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

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

3anaym TUCUUTUIMHBL:

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

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

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

- (opmupoBaHue HABBIKOB MpPOhecCHOHATHLHOTO OGOpMICHUS W TPO(HECCHOHATBLHOTO «UYTEHUS»
pEKJIaMHBIX MaTepuaioB Ha OPEINpUITUIX Typu3Ma M CepBHCa, CIOCOOOB OpraHU3aluu Jelia B

JAHHOI 00JIaCTH AEATEILHOCTH.

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

1.2. Hepeqeﬂb IVIAHUPYEMBIX pPE3yJabTaTOB oﬁyqe}mﬂ no JTMCHMIIVIMHE, COOTHECCHHBIX C
HHAUKATOPAMHU JOCTHUKCHHUSA KOMTIIeTEeHIINii

Komnerenuus HNuaukaTopsl Pe3yabTaThl 00yyeHus

(Koa ¥ HAMMEHOBAHUE)

KOMIIeTeHI U
(KOJ 1 HANMEHOBAHME)

VYK-4 Cnocoben
IPUMEHSTH COBPEMECHHEBIC
KOMMYHUKaTHBHbIE
TEXHOJIOTUH, B TOM YHCJIE
Ha MHOCTPaHHOM(BIX)
A3bIKe(ax), A
aKaJIeMU4eCKOro 1
npodeccrnoHalIbHOTO
B3aUMO/JIeHCTBUS

VYK-4.1 Bslbupaer cTuib
OOLIEHHS Ha PYCCKOM SI3bIKE
B 3aBHCHMOCTH OT LEIHU U
YCIIOBHM MIapTHEPCTBA;
ajanTUpyeT pedb, CTHIIb
OOIIEHUS M S3BIK KECTOB K
CUTYyalusIM
B3aUMOJCHCTBUSA

3Hamb: KOMMYHUKAaTHBHbIE
TEXHOJIOTUH MPOPECCHOHATBHOIO
B3aUMOJCHUCTBUSA B TYPUCTCKOMN
UHIYCTPHUH

Ymemuw: BbIOMpATH CTUITH OOIICHUS B
TYPUCTCKON UHIYCTPUU U
OCYILIECTBIISATh B3aUMOJEHCTBHE C
MOTPEOUTENSIMU U
3aMHTEPECOBAHHBIMU CTOPOHAMU
Bnaoemwv: HaBblkamu BbIOOpa CTHIIS
O0IIeHUsT B TYpUCTCKON MHIYCTpUU U
OCYIIECTBJICHUS! B3aUMOJICHCTBUS C
NOTPEOUTEIMU u
3aMHTEPECOBAHHBIMU CTOPOHAMU

[1K-1 Brnanenue npuemamu
U METOJaMH paboThI ¢
MIEPCOHAJIOM, METOJIaMHU
OLICHKM KavecTBa U
pE3yJIbTaTUBHOCTH TPyAa
MepcoHal1a MPEANPUITH
TYPHUCTCKON MHAYCTPHUHU

[IK-1.2 OcymecTBusier
B3aUMOJICICTBHUE C
MOTPEOUTENAMU U
3aMHTEPECOBAHHBIMU
CTOPOHaMHU

3namu: Metonpl paboThI ¢
IIEPCOHAJIOM, METOBI OLICHKH Ka4yeCcTBa
U PE3yJbTATUBHOCTH TPYyAA IIEpCcOHaa
MPEANPUATHS TYPUCTCKON UHAYCTPUN
Ymems.: IpUMEHATH METOJIbI PAOOTHI C
IIEPCOHAJIOM, METOBI OLICHKH Ka4yeCTBa
U PE3yJIbTATUBHOCTH TPYAA IIEpCOHAIa




MPEANPHUATHS TYPUCTCKON MHIYCTPUN
1 OCYIIECTBIISATh B3aUMOJICHCTBHUE C
MOTPEOUTENIMU U
3aMHTEPECOBAHHBIMUA CTOPOHAMHU
Braoemw: HaBBIKAMU B3aUMOICHCTBUS
C IOTPEOUTEISIMU U
3aMHTEPECOBAHHBIMHU CTOPOHAMU

I1K-3 Bnanenue [1K-3.1 OcyiectBusier 3nams.: TEXHUKO-DKOHOMUYECKOE

CIIOCOOHOCTRIO OIICHUBATH | MPOIIECC Pa3pabOTKu 000CHOBaHNE UHHOBAIIMOHHBIX

W OCYIIECTBIISATh TEXHUKO- | TYPUCTCKOTO MPOIYKTA C MIPOEKTOB B TYPUCTCKOW MHTyCTPUH HA

YKOHOMUYECKOE HCIIOJIb30BaHUEM Pa3HBIX YPOBHSIX

obocHOBaHUE WHHOBAIIMOHHBIX Ymems: TpUMEHSATH METOIBI TEXHUKO-

WHHOBAIIMOHHBIX TIPOCKTOB | TEXHOJOTHUI SKOHOMHUYECKOE 0OOCHOBAHHE

B TYPUCTCKON MHAYCTPUHU WHHOBAIIMOHHBIX MPOEKTOB B

Ha Pa3HBIX YPOBHIX TYPUCTCKOM MHIYCTPUH HA Pa3HBIX

(benepanbHOM, YPOBHSIX

PETHOHAIILHOM, Braoemw: mpUMEHSATh METOIBI

MYHUITUTIATEHOM TEXHUKO-DKOHOMHYECKOE 000OCHOBaHUE

(JIokaIbHOM) YpOBHE) WHHOBALMOHHBIX ITPOEKTOB B
TYPHUCTCKON MHIYCTPUU Ha pa3HBIX
YPOBHSIX

1.3. MecTo iucuMnJIMHbI B CTPYKTYpe 00pa3oBaTe/IbHOM NPOrpaMMbl

JucuumnuHa (Mo0yib) «PekjiaMHast 1eiTeJIbHOCTh B MEKIYHAPOJAHOM TYpPU3Me» OTHOCUTCS
K 4acT, GOpMHPYEMO yYacCTHHKAMU OOpa30BaTEIbHBIX OTHOIICHHWH OJIOKA JMCIUIUIMH Yy4eOHOTO
TUIaHa.

JIist OCBOCHMSI JUCIUTUIMHBI (MoOyas) «PekiiaMHbIe TEXHOJIOTMH B Typu3Me (Ha aHTIUHCKOM
SI3BIKE)» HEOOXOIUMBI 3HAHUS, YMEHUS U BIIaJIeHUS, CHOPMUPOBAHHBIE B XOJI€ U3YUCHHUSI CIICTYIOIINX
JTUCIUIUIMH M TPOXOXKICHUS NMpakTuk: JlabopaTopHbIl MPakTUKyM MO TEXHOJIOTUSM OpTaHHU3aIluu
TYPUCTCKOH JIeTeNbHOCTH, MapKeTHHT ¥ OPEHIMHT TYPUCTCKO-PEKPEAIIMOHHBIX TEPPUTOPHIA.

B pesynbrare ocBOEHUS MUCHMIUIUHBI (M00YV/s) GOPMUPYIOTCS 3HAHUWS, YMEHUS W BIIAJICHHSI,
HEOOXOMUMBIC Ui W3YYCHHs CIEAYIONUX JTUCHUIUIMH U TPOXOXKJICHUS NpakTHK: HaydHo-
uccaenoBaTeNbckuii cemuHap "OTKPBITBIA Typu3M: WHHOBAIIMU, KpayJICOPCHHT, Kojutabopamms',
VYrpaBieHre NHBECTUIIMOHHBIMHA Y UHHOBAIIMOHHBIMU MTPOEKTAMHU B TYpU3ME.

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

CTpyKTypa IHCUMIIIMHBI 1JIS 04HOI popMbI 00yUeHMsI

O0beM IUCHUIUIMHBI B (OpME KOHTAKTHOW pa0OoThl OOydYaOIMUXCS C MeJaroru4ecKuMu
paboTHUKaMU W (WJIM) JUIAMH, TPUBJICKAEMBIMH K peaju3alii 00pa30BaTeIIbHOW MPOrpaMMbl Ha
MHBIX YCIOBHSX, P MTPOBEACHNUN YUEOHBIX 3aHATHI:

Cemectp | Tum yueOHBIX 3aHATHIA KommuectBo
4acoB
2 Jlexuuu 10
2 CemuHapbl/J1a00paTOpHBIE PAOOTHI 20
Bcero: 30

O6beM auCUUIITUHBI (MOYJIs1) B pOpME CAaMOCTOSITEIbHON Pab0oThl 00YYAIOMIUXCS COCTABIISIET
78  akanemuueckux 4aca(oB).




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).

3. Conep:xaHue TMCUMILINHBI

HaumenoBanue pa3aesa Copnep:xxanue

AUCHHUILIHHBI

Tema 1. IloHsiTHe M CYIIHOCTH [IpenMer, CyniHOCT, UM 3aJladd  COBPEMEHHOM

peKJIaMbl peKJiaMbl, €€ MECTO B CHUCTEME MAapKETHHTOBBIX
KOMMYHHUKaIMii.  Mudsl  pexnamHoro  jgena.

The concept and essence of Crenduka ycnyra Kak oObEeKTa peKJIaMHpPOBAHUSI.

advertising OCHOBHBIE TPUHIIUIIBI ¥ OCOOCHHOCTH PEKJIAMHOU

JeSITeIbHOCTH B TypusMe. PasHooOpasue moaxomoB
K  ONpENCICHUIO  peKiIamMbl.  XapaKTepUCTHKA
OCHOBHBIX (DyHKIMH pekiIambl (IKOHOMUYECKas,
COllMaJIbHAS, KOMMYHUKATHBHAS,
oOpa3oBaTenbHas/BocriuTatensHas). Lenn u 3agaun
PEKIIaMbI B TypU3Me

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

Tema 2. Tpaaguuuu u coBpeMeHHoe | Bo3HMKHOBEHHE €BPONEHCKOI peKIaMbl Kak 0c000To

COCTOSIHHE PeKJIaMBbI BuJa OusHeca. [lyreBoauTenu — nepBblil BU eYaTHON
pexiiaMbl TypuzMa. TUMoIorus myTeBOAUTENEH.
Modern Advertising Oco0eHHOCTH, TEHISHITUN U TIPOOIEMBI Pa3BUTHS

OTEUECTBEHHOT'O PhIHKA peKiamMbl. Bo3MoxHOCTH
HOBaTOPCTBA U TBOPYECTBA B PEKIIAME.

European advertising as a special school of advertising.
Travel guides as the first printed tourism advertising.
Typology of guidebooks. Features and trends of the
tourist advertising market. Innovations and creativity in
advertising.




Tema 3. Peki1ama B KOMILIEKCE
MapKeTHHIa

Advertising in the marketing mix

[TonsATHE cHCTEMBI MApKETUHIOBOM KOMMYHUKAIIWH,
€€ poJib B KOMIUIEKCE MAPKETHHTA.

B3anMocBs3b pekiiaMbl C OCHOBHBIMHU CPE/ICTBAMHU
MapKETHUHIOBBIX KOMMYHUKaIH .MapKeTUHTOBbIE U
COLMOKYJIBTYPHBIC UCCIIEIOBAHMS MIPU TUIAHUPOBAHUN
U TIOJITOTOBKE PEKJIAMHBIX KaMIlaHui. MeTo bl
PEKIIaMHOTO UCCIICOBAHUS PHIHKA.

The concept of a marketing communication system, its
role in the marketing mix.

The relationship of advertising with the main means of
marketing communications. Marketing and socio-
cultural research in the planning and preparation of
advertising campaigns. Methods of advertising market
research.

Tema 4. CounajabHo-
ICUXO0JJOTHYECKHE OCHOBBI
peKJIaMbl

Social and psychological features in
advertising

Pexlama kak MeTOA  yOpPaBICHUS  JIFOJBMHU.
Hcnosnp3oBaHue B pekiiaMe OCHOBHBIX ITOJIOXKCHUH
TEOPHH KOMMYHHUKAIMH. BiusHHE XapaKTEePUCTHK
IENICBOM  ayJMTOPUM HA TPOIECC BOCHPHUSATHS
pEKIIaMBbl. OcobenHoctu (dbopMupoBaHus
POCCHIICKOTO pBIHKA, POCCHHCKOTO TypH3Ma |
pOCCHIICKOM pekJlaMbl. PeknaMHOe NpOJBUKEHUE
HeWMHUHTa W OpeHAWHTra. BpeHIUHr W peOpeHIHHT
POCCHICKUX KOMIIAHUM.

Advertising as a method of managing people.
Advertising and the theory of communication.
Target audience and perception in advertising.
Features of the Russian market: Russian tourism and
Russian advertising. Naming and branding. Branding
and rebranding in travel agencies.

Tema S. HopmaruBHO-npaBoBas
0a3a peKJIaMHOM 1esITeIbHOCTH

Legal aspects of advertising

®enepanbHblil 3ak0H «O pexiame». Bepeus 2003 r.
C MOCJIEAYIOINMH MOINpaBKaMu. MexXayHapOoaHbIN
KOJIEKC PEKIIaMHOM MPAKTUKH, NIPUHATHIN B [lapuke
B 1987 .

[IpaBoBble acmekThl PpEKIAMHOM JEATENbHOCTH.
OO0111eCcTBEHHBIN KOHTPOJIb 3a PEKJIaMOU.

Federal Law "On Advertising". 2003 version with
subsequent amendments. International code of
advertising practice adopted in Paris in 1987.

Legal aspects of advertising activity. Public control
over advertising.

Tema 6. Kinaccupukanus u
XapaKTePUCTHKA PeKJIAMHBIX
CpeacTB

Classification and characteristics of
advertising

[ToHsTHE ¥ OCHOBHBIE MOIXOABI K KiIacCH(DUKAIIUU
PEKIIAMHBIX CPEJICTB. XapaKTePUCTHUKA DIIEMEHTOB
CPEJIICTB peKIIaMbl (TEKCT, U300paKeHHE, IIBET, CBET,
3BYK, HIPU(T, PUCYHOK, IPaUICCKHE DIICMEHTHI).
YcnoBus BEIOOpA PEKIaMHBIX CPEJICTB.

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

Tema 7. PazpadoTka pekjamMHO
NMPOAYKINH

MeTtonuka pa3pabOTKu peKJIaMHBIX MaTepUaIOB.
Crpykrypa PEKIIAMHOT'O oOpamieHus u




Promotional materials development

XapaKTePUCTHKA OCHOBHBIX JJIEMEHTOB BEpOATbHOMN
yacTu (CJIOTaH, 3aroJIOBOK, OCHOBHOHM pPEKJIaMHBIH
TeKCT, 3xo0-(paza). [Ipuemspl co3maHus peKIaMHBIX
COOOIIECHUH.

Breibop cpeAacTB  pacmpocTpaHEHHsT — PEKIIaMBbl.
[IpeumymiecTBa U HEAOCTATKH OCHOBHBIX CPEICTB
pacrpocTpaHeHHsI PEKIaMBl.

Characteristics of promotional materials.

The structure of the advertising message and the
characteristics of the main elements of the verbal part
(slogan, title, main advertising text, echo phrase).
Techniques for creating advertisements.

Choice of advertising media. Advantages and
disadvantages of the main means of advertising
distribution.

Tema 8. Cnennduka pexyiamMmbl B
Typu3Me. ®opmupoBaHue OpeHia
TOBapa, 1eCTUHAIUI

Advertising in tourism. Branding in
tourism.

OcHOBHBIE TTOHATHS U 1IEJIM PEKIAMHBIX KaMIaHUH B
TypHU3Me: HYKOHOMHYECKHE, UMUJDKEBBIE U
counanbHble. MDakTOpbl, BIUSIONIME HA BHIOOD U
dbopMUpOBaHNE PEKIAMHBIX IIeJIei: OO0IHe IeIH
pa3BUTHUS TPEANPUATHS, MAPKETUHTOBAasl CTpaTerus
(GUPMBI, COCTOSHHE IIeNIEBOW AayIUTOpPUU U T.1.
B3aumocCBsSI3b MapKeTMHTOBOM M peKJIaMHOMU
cTpateruii Gupmbl. @DakTOpbl BHIOOPA PEKIAMHBIX
CTpaTeruii U UX OCHOBHbIE THIIHI.

PexnamHbple BOWHBI M KOHKYPEHTHOE IIOBEICHHE
pexnambl. PexiaMHbIil OpeHAMHT B TypuU3Me U
cepBuce. bpeHIMHr  NpOAYKTa,  JECTUHALUU.
Ocob6ennoctu popmMupoBaHuUs

Basic concepts and goals of advertising campaigns in
tourism: economic, reputational and social. Factors
influencing the choice of advertising goals, company's
marketing strategy and target audience analyses. The
relationship between marketing and advertising
strategies of the company. Factors of choice of
advertising strategies and their main types.
Advertising wars and competitive behavior of
advertising. Advertising branding in tourism and
service. Product branding, destinations. Formation
features

Tema 9. Opranuzanusi u
ylpaBJieHHe PeKJIaAMHOMI
NAeATEeJLHOCTBIO B cepe Typu3Ma

Advertising campaigns in tourism

PexaMHble areHTCTBa M UX pPOJb B OpraHU3alUU
pexiamMHoro OuzHeca. Tunbl U QyHKIMH peKIaMHBIX
areHTCTB. OpraHu3annoHHOe MIOCTPOCHHE
peximaMHbBIX areHTcTB. Crnenuduka opraHu3anuu
TBOpueckux pabor. KoHrtakTop, KpmdiiTop, aprt-
JUPEKTOp M OCOOGHHOCTHM  UX  paloTHL.
Opranu3anuss  B3aUMOOTHOILEHUH  «peKJIaMHOe
areHTCTBO — KIIMEHT.

[TnanupoBanue PEKIIaMHBIX KaMITaHUH.
Omnpenenenne oObekTa (agpecata) U cyOBeKTa
peknambl. Pa3paboTka MOTHBAa W CTHIISL PEKJIAMBI.
BeiOop  cpeacTB  pacmpoCTpaHEHMsS  PEKJIaMBbl.
OcCHOBHEIE napaMeTpsl " JTaIbl




MEIMAIUIAHUPOBAHUS B  PEKJIAMHOM  areHTCTBE
TIOJTHOT'O IIMKJIA.

MexnyHapoaHble W POCCUMCKHE  BBICTAaBKHU
TYpUCTCKOTO Om3Heca. JleATeNIbHOCTh TYPUCTCKHUX
areHTCTB W TMPEANPUSTUN CepBUCAa HA BHICTaBKaX U
PR-Meponpusarusx

Opranuzanuu peKIaMHON JESTEIIbHOCTH.
®ectuBanu u BbicTaBku pekinambl CKT. Pexkinamubie
areHTcTBa W WX (QyHKIMU. TeXHUUYECKOe 3alaHue
JUISL PEKJIAaMHOTO areHTCTBA.

Advertising agencies and their role in the organization
of the advertising business. Types and functions of
advertising agencies. Organizational structure of
advertising agencies. The specifics of the organization
of creative work. Contactor, Creator, Art Director and
features of their work. Organization of relationship
"advertising agency - client".

