE
CHCTEMBI

Hoctym k npodeccrnoHanbHbIM 6a3aM maHHBIX: https:/liber.rsuh.ru/ru/bases
WubopMaimoHHbIE CITPABOYHBIC CUCTEMBI:

1. Koncynsbtant Ilmoc

2. Tapanr

7. MarepuajibHO-TeXHHYECKOe o0ecredyeHue TN CIUTINHbI

JIeKIIMOHHBIN KypC NUCHUIUIMHBI UMEET MYJIbTUMEAUMHOE CONPOBOXKACHHUE (MYyJIbTUMEINITHBIC
JMeKIuu XxpaHsaTcs Ha Kadexape). s oOecrieueHus JEKIMOHHOTO Kypca HEOOXOIUMBbI
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KOMITBIOTEpP M TPOEKTOpP, a TaKXkKe MPOrpaMMHOE OoOecreueHue, IS MoKa3a MPE3CHTAIud |
pa3IMYHBIX MATEPHAIIOB.

CeMmuHapckue U NPAKTUYECKUE 3aHATHUS MPEANOAraloT BHIIOJHEHHE NMPAKTUUYECKUX 3aJaHui,
MPOBECHUE MTPE3CHTAIINN, pEIICHUE MPAKTUUECKUX 3aJ1a4, IEMOHCTpAIUs TBOpUYECKUX padot. B
COOTBETCTBHUU C 3TUM JIJIs YCIEITHOTO OCBOCHUS NUCIUILIMHBI KOMIIBIOTEP U IIPOEKTOP, a TAKKE
IporpaMMHoOe obecrieueHue, Uis oKasa Mpe3eHTalui U pa3InyHbIX MaTepUaIoB.

Jns  obecriedeHust JAUCHUIUIMHBI  HCIIOJIB3YETCS  MaTepHalbHO-TEXHHUYecKas 0aza
00pa30BaTEeNbHOTO  YUPEXKACHUS: Yy4deOHble ayIUTOPHHM, OCHAIIEHHBIE KOMIIBIOTEPOM H
MIPOEKTOPOM JIJIsl IEMOHCTPAIIMH yUE€OHbIX MaTepHaJIOB.

CocTaB nmporpaMMHOTO 00€CIICUCHHUS
1. Windows

2. Microsoft Office

8. O0Oecneuenue 00pa3oBaTEIBLHOIO MpoLECCA AJIS JHUI ¢ OTPAHUYCHHBIMH
BO3MOKHOCTSIMM 310POBbSI 1 HHBAJIH/I0B

B xome peamuzanuy AMCHMILTAHBI WCHOJB3YIOTCSA CJEIYIONINE OMOTHUTEIbHBIE  METOIBI
o0ydeHusI, TEKYIIero KOHTPOJIS YCIEBAEMOCTH M IMMPOMEKYTOYHON aTTECTAIlMK OOYJArOIIUXCS B
3aBHCHMOCTH OT UX WHAUBUAYAIbHBIX OCOOCHHOCTEH:

® IS CJENBIX U CIIA00BUIALINX:
- JeKuuu OQOPMIIIOTCS B BHUJE DJIEKTPOHHOTO JIOKYMEHTA, JOCTYITHOTO C MOMOIIBIO
KOMITBIOTEPA CO CICIMATN3UPOBAHHBIM MPOTPAMMHBIM 00ECTICUCHUEM;
- MMCHbMEHHBIC 33JJaHUS BBIOJHSIOTCS HA KOMITBIOTEPE CO CIIEIHATU3UPOBAHHBIM IPOTPAMMHBIM
o0ecrnieueHrneM, UM MOTYT OBITh 3aMEHEHBI YCTHBIM OTBETOM;
- oOecrieunBaeTCs MHANBUIYAIBHOE paBHOMEpHOE ocBenieHne He MeHee 300 JroKc;
- JUIs BBHINIOJMHECHHS 3aJlaHusl TPU HEOOXOAMMOCTH TMPEAOCTABISICTCS —YBEIMYHBAIOIICE
YCTPOKCTBO; BO3MOXHO TaK)K€ MCIIOJIb30BAaHNE COOCTBEHHBIX YBEIMUUBAIOIIUX YCTPOUCTB;
- MUCBMEHHBIC 3a/1aHusT OPOPMIIIOTCS YBEIHUECHHBIM MIPU(TOM;
- 9K3aMCEH M 3a4€T MPOBOASTCSA B YCTHOW (JOpPME WM BBINIOJIHIIOTCS B MHCbMEHHON (hopMme Ha
KOMIIBIOTEPE.

® IS TUIYXHUX U CIa00CTBIIIANTNX:
- Jexkuuu OoQOpMIAIOTCS B BHIE DJIEKTPOHHOTO JOKyMEHTa, JHOO MpeAoCTaBisieTCs
3BYKOYCHJIMBAOIIAS anlapaTypa WHIUBHIYATEHOTO TTOJIh30BaHUS;
- MIICbMEHHBIE 3a/IaHUs BHITIOIHIIOTCS Ha KOMITBIOTEPE B MUCbMEHHOU QopMme;
- 9K3aMeH U 3a4€T MPOBOJATCS B MUCBMEHHOHN (hopMe Ha KOMITBIOTEPE; BO3MOKHO TIPOBECHHE B
dbopMe TecTUpOBaHHUSL.

