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1. IlepeuyeHb MIaHUPYeEMBbIX Pe3yJIbTATOB 00yUYeHHs MO JUCHUILINHE, COOTHECEHHBIX C
IUIAHMPYEMbIMH Pe3yJ1bTATAMM 0CBOCHHUsI 00pa30BaTeIbHON NMPOrpaMMbl

I1.1.

Hucuummaa  b1.B.JIB.03.01

«MeTtonpl co3daHUs  KIHMEHT- OPUCHTHPOBAHHBIX

CTPYKTYp H TIPOIIECCOB B MHIyCTPUU JEIOBOTO U coObITUITHOTO Typu3Ma / Methods for creating
client-oriented structures and processes in the business and event tourism industry»

o0ecrieuynBaeT OBJIAJICHUC CIICAYIOIHNMU KOMIICTCHIIUAMU C y‘-IéTOM oTara:

Kon
Kon HaumeHoBaHue HaumeHoBaHMe KOMIIOHEHTA
KOMIIOHEHTA
KOMIIEeTCHI MU KOMIIETCeHI[ MU KOMIIETeHI[M U
KOMIIETEHI[ MU
Crocoben pa3pabaTbBaTh
CriocobeHn 060CHOBBIBATH TTEPE]
MIPOEKTHI 110 BHEAPEHUIO
COOCTBEHHMKaMH OM3HEca BUBI PadOT MO
OpraHU3aluOHHO- 5
a3paboTKe U pean3alii IPOESKTOB I10
IIKc-6 YIpaBICHIECKUX IIKc-6.2 basp P P
. BHEJIPCHUIO OPTraHU3aIUOHHO-
WHHOBAIU{ Ha N
yIpaBieHYECKIX HMHHOBAIIUH Ha
TIPEANPHUATHAX CHEPHI
MPEANPUITUAX CPEPBI TypU3Ma.
Typu3Ma
CriocoOeH pa3pabaThIiBaTh
MapKETUHTOBbIC KOHIICTIIIN
N CrniocobeH 000CHOBBIBAaTh MapKETHHTOBYIO
MPEPUATHN CPEephI
KOHIICTIIIHIO TIPEATIPUATHS chephl TypH3Ma
TypU3Ma U pealu30BhIBATH
IKc-7 IKec-7.1 C UCIOJIb30BAHUEM COBPEMEHHBIX
UX C UCHOJIb30BAaHHEM
UH(POPMAIIMOHHO-KOMMYHUKATUBHBIX
WHPOPMAITHOHHO- M
TEXHOJIOTHH.
KOMMYHHKAITHOHHBIX
CpeAcTB

1.2. B pe3ynbrare 0CBOCHUS AUCHUILIUHBI y CTYAEHTOB JOJKHBI OBITH C(HOPMUPOBAHBI:

OTO/T®
(npu HATUYMH
Kon
npodcrangapra)/
KOMIIOHEHTA Pe3yabTarsl 00yueHust
TPYAOBBIEC MU
npogeccuoHaJIbHbIC KOMIETECHIIUN
JAeHCcTBUSA
OT®.D.7. ITKc-6.2 HAa ypoBHe 3HaHmii: koHmenmmio CRM, stambl ee pa3BUTHA U
Crpaterudeckoe 0COOEHHOCTH; OCHOBHBIE TOAXOABI K YHPABJICHHIO KIUEHTCKOU
yUpaBICHUC BRICTABOUHON 0a3oii; cneuuduKy  BHEIAPCHUS  KOHICIIMH  yIPaBJICHHS
ACATCIEHOCTRIO B3aHMOOTHOLIEHUSMU C KJIMEHTAMH B JEATEIBHOCTh KOMIIAHUU;
OpraHM3aluu -
ocHoBHbie TuUnbl CRM-cucTeM; aHAIMTHYECKUE BO3MOXKHOCTHU
PO eCCHOHATHLHOTO
JMAHHBIX MPOTPAMMHBIX MPOIYKTOB; — OCOOCHHOCTH OTPACIEBBIX
OpraHu3aTopa TOProBo- .
CRM - pemenmuii.
TPOMBIIIJICHHBIX
BEIcTaBok/ TD. D/03.7. HAa YPOBHe YMEHHIi: MPOBOJUTH OOCIIEZOBaHUE ACSITEIHLHOCTH U
Ipe/cTaBieHue UT-uadpacTpyKkTypsl NpearnpusTus C Uenblo  (HOpMUPOBaHUS

MHTEPECOB OpraHU3alny -
1podecCHOHANEHOTO
OpraHu3aropa TOproBo-

KHHCHTOOpHGHTHpOBaHHOﬁ CTpaTeruu, HCIIOJIb30BaTh

COBpPEMCHHEIC pa3pabaThiBaTh

ACATCIIBHOCTU TIPCANPHUATHA B pPaMKax B3aMMOOTHOIIICHUM ¢

MCTOJHUKH, PEriIaMCHTBI

4




OT®/T®
(mpu HATMYHMH
npodcrangapra)/
TPyAOBbIEe MJIU
npogeccuoHaJIbHbIE
aeicTBus

Kon
KOMIIOHEHTA
KOMITEeTeHI[ MU

Pe3yabTaTsl 00y4eHust

MIPOMBIIIIEHHBIX BBICTABOK
B OpraHax
roCyJapCTBEHHOTO
YIIPaBJICHUS, OTPACIIEBBIX
COI03aX M aCCOLUALNAX

KJIMEHTaM{; IPUHUMAaTh OOOCHOBAaHHBIE PELICHUS OTHOCHTEJIBHO
BAPUAHTOB YIPABJIICHHUS TOM WM MHOM KIMEHTCKOW TPYNIIOH B
3aBUCUMOCTH OT €€ XapaKTEPUCTHUK.

HAa YpOBHE HABBIKOB: HaBbIKAMU Pa0OTHI C CHCTEMaMHM Kjacca
CRM, ux OCHOBHBIMH MOJYJSMH; HaBBIKAMU aHaJIN3a pPbIHKA
CRM - cucreM U BX parroHaILHOTO BEIOOpA.

OT®.E.7. Opranuzanus
9KCKYPCHOHHOM
nesrenpaoCcTH/ TO.
E/01.7. Onpenenenue
KOHLIETIIUH U CTPAaTEeTHN
Pa3BHUTHUS 9KCKYPCHOHHOMN
OpraHH3aIiu

ITKc-7.1

HAa ypoBHe 3HaHmii: Bo3MoxxHocTH CRM-cucrem mnomaepxku
paboTel Ha TJIOOATHPHOM pBIHKE;, CYIOTHOCTH M OCHOBHBIC
MPUHIMIB  OPMUPOBAHUS TMOTPEOUTENBCKON ayJAUTOPHH H
B3aMMOJICHCTBUSA C MOTpedUuTeNsiMu B cpejie MIHTepHeT; OCHOBHEIC
TEOPETUUCCKUE M TPAKTHYECKHE  AacleKThl  pa3paboTok
3¢ (heKTUBHBIX KOMMYHUKalui Mexy U T-nepconanom u ousHec-
MOJIH30BATEISMI; W[9113% XapaKTePUCTHKY MPOIIECCOB
3¢ (heKkTUBHBIX KOMMYHUKalui Mexxy U T-iepconanom u 6usnec-
MOJIb30BATEIISIMH.

Ha YpOBHe YyMeHHWii: (opMupoBaTh  TOTPEOUTEITHCKYIO
ayJUTOPHIO U OCYIIECTBISITH B3aMMOJCHUCTBHE C MOTPEOUTEIIMH;
OpPraHM30BBIBATh TMPOJaXH B cpeae VIHTepHET; NpUHUMATh
00OCHOBaHHBIE PEIICHUS OTHOCHUTEIILHO BAapHAHTOB YIIPABIICHUS
TOH WIA WHOM KIMEHTCKOH TIpyNIoOW B 3aBUCUMOCTH OT €€
XapaKTEePUCTHUK; HCIIOJIb30BaTh COBPEMEHHBbIC MH(OPMAIMOHHBIE
CHCTEMBI, TEXHOJIOTHU U PECypCHl MpH pazpaboTke d((EeKTUBHBIX
KOMMYHUKAaIUH MEXTY NT-nepconanom u Ou3Hec-
MOJI30BATENSAME; paboTaTh B TI00aJbHBIX KOMIIBIOTEPHBIX CETSIX;
- BbIOMpaTb HEOOXOAWMBIE  TEXHHYECKHE CpEACTBa U
WHPOPMAIMOHHbIE CHCTEMbI A 3PQPEKTUBHBIX KOMMYHUKALMH
Mexay UT-nepcoHanom u OM3HEC-TIOB30BATEISIMHU.

HA YPOBHE HABBIKOB: HABBIKAMU IPAKTUYECKON NEATEIBHOCTH C
HCIIOJI30BaHUEM COBPEMEHHBIX HH(POPMALUOHHBIX CHUCTEM U
pecypcoB ans  3pQPEKTHBHBIX KOMMYHHKauui wmexay WT-
[IEPCOHAIIOM u OM3HEC-TI0JIb30BATENSAMUY; METOJAMH
(hopMHpOBaHHS TIOTPEOUTENLCKOW ayAUTOPHH M OCYIECTBICHUS
B3aMMOJEHUCTBUS C TOTPEOUTENIMH; METOAaMH OpraHU3ALMH
npojax B cpene MurepHer.

2. O0bemM U MeCTO JUCHHUILUINHBI B CTPYKTYpe 00pa30BaTe/IbHON MPOrpaMMbl

O0beM TUCHUTIINHBI

OO61ast TPyJ0€MKOCTh JUCIUILTUHBI COCTABIAET 3 3aueTHbIC euHUIIbI, 108 akajeM. yacoB

/ 81 acTp. 4acos.

Bux pa6orsl TpynoemkocTb
(B akajeM. yacax)
Ounasi/3a0uHast
O0mas Tpy10eMKoCTb 108/108




KonTakTHas padorta 22/12

Jlexumn 8/4

[IpakTuueckue 3aHATHS 14/8

JlaGopaTopHble 3aHATHS -/-

CamocrosiTesibHas padoTa 86/92

KonTpons -/4

DOpMBI TEKYIIETO KOHTPOJIIA K —keiic, C — cemunap, J+IIp —
JOKJIaatIpe3eHTalusI

DopMa NPOMEKYTOYHON aTTECTALNH 3aver

MecTo IUCHMIVIMHBI B CTPYKTYpe 00pa3oBaTe/IbHOI NPOrpaMMbl

Juctuniuna b1.B.JIB.03.01 «MeToas! co3naHus KIMEHT-OPUEHTUPOBAHHBIX CTPYKTYp U
IPOLIECCOB B MHIYCTPUU JIEIOBOrOo M coObITHIHOrO Typusma / Methods for creating client-
oriented structures and processes in the business and event tourism industry» OTHOCHUTCS K
JIMCUUIUIMHAM TIO0 BBIOOPY BapHaTHBHOM 4YacTH MPOQECCHOHATIBHOIO LMKJIa y4yeOHOro IiaHa
Hanpasienus 43.04.02 « Typusm» npoduins « MTHAYCTpHS 1€I0BOTO U COOBITHHHOTO TYpH3May.

Lenbto mpenoaaBaHusi JUCLUIUIMHBL SIBISETCS (POPMHUPOBAHUE 3HAHMM, MO3BOJISIOMINX
CO3JaTh IIEJIOCTHOE TPEICTAaBICHHE O KOHLENIMH YIPABICHUS B3aMMOOTHOIICHUSMHU C
kauentamMu (CRM), NOHATh OCHOBHBIE NMPUHIMIIBI U CYIIHOCTH KJIMEHTO-OPHEHTHUPOBAHHOTO
MOJIX0/1a, M3YyYUTh Tpolecc pa3paboTku W BHeapeHus konuenmmn CRM Ha mpenmpusruwy,
MIPUBUTH HABBIKH CAMOCTOSITEIIBHOIN padOTHI ¢ MPOrPaMMHBIMH MPOYKTAMU COOTBETCTBYIOIIETO
knacca (CRM-cucremamn).

N3ydenune naHHOMN TUCIMITIMHBI 0a3upyeTcs Ha CIEeTYOIUX JUCIUTUINHAX:
«CoBpemennbie PR-TexHOI0THN 1€TTOBOTO M COOBITUHHOTO TypU3Ma», « MapKeTHHT JIeJTIOBOTO U
COOBITUHHOTO TypHU3May.

JlucuuiuinHa ~ MOXET  peaJl30BBIBATBCA € MPUMEHEHHEM  JIMCTAHLMOHHBIX
oOpa3zoBarenbHbIX TexHONOTUH (nanee — JJOT).

JlocTyn K cucTeMe IUCTAaHIMOHHBIX O00pa30BaTEIbHBIX TEXHOJIOTUH OCYIECTBISAETCS
KKJIBIM OOYyYalomuMCsl CaMOCTOATENILHO C JI000T0 ycTpoilicTBa Ha moprtane: https://sziu-
de.ranepa.ru/. Ilaposib ¥ JOrMH K TUYHOMY KaOMHETY / IPOQUIIIO MPEAOCTABISAETCSA CTYACHTY B
JieKaHare.

Bce dopMmbl Tekylero KOHTpoJs, MPOBOAUMBIE B CHCTEME JUCTAHLMOHHOTO O0y4eHus,
OLIEHUBAIOTCS B CHCTEME JUCTAaHLMOHHOro o0ydeHus. JlocTyn K BUIEO M MaTepHuaiaMm JIEKIUH
NPEJOCTABIIACTCS B T€UEHUE Bcero cemectpa. JlocTyn k KaxaoMmy BHIY pabOT M KOJIMYECTBO
MIONBITOK HA BBIMOJIHEHHE 3aJaHMs MPEJOCTaBIIAETCS Ha OrpaHUYEHHOE BpeMs COIJIaCHO
perimaMeHTy JOUCHMIUIMHBL, onyOnukoBanHomy B CJ1O. IlpemomaBarenb — OLEHHMBAET
BBINOJIHEHHBIE O0yuaromuMcsi paboTel He no3aHee 10 pabounx aHEH Mmocjae OKOHYAaHUS CpOKa
BBITIOJIHEHHUSL.

W3ydenue AMCHUIUIMHBI OCYIIECTBISETCA B TEUEHUE OJHOTO CEeMEeCTpa: JUIsl CTYACHTOB
ouHOi (hopmbI 00yueHUs — Ha 3 cemecTpe 2 Kypca. i CTYyJIeHTOB 3a09HON (OpPMBI 0OyICHHUS
U3y4YeHHe JUCLUIUIMHBI OCYIIECTBIISETCS B TE€UEHHUE 2 Kypca.



3. Conep:kaHue M CTPYKTYpPa JMCHHILIHHBI

3.1. CTrpykTypa IMCHHIIJIMHBI
Ounast popma 00yueHHs

Ne i/ HaumeHoBaHue TeM O0beM qUCHUNIMHBI (MOYJIs1), Yac.

