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1. IlepeyeHb IVIAHUPYEMBIX Pe3YJbTATOB 00YUYE€HUsI MO JUCIUILJIMHE, COOTHECEHHBIX C
IUIAHUPYEMBIMH Pe3yJIbTATAMH 0CBOEHHUSI 00pPa30BaTeJbLHOMH MPOrpaMMbl

1.1. Jucnuniuaa B1.B./IB.01.01 «®aktopsl pa3BUTUS TYpUCTCKHUX PBIHKOB JEJIOBOIO U
COOBITHITHOTO Typu3Ma 00eCreuynuBaeT OBJIAJCHUE CISAYIOIINMHU KOMIIETCHIIUAMH C y4ETOM dTarna:

Kon HaumeHnoBanue Kon HanMmeHOBaHHE KOMIIOHEHTA
KOMIIETEHIIMH KOMIIETEeHIIM U Kommonenta KOMIIETeHIIMH
KOMIIETeHI[U U
Cnoco0eH pa3pabaThiBaTh CTPATETHIO
Crioco0OeH OCyIIeCTBIAT JOCTIDKEHHS TIOCTABICHHOM ST KaK
KPHUTHYICCKU aHAIN3 MTOCJICZI0BATEILHOCTD I1ar0B, IPEIBUISL
VE-1 NpOOJIEMHBIX CUTYallHi Ha VE-1.2 pe3yNbTaT KaXKI0TO U3 HUX U OIICHUBATh
OCHOBE CHICTEMHOTO WX BIIMSHUC HA BHEITHEE OKPYKCHUE
noaxonaa, Bpra6aTI)IBaTI) HHaHI/IpyeMOﬁ JACATCIIbPHOCTHU U Ha
CTPATETUI0 ACHCTBUI B3aMMOOTHOIICHHS YYaCTHUKOB 3TOH
JIESATSIILHOCTH.
Crioco0eH OIICHUBATh
3¢ (HheKTUBHOCTH
YIPaBICHUECKUX PEIICHUH Criocoben opMHupOBATh TUTaH
KC-5 MO BBIOOPY KOHIICTIIINH, KC-5.3 peanu3ainy CTpaTeruu TyPUCTCKOTO
pa3paboTKe U TIaHa NPEONPUATHS C UCIIOJIb30BaHUEM
peayiu3aiuu CTpaTeruu IPOTrPaMMHO-TIETIEBOTO MOIXO0/1A.
Pa3BUTHUS TIPEATTPUATHIA
cdepsl Typu3Ma

1.2.B PE3YIbTATC OCBOCHUA JUCHUIIIIMHEBL Y CTYACHTOB JOJIKHBI OBITh CCI)OpMI/IpOBaHBIZ

OTO/T®
(npu nanuuuu
npopcmanoapma)/
TPYIOBbIE WIH
npogeccuoHanbHbIE
aercTBuA

Kon
KOMIIOHEHTA Pe3yJ’leaTI)I Oﬁy‘leHl/lﬂ
KOMIIETCHIINHN

Ha YpOBHEe 3HAHMii: CYIIHOCThb, IMOHATHE M OCOOCHHOCTH
SKOHOMHUKH BIIEYATIICHUA TYyPUHAYCTPUHU, €€ ODIIEMEHTOB H
CTPYKTYp; OOIIIME 3aKOHOMEPHOCTH (hOPMHUPOBAHUS KOHIIEIIIHH
WHHOBAIIMOHHBIX MTPOEKTOB, SMOIIMOHAILHBIX PHIHKOB.

HA YPOBHEe yYMEHHWii: YMEThb NMPHMEHATb METOJbl aHaIu3a U3
cheppl TCHXOIOTMYECKOTO 3HAHWS (SMOIMH, BIIEYATIIECHHE,
VK-1.2 BOCIIPHATHE) K pa3paboTKe U MOUCKY PELICHHUH B JESITEIbHOCTH
- NpEeANpUATHN TYPUCTCKOM HHIYCTpUU; COCTaBIIATh
pa3pabaTeiBaTh M pEaM30BBIBATh WHHOBAIIMOHHBIE IMPOEKTHI,
OCYILECTBIATL PYKOBOACTBO KOJUIEKTUBOM  CIIELIUAIUCTOB;
pewiaTth KOH()IUKTHBIE CUTYalllH OpUEHTHPYSICh,
UCKITIOUUTEIBHO, Ha KIHEHTa; OBICTPO U  PEIIUTEIbHO

KOpPPCKTUPOBATb MHHOBALIMOHHBLIC  IIPOCKTHI, HUCXOAd U3

WM3MEHUBIIEHCS CUTyalluy; IPUMEHITh IPUOOPETEHHBIC 3HAHUS
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OT®/T®
(npu nanuuuu

npogpemanoapma)/ Kox
TPy I0BbIC HIH KOMIIOHEHTAa Pe3yabTarnl 00yyeHus
npogeccuoHabHbIE KOMIIETEHITHH
AeiicTBUs
Y HaBBIKM U3 007aCTH HOBBIX MH()OPMAIIMOHHBIX TEXHOJIOTUH B
cBoell TpodeCCHOHATHLHON NEeATeTLHOCTH PH PEIICHHH 00X
Y TPUKJIAJHBIX 33]a4.
HA yYPOBHe HABBIKOB: IPEACTaBIATh PE3yNIbTAaThl HAYYHOTO
uccienoBanns B chepe TypmsmMa B QopMax OTYETOB,
NPUKIAIHBIX pa3paboTOK, MOKIAI0B, pedepaTroB, MyOIHKaui
W [yOnu4HbIX OOCYXKICHWH W [1p.; ayAuTOpHeH, BHE
3aBUCUMOCTH oT I10JIOBO3PACTHOM CTPYKTYpPBI u
HaI[MOHAIBHOCTH.
OT®.D. Crparermueckoe
YIPaBJICHUE BbICTABOYHOMI
ACATEILHOCTEIO Ha YpPOBHe 3HAHWii: KilaccH(PUKAMIO WHHOBAIIMOHHBIX
OpraHu3aLuy - NPOCKTOB B YCIYr C Yy4YeTOM CHCHM(UKH IKOHOMHUKH
npopeccronabHoro BIIEUATIICHN}; MHHOBALMOHHYIO METOINKY B COOTBETCTBHHU C
OpraHHsaTopa Toproso- 0COOCHHOCTSIMU ~ TICHXOJIOTHYECKOTO  BOCHPHUSTHA — Pa3HBIX
TIPOMBIIIJICHHBIX BBICTaBOK/ o
DI0L.7 Vpasnere BO3pDacTHBIX  KaTeropuii M KYJIbTYPHBIX  apXETHUIIOB;
peammanueii crpaTerum HAallMOHAJbHbIE  OCOOEGHHOCTH  DPAa3IMYHBIX  CETMEHTOB
Pa3BHTHS OpraHH3ALIHH - NOTPEeOUTENBCKOTO PHIHKA MPH MPOBEACHUH WHHOBAIIMOHHBIX
PODECCHOHANBHOTO MIPOEKTOB 3asIBJICHHOTO MPOQUIISL.
OpraHu3aTropa TOproBo-
IMPOMBINIJICHHBIX BBICTABOK
OT®.D. Crpateruueckoe
YIPaBJICHUE BbICTABOYHOMI
JACATCIbHOCTBIO
OpraHM3aluy - HA YPOBHe YMEHHIi: yMeTb OILIEHHBaTh WHHOBAI[MOHHO -
PO(hECCHOHATEHOTO TEXHOJIOTUYECKUE PUCKH, BIMSHHMS HA HHUX 3IMOLMOHAIBHBIX
OpraHH3aTopa TOproso- [Kc-5.3 (GakTOpoB; OBITH TOTOBBIM K BHEIAPEHHIO COBPEMEHHOM

MPOMBIIILICHHBIX BBICTABOK/
D/02.7 Y1Bepxnenue
CTPaTErHYeCKUX U TOTOBBIX
IUTAHOB Pa3BUTHS
OpraHU3aI|H -
po¢ecCHOHATBHOTO
opraHu3aTopa TOpProBo-
MIPOMBIIICHHBIX BHICTABOK,
yIpaBJIeHUE UX
peanuzauuen

OT®.E. Opranuzanus
9KCKYPCUOHHOM
nearensHoctr/ E/01.7
Omnpenenenne KOHIETITNHA 1
CTpaTeFI/H/I pa3BI/ITI/I$I
9KCKYPCHOHHOM
OpraHU3aIIH

CHCTEMBI CTaHAAPTHU3ALUM; BIALAETh IPUEMAMU H METOJAMU
paboThl C IEPCOHANIOM; yMETh OLIEHHBATh M OCYLIECTBIATH
TEXHUKO-)KOHOMHUYECKOe  O0OOCHOBaHME  HMHHOBAI[MOHHBIX
MPOEKTOB; YMETh pa3pabaTbiBaTh W BHEAPATH HOPMATHBHYIO
JOKYMEHTAlU 10

CTaHAapTHU3alluu, CCpTI/I(bI/IKaI_II/IH u

Ka4eCTBY TYPUCTCKOTO MPOIYKTA U YCIYT.

Ha YPOBHE HABBIKOB: TEXHOJOTHuen MOATCOTOBKH
MHHOBAIIMOHHBIX MIPOEKTOB; HaBBEIKAMU rPaMOTHOTO
KOMMYHUKATUBHOT'O oO01IeHns C MTOTPEOUTEISIMHI

HWHHOBAIIMOHHBIX ITPOCKTOB, MCTO,I[OJ'IOFI/Ief/i nu MeTO,Z[HKOfI

IIPOBEACHUA MHHOBAIIMOHHBIX IIPOCKTOB; HaBBIKaMH

TEMallEHTPUPOBAHHOTO  B3aUMOJEHCTBHS;  CIIOCOOHOCTBHIO

HUHTCTPUPOBATH COBPEMCHHOC 3HAHHUC U3 JIFOOBIX HpO(l)I/IJ'H:HLIX

n HerO(i)I/IJILHBIX npeaAMETOB, OCHOBHBIMH HaBbIKaMH
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OT®/T®
(npu nanuuuu

K
npogpemanoapma)/ A
KOMIIOHEHTAa Pe3yabTarnl 00yyeHus
TPYAOBBIE WIH
npogeccuoHabHbIE KOMHETCHIMU
AeiicTBUs

HWHHOBAIIMOHHOT'O IPOCKTUPOBAHU.

