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1. IlepeyeHs MIaHUPYEMBbIX Pe3y/IbTATOB 00y4eHHs 110 JUCHHUILINHE , COOTHECEHHBIX ¢
IVIAHMPYEeMBbIMH pe3yJIbTaTaMHU 0CBOeHHs 00pa30BaTe/IbHOI POrpaMMbl

1.1 Jucuumnmua b1.B.03./1B.01.02

OcHoBbl MapketuHra u pexiambl (Introduction to
marketing and advertising) obecrieunBaeT OBIaJCHHUE CIACAYIONIMMH KOMIETCHIUSIMH C YYETOM

JTamna:
Kon HaumeHoBaHue Kon HaumeHoBaHue JTana|
KOMIICTCHIIMN |[KOMIICTCHIINU oTaria OCBOCHUAOCBOCHUS KOMIICTCHIINU
KOMITETEHITHH
ITKp-2 CrocoO6HOCTh [TKp-2.1 CrocoOGHOCTh OCBaBaTh
[JIaHUPOBATH U TCXHOJIOTUU IIJIAaHUPOBAHUA,
OpraHNU30BBIBATH OpTaHU3aIMH U TIPOBEICHHS
MEPETrOBOPHI, COBEIIAHMSI, MEePETOBOPOB, COBELAHUH U
KOH(EpEHITUN KOH(epeHITUI
[TKp-9 Croco6HOCTh [TKp-9.1 CrocoOHOCTh OCYIIECTBIISATh
OCYIIECTBIISTH BEIOOD MOVCK U BBISIBJICHHE METOJIOB
MCTOJOB PCAAKTUPOBAHUA PECOAAKTUPOBAHUA MAaTCPHAJTIOB
MaTepUaNIOB AJIs
Han0oJIee MOJTHOTO
PaCKpBITUSI aBTOPCKOTO
3aMbIciIa

1.2 B pe3ynbTate 0CBOCHUSI JUCIUILIMHBI Y CTYJIEHTOB JOJKHBI ObITh C(HOPMUPOBAHBIL:

OTO/TD

(npu Hanmmuuu npodcranaapra)/

TPYIAOBBIE WU

npodeccuoHaIbHbIE 1eHCTBUS

Kon
OCBOEHUS

oTala

KOMIICTCHIIU

PesynbraThl 00yueHHs

[TKp-2.1

Ha YPOBHE 3HAHHWIi: IEMOHCTPUPYET 3HAHMS
OCHOBHBIX  TEXHOJIOTMH  IJIAHUPOBAHMUS,
OpraHu3alii U MPOBENCHUS IEPErOBOPOB,
COBEIaHUH 1 KOH(pEpeHINH

Ha YpOBHE YyMEHHI: yMeeT HCIOJIb30BaTh
TEXHOJIOTMH IJIAHUPOBAHUS, OpraHU3alMUd U
MPOBE/ICHUSI TIEPErOBOPOB, COBEIIAHWHA H
KOH(epeHIni

Ha YPOBHE HABBIKOB: MPUMEHSET TEXHOJIOTUU
IJITAHUPOBAHUS, OpPTraHU3allii U MPOBEICHUS
NEPErOBOPOB, COBELIAHMI U KOH(epeHIuit

TKp-9.1

Ha ypOBHE 3HaHUWI: JEMOHCTPUPYET 3HAHHUS
METOJIOB PEIAKTUPOBAHUS MaTEpPHAIOB U
crioco00B 1orcka HHPOpMauu

Ha YpPOBHE YMEHHMI: YMEET OCYIIECTBIATH
MOMCK M OCYLIECTBISATh IMOJ00pP METO/I0B
pelaKTUPOBAHUS MaTEPUATIOB




Ha YpOBHE HAaBBIKOB: MPUMEHSET METOJbI
PEIaKTHPOBAHUS MAaTEPHUATIOB - KOPPEKTYPHI,
pelaKTUPOBaHUS, KOMMEHTHPOBaHUS,
pedepupoBanusi, nH()OpPMAITMOHHO-
CJIOBApHOTO ONHCAHUS B y4yeOHOU U yueOHO-
npodeccuoHaBHOMN JIeSITeTbHOCTH

2. O0beM 1 MecTO IUCHUIIMHBL B cTpyKType OIl BO

O0beM TUCHUIIMHBI

O6mas Ttpynmoemkocth b1.B.03.J71B.01.02 OCHOBBI MapKETHHra U PEKJIaMbl
(Introduction to marketing and advertising) coctaBnsier 1 3auéTHas enununa, 36 yacos.

KonmuecTBo akageMHMYecKMX 4YacoB, BBIJCJICHHBIX Ha KOHTaKTHYI paboTy ¢
IIPENOAABATENIEM, COCTABIIAET 32 YacoB: JIEKIIMHU — 16 yacoB, mpakTuyeckue 3aHatus — 16 yacos.
CamocTtosiTenbHas paboTa cocTaBisieT 4 yaca.

Mecto nucuuniaunsl B crpykrype OII BO

Hucuummua b1.B.03./0B.01.02 OcHoBbl MapkeruHra u pekiambl (Introduction to
marketing and advertising) npexycMoTpeHa Ha 2 Kypce B 3 ceMmecTpe, IpenojgaeTrcs Ha
AHTJIUHACKOM SI3BIKE.

Hucuunnuna b1.B.03.71B.01.02 OcHoBbl MapkeTuHra u pexnambl (Introduction to
marketing and advertising) BXOOUT B JAMCIMIUIMHBI IO BBIOOPY BapHaTHMBHOW dacTh bioka 1
«JlucuuIIMHbl (MOZLYIN)».

B conepxarenpHOM IUIaHE [MCUUIUIMHA OINUpAaeTCsl Ha MNPEAbLAYUINH ypOBEHb
o0pa3oBaHUsI.

JlocTikeHne  MIaHUPYEMbIX  Pe3yJbTaTOB  OOyuYeHHUS  CIIY>)KUT ~ OCHOBOM  JIJIst
b1.B.04.IB.09.01 IlIcuxomorus pgemoBoro obmenuss (5 cemectp), b1.B.04.11B.09.02
Kpocckynbrypubiii  MenemxkmenT (5 cemectp), b1.B.04.J1B.09.03 KpocckynbtypHblii
menemkMeHT (Crosscultural management) (5 cemectp), b1.B.04.11B.01.01 HMudopmanmonHbie
TEXHOJIOTUM ympaBieHus mpoektamu (5 cemectp), b1.B.04.71B.01.02 OcHOBBI NpOEKTHOU
NESTEIbHOCTH B colMalbHbIX ceTax (5 cemectp), 51.B.04.1B.01.03 ®dunancoBble pbHKU (5
cemectp), b1.B.04.02 Ilpaktukym "Pa3zpaboTka W Tpe3eHTalus MEXKIYHApOIHOTO MPOEKTa
(nporpammsi)" (7 cemectp).

®opma MPOMEKYTOYHOW aTTecTallid B COOTBETCTBUU C Y4YEOHBIM IJIAHOM — 3a4eT C

OLICHKOM.
3. ConepskaHue M CTPYKTYPA JUCHUILINHBI
Ounasn ¢popma oodyuenusn
Ne i/m HaumeHoBaHue TeM U/HJIHN O0beM IMCIHUILIMHDI, Yac. ®opma TeKyLero
pazienos Bcero | KonrakTHas padora o0yuaromuxcs ¢ | CP KOHTPOJIA

npenoaasareyemM ycneBaemMocTu**,

10 BH/JIAM Y4eOHBIX 3aHATHI MPOMEKYTOYHOI

JI JIP 113 KCP arrecramum®**
Tema 1 MapKETUHT U PBIHOK: 0

KOHILICIII[UY, TIPUHIIHITHI,
WHCTPYMEHTHI BO3IEHCTBUSI.

Marketing and market: the 4 2 2
concept, principles, tools,
effects.
Tema 2 CrcremMa MapKeTHHTA U 5 2 2 1 0]

KITEHTOOPUEHTUPOBAHHOCTD
komnanuu. marketing System
and customer orientation of




the company.

Tema 3 'ToBapHBI MapKETHHT: 0

co3laHue
KOHKYPEHTOCIIOCOOHBIX
ToBapoB. Commodity
marketing: creating
competitive goods.

Tema 4 [leHa KaK MHCTPYMEHT O

BO3/ICHCTBHS HA PHIHOK.
Price as a tool to influence
the market.

Tema 5 OpraHu3anusi CUCTEMbI 0

cObITa ToBapoB. Organisation| 8 4 4
of system of sales of goods.

Tema 6 PekiaMa 1 MapKETUHTOBbIE O, T,P

KoMMyHUKanmu. Advertising
and marketing
communications.

[TpomexxyTouHas aTTecTanus 3a0

Beero: | 36 | 16 | | 16 ] 4

Ipumeuanue:
** — dhopmul mexywezo konmpons ycneeaemocmu: onpoc (0), pecpepam (P), mecmuposanue (T)
**% _ hopmwl npomesicymounoi ammecmayuu. 3auem ¢ oyenxou (3a0).

CopepxaHue IUCHUIIMHBI
Tema 1: MapkeTMHI M PbIHOK: KOHUENIWH, MPUHUMUIBI, HHCTPYMEHTHI BO3/1eiiCTBHA.
Marketing and market: the concept, principles, tools, effects.
MapKeTI/IHF N PBIHOK: KOHLCIIWH, NPUHIOHWIIBI, HHCTPYMCHTBI BOBI[GI;'ICTBI/ISI. OCHOBHBIE DTaIIbI
pa3BUTHs MapKeTHHra: KOHIENIMM M npuHIunbl. Hyxna — moTtpeOHOCTH — crpoc: polib
MapKeTHHTa B TpoLecce MpeoOpa3oBaHMs HYXJA MOTPeOUTENel B COCTOSHHE CHpOCa, MOJCIH
MOKYTIaTeJIbCKOro MoBeieHUs. Buapl MapkeTrHra. MapkeTHHT B pa3BUTUU PETHOHOB

Marketing and market: the concept, principles, tools, effects. The main stages of marketing
development: concepts and principles. The need — the need — the demand: the role of marketing
in the process of converting the needs of consumers in the state of demand, model of consumer
behavior. Types of marketing. Marketing in regional development

Tema 2: CucrteMa MapKeTHHIa W KJIMEHTOOPHUEHTHPOBAHHOCTH KoMmaHuW. marketing
System and customer orientation of the company.

Cucrema MapKeTHHIa ¥ KIMEHTOOPUEHTHPOBAHHOCTh KOMITAHUU. BHENIHAS 1 BHYTpEHHSAA cpena
KOMIaHuid. MecTo MapKeTHHTa B CHCTEME YIIPaBICHHUS KOMIIaHUeH. MapKeTHHT Kak (uiocopust
OuszHeca. MapKeTHHI U OpraHM3allMOHHAs KyJbTypa koMnaHuu. Cucrema cOopa MapKETHHIOBOM
MHPOPMALIMU W MapKeTUHTOBBIE HccienoBaHus. Co3mgaHue W yIpaBiICHHE OTHOIICHUSMH C
norpebutensiMu. COBpeMEHHBIN 3Tall pa3BUTH MapKETUHIA: KOHLEHLMsSI COBMECTHOTO CO3/1aHUS
LIEHHOCTHU.