e ISl TUI] C HAPYIICHUSIMHU OMTOPHO-IBUTATEILHOTO aIapara;
- JeKuuu OQOPMIIIOTCS B BHUJE DIIEKTPOHHOTO JIOKYMEHTA, JOCTYITHOTO C MOMOIIBIO
KOMITBIOTEPA CO CICIMATN3UPOBAHHBIM MPOTPAMMHBIM 00ECTICUCHUEM;
- MIMCHMEHHBIC 33JJaHUS BBIMOJIHSAIOTCS HA KOMITBIOTEPE CO CIICIHATU3UPOBAHHBIM IPOTPAMMHBIM
obOecreucHUEM;
- 9K3aMCEH M 3a4€T MPOBOASTCSA B YCTHOW (JOpME WM BBIIOJIHSIOTCS B MHUCbMEHHON (hopme Ha
KOMIIBIOTEPE.
[Tpu HEOOXOIMMOCTH MPETyCMAaTPUBACTCS YBEIMICHUE BPEMEHH IS IOJITOTOBKH OTBETA.
[Tpouienypa mpoBeACHUS MPOMEKYTOUHON aTTECTAIIUM IS OOYYAIONIMXCS yCTaHABIUBACTCS C
y4ETOM MX WHIUBUAYAIBHBIX NMCUXOPU3NYECKUX OocoOeHHOcTel. [IpomexyTouHas arrectanus
MOJKET IPOBOIUTHCS B HECKOJIBKO JTATOB.
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[Ipu mnpoBeneHHM NPOLEAYPHl OLEHUBAHUS PpE3yJIbTATOB OOYYEHHUS IperyCcMaTpUBAETCs
UCTIONb30BaHUE TEXHWYECKHX CPEICTB, HEOOXOAMMBIX B CBS3M C HHIUBUIYAJIHbHBIMU
0COOEHHOCTSIMH O00YYaromuXxcs. ITH CPEJCTBA MOTYT OBbITh NPEIOCTABICHBI YHUBEPCUTETOM,
WJIA MOTYT HCIIOJIb30BaThCS COOCTBEHHBIE TEXHUYECKHE CPE/ICTBA.
[IpoBeneHue mpoueaypsl OLEHUBAHUS PE3YyIbTaTOB OOYUYEHHUs JOMYCKAETCs C UCHOJIb30BAHUEM
JMCTAaHIIMOHHBIX 00Pa30BaTEILHBIX TEXHOIOTHI.
ObecneunBaeTcs AOCTYN K HWHGOPMAIMOHHBIM U OubOIMOrpauyeckuM pecypcaMm B CETH
WuTtepHer mis kaxzaoro oOywaromierocss B gopmax, aJanTHPOBAaHHBIX K OrPAaHUYCHHSIM HUX
3JI0POBbS U BOCIIPUATHUS MH(DOPMAIIH:

e JUIs CIENBIX U CIa00BUIAIINX:
- B Ie4aTHON (popMe yBEIMUYEHHBIM HIPUPTOM;
- B (hopMe 3IEKTPOHHOTO JOKYMEHTA;
- B popme ayauodaiina.

® I TIIyXUX U CIAOOCIHbIIIAIINX:
- B Ie4aTHOH (opme;
- B (hopMe 3JEKTPOHHOTO JOKYMEHTA.

® I OOYYarOIUXCsl C HAPYIICHUSIMH OTIOPHO-/IBUTATEILHOTO ammapaTra:
- B Ie4aTHOH Gopme;
- B (hopMe 3IEKTPOHHOTO JOKYMEHTA;
- B popme ayauodaiina.

Y4eOHble ayUTOPUH ISl BCEX BUAOB KOHTAKTHOM M CAMOCTOATEIBHON paboThI, HaydHas
O0ubsnoTeKa M MHBbIE MOMEIIEHUs [UId 00y4YeHMs OCHAIIEHBI CIelHaIbHBIM 000pYylIOBaHHEM U
Y4eOHBIMH MECTaMHU C TEXHUYECKHUMHU CPEICTBAMU O0YUCHUS:

® IS CJEMBIX U CIIA00BUAAIINX:

- YCTpOMCTBOM JUIsl cCKaHMpoBaHUs U uTeHus ¢ kamepoil SARA CE;

- nuciuteeM bpaiinsg PAC Mate 20;

- npunTepoM bpaitns EmBraille ViewPlus;

® IS TIyXHX U CIa0OCHBIIIAIINX:

- aBTOMAaTM3MPOBAHHBIM pPabOYMM MECTOM JJs JIoed ¢ HapylLIeHHeM ciyXa H
C1a00CIIBIIIAIINX

- aKyCTMUYECKHH yCUIIUTENb U KOJIOHKH;

e I O0YYaroIUXCsl C HAPYIICHUSIMH ONIOPHO-/IBUTATEJILHOTO amnapaTta:
- IEPEIBUKHBIMU, PETYJIHPYEMBIMHU 3proHOMHUYeckuMH napramu CH-1;
- KOMIIBIOTEPHON TEXHUKON CO CIEUAIbHBIM ITPOTPAMMHBIM 00€CIIeUCHHEM.

9. MeToanuyeckne MaTepHaJIbl

9.1. Ilnanel ceMHHAPCKUX/ MPAKTUUYECKUX 3aHATUI

Tema Nel (4 u.): «BpeHI-MeHeIKMEHT: IKOHOMHYECKAsS, IPABOBAasl M COIHAIBHO-
KYJbTypHasi cpeaa

1. Bonpock! mist o6cyxaeHus:

1. OxapakrepusyiiTe 0COOEHHOCTH 3aKOHOAaTeNIbHOM 0a3bl PO B o0mactu OpeHauHra..

2. Kakne 00beKTHBHBIE TIPOIIECCHl OKA3bIBAIOT BIMSIHUE HA Pa3BUTHE OpeHI-MEHEIKMEHTa
3. Kakue cocrapistonme S3KOHOMHUYECKOHN Cpe/ibl B OpeHI-MEHEPKMEHTE BbI 3HaeTe?

4. Onpenenure 0COOEHHOCTH MPABOBOM cpe/ibl OpeHa B cepe yCIiyr.

5. JlaiiTe XapakTepUCTUKY 3JI€MEHTOB (DMPMEHHOTO CTHIIS OpeHpa.

6. Kakue OpeHIbI MOXXHO XapaKTepu30BaTh KaK "PYCCKUH CTHIIB" Ha MEXTYHApPOIHBIX
pBIHKax?

7. OCHOBHBIE COCTABIISIFOIINE COIMATBHO-KYJIBTYPHOM Cpeibl OpeHa.

8. MeTozpl OLIEHKH CTOMMOCTH OpeH/1a B YCIIOBUSAX COBPEMEHHOI'O PHIHKA.
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9. Ilupamuia eHHocTe# OpeHaa B MpeCTaBICHUN OTPEeOUTENEH.
10.CymHOCTh MAPKETUHTOBBIX KOMMYHHKAIIMH B MPOLIECC CO3/IaHUs UMUKA OpeHa.

