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

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

3anaym TUCUUTUIMHBL:

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

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

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

- (opmupoBaHue HABBIKOB MpPOhecCHOHATHLHOTO OGOpMICHUS W TPO(HECCHOHATBLHOTO «UYTEHUS»
pEKJIaMHBIX MaTepuaioB Ha NPEINpUITUAX TypuU3Ma M CEepBHCA,
JaHHOU 00J1aCTH JESTEIbHOCTH.

Croco0OB OpraHM3alliy Jiejia B

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

1.2. Ilepeyenb NIaHUPYEMBIX Pe3yJIbTATOB 00YUYEeHUS M0 TUCHUILINHE, COOTHECEHHBIX €
HHANKATOPAMH JOCTHKEHHUSI KOMIeTeH NI

KoMnerenuus
(Kol 1 HAMEHOBAHUE)

HNuaukaropsl
KOMIIEeTEeHIIN
(KOJ 1 HANMCHOBAHME)

Pe3yabTarsl 00y4yeHus

I1K-2 Criocoben [TIK-2.1 Ilpumensier meTonpl | 3Hams: OCHOBBI MATEMATHKHU U

o0OpabaTbIBaTh U MapKeTHHIa UHPOPMATUKU, HEOOXOUMBIE JUIS
HMHTEPIPETHPOBATH C CYUIECTBYIOIINAX OCYIIECTBIICHUS TPOSKTHON
UCIOJIb30BaHUEM 0a30BBIX | MIPEUIOKEHUI NeSITebHOCTU B TYpU3ME

3HAHUI MaTEMATUKU U
nH(GOPMATUKU JaHHBIE,
HEOOXOIUMBIE TS

Ymems.: IpUMEHATH METOBI
MapKETUHTa CYIECTBYIOIINX
MIPEAIOKEHU N

OCYILIECTBIICHUS Braoemuw: Hasvikamu npuMeHEHUS
MIPOCKTHOM JIeITEILHOCTH METOJIOB MapKETUHTA CYIIECTBYIOIINX
B TypHU3Me MPEeAJIOKEHU I

3Hamb: OCHOBBI MATEMATHKHU U
nH(OPMATUKH, HEOOXOUMBIE IS

[1IK-2.2 JTomxeHn ymeThb
OLICHUBATh

KOHKYPEHTOCIIOCOOHOCTh 1
3¢ HEKTUBHOCTh TYPUCTCKUX
porpamMm B
yIIOBJIETBOPEHUU
OTpeOHOCTEN POCCUMCKUX
Y MTHOCTPaHHbIX TYPHCTOB,
WX pe3yIbTaTUBHOCTh

OCYILECTBIICHUS TPOEKTHON
NESITEIbHOCTH B TypU3ME

Ymems.: ymMeTh OlIEHUBATH
KOHKYPEHTOCTIOCOOHOCTh U

3¢ (HEeKTUBHOCTH TYPUCTCKUX IIPOrpaMMm
B YJIOBJIETBOPEHUHU OTPEOHOCTEH
POCCHICKHMX U HHOCTPAHHBIX TYPUCTOB,
WX PE3yJNbTaTUBHOCTD

Brnadems: HaBbIKaMH OLIEHKH
KOHKYPEHTOCIIOCOOHOCTD U




3 PEKTUBHOCTH TYPUCTCKUX POTPaMM
B YJIOBJIETBOPEHUH MTOTPEOHOCTEH
POCCUICKMX ¥ HHOCTPAHHBIX TYPUCTOB,
UX pe3yJbTaTUBHOCTh

[1IK-2.3 JlomxeH yMeThb 3nams.: OCHOBBI MATEMATUKH U
OPraHU30BBIBATH ONPOC UH(POPMATHKH, HEOOXOIUMBIE IS
TYPHUCTOB C LEJIBIO OCYILIECTBIICHUS IPOEKTHON
BBISIBJICHUS HanOoee JEATEIILHOCTH B TYpU3ME

yIOOHBIX TypUCTaM Ymemsb: OpraHu30BBIBaTh ONIPOC
TYPHUCTCKHMX HAlPaBJICHUH, | TYPUCTOB C IIEJIbIO BBISBICHUS
TYpPUCTCKHX MAapUIPyTOB, Haunboee yA0OHbBIX TypHCTaM
BpPEMEHH IPOBECHUS TYPHUCTCKHUX HAIPaBICHUH, TypPUCTCKUX
TYPHUCTCKOM MMOE3/IKH MapuIpyToOB, BPEMEHH IIPOBEICHUS

TYPUCTCKOM TOE3]IKU

Brnadems: HaBbIKaMK OpraHu3zanuu
OIIPOCOB TYPUCTOB C LEJIbIO BBISABICHUS
HaubOosee yA00HBIX TypUCTaM
TYPUCTCKUX HAINpaBICHUH, TYPUCTCKUX
MapuIpyTOB, BpEMEHU ITPOBEACHHUS
TYPUCTCKOM MOE3IKHU

1.3. MecTo 1MCUMIVIMHBI B CTPYKTYpPe 00pa30BaTe/IbHOM MPOrPaMMbl

HuctumimHa (MoOdyiv) «PexiaMHbIe TEXHOJIOTMM B Typu3Me (Ha aHIJIMMCKOM  SI3BIKE)»
OTHOCHUTCSI K 4acTu, (popMupyemMoi ydacTHUKaMH 0Opa30BaTENIbHBIX OTHOIIEHUH OJI0Ka JUCHIUIUIMH
y4eOHOT0 IJIaHa.

Jlnsi OCBOCHMS TUCHMIUIMHBI (MOOYis) «PeKiaaMHble TEXHOJIOTMH B Typu3Me (Ha aHIJIMHCKOM
A3bIKE)» HEOOXOIUMBI 3HAHUS, YMEHHUS U BiIaJIeHUs, CGOPMUPOBAHHBIE B X0OJI€ U3YUCHHSI CIICTYIOMINX
JUCHUIUIMH ¥ TIPOXOXKAEHUS NPaKTUK: MapKeTHHT B TYPHCTCKOM MHIYCTpuH, MexIyHapoaHas
CepBHUCHAsl IeATEIbHOCTb.