Planning of advertising campaigns. Definition of the
object (addressee) and the subject of advertising.
Development of the motive and style of advertising.
Choice of advertising media. The main parameters and
stages of media planning in a full cycle advertising
agency.

International and Russian exhibitions of tourist
business. Activities of travel agencies and service
enterprises at exhibitions and PR events.

Tema 10. DddexTnBHOCTH
PeKJIAMHOM AeSITeJIbHOCTH

Advertising Efficiency

[onsatue 3¢(heKTUBHOCTH PEeKJIaMbl, OCHOBHBIE
NOKa3aTesu OIICHKH 3 HEKTUBHOCTH.
Pazmuune  Mexay — 3(QQEKTHBHOCTHIO B
MapKeTUHre W 3(PQPEKTHBHOCTHIO B pEKIaMe.
[loHATHE NOSITBPHOCTH KJIMEHTA W METOMABI €€
u3MepeHus. [loHsATHE TeNeBOW ayIuTOpUU WU
metonsl ee  (opmupoBaHus. OueHOYHBIE
UCCIICTIOBAHMUSI PEKIIaMBI: TECTBI Ha
3allOMMHAaHUE W  YOEOUTEIbHOCTb, TECTHI
KOMMYHHKAIIMH, OIICHKAa HEMOCPEICTBECHHBIX
OTKJIUKOB, (DOKYC-TPYIIBI, (PU3HOIOTHYECKHE,
KaJpoBble W BHYTPU PHIHOYHBIC TECTHI
[Tcuxonoruueckas 3¢ (HEeKTUBHOCTH
PUMEHECHUS PEKIIaMBI. Omnenka
IKOHOMHYECKOU 3(PPEKTUBHOCTH PpPEKIaMHBIX
MEpOIPUATHI

The concept of advertising effectiveness, the main
performance evaluation indicators. The difference
between marketing effectiveness and advertising
effectiveness. The concept of customer loyalty and
methods for measuring it. The concept of the target
audience and methods of its formation. Advertising
evaluative studies: memorization and persuasiveness
tests, communication tests, immediate response
assessments, focus groups, physiological, personnel
and in-market tests. Psychological effectiveness of
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advertising. Evaluation of the economic efficiency of
promotional activities.

4. O6pa3zoBare/ibHbIE TEXHOJIOTHHI

I[J'I?[ IMPOBCACHUA yqe6me 3aHATHU o JUCHTUIIIINHEC HCIIOJIB3YIOTCA Pa3INYHbIC
O6p330BaTeJ'II>HBIe TCXHOJIOI'H. I[J'IH OpraHu3anuu y‘-IC6HOI‘O mpouecca MOXKET OBITH HCIIOJIb30BAHO

AIEKTPOHHOE 00y4YeHUE U (MJIN) AUCTAHIIMOHHBIE 00pa30BaTEIbHBIE TEXHOJIOTHH.

5. OneHka JIaHUPYeMBbIX Pe3yJbTATOB 00y4eHHUs

5.1 CucremMa oueHUBAHUA

dopmMa KOHTPOJIA Makc. KoJIM4eCTBO 0aJ110B
3a oxny Bcero
paboTy
Texymui KOHTPOIIb:
- gblcmynieHue ¢ 00KIa00M Soannos 15 bannos
- yyacmue 6 OUCKYCCUU HA CeMUHape 5 6annos 15 6annos
- mecmuposanue 15 bannos 15 bannos
- KOHmMpOIbHAsA paboma 15 6annos 15 6annos
[IpomexyTouHas aTTecTanus 40 6annos 40 6annos
(rK3aMmeH)
HToro 3a cemectp 100 6annos

[TosmyyeHHBIH COBOKYIHBIN pe3yabTaT KOHBEPTUPYETCS B TPAJAUILIMOHHYIO LKAy OLICHOK U B
nKany oueHok EBpornelickoil cucreMsl nepeHoca u HakorieHus: kpeautos (European Credit Transfer
System; nanee — ECTS) B cOOTBETCTBUY C TaOIUILICH:

100-6amnpHas mkana | TpaguuuoHHas 1Ikaia Lgé(?rnsa
95— 100 OTJIMYHO A
83 —94 B
68 — 82 XOPOIIO 3a4TCHO C
gg — gz YIOBIECTBOPHTEIHHO g
20 — 49 FX
0-19 HEYJOBJIETBOPUTEITHHO HE 3a4TCHO v
5.1 Grading system
Form of control Max. number of points
For one unit Total
Current control:
- poll 5 points 30 points
- participation in the discussion at the seminar 5 points 10 points
- control work (through) 20 points 20 points
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Intermediate certification - credit with an assessment 40 points

Total per semester

100 points

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

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

68 — 82 Good passed C

2(6) — 2’57 Acceptable g

(2)0__139 Unpublishable unpassed EX

5.2 Kpurtepuu BbICTABJICHHS] OLIEHKH 10 JUCUHMUILIHHE

Baaael/ | Onenka nmo
HIxana | aucounJInHe
ECTS

KpuTtepnu oneHKku pe3yJbTaTOB 00y4eHUs MO AUCHUILIHHE

100-83/ | otinuuno/
AB 3a4TEHO

BeicraBinsiercst o0y4aromieMycsi, €clid OH TITyOOKO ¥ TPOYHO YCBOMJI TEOPETUUECKHUI U
MIPaKTHYECKUI MaTepHal, MOKET IPOJEMOHCTPHPOBATH ATO Ha 3aHATHAX U B XOJIE
MIPOMEKYTOYHOH aTTECTAIHH.

OOyuaromuiicst ICUEPITBIBAIOIIE U JIOTHYECKH CTPOMHO M3NIaraeT y4eOHbIH MaTrepual,
YMEET yBSI3bIBaTh TEOPHIO C MPAKTUKOM, CIIPABIISIETCS C PEIICHUEM 3a1ad
npo(heCcCHOHABHOW HATIPaBICHHOCTH BBICOKOTO YPOBHS CIIOHOCTH, PABHIIEHO
00OCHOBBIBACT MPUHATHIC PEILCHUS.

CBobOomHO opueHTHpPYETCA B yueOHOW U TPodhecCHOHATBFHON InTepaType.

O1eHKa 110 JUCIUIUIMHE BBICTABILIFOTCS 00yJaromeMycs ¢ y4éToM pe3yIbTaToB
TEKYLIEH U IPOMEXKYTOUYHOH aTTeCTaLUH.

KomrmeteH1mu, 3akperui€HHbIE 3a TUCIUILIMHON, C()OPMHUPOBAHBI HA YPOBHE —
«BBICOKHI.

82-68/ XopoIo/
C 3a4TEHO

BricraBnsiercs: o0ydaromeMycsi, €CJid OH 3HaeT TEOPETUUECKUH 1 MPAKTHYECKUI
MaTepuall, paMOTHO U 110 CYIIECTBY U3/1araeT ero Ha 3aHITUAX U B X0JI€
MIPOMEXKYTOUHOM aTTECTALUHU, HE NOIYCKas CYILlECTBEHHBIX HETOUHOCTEH.
OOyuaromuics MpaBWILHO IIPHUMEHSIET TEOPETHYECKUE TTOJIOKEHHS IPU PELICHUH
MIPaKTHYECKUX 33134 MPo(eCcCHOHANBEHON HANPaBICHHOCTH Pa3HOTO YPOBHS
CIIO’KHOCTH, BIaJieeT HEOOXOUMBIMH ISl 3TOTO HAaBBIKAMHM U IIPUEMaMH.
JlocTaTodHO XOPOIIO OpUEHTHPYETCS B yUeOHOU 1 TpodecCHOHAIEHON INTEpaType.
Or1eHKa 10 JUCHUIUIMHE BBICTABILIFOTCS 00yJaromeMycs ¢ y4éToM pe3yIbTaToB
TEKYLIEN U IPOMEXKYTOUYHOHN aTTecTaluu.

Kommnereniyu, 3aKkperyiéHHbIC 33 AUCIUILIHHOMN, COPMHUPOBAHBI HA YPOBHE —
«XOPOLLIUKY.

67-50/ YIOBIIETBO-
D.E puTenbHO/
3a4YTEHO

BricTaBisieTcst 00y4aromeMycsi, eClIi OH 3HAeT Ha 0A30BOM YPOBHE TCOPETHUYCCKUIA U
HpaKTI/I‘leCKI/Iﬁ MaTepHan, llOHyCKaeT OTACJIbHBIC OIlII/I6KI/I l'[pI/I €0 U3JI0KCHHUU Ha
3aHATHUSIX U B XOJ/I€ TPOMEXYTOUHOM aTTecTaluy.

OOyyJaroIUiics UCTIBITEIBACT ONPEICIEHHBIC 3aTPY/THCHUS B MPUMCHCHUH
TEOPETHUYECCKIX TOJIOKCHUH MPH PEIICHUN IPAKTHYECKUX 3a7a4 Mpo(eccHoHaIbHON
HATIPaBJICHHOCTH CTAaHAAPTHOTO YPOBHS CIIOKHOCTH, BIIaIeeT HEOOXOIUMBIMU IS
9TOr0 0230BBIMH HABBIKAMH U TIPUEMAMHU.

JleMOHCTpHpYET NOCTATOYHBIN YPOBEHb 3HAHKS YI€OHOH JUTEPaTyphl IO AUCITUTLTHHE.
OreHKa 1Mo JUCIHTUIHHE BBICTABIISIOTCS 00ydJalomeMycs ¢ YIETOM pe3yIbTaToB
TEKYLIEN U IPOMEXKYTOUYHOHN aTTeCTal1H.

Kommereniuu, 3aKperyiéHHbIC 33 AUCIUILIHHOMN, CHOPMHUPOBAHBI HA YPOBHE —
«JIOCTATOYHBIN».

49-0/ HEYJIOBJICT-
F.FX BOPHUTEIIBHO/

BeicraBnsiercst o0yyaroeMycsi, €Clid OH He 3HaeT Ha 0a30BOM ypOBHE TEOPETHYECKUI
U NMPaKTUYECKHI MaTepuall, AOIycKaeT rpyOble OMMOKH MTPH €ro U3JI0KEHUH Ha
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Bamwasl/ | Ouenka nmo Kputepuu oueHku pe3yjbTaToB 00y4eHHs 10 JUCHUILIMHE

HIkaga | AUCHUIIIIHHE
ECTS

HE 33a4TEHO 3aHATHAX U B XOJIE MPOMEKYTOUHON aTTECTALIUH.

OOyu4aroIIHUIACs UCTIBITHIBAET CEPhE3HBIC 3ATPYAHEHHUS B IPUMEHEHHH TEOPETHUECKUX
MOJIOKEHHUH TIPH PEIICHUH TPAKTUYECKUX 33124 MPOPeCcCHOHATHHON HAITPABICHHOCTH
CTaHAAPTHOTO YPOBHS CIOXKHOCTH, HE BJIa/IeeT HEOOXOAUMBIMH JIJIsl STOTO HABBIKAMH H
NpuEéMamH.

JleMoHcTpHpyeT (parMeHTapHble 3HAHHS YIEOHOM JINTEPaTyphl 10 JUCHHUIUINHE.
O1reHKa 1Mo AUCIMILIMHE BBICTABJISIOTCS 00yYaroneMycst ¢ y4ETOM pe3yIbTaTOB
TEKyIIeN U IPOMEKYTOYHOM aTTECTAINH.

KomrieTeHIMM Ha YPOBHE «JI0CTATOUHBIINY, 3aKPEIIEHHBIE 33 TUCIUIUTHHOM, HE
chopMHpOBaHBL.

5.3 OueHouHble cpeacTBa (MaTepualibl) JJsl TEKYIIero KOHTPOJISI yCleBaeMOCTH,
NMPOMEKYTOYHOM ATTECTAMH 00y4aIOIIUXCS M0 JUCHUIINHE

BOHpOCBI AJIL TIOATOTOBKH K 5K3aMCHY:

I. [TonsaTne u cynHOCTh pekinaMbl. PazHooOpa3ue moixo0B K ONpeIeeHUI0 PEKIaMBbl.
2. Henu u 3anaun pexnambl. OyHKINK peKiIaMbl. 3a7aun PeKJIaMbl B TypHU3ME.
3. Buns! peknamsl, BblAEsIEMbIE 110 pa3HbIM KpUTepusiM. OCOOEHHOCTH KOMMEPUYECKON U

COLIMAIBHON PEKJIAMBI.

4 Knaccudukanus pexiamsl B TypU3Me.

5. 3apoxaeHue pekiiaMmbl B JIpeBHEM MuUpe.

6. Pexnama B 3anagnoit EBponie u CIIA.

7 Hcropus pexnamsl B Poccnn.

8. MecTo pekiaMbl B CHCTEME MAapKETHHIOBOM KOMMYHHUKAIIMU. B3auMOCBSI3b peKiIaMbl C
JIIPYTUMHU CPEACTBAMU MAPKETUHTOBBIX KOMMYHHUKAIUH (KOMMEPUECKOMN Mponaralaon, JMUHBIMU
MpoJakaMu, CTUMYJIUPOBAHUEM COBITA, CBA3SIMH C OOILIECTBEHHOCTHIO).

9. [TonsTe n ocHOBHBIE HHCTpyMEHTHI BTL-pexiamsl.

10.  BTL-pexknama u KoHUENUus oOLIEH MPOJOIKUTENLHOCTH )KU3HU POYKTA.

11. MepueHaal3uHT U peKiiaMa Ha MeCTe NMPOAaK Kak MHCTpyMeHThl BTL — pexiamsl.

12.  CrumynupoBaHHe IPOJax Kak UHCTpyMeHT BTL — pexiiamsl.

13.  CrumynupoBanue cObiTa kKak UHCTpyMeHT BTL — pexnamsbi.

14. [Ipsimoit MmapkeTuHr kak HHCTpyMeHT BTL — pexnamsl.

15.  IIpomakr rumiicment (product placement) kak nacTpyMeHT BTL — pexnamsr.

16.  Peknama kak MeTOJ| yIpaBJ€HHUs JIIOJIbMU: CIIOCOOBI MPUBJICUEHNS] BHUMAHUS K peKJame,
METO/bI BO3/ICUCTBUS HA MOTPEOUTEICH.

17.  Hcnonb3oBaHue B peKiIaMe OCHOBHBIX MOJO0XKEHUN TEOPUH KOMMYHHKALINH.

18.  Ilcuxomorusi moTpeOUTENbCKOI MOTHBALIMY TTOTPEOUTENEH TYPYCITyTH.

19.  ConuanbHO-ICUXOJIOIMYECKHE OCOOCHHOCTH BOCHIPUATHUS PEKIaMBbl.

20.  TIpaBoBoe perynupoBaHHE PEKIAMHOM NEATETbHOCTH.

21. Ponp @enepanbHoro 3akoHa «O pekiiame» B OpraHU3alvi U yIpaBICHUHU PEKIaMHON
JesITeTbHOCThIO. OCHOBHBIE TOHATHUS M TPeOOBaHUS K pekiame, npeacraBieHHbie B @3 «O pexiaamey.
22.  OTBEeTCTBEHHOCTh YYaCTHUKOB PEKJIAMHOIO IpoIecca 3a HEHAJIEKALLYI0 PEeKIaMy.

23.  Drudeckue HOPMBI B peKsIaMHOI esTenbHocTH (Koaeke pexsiaMHO#M pakTUKH).

24.  OcCHOBHBIE TOJXOABI K KJIACCU(PHUKALMU PEKJIAMHBIX CPEJCTB.

25.  OcCHOBHBIE 3JIEMEHTBI CPEJCTB PEKJIAMBI U UX XapaKTEPUCTHKA (TEKCT, N300paxKeHue, 1IBET,
CBET, 3BYK, IPUT U Ap.)

26.  OCOOEHHOCTH UCIOJIb30BAHUS PEKJIAMbI TYPUCTHUYECKUX YCIYT B Ipecce

27. Crnenuduka paauo- U TeIEPEKIaMbl B TYPU3ME.

28.  CpexcrtBa Hapy»XHOH peKJaMbl U UX UCTIOIb30BaHUE B chepe Typu3Ma.

29.  Ponb KOMOBIOTEPU3UPOBAHHOM PEKIaMbl TYPUCTHUECKUX YCIYT B COBPEMEHHBIX YCIOBHUSX.
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30.  Ycnous BbIOOpa pEeKIAMHBIX CPEICTB.

31. Mertoanka pa3pabOTKH peKIIAMHBIX MaTEPHAIIOB.

32.  Crpykrypa peKiIaMHOro oOpalieHus U XapaKTepHCTUKa OCHOBHBIX 3JIEMEHTOB BepOaIbHOM
qacTH (CJIOTaH, 3aroj0OBOK, OCHOBHOHM peKJIaMHBIN TEKCT, 3X0-(ppaza)

33. XynokecTBeHHOE 0OPMIICHHE PEKIAMHBIX COOOIICHHIA.

34.  Kommno3unus pekjaamsl.

35.  Konmpa#lTuHT KaK peKIaMHBbId HHCTPYMEHT: CYITHOCTb, IPABUJIa UCIIOIb30BAHUS.

36. Br160p cpencTs pacnpocTpanHeHus pexiamsel. [IpenMyIecTBa 1 HEAOCTATKH OCHOBHBIX CPEJICTB
pacrpoCTpaHeHHs PEKJIAMBI.

37.  Cnemuduka TyprpoayKTa, onpeesstonas 0COOCHHOCTH PeKIaMbl B TYPUCTCKOHU cdepe.
38.  Wmumx u GpupMeHHBIN CTUIb KOMIAHUU B cepe TypusMa. DIIeMeHTbl ((UPMEHHOTO CTHIIS
OpraHu3aIluy KaK CPEJICTBA PEKIAMBI B COMATBHO-KYJIFTYPHOM CEPBUCE H TypH3ME.

39.  Peknama TypHUCTCKHX I€CTHUHALUM.

40.  Pexknama TyprpoayKTa Ha BBICTaBKax M spMapKax

41.  B3auMMOOTHOIIEHMS YYACTHUKOB PEKJIAMHOTO MPOLECCa B X0/1€ OPTaHU3AH PEKIaMHON
TeSITETTLHOCTH.

42.  IlnaHupoBaHHE PEKIAMHOMN AEATEIBHOCTU B TYPU3ME.

43.  Opranuzanus peKIaMHOW KOMIaHUU B chepe Typusma.

44.  Pa3pabotka OropKeTa peKiIaMHON KoMIaHuu B cepe Typusma ((hakTopsl, BIUSIONINE HA
pa3Mep peKIIaMHOTO OI0KETa, METOIbI (POPMUPOBAHUS PEKIAMHOTO OIOIKETA).

45.  DxoHomuyeckas 3((HeKTUBHOCTh PEKIaMbl B TypU3Me: OCHOBHBIE IOHSATHS, METO/Ibl pacyera
3¢ (PEKTUBHOCTH PEKIIAMBI.

46.  Ilcuxonormueckas 3(PeKTUBHOCTb IPUMEHEHHS CPEJCTB PEKIaMbl B TYpU3Me: ITOKa3aTeln

3¢ (HEKTUBHOCTH, METO/IbI U3yUeHUS d3PPEKTUBHOCTH.