H/WJIH pa3ieson Bcero | KonrTakTHasi paGoTa o0y4yaromuxcst
¢ npenoaapareJieM
10 BH/IaM Y4eOHBIX 3aHATHI

JUIOT | JIP/ I3/ KCP
JOT | JOT

CP

®opma
TeKyLIero
KOHTPOJIsA
ycneBaeMocTu®,
NPOMEKYTOYHOH
aTTecTalHu

Topic 1 | Theoretical aspects of a
client-oriented approach
Teopernyeckue 18 1 )
ACTICKTHI
KIIMEHTOOPHUEHTHUPOBAHH
Oro0 MoJaxoja

10

J+IIp

Topic 2 | Architecture, market
conditions and features
of projects for the
implementation of
customer relationship
management systems
Apxurtekrypa, 18 2 4
PBIHOYHBIE YCIIOBHS
0COOEHHOCTH TIPOEKTOB
10 BHEIPCHUIO CHCTEM
YIIPaBIICHUS
OTHOLICHHUAMU C
KIMEHTaMU

10

H+1Ip

Topic 3 | The process of
developing a CRM
strategy 18 2 2
[Tpouecc pa3paboTku
crparerun CRM

16

H+1p

Topic 4 | Implementation of
marketing functions in
CRM

Buenpenue
MapKETHHTOBBIX
¢ynkuuii B CRM

18 1 1

20

H+1p

Topic 5 | Support for sales
processes in CRM
systems 18 1 3
[Tonneprxka mporeccos
nponax B CRM-
CHUCTEMax

20

A+TIp,K

Topic 6 | Analytical capabilities
of CRM
AHanutnyeckue
Bo3MosxkHOocTH CRM

18 1 2

10

HpOMe)KYTOIIHaH aTTeCTalusa

3auér

Bcero (akan/acTp): 108/

14/11
81 8/6 /

86/
65

Tpumeuanue:* K — xeiic, C — cemunap, /[+I1p — 0okrad+npezenmayus
3aounas popma oOydeHHS




Ne n/mm

HaumeHoBaHMe TeM
/WM pa3esioB

O0beM TUCHUNIMHBI (MOYJIs1), Yac.

Bcero

KonrakTHas padora o0y4arommxcsi

C rmpenogaBaTejaemM

10 BUJAM Y4eOHbIX 3aHATHI

JU/IOT

JIP/
JOT

I3/
JOT

KCP

Cp

Dopma
TeKyllero
KOHTPOJIS

ycneBaeMocTu®,
MPOMEKYTOYHOM
aTTecTalMu

Topic 1

Theoretical aspects of a
client-oriented approach
TeopeTnueckue
ACTIeKTHI
KIMEHTOOPUECHTHPOBAHH
Oro Moaxoja

19

16

H+1Ip

Topic 2

Architecture, market
conditions and features
of projects for the
implementation of
customer relationship
management systems
ApxuTekTypa,
PBIHOYHBIE YCIOBUS U
0COOEHHOCTH IIPOEKTOB
M0 BHEJIPEHUIO CUCTEM
yIpaBIICHUS
OTHOLICHUSIMH C
KJIMEHTaMU

18

16

H+1Ip

Topic 3

The process of
developing a CRM
strategy

[Ipomecc pazpaboTku
ctpareruu CRM

18

16

J+1Ip

Topic 4

Implementation of
marketing functions in
CRM

Buenpenune
MapKETHHIOBBIX
¢ynxuunit B CRM

18

16

H+1Ip

Topic 5

Support for sales
processes in CRM
systems

[Tonneprxka mpoieccon
npojax B CRM-
cucTeMax

18

16

J+IIp,K

Topic 6

Analytical capabilities
of CRM
AHanutnyeckue
Bo3MoskHocTH CRM

13

12

[IpomexyTouHas arTecTanus

4/3

3auér

Bcero (akan/acTp):

108/81

4/3

8/6

92/69

Ipumeuanue:* K — ketic, YO — ycmuwiti onpoc, KP — koumponsnas paboma, C — cemunap, J{+I1p —

Odoknad+npeszenmayusi

3.2. Conep:xaHue QTUCUMILTUHBI

Topic 1. Theoretical aspects of a client-oriented approach




Teopernueckue acneKkTbl KJINEHTOOPHEHTHPOBAHHOIO MOAX01a

Definition of the term CRM. The essence and principles of the concept of CRM.
Prerequisites for the emergence of this approach. Customer relationship management
information systems (CRM). Purpose, relationship with the application of the concept of CRM.
Relationship with CIS. Classification and functions, types of CRM. The main components of
CRM systems. Sources of CRM effectiveness. History of CRM development. Concept
applicability criteria. Benefits from implementing CRM.

Onpenenennie Tepmuaa CRM. CymiHocTs 1 npuHiunsl koHuenuun CRM. Ipeanocsuiku
JUI BOSHUKHOBEHHUS 3TOro noaxona. Cuctemsl ynpaieHHs! OTHOLIEHUSAMH ¢ kineHTamu (CRM).
Lens, cBsa3p ¢ mnpumenenuem koHuenuuun CRM. BsaummocBsze ¢ CHUC  (cucremamu
nHpOpMallMOHHON mojaepxkKu npennpuarus). Knaccuduxaums u ¢ynkuuum, tunsl CRM.
OcHoBHble koMITOHeHTHI cucteM CRM. Mcrounuku sddextuBHocTn CRM. Uctopus pa3sutus
CRM. Kpurepun npumernmocty KoHnenuuu. [Ipenmymectsa ot BHeapennss CRM.

Topic 2. Architecture, market conditions and features of projects for the
implementation of customer relationship management systems

ApPXMTEKTYpa, PbIHOYHBbIE YCJOBHSl M OCOOCHHOCTH IIPOEKTOB IO BHEJIPEHUIO
CHCTeM yIPaBJIeHHs OTHOLIEHUSAMH € KJIHEHTaMH

Architectural components of the CRM system. Integration with other systems. Overview
of the CRM-solutions market. Market of Russian CRM-systems. The main criteria for choosing a
CRM system (type of CRM system, the possibility of CRM and accounting systems working
together, compliance with the peculiarities of domestic business practices, availability of services
for implementation and maintenance in your region, total cost of ownership, integration with
telecommunications, web applications and other software products, the possibility of organizing
a remote workplace). Implementation of customer relationship management systems.

ApXUTEKTYpHbIE KOMITIOHEHTHI cucteMbl CRM. WHTerpanus ¢ IpyruMu CHCTEMaMHu.
0O630p peinka CRM-pemennii. PeiHok poccuiickux CRM-cucteMm. OCHOBHBIE KpUTEpUH BBIOOpa
CRM-cuctemsl (tun cuctrembl CRM, Bo3MokHOCTE coBMecTHOU paboTel CRM u cuctem yuera,
COOTBETCTBHE OCOOCHHOCTSIM OT€UECTBEHHBIX JEJIOBBIX MPAKTUK, HAIWYHE YCIYT IO BHEAPEHUIO
U OOCITYXHMBAaHHIO B BalleM pETHOHE, OO0MIas CTOMMOCTh BJAJEHHs, HWHTErpalus C
TEJIEKOMMYHUKAIMSIMHA, BEO-TIPMIIOKEHUSIMH W IPYTMUMHU  NIPOTPAaMMHBIMH  TIPOJYKTaMH,
BO3MOYKHOCTh OpTaHU3allMH YAaJCHHOTO padodero Mecta). BHenpeHne cucTeM yImpaBIIeHUsS
OTHOIICHHUSIMH C KIIMEHTAMHU.

Topic 3. The process of developing a CRM strategy

IIpouecc pazpadorku crpareruu CRM

Points of interaction between the company and the client. Relationship management with
partners, B2B (business-to-business) and B2C (business-client) interaction channels. The
evolution of customer retention methods. Loyalty programs. Features of CRM-systems in
various fields of activity. Implementation of CRM-systems in financial organizations (banks,
insurance and investment companies). Possible development proposals (“second product
strategy”, cross-selling, financial consulting). Problems of automation of client interaction in
financial organizations. Strategic requirements for departments that interact with clients.
Calculation of profitability/value of clients. Customer service based on the value model.
Implementation of CRM-systems in telecommunication companies. Price management and

9



formation of service packages. Implementation of CRM-systems in the field of retail sales. Use
of CRM-systems in the field of trade marketing. The main problems of Russian manufacturing
companies when working with sales channels. Analysis of failures of projects for the
implementation of CRM-systems. Overview of directions for the development of CRM-system
functions. Best practices for using CRM - systems in various fields of activity.

Touku B3aMMOJIEHUCTBUS MEXAY KOMIIAHUEH U KIMEHTOM. YIIPABJICHUE OTHOLICHUSIMHU C
napTHepamu, kaHajiamu B3aumoeiicteusi B2B (6usnec-naptHepctBo) 1 B2C (Ou3HEec-KIUEHT) .
DBOJIIONHST METOJIOB yAepKaHus KIueHTOB. [Iporpammbl nostibHOCTH. OcobernHoctTn CRM-
CUCTEM B pa3Iu4HbIX oOjacTix nesarenbHocTH. Buenpenne CRM-cucreM B (puHaHCOBBIX
opranm3anusx (0aHKax, CTPAaxOBbIX W  WHBECTULMOHHBIX KOMIAHUAX). Bo3MoxHbIE
MPEUIOKEHUST 0 Pa3BUTHUIO (CTpaTerus "BTOPOTo MpOAyKTa', KpOCC-NpoJaxH, (pUHAHCOBOE
KOHCy/nbTUpoBaHue). [Ipobaembl aBToMaTH3aMK B3aUMOJCHCTBUS ¢ KIMEHTAaMU B (DMHAHCOBBIX
opranmzamusix. Ctpareruueckue TpeOOBaHUS K OTHENaM, B3aHMMOJICHCTBYIONIUM C KIIMEHTAMHU.
Pacuer npuOBUIBHOCTH/CTOMMOCTH KJIMEHTOB. OOcCIyXHBaHHE KIMEHTOB HAa OCHOBE MOJENHU
ueHHoct. Bueapenne CRM-cuctem B TEIEKOMMYHUKAIMOHHBIX KOMMAHUSX. YTIpaBJICHUE
neHaMu U (¢opmupoBaHue mnaketoB yciuyr. Buenpenme CRM-cuctem B cdepe pO3HUUHBIX
npoaax. Mcnons3oBanue CRM-cucteM B cepe Toprooro mapkeruHra. OCHOBHbIE IIPOOIEMbI
POCCUICKMX TPOU3BOACTBEHHBIX KOMIIAHUI MpuU paboTe ¢ COBITOBBIMM KaHalaMH. AHaIu3
HEyJauHbIX MpoeKToB Mo BHeIpeHuto CRM-cucrem. O030p HampaBieHUil pa3BUTHA (YHKLIUN
CRM-cucrem. Jlyuymume mnpaktuku wucnoib3oBaHuss CRM-cucreM B pasnuyHbIX 007acTAX
NesITeTbHOCTH.

Topic 4. Implementation of marketing functions in CRM

Buenpenne mapkeTuHrosnix gynknuii B CRM

The evolution of marketing: product marketing, direct marketing, target marketing. Event
Marketing, Permission Marketing, Relationship Marketing and One on One Concept. Marketing
technologies in CRM-systems. Principles of customer segmentation. Formation of target groups
of clients. Segmentation of customers by reaction to marketing offers. Segmenting customers by
acquisition strategy. Management of marketing campaigns in CRM-systems. Techniques for
improving marketing campaigns. CRM support for closed-loop marketing campaigns. Customer
retention methods. Optimization of sales channels.

DBOIIOLIMS MAapKETUHTA: MAPKETUHT MPOAYKTA, MPSMON MapKETHHT, [EJIEBO MaPKETHHT .
CoOBITHITHBI MapKETHHT, Pa3peUINTeNbHbI MAPKETUHT, MAPKETUHT OTHOLIEHUIN M KOHIIETIIIHS
"oguH Ha oauH". Mapketunrossie TexHojgorun B CRM-cuctemax. [IpuHIUIIBI cerMeHTalMK
KJIMeHTOoB. POpMHUpPOBAaHKE LENEBBIX IPyNN KIMEHTOB. CerMeHTalnys KIMeHTOB M0 Peakluu Ha
MapKETHHTOBBIE TpeiokeHusi. CerMeHTanus KIMEHTOB 110 CTPATeTHH  IPUBJICYCHHUS.
Vnpapnenue MapkeTUHroBbiIMM KamnanusiMu B CRM-cuctemax. TexHuku yiaydiieHus
MapkeTHHroBbix KamnaHui. llomnmepkka CRM miii MapKeTHMHIOBBIX KaMIIaHUW C 3aKpBITBIM
UKJI0M. MeTozpl yaepkaHus KIMeHToB. OnTuMu3aus cObITOBBIX KaHAJIOB.

Topic S. Support for sales processes in CRM systems

Hoanepxka npoueccoB npogax B CRM-cucremax

Sales automation systems. Main functional modules and strategies for their use.
Accounting, management, analysis of sales in CRM-systems. Management of information about
contacts and counterparties. Integration of front office activities. CRM support for sales
regulations. Management of potential transactions (functions for calculating the probability of a
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transaction). CRM-support and control of functions of sales managers. Sales automation and
mobile CRM solutions. Knowledge management in CRM (Knowledge Management Systems).

Cuctembl aBToMaTu3auu npojaax. OCHOBHBIE (DYHKIIMOHAIBHBIE MOAYJIU M CTPATETHH
UX WCIIOJIb30BaHUA. YUeT, yIpaBieHue, aHanu3 npogaxxk B CRM-cucremax. YmnpasieHue
uHpopManMel O KOHTAaKTaXx M KOHTpareHTax. VHTerpamus nesTeabHOCTH (poHT-oduca.
[Monnepxka CRM g ynpaBiaeHusl Nmpojakamu. YTpaBiI€HHE NOTEHUUAIbHBIMU CJHIEIKaAMU
(pynkumm pacuera BeposiTHocTH caenkun). CRM-nognep:xka u KOHTposib QYyHKIUI MEHEIKEPOB
no npoaaxkaM. CucTeMbl aBTOMAaTU3allMK MpoAaxX U MoOmibHble pemieHuss CRM. Vnpasnenue
3HaHuAMU B CRM (cuctemsbl ynpaBiaeHUs 3HAHUSIMHU).

Topic 6. Analytical capabilities of CRM

AHanutn4eckue Bo3mMo:xkHocTn CRM

Problems of integration of customer information, data storage. Tools for analyzing CRM systems
(methods of multivariate statistical analysis, Data Mining tools, forecasting). OLAP-technologies
(analytical processing in real time) in CRM-systems.

[Tpo6nembl uHTErpayu HHGOPMAIMU O KIMEHTaX, XPaHEHHUs JaHHBIX. VHCTpyMEHTHI aHaIH3a
CRM-cucrtem (METOBI MHOTOMEPHOTO CTaTUCTUYECKOT'O aHalln3a, MHCTpyMeHThl Data Mining,
nporrozupoBanue). OLAP-texnonorun (aHanmutudeckas oOopaboTka B pealbHOM BpPEMEHH) B
CRM-cucremax.

