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1. IlosicHuTEeIbHAA 3aIIUCKA
1.1. lean u 3agau JAUCHUILIHHDI

[lenp kypca: W3yueHUE MPAKTHK PEKIAMHOTO Jiena B cdepe ycuyr U TypusMma Hapsay ¢ JPYyrHMH
KOMMYHHUKAIIMOHHBIMU MPOLHECCAMHU H TCXHOJOIusAMU, B OBJIAACHUHU OCHOBHBIMH TCXHOJOTUAMUA
pPEKIaMHOTO JeJia, TPHEMOB MeHa-IJIAaHUPOBAHUS M PEKIAMHOTO KOHCANTHHTA; (HOPMHpPOBAHHUH
npoecCHOHANBHBIX KOMIETEHIMH B 00JaCTH MAapKETUHIOBOM M PEKJIaMHOM JIeATeNbHOCTH,
OCYHIECTBJICHUA aHAIUTUYCCKHUX, ITPOCKTHLIX U MPE3CHTALITMOHHBIX pa60T B 3TOH o0J1acTH.

3anaym TUCUUTUIMHBL:

- YCBOCHHE CTyI€HTaMU OCHOBHBIX TEPMUHOB U MOHATHI B 00JIACTH PEKJIAMHOTO JIea, UX BKIIOYEHUS
B Ipo(heCcCHOHANBHBIN A3BIK CIIEUATNCTA IO CEPBUCY U TYPU3MY;

- BKJIIOYCHHE B MPOGECCHUOHATBHBIA Oarak yMEHHsI «YUTAaTh» COBPEMEHHYIO peKiaMmy, o(popmiiTh
TCXHUYCCKOC 3aIaHUC HA CO3JaHUC PCKIIAMHBIX IPOAYKTOB U NIPOU3BOJUTL 3KCIICPTUIY TAKOBBIX;

- OBJIAJICHHE HEOOXOIMMBIMU NPO(PECCHOHATHHBIMA HABBIKAMH CO3/IaHUSl PEKJIAMHON NPOIYKIIMH,
COCTAaBJICHHUA ME€AuaIlIaHa ajid pEeKIaMHbIX KaMHaHHﬁ;

- (opmupoBaHue HABBIKOB MpPOhecCHOHATHLHOTO OGOpMICHUS W TPO(HECCHOHATBLHOTO «UYTEHUS»
pEKJIaMHBIX MaTepuaioB Ha OPEINpUITUIX Typu3Ma M CepBHCa, CIOCOOOB OpraHU3aluu Jelia B
JaHHOU 00J1aCTH JESTEIbHOCTH.

I[I/ICIII/IHJH/IHa PCAIU3YyCTCA HAa MHOCTPAHHOM S3BIKE.

1.2. Ilepeyenb nIaHMPYeMbIX Pe3yJIbTATOB 00yUYeHUs MO JUCHUILINHE, COOTHECEHHBIX €
HHAUKATOPaMu AocTH:KeHus komnerenuuid YK-2.1, IIK-1.1, ITK-1.2

Komnerenuus HNuaukaTopsl Pe3yabTaThl 00yyeHus
(Koa ¥ HAMMEHOBAHUE) KOMIIeTEeHIIUI
(Koa 1 HAMMEHOBAaHUE)
VYK-2 Cnocoben YK-2.1 PazpabatbiBaeT | 3nams: KOMMYHUKATUBHbBIE
YIPaBISTh TPOSKTOM Ha KOHIICTIITUIO MPOEKTA, | TEXHOJIOTUH MPO(HECCHOHATLHOTO
BCEX ATaIax ero olpelieNiieT €ero I[eidd U | B3aUMOJCHCTBUS B TYPUCTCKON
KU3HEHHOTO LIUKJIa 3aa9n WHTyCTPUH

Ymemuw: BbIOMpATH CTUITH OOIICHUS B
TYPHUCTCKOH UHIYCTPUU U
OCYIIECTBIISATH B3aUMOJCHCTBHE C
MOTPEOUTENSIMU U
3aMHTEPECOBAHHBIMHI CTOPOHAMU
Bnaoemwv: HaBblkamu BbIOOpa CTHIIS
OOIIeHHs] B TypUCTCKON WHAYCTPUU U
OCYIICCTBIICHUSI  B3aUMOJICHCTBUS  C

NOTPEOUTEIMU u
3aMHTEPECOBAHHBIMU CTOPOHAMU
I1IK-1 Criocoben [1K-1.1 Brnageer HaBbIkaMu | 3Hams. METObI PAOOTHI C
IIPOBOAUTH MIPOBEICHUS [IEPCOHAIOM, METO/bI OLIEHKH KauecTBa
MapKETUHTOBbIE MapKETHUHIOBBIX U pe3yJbTaTUBHOCTH TPYJa IEPCOHAIA
UCCIIEI0BaHMS, HCCIIeI0BaHUM U MPEANPUATHS TYPUCTCKON UHAYCTPUN
COLIMOJIOTHYECKUE ONPOCHI, | BEIPaOOTKON Ymems.: IpUMEHATH METOJIbI PAOOTHI C
IIPEIOCTABIIATh COOTBETCTBYIOIIUX [IEPCOHAJIOM, METO/bI OLIEHKH KauecTBa

MH(OPMAIIHIO M OKa3bIBaTh | MPEIIOKCHUI Y pe3yJbTATUBHOCTH TPYy/Ja IIepcoHaIa




WHBIE YCIYTH JUIsl aHAJIU3a
CUTYallUU Ha PbIHKE
JIeATeTbHOCTH KOMIIAHUHU

MPEANPHUATHS TYPUCTCKON MHIYCTPUN
Y OCYIIECTBISITh B3aUMOCHCTBHUE C
MOTPEOUTENIMU U
3aWHTEPECOBAHHBIMU CTOPOHAMU
Braoemw: HaBBIKAMU B3aUMOICHCTBUS
C IOTPEOUTEISIMU U
3aMHTEPECOBAHHBIMHU CTOPOHAMU

[TK-1 Cnocoben
MPOBOJUTH
MapKETUHTOBBIC
HUCCIICIOBAHMS,
COIIMOJIOTHYECKUE OMPOCHI,
IPEAOCTABIIATh
nH(pOpMAIHIO B OKa3bIBATh
HWHBIC YCIIYTU IS aHaJIn3a
CUTYAIlMH Ha PBIHKE
ACATCIIbHOCTHU KOMIIAHNU

I1K-1.2 Bnageet HaBRIKaMU
MPOBEACHUS
COITMOJIOTHYECKHUX OMPOCOB
U MHTEpIpeTanuein
MOJTYYEHHBIX PE3YIHTATOB

3Hamb: TEXHUKO-DKOHOMHYECKOE
000CHOBaHNE MHHOBALIMOHHBIX
MPOEKTOB B TYPUCTCKOM MHIYCTPHH Ha
pa3HBIX YPOBHSIX

Ymemsb: IPUMEHSTHh METOJIbI TEXHHKO-
9KOHOMHUYECKOE 000CHOBAHUE
WHHOBAIIMOHHBIX TIPOEKTOB B
TYPUCTCKON MHYCTPUHU HA Pa3HBIX
YPOBHSIX

Brnadems: npuMeHSTH METObI
TEXHUKO-DKOHOMHYECKOE 000CHOBaAHUE
WHHOBAIMOHHBIX MPOEKTOB B
TYPUCTCKOM MHIyCTPUU HA Pa3HbIX
YPOBHSIX

1.3. MecTo iucuMnJIMHbI B CTPYKTYpe 00pa3oBaTe/IbHOM NPOrpaMMbl

JucuumnuHa (Modyns) «Teopusi m npaktuka PR B coBpeMeHHBIX BHYTPHUKOPNOPATHBHBIX
KOMMYHHKAIMAX» OTHOCUTCS K YacTH, GOPMUPYEMON y4aCTHUKaMHU 00pa30BaTEIbHBIX OTHOIICHUH
0J10Ka JUCUUIUIMH Y4eOHOTO TUIaHa.

JIist OCBOCHMSI JUCIUTUIMHBI (MoOyas) «PekiiaMHbIe TEXHOJIOTMH B Typu3Me (Ha aHTIUHCKOM
A3bIKE)» HEO0OXOAMMBI 3HAHHS, YMEHHUS U BIaeHUs, cCOPMUPOBAaHHBIE B XOJI€ H3YUYCHHUS CIIETyIOIINX
TUCIUTUTMH W TIPOXOXKICHUS TIPAKTUK: «AHAIHM3 TIIOOATbHBIX TPEHAOB Oyaymiero», «HaydHo-

HUCCIIEN0OBATEILCKUN

ceMHuHap

«BHyTpeHHue

COLIMAIIBHBIX CETEH COBPEMEHHON KOMITAHUN.
B pesynbrare 0CBOGHMS AUCLUUIUIMHBI (M0O0Y/) GOPMHUPYIOTCS 3HAHUS, YMEHHMS W BIaJCHHS,

HEOOXOAMMBIC JIJIi HW3YUYEHUs CISAYIONIMX JIUCHUIUIMH W TMPOXOXKACHHUS TMPaKTHK:

KOMMYHUKAIIUN,

«KOMBIOHUTH-MEHETHKMEHT

Hayuno-

uccnenoBaTenbCkuil cemuHap "OTKPBITBIA Typu3M: HMHHOBALlUM, KPayICOPCHHT, KoJutabopanus',
VYnpaBieHne MHBECTUILIMOHHBIMHI ¥ MHHOBAI[MIOHHBIMU NIPOEKTaMU B TypU3MeE.

2. CTpyKTYypa AMCUUIIMHBI
OOm1ast TpyA0EMKOCTh IUCIUILTUHBI cocTaBnsieT 3 3.e., 108  akamemuueckux yaca (OB).

CTpyKTypa AMCUMIIMHBI 1JIs1 04HOH opMbI 00yUeHUst

O0bemM auctUIIMHBL B (OpME KOHTAKTHOW pPAOOTBI 0OydYaromuxcsi ¢ TeAaroruiecKuMu
paGoTHUKaMu W (WJIM) JHMLAMH, NPUBJIEKAaEMbIMH K pealu3alui o0pa30BaTeNbHOW MpOrpaMMbl Ha
WHBIX YCJIOBHSIX, TIPH ITPOBEICHUH YICOHBIX 3aHATHM:

Cemectp | Tun yueOHBIX 3aHATHIA KonnuectBo
4acoB
2 Jlexknuu 10
2 CeMuHapbl/J1a00paTOPHBIC PAOOTHI 20
Bcero: 30




O0beM aucHUITUHBI (MOYJIs1) B hOpME CAMOCTOSITENLHON PabOThl 00YYAIOIINXCS COCTABIISIET

60 akamemMuueckux daca(oB).

3. Conep:xaHue TMCHMUILINHBI

HanmenoBanue pa3sjiena
JUCHHUILINHDBI

Conep:xanue

Tema 1. IlonsiTHe M CYLIHOCTH
pPeKJIaMBbl

Topic 1. The concept and essence
of advertising

IIpenmer, cymHOCTP W 3aJa4d  COBPEMEHHOM
peKIaMbl, €€ MECTO B CHCTEME MapKETHHIOBBIX
KOMMYHHKamii.  Mudsr  pexnamHoro  aena.
Crenuduka ycayru Kak o0ObeKTa peKJIaMHpPOBAHUS.
OcCHOBHbIE NPUHLHUIIBI U OCOOEHHOCTH PEKIAMHOMN
NesITeIbHOCTH B TypusMme. PasHooOpasue moaxonoB
K  OIpeNeleHHI0  peKiaMbl.  XapaKTepUCTHKA
OCHOBHBIX (YHKIMH peknaMbl (IKOHOMHYECKas,
colMajbHas, KOMMYHHKaTHBHasl,
oOpa3oBaTenbHas/BocnuTarenbHas). Llenn u 3agaun
peKJIaMbl B TypU3Me

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. Tpaguuuu u coBpeMeHHOe
COCTOSIHHE PEKJIAMBbI

Topic 2. Traditions and current
state of advertising

Bo3HuKHOBEHME €BpOIENCKON peKJIaMbl Kak 0c000Tr0
Bua 6usHeca. [lyTeBoauTeny — nepBbli BUJ eYaTHON
peKiaMbl Typr3Ma. TUIOIorus myTeBOgUTENIEH.
Oco6eHHOCTH, TEHACHLIUU U TPOOIEMBbI pa3BUTHUS
OTEYECTBEHHOTI'O PhIHKA peKJIaMbl. BO3MOKHOCTH
HOBAaTOPCTBA U 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. Peki1amMa B KOMILIEKCE
MapKeTHHIa

Topic 3. Advertising in the
marketing mix

[TonsiTne cucTeMbl MapKETUHIOBOM KOMMYHUKAIUU,
€€ POoJib B KOMIUIEKCE MapKETHUHTA.

B3anmocCBs3b pekiamMbl C OCHOBHBIMU CpPEICTBaAMU
MAapKETUHIOBBIX KOMMYHHUKAIUK .MapKeTUHTOBBIE U
COLMOKYJIBTYPHBIE UCCIIEIOBAHUS TP TJIAHUPOBAHUU
U MMOJrOTOBKE PEKJIaMHBIX KaMnaHuid. MeTo bl
PEKIIAMHOTO UCCIIEIOBAHUS PhIHKA.

The concept of a marketing communication system, its




role in the marketing mix.

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

Tema 4. CounajabHo-
MCUXO0JJOTHYECKHE OCHOBBI
peKJIaMbl

Topic 4. Social and psychological
foundations of advertising

Pexnama kak  MeToj — YNpaBICHHsS  JIIOAbMH.
Hcnonb3oBaHue B pekiiaMe OCHOBHBIX MOJIOKEHUH
TCOpPHUU KOMMYHHUKAIIHUH. Bmmusuane XapaKTCPUCTHK
[ENEeBOM ayJUTOPHUH HA TMPOILECC BOCIPUSATHUS
pEKJIaMBbl. OcobenHoctu (dbopMupoBaHus
POCCHUHCKOTO PpBbIHKA, POCCHICKOrO Typu3Ma U
pOCCHIICKOM pekJlaMbl. PeknaMHOe NpOABUKEHUE
HeliMuHra u OpeHnunra. bpenaunr u pebpeHANHT
POCCHICKUX 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 S. HopmaTruBHO-nIpaBoBas
0a3a pexkJaMHOM JeSITeIbHOCTH

Topic 5. Legal framework for
advertising activities

®enepanbubiii 3akoH «O pexnamey. Bepeust 2003 .
C NOCIEAYIOIMMHU NONpaBKaMH. MexXayHapOoaHbIN
KOJIEKC PEKJIAaMHOM NPAKTUKH, NPUHATHIN B [lapuxke
B 1987 .

[IpaBoBBIE acCHEKTBl PEKIAMHOM JE€ATEIBbHOCTH.
OO11ecTBEHHBIN KOHTPOJIb 32 PEKJIAMOH.

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. Kinaccupukanus u
XapAKTePUCTHKA PeKJIAMHBIX
cpeiacTs

Topic 6. Classification and
characteristics of advertising media

[TonsiTHe U OCHOBHBIE TOAXOABI K KiaccH(pUKaIUu
PEKJIaMHBIX CpPEACTB. XapaKTEPUCTHKA 3JIEMEHTOB
CPEJICTB peKJIaMbl (TEKCT, n300paxeHue, IBET, CBET,
3BYK, IIPUPT, PUCYHOK, TpauecKue HIEMEHTHI).
VYcnoBust BBIOOpa PEKIaMHBIX CPEJICTB.

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. PazpaGorka pekaamMHOMN
NPOAYKIUH

Topic 7. Development of advertising
products

MeTtouka pa3paboTKu peKIIaMHBIX MaTePHATIOB.

CtpykTtypa PEKIaMHOTO oOparteHus u
XapaKTePUCTHKA OCHOBHBIX JJIEMEHTOB BepOaTbHOMN
yacTu (CJIOTaH, 3aroJIOBOK, OCHOBHOM PEKJIaMHBIN
TEKCT, 3x0-(paza). [Ipuembl co3maHusi peKIaMHBIX




COOOIICHUIA.

BeIOOp  CpeacTB  pacmpoCTpaHEHHS — PEKJIaMBbl.
HpeI/IMYH_IGCTBa U HCEOOCTATKHM OCHOBHBLIX CpeI[CTB
pacnpoCcTpaHeHUs 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. Cnienuduka pexiambl B
Typuzme. ®opmupoBanue OpeHjaa
TOBapa, 1eCTUHALUI

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

OcHOBHbIE OHATHS U LIEJIM PEKIAMHBIX KaMIIaHUH B
TypU3Me: HKOHOMHYECKUE, UMUJKEBbIE "
couuanbHble. MDakTOpbl, BIUSIOLIME Ha BHIOOp U
(GopMHpOBaHUE pEKJIAMHBIX Ileneil: obume nenu
pa3BUTHA NPEANPUATHS, MAPKETUHIOBas CTpaTerus
(GUpPMBI, COCTOSHME IIeJIeBOM ayIUTOpUU U T.1.
B3anMOCBSI3b MapKETMHIOBOM M PEKJIAMHOU
crpateruil pupmbl. DakToOpbl BHIOOPA PEKIAMHBIX
CTPAaTETUH U UX OCHOBHBIC THUIIBI.

