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

1.1. Iucuummmna b1.0.06 «MapkeTuHr Jes0Boro u coobituitnoro typusma / Marketing of
business and event tourismy oGecrieunBaeT OBJIaICHHE CICAYIOIUMH KOMIIETCHIUSIMH C y4ETOM
JTamna:

Kon
Kon HanMeHnoBanmue HauMeHoBanmne KOMIOHEHTA
KOMIIOHEHTAa
KOMIIeTeHIIUH KOMIIeTeHIIU T KOMIIeTEeHI[UH
KOMIIEeTeHIIUH
Criocoben pa3pabaTsiBaTh
CriocobeH pa3pabaTeiBaTh pasp
MAapKCTUHI'OBBIC CTPATCIUH U IMTPOTrPaMMbL
" BHECAPATH (1)
B C(pEpC TypHu3imMa, a TaKoXK€C BHEAPATH UX B
OIIK-4 MapKeTHHIOBBIE OIIK-4.1 peIyP ’ N P
JIeSTeNIbHOCTD TIPEeaNpUATHI ceph
CTpaTeruu U NporpaMmsl B
Typu3sma, B TOM YUCJI€ C UCITIOJIb30BAHNEM
cdepe Typusma
cetu UHTEpHET.

1.2.B pe3yjIbTaTe OCBOCHUA NUCHUIUINHBL Y CTYACHTOB OOJIKHBI OBITH C(i)OpMI/IpOBaHLII

Kon
KOMIIOHEHTA
KOMIIETeHIIMH

Pe3yabTaThl 00yuyeHus

HA YpPOBHe 3HAHHWIi: 3aKOHOMEPHOCTU PAa3BHTHSI MAPKETHHTOBOW JEATENBHOCTH, (OPMEI
KOMMYHUKAIUHA MEXIY NpeANpUHUMATEIHCKUMH CTPYKTypamMu u morpebutemsmu B8 CMU;
MOTPEOUTENBCKUIM PBHIHOK C TOYKM 3PEHHUS MapKETHHIa; OpraHU3allMOHHO-?KOHOMHYECKHE
po0JIeMbl PErHOHATBHBIX TOTPEOUTENECKUX PHIHKOB M IEPCIEKTUBBI X PA3BUTHSL.

HA YPOBHE YMEeHMIi: IPUMEHATh MAPKETHHTOBBIC CTPATETUH; NPHUMEHSATH 3aKOHOIATEIbCTBO
(bopmbI c
XapaKTepUCTUKY  METOJIOB

II0  3aIuTe OIITUMAJIBHBIC KOMMYHI/IKaIH/II\/'I

MOTPEOUTENSIMH

norpedutenen; BbIOMPATH
CMMUM; npaBath
IIpumensTh

yepes yIpaBIICHUS

HOTpe6I/ITeJ'IBCKI/IM PBIHKOM. IIPUEMBI OeJIIEBOIO IIJIaHUPOBaHUA Ha

MOTPEOUTENHCKOM PHIHKE.

OlIK-4.1

HAa YPOBHe HABBIKOB: MAapKETHHTOBBIMU IPUEMaMH M TEXHOJOTUSAMH (HOpMHpOBaHUS
UHPPACTPYKTYpBl TOTPEOHUTENILCKOTO PHIHKA, METOJaMHU OMpEETCHUsT MecTa TYypUCTCKUX
YCIIYT Ha pErMOHAIBHOM TIOTPEOHTEILCKOM PHIHKE

KPYITHOT'O TOpOJa; METOJAaMU M TEXHOJOTUSIMH YIIPABIECHHS MOTPEOUTEIHCKAM PBHIHKOM B
Pa3JINYHbIX 3KOHOMHUYCCKHUX CHUTyallUAX; MCETOAAMH LCJICBOI0 INNIAHUPOBAHUA PA3BUTUA
TYPUCTCKUX YCIYT B CTPYKType NMOTPEOUTEIBCKOr0 PBIHKA KPYIHOTO TIOpoja; HaBBIKAMHU
pEryIrpoBaHUsl TOTPEOUTENLCKUM PBIHKOM C TOYKH 3pPEHHsl MapKeTHWHra; CII0CO0aMHu
pa3palboTku u  TpodeccrHoHaTbHBIX
JEHCTBYIONIMX B PA3JIMUHBIX IEMEHTaX UHPPACTPYKTYPHI MOTPEOUTEIHCKOIO PHIHKA, B TOM

yuciie B cdepe Typu3Me; HaBBIKAMU OCYIIECTBICHMS JI€JIOBOTO OOIICHUS, JEJIOBOM

n IIPUMCHCHUA KOpPIIOpaTUBHBIX CTaHJapTOB

MEPETUCKHU C pa3JINIHBIMU pe(l)epeHTHBIMI/I rpynmamMu.

2. O0beM U MeCTO THCHMIIMHBI B CTPYKTYpe 00pa3oBaTeIbHOI MPOrpaMMbl

O0beM TUCHUMILIMHBI

OO01mmast TpyJJ0eMKOCTh TUCITUIUIMHBI COCTaBIsIeT 6 3aueTHbIe equHUIbL, 216 akagem. yacoB
/ 162 actp. yacos.




Bup padorsl TpynoemkocTs
(B akageM. yacax)
OuHnasi/3a0uHasi
OO01ast TPY/10€MKOCTh 216/216
KonrakTHas padora 82/22
Jlexuuu 28/8
[IpakTryeckue 3aHATUS 52/12
JIaGopaTopHbIe 3aHITHS -/-
Koncynpraruu 2/2
CamocTosiTeJIbHAs padoTa 98/185
Kontpois 36/9
DOopMBI TEKYIIETO KOHTPOJIS P — pedepar, 113 — npaktuueckas 3agada, O —
OIIPOC HAa MPAKTHYECKOM 3aHATHH, T —
TECTUPOBAHUE

dopma NpPOMeKYTOYHON aTTeCTANNH JK3aMeH

MecTO AUCHMIIJIMHBI B CTPYKTYpe 00pa30oBaTe1bHOI NPOrpaMMbl

Hucrtumnbaa 51.0.06 «MapkeTuHr fea0Boro u codbituiiHoro typusma / Marketing of
business and event tourism» orHocuTcs K 0a30BOM YacTH yd4eOHOrO IJIaHA HAIPABJICHHS
43.04.02 «Typuszm» npoduns «MHIYCTpHs 1€T0BOTO U COOBITUHHOTO TypU3May.

OcHoBHas 11eTh U3yYCHHS YIeOHOH AUCIUIUIMHBI COCTOUT B TOM, YTOOBI 1aTh CTyIE€HTaM
3HaHUS B 00JACTH YNpPABICHHUS MapKETHHIOBOH NEATENFHOCTHIO HA TMPUMEpPE PErHOHAIBLHOTO
NOTPEOUTENBCKOTO PBHIHKA — BAXHEUIIIETO HJIEMEHTa COBPEMEHHOH SKOHOMHUKH, MPHUHIIMIIAX,
METOMaX, TEXHOJOTUAX H MEXaHM3Max ero TOCyJapCTBEHHOTO W  OOIIECTBEHHOTO
perynupoBanus. CdopMHpoBaTh yMEHUS M HAaBBIKM y MAarucTpoB 110  BbISBJIECHUIO
3aKOHOMEPHOCTEH, MPOTUBOPEUUI U TEHJCHIUH (PYHKIMOHUPOBAHUS MMOTPEOUTEIBCKOTO PhIHKA,
MOPOX/IEHHBIX CHEUU(PUKON POCCUHCKOW SKOHOMUKHM B PHIHOYHBIX YCJIOBHSAX, MO3BOJISIOLINX
NPUHUMATh BaXXKHbIE PELLICHUs B 00J1aCTH TypU3Ma.

JucuurumHa ~ MOXET  pealM30BBIBATBCS € MPUMEHEHHEM  JUCTAaHIIMOHHBIX
oOpa3zoBatenbHbIX TexHOsNorui (nanee — J10T).

JlocTyn K cucTeMe IUCTAHIMOHHBIX 00pa3oBaTEIbHBIX TEXHOJIOTHI OCYIIECTBISETCS
KOKIBIM OO0YYaroIIUMCS CaMOCTOSATEIBHO € JI00Oro yCTpoicTBa Ha moprane: https:/sziu-
de.ranepa.ru/. [Taponb 1 JIOTUH K TUYHOMY KaOMHETY / MPOQUITIO MPETOCTaBIIETCs CTYIEHTY B
JIeKaHare.

Bce ¢dopmbl Tekyiero KOHTpOIIsl, MPOBOJAUMBIE B CUCTEME AMCTAHIIMOHHOTO OOy4YEeHMS,
OLIEHUBAIOTCS B CHUCTEME JAUCTAaHIMOHHOTO o0y4deHus. JIOCTyn K BHJEO M MaTepHuajaMm JIeKIuH
IPEJOCTaBIISETCS B TEUEHUE BCero cemectpa. JlocTynm K KaxIoMmy BHIY paOOT M KOJHMYECTBO
MOMBITOK Ha BBHIMOJHEHUE 3aJaHHus MPEJOCTaBIIAETCS Ha OrPAaHUYEHHOE BpEMsS COIJIaCHO
periaMeHTy JOUCHMIUIMHBI, onyOsnukoBanHomy B CJ/1O. IlpenonaBarenb — OLlEHUBAeT
BBINOJIHEHHBIE O0y4aromuMmcsi paboTel He mo3aHee 10 pabounx AHEH Mmocie OKOHYaHUS CpoKa
BBITTOJIHEHUSL.

W3yuenne AMCUUIUIMHBI OCYHIECTBISIETCS B TE€UEHUE OJHOTO CEMECTpa: sl CTYICHTOB
0uHOI opMmbl 00yueHust — Ha 1 cemectpe 1 kypca. J{s cTy1eHTOB 3a04HOM (POpPMBI 0OYUEHHS —
B TeueHue | kypca.



3. Coep:xkaHue U CTPYKTYPa AUCUHMILTUHBI

3.1. CTpyKTYpa AN CUUILTHHBI
Ounas popma odyuenusn

Ne ni/m HaumeHoBaHMe TeM O0beM TUCHUILUINHBI (MOAYJIST), Yac. dDopma
H/WJIM pa3ieioB Bcero KonTakTHas padora Cp TeKyLIero
00y4aromuxcs ¢ npenoaaBareIeM KOHTPOJIA
M0 BUIAM YUeOHBIX 3aHATHIl ycneBaeMocTH™*™,
J/10T JIP/ I/ KCP* NMPOMEKYTOYHOH
A0T A0T aTrrecralnmu
Topic | Events in the complex
1 of integrated marketing 35 S 10 20 O, T,II3,P
communications
Topic | Planning and
2 developing a scenario
for an event and 37 6 12 19 O, T,I13,P
business marketing
event
Topic | Partnership and
3 sponsorship in the 35 5 10 20 0. T, 113, P
structure of event and
business marketing
Topic | Features of organizing
4 corporate and private
events with the 35 6 10 19 O, T,II3, P
possibility of brand /
product promotion
Topic | Budget for event and
5 business marketing in 36 6 10 20 O,I13,P
tourism
IIpomexyTouHas arrecTarus 36/27 Koucynbranuum — 2/1,5 JK3aMeH
Beero (aan/actp): 21%32/ 28/21 52/39 | 2 | 98/735

Ipumeuanue: *KCP 6 06vem oucyuniuHvl He 6Xo0um.

