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1. MosicuuTeNLHAA 3alIHCKA
1.1. Heanb u 320294 AUCHUILIHHBI

Ilenp Kypca: M3ydeHHE NPAKTUK PEKIAMHOro Jena B cdepe yciayr U Typu3Ma Hapsy C JIpyrMMu
KOMMYHHKAIMOHHBIMM IIPOLIECCAMHM U TEXHOJIOTMSAMH; B OBJIAJACHUM OCHOBHBIMM TEXHOJOTHUSIMH
pEeKJIaMHOTO Jiefla, MPHEMOB MEIUa-IUIAaHUPOBAHUS M PEKJIAMHOTO KOHCAJITHHTA; (hOpMHUpOBaHUH
npo(eCCUOHATBHBIX KOMIIETEHIIMH B OOJAaCTH MapKETUHIOBOM U PEKIAMHOM JESTEeIbHOCTH,
OCYIIECTBIICHHS aHAIUTUYECKUX, IPOCKTHBIX U MPE3CHTAMOHHBIX paboT B ATOI 00JaCTH.

3azayy IUCUUIUIAHBL

- YCBOEHHE CTYJICHTaMU OCHOBHBIX TEPMHMHOB U MOHATUI B 00J1aCTU PEKJIAMHOTO JIeN1a, UX BKIFOUEHUS
B IPO(eCCUOHATIBHBIN SI3bIK CHELIMAINCTA [10 CEPBUCY U TypU3MY;

- BKJIIOUEHHME B MPO(ECCHOHAIBHBIA 0arak yMEHHs «UUTaTh» COBPEMEHHYIO peKiaMy, opOopMIIsiTh
TEXHUYECKOE 3aJJaHue Ha CO3JaHUe PEKIAMHBIX IIPOLYKTOB U IIPOU3BOAUTH SKCIIEPTU3Y TAKOBBIX;

- OBJIAJICHHE HEOOXOIMMBIMU TPO(PECCHOHATHHBIMA HABBIKAMH CO3/IaHUS PEKJIAMHOHM IMPOIYKIIWH,
COCTABJICHMS MEAMAIUIAHA JUIS PEKIaMHBIX KAMIIaHUM;

- (¢dopMHpOBaHHE HABHIKOB MPO(PECCHOHATHHOTO OQOPMIICHHS M TPOPECCHOHATBHOTO «UTEHHSDY
pEKIaMHBIX MaTEpUaAlOB Ha NPENIPHUATHIX TypuU3Ma U CEpBHCA,
JAHHOM 00J1aCcTH 1€ATEILHOCTH.

crmoco0oB OpraHu3anuu Jcjia B

I[I/ICIII/IHJII/IHa pPCAIM3yCTCd HAa HHOCTPAHHOM A3bIKC.

1.2. llepeyeHb MJIAHUPYEMBIX Pe3yJIbTATOB 00YUYeHHS MO TUCIUIIIHHE, COOTHECEHHBIX C
HHAUKATOPAMHM JOCTHKEHUSI KOMIEeTeH N

KoMnerennus
(Koa 1 HAMMEHOBaHUE)

Nuagukaropbl
KOMIIEeTeHI Ui
(kK01 ¥ HAMMEHOBAHUE)
[TK-2.1 [TpumeHsIeT MeTOTbI

Pe3yabTarbl 00yueHust

[1K-2 Cnocoben 3namsb: OCHOBBI MATEMATHUKH U

oOpabatbIBaTh U MapKeTHHTa UHPOPMATHUKU, HEOOXOJUMBIE JUIS
UHTEPIPETHPOBATH C CYIIECTBYOIINX OCYIIECTBIICHHSI TPOSKTHON
UCIOJIb30BaHUEM 0a30BBIX | MPEIOKEHUI JeSITeTbHOCTH B TypH3Me

3HAaHWUI MaTeMaTUKUA U
WH(OPMATUKH JTaHHBIE,
HEOOXOOUMBIE T

Ymems: mpuMEHSITH METOIBI
MapKETHHIa CYIIECTBYIOIINX
MIPEMIOKEHU N

OCYILECTBIICHUS Braoemyw: Hasvikamu npuMeHEHUS
MIPOEKTHOW JIeATETbHOCTH METO/IOB MapKETHHTA CYIIECTBYIOLIUX
B TypHU3Me MPEAJIOKEHU I

3Hamb: OCHOBBI MATEMATHKHU U
nH(OPMATUKU, HEOOXOINUMBIE IS

[1K-2.2 TomxeH ymeThb
OLICHUBATH

KOHKYPEHTOCIIOCOOHOCTh U
3¢ EKTUBHOCTH TYPUCTCKUX
porpamMm B
yIIOBJIETBOPEHUU
MOTpeOHOCTEN POCCUICKIX
Y MTHOCTPAHHBIX TYPHCTOB,
WX pe3yJIbTaTUBHOCTh

OCYILECTBIICHUS ITPOEKTHON
JeSITeILHOCTH B TypH3Me

Ymems: ymeTs o1leHHBATH
KOHKYPEHTOCTIOCOOHOCTH H

3¢ (HEeKTUBHOCTH TYPUCTCKUX MIPOrpaMM
B YJIOBJIETBOPEHUHU MOTPEOHOCTEN
POCCHIICKMX ¥ HHOCTPAHHBIX TYPUCTOB,
UX Pe3yJIbTaTUBHOCTh

Braoems: HaBbIKAMU OLIEHKH
KOHKYPEHTOCIIOCOOHOCTH H




3P PEKTUBHOCTH TYPUCTCKUX IMPOTPaMM
B YZOBJIETBOPEHUH MOTPEOHOCTEH
POCCHIICKMX M HHOCTPAHHBIX TyPUCTOB,
UX Pe3yJbTaTHBHOCTh