PexilaMHBIE BOMHBI M KOHKYPEHTHOE IOBEACHHE
pexnaMbl. PeknmamHbIil OpeHIUHT B Typu3Me U
cepBuce. bpeHIuMHr  mpoaykTa,  JECTHHALHM.
Ocobennoctu GOpMHUPOBAHUS

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. Opranuszanusi u
ylIpaBJieHHEe PEeKJIaAMHOMI
NeATEeJBHOCTBIO B cepe Typu3Ma

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

PexnamHble areHTCTBa M UX pPOJb B OpraHU3alUU
pexiamMHoro OusHeca. Tunbl U QyHKIMH peKIaMHBIX
areHTCTB. OpraHu3anroHHOe IIOCTPOCHHE
peximaMHbBIX areHTcTB. Crnenuduka opraHU3anuu
TBOpueckux pabor. KoHrtakTop, KpudiiTop, aprt-
JIUPEKTOp M OCOOGHHOCTHM  UX  paloTHL.
Opranu3anuss  B3aUMOOTHOILIEHUHM  «peKJIaMHOe
areHTCTBO — KIIMEHT.

[TnannpoBanue PEKIIaMHBIX KaMITaHUH.
Omnpenenenne oObekTa (agpecata) U cyOBeKTa
peknaMbl. Pa3paboTka MOTHBAa M CTHIISL PEKJIAMBI.




Breibop cpeactB  pacmpocTpaHEHHsT — PEKIIaMBbl.
OcHOBHbIE napameTpbl u 3TaIbl
MEIUAIUIaHUPOBAHKUS B PEKJIAMHOM  areHTCTBE
MOJIHOTO LIUKJIA.

MexnyHapoaHble W POCCUMCKUE  BBICTAaBKHU
TYpUCTCKOTO Ou3Heca. JlesaTenbHOCTh TYPHCTCKHX
areHTCTB M MPEINPUSITUI CepBHCa HA BBICTABKaX U
PR-Meponpusarusx

Opranuzauuu peKJIaMHOM NeSATEIbHOCTH.
®ectuBanu u BbicTaBku pekinambl CKT. Pexkinamubie
areHTcTBa W WX (yHKIMU. TeXHUUYECKOe 3alaHue
JUISl PEKJIAMHOTO 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. DddexTUBHOCTH
PEKJIAMHOM 1eATeIbHOCTH

Topic 10. Effectiveness of
advertising activities

[Tonsitne  A(p(GEKTUBHOCTH  PEKJIAMbI,  OCHOBHBIC
nokas3aTtenu OleHkH dpdekTuBHOCTH. Paznuane Mexmay
3(PEeKTUBHOCTHIO B MapKeTUHTe U A ()EKTUBHOCTHIO B
pekname. TloHATHE JTOSUTBHOCTH KIMEHTA M METOJBI €€
u3MepeHus. [loHsITHE 1eNIeBOM ayIMTOPUH U METOIBI €€
dopmupoBanus. OUEHOYHBIC HUCCICIOBAHUS PEKIAMBI:
TECTHl Ha 3allOMHHAHUE W YOCIWTEIbHOCTh, TECTHI
KOMMYHHKAITIH, OIIEHKA HEITOCPEICTBEHHBIX OTKIIUKOB,
dokyc-rpynmnbl,  (HU3NOJOTUYECKUE, KaJIpOBBIE U

BHYTPH  pPbIHOYHbIE  TecThl.  Ilcuxomoruyeckas
3¢ dexkTUBHOCTh TpHUMEHEHUs1 pekinambl.  OIleHKa
IKOHOMUYECKOU 3P PEKTUBHOCTH pEKIaMHBIX
MEpOIPUATHI

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. O6pa3zoBare/ibHbIE TEXHOJIOTHHI

No Buowl yueonoi Hugopmayuonnsie u oopazosamebHole
Haumenoeanue pazoena
n/n pabomuwl MexHo102uu
1 2 3 4
1. |IlonsiTHE U CYIIHOCTH Jlexuus 1 BBonHas j1ek1us ¢ UCIOJIb30BaHUEM
peKIamMbl BHUICOMATEPHUATIOB
Pa3BepnyTas 6ecena ¢ o06Ccyx)aeHHUEM A0KIIaNa U
Cemunap 1 BBIIIOJIHEHUEM 3aJaHUS
HOJIFOTOBKa K 3aHATHUIO C HUCIIOJIB30BAHUEM
CaMocTosATeIbHAS | 3IIEKTPOHHOTO Kypca JIeKInit
paboTa
2. |Tpaguuuu u Jlexnusa 2 Jlexnus-Bu3yanuzanys ¢ IpUMEHEHUEM CIIalI-
COBPEMEHHOE COCTOSHUE MIPOEKTOpa
peKIamMbl
CemuHap 2
CaMOCTOSTCIEHAS Pa3BepuyTas Oecena ¢ o0cyx1eHuEM T0KIaAa U
BBITIOJTHCHUEM 3aJIaHUS
paborta
HOILI‘OTOBKa K 3aHATHUIO C UCIIOJIB30BAHUEM
3JIEKTPOHHOT0 Kypca JICKITHIA
3. |Pexiiama B kommuiekce  |Jlexnus 3 Jlexuus-Bu3yanu3anus ¢ IpUMEHEHUEM ClIai]I-
MapKeTHHTa MIPOEKTOpa
Cemunap 3
Pa3BepHyTas 6ecena ¢ obcyxkaeHHEeM MOKIana U
BBITTOJIHEHUEM 3a/1aHUs
CamocTosiTenbHast
paborta
HO,I[FOTOBKB. K 3aHATHUIO C UCIIOJIB30BAHUECM
3JIEKTPOHHOIO Kypca JICKUUN
4. |CouunanbHo- Jlexuus 4 Jlexuusi-Bu3yanu3auus ¢ IpUMEHEHUEM CIIai/I-
TICUXOJIOTHYECKHUE MIPOEKTOpa
OCHOBBI PEKJIAMBbI Cemunap 4
Pa3BepHyTas Oecena ¢ oOcyxaeHUEM TOKTa1a
Y BBITIOJITHEHUEM 3aJJaHuUs
CamocrosrenbHas | KoHcynsTUpOBaHHE U MPOBEPKA JOMAIITHUX
paborta 3aJlaHIH TTOCPEJICTBOM DJICKTPOHHOM MOYTHI
5 |HopmatuBHo-npaBoBas |JIexuus 5 [IpoGnemHuas nexumst

0a3a peKIaMHOI
JICSITCIIbHOCTH

CemuHap 5
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Pa3BepHyTas Gecena ¢ 00Cyx IeHHEM JIOKIIaIa

CamocrosiTenbHas
paborta
HOZ[FOTOBK& K 3aHATHUIO C UCIIOJIb30BAHUECM
3JIEKTPOHHOIO Kypca JICKIUN
6 |. Knaccudukanus u Jlexuus 6 [Tpobnemuas nexkuus
XapaKTepUCTHKA
PEKJIIaMHBIX CPEJICTB Cemunap 6
PasBepHyTas Gecena ¢ 00Cy JAeHHEM J0KIana U
CaMocTosTenbHAs |BBIMOJIHEHUEM 3aaHUS.
paborta
HOJIFOTOBKa K 3aHATHUIO C HUCIIOJIB30BAHUEM
OJICKTPOHHOI'O Kypca HGKLII/Iﬁ
7 |Pa3pabotka pexknamuoi |Jlexmms 7 Jlexknus-Bu3yanuzanus ¢ IpPUMEHEHUEM CIIalI-
MPOTYKIIUH IIPOEKTOpa
Cemunap 7
Pa3BepnyTas Oecena ¢ oOcyxIeHUEM JT0KIa/1a
KonrponbHas pabora
CamocTosaTenbHas
pabora
HOI[FOTOBKB. K 3aHATHIO C HMCIIOJIb30BAHHUEM
3JICKTPOHHOT'O Kypca JICKIHHI
8 |Crmemuduka pexnamsl B |Jlekuus 8 Jlexuust ¢ UCTIOIB30BAHUEM BUAECOMATEPUATIOB
TypusMe. PopMupOBaHUE
OpeHna ToBapa, Cemunap 8 Pa3BepHyTas Oecena ¢ oOcyxaeHUEM TOKIa1a
JIECTUHALAN
KOHCYHLTHpOBaHI/Ie 1 IMPOBCPKA JOMAIITHUX
CamocrosiTenbHasl | 3amaHuii HOCPEACTBOM JIEKTPOHHOM MOYTHI
pabota
9 |Opranuzauus u Jlexuus 9 Jlexuust ¢ UCTIOIB30BAHUEM BUAECOMATEPUATIOB
yIIpaBJI€HUE PEKIAMHON
nesTenbHOCThIO B chepe |Cemunap 9 PazBepHyTas Gecena ¢ 00CyKAeHHUEM JIOKJIaa U
TypHu3Ma BBINIOJTHEHUEM 33/1aHUS
CaMOCTOS{TeJ’[BHaH KOHCYHLTI/IpOBaHI/Ie 1 IIPOBEPKaA JOMAITHUX
paborta 3a/laHUI TOCPEACTBOM JIEKTPOHHON TOYTHI
10 (D¢ dexkTHBHOCTD Jlexuus 10 Jlexuus-Bu3yanu3anus ¢ IPUMEHEHUEM CIIai-
peKIaMHOM MpOEKTOpa
JIeATEIIbLHOCTH Cemunap 10
PazBepHyTas Gecena ¢ 00CyKIAeHHUEM JIOKJIaa U
BBINIOJTHEHUEM 3a/1aHUs | eCTUpOBaHUE
CamocrosrenbHas | KoHcynsTUpOBaHHME U MPOBEPKA JOMAIITHUX

paborta

3aJJaHUH ITOCPEJICTBOM DJICKTPOHHOM HOYTHI
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B nmepuon BpeMEHHOrO MPHOCTAHOBIEHUS TIOCEHICHHS] OOYYalONIMMHCS TOMEIICHUH |
tepputopuu PI'TY mist opranuzanum yaeOHOTO mporiecca ¢ MPUMEHEHUEM 3JIEKTPOHHOTO O0yUIeHUS U
TUCTAHIIMOHHBIX ~ O0pa30BATENBHBIX TEXHOJOTH MOTYT OBITh  HCHOJB30BaHBI  CIEAYIOIIHE
00pa3zoBaTeNIbHBIC TEXHOJIOTHUH:

— BUJICO-JIEKIIUU;

— OHJIAWH-JIEKI[UU B PEKUME PEATbHOTO BPEMEHHU;

— DJIGKTPOHHBIE YUEOHHKH, YUeOHbIe TOCOOUS, HAyUHbIE U3/IaHUS B DJIEKTPOHHOM BHUJIE U JOCTYI
K MHBIM 3JICKTPOHHBIM 00pa30BaTEIbHBIM PECYpCaM;

— CHCTEMBI JJISI JIEKTPOHHOTO TECTUPOBAHUS,

— KOHCYJIbTallU! C UCTI0JIb30BAHUEM TE€IIEKOMMYHHUKAIIMOHHBIX CPEICTB.

5. Onenka nJiaHMpPyeMbIX pe3yJbTaTOB 00y4eHHs

5.1 CucremMa oueHUBAHUA

Dopma KOHTPOJIA Makc. K0JH4ecTBO 0a/1710B
3a oany Bceero
padory

Tekymuii KOHTPOJIb:

- gblcmynjieHue ¢ 00K1a0oM Sobannos 15 6annos
- yuacmue 8 OUCKYCCUU HA ceMUuHape 5 6annos 15 6annos

- mecmuposanue 15 b6annos 15 bannos

- KOHmMpObHAs paboma 15 bannos 15 bannos

IIpomexyTouHas aTTecTanus 40 6annos 40 b6annos

(aK3aMmeH)

HToro 3a cemecTp 100 6annos

ITosry4eHHBI COBOKYIHBIN pe3yIbTaT KOHBEPTUPYETCS B TPAAULIMOHHYIO KAy OLICHOK U B
IKaly olleHOK EBporeiickoii cucteMsl nepeHoca 1 HakoruieHust kpeautos (European Credit Transfer
System; nanee — ECTS) B COOTBETCTBUU C TaOJIUIICH:

Ixana
100-6annpHas mkana | TpaguuuoHHas mkana ECTS
95 -100 A
23— 04 OTJINYHO B
68 — 82 XOpOUIO 3a4TEHO C
56 — 67 D
5055 YIOBIIETBOPUTEIIHHO E
20-49 FX
0_19 HEYJIOBJICTBOPUTEIHHO HE 3a4TEHO P

5.2 KpnTeppm BbICTABJICHUA OLCHKH MO JUCHUIIJIUHE

Banael/ | Ouenka mo KpuTtepnu oueHku pe3yJabTaTOB 00y4eHUs M0 AUCHUIIMHE

OIxana | aucouMnInHe

ECTS

100-83/ OTJINUHO/ BricTaBnsercs 00y4aromeMycsi, €CIIH OH TITyOOKO M MIPOYHO YCBOWII TCOPETUICCKUH U

AB 3a4TEeHO MPaKTUYECKUI bfaTepHan, MOJKET IIPOJAEMOHCTPUPOBATH 3TO HA 3aHATUIX U B XOJI€
MIPOMEXYTOYHOM aTTECTALMH.
OO0ydJaroIuiicss NCUSPITBIBAOIIE U JIOTHICCKH CTPOMHO U3JIaracT yueOHbI MaTepHal,
YMEET YBSI3bIBATH TEOPUIO C IPAKTUKOM, CIPABJISIETCS C PELICHUEM 33]1a4
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Bamwasl/ | Ouenka nmo Kputepuu oueHku pe3yjbTaToB 00y4eHHs 10 JUCHUILIMHE

HIkaga | AUCHUIIIIHHE
ECTS

npo(heCcCHOHABHON HATIPABICHHOCTH BBICOKOTO YPOBHS CIIOXKHOCTH, PABHIIEHO
00OCHOBBIBACT MPUHATHIC PEILCHUS.
CBobOomHO opueHTHpYeTCA B yueOHOW U TPo(hecCHOHATBFHON InTepaType.

O1eHKa 10 JUCIUIUIMHE BBICTABILIFOTCS 00yJaromeMycs ¢ y4éToM pe3yIbTaToB
TEKYLIEH U IPOMEXKYTOUYHOH aTTeCTalUu.

KomrmeTeH1uu, 3akperui€HHbIE 3a TUCIUILIMHON, C(hOPMHUPOBAHBI HA YPOBHE —
BBICOKUI».

82-68/ XOpOHlO/ BricraBnsiercst o0ydaromeMycsi, €CJid OH 3HAeT TEOPETUUECKUH 1 MPAKTHYECKUI
MaTepuall, FpaMOTHO U 110 CYIIECTBY U3/1araeT ero Ha 3aHITUSAX U B X0JI€
MIPOMEXKYTOUHOM aTTECTALUU, HE AOIYCKas CYILlECTBEHHBIX HETOUHOCTEH.
OOyyaromuiicst MpaBUIIBHO IPUMEHSET TEOPETHYECKUE MTOJI0KEHHS IPH PELICHUH
MIPAaKTHYECKUX 33134 MPo(eCcCHOHANIBEHON HAPaBICHHOCTH PA3HOTO YPOBHS
CJIO’KHOCTH, BIaJieeT HEOOXOUMBIMH ISl 3TOTO HAaBBIKAMHM U ITPUEMaMH.
JlocTaTodHO XOPOIIO OpUEHTHPYETCS B yUeOHOH 1 TpodecCHOHAEHON INTEpaType.
Or1eHKa 10 JUCHUIUIMHE BBICTABILIFOTCS 00yJaromeMycs ¢ y4éToM pe3yIbTaToB
TEKYLIEN U IPOMEXKYTOUYHOHN aTTeCTalUu.

Komrmerenmum, 3akpemi€Hable 3a JUCIUILTNHON, COPMUPOBAHEI HA YPOBHE —
«XOPOLLIUKY.

C 3a4YTEHO

67-50/ YIOBJIETBO- BericTaBisieTcss 00y4aromeMycsi, €CJIi OH 3HAeT Ha 0a30BOM YPOBHE TCOPETHUYCCKHIA U

D,E pI/ITCJII:HO/ MMPpaKTUYCCKHUU MaTcpuall, ZlOHyCKaET OTACJIbHBIC OIJlI/I6Kl/I IIpH €TI0 U3JI0KCHUU Ha
3aHATUAX U B X0JI€ MPOMEXKYTOUYHOU aTTECTALIMH.

3a4TCHO OO0yyJaroUiics UCTIBITEIBACT ONPEICIEHHBIC 3aTPY/THCHUS B IPUMCHCHUH

TEOPETHUYECCKIX TOJIOKCHUH MTPH PEIICHUHN IPAKTHYECKUX 3a7a4 MPo(eccHoHaIEHON

HATIPaBJICHHOCTH CTAaHAAPTHOTO YPOBHS CIIOKHOCTH, BIIaIeeT HEOOXOIUMBIMU IS

9TOr0 0230BBIMH HABBIKAMH U TIPUEMAMHU.

JleMOHCTpHpYeT NOCTATOYHBIN YPOBEHD 3HAHUS YI€OHOH TUTEepaTyphl IO AUCITUTLTHHE.

