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

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

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

CJICAYIOIUMU KOMIICTCHIIUAMU C y‘-IéTOM oTalia:

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

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

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

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

TCXHOJIOINHA OpraHusanuvun JACATCIBHOCTH TyponepaTopos,

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

0COOEHHOCTH OpraHu3aLuu

KOHTPAarcHToB JACATCIBbHOCTH,

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

TYPHUCTCKOU

TypHU3ME.

HA YPOBHe YMEHMi: TJIAHUPOBATh M OCYIIECTBJIATh KOHTPOJb 32

4




OTO®/T®
(mpu HAJIMYMH

npogcranaapra)/ Kox
KOMIIOHEHTA Pe3yabTarsl 00y4yeHus
TPYAOBBIE UM
KOMIIETeHI MU
npogeccuoHaJIbHbIE
aefcTBHUsS
peamm3amueli  PR-mpoekTta,  obecreuynBaTh  KOOPIWHAITUIO
JNEUCTBUI €O BCEeMH (DYHKIHOHAJIBHBIMH IOAPa3IeICHUSIMU
MPEANPUSITAN TYPUCTCKOW MHIYCTPHH, aHATH3HPOBATh OCHOBHBIC
TEOPETUUECKHUE W MPAKTHYCCKUE HAIMpPAaBICHUS W HPOOIEeMBbI
B3aUMOJICHCTBUS  TPEANIPUATHS  TYPHCTCKOW HWHAYCTPHUA H
notpedureneit (KIMEHTOB).
HAa ypOBHe HABBIKOB: HaBblKaMu  (OpMHUpOBaHUS U
MIPOJIBHIKCHUS TYPUCTCKUX MIPOTYKTOB u YCIIyT,
COOTBETCTBYIOIIMX 3aIIPOCaM ITOTPEOUTENEH.
OT®.D.7. HA YpOBHE 3HAHMIi: 3HATh CPEICTBA U OCOOCHHOCTH PEKIaMbl B
Crparermdeckoe Typu3Me, MpeaMeT U 0COOEHHOCTH CBsI3eil ¢ OOIIEeCTBEHHOCTHIO,
YUpaBICHUC BRICTABOMHON 3HAaTh METOHIBl HCCIEJOBAaHHSA, IpPUMEHseMble B pPEKJIaMHON
JICATCILHOCTBIO NIEATENLHOCTH U CBA3AX C OOIIECTBEHHOCTHIO.
OpraHu3aluu - o
HAa YPOBHe YMeHHIi: HCIIOIb30BaTh OCHOBBl 3KOHOMHYECKHX
npodeccroHaNbEHOTO g N
3HaHWH TIpU oueHKe 3((EKTHBHOCTH pe3yJIbTaTOB pPEKIaMHON
OpraHmu3aTopa TOProBo-
TIPOMBIIILITEHHBIX JesTebHOCTH U ouneHke 3¢dexkruBHocTH PR-Kammanuu, ymers
seicTaBok/ T®. D/O1.7. JIOTHYECKH BEPHO, apIryMEHTHUPOBAHO M SICHO CTPOUTH YCTHYIO U
VhpasieHue peanusanueit MMMCBMEHHYIO pedb; OpPraHW30BHIBATH pPabOTy HCIIOIHUTENEH;
CTPaTeTHH Pa3BUTHS IUIaHUPOBAaTh M NPOrPaMMHPOBATh PEKJIAMHBIE KaMIIaHUH,
OpraHu3aluH - IJIJAHUPOBaTh W IporpaMMmupoBaTe PR-kamnanuu, ymeTs
PO eCCHOHATEHOTO [TIKc-4.1 HCIIOJIB30BaTh IOJyYEHHBbIE HABBIKA B NPAKTUYECKOM padorte, B

OpraHu3aTopa TOProBO-
MPOMBIIIJICHHBIX BBICTABOK

OT®.E.7. Opraamzanus
9KCKYPCHOHHOM
nesrensHoct/ TO.
E/01.7. Onpenenenue
KOHLIEMIIUH U CTPATerHu
Pa3BUTHS SKCKYPCHOHHOU
OpraHu3aIUH

O6H16HI/II/I C KJIMCHTAaMHU U NPEACTABUTCIIAMUA opraﬂnsauﬂﬁ.

HA YpPOBHe HABBIKOB: HaBBHIKAaMH pacueTa >S(PPEKTHBHOCTH
pekinaMHbix U PR- kammanuii; HaBpIKaMU IO HCIIOJIB30BAHUIO
METOJI0OB MOHWTOPUHTA pBIHKA, HaBBIKAMH TI0 COCTABJICHHUIO
PEKJIaMHBIX TEKCTOB C Y4E€TOM CIIEIU(HUKH TOBapa WU YCIYTH,
HaBBIKAMHU o MIPUMCHEHUIO TPUKIATHBIX METOJIOB
HCCIIEIOBATEILCKON NEATENHHOCTH: TI0 peaau3alliid TYPUCTCKOTO
MPOIYKTa c HCIIOJB30BaHUEM WH(POPMAITMOHHBIX u
KOMMYHUKATHBHBIX TEXHOJIOTHH; HaBBIKAMHU IO (POPMHUPOBAHHMIO,
M3MEHEHUI0, KOPPEKTUPOBKE UMH/[Ka OPTaHU3AILNHU [TOCPEACTBOM
CMMH, BHemHEeH U

B3aUMOJIEUCTBUSL  CO BHYTPECHHEH

00IIIECTBEHHOCTHIO.

2. O0beM 1 MeCTO AUCHHMINIMHBI B CTPYKTYpe 00pa30oBaTe/ibHOM NPOrpaMMbl

O0BbeM TUCHUTLIMHBI

OO0mas TpyJ0eMKOCTh JUCIHMILTUHBI COCTABIISACT 3 3aueTHbIC equHMIbI, 108 akajaeM. 4acoB

/ 81 acTp. 4acos.




Bux pa6orsl TpynoemkocTs
(B akazeM. yacax)
Ounas/3aounas
O0uas Tpy10eMKOCTh 108/108
KonTakTHas padorta 36/12
Jlekuun 20/4
[IpakTHyeckue 3aHATUA 16/8
JlaGopaTopHbIe 3aHATHUS -/-
CamocTosiTe1bHAs1 padoTa 72/92
KonTponb -/4
DOpMBI TEKYLIETO KOHTPOJIA P — pedepar, 113 — npaktuueckue 3ausatus, T —
TECTUPOBAaHUE

®opMa NpoMe:KyTOUHOI aTTecTANNHU 3aver

MecTo TUCHMIVIMHBI B CTPYKTYpe 00pa3oBaTeIbHOI POrpaMmbl
Hucuumnuna b1.0.05 «CoBpemennsie PR-TexHonoruu 1€10Boro u coObITUHHOTO
typuszma/ Modern PR-technologies of business and event tourism» oTHOcUTCs K 0a30BOW YacTH
yueOHoro maHa HampaBieHus 43.04.02 «Typusm» npoduns «UHaycTpust neiaoBoro u
COOBITHITHOTO TypU3May.

Llenpto  AMCHMIUIMHBI  SIBASETCS ~ O3HAKOMJICHHE  CTYJEHTOB C  OCHOBHBIMH
COCTaBIIIIONINMH peKyiaMbl ¥ PR, KOoTOpbIe natoT npeacTaBieHne o JaHHOH cdepe nesTenbHOCTH
HE TOJIBKO KaK TEOPHH, HO U KaK NMPAKTUKH.

OcHOBHBIE 33/1a4M MOXKHO C(OPMYJIHPOBATH CIEAYIOIMIAM 00pa3oM: IMOJTOTOBKA
Oynyuiero crnenuaiucta K 3¢phekTuBHOMY (PYHKIIMOHUPOBAHUIO B 001acTU MPOo(heCcCUOHATHHOM
neatenbHOCTH. JlucrumianHa (GopMmupyeT y OyAyliero CrenuanicTa HaBBIKA HCHOJIb30BAHHSA
OCHOBHBIX (DYHKIM OOIIECTBEHHBIX OTHOIICHHI B OPraHMU3alUsIX, B yIpaBleHuH. JlaeT 3HaHUS
M TIPEICTABICHUS HCIONb30BaHMS COBPEMEHHBIX peKkiaMHbIX u PR-TexHomormii kak
MEXaHU3MOB KOMMYHUKAIIMOHHBIX CBS3€H MEXIy OOIIECTBOM U CyOBEKTaMH MOJUTHYECKOTO U
HKOHOMHYECKOTO IMpoIlecca, KaKk MEXaHHW3Ma KOPPEKTUPOBKH HMMUKA KOMIIAHWH, CPEICTBA
paspelieHns: KOHPIUKTHBIX CUTYaIUH.

Huctumnuaa B1.0.05 «CoBpemennbsie PR-TexHOJIOTHMM [€710BOTO M COOBITHITHOTO
typusma/ Modern PR-technologies of business and event tourism» TecHO CBsi3aHa CO
CIICAYIOIIMMHU JUCLUIUIMHAMM: YacTh BOIIPOCOB, MOJATEM OCBEINAIOTCS B PaMKax JMCLUILINH,
MPEIIECTBYIOUINX KypCY, TAKHX KaK « MapKEeTHHT AETIOBOTO U COOBITUITHOTO TypU3May.

Bonpocsl, moaremsl, paccMoTpeHHble B pamkax aucuuiuinabel b1.0.05 «CoBpemeHHbIe
PR-texHonorum aemoBoro u coOwiTuiiHOTO Typusma/ Modern PR-technologies of business and
event tourism» OyAyT HOJE3HBI TaK K€ Ui U3YUYECHHUS Pa3IMYHBIX ACIEKTOB HEKOTOPBIX cdep
npoeCCHOHATBHON  NIEATENPHOCTH, W HAWAyT OTpak€HHWE B TaKUX JUCIHMIUIMHAX KaK
«/IlHHOBALIMOHHBIE TIEPCOHANI-TEXHOJIOTHU TTOATOTOBKH TYPUCTCKUX KaJpoBy, «IHHOBaIlMOHHbIE
TEXHOJIOTUM OpTaHW3allMl ¥ TPOBEACHUS KPYIHBIX MepOonpusaTHii», «VHHOBalMOHHBIC
TEXHOJIOTUH B c(hepe AETOBOTO U COOBITUIHOTO TYpHU3May.

JluciumuinHa ~ MOXET — pealli30BBIBATBCSI €  TPUMEHEHHWEM  JIMCTaHIIMOHHBIX

oOpazoBaTenbHBIX TexHoNorui (1anee — 10T).



HOCTyH K CHUCTEMC AUMCTAaHIITMOHHBIX O6p8.30BaTeJ'ILHBIX TEXHOJIOTUI OCYHICCTBIIACTCA

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

de.ranepa.ru/. [laposib ¥ JOrMH K JTUYHOMY KaOMHETY / IPOQUIIIO MPEAOCTABISACTCSA CTYACHTY B

JeKaHaTe.

Bce (l)OpMI)I TCKYLICTO KOHTPOJIA, MPOBOAUMBIC B CUCTEMC JUCTAHIIMOHHOI'O 06y‘-IeHI/I$I,

OICHUBAKOTCA B CUCTCMC JUCTAHIITMOHHOT'O O6y‘-IeHI/Iﬁ. ﬂOCTyn K BUACO U MaTcpHaiaM JICKITUMN

npeaAoCTaBIIACTCA B TCUCHHC BCCTO CCMCCTpPA. I[OCTYH K KaXXIOMy BUOY pa60T 1 KOJIHNYCCTBO

IOIIBITOK Ha BbIIIOJIHCHUC 3aJaHUus MPEAOCTABISACTCA Ha OIPAHUYCHHOC BpPEM:A COIIACHO

PEriIaMCeHTy - OUCHUIIIMHBI,

OITy0JINKOBAHHOMY

B

CHO. IIpenonaBaresnb

OLICHUBACT

BBIINIOJIHCHHBIC O6y‘{aIOH_[I/IMC$I pa6OTH HE IO3OHEC 10 pa60‘II/IX JHEHW Iociae OKOHYaHUS CpOKa

BBITIOJIHECHU .

W3ydeHne AUCUUIIIMHBI OCYIIECTBISETCS B TEUEHHWE OJHOTO CEeMeCcTpa: ISl CTYACHTOB
ouHOl GopMbl 00yueHus — Ha 1 cemectpe 1 Kypca. B Teuenue 1 xypca /uisi CTy/I€HTOB 3a09HOM
(dbopMbI 00ydeHHS.

3. ConepskaHue M CTPYKTYPa THCHUIINHBI

3.1. CrpykTypa IMCHHIIJIHHBI

Ounas hopma oOydeHHs

Ne i/

HaumeHoBaHue TeM
H/WIN pa3ieioB

O0beM qUCHUNIMHBI (MOaYJIs1), Yac.

