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1. IlepedeHb MJIAHMPYEMBbIX Pe3yJbTATOB 00y4eHHS 110 AUCHHUILIMHE, COOTHECEHHBIX C
IJIAHUPYEMBbIMH pPe3y/IbTaTaMH 0CBOCHMs 00pa30BaTe/IbHON MPOrpaMMbl

1.1. Jucrmumumaa b1.0.05 «CoBpemennbie PR-TexHOMOrHH [€10BOTO M COOBITHITHOTO
typusma / Modern PR-technologies of business and event tourism» o0ecrnieurBaeT oBJaacHHE
CJEIYIOIMMH KOMIETEHIUSAMHU C YUETOM JTarna:

Kon
Kon HaumenoBanue HauMeHoBanmne KOMIOHEHTA
KOMIIOHEHTA
KOMIIeTeHUUH KOMIIeTeHUUH KOMIIeTEeHIUH
KOMIIETeHI[U U
Crocoben pa3pabaTsIBaTh
Crnoco0eH pa3pabaThiBaTh U MapKETUHTOBBIE CTPATETUH U TIPOTPaMMBbI
BHEJIPATH MapKETUHTOBEIC B cepe Typu3Ma, a TaKXKe BHEIPSITh UX B
OIIK-4 P P OIIK-4.1 $epe Typusva, AP
CTpaTervH U MPOrpaMMbI B JeSITEIBHOCTD MPEPUATHN CPephl
ctepe Typusma TypU3Ma, B TOM YHCJIE C UCTIOIb30BAaHUEM
cetu UHTEpHET.
CriocobeH ynpaBisiTh
BHEJIPCHUEM CrniocoOeH ompeNeNsaTh KI0YeBhIe
TEXHOJIOTUYCCKUX TEXHOJIOT'MYCCKUEC TYPUCTCKHNEC HOBAIIUH,
WHHOBALUI U COBPEMEHHBIX oreHUBaTh 3PPEKTUBHOCTH U
WHPOPMAITUOHHBIX U 000CHOBBIBATh IPUMEHEHUE COBPEMEHHBIX
Kc-4 dop NKc-4.1 P P
KOMMYHUKAaTHUBHBIX I/IH(i)OpMaIlI/IOHHLIX 1 KOMMYHUKAaTHUBHBIX
TEXHOJIOTUM JJIst TEXHOJIOTHHA TSI 00CCTICUCHHS
oOecrnieueHus KOHKYPEHTOCIIOCOOHOCTH MPEAIPHUSITHIA
KOHKYPEHTOCIIOCOOHOCTH chepsl Typu3Ma.
00BeKTOB chepsl Typu3Ma

1.2. B pe3ynbrare 0cBOEHUS AUCUUILINHBI y CTYJIEHTOB JIOJIKHBI OBITH C(HOPMUPOBAHBI:

OTO/TD
(npu HAIMYMH
npodcrangapra)/ Koz
KOMIIOHEHTA Pe3yabTarsl 00yueHus
TPYAOBBIE W
KOMIIeTeHU MU
npogeccuoHaJIbHbIE
AedcTBUS
Ha YypOBHe 3HAHHWii: OpPraHM3alOHHBIE OCHOBBI TYPHCTCKOM
WHAYCTPUHU, CTPYKTYpy TYPHUCTCKOM OTpacid, WHAYCTPUHU
0COOEHHOCTH NPABOBBIX M XO3SIMCTBEHHBIX OTHOLIEHUH MEXIy
YYaCTHUKAMH TYPUCTCKOM JI€ATENbHOCTH, TOHATHE, BHIBI U
TEXHOJIOTMM  OpraHU3allMd  JIESTEIbHOCTH  TYpOIEpaTOpOB,
OIIK-4.1 TypareHTOB M  KOHTPAareHTOB TYPUCTCKOH  JAEATENbHOCTH,

OCOOEHHOCTH M COCTaB TYPUCTCKOI'O0 MPOAYKTa U €ro COCTaBHBIX

3JIEMEHTOB, 0COOEHHOCTH TYPHCTCKOM

JCATCIIBHOCTHU B Poccun BO BHYTPCHHEM, BHE3JTHOM M BBIC3THOM

OopraHusainuu

TypHU3ME.

Ha YpoBHe yMeHHﬁ! IJIAHUPOBATH U OCYLICCTBJIATH KOHTPOJIb 3a

4




OT®/T®
(mpu HATMYMH

npodcerangapra)/ Kox
KOMIIOHEHTA Pe3ysabTarsl 00y4yeHnus
TPYAOBBIE UM
KOMIIETEHLIM U
npodeccuoHaJIbHbIE
aefncTBUA
peanmmzanmeri  PR-mpoekta,  obOecreunBarh — KOOPIUHAIMIO
necTBU co BceMH (YHKUMOHAJIBHBIMH IOIPA3ICICHUAMHI
MPEINPUSITUH TyPUCTCKOM MHIYCTPUH; aHAJIU3UPOBATH OCHOBHbIC
TEOPETUYECKUE M TMPAKTHYECKHE HampaBieHHS W TMPOOJIEMbI
B3aMMOJCHCTBUSL  NPEANPHUATUS TYPUCTCKOW HMHIYCTPHUH H
norpeduresen (KIMeHTOB).
Ha  ypOBHe HABBIKOB: HaBbIKAMH  (QOPMHUPOBaHHA U
IIPOABHKEHUS TYPUCTCKUX IIPOAYKTOB U YCIIyT,
COOTBETCTBYIOIIUX 3allpocaM MOTpeduTenei.
OT®.D.7. HA YpOBHE 3HAHMIi: 3HATh CPEACTBA U OCOOCHHOCTH PEKJIaMbl B
Crpaterndeckoe Typu3Me, MpeaMeT W 0COOCHHOCTH CBsI3eH C OOIIECTBEHHOCTHIO,
YHPAaB/ICHIC BLICTABOYHON 3HATh METOJbl HCCJICIOBAHUS, TNPUMCHSEMbBIC B PEKJIAMHOW
JICATEIBHOCTRIO JIeATENNHOCTH U CBA3SX C 0OIECTBEHHOCTBIO.
OpraHu3anuy - ”
HAa YpOBHE YMEHMii: HCIIOJNB30BaTh OCHOBBI IKOHOMUYECKHUX
po¢eCCHOHATHHOTO . N
3HaHUH TpU OleHKe 3(P(PEeKTUBHOCTH PE3yNbTATOB PEKIAMHON
OpraHu3aTopa TOproBo-
[IPOMBIILTCHHBIX JesTeNbHOCTH U ouLeHke 3(dexrnBHOCcTH PR-kammanuum, ymers
BEIcTaBoK/ T®. D/01.7. JIOTHYECKH BEPHO, apIYMEHTUPOBAHO U SICHO CTPOWTH YCTHYIO H
VYnpasieHue peanuzanueit IMUCBbMCHHYIO PpPC€Yb;, OPraHMU30BLIBATH pa60Ty HCHOHHHTCHGP'I;
CTpaTeruy PasBUTHs IUIAaHUPOBaTh M HPOrpaMMHPOBATh PEKIaMHbIC KaMIIaHWHU,
OpraHu3alKy - IUIAaHUPOBaTh W IporpamMMmupoBaTs PR-kamnanuu, ymers
pOhECCHOHANBEHOTO MKc-4.1 WCIIONIF30BaTh MOJyYeHHBIE HABHIKM B TMPAKTHYECKOH pabore, B

OpraHu3aTopa TOProBO-
IMPOMBINIJICHHBIX BHICTABOK

OT®.E.7. Opranmuzanus
9KCKYPCUOHHOM
nesrensaocT/ TO.
E/01.7. Onpenenenne
KOHIICTIIIUU U CTPATETHH
Pa3BUTHA SKCKYPCUOHHOM
OpraHu3aIiu

O6HIGHI/II/I C KJIMCHTaMU U NIPEACTAaBUTCIIAMU opraHmauHﬁ.

HA YPOBHEe HABBIKOB: HaBbIkaMH pacuera 3(P(HEKTUBHOCTH
pexnamHpix W PR- kammaHwii; HaBBIKAMH 110 HWCIOJIH30BAHHIO
METO/JIOB MOHUTOPHWHIA PBHIHKA, HAaBBIKAMH II0 COCTAaBJICHHUIO
PEKIaMHBIX TEKCTOB C Y4E€TOM cCreln(UKA TOBapa WK YCIYTH,
HaBBIKAMH o MIPUMEHEHUIO MIPUKIIATHBIX METOJIOB
HCCJIEI0BATEILCKON NEATEIPHOCTH: M0 PEeATU3AIH TYPUCTCKOTO
MIPOyKTa C HCIIOJB30BaHUEM MH(OPMAITMOHHBIX u
KOMMYHHUKATHBHBIX TEXHOJIOTHIi, HABBIKAMU 10 (OPMHPOBAHHUIO,
U3MEHECHHIO, KOPPEKTUPOBKE MMHKA OPTAaHU3AIUHN TTOCPEICTBOM
CMUM, BHemHEH w©

B3aUMOJEUCTBUS  CO BHYTPEHHEU

00ILIECTBEHHOCTHIO.

2. O0beM U MeCTO JMCUMIIMHBI B CTPYKTYpe 00pa3oBaTe1bHOI NPorpaMMbl

O0beM TUCHUIIUHBI

OO01mast TpyI0eMKOCTh JTUCITUIUIMHBI COCTaBIsIeT 3 3a4eTHbIe equHuIbl, 108 akanem. gacor

/ 81 actp. yacos.




Bup padorsl TpynoemkocTs
(B akageM. yacax)
OuHnasi/3a0uHasi
OO01ast TPY/10€MKOCTh 108/108
KonrakTHas padora 36/12
Jlexuuu 20/4
[pakTHueckue 3aHsTUS 16/8
JlaboparopHble 3aHATHS -/-
CamocTosiTe/IbHAs padoTa 72/92
Kontpois -14
DopMBbI TEKYIIETO KOHTPOJISI P — pedepar, [13 — npaktudeckue 3anstus, T —
TECTHPOBAHUE

dopmMa NPOMEKYTOUHOI aTTeCTAlNN 3auer

MecTo IMCHUIIMHBI B CTPYKTYpPe 00pa30BaTe/ibHOM MPOrpaMMbl

Huctmmummaa  b1.0.05  «CoBpemennble  PR-texHONMOrMU  7€IOBOrO W COOBITUHHOTO
typusma/ Modern PR-technologies of business and event tourismy» otHocutcst kK 0a30BOM YacTH
yuebHoro maHa HampasieHus 43.04.02 «Typusm» mpoduns «MHIYyCTpUS [AETOBOrO U
COOBITUITHOTO TYpHU3Ma.

lenpto  AMCUMIUTUHBI  SABISETCS  O3HAKOMIJIGHHE  CTYJEHTOB C  OCHOBHBIMHU
COCTaBISIOLIMMU pekiiaMbl 1 PR, KOoTOpbIe MaroT mpeacTaBieHne o JaHHOU cdepe NesaTeIbHOCTH
HE TOJIbKO KaK TEOPHH, HO U KaK MPAKTHUKH.

