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1. [HosicHUTEAbLHAA 3aAMNCKA

1.1. lean u 3agau JAUCHUILIHHDI

HCJ'IL Kypca: U3YUCHUC IIPAKTHK PCKIAMHOIO [cjia B cq)epe HHAYCTPUHU TOCTCIIPUUMCTBA HApALYy C

APyruMud  KOMMYHHKAIIMOHHBIMU  IMPOHNECCaAMHM U TCXHOJIOTHAMHU, B

OBJIaICHUM OCHOBHBIMU

TCXHOJIOTUAMU PEKIIAMHOTO [A€Jia, MPUCMOB MCEIHA-TUIAHUPOBAHUA H PCKIAMHOI'O KOHCAJITHUHIA,

(dbopMUPOBaHUN TPOPECCHOHATBHBIX KOMIICTCHIMA B 00JacTH MApKETHHTOBOH U PEKIAMHOMN

ACATCIBbHOCTH, OCYHICCTBJICHUA AHAJIMTUYCCKHUX, IMPOCKTHBIX MW IMPE3CHTAIHMOHHBIX pa60T B JTOH

oOacru.
3anayy TUCLIUIUINHEL:

b (I)OpMI/IpOBaHI/Ie HAaBBIKOB UCIIOJIB30BAHUSA METOAOJIOTMU U METOJOB MAPKECTUHI'OBBIX

HCCIICIOBAHUH;

I[I/ICI_II/IHJ'H/IHa peaIn3yeTCda Ha NHOCTPAHHOM S3bIKE.

o0yuenue crielpuKe IPUMEHEHHUS Pa3INYHBIX BUI0B MAPKETHHTOBBIX MCCIIEI0BAHNN;
(GopMuUpoBaHUE HABBIKOB IIPUMEHEHHS METOI0B 00pabOTKU MH(POPMALIUH, OJYYEHHOU B
XOJI€ TIPOBEIEHUS MAPKETUHTOBBIX UCCIIEI0BAHNM;
(bopMyIHpPOBATH OCHOBHBIE MOIXOABI K TIOHATHIO OpEH/INHT;

BBISIBUTH KJIFOUEBbIE H7eU B (POPMUPOBAHUU OpeH 1a U MO3UIIMOHUPOBAHUS;
omnpenenuts anroput™ Gopmuposanus «IHK Opennay,

OIpE/IeIUTh OCHOBHBIE TEXHOJIOTUHN OpEHI-MEHEKMEHTA.

1.2. Ilepevyenb NIaHUPYEMBIX Pe3yJIbTATOB 00YUYEeHUS M0 TUCHUILINHE, COOTHECEHHBIX €
HHAHKATOPAMM JOCTHKEHHUs] KOMIETeHIIH

Komnerenuus
(Ko ¥ HAUMEHOBAHUE)

HNuaukaropsl
KOMIIeTeHIU i
(KOJ 1 HANMEHOBAHME)

Pe3yabTaTsl 00y4yeHus

YK-4. Criocoben
NPUMEHSTh COBPEMEHHBIC
KOMMYHHUKATHBHbBIE
TEXHOJIOTUH, B TOM YHCIE
Ha MHOCTPaHHOM(BIX)
A3bIKe(ax), JUIS
aKaJIeMUYECKOTO u
npodeccnoHanIbHOTO
B3aUMO/ICHCTBHUS

VYK-4.1. OcyuiectBusier
aKaJgeMUIecKoe U
npodeccuoHansHOe
B3aHUMOJICHCTBHUE, B

TOM YHCJIC HA HHOCTPAHHOM
SI3BIKE

3Hamb: KOMMYHUKAaTUBHbIE
TEXHOJIOTUH MPOPECCHOHATBHOIO
B3aMMO/ICHCTBUS B MHIYCTPUU
TOCTETIPUHMCTBA

Ymemuw: BbIOMpATH CTUITH OOIICHUS B
WHIyCTPUH TOCTETIPUIMCTBA U
OCYIIECTBIISATH B3aUMOJCHCTBHE C
MOTPEOUTETIAIMHU 1
3aMHTEPECOBAHHBIMHU CTOPOHAMU
Bnaoemws: HaBblkamu BbIOOpa CTHIIS
oOmIeHHs B UHAYCTPUH
TOCTETIPUMMCTBA M OCYIIECTBIICHHS
B3aMMOJICHCTBUS C MOTPEOUTENIMH U
3aMHTEPECOBAHHBIMU CTOPOHAMU

YK-4. Cnocoben
PUMEHSTH COBPEMEHHEBIC
KOMMYHHUKaTHBHbBIE
TEXHOJIOTUH, B TOM YHCJIIC
Ha MHOCTPaHHOM(BIX)
A3bIKe(ax), AJs
aKaJIeMU4eCKOro 1
npoeccroHalIbHOTO
B3aUMOJIeHCTBUS

VK-4.2 Vcnons3yer
COBPEMEHHBIC
KOMMYHHKATHUBHBIC
TEXHOJIOTHH, B TOM YHUCJIE
Ha UHOCTPAHHOM SI3bIKE, B
po¢ecCuoHANTBHON
NEeSTeNbHOCTH, AJIs
MpeACTaBICHUS
pE3yNIbTAaTOB

3HaTh: OCHOBBI P (HEKTUBHOM
KOMMYHUKAIH B UHITYCTPHH
TOCTENPUUMCTBA

YMeTh: HCHOIB30BaTh METOIBI
M3MEPEHUs U OIICHKH 3P (HEKTUBHOCTH

B UHAYCTPHUH FOCTEIPUUMCTBA

BJ'Ia,I[eTB . TCXHOJIOTMAMM OpraHu3aliu




aKaJIeMHYECKOU U U peaan3aluy UCCIEN0BATEIbCKOTO
npodeccroHanbHOM MPOEKTa B MHAYCTPUU FOCTEIPUUMCTBA
JEeSATEIbHOCTH HA
yOJIMYHBIX MEPOMPUATHSIX.

[1K-1 Criocoben [1K-1.3 OcymuiecTBuser 3HAaTh: OCHOBEI KOHIIEIINN
OCYLIECTBJIATH s pexTuBHOE MIPEANPUATHS UHLyCTPUU
CTpaTeruueckoe B3aMMOJICIICTBHE C rOCTENPUUMCTBA, pa3padaThIBaTh
IJIaHUPOBAHHUE, COOCTBEHHUKAMU U 3¢ (HEeKTHBHYIO CTPATETHIO U
OpraHHU3aIMIoO ¥ KOHTPOJIb | MapTHEpaMu Mo Ou3Hecy (hopMHPOBATh aKTUBHYIO MOJIUTUKY
JIESITEIIBHOCTH JUTSL TOCTHKECHUS TIeTIei OILICHKH PUCKOB TIPEIIPHUSITHS
MPEPUITHIA CTpaTEernyecKoro WHAYCTPUH FOCTEPUUMCTBA
chepbl TOCTENPUUMCTBA U | YIIPABIICHUS NPEANPHUITHIA | YMETh: (OPMUPOBATH UJICIO MPOCKTA,
00LIECTBEHHOT'O MTUTAHUS cdepbl TOCTENPUUMCTBA U OpPraHU30BbIBATH IPOEKTHYIO
OOIIECTBEHHOT'O TTUTAHMUS NEeSTENbHOCTD.

Brnagets: HaBbikamMu (hOpMHUPOBAHUS
WJIeU IPOEKTa, OpraHu3alun
MIPOEKTHOM /1eATEeIbHOCTH Ha OCHOBE

yIpaBJICHHS
[1K-2 Criocoben [IK-2.1. [Ipumenser 3HaTh: OCHOBEI KOHIIEIIIINN
OpraHu30BaTh U COBPEMEHHBIC METOJIbI U MPEANPUATHS HHLyCTPUHU
peaTM30BbIBATH MPOIIECC TEXHOJIOTHH YIIPaBJICHUS rOCTENPUUMCTBA, pa3padaThIBaTh
yIpaBJieHUs JeSATEIbHOCTBIO 3¢ (HEeKTHBHYIO CTPATETHIO U
JIeSITEIbHOCTBIO TOCTHHUYHOI'O (hopMHUPOBATh AKTUBHYIO MOJTUTHKY
MPEanpUsITHIA cheps TIPEATPUATHS OIICHKH PUCKOB IIPEIIPHUSITHS
TrOCTETIPUHUMCTBA U WHyCTPUH TOCTETIPUUMCTBA
00IIIECTBEHHOT'O YMeTh: GopMUPOBATH UCIO TIPOCKTA,
MMUTAHMS OpPraHU30BBIBATH MPOEKTHYIO

JIeSITEIIEHOCTb.

