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1. IosicHUTEIBbHAA 3aMMCKA

1.1. Ilens m 3a1auml JUCHHMILIAHEI

Heap aucHUMIMHBI — B 00beMe Y4YEOHOTO IUIaHA MOATOTOBHTH MAarmcTpa, 00JaJaroIero
3HAHUSIMHA O MEXaHHM3ME CO3JaHUs, TO3UITMOHUPOBAHMS M TPOJBMKCHHUS OpeHMa, YIpaBIeHUS
OpeHJOM C TPUMEHEHHEM MapKETUHTOBBIX TEXHHK M CHHXPOHHW3AIUU JESATCILHOCTH BCEX
no/ipa3ieJIieHui KOMITAHUH JIJIs1 JAJIbHEHUIIIET0 pa3BUTHsS OpeHa.

38}]3'—11/1 AUCHUIIVIMHBI — IIOATIOTOBUTH MarucCrtpa K pcalu3alun CICAYIOIIUX KOMHCTCHHI/Iﬁ

OpeHa-MeHepKepa:
® co3maHue OpeHaa;

OpCHI-TPEKHUHT;

HoJ/Iep)KaHue U COXpaHeHHne OpeHa.
TJIAaHUPOBAHKE COCTaBIIAIOMMX marketing mix 6penna;
WCCJICIOBAHMSI PhIHKA M OpeH/Ia;

TUTAHUPOBAHKE U KOHTPOJIb ITPOU3BOJICTBA TOBAPOB, OO BEIMHEHHBIX OPEHIOM;
TUTAHUPOBAHUS U YIIPABJICHUS TIPOIaXKaMU;
IUTAHUPOBAHKE, OPTAHU3AIIHS U ITPOBEICHUE PEKIIAMHBIX KaMITaHUMH;
KOHTPOJIb PEHTA0EIbHOCTH OpeH/Ia.

1.2. TIlepeueHp IUIAHUPYEMBIX pPE3YJIbTATOB OOYYEHHs IO JAUCHUUIUIMHE, COOTHECEHHBIX C

HHIAUKATOpaMU JOCTUKCHUA KOMIIETEHITUM

11K-3.1; I1K-3.3; I11K-3.4; I1K-3.6; I1K-3.12;

Komnerennus
(Ko M1 HAUMEHOBaHME)

NuankaTopbl KOMIEeTeHIM I
(Ko M HAUMEHOBaHME)

Pe3yabTarsl 00y4yeHus

[TK-3 Cnocoben
pa3pabarbIBaTh,
TECTHPOBAThH M BHEJPSATH
WHHOBAIIMOHHBIC TOBAPHI
(ycmyr), co3aaBathb
HEMaTepUaTbHBIC AaKTUBBI
(Openpl) U ynpaBisTh UMH
B OpTraHU3aIIH

[1K-3.1. Baageet HaBeIKaMu
CO3/IaHHS HEMAaTEPHATBHBIX
akTUBOB (OpEHIOB) B
OpTraHW3aINH U YIIPABICHUEC HMH

3HaTh: OCHOBHBIE (DYHKIIMH
MOJIpa3IeIICHUH U CITyKO0
OTJICJIOB IO PEKJIaME U CBSI35IM C
00ILIECTBEHHOCTEIO;
TEXHOJOTHIO TIOJrOTOBKHU
PEKOMEHIAIMN JJTST TPUHSITHSI
MapKETHUHTOBBIX PELICHH B
OTHOIIEHUU TOBApOB (YCIIyT,
OpeHIOB)

YMeTb: BEICTpanBaTh paboTy
MoJipa3zieNieHus: B peaanu3alnuu
TEXHOJIOTHI1 OpeHIUHTa;
TOTOBUTH PEKOMEHAAINH IS
MPUHSTHS MAPKETUHTOBBIX
pellIeHnii B OTHOIIIEHUH TOBApOB
(ycmyr, O6peHioB)

Brnaznets: ocHOBHBIMU (popmMamMu
aJIMUHHCTPATHBHO-
OpPTaHHU3aI[IOHHOTO U
CTPATErHYecKOro yIpaBICHUS
OpEHIMHTOM;

HABBIKOM ITOJATOTOBKH
pEeKOMEHIalui Al IPUHATHS
MapKETHUHTOBBIX PEIICHHUH B
OTHOIICHUU

TOBapoOB (yCIyr, OPCHJIOB)




I1K-3.3 Bnaneer HaBLIKaMU
pealn3aiuy mporpaMm
MOBBIIICHUS TOTPEOUTENBCKON
JIOSITEHOCTH K TOBapam
(ycmyram, OpeHam)
OpraHu3aIuu

3HaTh: METOJIbI COOPA U aHAIM3a
uHbopMaIuu 1Jis

PEIICHHUS T10 YIIPABJICHUIO
OpEHIMHTOM;

OCHOBBI MIPOEKTHO-
AQHAIUTUYECKOU ESTEIbHOCTH B
KOMMYHHKAITHOHHOU chepe
YMeTh: UCIOJIb30BaTh
COOTBETCTBYIOIINE METOIBI
aHaIIN3a;

HAa OCHOBE PE3yJIbTaTOB U
BBIBOJIOB aHAJIN3a
pa3pabaTbIBaTh MPOEKTHI U
KamnaHuu B cepe OpeHuHra
Bnagers: HaBpIKaMH
CUTYaLlMOHHOT'O aHAJIU3a

[IK-3.4 Bnageer HaBBIKAMU
MMOATOTOBKH PEKOMEHIAIIAN TS
MPUHSITHS MAPKETUHTOBBIX
perieHuit B OTHOIIIEHUH TOBAPOB
(ycnyr, OpeHI0B)

3HaTh: 0COOEHHOCTH
MOCTPOEHUS MAPKETUHT OBOM
MaTpPHUIIBI © KOHIEIITUU
OpeHIMHTa;

MOHSITHE U CYITHOCTh UMUJIKA
OpeHa, penyTaluH;

MPUHIIUATIBI YIIPABIICHUS
UMUJDKEM OpeHia 1
pEemyTalMOHHBIMU PUCKAMHU
VYMeTh: co3aBaTh U
MOIICPIKUBATH UMUK OpeHa ¢
MOMOIIbI0 THCTPYMEHTOB
KOMMYHUKaLUN

Bnanets: HaBbIKamMu pa3paboOTKH
KOMMYHHKAITMOHHBIX KaMITaHUH’
OpeHna;

HABBIKAMU MOCTPOSHUS
MapKETHHTOBOM MATPHIIBI 1
KOHIICTIIMK OpeHIMHTA

[T1K-3.6 YmeeT npoBOAUTH
TCCTUPOBAHNEC NHHOBAIIMOHHBIX
TOBapoB (ycayr, OpeHIOB)

3HaTh: OCHOBHBIE
WH(POPMAIMOHHBIE TEXHOJIOTHUH,
UCIIOJNIb3YEMBIE I OpEeHIUHTa;
MIPUHIIUATIBI YIIPABIICHUS
OpeHIMHIOM: IJIAaHUPOBaHUE,
OpraHm3aIys, OIeHKa

s dexTuBHOCTH;

CTpaTeruy yIpaBIeHUS
noptdenem OpeHI0B

YMeTh: OlICHUBATh BIUSHUE
(haKkTOpOB BHENTHEHN U
BHYTPEHHEH CpelIbl Ha
SKOHOMMYECKYIO

3¢ (HEKTUBHOCTH 1EATEIHLHOCTH
PEIIPUSITUS;

MPOBOAMTH JTUATHOCTHKY
KOMIIAaHUH KJIMCHTA;




paspabarbIBaTh CTpaTeTUN
yTpaBJIeHUs] OPSHIUHTOM U
noptdeneM OpeH I0B;
ONITUMHU3UPOBATH MAPOYHBIH
nopTQens;

MPOBOUTH MEPOTIPUSTHSI 1O
037I0pPOBIICHUIO OpeHaa
BrnaneTs: npuHIMTAME 1
METOJIaMH JIMTHEHHOTO U
KaTerOpUaIbHOTO PACITHPEHHUSI

OpeHaoB
IT1K-3.12 3HaeT UHCTPYMEHTHI 3HaTh: OCHOBHBIE KOHLIECTIUU
OpeHI-MeHeKMEHTa TeopuH OpeHA-MEHEIKMEHTA;

OCHOBHBIE METO/IbI PUHSATHUS
CTPATETUYECKUX PEIICHUN B
OpeHIUHTE;

YMeTh: aHAIU3UPOBATH
KJIFOUeBBIC TTPOOIEMbI OpeH/I-
MEHEKMEHTA;

MPUHUMATh yYacTHE B
pa3zpaboTke U peaau3anuu
CTpaTeruu OpeHIMHTra Ha OCHOBE
aHaIM3a TaHHBIX
MapKETHUHIOBBIX HCCIEA0BAHUN
Branets: TeXHOTOTHYECKUMU
pelIeHUSIMH, TEXHUYECKUMU
CpeICTBaMU, pUeMaMu 1
METOJaMH OHJIalH U odIaitH
KOMMYHUKAIUWA B
npodecCuoHAIbHON
JESITEIIbHOCTH 110 OPEHIMHTY

1.3. MecTo IUCIMILIMHBI B CTPYKTYpe 00pa3oBaTeIbHOI MPOrpaMMbl

JlucuuiuinHa OTHOCHUTCSI K 00S3aTENbHBIM TSI U3yYeHHs AMCHUIUIMHAM YacTH y4eOHOTO
1aHa, GopMupyeMol ydacTHUKaMH 00pa30BaTeIbHBIX OTHOLIEHUH OJ0Ka AUCIUILIUH y4eOHOTro
IUIaHA.

Jliis ocBOCHMSI TUCIMIUTMHBI HEOOXOAMMBI 3HAHUS, YMEHHSI U BIaleHusl, ChOPMUPOBAHHbIE
B XOJI€ U3YYCHUS CIICIYIOIIUX JUCIUIUINH U MIPOXO0XKICHUS MPAKTHUK: JUCIUTUINHBI 0053aTeIbHON
yacTu y4eOHOro IuiaHa, u3ydaeMslil B 1 cemectpe.

B pesynpraTe OCBOEHHS NUCUUIUIMHBI (DOPMHUPYIOTCS 3HAHUSA, YMEHUS M BIaJICHUS,
HEOOXOUMbIE JIsl M3Y4YEHHUs CIEAYIOUMX IUCLMIUIMH U MPOXOXKACHUSA NPaKTUK: bpenaunr
TeppuTopuii, IMUIKEBbIE TEXHOIOTUU B OM3HEC-KOMMYHHKAIMAX, OIeHKa CTOMMOCTH OpeHa,
Crparerun ¢popmupoBanus penyranuu, [Ipegaumiomuaas npakTuka.

2. CrpyKTypa IMCUMILUIMHBI
OO0mas TpyA0EMKOCTh TUCIUTUTHHBI COCTaBIsAeT 6 3.e., 216  akageMHYecKux daca

(oB).



CTpyKTypa AMCUUIIMHBI 1JIs1 04HOH GopMbI 00yUeHUst

OOBbeM AUCHMIUIMHBL B ()OPME KOHTAKTHOW PabOTHI OOydarOIUXCS C MEeNaroruuyecKUMu
paboTHUKaMU U (WIK) TMLAMU, IPUBJIEKAEMBIMU K peaiu3alii 00pa3oBaTeIbHON POrpaMMbl Ha
UHBIX YCIOBUAX, IPU MIPOBEACHUH YUEOHBIX 3aHATHIL:

Cemectp | Tum yaeOHBIX 3aHATHI KonuuectBo
JacoB
2 Jleknum 16
2 CeMUHApHI/1a00paTOPHBIE PAOOTHI 32
Bcero: 48

O0beM AUCIUTUIMHBI (MOIYIIs1) B OpME CaMOCTOSTENHHOM PAOOTHI O0YYAIOIITHXCSI
coctaBnsieT 150  akagemuueckux daca(oB).

CTpyKTypa AUCHUIIMHBI 1151 04HO-3204HOI (pOopMBI 00yUeHUs

O0beM nuCHUIIIMHBI B (pOpME KOHTAKTHON paboOThl 00yyaromuXcs ¢ MelIarormyeckKuMu
paboTHUKaMU U (WIN) IMLAMU, IPUBJIEKAEMBIMU K peaiu3alii 00pa3oBaTEIbHOM IPOrpaMMbl Ha
UHBIX YCIOBUSAX, IIPU MIPOBEACHUH YUEOHBIX 3aHATHUIL:

Cemectp | Tun yueOHBIX 3aHATHIA KomnyecTBo
4acoB
2 Jlexmuu 16
2 CeMuHApHI/1a00paTOPHBIEC PAOOTHI 24
Bcero: 48

O0beM TUCIUIUTUHEI (MOTyJIsI) B hOpME CAMOCTOSITEILHOW PaObOThI 00YYAFOIINXCSI
coctaBnsier 158  akagemuueckux yaca(oB).

2. Discipline structure
The total labor intensity of the disciplineis 6 Credit, 216 academic hours (S).

Discipline structure for full-time training
The scope of the discipline in the form of contact work of students with pedagogical workers and

(or) persons involved in the implementation of the educational program on other conditions
during training sessions:

Semester | Type of training sessions Number of
hours
2 Lectures 16
2 Workshops/Lab Works 32
Total: 48

The scope of the discipline (module) in the form of independent work of students is 150
academic hours (s ).

Discipline structure for part-time training



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

Semester | Type of training sessions Number of
hours
2 Lectures 16
2 Workshops/Lab Works 24
Total: 40

The scope of the discipline (module) in the form of independent work of students is 158
academic hours (s ).

3. Copep:xkanue TUCHUNIMHBI

Tema 1. BpeHa-MeHeAKMEHT: IKOHOMHYECKAs, IPABOBasi M COLUAIBHO-KYJIbTYPHAs cpeaa.

JKOHOMHUYECKasi cpela OpeHIa COCTOMT M3 OCHOBHBIX IOKa3aTelled «aKTHBOB OpeHaax:
OLI€CHKa CTOMMOCTHU 6peHI{a (3T3.HBI pcajm3aliui TCXHOJIOIMHU CO3AaHUSA CTOMMOCTU 6pCHI[a,
pa3uyHbIE METOJBI OIICHKH CTOMMOCTH OpeHna); cuia OpeHma; oOpa3 (omucaHue) OpeHna;
BJIMsHUE OpeHaa; Habop UICHTU(UKAITMOHHBIX KauyeCTB.

OcCHOBHbIE MOKA3aTeJIH CTOUMOCTH OpeHaa:

|| pa3HHUIIA B IIeHe TOBapa-OpeH/Ia U aHAJIOTHYHOI0 TOBapa — He OpeH/Ia, YMHOKEHHOH Ha 00beM
IPOJaK;

|| CHI)KEHHUE 3aTpaT Ha NPOABMKEHNE (MAapKETUHIOBbIE KOMMYHHUKAIIUH);
] BO3MOKHOCTb BXOJIUTh HAa HOBBIE PBIHKY C HU3KHMMU 3aTPATAMU;
| coznanue 6apbepoB I BXOJa B OTpacilb;

| TOpProBbIE pbIUarv, BBIPAKAIOIIMECS B TOM, YTO KaHajbl paclpeiesieHuss HaMHOro Ooiiee
MO3UTUBHO PEArupyroT Ha U3BECTHbBIE MApPOYHBIE TOBAPHI;

] yBeNnM4YeHHE Map>Kud TOBApPOB (ITOKYMAaTeIH TOTOBBI MPUOOPETaTh OpeHAbl MO 00jee BHICOKUM
[eHaM);

"] pocT 00BEMOB MPOJIAK;

"] pactipocTpaHeHue 6peHaa (OpeH1 IpUaaeT TOMOIHUTEIFHYI0 CTOUMOCTD JPYTUM TOBapam).
JTanbl TEXHOJOTHH CO3JaHUSI CTOMMOCTH OpeHpa:

1. OnieHka Ha Ka4ECTBEHHOM YPOBHE.

2. bpena-ayaur.

3. Pa3paboTka ctparerumu.

4. IlpakTudeckas peaan3anusi CTPaTETUH.

IIpaBoBasi cpena OpeHga BKJIIOYAeT HOPMATHUBHO-IIPABOBYIO 0a3y M IPABOBYIO OXpPaHy
ToBapHbIX 3HakoB. B Poccum mpaBoBas cpena onpexnensercs denepanbHbiM 3akoHOM PO «O
TOBAPHBIX 3HAKAX, 3HAKAX 00CIYMBaHHUSA U HAMMEHOBAHUSIX MECT IPOMCXOXKAECHUS TOBAPOB

ConuanbHO-KYJIbTYpPHAsI cpeia OpeHJa CBs3aHA C TEM, YTO Cuid OpeHOa — B JIOSUTBHOCTH
KJIUEHTOB, a UCTNOYHUK JIOSIbHOCIU — TICUXOJIOTUYECKOE JKeJIaHHe JII0/IeH 1yMaTh 0 cebe XOpowUIo.



BpeH;[ JOJI’KEH HOO6CH_IaTL, 4YTO C HHUM 3TO KCJIAHUC PCAIU3YCTCA, U OH YHOBJCTBOPUT BCC
MOTPEOHOCTH JTFOJICH pa3HBIX CTPaH.