Marketing system and customer orientation of the company. External and internal environment
of companies. The place of marketing in the company management system. Marketing as
business philosophy. Marketing and organizational culture of the company. The system of
collecting marketing information and marketing research. Creating and managing relationships
with consumers. The current stage of development of marketing: the concept of joint value
creation.




Tema 3: ToBapHblii MAPKETHHI: CO3JaHMe KOHKYPEHTOCHOCOOHBIX ToBapoB. Commodity
marketing: creating competitive goods.

ToBapHBIII MapKETHHT: CO37[aHHE KOHKYPEHTOCHOCOOHBIX TOBapoB. OT HIeHW 10 pPHIHOYHOTO
BOILIOLICHUs. MapKeTHUHIOBbIE HCCIIEAOBaHMS Ul pa3pabOTKU ToBapa. ToBapHBIE CTpaTErHu.
NHcTpyMeHTBI aHanu3a TOBaPHOU MTOJIUTHKHY.

Product marketing: creating competitive goods. From idea to market implementation. Marketing
research for product development. Commodity strategy. Analysis tools of commercial policy.

Tema 4: Ilena kak MHCTPYMEHT BoO3/lelicTBUSI Ha PbIHOK. Price as a tool to influence the
market.

Ilena kak MHCTpPYMEHT BO3AeWCTBUA Ha pPbIHOK. CyIIHOCTH LEeHbl B MapkeTuHre. lleHoBas
cTpateruss W TaKTUKAa. MeToapl LEHOOOpa30BaHUS: OpHUEHTAlMs Ha pBIHOK, CIPOC H
MOTPEOUTETHCKYIO IIEHHOCTh. L[€HOBbIE MapKETHHTOBEIE UCCIICIOBAHMS.

Price as a tool to influence the market. The essence of price in marketing. Pricing strategy and
tactics. Pricing methods: market orientation, demand and consumer value. Price research.

Tema S: Opranuszanus cucremsbl cObITa ToBapoB. Organisation of system of sales of goods.
Opranuszaiusi cuctembl cObiTa ToBapoB. OCHOBHBIE NPUHLIUIIBI Opranu3anuu coeita. llemouka
ToBapoaBHKeHUs. COBITOBBIE CTPATETUH.

Organization of system of sales of goods. The basic principles of marketing. Chain of goods
movement. Marketing strategy.

Tema 6: PexkiamMa M MapKeTHHroBble KoOMMYHHKanuu. Advertising and marketing
communications.

MapkeTHUHIOBble KOMMYHHUKalMM. Peknama: mnonstue, Buabl U (Gopmbl. OCHOBHBIE 3Tarbl
pa3paboOTKu pPEKIIaMHOM TOJIUTUKU. MecTo pekjaMbl B KOMIUIEKCE MAapKETUHIOBBIX
KOMMYHUKanii.  MHCTpyMeHTBl — mpojBwkeHus.  MHTerpupoBaHHblE  MapKETHHIOBBIE
koMMmyHHuKauu. KommyHukanuu komnanuu B digital-cpene.

Marketing communications. Advertising: concept, types and forms. The main stages of
development of an advertising policy. The role of advertising in a complex marketing
communications. Promotion tools. Integrated marketing communications. Communications
company in the digital environment.

4. MaTtepuaJbl TEKylIero KOHTPOJIS yCIeBaeMOCTH 00y4aromuxcs U GOHJ OLeHOYHbIX
CPeACTB MPOMEKYTOUYHOI aTTecTalMu M0 JUCIUIJINHE

4.1. ®opmbl U METOIBI TEKYILIETO KOHTPOJISI YCIIEBAEMOCTH U MPOMEKYTOUHOM aTTecTal|y.
4.1.1. B xone peanuzauuu qucuumiusel 51.B.03./1B.01.02  OcHOBbI MapKeTHUHIa U PEKJIaMbl

(Introduction to marketing and advertising) HCMONB3YIOTCS CIEAYIOUIME METOIBI TEKYIIETO
KOHTPOJISL yCIIEBAEMOCTH 00yYaroIInuXCs:

Tema n/vnm pazaen Mertons!
TEKYIIEro
KOHTPOJIS




yCIIEBa€MOCTH
Tema 1 MapKeTHHT ¥ PBIHOK: KOHIICTIIIUY, IPUHIIAITBI, HHCTPYMEHTHI oTpocC
Bo3aeiicTBus. Marketing and market: the concept, principles,
tools, effects.
Tema 2 CucreMa MapKeTHHTa U KJIMEHTOOPUEHTUPOBAHHOCTh orpoc
komnanuu. marketing System and customer orientation of the
company.
Tema 3 ToBapHBI MApKETHHT: CO3/IaHNE KOHKYPEHTOCIIOCOOHBIX OIpoc
toBapoB. Commodity marketing: creating competitive goods.
Tema 4 Ilena kak MHCTPYMEHT BO3JICHCTBHS Ha PBHIHOK. Price as a tool onpoc
to influence the market.
Tema 5 Opranu3zanusi CUCTeMbI cObITa TOBapoB. Organisation of onpoc
system of sales of goods.
Tema 6 Pexmmama m mapkeTuHroBsle KoMMyHuKauu. Advertising and ompoc,
marketing communications. TECTHPOBAHUE,
3amuTa
pedepara

4.1.2. 3aueT ¢ OLIEHKOM MPOBOIUTCS C IPUMEHEHUEM CIIEAYIOUINX METONOB (CPEJICTB): B YCTHOMN
(dopme 1o Bompocam M 3aTaHUSIM.

4.2. MarepuaJbl TEKYIIEro KOHTPOJIS YCIICBAEMOCTH.

[IpenogaBarenb OIEHWBAET yPOBEHBb IMOJITOTOBICHHOCTH OOYYAIOMIMXCS K 3aHSATHIO II0
CIIC/TYIOIINM TIOKa3aTeIIsIM:

- YCTHBIC OTBCThLI HAa BOIMMPOCHI IMPEIIOAABaTCIIA 110 TEMC 3aHATHUA,

- BBICTYIUICHHE C JIOKJIAJIAMH,

- y4acTHe B 00CYKIICHUH JOKJIAJIOB,

- KOJIMYECTBO MPABUJIBHBIX OTBETOB MPU TECTUPOBAHUU

- 3amuTa pedepara.

OrneHka 3HaHWN, YMCHHH, HABBIKOB MPOBOJMTCS Ha OCHOBE OayIbHO-PEUTHHIOBOM
cuctembl 70% u3 100% (70 6amioB u3 100) - Bkiag mo pe3ysibraTaM MOCEIAEMOCTH 3aHSITHH,
AKTHBHOCTH Ha 3aHATHUAX, BBICTYIUICHHS C JIOKJIAJaMH, y4acTHS B OOCYKICHHSX JOKJIaJOB
APYyTUx 06y11a10m1/1xca, OTBCTOB Ha BOIIPOCHI MPCIIOAABATCIIAA B XOAC 3aHATHUA, IO pE3yJibTaTaM
TECTHUPOBAHUS, 3aIUTHI pedeparta.

Jertanuzaumst OauioB M KPUTEPUU OLGHKM TEKYIIErOo KOHTPOJS YCHEBAaEMOCTHU
yTBEPKIAaeTCs Ha 3aCeIaHnu Kadeaphl.

Bonpocvl memwl 011 nodcomosku k onpocam (Ouckyccusam) (memwvl O0OKIA008):
Tema 1: MapKeTHHT U PHIHOK: KOHIENINH, IPUHIHUIbI, THCTPYMEHTHI BO3/1elCTBHS.
Marketing and market: the concept, principles, tools, effects
MapKeTHHT U PhIHOK: KOHLIETILUHU, TIPUHIUIIBI, UHCTPYMEHTbI BO3/ICHCTBUSI.
2. OcHOBHBbIE 3Tanbl Pa3BUTHS MAPKETHHIa: KOHUENIUN U TPUHIUIIBL.
Hy»xna — moTpeGHOCT — CIIpOC: pOJIh MApKETHHTA B IPOLIECCE MTPEOOPa30BAHUS HY KT
noTpeduTesneil B COCTOSHUE CIPOca, MOAETH MOKYyNaTeIbCKOro OBEICHUS.
4. Bunapl MapKeTHHTA.
5. MapKeTuHr B pa3BUTUH PETUOHOB

—

(98]

1. Marketing and market: the concept, principles, tools, effects.

2. The main stages of marketing development: concepts and principles.

3. The need — the need — the demand: the role of marketing in the process of converting the needs
of consumers in the state of demand, model of consumer behavior.



4. Types of marketing.
5. Marketing in regional development

Tema 2: CucreMa MapKeTHHIa M KJIMEHTOOPHEHTHPOBAHHOCTh KOMIIaHMHU. marketing
System and customer orientation of the company.

Cucrema MapKeTUHIa U KJIMEHTOOPUEHTUPOBAHHOCTh KOMITAHUU.

BHemHssA 1 BHYTpEHHS cpefja KOMITAHUH.

MecTo MapKeTHHra B CHCTEME YIIPaBJICHUS KOMITAHUEH.

MapkeTHHr kak guinocodus OuzHeca.

MapKeTHHT U OpraHU3aluOHHAs KYJIbTYpa KOMIIAHUU.

Cuctema cOopa MapKeTUHIOBOW HH(POPMAIIUN ¥ MApKETHHIOBbIE UCCIIEI0OBAHMUS.

Co3znanue u ynpaBjieHHe OTHOIIEHUSIMHU C TIOTPEOUTEISIMHU.

CoBpeMEHHBIN 3Tal  pa3BUTUS MApKETHUHIA: KOHLENIUS COBMECTHOIO CO3JaHUs

LEHHOCTH.

PO NN R

. Marketing system and customer orientation of the company.

. External and internal environment of companies.

. The place of marketing in the company management system.

. Marketing as business philosophy.

. Marketing and organizational culture of the company.

. The system of collecting marketing information and marketing research.

. Creating and managing relationships with consumers.

. The current stage of development of marketing: the concept of joint value creation.

03O\ LN kAW~

Tema 3: ToBapHBIil MADKETHHI: CO3JaHNE KOHKYPEHTOCNOCOOHBIX TOBapoB. Commodity
marketing: creating competitive goods.
6. ToBapHbIIl MAPKETUHT: CO3/IaHHE KOHKYPEHTOCIIOCOOHBIX TOBapOB.
7. OT uaeu 10 ppIHOYHOTO BOTUIOIICHHUS.
8. MapkeTHHIroBbIe UCCIIEIOBAHUs IS pa3pabOTKU TOBapa.
9. ToBapHsle cTpaTeruu.
10. UHCTpyMEeHTHI aHaI13a TOBAPHOM MOJIUTHKH.

1. Product marketing: creating competitive goods.
2. From idea to market implementation.

3. Marketing research for product development.
4. Commodity strategy.

5. Analysis tools of commercial policy.

Tema 4: lleHa Kak HHCTPYMEHT BO3/1eiicTBHA Ha PBIHOK. Price as a tool to influence the
market

IleHa kak MHCTPYMEHT BO3JEHCTBHS HAa PHIHOK.

CYHIHOCTB LHCHBI B MApKCTUHTIC.

IleHoBast cTpaTerus U TaKTHKa.

Mertonpl 11€eHOOOpa30BaHUS: OPUEHTAIMA HAa PBHIHOK, CIOPOC M TOTPEOUTEIHCKYIO

LIEHHOCTb.

