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1. IlepeyeHb NJaHUPYeMbIX Pe3yJbTATOB 00yUeHUs N0 JUCIUIIUHE, COOTHECEHHBIX €
IVIAHMPYEeMBIMH pe3y/1bTaTaMH 0CBOCHMS 00pa30BaTeIbHOM NPOrpaMMbl

1.1. Jucuummua b1.0.05 «CoBpemennsie PR-TexHONmoruu AemnoBoro u cOOBITUHHOTO

typusma / Modern PR-technologies of business and event tourism» o0OecrieunBaeT OBlaJieHUE

CJICAYIOIUMU KOMIICTCHIIUAMU C y‘-IéTOM oTalia:

Kon
Kon HaumeHoBaHue HaumeHoBaHMe KOMIIOHEHTA
KOMIIOHEHTA
KOMIIETEHI[U U KOMIIETEHI[ MU KOMIIETEHI[M U
KOMIIeTEeHI[U U
CriocobeH pa3pabaTeBaTh
Cnoco0eH pa3pabaTbiBaTh U MapKETHHTOBBIE CTPATETHH U MTPOTPAMMBI
BHCAPATH MAapKECTUHI'OBBIC B C(PEpe TypHu3Ma, a TaKXXC BHEAPATH UX B
OIK-4 PATb> Map OIK-4.1 (epe TypisMa, 7P
CTpaTeryy U POrpaMMbl B JIESITENIBHOCTD MPEINPUATHN Chephl
chepe Typuzma Typu3Ma, B TOM YHCJIE C UCTIOIb30BAaHUEM
cetu UHTepHer.
CrniocobeH ynpasisTh
BHEJIPCHUEM CriocobeH onpeenaTh KI0YeBbie
TEXHOJOTHYCCKUX TCXHOJIOTUYCCKHUE TYPUCTCKUEC HOBAIUH,
WHHOBAIIMH ¥ COBPEMEHHBIX oreHnBath 3P PEeKTHBHOCTH U
MH()OPMALIMOHHBIX U 00OCHOBBIBATh MPUMEHEHUE COBPEMEHHBIX
MKc-4 bop MKc-4.1 P P
KOMMYHUKATHBHBIX I/IH(bOpMaHI/IOHHBIX 1 KOMMYHUKAaTHUBHBIX
TEXHOJIOTHH JUIs TEXHOJIOTHH JUT 00eCeYeH s
obecnieueHust KOHKYPEHTOCIIOCOOHOCTH NPENIPUSTHH
KOHKYPEHTOCIIOCOOHOCTH cdepsl Typu3Ma.
00BEKTOB c(ephl TypH3Ma

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

OTO®/T®
(mpu HATMYMH
npoderangapra)/ Kox
KOMIIOHEeHTa Pe3yabTarhl 00yueHust
TPYAOBBIE WIH
KOMIIeTeHI U
npogeccuoHaJIbHbIE
AeHCTBHUSA
OIIK-4.1 HA YyPOBHE 3HAHWII: OPraHM3ALUOHHBIE OCHOBBI TYPUCTCKOM

WHAYCTPUHW, CTPYKTYpPY TYPHCTCKOH OTpaci, WHAYCTPUH
OCOOCHHOCTH TIPABOBBIX W XO3SWCTBEHHBIX OTHOIICHUN MEXITY
VIaCTHUKAMH TYPUCTCKON JCSATEIIBHOCTH, TIOHATHE, BHIBI H

TCXHOJIOINHA OpraHusanuvun JACATCIBHOCTH TyponepaTopos,

TYparcHTOB WU TYPHUCTCKOM
0COOEHHOCTH M COCTaB TYPHUCTCKOI'O NMPOAYKTa M €0 COCTaBHBIX

0COOEHHOCTH OpraHu3aLuu

KOHTPAarcHToB JACATCIBbHOCTH,

3JICMEHTOB,
JeATENHPHOCTH B Poccuy BO BHYTPEHHEM, BHE3THOM M BEIC3THOM

TYPHUCTCKOU

TypHU3ME.

HA YPOBHe YMEHMi: TJIAHUPOBATh M OCYIIECTBJIATh KOHTPOJb 32
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OTO®/T®
(mpu HAJIMYMH

npogcranaapra)/ Kox
KOMIIOHEHTA Pe3yabTarsl 00y4yeHus
TPYAOBBIE UM
KOMIIETeHI MU
npogecCHOHATbHBIE
aeicTBUs
peamm3amueli  PR-mpoekTta,  obecreuynBaTh  KOOPIWHAITUIO
JNEUCTBUI €O BCEeMH (DYHKIHOHAJIBHBIMH IOAPa3IeICHUSIMU
MPEANPUSITAN TYPUCTCKOW MHIYCTPHH, aHATH3HPOBATh OCHOBHBIC
TEOPETUYECKUE U TNPAKTHYECKHE HAIPaBICHUS M HpOOIEeMBI
B3aUMOJICHCTBUS  TPEANIPUATHS  TYPHCTCKOW HWHAYCTPHUA H
notpedureneit (KIMEHTOB).
HAa ypOBHe HABBIKOB: HaBblKaMu  (OpMHUpOBaHUS U
MIPOJIBHIKCHUS TYPUCTCKUX MIPOTYKTOB u YCIyT,
COOTBETCTBYIOIIMX 3aIIPOCaM ITOTPEOUTENEH.
OT®.D.7.
Crparerngyeckoe
YHpaBJICHUC BBICTaBOYHOM
JACATCIIBHOCTBIO
OpraHusanuu -
npogeccuoHabHOro HA YPOBHE 3HAHMIi: 3HATH CPEJICTBA M OCOOCHHOCTH PEKIIaMbl B
Opramu3aTopa Toproso- TypU3Me, IpeaIMeT U 0COOEHHOCTH CBsI3ei C OOIIECTBEHHOCTBIO,
TIPOMBIIIIIEHHBIX o
sicTasox/ Td. D/01.7. 3HAaTh METOJbl WCCICJOBAaHMS, IPUMEHsICMbIE B pPEKJIaMHOU
O p—— JIESTENBHOCTH U CBSI35IX C OOIIECTBEHHOCTBIO.
CTpaTeruu pa3BUTUS
OpraHu3anuu -
podecCHOHANTEHOTO
OpraHu3aTopa TOProBO-
IMPOMBIIIJICHHBIX BBICTABOK
OT®.E.7. Opranusauus HAa YPOBHE YMEHHI: MHCIIOIb30BAaTh OCHOBBI 3KOHOMHYECKHX
OKCKYPCHOHHOM 3HaHWH TIpU oueHKe 3((EKTUBHOCTH pe3yJbTaTOB pPEKIaAMHON
nesrenprocTn/ TO. IKc-4.1 JeATETBHOCTH M OllcHKe 3¢ dekTuBHOCTH PR-KaMmaHuu, ymeTh

E/01.7. Onpenenenne
KOHIICTIIIUH U CTPATCTHH
Pa3BUTHS SKCKYPCHOHHOU
OpraHu3aIUH

JIOTUYECKHA BEPHO, apTYMEHTUPOBAHO U SCHO CTPOHUTH YCTHYIO U
MMMCPMEHHYIO pedYb; OpPraHW30BHIBAaTh pPabOTy HCIIOIHUTENEH;
IUIAHUPOBaTh M MPOTPaMMHUPOBaTh PEKIAMHBIE KaMIIaHUH,

IJJAHUPOBaTh W IporpaMMmupoBaT PR-kammnanum, ymers

HCIIOJIB30BATh IMOJYYCHHBIC HABBIKH B HpaKTHq€CKOﬁ pa60Te, B
O6H1€HI/II/I C KIIMCHTaMHU U NPEACTABUTCIIAMUA OpI‘ElHPI?;ElIIHfI.

HA YpPOBHe HABBIKOB: HaBBHIKAaMH pacueTa 3S()PEKTHBHOCTH
pexiaamMHbIX W PR- kammaHuii; HaBBIKAMU IO KCIIOJIB30BaHUIO
MCETOJ0OB MOHHMTOpPHHIAa PpbIHKA, HaBbIKaMHW II0 COCTaBJICHUIO
PEKJIaMHBIX TEKCTOB C Y4E€TOM CIIEIU(HUKH TOBapa WU YCIYTH,
HaBbIKaMU 10 IMPUMEHCHUIO MMPUKIIaIHBIX METOA0B
HCCIIEJIOBATENBCKON NEATENFHOCTH: M0 PeaH3alii TYPHCTCKOTO
MPOJYKTa c WCIIOJIb30BaHUEM UHGPOPMAITMOHHBIX u
KOMMYHUKAaTHUBHBIX TeXHOHOFHﬁ; HaBbIKaMH I10 (I)OpMI/IIJOBaHI/II-O,
M3MEHEHUI0, KOPPEKTUPOBKE UMH/[)Ka OPTaHU3AIUU [TOCPEACTBOM
CMMH, BHemHeHd U

B3aUMOJIEUCTBUSL  CO BHYTPECHHEU

00ILIIECTBEHHOCTHIO.




2. O6beM U MeCTO JUCHHUILIMHBI B CTPYKTYpPe 00pa30BaTe/IbHOM MPOrpaMMbl
O0beM TUCHUILTHHBI
OO0mas TpyJ0eMKOCTh JUCIHMILTAHBI COCTABIIACT 3 3a4eTHBIC eAuHMIBI, 108 akajaeM. 4acoB
/ 81 acTp. 4acos.

Bupa padorsi TpynoemkocTs
(B akaaeM. yacax)
OuHasi/3a04Has
OO0uas Tpy10eMKOCTh 108/108
KonTakTHas padora 22/12
Jlekuun 12/4
[IpaxkTuyeckue 3aHATUSL 10/8
JlabopatopHble 3aHATHUS -/-
CamocrosiTesibHasA padoTa 86/92
KonTponb -/4
DopMBI TEKYLIETO KOHTPOJIS P — pedepar, I13 — npakruueckue 3anarus, T —
TECTUPOBAHUE

®DopmMa NPOMeKYTOUYHON aTTECTALNH 3auer

MecTo IMCHUIUVIMHBI B CTPYKTYpPe 00pa30BaTe/JIbHOM NMPOrpaMMBbl
Hucuunnuna b1.0.05 «CoBpemennsie PR-TexHonoruu 1€10Boro u coObITUHHOTO
typusma/ Modern PR-technologies of business and event tourism» OTHOCHUTCS K 0a30BOM YacTh
yueOHoro maHa HampaBieHus 43.04.02 «Typusm» npoduns «UHaycTpust neiaoBoro u
COOBITUHHOTO TYpHU3May.

[lenpto  AMCUMIUIMHBI ~ SIBISIETCS  O3HAKOMIIEHHE  CTYJEHTOB C  OCHOBHBIMHU
COCTaBISIOUIUMU pekiaMbl 1 PR, KoTOphIe naroT mpeacTaBieHue 0 JaHHOH cdepe nesTeNbHOCTH
HE TOJIBKO KaK TEOPUH, HO U KaK MPAaKTHKH.

OcHOBHBIE 33/1a4ll MOXKHO C(OPMYJIMPOBATH CIEAYIOIIMM 00pa3oM: MOJArOTOBKa
Oynayuiero crnenuanucta K 3¢phekTuBHOMY (PYHKIIMOHUPOBAHUIO B 001acTU MPOo(heCcCHOHATBLHOM
nesTenbHOCTH. JlucimminHa dopmupyer y OyAylIero crenualncTa HaBBIKM HCIOJIb30BAaHUS
OCHOBHBIX (DYHKIIMI OOIIIECTBEHHBIX OTHOIICHUN B OpraHU3allusaX, B yIpaBieHuu. [laeT 3HaHuA
U TPEJCTaBICHUs MCIOJB30BAaHUSA COBPEMEHHBIX peKiIaMHbIX U PR-texHomormii kax
MEXaHU3MOB KOMMYHUKAIIMOHHBIX CBSI3€ MEXIy OOIIECTBOM U CyOBEKTaMH MOJUTHYECKOTO U
HSKOHOMHYECKOTO TIpolecca, KaK MEXaHM3Ma KOPPEKTHPOBKM HMMHDKAa KOMIIAHHH, CPEICTBA
paszperieHus KOHQIUKTHBIX CUTYaITHiA.

Huctmmmmaa B1.0.05 «CoBpemennbsie  PR-TexHONOrHMM 1€710BOTO W COOBITHITHOTO
typusma/ Modern PR-technologies of business and event tourism» TecHO CBsi3aHa CO
CIIEAYIONIMMHU JUCUUIUIMHAME: YacTh BOIPOCOB, MOJTEM OCBEIIAIOTCS B PaMKax JHUCIUIUINH,
MPEIIECTBYIOLINX KypCY, TAKHX KaKk « MapKeTHHT AETI0BOTO U COOBITUITHOTO TypU3May.

Bompocsl, moaremsl, paccmoTrpenHbie B pamkax nucuuminabl b1.0.05 «CoBpemenHbie
PR-texHonorum aemnoBoro u coOwiTuiiHOTO Typusma/ Modern PR-technologies of business and
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event tourism» OyAyT HOJE3HBI TaK K€ Ui U3YUYEHHUS Pa3IMYHbIX ACIIEKTOB HEKOTOPBIX cdep

po(ecCHOHANBHOM  EATENIbHOCTH, W HaWAyT OTpak€HHWE B TaKUX AMCHMIUIMHAX Kak

«I/IHHOBaI_II/IOHHLIe MEPCOHAI-TCXHOJIOTHU IMMOATOTOBKU TYPHUCTCKUX KaApPOB», ((I/IHHOBaI_[I/IOHHI:Ie

TCXHOJIOTHUM OpraHu3alvni W MPOBCACHHUA KPYIIHBIX MGpOHpHﬂTHﬁ»,

TEXHOJIOTUH B c(hepe AETOBOTO U COOBITUIHOTO TYPU3May.

«/IlHHOBAIIMOHHBIE

HI/ICHHHJ’II/IH& MOXET PEaIN30BbIBATLCS C IMIPUMCHCHUEM

oOpa3zoBarenbHbIX TexHONOTHH (Hanee — JJOT).

JUCTAaHIITMOHHBIX

I[OCT}’H K CHUCTEMC AUMCTAaHIIMOHHBIX O6p330BaTeJ'H>HI)IX TEXHOJIOTHI OCYIICCTBIIACTCA

KOKIBIM OOYYaroIIMMCS CaMOCTOSTENBHO C JIOOOro YCTpoiicTBa Ha mopTane: https://sziu-

de.ranepa.ru/. [laposb ¥ JOTHH K TUYHOMY KaOMHETY / IPOQHITIO MPEAOCTABISACTCSA CTYACHTY B

JACKaHaTe.