Tema 2. Konuenuusi ynpasJjieHusi OpeHI0M: IJIAHMPOBaHUeE cocTaBAsOIIMX marketing mix
OpeHaa

VYnopasinenue OpeHIOM B COOTBETCTBMM C KOMIUIEKcoM Mapketunra (4P, 5P, 7P) kak
KOMILJIEKCHOE MapKeTHHIOBOE BO3/IeiicTBUE U HarOosee 3((eKTUBHOE PEIIeHne MAaPKETHHIOBBIX
3a/1a4 MpOoJIBUKEHUs! OpeH/1a Ha 1esIeBOM pbiHKe. CTpaTerus B yCIOBHSX )KECTKOW KOHKYPEHLUU
(OTCYTCTBHE HMII, BBICOKAsi CKOPOCTh BHEAPEHHSI MHHOBAIMM, aKTUBHOE (DOPMUPOBAHHE HOBBIX
MOTpeOHOCTEN, PHIHKOB, MOJIBI).

MapouHble CTpaTeruu:

1. HMcrnonp3oBaHne KOPHOPATUBHOM TOPrOBOW MapKH I IPOJIBWKEHHS KOMIIAHUM U €€
POy KLIUH.

2. Co3ngaHue ¥ MPOJABMIKEHUE «MAPKU CEMEHUCTBAY.
3. [IpoaBukeHNE «MAPKU-YHUKYMA).

bpennoBbie cTpareruu OOHOBJIEHMS, PACIIMPEHUs, CO3/aHHS HOBBIX OpEeHIOB. YIpaBiieHHE
TOProBOW MapKoi. YmpaBieHHe OpEeHIOM: YKpeIJIeHHE OTHOIICHUH MexXay OpeHIoM Hu
norpedbureneM  (pa3BUTHE  (QYHKIMOHAIbHBIX,  HHIMBUIYaJbHBIX,  COLMAJIBHBIX U
KOMMYHHUKATHBHBIX KadecTB OpeH/a); YIpaBlieHHE aTpuOyTamMu MapKu, IporeccoM eé
uaeHtuduxanuu. CoziaHue HOBOM TOProBoit Mapku. MuHuMu3anus puckoB. OnpezeneHue

YPOBHE# crpoca: pomoBoro (oOmero cmpoca), BUAOBOrO (Ha OIPEICICHHYIO TOBAapHYIO
KaTErOpHI0), CIIPOCa Ha KOHKPETHYIO MapKy.

MeTtonuku onpeaeneHus XapakTepa cpoca: OINpeaesIeHUe CTENIEHN IEPBUYHOTO IPOHUKHOBEHUS
MapK, CTENEHH IOBTOPHOTO MpPHOOpETeHus, 4acTOThl NoTpedieHuss mapku. KadecTBeHHOE
ONHMCAaHUE CIIPpOca Ha MapKy MpearnoyiaracT IMPOTHO3 peakLUUu LEIeBOro CEerMeHTa Ha
NoTpeOUTEIbCKUE CBOMCTBA TOBapa, UppallMOHATIbHbBIE JIEMEHThI MApKH, OLIEHKY IEPCIEKTHUB.

CooTBeTcTBHE MEHEIKMEHTA CUCTEME yIpaBIEeHUS TOPTOBOM MapKoii, 3 pexTruBHAs mporpamma
pa3BUTHS TOPrOBOW MAapKH, MHHHMH3AIMS PHUCKOB, MAaKCHUMH3AIUs NPHOBUIA YTIpaBICHHE
OpeHZI0M B COOTBETCTBUU C KOMILJIEKCOM MapKEeTHHTa: «MapOYHbII MOPThENb» U aCCOPTUMEHTHAs
TIOJIUTHKA, IIEHOOOpa30BaHNe U NMPEeMHUAIIbHAS [IEHA, TOBAPOIBIKCHNE U MECTO BCTPEYU MApPKH C
noTpedurenem.

Crpateruu pacrpeneiaeHusi MapKki: HHTEHCUBHAs!, SKCKIIIO3UBHAsA, BBIOOpOYHas.

MapketunroBsle kommyHukaiuu (PR, pexknama, ctumynsiuus npojax). Tpu Moaenu pexiiambl
ToproBoii Mapku: X-YZ, aKkIEHTHPOBAHHOW BBHITOIBI, (POKyCHpoOBaHWs Ha Bhrojmax. Ceins
IPOMOYIIIH KaK OCHOBHOE CPEJICTBO pacIIMpPEHHs CIpoca Ha MapKy (TMpenocTaBieHne NPoOHOro
IPOAYKTA, CKUIKU, CEPBUCHOE OOCIY)KMBaHUE, PEHTHMHrOBaHHE, KOHKYPChl M HarpaxieHue
Tyqmux). Mepuyangai3uHr — MPOABMKEHHE TOBapa C MOMOIIbIO KYMOHOB, CKUIOK, MOJAPKOB,
JIOTEepeHn, AETyCTaluy, COMIUIMHTU. BBIBOA MapKu Ha PBIHOK, YTOYHEHHE ITO3WLIMM MApKU H
CTpaTeruy NpOABMXKEHHUS, YIy4IlIeHHE NPOIyKTa U MApOYHOM KoHUenuuu. Kpurepun ycnemHo
TOProBOM MapKH: pocT 00beMa MPOAAK U MOBBIIIEHUE PEHTA0EIbHOCTH.

Tema 3. I/IHTerHPOBaHHLIﬁ 6penzmnr H NMMO3UIIUOHHUPOBAHME B 6peH}]-MeHe}1)KMeHTe

HMHTerpupoBanHblii OpeHAUHI — OPraHU3ALMOHHAs CTpATerusi, MpU KOTOPOil Bce NEHCTBUS U
oOpallleHus: KOMIIAaHUM OCHOBAaHbI HAa LIEHHOCTU (OpeHze), B KOTOPOH MepeceKaroTcs CUIIbHbIE
CTOPOHBI KOMIIAaHUM (TOBapa WJIM YCIyI'M) M LEHHOCTH KIUEHTOB. llenb MHTErpupoBaHHOIO
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OpeHIuHTa — MoJiHAas MIEHTU(UKALUs KIMEeHTa ¢ OpeHIOM Kak Ha palHOHAJIbHOM, TaK M Ha
HppanroHaIbHOM ypoBHe. [Inpamuaa caMOuIeHTH(DUKAIIMNA: OCBEIOMICHHOCTD, TIPEATOYTEHHS,
JOSBHOCTD U LIETIH.

Mopnens UnTterpupoBanHoro bpenna BkirodaeT Tpu YpOBHS: TPAaHCISTOPHI OpeHAa, ApaiBepbl
OpeHna, apaiiBepbl OpraHu3alud. MHCTpYMEHTB MHTETPUPOBAHHOTO OpeHIUHra: JpaiBepsbl
opranu3anuu U Openpa. [paiiBepsl opraHW3alMH: MUCCHS, IIEHHOCTH, UcTOpws. JlpaiiBepbl
OpeHsa: IpUHINII, HHIUBUAYATIbHOCTH, accouuanuy. [lo3unmonnpoBanme u NpuHIMI OpeHa.

Crpareruu momyJspu3aliil WHTETPUPOBAHHOTO OpeHaa. dopmupoBaHue OpeHA- KOMaHBI.
Aymut 6pena-cpeapl. CTUMYIUPOBAHUE KOMAHTHOTO MBITILICHUSI.

CtpykTypa Openaa: 30HTUYHAsi, KOMOMHUPOBaHHAsI, TOBapHasi. [[pu3HaKku M TeCTHI onpeeeHus
ocnalneHuss OpeHja. YBelIWYeHHE J0JIM PhIHKA MO CIEHAPHI0 MHTETPUPOBAHHOTO OpPEHIMHTA.
[Inan Opennuura: CUTyallMOHHBIN aHaiIu3, e, cTpaTerus, oopamieHus, TakTuka. [Iporpamma
U KpUTEpUH OLICHKH OpeHsa: BHYTPEHHEE HCCIIeIOBaHUE, KOJMYECTBEHHOE, INTyOnHHOe, (hoKyc-
rpynnsl, HHTepBblo, Web-uccienoanus.

Io3uuuonupoBanue OpeHaa (TOproBoii MapkH) — KOHLENIHMIO BrepBble onucai . Tpayrt B
1971 r. xak HOBBIM NOAXOJ K KOMMyHHUKausaM. [lo3MIIMOHMpOBaHHE — 3TO OPraHU30BaHHAs
CUCTEMA I10 HAXOXKICHHUIO OTKPBITHIX B YEJIOBEUECKOE CO3HAHUE OKOH...B HY)KHOE BpeMs U NpU
NOJDKHBIX — oOcrositenvcTBax [OD. Paiic, JI. Tpayr «llosunuonupoBanue: OutBa 3a
Y3HaBae€MOCTb...»|. B KOHLIENIIMY NO3ULIMOHUPOBAHUS CIEAYET yKa3aTh TOBAPHYIO KaTETOPUIO —
Ha3BaHHWE OpeHJa, (YHKIMOHAJIbHOE HA3HayeHHE, LIEJEBYIO TpYIIy HOTpeduTeseil, OCHOBHOE
IIPEUMYIIIECTBO 110 CPAaBHEHHUIO C KOHKYPEHTHBIM TOBapOM, YCPEIHEHHBIM TOBapOM, TOBAPOM —
3ameHutTeraeM. CTepeoTUIlbl MEHTAJIBbHOCTU: «IIEPBEHCTBO» B CO3HAHUU, MO3MIMS « MOTY»,
HO3MLIUS «IPOTUB». YHHKalbHOE ToproBoe npesioxkenue — YTII (yObeaurenbHoe coobuieHue o
MOJIb3€ M BBITOJIE MapKH). 3ajada MO3WIMOHWPOBAHUS — HE OOJIETYHTH MPOAAXKY TOBapa, a
00JIErYuTh MOTPEOUTENI0 TMPOLECC MOKYIKH. Buasl no3unuoHupoBaHus (3aBUCAT OT
JOMUHHUPYIOILETO HAaIIPaBJIEHUS

MapKETHUHTOBOM JESTENIbHOCTH — TOBAPHOT0, IIEHOBOTO, COBITOBOTO, CEPBUCHOTO,
PEKJIaMHOT0):

. TO3UIIMOHUPOBAHKE IO OCOOEHHOCTSM TOBapa,

. T1I0 BBITOJIE,

. IO 0COOEHHOMY Ha3HAYEHUIO U UCIIOJIF30BaHUIO TOBapa,

. IO CCTMCHTAaM pPbIHKaA,

. HCHOBOC MO3UIITUOHUPOBAHUC,

AN D B~ WD =

. TO3ULIUOHUPOBAHUE IO TUCTPUOYILIHH.

CuiibHBIE nacu MMO3UITMOHNPOBAHUS: HpaBI[OHOI[O6HOCTb, HUCKPCHHOCTD, KpacoTa,
y6eI[I/ITCJ'H)HOCTI), pasBUTHC, WHHOBAIIUU, HGHOBTOpI/IMI)IfI CTUIIb. I[J'If[ YCIICIIHOTO
IMMO3UIUMOHHUPOBAHUS Tpe6y1-OTC$[ CJICAYIOIIUEC KaueCTBA: COOTBETCTBUC 3aIllpOCaM U Tpe6OBaHI/I$IM
HOTpC6PITGJ'I€I>i, HNOHATHOCTh H 3allOMHMHACMOCTH IIO3HMIIMH, SACHOC OTIMYHC OT aHaJIOI'OB,
IMMOCJICAOBATCIIbHOC TMPCEACTABJICHUC IMO3UIIMU MApKHU B HAa3BAHUH, YIIAKOBKC, PCKIIAMEC, PR-
KOMMYHUKaIUAX U T.[.; IOCTOSAHCTBO (HCI/ISMGHHOCTB) MMO3UIMHU MApPKH.

Tema 4. MapKeTI/IHFOBI)Ie HCCIea0BaHuA B 6pel—[}1-Mel—[e}])KMeHTe: 6peHIl-Tp6KI/IHF

BpeHa-TpekuHr - JUIMTEbHOE MAPKETUHIOBOE UCCIIEIOBAHUE, IPUMEHAEMOE JIs MOTyUYECHUS
B TMHAMHKE HH(POPMAIIUHN O COCTOSIHUYM OpeH/1a Ha PhIHKE (M3BECTHOCTH, UCTIONB30BAHUE, MUK,
XapaKTepUCTHKa MOTpeduTeneit Openna u np.). bpeHA-TpekuHr mpenrnonaraeT 3HAYUTEIbHBIC
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ycumust OpeH I-MeHepKepa 10 OLIeHKe YPOBHS 3HaHUs OpeH/1a, KITFOUEBbIX acCOLUAINNA ¢ OpeHI0M
U TIOKa3aTeNel CTENEeHU YJIOBIETBOPECHHOCTH MOTpEOUTENeH. MapkeTHHTOBbIE
HcC/IeI0BaHUA B OpeHI-MeHeIKMeHTe IPeroaraloT KOMIUIEKCHbIH noaxoa. OnpeneneHue
COLIMAJILHOW U KOMMEPYECKOI MpoOIeMbl, UX COOTHOLICHUS U

npoOJIeMHON TIEPEeMEHHOH, OmpeJelieHne METOAOB U Ieleil uccienoBaHus. DopMylInpoBKa
3aa4un. Hpe)IBapI/ITeJ'H)HBIe, OIMUCATCIIbHBIC, TIPUYUHHBIC HWCCICAOBAHUA. HepBI/I'-IHI)Ie u
BTOpUYHBIE UccleqoBanus. KomndecTBeHHbIE HCCIeI0BaHus (CpaBHEHHE 00pa3IoB, U3MEpPEHHE
CBOMCTB), KaUE€CTBEHHBIE UCCIICTOBAHMS (MIEPCOHATBHOE OOIIEHHE C TOTPEOUTEIISIMH).

HccnenoBanne mnoTpeOUTENbCKUX NpeanodTreHuil. CTpaTernyeckue CpeicTBa HCCIeI0BaHMA
TEeHACHUUN U EMKOCTH PbIHKA, CE30HHOCTHU M IIUKIMYHOCTH cripoca (yIpaBlIeHYECKHe COBEIIAHNS,
HaOJII0IeHUS 32 TOTPEOUTENIMHU, U3YUEHUE CTATUCTUKU NOTPEOJIEHUS, OIPOCHI 110 OTHOIICHHUIO K
OpeHnly, HCCIIEZJIOBAaHUE LIEJIEBOM ayAUTOPUH), TAKTUUECKUE CPEICTBA HMCCIEIOBAHUS (TECTUHT
HOBBIX TOBapoOB M JM3ailHOB YMaKOBKH, 0a3bl JaHHBIX 10 OpEHJOBON CerMEeHTaluH, KIyOHbIE
KapThl HOTPEOUTEIBCKUX MPEANIOUTEHUH, OCHUMAPKUHT, MAIIIUHT BOCTIPUATHUS, 3()(PEKTUBHOCTD
pexnambl — metog DAGMAR- onpeneneHue pekinaMHbIX LENEH A TOCTHIKEHUS PEKJIAMHBIX
pe3yJIbTaToOB, aHAJIN3 IIpecchl U MIHTepHeTa).

PrIHOUHOE TeCTUpPOBAaHKE - MPOTHO3UPOBAHKUE 00BEMA MPOJIAXK WU NPUObLIEH, 3TO TPOOHBIH
MapKeTHUHI (PBIHOYHBIM TECT) — KOHTPOJUPYEMBIH OKCHEPUMEHT, BBIIOJHSIEMBIH B
OTPaHUYEHHOM, HO TIIATEIbHO MOA0OPAHHOM CEKTOPE PhIHKA.

Hrpaer pemaroiiyro pojib B CpPABHEHUU C TECTAMH KOHUEIIIMU IPOIYKIMH, YITAKOBKH, BAPUAHTOB
e pexiaMbl U Jp. OKCHEPUMEHT MpPHU TECTUPOBAHUM NMPOIYKIMH, MPUHIMIIOB €€ YIMaKOBKH,
BapuaHTOB pekiambl. OmpeneneHue cuibl OpeHIa: JOSIBHOCTH, ACCOLMATUBHON EMKOCTH
(crocoO6HOCTh OpeHJla BOCCTaHABIMBATh B MaMATH MH(OPMAIMIO O HEM), OCBEJOMJIEHHOCTU O
Openze, crocoOHOCTH Bo3aeicTBoBaTh. l3Mepenue mnoreHuumana Openaa (mognens Brand
Dynamics ™™ — MmeTtonuka BrandZt™m; MeTOIMKN COCTaBIIEHUsS] pEHTUHIOB MUPOBBIX OpEH/I0B.

N3yyenne wumumxa OpeHaa (MeTod CBOOOJHBIX acCCOLMALMN, METOJ CEeMaHTHYECKOIo
muddepeHnmana, METOA penepTyapHbIX pemerok). MapouyHblii KOHTpakT. Ayaur OpeHza
(mokazarenu 310pOBBsi OpeHna, WHAEKC pa3BuTusi OpeHna) MccnemoBaHue mOTpeOUTENHCKUX
npeanoureHuil. TectupoBanue kpeaTuBHOHN uaen OpeHaa. M3yueHue 3anpocoB norpeduteneit u
CTETICHU MX yIOBJIETBOPEHHS KOHKypeHTaMH. [1onck He3aHATHIX HUII B CO3HAHUH TIOTPEOUTEICH.