2. O0beM U MeCTO TUCHHUILINHBI B CTPYKTYpe 00pa30BaTeIbHON NMPOrpaMMbl
O0beM TUCHUTIINHBI

OO0mast TpyTI0eMKOCTh JAUCIHUILTUHBI COCTaBIsieT_4 3adeTHble equHUIbl, 144 akajmeM. 4acoB /
108 actp. yacos.

Buj pa6orsi TpyroeMkocTh
(B akagem.4yacax)
OuHnasi/3a09Has
O01ast TPy10eMKOCTh 144/144
KonrakTHas padora 58/18
Jlexuun 20/4
[pakTHyeckue 3aHATUS 36/12
JlaGopaTopHblie 3aHITHS -
KoHcysbrarmu 2/2
CamocTosiTe1bHAsI paboTa 86/122
Kontpoib -14
DopMBbI TEKYLIETO KOHTPOJIS AN — nenosas urpa, K — keiicel, P —
pedepar
®DopMa NPOMEKYTOYHOM aTTecTAllul 3ader ¢ OEHKOMH

MecTo AUCHHMILVIMHBI B CTPYKTYpe 00pa30BaTeIbHOM NPOrpaMMblI
Juctiumumbaa  b1.B.JIB.01.01 «®axkTopsl pa3BUTUS TYpPUCTCKUX PBIHKOB [EJIOBOTO H
coowITHitHOTO Typu3ma / Factors of development of tourist markets for business and event tourism»
OTHOCHUTCSI K JTUCIMIIJIMHAM IO BBIOOPY BapHMATUBHOM 4YacTH NMPO(EeCCHOHAIBHOrO IUKIA y4eOHOTro
rana HampasiaeHus 43.04.02 «Typuszm» npoduins «MHIYCTpHS AEITOBOTO U COOBITUMHOTO TypU3May.
[lenbto OCBOEHMS TUCLUILIMHBI ABIIETCS (POPMUPOBAHUE Y CTYACHTOB 3HaHUS 00 OCHOBHBIX
MOHATHUSX B 00JIACTU MHHOBAIMM B OpraHU3allMy TYPUCTCKUX YCIIYT, KOHIIENIIUNU WHHOBAI[MOHHOTO
MIPOEKTUPOBAHMSI  JTAaHHBIX YCIYr, H3y4eHHe ocoOeHHocTel UuX (YHKUMOHUPOBAHUS Ha
TPaJULIMOHHBIX PBIHKaX. AHaJIN3 CIIPOCA U MPEUIOKEHUI Ha KOHKPETHBIE BUIbI TYPUCTCKUX YCIIYT
Ha PErMoHaIbHOM, POCCHIICKOM U MUPOBOM YPOBHE.

[IpenonaBanre AUCHUIUIMHBI Oa3upyeTcs Ha 3HAHUSX, MOJYYEHHBIX NPU H3YYEHUH KypCOB
«VIHHOBALIMOHHBIE TEXHOJOTHH B c(epe AeTOBOTO U COOBITUHHOTO TYypHU3Ma», «MapKeTHHT /1€JI0BOT0
1 COOBITUHOTO TypU3Ma.

B cBowo ouepenb, 3HaHUS U YMEHHUS 1O JUCHUILUIMHE OyAyT BOCTpeOOBaHBI MPU HU3YUEHHH
KypcoB «/IHHOBallMOHHBIE TEXHOJOTUM OpPraHU3alMUd W IPOBEIEHUS KPYMHBIX MEPONPUATHI,
«KOHKypeHTHbIE CTpaTeruyl pPa3BUTHUS MPEANPHUSATHS JETOBOTO M COOBITUHHOTO TypU3May,
«Opranuzanyss ¥ yrnpaBieHue OH3HEC-TIpolecCaMd B JIEJIOBOM M COOBITUHHOM TYypU3MeE»,
«VIHHOBaIMOHHBIE IEPCOHAI-TEXHOJIOTUN TIOJATOTOBKU TYPUCTCKUX KaJpoB» U T.[.




JINCIMITIIMHA MOXET PEaTM30BBIBAThCSA C NMPHMEHEHHEM IUCTAHIIMOHHBIX 00pa30BaTENBHBIX
texHosoruit (nanee — J10T).

JIOCTyn K CUCTEME JMCTaHIIMOHHBIX 00pa30BaTEIbHBIX TEXHOJOTHHA OCYIIECTBISETCS KaXKIBIM
00y4YaloIIMMCsI CaMOCTOSATENILHO C JIIOOOTO YCTpoWicTBa Ha moprtaine: https://sziu-de.ranepa.ru/.
[Taposib ¥ TOTHH K TUYHOMY KaOMHETY / TPOIITIO TPEIOCTABIACTCS CTYICHTY B JIEKaHATE.

Bce ¢opMbl Tekymero KOHTpOJS, NMPOBOJMMBIE B CHCTEME AWCTAHIMOHHOTO OOYYeHHS,
OLICHUBAIOTCS B CHCTEME IHCTAaHIMOHHOTO oO0ydeHHs. JlocTynm K BHAEO M Marepuayiam JeKIHH
NpEeNOCTaBIsAeTCS B TEYCHHE Bcero cemectpa. JlocTym K KaxaoMmy BUAY pabOT M KOJIHMYECTBO
MOIIBITOK Ha BBINTOJIHEHHUE 3aJaHUs IPEAOCTABIACTCS HA OTPAaHMYCHHOE BPEMSI COTJIACHO PETIIAMEHTY
IUCUUIUIAHEL, omyonukoBanHoMmy B CJ1O. IlpenogaBaresns OlleHUBAET BBHIIOJHEHHBIE 00YYalOIIMCS
pabotsl He o3Hee 10 paboumx aHEH mocie OKOHYAHHS CPOKA BBITTOJIHEHHUS.

W3yuenune QUCHUIUIMHBI OCYIIECTBIISICTCS B TEYEHUE OAHOTO CEMECTpa: ISl CTYJACHTOB OYHOMN
dbopMbl 00ydeHus — Ha 4 cemectpe 2 Kypca. i CTyIeHTOB 3204HOU (hOPMBI O0yUYEHHS - B TEUCHHE 2

U 3 KypCOB.
3. Conep:kaHue ¥ CTPYKTYpPa IMCHUIIHHBI
3.1. CTpykTypa AUCHUIJIMHBI
Ounasn popma odyuenusn
Ne ni/m HaunmeHoBaHue Tem O0beM JUMCHUIIMHBI (MOAYJIs1), Yac. dopma
U/WJIM pa3ienoB Bcero KonTakTHas padora CP TeKylIero
oﬁyqaloumxca C nmpenogaBaTejIeM KOHTPOJIsL
110 BUAAM YYeOHbIX 3aHATHI ycneBaemMocTu®,
J/I0T JIP/ 3/ KCP NPOMEKYTOYHOH
JAOT 0T aTTecTalluu
Tema 1 | Tourist market as a sphere
of manifestation of 24 4 6 14 AU, P, K
economic relations.
Tema 2 | Concept and essence of
actual problems of
development of the 24 4 6 14 I, P, K
market of the tourist
industry.
Tema 3 | Segmentation of the 23 3 6 14 I, P, K
tourism market. T
Tema 4 | Definition of target tourist 23 3 6 14 I, P, K
markets.
Tema 5 | Competitiveness of
Russian tourist companies 24 3 6 15 I, P, K
in the global market.
Tema 6 | Technologies for
promoting tourism
products in the declared 24 3 6 15 A, P, K
markets.
[IpomexxyTouHas arrecramus Koncyaprammi — 2/1,5 3auer cu
OLIEHK O
Beero (akaa/actp): 11‘3‘;/ 20/12 36/27 86/64,5

IIpumeuanue: * JIH — oenosas uepa, K — keticol, P — peghepam




3aounan ¢hopma odyuenusn

Ne ni/m HaumeHoBaHMe TeM O0beM JUCHMIIMHBI (MOAYJIsT), Yac. dopma
U/WJIM pasieaon Bcero KonrakTHas padoTa CP TeKYIero
o0y4aromuxcs ¢ nmpenogaBaTejeM KOHTPOJIA
M0 BUIaM YUeOHBIX 3aHATHIl ycneBaemMocTH*,
J/10T JIP/ 3/ KCP NMPOMEeKyTOYHOM
AOT | A0T aTrrecTalnuu
Tema 1 | Tourist market as a sphere
of manifestation of 20 2 2 16 N, P, K
economic relations.
Tema 2 | Concept and essence of
actual problems of
development of the 18 2 2 14 U, P, K
market of the tourist
industry.
Tema 3 | Segmentation of the 22 i 2 20 JUA, P, K
tourism market. T
Tema 4 | Definition of target tourist | 4, i 2 30 I, P, K
markets. T
Tema 5 | Competitiveness of
Russian tourist companies 24 - 2 22 JU, P, K
in the global market.
Tema 6 | Technologies for
promoting tourism
products in the declared 22 ) 2 20 A, P, K
markets.
[IpomexxyTounas arrecranus 43 Koncyaprammi — 2/1,5 3auer cu
OLIEHKOM
Bcero (akan/actp): 144 4 ‘ ‘ 12 ’ 2 ’ 122

3.2. Conep:xanue TMCUMNIHHBI
Topic 1. Tourist market as a sphere of manifestation of economic relations.
The concept and essence of the world tourist and recreational market. Functioning of economic laws
in tourism. Functions of the tourist market (realization of value and consumer value contained in the
tourist product; organization of the process of bringing the tourist product to the consumer; economic
provision of material incentives to work). Subjects of the tourism market (tourists as consumers of
tourism products, tour operators and travel agents). The concept of the capacity of the tourist market.
The concept of the volume of implementation of individual tours.
The concept of the volume of implementation of individual tours. The dependence of the capacity of
the tourist market on the solvency of the population, the price level, the size of the tourist offer. The
mechanism of functioning of the tourist market. Tourist circulation as a system of legal and economic
relations between a tourist and a travel agency. Analysis of the directions of cash flows in the tourism
market.

Topic 2. Concept and essence of actual problems of development of the market of the tourist
industry.