Cutyanum 1J1s1 00CyKIeHUS HA CEMUHAPCKUX 3AHATHIX

Curyanus 1. «CTumMyJaupyomas akimus)

Komnanus «['mobyc-Typuctuky, crienuain3upyromasics Ha MpoJake MacCOBBIX TypOB, OpraHu30Baia
CTUMYJIHPYIOIIYIO aKIIMIO, TI0 YCIOBHSIM KOTOPOUW KaXKIbI KIMEHT areHTCTBA, KYMUBIINI OoJee MmaTu
MyTEIIeCTBUH 3a roJl, mojiy4aeT cKuaky 3%.

Bompocs! 1o Teme:

1. Kak BrI oniennBaete 3¢ pekTHBHOCTD TIPESTIOKEHHOTO BapruaHTa?

2 Kak nanHas akiust MOKET MOBIUATh HA UMUK TypareHTCTBa?

3. Kaxkue BapuaHTbl hOpMHUPOBAHUS JIOSUTHHOCTH KIIMEHTOB MPETOKUITN Ob1 BbI1?
4 Kakue BapuaHTBI IpOABIKEHUS IEHCTBYIOT Ha Bac kak Ha moTpeburtens?

Curyanus 2. «Muccus»

1. Cdhopmynupyiite muccuto typomneparopa ICS Travel.

2. [ocne obcyxaeHns BapuaHTOB MUCCHHU, IIPOYUTANTE pEaIbHYI0O MUCCHIO TypoIiepaTopa:
Muccuss ICS Travel — conmeiicTBOBaTh pPa3BHTHIO TYPHCTCKOH oTpacium B Poccum, BBIBEICHUIO
POCCHUHCKOrO Typu3Ma Ha YpOBEHb, COOTBETCTBYIOLIMN MEXKIYyHAPOJIHBIM CTaHAApTaM, Ipeaoc-
TaBJISITh KAYECTBEHHbIE TYPUCTCKUE YCIYTH, yI0BJIETBOPSIOIINE IOTPEOHOCTSIM TypUCTOB.

Bomnpocs! 11 00cykaeHus:

1. Ha uro HanpaBsneHa Muccus KOMIIaHUU?

2 Boraenure Kiro4eBble CII0BA MUCCHH.

3. Hoctmwxkuma a1 Muccust? Kakum cnoco0oM MOXKHO JOOUTHCS pe3ysIbTaTOB?

4 Kax nannas muccus xapakTepusyeT KOMIaHHIO?
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Curyanus 3. «Mos Poccus»

B 2012 roxy BnepBble co3aH TYpUCTCKUI Jlorotun Poccun, KOTopelil Oyner AeicTBOBATh JUIsl BCEX
MEpPOIPUATHI, TPOBOIUMBIX B paMkax PdenepanbHoit neneBoil nporpammsl (PLIT) pazButus typuzma
B P® o 2018 rona.

Ha co3pganme morotumna Obl1 0OBSBICH KOHKYpC, IIeHa KoToporo coctabisuia 500 Teicsy pyosneid. B
pe3yJIbTaTe KOHKYPEHLIUN YETBIPEX POCCUNCKUX KOMIIAHUH, [IEHa TOCKOHTpaKTa cocTaBuia 155 Teicsay
pyOuieit. Beiurpana KOHKypc KOMITaHUS

«APTHLIOK», KOTOpast ¥ pa3paboTaia JOTrOTHII.

APOCCUA

7#14RUSSIA

Bomnpocs! 11 00cykaeHust:

a. Hackonbko yaaueH BeIOOp Jiorotumna?
b. Uro MoxkeT B ce0e HECTH JaHHasi MIUTFOCTpaus?
c. Kak  Moxer noBiusTh JTAHHBIN JIOTOTHTI Ha AMHAIK Poccun

KaK TypUCTCKOM JI€CTUHALINN?

Ortser:

Jlorotun pomkeH ObUT OBITH MOHSATEH M BHYTPEHHEMY, U 3apyOexHOMY TypucTy. bbuto yetsipe naew,
HO OCTaHOBWJIHCH Mbl Ha jorotune «Mos Poccust». Poccust - Gonblnast pasHooOpas3Has cTpaHa, B
KOTOPOH OY€Hb MHOTO BHUJIOB TYpH3Ma, U3 KOTOPBIX KaXKAbIH MOKHO BbIOpaTh uTO-TO cBOE. [loaTomy
JIOTOTUI COCTOMT M3 JBYX COCTaBJIAIONMX - dYeTkoro Hamucanusi «Poccus» wmnmm «Russiay Ha
AHTJIMHACKOM U TPUCTABKH Kak OBl pyKonmucHON «Mos» Wi «my», motomy uto Poccust st Kakaoro
CBOSL.

IIpumepHasi TeMaTHKA TBOPYECKHX CAMOCTOSITEJILHBIX Pa0d0T
3amaHue: camMOCTOSITENIFHO IMOATOTOBUTH HEOOJNbIIOEe COOOIIeHHEe C TMpe3eHTanueil ero B (opmare
Power Point.

1. «Kpukn» cpenneBexoBoro Toprosoro ropoaa (Ilapux, Jlonnon, Pum, [lerepOypr — Ha BbIOOD)
2. Teodpact Penono u Hauano pekiamMHO# nesTenbHocTH Bo Opanuuy.

3. Ponb npeccsl B CTAaHOBIEHUH pEKJIaMbl ITyTELIECTBUI U TypHU3Ma B HOBOE BpEMS.

4. «HankymienHoe s10J10k0» Kak TUIMYHAs WCTOpPUS CTAHOBJIEHUS TOBApHOIO 3HaKa B XX BEKe
(«Apple»)

5. [IpobreMa «cTpamHoi» peKiiaMbl Ha TEICBUACHUN BTOPOH MOJIOBUHBI X X BEKa.

6. XapakTep UCIoIb30BaHus (POTOM300paKeHHs B peKiiaMe TypHu3Ma.

7. Tpanchopmanus pexinamsl «Si quis» B EBponie XIX Beka.

8. Spmapka U BbICTaBKa Kak TEPPUTOPUS PEKIaMBbL.

9. Paguopexnama Typusma u cepBuca, crieriupuka ee BO3ACCTBHS.

10. [TosiBneHue LBETA B peKIaMe U €ro.

11.  Peknamnas BeIBeCKa B UCKyCCTBE MOjepHa. Macrtepa rpaduueckoii pexiambl XX Beka.

12.  Hctopuko-cucTeMHbINH aHAIN3 JII000M peKiIaMHON KaMITaHUU.
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13.  Tlogbopka u cucTeMaTu3alvs MaTepUasoB Mo pekiame Typusma u3 MHTepHeTa.
14. Hcropudeckue 00pas3pl B COBPEMEHHOM OTEUECTBEHHOW peKIaMe Typu3Ma U CepBHCa.
15. [Ipuemsbl cpeTHEBEKOBOM PEKIIaMBbl B COBPEMEHHOM PEKJIAMHOM JIETIE.

IIpumepHasi TeMaTHKA JOKJIAI0B

1. Bnusinue peknamMbl Ha KU3Hb COBPEMEHHOTO YEJIOBEKA.

2. Oco0eHHOCTH, TEHACHIIMH U MPOOJIIEMBI PAa3BUTUS OTEYECTBEHHOTO PBIHKA
PEKIIaMBl.

3. Bo3MOXHOCTH HOBAaTOPCTBA U TBOPYECTBA B PEKIIAME.

4. Oco0eHHOCTH peKjlaMbl Ha pa3HbBIX CTAAMAX JKU3HEHHOIO MK
TOBapa/yciayru

5. Cnemuduka BTL-pexambl

6. 3apokaeHue pekiaamsl B JIpeBHEM MUDE.

7. Pexnama B 3anagnoi Espone u CILA.

8. Hcropus pexnamsl B Poccun.

0. MepueHIaii3uHr U peKjiaMa Ha MecTe MpoAax Kak HMHCTpymeHThl BTL —
pEKIIaMBbl.

10. CtumynupoBaHue npojax kak nHCTpyMeHT BTL — pexiiambl.

11. CrumynupoBanue cObiTa Kak HHCTpyMeHT BTL — pexinambl

12. [Ipsimoit MmapkeTHHT Kak uHCTpyMeHT BTL — pexnamsl.

13. [Ipomaxt mmsiicment (product placement) kak uacTpyMeHT BTL — pexnamsl.

14. CriocoOblI TIpUBJICYCHNS] BHUMAHUS K PEKJIaMe.

15. Oco6eHHOCTH TOTPEOUTENHCKON MOTHBAIIMU TIOTPEOUTENEH TYPYCIIYT.

16. Oco0eHHOCTH UCTIONB30BaHMSI PEKJIaMbl TypU3Ma B TIpecce.

17. Crenuduka tene- 1 paJuopeKiaMbl TYPUCTUYECKUX YCIIYT.

18. Crnenmduka HapyXKHOU peKJiaMbl B chepe Typusma.

19. Ponb KOMIIBIOTEPU3MPOBAHHON pEKIaMbl B JAESITEIBHOCTH TYPUCTCKOTO
MPEIPUITHSL.

20. [leuatHas pexnama B cepe TypusMma.

21. XynoxecTBeHHOE 0(hOopMIIEHUE PEKIIAMHBIX OOBEKTOB.

22. Komnozunus pexiamsl.

23. B3aumoneiictBue BepOalibHOTO, BU3YaJbHOTO, 3BYKOBOTO U PUTMUYECKOTO
PS/I0B B PEKIAMHOM COOOIICHHH.

24. KonupaliThHr: CyIIHOCTE U IIpaBuUIia.

OO0pa3ubl TeCTOB /sl IPOBe/IeHUsI TEKYIIEro KOHTPOJIS U MIPOMEKYTOYHOMH aTTeCcTAlMH
M0 UTOTraM OCBOEHHS TUCIHUILINHBI, 2 TAK)Ke 1JI5l KOHTPOJIS CAaMOCTOSITEIbHOI PadoThI
o0yuamuerocst

1. B yeM 3akuIi04aeTcsi CyHIHOCTh NMOTPEOHTENHCKOI0 OTKINKA HA peKJaMy M0 MO/Ie/IH
ATR:

a) oliagas ONpeNeleHHOW OCBEJOMIIEHHOCTBIO O TOBape, IOKyNaTellb COBEpIIaeT
CIIOHTAHHYIO ITOKYIIKY C TEM, 4TOOBI HOHp06OBaTI> TOBAp U, OCHOBBIBAACH HA CcOOCTBEHHOM OIIBITE,
JIaeT OLIEHKY pEKIaMUpyeMOMY TOBapy;

0) oOmajmasi oOmpeneIeHHOM OCBEJOMJIEHHOCTbIO O TOBape, IOKyHaTellb HauWHaeT
MHTEPECOBATHCS JAaHHOM MapKoM, 3aTeM IPOSBIIAET JKelaHue 00J1aaTh UM U COBEPILIAET MOKYIIKY;

B) o0mazas OIpEIENeHHOW OCBEAOMJICHHOCTBIO O TOBape, MOKYMaTelb HaMEpPEeHHO
OTKAa3bIBAETCSI OT IMPOOHBIX MOKYNOK PEKIAMUPYEMOIro TOBapa, MOTHUBHUPYS 3TO CBOEOOpa3HbIM
«IaBIICHNEM» Ha HETO.



16

2. Kakue u3 meponpusTuii MOkHO cuyuTath PR-aknmeii:
a) opraHu3anus OecraTHbIX SKCKYpPCUI Ha MMBOBAPEHHBIN 3aBOJI;
0) okazaHuMEe aBHAKOMIIAHWEH CIOHCOPCKOM MOMOIIM B MPOBEAECHUH COPEBHOBAHUI IO JIETKOU
aTJIETUKE;
B) peKJlaMa OTKPBITHsI HOBOT'O aBHapeica 1o TEJIEBHJIEHUIO;
r) OecriaTHas pa3jaava MpoOHBIX 0Opa3IloB TOBapa.

3. K kaHajam HeJIMYHOH KOMMYHHMKAIIUM OTHOCATCS

a) oOlLIeHue C ayAUTOpUEH;

0) TazeTsl, )KypHAaJIbI,

B) oO1IeHue 1o Tenedony;

I') TOProBBIi MepcoHal (GUPMBI.

4. Ykaxure onpejejieHue, COOTBETCTBYIOLee MOHATHIO «PEeKIaMa:

a) 3TO MEPOIpPUATUS BPEMEHHOTO M JIOKAIBHOTO XapakTepa, OIMOJHSIONIME OCTaJIbHBIE
CpeICTBAa MAapKETHHTOBBIX KOMMYHHUKAIlMM W HalpaBJICHHbIE HA YCKOPEHHUE MPOJaX KOHKPETHOI'O
TOBapa,

0) MepomnpusiTUs, HUMEIONIME IeNbl0 C T[OMOIIbIO OINpeAENeHHbIX JEMCTBUI CO3/1aTh
IICUXOJIOTMYECKUHA KJIMMAT TOHMMAHUS U B3aUMHOIO JOBEPUS MEXAY MPEANPUATHEM U €ro
Pa3IMYHbIMU ayAUTOPUSIMH;

B) IEPCOHAJbHbIE KOMMYHHUKAIMM C II€NbI0 MOOYKIEHUs MOTpeOUTeNs K HEMEAJICHHBIM
JENCTBUAM (TTOKYTIKE)

I') JaHHOE OIIPEIEIEHUE OTCYTCTBYET.

5. Kakue u3 HM:Ke INepevHMcICHHBIX Lejell He SIBJASIOTCH LeJISMHM MapKeTHHIOBBIX
KOMMYHHMKAIHUI:

a) obecrieyeHre HaMOOBIIIEH CTETICHU YIOBJICTBOPEHHOCTH MTOKYIATENs OT TOBApa;

0) popMupoBaHue y noxkymnaress 6J1aronpusTHOr0O pactoiIoKeHHs K MapKe;

B) CTUMYJIMPOBAaHUE COBEPIIECHHUS TOKYTIKY;

r) hopMHpOBaHKE MOTPEOHOCTEN MOKyNaTeN s U UX aKTyaIu3alus;

1) obecrieyeHre (PUHaHCOBOM yCTOMYMBOCTH MPEIIPUSITHS.

6. K HemocTaTkaM TYpHCTCKOM peKJIaMbl B IIpecce OTHOCATCH:

a) KpaTKOBPEMEHHOCTh CYLIECTBOBAHMUS;

0) OYeHb BBICOKasi CTOMMOCTb;

B) IOTEpH NPU HEBOCTPEOOBAHHOCTHU YaCTH THUPAXKa.

7. Yro, corjiacHO HOBOM KJIaccu(pukanuu, oTHOCHTCH K ATL-koMMyHuKanusam:

a) Hapy KHasi peKIama,

0) pekiiama B CpeZICTBaX MaccoBOil HH(pOpMaINH;

B) Meponpustus PR;

I') CTUMYJIUPOBAHHE MTPOAAK.

8. Ykaxure onpeneisienue, cooTBeTcTBYIOIIECE MOHATHIO «PR»:

a) 9TO HeJIW4yHble (OPMBI KOMMYHHUKALMH, OCYIIECTBISEMblE 4Yepe3 IUIaTHbIE CpPEeICTBa
pacnpocTpaHeHus] HHPOPMALUHU U UCXOSAIINE OT YETKO ONPEIETICHHOIO UICTOYHHKA;

0) 3TO MepompHUATHS BPEMEHHOI'O M JIOKAJIbHOIO XapakTepa, JOMOJIHAIOLIME OCTaJIbHbIE
CpEICTBAa MAapKETHHIOBbIX KOMMYHHUKAIlMM M HallpaBJICHHbIE HA YCKOPEHHUE MPOJaX KOHKPETHOIO
TOBapa,

B) MEpOIpPUATHS, HMEIOIIME LENbl0 C TOMOIIBIO OINpeAENeHHbIX JEHCTBUM co3/1aTh
IICUXOJIOTUYECKUN KIMMAT IMOHMMAHUS M B3aUMHOIO JOBEPHs MEXAYy MPEeINpUsATHEM M €ro
Pa3IMYHBIMU ayAUTOPUSIMH;

I') MepCOHAJIbHbIE KOMMYHHKALMU C LEJIbI0 MOOYXKAECHUS IMOTPEOUTENIs K HEMEIJIEHHbIM
JEUCTBUSAM (TIOKYIIKE).

9. OT Kakux M3 HHKelepeuyHMCJeHHbIX (PAKTOPOB 3aBHCHT CTPYKTypa KOMILIeKca
MApPKEeTHHIOBbIX KOMMYHHMKAIUIl B TypU3Me:

a) OT yPOBHS IIaTEXECHOCOOHOCTH 11€JIEBOI'0 CETMEHTA;

0) ot arama XXIT;
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B) OT THIIA PBIHKA (PBIHOK MPEANPHUATUN WU MTOTPEOUTENbCKUNA PHIHOK);

I') OT HaJIM4YUS WIK OTCYTCTBUS IOCPEAHUKOB B COBITOBBIX KaHaIaX MPEIIPUITHS.

10. Kakue cienmajJucThl He BJISIOTCS PAa00THHKAMH PEKJIAMHOI0 areHTCTBA:

a) Komnupairep;

0) mozeparop;

B) Meauabaiiep;

I') 9KKayHT-MEHEIKED;

1) MeIHUaruiaHep;

e) TpaduKk-MeHeKep;

) MepuaHzaiizep.

11. Ha3oBuTe IBe OCHOBHBbIC NPHYUHBI NMOSIBJICHHS MEKIYHAPOAHBIX PEKJIAMHBIX
X01uHroB B Poccumn:

a) UX MosABIEHHE OOBICHAETCS MNPUXOAOM B Pocchio KpymHEHIIMX TpaHCHALMOHAJIBHBIX
KOpIOpaluii co CBOMMHU TOBapaMu U OpeH1aMu;

0) uX NosIBJICHNUE O0BACHACTCS KpailHel He3peI0CThI0 OTEUECTBEHHOTO PhIHKA PEKIIaMBbl;

B) UX MOSIBJICHUE OOBSACHSAETCS JKEIaHUEM OCBaMBaTh JOCTATOYHO OOJIBIION, NEPCIEKTUBHBIN
Y aKTUBHO Pa3BUBAIOIIMICS PHIHOK.

12. KoMMyHHKAaTHBHAsl CTPaTerus BTAJKUBAHUSA 3aK/JII0YACTCH:

a) B COCPEIOTOUECHNH OCHOBHBIX KOMMYHUKAaTUBHBIX YCUIIMI HA TOPrOBBIX NOCPETHUKAX;

0) B cOCpEIOTOUEHUU OCHOBHBIX KOMMYHUKATUBHBIX YCUJINN HA KOHEUHBIX MOTPEOUTEISIX;

B) B COCPEIOTOYEHHH ONTHMAJIBHO PpAaCIpENEICHHbBIX KOMMYHUKATHBHBIX YCWIMH Ha
MOCPEHUKAX U KOHEUHOM CIIPOCE.

13. Yo, corinacHo HOBOH KiaaccupuKanum, He OTHOCHTCA K BTL-koMMyHuKanusim:

a) CIIOHCOPCTBO;

0) cTUMYJTUPOBaHHUE POJIAK;

B) pexsiama B CMU;

r) PR

1) IPSIMOI MapKETHHT.