Tema S. Ouenka OpeHaa 1 MAPOYHBIN KallUTAJ

Onenka OpeHaa - MHCTPYMEHT IPOBEACHHUS MAapKETHHIOBBIX  HCCIIEIOBaHUI
IPOAYKTOBBIX PBIHKOB. Bompoc olieHku OpeHzia BO3HUKAET MPHU OLEHKE CTOMMOCTH KOMITAHUU.
[Ipu 5TOM NMPOM3BOAMUTCS OLIEHKA KAaK CHJIBI OpeHia, TaKk U €ro CTOUMOCTH. J[JIsl OLEHKU CHIIBI
OpeHJa KOMITaHUS UCIIOJIb3YIOT 7 KOMIIOHEHTOB cujibl OpeHa. CeMb KOMIIOHEHTOB CUJIbI OpeHaa
B MOJIeNIU OLIeHKH koMnaHuu Interbrand (13 nenoro psaa Ipyrux METOIUK):

e PoiHok: 10 % cunel Openma. bpenabl BBIMTpBIBAIOT Ooyblle Ha pBIHKAX, T/E
NOTPEOUTENbCKHE TPENNOYTEeHHs TpoYHee, ycTroWumBee. Tak, Hampumep, Mapka
NPOJIOBOJILCTBHS MJIM MapKa MOIOIETO CPEJCTBA BhIMTpaia Obl 3aMeTHee, YeM JTyXH WIN
MapKa OJICK/bl, TOTOMY YTO MOCJIEAHUE KaTeropuu Oojiee BOCIIPUMMYHBBI K KOJCOaHHUAM

IPEIOYTEHUN NOTPEOUTENS.

¢ CrabtuabHocTh: 15 % cunbl Openpa. Jlonro >xuBymue OpeHAbl Ha JIOOOM pBIHKE
BBIMTPBIBAIOT HM3-3a TIYOWHBI JIOSUTBHOCTH, KOTOPYIO OHHM Hakomwin. Tak Hampumep: Rolls
Royce nensres Beiie, uem Lexus.

e JlupepcrBo: 25 % cunbl Operna. PeiHouHbIi muaep 6osee neHeH: Oyaydn JOMUHHPYIOMIEH
CWJION M HAJIWYUEM 3HAYUTEIBbHOW PBIHOYHOM A0aM. Tak Hampumep O4EBHIHO, YTO MapKa
Koxka-xomsl Beiurpaet y Pepsi Ha ri100aibHOM pBIHKE.
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¢ Tenpenuus Hpuodsrau: 10 % cunel Openga. JJonrocpounast TeHAeHIMs MPUOBLIN OpeHa -
BaYKHBIN apryMEHT OCTaThCSl COBPEMEHHOM 1 yMeCTHOM nmoTpeduTesnsm, coraacHo Interbrand.

e Tloanep:xkka: 10 % cunel Openna. bpeHapl, B KOTOphIE MOCIEAOBATEIHLHO HHBECTUPYIOT
Cpe/nCcTBa, M CPOKYCHUPOBAHO MOIEPKUBAIOT, OOBIYHO UMEIOT 00JIee CUITBHYIO TTO3UIINIO, HO
KaueCTBO ITOU MOAJEPIKKH CTOJb )K€ BaKHO, KaK M €€ KOJMUYECTBO.

¢ T'eorpaduueckoe pacnpocrpanenue: 25 % cuibl OpeHaa. bpeHnbl, KOTOpBIE 3aBOEBAIH
MEXIYHApOJAHOE TMpPHU3HAHUE W TMPHUBICKATEILHOCTh 3HAYMUTEIHHO Oo0Jiee CUIIBHBI, YeM
PEruoHalbHBIC 6peH)11>1 HJIN HAIITMOHAJIBHBIC 6peH)151, ITOCKOJIbKY OHU MEHEC BOCITPUHUMYNBBI
K aTakaM KOHKYPEHTOB U MOATOMY SIBIISIFOTCS 00Jiee yCTONYMBBIMU aKTUBAMHU.

e 3Bammra: 5 % cunel Openga. OOecrieueHHWe TOTHOW 3amIUTBI 71T OpeHIa Tof
MEXIYHAPOAHONH TOPTOBOM MapKOi M 3aKOHOM 00 aBTOPCKOM MpaBe - 3aKIFOUYUTEIbHBII
KOMITOHEHT CHJIBI OpeHa B moaenu Interbrand.

JlrnaruocTtuka «3I0POBbLA» 6[zeHga C TIOMOIIBIO YCTBIPEX OHOQ. quLIpe OHOpLI

(AuddepenupoBanue, Y MeCcTHOCTh, Y BakeHUe U 3HaHKE) ObLIM BBIOPAHBI TIOTOMY, YTO HMEHHO
OHU OOBSACHSIM - TOYEeMy OpeH/bI pacTyT, Kak OHU «OOJEIOT» M KaK HUX ICUUTh» B CIIydae
6one3nn. KommdectBeHHble OnEHKH 3HaueHWH OTMOp IMO3BOJISIOT MPOBOAUTH JAHATHOCTHKY
OopennoB. [duddepenumpopanue. AuddepeHnmrpoBanue ocTaeTcsi KpUTHUECKUM (HaKTOpOM,
ompeneNaomuM  ycnex OpeHma. bpenasl poxmarorcs Omaromaps  JuddepennupoBanurio.
[IpakTuyeckn Bce ycremHble OpeHabl 90-X TroJ0B OTIMYATUCh BBICOKMMH MOKa3aTeIsIMU
Hudbdepennmponanus (Snapple — 99%, Starbucks u Yahoo! - okono 80%). Judbdepennmporanue
— MepBBIH 1Iar K ocTanbHbIM Onopam.

AKTHBBI OpeH/la OTHOCATCA K HeMaTepHaJbHbIM aKTUBaM KOMIIAHWU (HapsiLy ¢ MaTeHTamH,
aBTOPCKUMM IIPaBaMu, JTUIEH3UAMU U HOY-Xay, peryTalueil KOMIaHun).

BenuunHa  MapoyHBIX ~ aKTUBOB  OIPENENSETCS  YPOBHEM  JIOSJIBHOCTH,  JIMJEPCTBA,
nuddepeHraum, 3HaHUS 1 PHIHOYHOT'O U3MEPEHHSI IO PhIHKA M PHIHOYHOM IICHBI.

Toprosast mapka (OpeH/1) — BaXXHBIM aKTUB KOMIIAHUU, @ TOBAPHBIN 3HAK — 3TO aKTUB TOPTOBOM
Mapku. [l mosryuyeHHsl JOMOJHUTENBHOW MPUOBUIM WIM MapoO4yHOTO KamuTajga oT OpeHza,
CYLIECTBYIOIIETO  TOJBKO B  CO3HAaHMM  NOTpeOUTenei, HeoOXOJUMO  ONpeAesuTh:
OCBEJIOMJIEHHOCTh IOTpeOuTeneil o OpeHne, JIMAepCTBO B TOBAPHON KAaTEropuu (JIOJI0 PHIHKA),
JOSTIBHOCTh OpEeHIy, YyBCTBUTEIBHOCTh K OpEH]ly, LEHOBYIO AJIaCTUYHOCTh, 3()(PEKTUBHOCTH
MapoOuYHbIX KOMMYHMKALIMH, a TakXe BIUSHHE IUCTPUOBIOLMU TOBapa, IIEHbI, KayecTBa W
LEHHOCTEeN OpeH/1a Ha BEIMYMHY MPUOBUIH.

[Ipu3Haku MapouyHOI IIEHHOCTH: OCBEJIOMJICHHOCTh NOTpeduTesel o Mapke, BOCHPUSITHE
KayecTBa M peIlyTalud, JOSIBHOCTh TMOTpeOuTeNell, accouuanmuu OpeHna U JIpyrue
3armaTeHTOBaHHbIE IICHHOCTH OpeH/a (ToBapHbIe 3HAKH, MHHOBAIIMOHHOCTD U T.1I.).

[IpeMuanpHas eHa MapoO4YHOIO TOBapa. Y pOBHA MapO4HOro Kanutaia rno J[. Aakepy:
1. U3BECTHOCTH MapKH,

2.BOCIIPHUATHE Ka4eCTBA U €T0 BIMSHUEC Ha (PMHAHCOBBIC IIOKA3aTEIIN BO3BpATa
uaBectunui (ROI) 1 10X0AHOCTH MO aKIKsIM,

3. accolManyy U WHIUBUIYaTLHOCTh OpeH/Ia,

4. KOJIMYECTBO MOTPEOUTENCH (JTOSITBHOCTD),

5. IpyTHe 3aaTeHTOBaHHbIE

AKTHUBBI 6peH)1a — IIaTCHTHBI, TOBAPHBLIC 3HAKHU.
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Tema 6. IlpakTHuecknii OpeHJ-MeHEIKMEHT: BBIBOJ Ha PBIHOK TOProBoil MapKu H
KOHTPOJIb peHTa0eJIbHOCTH OpeHaa

OcCHOBHBIE TEHICHLMHU OU3HECAa B YCJIOBUAX TIJIOOANM3ALMU — CIUSHUE M IOTJIOIIECHUE.
[TosiBneHune HOBBIX M3MepeHU OpeHaa — Moaenb «5 I»: naentuunocts (identity), nHbopmanus
(information), BooOpaxenue (imagine), morpyxenue (immerse), uHTpura (intrigue). Brnusiaue
AJIEKTPOHHON KOMMEPIIMY Ha OpeHA-MEHEKMEHT.

KopropaTuBHble OpeHABI AMOHCKUX U KOPEHCKHX MapoK (MapKa paclpocTpaHsieTcss Ha BCIO
MIPOU3BOUMYIO MPOAYKLHIO KOMIIAHUH).

NunuBuayanpHble TOBapHBbIE OpeHIBl 3alaJHBIX TOPTrOBBIX MapoK (OJHA Mapka — 3TO OJiHA
TOBapHasi KaTeropwusi, OJHO Ha3HAUCHHUE, OJTHA TPyIIa TOTPEOUTENECH ).

[IpeumymiecTBa TOBapHBIX OpeHIOB: Oosiee 3(QeKTHBHAS YIPABISEMOCTh, Oosiee IIyOoKoe
CeTMEHTHpOBaHUE, OoJjiee CHIBHOE MO3WIMOHUPOBAHUE, YYET PETHOHAIBHBIX PBHIHOYHBIX
0COOEHHOCTEH, OTCYTCTBHE HETaTUBHBIX ACCOLMALMK OT CBSI3M C TOBapaMu JIPyroil ToBapHOU
KaTeropuu.

Mapounslii moprgenb, apXuTekTypa OpeHaa (JMHEWHas CTPYyKTypa — pacTshkeHue OpeHza,
BEpTUKAIbHAS CTPYKTypa — CYOOpEHIbI, CIO0XHO OpPraHW30BaHHAs HEpapXusi — 30HTHYHBIC
Opennpl. Kannunbanuszm Openpa (brand cannibalization) — pa3BuTHe OJHOM Mapku 3a CHET
paspyiueHus apyroil. Mepsl npeoTBpaieHus KaHHuO0anu3ma.

OBepOpenaunr (overbranding) — mnepenosHeHHE pbIHKA OpeHAaMHU M HEOOXOAUMBIE MEpBHI.
MynbTHOpEH — pacTsbKEHHE OHOM MapKH Ha TOBAPHYIO JIMHHUIO U MTPEUIOKEHUE Pa3HBIX BBITO/I
(BKyca, KauecTBa, KOJIMYEeCTBA, BHELITHETO BUA U YIIAKOBKH U T. [I.)

3ontuunsblil Openy (umbrella brand) oObeauHsIET TOBAPHI pa3HBIX MPOAYKTOBBIX KaTETOPHUH.

PacTspkenne Openpa — 370 Mojaudukanus OpeHAa Npu COXpPaHEHUH TOBAPHOW KaTETrOpHH,
Ha3HA4YeHMs], IEJIEBON ayIMTOPUH, UIEHTUYHOCTH.

Pacmipenne OpeHaa — 3TO pacmpoCTpaHEHHME MAapKd Ha HOBBIH CErMEHT NOTpeOuTenei u
CMEKHYIO TOBAPHYIO KaTErOpUIO.

MapoyHoe ceMeiCTBO — 3TO CeMEWCTBO TOBAapOB IMOJ OJHUM OpPEHIOM, UCHBITHIBAIOIIMM Kak
pacuiupeHre, Tak W pacTsbkeHue. [lpu HM3MEHEeHWM TO3WIIMOHUPOBAHUS M HJIEHTUYHOCTH
U3MEHUTCS ¥ OpeHI, Ja’kKe €ClIi COXPAHSETCs CTapas yIakoBKa U Ha3BaHUE.

CoBMecTHBIN OpEeHUHT — COBMECTHOE Pa3BUTHE HECKOJIBKUX U3BECTHBIX MapOK.
YcrapeBanue, ynajiok 1 ooHoBieHre Openaa. CmepTh OpeHfa.

®opmupoBaHue KyJlbTypbl TOProBoii Mapku. OpueHTanus Ha TOproByro Mapky. CrpaTernyeckas
OpraHM3alys U CTPYKTypa yIpaBIE€HUs TOPrOBOM MapKOil.

Haem w MoTHBamus COTpYyIHUKOB B MapoudHOW crparerud. O(GQGEKTUBHBIE BHYTPEHHHE
KOMMYHHKAIMH B OpEH/IUHTE.

[Iponiecc co3nanuss HOBOM TOPrOBOM MapKHU M BBIBOJ €€ HA PBIHOK BKJIFOYAET:
1. aHanM3 pHIHKA U MO3UIUH KOHKYPEHTOB (MCCIIEJOBAHU),

2. N3YyUCHUC HOTp€6I/ITeJ'ILCKOFO MOBCACHMS, BBIABICHUEC HCY JOBJICTBOPEHHOI'O
crpoca,

3. TCCTUPOBAHHUEC KOHICTIIUHN U HHHOBaHHOHHOfI IIEHHOCTHU TOpFOBOfI Mapku,
4. onpenienieHne CTpATEruy yIpaBlieHUs] TOPTOBOM MapKoH,

5. MO3ULIMOHUPOBAHUE U CO3AAHUE MAPKETUHIOBBIX KOMMYHUKALIM,

6. oopmIIeHHE TTPABOBOM 3aIUTH TOPTOBOM MapKH,
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7. BHEILIHUM ayJUT MAapKETUHIOBBIX TMIIOTE3 U TOPTOBBIX NPEJIOKEHUNA MAPKH,
8. BHyTpeHHUI OpEHIUHT.

JloJKHOCTHBIE 0053aHHOCTH OpeHJ-MEHeKepa: OTBETCTBEHHOCTb 3a pa3pabOTKy CTpaTeruu
YIPaBJIEHUS! TOPTOBBIMU MapKaMH, pyKOBOACTBO MapKETHHIOBBIMHU HCCIIEJOBAaHUSIMH MO3WULIUA
TOProOBOM MAapKH, OCYILLECTBIEHHE MOHUTOPUHIA TOPrOBOM MAapKH, COTNIACOBAHUE ACATEIBHOCTH
BCEX OT/EJIOB B COOTBETCTBUH C YTBEPKACHHON PyKOBOJICTBOM (PUPMBI cTpaTerueil OpeHauHra.

Pa3zpaboTka Muccuu KOMIaHUH: ONPEIeICHEe IPeTHA3HAYCHHS U COIIMATbHO-OPUEHTUPOBAHHBIX
1IeJIe KOMITAHUHU, OCHOBHBIX CPEICTB JOCTUKEHUS 1€, COIMATIbHO-3HAUMMBIX [IEHHOCTEM.

KopnopatuBHbIif KOAEKC BKIIOYAET MUCCHIO, KOHIICTIIIUIO KOPIOPATUBHOTO OpeHa, MPUHITUIIHI
U CTUIb YIPABIEHUS, XapaKTEPUCTUKY (UPMEHHOrO CTHJIS OTHOIIEHUH C NapTHEpPaMH,
MOTPEOUTENSIMU U KOHKYPEHTaMHU, TIpaBHUiia KOPIIOPATHBHOTO TIOBEIEHUS, OCOOCHHBIE TPAJAULIUN
U DTHYECKHUH KOIEKC.

KopropaTuBHas KysibTypa MpeanojaraeT onpeaeaeHHyo cucteMy HHGopMupoBaHus, 00yueHHs,
KOHTpOJIsl 3a peHTabenbHOCThIO OpeHna. PeHrabenbHOCTH OpeHma paccMaTpUBaeTCsl Kak
OTHOLIEHHE NpUOBUIM K akTuBaM OpeHna. CoOBpeMEHHbIE METOIAMKH KOHTpPOJIL 32
peHTabenbHOCThI0 OpeHa.

3.Discipline content

Topic 1. Brand management: economic, legal and socio-cultural environment.

The brand economic environment consists of the main indicators of "brand assets": brand
value assessment (stages of brand value creation technology implementation, various methods of
brand value assessment); brand strength; brand image (description); brand impact; a set of
identification qualities.

Key indicators of brand value:
difference in the price of a product-brand and a similar product - not a brand multiplied by the
volume of sales;

Lower promotion costs (marketing communications)
the ability to enter new markets at low costs;
creating barriers to entry into the industry;
trade levers, expressed in the fact that distribution channels react much more positively to known
branded goods;
increasing the margin of goods (buyers are ready to purchase brands at higher prices);
sales growth;
brand distribution (the brand gives additional value to other products).
Steps in brand value technology:
1. Qualitative assessment.
2. Brand audit.
3. Strategy development.
4. Practical implementation of the strategy.

The brand's legal environment includes regulatory framework and trademark legal protection.
In Russia, the legal environment is determined by the Federal Law of the Russian Federation "On
Trademarks, Service Marks and Names of Places of Origin of Goods"

The socio-cultural environment of the brand is connected with the fact that the strength
of the brand is in customer loyalty, and the source of loyalty 1s the psychological desire of people
to think about themselves well. The brand must promise that this desire is realized with it, and it
will satisfy all the needs of people from different countries.

Topic 2. Brand Management Concept: Planning Brand Marketing Mix Components
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Brand management in accordance with the marketing complex (4P, 5P, 7P) as a comprehensive
marketing impact and the most effective solution to marketing tasks of brand promotion in the
target market. Strategy in conditions of fierce competition (lack of niches, high speed of
innovation, active formation of new needs, markets, fashion).