5. HGHOBI)IG MAapKCTUHI'OBBIC UCCIICIOBAHUS.

PR

1. Price as a tool to influence the market.

2. The essence of price in marketing.

3. Pricing strategy and tactics.

4. Pricing methods: market orientation, demand and consumer value.
5. Price research.
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Tema S: Opranu3anusi cucremMsbl coObiTa ToBapoB. Organisation of system of sales of goods
11. Opranusanus CUCTEMBbI CObITa TOBAPOB.
12. OcHOBHbIE IPUHIUIBI OPraHU3ALNH COBITA.
13. Ilenouka TOBapOIBUKEHHUS.
14. CObITOBBIE CTPATETUH.

. Organization of system of sales of goods.
. The basic principles of marketing.

. Chain of goods movement.

. Marketing strategy.

AW N —

Tema 6: Pexsiama 1 MapKeTHHIoBble KOMMYHuKanuu. Advertising and marketing
communications.
15. MapkeTHHIroBble KOMMYHHUKALUH.
16. Pexnama: nousiTue, BUabl U GOPMBI.
17. OcHOBHBI€ 3Tarbl pa3padOTKU PEeKIAMHOM MOTUTHUKH.
18. MecTo pekiiaMbl B KOMIUIEKCE MAPKETUHIOBBIX KOMMYHHKAIUH.
19. HCTpYyMEHTBI IPOABH>KEHUS.
20. MHTErprpOBaHHBIE MAPKETUHIOBbIE KOMMYHUKALIUH.
21. Kommynukanuu komnanuu B digital-cpene.

. Marketing communications.

. Advertising: concept, types and forms.

. The main stages of development of an advertising policy.

. The role of advertising in a complex marketing communications.
. Promotion tools.

. Integrated marketing communications.

. Communications company in the digital environment.

~N N RN

Ilpumepnvie memul peghepamos.
1. Tlpobnemsl, cTpaTerusi U METOAbl MAPKETUHIOBOM KOMMYHHMKAIIMM HA MEKYyHapOTHOM
PBIHKE.
2. Bo3MoxkHOCTHM MapkeTHHra B Ipolecce pa3pabOTKH IIPOEKTOB MEXIyHApOIAHOIO
COTPYIHUYECTBA.
MapKeTHHIOBBIE CTPATETUN Ha MEXAYHAPOIHOM PBIHKE.
Cpena Mex1yHapOIHOTO MapKETHUHTA.
[lenecooOpa3HOCTh BBIXOAA HA BHEIIHUNA PHIHOK, METO/IbI BHIX0/Ia HA BHEIIHUI PHIHOK.
I'moGanu3anus u npobiemsl, co3aaBaemslie ero st Poccun.
AJlanTallnOHHBIE U3MEHEHUsI CTPYKTYPbl BHEIIHUX CBS3€U NPEANPUATHI, BBI3BAaHHBIC
IIpOLIECCaMU UHTEPHAIU3ALUN
8. MapxkeTusr B o0ecreueHnn KOHKYPEHTOCTIOCOOHOCTH PETHOHOB.
9. MapkeTHUHIoBBIE UCCIIEJOBAHNUS TP BBIXOJIE HA MEKIYHAPOIHbBIN PBIHOK.
10. IIpobaembl MapKeTHHTa PU peaan3aluy MK/ yHapOIHBIX POECKTOB.

NowvhwWw

Approximate themes of abstracts.

1. Problems, strategies and methods of marketing communication in the international
market.

2. Marketing opportunities in the development of international cooperation projects.

3. Marketing strategy in the international market.

4. Environment of international marketing.

5. The feasibility of entering the foreign market, methods of market entry.
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6. Globalization and the problems it creates for Russia.

7. Adaptive changes in the structure of external relations of enterprises, caused by
processes of internalization

8. Marketing in ensuring the competitiveness of regions.

9. Marketing research when entering the international market.

10. Marketing problems in the implementation of international projects.

IIpumepnvie mecmol
1. MapKeTHHI MOKHO ONpeeTUTh KaK:
a) ynpaBieHHE COBITOM;
0) PBIHOYHBIIM MOTEHIIMAT PUPMBI;
B) JEATEIHHOCTH, HANIPABJICHHAS HA POJBMKCHUE TOBAPA,
I) JesATeIbHOCTh, HAIPABJICHHAS HA MOJIy4YeHUE NPUOBLTN TOCPEICTBOM
YIIOBJIETBOPEHHSI TOTPEOHOCTEH.

2. Hcropuyeckoii MpeanoChLIK0i BOSBHUKHOBEHHSI MAPKETHHIA SIBJISIETCS:
a) Kpu3HUC cOBITa;
0) pOCT MPOU3BOAUTEIHHOCTH TPY/IA;
B) MOBBIIIEHUE NpodeccuoHan3ma pabOTHUKOB COBITA;
T) pachbUIeHHE MPOMBIIIICHHOTO U TOPTOBOTO KaIlMTaJIOB.

3. CymHoCTh KOHUENIMH «COMUATbHO-ITHYECKOr0» MAPKETHHI A 3aK/JII04YAeTCsl B TOM, YTO:

a) CIPOCOM HOJB3YIOTCS TOBAphl C HU3KOM LIEHON U IIMPOKO MPEICTABICHHbIC B
TOPTOBIIE;

0) KadyecTBO TOBapa — INIABHOE YCJIOBUE YCIEUIHOro Ou3Heca;

B) 00mecTBeHHOE 0JarocoCTossHUE — 00s3aTeNbHbIN (hakTop OM3HECa;

I) HeoOXOAMMO MPOU3BOJICTBO TOJIBKO TEX TOBAPOB, HA KOTOPHIE yKE CYLIECTBYET WIIN
MOKeT OBbITh C(hOPMHUPOBAH CIIPOC.

4. IlaccuBHBII MApPKETHHT — 3TO:
a) H3MEHEHME CTapbIX U CO3/IaHHe HOBBIX OTpeOHOCTEH, 3a00Ta 0 moTpedurene;
0) opueHTalus Ha TOBAp, MPOU3BOJICTBO;
B) HEHTpalbHOE OTHOIIEHUE K OKPY>KAIOLIEeH Cpeie MapKEeTHHIa,;
I) OpHUEHTalMs Ha OOHApPYXEHHE U OPTaHU3AIMIO PbIHKA CObITA.

5. TlpuHUMIIBI, HA OCHOBE KOTOPBIX peajiu3yercs PYHKIHOHAIbHbII MapKEeTHHT,
00beTUHAIOTCH KOHLeNIMe:

a) COBEPIICHCTBOBAHMS COBITA;

0) KOMIUIEKCHOTO MapkeTuHra (5 «P»);

B) COBEPIICHCTBOBAHUS IMPOU3BOJICTRA,

I) COIMAIbHO-3TUYHOTO MAPKETUHTA.

6. Lleas I'enpu @opaa cocTosiyia B MACCOBOM BBIIYCKe aBTOMOOMJIEH 10 JOCTYITHOM LieHe,
YTO COOTBETCTBYET KJIACCHYECKON KOHUENIUH...

a) MapKeTUHra

0) COBEpIIICHCTBOBAHUS ITPOU3BOICTBA

B) COBEpLICHCTBOBAHUS TOBapa

I') COIIMAJIbHO-3TUYECKOr0 MapKETHUHTa

7. OcHOBHOW NPpUHLUI NPO0IeMHOI (OpMBI OPraHU3aNMU MAPKETHHIa HAa (pupMe
3aKJj104aercs B:
a) PperyJsipHOM MPUMEHEHUHU HKCIEPTHBIX METO/I0B aHAJIM3a BO3ZHUKAIOIINUX Mpo0ieM;
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0) OCYIIECTBICHUN MAPKETUHIOBBIX MEPOIIPUSATHS 110 PEIICHUIO PAa3IMUHBIX ITPOOIIEM;

B) CO3JIaHUU aIMUHUCTPATUBHON IPYIIIbI PA3IMYHBIX CIIELUAIUCTOB Ul PEILICHUS
BO3HHKILIEH MPOOIIEMBI;

r) pacrpeaenaeHuu pyHKIUNA MapKETUHTa BHYTPU MapKETHHIOBOM CITY>KOBI.

8. MapkeTuHroBas ciIyx0a Ha (pupMe MOKeT ObITh OPraHN30BaHA M0 MPUHIUILY:
a) HepapXUUYECKOMY;
0) MOTPeOUTEITHCKOMY;
B) MaTpUYHOMY;
I) IPOU3BOACTBEHHOMY.

9. Cpens KOHIENTYAJIbHBIX MOAX00B K MAPKETUHTY He BBIIEJSIIOT:
a) HICOJIOTHYECKHM acIeKT;
0) TICUXOJIOTHYCCKHUM aCTICKT;
B) aHAJIUTUYECKHUN aCIEKT;
I) NPUKIATHON aCIEKT.

10. Oco0eHHOCTH COBPEMEHHOI'0 3TaNia MHPOBOr0 Pa3BUTHSI MAPKETHHI A 3aK/II0YaeTcs B
TOM, 4TO 3TO:

a) TOTPeOUTETHCKUI MAapKETHUHT;

0) MPOM3BOJCTBEHHBIH MapKETHHT;

B) OpraHM3allMOHHBIA MAapKETHHT;

I') AaKTHUBHBIA MUKpPO-, MaKpO-, MEra- U COLMAIbHBIA MapKETHHT.

Approximate tests

1. Marketing can be defined as:

a) sales management;

b) the market potential of the company;

C) activities aimed at the promotion of goods;

d) activities aimed at obtaining profits through satisfaction of needs.

2. The historical prerequisite for the emergence of marketing is:
a) the crisis of distribution;

b) the growth of labor productivity;

C) professionalism of sales;

g) spraying industrial and commercial capital.

3. The essence of the concept of "socio-ethical" marketing is that:

a) demand of goods with low price and widely traded;

b) the quality of the product is the main prerequisite for successful business;

C) public welfare is essential in business;

g) necessary to the production of only those goods that are already exist or can be formed
to demand.

4. Passive marketing is:

a) change the old and create new needs, taking care of the consumer;
b) focus on goods production;

C) a neutral attitude to the environment of marketing;

g) focus on the discovery and organization of the market.

5. The principles on the basis of which implemented in the functional marketing,
combined with concept:
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a) improve marketing;

b) integrated marketing (5 "P");
C) improve production;

g) socio-ethical marketing.

6. The purpose of Henry Ford was to mass production of cars at an affordable price,
which corresponds to the classical concept...

a) marketing

b) improve production

C) improving the product

g) socio-ethical marketing

7. The basic principle problematic forms of organization of marketing at the firm is:
a) regular use of the expert methods of the analysis of arising problems;

b) the implementation of marketing activities for the solution of various problems;
C) creating the administrative group of various experts to solve problems;

d) the distribution functions of marketing within the marketing service.

8. Marketing service firm can be organized according to the principle:
a) hierarchical;

b) consumer;

C) a matrix;

g) production.

9. Among conceptual approaches to marketing are not isolated:
a) ideological dimension;

b) the psychological aspect;

C) the analytical aspect;

d) applied aspect.

10. The feature of modern stage of world development of marketing is that it:
a) consumer marketing;

b) production and marketing;

C) organizational marketing;

g) active micro-, macro-, mega -, and social marketing.

