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1. IlosicHuTEILHAA 32T CKA
1.1. Heapb u 3272494 AMCHUTIMHBI

Ilenp Kypca: M3ydyeHHE NPAKTUK PEKIAMHOro Jena B cdepe yciyr U TypusMa Hapsanay ¢ JpyTHMHU
KOMMYHUKAIIMOHHBIMM IIPOLIECCAMHM U TEXHOJIOTMSAMH; B OBJIAJACHUM OCHOBHBIMM TEXHOJOTHUSAMH
pEeKJIIaMHOTO Jefla, MPUEMOB MeIUa-IUIAaHUPOBAHUS M PEKIAMHOTO KOHCAJITHHTA; (hOpMHUpOBaHUH
npoeCCUOHATBHBIX KOMIIETEHIIM B OOJIACTH MAapKETUHTOBOW M PEKIAMHOW JEATeNbHOCTH,
OCYIIECTBIICHHS aHAIMTUYECKUX, IPOCKTHBIX U MPE3CHTAMOHHBIX paboT B ATOM 00JacTH.

3aza4yy IUCUUIUIAHBL

- YCBOEHHE CTYZEHTaMH OCHOBHBIX TEPMHHOB M OHATUI B 00JaCTH PEKJIAMHOTO JIeJ1a, UX BKIFOUYEHUS
B IPO()eCCUOHATIBHBIN SI3BIK CIELIMATIMCTA [10 CEPBUCY U TYPU3MY;

- BKJIIOUEHHME B MPO(ECCHOHAIbHBIM 0arak yMEHMs «4UTaTh» COBPEMEHHYIO peKiaMy, opopMIIsATh
TEXHUYECKOE 3aJJaHNE HA CO3JJaHUE PEKJIAMHBIX IIPOJYKTOB U IIPOU3BOAUTH SKCIIEPTU3Y TAKOBBIX;

- OBJIAJICHHE HEOOXOAMMBIMU NPO(PECCHOHATHHBIMA HABBIKAMU CO3/IaHUS PEKJIAMHOHM IMPOIYKIIUH,
COCTABJICHMS MEAMAIUIAHA JUUIS PEKJIaMHBIX KaMIIaHUI;

- (GopMHpOBaHHE HABHIKOB MPO(PECCHOHANBHOTO OQOPMIICHHS M TPOPECCHOHATBHOTO «UTCHHUS
pPEKJIaMHBIX MaTepuajoB Ha MPEIIpUATUSAX TypU3Ma U CepBUCA, CIIOCOOOB OpraHM3aluu Jeja B
JAHHOM 00J1acTH 1EATEILHOCTH.

Z[I/ICI_[I/IHJ'II/IHa peaAIN3yCTCs HA HHOCTPAHHOM A3bIKE.

1.2. llepeyeHnb MJIAHUPYEMBIX Pe3yJIbTATOB 00y4eHHs MO JUCIUILINHE, COOTHECEHHBIX €
HHIMKATOPaMH JocTH:KeHus komnerennuii YK-2.1, IIK-1.1, IIK-1.2

KoMnerennus Nuaukaropsl Pe3yabTarsl 00yueHus
(Koa 1 HAMMEHOBaHUE) KOMIIeTeHI[N I
(KOoJl 1 HANMEHOBAHUE)
YK-2 Criocoben YK-2.1 PaspabatsiBaeT | 3Hams: KOMMYHUKATHBHBIC
YIOPABISATH IPOEKTOM Ha KOHIICTIIIHIO MPOEKTa, | TEXHOJIOTUU MTPO(HEeCCHOHATLHOTO
BCEX ATAllax €ro OmpeAeNsieT €ro Lelu U | B3auMOJEHCTBUS B TYPUCTCKOM
JKM3HEHHOT'O LIMKJIA 3aJa4n WHyCTpUHU

Ymemus: Bo1OMpPATH CTUITH OOIIIEHUS B
TYPUCTCKOIN MHIYCTPUU U
OCYIIECTBIISITH B3aUMOJCHCTBHUE C
MOTPEOUTENSAIMU U
3aWHTEPECOBAHHBIMU CTOPOHAMHU
Bnademwv: HaBbIKaMHM BbBIOOpa CTHIIS
OOIIeHUsI B TYPUCTCKOH WHAYCTPHH H
OCYILIECTBJICHUS]  B3aUMOJEHCTBUA ¢

OTPEOUTENIMU "
3aMHTEPECOBAHHBIMH CTOPOHAMMU
I1K-1 Crocoben [1K-1.1 Bnageet HaBpikaMu | 3Hamb: METOABI PAOOTHI C
IIPOBOAUTH IIPOBEJICHUS [IEPCOHAJIOM, METO/IbI OLIEHKH KauecTBa
MapKETHHTOBbIE MapKETHUHTOBBIX U pe3y/lbTaTUBHOCTH TpYJla IIepcoHaa
UCCIIEJOBaHMS, HCCIIEI0OBaHUI U IPENNPUATHS TYPUCTCKON UHyCTPUU
COLIMOJIOTMYECKHE OMPOCHI, | BBIPAOOTKOI Ymems: npuMeHsITH METO/IBI pabOTHI C
IIPEIOCTABIIATh COOTBETCTBYIOIIUX [IEPCOHAJIOM, METO/IbI OLIEHKH KauecTBa

WH(OPMAIHIO M OKA3bIBATh | MPEAJIOKEHUN U pe3y/bTaTUBHOCTH TPYJla epcoHasa




UHBIE YCIYTY Ul aHalIu3a
CUTyalluU Ha PbIHKE
JeATEeIbHOCTH KOMIIaHUU

MPEANPUSITHS TYPUCTCKON UHIYCTPUHU
1 OCYILIECTBIISATh B3aUMOJCICTBUE C
MOTPEOUTEAMHU 1
3aMHTEPECOBAHHBIMU CTOPOHAMU
Braoems.: HaBBIKAMU B3aUMOIEHCTBUS
C IOTPEOUTEISIMU |
3aMHTEPECOBAHHBIMU CTOPOHAMU

ITK-1 Cnocoben
HPOBOJNTH
MapKETUHTOBBIC
WCCIIEZIOBAHM,
COLIMOJIOTHYECKUE OIPOCHI,
IPEIOCTABIATh
UH(OPMALIMIO U OKA3HIBAThH
MHBIE YCIIYTHU JUIS aHAJIH3a
CUTYyallud Ha PHIHKE
JEeATEILHOCTH KOMITAaHUU

[1K-1.2 Bnageer HaBBIKAMU
MIPOBEICHUS
COILIMOJIOTHYECKUX OIPOCOB
Y MHTEpIIpeTaIneH
MOJIYYEHHBIX PE3yIbTaTOB

3namb: TEXHUKO-9KOHOMUYECKOE
000CHOBAaHHE MHHOBAIIMOHHBIX
IIPOEKTOB B TYPUCTCKOW MHYCTPHUU HA
pa3HbIX YPOBHSIX

Ymems: IpUMEHITH METO/IBI TEXHUKO-
SKOHOMHYECKOE 000CHOBAHHE
HNHHOBAIIMOHHBIX HpOCKTOB B
TYPUCTCKOM MHJIYCTPUH HA Pa3HBIX
YPOBHAX

Braoemu: npUMeHSATb METOIbI
TEXHUKO-DKOHOMHYECKOE 000CHOBAHNE
MHHOBAIIMOHHBIX IIPOEKTOB B
TYPUCTCKOM MHAYCTPUH Ha Pa3HbIX
YPOBHSIX

1.3. MecTO AUCHUIJIMHBI B CTPYKTYpe 00pa30BaTe/JIbHOM MPOrPaMMbl

Jucuumnnuna (modyns) «Teopusi n nmpakTuka PR B coBpeMeHHBIX BHYTPHMKOPIOPATHBHBIX
KOMMYHHUKAIUIX» OTHOCUTCS K YacTH, (OPMUPYEMO yJaCTHHKAMH 00Pa30BATEIbHBIX OTHOIICHUN
0JI0Ka IUCUUIUIMH y4eOHOTO IJIaHa.

Jlist OCBOGHMSI TUCHUIUIMHBL (MoOyas) «PekiiaMHble TEXHOJIOTHH B TypU3Me (Ha aHTIUHCKOM
A3BIKE)» HEO0OXOIUMBI 3HAHUS, YMEHUS U BIIAJeHUS, COOPMUPOBAHHBIE B XOJI€ U3YUCHUS CIEAYIOIINX
TUCHUIUIMH W TPOXOXJICHUS TMPAKTUK: «AHanmu3 TI00adbHBIX TpPEeHAOB Oymymero», «Haydno-
uccienoBarenbckuii  cemuHap — «BHyTpeHHue — kOMMyHMKauun», «KOMBIOHMTH-MEHEIKMEHT
COLIMAJIBHBIX CETEN COBPEMEHHON KOMITAHUM.

B pesynbrare ocBOEHUS TUCIHUILUIUHBI (M00Y/s) (POPMHUPYIOTCS 3HAHUS, YMEHUS U BIAJCHHUS,
HEOOXOJUMBIC JJIi W3YYEHUs CIEAYIOIMX IUCHUILNIMH W TMPOXOXKACHHS TmpakTuk: HaydHo-
UCClenoBaTenbCkuii ceMuHap "OTKPBITBI Typu3M: WHHOBAIMM, KpayACOPCHHT, KoJutaboparus',
VYrpaBneHue UHBECTUIIMOHHBIMU U MHHOBAIIMOHHBIMU NMPOEKTAMU B TYpPHU3ME.

2. CTpyKTYypa THCHUTITHHBI
Oo6mas TpyA0E€MKOCTh TUCHUIUTHHBI cocTaBisier 3 3.e., 108 akamemuueckux yaca (OB).

CTpyKTypa JUCHUIIMHBI 1151 04HOH (POPMBI 00yUeHU S

O6bemM auctuIIMHBL B (OpME KOHTAKTHOW pPabOThI OOyYaromuxcsi ¢ TMeAaroruuecKuMu
paboTHUKaMu ¥ (WIK) JHUIIAMH, TPUBIEKaEMBIMH K peau3aliud 0O0pa3oBaTENbHON MpOrpaMMbl Ha
WHBIX YCJIOBHSX, IPU MTPOBEICHUH YICOHBIX 3aHSTHIA:

Cemectp | Tun yueOHBIX 3aHATHIA KonnuectBo
4acoB
2 Jlexnun 10
2 CemuHapbl/1abopaTopHble pabOTHI 20
Bcero: 30
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O0beM AUCHUIUTUHBI (MOYJIs1) B JOpME CAaMOCTOSTENILHON pabOoThl 00YJYAIOIIUXCS COCTABIISET
_60  akamemuueckux yaca(oB).

3. Coeprxanue U CUUILIMHBI

HaumenoBanme pa3jaena Conep:xkanue

AUCHHUILIMHBI

Tema 1. IlonsiTHe M CYHIHOCTH [Ipeamer, cymHOCTH MW 3aJaud  COBPEMEHHOU

peKJIaMbl peKJIaMbl, €€ MECTO B CHUCTEME MAapKETHHTOBBIX
KOMMYHHKaIuii.  Mudsl  pexigamMHOro  Jena.

Topic 1. The concept and essence
of advertising

Crenunduka ycnyru Kak o0beKTa peKIaMUPOBAHUS.
OCHOBHBIC TIPUHIMITBI U OCOOCHHOCTH PEKIAMHOM
NesTeIbHOCTH B TypusMe. Pa3sHooOpasme moaxomoB

K  ONpPENENCHUI0  pEeKJIaMbl.  XapaKTepUCTUKA
OCHOBHBIX (DyHKIMI pekiIambl (IKOHOMHYECKas,
couuasnbHas, KOMMYHUKaTUBHas,

oOpa3oBarenbpHas/BociuTarenpHas). Llenn u 3amaun
PEKJIaMBbI B TypH3ME

The subject, essence and objectives of modern
advertising, its place in the system of marketing
communications. Myths of advertising. Specifics of
the service as an object of advertising. Basic
principles and features of advertising activities in
tourism. A variety of approaches to defining
advertising. Characteristics of the main functions of
advertising (economic, social, communicative,
educational/educational). Goals and objectives of
advertising in tourism

Tema 2. Tpaguuum u coBpeMeHHOE
COCTOSIHUE PeKJIaMbl

Topic 2. Traditions and current
state of advertising

Bo3HukHOBEHHE €BPONENHCKOM peKkiaMbl Kak 0c0O0ro
Buja OusHeca. [lyreBoauTenu — nepBblid BUJ eUaTHOM
peknamsl Typu3Ma. TUIIONOTHs yTEBOIUTENEH.
Oco0eHHOoCTH, TEHIEHIIUU U TPOOJIEMBI pa3BUTHS
OTEUYECTBEHHOI'O PBIHKA peKIaMbl. Bo3MoKHOCTH
HOBaTOPCTBAa Y TBOPYECTBA B PEKIIAME.

The emergence of European advertising as a special
type of business. Guidebooks are the first type of
printed tourism advertising. Typology of guidebooks.
Features, trends and problems of development of the
domestic advertising market. Opportunities for
innovation and creativity in advertising.

Tema 3. Pekyiama B KOMILIEKCe
MapKeTHHIa

Topic 3. Advertising in the
marketing mix

[lonsATHE crcTeMBl MapKETUHIOBOM KOMMYHHUKAIIMH,
€€ poJib B KOMIIJIEKCE MAPKETUHIA.

B3anMocBs3b pekiaMbl ¢ OCHOBHBIMH CPEJICTBAMHU
MapKETHUHIOBBIX KOMMYHMKaALUN .MapKeTUHIOBBIE U
COLIMOKYJIBTYPHBIE UCCIIEA0BAHUS IIPH INIAHUPOBAHUU
U IIOATOTOBKE PEKIIAMHBIX KaMITaHuW. MeTonbl
PEKIaMHOTO UCCIIEJOBAHMS PhIHKA.

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

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

Tema 4. ConuajnHo-
ICUXO0JIOTHYECKHE OCHOBLI
peKJIaMbl

Topic 4. Social and psychological
foundations of advertising

Pexiiama kak MeTon — yHOpaBiIeHUS  JIIOJBMHU.
Hcnonb30BaHne B pekilaME€ OCHOBHBIX IOJIOXKEHUI
TEOpUU KOMMYHUKallMKM. BlusHHE XapaKTepUCTHK
LEJEBOM ayJUTOPUM HA MPOLECC BOCIPUATHUSA
pEKJIaMBbl. OcobenHoctu (dbopMupoBaHUs
POCCHUHCKOIO PBIHKA, POCCHMCKOrO Typu3Ma U
pOCCHICKOM pekJiaMmbl. PeknaMHOe MpOJBUKEHUE
HeiimuHra W OpeHauHra. bpeHIuHr u peOpeHAUHT
POCCHUIMCKUX KOMIIAHUM.

Advertising as a method of managing people. Using
the basic principles of communication theory in
advertising. The influence of target audience
characteristics on the process of advertising
perception. Features of the formation of the Russian
market, Russian tourism and Russian advertising.
Advertising promotion of naming and branding.
Branding and rebranding of Russian companies.

Tema 5. HopmaTuBHO-nIpaBoBasi
0a3a peKJIaMHOM /1eAITeJIbHOCTH

Topic 5. Legal framework for
advertising activities

®enepanbHblil 3akoH «O pekname». Bepeus 2003 r.
C IOCJIEAYIOIMMHU IONpaBKaMu. MexayHapoIHbIN
KOJIEKC PEKJIaMHOW MPaKTUKU, MPUHATHIA B [laprxke
B 1987 .

[IpaBoBblE acHeKTbl PEKIAMHOM JE€ATEIbHOCTH.
OO0111eCTBEHHBIN KOHTPOJIb 3a PEKIaMOU.

Federal Law “On Advertising”. Version 2003 with
subsequent amendments. International Code of
Advertising Practice adopted in Paris in 1987.

Legal aspects of advertising activities. Public control
over advertising.

Tema 6. Knaccupurxanus n
XapaKTePUCTUKA PEKJIAMHBIX
cpeacTB

Topic 6. Classification and
characteristics of advertising media

[ToHsiTHE W OCHOBHBIC MOAXOJBI K KIacCHU(pUKALUU
pPEKJIaMHBIX CpPENICTB. XapaKTePUCTHUKA HIIEMEHTOB
CPEICTB peKJaMbl (TEKCT, U300paKeHHe, IIBET, CBET,
3BYK, MIPUPT, pUCYHOK, TpaduuECKUE FJIEMEHTHI).
YcnoBus BEIOOpa pEKIaMHBIX CPEACTB.

Concept and basic approaches to the classification of
advertising media. Characteristics of advertising
media elements (text, image, color, light, sound,
font, drawing, graphic elements).

Conditions for choosing advertising media.

Tema 7. PazpaGoTka pexki1aMHOM
NMPOAYKIHH

Topic 7. Development of advertising
products

Metoauka pa3paboTKu peKJIaMHBIX MaTepHUasoB.

CtpykTypa PEKIaMHOTO oOpareHus u
XapaKTEepUCTHKA OCHOBHBIX AJIEMEHTOB BepOaIbHOM
yacTu (CJIoraH, 3arojioBOK, OCHOBHOM peKJIaMHbIN
TEKCT, 3X0-(hpaza). [IpreMbl co31aHUs PEKIAMHBIX
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COOOIIIEHUH.

Beibop  cpencTB  pacmpocTpaHEHHsS — PEKIIaMBbl.
[IpermyIiecTBa M HEAOCTATKH OCHOBHBIX CPEICTB
pacmipocTpaHeHUs! PeKIIaMBbI.

Methodology for developing advertising materials.
The structure of the advertising message and the
characteristics of the main elements of the verbal
part (slogan, headline, main advertising text, echo
phrase). Techniques for creating advertising
messages.

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

Tema 8. Cnennduka pexkjiaMmbl B
TypusMe. ®opmupoBanme openga
TOBapa, J1eCTHHAIMI

Topic 8. Specifics of advertising in
tourism. Formation of a product
brand, destinations

OcHOBHbIE TIOHSTHS U LIETT PEKJIAMHBIX KaMIIaHUN B
TypHU3ME: YKOHOMHYECKHE, UMUDKEBBIE U
couuanbHbie. DakTOpbl, BIMAIONIME Ha BHIOOP U
dbopMUpOBaHHE PEKIAMHBIX IIeJIeH: OOIIMe Iean
pa3BUTUA TPEANPUATHS, MAPKETUHTOBAasl CTpaTerus
(GUPMBI, COCTOSIHHE IICJICBOH AayAWTOPHH W T.1.
B3aumocBsI3b  MapKeTMHTOBOM U peKJIaMHOMU
crpareruii gupmbl. DakTopbl BEIOOpA PEKIAMHBIX
CTpaTeruii U UX OCHOBHBIE THIIHI.

Pexnmamuble BOWHBI M KOHKYPEHTHOE IIOBEICHUE
pexnambl. PexiiaMHbIil OpeHAMHT B TypuU3Me U
cepuce. bpeHauHT  mpoaykTa, JACCTUHAIUU.
Ocobennoctu popMupoBaHUs

Basic concepts and goals of advertising campaigns
in tourism: economic, image and social. Factors
influencing the selection and formation of
advertising goals: general development goals of the
enterprise, the company’s marketing strategy, the
state of the target audience, etc. The relationship
between the company's marketing and advertising
strategies. Factors for choosing advertising strategies
and their main types.