Brand strategies:

1. Use a corporate brand to promote a company and its products.

2. Create and promote a family tag.

3. Promotion of "brand-unique."

Brand strategies for updating, expanding, creating new brands. Brand management. Brand
management: strengthening the relationship between the brand and the consumer (development
of the functional, individual, social and communication qualities of the brand); management of
brand attributes, its identification process. Create a new brand. Minimizing risks. Definition
demand levels: generic (total demand), species (for a certain commodity category), demand for a
specific brand.

Methods of determining the nature of demand: determination of the degree of initial penetration
of the brand, the degree of repeated purchase, the frequency of consumption of the brand. A
qualitative description of the demand for the brand implies a forecast of the reaction of the target
segment to the consumer properties of the product, irrational elements of the brand, and an
assessment of prospects.

Compliance of the management with the brand management system, an effective brand
development program, minimizing risks, maximizing profit Brand management in accordance
with the marketing complex: "brand portfolio" and assortment policy, pricing and premium price,
commodity movement and the place of meeting of the brand with the consumer.

Brand distribution strategies: intensive, exclusive, selective.

Marketing communications (PR, advertising, sales stimulation). Three models of brand
advertising: X-YZ, accented benefit, focus on benefits. Sales promotion as the main means of
expanding the demand for the brand (providing a trial product, discounts, service, rating, contests
and awarding the best). Merchandising - promoting the product with coupons, discounts, gifts,
lotteries, tastings, samplings. Bring the brand to market, clarify the position of the brand and
promotion strategy, improve the product and brand concept. Criteria for successful brand: growth
in sales volume and increased profitability.

Topic 3. Integrated branding and positioning in brand management

Integrated branding is an organizational strategy in which all actions and appeals of a company
are based on value (brand), in which the strengths of the company (product or service) and the
value of customers intersect. The purpose of integrated branding is to fully identify the customer
with the brand at both rational and irrational levels. Pyramid of self-identification: awareness,
preferences, loyalty and goals.

The Integrated Brand model includes three levels: brand translators, brand drivers, organization
drivers. Integrated branding tools: Organization and brand drivers. Organization drivers: mission,
values, history. Brand drivers: principle, personality, associations. Positioning and brand principle.
Strategies to promote an integrated brand. Formation of a brand team. Brand environment audit.
Stimulating team thinking.

Brand structure: umbrella, combined, marketable. Signs and tests of determining brand weakening.
Increased market share in the integrated branding scenario. Branding plan: Situation analysis,
goals, strategy, appeals, tactics. Program and criteria for brand assessment: internal research,
quantitative, in-depth, focus groups, interviews, Web research.

Brand (brand) positioning - The concept was first described by D. Trout in 1971 as a new
approach to communications. Positioning is an organized system for finding windows open to
human consciousness... at the right time and under the right circumstances [E. Rice, D. Trout
"Positioning: The Battle for Recognition..."]. The positioning concept should indicate the product
category - brand name, functional purpose, target group of consumers, the main advantage
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compared to the competitive product, the average product, the substitute product. Stereotypes of
mentality: "primacy" in consciousness, position "I can," position "against." A unique trading offer
is UTO (a convincing message about the benefits and benefits of the brand). The task of positioning
is not to facilitate the sale of goods, but to facilitate the purchase process for the consumer.
Positioning types (depending on dominant direction marketing activities - commodity, price, sales,
service, advertising):

1. positioning by product features,

2. by benefit,

3. for the specific purpose and use of the goods,

4. by market segment,

5. price positioning,

6. distribution positioning.

Strong positioning ideas: believability, sincerity, beauty, persuasiveness, development,
innovation, unique style. For successful positioning, the following qualities are required:
compliance with the requirements and requirements of consumers, clarity and memorability of the
position, clear difference from analogues, consistent representation of the position of the brand in
the name, packaging, advertising, PR- communications, etc.; consistency (invariability) of the
brand position.

Topic 4. Marketing Research in Brand Management: Brand Tracking

Brand tracking is a long-term marketing research used to obtain information on the state of
the brand on the market in dynamics (fame, use, image, characteristics of brand consumers, etc.).
Brand tracking involves significant efforts by the brand manager to assess brand knowledge, key
associations with the brand, and consumer satisfaction metrics.
Marketing research in brand management suggests an integrated approach. Definition of social
and commercial problem, their ratio and
problem variable, definition of research methods and objectives. The wording of the task.
Preliminary, descriptive, causal studies. Primary and secondary studies. Quantitative studies
(comparison of samples, measurement of properties), qualitative studies (personal communication
with consumers).
Research on consumer preferences. Strategic Tools for Market Trends and Capacity, Seasonality,
and Demand Cycling (management meetings, consumer observations, consumption statistics,
brand surveys, target audience research), tactical research tools (testing of new products and
packaging designs, databases on brand segmentation, club cards of consumer preferences,
benchmarking, perception mapping, advertising efficiency - DAGMAR method - determination
of advertising goals for achieving advertising results, analysis of the press and the Internet).

Market testing - forecasting the volume of sales or profits, this is trial marketing (market test) -
a controlled experiment performed in a limited but carefully selected market sector.
It plays a decisive role in comparison with tests of the concept of products, packaging, options for
its advertising, etc. An experiment in testing products, the principles of their packaging,
advertising options. Determining the strength of the brand: loyalty, associative capacity (the ability
of the brand to restore information about it in memory), awareness of the brand, ability to
influence. Brand potential measurement (Brand Dynamics model tm - BrandZtm method; methods
of compiling ratings of world brands.

Brand image study (free association method, semantic differential method, repertoire lattice
method). Stamp contract. Brand Audit (Brand Health Metrics, Brand Development Index)

Consumer Preference Research. Testing the creative idea of the brand. Studying consumer

requests and the degree of satisfaction of competitors. Searching for unoccupied niches in the
minds of consumers.

Topic 5. Brand Valuation and Brand Capital



17

Brand assessment is a tool for conducting market research of product markets. The
question of brand valuation arises when assessing the value of a company. At the same time, an
assessment is made of both the strength of the brand and its value. The company uses 7 brand
strength components to assess brand strength. Seven components of brand strength in Interbrand's
valuation model (from a range of other techniques):

e Market: 10% brand strength. Brands win more in markets where consumer preferences are
stronger, more sustainable. So, for example, a food brand or a detergent brand would benefit
more than a perfume or clothing brand, because the latter categories are more susceptible to
fluctuations in consumer preferences.

e Stability: 15% brand strength. Long-lived brands in any market benefit from the depth of
loyalty they have built up. So for example: Rolls Royce are valued higher than Lexus.

e Leadership: 25% brand strength. A market leader is more valuable: being a dominant force
and having a significant market share. So, for example, it is obvious that the Coke brand will
benefit from Pepsi in the global market.

e Profit trend: 10% of brand strength. The long-term brand profit trend is an important
argument to remain modern and appropriate to consumers according to Interbrand.

e Support: 10% brand strength. Brands in which they consistently invest and focus support
usually have a stronger position, but the quality of this support is as important as its number.

e Geographic distribution: 25% of the strength of the brand. Brands that have gained
international recognition and appeal are significantly stronger than regional or national brands,
as they are less susceptible to competitor attacks and are therefore more sustainable assets.

e Protection: 5% brand strength. Providing full protection for an internationally branded brand
and copyright law is the final component of the brand's strength in the Interbrand model.

Diagnostics of the brand's "health" with four Supports. The Four Props (Differentiation,
Appropriateness, Respect and Knowledge) were chosen because they were the ones who explained
- why brands grow, how they "get sick" and how to "treat" them in the event of illness. Quantitative
estimates of the values of the Supports allow for the diagnosis of brands. Differentiation.
Differentiation is a critical determinant of brand success. Almost all successful brands of the 90s
were characterized by high differentiation rates (Snapple - 99%, Starbucks and Yahoo! - about
80%). Differentiation is the first step to the rest of the Supports.

Brand assets refer to intangible assets of the company (along with patents, copyrights, licenses
and know-how, company reputation).
The value of branded assets is determined by the level of loyalty, leadership, differentiation,
knowledge and market measurement of market share and market price.
A trademark (brand) is an important asset of the company, and a trademark is a trademark asset.
To obtain additional profit or brand capital from a brand that exists only in the minds of consumers,
it 1s necessary to determine: consumer awareness of the brand, leadership in the commodity
category (market share), brand loyalty, brand sensitivity, price elasticity, efficiency of brand

communications, as well as the impact of product distribution, price, quality and brand values on
profit.

Signs of brand value: consumer awareness of the brand, perception of quality and reputation,
consumer loyalty, brand associations and other patented brand values (trademarks, innovation,
etc.).

Premium price of branded goods. Grade Capital Levels by D. Aaker:

1. brand fame,

2. perception of quality and its impact on return financials

investments (ROI) and equity returns,

3. associations and identity of the brand,

4. number of consumers (loyalty),

5. other patented

brand assets - patents, trademarks.
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Topic 6. Practical Brand Management: Brand Launch and Brand Profitability Control

The main business trends in the context of globalization are merger and acquisition. The
emergence of new brand dimensions - model "5 [": identity (identity), information (information),
imagination (imagine), immerse (immerse), intrigue (intrigue). Impact of e-commerce on brand
management.
Corporate brands of Japanese and Korean brands (the brand applies to all manufactured products
of the company).
Individual commodity brands of Western brands (one brand is one commodity category, one
purpose, one consumer group).
Advantages of product brands: more efficient manageability, deeper segmentation, stronger
positioning, taking into account regional market characteristics, the absence of negative
associations from the connection with goods of another commodity category.
Brand portfolio, brand architecture (linear structure - brand stretching, vertical structure - sub-
brands, complex organized hierarchy - umbrella brands. Brand cannibalism - the development of
one brand by destroying another. Cannibalism prevention measures.
Overbranding - overflowing the market with brands and the necessary measures. Multi-brand -
stretching one brand per product line and offering different benefits (taste, quality, quantity,
appearance and packaging, etc.)
Umbrella brand combines products of different product categories.
Brand stretching is brand modification while maintaining product category, purpose, target
audience, identity.
Brand expansion is the extension of the brand to a new segment of consumers and a related product
category.
A brand family is a family of products under one brand, experiencing both expansion and
stretching. Changing positioning and identity will also change the brand, even if the old packaging
and name is retained.
Joint branding is a joint development of several well-known brands.
Obsolescence, decline and brand renewal. Death of the brand.
Forming a trademark culture. Brand orientation. Strategic organization and brand management
structure.
Hiring and motivating employees in a vintage strategy. Effective internal communications in
branding.
The process of creating a new brand and bringing it to market includes:
1. market analysis and competitor positions (research),
2. studying consumer behavior, identifying unmet
demand,
. testing the concept and innovative value of the brand,
. Define a brand management strategy
. positioning and creation of marketing communications,
. registration of legal protection of the trademark,
. external audit of marketing hypotheses and brand offers,
. internal branding.
Brand Manager's job responsibilities: responsibility for developing a brand management strategy,
leading brand position marketing research, monitoring the brand, coordinating the activities of all
departments in accordance with the branding strategy approved by the company's management.
Development of the company's mission: determining the purpose and socially oriented goals of
the company, the main means of achieving goals, socially significant values.
The Corporate Code includes mission, corporate brand concept, governance principles and style,
corporate identity characteristics with partners, consumers and competitors, corporate conduct
rules, special traditions and code of ethics.

03N D KW
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Corporate culture involves a certain system of informing, training, monitoring the profitability of
the brand. Brand margins are seen as a ratio of returns to brand assets. Modern methods
controlling brand profitability.

4. OOpa3oBaTe/ibHbIE TEXHOJIOTHH

peHTa0eIbHOCTH OpeH 1a

Ne Buabl yueOHbIX
HaunmenoBanmue pa3ziena . Oo0pa3oBaTte/ibHbIE TEXHOJIOTHH

n/n 3aHATHH

1 2 3 4

1. |bpenn-meHemKMEHT: Jleknus 1. BBonnas nekuust
SKOHOMUYECKasl, mpaBoBas |CemuHap 1. CobecenoBanue
U COIMAIBHO-KYJIbTypHas
cpena

2. |Konuenuus ynpasinenust |Jlexums 2. Jlekuus — Bu3yanuzanus
Opennom: manupoBanue |CemuHap 2. CeMuHap no teme
cocrapistonux marketing [CamocrositensHas | KoHcynpTHpoBaHuE
mix OpeHaa pabora Occe

3. |AHTerpupoBaHHbIN Jleknus 3. Jlekuus — Bu3yanuzanus
OpeHIUHT U Cemunap 3. CeMuHap no teme
MO3WLIHMOHUPOBAHUE B CamocrositensHas | KoHCybTHpOBaHME U TPOBEpPKA
OpeH-MEeHEDKMEHTE pabota JIOMAIIIHUX 33/IaHUM

4. |MapkeTHHTOBbBIC Jlexnus 4. [TpobneMHuas nekmus
uccienoanus B Opern- |Cemunap 4. Cemunap 1o Teme
MEHEIKMEHTE: OpeHI- CamocrositensHas | TectupoBanue
TPEKHUHT pabora

5. |Onenka Openaa u Jlexuus 5. Jlekuus - BU3yanusanus
MapOYHBIN KalUTaJl CemuHap 5. CeMuHap no teme

CamocrositenbHas | KoHTpoJIbHBIN onpoc
pabora

6. |IIpaktuyeckuii OpeHn- Jlexnus 6. Jlexuus - BU3yanusanus
MEHEe/KMEHT: BbiBoA Ha  |CemuHap 6. Occe
PBIHOK TOProBOoi Mapku u |CamocToATeNbHAs
KOHTPOJIb pabora

of

B nepuo BpeMeHHOT0 MPUOCTAaHOBJICHUS MTOCEIICHHS 00YYaIOUMUCS TTOMEIIICHUN
u teppuropuu PITY. mns opranmszanuu y4deOHOro mpoliecca ¢ MPUMEHEHUEM
AJIEKTPOHHOTO 00YUYEHUS U AUCTAHIIMOHHBIX 00pa30BaTEIbHBIX TEXHOJIOTHH MOTYT
OBITH UCITOJIB30BAHBI CIEAYIOIINE 00Pa30BATEIHHBIC TEXHOIOTHH:
— BUJCO-JICKIINH;
— OHJIAWH-JICKIIMU B PEKUME PEATHHOTO BPEMEHU,
— DJIIEKTPOHHBIE YUeOHHMKHU, YUEOHbIE MOCOOHUS, HAYYHbIE U3IaHUSI B SJIEKTPOHHOM
BU/JIC U IOCTYT K MHBIM 3JIEKTPOHHBIM 00pa30BaTelIbHBIM pecypcam;

— CHCTEMBI JJI51 3JIEKTPOHHOT'O TECTUPOBAHUS;

— KOHCYJIbTAILIMM C UCTIOJIb30BAHUEM TEJIEKOMMYHUKAIIMOHHBIX CPEACTB.

S.
5.1.

Cucrema OLICHHUBAHUA

OneHka IJIaHNPYeMbIX pPe3yJIbTaTOB 00y4eHust
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®opma KOHTPOJIA

Makc. KOJIH4eCcTBO 0aJ1J1I0B

3a oany Bcero
padoTy
Tekyuii KOHTPOJIb:
- onpoc 5 bannos 30 bannos
- yyacmue 6 OUCKYCCUU Ha ceMunape |5 6annos 10 b6annos
- acce 10 6annos 10 6annos
- KOHMPOJIbHAs paboma 10 bannos 10 bannos
[IpoMexkyTouHas arrecTanus 40 b6annos
(pK3amen)
HToro 3a cemecTp - IK3ameH 100 b6annos

[TomyueHHBIH COBOKYITHBIA PE3yJIbTaT KOHBEPTHPYETCS B TPAJAUIMOHHYIO IIKATy OLEHOK U B
mKaimy oneHok EBpomeiickoll cucteMsl mepeHoca u HakoruieHus: kpenutoB (European Credit
Transfer System; ganee — ECTS) B cooTBeTcTBHHM € TaOIUIICH:

100-6annpHas SR p— [xama
IKaya ECTS
95-100 A

23 04 OTJINYHO B

68 — 82 XOPOIIO 3a4TCHO C

56 — 67 D
5055 YIAOBJIETBOPUTEITHHO E
20-—49 FX
0_19 HEYJIOBJICTBOPUTEIILHO HE 3aUTEHO 8

5.1. Evaluation system

Control form Max. number of points
For one job In total

Monitoring:
- survey 5 points 30 points
- participation in the discussion at the |5 points 10 points
seminar
- essay 10 points 10 points
- test work 10 points 10 points
Intermediate qualification (exam) 40 points
Total per semester - exam 100 points

The total result obtained is converted into the traditional rating scale and into the rating scale of
the European Credit Transfer System (hereinafter - ECTS) in accordance with Table:

00-point scale Traditional scale ECTS scale
95 100 A

2304 excellent B

68 — 82 good set off C

56 —67 D

50 — 55 well E

20 —49 unsatisfactorily not counted FX
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0-19

5.2. Kpurepuu BbICTaBJICHUS OIICHKHU I10 JUCIUIUIMHE

Banany/
Mlxkana
ECTS

OneHka no
TUCHUNJINHE

Kputepun oneHkn pe3yibTaToB 00y4eHUsl 0 JUCHUIIHHE

100-83/
AB

«OTIIMYHOY/
«3a4TEHO
(oTim4HO)»/
«3a4TEHO»

BricTaBmsiercs 00y4aromemMycsi, €Ciii OH TITyO00KO U TPOYHO
YCBOWJI TECOPETUYCCKHIA U MPAKTHUECKUI MaTEpUal, MOXET
MMPOACMOHCTPHUPOBATH 3TO HA 3aHATUAX U B XOAC
MPOMEKYTOYHOM aTTECTAIHH.