4.3. OueHouHbIE CpeNCTBa AJIs IPOMEKYTOUHOM aTTeCTallUu.
4.3.1. IlepeueHb KOMIETEHIMI C yKa3aHUEM ATANOB UX (OPMUPOBAHMS B MPOLECCE OCBOCHHS

oOpa3oBarenbHON mporpammsl. [lokasarenn v KpuTepuu OLEHMBAHUS KOMIIETEHIUI C y4eTOM
sTana ux GopMHUPOBAHUS

Kon HanmeHnoBanme Kon HanmeHoBanme 3Tarna
KOMIETEHIIUH |[KOMIIETEHLIUU HTana OCBOEHH|0CBOCHHS KOMIIETEHIIUH
KOMIIETCHITUH

ITIKp-2 CrnocoOHOCTD [IKp-2.1 CriocoOHOCTh OCBaMBaTh
[IAHUPOBAThH U TEXHOJIOTUH TUIAHUPOBAHUS,
OpPTraHU30BHIBAThH OpTraHU3aIMH U TPOBEICHUS
[eperoBOPbI, COBELIAHMS, MepPEroBOPOB, COBELIAHUI U
KOH(epeHLIUU KOH(epeHI it

I1Kp-9 CriocoOHOCTh [1Kp-9.1 CriocoOHOCTh OCYIIECTBISITh
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3aMbICJIa

OCYILECTBIIATH BBIOOD
METOJ/IOB PEIAaKTUPOBAHHUS
MaTepuasoB IS
HanOoJIee MOJIHOTO
PACKpBITUSL aBTOPCKOTO

[MOMCK U BBISIBICHUE METO/IOB
PEIAKTUPOBAHUS MaTepUaIOB

JTan 0OCBOCHUSA

Iloka3zareanb oeHUBAaHUA

Kpurepuii oneHuBanus

KOMIIETeHMH
[TKp-2.1 3HaeT OCHOBHBIE TexHonoruu [ [IpogemoncTpupoBaHo 3HAHUE
Crioco6HOCTB IUIAaHUPOBAHMSI, OPTraHU3AlMU U | OCHOBHBIX TEXHOJIOTU
OCYUIECTBJIATh TIOUCK U |IMPOBEACHUS [IEPETOBOPOB, | IJIAHUPOBAaHUS, OpraHu3alud U
BBISIBJICHUE METOJIOB |COBEIIaHUI 1 KOH(EPEHIUH. IIPOBEACHUS IIEPETOBOPOB,
pEIaKTUPOBAHUSA Ymeer HCIIOJIb30BATh | COBEIAHUI U KOH(pepeHIUH.
MaTepHUaioB TEXHOJIOTUU ianupoBanus, | [IpogeMoHCTpUpOBaHO NMpUMEHEHUE
OpraHM3allil W MPOBEACHUS | TEXHOJIOT U TJITAHUPOBAHMS,
IIEPETOBOPOB,  COBEIIAHUN U |OpraHU3aluU u MPOBEICHUS
KOH(pepeH1 it [IEpEroBOpPOB, COBELIaHUI u
KoH(epeHImit
[1Kp-9.1 Onpenensier IIOMCK u|Onpenenensl  METOIbI  METO/OB
CnocoO6HOCTH BBISIBJICHUC METOJIOB | peTakKTUPOBaHUSI ~ MaTepHAIIOB -
OCYILECTBIJIATh MOUCK U |peaakTUpOBaHUS MaTepUaliOB  |KOPPEKTYypa, peAaKTUPOBAHUE,
BBISIBJICHUE METOJIOB KOMMEHTHUpPOBaHUE,
peAaKTUPOBAHUS pedepupoBanue, HHGOPMALMOHHO-

MaTepuajoB

CJIOBApPHOC OIIMCAHUC

4.3.2 TunoBble OLIEHOYHBIE CPEICTBA

2O XN AR WD =R WD =

noTpeOuTens.

0. [Torpeburenbckuii  BHIOOD,

Bonpocel K 3a4eTy ¢ OLEeHKOi:

11. Ilenun uccnenoBaHus MOBEACHUS MOKYIIATEICH.
12. MotuBanus notpeGHOCTEH, ee 3HaYeHUE ISl MapKETHUHTA.

Ponp MapkeTHHIa B 5KOHOMHUYECKOM Pa3BUTUU CTPAHBI.
Oransl pa3BUTUS U KOHLENIUN MAPKETHHTA.
Ienn mapkeTHHra u GyHKIUN MapKETHUHTA.
[TpuunHbI co3aanus ciyObl MapKEeTHHra Ha JeCTBYIoLIeH hupme.
[TpuHIMIIBI OpraHU3alMy CITy>KObl MAPKETHUHTA.
IToHsATHE M BUJIBI MAPKETUHIOBOM CPE/BL.
BHyTpeHHsAA 1 BHEHIHSS MUKPOCPENa MapKETHHTA.
IIoHsATHE M OCHOBHBIEC TUIIBI KOHTAKTHBIX ayAUTOPHM.
DaxTOpsl MaKpOCpEAbl MAPKETUHTA.

ITonsiTHE M BUBI KOHKYPEHIUU.

Mopenb nsaTi KOHKYpeHTHbIX cuil M. [loptepa.
IToHsATHE KOHKYPEHTHOM CUTYallMH, KOHKYPEHTHOIO ITOBEACHUS.
[TonsaTus HyXaa, NOTPeOHOCTS.
[TonaTne noTpeOHOCTH, TUIIOJIOTHS TOTPEOHOCTEN U MOKYTIaTeNeH.
MOTHBalUsl NOKYIIKM W MOJIEIHMPOBAHUE

[IOBEIECHUS
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13. Mopnenu noKynarenbCKOro oBeACHHUS.

14. OcHOBHbBIE 3aKOHOMEPHOCTH CIIpOca: 3aBHUCHUMOCTh CIpoca OT II€H, 3aBUCHUMOCTb
cipoca ot goxona. [Tapanokcel crpoca.

15. IlonsTre u Gopmbl IPOABUKEHHS TOBApA HA PHIHOK.

16. KoMMyHHKallMOHHBIE KaHAJbI ¥ IO3ULIMOHUPOBAHUE TOBApA.

17. Push- u pull-kommyHukanuu.

18. IlousaTHe «UH(IAITNN BHUMAHUSY.

19. IloHATHE TOYEK KOHTAKTA.

20. CyObeKTbl 1 00BEKThI PEKJIAMHON AEATEIbHOCTH.

21. Pexnamuble HocuTenu U (opMbl pekiaMbl. Mcnonb3oBaHHE B pekilaM€ OCHOBHBIX
2JIEMEHTOB TEOPUU MaCCOBON KOMMYHHUKAIIHH.

22. Bujpl pekiIaMHbIX KaMITaHUH (110 LeJIIM, CUJIE PEKIIAMHOIO BO3/IEHCTBUS, IO 00BEKTaM,
[0 HOCUTENIIM, [0 CTENEeHH OXBara pbIHKA, TEPPUTOPUATBHO-TEOrpaprIecCKuM
MIPU3HAKAM, CPOKaM peau3aliii).

23. IlpunHuums! GopMUPOBAHUS PEKIAMHOTO OHO/KETA.

24. Ouenka 3(pPpeKTUBHOCTU MAPKETUHIOBBIX KOMMYHUKAIUH.

The offset questions:
. The role of marketing in economic development of the country.
. The stages of development and concept of marketing.
. Marketing goals and marketing functions.
. The reasons for the creation of marketing service at the existing firm.
. Principles of service marketing.
. Concept and types of marketing environment.
Internal and external marketing microenvironment.
. The concept and main types of contact audiences.
The factors in the macro environment of marketing.
. Concept and types of competition.
. The model of five competitive forces of M. porter.
. The concept of the competitive situation, competitive behavior.
. The concept of the need, the need.
9. The concept of needs, types of needs and customers.
10. Consumer choice, purchase motivation and modeling of consumer behavior.
11. The purpose of the study of the behavior of buyers.
12. Motivation needs its value to marketing.
13. Models of consumer behavior.
14. Basic laws of demand: the dependence of demand on prices, the dependence of

demand on income. The paradoxes demand.

15. The concept and forms of product promotion on the market.

16. Communication channels and product positioning.

17. Push - and pull-communication.

18. The concept of "inflation."

19. The concept of points of contact.

20. Subjects and objects of advertising.

21. Advertising media and forms of advertising. The use in advertising of the main

elements of the theory of mass communication.

22. The types of advertising campaigns (for the purposes of, the power of advertising,

objects, object, the degree of market coverage, geographically-geographical indications, the
timing of implementation).

23. Principles of formation of the advertising budget.
24. Evaluation of the effectiveness of marketing communications.
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IIpumepHbIe 3a1aHUA K 324€TY € OLEHKOM:
1. K ynciy Hanbosnee BaKHBIX CTOPOH MAapKETUHIOBOM J1€ATENbHOCTH, OIPEEISIFOIINX BBIOOD
CTpaTEerMyeCcKuX PeleHUH Pa3BUTUS PEKIIAMHOI'O areHTCTBA, OTHOCATCS: — cOop MH(OopMaIu o
MOTEHIUATbHOM PbIHKE, KOHKYpEHTaX, OCTABIINKAX, MAPKETUHIOBBIX MIOCPEIHUKAX; — AHAJIU3
MakKpoCpebl NPEANPUATHS; — IUIAHUPOBAHUE MAPKETUHIOBBIX MEPOIIPUATHI B COOTBETCTBUU C
coOpaHHOM HHOpMaLHel; — MOUCK HEOOXOAUMBIX MaTepUANIbHBIX, TPYIOBBIX U (DUHAHCOBBIX
pECYPCOB U1 POBENEHUS MApKETUHIOBBIX UcciieqoBanuii. OTBeThTE Ha Bonpochkl: * Kakue eme
aCMEeKThl MApPKETUHIa BaXKHBI JUIsl YCIEIIHOM JIeATEIbHOCTH peKJIaMHOro areHTcTBa? * B uem
cnenn¢uka UX peanuszanuu B chepe pexnamHoi aearensHocTu? IponsuocTpupyidTe Bail OTBET
KOHKPETHBIM IIPUMEPOM: MPOAHATTUZUPYUTE AEATEIbHOCTh PEKIAMHOIO ar€HTCTBA, B KOTOPOM
BbI IPOXOAMIIN MPAKTUKY, TN C KOTOPHIM Bbl COTPYAHUYAIIN, IPOXO/S PAKTUKY HA
MPEIIPUITUH, WIK HHPOPMAIUS O KOTOPOM €CTh B OTKPBITBIX UcTouHMKaX (MHTepHeT, nenoBas
npecca, ClieuaJIu3upOBaHHbIC XKYPHAIIBI U T. 11.).

2. OxapakTepu3ylTe HJ€albHYI0, Ha Ball B3IV, CUCTEMY MAapKETHHTOBOW WH(pOpMaLuu
KpPYIHOTO PErMOHAJIBHOIO PEKIAMHOIO areHTCTBA MO CIAEAYIOLUIUM IapaMeTpam: — CTPYKTypHast
eIMHMIIAa PEKIAMHOTO areHTCTBa, coOuparolas M pacHpoCTpaHsiomas HHGOpMaLUo; —

CyObeKkThl — mnoTpebutenu uHboOpManuu; — coiepkaHue HH(OpMaluu; — MeToAbl cOopa
uHpopmanuy; — ¢GopmMa MNpeJoCTaBIeHUs HMH(OpPMAIMKU; — YacTOTa MPEIOCTaBICHUSL
uHpopmaruu; 21 — TexHonorun oOpaOOTKM U pacmpocTpaHeHus HHGOpMaIuy;

HCO6XOI[I/IMOC O60py,Z[OBaHI/IC " IporpaMMHOC obOecrieucHue

3. Kak BBl cuuraere, JOMYCTUMO JIM HCIOJNb30BaTh MPHU ONPEICICHUM EMKOCTH pPbIHKA
PEKJIaMHOTO TPOAYKTa WM PEKIaMHOW YCIyru MeTon mnpobHoro wmapketuHra? Kakas wus
Pa3HOBUAHOCTEN 3TOT0 MeToa OyaeT Hanboiee MOaXOsIen?

