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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. O6beM 1 MeCTO TUCHHUIIMHBI B CTPYKTYPe 00pa30BaTeIbHON MPOrpaMMbI
O0beM TUCHUATIINHBI

OO6mas TpyJI0eMKOCTh TUCITUIIMHBI COCTaBIsACT 4 3a4eTHBIC eIWHUIBI, 144 akaaeMm. 4acoB /
108 actp. yacos.

Bun padorsl TpynoeMKkocTh
(B akagem.4yacax)
Ounasi/3a04Has
OO0masi Tpy10eMKOCTh 144/144
KonTakTHas padora 58/18
Jlekuun 20/4
[IpakTu4eckue 3aHATHS 36/12
JlaboparopHble 3aHATHS -
Koncynbramuu 2/2
CamocrositenbHas padoTa 86/122
KonTpons -/4
@OopMBbI TEKYLIETO KOHTPOJIA AW — nenosas urpa, K — keiicel, P —
pedepat
dopMa NPOMEKYTOUHOIM aTTeCTALMHI 3auer ¢ oneHKoit

MecTo AUCHMIIMHBI B CTPYKTYpe 00pa3oBaTeIbHOM MPOrpaMMbl

Juctiumiuua b1.B.JIB.01.01 «®akTopel pa3BUTHS TypUCTCKHUX PBIHKOB JAEIOBOTO U
coowrTuiiHOTO Typm3ma / Factors of development of tourist markets for business and event tourism»
OTHOCHUTCSI K JUCLHMIUIMHAM MO BBHIOOPY BapHaTHUBHOM 4acTH NMPOQECCHOHATBHOTO IMKIA Y4eOHOTrOo
rutana HarpasiieHust 43.04.02 «Typusm» npoduns «HIYCTpHS AETOBOTO U COOBITUITHOTO TYpHU3May.
Lenbto OCBOCHMS AUCIUIUIMHBI SIBJISCTCS (POPMUPOBAHHUE Y CTYACHTOB 3HAHHS 00 OCHOBHBIX
MOHATHUSX B O0JIACTH MHHOBAIMU B OPTaHU3AIIMH TYPUCTCKUX YCIYT, KOHIEHIIMA WHHOBAIMOHHOTO
MPOSKTHUPOBAHUS JIaHHBIX yCIYT, U3y4eHHe OcoOeHHOCTeH WX (YHKIMOHHPOBAHUS HA
TPaIUIIMOHHBIX PBIHKaX. AHAJIHM3 CIIpOca M MPEUIOKEHUI Ha KOHKPETHBIE BHIIBI TYPUCTCKUX YCITyT

Ha peruoHajbHOM, POCCHMIICKOM 1 MUPOBOM ypOBHE.

[IpenoaBanve OUCHMIUIMHBI Oa3MpyeTcsl HAa 3HAHUAX, MOJyYEHHBIX NPH HM3YYEHHH Kypca
«MapKeTUHT JeJI0BOT0 U COOBITUITHOIO TypU3May.

B cBoro ouepenp, 3HaHMS M yMEHHUS IO AUCUMIUIMHE OyXyT BOCTPeOOBaHBI NMPH H3YyUEHHU
KypcoB «KOHKYpeHTHBIE CTpAaTerHu Pa3BUTHS MPEANPUATUS ACTOBOTO U COOBITHIHOTO TypU3May,
«/HHOBALIMOHHBIE NEPCOHAI-TEXHOJIOTUH MTOJATOTOBKH TYPUCTCKHUX KaJpOB» U T.JI.

JlucuuIuinHa MOKET PeajM30BbIBAThCA C MPUMEHEHUEM IUCTAHIMOHHBIX 00pa30BaTEIbHbBIX
TexHonoruit (ganee — JJOT).




JlocTyn K cucTeMe JAMCTaHIMOHHBIX 00pa30BaTeIbHBIX TEXHOJIOIMHA OCYIIECTBISACTCS KaxXIbIM
00ydJaromuMcsl CaMOCTOSITENTLHO ¢ JIF0OOTO ycTpoicTBa Ha moprane: https://sziu-de.ranepa.ru/.
[Taposib ¥ TOTHH K TMYHOMY KaOWHETY / MpO(UITIO MTPEIOCTABIISIETCS CTYICHTY B IeKaHATe.

Bce Qopmbr Tekymiero KOHTPOIJS, NMPOBOAMMBIE B CHCTEME IMCTAHIIMOHHOTO OOydYeHUs,
OLICHUBAIOTCS B CHUCTEME TUCTAHIMOHHOTO oOyueHus. [locTynm K BHIEO W MarepuajaMm JICKIUi
MIPEeIOCTaBIIAETCA B TEYeHHE Bcero cemecrpa. JlocTynm K KaxkaoMy BHIY pabOT U KOJIUYECTBO
MOTBITOK Ha BBHINIOJHEHHE 3aJaHMsI TIPEJOCTABISAETCS HA OTPAaHUYEHHOE BPEMS COTJIACHO PErJIAMEHTY
TucHUIMHEL, onyonukoBanHoMy B CJ[O. IIpenoaBaTtens OlleHUBAET BBHIOJHEHHBIE 00yYarOIUMCs
pabotsl He o3aHee 10 pabounx qHEH mociie OKOHYaHHUS CPOKA BHIMOJTHEHUSI.

W3ydeHne QUCUMILIUHBI OCYIIECTBISETCS B TEUEHUE OJHOTO CEMECTpa: AJis CTYJEHTOB OYHOM
dbopmbl oOyueHust — Ha 4 cemectpe 2 kypca. s cTyneHTOB 3ao4uHOM (hopmbl oOydeHus - B 4
ceMecTpe 2 Kypca v Ha 5 cemectpe 3 Kypca.