4. MaTepuaJbl TeKyILero KOHTPOJIs yCIIeBaeMOCTH 00y4arouIuxcst
4.1. B xope peammsaunu aucumiuiuebl b1.B./[B.03.01 «Memoodvt co30anus Kiuenm-
OPUEHMUPOBGAHHBIX CHMPYKMYD U HPOUECCco8 8 UHOYCHMPUU 0e/106020 U COObIMUIIHOZ20
mypusma / Methods for creating client-oriented structures and processes in the business and
event tourism industry» WCIOJB3YIOTCS CJEIYIOIIHE MeTOAbl TEKYIIero KOHTPOJS
ycreBaeMoCTH 00y4Yarouxcs:

[Ipu mpoBefeHMH 3aHATUH JIGKIMOHHOTO THIIA: JIGKIMOHHBIA MeTon (Jekuus-Oecena),
YCTHBIH OIpOC.

IpY TPOBEACHUU 3aHATUH CEMHMHAPCKOTO THIA: Y4acTHE HAa CEMHHApe, BBICTYIUICHHE C
JIOKJIAJIOM H TIpe3eHTallMel, peleHne KeWcoB, O0OCYKICHHE BOIPOCOB, BBITIOJHEHUE
KOHTPOJIbHOM pabOThI.

NpUA KOHTPOJIE PE3YyJbTaTOB CAMOCTOSATENILHOW pabOTHl CTYICHTOB: CaMOCTOSTEIBHOE
U3yYeHHE JIUTepaTyphl; JOMAIlHUE 3aJaHus, KOTOpBIE BKJIOYAeT B ceOS BBIOJHEHUE
Pa3NMYHOTO poJa 3aJaHHid, KOTOPhIE OPHEHTHUPOBAHKI Ha OoJiee TITyOOKOe YCBOCHHE MaTephala
M3y4aeMOM JUCUUILUIAHBI.

B cnyuae peanuzayuu oucyunaunvr 6 JJOT popmam 3a0anuii  aoanmuposau 0.
nramghopmor Moodle.

4.2. TunoBble MATEPHAJIBI TEKYIIET0 KOHTPOJISA YCIIEBAEMOCTH 00YYAIOIIUXCS
TunosBble oleHOYHbIE MaTepHUAJIbI IO Teme Nel
HNHTepakTHUBHBIE 3aHATHS: TPYNINOBOE 00CYK/IeHHEe BOMPOCOB, HCMOJIL30BAHNE HHTEPHET-
pecypcos.
1. What is CRM? Define this term in terms of concept and information technology.
Uro takoe CRM? Omnpenenute 3TOT TEPMHUH C TOUKH 3PEHUS KOHUEMIUH ¥ HHPOPMAIIHOHHBIX
TEXHOJIOTH.
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2. Name the basic principles of the CRM concept.
HasBate ocHOBHBIE npuHLIUIIBI KOHIEIIUU CRM.

3. How does the concept of CRM differ from the concept of traditional marketing?
B uem pasznuna mexny koHuenuueid CRM u koHuenmuei TpaiuinoHHOro MapKeTHHra?

4. List and describe the prerequisites for the emergence of a client-oriented approach.
HepeqncnnTe N OIIMIIUTE NPCANOCBIIIKHM BOSHUKHOBCHH A KIIMCHTOOPHUCHTHPOBAHHOT'O ITOAX0JA.

5. What is the role of a customer-centric approach in the concept of relationship marketing?
KakoBa POJIb KIIMCHTOOPHUCHTHPOBAHHOTI'O ITOAX0/Ja B KOHICIIIIMU MAapKCTUHT'a OTHOIIIEHUI?

6. Tell us about the history of the emergence and development of the CRM approach in Russia.
Pacckaxure 0 cTOpuU BOSHUKHOBEHHS U pa3Butus nmoaxoaa CRM B Poccun.

7. Name and characterize the main types of CRM.
Hasath u xapakrepu3oBatb 0OCHOBHBIE THUITBI CRM.

8. Expand the concept of e-CRM.
Pacmmmpere nonsarue e-CRM.

TunoBble OLleHOYHbIE MATEPHAJIBI IO TeMe Ne2

NHTepakTUBHBIC 3aHATHA: MOATOTOBKA W IMpPe3eHTALMH AOKJIAaA0B 0 KOHKpeTHbIXx CRM-
CHCTeMaXx /Uil KOJUIEKTUBHOIO 00CY KIeHNs B TpyIIe.

1. Purpose of the CRM strategy.

Hens ctparerun CRM.

2. Definition of the term CRM. The essence and principles of the concept of CRM. Prerequisites
for the emergence of this approach.

Onpenenenne TepmuHa CRM. Cyte u mnpuninunel konmenmuu CRM. Ilpeamocbuiku mist
BO3HHUKHOBEHUS ITOTO MOIX0/IA.

3. Information systems for customer relationship management (CRM). Purpose, relationship with
the application of the concept of CRM. Relationship with CIS.

WNudopmaininonusle cucteMsl yrnpapieHUs oTHoueHusiMu ¢ kiaueHtamu (CRM). Llens, cBs3b ¢
npuMmeHeHnrueM konueniuu CRM. Bzaumocssizs ¢ CHI'.

4. Classification and functions, types of CRM. The main components of CRM systems.
Knaccudukanust u pynkiuu, Tunsl CRM. OcHoBHble kKoMToHEHTHI CRM-cuctem.

5. Sources of CRM effectiveness. History of CRM development. Criteria for the applicability of
the concept. Benefits obtained from implementing CRM.

Ucrounnku s¢ddextuBHocT CRM. Hctopus paszsutuss CRM. Kpurepun mnpuMeHUMOCTH
koHnenmuu. [Ipenmymiectsa, momydaemelie oT BHeaApeHUss CRM.
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6. Architectural components of the CRM system.
ApXUTEKTYypHbIE KOMIIOHEHTHI cucTeMbl CRM.

7. Integration with other systems. Overview of the CRM-solutions market.
WuTterpanus ¢ qpyrumu cuctemamu. O630p peiaka CRM-pemeHuid.

8. Market of Russian CRM-systems.
Peinok Poccuiickux CRM-cucrem.

Tunosble OLleHOYHbIE MATEPHAJIBI IO Teme Ne3

1. Implementation of the control work "Formation of requirements for a CRM system based on
an analysis of the CRM systems market."

[IpoBenenue KOHTpoIbHOU paboThl "@opmupoBanue TpedboBanuit Kk CRM-cucreme Ha ocHOBe
aHanuza peinka CRM-cuctem."

2. Interactive classes: group discussion of issues, use of Internet resources.
HHTepakTUBHBIC 3aHATHS: TPYNIOBOE OOCYXIECHHE BOINPOCOB, HCHOJB30BAHHE HWHTEPHET-
pecypcoB.

1. What is the process of developing a CRM strategy, what parts does it consist of?
Kaxkos mpomecc paspabotku crparernu CRM u U3 Kakux 4acTeid OH COCTOUT?

2. Describe the business strategy as part of the CRM strategy development process.
Onumurre OU3HEC-CTPATETHIO KaK YacTh mpoiecca pa3padborku crparerun CRM.

3. What is the business vision? What elements does it consist of?
Yro Takoe OuzHec-suaeHue? M3 Kakux 3JIEMEHTOB OHO COCTOUT?

4. Name the industry and competitive characteristics as part of the process of developing a CRM
strategy.

HazoBuTe XapakTepHCTHKH OTpacid M KOHKYPEHTOCIIOCOOHOCTH KaK dYacTh Mpoliecca
paszpabotku ctparerun CRM.

5. Tell us about the industry analysis model.
Pacckaxxnute 0 MOZETN aHaIHM3a OTPACITH.

6. Tell us about the model of general strategies.
Pacckaxxure 0 MOJeTTH OOIIUX CTPATETHIA.

7. Tell us about the model of market leaders.
Pacckakute 0 MOJIe M PIHOYHBIX JTHICPOB.

8. Tell us about the cost leadership strategy.
Pacckaxxute o cTpaTeruu JuaepcTBa mno ce0ecTOMMOCTH.
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9. Tell us about your differentiation strategy.
Pacckaxure o crparerun auddepeHnnanim.

10. Tell us about the focus strategy.
Pacckaxute o cTpareruu (OKyCUPOBKH.

11. Tell us about the operations leadership strategy.
PacckaxwuTe 0 cTpaTeruu OnepaoHHOTO JIUICPCTBA.

12. Tell us about the product leadership strategy.
Pacckaxxute 0 cTpaTeruu JuaepCTBa MPOIYKTA.

13. Tell us about the strategy of proximity to the client.
Pacckaxure o cTpareruu OJIM30CTH K KIIHEHTY.

14. Describe the client strategy.
OmnummTe CTpaTeruio B OTHOIICHUN KIIMCHTA.

TunoBble oLleHOUHbIE MATEPUAJIBI IO Teme Ned

HNHTepakTUBHBIE 3aHATHA: TPYNIIOBOE 00CYXkK/IeHHe BONPOCOB, MCIOJIb30BAHNE UHTEPHET-
pecypcoB.

1. What is the role of information in the information management process according to the
concept of CRM?

KakoBa ponp wuHpOpManuum B Tporecce ympaBieHus HH(PoOpMalMed B COOTBETCTBUH C
koHuenmnueit CRM?

2. What is the role of information technology in the information management process according
to the concept of CRM?

KakoBa pomnb wuH(GOpMAIMOHHBIX TEXHOJIOTHH B TMpolecce ympaBieHUus HHPopmanueil B
COOTBETCTBUHM ¢ KoHUeniueit CRM?

3. What are the technical obstacles that arise in the process of developing a client-oriented
strategy?

Kakue TexHuueckue mnperpajbl BOZHUKAIOT B Mpolecce pa3paboTKU KIMEHTOOPUEHTUPOBAHHOM
cTpaTeruu?

4. What is a data repository, what role does it play in CRM?
Yro Takoe XpaHWIMIIE JaHHBIX U Kakas poiib eMy oTBoauTcss B CRM?

5. What is a database, how is it related to a data repository?
Yro Takoe Oa3a JaHHBIX U KaK OHA CBS3aHA C XPaHWIHIIEM JTaHHBIX?

6. Define the data warehouse, list the types of data warehouses.
Omnpenennure XpaHUIHINE TaHHBIX U TIEPEYUCIUTE TUITBI XPAHIIUII JaHHBIX.
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7. What is a data mart?
Yr0 TaKoe OTIET JaHHBIX?

8. Name and characterize the CRM strategy options for a data repository.
HazoBute u oxapakrepusyiite BapuanTsl crpateru CRM ni1st XxpaHunuina 1aHHbIX.

9. What role do analytics play in customer relationship management?
KaKYIO POJIb UTPAIOT AHAJIMTHUKA B YIIPABJICHUN B3aMMOOTHOILICHUSAMUA C KJIMEHTaMU?

10. Name the standard data mining programs.
HazoBure CTaHAAPTHBIC IIPOTpaMMBbI 11O )IO6I)I‘I€ JaHHBIX.

11. Name the specialized packages of analytical programs.
Ha3zoBute crniennann3upoBaHHbIC TTAKETHI AHATUTUIECKUX MTPOTPAMM.

TunoBble OLeHOYHBIC MaTepHAJIbI 0 TeMe NeS

HNuTepakTHBHBIE 3aHATHSA: TPYNNOBOE 00CY:K/IeHHE BOIPOCOB, HCIOJIb30BAHNE HHTEPHET-
pecypcoB.

1. The evolution of marketing: product marketing, direct marketing, target marketing.

DBOIIOLUS MAPKETHHTAa: MAPKETHHT MPOJIYKIIUH, IPSIMON MapKETHHT, LIEJI€BOI MAapKETHHT .

2. Event Marketing, Permission Marketing, Relationship Marketing and One on One Concept.
Marketing technologies in CRM-systems.

MapkeTHHI MepONpUATHH, pa3pelICHHBbIM MApKETHUHI, MApKETHUHI OTHOLICHHUNW M KOHLIEIILWS
"onuH Ha oAuH". MapKETHHTOBBIE TEXHOJOIMHM B CHUCTEMax YIPABJICHUS OTHOUICHUSMH C
kiuentamu (CRM).

3. Principles of customer segmentation. Formation of target groups of clients.
HpI/IHL[I/IHbI CETrMCEHTallN KIINCHTOB. CDOpMI/IpOBaHI/IC LCJICBBIX I'PYIIIT KJIMCHTOB.

4. Segmentation of customers by reaction to marketing offers. Segmenting customers by
acquisition strategy.

Cel"MeHTaHI/Ifl KIIMCHTOB IO PCAKIIMN HA MAPKECTUHI'OBBIC ITPCAJIOKCHUS. CGFMCHTaHI/Ifl KIIMCHTOB
0 CTPATETUH MIPUBIICYCHUSI.

5. Management of marketing campaigns in CRM systems.
YrupapiieHue MapKETHHTOBBIMH KaMIAHUSMH B CHCTEMaxX YIPABIICHUS OTHOIICHHUSIMH C
kimentamu (CRM).

6. Techniques for improving marketing campaigns. CRM support for closed-loop marketing
campaigns. Customer retention methods. Optimization of sales channels.

TexHuku yiydmieHus MapKeTHHroBbiX kammanuil. [lomnmepxkka CRM s MapKeTHHIOBBIX
KaMIaHWid C 3aMKHYTBHIM ILHUKIOM. MeToIbl yaepaHus KIHMeHTOB. ONTuMH3aIys KaHAJIOB
POAAXK.

TunoBble OLeHOYHBIC MaTepHAJIBI 0 TeMe Ne6
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1. O0cyxkaeHue BONPOCOB CeMUHAPA.
HNuTepakTUBHBIE 3aHATHSA: TOKJIAAbI CTY/IEHTOB.
1. Ideas of one of the founders of scientific management G. Gantt about the social responsibility
of business.

WNnen opgHOoro wu3 ocHoBaresled HaydHOro ympasiaeHus Jx. IsHTTa 0 coumanbHON
OTBETCTBEHHOCTH OU3HEca.

2. Conceptual approaches to the humanization of the entire world socio-economic life in the
1970s-1980s.

KonnenrtyanpHble TOAXOJbI K TYMaHHU3allMd BCEM MHPOBOM COLMAIBHO-3KOHOMHUYECKOM
ku3au B 1970-1980 rogax.

3. Imperial Philanthropic Society in Russia at the beginning of the 19th century. Becoming. Main
directions of activity.

Nwmmeparopckoe GarorBoputenbHoe o0mecTBo B Poccun B Hauane XIX Beka. CtaHoBIEHHE.
OcHOBHbIE HaMpPaBICHUS IEATETHHOCTH.

4. Stakeholders and corporate social responsibility. Relationship forms.
CTOpOHBI  3aMHTEPECOBAHHBIC B JICATENPHOCTH M KOPHOPATHBHAs  COLMAIbHAs
OTBETCTBEHHOCTh. ®OPMBI B3aUMOOTHOIICHHH.

5. Types of corporate social responsibility ("Caroll's Pyramid") and their brief description.
Tunsl KopriopaTuBHOM counanbHoi oTBeTcTBeHHOCTH ("IIMpamuaa Kappomna") u ux xparkoe
OIHCaHUE.

6. Legal, professional, economic, moral and ethical responsibility as forms of corporate social
responsibility.

[IpaBoBasi, mpodeccroHa bHas, JKOHOMUYECKAsl, MOpAJIbHAS ¥ ITUYECKasi OTBETCTBEHHOCTh
KakK (hOpMBI KOPIIOPATHBHOM COIIMAILHON OTBETCTBEHHOCTH.