Exemplary tasks for the offset:

1. The most important aspects of marketing activity that determine the choice of strategic
decisions for an advertising agency development include: - collecting information about a
potential market, competitors, suppliers, marketing intermediaries; - analysis of the macro
environment of the enterprise; - planning of marketing activities in accordance with the
information collected; - search for the necessary material, labor and financial resources for
marketing research. Answer the questions: * What other aspects of marketing are important for
the success of an advertising agency? « What are the specifics of their implementation in the field
of advertising? Illustrate your answer with a concrete example: analyze the activity of the
advertising agency in which you did the practice, or with whom you collaborated, during the
practice at the enterprise, or information about which is in open sources (Internet, business press,
specialized magazines, etc.) .

2. Describe the ideal, in your opinion, marketing information system of a large regional
advertising agency by the following parameters: - the structural unit of the advertising agency
that collects and disseminates information; - subjects - consumers of information; - content of
information; - methods of collecting information; - the form of providing information; - the
frequency of information; 21 - technologies for processing and disseminating information; -
necessary equipment and software

3. Do you think it is permissible to use the trial marketing method in determining the
market capacity of an advertising product or advertising service? Which type of this method will

be the most suitable?

[Ixana orieHuBaHusA.
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OneHka 3HaHMN, YMEHHH, HaBBIKOB MPOBOAMUTCA HAa OCHOBE OasIbHO-PEHTHHIOBOM
cucrembl: 30% u3 100% (unu 30 6amnos u3 100) - BKIIaag B UTOTOBYIO OLIEHKY 10 pe3yJibTaTaM
IIPOMEKYTOYHOH aTTeCcTaIuH.

Mpn oueHuBaHUM oTBeTa oby4awwerocds B Xo4e TNPOMEXYTOYHON
aTTecTauMm MOXXHO ONUPaTbCA Ha ciefylme KpuTepumn:

bauel Kpurepuii onieHkH

26-30 OOyyaromuiicss  TOKa3bIBaeT BBICOKMH  YPOBEHb  KOMIIETEHTHOCTH, 3HAHUSA
IIPOrPaMMHOT0 ~ Marepuana, Y4eOHOH, NepUoIUYEecKOd UM  MOHOrpadudeckon
JUTEPATYPbl, 3aKOHOJIATENICTBA U MPAKTUKHU €r0 MPUMEHEHUS, PACKPBIBAET HE TOIBKO
OCHOBHBIE MMOHSATHS, HO M AHAJIU3MPYET MX C TOUYKH 3PEHHS Pa3IM4YHBIX aBTOPOB.
OO0yuaromuiicsi moKa3bIBaeT HE TOJHKO BHICOKHI YPOBEHb TEOPETUUECKUX 3HAHUI, HO
M BHIUT  MEXKIUCIMIUIMHApHBIE  CBs3W.  lIpodeccnonanbHO,  rpaMOTHO,
MOCJIEI0BATENBHO, XOPOUIUM SI3bIKOM YETKO M3JIaraeT MaTepuall, apryMEHTUPOBAHHO
¢dbopMympyeT BBIBOIBI. 3HAET B paMKax TPeOOBaHWN K HAIMPABICHUIO W TPOQUIIO
MOJTOTOBKM 3aKOHOAATEIIbHO-HOPMATUBHYIO U TpakThyeckyro 0azy. Ha Bompochl
OTBEYAET KPAaTKO, ApIYMEHTHUPOBAHO, YBEPEHHO, IO CYILIECTBY.

16-25 OOyuaromuiicss TOKa3bIBaeT JOCTAaTOYHBIH YpPOBEHb KOMIIETEHTHOCTH, 3HAHUSA
MaTepHaioB 3aHATHH, YIeOHOH M METOOMYECKOW JIUTepaTyphl, 3aKOHOAATEIBCTBA U
NPaKTUKUA €ro NPUMEHEHUs. YBEPEHHO M MPO(PECCHOHATBHO, I'PAMOTHBIM SI3bIKOM,
SCHO, YETKO M IMOHSTHO M3JIaraeT COCTOSHUE M CYTh BOMNPOCA. 3HAET HOPMAaTHBHO-
3aKOHOJATebHYI0 M  IpakTU4YecKyto 0a3y, HO TIpM OTBETE€ JOIYCKAaeT
HECYIECTBEHHbIE NOorpemHoCTH. OOyJaronuiics: MOKa3bIBaeT JOCTATOYHBIN YPOBEHb
npogeccCHOHANBHBIX 3HAHUH, CBOOOIHO ONEpPHpYeT MOHATUAMHU, METOAAMU OLIEHKU
NPUHATUS PELICHUM, HUMEET MPEACTABICHUE: O MEXIUCHUIUIMHAPHBIX CBA3AX,
YBS3BIBAET 3HAHMS, IOJYYECHHBIE IPU W3YyYEHUU PA3JIMYHBIX IHUCLUIUIMH, yMEET
aHAJIM3MPOBATh MPAKTHYECKUE CUTYAllMH, HO JOIYCKAE€T HEKOTOPBIE IMOI'PEIIHOCTH.
OTBeT NMOCTPOEH JIOTUYHO, MaTrepuall M3J1aracTcsi XOPOLIUM S3bIKOM, IPUBIIEKAETCS
MHPOPMATHBHBI W WUTIOCTPUPOBAHHBI MaTepHaj, HO TIPH OTBETE [OITyCKaeT
HEKOTOpBIE MOTPEIIHOCTH. BOIPOCHI HE BBI3BIBAIOT CYLIECTBEHHBIX 3aTPYAHEHUM.

6-15 OOyuaromuiicss MOKa3bIBa€T JOCTATOYHbIE 3HAHUS MaTepUajoB 3aHATUN, HO IPHU
OTBETE OTCYTCTBYET JIOJDKHAS CBSI3b MEX/Y aHAJIM30M, apryMEHTaLUeil U BHIBOAAMHU.
Ha mocraBneHHbIE WieHAMH KOMHCCHH BOTPOCHI OTBEYAE€T HEYBEPEHHO, IOIMYCKAeT
norpemHocTy. OOydaronmiics BiazeeT NPaKTUYECKUMH HaBbIKAMH, HPUBJIEKAET
WITIOCTPATUBHBIA Marepuan, HO YyBCTBYeT ceOsi HEYBEPEHHO IIpH aHalu3e
MEXIUCUMIUIMHAPHBIX CBs3ed. B oTBere He Bcerga NPUCYTCTBYET JIOTHKA,
apryMEHTHI TPHUBIEKAIOTCS HEIOCTATOYHO Beckwe. Ha mocTaBieHHBIE BOMPOCHI
3aTPYIHSAETCS C OTBETAMH, TOKA3bIBACT HEJOCTATOYHO NIyOOKHE 3HAHMSL.

0-5 OOyuaromuiicss TMOKa3bIBaeT ciiabble 3HAHUS MAaTepUaAoOB 3aHATHH, Yy4ueOHOI
JUTEPaTypbl, 3aKOHOJATEIbCTBA M IPAKTHUKU €ro MNPUMEHEHMs, HU3KHM YPOBEHb
KOMIIETEHTHOCTH, HEYBEPEHHOE H3JI0KeHHe Bompoca. OOydaromuiics MoKa3bIBaeT
ciabblii  ypoBEeHb NPOPECCHOHANBHBIX 3HAHWUM, 3aTpyAHSETCS TpU  aHAJIU3e
MpaKkTUYECKNX cuTyauuid. He mMokeT mpuBecTH NpHUMEpPHl U3 PEaTbHOM NPAKTUKH.
HeyBepeHHO M JIOTMUECKH HENOCIEN0BAaTeIbHO M3J1araeT marepuai. HempaBuibHO
OTBEYAET Ha BONMPOCHI WIIH 3aTPYAHSIETCS C OTBETOM.

[Ixama mepeBoaa U3 MHOTOOAIIILHON CHCTEMBI B TPAIUIIMOHHYIO:

- o0ydJarommeMycsi BBICTABIISIETCSI OIICHKA «HEYIOBJICTBOPUTEIHHO» €CIIH OOydYaromuiics
Habpas meree 50 6amios,

- OIICHKA «YIOBJICTBOPHUTEIHHO» BBICTABISICTCS TPH YCIOBUHU, €CITU OOydJaromuiics
Habpai ot 50 1o 65 6aoB;

- OIICHKA «XOPOII0» BBICTABJISIECTCS MPU YCIOBUH, eciaH oOydaromuiicst Habpan ot 66 110
75 Gaos;
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- OIICHKA «OTJIMYHO» BBICTABISETCS MPHU YCIOBUH, €cliu oOydaromuiics Habpan ot 76 1o
100 6amnos.

100 GannoB BBICTABISETCS MPHU yCIOBUH BHITIOJHEHHs BCEX TPEOOBaHUM, a Takke MpH
O6$I33TGJ'II)HOM HpOSIBJ'IeHI/II/I TBOpLIeCKOl"O OTHOIIICHHUA K Hpez[MeTy, YMeHI/II/I HaXOoaAuTh
OpUTHHATBHBIC, HE COJAEpXKAIUECS B y4eOHHMKAX OTBETHl, YMEHHHU padOTaTh C HMCTOYHHKAMH,
KOTOPBIE COJEP/KATCA JOIOJHUTEIBHON JINTEpaType K KypCy, YMEHHMHM COEIHHSITh 3HAHUSA,
MOJTyYeHHBIC B JAHHOM KypCe€ CO 3HAHUSAMHU JPYTUX JTUCIUTUIMH.

4.4. Meronuueckue MaTeprabl

CryneHT moryckaeTcsi K 3a4eTy 10 AWCHUIUIMHE B CIIydae BBIMOJHEHHS MM BCEX 3a/laHU |
MEpPONPUATHIA, TPETyCMOTPEHHBIX IPOTPAMMOI TUCIIUIUIUHBL.

CryneHTy HEOOXOJMMO BHUMATEIFHO HM3YYUTh M OCMBICIHTH MaT€pPHalbl BOMPOCOB K 3adery,
IPEeCTaBICHHbIE B PEKOMEH/I0BAaHHbBIX y4eOHMKaxX U ApYyrux ucrounukax (MHTepHeT-pecypcesl,
HAyYHO-METOJMYECKHE JKypHalIbl u T1p.). CTPyKTypupOBaTh TEOPETHUECKUH MaTepHal,
COCTaBUTH IIJIaH €ro MPEICTABICHHUS.

OTBeT BONPOC W PEUICHHE MPAKTUYECKOTO 3a/JaHUsl BKHO M3JIarath C MO3UIMH 3HAYCHUS JUIS
npodeccuoHalbHON JiesTenbHOCTH. [Ipr 3TOM BaXKHO MOKa3aTh 3HAHME HE TOJIBKO TEOPUHU
BOIIPOCA, HO ¥ MMPAKTHYECKOE IIPUMEHEHHE.

