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1. Ilepeyensb MJIAHUPYEMBIX Pe3y/JIbTATOB 00y4eHHS MO JUCHUILIUHE, COOTHECEHHBIX €
IUVIAHUPYEMbIMU Pe3yJibTATAMHU 0CBOEHHs 00pa30BaTeIbLHOM NPOrpaMMbl

1.1 Jucuuniauna b1.B.02./1B.06.12 I'1o0a/ibHble nOTpe0UTEIbCKHE PHIHKU U MOBeIeHHe

nokynareseil  (Global consumer markets and consumer behavior) oBaaaenue
CJIeAYIOIIUMHA KOMIIETCHUUAMMU C YYE€TOM ITara:
Kon HanmenoBanue Kon HanMmenoBanue >Tamna
KOMIICTCHIIN U KOMIICTCHIINU JTala OCBOCHUA OCBOCHUA KOMIICTCHIIUN
KOMIETCHITUN
JIIK-2 CnocobeH JI1K-2.2 CnocoOHOCTh COIOCTAaBIIATH
aHAJTM3UPOBATH HUCTOPUYECKUE,
PEruoHaJIbHBIC INOJIMTHYCCKHUEC, COLMAJIBHBIC,
YKOHOMUYECKHE, YKOHOMUYECKHE,
nemMorpauueckue | nemorpaduueckue,
WHBIC COIIMAJIbHBIC [IMBHJIN3AI[MOHHBIC
MIPOLIECCHI 3aKOHOMEPHOCTH, (PAKTOPBHI,
TEHJICHIIUH pa3BUTH
3apyOeKHBIX PETHOHOB C
OCHOBHBIMH JTanaMu
HBOJTIOITUHI 100aJIbHOM
CHUCTEMBI  MEXITYHapPOIHBIX
OTHOILIEHU I 51 ee
PETHOHAJIBHBIX MOACUCTEM.

1.2 B pe3ysibTaTe 0cBOEHUsI AUCHHUILIMHBI Y CTYAEHTOB JI0JKHBI ObITH ChOPMHUPOBAHBI:

COIIPOBOKACHUS Y4eOHOTO Iporecca,
[POBOANTH HAYYHYIO  OKCIIEPTHU3Y]
3apyOeKHBIX u POCCUNCKHX
MCCIIeTOBaHUH, AQHATUTUYECKUX
MaTepHUaJIoB, PEUTHUHIOB u
pa3paboToK, ompeneiaeHue cdepsl
[PUMEHEHUS pPE3yJIbTaTOB HAY4YHBIX]
MCCIICIOBAHUM M pa3paboTOK

OTD/TO Kon sTana |Pe3ynbTaTel 00yueHUs

(mpu  Hamuuuu — TpodcTaHaapTa)/| ocBoeHuUs

TPYAOBBIE WU TPOPECCHOHATBHBIE| KOMIETCHITUH

IeliCTBUS

pa3pabaThIBaTh yueOno-| AI1K-2.2 Ha YpPOBHE 3HAHUH: JIEMOHCTPUPYET 3HAHUE
METOAMYECKHE  MaTepuayibl  JUIs MCTOPUYECKHX, TOJUTHUYECKHUX, COLUATBHBIX,
00pa3oBaTeNbHBIX porpamm, HPKOHOMUYECKUX, nemorpaduueckux,
[EPEeBOIUTH 3apYOEKHbIE HCTOYHHUKH [IMBUIN3AIIUOHHBIX 3aKOHOMEPHOCTEH,
M TOTOBUTH  MaTepuaibl U] (hakTopoB, TEHJCHIIHNHA pa3BUTHS

3apyOC)KHBIX PETHOHOB

Ha YpOBHE YMCHUH: OPHEHTHpPYETCS B
MCTOPUYCCKUX, MOJIUTUYCCKUX, COLUUATBHBIX,
PKOHOMHYECKHUX, JeMOTpaQUUECKUX,
[MUBUJIN3AIIMOHHBIX SaKOHOMepHOCTCﬁ,
(bakTopoB, TEHICHITHH pa3BUTHS
3apyOeKHBIX PETUOHOB

Ha  YpOBHE  HAaBBIKOB.  Ja€T  OLEHKY
B3aUMOCBS3M MCTOPUYECKUX, IMOIUTHYECKUX,
COLIMAJIbHBIX, 3KOHOMUYECKHUX,
nemorpaduyeckux, LMBWIA3AMOHHBIX
3aKOHOMEpPHOCTEH, (haKTOpPOB, TEHACHIUI
pa3BUTUsl  3apyOeXHBIX  PErHOHOB  C
OCHOBHBIMH 3TaraMy 3BOJIIOLUH [NI00ATbHOM
CUCTEMBbI MEKIyHapOJHBIX OTHOUIEHUH U €€

CIrMOHAJIBHBIX ITIOACUCTCM




2. O0bem U MecTO JUCHUILINHBI B cTpykType OIl BO

O0beM TUCHHUILINHBI

Ob6mas tpynoemkocts b1.B.02./1B.06.12 ['moGanpHble NOTpeOUTENbCKHE PHIHKU M MOBEIECHUE
nokymnateneir (Global consumer markets and consumer behavior) coctaBmsier cocraBnser 2
3a4€THBIC SIMHUITEI, 72 Jaca.

