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1. IlepeyeHb NJIAHMPYEMBIX Pe3yJbTATOB 00y4eHUsl N0 JUCIUIIHHE, COOTHECEHHBIX €
IVIAHMPYEeMBIMHU pe3yJ1bTaTaMH 0CBOCHHS 00pa3oBaTeIbHONM NPOrpPaMMbl

1.1. Jucuurmumaa Bb1.B.JIB.01.01 «®akropbl pa3BUTHS TYPUCTCKMX DPBIHKOB [E€JIOBOTO M
COOBITHITHOTO Typu3May 00eCIeunBaeT OBIIAJCHUE CISAYIOIIUMHI KOMIIETCHIUSAME € yYETOM JTarna:

Kon
Kon HaumenoBaHue HaumeHoBaHMe KOMIIOHEHTA
KOMIIOHEHTA
KOMIIeTEHIIUH KOMIIeTeHIIMH KOMIIeTeHIIMH
KOMIIeTeHIINH
CriocoOeH pa3pabaThiBaTh CTPATETHIO
Crioco6eH ocyIIecTBISITh JOCTH)KEHUS TIOCTABJIEHHOW eI KaK
KPUTHYECKUH aHATN3 MOCIIEI0BATEILHOCT 1I1ar0B, IPEABU/IS
MIPOOJIEMHEIX CUT aum‘/i Ha C€3YyJIbTAT KAXXKA0T'0 U3 HUX U OLICHUBATH
VEK-1 p y VK-1.2 pesy
OCHOBE CHCTEMHOTO WX BITUSTHHE HA BHEITHEE OKPYKCHHE
nmoaxonaa, BblpaGaTbIBaTI) HHaHI/IpyeMOﬁ JACATCIBbHOCTHU U Ha
CTpaTeTHIo JeCTBUI B3aMMOOTHOIIEHUS YYaCTHUKOB 3TOM
JACATCIBbHOCTU.
CriocobeH o1leHnBaTh
3((heKTUBHOCTH
YIIPaBICHUYECKUX PEILICHUMN Crniocob6en hopMupoBaTs 1i1aH
I10 BBIOOPY KOHIICTIIIUU €alIn3alliu CTPATETHH TYPUCTCKOTO
MKc-5 Py ’ MKc-5.3 P P P
pa3paboTKe U TaHa MIPEANPUATHS C UCIIOJIE30BAaHUEM
peanu3aiuy CTpaTerun MIPOTPaMMHO-IIENIEBOTO MTOAX0/A.
Pa3BUTUS NPEAIPUITHIA
chepsl Typu3ma

1.2. B pe3ynbrare OCBOCHUS TUCIHUILINHBI Y CTYIEHTOB JOJDKHBI OBITH C(HOPMUPOBAHBI:

OT®/TD
(npu nanuuuu
npoqé’cmauoapma)/ Koz
TPYOBbIE WM KOMIIOHEHTA Pe3yabTaTsl 00yuyeHus
npodgeccuoHaIbHbIE KOMITETEHIHU
neicTBus
VK-1.2 HAa YpOBHe 3HAHMii: CYyIIHOCTb, IMOHITHE U OCOOCHHOCTH

SKOHOMHUKHU BIECYATIICHUH TYypUHIYCTPUH, €€ D3JIEMEHTOB HU
CTPYKTYp; O0IIHe 3aKOHOMEPHOCTH (YOPMHUPOBAHUS KOHIECTIITUH
WHHOBAIIMOHHBIX TIPOEKTOB, YMOIIMOHATIBHBIX PHIHKOB.

HA YpPOBHe yYMEHMii: YMETh NPUMEHATb METOIbI aHalIu3a W3
chepbl TICUXOJOTHMYECKOrO 3HAHHS (IMOIMH, BICUYATIICHHUE,
BOCTIPUSITHE) K pa3pabOTKe U MOWCKY PEIIeHH B e TeTFHOCTH
MpEeanpUATHI TYpUCTCKOH WHAYCTpPHUU; COCTaBIIATh
pa3pabaThiBaTh M PEaTU30BBIBATE MHHOBAI[MOHHBIE TPOEKTHI;
OCYIIECTBJIATh PYKOBOJACTBO KOJJIEKTUBOM CIELHMAJINCTOB;
pemaTh KOH(IUKTHEIE CUTYaIluu OpPUEHTHPYSICh,
UCKJTIOYNATENBHO, Ha KIWEHTa; OBICTPO M  PEHIMTEIHHO
KOPPEKTUPOBaTh WHHOBALIMOHHBIE MPOEKTHI, HCXOAS U3

M3MEHUBIICHCS CUTYalllH; MPUMEHATh NMPHOOPETEHHBIE 3HAHUS
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OT®/T®
(npu nanuuuu

npogpcmanoapma)/ Kox
- KOMIIOHEHTAa Pe3yabTarsl 00y4yeHus
npogeccuoHaJIbHbIE KOMIETEHINA
JAecTBus
Y HaBBIKM U3 00JIaCTH HOBBIX MH(OPMALMOHHBIX TEXHOJIOTHI B
cBoel npodeccoHaNbHON NIEATENBHOCTH IPH PEIICHHN O0IINX
Y IIPUKJIAHBIX 3a/1a4.
HA yYpPOBHe HaBBIKOB: TPEJICTaBIATH PE3yNbTaThl HAYYHOIO
uccrefoBanusi B cdepe Typusma B (opMax OTYETOB,
NPUKIaTHBIX pa3paboToOK, AOKJIaA0B, pedeparos, myOnuKaumii
U myONWYHBIX OOCYXKAEGHWA W Jp.; ayauTOpUel, BHE
3aBHCHMOCTH oT [TOJIOBO3PaCTHON CTPYKTYPBI u
HaIlMOHAJIBHOCTH.
OT®.D. CrpaTernyeckoe ITKc-5.3

YIPaBJICHUE BHICTABOYHOM
JIESITETbHOCTBIO
OpraHM3aIiy -
npodeccnoHaTEHOTO
OpraHu3aTOpa TOPTOBO-
MPOMBITIICHHBIX BBICTABOK/
D/01.7 YnpaBnenue
peanu3aipeil crpaTeruu
Pa3BUTHUS OPraHU3ALHH -
npodeccroHanbHOro
OpraHM3aTopa TOproBo-
MPOMBIIICHHBIX BBICTABOK

OT®.D. Crpareruueckoe
YIIPABJIEHUE BbICTABOYHOU
JeATENLHOCTBIO
OpraHM3aINH -
npodeccroHanbHOro
OpraHu3aTopa TOProOBO-
MPOMBIIICHHBIX BBICTABOK/
D/02.7 YTBepxneHue
CTPaTETUUECKUX U TOIOBBIX
IUTAHOB Pa3BUTHA
OpTaHU3aIHH -
poecCHOHATBEHOTO
OpraHH3aToOpa TOProBO-
MPOMBINIIICHHBIX BBICTABOK,
yIpaBJI€HHUE UX
peanuzanuen

OT®.E. Opranmsanus
3KCKYPCUOHHOM
nesrensHocTi/ E/01.7
OrnpeneneHre KOHIETITUN 1
CTpaTeruy pa3BUTHUS
SKCKYPCUOHHOM
OpraHu3aIyu

HA YPOBHe 3HaHMii: KIacCHPUKAINIO WHHOBAITMOHHBIX
3KOHOMMKHA

BHeanﬂeHHﬁ; MHHOBAIMOHHYIO METOJUKY B COOTBETCTBHUU C

OPOCKTOB H YyCJIyr C€ Y4YCTOM CHCHH(bHKPI

0COOEHHOCTSIMH ~ IICUXOJIOTMYECKOTO  BOCHPHSTUS  Pa3HbIX
BO3pACTHBIX  KaTerOpud M KYJIbTYPHBIX  APXETHIIOB;
HallMOHAJbHbIE  OCOOEHHOCTH  pa3iIM4YHBIX  CETMEHTOB

NOTPEOUTENILCKOTO PBIHKA MPH MPOBEACHNH HHHOBAIIMOHHBIX
IPOEKTOB 3asBICHHOTO IPO(HUIIS.

Ha YPOBHe YMeHHUi: yMeTb OLICHUBaTb WHHOBALIOHHO -
TEXHOJIOTMYECKHE PHUCKH, BIUSHHUS HAa HUX 3MOIMOHAIBHBIX
(hakTopoB; OBITH TOTOBBIM K BHEJIPEHHIO COBPEMEHHOU
CUCTEMBI CTaHJApTU3allMy; BIAJETh NPUEMaMU U METOJaMH
paboThl C TEpCOHANOM; YMETh OLIEHHBATH U OCYIIECTBIISATH
TE€XHUKO-3KOHOMUYECKOE  OOOCHOBaHWE  HMHHOBAIIMOHHBIX
NPOCKTOB; YMEThb pa3pabaTbiBaTh W BHEAPATH HOPMATHBHYIO
JOKYMEHTAllUI0 IO

CTaHIAPTHU3AINH, CepTUUKAINE U

Ka4YCCTBY TYPUCTCKOT'O IPOAYKTA U YCIIYT.

Ha YpoBHE HABbIKOB: TEXHOJIOTHUEH IIOATOTOBKH
HMHHOBAITMOHHBIX IIPOCKTOB, HaBBbIKaMH I'paMOTHOIrO
KOMMYHHUKATHUBHOT'O 06H_ICHI/I$[ C HOTpe6I/IT€J'I$IMI/I

WHHOBAIlMOHHBIX IIPOCKTOB, MCTOHOHOFI/IGﬁ n MGTOJII/IKOﬁ

MMPOBCACHU HMHHOBAIIlMOHHBIX IIPOCKTOB, HaBbIKaMH

TEMalleHTPUPOBAHHOTO  B3aUMOJICUCTBHS,  CIIOCOOHOCTHIO

MHTErPpUPOBATh COBPEMEHHOE 3HAHUE M3 JIIOOBIX MPOQHIBHBIX

n HGHpO(i)I/IHI)HI)IX MpeaAMETOB; OCHOBHBIMH HaBBIKaMU
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OT®/T®
(npu nanuuuu

K
npogcmanoapma)/ on
KOMIIOHEHTAa Pe3yabTarsl 00y4yeHus
TPYAOBbBIE HIIH
npogeccuoHaJIbHbIE KOMIETEHINA
JAecTBus

HWHHOBAIIMOHHOI'O MPOCKTUPOBAHMUS.

2. O0beM 1 MeCTO IMCUMILIMHBI B CTPYKTYpe 00pa3oBaTe/ibHO NPOrpaMmbl

O0beM TUCHUATIINHBI

OO6m1as TpyJ0€MKOCTh JUCIIUIUIMHBI COCTABIISIET 4 3a4€THBIE eAMHUITGI, 144 akajeM. 4acoB.