Advertising wars and competitive behavior of
advertising. Advertising branding in tourism and
services. Product and destination branding. Features
of formation

Tema 9. Opranuszanus u
yIpaBJ/ieHHe PEeKJIaMHOI
AesiTeJIbHOCTHIO B cepe TypuzmMa

Topic 9. Organization and
management of advertising
activities in the field of tourism

PexiiaMHble areHTCTBa M WX pOJIb B OpraHu3aluu
peknaMHoro OusHeca. TUNBI U QYHKIIMM PEKIAMHBIX
areHTCTB. Opranu3zanmoHHoOe MOCTPOEHUE
peknaMHbIX areHTcTB. Cneuu¢uka OpraHu3aluu
TBOpueckux pabor. KoHTakTop, KpudHTOp, apt-
JUPEKTOP M OCOOGHHOCTH  HMX  pabOTHL..
Opranuzanys  B3aUMOOTHOUIEHHH  «pEKJIIaMHOE
areHTCTBO — KJIUEHTY.

[InanupoBanue pEKIaMHBIX KaMIaHWH.
Omnpenenenne o0bekTa (ampecara) W CyObeKTa
peknambl. Pa3paboTka MOTHBAa M CTHIIS PEKJIaMBbL.




BeiOop cpeactB  pacmpoCTpaHEHHsS  PEKJIaMBbl.
OcHoBHbIE rapameTpsl U JTarnbl
MEIUAIUIaHUPOBAaHNUA B  PEKJIAMHOM  areHTCTBE
IIOJIHOTO LIMKJIA.

MexnyHapoiHblE M POCCHHCKHME  BBICTaBKHU
TYpUCTCKOr0 Ou3Heca. JleATenbHOCTh TYPUCTCKHUX
areHTCTB M IPEANPUATHI cepBUCAa HA BBICTABKaX U
PR-meponpusarusax

Opranuzanuu peKIaMHOU JESATEIIBHOCTH.
®ectuBanu u BbicTaBku pexsaMbl CKT. Pexnamubie
areHTcTBa M MX (yHkuuu. TexHuyeckoe 3agaHue
JUIsl PEKJIAMHOT'O areHTCTBA.

Advertising agencies and their role in organizing the
advertising business. Types and functions of
advertising agencies. Organizational structure of
advertising agencies. Specifics of organizing creative
work. Contactor, creator, art director and the
peculiarities of their work. Organization of the
relationship “advertising agency - client”.

Planning of advertising campaigns. Definition of the
object (addressee) and subject of advertising.
Development of motive and style of advertising.
Selection of advertising distribution media. Basic
parameters and stages of media planning in a full-
cycle advertising agency.

International and Russian  tourism  business
exhibitions. Activities of travel agencies and service
companies at exhibitions and PR events
Organization of advertising activities. SKT
advertising festivals and exhibitions. Advertising
agencies and  their  functions.  Technical
specifications for an advertising agency.

Tema 10. DddexTnBHOCTH
PeKJIaMHOMI AeATEeJIbHOCTH

Topic 10. Effectiveness of
advertising activities

[TonsitTne  3p@exTUBHOCTH  pEKJIaMbl, OCHOBHbBIE
nokaszatenu oueHku 3¢dexkTnBHOCTH. Paznuune mMexay
3¢ (HEeKTUBHOCTBIO B MapKETUHTE U 3PPEKTUBHOCTHIO B
pekname. IloHATHE TOSIIBHOCTH KIMEHTAa U METOIBI €€
n3mepenus. [lonsaTue neneBoit ayIMTOpuu U METOJIBI €€
¢dopmupoBanusa. OLEeHOUHbIE MCCIEIOBAHUS PEKJIAMBI:
TECThl Ha 3allOMUHAHUE M YOEAUTEIbHOCTh, TECTHI
KOMMYHHKAIUH, OLIEHKA HEMTOCPEJCTBEHHBIX OTKJIUKOB,
dbokyc-Tpynnel,  (QU3MOIOTHYECKHE, KaJIpPOBBIE W

BHYTpPU  pbIHOYHBIE  TecThl.  llcuxosormyeckas
3¢ (deKTUBHOCT, MpUMEHEHHs pekiaambl.  OneHka
9KOHOMHYECKOU 3pPEeKTUBHOCTH PEKIaMHBIX
MEpONIPHUITHI

The concept of advertising effectiveness, the main
indicators for assessing effectiveness. The difference
between marketing effectiveness and advertising
effectiveness. The concept of customer loyalty and
methods for measuring it. The concept of target
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audience and methods of its formation. Advertising
evaluation studies: memory and persuasiveness tests,
communication tests, direct response assessment, focus
groups, physiological, personnel and intra-market tests.
Psychological effectiveness of advertising. Assessing
the economic effectiveness of promotional activities

4. Oopa3oBaTejibHbIe TEXHOJIOTHH

No Buowt yueonoii Hugopmayuonnvie u oopazosamenvhsvie
Haumenoeanue pazoena
n/n padomoi mexHo102uu
1 2 3 4
1. |IloHsATHE U CYIIHOCTH Jleknus 1 BBogHag jgexius ¢ UCIoab30BaHUEM
peKIambl BUJICOMATEPHATIOB
PasBepryTas 6ecena ¢ 00Cy X IeHUEM JOKIIAAa U
Cemunap 1 BBIIIOJIHEHUEM 3aJJaHUs
HOHFOTOBK& K 3aHATHIO C HUCIIOJIb30BAHUECM
CaMocTosTeNnbHAs | DIEKTPOHHOIO Kypca JeKIHii
paborta
2. |Tpaguuuu u Jlexmmst 2 Jlexuus-Bu3yanusanus ¢ IPUMEHEHUEM CIIalI-
COBPEMEHHOE COCTOSIHUE MIPOEKTOpa
peKIambl
Cemunap 2
CaMOCTOSTELHAS PasBepnyTas 6ecena ¢ 00Cy X IeHUEM JOKIIAa U
BBIIIOJIHEHUEM 3aJJaHUs
paborta
HOILFOTOBKa K 3aHATUIO C HCIIOJIb30BAHUEM
3JIEKTPOHHOI0 Kypca JEKIHN
3. |Pexnama B komriekce  |Jlekuus 3 Jlexuusa-Bu3yanu3anus ¢ IpUMEHEHUEM CIIal]1-
MapKeTHUHTa IPOEKTOpa
Cemunap 3
PasBepHyTas Gecena ¢ oOcyxaeHHEM JOKIa1a U
BBITIOJIHEHUEM 3aJJaHUs
CamocTosTenbHas
pabota
HOZ[I‘OTOBKa K 3aHATUIO C HCIIOJIb30BAHUEM
3JIEKTPOHHOI0 Kypca JEKIHN
4. |CounanbHo- Jlexuus 4 Jlexuusa-Bu3yanusanus ¢ IPUMEHEHUEM CIIanI-
MICUXOJIOTHYECKUE MIPOEKTOpa
OCHOBBI PEKJIAMBI Cemunap 4
Pa3BepHytast Gecena ¢ oOcyKIeHHEM JT0KIa1a
Y BBITIOJIHEHUEM 3aJaHus
CamocrosTenbHas | KoHCyabTHPOBaHUE U MPOBEPKA JTOMAIIHUX
paborta 3a/IaHUM ITOCPEJICTBOM NIEKTPOHHOM I1OYTHI
5 |HopmaTtuBHo-mipaBoBast  |Jlekuus 5 [TpobnemHuas nexius

0a3a pexIaMHOI
JESITENIbHOCTH

CemuHap 5
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Pa3zBepnyTas Oecena c o0CyXIeHHEM JTOKIIaaa

CamocrosiTenbHas
paborta
HOHFOTOBK& K 3aHATHIO C HUCIIOJIb30BAHHUEM
3JIEKTPOHHOIO Kypca JIEKIHH
6 |. Kmaccudukanms u Jlexuus 6 [TpobGnemMHuas nexmus
XapaKTepUCTHKA
pPEKJIaMHBIX CPEJICTB Cemunap 6
PasBepHyTas 6ecena c obcyxaeHneM qoKiIana U
CamocrosTenbHas |BBIOJHEHHEM 3aaHUS.
paborta
HOHFOTOBK& K 3aHATHIO C HUCIIOJIb30BAHHUECM
3JIEKTPOHHOI0 Kypca JIEKIHH
7 |Pa3zpabotka pexnamuoit |Jlekuus 7 Jlexuus-Bu3yanusanus ¢ IpUMEHEHUEM Clai -
MPOIYKIINH MIPOEKTOpa
Cemunap 7
PasBepuyTas Gecena ¢ 00Cy IeHUEM JOKIIa1a
KonTponbnas pabota
CamocTosTenbHas
pabora
HOI[FOTOBK& K 3aHATHIO C HUCIIOJIb30BAHUECM
3JIEKTPOHHOIO Kypca JIEKLHHA
8 |Cnemmduka pexiambl B |Jlexmus 8 Jlexuus ¢ UCOIB30BAaHUEM BHIEOMATEPUAIIOB
Typusme. GopmupoBaHue
OpeHza ToBapa, Cemunap 8 PasBepHytast 6ecena ¢ o0CyKIeHUEM JTOKIa1a
NeCTUHALIUH
KoncynbsTrpoBanue u mpoBepka JOMAIIHUX
CamocrodATenbHas | 3amaHuil NOCPEACTBOM JIEKTPOHHON MOYTHI
pabota
9 |Opranuzamnus u Jlexuus 9 Jlexuus ¢ MCIOIB30BaHMEM BUACOMATEPUATIOB
yIpaBJIeHUE PEKIaMHON
NesATeTbHOCTRIO B cepe |Cemunap 9 Pa3zBepnytas Oecena c o0OCyXI€HHEM JTOKIIaa U
Typu3Ma BBINOJIHEHUEM 33JJaHUs
CaMOCTOSITe_]'[I)Hafl KOHch'IBTI/IpOBaHI/Ie 1 MPOBCPKa JOMAIITHUX
paﬁoTa SaHaHI/IfI oCpeaACTBOM 3J'IeKTpOHHOI>i IIOYThI
10 |9¢pexTuBHOCTD Jlexuus 10 Jlexuus-Bu3yanusanus ¢ IPUMEHEHUEM CIIalI-
peKJIaMHOMN MPOEKTOpa
JeATEIbHOCTH Cemunap 10
Pa3zBepnyTas Oecena ¢ oOCyXIeHHEM TOKIIaaa U
BBINOJIHEHUEM 33JJaHus [ eCTHpOBaHHE
CamocrosiTenbHast | KoHCyabTHpOBaHHUE U MPOBEPKA JTOMAIIHUX

paborta

3JTaHAI TTOCPEICTBOM DICKTPOHHOU IMOYTHI
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B nmepwon BpeMEHHOTO TPHOCTAHOBIEHUS TIOCEHICHHS OOYYArOIIMMHUCS TOMEIICHUNH U
tepputopuu PI'TY st opranusanuu yueOHOTO mporiecca ¢ MPUMEHEHHEM AJIEKTPOHHOTO OOYYeHHS 1
AUCTAHIITMOHHBIX 06pa3OBaT€JIbHBIX TEXHOJIOT I MOT'YT GBITB HCITIOJIB30BAaHbI CJICAYyOmuc
00pa30BaTeNbHbIE TEXHOIOTHH:

— BUJICO-JICKIINH;

— OHJIAMH-TIEKLUU B PEKUME PEalbHOTO BPEMEHH;

— OJICKTPOHHBIC y‘-Ie6HI/IKI/I, y‘-Ie6HBIC HOCO6HH, HAY4YHBIC U3JaHHA B 3JICKTPOHHOM BHJIC U JOCTYII
K MHBIM 3JIEKTPOHHBIM 00pa30BaTelIbHbIM pecypcam;

— CUCTCEMBI IJId 3JICKTPOHHOT'O TCCTHUPOBAHUS;

— KOHCYJbTALIUU C UCTIOJIb30BAHUEM TEIEKOMMYHUKAIIMOHHBIX CPEJCTB.

5. OnleHKAa JIAHHUPYEMBIX Pe3yJIbTATOB 00y4YeHUs

5.1 CucreMa oleHUBAHUA

®opMa KOHTPOJISI Makc. K0J1u4ecTBO 0AJJI0B
3a oxny Bcero
padory
Texymuil KOHTPOJIb:
- gblcmyniieHue ¢ 00KNa0oM Sbannos 15 6annos
- yuacmue 6 OUCKYCCUU HA CeMUHape 5 6annos 15 6annos
- mecmuposatue 15 bannos 15 6annos
- KOHmMpOIbHas paboma 15 bannos 15 6annos
[IpomexyTouHas aTTecTalus 40 6annoe 40 6annos
(ox3amen)
HToro 3a cemectp 100 6annos

ITomy4yeHHBIN COBOKYMHBIN pe3yabTaT KOHBEPTUPYETCS B TPAJIUIIMOHHYIO KTy OLEHOK U B
mKany oueHok EBponeiickoil cucreMsl nepenoca u HakorieHus kpeautos (European Credit Transfer
System; nanee — ECTS) B cOOTBETCTBUM € TaOIUIICH:

[Tkana
100-6annpHast mkana | TpagunuoHHas mkana
ECTS
95— 100 OTJINYHO A
83-94 B
68 — 82 XOpOIIIO 3a4TEHO C
56 — 67 TIOBJIETBOPUTEITHHO D
50 — 55 Y P E
20—-49 FX
HCYHAOBJICTBOPUTCIIBHO HE 3a4TCHO
0-19 =
5.2 Kputepuu BbICTaBJIEHHS OI[€HKH 1O JTHCIUTIINHE
Bamasl/ | OueHka mo Kpurtepnn oneHKd pe3yaIbTaTOB 00y4eHHUsI MO AUCHUATLINHE
HIxajga | AuCHUILIAHE
ECTS
100-83/ OTJINYHO/ BricTaBisiercst 00y4aromeMycs, eClii OH IITyOOKO U IPOYHO YCBOMII TEOPETHUCCKUHA U
AB 324TEHO MPAaKTUYECKUI MaTepHal, MOXET IPOIEMOHCTPUPOBATD 3TO HA 3aHATHIX U B XOJI€
' IIPOMEXKYTOYHOM aTTeCTallUHU.
OOy4aroNHIACs UCUCPITHIBAIOIIE U JIOTHYECKH CTPOWHO U3jIaraeT yueOHbI MaTepHal,
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Banapl/ OueHka nmo Kputepuu oueHku pe3yjbTaToB 00y4eHUsl 10 JUCUUIJIMHE

Ixana | AucOMIINHE
ECTS

YMeeT YBSI3bIBaTh TEOPHIO C IIPAKTHKOM, CIIPABIIACTCS C PEIICHHEM 3a/1a4
npo¢ecCHOHANBHON HAIIPaBICHHOCTH BEICOKOI'O YPOBHSI CIIOXKHOCTH, TIPABUIILHO
00OCHOBBIBAET IIPHHSTHIE PELICHHUS.

CB00OHO OpUEHTHPYETCS B yueOHOM 1 poecCHOHANIbHOM TUTEepaType.

O1eHKa 1o AUCIMIUIMHE BBICTABILIFOTCS 00y4aronieMycs ¢ y4ETOM pe3yIbTaToB
TEKYLIEH U IPOMEXKYTOUHOM aTTECTALIMHU.

KomnereHuuny, 3aKperui€HHbIe 32 JUCHUILTHHON, COPMUPOBAHBI HA YPOBHE —
«BBICOKHI».

82-68/ XOpOI.HO/ BricTaBnseTcs o0y4aromemMycs, €CIH OH 3HAST TEOPETUICCKHUN M MPAKTHYECKHIA
C 3aUTeHO MaTepuaj, rpaMOTHO H IO CYIIECTBY H3NIaraeT €ro Ha SaHATHAX 1 B X0Ae
IIPOMEXKYTOUYHOH aTTeCTalliy, HE AOMYyCKasl CyLIECTBEHHBIX HETOUHOCTEN.
OO0y4atontuiicss IPaBIIIBHO MIPUMEHSIET TEOPETUICCKUE TION0KEHUS TIPH PEIICHUN
MPaKTUIECKUX 3a]1a4 IPO(PEeCCHOHANBEHON HAIPaBICHHOCTH Pa3HOTO YPOBHS
CII0)KHOCTH, BJIaJIeeT HEOOXOAUMBIMH JIJISl STOTO HABBIKAMH U MPUEMaMH.
JlocTaTo4yHO XOpOLIO OPUEHTHPYETCS B yueOHOM 1 podecCHOHaIbHOM TuTeparype.
OrieHKa Mo JUCLUIUINHE BBICTABILIIOTCA 00ydaromeMycs ¢ y46TOM pe3ysIbTaToB
TEKyLIeH U IPOMEXYTOUHOM aTTECTALUM.

KommnereHnuu, 3akperui€éHHbIC 3a TUCIUIUTMHON, COPMUPOBAHBI HA YPOBHE —
«XOPOIIHNY.

67-50/ yIIOBJIETBO- BricTaBnsiercs oby4aromemMycsi, €Cli OH 3HAeT Ha 6a30BOM YpOBHE TE€OPETHUECKUN U
MPaKTUIECKUH MaTepHal, JOIMYCKaeT OTIeIbHBIC OMIHOKA IPH €T0 U3JI0KCHAN Ha
3aHATHAX U B X0JI€ IPOMEXKYTOUHOM aTTECTALMH.

OO0yJaroniuiicsi UCTIBITEIBACT ONPEIeIEHHEBIC 3aTPYAHCHUS B IPAMCHCHUN
TEOPETHICCKUX TTOJIOKEHUH MIPH PEUICHUH MPAKTHYECKUX 33124 MPO(ecCHOHaTBHON
HaIPaBJICHHOCTH CTAHIAPTHOTO YPOBHS CIOKHOCTH, BIaJeeT HEOOXOTUMBIMH IS
9TOr0 6a30BBHIMU HABBIKAMH U IPUEMAMHU.

JleMOHCTpHpYeT N0CTaTOYHBII YpPOBEHb 3HAHUS Y4eOHOM TUTEepaTyphl 10 JUCIUIUINHE.
OreHka Mo JUCIUIUIMHE BBICTABISIOTCS 00y4daomeMycs ¢ y46TOM pe3ysIbTaToOB
TEKyLIeH U IPOMEXYTOUHOM aTTECTALIMHU.

KommnereHnuu, 3akperui€éHHbIC 3a TUCIUILIHHON, COPMHUPOBAHBI HA YPOBHE —
«IIOCTATOYHBINN.

D,E purenbHo/
3aYTEHO

49-0/ HEYJIOBJIET- BricTaBnsiercs oby4aromemMycsi, €Ciii OH He 3HaeT Ha 6a30BOM ypOBHE TEOPETUUECKUI
F,FX BOPHTEIIBHO / | M IIPaKTHYECKHUIt MaTepHal, JZ[OHyCIiaeT rpyObie ONTMOKH MPU €T0 U3JI0KEHUU Ha
3aHATHAX U B X0J1€ IPOMEXKYTOUHOM aTTeCTalllU.

OO0yJaronIuiicst UCTIBITEIBACT CEPhE3HBIC 3aTPYTHCHUS B IPUMECHEHUH TEOPETUICCKAX
MOJIOXKCHUH TIPU PEIICHUH MPaKTHICSCKUX 33729 IPO(eCcCHOHAILHONW HAPaBICHHOCTH
CTaHJAPTHOTO YPOBHS CIOXHOCTH, HE BIaJleeT HEOOXOIUMBIMH JUISA 3TOTO HABBIKAMH U
NpUEMaMH.