Bce gopmbl Tekymero KOHTPOIIs, MPOBOANMBIE B CHCTEME AMCTAHIIMOHHOTO OOYYCHHSI,

OICHUBAKOTCA B CUCTCMC JUCTAHIITMOHHOT'O o6yquI/151. I[OCTYH K BHUACO U MaTcpHaiaM JICKIUM

NPEOCTABIIACTCS B T€UEHUE Bcero cemectpa. JlocTyn K KaxaoMmy BHIY paOOT M KOJIHMYECTBO

IOIIBITOK Ha BBINIOJIHECHUC 3aJdaHUusl MPEAOCTABISACTCA Ha OIPAHUYCHHOC BpPEM:A COIIAaCHO

periaMeHTy JOUCHMIUIMHBL, onyOnukoBanHomMy B CJZO. IlpenopaBarens

OLICHUBACT

BBIITOJTHCHHBIC 06y‘{aIOH_[I/IMC$I pa6OTI>I HC IO3JHEC 10 pa60LII/IX I[Heﬁ IIOCJIC OKOHYaHHus CpOKa

BBIIIOJIHCHUA.

N3yuenne AUCUUILUIMHBI OCYLIECTBISIETCA B TEUEHUE OJIHOTO CEMECTpa: JUlsl CTYACHTOB
ouyHo# (hopMmbl 00yueHust — Ha 1 cemectpe 1 Kypca. B Teuenue 1 Kypca ais CTYJ€HTOB 3a0UHON

dhopmbl 00yUEHUSI.

3. ConepskaHue M CTPYKTYPa THCHUIINHBI
3.1. CTrpykTypa JMCUHHIIIMHBI
Ounas ¢popma 0OyueHust

Ne i/ HaumenoBaHue Tem O0beM TUCHUNIMHBI (MOYJIs1), Yac. ®Dopma
H/WJIM pa3iesioB Bcero | KonraktrHas pa6oTra o6yuyaromuxcss | CP TeKyLIero
¢ mpenoaaBaTeyieM KOHTPOJIS
M0 BHJAM Y4eOHbIX 3aHATHH ycneBaeMocTu®,
J/I0T JIP/ | I/AOT KCP MPOMEKYTOYHOM
A0T aTTecTaluu
Tema 1 | Pexnamuble HOCUTENU U
Topic 1 | OCOOEHHOCTH peKIIaMbl
B Typusme / Advertising 10 1 1 8 I13
media and features of
advertising in tourism
Tema 2 | Opranuzanus u
Topic 2 | IUNIAHUPOBaHHE
PEKIIaMHOM KaMITaHUHU B
cdepe Typusma / 10 1 1 9 m
Organization and
planning of an
advertising campaign in
the field of tourism
Tema 3 | CymHoCTb U 11 1 1 9 P
Topic 3 | CoIepKaHHeE, LEIH PR,
OpranuzaiioHHas




CTPYKTypa B QYHKIUH
PR-otnena / Essence
and content, goals of
PR, Organizational
structure and functions
of the PR department

Tema 4
Topic 4

Ilousarue
«OOIIECTBEHHOEY,
METO/IbI €70
nccnenosanus / The
concept of "public",
methods of its research

11

Tema 5
Topic 5

Pazpabotka u
peanuzarus PR-
nporpamm /
Development and
implementation of PR
programs

11

I13

Tewma 6
Topic 6

Umux n
KOPIIOpaTHBHEIE
OTHOILCHHSI.
TexHomorus co3gaHus
«BHEIITHET0» 00pasa.
BpenauHr kak cpencTBo
YTIPaBJICHUS UMUKEM
opranmszanuu / Image
and corporate relations.
Technology for creating
an "external" image.
Branding as a means of
managing the image of
an organization

11

Tema 7
Topic 7

Ilongarue
KOMMYHUKAILIUU U

MOJICJIb KOMMYHHKAIUHU.

OcHOBBI TEOpUHU
neperoBopoB / The
concept of
communication and the
model of
communication.
Fundamentals of
Negotiation Theory

11

Tema 8
Topic 8

OrtHomenus co CMU:
o01re IPUHIUIIEI,
MIPOU3BOICTBO
HOBOCTEM,
MEIHATEKCTHI,
MenaMeponpusITHs /
Media relations: general
principles, news
production, media texts,
media events

11

113

Tema 9
Topic 9

IInap B UnTepHere. PR
B CUCTEME MacCOBBIX
kommyHHuKanui / PR on

11

113




the Internet. PR in the
system of mass
communications

Tema 10
Topic
10

[Muap B KOHIUKTAX.
AHTUKPHU3UCHOE
ynpasienne / PR in
conflicts. Crisis
management

11

IIpoMmesxxyTouHas arrecTauus

3auér

Bcero (akaa/acTp):

108/
81

12/9

10/7,5

86/
64,5

Ipumeuanue: *P — pehepam, 113 — npakmuueckue 3anamus, T — mecmupogaHue.
3aounas Gpopma 00yueHHs

Ne i/l

HanmeHoBaHue TeM
H/WIN pa3ieioB

O0beM JUCHUNIMHBI (MOYJIs1), Yac.

Bcero

KonTakTHast paboTa o6y4yaromuxcs

C mpenmoaaBaTesieM

mo BUAaM yqeﬁm,lx 3aHATHH

J/A0T JIP/

J0T

/10T

KCP

Cp

®opma
TeKyuero
KOHTPOJIS
ycneBaeMocTu®,
NMPOMEKYTOUYHO
arrecTaluu

Tema 1
Topic 1

Peknamurie HOCHTEIH U
0COOCHHOCTHU PEKIIaMBI
B Typu3me. / Advertising
media and features of
advertising in tourism

12

10

I13

Tema 2
Topic 2

Opranuzanus u
TUTAHUPOBaHUE
pEKIaMHON KaMIIaHUU B
cdepe Typusma. /
Organization and
planning of an
advertising campaign in
the field of tourism

12

10

I13

Tema 3
Topic 3

CymrHocTh U
coaepxkanue, uenu PR,
OpraHu3aioHHas
CTPYKTypa v QYHKIIUH
PR-otnena. / Essence
and content, goals of
PR, Organizational
structure and functions
of the PR department

10

Tewma 4
Topic 4

ITonsiTue
«OOIIECTBEHHOEY,
METOIEI €ETO
uccaenosanusd. / The
concept of "public",
methods of its research

10

Tema 5
Topic 5

Pazpabotka n
peanuzanus PR-
nporpamm /
Development and
implementation of PR
programs

10

113

Tema 6

Mmook n

10




Topic 6 | kopropaTHBHEIE
OTHOILICHHSI.
TexHonorus co3nanus
«BHEIITHET0» 00pasa.
BpenauHr kak cpeacTtBo
YTIPaBJICHHUS UMUKEM
opranmu3anuu / Image
and corporate relations.
Technology for creating
an "external" image.
Branding as a means of
managing the image of
an organization

Tema 7 | IlonsTue

Topic 7 | KOMMYHHKALMH U
MOJIeTh KOMMYHHUKAIINH.
OCHOBBI TEOpHUH
neperoBopoB / The
concept of 10 - 1 9 P
communication and the
model of
communication.
Fundamentals of
Negotiation Theory

Tema 8 | Otnomenus co CMU:
Topic 8 | 00LIME NIPUHIKIIEL,
MIPOU3BOJICTBO
HOBOCTEH,
MEIUATEKCTHI, 10
MeIuaMeponpusTHs. /
Media relations: general
principles, news
production, media texts,
media events

Tema 9 | [Iuap B MuTepHeTe. PR
Topic 9 | B CHCTEME MacCOBBIX
kommyHuKanui / PR on 10
the Internet. PR in the
system of mass
communications

Tema 10 | ITuap B KoHIUKTAX.
Topic AHTUKpPHU3UCHOE
10 ynpasjienue / PR in 10 - 1 9 T
conflicts. Crisis
management

IIpoMmesxyTouHas aTTecTauus 4/3 3auér

Bcero (akan/acTp): 108/81 43 8/6 9629/

Ipumeuanue: *P — pegpepam, 113 — npakmuueckue 3anamus, T — mecmuposaHue.

3.2. Conep:xaHue QTUCUMILINHBI
Tema 1. Cpeacrsa pexjiaMbl 1 0COOEHHOCTH PeKJaMbl B TypU3Me.
PaccMoTpenbl MeTObI MPOJBUKEHUSI TYPUCTUUYECKUX YCIYT, OXapaKTepU30BaHbl 0COOCHHOCTH
pexiaMel B cpepe Ae0oBOTro U COOBITHIHHOTO Typu3Ma. CpeacTBaMu pekiIaMbl, UCTIONb3YEeMbIMU
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B TypU3Me€, CUMTAIOTCS: PEKJlaMa B IIpecce, pekjama Ha paauo U TEJIEBUJCHUH, CYyBEHHPHI,
Hapy’KHas peKiIaMa, I04TOBasi pacChUIKa.

Tema 2. Opranuszanus U IVIAaHUPOBaHUE PeKJIAMHON KaMIIaHuM B cdepe Typusma.
Boeigenensl Lenu pekiIaMHOM KaMIIaHMM B Typu3Me. PacCMOTpeHBl 3Tanbl IJIaHUPOBAHUS
pEKJIIaMHOM ~ KaMIIaHWHM, OXapaKkTepU30BaH IIpolecc pa3palOTKH PEKIaMHOIO OroKeTa.
[IpuBenensl OCHOBHI aHanmu3a 3()(PEKTUBHOCTH pEKIAMHOM JESITEIBHOCTH B JIEJIOBOM U
coObITUiiHOM Typu3Me. [logymaiiTe 0 MeaManIaHUPOBAHUH.

Tema 3. CymHocTs U coaep:xxanue, neau PR, OpranuszanuoHHasi cTpykrypa u QGyHKIHU
PR-otnena.

Paccmotpensl cymHoCTh U conepkanue, 1enu PR, opranuzanmonnas crpykrypa u pynkuuu PR-
oTaena.

Tema 4. IloHsiTHe «00LIECTBEHHOE», METOAbI €0 U3yYeHHS.
AHanu3upyeTcs MOHSATHE «OOUIECTBEHHOCThY B MOHMMAHHUU CIEIHAIMCTOB B 00JIACTH CBS3EH C
00IIIECTBEHHOCTHIO, METOIbI €€ N3YUYEHUSI.

Tema 5. Pazpadorka u peanusanus PR-nporpamm.

PaccMoTpeHbl M OxapakTepu3oBaHbl BCe OTambl pa3paboTku MU peanuzanuu PR-mporpamm.
Ananutnyeckuid 3tan PR-xomnanuu. IlnanupoBanme PR-nporpamm. Peanuzanms u ouenka
pesyabTaroB PR komnanuu. Makpo- u mukpousmeperus PR-3¢ddexTuBHOCTH. AHATHU3UPYIOTCS
ciocoObl u3Mepenus: dpdexktuBHocTH PR, cBS3aHHOTO ¢ MPOM3BOJACTBOM U HCHOJIB30BAHUEM
MH(POPMALMOHHBIX TPOTYKTOB.

Tema 6. UMk M KopnopaTuBHbIe OTHOIIEeHHMS. TeXHOJIOTHSI CO3IAaHMS «BHEUIIHEro»
o0pa3a. BpeHANHI KaK CpeaCTBO yNPAaBJIeHUS] MMH/IKeM OPraHU3alHuH.

AHanusupyeTcs TEXHOJIOTUSI CO3JjaHUsl «BHELIHEro» oOpasza. bpeHauHr paccMmaTpuBaeTcsi Kak
CPEICTBO YIPABJICHUS UMUIKEM OPTaHU3aLUU.

Tema 7. IloHATHEe KOMMYHUKANIMHM W MOJeJb KOMMYHUKAUuu. OCHOBBI TeOpUH
NeperoBopoB
M3y9aroTcsi OCHOBBI TEOPUH TIEPETOBOPOB.

Tema 8. OTHomenusi co CMMU: o611ue NnpuHIIANBI, TPOU3BOJICTBO HOBOCTEI, MeIHATEKCTHI,
MeuaMeponpusATHs

PaccMoTpeHsl TPUHIUMIIBI U OCHOBHBIC COCTABIIFONIME MEJIMAOTHOIICHHWI: TMPUHIIUITHI
MMOCTPOCHUS MEIMAOTHOIICHHWH, MPOWU3BOJICTBA M CMBICIOBOTO IO3MIIMOHUPOBAHUS HOBOCTEH
st CMU, metoasl ycrieHusi “HQOPMaIMOHHOTO MOBOJIa. PacCMOTpeHbI MPUHIUTIBI M TTpaBUjia
HAMUCaHUs TEKCTOB Juis pacmpocTpanenuss B CMU u g HemocpeACTBEHHON MyOIMKaIuU B
CMMU. PaccmoTpeHsl TpaBuja OpTaHHW3alldd M TMPOBEIACHUS HanmOoJiee pPacIpOCTPAHCHHBIX
MeJra-MepoNpHUATHi:  Tpecc-KoHpepeHuuu, Opudunra, mpecc-Typa, KpyrJioro Croia,
MIPE3CeHTAINH, KIIyOHOTO Bevepa.

Tema 9. IInap B Untepuere. PR B cucreMe MaccoBbIX KOMMYHUKAIMI
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Paccmotpeno mnpumenenne PR B cerm UurtepHer: Ouorocdepa, colMagbHBIE CETH,
TpaauIMOHHBIE CAalThl. PaccMOTpeH muap B CHCTEME MAacCOBBIX KOMMYHUKAIUI: TIPOIaKT-TEMII,
nai-rielicMeHT.

Tema 10. IInap B koHGIMKTaAX. AHTUKPH3UCHOE YIIPaBJIeHHE
PaccMoTpeHbl OCHOBHBIE MPUHLMIIBI AHTUKPU3UCHOrO YympasiieHHsa: PR B upe3BblyaliHbIX
curyanusx, PR B koHmKTaxX.

Topic 1. Advertising media and features of advertising in tourism

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

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

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

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

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

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

Topic S. Development and implementation of PR programs

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

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

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

Topic 7. The concept of communication and the model of communication. Fundamentals of
Negotiation Theory
The basics of the theory of negotiation are being studied.
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Topic 8. Media relations: general principles, news production, media texts, media events
The principles and main components of media relations are considered: the principles of building
media relations, the production and semantic positioning of news for the media, methods of
strengthening the information occasion. The principles and rules of writing texts for distribution
in the media and for direct publication in the media are considered. The rules for organizing and
holding the most common media events are considered: a press conference, a briefing, a press
tour, a round table, a presentation, a club evening.