Types and trends of modern tourist and recreational markets. Actual problems of the development of
the tourism industry market at the regional, Russian and world level. Seasonality as the main problem
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of the functioning of the tourist market. Primary (natural-climatic) and secondary (economic,
demographic, etc.) factors of seasonality of tourist markets. The coefficient of seasonality of tourist
markets. Influence of the seasonality coefficient of tourist markets on the structure of employment of
workers in the tourism industry.

Topic 3. Tourist market segmentation.

Analysis of criteria for segmentation of tourist markets (geographical, social, psychological). Four
geographical segmentation zones (first: Black Sea, North Caucasian, Caspian Azov regions; second:
Central, Northwestern, Western, Volga, Ural regions; third: Ob-Altai, Yenisei, Pribaikalsky, Far
Eastern regions; fourth: North). Analysis of the factors of proximity and remoteness of tourists from
target markets. Signs of the social criterion of segmentation (income level; age sign; family life
cycle).

Signs of the psychological segmentation criterion (motive for the trip; psychological portrait of the
tourist; vehicles, food and accommodation; duration of the trip). Kinds and types of clients. Factors
of formation of consumer behavior in the tourist markets. The factor of free time of the population as
an indirect factor in the segmentation of the tourist market. Choice of target market segments.

Topic 4. Determination of target tourist markets.

Criteria for target tourism markets (number of market segments, identification of the most profitable
ones, etc.). Factors of the target tourism market coverage strategy (company resources; degree of
product homogeneity; stage of the product life cycle; degree of market homogeneity; marketing
strategies of competitors). Assessment of innovative and technological risks in the target tourism
markets, planning, in this regard, the territorial design of tourism activities. Modern consumer society
in target tourism markets: sociocultural analysis. Scheme of positioning competitive products in
target tourism markets. Analysis of the position of monopolists in the target tourist markets. The
effect of economic laws on target tourism markets (the law of value, the law of supply and demand,
the law of competition).

Topic 5. Competitiveness of Russian travel companies in the global market.

The concept of the country's competitiveness in the global tourism market. Assessment of the
competitive advantages of Russian tourism companies in the local and global market. Strategy for
managing the competitiveness of Russian tourism companies. Criteria that determine the priority
areas of activity of Russian tourism companies in order to ensure competitiveness in the market.
Russian tourism industry as an economic system. Actual problems of development of the Russian
national tourism industry. Ways to improve the competitiveness of the national tourism industry.
Indicators of the competitiveness of national tourism production in the world market. Analysis of the
possibility of state participation in increasing the competitiveness of the national tourism industry.
Self-regulation of the tourism market and its prospects in Russia. Analysis of consumer preferences
of clients and methods of stimulating sales of travel services as factors that ensure the
competitiveness of Russian tourism companies.

Topic 6. Technologies for promoting tourism products in the declared markets.
Marketing of the market of consumers of tourist services. Types of marketing (mass, product-
differentiated marketing, target marketing). Analysis of factors influencing tourist demand. Types of
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demand for a tourist product. Formation of the range of tour packages. Types and types of advertising
technologies. PR-actions as a tool for promoting goods. Consumer incentives. The concept of a brand
as a factor in the recognition of a tourist product. Kinds and types of brands. The methodology for
compiling emotional brands of a tourist destination in accordance with the characteristics of the
psychological perception of different age categories and social segments of the market.

4. MaTepuaJjbl TEKYIIero KOHTPOJIsI YCIIeBAeMOCTH 00y4alomuxcst
4.1. B xone peammzauuu aucuuiiiudbl b1.B./[B.01.01 «®axkmopwvl pazeumus mypucmcKkux
PoIHKo6 0en06ozo u coovimuiinozo mypusma | Factors of development of tourist markets for
business and event tourismy HCHOJAB3YIOTCA CJEAYIOIIHEe METOAbI TEKYIIero KOHTPOJIsS
yCIIeBaeMOCTH 00Y4aroIIUXCs:
Ilpu nposedenuu 3anamuil J1eKYUOHHO20 muna: JEKUUOHHBIM MeToa (Jekuus-oecena),
YCTHBIH OIIPOC.
npu npoedeHuU 3aHAMULL CEMUHAPCKO20 Muna.: 1enoBas urpa, pedepar, Kkeic-cTaau.
npu KOHMpoie pe3yibmamos CamoCmosmenbHol pabomel Cmyoenmos. CaMOCTOSTEIbHOE
W3Y4YCHHUE JHUTEpaTyphl; TOMAIIHUE 3aJaHUs, KOTOphIe BKIIOYAaeT B ceOs BBHINOJIHEHHE
pPa3IMYHOTO poja 3aJaHU, KOTOPhIE OpPHUEHTHUPOBAaHBI Ha Ooliee TIIyOOKOE YCBOCHHE
MaTepuaga U3y4yaeMou JUCUUIUIMHBI; MOJTOTOBKAa K CEMHUHAPCKUM 3aHSTHUSM; MOJATOTOBKA K
9K3aMEHY.

B cayuae peanuzayuu oucyunaunvt 6 JJOT chopmam 3a0anuti adanmupogarn 0is niamgopmol
Moodle.

4.2. TunoBble MATEPHUAJIBI TEKYIIET0 KOHTPOJIS YCIIEBAEMOCTH 00yYAKOIIUXCSH
TunoBble olleHOYHBbIe MaTepHuabl MO TeMe Nel-6

IIpumepHasi TeMaTHKA /1€JIOBBIX UTP

Cmooenupytime u Hayuumecb HAXOOUMb caAMble ONMUMANbHbIE peulenus Ou3Hec-3a0ay 8
npoyecce uepvl, 4mooOvbl NpU BO3HUKHOBEHUU DealbHOU cumyayuu O0vbimb CHOCOOHBIM NPUHAMD
€OUHCMBEHHO NPABUTIbHbLE PeUleHUs.

1. Business game ""Associative series™.

During the passage of the business game, students get acquainted with the basic concepts of the
discipline, fill in the abstract-organizer for each term 10 associations. Processing data and drawing up
graphs based on the results of the work.

2. Innovation in the process of producing a tourist product based on market demands.

To develop, on the basis of the studied material, a tourist product. Demanded in the market.
Describe its symbols and meanings based on the listed concepts of markets. Make his presentation.

3. Solution of thematic cases: **Singlatons - who they are, their preferences and behavior."
Visual cases: "Slow life" as a demanded market

4. The market of emotions in the marketing field of tourism. Conduct a comprehensive
analysis of target and emotional business and event markets. Find points of interaction.
5. Develop emotional ways to advertise the selected tourism product.

IIpumepHasi TeMaTuka pedepaTon
Ilpoananusupyume, oyenume, cpagHume u yKaxcume ceoe OMHOULeHUe K 3ampoHymou meme.
1. Competitiveness of Russian tourist companies in the global market.
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2. Assessment of the competitive advantages of Russian tourism companies in the local and
global market.

3. Strategy for managing the competitiveness of Russian tourism companies.

4. Criteria that determine the priority areas of activity of Russian tourist companies in order to
ensure competitiveness in the market.

5. Russian tourism industry as an economic system.

6. Actual problems of development of the Russian national tourism industry.

7. Ways to improve the competitiveness of the national tourism industry.

8. Indicators of the competitiveness of national tourism production in the world market.

9. Analysis of the possibility of state participation in increasing the competitiveness of the
national tourism industry.

10. Self-regulation of the tourism market and its prospects in Russia.

11. Analysis of consumer preferences of customers and methods of stimulating sales of travel
services as factors that ensure the competitiveness of Russian tourism companies.

12. Technologies for promoting tourism products in the declared markets.

13. Marketing of the market of consumers of tourist services.

14. Types of marketing. Analysis of factors influencing tourist demand.

15. Types of demand for a tourist product.

16. Formation of the range of tour packages.

17. Types and types of advertising technologies.

18. PR-actions as a tool for promoting goods.

19. Stimulation of consumers.

20. Kinds and types of brands.

21. Methodology for compiling emotional brands of a tourist destination in accordance with the
characteristics of the psychological perception of different age categories and social segments of the
market.

IIpumepHbIe Keiic-cTaau

IIpoananusupyiime ungopmayuro, onpedenume, yCMaHogume u yKax3#cume c60e OmuHouleHue K
3ampoHymou meme, chopmyaupytime omeemsl Ha 60NPOCHL.

Case study 1: Estates as a unique means of collective accommodation in the context of the
development of cultural and educational tourism in the Moscow region

Questions and tasks of the case:

1. Would it be reasonable to use estates as a means of accommodation for business tourists?

2. Could estate tours extend the stay of foreign tourists with high solvency in Moscow and the
Moscow region?

3. What types of tourism do estates have good compatibility with?

4. How fundamental should one be in terms of the quality of restoration work in estates,
bearing in mind that the cost of restoration work grows exponentially as the quality improves?

5. In what other regions of Russia could estates become a significant factor in the development
of regional tourism, including as a means of accommodation?

Case study 2:
1. To study the dynamics of European countries leaders in the development of tourism. Which
countries in the ranking of leaders have strengthened their positions, and which countries have
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relatively weakened their positions? When preparing an analytical report, it is advisable to use the
materials of the WEF Travel and Tourism Competitiveness Report.

2. Find explanations why Spain as a whole has more annual revenue from tourist visits than
France. Try to predict the situation for 10-20 years: does France have a chance to become a leader on
the European continent, or will it remain “always second” in the tourist sense?

3. Are there any prerequisites for the fact that in developed countries the share of the population
employed in servicing tourists will increase? List those factors that, in your opinion, could favor and

hinder this process.

4. Give examples of economically developed countries that may have become too dependent on the
tourism industry. How could they reduce the risks of such addiction?

5. OIIeHO‘lHLIe MaTepHuaJabl HpOMe)I(yTO'lHOﬁ aTrrecTalnuu 1mo JMCHMIIIMHE

5.1. 3auer ¢ OLlEHKOM MpoOBOAUTCHA C IIPUMEHCHUEM CJICAYIOIIUX METOA0B (Cpe)ICTB): B paMKax

CIAa4y 3a4€Ta C OLCHKOM IIPEAYCMAaTPUBAETCS YCTHBIM OTBET CTYACHTOM Ha IOJIYYEHHBIN BOIPOC.

B cnyuae nposedenus npomescymounou ammecmayuu 6 OUCMAHYUOHHOM  pedcume
ucnonvzyemcs niameopma Moodle u Teams.