14. OcHoBHBIMHU HanpaBJeHussMH MeponpusaTuii PR aBasrorcs:

a) pexyiama;

0) npeanpa3AHUYHbIE LIEHOBBIE CKUJIKHU;

B) KOH(pEPEHIINY;

') JTHU OTKPBITBIX ABEPEH;

1) orHomeHus co CMU o nmoBoxy co3ganust puiibMa o MpeANpHSITHH.

15. Ykaxure onpenesjieHne, COOTBETCTBYIOLee MOHATHIO «CTUMYJTHPOBAHHE MPOANK»:

a) 3TO HeJIW4YHble (OpPMbl KOMMYHHKAIMM, OCYIIECTBISIEMblE Yepe3 IUIaTHbIE CpPEICTBa
pacrpocTpaHeHHs HUHGOPMALUU U UCXOASIIIE OT YETKO OIPEAEIEHHOIO HICTOUHHUKA,;

0) 5TO MepOmpUATHS BPEMEHHOTO M JIOKAJIHHOTO XapakKTepa, IOTOJIHSIONINE OCTAIbHBIC
CPEICTBAa MAapKETUHIOBbIX KOMMYHHUKALMH W HAIlpaBJICHHBIE HA YCKOPEHUE MPOJaX KOHKPETHOIO
TOBApa;

B) MEpONPUATHSA, HUMEIOIIME IEeNbI0 C MOMOILBIO ONPEAETICHHbIX JEWCTBUI CO31aTh
NICUXOJIOTHYECKUA KJIMMAT TOHMMAHUS U B3aUMHOIO JOBEPUS MEXAY MPEANPUSATHEM U €ro
pa3IMYHBIMU Ay AUTOPUIMY;

I') TEepCOHAIbHBIE KOMMYHHKALMU C LEJIbI0 MOOYXKACHUS IMOTPEOUTENsE K HEMEIJICHHBIM
JIENCTBUSAM (TIOKYIIKE).

16. Ykaxurte BepHble YTBEpPKICHHUA:

a) pekiiama urpaeT o0pazoBaTeJbHYIO PpOJIb, KOTOpas 3aKJIIOYaeTcs B PaclpOCTPaHECHUU
HOBBIX 3HAHUH, OTHOCSAIINXCS K Pa3IHYHBIM Chepam YeIOBEUECKOM A TEIbHOCTH;

0) pekiama CTAaHOBUTCSI YacTbiO NMPHUPOJHONW cpelapl OOMTAHMS 4YEJIOBEKAa U YYacTBYeT B
CTaHOBJICHUH 3KOJIOTMYECKHUX CTaHIapPTOB MBILUICHHUS;
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B) SKOHOMMYECKAsl pOJIb pEKJIaMbl IPOSIBIAETCS B HAJIAXUBAHUU XO3SMCTBEHHBIX CBS3El
MEXAy TpeaupuiTHsIMH W Yepe3 OTO  CIOCOOCTBYET pPOCTYy  JI€JOBOM  aKTUBHOCTH,
KaITUTaJIOBIIOKEHUH U YBEIMUYCHUIO YHciIa pabounx MeEcCT;

T') peKjaMa KCIOJIb3YeTCs ISl aKTyallu3alliy U PEeHIeHHs COLMAIbHO 3HAUMMBbIX MTPOOJIeM;

1) peKjaMa y4acTByeT B ()OPMHUPOBAHMM CAMOOIICHKH YEJIOBEKa M €ro MCHXOJOTHYECKUX
YCTaHOBOK.

17. Kakmue cpeacrBa BO3leiiCTBHSA BKJIKYAaeT B ce0s1l KOMILIEKC MAPKETHHIOBBIX
KOMMYHHUKAIUI:

a) pexyiama,

0) cTUMyIMpOBaHUE COBITA;

B) TOBap;

r) PR;

1) TUYHBIE TPOJIAXKH.

18. Kakue ¢axropbl He 0Ka3bIBaIOT BIMSHKE HA pa3Mep PeKJIaMHOTo Oro/keTa TyphHUpPMBIL:

a) LIeHa yCIIyTH;

0) pa3Mephl pbIHKA, TTOJICIKAIIUE OXBATY PEKIAMHBIM BO3/CHCTBHEM;

B) YHCJIEHHOCTh paOOTHHUKOB B OT/I€JI€ MAPKETHUHTa;

r) otamn XXIT;

1) (MHAHCOBBIE PECYPCHI PUPMBI;

€) OTJINYUTENIbHbIE CBOMCTBA YCIYTH.

19. Pacnonoxkure 3Tanbl NPOBeJeHHS PEKJIAMHOW KAaMIAHMM TYPKOMIAHMH B
JIOTHY€CKOil 10C/1e/10BaTeIbHOCTH:

a) oIrpeieIeHne U MOCTaHOBKA LeJIM PEKJIaMHOM KaMIlaHUH;

0) uccienoBaHue LEJIEBON ayIUTOPUH, PEKIIAMUPYEMOM YCIIyTH U KOHKYPEHTOB;

B) (OpPMHUPOBAaHUE CMETHI PACXO/I0B HA PEKIAMHYIO KaMIIaHHIO;

T') OIpe/IeNIiCHUEe PEKIIAMHON UICH;

1) o1ieHKa YPPEKTUBHOCTH PEKIAMHON KaMIIaHUU;

e) popmupoBaHue MIaHa peanu3aliy peKIaMHON KaMIIaHUY;

) TIpaKTUYEeCKask pean3aliyisl 3aIaHPOBAHHBIX PEKIAMHBIX MEPOIPHATHIL;

3) ompeneNieHne KaHAJIOB KOMMYHHUKAIUN U pa3paboTka peKJIaMHBIX COOOIICHHUI;

1) 3aKyIIKa BpEMEHHU U MECTa B CPEACTBAX PACIPOCTPAHEHHS PEKIIAMBI;

K) BbISICHEHHE MTPEIBAPUTEIILHON CyMMBbI pEKJIAMHBIX PAacXOIOB;

JI) olpeieNieHe OTBETCTBEHHBIX JIMI] 3a MIPOBEACHHE PEKIAMHOM KaMIIaHUU U [IPUBJICUEHUE, IPU
HEOOXOJMMOCTH CIELMAIMCTOB PEKJIAMHOI'O areHTCTBA.

20. Hcnmoub3oBaHHMe, KaKOil CTpaTernu MOAPa3yMeBaeT COCpel0TOYeHHe BcCexX
KOMMYHUKATHBHBIX YCWINH TYPKOMIIAHUN HA KOHEYHOM clpoce:

a) CTpaTeruy BTAJIKUBAHMUS;

0) cTpaTeruu BTATHBAHUS;

B) CTPAaTErny HKCKIFO3UBHOIO COBITA.

21. VYkakuTe HeBepHOE YTBep KIAeHHe:

a) OJIHUM M3 TJAaBHBIX YCJIOBHMH YCIEHUIHOIO MapKETHHIa SBISETCS pa3paboTka KOMILIEKca
MapKETUHIOBBIX KOMMYHHUKAIIHH;

0) MapKeTHHI MOJIy4us CBOe pa3BUTHE B J[peBHEM Mupe, a pekiiama — TOJIbKO B Hadaje XX
BEKa;

B) KOHLENIMS COLUAIBbHO-3TUYHOIO MAapKEeTUHIa OPHEHTUPOBaHA Ha YAOBJIETBOPEHHE
noTpeOHOCTEeH MOKymnarenel, TakuM 00pa3oM, M Yepe3 Takhe TOBApbl, YTOOBI MOAJIEPKUBATIOCH U
yJIy4dl1aJ0chk 6Jaromnoyydne Bcero o0IecTsa B LEI0M.

22. Ha xakom 3tane KIT npeanpusitue yame Bcero npuMeHsier MHGpOPMATHBHYIO
pekJjamy:

a) Ha JTare BHIBEICHMUS;

0) Ha JTamne pocra;

B) Ha ATAIeE 3pEJOCTH;
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') Ha dTare ynaaka.

23. Kakoili 3j1eMeHT KOMILIEKCAa MAPKETHHIOBbIX KOMMYHMKAIMI TMOApa3symMeBaeT
HCIO0JIb30BAHHE PEJAKIHOHHOI0, a He IUIATHOIr0 BpPEMEHHM HW/MJIM MecTa B CpeACTBax
pacnpocTpaHeHus HH(POPMALMU:

a) pexiama,

0) nmponaranna (PR);

B) CTUMYJIMPOBaHUE COBITA;

T) TUYHAs TIPoJaxKa.

24. K 10CTOMHCTBAM TeJIeBU3MOHHOM PeKJIaMbl OTHOCSTCS:

a) THOKOCTB;

0) 3(pheKTUBHOCTD BO3IEUCTBUSI 32 CUET N300PAKEHNUS, 3BYKA U IBIKCHUS,

B) MSITKOCTb;

I') LIMPOTa 0XBaTa ayAUTOPHUHU.

25. VYkaxuTe HeBepHOe YyTBepKIAeHHUEe:

a) pekiiaMa, Ha3bIBaIOIIasg OTJIMYUTENIbHBIA MpPU3HAK TOBapa, KOTOPBIA COJEPKHUTCA B
MUKPOCKOIIMYECKUX KOJIMYECTBAX U KOTOPBIM caM MOTpeOUTENb HE B CUIaX OOHAPYKUTh, TOMOTaeT
YCTaHOBUTb, YTO JAHHBIM MPU3HAK MPAKTUYECKHM OTCYTCTBYET U TEM CaMbIM YCKOPSET MpPOBall
TOBapa;

0) pexiiamMa CTUMYJIUPYET NMPOJaKy IJI0XOr0 TOBapa U YCKOPSET MPOBal XOPOIIETO.

B) aKTHBHAs peKJIaMa U COCPENOTOYEHHE YCHIMH TOJILKO Ha HEM HEe rapaHTHpyeT PbIHOYHBIM
YCIIEX U Ja’Ke MOXKET IPUBECTH K OTPULIATEIILHBIM PE3ysIbTaTam;

I) pekiaMa HpHOoOpeTaeT CBOIO MaKCUMaJbHYIO 3()()EKTUBHOCTH TOJBKO B KOMILIEKCE
MapKEeTHHIa, TAK KaK BCE €r0 3JIEMEHTHI B3aMMOCBA3aHbl U B3aUMO3aBUCUMBI.

26. PexsiamMopaTesiMy MOTYT BBICTYNATh cjeaylouue cy0beKThbl PbIHKA:

a) TOCYJJapCTBO U OOIIECTBEHHBIE OPraHU3aIIH;

0) MPON3BOIUTENH;

B) TOPrOBbIE MOCPEIHUKH;

I') YaCTHBIE JINIIA;

1) IPEANPHUATHS 110 OKa3aHUIO YCIIYT;

€) BCE€ BBIIIETIEPEUYHUCIICHHOE BEPHO.

27. B 4eM 3ak/I04aeTcsl CYHIHOCTb IOTPEOHMTEIbCKOr0 OTKJIMKA Ha peKJaMy Io
mopaean AIDA:

a) oOnmamas ONpENENeHHON OCBEJOMIECHHOCTHIO O TOBape, IOKYyMareidb COBEPIIAET
CIIOHTaHHYIO MOKYNKY C T€M, YTOOBI ONPOOOBaTh TOBAp M, OCHOBBIBAsICh HA COOCTBEHHOM OIIBITE,
JIa€T OLICHKY PEKIAMUPYEMOMY TOBApY;

0) oOnamasi ONpeAeNeHHON OCBEJOMIICHHOCTBIO O TOBape, INOKyHareilb HadyWHAeT
MHTEPECOBAThCS IaHHOM MapKOH, 3aTeM MPOSBIIAET KeJlaHue 00IaJaTh UM U COBEPIIAET MOKYIKY;

B) o0Oyiajas ONpENENeHHONM OCBEAOMJIEHHOCTBIO O TOBape, IOKYyNaTreilb HaMEPEHHO
OTKa3bIBACTCSI OT MPOOHBIX TMOKYMOK PEKIaMHUPYEMOro TOBapa, MOTHUBUPYS 3TO CBOEOOpa3HBIM
«JIaBJICHMEM» Ha HETO.

28. Kakoii u3 MeT0o10B ()OPMHUPOBAHUS PEKJIAMHOrO OIOMKETa HAMJIYYIIUM 00pazom
MOAXOAUT IS TYPKOMIIAHMH, ’KeJlalollell NMOBBICUTh YPOBEHb Y3HABA€MOCTH MapKH «A» B
KOHKPETHOM peruoHe Ha 35 %:

a) popmupoBaHue OrOKETa PEKIAMBI IO OCTATOYHOMY ITPHHIIHITY;

0) popMupoBaHue OroIKETa PEKIIaMbl METOJIOM KOHKYPEHTHOTO TTAPUTETA;

B) (hopmupoBaHue OrOKETa pEeKIIaMbl, HCXO U3 LIeJIeH U 3a/1a4;

r) (hopmHpoBaHKE OrOKETa pEKJIaMbl METOJIOM (DUKCHPOBAHHOT'O TIPOLICHTA.

29. VYkaxuTe BepHbIe YTBePK/ICHUS:

a) MOpeuMyIIecTBO (OPMHUPOBAHUS pEKIAMHOro Oropkera MeToAoM (UKCHPOBAHHOTO
IIPOLIEHTa 3aKJIKYaeTcd B TOM, YTO Yy HIpPEINpUsTUS Bceraa OyIeT OmpeleleHHas cymMma Ha
pekiiamy;
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0) OCHOBHOHM HeIOCTAaTOK (POPMUPOBAHUS PEKIAMHOTO OOPKETa METOIOM (PUKCHPOBAHHOTO
MPOLEHTa 3aKJIIYaeTcs B TOM, YTO B CIy4yae CHIKEHHUS O0BEMOB MpPOJak CyMMa PEKIAMHBIX
CpeACTB TOXe OyJeT CHIKAThCS;

B) CaMbIM ONTHMAJIBHBIM M HanmOosiee YPGEeKTUBHBIM METOAOM (OPMHPOBAHUS PEKIAMHOTO
Oro/KeTa SIBIETCS METOJl OCTaTOYHBIX CPEJICTB — B JIAHHOM Ciy4yae peKJIaMHbIE Cpe/ICTBa He
MPUBSI3aHbI K 00beMaM MPOJIaXK;

I') BCE YTBEPKACHHUS SBIISIOTCS BEPHBIMHU.

30. Yro M3 HHKE NMePEeYHCICHHOI0 HeJIb3l CYMTATH IPEMMYLIECTBOM PAaJIHOPEKJIaAMbI:

a) OTHOCHUTEJIbHO HU3Kasi CTOUMOCTb PEKJIaMBbl;

0) BbICOKas CTeneHb H30MPATEIBbHOCTU [0 TEPPUTOPHAIBHOMY M JeMorpapuiyecKum
MPU3HAKAM;

B) MacCOBOCTb;

I') HETOCPEACTBEHHOE 00pallleHNe K UyBCTBAM LIEJIEBOM ay TUTOPHH.

31. Tapu¢sl Ha onIaTy TeJEBH3HOHHOIO PEKJIAMHOI0 3upa 3aBUCAT OT:

a) BpEMEHU CYTOK;

0) peiiTuHra porpamMmmsl;

B) OT TEJIEBU3MOHHOI'O KaHAIa;

I) OT JUIMTEIbHOCTU PEKJIIAMHOTO COOOIIEHUS;

1) OT BCETO BBILIE IEPEUNCICHHOTO.

32. Kakue CKHIKH MOKET MOJIYYUTh PEKIaMOAATEIb OT PEKJIAMHOIO areHTCTBA:

a) 3a mpeJoIUIaTy 3aKasa;

0) 3a 00BeM 3aKasa;

B) CE30HHBIE CKUJIKU;

I') CKMJIKA IPUBUJIETUPOBAHHBIM 3aKa3UUKaM;

1) BCE BBILIENIEPEUNCIIEHHOE BEPHO.

33. Yrto M3 HMKe MePeYHCIEHHOr0 He Y/I0P0KaeT MPOU3BOACTBO PEKJIAMHBIX POJINKOB:

a) Xopolas Iorojia BO BpeMs ChbeMOK;

0) HanMuue eTel, a Tak)Ke )KUBOTHBIX B CIOXKETE;

B) aHUMAIINS,

') peUTUHT KaHana, r1ie OyAeT TPaHCIUPOBATLCS PEKIIaMa;

1) IEPEHOC ChbEMOK Ha BTOPOU JICHB;

€) UCII0JIb30BaHNE OOJIBIION TPYNIbI U TOPOTUX JEKOPAIHii;

) IPUCYTCTBUE B CIOXKETE MOIMYJISAPHOIN JTUUHOCTH;

3) OTCYTCTBHE KYPSIIMX JIULl HA Cb€MOYHOM TUIOIIAIKE;

1) CheMKa HOYbIO.

34. VYkaxute onpejeieHHe, COOTBETCTBYIOIIEee OHATHIO «PEKIaMar:

a) 9TO HeJIuuyHble (OPMBI KOMMYHHKALMH, OCYIIECTBISEMblE 4Yepe3 IUIaTHBIE CpEeICTBa
pacnpocTpaHeHUs] HHPOPMAIUHN U UCXOJSAIINE OT YETKO ONPEIETICHHOIO NICTOYHHKA;

0) 3TO MepompHUATHS BPEMEHHOI'O M JIOKAJIbHOTO XapakTepa, JOMOJIHAIOLIME OCTaJIbHbIE
CpEICTBAa MAapKETHHIOBBIX KOMMYHHUKAIMM U HAllpaBJICHHbIE HA YCKOPEHHUE MPOJaX KOHKPETHOIO
TOBapa;

B) MEpOIpPUATHS, HMEIOIIME LEIbl0 C TIOMOIIBIO OINpeAeNeHHbIX JEHCTBUM co3/1aTh
IICUXOJIOTUYECKUN KIMMAT IMOHMMAHUS M B3aUMHOIO JOBEPHs MEXAYy MPEINpUsATHEM M €ro
Pa3NUYHBIMH ay TUTOPHIMU;

I') MepCOHAbHbIE KOMMYHHKALMU C LEJIbI0 MOOYXKAECHUS IMOTPEOUTENIs K HEMEAJIEHHbIM
JEUCTBUAM (TIOKYIIKE).

35. UYro siBiasieTcsi 3JieMEHTAMU MEYATHOI0 PEKJIAMHOI0 TEKCTA:

a) 3aroJIOBOK;

0) OCHOBHOM TEKCT;

B) aCIOPTHUKA;

I') peKJIaMHBbIH JIO3YHT;

1) IOANNCU U KOMMEHTApUH;
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€) «IETEKTOP».