OreHKa 1Mo JUCIHTUIHHE BBICTABIISIOTCS 00yYaloMeMycs ¢ YIETOM pe3yIbTaToB

TEKYLIEN U IPOMEXKYTOUYHOHN aTTeCTal1H.

Komrmierenmum, 3akperi€HHbIe 3a JUCIUILTHHONW, COPMUPOBAHEI HA YPOBHE —

«JI0CTaTOYHBINY.

49-0/ HEYJIOBJICT- BericTaBisieTcst 00y4aromeMycsi, Ciii OH He 3HaeT Ha 0a30BOM YPOBHE TEOPETHUCCKHUI

F,FX BOPUTEIHHO / | A HpaKTHYECKul MaTepuar, )IOl'IyCIiaeT rpyOble OIKMOKY ITPU €T0 M3JI0KESHUH Ha
3aHATHUSIX U B XOJI€ TPOMEXYTOUHOM aTTecTaIuu.

HC 3a4TCHO OO0y4JaroIUiics UCTIBITHIBACT CEPhE3HBIC 3aTPYNHCHHS B IPUMCHEHUH TCOPETHYCCKUX

MTOJIOKCHHUW TIPU PEIICHUN MPAKTHICCKUX 32124 MPOECCHOHATBHOMN HANIPaBICHHOCTH

CTaHJIAPTHOTO YPOBHS CIIOKHOCTH, HE BIIaIeeT HEOOXOAUMBIMH JITISl TOT'O HABBIKAMU H

TIpUEMaMH.

JdeMoHCTpHpYeT (pparMeHTapHbIe 3HAHUS YUeOHOU INTEPATYPHI 110 TUCIHILIHHE.

OreHKa 1Mo JUCTIHTUIHHE BRICTABIISIOTCS 00ydJaloneMycs ¢ Y4ETOM pe3yIbTaToB

TEKYLIEN U IPOMEXYTOUYHOM aTTeCTaL1H.

KomnereHuy Ha ypoBHE «OCTATOYHBINY, 3aKpEIIEHHBIE 32 AUCITUIUIMHON, HE

copMHUpOBaAHBI.

5.3 OmueHouHble cpeacTBa (MaTepuasbl) AJds TeKYyIIero KOHTPOJIS YCIeBaeMOCTH,
NMPOMEKYTOUHOM aTTeCTANMH 00y4AIOUIUXCH 10 AUCIHUIIIHHE

BOHpOCBI JJI1 TIOATOTOBKH K DK3aMCHY:

1. [TonsaTne 1 CynHOCTH peKinaMbl. PazHooOpa3ue moaxo0B K ONPeIeIeHUI0 PEKIIaMBbl.
2. Henu u 3anaun pexiaambl. OyHKIMU peKiIaMbl. 3a7aud PeKJIaMbl B TYpHU3ME.

3. Bunsl peknambl, BeIAETISIEMBIE 110 pa3HbIM KpuTepusiM. OcOOEHHOCTH KOMMEPUYECKON 1
COILIMATIbHOM PEKJIaMBbl.

4. Knaccudukanus pexkiamsl B Typu3Me.

5. 3aposkJieHue peKiaaMbl B [[peBHEM MHUpe.

6. Pexnama B 3anagnoii Esponie u CILA.
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7. Hcropus pexnamsl B Poccun.

8. MecTo peKiTaMbl B CHCTEME MapKETHHIOBOH KOMMYHHKAIINU. B3aMOCBSI3b PEKIIaMBbI C
JPYTUMH CpeICTBAMH MAapKETUHTOBBIX KOMMYHHKALIUH (KOMMEpPYECKOH Mporaranion, THYHbIMU
MpoJakaMy, CTUMYJIMPOBAHUEM COBITA, CBA3SIMH C OOIIECTBEHHOCTHIO).

9. ITonsiTre 1 oCHOBHBIE HHCTpYMEHTHI BTL-pexamsl.

10. BTL-pexiiamMa u KoHueNus oOiei NpooKUTEIbHOCTH KU3HU POAYKTA.

11. MepueHaal3uHT U peKJIaMa Ha MECTe NPOAaX Kak HHCTpyMeHThl BTL — pexiamsl.

12. CrumynupoBanue npofax kak HHCTpyMeHT BTL — pexiiamsl.

13.  CrumynupoBanue cObiTa Kak HHCTpyMeHT BTL — peknamsl.

14. [Ipsimoit MmapkeTnHT kKak HHCTpyMeHT BTL — pexnamsl.

15.  IIpomaxr rumiicmenT (product placement) kak uHcTpyMeHT BTL — pexnamsl.

16.  Peknama xak MeTOJl yIIpaBJICHHUS JIOJbMHU: CIIOCOOBI MPUBJICUECHUSI BHUMAHUS K PEKJIaMe,
METO/bI BO3JICHCTBUS Ha MOTpeOUTEINEH.

17.  Hcnonp30BaHME B pEKJIaME OCHOBHBIX MOJOKEHUM TEOPUU KOMMYHHUKALINH.

18.  Ilcuxomorust moTpeOUTENbCKOI MOTHBALIMY TOTPEOUTENEH TYPYCIIyTH.

19.  ConuanbHO-IICUXOJIOTHYECKHE OCOOEHHOCTU BOCTIPUSATHUS PEKJIAMBI.

20.  IIpaBoBO€ peryaupoBaHUE PEKIAMHOU JESATEIBHOCTH.

21. Ponps ®denepanproro 3akona «O pekiiamMe» B OpraHU3aIiy U YIIPABICHUN PEKIaMHOMN
JesITeIbHOCTbI0. OCHOBHBIE MOHATHUS U TPeOOBaHUS K pekiame, npeacraBieHHble B O3 «O pexiaamer.
22. OTBETCTBEHHOCTh YYACTHUKOB PEKJIAMHOTO TTPOIIecca 3a HEHAIJICKAITYIO PEKIamy.

23.  Drtuyeckue HOPMBI B peKiIaMHOM fesrenbHocTH (Koseke pekiaMHOM MpakTHKH).

24. OcHOBHBIE TIOJIXO/IBI K KJIACCU(DUKAIIUY PEKIIAMHBIX CPEJICTB.

25.  OCHOBHBIE JIEMEHTHI CPEJICTB PEKIaMbl U UX XapaKTEPUCTUKA (TEKCT, H300paxKeHue, 11BET,
CBET, 3BYK, LUPUPT U Ap.)

26.  OcoOeHHOCTH MCHOJIb30BAHUS PEKIaMbl TYPUCTHUECKUX YCIYT B IIpecce

27.  Cnenuduka paamo- v TeepeKiiaMbl B TypU3ME.

28.  CpexcrtBa Hapy»HOHM peKjIaMbl U UX UCIOJIb30BaHUE B chepe Typu3Ma.

29.  Posb KOMIBIOTEPU3UPOBAHHOM peKIaMbl TYPUCTHUECKUX YCIYT B COBPEMEHHBIX YCIOBHUSX.
30.  VYcnous BbIOOpa peKJIaMHBIX CPECTB.

31.  Meroauka pa3pabOTKH PEKIAMHBIX MaTEPUAJIOB.

32. CrpykTypa peKiIaMHOro oOpalieHus U XapaKTepUCTUKAa OCHOBHBIX 3JIEMEHTOB BepOaIbHOM
qacTH (CJIOTaH, 3aroJIOBOK, OCHOBHOH pEKJIaMHBIN TEKCT, 3X0-(ppaza)

33.  XynoxkecTBeHHOE 0(POpPMIICHHE PEKIIAMHBIX COOOLICHUH.

34.  Kommno3uuus pekiamsbl.

35.  KonupaHTHHI KaK peKJIaMHbIA HHCTPYMEHT: CYIIIHOCTb, IPAaBUJIA UCIIOJIb30BAHHUS.

36.  BwiOop cpeacTs pacnpocTpaHeHus pexiamsbl. [IpenMyriecTBa u HEAOCTaTKH OCHOBHBIX CPEJICTB
pacrpoCTpaHEHHS PEKIIAMBI.

37.  Cnenudwuka TypnpoayKTa, OnpeAeIsonas 0COOCHHOCTH peKIaMbl B TYPUCTCKOM cdepe.
38.  HMmumx u QUpMEHHBIH CTUIIb KOMIIAHUU B cepe Typu3Ma. DIeMEeHTbl (PUPMEHHOTO CTHIIS
OpraHu3aIy KaK CPEeJICTBA PEKIAMBI B COIMATBHO-KYJIBTYPHOM CEPBUCE B TypHU3ME.

39. Pexnama TypuCTCKHX JE€CTUHALUNA.

40.  Pekiama TyprnpoJyKTa Ha BBICTABKax U spMapKax

41.  B3aWMOOTHOINICHMS YYaCTHUKOB PEKJIAMHOIO IPOIecca B X0/1€ OpraHU3aIiK PeKIaMHON
JeSITETTLHOCTH.

42.  IlnanupoBaHHE PEKIAMHOMN AEITEILHOCTU B TypU3ME.

43.  Opranuzanus peKJIaMHON KOMIIAaHUHU B cepe TypusMma.

44.  PazpaboTtka OromxeTa pekiiaMHOM KoMIiaHuu B cdepe Typusma ((hakTopsl, BIUSIONINE Ha
pasMep peKIaMHOTO OF0JKeTa, METO b (POPMHUPOBAHUS PEKIAMHOTO OIOJDKETA).

45.  DxoHomuueckas 3Q(HEeKTUBHOCTh PEKJIAMBI B TYPH3ME: OCHOBHBIE MOHSITHSI, METOJIbI pacueTa
3¢ (HEKTHBHOCTHU PEKIIAMBI.

46.  Ilcuxonoruueckas 3¢(HeKTUBHOCTh MPUMEHEHUS CPEJCTB PEeKIaMbl B TypU3Me: MOKa3aTeIu

3P PEKTUBHOCTH, METOABI H3Y4YeHUS YPPEKTUBHOCTH.
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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.

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.
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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.

Curyauuu 11 00CyK/AeHUsI HA CeMHUHAPCKHUX 3aHATUAX

Curyanus 1. «CTuMyJMpy0OIas akmusn

Komnanus «I'moGyc-TypucTHKY, CleHUaIN3UpYIOLIascs Ha MPOAaXKe MAaCCOBBIX TYpOB, OpraHU30Baa
CTUMYJIUPYIOIIYIO aKIIMIO, 110 YCIOBHAM KOTOPOM Ka)Iblii KIIMEHT areHTCTBA, KyNUBLIMNA OoJiee MATH
MyTEIIECTBUH 3a roJl, MoJiy4aeT CKUuaKky 3%.

Bormpocs! 1o teme:

1. Kax Br1 onienuBaete 3 (pekTUBHOCTD PETI0AKEHHOTO BapuaHTa?

2 Kak nmanHas akuys MOKET MOBJIMATh HA UMUK TypareHTcTBa?

3. Kaxkue BapuaHThl hOpMHPOBAHUS JIOSITBHOCTH KIIMEHTOB MPETOKUIN Ob1 Bb1?
4 Kakue BapuaHTBI IpOBMIKEHHUS IEHCTBYIOT Ha Bac kak Ha moTpeburens?

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. Chopmynupyiite muccuto typoneparopa ICS Travel.

2. [Tocne oOcy:xaeHNs BapUaHTOB MUCCUU, IPOUYUTANUTE peabHYyI0 MUCCUIO TyporepaTopa:
Muccus ICS Travel — comelicTBOBaTh pPa3BUTHIO TYPHCTCKOM oOTpaciu B Poccuu, BBIBEICHHIO
POCCHUHCKOTO Typu3Ma Ha YpOBEHb, COOTBETCTBYIOLIMN MEXKIYyHAPOIHBIM CTaHAApTaM, Mpeaoc-
TaBJISITh KAYECTBEHHBIE TYPUCTCKHUE YCIIYTH, YIOBIECTBOPSIOIINE TOTPEOHOCTSIM TYPHUCTOB.

Bomnpocs! 11 o0cyxaeHust:

1. Ha uro HanpaBnena Muccus KOMIaHUM?

2 Breiienure KiatoyeBbIe CII0BA MUCCHUM.

3. Hoctmwkuma a1 Muccusi? Kakum crnocoOoM MOKHO JOOHUTHCS pe3yIbTaTOB?
4 Kak mannas Muccust XapakTepu3yeT KOMITaHUO?

Situation 2. “Mission”
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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?

Curyanus 3. «Mos Poccus»

B 2012 roxy BnepBbie co3iaH TypUCTCKUH sorotun Poccun, KoTopslil Oyner AeiicTBOBaTh JUIsl BCEX
MEPOTPUITHI, TPOBOIUMBIX B paMkax denepanpHoii 1ieneBoit mporpammsel (PLIIT) pazButus Typusma
B P® no 2018 rona.

Ha cosnmanue nmorotumna Obul 00BSBICH KOHKYpC, IIeHa KoToporo coctapiisiia 500 Teicsiu pyoneit. B
pe3yJsIbTaTe KOHKYPEHLIUN YETHIPEX POCCUNCKUX KOMIIAaHUM, [IEHa TOCKOHTpaKTa cocTaBuia 155 Teicsay
pyOuieii. Berurpana KOHKYpC KOMITaHUS

«ApTHILOK», KOTOpas U pa3padoraia JOTrOTHII.

A205POCCUS

74 14yRUSSIA

Bomnpocs! muist o0cykaeHust:

a. Hackonpko ymaden BbIOOp sioroturma?
b. Uto MOXeT B cebe HECTH TaHHAs UIUTFOCTpAIus?
C. Kak MoXeT moBIHUATH TAHHBIA JIOTOTHII Ha UMUK Poccun

KaK TYPUCTCKOU JI€CTUHALIMM?

Ortser:

Jlorotun pomkeH ObUT ObITH MOHATEH U BHYTPEHHEMY, U 3apyOexHOMYy TypucTy. bbuto yetsipe naew,
HO OCTaHOBWJINCH MbI Ha jorotune «Mos Poccust». Poccust - Gonbinast pasHooOpasHas cTpaHa, B
KOTOPOH OYeHb MHOTO BHUJIOB TYpH3Ma, U3 KOTOPBIX KaXKABIH MOKHO BBIOpaTh uTO-TO cBOE. [loaTomy
JIOTOTUIT COCTOMT M3 JBYX COCTAaBISIIONMX - dYeTkoro Hammcanus «Poccus» wmmm «Russiay Ha
aHTJIMIICKOM U IPUCTAaBKHU Kak Obl pyKOmHCHOM «Mos» miu «my», moromy 4tro Poccus g Kaxaoro
CBOSL.

Situation 3. “My Russia”

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.
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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.

A POCCUA

74 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.

IIpumepHasi TeMaTHKA TBOPYECKHX CAMOCTOSITEJILHBIX PadoT
3aaHue: camMOCTOSITENIFHO TMOATOTOBUTH HEOOJNBIIOE COOOIIeHHE C Mpe3eHTanueil ero B (opmare
Power Point.

l. «Kpukm» cpenneBexoBoro Toprosoro ropoaa (Ilapux, Jlonnon, Pum, [lerepOypr — Ha BEIOOD)
2. TeodpacT Perono 1 Havano pexiraMHON eaTeIbHOCTH BO DpaHIHH.

3. Ponb npeccsl B CTAaHOBIIEHUH peKJIaMbl ITyTEIIECTBUI U TypHU3Ma B HOBOE BpeMs.

4. «HankymienHoe s16J10k0» Kak THIIMYHAs WCTOPHUS CTAHOBJIEHHS TOBApHOIO 3HaKa B XX Beke
(«Apple»)

5 [TpobneMa «cTpamHoi» pekiiaMbl Ha TEICBUACHUN BTOPOH MOJIOBUHBI X X BEKa.

6 XapakxTep UCIoNb30BaHus (HOTOM300paKEHHs B peKiiaMe TypHu3Ma.

7. Tpancdopmanus pexiaamsl «Si quis» B EBponie XIX Beka.

8 Spmapka u BeICTaBKa KaKk TEPPUTOPHS PEKIIAMBI.

9 Pagnopeknama TypusMa U C€pBHCa, CIICHU(HKa €€ BO3ICHCTBHSL.

10. [TosiBneHue LBETA B peKIaMe U €ro.

11.  Peknamnas BbIBECKa B HCKyCCTBE MojiepHa. MacTepa rpadudeckoii pexinambl XX Beka.

12. HcTopuko-cucTeMHBIN aHaIN3 JII000H PEKIaMHON KaMITaHHUH.

13. [ToxGopka u cucTeMaTu3alys MaTepualioB IO pekiIame Typusma u3 HrepHeTa.

14.  Hctopuueckue oOpa3bl B COBPEMEHHON OTEYECTBEHHOM peKiiaMe Typu3Ma U CepBHUCa.

15.  Ilpuemsl cpeAHEBEKOBOW PEKIIAMbl B COBPEMEHHOM PEKIAMHOM JEJIE.

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.
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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 twentieth 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. Bnusinue pexiiaMbl Ha ®U3Hb COBPEMEHHOTO YeI0BEeKa.

2. Oco0eHHOCTH, TEHACHIIMH U MPOOJIEMBI PAa3BUTUS OTECYECTBEHHOTO PBHIHKA
PEKJIaMBbl.

3. Bo3MoxkHOCTH HOBATOPCTBA U TBOPYECTBA B PEKIIAME.

4. OcoOeHHOCTH peKjamMbl Ha pa3HbIX CTaAMSIX IKU3HEHHOTO  IMKJIa
TOBapa/yCciayru

5. Cnemuduka BTL-pexiampl

6. 3apokaeHue pekiaamsl B JIpeBHEM MUpE.