OcHOBHBIE 3aJladyl  MOXXHO C(OPMYJIHpPOBATH CIEAYIOIMUM 00pa3oM: MOATOTOBKA
Oyaymiero crenuanucTa K 3pPexTnBHOMY (YHKITMOHUPOBAHHUIO B 00JIACTH MPOPECCHOHATBHON
nesTeNbHOCTH. JluctuiminHaa GopMupyeT y OyIaymiero CIenHaaucTa HaBBIKA HCIOJb30BaHUS
OCHOBHBIX (DYHKIIMI OOIIIECTBEHHBIX OTHOIIEHHI B OPraHU3allUAX, B yrpaBieHUH. J[aeT 3HaHUS
U TpPEICTaBICHHS UCIOIB30BAaHUS COBPEMEHHBIX pekiIaMHbIX u PR-TexHomoruii kak
MEXaHU3MOB KOMMYHHKAIIMOHHBIX CBSI3€H MEXIy OOIIECTBOM U CyOBEKTaMU MOTUTHYECKOTO U
HSKOHOMHUYECKOTO IMPOIIecca, KaK MEXaHU3Ma KOPPEKTUPOBKM HMHUKA KOMIAHHUH, CPeICTBa
paspenieHns KOHQIMKTHBIX CUTYaIUi.

Huctunmmaa b1.0.05 «CoBpemennbie PR-TexHONOrHMM 1E€TOBOTO M COOBITHITHOTO
typusma/ Modern PR-technologies of business and event tourism» TecHO cBsi3aHa CO
CIEAYIOIMMH JUCIUIUIMHAMH: YacTh BOIPOCOB, MOATEM OCBEIIAIOTCS B paMKaxX IUCIMIUIVH,
MPEIIECTBYIONUX KYPCY, TAKUX KakK «MapKeTHUHT JeI0BOTO U COOBITUIHOTO TypU3May.

Bompocsl, monremsl, paccMoTpeHHble B pamkax auciuiuimabl b1.0.05 «CoBpeMeHHbIe
PR-texHosoruu aenoBoro u coowsrruitnoro typusma/ Modern PR-technologies of business and
event tourismy» OyayT MOJIE3HBI TaK K€ Ul M3YYCHHs Pa3IMYHBIX acleKTOB HEKOTOPBIX cdep
MpoeCCHOHAIBHON ~ JEATEIPHOCTH, W HAWAYT OTpaX€HHWE B TaKUX JUCIHMIUIMHAX Kak
«/HHOBAIIMOHHBIE TIEPCOHAII-TEXHOJIOTUH TTOJATOTOBKH TYPUCTCKUX KaapoB», « IHHOBAIIMOHHBIC
TEXHOJIOTMM OpTaHHW3allMd W TPOBEJICHUS KPYIHBIX MeponpusThii», «HHOBAaIMOHHBIE
TEXHOJIOTHH B cepe IeTOBOTO M COOBITHITHOTO TYpU3MaY.

JuctunnuHa  MOXXET  pPeaM30BBIBATRCA € NMPUMEHEHHWEM  JUCTAaHIIMOHHBIX

oOpa3zoBatenbHbIX TexHosnorui (manee — J10T).



JlocTyn K cucTeMe TUCTaHIIMOHHBIX O00pa30BaTEIbHBIX TEXHOJIOTUH OCYIIECTBISETCS
KKJBIM O00YyJalomMMCs CaMOCTOSITEILHO C JII0OOTO YCTpPOMCTBAa Ha mopTane: https://sziu-
de.ranepa.ru/. I1apoap ¥ JJOTUH K JTUYHOMY KaOWHETY / MpO(UITI0 MPEIOCTABISICTCS CTYJIEHTY B
JIeKaHare.

Bce ¢dopmbl TeKymero KOHTpOIIsl, MPOBOJAUMBIC B CUCTEME JAMCTAHIIMOHHOTO OOyYCHHS,
OILICHUBAIOTCSI B CHCTEME JHMCTAHIIMOHHOTO oO0y4deHwus. JlocTyn K BHJIEO M MaTepualiaM JICKIIHA
NPEJOCTABIISICTCSI B TEUEHUE Bcero cemectpa. JlocTynm Kk KaxaoMmy BHIY pabOT U KOJHMYECTBO
NONBITOK HA BBHIMOJIHEHUE 3aJaHHs MPEJOCTABIISCTCS Ha OrPaHUYEHHOE BpPEMs COTJIAaCHO
periiaMeHTy JIUCHMIUIMHBL, onyonukoBanHomMy B CJIO. IlpemomaBarens — OlleHUBaeT
BBINTOJIHEHHBIE 00yJaromuMcs padoTel He mo3aHee 10 paboumx AHEH Mmocie OKOHYaHUS CpPOKa

BBITIOJTHCHUS.

I/I3yquI/Ie JUCHUIINIMHBI OCYIICCTBIIACTCA B TCYCHHUEC OAHOIO CEMECTpa: JId CTYACHTOB

ouHoi opmbl o0yuenus — Ha 1 cemectpe 1 kypca. B Teuenue 1 kypca aias CTYACHTOB 3a04HOM
dbopmbl 00yUEHUSI.

3. Coep:xkaHue U CTPYKTYPa AUCUMILTUHBI

3.1. CTpyKTYpa AMCUUILIHHBI
Ounas popma odyuenusn

Ne ni/mm

HaumenoBanue Tem
U/MJIU pa3/iesioB

O0beM qUCHUNIMHBL (MOYJIs1), Yac.

Bcero

KonTakTHasi padoTa o0yuyarommuxcs
¢ npenojaBaTeaeM
M0 BH/aM Y4eOHbIX 3aHATHH

JUIOT | JP/ | m/OOT | KCP
JIOT

CpP

Dopma
TeKyLlero
KOHTPOJIsA

ycneBaeMocTH™,
MPOMeKYTOYHOMI
aTTecTAlMH

Topic 1

Advertising media and
features of advertising in
tourism

10

Topic 2

Organization and
planning of an
advertising campaign in
the field of tourism

10

Topic 3

Essence and content,
goals of PR,
Organizational structure
and functions of the PR
department

11

Topic 4

The concept of "public”,
methods of its research

11

Topic 5

Development and
implementation of PR
programs

11

113

Topic 6

Image and corporate
relations. Technology
for creating an
"external™ image.
Branding as a means of
managing the image of
an organization

11

Topic 7

The concept of

11




communication and the
model of
communication.
Fundamentals of
Negotiation Theory

Topic 8

Media relations: general
principles, news
production, media texts,
media events

11

113

Topic 9

PR on the Internet. PR
in the system of mass
communications

11

113

Topic
10

PR in conflicts. Crisis
management

11

IIpomexxyTouHas arTecTanus

3auér

Bcero (akan/acTp):

108/
81

20/15

16/12

72/
54

Ipumeuanue:* P — pechepam, 113 — npakmuyecxue 3anamus, T — mecmuposanue.
3aounan hopma odyuenusn

Ne i/

HaumeHoBaHue TeM
U/WJIM pa3ienoB

O0beM JUMCHUIIMHBI (MOAYJIs1), Yac.

Bcero

KonTakTHasi padoTa o0yuyarommuxcs

C mpenoaaBarTejieM

M0 BUIAM Y4eOHBIX 3aHATHI

J/IOT

JIP/
JOT

/10T

KCP

Cp

dopma
TeKyuiero
KOHTPOJIsA
ycmeBaeMocTu™,
NPOMEKYTOYHOM
aTTecTAalMHu

Topic 1

Advertising media and
features of advertising in
tourism

12

10

Topic 2

Organization and
planning of an
advertising campaign in
the field of tourism

12

10

Topic 3

Essence and content,
goals of PR,
Organizational structure
and functions of the PR
department

10

Topic 4

The concept of "public”,
methods of its research

10

Topic 5

Development and
implementation of PR
programs

10

113

Topic 6

Image and corporate
relations. Technology
for creating an
"external™ image.
Branding as a means of
managing the image of
an organization

10

Topic 7

The concept of
communication and the
model of
communication.
Fundamentals of

10




Negotiation Theory

Topic 8

Media relations: general
principles, news
production, media texts,
media events

10

113

Topic 9

PR on the Internet. PR
in the system of mass
communications

10

113

Topic
10

PR in conflicts. Crisis
management

10

IIpomexxyTouHas arTecTanus

3auér

Bcero (axan/actp): 108 413 8/6 9629/

3.2. Conep:xanue TUCHUNIUHBI
Topic 1. Advertising media and features of advertising in tourism
The methods of promotion of tourist services are considered, the features of advertising in the
field of business and event tourism are characterized. Advertising means used in tourism are
considered: Advertising in the press, radio and television advertising, souvenirs, outdoor
advertising, mailing list.

Topic 2. Organization and planning of an advertising campaign in the field of tourism

The goals of the advertising campaign in tourism are highlighted. The stages of planning an
advertising campaign are considered, the process of developing an advertising budget is
characterized. The bases of the analysis of efficiency of advertising activity in business and event
tourism are given. Consider media planning.

Topic 3. Essence and content, goals of PR, Organizational structure and functions of the
PR department

The essence and content, goals of PR, organizational structure and functions of the PR
department are considered.

Topic 4. The concept of ""public™, methods of its study
The concept of "public" in the understanding of specialists in the field of public relations,
methods of its study are analyzed.

Topic 5. Development and implementation of PR programs

All stages of development and implementation of PR-programs are considered and characterized.
Analytical stage of a PR company. Planning PR programs. Implementation and evaluation of the
results of a PR company. Macro- and micro-measurements of PR-efficiency. The ways of
measuring the effectiveness of PR related to the production and use of information products are
analyzed.

Topic 6. Image and corporate relations. Technology for creating an "external’ image.
Branding as a means of managing the image of an organization.

The technology of creating an "external” image is analyzed. Branding is considered as a means
of managing the image of an organization.




Topic 7. The concept of communication and the model of communication. Fundamentals of
Negotiation Theory
The basics of the theory of negotiation are being studied.