JleMOHCTpHpYET (pparMeHTapHbIC 3HAHUS YUSOHOM TUTEPATYPHI 1O AUCIUILTHHE.
OreHka Mo JUCITUIUIMHE BBICTABISIOTCS 00yJaomeMycs ¢ y96TOM pe3ysIbTaToOB
TEKyLIeW U IPOMEXYTOUHOM aTTECTALIMHU.

KomMmmeTeHnin Ha ypoBHE «I0CTATOYHBINY, 3aKPETUIEHHBIC 38 TUCITUTUTHHOM, HE
c(OpMHUPOBAHBI.

HC 3a4TCHO

5.3 OueHouyHble cpeacTBa (MaTepuajbl) /sl TeKyNIEro KOHTPOJS YCHeBaeMOCTH,
NMPOMEKYTOYHOM ATTECTANMHU 00y4aIOIIUXCS MO0 JUCIUIIIHHE

BOHpOCBI AJI TIOATOTOBKHA K 9K3aMCHY:

1. [TonsiTHE U CYIIHOCTD pekiiaMbl. Pa3zHo0Opa3ue moaxo/10B K ONPEeIeHUI0 PEeKIaMbl.
2. [enu u 3anaum pexsiambl. DYHKIIMU PEKIIAMBbL. 3aJ1a4u PEKJIaMbl B TYpU3ME.

3. Buns! peknambl, BbLAEsIEMbIE 110 pa3HbIM KpuTepusiM. OCOOEHHOCTH KOMMEPUYECKON U
COLIMAJIBHON PEKJIAMBI.

4. Knaccugukarus pexiaamsl B TypU3Me.

5. 3apoxaeHue pexiaambl B J[peBHEM MUpE.
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6. Pexnama B 3anagnoii Eponie u CIIIA.
7. Ucropust pexitambl B Poccun.
8. Mecto peknamsbl B CHCTEME MAPKETUHIOBOM KOMMYHUKaUU. B3auMOCBs3b peKJIaMbl C

JOPYTUMHU CPEICTBAMU MapKETHHIOBBIX KOMMYHUKALUN (KOMMEpPYECKOH MpoIaranioii, TM4HbIMU
POAaXKaMH, CTUMYITUPOBAHHEM COBITa, CBSI35IMH C OOIIECTBEHHOCTHIO).

9. [TousiTue n ocHoBHBIE HHCTpYMEHTHI BTL-pekiiambl.

10. BTL-pexiama u KoHIENIIHs OOIIEH MPOIODKUTEIILHOCTH KU3HU IPOIAYKTA.

11. MepueHaii3uHT ¥ peKJiaMa Ha MeCTe MpoJax Kak UHCTpyMeHThl BTL — pexiiambl.

12. CrumynupoBaHue npojax kak HHCTpyMeHT BTL — pexnamsl.

13. CrumynupoBaHue cObiTa Kak HHCTpYMeHT BTL — pekiamsi.

14. IIpsimont mapkeTuHT Kak MHCTpyMeHT BTL — pexiamsl.

15. [TponmakT mumiicMenT (product placement) kak nuacTpymeHT BTL — pekiiamel.

16.  Peknama Kak METOJ yIpaBJICHUS JIFOJbMH: CIIOCOOBI TPUBIICYEHUSI BHUMAHUS K pEKIIaMe,
METO/bl BO3JICUCTBHUS HA TOTPEOUTENICH.

17. Hcnonb3oBaHuE B peKJiaMe OCHOBHBIX MOJIOKEHUI TEOPUN KOMMYHUKAIIH.

18. [Tcuxosorust IOTPEeOUTENBCKON MOTHBAIIUN TTOTPEOUTENCH TYPYCIyTH.

19.  CoumanbHO-TICHXOJIOTUYECKHE 0COOCHHOCTH BOCIIPUSATHS PEKIAMBI.

20.  IlpaBoBoe perynupoBaHHe PEKIaMHON JAESITENbHOCTH.

21. Ponps ®@epepansroro 3akona «O pekiiaMe» B OpraHU3aIMd U YIIPaBICHUU PEKIaMHOM
nesTenbHOCThI0. OCHOBHBIE MOHATHS U TpeOOBaHUS K pekiiame, npeactaBieHHbie B O3 «O pexnamem.
22.  OTBETCTBEHHOCTHh YYaCTHHKOB PEKJIIAMHOTO TIPOIIECCa 3a HEHAUISKAILYIO pEKIIamy.

23.  DTuyeckue HOPMBI B pekiiaMHoi nestenbHocTH (Kogeke pexkiiaMHOM MPakTHKY).

24. OcHOBHBIE TTOJIXO/IbI K KJIACCU(PUKALIMY PEKIIAMHBIX CPEJICTB.

25.  OcCHOBHBIE JIEMEHTHI CPEJICTB PEKIIaMbl U UX XapaKTEPUCTHKA (TEKCT, H300pakeHue, 1BeT,
CBET, 3BYK, IpUT  1p.)

26.  OcoOeHHOCTH MCMOIb30BaHUS PEKJIaMbl TYPUCTHUECKHUX YCIYT B Mpecce

27. Crenuduka paaro- 1 TeJIepeKiaMbl B TYpU3ME.

28.  CpencrtBa HapyKHOHM peKJIaMbl U UX UCIIOJNBb30BaHUE B chepe Typusma.

29.  Posb KOMIIBIOTEPU3HPOBAHHON PEKIIAMBI TYPUCTHYECKUX YCIYT B COBPEMEHHBIX YCIOBHUSX.
30.  VYcnoBus BeIOOpa PEKIAMHBIX CPEJICTB.

31.  Meroauka pa3pabOTKH peKIaMHBIX MaTepHaJOB.

32.  CTpykTypa peKIIaMHOTO OOpalleHusl U XapaKTePUCTUKAa OCHOBHBIX AJIEMEHTOB BepOaIbHOM
4acTH (CIIOTaH, 3aroJIOBOK, OCHOBHOM PEKJIaMHBIN TEKCT, 3X0-(hpa3a)

33.  XynoxecTBeHHOE 0(pOpPMIICHHE PEKJIAMHBIX COOOIICHUH.

34.  Kommozumus pexiamebl.

35.  KonwupalTHHT KaK peKJIaMHBI HHCTPYMEHT: CYIIIHOCTb, IPaBUJIa UCIIOJIb30BaHUS.

36.  BpiOop cpeacTs pacnpocTpaHeHus pekiambl. [IpenMyiecTBa u HeTOCTATKH OCHOBHBIX CPEJICTB
pacrpoCTpaHEHHs PEKJIAMBI.

37.  Croemuduka TypupoayKTa, OpeAesIomas 0COOEHHOCTH PEKJIaMbl B TYPUCTCKOM cdepe.
38.  Wmumx u pupMeHHBIN CTUIb KOMIAHUU B cepe TypusMa. DeMeHThl (UPMEHHOTO CTHIIS
OpTaHU3aINH KaK CPEJICTBA PEKIIAMBI B COIMAIbHO-KYJIBTYPHOM CEPBUCE U TypH3ME.

39.  Peknama TypHCTCKUX JECTHHAIMH.

40.  Peknama TypmpoIyKTa Ha BBICTaBKaX U sipMapKax

41.  B3auMOOTHOIIEHMS YYACTHUKOB PEKJIAMHOTO MPOLECCa B X0/1€ OPraHU3alluK PEKIaMHON
JeSITeTbHOCTH.

42.  IlnaHupoBaHUE PEKIAMHON JAEATENbHOCTH B TYpU3ME.

43. Opranu3anus pekjiaMHON KOMITaHUH B cpepe Typu3Ma.

44,  Pa3paboTtka Oro/pKeTa peKiIaMHOM KOMIaHuU B cepe Typusma ((aKkTopsl, BIUSIONINE HA
pasMep peKIaMHOTO OF0KETa, METOIbI (POPMUPOBAHUS PEKIIAMHOTO OIO/IKETA).

45.  DxoHomuueckas 3((hEeKTUBHOCTh peKJIaMbl B TYpU3Me: OCHOBHBIE MTOHATHUS, METO/IbI pacyeTa

3¢ PEeKTUBHOCTU PEKIIAMBI.
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46.  Ilcuxonornyeckas 3(pPeKTUBHOCTh IPHUMEHEHHS CPEJCTB PEKJIaMBl B TypH3Me: IMOKa3aTeln
3¢ pexTUBHOCTH, METOIBI N3YYCHUS IP(HEKTUBHOCTH.

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

2. Goals and objectives of advertising. Advertising functions. Objectives of advertising in
tourism.

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

4. Classification of advertising in tourism.

5. The origin of advertising in the Ancient world.

6. Advertising in Western Europe and the USA.

7. History of advertising in Russia.

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

9. Concept and basic tools of BTL advertising.

10. BTL advertising and the concept of total product life expectancy.

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

12. Sales promotion as a tool for BTL advertising.

13. Sales promotion as a tool for BTL advertising.

14. Direct marketing as a BTL advertising tool.

15. Product placement as a BTL advertising tool.

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

17. Use of the basic principles of communication theory in advertising.

18. Psychology of consumer motivation of travel service consumers.

19. Social and psychological characteristics of advertising perception.

20. Legal regulation of advertising activities.

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

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

23. Ethical standards in advertising activities (Code of Advertising Practice).

24. Basic approaches to the classification of advertising media.

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

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

27. Specifics of radio and television advertising in tourism.

28. Outdoor advertising media and their use in tourism.

29. The role of computerized advertising of tourist services in modern conditions.

30. Conditions for choosing advertising media.

31. Methodology for developing advertising materials.

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

33. Artistic design of advertising messages.

34. Composition of advertising.

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

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

37. The specifics of the tourism product, which determines the features of advertising in the
tourism sector.
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38. Image and corporate style of a company in the field of tourism. Elements of an
organization’s corporate style as a means of advertising in socio-cultural services and tourism.

39. Advertising of tourist destinations.

40. Advertising of tourist products at exhibitions and fairs

41. Relationships between participants in the advertising process during the organization of
advertising activities.

42. Planning of advertising activities in tourism.

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

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

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

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

CI/ITyaIII/IH AJIsL Oﬁcy)KI[eHl/lﬂ Ha CCMUHAPCKUX 3aHATUAX

Curyanus 1. «CTuMyJMpyomas akuus

Kommanus «['11o0yc-TypUCTHKY, CIIEHUATM3UPYIOMIAsACS Ha MPOJIayKe MAaCCOBBIX TypOB, OPraHU30Baja
CTUMYJIHPYIOIIYIO aKIHUIO, TI0 YCIOBUSIM KOTOPOM Ka)XIbIH KIMEHT areHTCTBA, KYMHUBIIUK Oosiee MsATH
MyTEIIECTBUH 3a IOJl, HOJy4aeT CKUAKY 3%.

Bormpocs! o Teme:

1. Kak BbI oriennBaete 3¢ (h)eKTHBHOCTB MPEATIOKEHHOTO BapraHTa?

2 Kak nanHas akuus MOKeT HOBJIUATh HA UMUK TypareHTCTBa?

3. Kakue BapuanTsl OPMHPOBAHUS JIOSITEHOCTH KIIMEHTOB MPEAIOKMIN Ob1 BbI1?
4 Kakue BapuaHTBI IPOBMKEHUS ICHCTBYIOT Ha Bac kak Ha moTpedurerns?

Situation 1. “Incentive action”

The Globus Tourist company, specializing in the sale of mass tours, organized an incentive promotion
under the terms of which each agency client who purchased more than five trips in a year receives a
3% discount.

Related questions:

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

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

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

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

Curyanus 2. «Muccus»

1. Cdopmynupyiite muccuto Typoneparopa ICS Travel.

2. [Tocne oOcykaeHns: BapuaHTOB MUCCUH, TPOYUTANTE peabHYI0 MUCCHUIO TyporepaTopa:
Muccus ICS Travel — copeiicTBoBaTh pa3BUTHIO TYPUCTCKOM oTpaciau B Poccum, BbIBeIEHHIO
POCCHUHCKOTO TypH3Ma Ha YpPOBEHb, COOTBETCTBYIOIIMN MEXKIYHAPOJIHBIM CTaHAApTaMm, Ipeaoc-
TaBJISITh KAYECTBEHHbIE TYPUCTCKHUE YCIIYTH, YOBIETBOPSIOMINE TOTPEOHOCTSIM TYPHUCTOB.

Bonpocs! 1uist 06cyxienuns:

1. Ha uro Hanpasnena Muccus KOMIaHuM?

2. Boraenure Kir0o4eBbl€ CII0BA MUCCHH.

3. Hoctmwxuma mu muccust? Kakum cnoco0oM MOKHO JOOUThCS pe3ysIbTaTOB?



17

4, Kak nannast Muccusi xapakTepu3yeT KOMIaHUIO0?

Situation 2. “Mission”

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

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

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

Issues for discussion:

1. What is the company's mission?

2. Highlight mission keywords.

3. Is the mission achievable? How can you achieve results?

4. How does this mission characterize the company?

Curyanusn 3. «Mos Poccusi»

B 2012 roay BmepBeie co3aH TypUCTCKHil JloroTun Poccuu, KOTOpsIii OyaeT AeicTBOBaThH Ui BCEX
MEpPOIPUATHIA, MPOBOIUMBIX B paMkax DenepanbHoit neneBoi nporpammsl (L) passutus Typusma
B P® 110 2018 rona.

Ha coznanue nororumna Obul 0OBSBIEH KOHKYpC, LIeHa KoToporo cocrasisuia 500 Teicau pyOneil. B
pe3yibTaTe KOHKYPEHIIUU YEThIPEX POCCUMCKUX KOMITaHUM, IIeHa TOCKOHTpaKTa cocTaBuiia 155 Teicsy
pyOneit. Beiurpana KOHKYpC KOMIAHUS

«APTHILIOK», KOTOpas U pa3padorana JOTOTHIIL.

AezPOCCUS

74 14yRUSSIA

BOHpOCH JJIA O6CY)KI[CHI/I5{I

a. Hackonbko ynaueH BbIOOp siorotumna?
b. Urto MoXxeT B ceOe HECTU JaHHAS UILTIOCTPAIHs?
C. Kak  MoOeT HOBIUITE JaHHBIHA JIOTOTHUII Ha HMHIK Poccun

KaK TYpPUCTCKOH 1eCTUHAIIU?

Otser:

Jlorotun nomxeH ObUT OBITH MOHSATEH U BHYTPEHHEMY, U 3apyOexxHOMY TypucTy. bbuio ueTsipe nuaeu,
HO OCTaHOBWJIMCH Mbl Ha jiorotune «Mos Poccusi». Poccus - Gomnbiias pasHooOpasHas cTpaHa, B
KOTOPOU OYE€Hb MHOTO BHUJIOB TypH3Ma, U3 KOTOPBIX KaXJbIii MOXHO BBIOpPATh 4TO-TO cBoe. [loaTomy
JIOTOTUII COCTOUT M3 JBYX COCTABISAIOIIMX - 4eTKoro HamucaHus «Poccusi» wimm «Russiay Ha
AQHTTUICKOM M TIPUCTABKH KakK ObI pyKOMUCHON «Mos» WU «my», MOTOMYy uTo Poccust it Kaxkoro
CBOSL.

Situation 3. “My Russia”
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In 2012, a Russian tourism logo was created for the first time, which will be valid for all events held
within the framework of the Federal Target Program (FTP) for the development of tourism in the
Russian Federation until 2018.

A competition was announced for the creation of the logo, the price of which was 500 thousand rubles.
As a result of competition between four Russian companies, the price of the government contract was
155 thousand rubles. The company won the competition

"Artichoke", which developed the logo.

N125POCCUS

7#14RUSSIA

Issues for discussion:

a. How successful was the choice of logo?

b. What can this illustration convey?

c. How can this logo affect the image of Russia as a tourist destination?

Answer:

The logo had to be understandable to both domestic and foreign tourists. There were four ideas, but we
settled on the “My Russia” logo. Russia is a large, diverse country with many types of tourism, from
which you can choose something different. Therefore, the logo consists of two components - a clear
spelling of “Russia” or “Russia” in English and a handwritten prefix “Moya” or “my”, because Russia
is different for everyone.

I[IpuMepHasi TeMaTHKA TBOPYECKUX CAMOCTOSATEIbHBIX padoT
3ajaHue: caMOCTOSITENIbHO IOATOTOBUTH HEOOJNBIIOE COOOIIEHHE C Mpe3eHTanuell ero B (opmare
Power Point.

1. «Kpukun» cpenneBekoBoro Toprosoro ropoaa (Ilapux, Jlonnon, Pum, IletepOypr — Ha BEIOOD)
2. Teodpact PeHono u Havano pekiaamMHO aestenbHOCTH BO Dpanumy.

3. Posb mpecchl B CTaHOBJIEHUM pEKIaMbl IITEIIECTBUM U TypU3Ma B HOBOE BPEMSI.

4. «HankymienHoe s010K0» Kak THINHWYHAs MCTOPHUS CTAaHOBIIEHHUS] TOBAPHOTO 3Haka B XX BeEKe
(«Apple»)

S. [Ipobnema «cTpanrHoil» pekyiaMbl Ha TEJIEBUICHUH BTOPOU MOJIOBUHBI X X BEKa.

6 XapakTtep UCIoIb30BaHUs (POTON300pAKEHUSI B peKJIaMe TypU3Ma.

7 Tpanchopmanus pexnamsl «Si quis» B EBporie XIX Beka.

8. Spmapka u BeICTaBKa Kak TEPPUTOPHS PEKIIAMBI.

9 Pagunopexiama TypusMa 1 cepBHCa, CIIeIU(HKa €€ BO3ACHCTBHSL.

10.  TlosBneHue 1BETA B PEKJIAMe U €ro.

11. Pexnamuas BeIBecKa B UCKycCTBE MojiepHa. MacTepa rpaduueckoid peknambl XX Beka.

12. HcTopuko-cucTeMHBIHN aHanu3 0001 peKiIaMHON KaMIIaHHH.

13.  Tloxbopka m cucTeMaTh3aus MaTepHaIoB 0 pekiaMme Typusma u3 MHTepHera.

14. Hcropuueckue oOpa3bl B COBPEMEHHOM OTEUECTBEHHON peKIaMe Typu3Ma M CEpBHCA.

15. IIpuemsbl cpeTHEBEKOBOM peKJIaMbl B COBPEMEHHOM PEKJIAMHOM JIETIE.
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1. “Cries” of a medieval trading city (Paris, London, Rome, St. Petersburg - to choose from)

2. Theophrastus Renaudo and the beginning of advertising activities in France.

3. The role of the press in the development of travel and tourism advertising in modern times.
4. “The bitten apple” as a typical history of the formation of a trademark in the twentieth century
(“Apple”)

5. The problem of “scary” advertising on television in the second half of the twenticth century.
6. The nature of the use of photographs in tourism advertising.

