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1. [HosicHUTEAbLHAA 3aAMNCKA

1.1. lean u 3agau JAUCHUILIHHDI

HCJ'II) JUCIHHUITIIINHBI: Q)OpMHpOBaHI/Ie Y CTYACHTOB TCOPETUYCCKUX HpCI[CTaBJ'IGHI/Iﬁ " NPaKTHICCKUX
HAaBBIKOB I10 CO3JaHUIO, pa3pa60TKe, IJIaHUPOBAHUTIO U YIIPABJICHUIO 6peHI[OM TCPPUTOPUH.

3amaun JUCLUILIMHEI

1) IToaroToBKa K TBOPYECKON AEATENBHOCTH B 00JaCTH KOHCTPYHPOBAHHS HMHUJIKA TEPPUTOPHUH,
rOpOIOB WJIM OOBEKTOB 110 CO3JaHNI0 MH(POPMALIMOHHBIX TTOBOIOB JUISI TPOAYKTOB B chepe Typu3ma

2) NOATOTOBKA K IIPOEKTHOM JEATENLHOCTH B 00IACTH pa3pabOTKU U PeaIn3aliu IPOEKTOB
JIeATETLHOCTH TYPUCTCKOTO MPEAIPUITHS;

3) IOATOTOBKA BBINYCKHUKOB K OPraHM3allMOHHO-YIIPABIEHYECKOH JAEATENBHOCTH B 00JIACTH TypPU3MA.

JII/ICIII/IHJ'H/IHa PCAIN3YCTCA HA MHOCTPAHHOM S3BIKE.

1.2. Hepeqeﬂb IVIAHUPYEMBIX PE3yJabTaTOB Oﬁy‘leﬂl/lﬂ no JTMCHMIIVIMHE, COOTHECCHHBIX C
HHAUKATOPpAaMHU JOCTHKCHUSA KOMIIeTeHIInii

Komnerenuus
(Kol ¥ HANMEHOBAHUE)

HNuaukaTopsl
KOMIIEeTeHII Ui
(Ko ¥ HAMMEHOBAHUE)

Pe3yabTaTsl 00yueHust

TIK-2 Bnaoeem nasvikamu
bpenouposarus 6
KPeamueHbulX UHOYCMPUSIX

ITIK-2.1 Obnaoaem
20MOBHOCMbBIO K YHACMUIO 8
npoyecce papabomxu
KOHYyenyuu bpenoa 6
COOMBemcmeauiL ¢
8bIOPAHHBIM HANPABIECHUEM
oesimeibHOCmu

3uamo: Konyenyuu 6peHOUpoBans 8
KpeamusHbIX UHOYCMpPUsX u
@opmuposanus akmueHoOU NOIUMUKU
OYEHKU PUCKOB NPeONPUAMUsL
UHOYCMPUU HA OCHOBE KOHYenyuu
2e00peHOunea meppumoputl

Ymems: npumenams cogpementuvle
MemoOblL U MEeXHON02UU
NPOEeKmMupoB8aHus 0essimerbHOCmu
npeonpusimusi

Braoems: nasvikamu npumenenus
COBPEMEHHBIX MEMOO08 U MEXHON02ULL
npoeKmupoB8anus OpeHoa &
COOMEEemMcmeuU ¢ GbLOPAHHbIM
HanpasieHuem 0esmeibHoOCmu

1IK-2.2 Obnaoaem
20MOBHOCMbIO K
camocmosmenvHol pabome
CepBUCHO20
CONPOBOICOCHUSL NPOYEOYD
bpeHouposarus u
Nn000epIHCAHUSL HA OOJIHCHOM
yposHe 0bpasz obvexma
KpPeamueHvlX UHOYCmpul

3namu: konyenyuu opeHouposanus 8
KpeamueHuIX UHOYCIMPUSX

Ymemv: npumensame cospemennvle
MEeXHONI02UU CEPBUCHO20
CONPOBONCOCHUSL NPOYEOYD
OpeHOuUposarus u NOOOEPHCAHUSL HA
00JIHCHOM YPOBHE 00pa3 obveKkma
KpeamueHvlX UHOYCmpuil
Bradems: nasvikamu npumenenus




COBPEMEHHBIX MEXHONI02UL CEPBUCHO20
CONPOBOIAHCOEHUS NPOYEOVD
OpeHOUposarus u NOOOEPAHCAHUSL HA
00JIHCHOM YPOBHE 00pa3 0bveKkma
KpeamusHvlX UHOYCmpUtl

1.3. MecTo iucuMniMHbI B CTPYKTYpe 00pa3oBaTe/IbHOM NPOrpaMMbl

JucuumnuHa (Mo0yns) «l eobpenoune u audeHmuka meppumopuil (Ha aueIuiCKOM S3blKe)»
OTHOCHTCSI K 4acTd, (popMuUpyeMOl y4acTHHKaMH 00pa30BaTENbHBIX OTHOIICHUH OJIOKa JUCIUTUIMH
y4eOHOTO IJIaHa.

Jlnst  ocBOEHWs AWCIUIUIMHBI  (MOOY/is) HEOOXOAWMMBI 3HAHMS, YMEHUS U  BIAJICHHUS,
c(hOpMUPOBAHHBIE B XOJI€ WU3YYCHHUs CIECAYIOUINX TUCIUIUIMH U MPOXOXKIACHUS MPAKTUK: MHPOBBIC
KYJIbTYPHO-UCTOPUYECKHE M TYPHCTCKHE pECypchl, PBIHOK HAIMOHAIBHOTO W MEXIyHAPOIHOTO
Typu3Ma.

B pesynbrare ocBOEHHWS MUCHMIUIUHBI (M00YV/s) GOPMUPYIOTCS 3HAHUWS, YMEHUS W BIIAQJICHHSI,
HEOOXOMUMBIC  JUIS  WM3YYCHHS  CIEAYIOIUX  JUCHUIUIMH W TPOXOXJACHUS  IMPAKTHUK:
[TpennpuHUMATENBCTBO W HMHHOBAIIMM B WHAYCTPUU TypuU3Ma M TOCTEIIPHMMCTBA, MapKEeTHHT B
WHAYCTPHH TypU3Ma.