Topic 8. Media relations: general principles, news production, media texts, media events
The principles and main components of media relations are considered: the principles of building
media relations, the production and semantic positioning of news for the media, methods of
strengthening the information occasion. The principles and rules of writing texts for distribution
in the media and for direct publication in the media are considered. The rules for organizing and
holding the most common media events are considered: a press conference, a briefing, a press
tour, a round table, a presentation, a club evening.

Topic 9. PR on the Internet. PR in the system of mass communications

The application of PR in the Internet is considered: the blogosphere, social networks, traditional
sites. PR in the system of mass communications is considered: product-pacement, life-
placement.

Topic 10. PR in conflicts. Crisis management
The basic principles of anti-crisis management are considered: PR in emergency situations, PR
in conflicts.

4. MarepuaJjbl TEKylIero KOHTPOJIsl YCIIeBAEMOCTH 00y4ar0mMXCs
4.1. B xone peamuzanun aucuuiuiaabl 51.0.05 «Cospemennvie PR-mexnonozuu 0enoeozo u
coovtmunnozo mypusma | Modern PR-technologies of business and event tourismy
HCIOJIb3YIOTCH CJIeIYI0IIHMe MeTO/Abl TeKYLIero KOHTPOJIA yCIeBaeMOCTH 00y4YAKIIHUXCH:

[Tpu mpoBeneHUH 3aHATUN JEKIMOHHOTO THWIIA: JIGKIIMOHHBIM MeTop (Jekmus-Oecena),
YCTHBIN OITPOC.

NPy TPOBEACHUM 3aHATUM CEMHHApCKOTO THUMa: pedepar, MpaKkTUUECKHE 3aHATHUS,
TECTUPOBAHUE.

NP KOHTPOJIE PE3YJIBTATOB CaMOCTOSITENIBHOM pPabOThl CTYACHTOB: CaMOCTOSITEIHLHOE
W3y4eHUE JIUTEepaTyphbl; JOMalIHUE 3aJaHus, KOTOpbIE BKIIOYAaeT B CeOS BBIMOJHEHUE
Pa3IMYHOTO poJia 3aJaHMii, KOTOpPbIe OPUEHTUPOBAHBI Ha OoJiee TTyOOKOe YCBOEHHE MaTepuana
M3y4aeMOil TUCIUIUIMHBIL.

B cayuae peanuzayuu oucyunaunvt 6 JOT ¢opmam 3ad0anuii adanmuposan Ol
niamgopmor Moodle.

4.2. MarepuaJibl TEKyIIero KOHTPOJISA YCIIEBAeMOCTH 00y4aI0IINXCs
TunoBbie OLleHOYHBbIE MaTepHAJIbI MO Teme Ne3, 4, 6, 7
IIpumepHbIe TeMbl pedepaToB
IIpoananusupyume, oyenume, CpasHume u yKaxcume c60e OMHOUEHUE K 3ampOoHymou meme.

1. Advertising and marketing.
2. Psychological aspects of advertising.
3. Types of advertising.
4. Image of the company as a means of advertising.
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5. Working with an advertising agency.

6. Evaluation of the effectiveness of advertising.

7. Regulation of advertising activities.

8. Features of advertising practice in Russia.

9. Advertising in the tourism industry.

10. Features of advertising regional tourism. Topics of abstracts in the discipline Advertising and
PR in tourism

11. Fundamentals of imageology.

12. Designing a personal image.

13. The role of corporate philosophy and corporate history.

14. Speechwriter: profession or art.

15. Rules for preparing a media kit for a press conference.

16. Basic approaches to understanding the crisis and ways to manage it.

17. Features of the psychological perception of information in crisis situations.
18. Information management during a crisis.

19. Methods and methods of evaluation in the management of PR activities.
20. Use of various models of negotiation theory

TunoBbie OLleHOYHBIE MaTepPUAJbI M0 Teme Ne5, 8, 9

HpnMeprle MNPAKTUIECCKHUE 3aHATUSA

Cobepume unpopmayuio no npednodxcenHol meme, coeiaiime 0030p.

Task #1 Create a promotional message for a travel agency's seasonal offer

Task number 2. Explain the steps involved in the personal selling process. List strengths and
weaknesses

Task number 3. Related Essay: "Key Considerations for a Marketing Executive When
Evaluating Promotional Measures"

Task number 4. Drafting a press release for the following news (student's choice)

Tunosbie oeHOYHbIEe MaTepHaJibl o Teme Nel-10

IIpuMepHBIi KOMILIEKC TECTOBBIX 3a1aHUI
Buibepume npasunvnviti omeem.
1. The function of the PR department, which is to develop and publish information about

activities of the company, answering questions from journalists, in the production and placement
of advertising materials about the company and its divisions is called

A definition of a common PR policy

B connection with the local population

C publicity for the corporation

D publicity for corporation products

2. In the modern world, the institution of public relations has become an integral part of
A the organization's management

B press secretaries

C Communications Service

3. Select the advantages of the PR department, which can turn into disadvantages:
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A belonging to the same team;

B knowledge of the organization;
C cost savings;

D accessibility in communication.

4. Functional duties of the PR department DO NOT include:
A preparation of statements of the organization;

In connection with government authorities;

C institutional advertising;

D budgeting the organization.

5. The origin of public relations as a social institution is closely intertwined with

A advertising

B propaganda

C press mediation

6. Writing stories or organizing special events to get media attention and visibility is called
A propaganda

B press mediation

C public relations

7. People who have realized that they are affected in some way by a problem situation, or they
are involved in it together, but have not yet exchanged opinions among themselves on this are
called

A the latent public

B non-public

C active community

D knowledgeable public

8. A verbalized or other open form of reaction to certain stimuli is
A the opinion

B installation

C coorientation

9. Statements and judgments form
A setting

B public opinion

C customized orientation

10. Everything that has at least some relation to the company and the goods it offers and
services is called

A the image

B corporate style

C corporate philosophy

11. Press releases not intended for publication, which are constantly updated and
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aimed at informing journalists about the state of affairs in the organization are called
A short notice

B generic type release

C background type information material

12. releases about personnel changes, change of address, and similar matters,
typed in the form of one or two sentences are called

A short notice

B generic type release

C background type information material

13. When are quotation marks used?

A the transmission of the speech of other persons

B product names

C name of organizations

14. Capital letters are used to designate all positions

A true
B false

15. PR-media includes seminars and conferences, private exhibitions, publication of explanatory

materials
A true
B false

5. OneHOYHbIEe MaTePUAJIbI IPOMEKYTOUYHON ATTECTALUM MO AUCHHUIIMHE

5.1. 3a4éT mpoBoAUTCH ¢ MPUMEHEHUEM CJIeAYIOIIUX MeTOAOB (CpeAcTB): B paMKax cladu

3a4€Ta MpeayCMaTPUBACTCS YCTHBIE OTBETHI CTYICHTOM T10 OUJIETY.

B cnyuae nposedenus npomedxcymouHol ammecmayuyu 6 OUCMAHYUOHHOM pedcume
ucnonvsyemcs niamegopma Moodle u Teams.

5.2.  OueHoYHbIe MATEPHAJIbI IPOMEKYTOUYHOM ATTeCTALMHI
Kommnonent IIpomexyTOUHBIN/KII04Y€eBOMH Kpurepuii oueHnBanus

KOMIIETEHIIUH HHAUKATOP OLlCHHBAHHUA
OIIK-4.1 Cnioco0OeH | PazpabaTpiBaeT MapkeTHHroBble crpateruu | [lonmydeH wucyepnbIBaOmUil  cocTaB
pa3pabaTbIBaTh W TIPOrpamMMbl B C(epe Typu3Ma, a TAKKE | geoOXOUMBIX HCXOMHBIX JTAHHBIX IS
MApKCTUHI'OBBIC CTPATEruv | BHCAPACT UX B ACATCIILHOCTD NPEATIPUATUN aAHAIH3a KOHKypeHTHOfI cpesbl
U mporpamMMmbel B cdepe | chepsl TypusmMa, B TOM UHCIE C

OpraHH3aI}H.

TypU3Ma, a TaKKe BHEIPATh

HCTIOJIb30BaHKUEM ceTH MHTEepHET.

IIpoBeneH caMOCTOATEIbHBIA aHAIN3

ux B JIESTeNbHOCTh
MpEIIPUATUI cdepsl KOHKYPEHTHOW CpeApl M0 TeMaTHKe
Typusma, B TOM YHCIE C UCCIEN0BaHHS, [IOJIy4EHBI
UCTIOJIb30BaHHEM TH
CTIOJIb30BARMC ce 000CHOBaHHBIE BHIBOJIBL.
HurepHer.

Pazpaborana MapKeTHHIOBas

CTpaTerus OpraHu3aIliH, OTBEUAOIIas
COCTOSIHUIO KOHKYPEHTHOH cpelbl U
CTpaTeruyecKum 3ajayam
OpraHW3allMA C Y4YeTOM TpeOOoBaHMIA
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KoMnonenr

ITpomexyTOYHBIN/KIH0YeBOH

Kpurepnii onennBanus

KOMIIeTeHUUH HHIUKATOP OLeHNBAHUSA

OPOEKTHOTO MOIX0/A.
[IpoxeMoHCTpUpPOBaHBI HABBIKH
OpraHM3allid KOHTPOIIS BHEAPEHUS
MapKETHHTOBBIX cTpaTerui u
OporpaMM OpraHW3aluil HHAYCTPHH
JIEJIOBOTO W COOBITHIHOTO Typu3Ma, B
TOM 9HCIE C  HCIOJb30BAHUEM
BO3MOXHOCTEN MIHTEpHET CETH.

[TKc-4.1 Criocoben | Onpenensier KIOYEBbIe TeXHOJNOTHUeckue | OTIMYHO 3HAaKOM € TOHHMaeM

OTIpEeTISATh KITIOYEBBIE | TYPUCTCKHE HOBAIIHH, OIIEHMBAET | CIeNU(DUKH Mpo¢heCCHOHATBHBIX

TEXHOJIOTHIECKHE 3¢ PEeKTHUBHOCTH " 00OCHOBBIBACT | CUCTEM IJII TPEINPHUATHH  Ccephl

TYypPHUCTCKHE HOBallUH, | TIPUMEHEHHE COBPEMEHHBIX | TYpH3Ma.

oueHnBaTh 3)(HEKTUBHOCTD | MHPOPMAIMOHHBIX M KOMMYHHUKAaTHUBHBIX | MoxkeT CaMOCTOSITEIIbHO

u 000CHOBBIBATh | TEXHOJIOTHH TUTSI obecrieueHus | pa3pabaTeiBaTh PEKOMEHIAIMA  TIO

NPUMEHEHUE COBPEMEHHBIX | KOHKYPEHTOCIOCOOHOCTH  TPEAINPHATHH | OpraHu3aiuu NPUMEHEHUS

UHPOPMAITUOHHBIX u | chepsl Typu3Ma. COBpPEMEHHBIX WHPOPMAIOHHO-

KOMMYHHKATHBHBIX KOMMYHHUKATHBHBIX TEXHOJIOTUH st

TEXHOJIOTHIA TUTS obecrnieyeHus

obecrieyeHust KOHKYPEHTOCIOCOOHOCTH OOBEKTOB B

KOHKYPEHTOCIIOCOOHOCTH cdepe TypuzMa.