3. ConeprkaHue U CTPYKTYpa AUCHUILIMHBI

3.1. CTpyKTypa QM CHUILIUHbBI
Ounas ¢popma 0OyueHust

Ne i/ HaumMeHoBaHHE TEM

O0beM TUCHUTUINHBI (MOAYJIST), Yac. dopma

H/WJIH pa3iesioB Bcero KonrakTHas padoTa CP TeKylero
00yJaKONIUXCH ¢ MPENnoAaBaTeIeM KOHTPOJIsI

nmo BUaaM y‘leﬁHLIX 3aHATHIH

JUIOT | JIP/ 3/
JIOT | JOT

KCP

ycneBaeMocTu®,
MPOMeKYTOYHOM
arrecTalMu

Tema 1

Typuctudeckuil ppIHOK
Kak cdepa MposIBICHIS
SKOHOMMYECKUX
oTHoueHuii // Tourist
market as a sphere of
manifestation of
economic relations.

24

14

AN, P, K

Tema 2

[ToHsiTHE M CYITHOCTD
aKTyaJIbHBIX IPOOIEeM
Pa3BUTUA PBIHKA
TYPHUCTCKOM

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

24

14

AU, P, K

Tema 3

CerMmeHnranus
TYPUCTHUECKOTO

prIHKa //Segmentation of
the tourism market.

23

14

AU, P, K

Tema 4

OnpeneneHue LEIEBBIX
TYPHUCTHYECKUX
puiakoB //Definition of
target tourist markets.

23

14

AN, P, K

Tema 5

KonkypenTocnocoOHOCT
poccuiicKux
TYPUCTHYECKUX
KOMIIaHUW Ha MUPOBOM
peiaKe // Competitiveness
of Russian tourist

24

15

AN, P, K




companies in the global
market.

Tema 6

TexHonoruu
MPOBHKECHUSI
TYPUCTHUECKON
MPOAYKIMHU Ha
3as1BJICHHBIX
priakax//Technologies for
promoting tourism
products in the declared
markets.

24

15

1IN, P, K

[IpomexxkyTouHas arrectauus

Koncyabranum — 2/1,5

3auer ¢
OLIeHKOM

Bcero (akan/actp):

144/
108

20/12 36/27

86/64,5

Ipumeuanue: * JJ[H — denosaa uepa, K — keticel, P — pecpepam

3aounHas Gopma o0ydeHHs

Ne i/l

HaumeHoBaHHe TeM
H/WJIH pa3iesioB

O0beM TUCHUNIMHBI (MOYJIs1), Yac.

Bcero

KonrakTHas padora
o0yyaromuxcs ¢ mpenoaaBareaemM
1o BHIAaM Y4eOHbIX 3aHATHI

JUIOT | JIP/ m/ | KCP
JIOT | JOT

CP

dopma
TeKy1lIero
KOHTPOJIsI
ycneBaeMoCcTu®,
NMPOMEKYTOYHOI
arrecTalMu

Tema 1

Typuctuyeckuii pIHOK
Kak cepa nmposiBIieHUS
SKOHOMUYECKHX
otHomeHu# // Tourist
market as a sphere of
manifestation of
economic relations.

20

16

I, P, K

Tema 2

ITonsiTHE U CYyLITHOCTH
aKTyaJbHBIX MTPOOIIEM
Pa3BUTHS PhIHKA
TYPUCTCKOU

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

18

14

I, P, K

Tema 3

CerMmenranus
TYpPUCTUYECKOTO

phIHKA //Segmentation of
the tourism market.

22

20

I, P, K

Tema 4

OnpeneneHue ENEBBIX
TYPUCTUYECKUX
priaKOB //Definition of
target tourist markets.

32

30

AN, P, K

Tema 5

KonkypenTocrnocoOHOCT
POCCHUHCKUX
TYPUCTUYECKUX

24

22

I, P, K




KOMIIaHWUW Ha MUPOBOM
peiaKe // Competitiveness
of Russian tourist
companies in the global
market.

Tema 6 | Texuonoruu

MPOJBIKEHUS
TYPUCTHYECKON
MPOAYKIMY Ha
3asBJIEHHBIX 22 - 2 20 N, P, K
priakax//Technologies for
promoting tourism
products in the declared

markets.
I1
POMEKYTOYHASI ATTECTAIIHSI 43 KoncyabTamui — 2/1,5 3auer cu
OlIEHKOT
Bcero (akan/actp): 144/1 122/91,
08 4/3 12/9 2 5

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

3.2. Conepxxanue QM CHUILTHHBI

Tema 1. TypucTcknii ppIHOK Kak cepa nposiBJIeHUs1 IKOHOMHYECKMX OTHOLLICHHUH.

[lonsiTHE W CYIIHOCTP MHPOBOIO TYPHUCTCKO-PEKPEALIMOHHOTO pbIHKA. DOYHKIMOHMpPOBaHHUE
SKOHOMMYECKUX 3aKOHOB B Typu3zMe. DyHKIMM TYypUCTCKOTO pPbIHKA (peajau3alusi CTOUMOCTH U
MOTPEOUTENBCKON LIEHHOCTH, COJAEPXKAIUXCS B TYPUCTCKOM HPOAYKTE; OpraHU3alus Ipolecca
JOBEJICHUSI TYPUCTCKOTO MPOIYKTa JO MOTPEOUTENS; IKOHOMUUYECKOE 00ECIIeYeHHE MaTepUAIIbLHOTO
cTUMYyJIHpoBaHus Tpyaa). CyObeKTbl TYpUCTCKOIO PhIHKA (TYpUCTBI KaK MOTPEOUTETN TYPUCTCKOTO
MIPOJYKTa, TypOnepaTopbl U TypareHThl). [loHATHE eMKOCTH TypuUCTCKOrO pbiHKa. [ToHsITHE 00BEMA
peanu3any HHAUBUYalIbHbBIX TYPOB.