KonnyecTBo akajeMHU4ecKUX 4acoB, BBIJCICHHBIX Ha KOHTAaKTHYIO paboTy ¢ MpernojaBaTeneM
coctaBisieT 32 4acoB: JeKkuMu — 12 yacoB, mpakTHdeckue 3aHiaTHsS — 20 Yacos.
CamocTtosTenbHas padota coctasisiet 40 yacos.

Mecto nucuuniunasl B crtpykrype OII BO

Huctmmmuaa  b1.B.02.11B.06.12 [nobaneHble TOTPEOUTEIHCKHE PBIHKKM W TOBEACHHE
nokynarener (Global consumer markets and consumer behavior) nmpenycmorpena Ha 2 Kypce B
3 cemecTpe.

Huctummaa b1.B.02./IB.06.12  [noGanpHBIe MOTPEOUTENbCKHE PBHIHKM W TTOBEACHHUE
nokymnareneid (Global consumer markets and consumer behavior) BXOAUT B JUCHMILTUHBI 10
BbIOOpPY uyacTH, ¢GopMupyeMoil ydyacTHMKaMH oOpa3oBaTelbHBIX OTHOIIeHUH, bioka 1
«Auctumnuael (MOIYIH )».

B conepxxarenbHom 1uiane onwupaercs Ha b1.B.01.01 T'eosxonomuka (1 cemectp), ®T/1.01
OTHO-PEIUTHO3HbIE TPAIUIMK B IOJIUTUKO-IIPABOBOM KyJIbType obectsa (1 cemectp).
JlocTikeHne MiIaHUpPyeMbIX pe3yabTaToB 00yueHus ciayxuT ocHoBoi 1t b2.B.01(I1x) Hayuno-
UcclieioBaTesibeKas padboTa (1o TeMe BhIITYCKHON KBaIH(pUKalMOHHON paboThl) (4 cemecTp).
dopma NpOMEKyTOYHON aTTeCTAllUU B COOTBETCTBUM C YUEOHBIM IIJIAHOM — 3a4€T C OLEHKO.

3. Copepikanue U CTPYKTYPA AMCUMILIMHBI

Ounasn gpopma odyuenusn

Ne i/ HaumenoBanue TeM W/uiu O0beM TMCUUNJIMHBI, YAC. dopma TeKyuero
pasnenos, Bcero | KonTakTHasi pagora obyuyaromuxcst | CP KOHTPOJISA
¢ mpemnoaaBareJieM ycrneBaeMocTu**,
10 BH/JIAM Y4eOHBIX 3aHATHI NPOMEKYTOYHOH
JI JIP 113 KCP arrecTauuu™**

[MoTpeduTenu, UX noBereHUE
1 MapkeTuHr. CeMbs u
JIOMOXO3SIUCTBO.

Consumers, their behavior,
and marketing. The family
and the household.

Tema 1 18 4 6 8 (0]

CounanbHas crpatuduKanus
o0IrecTBa 1 mpupoa
COIIMAJIBHOTO KJlacca.

Social stratification of society
and the nature of the social
class.

Tema 2 18 4 6 8 (0]

CuTyalMoHHOE BIMSHUE HA
MPUHSTHE PEIICHUH
notpedutesiMu. Buytpennue
(haxTOpHI TTOBECHNUS

Tema 3 | morpeOuTeneii. 18 2 4 12 @)
Situational influence on
consumer decision-making.
Internal factors of consumer
behavior.

Tema 4 | IIpouecc npuHATUS peILIEHUs 18 2 4 12 O,P
o nokynke. KoHchromepusm.
The process of making a
purchase decision.




| Consumerism. | | | |

ITpoMexyTouHas arTecTaius 3a0

Beero: | 72 [ 12 | | 20 | 40

Ipumeuanue:
** — popmvl mexyuezo konmposs ycnesaemocmu: onpoc (0O), pechepam (P).
**% - dhopmwl npomesicymounoil ammecmayuu. 3auem ¢ oyerkot (3a0).

Cozlepmaﬂne AUCIHHUITINHBI

Tema 1. IlorpeOuTen, ux noBeaeHue U MapkeTHHr. CeMmbsi U 10M0X03siicTBO. Consumers,
their behavior, and marketing. The family and the household.