7. Pexnama B 3anagnoit Epone u CIIA.

8. Wcropus pexnamsl B Poccun.

0. MepueHIaii3uHr U peKjiaMa Ha MecTe MpoAax Kak HMHCTpymeHThl BTL —
pEKIIaMBbl.

10. CtuMynupoBaHue npojax kak MHCTpyMeHT BTL — pexiiambl.

11. CrumynupoBanue cObTa Kak HHCTpyMeHT BTL — pexnambl

12. [Ipsimoit MmapkeTHHT Kak uHCTpyMeHT BTL — pexnamsl.

13. [Ipoxaxt rumiicment (product placement) kak uHcTpyMeHT BTL — pexnamsl.

14. CriocoOblI TpUBJICYCHNS] BHUMAHUS K PEKJIaMe.

15. Oco0eHHOCTH TOTPEOUTENHCKON MOTHBALIMU TTOTPEOUTENEH TYPYCIIYT.

16. Oco0EeHHOCTH HCTIONB30BaHMsSI PEKJIaMbl TypHU3Ma B TIpecce.

17. Crenuduka tene- 1 paguopeKIaMbl TYPUCTUYECKHUX YCIIYT.

18. Crnenuduka HapyKHOU peKsiaMbl B cepe Typusma.

19. Ponbp KOMIIBIOTEPU3MPOBAHHON peEKJIaMbl B JAESITEIBHOCTH TYPUCTCKOTO
MPEIPUITHSL.

20. [leuatHas pexnama B cepe TypusMma.

21. XynoxxecTBeHHOE 0(hOPMIICHHE PEKIIAMHBIX O0OBEKTOB.

22. Komnozunus pexiiamsl.

23. B3anmopeiictBue BepOaIbHOTO, BU3YaJbHOTO, 3BYKOBOTO U PUTMHYECKOTO
PS/I0B B PEKIAMHOM COOOIICHHH.

24. KonmpalTHHI: CYyIIHOCTh U MpaBUJIA.

1. The influence of advertising on the life of a modern person.

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
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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 /sl IPOBeIEHUsI TEKYIIEro KOHTPOJIS M MPOMEKYTOUHOMH aTTeCTAIMI
10 UTOTraM OCBOEHHS JUCIUILIHHBI, 2 TAKKe JJIs1 KOHTPOJIS CAMOCTOSITeIbHOI padoThl
o0yuarouerocst

1. B yeM 3aKkJj04aercs CyIIHOCTh MOTPeOUTEIHLCKOr0 OTKJIMKA HA pPeKjJaMy Mo MoJeIH
ATR:

a) oOmamas ONPEICIICHHON OCBEJOMJICHHOCTBIO O TOBape, IOKYMAaTeldh COBEPIIACT
CTIOHTAaHHYIO MOKYTMKY C T€M, YTOOBI OMPOOOBATh TOBAP M, OCHOBBIBASICH HA COOCTBEHHOM OIIBITE,
JTAeT OICHKY PEKIIaMUPYEMOMY TOBapY;

0) oOmamass ompeneleHHOW OCBEJOMJIEHHOCTHIO O TOBape, TMOKyMaTelb HadyWHAEeT
I/IHTepCCOBaTBCﬂ )IaHHOI\/JI Mapxoﬁ, 3aTEM HpOfIBJ’IHGT JKEJIaHUC O6J'IaI[aTI) UM U COBepHIaeT HOKyHKy;

B) oOlagas ONpEeNeNeHHONM OCBEAOMJICHHOCTBIO O TOBape, IMOKYyMareilb HaMEpPeHHO
OTKa3bIBACTCSI OT NPOOHBIX IMOKYIOK PEKIaMHPYEMOTO TOBapa, MOTHUBUPYS 3TO CBOCOOpa3HBIM
«JIaBJIECHUEM» Ha HETO.

2. Kakmue u3 MeponpusaTuii MO:kHO cuuTaTth PR-akuueii:
a) opraHu3anus OecrIaTHbIX SKCKYpPCUI Ha MMBOBAPEHHBIN 3aBOJ;
0) Oka3aHuWEe aBHAKOMIIAHWEH CHOHCOPCKOM MOMOIIM B HPOBEAECHUM COPEBHOBAHUI IO JIETKOH
aTJIETUKE;
B) peKJIaMa OTKPBITUS HOBOTO aBUapeiica Mo TeJIeBUICHHUIO;
r) OecriaTHas pa3zgada MpoOHBIX 00pa3lloB TOBapa.

3. K xkaHaj1aM HeJJMYHOUH KOMMYHHKAIIUM OTHOCATCS :
a) oOlIeHUE C ayAUTOPUCH;

0) TazeTsl, )KypHAaJIbI,

B) oO11eHue o tejaedony;

T') TOPTOBBIN TIEPCOHA (PUPMEI.

4. Ykaxkure OonpeacjeHue, COOTBETCTBYIOIIECE NIOHATHIO KPERJIIaMa»:
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a) 3TO MEpOIPHUATHS BPEMEHHOIO M JIOKAJBHOTO XapakTepa, AOINOJHSIOIUE OCTaJbHbIE
CpeICTBAa MAapKETHHTOBBIX KOMMYHHUKAIlMN W HallpaBJICHHbIE HA YCKOPEHHUE MPOJaX KOHKPETHOTO
TOBapa;

0) MepomnpusiTUs, HUMEIONIME IeJbI0 C T[OMOIIbIO OINpeAeNeHHbIX JeMCTBUM CO3/1aTh
IICUXOJIOTMYECKUHA KJIMMAT TOHMMAaHUS M B3aUMHOIO JOBEPUS MEXAY MPEANPUATHEM U €ro
Pa3IMYHBIMU ayAUTOPUSIMH;

B) MEPCOHAJbHBIE KOMMYHHUKAIMM C IIeNbI0 MOOYKIEHHUs MOTpeOUTEeNs K HEMEIJIeHHBIM
JNENCTBUAM (TTOKYTIKE)

I') JaHHOE OINIPEAEIEHUE OTCYTCTBYET.

5. Kakue W3 HWKe NepevYHCICHHBIX LeJell He SIBJISIOTCH LeJSIMH MAPKETHHIOBBIX
KOMMYHHUKAIUIi:

a) o0ecrieueHre HauOOJIbIIEH CTENIEHH yI0BIETBOPEHHOCTH MOKYIIATENs OT TOBapa;

0) hbopMupoBaHHE y MOKYTIATEIIS OJIATOTIPUSATHOTO PACTIONOKEHHUS K MapKe;

B) CTUMYJIMPOBAHHUE COBEPLICHUS TOKYIIKH;

r) popMupoBaHuEe MOTPEOHOCTEH MOKYMATENS U UX aKTyaTH3allns;

1) obecrnieyeHre GPUHAHCOBON YCTOWYMBOCTH MPEAIPUATHSL.

6. K HemocTaTKaM TYpHCTCKOM peKJIaMbl B IIpecce OTHOCATCH:
a) KpaTKOBPEMEHHOCTh CYLIECTBOBAHUS;

0) OYeHb BBICOKasi CTOMMOCTb;

B) IOTEPH NPU HEBOCTPEOOBAHHOCTU YaCTH THUPAXKa.

7. Yto, cOrjiacHO HOBOH Ki1accu(pukanuu, oTHOCUTCHA K ATL-koMmMyHukanusam:
a) Hapy’KHas peKIama;

0) pexiiama B CpeICTBaX MacCOBOM MH(POPMAIINH;

B) MepornpusTus PR;

') CTUMYJIUPOBaHUE TPOAAK.

8. Ykakure onpenesieHue, COOTBeTCTBYIOIIECe MOHATHIO «PR»:

a) 9TO HeJIWuyHble (OPMBI KOMMYHHUKALMH, OCYIIECTBISEMblE 4Yepe3 IUIaTHBIE CpPEeICTBa
pacnpocTpaHeH!s] HHPOPMAIMHN U UCXOJSAIINE OT YETKO ONPEIETICHHOTO UICTOYHHKA;

0) 2TO MepompuATHS BPEMEHHOTO M JIOKAJIBHOTO XapakTepa, AOMOIHSIOIINE OCTaIbHbBIE
CpeICTBAa MAapKETHUHIOBBIX KOMMYHHUKAILMH W HallpaBJICHHbIE HA YCKOPEHHUE MPOJaX KOHKPETHOIO
TOBapa;

B) MEpOIpPUATHS, HMEIOIIME LEIbl0 C TOMOIIbIO ONpeAeNeHHbIX JeHCTBUM co3/1aTh
MICUXOJIOTHUECKUI KIMMAT TOHUMAHUS W B3aUMHOTO JOBEPUS MEXAY MPEANPUSTHEM U €ro
Pa3IMYHBIMU ayAUTOPUSIMH;

I) HEepCOHAbHbIE KOMMYHHKAIMM C IIeNbl0 MOOYXKIEHUS TMOTpeOuTeNss K HeMeAJICHHBIM
JENCTBUAM (TIOKYIIKE).

9. OT Kakumx M3 HUKeNepPeYHCJEHHBIX (PAKTOPOB 3aBHCHT CTPYKTYpa KOMILIeKCa
MapKeTHHIOBbIX KOMMYHHKAaLMIi B Typu3Me:

a) OT YPOBHS IJIATEKECITOCOOHOCTH IIEJIEBOTO CETMEHTA;

0) ot atama XIIT;

B) OT TUIIA PhIHKA (PBIHOK NPEIIPUITUNA WIH OTPEOUTENBCKUM PHIHOK);

I') OT HAJIMYUS WIK OTCYTCTBHSI IOCPETHUKOB B COBITOBBIX KaHaJIaX MPEIIPUATHSL.

10. Kakue cnenuuajucThl He SIBJSIOTCH PA0OTHUKAMH PEKJIAMHOIO areHTCTBA:
a) Konupairep;

0) Moaeparop;

B) Meauabaiiep;
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I') SKKayHT-MEHEKEP;
1) MeIUaruiaHep;

e) Tpauk-MeHeKep;
) MepuaHjaiizep.

11. Ha3zoBuTe ABe OCHOBHbIe NPHUYHUHBI TOSIBJIECHHS MEKIYHAPOIHBIX PeKJIAMHBIX
X0/, IMHIroB B Poccum:

a) UX TOsBIEHUE OOBSCHSETCS MpPUXoAOM B PoccHio KpymHEHIIMX TpaHCHAIMOHAJIbHBIX
KOPIIOpAIii CO CBOMMHU TOBapaMu M OpeHIaMu;

0) ux nosiBJIeHHE 0OBACHSAETCS KpailHel He3penOCThI0 OTEUECTBEHHOTO PhIHKA PEKIIaMBbl;

B) UX MOSABIICHHE OOBACHSAETCS JKEeJTaHUEM OCBaMBaTh JIOCTATOYHO OOJIBIIOH, MEPCIEKTUBHBIH
Y aKTUBHO Pa3BUBAIOIIMICS PHIHOK.

12. KoMMyHUKATHBHAsl CTPATerusi BTAJIKUBAHUSA 3aK/JII0YaeTCs:

a) B COCPEJIOTOYCHUN OCHOBHBIX KOMMYHHUKATHBHBIX YCUJIMNA HA TOPTOBBIX TOCPEIHUKAX;

0) B COCPEIOTOYCHUHN OCHOBHBIX KOMMYHHKATUBHBIX YCHJINNA HA KOHEYHBIX MTOTPEOUTEIIAX;

B) B COCpPEIOTOYEHHUU ONTHUMAIBHO pPACHPEACNCHHbIX KOMMYHUKATHBHBIX YCWUJIUH Ha
MOCPEHUKAX U KOHEYHOM CIPOCE.

13. Yro, coriiacHo HOBO# KiIaccupuxkauum, He OTHOCUTCH K BTL-KoMMyHUKaUusM:
a) CIIOHCOPCTBO;

0) CTUMYJTMPOBAHKE MPOJAK;

B) pexsiama B CMU;

r) PR

1) IPSIMOI MapKETHHT.

14. OcHoBHBIMHU HanpaBJeHussMH MeponpusaTuii PR saBasiorcs:
a) pexyiama;

0) npeanpa3AHUYHbIE LIEHOBBIE CKUJIKHU;

B) KOH(pEPEHIINY;

I') IHU OTKPBITBIX JIBEPEH;

1) orHomenus co CMU o nmoBoxy co3panust puiibMa O MPEANPHITHH.

15. ¥Ykaxure onpeaejieHue, COOTBETCTBYIOLee OHATHIO «CTUMYJIHPOBAHHE MPOAAN):

a) 9TO HeJIuyHble (OPMBl KOMMYHHKAlLMH, OCYIIECTBISEMblE 4Yepe3 IUIaTHBIE CpEeICTBa
pacnpocTpaHeHUs] HHPOPMALMHN U UCXOSAIINE OT YETKO ONPEIETICHHOTO UICTOYHHKA;

0) 3TO MepompHUsATHS BPEMEHHOI'O M JIOKAJIbHOIO XapakTepa, JOMOJIHAIOLIME OCTaJIbHbIE
CpeICTBAa MAapKETHHIOBBIX KOMMYHHUKAIlMH U HallpaBJICHHbIE HA YCKOPEHHUE MPOJaX KOHKPETHOIO
TOBapa;

B) MEpOIpPUATHS, HMEIOIIME LEIbl0 C TOMOIIBIO OINpeAeNeHHbIX JEHCTBUM co3/1aTh
MICUXOJIOTUYECKUN KIMMAT IMOHMMAHUS M B3aUMHOIO JOBEPHsS MEXAYy MPEeaNpUsTHEM M €ro
Pa3IMYHbIMU ayAUTOPUSIMH;

I') MepCOHAbHbIE KOMMYHHKALMU C LEJIbI0 MOOYXKAECHUS IMOTPEOUTENss K HEMEAJEHHBIM
JENCTBUSAM (TIOKYIIKE).

16. Ykaxurte BepHble YTBEpPKICHHUA:

a) pekiama WurpaeT o0pa3oBaTENFHYIO pOJb, KOTOpAas 3aKIIOYAaeTCs B PacIpOCTPaHCHUU
HOBBIX 3HAHUH, OTHOCSAIINXCS K Pa3IHYHBIM Chepam YeIOBEUECKOM A TEIbHOCTH;

0) pekiama CTaHOBHTCS YacThIO NPHUPOJHOIN cpelpl OOMTaHMS YENOBEKa M YYacTBYeT B
CTaHOBJICHUH YKOJIOTUYECKUX CTAHIAPTOB MBIIIJICHHUS;
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B) SKOHOMMYECKAsl pOJIb pEKJIaMbl IPOSIBIAETCS B HAJIAXUBAHUU XO3SMCTBEHHBIX CBS3El
MEXAy TpeaupuiTHsIMH W Yepe3 OTO  CIOCOOCTBYET pPOCTYy  JI€JOBOM  aKTUBHOCTH,
KaITUTaJIOBIIOKEHUH U YBEIMUYCHUIO YHciIa pabounx MeEcCT;

T') peKjaMa KCIOJIb3YeTCs ISl aKTyallu3alliy U PEeHIeHHs COLMAIbHO 3HAUMMBbIX MTPOOJIeM;

1) peKjaMa y4acTByeT B ()OPMHUPOBAHMM CAMOOIICHKH YEJIOBEKa M €ro MCHXOJOTHYECKUX

YCTaHOBOK.

17.

Kakue cpeacrBa Bo3geiicTBHSI BKJIKYAeT B ce0sl KOMILIEKC MAapPKETHHIOBBIX

KOMMYHHUKAIUI:
a) pexyiama,
0) cTuMyIupoBaHHE COBITA;
B) TOBap;
r) PR;
1) TUYHBIE TPOJIAXKH.

18. Kakue ¢axropbl He 0Ka3bIBaIOT BIMSHKE HA pa3Mep peKJIaMHOTo Oro/keTa TyphHpPMBIL:
a) LIeHa yCIyTH;

0) pa3Mephl pbIHKA, TTOAJICIKAIIUE OXBATY PEKIAMHBIM BO3/CHCTBUEM;

B) YHCJIEHHOCTh paOOTHHUKOB B OT/I€JI€ MAPKETHUHTa;

r) otamn XKIT;

1) (MHAHCOBBIE PECYPCHI PUPMBI;

€) OTIMYUTEIbHBIE CBOWCTBA YCITyTH.