** P — peghepam, [13 — npaxmuueckas 3adaua, O — onpoc na npakxmuyeckom sausmuu, T — mecmuposanue.

3aounan hopma odyuenun

Ne n/m HaunMeHoBanue TeM O0beM IUCHUMIJIMHBI (MOYJIsT), Yac. ®Dopma
U/WJIM pa3ienoB Bcero KourakTHas padoTa Cp TeKyIIero
00y4aoIuxcH ¢ mpenojaaBaTeieM KOHTPOJIs
10 BUJAM YYeOHBIX 3aHATHI ycneBaeMoCcTu™*™*,
J/A0T JIP/ I/ KCP* NMPOMEKYTOYHOM
A0T | 10T aTTecTaAllMHU
Topic | Events in the complex
1 of integrated marketing 41 2 2 37 O, T,II3, P
communications
Topic | Planning and
2 developing a scenario 43 2 4 37 O, T,II3,P
for an event and




business marketing
event

Topic

Partnership and
sponsorship in the
structure of event and
business marketing

39 - 2 37 O, T,I13,P

Topic

Features of organizing
corporate and private
events with the 41 2 2 37 O, T,II3,P
possibility of brand /
product promotion

Topic
5

Budget for event and
business marketing in 41 2 2 37 0,113, P
tourism

[IpomexxyTouHast aTTecTanus 9 KouncyabTamun — 2/1,5 JK3aMeH

Bcero (akan/actp): 216 8 ‘ ‘ 12 ‘ 2 ‘ 185

3.2. Conep:xaHue TUCHUILIAHBI
Topic 1. Events in the complex of integrated marketing communications
Setting g oals and objectives of the event. Event classification. Popular event formats. Audience.
Barriers to participation in events (for participants) and methods for overcoming them.

Topic 2. Planning and developing a scenario for an event and business marketing event
Research, generation and testing of event ideas. Planning and approval of the event project.
Choice of contractors. Event program. Working with agencies and sponsors. Creative in event
and business marketing. Benchmarking in creating the concept of special events.

Topic 3. Partnership and sponsorship in the structure of event and business marketing
Partnership and sponsorship in event and business marketing. HoReca. Retail. Socially
significant events of cultural life. Exhibitions, Professional associations, Conferences. Holidays
Samples for creating the necessary working documents (brief, presentation, action plan, press
release, invitations, checklist, estimate, etc.)

Topic 4. Features of organizing corporate and private events with the possibility of brand /
product promotion

Event and brand. Idea and concept of the event. Scenario. Model "Four speeds of a successful
event: intrigue, inclusion, emotions, communication.” Format testing. Creative and playful
component of events.

Topic 5. Budget for event and business marketing in tourism

Methods for determining the budget for event and business marketing activities. Selection of key
performance indicators. Evaluate the effectiveness of the event and track the return on
investment.




4. MaTepuaJjibl TEKYIIero KOHTPOJIsI YCIIEeBAeMOCTH 00y4alommxcst
4.1. B xoge peanusanum aucuMiviuabl b1.0.06 «Mapkemunz 0e106020 u cooObIMuUiiLO20
mypusma | Marketing of business and event tourism» HcHoJibL3yHTCSI CJIeAyIOIe MEeTOIbI
TeKYIIero KOHTPOJIsl yCIeBaeMOCTH 00YYAKOIIHXCH:

Tema u/mam pazaen MeToabl TEKYLIEro KOHTPOJIA yCIIeBaeMOCTH
Topic 1. Events in the complex of ONPOC Ha ITPAKTUYECKOM 3aHATHH, pedepar, pemeHne
integrated marketing communications NPaKTHYECKHUX 337124, TECTUPOBAHUE

Topic 2. Planning and developing a
scenario for an event and business
marketing event

OMPOC Ha MPAKTUYECKOM 3aHATUH, pedepar, peieHue
MPAaKTHUYECKUX 3aja4, TECTUPOBAHUE

Topic 3. Partnership and sponsorship in
the structure of event and business
marketing

OMPOC Ha MPAKTHUYECKOM 3aHATUH, pedepar, peieHue
MPAaKTHYECKUX 3aja4, TECTUPOBAHHE

Topic 4. Features of organizing corporate
and private events with the possibility of
brand / product promotion

OMPOC Ha MPAKTHUYECKOM 3aHATUH, pedepar, peieHue
MPAaKTUYECKUX 3aja4d, TECTUPOBAHHE

Topic 5. Budget for event and business ONPOC Ha IIPAKTUYECKOM 3aHATHH, pedepar, peieHne

marketing in tourism NPaKTHYECKHX 3a/1a4

B cnyuae peanusayuu oucyuniunvt ¢ JOT ¢hopmam 3adanuit aoanmuposan 0ns
nramgpopmor Moodle.

Tekyuii KOHTPOJIb YCIIEBAEMOCTH OCYLIECTBISETCS HENPEPBHIBHO, HA MPOTSHKEHUH BCETO
Kypca. I[Ipexne Bcero, 3T0 YCTHBIM ONMPOC MO XOIY JIEKUWH, BBINOJHAEMBIN JJI1 ONEPATUBHOU
AKTHBU3AIMK BHUMaHUs OOy4YalOIIMXCS M OLIEHKHM WX YypoBHA Bocmpusatus. [lomumo storo,
KOHTPOJIb CAMOCTOSITENIbHOM paboOThl OOYYaIOMIMXCS OCYIIECTBISIETCS TpPU  OMNpOce Ha
MPaKTUYECKUX 3aHATHUSIX, MPOBEPKE TECTOBBIX 3a/JlaHHM, KOHTPOJBHBIX paldOT, 3acCHyIIMBAaHUU
pedepaToB, BHIMTOIHEHUN MPAKTHUECKUX 3aTaHUN.

4.2. TunoBble MATEPHUAJIBI TEKYIIET0 KOHTPOJIS YCIEBAEMOCTH 00yYAKOIIUXCS
Tunosble OLCHOYHBIC MAaTE€PHUAJIbI 11O TEME Nel «CoObITHSI B KOMILIEKCE
HHTEI'PUPOBAHHBIX MAPKETHHIOBbLIX KOMM}’HI/IK&HI/Iﬁ»

BOl'lpOCLI AJIF MOATOTOBKH Oﬁy‘lﬂlOH.[I/IXCH K IPAKTUYCCKHUM 3aHATUAM
Usnoocume meopemuueckue OCHO8bl NO  OaHHOU meMme (Oatime  onpeoeneHus,
nepeuuciume u Hazoeume) u 00OOCHYUmMe (apeymeHmupyime U HPpoOeMOHCMpupylime) ceoe
OmHOWeHUe K OAHHOU meme (Ha KOHKPEemHOM npumepe).
1. Define the term "event marketing". What is its specificity?
2. What are the main goals and objectives of event marketing?
3. Describe the actions of event marketing in the context of general promotional tasks:
- brand/new product launch event for the press (press launch),
- brand/new product launch event for invited guests with maximum PR coverage (PR launch),
- own event to promote the brand / products,
- the final event after the completion of the promotion, competition and prize draw



BapuaHThI TeCTOBBIX 3aJaHU I
Cocmaesvme CnuUcokK omeenios HA 60NnpocCsl mecma, 6blNOJIHAA SCZOCZHM}Z,
chopmynuposanmvie 8 KaiCOOM 80npoce mecmd.
Test 1.
Types of marketing communications are:
a) advertising
b) market research
¢) primary information
d) secondary information
e) fairs, presentations, exhibitions
Task 2.
The subjects of marketing communications are:
a) advertising
b) exhibition events
c) personal selling
d) company staff
e) competing organizations
Task 3.
Product advertising is intended for:
a) advertiser service
b) formation of the image of the enterprise
c) attracting the attention of the consumer to the goods in order to create
or increase in demand for them
d) creation of new goods and services
Task 4.
When developing advertising arguments, it is mainly necessary to consider:
a) market features
b) characteristics of the target group
c) arguments of technical personnel, manufacturers of goods
d) tariffs for advertising services
e) emotional reactions3ananue 5.
The most preferred carriers of advertising information for advertising industrial goods are:
a) television
b) exhibitions and fairs
c) direct mail advertising
d) outdoor advertising
e) audiovisual advertising

BapuaHThl NpaKTHYECKHX 32724

Buinonnume 3adanus (pewume npeodnodicennvie 3adayu). Obpamume SHUMAHUE HA
NOSICHEHUsl U VKA3AHUSL K BbINOJIHEHUI0 pabomuvl (eciu OHU uMeromcs). 3anuwiume omeem 8
COOMBEMCMEUU C YCMAHOBIEHHOU HOPMOIL.
Task 1. Fill in the table *Classification of activities by type"



Type of the event Business Entertainment

Events for the clients

Events for the clients
attrecting

Events for the partners

Events for the staff

Events for the press

Official events

IIpumepHbIe TeMbI pedepaToB

Ilpoananusupyume, oyenume, cpagHume u yKaxMcume c80€ OMHOULEHUE K 3AmMpPOHYMOU
meme.
Analyze, evaluate, compare and indicate your attitude to the topic.
1. Place of Event marketing (event marketing) in the system of marketing communications.
2. The specifics of managing Event-projects in Russia (infrastructure, remoteness,
professionalism of performers).
3. Difference in the management of Event-projects from the management of advertising
campaigns.

TunoBble oneHOYHbIe MaTepuaibl M0 TeMe Ne2 «IlanupoBanue u pa3padoTka cueHapus
MepOnpPUSITHS COOBITHITHOTO U 1€JI0BOT0 MAPKETHHIa»
Bonpoch! /151 MOATOTOBKU 00Y4AIOIIHUXCS K MPAKTHYECKUM 3aHATHIM
Uznooicume  meopemuueckue OCHO8bl NO  OAHHOU  meme (Oauime  oOnpedeieHus,
nepeuuciume u Hazogume) u 000CHyUme (apeymeHmupylime u HPOOEMOHCMPUpyUme) ceoe
OMHOWEeHUe K OAHHOU meme (Ha KOHKPEemHOM npumepe).
1. Sequence of action planning and scenario development.
2. Achieving the maximum effect from the action for the subsequent building of relationships
with customers: mass media, direct marketing, promotion marketing.
3. Evaluation of the possibilities and expediency of the event - action.

BapuaHThI TeCTOBBIX 3aJaHU I
Cocmaesvme CNnUcokK onmeenioe HA 60Nnpocsl mecma, 6blNOJIHAA 3a()anwz,
chopmynuposanuvie 8 KairOOM 80npoce mecmd.
Task 1.
An event in event marketing can be organized with the involvement of
1. potential customers
2. existing clients
3. company employees
4.Mass media

Task 2.