Omnpenenenue TmoBeAeHUs1 TnoTpeduTeneit. OTauYMe MOTPEOUTENHCKOTO TOBEACHHUS OT
MOBE/ICHUs MOKynareneil. Mi3ydueHne moBeaeHusi MOTpeOUTeNeii: MEXIUCITUTUIMHAPHOE BIUSHUE.
MukpoypoBeHb HM3yu€HHUS TOBEIEHHUS MOTpeOuTeNnell: MHKPOIKOHOMHKA, MAapKETHHT,
TICUXOJIOTHSI JIMYHOCTH. MaKpOoypOBEHb: COIMOJIOTHSI, COLIMANIbHAS TICUXOJIOTHUS, KYJIbTYpPOJIOTHS.
Meroapl u3ydeHus mnorpeduteneir. CrTpaTerusi MapKeTHHTa W TIOBEJACHHE IOTpeOUTeNneH.
NHnuBuyanu3aupoBaHHBIM MapKeTUHT. AKIEHT Ha YAOBJIETBOPEHUE U COXPAHEHHUE JIOSIbHOCTH
MOCTOSTHHOTO TMOKymarens. BinusHue ceMbu M TOMOXO3siiCTBa Ha IMOBEJEHHE MOTpeOUTENei.
CeMbsi Kak OOBEKT HM3y4UeHHUs B TOBEJIEHUM MOTpeOuTesneil. 3HAaYeHHe CeMbH B IOBEICHUU
notpeduteneit. CeMbs U nomariHee X03icTBO. CeMEeWHBIM >KU3HEHHBIH MUK U €ro JTarlbl.
OTHolIeHHEe MEXIy XKHU3HECHHBIM IIMKIOM CEMbU U TMOBEJACHHEeM morpebutens. M3MeHeHus B
CTPYKTYpE€ CEMBH M JOMAIIHEro XO03siiicTBa. V3MeHeHue posin >KeHIIMHBI. VM3MeHeHue poiu
MyxunHbl. Colanu3zanusi U BIUsHUE JeTel. JJoMOXO03SIICTBO U CEMbsl KaK OCHOBHBIE €TMHULIBI
noTpedeHus: pa3HOOOpa3HBIX TOBAPOB U yCiIyr. OCHOBHBIE XapaKTEPUCTUKH IOMOXO3sIIICTBA, UX
y4eT B MapKETUHIOBOM JeATelbHOCTH. JKM3HEHHBIM LMK J0MOXO03sicTBa. Pacnpenenenue
poJIel cpear YIEHOB JOMOXO35MCTBA B MPOLECCE MPUHATHS PEIICHUS O TOKYTIKE.

Determining consumer behavior. The difference between consumer behavior and buyer
behavior. Studying consumer behavior: an interdisciplinary influence. Micro-level study of
consumer behavior: microeconomics, marketing, personality psychology. Macro level:
sociology, social psychology, cultural studies. Methods for studying consumers. Marketing
strategy and consumer behavior. Individualized marketing. Focus on satisfying and maintaining
the loyalty of a regular customer. The influence of families and households on consumer
behavior. The family as an object of study in consumer behavior. The importance of family in
consumer behavior. Family and household. Family life cycle and its stages. The relationship
between the family life cycle and consumer behavior. Changes in the structure of the family and
household. Changing the role of women. Changing the role of men. Socialization and influence
of children. Household and family as the main units of consumption of various goods and
services. The main characteristics of the household, their accounting in marketing activities. The
life cycle of a household. The distribution of roles among household members in the decision-
making process about the purchase.

Tema 2. CounajabHas crpaTuukanus oduecTBa U NPHUPOJA CONMAIBHOIO KJacca. Social
stratification of society and the nature of the social class.

COLII/IaJIBHI:Ie KJIaCChI U CTATyC YCJIOBCKaA Counaanoe MOJIOKCHUC U MApPKCTUHT. BzanmocBs3n
COLIMAJBHOIO TOJOXKeHUus u mnoBeneHus. CouuanbHas MOOWIBHOCTh: BEPTUKAIbHAS H
ropu30HTaJIbHaA. CDaKTOPBI, COCTaBJJIAIOIIUC COHHaHBHBIfI KJ1acc. COLII/IEUIBHOG HCPAaBCHCTBO H
JNEeTEPMUHAHTBl COIMATILHOTO Kiacca. (COIMOJIOTMYECKH CTaTyc JHMYHOCTH Kak OCHOBA
COLIMAJIBHOIO TOJOXEeHUs dYenoBeka. Kpucramusamus cratyca. M3mepeHue CcoOLMAIBHOTO
craryca. OnHodakTOpHble M MHOTO(AKTOpPHBIE MOJENN H3MEpPEHHUs] COLMAJIbHOrO cTaTryca.
JleTepMUHAHTBI COIMAJIBHOTO Kiacca M COLMANBHOrO craryca motpedutens. OcobeHHoCTH
mporiecca conuanbHoi crpatudukanuu B Poccun. Ponb conmanbHBIX KJIAaCCOB B PHIHOYHOM




cerMeHTUpoBaHUH. COLMAIBHBIA KJIACC M JIOXOJ, CBSI3aHHBIM ¢ 00pa3oM >xu3HHU. ColuanbHbIH
KJIacC U JJOXOJ1, CBSI3aHHBIN ¢ 00pa3oM MOBEJCHUS MOTPEeOUTEIIS.

Social classes and the status of a person Social status, and marketing. The relationship between
social status and behavior. Social mobility: vertical and horizontal. Factors that make up a social
class. Social inequality and determinants of social class. Sociological status of the individual as
the basis of the social status of a person. The crystallization status. The measurement of social
status. Single-factor and multi-factor models for measuring social status. Determinants of social
class and social status of the consumer. Features of the process of social stratification in Russia.
The role of social classes in market segmentation. Social class and income related to lifestyle.
Social class and income related to consumer behavior.

Tema 3. CuryaunoHHOe BJIMSIHME HA NPHUHATHE PeLleHUil nmorpedurtensiMu. BHyTpeHHue
¢axTopsl noBexenus norpeduresieil. Situational influence on consumer decision-making.
Internal factors of consumer behavior.