[1K-2.3 JlomkeH yMeTb 3namb: OCHOBBI MATEMATUKU U
OPraHU30BBIBATH OIPOC UH(POPMATHKH, HEOOXOIUMBIE IS
TYPUCTOB C LEIIBIO OCYILECTBIICHHSI TPOSKTHON
BBISIBJICHUS Hanboee JeATEIbHOCTH B TYpU3ME

yIOOHBIX TypUCTaM Ymems: oprann3oBBIBaTh ONPOC
TYPHUCTCKHX HAlPaBJICHUH, | TYpUCTOB C IIEJIbIO BBISIBICHUS
TYPUCTCKUX MapIIpyTOB, Haunbosee yA0OHbBIX TypHCTaM
BPEMEHH IIPOBEJICHUS TYPHCTCKHX HalPaBJICHUH, TypPUCTCKUX
TYPHUCTCKOH MMOE3/IKH MapuIpyTOB, BPDEMEHHU IPOBEICHHS

TYPUCTCKOH MOE3IKH

Braoemyw: HaBBIKAMY OpraHU3aluN
OIPOCOB TYPUCTOB C IIEJIbIO BBISBICHUS
HaubOoJsee yA00HBIX TypHCTAM
TYPUCTCKHX HAIIPABICHUMA, TYPHCTCKUX
MapuIpyToB, BPEMEHU IIPOBEICHUS
TYPUCTCKOH MOE3IKH

1.3. MecTO ICHUIIIMHBI B CTPYKTYpPe 00pa30BaTe/IbHOM MPOrPaMMbl

HucuunnuHa (modynv) «PekjnamMHble TEXHOJOTMM B TypusMme (Ha aHTIUHCKOM SI3bIKE)»
OTHOCHUTCSI K 4acTH, (popMUpyeMoll ydacTHHKaMH 0Opa30BaTENbHBIX OTHOIICHHWHA OJIOKA TUCIUIUIMH
y4eOHOro IjaHa.

JUig OCBOEHMSI NUCLUIUIMHBL (M0Oyns) «PekiaMHble TEXHOJOTHU B TypuU3Me (Ha aHIVIMHCKOM
A3bIKE)» HEO0OXOAMMBI 3HAHMSI, yMEHHUS U BiaJleHus, cOPMUPOBAHHbBIE B XO€ U3YUEHHUS CIETYIOIUX
IUCHUIUIMH ¥ TIPOXOXKIACHUS TPAKTUK: MapKeTHHT B TYPHCTCKOM WHAYCTPUH, MeXIyHapoaHas
CepBUCHasl EITEIbHOCTD.

B pesynbrare ocBOE€HHS TUCHUIUIMHBI (M0O0Y7) (POPMHUPYIOTCS 3HAHUSA, YMEHUS WU BIIAJICHUS,
HEOOXOAUMBIE Ul M3YYEHHUs CIEAYIOIUX IUCHMIUIMH M TNPOXOXAEHUS NpakTuk: TexHomorus u
OpraHu3aIysl JIETOBBIX MEpONPHUATHH, YTpaBieHHe YPPEKTHBHOCTHIO M KOHKYPEHTOCIOCOOHOCTHIO
TYPUCTCKOT'O MPOJIYKTA.

2. CTpyKTYypa TUCHHILIHHBI
Oo6mmas Tpya0EMKOCTh TUCIUIUIHHEI cocTaBiusier 3 3.e., 108  axamemuveckux daca (OB).

CTpyKTypa AMCUMILIMHBI 1JIs1 04HOH GopMbl 00yUeHus:

O0pvemM naucuumiIuHBL B (popMe KOHTAKTHOM paboThl OOydarOMIMXCSl C MeJarorn4ecKuMu
paboTHUKaMu M (WJIK) JUIAMM, TPUBJIEKaEMbIMM K peaju3aluu o0pa3oBaTENbHOM MporpamMmbl Ha
UHBIX YCIIOBHSIX, TP MTPOBEACHUH YUEOHBIX 3aHATHI:

Cemectp | Tun yueOHBIX 3aHATHI KoauuectBo
4acoB
5 Jlexnun 18
5 CemuHapbl 24
5 OK3aMeH 18
Bcero: 60

O06beM AUCHUIUTUHBI (MOTyJIs1) B hOpME CaMOCTOSITENIbHON pabOoThl 00YYAIOIIUXCS COCTABISET
48 akajgeMu4ecKux daca(oB).




3. Coep:xaHue UCHUILIMHBI

HaumenoBanme pa3jaena Conep:xxanue

AUCIHHUILJIMHBI

Tema 1. IlonsiTHE W CYIIHOCTh [Ipenmer, cymiHOCT, M 3aJja4yd COBPEMEHHOM, €€
peKJIaMbl MECTO B CHUCTEME MAapKETHHTOBBIX KOMMYHUKAIIH.

The concept and essence of
advertising

Mudsr pexmamaoro aema. Crenuduka yciayru kKak
o0BekTa pexaamupoBaHus. OCHOBHbBIE TPHHIIUAIBI U
ocobeHHoCcTH pekiamHou aestenbHocTH B CKCuT.
PazHooOpasue moaxo/10B K ONpPeNeIeHUI0 PEKIaMBbl.
XapakTepucThKa OCHOBHBIX (DYHKIIMH pEKIambl
(3xoHOMMYECKasl, COLMAJIbHAS,, KOMMYHHUKATUBHas,
oOpasoBarenbHas/BocnuTaTenbHas). Llenn u 3amaun
peKIaMbl B TYpU3ME

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

Tema 2. CoBpeMeHHO€ COCTOSTHHE
peKJIaMbl
Modern Advertising

Bo3HukHOBeHHE eBpOHeﬁCKOﬁ PCKIaMbI KaK 0co0oro
Buja O6usHeca. [lyreBoauTenu — nepBplidl BUJ €UaTHOM
PEKIIaMbl TypHu3Ma. Tunomnorus HYTGBOHHTCHCﬁ.
Oco0eHHOoCTH, TEHIEHIIUU U POOIEMBbI Pa3BUTHS
OTCUCCTBCHHOI'O PbIHKA PCKIIAMBI. Bo3MmoskHOoCTH
HOBATOPCTBA U TBOPUCCTBA B PCKJIaMC.

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. Pexi1aMa B KOMILJIEKCE
MapKeTHHIa
Advertising in the marketing mix

Tloustue cucreMsl MapKeTI/IHFOBOI\/'I KOMMYHHKAIIUH,
€€ pPOJIb B KOMIIJICKCC MApKETHUHTI'A.