B pesynbrare 0CBOGHMS AUCLUUIUIMHBI (M0O0Y/s) GOPMHUPYIOTCS 3HAHUS, YMEHHMS U BIaJCHHS,
HEOOXOMUMBIEC ISl M3YYEeHMs CIEAYIOMIUX ITUCHUIUIMH U TMPOXOKIEHUS MpakTUK: TexHoiorus u
OpraHu3alysl JEJIOBbIX MEpPONPUATHH, YmpaBieHue 3(pPEeKTUBHOCTBIO U KOHKYPEHTOCHIOCOOHOCTHIO
TYpPUCTCKOTO POAYKTA.

2. CTpyKTYypa AMCUUIIMHBI
OOu1ast TpyA0EMKOCTh IUCIUILTUHBI cocTaBisieT 3 3.e., 108  akamemuueckux vaca (OB).

CTpyKTypa AMCUMIIMHBI 1JIs1 04HOH opMbI 00yUeHUst

O06beM aucHUIIMHBEL B (OpME KOHTAKTHOW pPAOOTHI 0OydYaromuxcsi ¢ TeaaroruuecKuMu
paOoTHUKaMu W (WJIM) JHMLAMH, TIPUBJIEKAaEMbIMH K pealu3alui o0pa30BaTeNbHOW MPOrpaMMbl Ha
WHBIX YCIOBHSIX, TIPH MTPOBEICHUH YICOHBIX 3aHATHI:

Cemectp | Tun yueOHBIX 3aHATHIA KonnuectBo
4acoB
5 Jlexknuu 18
5 CemMuHaphI 24
5 DK3aMeH 18
Bcero: 60

O06beM TUCHUTIUIMHBI (MOTYJIsI) B (hOpME CaMOCTOATENHHOM PAOOTHI O0YYAIOIINXCSI COCTABIISACT
48 akajeMHYeCKUX yaca(oB).



3. Conep:xxanue TUCHMILUIUHBI

HaumenoBanme pa3aesa Conep:xxanue

JUCHUILINHBI

Tema 1. IloHsiTHE M CYIIHOCTH [Ipenmer, cymHOCTP M 3aJayd COBPEMEHHOMW, ee
peKJIamMbl MECTO B CHUCTEME MApPKETHMHIOBBIX KOMMYHHUKAIUH.

The concept and essence of
advertising

Mudsl pexinamuoro nena. Crernuduka yciayru Kak
00beKTa pexnaMupoBaHus. OCHOBHBIE TPUHIIHIIBI U
ocobeHHOoCTH pekiaamMHoi aestenpbHocTH B CKCuT.
PazHo0Opasue moaxoIoB K ONpPENeICeHUI0 PEKIIaMBbl.
XapaKkTepuCTUKAa OCHOBHBIX (DYHKIMHA pPEKIaMbl
(KOHOMHYECKasA, COIHMAaIbHAsA, KOMMYHHUKATHUBHAs,
oOpa3oBatenbHas/BocriuTarenbHas). Llenn u 3amaun
PEKIIaMbI 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. CoBpeMeHHOE COCTOSTHHE
peKJIaMbl
Modern Advertising

Bo3HukHOBEHHE €BPONENHCKOM peKIaMbl Kak 0cOO0ro
Buja Ou3Heca. [lyreBoauTenu — mepBbIid BU/I T€YaTHOMN
pexsiaMbl Typu3Ma. TUIIO0IOTus My TeBOUTENCH.
OcoOeHHOCTH, TEH/IEHIIUU U POOJIEMbl Pa3BUTHS
OTEYECTBEHHOI'O pPhIHKA peKyiaMbl. Bo3MoXHOCTH
HOBaTOPCTBA U TBOPUYECTBA B PEKIIaME.

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 KOMILIEKCe
MapKeTHHIa
Advertising in the marketing mix

[ToHsATHE cUCTEMBI MapKETUHIOBOMl KOMMYHHUKAIUH,
€e poJib B KOMIUIEKCE MapKETHHTa.

B3anMocBs3b pekiiaMbl C OCHOBHBIMHU CPEICTBAMHU
MapKETUHIOBbIX KOMMYHHKAUN .MapKeTHHTIOBbIE U
COLIMOKYJIBTYPHBIC UCCIICIOBAHMS TTPH TUITAHUPOBAHUN
U TO/ITOTOBKE PEKIAMHBIX KaMIaHui. MeTobl
PEKIIAMHOTO MCCIIE0OBAHUS 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. ConuajbHO-
MCHUXO0JOrHYeCKHe 0CHOBBI
peKJaMbl

Social and psychological features in

Pexnama kak Meron — yNpaBl€HHsS  JIFOJbMH.
Hcnonbs3oBanre B pekiiaMe OCHOBHBIX MOJOKEHHM
TEOpUM KOMMYHUKAIMU. BiusHHE XapaKTepucTHK
1IEJICBOM  ayJIMTOPUM __HA _TPOLIECC _ BOCIPUSTHUSA




advertising

PEKIIaMBl. Ocobennoctu dbopmupoBaHus
POCCHICKOTO pBIHKA, POCCHHCKOTO TypH3Ma U
pOCCHIICKOM pekJlaMbl. PeknaMHOe NpOJBUKEHUE
HeWMHUHTa W OpeHAuHTra. bpeHIUHr W peOpeHIMHT
POCCHICKUX 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 5. HopmaTuBHO-nnpaBoBasi
0a3a peKkJIaMHOI1 1esiTeIbHOCTH
Legal aspects of advertising

®enepanbubiil 3akoH «O pexname». Bepcus 2003 .
C MOCJIEAYIOIMMH INONpaBKaMu. MexXayHapOoaHbIN
KOJIEKC PEKJIaMHOH MPaKTHKH, NpUHATHIN B [lapmke
B 1987 .

[IpaBoBbie acleKThl PEKJIAMHON JIEATEIBHOCTH.
OO0111eCTBEHHBINM KOHTPOJIb 3a PEKJIaMOM.

