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1. IlosicHuTeILHAA 32T CKA
1.1. Heap u 3agaun AU CHUATITHHBI

Lenp kypca: u3yueHue MPaKTUK pEKJIaMHOro jaeia B cdepe yciayr U Typu3Ma Hapsay ¢ JIpYTrUMHU
KOMMYHMKAIIMOHHBIMM TIPOLIECCAMM M TEXHOJIOTUSMM; B OBJAJEHUU OCHOBHBIMH TEXHOJIOTHSAMMU
pEeKJIaMHOTO Jefla, MPHUEMOB MeIUa-IUIAHUPOBAHUS M PEKIAMHOTO KOHCAITHHTa; (OPMHUPOBAHUM
npoeCCHOHATBHBIX KOMIIETEHIIM B 00JAacTH MapKeTHHIOBOM W PEKIAMHOM JesTEeIbHOCTH,
OCYIIECTBIICHHS aHAIUTUYECKUX, IPOCKTHBIX U MPE3CHTALMOHHBIX pa0dOT B 3TON 00JIACTH.

3agaun JUCHUIIIIUHBIL:

- YCBOCHHE CTY/I€HTaMU OCHOBHBIX TEPMUHOB U MOHATHI B 00JIaCTH PEKJIAMHOTO JIeJa, UX BKIIOYECHHUS
B ITpo(hecCHOHANBHBIH SI3BIK CIIELUAINCTA [0 CEPBUCY U TYPU3MY;

- BKJIIOYEHHE B MPOGECCHOHATIbHBIN Oarak yMEHHsI «YUTaTh» COBPEMEHHYIO peKiaMmy, o(popmisiTh
TEXHUUYECKOE 3aJJaHNE HA CO3/I1aHNE PEKJIIAMHBIX IPOAYKTOB U IPOU3BOIAUTH SKCIIEPTU3Y TaKOBBIX;

- OBJIAJICHHE HEOOXOAMMBIMU NPOPECCHOHATHHBIMU HaBBIKAMH CO3JAaHUS PEKJIAMHON MPOJYKIHH,
COCTaBJICHUsI MEIMAIUIaHa Ul PEKIaMHbBIX KaMIIaHW;

- (opMupoBaHHE HaABHIKOB MpodeccHoHANBbHOTO odopmieHUS U TPOPECCHOHATHHOTO «UTCHHS
pPEKJIaMHBIX MAaTepHalOB Ha NPEANPUATHAX TypU3Ma M CEpPBHUCA,
JaHHOU 00JacTH JESTEIbHOCTH.

croco0OB OpraHu3anuu jejia B

JlucuunimHa peanus3yercs Ha HHOCTPAHHOM SI3bIKE.

1.2. IlepedyeHb MJIAHMPYEMBIX Pe3yJbTATOB 00y4eHHs 10 JUCHHUILINHE, COOTHECEHHBIX C
HHIUKATOPAMH JOCTHKEHHUSI KOMIIeTeH it

KoMnerennus
(KO ¥ HAUMEHOBAHME)

Nuauxkaropsl
KOMIIeTeHII NI
(K01 1 HANMEHOBAHHE)
[IK-2.1 ITpumeHsieT MeToabl

Pe3yabTarsl 00y4yeHus

T1K-2 Criocoben 3nams.: OCHOBBI MATEMATHKH U

oOpabaThIBaTh U MapKeTHUHTa nH()OpMATUKH, HEOOXOTUMBIE JIJIS
HHTEPIPETUPOBATEH C CYILIECTBYIOIIUX OCYILECTBIICHUS ITPOCKTHOMN
UCTIOJIB30BaHUEM 0a30BBIX | MPEIOKEHHUH NESITETIHHOCTH B TYPH3ME

3HAaHWI MaTeMaTUuKHU U
nH()OpPMATUKH JTaHHEIE,
HEOOXOAUMBIE I

Ymems.: npUMEHITH METOBI
MapKETHUHTa CyIIECTBYIOIIUX
IIPEIIOKECHU N

OCYIIECTBIICHUS Braoemyw: nasvikamu npuMeHeHUs
HpOeKTHOI\/'I ACATCIIbHOCTU MCTOJO0B MAPKETUHI'd CYIICCTBYIOIIUX
B TYpU3ME PEI0KEHU I

3nams: OCHOBBI MATEMATUKU U
nH()OpPMATHUKH, HEOOXOUMBIE JIJIS

I1K-2.2 JlomxeH yMeThb
OLIEHUBATh

KOHKYPEHTOCTIOCOOHOCTH U
3¢ PEKTUBHOCTD TYPUCTCKUX
[IporpaMm B
Y/IOBJICTBOPEHHUH
notTpeOHOCTE pOCCUIICKIX
Y MHOCTPAHHBIX TYPHCTOB,
UX PE3yIbTaTUBHOCTD

OCYILECTBIICHUS ITPOCKTHOMN
NESITEIbHOCTH B TYpU3ME

Ymemyu: ymeTs oLleHUBATH
KOHKYPEHTOCIIOCOOHOCTh M

3P PEKTUBHOCTH TYPUCTCKUX MPOTPaMM
B YJIOBJICTBOPEHUU NOTPEOHOCTEN
POCCUICKMX U MHOCTPAHHBIX TYPHUCTOB,
UX Pe3yJIbTaTUBHOCTh

Brnademw: HaBBIKAMU OLICHKH
KOHKYPEHTOCIIOCOOHOCTh M




3P PEKTUBHOCT TYPUCTCKUX MPOTrPaMM
B YZOBJIETBOPEHUH MOTPEOHOCTEH
POCCUIICKMX U MHOCTPAHHBIX TYPUCTOB,
UX pe3yJbTaTHBHOCTh

I1K-2.3 JlomkeH yMeThb 3namb: OCHOBBI MaTEMAaTHKU U
OpraHU30BBIBATH ONPOC nH(pOpMaTHKN, HEOOXOIUMBIE IS
TYPHUCTOB C LIEJIbIO OCYILIECTBIICHHSI TPOEKTHON
BBISIBJICHUS Hanboee JIEATEIILHOCTH B TYpU3Me

YI0OHBIX TYypHUCTaM Ymems: opraHu30BBIBaTH ONMPOC
TYPUCTCKUX HANPABJICHUH, | TYpUCTOB C IIEJIBIO BBIABICHUS
TYPUCTCKHUX MapuUIpyTOB, HanOoee yA00HbBIX TypHCTaM
BPEMEHH IPOBEJICHUS TYPHUCTCKHMX HAaIPaBJICHUH, TypPUCTCKUX
TYPUCTCKOH MOE3AKH MapIIpyTOB, BPEMEHHU IPOBEICHHS

TYPUCTCKOM MOE3IKU

Bnademw: HaBBIKaMU OpraHU3aIMN
OIIPOCOB TYPUCTOB C LEJbIO BBISABICHUS
HanOoee yA00HbIX TypHCTaM
TYPUCTCKUX HANpPaBICHUN, TYPUCTCKUX
MapLIpyTOB, BPEMEHU IPOBEACHUS
TYPUCTCKOMN MOE3IKU

1.3. MecTO AUCUMIJIMHBI B CTPYKTYpPe 00pa30BaTe/IbHOM MPOrpaMMbl

HucrunnuHa (MoO0ynv) «PexkimamHble TEXHOJOTMHM B Typu3Me (Ha aHTJIMHCKOM  SI3BIKE)»
OTHOCHUTCS K 4acTH, (hOpMUPYEMOH y4acTHUKaMH OOpa30BaTENbHBIX OTHOIICHUN OJIOKA NUCIUIUIMH
y4eOHOTO TIJIaHa.

JlJiss OCBOCHMSI AUCUUIUINHBL (M0Oyis) «PeKiiaMHbIe TEXHOJIOTUM B Typu3Me (Ha aHTJIMKHCKOM
SI3bIKE)» HEOOXOAMMBI 3HAHWSI, YMEHHS U BIIAJICHUS, CPOPMHUPOBAHHBIC B XOJI€ U3YUCHHS CIICITYFOIINX
TUCIUIUIMH U TPOXOXJICHUS TMPAKTUK: MapKeTUHT B TYPHCTCKOW HWHAYCTpuH, MexmayHapoaHas
CepBUCHAsSI CSITEITHLHOCTb.