B3anmMocBs3b PEKIIaMbI C OCHOBHBIMHU CpCACTBAMU
MapKETHHI'OBBIX KOMMYHI/IKaI_[I/Iﬁ .MapKeTI/IHFOBBIe u
COIMOKYJIBTYPHBIC UCCIICAOBAHUSA ITPU IMIIAHUPOBAHUHN
" NOATOTOBKE PCKIIaMHBIX KaMIIaHHUH. MeTOI[LI
PEKIIAaMHOT'0 UCCJICIOBAHUS PbIHKA.

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. CounajbHo-
IMCUXO0JOTH4YEeCKHUE OCHOBBI
peKJIaMbl

Social and psychological features in

Pexnmama kak MeTOA  yNpaBlieHHs  JIFOJbMHU.
Hcnonb3oBaHue B pekjiaMe OCHOBHBIX MOJIOKEHUMN
TEOPUM KOMMYHUKAIMH. BiusHHE XapaKTepUCTHK
1[€JIeBOM  ayJUTOPUU HA MPOIECC BOCHPHUATHUS




advertising

pEKIIaMBl. OcobenHoctu ¢dbopmupoBaHus
POCCHUICKOTO pPBIHKA, POCCUHCKOTO Typu3Ma H
pOCCHUIICKOM peKJlaMbl. PeknaMHOe NpPOABUKEHUE
HEeWMHMHTa W OpeHauHra. bpeHauHr m peOpeHauHT
POCCHUICKHUX 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-npaBoBasi
0a3za peKﬂaMHOﬁ ACATECJIbHOCTH
Legal aspects of advertising

®enepanbHbiil 3akoH «O pexiiame». Bepcus 2003 r.
C MOCJIEAYIOIMMH IONpaBKaMu. MexayHapoaHbIN
KOJICKC PEKJIAMHOM MpPaKTUKH, TPUHATHIA B [lapmxke
B 1987 r.

HpaBOBBIe ACIICKThI peKHaMHOﬁ ACATCIIBHOCTH.
OO0111eCTBEHHBIN KOHTPOJIb 38 PEKJIaMOU.

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. Kinnaccudukanus u
XaPaKTEPUCTHKA PEKJIAMHBIX
cpeacTs

Classification and characteristics of
advertising

Ilonstue U ocHOBHEIC IoaxXodbl K KHaCCI/I(I)I/IKaIlI/II/I
PCKIaAaMHBIX CpCACTB. XapaKTepI/ICTI/IKa 3JICMCHTOB
CPEIICTB peKJIaMbl (TEKCT, U300pakeHHUE, 1BET, CBET,
3BYK, IIPUPT, PUCYHOK, rpauecKue FJIeMEHTHI).
VYcnoBust BBIOOpa pEKIaMHBIX CPE/ICTB.

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

Tema 7. PazpaboTka peKki1aMHOH
NPoaAyKINH
Promotional materials development

Mertoauka pa3paboTKu peKIaMHBIX MaTEPUAIOB.
Crpykrypa peKIaMHOT O oOparnieHus u
XapaKTepUCTHKA OCHOBHBIX 3JIEMEHTOB BepOanbHOU
qacTHu (CJ'IOFaH, 3aroJjIOBOK, OCHOBHOMH peKJ’IaMHHfI
TEKCT, 3X0-(paza). [Ipuembl co3manusi peKIaMHBIX
COOOIICHUH.

Boibop  cpenctB  pacmpocTpaHEHHsI  pEKJIaMBbl.
HpeI/IMYH_IeCTBa U HCOOCTATKHU OCHOBHBIX CPCIACTB
pacrpocTpaHeHus pEKIaMBbI.

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. Cnenuduka pexiambl B
Typusme. ®opmMupoBanme OpeHga
TOBapa, 1eCTUHAIMI

OCHOBHBIE TIOHSTHS | IIEJTH PEKIIAMHBIX KaMITaHUH B
CKCuT: SKOHOMHYCCKUE, HMUJIKEBEIC u
conuagbHble. DaKTOpPHI, BIMSIONIFE Ha BHIOOD |




Advertising in tourism. Branding in
tourism.

dbopMUpOoBaHHE PEKIAMHBIX IIeNel: oOIMe mean
pa3BUTHS TPEQIPUATHASA, MAPKETUHIOBASL CTPATEIUs
(GUpPMBI, COCTOSHUE LEJIEBOM ayJUTOpUU H T.1.
B3auMoCBsI3b MapKETHMHTOBOM M peKJIaMHOH
crpateruii Gupmbl. DakTopbl BHIOOPA PEKIAMHBIX
CTpaTel"I/Iﬁ 1 UX OCHOBHBIC THUIIBI.

Pexnamubple BOHHBI M KOHKYPEHTHOE IIOBEJICHHE
pekinaMbl. PexknamHbIii OpeHIMHT B TypH3Me H
cepBuce. bpeHIuMHr  NpPOAYKTa,  JAECTUHALMM.
Ocobennoctu popMupoBaHUS

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. Opranuszanus u
yIIpaBJieHHE PEeKJIaMHOMI
HAeATEeJbHOCTBIO B cepe Typu3Ma

Advertising campaigns in tourism

PexnamMnpie areHTCTBAa M HX poOJIb B OpraHu3aniin
peximaMHoro Ou3Heca. TUTBI U QYHKIIMHA PEKITAMHBIX
Ar€HTCTB. OpFaHI/IBaHI/IOHHOG IIOCTPOCHUC
pekiaamMHbIX areHTcTB. Crnenuduka opraHuzalnuu
TBOpueckux pabor. Konrtakrop, KpudiiTop, apr-
JUPEKTOP M OCOOEHHOCTM  MX  paboThL..
OpFaHI/ISaHI/IH B3aMMOOTHOIICHUMN «PCKIaAMHOC
Ar€HTCTBO — KIIUCHT).