Event goals in event marketing include:
1. increase brand awareness

2. Ensuring sales growth

10




3. team building.
4. expansion of the base of contacts.

Task 3.

The reason for the decrease in the level of creative marketing events (events)
are:

1. rituality of procedures

2. budget constraints

3. lack of established techniques for developing creative events

4. political reasons

Task 4.

The basic types of creative ideas in event marketing include:
1. non-standard object in a familiar space

2. direct association

3. grotesque

4. political reasons Benchmarking

Task 5.

Highlight the false statement:

1. The “6 hats” method by E. De Bono allows you to generate new creative ideas

2. marketing events

3. Sponsorship and charity may or may not be event based

4. A good marketing event is built according to the laws

dramaturgy

5. The event can and should be accompanied by direct advertising, information on social
networks and other tools of promotion

BapuaHTbl NpaKkTHYeCKHX 32124

Buinonnume 3aoanus (pewiume npeonosicennvie 3aoadu). Obpamume HUMAHUE HA
NOSICHEHUSI U YKA3AHUA K GbINOJIHEHUI0 pabomul (eciu oHu umeromcs). 3anuwume omeem 8
coomeemcmeuU ¢ yCmaHo8I1eHHOU opMoll.
Task 1.
Make a gradation of events according to the level of customer service

The amount of stars Description

* get-together event with a minimum budget

** Low budget event

** quality event with a standard set of
elements

falolalel high class event

Fkkx luxury class event
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IIpumepHbIe TeMBbI pedepaToB
Ilpoananusupyiime, oyenume, cpaguume u YKadcume c80e OMHOUIEHUE K 3aMpPOHYMOU
meme.
1. The difference in the management of Event-projects from the management of advertising
campaigns.
2. Technology for organizing events at the national level.
3. The specifics of work in various regions of Russia in organizing events (Events).
4. Principles and rules for developing an event evaluation system (Event).

TunoBble oleHOYHBbIE MaTepUaJbl 10 TeMe Ne3 «[lapTHepcKue U CIOHCOPCKHE OTHOIIEHUSI
B CTPYKTYpe COOLITHITHOTO U /1eJI0BOI0 MAPKETHHIa»
BonpochI /151 NOATOTOBKY 00y4aIOIIUXCSH K MPAKTHYECKUM 3aHIATHIM
U3znooicume  meopemuueckue OCHO8bl NO  OAHHOU  meme (Oaume  oOnpedeieHus,
nepeuuciume u Hazogume) u 00OCHyUme (apeymeHmupylime u NPOOeMOHCMpUpylme) ceoe
OMHOWEeHUe K OAHHOU meme (Ha KOHKPEemHOM npumepe).
1. Partnership and sponsorship in Event marketing:
2. Socially significant events of cultural life;
3. Exhibitions, professional associations, conferences;
4. Holidays.

BapuaHThI TeCTOBBIX 3aJaHU I
Cocmasbme CNnUCOK omeemoe HAa 680NnpocCyl mecma, 6bINOJIHAA 3adaHuﬂ,
chopmynuposarHvle 8 Kadcoom 8onpoce mecma.
Task 1.
Charitable activities, providing assistance and patronage to the poor, the needy are:
a) philanthropy
b) fundraising
C) sponsorship

Task 2.

A set of measures aimed at combining disparate resources in order to improve the socio-
economic situation of the region in which

These resources are located:

a) philanthropy

b) fundraising

C) sponsorship

Task 3.

The provision of certain assistance to certain groups of the population is:
a) philanthropy

b) fundraising

C) sponsorship
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Task 4.

An effective fundraising strategy helps:

a) establishing a clear vision of the organization's objectives/priorities;
b) ensuring successful funding;

c) increase the level of awareness of the company

Task 5.

Restore the sequence of steps in the strategy development process
fundraising:

1) Generation of ideas.

2) Internal analysis

3) Classification of organizational goals

4) Monitoring and Evaluation

5) Portfolio selection

6) Planning and provision of resources

BapuaHTBhI NpakTHYeCKHX 33/1a4

Buinonnume 3aoanus (pewume npeonoxcennvie 3adauu). Obpamume 6HUMAHUE HA

NOACHEHUSL U YKA3aHUS K 6blNOJHEHUN pa6ombl (€Cﬂu OHU MMGIOWZC}Z). Sanuwume omeem 8

COOmMBemcmaul ¢ YCMaHo81eHHOol hopMOll.
Task 1. Describe the features of the seminar format

What How

intrigue

inclusion

emotions

Communication

Aim

Buy services

Task 2. Describe the features of the conference format

What How

intrigue

inclusion

emotions

Communication

Aim

Loyalty forming

Task 3. Describe the features of the "*"Company Anniversary"'

What How

intrigue

inclusion
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emotions
Communication
Aim

Loyalty, cpmpany
proud sence
forming

IIpumepHbIe TeMbl pedepaToB

Ilpoananusupyiime, oyenume, cpaguume u yKadxdcume c80e OMHOUIEHUE K 3AMPOHYMOU
meme.
1. Samples of creating the necessary working documents (brief, press release, invitation,
estimate, etc.).
2. The structure and content of the reports on the activities carried out.

Tunosnle OLCHOYHBIC MaTEPHUAJIbI IO TEME Ned «OcobennocT Opranmsanuu
KOPHOPaTUBHBLIX U YaCTHBIX Meponpl/anﬁ C BOBMOKHOCTBIO TPOABUIKCHUHA 6peﬂ)la
/MpoayKIMm»

BOl'lpOCbI AJ MOAT0OTOBKHU Oﬁy‘lalOHII/IXCﬂ K IPAKTUIE€CKUM 3aHATUAM

H3znooicume  meopemuueckue OCHO8bL N0  OAHHOU — meme (Oauime  onpedeneHus,
nepeuuciume u Hazogume) u 0OOCHyUmMe (ap2ymeHmupyime U HPpOOeMOHCMpupylime) ceoe
OmMHOWEeHUe K OAHHOU meme (Ha KOHKPEemHOM npumepe).
1. The basic principles of drawing up long-term agreements on event marketing with club
owners, organizing individual corporate and private events with the possibility of brand / product
promotion.
2. Model "Four speeds of a successful event: intrigue, inclusion, emotions, communication"
3. Features of the organization of sponsorship events (general sponsor, title sponsor, official
sponsor, exclusive supplier, information sponsor, etc.)

BapuaHThI TeCTOBBIX 3aJaHU I
Cocmaesvme CNnUcokK onmeenoe HA 60Nnpocsl mecma, 6blNOJIHAA 3a()aHuﬂ,
cghopmynuposanHvle 8 Kaxcoom onpoce mecma.
Task 1.
is a complete set of legal, policy, financial, creative and regulatory documents that
provide the necessary effect of the sponsored action.

Task 2.

The types of sponsorship packages marked with numbers correspond to the cost of the
sponsorship package under the letter designation:

1) Title sponsor

2) General sponsor

3) Official sponsor
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4) Sponsor-participant

a) 5-10% of the cost of the project,
b) 100% of the cost of the project,
C) 25% of the cost of the project,
d) 50% of the project costs.

Task 3.

The communication tasks of sponsorship aimed at forming a broad public opinion are the
following:

a) demonstration of financial power in order to form the image of a reliable, sustainable partner,
b) attracting the most capable, talented people to cooperate with the sponsoring company,

¢) building awareness of the sponsoring firm.

Task 4.

The term BTL combines various technologies such as:
a) merchandising

b) direct marketing,

c) advertising

d) sponsorship

Task 5.

Large BTL projects, as a result of which transfers are made to charitable initiatives from the cost
of each purchase during the promotion period:

a) charitable promotions

b) event marketing

C) pos advertising,

BapuaHTBI NPpaKTHYECKHX 32124

Buinonnume 3aoanus (pewume npeonoxcennvie 3adauu). Obpamume 6HUMAaHUE HA
NOSACHEHUSL U YKA3AHUs K GbINOJIHEHUI0 pabomul (eciu oMU UMemcs). 3anuwume omeem 8
COOMEEemMcmauU ¢ yCmaHoBIeHHOU HopMOl.

Task 1.

Design a sponsorship package for your chosen organization based on the structure below.
Structure of the sponsorship package

1. Title

2. Tasks that sponsorship solves

3. Description of the event, place and time, etc.

4. Target audience of the event

BOHpOCbl 015 cocmaeienus CROHCOPCKO20 naKkema

1. Purposes of attracting sponsors.

2. Target audience for which the event will be oriented. Two main target groups:
- visitors to the event

- potential sponsors
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3. Determination of the minimum amount for which sponsors must be attracted

4. Determining the format of the event for which sponsors are involved

5. Calculation of the actual costs of the event (planned), which should be covered by sponsorship
contributions.

6. Equipping the site for the event (boards for advertising, etc.)

7. Previous experience in holding similar events and attracting sponsors.

8. Planned advertising campaign of the event.

9. Who plans the advertising campaign? Advertising campaign planning mechanism (depending
on the size of the contribution or something else?).

10. Technology of compiling a sponsorship package (planned costs - compiling packages -
actually attracting sponsors).

11. The method of calculating the cost of the event.

12. Technology for attracting sponsors/working with potential sponsors.

Bonpocm K 3aKa34uKy 01 COCMaenenun CHOHCODPCKOZ20 nakema:

1. The goals of attracting sponsors (making a profit, payback events, attracting permanent
sponsors or for specific

Events)

2. Target audience

- visitors/spectators

- potential sponsors

3. The minimum amount for which sponsors must be attracted.

4. For which specific event sponsors are attracted (tournament, international competitions, etc.).
5. The actual costs of the event (planned), which must be covered by sponsorship contributions.
6. Design of the site for the event (boards for advertising, the possibility of placing outdoor and
other advertising, sponsors' logos on the form, etc.)

7. Previous experience in holding similar events and attracting sponsors.

8. Planned advertising campaign of the event (if already planned).

IIpumepHbie TeMbl pedepaToB

Ilpoananusupyiime, oyenume, cpaguume u yKadcume c80e OMHOUIEHUE K 3aMpPOHYMOu
meme.
1. Objects and areas of effective use of sponsorship.
2. Sponsorship package.
3. Communicative sponsoring.TumoBsie oreHOUYHBIE MaTepuanbl 1o Teme NeS «bromxker
COOBITHIHOIO U ACJIOBOI'O MAPKETUHI'A B TYPU3ME»

Tunosblie oeHOYHbIe MaTepuaabl IO TeMe NeS «BbroakeT COOBITHIHHOIO U /1€JI0BOT0

MapKeTHHIa B TYpU3Me»
Bonpocs! 1J151 NOATOTOBKY 00y4aloluXcsl K NPAKTHYECKUM 3aHATHAM
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H3znoocume  meopemuueckue OCHO8bL NO  OAHHOU — meme (Oauime  onpedeneHus,
nepevuciume u Hazosume) u 00OOCHyUme (apeymeHmupyime U NPOOeMOHCMpupylime) ceoe
OmMHOWeHUue K OaHHOU meme (Ha KOHKPEemHOM npumepe).