7. Transformation of “Si quis™ advertising in Europe in the 19th century.

8. Fair and exhibition as an advertising territory.

9. Radio advertising of tourism and services, the specifics of its impact.

10. The appearance of color in advertising and its.

11. Advertising sign in modern art. Masters of graphic advertising of the twentieth century.

12. Historical and systemic analysis of any advertising campaign.

13. Selection and systematization of materials on tourism advertising from the Internet.

14. Historical images in modern domestic advertising of tourism and services.

15. Techniques of medieval advertising in modern advertising.

IIpuMepHasi TeMaTHKA JOKJIAI0B

1. BiusiHue pekiambl Ha KU3Hb COBPEMEHHOT'O YEJIOBEKa.

2. Oco0OeHHOCTH, TEHJIEHIUU U MPOOJIEMbl Pa3BUTHUS OTEUECTBEHHOI'O PBIHKA
PEKIIaMBl.

3. Bo3MoxHOCTH HOBAaTOPCTBA M TBOPUYECTBA B pPEKIIAME.

4. OcoOeHHOCTH peKJlaMbl Ha pa3HbIX CTAgUsIX O KU3HEHHOIO IUKIJIA
TOBapa/yCciIyru

S. Crermuduka BTL-pexnambr

6. 3apoxieHue pekiamsl B J[peBHEM MUpe.

1. Pexnama B 3amannoit Esponie u CIIA.

8. Hcropus pexitamsl B Poccun.

9. MepueHIal3uHr U peKjama Ha MecTe NpoAaXk Kak MHCTpymeHTel BTL —
PEKIIaMBl.

10. CtumynupoBaHue npojax kak HHCTpyMeHT BTL — pexnamsl.

11. CrumynupoBanue cObiTa Kak H”HCTpyMeHT BTL — pexinambl

12. [Ipsimo#t mapkeTuHT Kak HHCTpyMeHT BTL — pexiamsl.

13. [Tponakt rusiicmenT (product placement) kak nuacTpymeHT BTL — pexnamsl.

14. CrniocoObl puBJIeUEHUsI BHUMAHUS K peKJIaMe.

15. Oco0eHHOCTH MOTPEOUTENHCKON MOTHUBAILIMY TTOTPeOUTENEH TYpyCIyT.

16. Oco0eHHOCTH UCTIONB30BaHUSI PEKIIAMBI TypU3Ma B TIpecce.

17. Crienuduka tese- 1 pauopeKiIaMbl TYPUCTUYECKUX YCIIYT.

18. Crnenuduka Hapy>KHOU peKiiaMbl B cepe Typusma.

19. Ponp KOMIIBIOTEPU3UPOBAHHON peKIaMbl B JEATEIBHOCTH TYPUCTCKOIO
TIPEIIPUSTHSL.

20. [TeuaTHas pexiama B chepe Typusma.

21. XynoxecTBeHHOE 0(hopMIIEHHE PEKIIAMHBIX O0BEKTOB.

22. Komno3umus pexinamsl.

23. B3anmoneiictBre BepOaIbHOTO, BU3YaIbHOTO, 3ByKOBOTO W PUTMHYECKOTO
PSI0B B pEKJIAMHOM COOOILIEHHH.

24, KonupalTUHT: CYIIHOCTh U MpaBuia.

1. The influence of advertising on the life of a modern person.
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2. Features, trends and problems of development of the domestic advertising market.
3. Opportunities for innovation and creativity in advertising.

4. Features of advertising at different stages of the product/service life cycle

5. Specifics of BTL advertising

6. The origin of advertising in the Ancient world.

7. Advertising in Western Europe and the USA.

8. History of advertising in Russia.

9. Merchandising and advertising at the point of sale as BTL advertising tools.
10. Sales promotion as a tool for BTL advertising.

11. Sales promotion as a tool for BTL advertising

12. Direct marketing as a BTL advertising tool.

13. Product placement as a BTL advertising tool.

14. Ways to attract attention to advertising.

15. Features of consumer motivation of consumers of travel services.

16. Features of the use of tourism advertising in the press.

17. Specifics of television and radio advertising of tourist services.

18. Specifics of outdoor advertising in the tourism sector.

19. The role of computerized advertising in the activities of a tourism enterprise.
20. Print advertising in the tourism sector.

21. Artistic design of advertising objects.

22. Composition of advertising.

23. Interaction of verbal, visual, sound and rhythmic series in an advertising message.
24. Copywriting: essence and rules.

OO0pa3ubl TECTOB /115l IPOBeIEHUsI TEKYIIEr0 KOHTPOJIS M MMPOMEKYTOUHOMH aTTeCTAIMI
10 UTOTAaM OCBOEHUSI THCIUTIIMHBI, 2 TAKKE 1JI5l KOHTPOJIS CAMOCTOSITeJIbHOW PadoThI
o0yuaruerocst

1. B yem 3aki04aeTcsi CyIIHOCTH NMOTPEOMTEIHCKOI0 OTK/JIMKA Ha peKjaMy 10 MOAeIu
ATR:

a) oOnanas ONPENECIIEHHONM OCBEJOMJIEHHOCTBIO O TOBape, IOKYIaTelb COBEPIIACT
CIIOHTAHHYIO MOKYIKY C T€M, 4TOOBI TOPOOOBaTh TOBAP M, OCHOBBIBASICH HA COOCTBEHHOM OIIBITE,
JIaeT OLIEHKY PEKJIaMHpPyeEMOMY TOBapY;

0) oOnamas omnpeAeNeHHONM OCBEJOMIIEHHOCTBIO O TOBape, IOKymarelb HaydHaeT
MHTEPECOBATHCS TaHHOM MapKoil, 3aTeM MPOSBIILET KeJlaHue 00J1ajaTh UM U COBEPIIAET MOKYTIKY;

B) oOnajgas ONpeNeleHHOM OCBEIOMIIEHHOCTBIO O TOBape, IIOKYIaTellb HaMEpeHHO
OTKa3bIBaeTCAd OT MPOOHBIX IMOKYNOK PEKIaMHPYEMOIrO TOBapa, MOTHUBHPYS 3TO CBOEOOpPa3HBIM
«JaBJICHHEM» Ha HETO.

2. Kakue u3 meponpusaTuii MoxkHo cuuTath PR-akuueii:
a) opranu3aiys 0ecryIaTHbIX SKCKYPCUN HA THBOBAPEHHBIN 3aBOJ;
0) oka3zaHWE aBHMAKOMIIAHHEW CIOHCOPCKOW MOMOIIM B MPOBEACHUM COPEBHOBAHHM MO JIETKOM
aTJICTHKE;
B) peKJiaMa OTKPBITHSI HOBOTO aBHapeiica 1o TeleBUICHUIO;
r) OecriaTHas pa3zgava MpoOHBIX 00pa3IlloB TOBapa.

3. K xananaMm HeJIMYHOH KOMMYHHKAIIMH OTHOCSTCS
a) oOlIeHNE ¢ ayIUTOpUCH;

0) ra3eTsl, )KypHaJbl;

B) oO0I1IeHHe 10 Tele(oHy;

I') TOPrOBbIN NepcoHa GUPMBI.
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4. Ykaxure onpeaejieHue, COOTBETCTBYIOIEe MOHATHIO «PeKJIaMa:

a) 9TO MEpPOIPHUATHS BPEMEHHOTO M JIOKAJIBHOTO XapakTepa, JOMOJHSIONIME OCTaIbHbIE
CpelicTBa MAapKETUHIOBBIX KOMMYHHUKAIIMM M HAMpaBJIEHHbIE Ha YCKOPEHHE MPOJaX KOHKPETHOTO
TOBapa;

0) MepompusiTUS, HUMEIONIME IEIbI0 C IOMOINBI0 OINPEACTICHHBIX JCUCTBUN CO3/aTh
MICUXOJOTMYECKU KJIMMAaT TOHHMMAaHUS M B3aUMHOTO JOBEPUS MEXAY MPEANPUSTHEM U €ro
Pa3IMYHBIMU ayJUTOPUSIMH;

B) IEpPCOHAJbHbIE KOMMYHHUKALMU C IEJNbI0 MOOYKIEHUS MOTPEeOUTENss K HEMEJICHHBIM
NEUCTBUSAM (ITOKYIIKE)

I') JaHHOE OTpe/ieNIeHUE OTCYTCTBYET.

5. Kakme m3 HHM’e NepevyUCJECHHBIX Hesell He SIBJISIOTCH LeJSIMHM MAPKETHHIOBbIX
KOMMYHHUKaIWM:

a) o0ecrieueHre HauOOJIbIIIEH CTENIEHH YI0BJIETBOPEHHOCTH OKYIATENsl OT TOBapa;

0) popmupoBanue y nmokynaress 0J1aronpusiTHOrO pactoIoKeHHs K MapKe;

B) CTUMYJIMPOBAHUE COBEPLICHUSI TOKYIIKH;

r) hopMHUpoBaHUE NOTPEOHOCTEN MOKYNATENs U UX aKTyaJlu3alus;

1) o0ecrieyeHre GUHAHCOBON YCTOMYMBOCTH PEAIPUATHSL.

6. K HeocTaTKaM TYPUCTCKOIi peKJIaMbl B Ipecce OTHOCSATCS:
a) KPaTKOBPEMEHHOCTh CYIIIECTBOBAHMS;

0) oueHb BHICOKAsi CTOUMOCTH;

B) IOTEPU NPU HEBOCTPEOOBAHHOCTHU YaCTH THpaxa.

7. Yrto, corjiacHO HOBO# Kiaaccupukaumnu, oTHocutcs K ATL-koMmMyHnkanusm:
a) Hapy»KHas peKiiama;

0) pekiiamMa B CpelICTBaX MacCOBOU MH(pOpMawu;

B) Mepomnpustus PR;

I') CTUMYJIMPOBAHUE MPOJAK.

8. Yka:kute ompeesieHne, COOTBeTCTBYIOIIee MOHATHIO «PR»:

a) 9TO HenuuyHble (OpPMbI KOMMYHUKALMH, OCYIIECTBIs€Mble uepe3 IUIaTHbIE CpeACTBa
pacnpocTpaHeH!s] THPOPMAIUU U UCXOJAIINE OT YETKO ONPEEICHHOIO UICTOYHHKA;

0) 3TO MEpONpHUATHS BPEMEHHOIO M JIOKAJIbHOI'O XapakTepa, JOMOJIHSIOUIME OCTaJIbHBIE
CpEICTBA MAapKETHHIOBBIX KOMMYHHUKAIIMM M HAIPABICHHBIE HA YCKOPEHUE IPOJaXX KOHKPETHOTO
TOBapa;

B) MEpOIpPHUATHS, HMEIOIIME LEIbl0 C TOMOILIBIO OINpEeAENeHHBIX AEUCTBUM CO3/1aTh
[ICUXOJIOTUYECKUN KJIMMAaT IOHUMaHUS W B3aUMHOIO JOBEpUS MEXAY IMPEINPUATHEM U €ro
Pa3INYHBIMU ayJUTOPUAMU;

I') MEepCOHAIbHbIE KOMMYHUKALMU C LEJIbI0 MOOYXAEHUS MOTpeOUTENs] K HEMEIJICHHBIM
NEeUCTBUAM (ITOKYTIKE).

9. Or Kakux M3 HHKENepeyHCJeHHbIX (PAKTOPOB 3aBHCHT CTPYKTypa KOMILIEKca
MapKeTHHIOBbIX KOMMYHHKaLMii B Typu3Me:

a) OT YPOBHS IIATEKECITOCOOHOCTH IIEJIEBOTO CETMEHTA,

0) ot atama XIIT;

B) OT THIIA PhIHKA (PBIHOK IPEANPUITUNA WIH MOTPEOUTENBCKUNA PHIHOK);

I') OT HAJIMYUS WIN OTCYTCTBHSI TIOCPEIHUKOB B COBITOBBIX KaHAJIAX MPEIIPUATHSL.

10. Kakue cnenuajucTbl He IBJISIIOTCS Pa0OTHUKAMH PEKJIAMHOTO areHTCTBA:
a) Komupairep;
0) Mozeparop;
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B) Menuabaiiep;

T') 9KKayHT-MEHEKEP;
1) MeIUariaHep;

) TpaduK-MeHeKeD;
) MepuaHanzep.

11. Ha3zoBuTe aBe OCHOBHbI€ NPHYMHBLI MOSIBJEHUS MEKIYHAPOJAHBIX PEKJIAMHBIX
XoJauHros B Poccum:

a) UX TosBIEHHE OOBICHAETCS NpuxoaoM B Pocchio KpymHEHIIMX TpaHCHALMOHAIBHBIX
KOPIOpAIM CO CBOMMHU TOBapaMH M OpeHIaMu;

0) uX MOsIBJICHUE OOBICHSACTCS KpailHel HEe3peI0CThI0 OTCUECTBEHHOTO PhIHKA PEKIIAMBIL;

B) MX TOSIBJICHUE OOBSCHSACTCS KEIAHUEM OCBaMBaTh JIOCTATOYHO OOJIBIIIOHN, MEPCIIEKTUBHBIN
1 aKTHUBHO paSBI/IBaIOL[II/IfICSI pBIHOK.

12. KOMMyHI/IKaTI/IBHaH crparerusi BTaJJKUBAaHUSA 3aKJIIOYACTCH:

a) B COCPCAOTOUCHUN OCHOBHBIX KOMMYHHUKATUBHBIX YCI/IJ'II/Iﬁ Ha TOProBBIX IMOCPECAHUKAX ]

6) B COCPCAOTOUCHU N OCHOBHBIX KOMMYHUKAaTUBHBIX yCI/IJH/II\/JI Ha KOHCYHBIX HOTpe6I/IT€JI$IX;

B) B COCPCAOTOYUCHUH OINTUMAJIIBHO PACHPCACICHHBIX KOMMYHHUKATHBHBIX YCI/IJ'II/II‘/‘I Ha
MOCPpCAHUKAX 1 KOHCYHOM CITPOCEC.

13. Yro, coriiacHo HOBO# Kjaccu(pukanuu, He oTHOCUTCSI K BTL-koMMyHuKanusam:
a) CIIOHCOPCTBO;

0) CTUMYJTPOBAHUE MPOJIAK;

B) pexiiama B CMU;

r) PR

1) OPSMOM MapKEeTHHT.

14. OcHoBHBIMH HanpaBJjeHusiMu Meponpusituii PR saBasiorces:
a) pekiiama;

0) npeanpa3AHUYHbIC LIEHOBBIE CKHUJIKH;

B) KOH(pEpEHLINN;

I') IHU OTKPBITBIX JIBEPEH;

1) otHoeHust co CMU no noBoty co3nanus puiibMa o NpeANnpUsTUH.

15. VYkaure onpeesieHNe, COOTBETCTBYIOIIEE MOHITHIO «CTUMYJIHPOBAHHE MPOIAK»:

a) 2TO HeNMMYHbIe (OPMBI KOMMYHHUKAIIMHA, OCYIIECTBIISEMbIE 4Yepe3 TIIaTHBIE CpEACTBa
pactpocTpaHeHus] HHPOPMAITUU ¥ UCXOJIAIINE OT YETKO OMPEICIICHHOTO UCTOYHHKA,;

0) 2TO MepompuUATHS BPEMEHHOTO M JIOKAIBHOTO XapakTepa, JOMOJHSIONINE OCTAIbHbBIE
CpeJICTBa MAapKETUHTOBBIX KOMMYHHUKAIIUH W HAMPaBJICHHBIE HA YCKOPEHHUE MPOJaXX KOHKPETHOTO
TOBapa;

B) MEPOINPHUATHS, HWMCIONIME IIeJBI0 C TIOMOIIBIO OMPECIICHHBIX JCHCTBHI CO3/1aTh
MICUXOJOTHYECKU KIMMAT TOHMMAaHUS W B3aUMHOTO JOBEPHUS MEXKAY MPEANPUSITHEM U €ro
Pa3TMYHBIMH AYJUTOPHUSIMH;

I') TEepCOHAbHbIE KOMMYHHKAIIMM C IIeNbI0 TOOYXKISHHUS MOTPEeOUTeNs K HEMEIJICHHBIM
NENUCTBUSIM (TTOKYIIKE).

16. YkaikuTe BepHbIe YTBEPIKIEHHS:

a) pekjiamMa urpaer o0pazoBaTEIbHYIO pOJIb, KOTOpas 3aKJII0YaeTcs B PaclpOCTPaHEHUU
HOBBIX 3HaHUH, OTHOCSIINXCS K Pa3IMIHBIM c)epaM YeTOBEUECKOW A TETbHOCTH;

0) pekiama CTaHOBUTCSI YacThbIO NPHUPOJHONW Cpelbl OOMTAaHUs 4YeJIOBEKa W y4acTBYeT B
CTaHOBJICHUH YKOJIOTUIECKUX CTAHIapPTOB MBIIIJICHHUS;
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B) SKOHOMMYECKAs POJIb PEKJIaMbl MPOSBISAETCA B HAJNAXXUBAHUM XO3SMCTBEHHBIX CBS3EH
MEXAYy NOpeaupusTUsIMU W Yepe3 OTO  CIOCOOCTBYET POCTYy  JIEIOBOM  aKTUBHOCTH,
KaIlMTaJIOBJIOKEHUH 1 YBEIMUYCHHIO YKCIia pabounx MecCT;

T') peKjiamMa UCHOJIb3YEeTCs JIsl aKTyallu3allii U PEelIeHHs COI[UAIbHO 3HAUUMBIX MTPOOIIeM;

1) peKjaMa y4acTBYeT B ()OPMHUPOBAHMU CAMOOIICHKH YEJIOBEKa M €ro ICHXOJOTHYECKUX

YCTAaHOBOK.

17.

Kakue cpeacrBa Bo3aeilicTBHSI BKJIIOYAET B Ce0sl KOMIUIEKC MAaPKETHHIOBBIX

KOMMYHHUKaIWM:
a) pekiiama;
0) cTUMynTUpOBaHKE COBITA;
B) TOBap;
r) PR;
1) TUYHbIE POJAXKH.

18. Kakwue haxTopbl HE OKa3bIBAIOT BIMSHUE HA pPa3Mep PEKJIAMHOTO OFOJKETa TYP(PUPMBL:
a) IIeHa YCIYyTH;

0) pa3Mepbl phIHKA, MOAJIeKAIINE OXBATy PEKJIaMHBIM BO3/ICICTBHEM;

B) UHCJIEHHOCTh PAOOTHUKOB B OT/IE€JI€ MAPKETUHTa;

r) oramn JKIIT;

1) (MHAHCOBBIE PECYPCHI (PUPMBI;

€) OTJINYUTENIbHbIE CBOMCTBA YCIYTH.

19. Pacnmosoxute 3Tanbl NPOBeJIeHUS PEKJIAMHOW KAMIAHMU TYPKOMIIAHUM B
JIOTHYECKOH M0C/1e10BaTeIbHOCTH:

a) ompeJesieHre U OCTaHOBKA I[eJIM PEKIAMHON KaMIIaHUH;

0) uccuenoBaHue EeNeBON ayJUTOPUH, PEKIAMUAPYEMOH YCIIYTH U KOHKYPEHTOB;

B) GOpMHUPOBAaHKE CMETHI PACXOJIOB Ha PEKIAMHYIO KaMIIaHHIO;

T) OMpe/iesieHUEe PEKIIaMHON UCH;

1) olleHKa 3 (HEKTUBHOCTH PEKJIAMHOM KaMIIaHUU;

e) popMUpOBaHUE TIJIaHa peaTu3alii PeKIaMHON KaMIIaHUU;

) MIPAKTUYECKas! pean3aliis 3aIIaHPOBAHHBIX PEKIIAMHBIX MEPOTIPUSTHIL;

3) onpezesieHue KaHaIOB KOMMYHHUKAIUI U pa3paboTKa peKkJIaMHBIX COOOIIEHUII;

1) 3aKyNKa BPEMEHU U MECTa B CPEJICTBAX PACIPOCTPAHEHHUS PEKIIaMBI;

K) BBISICHEHHE TIPEBAPUTEILHONW CYMMBI PEKIIAMHBIX PACXOI0B;

J1) oTpe/ieNieHe OTBETCTBEHHBIX JIMI] 32 MPOBEICHUE PEKIIAMHOM KaMIIaHUW U TIPUBIICUEHHE, TIPH
HEOOXOMMOCTH CIEIUAINCTOB PEKJIAMHOI'O areHTCTBA.