7. The moral meaning of labor, which arose in the era of the Renaissance and the Reformation.
MopanbHblil cMBICT TpyJa, BOSHUKIINN B 310Xy Peneccanca u Pedopmanun.

8. Association of Managers of Russia and its role in solving the problems of social responsibility.
Accommanms MeHemkepoB Poccum W ee ponmb B pemieHHH TpoOJIeM COMUAIbHON
OTBETCTBCHHOCTH.

9. Quality of working life in the context of corporate social responsibility.
KauectBo paboueii )kiM3HN B KOHTEKCTE KOPIIOPATUBHOMN COIMAIIBHONW OTBETCTBEHHOCTH.

10. Basic principles of the UN Global Compact on the social responsibility of entrepreneurship.
OcHoBuble npuHIUNbl ['mobansHoro kommnakta OOH mo comuanbHOl OTBETCTBEHHOCTH
NpeANPUHIMATEIIECTBA.

11. Brief description of Western models of corporate social responsibility.
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KpaTKOG OIMCAaHHUE 3allaJHbIX MOACTIeH KOpHOpaTI/IBHOﬁ COIMAJIbHOM OTBETCTBEHHOCTH.

12. The concept of duality (personal-corporate) in the form of reflecting corporate social
responsibility.

Konnennust ABOWCTBEHHOCTH (JIMYHO-KOPIOPATUBHOM) B OTPAKEHUU KOPIIOPATUBHOM
COLIMAJIBHOW OTBETCTBEHHOCTH.

13. The concept of "stakeholders" in corporate relations. General characteristics.
Konnenmus "3auMHTEpecOBaHHBIX CTOPOH" B KOPHOPATHBHBIX OTHOWIEHUsAX. OO1mas
XapaKTepUCTHKA.

14. Various public institutions as a form of social responsibility.
Paznuunble 00IIeCTBEHHBIC YUPEKICHUS KaK (popMa COITUATBHON OTBETCTBEHHOCTH.

15. Social reporting of the company as a form of informing the society about the social
responsibility of business.

ConmanpHasi OTYETHOCTh KOMITAaHUH Kak (hopma MHOOPMHUPOBAHHS OOIIECTBA O COIMATBHON
OTBETCTBEHHOCTH On3Heca.

16. The concept of "ethical needs" in the developed countries of the world.
Konnenmus "sTudeckux noTpeOHOCTEH" B pa3BUTHIX CTpaHAX MUPA.

17. Codes of corporate social responsibility of companies. Concept. Approaches. Definitions.
Konekcbl KOpnopaTuBHOW COLMAIbHOW OTBETCTBEHHOCTH KomnaHuid. Konuenmus. [loaxonsr.
Onpenenenus.

18. Reformation as the basis of the Protestant work ethic. General concept.
Pedopmanms kak 0ocHOBa MPOTECTAHTCKOM 3TUKH Tpyaa. OOmas KOHIICTIIIHNS.

19. Principles of social justice as the basis of corporate social responsibility.
[IpyHIMNBI COLMAIBHON CIPAaBEUIMBOCTH KaK OCHOBA KOPIIOPAaTUBHOM COLMAJIBHON
OTBETCTBCHHOCTH.

20. Social responsibility of small business. Peculiarities. Concept.
ConmanpHas OTBETCTBEHHOCTh Majioro 6msneca. Ocobennoctu. Konmenmus.

TunoBble OLleHOYHbIE MAaTEPHUAJIBI IO Teme Ned, 5
Oo0pasen cuTyanuoHHOM 3a1a4u (Keiica)

Ipoananusupyiime uHgopmayuio, onpedenume, YCMaHOBUME U YKAXCUME CBO€
OMHOWEeHUe K 3ampPOHYMOU meme, cpopmynupytime omeemol Ha 60NPOCHL.

CASE: Implementation of call tracking and CRM in a travel agency / Buedpenue cucmemut
omcnexcusanus 360nk06 u CRM ¢ mypucmuueckom azenmcmee
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In October 2015, a CRM system and CallTracking were implemented in a travel agency and a
visa center.

B okTts6pe 2015 roga B TYpuCTHYECKOM areHTCTBE M BU3OBOM IIEHTpE Oblla BHEAPEHA CUCTEMa
CRM u CallTracking.

The Berg-tourism company has been operating since 2005, in 2014 the subsidiary company
Regional Visa Center began to work, in 2015 a branch was opened in Togliatti. The number of
staff is 10 people.

Komnanus "bepr-typusm" padotaer ¢ 2005 roaa, B 2014 roay Havana AelicTBOBATh J0UYEpHSs
komnaHus "PernoHaneHbiil BU30BbIH LeHTP", B 2015 roty 6b1710 OTKPBITO MPEACTABUTEILCTBO B
TonbsarTu. KonruecTBo COTpyIHUKOB cocTaBisieT 10 yenoBek.

Problems:

e There are several sources of advertising: yandex.direct, google.adwords, seo yandex, seo
google, social networks. It is not clear where how many customers come from.

e Incomprehensible effectiveness of each advertising channel, it is impossible to evaluate
the effectiveness of the work of specialists: SEO specialist, directologist, smm-specialist

e There are 5 different mobile phones in the office, each has a signed platform, but in fact
most of the calls go to 1-2 phones that are disconnected, calls are lost, the source of the
call can be traced very inaccurately.

e A branch in Tolyatti is launched and the question arises of how to remotely control an
employee there, to monitor that he speaks according to the script it is not clear how many
calls per day/week/month come to Tolyatti

o There are no statistics on the number of calls and requests for Samara either. There is
information only for orders, incomprehensible call / order conversion

e There are 2 visa center managers and 4 travel agency managers. It is not clear how many
transactions each employee has in work, applications are distributed randomly.

e The head of the sales department in such a situation cannot make managerial decisions.

e The owner cannot make decisions regarding the investment of money in a particular
advertising channel

e Within a month, the manager does not have data on sales, applications, management
decisions are made with a huge delay. it is impossible to correct the work within a month

e The client in the office is asked where he found the information, in Yandex or Google

* EcTh HecKoITbKO UCTOUHMKOB pekiiambl: Sumekc. Jupekr, Google. AdWords, SEO Sunexc, SEO
Google, connanbubie ceTd. He sicHO, OTKy1a ¥ CKOJIBKO KJIIMEHTOB IPUXO/HUT.

* HenonsitHast 3¢ (heKTHBHOCTH KAXKJOTO PEKJIAMHOTO KaHajia, HEBO3MOYKHO OIICHHTh

3¢ (HeKTHBHOCTE pabOTHI crieNUaANUCTOB: crenuanrctos mo SEO, mupekronoros, SMM-
CTICTIMAIIACTOB.

* B oduce ectb 5 pa3zHbIX MOOMIIBHBIX TeNIE()OHOB, KAXKIBIH UMEET CBOIO OT/IEIbHYIO
maTdopMy, HO Ha caMOM Jiesie OOJIBIIIMHCTBO 3BOHKOB MOCTYMAaeT Ha 1-2 TenedoHa, KOTOPhIE
OTKJIFOUEHBI, 3BOHKH TEPSIFOTCS, HCTOYHUK 3BOHKA MOYKHO YCTAHOBUTH OYEHB HETOYHO.

* 3anyckaercs (unuan B ToNbATTH, U BOZHUKAET BOIPOC O TOM, KaK yAaJIEHHO KOHTPOJIHPOBATh
COTpPY/IHHUKA, OTCIIC)KUBATh, YTO OH TOBOPUT B COOTBETCTBUU CO CIICHAPUEM, HE SICHO, CKOJIBKO
3BOHKOB B JICHb/HE/IEI0/MeCSIl oCcTynaeT B TONbATTH.
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* HeT craTuCTHKH 110 KOJIMYCCTBY 3BOHKOB U 3aIIPpOCOB JIA CaMapLI. Ecth I/IH(I)OpMaI_II/ISI TOJIBKO

I10 3aKa3aM, HCIMOHATHAsA KOHBCPCHUA 3BOHKOB/3aKa30B.

* EcTp 2 MeHemkepa BU30BOrO LIEHTpa U 4 MeHepKepa TypareHTcTBa. He sicHO, CKOBbKO CIIeNnoK

Y K&XKIO0T0 COTPYAHUKA B pabOTe, 3aIBKH PaCIIPEIeIIIOTCS IPOU3BOIBHO.
* PykoBoautens oTena npoJax B TaKOH CUTYAIlMH HE MOXKET IPUHUMATh YIPABICHYECKHE

peuieHusl.

® Bnaﬂeneu HE MOXCT NPUHUMATDb PCUHICHUA OTHOCUTCIIBHO I/IHBCCTI/IIII/Iﬁ JCHET B OHpGZIGJIeHHI)If/'I

PEKIIaMHBIN KaHAJL.

*3a MECAL MCHCPKEP HE UMCCT JaHHBIX O IPOJaxKax, 3adBKaX, YIIPABJICHUYCCKNEC PCIICHUA

MPUHUMAIOTCS C OTPOMHOM 33JIEPKKOI. HEBO3MOXKHO KOPPEKTHPOBATH Pa0OTy B TEUCHHE

MecALla.

* KitnenTa B ouce cpammBarot, riae oH Hamen uaopmanuio, B Aunexce unu Google.

Tasks 3aoanue

* Implement dynamic call-tracking on the site and static on social networks \ Bueaputsb
JMHAMUYECKOE OTCIIC)KUBAHNE 3BOHKOB HA CAiTe M CTATHYECKOE B COIUAIBHBIX CETSX.

* Implement CRM system / Bueapute CRM-cucremy.
* Implement IP-telephony / Buenpurs IP-tenedonuro.
* Provide training for employees to work with the CRM system and telephony / IIpoBectu

oOydeHue coTpyaHuKoB pabore ¢ CRM-cuctemotii u TenedoHue.

5. OI.[eHO‘lHLIe MaTepHuajabl l'[pOMC)KyTO‘IHOifI aTTECTAllMU MO0 JUCHHUIIJINHE

5.1. 3ayét mpoBOAMTCH ¢ MPUMEHEHUEM CJeAYIOINX METOA0B (CPEeACTB): B paMKax CAauu

3auéTa npeaycMarpuBacTCsad YCTHBIC OTBCThI CTYICHTOM I10 6I/IJ'IeTy.

B cnyuae nposedenus npomedxcymounou ammecmayuu 6 OUCMAHYUOHHOM pedcume
ucnoavzyemcs naamgopma Moodle u Teams.

5.2. OuneHo4Hble MaTEPHAJIbI IPOMEKYTOYHOH ATTECTALMHI

KoMnonenT IIpomexyTOYHBIN/KI1I049€BOM Kpurepuii oueHnBanus

KOMIIeTeHI MU HHINKATOP OLeHUBAHMS
[1Kc-6.2 I[lormmaer wu  ob6ocHoBbiBaeT  mepen | ChopmMupoBaHo ymeHHe oOecreynBaTh
Crocoben COOCTBEHHMKaMH OW3HEca BHBI padOT IO | pa3paboOTKy W peajH3alui OH3HEeC-
00OCHOBBIBaTh  Tepea | pa3paboTKe W peaqu3allid IPOEKTOB IO | IJIJAHOB B OpraHu3anusax  cdepsl
COOCTBEHHUKAaMHU BHE/IPEHUIO OpraHu3alMoHHO- | Typu3Ma. [IpuBomuT mpumepsl. [lenaer
OuzHeca BUABI PadOT MO | yIPaBICHUECKUX WHHOBaUi Ha | 000CHOBaHHEIE BBIBOIBI.
pa3paboTke U | IpeanpusTusax chepsl Typusma. YcnemrHoe u CHCTEMaTH4eCKOe
peanu3anuy  IPOEKTOB NPUMEHEHHE HAaBBIKOB IPUMEHEHHS
o BHE/IPEHUIO CHELUAIN3UPOBAHHBIX  [IPOTPAMMHBIX
OpraHu3alluOHHO- OpOAYKTOB M 0a3  JaHHBIX  JUIA
yIpaBIeHYECKUX pa3paboTKH U peanusanuu OHU3HEC-
WHHOBALUN Ha IUIAHOB B OpraHm3auusix  cgepsl
MpeanpuaATusix  cdepol TypusMa. [IpruBoauT npuMepsl.
TypHU3Ma.
[IKc-7.1 O6ocHOBBIBaET MapKETUHIOBYIO | YeTKO M MPaBUIIBHO AET ONPENEIICHHUS,
CnocoGen KOHIICTIIMIO NMPEANPUATAs CPEPEl TYPU3MA | ojiHO ~ pacKpBIBAET  COACPIKAHUE
000CHOBBIBATh c UCTIONIb30BaHUEM COBPEMEHHBIX | 1 opyoryis BEpHO HCTIOMB3yeT
MAapKCTUHIT'OBYIO I/IH(I)OpMa]_[I/IOHHO-KOMMYHI/IKaTI/IBHI)IX
KOHIIETIIIHIO TeXHOJIOTHi. TEPMUHOJIOTHUIO, 5 Ipu 3TOM OTBCT

CaMOCTOSTCIIbHBIN, HCIIOJIb30BAHbI
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KoMmnonenT IIpomexyTOUHBIN/KII0Y€BOM Kpurepuii ouennBanus

KOMIIETEeHIIUH HHAMKATOP OLleHMBAHUA
TIPS ATIPUATHS cheprr paHee IproOpeTeHHBIC 3HAHUS.
Typusma ¢ Brinonuser BCE onepaunuu,
HCHOIB30BAHICM HOCJIE0BATEIbHOCTh UX BBIIOIHEHUS
COBPEMEHHBIX
HHbOPMAIHOHHO- JOCTATOYHO  XOPOIIO  TPOAyMaHa,
KOMMYHUKATHBHBIX JEeHCTBUE B 1IEJIOM OCO3HAHO.
TEXHOJIOTHH. Brnageer  BcemMM — HEOOXOJUMBIMU

HaBBIKAMH W/WJIM UMEET OTIBIT.

Tunosblie oleHOYHBbIE MATEPHAJIBI IPOMEKYTOUYHOI aTTecTALMHU
ITepeyennb BOIpPOCOB K 3a4€Ty

H3noxcume meopemuyeckue OCHOGbL NO OAHHOU meme (Oaiime onpeoenenHus,
nepeuuciume u Hazoeume) u 0O6OCHyiume (apzymenmupyiime u npoOEeMOHCMpPUpyiime) ceoe

OmHoOuenue K OGHHOU meme (Ha KOHKpemHoM npumepe):

1. Strategy for managing client relationships. "Industrialization" of sales and marketing.

Crparerust ynpaBjieHHs KIMEHTCKUMU OTHOIICHUAMHU. "VHaycTpuanuzanus” npogax u

MapKETHHIA.

2. Purpose of the CRM strategy.
Henpb crparernn CRM.

3. Definition of the term CRM. The essence and principles of the concept of CRM.
Prerequisites for the emergence of this approach.

Onpenenenne Tepmuaa CRM. Cymnocts 1 puHuunsl koHuenuuu CRM. Tlpeanocsuiku
JUTSI BOSHUKHOBEHUS DTOT'O IIOIX04A.

4. Information systems for customer relationship management (CRM). Purpose,
relationship with the application of the concept of CRM. Relationship with CIS.
NudopmanoHHble CUCTEMBI yIpaBlIeHUsI B3aUMOOTHOIIeHUsIME ¢ KiueHtamu (CRM).
Haznauenue, cBs3p ¢ npumeHenuem konueniuu CRM. Otnomenne k CUC (Cucremam
Nudopmanmonnoit [lognepxkn).