36. Ykakure onpejeseHne, COOTBETCTBYIOLIEE MOHATHIO KCTUMYJIMPOBAHHME TIPOAANK»:

a) 9TO HeJIW4yHble (OPMBI KOMMYHHKALMH, OCYIIECTBISEMbIE 4Yepe3 IUIaTHBIE CpPEeICTBa
pacnpocTpaHeHUs] HHPOPMAIUHN U UCXOSAIINE OT YETKO OMPEIETICHHOT0 UICTOYHHKA;

0) MepompusATHs, HUMEIOIIKME IEeNbI0 € MOMOIIBIO ONPEAETICHHBIX JEUCTBUI co31aTh
MICUXOJIOTHYECKUA KIMMAT TOHMMAaHUS W B3aUMHOIO JOBEPUS MEXAY MPEANPUSTHEM U €ro
pa3IMYHBIMU ayAUTOPUIMY;

B) IEpCOHAJbHblE KOMMYHHUKALIMA C LENbI0 MOOYXKIEHUS MOTpeOuTeNss K HeMeIJICHHBIM
JecTBUAM (TTOKYTIKE);

I') JaHHOE OTIpe/IeJIEHNE OTCYTCTBYET.

37. Kakoe MecTO Ha ra3eTHOM 10J10Ce SIBJISCTCS HAMIYYIIHM 118 BOCIIPUATHS S

a) B HWYKHEH 4acTH MepBOil CTpaHUIIbL;

0) mpaBblii BEpXHUI yroJ Ha JEBOH MOJIOCE;

B) IpaBbIi BEPXHUH YroJl Ha MPaBoi MOJIOCE;

I') J€BBIA HUKHUM yToJI Ha JIEBOM IOJIOCE.

38. Kakmue cpeacrBa BO3IeiicTBHSI He BKJIYaeT B ce0 KOMILUIEKC MapKETHHIOBBIX
KOMMYHHMKAIHI:

a) pexyiama,

0) cTUMYJTUpPOBaHHUE POJIAK;

B) HaCWUJIUE;

I') JUYHBIE IPOJAXKH;

1) YTOBOPBI.

39. VYkakuTe BepHbIC YTBEPKIACHHUS:

a) c1a0oil CTOPOHON peKIaMbl B ra3eTax SIBISETCS HE3HAYUTENbHAs ayJJUTOPUS «BTOPUYHBIX
YHUTaTENCH»;

0) NpeuMyIIeCTBOM HapyKHON PEKJIaMbl MOXHO CYMTATh BHICOKHI YPOBEHb YMOLIMOHAIIBHOTO
BO3JICHCTBUS;

B) peKkjiama B JKypHaJlax UMEeT BBICOKOE KaueCTBO BOCIIPOU3BEACHUS U BOCIPUHUMAETCS KaK
JIOCTOBEPHAsl U IPECTUKHAS;

I) HEJOCTaTOK TEJIEBU3MOHHOM pEeKJIaMbl 3aKJIIOYAeTCsi B MHMOJIETHOCTH PEKJIAMHOIO
KOHTaKTa IPU BBICOKOH €70 CTOUMOCTH.

40. YkakuTe HeBEepHOE YTBepiKIAeHHe:

a) K OCHOBHBIM BHJaM paJHOpPEKIaMbl OTHOCST: MY3bIKaJbHbIE€ 3aCTaBKHU; >XaHPOBbIE
CIEHKH; IPsIMO€ OOBSIBICHNE; OPUTHHAIBHOE T'OJIOCOBOE MPECTaBICHHE;

0) B HacToslee BpeMs MPOBOJHOE paauo sBiseTcs Hed((PEKTUBHBIM B KauecTBE CpPEICTBa
pacnpocTpaHEeHUs paJuoOpEKIaMbl;

B) Ul NPUBJICYEHUS M YyJEpXKaHWUS BHUMAHUS TEKCT PaJUOpPEKIaMbl JOJDKEH OTIMYATHCS
BBICOKOW MHTEHCUBHOCTBIO;

I') CTOMMOCTb pa3MeIIeHUs paJlopeKaMbl HA MECTHBIX paJlioKaHajIax ropaso HUKe, 4eM Ha
MECTHOM TEJIEBUJICHUU.

41. Ot 4yero He 3aBHCHT ILIaTA 32 pa3MellleHHEe HAPYKHOM peKJIaMbl:

a) OT pa3MepOB HAPYKHOU pEKIaMBbl;

0) OT TEeppUTOPHATILHBIX IPAHUL] pa3MEILEHHS;

B) OT BHJIa PEKIIAMUPYEMOTO TOBapa;

I') OT OCBELICHHOCTH PEKJIaMHOTO MECTa;

1) OT OPTaHU3AIOHHO-TIPAaBOBON (POPMBI pEKIaMOIATEIIS.

42. KoMMyHUKaTHBHAasi CTpPaTerusi BTATHBAHHS 3aKJII0YACTCH:

a) B COCPEJOTOUEHNN OCHOBHBIX KOMMYHUKATUBHBIX YCHWJIMHA HA TOPTOBBIX OCPEIHUKAX;

0) B COCpPEOTOYEHUN OCHOBHBIX KOMMYHHUKATHBHBIX YCUJIMNA HA KOHEUHBIX OTPEOUTEISX;

B) B COCPEIOTOYEHHU ONTHUMAJIBbHO PpACIpElEICHHbBIX KOMMYHUKATHBHBIX YCWJIMH Ha
IIOCPEAHUKAX U KOHEYHOM CIIPOCE.

43. Kakmue ¢aKkTopbl BIUSIIOT HA pa3Mep PeKJIaMHOIo0 Or/Kera:
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a) 1leHa TOBapa;

0) pa3Mephl pbIHKA, TTOJICIKAIUE OXBATY PEKIAMHBIM BO3/CHCTBHEM;

B) YHCJIEHHOCTh paOOTHHUKOB B OT/I€JI€ MAPKETHUHTa;

r) otamn XKIT;

1) IPOM3BOJICTBEHHBIN MOTEHIINAI TPEATIPHUSTHUS;

€) OTJINYUTENbHBIE CBOMCTBA TOBapa.

44. Kaxoii u3 MeroaoB (GOpPMHPOBAHMSA PEKJAMHOIO OIO/iKeTa HMCHOJb3YyeT
TYPKOMIAHHUS, €CJIM OHO €5KeKBAPTAJIbHO OTYHC/IsSIET HA pekiaamy 7,5 % oT 00beMOB Npoaax:

a) hopmMupoBaHHe OI0KETa PEKIIaMbl 10 OCTATOYHOMY IMPUHIIMITY;

0) popmMupoBaHue OroIKeTa peKiIaMbl METOJJIOM KOHKYPEHTHOTO TTapUTETa;

B) opMupoBaHue OI0KETa PeKIaMbl, UCXO/Is U3 LIeJIel 1 3a1ay;

r) (hopMupOBaHUEe OrOKETa PEKIIaMbl METOIOM (PUKCHPOBAHHOTO TPOLIEHTA.

45. Kakume TesieBH3MOHHBIC Tmepenauyu, corigacHo P3  «O pexkname», He
JAOMycKaeTcsl NMpepbIBATh PeKJIaMoii H COBMEIATh C Heli:

a) IeTCKUe U 00pa3oBaTebHbIe Mepejayn;

0) HOBOCTHBIE MEepeavH, IITUTEIHHOCThIO OoJee 15 MUHYT;

B) IIPSIMbIE TPAHCIISIIIMKA CIIOPTUBHBIX COPEBHOBAHUIA;

I') peJIMTHO3HbIE Nepeaayn;

1) HOBOCTHBIE NIE€peayuu, [JUINTEIIbHOCTRIO MeHee 15 MUHYT.

46. YkaxxuTe HeBepHbIe YTBePKIEHHUS:

a) HapykHas peKjaMa He JOJDKHA MMETh CXOJICTBA C JIOPOKHBIMU 3HAKAMHU U YKa3aTeJsIMH,
YXyIIIAaTh BUAUMOCTh U CHU)KATh 0€30MaCHOCTh JIBIKEHHS,

0) pacmpocTpaHeHHE peKJamMbl Ha  TPAHCHOPTHBIX  CPEACTBaX, 00OpPYIOBaHHBIX
CTIeMANbHBIMUA CBETOBBIMU U 3BYKOBBIMH CUTHAJIAMH, 3aIPEIIEHO;

B) pa3pelaeTcss HAaHOCUTh Ha TPAHCIOPTHBIE CPEACTBA peKiaMy, KOTopas o H300pakeHHIo,
IBETY M MECTY pAaCIIOJIOKEHHUSI HWMEET CXOACTBO C IBETOrpaMUYEeCKUMHU CXEMaMH OKpPaCKU
TPAHCHOPTHBIX CPEACTB CHEIMATbHBIX U ONEPATHUBHBIX CIIYXO;

r) pekiaMa ajKorojss MW TabauyHbIX W3ACTUNA MOXET cojepkaTh HWH(oOpMaIuoo o
MOJIOKUTEIBHBIX TEPaneBTUYECKUX CBOMCTBAaX JAHHBIX TOBAPOB M MPEJCTABIATH UX BBICOKOE
coJiepKaHue B MPOIYKTE KaK JOCTOWHCTBO.

47. KTo Mo:KeT SIBJIATHCS aPecaToM MAPKETHHIOBBIX KOMMYHHKALIMIi:

a) peajbHbIC MOKYTATENH;

0) moTeHUHaIbHbIE TOKYIIATeNH;

B) MapKETHHTOBBIE IOCPETHUKH;

') KOHTAaKTHBIE ayAUTOPUU;

1) TIOCTaBIIHUKH;

€) COTPYAHUKH HaIIEeTo MPeANpUsiTHUS;

) BCE BBIIIIE IEPEUNCIEHHOE BEPHO.

48. Kak Ha3bIBaeTcsi pekjaMa, KOTOpasi MpeacTaBJisieT 00leCTBEHHble MHTEPeChl U
HanpaBJieHAa Ha J0CTHKeHHe 001eCTBEHHO 3HAYNMBbIX 1eJIei:

a) MPeCTKHAS,

0) coruaiabHasi;

B) KOCBCHHasI.

49. Kakas pexiama, coriaacHo @3 «O pekiiame», sIBJIAETCH CKPbITOM:

a) KOTOopas OKa3blBaeT HE OCO3HABAaEMOE IMOTpeOUTENeM pEKJIaMbl BO3ACHCTBHE Ha €ro
BOCIIPHSITHE;

0) KoTopas HampaBjieHa Ha (QopMupoBaHHE OJArONPUATHOTO OOIIECTBEHHOI'O MHEHHUS O
NPENPUSTHH U €TO TOBApax;

B) KOTOpAsi MOSIBIISIETCS B CPEJICTBAX pa3MEICHHs PEKJIaMbl KpaitHe PeJIKo.

50. MoxkHO JHM CYUTATh CJAYXH (MOJIBY O XapaKTepHUCTHKAX TYPHPOAYKTa)
HedopMaTbHBIMH MAPKETHHIOBHIMH KOMMYHUKANMSAMM:
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a) MOXKHO, TaK KaK OHM MOTYT I'€HepUpOBaThCS CaMOM TypKOMIaHuel U cTaTh 3()(HEeKTUBHBIM
cpeacTBoM (popMHUpPOBAHUS 3aIUIAHUPOBAHHBIX B3aUMOOTHOLICHHH € LIEIEBBIMU ay IUTOPUSIMU;

0) Hesb3s, TaK KaK OHM BO3HUKAIOT CaMONPOM3BOJIBHO WM «Ojarogaps» KOHKYypeHTaM MU
CYIIECTBYIOT BHE BCAKOM 3aBUCHMOCTH OT MAPKETUHIOBBIX KOMMYHUKAIIMM.

B) M MOXHO U HEJIb3s1 — BCE 3aBUCUT OT TOTO, KTO T€HEPUPYET CITYXH.

Exam questions:

1. The concept and essence of advertising. A variety of approaches to the definition of
advertising.

2. Goals and objectives of advertising. advertising features. The objectives of advertising in
tourism.

3. Types of advertising allocated according to different criteria. Features of commercial and
social advertising.

4. Classification of advertising in tourism.

5. The origin of advertising in the ancient world.

6. Advertising in Western Europe and the USA.

7. History of advertising in Russia.

8. Place of advertising in the marketing communication system. The relationship of advertising
with other means of marketing communications (commercial propaganda, personal selling, sales
promotion, public relations).

9. The concept and main tools of BTL advertising.

10. BTL advertising and the concept of the overall product lifespan.

11. Merchandising and advertising at the point of sale as BTL advertising tools.

12. Sales promotion as a BTL advertising tool.

13. Sales promotion as a BTL-advertising tool.

14. Direct marketing as a BTL-advertising tool.

15. Product placement as a BTL advertising tool.

16. Advertising as a method of managing people: ways to draw attention to advertising,
methods of influencing consumers.

17. Use in advertising of the main provisions of the theory of communication.

18. Psychology of consumer motivation of consumers of travel services.

19. Socio-psychological features of the perception of advertising.

20. Legal regulation of advertising activities.

21. The role of the Federal Law "On Advertising" in the organization and management of
advertising activities. Basic concepts and requirements for advertising, presented in the Federal Law
"On Advertising".

22. Responsibility of participants in the advertising process for inappropriate advertising.

23. Ethical standards in advertising (Code of advertising practice).

24. Basic approaches to the classification of advertising media.

25. The main elements of advertising media and their characteristics (text, image, color, light,
sound, font, etc.)

26. Features of the use of advertising of tourist services in the press

27. The specifics of radio and television advertising in tourism.

28. Means of outdoor advertising and their use in the field of tourism.

29. The role of computerized advertising of tourist services in modern conditions.

30. Conditions for choosing advertising media.

31. Methodology for the development of promotional materials.
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32. The structure of the advertising message and the characteristics of the main elements of the
verbal part (slogan, title, main advertising text, echo phrase)

33. Artistic design of advertising messages.

34. Composition of advertising.

35. Copywriting as an advertising tool: essence, rules of use.

36. Choice of means of distribution of advertising. Advantages and disadvantages of the main
means of advertising distribution.

37. The specifics of the tourism product, which determines the features of advertising in the
tourism sector.

38. Image and corporate identity of the company in the field of tourism. Elements of the
corporate identity of the organization as a means of advertising in the socio-cultural service and
tourism.

39. Advertising of tourist destinations.

40. Advertising a tourist product at exhibitions and fairs

41. The relationship of participants in the advertising process in the course of organizing
advertising activities.

42. Planning promotional activities in tourism.

43. Organization of an advertising campaign in the field of tourism.

44. Development of the budget of an advertising company in the field of tourism (factors
affecting the size of the advertising budget, methods of forming an advertising budget).

45. Economic efficiency of advertising in tourism: basic concepts, methods for calculating the
effectiveness of advertising.

46. Psychological effectiveness of the use of advertising media in tourism: performance
indicators, methods for studying efficiency.

Situations for discussion

Situation 1. "Incentive action"

Globus-Touristik, a company specializing in the sale of mass tours, has organized a stimulating
campaign, according to which each client of the agency who has bought more than five trips in a year
receives a 3% discount.

Related questions:

1. How do you evaluate the effectiveness of the proposed option?

2. How can this promotion affect the image of the travel agency?

3. What options for building customer loyalty would you offer?

4. What promotion options work for you as a consumer?

Situation 2. "Mission"

1. Formulate the mission of the tour operator ICS Travel.

2. After discussing the mission options, read the real mission of the tour operator:

The mission of ICS Travel is to promote the development of the tourism industry in Russia,
bring Russian tourism to a level that meets international standards, and provide quality tourism
services that meet the needs of tourists.

Issues for discussion:

1. What is the mission of the company?

2. Highlight mission keywords.

3. Is the mission achievable? How can results be achieved?

4. How does this mission characterize the company?

Situation 3. "My Russia"
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In 2012, for the first time, a tourist logo of Russia was created, which will be valid for all
events held under the Federal Target Program (FTP) for the development of tourism in the Russian
Federation until 2018.

A competition was announced for the creation of the logo, the price of which was 500 thousand
rubles. As a result of the competition of four Russian companies, the price of the state contract
amounted to 155 thousand rubles.

Topics for assignments

Assignment: to prepare a short message with its presentation in Power Point format.

1. Design in advertising.

2. Print advertising in tourism.

3. The role of the press in the development of travel and tourism advertising in modern times.

4. "Apple" as a typical history of the formation of a trademark in the twentieth century

5. The problem of "terrible" advertising on television in the second half of the twentieth
century.

6. The nature of the use of photographic images in tourism advertising.

7. Transformation of advertising "Si quis" in Europe of the XIX century.

8. Fair and exhibition as a territory of advertising.

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

10. The appearance of color in advertising and its.

11. Advertising sign in modern art. Masters of graphic advertising of the twentieth century.

12. Historical and system analysis of any advertising campaign.

13. Selection and systematization of materials for advertising tourism from the Internet.

14. Historical images in modern domestic advertising of tourism and service.

15. Methods of medieval advertising in modern advertising.

15. Features of consumer motivation of consumers of travel services.

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

17. Specificity of television and radio advertising of tourist services.

18. Specificity of outdoor advertising in the field of tourism.

19. The role of computerized advertising in the activities of a tourist enterprise.

Tests for examination:

1. What is the essence of the consumer response to advertising according to the ATR model:

a) having a certain awareness of the product, the buyer makes a spontaneous purchase in order
to try the product and, based on his own experience, evaluates the advertised product;

b) having a certain awareness of the product, the buyer begins to be interested in this brand,
then shows a desire to own it and makes a purchase;

¢) having a certain awareness of the product, the buyer deliberately refuses trial purchases of
the advertised product, citing a kind of "pressure" on him.

2. Which of the events can be considered a PR campaign:

a) organization of free excursions to the brewery;

b) provision by the airline of sponsorship in athletics competitions;

c) advertising the opening of a new flight on television;

d) free distribution of test samples of goods.

3. Non-personal communication channels include:

a) communication with the audience;

b) newspapers, magazines;

¢) talking on the phone
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d) sales staff of the company.
4. Specity the definition corresponding to the concept of "advertising":
a) these are temporary and local events that complement other means of marketing

communications and are aimed at accelerating sales of a particular product;

b) activities aimed at creating a psychological climate of understanding and mutual trust

between the enterprise and its various audiences through certain actions;

¢) personal communications to encourage the consumer to take immediate action (purchase)
d) this definition is missing.

5. Which of the following purposes are not the purposes of marketing communications:

a) ensuring the greatest degree of customer satisfaction from the product;

b) the formation of a favorable disposition of the buyer to the brand,

¢) encouragement to make a purchase;

d) the formation of the needs of the buyer and their actualization;

e) ensuring the financial stability of the enterprise.

6. The disadvantages of tourist advertising in the press include:

a) short duration of existence;

b) very high cost;

¢) losses due to lack of demand for part of the circulation.

7. What, according to the new classification, refers to ATL communications:

a) outdoor advertising;

b) advertising in the media;

c¢) PR activities;

d) sales promotion.

8. Specify the definition corresponding to the concept of "PR":

a) these are non-personal forms of communication carried out through paid means of

disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing

communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust

between the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).
9. Which of the following factors determines the structure of the complex of marketing

communications in tourism:

Russia:

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

b) from the stage of the life cycle;

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

d) from the presence or absence of intermediaries in the marketing channels of the enterprise.
10. Which specialists are not employees of an advertising agency:

a) copywriter

b) moderator;

¢) media buyer;

d) account manager;

e) media planner;

f) traffic manager;

g) merchandiser.