19. Pacnojioxkure 3Tanbl NPOBedeHMs] PEKJIAMHOM KAaMIAHUH TYPKOMIAHUU B
JIOTMYECKOI M0CcJIeJ0BATEeJIbHOCTH:

a) onpeJesIeHre U MOCTaHOBKA 11eJIM PEKJIAaMHOM KaMIIaHWH;

0) uccienoBaHue 1EJIEBOM ayIUTOPUH, PEKIIAMUPYEMOU YCIIyTH U KOHKYPEHTOB;

B) (hopMUPOBAHUE CMETHI PACXOI0B HA PEKIAMHYIO KaMITaHHIO;

T) OIpe/ieNIieHUEe PEKIIAMHOMN UEH;

1) olleHKa 3((HEeKTUBHOCTH PEKIAMHON KaMIIaHUU;

e) bopmupoBaHue MIaHa peanu3aiy peKIaMHON KaMIIaHUY;

) IPAKTHUECKAs peaTn3alivs 3arUTaHUPOBAHHBIX PEKJIAMHBIX MEPOTIPHSTHIA;

3) ompezeneHue KaHAIOB KOMMYHHUKAIIMHA U pa3padoTKa peKJIaMHBIX COOOIICHHIH;

1) 3aKyIKa BPEMEHHU U MECTa B CPEICTBAX PaCIpPOCTPAHEHHUS PEKIIAMBI;

K) BBISICHEHHE MPEIBAPUTENBHON CYMMBI pEKJIAMHBIX PACXOJIOB;

J1) onpeieNieHre OTBETCTBEHHBIX JIUI] 3a TIPOBEICHUE PEKIIAMHON KaMITaHUW U TIPUBJICUEHUE, TTPU
HEOOXOJMMOCTH CIEIUAIMCTOB PEKJIAMHOTO areHTCTBA.

20.

Hcnoab3oBanne, KakKoi CTpaTerHu NOAPa3yMeBaeT COCPeAOTOYEHHE BCeX

KOMMYHHMKATHBHBIX YCHJIMHA TYPKOMIIAHUM HA KOHEYHOM crpoce:
a) CTpaTeTuy BTAJIIKHUBAHUS;
0) CTpaTeruu BTATUBAHUS;
B) CTpaTEruu SKCKIFO3UBHOTO COBITA.

21. YkakurTe HeBEepHOe YTBepKIAeHHe:

a) OJIHUM W3 TJIABHBIX YCJIOBHH YCHEIIHOTO MapKETHUHTa SIBISETCA pa3pabOoTKa KOMILIEKCa
MapKETHUHIOBbIX KOMMYHHKAIUI;

0) MapKETHHT TIOJyYHJI CBOE pa3BUTHE B [[peBHEM Mupe, a peKiiaMa — TOJIbKO B Hadase XX

BEKa,

B) KOHIICTIHMS COIMAJIBHO-3TUYHOTO MAapKETUHIa OPUEHTUPOBAHA HA YIOBIETBOPEHUE
NoTpeOHOCTEH MoKymaresei, TakuM o0pa3oM, U 4Yepe3 TaKhue TOBApbl, YTOOBI MOJIEPKUBAIOCH U
YIIy4IIajgochk 6Jaromnorydne Bcero o0necTsa B mejaoM.
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22. Ha kakxom 3tane KIUT npeanpusitue yame Bcero npuMeHsieT MH(PpOPMATHBHYIO
pexkyIamy:

a) Ha JTare BBHIBEICHMUSI,;

0) Ha FTamne pocra;

B) Ha dTAIe 3pPEIOCTH;

T') Ha JTale ynajka.

23. Kakoil 3JieMeHT KOMILIEKCA MAPKETHMHIOBBIX KOMMYHHMKAIMil IOJApasymMeBaeT
HCINOJIb30BAHHE PEeJAKINOHHOI0, a He IUIATHOr0 BpPeMEeHH HW/MJIM MecTa B CpeACTBax
pacnpocTpaHeHusl HHPOPMALNHU:

a) pexyiama,

0) mponaranna (PR);

B) CTUMYJIMpPOBaHUE COBITA;

I') IUYHAs IPOAAXKa.

24. K 10CTOMHCTBAM TeJIeBU3MOHHOM PeKJIaMbl OTHOCSTCS:

a) THOKOCTB;

0) 3(pheKTUBHOCTH BO3/ICUCTBUSI 32 CUET N300PAKEHNUS, 3BYKA U IBIKCHUS,
B) MSTKOCTb;

T) IIUPOTA OXBATa Ay JUTOPHH.

25. VYkaxkurTe HeBepHOe YTBepsKICHHE:

a) pekjama, Ha3blBaloOIlas OTIMYUTENbHBI NpPU3HAK TOBapa, KOTOPBIA COAEPKUTCS B
MHUKPOCKOIMYECKHX KOJIMYECTBAX U KOTOPBIN caM MOTPeOUTENb HE B CHJIaX OOHAPYKUTh, IOMOTaeT
YCTaHOBUTb, 4YTO HaHHBIfI MMPU3HAK TIPAKTUYCCKH OTCYTCTBYCT M TEM CaMbIM YCKOPSACT MpOoBall
TOBapa,;

0) pexiamMa CTUMYJIMPYET POJaxKy IJI0X0r0 TOBapa U yCKOPSET IPOBaI XOPOLIETO.

B) aKTHBHAs pEKJIaMa M COCPENOTOYEHHE YCWIMH TOJIBKO HAa HEM HE rapaHTHPYET PHIHOYHBIN
YCIIEX 1 JaXKE MOXKET MMPUBCCTH K OTPHUIATCIIBHBIM PE3YJIbTaTaM;

I) pekjamMa NpuoOpeTaeT CBOK MAaKCUMAIbHYIO A(PQPEKTUBHOCTb TOJIBKO B KOMILJIEKCE
MAapKETHHTIa, TaK KaK BCC €ro 3JICMCHTBI B3aMOCBA3aHbl 1 B3AUMO3aBHCHMBI.

26. PexsiamMopatesiMy MOTYT BBICTYNATh cjeayouue cy0beKThbl PbIHKA:
a) TOCYJJapCTBO U OOIIECTBEHHbIE OPraHU3aIIH;

0) IPOM3BOTUTEIIN;

B) TOPrOBbIE MOCPEIHUKH;

I') YaCTHBIE JINIIA;

1) IPENPUATHS [0 OKa3aHUIO YCIIYT;

€) BCE BBIIIETIEPEUYHUCICHHOE BEPHO.

27. B uyeM 3akjI04aeTcsl CYHIHOCTHh MNOTPEOMTENbCKOI0 OTKJIMKA Ha peKJaMy I0
moaeaun AIDA:

a) oOmamasi ONPEICIICHHON OCBEJOMJICHHOCTBIO O TOBape, IOKYNaTeldb COBEPIIACT
CHIOHTaHHYIO MOKYTMKY C T€M, YTOOBI OMPOOOBATh TOBAP M, OCHOBBIBASICH HA COOCTBEHHOM OIIBITE,
JIaeT OLICHKY PEeKJIaAMHPYEMOMY TOBapY;

0) oOmamass ompenejIeHHOW OCBEJOMJIEHHOCTHIO O TOBape, MOKyHaTellb HauWHAeT
I/IHTepCCOBaTBCﬁ IIaHHOfI MapKOﬁ, 3aTcM HpOSIBJISIGT JKCIJIaHUC O6HaI[aTI) UM U COBepHIaeT HOKynKy;

B) oOyiajas ONpEJeNIeHHONM OCBEAOMJICHHOCTBIO O TOBape, IMOKYyMareib HaMEpPEeHHO
OTKa3bIBACTCSI OT MPOOHBIX MOKYMOK PEKIAMHUPYEMOro TOBapa, MOTHUBUPYS 3TO CBOECOOpPA3HBIM
«JaBJIEHUEM» Ha HETO.
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28. Kakoi u3 meTofoB (GOopMHPOBAHHA PEKJIAMHOIO OKHIKeTa HAWIYYIINM 00pa3oMm
NOAXOAUT ISl TYPKOMIIAHMH, >KeJlalollell MOBBLICUTH YPOBEHb Y3HABA€MOCTH MapKH «A» B
KOHKPETHOM pernoHe Ha 35 %:

a) popMupoBaHue OIOKETA PEKJIAMBI TT0 OCTATOYHOMY TTPUHITUITY;

0) hopmupoBanue Or0pKeTa PeKJIaMbl METOZOM KOHKYPEHTHOTO MapUTETa;

B) (hopmupoBaHue OrOKETa pEKIIaMbl, HICXO U3 1IeJIeH U 3a/1a4;

r) hopMupoBaHKe Or0KETa PeKsIaMbl METOJIOM (PMKCHPOBAHHOTO TIPOLICHTA.

29. VYkaxkuTe BepHbIC YTBEPHK/IACHUS:

a) TMpeuMyliecTBO (opMUpOBaHUS PEKIAMHOTO Or/pKeTa METOAOM (PUKCUPOBAHHOTO
NPOIIEHTA 3aKII0YaeTcs B TOM, YTO Y MPEANpuUATHs Bceraa OyAeT ompeeNeHHas CyMMa Ha
peKiIamy;

0) OCHOBHOHM HeIOCTAaTOK (POPMHUPOBAHUS PEKIAMHOr0 OOPKETa METOIOM (PUKCHPOBAHHOTO
MPOLEHTAa 3aKJIYaeTcsd B TOM, YTO B CIy4yae CHIKEHHUS O0BEMOB NpPOAaXk CyMMa PEKIAMHBIX
CpEeACTB TOXe OyJeT CHIKAThCS;

B) CaMbIM ONTHMAaJbHBIM U Haubosee 3(HHEKTUBHBIM METOAOM (POPMHPOBAHUS PEKIAMHOIO
Oro/KeTa SIBISETCS METOJl OCTaTOYHBIX CPEICTB — B JIAHHOM Cily4yae pEKJIaMHbIE Cpe/ICTBa He
MIPUBSI3aHbl K 00beMaM MPOJaxK;

I') BCE YTBEPKACHHUS SBIISAIOTCSA BEPHBIMHU.

30. Yrto u3 HMKe MePeYHCIEHHOT0 HeJIb3sl CYNTATH MPEeuMYIEeCTBOM PaTuOpPeKJIaMbI:

a) OTHOCUTEJIPHO HU3Kasi CTOMMOCTh PEKJIaMBI,

0) BBICOKAs CTENeHb W30MPATEIBLHOCTH M0 TEPPUTOPHAIBHOMY H JAeMOTrpaduvyecKuM
MpU3HAKAM;

B) MacCOBOCTb;

T') HETIOCPEACTBEHHOE O0pAIlIEeHNE K UyBCTBAaM IICJICBOM ayUTOPHUH.

31. Tapu¢sbl Ha oMIaTy TeJ1eBU3HOHHOIO PEKJIAMHOI0 3¢ upa 3aBUCHT OT:
a) BpEMEHU CYTOK;

0) peiiTuHra NporpamMmmsl;

B) OT TEJIEBU3HMOHHOIO KaHaa;

T) OT JUINTEITLHOCTU PEKIAMHOTO COOOIICHNS;

1) OT BCETO BBILIE IEPEUNCIECHHOTO.

32. Kakme CKMIKH MOKET IOJTyYHTh PEKJIAMOAATENIb OT PEKJIAMHOI0 ATeHTCTBA:
a) 3a MpeAoIUIaTy 3aKasa,

0) 3a 00BeM 3aKa3a;

B) C€30HHBIE CKUJIKH;

I') CKUJIKa TPUBUJIETHPOBAHHBIM 3aKa3yHKaM;

1) BCE BBIIIENIEPEUNCIEHHOE BEPHO.

33. YTo U3 HUIKE NEePEeYHCIEHHOT0 He YI0P0sKaeT MPOU3BOACTBO PEKJIAMHBIX POJTUKOB:
a) XOpolias orojia BO BpeMs CheMOK;

0) HaNTM4Me JIeTeH, a TaK)Ke )KUBOTHBIX B CIOJKETE;

B) aHUMAIINS,

I') pEUTHHT KaHala, rje OyAeT TpaHCIUPOBAThCS PEeKIama;

) IEPEHOC ChEMOK Ha BTOPOH JICHB;

€) UCII0JIb30BAHKE OOJIBIION TPYMIbI U TOPOTUX JEKOpAIHii;

) IPUCYTCTBUE B CIOXKETE MOMYJISIPHOM JTUMYHOCTH;

3) OTCYTCTBHE KYPSAIIHX JIUI HA CH€MOYHON TUIOIIAKE;

1) CheMKa HOYbIO.
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34. VYkaxure onpeaeeHHe, COOTBETCTBYIOIIee MOHATHIO «PEKIaMay:

a) 9TO HEIWYHbIE (POPMBI KOMMYHHKAIIUNA, OCYIICCTBIISIEMBIE dYepe3 IUIaTHBIE CPEACTBa
pacripocTpaHeHHs HHPOPMALIUU M UCXOASIINE OT YETKO ONPEeIEHHOTO HICTOUHHUKA,;

0) 5TO MepOompHUATHS BPEMEHHOTO M JIOKAJHHOTO XapakTepa, IOTOJIHSIONINE OCTAIbHBIC
CpeACTBa MAapKETUHTOBBIX KOMMYHHUKAIMI M HalpaBlIeHHbIE HA YCKOPEHHE MPOJaX KOHKPETHOTO
TOBapA;

B) MEpONpPUATHSA, HUMEIOIIKE IeNbI0 C MOMOILNBI0 ONpEAETeHHbIX JEWCTBUI CO31aTh
MICUXOJOTHYESCKUH KINMAT IMOHHMMaHHS W B3aMMHOTO AOBEPpUA MCKAY MNpCANpPUATHEM H €Tro
Pa3NUYHBIMU Ay TUTOPUIMU;

F) NEPCOHATIBHBIC KOMMYHHKAIIUK C MLEJIBIO HO6Y)K}16HI/I$[ HOTpe6I/ITeJ'15[ K HEMCIJICHHBIM
JeHCTBUAM (TTOKYTIKE).

35. Uro siBisieTcs 3JIeMEHTAMH MEYATHOT0 PEKJIAMHOI0 TeKCTAa:
a) 3aroJIOBOK;

0) OCHOBHOM TEKCT;

B) aCIOPTHUKA;

T') PEKJIaMHBIH JIO3yHT;

1) TIOJIACH ¥ KOMMEHTAPHH;

€) «IETEKTOPY.

36. Ykaxkure onpeaeneHHne, COOTBETCTBYIONIee MOHATHIO KCTUMYJIHPOBAHUE NPOAAK»:

a) 3TO HeJIW4YHble (OpPMbl KOMMYHHKAIMM, OCYIIECTBIsIEMble Yepe3 IUIaTHbIE CpPEeICTBa
pacrpocTpaHeHus HHPOPMALUU U UCXOASIINE OT YETKO OIPEIEIIEHHOIO HICTOUHHUKA,;

0) MepomnpusiTUs, HUMEIOUIME IeJbI0 C T[OMOIIbIO OINpeAENeHHbIX JEMCTBUM CO3/1aTh
IICUXOJIOTMYECKUHA KJIMMAT TOHMMAHUS W B3aUMHOIO JOBEPUS MEXAY MPEANPUATHEM U €ro
Pa3IMYHbIMU ayAUTOPUSIMH;

B) IEPCOHAJbHbIE KOMMYHHUKAIMM C IIeJbI0 MOOYKIEHHUsS MOTpeOUTEeNs K HEMEAJCHHBIM
JENCTBUAM (TIOKYIIKE);

I') JaHHOE OIIPENEIEHUE OTCYTCTBYET.

37. Kakoe MecTO HA ra3eTHOM 10J10Ce SBJIACTCS HAMJIYYIIHM /18 BOCIIPUATHS S
a) B HWKHEH 4acTH MepBOil CTpaHUIIbL;

0) mpaBblif BEpXHHI yroJ Ha JEeBOH MoJI0CE;

B) IIpaBbIi BEPXHUI YroJl Ha MPaBoi MoJIoCe;

T') JeBBI HUKHUI yTOJI Ha JIEBOM TOJIOCE.

38. Kakme cpeacrBa BO3eiicTBHSI He BKJIKYaeT B ce0f KOMILIEKC MapKEeTHHIOBBIX
KOMMYHHUKAIUI:

a) pekyiama;

0) CTUMYJITUPOBAHUE TPOJIAK;

B) HACHJIHE;

I') JUYHBIE TPOJAXKH;

1) YTOBOPBI.

39. VYkakuTe BepHbIe YTBEePK/ICHHS:

a) caboil CTOPOHOM pEeKJIaMbl B ra3eTax sIBISACTCS HE3HAUUTENIbHAS ayJIUTOPUSI «BTOPUUYHBIX
yUTaTeIICH;

0) MpPEerMyIIIECTBOM HapyKHOU PEKJIAMBI MOXKHO CYMTATh BEICOKHI YPOBEHb YMOIIMOHAIIBHOTO
BO3JICHCTBHS,

B) peKjiama B ypHajlaX UMEET BBHICOKOE Kaue€CTBO BOCIPOU3BEICHUS U BOCIIPUHUMAETCS KaK
JIOCTOBEPHAs M TIPECTUIKHAS;
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F) HEAO0CTAaTOK TEICBU3HOHHOMN PCKIIaMBbI 3aKJIIOYACTCsA B MHUMOJICTHOCTH PCKIAMHOI'O
KOHTAaKTa IIpu BBICOKOH €T'0 CTOMMOCTH.

40. VYkaxkuTe HeBepHOe YyTBepkKIACHUE:

a) K OCHOBHBIM BHJAM paAUOPEKIaMbl OTHOCSIT: MY3bIKaJbHbIE 3aCTaBKH; >KaHPOBBIC
CLUEHKU; IpsAMOe 00BABICHUE; OPUTHHAIBHOE F0JI0OCOBOE MPEICTABICHHUE;

0) B HacTosIIee BpeMs MPOBOJHOE paauo sBIseTcs Hed(D(EKTHBHBIM B KAa4eCTBE CPEICTBA
pacrnpocTpaHEeHUs paJuOpPEKIaMbl;

B) JJIA TPUBJICUYCHUS U YACPKAHWS BHUMAaHUS TEKCT PaJUOPEKIaMbl JOJKEH OTINYAThCS
BBEICOKOH NUHTCHCHUBHOCTBIO,

I') CTOUMOCTb pa3MeIleHUs paJuOpPEKIaMbl HA MECTHBIX pPaJIMOKaHANIaX Topa30 HIKE, YeM Ha
MECTHOM TCICBUICHUU.