MPEPUATHI cepst

TypH3Ma.

TunoBblie oOLleHOYHbIE MATEPHAJIbI IPOMEKYTOUHOM aTTEeCTALMU
IlepeyeHb BONPOCOB K 324éTy

H3noxncume meopemuueckue O0CHO8bL NO OAHHOU meme (Oaiime onpeoesieHusl,

nepeuuciume u Hazoeume) u 000CHyime (apzymenmupyiime u npoOeMOHCMPUpyiime) ceoe

OmHouwleHue K OaHHOU meme (Ha KOHKPemHOM npumepe):
1. Definition of the concept of "public relations”, the essence and goals of PR.
2. PR and forms of activity close to it.
3. Principles and functions of PR, types and methods.
4. Functional duties of the public relations department.
5. Requirements for personal qualities and education of PR specialists.
6. Job responsibilities of a PR manager.
7. Public for PR specialist, typology of public groups.
8. Relationship between public opinion and PR activities: attitude, co-orientation,
motivation for changing public opinion.

9. Types of public opinion research, sociological research.

10. Personal image.

11. Technology for creating a corporate image.

12. Branding as a means of image management.

13. Identification branding, co-branding, rebranding.
14. Auditory and sensory branding, anti-branding, socially responsible behavior branding.
15. Characteristics of image campaigns for the promotion of territories, organizations, for

personal PR.

16. Principles of building media relations and news management..
17. Production of news for the media, methods of strengthening the news occasion.
18. Rumors, their features.
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19. Press release: types, writing rules, value for PR.

20. Speeches, speeches on radio and television as a form of news presentation.

21. Media events: press conference, briefing, press tour, round table, presentation, club
evening.

22. Mythological arguments as a method of influencing the consumer of information.

23. Business rituals as part of the company's PR policy.

24. Crisis management: the concept of “crisis", especially the use of information during
crises.

25. Crisis management: information activity in a crisis situation and features of the
psychological perception of information in a crisis.

26. Characteristics of the stages of the PR campaign.

27. Evaluation of efficiency, evaluation of corporate communications.

28. Measurements of the effectiveness of PR related to the production and use of
information products

29. PR on the Internet.

30. PR in the system of mass communications.

IIxana oneHUBaHUA

OueHka pe3ynpTaTOB MPOU3BOAMTCA Ha OcHOBe [lonoxkeHHs O TeKylleM KOHTpPOJe
yCIeBaeMOCTH  OOyyaroluxcss W MIPOMEKYTOYHOW  aTTecTauuud  OOErammuxcs 10
o0pa3oBaTeNbHBIM IPOTpaMMaM CpeIHEro MpPOopECCHOHATBHOTO M BBICHIETO O0pa30BaHUS B
dbenepanbHOM TOCYIApPCTBEHHOM OIOKETHOM| 00pa30BaTENIbHOM  YUYPEKIACHUHM  BBICIIETO
oOpazoBanus «Poccuiickasg akageMuu HApOJHOIO XO3SHUCTBA U TOCYAAPCTBEHHOM CIIy:KOBI Mpu
[Ipesunente Poccuiickoit ®@enepaunn», yreepxkaeHHoro Ilpukazom Pektopa PAHXul'C mpu
[Ipesugente PO ot 30.01.2018 r. Ne 02-66 (.10 pazmena 3 (mepBbiit ab3am) u m.11), a Takxe
Pemenuns VYuyenoro cosera CeBepo-zanagHoro wuHctutyra ynpasieHuss PAHXul'C npu
[Ipesunente PO ot 19.06.2018, npotokon Ne 11.

Ha «3a4TeHo» OIleHUBAIOTCS OTBET, B KOTOPOM CHCTEMHO, JIOTUYHO M MOCJIEI0BATEIEHO
M3JI0KEH MaTepuall Ha BCE TMOCTaBJICHHBIE BOMPOCHL.. Kpome Toro, CTyAeHT JOHKEH MoKa3aTh
CIIOCOOHOCTH JIeNIaTh CaMOCTOSTENbHBIE BHIBOJIBI, KOMMEHTUPOBATh U3JaraeMelii Mmarepuai. [Ipu
TOM JIONYCKAIOTCSI HEKOTOpbIE 3aTPyJHEHUS C OTBETaMM, HalpuMep, 3aTPYJHEHUs C
pUMepaMu U3 MPAKTUKH, 3aTPYIHEHHUS C OTBETaMHU Ha JIOMOJHUTENbHBIE BOMIPOCHL.

«He 3ayTeH0» cTaBUTCS B Cily4ae, KOrja CTYJEHT HE 3HAeT 3HAYMTEIbHOW 4YacTH
y4eOHOro Mmarepuana, JOMYCKAaeT CYIIEeCTBEHHbIC OIMMOKM;, 3HAHUA HOCAT OECCUCTEMHBIN
XapakTep; Ha OOJBIIMHCTBO JOMOJHUTEIBHBIX BOMPOCOB JaHbl OIIMOOYHBIE OTBETHI; OTBET
JTaeTCcsl HE MO BOIIPOCY.

6. MeToguyeckue MaTepuajbl 10 0CBOCHHIO TUCHHILINHBI
CTyzneHT JoMyCcKaeTcs K 3a4eTy M0 JUCLUIUIMHE B CIIy4ae BBIIIOJIHEHUS UM BCEX 3aJJaHUI
Y MEPOIIPUATHN, TPEAYCMOTPEHHBIX IIPOrPAMMON TUCLUILINHBIL.
3ayeTbl OpPraHM3yIOTCSl B TEPUOJl CECCHM B COOTBETCTBUM C TEKYIIMM TIpapuKoM
y4eOHOTo Ipoliecca, yTBEPKICHHBIM B COOTBETCTBUHU C ycTaHOBIeHHBIM B C3UY mopsakom.
[IpotoIKUTENBHOCTE  3aueTa I KaXJAO0ro CTyA€HTa HE MOJYKET IPEBBIIATh YEThIPEX
aKaIEeMMUYECKUX YacoB. 3adeT He MOXKeT HauuHaTtbCs paHee 9.00 yacoB M 3aKaHUMBATHCA
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no3anee 21.00 yaca. 3a4eT mpoBOAUTCS B ayJUTOPHUH, B KOTOPYIO 3ayCKAIOTCA OJHOBPEMEHHO
He Oozee 5 uenoBek. Bpems Ha MOArOTOBKY OTBETOB MO OWJIETY KaXJIOMy OOYyYarolemycs
orBoautcs 30-40 munyt. IIpu siBke Ha 3aueT 00ydarOMIUNACS JOKEH UMETh TPH cebe 3a4eTHYIO
KHIKKY. Bo Bpemst 3auera oOydarommecss MO PELICHHIO IMPENoAaBaTelisi MOTYT MOJIb30BaThCS
y4eOHOW POrpaMMOil IMCHUIUIMHBI U CIIPAaBOYHON JIUTEPATYPOH.

O6yuenne mno mgucruummHe b1.0.05 «Copemennbie PR-TexHOmornu paenoBoro u
coosrtuitnoro typusma/ Modern PR-technologies of business and event tourismy» mpearmosaraer
U3y4YeHHE Kypca Ha ayIUTOPHBIX 3aHATUAX (JIGKUMM U TPaKTUYECKUEe 3aHATUS) U
CaMOCTOSITENIbHOM paboThI CTYJAEHTOB, BKJIIOYas MOATOTOBKY K 3auéty. [IpakTuyeckue 3aHsATuUs
mucnuuinabl 51.0.05 «CoBpemennbie PR-TexHOJIOrMM JETOBOrO W COOBITUHHOTO Typu3ma/
Modern PR-technologies of business and event tourismy» mnpeamonarailoT MX MPOBEICHHE B
pa3nuyHbIX (opMax ¢ 1[eNbI0 BBIABICHHUA TIIOJYYCHHBIX 3HAHWH, YMEHH, HABBIKOB U
KOMIIETEHIIUH.

Iloozomoexa k nexyuu

C uenbo obecrieueHus yCrenHoro 00y4eHus CTyIeHT JOKEeH TOTOBUTHCS K JIEKIIHH,
MOCKOJIbKY OHa SIBJISIETCS BasKHEH e popmoii opraHu3anui yueOHOro mpoiiecca, HoCKOJIbKY:

— 3HAKOMUT C HOBBIM Y4€OHBIM MaTepHAaIOM;

— Ppa3bsCHSET yueOHbIE JIEMEHTHI, TPYAHBIE JIJIsl IOHUMAHUS;

— CHUCTEMAaTHU3UpYeT yueOHBI MaTepual;

— OpPHUEHTHPYET B yueOHOM Ipoliecce.

Iloozomoexa K neKyuu 3aKn0uaemcs 6 ciedyruem:

— BHUMATEJIbHO MPOYUTANTE MaTepua NpeablayIeH JICKIUH;

— y3HaiiTe TeMmy mpeiacTosied JeKnuu (M0 TeMaTH4YeCKOMY IUIaHy, 1Mo HH(OopManuu
JIEKTOpA);

03HAKOMBTECH C Y4EOHBIM MATEPHAJIIOM 10 y4eOHUKY U y4eOHBIM TOCOOUSIM;
nocrapaiTech yACHUTh MECTO U3y4yaeMoll TeMbl B CBOEH MPO(ecCHOHANTBHOM TOATOTOBKE;
3aMMIIUTE BO3MOYKHBIE BOIIPOCHI, KOTOPBIE BbI 3a1aJUTE JIEKTOPY HA JIEKLUH.
Iloozomoeka Kk npaKkmuueckum 3aHAMUAM:

— BHUMATEJBHO MPOYUTANTE MaTepHaj JEKUUNH OTHOCSIIUXCS K JaHHOMY CEMHUHApCKOMY
3aHATHUIO, 03HAKOMbBTECH C YUEOHBIM MaTepHAIOM 0 YU€OHUKY U y4EOHBIM MTOCOOUSM;

— BBINUILINTE OCHOBHBIE TEPMUHBI;

— OTBEThTE Ha KOHTPOJbHBIE BOMPOCHl MO CEMHHAPCKUM 3aHATHUSM, T'OTOBBTECH JAaTh
pa3BEpHYTHIN OTBET HA KaXK/IbIi U3 BOIIPOCOB;

— YACHUTE, Kakue Yy4YeOHbIE B3JIEMEHTHl OCTAJMCh JJIi Bac HEACHBIMM U IOCTapailTech
NOJYYUTh HAa HUX OTBET 3apaHee (0 CEeMHUHApCKOTo 3aHATUS) BO BpeMsl TEKYLIMX
KOHCYJIBTALIMH IPEToJaBaTes;

— TOTOBUTHCSI MOKHO MHJAWBUIYaJIbHO, TApAaMU WJIM B COCTAaBE MaJloil TpyIIbl, OCIEIHNE
ABISAIOTCS 3¢ (HEeKTUBHBIMU (OPMaMU PaOOTHI.

