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1. IMosicHuTEILHAA 3AIMCKA

1.1. Heanb u 320294 AUCHUILIHHBI

Lenp kypca: u3yuyeHue NPaKTHK PEKJIaMHOro Jiena B cepe MHAYCTpUU TOCTEHPUHUMCTBA Hapsay C

APYruMru KOMMYHHUKAIIMOHHBIMHU  IIpOHOCCCaAaMU U TCXHOJIOTHAMMU,

B OBJaJ€CHHH OCHOBHBIMU

TEXHOJOTUSIMUA PEKIIAMHOIO JI€JIa, MPUEMOB MEIMA-IUIAHUPOBAHUS M PEKIAMHOIO KOHCAJITHHIA;
dbopMupoBaHHH TPOPECCHOHATHHBIX KOMIETCHIIMA B 00JacTH MApKETUHIOBOM W  PEKIaMHOU

ACATCIIbHOCTH, OCYHICCTBJICHHUA AHAJIUTUYCCKUX, IMPOCKTHBIX W IMPE3CHTAMOHHBIX pa60T B JTOH

oOJactu.
3amayy JUCLIUILIUHGL:

HCCIeq0BaHNH,

I[I/ICIII/IHJII/IHa pCaIM3yCTCd HAa HHOCTPAHHOM A3bIKC.

q)OpMI/IpOBaHI/Ie HAaBBIKOB UCIIOJIB30BAHUA MECTOAOJIOTMHU U METOJ0B MAapPKCTHUHI'OBBIX

oOydeHue crenu(uKe IPUMEHEHUS PA3INIHBIX BUIOB MAPKETHHTOBBIX HCCIIEIOBAHUIA;
dbopMUpOBaHNE HABBIKOB MPUMEHEHUSI METOZ0B 00paboTKU MH(GOPMALIUH, MTOTYYEHHOU B
X0/JIe MPOBEACHUS] MAPKETUHTOBBIX UCCIICIOBAHUI;
dbopMyIHpOBaTh OCHOBHBIE MOAXO/ABI K TOHATHIO OPEHIUHT;

BBISIBUTH KJIIOYEBBIC HIeU B (GOPMHUPOBAHUH OpeH/Ia U MO3ULIMOHUPOBAHMUS;
onpeaenuTs aroputM Gopmuposanus «/JIHK 6pennay,

OTIPEeIUTh OCHOBHBIE TEXHOJIOTHH OpEeH I-MEHEIKMEHTA.

1.2. IlepeyeHb NJIAHUPYEMBIX Pe3yJIbTATOB 00y4YeHHUsI 10 JUCHMIIJIMHE, COOTHECEHHBIX €
HHIMKATOPAMH JO0CTHKEHHUs KOMIIeTeH Ui

KoMnerennus
(Ko 1 HAMMEHOBaHUE)

Nuagukaropbl
KOMIIeTeHII il
(K01 M1 HANMEHOBAHUE)

Pe3yabTarbl 00yueHust

YK-4. Crnocoben
MPUMEHSATh COBPEMEHHBIE
KOMMYHHKATHBHBIC
TEXHOJIOTMH, B TOM YHCIIE
Ha MHOCTPaHHOM(BIX)
Aa3bIKe(ax), TUTS
aKaJIeMHUECKOTO "
npodeccuoHaIbHOTO
B3aUMOJICVCTBHUS

VYK-4.1. OcymectBusier
aKaJeMU4ecKoe 1
npo¢eCcCUOHAIBHOE
B3aUMOJICHCTBHE, B

TOM YHCJI€ HA HHOCTPAHHOM
SA3BIKE

3namb: KOMMYHUKaTUBHBIE
TEXHOJIOTUH NMPO(HECCHOHATBHOTO
B3aWMOJICHCTBHS B UH/ITYCTPHH
rOCTETIPUMMCTBA

Ymemu: Bo1OMpPATH CTUITH OOIIIEHUS B
MH/IyCTPUH FOCTEPUMMCTBA U
OCYIIECTBIISITH B3aUMOJICHCTBHUE C
MOTPEOUTENSAIMU U
3aWHTEPECOBAaHHBIMU CTOPOHAMU
Bnademwv: HaBblKaMHM BbBIOOpa CTHIISA
oOLIeHMS B UHIYCTPUH
TOCTETIPUMMCTBA U OCYIIECTBICHUS
B3aUMOJICHCTBHS C TIOTPEOUTEISIMH H
3aWHTEPECOBAaHHBIMU CTOPOHAMU

VYK-4. Cnocoben
MPUMEHSTh COBPEMEHHBIE
KOMMYHHKATHBHBIC
TEXHOJIOTHH, B TOM YHUCJIE
Ha WHOCTPAHHOM(BIX)
s3bIKe(ax), s
aKaJeMUIECKOTO 1
npo¢ecCuoHaIbHOrO
B3aNMOJICHCTBHSA

YK-4.2 Ucnons3yer
COBPEMEHHBIC
KOMMYHUKATHBHBIC
TEXHOJIOTUH, B TOM YHCJIe
Ha WHOCTPAHHOM $I3bIKE, B
npodeccroHanbHOI
JESTSIbHOCTH, JUISI
NPEeICTaBICHHUS
pe3yIbTaToB

3HaTh: OCHOBBI Y3(PPEKTUBHOMN
KOMMYHMKAIMU B UHTyCTPUHU
rOCTENPUUMCTBA

VYMeTh: UCTI0IB30BaTh METOBI
U3MEpEHUS U OLIEHKU 3PPEKTUBHOCTH

B UHAYCTPUHU I'OCTCIPUUMCTBA

Brnanerh: TeXHOIOTHSIMH OopraHu3ann




aKaJIeMHUYEeCKOU U
npodecCuoHaTbHON
JIeITEIILHOCTH Ha

MyOJIUYHBIX MEPONIPUATHSIX.

U pealli3aliu UCCIIEeI0BATENbCKOTO
MPOEKTa B MHAYCTPUU FOCTEIPUUMCTBA

[1K-1 Cnocoben
OCYIICCTBIISATh
CTpaTEru4ecKoe
TUTAHUPOBAHHUE,
OpraHu3aIUI0 ¥ KOHTPOIIh
JESTEIIbHOCTH
MPEaNPUATHI

cepbl TOCTETPUUMCTBA U
OOIIECTBEHHOTO MUTAHHUSI

ITK-1.3 OcymectBiser

s dexTuBHOE
B3aMMO/ICIICTBHE C
COOCTBEHHUKAMHU U
napTHepamMu 1Mo OU3HeCy
U1 JOCTUIKEHHUA 1eei
CTpaTEernyecKoro
YIPABJICHUS IIPEIIPUATUN
cdepbl TOCTENPUUMCTBA U
OOIIECTBEHHOT'O TTUTAHUS

3HaTh: OCHOBBI KOHIICIIIN
NPEANPUATHS HHAYCTPUH
rOCTEIPUMMCTBA, Pa3padaThIBaTh

3G HEKTUBHYIO CTPATETHIO U
(dopMUpOBaTh aKTHBHYIO NOJIUTHKY
OLIGHKU PUCKOB MPEATIPHATHUS
MH]TyCTPUH FOCTEIIPUUMCTBA

Ymertb: HopMUpOBaATH UICIO MTPOEKTA,
OPTraHU30BBIBATh ITPOCKTHYIO
JIeSTEIIbHOCTb.

Brnaners: HaBbIKaMu pOpPMHUPOBAHUS
UJIeU TIPOCKTA, OPTaHU3AIIH
NPOEKTHOM JISATEIBHOCTH Ha OCHOBE
YIpaBJICHUS

I1K-2 Crocoben
OpTaHHU30BaTh U
pealli30BBIBATH MPOIIECC
yIpaBICHUS
JIEATENHHOCTHIO
OpEANPUATHIA ChEephI
rOCTEPUUMCTBA U
OOIIECTBEHHOTO
MMATAHUS

[IK-2.1. [Ipumenser
COBPEMEHHBIE METO/IbI U
TEXHOJIOTHH YIIPaBICHUS
JEeSATEIbHOCTHIO
TOCTUHUYHOTO
MPEANPUITHS

3HaTh: OCHOBBI KOHIEIIIUU
NPEINPUSATHS HHIYCTPUH
rOCTEIPUMMCTBA, Pa3padaThIBaTh

3P PEKTUBHYIO CTPATETHIO U
(dopMUpPOBaTh aKTHUBHYIO NOJIUTUKY
OLICHKH PUCKOB TPEATIPHATHUS
WH]TyCTPUH FOCTEIIPUUMCTBA

Ymerb: hopMupoBaTh UICKO MMPOEKTA,
OPTaHU30BBIBATh TPOCKTHYIO
JeSATEIIbHOCTb.