[TonsTre oObemMa peanu3any UHAUBUAYAIbHBIX TYpOB. 3aBUCUMOCTh €MKOCTH TYPUCTCKOTO PBhIHKA
OT IUIATEKECIIOCOOHOCTH HACEJIEHUs], YPOBHSI LI€H, pa3Mepa TYPUCTCKOro IpeiokeHus. Mexanusm
(YyHKIMOHUPOBAHMUSI TYPUCTCKOTO pbIHKA. TypucTckuil 000OpOT Kak CHCTeMa IMpaBOBBIX U
HSKOHOMHUYECKUX OTHOLICHUHA MEXIY TYPHUCTOM U TYPareHTCTBOM. AHaJM3 HAIlPaBJICHUNA JAEHEXHbIX
MIOTOKOB HA TYPUCTCKOM DPBIHKE.

Tema 2. IloHsiTHE W CYIIHOCTHh AKTYAJbHBIX IMP00JieM Pa3BUTHS PbIHKA TYPHCTCKOM
UHIYCTPHUH.

Bunbl M TEHACHIIMHM COBPEMEHHBIX TYpPHUCTCKO-PEKPEAMOHHBIX PBHIHKOB. AKTyalbHBIE MPOOIEMBI
pa3BUTHsI PbIHKA TYPUCTHYECKON MHIYCTPUU Ha PErHMOHAJIBHOM, POCCHICKOM M MHPOBOM YpPOBHE.
Ce30HHOCTh KaK OCHOBHas MpobiemMa (PyHKIMOHUPOBAHMUS TYpUCTHUYECKOIO pbIHKA. [lepBUuHBIE
(IpUPOIHO-KIMMATHYECKHUE) U BTOPUYHBIE (3KOHOMUYECKHE, JeMorpadudeckue U T.1.) (aKTOpbl
CE30HHOCTU TYpUCTHYECKHX PHIHKOB. Koa(hpuiimeHT ce30HHOCTH TypUCTUYECKUX PBIHKOB. BiusHue
KO3 QHIMEHTa CE30HHOCTH TYPHUCTUYECKUX PBIHKOB Ha CTPYKTYpy 3aHSATOCTH pPaOOTHHKOB
TYPUCTUYECKOH OTpaciiu.




Tema 3. CerMmeHTAIMS TYPHCTHYECKOT0 PBIHKA.

AHanmm3 KpUTEpUEB CErMEHTAIlMd TYPUCTHYECKHX PBIHKOB (TeorpaduyecKkux, COLHUAIBHBIX,
NICUXOJIOTHYECKUX ). YeTsIpe reorpaduueckue 30Hb6 cerMmeHTanuu (nepsas: Yepnomopckuii, CeBepo-
Kasxkazckuil, [Ipukacnuiickuii, [IpuazoBckuii pernonsl; Bropas: LlenTpansubiii, CeBepo-3anaaHsblii,
3amagueiii, IloBomkckuil, VYpanbckuid peruonsl; Tperbs: OOb-Aunrtaiickuii, EnHuceickuid,
[Tpubaitkanbckuii, JlanbHEBOCTOUHBIN peruoHbl; yeTBepTas: CeBepHas). AHanu3 GpaxkTopoB OJIU30CTH
U YAAJEHHOCTU TYPUCTOB OT II€JIEBBIX PHIHKOB. IIpH3HaKu COIMAIbHOTO KpPUTEpUS CETMEHTAIUU
(YypoBeHb 0X0/a; BO3PACTHOM MPU3HAK; KU3HCHHBINA IIUKJI CEMbBH ).

[Ipu3Haky NCUXOJIOTMYECKOT0 KPUTEPUS CETMEHTAUU (MOTHUB MOE3/AKH; NICUXOJIOTHUYECKUI MOPTPET
TYpHCTa; TPAHCIIOPTHBIE CPEJCTBA, TUTAHNE U pPa3MEIIEeHUE; POIOJKUTEIBHOCTD OE3/IKH). Bunel u
TUIBI KIUEHTOB. PakTopbl (OPMUPOBAHUS MOTPEOUTEIHCKOIO MOBEAEHUS HA TYPUCTCKUX PBIHKAX.
daxTop cBOOOIHOIO BPEMEHU HACEJIEHUS KaK KOCBEHHBIH ()aKTOp CErMEHTAIMHM TYPUCTCKOTO PhIHKA.
Bb160p 11€71€BBIX CErMEHTOB PhIHKA.

Tema 4. OnpenesieHue neaeBbIX TYPUCTCKUX PHIHKOB.

