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1. TlepeyeHb MIAHHPYEMbIX Pe3yJILTATOB 00yYEHHSs MO JUCHHUIINHE, COOTHECEHHBIX €
IUVIAHMPYEeMbIMH Pe3yJIbTATaAMM 0CBOEHHUsI 00pa30BaTeIbHON MPOrpaMMbI

1.1. Jucuummuaa B1.0.09 «MapkeTHHroBbIe HCCIeaoBaHus B cdepe rocrenpuumcra /

Marketing research

KOMIICTCHIOUAMU C y‘léTOM oTalia:

in the field of hospitality» oGecneurBaer oBiagCHUE CJIEIYIOIIUMHE

Koxa
Kon HaumenoBanue HaumeHoBaHMe KOMIIOHEHTA
KOMIIOHEHTA
KOMIIeTeHIUH KOMIIETeHIIUH KOMIIeTEeHIIUH
KOMIIETEHIIUH
CnocobeH pa3pabarbIBaTh U
BHEPATH CUCTEMbl MEHEIXKMEHTA
KayecTBa B COOTBETCTBUH C
CrocobeH pa3pabaTeiBaTh U
HAI[MOHAJILHBIMU U
BHEIPSITh CUCTEMBI
MEXIYHApOJAHBIMU CTaHJapTaMU
yIIpaBJICHUS] KAYE€CTBOM
KayecTBa U OIICHUBATh KaueCTBO
OIIK-3 YCIIYT B JESATCILHOCTD OIIK-3.1
. OKa3aHUs yciyr B cdepe
opranu3zamuii chepsl
rOCTENPUUMCTBA U
TOCTETIPUMMCTBA U
00IIECTBEHHOT'O TUTaHMUSI B
OOIIECTBEHHOTO MUTAHUS
COOTBETCTBUU CO CTaHAapTaMH
JesITeIbHOCTH TOCTUHUYHBIX
NPEaNPUATHI
Cnoco0eH pa3pabaTbiBaTh
MapKETHHTOBBIE CTPATETUH U
nporpammsl B chepe
Crioco0eH pa3pabaTeiBaTh U
TOCTENPUUMCTBA U
BHEJIPSTH MaPKETHHTOBEIC
OOIIIECTBEHHOT' O MMUTAHMs, a TAKXKE
CTpaTervy U MPOTPAMMEI
OIIK-4 . OIIK-4.1 BHEJPATH UX B IE€ATEIBHOCTD
opranusanuii cepsl .
MpeanpusaTHi ceps
TOCTETIPHUMCTBA H
TOCTENPUUMCTBA U
0OIIECTBEHHOIO ITUTAHN
0O0I11eCTBEHHOT'O MUTaHUsI, B TOM
YHCIIe C UCTIOJIb30BAHUEM CETH
HNHurepuer
CriocobeH m1aHupoBaTh U
MPUMEHSTh MOAX0/IbI, METOJIbI U
Crioco6eH m1aHupoBaTh U TEXHOJOTHH Hay4YHO-TIPUKIIATHBIX
MPUMEHSITh MTOJIXO/IbI, UCCIICTOBAHHM, a TaKXKe
METO/bI U TEXHOJIOTHH MPEJICTABISITh PE3YIbTATHI
OIIK-6 Hay4YHO-TIPUKJIaIHBIX OIIK-6.1 Hay4YHO-TTPUKJIaIHbIX

UCCleIoBaHui B chepe
npodeccCuoHaNBHOM
JeSITeTIbHOCTH

UCCIIeIOBAaHMI B M30paHHON
cdepe npodeccrnoHaIbHON
JeSITEIbHOCTH B BUJIE HAYYHBIX
cTaTel, TOKJIaJ0B Ha HAyYHBIX
KOH(epeHIUAX




1.2. B pe3ynbTare 0CBOCHHUS JUCHMILTUHBI Y CTYIE€HTOB JOJKHBI OBITh CHOPMUPOBAHBDI:

Koxa
KOMIIOHEHTA
KOMIIETEHIIUU

Pe3yabTarnl 00yyeHus

OIIK-3.1

Ha YPOBHe 3HAHWIi: OCHOBHBIC TIIOHSATHS, OJJIEMEHTHl M TPUHIUILI OpPTaHU3AIUU
TOCTUHUYHOTO JIe7la; OCHOBBI OPTraHU3AIMOHHOTO MPOCKTUPOBAHUS TOCTUHUYHOTO
MPOAYKTa; METOABI MU HHCTPYMEHTHI pa3paboTKy U yIIPaBICHAS IPOEKTaMHI

Ha YpoOBHE YMeHHﬁ: AHAJIM3UPOBATh HAYYHBIC THUIOTE3bI, IMPOCKTBI H IIPOTPpaMMBbI,
OLCHUBATL TCHACHLUWU PA3BUTUA TOCTUHUYHOMN HUHAOYCTPpHUHU, OIPEACTIATL NCPCICKTUBHBIC
HaIlpaBJICHUA U q)OpMI/IpOBaTI) XO3$II>'ICTBGHHy}O CTPATCTHUIO TOCTUHUYHOTO NPCANIPUATHA

HA YPOBHEe HABBIKOB: METOJaMH KOHTPOJS M OLECHKH KauyecTBAa TOCTHHUYHBIX YCIYT,
U3MEpEHHsT  YIOBJIETBOPEHHOCTH MOTpPeOUTENel; MeToJaMH aHalu3a MPOLECCOB
TOCTUHUYHOTO TPEANPHUATHS W METOJAaMH OPTaHM3alMOHHOW IHWArHOCTHKH, HaBBIKAMHU
OW3HeC-TUIAaHUPOBAHMS JIESATEINBHOCTH TOCTHHHUYHOTO TIPEIIPHATHS;, COBPEMEHHBIMU
TEXHOJIOTHSIMU (DOPMHUPOBAHUSI U TIPOJBIDKCHNS TOCTHHHYHOTO TMPOIYKTa; MpHEMaMu U
MeToaamMu 3(P(PEeKTHUBHBIX TTPOIAK

OIlIK-4.1

Ha ypoBHE€ 3HAHMM: COBPEMCHHBIC OCHOBBI MApPKETHHIa I'OCTUHUYHOI'O IMPCAIIPUATUA,
PBIHOK TOCTHHHUYHBIX YCIYI' MW €ro KOMIIOHEHTHI, 0COOEHHOCTH KOHKYPC€HIHNU,
MAapKETUHTOBBIE HUCCJIEAOBAHUA; COBPEMCHHBIC MOICIINU (I)OpMPIpOBaHI/Iﬂ " TIPOABUIKCHUA
FOCTUHUYHOI'O IPOAYKTa, COOTBCTCTBYIOILICTO 3aIrpocamM HOTpe6I/IT€HeI\/'I; Ioaxoabl K
THUITIOJIOTU3alluH HOTpe6HTeHeﬁ TOCTUHUYHOI'O0 MPOAYKTa, KIMCHTOOPHUCHTUPOBAHHLIC

MOJIEIIN TTOBENCHUSI

HAa YpPOBHe YMEHMii: TPOBOIUTH PBIHOYHO-HCCIENOBATEIbCKYIO JESTEIbHOCTS;
OpraHM30BbIBATh MApKETHHTOBBIE HCCIIEJIOBAHUS C II€NBI0 COCTaBJIEHHUS MPOrHO3a;

COCTAaBJIATH IIPOrpaMMbl MAPKETUHI'OBBIX I/ICCJ'IGI[OBEIHI/II\/'I n q)OpMI/IpOBaTL OTYCTHI

HAa YpPOBHe HABBIKOB: HaBbIKAMHU pPBIHOYHO-HCCIECAOBATEIBCKON  AESTEIBHOCTU
OpraHu3alliM; HABbIKAMH IPOTHO3HO-aHAIUTHUUYECKOW JESITEIbHOCTH OpraHu3alluy;
HaBbIKAMHM TIPOBEJICHUSI MApPKETHMHIOBBIX MCCIIEIOBAHUM; COBPEMEHHBIMU HaBbIKAMU
(GhOpMHUPOBaHUST W  TPOJBMKEHUS TOCTMHHYHOTO TMPOAYKTa, COOTBETCTBYIOIIETO
KJINEHTOOPUEHTUPOBAHHBIM MOJIEIISIM OBEACHUS

OIIK-6.1

HA YPOBHE 3HAHMIi: HAYYHO-TIPAKTUYECKUE MOJXObI K (OPMUPOBAHUIO TPOJYKTOBOH U
[EHOBOW MOJIUTHUKH TOCTHHUYHOTO TPEANIPHUSATHS, CHCTEMY KaHaJOB cOBbITAa TOCTHHUYHBIX
MPOJIYKTOB; COBPEMEHHBIC TEXHOJOTHH (OPMHUPOBAHMS M TIPOJBHKEHHS] TOCTUHHUYHBIX