Bnanets: HaBbIKamMu (hopMupOBaHUS
UJIeU TIPOCKTa, OPTaHU3AIIH
IPOEKTHOM J1eATEIbHOCTH Ha OCHOBE
yIpaBJICHUS

1.3. MecTo ucuMnjiMHbl B CTPYKTYpe 00pa3oBaTe/IbHON NPOrpaMMbl

HuctunnuHa (mModyas) «Texnonoeuu OpeHOuUHea 2OCMUHUYHO2O NPeOnpusmus (Ha aHeIUUCKOM
A3bIKe)» OTHOCUTCS K 4acTH, pOpMUpYEeMON yYaCTHUKaMU 00pa30BaTENbHBIX OTHOIIEHUN JTUCIUIUINH
y4eOHOro IJjIaHa.

Jlisi OCBOEHMSI AUCUUILUIUHBL (MOOYIs) «Ycmouuugoe passumue oOCMUHUYHO20 npeonpuamus (Ha
AHTUTICKOM s13bIKe)» HEOOXOIMMBI 3HAaHUS, YMEHHUS W BIaJeHUs, CPOpPMHUpPOBaHHBIE ApPXUTEKTypa
CTPATErM4eCcKOro IMIIAHUPOBAHUS 3 1€ATEIbHOCTH NMPEANPUIATUN TOCTEPUUMCTBA.

Jist OCBOEHMSI TUCIUILTUHBI HEOOXOAMMBI 3HAHUS, YMEHUS U BIaJeHHS, CHOPMHUPOBAHHEIEC B
XOZI€ HW3YYEHHUs CIEAYIOIMMX JUCHUIUIMH: «DOpMHUpPOBaHUE TPOU3BOACTBEHHOW KOHIENIUU H
BHEJIPEHHE TEXHOJOTHYHBIX HHHOBAIIMU B cpepy TOCTEPHUUMCTBaAY, «CTpaTernuecKoe JIHIEPCTBOY.

2. COURSE SYLLABUS
The total labor intensity of the course is 3 credits, 108 academic hours.

The structure of the course for full-time education



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

Semester | Type of training session Number of
hours
1 Lectures 10
1 Seminars 20
Total: 30

The volume of the discipline (module) in the form of independent work of students is 78
academic hours (s).

Ne | Name of the discipline section Content
1 Brand as a special concept in the system of integrated
Brand concept, brand DNA communications. brand DNA. brand reputation capital.
Emotional perception of the brand
2 R. Reeves' unique selling proposition. Principles of a

unique selling proposition. UVP (unique value
proposition proposed by Jsper Kunde) is a proposition
based on life, not commodity values. The idea of brand
positioning. Types of positioning. Positioning scheme:
market analysis - product - competitors - segmentation -
comparison (benefits, advantages) - positioning.
Qualities necessary for successful positioning:
relevance, simplicity, distinction, consistency,
constancy. positioning concept. Factors to consider
The concept of positioning: how | when developing a positioning concept. Brand

to create a unique selling positioning by V. Stefflre: choice of central or
proposition and carve out your differentiated positioning, choice of product (as a hero)
niche or consumer as a hero; definition of motivation

(negative urges or positive urges), focusing on benefits.
Brand positioning by K. Kellera: main ideas, definition
and description of the competitive coordinate system
(CSC), criteria for choosing parity points and
differentiation points, ensuring the correspondence of
parity points and differentiation points, constant
adaptation of positioning, brand key values, codes
trademarks. internal branding. Brand repositioning and
rebranding: definitions, similarities, differences, main
reasons, principles.

3 Role characteristics of brand identity (power brands,
explorer brands, icon brands, identity brands, different
paradigm brands). Concepts of brand architecture,
similarities and differences between brand house and
brand house. Brand life cycle.

4 Brand content as a communication process.
Components of the brand communication process and
their functions. The specifics and factors that determine
the structure of the brand promotion complex: the type
of product or market (B2B, B2C), the strategy for
pushing the product or attracting consumers.
Characteristics of the main means of marketing
communications in branding: advertising; PR; sales

Brand structure, brand segments,
target audiences

Brand promotion strategies.
Choice of communication
channels




promotion; event marketing; personal selling; direct
marketing. Importance of corporate communications in
branding. Specific communication ways to promote
corporate brands. Development of integrated programs
of marketing communications: integration of various
communications; coordination of various
communication options; use of matching criteria.
Internet as a new medium of communication.
Interaction with communication agencies (groups) in
the process of developing and promoting corporate
brands.

Competitive advantages,
competitor analysis, brand
research methods

Qualitative research methods: arbitrary associations,
projective methods, assessment of personality and
brand values, observational methods. Quantitative
research methods: awareness assessment, brand image
study, trademark perception assessment, brand loyalty
assessment. Specific marketing research methods used
in branding: brand tracking, hall tests, friend groups,
mystery shopping, measurement of wholesale and retail
trade offers, psychosemantic research (brand mapping;
reputation, popularity maps; product-market model;
positioning maps), relationship/attitude scaling.
Analysis of the market situation, SWOT analysis,
analysis of manufactured goods, competitive analysis,
segmentation of consumers. Analysis of the
possibilities of own production. Comparison and brand
advantages: brand differences, comparisons, brand
advantages. Minimizing the risks of launching a new
brand. Peckham method. Expected market shares
depending on the order in which the brand enters the
product category. Brand potential. Evaluation of the
legal force of trademark protection: general and local
analysis.

Classification of marketing
research, their tasks and role.

Basic terms and definitions: market, business
environment, competitors, consumers, segmentation,
market capacity, target audience, types of markets,
B2C, B2B, market research and others. Marketing
research, goals and objectives of their implementation.
Classification of marketing research on various
grounds. Desk, qualitative and quantitative research.
Their role, tasks, main formats.

The need for marketing research. Conducting research
on your own. Marketing research companies. General
characteristics of the research market in Russia.
Outstaffing as a form of organization of marketing
research. Advantages and disadvantages of various
options for organizing research. Making business
decisions based on the results of marketing research.

Research habits and preferences
in the category.

Formats of quantitative research. Types of surveys. The
concept of sampling. The representativeness of the
sample. Random and deterministic samples. Stratified
sampling. Group (cluster) sampling. Basic principles




for determining the sample size. Territorial sampling.
Errors in survey results (shares). An approximate
formula for the dependence of the random error of the
survey results (shares) on the sample size. Random and
systematic error. Basic indicators of brand presence in
the category market. Building a questionnaire on habits
and preferences in the category. The main sections of
the questionnaire on habits and preferences (Usage and
Attitude). Measurement of indicators of consumer
behavior. Measuring indicators of consumer behavior.
Product and brand selection factors against a
competitive background. Methods for assessing the
priority factors of choice when buying. Study of
information sources for consumer choice. Brand
awareness and measurement. Spontaneous brand
awareness and recognition (brand awareness with
prompting). Knowledge of advertising. The study of
media preferences of consumers. Target audience
profiling.

Price research.

Obijectives of price research. Price indicators and price
strategies. The main methods for determining the
perception of price parameters by the consumer.
Perceived value method. Price ladder and the Gabor-
Grunger method. Van Westendorp method, or PSM
(Price Sensitivity Meter). The concept of conjoint
analysis. Pricing strategies based on conjoint analysis.
BPTO (Brand-Price TradeOff) method. Plurality of
methods for evaluating price perception. Limitations of
price research methods.

Advertisi Customer Satisfaction
Surveys and Mystery Shopping.

Customer satisfaction and loyalty. Customer
Satisfaction Assessment System. The role and place of
qualitative and quantitative methods in the system for
assessing customer satisfaction. Mystery shopping -
anonymous shopper. Features of the information
collection format. Scope and examples of projects using
mystery shopping methodology

10

Situational analysis. Basic
concepts and methods.

The concept and subject of situational analysis. SWOT
analysis methodology. Threat Matrix. confrontation
matrix. Errors that occur when conducting a SWOT
analysis. Portfolio analysis of activities. Competitive
Strategies. Decision making in marketing. Research
support for the development of an enterprise marketing
strategy. Research of the market situation. Diagnosis of
the state of competition in the market. Analysis of
performance indicators of competitors. Assessment of
the competitiveness of the goods. Key success factors.