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. Kinaccupuxkanust u
XapaKTepPUCTHKA PeKJIAMHBIX
CpeacTB

Classification and characteristics of
advertising

[ToHsiTHE W OCHOBHBIC IMOAXOJbBI K KIIACCU(PUKAIINN
PEKJIaMHBIX CPEACTB. XapaKTEPUCTHUKA DSJIEMEHTOB
CPEeICTB peKIamMbl (TEKCT, N300paKeHHe, 1BET, CBET,
3BYK, IPU(T, PUCYHOK, rpahuIecKre HIEMEHTHI).
YcioBust BBIOOpa PEKIIAMHBIX CPEJICTB.

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. PazpadoTka pekjamMHO
NPOAYKINH
Promotional materials development

Metoauka pa3paboTKu peKJIaMHbBIX MaTepHaIoB.
Crpykrypa PEKIIaMHOTO oOparieHus u
XapaKTepUCTHKA OCHOBHBIX 3JIEMEHTOB BepOaibHOMN
4acTH (CJIoraH, 3aroJIoBOK, OCHOBHOHM peKJIaMHBII
TEKCT, 9X0-(paza). [Ipuembl co3manusi peKIaMHBIX
COOOIIeHUH.

Breibop  cpeAcTB  pacmpoCTpaHEHHsT — PEKIaMBbl.
[IpeumymiecTBa ¥ HEJOCTATKH OCHOBHBIX CPENICTB
pacrpocTpaHeHHs PEKITaMBL.

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. Cnienuduka pexiambl B
Typusme. ®opmMupoBanmne OpeHjaa
TOBapa, AeCTHHAIUI

OCHOBHLIG IIOHATHUA U LCIIN peKJIaMHbIX KaMHaHI/Iﬁ B
CKCuT: SKOHOMHYECKHE, UMUKEBEIE u
colnuanbHbie. DaKTOpHI, BIUSIONIME HA BLIOOD U




Advertising in tourism. Branding in
tourism.

(dopMHpoBaHHE pEKIAMHBIX IieNeil: oOmue nenu
pa3BUTUA TPEANPUATHS, MAPKETUHTOBas CTpaTerus
(GUPMBI, COCTOSHHE IIENIEBOW AayIUTOPUU U T.1.
B3aumoCBsSI3b  MapKETMHTOBOM M peKJIaMHOMU
cTpateruii pupmbl. DakTOpbl BHIOOPA PEKIAMHBIX
CTpaTeruii U UX OCHOBHbIE THIIHI.

Pexnamubple BOWHBI M KOHKYPEHTHOE IIOBEICHME
pexiiampl. PexnamMHBIN OpeHAMHT B TypU3Me U
cepBuce. bpeHIMHr  NpOAYKTa,  JAECTUHALMU.
Ocob6ennoctu popmMupoBaHus

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. Opranuszanusi u
yIIpaBJieHHEe PEKJIaAMHOMI
NAeATEJBLHOCTBIO B cepe Typu3Ma

Advertising campaigns in tourism

PexiiaMHble areHTCTBa M WX POJIb B OpraHU3allud
pexiaMHoro OuzHeca. Tunbl U QyHKIIMH peKIaMHBIX
areHTCTB. Opranu3zalmoHHOE MOCTPOCHHE
pexnamHbIx areHTcTB. Crenuduka OpraHu3auu
TBOpueckux pabot. KouTakTop, Kpuditop, apT-
TUPEKTOP M OCOOCHHOCTH WX  pabOTHL..
Opranuzanys  B3aUMOOTHOLICHHHM  «peKIaMHOE
areHTCTBO — KIIUCHTY.

[TnanupoBanue PEKIaMHBIX KaMITaHUH.
Omnpenenenne oOwvekTa (agpecata) U cyOBeKTa
peknambl. Pa3paboTka MOTHBA M CTWIIS PEKIIAMBI.
Breibop cpeactB  pacmpocTpaHEHHsT — PEKIIaMBbl.
OcHoBHbIE napameTphl u ATarnbl
MEIMAIIAHUPOBAHUS B  PEKIAMHOM  areHTCTBE
MOJTHOTO IIHKJIA.

MexnyHapoaHble W POCCUMCKUE  BBICTABKHU
TYpUCTCKOTO Ou3Heca. JlesTenbHOCTh TYPHCTCKHX
areHTCTB W TMPEANPUSATUI CepBUCAa HA BHICTaBKaX U
PR-Meponpusarusx

Opranuzanuu peKIaMHON JESTEIILHOCTH.
®ectuBanu u BbicTaBku pekinambl CKT. Pexkiamubie
areHTcTBa W WX (yHKIMU. TeXHUUYECKOe 3alaHue
JUISL PEKJIaMHOTO 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. dddexTBHOCTH [Tonsatue 3¢(heKTUBHOCTH PEKIIaMbl, OCHOBHBIE
PeKJIAMHON /1esiITeJIbHOCTH HOKa3aTesu OLIEHKHU 3G HEKTUBHOCTH.
Advertising Efficiency Pazmuune  Mexay — QQEKTHBHOCTBIO B

MapKeTuHre M 3(QQPEeKTUBHOCTbIO B pEKJaMe.
[lIoHsATHE NOANBHOCTH KIMEHTAa U METOABI €€
u3Mepenus. Ilonstue neneBol ayguTopuu U
metonsl  ee  (opmupoBaHus. OueHOYHBIE
UCCIIEJOBAHMUS pEKIIaMBbl: TECTBI Ha
3allOMMHaHUE U yOEOUTENbHOCTb, TECTbI
KOMMYHHMKAIMM, OLEHKAa HEMOCPEICTBEHHBIX
OTKITUKOB, (DOKYC-TPYIIBI, (PU3HUOIOTHYECKHE,
KaJpOBblE M BHYTPU DPBIHOYHBIE TECTHI.

[Tcuxonoruueckas 3¢ (HEeKTHBHOCTH
PUMEHEHUs pEKIIaMBl. Ornenka
IKOHOMHYECKON 3()(PEKTUBHOCTH pPEKIaMHBIX
MEpOIPUATHI

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.