MMpOAYKTOB, 0COOEHHOCTH PCKIaMbl U BBICTABOYHOM JACATCIIBHOCTHU

HA YpPOBHE YMEHMii: OpPraHW30BBIBATH COLIMOJIOTMYECKHE WCCIICJOBAHUS, MPOBOJNUTH
MAapKCTUHI'OBLIC HWCCIICIOBAHUA, COCTaBJIATH IIO HTOI'aM HCCICAOBAHUA HpOFHO3;
TOTOBHUThH aHAJMTUYECKHE MaTepUabl ISl yIpaBIeHHs OM3HEC-TIPOIECCaMy M OLEHKH HX
3¢} dexTHBHOCTH; TPOBOJUTH CAMOCTOSATENBHBIC HCCICIOBAaHUS B COOTBETCTBHU C
pa3paboTaHHOM MTPOrpaMMOi

HAa YPOBHE€ HABBIKOB: HaBBIKaAMM OpraHM3alliid MapKETHUHI'OBOTO W COIIMOJIOTHMYECKOI'O
HUCCICAOBaHMA, HaBBIKaMH MMPOBCACHUA MAapKETUHIOBOT'O u COIMOJIOTHUYECCKOI'O
HUCCICA0BaHMA, HaBbIKaMH O6pa60TKI/I MapKCTUHI'OBOT'O nu COIMMOJIOTHYCCKOI'O
HUCCICIOBaHUA




2. O6beM U MeCTO TUCIHHUILIMHBI B CTPYKTYpe 00pa3oBaTe/ibHOM MPOrpaMMbl
O0BbeM THCHHILINHBI
OO6mmast TpPyI0EeMKOCTh ITUCIUILIMHBI COCTaBIsAeT 4 3aveTHble enuHuIbl, 144 akamem. yacoB /
108 actp. wacos.

Bua padorsl TpynoemkocTb
(B akageM.uacax)
Ounas/3a04Hast
OO01ast TPY10€MKOCTh 144/144
KonrakTHas pa6oTa 38/20
Jlexuyu -/8
[pakTHyeckue 3aHATUS 36/10
JlaGopaTopHblie 3aHITHS -
Koncynpsranumn 212
CamocrosiTesibHas padoTa 70/115
Kontpois 36/9
®DOopMBI TEKYIIIEro KOHTPOJISI TECTUPOBAHUE, 33]a9a
@DopMa NPOMEKYTOYHOH aTTeCTAllUuN JK3aMeH

MecTo IHCHMIIMHBI B CTPYKTYpe 00pa3oBaTeIbHOIl MPOrpaMMbl

Hucnumuaa B1.0.09 «MapkeTuHroBble ucclenoBaHust B cdepe rocrenpuumcrsa /
Marketing research in the field of hospitality» orHocuTCs K 610Ky JUCHUIUTHH IO BEIOOPY CTYJCHTA
BapUaTUBHOW YacTH MpPOPECCHOHATBHOrO IMKIa YydeOHoro 1uraHa Hampasinenus 43.04.03
«["octunnyHoe neno» npoduib «KoprnoparuBHbIE CTpATETUH TOCTUHUYHOTO OM3HECa».

[lenpto ocBoeHuss aucuuiuinHbl b1.0.09 «MapkeTuHroBble HccieioBaHus B cdepe
TOCTETIPUMIMCTBA)» SBIISIETCS HAyYUTh CTYIEHTOB METOOJOTMH OIICHKH W TPOTHO3HPOBAHUS
BO3MOYKHOCTEH pBIHKA JUIS YIPaBICHUS WM TIPU PEIICHHH TOCTABJICHHBIX CTPATETHYECKUX W
TEKYIIUX LEJIEH.

JlucuuiuimHa UMeeT MPEeIIeCTBYIONNEe CBA3U ¢ AucuuiumHamu: Ounocodusi, CTaTucTHKA,
Coumonorusi, MapKeTHHT .

JlcuumnHa MOKET peali30BbIBATHCS C MPUMEHEHHEM TUCTAHIIMOHHBIX 00pa30BaTeNbHBIX
texHonoruii (nanee — J10T).

JlocTyn K cucTeMe AMCTAaHIMOHHBIX O0pa3oBaTeNbHBIX TEXHOJOTUH OCYIIECTBIISETCS
KaX/IbIM OOy4arolMMCsl CaMOCTOSITEIbHO C J1I000ro ycTpoiicTBa Ha moprane: https://sziu-
de.ranepa.ru/. Ilaponb ¥ JOrMH K JUYHOMY KaOWHETY / Mpouir0 MpeaocTaBiseTcs CTYICHTY B
JieKaHare.

Bcee ¢opmbl Tekymiero KOHTpOJS, MPOBOJUMBIE B CHUCTEME AMCTAHIIMOHHOTO OOYy4eHus,
OLIEHUBAIOTCSI B CUCTEME JIMCTAHLMOHHOrO oOyuyeHMs. JlocTym K BHJEO0 M MaTepHajaMm JIEKIHUN
MPEJOCTaBIIAETCSl B T€UEHHE Bcero cemectpa. JlocTym K KaxkaoMy BUAY pabOT M KOJMYECTBO
MONBITOK Ha BBINOJIHEHUE 3aJaHMUs TPEJOCTABISETCS Ha OrpaHMYEHHOE BpeMsl COTJIAaCHO



periiaMeHTy IUCUMIUIMHEI, onmyOonukoBanHOMYy B C/1O. IlpenonaBaTens OIeHWBAET BHITIOJIHCHHBIC
oOy4Jarorumcst paboThl He mo3aHee 10 pabounx qHEH mocie OKOHYAHHS CPOKA BBITOTHEHUSI.

W3ydyeHrne IUCHUIUIMHBI OCYIIECTBISIETCSl B TEYEHHE OJHOTO CeMecTpa: JUIsl CTYIACHTOB
ouHOH (hopmbl 00yueHust — Ha 1 cemectpe 1 Kypca.

[To nucuUIUIMHE OCYHIECTBISIETCA TEKYIIMM KOHTPOJIb B BUIE TECTUPOBAHUSA U PEIICHUS
3aJlaui.

DopmMoi TPOMEKYTOUHOU ATTECTALIUU SIBISECTCS IK3aMEH.

3. Coaep:kaHue M CTPYKTYpPa IMCUHHUIJIHHBI
3.1. CTpyKkTypa TUCHMILUIHUHBI
Ounas popma o0yueHust

Nem/m HaumenoBanue TeM O0beM TUCHUILTHHBI, Yac. Dopma
(pazzenos), TeKyILero
Bcero KonrakTHast padora Ccp KOHTpOS!
00yYAIOIIUXCS C MPernoIaBaTe/ieM YCIIeBAEMOCTH
TI0 BUIAM Y4eOHbIX 3aHATHI ok
o | g | m | KCp HpOVEAYTOtH
I[OT IIOT /I[OT * OH aTTeCTallun
Topic 1 | Methodological
founda’_uons of 22 - 8 14 T.3
marketing research
Topic 2 | Marketing information
system and methods ]
of information 20 6 14 T,3
analysis
Topic 3 | Making marketing
decisions based on 29 - 8 14 T.3
research
Topic 4 | Organization of
marketing research in )
the hospitality 20 6 14 T,3
industry
Topic 5 | Marketing research in
'_[he hospitality 29 - 8 14 T.3
industry
INpomeskyTouHas arTecTaryist 36 Koncynbraum — 2 IK3amMeH
Bcero: 144 - 36 2 70

IIpumeuanue: * KCP 6 06vem He 6x00um

* *T — mecmuposeanue, 3 — 3adaua.




3aounas popMma 00yyeHUs

Nen/m HanmenoBanue Tem O0beM TUCHUTLTHHBI, 4ac. ®opma
(pasnenon), TeKyILero
Bcero KonrakTHast padora Ccp KOHTPOJIsE
00y4aIoIIMXCS ¢ IpernoaBareiemM yereBaemMocTH
TI0 BUIAM Y4eOHbIX 3AHATHI ok
JUo| g | m | Kcp TpOVEAYTOH
HOT I[OT /I[OT * OH aTTeCTAllA
Topic 1 | Methodological
founda’_uons of o5 2 23 T3
marketing research
Topic 2 | Marketing information
system and methods )
of information 25 2 23 T,3
analysis
Topic 3 | Making marketing
decisions based on o5 2 2 23 T,3
research
Topic 4 | Organization of
marketing research in )
the hospitality 25 2 23 T,3
industry
Topic 5 | Marketing research in
'_[he hospitality 33 2 2 23 T.3
industry
[NpomerkyTouHast arTecTarvist 9 Koncynbraumm — 2 IK3ameH
Beero: 144 8 10 2 115

3.2. Coep:xaHue AU CHUITUHBI
Topic 1. Methodological foundations of marketing research
Goals, objectives and process of marketing research. Objects of marketing research. Market

segmentation. Two groups of consumers in terms of marketing. Analysis of consumer behavior.