B pesynbrare OCBOCHUS TUCHUILIUHBI (M00Y711) (HOPMHUPYIOTCS 3HAHUSI, YMEHUS U BIAJCHHS,
HEOOXOMUMBIC U HM3YYCHHUS CICIYIOIUX IUCIMIUIMH M TPOXOXKACHUS TMPAKTUK: TeXHONOoTHs U
OpraHm3anys JCIOBBIX MEpONpUITHN, YTpaBieHue 3()(HEKTHBHOCTHI0O U KOHKYPEHTOCIIOCOOHOCTHIO
TYPUCTCKOTO TIPOTYKTA.

2. CTpyKTYypa IMCHUNINHBI
OOm1ast TpyA0EMKOCTh AUCHUILTUHBI cocTaBisieT 3 3.e., 108  akamemuueckux 4aca (OB).

CTpyKTypa AUCHHUILIMHBI 1JIs1 04HOH GopMBbI 00yUeHUs1

O0beM uCHUIUIMHBI B (OpME KOHTAaKTHOW pPaboThl 0OydYarommxcsi ¢ TeAarormiyecKuMu
paOoTHUKaMU W (WIM) JHMLAMHU, NMPUBJICKAEMbIMH K pealn3alud 00pa30BaTeNbHONW MPOrpaMMbl Ha
WHBIX YCIOBHSX, TIPH MIPOBEJICHUH YICOHBIX 3aHATHI:

Cemectp | Tun yueOHBIX 3aHATHIA KomnuecTBo
4acoB
5 Jlexnn 18
5 CeMuHapsl 24
5 OK3aMeH 18
Bcero: 60

O6bem auCHUIUTHHBL (MOTYIIs1) B hOpPME CaMOCTOSITEIbHON pabOThl 00YUYAIOUTUXCSI COCTABIISIET
48 akagemMuuecKkux daca(oB).




CTpyKTypa AUCHHUILIMHBI 1JI1 0YHO-3204HOI (popMBI 00yUeHH s

O0beM UCHUIUIMHBI B (OpME KOHTAaKTHOW pPaboThl 0OydYarommumxcsi ¢ TeAarormiyecKuMu
paOoTHUKaMU M (WIM) JHMLAMH, MPUBJICKAEMbIMH K pealn3alud 00pa30BaTeNbHONW MPOrpaMMbl Ha
WHBIX YCIOBHSX, TIPH MIPOBEJICHUH YICOHBIX 3aHATHI:

Cemectp | Tum yueOHBIX 3aHATUI KonuuecTBo
4acoB
7 Jlexun 8
7 CemuHapsbl 16
7 DK3aMeH 18
Bcero: 42

O6bem auCHUIUTHHBL (MOTYIIs1) B hOpME CaMOCTOSITEIbHON pabOThl 00YUYAIOUTUXCSI COCTABIISIET

66 akanemnueckux yaca(oB).

3. Coaep:xaHue TUCHHUIINHBI

The concept and essence of
advertising

HaumenoBanme pasjaena Conep:xkanue

JMCHHUILINHBI

Tema 1. IloHsaiTHe W CYHIHOCTH [Ipenmer, cymiHOCT, M 3aJayd COBPEMEHHOM, €€
PEeKIaAMbI MCCTO B CUCTCMC MApPKCTHHIOBBLIX KOMMyHHKaHHﬁ.

Mudsr peximamaoro aema. Crenuduka yciayru Kak
o0BekTa pexinamupoBaHus. OCHOBHbBIC MPUHIIMITB U
ocobeHHocTH pekinamHou aestenbHocTH B CKCuT.
PazHooOpasue moaxoI0B K ONMpPEeIEHUIO PEKIaMBbl.
XapakTepucThKa OCHOBHBIX (PYHKIIUHA pEKIaMbI
(3KOHOMUYECKasl, COIMaIbHAsl, KOMMYHHKATHUBHAS,
oOpasoBarenbHas/BocniuTaTenbHas). Lenn u 3amaun
pEKIaMBbl B TypU3ME

The subject, terms and tasks of advertising, its role
in the system of marketing communications.
Advertising myths. Basic principles and features of
advertising activities in tourism. A variety of
approaches to advertising activities. The main
functions of advertising (economic, social,
communicative, educational / educational). Goals
and objectives of advertising in tourism.

Tema 2. CoBpeMeHHO€ COCTOSIHUE
peKJIaMbl
Modern Advertising

Bo3HukHOBEHHE €BPOIICHCKON peKIaMbl Kak 0CO00TO
Bua 6usHeca. [lyTeBoauTen — MepBbIid BUJ NIEYaTHON
peknambl TypusMa. THUITOTOTHS Ty TEBOIUTEIICH.
OcobeHHOCTH, TEHACHIUH U TPOOIEMBI pa3BUTHUS
OTEYECTBEHHOI'O PhIHKA peKkiaMbl. Bo3mokHocTH
HOBAaTOPCTBA U TBOPYECTBA B PEKJIaMe.

European advertising as a special school of advertising.
Travel guides as the first printed tourism advertising.
Typology of guidebooks. Features and trends of the
tourist advertising market. Innovations and creativity in
advertising.

Tema 3. Pexiiama B KOMILTIEKCe
MapKeTHHIa
Advertising in the marketing mix

IlonsiTHe cucTeMBbl MapKETUHIOBOM KOMMYHHUKALIWH,
€€ pOoJIb B KOMIUIEKCE MapKETHHTA.
B3anMOCBsI3b peKiIaMbl C OCHOBHBIMU CPEICTBAMU




MapKETHUHIOBBIX KOMMYHHMKaLUK .MapKeTUHIOBBIE U
COLMOKYJIBTYPHBIE UCCIIEIOBAHUS ITPU IUIAHUPOBAHUU
Y MOJrOTOBKE PEKJIAMHBIX KaMIaHui. MeTo1bl
PEKIIaMHOTO UCCIIEZI0BAaHUS 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 socio-
cultural research in the planning and preparation of
advertising campaigns. Methods of advertising market
research.

Tema 4. CounanbHoO-
NMCUXO0JOTNYECKHEe OCHOBBI
peKJIaMbl

Social and psychological features in
advertising

Peknama kak MeTon — ymHpaBieHUS  JIIOJbMHU.
Hcnonp3oBaHne B peKiiaMe€ OCHOBHBIX MOJOXKEHUN
TEOpUH KOMMYHHMKAluu. BiusHHe XapakTepucCTUK
[[EeBONM ayOUTOPUM HA TPOIECC BOCTIPHUSATHUS
pEKIIaMBbl. OcobenHocTH dbopmMupoBaHUs
POCCHICKOTO pBIHKA, POCCHUHCKOTO TypH3Ma U
pOCCUICKOM peksiaMbl. PeknaMHOe TpOABUKEHUE
HeiimuHra W OpeHauHra. bpeHauHr M peOpeHIuHT
POCCHUIMCKHUX KOMIIAHUM.

Advertising as a method of managing people.
Advertising and the theory of communication.
Target audience and perception in advertising.
Features of the Russian market: Russian tourism and
Russian advertising. Naming and branding. Branding
and rebranding in travel agencies.

Tema S. HopmaTruBHO-npaBoBas
0a3a peKJaMHOI1 1eSITeJIbHOCTH
Legal aspects of advertising

®enepanbHblil 3akoH «O pexnamey. Bepeus 2003 r.
C MOCJEIYIOIKUMHU TONpaBKaMu. MeXayHapOaHbIN
KOJIEKC PEKJIaMHOM IIPaKTUKH, NPUHATHIN B lapuke
B 1987 .

IIpaBoBbIE aCHEKTBI PEKIAMHOM  JIE€ATEILHOCTH.
OO01IeCTBEHHBIN KOHTPOJIb 32 PEKIIAMOM.

Federal Law "On Advertising". 2003 version with
subsequent amendments. International code of
advertising practice adopted in Paris in 1987.