I1. CpaBHeHHe M aHAJIU3 OCHOBHBIX KOHIIEMIIUN U CTPATETUN yIIPABJICHHS OPEHIOM.
II1. O6cy:kaeHue COCTOSHUS POCCUICKOTO OpeHINHTa B COBPEMEHHBIX YCIOBHUSX .

Tema Ne 2 (64.): «KoHuenuusi ynpapjieHUs] OpPeHIOM: IUIAHUPOBAHHE COCTABJISIIOLIMX
marketing mix Openaa»

Bomnpocs! 11 o0cyxaeHust:

1. Kakue cocraBmsromue marketing mix OpeHJa Bbl MajkeTe OXapaKTepH30BaTh B KU3HEHHOM
ke ToBapa (OKL[T)?

2. Uem otnuyaetcs auddepeHnmanys OpeHaa oT ero AuBepcuduKaim’?

3. Oxapaktepu3yiTe BO3MOKHBIE COCTABIISAIONINE PEOPEHIMHTA.

4. Kakue MapouHble CTpaTeTuu MPOIBHKEHUS OpeHaa MpUMeHstoTcs B cucteme 4P ?

5. JlaiiTe XxapaKTepUCTHKY OCHOBHBIX ATAIIOB ITOCTPOEHUS OpeHa.

6. CyImHOCTh MapKETUHIOBOW CTPATETMH CO3/IaHUS U IIPOJABMKEHUS 'MapKu cemencTna'.

7. CymHOCTh MAapKETUHIOBOM CTPATETUH MPOABUKEHHS "MapKU-yHUKyMa'.

8. Postb ceilsi3 mpoMOyIlIeH B paCIPOCTPAHEHUH CIIPOCA Ha MAPKY

9. MepyaHaif3uHr Kak CTpaTerus pocta oObeMa MpOJaX M TOBBIILICHUS PEHTAOCIBbHOCTH B
OpeHauHTE..

3aaHue 1o TeMe:

3aoanue. Omnpenenute MO KaXIAOMY CIydaro, Kakue cocTaBisionue marketing mix OpeHzaa
IIPUMEHSIET IPEANPUATHE B MAPKETUHIOBOU JEATEIBHOCTH HA PHIHKE:!

a) KOHLEHTPUPOBAHHBIN MapKETHHT;

0) nuddepeHInpPOBaHHBII MAPKETHHT;

B) MacCOBBIIl MApKETHHT.

1. Kuuroroprosas omnrtoBasg ¢upma, paboTaromas ¢ MEIKOONTOBBIMM U  PO3HUYHBIMHU
MPENNPHUATHIMY, UIIET MyTH yBeaudeHus npuObuin. Ha ¢upme 3HaIOT, 4TO MHOTHE 3aKa3uMKH
Ha ATOM PBIHKE XOTAT cpa3y K€ IOJIy4aTb TOBAap, KaK TOJbKO OHM IMOKyHaroT ero. Ha naHHBIN
MOMEHT HU OJMH U3 KOHKYPEHTOB He 00ecreurBaeT IeHCTBUTENbHO OBbICTPOI AocTaBku. Pupma
MorJa Obl IepeTH Ha TPAHCHOPTHPOBKY CaMOJIETOM, YTO HMPUBEJIO Obl K YBETHUEHHUIO YHCTa e€
nokymnaresneil. Ho yckopeHne NT0CTaBKHM MOXKET CYIIECTBEHHO YBEJIWYUTH COBITOBBIE H3JIEPKKHU
Ha KaXayro eauHuiy Tosapa. [logxon nmpeanpusatus:

OO0bscHeHue:

2. ®upma «bbpITMAID) TOIBKO YTO BHEAPHWIIA B IPOU3BOJCTBO HOBBIN THUII TOJIMBOYHON MAILIVHBI
JUIs Ta30HOB, Ha3BaB ee «llonuBouyHas MammMHa IS JIIOOBIX pacTeHU», U Hayalla MporaraHay
MAaIllMHBl KaK «IOCJIETHEr0 JOCTM)KEHUS B Pa3BUTUHU TOJMBOYHBIX MaIllMH, KOTOphIE Ooiee
yA00HBI, yeM J0xkab». CorinacHo pekiame, NOJUBOYHAS MalllMHA «HE P)KaBEeT M HE JIOMAeTCs».
bonee Toro, oHa MMeET yHUKAJIbHBIE YaChl, KOTOPbIE aBTOMAaTHUECKH OTKJIFOYAIOT MAalIMHY 1OCIIe
YCTaHOBJICHHOT'O BpeMEHHM. A Korja MalllHa BKJIIOYAeTCs, JaBJICHHE BOJbI 3aCTaBIIET e€e
MOJI3TH IO TEPPUTOPUHU, TOITOMY TOJIHUB MPOUCXOIUT O€3 TOMOIHUTENHFHOIO MPUBOA MAIUHBI.
Osxupaercsi, 4yTo 3Ta MallliHa, pa3paboTaHHasi B HECKOJIBKMX MOJEJNSX, LleHa Ha KOTOpbIe
KousiebseTcst oT 2 10 7 ThIC. pyO., «...0yJeT MPOoAaBaThCs MUJUIMOHAMIY. «DTOT TOBap HACTOJIBKO
MIPEBOCXOJUT BCE OCTaJIbHbIE, YTO HHU OJIHO XO3SMCTBO HE 3aXOo4deT OcCTaThcsl 0e3 Takoi
MAaIINHbD.