2. CTpyKTYypa AMCUHUILIMHBI
O6m1ast TpyA0€MKOCTh TUCIMIUIUHBI cocTaBimsieT 3 3.e., 108  akamemuyeckux 4aca (OB).

CTpyKTypa IHCUMILIMHBI 1JIS 04HOI opMbI 00yUeHMsI

O0beM IUCHUIUIMHBI B (OpME KOHTAKTHOW pa0oThl OOydYaOIMUXCS C MeJarormyecKuMu
paboTHUKaMU W (WJIM) JUIAMH, TIPUBJICKAEMBIMU K peaju3alri 00pa30BaTeIIbHOW MPOrpaMMbl Ha
MHBIX YCIOBHSX, TP MIPOBEACHNUN YUEOHBIX 3aHATHI:

Cemectp | Tum yueOHBIX 3aHATHIA KommuectBo
4acoB
7 CeMUHApbI/1a00paTOPHBIE PAOOTHI 42
Bcero: 42

O6beM AuCHUILTUHBI (MOYIIsl) B hOpME CAaMOCTOSITENbHON PabOThl 00YYAIOIINXCS COCTABIISIET
48 akanmeMuueckux yaca(oB).

3. Course syllabus

Ne Haumenosanue pazoena Cooepircanue

OUCUUNIUHDL

1. [Tonsatue TeppuropranbHOro operna. TeppuropruaibHbII
Tema 1. Teopernueckue PPHTOD et PPHTOD

OpenauHr u ero pynkuuu. Mictopudeckoe pa3BuTue

ACITEKTHI

TEPPUTOPHATHEHOTO TeppuTOpHabHOro OpeHauHra. TeppuropuanbHblil OpeHIUHT 1
Bperinra TEPPUTOPUABHBIH MAPKETUHT. BpeH ] TEPPUTOPHUH U UMUK
(Theoretical aspects of TCppPUTOPHH.

territorial The concept of a territorial brand. Territorial branding and its

Branding) functions. Historical development of territorial branding. Territorial




branding and territorial marketing. Brand of the territory and image

of the territory.

Tema 2. Bunel u
CTpYKTypa
TEPPUTOPHATBHBIX
OpeHI0B

(Types and structure of

territorial brands)

[Moaxoas! K KJIaccH(UKAIMU TEPPUTOPHATIBHBIX OPEH/IOB.
[Tpumeps! TeppuTOpHaIbHBIX OpeH10B. CTpyKTypa
TEPPUTOPUATBHOTO OpeHa.

Approaches to the classification of territorial brands. Examples of

local brands. Territorial brand structure.

Tewma 3. OcHOBHBIE ATalbI
OpeHIMHTa TEPPUTOPHIA
(The main stages of

territory branding)

PazpaboTka MapKeTHHTOBOI CTpaTeruu (IeNIeonpeieieHue,
CErMEHTHPOBaHKE, HICHTU(PHUKAIIUS [IEJICBBIX Ay TUTOPHIA, KX
XapaKTEPUCTHK U (PaKTOPOB MPUBICKATSILHOCTH TEPPUTOPUH JITISI
HUX). [lo3uimonrpoBanye (aHaau3 MOTEHIMAA I OPSHIMHTa
TEPPUTOPHHU M PA3BUTHSI OPEH/IA, BBISBICHUE TUMUTHPYIOIINX
(akTopoB, aHAJIN3 TO3ULIMOHUPOBaHUs Teppuropur B CMU,
W3y4YeHUE BOCTIPUSATHS TEPPUTOPUN BHYTPCHHUMH U BHEITHUMH
LENEBBIMH Ay JUTOPHSIMHU, aHAJIU3 KOHKYPEHTHON CPEJIb,
pa3paboTka KoHIenuu OpeHaa). PaspaboTka kpeaTUBHOMA
cTpareruu (pa3paboTka OCHOBHOTO KOMMYHHUKAITMOHHOTO
coo0rmeHust OpeHa, pazpaboTka BU3yalbHOTo oOpa3a OpeHa,
U3y4YeHUE BOCTIPHATHS JIOTOTHIIA, I€BH3a HITH JIO3yHTa [EJIEBBIMH
ayuTopusiMu, pazpabotka brand-book). Pazpaborka menuitHoit
cTpareruu (BIOOp KaHAJIOB KOMMYHHUKAIMU, MEAUATIAHUPOBAHHE
U peKjama, BEIOOp peKIIaMHBIX HOCHTENeH 1Mo Kaxaomy CMU,
TUTAHUPOBAHKE ATANOB PEKIAMHOM KaMITaHHH BO BPEMCHH).
[TpoekTHOE KOHCYJIBTUPOBAHUE.

Development of a marketing strategy (target setting, segmentation,
identification of target audiences, their characteristics and factors
of attractiveness of the territory for them). Positioning (analysis of
the potential for territory branding and brand development,
identification of limiting factors, analysis of territory positioning in
the media, study of the perception of the territory by internal and
external target audiences, analysis of the competitive environment,
development of a brand concept). Development of a creative
strategy (development of the main communication message of the

brand, development of a visual image of the brand, study of the




perception of the logo, motto or slogan by target audiences,
development of a brand-book). Development of a media strategy
(selection of communication channels, media planning and
advertising, selection of advertising media for each media,

planning the stages of an advertising campaign in time).

Tema 4. CyOBeKTsI
TEPPUTOPUATBHOTO
OpeHIuHTa

(Subjects of territorial

branding)

Poinb anMuHMCTpanuii, MyHHIIUTIAJIUTETOB B CHCTEME
TEepPPUTOPUATBHOTO OpeHauHra. OpraHsl, peryaupyromue
MHBECTULMOHHYIO JESATEILHOCTh TEPPUTOPUIN, OTBETCTBEHHBIE 32
CBSI3U C OOIIECTBEHHOCTHIO, 32 SKOHOMUYECKOE Pa3BUTHE, TYPU3M,
BHEIITHEAKOHOMHYECKYIO IEATETLHOCTh U MEXKYHAPOIHOE
corpyauudectBo. Pors CMU 1 00111ecTBEHHBIX OpraHU3aIlHii B
cHCTeME TePPUTOPUATBHOTO OpeHuHra. bru3Hec-CTpyKTypHlI,
CTIIOPTUBHBIC, KYJIbTYPHBIE, HAYYHBIE U 00pa30BaTeIbHBIC
yapexaeHus. JKUTeNnn TeppUTOPUH KaK CyOBEKTHI
TEPPUTOPUATBHOTO OpPEHIMHTA.