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

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

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

4. MarepuaJbl TeKylero KOHTpOJisi yCeBaeMoCTH 00y4aloImuxcst
4.1. B xone peanusanun gucuuiuinabl 51.0.05 «Cospemennvie PR-mexnonozuu 0eno6ozo u
coovimuitnozo mypuzma / Modern PR-technologies of business and event tourismy
HCIOJIB3YIOTCS CIeAYIOIHe MeTO/Abl TEKYIero KOHTPOJIsI YCIIeBAeMOCTH 00y4al0MXCs:

IIpu mpoBeneHHMH 3aHATUH JIEKIMOHHOTO THIA: JIEKIMOHHBIA MeTon (Jekuus-Oecena),
YCTHBIN OIIPOC.

[Ipu mnpoBeneHMM 3aHATUH CEMUHApCKOTO THMA: pedepar, MPaKTUYECKHe 3aHATHA,
TECTUPOBAHUE.

IIpu KoHTpoOJIE pe3yNbTaTOB CAMOCTOSTENBHOW pPabOThI CTYJAEHTOB: CaMOCTOSTEIbHOE
U3y4YEHHUE JIUTEpaTypbl; JOMAIlHUE 3a/JaHus, KOTOpble BKJIOYAeT B ce0s BBIIOJIHEHUE
Pa3NIUYHOTO poja 3aJaHHii, KOTOpbIe OPHUEHTHUPOBAHBI Ha OoJiee TITyO0OKOe YCBOCHHE MaTepuaa
M3y4aeMOM JUCUUILIAHBI.

B cnyuae peanusayuu oucyunaunvr ¢ JOT ¢hopmam 3adanuii  adanmupogan 0
niamgpopmor Moodle.

4.2. MaTepuaJibl TEKYLIEr0 KOHTPOJISI YCIIeBAeMOCTH 00y4al0IuXCs
TunoBblie olleHOYHbIE MaTepHAJIbI 10 TeMe Ne3, 4, 6, 7
IIpumepHbIe TeMbl pedepaToB
Ilpoananusupyiime, oyenume, cpagHume u yKajicume ceoe OmMHOUIeHUe K 3ampoHymou meme.
. Pexnnama u MapKkeTHHT.
. [lcuxonornueckue acekThl peKiIambl.
. Buel pexnamsl.
. UMUK KOMITAHUM KaK CPEACTBO PEKIIAMBI.
. Pabora ¢ pekmaMHBIM ar€HTCTBOM.
. Onenka 3 (heKTUBHOCTH PEKJIAMBI.
. PerynupoBanue pexaaMHOMN €SI TeIbHOCTH.
. OcobenHocTu pexkinaMHoll npakTuku B Poccum.

O 00 13 N L A W N =

. Pexnama B cepe Typuzma.
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10. OcoOGeHHOCTH peKJIaMbl PETHOHAJIBHOTO Typu3Ma. Tembl pedepaToB MO JAUCHUILIAHE
Pexnama u PR B Typusme

11. OCHOBBI UMHJIKEIIOTHH.

12. Pa3zpaboTKa JTMYHOTO UMHUJKA.

13. Ponb xopriopaTuBHO# prunocoduu 1 KOPIOPATUBHON UCTOPUH.

14. Cnmupaiitep: npodeccus Ui UCKYCCTBO.

15. IIpaBusia MOATOTOBKU MEHAKUTA K IPECC-KOH(DEPEHITUH.

16. OcHOBHBIE TOAXO0/IbI K TOHUMAaHUIO KpU3KCa U CIIOCOOBI YIIPABIECHUS UM.

17. OcoOeHHOCTH MICUXOJIOTHIECKOTO BOCTIPUATHS HH(POPMAINN B KPU3UCHBIX CHTYAIIUsX.
18. Ympasnenue nHpopmarreit BO BpeMsi Kpu3uca.

19. MeTonbl 1 METO/IBI OLIEHKH B ynpaBiieHUH PR-nesarensHOCTRIO.

20. Mcnonb3oBaHuE pa3IuyHbIX MOJAEJICH TEOPUH TIEPETOBOPOB.

. Advertising and marketing.

. Psychological aspects of advertising.

. Types of advertising.

. Image of the company as a means of advertising.

. Working with an advertising agency.

. Evaluation of the effectiveness of advertising.

. Regulation of advertising activities.

. Features of advertising practice in Russia.

. Advertising in the tourism industry.

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

11. Fundamentals of imageology.

12. Designing a personal image.

13. The role of corporate philosophy and corporate history.

14. Speechwriter: profession or art.

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

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

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

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

O 00 13 N L A W N =

Tunosble OLleHOYHbIE MaTEePHAJIBI IO Teme NeS, 8, 9

IIpumMepHbIe NPAKTHYECKHE 3aAHITHS

Cobepume unghopmayuro no npednodxiceHHoU meme, coeiaiime 0030p.

3amaua 1. Co3marh peKJIaMHOE COOOIICHHE JIsi CE30HHOTO TMPEIJIOKECHHSI TYPHUCTHYECKOTO
arcHTCTBA.

3amaua 2. OOBSACHHUTE ATamlbl MpoIecca JWYHBIX Mpojax. [lepeunciauTe CHIIbHBIE U Clla0ble
CTOPOHBI

3amanue 3. ComytcTBytomiee dcce: «KimroueBble cooOpakeHUs Il PyKOBOAMTENS OTHesa
MapKETHHTa TP OLIEHKE PEKIaMHBIX MEp»

3ananue 4. CocTaBlieHHe TIpecc-penun3a Mo cieayomie HoBOCTH (TI0 BEIOOPY CTYIEHTA)
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Task 1 Create a promotional message for a travel agency's seasonal offer

Task 2. Explain the steps involved in the personal selling process. List strengths and weaknesses
Task 3. Related Essay: "Key Considerations for a Marketing Executive When Evaluating
Promotional Measures"

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

Tunosble oeHOYHBbIE MaTepHAaJIbI 10 Teme Nel-10

IIpuMepHBIH KOMILIEKC TECTOBBIX 3a4aHU
Buvibepume npasunvhwiti omseem.
1. ®ynkuus PR-otaena, 3akimogaromascs B pa3padoTke U myOaukauy nHGOpMAaIHH O

JEATEeIbHOCTh KOMIIAHUM, OTBETHI HA BOMPOCHI )KYPHAJIUCTOB, MO0 U3rOTOBJIECHUIO U Pa3MEIICHHUIO
PEKJIAaMHBIX MaTepUaJIOB O KOMIIAHUH U €€ MOPa3/ICICHUSIX Ha3bIBACTCS

Omnpenenenue oo6meit PR-momutuky.

b cBI3b ¢ MECTHBIM HaceJIEHHEM

C pexnama Kopropamuu

D pexiama nmpoayKTOB KOpIopanuu

2. B coBpeMEHHOM MHpPE UHCTHUTYT CBS3€H C 0OLIECTBEHHOCTHIO CTall HEOTHEMIIEMON YacThIO
PykxoBoacTBO opraHuzanuu
b npecc-cexperapu
Cayxo0a cBsizu C

3. Bribepute npeumymiectBa PR-oTemna, koropeie MOTyT 00epHYTHCS HEIOCTATKAMM:
[IpuHaIEKXHOCTh K OJHOW KOMaH/E;
B 3naHue opranuzanuu;
C pKOHOMUS CPENCTB;
J1 nocTynmHOCTH B OOIICHUHU.

4. B pyHKuMOHATBHBIE 00S3aHHOCTH OT/IEJIA 0 CBsA3sIM C o01iecTBeHHOCThI0 HE BXOAMT:
ITonroroBKa OTUETHOCTH OpraHU3ALNY;
B cBsi3u ¢ rocyaapcTBEHHBIMU OpraHaMU;
C MHCTUTYLIMOHAJIbHAS pEKJIaMa;
D cocraBnenue 0o pkeTa OpraHu3alii.

5. 3apoxaeHue oOIIECTBEHHBIX OTHOIICHUN KaK COLIMAJbHOTO MHCTUTYTA TECHO MeperieTaeTcs
c
Pexnama
b npomaranna
C nmpecc-nocpeTHUYECTBO
6. Hammcanue craTeid WM OpraHu3aius CHEUHAIBHBIX MEPONPUATHNA JIsI MPHUBIICUCHUS
BHUMaHUs CPEJICTB MacCCOBOM MH(OpPMAIIH HAa3bIBAETCS
[Iponaranna
B npecc-nocpennnuecto
C cBs3H ¢ 001IECTBEHHOCTHIO
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7. JIrone#l, 0CO3HABIINX, YTO HA HUX KaKUM-TO 00pa3oM BIUSET MPOOJIEMHAs CUTYaIUs, UM OHH
BMECTE BOBJICYCHbI B HEE, HO €lle He OOMEHSBIIMXCS MEXAYy COOOH MHEHUSMH II0 3TOMY
MOBOJTY, Ha3bIBAIOT

CkpblTas 00111€CTBEHHOCTD

B HenyOnuuHbIit

C akTHBHOE COOOLIECTBO

D 3naromas myOnuka

8. BepOanbHast nnu wHas OTKpbITas (hopMa peakiuy Ha ONpeIeIICHHBIC Pa3IPaKUTEIIH.
A MHeHwne

Vcranoska b

C-koopiuHanus

9. ®opmMma 3asBICHUN U CYKICHUN
Hactpoiika

b obuecTBeHHOE MHEHUE

C uHauBHYyaIbHAs OPUEHTALIUS

10. Bce, 4yTO MMeeT XOThb Kakoe-TO OTHOIIEHHE K KOMIIAaHMM M TOBapaM, KOTOpbIE OHa
npeiaraeT u

YCIIyTH Ha3bIBaeTCs

N300paxkeHue

@upmeHHBIN cTUIb b.

Kopmopatusnas ¢punocogpus C

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

B generic type release

C background type information material

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

A short notice

B generic type release

C background type information material

13. When are quotation marks used?

A the transmission of the speech of other persons
B product names

C name of organizations

14. Capital letters are used to designate all positions
A true
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B false

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

A true

B false

1. The function of the PR department, which is to develop and publish information about
activities of the company, answering questions from journalists, in the production and placement
of advertising materials about the company and its divisions is called

A definition of a common PR policy

B connection with the local population

C publicity for the corporation

D publicity for corporation products

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

B press secretaries

C Communications Service

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

B knowledge of the organization;

C cost savings;

D accessibility in communication.

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

In connection with government authorities;

C institutional advertising;

D budgeting the organization.

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

A advertising

B propaganda

C press mediation

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

B press mediation

C public relations

7. People who have realized that they are affected in some way by a problem situation, or they

are involved in it together, but have not yet exchanged opinions among themselves on this are
called
A the latent public
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B non-public
C active community
D knowledgeable public

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

B installation

C coorientation

9. Statements and judgments form
A setting

B public opinion

C customized orientation

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

A the image

B corporate style

C corporate philosophy

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

B generic type release

C background type information material

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

A short notice

B generic type release

C background type information material

13. When are quotation marks used?

A the transmission of the speech of other persons
B product names

C name of organizations

14. Capital letters are used to designate all positions
A true
B false

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

materials
A true
B false
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5. OneHo4HbIe MarTrepuaJbl l'[pOMe)KyTO‘{HOﬁ aTrTeCTallui 1Mo J1MCUHMIIJIMHE

5.1. 3a4éT MpPoBOAUTCS ¢ MPUMEHEHHEM CJIeAYIOIINX METOA0B (CPeACTB): B paMKax clauu
3a4éTa npeaycMarpuBacTCsa YCTHBIC OTBETHI CTYICHTOM I10 6HHeTy.

B cnyuae nposedenus npomedxcymouHol ammecmayuu 8 OUCMAHYUOHHOM pedcume
ucnonvzyemcs niamgopma Moodle u Teams.

5.2. OueHoYHbIe MATEPHAJbI IPOMEKYTOUYHON ATTECTALNH
KoMmnonenT IIpomexyTOUHBIN/KII04€eBOMH Kpurepuii oueHnBanus
KOMIIETeHLIUU HHAUKATOP OLCHUBAHUSA
OIIK-4.1 Pa3zpabateiBacT MapkeTHHTOBEIE cTparerud | [lomydeH wCYepIBIBAIONINN  COCTaB

Crocoben pazpabarbIBaTh
MapKETHHIOBBIE CTpaTeTruu
u mporpaMMmbl B cdepe
TypHU3Ma, a TaKXXe BHEIPATH

¥ TPOTPpaMMEBI B cepe TypusMa, a TaKKe
BHEJIPSIET UX B JACSATEIBHOCTH MPEIPUITHI
cheppl TypusMa, B TOM 4UHCIE C
HCIIOJIb30BaHuEM ceTu MHTepHeT.

HEOOXOAUMBIX UCXOMHBIX TaHHBIX IS

aHajgM3a  KOHKYPEHTHOH cpeabl
OpraHu3aLuH.

HpOBC,Z[CH CaMOCTOSITCILHBIN aHaJIN3

ux B NI TEeTHFHOCTD

MPEeIIpUATHI cthepsl KOHKYPEHTHOW Cpeabl MO TeMaTHKe

TypusMa, B TOM 4HCIC C HCCIEN0BaHNUS, MIOJIYYEHBI

HUCHOJIE30BAHNCM cet 000CHOBaHHBIE BHIBOBI.

HNurepuer.
Pa3zpaboTana MapKeTHHTOBAs
CTpaTerusl OpraHu3aIiy, OTBEYAIOIIAs]
COCTOSIHUIO KOHKYPEHTHOW cpeasl u
CTpaTEernIeCKUM 3a/1a4am
OpraHM3aliid C y4eToM TpeOOBaHUI
MIPOEKTHOTO MOAX0/a.
[IponemoHCTpUpPOBaHBI HaBBIKU
OpTraHM3allii KOHTPOJS BHEAPEHHS
MapKETHUHTOBBIX cTpareruit u
porpaMM OpraHU3alui HMHIYCTPUU
JIEJIOBOTO U COOBITUHHOTO TypH3Ma, B
TOM YHCIE€ C  HCIIOJIb30BAaHUEM
BO3MOXkHOCTEMN MIHTEpHET ceTu.