1. Why can't event marketing expenses be directly linked to product sales results?

2. What are the main items that are usually included in every event marketing budget?

3. What is the most commonly used budgeting method? Why?

BapuaHThl NpaKTHYECKHX 32124
Buinonnume 3a0anus (pewume npeonoxcennvie 3adauu). Obpamume 6HUMAaHUE HA
NOSACHEHUSL U YKA3AHUS K GbINOJIHEHUI0 pabomul (eciu OHU UMeEOmCcs). 3anuwume omeem 8
COOmMEemcmauU ¢ yCmaHno8IeHHOU GopMou.
Task 1. Fill in the most typical cost categories for budgeting a hypothetical event

Category of expenses Category of expenses Sum, thousands rub

Event site

Food

Audio video design

Equipment

Program

Transportation, accomodation

Security

Production

Marketing

Expenses for the agencies

Task 2. Check the balance of the received budget, focusing on
table data
Table - Budget balance check form

Category of expenses Share in the total budge, %

Buffet 30-40

Event site 10-15

Equipment and decoration 10-15

Program 20

Production 5

Transportation, accomodation 5

Security

Marketing, presents 5-10

Agency fee 5-10

IIpumepHbIe TeMbl pedepaToB

Ilpoananusupyiime, oyenume, cpaguume u YKadcume c80e OMHOUIEHUE K 3aMpPOHYMOu
meme.

1. The concept of effectiveness in relation to event marketing

2. Economic and communicative activities / promotions of event marketing
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5. OueHo4YHbIe MaTEPHUAJIBI IPOMEKYTOUHON ATTECTANUM 1O TUCUHUIIJIMHE
5.1. DKk3aMeH MPOBOIAUTCSA € IPUMEHEHUEM CJIeTYIOIHUX MeTOA0B (CPeICTB): B paMKax ClIaun
9K3aMEHa MPEAYCMATPUBACTCS YCTHBIA OTBET CTYJCHTOM I10 OWJIETaM U PEIIeHUE MPAKTHICCKON

3aga4u.

5.2.

OIIeHO‘lHLIe MaTepHuaJibl HpOMe)l(yTO'{HOﬁ aTreCralum

KomMmnonent IIpomexyTOYHBIN/KII04YeBOM Kpurepuii oueHnBanus
KOMIIeTeHUUH HHIUKATOP OlleHUBAHUS
OIIK-4.1 CniocoOeH | PazpabaTbiBaeT MapKeTHHTOBBIE cTpaTerud | [lodmydeH  WcueprbIBalONIMNA  COCTaB
paspabaTbiBaTh ¥ TpOrpaMMbl B cepe TypusMa, a TaKxKe HEOOXOIUMBIX MCXOMHBIX JAHHBIX IS
MapKETHHTOBBIE BHE/IPACT MX B JCATCIBHOCT HPCANPHATHI | oo KOHKYDEHTHOM cpemi
CTpaTeTHH M MPOrpamMMEbl | chepbl  TypusMa, B TOM 4YHCIE C
OpTaHH3AIIHH.

B cdepe Typusma, a
TaKXke BHEIPATh HUX B

HCIIOJIBb30BAHUEM CCTH HHTepHeT.

IlpoBeneH caMOCTOSITENILHBIN aHAIU3

JIeSITeIbHOCTD KOHKYPEHTHOH cpelpl MO TeMaTHKe
NpEeANPUATHI cepst HCCIIEIOBaHMs, MOJTYYEHbI
TypHsMa, B TOM HHCIC € 000CHOBaHHBIC BHIBO/IBI.
WCTIONB30BaHUEM  CETH

UHTepHer. Pa3paborana MapKeTHHTOBas CTpaTETUs

OpraHM3alli{, OTBEYarollas COCTOSHUIO
KOHKYPEHTHOU Cpens u
CTpaTernyeckuM 3ajjauaM OpraHHu3aluu
C ydeToM TpeOOBaHUU MPOEKTHOTO
MIO/IX0/1A.

IIponeMoHcTpHUpOBaHbI HaBBIKA
OpPraHu3allii  KOHTPOJISI  BHEIPEHUSA
MapKETUHTOBBIX cTpareruu u

NporpaMM  OpTaHU3alUi  HMHIYCTPUH
JIEIOBOTO U COOBITUHHOTO TypH3Ma, B
qucie ¢

TOM HCIIOJIB30BAHUECM

BO3MOXHOCTeH VIHTEpHET CceTH.

TunoBble OlleHOYHbIE MATEPUAJIBI POMEKYTOUHOI ATTECTAHH
ITepedyeHsb BONMPOCOB K IK3aMeHY

H3znosxcume meopemuyeckue O0CHO6bI NO OAHHOU meme (Oaiime onpeodeenus,
nepeuucaume u Hazoeume) u 000CHyiime (apZymeHmupyime u npooemoHcmpupyiime) ceoe
omHouwienue K OaHHou meme (Ha KOHKpemHoOM npumepe):
1. The concept of "Event marketing", goals and objectives of events
2. Event marketing in the IMC system
3. Classification of events. Popular event formats.
4. Audience. Barriers to participation in events (for participants) and their methods

overcoming.

5. Principles for organizing successful events
6. Methods and tools for event planning (types of plans)
7. Stages of organizing and conducting events (event cycle, main

tasks of each stage)

8. Types of event audiences, features of working with different audiences
(media, partners, clients, etc.)

9. Research, generation and testing of event ideas.
10.Selection of contractors
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11. Determination of the budget

12. Work with sponsors

13. Event space, venue, technical part, scenery and

registration,

14. Coordination and logistics at the event,

15. Identification system for events, gifts and souvenirs

16. Managing a team of event managers.

17. Emergency situations (risk management).

18. Financial justification for holding events (making decisions on
event cancellation)

19. Methods for evaluating the effectiveness of event marketing activities.

20. Creative methods in event marketing
21.Benchmarking in creating the concept of special events
22. Typology of creative ideas in event marketing
23.Partnership and sponsorship in event marketing

24. Features of the organization of sponsorship events

25. Sequence of event planning and scenario development.

Bapl/laHTbI NMPAKTHIECCKUX 3a1aY1

Buinonnume 3aoanus (pewume npeonoxcennvie 3adauu). Obpamume 6HUMAaHUE HA

NOACHEHUSl U YKA3AaHUS K 6blNOJIHEHUNO pa6ombl (QCJZM OHU MMGIOWZC}Z). Sanuwume omeem 8

coomeemcmaul ¢ YCmaHno81eHHol hopMoll.

Task 1. Fill in the table *"Classification of activities by type"

Type of the event Business

Entertainment

Events for the clients

Events for the clients
attracting

Events for the partners

Events for the staff

Events for the press

Official events

Task 2. Describe the features of the conference format
What How
intrigue
inclusion
emotions
Communication
Aim
Loyalty forming

Ikana oueHnBaHuA

OneHka pe3ynpTaTOB MPOM3BOAMTCA Ha ocHOBe [lonokeHHs O TeKyIleM KOHTpPOJe

ycHeBaeMOCTH  OOyd4aroluxcss W NPOMEXYTOYHOW  aTTecTaluu

oberarommxcs

1o

O6p8.30BaTCJ'ILHLIM nporpamMmmamMm CpCaHCro HpO(bCCCI/IOHaJ'IBHOFO 1 BBICHICTO 06pa3OBaHI/IH B
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(dbenepalbHOM TOCYJapCTBEHHOM  OIO/DKETHOM| 00pa30BaTeIbHOM  YUPEKJACHHH  BBICIIETO
obpazoBanus «Poccuiickas akaJjeMHHd HAapOIHOIO XO3SHMCTBA M TOCYJApCTBEHHOH CIIy»KObI IpU
[Ipesunente Poccuiickoit denepanuny», yreepxkacHHoro Ilpukazom Pexropa PAHXul'C npu
[Mpesugenre PO ot 30.01.2018 r. Ne 02-66 (m.10 pazmena 3 (mepBbliit ab3am) u m.11), a Takxke
Pemenuss VYuenoro cosera CeBepo-zanaaHoro wuHcturyra ympasienuss PAHXul'C npu
[Ipesunente PO ot 19.06.2018, mpoTokon Ne 11.

OTJIMYHO (5 6an10B)

OOyyaronuiicsi MOKa3bIBACT BHICOKHI ypOBEHb KOMIIETEHTHOCTH, 3HAHMSI IPOrPAMMHOTO
MaTtepuana, y4eOHOH IUTEepaTyphl, PACKPBIBACT M AHAIM3HPYET MPOOJIEMYy C TOUYKH 3PECHHS
pa3nUYHBIX aBTOPOB. OOYyJarOMIMIACS MOKA3BIBAET HE TOJBKO BBICOKUN YPOBEHb TCOPETHUECKUX
3HAHWW, HO © BHIUT MEXIUCHUIUIMHAPHBIE CBs3W. lIpodeccCHoHambHO, TPaMOTHO,
MOCJIEIOBATENIbHO, XOPOIIMM  SI3bIKOM  YETKO HW3JIaraeT MaTepuay, apryMEHTHPOBAHHO
(dbopMynupyeT BBIBOABL. 3HAET B paMKaxX TPEOOBAHMUN K HANPABICHHUIO U MPOPHIIO MOATOTOBKU
HOPMAaTUBHYI0 W TMpakTHUecKylo 0a3y. Ha Bompochl oTBeuaeT KpaTKO, apryMEHTHPOBAHO,
YBEPEHHO, 10 cymiecTBy. CrocoOeH MPUHUMATH OBICTPHIC U HECTAaHAAPTHBIC PELICHUS.

HecTtannapTHoe (MHOTOIUIAHOBOE) pEIlIeHNE CUTYallMOHHOM 3a7auu (Kekca).

XOPOHIO (4 6ana)

OO0yyaromuiicst MOKa3bIBAET JOCTATOUHBIN YPOBEHb KOMIIETEHTHOCTH, 3HAHUSI MAaTEpUajIOB
3aHATHH, Y4eOHOH M METOIWYECKOH JHTepaTypbl, HOPMATHUBOB W TNPAKTUKUA €T0 TMPUMEHEHUS.
YBepeHHO H TPOPECCHOHAIBHO, TPAMOTHBIM S3BIKOM, SICHO, YETKO M IIOHSATHO H3JIaraet
COCTOSIHME M CYTh BOMpOca. 3HAeT TEOPETUYECKYID M TMPAKTUYECKyI0 0a3y, HO NpU OTBETE
JIOTYCKaeT HeCYIIECTBEHHBIC MorpeurHocTu. OO0yyaronuiicss MoKa3bIBaeT JOCTATOYHBIH YpOBEHBb
npoeCCUOHATILHBIX 3HAHWH, CBOOOJHO ONEPUPYET MOHATUSMH, METOJIAMU OLICHKU TPUHSATHS
pelieHnid, HMeeT TMpPEACTaBICHHE: O MEXKIUCIUIUIMHAPHBIX CBS3SX, YBA3BIBACT 3HAHUS,
IMOJIYUYCHHBIC IIPU H3YYCHHUU PA3JIAYHBIX JUCHUIIIMH, YMECT QaHAJIM3UPOBATH IIPAKTUYCCKHC
CUTYyaIli¥, HO JIONMYCKAeT HEKOTOphIe MOTpemHOoCcTH. OTBET IMOCTPOEH JIOTHYHO, MaTephal
M3JIaraeTcs XOpOILUM SI3bIKOM, IIPUBJIEKAETCS NH()OPMATUBHBIN U WIITIOCTPUPOBAHHBINA MaTepual,
HO IpH OTBETC AOIIYCKACT HC3HAUYUTCIIBHBIC OIHI/I6KI/I, HCTOYHOCTH II0 HAa3BAHHBIM KPUTCPHAM,
KOTOpBIE HE UCKAXAIOT CYTH OTBETA.