5. Classification and functions, types of CRM. The main components of CRM systems.

Knaccudukanus, ynkiun, Tunsl CRM. OcHoBHbIE KOMIIOHEHTHI cucteM CRM.

6. Sources of CRM effectiveness. History of CRM development. Concept applicability
criteria. Benefits from implementing CRM.

Uctounuku r¢pextuBHOCcTH CRM. UcTopus pazsutist CRM. Kputepun npuMeHUMOCTH

KoHuenuuu. Beiroast ot BHeApenuss CRM.

7. Architectural components of the CRM system.

ApXUTEKTypHbIE KOMIIOHEHTHI cucTeMbl CRM.

8. Integration with other systems. Overview of the CRM-solutions market. Market of

Russian CRM-systems.

20




Wuterpanus ¢ apyrumu cucremamu. O630p peiaka CRM-pemennii. PeiHOK poccuiickux
CRM-cucrem.

9. The main criteria for choosing a CRM system (type of CRM system, the possibility of
CRM and accounting systems working together, compliance with the peculiarities of domestic
business practices, availability of services for implementation and maintenance in your region,
total cost of ownership, integration with telecommunications, web applications and other
software products, the possibility of organizing a remote workplace).

OcHoBHble KpuTepuu BbiOopa cuctemMbl CRM (tum cucrembr CRM, BO3MOKHOCTB
coBMecTHOM paboTei CRM M ydYeTHBIX CHCTEM, COOTBETCTBHE OCOOCHHOCTSIM OTE€UECTBEHHBIX
JIETIOBBIX TPAKTUK, HAJTHYUE yCIYT IO BHEAPEHHUIO W OOCITY)KUBAHHIO B BAIlleM PETHOHE, 00IIas
CTOMMOCTh BJIAJICHHs, HMHTETpalHs C TEICKOMMYHHKAIIMOHHBIMH, BEO-IPUIOKEHUSIMA |
IPYTUMH TIPOTPaMMHBIMU TIPOJTyKTaMH, BO3MOXXHOCTh OpTaHHW3alM{ yAaJeHHOro pabodero
MecTa).

10. Implementation of customer relationship management systems. Points of interaction
between the company and the client. Relationship management with partners, B2B (business-to-
business) and B2C (business-client) interaction channels. The evolution of customer retention
methods. Loyalty programs.

Brenpenne cucrteM ympaBlieHUS B3aUMOOTHOIICHHSIMH C KIUEHTaMH. TOYKH
B3aUMOJICHCTBHS MEXIy KOMIIAHWEH W KIMCHTOM. YTIpPaBIICHHE OTHOIICHUSMHU C MapTHEPaMH,
KaHanamu B3aummojeiictBus B2B (Ousnec-k-O6uzHecy) u B2C (OusHEc-KIHEHTY). DBOIIOIUS
METOJIOB YJEepKaHUs KJIUEHTOB. [IporpaMmbl J0SIHOCTH.

11. Features of CRM-systems in various fields of activity. Implementation of CRM-
systems in financial organizations (banks, insurance and investment companies).
Ocob6ennoctu CRM-cucteM B pa3nuuHbIX cepax aedrenbHocTd. Bueapenne CRM-
CHCTeM B ()MHAHCOBBIX OpraHU3anusX (0aHKax, CTPAXOBbIX U MHBECTHIIUOHHBIX KOMIAHHUSX).

12. Possible development proposals (“second product strategy”, cross-selling, financial
consulting).
Bo3moskHbpie mpeaioxkeHus 1o pas3BuUTHIO (''cTpaTeruss BTOPOro MpoayKTa', Kpocc-
poJaku, GPUHAHCOBOE KOHCYJIbTHPOBAHHUE).

13. Problems of automation of client interaction in financial institutions. Strategic
requirements for departments that interact with customers.
[TpoGiieMbl aBTOMATH3AaIlMM B3aUMOJICHCTBUS C KIMEHTAMH B (DHHAHCOBBIX
yapexaeHusx. Ctparerndeckre TpeOOBaHUS K OT/IeIaM, B3aUMOJICHCTBYIOIINM C KIIMEHTaMHU.

14. Calculation of profitability/value of clients. Customer service based on the value
model.
Pacuer npuOBUIBHOCTH/LIEHHOCTH KJIWEHTOB. OOCIyKMBaHHE KJIMEHTOB Ha OCHOBE
MOJIETTH LICHHOCTH.
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15. Implementation of CRM-systems in telecommunications companies. Price
management and formation of service packages. Implementation of CRM-systems in the field of
retail sales.

Buenpenne CRM-cucteM B TEIEKOMMYHUKALMOHHBIX KOMIAHMSX. YTpaBICHHUE
1eHooOpa3oBaHueM U (OpPMHPOBAaHUE CEPBUCHBIX NakeToB. Bueapenne CRM-cuctem B cdepe
PO3HUYHBIX TPOJIAXK.

16. Use of CRM-systems in the field of trade marketing. The main problems of Russian
manufacturing companies when working with sales channels.
Ucnons3zoBanue CRM-cuctem B cepe ToproBoro mapkerunra. OCHOBHBIE MPOOIEMBI
POCCHUHCKHUX TPOU3BOACTBEHHBIX KOMIIAHUH MpHU paboTe ¢ KaHAIAMU MPOJAXK.

17. Analysis of failures of projects for the implementation of CRM-systems. Overview of
directions for the development of CRM-system functions. Best practices for using CRM-systems
in various fields of activity.

AHanu3 HeyAauyHbIX MpoekToB mo BHeapeHuto CRM-cuctem. O630p HampaBieHU
pasButust  ¢yHkumii CRM-cucrtem. Jlyumme mnpaktukd wucnosb3oBanus CRM-cuctem B
pa3iIuyYHbIX chepax AesITeTbHOCTH.

18. Evolution of marketing: product marketing, direct marketing, target marketing.
OBOJIIOLMS MapKETUHra: MPOAYKTOBBIM MapKeTHHI, NMPSIMON MapKeTHHT, LeJIeBOH
MapKETHHT.

19. Event Marketing, Permission Marketing, Relationship Marketing and One on One
Concept. Marketing technologies in CRM-systems.
MapkeTHHr MEpOIpPHUATUH, MAPKETUHI PA3PELICHMs,, MAapKETHHI OTHOIUCHWM U
KoHUenus "onuH Ha oguH". Mapketunrossle TexHosioruu B CRM-cucremax.

20. Principles of customer segmentation. Formation of target groups of clients.
[TpuHIHITEI ceTMEHTAIMH KJINEHTOB. DOpMUPOBAaHUE TIEJIEBBIX TPYII KIHNCHTOB.

21. Segmentation of customers by reaction to marketing offers. Segmentation of customers
by acquisition strategy. Management of marketing campaigns in CRM systems.
CermeHTanus KJIMEHTOB IO PEAKIMM HA MAapKETHHTOBBIC TpeioskeHus. CerMeHTaIus
KIIMCHTOB I10 CTPATCruv IMPHUBJICYCHUS. ynpaBJ’ICHI/Ie MapKECTUHIOBBIMH KaMIIAHUSMH B CRM-
crcTeMax.

22. Techniques for improving marketing campaigns. CRM-support for "closed-loop"
marketing campaigns. Methods of customer retention. Optimization of sales channels.
Meroauky yay4ynieHUss MapKeTHMHroBbix kKammnanuid. I[logmepxka CRM  nmns
MApKETUHIOBBIX KaMIIaHUK "3aMKHYTOro HMKiIa". MeTobl yaep:kaHus KIMeHTOB. OnTuMu3anus
KaHaJIOB MPOJIAK.

23. Sales automation systems. The main functional modules and strategies for their use.
Accounting, management, sales analysis in CRM systems.

22



Cuctemsl aBTOMaTH3aMU Npojax. OCHOBHBIE (PYHKIIMOHAIBHBIE MOAYJIH U CTPATETHH
UX HUCIIOJIb30BAHUA. YUeT, yIpaBieHue, aHanus npojgax B CRM-cucremax.

24. Managing information about contacts and counterparties. Integration of front office
activities. CRM-support of sales regulations. Management of potential transactions (functions for
calculating the probability of a transaction).

Ympasiienne uHPOpMAIUEH 0 KOHTAKTaX M KOHTpareHTax. MHTerpamus nesTebHOCTH
¢dpont-opuca. CRM-nognepxka mpaBwil MPOAAXK. YTpaBiIeHUE MOTCHIIMATHHBIMH CHEITKAMHU
(byHKUIMM 151 pacueTa BEPOSITHOCTH CIIEITKH).

25. CRM-support and control of the functions of sales managers. Sales automation and
mobile CRM solutions. Knowledge management in CRM (Knowledge Management Systems).
[Tognepxka CRM u KOHTpOJIb PYHKITUNA MEHEKEPOB IO MPoJiakaM. ABTOMATH3AIUS
npofaxk u MoounpsHble pemenuss CRM. Ynpasnenue 3Hanusimu B CRM (cuctemsl ynpaBieHHs
3HAHUSIMHU).

26. Problems of integration of customer information, data storage. Tools for analyzing
CRM systems (methods of multivariate statistical analysis, Data Mining tools, forecasting).
OLAP-technologies (analytical processing in real time) in CRM-systems.

[TpoGnembl uHTETpau WHGOPMALIUK O KIMEHTaX, XpaHEeHUs JaHHBIX. HCTPYMEHTHI
aHanm3za CRM-cucteM (METOIbI MHOTOMEPHOTO CTAaTHUCTUYECKOTO aHajIn3a, HHCTPYMEHThl Data
Mining, nporuno3upoBanue). OLAP-texHonmoruu (aHamuThueckas o0paboTka B peKUME
peanbHOro Bpemenn) B CRM-cucremax.

IlIxana oneHUBaHUA
OneHka pe3yJapTaTOB IMPOM3BOAUTCA Ha OCHOBe IloylokeHHA O TEKylleM KOHTpOJIE
yCIeBaeMOCTH  OOy4aromMxcs M [POMEXKYTOYHOM  aTrTecTalu  oOeraroumxcs 1o
0o0pa3oBaTeNbHBIM IPOrpaMMaM CpEIHEro Mpo(pEeCcCHOHATBFHOIO M BBICIIEro 00pa3oBaHUS B
dbenepalbHOM TOCYJapCTBEHHOM OIO/DKETHOM| 00pa30oBaTeIbHOM  YUPEKICHHH  BBICIIETO
oOpazoBanus «Poccuiickasg akaaeMMM HApOJHOI XO3SMCTBAa M IOCYAAPCTBEHHOW CIy:KOBI mpu
IIpesnnente Poccuiickonn denepanum», yreepxkaeHHoro Ilpukasom Pexropa PAHXul'C npm
[Ipesunente PO ot 30.01.2018 r. Ne 02-66 (.10 pazgemna 3 (mepBwiii ab3am) u m.11), a Takxke
Pemenus VYuenoro cosera CeBepo-3amagHoro wuHcTUTyTa ynpaBieHus PAHXul'C npu
[Ipesunente PO ot 19.06.2018, nporokon Ne 11.
OueHka «3a4TeHO» - CTYJEHT I[IOKa3blBaeT TIIIyOOKOE OCBOEHHE MPOrPaMMHOIO
Marepuaia, rpaMOTHOC €0 U3JI0KCHUC, JOITYCTUMBI HC CYIICCTBCHHBIC HETOYHOCTH B OTBETC U
MIPU PEIIeHNU PAKTUYECKUX 3a/a4, BBIOJIHEHNE TeKyIIel paboThl B ceMecTpe.

OueHKa «He 32YTEHO» - CTYJICHT MOKa3bIBaeT CIa0blil ypOBEHb TEOPETUUECKUX 3HAHMIA,
HE3HAaHWE 3HAUUTENbHOM 4YacTH NPOrpaMMHOr0 MaTepuana, HeyMeHUue CchopMyIHpOBaTh
MIPaBUJIbHBIE OTBETHI HA BOMPOCHI, HEBBITIOJIHEHUE MPAKTUYECKUX 3a/1aHUH.

6. MeToauueckue MaTepuaJbl 10 OCBOCHUIO JUCITUIIJIMHBI
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CryneHT gommycKaeTcs K 3a4eTy 10 JUCLUILIMHE B ClIy4ae BBIMOJHEHUS UM BCEX 33JIaHUN
Y MEPOTIPUATHM, TPEAYCMOTPEHHBIX TPOTPAMMON THCIUILTAHEI.

3aueThl OPraHW3YIOTCS B TMEPHOJ CECCHUU B COOTBETCTBHH C TEKYIIUM TpaduKoM
y4e0HOT0 TMpoIecca, YTBEPKICHHBIM B COOTBETCTBHU C yCTaHOBJICHHBIM B C3UY mopsakom.
[IponomkuTenbHOCT 3auera JUisl KaxAOro CTyJAEHTa HE MOXET IMPEBBIIATh YEThIPEX
aKaJIeMMYECKNX YacoB. 3ayeT HE MOXKET HauumHatbes paHee 9.00 4acoB M 3aKaHUYMBATHCS
no3aHee 21.00 yaca. 3aduer IpoBOAUTCS B ayAUTOPHUH, B KOTOPYIO 3aIlyCKAIOTCs OJHOBPEMEHHO
He Ooisiee 5 denoBek. BpeMs Ha MOATOTOBKY OTBETOB IO OWJIETY KaXkJIOMy OOyuarouemycs
orBoautcs 30-40 munyT. [lpu siBke Ha 3a4eT 00yUarOMUNCS JOKEH UMETh IIPH ce0e 3a4ETHYIO
KHIDKKY. Bo BpeMs 3auera oOyuaroliuecsl Mo pelIeHUIO MpernojaBaTesis MOTYT MOJIb30BaThCs
y4eOHOM MporpaMMoi TUCHUIUIMHBI U CIIPAaBOYHOM JIUTEPaTypOi.

O6yuenne mno  gucuumimae  B1.B.JIB.03.01  «Meroasl  co3maHus — KIUCHT-
OPHUEHTHUPOBAHHBIX CTPYKTYP U MPOIECCOB B MHIYCTPHH JEIOBOTO M COOBITMMHOTO Typu3ma /
Methods for creating client-oriented structures and processes in the business and event tourism
industry» npeanonaraeT M3ydeHHE Kypca Ha ayJIUTOPHBIX 3aHATHAX (JIEKIUU M MPAKTHUYECKHE
3aHATHSA) U CaMOCTOSATENbHOW pabOThl CTYACHTOB, BKIIOYas TMOATOTOBKY K 3a4éTy.
[Ipaktnueckue 3anstus aucuuiidabl  b1.B.JIB.03.01  «Meroasl co3gaHusi — KJIMEHT-
OPUEHTHPOBAHHBIX CTPYKTYp M MPOIECCOB B MHIYCTPUH AEIOBOTO U COOBITHIHOTO Typu3ma /
Methods for creating client-oriented structures and processes in the business and event tourism
industry» mpeanmonaraloT WX TPOBEICHHE B PA3NUYHBIX (GopMax ¢ MEJIbI0 BBHISBICHHS
MOJTy4YEeHHBIX 3HAaHUH, YMEHUH, HABBIKOB U KOMIIETEHIIUH.