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

a) their appearance is explained by the arrival in Russia of the largest transnational corporations

with their goods and brands;

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

developing market.
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12. The communicative push strategy is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

¢) in the concentration of optimally distributed communication efforts on intermediaries and
final demand.

13. What, according to the new classification, does not apply to BTL communications:

a) sponsorship;

b) sales promotion;

¢) advertising in the media;

d) PR

e) direct marketing.

14. The main areas of PR activities are:

a) advertising;

b) pre-holiday price discounts;

¢) conferences;

d) open days;

e) relations with the media regarding the creation of a film about the enterprise.

15. Specify the definition corresponding to the concept of "sales promotion":

a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing
communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust
between the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).

16. Indicate the correct statements:

a) advertising plays an educational role, which consists in the dissemination of new knowledge
related to various fields of human activity;

b) advertising becomes a part of the natural environment of a person and participates in the
formation of ecological standards of thinking;

c) the economic role of advertising is manifested in the establishment of economic relations
between enterprises and through this contributes to the growth of business activity, investment and an
increase in the number of jobs;

d) advertising is used to update and solve socially significant problems;

e) advertising is involved in the formation of a person's self-esteem and his psychological
attitudes.

17. What means of influence does the complex of marketing communications include:

a) advertising;

b) sales promotion;

¢) goods;

d) PR;

d) personal selling.

18. What factors do not affect the size of the advertising budget of a travel agency:

a) the price of the service;

b) the size of the market to be covered by advertising exposure;

¢) the number of employees in the marketing department;

d) stage of the life cycle;

e) the financial resources of the firm;

f) the distinctive features of the service.

19. Arrange the stages of the advertising campaign of the travel company in a logical sequence:

a) defining and setting the goal of the advertising campaign;

b) research of the target audience, advertised services and competitors;
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c¢) formation of cost estimates for the advertising campaign;

d) definition of an advertising idea;

e) evaluation of the effectiveness of the advertising campaign;

f) formation of a plan for the implementation of an advertising campaign;

g) practical implementation of the planned promotional activities;

h) determination of communication channels and development of advertising messages;

1) buying time and space in advertising media;

j) clarification of the preliminary amount of advertising expenses;

k) determination of responsible persons for carrying out an advertising campaign and
involvement, if necessary, of specialists from an advertising agency.

20. What strategy is used to focus all the communication efforts of the travel company on the
final demand:

a) push strategies;

b) pull strategies;

¢) exclusive marketing strategies.

21. Indicate the incorrect statement:

a) one of the main conditions for successful marketing is the development of a complex of
marketing communications;

b) marketing was developed in the ancient world, and advertising - only at the beginning of the
twentieth century;

¢) the concept of socially ethical marketing is focused on satisfying the needs of consumers in
such a way and through such products that the well-being of society as a whole is maintained and
improved.

22. At what stage of the life cycle does an enterprise most often use informative advertising:

a) at the stage of withdrawal;

b) at the stage of growth;

c) at the stage of maturity;

d) at the stage of decline.

23. Which element of the marketing communications mix involves the use of editorial rather
than paid time and/or space in the media:

a) advertising;

b) propaganda (PR);

¢) sales promotion;

d) personal selling.

24. The advantages of television advertising include:

a) flexibility;

b) the effectiveness of the impact due to the image, sound and movement;

¢) softness;

d) breadth of audience coverage.

25. Indicate an incorrect statement:

a) advertising that names a distinctive feature of a product that is contained in trace amounts
and which the consumer himself cannot detect, helps to establish that this feature is practically absent
and thereby hastens the failure of the product;

b) advertising stimulates the sale of a bad product and accelerates the failure of a good one.

¢) active advertising and focusing only on it does not guarantee market success and may even
lead to negative results;

d) advertising acquires its maximum effectiveness only in the marketing mix, since all its
elements are interconnected and interdependent.

26. Advertisers may be the following market entities:

a) the state and public organizations;

b) manufacturers;

c) resellers;
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d) private individuals;

e) service providers;

e) All of the above are correct.

27. What is the essence of the consumer response to advertising according to the AIDA model:

a) having a certain awareness of the product, the buyer makes a spontaneous purchase in order
to try the product and, based on his own experience, evaluates the advertised product;

b) having a certain awareness of the product, the buyer begins to be interested in this brand,
then shows a desire to own it and makes a purchase;

¢) having a certain awareness of the product, the buyer deliberately refuses trial purchases of
the advertised product, citing a kind of "pressure" on him.

28. Which of the methods of forming an advertising budget is best suited for a travel company
that wants to increase brand A awareness in a particular region by 35%:

a) formation of the advertising budget according to the residual principle;

b) formation of the advertising budget by the method of competitive parity;

c¢) formation of the advertising budget, based on the goals and objectives;

d) formation of the advertising budget by the fixed percentage method.

29. Indicate the correct statements:

a) the advantage of forming an advertising budget using the fixed percentage method is that the
enterprise will always have a certain amount for advertising;

b) the main disadvantage of forming an advertising budget using the fixed percentage method is
that in the event of a decrease in sales, the amount of advertising funds will also decrease;

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

d) all statements are true.

30. Which of the following is not considered an advantage of radio advertising:

a) relatively low cost of advertising;

b) a high degree of selectivity in terms of territorial and demographic characteristics;

¢) mass character;

d) direct appeal to the feelings of the target audience.

31. Tariffs for payment for television advertising air depend on:

a) time of day

b) program rating;

¢) from a television channel;

d) the duration of the advertising message;

e) all of the above.

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

a) for prepayment of the order;

b) for the volume of the order;

¢) seasonal discounts;

d) discount for privileged customers;

e) All of the above are correct.

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

a) good weather during filming;

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

¢) animation;

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

e) transfer of filming to the second day;

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

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

h) the absence of smokers on the set;

1) shooting at night.

34. Specify the definition corresponding to the concept of "advertising":
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a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing
communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust
between the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).

35. What are the elements of printed advertising text:

a) title

b) main text;

C) passport;

d) advertising slogan;

e) signatures and comments;

e) "detector".

36. Specify the definition corresponding to the concept of "sales promotion":

a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) activities aimed at creating a psychological climate of understanding and mutual trust
between the enterprise and its various audiences through certain actions;

¢) personal communications to encourage the consumer to take immediate action (purchase);

d) this definition is missing.

37. What is the best place on the newspaper page for perception:

a) at the bottom of the first page;

b) upper right corner on the left lane;

¢) upper right corner on the right lane;

d) lower left corner on the left lane.

38. What means of influence does not include a complex of marketing communications:

a) advertising;

b) sales promotion;

¢) violence;

d) personal selling;

d) persuasion.

39. Indicate the correct statements:

a) the weak side of advertising in newspapers is a small audience of "secondary readers";

b) the advantage of outdoor advertising can be considered a high level of emotional impact;

¢) advertising in magazines has a high quality of reproduction and is perceived as reliable and
prestigious;

d) the disadvantage of television advertising lies in the fleetingness of advertising contact with
its high cost.

40. Indicate an incorrect statement:

a) the main types of radio advertising include: musical screensavers; genre scenes; direct
announcement; original voice performance;

b) at present, wired radio is ineffective as a means of distributing radio advertising;

¢) to attract and retain attention, the text of radio advertising should be of high intensity;

d) the cost of placing radio advertisements on local radio channels is much lower than on local
television.

41. What does the fee for placing outdoor advertising not depend on:

a) on the size of outdoor advertising;

b) from the territorial boundaries of placement;

c) the type of advertised product;

d) from the illumination of the advertising space;

e) the legal form of the advertiser.
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42. The communicative pull strategy is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

¢) in the concentration of optimally distributed communication efforts on intermediaries and
final demand.

43. What factors affect the size of the advertising budget:

a) the price of the goods;

b) the size of the market to be covered by advertising exposure;

c¢) the number of employees in the marketing department;

d) stage of the life cycle;

e) the production potential of the enterprise;

e) distinctive properties of the goods.

44. Which of the methods of forming an advertising budget does a travel company use if it
quarterly deducts 7.5% of sales for advertising:

a) formation of the advertising budget according to the residual principle;

b) formation of the advertising budget by the method of competitive parity;

c¢) formation of the advertising budget, based on the goals and objectives;

d) formation of the advertising budget by the fixed percentage method.

45. What television programs, according to the Federal Law "On Advertising", are not allowed
to be interrupted by advertising and combined with it:

a) children's and educational programs;

b) news programs lasting more than 15 minutes;

¢) live broadcasts of sports competitions;

d) religious broadcasts;

e) news programs lasting less than 15 minutes.

46. Indicate the false statements:

a) outdoor advertising should not resemble road signs and signs, impair visibility and reduce
traffic safety;

b) distribution of advertising on vehicles equipped with special light and sound signals is
prohibited;

¢) it is allowed to put advertising on vehicles, which, in terms of image, color and location, is
similar to the color graphic schemes for painting vehicles of special and operational services;

d) advertising of alcohol and tobacco products may contain information about the positive
therapeutic properties of these products and present their high content in the product as a virtue.

47. Who can be the addressee of marketing communications:

a) real buyers;

b) potential buyers;

¢) marketing intermediaries;

d) contact audiences;

e) suppliers;

f) employees of our enterprise;

g) All of the above are correct.

48. What is the name of advertising that represents the public interest and is aimed at achieving
socially significant goals:

a) prestigious

b) social;

¢) indirect.

49. Which advertisement, according to the Federal Law "On Advertising", is hidden:

a) which has an effect on the consumer's perception that is not realized by the consumer of
advertising;

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

c¢) which appears in advertising media extremely rarely.
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50. Can rumors (rumours about the characteristics of a tourist product) be considered informal
marketing communications:

a) it is possible, since they can be generated by the travel company itself and become an
effective means of forming planned relationships with target audiences;

b) it is impossible, since they arise spontaneously or “thanks” to competitors and exist
regardless of marketing communications.

¢) it is possible and impossible - it all depends on who generates the rumors.

6. YueOHO-MeTOAU4YecKOe U MHGOPMAIHOHHOE o0ecnedeHne TN CIUTITHHbI
6.1 Cnucoxk HCTOYHHKOB H JINTEPaTypPbl

Hcrounuku

OcHOBHBIE

®enepanbublii 3akoH «O pekname» ot 13.03.2006 Ne 38-D3 (IIpunsr '/l ®C PO 22.02.2006,
neiictByromas penakuus ot 08.03.2015) // http://www.consultant.ru/popular/advert/

Jlureparypa

OCHOBHasl

Hdyposuu, A. I1. Peknama B Typusme : yuebnoe nocodue / A. I1. JlypoBuy. — 5-e uzna., nepepa0. u J1o1.
— Mocksa : MTHOPA-M, 2020. — 158 c¢. — (Bwiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anextponnsit. - URL:https://znanium.com/catalog/product/1039322
Crparteruu v COBpeMEHHbIE TPEHIbl PA3BUTHUS MPEANPUITUN TYPUCTCKOTO U TOCTUHUYHOTO OM3Heca -
2021: matepuansl IV Beepoccuiickoil HayuHo-npakTryeckoi koHdepenuu 23 anpens 2021 r. / nox
pen. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anexktpoHHsiid. - URL:
https://znanium.com/catalog/product/1861571

Pa3pa0oTka u mpakTUKa BHEJIPEHUS CTPATETMUECKUX YIPaBIEHYECKUX MPOEKTHBIX PEIIEHUH 1Mo
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOTO OM3Heca: MaTepuaisl MexyHapoIHOM Hay4HO-
npakTudyeckoit koHpepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaitnc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexTpoHHbId. - URL:

https://znanium.com/catalog/product/1861562

JOTIOTHUTEIbHAS
PexnaMHBII IUCKYpC U peKJIaMHBIN TEKCT : MoHOTpadus / Hayd. pen. T. H. Komokonbuesa. - 4-e u3.,
crep. - Mocksa : ®nunTa, 2021. - 296 c. - ISBN 978-5-9765-1112-5. - TekcT : anektpoHHsbIi. - URL:
https://znanium.com/catalog/product/1843254

[uros, B. H. MudopManinoHHbIe TEXHOIOTUN B TYPUCTHUECKON MHAYCTpUH : yueOHOe nocobue / B.
H. lutos. - 2-e u3xa., crep. - Mocksa : ®JIMHTA, 2017. - 416 c. - ISBN 978-5-9765-1553-6. -

Texkcer : anextponnsIit. - URL: https://znanium.com/catalog/product/1089842

Kynakosa, H. 1. ®opmupoBanue npodeccnoHamniMa Oy Iyux MEHEHPKEPOB TYPHHIYCTPHUH :
yuebnbIil npaktukyM / H. W. KynakoBa. - Mocksa ; bepaun : [lupekr-Menua, 2019. - 113 c. - ISBN
978-5-4499-1305-0. - Tekcr : anexTponnbiid. - URL: https://znanium.com/catalog/product/1873223
Tkauenko, O. H. /luzaiin u peknamubie TexHonoruu : yuedHoe nocodue / O.H. Tkadenko ; mon pen.
JLM. Imutpuesoil. — MockBa : Maructp : UHOPA-M, 2021. — 176 c¢. — (bakanaspuar). - ISBN
978-5-9776-0288-4. - Tekct : anexTponHsblid. - URL: https://znanium.com/catalog/product/1429047
Pexnamnuas pesrenbHOCTD : yueOHUK / mox pen. B./l. Cekepuna. — M.: UHOPA-M, 2018. — 282 c. +
Jomn. maTepuansl [DnekTpoHHBIN pecypc; Pexxum noctymna http:// www.znanium.com].— (Bsicinee


http://www.consultant.ru/popular/advert/
https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
https://znanium.com/catalog/product/1843254
https://znanium.com/catalog/product/1089842
https://znanium.com/catalog/product/1873223
https://znanium.com/catalog/product/1429047
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obpazoBanue: bakanaspuat). - ISBN 978-5-16-005684-5. - Texcr : anextponHsIil. - URL:
https://znanium.com/catalog/product/920551

Jmutpuesa, JI. M. @unocodus pekiiaMHON AeATeIbHOCTH : yueOHoe nocobue / JI. M. Jimutpuesa, /.
K. KpacnosipoBa, H. A. Anamkuna. - Mocksa : Maructp : UHOPA-M, 2022. — 256 c. - ISBN 978-5-
9776-0281-5. - Teker : anekrponnsiil. - URL: https://znanium.com/catalog/product/1846449

6.2 IlepeyeHb pecypcoB HH(POPMAMOHHO-TEJIEKOMMYHUKAMOHHOM ceTH « UHTEepHET.
www.tourism.minstm.gov.ru — Caiitr MuHHCcTEpCTBa cropTa, Typusma u

MOJIOZEKHOU MOIUTUKHA PD

www.moscomtour.mos.ru — Cair Komurera mno TypusMy U TOCTHHHUYHOMY XO3SIUCTBY
ropoaa MOCKBBI

www.russiatourism.ru — Caiit denepanbHoro areHTcTBa 10 TypusMy PO www.unwto.org — Caiit
BcemupHOU TypHUCTCKOM OpraHu3aluu

Accommanus typonepatopoB Poccun - URL: http://www.atorus.ru/ator/about/mission.html

WNudopmMannoHHO-aHATUTHIECKOE areHTCTBO «CouunanbHast peKiiama.ru» URL:
http://www.socreklama.ru

Hanmonanwsnas anexrponnas 6ubnaunoreka (H3b) www.rusneb.ru
ELibrary.ru Hay4nas snexktponnas 6ubianoreka www.elibrary.ru
OnektpoHHas 6udnuoreka Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

6.3 IIpodeccuoHaabHbIC 6a3bI JAHHBIX 1 HH(POPMALIMOHHO-CIIPABOYHbIE CHCTEMBbI
Joctyn k npodeccroHanbHbIM 6a3aM naHHbIX: https:/liber.rsuh.ru/ru/bases

WHudopmanroHHbIe CIIPAaBOYHbBIE CUCTEMBI:
1. Koncynsrant Ilnroc
2. Tapanr

7. MaTepuaJibHO-TeXHHYECKOe o0ecnevyeHue TUCIUIINHBI

[Ipu mpoBeaeHUM 3aHATHHA HCHOJNB3YETCS AayAMTOpHUsS, OOOpYAOBaHHAs IPOEKTOPOM ISt
oToOpaxeHus: mpe3eHTanuil. Kpome TOro, mpu mnpoBeneHUH JEKUUH M NPAKTHUYECKUX 3aHITHH
HE00XO0/IMM KOMIIBIOTEp C YCTAHOBJICHHBIM Ha HeM Opay3epoM M MpPOTrpaMMHBIM OOecriedeHueM st
neMoHcTparuu npesentanuii (Power Point u ap.).

s camocTosTeNnbHON paboThl cTyaeHTy Heooxoaum noctyn kK OBC uznarenscrBa «tOpaitit»
(biblio-online.ru), apxuBy uccnegoparenbckux xypHaioB JSTOR, MHB/I Scopus u Web of Science.
[lepconanbHble KOMITBIOTEPHI, OCHaIeHHbIEe omnepanuoHHou cucremoir OC MS Windows (XP u
BhINIIE), MporpaMMHbIM obecrieuenrneM MS Office 2003-2010, noctynom B MHTepHET "epe3 Opaysep
Google Chrome unu Opera, 0OHOBIIEMOM aHTUBHPYCHOM 3amuToil Symantec Endpoint Protection.

CoctaB nporpaMMHOro 00ecreyeHus:

IIpu nposedenuu 3auamuti 6e3 cneyuanrvrnozo 110 (moavko demoncmpayus npesenmayuii, nn.3-9
HeobXo0UMo y0anumy)

1. Windows


https://znanium.com/catalog/product/920551
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2.  Microsoft Office

3. Kaspersky Endpoint Security
4. Adobe Master Collection

5. AutoCAD

6. Archicad

7. SPSS Statisctics

8. OC «Anbt ObpazoBaHHE»

9. Visual Studio

10. Adobe Creative Cloud

[TpodeccuonanbHble MOIHOTEKCTOBBIE 0a3bl JAaHHBIX:

Hanmonanwsuas snextponnas oubnmoreka (H3b) www.rusneb.ru
ELibrary.ru Hayunas snextponHas 6ubiamnoreka www.elibrary.ru
OnextponHas 6ubanoreka Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

AU e

WHdopmanroHHbIe CIIPABOYHbBIE CUCTEMBI:
3. Koncynsrant [lmroc
4. Tapanr

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

B xone peanmzanuu IUCHUIIIUHBI HCIOJB3YIOTCS CIEAYIOIIME JIOMOJHHUTEIBHBIE METObI
00y4eHHs, TEKyIIero KOHTPOJsS YCIEBA€MOCTH W MPOMEXKYTOUHOH aTTecTaluu OO0y4aroluxcs B
3aBUCUMOCTH OT WX UHAUBUIYATBHBIX OCOOCHHOCTEH:

® s CHEeNbIX U CHA0OBUASIIMX: JEKIUU OQPOPMISIFOTCS B BHJAE 3JEKTPOHHOTO JOKYMEHTA,
JIOCTYITHOTO C TIOMOIIBIO KOMIBIOTEPA CO CHEIUATM3UPOBAHHBIM TMPOTPAMMHBIM OOECIICYCHUEM;
MMCbMEHHBIE 3a/1aHUs BBIMIOJHIIOTCA HAa KOMIIBIOTEPE CO CHEHHAIM3UPOBAHHBIM MPOTPAMMHBIM
oOecreyeHHeM WJIM MOTYT OBITh 3aMEHEHBI YCTHBIM OTBETOM; OOCCIICUMBACTCS HHIUBUIYATHHOE
paBHOMepHOe ocBelleHHe He MeHee 300 IIOKC;, A BBIOJHEHUS 33JaHUi TPU HEOOXOAUMOCTH
MPEAOCTABIIACTCS yBEJIMYHMBAIONIEE YCTPOMCTBO; BO3MOXKHO TAaKXKe HCIOIb30BaHUE COOCTBEHHBIX
YBEIMUYMBAIOIINX YCTPOUCTB; MUCbMEHHBIE 3aJaHus OPOPMIISIFOTCS YBEIMYEHHBIM MIPU(PTOM; SK3aMEH
1 3249€T MMPOBOJATCS B YCTHOM (DOpPME MITH BBITIOJHSIOTCS B MUCHMEHHOM (DOpME Ha KOMIIBIOTEPE.