HJ’IaHI/IpOBaHI/Ie PCKIIaMHBIX KaMITaHHUH.
Ompenenenue oOBekTa (agpecara) M CyObeKTa
PCKIIaMBI. Paspa60TKa MOTHBAa WU CTWJIA PCKIAMBI.
Boibop  cpenctB  pacmpocTpaHEHHsI — peKJIaMBbl.
OcCHOBHEBIE napamMeTpsbl u JTaIllbl
MCIUAIlTITAHUPOBAHU A B PEKIIaMHOM Ar€HTCTBEC
IIOJIHOT'O M KJIA.

MexnyHapogHble U POCCHUHCKME  BBICTAaBKH
TYPUCTCKOTO ousHeca. HCHT CJIBHOCTb TYPUCTCKHX
ar¢HTCTB U HpGHHpI/ISITI/II\/'I CCpBHUCAa Ha BBICTaBKax MU
PR-meponpustusx

Opranuzanuu peKIaMHON JEATEIbHOCTU.
®ectuBanu u BbicTaBku pexsaMbl CKT. Pexnamubie
areHTcTBa M uX (QYHKUIMU. TeXHHYEecKoe 3aJaHue
IJI PECKIIAMHOT'O arcHTCTBA.

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. DpdexTBHOCTH [onsarue 3¢(heKTUBHOCTH pPEeKJIaMbl, OCHOBHBIC
PeKJIAMHOM /1esITeJIbHOCTH HoKa3aTesu OLIEHKHU 3G EKTUBHOCTH.
Advertising Efficiency Paznuume  Mexay — 3(QQEKTHBHOCTBIO B

MapkeTHHre W 3()()EeKTUBHOCTBIO B pEKIaMe.
[loHATHE JOSIIBHOCTH KJIMEHTa U METOMABI €€
n3Mepenus. [loHsTue neneBod ayauTOpUH |
Metoasl ee  (opmupoBanus. OIleHOYHBIC
UCCIIeIOBAHUS pEKIIaMBbI: TECTBI Ha
3allOMMHAaHUE W  YOCOUTEIbHOCTh, TECTHI
KOMMYHHUKAIH, OLEHKAa HEMOCPEICTBEHHBIX
OTKJIUKOB, (DOKYC-TPYIIBI, (PU3HOIOTHYECKHE,
KaZpoBble W BHYTPH PBIHOYHBIE TECTBHI.

[Tcuxonmorunueckas 3¢ (HEeKTHBHOCTH
MIPUMEHEHHUS pPEKJIaMBbl. Onenka
HKOHOMHUYECKOH APPEKTUBHOCTH PEKIAMHBIX
MEPONPUITUA

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

95 — 100 A

83 04 Excellent B

68 — 82 Good passed C

56 — 67 D

50 55 Acceptable E

20-49 . FX

0_19 Unpublishable unpassed =

5.1 Criteria for grading by course

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

ECTS

Scale

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

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

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

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

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

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

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




11

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.
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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.

1. Design in advertising.

2. Print advertising in tourism.

3. The role of the press in the development of travel and tourism advertising in modern times.
4. "Apple" as a typical history of the formation of a trademark in the twentieth century

5. The problem of “terrible™ advertising on television in the second half of the twentieth

century.

oo N o

. The nature of the use of photographic images in tourism advertising.
. Transformation of advertising "Si quis" in Europe of the XIX century.
. Fair and exhibition as a territory of advertising.

9. Radio advertising of tourism and service, the specifics of its impact.

. The appearance of color in advertising and its.

. Advertising sign in modern art. Masters of graphic advertising of the twentieth century.
. Historical and system analysis of any advertising campaign.

. Selection and systematization of materials for advertising tourism from the Internet.
. Historical images in modern domestic advertising of tourism and service.

. Methods of medieval advertising in modern advertising.

. Features of consumer motivation of consumers of travel services.

. Features of the use of tourism advertising in the press.

. Specificity of television and radio advertising of tourist services.

. Specificity of outdoor advertising in the field of tourism.

. 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;

c) 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;

c) 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;

c) 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:

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

b) from the stage of the life cycle;

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

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

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

a) copywriter

b) moderator;

¢) media buyer;

d) account manager,;

e) media planner;

f) traffic manager;

g) merchandiser.

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

a) their appearance is explained by the arrival in Russia of the largest transnational corporations
with their goods and brands;

b) their appearance is explained by the extreme immaturity of the domestic advertising market;
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c) their appearance is explained by the desire to master a fairly large, promising and actively
developing market.

12. The communicative push strategy is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

c) 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;

c) advertising in the media;

d) PR

e) direct marketing.

14. The main areas of PR activities are:

a) advertising;

b) pre-holiday price discounts;

c) 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;

Cc) 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;

C) 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;

i) 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;

c) 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);

c) 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;

c) 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;

¢) 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;

c) from a television channel,

d) the duration of the advertising message;

e) all of the above.

32. What discounts can an advertiser get from an advertising agency:

a) for prepayment of the order;

b) for the volume of the order;

c) seasonal discounts;

d) discount for privileged customers;

e) All of the above are correct.

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

a) good weather during filming;

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

) animation;

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

e) transfer of filming to the second day;

f) the use of a large troupe and expensive scenery;

g) the presence of a popular personality in the plot;

h) the absence of smokers on the set;
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i) 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;

c) 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;

c) 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;

c) 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;

c) 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;

C) 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;
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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;

c) 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;

c) 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;
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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.

c) it is possible and impossible - it all depends on who generates the rumors.
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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://lwww.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

WudopmanroHHbIe CIIPaBOYHBIE CUCTEMBI:
1. Koncynberanr [lmoc
2. Tapanr

8. OdecnieyeHue 06pa3oBaTeJHLHOrO NMPOIECCa IJIsl JIMI] ¢ OTPAHUYEHHBIMU BO3MOKHOCTAMU
310pPOBbSI M HHBAJIN/I0B

B xome peanusanuu IUCLUIIIMHBI HUCIOJIB3YIOTCSA CIEAYIOIIME JONOJIHUTEIBHBIE METOJbI
o0ydeHus, TEKYyIIEro KOHTPOJISI YCHEBAEMOCTH M MPOMEXKYTOUHOM arTecTaluu OOydaromMxcs B
3aBHCUMOCTH OT UX MHIMBHUIYaJIbHBIX OCOOEHHOCTEMH:

® Ui CJENBbIX M CIA0OBUIAIMMX: JIEKIUH O(GOPMIISIIOTCS B BHJIE AJIEKTPOHHOI'O JIOKYMEHTa,
JOCTYITHOTO € TOMOUIbIO KOMIIBIOTEPA €O CIELHUAIM3UPOBAHHBIM IMPOTPAMMHBIM OOECIIEUEHUEM;
MIICbMECHHBIE 3aJlaHUs BBIIIOJHAIOTCA Ha KOMIIBIOTEPE CO CIELMAIM3UPOBAHHBIM IIPOTrPaMMHBIM
o0ecrie4eHneM WJIM MOTYT OBIThb 3aMEHEHBbl YCTHBIM OTBETOM; OO0ECIEeUMBAETCS WHIUBUAYaIbHOE
paBHOMepHOe ocBelieHue He MeHee 300 JOKC; s BBIMOJHEHMS 33JaHUsl IPU HEO0OXOAMMOCTH
MIPEIOCTABIIAECTCS YBEIMYMBAIOIIEE YCTPOIMCTBO; BO3MOMKHO TaKXKE€ HCIIOJb30BAHUE COOCTBEHHBIX
YBEJIUYMBAIOLINX YCTPONCTB; MUCbMEHHBIE 3aJaHUs 0(OPMIIIOTCS YBEIMYEHHBIM HIPU(TOM; SK3aMEH
1 3a4€T MPOBOJATCS B YCTHOM (pOpME MM BBIMIOJIHAIOTCS B MUCbMEHHOM (pOpMe Ha KOMIIBIOTEPE.

o [UIsl TIyXUX U CiIaOOCIHbIIANINX: JIEKIUH O(QOPMIISIOTCS B BHJIE 3JEKTPOHHOTO JOKYMEHTa,
au00  MpeaocTaBiseTcss  3BYKOYCHJIMBAIOIIAS — ammapaTypa HMHAWBUAYAIBHOTO  MOJb30BaHMUS;
MMCbMEHHBIE 3aJJaHUSl BBINOJIHSIOTCS HAa KOMIIBIOTEPE B INMHUCHMEHHOH (opme; 3K3aMeH U 3auéT
MIPOBOJISATCS B MUCBbMEHHOM (hopMe Ha KOMITbIOTEPE; BO3ZMOKHO IIPOBE/IEHUE B (hOpME TECTUPOBAHMUS.

® /Ui JIMIl C HapyIIEHUSIMU OMOPHO-JIBUTATENBHOIO armapara: JIEKIUU o(GopMIISIIOTCS B BHJIE
JJIEKTPOHHOTO JTOKYMEHTa, JOCTYIHOIO C IIOMOIIBK) KOMIIBIOTEpPA CO CHEHUATU3UPOBAHHBIM
IpOrpaMMHBIM ~ oOecrieueHHeM; IHChMEHHbIC 3a/laHUsl  BBIOJHSIOTCS Ha KOMIIBIOTEpE CO
CHeIHaM3UPOBAHHBIM NPOTPAMMHBIM 00€CIIeYeHUEM; 3K3aMeH U 3a4€T MPOBOASTCS B YCTHOU (hopme
WM BBITIOJIHAIOTCS B MUCBbMEHHOM (popMe Ha KoMIbIoTepe.


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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[Tpu HEOOXOMUMOCTH TIpETyCMaTPUBACTCS YBEITUUYCHUE BPEMEHHU ISl TIOATOTOBKH OTBETA.

[Ipouenypa mpoBeACHUS MPOMEKYTOUHOM aTTECTAIUU JJIsi OOYYaIOIIUXCSl yCTAHABIUBACTCS C
Y4ETOM MX MHIUBHIYAITBHBIX MCUXO(U3NYecKX ocobeHHOCcTel. [IpoMexyTouHast arTecTaiusi MOXKeT
MIPOBOJIUTHCS B HECKOJBKO JTATIOB.

[Ipu mpoBeseHWW TPOLEAYPHl OLEHHBAHUS PE3YJIbTaTOB OOYUYCHHS IPEIyCMaTpHUBaeTCs
WCIOJIb30BAaHUE TEXHUYECKUX CPENICTB, HEOOXOAMMBIX B CBSI3U C MHIUBUAYATHHBIMH OCOOCHHOCTSIMU
oOydJarommxcsi. OTH CpEACTBA MOTYT OBITh MPEJOCTABICHBI YHUBEPCUTCTOM, WIH MOTYT
MCIIOJIb30BaThCsl COOCTBEHHBIE TEXHUUYECKUE CPECTBA.

[TpoBenenue nporeaypsl OICHUBAaHUS PE3YJIbTaTOB OOYUYCHHS JOIMYCKAETCS C UCIOJIb30BaHHEM
JTUCTAHIIMOHHBIX 00Pa30BaTEeIbHBIX TEXHOJIOTUH.

ObecneunBaeTcss J0CTyNl K HMH(POPMAIMOHHBIM W OuOIuMorpaduueckuMm pecypcam B CETH
WNuTepHeT Ui Kaxaoro odydaromierocs B (hopMax, aJlaliTHPOBAHHBIX K OTPAHHYEHUSIM UX 3[IOPOBBS U
BOCIIPHUSATHS HHPOPMALIUH:

e Uil CICNBIX W CIA0OBUISIIUX: B TEYaTHOM (opme yBeIW4YeHHBIM MpupTOoM, B (opme
AJIEKTPOHHOTO JIOKYMEHTa, B (hopMme ayanodaiina.

® JIUIs TIIYXUX U CJIA0OCIBIIIAIINX: B Ie4aTHOU (opMe, B GOpME AIEKTPOHHOTO JOKYMEHTA.

® JIJIsl OOYYAIOIIUXCSl C HAPYIICHUSIMU OMOPHO-JBUIaTEIbHOTO armapara: B IeYaTHOH Gopme, B
(hopMe ATEKTPOHHOTO JOKYMEHTa, B popme ayauodaiina.