CrangapTHOE pelieHrne CUTYallMOHHOM 3a1aun (Keiica).

YAOBJIETBOPUTEJIBHO (3 6ana)

OOyuvaromuiicst Moka3bpIBaeT ciaboe 3HAHUE MATEPHANIOB 3aHSATUH, OTCYTCTBYET JOJKHAS
CBA3b MCKAY aHaJlu30oM, apFYMeHTaHHGSﬁ 1 BBIBOJAMMH. Ha nocraBineHHEIE BOITPOCHI OTBEYACT
HEYBEPEHHO, JIOMyCKaeT MorpenrHocTi. OOydJaromuiics BIaJeeT MPAKTHICCKUMHU HaBBIKAMH,
MIPUBJIEKAET WJUIIOCTPATUBHBIM MaTepuaj, HO YYBCTBYeT ce0si HEYyBEpEHHO IpU aHaJIu3e
MEXIUCHUIIMHAPDHBIX CBA3€d. B oTBeTe He Bcerga NPHUCYTCTBYET JIOTMKA, APTYMEHTHI
MIPUBJICKAIOTCS HEAOCTATOYHO Beckue. Ha MmocTaBieHHBIE BOMPOCH 3aTPYIHSETCS C OTBETaMH,
MOKAa3bIBAET HEJIOCTATOUHO TITyOOKHE 3HAHMSI.

CuryanunonHas 3aqada (Keic) perieHa ¢ HEKOTOPbIMU HETOYHOCTSIMU.

HEYJIOBJIETBOPUTEJIBHO (2 6ana)
OOyuaromuiics moka3bIBaeT ciiabble 3HAHMSI MaTepHAJIOB 3aHATUH, Y4eOHOI JIUTepaTypsl,
TEOPUH W TPAKTUKA MPUMEHEHHS H3y4aeMOro BOMPOCa, HU3KWUH YpPOBEHb KOMIIETEHTHOCTH,
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HEYBEpEHHOE  W3J0KeHHe  Bompoca. OOywaromuiics  MoKa3biBaeT  ClHaObli  YpOBEHB
npoeCCUOHATbHBIX 3HAHUU, 3aTPyIHSAETCS NMPHU aHaATU3e MPAaKTUYeCKHX curyauuid. He moxer
IIPUBECTH IPUMEPHl U3 pEAIbHON INpaKkTUKU. HeyBepeHHO M JIOTMUECKH HENOCIIEN0BaTEIbHO
n3naraer matepuai. HempaBuibHO OTBEUAET Ha BOIPOCHI WIIM 3aTPYIHSAETCS C OTBETOM.

HesepHoe pelienue win cuTyallMoOHHas 3ajada (Keic) He pelleHa.

Ouenkn "OTJIHYHO" 3aciHy)KHMBaeT OOYYAIONIUICSA, OOHAPYKUBIIUH BCECTOPOHHEE,
CUCTEeMAaTUYECKOE U IIyOOKOe 3HAaHWE BOMpPOCa, YMEHHE CBOOOJHO OPHEHTHUPOBATHCA B TEME,
YCBOMBIIMM OCHOBHYIO, M 3HAKOMBIA C JIOMOJHUTEIBHON JUTEPATypOu, PEKOMEH]IOBAHHOM
nporpammoil. Kak mpaBuio, omeHka "OTIMYHO'" BBICTABIAETCS OOYYarOIIUMCS, YCBOUBIIUM
B3aMIMOCBSI3b OCHOBHBIX MOHSTHIA B MX 3HAYCHUH ISl IproOpeTaeMoit mpodeccru, IposBUBIIUM
TBOPUYECKHE CIIOCOOHOCTH B MOHMMAHHUHU, MU3JI0KEHUH U UCTIOIH30BAaHUHN YI€OHO-IPOTPAMMHOTO
MaTepuaia.

6. MeToau4eckne MaTepHaJibl N0 OCBOCHUIO TUCHMILIHHBI

CryneHT nomyckaercsi K 3K3aMeHy [0 JUCLHMIUIMHE B CiIydae BBIIOJHEHHUS UM BCEX
3aJJaHU{ 1 MEPOIPUATHH, IPEAYCMOTPEHHBIX IPOrPaMMOM TUCIUIIUHBI.

OK3aMeHbl OPraHM3YIOTCS B IIEPUOJl CECCUUM B COOTBETCTBUU C TEKYUIMM IpaduKkomM
y4eOHOro Ipolecca, yTBEPKICHHbIM B COOTBETCTBUHU C ycTaHOBJIeHHBIM B C3UY mopsakom.
[TpomoKUTETPHOCTh 9K3aMEHa ISl KaXKIOro CTyJeHTa HE MOXKET MPEBBIIATh YETBIPEX
aKaJeMHYECKHX 4YacoB. DK3aMEH He MO)KeT HauumHaThcs paHee 9.00 yacoB M 3aKaHUMBATHCS
nozaee 21.00 wyaca. Dk3aMeH MpPOBOJUTCS B ayJUTOPUU, B KOTOPYIO 3aIlyCKaroTCs
OJIHOBPEMEHHO He Oosiee 5 uenoBeK. Bpemsi Ha NMOATOTOBKY OTBETOB IO OWJIETY KaKIOMY
oOyyaromemycs otTBoauTcs 45 Munyt. IIpu siBke Ha 3K3aMeH 00y4aroluiics 10JKEeH UMETh IpU
ce0e 3a4eTHYI0 KHIKKY. Bo BpeMs sx3ameHa oOyuaromuecs Mo PelIeHUI0 IPErnoiaBaTesss MOr'yT
[0JIb30BaThCsl y4eOHOW MporpamMMoil TUCHMIUIMHBI M CHPaBOYHOM aureparypoid. OrneHka 3a
9K3aMeH MPOCTABIAETCS B 9K3aMEHAIIMOHHON BEIOMOCTH M 3aYETHBIX KHMXKKaX CTYAEHTOB, MpPHU
ATOM OLICHKH «HEY/I0BJIETBOPUTEIIEHO)» B 3aUETHYIO KHH)KKY CTY/IEHTOB HE MPOCTaBIISIOTCS.

O6yuenne no guciumuinae b1.0.06 «MapKeTHHT Ie0BOT0 M COOBITUHHOTO Typusma /
Marketing of business and event touriSmy» mpezmoyiaraetT uU3ydeHHe Kypca Ha ayJAUTOPHBIX
3aHATUSAX (JIEKIIUHM W MPAKTHYECKUE 3aHATHS) M CAMOCTOSTENILHOW paOOThI CTYIEHTOB, BKIIOUYAs
HOJTrOTOBKY K 3k3aMmeny. Ilpaktudeckue 3ansatus aucuuiuinael 51.0.06 «MapkeTHHT 1€710BOro
u coOwithitHoro Typmsma / Marketing of business and event tourismy» npennonararor ux
IPOBE/IEHUE B pa3IMYHBIX (POpPMax € LENIbIO BBISBICHUS MOTYYEHHBIX 3HAHUH, YMEHUH, HABBIKOB
Y KOMIIETEHLIUH.

Iloozomoexa k nexyuu
C nenpro o0ecnedeHus yCIemHoro 00y4eHus CTyACHT TODKEH TOTOBUTHCS K JICKIIHH,

MOCKOJIBKY OHA SIBJISICTCS] BXKHEHIIIEH (hopMOI opraHU3aii y4eOHOTO MPOoIecca, MOCKOJIbKY:

— 3HAKOMUT C HOBBIM Y4€OHBIM MaTEpHAaIIOM;

— pa3bACHSET YUeOHBIC DIIEMEHTBI, TPYIHBIC JIJIs1 TOHUMAHUS,

— CHCTeMaTHU3UpyeT YUeOHBIH MaTepHa;

— OpHUEHTHpYET B yueOHOM Ipoliecce.
Iloozomoexa K 1eKyuu 3aK10Uaemcs 6 ciedyouiem:
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— BHHUMATEJIBHO MMPOYUTANTE MaTepHall MPEAbIIYIICH JICKIIH;
— Y3HalTe TeMy MPEINCTOAIIeH JeKIHH (10 TEeMaTHYeCKOMY IUIaHy, MO0 HH(OpMaIuu
JIEKTOpA);
03HAKOMbBTECh C YYCOHBIM MAaTEPUAJIOM 10 YU€OHUKY U YI€OHBIM ITOCOOHSIM;
nocrapaiTech yICHUTh MECTO U3y4aeMOl TeMbI B CBOCH MPOQECCHOHATBHOM MTOATOTOBKE;
3aITUIINTE BO3MOXKHBIC BOIIPOCKI, KOTOPHIEC BBI 33JIaJIUTE JIEKTOPY Ha JICKITUH.

Iloozomoexa Kk npaKkmuueckum 3aHAMUAM:

— BHUMATENIbHO MPOYMUTANTE MaTepuaj JEKUUH OTHOCSIIUXCS K JaHHOMY CEMHUHApCKOMY
3aHATHUIO, 03HAKOMBTECh C Y4EOHBIM MaTEpHAIOM IO YYEOHUKY U y4EOHBIM [TOCOOUSAM;

— BBINHIINATE OCHOBHBIE TEPMHUHBI;

— OTBETBTE HA KOHTPOJIBHBIE BONPOCHl IO CEMHHAPCKUM 3aHATHUSAM, I'OTOBBTECH JAaTh
Pa3BEPHYTHIM OTBET HA KaX bl U3 BOIPOCOB;

— YACHUTE, Kakue Y4YeOHbIE 3JIEMEHTHl OCTAJIUCh JJI Bac HEACHBIMM U IOCTapailTech
NOJIyYUTh HA HUX OTBET 3apaHee (0 CEMUHApCKOro 3aHSTHUS) BO BpeMsS TEKYLIUX
KOHCYJIBTALIMM IPETOJaBaTes;

— TOTOBUTHCSI MOXKHO MHJWBUYyaJIbHO, TApAMU WJIM B COCTAaBE MaJIOil IPpyIIIbl, IOCIEIHNE
ABISIOTCS () (HEKTUBHBIMU (pOPMaMU PAOOTHI.