OO0yyaronuiicst HCYEPIBIBAIOIIE U JJOTHIECKH CTPOHHO
u3Jaraet yueOHbI MaTepuall, YMEeT yBI3bIBATh TCOPHUIO C
NPaKTUKOM, CIIPABJISICTCS C PEIICHUEM 33/1a4
poeCCHOHATLHON HAIIPAaBIEHHOCTH BBICOKOTO YPOBHS
CJIOXKHOCTH, IMPaBUIIBHO O6OCHOBBIB3,€T MIPUHATBHIC PCIICHUA.
CB00OOHO OpHEHTHPYETCS B y4eOHOM U IpodhecCHOHATBEHOM
JaUTEparType.

OreHKa 1Mo TUCIUILIMHE BBICTABIISIOTCS 00YJarOIIEMYCs C
YYETOM PE3YJIbTATOB TEKYIIEH U MPOMEKYTOYHOM aTTECTaIINH.
Komnereniuu, 3akperiéHHble 3a AUCIUIUIMHOM,
chopMHpOBaHbI HA YPOBHE — «BBICOKHID.

82-68/

«XOpOUIO»/
«3a4TCHO
(xopor10)»/
«3a4TCHO»

BricTaBmsiercs 00y4aromeMycsi, €Clii OH 3HAeT TEOPSTHUECKUN
Y IPaKTUYECKHUM MaTepual, rpaMOTHO U, IO CYLIECTBY,
U3JIaraeT €ro Ha 3aHATHSIX U B XO/€ IPOMEXYTOUHOMN
aTTeCTalliu, He JI0ITyCKasl CyLIECTBEHHBIX HETOYHOCTEM.
OO0yuaromuiics MpaBUIBHO MPUMEHSET TEOPETHUECKUE
MIOJIOXKEHUS [TPU PELLICHUH MPAKTUYECKUX 3a/1a4
npodeCCHOHATBLHON HAMPABIEHHOCTH Pa3HOTO YPOBHS
CJIOXHOCTH, BJIaJIC€T HEOOXOIUMBIMHU JJIsl 3TOTO HaBBIKAMU U
IPUEMaMH.

JlocTaTouHO XOPOIIO0 OPUEHTUPYETCS B YICOHOU 1
npodeccuOHaTBLHOMN TUTEpaType.

OrneHka o JUCIUIUIMHE BBICTABISAIOTCA 00Yy4arOIIEeMYycs C
Y4E€TOM pe3yIbTaTOB TEKYIIEH U POMEKYTOYHOU aTTECTALIUH.
Komnerennuu, 3akpeni€éHHble 3a TUCIUTIIIMHOM,
c(hopMHUPOBAHBI HA YPOBHE — «XOPOIIIHIA).

67-50/
D.E

«YIOBJIETBOPHU
-TEeILHOY/
«3aYTCHO
(ynosnerBopu-
TEJILHO)»/
«3aUTCHO»

BeictaBisercs o0yuaromemycs, €ciii OH 3HaeT Ha 6a30BOM
YPOBHE TEOPETUUECKUI U IPAKTUYECKUN MaTepuas, T0IyCKaeT
OTJeJIbHbIEC OUIMOKU IPU €ro U3JI0KEHUH Ha 3aHATUSAX U B X0J1e
IIPOMEKYTOYHON aTTECTALUU.

OOyuaroluiics UCTIBITHIBACT ONpeAEIEHHbIE 3aTPyAHEHUS B
IIPUMEHEHNN TEOPETUUECKUX ITOJI0KEHUN IIPU PEIICHUH
IPaKTUYECKUX 3a/1a4 IPO(eCCHOHAIbHON HAllpaBIEHHOCTH
CTaHJAPTHOTO YPOBHS CIIOKHOCTH, BJIa/I€€T HEOOXOMMbBIMH
JUIs 3TOro 0a30BBIMU HAaBBIKAMH U IIPUEMAMHU.

JleMOHCTpHpYET A0CTaTOYHBIA YPOBEHb 3HAHUS yUEOHOM
JUTEPATYpPBI 110 TUCLUUILUIMHE.
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Banasl/ Ounenka no Kputepun onieHkn pe3yibTaToB 00y4eHuUs! 0 JUCHUIIIMHE

HIkaJnaa MUCIUIIJINHE

ECTS
OneHka 1o JUCLUIUIMHE BBICTABIIAIOTCS 00YYarOIEMYyCs C
Y4ETOM pe3ybTaTOB TEKYIIEH U POMEKYTOYHOU aTTECTALIUH.
Komnerenuuu, 3akpeni€éHuble 3a TUCIUIIITMHOM,
c(hOopMHPOBAHbI HA YPOBHE — «JIOCTATOYHBIIN.

49-0/ «HeynoBneTBo | BricTaBnsieTcs oOyuaromieMycs, €Clid OH He 3HaeT Ha 6a30BOM

F,FX PUTENBHOY/ YPOBHE TEOPETUUECKUI U IPAKTUYECKUI MaTepral, T0IyCKaeT

HE 3a4TEHO rpyOble OLIMOKH NP €ro U3JI0KEHUH Ha 3aHATUSAX U B X0J1e

IIPOMEKYTOYHON aTTECTALUN.

OOyuaroluiics UCTIBITHIBAET CEPbE3HbIE 3aTPYIHEHUS B
IIPUMEHEHNN TEOPETHUYECKUX ITOJI0KEHUN MTPU PEIICHUH
NPaKTUYECKUX 3a/1a4 MPO(eCCHOHAIbHON HAlpaBI€HHOCTH
CTaH/IapTHOIO YPOBHS CII0KHOCTH, HE BJIa/IeeT HEOOXOJUMBIMU
JUISL 3TOTO HaBBIKAMHU U IIPUEMaMHU.

JlemoHcTpHpyeT (pparMeHTapHbIe 3HaHUS yUeOHOU TUTEpaTyphl
10 JUCLUIUINHE.

OneHka 0 JUCLUIUIMHE BBICTABIIIOTCS 00YYarOIEMYCS C
Y4€TOM pe3ysbTaTOB TEKYIEH U IPOMEKYTOUYHON aTTECTALINH.
KoMnerenuu Ha ypoBHE «JIOCTaTOYHBINY, 3aKPEIUIEHHBIE 3a
JUCLHUIUIMHOM, He chOPMUPOBAHBI.

5.2. Discipline Scoring Criteria

Scores/ECTS | Discipline Criteria for assessing the results of training by discipline

Scale Grade

100-83/ Excellent Exposed to the student, if he has deeply and firmly mastered
theoretical and practical material, can demonstrate this in

A,B "counted classes and in the course of intermediate certification.

(excellent) "/

"counted"

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

He is fluent in educational and professional literature.

The discipline is assessed by the student taking into account
the results of the current and intermediate certification.

Competencies assigned to discipline are formed at the level -
Hhigh.ll
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82-68/

Good

"counted
(good) "/

"counted"

He is presented to the student if he knows the theoretical and
practical material, competently and, in essence, sets it out in
the classes and in the course of intermediate certification,
avoiding significant inaccuracies.

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

It is quite well oriented in educational and professional
literature.

The discipline is assessed by the student taking into account
the results of the current and intermediate certification.

Competencies assigned to discipline are formed at the level -
Vlgood 44

67-50/

D.E

"satisfactory "/
"counted
(satisfactory)
"/

"counted"

He is presented to the student if he knows theoretical and
practical material at the basic level, makes individual mistakes
in his presentation in classes and during intermediate
certification.

The student experiences certain difficulties in applying
theoretical provisions in solving practical problems of
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 in the discipline.

The discipline is assessed by the student taking into account
the results of the current and intermediate certification.

Competencies assigned to discipline are formed at the level -
"sufficient.”

49-0/

F,FX

"unsatisfactory
"/

not counted

Presented to the student if he does not know theoretical and
practical material at the basic level, makes gross mistakes in
his presentation in classes and during intermediate
certification.

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

Demonstrates fragmentary knowledge of discipline teaching
literature.

The discipline is assessed by the student taking into account
the results of the current and intermediate certification.
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Competencies at the level of "sufficient, " assigned to
discipline, have not been formed.

5.3. OrueHouHble CpeAcTBa (MaTepHaibl) I TEKYIEro KOHTPOJIS YCIIEBaeMOCTH,

HpOMe)KYTO‘{HOﬁ arrecraiuu 06yan01111/1xc;1 IO JUCLMIIIIMHE

ITo utoram U3y4YCHUA Ka}K)IOﬁ TEMBI MPOBOAATCA YCTHBIC U TIMCHEMCHHBIC 6JII/III-OIIp0C])I B
PaMKax KOHTPOJIbHBIX BOIIPOCOB IO AUCIHUILINHE.

[IK-3.1; T1K-3.3; TIK-3.4.; I1K-3.6; TIK-3.12

SN

10.
11.
12.
13.

14.
15.
16.
17.
18.
19.
20.
21.

22.
23.
24.
25.

—_

5.3.1. KOHTPOJIBHBIE BOITPOCHI [1O AUCIHUIIJIMHE.

Pa3purtue xonuenuuu 6penauHra. CooTHOIIEHUE MOHATUN «OpeH1», «TOProBas MapKa
1 «TOBAapHBIN 3HAKY.

CyIHOCTb U coziepkaHue MOHATUS «OpeH1». YPOBHH KauecTBa OpeH/a.

Uro Takoe ycnemHblii Openn? Bamm npeacraBieHust o0 3ToM.

Onwumute Mosienu OpeHI-MEHEPKMEHTA: 3aMaHbli U a3UaTCKUIA MOIXO/IbI,
MpEeUMYyLIECTBA U HEAOCTATKH.

HazoBure o0si3anHOCTH OpeHa-MeHekepa. Bamy npencraBieHus 06 3ToM.

Onumure NpUYUHHO-CIIEICTBEHHYIO PUPOY KanuTaia OpeHpa.

Bpenn-meHepKMeHT U OpeHI-TUAECPCTBO Kak crenrduiyeckue GyHKIUN COBPEMEHHOTO
yIpaBiICHUSL.

3anaun OpeHja B MOJIENH JOJITOBPEMEHHOTO PEKIAMHOTO BO3ACHCTBUS.

Ponb 1 MecTo TexHONOrMI MequaMapKeTUHra B OpeH/1-MeHEeIKMEHTE.

HasoBute 5 cocTaBIAOMKUX MaPOYHOM LICHHOCTH.

CyIIHOCTb ¥ TEXHOJIOTHH COBPEMEHHOI'O OpeHIHEMHHTa.

HazoBuTe KOHLENIUH W/WIM MOJEIIM MApOYHOT'O KaluTajia.

B uem cyTh 1 none3HocTh METOIMKU «KoJieco Openna»? Korna mnpumensiercs sta
metoauka? OTpaxkeHue uepapxuu norpedbHocteit A.Macioy B co31aHUM MOJIEH OpeH/a.
CylurHoCTh ¥ METO/IBI SKCIIEPTHON OIIEHKH CTOMMOCTH Opena?

HazoBute 1ienu OLeHKH CTOMMOCTH OpeHa.

HazoBure 4 6a30BbIX mapaMeTpa, BIUSIONIMX HA CTOUMOCTb OpeH/a.

OCHOBHBIE COCTABJISAIOLINE MO3UIIMOHUPOBaHUS OpeHaa?

CymHOCTbh ¥ METO/IbI YIIpaBiieHus "nmoprdenem opeHaos"

UYro Takoe OpeHA-OpUeHTHPOBAaHHAsI KOMIaHUsA?

PeOGpeHuHr B pakTUKe ynpaBieHHs] OpeHIMPOBAHHBIM TOBAPOM.

dopMupOoBaHUE CTPYKTYpbl OpEeHI0BOr0 OpTdes: pa3paboTKka apXUTEKTypbl OpEHIO0B,
pa3BuTue cyOOpeH/10B.

HazoBute HanpaBieHus: ¥ BUJbl HHTEPHET-OPEHIUHTa.

Crpareruu pa3Butust OpeHI0B B T7100aTbHOM CETH.

AKTyanbHbIE HaMpPaBJICHHUs] POCCUHCKOTO phIHKA OpeHA-THAepPCTRA.

Oco6eHHOCTH POCCUIICKOM M MEXKTYHAPOIHON CUCTEM OXPaHbI U 3aIIUTHl TOPTOBBIX
MapoK.

5.3.2. IIPUMEPHAA TEMATUKA KOHTPOJIbHBIX PABOT:
bpena-MeHeKMEHT KaK MPOLIECC KOMIUIEKCHOTO YIIPABJIEHUS TOPIOBOM MapKOM.
BpeH-MeHeKMEHT Kak NpoLece UCIIONIb30BaHUS apceHaia MapKETUHIOBBIX CPEJICTB
BO3/CHUCTBUS Ha TOTPEOUTES.

VYrpaBneHue KOMILJIEKCOM MEPONPUSITHI MO CO3[JaHUIO TOBAPHON MapKH.
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4. VYmnpapineHHe KOMIIEKCOM MEPONPUATUI MO PEKIAMHON apryMeHTaluu 1
CTUMYJIMPOBAHUIO CObITAa OPEHINPOBAHHBIX TOBAPOB U YCIYT.
5. VYmnpaBneHue OpeHIOM Kak criocod J0OUTHCS HAMEUEHHOTO MO3UIIMOHUPOBAHNUS TOBAPA,

MapKu B CO3BHAHHHU IMOKYIIaTEJIs.

6. HCHI/I " 3aJa4u 6pCH,Z[-MCHCI[)KMCHTa MO0 CO3JaHUTO JOJITOCPOYHBIX B3aHMOOTHOIIIEHUH C

noTpeduTenem.

= O 0~

Bpennunr B otpacisax u chepax OuzHeca

CoBpeMeHHBIE BOBMOKHOCTH OpEHI-TPEKMHTA Ha PBIHKE YCITYT.
[IpoxBukeHre OpEHIOB U yIIpaBJIEHUE UMHU B YCIOBUSX TJI00aTN3aIIIH
0. MexxayHapoaHasi TpakTHKa YCIIEITHOTO OpeHI-MEHEHKMEHTA

5.3.3. TIPUMEPBI TECTOBBIX 3AJTAHUII:

1.Ycnemnerit OpeHa-MeHEHKMEHT 03HaYaeT

a) opraHu3aiuio cObiTa ToBapa

b) ocBoeHue priHKa

C) MHTEHCUBHOCTb PEKJIAMBI I10
IpOABMKEHHIO OpeH1a

d) CHHXPOHHM3ALMIO AEATEIBLHOCTH BCeX
nojapasJejieHnii o pa3BUTHIO OpeHaa

2.Pemienus no ynpasiaeHU0 MapKETUHIOM
paccMaTpuBalOTCs B TPEX acleKTax

a) ynpasJieHHe NpeNpUsiTHEM,
NOoIYMHsAeMOoe TPeOOBAHUSIM PbIHKA

b) ynpaBieHne MApKeTHHIOBOH (PyHKIHe

¢) ynpasJjieHHe CIIPOCOM

d) rocynapcTBeHHOE yrpaBieHUE

€) ymnpaBJjeHHE MPOU3BOJICTBOM

3.CoBpeMeHHbIN OpeH-MEHETKMEHT
O3HayaeT

a) NJIAaHMPOBaHUE U yNpaBJieHHe
NnpoaaKaMu

b) ynpaBiieHre KOMMYHHUKAIIUSIMH Ha PhIHKE

C) UHTEHCUBHOCTh PEKJIAMBI I10
IPOABMKEHHIO OpeHia

d) 0TBeTCTBEHHOCTH 32 peHTA0eIbHOCTh
Openaa

4.Ilpouecc ynpaBieHHs] MapKETHHTOM
O3Ha4aeT
a) «aenaTb 000poT»
b) «1esaTb pLIHOK»
C) «AeNaTh pe3yabTaT»
d) «xeaarTp cpoc»
€) «AeNaTh OCTPOEHUE
5.MapKeTHUHTOBBIN MOJIXO/T B PHIHOYHOM
KOHIICTIIINK YIIPaBJICHUS IPEANPUITHEM
a) MoJy4eHue MpuObLIN 3a CYET
yBeJIMUYEHUs 00beMa MpoJIaxK

b) mnoayuyenue npuObLIM 32 cUeT
YOBJIETBOPEHUSI NOTPeOHOCTEMH
NnoKynareJiei

C) MOJy4yeHHUEe NpUObUIN 32 CUET UHHOBALIUH
d) momyueHnue mpuOBLIN 32 CYET SIKOHOMUH
€) MoJy4yeHHue NpuObUIN 3a CUeT
MHTErpanuu

6. MapKeTHHIOBbIE KOMIIOHETHI YITPABICHHS
OpenaoM

a) pa3padoTka ujaeu Openaa

b) ¢unancupoBanue pazpaboTku OpeHaa

C) perucTpanusi TOBapHOTO 3HAKA

d) ucciegoBanne pbIHKA

7. KoHKypeHTOCTIOCOOHOCTH TOBapa B
MapKETHUHTE OTPEIENIICTCS

€) MPOU3BOJIUTEIIMU

f) coOmroneHreM HOpMaTUBHBIX TAPAMETPOB

£) UHTEHCUBHOCTBIO PEKJIaMBI

h) pa3naueit oOpa3ioB

i) morpeduTeasIMHU

8. MapKeTHHTOBbIE KOMIIOHEHTHI YIIPABICHUS
OpeHoM

a) TOBBIIIEHHE 00bEMa BBIITyCKaEMBIX
TOBapOB

b) coBepILIEHCTBOBAHHUE CTPYKTYPHI CITY>KOBI
MapKeTHHTa

C) B3aMMOJICHCTBUE CTPYKTYPHBIX
MOAPA3AECTCHUN NpEeANPUATUS

d) uccaenoBanue pbIHKa

9. MenuaOpeHIuHT 03HAYAEeT

a) TIpPUIJIANICHUE 3BE3IHBIX JTHYHOCTEH

b) coBepiieHCTBOBaHUE PEKIIAMHBIX aKIUi

€) mpolecc MpPoJABUKEeHNs OpeHIa yepe3
cpeacTBa MaccoBoii nHGopMauun
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d) uccnenoBaHue ppIHKA MAaCCOBBIX JAHHOI0 MPeINPUSITHS U ONpe/e/IeHHOM
KOMMYHHKAaIUH MAapKHu
C) MCHOJb30BaHUEM aKTUBHBIX METO/JOB
10. OpuenTanus Ouszneca "Market in" — 310 cObITa, MPOJIBUKEHUS Ha BECh PHIHOK
JeATENIbHOCTD MPEATIPUATHSI C. .. d) opueHranueil Ha MacCOBBIH PIHOK
a) MCIOJIb30BAHMEM CTPATerny TOBAPHO- €) npeasIoKeHueM Pa3HbIM cerMeHTaM
A depeHIIPOBAHHOI0 MAPKETHHI A ONTHMAJILHBIX /I HUX TOBAPOB

b) co3nanuem ycin0Buii, IPH KOTOPBIX
NnoTpeduTe/]Ib X04eT KyNIUTh TOBAP
Kpurepun onieHKH 3HaHUM CTYJEHTOB IIPU UCIIOJIb30BAaHUU TECTOB
no aucuuiuinHe « TexHonaoruu OpeHIuHTa
Ha noaroroBky oTBeTa CTyA€HTY OTBOAMTCS OJIMH aKaJeMUYECKHI yac.
Kpurepunu ouenku:
OTJIMYHO — IPABWJIBHBIM OTBET HAa BCE TECTOBBIC 3aaHMUS;
XO0POIIO - TOMYyCKAETCs /10 2-yX OMMOOK MpHU PEIIeHNHU TeCTOBbIX 3aaHUM;
YAOBJIETBOPUTEIBHO — 110 4 OIIMOOK IO TeCTaM;
HEYI0BJIETBOPUTEJIBHO - 6oJiee 5 OIMOOK IPU OTBETE HA TECTHI.
Kpowme toro, nonyckaercsa auddepeHnpoBaHHbIN TOIX0 K OLEHKE 3aJaHusl.