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
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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

gg : g; Acceptable g

30__139 Unpublishable unpassed IEX

5.1 Ceriteria for grading by course

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

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

certification.

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

Freely oriented in educational and professional literature.

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

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

C passed and essentially presents it in the classroom and during the intermediate certification,
without allowing significant inaccuracies.

The student correctly applies the theoretical provisions in solving practical problems of

a professional orientation of different levels of complexity, possesses the skills and

techniques necessary for this.

Sufficiently well oriented in educational and professional literature.

The grade for the discipline is given to the student, taking into account the results of

the current and intermediate certification.

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

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

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

The student experiences certain difficulties in applying theoretical provisions in

solving practical problems of a professional orientation of a standard level of

complexity, possesses the basic skills and techniques necessary for this.

Demonstrates a sufficient level of knowledge of educational literature on the discipline.

The grade for the discipline is given to the student, taking into account the results of

the current and intermediate certification.

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

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

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.

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.



12

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"

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?
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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 D 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.

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;
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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;

c) 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;

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:

Russia:

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

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;
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¢) 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;

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;

¢) 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:
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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:

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;
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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;

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

d) all statements are true.

30. Which of the following 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:

a) time of day

b) program rating;

¢) 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;

¢) 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;
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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;

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;

c) the type of advertised product;



19

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;

c¢) 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;

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;



20

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

¢) 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.

7. COURSE MATERIALS

7.1 List of sources and literature

Sources
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Federal Law “On Advertising” No. 38-FZ of March 13, 2006 (adopted by the State Duma of the
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Literature
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Text : electronic. - URL: https://znanium.com/catalog/product/1039322
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https://znanium.com/catalog/product/1861571

Development and implementation practice of strategic management design solutions for the
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Advertising discourse and advertising text: monograph / scientific. ed. T. N. Kolokoltseva. - 4th ed.,
erased. - Moscow: Flinta, 2021. - 296 p. - ISBN 978-5-9765-1112-5. - Text : electronic. - URL:
https://znanium.com/catalog/product/1843254

Shitov, V. N. Information technologies in the tourism industry: a study guide / V. N. Shitov. - 2nd ed.,
erased. - Moscow: FLINTA, 2017. - 416 p. - ISBN 978-5-9765-1553-6. - Text : electronic. - URL:
https://znanium.com/catalog/product/1089842

Kulakova, N. I. Formation of professionalism of future managers of the tourism industry: training
workshop / N. I. Kulakova. - Moscow ; Berlin: Direct-Media, 2019. - 113 p. - ISBN 978-5-4499-1305-
0. - Text : electronic. - URL: https://znanium.com/catalog/product/1873223

Tkachenko, O.N. Design and advertising technologies: study guide / O.N. Tkachenko; ed. L.M.
Dmitrieva. - Moscow: Master: INFRA-M, 2021. - 176 p. — (Bachelor's degree). - ISBN 978-5-9776-
0288-4. - Text : electronic. - URL: https://znanium.com/catalog/product/1429047

Advertising activity: textbook / ed. V.D. Sekerina. — M.: INFRA-M, 2018. — 282 p. + Add. materials
[Electronic resource; Access mode http://www.znanium.com].— (Higher education: Undergraduate). -
ISBN 978-5-16-005684-5. - Text : electronic. - URL: https://znanium.com/catalog/product/920551
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Dmitrieva, L. M. Philosophy of advertising: a study guide / L. M. Dmitrieva, D. K. Krasnoyarova, N.
A. Anashkina. - Moscow: Master: INFRA-M, 2022. - 256 p. - ISBN 978-5-9776-0281-5. - Text :

electronic. - URL: https://znanium.com/catalog/product/1846449

7.2 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

WHdopmanroHHbIe CIIPABOYHBIE CUCTEMBI:
1. Koncynwrant [Lmroc
2. Tapanr

8. Ob0ecneuenue 00pa3oBaTeIbLHOIO MpPOLECCa s JHI ¢ OTPAHNYEHHBIMH BO3MOKHOCTAMU
310POBbSI U HHBAJIH/I0B

B xome peamuzanuy JUCHUIUIMHBL HCHOJB3YIOTCA CIEAYIOLIME JOMOJHUTEIbHBIE METOJIbI
o0yuyeHHsI, TEKYyLIero KOHTPOJS YCHEBAaeMOCTH W TNPOMEXYTOYHOM aTTecTallud OO0yYarolmuxcs B
3aBUCUMOCTH OT UX MHAMBHUIYaIbHBIX OCOOEHHOCTEMH:

® ISl CIIENBIX M CHA0OBUAALIMX: JEKIMU OQOPMISIOTCS B BHJIE DJEKTPOHHOTO JOKYMEHTa,
JOCTYITHOTO € TIOMOIIbI0 KOMIIBIOTEPA CO CHELUATU3UPOBAHHBIM IPOTPAMMHBIM O0ECIIEUCHHUEM;
IIMCbMEHHBIE 3aJaHMsI BBIIOJHSIOTCS HAa KOMIIBIOTEPE CO CHEHUAIU3MPOBAHHBIM IPOrPAaMMHBIM
o0ecrieyeHMeM MM MOTYT OBITh 3aMEHEHbl YCTHBIM OTBETOM; OOECIeuMBaeTCs WHIMBHIYaJIbHOE
paBHOMepHOe ocBemeHue He menee 300 JIOKC; A BBIMOJIHEHHS 33JaHUsl MPH HEOOXOJMMOCTH
IPEJOCTABIIAETCS YBEIMUYMBAIOIIEE YCTPOWCTBO; BO3MOXKHO TAK)K€ HCIOJIb30BAHUE COOCTBEHHBIX
YBEJIIMYMBAIOLIUX YCTPOUCTB; MUCHMEHHBIE 3a/IaHHsI O()OPMIISIIOTCS YBEIUYCHHBIM MIPU(TOM; 3K3aMeH
¥ 3a4€T MPOBOASATCS B YCTHOM (JOpME MIIM BBINOJIHAIOTCS B MUCBbMEHHOM (hOpMe Ha KOMIIBIOTEPE.