Iloozomoexa Kk nexyuu
C uenbro o0ecrieueHus yCrenrHoro 00y4eHus CTyIeHT JI0JDKEH TOTOBUTHCS K JIEKIIUH,
MMOCKOJIbKY OHA SIBIISICTCS BaKHEUIIEH opMoli opraHu3aii ya4eOHOTo mpoiiecca, MOCKOIbKY:
— 3HAKOMUT C HOBBIM yUe€OHBIM MaTepUaIoM;
— pa3bACHAET YYeOHBIC SJICMEHTHI, TPYIHBIC IS TOHUMAHHS,
— CHCTEMaTU3UpyeT yueOHbIH MaTepuan;
— OpHEHTUpPYET B yueOHOM TIpoIlecce.
Iloozomoeka K 1ekyuu 3aKa0uaemcs 6 cjiedyruiem:
— BHHUMATEJIbHO TPOYUTANTE MaTEepHall MPEAbITyIIeH JTEeKIINH;
— Y3HaiiTe TeMy MNpeACTOsIIed JeKUuu (M0 TeMaTUYEeCKOMY IUIaHy, 10 WHGpOpManuu

JIEKTOpPA);
03HAKOMbBTECH C YUCOHBIM MATEPUATIOM TI0 YICOHUKY M YICOHBIM MTOCOOUSIM;
nocTapaiiTech ysICHUTh MECTO M3y4aeMOW TEMBI B CBOCH MPoQecCHOHATBHON MOATOTOBKE;
3aMUIIATE BO3MOKHBIE BOIIPOCHI, KOTOPBIE BBl 33/1aJIUTE JICKTOPY Ha JICKIUH.

Iloozomoexa Kk npaKmuuecKum 3aHAMUAM:
— BHUMATEJBbHO MPOYMUTANTE MaTepual JIEKIUH, OTHOCSIIUXCS K JAaHHOMY CEMHUHApCKOMY
3aHATHIO, 03HAKOMBTECH C YUEOHBIM MAaTEPHUATIOM IO YYEOHUKY U YIEOHBIM TOCOOUSIM;
— BBITTUIIIUTE OCHOBHBIC TEPMUHBI,
— OTBETHTE Ha KOHTPOJIbHBIE BOIPOCHI IO CEMUHAPCKUM 3aHATUSAM, TOTOBBTECH AaTh

Pa3BEpPHYTHIN OTBET HA KaX bl U3 BONPOCOB;

— YACHHUTE, Kakue ydeOHbIe DJIEMEHTBhl OCTaNMCh JJIsi Bac HESACHBIMH M IOCTapalTech

MOJyYUTh HA HUX OTBET 3apaHee (0 CEMHUHAPCKOTO 3aHATHSA) BO BpEMsS TEKYIIUX

KOHCYJIbTallU} IIPETOJaBaTels;
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— TOTOBHTBHCS MOYKHO MHIMBHUIYaTbHO, TAPAMHU WIIM B COCTABE MaJIOW T'PYIIIBI, TOCIEIHNAE
ABISAIOTCS () (HPEKTUBHBIMU (POPMAMU PAOOTHI.

Iloozomoeka Kk onpocy npencTaBisieT co0Oi MPOEKTUPOBAHHME CTYJCHTOM OOCYXICHHS B
rpymnme B popMe AUCKYCCHH. B 3TuX Lensx cTyieHTy HeoOX0IuMo:
— CaMOCTOSTENIHO BBIOpATh TeMy (Tpo0JieMy) Ui MPOBEIACHUS OTPOCa;
— pa3paboTaTh BOIPOCHl, HPOAyMaTh MPOOJEMHbIE CHUTyallMd (C HCIOJIb30BaHUEM
NEPUOANYECKOM, HAYYHOH JINTEPATYPHI, a TAKKE UHTEPHET-CANTOB);
— pa3paboTaTh IUIAH-KOHCHEKT OOCYXIEHHS C YKa3aHMEM BpEMEHHM OOCYXIEHUs,
BOIIPOCOB, BAPUAHTOB OTBETOB.
BriOpannasi cryneHToM Tema (mpoOiieMa) JO0JDKHA OBITh aKTyajdbHa Ha COBPEMEHHOM
JTarne pa3BUTHA, JOJDKEH OBITh MPEACTaBICH MMOIPOOHBIH MIIaH-KOHCIIEKT, B KOTOPOM OTpPa)KEHbI
BOTIPOCHI /ISl AMCKYCCHH, BPEMEHHOW perjaMeHT OOCY>KICHWsS, JaHbl BO3MOXKHBIC BapHUaHTHI
OTBETOB, MCII0JIb30BaHbl IPUMEPHI U3 HAYKU U NIPAKTUKH.

MeToanyecKue peKOMeH/IalMM M0 YCTHOMY BOIIPOCY

YcTHBIA ompoc SIBISIETCS OJHUM W3 OCHOBHBIX CIIOCOOOB MPOBEPKH YCBOEHHUS 3HAHUUN
oOydaromumucs. Pa3BEpHYTBI OTBET CTYACHTAa JIOJDKEH TMPEICTaBISATH COOOW CBSI3HOE,
JIOTUYECKH TOCIeI0BaTeNIbHOe COOOLIEHHE Ha OMPENeNIEHHYI0 TeMy, MOKa3blBaThb €ro yMEHHUE
NPUMEHSTH OIPENEICHUS, MpaBWia B KOHKPETHBIX citydasx. OCHOBHBIE KPHUTEPHU OIECHKH
YCTHOT'O OTBETa: MPAaBUIBHOCTH OTBETA IO COJEP>KAaHUIO; MOJHOTA M IIyOMHA OTBETA; JIOTHKA
W3JI0KCHUST Marepuana (yYUTBIBAE€TCS YMEHHE CTPOWUTH WEJIOCTHBIM, IOCIeA0BATeIBHBIN
pacckas, TpaMOTHO  TIOJb30BaThCS  CHENMATBHOW  TEPMHHOJIOTHEH);  HCIOJIB30BaHUE
JIOTIOJIHUTEIHHOTO MaTepuania.

[TpakTHdeckue 3aaHus SBISIOTCS HEOOXOAMM 3BEHOM JJIsl OIIEHKHM YMEHUW U HaBBIKOB
oOyuatomuxcs. OCHOBHbIE KPUTEPUU OLIEHKH MPaKTUYECKOro 3ajiaHusi (Keiica): KauecTBO
NPEUIOKEHUN U peKOMEHIAMI 110 peIIeHUI0 MPOo0IeMbl (BBIXOAY U3 CUTYAlMH), OIMCAaHHOU B
MPaKTUYEeCKOM 3alaHuu (Keice), kauecTBO OOOCHOBAaHHWS aHajau3a MpoOJieM U TMOCIENCTBUMN
BHEApeHHU C(HOPMYITUPOBAHHBIX MPEUIOKEHUH M PEKOMEHJALUil M0 PEeLICHUIO MPOoOIeMbl
(BBIXOZly U3 CUTYAIIMH), OIMCAHOM B MPAKTUYECKOM 3aJIlaHuU (Keiice).

[MonroroBka K 3aHATHSAM JOJDKHA HOCHTH CHCTEMAaTHYECKUH XapakTep. JTO MO3BOJIUT
o0yyaroiemMycs B IOJIHOM 00beMe BBIIOJIHUTE Bce TpeboBaHus npenoaasarens. O0ydaronmmces
pPEKOMEHAyeTCS HU3ydaTh KaK OCHOBHYIO, TaKk M JONOJHHUTENBHYIO IUTEpaTypy, a TaKkKe
3HAaKOMHUTbCS C VIHTEpHET-UCTOYHMKaMM (CIHMCOK TpHBeNeH B pabodell mporpamme 1o
JTUCLIUTUTHHE).

[MonroroBka oOyd4arOmuXcs K ONPOCY TPEANOJaraeT HW3y4eHHE B COOTBETCTBUHU
TEMATHKOHN JTUCIUILTUHBI OCHOBHO/ TOTIONHUTENILHON JIUTEPATYPBI, HOPMATUBHBIX JIOKYMEHTOB,
HMHTEPHET-PECYPCOB.

MeToanyeckue yKa3aHUs 110 OPraHU3alUM CAMOCTOATEILHON padoThI
YcnemHoe OCBOCHHME AMCLMILIMHBL IIPEAIONAracT AaKTUBHOE, TBOPYECKOE Y4YacCTHE
oOyuaromuxcs Bo Bcex (popMax yueOHbIX 3aHATHH, ONPEASNICHHBIX U1 JaHHOW AUCHUIUIUHBIL.
CamocrosTenbHast paboTa CTyAGHTOB IO JUCHMIUIMHE MPU3BaHA HE TOJBKO 3aKPEIUIATh U
yIIyOJIATh 3HAHMS, IOJIyY€HHbIE Ha ayJUTOPHBIX 3aHATHAX, HO U (POPMHUPOBATH yMEHUS
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OpPHEHTUPOBATbCS B MHOrooOpa3uM Marepuana, yMmMeHus o0oOmare, pedepupoBarh, yMeHUs
OpPraHu30BaTh CBOE BpEMs, CIIOCOOCTBOBATH PA3BUTHIO y CTYACHTOB TBOPYECKHUX HABBIKOB,
BBIPA3UTh CBOIO TOYKY 3PEHHUS Ha M3Yy4YEHHBIE BOMPOCHl M 3anaHus. [Ipu BBINOIHEHUU
CaMOCTOSITENIFHOW pabOTHl CTYNEHTY HEOOXOAMMO IPOYHMTATh TEOPETUYECKHA Marephail He
TOJIBKO B Y4eOHHKAX M y4eOHBIX MOCOOMSIX, yKa3aHHBIX B OMOIHOTpaduuecKuX CIUCKaX, HO U
MO3HAKOMHUTBCS € MOHOTpaUYeCKUMHU HCCIECIOBAaHUAMHU. PeKoMeHIanuu 1o HayYHOH
auTeparype, HWH(POPMAIMOHHBIM HCTOYHMKAM H  Y4eOHO-METOAMYECKOMY OO0ECIeUeHHUI0
CaMOCTOSITENIbHON PabOThI coaepkarcs B pazaenax 6 u 7 nannou PIT/I.

3aIlaHl/lﬂ JUIS1 CAMOCTOATEIbHOM MOATOTOBKH K 3aHATHAM JIEKIIMOHHOTO0 B CEMUHAPCKOIo
THUIIOB
BOHpOCbI JIJISl CAMOCTOATEIbHOM paﬁoTbl no JTMCHMIIJIMHE

1. Purpose of the CRM strategy. / I{ens ctparerun CRM.

2. Definition of the term CRM. Essence and principles of the concept CRM. Prerequisites for the
emergence of this approach. / Omnpenenenue Tepmuna CRM. CymHOCTP M HPUHIHUIIBI
koHienuuu CRM. [Ipeanockuiku BO3HUKHOBEHUS ATOTO MOAX0/1A.

3. Information systems for customer relationship management (CRM). Purpose, relationship with
the application of the concept of CRM. Relationship with CIS. / MadopmanrioHHble CHCTEMBI
ynpaByieHUs] B3auMooTHouleHusAsMu ¢ kiauentamu (CRM). Haznauenue, cBSi3p ¢ pUMEHEHHEM
koHuenuu CRM. Ces3s ¢ CYB]I (Cucremamu Ynpasinenust bazamu J[aHHBIX).

4. Classification and functions, types of CRM. The main components of CRM systems. /
Knaccudukanus u pyaxmuu, Tunsl CRM. OcHoBHBIE KOMITOHEHTHI cucteM CRM.

5. Sources of CRM effectiveness. History of CRM development. Criteria applicability of the
concept. Benefits from implementing CRM. / Hcrounuku s¢pdextuBnoctu CRM. Hcropus
passutus CRM. Kpurepun npumMeHMMOCTH KoHLenuu. Beironel ot BHeapeHnus:t CRM.

6. Architectural components of the CRM system. / ApXUTeKTypHbIE KOMIIOHEHTBI CHUCTEMBI
CRM.

7. Integration with other systems. Overview of the CRM-solutions market. Market of Russian
CRM-systems. / Unaterpanus ¢ apyrumu cuctemamu. O63op peiaka CRM-pemienwnii. Prraok
poccuiickux CRM-cucrem.

8. The evolution of marketing: product marketing, direct marketing, target marketing. /
DBOIIOLUST MAPKETHHTA: MAPKETHHT MPOYKTA, MPSMON MapKETHHT, 1IeJICBOH MAPKETHHT.

9. Event Marketing, Permission Marketing, Relationship Marketing and One on One Concept.
Marketing technologies in CRM-systems. / MapKeTHHT MEPONPHUSATHH, MApPKETUHT C
pa3pelieHuss, MapKeTHHI B3aUMOOTHOIIEHWH MW KoHmenuus One on One. MapkeTHHTOBbIE
TexHoyioruu B cuctemax CRM.

10. Principles of customer segmentation. Formation of target groups of clients. / IIpuHIumns:
CerMEeHTaluH KIMeHTOB. DopMUpOBaHHE TIETIEBBIX TPYIIT KIUSHTOB.

11. Segmentation of customers by reaction to marketing suggestions. Segmenting customers by
acquisition strategy. Management of marketing campaigns in CRM-systems. / CermeHTanus
KITMEHTOB 10 PEAaKIMH Ha MAapKETUHIOBbIE MpeiioxkeHus. CerMeHTalus KIHMEHTOB M0 CTpaTeruu
MpUBJICYEHHS. YTIpaBlIeHUE MapKETHHIOBBIMU KaMIlaHUusMHU B cuctemax CRM.

12. Techniques for improving marketing campaigns. CRM support for closed-loop marketing
campaigns. Customer retention methods. Optimization of sales channels. / Texuuku ynyurienus
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MapKkeTHUHroBbIX kamnanui. Ilognep:kka CRM 1jisi MapKETHHTOBBIX KaMIaHUW C 3aMKHYTHIM
IIUKJIOM. MGTOIII)I YACpKaHUA KIIMCHTOB. OHTI/IMI/I?:aHI/ISI KaHaJIOB IMPpOJax.
MeToanuyeckne peKOMEHIALUM 110 3a1MTe KeiCoB:

Keiicbet — 31O mnpoOnemHble CcUTyallMM, CIEUHaIbHO pa3pabOTaHHbIE HAa OCHOBE
(akTHUECKOro MaTepuaia Jjs OLEHKH YMEHHUN M HaBBIKOB 00yYaIOIIMXCS.

Ilenp Merona NpPUMEHEHHs KEWCOB - HayuuTh OOyyaroluxcs, aHAJIU3HPOBATh
MPOOJIEMHYIO CHUTYaIlMI0, BO3HUKINYIO TPU KOHKPETHOM TOJIOKCHHWU JIell, U BBIPAOOTATh
Haubosee palMoOHAIbHOE pelIeHHe; HayduTh paboTaTh ¢ MHPOPMAIMOHHBIMM HCTOYHHKAMHU,
nepepabdaTbIBaTh U aHATU3UPOBATH UX.