VY4eOHbIE ayTUTOPHH IS BCEX BHJOB KOHTAKTHOM W CaMOCTOATENBHON pabOThI, Hay4Has
OubnuoTeka M HHBIE MOMELIEHMs Ui OOY4YEeHHs OCHAIEHbl CIEHUAIbHBIM O0OpYAOBaHUEM U
Y4eOHBIMH MECTaMHU C TEXHHYECKHUMH CPEJCTBAMU OOYUCHHUS:

® JUIsl CJIENBIX U CJIA0OBUSIIMX: YCTPOUCTBOM JJIsi CKAHUPOBAaHMS M uTeHUs ¢ kamepoid SARA
CE; nucnneem bpaiing PAC Mate 20; npunrepom bpaitng EmBraille ViewPlus;

e Ul TIYyXUX M cJabocCipllIaluX: AaBTOMAaTHU3MPOBAaHHBIM pabouynM MecTOM Ul JroAed ¢
HapyIIEHHEM CIIyXa U CIa0O0CTBIIIANINX; aKyCTUIECKAN YCHIIUTEINb U KOJIOHKH;

o1 OOyYarOMMXCS C HApyMICHWSMH OIIOPHO-ABUTATEILHOTO armapaTa: IepeIBHUKHBIMH,
peryaupyeMbiMu 3proHomudeckumu napramu CH-1;, KOMIbIOTEpHOM TEXHUKOW €O CIELUAIbHBIM
IPOTPaMMHBIM 00ECTICYECHHEM.

9. MeToauuecKkue MaTepHuaJibl

9.1 Inanbl ceMUHAPCKUX/ MPAKTHYECKHUX/ JJA0OPATOPHBIX 3aHATHIA

Tema 1. IloHsiTHE M CYIIHOCTDH PeKJIaMbl

Bonpocwt ons obcyscoenus:

1. CymHOCTb peKyiaMbl.

2. Pa3zHooOpasue moIxo0B K ONPEIeIEHUI0 PEeKIIaMBbl.

3. XapakTepucTuka  OCHOBHBIX  (YHKUMH  pekiambl  (9KOHOMHYECKas,  COLMalbHasi,
KOMMYHHKaTHBHas1, 00pa3oBaTeibHas/BOCIIUTATEIbHAS).
4. llenu ¥ 3aJ1a4u peKJIaMbl B TypU3MeE.

5. Knaccuduxkanus pexinambl B Typu3Me.

3aoanue:

Hanmcats 3cce Ha 0JfHY U3 TIpeIaraeMbIX TEM:

1. Pexsiama u o0111€CTBO.

2. Pexiama B MO KU3HHU.

3. BnusHue pexiaMbl Ha )KU3Hb COBPEMEHHOTO YelIOBEKa.

Tema 2. Tpaguuuu 1 COBpeMeHHOE COCTOSIHME PEKJIAMBI

Tema 0okn1a008:

e OcoOGeHHOCTH, TEHJIEHIIUH U MTPOOJIEMbI Pa3BUTHSI OTEUECTBEHHOTO PhIHKA PEKIIaMBbl.
e B03M0XXHOCTH HOBAaTOPCTBA U TBOPYECTBA B PEKJIAME.
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Koumponvhwvie sonpocui.

e 3apoxaeHue pekiiaMmbl B J[peBHEM MHpE.
e Pexnama B 3anaanoi Espone u CIIA.

e lcropus pexnamsl B Poccun.

Tema 3. Pexjiama B KOMILIEKce MAPKeTHHIa

Tembl 00K1a008:

e OcoOeHHOCTH peKJIaMbl Ha Pa3HBIX CTAUSAX )KU3HEHHOTO IIMKJIa TOBapa/yCclyTru

e Crnenuduka BTL-pexnampl

Koumponwvnwvie eonpocur.

e [loHsATHE CHCTEMBI MAPKETUHTOBO KOMMYHHKAIIMH, €€ POJIb B KOMIUIEKCE MAPKETHHTA.
e B3auMOoCBs3b peKJIaMbl C OCHOBHBIMHU CPEACTBAMU MAPKETHHIOBBIX KOMMYHUKAIHH.
3aoanue:

MOATOTOBUTH MHAUBUIyaJIbHOE COOOIICHHE HA OJIHY U3 MPEAJIOKEHHBIX TEM.

1. MepueHnaii3uHr ¥ pexjiama Ha MecTe NMpoJiaX Kak MHCTpyMeHTsl BTL — pexnamsl.
2. CtumynupoBaHHe MPOJaX Kak HHCTpyMeHT BTL — pexnamsbl.

3. CtumynupoBanue cObiTa Kak HHCTpyMeHT BTL — pexmamsr

4. Tpsmoii MapKeTHHT Kak HHCTpyMeHT BTL — pexnamer.

[MponaxT mmiicment (product placement) kak uacrpyment BTL — pexiambl

Tema 4. CounajIbHO-TICUX0JI0THYeCKHEe OCHOBbI PeKJIaAMbI

Bompocsr:

. CriocoObI MpUBJICUCHUST BHUMAHUS K PeKJIaMe.

. Oco0eHHOCTH MOTPEOUTENHCKON MOTUBALIMU TTOTPEOUTENEH TypyCIIyT.

. Pexnama kak MeTOJ yIpaBJI€HUS JIOIbMU.

. Hcnonp30Banue B peKiIaMe OCHOBHBIX MOJIOKEHUN TEOPUH KOMMYHHKALIMH.

. BiusiHue XxapakTepuCTHK LIeJI€BOM ayIUTOPUU Ha MPOLECC BOCIPUATHUS PEKIIAMBI.