Legal aspects of advertising activity. Public control
over advertising.

Tema 6. Kinnaccugukanus u
XapaKTePUCTHKA PeKJIAMHBIX
cpeacTB

Classification and characteristics of
advertising

[ToHATHE W OCHOBHBIC MOIXOMABI K KiaccU(UKAIUU
pPEKIaMHBIX CPEACTB. XapaKTEPHCTUKA SJIEMEHTOB
CPEICTB peKJIaMbl (TEKCT, n300pakeHue, IBET, CBET,
3BYK, HIPU(T, pUCYHOK, TpahuuecKre 3JICMEHTHI).
YcnoBust BEIOOpa pEKIIAMHBIX CPEICTB.

The concept and basic approaches to the
classification of advertising media. Characteristics of
the elements of advertising media (text, image, color,
light, sound, font, drawing, graphic elements).
Reasons for choosing advertising.

Tema 7. PazpaboTka peKkI1aMHOH
NPOAYKIMH
Promotional materials development

MeTtoauka pa3paboTKi peKIIaMHBIX MaTEPUAIIOB.

CrpykTtypa PEKIaMHOTO oOparteHus u
XapaKTePUCTHKA OCHOBHBIX JJIEMEHTOB BEpOATbHOMN
gacTH (CJOTraH, 3arojloBOK, OCHOBHOW PEKJIaMHBIN
TeKcT, 3x0-(hpaza). [Ipuembl co3maHUsT PEKIAMHBIX




COOOIIeHUH.

Beibop  cpeacTB  pacmpocTpaHEHHS — PEKJIaMBI.
[IpeumymiecTBa U HEJOCTATKH OCHOBHBIX CPEJICTB
pacmpocTpaHeHUs PEKIaMBl.

Characteristics of promotional materials.

The structure of the advertising message and the
characteristics of the main elements of the verbal part
(slogan, title, main advertising text, echo phrase).
Techniques for creating advertisements.

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

Tema 8. Cnnenuguka pexiambl B
Typusme. ®opmupoBanue OpeHaa
TOBapa, JeCTHHALMI

Advertising in tourism. Branding in
tourism.

OCHOBHBIE TIOHSTHS U TIETTH PEKIAMHBIX KaMTIaHUH B
CKCuT: SKOHOMHYECKHE, UMUKEBEIE U
coupasbHple. DaKTOPbHI, BIUAIOLIME HAa BBHIOOP H
dbopMHUpOBaHWE PEKIAMHBIX LeJiel: o0Imue Ienu
pa3BUTUS TPEANPUATHSI, MAPKETUHTOBAs CTPATETHUS
(bupMBI, COCTOSIHME IIEJIEBOM ayJUTOpUM U T.I.
B3anMOCBsI3b  MapKETHHIOBOM U PEKIAMHOU
ctpareruii Gpupmbl. DakTOpbl BBHIOOpPa PEKIAMHBIX
CTpaTeTHii U UX OCHOBHBIEC TUIIBI.

Pexnamubie BOWHBI M KOHKYPEHTHOE TIOBEACHUE
peknamMbl. PeknamHbIii OpeHOIUHT B TypusMe U
cepBuce. bpeHauUHr  TNpoAyKTa,  JECTUHAIUM.
OcobenHoctu GOpMHUPOBAHUS

Basic concepts and goals of advertising campaigns in
tourism: economic, reputational and social. Factors
influencing the choice of advertising goals, company's
marketing strategy and target audience analyses. The
relationship between marketing and advertising
strategies of the company. Factors of choice of
advertising strategies and their main types.
Advertising wars and competitive behavior of
advertising. Advertising branding in tourism and
service. Product branding, destinations. Formation
features

Tema 9. Opranusanus u
ynpaBJieHHe peKJIAMHOM
AeAITeJIbHOCTBIO B c(hepe Typu3Ma

Advertising campaigns in tourism

PeknaMHbie areHTCTBAa M HUX POJIb B OPTaHU3ALNU
peksaMHOro 6u3Heca. TUIbl U QYHKIIUHA PEKIAMHBIX
areHTCTB. Opranu3annoHHOe MOCTPOEHHE
pekiamMHbIX areHtcTB. Crnenuduka OpraHu3aluu
TBOpueckux pabor. Kourakrop, kpudiiTop, apT-
TUPEKTOP W OCOOCHHOCTH WX  paboTHI..
Opranuzanys  B3aUMOOTHOUICHHH  «PEKIAMHOE
areHTCTBO — KJIMEHTY.

[InanupoBanue PEKIIaMHBIX KaMIIaHUH.
Ompenenenne oObekTa (agpecara) U CyOBEKTa
peknambl. Pa3paboTka MOTHBA M CTHIIS PEKIAMBIL.
Beibop cpenactB  pacmpocTpaHEHHS — peKJIaMbl.
OcHOBHBIE napaMmeTpsl u STarbl
MEJUAIJIAaHUPOBAaHUSA B  PEKIAMHOM  areHTCTBE
MOJTHOTO IIHKJIA.

MeXIyHapogHble W POCCHUMCKHE  BBICTABKHU




TYpUCTCKOTO Om3Heca. JledaTenbHOCTh TYpPUCTCKHX
areHTCTB M MpPEANpUsATHIl cepBUCa Ha BBICTaBKax U
PR-meponpustusx

Opranuzanuu peKIaMHOM JIEATEIIbHOCTH.
®ectuBanu u BbicTaBku peksaMmbl CKT. Pexnamubie
areHTcTBa U uX (QYHKUUU. TeXHHYecKoe 3aJlaHue
JUIsL PEKJIAaMHOT'O areHTCTBA.

Advertising agencies and their role in the organization
of the advertising business. Types and functions of
advertising agencies. Organizational structure of
advertising agencies. The specifics of the organization
of creative work. Contactor, Creator, Art Director and
features of their work. Organization of relationship
"advertising agency - client".

Planning of advertising campaigns. Definition of the
object (addressee) and the subject of advertising.
Development of the motive and style of advertising.
Choice of advertising media. The main parameters and
stages of media planning in a full cycle advertising
agency.

International and Russian exhibitions of tourist
business. Activities of travel agencies and service
enterprises at exhibitions and PR events.

Tema 10. DpdekTUBHOCTH
PeKJIAMHOM 1eATeJIbHOCTH
Advertising Efficiency

[Tonsitre 3 HEeKTUBHOCTH pEKITaMbl, OCHOBHBIC
MOKa3aTeNn OILICHKU s dexTuBHOCTH.
Pazmuune  mexny — 3¢d(dEKTUBHOCTBIO B
MapKeTuHre M 3(PQPEKTUBHOCTHIO B pEKIaMe.
[ToHsiTHE NOSUIBHOCTH KJIMEHTAa U METOIbl €€
n3mepenus. [loHATHe LeneBOM ayquTOpUH U
MeTonel  ee  QgopmupoBaHusa. OreHOYHbIE
UCCIICIOBAHHUS PEKJIaMBI: TECTBI Ha
3allOMUHaHue U yOeOUTEeNbHOCTb, TECTHI
KOMMYHHUKAIIMH, OIICHKa HEMOCPEJICTBEHHBIX
OTKJIMKOB, (OKYC-TpyNIbl, (HU3NOJIOTHIECKHE,
KaJ[pOBbIE W BHYTPU DPHIHOYHBIE TECTHI

[Tcuxonoruueckas 3¢ peKTUBHOCTH
IIPUMEHEHUs pEKIIaMBbl. Onenka
SKOHOMHUYECKOH A((HEKTUBHOCTH PEKIAMHBIX
MEPOIPHUATHI

The concept of advertising effectiveness, the
main performance evaluation indicators. The
difference between marketing effectiveness and
advertising effectiveness. The concept of
customer loyalty and methods for measuring it.
The concept of the target audience and methods
of its formation. Advertising evaluative studies:
memorization and  persuasiveness  tests,
communication tests, immediate response
assessments, focus groups, physiological,
personnel and in-market tests. Psychological
effectiveness of advertising. Evaluation of the
economic efficiency of promotional activities.
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Final assessment

examination

4. Educational technoogies
Various educational technologies are used to conduct training sessions in the discipline. To organize

the educational process, e-learning and (or) distance learning technologies can be used.