The role of administrations, municipalities in the system of
territorial branding. Bodies regulating the investment activity of the
territories, responsible for public relations, economic development,
tourism, foreign economic activity and international cooperation.
The role of mass media and public organizations in the system of
territorial branding. Business structures, sports, cultural, scientific
and educational institutions. Residents of the territory as subjects of

territorial branding.

Tema 5. Ocobennoctu
TIPOJIBUKEHUS
TEPPUTOPUU KaK €UHOTO
OpeHna

(Features of promoting
the territory as a single

brand)

CuMBONIMYECKHE HHCTPYMEHTHI BO3JICHCTBUS Ha OTpEeOUTENEH
OpeHna TeppuTopuH (Co3IaHue €AMHOTO CTHIIS U TU3aiiHa
OCHOBHBIX aTpUOYTOB TEPPUTOPHH, BBIITYCK pEKJIaMHO-
MH(OPMALIMOHHON ¥ CYBEHUPHOU NMPOAYKIIMH, CO3aHNE
ounmansHOro ABYA3BIYHOT0 MHTEpHET-OpTaa TEPPUTOPHH).
PexsiaMHble HHCTPYMEHTBI IPOJABUKEHUS OpeH1a
(pactipocTpanenre HHPOPMAIIMH C TIOMOIIBIO PEKIIaMBI,
(dbopMUpOBaHUE WK MOAJIEP)KaHUE UHTEpEca K TEPPUTOPHUH U €€
MIPOJBMKECHHE BO BHEIIHEH cpefie). PR -uHCTpyMEHTHI 110
MIPOJIBIDKEHHIO OpeHaa Tepputopuu ((HopMUpOBaHHE U

3aKpEIUICHUE MO3UTUBHOTO UMUK PYKOBOJIUTENSI TEPPUTOPHH;




aKTyaJu3alysi HCTOPHYECKUX JTMYHOCTEH, C KOTOPBIMH TEPPUTOPUS
ACCOIMMPYETCS; OpraHU3aIus COOBITHI U CIIEIHATBHBIX
MEpOTIPUSITHI (KOHKYPCHI, BRICTAaBKH, (PecTHBaIH, KOH(PEPESHITUH,
CTIOPTUBHBIC MEPOTIPHUSATHS); BBIXOJ] TEPPUTOPHUHU Ha (heJepabHbIi
Y MEXIyHapOHBII yPOBEHB C IPEICTABICHUEM €0 TOCTIKCHUH,
pa3BUTHE U MPOJIBMKEHUE MECTHBIX OPEH/IOB TOBAPOB H YCIIYT;
COTPYAHUYECTBO C APYTUMH PETHOHAMH U TEPPUTOPHSIMH,
COBMECTHBIC MEKPETHOHAILHBIE MEPOIIPUATHUS U TPOCKTHI.
Symbolic tools for influencing consumers of the brand of the
territory (creating a unified style and design of the main attributes
of the territory, issuing promotional and informational and souvenir
products, creating an official bilingual Internet portal of the
territory). Advertising tools for brand promotion (dissemination of
information through advertising, formation or maintenance of
interest in the territory and its promotion in the external
environment).

PR tools to promote the brand of the territory (formation and
consolidation of a positive image of the head of the territory;
actualization of historical figures with whom the territory is
associated; organization of events and special events (competitions,
exhibitions, festivals, conferences, sports events); entry of the
territory to the federal and international level with the presentation
of his achievements, the development and promotion of local
brands of goods and services, cooperation with other regions and

territories, joint interregional events and projects.

Tema 6. Typucrckuii
OpeHI TEPPUTOPHUH U €TO
BUJIBI

(Tourist brand of the

territory and its types)

Knaccudukanus BugoB Typusma. TypuCTHUECKHUI TOTEHIMAT U
TypHCTHUYECKast HHPPACTPYKTypa KaK (GaKTOPBI TOBBIICHHS
TYpUCTUYECKON MPUBJIEKATEIBHOCTH PErHOHA. TeXHOIOTHH
MOBBIIIEHUS TYPUCTHUECKOW MPUBIICKATEILHOCTH peTHOHa. Buibl
TypuCTHYECKHX OpeH10B. ONBIT CO3MaHHUS TYPUCTUIECKUX
OpennoB B Poccuu u 3a pyoexom.

Classification of types of tourism. Tourism potential and tourism
infrastructure as factors for increasing the tourist attractiveness of

the region. Technologies for increasing the tourist attractiveness of




the region. Types of travel brands. Experience in creating tourist

brands in Russia and abroad.

7 Tema 7. PazButue teppuropuanpHoro Openauara B Poccun. Oco6eHHOCTH
TepputopuanbHslii co3JlaHusl HaroHanbHoro 6penaa Poccuu. Cocrasisitoniye openia
Oopennunr B Poccun Poccun. TexHomorum nNpoaBMKEHUS TEPPUTOPHUATBHOTO OpeHIa
(Territorial Poccnn Ha BHYTpeHHEM M BHEIIHEM PBIHKE.
branding in Russia) Development of territorial branding in Russia. Features of creating

a national brand of Russia. Components of the Russian brand.
Technologies for promoting the territorial brand of Russia in the
domestic and foreign markets.

8 Tema 8. OcoOeHHOCTH H Ocobenoctu pernoHanbHOTO OpeHauHra B Poccun. dakTopsl

pooOIeMbl (bopMHUpOBaHUS PETHOHAIBHBIX OpeH0B. ONBIT CO3AaHUsA
PErHOHAILHOTO pernoHanbHbIX OpeHnoB B Poccun. [IpoGneMsl pernoHanbHOTo
Opennunra B Poccun Opennunra B Poccum.
(Features and problems | Features of regional branding in Russia. Factors in the formation of
of regional branding in | regional brands. Experience in creating regional brands in Russia.
Russia) Problems of regional branding in Russia.

10 | Urorosas ¢opma 3a4éT ¢ OUCHKOM

KOHTPOJIA

credit with an assessment
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4. Educational technologies

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 5 points 30 points

- participation in the discussion at the seminar 5 points 10 points
- control work (through) 20 points 20 points

Intermediate certification - credit with an assessment 40 points

Total per semester 100 points

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

100- point scale Traditional scale ECTS scale
8935—_91 400 Excellent g

68 — 82 Good passed C

2(6) — gg Acceptable E

(2)0__139 Unpublishable unpassed EX

5.2. Criteria for grading by course

Points/
ECTS
Scale

Course score

Criteria for evaluating learning outcomes in the course

100-83/
A.B

Excellent /
passed

Exhibited to the student, if he has deeply and firmly mastered the theoretical and
practical material, he can demonstrate this in the classroom and during the intermediate
certification.