Bup padorsl TpyroeMKkocTh
(B akajeM.4yacax)
Ounas/3a04Hasn
OO0masi Tpy10eMKOCTh 144/144
KonTakTHas padora 32/18
Jlexmun 12/4
[IpakTrueckue 3aHATHA 18/12
JlaGopaTopHbie 3aHITHS -
Koncynpramumn 2/2
CamocTrosiTesibHasi padoTa 112/122
KonTposns -/4
@OpMBI TEKYILETO KOHTPOIISA JIU — nenosas urpa, K — kxeficel, P —
pedepar
®opma NpOMeKYTOYHOH aTTeCTAlMU 3a4er ¢ oneHKoOM

MecTo AMCHMIIMHBI B CTPYKTYpe 00pa30BaTe/IbHOM MPOrpaMMbl

HJuctumnuna b1.B.JIB.01.01 «®akTopsl pa3BUTHS TYpUCTCKUX PBIHKOB JAEJIOBOIO U
coowrTuiinoro Typu3ma / Factors of development of tourist markets for business and event tourism»
OTHOCHUTCSI K JUCHHMIUIMHAM MO BBHIOOPY BapHaTHBHOM Y4acTH NMPOQECCHOHATHHOTO IMKIA YIeOHOTO
rutana HarpasieHus 43.04.02 «Typusm» npoduns «HIYCTpUS AETOBOTO U COOBITUITHOTO TYpU3May.
Lenbt0 OCBOCHHS AUCIUTUIMHBI SIBIISIETCSI (YOPMUPOBAHKE Y CTYACHTOB 3HAHHS 00 OCHOBHBIX
MOHATHUSAX B 00JJACTH MHHOBALMU B OPTaHU3AIMHM TYPUCTCKUX YCIYT, KOHUEHIIMA WHHOBAIMOHHOTO
MPOSKTHUPOBAHUS JaHHBIX yCIYT, M3y4eHHe OcCcOoOeHHOCTeH WX (YHKIMOHHPOBAHUS Ha
TPaIUIIMOHHBIX PBIHKaX. AHAJIHM3 CIIpOca M MPEUIOKEHU Ha KOHKPETHBIE BHJIBI TYPHUCTCKUX YCIIyT

Ha peruoHaJbHOM, POCCHIICKOM 1 MUPOBOM ypOBHE.

[IperonaBanne NUCHUIUITMHBI Oa3WpPYyeTCs HAa 3HAHMAX, TOJYYEHHBIX TPU U3YyYEHHH Kypca
«MapKeTHHT JIeJIOBOTO ¥ COOBITHIHHOTO TYPHU3Ma.

B cBoro ouepenp, 3HaHUS W yMEHHUS IO JUCHUIUIUHE OyIyT BOCTPEOOBAaHBI MPH W3yUCHHUH
KypcoB «KOHKYpEHTHBIE CTpAaTeruu Pa3BUTHS MPEANPHUATUS ACTOBOTO U COOBITHIHOIO TypU3May,
«/IlHHOBaIIMOHHBIEC TIEPCOHAT-TEXHOJIOTHH MTOJATOTOBKH TYPUCTCKHUX KaJPOB» H T.II.

JlucuuniauHa MOKET PeaTu30BBIBATHCS C MPUMEHEHHEM IUCTAHIIMOHHBIX 00pa30BaTENbHBIX
texHosoruit (nanee — JOT).

JlocTyn K cucTeMe MUCTaHIIMOHHBIX 00Pa30BaTEIbHBIX TEXHOJIOTUH OCYIIECTBISIETCS KasKIbIM
o0ydJaronMcs CaMOCTOSITEJIBHO C JIFOOOro ycTpoiicTBa Ha mopTtane: https://sziu-de.ranepa.ru/.

Haponb " JIOTHUH K JINYHOMY Ka6I/IHeTy / HpO(bI/IJ'IIO MpeaoCTaBIACTCA CTYACHTY B ICKAHATC.
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Bce (I)OPMBI TCKYIICTO KOHTPOJIA, MPOBOAHMMBIC B CHUCTECMC IAUCTAHIHUOHHOTO o6yquI/151,

OLCHUBAIOTCA B CUCTEMC JUCTAHIIMOHHOI'O 06yquH;1. I[OCTYH K BHUACO M MaTcpuajiaMm JIGKHI/Iﬁ

NPEOCTaBIAETCS B TE€YEHHE Bcero ceMectpa. JlocTynm K KakIoMmy BHAY pabOT M KOJIMYECTBO

IIOIBITOK HAa BBIMTOJIHCHUEC 3aJaHUs MPEAOCTABIACTCA HA OIrPAHUYCHHOC BPEMS COINIACHO PErIaMCHTY

TucuuIuIMHEL, omyonukoBannomy B CJ1O. IlpenonaBaTens OLleHUBACT BHIIOJHEHHBIE 00YYaIOIIMCS

pabotsl He o3aHee 10 pabounx qHEH oCie OKOHYaHHS CPOKA BHIMTOJTHEHUS.

I/I3yquHe AUCHUIUIMHBI OCYIIECTBIIACTCA B TCUCHUC OJJHOI'0 CEMECTpa: IJid CTYJACHTOB OYHOM

dbopmbr oOyueHust — Ha 4 cemectpe 2 kypca. s cTyneHTOB 3ao4uHOM (hopmbl oOydeHuUs - B 4

cemecTpe 2 Kypca u Ha 5 cemectpe 3 Kypca.

3. Conepxxanue U CTPYKTYpPa QM CHUATIINHbBI

3.1. CTpyKTypa QM CHUAILIUHBI
Ounast popma oOydeHHsS

Ne i/l HaumeHoBaHHE TEM O0beM TUCHUNIMHBI (MOYJIs1), Yac.

H/MJIH pa3/iesioB Bcero KonTakTHas padora CP
o0yyaromuxcs ¢ mpenoaaBareaemM
1o BHIAaM Y4eOHbIX 3aHATHI
J/A0T | JIP/ m3/ KCP
A0T A0T

dopma
TeKyIero
KOHTPOJISI
ycneBaeMocTu®,
NMPOMEKYTOYHOM
arrecTalMu

Tema 1 | TypucTuueckuii ppIHOK
Kak cepa nmposiBIieHUS
SKOHOMUYECKHX
otHorenu# // Tourist 23 2 3 18
market as a sphere of
manifestation of
economic relations.

I, P, K

Tema 2 | IloHsATHE U CYIITHOCTH
aKTyaJbHBIX MTPOOIIEM
Pa3BUTHS PhIHKA
TYPUCTCKOU
unycrpuu /Concept and 23 2 3 18
essence of actual
problems of development
of the market of the
tourist industry.

AN, P, K

Tema 3 | CermenTanus
TyPHUCTHYECKOTO 23 ) 3 18
phIHKA //Segmentation of
the tourism market.

I, P, K

Tema 4 | OnpenencHue LEIEBHIX
TYPUCTHUECKHIX 23 ) 3 18
priaKOB //Definition of
target tourist markets.

AN, P, K

Tema 5 | KoHKypeHTOCTIOCOOHOCTD
POCCHUHCKUX
TYPHUCTHYICCKHX
KOMITaHU# Ha MHPOBOM 25 ) 3 20
peiaKe // Competitiveness
of Russian tourist
companies in the global
market.

AN, P, K

Tema 6 | Texuonoruun 25 2 3 20

AN, P, K




IMPOABUIKCHU A
TYPUCTHYECKOU
MPOAYKIMU Ha
3as4BJICHHBIX
puiakax//Technologies for
promoting tourism
products in the declared
markets.

HpOMe)KYTO‘IHaSI aTTecTanuia

2 KOHC

3auer ¢
OLIEHKOM

Bcero (akan/actp):

144

12|

18

112

Ipumeuanue: * J[H — denosas uepa, K — keticol, P — pepepam

3aouHas popma oOyueHHs

Ne i/

HaumenoBanue tem
/WM pa3ieioB

O0beM qUCHUNIMHBI (MOYJIs1), Yac.

Bcero

KounrakTHas padoTa

o0y4Jaromuxcs ¢ mpenoaaBareiemM
N0 BHJAaM Y4eOHbIX 3aHATHH

J/IOT

JIP/
JOT

3/
JOT

KCP

Cp

®opma
TeKyl1ero
KOHTPOJISI
ycneBaeMocTu®,
NPOMeKYTOYHOM
arrecTalMu

Tema 1

Typuctryeckuii peIHOK
Kak cepa nmposiBIeHUS
SKOHOMMYECKUX
ortuorenuii // Tourist
market as a sphere of
manifestation of
economic relations.

24

20

AN, P, K

Tema 2

ITonsiTHE U CYIIHOCTH
aKTyaJIbHBIX IPO0IEeM
Pa3BHUTHA PHIHKA
TYPUCTCKOM

uHnyctpuu //Concept and
essence of actual
problems of development
of the market of the
tourist industry.

24

20

AU, P, K

Tema 3

CerMmeHranus
TYPUCTHUUECKOIO

pbIHKa //Segmentation of
the tourism market.

22

20

AN, P, K

Tema 4

Omnpenenenue 1eaeBbIX
TyPUCTUYECKUX
puiaKoB //Definition of
target tourist markets.

22

20

AN, P, K

Tema 5

KoHKypeHTOCTIOCOOHOCTh
POCCUHCKUX
TYPUCTHUECKUX
KOMIIaHUW Ha MUPOBOM
perake // Competitiveness
of Russian tourist
companies in the global
market.

22

20

AU, P, K




Tema 6 | Texnonoruu
MPOIBHKCHHUSI
TYPUCTHYECKOU
MPOAYKIMY Ha
3asBJICHHBIX 24 - 2 22 N, P, K
priakax//Technologies for
promoting tourism
products in the declared

markets.
IT 3
POMEKYTOYHAS ATTECTAIHSI 4 KoHey b Tamm — auer cv
OIIeHKOii
B : 144 122
cero (akaa/acrp) 4 1 2

Ipumeuanue: * J[H — denosas uepa, K — xeiicvl, P — peghepam

3.2. Conepxanue QMCHUNINHBI

Tema 1. TypucTckuii pbIHOK Kak cepa NposiBJeHUs IKOHOMUYECKHX OTHOLLICHUI.

[lonsiTieE W CYIIHOCTP MHPOBOIO TYPHUCTCKO-PEKPEALMOHHOIO pbIHKA. DyHKIMOHMPOBaHHE
SKOHOMMYECKUX 3aKOHOB B Typu3zMe. DYHKIMU TYypUCTCKOTO pPbIHKA (peaju3anusi CTOUMOCTH H
NOTPEOUTENBCKOW IIEHHOCTH, COAEP)KAIMXCS B TYPUCTCKOM MPOJYKTE; OpraHu3alus Ipolecca
JIOBEJIEHNs] TYPUCTCKOTO MPOIYKTa JO MOTPEOUTENs; IKOHOMUUYECKOE 00ecrieueHre MaTepUallbHOTO
cTuMynupoBaHus TpyAa). CyObeKTbl TYpPUCTCKOIO PbIHKA (TYpUCTbI KaK MOTPEOUTENN TypUCTCKOTIO
IIPOAYKTa, TyponepaTropsl U TypareHTsl). [lonartue eMkocTH Typuctckoro poiHka. [lonsrue oobema
peanu3anuy UHIUBUAYaIbHBIX TYPOB.