5. Learning outcomes assessment

5.1 Grading system

Form of control

Max. number of points

For one unit Total

Current control:

- poll

S points 30 points

- participation in the discussion at the seminar 5 points 10 points

- control work (through)

20 points 20 points

Intermediate certification - credit with an assessment 40 points

Total per semester

100 points

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

100- point scale Traditional scale ECTS scale
8935—_91400 Excellent g
68 — 82 Good passed C
2(6) — gz Acceptable ]IE)
30__1 39 Unpublishable unpassed EX
5.1 Criteria for grading by course

Points/ Course score
ECTS

Criteria for evaluating learning outcomes in the cource

Scale
100-83/ Excellent / Exhibited to the student, if he has deeply and firmly mastered the theoretical and
AB passed practical material, he can demonstrate this in the classroom and during the intermediate

certification.

The student exhaustively and logically expounds the educational material, knows how
to link theory with practice, copes with solving problems of a professional orientation
of a high level of complexity, and correctly substantiates the decisions made.

Freely oriented in educational and professional literature.

The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.
The competencies assigned to the discipline are formed at the “high” level.
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Points/
ECTS
Scale

Course score

Criteria for evaluating learning outcomes in the cource

82-68/
C

Good /
passed

Exhibited to the student if he knows the theoretical and practical material, competently
and essentially presents it in the classroom and during the intermediate certification,
without allowing significant inaccuracies.

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

Sufficiently well oriented in educational and professional literature.

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

The competencies assigned to the discipline are formed at the “good” level.

67-50/
D.E

Acceptable /
passed

Exhibited to the student, if he knows the basic level of theoretical and practical
material, makes some mistakes when presenting it in the classroom and during the
intermediate certification.

The student experiences certain difficulties in applying theoretical provisions in
solving practical problems of a professional orientation of a standard level of
complexity, possesses the basic skills and techniques necessary for this.

Demonstrates a sufficient level of knowledge of educational literature on the discipline.
The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.

The competencies assigned to the discipline are formed at the “sufficient” level.

49-0/
F,FX

Unpublishabl
e / unpassed

Exposed to the student if he does not know the theoretical and practical material at the
basic level, makes gross mistakes in presenting it in the classroom and during the
intermediate certification.

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

Demonstrates fragmentary knowledge of educational literature on the discipline.

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

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

6. ASSESSMENT STRATEGIES AND METHODS

Exam questions:

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

advertising.

2. Goals and objectives of advertising. advertising features. The objectives of advertising in

tourism.

3. Types of advertising allocated 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. 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. The concept and main tools of BTL advertising.

10. BTL advertising and the concept of the overall product lifespan.

11. Merchandising and advertising at the point of sale as BTL advertising tools.
12. Sales promotion as a BTL advertising tool.

13. Sales promotion as a BTL-advertising tool.

14. Direct marketing as a BTL-advertising tool.
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15. Product placement as a BTL advertising tool.

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

17. Use in advertising of the main provisions of the theory of communication.

18. Psychology of consumer motivation of consumers of travel services.

19. Socio-psychological features of the perception of advertising.

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 inappropriate advertising.

23. Ethical standards in advertising (Code of advertising practice).

24. Basic approaches to the classification of advertising media.

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

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

27. The specifics of radio and television advertising in tourism.

28. Means of outdoor advertising and their use in the field of tourism.

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

30. Conditions for choosing advertising media.

31. Methodology for the development of promotional materials.

32. The structure of the advertising message and the characteristics of the main elements of the
verbal part (slogan, title, 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 distribution of advertising. 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 identity of the company in the field of tourism. Elements of the
corporate identity of the organization as a means of advertising in the socio-cultural service and
tourism.

39. Advertising of tourist destinations.

40. Advertising a tourist product at exhibitions and fairs

41. The relationship of participants in the advertising process in the course of organizing
advertising activities.

42. Planning promotional activities in tourism.

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

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

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

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

Situations for discussion

Situation 1. "Incentive action"
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Globus-Touristik, a company specializing in the sale of mass tours, has organized a stimulating
campaign, according to which each client of the agency who has bought 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 promotion affect the image of the travel agency?

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

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

Situation 2. "Mission"

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

2. After discussing the mission options, read the real 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 quality tourism
services that meet the needs of tourists.

Issues for discussion:

1. What is the mission of the company?

2. Highlight mission keywords.

3. Is the mission achievable? How can results be achieved?

4. How does this mission characterize the company?

Situation 3. "My Russia"

In 2012, for the first time, a tourist logo of Russia was created, which will be valid for all
events held under the Federal Target Program (FTP) for the development of tourism in the Russian
Federation until 2018.

A competition was announced for the creation of the logo, the price of which was 500 thousand
rubles. As a result of the competition of four Russian companies, the price of the state contract
amounted to 155 thousand rubles.

Topics for assignments

Assignment: to prepare a short message with its presentation in Power Point format.

. Design in advertising.

. Print advertising in tourism.

. The role of the press in the development of travel and tourism advertising in modern times.

. "Apple" as a typical history of the formation of a trademark in the twentieth century

. The problem of "terrible" advertising on television in the second half of the twentieth

DN B W N =

century.
6. The nature of the use of photographic images in tourism advertising.
7. Transformation of advertising "Si quis" in Europe of the XIX century.
8. Fair and exhibition as a territory of advertising.
9. Radio advertising of tourism and service, 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 system analysis of any advertising campaign.
13. Selection and systematization of materials for advertising tourism from the Internet.
14. Historical images in modern domestic advertising of tourism and service.
15. Methods of medieval advertising in modern advertising.
15. Features of consumer motivation of consumers of travel services.
16. Features of the use of tourism advertising in the press.
17. Specificity of television and radio advertising of tourist services.
18. Specificity of outdoor advertising in the field of tourism.
19. The role of computerized advertising in the activities of a tourist enterprise.
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Tests for examination:

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

a) having a certain awareness of 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;

¢) having a certain awareness of the product, the buyer deliberately refuses trial purchases of
the advertised product, citing a kind of "pressure" on him.

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

a) organization of free excursions to the brewery;

b) provision by the airline of sponsorship in athletics competitions;

¢) advertising the opening of a new flight on television;

d) free distribution of test samples of goods.

3. Non-personal communication channels include:

a) communication with the audience;

b) newspapers, magazines;

c) talking on the phone

d) sales staff of the company.

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 particular product;

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

¢) personal communications to encourage the consumer to take immediate action (purchase)

d) this definition is missing.

5. Which of the following purposes are not the purposes of marketing communications:

a) ensuring the greatest degree of customer satisfaction from the product;

b) the formation of a favorable disposition of the buyer to the brand;

¢) encouragement to make a purchase;

d) the formation of the needs of the buyer and their actualization;

e) ensuring the financial stability of the enterprise.

6. The disadvantages of tourist advertising in the press include:

a) short duration of existence;

b) very high cost;

¢) losses due to lack of demand for part of the circulation.

7. What, according to the new classification, refers to ATL communications:

a) outdoor advertising;

b) advertising in the media;

c¢) PR activities;

d) sales promotion.

8. Specify 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 particular product;

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



15

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

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

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

b) from the stage of the life cycle;

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

d) from the presence or absence of intermediaries in the marketing channels of the enterprise.

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

a) copywriter

b) moderator;

¢) media buyer;

d) account manager;

e) media planner;

f) traffic manager;

g) merchandiser.

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

a) their appearance is explained by the arrival in Russia of the largest transnational corporations
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 master a fairly large, promising and actively
developing market.

12. The communicative push strategy is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

¢) in the concentration of 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;

¢) 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. Specify the definition corresponding to the concept of "sales promotion":

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 particular product;

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

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

16. Indicate the correct statements:

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

b) advertising becomes a part of the natural environment of a person and participates in the
formation of ecological standards of thinking;
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c¢) the economic role of advertising is manifested in the establishment of 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 is involved in the formation of a person's self-esteem and his psychological
attitudes.