3. lIBeitnas (abpuka «Imero» mpeajaracT HOBbIM aCCOPTUMEHT MY>KCKOHM M JKEHCKOUW OJICKIBI.
My>X4nHaM — NajnbTo, MOJYNAIbTO, KOCTIOMBI H OPIOKH; KEHIIMHAM — JIEMUCE30HHBIE U 3UMHHUE
najnbTo, KOCTIOMBI, [0OKHM, Optoku. I[lo croBam pyKOBOACTBa MNPEANPUATHS, «U3IETHS
MIPOM3BOJISATCS C YUETOM OOIICTIPUHATHIX TPAAULIUH, OTINYAIOTCS JOOPOTHOCTHIO, OyIyT JOJTO
HOCHUTBCS, TaK YTO IMOHPABATCA MOKymnarensaM oT 18 1o 60 ner». B nmnanax npeanpusaTis — BIXO
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Ha PBIHKUA 3a MpeAeliaMH CBOEro peruona. 4. dupma — MpPOU3BOAUTENHb CYNOB — HEIABHO
BHEJIpUJIa B TIPOU3BOJACTBO HOBBIM aCCOPTHUMEHT MOJy(haOpHKaTOB OBICTPOTO MPHUTOTOBJICHHUS,
yYCTaHOBMB HAa HOBUHKY TIOBBIIICHHYIO IIeHY. llopioHHBIE makeThl ¢ monydabpukatamu
MpeAHA3HAYaAIOTCS I Pa3orpeBaHUsl B MHUKPOBOJHOBBIX medax. OO0eapl He TpeOyroT
YTOMUTEIBHOTO IPUTOTOBJICHUS U 3aHUMAIOT MUHUMYM BpeMeHu. [lomydabpukarsl paccuuTaHbl
Ha OJWHOKMX JroAed. HOBBI acCOPTUMEHT TakKe JIOJDKEH IIPUBJIEYh BHUMAHHUE CEMEW,
COCTOSIIIUX W3 JBYX 4esoBeK. Takum oOpa3om, ¢pupmMa mojaraeT, 4YTo MOTCHIIMATBHBIA PHIHOK
st 10Ty (habpuKaToB — ATO JIFOJM, KOTOPBIE XOTAT M MOTYT ce0e TMO3BOJUTH TOTOBHTH €Ty
OBICTPO ¥ HEOONBIIIMMH MOPLUSIMHU, PACCYUTAHHBIMU Ha OJIMH Pa3s.

Tema Ne 3(4 4.): «MHTerpupoOBaHHBIi OPEHIUHT U NO3MLHOHMPOBaHNeE B OpeH/I-
MEHEIKMEHTEe»

Bomnpocs! 11st 06cyxaeHus:
1. CymHOCTS, IeJIA U 33/1a41 HHTETPUPOBAHHOTO OPEH/INHTA.
2. TpancnsTopsl OpeHa U IpaiBephbl B MOAEIH HHTETPHUPOBAHHOTO OpeHa.
3. dpaiiBepsl opraHu3aiii B MOJICITH HHTETPUPOBAHHOTO OpeH/IaA.
4. Ponb 1 Mecto YTII B mo3uiMoHUpOBaHUN OpeH .
5. Kak cBsi3aHbl TOBapHOE U 1IEHOBOE MMO3UIIMOHUPOBAHKE B MPOJBHKEHUH OpeHa?
6. B yem cyniHoCTh 3amaIHOTO TIOIX0/Ia BBIBOAA OpeH/1a Ha PHIHOK?
7. B ueM cyniHOCTh BOCTOYHOTO TOIX0/1a BEIBOIA OpeHIa Ha PIHOK?
8. B ueM cymHOCTh CMEIIaHHOTO MOAX0/1a BBIBOIA OpeH/1a Ha PHIHOK?
9. CnaraeMble KOMMYHHKAaIlUOHHOW KOMIAHWUU W OTJIMYMS IO TPOJBIKEHHUIO OpeHaa Ha
MPOJIyKTOBOM PBIHKE M PBIHKE YCIIYT.

KOHTpOHBHLIC BOIIPOCHI IO TEMC!

1. Oxapakrepusyiite (akTopbl, BIustonme Ha d3PGEeKTUBHOCTh (POPMHUPOBAHUS U yIPABICHUS
MapKETHHTOBBIMU KOMMYHUKAIMSIMU B OpPEH/I-MEHEIKMEHTE:!

- TUI TOBapa

- THI OpPTaHU3aIUN

- CTpaTeruu KOMIIaHUU

- TIOKYTIaTeNn

- ctaguu KT

- KOHKYPEHITUS

Tema Ne 4(4 u.): «MapKkeTHHIOBBIE HCCJIEJ0BAHUA B OpeH/A-MeHeKMeHTe: OpeH-
TPeKHHT"'»

Bormpocs! 1s1 00Ccy)aeHus:
1. OxapakTepusyiiTe OpeHA-TPEKUHT KaK JIUTEIbHOE MApKETUHIOBOE UCCIIEI0BAaHIE COCTOSTHUS
OpeH/ia Ha phIHKE.
2. CymHOCTh KOJWYECTBEHHBIX M KAaYECTBEHHBIX MApPKETHHTOBBIX HCCIICIOBAHWNA COCTOSTHUS
OpeH/a Ha IIeIeBOM PBIHKE.
3. Packpotite cymuocts MeToga DAGMAR B nocTHXeHUU PEKIIaMHBIX II€JIEH B MPOJABMKCHUHN
OpeH/ia Ha phIHKE.
4. OxapakTepu3yire METOJbl HUCCIECJOBaHMUS MOTPEOUTEITBCKUX IPETEH3Ul B COBPEMEHHOM
OpeHauHre.
5. CoBpeMeHHBII ypOBEHb MAapKETHHTOBBIX HCCJICAOBAaHUN B OpEHA-MEHEIKMEHTE C
MCIOJIb30BaHHUEM MiX METOIUK.
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KoHTpoJibHBIE BONIPOCHI 110 TEMe:

1. Crneuunduka AeITETLHOCTH CIELUUATMCTOB MAapKETOJIOrOB IO pa3paboTKe HOBBIX
TOBapOB U YCIYT.

2. KT0 oCymecTBIseT OpraHU3aluIo U IPOBEICHUE UCCIIEI0OBaHUHN PhIHKA?

3. Kaxue cneumanuctsl ¢y Obl MapKeTHHTa paboTal0T B CUCTEME MHTETPHUPOBAHHBIX
MapKETHHIOBbIX KOMMYHHKAIUN?

Tema Ne 5(4 4.): «Onenka OpeHIa M1 MAPOYHBIN KANTMTAD)

Bonpocs! qis 00cyxneHus:

1. B yem cynHOCTh 3aTpaTHBIX METOJIOB pacyeTa CTOUMOCTH OpeHjia?

2. B yeM CyIIHOCTb CPaBHUTEIILHBIX METOJIOB pacyeTa CTOMMOCTH Openaa?

3. B ueM cymHOCTh TOXOIHBIX METO/IOB pacdyeTa CTOMMOCTH OpeHa’?

4. Kak MOKHO NOJpa3/euTh chepy UCTIONb30BaHuUs OLICHKH Openaa?

5. Oxapakrepusyiire noustus "nu3uHr", "gppanyaiizunr", "ITUIEH3UOHHBIE COTTaIeHus".
KoHTpoJibHBIE BONIPOCHI 110 TEMe:

1. Ilpoanamu3upyiTe WCTOPUIO WCIOJIB30BaHUS (PpaHUali3MHAra TEPEUYHUCICHHBIX HUXKE
KOMIIAHUM:

- "EBpoceTts"

- "Anreka 36,6"

- JJaboparopwus "UnuButpo"

Tema Ne 6(6 4.): «IIpakTHyeckunii OpeHI-MeHEI)KMEHT: BBIBO/J HA PIHOK TOProBOil MapKH
1 KOHTPOJIb PeHTA0eJbHOCTH OpeHaa»

Bonpocs! qis1 00cyxneHus:

1. DTansl mporecca co31aHUsI HOBOW TOPrOBOM MapKH U BbIBOJA €€ HA PHIHOK.

2. Ocob6eHHOCTH BBIBOJIa HAa PHIHOK TOPTOBOM MapKH B CBSI3U C MOSBJICHUEM HOBBIX M3MEPEHUH
Openna - momens "SI".

3. BuinsiHME COBPEMEHHOM AJIEKTPOHHONM KOMMEpPIIMM HAa TEXHOJIOTMH BBIBOAA TOPrOBOM MapKH
Ha PBIHOK.

4. Kannubanu3m OpeHZa Kak COBpPEMEHHas peaJbHOCTh B OpeHIUHre M Mepbl IO €ro
MIPEI0TBPALLEHUIO.

5. OBepOpeHAMHT B IPAKTUKE OPEHI-MEHEPKMEHTA U MEPHI 1O 3aIUTE JIOKATBHBIX PHIHKOB.

9.2. MeTtoaudyeckue PCKOMCEHAAHHU 110 MOATOTOBKE NNCbMCHHBIX pa60T

Haydnoe cooOmienne Ha 0a3e Jokiaaa wik pedepara sSBISETCS KBaTU(PUKAIMOHHON
paboToll CTyJEHTa M TMOABOJUT HTOTH €r0 TEOPETHYECKOW M TMPAKTUYECKOW MOATOTOBKH IO
u3ydaeMoi aucrumuinie. [Ipyu moaroToBke HaAy4HOTO JOKJIaja CTYJICHT JOJDKEH MOKa3aTh CBOU
CIIOCOOHOCTH M BO3MOXKHOCTH TI0 PEIICHUIO PEATbHBIX MPOOJIEM, HMCIOJb3Ys MOJy4YECHHBIC B
nporecce oOyueHHs 3HAaHUS. MeETOAMYeCKHe YyKa3aHUs TO3BOJIIOT O0CCICYUTh CIUHCTBO
TpeOOBaHUH, MPEABABISIEMBIX K COACPIKAHHIO, KAUECTBY U O(OPMIICHUIO MTUCbMEHHBIX Pa0OT.

[Ipyn BBINONHEHMH NUCBMEHHBIX PA0OT MCMONB3YIOTCS BCE 3HAHUS, IIOJIY4YCHHbBIE
CTYICHTaMH B XOJI€ OCBOEHHS IUCIMILIMHBI; 3aKPEIUISIIOTCS HaBBIKM OQOPMIICHHS Pe3yJIbTaTOB
y4eOHO-HMCCIIeIOBATENbCKONH  pabOThl;  BBISBISIIOTCS yMEHHUST YeTKO (HOpMyITUpoBaTh U
apryMeHTHPOBaHO 0OOCHOBBIBATH MPEAJIOKEHUS U PEKOMEHJAllMK 110 BEIOPaHHON TeMe.

Breimonmuenue paboOThI  MpEAINoNiaracT KOHCYJBTAIMOHHYIO TIOMOINb CO CTOPOHBI
npenofaBaTens. B xoze BbIMonHEHHs paOOTHI CTYIEHT JOJDKEH IMOKas3aTh, B KaKoW Mepe OH
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OBJIa/IeJ]1 TEOPETUYECKUMHU 3HAHUAMHU M MPAKTUYECKMMU HABBIKAMH, HAYUYHJICS CTaBUTh Hay4YHO-
UCCIIEI0BATENBLCKUE NTPOOJIEMBI, J1€1aTh BBIBOABI U 0000IIATh MOITy4YE€HHBIE PE3YJIbTaThI.

IToaroroBka NUCbMEHHOM pa6OTBI HNMCECT I CJIbIO:

. 3aKpEIUICHNE HABBIKOB HAYYHOI'O UCCIIEIOBAHMS;

o OBJIAJICHHE METOJUKON UCCIIETOBAHMS;

o yriayOlieHHe TEOpeTHYeCKMX 3HaHMH B TNPUMEHEHMM K  KOHKPETHOMY
HCCIIE0BAHNIO;

. IIPUMEHEHHWE 3HAHUM TpH PEIICHHMH KOHKPETHBIX 3aJad yIpaBICHYECKOMN
NEeATEIbHOCTH;

. BBISICHEHHE IIOATOTOBJIICHHOCTU CTYJE€HTa K CaMOCTOATEIBHOMY PELICHUIO

npo0JIeM, CBA3aHHBIX C JUCITUTUIMHOM.
Obwue mpebosanusi.