Iloozomoexka Kk omnpocy TpPENCTaBIsSET COOOM TPOCKTUPOBAHHME CTYIEHTOM OOCYKIEHUS B
rpynne B popme Tuckyccuu. B aTux nemnsx cryeHTy HeoOXoIuMmo:
— CaMOCTOSITENIBHO BBIOPATh TeMy (TTpo0IemMy) JUTsi IPOBEICHUS OTIPOCa;
— pa3paboTarh BOINPOCHL, NPOAYMAaTh MPOOJIEMHBIE CHUTyallmu (C WCIOJbh30BaHUEM
NEPUOANYECKON, HAYYHOH INTEPATYPHI, a TAKKE HHTEPHET-CATOB);
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— pa3paboTarh IUTAH-KOHCIIEKT OOCYXACHHUS C YyKa3aHUEM BpPEMEHHU OOCYXKICHUS,
BOIIPOCOB, BAPHAHTOB OTBETOB.
BriOpannas crymeHTom Tema (mpoOiieMa) HobkKHA OBITh akTyallbHa Ha COBPEMEHHOM
JTare pa3BUTHS, TOJKCH OBITh MPEICTABICH MOAPOOHBIN IJIAH-KOHCIIEKT, B KOTOPOM OTPaKCHBI
BOTIPOCHI ISl JTUCKYCCHHM, BPEMEHHOH pPErIaMeHT OOCYXJICHHS, NaHbl BO3MOXKHBIC BapHAHTHI
OTBETOB, UCTIOJIb30BaHBI TPUMEPHI U3 HAYKU U MPAKTUKH.

MeTtoauyeckue yKazaHusi 110 OPraHNu3alMu CAMOCTOSITEILHON padoThI

VYcnemHoe OCBOGHHME JMCLHUIUIMHBL IPEANOJIaraeT aKTUBHOE, TBOPYECKOE Y4acTHe
o0yyaromuxcs Bo Bcex popMax yueOHbIX 3aHATHH, ONPeIeIEHHbIX Il JAHHOW JUCLUIUINHBL.

CamocrosTenbHas padoTa CTyI€HTOB IO AUCLUUIUIMHE NIPU3BaHa HE TOJIBKO 3aKPEIIsaTh U
yIIIyONsATh 3HAHUS, IMOJyYEHHbIE Ha ayJUTOPHBIX 3aHATUAX, HO M (OPMHPOBATH YMEHUS
OpPUEHTHPOBATHCSI B MHOrooOpasuu Marepuana, ymeHusi o0o0mare, pedepupoBarh, yMEHUs
OpraHM30BaThb CBOE BPEMS, CIOCOOCTBOBATH PAa3BUTHIO Y CTYJIEHTOB TBOPUYECKHUX HAaBBIKOB,
BBIPAa3UTh CBOIO TOYKY 3pEHMsI Ha H3yYEHHblE BONpochl W 3ajgaHus. Ilpu BbinosHEeHUU
CaMOCTOSITENIFHOW pPabOThl CTYIEHTY HEOOXOJMMO IPOYUTATh TEOPETHUYECKH Marephal He
TOJIBKO B y4eOHMKAX W y4eOHBIX MOCOOMSX, yKa3aHHBIX B OMOIHOrpadMuecKux CIUCKaxX, HO U
IO3HAKOMHUTBCS € MOHOrpaUYeCKMMHU HCCIEeIOBaHUSAMHU. PekoMeHJaluu 10 HaydyHOU
auTepatype, HMH(MOPMALMOHHBIM MCTOYHMKAM M y4eOHO-METOAMYECKOMY OOECIEUEHUIO
CaMOCTOSTENIbHON paboThI coaiepkarcs B pazaenax 6 u 7 manHou PIIJI.

YueOHo-MeTOANYeCKOE 00ecneueHe CAMOCTOSITeIbHOM PadoThl
1. TI'BozmeBa C. M. PeknaMHbIif MEHEDKMEHT [ DJICKTPOHHBIN pecypc] : yaed.-MeTo1. mocooue /
C. M. I'oznieBa ; denep. roc. O10pkeT. 00pa3oBaT. yUpexkIeHUE BhICIIL MPod. oOpazoBaHus
"CapatoBckuil rocynapctBeHHbii yHuBepcurer umenu H. I'. Uepnbimesckoro” . - Caparos :
[6.1.],2012.-72c.: Tabxa. - b. 1.
2. T'epmorenona JI.IO. D¢ddexruBnas pexknama B Poccuun. M., 1994.
Hotu JI.ITabnucuty u mabnuk puneitmnz. M., 1998. — 228 c.

w

4. JNypoBuu A.Il. Pexnama B Typusme [Tekcr]: YueOHoe mocobue/ Anexcanap Ilerpouu
HypoBuu. — u3ganue nepepad. M mon. — MockBa: OO0 «HayyHo-u31aTENbCKUN IIEHTP
NH®PA — M», 2014. — 158 c. — ISBN 978-5-16-003708-0: b.11. (3bC NH®PA —M)

5. Konpgparses 2.B. CBs3u ¢ o0uiectBeHHOCTBI0. M., 2008. — 192 c.

Koponsko B.I'. OcHoBbl mabnuk puneitmns. M., 2001. — 528 c.

o

7. IHapxos ®. U. UnTerpupoBanHble KoMMyHuKauu. [IpaBoBoe perynupoBaHue B pekiame,
CBA3AX C oOIecTBeHHOCThI0 U kypHanmuctuke [Tekcr] / ®. WM. IlapkoB. - Mocksa :
N3znarenscko-Topropast koproparus "Jlamkos u K°", 2012, — 336 c. - ISBN 978-5-394-
00783-5: b.ii. O9bC Undpa M

BOHpOCbI AJIAA CaMOCTOATEJILHOM NOAIrOTOBKMU K 3aHATUAM
JICKIIUOHHOTO0 U CEMUHAPCKOI'0O TUIIOB
Bomnpocsl 1J1s1 oieHKH pe3yabTaTra ocBoeHus ''3HaTh'':
1) Public relations: concept, essence, history.
2) The history of the development of public relations, Western and Russian authors and
developers of public relations as a special type of theory and practice.
3) Reasons for the emergence of PR activities in the tourism industry.
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4) Public relations as a system for establishing public relations and tour operators.

5) Characteristics of the main approaches in defining the concepts of public relations.

6) Peculiarities of public relations in the Russian tourism business.

7) The status of the profession of a public relations specialist, the features of the introduction into
the practice of a travel agency.

8) The essence, role and significance of public relations.

9)PR functions. PR as an effective management tool.

10) Primary and secondary functions of public relations.

11) PR as a managerial function and field of activity.

12) Peculiarities of public relations in tourism.

13) Internal and external PR. The role of values, needs, motives, interests in the organization of
PR activities in tourism.

14) Technologies and tools of PR-technologies in the promotion of a tourist product.

15) PR in the marketing communication system. Characteristics of PR as a consciously
organized communication.

16) Methods of public relations in the tourism business.

17) Advertising and public relations: correlation of concepts and activities.

18) Black, gray and white PR when promoting tourism products.

19) Features of the goals, methods and results of PR and advertising practices.

20) Public: concept, structure and research methods.

21) Target groups and contact audiences. The concept of target groups.

22) The main characteristics of contact audiences.

23) Monitoring the communication environment of the organization.

24) Management in the field of PR activities.

25) Charity and sponsorship in the PR system.

26) Preparation of materials for the media by a PR specialist of a travel agency: from a “news
story” to publicity.

27) Image and corporate relations within the organizations of the tourism industry.

28) Organization of the election campaign. Creation of the campaign program.

29) Event management activities in the tourism business.

30) Media relations as one of the directions of PR activities.

31) Goals and focus of public relations events.

32) Levels and forms of public relations events.

33) Organization of briefings and presentation.

34) The prestige of the company and its image. Formation of the image of the tour operator.
35) Preparing and holding a press conference. The order of the press conference.

36) PR management. Organizational forms of PR management.

Bonpocsl 1J1s1 OeHKH pe3yJibTaTa 0CBOeHHs ""YMeTh':

1) Describe the mechanism for managing the image of a travel company. Present the typology of
the image and the algorithm for constructing the image of the tour operator.

2) Describe the main stages of planning public relations activities.

3) Describe the process of preparing for crises as one of the main tasks of the work of the public
relations department, describe the actions of public relations specialists in a crisis.
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4) Describe the process of holding press conferences. Describe their purpose, target audience, the
process of preparing materials.

5) Describe the press tour as a specialized event for the press.

6) List the rules for writing a press release.

7) Describe the content and purpose of the information package for the media, the features of its
application.

8) List the stages of creating a video for a travel company for the purposes of a PR campaign.
9) To characterize the originality of the genre system of texts on public relations.

10) Describe the concept of corporate PR, describe its purpose, objectives, functions.

11) Describe the features of the work of a PR specialist of a travel company with target
audiences on the Internet.

12) Describe the features of creating PR texts on the Internet.

13) Describe the specifics of external and internal communications in public relations, work
tools.

14) List the essential characteristics of PR texts. To characterize the genre system of PR-texts.
15) Describe the manipulation of public opinion as a PR technology in tourism activities.

16) Describe the process of working with public opinion.

17) Describe the process of developing and conducting a PR campaign.

18) Describe the process of working with rumors and negative information.

19) Describe the process of creating public opinion and managing it.

20) Describe the process of developing a strategy and tactics of PR communications.