[TKc-4.1 OnpenensieT KIIOYEBbIe TeXHONOrHUeckue | OTIMYHO 3HAKOM C  [OHUMAaeM

Criocoben ONPENEATh | TYPUCTCKUE HOBAIIHH, OIICHMBAET | cienuuku po(eCCHOHAIBHBIX

KJIFOYEBbIE 3pPEKTHBHOCTH u 00OCHOBBIBACT | CHCTEM U1 TPEANPUATHH  cdepbl

TEXHOJIOTHYECKHE MIpUMEHEHNE COBPEMEHHBIX | TYpHU3MaA.

TYpPUCTCKHUE HOBAIlWHY, | ”HPOPMAIIMOHHBIX YW KOMMYHHKATUBHBIX | MOXeT CaMOCTOSITETHHO

onleHuBaTh 3(P()EKTUBHOCTP | TEXHOIOTHI TUTST obecrieueHus | pa3pabaTeiBaTh PEKOMEHIAINH IO

u 00OCHOBBIBATh | KOHKYPEHTOCIIOCOOHOCTH  NPEANPHUITUN | OpraHU3aluu MIPUMEHEHUS

MPUMEHEHUE COBPEMEHHBIX | Cephbl TypU3Ma. COBPEMCHHBIX nH(GOPMAIIMOHHO-

MH(POPMAITMOHHBIX u KOMMYHHUKATUBHBIX TEXHOJOTHH IS

KOMMYHHKaTHBHBIX obecrieueHus

TEXHOJIOTHIA JUTSt KOHKYPEHTOCIIOCOOHOCTH OOBEKTOB B

obecrieueHus cdepe Typusma.

KOHKYPEHTOCITOCOOHOCTH

HpEANPUATUN cepsl

Typu3Ma.

TunoBbie OlleHOYHbIE MATEPHAJIBI IPOMEKYTOYHOM ATTECTAIIUA
IlepeyeHb BONPOCOB K 3a4€Ty

H3noxcume meopemuyeckue O0CHOGbI NO OAHHOU meme (Oaiime onpeoeenus,

nepeuucaume u Hazoeume) u 000CHyiime (apymenmupyime u npooemoncmpupyiime) ceoe

OmHoueHue K OaHHOU meme (Ha KOHKpEemHoOM npumepe):
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1. OnpeneneHne NOHATHS «CBSI3U C OOIIIECTBEHHOCTBIO», CYIIIHOCTHU U 1enel PR.

2. [Inap u 6sm3kue K Hemy (POpPMBI 1€ATEIBHOCTH.

3. [Mpunnumns! u Gyakuuu PR, BUIBI 1 METOBI.

4. OyHKIIMOHATBHBIE 005S3aHHOCTH OT/IENAa MO CBS3SIM C OOIIECTBEHHOCTHIO.

5. TpeGoBaHus K JIMYHBIM KauecTBaM M OOpa30BaHUIO CIELUAIHUCTOB IO CBS3SM C
00IIECTBEHHOCTBIO.

6. lomkuocTtHbIe 00s13aHHOCTH PR-Menemkepa.

7. IlyOnuka as mHapUIvMKa, TUIIOJIOTHs OOIECTBEHHBIX TPYIIIL.

8. Cps3p oOmiecTBeHHOro MHeHUs U PR-jesTenbHOCTH: OTHOLIEHHE, HAIPaBIEHHOCTD,
MOTHBAIIHS U3MEHEHHSI 0011IECTBEHHOTO MHEHUSI.

9. Bupl n3ydyeHust o011eCTBEHHOTO MHEHUS, COLIMOJIOTUYECKUE UCCIIEI0BAHNUS.

10. JINYHEBIN UMUK

11. TexHonmorus co31aHusi KOPIOPATUBHOTO UMHUIKA.

12. bpeHauHT KaK CpeACTBO YIPABICHUS UMUJIKEM.

13. UnenTuduxaimoHHbI OpeHANHT, KOOPEHIUHT, peOPEHINHT.

14. CnyxoBOl W CEHCOpPHBIM OpeHIWHI, AaHTUOPEHIWHI, OpEeHIWHT COLUAIBHO
OTBETCTBEHHOTI'O MTOBEJCHUSI.

15. XapakrtepucTuka HMHUJDKEBBIX KaMIIAHUM JJId  TOPOJABUIKEHUS  TEPPUTOPUH,
OpraHu3aluii, JIs JMYHOTO MHapa.

16. Ilpunnune! nocrpoenus ceszeit co CMU u ynpaBieHNs HOBOCTSMH.

17. IIpousBoactBo HoBOCcTeW uist CMU, MeToabl yCHIIEHHsI HOBOCTHOTO MTOBOJIA.

18. Cnyxu, uX 0COOEHHOCTH.

19. Ilpecc-penu3: Buabl, IpaBuia Hanucanus, 3HaueHue PR.

20. BeicTyruieHus1, BRICTYIUICHHS HA PAIHo U TEJIEBUIACHUU KaK (opMa 1o1a4l HOBOCTEH.

21. Meaua-meponpusTus: mnpecc-koHpepeHuus, OpuduHr, mpecc-Typ, Kpyriblii CTOI,
IIpe3eHTAalMsl, KITyOHBIH Beuep.

22. Mudonoruueckue apryMeHThl Kak METO]] BO3JICHCTBUS Ha MOTpeOUTENs HHPOPMALIUH.

23. JlenoBble puTyaisl Kak 4acTh PR-nmonutrnku koMnanum.

24. AHTUKPHU3UCHOE YIMpAaBICHHUE: TOHSATHE «KPU3KC», OCOOCHHOCTH HCIIOJb30BAHHUS
nH(pOpMaLUU BO BPEMS KPU3HCOB.

25. AHTUKpU3HCHOE yHpaBleHUE: HH(OpPMALMOHHAs JEATEIbHOCTh B KPU3UCHOU
CUTYallud 1 0COOEHHOCTH MICUXOJIOTMYECKOT0 BOCTIPUATHUS HHPOPMAIUH B YCIOBUAX KPHU3HUCA.

26. Xapakrepuctuka 3tanoB PR-kammanum.

27. Ouenka 3¢ (HeKTUBHOCTH, OLIEHKA KOPIIOPATUBHBIX KOMMYHHKAIIUH.

28. Usmepenus sddextuBHOCTH PR, CBA3aHHBIX C MPOW3BOJCTBOM M HCIOJIH30BAHHUEM
MH(GOPMAaLIMOHHBIX MPOTYKTOB.

29. Ilnap B UHTEpHETE.

30. [Inap B cucteme MacCOBBIX KOMMYHUKAITUH.

1. Definition of the concept of "public relations", the essence and goals of PR.
2. PR and forms of activity close to it.

3. Principles and functions of PR, types and methods.

4. Functional duties of the public relations department.

5. Requirements for personal qualities and education of PR specialists.

6. Job responsibilities of a PR manager.
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7. Public for PR specialist, typology of public groups.

8. Relationship between public opinion and PR activities: attitude, co-orientation,
motivation for changing public opinion.

9. Types of public opinion research, sociological research.

10. Personal image.

11. Technology for creating a corporate image.

12. Branding as a means of image management.

13. Identification branding, co-branding, rebranding.

14. Auditory and sensory branding, anti-branding, socially responsible behavior branding.

15. Characteristics of image campaigns for the promotion of territories, organizations, for
personal PR.

16. Principles of building media relations and news management.

17. Production of news for the media, methods of strengthening the news occasion.

18. Rumors, their features.

19. Press release: types, writing rules, value for PR.

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

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

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

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

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

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

26. Characteristics of the stages of the PR campaign.

27. Evaluation of efficiency, evaluation of corporate communications.

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

29. PR on the Internet.

30. PR in the system of mass communications.

IIkana oneHUBaHUsA

OneHka pe3yJabTaTOB IMPOMU3BOAUTCA Ha OCHOBe [lonokeHHs O TeKylleM KOHTpOJe
yCIeBaeMOCTH  OOy4alommxcs M [POMEXKYTOYHOM  aTTecTaly  oOeraroumxcs 1o
o0pa3oBaTe/lbHBIM IPOrpaMMaM CpeAHEro NpOo(eCcCHOHATBLHOTO U BbBICHIETO OOpa3oBaHHs B
denepanbHOM TOCYJApCTBEHHOM  OIOJDKETHOM| 00pa3oBaTeIbHOM  YUPEXKACHUU BBICIIETO
oOpazoBanus «Poccuiickasg akageMHd HApOJHOI XO3SHCTBAa U TOCYAApCTBEHHOW CIy:KObI Mpu
[Ipesuaente Poccuiickoit denepanun», yrBepxkaeHHoro Ilpukazom Pektopa PAHXul'C npu
[Ipesunente PO ot 30.01.2018 1. Ne 02-66 (.10 pazgena 3 (mepBswiid a63am) u 1m.11), a Takke
Pemenus VYuyenoro cosera CeBepo-3ananHoro wuHctuTyta ynpasieHus PAHXul'C npu
[Ipesuaente PD ot 19.06.2018, mpoTtokon Ne 11.

Ha «3auTeHo0» OlLICHUBAIOTCS OTBCT, B KOTOPOM CUCTCMHO, JIOTHYHO U ITOCJICAOBATCIIbHO
H3JIOKCH MaTCpuall Ha BCC NOCTABJICHHBIC BOIIPOCHI. KpOMC TOro, CTyACHT HOJIKCH ITOKAa3aTb
CIIOCOOHOCTD ACJIaTh CAMOCTOATCIIbHBIC BBIBOJbI, KOMMCHTHPOBATDH HU3JIaracMbIi Marepuall. HpI/I
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3TOM JIONMYCKAIOTCS HEKOTOpbIE 3aTPyJHEHUS C OTBETAaMH, HANpUMEp, 3aTPpyAHEHHUS C
MpUMEpamMu U3 MPaKTUKH, 3aTPYTHEHUS C OTBETaMHU Ha JOTOJIHUTEIHHBIE BOIIPOCHI.

«He 3auTeHo0» cTaBUTCS B cllydae, KOrja CTYJEHT HE 3HAET 3HAYUTEIbHOM YacTu
y4e0HOTr0 Marepuayia, JOIMYCKAaeT CYIICCTBCHHBIC OIMUOKHW; 3HAHUS HOCIT OECCHUCTEMHBIN
XapakTep; Ha OOJBIIMHCTBO JOTIOJHUTEIBHBIX BOIMPOCOB JaHBI OIIMOOYHBIE OTBETHI; OTBET
JlaeTcsl He 10 BOIIPOCY.

6. MeToguyeckue MaTepuaJibl 0 OCBOCHUIO AMCUUIIMHBI

CtyzeHT JonycKaeTcs K 3a4eTy M0 JUCIHUIUIMHE B CIy4yae BBIOJHEHUS UM BCEX 3aJaHuil
U MEPONPUATUH, IPETYCMOTPEHHBIX IPOrPaMMON TUCIUIIINHEI.

3aueThl OpPraHM3yIOTCSI B MEPHOJ CECCUU B COOTBETCTBHM C TEKYIIUM TIpaduKkoM
y4eOHOro mpoiiecca, YTBEPKIECHHbIM B COOTBETCTBUU € ycTaHOBJIEHHbIM B C3UY mnopsakom.
[IponomkUTENbHOCT 3aueTa Uil KaXJAOro CTyIAEHTa HE MOXET IPEBBIIATh YEThIPEX
aKaJIEeMUYECKUX YacoB. 3a4yeT HE MOXET HauyhHaTbcad paHee 9.00 yacoB M 3aKaHUMBATHCS
no3aHee 21.00 yaca. 3aueT npoBOAUTCS B ayAUTOPUH, B KOTOPYIO 3aIyCKAKOTCS OJTHOBPEMEHHO
He Oonee 5 dvemoBek. Bpemsi Ha MOATOTOBKY OTBETOB IO OWJIETYy KaXIOMYy OOYydYarOIIeMycCs
otBoautcs 30-40 munyT. [Ipu siBKe Ha 3a4eT 0OyYarOUIMIiCs AOKEH UMETh MpHU ce0e 3aUeTHYIO
KHIDKKY. Bo BpeMs 3auera oOyuaromiyecsl Mo pelIeHUIO MpernofaBaTesiss MOTYT IOJIb30BaThCs
yueOHOI MporpaMMoi TUCIMITIIMHBI U CIIPABOYHOMN JINTEPATYPOH.

O6yuenne mo mguciuuimHe b1.0.05 «CoBpemennbie PR-TexHOMOTMM JE7TOBOTO H
coosITHifHOTO Typr3ma/ Modern PR-technologies of business and event tourism» npezmnonaraer
U3y4YeHHE Kypca Ha ayJuTOPHBIX 3aHATUAX (JIEKIMM U TPaKTUYECKHe 3aHATUS) U
CaMOCTOSITENIbHON pabOThI CTYJIEHTOB, BKJIIOYasl MOATOTOBKY K 3auéTy. [IpakTuueckue 3aHATHA
muctumiuael b1.0.05 «CoBpemennbie PR-TexHOMOrMM [€I0BOTO U COOBITUHHOTO Typu3ma/
Modern PR-technologies of business and event tourism» npeanonaraioT uxX MpPOBEACHUE B
pa3nuyHbIX (opMax ¢ LEeNbl0 BBIABICHUS IOJNYYCHHBIX 3HAaHUM, YMEHHUH, HaBBIKOB U
KOMIIETCHIIUH.

Iloozomoexa Kk nexyuu
C nenpro obecreyeHus yCemHoro 00yueHus CTyACHT JI0JDKEH TOTOBUTHCS K JICKIIUH,
MIOCKOJIbKY OHA SIBJIIETCS BayKHeHe Gpopmoii oprannzanuu yaeOGHOro mpoiecca, moCKOJIbKY:
— 3HAKOMUT C HOBBIM yUe€OHBIM MaTepUajioM;
— pa3bACHAET y4eOHbIC SJI€MEHTHI, TPYIHbBIC IS TOHUMAHMS,
— CHCTEMaTU3UpyeT yueOHbIH MaTepua;
— OpHUEHTHUPYET B yUeOHOM IIpolecce.
Iloozomogxa K neKyuu 3aKa104aemcs é cedyruiem:
— BHHMATEJIbHO IPOYUTANTE MaTEepHaIl IPEAbITYIIEeH JIEKINH;
— y3HaiiTe TeMy NpeAcTOsIIeH NeKIuu (M0 TEeMaTWYeCKOMY IUIaHy, MO HH(pOpMaIuu

JIEKTOpa);
03HAKOMBTECH C YYEOHBIM MAaTEPHUAJIOM 110 YIYCOHHKY U Y4eOHBIM TOCOOUSIM;
nocrapaiTech ysICHUTb MECTO U3y4aeMOW TEMbI B CBOEH NMpoQeccHOHaNIbHON MOATIOTOBKE;
3aMUIINTE BO3MOXHBIE BOIPOCHI, KOTOPBIE BbI 3a/1aJUTE JIEKTOPY Ha JIEKIUH.