5.2. OueHoYHbIe MATEPHAJIbI IPOMEKYTOUHOM ATTeCTAMH

KoMmnonenT IIpomexyTOYHBIN/KIH04Y€eBOMH Kpurepuii ouennBanus

KOMIIETEHI[M U WHIUKATOP OICHUBAHUS
VK-1.2 CriocobeH | PaspabatbiBaeT crpareruro aocTikeHus | Kpurtuuecku OIICHEHA HaJIe’KHOCTh
pa3pabatsiBaTh IIOCTaBJIECHHOU JA(SH) 05 KaK | ICTOYHUKOB WHPOPMALTUH. PaboTa
CTPATEeTHIO  JIOCTIDKCHHS | TIOCJICAOBATEIbHOCTD IIAT0OB, TPEABHIS | TPOBEICHA c MPOTUBOPEUNBON
MOCTABIICHHON MENMM Kak | pe3ylbTaT KaKAOro W3 HUX U OIICHWBAs | vHGopManueil H3 pa3HbIX  HCTOYHUKOB.
[10CJIENOBATEIBHOCTD UX BIMSHUE Ha BHEIIHEE OKpYyXeHHE | BepHo OIIpEEJIEHBI poOebI B
11aroB, NPEIBHUIS | ITAHUPYEMOH  JEATENLHOCTH W Ha | MHGOpMaIK, HEOOXOAUMOW JJIsl pelIeHUs
pe3ynbTaT KaKAOTO W3 | B3aUMOOTHOINICHHS YYACTHUKOB OSTOM | MPOOIEMHON CHTYyalluu, U CIPOCKTHPOBAHEI
HUX HW OUCHUBATh HX | ACATCIBbHOCTH. IMPOLECCCHI 10 X YCTPAHCHUIO.
BJIIMAHUC Ha BHCUIHEEC
OKpYKEHHE TIaHUPYEMOH
JACATCIIbHOCTHU u Ha
B3aNMOOTHOIIICHUA
YYaCTHUKOB 3TOM
JIeSITETIbHOCTH.
IIKc-5.3 Cnocoben | Dopmupyet 1aH peanuzanuu | ChopMUpOBaHbI HaBBIKU BIIAZICHUS
(hopmHpoBaThH IUIAH | CTPATETHH TYPUCTCKOTO MPEANPHUATHS C | KyIbTYpPOH  CTPATETHUECKOr0  MBIIUICHHUS,
peanu3alnuyd  CTPATETHH | UCTIOJIb30BAHUEM MPOrPAMMHO-IIETICBOTO | CIIOCOOHOCTHIO K BOCHPHUATHIO, 00OOIIECHHIO
TYPUCTCKOTO IOAX0/1a. W CTpaTermyeckoMy aHalu3y WH(OpMaIuH,
TPENPHUSITHS c NOCTAHOBKE IIeJIM W BBIOOPY TMyTei ee
UCTIOJIb30BAaHUEM JIOCTHOKEHHS nprueMaMu paspaboTKu

MIPOrpaMMHO-IIENIEBOTO
MOJIX0/1a.

Pa3IMYHBIX THIIOB CTPATETUH.
OOyuaromuiics BiIaieeT HABBIKAMH: OICHKU
3¢ (EKTUBHOCTH YIIPABICHYECKUX pPEIICHHIN
10 BHIOOPY KOHIICTIINY, Pa3padOTKY U TIaHa
peauzanuu CTpaTeruu pa3BUTHSA
MpennpusITuii chepbl Typu3Ma

Tunosbie OLleHOYHBIC MAaTEPHAJIbI IPOMEKYTOYHON aTTECTALIUH

Bomnpocsl k 3auery
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H3znoxcume meopemuueckue O0CHO8bL N0 OAHHOU meme (Oaiime onpeodeeHus,
nepeuuciume u Hazoeume) u 000CHylime (apzymeHmupyiime u npPoOOeMOHCmMpUpYyiime) ceoe
OmHowenue K OAHHOU meme (Ha KOHKPemHoM npumepe):

. Tourist market as a sphere of manifestation of economic relations.

. The concept and essence of the world tourist and recreational market.

. Functioning of economic laws in tourism.

. Functions of the tourist market.

. Subjects of the tourist market.

. IloHdatrne eMKOCTH TYPHUCTCKOI'O PbIHKA.

. The concept of the volume of implementation of individual tours.

. Dependence of the capacity of the tourist market on the solvency of the population, the price level,
the size of the tourist offer.

9. The mechanism of functioning of the tourist market.

10. Tourist circulation as a system of legal and economic relations between

tourist and travel agency.

11. Analysis of the directions of cash flows in the tourism market.

12. Concept and essence of actual problems of development of the market of the tourist industry.
13. Types and trends of modern tourist and recreational markets.

14. Actual problems of the development of the tourism industry market at the regional, Russian and
world level.

15. Seasonality as the main problem of the functioning of the tourist market.

16. Primary and secondary factors of seasonality of tourist markets.

17. Coefficient of seasonality of tourist markets.

18. Influence of the coefficient of seasonality of tourist markets on the structure of employment of
workers

tourism industry.

19. Segmentation of the tourist market.

20. Analysis of criteria for segmentation of tourist markets.

21. Four geographical segmentation zones.

22. Analysis of factors of proximity and remoteness of tourist centers from target markets.
23. Signs of the social criterion of segmentation.

24. Signs of the psychological criterion of segmentation.

25. Kinds and types of clients.

26. Factors in the formation of consumer behavior in the tourist markets.

27. The factor of free time of the population as an indirect factor of segmentation

tourist market.

28. Choice of target market segments.

29. Definition of target tourist markets.

30. Criteria for target tourism markets.

31. Factors of strategy of coverage of target tourist markets.

32. Assessment of innovative and technological risks in the target tourism markets,
planning, in this regard, the territorial design of tourism activities.

33. Modern consumer society in the target tourism markets: sociocultural analysis.

34. Scheme of positioning competitive products in the target tourism markets.

35. Analysis of the position of monopolists in the target tourist markets.

00O N O Ol &~ W N P
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36. The effect of economic laws in the target tourism markets.
37. The concept of a brand as a factor in the recognition of a tourist product.

IIxaja oueHUBAHUA

OueHka pe3ynbTaToB MPOU3BOAUTCA  Ha ocHOBe I[loyokeHHs O TeKyleM KOHTpOJe
yCIIEBAEMOCTH OOYYAIOIIUXCS U MPOMEKYTOUHOM aTTECTallMd OOEraroiuxcs mo o0pa3oBaTelbHBIM
IporpaMMaM  CpeIHero  MpPOQECCHOHAIBHOTO M BBICHIETO 00pa3oBaHus B  (enepalbHOM
roCy/lapCTBEHHOM  OIO/DKETHOM|  00pa3oBaTeIbHOM  YUPEKICHUHM  BBICHIETO  OOpa30BaHHS
«Poccuiickas akageMuu HaApOJHOI0 XO34WCTBA M TOCYIapCTBEHHON ciyxObl npu Ilpesunenrte
Poccuiickoit @enepanun», yreepxaeHHoro llpukasom Pextopa PAHXul'C npu Ilpesunente PO
ot 30.01.2018 r. Ne 02-66 (n.10 pa3nena 3 (mepBbiii a03am) u mn.11), a Takke Pemenuss YueHoro
coBeta CeBepo-3anagnoro uncruryra ynpasienus PAHXul'C npu IIpesunente PO ot 19.06.2018,
nporokos Ne 11.

3adeT ¢ OEHKOM

Ha «OTIM4YHO» OICHHMBAaeTCsl OTBET, JEMOHCTPUPYIOIIMH TIIyOOKOe 3HAaHUE BCEro
IIPOrpaMMHOT0 MaTepuaja MO AMCLUUIUIMHE, CBOOOJHOE BIIAJICHUE MOHATUIHBIM ammnaparomM H
TEPMUHOJIOTUEN JUCIUIUIMHBI, 3HAHKE OCHOBHOM M 3HAKOMCTBO C JOIOJHUTEIBHON JIMTEPATyPOU.

Ha «xopomo» OIeHHBaeTCs OTBET, JEMOHCTPUPYIOIIMH 3HAHWE KIIOYEBBIX IMpoOIeM
IIPOrpaMMBbl U OCHOBHOI'O COJEP’KAaHMs JIEKIMOHHOIO Kypca, YMEHHE I0JIb30BaThCS IOHATHHHBIM
anmapaTroMm, 3HaHUE OCHOBHBIX paboT M3 CIHCKA PEKOMEHI0BAaHHOH JINTEpaTypHhI.

Ha «ynoBJIeTBOPUTEJILHO» OLIEHUBAETCS OTBET, IEMOHCTPUPYIOIIUHI UL (parMeHTapHbIe
3HAHHUSA OCHOBHBIX pa3JeJIOB IPOrPaMMbl M COJEP)KaHUS JIEKIUOHHOTO Kypca, 3aTPYOHEHMS C
HCII0JIb30BAHNEM IIOHATUHWHOTO amnapara U TEPMUHOJIOIMM JUCLUIUINHBL, YACTUYHOE 3HAKOMCTBO C
PEKOMEHI0BAaHHOU JIMTEPATYPOH.

OneHka «HeyI0BJIeTBOPHTEJIbHO» CTaBUTCA TIpPU OTCYTCTBUH JHOO OTPHIBOUHOM
Mpe/ICTaBIeHUH Y4eOHO-IIPOrpaMMHOI0 MaTepuana, OTCYTCTBUU 3HAHMSI OCHOBHBIX paboT U3 CIMCKa
PEKOMEHI0BAaHHOM JIUTEPATYPBI.

OneHka «OTJIMYHO» BBICTABISETCA CTYIEHTY, €CIM OH TIJIYyOOKO M IPOYHO YCBOWII
IIPOrPaMMHBIM MaTepuall, WCYEPIBIBAIOIIE, MOCIEI0BATEIbHO, YE€TKO U JIOTMYECKH CTPOWHO €ro
U3JIaraeT, yMeeT TECHO YBS3bIBaTb TEOPUIO C IPAKTHKOW, CBOOOJHO CIIpaBiIseTCS C 3ajadyami,
BOIIPOCAaMHM U APYTMMHU - BHJAMU IPUMEHEHUsS 3HAHUM, NIPUYEM HE 3aTPyIHSAETCS C OTBETOM IIPH
BUJIOM3MEHEHUM 33JaHMM, MCIONB3yeT B OTBETE MaTepuall pa3iIu4HON JIMTEpaTypsl, NPABHIBHO
00OCHOBBIBAaET NPHUHATOE HECTaHJAPTHOE pEIICHHEe, BIAJACET PA3HOCTOPOHHMMU HABBIKAMU H
MIpHUEMaMHU BBITIOJTHEHUS MPAKTUYECKUX 3a/1a4 110 (POPMUPOBAHUIO KOMIIETEHIUH.