11

Final assessment

examination

3. COURSE POLICIES

3.1 Grading system




Form of control Max. number of points
For one unit Total
Current control:
- poll 5 points 30 points
- participation in the discussion at the seminar 5 points 10 points
- control work (through) 20 points 20 points
Intermediate certification - credit with an assessment 40 points
Total per semester 100 points

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

100- point scale Traditional scale ECTS scale

95-100 A

8394 Excellent B

68 — 82 Good passed C

56 — 67 D

50 55 Acceptable E

20-49 . FX

0_19 Unpublishable unpassed =

3.1 Criteria for grading by course

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

ECTS

Scale

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

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

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

C passed and essentially presents it in the classroom and during the intermediate certification,
without allowing significant inaccuracies.
The student correctly applies the theoretical provisions in solving practical problems of
a professional orientation of different levels of complexity, possesses the skills and
techniques necessary for this.
Sufficiently well oriented in educational and professional literature.
The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.
The competencies assigned to the discipline are formed at the “good” level.

67-50/ Acceptable / Exhibited to the student, if he knows the basic level of theoretical and practical

D,E passed material, makes some mistakes when presenting it in the classroom and during the
intermediate certification.
The student experiences certain difficulties in applying theoretical provisions in
solving practical problems of a professional orientation of a standard level of
complexity, possesses the basic skills and techniques necessary for this.
Demonstrates a sufficient level of knowledge of educational literature on the discipline.
The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.
The competencies assigned to the discipline are formed at the “sufficient” level.
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Points/ | Course score | Criteria for evaluating learning outcomes in the cource

ECTS

Scale

49-0/ Unpublishabl | Exposed to the student if he does not know the theoretical and practical material at the
F.FX e / unpassed basic level, makes gross mistakes in presenting it in the classroom and during the

intermediate certification.

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

Demonstrates fragmentary knowledge of educational literature on the discipline.

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

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

4. ASSESSMENT STRATEGIES AND METHODS

Exam questions:

1. Relationship between brand and product. Seven factors of brand strength: how justified is
this gradation?

2. What is the value of the brand (consumer, financial, corporate)

3. The concept of brand reputation capital. Give examples based on existing brands

4. Definition of brand identity. Its structure.

5. The structure of the brand architecture. The difference between a house of brands and a
brand house. The concept of "brand portfolio".

6. How brand loyalty ensures consumer self-identification

7. Development of a brand metaphor. Associations as part of brand identity

8. The role and function of positioning (the concept of Rice and Trout)

9. Six Steps to Success by Rice and Trout

10. 4 dimensions of a brand (the concept of T. Gad)

11. Brand Mental Dimension: Characteristics, Meaning, Examples

12. The spiritual dimension of the brand: the difference from the mental dimension, examples

13. The functional dimension of the brand, its relationship with the product, trademark and
unique selling proposition

14. Social dimension of a brand: meaning, specifics, examples

15. Ways of modeling reality: conflict of interpretations

16. Event component of three waves in branding

17. 3 waves in branding: a brief description

18. Event-marketing as a system of personal involvement in the brand value system

19. Correlation between event management and event marketing

20. The difference between culture and the entertainment industry. Product characteristics as
experiences

21.

nowbrow.

22.
23.
24,
25.
26.
27.
28.
29.
30.

Deactualization of the hierarchy of taste (antithesis elitist / mass). The concept of

Basic Entertainment Marketing Strategies

Strategies for updating existing brands in the field of culture and art
Types of product placement.

The impact of product placement on culture - threats and prospects
Main communication channels for product placement
Communication potential of brand placement and its main directions.
Main product//brand placement development trends in Russia

5 Senses Branding Concept

The concept of synergy in advertising communication and branding
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Test tasks:

1. When did brand valuation begin to include criteria such as environmental responsibility,
work ethics, safety and quality issues?

a) at the end of the 20th century;

b) in the 1970s;

c) in the 1950s.

2. Technology, expertise, unique know-how are the most important brand assets?
a) relationship brand;

b) brand development;

¢) brand of production.

3. Production brand:

a) tied to a specific client;

b) focused on ubiquitous sales;

c) distributed to a limited circle of customers.

4. The joint performance of several brands in the market is ...
a) co-branding;
b) du-branding;
¢) he-branding.

5. Brands, which are components, elements, details of other products that have firmly entered
our daily life, are ...

a) partial brands;

b) ingredient brands;

) composite brands.

Tasks for assessment

Task 1. The main components of brand identity and their characteristics.

Task 2. The essence of the brand.

Task 3. Core identity, extended identity.

Task 4. Essential and extended identity (on the example of a specific brand).
5. COURSE MATERIALS

5.1 List of sources and literature

Sources

Obligatory

1. Godin A.M. Branding: Textbook / Godin A.M., - 3rd ed., revised. and additional - M.: Dashkov i K,
2016. - 184 p.. 60x84 1/16 ISBN  978-5-394-02629-4 -  Access  mode:

http://znanium.com/catalog/product/329358
2. Dmitrieva L.M. Brand in modern culture: Monograph / Dmitrieva L.M. - M.: Master, NITs INFRA-
M, 2015. - 200 p.: 60x90 1/16 (Cover) ISBN 978-5-9776-0369-0 - Access mode:
http://znanium.com/catalog/product /522964
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3. Musician V.L. Branding: Brand Management: Textbook / V.L. Musician. - M.: ITs RIOR: NITs
INFRA-M, 2014. - 316 p.: 60x90 1/16. - (Higher education: Bachelor's degree). (hardback) ISBN 978-
5-369-01236-9 - Access mode: http://znanium.com/catalog/product/416049

4. Makashev M. O. Brand / Makashev M. O. - M.: UNITY-DANA, 2015. - 207 p.: ISBN 5-238-
00635-7 - Access mode: http://znanium.com/catalog/product/859090

Additional

1. Osipova E. A. Theory and practice of socio-cultural branding. Value aspects of creating brands in
the social sphere / E.A. Osipova - M.: NITs INFRA-M, 2015. - 156 p.: 60x90 1/16 ISBN 978-5-16-
103661-7 (online) - Access mode: http://znanium.com/catalog/product/52351

2. Praet Van D. Unconscious branding. Use of the latest achievements of neuroscience in marketing.
M.: Azbuka Business, 2014.

3. Cernatoni, L. Branding. How to create a powerful brand: a textbook for university students studying
in the specialties 080111 "Marketing”, 080300 "Commerce”, 070801 "Advertising" / Leslie de
Chernatoni, Malcolm McDonald; prev. and trans. from English. B.L. Eremin. - Moscow: UNITI-
DANA, 2017. - 559 p. - (Foreign textbook). - Access mode:
http://znanium.com/catalog/product/1039965

4. Drobo K. Secrets of a strong brand: How to achieve commercial uniqueness / Drobo K. - M.: Alpina
Pub., 2016. - 276 p.. ISBN 5-9614-0109-X - Access mode: http://znanium.
com/catalog/product/923764

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

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

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

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

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

Federation

National Electronic Library (NEB) www.rusneb.ru
ELibrary.ru Scientific electronic library www.elibrary.ru
Electronic library Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

5.3 Professional databases and reference systems
Access to professional databases: https:/liber.rsuh.ru/ru/bases

Information reference systems:
1. Consultant Plus
2. Garant

6. Material and technical support of the course.
To provide the course, the material and technical base of the educational institution is used:
classrooms equipped with a computer and a projector for demonstrating educational materials.


http://znanium.com/catalog/product/859090
http://www.ci-journal.ru/journal/01_marketing_mest
http://www.simonanholt.com/Research/research-introduction.aspx
http://www.simonanholt.com/Research/research-introduction.aspx
https://www.facebook.com/regionbrand
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Software composition:
1. Windows
2. Microsoft Office

7. MaTepuajibHO-TEXHHYECKOE o0ecreyeHue JUCHUILIHHBI

B nponecce nmpoBeaeHs TEKINOHHBIX, CEMUHAPCKUX U MPAKTHUUECKUX 3aHITUH TPUMEHSIOTCS
TEXHUYECKHE CpeACTBa O0yUYEHHs, a MMEHHO MYJIbTUMEIUIHOE 000pyAOBaHKe, BKIIIOYAOIIee B ce0s
KOMIThIOTEP (HOYTOYK) U MyJIbTUMEAHA MPOEKTOP, MPOCIUPYIOIINA n300pakeHHe (CIaiIbl) Ha SKpaH.