17. What means of influence does the complex of marketing communications include:

a) advertising;

b) sales promotion,;

¢) goods;

d) PR;

d) personal selling.

18. What factors do not affect the size of the advertising budget of a travel agency:

a) the price of the service;

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

c¢) the number of employees in the marketing department;

d) stage of the life cycle;

e) the financial resources of the firm;

f) the distinctive features of the service.

19. Arrange the stages of the advertising campaign of the travel company in a logical sequence:

a) defining and setting the goal of the advertising campaign;

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

c¢) formation of cost estimates for the advertising campaign;

d) definition of an 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 the planned promotional activities;

h) determination of communication channels and development of advertising messages;

1) buying time and space in advertising media;

j) clarification of the preliminary amount of advertising expenses;

k) determination of responsible persons for carrying out an advertising campaign and
involvement, if necessary, of specialists from an advertising agency.

20. What strategy is used to focus all the communication efforts of the travel company on the
final demand:

a) push strategies;

b) pull strategies;

¢) exclusive marketing strategies.

21. Indicate the incorrect statement:

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

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

c) the concept of socially ethical marketing is focused on satisfying the needs of consumers 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 the life cycle does an enterprise most often use informative advertising:

a) at the stage of withdrawal;

b) at the stage of growth;

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:
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a) advertising;

b) propaganda (PR);

¢) sales promotion,;

d) personal selling.

24. The advantages of television advertising include:

a) flexibility;

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

¢) softness;

d) breadth of audience coverage.

25. Indicate an incorrect statement:

a) advertising that names a distinctive feature of a product that is contained in trace amounts
and which the consumer himself cannot detect, helps to establish that this feature is practically absent
and thereby hastens the failure of the product;

b) advertising stimulates the sale of a bad product and accelerates the failure of a good one.

¢) active advertising and focusing only on it does not guarantee market success and may even
lead to negative results;

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

26. Advertisers may be the following market entities:

a) the state and public organizations;

b) manufacturers;

c) resellers;

d) private individuals;

e) service providers;

e) All of the above are correct.

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

a) having a certain awareness of 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 awareness of the product, the buyer deliberately refuses trial purchases of
the advertised product, citing a kind of "pressure" on him.

28. Which of the methods of forming an advertising budget is best suited for a travel company
that wants to increase brand A awareness in a particular region by 35%:

a) formation of the advertising budget according to the residual principle;

b) formation of the advertising budget by the method of competitive parity;

c¢) formation of the advertising budget, based on the goals and objectives;

d) formation of the advertising budget by 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
enterprise will always have a certain amount for advertising;

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

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

d) all statements are true.

30. Which of the following is not considered an advantage of radio advertising:

a) relatively low cost of advertising;

b) a high degree of selectivity in terms of territorial and demographic characteristics;

¢) mass character;

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

31. Tariffs for payment for television advertising air depend on:
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a) time of day

b) program rating;

c¢) from a television channel,

d) the duration of the advertising message;

e) all of the above.

32. What discounts can an advertiser get 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;

e) All of the above are correct.

33. Which of the following does not increase the cost of producing commercials:

a) good weather during filming;

b) the presence of children, as well as animals in the plot;

¢) animation;

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

e) transfer of 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) the absence of smokers on the set;

1) shooting at night.

34. Specify the definition corresponding to the concept of "advertising":

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 particular product;

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

d) personal communications 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 communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

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

¢) personal communications to encourage the consumer to take immediate action (purchase);

d) this definition is missing.

37. What is the best place on the newspaper page for perception:

a) at the bottom of the first page;

b) upper right corner on the left lane;

¢) upper right corner on the right lane;

d) lower left corner on the left lane.

38. What means of influence does not include a complex of marketing communications:

a) advertising;

b) sales promotion,;

¢) violence;



19

d) personal selling;

d) persuasion.

39. Indicate the correct statements:

a) the weak side of advertising in newspapers is a small audience of "secondary readers";

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

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

d) the disadvantage of television advertising lies in the fleetingness of advertising contact with
its high cost.

40. Indicate an incorrect statement:

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

b) at present, wired radio is ineffective as a means of distributing radio advertising;

¢) to attract and retain attention, the text of radio advertising should be of high intensity;

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

41. What does the fee for placing outdoor advertising not depend on:

a) on the size of outdoor advertising;

b) from the territorial boundaries of placement;

¢) the type of advertised product;

d) from the illumination of the advertising space;

e) the legal form of the advertiser.

42. The communicative pull strategy is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

¢) in the concentration of optimally distributed communication efforts on intermediaries and
final demand.

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

a) the price of the goods;

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

¢) the number of employees in the marketing department;

d) stage of the life cycle;

e) the production potential of the enterprise;

e) distinctive properties of the goods.

44. Which of the methods of forming an advertising budget does a travel company use if it
quarterly deducts 7.5% of sales for advertising:

a) formation of the advertising budget according to the residual principle;

b) formation of the advertising budget by the method of competitive parity;

c¢) formation of the advertising budget, based on the goals and objectives;

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

45. What 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 broadcasts;

e) news programs lasting less than 15 minutes.

46. Indicate the false statements:

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

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



20

c) it is allowed to put advertising on vehicles, which, in terms of image, color and location, is
similar to the color graphic schemes for painting 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 a virtue.

47. Who can be the addressee of marketing communications:

a) real buyers;

b) potential buyers;

¢) marketing intermediaries;

d) contact audiences;

e) suppliers;

f) employees of our enterprise;

g) All of the above are correct.

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

a) prestigious

b) social;

¢) indirect.

49. Which advertisement, according to the Federal Law "On Advertising", is hidden:

a) which has an effect on the consumer's perception that is not realized by the consumer of
advertising;

b) which is aimed at forming a favorable public opinion about the enterprise and its products;

c¢) which appears in advertising media extremely rarely.

50. Can rumors (rumours about the characteristics of a tourist 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
regardless of marketing communications.

¢) it is possible and impossible - it all depends on who generates the rumors.
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8. O0ecnieueHue 00pa3oBaTEJbHOIO MPOLECCa JJISl JUL ¢ OTPAHUYEHHBIMHM BO3MOKHOCTAMM
310POBbSI H HHBAJIWI0B

B xome peanuzanyy JUCHMIUIMHBI HCHOJB3YIOTCA CIEAYIOUIHE JOMOJHUTEIbHBIE METOJIBI
00y4YeHHsI, TEKYIIeT0 KOHTPOJSl YCHEBAEGMOCTH M TPOMEKYTOYHOW aTTeCTallii OOYYaroUmIuXcs B
3aBUCUMOCTH OT UX WHJMBHIYaJbHBIX 0COOCHHOCTEH:

® /Ul CJEMBIX W CIA0OBUIAIIMX: JIEKUUU O(GOPMIISIOTCS B BHUJAE SJIEKTPOHHOTO JIOKYMEHTA,
JOCTYITHOTO C TIOMOIIbIO KOMIIBIOTEPA CO CHELUAIM3UPOBAHHBIM HPOTPAMMHBIM OOECIICUCHUEM;
MUCHMCHHBIC 3a/IaHUSl BBHIMIONHAIOTCS Ha KOMITBIOTEPE CO CHEIHMAIH3HMPOBAHHBIM TPOTPAMMHBIM
o0ecriedyeHneM WJIM MOTYT OBITh 3aMEHEHbl YCTHBIM OTBETOM; OOECIEeUMBACTCS WHIMBHIYaJIbHOE
paBHOMepHOe ocBemeHue He MeHee 300 JIFOKC; A7l BBIMOJHEHUS 3aJaHusl MPH HEOOXOTUMOCTH
MIPEOCTABIIACTCS YBEIMUYMBAIOIIEE YCTPOWCTBO; BO3MOXKHO TaKXkKe HMCIIOIb30BAaHHE COOCTBEHHBIX
YBEIIMYHUBAIOIIUX YCTPOWCTB; MUCHMEHHBIC 3a/1aHMs 0(DOPMIISIOTCS YBEITHYCHHBIM MIPH(TOM; IK3aMEH
1 3a4€T MPOBOATCA B YCTHON (hOpMe MIIM BBITOJIHAIOTCS B MUCbMEHHOM (JOopMe Ha KOMIIBIOTEpE.