Pesynbrat no ciave 3aueta 0ObSBIISETCS CTYAEHTaM U BHOCUTCS B 3K3aMEHAILMOHHYIO BEZIOMOCTh
Y 3aUETHYIO KHIDKKY. «HeynoBIeTBOPUTEIHHOY MPOCTABIISETCS B BEJIOMOCTH.

5. MeTonuyeckue ykazaHus JJsi 00y4alomuXxcs M0 0CBOCHUIO TUCUMILTUHBI

YCTHBIN ompoc SBISETCS OJAHUM W3 OCHOBHBIX CHOCOOOB NMPOBEPKH YCBOCHHS 3HAHUI
oOyuaromumucs. Pa3BepHyTBId OTBET CTyIeHTa JAODKEH TMPEACTABISITH COOOM  CBSI3HOE,
JIOTUYECKHU TOCIIEJIOBATEIbHOE COOOIIEHNE Ha OMPEICICHHYI0 TeMY, MOKa3blBaTh €ro yMEHHE
IPUMEHATh ONpEJeNieHus, MpaBuUja B KOHKPETHBIX ciayyasX. OCHOBHbIE KPUTEPUU OLIEHKU
YCTHOTO OTBETA: MPABUIBHOCTH OTBETA MO COJEP>KAHUIO; MOJHOTA U TIyOWHA OTBETA; JIOTHKA
U3JI0KEHUs MaTepuaia (YYUThIBAeTCsl YMEHUE CTPOUTDH LIEJIOCTHBIH, MOCIe10BaTeIbHbINA pacckas,
IPaMOTHO TOJIb30BaThCsl CHEIHAIBHON TEPMHUHOJIOTHEN); HCIOIB30BAHUE JOMOJIHUTEIHHOTO
MaTepuaa.

Memoouyeckue ykasanus no camocmosmenbHoll N0020Mo6Ke K 3aHAMUAM JIeKYUOHHO2O,
NPAKMU4eCcKo20 (CeMUHapCcKoe0) muna:

[ToaroroBka K 3aHATHSAM JOJDKHA HOCHUTH CHUCTEMATHYECKUH XapakTep. DTO IMO3BOJHT
o0ydaroliemMycsi B IIOJIHOM 00BbeMe BBIIIOJIHUTH Bce TpeboBaHMs npenoaasatens. OOyyaromumcs
PEKOMEHIyeTCsl HM3y4aTh KaKk OCHOBHYIO, TaK M JIOTIOJHUTEIBHYIO JUTEpaTypy, a TaKkKe
3HAaKOMUTbCA ¢ VIHTepHEeT-UCTOUHMKaMM (CHMCOK HpUBEACH B paboueil mporpamme 1o
JTUCITUTUTHE).

Bonpocul ona camocmosmenvHoti n0020moeKu (camonposepki):
Ponp MapkeTHHTa B 9KOHOMHYECKOM Pa3BUTHH CTPAHBI.
Otansl pa3BUTHS U KOHUENIIUN MAPKETHUHTA.
Llenm MapkeTHHTa U PYHKIIUH MapKETHUHTA.
[TpuunHbI co3aanus ciy Obl MapKETUHra HA JeHCTBYIOLIeH hupme.
[TpuHIMTIBI OpraHU3aIMH CITY>KOBI MAPKETHUHTA.
[ToHsATHE U BUABI MAPKETUHTOBON CPEIbI.
BHyTpeHHSISI 1 BHEITHSST MEKPOCPE/Ia MapKETHHT .
[ToHsATHE U OCHOBHBIE TUIIBI KOHTAKTHBIX ayIUTOPUH.
®akTopsl MaKpOCPEIbl MAPKETHHTA.
. IlonaTue 1 BUABI KOHKYPEHIINU.
. Monens natn KoHKypeHTHbIX cril M. [loprepa.
. IToHATHE KOHKYPEHTHON CUTYyallul, KOHKYPEHTHOT'O ITOBEICHMUS.
. [lonsTus Hy)1a, IOTpeOHOCTb.
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14. TlonsiTre NOTPEOHOCTH, THUIIOJIOTUS OTPEOHOCTEH U MOKymaTenei.
15. IlorpeOutenbckuil  BbIOOpP, MOTUBALUsl [OKYNKH W MOJAEIMPOBAHUE MOBEICHUS

noTpeOuTens.

16. Llenu uccrenoBanus NoBeIeHUs OKyIaTeNeH.

17. MotuBauust noTpeGHOCTEH, ee 3HaYeHue JIIsl MapKETUHTA.

18. Moaenu noKynaTeJIbCKOro NOBEACHUS.

19. OcHOBHBIE 3aKOHOMEPHOCTH CIIPOCA: 3aBUCUMOCTB CIIpoca OT ILIEH, 3aBUCUMOCTb CIpOCa

ot noxoja. [Tapagokcel crpoca.

20. ITonsitue 1 GpopMbl IPOABUIKEHUS TOBApA HA PHIHOK.

21. KoOMMyHMKAaIIMOHHBIE KaHAJIBI U ITO3UIIMOHUPOBAHUE TOBAPA.

22. Push- u pull-koMmyHuKaum.

23. Ilonarue «uHQIAIUN BHUMAHUSY.

24. IloHATHE TOYEK KOHTAKTA.

25. CyObeKThl M 00bEKThI pEKJIaMHON JAESITEIbHOCTH.

26. Peknamuble HocuTenu U (opMmbl pekiambl. Vcnosibp3oBaHHMEe B peKiaMe OCHOBHBIX

3JICMCHTOB TCOPUU MacCOBOH KOMMYHHKaIIWH.

217. Buasr PCKIIaMHBIX KaMIIaHUM (HO neirsiM, CUJIC peKIaAMHOIO BOSI[GIECTBPIH, 110 O6’beKTaM, 10

HOCHUTEJISIM, 110 CTENEHU OXBaTa phIHKA, TEPPUTOPUATILHO-TreorpauyeckuM MpU3HAKaM,
CpOKaM peau3aiim).

28. Ilpunuunsl popMupoBaHUs PEKIAMHOIO OFOJDKETA.
29. Ouenka 3((heKTUBHOCTH MAPKETUHTOBBIX KOMMYHHUKAIUH.

Questions for self-preparation (self-test):

0 31O\ LN kAW~

Ne)

. The role of marketing in the economic development of the country.

. Stages of development and marketing concept.

. Marketing objectives and marketing functions.

. The reasons for the creation of marketing services in the existing firm.
. Principles of organization of marketing services.

. The concept and types of marketing environment.

. Internal and external marketing micro-environment.

. The concept and main types of contact audiences.

. Factors in the macro environment marketing.

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.

The concept and types of competition.

Model of the five competitive forces of M. Porter.

The concept of a competitive situation, competitive behavior.

The concepts of need, need.

The concept of needs, the typology of needs and customers.

Consumer choice, buying motivation and modeling consumer behavior.

The objectives of the study of customer behavior.

Motivation needs, its importance for marketing.

Models of consumer behavior.

The main patterns of demand: the dependence of demand on prices, the dependence of

demand on income. Paradoxes of demand.

20
21
22
23
24
25
26

. The concept and forms of product promotion on the market.

. Communication channels and product positioning.

. Push and pull communications.

. The concept of "inflation of attention."

. The concept of contact points.

. Subjects and objects of promotional activities.

. Advertising media and forms of advertising. Use in advertising the basic elements of the

theory of mass communication.
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27. Types of advertising campaigns (by goals, strength of advertising impact, by objects, by
media, by market reach, geographical location, implementation timeline).

28. Principles of formation of the advertising budget.

29. Evaluation of the effectiveness of marketing communications.

Memoouueckue ykazanus no no020moske 00K1a008:

[TogroroBka oOydJaromMXCcs K ONPOCY NPEINOJaraeT H3Y4YeHHE B COOTBETCTBHUH
TEMaTUKON JUCUUIUIMHBI OCHOBHOM/ JJOMOJHUTENBHOM JIUTEpaTyphbl, HOPMAaTUBHBIX JOKYMEHTOB,
MHTEPHET-PECYPCOB.

OO6yuaromuiicsi TOTOBUT JOKJIAJ B (pOpMe YCTHOTO COOOILEHHS 110 TeME TUCIUILIHHBI.

IIpemmaraercs cnemyromas CTpyKTypa JOKIaza:

1. BBenenue:

— YKa3bIBaeTCsl TeMa M LeJb JJOKIIA/1a;

— 0003HayvaeTcs MpobIeMHOe 110JIe, TEMaTUUYECKUE pa3/esibl JOKIaaa.

2. OcHOBHOE COZIEpKaHUE JOKIIaIa:

— MOCJIEJIOBATEIbHO PACKPHIBAIOTCS TEMATUUYECKHE Pa3/Ielibl JOKIIAAA.

3. 3akiIroucHue:

— IPUBOJATCS] OCHOBHBIE PE3YJIBTAThl U CYKACHUS aBTOPA 110 MOBOIY IyTei BO3MOKHOIO
peIIeHHsI PACCMOTPEHHOM MPOOIEMBI, KOTOPBIE MOTYT OBITH O()OPMIICHBI B BU/IE PEKOMEH/IAINH.

Memoouueckue ykazanus no no020moeke K meCmuposanuio.

IIpy mOAroTOBKE K TECTUPOBAHMIO CIEAYET YYUTBIBATH, UTO TECT MPOBEPSET HE TOJIBKO
3HaHWE TIOHATUM, KaTeropuil, COOBITUH, SBJICHUN, YMEHUS BBIICNATH, AHAJIU3UPOBATh U
0000maTe Haubosiee CYyIIECTBEHHbIE CBSI3M, NPHU3HAKKM W NPUHIMIIBI Pa3HBIX SBICHUN U
nponeccoB. [1o3ToMy npu MOArOTOBKE K TECTy HE CIEXyeT MPOCTO 3ay4uBaTh, HEOOXOIMMO
MOHATh JIOTMKY M3JIOKEHHOTO MaTepuajia. OTOMY HEMallo CIIOCOOCTBYET COCTaBJIECHHUE
pa3BepHyTOro IulaHa, Tabnuil, cxeMm. boniblryro momouls OKa3blBalOT HMHTEPHET-TPEHAXKEPHI,
MO3BOJISIONINE, BO-TIEPBBIX, 3aKPENUTh 3HAHMSA, BO-BTOPBHIX, MPHUOOPECTH COOTBETCTBYIOILUE
IICUXOJIOTMYECKHE HABBIKM CaMOPETYJISILIUN U CAMOKOHTPOJISL.

TectupoBanue umeer psag OCOOCHHOCTEH, 3HAHUE KOTOPHIX IIOMOIAeT YCIELIHO
BBIIIOJIHUTh TeCT. MOXHO JaTe CIHEAYIOIIHE METOINYECKHE PEKOMEHJIALMH: CIEAyeT
BHUMATEJIBHO U3YyYUTh CTPYKTYpy TECTa, OLIEHUTh OOBEM BPEMEHH, BBLAEISEMOIO Ha JAHHBIN
TECT, YBHJETh, KAKOrO THUIA 3aJaHUs B HEM COJAEPKATCA; OTBEYaTh Ha TE BONPOCHI, B
[IPaBUJILHOCTU PEIICHMUS KOTOPBIX HET COMHEHMM, II0Ka HE OCTAHABIMBAsACH HAa TEX, KOTOPBIE
MOTYT BBI3BaTh JOJI'HE PA3AyMbsl; OYEHb Ba)KHO BCEIJla BHUMATEIbHO YUTATh 33JIaHUs 10 KOHLA,
HE IBITAsICh MIOHATD YCIOBUS «IIO IIEPBBIM CI0BAM.