41. OT 4yero He 3aBHCHT IJIaTA 32 pa3MellleHHe HAPYKHOM peKJIaMbl:
a) OT pa3MepOB HAPYKHOU PEKIaMBI;

0) OT TepPUTOPUATILHBIX TPAHUI] pa3MEIICHUS;

B) OT BUJIa PEKJIaMUPYEMOT0O TOBapa;

I') OT OCBEIIEHHOCTH PEKJIaMHOI'0 MECTa;

1) OT OpPraHU3alMOHHO-TIPABOBOM (POPMBI peKIaMOaaTENs.

42. KoMMyHHUKaTHBHasi CTpPaTerusi BTATHBAHNS 3aKJII0YACTCH:

a) B COCPEAOTOUYCHUN OCHOBHBIX KOMMYHHUKAaTUBHBIX yCI/IJ'II/II\/’I Ha TOPTOBBIX TOCPCAHUKAX

0) B COCpEZOTOYCHUN OCHOBHBIX KOMMYHHUKATHBHBIX YCUJIMNA HAa KOHEUHBIX MTOTPEOUTEIAX;

B) B COCPEIOTOYEHHU ONTHUMAJIbHO pAaCIpe/leeHHbIX KOMMYHUKATHBHBIX YCWJIMHA Ha
IIOCPEAHUKAX U KOHEYHOM CIIPOCE.

43. Kakmue ¢aKkTopbl BIAUSIOT HA pa3Mep PeKJIaMHOIo0 Or1Kera:
a) IleHa TOBapa;

0) pa3Mepbl phIHKa, TIOJIEXKAIIIE 0XBATy PEKJIAMHBIM BO3/IEHCTBHEM;
B) YHCJIEHHOCTh paOOTHUKOB B OT/IE€JI€ MAPKETUHT 4,

r) atan XXIT;

1) IPOU3BOJICTBEHHBIN MOTEHLIUAJ NPEANPUATHUS;

€) OTJIMYUTENbHbIE CBOMCTBA TOBApa.

44. Kakoii un3 wmeroa0oB (GOPMHPOBAHMS PEKJIAMHOr0 OHOJKeTa HCIOJb3yeT
TYPKOMIIAHHUSI, €CJIH OHO €KeKBAPTAJIBLHO OTYHC/IseT Ha pekyaamy 7,5 % o1 00beMOB MpoaaN«K:

a) hopMupoBaHHe OIOJKETa PEKIIaMbl 10 OCTATOYHOMY MPUHIIMITY;

0) hopmupoBaHue OrOPKETa PEKIIAMBI METOZOM KOHKYPEHTHOTO TTApUTETa;

B) popMHpoBaHue OI0KETa PeKIaMbl, UCXOIs U3 LieJeH u 3a1ay;

r) hopMupOBaHKE OIOHKETA PEKJIaMBI METOJIOM (PHMKCHPOBAHHOTO TIPOIICHTA.

45. Kakue TesileBM3MOHHBIe Tmepenauu, corigacio P3 «O pexkname», He
AOMYCKAETCH NPephIBATh PEKJIAMON U COBMEIIATh C HEeM:

a) IeTCKHUe 1 00pa3oBaTeIbHbIC MEpeayn;

0) HOBOCTHBIE Mepeiayy, JIUTEIHLHOCTHIO Ooliee 15 MUHYT;

B) IpSIMbIE TPAHCIISILIUY CIIOPTUBHBIX COPEBHOBAHUIA;

T') peIMTHO3HbIE TIepeaayn;

1) HOBOCTHBIE TIEpe/layu, IITUTEILHOCTHIO MeHee 15 MUHYT.

46. YxkakuTe HeBepHbIe YTBEpPsKICHHA:
a) Hapy)KHas pekjiamMa He JOJDKHA MMEeThb CXOJICTBA C JOPOKHBIMH 3HAaKaMM U yKa3aTelsMH,
yXyAumarh BUAUMOCTb U CHUXKATh O€30I1aCHOCTb JBM)KEHUS;
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0) pacmpocTpaHeHHME pPEKJIaMbl Ha  TPAHCIOPTHBIX  CPEACTBaX, OOOPYIOBAaHHBIX
CHeIMaTbHBIMU CBETOBBIMH M 3BYKOBBIMU CUTHAJIAMH, 3aIPEIICHO;

B) pa3pelnaeTcs HaHOCUTh Ha TPAHCTIIOPTHBIE CPEACTBA PEKIaMy, KOTOpasl M0 M300paKeHUIO,
[BETY W MECTY pAaCIOJIOKEHUS HMEET CXOACTBO C I[BETOTpaMuecKUMU CXeMaMU OKpPaCKH
TPAHCIIOPTHBIX CPEJICTB CHEIUATBHBIX U ONEPATHBHBIX CITYKO;

r) pekiaMa ajKorojss MW TabauyHbIX W3AETUHA MOXET cojepkaTh HWH(}opMmanuo o
MOJIOKUTENBHBIX TEPANEBTUYECKUX CBOMCTBAX JAHHBIX TOBApPOB U MPEACTABIATH HX BBICOKOE
coJiep’KaHue B MPOAYKTE KaK TOCTOMHCTBO.

47. Kr0 MOXKeT ABJATHCH aAPecaTOM MAPKETHHIOBbIX KOMMYHHMKAIUIA:
a) peasibHbIe MOKyIaTelu;

0) noTeHUHaIbHbIE TIOKYTIATENH;

B) MapKETUHIOBbIE MOCPEAHUKY;

I') KOHTaKTHBIE ayIUTOPHH,

1) TOCTaBILUKH;

€) COTPYIHUKH HAIIETO MPEINPHUATHS,

) BCE BBIILIE IEPEUUCICHHOE BEPHO.

48. Kaxk Ha3pIBaeTcs peKjaMa, KOTopasi NIpeacTaBJsieT O0IIeCTBEHHbIE MHTepechbl M
HAINIpaBJIeHA HA JOCTH:KeHUe 001eCTBEHHO 3HAYMMBIX 1leJIei:

a) IPeCTIKHAS;

0) conmanpHas;

B) KOCBEHHasl.

49. Kakas peksama, corjiacHo @3 «O pekiiame», IBJISETCS CKPBITOM:

a) KOTopas OKa3blBa€T HE OCO3HABAaeMOE IOTPEOUTENIEM pEKJIaMbl BO3AECHCTBHE Ha €ro
BOCIIPUATHE;

0) KoTopasi HampaBiieHa Ha (opMupoBaHUE OJArONPHUATHOTO OOIIECTBEHHOTO MHEHHUS O
MPEINPHUITHH U €T0 TOBapax;

B) KOTOpAasi TMOSIBIISIETCSL B CPEACTBAX pa3MEIICHUs PEKIaMbl KpaitHe PEIIKO.

50. MoxnHo Jam cyUTaTh CAYXHM (MOJBY O XapaKTePHMCTHKaX TYpPHPOAYKTa)
HeopMaTbHBIMM MAPKETHHIOBBIMM KOMMYHHUKANMAMM:

a) MOXKHO, TaK KaK OHH MOTYT T€HepUpPOBAThCS CAaMOW TypKOMIaHUEH U cTaTh 3()(HEKTUBHBIM
cpeAcTBOM (pOpMHUPOBaHUS 3aIJIAHUPOBAHHBIX B3aMMOOTHOILIEHUH C LI€JEBBIMH Ay IUTOPHIMU;

0) Hemb3s, TaK KaK OHM BO3HUKAIOT CaMOINPOHM3BOJIBHO WM «Ojarogaps» KOHKYypeHTaM WU
CYLLECTBYIOT BHE BCSIKOM 3aBUCUMOCTH OT MapKETHHIOBBIX KOMMYHHUKALIUH.

B) M MOXHO U HEJIb3s1 — BCE 3aBUCUT OT TOT'O, KTO T€HEPUPYET CITYXH.

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.



29

3. Non-personal communication channels include:
a) communication with the audience;

b) newspapers, magazines;

¢) 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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c) 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;

¢) 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;

1) 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;

¢) 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;

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

d) all statements are true.

30. Which of the following 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;
) 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;

c¢) 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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c) 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;

¢) 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;

¢) 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;

¢) 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;

) 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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6. YueOHO-MeTOAM4YecKOe M HHPOPMALMOHHOE O0ecriedeHue U CIUTINHbI
6.1 Cnucox MCTOYHUKOB H JIMTEPaTyphI

HcTounuku

OcHOBHbIE

®enepanbhblil 3akoH «O pexiname» oT 13.03.2006 Ne 38-D3 (IIpunsar I'Z] ®C PO 22.02.2006,
neiictByromas penakuus oT 08.03.2015) // http://www.consultant.ru/popular/advert/

JIureparypa

OCHOBHas

HdypoBuu, A. I1. Pexnama B Typusme : yue6Hoe nocobue / A. I1. Jlyposuu. — 5-e u3za., nepepad. u 1011
— Mocksa : UH®PA-M, 2020. — 158 c. — (Bsicmiee obpazoBanue: Maructparypa). - ISBN 978-5-
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www.moscomtour.mos.ru — Caiitr Komurera mno TypusMy U TOCTUHHUYHOMY XO3SIICTBY

ropoja

MockBEI

www.russiatourism.ru — Caiit denepanbHOro areHTcTBa 1Mo TypusMy PO www.unwto.org — Caiit

BcemupHOH TypHCTCKOM OpraHU3alun

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

HNudopManinoHHO-aHATUTHYECKOE areHTCTBO «CounanbHas peKiama.ru» URL:
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HanmonanwsHas snexktponHas 6ubnnoreka (H3b) www.rusneb.ru
ELibrary.ru Hay4nas snexktponHas 6nbimnorexka www.elibrary.ru
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Cambridge University Press

P
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roQuest Dissertation & Theses Global
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6.3 IIpodeccuonajibHbIe 6a3bl JAHHBIX U HH(POPMALIMOHHO-CIIPABOYHbIE CHCTEMbI

Joctym k nmpodeccruoHanbHbIM 0a3aM naHHbIX: https:/liber.rsuh.ru/ru/bases

WNHupopmalinoHHbIE CLIPABOYHBIE CUCTEMBI:

1.

2

7.

Koncynpsrant [Liroc
. T'apanr

MarepuanbHo-TeXHHYECKOe o0ecneyeHne JUCIUIIUHbI
[Ipu mnpoBeneHUM 3aHATUN HCHONB3YETCS ayAUTOpPHUs, OOOpPYJOBAHHAS MPOECKTOPOM JUIst

otoOpakeHUs] Tpe3eHTanmidi. KpoMe TOro, mpu NpPOBEACHUHW JICKIMHA W TMPAKTHUECKUX 3aHITHN
HE0OXO0 UM KOMITBIOTEp C YCTAHOBJICHHBIM HAa HEM Opay3epoM U MPOTPaMMHBIM OOECIICUYECHUEM IS
neMoHcTparuu npe3enTaiuii (Power Point u ap.).

Jlist caMocTosATenbHON paboThl CTYIeHTY HeoOxomum aoctyn k ObC m3garenscTBa «HOpaim)

(biblio-online.ru), apxuBy ucciaenoBarenbckux xxypHaioB JSTOR, MHB/I Scopus u Web of Science.
[TepcoHanbHBIE KOMITBIOTEPHI, OCHaIeHHBIE omnepanuoHHou cucremoir OC MS Windows (XP u

BBIIIIE),

nporpammHubIM obecrieuenneM MS Office 2003—-2010, moctymom B MHTEpHET Uepes Opaysep

Google Chrome wiu Opera, oOHOBIIIEMOH aHTHBHPYCHOU 3amuToil Symantec Endpoint Protection.

CocTtaB mporpaMMHOTO 00€CTICUCHHUS
IIpu nposedenuu 3ausmuti 6e3 cneyuanrvrozo 110 (moavko demoncmpayus npesenmayuii, nn.3-9

Heobxo

1.

2
3
4
5.
6.
7
8
9
1

OUMO y0anums)

Windows

Microsoft Office
Kaspersky Endpoint Security
Adobe Master Collection
AutoCAD

Archicad

SPSS Statisctics

OC «Anbpt O6pazoBaHue»
. Visual Studio

0. Adobe Creative Cloud

[TpodeccrnonanbHbIe MOJHOTEKCTOBBIE 0a3bl JAHHBIX:
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HanmonanwsHas snexktponHas 6ubnuoreka (HOb) www.rusneb.ru
ELibrary.ru Hayunas snexktponHas 6ubanoreka www.elibrary.ru
OnexTponHas 6ubnmoreka Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

XN RN =

WupopmaninoHHble CLIPaBOYHBIE CUCTEMBI:
3. Koncynsranr ITnroc
4. Tapanr

8. O6ecneuenue 00pa3oBaTeIbLHOIO MpoLECcca sl JUI ¢ OTPAHNYEHHBIMH BO3MOKHOCTAMU
310POBbSI U HHBAJIN/I0B

B xonme peamuzanuu JUCHUIUIMHBI HCIOJB3YIOTCS CIEAYIOLIUE JOMOJHUTEIBHBIE METOIbI
o0ydeHHsI, TEKyIIero KOHTPOJS YCHEBAEGMOCTH W TIPOMEXKYTOYHOH aTTeCTallud OOYyYarolmuxcs B
3aBHCHMOCTH OT UX WHAUBUAYAIbHBIX OCOOEHHOCTEH:

® ISl CIIENBIX M CIHAOOBUAALINX: JIEKIMH OQOPMIIIOTCS B BHJE DJEKTPOHHOTO JOKYMEHTA,
JOCTYITHOTO C TIOMOIIbI0 KOMIIBIOTEPA CO CHELUATU3UPOBAHHBIM HPOTPAMMHBIM OOECIIEUCHHEM;
MUCHMEHHBIC 3a/IaHUS BBITOJNHAIOTCS Ha KOMITBIOTEpE CO CHEIHATH3HPOBAHHBIM IPOTPAMMHBIM
obOecrie4yeHHeM WM MOTYT OBbITh 3aMEHEHBI YCTHBIM OTBETOM; OOECTEeUMBAETCS HMHIUBUIYaJIbHOE
paBHOMepHOe ocBemieHne He MeHee 300 JIOKC; I BBIMOJIHEHUS 3aJaHUs TpU HEOOXOAMMOCTH
NPEJOCTABIIAETCSl YBEIMUYMBAIOIIEE YCTPOWCTBO; BO3MOXKHO TAaK)X€ HCIOJIb30BaHHE COOCTBEHHBIX
YBEJIIMYUBAIONINX YCTPOUCTB; MUCHMEHHBIC 3aJIaHHs O(DOPMIISIFOTCS YBEIMYCHHBIM MPU(TOM; SK3aMeH
1 324€T MPOBOJATCS B YCTHOM (hOpPME MIIH BBITIOJIHSIOTCS B MMCbMEHHOM (DOpMe Ha KOMIIBIOTEPE.

® ISl TIYXUX W CIa0OCHBIIIANINX: JIEKIUH O(QOPMIISIFOTCS B BUJAE 3JCKTPOHHOTO JOKYMEHTA,
aub0  TpeaocTaBiseTCs  3BYKOYCHJIMBAIOIIAs — ammaparypa HMHIUBUAYaJbHOTO  IOJIb30BAHMS,
NMUCHMEHHBIC 33JaHUsl BBIMOJNHSIOTCS HAa KOMITBIOTEpPE B TNHCHMEHHOH (Qopme; dK3aMeH W 3a4éT
MIPOBOASTCS B MUCbMEHHOM (popMe Ha KOMIIBIOTEPE; BO3MOYKHO MPOBEIEHUE B (JOpME TECTUPOBAHMUS.

® ISl JIUI] C HAPYUICHHUSMHU OIOPHO-ABUTaTEIFHOTO ammapaTa: JEKIUH O(OpMIISIOTCS B BHIE
AIIEKTPOHHOTO JOKYMEHTa, JOCTYMHOTO C TOMOIIBI0 KOMIBIOTEpPA CO CHEHUATM3UPOBAHHBIM
NPOTPaMMHBIM ~ OOecrieueHHeM; THChMEHHBIE 3a/laHUsl  BBIOJNHSIOTCS Ha KOMIIBIOTEPE CO
CTCIUAIM3UPOBAHHBIM MPOTPAMMHBIM 00ECIIEUEHUEM; IK3aMeH U 3au€T MPOBOJATCS B YCTHOH hopme
WM BBITIOJTHSIOTCS B MTUCBMEHHOM (hopMe Ha KOMITBIOTEpE.

[Tpu1 HEOOXOIMMOCTH MPETyCMATPUBACTCS YBEIMUCHUE BPEMEHH ISl TOJITOTOBKH OTBETA.