Ilonatue obbvema peanus3alvyu UHIUBUIYATbHBIX TYPOB. 3aBUCUMOCTb €MKOCTH TYPUCTCKOT'O PBhIHKA
OT IUIATEKECIIOCOOHOCTH HACEJICHUs, YPOBHS LIEH, pa3Mepa TYPUCTCKOTO MpeiokeHus. MexaHu3m
(YHKIIMOHMPOBAHUS TYPUCTCKOTO pbIHKA. TypuCTCKMIi 00OpOT Kak cHUCTeMa NpPaBOBBIX U
SKOHOMMYECKUX OTHOLIEHUM MEXIY TYpUCTOM M TYpareéHTCTBOM. AHaJIM3 HANpPaBICHUN JEHEKHBIX
IIOTOKOB Ha TYPUCTCKOM PBIHKE.

Tema 2. IloHATHEe W CYHIHOCTH AKTYyaJdbHbIX MNpPo0JeM Ppa3BUTHS PbIHKA TYPHCTCKOM
UHIYCTPHUH.

Bunsl ¥ TEHIEHLIMH COBPEMEHHBIX TYPUCTCKO-PEKPEAIIMOHHBIX PHIHKOB. AKTyallbHbIE MPOOJIEMBI
pa3BUTHS PBIHKA TYPUCTHYECKOW HHIYCTPUU Ha PErHMOHAIBLHOM, POCCHICKOM M MHPOBOM YpPOBHE.
Ce30HHOCTh KaK OCHOBHas MpobiemMa (PyHKIMOHUPOBAHHUS TYPUCTHYECKOTO pbIHKA. llepBUUHBIC
(IpUpOJHO-KIMMATHYECKUE) U BTOPUYHBIE (IKOHOMHUYECKHE, aeMorpadudeckue U T.1.) (HakTopbl
CE30HHOCTH TYPUCTHYECKHX PHIHKOB. Koo puimeHT ce30HHOCTH TypUCTUYECKUX PHIHKOB. BiusHue
KOO HIMEeHTa CE30HHOCTH TYPUCTUYECKUX PBIHKOB Ha CTPYKTYpY 3aHSATOCTH pPaOOTHHKOB
TYPUCTHYECKOU OTPACIIH.

Tema 3. CermeHTALMS TYPUCTHYECKOTO PHIHKA.

AHanu3 KpUTEPHEB CErMEHTAllMd TYPUCTUYECKUX PBIHKOB (reorpauueckux, COIHMAIbHBIX,
ncuxoJyiornueckux ). Uetrsipe reorpaduueckue 30HbI cermeHTaiuu (rnepas: Yepanomopckuii, CeBepo-
KaBkasckuii, [Ipukacnuiickuii, [IpuasoBckuii pernonsl; Bropas: LlenTpansubiii, CeBepo-3anaaHbli,
3anmaaaeiid, [loBomkckuii, VYpambckuii peruoHsl; TpeThs: OOb-AnTtaiickuii, EHucelickui,
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[Tpubaiikansckuii, JlanbHEeBOCTOYHBIN pernoHbl; yeTBepTas: CeBepHas). AHanu3 pakTopoB OIM30CTH
U YJAJIEHHOCTH TYPUCTOB OT LEJIEBBIX PBIHKOB. lIpu3HAKM COUMANBHOTO KPUTEPHUS CErMEHTALIMU
(YpoBeHb 0X0/a; BO3pAaCTHOM MPU3HAK; KU3ZHEHHBIA LIUKJI CEMbH).

[Ipu3HaKy NCUXOJIOTUYECKOTO KPUTEPHUS CETMEHTAMK (MOTHB MOE3/IKH; TICUXOJIOTUIECKUM TTOPTPET
TYypUCTa; TPAHCIIOPTHBIE CPEJCTBA, MUTAHUE U PA3MEILICHHUE; TPOJOJKUTEILHOCTh OE3AKK). Buibl u
TUTIBI KIUEHTOB. DakTopbl popmMupoBaHUs MOTPEOUTETHCKOTO MOBEACHUS HAa TYPUCTCKUX PBHIHKAX.
daxTop cCBOOOHOTO BPEMEHH HACEJICHUS KaK KOCBEHHBIN ()aKTOp CETMEHTAIIUU TYPUCTCKOTO PBHIHKA.
Br100op 11€71€BBIX CETMEHTOB PHIHKA.

Tema 4. OnpenesieHue neaeBbIX TYPUCTCKUX PHIHKOB.

Kputepun 1neneBbIXx TYpUCTCKHX DPBIHKOB (KOJIMYECTBO CErMEHTOB DPbIHKA, BBISBICHHE HaubOosee
NpUOBUIBHBIX W T.A.). DakTopbl CTpaTeruy oOxBaTa IIEJIEBOTO TYPUCTCKOTO phIHKA (pecypchl
KOMITaHWH; CTCIICHb OJHOPOAHOCTU IIPOAYKTA, CTAaJUA XKXHU3HCHHOI'O IMHUKJIA MNPOAYKTA; CTCIICHb
OJTHOPOJHOCTH pBIHKA; MAapKETUHTOBBIE CTpPAaTerHl KOHKYpEHTOB). OIleHKa WHHOBAIIMOHHBIX U
TEXHOJIOTMYECKUX PHUCKOB Ha IIeJIEBBIX TYPUCTCKUX pBIHKAaX, IUIAHUPOBAHHWE B JTOH CBS3U
TEPPUTOPUANBHOTO MPOSKTUPOBAHUS TYPHUCTCKON nAearerabHocTH. COBpeMEHHOE MOTPeOUTENhCKOE
00IIECTBO Ha IIeJIEBbIX TYPUCTCKUX PHIHKAX: COLMOKYJIbTYpPHBINH aHanu3. CxemMa NO3UIMOHUPOBAHUS
KOHKYPEHTOCTIOCOOHON TMpOMYKIIMKM Ha I1EIEeBBIX TYPUCTCKUX pBhIHKaX. AHAINU3 MOJI0KECHUS
MOHOIIOJIUCTOB Ha IEJNEBBIX TYPUCTCKUX pbIHKaxX. BiusHuE >KOHOMHUYECKMX 3aKOHOB Ha IIEJICBBIC
PBIHKH Typu3Ma (3aKOH CTOMMOCTH, 3aKOH CIIPOCa U MPEJIOKEHHUS, 3aKOH KOHKYPEHIIUH).

Tema 5. KOHKYpPeHTOCHOCOOHOCTH POCCHICKMX TYPHCTHYECKMX KOMIAHMH Ha MHPOBOM
pPbIHKe.

[loHATHE KOHKYpPEHTOCHOCOOHOCTH CTPaHbl HA MUPOBOM pbIHKE TypusMa. OlleHKa KOHKYPEHTHBIX
MIPEUMYIIECTB POCCUMCKUX TYPUCTUYECKUX KOMIIAHUN Ha JIOKAJIBHOM U MUPOBOM pbIHKE. CTpaTerus
yIpaBJIeHUS! KOHKYPEHTOCIIOCOOHOCTBIO POCCHUICKHX TypUCTHUYECKMX KoMmaHuid. Kputepuw,
ONPEIEIAOIINE IPUOPUTETHBIEC HAPABIICHUS ACITENBHOCTH POCCUNCKUX TYPUCTUYECKUX KOMITAHUI
B LEJIAX 00ECIeYeHus] KOHKYPEHTOCIIOCOOHOCTH Ha phIHKE. Poccuiickas TypucTHUECKass MHILYCTPUS
KaK JKOHOMHUYECKasi CHCTeMa. AKTyalbHble HPOOJIEMbl Pa3BUTHUS POCCHUICKONW HalMOHAIBHOM
TYpUCTUYECKOH WHAYCTpuH. IlyTM TOBBIIIEHHS KOHKYPEHTOCIIOCOOHOCTHM  HAlMOHAIBHOM
TyPUCTHUYECKOU UHTyCTPHH.

[Tokazarenn KOHKYpPEHTOCIIOCOOHOCTH HAaIlMOHAJIBHOTO TYPUCTHUYECKOIO MPOU3BOACTBA HA MUPOBOM
pBIHKE. AHalIM3 BO3MOYKHOCTH Y4YacTHsl TOCYJapcTBa B IOBBIIIEHUH KOHKYPEHTOCIIOCOOHOCTH
HallMOHAJILHOW TypucTHdecko HHIycTpuu. CaMoperyampoBaHUE TYPUCTHUECKOIO PBIHKA M €ro
nepcrnekTuBsl B Poccun. AHaiu3 NOTPEOMTENBCKUX HNPEANOYTEHUH KIMEHTOB M METOJOB
CTUMYJHUpPOBAHUS  MpOJAaX  TYpPUCTHUECKHX  YCIyr Kak  (hakTopoB,  OOecleyuBaroluX
KOHKYPEHTOCIIOCOOHOCTh POCCUICKMX TYPUCTHUECKUX KOMITAHUH.

Tema 6. TexHo10ruM NPOABUKEHUS] TYPUCTHYECKOT0 MPOAYKTA HA 3asiBJCHHBIX PbIHKAX.

MapkeTuHr pblHKa NOTpeOuTene TypUCTCKUX YCiIyr. Buasl MmapkeTuHra (MaccoBbli, POTYKTOBO-
nudQepeHIMPOBaHHBIH MapKETUHT, LENEeBOM MapKeTHHT). AHanu3 (akTOpOB, BIMSIOMUX Ha
TYpUCTCKUN crpoc. Buael cmpoca Ha TypuUCTCKHH NpoayKT. PopMUpOBaHHME aCCOPTHUMEHTA
TypHaKeToB. BUJIbI U TUITBI pEKJIAMHBIX TEXHOJOTHIA.
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Topic 1. Tourist market as a sphere of manifestation of economic relations.

The concept and essence of the world tourist and recreational market. Functioning of economic laws
in tourism. Functions of the tourist market (realization of value and consumer value contained in the
tourist product; organization of the process of bringing the tourist product to the consumer; economic
provision of material incentives to work). Subjects of the tourism market (tourists as consumers of
tourism products, tour operators and travel agents). The concept of the capacity of the tourist market.
The concept of the volume of implementation of individual tours.