® U TIIyXUX M CJIA0OCHBIIAIINX: JIGKIUU OQOPMIISIOTCS B BHJIE AJIEKTPOHHOIO JTOKYMEHTA,
00  TMpemoCTaBisIeTCs  3BYKOYCWIHMBAMONIAS — ammapaTypa WHAWBUAYAIBHOTO  TOJB30BAHUS;
MUCbMEHHBIC 3aJ[aHUsl BBIMOJIHAIOTCS Ha KOMIIBIOTEPE B NHCbMEHHOW Qopme; dK3aMeH M 3ayér
MIPOBOJISITCS B TUCBMEHHOM (hopMe Ha KOMITBIOTEPE; BOZMOXKHO MTPOBEACHUE B (POpPME TECTUPOBAHHSL.

® Ul JIWIl C HApYIICHUSIMH OTIOPHO-IIBUTATEIBHOTO arapara: JISKIUU O(QOpMIISIFOTCS B BHIIE
AJIEKTPOHHOTO JIOKYMEHTa, JOCTYHMHOTO C TIOMOMIIbIO KOMIBIOTEpAa CO CIEUUATU3UPOBAHHBIM
NPOTPAaMMHBIM ~ OOECIIEYeHUEM; IHCHMEHHBIC 33/JIaHUsl  BBIMOJHSIOTCS HAa KOMITBIOTEpE CO
CIELMATM3UPOBAHHBIM MPOTPAaMMHBIM OOecrieueHreM; IK3aMeH U 3a4€T MPOBOJATCS B YCTHOH (hopme
WM BBITIOJTHSIOTCS B IUCBMEHHOHM (popMe Ha KOMIIBIOTEpE.

[Tpu HEOOXOIUMOCTH MpelyCMaTPUBACTCS YBETUUYEHUE BPEMEHHU ISl TIOATOTOBKU OTBETA.

[Tponienypa mpoBeneHHUs MPOMEKYTOUYHOW ATTECTAIMH Ul OOyYAIOMIMXCS yCTaHABIMBACTCS C
yu€TOM MX MHAMBHUIYaJbHBIX NCUXO(pU3NUEeCKHX ocoOeHHOCcTeH. [IpomMexyTouHas arrecTanus MOXKeT
MIPOBOAMTHCS B HECKOJIBKO ITAIOB.

[Ipu mpoBeneHMU TPOLEAYPHl OLEHUBAHUS PE3YNbTaTOB OOyuYeHHs] TpeIyCMaTpUBACTCS
UCTIOJIb30BaHNE TEXHUYECKUX CPEICTB, HEOOXOMUMBIX B CBS3HM C WHAMBHIYaTbHBIMH OCOOCHHOCTSIMU
oOydaromuxcsi. OTH CpeACTBa MOTYT OBITh IPEJOCTABICHBI YHUBEPCUTETOM, MWJIM MOTYT
UCTIOJIB30BaThCsI COOCTBEHHBIC TEXHHUECKUE CPENICTRA.

[TpoBenenue mpoueaypsl OLCHUBAHUS PE3YJIbTaTOB OOyUYEHHs AOMYCKAeTCsl C MCIOIb30BaHHEM
JIMCTAaHIIMOHHBIX 00pa30BaTeIbHBIX TEXHOIOTHIA.

ObecneunBaeTrcs AOCTYHn K HHGOPMAIMOHHBIM U OubimorpaduyeckuMm pecypcam B CETH
WuTepHeT uist Kakaoro odydJaronierocs B opMax, aJaiTHPOBAHHBIX K OTPAHUYCHHUSM HX 37J0POBbS U
BOCIIPHUATHS HHPOPMALIUH:

e ISl CIIETIBIX W CIHA0OBHUIANIMX: B TEYaTHOW ¢opMe yBeIWYEHHBIM MpuTOoM, B Gopme
AJIEKTPOHHOTO IOKYMEHTa, B (hopme ayauodaiina.

® IS TITyXUX U CIIA0OCIBIMIAIINX: B IEYaTHOU opme, B GOpME IIEKTPOHHOTO JOKYMEHTA.

® ISl OOYYAIOIINXCSl C HApYIICHUSIMU OMOPHO-/IBUTATEIBHOTO amapara: B me4aTHoil gopme, B
(dbopme IIEKTPOHHOTO JOKYMEHTa, B (popme ayaunodaiina.

Y4eOHbIC ayIUTOpUU JJIE BCEX BHUJOB KOHTAKTHOM M CaMOCTOSITEIBHON paboThI, HaydHas
OMOIMOTEKa W WHBIE TIOMEIICHUS [JIi OOYyYEeHHS OCHAICHBI CHEIUaIbHBIM O0OpYJIOBaHHEM U
y4eOHBIMH MECTaMU C TEXHHYECKUMH CPEICTBAMU OOYUCHUS:

® IS CIIENIBIX U CJIIA0OBUISIIIMX: YCTPOUCTBOM IS CKAHUPOBAHMS M YTEHUsI ¢ kKamepoid SARA
CE; mucrimeem bpaiins PAC Mate 20; npuntepom bpaiinsg EmBraille ViewPlus;

oIl TUIYXUX M CJIa0OCHBIIIANINX: aBTOMATH3UPOBAHHBIM pPabOYMM MECTOM IS JIIOJeH ¢
HApYIICHUEM CTyXa U CIa0O0CIHBIIANINX; aKyCTUIECKHI YCUIIUTENh U KOJOHKH;

o isi OOYYAlOIIMXCS C HAPYHICHUSMH OIOPHO-IBUTATEILHOTO ammapaTa: MepeIBUKHBIMH,
perynmupyeMbiMu dproHomMudeckumu napramu CH-1; KOMIBIOTEPHON TEXHUKOW CO CHEIUAIBHBIM
MIPOTrpaMMHBIM 00€CTICYEHUEM.
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9. MeTonnueckne MaTepHaJIbl

9.1 Ili1aHbl ceMMHAPCKUX/ MPAKTHYECKHUX/ JTAa00PATOPHBIX 3aHATHI

Tema 1. IloHsiTHE U CYIIIHOCTH PeKJIAMBI

Bonpocul ona 06cysrcoenus:

1. CymHOCTbh peKiamsl.

2. Pa3zHoo0Opa3zue moaxo 0B K ONPEACTICHUIO PEKIIaMBI.

3. XapaktepucTuka  OCHOBHBIX  (DyHKIMH  pekiaamMbl  (9KOHOMHYECKas, colualnbHas,
KOMMYHHUKaTHBHas, 00pa30BaTeNbHas1/BOCIIUTATEIbHAS).
4. lenu v 3aga4M peKIaMbl B TYpU3ME.

5. Knaccudukanus pexiambl B Typu3Me.

3aoanue:

Hamnucats 3cce Ha 01HY U3 MpearaeéMbIX TEM:

1. Pexnama u oOmiecTBo.

2. Pexnama B MOeH KM3HU.

3. BausgnHue pekiiaMbl Ha )KU3Hb COBPEMEHHOTO YEJIOBEKa.

Tema 2. Tpaauuum U COBpeMeHHOE COCTOSTHHE PeKJIaMbI

Tema 00Kkna008:

e (Oco0eHHOCTH, TEHICHIIMH U TPOOIEMbI Pa3BUTHS OT€YECTBEHHOT'O PHIHKA PEKIIAMBI.
e B03MO0XHOCTH HOBaTOPCTBA M TBOPUECTBA B PEKJIAME.

Koumponvhnvie onpochwi:

e 3apoxkacHHE pekiambl B J[peBHEM Mupe.

e Pexnama B 3anaanoi Espone u CHIA.

e lcropus pexnamsl B Poccun.