Iloozomoeka Kk npakmuuecKum 3aHAMUAM:
— BHUMATEJBHO NPOYUTANTE MaTepUa JIEKIHUH, OTHOCALIMXCS K JaHHOMY CEMHUHApCKOMY
3aHATHIO, 03HAKOMBTECH C YUEOHBIM MaTEPHUAJIOM 10 Y4EOHUKY M Y4EOHBIM ITOCOOUSIM;

— BBIIIUIINATC OCHOBHBIC TCPMUHBI;
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— OTBETbTE HAa KOHTPOJbHBIE BONPOCHl MO CEMHUHApCKUM 3aHATHSM, T'OTOBBTECH IaTh
pa3BEpHYTHII OTBET Ha KaXKJIbli U3 BOIIPOCOB;

— YSCHUTE, Kakhe y4eOHbIE IEMEHThl OCTAJIMCh JUIsl Bac HESICHBIMM M IOCTapaiTech
NOJY4YUTh Ha HHUX OTBET 3apaHee (O CEeMHMHApCKOIro 3aHATUS) BO BpeMs TEKYIIUX
KOHCYJIbTAIMH [Tpero1aBaTels;

— TOTOBUTBHCSA MOYKHO MHAMBHUIYaAJIbHO, TApaMH WM B COCTaBE MAJIOW I'PYMIIbI, TOCIEIHUE
ABIAOTCS 3P HeKTUBHBIMU (hOpMaMu pabOTBHI.

Iloozomosexka Kk ompocy npencTaBisieT cOOOW MPOEKTHPOBAHHE CTYACHTOM OOCYKIEHUS B
rpymnmne B popme quckyccun. B 3TuX 1ensix cTyIeHTy Heo0X0UMO:
— CaMOCTOSTENIbHO BBIOpATh TeMy (Tpo0iieMy) JJis MPOBEIACHUS OTPOCa;
— pa3paboTaTh BOMNPOCHL, MpPOAyMaTh MpPOOJIEMHbIE CHUTyallud (C HCIOJIb30BaHUEM
NEPUOANYECKOM, HAYYHOH JINTEPATYPHI, a TAKKE UHTEPHET-CANTOB);
— pa3paboTaTh IUIAH-KOHCIIEKT OOCYXJIEHUS C YKa3aHHEeM BpEeMEHU OOCYXICHUs,
BOIIPOCOB, BAPHAHTOB OTBETOB.
BriOpannas cryneHToM Tema (mpoOriema) MoJDKHA OBITh akTyajdbHa Ha COBPEMEHHOM
JTane pa3BUTHS, JOJDKEH OBITh MPEACTABIEH MOJAPOOHBIN MIIAH-KOHCIIEKT, B KOTOPOM OTPa’KEHBI
BONPOCHI 7Sl TUCKYCCHM, BPEMEHHOH pEriiaMeHT OOCYXAECHHS, NaHbl BO3MOKHBIE BapHAHTHI
OTBETOB, HCIIOJIH30BaHBI IPUMEPHI U3 HAYKHU U MPAKTUKH.

MeTtoauyeckue yKkazaHusi 110 OPraHNU3alMU CAMOCTOSITEIbHON PadoThl

VYcnemHoe OCBOGHME MAMCLHMIUIMHBI MPENOJIAraeT AakTUBHOE, TBOPYECKOE Y4yacTHe
oOyyaromuxcs Bo Bcex (popMax yueOHbIX 3aHATHIA, ONPEIeICHHBIX /IS JaHHOW JUCIUTUTUHBIL.

CamocrosTenbHas paboTa CTYyJE€HTOB MO JUCIUILIMHE MPU3BaHA HE TOJBKO 3aKPEIUIATh U
YIIyONIATh 3HAHUS, TOJyYEeHHBIE Ha ayJUTOPHBIX 3aHATHSAX, HO W (OPMHUPOBATH yMEHUS
OpPHEHTUPOBATbCSI B MHOrooOpa3wM MaTepuana, yMmMeHusi o0oOmiate, pedepupoBarh, yMeHUs
OpraHM30BaTh CBOE BPEMsl, CIOCOOCTBOBATH PA3BUTHIO y CTYJIEHTOB TBOPYECKUX HABBIKOB,
BBIPAa3UTh CBOIO TOYKY 3pEHMsSI HAa M3y4YEHHBbIE BOIPOCH M 3adaHus. l[Ipu BbINOIHEHUM
CaMOCTOSITENIbHOM paboThl CTYIAEHTY HEOOXOAMMO IMpPOUYUTaTh TEOPETUUYECKUI Marepuan He
TOJIBKO B Y4eOHHKAX W y4eOHBIX MOCOOMSX, yKa3aHHBIX B OMOIHOTpaduuecKuX CIUCKaX, HO U
MIO3HAKOMUTBCS € MOHOIpaU4eCKUMHU HCCIEeOBaHUAMU. PekomMeHmanmuu 1o Hay4yHOH
auTepatype, HWH(GOPMALMOHHBIM MCTOYHHKAM M  y4€OHO-METOJIMYECKOMY OOECIeUeHUIO
CaMOCTOSTENIbHON PaboThI coaepikarcs B pazaenax 6 u 7 nannou PIT/I.

Bomnpocs! 1j1s1 caMOCTOATEIbHON MOATOTOBKHU K 3aHATHAM
JIECKIIMOHHOT'0 U CEMMHAPCKOI0 THIIOB

Bomnpocs! 1151 oneHKH pe3yJibTaTa ocBOeHus "'3HaTh'':
1) [Mabnuk puiIeHIH3: TOHATHE, CYITHOCTh, HCTOPHSL.
2) Uctopus pa3BuTHs CBsi3el C 00IIECTBEHHOCTbIO, 3aMa/IHbIe U POCCUHCKHE aBTOPHI U
pa3paboTUUKH CBsI3el C OOIIECTBEHHOCTHIO KaK 0CO00T0 BU/a TEOPUU U TIPAKTHKH.
3) [Ipuuuns! nosiBnenus PR-nesrensHOCTH B chepe TypusMma.
4) ITaGauK prIIeHIIH3 KaK CUCTEMa YCTaHOBJICHHUS CBSI3€H ¢ 00IIECTBEHHOCTHIO U
TypOIIEpaTOpPOB.
5) XapakTepucTruKa OCHOBHBIX IOJX0/I0B B OMPE/ICICHUU OHITHH CBsI3€il C 00IIECTBEHHOCTHIO.
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6) OcoOeHHOCTH CBsI3€il ¢ O0MIECTBEHHOCTHIO B POCCHHCKOM TYPUCTUYECKOM OM3HECE.

7) Craryc npogeccuu CrenuairucTa 1Mo CBs3sM ¢ 00IIeCTBEHHOCTHIO, 0OCOOCHHOCTH BHEJIPEHUS B

NPaKTUKY TYpOUPMBIL.

8) CymHOCTb, POJIh M 3HAUECHUE OOIIECTBEHHBIX OTHOIICHUH.

9)PR-¢pynkuuu. PR xak 3 GpeKTHBHBII HHCTPYMEHT YIPaBICHHUS.

10) IlepBruuHble U BTOPUYHbIE PYHKIIMU CBA3EH ¢ 0OIIECTBEHHOCTHIO.

11) PR kak ynpaBienuyeckast pyHKIHS 1 cepa AesTeIbHOCTH.

12) OcobenHocTH CBsI3el ¢ 00IECTBEHHOCTHIO B TYpHU3ME.

13) Baytpennnii u BaenrHuii PR. Ponb nenHocTeil, moTpeGHOCTEH, MOTHBOB, HHTEPECOB B
opranu3anuu PR-aesTensHOCTH B TypHU3ME.

14) Texnonoruu u uHCTpyMeHThl PR-TexHOMIOTHI B IPOIBUKEHUU TYPUCTCKOTO MIPOIYKTA.

15) PR B cucteme MapKeTHHTOBBIX KOMMYHHUKaIui. Xapakrepuctrka PR kak co3HaTenbHO
OpPraHU30BAHHON KOMMYHUKAIIUU.

16) Metoapb! cBsizeli ¢ OOIIECTBEHHOCTHIO B TYPUCTUYECKOM OU3HEce.

17) Pexitama u cBsi3u ¢ 00IIECTBEHHOCTHIO: COOTHOIIICHUE TIOHSITHI U IEATeTLHOCTH.
18) UepHblii, cepblit 11 Oenblil THap IPU MPOJBUKEHUH TYPUCTUUIECKUX MPOIYKTOB.

19) Ocobennoctu 1eei, METOIOB U pe3ysibTaToB PR 1 pekiamMHOM nMpakTHKY.

20) OO1eCTBEHHOCTb: OHATHE, CTPYKTYPa U METOJIbI CCIICOBAHMS.

21) LleneBble rpymIibl U KOHTaKTHBIE ayIuTOpUU. [loHATHE 1IeNeBbIX TPYyMII.

22) OcHOBHbIE XapaKTEPUCTUKH KOHTAKTHBIX ayJUTOPUH.

23) MOHUTOPUHT KOMMYHHUKAITMOHHOMN Cpeibl OpraHU3aIliH.

24) MenemxmeHT B cpepe PR-nestenbHOCTH.

25) braroTBOpUTENBEHOCTh U CIOHCOPCTBO B cucteme PR.

26) Iloaroroska matepuanos 1t CMU crienuaincTom mo CBs3siM ¢ 00IIECTBEHHOCTHIO
TypareHTCTBa: OT KHOBOCTHOT'O CIOXKETa» J0 MabJInKa.

27) UMy 1 KOpriopaTUBHBIE OTHOIIEHHS BHYTPU OpraHU3alyil TYpUCTUYECKON OTpaciH.
28) Opranuzanus n3duparenbHoi kamnanuu. Co3aHue mporpaMmbl KaMITaHUH.

29) MeponpusTus 0 OpraHU3ali MEPONPUATUI B TYpUCTUUECKOM OU3HECE.

30) Cssa3u co CMU kak onHo u3 HanpaieHuil PR-nedrensHocTH.

31) Llenu u HarpaBIEHHOCTh MEPOTIPUATHI 110 CBA3SIM C OOLIECTBEHHOCTHIO.

32) YpoBHU U (HOPMBI THAP-MEPOTPUSATHI.

33) Opranuzarus OpuGUHTOB U MPE3CHTAITHI.

34) IlpecTmx KoMIaHUU U ee UMUK, DopMHUpOBaHUE UMUJKA TYpPONIEpATOPA.

35) IloaroTtoBka u mpoBeneHue npecc-koHdepennun. [Topsimok mpoBeaeHus mpecc-
KOH(EpeHIIHH.

36) PR-menemxment. Opranau3anuonssie popmbl PR-MeHeKkMeHTa.

1) Public relations: concept, essence, history.

2) The history of the development of public relations, Western and Russian authors and
developers of public relations as a special type of theory and practice.

3) Reasons for the emergence of PR activities in the tourism industry.

4) Public relations as a system for establishing public relations and tour operators.

5) Characteristics of the main approaches in defining the concepts of public relations.
6) Peculiarities of public relations in the Russian tourism business.
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7) The status of the profession of a public relations specialist, the features of the introduction into
the practice of a travel agency.

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

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

10) Primary and secondary functions of public relations.

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

12) Peculiarities of public relations in tourism.

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

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

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

16) Methods of public relations in the tourism business.

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

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

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

20) Public: concept, structure and research methods.

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

22) The main characteristics of contact audiences.

23) Monitoring the communication environment of the organization.

24) Management in the field of PR activities.

25) Charity and sponsorship in the PR system.

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

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

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

29) Event management activities in the tourism business.

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

31) Goals and focus of public relations events.

32) Levels and forms of public relations events.

33) Organization of briefings and presentation.

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

36) PR management. Organizational forms of PR management.

Bomnpoce! 1J1s1 oeHKH pe3yJbTaTa 0CBOeHUs ""YMeTh'':

1) Onumure MeXaHU3M YIIPaBICHUS UMUKEM TYpUCTHUECKON KoMnaHuu. [IpenctaButh
THUIIOJIOTUIO UMHU/KA U QITOPUTM TIOCTPOEHUS UMHJIKA TypoIieparopa.

2) OxapakTepu30BaTh OCHOBHBIE TAIbI IFITAHUPOBAHUS IEATEIBHOCTH 10 CBA3SIM C
00I1IECTBEHHOCTHIO.

3) OxapakTepHu30BaTh MPOLECC MOATOTOBKH K KpU3UCaM KaK OJHY U3 OCHOBHBIX 3a/1a4 paOoThI
OT/IeJIa 110 CBS35IM ¢ OOIIECTBEHHOCThIO, 0XapaKTepPU30BaTh JICHCTBUS CIELIUATUCTOB MO CBA3SIM
C 0OIIECTBEHHOCTBIO B YCIIOBUSX KPU3HUCA.

4) OnuimTe mpolecc MpoBeeH s npecc-KoHdepeHunit. OMUINTE UX 11eJb, HEIEBYIO
ayJIMTOPHIO, IPOLIECC TOATOTOBKH MaTEPHUAIIOB.
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5) Onummre npecc-Typ Kak CleluaIn3upOBaHHOE MEPOTIPUSTHE /IS IPECCHI.

6) Ilepeuncnure npaBuIa HaAMMCAaHUS IPECC-PETU3aA.

7) OxapakTepHu30BaTh CoIepKaHue U Ha3HaueHHe nHpopMaMoHHOTo nakera st CMU,
0COOEHHOCTH €ro IPUMEHEHHUSI.

8) Ilepeunciure 3Tansl CO3/1aHUs BUACOPOIIUKA ISl TYPUCTUUECKOM KoMIaHuu aiis uesneit PR-
KaMITaHUU.

9) Oxapakrepu3oBaTh cBOe0Opa3ne )KaHPOBOU CUCTEMBI TEKCTOB I10 CBSI3SIM C
00IIECTBEHHOCTHIO.

10) Oxapaxrepu3syiiTe nonsTre kopropatuBHoro PR, onumute ero nemns, 3agaun, QyHKIUN.
11) Onumute oco6eHHOCTH paboThl PR-cienmanucTa TypucTHYECKON KOMIIAHUH C TIETICBBIMHU
aynutopusimu B lHTepHeTe.