Memoouueckue pekomenoayuu no Hanucanuio peghepama.

Pedepar sBnseTcs caMOCTOSTENbHONW TNpakTHUYeCKoW pabortoit oOydarommxcs. OH
IIPU3BAH OIPEICIIUTh CTENEHb OCBOCHMS CTYACHTOM 3HAHUN M HAaBBIKOB, IOJIYYEHHBIX UM B
[poLecce U3y4yeHus AUCLUTUIIHHBI.

TexcT paboThl AOKEH ObITh HamucaH B HaydyHoM cTuiie. OQopmieHne TeKCTa TakkKe
JOJDKHO OBITh BBINOJIHEHO rpamMoTHO. Crieayer u30berarh IMyCThIX NMPOCTPAHCTB U, TeM Oolee,
crpanui. Ha Bce TaOnuIibl, pUCYHKH U TMarpaMMbl JEJIAI0TCS CChUIKU B TEKCTE.

Pabora Bemonusercs B ¢opmare A4. [lpupt — TimesNewRoman. OcHOBHON TekcT
paGotel Habupaercs 14-m mpudTom uepe3 1,5 uHTEepBasa, BBHIPABHUBAHHE IO ULIMPHUHE,
MexOykBeHHbIH uHTepBall «OObIUHBIIN», KpacHas cTpoka 1,25 cM. ABTOMaTHYECKH
paccraBisitorcsa nepeHocsl. [lons: Bepxuee 2,0 cMm, HuxHee 2,0 cM, seBoe 3 cM, mpaBoe 1 cM.
[IpomexyTkun Mexay ab3alaMu OTCYTCTBYIOT. BBeneHue, IaBbl, 3aKJIIOUEHHE, CIIMCOK
JUTEpaTypbl U NPUWIOKEHHUsT (POPMATUPYIOTCS KaK 3aroJIOBKH IEpBOrO YPOBHS M HAUMHAIOTCA
KK/l ¢ HOBOM cTpaHuLpbl. [loapasens! riaB ¢ HOBOM CTPAaHUIIBI HE HAYMHAIOTCS.
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CHOCKM JIenaloTcss BHH3Y CTpaHUIBl. TabmuIbl U PUCYHKH HYMEPYIOTCS OTIENBHO.
Howmep BkiIt04aeT HOMep I1aBbl U HOMEP pUCYHKa/TaOIMIIbI B IaHHOM IJIaBe.

Crpanuipbl paboThl JOMKHBI OBITh HpPOHYMEpOBaHbI. Hymepaiuss HaumHaeTCs coO
CTpaHULIbI C OIVIABJICHUEM, Ha KOTOPOU cTaBUTCS Ludpa «2» u gaiee — no nopaaky. OkoHyanue
HyMepaluy TPUXOAUTCA HA TMOCJIEAHUN JUCT COHCKa JUTeparypbl. Homep cTaBUTCS BHU3Y
CTpaHULEBI CIIpaBa. Ha CTpaHUuIax C IPUIOKCHUAMHA HOMEpPA HE CTaBATCA, U B OITIaBJICHUEC OHU HC
BBIHOCSTCS. B OTjiaBieHuN yKka3pIBaeTCsl TOIBKO HOMED MEPBOTO JHCTA MEPBOTO MPUIOKECHHS.
O6bem pedepara 7-15 crp.

6. YueOHas 1uTepaTypa u pecypchbl HHPOPMALMOHHO-TEJIeKOMMYHHKALMOHHOM ceTH
"HHTepHeT", BKIIOYAS NepeYeHb Y4eOHO-MeTOAUYEeCKOro odecnedeHust AJs
CaMOCTOATEJIbHOI padoThl 00y4aKOUIUXCS 10 AUCHMILIMHE
6.1. OcHoBHas TUTEpaTYpa

1. Axymuu W.JI. MexayHapoaHbIil MapKETHHT [ DIeKTpOHHBIN pecypc]: yueonux/ N.JI.
AKynny— DIIeKTpOH. TeKCToBbIe NaHHble.— MuHck: TerpaCucremc, Terpanur, 2014.—
512 ¢.— Pexum nocrtyna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/28128.html.— 3bC «IPRbooks»

2. Camxaposckuii K.B. MexayHapoaHbIii MapKETHHT [ DIEKTPOHHBIA pecypc]: yueOHoe
nocobue/ K.B. CamxapoBckuii, M.A. [lleMauyk— DIEKTPOH. TEKCTOBbIE TaHHBIC.—
KemepoBo: KemepoBckuii TEXHOJIOTHYECKUI HHCTUTYT IUIIEBOM POMBIIIIIEHHOCTH,
2014.— 113 ¢.— Pexum nocrtyna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/61268.html.— 3B5C «IPRbooks»

6.2. lonoJiHUTEIbHAS JIUTEPaTypa

1. KamounukoB II.A., Iltamkuna M.I. TpaHcarTnaHTHYECKOE TOPTOBO-IKOHOMUYECKOE
MapTHEPCTBO // MupoBasi 5JKOHOMHUKA ¥ MeXAyHapoaHble oTHomeHus. 2015. Ne 2. C. 14-
22.- OBC elibrary http://elibrary.ru/item.asp?id=23050978

2. Kotnep ®@. MapkeTHHT MEHEIDKMEHT : JKCIpecc-Kype. - 3-e¢ m3zmanue. - M. ; CIIO. [u
ap.] : Iurep, 2012. - 479 c.

3. PomanoB A.A. Mapketunr - M.: JlamkoB u K, KOxHbIl HHCTUTYT MeHexMeHTa, 2011
- http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/4552 — 9bC «IPRbooks»

4. Adam Tooze and Ted Fertik The World Economy and the Great War // Geschichte und
Gesellschaft / 40. Jahrg., H. 2, Der Erste Weltkrieg in globaler Perspektive (April — Juni
2014), pp. 214-238 - OBC Jstor  http://www.jstor.org/stable/24368710

6.3. YueOHO-MeTOAMYECKOE 00eciedeHre CAaMOCTOSITEILHOM padoThI

1. Aranos, B. C. . ConuanbHO-IICHX0JIOTHYECKHUE JETEPMUHAHTBI KPEaTUBHOW KOMIIETEHTHOCTH
CTyICHTOB : MoHOTrpadus / Aramos, Banepuit Cepreesuy, JlaBneroBa, Paga Yenosna. - M. :
MakxkeeB Urops BsiuecnaBosuuy, 2016. - 163 c.

2. Monens TO3WIMOHHOTO OOYYEHHsI CTYIACHTOB [DIIEKTPOHHBIN pecypc]: TeOopeTHUeCKHe
OCHOBBI W Metoauueckue pexkomeHmammu/ WM.b. IlusH [m0 gp.].— DIEKTpOH. TEKCTOBHIE
naHHble.— M.: MOCKOBCKHI TOpOJICKOM Tenarorudeckuii yausepcuret, 2012.— 152 c.—
Pexxum nmoctyma: http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/27375.html.— 35BC
«IPRbooks»

3. OOpazoBarenbHbIe MHHOBAIMH U TIPAKTHKHU Kapbephl : COOPHUK METOANYECKHX MAaTEpUaIoOB U
crateit / PAHXul C npu [Ipesunente PO. - M. : Jleno, 2015. - 192 c.

4. llcuxonormsi agantauMd U conuanbHas cpena. CoBpeMEHHbIE MOAXOAbI, MPOOJIEMBI,
nepcnekTuBbl [ DnekTpoHHbIi pecypc]/ JL.I. Jlukas [u ap.].— DIEKTpOH. TEKCTOBBIC JTaHHBIC.
— M.: Ilep Co, 2007 — 624 c.— Pexum JoCTyna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/7431.html.— DBbC «IPRbooks»

5. ConuanbHO-TICUXOJIOTHYECKHE acCHeKThl (OPMHUPOBAHUS KyJIBTYpHl CaMOOOydaromencs


http://www.jstor.org/stable/24368710
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/4552%20%E2%80%94%20%D0%AD%D0%91%D0%A1%20
http://elibrary.ru/item.asp?id=23050978

10.

I1.

12.

22
opranuzaiuu / A. 5. Hukonaes [u ap.] // Bonpocsl ncuxomnoruu. - 2014. - Ne 6. - C. 44-52.

6.4. HopmaTuBHbBIE IPAaBOBbIE JOKYMEHTHI
EBporeiickass xapTusi peruoHAJIbHBIX $3BIKOB WM s13bIKOB MeHbIIMHCTB (ETS N 148)
(CtpacOypr, 5 Hosa6pst 1992 rozga)
MogenbHblil 3ak0H 00 ocHoBax pernoHanbHOM nonutuku ([Ipunsat B r. Cankr-IlerepOypre
28.11.2014 IloctanoBnenuem 41-8 Ha 41-oM IUIeHapHOM 3acefaHuM MenapiaMeHTCKON
Accambnen rocynapcts-yuyactHukos CHI)
MemopanayM O B3aMMOINOHHUMAaHUU B OONACTH MEXPETHOHAJIBHOIO W IMPUTPAHUYHOTO
COTpYIHHYECTBA MEXAYy MHHHCTEPCTBOM PETHOHAIBHOTO pa3Buthsa Poccuiickonn denepanyun
u TlocymapctBenHbiM komuTeToM Kuraiickoit Hapoanoit PecnyOnauku nmo pasBUTHIO U
pedbopmam" (Iloamucan B r. llanxae 20.05.2014)
MemopannyM O B3aUMONOHUMAaHMM MeXAy MMHHCTEPCTBOM PETHOHAIBHOIO pPa3BUTHUSA
Poccuiickonn ®@enepannn 1 MHUHHCTEPCTBOM PETMOHAIBHOTIO Pa3BUTHS U CTPOUTENBLCTBA
Pecny6nmukun MonyoBa B o0nacTt MexpernoHainbHoro cotpyauudectsa” (Iloamucan B T.
Mockae 11.09.2012)
Pemenne Oxonommueckoro coseta CHI' "O mnpoekte mno mNOArOTOBKE PETMOHAJIBHBIX
MIPOrpamMM U MPOEKTHBIX MPEITI0KEHUH 110 PEHICHUIO TIIO0ATBHBIX YKOJIOTUYECKUX TpodieM"”
(ITpunsito B . Mockse 20.03.2012)
MemopanayM O B3aUMONOHUMAHMM 110 DPAa3BUTHI0 MOPCKHMX MAarucrpajed B peruoHe
roCy/1apCTB-4ICHOB YepHOMOPCKOro 3KOHOMUYecKoro cotpyauundectsa (beirpan, 19 anpens
2007 rona)
"MopenbHbIi 3aKOH 00 OCHOBaX 3THOKYJIBTYPHOI'O B3aUMOIECHUCTBUS TOCYIapCTB-Y4aCTHUKOB
CHI™" (Ilpunst B r. Cankt-IlerepOypre 18.04.2014 IloctanoBnenuem 40-13 na 40-om
IUIEHApPHOM 3acelanui MexmnapiaameHTcKol Accambien rocynapctB-yyactHikoB CHI)
Pexomenganst N R (2005) 3 Komurera munuctpoB Cosera Espomnbl "O npenopaBanuu
SI3BIKOB COIPENENIbHBIX ToCcyaapcTB B mpurpanuunbix pernonax" (Ilpunsra 02.02.2005 na
913-om 3acenanuu npeacTaBUTENCH MUHUCTPOB)
"Cornamenue wMexnay IlpaButensctBom Poccuiickoit ®enepauun u IlpaButenscTBom
Benrpuu o coneicTBUU MEXpEernoHaJIbHOMY cOTpyaHudecTBY" (3akitoueHo B I. bynanemire
17.02.2015)
"[IporpaMma MeEXpPErnoHaJIBHOIO U MPUTPAHUYHOIO COTpyIHHYECTBa Mexay Poccuiickoit
Oenepanueir u Pecnybnukoit Kazaxcran na 2012 - 2017 roast" (Ilpunsta B r. AcTpaxanu
15.09.2011)
"Cornamenue wMexnay IlpaButensctBom Poccuiickoit ®enepauun un IlpaButensctBom
JlutoBckoii PecnyOnmuku 0 JOJATOCPOYHOM COTpynHUYeCTBe KaauHWHTpaackol ob6iactu
Poccuiickoit ®@enepannu 1 peruoHoB JlutoBckoit PecnyOnuku" (3akmtoueHo B T. MockBe
29.06.1999)
"EBpocpean3eMHOMOPCKOE COIVIALIEHHUE, YUPEKIAIOUIEe aCCOLMALMI0 MEXAY AJDKUPCKON
Haponmnoit  Jlemokparuueckoit PecnyOnmukoit, ¢ omuoii Croponsl, u EBpomneickum
coOOIIECTBOM M €ro rocyrapcTBamu-uieHamu, ¢ apyroid Croponsl" (3aki0o4eHO B T.
Banencun 22.04.2002