Kpome TeXHHUYECKHX CpEACTB HCIONB3YeTCS W TPUKIATHOE NpOorpaMMHOE OOecreucHHe
(Microsoft Word u Power Point Bepcum He Hmxke 2003 roma), MO3BOJSIOIIEE JIEMOHCTPUPOBATH
JIEKIIMOHHBIC MAaTEPUAITHI (CIIAM/IbI) U 3aJaHUs K CEMHHAPaM.

Ayautopuu i TPOBEACHHS 3aHATHH JOJKHBI OBITh 000pYJIOBaHbI Y4eOHOH TOCKOM
(MHTEpaKTUBHOUN y4eOHOW JOCKOW) M MHCTPYMEHTOM (MEN WJIM MapKep) s HAHECEHUs PHCYHKOB,
CXEM U TEKCTa Ha JIOCKY.

IlepeueHb TUIEH3MOHHOT'O IPOTPAMMHOTO obecreyeHus:

Nert Haumenoanue [10 [IpousBoauTenb Crnioco6
/n pactpocTpaHeHUs
(ruyenszuonnoe unu
c60000HO
pacnpocmpamsiemoe)

1 Adobe Master Collection CS4 Adobe JIMIICH3UOHHOE

2 Microsoft Office 2010 Microsoft JIALEH3UOHHOE

3 Windows 7 Pro Microsoft JIUIEH3MOHHOE

4 AutoCAD 2010 Student Autodesk CBOOOIHO

pacipoCcTpaHsIeMoe
5 Archicad 21 Rus Student Graphisoft CcBOOOIHO
pacipocTpaHsIeMoe

6 SPSS Statisctics 22 IBM JIALIEH3UOHHOE

7 Microsoft Share Point 2010 Microsoft JUIEH3HOHHOE

8 SPSS Statisctics 25 IBM JULIEH3UOHHOE

9 Microsoft Office 2013 Microsoft JIALIEH3UOHHOE

10 | OC «AnbT OOpazoBanue» 8 000 «bazanst CIIO | nu11eH3UOHHOE

11 Microsoft Office 2013 Microsoft JIALIEH3UOHHOE

12 | Windows 10 Pro Microsoft JIMIICH3HOHHOE

13 | Kaspersky Endpoint Security Kaspersky JIMIIEH3UOHHOE

14 | Microsoft Office 2016 Microsoft JIALIEH3UOHHOE

15 | Visual Studio 2019 Microsoft JIMIICH3HOHHOE

16 | Adobe Creative Cloud Adobe JIALIEH3UOHHOE

17 Zoom Zoom JIUICH3UOHHOE

8. Obecneuenune 006pa3oBaTeJLHOr0 MpoIecca IJisl JHUI ¢ OTPAHUYEHHBIMH BO3MOKHOCTAMH
310POBbH U HHBAJIUA0B

B xonme peanmmzanuy IUCHUIIIMHBI WCIOJIB3YIOTCS CIACAYIOIIME JOTOTHUTEIBHBIE METO b
o0ydeHHsl, TEKYyIIEero KOHTPOJSI YCHEBAEMOCTH W TPOMEXKYTOUHOW aTTecTalnu OOYyYaromMXcs B
3aBUCUMOCTH OT UX UHAUBUIYATBHBIX OCOOCHHOCTEH:

® Il CIENbIX M CIA0OBHIAIMIMX: JIEKIIMH OQOPMIISIOTCS B BHJIE DJEKTPOHHOTO JTOKYMEHTA,
JOCTYITHOTO C TIOMOIIBI0 KOMIIBIOTEPA CO CIENUATHU3UPOBAHHBIM TMPOTPAMMHBIM OOECIIEUeHUEM;
MMUCbMEHHBIE 3a/IaHUsI BBITIOJIHSIIOTCS HAa KOMITBIOTEPE CO CIECIHATM3UPOBAHHBIM POTPAMMHBIM



14

o0ecreyeHneM WIM MOTYT ObITh 3aMEHEHbl YCTHBIM OTBETOM; OOECIEUMBAETCS WHIMBHIYaIbHOE
paBHOMepHOe ocBemieHue He MeHee 300 JIOKC; sl BBIMOJHEHHMS 33JaHUS NPU HEOOXOAMMOCTH
IIPEJOCTABIIAETCS YBEIMUYMBAIOLIEE YCTPOHWCTBO; BO3MOXKHO TaK)K€ HCIOJIb30BaHUE COOCTBEHHBIX
YBEIUYMBAIOUINX YCTPONCTB; MHUCbMEHHBIC 33aJJaHNsl 0(OPMIIIOTCS YBETUUYEHHBIM MIPUPTOM; IK3aMEH
1 3a4€T MPOBOASATCA B YCTHON (hOpME MIIM BBINOJIHAIOTCS B IMCbMEHHOM (hopMe Ha KoMIbIOTEpE.

e Ui MNIyXUX M CIA0OCIHBILIAINX: JIEKIUU OQOPMIISIOTCS B BUJE DJIEKTPOHHOI'O JOKYMEHTa,
au00  IpenocTaBiseTcss  3BYKOYCHJIMBAIOIIAS — anmapaTypa HMHAMBUIAYAJIBHOTO  IOJb30BaHHUS;
MUCHbMEHHBIC 33JaHUsl BBIMOMHSIOTCS HAa KOMIIBIOTEpE B MUCBMEHHOH (opme; sKk3aMeH U 3auéT
IIPOBOJIATCS B MUCBMEHHOM (hopMe Ha KOMIIbIOTEPE; BO3MOKHO IIPOBE/IEHUE B (DOpME TECTUPOBAHHUS.

® Ui JIMILl C HapyLIEHUSMHU OIOPHO-JBUIATEIBHOIO ammapara: JIEKIUU o(GopMIISIIOTCS B BHJIE
NEKTPOHHOTO JOKYMEHTa, JOCTYIHOI'O C IIOMOLIbI0 KOMIBIOTEPA CO CHEUAIN3HPOBAHHBIM
IIPOrpaMMHBIM ~ OOecreYeHHeM; [HCbMEHHbIC 3a/laHUsl  BBIOJHSIOTCS Ha KOMIIBIOTEPE CO
CIELUATM3UPOBAHHBIM MPOTPAMMHBIM 00ecrieueHHeM; PK3aMeH U 3au€T MPOBOJSATCS B YCTHOH (hopme
WIH BBINOJIHAIOTCS B MUCbMEHHOM (popMe Ha KoMIbrOTEpe.

[Ipu HEOOXOIMMOCTH NPENYCMAaTPUBAETCS YBEIMUEHNE BPEMEHH IS ITOATOTOBKH OTBETA.

IIponenypa npoBeneHHs MPOMEKYTOYHOM arTecTalMy JUid OOy4aroIUXCsl YCTaHABIMBAETCS C
Y4ETOM MX MHIUBHIYATBHBIX NMCUX0(U3ndecKnx ocobeHHocTeil. [IpomMexxyTouHast arrecTausi MOXKeT
IIPOBOAMTHCS B HECKOJIBKO 3TAIIOB.

[Ipn npoBeaeHMM MpoLEAYphl OLIEHUBAHUS pPE3YIbTaTOB OOYy4YEHMsI MpeayCcMaTpuBaeTCs
UCIOJIb30BaHUE TEXHUYECKUX CPEACTB, HEOOXOJUMBIX B CBS3M C MHAMBUIYAJIbHBIMU OCOOCHHOCTAMU
oOydJaromuxcsi. OTH CpeACTBA MOTYT OBITh MPEJOCTABICHBI YHUBEPCHUTETOM, WIM MOTYT
HCIOJIb30BaThCsl COOCTBEHHBIE TEXHUUECKUE CPEJCTBA.

[IpoBenenue nmpoueaypsl OLEHUBAHUS PE3yIbTaTOB OOYYEHMs JOMYCKAETCsl ¢ MCIOJIb30BAHUEM
JMCTAaHIIMOHHBIX 00pa30BaTeIbHbIX TEXHOJIOIHH.

ObecneunBaercs AOCTYNn K HHGOPMAIMOHHBIM W OuOmmorpaduyeckuM pecypcam B CETH
WuTepHer [uist Kax0ro odyyaronierocs B popMax, aJanTUPOBAHHBIX K OTPAHUYEHUSAM UX 3/10pPOBbS U
BOCTIPHUSATHS HHPOPMALIUH:

e Ui CIENBIX W CIA0OBUISIIMX: B T€YaTHOM Qopme yBenu4eHHBIM mpupToM, B (opme
3JIEKTPOHHOIO IOKYMEHTa, B (hopMme aynuodaiina.