Bnanmers: HaBbikaMu (hOPMHUPOBAHMS
UJIeU TIPOEKTa, OpraHu3aluu
MIPOEKTHOM ESITEIIbHOCTH Ha OCHOBE
YIPaBJICHUS

1.3. MecTo iucuMnjMHbI B CTPYKTYpe 00pa3oBaTe/IbHOM NPOrpaMMbl

Jucuurumaa (Mooyas) «Texnonoeuu GpenHouH2a 20CMUHUMHO20 RPeOnpusmus (HA AH2IUUCKOM
A3bIKe)» OTHOCHUTCS K 4acTH, (POPMHUPYEMOH y4acTHUKAMU 00pa30BaTEeNIbHBIX OTHOLICHHUH AUCIUILIHH
y4eOHOTO IJIaHa.

JI1si OCBOCHUSI TUCHHILUIUHBL (MOOYIIs) «Ycmotiuugoe pasgumue 20CMUHUYHO20 npeonpusimust (Ha
AH2UUCKOM sA3blKe)» HEOOXOJUMBI 3HAHUS, YMEHUS W BIajcHUs, CHOPMHUPOBAHHBIE ADPXUTEKTypa
CTPATErM4€eCcKOro MIAHMPOBAHKS 3 IEATENLHOCTH PEANPUITHH TOCTENPUUMCTBA.

I[JISI OCBOCHHA AMCHHUIIIINHBI H€O6XOIII/IMBI 3HaHUsA, YMCHUSA U BJIAJICHUA, C(i)OpMI/IpOBaHHBIe B
XO/Ie HM3YYeHHs CIEAYIOIMX IUCHMIUIMH: «DOpMUPOBAHUE TIPOU3BOJCTBEHHON KOHIENIUKM U
BHE/IPEHHUE TEXHOJIOTUYHBIX MHHOBALUHU B C()epy TOCTENPUUMCTBAY, «CTPaTErnuecKoe JIUIEPCTBOY.

2. COURSE SYLLABUS
The total labor intensity of the course is 3 credits, 108 academic hours.

The structure of the course for full-time education



The scope of discipline in the form of contact work of students with teaching staff and (or)
persons involved in the implementation of the educational program on other conditions, during training
sessions:

Semester | Type of training session Number of
hours
1 Lectures 10
1 Seminars 20
Total: 30

The volume of the discipline (module) in the form of independent work of students is 78
academic hours (s).

Ne | Name of the discipline section Content
1 Brand as a special concept in the system of integrated
Brand concept, brand DNA communications. brand DNA. brand reputation capital.
Emotional perception of the brand
2 R. Reeves' unique selling proposition. Principles of a

unique selling proposition. UVP (unique value
proposition proposed by Jsper Kunde) is a proposition
based on life, not commodity values. The idea of brand
positioning. Types of positioning. Positioning scheme:
market analysis - product - competitors - segmentation -
comparison (benefits, advantages) - positioning.
Qualities necessary for successful positioning:
relevance, simplicity, distinction, consistency,
constancy. positioning concept. Factors to consider
The concept of positioning: how when developing a positioning concept. Brand

to create a unique selling positioning by V. Stefflre: choice of central or
proposition and carve out your differentiated positioning, choice of product (as a hero)
niche or consumer as a hero; definition of motivation

(negative urges or positive urges), focusing on benefits.
Brand positioning by K. Kellera: main ideas, definition
and description of the competitive coordinate system
(CSC), criteria for choosing parity points and
differentiation points, ensuring the correspondence of
parity points and differentiation points, constant
adaptation of positioning, brand key values, codes
trademarks. internal branding. Brand repositioning and
rebranding: definitions, similarities, differences, main
reasons, principles.

3 Role characteristics of brand identity (power brands,
explorer brands, icon brands, identity brands, different
paradigm brands). Concepts of brand architecture,
similarities and differences between brand house and
brand house. Brand life cycle.

Brand structure, brand segments,
target audiences

4 Brand content as a communication process.
Components of the brand communication process and
their functions. The specifics and factors that determine
the structure of the brand promotion complex: the type
of product or market (B2B, B2C), the strategy for
pushing the product or attracting consumers.
Characteristics of the main means of marketing
communications in branding: advertising; PR; sales

Brand promotion strategies.
Choice of communication
channels




promotion; event marketing; personal selling; direct
marketing. Importance of corporate communications in
branding. Specific communication ways to promote
corporate brands. Development of integrated programs
of marketing communications: integration of various
communications; coordination of various
communication options; use of matching criteria.
Internet as a new medium of communication.
Interaction with communication agencies (groups) in
the process of developing and promoting corporate
brands.

Competitive advantages,
competitor analysis, brand
research methods

Qualitative research methods: arbitrary associations,
projective methods, assessment of personality and
brand values, observational methods. Quantitative
research methods: awareness assessment, brand image
study, trademark perception assessment, brand loyalty
assessment. Specific marketing research methods used
in branding: brand tracking, hall tests, friend groups,
mystery shopping, measurement of wholesale and retail
trade offers, psychosemantic research (brand mapping;
reputation, popularity maps; product-market model;
positioning maps), relationship/attitude scaling.
Analysis of the market situation, SWOT analysis,
analysis of manufactured goods, competitive analysis,
segmentation of consumers. Analysis of the
possibilities of own production. Comparison and brand
advantages: brand differences, comparisons, brand
advantages. Minimizing the risks of launching a new
brand. Peckham method. Expected market shares
depending on the order in which the brand enters the
product category. Brand potential. Evaluation of the
legal force of trademark protection: general and local
analysis.

Classification of marketing
research, their tasks and role.

Basic terms and definitions: market, business
environment, competitors, consumers, segmentation,
market capacity, target audience, types of markets,
B2C, B2B, market research and others. Marketing
research, goals and objectives of their implementation.
Classification of marketing research on various
grounds. Desk, qualitative and quantitative research.
Their role, tasks, main formats.

The need for marketing research. Conducting research
on your own. Marketing research companies. General
characteristics of the research market in Russia.
Outstaffing as a form of organization of marketing
research. Advantages and disadvantages of various
options for organizing research. Making business
decisions based on the results of marketing research.

Research habits and preferences
in the category.

Formats of quantitative research. Types of surveys. The
concept of sampling. The representativeness of the
sample. Random and deterministic samples. Stratified
sampling. Group (cluster) sampling. Basic principles




for determining the sample size. Territorial sampling.
Errors in survey results (shares). An approximate
formula for the dependence of the random error of the
survey results (shares) on the sample size. Random and
systematic error. Basic indicators of brand presence in
the category market. Building a questionnaire on habits
and preferences in the category. The main sections of
the questionnaire on habits and preferences (Usage and
Attitude). Measurement of indicators of consumer
behavior. Measuring indicators of consumer behavior.
Product and brand selection factors against a
competitive background. Methods for assessing the
priority factors of choice when buying. Study of
information sources for consumer choice. Brand
awareness and measurement. Spontaneous brand
awareness and recognition (brand awareness with
prompting). Knowledge of advertising. The study of
media preferences of consumers. Target audience
profiling.

Price research.

Objectives of price research. Price indicators and price
strategies. The main methods for determining the
perception of price parameters by the consumer.
Perceived value method. Price ladder and the Gabor-
Grunger method. Van Westendorp method, or PSM
(Price Sensitivity Meter). The concept of conjoint
analysis. Pricing strategies based on conjoint analysis.
BPTO (Brand-Price TradeOff) method. Plurality of
methods for evaluating price perception. Limitations of
price research methods.

Advertisi Customer Satisfaction
Surveys and Mystery Shopping.

Customer satisfaction and loyalty. Customer
Satisfaction Assessment System. The role and place of
qualitative and quantitative methods in the system for
assessing customer satisfaction. Mystery shopping -
anonymous shopper. Features of the information
collection format. Scope and examples of projects using
mystery shopping methodology

10

Situational analysis. Basic
concepts and methods.