Iloozomoexka K onpocy TPENCTaBISCT COOOW MPOCKTUPOBAHUE CTYIACHTOM OOCYXKICHUS B
rpymnme B popMe JUCKYCCUH. B 3TUX Leisix cTyieHTy Heo0X0AuMO:

— €caMOCTOATENbHO BBIOpATh TeMy (Mpo0iieMy) AJis MPOBEIEHHS OIPOCa;

— paspaboTaTh BONPOCH], TPOAYMaTh MPOOJEMHBIE CHTyaluud (C MCIIOIH30BAHUEM

NepPUOANYECKOM, HAYYHOH JINTEPATYPhI, a TAKKE UHTEPHET-CAlTOB);

— pa3paboTaTh IJIAH-KOHCIIEKT OOCYXKIEHHS C YKa3aHHEM BpPEMEHH OOCYXKICHUS,

BOIIPOCOB, BAPMAHTOB OTBETOB.

BeiOpanHas cryneHToM Tema (mpoOsiemMa) J0oKHA OBITh aKTyallbHA Ha COBPEMEHHOM
aTare pa3BUTHS, TOIDKEH OBITh PEACTABICH MOAPOOHBIN TUTaH-KOHCIIEKT, B KOTOPOM OTPasKEHBI
BOTIPOCHI JIJISl AMCKYCCHH, BPEMEHHOW perjaMeHT OOCYKICHWs, JaHbl BO3MOXKHBIC BapHUaHTHI
OTBETOB, UCTIOIH30BAHBI TPUMEPHI U3 HAYKH U TIPAKTUKH.

MeToanyeckue ykazaHusi 10 OPraHU3alUH CAMOCTOSATEIbHOH padoThl

VYcnemHoe OCBOEHHE AMCLUUIUIMHBI TPEANOJiaraeT aKTUBHOE, TBOPYECKOE YydacTHe
oOyyaromuxcst Bo Bcex popMax yueOHbIX 3aHATHH, ONpeleIeHHbIX I JaHHOM JUCHUIUINHBL.

CamocrosTenbHas padoTa CTYI€HTOB MO AMCLUUIUIMHE MPU3BaHa HE TOJIBKO 3aKPEIsaTh U
yIIyONsiTh 3HAHUS, TONYyYEeHHBIE HA AyJUTOPHBIX 3aHATUSX, HO M (OPMHPOBATH YMEHUS
OpUEHTUPOBAThCS B MHOrooOpa3uM marepuana, yMeHus 00001aTh, pedepupoBarh, YMEHHS
OpraHu30BaTh CBOE BpEMs, CIIOCOOCTBOBATh PAa3BUTHIO Yy CTYAEHTOB TBOPYECKHX HABBIKOB,
BBIPA3UTh CBOIO TOYKY 3pEHUS] HA H3YYCHHBIE BONPOCHI M 3amaHus. [Ipy BBIOTHEHHH
CaMOCTOSITENIbHOW pabOThl CTYIEHTY HEOOXOJUMO IPOYUTATh TEOPETHUYECKHH Marepual He
TOJIbKO B y4eOHHMKaX M y4eOHBIX MOCOOMSX, yKa3aHHBIX B OMOIHOrpaMuecKux CIUCKaX, HO U
MO3HAKOMHUTBCS C MOHOTpaUYeCKMMU HCCIEeOBaHUAMU. PexkoMeHJaluu 10 Hay4dHOU
auTeparype, HMH(QOPMALMOHHBIM MCTOYHHKAM M y4eOHO-METOIMYECKOMY OOECIIEUEHHIO
CaMOCTOSITENIbHON paboThI coziepikarcs B pazaenax 6 u 7 maaHoiu PIIJI.
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Y4eOHO-MeTOAMYECKOE 00ecTiedeHne CAMOCTOATEILHOI padoThI

1. AsanecoBa I'.A. KynpTypHO-10CYyroBasi A€SITEIbHOCTb: T€Opus U MpPaKTUKAa OpraHU3alMH:
Y4eOHoe mocobue aiisi CTYASHTOB BY30B. - M.: AcnekT [Ipecc, 2006.- 236¢.

2. AcanoBa, M. M. Opranuzanusi KyJlIbTypHO-JOCYTOBOM NESITEIBHOCTH : YY€OHHUK /ISl BY30B /
N. M. Acanosa, C. O. Jlepsbuna. — Mocksa: Akagemus, 2011. — 192 c.: un.. — Briciiee
npodeccuonanbHoe obpazoBanue. Cepsuc. — bubmauorp.: c. 190.

3. byn, JI. CoBpeMeHHBII MapKeTUHT [DJIEKTPOHHBIN pecypc| : y4eO. s CTYJEeHTOB BY30B,
00ydJaronumxcs Mo CrenuaaIbHOCTIM 3koHOMHKH U y1ip. (060000) u «Kommeprus» (351300)
/ JIyuc byn, I»Bun Kypti; nep. ¢ anra. [B. H. Eroposa]. - 11-e u3a., mepepab. u gor. - M.:
IOHUTU-AAHA, 2012. - 1039 c.

4. Kyckos, A. C. OcHoBbl Typu3ma : yueonuk / A. C. Kyckos, 0. A. [[xanansn. — 4-e usn.,
nepepad. . — Mocksa: KnoPyc, 2013. — 396 c.

5. Makapesnu 10.0. Event-TeXHOJOIMM KaK OCHOBHOM HWHCTPYMEHT I1O3ULIMOHUPOBAHUS
Ou3zHeca B peruoHe [DIEeKTpOHHBIH pecypc]: yueOHoe mocobme/ F0.O. MakapeBuu—
DONEeKTPOH. TEKCTOBble maHHble.— M.: Pycaiinc, 2015.— 122 c— Pexwum pgocryma:
http://www.iprbookshop.ru/48864.html.— DBC «IPRbooksy»

6. Ilonomapea A. M. KoOMMyHHMKAaIlMOHHBI MapKETHHI: KpEAaTUBHBIE CpEJICTBAa H
UHCTPYMEHTHI: YuebHoe nmocobue / [Tonomapesa A.M. - M.: U1] PUOP, HUL] NHDOPA-M,
2016. - 247 ¢. — Pexxum poctyna: http://znanium.com

7. PomannoB A.H. Event-mapkerunr. CyniHocTh 1 OCOOEHHOCTH OpraHu3aluu (2-¢ U3/1aHue)

[DnexTpoHHBIN pecypc]: mpakTudeckoe nocooue/ A.H. PoMaHIIOB— DIIEKTPOH. TEKCTOBBIE
nanusle.— M.: JlamkoB u K, A#l [lu Dp Memua, 2017.— 89 c.— Pexum nocryma:
http://www.iprbookshop.ru/57071.html.— 5BC «IPRbooks»

8. IHambHoBa O. A. CruMynupoBaHHE MNPOJAX: NPUHLUIBI, METOIbl, OLEHKa: YueOHOe
nocobue / O.A. lllansHoBa. - M.: HUL] UH®PA-M, 2014. - 107 c.

9. IymoBuu A. CwmemaTb, HO He B30aNThIBaTh [DIEKTPOHHBI pecypc]: peuents
opranuszanuu Mepornpustuit/ A. lllymoBuy, A. bepaoB— DeKTpoH. TEKCTOBBIE aHHbIE.—
M.: AnprivHa [MTaGnumep, 2016.— 256 c— Pexum JOCTyTA:
http://www.iprbookshop.ru/41407.html.— 5BC «IPRbooks»

BOHpOCbI IJIA CaMOCTOSITEJIbHOM MOATOTOBKH K 3AHATHAM IPAKTHYECKOI0
(ceMMHAPCKOr0) THIIOB

1. Define the term "event marketing". What is its specificity?

2. What are the main goals and objectives of event marketing?

3. Describe event marketing actions in the context of general promotional tasks

4. Sequence of action planning and scenario development.

5. Achieving the maximum effect from the action for the subsequent building of
relationships with customers: mass media, direct marketing, promotion marketing.

6. Evaluation of the possibilities and expediency of the event - action.

7. Development of a plan for organizing and holding a presentation with a definition of the
composition and number of participants, time and place of the presentation, the composition of
the persons involved and step-by-step instructions for its implementation.

8. Partnership and sponsorship in Event marketing.

9. Socially significant events of cultural life.

10. Exhibitions, professional associations, conferences.
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11. Holidays.

12. The main principles of drawing up long-term agreements on event marketing with club
owners, organizing individual corporate and private events with the possibility of brand / product
promotion.

13. Model "Four speeds of a successful event: intrigue, inclusion, emotions,
communication”

14. Features of the organization of sponsorship events (general sponsor, title sponsor,
official sponsor, exclusive supplier, information sponsor, etc.)

15. Why can't event marketing costs be directly linked to product sales results?

16. What are the main items that are usually included in every event marketing budget?

17. What budgeting method is used most often? Why?

MeTtoanyeckue peKOMeHAAIMH 110 OATOTOBKe pedepara

Pedepar — 310 camocTosATENBHOE, COAEpKATENLHOE HCCIEeI0OBAaHUE M0 BHIOPAHHOHN TeMe.
[ToaroroBka pedepara npeaycMaTpruBaeT:

- U3y4YEHHE JIUTEPATYPhI, CIPABOYHBIX U HAYYHBIX HCTOUHUKOB (BKIFOUYas 3apyOEKHBIE) 1O
TEME  HCCIEAOBaHUS;

- CAaMOCTOSATENBHBIA aHAJIN3 OCHOBHBIX KOHIICTIIIUI 10 M3y4aeMon mpodieme;

- YTOUHEHHE OCHOBHBIX MOHATUA U HAYYHBIX TTOJIOKCHU;

- PE3IOMHPOBAHUE MOITYYEHHbBIX BHIBOJIOB.

Crpykrypa pedepara I0DKHA CIOCOOCTBOBATh PACKPBITHIO HW30paHHOH TEMBI U €€
COCTaBHBIX 3JIEMEHTOB:

- BO BBEJCHHUH JOJKHO OBITh YKA3aHO: aKTyaJIbHOCTh BBIOpAaHHOW TE€MBI, €€ 3HAYMMOCTh,
LENH U 33/1a4d, OOBEKT U MPEIMET UCCIIEOBAHMSI, METOAbI JOCTHUKECHHSI TIOCTABICHHBIX IIeNiel U
3asa4, 0030p 6ubanorpaduu 1o Teme paboThI;

- OCHOBHas 4YacTb pabOTHl JIOJDKHA COJEp)KaTh HE MEHee ABYX IJaB, pa3OMTHIX Ha
naparpadsl.

Henenune maparpador Ha nommnaparpadsl HerenecooOpasHo. Hazpanust maparpadoB He
JIOJKHBI TOBTOPSITH Ha3BaHUE TeMbl pedepara. B koHIe kaxaoro naparpada U KaxxJou IiiaBbl
JenaeTcsi HeOONbIIoN BbIBOA. Bce yacTu AOMKHBI OBITH W3JIOKEHBI B CTPOTOM JIOTHYECKOM
MOCJIE0BATEIBHOCTH U B3aUMOCBSI3H.