Tema 3. PexiiaMa B KOMILIEKCe MAPKETHHI A

Tembl 00K1a008:

e (Oco0eHHOCTH PEKIaMbl Ha Pa3HBIX CTAAUSX )KU3HEHHOTO IIMKJIa TOBAPA/yCIIyTH

e Cnemuduka BTL-pexnampl

Konmponvhvie eonpochwi:

e [loHATHE cUCTEMBI MAPKETUHIOBOM KOMMYHHUKAIMH, €€ POJIb B KOMIIJIEKCE MAapKETHHTA.
e B3auMOCBA3b pEKJIaMbl C OCHOBHBIMH CPEICTBAMU MAapPKETUHTOBBIX KOMMYHHKALUM.
3aoanue:

HNOJArOTOBUTh MHIUBHUYaJIbHOE COOOIICHNE HA OJIHY U3 MPEUIOKEHHBIX TEM.

1. MepueHaaii3uHT U pekjlaMa Ha MecTe IpoAak Kak MHCTpyMeHThl BTL — pexnamsl.
2. CrumynupoBaHue Npoaax kak MHCTpyMeHT BTL — pexiiamsbl.

3. CtumynupoBanue cObiTa Kak HHCTpyMeHT BTL — pexnamsr

4. IIpsimoii MapkeTUHT Kak HHCTpyMeHT BTL — peknamsl.

[Tpomakt rumiicment (product placement) kak nacTpyMeHT BTL — pexnambl

Tema 4. ConnaJbHO-NICUX0JI0THYEeCKHE OCHOBBI PeKJIAMBbI

Bomnpocsr:

. CriocoObI pUBIIEYEHUSI BHUMAHUS K PEKIIaMe.

. Oco0EeHHOCTH MTOTPEOUTETHCKOW MOTHUBAIMH TIOTPEOUTENCH TyPYCIYT.

. Pexmama kak MeTos ynpaBieHus JIFOAbMU.

. Hcnonp30BaHne B pekiiaMe OCHOBHBIX MOJIOKEHUN TEOPHUH KOMMYHHUKAIUH.

. BivsiHue XapaKkTepUCTHK LEJIEBOU ayAUTOPUU HA IIPOLIECC BOCIPUATHS PEKIIAMBI.
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Tema 5. HopmaTtuBHo-nipaBoBasi 6a3a peKJIaMHOM 1eITeJIbHOCTH

Bonpocui:

e M3yuuTh 3aKOHOIATENBCTBO O pekiiaMe. COCTaBUTh KOHCIIEKT.

e U3yuuTh 0cHOBHBIEC NMpUHIUITBEI Koslekca pexksiaMHoi nmpakTUK. COCTaBUTh KOHCIIEKT

Tema 6. Kitaccupukanus u XapakTepUCTHKA PeKJIAMHBIX CPeICTB
Bonpocui:
e [loHsATHE U OCHOBHBIE MOIXO/BI K KJIACCH(PHUKAIIMN PEKIIAMHBIX CPECTB.
e XapaKTepUCTHKA 3JIEMEHTOB CPEJCTB peKaMbl (TEKCT, U300paxKeHue, IIBET, CBET, 3BYK, MIPHU(PT,
PHUCYHOK, Tpa)UuecKue JIEMEHTHI).
e VYcioBus BeIOOpA pEKIIAMHBIX CPEJICTB.
3aoanue:
HOJArOTOBUTh MHIUBUYaJIbHOE COOOIIEHNE HA OJIHY U3 MPEUIOKEHHBIX TEM.
1. OcobeHHOCTH UCTIONB30BAaHMsI PEKIIaMbl TYpU3Ma B Ipecce.
2. Crneuuduka tese- 1 paIuopeKiIaMbl TYPUCTUYECKUX YCIIYT.
3. Cnemmduka Hapy>KHOM peKsiaMbl B cepe Typusma.
4. Posib KOMIBIOTEPU3UPOBAHHOM PEKJIAMBI B A€ATEIBHOCTU TYPUCTCKOTO MPEIIPUATHS.
5. IleuaTHas pexiama B chepe TypusMma.

Tema 7. PazpaboTka pexkiaMHON NPOAYKIHHA
Tembl 00K1a008:

1.  XynoxecTBeHHOE 0(OPMIICHHE PEKIAMHBIX OOBEKTOB.
2. Komnozuius pekinamsi.
3.  BsaumogeiictBue BepOaIbHOrO, BH3YaJIbHOTO, 3BYKOBOTO U PUTMHYECKOTO pSAIOB B

pPEeKJIaMHOM COOOIIEHHUH.
4. KomnupalTHHI: CyIIHOCTb U IpaBUJIa.
Konmponvnwvie sonpocuwi:
e Metoauka pa3pabOTKU PEeKJIaMHBIX MaTepPHAIIOB.
e CTpyKTypa peKJIaMHOTO OOpalleHUs] U XapaKTepUCTHKAa OCHOBHBIX 3JIEMEHTOB BepOaibHOU
4acTH (CJI0TaH, 3arojIoBOK, OCHOBHOM pEKJIAMHBIN TEKCT, 9X0-(ppa3za).
e [Ipuemsbl co3manus peKIIaMHBIX COOOIICHHH.
e Bri6op cpencts pacnpocTpaneHus pekiaMbl. [IpenMyInecTBa 1 HEIOCTaTKA OCHOBHBIX CPEICTB
pacIpoCTpaHEHHUsl PEKIIAMBI.

Tema 8. Cnneunduka pexiamsbl B Typuzme. @DopmupoBanue OpeHaa ToBapa, 1eCTUHAUI
3aoanus:

1. [TonroToBUTH MHAWBUIYATEHOE COOOIICHNE HA OJJHY U3 MPEATIOKEHHBIX TEM.
e Crnemnuduka TypIpoayKTa, ONPEaesonias 0COOEHHOCTH PEKIaMbl., OpeH/1a
e ToBapHblli 3HaK U AJIEMEHTHl (PUPMEHHOTO CTUJISL TYPUCTCKOTO MPENNpUATHS KaK CpencTBa
pexiiambl U PR B Typusme.
e Pexiama TypnpoayKTa Ha BBICTABKAX U SipMapKax.
e Pexmama typuctckux aectuHanuii. @opMupoBanue OpeHaa

2. TlpoBecTH KOHTEHT-aHAIHM3 PEKIAMHBIX COOOIIEHUN TYpPYCIAYr C LEJIbI0 BBHISBICHUS
0COOEHHOCTEH co/lep kKaHus ¥ WLTIOCTPALUi B pEKJIaMHBIX MaTepuaiax. [loaroToBUTh OTYET.

Tema 9. Opranuszanus ¥ ynpapJjieHHe PeKJIAMHOI 1esiTeJIbHOCTHIO B cpepe Typuzma

Koumponvnvie onpochwi:

1. CymHocTh 1 6a30Bas MOJICIIb OPTaHU3AIIMN PEKIIAMHOM JIESITEIIbHOCTH.

2. IlnanupoBaHuE pEKIAMHON EATENBHOCTH B TypusMe. Opranuzanus peKiaMHON AESITEIbHOCTH B
TypHU3Me.

. B3auMooTHOII€HHS YYaCTHUKOB PEKJIAMHOTIO MpoIiecca.

4. PeknaMHasi KaMIaHUs KaK HHCTPYMEHT PEKJIaMHOM JEATEIbHOCTH B TypHU3ME.

(98]
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5. Pa3paboTka OromKkeTa peKIaMHOM KOMIIaHUHU B cdepe Typusma: (akTophl, BIUSIIOMINE HA pa3Mep

peKIaMHOro Or0JKeTA.
6. Metoas! hopMuUpOBaHUS PEKIAMHOTO OFOKETA.

3aoanue:
e COCTaBHTh OTYET 00 OpraHW3alMyi PEKIAMHON IEATEILHOCTH TYPUCTCKOTO MPEANPHITHS IO

pe3yabTaTaM y4eOHOW IKCKYPCHH.