The concept and subject of situational analysis. SWOT
analysis methodology. Threat Matrix. confrontation
matrix. Errors that occur when conducting a SWOT
analysis. Portfolio analysis of activities. Competitive
Strategies. Decision making in marketing. Research
support for the development of an enterprise marketing
strategy. Research of the market situation. Diagnosis of
the state of competition in the market. Analysis of
performance indicators of competitors. Assessment of
the competitiveness of the goods. Key success factors.

11

Final assessment

examination

3. COURSE POLICIES

3.1 Grading system




Form of control Max. number of points
For one unit Total
Current control:
- poll 5 points 30 points
- participation in the discussion at the seminar 5 points 10 points
- control work (through) 20 points 20 points
Intermediate certification - credit with an assessment 40 points
Total per semester 100 points

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

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

68 — 82 Good passed C

28 : gz Acceptable g

30__14919 Unpublishable unpassed IEX

3.1 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.




10

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

ECTS

Scale

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

intermediate certification.

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

Demonstrates fragmentary knowledge of educational literature on the discipline.

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

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

4. ASSESSMENT STRATEGIES AND METHODS

Exam questions:

1. Relationship between brand and product. Seven factors of brand strength: how justified is

this grada

tion?

2. What is the value of the brand (consumer, financial, corporate)

3. The concept of brand reputation capital. Give examples based on existing brands

4. Definition of brand identity. Its structure.

5. The structure of the brand architecture. The difference between a house of brands and a
brand house. The concept of "brand portfolio".

6. How brand loyalty ensures consumer self-identification

7. Development of a brand metaphor. Associations as part of brand identity

8. The role and function of positioning (the concept of Rice and Trout)

9. Six Steps to Success by Rice and Trout

10. 4 dimensions of a brand (the concept of T. Gad)

11. Brand Mental Dimension: Characteristics, Meaning, Examples

12. The spiritual dimension of the brand: the difference from the mental dimension, examples

13. The functional dimension of the brand, its relationship with the product, trademark and
unique selling proposition

14. Social dimension of a brand: meaning, specifics, examples

15. Ways of modeling reality: conflict of interpretations

16. Event component of three waves in branding

17. 3 waves in branding: a brief description

18. Event-marketing as a system of personal involvement in the brand value system

19. Correlation between event management and event marketing

20. The difference between culture and the entertainment industry. Product characteristics as
experiences
. Deactualization of the hierarchy of taste (antithesis elitist / mass). The concept of

21
nowbrow.

22.
23.
24.
25.
26.
27.
28.
29.
30.

Basic Entertainment Marketing Strategies

Strategies for updating existing brands in the field of culture and art
Types of product placement.

The impact of product placement on culture - threats and prospects
Main communication channels for product placement
Communication potential of brand placement and its main directions.
Main product//brand placement development trends in Russia

5 Senses Branding Concept

The concept of synergy in advertising communication and branding
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Test tasks:

1. When did brand valuation begin to include criteria such as environmental responsibility,
work ethics, safety and quality issues?

a) at the end of the 20th century;

b) in the 1970s;

¢) in the 1950s.

2. Technology, expertise, unique know-how are the most important brand assets?
a) relationship brand;

b) brand development;

¢) brand of production.

3. Production brand:

a) tied to a specific client;

b) focused on ubiquitous sales;

¢) distributed to a limited circle of customers.

4. The joint performance of several brands in the market is ...
a) co-branding;
b) du-branding;
¢) he-branding.

5. Brands, which are components, elements, details of other products that have firmly entered
our daily life, are ...

a) partial brands;

b) ingredient brands;

¢) composite brands.

Tasks for assessment

Task 1. The main components of brand identity and their characteristics.
Task 2. The essence of the brand.

Task 3. Core identity, extended identity.

Task 4. Essential and extended identity (on the example of a specific brand).

5. COURSE MATERIALS

5.1 List of sources and literature

Sources

Obligatory

1. Godin A.M. Branding: Textbook / Godin A.M., - 3rd ed., revised. and additional - M.: Dashkov i K,
2016. - 184 p.. 60x84 1/16 ISBN  978-5-394-02629-4 -  Access mode:

http://znanium.com/catalog/product/329358
2. Dmitrieva L.M. Brand in modern culture: Monograph / Dmitrieva L.M. - M.: Master, NITs INFRA-
M, 2015. - 200 p.: 60x90 1/16 (Cover) ISBN 978-5-9776-0369-0 - Access mode:
http://znanium.com/catalog/product /522964
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3. Musician V.L. Branding: Brand Management: Textbook / V.L. Musician. - M.: ITs RIOR: NITs
INFRA-M, 2014. - 316 p.: 60x90 1/16. - (Higher education: Bachelor's degree). (hardback) ISBN 978-
5-369-01236-9 - Access mode: http://znanium.com/catalog/product/416049

4. Makashev M. O. Brand / Makashev M. O. - M.: UNITY-DANA, 2015. - 207 p.: ISBN 5-238-

00635-7 - Access mode: http://znanium.com/catalog/product/859090

Additional

1. Osipova E. A. Theory and practice of socio-cultural branding. Value aspects of creating brands in
the social sphere / E.A. Osipova - M.: NITs INFRA-M, 2015. - 156 p.: 60x90 1/16 ISBN 978-5-16-
103661-7 (online) - Access mode: http://znanium.com/catalog/product/52351

2. Praet Van D. Unconscious branding. Use of the latest achievements of neuroscience in marketing.
M.: Azbuka Business, 2014.

3. Cernatoni, L. Branding. How to create a powerful brand: a textbook for university students studying
in the specialties 080111 "Marketing", 080300 "Commerce", 070801 "Advertising" / Leslie de
Chernatoni, Malcolm McDonald; prev. and trans. from English. B.L. Eremin. - Moscow: UNITI-
DANA, 2017. - 559 p. - (Foreign textbook). - Access mode:
http://znanium.com/catalog/product/1039965

4. Drobo K. Secrets of a strong brand: How to achieve commercial uniqueness / Drobo K. - M.: Alpina
Pub.,, 2016. - 276 p.. [ISBN 5-9614-0109-X - Access mode: http://znanium.
com/catalog/product/923764

5.2 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

5.3 Professional databases and reference systems
Access to professional databases: https://liber.rsuh.ru/ru/bases

Information reference systems:
1. Consultant Plus
2. Garant

6. Material and technical support of the course.
To provide the course, the material and technical base of the educational institution is used:
classrooms equipped with a computer and a projector for demonstrating educational materials.


http://znanium.com/catalog/product/859090
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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Software composition:
1. Windows
2. Microsoft Office

7. MaTepuaJibHO-TeXHUYECKOe o0ecnevyeHue TUCIUTIINHBI

B mporuecce npoBeeHus IEKIIMOHHBIX, CEMUHAPCKUX U MIPAKTUYECKUX 3aHATHI MPUMEHSIOTCS
TEXHUUYECKHE Cpe/IcTBa 0Oy4YEeHMs, a UMEHHO MYJIbTUMEIUHHOE 000pyI0BaHKE, BKIIIOUarolee B ceOst
KOMIIbIOTEp (HOYTOYK) U MyJIbTHUMEANA POEKTOP, IPOCUUPYIOLINHA n300pakeHue (craiiipl) Ha SKpaH.

Kpome TexHMUECKHX CpEeICTB HCIONb3YEeTCd W NPUKIATHOE IPOrpaMMHOE oObOecreyeHue
(Microsoft Word u Power Point Bepcuu He Hinke 2003 rona), mo3BOJISIONIEe JEMOHCTPUPOBATH
JIEKLIMOHHbIE MaTepHUalbl (Caiibl) U 3aJaHUs K CEMUHApaM.

AynutopuM A7 TPOBEICHUS 3aHATHHA JIOJDKHBI OBITH 00OpYAOBaHBI Y4eOHOW JTOCKOH
(MHTEepaKTUBHON y4eOHOW JOCKOW) M MHCTPYMEHTOM (MeJl WJIM MapKep) AJii HAaHECEHMs] PHUCYHKOB,

CXEM U TCKCTAa Ha JOCKY.