® JUUIsl TIIyXUX U CJIa0OCIBILIAIUX: B Ie4aTHOU opme, B GOopMe IEKTPOHHOTO JOKYMEHTA.

® 1151 00YYarOLIMXCSl C HApyIICHUsIMU ONOPHO-ABUraTeIbHOIO anmapara: B IedaTHOH ¢opme, B
(dhopme 2IEeKTPOHHOTO JOKYMEHTa, B popMme aynuodaiina.

VY4eOHble aylIUTOpUU AJIi BCEX BHJIOB KOHTAKTHOM M CaMOCTOSITENbHOM paboThl, HayuyHas
OubnuoTeka M WHBIE TMOMENIEHHs Uil OOY4YEeHHs OCHAIEHbl CIEHUaTbHBIM O00OpYyAOBaHUEM U
y4eOHBIMM MECTaMH C TEXHUYECKUMHU CPeICTBaMU O0yUEHUS:

® ISl CIENBIX U CJIa0OBUISIIMX: YCTPOUCTBOM JJIsl CKAHUPOBAHMS M uTeHUs ¢ kKamepoi SARA
CE; nucruteem bpaiinss PAC Mate 20; npunrepom bpaiins EmBraille ViewPlus;

eIl TIHYyXUX M CcHaboCHblIIalUX: AaBTOMAaTHU3MPOBAaHHBIM pabouynM MecTOM Ui JroAed ¢
HapylLIeHUEM CiIyXa U c1a0O0CIbIIalINX; aKyCTUUECKII YCUIIUTEb U KOJIOHKH;

e uisi OOy4aroIMXCs C HapyLIEHUSMH OIOPHO-IBUTATEIBbHOIO ammapaTa: MepeBUKHBIMHU,
perynupyeMbIMu 3proHoMudeckuMu naptamu CH-1;, KOMIBIOTEpHON TEXHUKOW CO CIENHATbHBIM
IPOrpaMMHBIM 00€CTIEYECHHEM.

9. Metoanyeckue MaTepHAJIbI

9.1 IInaHbl ceMUHAPCKUX 3aHATHI

Tewma 1. Baxkneiine TeHASHIINH PAa3BUTUA U TTI00aTbHBIE IPOOIEMBI B COITMOKOCUCTEME B Havane 21
BEKa

Bompocs! 11st 06cyxaeHus:

1. Baxueimme TEHISHIIMN Pa3BUTHS U TI100adbHBIE TPOOIEMBI B COITMOIKOCUCTEME B Hauaje
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XXI Beka

Opranu3zanys 5K0JI0r0-TYpPUCTCKON JESITENIbHOCTH HA OXPAHAEMBIX IPUPOIHBIX TEPPUTOPHUSIX

3. Typucrckuii mpoayKT HAIIMOHAJIBHBIX MapkoB. MHBeHTapu3amus pecypcoB. OnpeneneHue u
(dbopMUpOBaHUE TYPUCTCKOTO MPOTYKTa

4. TlepcneKTUBHBIC HAMPABICHUS SKOJOTO-TYPUCTCKON JAEATEIHLHOCTH

N

CIUCOK UTepaTyphl:
[Humosa, O. C. OcHOBBI ycToiunBoro Typusma: YueoHoe nocobue / [lumosa O.C. - Mocksa :HUIL]
HNH®PA-M, 2016. - 190 c. (Bricmiee oopa3oBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-
005291-5. - Tekcr : anekrponHbIit. - URL: https://znanium.com/catalog/product/558464
ManbkoBckasi, 3. B. Oxonorus u 6usHec = Green Business : yue6. nmocobue / 3.B. ManbkoBcKas. —
M. : UH®PA-M, 2018. — 144 c. — (Bricmee o6pa3oBanue: bakamaBpuar). - ISBN 978-5-16-006496-
3. - Tekcr : anekrponnsii. - URL: https://znanium.com/catalog/product/960034
[yneruna, E. M. Basic Concepts in the Tourism Industry : yae6noe mocobue / E. M. lllyneruna. -
Tomck : U3marenscTBo ToMCKOTO rocyaapcTBeHHOTO YHHBepcHuTeTa, 2017, - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekct : anekTponnsiid. - URL: https://znanium.com/catalog/product/1681636
XKymunos, C.b. The Travel and Tourism Industry: yue6. nocoGue 11st CTYyJJEHTOB BY30B,
oOyJatromuxcs 1o crienuaibHocTsM cepprca 10000 u rypusma 10200 / C.b. Xymunos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anexkrponnbii. - URL: https://znanium.com/catalog/product/1028623

Tema 2. CooTHOILIIEHUE TOHATHI «IKOJIOTUSD?, KTYPU3M» U «yCTOHYUBOCTHY
Bompocs! 1u1st 06cyxneHus:
1. KakoBo cooTHOIIEHNE TOHATUN «PEKPEAH» U «KTypU3M»?
2. Yro Takoe pekpeanioHHas cuctema’?
3. Uem oTiMyaeTcs MOHATHE «TEPPUTOPHANIbHAS PEKpPEAlMOHHAs CUCTEMa» OT «PEeKpearroHHas

cucrema»?
4. SIBnsercs MM Y4eJIOBEK PEKPEallMOHHON CUCTEMOM?
5. UYro Takoe pekpeanioHHbIE PeCypChI?

Criucok nuTeparypsl:

[Iumoga, O. C. OcHoBBI ycToluMBOro Typusma: Yuednoe nocodue / Hlumona O.C. - Mocksa :HUIL]
NH®OPA-M, 2016. - 190 c. (Beiciiee obpazoBanue: bakanaspuar) (O6noxka. KBC)ISBN 978-5-16-
005291-5. - Tekcr : anexkrponnsiii. - URL: https://znanium.com/catalog/product/558464
MansbkoBckas, 3. B. Dxonorus u 6usnec = Green Business : yue6. mocobue / 3.B. ManbkoBckas. —
M. : UH®PA-M, 2018. — 144 c. — (Bricmee o6pa3oBanue: bakaraBpuar). - ISBN 978-5-16-006496-
3. - Tekcr : anexTponnsit. - URL: https://znanium.com/catalog/product/960034
[Iynsruna, E. M. Basic Concepts in the Tourism Industry : yue6Hoe noco6ue / E. M. lllynbruna. -
Tomck : M3natenscTBO TOMCKOro rocytapcTBeHHOro yuusepeurera, 2017. - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekcr : anextponHbiit. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: y4e6. mocoOue Asisi CTyIEHTOB BY30B,
oOyyaroruxcs no crienuanbHocTsIM cepBuca 10000 u typuzma 10200 / C.b. XKynugos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anexktpounsiit. - URL: https://znanium.com/catalog/product/1028623

Tema 3. IIpupoaHbie pekpearioHHbIE PECYPChl
Bomnpocsr mist o6cyxnenus:
1. Kakoii u3 3TanoB uccie10BaHus TYPUCTCKUX PECypCcoB HEOOXOAMMO NMPOBOAUTH B CAMOM Hayaje?
2. Yro BKIIIOYAIOT B c€0s MPUPOIHBIE TYPUCTCKHE PECYPCHI?
3. Ilo kakoif MeToIMKe OLIEHUBAIOT MPUPOJIHBIE PEKPEALIMOHHBIE (TYPUCTCKUE) PECYpPChI?


https://znanium.com/catalog/product/558464
https://znanium.com/catalog/product/960034
https://znanium.com/catalog/product/1681636
https://znanium.com/catalog/product/1028623
https://znanium.com/catalog/product/558464
https://znanium.com/catalog/product/960034
https://znanium.com/catalog/product/1681636
https://znanium.com/catalog/product/1028623
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4. Kaxko#t croco0® OLEHKH MPUPOJIHBIX PEKPEAMOHHBIX (TYPUCTCKHUX) PECYPCOB MMEET HECKOIBKO

MOIXO0/IOB (TEXHOJOTHYECKHH, (PU3HOTOTUIECKHA, ICUXOIOTHUECKHIA, SKOHOMUYECKHIT)?