The concept of the volume of implementation of individual tours. The dependence of the capacity of
the tourist market on the solvency of the population, the price level, the size of the tourist offer. The
mechanism of functioning of the tourist market. Tourist circulation as a system of legal and economic
relations between a tourist and a travel agency. Analysis of the directions of cash flows in the tourism
market.

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

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

Topic 3. Tourist market segmentation.

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

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

Topic 4. Determination of target tourist markets.

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

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

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

Topic 6. Technologies for promoting tourism products in the declared markets.

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

4. MartepuaJibl TeKylIero KOHTPOJIsSl yCIeBaeMOCTH 00yYarouXCcst
4.1. B xone peamuzanum aucuumiudbl b1.B./[B.01.01 «®akmopel pazeumus mypucmcKux
PUIHKO8 0e1106020 u cobvimuiinoco mypusma / Factors of development of tourist markets for
business and event tourism» WCNOJB3YIOTCH CJeayOIIMe MeTOAbl TeKYIIero KOHTPOJIA
ycrneBaeMoCTH 00y4arouXcs:
Ilpu nposedenuu 3amamuil J1eKYUuoOHHO20 muna. JCKUIUOHHBIN MeTonx (nekuus-Oecena),
YCTHBIH OITpOC.
npu npogedeHUU 3aHAMULL CeMUHAPCKO20 muna.: JIeyoBas urpa, pedepar, Keic-cTaiu.
npu KOHMpoie pe3yibmamos CaMOCMOAMENbHOU pabomuvl CmMyOoeHmos. CaMOCTOSTEIbHOE
W3y4YeHHE JIMTEepaTyphl; JOMaIlHUE 3aJaHus, KOTOpble BKIIOYaeT B ceOs BBHINOJHEHHE
pa3MYHOTO poOAa 3a/JaHuil, KOTOphIE OPHEHTHPOBAHBI Ha Ooyiee TIyOOKOE YCBOEHHE
MaTepuaga U3yuyaeMoi NHUCUUIUIMHBI; OJATOTOBKAa K CEMUHAPCKUM 3aHATUAM; MOATOTOBKA K
HK3aMEHY.

B cnyuae peanusayuu oucyunaunvt 6 JJOT gpopmam 3adanuil adanmuposar 051 naamgopmoi
Moodle.

4.2. TunoBbie MaTePHAJIbl TEKYLIET0 KOHTPOJISI YCIIEBAEMOCTH 00y4aI0IIMXCH

Tunosbie oeHOYHBIE MaTepHaabl IO TeMe Nel-6
IIpumepHasi TeMaTHKA 1€JIOBBIX HI'P
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Cmoodenupyiime u Hayuumeco HAX00UMb CAMble ONMUMATbHbIE peuleHUs OusHec-3a0ay 8
npoyecce uepul, 4mobbl NpU GO03HUKHOBEHUU PedlbHOU cumyayuu Oblmb CHOCOOHLIM NPUHAMD
€0UHCINBEHHO NPABUTIbHbLE PEUleHUs.

1. Business game " Associative series''.

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

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

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

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

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

IIpumepHast TemaTuka pedeparon

Ilpoananusupyiime, oyenume, CpasHume u yKax3cume c8oe OMHOUEHUE K 3aMPOHYMOLL meMme.

1. Competitiveness of Russian tourist companies in the global market.

2. Assessment of the competitive advantages of Russian tourism companies in the local and
global market.

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

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

5. Russian tourism industry as an economic system.

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

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

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

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

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

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

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

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

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

15. Types of demand for a tourist product.

16. Formation of the range of tour packages.

17. Types and types of advertising technologies.

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

19. Stimulation of consumers.

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

market.

IIpumepHbIe Keiic-cTaau

IIpoananusupyiime ungopmayuio, onpedenume, YCmMaHOBUMe U YKaxicume c6oe OmMHouleHue K
3ampoHymou meme, cqpopmyaupyiime omeemul Ha 60NPOCHL.

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

Questions and tasks of the case:

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

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

Moscow region?

3. What types of tourism do estates have good compatibility with?
4. How fundamental should one be in terms of the quality of restoration work in estates,

bearing in mind that the cost of restoration work grows exponentially as the quality improves?

5. In what other regions of Russia could estates become a significant factor in the development

of regional tourism, including as a means of accommodation?

Case study 2:

1. To study the dynamics of European countries leaders in the development of tourism. Which

countries in the ranking of leaders have strengthened their positions, and which countries have
relatively weakened their positions? When preparing an analytical report, it is advisable to use the
materials of the WEF Travel and Tourism Competitiveness Report.

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

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

hinder this process.

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

5. OneHnounbie MaTepHuaJbl HpOMe)KyTO‘IHOﬁ aTTeCTalluM 1Mo TUCHUIIJIMHE

5.1. 3ayer ¢ oleHKOIi MPOBOAUTCS ¢ MPUMEHEHHEM CJIETYIONINX METOI0B (CPEACTB): B paMKax

C/lauy 3a4eTa ¢ OLIEHKON MpeyCMaTpUBAETCS YCTHBINM OTBET CTYIEHTOM Ha MOJyUYEHHBIH BOIPOC.

B cnyuae nposedeHus NpoOMedCYymouHoOU —ammecmayuu 6 OUCMAHYUOHHOM — pedtcume
ucnonvzyemcs niamegopma Moodle u Teams.

5.2. OueHOYHbIE MATEPHAJIbI IPOMEKYTOYHOM ATTECTALUMN
KoMmnoHeHnT IIpomexyTOYHBIN/KII04Y€eBOH Kpurepuii oueHnBanus

KOMIIETeH LM HHAUKATOP OLCHUBAHUSA
VYK-1.2 PazpabateiBaeT cTpareruto gocTwkeHus | Kpurnueckn OllcHEHA HaJACKHOCTE
CriocobeH pa3zpabaTbIBaTh | HOCTABICHHOM LeH KaK | HCTOUHHUKOB WHPOPMAIHUH. Pabota
CTpPAaTeTHI0 JOCTIIKEHHUS | IMOCIIEA0BATEIBHOCT IIAaroB, INPEIBHIS | IPOBEACHA c HPOTHUBOPEUNBOI
TIOCTABJIICHHOW IIeM KakK | pe3ysbTaT KaXIOro M3 HUX W OLEHMBAs | vHpopManmed W3 pa3HBIX HCTOYHHKOB.
IOCJIEN0BATEIBHOCTD UX BJIMSHHME Ha BHEIIHEe OKpyxkeHue | BepHo OIIpeIETIEHBI npoOeIbI B
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KoMmnonenT IIpomexyTOUHBIN/KII04€eBOMH Kpurepuii oueHnBanus

KOMIIeTeHIINH MHANKATOP OLCHUBAHUSA
II1aros, MIPEABUAS | TUTAHUPYEMOH  ACATEIIBHOCTH M Ha | HHGOpManuHd, HEOOXOIUMON I pEIICHUS
pe3yibTaT KaXJIOTO W3 | B3AUMOOTHOIICHUS YYaCTHUKOB JTOH | IPOOJEMHON CUTYaIlMH, U CIPOCKTUPOBAHBI
HUX M OICHHMBAaTh HX | ICITEILHOCTH. MIPOLIECCHI IO UX YCTPAHEHHUIO.

BIUSHUE Ha BHEIIHEE
OKpY’KEHUE MJIaHUPYEMOI
JeATeNbHOCTH U Ha

B3aMMOOTHOILICHHUS

YYaCTHUKOB 3TOM

JIeSITEIIBHOCTH.

[IKc-5.3 dopmupyer IUIaH peanmzanuu | ChopMupoBaHEI HaBBIKU BJIQJCHUS
CriocobeH  (GopMupPOBATh | CTPATEruu TYPUCTCKOTO MPEANPHUATUS C | KyIbTYpOH CTPaTerM4ecKOro  MbIIUICHHS,
TIaH pea3anny | NCIOIb30BaHHEM MPOrPAaMMHO-IENIEBOTO | CIIOCOOHOCTBIO K BOCIIPUSTHIO, 0000IIEHHIO
CTpaTerMl  TYPHUCTCKOTO | HOAXOJA. W CTpaTernyeckoMy aHaiu3y HHQopManuu,
IPEANPUATUS c [IOCTAaHOBKE LEIM U BbIOOpY myTeill ee
UCIIOJIb30BaHUEM JOCTHKCHUSI; npueMamu pa3paboTku
MPOrpaMMHO-1IETIEBOTO Pa3INYHBIX TUTIOB CTPATETruil.

MoaXo0za. OOyuaromuiics BraneeT HABBIKAMHU: OLCHKH

3G PEKTHBHOCTH YIPABICHUECKUX PEIICHUH
0 BBIOOPY KOHIIENIINH, Pa3pabOTKU U IJIaHa
peanu3anuu CTpaTeruu pa3BUTHSA
IpeNpUsITHI chepbl Typu3Ma

Tunosbie o11eHOYHBIE MATEPHAJIBI IPOMEKYTOUYHOM aTTecTALMHI
Bomnpocel k 3aueTy ¢ OLeHKOMI

H3noxcume meopemuyeckue OCHO8bI NO OAHHOU meme (Oaiime onpeoeneHus,
nepeuuciume u Hazoeume) u 000CHyume (apymenmupyiime u npooemMoHcmpupyiime) ceoe
omnouwieHue K 0aHHOI meme (Ha KOHKpemHom npumepe):

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

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

. Functioning of economic laws in tourism.

. Functions of the tourist market.

. Subjects of the tourist market.

. [loHsATHE EMKOCTH TYPHCTCKOTO PBIHKA.

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

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

9. The mechanism of functioning of the tourist market.

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

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

0 1 N L AW N =

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

13. Types and trends of modern tourist and recreational markets.

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

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

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

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

tourism industry.

19. Segmentation of the tourist market.

20. Analysis of criteria for segmentation of tourist markets.

21. Four geographical segmentation zones.

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

24. Signs of the psychological criterion of segmentation.

25. Kinds and types of clients.

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

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

28. Choice of target market segments.

29. Definition of target tourist markets.

30. Criteria for target tourism markets.

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

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

33. Modern consumer society in the target tourism markets: sociocultural analysis.
34. Scheme of positioning competitive products in the target tourism markets.