IlepeyeHb TUIICH3HOHHOTO MPOrPAMMHOIO 00SCIICUYCHU:

Nenn Hanmenosanue 110 [IpousBoauTens Croco0
/m pacrpocTpaHeHHs
(muyenszuonnoe unu
c60000HO
PACNPOCMPAHIEMOE)

1 Adobe Master Collection CS4 Adobe JULIEH3UOHHOE

2 Microsoft Office 2010 Microsoft JIMLIEH3UOHHOE

3 Windows 7 Pro Microsoft JULIEH3UOHHOE

4 AutoCAD 2010 Student Autodesk ¢BOOOIHO

pacIpocTpaHsIeMoe
5 Archicad 21 Rus Student Graphisoft CBOOOJTHO
pacIpoCTpaHsIeMOe

6 SPSS Statisctics 22 IBM JIMIIEH3UOHHOE

7 Microsoft Share Point 2010 Microsoft JINIICH3UOHHOE

8 SPSS Statisctics 25 IBM JULIEH3UOHHOE

9 Microsoft Office 2013 Microsoft JIMLIEH3UOHHOE

10 | OC «Anpt O6pazoBanue» 8 000 «bazanst CIIO | nuiieH3UOHHOE

11 Microsoft Office 2013 Microsoft JIMIICH3HOHHOE

12 | Windows 10 Pro Microsoft JIAIICH3UOHHOE

13 | Kaspersky Endpoint Security Kaspersky JIMIIEH3UOHHOE

14 Microsoft Office 2016 Microsoft JINLIEH3UOHHOE

15 | Visual Studio 2019 Microsoft JULIEH3UOHHOE

16 Adobe Creative Cloud Adobe JIMLIEH3UOHHOE

17 Zoom Zoom JINICH3UOHHOS

8. O0ecneuenue 00pa3oBaTeIbLHOI0 MPOLECCa IS JHI ¢ OTPAHNYEHHBIMH BO3MOKHOCTSAMU
310POBbSI  HHBAJIUI0B

B xone peanmzanuu IUCHUIIIUHBI HCHOJB3YIOTCS CIEAYIOIIME JIOMOJHHUTEIBHBIE METOIbI
00y4eHHUs, TEKYyIIero KOHTPOJS YCIEBAeMOCTH W MPOMEXKYTOUHOH aTTecTalu OO0y4aroluxcs B
3aBUCUMOCTH OT WX UHAUBUIYATBHBIX OCOOCHHOCTEH:

® s CHENbIX U CHA0OBUISIIMX: JEKIUU OQPOPMIISIFOTCS B BHJAE JJEKTPOHHOTO JOKYMEHTA,
JIOCTYITHOTO C TIOMOIIBI0 KOMIBIOTEpA CO CHEIUATM3UPOBAHHBIM TMPOTPAMMHBIM OOECIICUCHUEM;
MMCbMEHHBIE 3a/IaHUs BBIMIOJHIIOTCA Ha KOMIIBIOTEPE CO CHEHHAIM3UPOBAHHBIM MPOTPAMMHBIM
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o0ecrieyeHneM WM MOTYT OBbITh 3aMEHEHbl YCTHBIM OTBETOM; OOECIEYMBAETCS WHIMBHYyaIbHOE
paBHOMepHOe ocBemieHne He MeHee 300 JIOKC; I BBIMOJHEHUS 3aJaHUs TpPU HEOOXOJAMMOCTH
NPEOCTABIIACTCS YBEIMUYMBAIOIIEE YCTPOWCTBO; BO3MOXKHO TaK)XK€ HCIOJIb30BaHWE COOCTBEHHBIX
YBEIIMYUBAIOIINX YCTPOUCTB; MUCHMEHHBIC 3aJIaHHs O(QOPMIISIFOTCS YBEIIMICHHBIM MPU(TOM; SK3aMeH
¥ 3a4€T MPOBOAATCS B YCTHOM (pOpME MIIM BBIMOJHSIOTCS B MMCbMEHHOM (hopMe Ha KOMIIbIOTEpE.

® ISl TIYXUX W cIa0OCHBIIANNX: JIEKIUH O(QOPMIISIFOTCS B BHJE SJEKTPOHHOTO JOKYMEHTA,
au00  MpeoCTaBiIeTCS  3BYKOYCWIMBAIOLIAs — ammapaTypa HMHAWBUAYAJIBHOTO  MOJb30BAHUS;
MUCHMEHHBIC 33JaHWsl BBIMONHSIOTCS HAa KOMITBIOTEpE B TNHCHMEHHOH Qopme; dK3aMeH W 3a4éT
MPOBOJATCS B MUCBMEHHOM (hopMe Ha KOMITBIOTEPE; BO3MOXKHO IPOBEIeHUE B (DOpME TECTUPOBAHUSI.

® ISl JIUI] C HAPYUICHUSMHU OIOPHO-ABUTATEIFHOTO ammapaTa: JEKIUH O(OpPMIIIOTCS B BHIE
AJIEKTPOHHOTO JIOKYMEHTa, JOCTYIIHOTO C TIIOMOIIbIO KOMIbIOTEpA CO CIELUAIN3UPOBAHHBIM
NPOTPAMMHBIM ~ OOeClieueHHeM; THChMEHHBIC 3a/JlaHUsl  BBIOJNHSIOTCS Ha KOMIIBIOTEPE CO
CIEeLMAIM3UPOBAHHBIM NPOrPaMMHBIM 0OeCIIeueHUEeM; IK3aMeH U 3au€T MPOBOJATCS B YCTHOH (hopme
WM BBITIOJTHSIOTCS B MTUCBMEHHOM (hopMe Ha KOMITBIOTEpE.

ITpu HEOOXOIMMOCTH MpeyCMaTPUBACTCS YBEIUYSHUE BPEMEHH IS TOJATOTOBKH OTBETA.

[Tporienypa mpoBeneHUs MPOMEKYTOYHOW aTTECTAIlMK Ui 00yYarOIIUXCS yCTaHABIMBACTCS C
y4€TOM MX MHIUBHIYaJIbHBIX NCUXopu3nueckux ocoOeHHOCTeH. [IpomexyTouHast aTrecTanus MOXeT
MIPOBOIUTHCS B HECKOJIBKO ITAIIOB.

[Ipu mnpoBeneHMH MpPOIENYypbl OLEHUBAHHUA pPE3YyIbTaTOB OOyUYeHHs MpeayCMaTpUBaCTCA
HCTIOJIb30BaHUE TEXHUYECKUX CPEJICTB, HEOOXOIMMBIX B CBSI3U C MHAMBHYaJbHBIMH OCOOCHHOCTSIMHU
oOyvaromuxcs. OTH CpelICcTBAa MOTYT ObITb IPEAOCTABICHBI YHHUBEPCUTETOM, WJIH MOTYT
HCTIOJIB30BATHCSI COOCTBEHHBIEC TEXHHMUYECKHE CPEIICTBA.

[IpoBenenue mpouesypsl OLIEHUBAHUS PE3yJIbTaTOB O0YUYEHMS JOIyCKAeTCs C MCIOJIb30BaHUEM
JUICTaHIIMOHHBIX 00Pa30BaTEIBHBIX TEXHOJIOTHH.

ObecneunBaeTcs AOCTYN K HH(GOpPMAIMOHHBIM U OubinmorpaduyeckuM pecypcam B CETH
WuTepHeT [yt Kaxxoro odydatonierocs B popMax, alaiTHPOBAHHBIX K OTPAHUYCHUSM UX 3I0POBbS U
BOCTIPHUATHS HHPOPMALIUU:

® I clemblX W ClIa0OBUASIIMX: B IMe4YaTHOM (opMme YBETUYEHHbIM HipudToM, B (opme
AJIEKTPOHHOT'O IOKyMEHTa, B (hopMe ayanodaiina.

® JUIs TITYXHMX U CJIa0OCTbIIIAIINX: B TIeyaTHOU popme, B (hopMe IEKTPOHHOIO JJOKYMEHTA.

® Ui 00y4aloIIMXCsl ¢ HApYIIEHUSIMM OTMIOPHO-JBUTATEILHOTO almnapaTa: B e4aTHoi ¢opme, B
(dbopMe ITEKTPOHHOTO JTOKYMeHTa, B (hopme ayaunodaiina.