Consumer Research Methodology. Factors influencing consumer behavior. The study of motivations

and behavior of consumers. M. Porter's model of the five forces of competition. Product life cycle

model. Segmentation. Positioning. SWOT analysis. Desk and field research. Traditional (classical)
document analysis. Information-target analysis. General scientific methods of marketing research:
system analysis, integrated approach, program-target planning. Analytical and prognostic methods:
economic and statistical methods, economic and mathematical modeling (linear programming,
network planning and management,

Topic 2. Marketing information system and methods of information analysis

8




Methods for collecting, processing and analyzing marketing information. Marketing
Information Opportunities. primary and secondary information. Sources of external secondary
information. Matrix of information sources for desk research of marketing activities. Internal
sources of information. External sources of information. Information for environmental analysis.
Information for market and competition analysis. Information for enterprise analysis.

Topic 3. Making marketing decisions based on research

Theory of competitive rationality. Cross-functional marketing decision-making teams.
Decision-making process in the development and implementation of a new product. Deciding on the
development of an annual marketing plan. Making global marketing decisions.

Topic 4. Organization of marketing research in the hospitality industry

Marketing research plan. Financial costs for marketing research. Involvement of third-party
specialized organizations for marketing research. Organization of marketing activities by the
enterprise.

Topic 5. Marketing research in the hospitality industry

Marketing researches of the tourist market. Marketing researches of the market of hotel
services. Marketing research of consumers of hotel services. Marketing research of a hotel product.
Marketing research of a hotel enterprise.

4. MarepuaJjbl TEKylIero KOHTPOJIsl YCIIeBAEMOCTH 00y4ar0MXCs
4.1. B xone peanuzanmu aucuuniuubl b1.0.09 «Mapkemunzosvie uccinedosanus 6 cghepe
2ocmenpuumcmea | Marketing research in the field of hospitality» ncnoab3yrores caenyromme
MeTO/IbI TeKYHIero KOHTPOJIS yCIeBaeMOCTH 00yYAK0IUXCS

Tema u/mam pasgen MeToabl TEKYLIEro KOHTPOIA
yYcneBaeMoCTu

Methodological foundations of marketing research TECTHPOBaHUE, 33]]aU1
Marketing information system and methods of information TECTHPOBAHUE, 33]]aU1
analysis

Making marketing decisions based on research TECTUPOBAHUE, 3a1a49H
Organization of marketing research in the hospitality TECTUPOBAHUE, 33191
industry

Marketing research in the hospitality industry TECTUPOBAHUE, 331a49H

B cnyuae peanuzayuu oucyunaunwt 6 JJOT ¢hopmam 3adanuii adanmuposar 0isi naamgopmol
Moodle.

4.2. TunoBbIe MATEPHAJIBI TEKYIIET0 KOHTPOJISA YCIEBAEMOCTH 00yYAKOIIUXCS
Tunosble oeHoYHbIe MaTepuaibl 1o Temam Nel-5



Bbtﬁepume 00UH npaﬁuﬂbﬂblﬁ omeem. Cocmagebme CRUCOK OMEEemoe Ha eéonpocel mecma,

6bINOJIHAA 3A0AHUA, CHOPMYAUPOBAHHDBIE 8 KAHCOOM 80NPOCE mecmd.
IIpumepHOe THIIOBOE KOHTPOJIBLHOE 3a7aHue (TecT) Nel

1. Exploratory marketing research is undertaken with the aim of:

a) collect information about enterprises with a closed mode of operation;

b) obtain information about non-market organizations;

c) collect preliminary information for the development of the methodology of the main study;

d) describe real facts, events, indicators that will allow you to make an immediate decision.

2. The purpose of casual marketing research is:

a) a statement of real facts, events, indicators obtained as a result of collecting information;

b) verification of the proposed hypothesis;

c) collection of preliminary information that illuminates the problem and allows us to put
forward a hypothesis;

d) identification and modeling of causal relationships between indicators.

3. Field research in marketing is:

a) a study that is carried out by the marketing department of the company in
countryside;

b) collection of primary data from information carriers;

c) processing data obtained from official sources on a commercial basis;

d) preliminary information collected for a more accurate determination
problems and hypotheses.

4. An experiment in marketing research is called:

a) the use of special questions to collect facts, opinions or attitudes of respondents;
b) expert survey of specialists;

¢) studying the results of consumer behavior;

d) manipulation of independent variables in order to determine them

influence on dependent variables.

5. Desk research is:

a) methods based on the study of the opinions of specialists;

b) methods of working with documents;

c¢) methods based on mathematical modeling of the objects under study;
d) methods based on the study of operating objects.

Tunosoe KOHTPOJIbHOE 3aaHue (TecT) Ne 2
1. What is the most common method of collecting information?
a) observation;
b) survey;
C) experiment.

10



2. Which of the survey methods can be carried out at home, in a store, in offices?
a) phone survey

b) personal survey;

c¢) mail survey;

d) electronic survey.

3 Delphi method allows you to:

a) evaluate processes about which it is impossible or difficult to collect information;
b) conduct an examination of the technological parameters of the new product;

c) carry out a selection of ideas when organizing a sales promotion system;

d) calculate average values based on expert estimates.

4. Questioning is:

a) a survey in the form of written responses to a pre-prepared list
questions;

b) studying the biographical data of the respondent;

c) compiling a list of questions;

d) a table with a list of questions to be answered by the respondent.

5 Video cameras and counting devices are most often used for:
a) conducting surveys;

b) collection of secondary data;

¢) conducting field research;

d) observations;

e) conducting experiments.

6 Qualitative survey methods include:

a) postal, telephone surveys, interviews;

b) protocol analysis, focus group, in-depth interview.
c) all of the above.

7) The most important disadvantage of the mail survey is:
a) non-representativeness of the sample;

b) a possible small percentage of responses;

c) the cost of the survey is relatively small;

d) it takes a lot of time;

e) it is possible to incline respondents to certain answers.

Kpurepun oueHku nmo recry

Onenka Onucanue
5 Crynent gemoHcTpupyet 100% npaBUIBHBIX OTBETOB
4 Cryaent nemonctpupyet oT 80 10 100% npaBUIIbHBIX OTBETOB
3 Crynent gemonctpupyet oT 60 10 80% mpaBHIIBHBIX OTBETOB
2 Crynent gemoHcTpupyet oT 40 1o 60% npaBuIbHBIX OTBETOB

11



‘ Crygnent gemonctpupyet oT 2010 40% npaBuIbHBIX OTBETOB ‘

TunoBble OLleHOYHbIE MaTepuaJibl 110 TEMaM Nel-5

Ilpoananusupyitme,
3amponymoi meme

onpeOeJlume, ycmanoseume U yKayxcume ceéoe oOmHouieéHue K

IIpumepnas TunoBasi 3agaua Ne 1
Determine the problem and objectives of marketing research based on the goal.

Research problem Purpose of the study Research objectives

To study the preferences of
consumers choosing a hotel in a
particular country (for tourism,

business tourism, etc.)

IIpumepHasi TunoBasi 3agaua Ne 2
Compile a questionnaire for conducting a telephone survey, the purpose of which is to
determine customer satisfaction (using the example of a hotel) by indicators "quality - price" for
accommodation services.

5. OneHo4YHbIe MaTePUAJIbI VISl IPOMEKYTOYHOM aTTeCTALNH
5.1. Dk3aMeH MPOBOAMTCS ¢ IPUMEHEHHEM CJIeIYIIIHUX MeTOA0B (CpeacTB):
[IpomexxyTounblii kKoHTposib N0 aucuuiiuHe b1.0.09 «MapkeTUHroBbIE UCCIEIOBAHUS B
chepe ToCcTENPUUMCTBAY - 3K3aMeH B ()OpMe OTBETA Ha BOIIPOCHI.

B cayuae nposedenuss npomescymounou ammecmayuu 8 OUCMAHYUOHHOM pedcume
ucnonvzyemcs nramgpopma Moodle u Teams.