Tema 5. HopmaTuBHo-npaBoBasi 6a3a peKJIaMHOM 1esITeJIbHOCTH

Bonpocwi:

e l3yunTh 3aKOHOIATENBCTBO O pekiaMe. COCTaBUTh KOHCIEKT.

e 3yuuth ocHOBHBIEC NpuHIIUIEI Kofekca pexknaMmHoi mpakTuku. COCTaBUTh KOHCIIEKT

Tema 6. Kitaccudukanus u XapakTepucTHKA PeKJIAMHBIX CPe/ICTB
Bonpocui:
o [loHsATHE U OCHOBHBIE OJXO/IbI K KJIAaCCU(DUKALINU PEKIAMHBIX CPE/ICTB.
e XapaKkTepUCTHKA 3JIEMEHTOB CPEICTB peKaMbl (TEKCT, U300paxkeHue, IBET, CBET, 3BYK, MIPUPT,
PUCYHOK, TpaduYeCKUE IJIEMEHTBHI).
e VYcioBus BbIOOpa PEKIaAMHBIX CPEJICTB.
3aoanue:
MOJITOTOBUTH MHIMBHIyaJIbHOE COOOIICHNE Ha OJTHY U3 TPEATIOKEHHBIX TEM.
1. OcobeHHOCTH UCTIONIB30BAHUS PEKIIaMbl TYpHU3Ma B TIpecce.
2. Cnenmduka Tene- U paguopeKIaMbl TYPHCTUICCKUAX YCITYT.
3. Crenuduka HapyKHOH pekyiaMbl B cepe Typus3ma.
4. Posb KOMITBIOTEPU3HPOBAHHON PEKIIAMBI B IEATEIIEHOCTH TYPUCTCKOTO TIPEATIPUSITHSL.
5. IleuatHas pekiama B cdepe Typusma.

Tema 7. PazpaboTka pekjaMHON NPOAYKIHHA

Tembl 00K1a008:
1.  XynoxkecTBeHHOE 0OpPMIICHHE PEKJIAMHBIX OOBEKTOB.
2.  Kommosumms pexiamsl.
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3.  BsaumopeiicTBue BepOanbHOrO, BH3YaJbHOTO, 3BYKOBOTO M PHTMHYECKOTO pSIOB B
PEKIaMHOM COOOIIIEHUH.
4.  KonmpalTHHT: CyITHOCTb U ITpaBUIIA.
Koumponvnvie 6onpocoi:
e Meroauka pa3pabOTKN pEeKIaMHBIX MaTEPHAIIOB.
e CrpyKTypa peKiaMHOr0o OOpalleHHs M XapaKTePUCTHKAa OCHOBHBIX 3JEMEHTOB BepOaIbHOMN
4acTH (CJI0raH, 3aroJI0BOK, OCHOBHON PEKJIaMHBII TEKCT, 3X0-(pasa).
e [Ipuemsl co3manus peKJIaMHbBIX COOOIICHUH.
e BrIO0Op cpencts pacmpocTpaneHus pekiambl. [IpenmyiiecTBa 1 HEIOCTaTKH OCHOBHBIX CPEACTB
pacrpoCTpaHEHHS PEKJIAMBI.

Tema 8. Cnnennduka pexjaaMsbl B Typusme. ®opmMupoBanue OpeHaa ToBapa, 1eCTHHALMM
3aoanus:

1. IToAroToBUTH MHAMBHUIYATHHOE COOOIIEHHE HA OAHY U3 MPEITI0KEHHBIX TEM.
e Cneuu¢uka TypnpoayKTa, Onpeensionias 0cCoOOEHHOCTH peKaMbl., OpeHa
e ToBapHblli 3HaK U 3JIEMEHTHl (PUPMEHHOTO CTUJS TYPUCTCKOTO MPEANPUSATUS KaK CpeiCcTBa
pekinamsl U PR B Typusme.
e Pexiama TypnpoayKTa Ha BBICTABKAX U sipMapKax.
e Pexiama typuctckux aectuHaiuii. @opmupoBanue OpeHaa

2. IlpoBecTH KOHTEHT-aHAIHM3 PEKJIAMHBIX COOOILIEHUN TYPYCIYr C LEIbI0 BBISIBICHUS
0CcOOEHHOCTEH CoNlepKaHHS U WIUTIOCTPALUK B peKIaMHBIX MaTtepuanax. [IoAroToBUTh OTYET.

Tema 9. Opranu3auusi 4 ynpanJieHHe PeKJIAMHOI 1esiTeIbHOCTBIO B cepe Typu3Ma

Konmponvhule 6onpochi.

1. CymnocTs 1 6a30Basi MOJIENIb OpPraHU3aIMU PEKIAMHOM JIEATETbHOCTH.

2. IlnanupoBaHue PEeKIaMHOM J1eATeIbHOCTH B Typu3Me. Opranuzanus pekjaMHOMN e TeIbHOCTH B
TypHU3MeE.

3. B3anMOoOTHOIIEHHSI YHaCTHUKOB PEKJIAMHOTO ITPOLIecca.

4. PexiamHasi KaMIIaHUsI KaK HHCTPYMEHT PEKJIIAMHOM JCATEIBHOCTH B TYpU3ME.

5. Pa3paboTka OrokeTa pekiiaMHOM KOMIIaHUU B cdepe Typu3Ma: (pakTopbl, BIUSIOLIME HA pa3Mep
peKIaMHOro OO0/ KeTa.

6. Metobl (hOpMUPOBaHMS PEKJIAMHOTO OIOJKETA.

3aoanue:

e COCTaBUThb OTYET OO0 OpraHU3allMy PEKJIAMHON NEeSATEIbHOCTH TYPUCTCKOTO MPENNpUATHS I10

pe3yabpTaTaM y4eOHOU IKCKYPCHH.

Tema 10. Dp¢ekTUBHOCTH peKJIAMHOM 1eSITeIbHOCTH
Koumponvnvie sonpocawi:

1. OkoHoMHuYecKass ~ 3(QQEKTUBHOCTh:  OCHOBHBIE  IOHSTHS,  CBSI3aHHBIE  C
3G EKTUBHOCTBIO peKIaMbl; METO/IbI pacyeTa 3(pPEeKTUBHOCTH PEKIIaMBbl.
2. [lcuxonoruueckass 3(p¢GEeKTUBHOCTh MPUMEHEHUS CPEACTB DPEKJIaMbl: IOKa3aTean

3G EKTUBHOCTH, METOABI U3yUeHUS IPPEKTUBHOCTH.
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IIpunoxenune 1. AHHOTAITHSA
paboueii mporpaMMbl JUCIUITIHHBL

AHHOTAIIUS PABOYEN ITPOT'PAMMBI TUCIHUILIAHBI

Hucuunimna «PekjaMHbIe TEXHOJOTHMH B Typu3Me (HA aHIVIMHCKOM fI3bIKe)» peain3yeTcs
Ha (paKkynbTeTe BOCTOKOBEICHHS M COIMAIbHO-KOMMYHHUKATUBHBIX HAayK Kadeapoil KyJIbTypsl MUpa U
J€MOKpATHUH.