VY4eOHble ayIUTOpUU Al BCEX BHUJOB KOHTAKTHOM M CaMOCTOSITENIBHOM paboThl, HayuyHas
OuONIMOTEKa W WHBIE TOMEIICHHUS Ui OOYy4YeHHMsS OCHAIEHBI CIEIUAIbHBIM 00O0pYIOBaHHEM U
y4eOHBIMU MECTaMH C TEXHUUYECKUMHU CPEJICTBAMU O0yUEHUS:

® ISl CJETbIX W CIA0OBUISAIINX: YCTPOMUCTBOM ISl CKAHUPOBAHUS U YTeHUS ¢ kamepoil SARA
CE; mucnineem bpaits PAC Mate 20; nmpuntepoMm bpaiinsg EmBraille ViewPlus;

® s TIYXUX M CJIA0OCTBIIIAIINX: aBTOMATU3HPOBAaHHBIM pabodYMM MECTOM sl JIIOACH ¢
HapyLIEHUEM CIyXa U cIa0O0CIbIIIANX; aKyCTUUECKUIN YCUIIUTENb U KOJIOHKH;

® s OOy4YarOIIUXCS C HapyIICHUSMU OMOPHO-ABUTATEIBHOIO ammapara: IepeABHKHBIMH,
perynupyeMbiMu 3proHoMuueckumu mapramMmu CHU-1; KOMOBIOTEpHON TEXHUKOW CO CHEIHAIbHBIM
MIPOrPaMMHBIM 00€CTIeYeHHEM.

9. MeToanuyeckne MaTepHuaJbl

9.1 Ili1aHBbI cCeMMHAPCKHUX 3aHATHH

Tema 1. Baxueiiiue TeHIeHIUN pa3BUTHS U T7100aIbHbIE IPOOJIEMBI B COLTMOIKOCUCTEME B Havyaie 21
BEKa

Bompocs! 11t 06cyxaeHus:

1. Baxneiiine TeHACHUUHN Pa3BUTUS U TI00albHbIE MPOOJIEMBbI B COLIMOIKOCHCTEME B Hauaie
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XXI Beka
2. Opra"u3zanus 3KOJI0ro-TYPUCTCKOMN AEATEIbHOCTA Ha OXPAHAEMBbIX IPUPOIHBIX TEPPUTOPHUIX
3. Typucrckuil mpoayKT HallMOHAJIBHBIX MapKoB. MHBeHTapu3auus pecypcoB. OnpeneneHue u
(hopMupoOBaHUE TYPUCTCKOTO MPOIYKTA
4. IlepcrieKTHBHBIE HAMPABIEHUS KOJIOTO-TYPUCTCKON IE€ATETbHOCTH

Criucok nureparypsl:
[[Inmosa, O. C. OcHOBBI ycTOWUYMBOTO Typu3Ma: YueoHoe nmocodue / [llumora O.C. - Mocksa :HUIL]
NHO®OPA-M, 2016. - 190 c. (Beicuiee obpazoBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-
005291-5. - Tekct : anexktponHsbIil. - URL: https://znanium.com/catalog/product/558464
MansbkoBckas, 3. B. Dxonorus u 6usnec = Green Business : yue6. mocobue / 3.B. ManbkoBCcKas. —
M. : UHOPA-M, 2018. — 144 ¢. — (Bricmee o6pazoBanue: bakanaBpuar). - ISBN 978-5-16-006496-
3. - Texcr : anextponHbIi. - URL: https://znanium.com/catalog/product/960034
[Iynsruna, E. M. Basic Concepts in the Tourism Industry : yue6HO€ nmocobue / E. M. lllynbruna. -
Tomck : M3narenscTBOo ToMcKOro rocyaapcTBeHHoro ynusepcurera, 2017. - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekcr : anexktponnbIit. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. nocoOue 1t CTyJEHTOB BY30B,
obyuaromuxcs no crnenuabHOCTAM cepBruca 10000 u typuzma 10200 / C.b. XKymumos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anexrponnbiid. - URL: https://znanium.com/catalog/product/1028623

Tema 2. CoOTHOLIEHNE MOHATHH «3KOJIOTUSY, KTYPU3M» U «yCTOHUHUBOCTHY
Bonpocs! 11t 06cyxaeHus:
1. KakoBo cOOTHOILIEHHE MOHATHH «peKpeanus» U «Typu3M»?
2. Yto Takoe pekpealnoHHas cucrema?
3. UeM ominYaeTcss MOHATHE «TEPPUTOPUANIbHAS PEKPEALMOHHAs CUCTEMa» OT «PEeKpealMOHHas

cuctema»?
4. SIBnsercs In 4eI0BEK PEKPEAMOHHON CUCTEMOM?
5. UYro Takoe pekpealnrioHHbIE pecypchl?

Crucok nureparypsl:

[Iumosa, O. C. OcHOBHI ycToiunBOro Typu3ma: YueoHoe nocodue / [llumosa O.C. - Mocksa :HUIL]
NH®OPA-M, 2016. - 190 c. (Breicuiee obpa3oBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-
005291-5. - Tekct : anektponnsbIil. - URL: https://znanium.com/catalog/product/558464
ManbkoBckas, 3. B. Oxonorus u 6usnec = Green Business : yue6. nocodue / 3.B. ManbkoBckas. —
M. : UHOPA-M, 2018. — 144 ¢. — (Briciiee oOpazoBanue: bakanaBpuar). - ISBN 978-5-16-006496-
3. - Texcrt : anextpoHHbIi. - URL: https://znanium.com/catalog/product/960034
[yneruna, E. M. Basic Concepts in the Tourism Industry : yaednoe mocodue / E. M. lllynbruna. -
Tomck : U3parenbctBo TOMCKOro rocy1apcTBEHHOTO yHUBepcuTeTa, 2017. - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekcr : anexktponnbIit. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. nocoOue u1st CTyJ€HTOB BY30B,
obOy4aromuxcs 1mo cnenuansHocTsM cepBuca 10000 u Typusma 10200 / C.B. XKXymumo. — M. :
IOHUTU-AAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcer : anextponnbiid. - URL: https://znanium.com/catalog/product/1028623

Tema 3. IIpupoaHble pekpeaoHHbIE PECyPChl
Bomnpocs! st o0cykaeHust:
1. Kakoii 13 3TanoB uccieg0BaHus TYPUCTCKUX PECYpPCOB HEOOXOIUMO IMPOBOJAUTH B CAMOM Havase?
2. Yto BKIJIIOYAIOT B c€0s IPUPOJHBIE TYPUCTCKUE PECYPCHI?
3. Ilo kakoif MeToIMKe OLIEHUBAIOT IPUPOJIHBIE PEKPEAllMOHHbIE (TYPUCTCKUE) pecypehl?


https://znanium.com/catalog/product/558464
https://znanium.com/catalog/product/960034
https://znanium.com/catalog/product/1681636
https://znanium.com/catalog/product/1028623
https://znanium.com/catalog/product/558464
https://znanium.com/catalog/product/960034
https://znanium.com/catalog/product/1681636
https://znanium.com/catalog/product/1028623
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4. Kaxoii cnoco0 OIIEHKH NMPHUPOTHBIX PEKPEALMOHHBIX (TYPUCTCKHX) PECYpCOB MMEET HECKOJIbKO

MOJIXOJI0B (TEXHOJIOTHUECKHH, (PU3HOTOTHUECKHUA, ICUXO0IOTMYECKUN, SIKOHOMUYECKHIT)?

Criucok nuTeparypsl:

[[Inmosa, O. C. OcHOBBI ycTOWUMBOTO TypHu3Ma: YueoHoe nmocodue / [llumora O.C. - Mocksa :HUIL]
NH®PA-M, 2016. - 190 c. (Breicuiee obpa3oBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-
005291-5. - Tekct : anektponHsbIil. - URL: https://znanium.com/catalog/product/558464
MansbkoBckas, 3. B. Dxonorus u 6uznec = Green Business : yue6. mocobue / 3.B. ManbkoBcKas. —
M. : UHOPA-M, 2018. — 144 ¢. — (Bricmee oOpa3oBanue: bakanaBpuar). - ISBN 978-5-16-006496-
3. - Texkcr : anextponHbIi. - URL: https://znanium.com/catalog/product/960034
[Iynsruna, E. M. Basic Concepts in the Tourism Industry : yue6HO€ mocobue / E. M. lllynbruna. -
Tomck : M3narenscTBo ToMcKkOro rocyaapcTBeHHoro ynusepcurera, 2017. - 184 c¢. - ISBN 978-5-
94621-635-7. - Tekcr : anektponnbIit. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. nocoOue 1t CTyJJEHTOB BY30B,
obyuaromuxcs no crenuabHOCTAM cepBruca 10000 u typuzma 10200 / C.b. XKymumos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Texkcr : anextponnbiid. - URL: https://znanium.com/catalog/product/1028623

Tema 4. Dkonoruueckuii Typusm

Bomnpocsr qyst o0cyxnenust:

1. B kakux 0co00 OXpaHSeMbIX HNPUPOAHBIX TEPPUTOPHUSAX HMMEIOTCA  IEePEUUCIICHHbIC
(YHKIMOHATBHBIE 30HBI: 30HA 3aIIOBEAHOTO PEKUMA; 30HA IKOJOTHUYECKOTO MOHUTOPHHTIA; 30HA
HAYYHOT'O MPOCBEUICHHUS; 30Ha XO3IHCTBEHHOTO MCIIOIb30BaHUA?