5.2. OueHoYHbIe MATEPHAJIBI POMEKYTOUYHOM aTTeCTALMHI

KoMmnonenT IIpomexyTOYHBIN/KII04Y€eBOMH Kpurepuii oueHnBanus

KOMIIETEHIIUH HHAUKATOP OLlCHHBAHUSA

OIIK-3.1 Cnioco0OeH | PazpaOatbiBaer CUCTEMBI IIpaBUIbHO NPUMEHUMBI METO B
pa3pabaTbiBaTh M BHEAPSTH | MEHE/DKMEHTA  KadyecTBa B | OO0ECIIEUCHUs 33/IaHHOTO KauecTBa
CHUCTEMBI MCHC/IPKMCHTA Ka4yeCTBA | COOTBETCTBUU C HAITMOHAJIbHBIMU HAACKHOCTHU CIOXHBIX CUCTEM HaA
B COOTBETCTBHHU clu MEX[yHapOIHBIMH | Pa3IMYHBIX 3Tanax B TOCTUHHUYHOM U
HanmMOHAJIbHBIMHN " | CTaHAapTaMn KadecTBa n peCTOpaHHOM OusHece.
MCXKAYHApPOJAHBIMU CTaHAapTaMu | BHEAPACT HUX B ACATCIBHOCTH KOppeKTHO ITPUMECHUMBI
KauecTBa M OLCHMBATh Ka4eCTBO | OpraHMU3aluii cepsl | craTUCTHUECKHE METO/BI YIIPABICHUS
OKa3aHUss ycIyr B  cdepe | FTOCTeIPUIMCTBA u KaueCTBOM B TOCTHHUYHOM H
rOCTENPUMMCTBA ¥ | OOLIIECTBEHHOTO TUTAHHS pecTopaHHOM OHM3HECe JUIs aHaIn3a
OOLIECTBCHHOTO  TUTAaHHSA B npo0JIeM KayecTBa U UX PELICHHS.

COOTBCTCTBUHU CO CTaHAapTaMu
JCATCIBHOCTHU TOCTUHHYHBIX
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KommnonenT ITpomexyTOYHBIN/KII0YeBOH Kpurepnii onennBanus
KOMIIETEeHIIHU HHAUKATOP OLICHUBAHUSA

HpEANPUATHN
OIIK-4.1 Crioco6eH | PaspabateiBaer u  BHezpseT | llomydeH McUepmbIBaIOIINI COCTAB
pa3pabaTeiBaTh MapKETHHIOBBIC | MADKETHHIOBBIE  CTPATErMH M | HEOOXOAUMBIX UCXOJHBIX AaHHBIX IS
CTpaTervy U NpOrpaMMbl B cepe | MporpaMMbl B J€SITEIBHOCTh aHaM3a KOHKYPEHTHOH Cpelibl
TOCTEIPHUMCTBA U | OpraHu3aIi cepst OpraHM3aINN.
OOIIIECTBEHHOTO  INHUTaHMA, A | TOCTENPUUMCTBA u | [IpoBeneH caMOCTOSITEIBHBIN aHAIN3
TaKXE BHCIAPATH Hux B O6HICCTBCHHOFO IIUTaHWs, u KOHKypeHTHOfI Cpe€abl 110 TEMATUKE
IeATeITLHOCTD NPEANPUATHH | TaKKe HPOBOJTUT OIICHKY UCCIICJOBaHMS, TOTYYCHEI
chepbl  TOCTEIPUUMCTBA U | pe3yJIbTATOB peanuzanuu 000CHOBAaHHBIE BBIBOJIBI.
OOIIECTBEHHOI'O MHUTaHUsI, B TOM | MAPKETUHTOBBIX ~ CTpAaTeTHd U Pazpaborana MmapkeTHHrOBast
YUCJIE C HCIOJIB30BAaHUEM CETH | OLICHKY UX CTpaTerus OpraHu3alii, OTBEYAIOIIAS

WNutepruer

COCTOSIHUIO KOHKYPEHTHOU CpeIbl U
CTPaTErMueCKUM 3aadam
OpraHM3aIlMU C YYETOM TPeOOBaHMIA
MPOEKTHOTO MOJXO0/IA.
ITpoaeMOHCTPUPOBAHBI HABBIKH
Oopranuvsanun KOHTPOJISA BHEAPCHUA
MapKEeTHHTOBBIX CTPATErHil 1
MporpaMM opraHu3anuii chepol
TOCTEIPUUMCTBA 1 OOIIECTBEHHOTO
INUTaHus, B TOM 4YUCJIC C
UCIIOJIb30BAHUEM BO3MOXKHOCTEH
CETH.

OIIK-6.1 Criocoben
IJIaHUPOBATh u IIPUMECHSAITDH
MOJXO/IbI, METOJBI ¥ TEXHOJIOTHH
HAYYHO-TIPUKJIATHBIX
HCCIICJOBAHUIA, a TaKXe
MPEICTABIATh pe3yabTaThl
HAYYHO-TIPUKJIATHBIX
WCCIeIOBaHUA B HM30paHHON
chepe poheCcCUOHATBHOMN
NESITeIbHOCTH B BHJE HAYYHBIX
cTaTei, MOKJIAJ0B Ha HAay4HbBIX
KOH(EePEHIINAX

[Inanupyer 51 TIPUMEHSIET
MOJXO0/Ibl, METO/IBI U TEXHOJIOTUHU
Hay4HO-TPUKIIaTHBIX

UCCIIeIOBaHNH B W30paHHOI
chepe poheCCUOHABHOM
JIeSITEJIbHOCTH, a TaKxKe
MIPEJICTaBIISIET pe3yIbTaThl
HAY4YHO-TIPUKJIAHBIX

HUCCEIOBaHUI B BUJIE

COOOIIEHNIT Ha KOPIIOPATUBHBIX
COBEULIAHUAX, HAy4YHBIX CTaTew,
JIOKJIaZI0B Ha HaYYHBIX
KOH(epeHLIUAX

CB000HO BiaeeT KyJIbTypol
MBINUICHUA, METOJaMH aHaJIn3a
WHGOPMAIUH U OTIpEIeTICHHS
HaIpaBJIieHUS HAYIHOTO ITOMCKa.
HaBBIKI/I HpOBe):[eHI/IH ITIONUCKOBBIX
HayYHBIX HCCIIEIOBAHUI Pa3BUTHI
OTJIMYHO.

MoKeT caMOCTOSITEILHO
npuoOpeTaTh, pa3BUBATh U
MIPUMEHSATh TIOyYSHHBIE 3HAHUS JIST
peHIeHI/IH HeCTaHI[apTHbIX 3aJga4.
MoKeT caMOCTOSTEIHLHO
BEICTPAUBATh JIOTUKY PacCyKICHUHN U
BBICKA3bIBAHUM, OCHOBAHHBIX HA
I/IHTepHpeTaHI/II/I JaHHBbIX,
WHTETPUPOBAHHBIX U3 Pa3HBIX
obacTeii.

OTJINYHO 3HACT COBPEMEHHbBIC
METOJIbI U ITOAXO/bI K PELIEHUIO
npoeccHoHaIbHBIX 33124

TunoBbie OLlEHOYHBIC MAaTEPHAJIbI IPOMEKYTOYHON aTTECTALIUH
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I[IpumepHBbIe BONPOCHI 1JIs1 MOATOTOBKHU K IK3aMeHY
H3noxcume meopemuyeckue O0CHO8bl NO OAHHOU meme (Oaitme onpeodeseHus,
nepeuucaume u Hazoeume) u 000CHyiime (apcymenmupyiime u npooeMoHcmpuUpyiime) ceoe
OmHowenue K OAHHOU meme (Ha KOHKPEemHOM npumepe):

. The concept and essence of the marketing information system.
. Essence and types of marketing research.

. Directions of marketing research.

. The procedure for conducting marketing research.

. Characteristics of the stages of marketing research.

. Development of a research plan.

. Sampling procedures.

. Methods for determining the sample size.

. Types of scales.

. Comparative and non-comparative measurement methods.

. Classification of questions. Functional purpose of questions.
. Question architecture.

. Types of representations of the question.

. The structure of the questionnaire.

. Requirements for the preparation of the questionnaire.

. Checking the composition of the questionnaire and its testing.
. Desk research: types and features of information collection.

. Essence, classification and features of field research.

. Characteristics and purpose of observation.

. Forms of implementation of the monitoring process.

. The process of preparing and conducting observation.

. Main characteristics of the experiment.

. Forms of experiment.

. The process of planning and conducting an experiment.

. Poll as a method of collecting information.

. Forms of the survey.

. Qualitative survey methods and features of their implementation.
. Key characteristics and processes for conducting focus groups.
. Main characteristics of the in-depth interview method.

. Main characteristics of protocol analysis method.

. Projection methods.