21) Describe the ways of creating the image of the organization and its products by PR methods.
22) Describe the methods for predicting the reaction of the audience.

23) Describe the process of organizing PR events and PR events related to the promotion of
tourism industry products.

24) Describe the meaning, content, tell about the history of PR activities in tourism.

25) Describe the process of formation of PR as a field of knowledge and field of activity.

26) Conduct an analysis of the definitions of PR. Describe the relationship between PR,
advertising, propaganda.

27) Describe PR and marketing communications, PR and business communications of the
company.

28) Describe the concepts of "public™ and "communications”, list the subjects and objects of PR
activities.

29) Describe PR and communication management. Describe various models of PR activities,
goals and objectives of PR in modern conditions.

30) Describe the global and Russian trends in PR activities.

31) Describe the place and role of PR in the system of marketing communications in the tourism
industry.

32) Describe the goals of marketing communications and PR goals, their systemic interaction.
33) Describe the communication models and ways of their implementation, PR as an effective
means of managing the reputation (image) of a travel company.

34) Describe intra-company PR, the concept of corporate culture, achieving the effectiveness of
internal communications and their information support.

35) Describe the role of PR in shaping the business culture. Describe the core values and
"symbols" of the corporation.
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36) Describe the Western experience and modern practice of image formation with the help of
PR technologies. Describe the concepts of "image" and "corporate relations".

Bonpocsl 1J1s1 0LleHKHU pe3yJibTaTa ocBoeHns ""IMeTh HaBbIKH':

1) Demonstrate the skill of planning a public relations campaign.

2) Demonstrate the skill of preparing for crises as one of the main tasks of the work of the public
relations department, knowledge of the procedure for the actions of public relations specialists in
a crisis.

3) Demonstrate the skill of analyzing press conferences, their purpose, target audience, preparing
materials.

4) Demonstrate the skill of analyzing the organization of press tours.

5) Demonstrate press release writing skills.

6) Demonstrate the skill of preparing an information package for the media.

7) Demonstrate the skill of mastering the technology of creating a video for the purposes of a PR
campaign.

8) Demonstrate the skill of creating media texts, knowledge of the originality of the genre system
of texts on public relations.

9) Demonstrate the skill of analyzing the organization of corporate events for PR purposes.

10) Demonstrate the skill of identifying contact audiences, understanding their needs.

11) Demonstrate the skill of creating PR texts for the Internet.

12) Demonstrate the skill of working in crisis situations.

13) Demonstrate the skill of working with complaints and claims using PR methods.

14) Demonstrate the skill of analyzing the features of the work of a PR specialist in the field of
tourism.

15) Demonstrate the skill of manipulative technologies of PR activities in the tourism industry.
16) Demonstrate the skill of planning PR campaigns and PR events.

17) Demonstrate the skill of analyzing the conduct of various events of event management in the
tourism business.

18) Demonstrate the skill of neutralizing negative information in the field of PR.

19) Demonstrate the skill of mastering the methods of conducting correct competition using PR
methods.

20) Demonstrate the skill of creating publicity for an organization and its products.

21) Demonstrate the skill of mastering the ethics of a public relations specialist.

22) Demonstrate the skill of strategic planning in the field of PR.

23) Demonstrate the skill of working with the media, creating and maintaining a corporate
information channel.

24) Demonstrate the skill of analyzing the preparation and holding of a press conference, writing
press releases, preparing additional materials and illustrations.

25) Demonstrate the skill of mastering the technology of press clipping as a way to determine the
effectiveness of the action and organize other events with the participation of journalists.

26) Demonstrate the skill of analyzing the features of a PR interview, knowing how to establish
personal contacts between top managers and the press.

27) Demonstrate the skill of analyzing the organization of exhibitions and fairs as an effective
place and means of implementing PR tactics.
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28) Demonstrate the skill of mastering the methods of forming the company's image, influencing
target groups of consumers with the help of PR campaigns, analyzing other investments in the
prestige of a travel company.

29) Demonstrate the skill of communication with intermediaries and distributors, product
research for customer satisfaction with a tourist product.

30) Demonstrate the skill of implementing internal PR communications, informing the staff of a
travel company.

31) Demonstrate the skill of mastering the ways of interaction of a travel company with
customers and regulatory organizations.

32) Demonstrate the skill of analyzing the professiogram of a PR specialist.

33) Demonstrate the skill of mastering creative technologies used in public relations.

34) Demonstrate the skill of applying the method of "detuning from competitors™ as one of the
tasks of a PR specialist.

35) Demonstrate the skill of developing an overall GR strategy for a tourism organization.

36) Demonstrate the skill of mastering information technologies of crisis management, analysis
of the goals and objectives of communications during a crisis.

MeTtoanyeckue peKoMeHAAIMH 110 OATOTOBKe pedepara

Pedepar — 310 camocTosATENBHOE, COACPIKATEILHOE UCCIEIOBAaHUE TI0 BHIOPAHHOW TeMe.
[ToaroroBka pedepara mpeaycMaTpuBacT:

- U3y4YEHHE JIMTEPATYPHI, CIPABOYHBIX U HAYYHBIX HCTOUHUKOB (BKJIIOYas 3apyOEKHbIE) 10
TEME  MCCIECNOBaHUS;

- CAaMOCTOATEJIbHBIM aHAJIN3 OCHOBHBIX KOHIIETIUI 110 H3ydyaeMol polieme;

- YTOYHEHHE OCHOBHBIX ITOHATHI M HAyYHBIX IIOJIOKEHUM;

- PE3IOMHPOBAHUE MTOIYYECHHBIX BBIBOJIOB.

CrpykTypa pedepaTa OODKHA CIOCOOCTBOBAaTh PACKPHITHIO M30paHHOM TeMbl U €€
COCTaBHBIX JIEMEHTOB:

- BO BBEJCHUM JOJDKHO OBITh YKA3aHO: aKTyaJIbHOCTh BBIOpAaHHOW TE€MbI, €€ 3HaUMMOCTb,
LEeNU U 331a4, OOBEKT U MPEIMET UCCIIEOBAHMSI, METO/IbI JOCTUKEHUSI IOCTABICHHBIX IIeJIel U
3aj1a4, 0030p 6ubnuorpaduu mo reme paboThI;

- OCHOBHAas 4YacThb paboOThl JOJKHA COAEp)KaTh HE MEHee JABYX IJaB, Pa3OUTHIX Ha
naparpadsl.

Jenenue maparpadoB Ha moamaparpadsl HenenecooOpa3Ho. Ha3zpanus maparpadoB He
JIOJDKHBI TTOBTOPATH Ha3zBaHHe TeMbl pedepara. B koHIe kaxaoro maparpada u KaxJI0# IJaBbl
Jenaercss HeOOJbIION BbIBOJ. Bce udacTu JOMKHBI OBITh M3J0XKEHBI B CTPOrOW JIOTHYECKOMN
MOCJIE0BATEIBHOCTH U B3aUMOCBSI3H.

Texkcr 1enecoobpa3HO  WIUIIOCTPUPOBATH  CXEMaMH, TaOJMIIAMH, JUarpaMMaMH,
rpadukamu, pUCyHKaMH U T. [I.

B 3akiroueHun JOKHBI OBITH COPMYTHUPOBAHBI OCHOBHBIE BBIBOJIBI, CJICJIaHHBIE B
pe3yJIbTaTe UCCIEI0BaHUS.

Cnucok MCIONb30BaHHOM JIMTEPATyphl AODKEH coiepkaTh He MeHee 10-20 Ha3BaHwMid,
BKJIIOYasi HOPMaTHUBHO-IIPAaBOBBIE aKTHI.

TexcT pedeparta noMKeH IPOAEMOHCTPUPOBATh 3HAHUE CTYJIEHTOM OCHOBHOM JIUTEpaTyphl
M0 JJaHHOW TeMe, yMEHHE BbIACTUTH MPOOJIEMy M OINpPENeIUTh METOJAbl €€ pPEeUIeHHs, YMEHUE
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MIOCJIEOBATENBHO HM3JIOKUTh CYHIECTBO PACCMATPUBAEMBIX BOIPOCOB, IPUEMIIEMBIH YPOBEHBb
S3BIKOBOM TPAMOTHOCTH, BKJIIOYas BIaJeHHE (QYHKIIMOHATBHBIM CTUJIEM HAYYHOTO M3JI0KEHUSI.

O0beM pedepara JOMKEH cOCTaBiATh 15-20 cTpaHWIl MeyaTHOro TeKcTa. B ykasaHHBIN
00BbEeM HE BKIIIOYAIOTCS MPHIIOKEHHSI, KOTOPbIE CIIMBAIOTCS BMECTE C pabOTOii.

PaboTa umeer TUTYIBHBIN JHCT, CTPYKTYPHBIH TUIAaH U COOTBETCTBYIOIIee oopmieHue. B
paboTe wHcCHoONB3yeTcs CIUIOIIHAs HyMmepauus CTpaHul. Bropoll crpaHuueil sBisercs
cojepxaHue pabotel. Ha TUTYNbHOM JIMCTE HOMEp CTpaHUIlbl HE IpocTaBisercsi. Beenenue,
KaKIas IJaBa, 3aKI0YEHHE, a TAKXKE CIHCOK HCIOJIb30BAHHBIX HCTOYHMKOB HAYMHAIOTCSA C
HOBOW CTPaHHULIBI.

PexomeHnaanuu no noAroToBKe K TeCTHPOBAHUIO

TectupoBanue sBisgercss (GopMaMu KOHTPOJIS YCHEBAEMOCTH OOYYArOIIUXCS, OLECHKH
YPOBHSI OBJIA/ICHUS TEOPETUYECKUMHU 3HAHMSIMHM M HABbIKAMHU IMPUMEHEHMs 3TUX 3HAHMNA NpU
pELIEHNHU IPAKTUUECKUX 3a1a4. [IoAroToBKa K TECTUPOBAHMIO MIPEATOIaraeT:
- 03HaKOMJICHHME C MaTepUaiaMy JEKLINN;
- U3y4eHHue yueOHOH IuTepaTyphbl, CIPAaBOYHBIX U HAYYHBIX UCTOYHUKOB,;
- YTOYHEHHE TEPMUHOB, OCHOBHBIX IIOHATHUN U KaTETOPHA;
- CaMOCTOATENbHBIM Moxoop HH(OpManMK, HEOOXOAMMOW Ui apryMEHTAalUd aBTOPCKOM
MO3ULUH.