® ISl TIYXUX U cAa0OCHBIIIAIIMX: JEKIUH O(QOPMIISIIOTCS B BUJAE 3JCKTPOHHOTO JOKYMEHTa,
au00  IpPeNoCTaBiIAETCS  3BYKOYCWIMBAIOLIAs — ammapaTypa HHAMBUAYAJIBHOIO  IOJb30BAHUS;
NUCbMEHHBIE 33JaHUsl BBIOMHSAIOTCS HAa KOMIIBIOTEpE B MHCBMEHHOH (opme; 3K3aMeH U 3a4éT
IPOBOJATCS B IUCBbMEHHON (hOpME Ha KOMIIBIOTEPE; BO3MOKHO IIPOBEIEHUE B (DOPME TECTUPOBAHHUS.

® ISl JIMI] C HAPYUICHUSMHU OINOPHO-ABUIaTeNbHOIO ammapaTa: JEKIUH O(OpMIISIOTCS B BUJEC
JIEKTPOHHOI'O JIOKYMEHTA, JOCTYIIHOTO C IIOMOLIbIO KOMIIbIOTEPA CO CIELUAIN3UPOBAHHBIM
IpOrpaMMHBIM ~ OOecrieueHHeM; THUChbMEHHbIE 3a/laHUsl  BBIOJMHSIOTCS Ha KOMIIBIOTEpE CO
CHeUaIM3UPOBAaHHBIM MPOTPaMMHBIM OOECIIeUeHHEM; 3K3aMeH U 3a4€T MPOBOASTCS B YCTHOU (hopme
WY BBITIOJIHSIOTCS B MIMCBbMEHHOM (hopMe Ha KOMIIbIOTEpE.


https://znanium.com/catalog/product/1846449
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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ITpu HEOOXOIMMOCTH MPeyCMaTPUBACTCS YBEIMYCHUE BPEMEHH U1 TOJArOTOBKH OTBETA.

[Tporenypa mpoBeneHHUsS MPOMEKYTOYHOW aTTECTAIlMK JUIsi 00yJaroIIUXCsl yCTaHABIMBACTCS C
y4€TOM MX MHIUBHIYaJTbHBIX NCUX0(U3nueckux ocoOeHHOCTeH. [IpoMexyTouHast aTTecTanus MOXeT
MIPOBOIUTHCS B HECKOJIBKO ITAIIOB.

[Ipu mnpoBeneHNMH MpPOIENYphl OLEHUBAHHUA pPE3yIbTaTOB OOyUYeHHs MpeayCMaTpUBaCTCA
WCTIOJIF30BaHUE TEXHUYECKUX CPEICTB, HEOOXOIMUMBIX B CBSI3U C MHIMBHIYaJTbHBIMH OCOOCHHOCTSIMHU
oOyvaromuxcs. OTH CpelICcTBAa MOTYT OBbITb IPEAOCTABICHBI YHHUBEPCUTETOM, WJIH MOTYT
MCTIOJIB30BATHCS COOCTBEHHBIE TEXHHMUYECKHE CPEIICTBA.

[TpoBenenue mpoueaypsl OLIEHUBAHUS PE3yJIbTaTOB O0YUYEHMS JOIYyCKAeTCsl C MCIOJIb30BaHUEM
JTVICTaHIIMOHHBIX 00pPa30BaTENBHBIX TEXHOJIOTHH.

ObecneunBaeTcs AOCTYN K HH(GOpPMAIMOHHBIM U OubnmorpaduyeckuM pecypcam B CETH
WuTepHeT 1 Kakaoro odydaronierocs B popMax, alalTHPOBAHHBIX K OTPAHUYCHUSM UX 3I0POBbS U
BOCTIPUATHS HHPOPMALIUU:

® I clemblX U ClIa0OBUASIIMX: B Ie4yaTHOM (opMme YBETUYEeHHbIM ImipudToMm, B (opme
AJIEKTPOHHOT'O IOKyMEHTa, B (hopMme ayanodaiina.

® JUIsl TITYXHMX U CJIa0OoCTbIIIAIIKX: B IeyaTHOU popme, B (hopMe ANEKTPOHHOIO JJOKYMEHTA.

® U1 00y4alOIMIMXCs ¢ HApYIIEHUSIMH OTMIOPHO-BUTATEILHOTO anmnapaTa: B ne4atHoi ¢opme, B
(dhopme EeKTPOHHOTO TOKYMEHTa, B (popme aynunodaiina.

VY4eOHble aylIUTOpUU AJisi BCEX BHUJOB KOHTAKTHOM M CaMOCTOSITENIBHOM paboThl, HayyHas
OubimoTeka M UHBIC IOMELIEHHUs Jii OOY4YEeHHs OCHAIEHBl CIEHUAIbHBIM O0OPYAOBAaHHEM U
y4eOHBIMU MECTaMH C TEXHUYECKUMHU CPEJICTBAMU O0yUEHUS:

® IS CHENbIX U CIa0OBUIAIIMX: YCTPOWCTBOM JUI CKAaHUPOBAHMS U YTEHUs ¢ Kamepoil SARA
CE; nucnineem bpaiing PAC Mate 20; npuntepom bpaitnig EmBraille ViewPlus;

® ISl TIIyXUX M ClIa0OCTBIIIANIMX: aBTOMATH3MPOBAHHBIM pPabOYUM MECTOM Ui JIIOJEH C
HapyLIEHUEM CiIyXa U cIa0O0CIbIIalX; aKyCTUUECKUM YCUIIUTENb U KOJIOHKH;

® 111 OOy4YaroUMXCs C HapyLICHUSMH OINOPHO-JABUraTeIbHOIO ammapara: IepeaBHKHBIMHU,
peryinupyeMbiMu 3proHoMuueckumu maprtamMmu CHU-1; KOMOBIOTEpHON TEXHUKOW CO CHEIHaIbHBIM
IPOTrpaMMHBIM 00€CTIeUeHHEM.