32. Panel studies.

IIIkana oneHUBaAHUSA

O© 00 N O Ol & W N P

W W NDNDNDNDNDNMDNDNDNMDNNMNDNNMNNMNMNNRPRPRPRPEPRPRERPRERERPRERPRPBER
P O O©W 00 NOoO O WNNPFP OO0 ~NO O WD - O

OneHka pe3ynbTaToB MPOM3BOAWUTCA  Ha ocHoBe IlosokeHuss O TeKyleM KOHTpOJe
yCIEeBAaEMOCTH 00YyYarOMINXCs U IPOMEXYTOUHOM aTTecTalluu oberarimxcs no o0pa3oBaTeIbHbIM
mporpaMMaM  CpelHEeT0 MPO(ECCHOHAIBHOTO ¥ BBICHIEr0o oOpa3oBaHus B  (eaepalbHOM
roCyJapCcTBEHHOM  OIO/DKETHOM| 00pa3oBaTeIbHOM  YUPEXKICHHH  BBICIIETO  OOpa30BaHUS
«Poccuiickas akageMus HapOJHOIO XO3SIiCTBa M TOCYJapCTBEHHOM cimyxObl mpu Ilpesunente
Poccuiickoit @enepaunn», yreepxaeHHoro IIpukasom Pexropa PAHXul'C npu Ilpesunente PO
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ot 30.01.2018 1. Ne 02-66 (.10 pazmena 3 (mepBswiif ab3am) u m.11), a Taxxke Pemenus Yuenoro
cosera CeBepo-3anaaHoro nuerutyra ynpasiaeHuss PAHXul'C npu IIpesunente PO or 19.06.2018,
rporokos Ne 11.
OneHka «OTJIMYHO» BBICTABISETCS B CIy4ae, €CJIM MPHU YCTHOM OTBETE CTYJCHT MPOSBUII
(mokazan):
- I1y0OKO€ U CUCTEMHOE 3HaHHE BCEro MPOrpaMMHOI0 MaTepuaia y4eOHOTo Kypca, U3JI0KUI OTBET
MOCIIEZI0BATEIBHO U YOSAUTEIHHO;
- OTYETJIMBOE U CBOOOJIHOE BJa/IeHWE KOHIENTYaJbHO-TIOHATUIHHBIM alapaToM, Hay4YHbIM S3bIKOM
Y TEPMUHOJIOTHEN COOTBETCTBYIONIEH AUCIIMITIIUHBL
- YMEHHE TPABWIBHO MPHUMEHATh TEOPETHUYECKUE IIOJIOKEHHSI MPH PELUICHUH NPAKTUYECKUX
BOIIPOCOB M 33]1a4;
- YMEHHE CaMOCTOSITEIILHO BBIIIOJIHATH MIPEyCMOTPEHHBIE TPOrpPaMMOH 3a/1aHuS;
- HaBBIK 0OOCHOBAHUS MPUHATOTO PEILICHHS.
OneHKH «XOpOILIO» BBICTABISETCS B Cllydae, €ClU MPH YCTHOM OTBETE CTYJIEHT MPOSBUII
(mokazan):
- 3HaHHE Y3JI0BBIX MMPOOJIEM MTPOrPaMMbI 1 OCHOBHOT'O COJIEPKaHUs JEKIIMOHHOTO Kypca;
- YMEHHE TMOJb30BaThCS KOHIENTYAIbHO-TIOHATUHHBIM allllapaToM yMEHHE MPEUMYIIECTBEHHO
MPAaBUIBHO TMPHUMEHSATh TEOPETUYECKHUE IIOJIOKEHUS MpPU PEIICHUH MPAKTUYECKUX BOIPOCOB H
3ajad4,
- YMEHHUE BBIOIHATH MIPETyCMOTPEHHBIE TPOTPaAaMMOH 3a/1aHUS;
- B [IEJIOM JIOTHYECKH KOPPEKTHOE, HO HE BCET]a TOYHOE U apTyMEHTUPOBAHHOE M3JI0KEHHE OTBETA.
OneHKH «yI0BJIETBOPUTEJIBHO» BBICTABIISIETCS B Cly4yae, €CIM IPU YCTHOM OTBETE
CTYIECHT MPOSIBIII (TIOKa3an):
- (¢parmMeHTapHbIe, MMOBEPXHOCTHBIC 3HAHUS BAXKHEHIIMX pPa3fesioB MPOrpaMMbl U COAEpKAHUS
JEKLIMOHHOTO Kypca;
- 3aTpyJHEHUs C HUCMOJIb30BAHUMEM HAYYHO-TIOHATUHHOIO ammapara U TEPMUHOJOTMHM Y4eOHOMH
JVCIIATUTHHBI,
- 3aTpyIHEHHS C TPUMEHEHHEM TEOPETHUECKUX TIOJOKECHUH MpH PEHICHHH TPaKTHUYECKUX
BOTIPOCOB | 33]1ad,
OuneHka «HeyJI0BJIETBOPUTEIBLHO» BBICTABISICTCS B CIydae, €CIM INPH YCTHOM OTBETE
CTY/IEHT MPOSIBUI (ITOKa3a):
- He3HaHUe J100 OTPHIBOYHOE MPECTABICHUE YUEOHO-TIPOrPaMMHOI0 MaTepHasa;
- HEyMEHHE UCIOIb30BaTh HAYYHO-TIOHATUHHBIN anmnapar u TEPMHUHOJIOTHIO y4eOHON JUCIUIUINHBL,
- HEyMEHHE IMPHUMEHATh TEOPETHUYECKUE IOJIOKEHHs MPH PElIeHUH NPAaKTUYECKUX BOIPOCOB U
3ajad,
- HEyMEHHE BHITIOIHATH PEAYCMOTPEHHBIC TIPOTPAMMOM 3aJaHHSL.

6. MeToauyeckne MATEPHAJIBI 110 OCBOCHHUIO TUCIHUILIMHBI

CTyaeHT JomycKaeTcsl K 9K3aMeHY 10 TUCIUIUIMHE B CITy4dae BBITIOJIHEHHS UM BCEX 3aJaHuil
Y MEPOTPUSITHH, TPETYCMOTPEHHBIX TPOTPAMMON TUCIIUILIAHEI.

DK3aMeHbl OpPTaHU3YIOTCS B TEPHUOJ CECCMHM B COOTBETCTBHHM C TEKYIIUM Tpadurom
y4eOHOTO Tpollecca, YTBEPXKICHHBIM B COOTBETCTBHHU C ycTaHOBIeHHBIM B C3UY mopsakom.
[IpoMOmKUTENBHOCT, DJK3aMeHa JUIsl KaXJOro CTYJAEHTAa HE MOXKET TMPEeBBIaTh YeThIPeX
aKaJIeMUYECKMX YacoB. DK3aMEH HE MOXXET HauumHaTbcs paHee 9.00 yacoB M 3aKaHUYMBATHCS
noznHee 21.00 waca. Bpemsi Ha MOATOTOBKY OTBETOB IO OWJIETY KaxJAOMY OOydaromeMmycs
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otBonutcs 45 mMunyT. [Ipu siBKe Ha K3aMeH OOYyYalOIMIUKCS JOJDKEH MMETh TP ce0e 3a4eTHYIO
KHIKKY. Bo Bpems sk3ameHa oOydaroniyecsl Mo PEIIeHHI0 MPEnoJaBaTesis MOTYT IMOJb30BaThCs
y4eOHOW TMporpaMMOil JHCHMIUIMHBI M CHPaBOYHOM JsmTepaTypoil. OrieHka 3a 93K3aMeH
MPOCTABJSIETCSl B HK3aMEHAIIMOHHOM BEJOMOCTH M 3a4YETHBIX KHIDKKAX CTYACHTOB, HPU ITOM
OLICHKH «HEYJIOBJIETBOPUTEIHHOY» B 3aUETHYIO KHUXKKY CTYJI€HTOB HE MPOCTABISIOTCA.

O6yuenne mno mucuummuinae b1.0.09 «MapkeTuHroBele HCClieoBaHUsA B cdepe
rocrenpuumMctBa / Marketing research in the field of hospitality» npeamnonaraer nu3yuenue Kypca Ha
ayJTUTOPHBIX 3aHATUAX (JIGKIIMH U TMPAKTUYECKUE 3aHSITHUSI) U CAMOCTOATEIHHONU pabOThI CTY/IEHTOB.
[IpakTuueckue 3aHATHS AUCHUIUIMHBI MPENAINoJiaraloT MX IMpOBEIEeHHWE B pa3iMuHbIX (opmax c
L[EJIbIO BBISIBJIICHUS MOJTyYE€HHBIX 3HAaHUH, YMEHHI, HABHIKOB U KOMIIETCHIIUH.

C uenpio obecreyeHUs] YCIEIHOTO OOy4YeHHUS CTYIEHT JOKEH TOTOBUTHCS K JIGKIIHH,
MIOCKOJIbKY OHa SIBJISIeTCS BaKHEHIIe opMoii opraHu3anuu y4eOHOTO npoliecca, HOCKOIbKY:

- 3HAKOMHT C HOBBIM y4€OHBIM MaTepUAIIOM;

- pa3bACHSET y4eOHbIE SJIEMEHTHI, TPYIHBIC ISl TOHUMAHUS;
- CUCTeMaTH3upyeT y4eOHbII MaTepHal;

- OPUEHTHUPYET B y4eOHOM MpoIiecce.