CIUCOK TUTepaTyphI:

[Humosa, O. C. OcHOBBI ycToiunBoro Typusma: YueoHoe nocobue / [llumosa O.C. - Mocksa :HUIL]
HNH®PA-M, 2016. - 190 c. (Bricmiee oopa3oBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-
005291-5. - Tekcr : anekrponHbIit. - URL: https://znanium.com/catalog/product/558464
ManbkoBckasi, 3. B. Oxonorus u 6usHec = Green Business : yue6. mocobue / 3.B. ManbkoBcKas. —
M. : UH®PA-M, 2018. — 144 c. — (Bricmee o6pa3oBanue: bakamaBpuar). - ISBN 978-5-16-006496-
3. - Tekcr : anekrponnbiid. - URL: https://znanium.com/catalog/product/960034
[yneruna, E. M. Basic Concepts in the Tourism Industry : yae6noe mocobue / E. M. lllyneruna. -
Tomck : U3marenscTBo ToMCKOTO rocyaapcTBeHHOTO YHHBepcHuTeTa, 2017, - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekct : anekTponnsiid. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. mocobue 11151 CTyIEHTOB BY30B,
oOyuJatomuxcs 1o crenuaibHocTsM cepprca 10000 u rypusma 10200 / C.b. XKymunos. — M. :
IOHUTU-IAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anekrponnsbIit. - URL: https://znanium.com/catalog/product/1028623

Tema 4. Dxosoruueckuii Typusm

Bompocs! 1u1st 06cyxnenHus:

1. B kxakux 0cob0 OXpaHSI€MbIX MPUPOAHBIX TEPPUTOPUAX MMEIOTCS  IE€PEUHCICHHbIE
(YHKIMOHATBHBIE 30HBI: 30HA 3aIOBEJHOTO PEKUMA; 30HA HKOJOTHUYECKOTO MOHUTOPHHTIA; 30HA
HAY4YHOI'O MPOCBELICHHUS; 30Ha XO3IHCTBEHHOTO UCIIOJIb30BaHUs?

2. Ckonbko B Poccum 3anoBeTHUKOB (BITUIIUTE OTBET)?

3. Ckonbko B Poccun HallMOHaNbHBIX ApKOB (BIUIIUTE OTBET)?

Cnucoxk aurepaTypbl:

HIumosa, O. C. OcHoBBI ycToHuMBOrO TypHu3ma: YueoHoe nocobue / Hlumosa O.C. - Mocksa :HUIL]

NH®PA-M, 2016. - 190 c. (Beicuree obpazoBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-

005291-5. - Tekcr : anekrponHsIit. - URL: https://znanium.com/catalog/product/558464

ManbkoBckast, 3. B. Oxonorus u 6usHec = Green Business : yue6. mocobue / 3.B. ManbkoBcKas. —

M. : UHOPA-M, 2018. — 144 c. — (Briciiee o6pa3oBanue: bakanaspuar). - ISBN 978-5-16-006496-

3. - Tekcr : anexTponnsit. - URL: https://znanium.com/catalog/product/960034

Hlynsruna, E. M. Basic Concepts in the Tourism Industry : yue6Hoe noco6ue / E. M. lllynbsruna. -

Tomck : M3patenscTBO TOMCKOTO rocynapcTBeHHOTO yHuBepeutera, 2017. - 184 ¢. - ISBN 978-5-

94621-635-7. - Tekct : anexTponHsIi. - URL: https://znanium.com/catalog/product/1681636

Kymunos, C.b. The Travel and Tourism Industry: yue6. mocobue /115t CTyIEHTOB BY30B,

oOyuyaromuxcs no cnenuanbHocTaM cepBuca 10000 u typusma 10200 / C.b. XKynunos. — M. :

IOHUTU-AAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN

978-5-238-01220-9. - Texkcr : anexkrponssIit. - URL: https://znanium.com/catalog/product/1028623

Tema 5. Opranuzanus Typusma Ha ypOaHU3UPOBAHHBIX TEPPUTOPHIX

Bomnpocsr mist o6cyxnenus:

Kakas teppuropus siBisiercst Hanbosee ypodanuzupoBaHHoit B Poccun?

HazoBute kputepuii, mo KoTopoMy Kiaccupuuupyot ropoja?

KaxoBa unCIIEHHOCTb HAaCceNEeHUs B KpyIHEHIINX ropoaax?

Cxoibko B Poccuy TOpoI0B C HACEIEHUEM CBBIIIE MAJUTMOHA YEJIOBEK (BIUIIUTE OTBET)?
HazoBure Tpu cambix KpynHbIx ropoja Poccun nocine Mocksbl u Cankt-IlerepOypra?

Kakyro ocHOBHYIO LI€JIb MPECIIENYIOT 1I€JIEBbIE PETHOHANIbHBIE TPOTPAMMBI Pa3BUTHS Typu3ma?

oakrwdE


https://znanium.com/catalog/product/558464
https://znanium.com/catalog/product/960034
https://znanium.com/catalog/product/1681636
https://znanium.com/catalog/product/1028623
https://znanium.com/catalog/product/558464
https://znanium.com/catalog/product/960034
https://znanium.com/catalog/product/1681636
https://znanium.com/catalog/product/1028623
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CHnucoK JIUTepaTyphl:
[Iumona, O. C. OcHoOBBI ycToiunBOro Typusma: Yuedbnoe mocobue / [llumosa O.C. - Mocksa :HUIL]
HNH®PA-M, 2016. - 190 c. (Bricmiee oobpa3oBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-
005291-5. - Tekcr : anekrponHbIit. - URL: https://znanium.com/catalog/product/558464
ManbkoBckasi, 3. B. Dxonorus u 6usHec = Green Business : yue6. nmocobue / 3.B. ManbkoBcKas. —
M. : UH®PA-M, 2018. — 144 c. — (Bricmee o6pa3oBanne: bakanaBpuar). - ISBN 978-5-16-006496-
3. - Tekcr : anekrponnbii. - URL: https://znanium.com/catalog/product/960034
[yneruna, E. M. Basic Concepts in the Tourism Industry : yae6noe mocobue / E. M. lllyneruna. -
Tomck : U3marenscTBo ToMCKOTO rocyaapcTBeHHOTO YHHBepcHuTeTa, 2017, - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekct : anekTponnsiid. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. mocobue 1j1si CTyIEHTOB BY30B,
oOyJatomuxcs 1o crenuaibHocTsM cepprca 10000 u rypusma 10200 / C.b. XKymunos. — M. :
IOHUTU-IAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anexkrponnsbIii. - URL: https://znanium.com/catalog/product/1028623

Tema 6. OcoOble SKOHOMUYECKHE 30HBI TYPUCTCKO-PEKpeainoHHOro Trma B Poccun

Bomnpocs! 1ist 00cyxaeHHS:

1. Cxonbko 00bekTOB Beemupnoro nmpupoanoro Hacienuss UNESCO umeercs B Poccun (BnmmmTe
OTBET)?

2. HazoBute o0wexTsl Becemupnoro npupoanoro naciemuss UNESCO, koTopble pacmojioXKeHbl Ha
rpanuie Poccuu u apyrux rocyaapcTs (BIUIIATE OTBET):

3. Kakoii u3 mepeunciieHHbIX TPUPOJHBIX TAPKOB SBISETCS COBMECTHBIM POCCHICKO-aMEPUKAHCKUM?

CHuCcoK UTepaTyphl:

[Humoga, O. C. OcHOBHI ycToitunBoro Typusma: YueoHoe nocobue / llumosa O.C. - Mocksa :HUIL]

NHO®OPA-M, 2016. - 190 c. (Boicuiee obpazoBanue: bakanaspuar) (O6noxka. KBC)ISBN 978-5-16-

005291-5. - Tekcr : anexkrponnsiid. - URL: https://znanium.com/catalog/product/558464

ManbkoBckas, 3. B. Dxonorus u 6usnec = Green Business : yue6. nocodue / 3.B. ManbkoBckast. —

M. : UH®PA-M, 2018. — 144 c. — (Bricmee o6pa3oBanue: bakaraBpuar). - ISBN 978-5-16-006496-

3. - Tekcr : anexTponnsit. - URL: https://znanium.com/catalog/product/960034

[Iynsruna, E. M. Basic Concepts in the Tourism Industry : yue6Hoe noco6ue / E. M. lllynbruna. -

Tomck : M3natenscTBO TOMCKOro rocyiapcTBeHHOro yuusepeurera, 2017. - 184 ¢. - ISBN 978-5-

94621-635-7. - Tekcr : anextponHbiit. - URL: https://znanium.com/catalog/product/1681636

Kymunos, C.b. The Travel and Tourism Industry: y4e6. mocoOue Asis CTyJIEHTOB BY30B,

oOyyaroruxcs no crienuanbHocTsIM cepBuca 10000 u typuzma 10200 / C.b. XKynugo. — M. :

IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN

978-5-238-01220-9. - Tekcrt : anexkrpounbiit. - URL: https://znanium.com/catalog/product/1028623

Tema 7. DKOHOMUKA U SKOJIOTUS TPUPOAONOIL30BAHUS
Bompocsr qist 06cyxaeHus:

1. DKOHOMUKA U IKOJIOTHS TTPUPOIOTIOIE30BAHMUS

2. Bujpl HEraTUBHOTO BO3/ICHCTBUS Ha OKPYKAIOIILYIO CPELY

3. DKoJjorus 4eoBeKa: MOHITHS, METOIbI, TIPOOTIEMBI

4. Buneoskonorusi. BnusHue BuzyanbHOW (BHAMMOI) Cpelbl Ha TCUXHYECKOEe U (hU3MUYECKOe

3JI0POBbE YEJIOBEKA.