5.3. Assessment tools (materials) for current monitoring of academic performance, intermediate
certification of students in the discipline

Based on the results of the study of each topic, oral and written blitz surveys are conducted as
part of discipline control questions.

PC-3.1; PC-3.3; PC-3.4.; PC-3.6; PC-3.12

5.3.1. DISCIPLINE CONTROL QUESTIONS.
1. Development of the branding concept. The relationship of the concepts "brand," "brand"

and "trademark."

The essence and content of the concept of "brand." Brand quality levels.

What is a successful brand? Your ideas about it.

Describe brand management models: Western and Asian approaches, advantages and

disadvantages.

Name the responsibilities of the brand manager. Your ideas about it.

Describe the causal nature of brand capital.

Brand management and brand leadership as specific functions of modern management.

Brand objectives in the long-term advertising impact model.

Role and place of media marketing technologies in brand management.

10 Name the 5 components of vintage value.

11. The essence and technologies of modern branding.

12. Name the concepts and/or models of branded capital.

13. What is the essence and usefulness of the "brand wheel" technique? When is this
technique applied? Reflects A.Maslow's hierarchy of needs in creating a brand model.

14. The essence and methods of expert assessment of brand value?

15. What are the goals for assessing brand value?

16. Name the 4 base parameters that affect brand value.

17. The main components of brand positioning?

18. The essence and methods of managing the "portfolio of brands"

19. What is a brand-oriented company?

20. Rebranding in branded product management practices.

21. Formation of the brand portfolio structure: development of brand architecture,
development of sub-brands.

N

©oo~N O
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22. Name the directions and types of Internet branding.

23. Strategies for the development of brands in the global network.

24 Current directions of the Russian brand leadership market.

25. Features of the Russian and international systems of protection and protection of brands.

5.3.2. SAMPLE TOPICS OF CONTROL WORKS:

1.

Brand management as a process of integrated brand management.

2. Brand management as a process of using the arsenal of marketing means of influence on

~ W

7.
8.
9.

the consumer.

. Management of a set of measures to create a trademark.
. Management of a set of events for advertising arguments and stimulating the sale of

branded goods and services.

. Brand management as a way to achieve the intended positioning of the product, brand in

the mind of the buyer.

. The goals and objectives of brand management to create a long-term relationship with the

consumer.

Industry and Business Branding
Modern brand tracking capabilities in the service market.
Promoting and Managing Brands in a Globalizing Environment

10. International practice of successful brand management

5.3.3. EXAMPLES OF TEST TASKS:

1. successful brand management means

a.
b.
C.
d.

sales organization of goods

mastering the market

intensity of advertising to promote the brand

synchronizing the activities of all brand development departments

2. Marketing management solutions are addressed in three aspects:

©Q0 T

enterprise management subject to market requirements
Marketing Function Management

demand management

public administration

Production Management

3. Modern brand management means

oo oo

Planning and Sales Management

management of communications in the market
intensity of advertising to promote the brand
responsibility for the profitability of the brand

4. marketing management process means

a) "make a revolution"
b) "make the market"
¢) "do the result"

d) "make demand"

f) "make a build"

5. Marketing approach in the market concept of enterprise management
a) making a profit by increasing sales

b) making a profit by meeting the needs of buyers

¢) making a profit through innovation

d) making a profit through savings
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f) making a profit through integration

6. Brand Management Marketing Components
development of brand idea

brand development funding

trademark registration

market research

Qo oo

7. The competitiveness of the product in marketing is determined by
e. producers

f. compliance with regulatory parameters

g. advertising intensity

h. distribution of samples

i. consumers

8. Brand Management Marketing Components
increasing the volume of manufactured goods
improving the structure of the marketing service
interaction of structural divisions of the enterprise
market research

Qo oo

9. Media branding means

inviting star personalities

improvement of promotions

the process of brand promotion through the media
Mass Communications Market Research

Qo oo

10. Business orientation "Market in" is the activity of the enterprise with ...

a. using a commodity-differentiated marketing strategy

b. creating conditions under which the consumer wants to buy the goods of this
enterprise and a certain brand

c. using active methods of sales, promotion to the whole market

d. targeting the mass market

e. offering different segments of goods optimal for them

Criteria for assessing students' knowledge when using tests
in the discipline "Branding Technologies"
The student is given one academic hour to prepare a response.
Evaluation criteria:
o excellent - correct answer to all test tasks;
e good - up to 2 errors are allowed when solving test tasks;
e Satisfactory - up to 4 test errors
o unsatisfactory - more than 5 errors when responding to tests.
In addition, a differentiated approach to the assessment of the task is allowed.

6. Y4yeOHO-MeTOAMYECKOE U MHPOPMALIMOHHOE o0ecnevyeHne TUCHUIIIMHBI

6.1. CnucoK UCTOYHUKOB U JTUTEPATYPhI

Hcmoynuxu:
OcHosnuie:



10.

1.

12.

13.

14.
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. I'paxxnanckuii kogexc Poccuiickoit @eneparuu. Y.1 .11, III. — M.: «Mudpa-M», 2007. — 496

c.-Pexxum mocrtyna: http://znanium.com/bookread2.php?book=122306

. 3akoH P® ot 23 cents6ps 1992 r. Ne3520-1 «O TOBapHBIX 3HAKaX, 3HAKaX 00CIY>KUBaHUS U

3HaKax CTpaHbI MIPOUCXOKICHHUS TOBAapOBY. Pexxum JIOCTyTa:
http://www.consultant.ru/document/cons_doc LAW_996/

. 3akoH PC®OCP ot 22 wmapra 1991r. Ne948-1 «O KOHKYpeHUMH U OTpaHUYEHUU

MOHOTIOJIMCTUYECKOM 1eTEeTbHOCTH Ha TOBapHBIX PhIHKaxX» (B pea. 3akoHa PO ot 02 deBpans
2006 . Ne019-D3). Pexum JIOCTYyTIA:
http://www.consultant.ru/document/cons_doc LAW 51/

Oenepanpubiii 3akoH oT 13 mapra 2006 1. Ne38-d3 «O pexname». Pexxum pocryna:
http://www.consultant.ru/document/cons_doc_ LAW_58968/

3akoH P® ot 7 ¢eBpansg 1992 r. Ne2300-1 «O 3amure npas notpedureneit» (¢ usMEHEHUIMHU
ot 02.06.1993 r., 09.01.1996 r., 17.12.1999 r., 30.12.2001 r., 22.08, 02.11, 21.12.2004 r.,
27.07.2006 1., 25.11.2006 r., 25.10.2007 1.). Pexum JIOCTyTa:
http://www.consultant.ru/document/cons_doc LAW_305/

3akoHogarenscTBO Poccuu o 3amure npas norpedureneit: COOpHUK HOPMATUBHBIX aKTOB. -
Wzn-e 5-e, nepepad. u gom. / MexayHapoaHas koHeaepanus oduecTs norpedurenein. M.:
IOpuanueckas pupma «JIETATy», 2003. — 288 c.

Jlononnumenshule:
IIpaBuna Toprosiau u o0ciyxuBaHus HaceneHus: COOpPHUK HOPMATHBHBIX aKTOB. - 131. 4-¢,
nepepab. u pomn. / MexayHapoaHas KoH(enepamnus oOmecTB norpeduteneid. M.:
HOpunuueckas ¢pupma «JIETAT», 2002. — 157 c.
®enepanpublit 3ak0H 0T 10 utons 1993r. Ne5115-1 «O ceptudukanmy TpoayKIUA | YCITyT»
(B pen. ®enepanbHoro 3akoHa ot 31 utons 1998r Nel54-D3).

Jlumepamypa:

OcHnognas:
bacosckuii JI. E. Mapketunr : yue6. mocobue / JI.LE. bacosckuii, E.H. bacosckas. — 3-e u3n.,
nepepad. u gon. — M. : UHOPA-M, 2018. — 233 c. + Jlon. marepuansl [DIEKTPOHHBIN
pecypc; Pexxum noctyna: http://www.znanium.com.- www.dx.doi.org/10.12737/18431.
XKunprosa Onera HukonaesHa, CTparerundeckuii MapKETHHT JUTsl MarucTpoB: YueOHuk / [Toj
obur.pea. O.H. Xunbuosoii - M.: By3osckuit yueonuk, HUI[ UTHDOPA-M, 2016. - 354 c.:
60x90 1/16. - (OunanacoBsii yauBepcuteT npu [IpaBurensctee PO) . ISBN 978-5-9558-
0434-7 - Pexxum poctyna: http://znanium.com/catalog/product/505690
Kotnep ®. Mapkerunr ot A mo f: 80 koHIenIui, KOTOpble MOJDKEH 3HATh KaXKIbIH
MeHemkep: YueOnoe mocodue / Kornep @., Bunorpamos A.IL., Uex A.A., - 7-e u3n. -
M.:Anpnuna [1a6m., 2016. - 211 c.: 60x90 1/16 ISBN 978-5-9614-5717-9
Cunseea W MuxaiinoBHa, MapkeTuHr s mMaructpoB: YdeOnwk / Ilox oOmri. pen.
N.M.Cunsesoii - M.: By3zosckuii yueOnuk, HUL] UHOPA-M, 2016. - 368 c. ISBN 978-5-
9558-0419-4 - Pexxum noctymna: http://znanium.com/catalog/product/501125
Cucremplii OpeHI-MEHE/DKMEHT: YYeOHUK IS CTYJICHTOB BY30B, OOYYarOMIMXCS TIO
CHelHMalbHOCTH MeHekMeHTa U MmapkeTtunra / ['pome W.B., Kpacnocnoboauer A.A. -
M.:IOHUTU-JAHA, 2015. - 655 c.: 70x100 1/16 ISBN 978-5-238-02203-1 - Pexum
nocrtymna: http://znanium.com/catalog/product/882735

JononnumenvHas:
Anekcynus, B. A. Mapketunr [ D1ekTpoHHBIi pecypce] : YueOnuk / B. A. AnekcyHuH. — 6-
e u3a. — M.: Uznarenbcko-Toprosas koprnopauus «Jlamkos u K°», 2014. — 216 c. - ISBN
978-5-394-02296-8 - Pexxum poctyma: http://znanium.com/catalog.php?bookinfo=511979


http://znanium.com/bookread2.php?book=122306
http://www.consultant.ru/document/cons_doc_LAW_996/
http://www.consultant.ru/document/cons_doc_LAW_51/
http://www.consultant.ru/document/cons_doc_LAW_58968/
http://www.consultant.ru/document/cons_doc_LAW_305/
http://znanium.com/catalog.php?bookinfo=511979
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15. bpenn B coBpemeHHOW KyinbType: Monorpadus//Imurpuesa JIL.M. - M.: Maructp, HUL]
NH®PA-M, 2018. - 200 c.:- Pexxum goctyna: http://znanium.com/catalog/product/941943

16. bpern / Maxkames M.O. - M.:IOHUTU-TAHA, 2015. - 207 c.: ISBN 5-238-00635-7 - Pexxum
nocryma: http://znanium.com/catalog/product/859090

17. KapnoBa Cgetniana BacunbeBHa, YnpaBieHHE MapKeTHMHIOM: YYeOHUK M NMPaKTHKYyM /
Kapnosa C.B., Tropur [I.B. - M.:[lamkoB u K, 2017. - 366 c. ISBN 978-5-394-02790-1 -
Pexxum noctyna: http://znanium.com/catalog/product/937261

18. MamontoB C.A., TneboBa  H.M. VmpaBieHue MapKeTUHTOBBIMH TIPOEKTaMU Ha
npennpustau .- M.: Ungpa-M, 2017.

19. CunsieBa Mura MuxaitnoBna, Ilpaktukym no mapkerunry: Ilpaxtukym / Cunsiea 11.M.,
3emnsik C.B., CunseB B.B., - 6-e¢ uzn., nepepad. u gom. - M.:[lamkos u K, 2018. - 240 c.:
ISBN 978-5-394-02680-5 - Pexxum noctyma: http://znanium.com/catalog/product/937468

20. ConoBbeB b.A., MemkoB A.A., Mycaros b.B. Mapkerunr. YueOuuk.-M, Uuppa-M,2014.

6.2. Tlepedyenp pecypcoB HH(POPMAIIMOHHO-TEIEKOMMYHHUKAIIMOHHON ceTu « HTepHEeT».

Hammonanwsnas snexrponnas oubdauorexa (HOb) www.rusneb.ru
ELibrary.ru Hayunas snexkrponHnast 6ubianorexka www.elibrary.ru
OnektponHas 6udmmoreka Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

6.3. IIpodeccnonanbubie 0a3b1 JAHHBIX 1 HH(POPMALMOHHO-CIIPABOYHbIE
CHCTEMBI

Hoctyn k nmpodeccuoHanbHbIM 0a3am gaHHBIX: https://liber.rsuh.ru/ru/bases

HNHpopmannoHHbIe CLIPaBOYHbIE CUCTEMBI:
1. Koncynsrant ITntoc
2. Tapant

7. MarepuajbHO-TeXHUYeCKOe o0ecneyeHue JUCIUNINHBI

JIEKIIMOHHBIN KypC NUCLUUIUIMHBI UMEET MYJbTUMEAUNHOE CONPOBOXKIAECHUE (MYJIbTUMEIUIHBIC
JeKIHUH XpaHsaTcs Ha Kadenpe). [ obecrieueHns JEKIMOHHOTO Kypca HEOOXOIUMBI KOMITBIOTED
U TIPOEKTOp, a TaKKe NpOorpaMMHoe oOecreueHHe, A TOoKa3a MPEe3eHTAlM U Pa3IndHbIX
MaTEpPUAJIOB.

CeMuHapckue M NMPAKTUYECKUE 3aHATUS NPEIIOJIAraloT BBIIOJHEHUE NMPAKTUYECKUX 3a/laHui,
IPOBE/ICHUE NPE3EHTALNH, PELIEHNe IPAKTUYECKHUX 3ajjad, AEMOHCTpAlLUs TBOPUYECKUX padoT. B
COOTBETCTBUU C ITUM JJIs1 YCIEIHOTO OCBOECHUS TUCLUIUIMHBI KOMIIBIOTEP U IPOEKTOP, a TAKKe
IpOorpaMMHOe oOecrieueHue, s 0Ka3a Npe3eHTalui U pa3IMYHbIX MaTepUAIIOB.

Jns  obecriedyeHuss AMCUMIUIMHBI  UCIOJB3YETCSl  MaTepUallbHO-TEXHUYecKas 0asa
00pa30BaTeNbHOTO  YUPEXKICHUS: Yy4ueOHbIE ayJIWTOpPUHU, OCHANIEHHBIE KOMIBIOTEPOM U
IPOEKTOPOM ISl IEMOHCTPAIMH yUYeOHBIX MaTepHaJIOB.