20.

HCHOJ’IBE}OB&HI/IC, KaKkou CTpaTeruu noapasymMmeBacT CoOCpPEAOTOYECHUE BCEX

KOMMYHHKATHBHBIX YCHJIM TYPKOMIIAHUH HA KOHEYHOM CIIPoCe:
a) CTpaTeTUH BTAJIKUBAHUSI,
0) cTpaTeruu BTSITUBAHUS;
B) CTpPaTEruy SKCKIFO3UBHOTO COBITA.

21. Yxka:kuTe HeBEepHOe YTBePKIEeHHUeE:

a) OJHUM W3 TJABHBIX YCIOBUH YCIENIHOTO MAapKETHHTa SIBISETCS pa3paboTKa KOMIUIeKca
MapKETHHTOBBIX KOMMYHHUKAIIHIA,

0) MapKEeTHHT TIOJNyYWJI CBOE pa3BUTHE B [[peBHeM Mupe, a pekiiaMa — TOJIbKO B Hadayie XX

BEKa;

B) KOHIEMNIMS COIMAIbHO-3TUYHOTO MAapKETUHTa OpPUEHTHPOBAHA HA YJIOBJIETBOPEHUE
MoTpeOHOCTEHN MOKyMaTeae, TaKuM 00pa3oM, M 4epe3 TaKhe TOBaphl, YTOOBI MOACPKUBAIOCH U
yIAy4IIaNIoch OJaronoiydyne BCEro 00IIecTBa B IEJIOM.
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22. Ha xkakom 3tane KT npeanpusitue uyamie Bcero npumeHnsieT MHGOPMAaTHBHYIO
pexkyamy:

a) Ha HTare BbIBEICHMUS;

0) Ha 3Tarne pocTa;

B) Ha 9TaIe 3peyiocTy;

') Ha JTare ynajaka.

23. Kakoii 3j1eMeHT KOMILIeKCAa MAPKeTHHTOBBIX KOMMYHUKAIUMI MOApa3yMeBaeT
HCNOJIb30BaHHE PEIAKIIMOHHOTO0, a He IUIATHOT0 BpPeMEHH H/WJIM MecTa B CpeacTBax
pacnpocTpaHeHusi UH(POPMALINHA:

a) pekiiama,

0) mponaranna (PR);

B) CTUMYJIMPOBaHUE COBITA,

T) JTUYHas IpoJiaxa.

24. K 10CTOMHCTBAM TeJIeBU3MOHHON peKJaMbl OTHOCATCH:

a) THOKOCTb;

0) 3 PEeKTUBHOCTH BO3CHUCTBUS 3a CUET N300PAKEHNS, 3BYKA U JIBIDKCHUS,
B) MATKOCTb;

') LIMPOTa 0OXBaTa ayIuTOPUH.

25. YKa:KuTe HeBepHOe YTBEp:K/IeHHe:

a) pekiiama, Ha3bIBaloOIlas OTJIMYUTENIbHBIA NpPU3HAK TOBapa, KOTOPBIA COMEPKHUTCA B
MUKPOCKOIIMYECKUX KOJIMYECTBAX U KOTOPBIM caM MOTPEOUTENb HE B CHUIaX OOHAPYXUTh, IOMOTaeT
YCTaHOBUTb, YTO IAHHBIA NPU3HAK IPAKTUYECKH OTCYTCTBYET M TE€M CaMbIM YCKODPSET IIPOBAJ
TOBapa;

0) pexiiamMa CTUMYJIUPYET MPOJaxKy IUIOXO0r0 TOBapa M yCKOPsIeT IPOBaJl XOPOILETO.

B) aKTHBHAs peKJlaMa M COCPEJOTOYEHHE YCUIMH TOJIBKO Ha HEW HE rapaHTUPYET PbIHOYHBIN
YCIEX U JaKe MOXKET IPUBECTH K OTPULIATEIIbHBIM PE3yJIbTaram;

I) pekiamMa OpUoOpeTaeT CBOIO MaKCUMalbHYIO 3(()EKTUBHOCTH TOJIBKO B KOMILJIEKCE
MapKEeTHHIa, TaK KaK BCE €r0 3JIEMEHTHI B3aMMOCBSA3aHbl U B3aMO3aBUCUMBI.

26. PexyiamoaaTeJsiMM MOT'YT BBICTYNIATH CJIeAyIOlLIMe CYObeKThl PbIHKA:
a) TOCYJIapCTBO M OOIIECTBEHHBIE OPraHU3alINH;

0) MPOU3BOIUTENH;

B) TOPTOBBIE TOCPETHUKU;

I') 4aCTHbIE JIUIIA;

1) IPEANPUATHS 110 OKa3aHUIO YCIIYT;

€) BCE BBIIICTIEPEUHCICHHOE BEPHO.

27. B uyeM 3akJI04aeTcsi CYHIHOCTh MNOTPeOHTEBCKOr0 OTKJIMKA HAa peK/Jamy I0
moneau AIDA:

a) obsagass OINpeleNeHHOM OCBEJOMIIEHHOCTBIO O TOBape, IMOKYNaTelb COBEpIIAET
CIIOHTAaHHYIO ITOKYIIKY C TEM, 4TOOBI HOHpO6OBaTI) TOBap U, OCHOBBEIBAsACH HA COOCTBEHHOM OIIBITE,
JIaeT OLEHKY PeKIaMHUpyeMOMY TOBapy;

0) oOmanmas omnpeneleHHOW OCBEJOMJIEHHOCTHIO O TOBape, MOKyHaTeslb HaYMHAET
MHTEPECOBAThCS JAHHOM MapKoH, 3aTeM MPOSIBIISET JKeJlaHue 00J1a/1aTh UM U COBEPIIAET MOKYIIKY;

B) o00mamas OIpEAETICHHOW OCBEAOMJICHHOCTBIO O TOBape, IOKYNaTedb HaMEpEeHHO
OTKa3bIBAaeTCAd OT MPOOHBIX MOKYNOK PEKIAMHPYEeMOTo TOBapa, MOTHBHPYS 3TO CBOEOOPa3HBIM
«IaBJICHUEM» Ha HETO.
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28. Kakoii u3 MeTo10B ()OPMHUPOBAHHMS PEKJIAMHOrO OI0O[KeTa HAWJIYYIIUM 00pa3omM
MOAXOIUT /ISl TYPKOMIIAHUH, KeJaloliell MOBBICHTh YPOBEHb Y3HABAeMOCTH MapKH «A» B
KOHKPETHOM pernoHe Ha 35 %:

a) popMupoBaHue OIOKETA PEKJIAMBI I10 OCTATOYHOMY HMPUHIIHITY;

0) hopMupoBaHKe OFO/DKETA PEKJIAMbI METOJIOM KOHKYPEHTHOTO ITapUTeTa,;

B) (hopmupoBaHme Or0KeTa peKiIaMbl, HCXOS U3 IIeIel U 3a1a4;

r) hopMUpOBaHKE OIOKETA PEKSIaMbl METOJIOM (PUKCHPOBAHHOTO TIPOLICHTA.

29. YKa:KuTe BepHbIe YTBepP:KIeHUs:

a) TMPEUMYIIECTBO (OPMHPOBAHUSI PEKIAMHOTO OJDKETa METOJOM (PUKCHPOBaHHOTO
NPOIEHTa 3aKII0YacTcs B TOM, YTO Y MpPEINpUsATHs Bcerna OyneT ompeaesieHHas cymMma Ha
peKiamy;

0) OCHOBHOHM HEIOCTAaTOK (POPMHUPOBAHUS PEKIAMHOTO OIOKEeTa METOIOM (PMKCHPOBAHHOTO
MPOICHTa 3aKJIFOYAeTCs B TOM, YTO B CIlydae CHIDKEHUS OOBEMOB MPOJaX CyMMa pPEKJIaMHBIX
CpEeACTB TOXe OyJeT CHIKATHCS,

B) CaMbIM ONTHMAJIBHBIM M HanOosiee 3PpGEeKTUBHBIM METOJA0M (OPMHUPOBAHUS PEKIAMHOTO
OrOJKeTa SIBIISETCS METOJl OCTAaTOYHBIX CPEICTB — B JAHHOM CIlydae pEKJIIaMHBIE CpelICTBa HE
MIPUBSI3aHBI K 00beMaM MPOIaK;

T') BCE YTBEPKICHUS SBIISIOTCS BEPHBIMHU.

30. YTo M3 HU:Ke MePevyUCIeHHOr0 HeJIb3sl CYUTATH MPEeuMYLIeCTBOM PaHOpPeKJIaMbl:

a) OTHOCHUTEJILHO HU3Kasi CTOUMOCTh PEKJIaMbl;

0) BBICOKas CTENeHb W30MPATENBLHOCTH 10 TEPPUTOPHUAIBHOMY H JIeMOrpadu4ecKuM
IIPU3HAKAM;

B) MacCOBOCTb;

I') HEMOCPEACTBEHHOE O0pallleHne K UyBCTBaM 1IeJIEBON ayJUTOPUH.

31. Tapu¢sbl Ha OIIATY TeJIeBU3HOHHOI0 PEKJIAMHOI0 3¢upa 3aBUCHT OT:
a) BPEMEHH CYTOK;

0) pelTHHTa POTrPaMMBI;

B) OT TEJIEBU3MOHHOI'O KaHaa;

I') OT AJIUTEIBHOCTH PEKJIIAMHOTO COOOIIECHUS;

1) OT BCETO BBIIIIE IEPEUNCIEHHOTO.

32. Kakue CKMIKH MOKET IOJIYYUTH PeKJIaMoAaTe/Ib OT PEKJIAMHOI0 areHTCTBA:
a) 3a peIoIUIaTy 3aKa3a,

0) 3a 00BeM 3aKasa;

B) C€30HHBIE CKHJIKH;

F) CKHAKa IMPHUBUIICTUPOBAHHBIM 3aKa34YHUKaM;

1) BCE BBIIICTICPEYHCICHHOE BEPHO.

33. YTo M3 HM:Ke MePeYUCIeHHOIr0 He YI0P0KaeT NPOU3BOACTBO PEKJIAMHBIX POJIUKOB:
a) XOpoIIasi IoroJia BO BPeMs CheMOK;

0) HanMMuue JeTeH, a Tak)Ke )KUBOTHBIX B CIOXKETE;

B) aHUMAIIHS;

') peUTHHT KaHana, T1e OyAeT TpPaHCIUPOBATHCS peKiiaMa;

1) IEPEHOC ChEeMOK Ha BTOPOH JICHB;

€) UCII0JIb30BaHKEe OOJBIION TPYIIHI M TOPOTUX IEKOPAIIHiA,

) IPUCYTCTBHUE B CIOXKETE TOMYJISIPHON JTMYHOCTH;

3) OTCYTCTBHE KYPSIIUX JIUIl HA CbeMOYHOH TIIOIAIKE;

1) Chb€MKa HOYbIO.
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34. Yxka:kuTe ompejiesieHUe, COOTBETCTBYIOIIEE MOHATHIO «PEKIAMa:

a) 9TO HenuyHble (OPMBI KOMMYHHUKAIIMH, OCYIIECTBISIEMbIC uepe3 IUIATHBIE CpPEICTBa
pactipocTpaHeHus] HHPOPMAIUN U UCXOISAIINE OT YETKO OMPEICIICHHOTO HCTOYHHKA;

0) 9TO MepompusATHs BPEMEHHOTO M JIOKAJbHOIO XapakKTepa, IOMOJIHSIONINE OCTAIbHBIC
CpeICTBa MAapKETUHTOBBIX KOMMYHHUKAIIMH U HAMPaBJICHHBIE HA YCKOPEHHUE MPOJaX KOHKPETHOTO
TOBapa,

B) MEpPOIPHUATHS, HUMCIOIIME IEeIbI0 C TOMOINBI0 ONPEACIECHHBIX JCHCTBHIA CO3/1aTh
MICUXOJIOTUYECKUN KIMMAT IOHMMAaHUS M B3aUMHOTO JIOBEPHS MEXKAY MPEIIPUATHEM H €ro
Pa3IMYHBIMH AYJAUTOPUSIMH;

I') MepCOHAbHbIE KOMMYHHUKAIMU C IEJIbI0 MOOYXICHUS MOTPEOUTENss K HEMEIUICHHBIM
NEUCTBUSIM (TTOKYIIKE).

35. Uro siBJsieTCs 3JIeMEeHTAMHM MeYaTHOT0 PEKJIAMHOI0 TeKCTAa:
a) 3aroJIOBOK;

0) OCHOBHO# TEKCT;

B) MACMOPTHYKA;

I') pEKJIaMHBIH JIO3YHT;

1) IOANKUCH U KOMMEHTAPUH;

€) «JIETEKTOpP».

36. ¥Yka:kuTe ompejiesieHU€e, COOTBETCTBYIOIIEE MOHATHIO «CTUMYJIHPOBAHHNE MPOIAK):

a) 9TO HenuyHble (OPMBI KOMMYHHUKAIIUH, OCYIIECTBISIEMbIC uepe3 IUIATHBIC CPENICTBA
pactipocTpaHeHus] HHPOPMAITUH B UCXOJISIIHE OT YETKO ONPEICIICHHOTO NCTOYHHKA,;

0) MeponpusTHs, WUMEIOIIAE IIeIBI0 C IIOMOIIBI0 OINPEACICHHBIX JICHCTBHI CO3/1aTh
TICUXOJIOTHYCCKHI KJIMMAT TIOHMUMaHUs W B3aUMHOTO JOBEpUS MEXKIY TNPEANPUATAEM H €ro
Pa3IMYHBIMH ayTUTOPHSIMU;

B) IEPCOHAJBHBIC KOMMYHHUKAIMUA C SN0 MOOYXKICHUS IMOTPEOUTENT K HEMEJICHHBIM
JEHCTBUM (ITOKYTIKE);

T') JaHHOE OTIPEIEICHUE OTCYTCTBYET.

37. Kakoe MecTo Ha ra3eTHOM MoJI0ce SIBJISIETCS HAMTYYLIUM /1JIsl BOCTIPUSITHS:
a) B HIDKHEH yacTu NepBOM CTpaHUIIbI;

0) mpaBblii BEpXHUI yroJl Ha JIEBOI mosoce;

B) MpaBblii BEpXHUI yroj Ha MpaBoi MoJoce;

I') JI€BBIA HUKHUM yroJl Ha JIEBOM IOJIOCE.

38. Kakue cpencrBa Bo31eliCcTBHS He BKJIIOYAeT B ce0sl KOMILIEKC MapPKeTHHIOBBIX
KOMMYHHUKAIIU:

a) pekiiama;

0) CTUMYIUPOBaHUE TPOJIAK;

B) HacWUJIUE;

T') JIMYHbBIE IPOJIAXKHY;

1) YTOBOPBHI.

39. VYka:kuTe BepHbIe YTBEP:KICHUs:

a) cmaboli CTOPOHOW pEeKJIaMbl B Ta3eTax SBISETCS HE3HAUYNTENbHAsK ayIUTOPUS «BTOPUYHBIX
YHUTATENCH,

0) MperMyIIeCTBOM HAapYKHOU pEeKIaMbl MOKHO CUUTATh BBICOKUH YPOBEHb SMOLIMOHAILHOTO
BO3/ICHCTBUS,

B) peKjiaMa B JKypHalaX MMEeT BBICOKOE KaueCTBO BOCIIPOHM3BEICHUS U BOCIPHHUMACTCS KaK
JIOCTOBEpHAS Y TPECTIIKHAS,
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F) HEAOCTATOK TEJICBU3UOHHOMN PCKIIaMbl  3aKJIFOYACTCSA B MHUMOJICTHOCTU PCKIIAMHOTIO
KOHTaKTa IIpu BBICOKOH €TI0 CTOMMOCTH.

40. YkaxkuTe HeBepHOe YTBep:KIeHHe:

a) K OCHOBHBIM BHUJIaM PaJHOPEKJIAMBbl OTHOCAT: MY3BIKAJIbHbIE 3aCTaBKH; KAHPOBBIE
CIIEHKH; TIPSIMOE OO0BSBJICHUE; OPUTHHAIBLHOE TOJIOCOBOE MPEICTABICHUE;

0) B HacTosIIee BpeMsl MMPOBOJHOE Paauo sBIseTCS HeI(D(DEKTUBHBIM B KAa4eCTBE CPEICTBA
pacrpoCTpaHeHHS PATUOPEKIIAMBL;

B) JUIS MPUBJICUYCHUS W yIEPKaHWUS BHUMAHUS TEKCT PATUOPEKIAMBbl JOJDKEH OTIHYATHCS
BBICOKOW WHTEHCUBHOCTEIO;

') CTOMMOCTh Pa3MeIleHHUs PaliOpeKIaMbl HA MECTHBIX paauoKaHallaX ropasio HIKE, 9YeM Ha
MECTHOM TEJICBU/ICHHH.

41. Ot 4yero He 3aBHCHT ILJIaTa 32 pa3MellleHUe HAPYKHOH peKJIaMbl:
a) OT pa3MepOB HApPYKHOU peKIIaMBbl;

0) OT TeppUTOPUATBHBIX IPAHULL PA3MEILICHUS;

B) OT BUJIa PEKIIAMHPYEMOTO TOBApA;

') OT OCBEIICHHOCTH PEKJIAMHOI'O MECTa;

1) OT OPTaHU3AIMOHHO-TIPAaBOBOM (POPMBI PEKIaMOATEIIS.

42. KOMMyHI/IKaTI/IBHaﬂ cTparerusi BTITUBaHUA 3aKJII0OYA€TCHA:

a) B COCPCAOTOUCHUHN OCHOBHBIX KOMMYHHKATUBHBIX YCI/IJII/Iﬁ Ha TOPT'OBBIX ITOCPCAHUKAX ]

6) B COCPCAOTOUCHU N OCHOBHBIX KOMMYHUKAaTUBHBIX yCI/IJH/II\/JI Ha KOHCYHBIX HOTpe6I/IT€JI$IX;

B) B COCPCAOTOYUCHUN OINTUMAJIIBHO PACHPCACICHHBIX KOMMYHHKATUBHBIX YCI/IJII/Iﬁ Ha
MOCPpCAHUKAX U KOHCYHOM CITPOCEC.

43. Kakmue ¢pakTopbl BIUSIOT HA pa3Mep PeKJIaAMHOro OK/IKeTa:
a) IIeHa TOBapa;

0) pa3Mepbl peIHKA, TIOJJIKAIINE 0XBATy PEKJIAMHBIM BO3JICHCTBHEM;
B) YHCJICHHOCTh PAOOTHUKOB B OT/I€JIe MAPKETHHTQ;

r) otamn XKIT;

1) IPOU3BOJICTBEHHBIN MOTEHIINAT MPEANPUITHS;

€) OTJINYUTENbHbIE CBOMCTBA TOBapa.