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

36. The effect of economic laws in the target tourism markets.

37. The concept of a brand as a factor in the recognition of a tourist product.

IIIxana oueHUBaHUA

OrneHka pe3ylbTaToOB MPOU3BOAUTCS  Ha OCHOBE I[loJOXeHHs O TeKymeM KOHTpOJe
yCIIEBa€MOCTH OOYYarOMUXCS M MPOMEKYTOYHON aTTECTAIlMH OOETaroIuXxcs 1Mo 00pa30BaTebHBIM
porpaMMaM  CpEeJHEro MPOQPECCHOHANBHOTO U  BBICHIETO oOOpa3oBaHuss B  (eaepaabHOM
TOCYJapCTBEHHOM  OIO/DKETHOM|  00pa30BaTEIbHOM  YUPEXKACHHH  BBICIIETO  0Opa3oBaHUs
«Poccuiickasg akageMMM HapOJHOIO XO3SAHCTBA M TOCYJapCTBEHHOHN ciyxObl mnpu Ilpesunenre
Poccniickoit ®enepanun», yreepxacHHoro Ilpukazom Pektopa PAHXuI'C npu Ilpesunente PO
ot 30.01.2018 r. Ne 02-66 (11.10 pazgena 3 (mepBwiii ab3am) u m.11), a Takxke Pemenus Yuenoro
coBeta Cepepo-3anagnoro uHctutyTta ynpasienuss PAHXul'C npu [Ipesunente PO ot 19.06.2018,
rpotokosa Ne 11.

3adeT ¢ OeHKOM

Ha «O0TaM4YHO» OIICHMBAETCS OTBET, JACMOHCTPUPYIOIIMH TIyOOKOE€ 3HAaHHUE BCETO
MPOrpaMMHOTO MaTepuaja IO IUCHIUIUIMHE, CBOOOJHOE BIAJCHHE TOHSATHUHHBIM armapaToM |
TEPMHUHOJIOTHEH JUCIUILTNHBL, 3HAHWE OCHOBHOM U 3HAKOMCTBO C JIOTIOJTHUTEIHHON JTUTEPATYPOH.

Ha «xopomo» OIICHHBAETCsS OTBET, JAESMOHCTPHUPYIOUIMH 3HAaHHWE KIIOUEBBIX MPOOJIeM
MpOrpaMMbl U OCHOBHOT'O COJEpPKaHMsI JIEKIMOHHOTO Kypca, YMEHHUE I0JIb30BATHCS MOHATUHHBIM
arnmapaToM, 3HaHUE OCHOBHBIX pa0OT M3 CITUCKA PEKOMEHIOBAHHOM JIUTEPATYPHI.

Ha «ynoBJ/ieTBOpHUTEJIBHO» OIICHUBACTCSI OTBET, IEMOHCTPUPYIOIIUI TUIIH (hparMeHTapHbBIE
3HaHHUA OCHOBHBIX pa3JeNoOB MPOTPaMMBI M COAEpPX aHHUS JIEKIIMOHHOTO Kypca, 3aTpyAHEHHUS C

16



HCI0JIb30BAaHNEM NOHATUWHOTO ammnapaTa U TEPMUHOJIOTMH JUCIUIUIMHBIL, YACTUYHOE 3HAKOMCTBO C
PEKOMEHI0BAaHHOM JIMTEPATYPOH.

OneHka «Hey/l0BJIeTBOPUTEIbHO» CTaBUTCS TPU OTCYTCTBUM JHOO OTPHIBOYHOM
MIPEJICTABICHHH Y4EOHO-TIPOTPAMMHOT0 MaTepralia, OTCYTCTBUHM 3HAHUS OCHOBHBIX pPa0OT M3 CITUCKA
PEKOMEHI0BAaHHOM JIUTEPATYPBI.

6. MeToguyeckue MaTepuaJibl 10 OCBOCHUIO THCUUIIMHBI

CryneHT A0IycKaeTcsl K 3a4eTy MO0 JUCIUIUIMHE B CIydYae BBIOJHCHHUS UM BCEX 3aJaHUN U
MEPOIPUSTHIA, TPEyCMOTPEHHBIX TPOTPAMMOU TUCITUTUIAHEI.

3ayeT ¢ OIEHKOW MPOBOAMUTCS B MEPHOJ CECCUU B COOTBETCTBHHM C TEKYIIUM TIpaduKoM
y4eOHOTr0 MpoIecca, YTBEPKICHHBIM B COOTBETCTBHHM C ycTaHOBJeHHBIM B C3UY mopsakom.
[IpoaomKUTENPHOCTD 3a4eTa C OLIEHKOW JUIsl KaXJO0ro CTYAEHTAa HEe MOXET MPEBBINIATh YeThIpEX
aKaJEMUYECKUX YacoOB. 3a4eT C OLICHKOW HEe MOXET HaunHaThCcs paHee 9.00 yacoB M 3aKaHYMBATHCA
no3aHee 21.00 yaca. 3ayer C OLEHKOM MPOBOJMTCS B ayJIUTOPUU, B KOTOPYIO 3aIlyCKaroTCs
OJTHOBPEMEHHO He Oojee 5 uenoBek. BpeMs Ha MOATOTOBKY OTBETOB MO OWIIETYy KaXKIOMY
oOyuatomemycst orBogutcs 45 munyT. [Ipu siBke Ha 3a4eT ¢ OIEeHKOI 00y4JaroImUics TOKEH UMETh
mpu cebe 3adeTHYK0 KHUKKY. Bo Bpems 3adera c OILEHKON oOywaromiyecs IO PEHICHHIO
mpernojaBaTelis MOTYT TMOJb30BaThCs Y4eOHON mporpamMmoil JUCHUIUIMHBI U CIPABOYHOM
JUTEpPaTypoi.

B cnyuae mpoBedeHusl 3adera, TMPENOAABATENI0 MPEJOCTABISETCS TIPaBO 3aqaBaTh
MarucTpaHTaMm JOMOJTHUTEIbHbIE BOMPOCH B paMKax padouell yueOHON MporpamMMbl AUCIUILTAHBI B
o0BemMe, He MpeBbIMIAIONEeM 00beMbl Ouneta. [Ipu crmade 3adera, MarucCTPaHT, UCTBITHIBAIOIIHIA
3aTpyIHEHUs] MPHU IMOATOTOBKE K OTBETY IO BOMPOCY, UMEET MPaBO MOIYYUTh y MpernoaaBaTens
BTOPOM BOMPOC C COOTBETCTBYIOLIMM MPOJJICHUEM BpeMEHH Ha MoAarotoBky. Ilpu stom
OKOHYATelIbHasl OIICHKA CHIKAETCS Ha OJIUH 0aiyl. BeIOOp TpeThero Bompoca He A0MyCKaeTCs.

OneHka 3a 3a4eT MPOCTABIACTCS B SK3aMEHAIIMOHHOW BEIOMOCTH W 3aU€THBIX KHIDKKaX
MarvcTpaHTOB, IIPH STOM OIICHKU «HE3aYeT» B 3aUETHYIO KHIKKY MAariCTPaHTOB HE TIPOCTABIISTFOTCSL.

Ooyuenne mno muctmmumae b1.B.JIB.01.01 «®akTopsl pa3BUTHS TYPHUCTCKHUX PBIHKOB
nenoBoro u cobertuitHoro TypusMa / Factors of development of tourist markets for business and
event tourismy mpe/rnosaraeT u3yuyeHue Kypca Ha ayJIMTOPHBIX 3aHATUSIX (JICKIUUA U TPAKTUYECKHUE
3aHSATHUSL) U CAMOCTOSTEIBLHON pabOThl CTYACHTOB, BKJIIOYAsh MOATOTOBKY K 3auéry. [IpakTuueckue
3aHatus gucuuiuinabl b1.B.JIB.01.01 «®aktopel pa3BUTHUA TYPUCTCKHUX PBIHKOB JEJIIOBOTO U
coowrTuiinoro Typm3ma / Factors of development of tourist markets for business and event tourism»
MIPeNIoaraloT X MPOBEAEHHE B Pa3IUYHbIX (POpMax C IeNbI0 BBISBICHHUS MOJTYUYEHHBIX 3HAHU,
YMEHUM, HAaBBIKOB U KOMIIETCHIIH.

Ioozomoexa k nexyuu
C nenpro obecredeHus yCTeIHOro 00yUeHus CTYACHT JI0JDKEH TOTOBUTHCS K JICKIIUH,
MIOCKOJIbKY OHa SIBIISIETCS BaKHEH e opMoii opraHu3aii ya4eOHOTro mpoiiecca, HOCKOJIbKY:
— 3HAKOMUT C HOBBIM Y4€OHBIM MaTEpHAIIOM;
— pa3bACHSET YYeOHbIE 3JIEMEHTHI, TPY/IHBIC IS TOHUMAaHHS,
— CHCTEMaTU3HpYyeT yueOHbBIH MaTepua,
— OpHUEHTHpPYET B yueOHOM IpoIecce.
Iloozomoexa K neKyuu 3aKn0Uaemcs 6 ciedyruiem:
— BHHUMATEIbHO NMPOYUTANTE MaTepHall MPEIbITyIIeH JIEeKIHH;
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— y3HaiiTe TeMy npeacTosel JeKIUH (10 TEMaTHYeCKOMY IIaHy, 110 MH(OpPMAIMH JEKTOpPa);
03HAaKOMbBTECH C yU€OHBIM MaTEpUaIOM MO YUEOHUKY U YUEOHBIM ITOCOOUSIM;
rocrapaiTech ysICHUTh MECTO U3y4aeMOM TEMBI B CBOEH PO(eCCHOHAIBHOMN MOATOTOBKE;
3aITUIIATE BO3MOXKHBIE BOTIPOCHI, KOTOPBIE BHI 33/IaJINTE JIEKTOPY Ha JICKITUH.
Iloozomoexa Kk npakmuueckum 3aHAmMuAM:
— BHHMATeNIbHO NPOYMTANTE Marepwuai JIEKIUi, OTHOCSIIMXCS K JaHHOMY CEMHUHApCKOMY
3aHATHIO, 03HAKOMBTECH C YUEOHBIM MAaTEpPHAJIOM 10 YYeOHUKY U yIeOHBIM TTOCOOHUSIM;
— BBIIHIIUTE OCHOBHBIE TEPMUHBI;
— OTBETbTE HAa KOHTPOJIbHBIE BOIPOCHl 10 CEMHUHApPCKUM 3aHATUSAM, TOTOBBTECH JaTh
pa3BEpHYTHII OTBET Ha KaXKIbII U3 BOIPOCOB;
— YSCHHTE, KaKhe Y4eOHBIE JIIEMEHTHI OCTAINCH IS Bac HESICHBIMH M TIOCTapaiTeCh MOyYUTh
Ha HUX OTBEeT 3apaHee (10 CEeMHHApPCKOIO 3aHsATHs) BO BpeMs TEKYILIMX KOHCYJbTAIUH
MpernojaBaTens;
— TOTOBHUTBCA MOXHO WHIMBHIYaJbHO, MAapaMud HMJIM B COCTaBE MaJOH TPYNIbI, MOCIEIHUE
ABISTIOTCS () (HEKTUBHBIMU (pOPMaMU PaOOTHI.