Kputepun 1eneBbIx TYpPHCTCKHX PBHIHKOB (KOJIMYECTBO CErMEHTOB pPbIHKA, BBISBICHHE HaubOosee
NpUOBUIBHBIX W T.A.). DakTopsl CTpaTeruy oOxBaTa IEJIEBOT0 TYPUCTCKOTO phIHKA (pecypchl
KOMITAHUM; CTENEHb OJHOPOJHOCTH MPOAYKTA; CTaAMs >KU3HEHHOIO LHMKIA MPOAYKTa; CTEIEeHb
OJTHOPOJHOCTH pBIHKA; MAapKETUHTOBBIE CTpAaTerdd KOHKYpEHTOB). OIleHKa WHHOBAIIMOHHBIX U
TEXHOJIOTMUECKMX PHUCKOB Ha II€JIEBBIX TYPUCTCKUX pBIHKAX, I[UIAHUPOBAHWE B 3TOM CBS3U
TEPPUTOPUANBHOTO MPOEKTUPOBAHUS TYPHUCTCKON nAearerabHocTH. CoBpeMEHHOE MOTPeOUTENhCKOEe
0O0IIIECTBO HA LIEJTEBBIX TYPUCTCKUX PHIHKAX: COLMOKYIBTYPHBIA aHanu3. CxeMa NO3UIHOHUPOBAHUS
KOHKYPEHTOCTIOCOOHON TMPOMYKIIMKM Ha I1EIEeBBIX TYPUCTCKUX pBhIHKaX. AHAINU3 MOJI0XKECHUS
MOHOIIOJIMCTOB Ha HEJCBBIX TYPUCTCKUX PBIHKAX. Bimmsane 3xoHOMHYECKHUX 3aKOHOB Ha OCJICBBIC
PBIHKH Typu3Ma (3aKOH CTOMMOCTH, 3aKOH CIIPOCa U MPEJIOKEHHUS, 3aKOH KOHKYPEHIIUH).

Tema 5. KOHKYpPeHTOCHOCOOHOCTHL POCCHICKMX TYPHCTHYECKMX KOMIAHMH Ha MHPOBOM
pbIHKe.

[loHsiTHE KOHKYPEHTOCIIOCOOHOCTH CTpaHbl HA MHUPOBOM pbIHKE Typu3Ma. OlleHKa KOHKYPEHTHBIX
MIPEUMYIIECTB POCCUMCKUX TYPUCTUYECKUX KOMIIAHUN Ha JIOKAJIBHOM U MUPOBOM pbIHKE. CTpaTerus
yHOpaBJIeHUS KOHKYPEHTOCIOCOOHOCTBIO POCCHUHCKUMX TypUCTHYECKMX KommaHuil. Kpurepun,
ONPEIEIAOIINE IPUOPUTETHBIEC HANPABIICHUS ACSITENBHOCTH POCCUNCKUX TYPUCTUYECKUX KOMITAHUI
B LIEJIAX 0OeclevyeHus: KOHKYPEHTOCIIOCOOHOCTH Ha phIHKe. Poccuiickas TypucTHYecKass UHIyCTpUs
KaK JKOHOMHYECKas CHCTeMa. AKTyalbHble HPOOJIEMbl Pa3BUTHUS POCCUICKONW HalMOHAIBHOM
TYpUCTHYECKOM MHAYyCTpuu. IlyTm mNOBBIIEHHS  KOHKYPEHTOCIOCOOHOCTHM  HAlMOHAJIBHOM
TypPUCTUYECKOW UHTyCTPHH.

IToka3aTeny KOHKYpEHTOCIIOCOOHOCTH HAIIMOHAJIBHOI'O TYPUCTHYECKOTO MPOU3BOJICTBA HA MUPOBOM
pBIHKE. AHalIM3 BO3MOYKHOCTH Y4YacTHsl TOCYJapcTBa B IOBBIIMIEHUH KOHKYPEHTOCIIOCOOHOCTH
HAllMOHAJIBHOW TypHCTHYECKOM HMHIycTpuu. CaMOperyjaupoBaHUE TYPUCTHUECKOIO PBIHKA M €r0
nepcrnekTuBsl B Poccun. AHaiu3 NOTPEOMTENBCKUX HNPEANOYTEHUH KIMEHTOB M METOJOB
CTUMYJIUPOBaHHUsS  MPOJAX  TYpPUCTHMYECKHMX  yCIyr Kak  (akTopoB,  oOecrnedrBaronux
KOHKYPEHTOCIIOCOOHOCTh POCCUICKUX TYPUCTHUECKUX KOMITAHUH.

Tema 6. TexHo10ruM NPOABUKEHUS] TYPUCTHYECKOT0 MPOAYKTA HA 3asiBJCHHBIX PbIHKAX.
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MapkeTuHr pbIHKa OTpeOHUTeNel TypUCTCKUX YCIyr. Buasl MapkeTuHra (MacCcoBBIH, MPOTYKTOBO-
i QepeHIMPOBaHHBI MapKETUHT, LEJNEeBOM MapKeTHHT). AHanu3 (aKkTOpOB, BIMIIOIMUX Ha
TypPUCTCKMH copoc. Buapl cmpoca Ha TypuUCTCKMM NpoayKT. DopMHUpOBaHME aCCOPTUMEHTA
TypIAKETOB. BUbI ¥ TUIIBI PEKJIAMHBIX TEXHOJIOTHH.

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
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strategies of competitors). Assessment of innovative and technological risks in the target tourism
markets, planning, in this regard, the territorial design of tourism activities. Modern consumer society
in target tourism markets: sociocultural analysis. Scheme of positioning competitive products in
target tourism markets. Analysis of the position of monopolists in the target tourist markets. The
effect of economic laws on target tourism markets (the law of value, the law of supply and demand,
the law of competition).