44, Kakoii wu3 MeToaoB GOPMHPOBAHMSA PEKJAMHOI0 OlOIKeTa HMCIHOJb3YyeT
TYPKOMIIAHHUS, €CJIM OHO €5KeKBAPTAJIbHO OTHYHC/IsSET HA pekiaaMy 7,5 % oT 00beMOB NPOJAK:

a) popMupoBaHue OIOKETA PEKJIAMBI TIO OCTATOYHOMY TTPUHITUITY;

0) hopmupoBaHue OIOPKETa PEKIaMbl METOI0M KOHKYPEHTHOTO MapUTETa;

B) hopmupoBaHue OrOKETa peKIIaMbl, HCXOS U3 LI U 3a/1a4;

r) hopMupoBaHKe OrKeTa peKsiaMbl METOJIOM (PMKCHPOBAHHOTO TPOLIEHTA.

45. Kakmue TejieBU3HOHHBbIE mepenauu, coriacHo @3 «O pekiame)», He J0MYyCKaeTCs
NpepbIBaTh PeKJIaMoOil M1 COBMeIATh C Heili:

a) IeTCKue 1 00pazoBaTeIbHbIC TIepeayn;

0) HOBOCTHBIE Mepeavn, IITUTETHFHOCTHIO OoJiee 15 MUHYT;

B) MIPSIMbIE TPAHCISLUU CIIOPTUBHBIX COPEBHOBAHUM;

I') peIMrHO3HbIE TIepeayn;

1) HOBOCTHBIE TEpe/layul, JIIUTEIbHOCTHIO MEHEE 15 MUHYT.

46. YkaxXuTe HeBepHbIe YTBepP:KIeHUS:
a) HapyXXHas pekjiamMa He JOJDKHA MMETh CXOJCTBA C JOPOKHBIMH 3HAKaMHU M YKa3aTeJsiMHU,
yXYALAaTh BUIUMOCTb U CHIKATh O€30MacCHOCTb JABHKCHUS;
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0) pacmpocTpaHeHHME pPEKJIaMbl Ha  TPAHCIOPTHBIX  CPEACTBaX, OOOPYIOBAaHHBIX
CHelHabHBIMU CBETOBBIMH U 3BYKOBBIMH CUTHAJIAMH, 3aIIPEILEHO;

B) pa3peuiaeTcss HAHOCUTh Ha TPAHCIIOPTHBIE CPEACTBA peKiIaMy, KOTOpas Mo U300pakeHHIO,
IBETY U MECTy pAaCIOJIO)KEHHUS HMEET CXOJACTBO C IIBETOrpaUuecKUMU CXeMaMH OKpacKu
TPAHCIIOPTHBIX CPENICTB CHEIMAIBHBIX U ONEPAaTUBHBIX CIYXkO;

I) pekiiaMa alKorojss M TabayHbIX W3AETUI MOXET coJepkaTb HHQOpPMAIHUIO O
II0JIO)KUTEIBHBIX TEPAleBTUUECKUX CBONCTBAaX JAHHBIX TOBAapOB M IPEACTABIATh HUX BBICOKOE
coJiep>KaHue B MPOAYKTE KaK IOCTOMHCTBO.

47. KTto0 MOKeT SIBJIATHCS aApecaToM MAPKETHHIOBBIX KOMMYHHKALMIA:
a) peaJibHbIE NTOKYIaTEeNu;

0) MoTeHIIMaIbHbIC MTOKYIATEIH;

B) MapKETHHTOBBIEC TOCPEIHUKH;

I') KOHTAKTHBIE ayIUTOPUU;

1) TTIOCTaBILUKY;

€) COTPYAHUKH HAIIETO MPEANpUATHUS;

) BC€ BBIILIE€ IEPEUUCIEHHOE BEPHO.

48. Kak Ha3bIBaeTcsl peKjiamMa, KOTOpasi MPeICTaBJIsAeT O0IIeCTBEHHbIE MHTEPechl U
HaNpaBJieHa HA IOCTHKeHUE 00IECTBEHHO 3HAYMMBIX 1eJIei:

a) MPeCTUKHAS,

0) coruanabHasi;

B) KOCBEHHasl.

49. Kakas pekijiama, corjiacHo @3 «O pekiiamey, ABJISETCS CKPBITOI:

a) KOTOpas OKa3bIBa€T HE OCO3HABACMOE IOTPEOUTENIEM pEKJIaMbl BO3JICHCTBHE Ha €ro
BOCTIPUSTHE;

0) KoTopas HampaBjieHa Ha (opMupoBaHHE OJArONPHUATHOrO OOIIECTBEHHOTO MHEHHUS O
MPEANPUATHH U €r0 TOBapax;

B) KOTOpast MOSIBIISICTCSI B CPEJICTBAX Pa3MEILICHUsI PEKJIaMbl KpaiHEe PEIKO.

50. MoxkHO JHM CYHUTATh CJAYXH (MOJBY O XapaKTepHUCTHKAX TYPHPOAYKTa)
HeopMaATbHBIMM MAPKETHHIOBBIMM KOMMYHHUKALMAMM:

a) MOXKHO, TaK KaK OHM MOTYT T€HepUpOBaThCs caMOi TypKOMMaHuEeH U cTaTh 3((HEeKTUBHBIM
cpeacTBoM (hopMHpOBaHUS 3aIJIAHUPOBAHHBIX B3aUMOOTHOILLIEHUH € LIEIEBBIMU ayJUTOPUSIMU;

0) Henb3s, TaKk KaK OHM BO3HUKAIOT CaMOIPOM3BOJIBHO MM «Ojaronapsi» KOHKYypeHTaM M
CYLIECTBYIOT BHE BCAKOW 3aBUCUMOCTH OT MapKETHHIOBBIX KOMMYHUKALIUH.

B) U MOKHO U HEJIb35 — BCE 3aBUCHUT OT TOT'0, KTO TEHEPUPYET CIYXH.

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

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

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

c) having a certain knowledge about the product, the buyer deliberately refuses to make trial purchases
of the advertised product, citing this as a kind of “pressure” on him.

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

a) organizing free excursions to the brewery;

b) provision of sponsorship by the airline for athletics competitions;
c) advertising the opening of a new flight on television;

d) free distribution of product samples.
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3. Non-personal communication channels include:
a) communication with the audience;

b) newspapers, magazines;

c) communication by phone;

d) the company's sales staff.

4. Specify the definition corresponding to the concept of “advertising™:

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

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

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

5. Which of the following goals are not the goals of marketing communications:
a) ensuring the highest degree of customer satisfaction from the product;

b) creating a favorable attitude towards the brand among the buyer;

C) incentives to make a purchase;

d) formation of buyer needs and their actualization;

e) ensuring the financial stability of the enterprise.

6. The disadvantages of tourism advertising in the press include:
a) short duration of existence;

b) very high cost;

c) losses when part of the circulation is not in demand.

7. What, according to the new classification, refers to ATL communications:
a) outdoor advertising;

b) advertising in the media;

c) PR events;

d) sales promotion.

8. Indicate the definition corresponding to the concept of “PR”:

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

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

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

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

9. Which of the following factors determines the structure of the marketing communications complex
in tourism:

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

b) from the stage of life cycle;

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

d) on the presence or absence of intermediaries in the distribution channels of the enterprise.

10. Which specialists are not employees of an advertising agency:

a) copywriter;
b) moderator;
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¢) media buyer;

d) account manager;
e) media planner;

f) traffic manager;
g) merchandiser.

11. Name the two main reasons for the emergence of international advertising holdings in Russia:

a) their appearance is explained by the arrival of the largest transnational corporations in Russia with
their goods and brands;

b) their appearance is explained by the extreme immaturity of the domestic advertising market;

c) their appearance is explained by the desire to develop a fairly large, promising and actively
developing market.

12. The communicative strategy of pushing is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end consumers;

c) in concentrating optimally distributed communication efforts on intermediaries and final demand.

13. What, according to the new classification, does not apply to BTL communications:
a) sponsorship;

b) sales promotion;

c) advertising in the media;

d) PR

e) direct marketing.

14. The main areas of PR activities are:

a) advertising;

b) pre-holiday price discounts;

c) conferences;

d) open days;

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

15. Provide a definition corresponding to the concept of “sales promotion™:

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

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

c) events aimed at creating a psychological

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

16. Indicate the correct statements:

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

b) advertising becomes part of the natural human environment and participates in the development of
environmental standards of thinking;

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

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

e) advertising participates in the formation of a person’s self-esteem and his psychological attitudes.

17. What means of influence does the marketing communications complex include:
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a) advertising;

b) sales promotion;
C) goods;

d) PR;

d) personal selling.

18. What factors do not influence the size of a travel agency’s advertising budget:
a) price of the service;

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

c) the number of employees in the marketing department;

d) stage of life cycle;

e) financial resources of the company;

f) distinctive properties of the service.

19. Arrange the stages of a travel company’s advertising campaign in a logical sequence:
a) determining and setting the goals of the advertising campaign;

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

c) creating cost estimates for an advertising campaign;

d) determining the advertising idea;

e) evaluation of the effectiveness of the advertising campaign;

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

g) practical implementation of planned promotional activities;

h) identifying communication channels and developing advertising messages;

i) purchasing time and space in advertising media;

j) finding out the preliminary amount of advertising expenses;

k) determining the persons responsible for carrying out the advertising campaign and, if necessary,
attracting advertising agency specialists.

20. Using which strategy implies focusing all communication efforts of the travel company on final
demand:

a) pushing strategies;

b) retraction strategies;

c) exclusive sales strategies.

21. Indicate the incorrect statement:

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

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

c) the concept of social and ethical marketing is focused on meeting the needs of customers in such a
way and through such products that the well-being of society as a whole is maintained and improved.

22. At what stage of life cycle does an enterprise most often use informative advertising:
a) at the excretion stage;

b) at the growth stage;

C) at the stage of maturity;

d) at the stage of decline.

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

a) advertising;

b) propaganda (PR);
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c) sales promotion;
d) personal selling.

24. The advantages of television advertising include:

a) flexibility;

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

d) breadth of audience coverage.

25. Indicate the incorrect statement:

a) advertising, which names a distinctive feature of a product that is contained in microscopic
quantities and which the consumer himself is unable to detect, helps to establish that this feature is
practically absent and thereby accelerates the failure of the product;

b) advertising stimulates the sale of bad goods and accelerates the failure of good ones.

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

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

26. The following market entities can act as advertisers:
a) state and public organizations;

b) manufacturers;

c) resellers;

d) private individuals;

e) enterprises providing services;

e) all of the above are true.

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

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

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

c) having a certain knowledge about the product, the buyer deliberately refuses to make trial purchases
of the advertised product, citing this as a kind of “pressure” on him.

28. Which method of creating an advertising budget is best suited for a travel company that wants to
increase the level of recognition of brand “A” in a particular region by 35%:

a) formation of an advertising budget on a residual basis;

b) formation of the advertising budget using the competitive parity method,;

c) formation of an advertising budget based on goals and objectives;

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

29. Indicate the correct statements:

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

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

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

d) all statements are true.

30. Which of the following cannot be considered an advantage of radio advertising:
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a) relatively low cost of advertising;

b) high degree of selectivity on territorial and demographic grounds;
C) mass participation;

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

31. Tariffs for paying for television advertising broadcasts depend on:
a) time of day;

b) program rating;

¢) from a television channel,

d) on the duration of the advertising message;

e) from all of the above.

32. What discounts can an advertiser receive from an advertising agency:
a) for prepayment of the order;

b) for the volume of the order;

c) seasonal discounts;

d) discount for privileged customers;

d) all of the above are true.

33. Which of the following does not increase the cost of producing commercials:
a) good weather during filming;

b) the presence of children and animals in the plot;

C) animation;

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

e) postponing filming to the second day;

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

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

h) absence of smokers on the set;

1) shooting at night.

34. Indicate the definition corresponding to the concept of “advertising”:

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

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

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

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

35. What are the elements of printed advertising text:
a) title;

b) main text;

C) passport;

d) advertising slogan;

e) signatures and comments;

e) “detector”.

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

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

b) activities aimed at creating, through certain actions, a psychological climate of understanding and
mutual trust between the enterprise and its various audiences;
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¢) personal communications in order to encourage the consumer to take immediate action (purchase);
d) this definition is missing.

37. Which place on a newspaper page is best for perception:
a) at the bottom of the first page;

b) upper right corner on the left lane;

c) the upper right corner on the right lane;

d) lower left corner on the left lane.

38. What means of influence does not include the complex of marketing communications:
a) advertising;

b) sales promotion;

c) violence;

d) personal selling;

d) persuasion.

39. Indicate the correct statements:

a) the weak point of advertising in newspapers is the small audience of “secondary readers”;

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

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

d) the disadvantage of television advertising is the fleeting nature of the advertising contact and its
high cost.

40. Indicate the incorrect statement:

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

b) currently wired radio is ineffective as a means of distributing radio advertising;

C) to attract and retain attention, the text of radio advertising must be highly intense;

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

41. What the fee for outdoor advertising does not depend on:
a) on the size of outdoor advertising;

b) from the territorial boundaries of the location;

c) on the type of advertised product;

d) on the illumination of the advertising space;

e) on the legal form of the advertiser.

42. The communicative strategy of retraction is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end consumers;

c) in concentrating optimally distributed communication efforts on intermediaries and final demand.

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

a) the price of the goods;

b) the size of the market to be covered by advertising influence;
c) the number of employees in the marketing department;

d) stage of life cycle;

e) production potential of the enterprise;

f) distinctive properties of the product.
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44. Which method of forming an advertising budget does a travel company use if it allocates 7.5% of
sales volumes to advertising quarterly:

a) formation of an advertising budget on a residual basis;

b) formation of the advertising budget using the competitive parity method,;

c) formation of an advertising budget based on goals and objectives;

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

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

a) children's and educational programs;

b) news programs lasting more than 15 minutes;

c) live broadcasts of sports competitions;

d) religious programs;

e) news programs lasting less than 15 minutes.

46. Indicate incorrect statements:

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

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

c) it is permitted to place advertisements on vehicles whose image, color and location are similar to the
color schemes of vehicles of special and operational services;

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

47. Who can be the recipient of marketing communications:
a) real buyers;

b) potential buyers;

c) marketing intermediaries;

d) contact audiences;

e) suppliers;

f) employees of our company;

g) all of the above are true.

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

a) prestigious;

b) social,

c) indirect.

49. Which advertising, according to the Federal Law “On Advertising,” is hidden:

a) which has an impact on his perception of advertising that is not realized by the consumer of
advertising;

b) which is aimed at creating a favorable public opinion about the enterprise and its products;
c) which appears in advertising media extremely rarely.

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

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

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

¢) both possible and impossible - it all depends on who generates the rumors.
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www.moscomtour.mos.ru — Caititr KomuTera no TypusMy U TOCTHHHYHOMY XO3SIUCTBY
ropoza MocKBbI

www.russiatourism.ru — Caiit deaepanibHOr0 areHTCTBa 10 TypusMy P® www.unwto.org — Cait
BcemupHON TypHUCTCKOM OpraHu3aluu

Accornmarus typornepatopoB Poccun - URL: http://www.atorus.ru/ator/about/mission.html

NudopManinoHHO-aHATUTUYECKOE areHTCTBO «ConuanbHas peKnama.ru URL:
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HarnuonaneHas sekrponnas oudauorexa (HOB) www.rusneb.ru
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Onekrponnas oudianorexa Grebennikon.ru www.grebennikon.ru

Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

6.3 IIpodeccuonanbHbie 6a3bl JAHHBIX H HHPOPMALMOHHO-CIIPABOYHBIE CHCTEMbI
Joctyn k mpodeccronanbHbiM 0a3am mannbix: https://liber.rsuh.ru/ru/bases

WHdopmanoHHbIE CIIPABOYHBIE CUCTEMBI:
1. Koncynbrant Ilmoc
2. Tapanr

7. MaTepuaJibHO-TeXHHYeCKOe o0ecnedeHHe JUCHUTIIHHBI

[Ipyu npoBeneHUM 3aHATUN MCIOJIB3YETCA AyaUTOpHs, OOOpYyJOBaHHAs MPOEKTOPOM JUIs
oroOpakeHust Tpe3eHTanuid. Kpome TOro, mpu NpOBENEHUH JIEKIWH W TMPAKTHYECKUX 3aHATHH
HE00XO0/IMM KOMIIBIOTEpP C YCTAHOBJICHHBIM Ha HEM Opay3epoM M HPOTrpaMMHBIM OOeCHeueHUeM s
nemoHcTpanuu npeseHtarnuii (Power Point u ap.).

s camocTosTeNnbHONU paboThl cTyAeHTy HeoOxoaum poctyn kK OBC usparensctBa «tOpaiit»
(biblio-online.ru), apxuBy uccnenoparenbckux xypraioB JSTOR, MHBJ] Scopus u Web of Science.
IlepcoHanbHble KOMIBIOTEPHI, OCHaIleHHBbIe onepanuoHHoi cuctemoit OC MS Windows (XP u
BhIIIIE), TporpaMMHbIM obecrieuenneM MS Office 20032010, noctynom B UHTepHeT depe3 Opaysep
Google Chrome unu Opera, 00HOBIIsIEeMO aHTHBUPYCHO# 3aimuToit Symantec Endpoint Protection.

CocTtaB nporpaMMHOT0 00eCIeUeHNUS
Ipu nposedenuu 3anamutil 6e3 cneyuanvroeo 110 (monvko demoncmpayus npezenmayutl, nn.3-9
HeobXo0UuMo yoanumsy)
1. Windows
2. Microsoft Office
3. Kaspersky Endpoint Security
4. Adobe Master Collection
5. AutoCAD
6. Archicad
7. SPSS Statisctics
8. OC «Anbpt OGpazoBaHue»
9. Visual Studio
10. Adobe Creative Cloud

HpO(bCCCI/IOHa.HBHBIe MTOJTHOTEKCTOBBIC 0a3bl JaHHBbIX
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HarnuonaneHas siekrponHas oudauorexa (HOB) www.rusneb.ru
ELibrary.ru Hayunas snextponHas 6ubamorexka Www.elibrary.ru
Onekrponnas oudianorexa Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

NG~ WNE

WudopManmoHHbIe CIPAaBOYHBIC CUCTEMBI:
3. KoncynpranT Ilmoc
4, Tapanr

8. O0ecnieuenne 00pa3oBaTEeJIbLHOIO MpoIecca JJsl JHUIl ¢ OTPAHUYEHHBIMH BO3MOKHOCTSIMU
310POBbSI H HHBAJIWI0B

B xonme peamuzauuy JUCHUIUIMHBL HCIIOJB3YIOTCS CIEAYIOUIUE JIONOJHUTENIBHBIE METO/IbI
0o0y4yeHHs, TEKYIIEro KOHTPOJS YCIIEBAEMOCTHM M IPOMEXKYTOYHOM aTrTecTaluu OOydyaroIluxcs B
3aBUCHUMOCTH OT UX MHAUBHUAYAJIbHBIX OCOOEHHOCTEH:

® Ui CJENBbIX W CIA0OBUIAIMX: JIEKIUH O(OPMIISIOTCS B BHJIE 3JIEKTPOHHOIO JOKYMEHTa,
JOCTYIHOI'O C IIOMOLIbIO KOMIIBIOTEpA CO CIELUAIN3UPOBAHHBIM IPOrPAMMHBIM 00€CIIEYEeHUEM;
MUCHMEHHBIC 33/IaHUSl BBIMOJHAIOTCS Ha KOMIBIOTEpE CO CHENUATM3MPOBAHHBIM IPOTPAMMHBIM
obecrieyeHneM WIM MOTYT ObIThb 3aMEHEHbl YCTHBIM OTBETOM; OOECIIEUMBAETCS WHAMBHUIYalIbHOE
paBHOMepHOe ocBenieHue He MeHee 300 JroKC; JUisi BBIOJHEHHS 3aJaHUs MPU HEOOXOIUMOCTH
IIPEJOCTABIIAETCS YBEIMUYMBAIOIIEE YCTPOHWCTBO; BO3MOXKHO TAaK)K€ HCIHOJIb30BAHHE COOCTBEHHBIX
YBEIIMYHMBAIOIINX YCTPOUCTB; MUCHMEHHBIC 3aJaHHsI O)OPMIIIOTCS YBEIMYEHHBIM MIPU(TOM; SK3aMeH
1 3a4€T NPOBOAATCS B YCTHOM (hOpMe MIIM BBINOJIHAIOTCS B MUCbMEHHOM (popMe Ha KoMIbIOTEpE.