Iloozomoexa k onpocy tnipencTaBisieT cOOOW MPOEKTUPOBAHUE CTYIEHTOM OOCYXJEHUS B Ipymie B
(dbopme auckyccuu. B 3THX 1eNiX CTyAeHTY HEOOXO0AUMO:
— CaMOCTOSITEJILHO BBIOpaTh TeMy (Mpo0ieMy) JJis MPOBEJCHUS OIPOCa;
— pa3paboTaTh  BOIPOCHI, MPOAYMaTh NPOOJEMHBIE CHUTyalud (C  HUCIHOJIb30BAaHUEM
NEPUOINYECKOM, HAyYHOH JINTepaTyphl, a TAK)KE HHTEPHET-CAUTOB);
— pa3paboTaTh TUIAH-KOHCIEKT OOCYXIEHHS C yKa3aHHEM BPEMEHH OOCYKICHHS, BOIPOCOB,
BapHAHTOB OTBETOB.

BriOpannast ctymeHtom tema (mpoOjema) OJDKHAa OBITh aKkTyajdbHAa Ha COBPEMEHHOM JTarie
Pa3BUTHUSA, AOJKEH OBITH MPEJCTABICH MOJPOOHBIN MIAH-KOHCIEKT, B KOTOPOM OTPa’K€HbI BOIPOCHI
JUIS JTUCKYCCHHM, BpPEMEHHOW perjamMeHT OOCYXIEHHUs, JaHbl BO3MOXKHBIE BapUaHTHl OTBETOB,
WCIOJIb30BaHbI MPUMEPHI U3 HAYKH U IPAKTHKHU.

MeTtoauyeckue yKasaHusi 10 OPraHU3alMu CAMOCTOSITEIbHON PadoThl
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CamocrosTenbHas BHeayAUTOpHas paboTa Mo Kypcy BKIIOUYAET M3ydeHUe yUeOHOH U HayuyHOH
JUTEPATYPBI, MOBTOPEHUE JIEKIUOHHOIO Marepuaia, MOATOTOBKY K IPAKTUYECKUM 3aHATHAM, a
TaK)Ke K TEKYyIEMY U UTOTOBOMY KOHTPOJIIO.

[IpakTnueckue 3aHATHS MpPeLyCMATPUBAIOT COBEPILIEHCTBOBAHME HABBIKOB pabOTHl C
AyTEHTUYHBIMU TEKCTAMM U JIEKCUKO-IPAMMATUYECKUM MaTEpPUAJIOM, METOMOJIOTMU H3y4ECHMS
IpeIMETHOM crienupuKu Kypca

Bonpockl, HE paccMOTpEeHHbIE Ha JEKIUSAX W MPAKTHYECKUX 3aHATHSAX, IOJDKHBI OBITh

M3Yy4YEeHbl MAaruCTPaHTAaMHU B XOJI€ CAMOCTOSATENbHOU paboThl. KOHTpOIbL caMOCTOATENbHON pabOThI
MarucTpaHTOB HaJ y4eOHOW MporpaMMON Kypca OCYIIECTBIAETCS B XOJ€ MPAKTUYECKHX 3aHSATUN
METOJOM YCTHOI'O OIpOCa MM OTBETOB HAa KOHTPOJBbHBIE BOIPOCHI TeM. B xoze camocTosATenbHOMI
paboThl KaXAbli MAarucCTpaHT 00s3aH MPOYUTATh OCHOBHYIO M IO BO3MOXXHOCTH JOTIOJIHUTEIbHYIO
auTepaTypy 1o wu3ydaeMoil Teme. OOyuwaroumiuiicss JOMKEH TOTOBUTBHCS K  IPEICTOSILEMY
MPAKTUYECKOMY 3aHSTHIO IO BCEM, OOO3HAUYEHHBIM B METOJUYECKOM Iocobumn BompocaMm. He
MPOSICHEHHBIE (IMCKYCCHOHHBIE) B XOJ€ CaMOCTOSATENIbHON pabOThl BOMPOCHI CIEIyeT BHIMHCATH B
KOHCIIEKT JICKIIMI U BIIOCIEACTBUU MIPOSICHUTh UX HA MPAKTHYECKUX 3aHATHAX WU UHAUBUIY ATBHBIX
KOHCYJIbTallUSAX C BEAYILUM MIPENOIaBaTEIIEM.
CamocrosTenbHass paboTa oOydaroluxcs MHpeanojiaraeT M3yuyeHHE B COOTBETCTBHHM C JaHHBIMU
METOAMYECKUMH PEKOMEHJALUSAMH y4eOHOH M Hay4dHOM JIMTepaTypbl, HOPMAaTUBHBIX JOKYMEHTOB,
JTAHHBIX HAy4YHBIX HCCJEJI0BAHMI, MaTE€pUaJIOB WHTEPHET-UCTOYHUKOB, a TAKXKE  BBINOJIHEHUE
NPAaKTUYECKUX 3aJJaHU{, MOJArOTOBKY JOKIAIOoB M pedepara, MOATOTOBKY K TECTHPOBAHUIO U
KOHTPOJIBHON paboTe, K OMpocaM Ha 3aHATUSAX U K 3a4eTy. PekoMeHaanuu no HayyHOH JIUTeparype,
MH(POPMALMOHHBIM UCTOYHUKAM U y4EeOHO-METOJMUECKOMY 00ECIICUEHUIO CAaMOCTOSATEILHONU PabOTHI
cozepxarcs B pa3aenax 6 u 7 ganHoi PIIJI.

3anaHus AJ151 CAMOCTOSITE/IbHOM MOATOTOBKH K 3aHATHAM JEKIIHOHHOI0 M CEMUHAPCKOI0
THIIOB
NuauBuayaibHble 3a1aHUsl

WupuBrayanbHOE 3a1aHKe TIPE/IoiaraeT HOArOTOBKY M MTPE3CHTAINIO TOKJIAAa Ha TEMY:

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

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

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

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

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

6. Study of consumer preferences of tourists regarding the organization

and conducting excursions in the central regions of Russia.

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

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

9. Forms of interaction between travel companies and airlines.

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

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

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

13. Classification systems for tourist accommodation establishments.
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14. Restaurant business in the tourism industry. Classification and types of catering
establishments in the tourism business.

MeTtoanyeckue peKOMEHAAUMH 10 MOAT0TOBKE K OIPOCYy

YCTHBI ompoc SBISIETCS OJHMM M3 OCHOBHBIX CIIOCOOOB MPOBEPKH YCBOCHHS 3HAHUI
oOyyvarorumucs. Pa3BepHYTBhII OTBET CTYyJIEHTa JODKEH MPEACTaBIATh COOOM CBSI3HOE, JIOTHUYECKH
MIOCJIEZIOBATEIbHOE COOOIIEHHE Ha OIPENEICHHYI0 TEMy, I[OKa3blBaThb €ro YMEHHE MPUMEHSThH
ONpeleNeHus, IpaBuja B KOHKPETHBIX Ciy4asix. OCHOBHBIE KPUTEPHM OLIEHKHM YCTHOTO OTBETA:
MPaBUJILHOCTH OTBETA I10 COJIEPYKAHHIO; MOJTHOTA U TITyOMHA OTBETA; JIOTUKA M3JI0KEHUSI MaTepuaa
(YuuThIBa€TCS YMEHHUE CTPOUTH IIEJIOCTHBIN, MOCIIE0BATENbHBIM paccka3, IPaMOTHO MOJIB30BaThCS
CHEIMaIbHOM TEPMUHOJIOTUEH ); HCII0JIb30BAHKE AOMOJIHUTEIBHOIO MaTepuraa.

[TonroroBka OOy4aromMXCs K OMPOCY MpeArojaraeT W3y4eHHEe B COOTBETCTBUU TEMAaTUKOMN
JUCHUIUIMHBL OCHOBHOI/ JTOMOJHUTENBHOW JIUTEpaTyphl, HOPMATHUBHBIX JIOKYMEHTOB, HHTEpHET-
HWCTOYHHKOB.

MeToanyeckue peKOMeHIAIMY 10 3alIUTe KeiCoB:

Keiicbl — 3T0 npoOieMHbIE CUTYallMH, CIIEUAIBHO pa3paboTaHHbIE HA OCHOBE (PaKTUYECKOTO
MaTepuana JIjs OLEHKH YMEHHIM U HaBBIKOB 00YYarOIINXCS.

Lenp MeTona MpUMEHEHHsI KEWCOB - HAyYUTh OOYyYalolIUuXCcs, aHAU3UPOBATh MPOOIEMHYIO
CUTYaIMIO, BO3HUKIIYIO MMPU KOHKPETHOM IOJIOKEHHUHU Jell, ¥ BhIpaboTaTh Haubosee pamroHaAIbHOE
pelieHue; HayduTh paboTrath ¢ WHGOPMAIMOHHBIMH HCTOYHUKAMHU, T[epepadaThiBaTh H
aHAJIN3UPOBATh UX.

Ha 3makomcTBO M pemieHue kelica oOyuwaroremycs otBoautcs 30 muH. OOydvarommiics
3HaKOMHUTCA C MaTepuasioM Kkeiica. OcwmbiciuBaeT curyanuioo. Eciaum HeoOxoaumo, coOupaer
HeoOXoauMyr0 MH(pOpPMAIHIO MO0 CUTyaluu. PaccMaTpuBaeT albTepPHATHUBBI PEIICHHS MPOOIEMBI U
HaxoJIUT €€ BEpHOE WM ONTHUMaibHOE pernieHue. OOydarouumics Mpe3eHTUpyeT (3alluilaeT) cBOE
peuenue. [IpenogaBarenb OLIEHUBAET KAUECTBO BBHIMOJIHEHUS 3aJaHUsl IO KPUTEPUSAM: TUATHOCTHKHU
poOJIeMBI, KadecTBa MPEUIONKCHUH M PEKOMEHIAIMI 0 PElICHUI0 Keica, KadecTBa H3JI0KCHHUS
Marepuana.

MeToanyeckue peKoOMeH/IalMM 110 MOAT0TOBKe pedepara
Pedepar — 310 camocTosTENBHOE, COACPIKATEILHOE HCCICIOBAHNE MO0 BHIOPAHHOW TeMe.
[ToxroroBka pedepara npeaycMaTprBaer:
- M3YYCHHE JIUTEPATYpHl, CIPABOYHBIX M HAyYHBIX MCTOYHUKOB (BKIItOYasl 3apyOeHBIC) MO TeMe
HCCIICIOBAHMS;
- CaMOCTOSITENIBHBIM aHAJIN3 OCHOBHBIX KOHIICTIIUH 110 M3y4aeMoil Ipodiieme;
- YTOYHCHUEC OCHOBHBIX HOHATHH U Hay4YHBIX HOHO)KGHHﬁ;
- PE3IOMUPOBAHUE TIOTYYCHHBIX BHIBOJIOB.
Crpykrypa pedepara q0KHA CITOCOOCTBOBATH PACKPHITHUIO M30PAHHOW TEMBI U €€ COCTaBHBIX
JJIEMEHTOB:
- BO BBCJACHHU ITOJIZKHO OBITE YKa3aHO: aKTyaJIbHOCTb BBIGpaHHOI;'I TEMBI, €€ 3HAYUMOCTb, LICIIU U
3aaui, OOBEKT M TPEAMET HCCIIEIOBaHUS, METOMbI JOCTHKCHHS TOCTABICHHBIX IIEJeH W 3ajad,
0030p Oubmorpaduu mo Teme padboThI;
- OCHOBHasI 4acTh Pa0bOTHI JOJKHA CO/ICPIKATh HE MEHEE JIBYX IJIaB, pa30MTHIX Ha maparpadpsl.
Jlenenne maparpadoB Ha moxamaparpadsl HerenecooOpasHo. Has3sanus maparpadoB He
JIOJDKHBI TIOBTOPSITH Ha3BaHUE TeMbl pedepata. B KkoHIEe kaxkmoro maparpada W KaKIOH TIIaBbI
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nenaetcs HeOONBIION BBIBOJA. Bce wacTW AOKHBI OBITh H3JIOXKEHBI B CTPOrOiM JIOTHUECKOM
MOCJIEI0BATEILHOCTH U B3aUMOCBSI3H.