Bcero

KonTakTHast padoTa o6yuaromuxcs

C nmpenmoaaBaTesiemM

10 BU/IaM Y4€OHBIX 3aHATHI

J/IOT

JIP/
J0T

/10T

KCP

Cp

dopma
TeKyLIero
KOHTPOJIsA
ycneBaeMocTu®,
NPOMEKYTOYHOH
aTTecTAlMH

Tema 1
Topic 1

PexsiamHBIE HOCUTENN U
0COOEHHOCTHU PEKIIaMBbI
B Typu3Mme / Advertising
media and features of
advertising in tourism

10

I13

Tema 2
Topic 2

Opranuzanus u
IUTAHUPOBaHUE
pEKJIaMHOM KaMIaHUU B
cdepe Typusma /
Organization and
planning of an
advertising campaign in
the field of tourism

10

113

Tema 3
Topic 3

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

11

Tema 4
Topic 4

Ilonsitue
«OOIIECTBEHHOEY,
METO/BI €ETO

11




uccinenosanus / The
concept of "public",
methods of its research

Tema 5
Topic 5

Pa3paborka u
peanuzanusa PR-
mporpamm /
Development and
implementation of PR
programs

11

113

Tema 6
Topic 6

UMk n
KOPIIOpaTHBHEIE
OTHOLICHUSI.
TexHomorusi co3ganust
«BHEMTHETO» 00pasa.
BpenauHr kak cpecTBo
yIpaBJICHHUS UMUJIKEM
opranuzaimu / Image
and corporate relations.
Technology for creating
an "external" image.
Branding as a means of
managing the image of
an organization

11

Tema 7
Topic 7

IlonsTie
KOMMYHUKAIIUHA 1

MOA€CJIb KOMMYHUKAIUU.

OcHOBHI TEOpUHU
nieperoBopoB / The
concept of
communication and the
model of
communication.
Fundamentals of
Negotiation Theory

11

Tema 8
Topic 8

Otaomenus co CMU:
0011I1e IPUHIIHIIEI,
MIPOU3BOJICTBO
HOBOCTEH,
MEIHATEKCTHI,
MeHaMepOonpusTus /
Media relations: general
principles, news
production, media texts,
media events

11

113

Tema 9
Topic 9

IInap B UnTepuete. PR
B CHCTEME MacCOBBIX
koMMmyHHKanui / PR on
the Internet. PR in the
system of mass
communications

11

I13

Tema 10
Topic
10

[Mnap B KOHIUKTAX.
AHTHUKpPU3HUCHOE
ynpasiernne / PR in
conflicts. Crisis
management

11

HpOMC)KYTO‘IHaH aTTecrauusa

3auér




Bcero (akan/acTp):

108/
81

20/15

16/12

72/
54

Ipumeuanue: *P — pepepam, I13 — npaxmuueckue 3ausmus, T — mecmuposanue.
3aounas popma oOydeHHs

Ne n/m

HaumeHnoBaHHe TeM
H/WJIH pa3feson

O0beM JUCHMILUTUHBI (MOAYJIs1), Yac.

Bcero

KonTakTHasi padoTa o0y4yarommxcst

C rmpenoagaBaTejaemM

10 BH/IaM Y4eOHBIX 3aHATHI

J/I0T | JIP/
JOT

/0T

KCP

CP

dopma
TeKyLIero
KOHTPOJIsA
ycneBaeMocTu®,
MPOMEKYTOYHOH
aTTecTalMi

Tema 1
Topic 1

PexnamHbIe HOCUTENH U
0COOCHHOCTH PEKJIAMBI
B TypusMe. / Advertising
media and features of
advertising in tourism

12

10

113

Tewma 2
Topic 2

Opraamuzanus u
TUTAHUPOBaHUE
pEKJIaMHOI KaMIIaHUH B
cdepe Typusma. /
Organization and
planning of an
advertising campaign in
the field of tourism

12

10

113

Tewma 3
Topic 3

CyurHocTs u
conepkanue, uenu PR,
Opraau3arioHHas
CTPYKTypa ¥ QyHKITIH
PR-otnena. / Essence
and content, goals of
PR, Organizational
structure and functions
of the PR department

10

Tema 4
Topic 4

Ilousarue
«OOIIECTBEHHOEY,
METOJIEI €T
nccienosanus. / The
concept of "public",
methods of its research

10

Tema 5
Topic 5

Pa3paborka u
peanuzarnus PR-
porpamm /
Development and
implementation of PR
programs

10

113

Tewma 6
Topic 6

Umnmx n
KOPIIOpaTHBHbIC
OTHOLICHHUSL.
TexHomorus co3gaHus
«BHEIITHET0» 00pasa.
BpeHauHr Kak cpeacTBO
yIpaBICHUS UMHJHKEM
opranuzanuu / Image
and corporate relations.
Technology for creating
an "external" image.

10




Branding as a means of
managing the image of
an organization

Tema 7
Topic 7

Ilougarue
KOMMYHUKALIUU U

MOJIC€JIb KOMMYHHKAIUHU.

OCHOBBI TCOPHH
neperoBopoB / The
concept of
communication and the
model of
communication.
Fundamentals of
Negotiation Theory

10

Tema 8
Topic 8

OtHomenns co CMU:
o01re IPUHIUIIEI,
HPOU3BOJICTBO
HOBOCTEH,
MEUATEKCTHI,
MeHaMeponpusTUsL. /
Media relations: general
principles, news
production, media texts,
media events

10

I13

Tema 9
Topic 9

IInap B UnTepuere. PR
B CHCTEME MaCCOBBIX
koMMyHHKauii / PR on
the Internet. PR in the
system of mass
communications

10

113

Tema 10
Topic

[Inap B koH}IMKTAX.
AHTUKPHU3UCHOE
ynpasnenue / PR in

10

10

conflicts. Crisis
management

[IpomesxyTouHast aTTECTAITHS 4/3 3auér

Bcero (akan/acTp): 108/81 43 8/6 229/

Ipumeuanue: *P — pepepam, 113 — npaxmuueckue 3anamusa, T — mecmuposanue.

3.2. Conep:xaHue QTUCUMILIUHBI
Tema 1. CpeacTBa pekjiaMbl 1 0COOEHHOCTH PeKJIaMbl B TYpPU3Me.
PaccmoTpenbl METObI MPOJBUKEHUSI TYPUCTUUECKUX YCIYT, OXapaKTepU30BaHbl OCOOEHHOCTH
pekiambl B cepe 1eT0BOro U COOBITHITHOTO Typu3ma. CpecTBaMH PEKIaMBbl, UCITOJIb3YEMbIMH
B TypHU3Me, CUMTAIOTCSA: peKilaMa B TIpecce, pekjamMa Ha Pajauo W TEIICBHICHHUH, CYyBCHHPHI,
Hapy’KHas peKiiaMa, IIo4TOBasi pacChlIKa.

Tema 2. Opranuszanms ¥ IVIAHMPOBAHUE PEKJIAMHOM KaMIIaHUU B cepe TypUu3Ma.
Boigenensl nenu pekinaMHOM KaMIlaHMKM B Typu3Me. PaccMOTpeHbl 3Tamnbl IJIaHUPOBAHUS
pEeKIaMHOM KaMIIaHUHM, OXapaKTepHU30BaH MPOLECC pa3paboTKH PpPEeKIaMHOro OIoJKeTa.
[IpuBenensl OcCHOBBI aHanmu3a S(PPEKTUBHOCTH PEKIAMHOM JIeATEIHHOCTH B JIEJIOBOM U
coOprTuitHOM Typusme. [logymaiiTe 0 MeauanIaHuPOBaHUH.
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Tema 3. Cymnocth H cogep:kanue, neaun PR, Opranusanuonnasi crpykrypa u GyHKIuH
PR-ot1aea.

PaccMmoTpens! CynIHOCTb U cofiepkanue, uenu PR, oprannzanumonnas crpykrypa u pynkiun PR-
oTzena.

Tema 4. [lonsiTHE «00LIECTBEHHOE», METO/bI €0 U3YYEeHUSI.
AHanu3upyercsl MOHATHE «OOIECTBEHHOCTh» B MIOHUMAaHUM CIIELUAINCTOB B 00JIACTU CBS3EH C
OOILIECTBEHHOCTBIO, METO/IbI €€ U3YUCHHUS.

Tema 5. Pazpadorka u peanusanus PR-nporpamm.

PaccmoTpenbsl M oxapakTepu3oBaHbl BC€ ATambl pa3paboTku M peanuzanuu PR-mporpamm.
Ananmutndeckuii 3tan PR-komnanuu. [lmanupoBanue PR-mporpamm. Peanuzamuss u oueHka
pesynbratoB PR xommanuu. Makpo- u mukpousmepenusi PR-a¢ddexkruBHocTH. AHANH3UpPYIOTCS
criocoObl u3mepenus spdextuBHOCcTH PR, cBA3aHHOrO ¢ MPOU3BOACTBOM M HCHOJIH30BAaHUEM
MH(GOPMAaLIMOHHBIX MPOTYKTOB.

Tema 6. UMUIK M KopmopaTuBHbIE OTHOIIEHHMsI. TeXHOJIOTMSI CO3aHUS «BHEILIHEr0»
o0pa3a. BpeHaUHT KaK CpPeICTBO YNIPABJEHUSI MMUIKEM OPraHU3aluu.

AHanM3UpyeTCs TEXHOJIOTHS CO3JaHUs «BHEIIHEro» oOpa3a. bpeHauHT paccMmaTpuBaeTCs Kak
CPEZICTBO YIPABJICHUS UMUIKEM OpPTaHU3ALUU.

Tema 7. IloHATHMe KOMMYHHUKallMH W MoOJeJb KOMMYHHKAanMu. OCHOBBI TeopHH
NeperoBopoB
N3yuaroTcst OCHOBBI TEOPUU IIEPETOBOPOB.

Tema 8. OTHomenusi co CMMU: o61ue npuHIUNBI, TPOU3BOJACTBO HOBOCTEI, MeIUATEKCTHI,
MeIuaMeponpusATHs

PaccmoTpenbl TPUHIUIIBI U OCHOBHBIE COCTABIISIIONIME MEJAMAOTHOIICHHWI: TMPUHIIUITBI
MOCTPOCHUS MEIMAOTHOIICHHUH, MPOU3BOJICTBA M CMBICIOBOTIO IMO3UIIMOHUPOBAHUS HOBOCTEH
st CMU, metoasl ycwienusi “HQOPMaIMOHHOTO MOBOJIa. PacCMOTpeHbI MPUHIUIIBI M TIpaBUiIa
HAIMCaHUs TEKCTOB Juisi pacnpocTtpaneHuss B CMU u s HenmocpeACTBEHHON MyOIMKaIuu B
CMMU. PaccMoTpeHbl mpaBuiia OpPraHuM3allid M TpPOBENEHUS HaumOojee paclpoCTpaHEHHBIX
MeIua-MepoNpuATHi:  TIpecc-KoHpepeHuu, OpuduHra, mnpecc-Typa, Kpyrjioro CToja,
MIPE3eHTAIlNH, KIIyOHOTO Bevepa.

Tema 9. Iluap B UnuTepHete. PR B cucTeMe MacCOBbIX KOMMYHUKAMI

Paccmorpeno mnpumenenue PR B cetm Wutepner: Onorocdepa, couuaigbHble CETH,
TpaAULMOHHBIE CaliThl. PACCMOTpEH nuap B cUCTEME MAacCOBBIX KOMMYHUKAIMI: MPOAAKT-TEMII,
nan-naencMeHT.

Tema 10. IInap B KOHQIUKTAX. AHTUKPU3HUCHOE YIIPABJIEHUE

PaccMoTpenbl OCHOBHBIE NPUHUMIIBI AHTUKPU3UCHOIO ympasieHus: PR B upe3BbryailHbIX
cutyanusax, PR B koH}mkTax.
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Topic 1. Advertising media and features of advertising in tourism

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

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

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

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

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

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

Topic S. Development and implementation of PR programs

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

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

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

Topic 7. The concept of communication and the model of communication. Fundamentals of
Negotiation Theory
The basics of the theory of negotiation are being studied.

Topic 8. Media relations: general principles, news production, media texts, media events
The principles and main components of media relations are considered: the principles of building
media relations, the production and semantic positioning of news for the media, methods of
strengthening the information occasion. The principles and rules of writing texts for distribution
in the media and for direct publication in the media are considered. The rules for organizing and
holding the most common media events are considered: a press conference, a briefing, a press
tour, a round table, a presentation, a club evening.
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Topic 9. PR on the Internet. PR in the system of mass communications

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

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

4. MarepuaJbl TeKylero KOHTpoJisi ycreBaeMocTH 00y4alommuxcst
4.1. B xopne peanusanun gucuuiuiniabl 51.0.05 «Cospemennvie PR-mexnonozuu oenoeozo u
coovimuiinozo mypusma / Modern PR-technologies of business and event tourismy
HCIIOJIB3YIOTCS CJIeAyIoIHe MeTO/Abl TeKYIero KOHTPOJIsl yCIIeBaeMOCTH 00y4aloMuXcs:

[Ipu mpoBeneHHM 3aHATUN JEKIMOHHOTO THWIIA: JIGKIIMOHHBIM MeTop (Jekuus-Oecena),
YCTHBIH OIpOC.

[Ipu mpoBeneHUM 3aHATHI ceMUHApCKoro Tuma: pedepar, MNpaKTUYECKUe 3aHSATHS,
TECTUPOBAHUE.

[Ipu xoHTpoNe pe3ynbTaTOB CaMOCTOATEIbHOW pabOTBHl CTYIEHTOB: CAMOCTOSITEIBHOE
M3y4YCHHUE JIUTEPaTypbl; JOMAIlHUE 3a/laHus, KOTOpble BKJIIOYaeT B ce0s BBIIOJIHEHUE
Pa3IMYHOIO poja 3aJaHuii, KOTOpble OPUEHTHPOBAHbBI Ha OoJiee TiTy0OKOe YCBOGHHE MaTepuala
M3y4aeMOM TUCUHUTUINHBI.

B cnyuae peanusayuu oucyuniunvr ¢ JOT ¢hopmam 3adanuii adanmupogan 01
naamgpopmor Moodle.