Texct uenecooOpasHO  HWIUIIOCTPUPOBATH  CXeMaMH, TaOmuIamMu, JaUarpaMMamy,
rpadukamu, pUCyHKamH U T. [I.

B zaximroueHun NOMKHBI OBITH CHOPMYIHPOBAHBI OCHOBHBIE BBIBOJIBI, CAETaHHBIE B
pe3ysbTare UCCIe0BAHMUS.

CnucoK MCTOIB30BAaHHON JIMUTEPATyphl NOJDKEH cojaepxaTh He MeHee 10-20 Ha3BaHUH,
BKJIIOYasi HOPMaTUBHO-TIPABOBBIE AKTHI.

TekcT pedepara nomKeH TPOAEMOHCTPUPOBATh 3HAHUE CTYJIEHTOM OCHOBHOM JIUTEpaTyphl
[0 JTAaHHOM TeMe, yMEHHE BBIICIUTh MPOOJIEeMy M ONPEAEIUTh METOABI €€ PELICHHs, YMEHUe
MIOCJIEI0BATENBHO HM3JIOKUTh CYHIECTBO PACCMATPUBAEMBIX BOIPOCOB, NPHUEMIIEMBIH YpPOBEHBb
SI3BIKOBOM TPAMOTHOCTH, BKIIIOUas BIaJieHue GyHKIIMOHATHLHBIM CTHJIEM HAYYHOTO U3JI0KECHHUS.

O0wem pedepata T0MKEH cocTaBiATh 15-20 cTpaHMIl EYaTHOrO TeKcTa. B yka3aHHBIM
00BEM HE BKJIIOYAIOTCS MPHIIOKEHHSI, KOTOPBIE CIIMBAIOTCS BMECTE C PabOTOH.

PaGota umeeT TUTYNBHBIN JTUCT, CTPYKTYPHBIH IUIaH U COOTBETCTBYIOIIEe opopmieHue. B
paboTe WCMOIB3yeTCsl CIUIONMIHAS HyMepalus CTpaHuil. BTopoil cTpaHuiei sBisercs
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cojepxaHue paboTel. Ha TUTYyNbHOM JIMCTE HOMEp CTpaHUIBI HE MpocTaBiserca. Beenenue,
KaKJas IJaBa, 3aKJII0YCHHUE, a TAKXKE CIUCOK HCIIOIb30BAHHBIX MCTOYHUKOB HAYMHAKIOTCS C
HOBOH CTPaHMIIBI.

PexoMeHganmu 1o NOArOTOBKE K TECTUPOBAHUIO

TectupoBanue sBisgercss (GopMaMu KOHTPOJIS YCHEBAEMOCTH OOYYaroOIUXCS, OLEHKH
YPOBHSI OBJAJCHUS TEOPETHYECKUMHU 3HAHMSAMHM U HABBIKAMU IIPUMEHECHMs 3THX 3HAHWW IIpU
pELIEHUHU IPAKTHYECKUX 3a1ad. [[oAroToBKa K TECTUPOBAHMIO NPEATIOIAraeT:
- 03HaKOMJICHHME C MaTepUaIaMHy JICKLUH;
- U3y4eHHue yueOHOH TUTepaTyphl, CIPAaBOYHBIX U HAYYHBIX UCTOYHUKOB;
- YTOYHEHHE TEPMUHOB, OCHOBHBIX ITOHATUI U KaTETOpU;
- CaMOCTOATENbHBIM Mox0op HH(pOpMaIMK, HEOOXOAWMOW Ui apryMEHTAllMd aBTOPCKOMN
IIO3ULIMH.

Bce Bompochl M 3amaHMA  TECTOB OPHUEHTUPOBAaHbl HAa CUCTEMATHU3AaLMIO 3HAHUN
00yYaroIuxcsi, pa3BUTHE CIIOCOOHOCTEN K CAMOCTOSITENIbHOW aHAJIMTUYECKOH 1€ TEIbHOCTH.

Pe3ynpTaThl KOHTPOJIBHBIX paOOT U TECTOB MPU3HAIOTCS IOJIOKUTEIbHBIMU, eciiu 75%
OTBETOB SIBIISAIOTCS IIPABUIIBHBIMHU.

Meroanyeckue peKOMEeHAAIUH 110 MPAKTHYECKUM 3aJaHUAM

[Ipu BbINOJHEHUM 3aJlaHUM MPAKTUYECKOW padOThI CTYIEHTY HEOOX0IMMO BHUMATEIbHO
IIPOCMOTPETh KOHCIEKTHI JIEKIIMK 110 COOTBETCTBYIOLIEH TeMe. [IpounTaTs Marepuan 1o teme,
oOcyxnaeMoll Ha 3aHATUM, B yueOHuKe. IlpounTaTh JONOJHUTEIBHYIO JUTEpATypy IO
COOTBETCTBYIOIIE TeME. DBBINOIHUTE MNpEMIOKEHHBIE IPENOJaBaTeNIeM 3ajaHus 110
npakTudeckoi pabore. IlpoBepuTh NPaBUIIBHOCTH BBIIOJIHEHHUS IIOJIYYEHHBIX 3aJaHUMl.
[ToaroToBUTHCS K YCTHBIM OTBETaM K BONPOCAM, NPEAJIOKEHHBIM Uil obcyxaenus. Ilpu
HE00XO0/IMMOCTH 3a/1aTh BOIIPOC MPETOAaBATEII0 Ha 3aHIATHH.

7. YueOHas 1uTepaTtypa U pecypcbl HH(GpOPMAIHOHHO-TEJIeKOMMYHUKALMOHHOM ceTH
HNurepuer

7.1. OcHoBHAasi IMTEpPaTypa

1. Bonbmynosa T.B. YmpaBieHue MapKEeTHHIOM B TYPUCTCKOM WHIYCTPUM [DIEKTPOHHBIN
pecypc]: yuebnoe nocodue/ bonburynoBa T.B.— DnekTpoH. TekcToBbIe 1aHHbIe.— JIUTenK:
Jlumeukuii rocynapcTBEHHBIN TexHuueckud yauBepcurer, ObC ACB, 2018.— 165 c.—
Pexxum noctyma: http://www.iprbookshop.ru/88749.html

2. Komb, O. 1. MapKkeTHHT B TYPHCTCKOH WHIYCTPHH : Y4EOHHK U MPAKTHKyM JUIS BY30B /
O. . Komb. — MockBa : WzgarensctBo  IOpaiit, 2020.— 355c¢c.— (Bricmee
obpaszoBanue). — ISBN 978-5-534-04332-7. — Tekcr : anexkrponnsiii // DBC IOpaiit
[caiiT]. — URL.: https://urait.ru/bcode/450891

3. Komapoga, JI. K. OcCHOBBI BBICTABOYHOM JCATEIBHOCTH : ydeOHOE mocobue it BY30B /

JI. K. Komapoga ; orBercTBeHHBII pemakTop B. I1. Hexopomxkos. — 2-e¢ u3nm., mepepad. u
nor. — Mocksa : M3garenscTBo FOpaiit, 2020. — 194 ¢. — (Bricmiee oOpa3oBanme). —
ISBN 978-5-534-06841-2. — Tekcr : anextponsbiii // DbC IOpaiit [caiit]. — URL:
https://urait.ru/bcode/452689

4. Ily6aesa, B. . MapkeTuHT B TypHCTCKON MHIIYCTPUH : YICOHUK U MPAKTHKYM JJIsl BY30B /

B.T. IllybaeBa, MW. O. Cepnobonbckas. — 2-e wu3A., ucOp. u jgon.— Mocksa :
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NznarensctBo HOpaiit, 2020. — 120 c. — (Bwicmiee oOpazoBanue). — ISBN 978-5-534-
08449-8. — Tekcr : oanekrponnsii // 3BC HOpaiir [caiit]. — URL:
https://urait.ru/bcode/451446

7.2. lonotHUTEIBHAS JTUTEPATYPa

1. BockonoBu4, H. A. MapKeTUHT TYpPUCTCKUX YCIYT : Y4eOHMK M MPAaKTUKYM JUIsi BY30B /
H. A. BockonoBuu. — 3-¢ usn., mepepab. u jgon. — Mocksa : M3marensctBo HOpaiir,
2020. — 191 c. — (Bwicmiee oOpazoBanue). — ISBN 978-5-534-08265-4. — Texker
snexkrponnsiii // DBC FOpaiit [caiit]. — URL: https://urait.ru/bcode/450596

2. Kamenen, A.B. OCHOBBI KyIbTYypHO-IOCYIOBOM IEATEIBHOCTH : y4COHUK s By30B /
A. B. Kamener, H. A. Ypmuna, I'. B. 3aspckas ; o/ HAay4YHOH penakuuei
A. B. Kamennia. — 2-e m3a., ucnp. u gomn. — Mocksa : M3parensctBo FOpaiit, 2020. —
185 c. — (Bricmee oopazoBanue). — ISBN 978-5-534-06403-2. — Tekct : 31eKTpOHHBIH //
3BC IOpaiit [caiit]. — URL.: https://urait.ru/bcode/452814

3. Mopozosa, H. C. Peknama B cOnMambHO-KYJbTYPHOM CEPBHCE M TypH3ME : YUEOHHK IS
By30B/ H.C. MoposzoBa, M. A. Mopo3oB. — 6-e wu3za., mepepab. u gom. — Mocksa :
UznatensctBo FOpaiit, 2020. — 192 c. — (Bsicmiee obpazoBanue). — ISBN 978-5-534-
10941-2. — Teker : onekrponnbii // OBbC HOpaiit [caiit]. — URL:
https://urait.ru/bcode/454344

4. Illab6amosa JI.A. MeHeIKMEHT B TYPHCTCKOW HMHIYCTPHUH [ DIEKTPOHHBINA pecypc]: yueOHoe
nocobue/ IlabamoBa JILA.— DnekTpoH. TekcToBble pgaHHble.— Cumdepornomns:

YHuBepcuTeT SKOHOMUKM © ympaenenus, 2018.— 247 c— Pexum pgocryma:
http://www.iprbookshop.ru/86406.html