Bce Bompochl M 3ajaHMd TECTOB OPHUEHTUPOBAHBI HA CHUCTEMATH3aLUI0 3HAHWM
00yJaromuxcsi, pa3BUTHE CIIOCOOHOCTEN K CAMOCTOSITEIbHOW aHATMTHYECKOH 1A TEIIbHOCTH.

Pe3ynbTaThl KOHTPOJIBHBIX pabOT M TECTOB MPU3HAIOTCS IMOJIOKUTEIBHBIMU, eciu 75%
OTBETOB SIBIISIOTCS IIPABUIIBHBIMHU.

Meroan4yeckue peKOMEeHAAIUM 110 MPAKTHYECKHM 3aJaHUAM

[Ipu BBIOSHEHUHU 33/1aHUI MTPAKTUYECKON pabOThI CTYJAEHTY HEOOXO0AUMO BHUMATEIBHO
IIPOCMOTPETh KOHCIEKTHI JEKLIHUH 10 COOTBETCTBYIOIIEH TeMe. [IpounTars Marepuan mo teme,
oOcyxJaeMoll Ha 3aHATUH, B YyuyeOHMKe. [IpounTaTh JOMOJHUTENBHYIO JHTEpPaTypy IO
COOTBETCTBYIOIIEH TeMe. BBINOJHATH IPEUIOKEHHBIE MPENOJaBaTeleM 3aJaHus 10
npakTHueckod pabdore. IIpoBepuTh NPaBHWIBHOCTH BBIIOJHEHHUS IMOJIYYEHHBIX 3aJaHMM.
[TonroToBUTHCS K YCTHBIM OTBETaM K BOINpOCAM, MPEAJIOKEHHBIM Uil oOcyxaeHus. I[lpu
HE00XO0/IMMOCTH 33/1aTh BOIIPOC MPETOAABATENIO HA 3aHATHH.

7. Y4yeOHas1 1uTepaTypa u pecypcbl HHPOPMALMOHHO-TeIeKOMMYHUKALIMOHHOM ceTH
HNurepHer

7.1. OcHOBHas JIMTEpaTypa
1. bonpmynoBa T.B. YmpaBneHne MapKeTHHIOM B TYPUCTCKOW HHIYCTPUU [DIEKTPOHHBIH
pecypc]: yue6HOoe mocobue/ bonbirynoBa T.B.— DnekTpoH. TeKcTOBbIe JaHHbIe.— JIumenk:
Jlumenkuii TocymapcTBEHHBIN TexHW4eckni yHuBepcurer, ObC ACB, 2018.— 165 c.—
Pesxxum moctyma: http://www.iprbookshop.ru/88749.html
2. Komeimkuaa, TatesiHa bopucoBHa. Peknmama B Mectax mpojaxk : y4eOHOe mocoOue Juis

By30B / T. b. Konbrkuna, M. B. Illyctuna, E. B. MapkoBa. - 2-e u3., uchp. u JOI. -
Mockaa : FOpaiit, 2020. - 222 c. - (Breicmiee o6pazoBanue) . - 9bC HOpaiit [caiit]. - URL:
https://biblio- online.ru/bcode/448248 (nmara oOpamenus: 07.11.2019). - Tekcr
anekTpoHHbIH. - ISBN 978-5-534-12663-1.
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Konb, O. /. MapkeTHHT B TYPHUCTCKOW HHAYCTPHH : YUCOHHK M MPAKTHKYM IS BY30B /
O. 1. Komb. — MockBa : M3garensctBo  IOpaiit, 2020.— 355c.— (Bricmee
obpazoBanue). — ISBN 978-5-534-04332-7. — Tekcr : snekrponnsiii // DBC HOpait
[caiiT]. — URL.: https://urait.ru/bcode/450891

Komaposa, JI. K. OCHOBbI BBICTAaBOYHOU JEATEIBHOCTH : y4eOHOE Mocodue s By30B /

JI. K. Komapoga ; orBercTtBeHHbI penaktop B. I1. HexopomikoB. — 2-¢ u3zm., mepepad. u
non. — Mocksa : M3gatenbctBo FOpaiit, 2020. — 194 ¢. — (Bricmiee oOpazoBaHue). —
ISBN 978-5-534-06841-2. — Texkcr : anekrtponubiii / DbC IOpaiit [caiit]. — URL:
https://urait.ru/bcode/452689

. Mopo3sosa, H. C. Peknama B conManbHO-KyJbTYPHOM CEPBHCE M TypH3ME : YUEOHHK ISt
By30B/ H.C. Mopo3oBa, M. A. Mopo3oB. — 6-¢ wu3a., mepepab. u gom. — Mocksa :
WznatensctBo FOpaiit, 2020. — 192 ¢c. — (Bwicmee obpaszoBanue). — ISBN 978-5-534-
10941-2. — Teker : omekrponnbii // OBC  HOpaiit [caiit]. — URL:
https://urait.ru/bcode/454344

. UepnspimeBa T.JI. PekiiamMa B cOIMaIbHO-KYJIBTYPHOM CEPBUCE U TypH3Me [DJIEKTPOHHBII
pecypc]: ydeObHoe mocobue/ UYepubimeBa T.JI.— DieKTpoH. TEKCTOBbIE JaHHBIE.—
HoBocubupck: HoBocubupckuii rocy1apcTBeHHbIN TeXHUYeCcKuii yauBepcutet, 2017.— 92
¢.— Pexwum noctyna: http://www.iprbookshop.ru/91413.html

[ly6aeBa, B. . MapkeTHHT B TypHCTCKON MHIYCTPUH : YUCOHUK U NPAKTHKYM JIJIsl BY30B /

B.T. Illybaea, MW. O. Cepnobonbckast. — 2-¢ w34, wuchnp. ©u Jjgon. — Mocksa :
WznatenserBo FOpaiit, 2020. — 120 ¢c. — (Bwicmee obOpaszoBanue). — ISBN 978-5-534-
08449-8. — Tekcr : oanektponnsii // 3BC IOpaiit [caiit]. — URL:

https://urait.ru/bcode/451446

7.2. lonotHUTE/ILHASI JIUTEPATypa
BockosoBuy, H. A. MapKkeTHHT TYpHCTCKHMX YCIIYT : YUeOHHK U MPAKTUKyM i BY30B /
H. A. BockonoBuu. — 3-e wu3z., mepepadb. u nom. — Mocksa : WznatensctBo FOpaiit,
2020. — 191 c. — (Bwicmiee obOpazoBanue). — ISBN 978-5-534-08265-4. — Tekcr
sanextponHbii // DBC FOpaiit [caiit]. — URL: https://urait.ru/bcode/450596
Kamenen, A.B. OCHOBBI KyJIbTypHO-IOCYrOBOW JEATCIBHOCTH : Y4EOHUK U BY30B /
A. B. Kamenerr, H. A. Ypmuna, I'. B. Baspckas ; 0T HAy4YHOU penakuuei
A. B. Kamennia. — 2-e m3a., uchp. U jor. — Mocksa : M3narensctBo FOpaiit, 2020. —
185 c. — (Bricmiee obpaszoBanue). — ISBN 978-5-534-06403-2. — Tekct : 2neKTpOHHBIH //
3BC HOpaiit [caiit]. — URL: https://urait.ru/bcode/452814
KoznoBa B.A. Pexknama B Typusme [DneKTpoHHBIH pecypc]: y4eOHO-METOIUYECKOe
nocobue/ KoznoBa B.A.— DnexkTpoH. TekcToBble AaHHble.— Open: MexpernoHanbHas
Axanemust 6e3ormacHoctr U BebkuBaHUS (MABUB), 2014.— 126 c.— Pexum nocryma:
http://www.iprbookshop.ru/33438.htmi
Komaposa, JI. K. OCHOBBI BBICTAaBOYHOW JEATEIBHOCTH : y4eOHOE Mmocodue s By30B /

JI. K. Komaposa ; orBercTBeHHBII pemakTop B. I1. Hexopomxkos. — 2-e¢ m3nm., mepepad. u
nor. — Mocksa : M3garensctBo FOpaiit, 2020. — 194 c. — (Bricmee oOpa3oBanue). —
ISBN 978-5-534-06841-2. — Texkcr : anextponsbiii // DbC IOpaiit [caiit]. — URL:
https://urait.ru/bcode/452689
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5. Mopran H. Peknama B Typu3mMe W OTHbIXe [DJIEKTPOHHBIH pecypc]: yueOHoe mocobdue/
Mopran H., [Ipuuapn A.— DnektpoH. TekcToBble AaHHble.— MockBa: JTOHUTHU-JJAHA,
2012.— 482 ¢.— Pexwum noctyna: http://www.iprbookshop.ru/10542.html

6. Pomar, EBrenmii BukropoBuu. Peknama [DIeKTpOHHBINM pecypc] : mpakTUdecKas TEOpHs :
yueOHuK i OakanmaBpoB u maructpoB / E. B. Pomar, /I. B. Cengepos. - 9-e uzn. -

OnektpoH. aaH. - Cankr-IlerepOypr [u np.] : [utep, 2016. - 544 c. : un. - (YueOHUK mis
BY30B : CTaHAapT TPETHETO MOKOJICHHMS) . - 3ari. ¢ 9kpaHa. - ISBN 978-5-496-02286-6.

7. CyneiimanoBa ['.B. Pexnama B Typusme [DNeKTpOHHBIH pecypc]: y4eOHO-METOIUYECKOE
nocobue/ CynerimanoBa [.B.— OnekTpoH. TekcToBbie naHHble.— Ka3zanb: Kazanckuii
HallMOHAIBHBIM HCCIEA0BATEeIbCKUN TeXHOJOrnuueckut ynusepcutetr, 2013.— 151 c.—
Pexum noctyna: http://www.iprbookshop.ru/62656.html

8. Uymukos, Anekcannp HukonaeBud. Pexnama u cBsi3u ¢ OOIIECTBEHHOCTBIO [ DJIEKTPOHHBIH

pecypc]: mpodeccuonanpHbie KOMIETeHINN : yaeOHoe mocooue / A. H. Uymukos, M. II.
bouapos, C. A. Camoiinenko ; Poc. akaj. Hap. X03-Ba u roc. ciyx0s! npu IIpesunente Poc.
®denepanun. - INEKTPoH. AaH. - Mocksa : M3nat. nom "Jeno" PAHXul'C, 2016. - 520 c. -
3aru. ¢ skpana. - ISBN 978-5-7749-1135-6.