12) Onucatb ocobennoctu co3nanus PR-texcroB B UHTEpHETE.

13) Onucarp cnenuguKy BHEIIHUX U BHYTPEHHUX KOMMYHUKaIUi B cepe cBa3eil ¢
O0IIECTBEHHOCThIO, HHCTPYMEHTHI PaOOTHI.

14) Ilepeuncnure cymecTBeHHbIE XapakTepucTuku PR-TekcToB. OxapakTepru30BaTh )KaHPOBYIO
cucremy PR-tekcros.

15) OxapakTepu3yiiTe MaHUIYJIMPOBaHUE OOIIIECTBEHHBIM MHEHHEM Kak PR-TexHomoruo B
TYPUCTUYECKON JESITEIBbHOCTH.

16) Onuiute nporecc paboThl ¢ 0OIIECTBEHHBIM MHEHHEM.

17) Onucatp nporiecc pa3paboTku U nposeneHust PR-kammanum.

18) Onumute nporecc paboThl CO CIyXaMH U HEraTUBHON MH(pOpMAITUEi.

19) Onumute nporece GopMUPOBaHHS OOIIECTBEHHOTO MHEHUS U YIIPABJICHUS UM.

20) Onucatp nporiece pa3paboTKH CTpaTeruu U TakTUKU PR-koMMyHMKanni.

21) Omnucarb ciocoObl CO3/1aHUS MMUKA OPraHU3alMK U €€ TpoaAyKiun Metogamu PR.

22) Onucatb METOABI MPOTHO3UPOBAHUS PEAKIMH Ay TUTOPHH.

23) Onucats npouecc oprannzauuu PR-meponpusituii u PR-meponpusituii, CBsI3aHHBIX C
IIPOJBMKEHUEM ITPOJYKTOB TYPUCTUUECKON OTPACIIH.

24) Onucatb cMBbICH, COAEepkKaHUe, paccka3zaTh 00 uctopuu PR-nedarensHoCTH B TypU3Me.

25) Onumute npouecc craHoBieHus: PR kak obnactu 3HaHuid U chepsl AATEIBHOCTH.

26) [IpoBecTtu ananu3 onpeneneHuii PR. Onumure B3anmocssa3s mexay PR, pexnamoit,
IIpOIara’Iou.

27) OxapakrtepuszoBatb PR 1 MapkeTuHroBbie KoMMyHHUKaluu, PR u 1e1oBble KOMMYHUKAIUK
KOMITaHUH.

28) OxapakTepu3yiTe NOHITHS «OOIIECTBEHHOCThY U «KOMMYHUKAIIMI, TIEPEUHCIINTE
cyOBekThl 1 00beKkThl PR-aesTenbHOCTH.

29) OnuuuTe yrpaBieHHUEe CBA3SIMH ¢ OOIIECTBEHHOCTHIO U KOMMYHUKaUsIMH. OnucaTh
paznuunblie Mosenu PR-nestensHOoCTH, 1enu u 3aaaur PR B COBpEMEHHBIX yCITOBHUSIX.

30) OxapakTepr30BaTh MUPOBBIE U poccuiickue TeHaeHun PR-nestensHocTH.

31) OnummTe MecTo u posib PR B cucTeMe MapkeTHHTOBBIX KOMMYHHKAIIUN B cpepe Typu3Mma.
32) OnuiuTe eI MapKeTUHTOBBIX KOMMYHUKaIui 1 nenu PR, ux cucrtemuoe
B3aHUMOJICHICTBHE.

33) Onucare MOJeTM KOMMYHUKALIMU U cIOCOOBI UX peanu3anuu, PR kak apdexTuBHOE
CPEICTBO YIpaBIIEHUS peryTanuen (MMUIKeM) TYPUCTUYECKON KOMITaHUH.
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34) OxapaxTepu3oBatb BHyTpH(pHUpMeHHbIH PR, KoHIIENIINI0 KOpIOPaTUBHOM KYJIbTYpHI,
JOCTIOKEHHE AP (PEKTUBHOCTH BHYTPEHHUX KOMMYHHUKAIIMH U X WHPOPMALIMOHHOE
obecrieueHue.

35) Onummte pons PR B popmupoBanuu 6u3Hec-KyabTypbl. OMUIINTE OCHOBHBIE IIEHHOCTH U
«CHMBOJIBD) KOPIIOpALUH.

36) OnuiuTe 3anaHbli ONBIT U COBPEMEHHYIO MPAKTUKY (POPMUPOBAHUS UMUIKA C TIOMOILBIO
PR-texnonoruii. OxapakTepu30oBaTh MOHATUS «UMHIK» U «KOPIOPATUBHBIE OTHOIIECHHUSY.

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

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

3) Describe the process of preparing for crises as one of the main tasks of the work of the public
relations department, describe the actions of public relations specialists in a crisis.

4) Describe the process of holding press conferences. Describe their purpose, target audience, the
process of preparing materials.

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

6) List the rules for writing a press release.

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

8) List the stages of creating a video for a travel company for the purposes of a PR campaign.

9) To characterize the originality of the genre system of texts on public relations.

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

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

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

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

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

16) Describe the process of working with public opinion.

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

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

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

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

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

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

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

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

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

27) Describe PR and marketing communications, PR and business communications of the
company.
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28) Describe the concepts of "public" and "communications”, list the subjects and objects of PR
activities.

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

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

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

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

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

35) Describe the role of PR in shaping the business culture. Describe the core values and
"symbols" of the corporation.

36) Describe the Western experience and modern practice of image formation with the help of
PR technologies. Describe the concepts of "image" and "corporate relations".

Bonpocs! 1J1s1 oeHKH pe3yJbTaTta ocBoeHus '"UMeTh HABBIKK'':

1) I[IpogeMOHCTpHPOBATh HABBIKU MIJIAHUPOBAHUS KAMIIAHUH 110 CBSI3SIM C OOLIECTBEHHOCTHIO.
2) leMOHCTpHUPOBATh HABBIK MOJTOTOBKU K KPU3HCAaM KaK OJJHY U3 OCHOBHBIX 3a]1a4 paOOTHI
OTJIEeJNIa IO CBSI3SIM C OOIIECTBEHHOCTHIO, 3HAHKE MOPSAIKA JEHCTBHI CIIEIUATMCTOB IO CBA3SIM C
OOIIIECTBEHHOCTBIO B YCIOBUAX KPU3HCA.

3) IIpoeMOHCTpUpPOBATh YMEHUE aHATU3UPOBATH MPECC-KOH(PEPEHIINH, UX 1IeJIb, LIEJIEBYIO
ayJIMTOPUIO, TOTOBUTH MaTEPUAJIbL.

4) IIpoaeMOHCTPUPOBATH HABBIK aHATN3a OPTaHU3AINH ITPECC-TYPOB.

5) IIpogemMoHCTpUpOBaTh HABBIKA HAITUCAHMSI IPECC-PETHU30B.

6) [IpogeMoHCTpHPOBATh HABBIK MOATOTOBKH MH(OpMaoHHOTO nakera s CMU.

7) [IponeMOHCTpUPOBATh HABBIK BIAJACHUS TEXHOJIOTHEN CO3/JaHuUsI BUIEOPOIUKa JIs 1ieneit PR-
KaMIaHUU.

8) IlponeMOHCTpUPOBATh YMEHHE CO3JaHUsI MEITMATEKCTOB, 3HAHUE CBOEOOpa3usl )KaHPOBOU
CUCTEMBI TEKCTOB I10 CBSI35M C OOIIECTBEHHOCTHIO.

9) IIpogemMoHCTpUPOBATh HaBBIK aHAIM3a OPraHU3ALUN KOPIIOPATUBHBIX MEPOIIPUATHH B LIETAX
PR.

10) JleMoHCTpUpPOBATh YMEHHE ONPEALISITH KOHTAKTHYIO ayAUTOPHIO, TOHUMATh €€
MOTPEOHOCTH.

11) IIponemMoHcTprpoBaTh HaBBIK co3aanus PR-tekcToB mis MHTEpHETA.

12) IlponeMoHCTpUpOBaTh yMEHHE pabOTaTh B KPU3UCHBIX CUTYAIIHSX.

13) JleMoHCTpUpOBaTH HaBBIK paOOTHI € kKallobaMu U MpeTeH3usMu Metonamu PR.

14) IIpogeMoHCTpUPOBATh YMEHHE aHATU3UPOBATH 0COOEHHOCTH paboThl PR-criennanucra B
cdepe Typusma.

15) IIpomeMoHCTpUpOBAaTh YMEHHE MaHUITYJIITUBHBIX TeXHOJIOTHI PR-nesarensHoCTH B chepe
Typu3Ma.

16) IIpomeMoHCTpUpOBaTh HaBBIKHU TUTaHKpOBaHUs PR-kamnanuii u PR-meponpustuii.

17) JleMoHCTpUpPOBaTh YMEHUE aHAIU3UPOBATH MPOBEACHUE PA3TMUHBIX MEPOTIPUATHI
COOBITUHHOTO MEHEIKMEHTA B TYPUCTHUYECKOM OHM3HECE.
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18) [IpogeMoHCTpHpPOBATh HABBIK HEMTpalu3au HeraTuBHOU nH(Gopmaruu B chepe PR.

19) JleMoHCTpUpPOBaTh HaBBIK BJIAJICHUSI METOJAMH ITPOBEICHUS TPABUIIBHON KOHKYPEHIIUH C
KCIIOJIb30BaHHeEM MeTon0B PR.

20) IIponeMoHCTpUpOBaTh YMEHHE PEKIaMUPOBATh OPTaHU3ALNIO U €€ IPOAYKIIHIO.

21) IlponeMOHCTpUpPOBATh HABBIK BJaJE€HUS ATUKON CIIEUAINCTA T10 CBA3SIM C
00IIECTBEHHOCTBIO.

22) IlponeMOHCTpUPOBaTh HaBbIKU CTPAaTErMYECKOro IiaHupoBanus B cepe PR.

23) [IponemoHcTpUpOBaTh HABBIK PaboThl co CMMU, co3nanust 1 BeICHHS KOPIIOPATUBHOTO
MHPOPMAIIMOHHOTO KaHaja.

24) [IpoieMOHCTPUPOBATh YMEHUE aHATTU3UPOBATH MOATOTOBKY M MPOBEICHUE TTPECC-
KOH(EpeHLIMH, TUCATh NIPECC-PENINU3bl, TOTOBUTD JOMOJIHUTEIbHBIE MAaTEpUaIbl U UIUTFOCTPALIUU.
25) JleMoHCTpUpPOBaTh HABBIK BJIAJICHUSI TEXHOJIOTHEN IIpecC-KIUMIUHTa Kak crocoda
omnpenaeneHus 3pPeKTUBHOCTH aKIIMK U OPTaHU3AIMH IPYTHX MEPONPUITUN C yHaCTHEM
KYPHAJIMCTOB.

26) JlemoHCTpUpOBATh HABBIK aHaM3a 0coOeHHOocTel PR-uHTEpBBIO, yMesl yCTaHABIMBATh
JINYHBIE KOHTAKTBI MEK/y TOI-MEHEKEPAMH U MPECCOM.

27) JleMOHCTpUpPOBATh YMEHHUE aHAIM3UPOBATH OPTAaHM3AIIMIO BHICTABOK U SIPMapOK Kak

3G PEeKTUBHOE MECTO U CPeACTBO peanu3anuu PR-TakTuku.

28) JleMoHCTpUpPOBATH HaBBIK BJIAJICHUS METOAaMH (POPMHUPOBAHUS UMHJIKA KOMITAHUH,
BO3/ICHUCTBUS Ha IeJIeBbIe TPYIIBI MOTpeOuTeNel ¢ nomoursio PR-kamnanuit, ananuza qpyrux
MHBECTHUIINI B IPECTHK TYPUCTHUECKOU KOMIIaHUH.

29) JleMOHCTPHPOBATh HABBIKU OOIIEHUS C MOCPEIHUKAMH U AUCTPUOBIOTOPAMHU, HCCIEIOBAHUS
IIPOAYKTA HA IPEIMET YJOBIETBOPEHHOCTH KIMEHTOB TYPUCTUUYECKUM IIPOIYKTOM.

30) IIponeMoHCTpUPOBATH HABBIK peaan3aluu BHYTpeHHUX PR-koMMyHuKanui,
MH(POPMHUPOBAHUS TIEPCOHANA TYPUCTUUECKON KOMIAHHH.

31) JlemoHCTpUpOBaTh HABBIK BIAJCHUSI CTOCOOAMU B3aUMOCHCTBUS TYPUCTUUECKOM KOMITAaHUHN
C KJIMEHTaMU ¥ KOHTPOJUPYIOLMMHU OpPraHU3aLUSIMU.

32) IIpoaeMOHCTpUPOBATh HaBBIK aHAJIM3a MPO(ECCHOrpaMMBbI CTICIIMATIUCTA IO CBSI3SIM C
OO0IIIECTBEHHOCTHIO.

33) IIpoieMOHCTPUPOBATH HABBIK BJIAJICHUSI KPEATUBHBIMU TEXHOJIOTUSMU, UCIIOIb3yEMbIMU B
CBSI35IX C OOIIECTBEHHOCTHIO.

34) IIpoieMOHCTPUPOBATH YMEHHUE TPUMEHSTh METOJT «OTCTPONKU OT KOHKYPEHTOB» KaK OJIHY
U3 3a/1a4 MUapIIvKa.

35) IIpoaeMoHCTpUPOBATh HaBBIKU pa3paboTku o0mer GR-cTpareruu 1yist TypuCTUIECKOM
OpraHu3aliiu.

36) JlemoHcTpupoBaTh yMeHUE Bia/ieHUsI UHPOPMAITMOHHBIMU TEXHOJIOTUSIMU aHTUKPU3UCHOTO
YIIPaBIICHUS, aHAIM3a 1eJIer 1 3a7]a4 KOMMYHHKALMI B YCIOBUSAX KpU3HUCA.

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

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

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

4) Demonstrate the skill of analyzing the organization of press tours.
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5) Demonstrate press release writing skills.

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

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

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

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

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

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

12) Demonstrate the skill of working in crisis situations.

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

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

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

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

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

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

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

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

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

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

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

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

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

27) Demonstrate the skill of analyzing the organization of exhibitions and fairs as an effective
place and means of implementing PR tactics.