Cutyanonnsle (pakTopbl. XapakTepUCTUKa THUIIOB CUTyallMid: KOMMYHHMKAllMOHHBIE CUTYalluH,
CUTyallud TOKYIKH U €€ HCHOJb30BaHus. KoMMyHUKallMOHHAs CHUTyalus KaK YpPOBEHb
MH(POPMHUPOBAHHOCTH TOTPEOUTENE O MOKYIKE 4epe3 JIMYHbIE W HETUYHblE KOMMYHMKAIIWU.
Curyauus mnokynkd: HH(OpMalMOHHas cpena, cpefa pPO3HWYHOIO Mara3uHa, BPEMEHHBIE
acmekThl MOKynku. CHUTyanusi KCIOJIB30BAaHUS MOKYNKH. MaTpulla aHainu3a CHUTYallMOHHOTO
BIUSHUS Ha NpPUHATHE TOoTpeOuTesneM pemeHuss o mnokynke. Ilpomeccsl Bocnpusitus u
nepepadoTKu UH(OPMAIMK: BOCIIPUSATHE, OLIYIICHHUS, MBIIIJICHHE, BHUMaHKe, namsaTh. [Iporecc
MOJTy4YEHHUsl, WHTEPIpPEeTallui, COXPAaHEHUs B TNaMsITH M BOCIHPOM3BEICHHE pPa3ApakKUTEIs.
Xpanenue unpopmarmu. CeHCOpHas mamsTh, KPaTKOCPOUHasl, JOJATOCPOYHas MaMsATh. MeToabl
ycwiieHus: 3anoMuHanus. llogkperuienne nmpu notpelieHuH NMpojyKTa. 3HaHUE U OTHOIIECHHE
notpeduTesnei kK Topapy B mporecce GOpMUPOBAHUS MOKYNATEIBCKOTO MTOBEACHUS.

Situational factors. Characteristics of the types of situations: communication situations, purchase
situations and its use. Communication situation as the level of consumer awareness about the
purchase through personal and non-personal communications. Purchase situation: information
environment, retail store environment, time aspects of the purchase. The situation of use. Matrix
for analyzing the situational impact on the consumer's purchase decision. Processes of perception
and processing of information: perception, sensations, thinking, attention, memory. The process
of receiving, interpreting, storing in memory, and reproducing the stimulus. Information storage.
Sensory memory, short-term, long-term memory. Methods for enhancing memory.
Reinforcement when consuming the product. Knowledge and attitude of consumers to the
product in the process of forming consumer behavior.

Tema 4. IIpouecc npunsiTus pemienus o noxkynke. Koncosromepusm. The process of making
a purchase decision. Consumerism.

XapakTepucTuKa mpolecca MNPUHATHS MOTpeOuTeneM pemeHuss o mnokynke. CyHmHOCTh H
BapHaHTBl MOTPEOUTENHCKOTO BbIOOpa. DTambl mpolecca MOTPeOUTENECKOT0 pelieHus. THIbI
MIPOLIECCOB PEIICHUH O MOKYMKE MO JBYM KPUTEPUSIM: CTEIIEHb CJII0KHOCTH MPOOJIeMbl U YPOBEHb
BOBJICYCHHOCTH B IIPOLIECCE IOKYIKHU. XapaKTepUCTHUKA TpPeX THUIIOB DPEIICHUH O IIOKYIIKE:
MIPUBBIYHOE pEUICHWE, OrPaHWYEHHOE peIIeHue, paclMpeHHoe pemieHue. (Oco3HaHue
HEOOXOIMMOCTH TIOKYNKH. B3auMOCBs3b OCO3HaHUS TOTPEOHOCTH B MpPOLECCEe TNPHHATHUSL
MOTPEOUTENBCKOTO pELICHUs O TMOKyNKe C 3ajayaMd  MapKeTHUHTOBOM  J1€ATEIbHOCTH.
WudpopMallMOHHBIH MOUCK. XapaKTepUCTHKAa CTaJud HH()OPMAIMOHHOIO TIOMCKa TOBapa.
BHyTpeHHuii ¥ BHEHNIHMIA TIOMCK, THIMbI, HCTOYHUKH UHPopManuu. OleHka U BBIOOD
aJIbTepHATUB. XapaKTepUCTUKA MpoIlecca OLEHKHM U BBIOOP MOKYNKH. OLEHOYHbIE KPUTEPHUH,
UCIOJIb3YEMBIE JUIsSl BIOOpA MOKYIIKH.

[ToHsATHE KOHCBhIOMEpH3Ma KaK OOILIECTBEHHOI'O JBMKCHMS, HAINPABICHHOTO Ha oOecriedyeHue
npaB notpeduTeneil. MopanbHasi OTBETCTBEHHOCTD IEpe]l NOTPEOUTEISIMH, STHUECKHE aCTEKThI



pCaKkiuu 1mpoaaBlOB HaA UHTCPCCHI HOTpC6I/ITCJIeI>'I. KOpHOpaTI/IBHaH M JTNYHAas 3THKa. B3r JIAAbI HA
OTUKY: YTUIIUTAPU3M, CIIPABCAJIUBOCTb U YCCTHOCTH, TCOPHUA JIMYHBIX IIpaB.