4.2. MarepuaJjibl TEKyIero KOHTPOJIsl YCIIeBaeMOCTH 00y4Yal0InXCs
TunoBble olleHOYHbIE MaTepHaJbI 10 TeMe Ne3, 4, 6, 7
IIpumepHbIe TeMbI pedepaToB
IIpoananusupyiime, oyenume, cpagHume u yKaxcume c60e OmHOUEeHUue K 3ampoHymou meme.
. Pexnama v MapKeTHHT.
. Ilcuxonormyeckue aceKThl peKIambl.
. Bunsl pexnamsl.
. UIMHK KOMTIAaHUU KaK CPEICTBO PEKIIaMBI.
. Pabora ¢ pekiiaMHBIM areHTCTBOM.
. Onienka 3¢ (eKTUBHOCTH PEKJIAMBI.
. PerynupoBanue pekiiaMHOHN €A TEIbHOCTH.

00 3 N Ui AW -

. OcobeHHOCTH peKJIaMHOM TTPaKTUKK B Poccum.

9. Pexnama B cdepe Typusma.

10. OcobGeHHOCTH peKJaMbl PETMOHANBLHOTO Typu3Ma. Tembl pedepaToB MO AUCHUILIIMHE
Pexnama u PR B Typusme

11. OcHOBBI UMHUIKEIIOTHH.

12. Pa3paboTKa JTMYHOTO0 UMHJIKA.

13. Ponb xopriopatuBHO# Guniocodun U KOPIIOPaTUBHON UCTOPUH.

14. Cnimupaiitep: npodeccust WM UCKYCCTBO.

15. TlpaBuna mOArOTOBKU MEIUAKHUTA K MPeCcC-KOH(EPEHITHH.

16. OcHOBHBIE TOAXOBI K TOHUMAaHUIO KPU3KCa U CIOCOOBI YIIPABICHUS UM.

17. Oco0eHHOCTH MCUXOJIOTHYECKOTO BOCHPUATHS HH(POPMAIIMY B KPU3UCHBIX CUTYalIUsX.

13



18. Ynpasnenue unopmarueii Bo BpeMsi Kpusuca.
19. MeTtoab! 1 METO/IBI OLIEHKH B ypaBiieHuu PR-aesTensHOCTbIO.
20. Ucnonb3oBaHuEe pa3aTuyHbIX MOJIENIEH TEOPUHU ITEPETOBOPOB.

. Advertising and marketing.

. Psychological aspects of advertising.

. Types of advertising.

. Image of the company as a means of advertising.
. Working with an advertising agency.

. Evaluation of the effectiveness of advertising.

. Regulation of advertising activities.

. Features of advertising practice in Russia.

. Advertising in the tourism industry.

O 00 13 N Ui A W N =

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

11. Fundamentals of imageology.

12. Designing a personal image.

13. The role of corporate philosophy and corporate history.

14. Speechwriter: profession or art.

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

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

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

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

TunoBblie OlleHOYHBIE MaTepHAJIbI 10 TeMe Ne5, 8, 9

IIpuMepHbIe NPpaKTHYECKHE 3AHATHS

Cobepume ungopmayuio no npednodcenHou meme, coeiaiime 0030p.

3amaya 1. Co3naTh pekjiaMHOE COOOILIEHUE JUIsl CE30HHOTO IMPEIIOKEHUS TYypPUCTUYECKOTO
areHTCTBA.

3anaya 2. OOBsICHUTE 3Tambl Mpoliecca JMYHBIX nponax. [lepeuncnure cuibHble U cialble
CTOPOHBI

3amanune 3. ComytcTBytomee dcce: «KmrodeBble cooOpaxkeHUs s PyKOBOAMTENS OTHesa
MapKETHHTa TIPU OLEHKE PEKIAMHBIX MEp»

3ananue 4. CocTaBiieHHE TIpecc-penu3a Mo cieayoie HoBOCTH (10 BEIOOPY CTYIEHTA)

Task 1 Create a promotional message for a travel agency's seasonal offer

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

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

TunoBble oOlleHOYHBbIE MaTepHAaJIbI 10 Teme Nel-10
IIpuMepHBIi KOMIIEKC TeCTOBBIX 32/IaHUI
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Bvibepume npasunvuviti omeem.
1. ®ynkums PR-otaena, 3akmrogaromascs B pa3paboTke U myOaukauy nHGOPMAIHH O

JEATEeIbHOCTh KOMIIAHUM, OTBETHI HAa BOMPOCHI KYPHAJIUCTOB, MO0 U3TOTOBJICHUIO U Pa3MEIICHHUIO
pPEKJIaMHBIX MaTEpPUAJIOB O KOMITAHUU U €€ MOpa3/IeICHUSIX Ha3bIBACTCS

Omnpenenenue obuieit PR-nomutuku.

b cBsA3b ¢ MECTHBIM HaceJICHUEM

C peknaMa Kopnopauuu

D pexkiama nmpoayKToB KOpIiopanuu

2. B coBpeMeHHOM MHUpE HHCTHUTYT CBSI3el C OOIIECTBEHHOCTHIO CTall HEOTHEMIIEMOI YaCThIO
PykoBoacTBo opranuzanuu
b npecc-cexperapu
Cnyxb6a cBsizu C

3. Beibepute npeumyniectBa PR-otnena, KoTopeie MOTyT 0OOEpHYTHCSI HETOCTaTKAMM:
IIpuHaUIeKHOCTE K OHOM KOMAaHJE,
B 3Hanue opranuzanuu;
C KOHOMUS CPENCTB;
J1 moCcTymHOCTH B OOIICHUH.

4. B dyHKIMOHATBHBIE 00S3aHHOCTH OT/IEIIA IO CBSA3SIM C o01ecTBeHHOCTRI0 HE BXOAMT:!
[TonroroBka OTUETHOCTH OpraHU3AINY;
B cBsi3u ¢ rocyaapcTBEHHBIMU OpraHaMU;
C MHCTUTYLMOHAJIbHAS pEKJIaMa;
D cocraBnenue 0r0/pkeTa OpraHu3alii.

5. 3apoxaeHue OOIIECTBEHHBIX OTHOIICHUH KaK COIMaIbHOTO MHCTUTYTA TECHO IMEPEIUIeTacTCs
c
Pexnama
b nponaranna
C npecc-nocpeTHUYECTBO
6. Hammcanue craTeid WM OpraHu3aius CHEUHAIBHBIX MEPONPUATHNA JJIsI TMPHUBICUCHUS
BHUMaHHUs CPEJICTB MaCCOBOM MH(OPMAIIUH HA3bIBACTCS
[Iponarana
B npecc-nnocpenHnyecTBO
C cBsI3U ¢ O0IIECTBEHHOCTHIO

7. JIroaeii, 0CO3HABIIUX, YTO HA HUX KAaKUM-TO 00pa3oM BIHSET MpoOIeMHas CUTyaIusl, HJIK OHH
BMECTE BOBJICUCHBI B HEE, HO €lIle He OOMEHSBIIUXCS MEXIY CO00N MHEHHUSMH IO 3TOMY
MOBOJTY, HA3BIBAIOT

CkppblTas 00111eCTBEHHOCTh

B HenyOnuuHbIi

C akTHBHOE COOOIIECTBO

D 3Haromas myOnmka
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8. BepbanpHas wiu uHast OTKpBITask (hopMa peakiuy Ha OTPEICIICHHBIC Pa3paKUTeIH.
A MHeHue

YcranoBka b

C-koopauHarus

9. ®opma 3asBICHNN U CYKICHUN
Hactpoiika

b oOmrecTBeHHOE MHEHHE

C HHIAWBHUYyaJIbHAsA OPpUCHTALIUA

10. Bce, 4yTo HMeeT XOTh KakOe-TO OTHOLIEHWE K KOMIIAHMM W TOBapaM, KOTOpbIE OHa
npeasiaraeT u

YCIIYTH Ha3bIBaCTCA

N3o0paxenue

®upMeHHBIN CTHIB b.

Kopnopatusnas ¢punocogpus C

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

B generic type release

C background type information material

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

A short notice

B generic type release

C background type information material

13. When are quotation marks used?

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

C name of organizations

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

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

A true

B false

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

A definition of a common PR policy

B connection with the local population

C publicity for the corporation

D publicity for corporation products

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

B press secretaries

C Communications Service

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

B knowledge of the organization;

C cost savings;

D accessibility in communication.

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

In connection with government authorities;

C institutional advertising;

D budgeting the organization.

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

A advertising

B propaganda

C press mediation

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

B press mediation

C public relations

7. People who have realized that they are affected in some way by a problem situation, or they
are involved in it together, but have not yet exchanged opinions among themselves on this are
called

A the latent public

B non-public

C active community

D knowledgeable public

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

B installation

C coorientation
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9. Statements and judgments form
A setting

B public opinion

C customized orientation

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

A the image

B corporate style

C corporate philosophy

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

B generic type release

C background type information material

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

A short notice

B generic type release

C background type information material

13. When are quotation marks used?

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

C name of organizations

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

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

A true

B false

5. OueHovHbIe MaTEPUAJIbI IPOMEKYTOYHOI aTTECTAMHU 0 JUCHUILIHHE
5.1. 3a4éT NpoBOAMTCH C MPUMEHEHHEM CJEAYIOIIMX METOA0B (CPeICTB): B paMKax CIadd
3auéTa MpeayCMaTPUBAETCS YCTHBIE OTBETHI CTYIEHTOM IO OUIIeTy.

B cayuae npoeedenus npomesicymounou ammecmayuu 8 OUCMAHYUOHHOM pedcume
ucnonvzyemcs niamgpopma Moodle u Teams.

5.2. OuneHo4Hble MaTEePHAJIbI IPOMEKYTOYHOM ATTECTALMHI
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Kommouenr

IIpoMe:xyTOUYHBIIH/ K04 eBOi

Kpurepuii oueHnBanus

KOMIIeTeHINH WHIUKATOP OllCHUBAHUS
OIIK-4.1 Crioco6en | Pa3pabateiBaeT MapkeTHHTOBBIE cTpaTeruu | [lomydeH wcyepneIBarOmuil  cOCTaB
pa3pabaThiBaTh U TporpaMMbl B cepe Typu3Ma, a TaKKe HEOOXOIMMBIX UCXOMHBIX JTAHHBIX IS
MAapKETHHIOBBIC CTPATETMH | BHEAPSACT UX B ACATEIBHOCTD IPCANPHATHMA | o0 KOHKYDEHTHO cpenI
n TmporpaMmel B cdepe | chepsl  Typm3zmMa, B TOM UHCIE C
OpraHu3aIvy.

TypHU3Ma, a TAaKXKe BHEAPSTH

HCTIONIb30BaHuEM ceTu MHTepHerT.

IIpoBeneH caMOCTOSITENIBHBIA aHAIU3

170'¢ B JIeATEIILHOCTh

MPeIpPUATHI cthepsl KOHKYPEHTHOW Cpebl 0 TEeMaTHKE

TypusMa, B TOM HHCIC C HCCIEN0BaHNUSA, IOJIy4EHBI

HCTIOJIP30BAHIEM cetn 000CHOBaHHbBIE BHIBOJIBI.

WutepHer.
Pa3zpaboTana MapKeTHHTOBAs
CTpaTerus OpraHu3aliy, OTBEUAIoIIas
COCTOSIHUIO KOHKYPEHTHOU Cpelbl U
CTpaTernIecKuM 3a/a4am
OpraHu3alid C y9eTOM TpeOoBaHUH
MTPOEKTHOTO MOIX0A.
[IponemoHCTpUpPOBaHBI HaBBIKU
OpraHM3ald  KOHTPOJIS BHEAPCHHS
MapKETHHIOBBIX CTparerui u
MporpaMM OpTaHW3alUi WHAYCTPUHU
JIEJIOBOTO U COOBITUHHOTO TypH3Ma, B
TOM 4YHCJI€ C  HCIOJb30BaHHUEM
BO3MOHOCTEMN IHTEpHET CeTH.

[TKc-4.1 Crioco6eH | OmpenensieT KIIOUYeBble TexHoJorudeckue | OTIIMYHO  3HAKOM C  TIOHUMaeM

OTIPENEeNSITh KITIOYEBBIE | TYPUCTCKHE HOBAIHH, OIIEHMBAET | cienn(uKu po¢heCCHOHANBHBIX

TEXHOJIOTHYECKHE 3¢ exTUBHOCTH u 00OCHOBBIBACT | CHCTEM U TPEANPHUATHH cdepbl

TYpPUCTCKHUE HOBAIIUY, | IPUMCHECHHE COBPEMEHHBIX | TypU3Ma.

onieHuBaTh 3(Q(PEeKTHBHOCTh | HHQPOPMAIIMOHHBIX W KOMMYHHKATHBHBIX | MoXeT CaMOCTOSITEITHHO

u 00OCHOBBIBATH | TEXHOJIOTHI JUTST oOecrieueHus | pa3padaTbiBaTh PEKOMCHIAIMK IO

MPUMEHEHUE COBPEMEHHBIX | KOHKYPEHTOCIIOCOOHOCTH  TPEANPHUATHH | OpraHu3aIuu MIPUMEHEHHS

MH(POPMAITTOHHBIX u | chepsl TypusMa. COBpPEMEHHBIX nH($OPMAIIOHHO-

KOMMYHHKaTHBHBIX KOMMYHHUKATUBHBIX TEXHOIOTHH s

TEXHOJIOTHI ULt o0ecrieueHus

obecrieueHus KOHKYPEHTOCIIOCOOHOCTH OOBEKTOB B

KOHKYPEHTOCITOCOOHOCTH cdepe Typusma.