6. MeToanyeckue MaTepuaJibl 10 0CBOCHHIO TUCHUIIIMHBI

CTYJIGHT AOIMYCKACTCA K 3a4€Ty IO AUCHUIINIMHE B CJIy4dac BBIIIOJHCHHA WM BCCX SaHaHI/Iﬁ u
MEPOIPUATHH, TPETYCMOTPEHHBIX TPOrPaMMON TUCIIUIINHEL.

3a4yer ¢ OLEHKOW NPOBOIUTCS B MEPUOJ CECCHU B COOTBETCTBHU C TEKYIIUM TpadukoM
y4eOHOro Tmpoliecca, YTBEP)KICHHBIM B COOTBETCTBMM C ycTaHOBJIeHHbBIM B C3UY mnopsakom.
IIpoaoMmKUTENBHOCTD 3aueTa C OLEHKOM JUIsl KaKJOro CTYAEHTAa HE MOXET NPEBBIIIATh YETHIPEX
aKaJIEeMUYECKNX YacOB. 3a4eT C OLIEHKON He MOKeT HaunmHaThes paHee 9.00 4acoB M 3aKaHUMBATHCS
no3aHee 21.00 daca. 3adyeT ¢ OLEHKOHM MPOBOAMTCS B ayJUTOPHH, B KOTOPYIO 3aIllyCKarOTCs
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OJTHOBPEMEHHO He Oojee 5 dyenoBeK. BpeMs Ha MOATOTOBKY OTBETOB IO OWIETYy KaxaAOMy
oOyuatomemycs orBoautcs 45 MuHyT. [Ipu siBKe Ha 3a4eT ¢ OIEHKON O00ydJaromuiicss JOMKEH HMETh
npu cebe 3adeTHYIO KHIDKKY. Bo BpeMs 3adera ¢ oOueHKOW — oOyyarommuecss MO pELICHHUIO
IpernojaBaTesis MOTYT II0Jb30BaThCsl y4YEOHOM NPOrpaMMOM JIUCUUIUIMHBI M CIIPAaBOYHOM
JIATEPATYPOl.

B caywae mnpoBeneHHs 3adera, IPENONABATENI0 IPEJOCTABIAETCS IIPaBO  3aJaBaTh
MarucTpaHTaM JOIOJHHUTEIbHBIE BOIPOCH! B paMKax paboyeil yuyeOHOM IporpamMMbl JUCLMILIMHBI B
o0beMe, He mIpeBbllatolleM o0beMbl Owiera. Ilpu cpaue 3auera, MarucTpaHT, UCHBITHIBAIOLIMN
3aTpyJHEHHUS INIPU INOATOTOBKE K OTBETY II0 BOIPOCY, UMEET MpPaBO IOJIYYUTh Y IPENOJaBaTelIs
BTOPOI BONPOC C COOTBETCTBYIOLUIMM IIPOAJIEHUEM BPEMEHHM Ha MOAroToBKYy. llpm »sToMm
OKOHYAaTEJIbHAs OLEHKA CHUKAETCs Ha ouH Oay1. BeiOop TpeThero Bompoca He J0IycKaeTcsl.

OneHka 3a 3a4eT IMPOCTABISAETCS B SK3aMEHAILMOHHOM BEAOMOCTH U 3aU€THBIX KHMIKKAX
MarucTpaHTOB, IPU 3TOM OLIEHKH «HE3a4YET» B 3aUETHYIO KHUKKY MaruCTpaHTOB HE MPOCTABJISIOTCS.

O6yuenne mno guctummHe b1.B.JIB.01.01 «®akTopbl pa3BUTHA TYPUCTCKUX PHIHKOB
nenoBoro u cobbiTuiiHoro typusma / Factors of development of tourist markets for business and
event tourismy mpeamnosiaraeT U3y4eHHe Kypca Ha ayJAMTOPHBIX 3aHATHIX (JICKIIMU U MPAKTHYECKUE
3aHATHUS) U CaMOCTOSITEIbHOM pabOThl CTYJIEHTOB, BKJIIOYas MOATOTOBKY K 3a4éry. Ilpaktnueckue
3aHaTus guctumuimael b1.B.JIB.01.01 «®akTopbl pa3BUTHUSI TYPUCTCKHUX PBIHKOB JI€JIOBOIO U
coosiTuitHoro Typusma / Factors of development of tourist markets for business and event tourism»
MIPENIoIaraloT UX MPOBEACHUE B Pa3IMYHbIX (OpMax C IEJIbIO BBISABICHUS NOJYyYEHHBIX 3HAHUM,
YMEHUH, HABBIKOB ¥ KOMIIETCHIIUH.

Iloozomoexa k nekyuu
C nenpio obecneyeHus yCemHoro 00yueHust CTyIeHT JOJKEeH TOTOBUTHCS K JIEKIINH,
IIOCKOJIbKY OHa SIBJII€TCS BayKHeHel Gpopmoiil opranuzanuu yueGHOro npouecca, oCKoIbKYy:
— 3HAKOMMT C HOBBIM Y4€OHBIM MaTepHAJIOM;
— pa3bsiCHsET ydeOHbIE 3JIEMEHTBI, TPYIHbIE 17151 TOHUMAHUS;
— CHCTeMaTU3UpPYyeT yueOHbII MaTepHalt;
— OpHUEHTHPYET B yueOHOM Mpoliecce.
Iloozomoexa K neKyuu 3aK1104aemcs é c1edyruiem:
— BHHMATEJIbHO IPOYUTANTE MaTEpUall MPEAbIAYIIEH JIEKLINH;
— Y3HaiiTe TeMy NpeACTOosIeH JeKIUH (10 TEeMaTHYeCKOMY IUIaHy, 10 HH(POPMALIUH JIEKTOpa);
03HAaKOMbBTECH C YUEOHBIM MaTepUaIOM MO YYEOHUKY U Y4€OHBIM [TOCOOUSIM;
rocrapaiTech ysICHUTb MECTO U3y4aeMOW TEMBbI B CBOEH NMpoQeccuOHaNbHON MOATOTOBKE;
3aMUIIUTE BO3MOXHBIE BOIPOCHI, KOTOPBIE BbI 3a/1aJJUTE JIEKTOPY Ha JIEKIUH.
Iloozomoexa kK npaKkmuueckum 3aHAMUAM:
— BHUMATEJIbHO IPOYMUTANTE MaTepuan JIEKIUN OTHOCAIIMXCA K JaHHOMY CEMHUHApCKOMY
3aHSTHIO, 03HAKOMBTECH C YU€OHBIM MaTEPHUAJIOM IO YYEOHUKY M Y4€OHBIM ITOCOOUSIM;
— BBIIUIINATE OCHOBHBIE TEPMUHBI;
— OTBETbTE HA KOHTPOJbHBIE BOIMPOCHI MO CEMHUHAPCKUM 3aHATUSM, TOTOBbTECh JaTh
pa3BEpHYTHIN OTBET Ha Ka)KJbli U3 BOIIPOCOB;
— YSCHHUTE, KaKue y4eOHbIe JIEMEHThI OCTAJINCh ISl BaC HESICHBIMU U MOCTapalTech MOIYYUTh

Ha HHUX OTBET 3apaHee (A0 CEMMHApPCKOTO 3aHATHS) BO BpEMsS TEKYUIMX KOHCYJIbTalUN

IIpenoaaBaTess;

— TOTOBUTHCS MOXHO WHIMBUAYAJIbHO, MMapaMU WK B COCTaB€ MaJiOW TPYMIbI, MOCIEIHUE

ABISAIOTCS 39 (HEeKTUBHBIMU (POPMAMU PAOOTHI.
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Iloozomoeka Kk onpocy TpeCTaBIsAeT COOON MPOSKTUPOBAHUE CTYAECHTOM OOCYXKIIEHHs B IPYIIIE B
¢dopme quckyccun. B aTHX memnsx cTyaeHTy He0OX0IuMO:

— CaMOCTOSITENILHO BBIOpATh TeMy (TIpobIIeMy) AJist TPOBEICHUS OMPOCa;

— paszpaboTaTte  BONpPOCH, MPOAYMaTh TNPOOJIEMHBIE CHUTyaUud (C  HCHOJIB30BAHHUEM

MIEPUOINIECKOM, HAYYHOH JIUTEpaTyphl, a TAKIKE HHTEPHET-CATOB);
— pa3paboTarh IJIaH-KOHCIIEKT OOCYKICHHS C YKa3aHHEM BPEMEHHU OOCYKICHHS, BOIPOCOB,
BapHaHTOB OTBETOB.

BriOpannas crygeHTom Tema (mpobiieMa) NOKHA OBITh aKTyallbHa Ha COBPEMEHHOM JTare
pa3BUTHSL, JOJDKEH OBITH MPEICTABJICH MOAPOOHBIN TUIAH-KOHCIEKT, B KOTOPOM OTPa)KEHBI BOIIPOCHI
UL JMCKYCCHH, BPEMEHHOW periaMeHT OOCYXJICHUs, IaHbl BO3MOXKHBIC BapHAHTHI OTBETOB,
WCIOJIb30BaHBI IPUMEPHI U3 HAYKH U TTPAKTHKHU.

MeToauyeckne yKa3aHUs M0 OPraHU3aIHU CAMOCTOSITEILHOI padoThI

CamocTosTenbHas BHeayJUTOpHas padoTa o KypCy BKIIIOUAeT U3ydyeHUue yu4eOHON U HaydHOI
JTUTEpPaTyphl, TMOBTOPEHUE JIEKIIMOHHOTO MaTepuana, MOArOTOBKY K MPAaKTHUYECKUM 3aHATHSAM, a
Tak)Xe K TeKyIIeMY H UTOTOBOMY KOHTPOJIIO.