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

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

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

Marketing of the market of consumers of tourist services. Types of marketing (mass, product-
differentiated marketing, target marketing). Analysis of factors influencing tourist demand. Types of
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. MarepuaJibl TeKYIIEro KOHTPOJIsI YCIIEBAEMOCTH 00y alouXcst
4.1. B xone peamuzanum aucuumiiudbl b1.B./[B.01.01 «®@akmopel pazeumus MmypucmcKux
PUIHKO8 0e1106020 u coovimuiinoco mypusma / Factors of development of tourist markets for
business and event tourism» WCNOJBL3YIOTCA CJeAyIONIHE MeTOAbl TeKYIIero KOHTPOJs
ycneBaeMoCTH 00y4aromuxcs:
Ilpu nposedenuu 3anamuil J1eKYUOHHO20 mMuna. JEKUIUOHHBIM MeTonx (nekuus-Oecena),
YCTHBIN OITpOC.
npu nPosedeHUU 3aHAMUL CeMUHAPCKo20 muna: JeJioBas urpa, pedepar, kerhc-cTaiu.
npu KOHMpoae pe3yibmamos CaMOCMmOoAmensbHol padomel cmyOeHmos. CaMOCTOSTEIbHOE
W3y4YeHHE JIMTEepaTyphl; IOMaIlHUE 3a/JaHus, KOTOpbIe BKIIOYaeT B ceOs BBHINOTHEHHE
pa3IMYHOTO poJia 3aJaHul, KOTOpble OpPUEHTHUPOBAaHBI Ha Oojee TIIyOOKOE YCBOEHHE
MaTepuana U3yuyaeMoi JUCUUIUIMHBI; TOJTOTOBKAa K CEeMUHAPCKUM 3aHATUSAM; MOATOTOBKA K
9K3aMEHY.

B cnyuae peanuzayuu oucyunaunvt 6 JJOT popmam 3a0anuii aoanmuposan 01a niamgopmul
Moodle.
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4.2. TunoBble MaTepHAJIbI TEKYLIEI0 KOHTPOJISI YCIIEBAeMOCTH 00yYAI0IINXCS
Tunosble oleHOYHbIe MaTepUAJIbI 110 Teme Nel-6

IIpumepHasi TeMaTHKA /1€JIOBbIX HI'P

CmooOenupyiime u Hay4yumecsb HAXOOUMb camvle ONMUMATbHbIE peuleHuss OUu3Hec-3a0ay 8
npoyecce uepul, 4mooOvbl NpU BO3HUKHOBEHUU PedNbHOU cumyayuu Ovblmb CHOCOOHLIM NPUHAMD
€0UHCBEHHO NPABUIbHbLE PelleHUs.

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.

IIpumepHas TemaTuka pedepaTon

IIpoananusupyiime, oyenume, cpasHume u yKaxcume c6oe OMHouleHue K 3ampoHymou meme.

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.
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19. Stimulation of consumers.

20. Kinds and types of brands.

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

IIpumepHbIe Keiic-cTaau

IIpoananusupyiime ungopmayuio, onpedenume, YCmMaHOBUMe U YKaxicume ceoe OmHouleHue K
3amponymoi meme, cQhopmyaupyime omeemnl 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. OneHoYHbIe MaTePHAJIbI MIPOMEKYTOYHOM aTTEeCTAIMU MO AUCIUILIHHE
5.1. 3auer c OlEeHKOIi MPOBOAUTCS ¢ MPUMEHEHHEM CJIEIYIONIUX METOI0B (CPEACTB): B paMKax
C/Ia4yM 3a4eTa C OICHKOW MPeayCMaTPUBACTCSl YCTHBIN OTBET CTYJICHTOM Ha TIOJY4YEeHHBINA BOIIPOC.

B cuyuae nposedenuss npoMediCymouHOU —ammecmayuu 8 OUCMAHYUOHHOM — PedNCUMe
ucnonvzyemcs niamegopma Moodle u Teams.

5.2. OueHOYHbIE MATEPHUAJIbI IPOMEKYTOYHOM ATTECTAIIMHU

KoMmnonenT IIpomexyTOYHBIN/KII04€eBOMH Kpurepuii oueHnBanus
KOMIIETeH UM HHAUKATOP OLCHUBAHUSA
YK-1.2 Criocoben | PazpabateiBaeT cTpareruto goctmwkeHus | Kpurnaeckn OIICHECHA HaJIKHOCTh
pa3pabaTsIBaTh IIOCTABJICHHOMN eI KAK | ICTOYHUKOB nH(pOpMaIIH. Pa6ora
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Komnonenr
KOMIIETEeHIIMH

IIpoMe:xyTOUYHBII/ K04 eBOi
HHAUKATOP OLCHUBAHUSA

Kpurepuii oueHnBanus

CTPATEerui0  JOCTHIKCHHUS | IOCJIEA0BATEIbHOCTh IIAroB, NPEABUAA | IpOBEIEHA c IIPOTHBOPEYNBON
MOCTAaBJICHHOM LENM Kak | pe3yNbTaT KaKAOTO0 M3 HUX W OLEHWBas | MHPOpPMAlUed W3 pasHbIX HCTOYHHKOB.
MOCIe0BATEILHOCTD X BIWSHHE Ha BHEIIHEEe OKpyxkeHue | BepHo oTpeaesieHbI mpooebl B
11aroBs, HOpeABUIS | INIAHUPYEMOM  AEATENbHOCTM M Ha | HHQOpManuy, HeoOXOAUMON U PELIeHUs
pe3yibTaT KaXJAOTO W3 | B3AMMOOTHONICHUSI YYaCTHUKOB OTOH | MPOOJIEMHOW CHUTYaIlMH, M CIPOSKTHPOBAHBI
HUX ¥ OLEHHMBAaTh UX | ACATCIBHOCTH. MPOLIECCHI IO X YCTPAHEHHIO.