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

Freely oriented in educational and professional literature.

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

82-68/

Good /
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.
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Points/ Course score | Criteria for evaluating learning outcomes in the course
ECTS
Scale

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

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

D,E passed material, makes some mistakes when presenting it in the classroom and during the
intermediate certification.

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

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

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

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

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

Demonstrates fragmentary knowledge of educational literature on the discipline.

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

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

5.3.ASSESSMENT STRATEGIES AND METHODS

List of questions, tasks, topics for preparation for the current control:
Option 1

What elements make up the territory brand architecture?

What is the specificity of communications for a territorial brand?
Option 2

Give a description of the content of the territory brand audit, its order
holding.

What are the main requirements for the development of territory logos.
Option 3

What Internet marketing technologies are used in territorial branding?
What are the main methods and means of promotion used in territorial branding?
Option 4

How is the territorial brand identity formed?

List the brand values in relation to the territory.

Option 5

What is the role of the media in promoting a territorial brand?

What is the role of PR communications for brand promotion?

Option 6

What is the role and practical significance of brand ratings?

Describe the brand strategy development algorithm.

Option 7

What means and methods are used to promote the brands of territories?
Give examples of attracting opinion leaders to promote brands.
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List of questions, tasks, topics for preparation for credit with an assessment:
1. Territorial branding concept by S. Anholt
2.F Kotler on the essence and objectives of territory branding
3. The specifics of state branding
4. Features of region branding
5. Specifics of city branding
6. Impact of global contexts on geobranding
7. Main directions of geo-branding
8. Methods of working with residents of the territory as subjects of geobranding
9.Business community as a factor in territory branding
10.Global city theory
11. Information city theory
12. G. Simmel on city life
13. C. Landry's creative city concept
14. Narrative in the territory positioning structure
15. The theory of the city of F.Jamison
14. Narrative in the territory positioning structure
15. The theory of the city of F.Jamison
16. Humanitarian geography as an approach to territory branding
17. The concept and structure of the ideological platform of the geobrand
18. The structure of communications when promoting a geobrand
19.Product Placement as a geobrand promotion tool
20.French School of Geobranding
21. Cultural heritage in geobranding narrative practices
22. Experience in promoting cities or regions of Russia (optional, except for Myshkin)
23. Significance of global events as a means of promoting territories
24. Geobranding: concept, essence, history of formation
25. Creative industries as an approach to the promotion of territories
26. Place of Origin as a Geobranding Direction
27. Tourism in the context of geo-branding
28. Artistic artifacts as a geobranding resource
29. Theory of the city G. Simmel
30.PR events as a tool for territory branding

6. COURSE MATERIALS

6.1 List of sources and literature

Literature

Main

Vasilyeva, Z. A. Management of the efficiency of innovative development of municipal
territories [Electronic resource] : Monograph / Z. A. Vasilyeva, T. P. Likhacheva. - Krasnoyarsk:
Siberian Federal University, 2010. - 144 c. - http://znanium.com/bookread.php?book=442034

Institute of Special Economic Zones in the Russian Federation: Financial, Legal and
Organizational and Economic Aspects of Functioning / P.V. Pavlov. - M.: Master: INFRA-M, 2010. -
256 c.: ok3. http://znanium.com/bookread.php?book=198429

Turlai, I. S. Theoretical analysis of the impact of economic integration on attracting foreign
direct investment in the regional economy [Electronic resource] / I. S. Turlai // Regional problems of



http://znanium.com/bookread.php?book=442034
http://znanium.com/bookread.php?book=198429
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economic transformation: materials of the All-Russian scientific and practical conference October 26-
27, 2010 / ISEI DSC RAS, DGU, DGSA. - Makhachkala: Science DNC, 2010. - C. 265 - 272. -
http://znanium.com/bookread.php?book=375874

Osipova, E. A. Theory and practice of socio-cultural branding. Value aspects of creating brands
in the social sphere: study guide / E. A. Osipova. - Moscow: SIC INFRA-M, 2015.- 156 c. - ISBN
978-5-16-103661-7. - Tekcr : anektponnbii. - URL: https://znanium.com/catalog/product/523512

Additional
Kuzmina, O. G. Brand management: study guide / O. G. Kuzmina. — Moscow : RIOR :

INFRA-M, 2019. — 176 ¢. — (Bsicmee oOpazoBanue: bakamaBpuart). - ISBN 978-5-369-01614-5. -
Texkcer : anextponHsbiit. - URL: https://znanium.com/catalog/product/989798

Castells, M. The power of communication: monograph / M. Castells; per. from English. N. M.
Tylevich, A. A. Arkhipova; under scientific ed. A. I. Chernykh; National research University "Higher
School of Economics". - 3rd ed. - Moscow: Ed. house of the Higher School of Economics, 2020.- 594
c. - ISBN 978-5-7598-2029-1. - URL: https://znanium.com/catalog/product/1209260

Sharkov, F. I. Communicology: communication consulting: study guide / F. I. Sharkov. - 2nd
ed., erased. - Moscow: Publishing and Trade Corporation "Dashkov and Co", 2020. — 406 c. - ISBN
978-5-394-03546-3. - URL: https://znanium.com/catalog/product/1093697

Holden, Nigel J. Cross-cultural management. The concept of cognitive management: Proc.
manual for students studying in the direction 521500 "Management" and specialties 350400 "Public
Relations", 350700 "Advertising" / N.J. Holden; Per. from English. ed. prof. B.L. Eremin. - M. :
UNITY-DANA, 2017. — 384 C. ISBN 978-5-238-00886-4. - URL:
https://znanium.com/catalog/product/1028506

Cernatoni, L. Branding. How to create a powerful brand: a textbook for university students
studying in the specialties 080111 "Marketing", 080300 "Commerce", 070801 "Advertising" / Leslie
de Chernatoni, Malcolm McDonald; prev. and trans. from English. B.L. Eremin. - Moscow: UNITY-
DANA, 2017. — 559 c. — ISBN 5-238-00894-5. - URL:
https://znanium.com/catalog/product/1039965