TIPEATPUATHI cheprr

Typu3Ma.,

TunoBblie OLleHOYHbIE MATEPHAJIBI IPOMEKYTOYHOM ATTECTAIIUN
IlepeyeHb BONPOCOB K 3a4€Ty

H3nooxcume meopemuueckue O0CHO8bI NO OAHHOU meme (Oaiime onpeoeseHus,

nepeuucaume u Hazoeume) u 0O0OCHyiime (apymeHmupyime u npooemoHcmpupyiime) ceoe

omHuouienue K 0aHHoul meme (Ha KOHKpemHom npumepe):

1. OnpenencHre TOHATHS «CBSI3U ¢ OOIIIECTBEHHOCTHIO», CYIIIHOCTH U 1ene PR.
2. Inap n 6u3kue K HeMy (POPMBI IESITEITBHOCTH.

3. [Mpunnune! u pyakuuu PR, BUIBI 1 METOBI.

4. q)}IHKHI/IOHaJ'IBHBIC 0053aHHOCTH OoTAciaa 110 CBA34AM C O6H.[€CTBCHHOCTBIO.

5. Tpe6OBaHI/I$I K JIMYHBIM Kad€CTBaM H 06p330BaHI/IIO CIICHUaJIuCTOB IIO CBA3IM C

O6H.[CCTB€HHOCTBIO.

6. JlomkHOCTHBIE 00s13aHHOCTH PR-MeHemkepa.

7. Ily6nuka amsi nuapiKa, TUIOJI0rHs 00IeCTBEHHBIX IPYIIIL.
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8. CBs3p OOIIECTBEHHOr0 MHEHHUS M PR-/esTenbHOCTH: OTHOIIEHHE, HANpPaBICHHOCTS,
MOTHBAIUS U3MEHEHUS 0OIIECTBEHHOTO MHEHHS.

9. Busibl u3y4eHus oOIEeCTBEHHOTO MHEHHS, COLIMOJIOTHYECKUE HCCIIEIOBAHUS.

10. JINYHBIA UMUK,

11. TexHonorus co3aanus KOpIOpaTUBHOI'O UMUIKA.

12. bpeHauHT KaK CpeACTBO YIIPABICHUS NMHJDKEM.

13. UnenTudmkannoHHbIA OpeHANHT, KOOPSHIUHT, pEOPEH/IUHT.

14. CnyxoBOWi ¥ CEHCOPHBIM OpEHIMHT, AaHTHOPEHIWHT, OpPEHIUHT COIMAIBHO
OTBETCTBEHHOT'O MIOBEICHUSI.

15. XapakTepucThKa HMMHUDKEBBIX KaMIIAaHUW IS TPOABWIKEHHS  TEPPUTOPUH,
OpraHu3alMii, I JIMYHOTO IHapa.

16. ITpunmunel noctpoeHus cesizeit co CMU u ynpasieHrs HOBOCTSIMU.

17. IlponsBoactBo HOBOCcTeM Wit CMU, meToabl yCHUIIEHHSI HOBOCTHOTO IMOBOIA.

18. Ciyxu, ©X 0COOCHHOCTH.

19. Ilpecc-penu3: BUbI, TpaBUIa HaMcaHus, 3HaueHue PR.

20. BeicTyruieHus, BEICTYIUICHUS HA Paayo U TeNeBUICHUH KakK (hopMa Mo1ayl HOBOCTEH.

21. Menua-meponpustus: npecc-KoH(epeHus, OpuuHr, Mpecc-Typ, KPYribld CTOI,
npe3eHTalys, KIyOHbIi Beuep.

22. Mudonorudyeckie apryMeHThl Kak METO/ BO3JICHCTBUS Ha MOTpeOuTENs HH(OpMAIIUK.

23. JlenoBble puTyasnsl Kak yacTh PR-nonuTuku komnanuu.

24. AHTHKPHU3UCHOE YTMpaBIEHHE: TMOHATHE «KPU3HC», OCOOCHHOCTH HCIIONb30BAHUS
uH(pOpPMAaLIUU BO BpeMsi KPU3UCOB.

25. AHTUKpU3HCHOE ympaBlieHWe: HH(OpMALMOHHAS JEATEIbHOCTh B KPU3UCHOU
CUTYyallud ¥ OCOOCHHOCTHU TICUXOJIOTHYECKOTO BOCTIPUATHS HHPOPMALIUHU B YCIIOBHIX KpPHU3HCA.

26. Xapakrepuctuka 3tanoB PR-kammnanun.

27. Ouenka 3(ppeKTUBHOCTH, OIIEHKA KOPIIOPATUBHBIX KOMMYHHUKAIIUH.

28. Usmepenus sdpdextuBHOocTH PR, CBSA3aHHBIX ¢ MPOM3BOACTBOM M HCIOJIH30BAHHUEM
WH(GOPMAITMOHHBIX IMPOTYKTOB.

29. Ilnap B UnTepHere.

30. ITmap B cucteme MacCOBbIX KOMMYHHUKALUH.

1. Definition of the concept of "public relations", the essence and goals of PR.

2. PR and forms of activity close to it.

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

4. Functional duties of the public relations department.

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

6. Job responsibilities of a PR manager.

7. Public for PR specialist, typology of public groups.

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

9. Types of public opinion research, sociological research.

10. Personal image.

11. Technology for creating a corporate image.

12. Branding as a means of image management.

13. Identification branding, co-branding, rebranding.
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14. Auditory and sensory branding, anti-branding, socially responsible behavior branding.

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

16. Principles of building media relations and news management.

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

18. Rumors, their features.

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

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

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

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

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

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

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

26. Characteristics of the stages of the PR campaign.

27. Evaluation of efficiency, evaluation of corporate communications.

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

29. PR on the Internet.

30. PR in the system of mass communications.

Ilkana oneHnBaHUSA

OneHka pe3yJabTaTOB IPOM3BOAUTCA Ha OCHOBe IloylokeHHA O TEKylleM KOHTpOJIE
yCIEBAEMOCTH  OOy4alomMXcs M MPOMEXKYTOYHOM  aTrTecTaluu  OOeraroumxcs 1o
00pa3oBaTeNbHBIM IPOrpaMMaM CpEIHEro Mpo(ecCHOHATBFHOIO M BBICIIEro 00pa3oBaHUS B
denepaabHOM TrOCyNapcTBEHHOM OO/DKETHOM| 00pa3oBaTENbHOM — YUPEKICHHH — BBICIIETO
oOpaszoBanus «Poccuiickas akageMHHd HapOAHOIO XO3AKWCTBAa M TOCYIAPCTBEHHOM CIy>KOBI IpHU
[Ipesunente Poccuiickoit @enepanun», yrBepxkaeHHoro Ilpukazom Pexkropa PAHXul'C mnpu
[pesugerre PO ot 30.01.2018 r. Ne 02-66 (.10 paszmema 3 (mepBwiii ab3am) u m.11), a Takxke
Pemrennss VYuenoro cosera Cesepo-3amagHoro wuHctutyta ynpasieaus PAHXul'C npwu
[Ipesunente PO ot 19.06.2018, nporokon Ne 11.

Ha «3a4TeHo0» OLICHMBAOTCS OTBET, B KOTOPOM CHCTEMHO, JIOTUYHO U ITOCJIEIOBATEIBHO
U3JI0KEH MaTepuall Ha BCE IOCTaBJICHHBIE BOIPOCHL. Kpome TOro, CTyleHT NOJDKEH IO0Ka3aTh
CIIOCOOHOCTH JeNIaTh CAaMOCTOSITENIbHbBIE BBIBO/Ibl, KOMMEHTHUPOBATh U3JlaraeMblii MaTepuali. [lpu
9TOM JIOIIyCKAIOTCS HEKOTOpBIC 3aTPyJHEHUs C OTBETAaMH, HAIpUMEpP, 3aTpyAHEHUSA C
[IpUMEPaMU U3 NMPAKTUKH, 3aTPYIHEHUS C OTBETAMHU Ha JOIOIHUTEIBHBIE BOIIPOCHI.

«He 3a4TeHo» cTaBUTCA B Cllydae, KOrja CTYAEHT HE 3HAET 3HAYUTEIbHOW 4YacTu
y4eOHOro Marepuana, JOINYCKaeT CYIIECTBEHHbIE OIIMOKHM; 3HAHUSA HOCAT OecCHCTEeMHBbIN
XapakTep; Ha OOJBIIMHCTBO JONOJHHUTEIbHBIX BOIPOCOB JaHbl OLIMOOYHBIE OTBETHI; OTBET
JAETCs HE T10 BOIIPOCY.
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6. MeTonu4eckue MaTepuaJibl 10 OCBOEHHUIO TUCIHILJIMHBI

CryneHT gommycKaeTcs K 3a4eTy 10 JUCHUUIIMHE B ClIy4ae BBIIOJHEHUS UM BCEX 3aJlaHUl
Y MEPOTIPUATUM, TPEAYCMOTPEHHBIX TPOTPAMMON THCIUILTAHEI.

3aueThl OPraHW3YIOTCS B MEPHOJ CECCUU B COOTBETCTBHH C TEKYIIUM TpaduKoM
y4e0HOTO TpOoIecca, YTBEPKICHHBIM B COOTBETCTBUHU C ycTaHOBIEHHBIM B C3UY mopsakom.
[IponomKUTENPHOCTh 3aueTa JUIsl KaXIOro CTYJIEHTAa HE MOJKET IPEBbIIATh YEThIPEX
aKaJIEeMUYECKNX YacoB. 3aueT HE MOXKET HauumHaTbesa paHee 9.00 4acoB M 3aKaHUYMBATHCS
no3aHee 21.00 yaca. 3aduer IpoBOAUTCS B ayAUTOPUH, B KOTOPYIO 3aIlyCKAIOTCs OJHOBPEMEHHO
He Oosiee 5 denoBek. BpeMs Ha MOATOTOBKY OTBETOB IO OMIIETY KakJIOMy OOyuarouemycs
orBoautcs 30-40 munyT. [lpu siBke Ha 3a4eT 00yUaOMUNCS JOJKEH UMETh TIPH ce0e 3a4ETHYIO
KHIDKKY. Bo BpeMms 3auera oOyuyaroliuecsl Mo PelIeHUIO MpernojaBaTesis MOTYT MOJIb30BaThCs
y4eOHOM MporpaMMoi TUCHUIUIMHBI U CIIPAaBOYHOM JIUTEPaTypOi.

O6yuenne mno pguciuiuimHe b1.0.05 «CoBpemennbie PR-TexHOIOTMM AETOBOTO H
cobprTuitnoro Typusma/ Modern PR-technologies of business and event tourism» mpesamnosaraer
M3y4YeHHE Kypca Ha ayJuTOPHBIX 3aHATUAX (JIEKUMM U TPaKTUYECKHe 3aHATUS) U
CaMOCTOSITENIbHOM paboThl CTYAEHTOB, BKJIIOUasl MOATOTOBKY K 3au€ry. IIpakTuueckue 3aHaTUA
muctumuHel b1.0.05 «CoBpemennbie PR-TexHOnoruu nemoBoro u cOOBITUHHOTO Typu3ma/
Modern PR-technologies of business and event tourism» mpeamnojararoT WX IPOBEICHHE B
pa3auuHbIX (QopMax ¢ IENbI0 BBIABICHUS IMOJYYCHHBIX 3HAHHWA, YMEHUH, HaBBIKOB U
KOMIIETEHIINH.

Iloozomoexa Kk nexyuu
C uenbio o0ecrieueHus yCrenrHoro 00y4eHus CTyIeHT J0JDKEH TOTOBUTHCS K JIEKIIUH,
MIOCKOJIbKY OHA SIBJIIETCS BayKHeHel Gpopmoii oprannzanuu yueOGHOro npouecca, moCcKoJIbKY:
— 3HAKOMUT C HOBBIM yU€OHBIM MaTepUajIoM;
— pa3bsACHAET Y4eOHbIC SJIEMEHTHI, TPYIHBIC ISl TIOHUMAHHS,
— CHCTEMaTU3UpyeT yueOHbIH MaTepua;
— OpHUEHTHUPYET B yUeOHOM IIpoLeCCe.
Iloozomoeka K neKyuu 3aKn0Uaemcs 6 cneodyruiem:
— BHHMMATEJIbHO TPOYUTANTE MaTEepHall MPEAbITYIIEeH JTeKIINH;
— Y3HaiiTe TeMy MNpeAcCTosIIed JeKUuu (Mo TeMaTUYeCKOMY IUIaHy, 1Mo WHGpOpManuu

JIEKTOpa);
03HAKOMBTECH C YUEOHBIM MAaTEPHUAJIOM 110 YIEOHHKY U Y4eOHBIM OCOOUSIM;
nocrapaiiTech ysICHUTh MECTO M3y4aeMOW TEMBI B CBOEH MPOQecCHOHATBHON MOATOTOBKE;
3aMUIINTE BO3MOXHBIE BOIPOCHI, KOTOPBIE BbI 3a/1aJUTE JIEKTOPY Ha JEKLUH.