Tema 10. D¢deKTUBHOCTH PeKJIAMHOM JeSITeILHOCTH
Koumponvnvie sonpocawi:

1. OkoHoMuueckass  3(P(HEKTUBHOCTE: OCHOBHBIE  IIOHATHSA,  CBS3aHHBIE  C
3((PEKTUBHOCTBIO PEKIaMBbI; METOBI pacdeTa 3(PGHEeKTHBHOCTH PEKIAMBI.
2. [Icuxonornueckass 3((EeKTUBHOCTh MPUMEHEHHS CPEACTB PEKJIAMBL: IOKa3aTeln

s dexTuBHOCTH, METOABI N3YUeHUsS 3(HPEKTUBHOCTH.
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[Tpunoxenune 1. AHHOTAITHS
paboueii mporpaMMsbl JHCITUTTITHHEL

AHHOTAIIUS PABOYEN ITPOT'PAMMBI JTACIUILIAHBI

HucuuniuHa «PekjiaMHbIe TEXHOJOTMH B Typu3Me (Ha aHIVIMHACKOM fI3bIKe)» peau3yeTcs
Ha (aKylIbTeTe BOCTOKOBEACHHUS U COIMAIIBHO-KOMMYHUKATUBHBIX HayK Kadeapoil KyIbTypbl MUpa H
JIEMOKpAaTHUH.

Heab Kypca COCTOMT B M3YYEHHH PEAbHBIX MPAKTUK PEKIAMHOTO Jeia B chepe yciuyr u
Typu3Ma HapsAay C JIPYTUMH KOMMYHUKAIIMOHHBIMHU TPOLIECCAMU M TEXHOJOTHSIMHU; B OBJIAJICHUU
OCHOBHBIMH TEXHOJOTHSIMH PEKJIAMHOTO Jella, MPUEMOB MeIua-IIaHUPOBAaHUS M PEKIAMHOTO
KOHCAQJITHUHTa; (OPMUPOBAHUU NPOPECCHOHATBHBIX KOMIIETEHIIMII B 00JACTM MAapKETUHTOBOM H
pPEKIaMHOMN JIESTEIBHOCTH, OCYIIECTBICHNUS aHATUTHYECKHUX, TPOSKTHBIX U MPE3EHTAIIMOHHBIX PaboT B
stoii obnactu. Kypc mnpusBan ¢opmMupoBaTh CHCTEMY B3IJISIIOB Ha COBPEMEHHYIO DPEKJIaMHO-
MH(OPMALMOHHYIO JIESTEIBHOCTh U MEPCTICKTUBEI €€ Pa3BUTHS TSI CPEepPhI YCIIYT.

W3 menu Kypca BBITEKAIOT 3aJlayM, peanus3alisi KOTOPBIX B XOA€ HM3yUEHHUS TUCIUIUINHBI
MO3BOJISIET IOCTUTHYTh IMOCTABJICHHOH 1enu. [l JaHHOW JUCIMIUIMHBI IUIAHUPYIOTCS CIEIyIOIIHe
oOpasoBaTebHbIC 3a/1a4H.

- YCBOCHHE CTYJICHTAMH OCHOBHBIX TEPMUHOB M IMOHSATUN B 00JaCTH PEKIAMHOTO Jefa, UX
BKJIIOUEHUS B IPO(HECCUOHATIBHBIN A3bIK CIIELUAINCTA TI0 CEPBUCY U TYPHU3MY;

- BKJIIOYCHHE B TNPO(ECCHOHANBHBIM Oara’k yMEHHS «4HUTAaTh» COBPEMEHHYIO pEKIIaMy,
oOopMIIATh TEXHUYECKOE 3aJjaHie Ha CO3JaHHe PEKJIAMHBIX MPOAYKTOB M MPOU3BOJIUTH IKCIEPTHU3Y
TaKOBBIX;

- OBJaJieHHE HEOOXOJUMBIMH MPO(EeCCHOHAIBHBIMU HaBBIKAMU CO3JIaHUSl PEKJIaMHOM
MIPOIYKITNH, COCTABIICHUS MEIMAIIaHa [T PeKIIAMHBIX KaMITaHU;

- GopMHpOBaHHE HABLIKOB MpPOPECCHOHATBHOTO  oopMieHUusT U NPodhecCHOHATHHOTO
«UYTEHUS» PEKIAMHBIX MATEpUajoB Ha MPEANPUITHIX TypU3Ma U CEpBUCA, CIOCOOOB OpraHU3AIUU
7iena B JaHHOM 00J1acTh AeSITENbHOCTH

JuctumimHa (Modynv) HanpaBlieHa Ha (GOPMHUPOBAHHE CIEAYIONIUX KOMIICTCHIIHIA:

[TIK-2 Criocoben o0pabaTsiBaTh M MHHTEPIIPETUPOBATH C UCIIOIL30BaHHEM 0a30BBIX 3HAHUH
MaTEeMaTHKU U HHPOPMATHKY JTaHHbIE, HEOOXOIUMBIE JJIsi OCYIIIECTBIICHUS TPOSKTHOM EATEeThHOCTH
B TypU3Me

[1IK-2.1 ITpumeHseT MeTO1bl MAPKETUHIA CYIIECTBYIOLINX MPEATIOKEHUI

[1K-2.2 JIomkeH yMeTh OIleHUBAaTh KOHKYPEHTOCITOCOOHOCTH M 3((HEKTUBHOCTh TYPHUCTCKHUX
MPOrpaMM B yJIOBIETBOPEHHUH MOTPEOHOCTEH POCCUICKUX U MHOCTPAHHBIX TYPHUCTOB, X
Pe3yJIbTaTUBHOCTD

[TK-2.3 JlomkeH yMeTh OpraHN30BBIBATH OMPOC TYPHUCTOB C IIEBIO BBISBICHHS HanOOee YI0OHBIX
TypUCTaM TYPUCTCKUX HAIMPABIIEHUH, TYPUCTCKUX MapUIPyTOB, BPDEMEHH MPOBEACHUS TyPUCTCKOM
MOE3]IKU

3HaTk:

- OCHOBHBIE BH/IbI ¥ TUIIBI PEKJIAMBI, €€ ITPaBOBbIC OCHOBAaHUS B PD;

- HaNpaBJICHUS M MIKOJIBI PEKJIAMHOTO JIeJa;

- OCHOBHbIE MH(OPMALIMOHHBIE PECYpChl B chepe peKIaMHON ESATEIbHOCTH C UX MOOMIBHOCTBIO U
IUBEPCUPHUKAIITOHHOCTBHIO;

- TUIOJIOTHIO PEKIAMHBIX TEKCTOB U CTPYKTYPY PEKJIaMHBIX OOpa30oB, KOTOpPHIE HCIOJIB3YIOTCS B
TypHU3ME;

- OCHOBBI HOIMUHTA U OPEHAMHTA B TypU3ME U CEPBHCE.

VMmeTs:

- CO3/1aBaTh YHUKAJIBHOE IIPEMIOKEHUE TYPIPOAYKTa U YCIIYTH pa3IuYHbIMU CPEACTBAMU PEKIIAMBI,
- CTPOUTH PEKJIAMHYIO CTPATETHIO C YIETOM COBPEMEHHBIX JIOCTHKEHUH B chepe Meauna-
HJIaHI/IPOBaHI/IH 158 peKHaMHBIX TCXHOJIOFPIfI;
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- ONTUMHU3UPOBATH PACXO/Ibl KaK MPH BHIOOPE U pean3aliy Pa3IMyHbIX KOMMYHUKAIIMOHHBIX
CTpATeruil B pean3alii MEeIUAIIAHUPOBAHUS PEKIIAMBI;
Bnanets:
- TEXHOJIOTUSIMU aHAJIN3a MECCUIKEN PEeKIIaMHBIX TEKCTOB H 00pa30B;
- TEXHOJIOTUSIMU KpeaThBa, aHATUTUKH, KOHCAJITHHTA.
[o qucuuruMHee (MOOY10) IPETYCMOTPEHA IPOMEXYTOYHAs aTTecTalus B (hopMe SK3aMeHa.
OO6mmas TpyJ0€MKOCTh OCBOCHHSI TUCIUIUIUHBI (MOOY/15) COCTABISAET 3 3a4E€THHIC €MHUIIBI.