[IpakTHyeckue 3aHATHS MPEIyCMAaTPUBAIOT COBEPIICHCTBOBAaHHE HAaBBIKOB pabOTHI C
AyTeHTUYHBIMU TEKCTaMU M JIEKCUKO-TPAMMAaTHUYECKUM MaTepuaioM, METOAOJOTHH HW3Y4YEeHUS
MPEIMETHOM crienu(puKe Kypca

Bompocel, He paccMOTpeHHBIE Ha JIEKUUSIX M TPAKTUYECKHX 3aHITHSAX, JOJKHBI OBITH

M3yYeHbl MAaruCTPAaHTAMHU B XOJ€ CAMOCTOSTENbHON paboThl. KOHTPOIB caMOCTOATENBbHON paboThI
MarucTpaHTOB HaJ y4eOHOM MpOrpaMMor Kypca OCYIIECTBIAETCS B XOJI€ MPAKTHUUECKUX 3aHATUN
METOJIOM YCTHOTO OMpOoca WK OTBETOB Ha KOHTPOJIbHBIE BOIPOCHI TeM. B xole caMocTosTenbHON
paboThl KaXAbI MAarUCTPaHT OO0S3aH MPOYUTATH OCHOBHYIO M 0 BO3MOXHOCTHU JIOMOJHHUTEIBHYIO
nuTepatypy 1o uszydaemod Teme. OOydaromuics JOJDKEH TOTOBUTHCA K MPEACTOSIIEMY
MPAKTUYECKOMY 3aHSATHUIO MO BceM, O0O3HAYEHHBIM B METOIWYECKOM mocobuu Bompocam. He
MIPOSICHEHHBIE (IMCKYCCHOHHBIE) B XOJI€ CAMOCTOSTEIHHONW PabOTHI BOIPOCHI CIENYeT BHIMUCATH B
KOHCTICKT JICKIIMWA U BIOCEACTBUY MPOSICHUTH UX HA MPAKTUYCCKUX 3aHITHIX WIN WHIUBUIYAITbHBIX
KOHCYJIbTAIUAX C BEAYIIUM MPEN0JIaBaTENEM.
CamocrosiTenpbHass padoTa OOYyYaIONIMXCS TPEANOJaraeT M3ydeHHe B COOTBETCTBUMU C JIAaHHBIMU
METOJAMYECKUMHU PEKOMEHIAIUAMH YYEOHOW M HAyYHOU JUTEpaTyphl, HOPMATUBHBIX JTOKYMEHTOB,
JAHHBIX HAy4YHBIX HCCJIEJIOBAHMI, MaTepUaliOB HHTEPHET-UCTOUYHHUKOB, a TAKXKE  BBIIOJHEHHE
MPAKTUYECKUX 3a/JlaHui, TMOATOTOBKY JIOKJIAI0B U pedepaTa, MOATOTOBKY K TECTUPOBAHHUIO U
KOHTPOJBHON paboTe, K OMpocaM Ha 3aHATUAX U K 3aUeTy. PekoMeHIanuu 1o Hay4yHo#l JuTepaType,
MH(OPMAIIMOHHBIM UCTOYHUKAM U y4EOHO-METOJUIECKOMY 00ECTIEUEHUIO0 CAMOCTOSTENBHON PabOThI
coJiepkatcs B paznenax 6 u 7 nannoit PIT/I.

Y4eOHO0-MeTOAMUYECKOE 00ecIeYeHHe CAMOCTOATEIbHON padoThl
1. Apxansix E.B. Hayunas pabGota: pazpaboTka KOMILIEKCa MapKETHHIOBBIX KOMMYHMKAIMI Ha
npumMepe roctuHnyHoro komiuiekca Holiday-Inn-Moscow - ¢.54-63, Mocksa, 2005., 476c.
2. bapanenxo, Cepreii IlerpoBuu. MHHOBanMoHHBIM MeHeKMEHT [TekcT]:yueOHO-MeTOANYECKHit
KoMILUIeKe : yuyeOHoe mocobue s By30B/C. II. bapanenko, M. H. lynun, H. B. JIscHUKOB.-
Mocksa: entpnonurpad,2010. c. 286
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3. bepkyroBa, TaThsiHa AnekceeBHa. MapKeTHHTOBblE KOMMYHHKanuu [Tekct]:yueOHOe mocoOue
st By30B/T. A. bepkyroBa.-Pocto-Ha-/lony: @ennkc,2008.-254 c.

4. Bunorpanosa, Tarbsana BnagumupoBHa. TexHOJOrus MpoJax YCIyr TYpPUCTCKON HHIYCTPHUH
[Texcr]:yuebnuk s By3os/T. B. Bunorpanosa, H. /. 3akopun, P. 1O. Tybenuc ; banruiickas
aKaJieMus TypusMa M npeanpuHumarensctsa.-M.:Akanemus,2010., 238 ¢ .

5. Tl'anTep, bappu. Tunbel notpeduteneii : BBeaenue B ncuxorpaduky [Tekct]=Amn untroduction to
psychographics:[npaktudeckoe nocooue]/b. 'antep, A. @epuxam ; [mep. ¢ anrn. H. Kauanosa, JI.
Hapyk; mox Hayd. pen. M. B. Auapeesoii].-CII6. [u ap.]:ITutep,2001.c. 298

6. I'onuapoBa, Haranes AunekcanapoBna. Paszputue Typucrckoit aectuHaruu [TeKCT]=Tourism
destination development:y4e6Hoe mocobue ans By3os/H. A. I'onuapoBa ; MHCTUTYT mcTOpHH,
MEXIYHApOAHBIX M  COLMAIbHBIX  HccienoBanuit  OnpOoprckoro  yHuBepcurera.-[b.
M.]:U3parensctBo TI1Y,2010.-151 c.

7. N.ApGy3oBa, Hanexna IOpbeBHa. TexHomorus u opraHu3anuss TOCTUHUYHBIX — YCIIYT
[Tekct]:yuebHoe mocobue mnsa By3os/H. 0. ApOy3oBa.-2-e uzn., ucnp.-M.:Axkanemus,2011.- 222
c.

8. KuppsnoBa, Jlunmus ['enHagpeBHa. MapkeTUHT H  OpPEHOUHT TYPUCTCKHMX JECTUHAIUI
[TeKCT]=Marketing and branding of tourism destinations:yue6Hoe nocobue s By3oB/JI. T
KupspsroBa ; IHCTUTYT UCTOPHUH, MEXIYHAPOAHBIX M COLMAIBHBIX UccieaoBaHuii OIb00prckoro
yauBepcutera.- [b. m.]:U3narensctBo TITY,2010.-266 c. [1.CnuBak, Bianumup AjexkcanIpoBud.
OpranuzanuonHoe moBeneHue [Tekcr]:yaeOHoe mocobme s By3oB/B. A. CnmBak.-
M.:Dkemo0,2009., c. 315

9. Konoauit H.A. HoBasg sKOHOMKa-3KOHOMHKa BIedaTieHuii: yueOHoe mocobue/H.A. Konoawmii;
WucTuTyT HWcTOpuM, MEXKIYHAPOIHBIX M COIMAIbHBIX  HccleaoBaHuid  OnbpOyprckoro
yHuBepcuteta, 2010.-329.

10.  Kpodrt, Maiikn [Ix. CermentupoBanue poiHka [Tekcr]=Market segmentation moraroBoe
PYKOBOJICTBO MO co3gaHMi0 npuObuibHOro OmsHeca/M. JIx. Kpodrt ; [mox oOm. pen. B. B.
Kynu6anogoii ; nep. ¢ auria. C. Xunbios].-CII6. [u ap.]:ITutep,2001. 123 c.

11.  TIpodeccuoHanbHbIN Typu3M: MapKETHHIOBas aHaJUTHYecKas pabora B 5 yactax, 4.2, 4.3 -
M.:Mocko -2005. - 256 c. 2. Hazaiikun A. H. «DddexTuBHOCTD pekiambl B mpecce», M.: «Mup
pekiamsl, 2004., 357 c.

12. Cunsiea, Mura MuxaiinoBHa. Mapketunr [Tekcr]:Teopus M NpakTUKa : y4yeOHUK JUIs
By30oB/MI. M. Cunsea, O. H. PomanenkoBa ; Bcepoccuiickuili 3aouHblii ¢QuHaHCOBO-
9KOHOMMYECKUN UHCTUTYT.- M.:}Opaiit,2011.-652 ¢

38}13HI/IH JJIS1 CAMOCTOSITEIbHOI MOAr0OTOBKH K 3aHATHUSM JEKIIMOHHOTO U CEMHUHAPCKOIo
THIIOB
HHI{HBH}]yaJ’[LHbIe 3aJaHus

I/IHI[I/IBI/II[yaJ'ILHOC 3aIaHUC MPECAIIoJaracT moAroTOBKY U IMpPE3CHTANIO JOKJIa[lda HAa TEMY:

1. What does the development of tourism lead to: preservation or destruction of World
Heritage sites?

2. Should tourism in Russia become a locomotive branch of the national economy?

3. Does the Russian Federation need a law on social tourism?

4. Discussion about the advisability of creating a profile ministry of tourism in the Russian
Federation.

5. Are pilgrimage and cultural-religious tourism two branches of one whole?

6. Study of consumer preferences of tourists regarding the organization
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and conducting excursions in the central regions of Russia.

7. The specifics of the services of the tourism and hospitality industry.

8. Features of the organization of domestic and international bus tours.

9. Forms of interaction between travel companies and airlines.

10. Special tourist-excursion trains and experience of their use.

11. Cruise business in the world and Russian tourist markets.

12. Accommodation facilities and integration processes in the hospitality industry.

13. Classification systems for tourist accommodation establishments.

14. Restaurant business in the tourism industry. Classification and types of catering
establishments in the tourism business.

MeTtoanyeckue peKOMEHIAUMH 110 MOAT0TOBKE K OIPOCY

VYCTHBIA ompoc SBISIETCS OJHUM W3 OCHOBHBIX CIIOCOOOB MPOBEPKH YCBOCHHS 3HAHUIA
oOyyaromumucs. Pa3BepHyTbIil OTBET CTyJIEHTa JOJIKEH MPEACTaBIATh COOO0H CBA3HOE, JIOTMYECKU
[ocJeloBaTelbHOE COOOIIEHHE Ha ONPEACICHHYI0 TeMy, IOKa3blBaThb €ro yYMEHHE HIpPUMEHSTb
OIlpeZeNeHNs], NpaBUia B KOHKPETHBIX cilydasX. OCHOBHbIE KPUTEPHUM OLEHKH YCTHOIO OTBETA:
IIPaBUIBHOCTh OTBETA 10 COJEP)KAHMIO; MTOJHOTA U TIyOMHA OTBETa; JOIMKa U3JI0XKEHUs MaTepuaia
(YuuThIBa€TCS YMEHUE CTPOUTH LEIOCTHBIN, MOCIEN0BATENbHBIM paccka3, rpaMOTHO I0JIb30BATHCS
CHEMaIbHOM TEPMUHOJIOTUEH ); HCIIOJIb30BAHUE AOIIOJIHUTEIBHOIO MaTepuaa.