Crucok auTepaTyphl:
[MIumosa, O. C. OcHOBHI ycTOWUNBOTO TypHu3Ma: YuebHoe nmocodue / [llmmosa O.C. - Mocksa :HUIL]
NH®PA-M, 2016. - 190 c. (Beiciiee obpazoBanue: bakanaspuar) (O6noxka. KBC)ISBN 978-5-16-
005291-5. - Tekcr : anexkrponnsii. - URL: https://znanium.com/catalog/product/558464
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ManbkoBckast, 3. B. Oxonorus u 6usHec = Green Business : yue6. mocobue / 3.B. ManbkoBCcKas. —
M. : UH®PA-M, 2018. — 144 c. — (Bricmee o6pa3oBanune: bakamaBpuar). - ISBN 978-5-16-006496-
3. - Tekcr : anekrponnbiid. - URL: https://znanium.com/catalog/product/960034

[yneruna, E. M. Basic Concepts in the Tourism Industry : yaebnoe mocobue / E. M. lllyneruna. -
Tomck : U3marenscTBo ToMCKOTO rocyaapcTBeHHOTO YHHBepcHuTeTa, 2017, - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekct : anekTponnsiid. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. mocobue 11151 CTyIEHTOB BY30B,
oOyJatromuxcs 1o crenuaibHocTsM cepprca 10000 u rypusma 10200 / C.b. XKymugos. — M. :
IOHUTU-IAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anekrponHsbIit. - URL: https://znanium.com/catalog/product/1028623

Tema 8. Dxomornveckuii ayuT: COBPEMEHHAs MPAKTUKA U IEPCIIEKTUBBI BHEIPCHUS B TYPUCTCKYIO
nHaycTpuro Poccun
Bomnpocs! 1ist 00cyxaeHus:

1. AJMUHHMCTPAaTHBHO-TIPAaBOBBIE MEXaHU3MBI OXpPaHBl OKPYXKAIOLIEH Cpeabl, HCIOIb3yeMble
TOCYJIapCTBOM Ui MPHUHYXKJICHHS ~ XO3SIMCTBYIONIMX CYOBEKTOB K  COOJIIOJICHUIO
MIPUPOTIOOXPAHHBIX HOPM

CIUCOK TUTepaTyphbl:
[Humosa, O. C. OcHOBHI ycToiunBoro Typusma: YueoHoe nocobue / llumosa O.C. - Mocksa :HUIL]
NHO®OPA-M, 2016. - 190 c. (Boicuiee obpazoBanue: bakanaspuar) (O6noxka. KBC)ISBN 978-5-16-
005291-5. - Tekcr : anexkrponnsiii. - URL: https://znanium.com/catalog/product/558464
ManbkoBckas, 3. B. Dkxonorus u 6usnec = Green Business : yue6. nocodue / 3.B. ManbkoBckast. —
M. : UH®PA-M, 2018. — 144 c. — (Bricmee o6pa3oBanue: bakamaBpuar). - ISBN 978-5-16-006496-
3. - Tekcr : anekrponnsiid. - URL: https://znanium.com/catalog/product/960034
[yneruna, E. M. Basic Concepts in the Tourism Industry : yae6noe mocobue / E. M. lllyneruna. -
Tomck : U3parensctBo ToMckoro rocynapctseHHOro yHuBepeurera, 2017. - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekcr : anextponHbiit. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. nocoGue 11st CTYyJJEHTOB BY30B,
oOyyaroruxcs no crienuanbHocTsIM cepBuca 10000 u typuzma 10200 / C.b. XKynugos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcrt : anexkrpounsbiit. - URL: https://znanium.com/catalog/product/1028623

9.2 MeTtoanyecKue peKOMeHAALMH M0 MOAT0TOBKe MMCbMEHHbIX padoT

[IpakTKa TOArOTOBKM NHCbMEHHBIX pa0OT TpeOyeT OT CTyJAeHTa WM MarucTpaHra
BBITIOJTHEHUS CIIEAYIOLIEH JIOTHYECKOM ITOCIIE0BATEIbHOCTU JEUCTBHMNA:

* ocMbIcieHUs BbIOpaHHOW (YTBEp)KIEHHOW) Tembl (mpobiembl) U (OPMUPOBAHUE
COOTBETCTBYIOILETO 3aMBbICIIA;

* 1oucka u coopa nHPOPMAIIMOHHBIX U JOKYMEHTAJIbHBIX HCTOUYHUKOB;

* CUCTEMAaTH3aI[M1 MaTepUaAJIOB U BEIPAOOTKH IJIaHa PabOThI;

* HalKMCaHUs TEKCTa paboThI;

* pENaKUIMOHHOW OOpabOTKM PpYKONMUCH, O(QOPMIICHHS Hay4YHO-CIPABOYHOI'O armapara,
MPUJIOKEHUH, TUTYJIBHOTO JIUCTA.

[Tpu ocMbIceHnH (ONpeAeIeHUH 3aMbICIa MTHUCbMEHHON pabOThl), BAXKHO YSICHUTD:

- KaKOH BUJ MUCBMEHHOW PabOThl TOTOBUTCS;

- KaKOBa I1eJIb paboThl, KaKie OCHOBHAs M YaCTHBIE 33/1a4M PELIAOTCS B XO/I€ €€ BBIMOJIHEHUS;

- KyJ1a mpezcTaBisieTcs padota (TpernoaaBareso, K 3alliUTe Ha cEMUHape, Ha Kadeapy);

- KaKOM CIIpaBOYHBIN WM WILTIOCTPATHUBHBIN MaTepuall JOJKEH OBbITh MPE/ICTaBIIEH.

[Ipu moucke u cOope MarepHaioB CIEIyeT PYyKOBOJCTBOBATHCS MPHUHIIMIIOM ONTHUMAaJIbHOTO
COOTHOILIEHUS KOJIMYECTBA U KA4eCTBa MCIOJIb3yEMbIX HCTOYHHUKOB, MOAOUPATh UX B 3aBUCUMOCTU OT
MTOCTABJIEHHOM LI€JM U OTBEIEHHOTO BPEMEHHU.
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[Tpu BEIOOpE OUbOIMOTpadUUecKoro yka3areias BaKHO MOMHHUTb, YTO OHH JICIISATCS T10:

-IIeTISIM (Y4eTHO-perucTpaIliOHHEIE, nH(pOpMaLMOHHBIE, pEKOMEHIaTeNbHbIE,
BCIIOMOTaTeIbHBIC);

- coaepxanuto (001mue, crieruanbHble, yHUBEpCaIbHbIE, OTPACIIEBBIC);

- BpeMeHH U37aHusl (TEKyIlre, peTPOCIEKTUBHEIE, IEPCIIEKTUBHBIE);

- CTPYKTYpe (cucTeMaTuyecKkue, IpeaMeTHbIE, XPOHOJIOTHUECKHUE);

- MECTY U3/IaHusl.

B nHacrosimiee BpeMsi yHUBEpCaIbHBIMUA UCTOYHUKAMU WH()DOPMALIUU SBIISFOTCS KOMITBIOTEPHBIC
0a3bl JaHHBIX.

OnpeaenuBIIMCh C MOMOIIBIO HAYYHOTO PYKOBOJIUTENS C TEMOH M CTPYKTYpOH paboTHl,
ClIelyeT OCYIIECTBUTh IPYNIUPOBKY (pa3pO3HEHHBIC JaHHBIE CBOISATCS B YJO0OHBIE TAOJIUIIbI, CXEMBbI,
TE3UCHI U T.II.) U CUCTEMATHU3aLHUIO (PACIIOIOKEHHE B OMPEAEICHHOMN MOCIeJOBATEIBHOCTH 110 YacTsAM
paboThl) MaTEPHUAIIOB.