[Tporienrypa mpoBeneHHUsS MPOMEKYTOYHON aTTECTAIMH Ui O0yYarOIIUXCsS yCTaHABIMBACTCS C
y4ETOM WX MHIMBHIYaJTbHBIX NICHXO(H3HUecKuX ocoOeHHOCTeH. [IpoMexyTouHast aTTecTalus MOXKET
MIPOBOJUTHCS B HECKOJIBKO ITAIIOB.

[Ipu mnpoBeneHUM NPOIEIYpPhl OLCHUBAHHS PE3YJIbTaTOB OOYUYEHHs MPEIyCMaTPUBACTCS
UCTIOJIB30BaHUE TEXHUYECKUX CPEJICTB, HEOOXOIMMBIX B CBSI3U C MHIAMBHIYaJbHBIMH OCOOCHHOCTSIMHU
oOydJaromuxcsi. OTH CpeAcTBa MOTYT OBbITh MIPEIOCTAaBIEHBl YHHUBEPCUTETOM, WM MOTYT
MCTIOJIB30BATHCS COOCTBEHHBIEC TEXHUYECKHE CPEJICTBA.

[TpoBeneHue mporeaypbl OLICHUBAHHS PE3YJIbTATOB OOYUYCHHS JOMYCKACTCS C MCIOJIb30BAaHUEM
JUCTaHIIMOHHBIX 00pPa30BaTENbHBIX TEXHOIOTHH.

ObecnieunBaeTcss NOCTYNl K WHGOPMAIMOHHBIM M OuOIMOrpaguueckuM pecypcam B CETH
WuTepHeT i Kaxkoro odydaronierocs B popMax, alaiTHPOBAHHBIX K OTPAHUYCHUSM UX 3I0POBbS U
BOCIIPHSTHS UHPOPMALIUY:

® sl CIenbIX W cHabOBUIANIMX: B IEYaTHOW (opMe yBETMYEHHBIM MPUPTOM, B (dopme
AJIEKTPOHHOT'O JIOKYMEHTa, B (hopme ayanodaiina.

® IS TIYXUX ¥ cIa0O0CTbIIIanux: B IeyaTHoil popme, B popme IIeKTPOHHOTO TOKYMEHTA.



39

® Ui 00y4alOMIMXCs ¢ HApYIIEHUSIMH OTIOPHO-BUTATEILHOTO anmnapaTa: B rne4atHoi ¢opme, B
dhopme MEeKTPOHHOTO TOKYMEHTa, B (hopme aynnodaiina.

VY4eOHble ayIUTOpUU Al BCEX BHUJOB KOHTAKTHOM M CaMOCTOSITENIBHOM paboThl, HayuyHas
OubimoTeka M WHBIE TOMENIEHHUsS i OOY4YEeHHs OCHAIEHBI CIEMUaTbHBIM O00OpYAOBAaHHEM U
y4eOHBIMU MECTaMH C TEXHUYECKUMHU CPEJICTBAMU O0yUEHUSI:

® IS CHENbIX U CIa0OBUIAIINX: YCTPOWCTBOM JUIl CKAaHUPOBAHMS U YTEHUs ¢ Kamepoil SARA
CE; nucnineem bpaiing PAC Mate 20; npuntepom bpaitng EmBraille ViewPlus;

® sl TIIyXUX M ClHa0OCTBIIIANINX: aBTOMATH3HMPOBAHHBIM pPabOYUM MECTOM Ul JIIOJEH C
HapyLIEHUEM CIyXa U c1a0O0CIbIIalX; aKyCTHUECKHN YCUIIUTENb U KOJIOHKH;

® sl OOyYaroUMXCs C HApYLICHUSMH OINOPHO-JABUraTeIbHOIO ammapara: IepeaBHKHBIMHU,
perynupyeMbpiMu 3proHoMuueckumu maptamMmu CHU-1; KOMIOBIOTEpHON TEXHUKOH CO CIEIHATIbHBIM
IPOTrPaMMHBIM 00€CTIeUeHHEM.

9. MeToan4yecKkne MaTepHaJIbl

9.1 Tlnanbl CEeMUHAPCKUX/ MPAKTHYECKUX/ JaG0PATOPHBIX 3aHATHI!

Tema 1. IloHsiTHE U CYIIHOCTH PeKJIAMBI
Bonpocul ona 0b6cyarcoenus:
1. CymHOCTb peKJIaMBl.
2. Pa3zHooOpa3ue noaxo 0B K ONPEAEICHUIO PEKIIAMBI.
3. XapakTepucTuka  OCHOBHBIX  (DyHKIMN  pekigamMbl  (IKOHOMHYECKas, couanbHas,
KOMMYHHUKaTHBHasA, 00pa3oBaTeIbHAast/BOCIUTATEIbHAS ).
4. llenu v 3a1a4u peKIaMbl B TYPU3ME.
5. Knaccuduxkaius pexiaMsl B TypU3Me.
3aoanue:
Hanucats 3cce Ha OHY U3 IIpeaIaraéMblxX TEM:
1. Peknama u o01iecTBo.
2. Pexsiama B MO€M KU3HHU.
3. BnusiHue pexyaMbl Ha )KM3Hb COBPEMEHHOIO YEJIOBEKA.

Crnncok nureparypst:
Hyposwuu, A. I1. Peknama B Typu3me : yuebnoe mocobue / A. I1. JlypoBud. — 5-¢ u3j., mepepad. u J1o1.
— Mocksa : UHOPA-M, 2020. — 158 c. — (Bsicmiee o6pazoBanue: Maructpatypa). - ISBN 978-5-
16-015516-6. - Tekcer : anekrponHsbIil. - URL:https://znanium.com/catalog/product/1039322
Ctpareruu u COBpeMEeHHbIE TPEH bl Pa3BUTHUS MPEANPUITUN TYPUCTCKOTO U TOCTUHUYHOTO OU3Heca -
2021: marepuans [V Beepoccuiickoit HaygyHO-TipakTH4eckoil koHpepenun 23 anpens 2021 r. / mox
pen. E. E. Konosanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektponsslii. - URL:
https://znanium.com/catalog/product/1861571
Pa3pa0oTka u mpakTUKa BHEIPEHUS CTPATETMUECKUX YIPaBIEHYECKUX MMPOEKTHBIX PEIIEHUH Mo
Pa3BUTHIO TOCTUHUYHOIO U TYPUCTCKOro OM3Heca: MaTepuansl MexyHapoIHOM Hay4HO-
npaktuyeckor koHpepenuu 27 centsaops 2019 r. / mox pex. E. E. KonoBanooi. - Mockaa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexkTpoHHbId. - URL:

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

Tema 2. Tpaguuuu U COBpeMeHHOE COCTOSTHHE PeKJIAMbI
Tema 0oknaoos:
® (Oco0EHHOCTH, TEHACHIIMU U TIPOOJIEMbI Pa3BUTHS OTEUECTBEHHOTO PHIHKA PEKIIaMBbI.

! IInan 3ausTHA CTPOUTCS B COOTBETCTBHUU CO CprKTypOﬁ JUCHUITIINHBI (HZ) Paznensl miana BKITIOYAIOT: Ha3BaHUE TEMbI, KOJIMYCCTBO
4acos, q)OpMy IMPOBCACHUS 3aHATHUSA, €r0 COLCPIKAHUC (BOHpOCLI JJIs 06Cy)KZ[eHI/I$I, 3aJaHusl, KOHTPOJIbHBIE BOIPOCHI, KEHUCBI U T.l'[.),
CIIUCOK JIUTEPATYPHI. HpPI HeO6XO}:[I/IMOCTI/I, IUIaHbl HNPAKTHUYCCKUX H na6opaTopHle 3aHATUN MOI'yT COACpKaThb YKazaHus 10
BBITIIOJTHCHU IO 3a;[a1-my”1 )44 Tpe603a1-1m{ K MaT€pUuaJibHO-TEXHUYECKOMY 00€eCIIeUEHUIO 3aHATHSI.


https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
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¢ B03MOYXHOCTH HOBAaTOPCTBA U TBOPYECTBA B PEKIIAME.
Koumponvhuvie 6onpocui:

* 3apoxaeHue peKkiaMbl B [[peBHEM Mupe.

¢ Pexiytama B 3anagHoit EBpore n CIIA.

¢ lcropus pexiamsl B Poccun.

Crnucok nureparypsl:
Hyposwuu, A. I1. Peknama B Typusme : yuebnoe nocodue / A. I1. [lypouu. — 5-e uzna., nepepa0. u J1o1.
— Mocksa : MTHOPA-M, 2020. — 158 ¢. — (Bsicinee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anekrponnbiit. - URL:https://znanium.com/catalog/product/1039322
Ctparteruu v COBpeMEeHHbIE TPEH bl Pa3BUTHUS MPEANPHUITUN TYPUCTCKOTO U TOCTUHUYHOTO OM3Heca -
2021: matepuansl [V Beepoccuiickoil HayuHo-nipakTHyeckoit koHdepenmuu 23 ampens 2021 r. / nox
pen. E. E. KonoBanoBoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Teker : 3nexktponssiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3pa0oTka u mpakTUKa BHEIPEHUS CTPATETHUECKUX YIPaBIEHYECKUX MPOEKTHBIX PEIIEHUH 10
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOr0 OM3Heca: MaTepuaisl MexxyHapoIHOM Hay4HO-
npakTudyeckoit koupepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaitnc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexkTpoHHbii. - URL:

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

Tema 3. PexsiaMa B KOMILIEKCEe MAPKETHHIa

Temvl 00K1a008:

® Oco0eHHOCTH peKJIaMbl Ha Pa3HbIX CTAJAUAX KU3HEHHOTO LIMKJIA TOBapa/yCiayru

¢ Cnemnduka BTL-peknambl

KoumponvHuvle 6onpocur:

¢ [loHsTHE CHCTEMbI MAPKETUHIOBOM KOMMYHHUKAIIUHU, €€ POJIb B KOMIUIEKCE MAPKETHHTA.
® B3anMOCBs3b pEKIaMbl C OCHOBHBIMU CPEICTBAMU MapKETUHIOBBIX KOMMYHUKALIUH.
3aoanue:

MOJArOTOBUTH MHMBHIyaJIbHOE COOOIIEHUE Ha OJJHY U3 MPEATIOKEHHBIX TEM.

1. Mepuenaai3uHr U peKiiaMa Ha MeCcTe MPoAaK Kak HHCTpyMeHThl BTL — pexitamsl.
2. CrumynupoBaHHe NpoJax kak HHCTpyMeHT BTL — pexnamsl.

3. CrumynupoBaHue cObITa Kak HHCTpyMeHT BTL — pexnamsl

4. Ilpsimoit MapKeTHHT Kak MHCTpYMeHT BTL — pexnamsl.

[Tpomakt rumiicmenT (product placement) kak naCTpyMeHT BTL — pexmamer

Crnucok nureparypsl:
Hyposuu, A. I1. Peknama B Typusme : yuebnoe nocodue / A. I1. [lypoBud. — 5-e uzna., mepepad. u 1o1.
— Mocksa : UH®PA-M, 2020. — 158 c. — (Bricuiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anekrponnsIil. - URL:https://znanium.com/catalog/product/1039322
Ctparteruu u COBpEMEHHbIE TPEHbI Pa3BUTHUS MPEANIPUATHN TYPUCTCKOTO U TOCTUHUYHOTO OHM3HEca -
2021: matepuansl [V Beepoccuiickoit HayuHo-nipakTudeckoit koHdepenmuu 23 ampens 2021 r. / mox
pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektpoHHsii. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 nmpakTHKa BHEAPEHUS CTPATETMYECKUX YIPABIEHYECKUX TPOEKTHBIX PEIIEHUH 1O
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOTO OM3Heca: MaTepuanbl MexyHapoIHOW HaydHO-
npakTudeckoit koupepenuuu 27 cenrsops 2019 r. / mox pen. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekct : anextponHsii. - URL:

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

Tema 4. CounajibHO-NICUX0J0THYECKHE OCHOBBI PeKJIaMbl
Bompocsr:
. CriocoObl TpUBJICYCHHS] 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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. Oco0eHHOCTH MOTPEOUTENHCKON MOTHBAIIMU TIOTPEOUTENEH TYPYCIIYT.

. Peknama kak MeTOJ] ynpaBJICHHUS JIIOIbMH.

. Hcnonp3oBaHue B peKiaMe OCHOBHBIX MOJ0XKEHUN TEOPUU KOMMYHHKAIINH.

. BrnusiHre XapakTepUCTHK LENEeBOH ay TMTOPHH Ha MPOIECC BOCTIPUATHS PEKIIAMBI.

Crnucok nuTeparypsbl:
Hyposwuu, A. I1. Peknama B Typusme : yuebnoe nmocodue / A. I1. JlypoBuu. — 5-e uzn., mepepad. u 1o1.
— Mocksa : UH®PA-M, 2020. — 158 c. — (Bsicmiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcrt : anexkTpoHHbIN. - URL:https://znanium.com/catalog/product/1039322
Ctparternu u COBpEMEHHBIE TPEHBI Pa3BUTHUS MPEANIPUITHN TYPUCTCKOTO U TOCTHHUYHOTO OHM3HEca -
2021: marepuansl IV Beepoccuiickoil HayuyHo-nipakTHueckoil koHpepenuu 23 anpens 2021 r. / mox
pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektpoHHsii. - URL:
https://znanium.com/catalog/product/1861571
PazpaboTka 1 mpakTHKa BHEIPEHHUS CTPATETHUECKUX YIPABICHYECKUX MMPOEKTHBIX PEIICHUH 110
Pa3BUTHIO TOCTUHUYHOTO ¥ TYPUCTCKOTrO OM3Heca: MaTtepuaibl Mex1yHapoJHON HaydHO-
npakTuaeckoi koHpepenuuu 27 centsops 2019 r. / nox pen. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekct : anextponHsii. - URL:
https://znanium.com/catalog/product/1861562

Tema 5. HopmaTuBHo-npaBoBasi 6a3a peKJIaMHOM J1eITeJIbHOCTH

Bonpocuwi:

® 13yuyuTh 3aKOHOJATENILCTBO O pekinaMe. COCTaBUTh KOHCIIEKT.

¢ U3yuuth ocHOBHBIE IpuHLUIIEI Kogekca pexkiaaMHo# npakTUKkU. COCTaBUTh KOHCIIEKT

Hcrounuku:
®enepanbhblil 3akoH «O pexiame» oT 13.03.2006 Ne 38-D3 (Ilpunsar I'Z] ®C PO 22.02.2006,
neiictByromas pegakius ot 08.03.2015) // http://www.consultant.ru/popular/advert/

Crnucok nureparypsl:
HypoBuy, A. 1. Pexnama B Typusme : yue6Hoe nocodue / A. I1. JlypoBuu. — 5-e u3za., nepepad. u J1011.
— Mocksa : UTH®PA-M, 2020. — 158 c. — (Bricuiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekct : anexkTpoHHbI. - URL:https://znanium.com/catalog/product/1039322
Ctparternu u COBpeMEHHbIE TPEHIbl Pa3BUTHUS MPEANIPUIATHN TYPUCTCKOTO U TOCTUHUYHOTO OHM3HEca -
2021: marepuansl IV Beepoccuiickoit HayuyHo-nipakTHueckoil koHpepenuu 23 anpens 2021 r. / nox
pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektponHsiit. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 nmpakTHKa BHEAPEHUS CTPATETUYECKUX YIPABIEHYECKUX TPOEKTHBIX PEIIEHUH 1O
Pa3BUTHIO TOCTUHUYHOTO ¥ TYPUCTCKOTrO OM3Heca: MaTtepuainbl Mex1yHapoJHON HaydHO-
npakTudeckoit koupepenuuu 27 centsops 2019 r. / mox pen. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekct : anextponHsiid. - URL:

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

Tema 6. Kiiaccudukanus u XapakTepucTHKA PeKJIAMHBIX CPe/ICTB
Bonpocnwi:
¢ [loHATHe 1 OCHOBHBIE MOAXO/IBI K KJIaCCU(UKAIIUN PEKIAMHBIX CPEJICTB.
e XapaKTepHUCTUKA 3JIEMEHTOB CPE/ICTB PEKIaMbl (TEKCT, H300pa’keHHe, LIBET, CBET, 3BYK, LIPUPT,
PHUCYHOK, TpaueCKue SJIEMEHTHI).
® VYcioBus BBIOOPA PEKIIAMHBIX CPEJCTB.
3aoanue:
HNOJArOTOBUTh MHMBHIyaJIbHOE COOOIIEHUE HAa OJJHY U3 MPEAJIOKEHHBIX TEM.
1. OcobeHHOCTH HUCITOJIB30BAHUS PEKIaMbl TYpU3Ma B TIpecce.


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. Crenuduka Tene- 1 paIuopeKiIaMbl TYPUCTUIECKHUX YCIIYT.

3. Cnenuduka HapYKHOH peKiambl B cepe Typu3ma.

4. Poib KOMIIBIOTEPU3UPOBAHHOMN PEKJIAMBI B IEATENBHOCTH TYPUCTCKOTO IPEIITPHUSTHS.
5. TleuatHas peksama B cpepe Typu3Mma.