Ha 3HakoMcTBO M pemieHue keiica oOydaromemycs otBoautcs 30 muH. OOydaroniuiics
3HAKOMUTCSI ¢ MaTepuanioM keica. OcmbicnuBaer cutyanuio. Ecam HeoOxomumo, coOupaer
Heo0XoquMy0 HH(GOPMALIMIO IO CUTyalu. PaccMaTpuBaeT anbTepHATUBBI PELICHUS TPOOIEMBI
Y HaXOJWT €€ BEpHOE WU OonTUMaibHOe pemeHne. OOydaromuics mpe3eHTUpyeT (3alluinaeT)
cBo¢ pemienue. [IpenongaBaTenb OIEHMBAET KAa4eCTBO BBHITIOJHEHHS 3aJaHHsl 1O KPUTEPUSIM:
JTUATHOCTUKU TMPOOJIeMBbI, KadecTBa TPEIJIOKCHUH W PEKOMEHJAIMI 10 PEIIeHUI0 Keiica,
KauecTBa M3JI0KEHHS MaTepHaa.

MeTtoauyecKue peKOMeH/IAIMH 0 NMOJAT0TOBKE BHICTYIJIEHUS U MPe3eHTAIIUH
BricTymuienre — 3To odunmanbHOe COOOIIEHUE, TTOCBAIIEHHOE 3aJaHHOW TeMe, KOTOPOe
MOJKET COJIepP>KaTh OMUCAHKUE COCTOSTHUS JIe] B KaKoW-1100 cdepe NesaTeTbHOCTH WIH CUTYAIlHH;
B3TJIS] aBTOpA Ha CUTYALMIO UM MpoOJIeMy, aHAIU3 U BO3MOXKHbBIE YT PEIICHUs] IPOOIEMBI.
Jlokmnaz 1oJKeH OBITh MpecTaBiieH B YCTHOH popme. CTpyKTypa AOKIaa BKIIOYACT:
1. Brenenue:
— YKa3bIBACTCA TCMaA U LCJIb BBICTYIIJICHUSA
— 00o3HayaeTcsi mpoOJIEeMHOE TOJIe U BBOJASTCS OCHOBHBIC TEPMHUHBI BBICTYIUICHHUS, a TaKXKe
TEMATUYCCKUC PA3ACJIbl COACPIKAHUA BBICTYIIJIICHHA,
— HaMCUaKTCs METOAbI peuicHuAd HpeHCTaBHCHHOﬁ B BBICTYIIJICHUU HpOGHGMLI nu
MpeIoJiaracMple pe3yIbTaThl.
2. OCHOBHOE COZIepKaHuE:
— TIOCJICIOBATEIIEHO PACKPBIBAIOTCS TEMATHICCKUE Pa3JIeiTbl BRICTYIUICHUS.
3. 3akiroueHue:
— HOPUBOOATCA OCHOBHBLIC PE3YIBTATBI U CYXICHHA aBTOpPa II0 IMOBOAY HYTeﬁ BO3MOXHOTI'O
peleHHst pACCMOTPEHHOM MPOOJIEMBI, KOTOPBIE MOTYT OBITH 0POPMIICHBI B BHJIE PEKOMEHIAIINH.
TexcT BBICTYIUIGHHMSI JIOJDKEH OBITh TIOCTPOCH B COOTBETCTBHH C PErVIAMEHTOM
MMpEACTOALICTO BBICTYIUICHUA: HE 60.]'[66 MATN—CEMU MHUHYT.

MeTtoauyeckue peKOMeHAAlMU CEMUHAPCKOMY 3aHATHIO (TOKJIA]/ IUCKYCCHUS):

CeMuHapckoe 3aHsiTHe (CeMHHAP) - OJHA U3 OCHOBHBIX (hOpPM OpraHHU3alui y4eOHOTO
mporecca, MpeAcTaBisiomas co0oi KOJUIEKTUBHOE OOCYKIEHHE CTYyACHTaMU TEOPETHYECKUX
BOIIPOCOB MO PyKOBOJCTBOM mpernoaaBarens. CeMHHApCKOe 3aHSATHE OPTaHUYHO CBA3aHO CO
BCEMU JApyruMu popMaMu OpraHu3aluy y4eOHOro mpolecca, BKIIIoUYas, MPexie BCero, JIEKIUU
U CaMOCTOATENbHYI0 padoTy cTyneHTOB. Ha ceMuHapcKkue 3aHSTHUS BBIHOCSTCS Y3JIOBBIE TEMBI
Kypca, YCBOGHHE KOTOPBIX OMpeeseT KaueCTBO MPOPECCHOHATBHON MOATOTOBKU CTYIEHTOB.

[Ipu 5TOM BaskHO, 4TOOBI y4eOHBIE BOIIPOCHI, BHIHOCUMBIE JIJIsl OOCYKACHHS Ha CEMUHApe,
He TyOnmupoBaiy MaTepuana JEKIUU, HO COXPaHsUIU Obl TECHYIO CBSI3b C €€ MPUHIMIHATLHBIMU
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noJI0keHUAMU. OCOOEHHOCTBIO CEMUHAPCKOT0 3aHATHUS ABISETCS BO3MOXXHOCTH PAaBHOIIPABHOTO
Y aKTUBHOT'O Y4acTHs Ka)KJI0T0 CTy/I€HTa B OOCYKIEHUH pacCMaTPpUBAEMBIX BOIIPOCOB.

[lenb ceMUHApPCKOro 3aHATHUS - PA3BUTHE CAMOCTOSITENIBHOCTH MBIIUICHHAS U TBOPYECKOU
aKTUBHOCTH CTYJCHTOB, (popMHpOoBaHHE OOIIMX KOMITETCHIINH.

3aaun CeMHUHAPCKOI0 3aHATHSA: — 3aKpeIuIeHUe, yriIyOJieHHe W PACHIMpeHHE 3HAHUM
CTYZICHTOB IO COOTBETCTBYIOIIEH yueOHOH mucuuruimHe; — (HOpPMUPOBAHHE YMEHUS
IIOCTAaHOBKM W PELICHHUsS HWHTEUIEKTYyalbHBIX 3aJad W HNpoOJeM; — COBEpLICHCTBOBaHME
CIOCOOHOCTEH M0 apryMeHTalluH CTyA€HTaMH CBOEH TOUKM 3pEHHsI, a TAaKXKe 10 J10Ka3aTeIbCTBY

U OMPOBEPKEHUIO APYrUX CYXICHHUM; — JIEeMOHCTpalusi CTYJIEHTaMH JOCTHUTHYTOTO YPOBHS
TEOPETHUYECKOW TMOATOTOBKH,; — (OPMHUPOBAHHWE HABBIKOB CaMOCTOSITEIIbBHOW pPabOThI ¢
JIUTEPATYPOil.

MeToanuyeckne peKOMeH/IAIUM 110 KOHTPOJbHOM padoTe

KonTtpomnbHast paboTa BBIIOIHAETCS € LENbI0 3aKPEIICHHUs 3HaHUH, MTOTyYEHHBIX CTYACHTOM
B XO/JI€ JICKIIMOHHBIX U CEMHUHAPCKUX 3aHATUH M TPUOOPETEHHS] HABBIKOB CAMOCTOSITEIILHOTO
NOHUMAaHUS M NPUMEHEHUS HOPMATUBHO-IPABOBBIX AaKTOB M CIELHMAIBHON JUTEPATYPOM.
Hamucanme KOHTponpHOM pabOThl MPHU3BAHO OINEPATUBHO YCTAHOBUTH CTENEHb YCBOCHUS
CTyIeHTaMH Y4eOHOTro MaTepuaia AUCUUIUIMHBI U (QOPMHUPOBAHUS  COOTBETCTBYIOIIMX
komriereHnnii. KoHTponmbHass  paboTra  MOXXET  BKJIIOYaTh 3HAKOMCTBO C  OCHOBHOM,
JOTIOIHUTEHPHOW M HOPMATHBHOM JIMTEPATypoOl, BKIIOYAs CIpPaBOYHBbIC H3JaHU, 3apyOexHbIe
WCTOYHUKH, KOHCIIEKT OCHOBHBIX IIOJIO)KEHHUH, TEPMHUHOB, CBEICHHUH, TpeOyrommx s
3allOMUHAHUS ¥ SIBJSIFOIIMXCS OCHOBOIIOJIAralONIMMH B TeMe U (WJIM) COCTaBJICHHE aHHOTAIUI K
IOPOYUTAHHBIM JIUTEPATypHbIM HCTOYHUKAM, pEUIEHHE KOHKPETHBIX IIPABOBBIX BOIPOCOB,
3aJja4y M opuaudeckux kazycoB. CojepiaHue MMOATOTOBICHHOIO CTYAEHTOM OTBETa Ha
IIOCTaBJIEHHbIE BOIPOCHl KOHTPOJIBHOM pPAOOTHI JOJIKHO IOKa3aThb 3HAHHE CTYAEHTOM TEOpUU
BONPOCA U MPAKTUUYECKOTO €€ pa3peLIeHHs.

KonTtpomnbHast paboTa BBINOIHSAETCS CTYIGHTOM, B CPOK YCTAHOBJICHHBIH MPENOAaBaTEeIeM B
MUCHbMEHHOM (TI€UaTHOM WUJIM PYKOIIMCHOM) BH/IE.

[lepen nammcanueM pabOThI HEOOXOAMMO BHHMMATEIBHO O3HAKOMHTBHCS C COJAEp)KaHUEM
BONPOCOB (WM 3aJauu) MO JEKUUHU, YYEOHHKY, U3y4YUTh JEHCTBYIOIEE 3aKOHOAATEIbCTBO U
PEKOMEHAYEMYIO JIUTEPATYpPY, JACHUCTBYIOIIEE KOHCTUTYLIMOHHOE 3aKOHOAATEIbCTBO M B
HEOOXOIUMBIX ~CIy4asx -CyleOHyl0 | IPaBONPUMEHHUTEIbHYIO TPAKTHKY. OtBeTpl Ha
KOHTPOJIbHBIE BOMPOCH JOJDKHBI OBITh IOJHBIMH, OOCTOATENBHO H3JIOKEHBI M B IIEJIOM
PacKpBIBAIOIIMMHU COZEpKaHHUE Bompoca. Mcnonb3ys HOpMAaTUMBHBIM MaTepuall, HY>KHO JaBaTb
TOYHBIE U KOHKPETHBIE CCBUIKM Ha COOTBETCTBYIOIINE HOPMATUBHBIE aKThI: YKa3aTh UX Ha3BaHUE,
KeM M KOrJla OHM MpPHHATHL, Tne omyOnukoBaHbl. Ilpu 3TOM oOYeHb BaxxHO oOpamaTbes
HETMOCPEJCTBEHHO K CaMUM aKTaM, TOYHO H3JlaraTh COJIEp)KaHHe, a He BOCIPOM3BOJAUTH HX
TIOJIO’KEHUSI HA OCHOBaHHUH Y4€OHOM TUTepaTyphl WK MOMYJISPHON JIUTEPATYPHI.

MeToanueckue peKOMeHAAIUN 110 KOHTPOJIbHOI padoTe
KonTponbHast paboTa BBIMOTHIETCS C HENbI0 3aKPEIUICHUS 3HAHUM, TTOTyUYE€HHBIX CTYICHTOM
B XO/JI¢ JICKIIMOHHBIX U CEMHUHAPCKUX 3aHATUA M TPUOOPETEHHS HABBIKOB CAMOCTOSTEILHOTO
NOHUMaHUs M TPUMEHEHUS HOPMATUBHO-IPABOBBIX AaKTOB M CIELHAIBHOM JUTEPATYPOM.

Hanucanue KOHTpOJ’IBHOfI pa60TI:>I IIpU3BaHO OICPATHUBHO YCTAHOBUTHb CTCICHL YCBOCHUA
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CTyJIEHTaMH Y4eOHOTO MaTepuaia JAUCHUIUIMHBI U (QOPMHUPOBAHUS  COOTBETCTBYIOIIHMX
komneTeHnuii. KoHTponpHass  paboTa  MOXET  BKJIIOYATh 3HAKOMCTBO C  OCHOBHOW,
JOTIONTHUTEIHHOW M HOPMATHUBHOM JIMTEPATypOH, BKIIOYAs CIpPAaBOYHBbIC H3JaHU, 3apyOexHbIe
UCTOYHUKH, KOHCIIEKT OCHOBHBIX TIOJIOKEHUH, TEPMHUHOB, CBEACHH, TPEOYIOIUX IS
3alIOMHHAHUS M SIBJISIOIIUXCS OCHOBOIOJIATAIONIMMU B TeME ¥ (MJIM) COCTAaBIICHHE aHHOTALUH K
NPOYUTAHHBIM JUTEPATypHBIM HCTOYHUKAM, pEIICHHEe KOHKPETHBIX MPAaBOBBIX BOIPOCOB,
3aJad W IOpUAMYECKUX Ka3zycoB. CojepikaHue MOJTrOTOBICHHOTO CTYACHTOM OTBETa Ha
MOCTaBIICHHBIE BOMPOCHI KOHTPOJBHOW PAaOOTHI JOKHO IMOKa3aTh 3HAHHE CTYACHTOM TEOPHUH
BOIPOCA M MIPAKTHYECKOTO €€ Pa3peliCHusI.

KonTponbHast paboTa BBIMOJIHAETCS CTYJACHTOM, B CPOK YCTAaHOBJICHHBIH MPETNOAaBaTeieM B
MUCbMEHHOM (TI€9YaTHOM WJIM PYKOIICHOM) BHJIE.

[lepen HamucanueM pabOTHI HEOOXOAMMO BHHMATEILHO O3HAKOMHTBHCS C COJCpPIKaHUEM
BOIIPOCOB (MJIW 3a/auyd) MO JIKIIMU, yYeOHUKY, M3YUWUTh NEUCTBYIOIIEEC 3aKOHOAATEIBCTBO H
PEKOMEHAYEMYIO JIUTEpaTypy, JACUCTBYIONIEE KOHCTHTYIIMOHHOE 3aKOHOJATEILCTBO U B
HEOOXOJUMBIX Cllydasx -CyIAeOHYyI0 U IPAaBOINPUMEHHUTEIbHYIO MPAKTUKY. OtBeThl Ha
KOHTPOJIbHBIE BOTPOCH JOJDKHBI OBITh ITOJHBIMH, OOCTOSTENBHO W3JIOKEHBI M B IIEJIOM
PaCKPBIBAOIIMMHU COJIEp)KaHHE BOIpoca. VICmoib3yss HOPMATHUBHBIM MaTrepuas, HYy>)KHO JaBaTh
TOYHBIC U KOHKPCTHBIC CCBIJIKM Ha COOTBETCTBYIOINHWEC HOPMATUBHBIC AKThI: YKa3aTb UX HAa3BaHUC,
KEM M KOTJa OHHU IpPHUHATHI, TJe OmyOyiuKoBaHbl. [Ipm 3TOM oOdeHb BakHO oOpalaThCcs
HETIOCPEJICTBEHHO K CaMHUM aKTaM, TOYHO H3JlaraTh COJIEp)KaHUE, a HE BOCIPOHM3BOJIUTH HX
MIOJIOXKEHHUSI HA OCHOBAHUH y4EOHOM JTUTEpaTyphl WK HNOMYJISPHOMN JTUTEPATYPHI.