9. IllabamoBa JI.A. MeHeI)KMEHT B TYPUCTCKON MHAYCTpUU [DIIEKTPOHHBIN pecypc]: yueOHoe
nocobue/ IllabamoBa JI.LA.— DuekTpoH. TekcToBble pgaHHble.— Cumdepornomns:
YHUBEpCUTET SKOHOMUKM © ympaenenus, 2018.— 247 c.— Pexum pgocryma:
http://www.iprbookshop.ru/86406.html

7.3. HopMmaTuBHBbIE MPABOBbIE JOKYMEHTHI H HHAS NMpaBoBasi HH(opManus
1. Koncruryuust Poccuiickoit denepanuu, npuHsaTa BCEHApOAHBIM rojiocoBaHUEeM 12 nexadps
1993 r. (mocnemHsIs peaaKius)
2. I'paxxnanckuii kogekce Poccuiickoit Deaepanuu (MMOCASAHSASA PEIAKIUs)
3. Tpynosoit koaekc Poccuiickoii @enepanuu, npunar degepanbHbiM 3akoHOM 0T 30 aexabps
2001 r. Ne 197-®3 (mocnenHsis pelakiius)
4. ®enepanbublii 3akoH oT 8 aBrycrta 2001 r. Ne 129-®3 «O rocynapcTBeHHON perucTpanuu
IOPUIMYECKUX JIUI M HHIUBUYaTbHBIX TPEATPUHAMATEIICH .
5. @enepanbHeblii 3ak0H oT 13 Mapta 2006 1. Ne 38-D3 «O pekname».
6. denepanbHbiii 3ak0H OT 29 utonst 2004 1. Ne 98-D3 «O kommepuecKoii TaitHe».
7. ®enepanbHblii 3ak0H OT 29 aekadps 2006 1. Ne 244-D3 «O rocynapcTBEHHOM PETyTHPOBAHUT
JESTENIbHOCTH 10 OpPTaHW3allid U TPOBEACHHUIO a3apTHBIX UTP M O BHECEHUHM W3MEHEHUU B
HEKOTOpbIE 3aKOHOJATeIbHbIE akThl Poccuiickon denepanuny».
8. ®enepanbhblii 3akoH OT 24 wurosg 2007 r. Ne 209-03 «O pa3BUTHM Majoro M CpeaHero
npeanpuHumarenscTsa B Poccniickont denepauumy.
9. 3akon Poccwmiickoii @enepammu ot 27 aekadbps 1991 r. Ne 2124-1 «O cpeacrtBax mMaccoBOi
uH(pOpMaLIUN».
10. 3akon Poccwuiickoit ®@eneparuu ot 9 wmronms 1993 r. Ne 5351-1 «OG6 aBTOpPCKOM TMpaBe H
CMEXHBIX MPaBax».
11. 3akon Poccuiickoit @eneparun ot 23 centsiops 1992 r. Ne 3523-1 «O mpaBoBOi oxpaHe
MPOrpaMM AJIsl DJIIEKTPOHHBIX BBIYMCIUTENBHBIX MAIIHH U 0a3 JaHHBIX).
12. 3akon Poccuiickoit ®eneparuu ot 7 ¢epans 1992 r. Ne 2300-1 «O 3amure mnpas
noTpeduTeneii.

24


http://www.iprbookshop.ru/10542.html
http://www.iprbookshop.ru/62656.html

7.4. UuTepHET-pecypchl
C3UY pacnosaraer AOCTYIOM depe3 cailT HayuHoW OmOmuorexu http://nwapa.spb.ru/
K CJICAYIOIIHUM HNOAIMCHBIM 3JICKTPOHHBIM peCypcCaM:
Pycckosazviunsie pecypcut

J DJNEeKTpOHHBIE y4YeOHUKM DJIEKTPOHHO - OubmmuoreuHoit cucremsl (DBC)
«AHOYKC»

. DNEeKTPOHHBIC YUSOHUKH dIIEKTPOHHO — Onbmuorednoi cucremsl (OBC) «Jlaab»

J Hayuno-npaktuyeckue cratbu mo (QuHaHcaM U MeHeKMeHTYy M3nmaTenbckoro
noma «bubnmoreka ['peOeHHIKOBAY

J CraThbu U3 NMEPUOIUYECKUX H3AAHMNA MO OOILIECTBEHHBIM U T'yMaHUTapHBIM
Haykam «/ct - Bero»

J DHUUKIIONEINH, CIIOBapU, CIPaBOYHUKHU «PyOpuKoH»

J [TomHble TEKCTHI AMccepTalMii W aBTopedepaToB DIeKTpoHHAs bubiamoreka
Huccepramuii PI'b

J WNudopmannonno-npaBoBbie 6a3sl - KoHCynbpTaHT mtoc, ['apaHT.

AHIJIOSI3BIYHBIE PecyPChI

. EBSCO Publishing — moctyn k MyJNbTHAMCHMIUIMHAPHBIM ITOJIHOTEKCTOBBIM
0azaM JaHHBIX pA3JIMYHBIX MHPOBBIX H3JATENbCTB MO OW3HECY, SKOHOMHUKE, (HHAHCAM,
OyXTaJlTepcKOMYy Y4YeTy, F'yMaHHTapHbBIM M ECTECTBCHHBIM OOJACTsSM 3HaHWiA, pedeparam u
HOJIHBIM TEKCTaM IyOJIMKAIMil U3 HAYYHBIX U HAYYHO-TIOMYJISIPHBIX JKYPHAJIOB.

o Emerald — xpynHeiiliee MHPOBOE H3aTEIIbCTBO, CICIHAIM3UPYONIEECS Ha
JNIEKTPOHHBIX JKypHajlax ¥ 0a3ax JaHHBIX [0 IKOHOMHKE M MEHEKMEHTy. Vmeer craryc
OCHOBHOT'0 UCTOYHHKA MpodeccnoHanbHON HH(MOPMALIUY [UIs IPETo/IaBaTeeii, ucciepoparesei
U CICIMAIKCTOB B 00J1aCTH MCHEKMCHTA.

B03MOXXHO HCMOJIb30BaHUE, KPOME BBINICTIEPEYHUCICHHBIX PECYpCOB, W  IPYTUX
ANIEKTPOHHBIX PecypcoB ceTu MHTepHeT.

7.5. UHbIE NCTOYHUKH
. OpunmanbHelii caiit deepanbHOrO areHTCTBa Mo TypusMy P — www.russiatourism.ru
. Media-online Bce o pexname http://www.media-online.ru/
RWR. Pexnama B Poccun Www.rwr.ru
. Bpems pexnamsr Teopust u npaktuka pexnamsl. CMU. PA http://advtime.ru/
. Pexnama B permonax http://reklama-region.com/
. Pexnamusie unen O OpeHauHre U kpeatuse http://www.advi.ru/

e N I N R

. CocraB OuH U3 caMbIX HHPOPMAIIMOHHO-HACHIIIEHHBIX U MOMYJISIPHBIX MTOPTAJIOB O PEKIAME.
Www.sostav.ru

8. Adindex Caiit o pekname u mapkeTunre http://www.adindex.ru/

9. Advertology Hayka o pexiame www.advertology.ru
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8. MarepuajibHO-TeXHHYecKasi 6a3a, HH(POPMAIMOHHbIE TEXHOJIOTHH,
NMPorpaMMHoe obecneyeHue U HH(POPMALMOHHBbIE CTIPABOYHbIE CUCTEMbI

Ne /1 | HaumenoBanue

1. CHCHI/IaHI/IBI/IpOBaHHHe KJIACChI AJId IIPOBEACHUA J'IGKHI/Iﬁ U MMPaAKTUYCCKUX 3aHATUH

2. CreunanusupoBaHHasi MeOeIb U OPIrCpeICTBA: ayIUTOPUN U KOMITbIOTEPHBIE KJIACCHI,
000pyIOBaHHBIC MTOCAIOYHBIMU MECTAMU

3. Texuuuyeckue cpencrtBa o0yueHus: I[lepcoHanbHBIE KOMIBIOTEPHI;  KOMITBIOTEPHBIC
MPOEKTOPHI; 3BYKOBBIE TUHAMUKHU; MPOTPAMMHBIC CPEACTBA, OOSCICUMBAIOIINE IMPOCMOTP
Buzeodaitnos B popmatax AVI, MPEG-4, DivX, RMVB, WMV.

Ipozpammuoie, mexnuueckue u 31eKMPOHHbLE CPEOCMEA 0OYUEeHUS U KOHMPOJIA
3HAHUIL CMYOEHMO08:

[TakeThl mpOrpaMMHOrO oOOecreveHus: OO0IIero Ha3Ha4YeHUs (TEKCTOBBIC PEIAKTOPHI,
rpagu4ecKkue perakTopsl).

Kypc BiIrOUYaeT mcrosb3oBaHue mporpamMmmHoro obecredenust Microsoft Excel, Microsoft
Word, Microsoft Power Point mas MOArOTOBKM TEKCTOBOIO M TaOJUYHOTO MarepHaa,
rpagYECKUX UILTFOCTPAIIHIA.

Metoapl  0OydYeHHUS MPEANOoJaralOT HCIOJb30BaHUE HH()DOPMAIMOHHBIX TEXHOJOTHIM
(KOMITbIOTEPHOE TECTHUPOBAHUE, ICMOHCTPAIHS MYJIbTUMEIMUHBIX MATEPHAIIOB).

3aneiicTBoBaHbl IHTEpHET-CEPBUCHI M AJIEKTPOHHBIC PECYPCHI (CIIPABOYHBIC CHCTEMBI, H-D,
Koncysaprant wiu ['apaHT, MOWCKOBBIE CHUCTEMBI, JJIEKTPOHHAS IOYTa, MPOPECCHOHATBHBIC
TeMaTU4eCcKre 4YaTthl W (QOPYMBI, CHCTEMBl ayauo H BHACO KOH(DEPEHIUH, OHJIAH
SHIUKJIONCINH, CIPABOYHUKH, OUOIMOTEKH, SJICKTPOHHBIC y4eOHbIe U y4eOHO-METOIMUYCCKUE
MaTepuasbl).

JlomyckaeTcsl TpPUMEHEHHE CHUCTEMBbl TUCTAHIIMOHHOTO OOY4YeHHs C HCIOJb30BaHUEC
mwiatpopm TEAMS, Zoom, Skype for Business, C/10 Moodle

HNupopmManoHHbIE CIPABOYHbIE CHCTEMBI !
1. TIpaBoBas cucrema «I apant-UHTepHET» [DNeKTpOHHBIN pecypc]. — Pexxum mpoctyna: http: //
WWW.garwep.ru.
2. TlpaBoBas cucrema «Koncynbrantllnrocy [DnektponHsiil pecypc]. — Pexxum noctyma: http:
/I http://www.consultant.ru/
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