Ilo0z0moexa Kk npaKmuuecKum 3aHAMUAM:
— BHHUMATEJIBHO MPOYMUTANTE MaTepuan JEKIMA OTHOCSIIUXCSA K JAHHOMY CEMHUHApCKOMY
3aHATHIO, 03HAKOMBTECH C YUEOHBIM MAaTEPHUATIOM IO YYEOHUKY M YIEOHBIM TOCOOUSIM;
— BBINTUIIUTE OCHOBHBIC TEPMUHBI,
— OTBEThTE Ha KOHTPOJIbHBIE BONPOCHI MO CEMUHAPCKUM 3aHATUSAM, TOTOBBTECH AaTh

Pa3BEPHYTHIM OTBET HA KaXKIbIH U3 BOIIPOCOB;

— YACHUTE, Kakue ydeOHbIe DJIEMEHTBhl OCTAJIMCh JJIsi Bac HESACHBIMU M IOCTapalTech

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

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

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

MeToanyeckue yKazaHusi 10 OPraHU3alUil CAMOCTOSATEIbHOI padoThI

YcmentHoe OCBOEHHE JWCHUILIMHBI IMPENIoJaracT akTHBHOE, TBOPYECKOE ydacThe
oOyJaromuxcs Bo Bcex (popMax yueOHbIX 3aHATHIA, ONPEASIICHHBIX IS JAaHHOW JUCIUTUTAHBIL.

CamocrosrenbHas padoTa CTYyI€HTOB M0 JAUCLUIUIMHE IIPU3BaHA HE TOJIBKO 3aKPEIUIATh U
YIIyONIATh 3HAHUS, TOJyYEeHHBIE HAa ayJUTOPHBIX 3aHATHSIX, HO W (POPMHUPOBATH yMEHUS
OpPHEHTUPOBATbCS B MHOrooOpa3uu Marepuana, yMmMeHus o0oOmarbk, pedepupoBarh, yMEHUs
OpPTraHU30BaTh CBOE BpEMs, CIIOCOOCTBOBATH PA3BUTHIO y CTYACHTOB TBOPYECKHUX HABBIKOB,
BBIPA3UTh CBOIO TOYKY 3PEHUS Ha H3y4dEeHHbIE BOMNpPOCHl M 3ajnaHus. [Ipu BBINOIHEHUU
CaMOCTOSITENIbHOW pabOThl CTYJIEHTY HEOOXOAMMO IpPOYMTaTh TEOPETUUYECKMH Marepuanl He
TOJIBKO B Y4eOHUKaX U y4eOHBIX MOCOOUAX, YKa3aHHBIX B OHOIMOrpaduuecKkux CHucKax, HO H
[IO3HAKOMUTBCS € MOHOIpaUYeCKUMHU HCCIeOBaHUAMU. PekomMeHmanuu 1o Hay4yHOH
auTepatrype, HMH(QOPMALMOHHBIM HCTOYHMKAM M Y4eOHO-METOAMYECKOMY O0eCIeUeHHUI0
CaMOCTOSITENIbHON PabOThI coaepikarcs B pazaenax 6 u 7 nannou PIT/I.

Bonpocs! 1151 caMOCTOATEILHOM NOATOTOBKH K 3aHATHAM
JICKIIMOHHOT'0 ¥ CEMHMHAPCKOIr0 THIIOB

Bonpocs! 1J1s1 O1leHKH pe3yJibTaTa ocBOeHMs '"3HaTh'':
1) ITaGnuk pusIeHIH3: TOHATHE, CYITHOCTh, UCTOPHUS.
2) UcTtopus pa3BuTHs CBsI3€l C O0IIECTBEHHOCTHIO, 3ala/IHbIE U POCCUNCKNE aBTOPHI U
pa3pabOTUYMKH CBsA3EH C OOIIECTBEHHOCTHIO KaK 0COO0T0 BHIa TEOPUH U MPAKTUKH.
3) [Ipuuunsl nosinenust PR-gestensHOCTH B chepe Typusma.
4) ITaGauK pUIICHIIH3 KaK CHCTEMa YCTAaHOBJICHHUS CBSI3€H ¢ 00IIECTBEHHOCTHIO U
TypOIEepPaTOpPOB.
5) XapakTepucTruKa OCHOBHBIX MOJX0/I0B B OMPE/ICICHUU TOHITHH CBsI3€H C 00IIECTBEHHOCTHIO.
6) OcoOeHHOCTH CBSI3€H ¢ 00IIECTBEHHOCTHIO B POCCHIICKOM TYPUCTHYECKOM OHM3HECe.
7) Ctaryc npodeccuu CreruaiicTa mo cBsi3sM ¢ 001eCTBEHHOCThIO, 0COOCHHOCTH BHEIPEHUS B
MPaKTUKY TYPPUPMBL.
8) CymrHocTh, poJib U 3HAYEHHE OOIIECTBEHHBIX OTHOIIIEHUH.
9)PR-¢pyukmmu. PR kak 3¢(eKTUBHBIN HHCTPYMEHT yIIPABJICHHS.
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10) [lepBuuHble 1 BTOPUYHBIE (DYHKIIMU CBSI3€H ¢ OOIIECTBEHHOCTBIO.

11) PR kak ynpaBienuyeckast pyHKIHS U cepa AesTeIbHOCTH.

12) OcobeHHOCTH CBsI3el C 00IIECTBEHHOCTHIO B TYPH3ME.

13) BayTpennnii u BaenrHuii PR. Ponb nenHocTei, moTpeGHOCTEH, MOTHBOB, HHTEPECOB B
opranu3auuu PR-aestensHOCTH B TypHU3ME.

14) Texnonoruu u uHCTpyMeHThl PR-TexHOMIOTMI B IPOIBUKEHUU TYPUCTCKOIO MIPOIYKTA.
15) PR B cucteme MapKeTUHTOBbIX KOMMYHHKaIMi. Xapaktepuctuka PR kak co3HaTenbHO
OpPraHU30BAHHON KOMMYHUKAIIUU.

16) MeTob! cBsi3€il C OOIIECTBEHHOCTHIO B TYPUCTHUECKOM OM3HECE.

17) Pexstama u cBsi3u ¢ 00IIECTBEHHOCTHIO: COOTHOIIICHUE TIOHSITHI U IEATETLHOCTH.

18) UepHblii, cepblit ¥ Oenblil THap IpU MPOJBUKEHUH TYPUCTUUECKUX IPOIYKTOB.

19) Ocobennoctu 11eei, METOIOB U pe3ysibTaToB PR 1 pekiamMHOM nMpakTHKY.

20) OO11eCTBEHHOCTh: IOHATHE, CTPYKTYpa U METO/IbI HCCIIE0BAHUS.

21) Leneble rpynnbl U KOHTAKTHBIE ay TUTOpUHU. [IoHATHE 1IeNneBbIX rpym.

22) OCHOBHBIE XapaKTEPUCTUKN KOHTAKTHBIX ayTUTOPHIA.

23) MOHUTOPUHT KOMMYHHMKAIIMOHHOM CpeJibl OpraHu3alum.

24) MenemxmeHT B chepe PR-nesrensHocTH.

25) braroTBOpUTENBEHOCTh U CIOHCOPCTBO B cucteme PR.

26) Iloaroroska MatepuanoB uist CMU cniennanncToM 1Mo CBs3iM ¢ 00LIECTBEHHOCThIO
TypareHTCTBa: OT KHOBOCTHOT'O CIOXKETa» J0 MabJInKa.

27) UMux ¥ KOpIOpaTUBHBIE OTHOIIEHUS! BHYTPU OPraHU3aUi TypUCTUYECKON OTPACIIH.
28) Opranuzanus n3dupartenbHoi kamnanuu. Co3iaHue mporpaMmbl KaMITaHUH.

29) MeponpusTHs [0 OpraHU3aluy MEPOIIPUATUI B TYpPUCTHUECKOM OU3HECE.

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

31) Lenu n HanpaBIEHHOCTb MEPONPHUATHIA MO CBA3AM C OOIIECTBEHHOCTHIO.

32) YpoBHU U (HOPMBI THAP-MEPOTPUSATHI.

33) Opranuzanus OpupUHIroB U MPE3ECHTAIHHA.

34) IlpecTmx KoMIaHuU U ee UMUK, DopMHUpoBaHUE UMUJKA TYpPONEpaTOpPA.

35) IloaroToBka u npoBeneHue npecc-koHdepenuu. [lopsaok mpoBeaeHus mpecc-
KOH(EpeHIIHH.

36) PR-menemxment. Opranuzaiuonasie popmbl PR-MenemxmenTa.

1) Public relations: concept, essence, history.

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

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

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

5) Characteristics of the main approaches in defining the concepts of public relations.
6) Peculiarities of public relations in the Russian tourism business.

7) The status of the profession of a public relations specialist, the features of the introduction into
the practice of a travel agency.

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

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

10) Primary and secondary functions of public relations.

11) PR as a managerial function and field of activity.
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12) Peculiarities of public relations in tourism.

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

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

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

16) Methods of public relations in the tourism business.

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

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

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

20) Public: concept, structure and research methods.

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

22) The main characteristics of contact audiences.

23) Monitoring the communication environment of the organization.

24) Management in the field of PR activities.

25) Charity and sponsorship in the PR system.

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

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

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

29) Event management activities in the tourism business.

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

31) Goals and focus of public relations events.

32) Levels and forms of public relations events.

33) Organization of briefings and presentation.

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

36) PR management. Organizational forms of PR management.

Bonpocsl 1151 oeHKHU pe3yJibTaTa ocBOeHHs ""YMeTh':

1) OnummmTe MEXaHU3M YIIPABJICHUS UMUKEM TYPUCTHUSCKON Kommanuu. [IpenctaBuTh
TUIOJIOTHIO UMHU/DKA U QITOPUTM MOCTPOEHUSI UMUJIXKa TypoIieparopa.

2) OxapakTepru30BaTh OCHOBHBIE ATAIbI TIITAHUPOBAHHUS ICSITEIILHOCTH TIO CBSI3SIM C
00IIECTBEHHOCTHIO.

3) Oxapakrepu30BaTh IPOLIECC NOJTOTOBKU K KpU3HCaM KaK OJHY U3 OCHOBHBIX 3aJa4 paboThl
OTJIeJIa IO CBSI35M C OOIIECTBEHHOCTHIO, OXapaKTepPU30BaTh JICHCTBUS CIEIIUATUCTOB M0 CBSA3AM
C 00I1IECTBEHHOCTHIO B YCIOBUSAX KpHU3HUCa.

4) Onummre mpolecc NpoBeAeHUs npecc-KoHpepeHIui. OmummTe ux 1eib, eJIeBYI0
ayJIUTOPHIO, MPOIIECC MOATOTOBKH MaTEPHUAJIOB.

5) Onumure npecc-Typ Kak CreUalIn3upOBaHHOE MEPOIPUITHE IS IIPECCHI.

6) [lepeuncnure npaBuia HaMKMCAaHUS IIPECC-PeNu3a.

7) OxapakTepu30BaTh COAepKaHNe U Ha3HAYeHHE WH(OopMalmoHHOro nakera ans CMU,
O0COOEHHOCTH €T0 MPUMEHEHHS.

8) IlepeuncnuTe TAIBI CO3MAHUS BUACOPOIHKA TSl TYPUCTHUECKOM KOMITaHuu Aiis 1enei PR-
KaMITaHUU.
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9) OxapakTepu30BaTh CBOCOOpa3ne )KaHPOBOM CUCTEMBI TEKCTOB IO CBA3SIM C
OO0IIIECTBEHHOCTBIO.

10) OxapakTepu3yiite HoHsATHE KopriopaTuBHOro PR, onumuTe ero muemnb, 3agauu, QyHKIUH.
11) Onumure ocodenHoctu padboTsl PR-crienmanucra TypucTuueckoil KOMIIAHUH C 11€JIEBBIMU
aynurtopusimu B HTepHeTe.

12) Onucatp ocobennoctu coznanusi PR-rekcros B lnTepHere.

13) Onucartp cnennuKy BHEITHUX M BHYTPEHHUX KOMMYHUKaIUH B chepe cBsizel ¢
00IIEeCTBEHHOCThIO, HHCTPYMEHTHI PaOOTHI.

14) Ilepeuncnute cyiiecTBeHHbIe XapakTepucTuku PR-tekcToB. OxapakTepu3oBaTh xKaHPOBYIO
cuctemy PR-tekcToB.

15) OxapakTepu3yiiTe MaHUIYJIMPOBaHUE OOIIIECTBEHHBIM MHEHHEM Kak PR-TexHomoruto B
TYPUCTHYECKOU I€ATEIbHOCTH.

16) OnuiuTe nporecc paboThl ¢ 0OIIECTBEHHBIM MHEHHEM.

17) Onucatp mporecc pa3padoTku 1 npoBeaeHus: PR-kammnanuy.

18) OnumuTe mporecc padoThI CO CIyXaMU U HeraTUBHOW MH(GOpMaITuei.

19) Onumute nporece GopMUPOBaHHS OOIIECTBEHHOTO MHEHUS U YIIPABJICHUS UM.

20) Onucatp nporiecc pa3pabOTKU CTpaTeTwH U TaKTUKUA PR-koMMyHuUKaruii.

21) Omnucatb ciocoObl CO3/1aHUS UMUKA OPraHU3alMK U ee IpoayKiuuu Metogamu PR.

22) Onucatb METO/Ibl MPOTHO3UPOBAHUS PEAKIINH ayAUTOPUH.

23) Onucats nporiecc opranuzanuu PR-meponpusitiii u PR-meponpusituii, cCBSI3aHHBIX C
MPOJIBM>)KEHUEM MPOAYKTOB TYPUCTUUECKON OTPaACIIH.

24) Onucatb CMBICI, COZIEpKaHuE, paccka3aTrb 00 HcTopuu PR-nesTensHOCTH B TypU3Me.

25) Onumute npouecc craHoBiaeHus PR kak obnactu 3HaHui U cepsl AeATEIbHOCTH.