6.2 List of resources of the information and telecommunications network '"Internet".

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

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

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

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

Federation

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

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR


http://znanium.com/bookread.php?book=375874
https://znanium.com/catalog/product/523512
https://znanium.com/catalog/product/989798
https://znanium.com/catalog/product/1209260
https://znanium.com/catalog/product/1093697
https://znanium.com/catalog/product/1028506
https://znanium.com/catalog/product/1039965
http://www.ci-journal.ru/journal/01_marketing_mest
http://www.simonanholt.com/Research/research-introduction.aspx
http://www.simonanholt.com/Research/research-introduction.aspx
https://www.facebook.com/regionbrand
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6.3 IIpodeccuonanbHbIe 6a3b1 JAHHBIX 1 HH(POPMAIIMOHHO-CIIPABOYHbIE
CUCTEMBI

Joctym k npodeccnoHanbHbIM 0a3am maHHbBIX: https://liber.rsuh.ru/ru/bases

WupopmaninoHHble CLIPaBOYHBIE CUCTEMBI:
1. Koncynsrant Ilnroc
2. Tapanr

7. MaTepuaJIbHO-TeXHHYECKOe o0ecnevyeHne TUCHUILINHBI

[lpr mnpoBeneHUM 3aHATHH WCIIONB3YETCS ayAuTOpHsi, O0OpyIOBaHHAS MPOCKTOPOM JIJIs
oroOpaxkeHHs mpe3eHTanuii. Kpome Toro, mpu npoBeleHHHM MPAKTUYECKHX 3aHATHH HE0OX0IuM
KOMIIBIOTEP C YCTAaHOBIECHHBIM Ha HEM Opay3epoM ¥ TPOTPaMMHBIM OOECIIEYCHUEM ISt
neMoHcTpaiuu npesentanuii (Power Point u nip.).

st camocTosTenbHON paboThl cTyneHTy Heooxoaum aoctyn kK DbC uznmarensctBa «HOpait»
(biblio-online.ru), apxuBy uccienoparenbckux xypHanoB JSTOR, MHB/[ Scopus u Web of Science.
[TepconanpHBIE KOMIIBIOTEPHI, OCHaIeHHbIE omneparuoHHoi cucremon OC MS Windows (XP u
BhIIIIe), mporpammHbIM obecriedenrem MS Office 2003-2010, noctynom B MHTepHeT uepe3 Opaysep
Google Chrome unmu Opera, 00HOBIISIEMOM aHTUBUPYCHOM 3amuToit Symantec Endpoint Protection.

[Tonutnyeckas kapTa Mupa.

[lepeveHp JIMIIEH3NOHHOTO MPOTPAMMHOTO 00eCIeUeHHUSL:

Microsoft Office —JIunensus Ne 40001532 ot 31.12.2007

Adobe Acrobat — JIunensus Ne 1118-1003-5566-8837-8180-7067 ot 2010 r.

Abbyy Fine Reader — JIuuensus Ne 09667 ot 08.02.2006 AntuBupyc Kaspersky — JIunensus
Ne 1894141205092525 ot 05.12.2014

Microsoft Windows XP — JTuniensus Ne 40001512 ot 22.12.2005

MSDN (Microsoft Developer Network , Microsoft Dreamspark

Microsoft Academic Aliance) — JIuen3us Ne 1203794656 ot 01.01.2016

CrnpaBouno-npaBoBas cucrema «Koncynbrant [1nrocy - YuebHast Bepcus 6ecriiaTHast

Abbyy Lingvo — LMRC14000000946409109093 ot 22.01.2010

CocrtaB IporpaMMHOTO 00ECTICUCHHS:
1. Windows
2. Microsoft Office

[TpodeccronambHbIE TOTHOTEKCTOBBIE 0a3bl JAHHBIX:

HarmonanwsHas anekrponHas 6ubaunoreka (HOb) www.rusneb.ru
ELibrary.ru Hayunas snexktponHas 6ubnmnoreka www.elibrary.ru
OnexTponHas 6ubnmoreka Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

e A o e

WHdopmanroHHbIe CIIPABOYHbIE CUCTEMBI:
1. Koncynsrant Ilmroc
2. Tapant
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8. O0ecneuenue 00pa3oBaTeIbLHOI0 MPOLECCa IS JHI ¢ OTPAHNYEHHBIMH BO3MOKHOCTAMU
3A0POBbS U HHBAJIU/I0B

B xonme peanuzanuy JUCHMIUIMHBL HCIOJIB3YIOTCS CIEAYIOLIUE JONOJHUTENbHbIE METOIbI
00y4YeHHs, TEKYIIEro KOHTPOJS YCHEBAEMOCTH M TNPOMEXKYTOYHOM aTTecTalud OO0ydYaroumxcs B
3aBHCHMOCTH OT UX MHAUBHUAYAIbHBIX OCOOEHHOCTEH:

® sl CNEenbIX M CAa0OBHJIAIIMX: 33JaHUS HAa MPAKTUKY O(GOPMIIAIOTCS B BUJE SJIEKTPOHHOTO
JOKYMEHTa, JOCTYIMHOI'O C TIOMOIIbIO KOMIIBIOTEPA CO CHELHUATU3UPOBAHHBIM IPOrPaMMHBIM
oOecrieueHHeM; IMUCbMEHHBIE 3aJaHMs BBIIOJIHIIOTCS HA KOMIBIOTEPE CO CIELUAIN3UPOBAHHBIM
MPOrpaMMHBIM O0€CIIEYeHUEM WM MOTYT OBITh 3aMEHEHbl YCTHBIM OTBETOM; OOecHedHuBaeTCs
MHAVBUAYaIbHOE paBHOMEpHOE ocBelieHue He MeHee 300 JOKC; 7S BBINOJHEHHS 3aJaHus IpU
HEOOXOUMOCTH TPEAOCTABISIETCS YBEJINUYUBAIOIIEE YCTPONCTBO; BO3MOXKHO TaK)K€ HCIIOJIb30BAHUE
COOCTBEHHBIX YBEJIIMYMBAIONIIUX YCTPOICTB; MUCbMEHHBIE 33JaHUsl O(OPMIIAIOTCS YBEIHMYCHHBIM
mpudToM; 3K3aMeH U 3a4€T MPOBOATCS B YCTHOM (pOopMe MIIH BBIMOJIHAIOTCS B MUCbMEHHOM opme Ha
KOMIIBIOTEPE.