® Ul TIIyXUX M CIA0OCHBIIAIIUX: JIEKIUU O(QOPMIISIIOTCS B BUAE SJCKTPOHHOTO JOKYMEHTA,
au00  IpenocTaBiseTCsl  3BYKOYCWIMBAIOLIAs — anmapaTypa  HMHAMBUAYAJIBHOTO  IMOJb30BaHHUS;
MUCHMEHHBIC 33JaHUsl BBIOJIHSIOTCS HAa KOMITBIOTEpE B NMUCHBMEHHOH (opme; SK3aMeH U 3auéT
MIPOBOJIATCS B MUCBbMEHHOM (hopMe Ha KOMIIbIOTEPE; BO3MOKHO MTPOBEACHUE B (POpME TECTUPOBAHMSL.

e JUIsl JIMI[ C HapyLIEHUSIMH OIOPHO-JIBUTaTENIbHOTO ammnapara: JeKUUHU OQOpMIIIIOTCS B BUIE
ANEKTPOHHOTO JOKYMEHTa, JOCTYIIHOI'O C IIOMOULIbI0 KOMIIBIOTEPA CO CHEIHATIN3UPOBAHHBIM
IpPOrpaMMHBIM ~ OOecrieueHHeM; IHCbMEHHbIC 3a/laHUsl  BBINOJHSIOTCS HAa KOMIBIOTEpE CO
CTIEMAM3UPOBAHHBIM TIPOTPAMMHBIM OOecTieueHHEeM; YK3aMeH U 3a4€T MPOBOJATCS B YCTHOH (opme
WM BBITIOJIHAIOTCS B MMCBbMEHHOM (popMe Ha KoMIbIoTepe.

[Tpu HEOOXOMUMOCTH TIpeyCMaTPUBACTCS YBEITMUYEHUE BPEMEHH ISl TIOATOTOBKH OTBETA.

[Iponienypa mpoBefieHHs MPOMEKYTOYHON arTecTalMy JUis OOyYarolUXCsl YCTaHABIMBAETCS C
y4€TOM MX MHIUBUIYAJIbHBIX MCUX0(u3ndecknx ocobeHHocteil. [IpomMexyTodnas artecTamusi MOXKeT
MIPOBOAMTHCS B HECKOJIBKO 3TAIIOB.

[Ipu mpoBeseHWM TIPOLEAYPHI OIEHUBAHUS pPE3YJAbTaTOB OOy4YEHHs IpeaycMaTpHBaeTCs
HCIOJIb30BaHNE TEXHUYECKHUX CPE/ICTB, HEOOXOJUMBIX B CBS3M C MHAMBUAYAJbHBIMU OCOOCHHOCTSIMU
oOyyaromuxcsi. OTH CpEACTBA MOTYT OBbITh TPEIOCTABICHbBl YHUBEPCUTETOM, WJIH MOTYT
HCIOJIb30BaThCsl COOCTBEHHBIE TEXHUYECKUE CPECTBA.

[IpoBenenue mpoueaypbl OLEHUBAHUS PE3YNbTATOB OOYUYEHMsI JOIMYCKAeTCsl ¢ MCIOJIb30BAHUEM
JMCTAaHIIMOHHBIX 00pa30BaTeIbHBIX TEXHOIOTHIA.

ObecneunBaeTcsi I0CTynl K HMHGOPMAMOHHBIM U OuOIMOrpaduueckuM pecypcaMm B CETH
WuTepHer U1 Kaxkaoro oOyuaromierocst B popMax, aJanTHPOBAHHBIX K OTPAHUYEHUSAM UX 3/10pPOBbS U
BOCTIPHSITHS HHPOPMALIUH:

e Uil CJENbIX U CIA0OBUIAIIMX: B TE4YaTHOM Qopme yBenudeHHbIM MpupToM, B (opme
3JIEKTPOHHOIO JIOKYMEHTa, B (hopMme aynnodaiina.

® ISl TITyXUX U c1a0O0CIbIIIalNX: B Ie4aTHON Gopme, B popMe 3JIEKTPOHHOTO TOKYMEHTA.
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® 17151 00YYaIOLINXCSl C HApYIICHUSIMH ONOPHO-ABUIaTeIbHOIO anmapara: B IedaTHOH ¢opme, B
dhopme EeKTPOHHOTO JOKYMEHTa, B (popme aynnodaiina.

VY4eOHble ayIUTOpUU MJIsi BCEX BHUJOB KOHTAKTHOH M CaMOCTOSITENIBHON paboThl, Hay4yHas
OubnroTeka M WHBIC TOMEIICHHS Il OOY4YEeHHS OCHAIICHBI CIEIHaTbHBIM O000pYJIOBaHHEM H
y4eOHBIMU MECTaMH C TEXHHUUYECKUMHU CPEJICTBAMU OOyUEHUSI:

® IS CIICTIBIX U CJIA0OBUSIIUX: YCTPOMCTBOM JIJIsi CKAHUPOBAHMS M YTEHUsS ¢ Kamepoid SARA
CE; nucnuteem Bpaitnas PAC Mate 20; npuntepom bpaiing EmBraille ViewPlus;

o UIsl TIYXUX U clIa0OCIHBIIANINX: aBTOMAaTH3UPOBAHHBIM pPa0OYUM MECTOM Ui JIIOJEH C
HapyILICHUEM CITyXa U ci1a0O0CIbIIANINX; aKyCTUYECKUI YCUIIUTENb U KOJIOHKH;

o1 OOyYarOIIMXCS C HApPYLIICHUSAMU OIOPHO-ABUTATEILHOTO ammnapaTa: IepeaBHUKHBIMH,
peryiupyeMbiMu proHomudeckumu napramMu CH-1; kOMIbIOTEpHON TEXHUKOH €O CHELHAIbHBIM
MIPOrpPaMMHBIM 00€CTIeYeHUEM.

9. MeTtoanyeckue MaTepHuaJIbl

9.1 Mnanbl ceMUHAPCKUX/ MPAKTHYECKHUX/ J1a0OPATOPHBIX 3aHsTHii

Tema 1. [loHsAiTHE M CYIIHOCTDH pPeKJIaMbl
Bonpocul ons obcyscoenus:
1. CymHocCTb peKiamsl.
2. Pa3zHooOpa3ue 1oIx00B K OIPeIeIEHUI0 PeKIIaMbl.
3. XapakTepucTuka  OCHOBHBIX  (YHKIMH  pekiamMbl  (9KOHOMHYECKas,  COLMAJIbHA,
KOMMYHHUKaTHBHAsA, 00pa3oBaTeIbHAas/BOCIUTATEIbHAS ).
4. lenu u 3a1a4u peKambl B TypU3ME.
5. Knaccuduxkanus pexiaMsl B TYpU3Me.
3aoanue:
Hanwucats 3cce Ha 0JJHYy U3 IpeAsiaraeMbIX TeM:
1. Pexiama u o6miecTBo.
2. Peknama B Moel XKM3HHU.
3. BnmsHue pexiaMbl Ha )KU3Hb COBPEMEHHOTO YeJIOBEKa.

Criucok nuTeparypsl:
Hyposuy, A. I1. Pexnama B Typusme : yueoHoe nocodue / A. I1. lypoBuy. — 5-e uz., mepepad. u IoIl.
— Mocksa : UHOPA-M, 2020. — 158 c. — (Beicuiee obpa3zoBanue: Marucrtparypa). - ISBN 978-5-
16-015516-6. - Tekcrt : anekTponHsIit. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBpeMEHHbIE TPEH bl Pa3BUTHUS MPEANPHUITUN TYPUCTCKOIO U TOCTUHHUYHOTO OHU3Heca -
2021: matepuansl [V Beepoccuiickoil HayuHo-nipakTryeckoit koHdepenmuu 23 anpens 2021 r. / nox
pexn. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Teker : anextponHsIif. - URL:
https://znanium.com/catalog/product/1861571
Pa3pa0oTka 1 npakTUKa BHEJIPEHUS CTPATETMUECKUX YIIPABIEHUYECKUX TPOEKTHBIX PEIICHUH 1O
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOIO OM3Heca: MaTepuansl MeXyHapoIHOM HayuHO-
npakTuyeckoit koHpepenuu 27 centsopsa 2019 r. / nmox pex. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anekrponnsiid. - URL:
https://znanium.com/catalog/product/1861562

Tema 2. Tpaguuuu 1 COBpeMeHHOE COCTOSIHME PEKJIAMBI
Tema 0okn1a008:

L4 OCO6CHHOCTI/I, TCHACHIIMH U Hp06HCMLI Pa3sBUTHA OTCUCCTBCHHOT'O PhIHKA PCKIIAMBIL.

! [Tnam 3amsaTHil CTPOUTCS B COOTBETCTBHH CO CTPYKTYpOH AMCLUILIMHEI (11.2). Paznens! niaHa BKIIOYAIOT: HA3BaHUE TEMBbI, KOJIMYECTBO
4acoB, (OpMy MPOBEICHHUS 3aHATHs, €ro CoAepaHue (BOIPOCH! A O0CYXKICHHS, 3a[aHus, KOHTPOJbHBIE BONPOCHI, KEHCHl U T.II.),
CIHCOK JHTeparypbl. [Ipy HEOOXOAMMOCTH, IUIaHBI MPAKTHYECKMX U Ja0OpaTOPHBIX 3aHATHH MOTYT COAEPXAaThb  yKa3aHUs IO
BBITIOJTHEHUIO 33/1aHAH U TpeOOBaHMS K MaTepHaIbHO-TEXHIUECKOMY 00ECIICUCHNIO 3aHATHSL.


https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
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e B03M0>XHOCTH HOBaTOPCTBA U TBOPUECTBA B PEKIIAME.
Konmponvnwvie 6onpochi.

e 3apoxkacHue pekiambl B J[peBHEM MUpeE.

e Pexnama B 3anaanoi Espone u CIIA.

e lcropus pexnamsl B Poccun.

Cnucok auTepaTypsbl:
Hyposuy, A. I1. Pexnama B Typusme : yaueOHoe mocodue / A. I1. JlypoBuu. — 5-¢ uzn., mepepad. u o1.
— Mocksa : UTHOPA-M, 2020. — 158 c. — (Bsiciiee o6pazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcrt : anekrponHsIii. - URL:https://znanium.com/catalog/product/1039322
Crpareruu ¥ COBpeMEHHbIE TPEHIbI Pa3BUTHS MPEANPUATUNA TYPUCTCKOTO U TOCTUHUYHOTO OHU3Heca -
2021: marepuansl IV Beepoccuiickoit HaydHO-TIpakTH4ecKoil koHpepenun 23 anpens 2021 r. / mox
pen. E. E. KonoBanoBoi. - Mockgsa : PI'YTuC, 2021. - 275 c. - Tekcr : anextponHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 mpakTHKa BHEAPEHUS CTPATETHYECKUX YIPABICHUYECKUX MTPOEKTHBIX PELICHUIT 110
Pa3BUTHIO TOCTUHUYHOTO M TYPUCTCKOTO OM3Heca: MaTepuanbl MexIyHapoIHON HaydHO-
npakTuueckon koHdpepenuuu 27 ceHTsa0ps 2019 r. / mox pexn. E. E. KonoBanooii. - Mockaa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anekrponnsiid. - URL:
https://znanium.com/catalog/product/1861562

Tema 3. Pexiiama B KOMILIEKCE MAPKETHHI A

Tembl 00K1A008:

e (Oco0eHHOCTH peKJIaMbl Ha pa3HbIX CTAAMUAX )KU3HEHHOI'O IIMKJIA TOBApa/yCIyru

e Crenuduka BTL-pexnamsr

Konmponvnwvie éonpocwi.

e [loHsATHE CHCTEMBI MAPKETHHTOBO KOMMYHHKAIIUH, €€ POJIb B KOMIUIEKCE MAPKETHHTA.
¢ B3auMOCBs3b peKJIaMbl C OCHOBHBIMH CPEJCTBAMU MAPKETHHTOBBIX KOMMYHUKAITHH.
3aoanue:

MOJITOTOBUTH MHIMBHIYaJIbHOE COOOIICHUE HA OJTHY U3 MPEJIOKEHHBIX TEM.

1. MepueHali3uHT U pekjaMa Ha MecTe MpoAaXk Kak MHCTpyMeHThl BTL — peknamsl.
2. CtumynupoBaHue Mpoaax Kak nHCTpyMeHT BTL — peknamer.

3. CtumynupoBaHue cObITa Kak MHCTpYMEHT BTL — pexnamsl

4. [lpsmoii MapkeTHHT Kak MHCTpyMeHT BTL — pexiamsl.

[Mponakt mmiicment (product placement) kak uactpyment BTL — pexknamsr

Criucok nuTeparypsl:
Hyposuy, A. I1. Pexnama B Typusme : yueobHoe nmocodue / A. I1. JlypoBud. — 5-e uzj., mepepad. u JoIl.
— Mocksa : UHOPA-M, 2020. — 158 c. — (Beiciiee obpa3zoBanue: Marucrtparypa). - ISBN 978-5-
16-015516-6. - Tekcrt : anekTponHsIii. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBpeMEeHHbIE TPEHIbl Pa3BUTUS MPEANPHUATUN TYPUCTCKOIO U TOCTUHUYHOTO OM3HEeca -
2021: matepuansl [V Becepoccuiickoil HayuHo-nipakTryeckoit koHpepenuu 23 ampens 2021 r. / nox
pexn. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcer : anextponssIif. - URL:
https://znanium.com/catalog/product/1861571
PazpaboTka 1 mpakTUKa BHEPEHUS CTPATETHUECKUX YIIPABIEHUYECKUX MPOEKTHBIX PEIICHUH 1O
Pa3BUTHIO TOCTUHUYHOTO M TYPUCTCKOTO OM3Heca: MaTepuanbsl MexIyHapoJHOH Hay4dHO-
npakTuueckoi koHpepenuuu 27 centsops 2019 r. / mox pex. E. E. Konosanooii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anekrponHsiid. - URL:
https://znanium.com/catalog/product/1861562

Tema 4. CounajIbHO-NICUX0JI0THYEeCKHEe OCHOBbI PeKJIaAMbI
Bormpocsr:
. CniocoObl puBJIeUEHUsI BHUMAHUS K peKJIaMe.


https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
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. Oco6eHHOCTH TOTPEOUTENHCKONH MOTHBAIIMK TOTPEOUTENEH TYPYCIIYT.

. Pexmama kak MeTOJ ypaBJI€HHS JTIOIbMH.

. Hcnonb30BaHue B peKiiaMe OCHOBHBIX TOJI0KEHUH TEOPUU KOMMYHUKALIWH.

. BrnusiHue XxapakTepucTHK [eNeBOi ayTUTOPUH Ha MTPOIECC BOCTIPHATHUS PEKIIaMBbI.

Cnucok auTepaTypsbl:
Hyposuy, A. I1. Pexnama B Typusme : yaueoHoe mocodue / A. I1. JlypoBud. — 5-¢ uzn., mepepad. u 1or.
— Mocksa : UHOPA-M, 2020. — 158 c. — (Bsiciee o6pazoBanue: Marucrtparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anekrponHsIit. - URL:https://znanium.com/catalog/product/1039322
Crpareruu ¥ COBpeMEHHbIE TPEHIbI Pa3BUTHS MPEANPUATUN TYPUCTCKOTO U TOCTUHUYHOTO OHU3Heca -
2021: marepuansl IV Beepoccuiickoit HayqHO-TIpakTH4ecKoil koHpepenun 23 anpens 2021 r. / mox
pen. E. E. KonoBanoBoi. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anextponHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 mpakTHKa BHEAPEHUS CTPATETHYECKUX YIPaBICHUYECKUX MPOEKTHBIX PELICHUI 110
Pa3BUTHIO TOCTUHHYHOTO M TYPUCTCKOTO OM3Heca: MaTepuanbl MexTyHapOIHON HaydHO-
npaktuueckon koHdpepenuuu 27 ceHtsaops 2019 r. / mox pen. E. E. KonoBanooii. - Mockaa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anekrponnsiid. - URL:
https://znanium.com/catalog/product/1861562

Tema 5. HopmaTtuBHo-nipaBoBasi 6a3a peKJaMHOM JeITeJIbHOCTH

Bonpocwi:

e l3yuuTh 3aKOHOATENBCTBO O pekiaMe. COCTaBUTh KOHCIEKT.

e U3yuuth ocHOBHBIE puHLUIIBI Kogekca pekiaaMHoil npakTUKU. COCTaBUTh KOHCIIEKT

Hcrounuku:
®denepanbhblil 3akoH «O pexiame» ot 13.03.2006 Ne 38-D3 (ITpunsar ['J] @C PO 22.02.2006,
neiictByromas pegakuus ot 08.03.2015) // http://www.consultant.ru/popular/advert/

Cnucok auTepaTypsl:
Hyposuu, A. I1. Pexnama B Typusme : yue6Hoe nocooue / A. I1. lypoBud. — 5-e u3za., nepepad. u J01I.
— Mocksa : UHOPA-M, 2020. — 158 ¢. — (Bsiciiee o6pazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anekrponHsIii. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBpEMEHHBIE TPEHIbI PA3BUTHS MPEANIPUITAN TYPUCTCKOTO ¥ TOCTUHUYHOTO OM3HEca -
2021: marepuans! IV Beepocceuiickoit HayuHO-TipakTH4eckoil koHpepenuu 23 anpens 2021 r. / mox
pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektponHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3pa0oTka 1 npakTUKa BHEJIPEHUS CTPATErMUECKUX YIIPABIEHUYECKUX TPOEKTHBIX PEIICHUH 1O
Pa3BUTHIO TOCTUHUYHOIO U TYPUCTCKOIO OM3HEeca: MaTepualibl MexXayHapoJHOM HaydyHO-
npakTuyeckoit koHpepenuu 27 centsops 2019 r. / nox pex. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anexrponnsiii. - URL:
https://znanium.com/catalog/product/1861562

Tema 6. Kinaccudukanusi 1 XapaKkTepuCTHKA PEKJIAMHBIX CPEJACTB
Bonpocwi:
e [loHsATHE U OCHOBHBIE OJXO/bI K KJIACCH(UKALINN PEKIAMHBIX CPE/ICTB.
e XapaKTepUCTHKA 3JIEMEHTOB CPEACTB PEKJIaMbl (TEKCT, N300pakeHHe, IIBET, CBET, 3BYK, LIPUPT,
PHUCYHOK, rpauecKHe 3JI€MEHTHI).
e VYcioBus BbIOOpa peKIaMHBIX CPEJICTB.
3aoanue:
MOATOTOBUTH MH/IUBUIyaJIbHOE COOOIIEHHE HA OJIHY U3 MPEATIOKEHHBIX TEM.
1. OcobeHHOCTH UCIIONIB30BAHMUS PEKIIAMBbl TYpU3Ma B IIpecce.


https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
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2. Cnenuduka Tene- U paguopeKiaMbl TYPUCTHUECKUX YCIYT.