JIJIs yCIEIIHOTO M KaueCTBEHHOT'O BBIIMTOJIHCHUS MMCBMEHHON HayYHOU paOOThI CTYACHTY
HEOOXOOUMO:

. MMETh 3HAHUS TI0 U3y9aeMOU TUCIUTIIHHE B 00beMe nporpammel PITY
. BJIAJIETh METO/IaMH HayYHOT'O HCCIIEIOBAHNS;
. YMETh UCIIOJb30BaTh COBPEMEHHBIE CPEACTBA BBIYUCIUTEIBHONW TEXHUKH, B

MIEPBYIO OYepe/ib MEePCOHAIBHBIE KOMITBIOTEPHI KaK B MPOIIECCE BHIMOIHEHUS, TaK U B MPOIECCE
odopmiieHus paboThl;

. CBOOOJTHO OPHEHTHPOBATHCS MPH MOI00PE Pa3TUUHBIX UCTOYHUKOB MH(OpMAIIH
U yMeTb paboTaTh CO crieluaibHON JIUTEepaTypou;

J yMeTh JIOTMYHO, TpPaMOTHO M HayyHO OOOCHOBaHHO (opMyIupoBaTh
TEOPETUYECKHE U MTPAKTUUECKHE PEKOMEH/IalliH, pe3yIbTaThl aHATIN3A;

. KBAUTU(QUIIMPOBAHHO O(QOPMIISTE TpapUUYeCKUil MaTepHall, WILTIOCTPHPYIOIIHI
cojiep>kaHue paboThI.

SIBngsCh 3aKOHYCHHOW CaMOCTOSITEILHOMN HaquO-HCCHCHOBaTeHBCKOﬁ p33pa6OTKOﬁ
CTYJACHTA, NMCbMCHHAA pa60Ta JOJI>KHa OTB€YaTh OCHOBHBIM Tp€6OBaHI/I$IMI

1. AKTyaJ'ILHOCTB TEMBI UCCJICJOBAHU.

2. [IpeameTHOCTh, KOHKPETHOCT W OOOCHOBAaHHOCTH BBIBOJIOB O COCTOSIHUU
pa3paboTKu MOCTaBICHHON POOIEMBI.

3. CooTBeTcTBHE YpPOBHS pPa3pabOTKM TEMBl COBPEMEHHOMY YPOBHIO HAay4YHBIX
pa3paboTOK, METOJMUYECKUX MOJOXKEHUH M PEeKOMEHAALMH, OTPaXKEHHBIX B COOTBETCTBYIOIIEH
JauTeparype.

[lpennaraemast cTyieHTaM TeMaTWKa pabOT SBJISETCA NPUMEPHOW M HE HCKIIOYAeT
BO3MO>KHOCTH BBITIOJTHEHUS paboThI MO MpobiaemMe, IpeyIoKEHHBIM cTyAeHToM. [Ipu aToM Tema
JOJKHA OBITH corylacoBaHa ¢ pykoBoauTeneM. [Ipu BbiOOpe TeMbl HEOOXOAWMO YUYHUTHIBATh, B
KaKkoil Mepe pa3padaTbiBaeMbIe BOIPOCHI 00ECIIEYEeHBI HCXOTHBIMHU JAHHBIMH, JIUTEPATYPHBIMHU
MCTOYHHUKAMHU, COOTBETCTBYIOT MHUBHUIyaJIbHBIM CIIOCOOHOCTSIM U MHTEPECAM CTYy/IEHTA.

Tpebosanus k cooepaircanuro u cmpyKkmype mekcma

[Ipennaraemas nmpuMepHasi TEMAaTHKa OXBAaThIBA€T IIMPOKUNA Kpyr BompocoB. [losTtomy
CTPYKTypa Ka)I0iW palbOThl JOJDKHA YTOYHATHCS CTYACHTOM C IIPENOJaBaTeNIeM, UCXOAS U3
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HaYYHBIX HMHTEPECOB CTYJIEHTa, CTENEHH NPOpabOTaHHOCTU JAHHOM TEMbl B JUTEpaType,
Hanu4yus HGOpMaIUH U T.I1.

OnHako KaxJasi MMCbMEHHAs Hay4Hasi paboTa JOHKHA UMETh!
- TUTYJIbHBIN JIUCT;

- OTJIaBJICHUE;

- BBEJICHUE;

- TJIaBbl W/WIIK Taparpadst;

- 3aKJII0YCHUE;

- CIHMCOK MCTIOJIb30BaHHBIX UCTOYHUKOB M JIUTEPATYPHI.

9.3. HMHbIe maTepHuabl

MeToauyeckue peKOMeHIAMH J1JIsl CAMOCTOSITeJIbHOI padoThI CTY/IEHTOB

CamocrositenbHass paboTa sIBISETCS OJHUM U3 BUAOB yueOHbIX 3aHsaTuil. Llenp
CaMOCTOSATENIFHON pPabOThl — MPAKTUYECKOE YCBOSHHME CTYJCHTAaMH BOIIPOCOB pa3paboTKu
CTpaTeTHil TOBENCHHS pPHIHOYHBIX AareHTOB Ha OCHOBE 3HAHUS OWOJOTHYECKHUX OCHOB
HKOHOMHYECKOTO TTOBEICHHSI MHIMBHIYAIBHBIX U TPYIIOBBIX TTOTPEOUTECH.

AynuTopHas caMoCTOsITelIbHAass paboTa MO JUCHUIUIMHE BBITMONHSACTCS Ha Y4YeOHBIX
3aHATHUAX M0J HENOCPEACTBEHHBIM PYKOBOACTBOM IIPENOAABATEINS U 110 €r0 3a1aHHUIO.

BueayauropHass camocTtositenpHas pa0oTa BBINOJHIETCS CTYAEHTOM 110 3aJaHUI0
npernoJiaBaTess, HO 0e3 ero HemoCPeICTBEHHOr 0 y4acTHsL.

3agaum caMOCTOSATEIbHOM PadoThI CTY/AEHTA:

- pa3BUTHE HABBIKOB CAMOCTOSITEIILHOW Y4eOHOM PaboTHI;

- OCBOCHHUC COJACPKaHUA AUCHHUILIINHBI;

- yIayOJieHHe CoJIepyKaHHs U OCO3HAHUE OCHOBHBIX TIOHSATHI JUCIUTUINHBL,

- WCTOJB30BaHUE MaTepuasia, COOPaHHOTO M TMOJYYEHHOTO B XOJAE CaMOCTOSITENBHBIX
3aHATUN A1 3G (HEKTUBHON MOATOTOBKHU K IK3aMEHY.