Characteristics of the consumer's purchasing decision-making process. The essence and options
of consumer choice. Stages of the consumer decision process. Types of purchasing decision
processes based on two criteria: the degree of complexity of the problem and the level of
involvement in the purchasing process. Characteristics of three types of purchasing decisions: a
familiar solution, a limited solution, and an extended solution. Awareness of the need to buy.
The relationship of awareness of the need in the process of making a consumer decision about a
purchase with the tasks of marketing activities. Information retrieval. Characteristics of the
product information search stage. Internal and external search, types, and sources of information.
Evaluating and selecting alternatives. Characteristics of the evaluation process and purchase
selection. Evaluation criteria used to select a purchase.

The concept of consumerism as a social movement aimed at ensuring consumer rights. Moral
responsibility to consumers, ethical aspects of sellers ' reaction to consumer interests. Corporate
and personal ethics. Views on ethics: utilitarianism, justice and honesty, theory of personal
rights.

4. MaTtepuaJbl TeKylero KOHTpOJIsi ycneBaeMocTH 00y4aromuxcs U (poH1 Ol eHOYHBIX
Cpe/ICTB NPOMEKYTOYHOM ATTeCTAlUM MO JUCHUILINHE

4.1. ®opmMbl U METOBI TEKYILETO KOHTPOJIS YCIIEBAEMOCTH U IPOMEKYTOUHOM aTTeCTaluy.
4.1.1. B xonme peanuzanun aucuumiuasl b1.B.02.J]IB.06.12 I'nobanbHble MOTpeOUTEIBCKHUE

peiHKM U mnoBeaeHue mnokynareneil (Global consumer markets and consumer behavior)
UCIIOJIB3YIOTCSI CIIEYIOLIME METO/Ibl TEKYIIIEr0 KOHTPOJISL YCIIEBAeMOCTH 00yUaroIuXCs:

Tema n/vnu pazaen Mertonast
TEKYILETO
KOHTPOJIS
yCIIEBaEMOCTH
[TorpeOuTenu, ux moBeaeHUE U MapKeTHHT. CeMbs 1 onpoc
Tema 1 ﬂOMOXOMp”ICTBQ. ‘ ' '
Consumers, their behavior, and marketing. The family and the
household.
ConmanpHas cTpaTudukanuys o0ImecTsa u Npupoaa OTIpoC
Tema 2 COLHMATBLHOIO KIIacca. ‘ ‘
Social stratification of society and the nature of the social
class.
CuTyallMOHHOE BIIMSTHUE HA TIPUHSITHE PEIICHUH OTIpoC
norpebutensiMu. BHyTpeHHUE (aKTOphI MOBEICHUS
Tema 3 noTpeouTeNnei.
Situational influence on consumer decision-making. Internal
factors of consumer behavior.
[Iponecc npunHATHSA pelieHns 0 noKynke. KoHceromepusm. Omnpoc,
Tewma 4 The process of making a purchase decision. Consumerism. 3aImTa
pedepara

4.1.2. 3aueT ¢ OIEHKOI MPOBOIUTCS C MPUMEHEHUEM CIIEAYIOLIUX METOJIOB (CPEICTB): B YCTHOMN
¢dopme 1o BOIpocaM U 3a/laHUsIM.

4.2. Marepualibl TEKyIIET0 KOHTPOJIS yCTIEBAEMOCTH.

[IpenonaBaresib OLEHUBAET YPOBEHb IOATOTOBIEHHOCTH OOYyYaroIUXCS K 3aHATHIO IO
CJIEIYIOIIUM MTOKA3aTelsM:



- YCTHBIE OTBETHI Ha BOMPOCHI MPETOAABATENS 110 TEME 3aHATHS,
- BBICTYIUJICHHE C JOKJIaJaMH,

- y4acTue B 00CYXJICHHUU JOKIIAJIOB,

- 3ammTa pedepara.

OreHka 3HaHWA, YMEHUH, HaBBIKOB MPOBOAMTCS HAa OCHOBE OAJIHbHO-PEUTHHTOBOM CHCTEMBI
70% wu3z 100% (70 GammoB wm3 100) - BkiIamg Mo pe3yiabTaTaM TOCEIIAEMOCTH 3aHSATHH,
AKTUBHOCTH Ha 3aHSTHUSAX, BBICTYIUICHHS C JOKIAJaMH, y4acTHUs B OOCYXIEHUSX OKJIAI0B
Ipyrux oOydaroluxcs, OTBETOB Ha BOMPOCHI MPENoAaBaTeiss B XOAE 3aHATHS, 3allUThl
pedepara.

Jetanuzanus 6aaoB U KPUTEPUH OLEHKU TEKYILEro KOHTPOJIS YCIIEBAaEMOCTH yTBEPKAAeTCs Ha
3aceaHuM Kadeapsol.

Bonpocwvt memwvt 01 noocomosku k onpocam (OUCKyccusm) Ha cemunapax (Mpakmudeckux
3AHAMUSX)

Tema 1. IloTpeOuTesnu, ux noseaeHue 1 MapkeTuHr. Cembsi M 10Moxo03s1iicTBo. Consumers,
their behavior, and marketing. The family and the household.

1. Kimaccudukanmst posieit mo mpuHsATHIO TOMOXO3SIICTBOM PEIIEHHUs O TIOKYTIKE.

2. JIOMOXO3sIiCTBO Kak OCHOBHasi cpeia (hopMUpoBaHMsA OyIylIero moTpeOuTens B Mpolecce
MOTpeOUTENBCKON coranm3anui. CeMeiHOe MPUHATHE PEIICHHM.