IToozomoeka K neKyuu 3aK104AEMCca 6 C1e0YIOuem:
- BHUMATENIBHO MPOYHTANTE MaTepHall MPebIAYIIECH JIeKINH;
- Y3HalTe TeMy MPEACTOALICH JIEKINH (TI0 TEMaTHYECKOMY TIaHy, IO HH(OpMAaInK JIEKTOPa);
- 03HAKOMBTECH C YUEOHBIM MaTEPUAIIOM 110 YYeOHUKY U YI€OHBIM ITOCOOHSM;
- IOCTapalTeCh YSCHUTh MECTO M3Y4aeMOil TEMBI B CBOEH NMPO(pECCHOHAIBHOMN MOITOTOBKE;
- 3aIUIIUTE BO3MOKHBIE BOIIPOCHI, KOTOPBIE BBI 33/1aIUTE JICKTOPY Ha JIEKIINH.

IToozomoeka kK npakmuuecKum 3aHAMUAM:
- BHUMATEJIbHO NMPOYUTANUTE MaTepHal JIEKUUH OTHOCAIIMXCS K JAHHOMY IPaKTHYECKOMY 3aHSATHIO,
O3HAKOMBTECH C YUEOHBIM MaTE€pPHUaIOM MO YYeOHUKY U y4eOHBIM OCOOUSIM;
- BBIMUIIUTE OCHOBHBIE TEPMUHBI;
- OTBETHTE HAa KOHTPOJIbHBIE BOIPOCHI 110 MPAKTUYECKUM 3aHITHUSAM, TOTOBBTECH J1aTh Pa3BEPHYTHIN
OTBET Ha KaX/Iblif U3 BONPOCOB;
- YSCHUTE, KaKkue yueOHbIE 3JIEMEHTBl OCTAJIUCh JUIsl BaC HESICHBIMM U MOCTapaiiTech MOIYYUTh Ha
HUX OTBET 3apaHee (0 CEMUHAPCKOTO 3aHATHs) BO BpeMs TEKYIIMX KOHCYJIbTAllUi Mpeno/aBaTes;
- TOTOBUTBHCSI MOXHO MHIMBHJyaJlbHO, MapaMd WIM B COCTaBe MaJIOM TIpYIIBbI, IMOCIEIHUE
ABISAIOTCS 3 (HEKTUBHBIMU (pOPMAMU PaOOTHI.

Iloozomoeka Kk onpocy npedcmasnsem coooli camocmoamensvuyo pabomy cmyoenma. B
IMUX YenAX CHLYOeHmY He0OX00UMO:
- 03HAKOMHUTKCS C JIUTEPATYPOH MO TEME OJATOTOBKH;
- OTBETUTH HA MIEPEUYEHb BOIIPOCOB;
- OTBETUTH B ayIUTOPHH Ha IOCTABJICHHbIE BOIPOCHI HE UCIIOJIb3YSl HCTOUHUKH /IS TOATOTOBKH.
[ToaroToBka K TECTHPOBAHUIO 3aKIIOYAETCS B CHCTEMATUYECKOM H3YyYEHHH MPOrPAMMHOIO
MaTepHuaia, 3ayYdBaHHUM OCHOBHBIX NMOHSATHHA M TEPMHHOB IO IMpPEIOKEHHBIM TeMaM. OTBeT B
TecTax HeoOXOAMMO 0003HAUYWTh B KauyecTBE BHIOPAHHOTO BapHaHTa OTBETAa Ha MOCTaBJIECHHBIN
Borpoc. KonmnuecTBo «IIpaBUIBHBIX» OTBETOB MOYKET MBITh PA3TUUHBIM.
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Iloozomoexa K IK3ameny
B camom Hauase yueOHOro Kypca MO3HaKOMBTECH CO CIEAYIONIEH yueOHO-METOINYECKON
JOKYMEHTAaIUe:
— MPOrpaMMOil TUCIUIUIMHBI;
— MepeyHeM 3HAHUHN U YMEHH, KOTOPBIMH CTYJICHT JI0JKEH BIIaJICTh;
— TEMAaTHUYECKUMHU IUIaHAMH JICKUU, CEMUHAPCKUX 3aHATHH;
— KOHTPOJIbHBIMU MEPONPUITUIMH;
— y4eOHUKOM, y4eOHBIMU TOCOOUSMH T10 TUCIUIUIMHE, a TAKXKE AIEKTPOHHBIMHU PECypCaMu;
— MepeyHeM BOIMPOCOB U 3aJJaHUl K IK3aMEHY.
[Tocie 3TOro 10KHO CPOPMHUPOBATHCS YETKOE NPEACTaBICHNE 00 00beMe U XapaKTepe
3HaHUH W YMEHHH, KOTOPHIMH Haao OyaeT OBIaAeTh Mo aucuuiuinHe. CHcTeMaTHdecKoe
BBINOJIHEHUE y4eOHOM pabOThl HA JIGKIUAX U CEMUHAPCKUX 3aHATHUSAX MO3BOJIMT YCIEITHO OCBOHUTH

JTMCLUUIUIMHY ¥ CO3aTh XOPOIIYIO 0a3y Ui CAa4H SK3aMeHa.

MeToauyeckue yKa3aHHus MO MOATOTOBKE K ONPOCY

[loaroToBka K 3aHATHSAM JOJKHA HOCUTh CHUCTEMAaTHUYECKHM XapakTep. OJTO MO3BOJUT
oOyuarolemMycs B MOJIHOM O0beMe BBHINOJHUTH Bce TpeOoBaHMs mpernonaBarens. OOyuarommmcs
PEKOMEHJIyeTCsl HM3ydaTb KaK OCHOBHYIK, TaK M JONOJHUTEIbHYI JIUTEpaTypy, a TakKxKe
3HAKOMUTbCSA ¢ VIHTepHET-UCTOYHMKaMHU (CIHMCOK TPHUBEACH B paboueld mporpamme IO
JTUCIUTUTNHE).

[ToaroroBka 00y4aromuMXcsi K ONPOCY MPEANoJiaraeT M3y4eHHue B COOTBETCTBUHM TE€MATUKOU
JTUCIUIUIMHB OCHOBHOW/ JTOTIOJHUTEIBLHOW JIMTEPAaTyphl, HOPMATUBHBIX JOKYMEHTOB, MHTEPHET-
pecypcoB u PN/ Akanemun.

MeTtoauyeckue ykazaHusi 10 OPraHU3alMU CAMOCTOSITEIbHON PadoThl

VYcnemHoe OCBOGHHME JUCIHUIUIMHBI IpeAroyiaraeT akKTUBHOE, TBOPUYECKOE YydacTue
oOydJaronuxcsi BO Bcex popMax yueOHBIX 3aHITHH, ONPEACIICHHBIX IS JaHHOW TUCIUILTAHEI.

CamocrosiTenbHass paboTa OO0y4aroOlmIUXCsl TMPEArojiaraeT HM3Y4YeHHE B COOTBETCTBHHU C
JAHHBIMH METOJIMYECKUMHU PEKOMEHJAIUSIMU y4yeOHOW M HaydHOH JIMTEpaTypbl, HOPMAaTHUBHBIX
AOKYMCHTOB, JAaHHBIX HAaYyY4YHBIX HCCHCI{OB&HHﬁ, MaTeprajIoOB HHTCPHCT-UCTOYHHUKOB, a TaK¥XC
BBIIIOJTHEHUE NPAKTHUUECKUX 3a/laHui, MOJArOTOBKY JOKJIAaJoB U pedepara, MOATOTOBKY K
TECTHUPOBAHUIO, K ONpOCaM Ha 3aHATUAX M K 3adeTy. PeKoMeHmanuu 1o Hay4yHOW JUTeEparype,
MH(OPMALIMOHHBIM HCTOYHUKAM U y4eOHO-METOIUYECKOMY OOECHEUYeHHIO CaMOCTOSTEIbHOU
paboThl conepkarcs B pasaene /7 ganHout PTI/I.

KoHTposib camocTOATEN HON padOThl OCYIIECTBIISIETCSI HA CEMHUHAPCKUX HIIM JICKITMOHHBIX

3aHATUAX IIYTEM OIIpOCa U MPOBEPKH BBIMMOJTHCHU A MTMCbMCHHBIX pa60T N TBOPUCCKHUX 33I[3HHI>1.