® Ui TIIYXUX U CJIa0OCTBIIIAIINX: 3a/laHusl Ha MPAKTUKY O(OPMIISIOTCS B BUJE AJIEKTPOHHOIO
JOKyMEHTa, Ju00  MNpPeJoCTaBiIAeTCS  3BYKOYCWIMBAIOLIAs — ammapaTypa  MHIUBUAYaJIbHOTO
M10JIb30BaHNS; MUCbMEHHBIE 33JaHUS BBIMIOJIHAIOTCS HA KOMIIbIOTEPE B MHUCbMEHHOM opMe; IK3aMeH U
3a4€T MPOBOJATCS B INHUCBMEHHOH (opMe Ha KOMIIBIOTEpE; BO3MOXHO IpoBeleHHEe B (opme
TECTUPOBAHUS.

® sl JUI C HapyLEHUSIMHU OIOPHO-JBUTATEIbHOIO ammapara: 3aJaHus Ha I[PaKTHKY
OQOpMIISIFOTCSL B BHJI€ DJEKTPOHHOTO JIOKYMEHTa, JOCTYIIHOTO C IIOMOIIbIO KOMIIbIOTEpA CO
CIELMAIM3UPOBAHHBIM TPOIPAaMMHBIM O00€CHeueHHEeM; MHCbMEHHBIEC 3aJaHHsl BBINNOJIHAIOTCS Ha
KOMIIBIOTEPE CO CHEIHATM3UPOBAHHBIM IPOrPAMMHBIM 00€CIIEUEHUEM; IK3aMEH U 3a4€T MPOBOJISATCS B
yCTHOM (hopMe WM BBIMOIHAIOTCS B MUCbMEHHOM (JOpMe Ha KOMITBIOTEpE.

[Ipu HE0OXO0AMMOCTH MpeTyCMATPUBAETCS YBEJIIMYEHUE BPEMEHU JIJIsl TIOJrOTOBKU OTBETA.

[Tponienypa npoBeaeHHs MPOMEKYTOUHOM aTTecTaluu JUisd 00y4yaroIlMXCsl yCTaHABJIMBAETCS C
y4€TOM UX MHJIUBUIYAJbHBIX NMCUXO(PHU3NUECKHX 0coOeHHOCTEH. [IpoMexyTouHas aTTecTalus MOXKET
IIPOBOJUTHCS B HECKOJIBKO ITAIOB.

[Ipy mnpoBeneHMH TPOIEAYPHl OLIEHUBAHUS pPE3YyJIbTAaTOB OOYy4YEHHs IpeaycMaTpuBaeTcs
UCTOJIb30BaHUE TEXHUYECKHX CPEICTB, HEOOXOIUMBIX B CBSI3U C MHAMBHYaJbHBIMH OCOOCHHOCTSMU
oOyyarommxcs. OTH CpeICcTBa MOTYT OBITh TIPEIOCTABICHBI YHUBEPCHTETOM, WJIA MOTYT
HCIIOJIb30BaThCSl COOCTBEHHBIE TEXHUUYECKHE CPEJICTBA.

[IpoBenenue npoueaypsl OLIEHUBAHUS PE3yJIbTaTOB OOYUEHHUS TOIYCKAETCs C MCIOJb30BaHUEM
JUCTAHIIMOHHBIX 00pa30BaTENbHBIX TEXHOIOTHH.

ObecneunBaeTcs AOCTYN K HHGOPMAIMOHHBIM W OuOmmorpaduyeckuM pecypcam B CETH
WuTepHeT 11 Kaxkaoro odydaromierocs B popMax, alaiTUPOBAHHBIX K OTPaHUYEHUSAM UX 370POBbS U
BOCTIPHUSTHS HHPOPMALIUH:

® s clenblX M caaboBUIALIMX: B Ie4aTHOW (opMe yBEIUYEHHBIM MIpUPTOM, B Gdopme
AJIEKTPOHHOTO IOKYMEHTa, B (hopme ayauodaiina.

® JUIs TIyXUX U caa0ocbIIIaluX: B neyaTHol popme, B popMe 3JIeKTPOHHOTO TOKYMEHTA.

® i1 00yYaIOMIMXCSI ¢ HAPYIISHUSIMH OTIOPHO-BUTATEILHOTO armapaTa: B rne4atHoi (opme, B
(dbopMe 3IEeKTPOHHOTO JOKYMEHTa, B (hopMe ayauodaiina.

VY4eOHble ayIUTOpUU AJIi BCEX BHUJOB KOHTAKTHOM M CaMOCTOSITENBHON paboOThl, HaydyHas
OuOIMOTEeKa W WHBIC TOMEIICHHUS JUIsi OOYYCHHS OCHAIIEHBI CIEIUAIBHBIM O00OpYIOBAaHUEM U
y4eOHBIMU MECTaMH C TEXHHYECKUMHU CPEJICTBAMU O0yUEHUSI:

® IS CJENbIX U CIA0OBUISAIINX: YCTPOMCTBOM JUIsl CKAHUPOBAHUS U YTEHUs ¢ kKamepoil SARA
CE; mucnineem bpaiinsga PAC Mate 20; npunatepom bpaiins EmBraille ViewPlus;

® ISl TAYXUX W CHA0OCIBIINIANIMX: ABTOMAaTU3UPOBAHHBIM pPabOYMM MECTOM I JIIOJEH C
HapyILICHUEM CIyXa U cIabO0CIHbIIIalNX; aKyCTUUECKHI YCUIIUTENb U KOJIOHKH;
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® s OOYyYarOIIUXCS C HApPYyIICHUSMU OMOPHO-ABUTATEIBHOIO ammapara: IepeaBHKHBIMH,
peryiupyeMbiMu dproHomMudeckumu naptamMmu CH-1; KOMIOBIOTEpHON TEXHUKOW CO CIEIUaIbHbIM
MIPOTPaMMHBIM 00€CTICYeHUEM.

9. MeToanuecKkne MaTepHaJIbl
9.1 IlnnaHbl NPAKTHYECKUX 3AHATHI
Tema 1. Bunbl u cTpyKTypa TEppUTOPUAIBHBIX OpPEHIOB

[Tonxone! Kk KnaccuduKay TeppUTOpUATBbHBIX OpeH10B. [IpuMepsl TeppUTOpHATIEHBIX OPEHI0B.
CTpyKTypa TeppUTOpUATIBHOTO OpeHa.