6.5. UnTepHeT-pecypcbl
1. BIBLIOPHIKA. O3nexrponnas Oubmuoreka I[TIMb Poccun. Pexum nocrtymna:
http://www.bibliofika.ru/
IQlib — snexTponHO-OMbIMOTEYHAs cucTeMa. Pexxum noctyna: http:/www.iglib.ru/
Lib.Ru: bubnmmnoreka Makcuma MomkoBa. Pexxum noctyma: http://lib.ru/
baser nanubix MHMOH. Pexxum noctymna: http:/www.inion.ru/product/db.htm
bubnuorexa 06pazoBaTebHOTO MOpTajia « IKOHOMHUKA, COIIMOJIOTHS, MEHEHDKMEHT.

Pexxum nocryna: http://ecsocman.edu.ru/

Nk
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http://www.inion.ru/product/db.htm
http://lib.ru/
http://www.iqlib.ru/
http://www.bibliofika.ru/
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6. bubnuoreka y4yeOHOI M Hay4HOH JIMTEPATyphl PyCCKOrO I'yMaHUTApPHOI'O UHTEPHET
yHuBepcuteTa. Pexxum nocryna: http://www.i-u.ru/biblio/default.aspx

7. bubnuoteka ¢denepanbHoro nopraia «Poccuiickoe oOpasoBanue». Pexum gocrymna:
http://www.edu.ru/

8. EnuHoe okHO JocTymna K 00pa3oBarenbHbIM pecypcaM. bubnuoreka. Pexxum noctyna:
http://window.edu.ru/library

9. HUuctutyt rocynapctBa u npasa Poccuiickoii Akagemun Hayk — www.igpen.shpl.ru

10. Karanor Hayunon bubnuotexu MI'Y. Pexnm JIOCTYyTIA:
http://search.nbmgu.ru/search/

11. Jlynkun P.H. Poccuiickuii mpOTECTaHTH3M: €BaHIEIIbCKUE XPHUCTHAHE KaK HOBBII
couuanbHbIl (heHomeH//Pexxum noctyma http:/www.sov-europe.ru/2014-3.htm

12. Hayunas 6ubmuorexa MI'Y um. M.B.JlomoHOCOBa — www.nbmgu.ru

13. Hayuynass Ou6nunoreka CankT-IleTepOyprckoro rocyapcTBEHHOTO YHUBEPCUTETA -
www.lib.pu.ru

14. Hayunass  snextponHas  Oubmmoreka  eLIBRARY.RU. Pexum  nmocryna:
http://www.elibrary.ru/

15. Hayunas snextponnas o6ubnuoreka ['TIHTB (xaranor ['ocynapctBennoit ITyGmuunoi
Hay4YHO-TeXHU4ecKoi Onbnuorekn) Poccun. Pexxum noctyna: http://ellib.gpntb.ru/

16. HatmonanbHast 31eKTpoHHast Oubnuoreka. Pexxum noctyna: http://www.rusneb.ru/

17. Ilpesunentckass  Ombmuorexka wM. b, H. Enpmmaa pexum — nmocrtymna:
http://www.prlib.ru/

18. CBomHBIi KaTajaor 3JIEKTPOHHBIX ONOINOTEK. Pexum JlocTyna:
http://www.lib.msu.ru/journal/Unilib/main.htm

19. YauBepcurerckas oubnmmoreka. Pexxum noctyma: http:/ www.bibliclub.ru/

20. lentpanbHass OuOnIMOTEeKa O0Opa3oBaTEeNbHBIX pecypcoB. Pexum  npoctyma:
http://www.edulib.ru/

21. lypkan A.A. EBpoma: HCIaMCKHUIl pajuKaiu3M Vs MOAEpHU3aLuUs Hciaama//Pexum
noctyma: http:// www.sov-europe.ru/2014-2.htm

22. DxoHomuuecknii u coruanbbeiii coBeT OOH (f3bIk caiita — aHrmuiickuii). Pexxum
noctyna:  http:/www.un.org/en/development/index.shtml;  Pexxum  mocrtymna:
http://www.un.org/en/ecosoc/

23. DnexktponHass Oubmmoreka "Hayunoe wnacienue Poccum». pexum pocrtymna:
http://nasledie.enip.ras.ru/index.html

24. Dnexrponnas 6udbmuorexka TWIRPX. Pexxum noctyna: http:/www.twirpx.com/

25. OnextponHass bubmmorexka I'VY. IlomHoTekcToBble 3apyOexkHble Oa3bl JIaHHBIX.
Pexum noctyna: http://library.guu.ru/Full text foreign database.html

26. DnextpoHHast bubnuoteka Poccuiickoii rocynapcrsennoit 6ubmmoreku (PI'B). Pexum
noctyna: http://elibrary.rsl.ru/

27. Onextponubli (oua Poccuiickoii HanmonaneHO# Oubmuorekun (PHB). Pexum
noctymna: http://leb.nlr.ru/, http://www.nlr.ru:8101/poisk/index.html#1

6.6. nble HCTOYHUKHU
baxanos, E. II. MexnyHnaponusie otHomeHus B XXI Beke - M.: Bocrtok-3anazn, 2011. — 464
c.
[amuukuit E. b. MapkeTuHroBbsie uccieqoBaHus : y4eOHUK A7 MaructpoB : rpud MO. - M.
: FOpaiit, 2012. - 540 c.
T'op6oBuos I'.Sl. YmpaBneHnue mpoekToM [DIEKTpOHHBIA pecypc]: yueOHoe mocodue/ ISl
['opOoBIIOB— DJIEKTPOH. TEKCTOBblE NaHHble.— M.: EBpasuiickuil OTKpBITBIII MHCTHUTYT,
2009.— 288 c— Pexum JlocTyna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/10885.html.— DbC «IPRbooks»
Marromka B.M. Ynpasnenue npoektamu [ DIeKTpOHHBIN pecypc]: yuebHoe mocooue/ B.M.
Martomika— ODNeKTpOH. TEKCTOBble AaHHble.— M.: Poccuiickuil yHHBEpCUTET ApYyKObI
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HapoJ0B, 2010.— 556 c— Pexxum JIOCTyIa:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/11440.html.— 3BbC «IPRbooks»

5. Meroauueckue pEeKOMEHJAIMM MO BBIMOJHEHHIO MPAKTUYECKHUX pPabdoT Mo Kypey
Vnpasiienue npoekTamu [DNEKTpPOHHBIA pecypc]/ — DJIEKTpOH. TEKCTOBbIE JaHHbIC.—
CapatoB:  By3oBckoe  oOpaszoBanme, 2013.— 186 c— Pexum  nocryna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/12808.html.— DbC «IPRbooks»

6. HosukoB /[.A. VYmpasnenue npoekramu. OpraHuM3allMOHHBIE MEXaHU3MBbl [DIEKTPOHHBIN
pecypc]/ JA.A. HoBukoB— JOnekTpoH. TekcroBble JaHHble.— M.: [IMCO®T, 2007.— 140 c.
— Pexxum noctyna: http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/8489.html.— 2bC
«IPRbooks»

7. Tlomoma I'. B. Mapkerunr ans OakanaBpoB : yuebHoe mocobue / I. B. Ilomoma. - 2-e
n3nanue. - CII6. : [Turep, 2011. — 192 c.

8. Toxkapes b. E. Mapkerunrossie uccienoBanus : yueOnuk : rpud MO. - 2-e uzn., nepepad. u
not. - M. : Maructp : UH®PA-M, 2011. - 512 c.

9. HprankoB II.A. MexayHapoaHble OTHOILIEHUS: TEOPUHM, KOH(IUKTBI, JBUKECHUS,
opranuzanuu : yaebnoe nocobue : gomymieHo YMO - M.: Anpda-M : UHOPA-M, 2011. —
336 c.

7. MaTepuaJbHO-TeXHHMYecKas 0a3a, HHPpOpMaLMOHHbIC TEXHOJIOTHH, IPOrPAMMHOE
o0ecrneyenne U1 MH(GpOPMAIMOHHBbIE CIIPABOYHbIE CHCTEMbI

Jlis mpoBeNeHMs 3aHATHM 10 JUCLUIUIMHE HEOOXOJMMO CIenyrollee MaTepHalbHO-
TEXHUYECKOe oOecrieyeHue: y4eOHbIe ayIUTOPUU Ui MPOBEACHUS 3aHATUH JIEKIIMOHHOTO U
CEMMHAPCKOro THUIA, IPYNIOBBIX M MHIUBUIYAJIbHBIX KOHCYJBTAIMM, TEKYIIEro KOHTPOJIS U
MIPOMEKYTOYHOH aTTeCTalluH, TOMEIICHUS JIJIsl CAMOCTOSITEIIBHOM PabOoTHI.

[Iporpammuoe obGecneuenue: Microsoft Windows 10 LTSB 1607, Microsoft Office
Professional 2016.

WNudopmanmonnsle crnpaBounble cuctembl: Hayunas OuOmmoreka PAHXwul'C. URL:
http://lib.ranepa.ru/; Hayunas AJIEKTPOHHAS ounbmorexa eLibrary.ru. URL:
http://elibrary.ru/defaultx.asp; HammonanbHast snextponHas Oubmmorexka. URL: www.nns.ru;
Poccuiickas rocymapcrtBenHass OmoOmmorexka. URL: www.rsl.ru; Poccuiickass HanuoHambHas
oubmmorexka. URL: www.nnirru; OnektponHas  Oubmuoreka  Grebennikon.  URL:
http://grebennikon.ru/; OnexTponHo-OubIMOTEUHast cuctemMa W3marensctBa «Jlamp». URL:
http://e.Jlanbook.com; DnexkTponHO-6uGMMOTeunas cuctema FOPAMT. URL: http:/www.biblio-
online.ru/.
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