® I TIYXUX M CJIa0OCHBIIANINX: JIEKIUA O(QOPMISIOTCS B BHJE 3JICKTPOHHOTO JOKYMEHTA,
nub0  MPEIOCTABISICTCS  3BYKOYCHJIMBAIOIIAs — ammaparypa HWHIWBUIYaJIbHOTO  TOJb30BaHUS;
MMMCbMCHHBIC 3a/JIaHMS BBITIOJHSAIOTCS Ha KOMITBIOTEpPE B NHUCHBMEHHOH (opMme; dK3aMeH U 3auéT
MIPOBOJISITCS B MUCEMEHHOM (pOpME Ha KOMITBIOTEPE; BO3MOYKHO MTPOBEICHUE B (POPME TECTUPOBAHHUS.

® I JUI] C HApYyIICHUSMU OMOPHO-IABUTATEIBHOIO ammapara: JeKIHU O(OpMISIOTCS B BHUJE
AJIEKTPOHHOTO JOKYMEHTA, JOCTYMHOTO C TIOMOIIBI0 KOMIIBIOTEpPA CO CIEHUATU3UPOBAHHBIM
MPOrpaMMHBIM ~ O00CCIICYCHHEM; IMHChbMEHHBIC 3aJlaHMsl  BBITIOJIHSIOTCS Ha KOMITBIOTEPE CO
CHEIMATU3UPOBAHHBIM MPOTPAMMHBIM 00€CTIEUeHUEM; IK3aMEH U 3a4€T MPOBOJAATCS B YCTHOM (hopme
WJIU BBITIOJHSIOTCS B TUCbMEHHOU (DOpME Ha KOMITBIOTEPE.

[Ipu HEOOXOAMMOCTH MTPEAYCMATPUBACTCS YBEIIMUECHUE BPEMEHH ISl IIOJTOTOBKH OTBETA.

[Ipouenypa npoBeAeHHsS MPOMEKYTOYHON aTTeCTAllMU AJis OOYyYarOIIMXCsl YCTaHABIMBAETCS C
V4IETOM MX MHIUBUIYATBHBIX MCUXO(PH3UIECKIX 0COOCHHOCTEH. [IpoMekyToUHasT aTTecTalus MOXKET
MIPOBOJIUTHCS B HECKOJIBKO ATATOB.

[Ipu mpoBeneHHH NPOLEAYpPHl OLICHUBAHUS PE3YyJIbTATOB OOYYEHHS TMpeaycMaTpUBaETCA
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UCTOJIb30BAaHUE TEXHUYECKHX CPE/ICTB, HEOOXOIUMBIX B CBSI3U C MHAMBHYaJbHBIMH OCOOCHHOCTSMHU
oOydJaromuxcsi. OTH CpeAcTBa MOTYT OBbITh IPEIOCTAaBIEHbl YHHUBEPCUTETOM, WJIM MOTYT
HCTIOJIb30BATHCS COOCTBEHHBIE TEXHUUYECKHE CPEJICTBA.

[IpoBenenue nponeaypbl OLIEHUBAHUS PE3yJIbTaTOB OOYUEHHUS TOIYCKAETCs C MCIOJb30BaHUEM
JUCTAHIIMOHHBIX 00pa30BaTENbHBIX TEXHOJIOTHH.

ObecnieunBaeTcss IOCTyll K HWHGOPMAIMOHHBIM M OuOIMOrpaguueckuM pecypcam B CETH
WuTepHer 11 Kaxkaoro odydatromierocs B popMax, aJalTUPOBAHHBIX K OTPAaHUYECHUSAM UX 370POBbS U
BOCHPUATHS HH(POPMALIUU:

® sl cIenblX M cHaboBUIAMIMX: B IMEYaTHOW (opMe yBETMYEHHBIM MIpUPTOM, B (dopme
AJIEKTPOHHOTO IOKyMEHTa, B (hopme ayaunodaiina.

® JUIs TIYXUX U caa0OoCTbIIIaluX: B IeyaTHoi Gpopme, B popMe 3IIeKTPOHHOTO TOKYMEHTA.

® 17151 00y4alOUIMXCs ¢ HApyLIEHUSIMH ONOPHO-JBUTATEILHOIO ammapara: B neyaTHou ¢opme, B
(dbopMe 3MEeKTPOHHOTO JOKYMEHTa, B (hopMme ayaunodaiina.

VY4yeOHble ayIUTOPUM A BCEX BHMJOB KOHTAKTHOM M CaMOCTOSTEIbHOH paboThl, Hay4yHas
OuOnIMOTEKa W MHbIE TMOMEIICHUs Ui OOy4eHHs OCHAIIEHbl CHEIHalbHBIM O00O0pYJOBaHHEM U
y4eOHBIMH MECTaMHU C TEXHUYECKHMHU CPEACTBAMHU O0YUEHUS:

® IS CJENbIX U CIA0OBUISAIINX: YCTPOMCTBOM JUIsl CKAHUPOBAHUS U YTeHUs ¢ kamepoil SARA
CE; nucnneem bpaitng PAC Mate 20; npuntepom bpaiins EmBraille ViewPlus;

® I TIIyXUX M CJIa0OCTBIIIAIIMX: AaBTOMATU3UPOBAaHHBIM pabo4YMM MECTOM sl JIIOAEH ¢
HapyIIEHUEM CIIyXa U cIa00CTBIIIANINX; aKyCTUUECKUH YCUIINTEIb U KOJIOHKHY;

® i OOy4YaroIIMXCSl C HapyLIEHUSMU OIOPHO-ABUIATEIBHOIO armapara: IepeABHKHBIMHU,
perynupyeMbiMu  dproiomudeckumu napramu CH-1; KOMIBIOTEPHON TEXHUKOH €O CHELUAIBHBIM
IIPOrPaMMHBIM 00€CTIEYeHUEM.

9. MeToanueckne MaTepuaJibl

9.1 TliaaHbl CEeMMHAPCKAX/ MPAKTHYECKUX/ 1A00PATOPHBIX 3AHATHIA!

Tema 1. IloHsAAiTHE M CYIIHOCTDH pPeKJIaMbl
Bonpocul ons ob6cyscoenus:
1. CymHOCTb peKiIaMBl.
2. Pa3zHooOpa3ue moaxo10B K ONPeIeTICHUI0 PEKIIaMBbl.
3. XapakTepucTUKa  OCHOBHBIX  (GYHKIUI  pekiambl  (3KOHOMHUYECKas,  COIMaJIbHAsi,
KOMMYHHUKATHBHAs, 00pa3oBaTeIbHAast/BOCITUTATEIBHAS ).
4. lenu u 3a1a4u peKIamMbl B TypU3ME.
5. Knaccudukanus pexiaMbl B TypU3Me.
3aoanue:
Hanucats 3cce Ha OfHY U3 IIpeaIaraéMblxX TEM:
1. Peknama u o01ecTBo.
2. Pexnama B MO€# XKH3HHU.
3. BnusiHue pekiiaMbl Ha )KM3Hb COBPEMEHHOTO YEIIOBEKA.
Crnucok nureparypsl:
Hyposwuu, A. I1. Peknama B Typusme : yuebnoe nocodue / A. I1. [lypoBuy. — 5-e uzna., nepepad. u 1o1.
— Mocksa : UTHOPA-M, 2020. — 158 c. — (Bricuiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anekrponnsIil. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBPEMECHHBIE TPEH/IBI PA3BUTHSI MPEANPUATHN TYPUCTCKOTO U TOCTUHHYHOTO OM3Heca -
2021: matepuansl IV Beepoccuiickoil HayuHo-nipakTHdeckoit koHdepenmuu 23 ampens 2021 r. / nox

! IInan 3ausTHA CTPOUTCS B COOTBETCTBHUU CO CprKTypOﬁ JUCHUITIINHBI (HZ) Paznensl miana BKITIOYAIOT: Ha3BaHUE TEMbI, KOJIMYCCTBO
4acos, q)OpMy IMPOBCACHUS 3aHATHUSA, €r0 COLCPIKAHUC (BOHpOCLI JJIs 06Cy)KZ[eHI/I$I, 3aJaHusl, KOHTPOJIbHBIE BOIPOCHI, KEHUCBI U T.l'[.),
CIIUCOK JIUTEPATYPHI. HpPI HeO6XO}:[I/IMOCTI/I, IUIaHbl HNPAKTHUYCCKUX H na6opaTopHle 3aHATUN MOI'yT COACpKaThb YKazaHus 10
BBITIIOJTHCHU IO 3a;[a1-my”1 )44 Tpe6OBaHI/I$[ K MaT€pUuaJibHO-TEXHUYECKOMY 00€eCIIeUEHUIO 3aHATHSI.
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pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektponHslii. - URL:
https://znanium.com/catalog/product/1861571

Pa3pa0oTka 1 mpakTUKa BHEJIPEHUS CTPATETHUECKUX YIPABIEHYECKUX MPOEKTHBIX PEIIEHUH 10
Pa3BUTHIO TOCTUHHYHOTO M TYPUCTCKOTO OM3HEca: MaTepraibl MexTyHapoJHOH HaAy9IHO-
npakTrdeckoit koHpepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anektpoHnHsbIi. - URL:

https://znanium.com/catalog/product/1861562

Tema 2. Tpaguuuu 1 COBpeMEHHOE COCTOSIHME PeKJIAMbI

Tema 00k1a008:

® Oco0OeHHOCTH, TEHJICHLIUU U MTPOOJIEMBbI Pa3BUTUSI OTEYECTBEHHOTO PHIHKA PEKIJIAMBI.
® Bo03M0OXXHOCTH HOBATOPCTBA M TBOPUECTBA B PEKIIaME.

KoumponvHuvie 6onpocur:

¢ 3apoxaeHue pekiaMbl B J[peBHEM MHUpe.

* Pexnama B 3ananHoit Espone n CILA.

¢ lcropus pexiamsl B Poccnn.

Crnucok nuTeparypsbl:
Hyposuu, A. I1. Pexnama B Typusme : yue6Hoe nocobue / A. I1. JlypoBuu. — 5-e u3a., nepepad. u J1011.
— Mocksa : UH®PA-M, 2020. — 158 c. — (Bsicuiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcrt : anexktpoHHbIH. - URL:https://znanium.com/catalog/product/1039322
Crparteruu u COBpEMEHHBIE TPEHIBI Pa3BUTHUS MPEANIPUIATHN TYPUCTCKOTO U TOCTUHUYHOTO OM3HEca -
2021: marepuansl IV Beepoccuiickoit HayuyHo-nipakTHueckoil koHpepenuu 23 anpens 2021 r. / mox
pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektpoHHsiit. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 mpakTHKa BHEIPEHHUS CTPATETHUECKUX YIPABICHYECKUX MPOSKTHBIX PEIICHHUH 110
Pa3BUTHIO TOCTUHUYHOTO ¥ TYPUCTCKOTrO OM3HEeca: Marepuanbl Mex1yHapoJHON HaydHO-
npakTuaeckoi koHpepenuuu 27 centsiops 2019 r. / nox pen. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekct : anexTponHsiid. - URL:
https://znanium.com/catalog/product/1861562

Tema 3. PexsiaMa B KOMILIeKCe MAPKETHHIa

Temvl 00K1a008:

® (OcoOEHHOCTH peKJIaMbl Ha Pa3HBIX CTAIUSAX KU3HEHHOTO UKJIA TOBapa/yCIyTH

¢ Crneuuduka BTL-pexnamsl

Konmponvnuvle éonpocbi:

¢ [loHaTue cucTeMbl MAPKETUHIOBOM KOMMYHHKALIUH, €€ POJIb B KOMIIJIEKCE MAapKETHUHTA.
* B3anMoCBs3b peKJIaMbl C OCHOBHBIMHU CPEICTBAMH MAapKETHHTOBBIX KOMMYHHKAIIWH.
3aoanue:

MOJTOTOBUTH HHMBHTyaJbHOE COOOIICHUE Ha OJJHY U3 MPETIOKEHHBIX TEM.

1. MepueHaai3uHI U peKjiaMa Ha MecTe MPoJiaXk Kak MHCTpyMeHThl BTL — pexiiambl.
2. CrumynupoBaHHe npojax kak HHCTpymMeHT BTL — pexnamsl.

3. CtumynupoBaHue cObiTa Kak MHCTpyMeHT BTL — pexnamsl

4. Ilpsimoii MapkeTHHT Kak MHCTpYMeHT BTL — pexiamsl.

[Tponakt rusiicmenT (product placement) kak nuactpymeHT BTL — pexnambl

Criucok nureparypsl:
Hyposwuu, A. I1. Peknama B Typusme : yuebnoe mocobue / A. I1. JlypoBud. — 5-¢ uzj., mepepad. u 1o1.
— Mocksa : UTHOPA-M, 2020. — 158 c¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcer : anekrponnsblil. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBpeMEHHBIE TPEH/IbI Pa3BUTHS MPEANPUATUN TYPUCTCKOTO U TOCTUHHUYHOTO On3Heca -
2021: marepuansl IV Beepoccuiickoit HaygyHO-TipakTH4ecKoil koHpepenun 23 anpens 2021 r. / mox
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pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektponHslii. - URL:
https://znanium.com/catalog/product/1861571

Pa3pa0oTka 1 mpakTUKa BHEJIPEHUS CTPATETHUECKUX YIPABIEHYECKUX MPOEKTHBIX PEIIEHUH 10
Pa3BUTHIO TOCTUHHYHOTO M TYPUCTCKOTO OM3HEca: MaTepraibl MexTyHapoJHOH HaAy9IHO-
npakTrdeckoit koHpepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anektpoHnHsbIi. - URL:

https://znanium.com/catalog/product/1861562

Tema 4. CounajbHO-NICUX0JT0THYECKHE OCHOBBI PeKJIaMbl

Bomnpocsr:

. CriocoObl pHBIICYEHUS] BHUMAHUS K peKIaMe.

. Oco0eHHOCTH MOTPEOUTENHCKON MOTUBALIMU MIOTPEOUTENEH TYypyCIIyT.

. Peknama kak MeTOJ] ypaBJIeHHUS JIIOIbMHU.

° Ucnonr3oBanue B PEKIIaMC OCHOBHBIX MOJI0KEHUH TCOPHUU KOMMYHUKAIINH.

. BnusiHue XapakTepUCTHK LENIEBOM ay IMTOPUU Ha MPOLECC BOCTIPUATHS PEKJIAMBI.

Criucok nuTeparypsl:
Hyposuu, A. I1. Peknama B Typusme : yuedbnoe nocodue / A. I1. JlypoBuy. — 5-e uzna., nepepa0. u J1o1.
— Mocksa : MTHOPA-M, 2020. — 158 ¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anektponnbIit. - URL:https://znanium.com/catalog/product/1039322
Ctpareruu 1 COBpeMEHHbIE TPEH bl Pa3BUTHUS MPEANPUITUN TYPUCTCKOTO U TOCTUHUYHOTO OHU3Heca -
2021: matepuansl IV Beepoccuiickoil HayuHo-npakTuyeckoit kondepenuu 23 ampens 2021 r. / nox
pen. E. E. KonoBanoBoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anexktpoHHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3pa0oTka u mpakTUKa BHEJIPEHUS CTPATETMUECKUX YIPaBIEHYECKUX MPOEKTHBIX PEIIEHUH 10
Pa3BUTHIO TOCTUHUYHOIO U TYPUCTCKOrO OM3Heca: MaTepuansl MexyHapoIHOM Hay4HO-
npakTudyeckoit koHpepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaitnc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexTpoHHbId. - URL:

https://znanium.com/catalog/product/1861562

Tema 5. HopmaTtuBHo-nnpaBoBasi 0a3a peKJIaMHOM AeATEIbHOCTH

Bonpocui:

® 3yuuTh 3aKOHOJATENIBCTBO O peknaMe. COCTaBUTh KOHCIIEKT.

® I3yunTh ocHOBHBIE IpUHIMIBI Kosnekca pexkiaamMHol npakTUKU. COCTaBUTh KOHCIIEKT

Uctounnku:
®enepanbhblil 3akoH «O pexiname» oT 13.03.2006 Ne 38-D3 (ITpunsar '] ®C PO 22.02.2006,
neiictByromas penakmus ot 08.03.2015) // http://www.consultant.ru/popular/advert/

Crucoxk nuTepaTypsbl:
Hyposwuu, A. I1. Peknama B Typu3me : yuebnoe mocobue / A. I1. JlypoBud. — 5-¢ uz ., mepepad. u 101I.
— Mocksa : UTHOPA-M, 2020. — 158 c¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcer : anekrponHbIil. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBpeMEHHBIE TPEHIbI Pa3BUTH MPEANPUATUN TYPUCTCKOTO U TOCTUHHYHOTO On3Heca -
2021: marepuansl IV Beepoccuiickoit HayuyHO-TIpakTH4ecKoil koHpepenun 23 anpens 2021 r. / mox
pen. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Teker : anexktponssiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 mpakTHKa BHEAPEHUS CTPATETUYECKUX YIIPABIEHYECKUX MTPOEKTHBIX PEIICHUH O
Pa3BUTHIO FTOCTUHUYHOI'O U TYPUCTCKOrO OM3Heca: MaTepuanbsl MexyHapoIHOM Hay4HO-
npakTuueckor koHpepenuuu 27 ceHtsops 2019 r. / mox pex. E. E. KonoBanooi. - Mockaa :
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Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekct : anextpoHHsIi. - URL:
https://znanium.com/catalog/product/1861562

Tema 6. Kitaccupukanusi 1 XapaKTepUCTHKA PEKJIAMHBIX CPeICTB
Bonpocuwi:
¢ JloHsiTHE U OCHOBHBIE MOJAXO/AbI K KJIACCU(PUKALUU PEKJIAMHBIX CPEJCTB.
® XapaKTepHUCTUKA JIEMEHTOB CPEJICTB PeKIaMbl (TEKCT, H300pa’keHHe, 1IBET, CBET, 3BYK, HIPUPT,
PHUCYHOK, TpaduiecKre 3JIEMEHTHI).
® VYcioBus BEIOOPA PEKIIAMHBIX CPEICTB.
3aoanue:
MOJArOTOBUTH MHIMBHIyaJIbHOE COOOIIEHUE Ha OJJHY U3 MPEATIOKEHHBIX TEM.
1. OcoOGeHHOCTH HCTIONB30BaHUS PEKIaMBbI TYpH3Ma B Ipecce.
2. Crenuduka Tene- 1 paIuopeKiIaMbl TYPUCTUIECKHUX YCIIYT.
3. Cnenuduka HapYyKHOH peKiambl B chepe Typu3ma.
4. Posib KOMIIBIOTEPU3UPOBAHHON PEKIJIAMBI B I€ATEIILHOCTH TYPUCTCKOTO MPEAIPUATHSL.
5. IleuatHas peksnama B cpepe Typu3Mma.