3amanue: HAUTH IpUMep TeppuTopuanbHoro Openzaa. [IpoBectu anamus
Cxema aHanm3a:

Kpartkoe onucanue nmpumepa TeppuTOprUaILHOTO OpeHIa.

Llens

3agaun

WHTerpanmoHHblil XapakTep TeppUTOPHAILHOTO OpeHa.
Aynuropuu (KTO BOBJICYEH B KOMMYHHKAIUIO, KaK IIPOSIBIIETCS).
Brisog,.

A

Tema 2. CoBpeMeHHbIE PECTABICHUS O PO TEPPUTOPUAIBHBIX OPEHIOB.

3ajaHue: 03HAKOMUTBHCS C PEKOMEHIOBAaHHOM JIMTEPAaTypOi U OTBETUTH Ha CJIEIYIOLIME BOIIPOCHI AJIs
JIMCKYCCUU:

I. Kaxoe mMecTo 1 nmouemy 3aHMMAaIOT TEPPUTOpPUATbHBIE OPEH/IbI B IOTOKE COLUATBHBIX
KOMMYHUKaIu?

2. Uem xapaKkTepu3yIOTCs TEpPUTOPHATIbHBIE OpEeH IbI?

3. KakoBbl mpo6siemMbl OpeHIMpOBaHUs TEPPUTOPUIL?

4. B uem nposBisieTcst UHTErpallMOHHBIN NOAX0 K TEPPUTOPUATILHBIM OpeHaam?

Tema 3. OcHOBHbIE 3Talbl OPEHIUHTAa TEPPUTOPUI
3anaHue: 03HAKOMHUTBCS C PEKOMEHIOBAaHHOM JIMTEPATypPOl U OTBETUTH Ha CIEAYIOLINE BOIIPOCHI JIJIs
JIICKYCCHH:

1. Pa3pab®oTka MapKeTHMHIOBOW CTpaTeruu (IeJeonpeieieHne, CerMeHTHPOBaHNE,
UACHTH(DHUKAIIS IEJIEBBIX Ay IMTOPUH, HX XapaKTEPUCTUK U (PaKTOPOB MPHUBIICKATEITLHOCTH
TEPPUTOPHUU IS HUX).

2. TlozunmonupoBanue (aHANIM3 MOTEHIMANA JJIsl OpEHIUHTa TEPPUTOPUHN U pa3BUTHs OpeH/a,
BBISIBJICHHE JTUMHUTHPYIOMUX (HaKTOPOB, AaHATTU3 MO3UIIMOHUPOBaHUs Tepputopuu B CMU,
W3YYCHHUE BOCTIPUATHS TEPPUTOPUHN BHYTPCHHUMH Y BHEIITHUMH [IEJICBBIMU Ay TUTOPHUSIMH,
aHaJlM3 KOHKYPEHTHOH cpeibl, pa3paboTKa KOHIENIUN OpeHa).

3. Pa3paboTka kpeaTuBHOU cTpaTeruu (pa3padoTka OCHOBHOI'O KOMMYHHMKAIIMOHHOTO COOOIICHHS
Openpa, pa3paboTka BU3yallbHOTO 00pa3a OpeHa, u3yueHue BOCIIPUSTHUS JIOTOTHIIA, IEBU3a
WJIH JIO3YHTA IEJIEBBIMH ayAUTOPUSIMH, pa3padoTka brand-book).

Tema 4. CyOBeKTBI TEpPUTOPHATIEHOTO OpEHINHTA
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3azaHue: 03HAKOMUTbHCS C PEKOMEHI0BAaHHOM JINTEPATypOi M OTBETUTH Ha CIEAYIOLIUE BOIIPOCHI [
JIMCKYCCHH:

l.
2.

Ponpe anMuHHCTpannii, MyHUIIMIAIUTETOB B CUCTEME TEPPUTOPUATBHOTO OpEHAMHTA.
Oprassl, peryJmpyronme HHBECTUIIHOHHYIO JEATEIbHOCTh TEPPUTOPUI, OTBETCTBEHHBIE 32
CBSI3U C OOIIECTBEHHOCTHIO, 32 SKOHOMUUECKOE Pa3BUTHE, TYPU3M, BHEITHEAKOHOMUYECKYIO
JIEATEIBHOCTh M MEXIYHAPOIHOE COTPYIHUUYECTBO.

Tema 5. OcoOEHHOCTH MPOABMKEHHUS TEPPUTOPUH KaK €IUHOTO OpeHIa

3anaHue: 03HAKOMUTbHCS C PEKOMEHIOBAaHHOM JINTEPaTypOi U OTBETUTH Ha CIEAYIOLINE BOIIPOCHI JIIs
JIUCKYCCHH:

l.

2.
3.
4

CuMBoOIMYECKHE HHCTPYMEHTBI BO3ACHCTBHSI Ha moTpeduTesneil OpeHia TeppuUTOpHH.
Co3manue equHOro CTWISL U AW3aliHa OCHOBHBIX aTpHOyTOB TEPPUTOPHH.

Brinyck pexiaMHO-UH(OPMaLMOHHON U CYBEHUPHON MPOAYKIIHH.

Co3pnanue opuIHMaIbHOro ABYsA3bIYHOr0 MHTEpHET-IOpTaIa TEpPUTOPHUN.

Tema 6. Typucrtckuii Opens| 3apyOeKHBIX TEPPUTOPHIA
3aaHue: 03HAKOMUTbBCS C PEKOMEHIOBAaHHOM JINTEPaTypOi U OTBETUTH Ha CIIEAYIOLINE BOIIPOCHI JIIs
JIUCKYCCHH:

1. Krnaccudukanus BUI0B TypHu3Ma.

2. Typuctuueckuii HOTEHIIUAN U TYPUCTHUECKas HHAPACTPYKTypa Kak (HakTopsl
MOBBILICHHS TYPUCTUYECKON MPUBJIEKATEIIBHOCTH PETHOHA.

TexHOMOruy NOBBILIEHUS TYPUCTUYECKON IPUBIIEKATEIbHOCTH PErMOHA.
Buapl Typuctrueckux OpeHIoB.