3. Crenuduika Hapy»KHOU pekinambl B chepe Typusma.

4. Ponb KOMITBIOTEPU3UPOBAHHON PEKIIAMBI B IEATEILHOCTU TYPUCTCKOTO TPEAPUSITHSL.
5. TleuarHas peksama B cpepe Typu3Ma.

Crnucok auTepaTypsbl:
Hyposuy, A. I1. Pexnama B Typusme : yaueOHoe mocodue / A. I1. JlypoBuu. — 5-¢ uzn., mepepad. u gor.
— Mocksa : UTHOPA-M, 2020. — 158 ¢. — (Bsiciiee o6pazoBanue: Marucrtparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anekTponHsIii. - URL:https://znanium.com/catalog/product/1039322
Crpareruu 1 COBpeMEHHbIE TPEHIbI Pa3BUTHS MPEANPUATUN TYPUCTCKOTO U TOCTUHHUYHOTO On3Heca -
2021: marepuansl IV Beepoccuiickoit HayuyHO-TIpakTH4ecKoil koHpepenun 23 anpens 2021 r. / mox
pen. E. E. KonoBanoBoi. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anexktponHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 mpakTHKa BHEAPEHUS CTPATETHYECKUX YIPABICHUYECKUX MPOEKTHBIX PELICHUIT 110
Pa3BUTHIO TOCTUHUYHOTO M TYPUCTCKOTO OM3Heca: MaTepuanbl MexTyHapoIHON HayqyHO-
npakTuueckoi kondpepenuuu 27 certsaops 2019 r. / nox pex. E. E. KonoBanosoii. - Mockaa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anexrponnsiid. - URL:
https://znanium.com/catalog/product/1861562

Tema 7. PazpaGoTka pexi1aMHON NPOAYKIMH
Temvl 00K1a008:

1.  XynoxxecTBeHHOE O(OpPMIIEHHE PEKIAMHBIX OOBEKTOB.

2. Komnosuuus pexiamsl.

3.  BzammopeiicTBue BepOaTBHOrO, BHU3YaJIbHOTO, 3BYKOBOTO W PUTMHYECKOTO PSAJIOB B

pPEKJIaMHOM COOOIICHUU.

4.  KomnupalTUHI: CYIIHOCTh M IpaBuia.
Konmponvnwvie 6onpochwi:
e Metoauka pa3pabOTKU PEKIaMHBIX MaTepPHAJIOB.
e CrpyKTypa pEeKJIaMHOIo OOpallleHHs M XapaKTepPUCTHUKAa OCHOBHBIX 3JEMEHTOB BepOaIbHOMN
4acTH (CIIOTaH, 3aroJIOBOK, OCHOBHOM PEKJIaMHBIN TEKCT, 9X0-(pasa).
e [Ipuemsl co31anus peKkJIaMHbIX COOOIICHUH.
e Bri0op cpencts pacnpocTpaHeHus pexiaMbl. [IpernMyiecTBa 1 HEJOCTATKH OCHOBHBIX CPENICTB
pacrpoCTpaHEHHs! PEKJIAMBI.
Criucok nureparypsl:
Hyposuu, A. I1. Pexnama B Typusme : yue6Hoe nocooue / A. I1. lypoBud. — 5-e u3sa., nepepad. u Jo1I.
— Mocksa : UTHOPA-M, 2020. — 158 ¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anekrponHsIii. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBpEMEHHBIE TPEHIBI Pa3BUTHS MPEATIPUSITAN TYPUCTCKOTO M TOCTUHHYHOTO OHM3HEca -
2021: marepuans! IV Beepocceuniickoit HayuHo-TipakTHueckoil konpepenuun 23 anpens 2021 r. / nox
pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektponHsii. - URL:
https://znanium.com/catalog/product/1861571
PazpaboTka 1 mpakTHKa BHEIPEHUS CTPATETUIECKUX YIIPABICHYECKUX MPOEKTHBIX PEIICHUH 110
Pa3BUTHIO TOCTUHUYHOTO M TYPUCTCKOT0 OM3Heca: MaTepuanbsl MexyHapoJHON HayuyHO-
npakTuueckoi koHpepenuuu 27 centsops 2019 r. / mox pex. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anekrponHsii. - URL:
https://znanium.com/catalog/product/1861562

Tema 8. Cnenuguxa pexiaamsl B Typuzme. Popmuposanne Openaa Topapa, 1eCTHHALMI
3aoanus:
1. IToAroToBUTH HHAMBHUIYATBHOE COOOIEHHE HA OJHY U3 MPEITI0KEHHBIX TEM.


https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
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¢ Crenuduka TyprnpoayKTa, OMPEACIISIonias 0COOCHHOCTH peKIIaMbl., OpeHa
e ToBapHblli 3HaK U 3JIEMEHTHl (PUPMEHHOTO CTWIS TYPUCTCKOTO MPEANPUSATHS KaK CpeicTBa
pekiambl U PR B Typusme.
e Peknama TyprpoJIyKTa Ha BRICTABKAX M sipMapKax.
e Peknama TypucTckux jaectuHanuii. @opMupoBanue OpeHaa

2. TlpoBecTH KOHTEHT-aHAIHM3 PEKIAMHBIX COOOIIEHUN TYPYCIYyT C IENbI0 BBISBICHUS
0COOEHHOCTEH coiepKaHUsI U WLTIOCTPAIM B peKiIaMHbIX MaTepraiax. [loAroroBuTs oTyer.

Cnucok auTepaTypsbl:
Hyposuy, A. I1. Pexnama B Typusme : yueOHoe mocodue / A. I1. JlypoBud. — 5-¢ uzn., mepepad. u 1o1.
— Mocksa : UTHOPA-M, 2020. — 158 c. — (Bsiciiee o6pazoBanue: Marucrtparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anekrponHsIii. - URL:https://znanium.com/catalog/product/1039322
Crpareruu ¥ COBpeMEHHbIE TPEHIbI Pa3BUTHS MPEANPUATUN TYPUCTCKOTO U TOCTUHHUYHOTO On3Heca -
2021: marepuansl IV Beepoccuiickoit HaydHO-TIpakTH4ecKoil koHpepenun 23 anpens 2021 r. / mox
pen. E. E. KonoBanoBoi. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anextponHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 mpakTHKa BHEAPEHUS CTPATETUYECKUX YIPABICHUYECKUX MPOEKTHBIX PELICHUI 110
Pa3BUTHIO TOCTUHIHYHOTO ¥ TYPUCTCKOTO OM3HEca: MaTepranbl MexIyHapoJHOH HaydHO-
npakTuueckon koHdpepenuuu 27 ceHtsaops 2019 r. / nmox pex. E. E. KonoBanooii. - Mockaa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anekrponnsiii. - URL:
https://znanium.com/catalog/product/1861562

Tema 9. Opranu3auusi 4 ynpanJjieHHe PeKJIAMHOI 1esiITeIbHOCTBIO B cepe Typu3Ma

Konmponvnwvie 6onpocwi.

1. Cyuraocts u 6a30Basi MOJIENIb OpPraHU3aIMU PEKIAMHOM JIEATETbHOCTH.

2. IlnanupoBaHue peKJIaMHOH J1eATeIbHOCTH B Typu3Me. Opranuzanus pekjaMHOMN e TeIbHOCTH B
TypHU3Me.

3. B3auMOOTHOIIEHUS YYaCTHUKOB PEKJIAMHOIO IIpoliecca.

4. PexiamHasi KaMIIaHUs KaK HHCTPYMEHT PEKJIAMHOM JICATEIIEHOCTH B TYpU3ME.

5. Pa3paboTka OrojkeTa pekiIaMHOM KOMIaHUU B cepe Typu3Ma: GakTopbl, BIUSIONUE HA pa3Mep
peKIaMHOro OO/ KeTa.

6. Metopl (hopMUpPOBaHMS PEKIIAMHOTO OIOJKETA.

3aoanue:

e COCTaBUThb OTYET OO0 OpraHM3alM{ PEKJIAMHON NEesATEeIbHOCTH TYPHCTCKOTO IMPEINpUATHS T10

pe3yibTaTaM yueOHOM SKCKYPCHH.

Crniucok nuTeparypsl:

Hyposuu, A. 1. Pexnama B Typusme : yueOHoe nocodue / A. I1. JlypoBud. — 5-¢ u3n., nepepad. u J1o1.

— Mocksa : UHOPA-M, 2020. — 158 c. — (Beiciiee obpa3zoBanue: Marucrtparypa). - ISBN 978-5-

16-015516-6. - Tekcrt : anekTponHbIit. - URL:https://znanium.com/catalog/product/1039322

Crpareruu u COBpeMEHHbIE TPEH bl PA3BUTHUS MPEANPHUITUN TYPUCTCKOTO U TOCTUHHUYHOTO OHU3Heca -

2021: matepuansl [V Beepoccuiickoil HayuHo-nipakTryeckoit koHdepenmuu 23 anpens 2021 r. / nox

pexn. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Teker : anextponHsIif. - URL:

https://znanium.com/catalog/product/1861571

PazpaboTka 1 mpakTUKa BHEPEHUS CTPATETHUECKUX YIIPABIEHUYECKUX MTPOEKTHBIX PEIICHUH 1O

Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOTO OM3HEeca: MaTepuaibl MeXIyHapoIHOM HaydHO-

npaktuyeckoit koupepenuuu 27 centsops 2019 r. / nmon pex. E. E. Konosanosoii. - Mocksa :

Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anekrponHsiid. - URL:

https://znanium.com/catalog/product/1861562

Tema 10. DpdekTUBHOCTH PeKJIAMHOM 1eSATEIbHOCTH


https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
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KOHmpOJZbele eonpocsl.

1. OxoHoMHUYecKass  3(PQPEKTHBHOCTh:  OCHOBHBIE  TOHSATHS,  CBSI3aHHBIE  C
3¢ EKTUBHOCTBIO pEKIIaMbl; METOIbI pacdyeTa 3(pPEeKTUBHOCTH PEKIIAMBI.
2. [Ncuxomornveckass 3((HEKTUBHOCT, MPUMEHEHHS CPEICTB PEKJIAMBbL: ITOKa3aTeln

3 EKTUBHOCTH, METOABI U3y4YCHUs dPPEKTUBHOCTH.

Crnucoxk nureparypsl:
Hyposuy, A. I1. Pexnama B Typusme : yueOoHoe mocodue / A. I1. JlypoBud. — 5-e uzj., mepepad. u JIoIl.
— Mocksa : UTHOPA-M, 2020. — 158 ¢. — (Bsicmiee oopazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekct : anextponnsii. - URL:https://znanium.com/catalog/product/1039322
Crpareruu i COBPEMEHHBIE TPEH/IBI PA3BUTHS MPEANPUITANA TYPUCTCKOTO U TOCTUHUYHOTO OM3HEca -
2021: matepuainsl [V Beepoccuniickoit HayuyHO-TipakTHYeCKO# KoHbepeniuu 23 anpenst 2021 1. / mox
pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektponHsiii. - URL:
https://znanium.com/catalog/product/1861571
PazpaboTka 1 mpakTuKa BHEIPEHUS CTPATETHUECKUX YIIPABICHUYECKUX MMPOEKTHBIX PEIICHHUA 1O
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOIO OM3HEeca: MaTepualibl MexXayHapoJHOM HaydyHO-
npakTudeckoit koHpepenuu 27 centsopst 2019 r. / mox pen. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexTpoHHbIi. - URL:
https://znanium.com/catalog/product/1861562



https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
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IIpunoxenne 1. AHHOTAITHS
paboueii mporpaMMbl JTUCIUTIIHHBL

AHHOTAIIUSI PABOYEHA ITPOTPAMMBI JIUCHUATLIAHBI

Huctumuimaa «Teopusi u mnpaktuka PR B coBpeMeHHBIX BHYTPHKOPHOPATHBHBIX
KOMMYHUKAIUAX» peanusyeTcs Ha (aKyJIbTeTe BOCTOKOBEACHUS U COLMATbHO-KOMMYHUKATHUBHBIX
HayK Kadeapoi KyIbTypbl MEpa U IEMOKPATHH.

Leab Kypca COCTOMT B HM3YYEHHH pEajbHBIX MPAKTUK pPEKJIaMHOro jena B cdepe yciayr u
Typu3Ma Hapsiay ¢ IPYTUMH KOMMYHUKAIIMOHHBIMH MPOIECCAMH M TEXHOJIOTUSMH, B OBIAJACHHUH
OCHOBHBIMHM TEXHOJIOTHSIMH PEKJIAMHOIO Jejla, MPUEMOB MeAHa-INIaHUPOBAHUS M PEKIAMHOIO
KOHCQJITUHTA; (OPMHUPOBAHUU MPOPECCHOHANBHBIX KOMIIETEHIIM B 00JacTH MapKETHHTOBOW U
PEKIIaMHOMN JeSTeIbHOCTH, OCYIIECTBIICHUS aHATUTUYECKUX, IIPOSKTHBIX U MPE3EHTALMOHHBIX padoT B
sToii obnmactu. Kypc mpusBan (opMHUpOBaTH CHCTEMY B3IVISIOB HAa COBPEMEHHYIO pEKIaMHO-
MH(OPMALIMOHHYIO JESTEIbHOCTD U MEPCIIEKTUBBI €€ Pa3BUTHS sl CPephl YCIIYT.

W3 menu Kypca BBITEKAIOT 3aJa4d, pean3aiysi KOTOPBIX B XOJ€ HM3yYCHHS IUCIHILTAHBI
MO3BOJISIET JOCTUTHYTH MOCTABIEHHOW 1enu. [ AaHHOW AMCUMILIUHBI [JIAHUPYIOTCS CIEAYIOIIne
o0Opa3oBaTenbHBIC 3a4a4H.

- YCBOCHHE CTYJ€HTAMU OCHOBHBIX TEPMHUHOB M MOHSATHI B OOJIACTH PEKJIAMHOTO Jena, MX
BKJIFOUCHUS B IPO(HECCHOHATBHBIN SI3BIK CIICITUAINCTA TI0 CEPBUCY U TYPHU3MY;

- BKJIIOYEHHE B MPOQPECCHOHANbHBIA Oaraxk YMEHHUS «UHUTaTh» COBPEMEHHYIO peKJamy,
oopMIIATh TEXHUYECKOE 3aJaHME Ha CO3JaHUE PEKJIAMHBIX MPOAYKTOB M NPOU3BOIUTH IKCIEPTU3Y
TaKOBBIX;

- OBJIAJICHUE HEOOXOMUMBIMH TPO(DECCHOHATLHBIMA HABBIKAMHU CO3JaHUS  PEKIaMHOU
MPOYKIIMH, COCTABIICHUSI MeIUaIlIaHa JUIsl pEKJIaMHBIX KaMIIaHHI;

- (opmupoBanue HaBBIKOB MpodeccnoHATEHOTO  OoQopMIIeHUST M MPOPECCUOHATHLHOTO
«UYTCHHS» PEKJIAMHBIX MaTepuaioB Ha MPEANPUATUAX TypHU3Ma U CEepBHUCA, CIOCOO0OB OpraHU3alUU
7ielia B JAaHHOHM 00JIaCcTH AeSITeTbHOCTH

Jucuunnuna (Mo0ynv) HanpaBiieHa Ha GOPMHUPOBAHHUE CIASAYIOUINX KOMIETCHIIMNA:

YK-2 CniocobeH yrpaBisTh IPOSKTOM Ha BCEX dTalax ero )XU3HEHHOTO IHUKJIA

VYK-2.1 PazpabarbiBaeT KOHIEMIIUIO TPOEKTA, ONPEEIAeT ero eI U 3a/1a4u

[TK-1 Criocob6eH npoBOIUTH MAPKETUHTOBBIE UCCIIEIOBAHUS, COIIMOIOTUUECKHUE OMTPOCHI,
MPEIOCTaBIATH HH(OPMAIIMIO U OKA3bIBaTh MHBIE YCIYTH ISl aHAN3a CUTYal[il Ha PhIHKE
JEeSATeIIbHOCTH KOMITAHUN

[1K-1.1 Bnaneet HaBbIKaMU MPOBEACHHUS MAPKETUHTOBBIX UCCIIEIOBAHUIA U BEIPAOOTKOMN
COOTBETCTBYIOIIMX MPEAIOKEHUN

[1K-1.2 Bnaneet HaBbIKaMU MPOBEACHUS COIIMOIOTHYECKUX OMPOCOB U MHTEPIPETALIME MOTyYSeHHBIX
pe3yIbTaToB

3HAaTh:

- OCHOBHBIC BUbI 1 TUIIBI peKJ’IaMBI, ce HpaBOBI)IC OCHOBAHUA B Pq),

- HaIlpaBJICHUS U MIKOJBI PEKIIAMHOTO JIeTia;

- OCHOBHbIE WH(OpPMAIMOHHBIE PECYPCHl B chepe PeKIaMHON NEATENbHOCTH C MX MOOHIBHOCTBIO U
TUBEPCUPHUKAITMOHHOCTHIO;

- TUIOJIOTHIO PEKJIAMHBIX TEKCTOB M CTPYKTYPY PEKIaMHBIX 00pa3oB, KOTOPHIE HCIOIB3YIOTCS B
TypHU3ME;

- OCHOBBI HOMMMHTa 1 OpEeHIMHTa B TYpU3ME U CEPBHCE.

VYMeTh:

- CO3/1aBaTh YHUKAIBHOE TPEIIOKEHUE TYPIPOAYKTA U YCIYTH PA3IMYHBIMHU CPEJICTBAMH PEKIIAMBI;
- CTPOUTH PEKJIIAMHYIO CTPATETHIO C YUETOM COBPEMEHHBIX JTOCTHXKEHHH B chepe menua-
HJ'IaHI/IpOBaHI/ISI 158 peKnaMme TGXHOJ’IOFHﬁ;
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- ONITUMU3UPOBATh PACX0/Ibl KaK MPH BIOOpE M pealn3aluy pa3IudIHbIX KOMMYHUKAITMOHHBIX
CTpaTeruii B peaqu3aluy MeAHarjaHupOBaHuUs PEKIIAMBI;
Bnaners:
- TEXHOJIOTUSIMU aHaJIN3a MECCUIKEN PEeKJIaMHBIX TEKCTOB U 00pa3oB;
- TCXHOJIOTUSAAMHU KpPCaTHBa, aHAJIUTUKH, KOHCAJITUHIA.
[To nucrumuivHae (Modynr0) MpelyCMOTPEHa TPOMEXKYTOUHAs aTTecTalus B opMe 3aueTa.
OO01mast TpyA0€MKOCTh OCBOSHUS TUCUUTUIHHBI (M00)/i51) COCTABISET 3 3aUETHBIC SAMHHUIIBL.