3. Ponu 4uneHoB ceMbU MPU COBEPILIECHUHN MOKYIIOK.

4. [loTpebuTenpckas COMaNU3alis Kak MPOoIecC YCBOCHUS MOTPEOUTEIEM COITUAIIBHOTO OTIBITA.

1. Classification of roles for household purchasing decisions.

2. Household as the main environment for the formation of the future consumer in the process of
consumer socialization. Family decision-making.

3. Roles of family members when making purchases.

4. Consumer socialization as a process of assimilation of social experience by the consumer.

Tema 2. CounanbHas cTrpaTuUKanus 001IeCTBAa M NMPHPOAA COLMAJBHOIO KJacca. Social
stratification of society and the nature of the social class.

1. ConmasibHBIN KJIACC ¥ TTOBEJCHUE TTOTPEOUTEIIS.

2. Mozienb OTKIMKOB Ha MPOJIBUKEHHE.

3. Ilenonas cBs3b noBeAcHUs. CoruaabHO-KIaCCOBBIA CTHIIb KU3HH.

4. ConmanbHas cTpaTidukanys o0IIecTBa 1 MapKETUHTOBas CTPATErUsl.

1. Social class and consumer behavior.

2. The model responses to the promotion.

3. Price relationship of behavior. Socio-class lifestyle.
4. Social stratification of society and marketing strategy.

Tema 3. CuTyaunoHHOe BJIMSIHME HA NPHUHATHE PelleHUil nmorpedurtensiMu. BHyTpeHHue
¢axTopsl noBexenus norpeduresieil. Situational influence on consumer decision-making.
Internal factors of consumer behavior.

1. YpoBeHb HHPOPMHUPOBAHHOCTH MOTPEOUTENIEH O TOBapE.

2. Metojpl u3MepeHusi ”HPOPMUPOBAHHOCTH MOTPEOUTENEH O TOBape.

3. XapakTepuCTHKa COLIMOJIOTHYECKOT0 METOJa, METOAAa CEeMaHTH4ecKoro nuddepeHiuana,
METO/Ia CPAaBHUTEIBHON OLIEHKH BOCIIPUSITUS MOTPEOUTENEM pa3InyKsl MapoK TOBapa.

4. XapaKkTepUCTHKH MOCT-00CITy>KUBaHUSI.

1. The level of consumer awareness about the product.

2. Methods for measuring consumer awareness of the product.

3. Characteristics of the sociological method, the method of semantic differential, the method of
comparative assessment of consumer perception of differences in product brands.



4. Characteristics post-maintenance.

Tema 4. Ilponecc npunsiTus pemenusi o nokynke. Koncoromepusm. The process of making
a purchase decision. Consumerism.

1. BeisiBeHHe W U3MepeHHe MpoOsieM MOTpeOuTeNel, peakiys MapKeToJora Ha OCO3HAHUE
MoTpeOUTENIeM CBOMX IMPOOIJIEM, OKa3aHHE MOMOIIM B aKTUBU3AIlMM OCO3HAHHS MOTpeOUTENeM
CBOEH MOTPEOHOCTH.

2. DTuKa U peaiuu Ou3Heca.

3. Ilonumanue npaB NOTpeOHUTENEH: PaBoO Ha OE30MACHOCTh, HAa MH(OPMAIIHIO, HA BBIOOD, TPABO
OBITH YCIBIIIIAHHBIM, Ha YUCTYIO U 3JTOPOBYIO OKPYKAIOIIYIO CPEIy.

4. Onpenenenue Mojeneil moTpedUuTeNILCKOTro BEIOOPA.

1. Identification and measurement of consumer problems, the marketer's response to the
consumer's awareness of their problems, and assistance in activating the consumer's awareness
of their needs.

2. Ethics and business realities.

3. Understanding consumer rights: the right to safety, to information, to choice, to be heard, to a
clean and healthy environment.

4. The definition of models of consumer choice.

Ilpumepnvie memvl 013 Hanucanus pegepamos
1. Knaccugukanus TUIOB OTpeOUTENEH.
2. COlMOHMYECKUE TUIIBI IMYHOCTU MOTPEOUTENEH U UX MOBEJCHUE HA PHIHKE.
3. BimsiHue cucTemsbl IEHHOCTEH Ha TOBEACHUE TTOTPEOUTEIICH.
4. «CTunb )KU3HW» U €r0 BIUSHUE HA MTOBEJICHNE TOTPeOUTENCH.
5. Ucnonw3oBanue 3akoHOB Bebepa 1 durnepa B MapKeTUHIOBON JESITEILHOCTH.
6. XapaKkTepuCTHKa MOMOPOTOBBIX CTUMYJIOB U UX 3HAUYEHUE B MAPKETUHTOBOH JESITEILHOCTH.
7. Bocripustre, ero MeXaHu3M M BO3/ICHCTBHE Ha MTOBEJCHUE TTOTPEOUTENICH.
8. Pons BHUMaHUS B pa3pa0d0TKe MapKETHHTOBOM CTPATETHH.
9. BnusiHue mamsiTé Ha IOBEACHUE TIOTPEOUTEICH.
10. CooTHoOIIIEHUE TOHATUI «ITOTPEOHOCTHY, «KMOTUBY», «MOTUBALIUSY.