2. Cxonbko B Poccuu 3aroBeTHUKOB (BIUIIUTE OTBET)?

3. Ckonbko B Poccuun HallmoHa bHBIX NApKOB (BIULIMTE OTBET)?

Crnucok nuTeparypsl:

[Iumosa, O. C. OcHOBBI ycToiunBoro Typusma: YuedHoe nocobue / lllumosa O.C. - Mocksa :HUIL]

NH®PA-M, 2016. - 190 c. (Bricmiee oopazoBanue: bakanaspuar) (O610xka. KBC)ISBN 978-5-16-

005291-5. - Teker : anexkrponHsli. - URL: https://znanium.com/catalog/product/558464

MannkoBckas, 3. B. Dxomnorus u 6uzaec = Green Business : yue6. mocobue / 3.B. ManbKkoBCKast. —

M. : UHOPA-M, 2018. — 144 c. — (Bsiciiee o6pa3zoBanue: bakanaspuar). - ISBN 978-5-16-006496-

3. - Tekcr : anexktponssii. - URL: https://znanium.com/catalog/product/960034

yneruna, E. M. Basic Concepts in the Tourism Industry : yae6Hoe noco6ue / E. M. lllynbrusa. -

Tomck : M3narensctBo ToMckoro rocyaapcTBeHHoro ynusepcurera, 2017. - 184 c. - ISBN 978-5-

94621-635-7. - Tekcr : anekTpoHHbIil. - URL: https://znanium.com/catalog/product/1681636

Kymunos, C.B. The Travel and Tourism Industry: y4e0. mocodue i CTyICHTOB BY30B,

oOyuaromuxcs no cnenuansHocTsaM cepsuca 10000 u typusma 10200 / C.b. XKXymunos. — M. :

IOHUTU-AAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN

978-5-238-01220-9. - Tekct : anexTponHsid. - URL: https://znanium.com/catalog/product/1028623

Tema 5. Opranuzanus Typu3mMa Ha ypOaHU3UPOBAHHBIX TEPPUTOPHULX

Bomnpocs! st o0cyxaeHust:

1. Kakas tepputopus siBisieTcsi Haubosnee ypoanusupoBaHHoii B Poccun?

HazoBute kputepuii, o KOTopoMy KiaccupuuupyrT ropoaa’?

KaxoBa 4nclIeHHOCTh HaceJIeHHs B KpyIHEHIINX ropoaax?

Cxoinbko B Poccun ropo1oB ¢ HACEJIEHUEM CBBIIIE MAJUTMOHA YEJIOBEK (BIUIIUTE OTBET)?
HazoBute Tpu cambix kpynHbIx ropoaa Poccuu nocine Mocksbl u Cankt-IlerepOypra?

Kakyto 0CHOBHY!O Li€JIb PECIIENYIOT LI€JIEBbIE PETHOHANIbHBIE TPOTPAMMBI Pa3BUTHS TypU3Ma?

Sk


https://znanium.com/catalog/product/558464
https://znanium.com/catalog/product/960034
https://znanium.com/catalog/product/1681636
https://znanium.com/catalog/product/1028623
https://znanium.com/catalog/product/558464
https://znanium.com/catalog/product/960034
https://znanium.com/catalog/product/1681636
https://znanium.com/catalog/product/1028623
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Cnucok nureparypsl:
[[Inmosa, O. C. OcHOBBI ycTOWUMBOTO Typu3Ma: YueoHoe nmocodue / [llumora O.C. - Mocksa :HUIL]
NH®OPA-M, 2016. - 190 c. (Breicuiee obpa3oBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-
005291-5. - Tekct : anexktponHsbIil. - URL: https://znanium.com/catalog/product/558464
MansbkoBckas, 3. B. Dxonorus u 6usnec = Green Business : yue6. mocobue / 3.B. ManbkoBcKas. —
M. : UHOPA-M, 2018. — 144 ¢. — (Bricmee oOpa3oBanue: bakanaBpuar). - ISBN 978-5-16-006496-
3. - Texcr : anextponHbIi. - URL: https://znanium.com/catalog/product/960034
[Iynsruna, E. M. Basic Concepts in the Tourism Industry : yae6HOe mocobue / E. M. lllynbruna. -
Tomck : M3narenscTBo ToMcKkoOro rocyaapcTBeHHoro ynusepcurera, 2017. - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekcr : anexktponnsbIit. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. nocoOue 1t CTyJ€HTOB BY30B,
obyuaromuxcs no crenuabHOCTAM cepBruca 10000 u typuzma 10200 / C.b. XKymumos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anextponnbiid. - URL: https://znanium.com/catalog/product/1028623

Tema 6. OcoOble PKOHOMUYECKHUE 30HBI TYPUCTCKO-pEKpealinoHHoro tuna B Poccun

Bomnpocs! 11 o0cyxaeHust:

1. Ckonbko o6wekToB Beemupnoro npupoanoro Hacienus UNESCO umeercs B Poccun (Briumute
OTBET)?

2. HazoBute 00bexThl Becemuproro mpupomnoro Hacienus UNESCO, kotopsle pacronoKeHbl Ha
rpanuue Poccuu u Apyrux rocyjapcTs (BIUIIUTE OTBET):

3. Kakoii u3 nmepeunciieHHbIX TPUPOIHBIX MTAPKOB SBISIETCS COBMECTHBIM POCCHICKO-aMEPUKAHCKIM?

Criucok nureparypsl:

[Iumoga, O. C. OcHoBbI ycToitunBoro Typusma: YueoHnoe nocodue / [llumona O.C. - Mocksa :HUL]

NHO®PA-M, 2016. - 190 c. (Beicuiee obpa3oBanue: bakanaspuar) (O6noxka. KBC)ISBN 978-5-16-

005291-5. - Texct : anexktponnsbIil. - URL: https://znanium.com/catalog/product/558464

ManbkoBckas, 3. B. Dxonorus u 6usnec = Green Business : yue6. mocobue / 3.B. ManbkoBcKkas. —

M. : UHOPA-M, 2018. — 144 ¢. — (Bricmiee oOpazoBanue: bakanaBpuar). - ISBN 978-5-16-006496-

3. - Texkcrt : anextponHbIi. - URL: https://znanium.com/catalog/product/960034

[yneruna, E. M. Basic Concepts in the Tourism Industry : yaednoe moco6ue / E. M. lllynpruna. -

Tomck : M3narenscTBo ToMCKOro rocyaapcTBeHHoro ynusepcurera, 2017. - 184 ¢. - ISBN 978-5-

94621-635-7. - Tekcr : anexktponnbIit. - URL: https://znanium.com/catalog/product/1681636

Kymunos, C.b. The Travel and Tourism Industry: yue6. nocoOue [u1st CTyJEHTOB BY30B,

oOydaromuxcs 1mo cnenuanbHocTsM cepBuca 10000 u Typusma 10200 / C.B. XKXymumo. — M. :

IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN

978-5-238-01220-9. - Tekcr : anextponnbiid. - URL: https://znanium.com/catalog/product/1028623

Tema 7. DKOHOMHKA U SKOJIOTHSI IPUPOIOIIOIb30BAHUS
Bomnpock! uist 00cykaeHus:

1. DKOHOMHKA ¥ SKOJIOTHS TIPUPOIOTIOIH30BAHHS

2. Bupl HEraTHBHOTO BO3JICHCTBUS HA OKPYKAIOIIYIO CPEIy

3. DKoJiorus 4esioBeKa: MOHSITHS, METO/IbI, POOIEMbI

4. Bupneoskonorus. BriusHue BU3yasbHON (BUAMMOW) Cpelbl Ha ICUXUYECKOE U (PH3HUYECKOE

3JI0POBBE YETIOBEKA.