BIMSHHUE Ha BHEIIHEE

OKpY’KEHUE IIJIAHUPYEMOI

NEeSTeNbHOCTA M Ha

B3aMMOOTHOILIECHHUS

YYaCTHUKOB 3TOH

JeATeIIbHOCTH.

[1Kec-5.3 Cnocoben | @opmupyer TUTaH peanuzauuu | ChopMHpPOBaHBI HaBBIKH BIIa/ICHUS
¢dbopMupOBaThH IUIaH | CTPAaTerud TYPUCTCKOTO IPEANPUATHS C | KyJbTYpOil CTpPaTerH4ecKOoro  MBILIUICHHUS,
peanu3anuy  CTPATETHH | HCHOJIB30BAHMEM MPOTPAaMMHO-IIEIEBOTO | CIOCOOHOCTHIO K BOCHPHUSATHIO, 00OOIICHUIO
TYPUCTCKOTO MoJX0/a. U CTpaTernyeckoMy aHajiu3y HH(opManuy,
NPEANPUATUS c MOCTAaHOBKE MLEJIM M BBIOOpY myTell ee
UCII0JIb30BaHUEM JOCTHKCHUSI; npueMamu pa3paboTKu

[IPOrPaMMHO-1IE€JIEBOT0
MoJaX0za.

Pa3INYHBIX TUTIOB CTPATETHH.
OOyyarommmiicss BiajeeT HaBBIKAMHU: OICHKU
3 (EeKTHBHOCTH YNPaBICHYECKUX PEUICHHUH
0 BBIOOPY KOHIIENIINH, Pa3pabOTKU U IJIaHa
peanuzanuu CTpaTeruu pa3BuTHA
HpeNpUsTHI chepbl Typu3Ma

Tunosbie OLleHOYHbIE MATEPHUAJIBI IPOMEKYTOUHON aTTeCTANM
Bompocs! K 3a4eTy ¢ OLeHKOH

H3noosrcume meopemuuecKkueé O0CHO6bl

no OanHOU meme

(Oaiime onpedenenus,

nepeuuciume u Hazoeume) u 00O0CHyiime (apzymenmupyiime u npoOemMOHCmMPUpyiime) ceoe
omHouienue K 0aHHOU meme (Ha KOHKPEeMHOM npumepe):

0 1 N L A W N =

. [loHsiTHE EMKOCTH TYPUCTCKOTO 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.

. 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.

10. Tourist circulation as a system of legal and economic relations between
tourist and travel agency.
11. Analysis of the directions of cash flows in the tourism market.

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

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

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

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

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

17. Coefficient of seasonality of tourist markets.

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

tourism industry.

19. Segmentation of the tourist market.

20. Analysis of criteria for segmentation of tourist markets.

21. Four geographical segmentation zones.

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

24. Signs of the psychological criterion of segmentation.

25. Kinds and types of clients.

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

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

28. Choice of target market segments.

29. Definition of target tourist markets.

30. Criteria for target tourism markets.

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

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

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

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

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.

Ilkana oneHnBaHUA

OneHka pe3ynbTaToB MPOU3BOJAUTCS  Ha OCHOBe llojoXkeHuss O TeKylleM KOHTpoJie
yCIIEBaEMOCTH O0YyYarOMUXCS M MPOMEKYTOYHON aTTeCTAllMH OOeTraroIuxcs 1mo o0pa3oBaTebHBIM
IporpaMMaM  CpeJHEro MNpOQECCHOHANBHOIO U  BbICHIEr0 oOpa3oBaHMsl B  (eaepaabHOM
rOCYyJapCTBEHHOM  OIO/DKETHOM|  00pa30BaTENIbHOM  YUPEXKJACHWH  BBICIIETO  OOpa3OBaHHUS
«Poccwuiickas akaJeMHH HapOJHOI0 XO3SHCTBa M TOCYIapCTBEHHON ciyxObl mpu [lpesmaente
Poccuiickoit @enepanumn», yreepxaeHHoro Ilpukasom Pektropa PAHXul'C npu Ilpesunenre PO
ot 30.01.2018 r. Ne 02-66 (11.10 pazgena 3 (mepBbiii ab3am) u m.11), a Takxke Pemenus YueHnoro
coeta Ceepo-3anagHoro naeruryta ynpasiennss PAHXul C npu IIpesunente PO or 19.06.2018,
npoTokoa Ne 11.

3audeT ¢ OEHKOM

Ha «O0TJM4YHO» OILICHMBAETCS OTBET, JACMOHCTPUPYIOIIMK TJIyOOKOE€ 3HAaHUE BCETrO
MPOrpaMMHOTO MaTepuaja MO AUCHUIUIMHE, CBOOOJHOE BIIAJCHHE TMOHATUHHBIM ammapaToM H
TEPMUHOJIOTHEH TUCIMIUIMHBI, 3HaHUE OCHOBHOM M 3HAKOMCTBO C JIOTIOJTHUTEIIBHOU JTUTEPATYPOH.
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Ha «xopomo» oleHHBaeTCs OTBET, JEMOHCTPUPYIOIIMN 3HAHUE KIIOYEBBIX MpoliIeM
nporpaMmbl U OCHOBHOI'O COACPIKAHUA JICKOMOHHOIO KypcCa, YMCHHEC I10JIb30BATLCSA MOHATHHHBIM
anmapaTroM, 3HaHUE OCHOBHBIX paboT U3 CIIHCKA PEKOMEHIOBAaHHOM JINTEPaTyphI.