7.3. HopmaTuBHBIEe IPABOBbIe JOKYMEHTHI M HHAsI NPaBoBasi HHGOpMaL U
1. Koncturynus Poccuiickoit @enepanuu, MpUHATA BCEHAPOAHBIM TOJOCOBaHUEM 12 mexalps
1993 r. (mocnemHsis penaKiys)
2. I'paxxnanckuii kogekc Poccuiickoit denepannu (mocneaHssi peaaKius)
3. Tpynosoit konekc Poccuiickoit denepauuu, npunat denepanbHbiM 3akoHOM OT 30 aexalps
2001 r. Ne 197-®3 (mocnenHsis penakimsi)
4. ®enepanbublii 3akoH oT 8 aBrycra 2001 r. Ne 129-®3 «O rocynmapcTBEHHOH perHCTpaiuu
IOPUINIECKUX JIUI] U MHIUBUAYATBHBIX MIPEITPUHAMATEIICH.
5. @enepanbHeblii 3ak0H OT 13 Mapta 2006 1. Ne 38-D3 «O pekname».
6. ®enepanbHbiii 3ak0H oT 29 utonst 2004 1. Ne 98-D3 «O kommepuecKoii TaifHe».
7. ®enepanbHblii 3ak0H 0T 29 nexadps 2006 r. Ne 244-D3 «O rocynapcTBEHHOM pETyIHMPOBAHUU
JeSITeIbHOCTH MO OpraHU3allMi U TPOBEJCHHUIO a3apTHBIX MIP U O BHECEHUM W3MEHEHHH B
HEKOTOpbIE 3aKOHOAaTeabHbIe akThl Poccuiickoit denepanum».
8. ®enepanbhblii 3akoH oT 24 wurong 2007 r. Ne 209-03 «O pa3BUTHM Majoro M CpeaHero
peAnprHUMarenbeTBa B Poceuiickon @enepannmy.
9. 3akon Poccwmiickoit ®enepammu ot 27 aekadbps 1991 r. Ne 2124-1 «O cpeacrtBax mMaccoBOk
uH(pOpMaLIUN».
10. 3akon Poccwuiickoit ®@eneparuu ot 9 wmroms 1993 r. Ne 5351-1 «OG6 aBTOpPCKOM IpaBe H
CMEXXHBIX IpaBax».
11. 3akon Poccuiickoit @eneparun ot 23 centsiops 1992 r. Ne 3523-1 «O mpaBoBoi oxpaHe
IporpaMM JJIsl SJIEKTPOHHBIX BEIYUCIUTEIbHBIX MAIIMH U 0a3 TaHHBIX).
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12. 3akon Poccuiickoit ®Denepamu ot 7 deBpans 1992 r. Ne 2300-1 «O 3ammre mpaB
noTpeouTeneii.

7.4. UnTEpHET-pecypchl
C3UY pacnosaraer JOCTYIOM uepe3 cailT HayuHou OuOmmorexu http://nwapa.spb.ru/

K CJIEAYIOIIUM MOANMCHBIM 3JIEKTPOHHBIM PECYpPCaAM:
Pycckoasviunvie pecypcol

. DNEeKTpOHHBIC YYEOHUKH DJEKTPOHHO - Oubnuoreunorr cucremsl (DBC)
«AHOYKC»

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

o Hayuno-npaktudeckue cratbu 1o (QuHAHCAM W MEHEDKMEHTY M3maTenbckoro
noma «bubnmoreka ['peOCHHIKOBAY

J CraTpbu U3 NMEPUOIUYECKUX H3JAAHUNA 1O OOLIECTBEHHBIM M T'YMaHUTAPHBIM
Haykam «/cT - Boro»

o DHUUKIIONEINH, CIOBapH, CIIPAaBOYHUKH «PyOpHKOH»

o [ToHBIE TEKCTHI nuccepTanuii W aBTOpedepaToB JEKTpoHHas bubimoreka
Huccepranuii PI'b

J WNudopmannonno-npaBobie 6a3sl - KoHCyabpTaHT mttoc, ['apaHT.

AHTJI0SI3bIYHBIE PECYPChI

. EBSCO Publishing — moctyn k MyNbTHAMCHMIUIMHAPHBIM TOJIHOTEKCTOBBIM
0a3aM JaHHBIX pPAa3IUYHBIX MHUPOBBIX HW3IATENBCTB IO OW3HECY, IKOHOMHUKE, (QHUHAHCaM,
OyXrajJTepcKoMy yd4eTy, T'yMaHHUTapHbIM M E€CTCCTBEHHBIM OO0JacTsM 3HAHUU, pedeparam U
HOJIHBIM TEKCTaM MyOJMKAIIMK U3 HAYYHBIX M HAYYHO-TIONYJISIPHBIX JKyPHAJIOB.

. Emerald — xpymHeiimiee MUpOBOE H3IATENBCTBO, CICIHATM3UPYIOIIEECS Ha
JNIEKTPOHHBIX JKypHaNax M 0a3aX MaHHBIX 10 3KOHOMHKE M MEHEIKMEHTy. MMeer craryc
OCHOBHOT'O MCTOYHHKA NpodeccuoHanbsHON nH(OpMaIu ISl peroaBaTeseil, uccieaoBaTenen
U CIICIIMAIMCTOB B 001aCTH MCHEKMEHTA.

B03MOXXHO HCMONIb30BaHUE, KPOME BBIIICTICPEUYUCIICHHBIX PECYpCOB, M JPYTHX
AIIEKTPOHHBIX pecypcoB ceTn MHTepHeT.

7.5. HHBIE HCTOYHHUKH
. http://www.event-management-uk.co.uk
. http://www.ifea.com
. http://www.eventros.ru/
. http://www.event-forum.ru
. http://www.restec.ru/exhibitions/featured/travelexpo/mice.ru.html
. http://www.miceforum.ru
. http://www.conference.ru
. «TypbusHec» — *)ypHal JUIsl CHEIMAINCTOB TYPUCTHUECKON OTpaciu. [DIeKTpoH. pecypc]. —
Pexum nocryna: http://tourbus.ru
9. Haquaﬂ OJICKTPOHHAA 6I/I6J'II/IOTCI(3. - JOCTYII K IMOJIHBIM TCKCTAM INCPUOJUICCKUX H3,Z[aHPIﬁ 110
BCEM HANpPABJICHUSM HAy4HbIX JUCLUUIUIMH. [OIEKTpoH. pecypc]. — Pexum npocryna:
http://elibrary.ru/

0 N Ol WODN B
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10. TIpakTH4eckuii MapKETHHT: eKeMecsuHblil kypHal. — M. : ArentctBo BCI Marketing,
2005-. — U3n. ¢ 1997 r. —.

11. Blackwell - momHOTEKCTOBBIC JJICKTPOHHBIC HAyYHBIC JXYPHAJbI, OXBaTHIBAIOIIUE BCE
00JaCTH €CTEeCTBEHHBIX W OOIECTBEHHBIX HAyK. [DneKkTpoH. pecypc]. — Pexum pocryma:
http://www.blackwell-synergy.com/

12. DOAJ - monepupyeMblii KaTajor Hay4YHBIX >KYpPHAJIOB CO CBOOOJHBIM BEOJOCTYIIOM K
MOJIHBIM TEKCTaM cTtaTed cosmaercs ¢ ¢eBpans 2003 r. B yHuBepcutete T. Jlynn (IlBernus).
[DaexTpoH. pecypc]. — Peskum mocryma: http://www.doaj.org/

13. Sage Publications - Hay4HbIe >KypHaJIbl 0 T'yMaHHTAPHBIM, TOYHBIM M €CTECTBECHHBIM

HaykaMm. [yOmHa moONMHOTEKCTOBOro apxmBa ¢ 1999 roma. VYcioBust gocTyma: TOCTYI
opraHu3oBaH 1o oomeyHuBepcuterckoii ceru. URL :http://online.sagepub.com

14. Springer - moJHOTEKCTOBBIE KHUTH, omyOnukoBanHbie ¢ 2000 mo Tekymuid roj (KHUTH C
3€JICHON MUKTOTrPaMMOii). Y CIOBHUS JOCTYMA: JIOCTYIl OPraHU30BaH MO OOIICYHUBEPCUTETCKOU
cern. URL:http://www.springerlink.de/books

8.MartepuanbHO-TeXHU4YeCcKasi 6a3a, HH(POPMAIMOHHBIE TEXHOJIOTHH, IPOrPaMMHOe
odecneyeHue U HH(POPMALMOHHBIE CIIPABOYHbIE CHCTEMbI

Ne i/ | HaumenoBanue

1. CHGI_II/IaJ'II/BI/IpOBaHHBIe KJIaCChl AJI IIPOBCACHUA JICKLII/Iﬁ H IIPAKTUYICCKHX 3aHATUH

2. CHeHI/IaHI/BI/IpOBaHHaﬂ Mebens U oprepeacTBa: ayqJuTOprUU U KOMIIBIOTCPHBIC KJIACCHI,
O60py,Z[OBaHHLIC IIocaa04YHbIMHM MCCTaMHU

3. Texunueckue cpencrsa o0yueHus:: IlepcoHanbHble  KOMIBIOTEPHI;  KOMIIBIOTEPHBIE

BuzieodaiioB B popmarax AVI, MPEG-4, DivX, RMVB, WMV.

Ilpozpammnisie, mexnuueckue u 31eKMPOHHbBLE CPEOCMEA 0OYUeHUA U KOHMPOA
3HAHUI CMYOEHM08:

[TakeTsl mporpamMmHoro oOecrieueHusi OO0Iero Ha3HaueHus (TEeKCTOBBIE PEIaKTOPHI,
rpaduuecKue peaaKkTophbl).

Kypc Bkirouaer Mcnosib30BaHUE MporpaMMHoro obecreueruss Microsoft Excel, Microsoft
Word, Microsoft Power Point a1 MOArOTOBKM TEKCTOBOIO W TaOJUYHOTO MarepHaa,
rpadu4ecKux UILTIOCTPALUi.

Metoapl  0OydeHUS TMPEanojaraloT HCIOJIb30BaHWE HMH()OPMAITMOHHBIX  TEXHOJOTHIMA
(KOMIBIOTEPHOE TECTUPOBAHUE, JEMOHCTPALIUS MYIbTUMEANUHBIX MAaTEPUATIOB).

3aneiicTBoBaHbl MIHTEpHET-CEPBUCHI M AJIEKTPOHHBIE PECYPCHI (CIIPaBOYHBIE CUCTEMBI, H-D,
Koncynbrant mnm I'apaHT, MOMCKOBBIE CHCTEMBI, 3JEKTPOHHAs IMO4YTa, NMPO(hecCHOHAIbHbIE
TEMaTW4eCKnue 4dYaThl W (QOPYMBI, CHCTEMBl ayAuo W BUACO KOH(MEpEeHIWi, OHIaiH
SHIMKIIONEUH, CIPABOUYHUKU, OUOJIIMOTEKH, JIEKTPOHHbIE yyeOHble U y4eOHO-METOANYECKHE
MaTepuabl).

JlonmyckaeTcst MpUMEHEHHE CHCTEMbl JHUCTAaHIMOHHOTO OOYyYeHHs C HCIOJIb30BAHUE
mwiatpopm TEAMS, Zoom, Skype for Business, C/IO Moodle

NHpopmManMOHHBbIE CIPABOYHbIE CHCTEMBI:
1. TlIpaBoBas cucrema «I apant-UHTepHeT» [DneKTpoHHBIN pecypc]. — Pexxum mocryna: http: //
WWW.garweb.ru.
2. TlpaBoBas cucrema «Koncynbrantllnrocy [DnekTponHsiil pecypc]. — Pesxum noctyma: http:
/I http://www.consultant.ru/
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http://www.blackwell-synergy.com/
http://www.doaj.org/
http://online.sagepub.com/
http://www.springerlink.de/books
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