7. YueOHast 1uTepaTypa U pecypchbl HH(POPMAIHOHHO-TEJIEKOMMYHHUKALMOHHOM ceTH
HNuTepHer

7.1. OcHoBHas1 JIUTEpaTypa

1. KineHTOOpHEeHTHPOBAaHHOCTD: MCCIIEIOBAHUS, CTPATETHH, TeXHOIOTuH : MoHorpadus / JI.C.
Jlarsimosa, W.B. Jluncun, O.K. Oiinep [u ap.]. — Mocksa : UHOPA-M, 2020. — 241 c. —
(Hayunast mpicab). — DOI 10.12737/1058297. - ISBN 978-5-16-108283-6. - Tekcr
anekTpoHHbId. - URL: https://znanium.com/catalog/product/1058297

2. MapKeTHHI-MEHEDKMEHT : y4eOHUK U IpakTHKyM Ui By3oB / WM. B. Jluncun [u ap.] ; moxg
penakuueir U. B. Jluncuna, O. K. Oitnep. — Mocksa : M3narensctBo HOpaiit, 2020. —
379 c. — (Bwicmiee oo6pazoBanue). — ISBN 978-5-534-01165-4. — TekcT : 27eKTpOHHBIN //
9BC Opaiit [caiit]. — URL: https://urait.ru/bcode/450381

3. UYepkamun, I1. A. Ctparerus ynpasieHus: B3auMooTHoIeHusAMHU ¢ kaueHtamu (CRM) / I1.

A. YepkammH. — MockBa : HWutepuer-YHusepcuter Mudopmanuonnsix Texnonoruit
(MHTYUT), 2016. — 420 c. — ISBN 978-5-94774-643-3. — TekcT : 2JIEKTPOHHBIN //
OnekTpoHHO-OubMoTreunas  cucrema IPR BOOKS  :  [canit]. —  URL:

http://www.iprbookshop.ru/52212.html
YueOHO-MeTOANYECKOE O0ecTIeueHHe CAMOCTOSITEIbHOI padoThI
1. Amnues, B.C. busnec-manupoBanue ¢ ucnoinbzoBanuem nporpammsl PROJECT EXPERT
(ITomuerit kypc): yueoHoe nocodue/ B.C. Anues, /I.B. Uuctos. - M.: Uudpa-M, 2011. - 432
c.
2. HudopmanmoHHbIe pecypchl U TEXHOJIOTHU B SKOHOMHUKE: yueOHoe nmocobue/ mox pea. b.E.
Opnunnosa, A.H.Pomanoga. - M.: By3oBckuii yueOnuk, Uudpa-M, 2013. - 462 c.
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. MHdopmarmoHHble TEXHOJIOTMU B KoMMepuuu: YuebHoe nocodbue / JL.II. 'aBpunos. - M.:
NHO®PA-M, 2010. - 238 c.: 60x90 1/16 + CD-ROM. - (Bsicmiee o6pa3oBanue).

. Kucenes, I'. M. UadopmManimoHHbIe TEXHOJIOTUU B 3KOHOMUKE U YIpaBieHUU 3(h(HeKTuBHAS
pabora B MS Office 2007) [DnexTponHsIii pecypc] : Yuednoe nocodue / I'. M. Kucenes, P.
B. boukoBa, B. U. CadonoB. - M.: U3narenbcko-Toprosas kopropanus "Jlamkos u K°",
2013.-272c.

. PenmxunupuHr O6uM3HEC-TIpoLIecOB [DNEKTPOHHBIN pecypc]: y4ue0. mocoOue st CTyJISHTOB
BY30B, OOYYarOIIUXCs MO CHEIHATBHOCTSIM SKOHOMUKH U ympaBieHus / [A. O. bauHoB u
np.]; mox pen. A. O. bimnosa. - M.: KOHUTUJIAHA, 2012. - 335 c.

. YmpamieHue 3HAHMSIMHU KOPIOpPAllMM W PEUHKUHUPUHT Om3Heca: YueOnuk / H.M.
Ab6nauxees, A.Jl. Kucenes; Ilog nayu. pen. H.M. A6aukeesa. - M.: UHOPA-M, 2013. - 382
c.: 60x90 1/16 + CD-ROM. - (Bricmiee oOpa3oBanue).

7.2. lonoJTHATEIbHAS JIUTEPATypa
. JIxek, Mutyenn OOHUMUTE CBOMX KIMEHTOB : MPAKTHKA BBIAAIOIIETOCS OOCITYXHBaHUS /

Mutuenn J[xek ; nepeBon Jl. Kupuenko. — Mocksa : ManH, MBanos u ®epbep, 2013. —
273 ¢. — ISBN 978-5-91657-669-6. — TekcT : OJJEKTPOHHBIH // DIEKTPOHHO-
OnbImoTeUHas cucrema IPR BOOKS : [caitT]. — URL:
http://www.iprbookshop.ru/39305.html

. Jleonapno, MWurunbepu Beigarommuiicss cepBHC, OTAMYHAs NPUObUIL : PUHIUIIBI

JOCTMD)KEHUST HacToAlleH KineHToopueHTHpoBaHHocTH / MHrunsepu Jleonapno, ConomoH
Muxa ; nepeBon T. HoBukoBa. — Mocksa : Mann, BanoB u ®@epbep, 2013. — 214 ¢. —
ISBN 978-5-91657-581-1. — TeKcT : 31eKTPOHHBIH // DNeKTpOHHO-OUOINOTEYHAs CUCTEMa
IPR BOOKS : [caiit]. — URL: http://www.iprbookshop.ru/39175.html

. Mxurapsia, C. B. Cucrembl ynpaBieHHs B3aUMOOTHOIICHHSIMHU C KJIHEHTaMH : ydyeOHOe

nocobue / C. B. Mxurapsa, M. B. MapkoBa. — MockBa : EBpa3uiiCKuii OTKPBITBII
uHCcTUTyT, 2011. — 150 ¢. — ISBN 978-5-374-00518-9. — Tekcr : »1MeKTpOHHBIN //
OnekTpoHHO-OubMoreunas  cucrema [PR BOOKS  :  [caiit]. —  URL:

http://www.iprbookshop.ru/10826.html
. IlponueBa, O. K. KiueHTOOpHEHTHPOBAaHHBIE TEXHOJOTUH B TOCTUHUYHOM CEpPBHCE :

yuebnoe mocodbue / O. K. IlpornueBa. — Omck : OMCKHii rocy1apCTBEHHBIH HHCTHUTYT
cepBuca, OMCKUI IrOCYJTapCTBEHHBIN TeXHUYEeCKnUi yHuBepcuret, 2015. — 72 ¢. — ISBN
978-5-93252-351-3. — TeKcT : 3JeKTPOHHBIN // DIeKTpoHHO-Onbmmoreunas cucrema IPR
BOOKS : [caiiT]. — URL: http://www.iprbookshop.ru/75021.html

7.3. HopmaTuBHBIE IPAaBOBbIE JOKYMEHTbHI M HHAS IPABOBasi HHPOpMAaLHs

1. 3akon Poccuiickoit @enepannu «O rocygapcTBeHHOM TaiiHe» Ne 5485-1 ot 21.07.1993 r. (B

peIaKIUK MOCIEAYIOMNUX 3aKOHOB).

2. ®enepanvublii 3akoH Poccuiickoit @enepanun «O kommepueckoil TaiiHe» Ne 98-D3 ot
29.07.2004 r.

3. @enepanvubiii 3akoH Poccwmiickoit ®eneparuun «O6 wunHpopManuu, WHHOPMAIMOHHBIX
TEXHOJIOTHX U 0 3amute uHpopmarum» Ne 149-d3 ot 27.07.2006 r.
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7.4. UnTepHeT-pecypchbl
C31Y pacnonaraer I0OCTYIIOM uepe3 caWT HayuyHoW OuOnmotexku http:/nwapa.spb.ru/
K CJIC/TYFOIIIUM TOIUCHBIM JJICKTPOHHBIM pECypcam:
Pycckoazviunvle pecypcot

. DNEKTPOHHBIC YUYEOHUKH DJIEKTpOHHO - Oubnmoreunoit cucrembl (BBC)
«AROYKC»

. DNeKTPOHHBIC YICOHUKHU AIEKTPOHHO — Onbnroreunoit cuctemsl (OBC) «Jlanb»

o HayuHo-npakTuueckue cTaThM M0 (pUHAHCAM M MEHEIKMEHTY M3naTenbckoro
noma «bubnuoreka I'peGeHHUKOBAY

o CraTpu U3 NEPUOIUYECKUX M3AAHUNA MO OOLIECTBEHHBIM W TyMaHUTapPHBIM
HaykaM «Hcrt - Bero»

o DHUUKIIONEINH, CIOBapH, CIIPaBOYHUKHN «PyOpuKoH»

o [lonmHble TekcThl auccepTanuii U aBTopedepaToB IJieKTpoHHas bubianoreka
Hucceprauuit PI'b

o NudopmannonHo-npaBoBbie 6a3bl - KoncynbranT mitoc, ['apaHT.

AHTJI0513bIYHbIE PeCypPChI

o EBSCO Publishing — moctynm K MyJIbTHAMCIHMILIMHAPHBIM MOJTHOTEKCTOBBIM
0azaM JaHHBIX pa3IMYHBIX MHPOBBIX H3/aTENbCTB MO OHM3HECY, SKOHOMHKE, (HUHAHCAM,
OyXrajTrepckoMy yd4eTy, T'YMaHUTapHBIM M €CTECTBEHHBIM OONacTsM 3HaHWH, pedepatam u
MOJIHBIM T€KCTaM IMyOJMKaIWi U3 HAYYHBIX U HAyYHO-TIOIYJIIPHBIX JKYPHAJIOB.

o Emerald — xpymHeiimmee MHpPOBOE HW3AATENLCTBO, CHELUATU3UpYIOLIEecs Ha
AIIEKTPOHHBIX JKypHaNaXx M 0a3ax JaHHBIX MO0 DKOHOMHKE M MEHEDKMEHTy. Mwmeer craTyc
OCHOBHOT'O MCTOYHHKA TpodeccHoHanbHON HH(pOpMaIny TS IpenojaBaTeneii, ucciaeqoBaTenei
U CIICIIMAINCTOB B 00JIaCTH MEHEIKMEHTA.

Bo3MOXHO UCTONB30BaHME, KPOME BBILICTIEPEUYHCICHHBIX PECYpCOB, M IPYTHX
ANIEKTPOHHBIX pecypcoB ceTu VHTepHeT.

7.5. UHbIe HCTOYHUKH

1. OdunuanpHplii  caiit  kommaHuu  «bU3HEC-WHXKUHUPHUHTOBBIE  TEXHOJIOTHH» -
http://www.betec.ru

. Opunmanpublil caliT komnanuu «Kypey» - http://www.curs.ru

. OurmanbHblii caiiT komnanuu «kcrept CucremMey - ttp://www.expertsystems.com

. Opuumansublii caitit kadenpsr «HpOpManmonnslie TexHoI0rUWY - http://www.fa-kit.ru
. Opuumansuelii caitt komnanuu « MTHIK» - http://www.inec.ru

. Opuumansublii caifT rpynmsl komnanuii «MHTAJIEB» - http://www.intalev.ru

. Opuumansuelii caiit komnanuu «Cnaiiaep [Ipomxexr - http://www.spiderproject.ru
8. OdurmanbHelii caiit komnanun «Intersoft Laby - http://www.iso.ru
9.Ilporpammuslil npoaykT «Kontyp Crangapt.

10.Ananutnyeckas matdopma Contour BI.

11.http://www.crmonline.ru

12.http://www.crm-portal.ru

13.http://www.crmGURU.ru

14.http://www.iteam.ru

15.http:// www.basegroup.ru
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8. MamepuaibHO-mexHuU4Yeckas 6a3a, UHHOPMAYUOHHbIE
mexHo/102uu, npo2pammHoe obecnedeHue U UHHOPMAYUOHHbIE
cnpasoyHbsvle cucmeMbsl

Ne /1 | HanmeHoBauue

1. CHCI_[I/IaJII/BI/IpOBaHHLIe KJIACChI JIs1 ITPOBCACHU A JIEKIIWM 1 MPAKTUYCCKUX 3aHITHI

2. CrennanusupoBaHHasi MeOesb U OPIrCpeICTBA: Ay JTUTOPUHU U KOMITbIOTEPHBIE KIIACCHI,
000py0BaHHBIE MTOCAIOYHBIMU MECTAMU

3. Texnuuyeckue cpeactBa oOyueHus: llepcoHanmbHBIE  KOMIBIOTEPHI;  KOMITBIOTEPHBIC
MIPOEKTOPHI; 3BYKOBBIE TUHAMHKH; MPOTPAMMHBIC CPEICTBA, OOCCIICUUBAIONINE MPOCMOTP
Buneodaiinos B popmarax AVI, MPEG-4, DivX, RMVB, WMV.

Ilpozpammnsbie, mexnuueckue u 31eKmMpoHHble CPEOCMEa 00y4eHUs U KOHMPOIIA
3HAHUI CMYO0EeHM08:

[TakeTsl TporpaMMHOrO oOOecTeueHus: OoOmero Ha3HauyeHUs (TEKCTOBBIE PEIAKTOPHI,
rpaduyecKue peaaKkToOphbl).

Kypc Brimouaer ucnonb3oBaHue nmporpaMmHoro obecneuenus Microsoft Excel, Microsoft
Word, Microsoft Power Point 118 NOATOTOBKM TEKCTOBOTO M TaOJMYHOTO MaTepHala,
rpadUUecKrX WLTIOCTPAIUH.

Metoasl o0OydeHHs TPENNoNiaraloT HCIOJIb30BaHHE WH(GOPMALMOHHBIX TEXHOJIOTHI
(KOMITBIOTEPHOE TECTUPOBAHUE, JEMOHCTPALINS MYIbTUMEAUUHBIX MAaTEPUATIOB).

3anericTBoBaHbl MIHTEpHET-CEPBUCHI U ANEKTPOHHBIE PEeCypChl (CIIpaBOYHbIE CUCTEMBI, H-D,
Koncynbrant mnm I'apaHT, MOMCKOBBIE CHCTEMBI, JJIEKTPOHHAs I0YTa, MPOPECCHOHATHHBIE
TeMaTH4ecKkre 4YaThl W (OpyMBbl, CHUCTEMbl ayauo U BHUIEO KOH(pepeHIil, oHIalH
SHIUKJIONEINH, CIIPAaBOUYHUKH, OMOJIIMOTEKH, 3JIEKTPOHHbIE YYEOHbIE U yue€OHO-METOIUYECKHE
MaTepHuabl).

Jlomyckaercsi TNpUMEHEHHE CHCTEMBbI JMCTAaHIIMOHHOTO OOYyYeHHUS C MCIOJIb30BaHHUE
miatdpopm TEAMS, Zoom, Skype for Business, CJIO Moodle

HNHpopManMoHHBbIE CIIPABOYHbIEC CHCTEMBbI:
1. TlpaBoBas cuctema «I apant-UHTEepHETY [DNEKTpOHHBIN pecypc]. — Pexxum gocryma: http: //
www.garweb.ru.
2. IlpaBoBas cucrema «Koncynerantllmtoc» [DnexktponHbIl pecypc]. — Pexum nocrtyma:
http: // http://www.consultant.ru/
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