Ha «ynoBJjieTBOPUTEJILHO» OLIEHUBACTCS OTBET, JIEMOHCTPUPYIOIIHIA JIUIIb (parMeHTapHbIC
3HAaHUA OCHOBHBIX pPa3AcCioB HNpOIrpaMMbl U COACPIKAHHA JICKOHMOHHOTO KypcCa, 3aTpyAHCHHA C
HMCIIOIB30BAaHUEM MOHITHIHHOTO arrapara 1 TCpMHUHOJIOIUM JUCHUITIIMHBI, YaCTUYHOC 3HAKOMCTBO C
PEKOMEHI0BAaHHOM JIMTEPATYPOH.

Ouemca «HEYAOBJETBOPUTECJIBHO>» CTaBUTCA IIPU OTCYTCTBUU 100 OTPBIBOYHOM
MPEJICTABICHHH Y4eOHO-TIPOTPAMMHOI0 MaTepHralia, OTCYTCTBUHM 3HAHUS OCHOBHBIX PaOOT M3 CITUCKA
PEKOMEHI0BaHHOH JIUTEPaTyphI.

6. MeToguyeckue MaTepuaJibl 10 OCBOCHUIO THCUUIIMHBI

CryaeHT A0IycKaeTcsl K 3a4eTy MO0 JUCIUIUIMHE B CIydYae BBIOJHCHHUS UM BCEX 3aJaHUN U
MEPOIPHUITHIA, TPETyCMOTPEHHBIX TPOrPaMMOM TUCITUTLIUHBI.

3ayeT ¢ OIEHKOW MPOBOAMUTCS B MEPHOJ CECCUU B COOTBETCTBHHM C TEKYIIUM TIpaduKoM
y4eOHOro Tmpoliecca, yTBEPKACHHBIM B COOTBETCTBUU C ycTaHOBiIeHHbBIM B C3UY mopsakom.
[IpoaomKUTENPHOCTD 3a4eTa C OLIEHKOW JUIsl KaXXJO0ro CTYAEHTAa HE MOXET MPEBBIINIATh YeThIpEX
aKaJIeMMUYECKHX 4acoB. 3a4eT ¢ OLICHKON He MOXeT HaunHatbca paHee 9.00 4yacoB U 3aKaHYMBATHCA
no3aHee 21.00 yaca. 3ayer C OLEHKOM MPOBOJMTCS B ayJIUTOPUU, B KOTOPYIO 3aIlyCKaroTCs
OJTHOBPEMEHHO He Oojee 5 deloBeK. BpeMs Ha MOATOTOBKY OTBETOB IO OWIETY Ka)XIOMY
oOyuatotemycst orBogutcs 45 munyT. [Ipu siBke Ha 3a4eT ¢ OIeHKOI 00y4JaroImuics TOKEH UMETh
mpu cebe 3a4eTHYI0 KHHXKKY. Bo Bpems 3adera C OIEHKON oOydwaromyecs IO PEHICHHIO
mpernojaBaTelis MOTYT TMOJb30BaThCs Y4eOHON mporpamMmoil JUCHUIUIMHBI U CIPaBOYHOM
JIUTEPaTypOM.

B cinywae mnpoBeneHus 3auyera, NPENOJABATENI0 MPEJOCTABISETCS MpaBO 3a]aBaTh
MarvcTpaHTaM JOTOJTHUTEIbHBIC BOMPOCHI B paMKax pabodell yueOHOW MporpaMMBbl JUCIUILTAHBI B
o0BemMe, He MpeBbIMIAIONeM 00beMbl Ouneta. [Ipu cmade 3adera, MarucCTPaHT, UCHBITHIBAIOIIHIA
3aTpyAHEHUs] TPU TOATOTOBKE K OTBETY IO BOIPOCY, UMEET MPaBO TOJYYUTh y TPENoaaBaTENs
BTOPOM BOMPOC € COOTBETCTBYIOLIMM MPOJJICHUEM BpeMEHHM Ha MoArotoBky. Ilpu sTom
OKOHYAaTeJIbHas OLIEHKAa CHUYKAETCsl Ha 0/1MH Oaii1. BeiOop TpeThero Bomnpoca He A0MyCKaeTcsl.

OneHka 3a 3a4eT MPOCTABIAECTCS B SK3aMEHAIIMOHHON BEIOMOCTH W 3aU€THBIX KHIDKKaX
MarucTpaHTOB, MPU ITOM OIEHKH «HE3a4eT» B 3aUETHYIO KHIDKKY MaruCTPaHTOB HE TIPOCTABIISIOTCS.

Oo6yuenne mno mucummummae b1.B.JIB.01.01 «®akTopsl pa3BUTHS TYPHUCTCKHUX PBIHKOB
nenoBoro u coowrTuitHoro Typm3Mma / Factors of development of tourist markets for business and
event tourismy mpe/rnosaraeT u3yuyeHue Kypca Ha ayJIMTOPHBIX 3aHATUSIX (JICKIUU U TMPAKTUYECKHUE
3aHATHSA) U CAMOCTOATEIbHOUW PadOThl CTYACHTOB, BKJIOYas MOATOTOBKY K 3auéry. [IpakTuueckue
3aHatus gucuuiuinabl b1.B.JIB.01.01 «®aktopel pa3BUTHUA TYPUCTCKHUX PBIHKOB JEJIIOBOTO U
cobprTuiinoro Typusma / Factors of development of tourist markets for business and event tourism»
MIPeNIoaraloT UX MPOBEIEHHE B Pa3IUYHbIX (POpMax C IIeNbI0 BBISBICHHUS MOJTYUYEHHBIX 3HAHUM,
YMEHMM, HABBIKOB U KOMIIETEHLIUM.