[TonroroBka 00y4arOmMXCs K OMPOCY TMPEAIoiaraeT M3ydyeHHe B COOTBETCTBHUH TEMAaTHUKOM
JTMCUUIUIMHBL OCHOBHOW/ JTOTIONIHUTENFHON JIMTEpaTypbl, HOPMATHUBHBIX JOKYMEHTOB, HHTEPHET-
HCTOYHUKOB.

MeToan4yeckue peKOMeHAAIMH 10 3alIiTe KelCoB:

Keiicbl — 3T0 npoOaemMHbIe CUTYallUH, CIIEHUaTbHO pa3paboTaHHbIe HA OCHOBE (haKTUUECKOTO
MaTepuana JijIsl OleHKH YMEHHH U HaBBIKOB O0YYarOIIHXCSI.

[lens MeTOa MPUMEHEHHS KEHCOB - HAYyYUTh OOYYaIOMIMXCS, aHATU3UPOBATH MPOOJIEMHYIO
CUTYAIINI0, BOZHUKIITYIO MPU KOHKPETHOM IOJIOKEHUU JIeNI, U BbIpabOTaTh HauboJee paloHaIbHOE
pelieHue; HaydyuTh pabotaTh ¢ HWHGOPMAIMOHHBIMH HUCTOYHUKAMH, MepepadaThiBaTh W
aAHaJIM3UPOBATH UX.

Ha 3makomMcTBO u pemieHune keiica oOyuaromiemycs otBogutTcs 30 muH. OOyuaromuiics
3HAKOMHUTCA C MarepuaiioM keiica. OcMbicnuBaeT cuTyanuio. Ecnum HeoOxoaumo, cobupaer
HeoOxonuMyr0 HH(popManuio mo cutyanuu. PaccmMaTpuBaeT albTEepHATHUBBI PEIICHUS MPOOIEMBI U
HaXOJUT €€ BEepHOe WM ONTUMaibHOe pemieHue. OOydarouuiics mpe3eHTUpyeT (3alluiiaer) cBoE
pewenue. [IpenonaBaTens OEHUBAET KAUECTBO BBIITOJIHEHHUS 3aJJaHUS IO KPUTEPUSIM: THATHOCTHKH
mpoOJieMbl, KauecTBa MPENJIOKEHHN W PEKOMEHJAlMM O PEIICHHI0 Keica, KauecTBa W3JIOKEHUS
Marepuania.

Meroanyeckue peKoOMeHIalMH 110 OAr0TOBKe pedepara
Pedepar — 310 camocTosATeNbHOE, COJEpKATEIbHOE HCCIEAOBAaHHE I10 BBIOPAHHON TeEMe.
[ToaroroBka pedepara mpeaycMaTpuBaer:
- W3y4YeHHE JIMTEepaTyphl, CIPABOUYHBIX U HAYYHBIX MCTOUYHUKOB (BKJIIOYasl 3apyOexHbIE) IO TeMe
HCCIIE0BAHUS;
- CaMOCTOSTEIbHBIN aHAJIN3 OCHOBHBIX KOHLENIU 110 N3ydyaeMoil mpolieme;
- YTOUHEHHE OCHOBHBIX IIOHATUN U Hay4HBIX I10JIOKECHU;
- PE€3IOMHUPOBAHUE NTOJIYYEHHBIX BBIBOJOB.
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Crpykrypa pedepara qomKHA CITOCOOCTBOBATh PACKPBITHIO M30paHHOM TEMBI U €€ COCTaBHBIX
JJIEMEHTOB:

- BO BBEJICHUU JOJDKHO OBITh YKa3aHO: aKTyaJIbHOCTh BBIOPAaHHON TE€Mbl, €€ 3HAUUMOCTb, LU U
3a/la4r, OOBEKT U MPEAMET HCCISAOBAHUS, METOIbl IOCTHXKEHHUS TOCTABJICHHBIX IIeNIed W 3aaad,
0030p 6ubmorpaduu mo Teme paboThI;

- OCHOBHAsI 4acTh pabOTHI JOJKHA COAEPKATH HE MEHEE JIBYX TJIaB, Pa30UTHIX Ha maparpadel.

Jlenenue maparpadoB Ha mnoamaparpadsl HenenecooOpasHo. Haspanusi maparpadoB He
JOJDKHBI TIOBTOPSITH Ha3BaHHWE TeMbI pedepara. B koHme kaxkgoro maparpada U KaxAOW TIIaBbI
nenaercss HeOonblION BbIBOA. Bce yacTH MOMKHBI OBITH H3JIOKEHBI B CTPOTOM JIOTMYECKOM
IIOCJIEI0BATEIBHOCTH U B3aUMOCBSI3U.

TekcT 1enecoodpa3Ho WILIIOCTPUPOBATh CXEMaMU, TaOIHMIaMU, AUAarpaMMaMi, TpadukaMu,
PUCYHKaMH U T. 1.

B 3akiroueHun JOMKHBI OBITH CHOPMYIMPOBAHBI OCHOBHBIE BBIBOJBI, CICJIAHHBIE B
pe3yJibTaTe UCCIeA0BaHuU.

CHucoK HCMOJb30BAaHHOW JUTEpaTypbl JOJKEH coaepkath He MeHee 10-20 Ha3BaHUM,
BKJIFOYAsi HOPMAaTUBHO-TIPABOBBIE aKThI.

Tekct pedepaTa 10oKEH TPOAEMOHCTPUPOBATH 3HAHKUE CTYIEHTOM OCHOBHOMW JIUTEPATYypPHI MO
JAHHOM TeMe, yMEHHE€ BBIACIUTH MPOOJEMYy U OINPEACIUTh METOAbl €€ PEIICHUs, YMEHUe
MOCNIEIOBATEIbHO M3JIOKUTh CYIIECTBO PACCMAaTPUBAEMBIX BOMPOCOB, MPHUEMIIEMBIH YPOBEHb
SI3BIKOBOM TPaMOTHOCTH, BKJIIOYas BiaZeHUEe (YHKIIMOHAIBHBIM CTHJIEM HAYYHOTO M3JI0KEHUS.

O6beM pedepara 10KeH cocTaBATh 15-20 cTpaHuIl meyaTHOro TeKcTa. B ykaszaHHbINH 00beM
HE BKJIFOYAIOTCS MPUIIOKEHHUS, KOTOPBIE CITUBAIOTCSI BMECTE C pabOTOM.

Pabora umeeT TUTYIBHBIM JTUCT, CTPYKTYPHBIN IUIaH U COOTBETCTBYIolee odopmieHue. B
paboTe WCMoIb3yeTcs CIUIONIHAS HyMepamusl CTpaHUIl. BTopol cTpaHHIlel SBISETCS COJICpKAHUE
pabotel. Ha TuUTynpHOM JMCTe HOMEp CTpaHUIBI HE MpocTaBisercs. BBeneHue, kaxkaas Tiasa,
3aKJII0YEHHUE, a TAKKE CITUCOK UCIOJIb30BAHHBIX HCTOYHMKOB HAYMHAIOTCSI C HOBOM CTPAHUIIBI.

7. Y4eOHas quTepaTypa u pecypcbl HHPOPMAIMOHHO-TEJIeKOMMYHUKAIIUOHHOM CeTH
HNuTepHET
7.1. OcHoBHAas JuTEepaTypa

1. Koap, O.JI. MapkeTHHT B TYPUCTCKOW HWHIYCTPUM : y4EOHHK M TPAKTUKYM sl BY30B /
O. 1. Koms. — Mocksa : M3garenscTBo HOpaiit, 2020. — 355 c. — (Bricmee obpa3oBanue). —
ISBN 978-5-534-04332-7. — Tekct : anekrponnslii // OBC IOpaiir [caiit]. — URL:
https://urait.ru/bcode/450891

2. Manpmmaa H.A. Mcropus ¥ MeTOHOJOrMs HAyKH TYPUCTCKOM HHAYCTPUHM [DIEKTPOHHBIN
pecypc]: yuebHoe mocobue/ ManbmmHa H.A.— DnekTpoH. TekcToBble JaHHble.— CapaTos:
ByzoBckoe oOpa3oBaHue, 2019.— 81 c— Pexum JIOCTyTIA:
http://www.iprbookshop.ru/79757.html

3. Mampmmaa H.A. CoBpemeHHBIE NpOOJIEeMBbl HAyKH TYPHCTCKOW WHAYCTPUHU [DIEKTPOHHBIA
pecypc]: monorpadusi/ Manpmmaa H.A.— D3aexkTpoH. TekcToBble naHHble.— (CapaTos:

By3osckoe oOpa3oBaHue, 2019.— 209 c— Pexum JIOCTyTa:
http://www.iprbookshop.ru/79678.html

4. Mopozosa H.C. Konuenuust ¢GopMHpOBaHUS U Pa3BUTUS KOHKYPEHLUMH B TypHU3Me
[OnexTpoHHbIi pecypc]: Monorpadus/ Mopo3oBa H.C.— DnekTpoH. TEKCTOBBIE JaHHBIC.—
Mocksa: Poccuiickuii  HOBBI ~ yHHBepcuteT, 2011.— 264 Cc.— Pexum npocryma:
http://www.iprbookshop.ru/21283.html

5. Cko6kuH, C.C. Crparernueckuii MEHEI)KMEHT B WHAYCTPUU TOCTENPUMMCTBA U TypU3MA :

yaeOHuk ais By3oB/ C. C. CkoOkwH. — 2-¢ W31., Hchp. U jon. — Mocksa : M3marenscTBo
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Opaiit, 2020. — 442 c. — (Bricmee obpazoBanue). — ISBN 978-5-534-04473-7. — Tekcr :
anexTponnsii // DBC KOpaiit [caiit]. — URL: https://urait.ru/bcode/453851
6. Ily6aeBa, B.I'. MapkeTuHr B TYpUCTCKOH HHIYCTPHU : YYCOHHK M MPAKTUKyM ISl BY30B /