28) Demonstrate the skill of mastering the methods of forming the company's image, influencing
target groups of consumers with the help of PR campaigns, analyzing other investments in the
prestige of a travel company.

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

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

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

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

33) Demonstrate the skill of mastering creative technologies used in public relations.
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34) Demonstrate the skill of applying the method of "detuning from competitors" as one of the
tasks of a PR specialist.

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

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

MeTtoauyeckue peKoMeHAAlMH 110 NOATOTOBKe pedepaTa

Pedepar — 310 camocTosiTenbHOE, COAEPKATEIBLHOE UCCIIEJOBAaHUE MO BHIOPAHHOM TeMe.
[lonroroBka pedepara nperycMaTpuBaeT:

- U3y4YEHUE JIMTEPATYPhl, CIIPABOYHBIX U HAYYHBIX UCTOUHUKOB (BKIIIOYAs 3apyOeKHbIE) IO
TeME€  HCCIIEO0BaHUs;

- CaMOCTOATEJIbHBIN aHAJIN3 OCHOBHBIX KOHLIEIIUI M0 U3y4aeMoil mpobieme;

- YTOYHEHHE OCHOBHBIX MOHATUIA U HAYYHBIX TIOJIOKCHHIA;

- PE€3IOMHUPOBAHUE MTOIYYEHHBIX BHIBOJOB.

Crpyktypa pedepara MODKHA CHOCOOCTBOBATH PACKPBITHIO H30paHHOW TEMBl U €€
COCTaBHBIX AJIEMEHTOB:

- BO BBEJCHUM JOJKHO OBITh YKa3aHO: aKTyaJIbHOCTh BBIOpAHHOW TE€MbI, €€ 3HAYMMOCTh,
LIEJIM ¥ 331a4¥, OOBEKT U MpPeAMET UCCIEI0BaHUs, METObI JOCTHKEHHS ITOCTABJICHHBIX LeJIel 1
3a/a4, 0030p 6ubauorpadum 1mo Teme paboThI;

- OCHOBHasi 4acThb pabOTHI [IOJDKHA COJEpKaTh HE MEHee JABYX TIJiaB, Pa3OMUTHIX Ha
naparpadsl.

JHenenne maparpadoB Ha moamaparpadsl HeuenecooOpasHo. Haspanus maparpadoB He
JOJDKHBI TIOBTOPSITh Ha3BaHUE TeMbl pedepaTta. B koHIe kaxxaoro maparpada u Kaxaod TIaBbl
nenaercss HeOONbIION BBIBOA. Bce yacTw AOKHBI OBITH M3JI0KEHBI B CTPOTOH JIOTHYECKOM
MIOCJIEI0BATEIBLHOCTU U B3aUMOCBSI3H.

Texkcr  1enecooOpa3sHO  WIUIIOCTPUPOBATH  CXEMaMH, TaOJMIaMH, JuarpaMMaMH,
rpaduKamMH, pUCyHKaMH U T. [I.

B 3axmroueHun [OJKHBI OBITH C(OPMYIMPOBAHBI OCHOBHBIE BBIBOJIbI, C/EJIaHHBIE B
pe3yJibTaTe UCcCIeA0BaHus.

Cnucok MCIoJIb30BAaHHOM JHUTEPATyphl TOJDKEH cojepkath He meHee 10-20 nazBaHui,
BKJIOUasi HOPMaTUBHO-IIPAaBOBBIE AKTHI.

TekcT pedepara 1oKEH IPOAEMOHCTPUPOBATH 3HAHUE CTYJIEHTOM OCHOBHOMW JIUTEPATyPhI
[0 JJaHHOW TeMe, YMEHHE BBLACIUTh MPOOJEeMy M ONpPENEIUTh METOJbl €€ pEIICHUs, YMEHHE
MIOCJIEIOBATEIBHO M3JI0KUTh CYLIECTBO PACCMATPUBAEMBIX BOIIPOCOB, MPUEMIIEMBII YPOBEHb
SI3BIKOBOM TPAMOTHOCTH, BKJItOUas Bia/ieHue QyHKIMOHAIbHBIM CTHIIEM HAyYHOT'O U3JI0KEHHUS.

O06bem pedepaTta AOMKEH COCTABISATH 15-20 cTpaHUIl MeYaTHOTO TEKCTa. B yka3aHHBIM
00BeM He BKITIOYAIOTCS MPUIIOKEHHUS, KOTOPHIE CITUBAIOTCSI BMECTE C pabOTOM.

Paborta umeeT TUTYNBHBIN JTUCT, CTPYKTYPHBIH TUIaH U COOTBETCTBYMOIIEe odopmieHue. B
paboTe WCMOJB3yeTCs CIUIONIHAs HyMepauus CTpaHuil. BTopoil cTpaHumeit sBiseTcs
conepkanue paboTel. Ha TUTynmpHOM nHcTe HOMEp CTpaHMIBI HE IMpocTaBisieTcs. BBenenue,
KaKJas IJaBa, 3aKIIYEHHE, a TAKKE CHUCOK HCIOJIb30BAaHHBIX HWCTOYHMKOB HAYUMHAKOTCS C
HOBOW CTPAaHHULIBI.

PexoMeHganuu 1o moAroTroBKe K TeCTHPOBAHUIO
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TectupoBanue sBisgercs (GopMaMu KOHTPOJIS YCHEBAGMOCTH OOYYaroIUXCs, OICHKH
YPOBHSI OBJIaJICHUS TEOPETUYECKMMHU 3HAHMSAMM M HaBbIKAMH NPUMEHEHHUS 3TUX 3HAHUH IpU
pELIEHNN IPAKTUYECKUX 3aaa4. [loaroToBka K TECTUPOBaHUIO MPEIIOaraer:

- O3HAKOMJIEHHME C MaTepHaIaMU JEKLIHH;

- U3y4eHue y4eOHOH IMTepaTyphl, CIPABOYHBIX M HAYYHBIX HCTOYHUKOB;

- YTOYHEHHE TEPMUHOB, OCHOBHBIX NOHITUN U KaTErOpHii;

- CaMOCTOATENBHBIM MON00p HH(pOpMAIMK, HEOOXOTUMOW sl apryMEHTalldH aBTOPCKOM
MO3UIIH.

Bce Bompochl u 3amaHus TECTOB OpPHUEHTHUPOBAaHbI Ha CHUCTEMATHU3ALMIO 3HAaHUMN
00yJaronuxcsi, pa3BUTHE CIIOCOOHOCTEH K CAMOCTOATEILHON aHATUTHYECKOU JIeATeITLHOCTH.

Pe3ynbTaThl KOHTPOJIBHBIX PadOT M TECTOB NMPHU3HAIOTCA MOJIOKUTEIbHBIMU, eciu 75%
OTBETOB SIBJISIOTCS IIPABUIIbHBIMH.

MeTtoauyeckue peKOMeH/IAIMHU M0 NPAKTUYECKUM 3aJaHUSIM

[Tpu BbIMOIHEHUM 33JaHUI MTPAKTUUYECKONH pabOThI CTYJIEHTY HEOOXOIMMO BHUMATEIHHO
MIPOCMOTPETh KOHCHEKTHI JIEKIIMH N0 COOTBETCTBYIoMIEH Teme. [Ipountars marepuan mo teme,
oOcyxJaeMoil Ha 3aHATUH, B YyuyeOHuke. [IpouuTaTh [OMOJHUTENBHYIO JIUTEPATYpy IO
COOTBETCTBYIOIIEH Teme. BBINOTHUTH MpeAsioKEHHbIE IpernojaBaTeleM 3aJaHus [0
npakTuuecko pabore. [IpoBepuTh MPaBWIBHOCTH BBHIMOJHEHHS TMOJYYEHHBIX 3a/JaHUU.
[ToAroToBUTECS K YCTHBIM OTBETaM K BOMPOCAM, MPEANOKEHHBIM JUisi oOcyxacHus. [Ipu
HEO0OXOMMOCTH 33aJ]aTh BOIIPOC MPEMoAaBaTelto Ha 3aHATHH.

7. YueOHas auTepaTrypa v pecypchl HHPOPMALMOHHO-TEJIeKOMMYHHKAIIMOHHOM CeTH
HNHuTepHer

7.1. OcHOBHas JIATEpaTypa
1. bonpmynoBa T.B. YnpaBneHue MapKEeTHHIOM B TYPUCTCKOM MHIYCTPUM [DIEKTPOHHBIN
pecypc]: yae6Hoe mocobue/ bompirynosa T.B.— DnekTpoH. TeKCTOBBIE JaHHbIC.— JIUMeEK:
Jluneuxuit rocyaapcTBeHHbId TexHuueckuil ynusepcuter, ObC ACB, 2018.— 165 c.—
Pexxum noctyna: http://www.iprbookshop.ru/88749.html

2. Konsnukuna, Tatbsina bopucoBna. Pexnama B Mectax mpomax : ydeOHOe mocoOue amis
By30B / T. b. Konprmikuna, U. B. lllycruna, E. B. Mapkosa. - 2-e u3a., ucnp. u J0I. -
Mockaa : HOpaiit, 2020. - 222 c. - (Bsicmee obpazoBanue) . - ObC Opaiit [caiiT]. - URL:
https://biblio- online.ru/bcode/448248 (mata obpamenus: 07.11.2019). - Tekct
aekTpoHHbIN. - [ISBN 978-5-534-12663-1.

3. Konp, O. I. MapkeTUHI B TypUCTCKON HHIYCTPUU : YUYEOHHK U MPAKTUKYM JUIsl BY30B /
O. I. Komb. — MockBa: MsmarensctBo  IOpaiit, 2020.— 355c¢.— (Bsicuee
obpazoBanue). — ISBN 978-5-534-04332-7. — Tekct : snexkrponHsii / DbC Hpait
[caiiT]. — URL: https://urait.ru/bcode/450891

4. Kowmaposa, JI. K. OCHOBBI BBICTAaBOYHOW IEATEIBLHOCTH : Y4eOHOE IMOcoOHe I BY30B /

JI. K. Komaposa ; orBercTBeHHbI pemakTop B. I1. Hexopomkos. — 2-e u3n., nepepad. u

nmon. — Mocksa : M3parensctBo FOpaiit, 2020. — 194 ¢. — (Bricmiee oOpa3zoBaHme). —

ISBN 978-5-534-06841-2. — Texkct : snextponsasii // ObBC IOpaiit [caiit]. — URL:
https://urait.ru/bcode/452689

5. MoposzoBa, H. C. Pekiama B cOIMaibHO-KYJbTYPHOM CEPBUCE W TYpPU3ME : YUYCOHUK IS

By30B/ H.C. Mopo3zoBa, M. A. Mopo3oB. — 6-¢ wu3a., mepepad. u pgom. — Mocksa :
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WznatensctBo FOpaiit, 2020. — 192 ¢. — (Boicmee obpazoBanue). — ISBN 978-5-534-
10941-2. — Tekcr : omekrponnbii // DOBbC HOpaiit [caiit]. — URL:
https://urait.ru/bcode/454344

Yepnspimesa T.JI. Pexknama B cOLMaNbHO-KYJIBTYPHOM CEPBHUCE U TypuU3Me [DIEKTPOHHBIN

pecypc]: yuebnoe mocobue/ UYepnbimeBa T.J.— DneKTpoH. TEKCTOBBIC JaHHBIC.—
HoBocubupck: HoBocubupckuii rocy1apcTBeHHbIN TeXHUYECKUi yHuBepcuteT, 2017.— 92
c¢.— Pexxum nocryna: http:// www.iprbookshop.ru/91413.html

[ly6aeBa, B. I'. MapkeTuHr B TypUCTCKON MHAYCTPHUH : YYEOHHUK U MPAKTHUKYM JJI BY30B /

B.T. llly6aeBa, W. O. Cepnobonbckasi. — 2-¢ wu34., ucnp. U 1on. — Mocksa :
MznarensctBo HOpaiit, 2020. — 120 c. — (Bwicmee obpazoBanue). — ISBN 978-5-534-
08449-8. — Tekcr : onexkrponusni // OBC HOpaiit [caiit]. — URL:

https://urait.ru/bcode/451446
Y4eOHO-MeTOoAMYECKOE 00ecIeYeHHe CAaMOCTOATEIbHOM padoThI

. I'Bo3aesa C. M. PekmamMHbBIi MEHEDKMEHT [ DJIEKTPOHHBIN pecypc] : yueb.-MmeTo . mocodue /

C. M. I'Boznesa ; @enep. roc. Or0mKeT. 00pa3oBat. yUpekaeHue BoIciI. Ipod. oOpa3oBaHus
"CapaToBckuil rocynapcTseHHbI yHuBepcurer umenu H. I'. Uepnbiesckoro” . - CapaTos :
[6. m.], 2012. - 72 c. : Tabm. - b. 1.

I'epmorenoBa JL.IO. D¢ dexruBnas pexnama B Poccuu. M., 1994.

Hotu J[.ITabnucut u mabauk puieinmas. M., 1998. — 228 c.

Hypouu A.Il. Pexmama B Typusme [Tekct]: YueOnoe mocobue/ Anekcannp Ilerposuu
HypoBuu. — nznanue nepepad. M mon. — MockBa: OOO «Hay4Ho-u31aTenbCKUM LEHTP
NHO®OPA — M», 2014. — 158 c. — ISBN 978-5-16-003708-0: b.u. (35C UHDPA -M)
Konnpartees 3.B. CBs3u ¢ obuiectBeHHOCTHI0. M., 2008. — 192 c.