Bujbl BHeayAUTOPHOI caMOCTOATEIbHON PadoThI:

- CaMOCTOSATEIbHOE U3YUYE€HUE OTEIbHBIX TEM JUCLUIUINHBL;

- MOATOTOBKA K MOJEBOMY HCCIIE€AOBAHNIO, TBOPYECKUM THIIOBBIM 3aJaHUSIM;
- BBITMIOJIHEHUE JIOMAITHUX 3a/IaHUH 110 3aKPEIUICHUIO TEM.

Jlnsg  BbINOJMHEHMS JIOOOTO0 BHJIA CAMOCTOSITENIBHOM pabOThl HEOOXOJUMO MPONTH
CIIEAYIOIINE ATAIIbI:

- OIIpCACIICHUEC LCITN CaMOCTOSTCILHOM pa6OTI>I;

- KOHKPCTHU3aIHA MMO3HaBaTEIILHOM 3aJa4u,

- CaMOOIICHKA TOTOBHOCTH K CAMOCTOSTCIIFHOM pa60Te;

- BLI60p aICKBATHOI'O crocoba ,Z[CﬁCTBI/IH, BCAYLICTO K PCIICHUIO 3ada4M;

- IUIAaHUpOBaHUE PaOOTHI (CaMOCTOSITEIILHOW WM C TIOMOUIBIO TPENojaBaTeisl) Hal
3aJlaHuEM;

-OCYIIECTBJICHHE B TIPOILIECCE BBIMOJIHEHHUS CAMOCTOSTEIBLHONH pPabOThI CaMOKOHTPOJIS
(IpOMEKyTOYHOTO U KOHEUHOTO) PE3YJIbTaTOB pabOThl U KOPPEKTUPOBKA BBHITOIHEHUS PaOOTHI;



- pediexcus;

- Ipe3eHTaIus padoTHI.
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Ipunoxenus
Ipunoxenne 1. AHHOTAUSI AUCHHUILJIMHBI

Hucuuruinna «TexHomoruu OpeHInHTa» peanusyeTcs Ha GaxkyIbTeTe peKsiaMbl U CBsI3e
¢ 00111eCTBEHHOCTHIO Kadeapoil OpeHIMHTa U BU3YyalIbHbIX KOMMYHHUKAIIUH.

Hesab AucuumInHbI — B 00beMe yueOHOT0 IJ1aHa MOArOTOBUTh MarucTpa, 00J1a1aroiero
3HaHUAMU O MEXaHM3ME CO3JaHMs, MO3UIUOHUPOBAHMS U MPOJBHKEHHUS OpeH/a, YNpaBiIeHUS
OpeHJIOM ¢ TPUMEHEHHEM MAapKETHHIOBBIX TEXHUK M CHHXPOHH3ALUHU JIEATETBHOCTH BCEX
Mo/ipa3/iesieHnii KOMIaHUM JUTsl TalbHEHUIero pa3BuTHs OpeHa.

3agauM AMCUMIUIMHBI: TIOATOTOBUTh MarucTpa K peaqn3aluy cIeayomnuX KOMIETEHINH
OpeHI-MeHeKepa:

o co3/aHue OpeHza;
noJiep)KaHue U COXpaHeHHue OpeHa.

TUTAHUPOBAHKE COCTABIIIOMIUX marketing mix OpeHna;

WCCTIe0BaHUS PhIHKA B OpeH/Ia;

OpCH/I-TPEKHUHT;

IUTAaHUPOBaHKUE U KOHTPOJIb IPOU3BOJICTBA TOBAPOB, 00BEIMHEHHBIX OPEHIOM;
IUTAHUPOBAHMSI U YIPaBICHUS MPOIaXKaMHu;

IUTAaHUPOBaHKE, OpraHU3aI|s U MPOBEICHNE PEKJIIAMHBIX KaMITaHUH;

o KOHTPOJIb peHTa0eIbHOCTH OpeHa.

JlucuumuinHa HampaBieHa Ha pOpMUPOBaHNE KOMIIETECHITHIA:

[1K-3 CnocoGen pa3pabaTeiBaTh, TECTUPOBATh M BHEAPATh HHHOBALMOHHBIE TOBAapbI
(ycmyr), co31aBaTh HeMaTepUaIbHbIe aKTUBBI (OPEH/IBI) M YIIPABIATH UMH B OPTaHU3AIIH

B pesynbrare 0CBOCHUS TUCIUILTUHBI 00YYaIONIHICS JOIDKEH:
3HaTh:
- OCHOBHBbIE (YHKIHUU TOAPA3ACICHUN U CIYXKO OTIEIOB IO peKIaMe M CBS3SIM C
OOIIECTBEHHOCTBIO;
- TEXHOJIOTHIO TMOJTOTOBKM PEKOMEHJIAIMH Uil TPUHATHS MapKETHHTOBBIX pEUICHUH B
OTHOIIIEHUHU TOBapoOB (yCIIyT, OPEHI0B);
- MeToIpI cOopa 1 aHaIM3a MHPOPMAITUH [T PELICHHS TI0 YIIPABICHUIO OpEHIMHTOM;
- OCHOBBI IPOEKTHO-aHATUTUYECKOH IeATETHbHOCTH B KOMMYHHUKAIIMOHHOU cdepe;
- 0COOCHHOCTH TMOCTPOCHUSI MAPKETHHIOBOM MAaTPUILIBI M KOHLIENIIMH OpEH/INHTA;
- IOHATHE U CYIIHOCTh UMHUKA OpeH/a, penyTaluy;
- IPUHLUIIBI YIIPABICHUS UMHUDKEM OpeH/1a U peryTallMOHHBIMHI PHCKaMMU;
- OCHOBHbIE HH(POPMAIIMOHHBIE TEXHOJIOTHH, UCIIONIb3YeMbIe JIsl OPEHINHTa;
- IPUHLUIIBI YIIPABICHHUS OPEHANHTOM: TNIAHUPOBAaHUE, OPTaHU3aLUs, OIICHKa A (PEKTUBHOCTH;
- CTpaTeruu yrpasieHus noprdenem OpeHI0B;
- OCHOBHBIE KOHIICIIINH TEOPUU OPEHI-MEHEPKMEHTA;
- OCHOBHBIE METOJIbl IPUHATHUSA CTPATETHUECKUX PELICHUI B OpeHIUHTe
YMerTs:
- BBICTpanUBaTh paboTy moipa3esieHus B peaau3alii TEXHOIOTUH OpeHANHTa;
- TOTOBUTH PEKOMEHIAIMH JJIsl MPUHATHS MapKETUHTOBBIX PEIICHWH B OTHOIIEHWH TOBAPOB
(ycmyr, OpeHI0B);
- HCTIOJIH30BATh COOTBETCTBYIOIINE METObI aHAJIH34;
- Ha OCHOBE PEe3yJIbTaTOB W BBIBOJOB aHaM3a pa3paldaThiBaTh MPOEKTHI U KaMIaHUH B cdepe
OpeHauHTa;
- OlEHUBaTh BIHUSHHE (AKTOPOB BHEIIHEH M BHYTPEHHEW cCpelbl Ha SKOHOMHUYECKYIO
3P PEKTUBHOCTD AESATETHLHOCTH MPEIIPUSITHS;
- IPOBOJUTH TMATHOCTUKY KOMITAHUU KITUEHTA;
- pa3pabaTbIBaTh CTpAaTETUH YIPABICHUS OPSHIUHTOM U opTdheraeM OpeHI0B;
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- ONITUMU3UPOBATH MAPOUHBIH MOPTQEb;