3agaHus 119 CaMOCTOSITEIbHOM MOATOTOBKH K 3aHATUSM JIEKIIMOHHOI0 U CEMHUHAPCKOT0
THIIOB
Tema 1. MeTonos10rn4yecKkue 0CHOBbI MAPKETHHIOBBIX HCCJIEI0BAHUMH

Bomnpocs! 11 camonpoBepKu:

1. Two groups of consumers in terms of marketing.
2. Analysis of consumer behavior.

3. Methodology of consumer research.
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4. Factors influencing consumer behavior.

5. Studying the motivations and behavior of consumers.

6. Model of the five forces of competition M. Porter.

7. Product life cycle model.

8. Segmentation.

9. Positioning.

10. SWOT analysis.

11. Desk and field research.

12. Traditional (classical) analysis of documents.

13. Information-target analysis.

14. General scientific methods of marketing research: system analysis, integrated approach,
program-target planning.

15. Analytical and prognostic methods: economic and statistical methods, economic and
mathematical modeling (linear programming, network planning and management, theory of
queuing systems), probability theory, expert assessments.

3amanus 1J151 CAMOCTOATEIbHOM padoThI:
- formulation of the research problem;
- justify the use of one of the methods for a specific study.

Tema 2. MapkeTnHropass UHGoOpMauMOHHAS CUCTEMA M METOAbI AHAJIN3a HH(OPMAIIUU
Bonpocsl 1u1st caMmonpoBepKu:

. Possibilities of marketing information.

. Primary and secondary information.

. Sources of external secondary information.

. Matrix of information sources for desk research of marketing activities.
. Internal sources of information.

. External sources of information.

. Information for environmental analysis.

. Information for market and competition analysis.

. Information for enterprise analysis

© 00 N O Ol &~ W N P

3agaHus 1715 CaMOCTOATEIbHOM PadoThI:
1. Justify the choice of a method for collecting marketing information with the required type of
data.

Tema 3. IlpuHsiTHEe MapKeTHMHIOBBIX PEIICHHI HA OCHOBE NPOBEJACHHBIX HCCIEI0BAHUI
Bomnpocs! a1 camonpoBepku:

1. The theory of competitive rationality.

2. Cross-functional teams for making marketing decisions.

3. The decision-making process in the development and implementation of a new product.
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4. Making a decision on the development of an annual marketing plan.
5. Making global marketing decisions.

3ajaHus 1J151 CAaMOCTOATEIbHOM padoThI:
1. Map out the annual planning process, indicating feedback loops and reworking of decisions
made.

Tema 4. Opranu3zanusi MapKeTHHIOBbIX HCCJA€A0BAHMH B HMHAYCTPHMH TOCTENPHHMCTBA
Bomnpocsl 111 camonpoBepKu:

1. Marketing research plan.

2. Financial costs for marketing research.

3. Involvement of third-party specialized organizations for marketing research.

4. Organization of marketing activities by the enterprise.

3amaHus 1J151 CAaMOCTOATEIbHOM padoThI:
1. Develop the stages of a specific marketing research

Tema S. MapkeTHHIOBbI€ HCCICI0BAHUSA B HHAYCTPUH IOCTENPUUMCTBA
Bonpocsl 1u1st caMmonpoBepKu:

1. Research of the tourist market.

2. Marketing researches of the market of hotel services.

3. Marketing research of consumers of hotel services.

4. Marketing research of a hotel product.

5. Marketing research of a hotel enterprise.

3agaHus 1719 CaMOCTOSITEIbHON Pad0ThI:

1. Prepare a general plan for conducting marketing research.

2. Prepare a marketing research plan for the hotel services market.

3. Prepare a marketing research plan for consumers of hotel services.
4. Prepare a marketing research plan for the hotel product.

5. Prepare a marketing research plan for a hotel business.

PexoMeHnganuu mo moaroToBKe K TECTUPOBAHUIO

TeCTI/IpOBaHI/Ie ABIIACTCA (bOpMaMI/I KOHTPOJIA YCIIECBACMOCTHU o6yqa}oumxc;1, OLICHKU YPOBHA
OBJIAACHUA TCOPCTUUCCKMMU 3HAHHUAMHU W HABBIKAMU IMMPUMCHCHUSA I3TUX 3HAHMH npu peuICHUN
MPAaKTUYCCKUX 3a/1ay. IloaroroBka k TCCTUPOBAHUIO ITPECATIOIATracT:
- O3BHAKOMJICHHEC C MaTCpuajlaMunu HCKHHﬁ;
- UI3YUCHUC yqe6H0171 JIATCPATYPBI, CIPABOYHBIX U HAYYHBIX UICTOYHUKOB;
- YTOUHCHHUC TCPMUHOB, OCHOBHBIX MOHATUN U KaTCFOpI/II\/'I;
- CaMOCTOSTENbHBIN I'IOI[60p I/IH(I)OpMaI_II/II/I, HCO6XO,Z[HMOI>1 IJI apTyMEHTaluu aBTOpCKOﬁ ITO3HUIIMH.
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Bce Bompockl W 3amaHHMs TECTOB OpPHUEHTHPOBAHBI HAa CHCTEMATH3AIMIO 3HAHUM
00y4Jaronuxcsi, pa3BUTHE CIOCOOHOCTEH K CAMOCTOATEILHON aHATMTHYECKOU JIeATeTLHOCTH.

Pe3ynbTaThl KOHTPOJIBHBIX pPa0OT M TECTOB NPH3HAIOTCS IOJOKUTEIBHBIMH, eciu 75%
OTBETOB SABJISIOTCS MPABHIIBHBIMH.

7. Y4eOHas quTepaTypa u pecypcbl HHPOPMAIMOHHO-TEJIeKOMMYHUKAIIHOHHOM CeTH
"UntepHer"

7.1. OcHOBHas JUTEpaTypa

1. bBaymrapren, JI. B. MapKkeTuHI TOCTHHUYHOTO NPEANPHATHS : Y4EOHUK Juisi BY30B /
JI. B. baymrapren. — Mocksa : U3znarensctBo IOpaiit, 2021. — 338 c.— (Bricmiee
obpazoBanue). — ISBN 978-5-534-00581-3. — Tekcr : anexTpoHHbIi / Obpa3oBarenbHas
wiargopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/469178

2. Tony6koB, E. Il. Mapketunr miast mpodecCHOHANOB: MPAaKTUYECKUHA Kype : Y4eOHHUK U
npakTUKyM st OakanaBpuata u Maructpatypsl / E. II. TomyOkoB. — Mocksa :
W3narensctBo FOpaiit, 2019. — 474 c. — (bakanaBp u maructp. AkajgeMUYecKuil Kypc). —
ISBN 978-5-9916-3749-7. — Tekcrt : anmekrponnbii // DBC Opaiir [caiit]. — URL:
https://www.biblio-online.ru/bcode/426253

3. TomybkoBa, E.H. WuaTerpupoBaHHble MapKETUHTOBBIE KOMMYHHUKAIUH : YYEOHHK U
npaktukyM jisi By3oB/ E. H.TonmyOkoBa. — 3-e m3a., mepepab. m gom. — MockBa :
WznarensctBo FOpaiit, 2021. — 363 ¢. — (Briciiee obpazoBanue). — ISBN 978-5-534-
04357-0. — Tekcr : anexTpoHHbI // O6pa3oBarenpHas miatdpopma KOpai [caiiT]. — URL:
https://urait.ru/bcode/469011

4. Kapnora, C. B. MapkerunroBeiii ananu3. Teopuss U mpakTuka : ydeOHOe mocoOue yist
By30B/ C.B.KapnoBa, C.B.Mzxurapsa, B.H.Pycun; mnom oOmeli penakuuei
C. B. KapnoBoit. — Mocksa : U3zgarensctBo FOpaiit, 2021. — 181 c.— (Bricmee
obpazoBanme). — ISBN 978-5-534-05522-1. — Tekcr : anexTpoHHbIi / OOpa3oBarenbHas
wiargopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/472642

7.2. JlonmotHUTEIbHAS JIUTEpPaTypa

1. Anypun, B., MapkeTuHroBsle uccieoBaHus MoTpeduTenbckoro peiHka / B. Anypun, U.
MypowmkuHa, E. EBrymenxko -CII06., 2006.

2. bepuc, D.C. OCHOBBI MapKETHHTOBBIX HCCIIEIOBaHMIA C ncnoibp3oBanneM Microsoft Excel /
2.C. bepuc, P.®. by -M., 2006.

3. BmacoBa, M.JI. Comuoyiorndeckue METOJbl B MAapKETHHTOBBIX HccieaoBanusx / M.JL.
Bnacosa -M., 2006.7.bepe3un U. Mapketunrossiit ananu3. M.: Bepmmna, 2007.