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

[ITapkos @. 1. MHTerpupoBaHHble KOMMyHUKauu. [IpaBoBoe perynupoBaHue B pekiame,
CBA3AX C oOmmecTBeHHOCThIO M kypHanmuctuke [Tekcr] / @. U. IllapkoB. - Mocksa :
W3 natenbcko-Toprosas kopnopauus "JlamkoB u K°", 2012. — 336 c. - ISBN 978-5-394-
00783-5: b.. 9bC Undppa M

7.2. JlonoJIHUTEIbHAS JIUTEPATyPa
Bockonosuy, H. A. MapkeTuHI TypUCTCKHX YCIYT : YYeOHUK U MPaKTUKyM AJisi BY30B /
H. A. BockonoBuu. — 3-e u3na., mepepad. m gom. — Mocksa : U3znatenscTtBo HOpaiiT,
2020. — 191 ¢. — (Bricmee o6pazoBanue). — ISBN 978-5-534-08265-4. — Texker
anektporubii // OBC FOpaiir [caiir]. — URL: https://urait.ru/bcode/450596
Kamenen, A.B. OcCHOBBI KyJbTYpPHO-JOCYTOBOM JESITEIBHOCTH : y4eOHHUK MJIT BY30B /
A. B. Kamener, U. A. Ypmuna, I'. B. 3aspckas ; 3 (0§ HAay4YHOH penakuuen
A. B. Kamenua. — 2-e usna., ucop. U jaon. — Mocksa : WU3narensctBo FOpaiit, 2020. —
185 c¢. — (Bricmee oOpazoBanue). — ISBN 978-5-534-06403-2. — TekcT : 3IeKTPOHHBIH //
OBC HOpaiir [caiit]. — URL: https://urait.ru/bcode/452814
KoznmoBa B.A. Peximama B Typusme [DIeKTpoHHBIM pecypc]: y4eOHO-METOAMYECKOe
nocobue/ KoznoBa B.A.— DnekTtpoH. TekcToBble naHHbie.— Open: MexpernoHanbHas
Axanemusi 6e3omacHoctn W BbDKMBaHUS (MABUB), 2014.— 126 c.— Pexum nocrymna:
http://www.iprbookshop.ru/33438.html
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4. Kowmaposa, JI. K. OcCHOBBI BBICTABOYHON IESITENHLHOCTH : y4eOHOE TocoOwe s BY30B /
JI. K. Komapoga ; orBercTBeHHBIN pemakTop B. I1. Hexopommkos. — 2-¢ u3n., mepepad. u
nor. — Mocksa : M3ngarensctBo FOpaiit, 2020. — 194 ¢. — (Bricmiee obpazoBanue). —
ISBN 978-5-534-06841-2. — Texkct : amekrponnbiii / DBC IOpaiit [caiit]. — URL:
https://urait.ru/bcode/452689

5. Mopran H. Pexnama B Typu3mMe U OTIbIXe [DJIEKTPOHHBIN pecypc]: ydeOHoe mocolue/
Mopran H., [lpuyapa A.— DnexTpoH. TekcTtoBble nanHbie.— MockBa: FOHUTU-JTAHA,
2012.— 482 ¢.— Pexxum noctyma: http://www.iprbookshop.ru/10542.html

6. Pomart, EBrenuii BuktopoBuu. Pekiiama [D7eKTpoHHBIA pecypc] : MpakTHUecKask TEOpHs :

y4ueOHuKk s OakanaBpoB W MaructpoB / E. B. Pomar, JI. B. CennmepoB. - 9-¢ u3z. -
OnekTpoH. aaH. - Cankr-Ilerepoypr [u ap.] : [Turep, 2016. - 544 c. : wn. - (Y4eOHUK miis
BY30B : CTaHAApT TPETHETO MOKOJICHHMS) . - 3ari. ¢ 9kpaHa. - ISBN 978-5-496-02286-6.

7. CyneiimanoBa ['.B. Pexknama B Typusme [DneKTpoHHBIN pecypc]|: yueOHO-METOINYECKOe
nocobue/ CynerimanoBa [.B.— DnekTpoH. TekctoBble naHHbIe.— Kazanb: KazaHckwuit
HallMOHAJIBHBIN MCCIEA0BATENbCKUNA TEeXHOJOrnueckud yHupepcuter, 2013.— 151 c.—
Pexwum nocryna: http://www.iprbookshop.ru/62656.html

8. Uymmukos, Anekcanap HukomaeBud. Pexitama u cBsI3u ¢ OOIIECTBEHHOCTHIO [DJIEKTPOHHBIN
pecypc]: mpodeccuoHansHbie KOMIETeHIUU : yueOHoe mocodue / A. H. Uymukos, M. IL.
bouapos, C. A. Camoiinenko ; Poc. akana. Hap. x03-Ba u roc. ciayx0sl mipu [Ipesunente Poc.
@enepauuu. - DIEKTpoH. JaH. - Mocksa : U3nar. nom "Jleno" PAHXuI'C, 2016. - 520 c. -
3aru. ¢ ’kpana. - ISBN 978-5-7749-1135-6.

9. Illabamoga JI.A. MeHEeXKMEHT B TypUCTCKON MHAYCTpUU [ DIEKTPOHHBIN pecypc]: yueOHoe
nocobue/ IlabamoBa JILA— DnekTpoH. TekcToBble aaHHble.— Cumdeponons:

YHuBepcuTeT HKOHOMUKM U ympasieHus, 2018.— 247 c.— Pexum pocryna:
http://www.iprbookshop.ru/86406.html

7.3. HopmaTuBHbIe IPaBOBbIe JOKYMEHTHI M MHAS NIPaBoBasi MH(opmanus
1. Koncturynus Poccuiickoii @enepanuy, NpUHITa BCEHAPOJHBIM TrOJ0COBaHUEM 12 nexadps
1993 r. (mocneHsst peaaKus)
2. I'paxnanckuii kogexe Poccuiickoit @eneparuu (mocaeaHsst pegaKius)
3. TpynoBoit xonekc Poccuiickoit @eneparnun, npuHsaT OenepaibHbIM 3akoHOM OT 30 nexadps
2001 r. Ne 197-®3 (mocneansist penaxius)
4. ®enepanbubiii 3akoH oT 8 aBrycta 2001 r. Ne 129-®3 «O rocynapcTBEHHON perucTpanuu
IOPUAMYECKUX JIMI M MHIUBUYATbHBIX NpPEAIpUHUMATEICH.
5. ®enepanbhbiit 3akoH OT 13 MapTa 2006 1. Ne 38-D3 «O peknamer.
6. ®enepanbubiii 3akoH 0T 29 utoiig 2004 r. Ne 98-D3 «O koMMepUeCKOW TaltHE.
7. ®enepanbHblil 3aK0H OT 29 nekadps 2006 r. Ne 244-03 «O rocyaapcTBEHHOM pEeryJIHMpPOBaHUU
NEeSTeIbHOCTH 0 OpraHU3allid M TPOBEICHUIO a3apTHBIX UIP U O BHECEHHWH H3MEHEHWl B
HEKOTOpbIE 3aKOHOJIaTeNbHbIEC akThl Poccuiickon denepannmy.
8. ®enepanbublii 3ak0H OT 24 wutosst 2007 r. Ne 209-03 «O pa3BUTHH MaJIOTO U CPETHETO
npeanpuHuMaTenbcTBa B Poccuiickoit deneparumy.
9. 3akon Poccuiickoii @eneparuu ot 27 gexkadbps 1991 r. Ne 2124-1 «O cpeactBax maccoBoit
nHopmMaIum.
10. 3akon Poccuiickoit @eneparuu ot 9 urons 1993 r. Ne 5351-1 «O6 aBTOpCKOM mpaBe U
CMEXKHBIX MTpaBaxy.
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11. 3akon Poccuiickoit @enepauun ot 23 cenrsops 1992 r. Ne 3523-1 «O mpaBoBoii oxpaHe
MIPOTPaMM ISl DJIEKTPOHHBIX BEIYUCIUTEIBHBIX MAIIMH U 0a3 TaHHBIXY.

12. 3akon Poccwmiickoit ®enepanuu ot 7 deBpans 1992 r. Ne2300-1 «O 3ammre mpas
noTpedurenein.

7.4. UnTepHeT-pecypcehl
C31Y pacmonaraer IOCTYIIOM uepe3 calT HayuHoi Oubnmotexu http:/nwapa.spb.ru/

K CJICAYIOIIUM MTOAIUCHBIM 3JIEKTPOHHBIM PECYpPCaAM:
Pycckoasviunvle pecypcol

o OJNEeKTpOHHBIE Y4YEOHUKU DJIEKTPOHHO - Oubnmoreuynoit cucremsl (OBC)
«AHOYKC»

. DNIEeKTPOHHBIC YUYCOHUKHU AJIEKTPOHHO — Onbnroreunoit cuctemsl (OBC) «JIanp»

o HayuHo-npakTuueckue craThM Mo (pUHAHCAM M MEHEIKMEHTY M31aTenbckoro
noma «bubnmmoreka ['peGeHHIKOBAY

o CraTbu M3 NEPUOAMYECKUX H3JAaHUNA MO OOLIECTBEHHBIM UM T'yMaHUTapHBIM
HaykaM «Hct - Bro»

o DHIUKIIONEIUY, CIIOBApH, CIIPABOYHUKH «PyOprUKOH»

o [lonmuble TekcThl auccepTanuii W aBTopedepaToB IJeKTpoHHas bubiamorexa
Hucceprauuit PI'b

o WNudopmannonno-npasosbie 6a3bl - KoHcynbTanT mitoc, ['apaHr.

AHIJIOSI3bIYHBIE PecypChl

. EBSCO Publishing — goctyn K MyJIbTUIUCHMIUIMHAPHBIM IOJHOTEKCTOBBIM
0a3aM JaHHBIX pa3lIMYHBIX MHPOBBIX H3JAaTEIbCTB 10 OW3HECY, SKOHOMHUKE, (HUHAHCaM,
OyXrajJTepckoMy ydeTy, I'YMaHUTApHBIM M €CTECTBEHHBIM o0O0JjacTsM 3HaHuUl, pedeparam u
MIOJIHBIM TEKCTaM IyOJIMKAIMiA U3 HAyYHbBIX U HAyYHO-IOIMYJISIPHBIX JKYPHAJIOB.

o Emerald — kpynseiiiiee MupoBoe HU3JaTENbCTBO, CIIELHUAIU3UPYIOLIEECsS Ha
AJIEKTPOHHBIX JKypHaJax M 0a3ax JaHHBIX 10 3KOHOMHMKE M MeHeKMeHTy. Mmeer craTyc
OCHOBHOT'O MCTOYHUKA MpodeccuoHanbHOM nHpopMaIu Ui pernoiaBaTeneii, uccueaoparenei
U CIIELUAIMCTOB B 00JIACTH MEHEKMEHTA.

Bo3MOXHO HCIONIB30BaHHE, KpPOME BBIIIENEPEYUCIEHHBIX PECYPCOB, M  JIPYIHX
3JIEKTPOHHBIX pecypcoB ceTu MHTepHeT.

7.5. UHble HCTOYHUKH

. Opunmanbublii caiit @eepanbHOTO areHTCTBa Mo Typu3My PO — www.russiatourism.ru
. Media-online Bce o pexiame http:// www.media-online.ru/

. RWR. Pexnama B Poccun www.rwr.ru

. Bpems pexniambl Teopus u npaktuka pexinamel. CMU. PA http://advtime.ru/

. Pexnama B pernonax http://reklama-region.com/
. Pexmamusie unen O 6penaunre u kpeatuse http:/ www.advi.ru/

~N N U AW

. CoctaB OauH u3 cambIx HHGOPMAITMOHHO-HACKIIIEHHBIX U TOMYJISIPHBIX TOPTAJIOB O PEKJIaMe.
WWW.Ssostav.ru

8. Adindex CaiiT o pexiiame u mapketunre http://www.adindex.ru/
9. Advertology Hayka o pexitame www.advertology.ru
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8. MaTtepuranbHo-TexHU4YecKasa 6asa, MHPOPMaLMOHHbIE
TEXHONOrMK, NporpaMmHoe obecneyeHune u
MHPOPMaLMOHHbIE CNPABOYHbIE CUCTEMD

Ne n/n | HaumeHoBauue

1. Crienmanu3upoBaHHbIE KJIACCHI U1 IPOBEICHUS JIEKIIMHM U IPAKTUUECKUX 3aHATUI

2. CrenmanusupoBaHHas MeOesIb U OpIrCpe/ICTBA: ay JTMTOPUHN U KOMITbIOTEPHBIE KJIACCHI,
000pyA0BaHHBIE [1OCAI0YHBIMU MECTAMU

3. Texnuueckue cpeacrsa oOyueHus: [lepcoHaibHBIE KOMIIBIOTEPHI; KOMIIBIOTEPHBIE
MPOCKTOPHI; 3BYKOBBIC JIHHAMHKH; IPOTPAMMHBIC CpPEICTBA, OOCCIICUNBAOIINC
npocMoTp Buaeodaitios B popmarax AVI, MPEG-4, DivX, RMVB, WMV.

Ilpozpammnuie, mexnuueckue u 371eKMPOHHbIE CPEOCMEA 0OYUEHUA U KOHMPOJIA
3HAHUIL CMYO)EHM08:

[TakeTsl mporpamMmHOro oOecreueHuss oOIIero Ha3HayeHUs (TEKCTOBBIE PEIAKTOPHI,
rpaduyecKue peaaKkTophbl).

Kypc Bxmouaer ucnonb3oBaHue nporpamMmmHoro obecnedenuss Microsoft Excel, Microsoft
Word, Microsoft Power Point 11 mOATOTOBKM TEKCTOBOTO M TaOJMYHOTO MaTepuaa,
rpadUYeCcKuX UILTFOCTPAIUH.

Metonpl 00y4YeHHS] TPEANOIararoT MCIOJb30BaHUE WH(OOPMAIMOHHBIX TEXHOJOTUM
(KOMITbIOTEpHOE TECTUPOBAHUE, IEMOHCTPAIUS MYIbTHMEIUHHBIX MATEPHUAIIOB).

3anerictBoBaHbl VIHTEpHET-CEPBUCHI H JICKTPOHHBIC PeCypChl (CIIpaBOYHBIC CUCTEMBI, H-P,
Koncynerant unm ['apaHT, MOMCKOBBIE CHUCTEMBI, DJEKTPOHHAs TOYTa, MPO(ecCHOHATBHBIC
TEMaTUYeCKHe dYaThl W (OPYyMBI, CHUCTEMBl ayJauo0 H BHJIEO KOH(DEpeHIui, OHIalH
SHIUKJIONENH, CIPABOUYHUKH, OMOIMOTEKH, DIEKTPOHHBIE Y4eOHbIE U y4eOHO-METOIUYECKHE
MaTepuasbl).

JlomyckaeTcsi NpPUMEHEHHE CHUCTEMbl JTUCTAHIIMOHHOTO OOYYeHHs C UCIHOJIb30BaHUE
mwiatpopm TEAMS, Zoom, Skype for Business, CJIO Moodle

NndopMmanroHHbIe CIPABOYHBIE CHCTEMbI:
1. IIpaBoBas cucrema «I apant-UHTepHe™» [DnexkTpoHHbIH pecypc]. — Pexxum nocryna: http: //
www.garweb.ru.
2. IlpaBoBas cucrema «Koncynprantllmtoc» [DnexktponHblii pecypc]. — Pexum nocrymna:
http: // http://www.consultant.ru/
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