Tekct 1enecooOpa3HO HIUTIOCTPUPOBATH CXEMaMM, TaOJIMIAMM, AMarpaMMaMi, rpadukamu,
PUCYHKaMH U T. [I.

B 3akimoyeHMH JOJDKHBI ObITH C(OPMYJIMPOBAHBI OCHOBHBIC BBIBOJBI, C/CAHHBIC B
pe3yJsbTaTe uccilea0BaHus.

Cnucok HCIOJIB30BAHHOM JHMTEpaTypsl JOJDKEH cojepkaTe He MeHee 10-20 Ha3BaHwMii,
BKJIIOYasi HOPMaTUBHO-TIPABOBBIE AKThI.

Texct pedepara q0KeH NPOJAEMOHCTPUPOBATH 3HAHUE CTYIEHTOM OCHOBHOM JIUTEPaTyphI 110
JAHHOW TeMe, YMEHHE BBIJCIUTh NpPoOJSeMy U OIpeNeInuTb METOJbl €€ pEelIeHHs, YMEHHe
MIOCJIEZI0BATEBHO H3JIOKHUTh CYIIECTBO DPACCMATPUBAEMBIX BOIPOCOB, IPUEMIIEMBIN YPOBEHb
S3bIKOBOM I'PaMOTHOCTH, BKJIIOYAs BiIaJieHUE (PYHKIIMOHAIBHBIM CTHIIEM HAYYHOI'O U3JI0KEHUS.

O0BeMm pedepaTa JOHKEH COCTABIATH 15-20 cTpaHHUIl MeYaTHOTO TeKcTa. B ykazaHHBIN 00beM
He BKJIIOYAIOTCS MPUJIOKEHHS, KOTOPbIE CIIMBAIOTCSI BMECTE C pabOTOM.

PaboTta MMeeT TUTYJIBHBIA JHMCT, CTPYKTYpPHBIH IJIaH U COOTBETCTBYIolee oopmiecHue. B
paboTe HMCMONB3YyeTCs CIUIONIHAS HyMepalus CTpaHull. BTOpoil cTpaHuiiei sBIsSETCS COAepIKaHue
pabotbl. Ha TUTynbHOM JHCTE HOMEp CTpaHMIBI HE MHpocTaBiseTca. BBeneHue, kaxias TIiaBa,
3aKJIIOYEHHUE, a TAK)KE CIIMCOK HCIIOJIb30BAHHBIX HCTOYHUKOB HAUMHAIOTCS C HOBOM CTPaHUIIBL.

7. YueOHast 1uTepaTrypa u pecypchbl HHPOPMALMOHHO-TEJIeKOMMYHMKAIIMOHHOM CeTH
HNurepHer
7.1. OcHoBHasl JUTEpaTypa

1. Komp, O.]JI. MapkeTunr B TYpHCTCKOW HWHAYCTPHUHU : Y4eOHUK W NTPAKTHUKYM JUISI BY30B /
O. JI. Komb. — Mocksa : UznatenscTBo IOpaiit, 2020. — 355 ¢. — (Bsicmee oOpa3zoBaHue). —
ISBN 978-5-534-04332-7. — Texkcr : smektponubii / DbC IOpaiitr [caiit]. — URL:
https://urait.ru/bcode/450891

2. Mansmmna H.A. Hcropuss U METOMOJOTHS HAyKH TYPHUCTCKOW HHAYCTPUM [DJIEKTPOHHBIN
pecypc]: yuebHoe mocobue/ Manbmuna H.A.— DnekTpoH. TekcToBble AaHHble.— CapaTos:
BysoBckoe oOpasoBaHnue, 2019.— 81 c.— Pexum JIOCTyma;:
http://www.iprbookshop.ru/79757.html

3. Manpmmna H.A. CoBpemeHHblE NpPOOJEMbl HAyKH TYPUCTCKOW HHIYCTpUU [DIIEKTpOHHBIN

pecypc]: monorpadus/ Manpmmaa H.A.— DnexkTpoH. TekcToBble naHHBIe.— (CapaTos:
Bysosckoe oOpa3oBaHue, 2019.— 209 c— Pexum JIOCTyIa:
http://www.iprbookshop.ru/79678.html

4. MopozoBa H.C. Konmenuus QOpMHUpOBaHUS W pPa3BUTUS KOHKYPEHIIMH B TypHU3Me

[DnexTpoHHBI pecypc]: MoHorpadus/ MopozoBa H.C.— DieKTpoH. TEKCTOBBIC IaHHBIC.—
MockBa: Poccuiickuii HOBbIM  yHuBepcurer, 2011.— 264 c.— Pexum pgocryna:
http://www.iprbookshop.ru/21283.html

5. Ckob0kuH, C.C. CrpaTernueckuii MEHEDKMEHT B HHAYCTPUU TOCTEIPUUMCTBA U TypHU3MA :

yueOHuk ans By3oB/ C. C. CkoOkuH. — 2-e u3a., uchp. u jgon. — Mocksa : M3narenabcTBo
HOpaiit, 2020. — 442 c. — (Bsicmiee obpaszoBanue). — ISBN 978-5-534-04473-7. — Texkcr :
anextponnbii // DBC KOpaiit [caiit]. — URL: https://urait.ru/bcode/453851

6. llybaesa, B.I. MapkeTuHr B TYpHUCTCKOW WHAYCTPUH : Y4eOHUK W MPAKTUKYM MJIsi BY30B /

B. T. llly6aesa, 1. O. Cepnobonbckasi. — 2-¢ u3n., uchp. U gom. — Mocksa : M3mparenbcTBo
Opaiir, 2020. — 120 ¢. — (Bricmee o6pazoBanue). — ISBN 978-5-534-08449-8. — Teker :
anektponnbli // DbC IO0paiit [caiit]. — URL: https://urait.ru/bcode/451446
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YueOHO-MeTOANYECKOE 00ecTIeYeHHne CAMOCTOSITeIbHON PadoThl

1. Apxanpix E.B. Hayunas paGora: pa3zpaboTka KOMIUIEKCAa MapKETHHTOBBIX KOMMYHHKAIMH Ha
npumepe roctuHuaHoro komiuiekca Holiday-Inn-Moscow - ¢.54-63, Mockaa, 2005., 476c¢.

2. bapanenko, Cepreii IlerpoBuu. MHHOBanMOHHBIM MeHEIXMEHT [TeKcT]:yueOHO-MEeTOANYEeCKUi
KOMIUIEKC : yueOHoe mocooue ansi By30B/C. II. Bapanenko, M. H. Hymun, H. B. JIscHuKOB.-
Mocksa:l{enTpnonurpad,2010. c. 286

3. bepkytoBa, TarbsaHa AnexkceeBHa. MapkeTHHroBble KOMMyHUKauuu [Tekcr]:yueOHOe mocoOue
1t By30B/T. A. bepkyToBa.-PoctoB-Ha-/lony:®enukc,2008.-254 c.

4. BunorpanoBa, TarbsgHa BnangumupoBHa. TexHOJOrHs MpoJaX YCIYr TYpUCTCKON HHIYCTPHUH
[Tekct]:yuebnuk mns By30B/T. B. Bunorpamosa, H. JI. 3akopun, P. FO. TyGenuc ; bantuiickas
aKaJeMus Typu3Ma U npeanpuHumarensctsa.-M.:Akanemus,2010., 238 ¢ .

5. T'antep, bappu. Tuner norpeduteneii : BBenenue B ncuxorpaduky [Tekct]=Amn untroduction to
psychographics:[npaktudeckoe nmocodue]/b. 'antep, A. @epuxam ; [mep. ¢ anrn. H. Kauanosa, JI.
apyk; mox Hay4. pea. M. B. Aanpeesoii].-CII6. [u ap.]:ITutep,2001.c. 298

6. l'onuapoBa, Haraness AnekcanapoBHa. PazButme Typucrtckoit nectuHanuu [TeKCT]=Tourism
destination development:y4e6Hoe moco6ue ans By3oB/H. A. I'onuapoa ; MHcTUTYT HcTOpuH,
MEXIYHApOAHBIX U COIMAJNbHBIX  uccienoBanuit  OnpOoprckoro  yHuBepcurera.-[b.
M.]:U3natensctBo TIIY,2010.-151 c.

7. N.ApGy3oBa, Hanexna IOpbeBHa. TexHojoruss u oOpraHuzalisi TOCTHHHYHBIX  YCIYT
[Tekcr]:yuebHoe mocobue nmns By3os/H. FO. ApOy3oBa.-2-¢ u3a., ucnp.-M.:Akanemus,2011.- 222
c.

8. KupbsnoBa, Jlunmus I'eHHagpeBHa. MapkeTHHr U OpeHIUHI TYPUCTCKUX JIECTHHALUHN
[TeKCT]=Marketing and branding of tourism destinations:yueOHoe mocobue ans By3os/JI. T.
KupbsiHoBa ; IHCTUTYT UCTOPUH, MEXKTyHAPOAHBIX U COLUAIBHBIX HccaenoBanuii Oap00prekoro
yHuBepcuteta.- [b. Mm.]:U3narensctBo TIIY,2010.-266 c. I1.CnuBak, Bnagumup AnekcanapoBud.
OpranuzannonHoe moBeneHue [Tekct]:yueOHoe mocobme s By3oB/B. A. CnuBak.-
M.:Dkemo,2009., c. 315

9. Konogmit H.A. HoBass 3KOHOMKa-d>KOHOMHKA BIeUaTIieHHN: ydeOHoe mocoome/H.A. Komonwii;
WuCcTUTyT HMCTOPHHM, MEXAYHAPOTHBIX M  COLUMAIBHBIX  HccienoBanuii  OnpOyprckoro
yHuBepcurera, 2010.-329.