4, Tamuukuit E.b. Meroasl MapkeTHHTOBBIX wuccienoBanuii. M.: HWucruryr ®Donpa
«O0mecTBeHHOE MHEHHEY, 2004,

5. Tlamunkuii, Edum bopucoBny. MapKkeTHHroBble HCCIEIOBaHMS: TEOPHUs W TMPaKTUKa
[DnexkTpoHHBI pecypc] : y4eOHUK [ BY30B [[I0 HampaBieHUIO "ODKOHOMHKA',
"Menemxment", "busnec- unHdopmaruka"; nmo cnenumanbHoctH "Jloructuka'] / E. b.

lamuukuit, E. I'. Tanmunkas ; Han. uccnen. yH- T Beicin. mk. s3xkoHoMuku. - M. : FOpaiir,
2017.-570c.
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6. KpuBonocoB A. MI., ®umaroBa O. I'., [llumkuna M. A. OCHOBBI TEOpHUH CBS3CH C
oOmecTBeHHOCTHIO: yueOHuk. -CI16., 2010.

7. Manxorpa H. K.. MapkerunroBeie wuccienaoBanus. [IpakTudeckoe pyKOBOACTBO. M.:
«Bumpsmcy, 2003.

8. TokapeB, bopuc EBrenbeBud. MapKeTUHIOBbIE HCCIEIOBAHUS  PBHIHOYHBIX  HUII
nHHOBaMOHHBIX npoayktoB / b. E. Tokapes. - M. : Maructp [u np.], 2017. - 270, [1] c. :
wi. bubmuorp.: c. 266-271. - ISBN 978-5-9776-0270-9. - ISBN 978-5-16-006666-0 :
741.61.

7.3. HopmaTuBHbIE€ NPABOBbIE JOKYMEHTHI M HHASI IPABOBasi HH(OpMaus
1. I'paxnanckwuii kogexc PO
2. 3akon P® «O TOBapHBIX 3HaKax, 3HaKaXx OOCIHYKMBaHWS U HAMMEHOBAaHUSX MECT
MIPOUCXOXKACHUS TOBAPOB)
3. 3axon P® «O 3amute npaB norpedUTENnCii»
4. 3akoH P® «O pexkname»
5. 3axon P® «O0 ocHOBax TypUCTCKOH JEATEILHOCTH»

7.4. UnTepHeT-pecypchl
C31Y pacnomaraer A0OCTyroM uepe3 caiiT HayyHoi OmOmmorexu http://nwapa.spb.ru/

K CIEAYIOUIMM IOANMCHBIM 3JIEKTPOHHBIM pecypcam:
Pycckoaszviunsie pecypcol

. DNEeKTPOHHbIE YUeOHUKHU AIIEKTPOHHO - Onbnnoteunoit cuctemsl (ObBC) «Aidyke»

. DIIEKTPOHHBIE YYEOHUKHU IEKTPOHHO — OnbnmuoTeunou cuctemsl (ObC) «Jlanb»

o HayuHno-npakTudeckue craTbyl 0 (MHAHCAM U MEHEKMEHTY M3narensckoro poma
«bubnuoteka I'pebeHHUKOBAY

o CraTby U3 MEPUOANYECKUX U3JAaHUNA MO OOIECTBEHHBIM U I'yMaHMTapHBIM HayKaM
«Hct - Bero»

. OHIUUKIIONEINH, CIIOBapH, CIIPaBOYHUKH «PyOpuKOH»

. [Tonnble TekcThl aMccepTanuii M aBTOpedeparoB OnekTpoHHass bubnuoreka
Hucceprauuit PI'b

. HNupopmanmonHo-npaBoBblie 0a3bl - KoHcynbTanT mitoc, ['apaHT.

AHIJIOSI3BIYHBIE PeCYypPChl

o EBSCO Publishing — noctyn k MynbTHIMCIMIUTMHAPHBIM TTOJHOTEKCTOBBIM Oa3am
JTaHHBIX PA3HMYHBIX MHPOBBIX M3JAaTENbCTB 10 OM3HECY, SKOHOMHKE, PHHAHCAM, OyXTraaTepcKOMy
y4eTy, TYMaHHTapHbBIM M €CTECTBEHHBIM 00JacTsIM 3HaHUH, pedepaTaM M TOJHBIM TEKCTaM
MyOJIMKAIUI W3 HAYYHBIX U HAYYHO-TIOMYJISIPHBIX KYPHAJIOB.

. Emerald — kpymHeiiimee MHpOBOE HW3IATEILCTBO, CIEHHAIN3UPYIONIEECS Ha
ANEKTPOHHBIX JKypHaJTax W 0a3ax JaHHBIX 10 SKOHOMHUKE M MEHEKMEHTy. MMeer craTyc
OCHOBHOTO MCTOYHHKA TIpodeccroHanbHON MHGOPMAIMK JIJIsl TIPeroaBaTeseii, ucciueaoBaTesie u
CIIEI[UATICTOB B 00JIACTH MEHE/DKMEHTA.

B03MOXXHO  HCMOJIb30BaHUE, KPOME  BBINICIEPEYUCIICHHBIX ~ PECYypCcoB, W JIPYTHX
ANIEKTPOHHBIX pecypcoB ceTu VHTepHeT.
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7.5. UHBIE HCTOYHUKH
http://www.marketingpro.ru/
http://marketing.rbc.ru/
http://www.marketin-gmagazine.ru/
http://quans.ru/research/dict/
http://www.btl.nichost.ru/

ok 0=

Iepuoauveckue u3aaHus

I"azetsr: «Kommepcant-Daily»

«OKOHOMHKA U JKU3HB

«Bemomoctny (Bkiagka «KoMIaHUM U PHIHKH)

Ll

KypHaJbl: «JleHpruny», « Ixcnept», «Cekper hupMmbry, «Kommanus.

8.MartepuajibHO-TeXHUYeCKasi 0a3a, UH(POPMANIMOHHBIE TEXHOJIOTHH, IPOrPaAMMHOe
o0ecrnieyenue U MH(POPMAIMOHHBIE CIIPABOYHbIE CHCTEMbI

Ne /1 | Haumenosanue

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

2. CHeHI/IaHI/BI/IpOBaHHaﬂ Mebens U oprepeacrtBa: ayqJuTOprUU U KOMIIBIOTCPHBIC KJIACCHI,
O60py,Z[OBaHHHe mIocaa04YHbIMHU MCCTaMU

3. TexHuueckue cpeacTBa O6y‘~ICHI/I${Z HepCOHaJ'ILHbIe KOMIIBIOTCPbI; KOMIIBIOTCPHLIC

NPOCKTOPBI; 3BYKOBBIC JIMHAMHKH, TIPOTPAMMHBIC CPEICTBa, OOECIICUMBAIOLIHC
npocMoTp Buaeodaiiios B popmarax AVI, MPEG-4, DivX, RMVB, WMV.

Ilpozpammnsie, mexnuueckue u 31eKmMpoOHHbLE CPEOCHEA 0OYUEHUA U KOHMPOJIA 3HAHUI
CMyOenmog:

[TakeTsl mporpaMMHOro oobecredeHuss oOOLIero Ha3HayeHUs (TEKCTOBBIE PEIaKTOPHI,
rpaduuecKue peaaKkTopsl).

Kypc BiIrO4YaeT wucmosib30BaHHEe MporpammHoro obecredeHus Microsoft Excel, Microsoft
Word, Microsoft Power Point 11st HOAr0TOBKH TEKCTOBOTO U TAOJUYHOIO MaTepraa, rpaguaeckux
UJUTFOCTPALU.

Metonpl 0Oy4YeHHsS TPEATNONIATAIOT  WCIOJh30BaHWE WH(POPMAIMOHHBIX  TEXHOJOTHH
(KOMITBIOTEPHOE TECTUPOBAHUE, JEMOHCTPALIUS MYIbTUMEANMHBIX MAaTEPUATIOB).

3aneiicTBoBaHbl MHTEpHET-CEPBHUCH W 3JIEKTPOHHBIE PECypChl (CIPaBOYHBIE CHUCTEMBI, H-D,
KoHcynbranT wnm ['apaHT, NOUCKOBBIE CHUCTEMBI, JJIEKTPOHHas I0YTa, NPO(ecCHOHAIbHbIE
TEMaTH4YeCKHe 4aTbl M POPYMBI, CUCTEMBI ayJIM0 U BHIEO KOH(EpPEHIHNA, OHJIAWH YHIMKIIOTICIHH,
CIPAaBOYHUKH, OMOIMOTEKH, FIEKTPOHHBIE YUeOHbIE U YUeOHO-METOINUECKHE MaTepPHAaIbl).

JlomryckaeTcsi MpruMEHEHHe CUCTEMBI IUCTAaHIIMOHHOTO OOYYEHHS C MCIIOJIb30BaHUE TUIaThopM
TEAMS, Zoom, Skype for Business, CJIO Moodle.
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