B. T Illy6aeBa, 1. O. Cepnobomnbckas. — 2-¢ u3d., ucnp. u gon. — Mocksa : M3naTenscTBo
HOpaiit, 2020. — 120 ¢. — (Bwicmee obpazoBanue). — ISBN 978-5-534-08449-8. — Tekcr :
anexktpounsii // DBC FOpaiit [caiit]. — URL: https://urait.ru/bcode/451446

7.2. JlonoJiHUTEIbHAS JIUTEpATypa
1. boromo6o, B.C. Typucrcko-pekpeaniioHHoe mpoektupoBanue. OIleHKa WHBECTUIIHH !
y4eOHHK U npakTuKyMm i By30B / B. C. boromo6os, C. A. beictpos, C. A. boromto6oBa. — 2-¢
u3A., wcnp. w gom. — Mocksa : MsmarenbctBo FOpaiit, 2020. — 256 ¢. — (Bricuiee
obpaszoBanue). — ISBN 978-5-534-06549-7. — Texkcr : anextponnsiii / ObC KOpaiit [caiit]. —
URL.: https://urait.ru/bcode/452072
2. BameeBa E.O. Pa3BuTue uHAycTpum Typu3Ma B perHoHe [DIeKTpoHHBIN pecypc]/ Bameea

E.O.— Dnekrtpon. TekcroBbie nanubie.— Cankrt-IlerepOypr: Acrepuon, 2008.— 88 ¢.— Pexum
noctyna: http://www.iprbookshop.ru/31937.html

3. MopozoB, M. A. DkoHOMHKA OpraHu3alu Typu3Ma : yd4eOHUK 11 By30B/ M. A. Mopo30B,
H. C. MopozoBa. — 5-¢ wu3a., ucnp. u jgom. — Mocksa : M3parensctBo IOpaiit, 2020. —
291 c. — (Beicmiee o6pazoBanue). — ISBN 978-5-534-07403-1. — TekcT : 31eKTpOHHBINA //
OBC IOpaiir [caiit]. — URL: https://urait.ru/bcode/454343

4. MopozoBa H.C. dopmupoBanue M pa3BUTHUE TYPUCTCKOTO pBhIHKA [DIEKTPOHHBIM pecypc]:

moHorpadusi/ MoposzoBa H.C.— DiekTpoH. TeKCTOBbIC naHHbie.— MockBa: Poccuiickuii HOBBIN
yauBepcurert, 2009.— 136 ¢.— Pexxum nocryna: http://www.iprbookshop.ru/21332.html

5. Opranuzanusi TypUCTCKOM HMHAYCTpUU [DIEKTpPOHHBIN pecypc|: yuedHoe mocobue mis CIIO/
H.}O. BecenoBa [u np.].— DOnekTtpoH. TekcToBble naHHble.— CapartoB: IIpodoOpazoBanue,
2018.— 54 c.— Pexxum poctyna: http://www.iprbookshop.ru/74500.html

7.3. HopmaTuBHBIC NIPABOBbIC JOKYMEHTHI M HHAsI IPaBoBasi HH(poOpManus
He mpenycmotpeHo.

7.4. UHTepHeT-pecypchI
C31Y pacnomaraeT JOCTyllOM uYepe3 calT Hay4yHoi Oumbimorexkm http://nwapa.spb.ru/

K CJICAYIOIIUM MOAINUCHBIM 3JIEKTPOHHBIM PECYpCaM:
Pycckoaszviunvle pecypcol

o ONEeKTPOHHbIE YUEOHUKHU AJIEKTPOHHO - OnbsnoreuHoit cucremsl (ObC) «Aidyke»

. ONEeKTPOHHbIE YUeOHUKHU AJIEKTPOHHO — 6nbnuoreunoi cuctemsl (ObC) «Jlanb»

o HayuHo-npakTHueckue cTaTby 1mo (puHaHCaM M MEHEKMEHTY M3naTenbckoro goma
«bubmmoreka ['pebeHHIKOBAY

o CraTby U3 MEPUOAMYECKUX M3JAHUNA MO OOIIECTBEHHBIM W I'yMaHMTApHBIM HayKam
«Hcrt - Bero»

o OHIUKIIONEINH, CIIOBapH, CIIPaBOYHUKH «PyOpuKoH»

. [TomHble TEKCTBI auMccepTanuii W aBTopedeparoB IiekTpoHHas bubmnoreka
Hucceprauuit PI'b

o HNudopmannonHo-npaBoBbie 6a3bl - KoHCynbTanT mitoc, ['apaHr.
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AHIJI0513bIYHBbIE Pecypchl

o EBSCO Publishing — moctyn Kk MyJNbTHAMCUMIUIMHAPHBIM ITOJIHOTEKCTOBBIM 0azam
JAaHHBIX PA3IMYHBIX MUPOBBIX HM3/ATEIBbCTB IO OM3HECY, YKOHOMHUKE, (PMHAHCAM, OyXTaJTepCKOMY
yd4eTy, TYMaHUTapHBIM W €CTECTBEHHBIM O0JacTsAM 3HaHUH, pedepaTraM M MOJHBIM TEKCTaM
MyOJNMKAIMK U3 HAYYHBIX U HAYYHO-TIOMYJISIPHBIX JKYPHAJIOB.

o Emerald - kpynseiinee MHpPOBOE W3IaTENLCTBO, CIEIHATU3UPYIOIICECS Ha
ANIEKTPOHHBIX JKypHAJIaX U 0a3ax JaHHBIX 0 YKOHOMHUKE M MEHE/DKMEHTY. VIMeeT cTaTyc OCHOBHOTO
UCTOYHHMKA MPOPECCHOHATBHON HMH(pOpPMAlMKU Ui [IperojaBaTelield, HcciepoBareseii  u
CIICI[ATIMCTOB B 00JIACTH MEHE/PKMEHTA.

B03MO0KHO UCTIONIB30BaHUE, KPOME BBILICTIEPEYUCIICHHBIX PECYPCOB, U IPYTUX JIEKTPOHHBIX
pecypcoB cetu MHTEpHET.

7.5. HBIEe HCTOYHUKH
1. http://www.rata.ru/ - Poccuiickuii cO¥03 TypUHIyCTPHUH,
2. http://www.unwto.org/index.php - Bcemupnas Typuctckas opranuzamnus UNWTO.
3. http://www.russiatourism.ru/ - Caiitr ®enepaibHOro areHTCTBa Mo TYpU3My MHUHKYIbTYPBI

Poccun.

8.MaTtepuanbHO-TeXHUUYeCKasi 0a3a, HH(POPMAIMOHHBIE TEXHOJIOTHH, IPOrpaMMHOe
olecrneyenue U UH(POPMAINMOHHBIE CIPABOYHbIE CHCTEMbI

Ne /1 | HaumeHnoBanue

1. CHGHI/IaJII/BI/IpOBaHHI)IC KJIaCChI AJId ITPOBCACHUA JIGKIII/Iﬁ H IPAKTUICCKUX 3aHATHI

2. Crneunanu3upoBaHHas MeOEb U OPICPEICTBA: ayIUTOPUN U KOMITbIOTEPHBIE KJIACCHI,
000pyI0BaHHBIE NIOCAI0YHBIMU MECTAMHU

3. Texnuueckue cpencrBa oOydeHus: IlepcoHanbHBIE  KOMIBIOTEPHI;  KOMIIBIOTEPHBIE
IIPOEKTOPBI; 3BYKOBBIE JIMHAMMKH; MPOTrPAMMHBIE CPEJICTBa, OOecleunBaroIue MPOCMOTP
Busieodaiinos B popmarax AVI, MPEG-4, DivX, RMVB, WMV.

Ilpozpammmniuie, mexnuueckue u 371eKmMpPOHHbIE CPEOCMEA 0OYYEHUA U KOHMPOJIA 3HAHUIL
CHYyOeHmos:

[TakeTsl mporpamMmMHOro oOecredeHuss oOOIIero Ha3HaueHUs (TEKCTOBBIE PENaKTOPHI,
rpaduuecKue peaaKkTopsbl).

Kypc BkITI04aeT ucrosib30Banue mporpaMmuoro obecredenust Microsoft Excel, Microsoft Word,
Microsoft Power Point aisi mMOArOTOBKM TEKCTOBOTO M TAOIMYHOTO Marepuaya, rpapuyuecKux
WJUTIOCTPALUH.

Metonel  OOyYeHHS — MPEANONAralOT  HMCIOJIb30BaHUE  HMH(DOPMAIMOHHBIX  TEXHOJOTHH
(KOMIIBIOTEPHOE TECTUPOBAHNUE, IEMOHCTPAIUS MYIbTUMEIUNHBIX MAaTEPUATIOB).

3anerictBoBaHbl MHTEpHET-CEPBUCHI W JIIEKTPOHHBIE PECYPCHl (CIPABOYHBIE CHUCTEMBI, H-P,
Koucynerant wumm [apaHT, MOUCKOBBIE CHCTEMBI, JJIEKTPOHHAs TMo4Ta, MNPOQPECCHOHATbHBIE
TEMaTUYeCKHe 4YaThl U (POPYMBI, CHCTEMBI ayJHO M BHJICO KOH(EpPEHINI, OHJIAH SHIIMKIIONCINH,
CIPAaBOYHHKH, OMOIMOTEKH, STIEKTPOHHBIE YUeOHBIE U YIeOHO-METOANYECKIE MaTEPHUATIbI).

JlormyckaeTcsi MpUMEHEHHE CHUCTEMBI JIUCTAHIMOHHOTO OOYYCHHS C WCIOJb30BaHUE ILIATHOpPM
TEAMS, Zoom, Skype for Business, CJIO Moodle

HNHpopmManoHHBIE CIPABOYHbIEC CHCTEMBbI:
1. TIlpaBoBas cucrema «['apant-HHTepHeT» [Dnekrponusiii pecypc]. — Pexxum goctyma: http: //
WWW.garweb.ru.
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2. IlpaBoBas cucrema «Koucynasrantllmoc» [Dnekrponnsiii pecypc]. — Pexxum mocryma: http: //
http://www.consultant.ru/
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