Ioozomoexa k nexyuu
C uenbro o0ecrieueHus yCrenrHoro 00y4eHus CTyIeHT JI0JDKEH TOTOBUTHCA K JIEKIIUH,
MOCKOJIbKY OHa SIBIISIETCS BaKHEHU e opMoii opraHu3aii y4eOHOTro mpoiiecca, HOCKOJIbKY:

— 3HAaKOMHUT C HOBbBIM y‘I€6HI)IM MaTcpHalioM;
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— pa3bACHAET yueOHbIC 3JIEMEHTHI, TPYHbIC JUIsl TIOHUMaHMUS,
— CHCTEeMaTU3UpPYyeT y4eOHbII MaTepua;
— OpHUEHTHUPYET B y4eOHOM IIpoLECCe.
Iloozomoexa Kk neKyuu 3aKn0Uaemcs 6 cieoyruiem:
— BHUMATEIBHO NIPOYUTANTE MaTepUall IPEAbITYILEH JIEKINH;
— y3HaiiTe TeMy MpeACTOAIIEeH JeKIMH (TI0 TEeMAaTHYECKOMY IIIaHy, 110 HH()OPMAIIHH JEKTOPa);
03HAKOMBTECH C Y4EOHBIM MAaTEPHAJIOM 10 YYEOHUKY U y4eOHBIM TIOCOOUSIM;
MocTapanTech ySICHUTh MECTO U3y4aeMOi TEMBI B CBOEH PO eCCHOHATBHOM MOATOTOBKE;
3aMUIIUTE BO3MOXHBIE BOIPOCHI, KOTOPBIE BbI 33/1aJUTE JIEKTOPY HA JICKIUU.
Iloozomoexa Kk npakmuyecKum 3aHAMUAM:
— BHUMATEJIBHO NPOYMTAWTE MaTepHal JEKUUH OTHOCALIMXCA K JAaHHOMY CEMHHAPCKOMY
3aHSATHUIO, 03HAKOMBTECH C YUEOHBIM MAaTEPHAIIOM I10 YUEOHHUKY M YU€OHBIM ITOCOOUSM;
— BBINAIIUTE OCHOBHBIE TEPMUHBI;
— OTBETHTE HA KOHTPOJBbHBIE BOIPOCHI 10 CEMUHAPCKUM 3aHATUSAM, TOTOBBTECH JaTh
pPa3BEPHYTHIN OTBET HA KaX/bI U3 BOIPOCOB;
— YSCHUTE, KaKue y4eOHbIC JIEMEHThI OCTAINCH Ul Bac HESICHBIMU M MOCTapaiiTech MOJyuuTh
Ha HHUX OTBET 3apaHee (IO CEMMHAPCKOTO 3aHATHs) BO BpEMsS TEKYLIMX KOHCYJbTallUl
IIPENoIaBaTels;
— TOTOBHUTHCA MOKHO WMHJMBUIYaJbHO, NIApaMU WJIA B COCTaBE€ MAaJOM TPYMIIbI, MOCIEIHHUE
ABISIOTCS () (HEKTUBHBIMU (pOPMaMU PaOOTHI.

Iloozomoexa Kk onpocy TIpenCcTaBIsieT cOO0M MPOESKTUPOBAHHUE CTYACHTOM OOCYXKACHHUS B TPYIIE B
¢dopme muckyccun. B 3THX messix cTyAeHTy He00X0IuMO:

— CaMOCTOATEJIbHO BbIOpaTh TeMy (IIpobiemMy) Uit IPOBEAEHUS OIpoca;

— pa3paboTaTb BONPOCHL, MPOAYMaTh MNpPOOJEMHBIE CHTyalud (C  HCHOJB30BAHHUEM

MEepUONYECKON, HAYYHOM JINTEPATYPhI, a TAK)KE UHTEPHET-CalTOB);
— pa3paboTaTh IUIAH-KOHCHEKT OOCYXJIEHHUs C yKa3aHHMEM BpPEMEHU OOCYKIEHHS, BOIPOCOB,
BapUAHTOB OTBETOB.

BoiOpannas crygeHtoM Tema (mpoOsiema) JoJDKHA OBITh akTyajlbHA Ha COBPEMEHHOM JTarie
Pa3BUTHSL, JOJDKEH OBITH MPEICTABICH MOAPOOHBIN TIAH-KOHCIIEKT, B KOTOPOM OTPa’KE€HBI BOTIPOCHI
Ui JAUCKYCCHM, BPEMEHHOH perjaMeHT OOCYXIEHHs, IaHbl BO3MOXXHbIE€ BapHaHThl OTBETOB,
WCIOJIb30BaHbl IPUMEPHI U3 HAYKU U IPAKTUKHU.

MeToanueckue yKa3aHus 10 OPraHU3alun CaMOCTOSITEIbHOM 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:
- WU3y4YEHUE JIMTEPATYpHI, CIIPABOYHBIX M HAYYHBIX UCTOYHUKOB (BKIIOYAs 3apyOC)KHBIC) TIO0 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

21


https://urait.ru/bcode/451446
https://urait.ru/bcode/453851
http://www.iprbookshop.ru/21283.html
http://www.iprbookshop.ru/79678.html
http://www.iprbookshop.ru/79757.html

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, MHGOPMALIMOHHbIE TEXHONOTNN,
nporpaMmHoe obecneyeHme 1 HPOPMaLMOHHbIE 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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