26) [IpoBectu ananus onpeneneHuit PR. Onumure B3aumocssass mexay PR, pexnamoit,
IIPOIIara”iou.

27) OxapaxrepuszoBatb PR 1 MapkeTuHroBbie KoMMyHuKaluu, PR u 1e1oBbsle KOMMYHHKaIUK
KOMIIAaHUH.

28) OxapakTepu3yiiTe TOHATHS «OOIIECTBEHHOCTh» H «KOMMYHHKAIIUNY, IEPEUHCITUTE
CyOBeKThI U 00BeKThI PR-nesTenbHOCTH.

29) OnumuTe ynpaBlieHUE CBI3SIMH ¢ OOIIECTBEHHOCTHIO U KOMMYHUKaUsIMu. OnucaTth
pasnuunbie Monenu PR-nesarensHoCTH, nenu u 3a1aun PR B COBpEMEHHBIX YCITOBHUSIX.

30) OxapakTepu30BaTh MUPOBBIC U pOCCHIICKKE TeHAeHITMN PR-nesrensHoCTH.

31) Onummte mecto u poiib PR B cucTeMe MapkeTHHTOBBIX KOMMYHHKALUN B cpepe Typu3ma.
32) OnummTe eI MapKeTHHTOBBIX KOMMYHHUKaUi 1 1ieau PR, ux cucremuoe
B3aNMOJICHCTBHE.

33) Onucath MOACIM KOMMYHHKAITUU U CIIOCOOBI MX peaynm3aiuu, PR kak apdexruBHOE
CPEICTBO yIpaBJIEHUS peryTanuen (MMUIKeM) TypUCTUYECKON KOMITaHUU.

34) OxapakTepu3oBaTh BHyTpUGUPMEHHBIH PR, KOHIIENIIHIO KOPIOPAaTUBHON KYJIBTYPHI,
noctuxeHne 3 HEeKTUBHOCTH BHYTPEHHUX KOMMYHHKAIMHM U UX UH()OPMALIMOHHOE
obecrieveHue.

35) Onummte pons PR B popMupoBanuu 6m3Hec-KyabTypbl. OMUIIMTE OCHOBHBIE IIEHHOCTH U
«CHMBOJIBD) KOPIIOpALUH.

36) OnuiuTe 3anaHbIi ONBIT U COBPEMEHHYIO NMPAKTUKY (POPMUPOBAHUS UMUIKA C TIOMOIIIBIO
PR-texnonoruii. OxapakTepnu30BaTh MOHATUS «UMHK» U «KOPIIOPATUBHBIE OTHOIIECHHUS».
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1) Describe the mechanism for managing the image of a travel company. Present the typology of
the image and the algorithm for constructing the image of the tour operator.

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

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

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

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

6) List the rules for writing a press release.

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

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

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

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

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

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

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

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

16) Describe the process of working with public opinion.

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

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

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

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

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

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

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

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

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

27) Describe PR and marketing communications, PR and business communications of the
company.

28) Describe the concepts of "public" and "communications", list the subjects and objects of PR
activities.

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

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

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

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

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

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

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

Bomnpoce! 1J1s1 oueHku pe3yJbTaTta ocBOeHus "'MMeTh HABBIKK'':

1) I[IpogemMoHCTpHpPOBaTh HABBIKU IIJIAHUPOBAHUS KAMIIAHUH T10 CBS3SIM C OOLIECTBEHHOCTBIO.
2) leMOHCTpUPOBATh HAaBBIK MOJITOTOBKU K KpU3HCaM KaK OJJHY U3 OCHOBHBIX 3a/1a4 pabOThI
OTJIeJIa IO CBSI35IM C OOIIECTBEHHOCTHIO, 3HAHHUE MOPSAJIKA JCHCTBHM CIIEUAINCTOB O CBA3SIM C
OOIIECTBEHHOCTHIO B YCIOBHUSIX KpU3HCA.

3) IIpogemMoHCTpUpPOBATh YMEHHE aHATU3UPOBATH MIpecc-KOH(GEPEHIINHU, UX 1eNTb, LEIEBYIO
ayJIUTOPHIO, TOTOBUTh MaTE€pHUab.

4) IIpoaeMOHCTpUPOBATh HABBIK aHAJN3a OPTaHU3AlMU [TPECC-TYPOB.

5) IIpogeMOHCTpUPOBATh HABBIKYA HATTUCAHHUSI IPECC-PETH30B.

6) [IpogemMoHCTpHpOBaTh HaBBIK MOATOTOBKH MH(OpMannoHHOro nakera ans CMU.

7) IIpogeMoOHCTpUPOBATh HABBIK BIIAJICHUS TEXHOJIOTHEH CO3/aHusI BUICOpoIHKa JjIs meneit PR-
KaMIaHUH.

8) IIponeMOHCTPUPOBATh YMEHUE CO3aHUsI MEIMATEKCTOB, 3HAHUE CBOCOOPa3Us KAHPOBOI
CHCTEMbI TEKCTOB T10 CBS35M C 00LIECTBEHHOCTBIO.

9) IlpogeMoHCTpUpPOBAaTh HaBbIK aHAIM3a OPraHU3ALUN KOPIIOPATUBHBIX MEPOIIPUATHH B LIETAX
PR.

10) JleMoHCTpUpPOBaTh YMEHUE ONPEAEIIATh KOHTAKTHYIO ayAUTOPHIO, TIOHUMATh €€
noTpeOHOCTH.

11) IlponemoHncTpupoBath HaBbIK co3nanus PR-tekcroB s MuTepHera.

12) [IpogeMoHCTpHpOBaTh YMEHUE paboTaTh B KPU3UCHBIX CUTYALUSIX.

13) JlemoHCTpHpOBaTh HABBIK PabOTHI C Jkamo0aMu U MpeTeH3usIMu MeToaamu PR.

14) IIpogeMOHCTPHPOBATH YMEHHE aHAIM3UPOBATh OCOOCHHOCTH paboThl PR-cnenmanmcra B
chepe Typusma.

15) [IpogeMoHCTpHpPOBAaTh YMEHUE MaHUITYJISITUBHBIX TexHONOTUi PR-nearensHOCTH B chepe
TypH3Ma.

16) IIponemMoHCTpUpOBaTh HaBBIKHU TUTaHKPOBaHus PR-kammnanuii u PR-meponpusituii.

17) JleMoHCTpUpPOBaTh YMEHNE aHAIU3UPOBATH MPOBEACHUE PAIUYHBIX MEPOTIPUATUI
COOBITUHHOTO MEHEJKMEHTA B TYpPUCTHUECKOM OHM3HECE.

18) IIponeMoHCTpUpPOBATh HABBIK HEMTpanu3aluy HeraTuBHOU nHpopManuu B chepe PR.

19) JlemoHCTpUpOBaTh HABBIK BJIAJICHUS METOAaMH MPOBEICHUS MPABUIILHON KOHKYPEHITUH C
HCIIOJIb30BaHKEM MeTon0B PR.

20) IIporeMoHCTpUPOBATh YMEHHE PEKIaMUPOBATh OPTaHU3ALMIO U €€ MPOAYKIIHUIO.

21) IlponeMOHCTpUPOBATh HABBIK BJIaICHUS ATHKOM CIICIIUAINCTA TIO CBA3SIM C
OOIIECTBEHHOCTBIO.

22) IlpogeMOHCTpUPOBATh HABBIKU CTPAaTErMUECKOTo MiaHnupoBanus B chepe PR.
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23) IIpogemoHCcTpUpOBaTh HaBbIK paboThl co CMU, co3nanus u BeieHUs] KOPIIOPATUBHOT'O
MH(POPMAIIMOHHOTO KaHaja.

24) IlponeMOHCTpUPOBATh YMEHHE aHATIU3UPOBATh NIOJITOTOBKY U IIPOBEIEHUE TIpecc-
KOH(epeHLIMH, TUCaTh NIPECC-PENNU3bl, TOTOBUTD JOMOJIHUTEIbHBIE MAaTEpUabl U UIUTFOCTPALIUH.
25) JleMOHCTpUPOBATh HaBBIK BJIaICHUS TEXHOJIOTUEH Mpecc-KIMIIMHTA Kak criocoda
ornpenaeneHus 3pPEeKTUBHOCTHU aKIIMK U OPraHU3AIMH IPYTHUX MEPOIPUITUN C yHaCTHEM
KYPHAJIHUCTOB.

26) JleMoHCTpUpOBaTh HaBBIK aHalIM3a ocoOeHHOcTel PR-uHTEpBHIO, yMes ycTaHABIMBATh
JIMYHbIE KOHTAKThI MKy TON-MEHEPKEpaMH U MPECCOM.

27) leMOHCTpUPOBATh YMEHUE aHATM3UPOBATH OPTaHU3AIIUIO BRICTABOK U IPMApOK Kak

3¢ pexTHBHOE MECTO U Cpe/ICTBO peasn3anuu PR-TakTukm.

28) JleMoHCTpUpPOBATH HaBBIK BJIAJICHUS METOAaMH (POPMHUPOBAHUSI UMHJIKA KOMITAHUH,
BO3JICHCTBHS Ha IIEJIEBBIC TPYIIBI TOTPEOUTENEH ¢ momMoIbio PR-kaMmanwmii, ananuza qpyrux
WHBECTHUINI B IPECTHK TYPUCTHUECKOW KOMIIaHUH.

29) JleMOHCTpUPOBATH HABBIKU OOIICHUS C TOCPEAHUKAMH U JUCTPUOBIOTOPAMU, UCCIIEI0OBAHUS
MPOJIyKTa HA MPEAMET YJOBIETBOPEHHOCTH KJIMEHTOB TYPUCTUYECKUM MPOAYKTOM.

30) ITpoaeMOHCTPUPOBATh HABBIK peau3alii BHYTPeHHUX PR-koMMyHUKamid,
MH(GOPMHUPOBAHUS IIEPCOHANA TYPUCTUYECKON KOMIAHHH.

31) JlemoHCTpHpOBaTH HaBBIK BIIAJICHHS CIIOCOOAMU B3aUMOACUCTBUS TYPUCTHUYECKONH KOMIIaHUH
C KJIMEHTaMU ¥ KOHTPOJUPYIOLMMHU OPraHU3alUIMH.

32) IIpoieMoHCTpUPOBATH HABBIK aHANK3a MPO(deccCuorpaMMbl CIIEIIHATTUCTA 110 CBSI3SIM C
OO0IIECTBEHHOCTHIO.

33) IIpogeMOHCTPUPOBATH HABBIK BIIAJICHUS KPEATUBHBIMU TEXHOJIOTHSAMHU, UCIIOJIB3yEMbIMU B
CBS35IX C OOIIECTBEHHOCTHIO.

34) IIpogeMOHCTPUPOBATH YMEHHE MTPUMEHSATh METOJ] «OTCTPOMKH OT KOHKYPEHTOBY» KaK OJHY
13 3a/1a4 MUapIIvKa.

35) IIpopeMoHCTpHPOBATH HABBIKU pa3paboTku obuieit GR-cTpaTeruu s TypuCTUIECKOM
OpraHu3aliu.

36) JleMOHCTpHPOBATh YMEHHE BaIeHUSI HH)OPMAIIHOHHBIMHU TEXHOJIIOTUSMHU aHTUKPU3HCHOTO
YIIPaBIICHUS, aHAIM3a LEJIeN 1 3a71a4 KOMMYHHKALIMI B YCIOBUSAX KPU3HUCA.

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

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

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

4) Demonstrate the skill of analyzing the organization of press tours.

5) Demonstrate press release writing skills.

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

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

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

9) Demonstrate the skill of analyzing the organization of corporate events for PR purposes.
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10) Demonstrate the skill of identifying contact audiences, understanding their needs.

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

12) Demonstrate the skill of working in crisis situations.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

33) Demonstrate the skill of mastering creative technologies used in public relations.

34) Demonstrate the skill of applying the method of "detuning from competitors" as one of the
tasks of a PR specialist.

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

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

MeToauyeckune peKOMeHJalMH 110 MOAr0TOBKe pedepara
Pedepar — 310 camocTosTENBbHOE, COAEPIKATEIBHOE UCCIEI0BaHUE O BHIOPAHHON TeMe.
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[ToarotoBka pedepara npeaycMaTpuBaer:

- U3YYEHHUE JIUTEPaATypPhl, CIPABOYHBIX M HAYYHBIX HCTOYHHUKOB (BKJIIOUas 3apyOeKHBIE) 1O
TEME  MCCIEA0BaHUS;

- CaMOCTOSITEIHHBIN aHAJIN3 OCHOBHBIX KOHIIETIMHI IO U3ydyaeMou mpolieme;

- YTOUHEHHUE OCHOBHBIX IMOHATUI U HayYHBIX MIOJIOKEHUH;

- PE3IOMHPOBAHUE MOITYYEHHbBIX BHIBOJIOB.

Crpykrypa pedepata I0DKHA CHOCOOCTBOBAaTH PACKPHITHIO HM30paHHOW TeMBI U €e
COCTaBHBIX AJIEMEHTOB:

- BO BBEJICHUH JIOJDKHO OBITh YKa3aHO: aKTyaJbHOCTHh BHIOPAHHOH TEMBI, €€ 3HAYUMOCTD,
LU U 33/1a4, OOBEKT U MPeaMET UCCIEI0BAHNS, METO bl TOCTHKEHUS MOCTABIICHHBIX el U
3ama4, 0030p 6ubauorpadun mo Teme padoTHI;

- OCHOBHasi 4YacTb pabOThl JIOJDKHA COJEpKaTh HE MeEHee JABYX IJiaB, Pa3OMUTHIX Ha
naparpadsl.