9. MeToanueckue MaTepuabl

9.1 Ilianbl ceMMHAPCKUX/ MPAKTHYECKUX/ 1a00PaTOPHBIX 3aHATHI

Tema 1. [loHsiTHE U CYIIIHOCTH PeKJIAMBI

Bonpocul ona 06cyarcoenus:

1. CymHOCTb peKiaMBl.

2. Pa3HOo0Opa3ue moIxo0B K OMpeNeIeHHIO PEKIIaMBL.

3. XapakTepucTuka  OCHOBHBIX  (DYHKIMH  pekiIamMbl  (IKOHOMHYECKas, couuasnbHas,
KOMMYHHKaTHBHAs1, 00pa3oBaTeIbHAasl/BOCIUTATEIbHAS).
4. llenu v 3a1a4u peKIaMbl B TYPU3ME.

5. Knaccuduxkanus pekiaMbl B TypU3Me.

3aoanue:

Hanucats 5cce Ha OfHY U3 MpeagaraéMblxX TeM:

1. Pexmnama u obmiecTBo.

2. Pexnama B MO€H KU3HHU.

3. BnusiHue pexiambl Ha KU3Hb COBPEMEHHOT'O YEJIOBEKa.

Tema 2. Tpaaguuuu ¥ cOBpeMeHHOE COCTOSIHUE PeKJIaMbl

Tema 00k1a008:

® OcoOEHHOCTH, TeHJCHIIUU 1 MTPOOJIEMBI Pa3BUTHSI OTEYECTBEHHOTO PHIHKA PEKIIAMBI.
* B03MOXHOCTH HOBAaTOPCTBA M TBOPUYECTBA B PEKIIAMe.
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Konmponvhule éonpocbi:

® 3apoxJIeHHE peKIIaMbl B J[peBHEM MUpE.
* Pexnama B 3anannoit Espone n CIILA.

¢ lcropus pexiamsl B Poccnn.

Tema 3. Pexsiama B KOMILIEKCE MAPKETHHI A

Temvl 00K1a008:

® (OcoOEHHOCTH peKIaMbl Ha Pa3HbIX CTAIUIX KU3HEHHOTO LIMKJIAa TOBapa/yCciIyru

* Crneuuguka BTL-pexnambl

Koumponvhuvie 6onpocur:

¢ JlonsaTue cucTeMBl MAPKETUHIOBOM KOMMYHHUKALUH, €€ POJIb B KOMIUJIEKCE MAPKETHUHIA.
® B3auMOCBsA3b PEKJIaMbl C OCHOBHBIMH CPEJICTBAMH MAPKETUHIOBBIX KOMMYHUKALIUM.
3aoanue:

MOJATOTOBUTH UHJIMBUYaJIbHOE COOOIICHUE HA OJJHY U3 MPEAJIOKEHHBIX TEM.

1. MepueHaaii3uHT U peKjlaMa Ha MecTe IpoJaxk Kak MHCTpyMeHThl BTL — pexnamsl.
2. CrumynupoBaHHe npojax kak HHCTpymMeHT BTL — pexnamsbl.

3. CtumynupoBanue cObiTa Kak MHCTpyMeHT BTL — pexnamsl

4. Ipsimoii MapkeTHHT Kak HHCTpYMeHT BTL — pexiamsl.

ITpomakt ruiicmeHT (product placement) kak nacTpymeHT BTL — pexnamel

Tema 4. ConnajbHO-IICHX0JI0THYECKHE OCHOBBI PEKJIaMbl

Bomnpocsr:

. CriocoObl pHBIICYEHUS] BHUMAHUS K peKIaMe.

. Oco0eHHOCTH NOTPEOUTENHCKON MOTUBALIMU TIOTPEOUTENEH TYypyCIIYT.

. Peknama kak MeTOJ] ynpaBJIeHHUs JIIOJIbMHU.

® Wcnonr3oBanue B PEKIIaMC OCHOBHBIX TOJI0KEHUH TCOPHUU KOMMYHUKAIINH.

. BnusiHue XapakTepUCTHK LEJIEBOM ay IMTOPUM Ha MPOLECC BOCTIPUATHS PEKJIAMBI.

Tema 5. HopmaTuBHo-npaBoBasi 6a3a peKJIaMHOM J1eITeJIbHOCTH

Bonpocwi:

® 13yuuTh 3aKOHOJATENIBCTBO O pekname. COCTaBUTh KOHCIIEKT.

¢ U3yuuth ocHOBHBIE NIpuHLUIIBI Kogekca pexkiaaMHoi npakTUKU. COCTaBUTh KOHCIIEKT

Tema 6. Kinaccupukanusi 1 XapaKTepUCTHKA PEKJIAMHBIX CPeICTB
Bonpocuwi:
¢ [loHsATHE 1 OCHOBHBIE MOJAXOAbI K KJIaCCU(PUKAIIUU PEKIAMHBIX CPEJCTB.
e XapaKTepuCcTHKa MIEMEHTOB CPEJICTB PEKJIAMBI (TEKCT, U300paKeHHE, IIBET, CBET, 3BYK, MIPUQT,
PHUCYHOK, TpaduiecKre SJIEMEHTHI).
¢ VYcioBus BEIOOpa pEKIIAMHBIX CPEJICTB.
3aoanue:
MOATOTOBUTH UHAUBUYAIbHOE COOOIIICHUE Ha OJIHY U3 MIPEII0KCHHBIX TEM.
1. Oco0eHHOCTH UCTIONB30BAHUS PEKJIaMbI TYpHU3Ma B Mpecce.
2. Crnenuduka Tene- v paauopeKiiaMbl TYPUCTUICCKUX YCITYT.
3. Cneuuduka Hapy>kHOI pekambl B cepe Typusma.
4. PoJib KOMIBIOTEPU3UPOBAHHOMN PEKJIAMBbI B IEATEILHOCTH TYPUCTCKOTO MPEIITPUSITHSI.
5. Ilewarnas pexinama B cpepe Typusma.