Sample topics for writing essays

1. Classification of consumer types.
2. Socionic personality types of consumers and their behavior in the market.
3. Influence of the value system on consumer behavior.
4. "Lifestyle" and its impact on consumer behavior.
5. Using the laws of Weber and Figner in marketing activities.
6. Characteristics of sub-threshold incentives and their significance in marketing activities.
7. Perception, its mechanism and impact on consumer behavior.
8. The role of attention in developing a marketing strategy.
9. The influence of memory on consumer behaviour.
10. Correlation of the concepts "need", "motive", "motivation".

4.3. OnieHOYHbIE CPEACTBA M1 IPOMEKYTOUHOM aTTECTALINH.
4.3.1. [lepedyeHb KOMIIETEHIIMI C yYKa3aHHEM 3TaroB UX (OPMHUPOBAHUS B MPOLIECCE OCBOEHUS

oOpa3oBaTenbHOU Mporpammbl. [lokazaTenn U KpUTEPUH OLCHUBAHUS KOMIIETCHIIMH C y4eToM
sTana ux GopMUpPOBaAHUSL

Kon HanmenoBanue Kon HanMmenoBanue >Tamna
KOMIICTCHIIU U KOMIICTCHIINU aTarra OCBOCHUA OCBOCHUHS KOMIICTCHIITUN
KOMITETEHIIUHU




AIIK-2 Crniocoben JIIK-2.2 CrocoOHOCTh  COMOCTAaBIATh
aHaJIM3UPOBATh UCTOPHYECKHE,
pernoHaJIbHbIE MOJIUTUYECKHUE, COLMANIbHBIE,
HKOHOMHYECKHE, HKOHOMHYECKHUE,
nemorpapuueckue | nemorpaguyueckue,

UHBIE colLlMaJIbHbIE UBUIN3AI[MOHHBIE
IIPOLIECCHI 3aKOHOMEPHOCTH, (aKTOPHI,
TEHCHIINH pa3BUTUA
3apyOeKHBIX PETHOHOB C
OCHOBHBIMU JTarnamu
ABOJIIOLIUU 100aIbHOM
CUCTEMBl  MEXJIYHapOIHBIX
OTHOILUEHUN u ee
PErHOHAJIBHBIX MOJICUCTEM.
JTan ocBOeHUs! Iloka3arein Kpurepuii ouenHnBanus
KOMIIeTeHIIM U OlleHMBAHUS

AIIK-2.2 OrnenuBaer Haer OLIEHKY B3aUMOCBS3U

CrocoOHOCTh COMOCTAaBIAThH | B3aUMOCBS3b HUCTOPHYECKUX, MOTUTHYECKUX,

UCTOPHYECKHE, UCTOPUYECKUX, COLIMAJIbHBIX, HKOHOMMYECKHX,

MOJUTHYECKHE, COLUaIbHbIC, | MOTUTHYECKHX, nemMorpaduueckux,

SKOHOMMYECKHE, COLIMAJIbHBIX, LUBUIN3ALMOHHBIX

nemorpaduueckue, HKOHOMHYECKHX, 3aKOHOMEPHOCTEH, ¢bakTopos,

UBUIN3AI[IOHHBIE neMorpapuuecKux, TEHJACHIIUHA pa3BUTHUS 3apyOEKHBIX

3aKOHOMEPHOCTH, (HaKTOPHI, | IUBUIM3AIIMOHHBIX PETHOHOB C OCHOBHBIMHU 3TanamMu

TEHACHIIUU pa3BUTHS | 3aKOHOMEPHOCTEH, ABOJIOLMU [I00AJbHOW CHCTEMBI

3apyO0eKHBIX  PErHoHOB ¢ [ (akTOpoB, TEHACHIUN | MEXIyHAPOIHBIX OTHOILIECHUHN U ee

OCHOBHBIMU dTanamMy | pa3BUTHs 3apyOCeKHBIX | pETMOHAIBHBIX MOACUCTEM

9BOJTIOLIUU 100abHON | pEerHOHOB c

CUCTEMBl  MEXJYHAPOJHBIX | OCHOBHBIMM  3TallaMu

OTHOIIICHUH u ee | 3BOMIONMH TJI00aNIbHOMN

PErHOHANbHBIX MOJICUCTEM CHUCTEMBI

MEXTyHApOIHBIX
OTHOLIEHUN W ee
pErMoHaNbHBIX
MIOJICUCTEM

4.3.2 TunoBble OLIEHOYHBIE CPEJCTBA

N NN R W

Ha MOBEJICHUE TTOTPEOUTEIICH.
8. Kynbrypa.
NOTPEOUTETHCKOE MTOBECHHE.

Bomnpocs! K 3a4eTy ¢ OLIEeHKOM

. Tunbl noTpedHOCTEN U KiaccuuKanus NOTpeOHOCTeH NOTpeOUTE.
. MoTHBaIMOHHBIE TEOPUH MAPKETHHTOBBIC CTPATETHH.
. MaHumynsnuu noTpeOuTeNbCKUM MOBEACHUEM.

. Omonuu. Buasl smonuii. Posib 3Mo1uil B BOCIPUATHH pEKIIaMBbl.
. KoHuenmus >xu3HeHHOT0 CTUIISL U CIIOCOOBI €r0 U3MEPEHUSI.

. OTHOIIEHUE U XapaKTEPUCTHUKA €r0 OCHOBHBIX KOMITOHEHTOB.