Henenue maparpadoB Ha monmaparpadsl Heuenecoobpaszno. Ha3panus maparpadoB He
JOJKHBI TIOBTOPSITH Ha3BaHUE TeMbl pedepaTta. B koHie kaxxaoro maparpada u Kaxaoi IiaBbl
nenaercss HeOONbIION BBIBOA. Bce yacTH MOKHBI OBITH W3IIOKEHBI B CTPOTOM JIOTUYECKOM
MIOCJIEI0BATEILHOCTH Y B3aUMOCBSI3U.

Tekct wmenecooOpa3HO  WIUTIOCTPUPOBATH  CXeMaMM, TaOlIMLUAMH, JuarpaMMami,
rpadukamMu, pUCyHKaMH U T. 1.

B 3axmroueHun OMKHBI OBITH C(HOPMYIHPOBAHBI OCHOBHBIC BBIBOJBI, CHEJIAHHBIC B
pe3yabTaTe UCCIEIOBAHHUS.

Cnucok MCnoJIb30BaHHOM JIMTEpATyphbl AODKEH coaepxkarh He MeHee 10-20 HaszBaHwid,
BKJIFOYAsi HOPMAaTUBHO-IIPABOBBIE aKThI.

Texct pedepata JOIDKEH MPOJIEMOHCTPUPOBATh 3HAHUE CTYJICHTOM OCHOBHOH JIMTEPATYPHI
[0 JJAHHOM TeMe, YMEHHE BBIICIUTH MPOOJIEMYy U ONpPENeIUTh METOMAbl €€ PELIeHUs, YMEHHUE
MIOCJIEZI0BATEIBHO HM3JIOKUTh CYILIECTBO PAacCMAaTPUBAEMBIX BOIPOCOB, IMPHUEMIIEMBIH YpOBEHBb
SI3BIKOBOM TPAMOTHOCTH, BKITFOUas BIa/ieHue QyHKIIMOHATHHBIM CTHIIEM HAYYHOTO U3JI0KECHUS.

O0beM pedepara TOKEH COCTaBISITh 15-20 cTpaHWIl meyaTHOro TeKcTa. B ykasaHHBIN
00bEM HE BKIIIOYAIOTCS MPHUIIOKEHHS, KOTOPBIE CIIMBAIOTCS BMECTE C pabOTOii.

Pabota nmeer TUTYIbHBIN JUCT, CTPYKTYPHBIH IUIaH U COOTBETCTBYMOIIEE oopmiieHue. B
paboTe WCMONB3yeTcs CIUIONIHAS HyMepalus CTpaHWIl. BTopoil cTpaHHIel sBIsSETCS
cozepkanue paboTel. Ha TuUTynbHOM sHcTe HOMEp CTpaHMIIBI HE IpocTaBisieTcs. BBenenue,
KaKJas rjaBa, 3aKI0YEHHME, a TaKKe CIUCOK HCIOJIb30BAaHHBIX MCTOYHMKOB HAYMHAIOTCS C
HOBOW CTPaHMIIBI.

PexomeHaanum no noAroToBKe K TeCTHPOBAHUIO

TectupoBanue sBiseTcs (GopMaMU KOHTPOJS YCIEBAEMOCTH OOYYAIOIIUXCS, OICHKHU
YPOBHS OBJIaJICHUS TEOPETUYECKMMHU 3HAHMSIMM M HaBbIKAMHU MPUMEHEHHUS 3TUX 3HAHUN IMpHU
pelIeHN IPAKTUYECKUX 3a1a4. [[oAroToBKa K TECTUPOBAHUIO MTPEANIOIATraeT:

- O3HAKOMJIEHHE C MaTepraJaMu JEKLIHH;

- U3y4YeHHe y4eOHOM TUTepaTyphl, CIPABOYHBIX U HAYUYHBIX UCTOYHHKOB;

- YTOUHEHHE TEPMUHOB, OCHOBHBIX IIOHITHI U KaTErOpUM;

- CaMOCTOATENbHBIM MON00p HH(pOpMAIMK, HEOOXOIUMON MJIsi apryMEHTallMH aBTOPCKOM
MTO3ULIHH.

Bce Bompochl M 3amaHus TECTOB OpPHUEHTHUPOBAaHbI Ha CHCTEMATHU3ALMIO 3HAHUMN
o0yJarouxcs, pa3BUTUE CIIOCOOHOCTEH K CaMOCTOSATENbHON aHATUTUYECKON AESITENbHOCTH.
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PGSYJ'H:TaTBI KOHTPOJIbHBIX pa60T U TCCTOB IMPU3HAKOTCA IMOJIOXKUTCIIbHBIMHU, CCIIN 75%
OTBCTOB SABJIAIOTCA IPaBUJIbHBIMU.

MeToanyeckue peKOMEHIALMH 110 MPAKTHYECKHUM 3aJaHUAM

[Ipu BbIMOMTHEHUHU 33/1aHUI IPAKTUYECKON pabOTHI CTYJCHTY HEOOXO0AUMO BHUMATEIBHO
IIPOCMOTPETh KOHCHIEKTHI JIEKIIMKM IO COOTBETCTBYIOIIEH TeMe. [Ipountars Marepuan mo teme,
oOcyxmaeMoll Ha 3aHATHH, B YyuyeOHuke. [IpodnTaTh OMOJHUTENBHYIO JHTEPATypy IO
COOTBETCTBYIOIIEH TeMme. BBINOIHUTE MpeAJIoKEHHBbIE IpErnoAaBaTeeM  3aJaHus 10
npakTudeckoir pabore. IlpoBepuTh TNPABMIIBHOCTH BBITIOJIHEHUS TOJYYCHHBIX —3aJaHHM.
[ToaroToBUTHCSI K YCTHBIM OTBETaM K BOIpPOCAaM, MPEAJIOKEHHbIM g oOcyxkaeHus. Ilpu
HE0OXOJUMOCTH 33aJ]aTh BOIIPOC MIPENOaBaTelt0 Ha 3aHATHH.

7. YueOHast iuTepaTypa u pecypchbl HH(POPMAIMOHHO-TEJIEKOMMYHUKALIMOHHOM CeTH
HNurepHer

7.1. OcHOoBHas UTEpPATYpa
1. bonpmrynoBa T.B. YnpaBineHne MapKeTHHTOM B TYpPUCTCKON HMHIYCTPUH [DIEKTPOHHBIN
pecypc]: yue6Hoe mocobue/ bonpirynosa T.B.— DnekTpoH. TekcToBbIe AaHHbIe.— JIumenk:
Jlunenkuii rocygapcTBeHHbIM TexHuueckuid yHusepcuter, IbC ACB, 2018.— 165 c.—
Pexum nocryna: http://www.iprbookshop.ru/88749.html

2. Konpmmkuna, TatesHa bopucoBHa. Peknmama B MecTax mpoaax : ydyeOHOE rmocobwe ist
By30B / T. b. Konbriukuna, M. B. lllycruna, E. B. Mapkosa. - 2-e u3a., ucop. u J0I. -
Mockaa : HOpaiit, 2020. - 222 c. - (Bsicuiee o6pazoBanue) . - 9bC Opaiit [caiiT]. - URL:
https://biblio- online.ru/bcode/448248 (mata ob6pamenus: 07.11.2019). - Teker
EeKTpOHHBIN. - [SBN 978-5-534-12663-1.

3. Komp, O. I. MapkeTHHT B TYpPUCTCKOW MHAYCTPHH : YUEOHMK M MPAKTUKYM JUIsI BY30B /
O. . Konmb. — MockBa : WMzmarensctBo  IOpaiit, 2020.— 355c.— (Bricmiee
oOpazoBanue). — ISBN 978-5-534-04332-7. — Tekcr : snekrponnsid // DBC IOpaiit
[caift]. — URL: https://urait.ru/bcode/450891

4. Komapona, JI. K. OcHOBBI BBICTABOYHOH JESATEIBHOCTH : yuyeOHOe mocoOue Uit By30B /
JI. K. KomapoBa ; orBercTBeHHbIH pemakrop B. I1. Hexopomkos. — 2-e u3z., mepepal. u

norn. — Mocksa : U3parensctBo FOpaiit, 2020. — 194 ¢. — (Bricmiee oOpa3zoBanmue). —
ISBN 978-5-534-06841-2. — Texct : anmekrponnbiii / DBC IOpaiit [caiit]. — URL:
https://urait.ru/bcode/452689

5. MopozoBa, H. C. Peknama B conuajibHO-KYJBTYPHOM CEPBHUCE U TYpU3ME : YUEOHMK IS
By30oB/ H.C. MoposzoBa, M. A. Mopo3oB. — 6-¢ u3a., mepepad. u mgom. — MocCKBa :
WznatensctBo FOpaiit, 2020. — 192 ¢. — (Bricmee obpazoBanue). — ISBN 978-5-534-
10941-2. — Tekcr : onektponnsii // DOBC  [Opaiir [caiit]. — URL:
https://urait.ru/bcode/454344

6. UYepnsimea T.JI. PeknaMa B cOUMAIBbHO-KYJIBTYPHOM CEPBHUCE U TypuU3Me [DJIEKTPOHHBIN
pecypc]: yuebHoe mocobue/ YepnsimeBa T.JI.— DIeKTpoH. TEKCTOBbIE JaHHBIC.—

HoBocubupck: HoBocuOupckuii rocy1apcTBeHHBIN TeXHUYECKUH yHHBepcuTeT, 2017.— 92
c¢.— Pexxum noctyma: http:// www.iprbookshop.ru/91413.html

7. IllyGaeBa, B.I'. MapkeTHHT B TYPUCTCKOW MHIYCTPUH : YUEOHUK U MPAKTUKYM ISl BY30B /
B.T. Illy6aeBa, W. O. CepnoGonibckast. — 2-¢ w34., ucOp. W 1gon. — Mocksa :
WznatensctBo FOpaiit, 2020. — 120 c. — (Boicmee obpazoBanue). — ISBN 978-5-534-
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08449-8. — Tekcr : omekrponnbii // DObC HOpaiit [caiit]. — URL:
https://urait.ru/bcode/451446
Y4eOHO-MeToANYeCKOe 00ecTeYeHHe CAMOCTOATEIbHOIH padoThI

. I'Bozmea C. M. PexiiaMHBIN MEHEIKMEHT [ DIEKTPOHHBIN pecypc] : yue0.-MeTo 1. mocooue /

C. M. I'BozneBa ; @exep. roc. OFOKET. 00pa30BatT. yuUpekIeHUE BICII. TPOd. 00pa3oBaHHUS
"CapaToBckuil rocynapctBeHHbli yHuBepcuret umenu H. I'. Uepnbimesckoro” . - CapaTos :
[6.1.],2012.-72c.: Tabm. - b. 1.

I'epmorenosa JI.}O. D¢pdexTunHas pexknama B Poccun. M., 1994.

Hotu J.ITabnucut u mabnuk puneitmai. M., 1998. — 228 c.

HypoBuu A.Il. Peknama B typusme [Tekct]: YueOHoe mocobme/ Anekcanap I[lerpoBuu
HypoBuu. — m3ganue nepepadb. M mon. — MockBa: OOO «Hay4yHo-u3matenbCckuili eHTp
NHOPA — My, 2014. — 158 c. — ISBN 978-5-16-003708-0: b.u1. (3bC UH®PA —-M)
Konapatses 2.B. Cesi3u ¢ obmecTBeHHOCTRIO. M., 2008. — 192 c.

Koponbko B.I'. OcHoBbl mabnuk puneimasz. M., 2001. — 528 c.

[[TapkoB ®. W. UHTerpupoBanHble KOMMyHUKauu. [IpaBoBoe perynupoBaHue B peKIIame,
CBA3SIX C OOIIeCTBEHHOCThIO M KypHamuctuke [Tekct] / @. W. IllapkoB. - Mocksa :
N3natenscko-toproas koprnopauus "JlamkoB u K°", 2012. — 336 c. - ISBN 978-5-394-
00783-5: b.1. 9bC Uuppa M

7.2. lonoJIHUTE/IbHAS JIUTEpaTypa
BockonoBuy, H. A. MapKeTHHT TYpPHCTCKHX YCIYT : Y4eOHUK U MPAKTUKYM ISl BY30B /
H. A. BockonoBuu. — 3-e u3z., mepepab. u jgom. — MockBa : MzgatensctBo HOpaiir,
2020. — 191 c.— (Bricmiee oOpazoBanme). — ISBN 978-5-534-08265-4. — Tekcr
anektpouubii // IBC FOpaiir [caiit]. — URL: https://urait.ru/bcode/450596
Kamenen, A.B. OCHOBBI KyJIbTYpPHO-IOCYTOBOW JEATEIBHOCTH : YYEOHHK JUIsI BY30B /
A. B. Kamener, H. A. Ypmuna, I'. B. 3aspckas ; O]  HAay4YyHOM  pejakuueu
A. B. Kamennia. — 2-e u3z., ucnp. u gon. — Mocksa : UznatensctBo HOpaiit, 2020. —
185 ¢. — (Bwicmee ob6pazoBanne). — [ISBN 978-5-534-06403-2. — TeKcCT : IIEKTPOHHBIH //
OBC HOpaiit [caiiT]. — URL: https://urait.ru/bcode/452814
Kosnoa B.A. Pexnama B Typusme [DneKTpoHHBIH pecypc]: y4ueOHO-METOIHUYEcKOe
nocobue/ Koznoa B.A.— DnexkTtpoH. TekctoBble naHHble.— Open: MexpernoHanbHas
Axanemusi 6e3omacHoctu U BeDkuBaHUST (MABUB), 2014.— 126 c.— Pexum nocrymna:
http://www.iprbookshop.ru/33438.html
Komaposa, JI. K. OCHOBBI BBICTAaBOYHOW JESATEIBHOCTH : y4eOHOE IMOCOOME JUIsl BY30B /
JI. K. KomapoBa ; orBercTtBeHHbIll penaktop B. Il. HexopomkoB. — 2-e u3z., mepepad. u
norn. — Mocksa : U3parensctBo FOpaiit, 2020. — 194 ¢. — (Bricmiee oOpa3zoBanme). —
ISBN 978-5-534-06841-2. — Texkct : asnextponssii // ObC IOpaiit [caiit]. — URL:
https://urait.ru/bcode/452689
Mopran H. Peknama B Typusme U OTAbIXe [DIEKTPOHHBIM pecypc]: ydueOHoe mocobue/
Mopran H., IIpuuapag A.— DnextpoH. TekcToBble naHHble.— MockBa: FOHUTU-JAHA,
2012.— 482 ¢.— Pexwum nocryna: http://www.iprbookshop.ru/10542.html
Pomat, EBrennii BuktopoBuu. Peknama [DneKTpOHHBIM pecypc] : mpakTHUuecKas Teopus :

yueOHuK Juisg OakanmaBpoB u maructpo / E. B. Pomat, JI. B. CennepoB. - 9-e uzn. -
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OnexTpoH. aaH. - Cankr-IlerepOypr [u ap.] : [utep, 2016. - 544 c. : wi. - (YueOHuk as
By30B : CTaHAapT TPETHETO MOKOJIEHHUS) . - 3ard. ¢ 3KpaHa. - ISBN 978-5-496-02286-6.