CocTaB mporpaMMHOTO 00€CTICYCHHS:
1. Windows


http://znanium.com/catalog/author/e80ff11a-f85f-11e3-9766-90b11c31de4c
http://znanium.com/catalog/author/ddb62d6a-efa8-11e3-9244-90b11c31de4c
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2. Microsoft Office

8. ObGecneuenne 006pa3oBaTEIbHOTO NMPOIECCA /IS JIUI C OTPAHUYEHHBIMHA
BO3MOKHOCTSIMH 3/10POBbSI 1 HHBAJIU/I0B

B xone peanuzanuu JUCHMIUIMHBI HCIHOJB3YIOTCS CIEAYIOLIUE JOMOJHUTENbHBIE  METOJIbI
00y4YeHHs, TEKYIIETr0 KOHTPOJIS YCIIEBAEMOCTH U MPOMEXYTOYHOM aTTeCTaIllii 00y4aroImuxcs B
3aBHCUMOCTH OT UX MHIUBHYaJIbHBIX OCOOEHHOCTEH:

® I CTIETIBIX ¥ CTIa00BHIAIINX
- IeKIMU 0(OPMIIAIOTCS B BUZE SJIEKTPOHHOTO JOKYMEHTA, JOCTYITHOTO C TOMOILBIO KOMITBIOTEPA
CO CHENHATH3UPOBAHHBIM IPOTPAMMHBIM 00€CTIeUeHHEM;
- MIICbMEHHBIE 33JJaHHs BBIMOIHAIOTCSA HA KOMIBIOTEPE CO CIIEUATIN3UPOBAHHBIM IIPOTPAMMHBIM
o0ecrieyeHreM, HiT MOTYT OBITh 3aMEHEHBI YCTHBIM OTBETOM;
- obecnieunBaeTCs HHANBUYalbHOE paBHOMEpPHOE ocBeleHre He MeHee 300 okc;
- 17151 BBITIOJTHEHUS 33JaHUS IIPH HEOOXOJUMOCTH TPEIOCTABIISETCS YBEITMYNBAIOIIEE yCTPOHCTBO;
BO3MOXHO TaK)K€ MCI0JIb30BaHNE COOCTBEHHBIX YBEIMUUBAIOIIUX YCTPOUCTB;
- MIUCBMEHHBIE 3aJaHus OPOPMIISIOTCS YBEIIMYCHHBIM MIPUPTOM;
- 9K3aMeH M 3auéT MPOBOJATCS B YCTHOM (hopMe WIIM BBINOJHAIOTCS B MUCbMEHHOM (opme Ha
KOMITBIOTEPE.

® I TIIyXUX U CIA0OCIbILIAIINX:
- Jekmuu O(GOpMISIFOTCS B BHUJAE DJCKTPOHHOTO JOKYMEHTa, JMOO MperoCTaBisIeTCs
3BYKOYCWJIMBAIOLIasl annapaTypa WHAUBUYaTbHOTO M10JIb30BaHMS;
- MMCHMEHHBIE 33JJaHUS BHITIOJHSAIOTCS HA KOMITBIOTEPE B MUCHbMEHHOM (hopMe;
- 9K3aME€H U 3a4€T NMPOBOJATCS B MUCbMEHHON (hopMe Ha KOMIIBIOTEPE; BO3MOXKHO IIPOBEACHUE B
(hopMe TecTHpOBAHUS.

® I JIUIL C HApYLICHUSIMU ONIOPHO-ABUraTeIbHOIO anmnapara:
- JIeKIMU 0(OPMIISIOTCS B BUAE DIIEKTPOHHOTO JOKYMEHTA, JOCTYITHOTO C TOMOIIIBIO KOMITBIOTEPa
CO CHELHaIU3UPOBAHHBIM IPOTPAMMHBIM 00€CIIeUeHHEM;
- MMCHbMEHHBIE 33aJJaHHS BBITIOIHAIOTCS HA KOMIIBIOTEPE CO CIIEUATN3UPOBAHHBIM IPOTPAMMHBIM
oOecreyeHneM;
- 9K3aMeH M 3a4€T MPOBOJATCA B YCTHOW (hOpMe WIIM BBITOJNHSIOTCS B MUCBMEHHOH (Gopme Ha
KOMIIBIOTEPE.
[Tpu HEOOXOAMMOCTH MPETyCMATPHUBAETCS YBEIIMYCHUE BPEMEHH IS ITOJITOTOBKH OTBETA.
[Iponienypa npoBefeHHs MPOMEKYTOUHOW aTTeCTalMU A OO0y4arolUMXCs yCTaHABIMBAECTCS C
y4€TOM MX MHIUBUAYAIBHBIX NMCUXO(PU3NYECKUX ocoOeHHOCTel. [IpoMexxyTodHas aTTecTarus
MOYET IIPOBOJIUTHCS B HECKOJIBKO ITAIOB.
[Ipu npoBeneHUH MpPOIENYyphl OLEHUBAHHUS pPE3YJIbTaTOB OOyUYEHHs MpexyCMaTpUBACTCA
UCIOJIb30BAaHUE TEXHUYECKUX CPEICTB, HEOOXOAMMBIX B CBA3M C HMHIUBUAYaIbHBIMU
0COOEHHOCTSIMH 00yYaIOMIUXCS. DTH CPEACTBA MOTYT OBITh IPEOCTABICHBI YHUBEPCUTETOM, HITN
MOTYT MCII0JIb30BaThCsl COOCTBEHHbIE TEXHUYECKHUE CPECTBA.
[IpoBeneHune mpoueaypsl OLIGHUBAHHS PE3YIbTATOB OOYUYCHHS JOITyCKAETCs C MCIOJIb30BaHUEM
JUCTAHIIMOHHBIX 00Pa30BaTENIbHBIX TEXHOIOTUH.
ObecneunBaeTcst AOCTYN K HHGOPMAIMOHHBIM M OubnmorpaduyeckuM pecypcam B CETH
WutepHer mia kaxjaoro oOydaromierocs B (opMmax, aJalTHPOBAHHBIX K OIPAaHUYEHUSM HX
3I0POBbSI U BOCIIPUATHS HHPOPMALIUH:

® 171 CIenbIX U cIa0oBUIALINX:
- B IIe4aTHOU (hopMe YBEIMYECHHBIM HIPUPTOM;
- B (hopMe 3IEKTPOHHOTO JOKYMEHTA;
- B (hopme ayanodaiina.

® I INIyXUX U caabocCiblIamux:
- B meyaTHOU opMme;
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- B (hopMe 3IEKTPOHHOTO JOKYMEHTA.
® Ui 00y4arOIIKXCs C HapYLICHUSIMH OMOPHO-/IBUTATEIILHOTO armapara:
- B Ie4aTHoH opme;
- B popMe 3IEKTPOHHOTO IOKYMEHTA;
- B (hopme ayanodaiina.

VYdeOHbIe ayAUTOPUH JIJIsl BCEX BUAOB KOHTAKTHOM M CAMOCTOSITEIBHOM pabOTHI, HAyYHAS
O6ubIMOTEeKa M MHBbIE MOMEIICHUs sl 0Oy4eHHUS OCHAIIECHBI CIEeMUaTbHBIM 00OPYJOBaHUEM U
y4eOHBIMH MECTaMH C TEXHUIECKHMHU CPEACTBAMHU O0YUCHUS:

® I CIENbIX ¥ cIa00BUIAIINX:

- yCTpoicTBOM Ui ckaHupoBaHus U uTeHus ¢ kamepoir SARA CE;

- nucrneeM bpaiins PAC Mate 20;

- npuHTepoM bpaiinsg EmBraille ViewPlus;

® IS TIIyXUX U cIaboCHblIamux:

- aBTOMAaTH3UpPOBAaHHBIM pabOYMM MECTOM /sl JIIoJed C HapylleHHeM ciyXxa u
¢71a00CIIBIIIAINX;

- aKyCTHYECKHH yCHIIUTEIh U KOJIOHKH,

® 1715 00YyYAOLIUXCS C HAPYIIEHUSIMH OTIOPHO-IBUTAaTEJILHOTO anmapaTra:
- IEPEIBMKHBIMH, PETYJINPYEMBIMU 3proHOMIYecKumMu napramu CHU-1;
- KOMIIBIOTEPHON TEXHUKON CO CIELUAIbHBIM IPOTPAMMHBIM 00€CIIeUCHHEM.

9. Mertoauyeckue MaTepHaIbl

9.1. Ilnanel ceMUHAPCKUX/ MPAKTUYECKUX 3aHATUN

Tema Nel (4 u.): «BpeHa-MeHeAKMEHT: IKOHOMHYECKAs, IPABOBASl U COLHAIBHO-
KYJbTYpPHasi cpeaa

I. Bonpocsr mist o6cyxaeHus:

1. OxapakrepusyiiTe 0COOCHHOCTH 3aKOHOAATENbHOM 6a3pl PO B 061actu OpeHauHra. .

2. Kakue 00beKTHBHBIE MPOIIECCHl OKA3bIBAIOT BIUSIHNUE HA Pa3BUTHE OpPEHI-MEHEKMEHTA
3. Kakwue cocrapmsiomuye 5)KOHOMUYECKOH cpesibl B OpeHA-MEHEeKMEHTE BBl 3HaeTe?

4. Omnpenenute 0COOCHHOCTH MPABOBOM Cpelbl OpeHa B chepe yCIyT.

5. JlaiiTe XapaKTepUCTUKY 3JEMEHTOB (PMPMEHHOTO CTHIIS OpeHna.

6. Kakue OpeHIBI MOXXHO XapaKTepHU30BaTh KaK "PYyCCKHMU CTHIIL" Ha MEXKIyHApPOIHBIX
pBIHKax?

7. OCHOBHBIE COCTABJISIONINE COIMATBHO-KYJIBTYPHOM CpeIbl OpeHa.

8. MeTo/1pI OLIEHKH CTOMMOCTH OpeH/1a B YCIOBUSAX COBPEMEHHOTO PHIHKA.

9. [upamuia ieHHOCTEHN OpeH/Ia B TIPEACTABICHUH TIOTPEOUTENCH.

10.CyurHocTh MAapKETHHIOBBIX KOMMYHHKALIUH B POLIECC CO3AaHUS UIMUDKA OpeHa.

I1. CpaBHeHUe ¥ aHAJIU3 OCHOBHBIX KOHIEMNIMNA U CTPATEruid yIpaBieHUs! OpEHIOM.
IT1. O6¢cyxKaeHne COCTOSHUSI POCCUICKOTO OPEHIMHTA B COBPEMEHHBIX YCIOBHSX .

Tema Ne 2 (64.): «KoHumenuusi ynpaBjieHHss OpeHAOM: INIAaHHPOBAHHE COCTABJISIIOLIHMX
marketing mix Openga»

Bomnpocsr myst o6cysxnenus:

1. Kakue cocrasisronie marketing mix OpeHaa Bbl Ma)KeTe€ OXapaKTEPH30BaTh B JKU3HEHHOM
nukiie ToBapa (OKIIT)?

2. Yem ornnyaercs nuddepennuanys oOpenia ot ero ruBepcupukanimn?

3. OxapakTepu3yiTe BO3MOXKHBIE COCTABIISIFOIITNE peOpPEHIMHTA.

4. Kakue MapouyHble CTpaTeruy MpoABMKEHHS OpeH/1a NpUMEHSIOTCS B cucteme 4P ?
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5. JlaliTe XxapakTepuCTUKY OCHOBHBIX 3TAIIOB ITOCTPOEHUs OpeH/a.

6. CyIIHOCTh MapKETUHIOBOM CTPATEruu CO3AAHUS U MPOABIKEHUA "MapKu ceMencTna'.

7. CyImHOCTh MapKETHUHIOBOW CTPAaTErny MPOJBUKEHUS "MapKU-yHUKyMa" .

8. Ponb ceisi3 mpoMOyIIeH B paCIIpOCTPAHEHUH CIIPOCAa HA MAPKY

9. MepuaHaii3uHT Kak CTpaTerusi pocta oObeMa MpOAa)k U IMOBBIIICHUS PEHTA0ETHHOCTH B
OpeHIIUHTE..

3aaHue 10 TeMe:

3aoanue. Omnpenennute MO KaXAOMY CIydaro, Kakue cocTapistomue marketing mix OpeHma
IPUMEHSET NPEINPUITHE B MAPKETUHIOBOU JEATEIBHOCTH HA PHIHKE:!

a) KOHLIEHTPUPOBAHHBIN MapKETHHT;

6) nuddepeHnpPOBaHHBIN MAPKETHHT;

B) MacCOBBIIl MAPKETHUHT.

1. Kuuroroprosas omnrtoBas ¢upma, paboTamomas ¢ MEJIKOONTOBBIMH U PO3HUYHBIMU
MPEeANPUATHIME, UIIET MyTH yYBeauueHus npuosuin. Ha ¢pupme 3Har0T, 4TO MHOTHE 3aKa34UKH Ha
9TOM PBIHKE XOTAT Cpa3y ke M0JydaTh TOBap, Kak TOJIBKO OHU MOKynatoT ero. Ha naHHbIi MOMEHT
HU OJUH M3 KOHKYPEHTOB HE OOecrneunBaeT ACUCTBUTEIBHO OBICTpON AocTaBkU. Pupma Moria
Obl mepeiiTM Ha TPAHCHOPTHPOBKY CaMOJIETOM, YTO MpPHUBEIO Obl K YBEIMUYEHHIO 4ucia €&
nokynareneil. Ho yckopenue 10cTaBKu MOXKET CYIIECTBEHHO YBEJIUYUTH COBITOBBIE U3IEPKKU Ha
KAy equHully ToBapa. [logxon npennpustus:

OObscHeHue:

2. ®upMa «bbITMaI» TOJBKO YTO BHEAPUIA B IPOU3BOACTBO HOBBIM THI IIOJMBOYHON MalIUHbI
JUIsl Ta30HOB, Ha3BaB ee «lloauBouHas MamMHa JUIs JIIOOBIX pacTeHUi», U Hayaia Mporara’ay
MallliHbl KaK «IOCJIEJHEro JOCTM)KEHUS B Pa3BUTUHU IMOJMBOYHBIX MAIllMH, KOTOpbIE Ooiiee
y100HbI, YeM J0xkab». CorinacHo pekiiame, MOJMBOYHAs MAIlIMHA «HE PHKABEET U HE JIOMACTCSI.
Bonee Toro, oHa MMeET yHUKaIbHBIE YaChl, KOTOPbIE ABTOMAaTUYECKH OTKJIIOYAKOT MALIUHY 110CJIE
YCTaHOBJICHHOT'O BPEMEHH. A KOTIJla MallliHa BKIIIOYAETCs, JaBJICHHUE BO/bI 3aCTaBIISIET €€ MOJI3TH
[0 TEPPUTOPUH, MOITOMY IOJUB TMPOUCXOAUT O€3 JIOMOJHUTENBHOTO IPHBOJA MAIIKHBI.
Oxwunaercs, 4yTo 3Ta MaIlIMHA, pa3padOTaHHAs B HECKOJIbKUX MOJENAX, IleHa Ha KOTOpbIe
KosiebneTcs ot 2 10 7 ThIC. pyoO., «...0yJeT MPOAaBaATHCS MIUJUIMOHAMIY. «DTOT TOBAp HACTOJIBKO
IPEBOCXOUT BCE OCTAJIbHBIE, YTO HU OJIHO XO3SICTBO HE 3aX0UET OCTAThCA 0€3 TaKOW MAIIMHbBD).
3. llIBeiinas abpuka «3nero» npeasaraeT HOBbI aCCOPTUMEHT MY>KCKOH M KEHCKOH OJ1eXKIbI.
My:KunHam — NajibTO, MOIYNaIbTO, KOCTIOMBI U OPIOKH; KEHIIIMHAM — J€MHCE30HHbIE U 3UMHUE
NajlbTO, KOCTIOMBI, 100KH, Oproku. Ilo crmoBaM pyKOBOJCTBA NPEANPHUATHS, «U3ACIUA
IPOU3BOJATCS C YYETOM OOLIENPUHSATHIX TPaJAULUN, OTIUYAIOTCS TOOPOTHOCTHIO, OYAYT JOJTO
HOCHTBCS, TaK 4TO TIOHPABATCS MOKymnaTessiMm oT 18 1o 60 neT». B mnanax npeanpusTus — BbIXOX
Ha PBIHKH 3a [Ipe/iesIaMu CBOETo pernoHa. 4. @upma — Npou3BOAUTENH CYIIOB — HEJTABHO BHEPUIIA
B MIPOM3BO/ICTBO HOBBIM aCCOPTHUMEHT M0Jy()adpuKaToB OBICTPOro MPUTOTOBIIEHUS, YCTAHOBUB
Ha HOBHMHKY IOBBIIICHHYIO IIeHYy. [lopiiioHHbIE MakeThl ¢ moxyhadpuKaTaMy MpeTHA3HAYAIOTCS
JUIs pa30TrpeBaHuUs B MUKPOBOJIHOBBIX 1evyax. O0e/bl He TpeOyIOT yTOMUTENbHOTO IPUTOTOBICHUS
¥ 3aHUMAOT MUHHUMYM BpemeHu. [lomydaOpukarel paccunTanbl Ha OJAWHOKHX Joaei. HoBwii
ACCOPTUMEHT TaK)Ke JI0JDKEH MPUBJIEYb BHUMAHUE CEMEW, COCTOSIIMX U3 JIBYX 4eloBeK. Takum
oOpa3zom, ¢upMa MoJlaraeT, 4To MOTEHIHMAIBHBIM PBIHOK Ui MOIXy(haOpUKaTOB — 3TO IOIM,
KOTOpPbIE XOTAT U MOTYT ce0e IMO3BOJMTH MOTOBUTH €y OBICTPO M HEOOJBIIMMHU MOPLUSIMH,
paccuMTaHHBIMU HA OJIUH pa3.

Tema Ne 3(4 4.): « AHTEerpUpPOBAHHBINA OPEHAMHI ¥ MO3MLMOHNPOBAHHE B OPeHI-
MEHeIKMEHTE

Bompocs! 11t 06cyxaeHus:
1. CymHoCTb, e 1 33/1a41 HHTETPUPOBAHHOTO OPEHIMHTA.
2. TpaHcnsaTopsl OpeHIa U JpaifiBEpbl B MOJICIM HHTETPUPOBAHHOTO OpeHa.
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3. IpaiiBepbl opraHu3aii B MOJICJIM MHTETPUPOBAHHOTO OpeH/Ia.