10.  Kpodr, Maiikn [x. CermentupoBanue pbiHkKa [Texct]=Market segmentation momaroBoe
PYKOBOJCTBO MO co3faHuio npudbsuibHOro OusHeca/M. [Ix. Kpodt ; [mox oOmi. pen. B. B.
Kynu6anogoii ; nep. ¢ auria. C. Xunbios].-CII6. [u ap.]:[Tutep,2001. 123 c.

1. [IpodeccrnonanbHBIN TYpU3M: MapKETHHTOBAs aHAJUTHUYECKas pabora B 5 yacTsix, 4.2, 4.3 -
M.:Mocko -2005. - 256 c. 2. Hazaiikun A. H. «DddextuBHoCTh peknambl B npeccen, M.: «Mup
pexnamel, 2004., 357 c.

12. Cunsiea, Mura MuxaitnoBHa. MapkeTunr [TekcT]:Teopuss M MpakTHKa : Y4EOHUK ISt
By30B/MI. M. CunseBa, O. H. PomanenkoBa ; Bcepoccuiickuii 3a04HBIH (UHAHCOBO-
SKOHOMUYECKUI MHCTUTYT.- M.:FOpaiiT,2011.-652 ¢

7.2. lonoiHUTeIbLHAS JIUTEPATYpPa
1. boromo6oB, B.C. Typucrcko-pekpeanuonHoe ImpoektupoBanue. OIlleHKa WHBECTULMI :
yueOHUK U npakTukyM ais By30B / B. C. boromito6os, C. A. beictpos, C. A. boroito6osa. — 2-¢

u3n., ucnp. u jgom. — Mocka: WsnarensctBo IOpaitt, 2020. — 256 c. — (Bwicmee
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obpazoBanue). — ISBN 978-5-534-06549-7. — Tekcr : anextponHsii / 3bC HOpaiit [caliT]. —
URL: https://urait.ru/bcode/452072
2. BaneeBa E.O. Pa3Butne unnyctpuu Typusma B peruone [DnekTpoHHbIH pecypc]/ Baneesa E.O.

— DrnekTpoH. TekcroBble naHHble.— Cankt-IleTepOypr: Actepuon, 2008.— 88 c.— Pexum
noctyna: http://www.iprbookshop.ru/31937.html

3. Mopo3oB, M. A. DKoHOMHKA OpraHU3aIMH Typus3Ma : y4eOHHK 1js By30B/ M. A. Mopo30B,
H. C. Mopo3oBa. — 5-e¢ wu3a., ucnp. u jgon. — Mocksa: MzgarensctBo IOpaiit, 2020. —
291 c. — (Bwicmiee oOpazoBanue). — ISBN 978-5-534-07403-1. — Tekct : 37eKTpOHHBINA //
OBC HOpaiir [caiit]. — URL: https://urait.ru/bcode/454343

4. MopozoBa H.C. ®opMupoBaHue M pa3BUTHUE TYPUCTCKOTO pPbIHKA [DJIEKTPOHHBIN pecypc]:
MoHorpacdus/ MopozoBa H.C.— DnekTpoH. TekcToBbIe JaHHBIe.— MockBa: Poccuiickuii HOBBIT
yHuBepcureT, 2009.— 136 c.— Pexxum goctyna: http:/www.iprbookshop.ru/21332.html

5. Opraamzanus TYPUCTCKOW HHAYCTPHUH [DIEKTpOHHBIN pecypc]|: ydueOnoe mocodme mis CIIO/

H.IO. BecenoBa [u np.].— DnexTpoH. TekcroBble maHHbie.— CapartoB: [IpodoOpazoBanue,
2018.— 54 c.— Pexum nocryna: http://www.iprbookshop.ru/74500.html

7.3. HopmaTuBHBIE IPABOBbIE JOKYMEHTHI H MHAs IPaBOBasi HH(popManus
He npenycmotpeHo.

7.4. UuTepHeT-pecypchbl
C3UY pacnonaraer JQOCTYIIOM Yepe3 caWT Hay4yHOW OumOmmoreku http:/nwapa.spb.ru/

K CJIEIYIOIIUM HOJMKUCHBIM 3JIEKTPOHHBIM pecypcaMm:
Pycckoazvlunvie pecypcul

. DJEeKTPOHHBIE YUEOHUKHU 3IIEKTPOHHO - OnbimotedHoi cuctemsl (OBC) «AHOyKe»

. DNEeKTpOHHBIC YIYCOHUKH AJIEKTPOHHO — OnbmroreuHoi cuctemsl (DBC) «JIlanb»

J HayuHo-npakTHueckue cTaTtbu 1o (uHaHCaM M MEHEIKMEHTY M3maTenbckoro jaoma
«bubnuoreka ['pedbeHHIKOBAY

J CraTby U3 MEPHOAMYECKUX M3JaHUN MO OOLIECTBEHHBIM U T'YMaHHUTapHBIM HayKam
«Hct - Boro»

o OHIMKIIONEINH, CII0BAapH, CIIPaBOYHUKH «PyOpHUKOH»

o [TonHble TeKCThI JuccepTranuii W aBTOpedepaToB IJiekTpoHHas bubmmoreka
HMucceprauuit PI'b

J HNudopmannonHo-mpaBoBeie 6a3bl - KoHCynbTaHT rutoc, ['apaHT.

AHIJIOSI3bIYHBIE pecypchl

. EBSCO Publishing — goctyn K MyJIbTHIUCIUIUIMHAPHBIM TIOJHOTEKCTOBBIM 0azam
JTAHHBIX Pa3IMYHBIX MUPOBBIX H3JATENBCTB MO OW3HECY, SKOHOMHKE, (PUHAHCAM, OyXraiaTepcKoMy
yu4eTy, TyMaHUTapHbIM M €CTECTBEHHBIM OOJacTAM 3HaHWUU, pedepaTaM M TOJHBIM TEKCTaM
MyOIuKanuii 13 HayYHBIX U HAYYHO-TIOMYISIPHBIX JKYPHAJIOB.

o Emerald — xpynHeiimee MHpOBOE W3aTENBCTBO, CIEIHATM3UPYIOMEeCs Ha
ANEKTPOHHBIX KypHaJlaX U 06a3ax JaHHBIX MO SKOHOMHUKE U MEHE/DKMEHTY. MIMeeT ctaTyc OCHOBHOTO
HUCTOYHUKA mpodeccHoHANbHOH wuHMOpManuu [Ons  [pernojaBaTeNield, HccienoBaTeNied
CHEIMATMCTOB B 00JIACTH MEHEKMEHTA.

Bo03M0KHO MCIIOJIB30BaHUE, KPOME BBILIECTIEPEUUCICHHBIX PECYPCOB, U APYIUX JIEKTPOHHBIX
pecypcoB cetu MHTEepHeT.
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7.5. UHble HCTOYHUKHU
1. http://www.rata.ru/ - Poccuiickuii cor03 TypuHAYCTpHUH,
2. http://www.unwto.org/index.php - Bcemupnas typucrckas opranuzanust UNWTO.

3. http://www.russiatourism.ru/ - Caiit @eaepanbHOr0 areHTCTBa Mo Typu3My MUHKYIBTYPbI
Poccun.

8.MaTepuanbHO-TexHMYecKan 6a3a, MHGOPMALMOHHbIE TEXHONOTNN,
nporpaMmHoe obecneyeHme 1 MHPOPMaLMOHHbIE CNPaBOYHbIE CUCTEMBI

Ne i/t | Haumenosanue

1. CHGHI/IaJ'H/BI/IpOBaHHBIC KJIACChI IJId IIPOBEACHUA JIEKITUH 1 MPAKTUYICCKUX 3aHATHI

2. CrienmanusupoBaHHasi MeOeb U OPIrCpeiCTBa: ay IMTOPUU U KOMITbIOTEPHBIE KIIACCHI,
000pyI0BaHHBIE MTOCAIOYHBIMH MECTAMU

3. Texuuyeckue cpeactBa oOydeHus: [lepcoHambHBIE  KOMIIBIOTEPBI;  KOMITBIOTEPHBIC
MPOEKTOPHI; 3BYKOBBIE TWHAMUKHU; MPOTPaAMMHBIE CPEACTBA, OOECIEUMBAIONINE MPOCMOTP
Buaeodaiinos B popmatax AVI, MPEG-4, DivX, RMVB, WMV.

Ilpozpammnsie, mexuuueckue u 31eKmMpoHHbIE CPEOCHEa 00yUeHUs U KOHMPOJIA 3HAHUTL
CMYO0eHmog:

[Taketsl mporpamMmHoro obOecredeHuss oOOHIEr0 Ha3HAauyeHUs (TEKCTOBBIE PENaKTOPHI,
rpaduyecKkue peaaKkTopsl).

Kypc Bkitouaer ucrosiap3oBanue nporpaMMmuoro ooecrneuenust Microsoft Excel, Microsoft Word,
Microsoft Power Point msi MOATOTOBKM TEKCTOBOTO M TaOJIMYHOTO Marepuana, IpapuuecKux
WJUTIOCTPALIHHA.

Metoabl  oOyueHHs]  TpEANONaraloT  KCIOJIb30BaHHE  MH(POPMALMOHHBIX  TEXHOJOTHI
(KOMIIbIOTEpHOE TECTUPOBAHUE, IEMOHCTPALUS MYJIbTUMEIUHHBIX MAaTEpUAJIOB).

3aneiicTtBoBaHbl MHTEpHET-CEPBHUCHI M 3JIEKTPOHHBIE PECypchl (CHpPaBOYHBIE CHUCTEMBI, H-p,
Koncynprant wunm [apaHT, MOHCKOBBIE CHCTEMBI, JJIGKTPOHHAs IOuYTa, MpodeccroHalbHbIe
TEMAaTU4YEeCKUe YaThl U (OPYMBI, CUCTEMBI ayJU0 U BHIACO KOH(EpPEHLUH, OHJIANH SHIMKIIONEIHNH,
CIIPaBOYHHMKH, OMOINOTEKH, JJIEKTPOHHBIE YUeOHBIC U YICOHO-METOIMUECKUE MaTEPHAIIbI).

Jlomyckaercsi MpUMEHEHHE CHCTEMBl JTUCTAHIIMOHHOTO OOYYEHHS C UCIOJIb30BaHUE IUIATHOPM
TEAMS, Zoom, Skype for Business, C/IO Moodle

NudopmanuoHHbIe CIPABOYHbIE CHCTEMBI:
1. TlpaBoBas cucrema «['apanT-UHTepHEeT» [DNeKTpoHHBIA pecypc]. — Pexxum pocrtyma: http: //
Www.garweb.ru.

2. TlpaBoBas cuctema «Koncynbrantllmrocy [DnekTponHsi pecype]. — Pexxum mocrtyma: http: //
http://www.consultant.ru/
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