Leab Kypca COCTOMT B WM3YYEHUH DPEATbHBIX NMPAKTHK PEKIAMHOTO Jena B chepe yciayr u
Typu3Ma Hapsay € IPYTMMH KOMMYHUKAIIMOHHBIMH MpOLIECCAMH M TEXHOJIOTUSIMH;, B OBIIAJCHHUU
OCHOBHBIMM TEXHOJIOTMSIMM PEKJIAMHOIO J€jla, IMPUEMOB MeAUa-INIAHUPOBAHUS M PEKIAMHOIO
KOHCAJITHUHTa; (OPMHUPOBAHUU NPOPECCHOHANBHBIX KOMIETEHIIMH B 00JacTM MapKeTHHTOBOM U
pEKIaMHOMN JEATENbHOCTH, OCYIECTBIICHUS aHATUTUUECKUX, IPOEKTHBIX U IPE3EHTALMOHHBIX padoT B
stoii obnactu. Kypc mnpusBan QopmMupoBaTh CHCTEMY B3IVISIIOB HAa COBPEMEHHYIO PpEKJIaMHO-
MH(GOPMALMOHHYIO IEATEIILHOCTD M MEPCIIEKTUBBI €€ Pa3BUTHS I Cepbl YCIyT.

W3 menu Kypca BBITEKAIOT 3aJauyM, peaju3alis KOTOPBIX B XOJ€ M3YUYEHUS TUCIUILINHBI
MIO3BOJISIET JOCTUTHYTH ITOCTABJIEHHOM 1enu. [ AaHHOM AMCUMILIMHBI [JIAHUPYIOTCS CIEAYIOIINE
o0Opa3oBaTenbHbIC 3a4a4H.

- YCBOEHHME CTYJCHTaMH OCHOBHBIX TEPMHHOB M IMOHATHUH B 00JACTH PEKJIAMHOTO Jela, WX
BKJIIOUEHUS B TPO(HECCUOHATIBHBIN S3bIK CIICIUAINCTA TI0 CEPBUCY U TYPU3MY;

- BKJIIOYEHHME B MPOPECCHOHANbHBIM Oaraxk YMEHHUs «UHUTaTh» COBPEMEHHYIO peKJamy,
oQOopMIIATh TEXHUYECKOE 3aJaHHe Ha CO3JaHHE PEKJIAMHBIX MPOAYKTOB U MPOU3BOAMUTH IKCIEPTU3Y
TaKOBBIX;

- OBJaJicHHE HEOOXOIUMBIMH MPO(ECCHOHANBHBIMA HABBIKAMHU CO3JaHUS  pEKIaMHON
MIPOYKIMH, COCTABJICHUS MEMAIlIaHa JUIsl pEKJIaMHBIX KaMIIaHUii;

- (opmupoBaHue HaBBIKOB MpodeccuoHalbHOTO  odopmiieHUsST U MPOPECCHOHATHHOTO
«UYTCHUSD» PEKJIAMHBIX MaTepHAJIOB Ha MPENNPUATUSAX TypU3Ma U CepBUCA, CIIOCOOOB OpraHU3alUU
Jiena B JaHHOM 00J1acTh ASITeTbHOCTH

JuctummHa (Modyiv) HanpapiieHa Ha GOPMHUPOBAHUE CISAYIONUX KOMIICTCHIIHIA:

ITK-2 Cniocoben 06pabaTbiBaTh M1 HHTEPIPETUPOBATH C UCIOIH30BAaHMEM 0a30BbIX 3HAHUN
MaTeMaTUKU U MHPOPMATUKH JIaHHbIE, HEOOXOUMbIE JJIsl OCYIIECTBIECHUS POEKTHOM e TEIbHOCTH
B TypHU3Me

[1K-2.1 [TpuMeHsieT MEeTO bl MAapKETHHTA CYIIECTBYIOIINX MPEIOKEHHH

[1K-2.2 YMmeet onieHUBaTh KOHKYPEHTOCHOCOOHOCTh U 3((HEKTUBHOCTh TYPUCTCKUX MPOTPaMM B
YAOBJIETBOPEHUH MOTPEOHOCTENH POCCUNCKUX U MHOCTPAHHBIX TYPUCTOB, UX PE3YyJIbTaTUBHOCTh
[1K-2.3 YMmeeT opraHu3oBbIBaTh OIPOC TYPUCTOB C LIEbIO BBIBIECHUS HanOojee yT00HBIX TypUCTaM
TYPUCTCKUX HaNpaBJICHUH, TYPUCTCKUX MAPIIPYTOB, BpEMEHHU MTPOBEICHUS TYPUCTCKON MOE3AKU
3Hamb: OCHOBBI MATEMATHKU U MH(POPMATUKH, HEOOXOIUMBIE JUISI OCYIIECTBICHUS TPOSKTHON
NEeSITEIbHOCTH B TypU3MeE

Ymemwb: opraHU30BBIBATH OMPOC TYPUCTOB C LIEJIbIO BBISIBICHUS Haubojee yA00HBIX TyprCcTaM
TYPUCTCKUX HaNpaBJICHUH, TYPUCTCKUX MAPIIPYTOB, BpEMEHHU MTPOBEJICHUS TYPUCTCKON MOE3AKU
Braoemws: HaBblKaMH OpraHU3aIMKM OMPOCOB TYPHUCTOB C IIENbI0 BBISIBICHUS Haunbosee yIOOHBIX

TYpUCTaM TYPHCTCKUX HAIpaBICHUH, TYPUCTCKUX MapUIPyTOB, BPEMEHM MPOBEAEHUS TYPUCTCKON
MTOE3KH.

[To nucuunnune (Modynro) MpenycMOTpeHa MPOMEXKYTOUHAs aTTecTalusl B opMe dK3aMeHa.
OO01m1ast TPyA0EMKOCTh OCBOCHHUS AUCHUIUIMHBI (M00Y/151) COCTABISAET 3 3aU€THbBIC €JMHUIIBI.