7. CyneiimanoBa [.B. Peknama B Typusme [DneKkTpoHHBIH pecypc]: yueOHO-METOAnYEecKOoe
nocobune/ CyneiimanoBa ['.B.— DOnekTpoH. TekcroBeie naHHble.— Kazanp: Kazanckuii
HallMOHAIBHBIM HCCIEA0BATEIbCKUN TEXHOJOTHYecKut yHuBepcuteT, 2013.— 151 c.—
Pexwum nocryna: http://www.iprbookshop.ru/62656.html

8. Uymmukos, Anekcanap Huxonaesuu. Pexiiama u cBsi3u ¢ OOIIECTBEHHOCTHIO [DIEKTPOHHBIN

pecypce]: mpodeccronanbHble KOMIETEHIMU : yuebnoe nocooue / A. H. Uymuxos, M. II.
bouapos, C. A. Camoiinenko ; Poc. akaza. Hap. X03-Ba u roc. ciyx0b1 ipu [Ipesunente Poc.
®denepanuu. - INEKTpoH. AaH. - Mocksa : U3znar. nom "Jleno" PAHXuI'C, 2016. - 520 c. -
3ar. ¢ akpana. - [SBN 978-5-7749-1135-6.

9. Ia6amona JI.A. MeHEIKMEHT B TYPUCTCKON MHIYCTpHH [DIEKTPOHHBIN pecypc]: yueOHoe
nocobue/ IllabamoBa JILA.— DnekTpoH. TekcToBble JaHHble.— CHUMQEpOnos:
YHuBepcuTeT SKOHOMUKM W ympaienusi, 2018.— 247 c— Pexum pgocrymna:
http://www.iprbookshop.ru/86406.html

7.3. HopmaTuBHbIe IPaBOBbIE JOKYMEHThI U MHASI IPABOBasi HH(poOpManus
1. Koncturynus Poccuiickoit @enepaiyu, MpUHITa BCEHAPOIHBIM TOJ0cOBaHHEM 12 mexalps
1993 r. (mocneaHss peaaKIus)
2. I'paxnanckuii kogexe Poccuiickoii @eneparuu (MocaeaHssl peaaKius)
3. Tpynosoit konekc Poccuiickoit denepanuu, npuHiaT denepaibHbIM 3aK0OHOM OT 30 mexadps
2001 r. Ne 197-®3 (nmocneaHsst peaaKIus)
4. ®epnepanbubiii 3ak0oH oT 8 aBrycra 2001 r. Ne 129-®3 «O rocynapcTBEHHOM perucTpanuu
IOPUAMYECKUX JIML M MHIUBUYaJIbHBIX IPEAIPUHUMATEIICH.
5. @enepanbHblil 3ak0oH OT 13 mapta 2006 1. Ne 38-D3 «O pekname».
6. ®enepanbHblil 3ak0oH OT 29 uroisg 2004 r. Ne 98-D3 «O koMMepueckoit TaiiHe».
7. ®enepanbHblii 3ak0H 0T 29 nexadps 2006 r. Ne 244-D3 «O rocynapcTBEHHOM PEryJIHMPOBAHUN
JESTEIbHOCTH 0 OpraHU3allid M TPOBEIECHUIO a3apTHBIX MIP U O BHECEHUMU H3MEHEHWIl B
HEKOTOpbIE 3aKOHOJATeNbHbIE akThl Poccuiickon denepauuny».
8. ®enepanpHplii 3akoH oT 24 utons 2007 r. Ne 209-d3 «O pa3BUTHHM MajoOro U CPEIHEro
peAnpUHUMaTeNbeTBa B Poccuiickon @enepanum».
9. 3akon Poccuiickoit @enepanuu ot 27 nexkadbps 1991 r. Ne 2124-1 «O cpeacrBax MaccoBou
HHPOPMALIAN.
10. 3akon Poccwuiickoit ®enepanun ot 9 urons 1993 r. Ne 5351-1 «O6 aBTOpCKOM TpaBe W
CMEXKHBIX ITpaBax».
11. 3akon Poccuiickoii @eneparuu ot 23 ceHTA0ps 1992 r. Ne 3523-1 «O mpaBoBo#i oxpaHe
[IPOrpaMM JJIsl SJIEKTPOHHBIX BHIYMCIUTENbHBIX MAIMH U 0a3 TaHHBIX».
12. 3akon Poccwuiickoit ®eneparuu ot 7 deBpans 1992 . Ne2300-1 «O 3ammre mpaB
norpedurenein.

7.4. UuTepHeT-pecypchbl
C3UY pacmomaraer J0CTYIIOM dYepe3 calWT HaydHOW OmOmmoTrekw http://nwapa.spb.ru/
K CJICYIOITNM ITOITUCHBIM 3JIEKTPOHHBIM PEeCypcam:

Pycckoaszviunvie pecypcol
. DONEeKTpOHHbIE YYEOHUKU OJJIEKTPOHHO - Oubinuorteunoil cucremsl (OBC)

«ANOyKC»
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. DNIEeKTPOHHBIC YICOHUKHU AJIEKTPOHHO — Onbnuoreunoi cuctemsl (OBC) «JIanpy»

o HayuHo-npakTuueckue craThbMl Mo (puHAHCAM M MEHEIKMEHTY M31aTenbckoro
noma «bubnuoreka ['peOeHHUKOBAY

o CraTbu M3 NEPHOAMYECKUX H3JAHUNA MO  OOLIECTBEHHBIM U TYMaHHUTapHBIM
HaykaM «Hct - Boro»

o OHIMKIIONEIUH, CII0BapH, CIPAaBOYHUKH «PyOpuKoH»

o [lonmHble TekcThl auccepTanyii W aBTopedepaToB IJeKTpoHHas bubiamoreka
Hucceprauuit PI'b

o WNudopmannonno-npasosbie 6a3bl - KoHcynbpranT mitoc, ["apanr.

AHIJIOSI3bIYHBIE PecypChl

. EBSCO Publishing — moctym kK MyJabTHAMCIUIUTMHAPHBIM TOJHOTEKCTOBBIM
0azaM JaHHBIX PA3IUYHBIX MHUPOBBIX H3AATEILCTB MO OH3HECY, SKOHOMHKE, (UHAHCaM,
OyXrajarepckoMy Y4eTy, F'yMaHUTapHbIM M €CTECTBEHHBIM O0OJacTsIM 3HaHUU, pedeparaM H
MOJIHBIM TE€KCTaM MyOIMKAIUil U3 HAYYHBIX U HAYYHO-TIOMYJISPHBIX KYPHAJIOB.

o Emerald — kpynHeiiiee MupoBoe HU3IaTENbCTBO, CIELMAIU3UpPYIOLIEeCs Ha
ANIIEKTPOHHBIX JKypHaJlax W 0a3zax MaHHBIX MO 2KOHOMHUKE M MEHEIKMEHTy. Mmeer crartyc
OCHOBHOT'0 MCTOYHHKA MpodhecCHOHaTbLHON HHGOpMAIH 1)1 MperoaBaTeseil, uccienoBareneit
Y CTEIMAUCTOB B 00JIACTH MEHEHKMEHTA.

Bo3MoXHO ucCHonb30BaHHE, KPOME BBIIICTIEPEUUCICHHBIX PECYpCOB, U APYTUX
AJIEKTPOHHBIX pecypcoB cetu HTepHeT.

7.5. UHbIEe HCTOYHUKH
. Opunmanpubpiii caliT DeaepabHOTO areHTCTBA Mo Typu3My P® — www.russiatourism.ru

. Media-online Bce o pexmame http:/www.media-online.ru/

. RWR. Pexnama B Poccnn www.rwr.ru

. Bpems pexnambl Teopus u npaktuka pexnamel. CMU. PA http://advtime.ru/

. Pexnnama B pernonax http://reklama-region.com/

. Pexnamusie uaen O OpenauHre U Kpearuse http:/www.advi.ru/

. CoctaB OauH 13 caMbIX HH(OPMAIIMOHHO-HACKHIIIICHHBIX U MOMYJISIPHBIX MOPTAJIOB O PEKIIaMe.
WWW.sostav.ru

~N N L AW

8. Adindex Caiit o pexiame u Mmapketunre http:/www.adindex.ru/

9. Advertology Hayka o pexitame www.advertology.ru

8. MatepuranbHo-TexHU4YecKasa 6asa, MHPOPMaLMOHHbIE
TEXHOM0rMK, NporpaMmHoe obecneyeHune u
MHPOPMaLMOHHbIE CNPaBOYHbIE CUCTEMD

Ne n/n | HaumeHoBauue

1. Cnenuanu3upoBaHHbIE KJIACCHI IJI MPOBEICHUS JEKIIMH U MPAKTUYECKUX 3aHATHI

2. CrenmanusupoBaHHas MeOesIb U OpPIrCpe/ICTBA: ay IMTOPUHN U KOMITBIOTEPHBIE KIIACCHI,

O60py,[[0BaHHBIe Iocaa04YHbIMHU MCCTaMHU
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3. Texuuueckue cpeacrtBa oOyueHus: llepcoHaibHBIE KOMIBIOTEPHI; KOMIBIOTEPHBIE
MIPOEKTOPHI; 3BYKOBBIE JWHAMHUKH; NPOTPaMMHBIC CpPEICTBa, OOECIeunBaIOINe
npocMoTp Buaeodaiinos B hopmatax AVI, MPEG-4, DivX, RMVB, WMV.

Ilpozpammnuie, mexuuueckue u 3J1eKMPOHHbIE CPEOCMEA 0OYYEHUA U KOHMPOJIA
3HAHUIL CMYO)EeHM08:

[TakeTsl TporpaMMHOTO oOecreueHuss oOImEero Ha3Ha4YeHUs (TEKCTOBBIC PEIAKTOPHI,
rpaduueckue perakTopsl).

Kypc Bkitouaer ucnosnp3oBaHue nporpaMmMmHoro oodecrneuenus Microsoft Excel, Microsoft
Word, Microsoft Power Point nisi moAroToBKM TEKCTOBOrO M TaOJMYHOTO MaTrepHana,
rpaduyecKuX UIUTFOCTPALUH.

Metonsl oOydeHHs TPENNoNiararoT HCIOJNb30BaHHE WH(GOPMALMOHHBIX TEXHOJOTHI
(KOMITBIOTEpHOE TECTUPOBAHUE, IEMOHCTPAITUS MYIbTHMEINHHBIX MAaTCPHAIIOB).

3aneiictBoBaHbl MIHTEpHET-CEPBUCHI U ANEKTPOHHBIE PEeCypChl (CIIPaBOYHbIE CUCTEMBI, H-D,
KoncyneranT wnm [apaHT, MOMCKOBBIE CHUCTEMBI, 3JIEKTPOHHAs TO0YTa, MPO(ecCHOHAILHBIC
TeMaTU4ecKkre 4YaThl W (OpyMbl, CHUCTEMbl ayauo U BHUIEO KOH(pepeHIuil, oHIaliH
SHIMKIIONIENH, CIPABOYHUKH, OMOIMOTEKH, JIEKTPOHHBIE y4eOHbIE W Y4eOHO-METOAHYECKUE
MaTepuabl).

JlommyckaeTcsi TpPUMEHEHUE CHCTEMbl JUCTAHIIMOHHOTO OOYYCHHS C UCIOJIh30BaHUE
wiatpopm TEAMS, Zoom, Skype for Business, CJ1O Moodle

NudpopmaniuoHHbie CIPABOYHbIE CUCTEMBbI:
1. TlpaBomas cuctema «Iapant-UaTepHET? [DNEeKTpOoHHBIN pecypc]. — Pexxum goctyma: http: //
www.garweb.ru.
2. IlpaBoBas cucrema «Koncynmerantllmtoc» [DnexktponHBI pecypc]. — Pexum nocrtyma:
http: // http://www.consultant.ru/
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