4. Ponb u mecto YTII B no3unmonupoBanuu OpeHaa.

5. Kak cBsi3aHbI TOBapHOE U 1IEHOBOE MO3UITMOHUPOBAHKE B MIPOIBMKEHUH OpeHa?

6. B gem cymniHOCTh 3amaHOTO MOIX0/1a BEIBOA OpeH1a Ha PIHOK?

7. B yem cyIIHOCTh BOCTOYHOTO TIOJIX0/Ia BBIBOAA OpeH 1a Ha PBIHOK?

8. B ueM cymHOCTh CMEIIaHHOTO MOIX0/1a BBIBOIa OpEH/1a HA PHIHOK?

9. CnaraeMble KOMMYHHUKAI[MOHHONH KOMIIAHUM M OTIWYHS IO MPOJBIKEHUIO OpeHaa Ha
MPOTYKTOBOM PBIHKE M PHIHKE YCITYT.

KoHTposibHBIE BOIIPOCHI IO TEME:

1. Oxapakrtepusyiite (aktopsl, Bausomue Ha 3p(HEeKTUBHOCT, (OPMUPOBAHUS U YIPABICHUS
MapKETUHTOBBIMU KOMMYHHKALIUSAMU B OpEH/-MEHEIKMEHTE:

- TUII TOBapa

- TUIl OpraHU3aLH

- CTpaTeruu KOMIaHUU

- IOKynaTeau

- ctaguu KT

- KOHKYPEHIIMS

Tema Ne 4(4 4.): «MapKeTHHIOBbIC HCCJIEI0BAHUS B OpeH/I-MeHeKMeHTe: OpeH/I-
TPeKHHI "' »

Bomnpocsr qyist o0cyxnenust:
1. OxapakTepusyiiTe OpeHA-TPEKUHT KaK IUTEIbHOE MAPKETUHIOBOE UCCIIEIOBAaHUE COCTOSTHUS
OpeHza Ha pPbIHKE.
2. CylHOCTh KOJMYECTBEHHBIX M KAUECTBEHHBIX MAPKETHUHIOBBIX MCCIICIOBAHUNA COCTOSIHUS
OpeH/1a Ha 1[eJICBOM PBIHKE.
3. Packpoiite cymuocts Metoga DAGMAR B nocTumxkeHun pekinamMHbIX Lelel B MPOABUKEHUN
OpeHza Ha pPbIHKE.
4. OxapakTepu3yiiTe METOJbl HCCIEIOBaHHS MOTPEOUTENCKUX MPETEH3UH B COBPEMEHHOM
OpeHIUHTE.
5. CoBpeMeHHBIH ypOBEHb MAapKETHHIOBBIX HCCIEIOBAHUNA B OpEeHI-MEHEIKMEHTE C
HCIIOJIE30BAHUEM MiX METOIUK.

KoHnTpoJsbHbIE BONIpOCHI 10 Teme:

1. Cneuncuka IesSTETbHOCTH CIHELUAIUCTOB MAapKETOJOroB IO pa3pabOTKe HOBBIX
TOBAPOB U YCIIYT.

2. K10 ocymiecTBisieT OpraHu3aluio U NpoBeIeHUE UCCIIe0BAaHUM PhIHKA?

3. Kakue cnenuanuctsl ciiykObl MapKeTUHIa pabOTal0T B CUCTEME MHTETPUPOBAHHBIX
MapKETUHTOBBIX KOMMYHUKAIUI?

Tema Ne 5(4 u.): «OueHka OpeHIa U MAPOYHBIH KAMTADY

Bonpocs! 1u1s1 06cyxneHus:

1. B yem cymIHOCTh 3aTpaTHBIX METOJIOB pacyeTa CTOMMOCTH OpeHja’?

2. B ueM cylIHOCTb CPaBHUTEIBHBIX METOJOB pacueTa CTOMMOCTU OpeHa?

3. B yem cymiHOCTh JOXOIHBIX METO/IOB pacueTa CTOMMOCTH OpeHaa?

4. Kak MOXKHO TOJIpa3/IeuTh chepy MCTIOIH30BAHUS OLICHKH OpeHa?

5. Oxapakrepusyiite noHstus "nu3uHr", "dppanyaitizunr", "JTUIEH3NOHHBIE COTNAIeHN" .
KoHnTpoJsbHbIe BOnpockl 10 Teme:
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1. Ilpoananu3upyiiTe HCTOPHIO HCIIOJIB30BaHMUS (paHUal3WHAra MEPeYHCICHHBIX HIDKE
KOMITaHMI:

- "EBpoceTs"

- "Anreka 36,6"

- JlaGopatopus "MuBUTpO"

Tema Ne 6(6 4.): «IIpakTHyecknii OpeHA-MEHe)KMEHT: BbIBO/ HA PIHOK TOPIroBOii MapKH
U KOHTPOJIb PeHTA0eJIbHOCTH OpeHaa»

Bomnpocs! niis o0cykaeHus:

1. Dtansl polecca co31aHusi HOBOWM TOProBOM MapKu U BbIBOJA €€ HA PHIHOK.

2. OcobeHHOCTH BBIBOJIA HA PHIHOK TOPTOBOW MapKd B CBSI3U C MOSBJICHHEM HOBBIX H3MEPEHUMN
Openna - monenp "SI".

3. BiusiHue cCoOBpeMEeHHOMU AIEKTPOHHONW KOMMEPIIMU Ha TEXHOJIOTHUU BBIBOJIa TOPTOBOM MapKu Ha
PBIHOK.

4. KanaubGanu3m OpeHIa Kak COBPEMEHHAs pPEaJbHOCTh B OpPEHIWHIE W MEphl 10 €ro
MPEeI0TBPALIECHUIO.

5. OBepOpeHANHT B MPAKTHKE OPEHI-MEHEHKMEHTA U MEPHI TI0 3aIUTE JIOKATBHBIX PHIHKOB.

9.2. Meroanueckue peKOMEHJAIUH 110 TIOArOTOBKE MUCbMEHHBIX padboOT

Hayunoe coobmenne Ha 0ase nokmana wim pedepara sSBiIseTCS KBaIU(UKAIMOHHOU
paboToil cTyJneHTa M TMOABOJUT UTOTH €r0 TEOPETUYECKOH M MPAaKTHYECKOW MOATOTOBKHU IO
u3ydaeMol aucuuiuinHe. [Ipu moaroToBke Hay4yHOTO JOKJaga CTYJCHT JIOJDKEH IOKa3aTh CBOM
CHOCOOHOCTH M BO3MOXKHOCTH TI0 PELICHHIO PEaJbHBIX MPOOJIEM, HUCHOJB3Yys MOJIYYCHHBIE B
npouecce oOydeHHs 3HaHUS. MeTOAMYEeCKHEe yKa3aHUs MO3BOJISIOT OOECIEeYHUTh EAWHCTBO
TpeOOBaHUH, MPEIBSBISAEMBIX K COIEPKAHHUIO, KAYECTBY M O(POPMIICHHIO MMCbMEHHBIX padoT.

[Ipy BBIMONHEHWH MUCHMEHHBIX pPA0OT HCMONB3YIOTCS BCE 3HAHUS, IOJTyYEHHBIE
CTYACHTaMH B XOJI€ OCBOCHUS JUCIHIUIMHBI; 3aKPETISIOTCS HAaBBIKK O(OPMIICHUS pe3yIbTaToB
y4e0HO-UCCIIEeIOBATENIbCKONH  padOThI;  BBISABISIIOTCS YMEHUS YETKO (QOpMyIupoBaTh U
apryMEHTHPOBAHO OOOCHOBBIBATH MPEATIOKEHHS U PEKOMEHJAIIMK TI0 BEIOPaHHOW TeMe.

Boimonnenue paboThl  MpearnosiaraeT KOHCYJBTAlMOHHYIO TIOMOIIb CO CTOPOHBI
npenojasarens. B xozie BbImogHeHHs pabOTHI CTYACHT JOJDKEH IMOoKas3aTh, B KaKOW Mepe OH
OBJIQJIENT TEOPETUYECKUMH 3HAHUSMH U MPAKTUYECKUMHU HABBIKAMH, HAYYMJICS CTaBUTh HAYYHO-
UCCIIEI0BATEIbCKUE MTPOOJIEMBI, J1e1aTh BBIBOABI U 0000IIATh MOIy4YE€HHBIE PE3yJIbTaThI.

[ToaroroBka MUCHbMEHHOM pabOTHI UMEET IEIBIO:
L4 3aerHneHHe HABBIKOB Haquoro HUCCICAOBAHUA,
®  OBJaJECHUE METOIUKOM MCCIIENOBAHMA;

® yryOleHHe TEOPETHMYECKUX 3HAHMH B TNPUMEHEHHMH K  KOHKPETHOMY
UCCIIEI0BAHMUIO;

® [PUMCHECHHME 3HAHUU IIPU pPEUICHUU KOHKPETHBIX 3aJay YIPaBICHYECKOU
JeATEIbHOCTH;

® BBISICHEHHWE TOJTOTOBJIEHHOCTH CTYJEHTa K CAMOCTOSITEJIbHOMY PEIICHHUIO
po0JsIeM, CBA3aHHBIX C JUCIUTUIMHOM.

Obwue mpebosanus.

JI1st yCIIENIHOTO M Ka4eCTBEHHOI'O BBIMOJIHEHHS ITMCbMEHHON HAYYHON pabOThI CTYICHTY
HEe00X0aUMO:

®  WUMETh 3HAHMS 10 U3yYaeMOU AUCIUIUIMHE B 00BbeMe porpammel PITY;
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¢ BJAACTh METOAAMH HAYYHOI'O UCCIICAOBAHUS,

L4 YMETh HCIIOJIB30BaTh COBPEMCHHBIC CpPEACTBA BBEIYHCIIUTEILHON TCXHUKHU, B
MEPBYIO OYEepe/Ib IEPCOHANTBHBIE KOMIBIOTEPHI KaK B MPOIIECCE BBHITTOIHEHUS, TaK U B TIPOIIecce
odopmiieHus pabOTHI;

® cBOOOJIHO OPHEHTUPOBATHCA MPU MMOJ00PE PA3TUUYHBIX UCTOYHUKOB MH(POPMALIUU
U yMeTbh paboTaTh CO ClielnaIbHON JIUTEpaTypoi;

® yMeTh JIOTMYHO, TPaMOTHO M HAay4YHO OOOCHOBAHHO  (OPMYJIHPOBATH
TEOPETUUECKHE U MPAKTUUECKHE PEKOMEHIalliH, pe3yIbTaThl AaHATIN3a;

* KBATH(PUIMPOBAHHO OQOPMIISTH Tpaduueckuid MaTepuai, WLUTFOCTPUPYIOLIUI
cojepxaHue paboThI.

SBnsisich 3aKOHYEHHON CaMOCTOSTETTbHONW HAy4HO-HCCIIENOBATENbCKOW pa3paboTKoi
CTyJICHTa, TMCbMEHHAs padoTa I0KHA OTBEYATh OCHOBHBIM TPEOOBAHUSIM:

1. AKTyaHBHOCTL TCMBI UCCJICAOBaHNA.

2. IlpeameTHOCTh, KOHKPETHOCTH W OOOCHOBAaHHOCTH BBIBOJIOB O COCTOSTHUH
pa3paboTKu MOCTAaBICHHON IPOOIIEMBI.

3. CooTBeTcTBHME YPOBHS pa3pabOTKU TEMbl COBPEMEHHOMY YPOBHIO Hay4HbIX
pa3paboTOK, METOANYECKHX MTOJIOKEHUH U peKOMEH1alluil, OTpa’KEHHBIX B COOTBETCTBYIOIIEH
JAUTEpaType.

[Ipemyaraemasi cTyfeHTaM TeMmMaTHKa paOoT SBISETCS NPUMEPHOM M HE MCKIIOYaeT
BO3MO>KHOCTH BBIIIOJTHEHUS paboThl MO MpodiiemMe, MpeaaoKeHHbIM cTyeHToM. [Ipu aTom Tema
JI0JDKHA OBITH corylacoBaHa ¢ pykoBoguteneM. I[Ipu BbiOOpe TeMbl HEOOXOJMMO YYHUTHIBATh, B
Kakoi Mepe paspabarbIiBaeMble BONPOCHI 00€CIeYeHbl UCXOIHBIMHU JAAHHBIMU, JIUTEPATYPHBIMU
UCTOYHUKAMH, COOTBETCTBYIOT MHMBHIyaJIbHBIM CIIOCOOHOCTSIM U MHTEPECaM CTYyIEHTA.

Tpebosanus k cooepicanuio u cmpyKkmype mekcma

[Ipennaraemas mpuMepHasi TEMaTHKa OXBAThIBAET IIMPOKHM Kpyr BompocoB. IToaromy
CTPYKTypa KaXX7oW paOoThl JOKHA YTOUHSTHCS CTYAEHTOM C IPENoJaBaTeseM, MCXOAS W3
HaY4YHbBIX HHTEPECOB CTY/ICHTA, CTENIEHU POPa00TaHHOCTH JJAHHOM TEMBbI B JINTEpAType, HATUUUs
uHbOpMaIuu U T.II.

OnHako KaxJasi MMCbMEHHAs Hay4Has paboTa JODKHA UMETh!
- TUTYJIbHBIN JIUCT;
- OIJIaBJICHHUE;
- BBEJICHHC;
- IJ1aBbI /WM naparpagsl;
- 3aKJIIOUYCHHE;
- CIIUCOK HUCIOJIb30BAHHBIX HICTOUHUKOB U JIUTEPATYPHI.

9.3. UHble maTepuaibl

MeToanuyeckne peKOMEHIAUM JJIs1 CAMOCTOATEIbHON padoThI CTYIeHTOB

CamocrosarenbHass paloTa sBISeTCS OJHUM U3 BUIOB Yy4eOHbIX 3aHATuil. Llens
CaMOCTOSITENIbHOW pPabOThl — MPAKTUYECKOE YCBOEHUE CTYJIEHTAMU BOIPOCOB pa3pabOTKu
CTpaTerdil MOBeIEHHs pPBHIHOYHBIX AareHTOB Ha OCHOBE 3HAaHUS OWOJIOTUYECKUX OCHOB
HSKOHOMHUYECKOT0 MOBEICHHSI UHAUBUYaIbHbIX U IPYMIIOBBIX IOTPEOUTENEH.
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AynuTopHas caMoCTOsITeNbHass paboTa MO JUCHMIUIMHE BBINOJHAETCS Ha Yy4eOHBIX
3aHATUSAX T0J1 HEITOCPEICTBEHHBIM PYKOBOACTBOM IMPENOAABATENS U MO €ro 3aJaHUIO.

BHeayzu/ITopHa;{ CaMOCTOATCIIbHAA pa60Ta BBIIIOJIHACTCA CTYACHTOM 110 3aJaHUIO
nopenoaaBaTeiisd, HO 0e3 ero HEMOCPECACTBCHHOI'O Yy4aCTHH.

3aga4yu caMOCTOATELHOH Pa0dOTHI CTY/ICHTA!

- pa3BUTHE HABBIKOB CAMOCTOSATEIbHON yueOHO! padoThI;

- OCBOCHHE COJIEP>KAHUS JUCLIUILINHEI,

- yriyOseHue coiepKaHusi U OCO3HAHWE OCHOBHBIX MOHATUN JUCLMITIIUHBL

- UCTOJIb30BaHUE MaTepuasia, COOPAaHHOTO U IOJyYEHHOI'O B XOJE CaMOCTOSTEIBHBIX
3aHATUN U1 3¢ (HEKTUBHON NOATOTOBKU K HK3aMEHY.

Buabl BHeayTUTOPHOI CaMOCTOSITEIbHON PadoOThI:

- CaMOCTOATCIIBHOC N3YUYCHUC OTACIBbHBIX TCEM AUCHHUIIIINHBI,

- IOJArOTOBKA K IIOJIEBOMY UCCJIEAOBAHUIO, TBOPYECKUM TUIIOBBIM 3aJaHUAM;
- BBIIIOJTHEHUE JOMAIIHUX 3a)1aH1/1171 110 3aKPCIIJICHUTIO TEM.

I[.HSI BBIIIOJIHEHHS J1I000T0 BHJIa CaMOCTOSATEIbHOM pa6OTBI HCO6XOI[I/IMO HpOI>'ITI/I
CJICOYIOIIUC OTaIlbl:

- OIpeJIeICHHE [IEIH CAMOCTOSTEIHHON paboTHI;

- KOHKpETHU3aIMsl TTO3HABATEILHOM 3a1a4H;

- CaMOOIIEHKa TOTOBHOCTH K CAMOCTOSITEIbHOM paboTe;

- BBIOOp a/IeKBaTHOI'O criocoba JeiCTBUS, BEAYIIETO K PEICHUIO 3a/1a4;

- IMJaHUPOBAaHUE pPaOOTHI (CAMOCTOSTENHHON MM C TMOMOIIBI0 MpPENoAaBaTens) Hal
3a[aHUCM;

-OCYILIECTBJICHHE B MPOIIECCE BBIMOJHEHUS CAMOCTOSTEIBHOW pPabOThl CaMOKOHTPOIIS
(TPOMEKYTOYHOTO U KOHEYHOTO) PE3yIbTATOB PaOOTHI U KOPPEKTUPOBKA BHITTOJTHEHUS paOOTHI,

- peduekcus;

- Ipe3eHTaIMs pabOTHI.
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