PyOpukanust (zeneHue) A0HKHA OTBEYATh JIOTMUECKH COMOCTAaBHUMBIM 3JIEMEHTaM (IyHKTam,
naparpadam, pazzeiaM, riaaBam), OTpaxaroliuM coAepKaHue paboThl.

Hanucanue texcra pykonucu (Habop Ha 3JEKTPOHHOM HOCHUTENE) — JIOCTATOYHO CJIOXKHas
4acTh CaMOCTOSTENbHON paboThl. IlepenuchiBaHre W KOMIUISIUS HEIOMYCTUMBL. TeKCT mumiercs
CaMOCTOSITENTFHO Ha OCHOBE TBOPUYECKOTO aHAJIM3a OTOOPAHHBIX MAaTEPUATIOB.

B 3aBepmaromeii ctaauu T0JKHO OBITH 00€CredYeHO €AMHCTBO CTUIIS U3JI0OKEHUs, padoTa He
JOJDKHA BOCIIPHHUMATBCS KaK COBOKYIHOCTHh OTAEIBHBIX MaTepuanoB (mH(opmanuu). ns Toro,
9TOOBl cAenaTh paboTy 3aBEpUICHHOW JIOTUYECKH, BO3MOXKHO HCIOJB30BaHUE HEKOTOPBIX
TEXHUYECKHUX IIPUEMOB: BBIBOJIOB B KOHIIC TJIaB, BBOJHBIX U COCTUHSIONMX (Dpa3, «IOJICPKUBAHUN,
BBEJICHUS JOTOJIHUTENbHBIX PyOpHUKAIUil.

[TpoBepka opdorpaduu 1 MyHKTyaIHH SBISETCS 0053aTEIFHON YaCThIO BHIIOJTHEHUS PAOOTHI.
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[Ipunoxenue 1. AHHOTAMS
pabodeii mMporpaMMbl TUCIUTIITNHBI

AHHOTAIIUSI PABOYEHA ITPOT'PAMMBI JIUCHUATLIAHBI

Llenp qucuuIuIMHbL cHOPMUPOBATH CUCTEMY 3HAaHUI 00 3KOJOIMH TypU3Ma KaK COBOKYIHOCTH
BHUJIOB JIEATEIBHOCTH II0 OPraHU3allMM SKCIUTyaTallud U OXPAaHbl PEKPEALMOHHBIX KOMIUIEKCOB IIPU
HCIIOJIb30BAaHNU UX B PA3JIMYHBIX BUAAX TYPUCTCKO-PEKPEALIMOHHON JEATEIBHOCTH.
3ana4yu JUCUUIUIMHBL

— O3HAaKOMHTb CTYJEHTOB C BAXHEHIIMMHU TEHACHIUSAMH pa3BUTUS M TJI00aTbHBIMU
npobiieMaMu yenoBeuecTBa B Hadasne XXI Beka;

— O3HAKOMUTBH CTYJIECHTOB C OCHOBHBIMU METOAAMM IKCILIyaTallMM U OXpPaHbl PEKPEALIMOHHbBIX
PECYPCOB U HAIPABICHUSAMH MX UCIIOJIb30BAaHUS B YUPEKICHUIX TYPUCTCKOW HHIYCTPHH;

— U3YYMTb IIEPCIEKTUBHBIC HAIIPABIEHUS 3KOJIOTO-TYPUCTCKON AEATEIBbHOCTH;

— HCCIEI0BAaTh OCOOCHHOCTU SKOJIOTMYECKOTO MCIIOJIb30BAaHUSI TYPUCTCKUX M KYpPOPTHBIX
TEPPUTOPUI;

— O3HAaKOMHTbH CTYJEHTOB C METOJaMH MPOCKTHPOBAHUS KOM(MOPTHON OKpPY)KAIOLIEH Cpeibl
Ha TYPUCTCKO-PEKPEALOHHBIX TEPPUTOPUSIX;

— chopMupoBaTh MNpeACTaBICHUS OO0 aJMMHUCTPATUBHO-IIPABOBBIX MEXaHU3MaX OXpaHbI
OKPY’KAIOIIEW Cpefbl, UCIOJIb3YEMBIX T'OCYAAPCTBOM Ul MPUHYXKICHUSA XO3SMCTBYIOIUX
CyOBEKTOB K COOJIIOJICHUIO TPUPOJOOXPAHHBIX HOPM;

— O3HaKOMHTb CTYJEHTOB C IOHSATHEM <«OBKOJOTMYECKHH ayIWUT», U3YYUTh COBPEMEHHYIO
IIPAKTUKY U NEPCIIEKTUBBI BHEAPEHUS B TYPUCTCKYIO MHAYCTpuUto Poccun.

B pesynbrare ocBOeHUS IUCHUIUIHHBI (M00Y/15) 00yHarOIIUNCs JOKEH:

3HaTh: TEXHUKO-?KOHOMUYECKOE 0OOCHOBAaHNE HHHOBALMOHHBIX IPOEKTOB B HHAYCTPUHU
rOCTENPUMMCTBA Ha Pa3HBIX YPOBHAX; OCHOBbI KOHLIETIIUU NPEAIPUATHS HHAYCTPUH TOCTEIPUUMCTBA,
pas3pabarbiBaTh 3((HEKTUBHYIO CTPATETUIO U (POPMUPOBATH AKTUBHYIO MOJIUTHKY OLIEHKH PUCKOB
MPEANPUATHS UHyCTPUU TOCTEIPUUMCTBA; OCHOBBI HAyUYHO-aHAJIUTHUYECKOr0 000CHOBaHHUS BbIOOpA
OpraHU3aIOHHO-YIIPABIEHUYECKUX HHHOBALUH I X PUMEHEHUS Ha NMPEIIPUATUSIX ChEpBI
WHYCTPHUH FOCTEIIPUMMCTBA; OCHOBBI OPraHU3alK paboThl KOMaH/bl, BEIpaOaThIBasi KOMaHIHYIO
CTPATETHIO ISl JOCTHXKEHUS ITOCTABJIEHHON LIENIH.

YMeTh: 0CyIIECTBIATh TEXHUKO-DKOHOMUYECKOE 000CHOBAHNE IPOAYKTOB HHIAYCTPUH
TOCTENIPUUMCTBA; (POPMHUPOBATH HJICI0 POEKTA, OPraHU30BBIBATH IPOEKTHYIO JESATEIbHOCTD;
aHAJIM3UPOBATh IMCTAHIIMOHHBIE TEXHOJIOTHH MOBBIIIEHUS KBaTU(UKALUK IepcoHala; popMUpoBaTh
Hay4YHO-aHAJIMTHYECKOe 0OOCHOBAHUE BHIOOPA OPraHU3AIMOHHO-YTIPaBIEHYECKUX MHHOBALUHN ISl UX
MIPUMEHEHHUS Ha IPEINPUATUAX CPepbl MHIyCTPUU TOCTEIPUUMCTBA: PEaIU30BbIBATH CBOIO POJIb B
COLIMAJIbHOM B3aMMOJICHICTBUY ¥ KOMaH/IHOM paboTe yYUThIBA€T 0COOCHHOCTH MOBEIEHUS U HHTEPECHI
JIPYTUX YYaCTHHUKOB.

BrnaneTrs: HaBbIKaMH OCYIIECTBIIATH TEXHUKO-3KOHOMUUECKOE 000CHOBaHHME POTYKTOB UHAYCTPUH
rOCTEIPUUMCTBA; HaBbIKaMu (POPMUPOBAHUS UJEH NTPOEKTA, OpraHU3aUHN IPOSKTHON AESITETbHOCTH
Ha OCHOBE YIIPaBJIEHHs YCTOMYMBBIM Pa3BUTUEM UHAYCTPUU FOCTENIPUUMCTBA; HaBBIKAMU
(hopMHpOBaHUS HAyYHO-aHAJTUTHYECKOE 00OCHOBAHUS BIOOpA OPraHU3aIllMOHHO-YIIPABIEHYECKUX
WHHOBAIUH JUII X IPUMEHEHUS Ha MPEeINPUATUAX Cepbl HHIYCTPUU TOCTEPUUMCTBA; HaBbBIKAMU
peayin3aiuy CBOIO POJib B COLMAIBHOM B3aUMOAECHCTBUY U KOMaH/IHOM paboTe YUYUTHIBAET
0COOEHHOCTH MOBEIEHUS U HHTEPECHI IPYTUX YUaCTHUKOB.