Tema 7. PazpadoTka pekjJaMHOI NPOXYKIUN

Tembl 00K1a008:
1.  XynoxecTBeHHOE 0hOpMIIEHUE PEKIIAMHBIX OOBHEKTOB.
2. Kommno3zuuus pexiamsl.
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3.  BzaumopeiictBue BepOaNbHOrO, BHU3YaJbHOTO, 3BYKOBOTO U PUTMHUYECKOTO psJIOB B
pPEKJIaMHOM COOOIIEHHUH.
4. Komupa#TUHT: CYIIHOCTH M MpaBUIIa.
Konmponvhuvle 6onpocwi:
e MeTtoauka pa3pabOTKH pEeKIaMHBIX MaTEPUAIIOB.
e CTpyKTypa pEKIIAMHOTO OOpalleHHs W XapaKTEPHCTHKA OCHOBHBIX JJICMEHTOB BepOATLHOM
qacTu (CJIOTaH, 3aroJIOBOK, OCHOBHOM peKJIaMHBIN TEKCT, 3X0-(pasza).
e [Ipuemsl co3aHusl PeKIaAMHBIX COOOIIEHUH.
¢ Bribop cpenctB pacnpocTpaneHus: pexiambl. [IpermyiiecTBa 1 HEAOCTATKH OCHOBHBIX CPEICTB
pacrpoCTpaHEHHS PEKJIAMBI.

Tema 8. Cnenuduxa pexiaambl B Typuzme. @opmupoBanue OpeHaa Topapa, 1ecCTHHALMI
3aoanus:

1. [ToAroTOBUTH MHAMBUYAbHOE COOOIICHUE HA OJJHY U3 MPEAJIOKEHHBIX TEM.
¢ Crneuuduka TyprnpoayKTa, onpeaesstomas 0coOeHHOCTH peKIaMbl., OpeHaa
e ToBapHblii 3HAaK M 3JIEMEHTHl (PUPMEHHOTO CTWJISI TYPUCTCKOIO MPEANpPUSATHS KakK CpeicTBa
pexiaMbl U PR B Typusme.
¢ Pexylama TypnpoAyKTa Ha BBICTABKAX U pMapKax.
¢ Peknama TypucTckux aectuHainuii. @opMupoBanue Openaa

2. IlpoBecTH KOHTEHT-aHAIM3 PEKJIAMHBIX COOOLIEHUN TYpYCIyr C LEJIbIO0 BbISBICHUS
0COOEHHOCTEH coepKaHusl U WIUTIOCTpalUi B peKJIaMHbIX MaTtepuaiax. [loAroTroBUTh oTYerT.

Tema 9. Opranusanusi 1 ynpapjieHHe PeKJIAMHOMH JesTeJIbHOCTBIO B c(hepe Typu3mMa

Konmponvhuvle éonpocbi:

1. CymHocTh 1 6a30Bast MOJIENIb OPTaHU3ALMH PEKJIAMHOMN JEATEIbHOCTH.

2. [InanupoBaHue peKJIaMHOM JIEATENBHOCTH B Typu3aMe. Opranuzanusi peKIaMHOM JeSTeIbHOCTU B

TypHU3Me.

B3anMoOTHOIIIEHNsT yYaCTHUKOB PEKIAMHOTO MPOIECCa.

PexnamHas kaMnaHus Kak HHCTPYMEHT PEKJIaMHON AEATENbHOCTH B TYpPU3ME.

5. Pa3pabotka OroKkeTa pekjIaMHONW KOMIIaHuU B cepe TypusMa: (pakTopsl, BIUSIOUINE HAa pa3Mep
PEKIIaMHOTO OrO/IKeTa.

6. MeToasl hopMHpPOBaHUS PEKIIAMHOTO OOJKETA.

3aoanue:

® COCTaBUTh OTYET 00 OpraHU3alMU PEKJIAMHOM JEATENBHOCTH TYPUCTCKOIO HPEINpPUSTHS 10

pe3yabTaTaM y4eOHON SKCKYPCHH.

el

Tema 10. DpPpekTHBHOCTD PpEeKJIAMHOM 1eSITETbHOCTH
Konmponvhwvie éonpochwi:

l. OkoHoMuueckass  3(G(GEKTUBHOCTh:  OCHOBHbIE  TOHSTHS,  CBSI3aHHBIE  C
3P PEKTUBHOCTBIO PEKIaMbl; METOJIBI pacdeTa dPPEKTHBHOCTH PEKIIAMBI.
2. [Tcuxonornueckass 3¢(EeKTUBHOCTh NPUMEHEHHs CPEICTB pPEKJIaMbl: IOKa3aTelu

3P PEKTUBHOCTH, METOABI H3Y4YEeHHUS YPPEKTUBHOCTH.
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[Ipunoxxenue 1. AHHOTaLUA
paboueil mporpaMMsbl AUCLUIIIIHHBL

AHHOTALIMSA PABOYEH NPOT'PAMMBI JIJUCHUILJIAHBI

Juciumnnza «PexkjaMHbIe TEXHOJIOTHH B Typu3Me (Ha aHIVIMICKOM S3bIKE)» peallu3yeTcs
Ha (axyJbTeTe BOCTOKOBEIECHUS U COIIMAIbHO-KOMMYHUKAaTUBHBIX HayK Kadenpoi KyJIbTypbl MUpa U
JIEMOKPATHH.

Leap Kypca COCTOMT B HM3YYEHHHM DPEAJbHBIX IMPAKTUK PEKJIAMHOro jena B cdepe yciayr u
Typu3Ma Hapsy € IpPYIMMM KOMMYHUKAIIMOHHBIMU IIPOLIECCAMU U TEXHOJIOTHSAMM; B OBJIAJCHUU
OCHOBHBIMHM TEXHOJOTHSIMU pEKJIaMHOro Jiejla, MPUEMOB MeIua-IJIaHUPOBAHUS M PEKIAMHOIO
KOHCAJITHHIa; (OPMUPOBAHMU NPO(PECCHOHATBHBIX KOMIIETEHIMH B 00JacTH MapKeTHMHIOBOM H
pPEKIaMHOMN JeSTeIbHOCTH, OCYIIIECTBICHNS aHAJTUTUUECKUX, IPOEKTHBIX U MPE3EHTAMOHHBIX paboT B
Toi obnactu. Kypc mnpusBaH QGopMHpoBaTh CHCTEMY B3IJIAJ0B HAa COBPEMEHHYIO PEKJIaMHO-
MH(POPMALMOHHYIO IEATEILHOCTD M MEPCIIEKTUBBI €€ Pa3BUTHSI I CEphI YCIIYT.