5. OmbIT co3nanust TypucTHueckux OpeHnoB B Poccun u 3a pyoexom.

W

Tema 7. TeppuropuansHblii OpeHauHr B Poccun

38.,[[8.HI/IeI O3HaKOMUTHCA C peKOMeHﬂOBaHHOﬁ HHTepaTypOﬁ 1 OTBCTUTH HaA CICAYIOIINC BOIIPOCHI JJIA

JIICKYCCHH:
1. OcoGeHHOCTH U MPOOIEMBI peTHOHANIBHOTO OpeHauHra B Poccun
2. OcobeHocTtu pernoHaabHOro Openaunra B Poccuu.
3. ®axTopbl GOPMHUPOBAHUS PErHOHATIBHBIX OpeH10B. OIBIT CO3/1aHMsI PETHOHATBHBIX OPEH/IOB B
Poccun.
4. TIpoGuemsl pernoHaibHOro Openannra B Poccun

9.2 Meroan4yeckue peKOMEHAAIMH 10 MOAr0TOBKE MUCbMEHHBIX PadoT
[TuceMeHHBIE pabOTHI TPOrPaMMOil HE ITPEyCMOTPEHBI.



18

[Ipunoxxenue 1. AHHOTaLUA
paboueil mporpaMMsbl AUCLUIIIIHHBL

AHHOTALIMSA PABOYEH NPOT'PAMMBI JIJUCHUILJIAHBI

JucuumuiuHa (Modyav) «'e0OpeHIMHT TeppUTOpHUil (Ha aHTTIMIHCKOM S3bIKE)» pealn3yeTcs Ha
(baxypTeTe BOCTOKOBEICHHS U COITMAIbHO-KOMMYHHKATHBHBIX HayK Kadeapoil KyJIbTypbl MUpa
JIEMOKpaTUH.

Lenv oucyunaunvl: GOpMUPOBAHHE Y CTYICHTOB TEOPETUUECKUX MPEICTABICHUN U MPAKTHUECKUX
HABBIKOB 110 CO3/IaHHUI0, pa3padoTKe, MJIAHUPOBAHUIO U YIIPABJICHUIO OPEHIOM TEPPUTOPHUH.
3aoauu yuebnoi oucyuniunbl:
1) IToAroToBKa K TBOPYECKON AEATENLHOCTH B 00JIACTH KOHCTPYUPOBAHHUS MMHIKA
TEPPUTOPHH, FOPOJIOB HIIM OOBEKTOB MO CO3AaHNI0 HHPOPMALMOHHBIX MOBOJIOB ISl
MPOAYKTOB B chepe Typu3ma
2) MOArOTOBKA K MPOEKTHOM JEATENBHOCTH B 00J1aCTH pa3pabOTKK U PEan3alluy MPOEKTOB
JeSITEIbBHOCTH TYPUCTCKOTO MPEAPUSATHUS;
3) OArOTOBKA BBITYCKHUKOB K OPTaHU3alldOHHO-yIPABICHIECKON IEATENIBHOCTH B 001aCTH
TypHU3Ma.

JucuumurHa HarpaBiieHa Ha (POPMHUPOBAHUE CIIETYIOIINX KOMITICTEHIIHIA:

1IK-2 Bnaoeem nagvikamu OpeHOUPOBAHUsL 8 KDEAMUBHBIX UHOYCMPUAX

1IK-2.1 Obnaoaem 20mo8HOCMbIO K yUACMUIO 8 npoyecce paspabomku KOHyenyuu opeHoa 8
COOMEemcmaul ¢ BblOPAHHLIM HANPAGICHUEM OesIMEeTbHOCMU

1IK-2.2 Obnaoaem 20mo8HOCMbIO K CAMOCMOSAMENbHOU pabome cep8UCH020 CONPOBONHCOEHUS
npoyedyp 6peHOUupo8anUsl U NOOOEPIHCAHUSL HA OOIHCHOM YPOBHE 00paA3 00bEKMA KPeamueHbLX
uHoycmpui

B pe3ynbrate 0cBOEHUS AUCHUIUIHHBI (M00Y/15) 00YHarOIIUNACS JOKEH:

3HaTh: KOHIEIIUU TYPUCTCKOTO MIPEAMIPHUSITHS, IPUHIIAITEI pa3pa0doTku ) (HEKTHBHON CTpaTETHH
¥ GOPMHUPOBAHUS AKTHBHOM MOJIMTUKH OIICHKH PUCKOB NPEANPUATHS TYPUCTCKON UHIYCTPUU Ha
OCHOBE KOHIIETIINH Ie00PSHINHTA TEPPUTOPUI

YMeTh: IPUMEHATh COBPEMEHHBIC METO/IbI U TEXHOJIOTMH ITPOSKTHPOBAHUS JICATEIIBHOCTH
TYPUCTCKOTO TPEPUSITHS, TPUMCHITH COBPEMCHHBIE TEXHOJIOTUY OKa3aHUs YCIYT B OPTaHU3AIHSIX
TYPUCTCKOH cepbl, OTBEUAIONIMX TPEOOBAHHUSIM MOTPEOUTENICH 1O CPOKaM, IICHE ¥ YPOBHIO KauecTBa
00CTy)KUBaHUs, a TAKKe TpeOOBaHUSIM 0€30MaCHOCTH

Brnagers: HaBbIKAMU TPUMEHEHHUST COBPEMEHHBIX METOJIOB M TEXHOJIOTHI MPOSKTHPOBAHUS
JIESITENIBHOCTH TYPUCTCKOTO NPEIPUSTHS, HABBIKAMU IPUMEHEHHUSI COBPEMEHHBIX TEXHOJIOTUH
OKa3aHHUs yCIyT B OpPraHU3aIUsaX TYPUCTCKOHN cephl, OTBEUAIOIINX TPEOOBAHUAM OTPEOUTENICH IO
CpOKaM, IIeHEe U YPOBHIO KauecTBa O0OCITY)KMBAHHUSI, & TAKXKe TPEOOBaHUSM OE30IMACHOCTH

[To mucruIuinHae (Mody10) IPETyCMOTPEHA TPOMEXKYTOUHAS aTTecTaus B hopMe 3auéma ¢
OYEHKOU .

OOm1ast TpyA0EMKOCTh OCBOCHHUS AUCHUIUINHBI (M0OY/is1) COCTABISET 3 3aueTHBIC €IUHHIIBI.