- IPOBOJIUTH MEPONIPUSATHS 110 O3JOPOBIICHHUIO OpeH/Ia;

- CO3/1aBaTh U MOJJCPKUBATH UMUK OpeH/1a C IOMOIIbIO HHCTPYMEHTOB KOMMYHUKAIIH;

- aHAJIM3UPOBATH KIIFOUYEBBIE MTPOOIEMbI OpEH/I-MEHE)KMEHTA;

- IPUHUMATh y4acTHe B pa3padOTKe M pealn3alliy CTpaTernu OpeHAMHIa Ha OCHOBE aHajM3a
TaHHBIX MAPKETHHTOBBIX UCCIICTOBAHHHA

Bnagers:

- OCHOBHBIMH (hOpMaMH aIMUHHCTPATHBHO-OPTaHNU3AIMOHHOTO M CTPATETHUECKOTO YIIPaBICHHSI
OpeHMHTOM;

- HAaBBIKOM TIOATOTOBKH PEKOMEHIAIHIA JJIsl IPUHATHS MAapKETHHTOBBIX PEIICHUH B OTHOIIICHHH
TOBapoB (yciyr, OpeH/10B);

- HaBBIKAMH CUTYAIIMOHHOTO aHAJIH3a;

- HaBBIKaMHU pa3pabOTKH KOMMYHHKAIIMOHHBIX KaMITaHUu# OpeH/a;

- HAaBBIKOM TIOCTPOCHHUSI MAPKETUHTOBOM MATPHIIBI U KOHIICTIIIUH OpEHIMHT A,

- IPUHUUIIAMU U METOJIaMH JIMHEHHOTO U KaTerOpHaIbHOTO pacIIupeHus: OpeH 0B,

- TEXHOJIOTUYECKUMH PEIICHUSIMH, TEXHUIECKUMH CPEJICTBAMH, IPUEMAaMH U METOJIaMH OHJIAiH
1 o(1aiiH KOMMYHHKaIMK B Tpo(ecCHOHANTBHOM NesTeIbHOCTH 10 OpeHANHTY.

IIo AUCHUIIIIMHE MTPEAYCMOTPCHA IMMPOMCIKYTOYHAA aTTCCTAllMA B (I)opMe OK3aMCHa. O6I_L[a}1
TPYAOCMKOCTE OCBOCHUSA JUCHUIIIMHBI COCTaBIIACT 4 3a4eTHBIX CANHUIIBI.

The discipline "Branding Technologies" is implemented at the Faculty of Advertising and
Public Relations by the Department of Branding and Visual Communications.

Purpose of the discipline— within the scope of the curriculum, prepare a master who has
knowledge of the mechanism for creating, positioning and promoting a brand, managing a brand
using marketing techniques and synchronizing the activities of all departments of the company
for the further development of the brand.

Tasks of the discipline: to prepare a master for the implementation of the following
competencies of a brand manager:

o brand building;
maintaining and preserving the brand.
planning the components of the brand's marketing mix;
market and brand research;
brand tracking;
planning and control of production of goods united by the brand;
sales planning and management;
planning, organizing and conducting advertising campaigns;
brand profitability control.

The discipline is aimed at the formation of competencies:

PC-3 Able to develop, test and implement innovative products (services), create
intangible assets (brands) and manage them in the organization

As a result of mastering the discipline, the student must:
To know:
- the main functions of divisions and services of departments for advertising and public relations;
- technology for preparing recommendations for making marketing decisions in relation to goods
(services, brands);
- methods for collecting and analyzing information for a branding management solution;
- basics of design and analytical activities in the communication field;
- features of building a marketing matrix and branding concepts;
- the concept and essence of brand image, reputation;
- principles of managing brand image and reputational risks;
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- the main information technologies used for branding;

- branding management principles: planning, organization, performance evaluation;

- brand portfolio management strategies;

- basic concepts of brand management theory;

- the main methods of making strategic decisions in branding

To be able to:

- to build the work of the department in the implementation of branding technologies;

- prepare recommendations for making marketing decisions regarding goods (services, brands);
- use appropriate methods of analysis;

- based on the results and conclusions of the analysis, develop projects and campaigns in the
field of branding;

- evaluate the influence of factors of the external and internal environment on the economic
efficiency of the enterprise;

- to carry out diagnostics of the client's company;

- develop branding and brand portfolio management strategies;

- optimize brand portfolio;

- carry out activities to improve the brand;

- create and maintain brand image with the help of communication tools;

- analyze the key problems of brand management;

- take part in the development and implementation of a branding strategy based on the analysis
of marketing research data

To own:

- the main forms of administrative, organizational and strategic management of branding;

- the skill of preparing recommendations for making marketing decisions regarding

goods (services, brands);

- Situational analysis skills;

- skills in developing brand communication campaigns;

- the skill of building a marketing matrix and branding concept;

- principles and methods of linear and categorical expansion of brands;

- technological solutions, technical means, techniques and methods of online and offline
communications in professional branding activities.

The discipline provides for intermediate certification in the form of an exam. The total labor
intensity of mastering the discipline is 4 credit units.
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