CIUCOK JTUTepaTyphl:
[umosa, O. C. OcHOBHI ycToiunBoro Typusma: YueoHoe nocodue / [llumosa O.C. - Mocksa :HUIL]
NHO®OPA-M, 2016. - 190 c. (Boicuiee oOpa3oBanue: bakanaspuar) (O6noxka. KBC)ISBN 978-5-16-
005291-5. - Texct : anexktponnsbIil. - URL: https://znanium.com/catalog/product/558464
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ManbkoBckas, 3. B. Dxonorus u 6usaec = Green Business : yue6. mocobue / 3.B. ManbkoBCcKas. —
M. : UHOPA-M, 2018. — 144 ¢. — (Bricmee o6pazoBanue: bakanaBpuar). - ISBN 978-5-16-006496-
3. - Texcrt : anextponHbIi. - URL: https://znanium.com/catalog/product/960034

[Iynsruna, E. M. Basic Concepts in the Tourism Industry : yue6HO€ mocobue / E. M. lllynbruna. -
Tomck : M3narenscTBo ToMcKOro rocyaapcTBeHHoro ynusepcurera, 2017. - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekcr : anexktponnsbIit. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. nocoOue 1t CTyJJEHTOB BY30B,
obyuaromuxcs no crenuabHOCTAM cepBuca 10000 u typuzma 10200 / C.b. Kymumos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anexTponnsiid. - URL: https://znanium.com/catalog/product/1028623

Tema 8. DKonornyeckuii ayJJuT: COBpEMEHHasi IPAKTUKA U MEPCIIEKTUBBI BHEAPEHUS B TYPUCTCKYIO
nHaycTpuro Poccun
Bomnpocs! 11 o0cyxaeHus:

l. AQMUHMCTPAaTUBHO-IIPABOBBIE MEXAaHU3MBI OXPaHbl OKPYXKArOLIEH Cpelbl, MCIOIb3yEeMbIE
rOCYAapCTBOM Ul  INPUHYXIEHHS  XO3SHUCTBYIOIIMX CYOBEKTOB K  COONIOJCHHUIO
MPUPOIOOXPAHHBIX HOPM

Criucok nureparypsl:
[[Inmosa, O. C. OcHOBBI ycTOWUMBOTO Typu3Ma: YueoHoe nmocodue / [llumora O.C. - Mocksa :HUIL]
NHO®PA-M, 2016. - 190 c. (Beicuiee obpa3oBanue: bakanaspuar) (O6moxka. KBC)ISBN 978-5-16-
005291-5. - Tekct : anexktponnsbIil. - URL: https://znanium.com/catalog/product/558464
ManbkoBckas, 3. B. Dxonorus u 6usnec = Green Business : yue0. mocobue / 3.B. ManbkoBcKas. —
M. : UHOPA-M, 2018. — 144 c¢. — (Bricmiee o6pa3oBanue: bakanaBpuar). - ISBN 978-5-16-006496-
3. - Texkcrt : anextpoHHbIi. - URL: https://znanium.com/catalog/product/960034
[lynsruna, E. M. Basic Concepts in the Tourism Industry : yue6HOoe nocobue / E. M. lllynbruna. -
Tomck : M3narenscTBo ToMcKkOro rocyaapcTBeHHoro ynusepcurera, 2017. - 184 ¢. - ISBN 978-5-
94621-635-7. - Tekcer : anexktponnsbIil. - URL: https://znanium.com/catalog/product/1681636
Kymunos, C.b. The Travel and Tourism Industry: yue6. nocoOue Juist CTyJEHTOB BY30B,
obyuaromuxcs no crnenuanbHocTaM cepBuca 10000 u typuzma 10200 / C.b. Kymunos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Texkcr : anextponnbiid. - URL: https://znanium.com/catalog/product/1028623

9.2 MeTroan4yeckue peKOMEHAAIMH N0 MOAr0TOBKE MUCbMEHHBIX padoT

[IpakTHKa TOATOTOBKM THCHMEHHBIX paboT TpeOyeT OT CTyIeHTa WM MarucTpaHTa
BBITIOJIHEHMS CIEAYIOLIEHN JIOTHYECKOM ITOCIIE0BATEIbHOCTH JECTBHM:

* ocMbIcieHUs BbIOpaHHOM (YTBEp)KIEHHOW) Tembl (mpobsembl) U (OpMUPOBAHUE
COOTBETCTBYIOIIETO 3aMbICIIa;

* morcka U cOopa MHOOPMAITMOHHBIX U JJOKYMEHTAIbHBIX HCTOYHHKOB;

* CUCTEMAaTHU3al[M1 MAaTepUaJIOB U BEIPAOOTKH IJIaHa PabOThI;

* HalMCaHUs TEKCTa paboThI;

* pENaKUUMOHHOW OOpabOTKM pPYyKONUCH, O(QOPMIICHHS HAy4YHO-CIIPAaBOYHOI'O ammapara,
MIPUJIOKEHUHN, TUTYJIBHOTO JIUCTA.

ITpu ocMbicieHnu (onpeaeaeHUH 3aMbIciIa MHUCbMEHHON paboThl), BAXKHO YSACHUTD:

- KaKkoW BUJ MMCbMEHHOMN pabOThl TOTOBUTCS;

- KaKoBa 11eJIb paboThl, KaKe OCHOBHAs U YaCTHBIE 33/1a4M PELIAIOTCS B XOJI€ €€ BBIIIOJHEHNUS;

- Ky/1a peZicTaBisieTcs paboTa (IIperoaBaTellio, K 3allUTe Ha CeMUHape, Ha Kadenpy);

- KaKOH CIIpaBOYHbIN WM WILTIOCTPATUBHBIN MaTepual J0KeH ObITh IPEeACTaBICH.

[Ipu momcke u cOope MarepuaioB CIEIyeT PYKOBOJCTBOBATHCS MPUHIMIIOM ONTHMAJIBHOTO
COOTHOILIEHUS] KOJIMYECTBA M Ka4eCTBA UCIOJIb3yEeMbIX HCTOUHUKOB, OAOUPATh UX B 3aBUCUMOCTH OT
IIOCTABJIEHHOW LIE€JIM U OTBE/IEHHOTO BPEMEHHU.
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[Tpu BbIOOpE OMbIMOrpaduuIecKoro ykazarens Ba)KHO HOMHUTH, YTO OHH JEJISATCS 110:

-LIeTISIM (Y4eTHO-perucTpaoHHbIE, nH($OpMallMOHHBIE, peKoMeH1aTebHbIE,
BCIIOMOTaTeIIbHbIE);

- coziepkaHuIo (001Me, crieluanbHble, YHUBEPCATbHBIE, OTPACIIEBbIC);

- BpEMEHU M3/1aHus (TEKyIUe, PeTPOCHEKTUBHbIE, IEPCIIEKTUBHBIE);

- CTPYKTYpe (CUCTeMaTUYeCKue, IPEAMETHbIE, XPOHOJIOTUYECKUE);

- MECTY M3/1aHusl.

B HacTosiee Bpemsi yHUBEpCATbHBIMUA HCTOYHUKAMU WH(POPMAIIUH SBISIFOTCS KOMIIBIOTEPHBIE
0a3bl JaHHBIX.

OnpenenuBIIMCh C TIOMOIIBIO HAYYHOTO PYKOBOAMUTEIS C TEMOM M CTPYKTypoH paboThl,
CIIEyeT OCYIIECTBUTH IPYNIHUPOBKY (pa3pO3HEHHbIE JaHHBIE CBOAATCSA B yJIOOHBIE TAOJIUIIbI, CXEMBI,
TE3UCHI U T.I.) U CUCTEMAaTHU3aLMIO (PacHoIOKEHUE B OMPEENIEHHON MOCIeA0BaTENbHOCTH 110 YacTIM
paboTbI) MaTEpHAIIOB.

PyOpukanus (meneHue) AOHKHA OTBEYATh JIOTHYECKH COTIOCTABUMBIM JJIEMEHTaM (IyHKTaM,
naparpadam, paszzenam, riaBam), OTPaXKAIOIUM CoiepKaHue padoThI.