M3 nenm Kypca BBITEKAlOT 3aJauM, peanus3alys KOTOPBIX B XOAE HM3YUYEHUS JUCLMILIMHBI
MO3BOJIIET JOCTUTHYThH IOCTABJIEHHOW 1enu. [l JaHHON AUCUMILIMHBI [JIAHUPYIOTCS CIEIYyIOIINe
o0Opa3oBaTeNbHbIEC 3aJa4H.

- YCBOEHHE CTYJCHTaMH OCHOBHBIX TEPMHHOB M TOHSATHI B 00JacTH PEKIAMHOTO Jela, MX
BKJIIOUEHUS B IPO(HECCUOHATBHBIN S3bIK CIICIUANNCTA TIO CEPBUCY U TYPHU3MY;

- BKJIIOYCHHE B NPOPECCHOHATNBHBIN Oarak yMEHHs] «4HTaTh» COBPEMEHHYIO peKJIaMmy,
0opOpMIISITh TEXHUYECKOE 3aJaHUe HA CO3[aHUE PEKIAMHBIX MPOAYKTOB M MPOU3BOJIUTH IKCIEPTHU3Y
TaKOBBIX;

- OBJIaJeHHE HEOOXOIUMBIMH MPO(ECCHOHANBFHBIMU HABBIKAMHU CO3JAHUS  pEKIaMHOU
MPOAYKIIMH, COCTABJICHUS MeIMaIlIaHa JUIsl pEKJIaMHbIX KaMIIaHHi;

- (opmupoBanue HaBBIKOB MpodeccuoHanbHOTO  odopmieHUS U MNPOPECCHOHATBHOTO
«YTEHUS» PEKJIaMHBIX MaTepUajioB Ha NPEANpUATUAX TypuU3Ma U CEpBUCA, CIOCOOOB OpraHu3aluu
Jiena B JaHHOU 00J1acTH JesITeIbHOCTH

JuctuminHa (Modyiv) HanpapiieHa Ha GOPMHUPOBAHUE CISAYIOMUX KOMIICTCHITHIA:

[TK-2 Cnocoben 06pabaTbiBaTh M1 MHTEPIPETUPOBATH C UCIIOIH30BAaHIUEM 0a30BbIX 3HAHUN
MaTeMaTUKU ¥ HHPOPMATUKH JaHHBIC, HEOOXOMMBIE [T OCYIIECTBICHUS MPOCKTHOM A TEITHHOCTH
B TypHU3Me

[1K-2.1 ITpumeHseT MeTO bl MAPKETUHIA CYLIECTBYIOIINUX NPEI0KEHUN

[1K-2.2 JTomkeH yMeTh OILIEHUBATh KOHKYPEHTOCIIOCOOHOCTh U 3(h(PEKTUBHOCTH TYPUCTCKUX
IIPOrpaMM B yJIOBJIETBOPEHUH MTOTPEOHOCTEN POCCUICKUX U MHOCTPaHHbBIX TYPUCTOB, UX
pe3yIbTaTUBHOCTh

[1K-2.3 JlomkeH yMEeTh OpraHU30BBIBATH ONPOC TYPUCTOB C IEJIBIO BBISBICHUS Hanboee ya00HbIX
TypHUCTaM TYPUCTCKHMX HaIlPaBJICHUM, TYPUCTCKUX MapUIPyTOB, BPEMEHU IIPOBEICHUS TYPUCTCKON
MOE3/1KU

3HaTh:

- OCHOBHbBIE BU/IbI U THIIbI PEKJIaMBbI, €€ IpaBOBble OCHOBaHUs B PD;

- HaIpaBJICHHUs U LIKOJIbI PEKJIAMHOTI'O JIeTIa;

- OCHOBHbIE MH(OPMALMOHHBIE PECYPCHl B cpepe peKIaMHON JESTeIbHOCTH C MX MOOWUIBHOCTBIO U
JTUBEPCUPUKAITTOHHOCTBIO;

- TUIOJOTHIO PEKJIAMHBIX TEKCTOB M CTPYKTYPY PEKIaMHBIX 00pa30B, KOTOpPHIE HCIOIB3YIOTCS B
TypHU3ME;

- OCHOBBI HOIMHUHTA 1 OpEHANHTA B TypU3ME U CEPBHUCE.

VMmeTs:

- CO3/1aBaTh YHUKAIBHOE MPEAJIOKEHUE TYPIPOIYKTA U YCIYTH PA3IMYHBIMU CPEJICTBAMH PEKIIAMBIL;
- CTPOUTH PEKJIAMHYIO CTPATETHIO C YIYETOM COBPEMEHHBIX TOCTH)KEHHUH B chepe Meaua-
TJIAHUPOBAHUS U PEKIAMHBIX TEXHOJOTHIA;
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- ONTUMU3HUPOBATH PACXOAbI KaK IIPU BLI60pe U pcain3allui pa3IMYHbIX KOMMYHHUKAIIUOHHBIX
CTpaTeFI/Iﬁ B pain3aliu MEIHUAIINIAHUPOBAHUA PCKIIAMBI;
Biagers:
- TEXHOJIOTUSIMU aHAJIM3a MECCUKEN PEeKIIaMHBIX TEKCTOB U 00pazoB;
- TEXHOJIOTHSIMM KpeaTHBa, aHaJIUTUKH, KOHCAJITUHTA.
[To nuctumuivHe (Modyni0) NpeyCMOTPEHa TPOMEXKYTOUHAs aTTecTalus B (hopMe IK3aMeHa.
OO11ast TpyZ0€MKOCTh OCBOCHUS AUCLUUIUINHBI (M00Y/14) COCTABISAET 3 3aU€THBIE €TUHUIIBI.