Crnucok nuTeparypsbl:
HypoBuy, A. I1. Pexnama B Typusme : yue6Hoe nocodue / A. I1. JlypoBuu. — 5-e u3za., nepepad. u 1011
— Mocksa : UH®PA-M, 2020. — 158 c. — (Bsicmiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcrt : anexktpoHHbI. - URL:https://znanium.com/catalog/product/1039322
Crparteruu u COBpEMEHHBIE TPEHIBI Pa3BUTHUS MPEANIPUIATHN TYPUCTCKOTO U TOCTUHUYHOTO OM3HEca -
2021: marepuansl IV Beepoccuiickoit HayuyHo-nipakTHueckoil koHpepenuu 23 anpens 2021 r. / mox
pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektpoHHsiit. - URL:
https://znanium.com/catalog/product/1861571
Pa3paboTka 1 mpakTHKa BHEIPEHHUS CTPATETHUECKUX YIPABICHYECKUX MPOSKTHBIX PEIICHHUH 110
Pa3BUTHIO TOCTUHUYHOTO ¥ TYPUCTCKOTrO OM3HEeca: Marepuanbl Mex1yHapoJHON HaydHO-
npakTuaeckoi koHpepenuuu 27 centsiops 2019 r. / nox pen. E. E. Konosanosoii. - Mocksa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekct : anexTponHsiid. - URL:
https://znanium.com/catalog/product/1861562

Tema 7. PazpaboTka pekjaMHON NPOAYKIUHA
Tembl 00Kk1a008:

1.  XynoxecTBeHHOE 0()OPMIIEHUE PEKIAMHBIX OOBEKTOB.
2. Kommno3unus pexiiaMsl.
3.  BzaumopeiicTBue BepOaNbHOrO, BHU3YaJbHOI'O, 3BYKOBOTO U PUTMHUYECKOTO psIOB B

pPEKJIaMHOM COOOIIEHUH.

4. Komupa#lTUHT: CYIIHOCTh U MpaBUiIa.
Koumponvhuvie onpocwi:
e Metoauka pa3pabOTKH peKIaMHBIX MaTEPUAIIOB.
e CTpyKTypa pEKIaMHOTO OOpaIIeHUS U XapaKTEPUCTHKA OCHOBHBIX AIIEMEHTOB BepOaNbHOM
yacTu (CJIoTaH, 3aroj0OBOK, OCHOBHOM peKJIaMHBIN TEKCT, 3X0-(pasza).
e [Ipuemsl co3qaHus PEKIAMHBIX COOOICHH.
e Bribop cpenctB pacnpocTpaneHus: pexiambl. [IpermyiiecTBa 1 HEAOCTATKU OCHOBHBIX CPEICTB
pacrpoCTpaHEHHS PEKIIAMBI.
Crucok nureparypsl:
Hyposwuu, A. I1. Peknama B Typusme : yuebnoe mocobue / A. I1. JlypoBud. — 5-¢ uzj., mepepad. u 1o1.
— Mocksa : UTHOPA-M, 2020. — 158 c¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcer : anekrponnsblil. - URL:https://znanium.com/catalog/product/1039322
Crpareruu u COBpeMEHHBIE TPEH/IbI Pa3BUTHS MPEANPUATUN TYPUCTCKOTO U TOCTUHHUYHOTO On3Heca -
2021: marepuansl IV Beepoccuiickoit HaygyHO-TipakTH4ecKoil koHpepenun 23 anpens 2021 r. / mox


https://znanium.com/catalog/product/1861562
https://znanium.com/catalog/product/1039322
https://znanium.com/catalog/product/1861571
https://znanium.com/catalog/product/1861562
https://znanium.com/catalog/product/1039322

39

pen. E. E. Konoanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anektponHslii. - URL:
https://znanium.com/catalog/product/1861571

Pa3pa0oTka 1 mpakTUKa BHEJIPEHUS CTPATETHUECKUX YIPABIEHYECKUX MPOEKTHBIX PEIIEHUH 10
Pa3BUTHIO TOCTUHHYHOTO M TYPUCTCKOTO OM3HEca: MaTepraibl MexTyHapoJHOH HaAy9IHO-
npakTrdeckoit koHpepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaiinc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - Tekcr : anektpoHnHsbIi. - URL:

https://znanium.com/catalog/product/1861562

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

1. [ToAroToBUTH MHIANBUIYAILHOE COOOIICHNE HA OJHY U3 MPEII0KEHHBIX TEM.
¢ Crneuuduka TyprnpoayKTa, onpeaesstomas 0coOeHHOCTH peKIaMbl., OpeHaa
e ToBapHblii 3HAaK M 3JIEMEHTHl (PUPMEHHOIO CTHJISI TYPUCTCKOIO MPEANpPUSATHS Kak CpeicTBa
pexiaMbl U PR B Typusme.
¢ Pexylama TypnpoAyKTa Ha BBICTABKAX U ipMapKax.
* Peknama TypucTckux aecTuHaiuii. @opMupoBanue OpeHaa

2. IlpoBecTH KOHTEHT-aHAJIM3 PEKJIAMHBIX COOOLIEHUN TYpYCIyr C LEJIbIO BbISBICHUS
0COOEHHOCTEH cosepKaHusl U WIUTIOCTpalUi B peKJIaMHbIX MaTtepuaiax. [loAroToBUTh OTYeT.

Crnucoxk nureparypsl:
Hyposuu, A. I1. Peknama B Typusme : yueobnoe nocodue / A. I1. lypoBuy. — 5-e uzna., nepepa0. u J1o1.
— Mocksa : MTHOPA-M, 2020. — 158 ¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anextponnsit. - URL:https://znanium.com/catalog/product/1039322
Ctparteruu 1 COBpeMEHHbIE TPEH bl PA3BUTHUS MPEANPUITUN TYPUCTCKOTO U TOCTUHUYHOTO OM3Heca -
2021: matepuansl [V Beepoccuiickoil HayuHo-npakTryeckoi koHdepenuu 23 anpens 2021 r. / nox
pen. E. E. KonoBanosoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anexktpoHHsiid. - URL:
https://znanium.com/catalog/product/1861571
Pa3pa0oTka u mpakTUKa BHEJIPEHUS CTPATETMUECKUX YIPABIEHYECKUX MPOEKTHBIX PEIIEHUH 1Mo
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOrO OM3Heca: MaTepuansl MexyHapoIHOM Hay4HO-
npakTudyeckoit koHpepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaitnc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexTpoHHbId. - URL:

https://znanium.com/catalog/product/1861562

Tema 9. Opranu3auusi ¥ ynpapJjieHHe PeKJIAMHO 1esiTeIbHOCTHIO B cepe Typu3Ma

Konmponvhuvle 6onpocet:

1. CymHocTh 1 6a30Bast MOJIEJIb OPTAHU3AIMN PEKIAMHOMN JESITEIIbHOCTH.

2. I[lnanupoBaHHe PEKJIIAMHOU ACATEIBHOCTH B Typu3Me. OpraHu3aius peKIaMHON eI TeIbHOCTH B
TypH3Me.

. B3auMoOTHOIIICHNST yYaCTHUKOB PEKJIAMHOTO MPOIIECCa.

. PexiamHas kamnaHusi Kak MHCTPYMEHT PEKJIAMHOM JCATSILHOCTU B TypHU3ME.

5. Pa3paboTka OropKeTa peKIaMHOM KOMIIaHUU B chepe TypusMa: (GakTophl, BIHUSIONIUE HA pa3Mep

PEKIIaMHOTO OIO/IKETA.

6. Meroel (hOpMUPOBAHHS PEKIIAMHOTO OFOJIKETA.

3aoanue:

® COCTaBUTh OTYET OO0 OpPraHM3ALUU PEKIAMHOM JCSITEIBHOCTH TYPHCTCKOTO MPEIIPUATHS IO

pe3yabTaTaM y4eOHON SKCKYPCHH.

CIUCOK JIUTEpaTyphI:

Hyposwuu, A. I1. Peknama B Typusme : yuebnoe nmocobue / A. I1. JlypoBud. — 5-¢ uzj., mepepad. u J101I.

— Mocksa : UTHOPA-M, 2020. — 158 c¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-

16-015516-6. - Tekcr : anexkrponssbIil. - URL:https://znanium.com/catalog/product/1039322

RENIS
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Ctparteruu u COBpeMEHHbIE TPEHbl Pa3BUTHUS MPEANPHUIATUN TYPUCTCKOTO U TOCTUHUYHOTO OM3HEeca -
2021: matepuansl IV Beepoccuiickoil HayuHo-nipakTryeckoit koHdepenuu 23 ampens 2021 r. / nox
pen. E. E. KonoBanoBoii. - Mocksa : PI'YTuC, 2021. - 275 c. - Tekcr : anexktponHsiid. - URL:
https://znanium.com/catalog/product/1861571

Pa3pa0oTka u mpakTUKa BHEJIPEHUS CTPATETHUECKUX YIPaBIEHYECKUX MPOEKTHBIX PEIIEHHH M0
Pa3BUTHIO TOCTUHUYHOTO U TYPUCTCKOrO OM3Heca: MaTepuaibl Mex1yHapoIHOM Hay4HO-
npakTudyeckoit koupepenuuu 27 centaops 2019 r. / nox pen. E. E. Konosanosoii. - Mockaa :
Pycaitnc, 2019. - 526 c. - ISBN 978-5-4365-4552-3. - TekcT : anexTpoHHbIi. - URL:

https://znanium.com/catalog/product/1861562

Tema 10. DpeKkTUBHOCTH peKJIAMHOM 1eATeTbHOCTH
Konmponvnuvie sonpocuwi:

1. OxoHomuueckass  3(P(EKTUBHOCTh:  OCHOBHBIC  TIOHSATHS,  CBSI3aHHBIE  C
3¢ (HEeKTUBHOCTBIO PEKJIAMBI; METOBI pacueTa 3()PEeKTUBHOCTU PEKIAMBI.
2. [Tcuxonorudeckass >(PGEKTUBHOCTh MPUMEHEHHs] CPEACTB PEKJIaMbl: TOKa3aTeln

3G HEKTUBHOCTH, METOABI U3Y4YeHUS 3PPEKTUBHOCTH.

Criucok nuTeparypsl:
Hyposuu, A. I1. Peknama B Typusme : yuedbnoe nocodue / A. I1. JlypoBuy. — 5-e uzna., nepepa0. u J1o1.
— Mocksa : MTHOPA-M, 2020. — 158 ¢. — (Bsiciiee obpazoBanue: Maructparypa). - ISBN 978-5-
16-015516-6. - Tekcr : anektponnbIit. - URL:https://znanium.com/catalog/product/1039322
Ctpareruu 1 COBpeMEHHbIE TPEH bl Pa3BUTHUS MPEANPUITUN TYPUCTCKOTO U TOCTUHUYHOTO OHU3Heca -
2021: matepuansl IV Beepoccuiickoil HayuHo-npakTuyeckoit kondepenuu 23 ampens 2021 r. / nox
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[Ipunoxxenue 1. AHHOTaLUA
paboueil mporpaMMsbl AUCLUIIIIHHBL

AHHOTALIMSA PABOYEH NPOT'PAMMBI JIJUCHUILJIAHBI

Hucuunnuna «PexkaaMHasi 1esiTeJJbHOCTL B MEKIYHAPOAHOM TypH3Me» pealu3yercss Ha
(akynpTeTe BOCTOKOBEJCHHS U COIHMAIIBHO-KOMMYHUKATHUBHBIX HayK KadeIpoill KyJIbTypbl MHpa H
JIEMOKpaTHUH.

Leap Kypca COCTOMT B HM3YYEHHHM DPEAJbHBIX IMPAKTUK PEKJIAMHOro jena B cdepe yciayr u
Typu3Ma HapsAxy C APYTMMHU KOMMYHHMKAlMOHHBIMM MIPOLIECCAMM M TEXHOJOTHUSMH; B OBJIAJICHUU
OCHOBHBIMHM TEXHOJOTHSIMU pEKJIaMHOro Jiejla, MPUEMOB MeIua-IJIaHUPOBAHUS M PEKIAMHOIO
KOHCAJITUHTA; (POPMHUPOBAHUU NPOPECCHOHANBHBIX KOMIIETEHIIMH B 0OJACTH MapKETHHTOBON H
pPEKJIaMHOM JIeATEeTbHOCTH, OCYIIECTBICHUS aHATTUTUIECKUX, TPOCKTHBIX U MPE3CHTAIIMOHHBIX padoT B
sToii obmactu. Kypc mpusBan QopmMHpoBaTh CHCTEMY B3IJISIIOB HAa COBPEMEHHYIO PEKJIaMHO-
WH(GOPMAIMOHHYIO JEATSIIEHOCTD U MEPCIICKTUBBI €€ Pa3BUTHS JIIS CPEpPhI YCIIYT.

W3 menu Kypca BBITEKAIOT 3aJauyd, peanu3alusi KOTOPBIX B XOJA€ HM3YUYEHUS TUCIUILTAHBI
MO3BOJIIET JOCTUTHYThH IOCTABJIEHHOW 1enu. [l JaHHON AUCUMILIMHBI [JIAHUPYIOTCS CIEIYyIOIINe
o0Opa3oBaTeNbHbIEC 3aJa4H.

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

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

- OBJIaJeHHE HEOOXOIUMBIMH MPO(ECCHOHANBFHBIMU HABBIKAMHU CO3JAHUS  pEKIaMHOU
MPOIYKIIMK, COCTABJICHUSI MEUaIIaHa JJisi peKJIaMHbIX KaMIIaHUH;

- (opmupoBanue HaBBIKOB MpodeccuoHanbHOTO  odopmieHUS U MNPOPECCHOHATBHOTO
«UTEHHUS» PEKJIIAMHBIX MaTEpPHAJIOB Ha MPEANPUITHIX TypU3Ma U CEpPBUCA, CIOCOOOB OpraHU3AINHI
Jiena B JaHHOU 00J1acTH JesITeIbHOCTH

JuctuminHa (Modyiv) HanpapiieHa Ha GOPMHUPOBAHUE CISAYIOMUX KOMIICTCHITHIA:

YK-4 CnocobeH NpuUMEHSITh COBPEMEHHbIE KOMMYHHKATHBHBIE TEXHOJOTHH, B TOM YHCJIE Ha
MHOCTPaHHOM(BIX) sI3bIKe(ax), A1 aKaJeMHUYECKOTO U PO(PECCHOHATBHOTO B3aUMOICHCTBUS

YK-4.1 BspiOupaer cTwib OOLIEHHS Ha PYCCKOM S3bIK€ B 3aBUCUMOCTH OT LEIM W YCJIOBHIA
MapTHEPCTBA; aAaNTHUPYET PeUb, CTUIIb OOLIEHUS U SA3BIK )KECTOB K CUTYAIIUSIM B3aUMOICHCTBHS

[1K-1 Brnanenue npuemamMu 1 MeTO1aMU pabOTHI C IEPCOHATIOM, METO/IaMH OLIEHKH KauecTBa U
PEe3yIBTATUBHOCTH TPyJa MEpCcoHaa MPEANPUATHS TYPUCTCKON HHIYCTPUU

[TK-1.2 OcyiecTBisieT B3aMMOCHCTBHE C TOTPEOUTEISIMU U 3aHHTEPECOBAHHBIMU CTOPOHAMU

I1K-3 Bnanenue cnocoOHOCThIO OLIEHUBATh U OCYILECTBIATh TEXHUKO-3KOHOMHUECKOE 00OCHOBaHUE
WHHOBAIIMOHHBIX MPOEKTOB B TYPUCTCKOW MHAYCTPUU HA Pa3HbIX YPOBHSAX ((enepanbHoM,
pPErHOHAIBHOM, MyHULIUIIAIBHOM (JIOKaJIbBHOM) YPOBHE)

ITK-3.1 OcymecTBiseT mpoiecc pa3padboTKH TYPUCTCKOTO MPOAYKTa C HCTIOIb30BAaHHUEM
WHHOBAIIMOHHBIX TEXHOJIOTHI

3HaTh:

- OCHOBHBIE BHJIBI ¥ TUITBI PEKJIaMBI, €€ ITPaBOBbIe OCHOBaHUs B PD;

- HaIpaBJICHHUs U LIKOJIbI PEKJIAMHOTIO JIeTIa;

- OCHOBHbIE MH(OPMALMOHHBIE PECYPCHl B cepe peKIaMHON JESTeIbHOCTH C MX MOOWUIBHOCTBIO U
JTUBEPCUPUKAITTOHHOCTBHIO;

- TUTOJOTHIO PEKJIAMHBIX TEKCTOB M CTPYKTYPY PEKIaMHBIX 00pa30B, KOTOpPHIE HCIONB3YIOTCS B
TypHU3ME;

- OCHOBBI HOIMHUHTA 1 OpEHANHTA B TypU3ME U CEPBHUCE.

VYMeThb:
- CO3/1aBaTh YHUKAIBHOE MPEAJIOKEHUE TYPIPOIYKTA U YCIYTH PA3IMYHBIMU CPEJICTBAMH PEKIIAMBIL;
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- CTPOMTD PEKJIAMHYIO CTPATETHIO C YU€TOM COBPEMEHHBIX IOCTHKEHUH B chepe Meana-
IJIaHUPOBAHUA U PEKIIAMHBIX TeXHOHOFHﬁ;
- ONITUMU3UPOBATH PACX0/Ibl KaK MIPU BIOOpE U pean3aluy pa3TuuHbIX KOMMYHHUKAIIMOHHBIX
CTpATeruii B pealn3aluy MeINaIlJIaHuPOBaHUS PEKIIaMBl;
Biagers:
- TEXHOJIOTUSIMU aHAJIM3a MECCUIKEN PEeKIIaMHBIX TEKCTOB U 00pa3oB;
- TEXHOJIOTHSIMM KpeaTHBa, aHaJIUTUKH, KOHCAJITHHTA.
[To nuctumuivHe (Modynio) NpeLyCMOTPEHA IPOMEXKYTOUHAs aTTecTalus B opMe 3ayeTa.
OO011ast TPyZJ0€MKOCTh OCBOCHUS AUCLUUIUINHBI (M00Y/14) COCTABIAET 3 3aU€THBIE €TUHHIIBI.