Hamnucanue Texcra pykomnucu (Habop Ha 3JE€KTPOHHOM HOCHUTEJIE) — JIOCTATOYHO CIIOXHAast
4acTh CaMOCTOSITENbHOIN paboThl. IlepenuchiBaHMe M KOMIWIALMA HEIOMyCTUMBL. TekcT muiiercs
CaMOCTOSITEJIbHO Ha OCHOBE TBOPYECKOT0 aHaJIM3a OTOOPaHHBIX MaTepUaIOB.

B 3aBepmaromeil cragun 10MKHO ObITh 00ECIIEYEHO €IMHCTBO CTHIISA M3JIOXKEHMs, paboTa He
JIOJIKHA BOCIIPMHUMATBCSI KaK COBOKYIIHOCTb OTJIEJIbHBIX MarepuasioB (mHpopmauuu). s Ttoro,
4yToOBl cAenarb paboTy 3aBEPUICHHOM JIOTMYECKH, BO3MOXKHO HCIOJb30BAHUE HEKOTOPBIX
TEXHUYECKHUX TIPUEMOB: BBIBOJIOB B KOHIIE TJ1aB, BBOAHBIX U COSAMHSIONNX (pa3, «IOAUYEPKUBAHUANY,
BBEJICHUS JONOJIHUTEIbHBIX PyOpPHKAIIUHA.

[IpoBepka opdorpaduu u MyHKTyaIlu sSBIASETCS 00s13aTEILHON YaCThIO BBITIOTHEHUS PAOOTHI.
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[Ipunoxenue 1. AHHOTaLIMS
paboueii MporpaMMBbl TUCITUTUTHHBI

AHHOTAIIYS PABOYEH ITPOTPAMMBI JIJUCHUTIJIAHBI

enb qucuuIiMHbL: cOPMHUPOBATH CUCTEMY 3HAHUN 00 HKOJIOTHUH TypHU3Ma Kak COBOKYITHOCTH
BUJIOB JIEATEIBHOCTU MO OPraHM3alliy SKCIUTyaTallud M OXPaHbl PEKPEAlMOHHBIX KOMILJIEKCOB MpPU
MCIOJIb30BaHNU UX B PA3IMUHBIX BUAAX TYPUCTCKO-PEKPEALIMOHHON JEATEIBHOCTH.
3aa4u JUCLIUILTUHBL:
O3HAKOMHUTH CTYJCHTOB C BAXHEHIIMMM TEHACHLUMSMHU pa3BUTHS U II0OATbHBIMU
npobieMamMu yenoBedecTBa B Hayase X XI Beka;
03HaKOMMTb CTYACHTOB C OCHOBHBIMHM METOAAMM JKCILTyaTallul U OXpaHbl PEKPEALIMOHHBIX
PECYPCOB U HaNPaBJICHUSIMHU UX HCIIOJIb30BAHUS B YUPEXKIECHUAX TYPUCTCKON UHIYCTPUU;
U3Y4UTb NIEPCIEKTUBHBIE HAIIPABIIEHUS IKOJIOTO-TYPUCTCKON AEATEIbHOCTH;
HCCIIEI0OBaTh OCOOCHHOCTH HKOJIOTMYECKOTO HCIOJIb30BAHUS TYPUCTCKMX MU KYpPOPTHBIX
TEPPUTOPUIL;
03HAaKOMHTb CTYJIEHTOB C METOJIaMU MPOEKTUPOBAHUS KOM(DOPTHON OKpY’Karolell cpenbl
Ha TYPUCTCKO-PEKPEALIMOHHBIX TEPPUTOPHUSIX;
chopMUpOBaTh NpEJICTaBICHUS 00 aJIMHHUCTPATUBHO-IPABOBBIX MEXaHHU3MaX OXPaHbI
OKpYXKaroIled Cpelibl, UCIOIb3YEMBIX TOCYAAPCTBOM JUISl NPUHYKICHUS XO3SHCTBYIOIIUX
CyOBEKTOB K COOJIIO/ICHUIO TPUPOAOOXPAHHBIX HOPM;
O3HAKOMHUTb CTYJIEHTOB C IOHATHUEM «IKOJOTUYECKUN aAyAUT», U3YUUTh COBPEMEHHYIO
MIPaKTUKY U MEPCHEKTUBBI BHEIPEHUS B TYPUCTCKYIO HHAYyCcTpUio Poccum.

B pesynbrate 0OCBOCHUS NUCLUILIUHBI (MOOY1) 00yUAIOIIMNACS JTO0JIKEH:

3HaTh: TEXHUKO-?)KOHOMUYECKOE 00OCHOBAHNE MHHOBAIIMOHHBIX IPOEKTOB B MHYCTPUU
rOCTENPUHMMCTBA Ha Pa3HbIX YPOBHSAX; OCHOBBI KOHUEIIMH MPEANPUATUS HHAYCTPUU TOCTENPUUMCTBA,
pa3pabatbiBaTh 3((HEKTUBHYIO CTPATETHIO U (POPMUPOBATH AKTUBHYIO MOJIMTHUKY OLIEHKU PUCKOB
TPEINPUSTHS WHAYCTPUH TOCTENPUUMCTBA; OCHOBBI HAYYHO-aHAIUTHIECKOTO 0OOCHOBAHUS BEIOOpA
OpraHU3alMOHHO-YTIPABIEHYECKUX HHHOBALMH JUIsl UX TPUMEHEHHsI Ha MPEANPUATUAX Chepbl
MHAYCTPUU FOCTEPUUMCTBA; OCHOBBI OPraHH3alMy paboThl KOMaH/1bl, BbIpabaThiBasi KOMaHIHYIO
CTPATETHIO JUISl JOCTHKEHUS TIOCTABIEHHOMN LIEIIH.

YMeTh: OCyIIECTBIATh TEXHUKO-DKOHOMUYECKOE 000CHOBAHNE IPOAYKTOB HHAYCTPUU
TOCTENIPUUMCTBA; (POPMHUPOBATH HJICI0 POEKTA, OPraHU30BBIBAThH IPOEKTHYIO IESTEIHHOCTD;
aHAJTM3UPOBATh JUCTAHIIMOHHBIC TEXHOJIOTHUH TIOBBIIICHHUS KBATU(PHUKAIIMKA IepCcoHaNa; GOpMUpOBaThH
Hay4YHO-aHaJIUTHYECKOE 0OOCHOBAaHUE BHIOOPA OPraHU3AI[IOHHO-YIIPABICHUYECKUX HHHOBALU U1 UX
MIPUMEHEHHUS Ha IPEINpUATUAX CPepbl MHIYCTPUHU TOCTEIPUUMCTBA: PEATU30BbIBATH CBOIO POJIb B
COLIMAJIbHOM B3aMMOJICHICTBUU ¥ KOMaH/IHOM paboTe yUUTHIBAET 0OCOOEHHOCTH MOBEICHUS U HHTEPECHI
JIPYTUX YYaCTHUKOB.

BrnaneTrs: HaBbIKaMH OCYIIECTBIISTH TEXHUKO-IKOHOMHUYECKOE 000CHOBaHHUE IPOLYKTOB HHIYCTPUH
TOCTETIPUMMCTBA; HaBBIKAaMH (POPMUPOBAHUS HICH MTPOEKTA, OPTaHU3ALUHU MPOCKTHON AEITEITHHOCTH
Ha OCHOBE YIIPaBJICHUs yCTOMYMBBIM Pa3BUTUEM MHIYCTPUU TOCTEIPUUMCTBA; HaBbIKaMHU
(dbopMHpOBaHUS HAYYHO-aHAITUTHIECKOE 0OOCHOBAHUSI BEIOOPA OPTaHU3AI[IOHHO-YIIPABICHUYECKUX
MHHOBAIMH JUI UX IPUMEHEHUS Ha NPEeNPUATUAX cepbl UHAYCTPUU FOCTEIPUUMCTBA; HaBbIKAMU
peajin3aluy CBOIO POJib B COUAIBLHOM B3aMMOJAECUCTBUY U KOMaH/IHOM paboTe yUYUTHIBAET
0COOEHHOCTH MOBE/ICHUS U HHTEPECHI IPYTUX YYaCTHUKOB.