Cnucok mrepaTyphl:
Hyposwuu, A. I1. Peknama B Typusme : yuebnoe nmocodue / A. I1. JlypoBuu. — 5-e uzna., mepepad. u 1o1.
— Mocksa : UH®PA-M, 2020. — 158 c. — (Bsicmiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekct : anexktpoHHbIN. - URL:https://znanium.com/catalog/product/1039322
Ctparternu u COBpEMEHHbIE TPEHbI Pa3BUTHS TIPEANIPUIATHN TYPUCTCKOTO U TOCTHHUYHOTO OM3HEca -
2021: marepuansl IV Beepoccuiickoit HayyHo-nipakTHueckoil koHpepenuu 23 anpens 2021 r. / mox
pen. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektpoHHsIi. - URL:
https://znanium.com/catalog/product/1861571
PazpaboTka u mpakTHKa BHEIPEHHUS CTPATETHUECKUX YIPABICHYECKUX MPOEKTHBIX PEIICHUH 110
Pa3BUTHIO TOCTUHUYHOTO ¥ TYPUCTCKOTO OM3HEca: MaTtepuaibl Mex1yHapoJHON HaydHO-
npakTuueckoi koHpepenuuu 27 centsiops 2019 r. / nox pen. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekct : anextponHsii. - URL:
https://znanium.com/catalog/product/1861562

Tema 7. PazpaboTka peky1aMHON NPOAYKIUHA
Tembl 00Kk1a008:

1.  XynoxecTBeHHOE 0()OPMIIEHUE PEKIAMHBIX OOBEKTOB.
2. Komnosunus pekiiaMmsl.
3.  BzaumopeiicTBue BepOaNbHOrO, BHU3YaJbHOI'O, 3BYKOBOTO U PUTMHUYECKOTO psIOB B

pPEeKJIaMHOM COOOIIEHHUH.

4. KomnupaWlTHHI: CyIIHOCTb U IPaBUIIA.
KoumponvHuvie onpocbwi:
e Meroauka pa3pabOTKH peKJIIaMHBIX MaTepUAJIOB.
e CrpyKTypa pEKJIaMHOTO OOpallleHHss M XapaKTEepPUCTHUKA OCHOBHBIX AJIEMEHTOB BepOAbHOM
4acTH (CJI0raH, 3arojIOBOK, OCHOBHOM peKIaMHBIN TEKCT, 3X0-(hpasa).
e [Ipuemsl co3anusl peKIaMHbBIX COOOIIEHUH.
¢ BriOop cpencTs pacnpocTpaHeHus pexiambl. [IpenmyiiecTBa U HEJOCTATKH OCHOBHBIX CPEJICTB
pacnpoCcTpaHEeHUs PEKJIaMBI.
Crucoxk nureparypsbl:
Hyposwuu, A. I1. Peknama B Typu3me : yuebnoe mocobue / A. I1. JlypoBud. — 5-¢ uz ., mepepad. u 101.
— Mocksa : UHOPA-M, 2020. — 158 c. — (Bsicmiee o6pazoBanue: Maructpatypa). - ISBN 978-5-
16-015516-6. - Tekcer : anekrponHbIil. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBpeMEHHBIE TPEHAbI Pa3BUTH MPEANPHUATUN TYPUCTCKOTO U TOCTUHHUYHOTO On3Heca -
2021: marepuans IV Beepoccuiickoit HaygyHO-TIpakTH4ecKoil koHpepenmn 23 anpens 2021 r. / mox
pen. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anexktponHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 mpakTHKa BHEAPEHUS CTPATETUYECKUX YIPABIEHYECKUX MTPOEKTHBIX PEIICHUH O
Pa3BUTHIO TOCTUHUYHOIO U TYPUCTCKOro OM3Heca: MaTepuanbl MexxyHapoIHOM Hay4HO-
npakTuyeckor koHpepenuu 27 centsaops 2019 r. / mox pex. E. E. KonoBanooi. - Mockaa :
Pycaitnc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexTpoHHbId. - URL:

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

Tema 8. Cnenuduka pexiaambl B Typuzme. @opmupoBanune OpeHaa ToBapa, 1eCTHHAIMI
3adanusa:
1. [ToArOTOBUTH MHAWBHYyAILHOE COOOIICHUE HA OJTHY U3 MPE/IOKESHHBIX 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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¢ Crneuuduka TyprnpoayKTa, onpeaesstomas 0coOeHHOCTH peKIaMbl., OpeHa
e ToBapHBII 3HaK M 3JEMEHTH (PUPMEHHOTO CTHIIS TYPHCTCKOTO TPEANPHATHS KaK CpelCTBa
pexiiaMbl U PR B Typusme.
¢ Peknama TypnpoIyKTa Ha BBICTaBKaX U spMapKax.
* Peknama TypucTCKUX JecTuHamii. @opMupoBanue OpeHaa

2. TlpoBecTH KOHTEHT-aHAJIM3 PEKJIAMHBIX COOOMICHWH TYpPYCIyT C MENbI0 BBISBICHUS
0COOEHHOCTEH cosepKaHusl U WIUTIOCTpalUi B peKJIaMHbIX MaTtepuaiax. [IoAroToBUTh OTYET.

Crnucoxk nureparypsl:
Hyposwuu, A. I1. Peknama B Typusme : yuebnoe nocodue / A. I1. Jlypouy. — 5-e uzna., nepepa0. u J1o1.
— Mocksa : MTHOPA-M, 2020. — 158 ¢. — (Briciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anextponnbIit. - URL:https://znanium.com/catalog/product/1039322
Ctparteruu v COBpeMEHHbIE TPEHbl Pa3BUTHUS MPEANPHUIATUN TYPUCTCKOTO U TOCTUHUYHOTO OU3HEeca -
2021: matepuansl [V Beepoccuiickoil HayuHo-npakTryeckoit koHdepenuu 23 ampens 2021 r. / nox
pen. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anexktponHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3pa0oTka u mpakTUKa BHEIPEHUS CTPATETMUECKUX YIPaBIEHYECKUX MPOEKTHBIX PEIIEHUH 10
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOro OM3Heca: MaTepuaisl MexIyHapoIHOM Hay4HO-
npakTudyeckoit koHpepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaitnc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexkTpoHHbId. - URL:

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

Tema 9. Opranuszauus ¥ ynpasjeHue PeKJIaAMHOM 1eATeJILHOCTHIO B chepe Typu3smMa

KoumponwHule gonpocui:

1. CymHocTh 1 6a30Basi MOJIEJIb OPTAHU3AIMN PEKIAMHOM JESITEIIbHOCTH.

2. [InanupoBaHue peKIAMHON IEATENBHOCTH B Typu3Me. OpraHu3zaius peKIaMHON AeITeTbHOCTH B
TypU3Me.

. B3aumMooTHOIIIEHUST YYaCTHUKOB PEKJIAMHOTO TMpoliecca.

. PexstaMHast kaMITaHUsT KaK HHCTPYMEHT PEKJIAMHOM JIEATEITbHOCTH B TYPH3ME.

5. Pa3pabotka OrokeTa pekiaMHONM KOMITaHuU B cepe TypusMa: (pakTopsbl, BIUSIOUINE HAa pa3Mep

peKIaMHOro OI0JpKeTA.

6. MeToasl hopMHUpOBaHHS PEKIAMHOTO OIOJKETa.

3aoanue:

® COCTaBUTh OTYET 00 OpraHU3alMu PEKIAMHOW MEATENBHOCTH TYPHUCTCKOTO MPEINPUSTHUS IO

pe3yJibTaTaM y4eOHOH 3KCKYpCHH.

Crucok nureparypsbl:

Hyposwuu, A. I1. Peknama B Typusme : yuebnoe mocobue / A. I1. JlypoBud. — 5-¢ uzj., mepepad. u 1o1.

— Mocksa : UTHOPA-M, 2020. — 158 ¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-

16-015516-6. - Tekcer : anekrponHsbIil. - URL:https://znanium.com/catalog/product/1039322

Crpareruu ¥ COBpeMEHHBIE TPEHIbI Pa3BUTHS MPEANPUATUN TYPUCTCKOTO U TOCTUHHUYHOTO OM3Heca -

2021: marepuans [V Beepoccuiickoit HaygyHO-TipakTH4eckoil koHpepenmn 23 anpens 2021 r. / mox

pen. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Teker : anexktponssiid. - URL:

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

Pa3paboTka 1 mpakTHKa BHEAPEHUS CTPATETUYECKUX YIIPABIEHYECKUX MTPOEKTHBIX PEIICHUH MO

Pa3BHUTHIO TOCTUHUYHOTO U TYPUCTCKOTO OM3HEca: MaTepraibl MeXIyHapOIHOW HayqIHO-

npakTuyeckor koHpepenuuu 27 centsaops 2019 r. / mox pex. E. E. KonoBanooi. - Mockaa :

Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexTpoHHbIi. - URL:

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

NS

Tema 10. DpekTUBHOCTH peKJIAMHOM AeATEIbHOCTH


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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KOHmpO]leble e8onpocswl.

1. OxoHomuueckasi  3(G(EKTUBHOCTh:  OCHOBHBIE  TOHSTHS,  CBSI3aHHBIE  C
3P HEKTUBHOCTHIO pEKIaMbl; METOJIbI pacyeTa d3(PPEeKTUBHOCTH PEKIIAMBI.
2. [Icuxonoruueckast 3¢pGEeKTUBHOCTh MPUMEHEHUS CPEICTB pPEKIaMbl: IOKa3aTeau

3P HEKTUBHOCTH, METOABI U3Y4YEeHUS 3PPEKTUBHOCTH.

Cnucoxk nureparypsl:
Hyposwuu, A. I1. Peknama B Typusme : yuebnoe nocodue / A. I1. JlypoBuy. — 5-e uzna., nepepa0. u J1o1.
— Mocksa : MTHOPA-M, 2020. — 158 ¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anextponnbit. - URL:https://znanium.com/catalog/product/1039322
Ctparteruu v COBpeMEeHHbIE TPEH bl Pa3BUTHUS MPEANPHUITUN TYPUCTCKOTO U TOCTUHUYHOTO OM3Heca -
2021: matepuansl [V Beepoccuiickoil HayuHo-nipakTHyeckoit koHdepenmuu 23 ampens 2021 r. / nox
pen. E. E. KonoBanoBoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Teker : 3nexktponssiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3pa0oTka u mpakTUKa BHEIPEHUS CTPATETHUECKUX YIPaBIEHYECKUX MPOEKTHBIX PEIIEHUH 10
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOr0 OM3Heca: MaTepuaisl MexxyHapoIHOM Hay4HO-
npakTudyeckoit koupepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaitnc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexkTpoHHbii. - 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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[Ipunoxxenue 1. AHHOTaLUA
paboueil mporpaMMsbl AUCLUIIIIHHBL

AHHOTALIMSA PABOYEH NPOT'PAMMBI JIJUCHUILJIAHBI

Hucuunnuna «Teopuss m npaktuka PR B coBpeMeHHBIX BHYTPHKOPHOPATHBHBIX
KOMMYHUKAIUAX» pealn3yercs Ha (pakyJapTeTe TypHU3Ma U TOCTENPUUMCTBAa Kadeapoil KylbTypbl
MHUpPa U JEMOKpPATUH.

Leap Kypca COCTOMT B HM3YYEHHHM DPEAJbHBIX MPAKTUK PEKJIAMHOro jena B cdepe yciayr u
Typu3Ma Hapsy € IpPYIMMM KOMMYHUKALIMOHHBIMU IIPOLIECCAMU U TEXHOJIOTHSAMM; B OBJIAJCHUU
OCHOBHBIMM TEXHOJIOTHSIMHA DPEKJIAMHOTO Jejla, IPUEMOB MEANA-IUNIAHUPOBAHUSA W PEKIAMHOTO
KOHCAJITHHIa; (POPMUPOBAHMU NPO(PECCHOHATBHBIX KOMIIETEHIMH B 00JacTH MapKeTHMHIOBOM u
pPEKIaMHOMN JeSTeIbHOCTH, OCYILIECTBICHNS aHAJTUTHUECKUX, IPOEKTHBIX U MPE3EHTAlMOHHBIX paboT B
Toi obnactu. Kypc mnpusBaH ¢GopMHpOBaTh CHCTEMY B3IJIAJ0B HAa COBPEMEHHYIO PEKJIaMHO-
MH(POPMALMOHHYIO IEATEIbHOCTh M MEPCIIEKTUBBI €€ Pa3BUTHSL I CEephI YCIIYT.

M3 nenm Kypca BBITEKAlOT 3aauM, peanus3alys KOTOPBIX B XOA€ HM3YUYEHUS JUCLMUILIMHBI
ITO3BOJISIET JOCTUTHYThH ITOCTaBICHHOM Lenu. 11 TaHHOM IUCHUIIIMHBI IUIAHUPYIOTCSA CIIEIYHOLIUe
oOpa3oBaTelibHbIC 3aJa4H.

- YCBOEHHE CTYJCHTaMH OCHOBHBIX TEPMHHOB M TOHSATHI B 00JacTH PEKIAMHOTO Jela, MX
BKJIIOYEHHUS B IPO(ECCHOHATBHBIN A3bIK CIIELUANNCTA 110 CEPBHUCY U TYPU3MY;

- BKJIIOYCHHE B NPOPECCHOHATNBHBIN Oarak yMEHHs] «4HTaTh» COBPEMEHHYIO peKJIaMmy,
0QOpPMIIATh TEXHUUECKOE 33JaHUE HA CO3/1aHUE PEKJIAMHBIX MPOIYKTOB M MPOU3BOJUTH 3KCIEPTU3Y
TaKOBBIX;

- OBJaJIcHUE HEOOXOIUMBIMU MpPO(ECCHOHATBHBIMU HAaBbIKAMHM CO3[aHUSA  PEKJIaMHOM
IIPOYKIIMH, COCTABJICHUS MEUaIlIaHa Il PEKJIaMHbIX KaMIIaHUM;

- (hopMuUpOBaHME HaBBIKOB NPO(PECCHOHANBHOTO  OQOpMIICHHS U NPO(ecCHOHATBHOTO
«YTEHUS» PEKJIaMHBIX MaTepUajioB Ha NPEANpUATUAX TypuU3Ma U CEpBUCA, CIOCOOOB OpraHu3aluu
Jienia B JaHHOM 00J1aCTH AeSTeNbHOCTH

JuctuminHa (Modyiv) HanpapiieHa Ha GOPMHUPOBAHUE CISAYIOMUX KOMIICTCHITHIA:

VYK-2 CriocobeH ynpapisiTh IPOEKTOM Ha BCEX 3Talax ero *XU3HEHHOTO LIUKJIa

VYK-2.1 PazpabaTbIBaeT KOHIICTIIIIO TPOEKTA, OMPEACIISET eTo IEIU U 3a1a91

I1K-1 CriocobeH npoBOJUTH MapKETUHIOBbIE UCCIIEI0BaHUS, COLUOJIOIMUECKUE OIPOCHI,
IIPEIOCTABIIATh HH(OPMALIMIO U OKa3bIBaTh UHbBIE YCIYTH JUIS aHAJIU3a CUTYalluu Ha PhIHKE
JESATEIBHOCTH KOMITAHUN

I1K-1.1 Bnaneer HaBbIKaMu MPOBEACHNUS MaPKETUHTOBBIX UCCIIEJOBAaHUM 1 BbIPaOOTKOMN
COOTBETCTBYIOIIUX NPEIJIOKEHUN

[1K-1.2 Bnaneer HaBbIKaMU MPOBEACHUS COLIMOJIOTMYECKUX ONPOCOB U MHTEPIPETALME OTYyYEHHBIX
pE3yJIbTAaTOB

3HaTh:

- OCHOBHBIC BUbBI U THUIIBI peKJ’IaMBI, cec HpaBOBBIe OCHOBAHUI B Pq),

- HaITPaBJICHUS W IIKOJIBI PEKJIIAMHOTO JIeJia;

- OCHOBHBIC WH(OPMAITMOHHBIE PeCypChl B chepe PeKIaMHOMN JEATSIBHOCTH C MX MOOMJIBHOCTBIO U
TMBEPCUPUKAITIOHHOCTBIO;

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

- OCHOBBI HOWIMUHTA ¥ OpPEHIMHTA B TypU3ME U CEPBHUCE.

YMeTn:

- CO371aBaTh YHUKAILHOE MPEJI0OKEHUE TYPIPOIYKTa U YCIYTH Pa3IMUYHBIMU CPEICTBAMU PEKIIAMBI;
- CTPOUTH PEKJIAMHYIO CTPATETHIO C YUETOM COBPEMEHHBIX JOCTHKEHHH B chepe menna-
IJJAHUPOBAHUS U PEKIAMHBIX TEXHOJIOTHIA;
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- ONTUMU3HUPOBATH PACXOAbI KaK IIPU BLI60pe U pcain3allui pa3IMYHbIX KOMMYHHUKAIIUOHHBIX
CTpaTel"I/Iﬁ B pain3aliu MEIHUAIINIAHUPOBAHUA PCKIIAMBI;
Biagers:
- TEXHOJIOTUSIMU aHAJIM3a MECCUKEN PEeKIIaMHBIX TEKCTOB U 00pazoB;
- TEXHOJIOTHSIMM KpeaTHBa, aHaJIUTUKH, KOHCAJITUHTA.
[To nuctumuivbe (Modynio) NpeLyCMOTPEHA IPOMEXKYTOUHAs aTTecTalus B (opMe 3ayeTa.
OO11ast TpyZ0€MKOCTh OCBOCHUS AUCLUUIUINHBI (M00Y/14) COCTABISAET 3 3aU€THBIE €TUHUIIBI.