. Tunsl cuTyanuii ¥ UX XapakTepUCTUKA. XapaKTepUCTHKa (GaKTOPOB CUTYAILIMOHHOTO BIMSHUS

9. BiusiHne ceMbu B JIOMAIIIHET0 X035MCTBa Ha IIOBEICHHE HOTpC6HT€J’I€I>i.

Ee BnusHue Ha moBeneHue mnorpeOuteneil. KynbTypHble LEHHOCTH H




10. «CoumanpHblii KjIacc» M «conuanbHas rpynna». Cucrema HepaBeHcTBa. CoruanbHas
cTpaTtuuKalys U MapKETHHTOBBIE CTPATETHH.

11. Tunsl KOMMYHHMKAIIMU ¥ UX BIUSHUE Ha MOTPEOUTELCKOE MTOBEICHHE.

12. BnusHue pekinaMmbl Ha TMoBefeHHe mnorpeOuteneid. Ilpomecc mNpuHATUS pelIeHus
HOTPEOUTEISIMH.

13. XapakTepuCcTHKa TUIIOB CUTyalluH, BIUSAIOIINX HAa IPOLECC MIPUHATHUS PEIICHMS O MTOKYIIKE.
XapaKkTepuCTUKA OCHOBHBIX 3TAIOB MOTPEOUTENBCKOTO PEILICHHS.

14.  XapakrepucTuka ImpoueccoB mnociae NoKynku. CymHOCTP W XapaKTepHUCTHKA
OpPraHU3aLMOHHOIO ITOKYIIATEIbCKOIO IIOBEICHHUS.

15. IlpodeccronanbHast 3TuKa U KoHCtOoMepu3M. [IpaBo noTpeduTeneil U MapKETHHT.

Questions for the offset with an assessment
1. Types of needs and classification of consumer needs.
2. Motivational theories and marketing strategies.
3. Manipulation of consumer behavior.
4. Emotions. Types of emotions. The role of emotions in advertising perception.
5. Concept of life style and ways to measure it.
6. The attitude and characteristics of its main components.
7. Types of situations and their characteristics. Characteristics of factors of situational influence
on consumer behavior.
8. Culture. Its impact on consumer behavior. Cultural values and consumer behavior.
9. Influence of family and household on consumer behavior.
10. "Social class" and "social group". A system of inequality. Social stratification and marketing
strategies.
11. Types of communication and their influence on consumer behavior.
12. The impact of advertising on consumer behavior. Consumer decision-making process.
13. Characteristics of the types of situations that affect the purchase decision-making process.
Characteristics of the main stages of the consumer solution.
14. Characteristics of post-purchase processes. The essence and characteristics of organizational
purchasing behavior.
15. Professional ethics and consumerism. Consumer law and marketing.

3aganue Kk 3a4ery
1. Kak BBbI cumWTaeTe Kakoe KOJHMYECTBO OJHOTO Oyiara MmoTpeOuTenh TOTOB 3aMEHHUTH OJIHOMN
eAuHUIIeW apyroro Omara 0e3 M3MEHEHHMS JIOCTUTHYTOTO YPOBHS  TOJE3HOCTH.
[IpogeMoHCTpUPYITE B 3TOM OTBETE TEOPETUUECKNE 3HAHUS PHIHOYHON SKOHOMMKH.
2.Cy1iecTByeT MOHATHE KU3HEHHOTO IUKJIa MpoaykTa. Kak Bbl cunTaeTe BIUSET JIU MOKYyNaTelb
Ha TaHHBIA MK 1 Kak?
3.Uto oTpaxkaeT KapJAMHAIUCTCKAS TeOpUs MOTPEOUTETHCKOTO TIOBEICHUS MPEANOYTCHUS?

Task to offset with an assessment
1. What do you think is the amount of one good that the consumer is willing to replace with one
unit of another good without changing the achieved level of utility. In this answer, demonstrate
your theoretical knowledge of the market economy.
2. There Is a concept of the product lifecycle. How do you think consumer affects this cycle and
how?
3. What does the cardinalist theory of consumer behavior reflect preferences?

[Ikana oLeHNBaHUS.

OrneHKka 3HaHWMA, YMEHUW, HABBIKOB MPOBOAMUTCS Ha OCHOBE OayUTbHO-PEHTHHTOBOW CHCTEMBI:
30% wu3 100% (wmm 30 GammoB u3 100) - BKJIag B HUTOTOBYIO OIIGHKY IO pe3yJjbTaTaMm
MIPOMEXKYTOUHOM aTTecTalu.



[Ipy oneHMBaHUM OTBETa OOYYAIOUIETOCs B XOAE IMPOMEXKYTOYHOM aTTeCTallMM MOXHO
OMMPATHCS Ha CIEAYIOUINE KPUTEPUH:

bamnel

Kpurepuii onienku

26-30

OOyuaromuiics  MMOKa3blBa€T  BBICOKMH  YpPOBEHb  KOMIIETEHTHOCTH, 3HAHMS
OpOrpaMMHOTO  MaTepuana, Yy4eOHOW, MepHOAMYECKOW U  MOHOTrpadU4ecKoit
JUTEPATyphl, 3aKOHOJAATENILCTBA W MPAKTUKH €ro IPUMEHEHMs, PAacKpbIBAacT He
TOJIKO OCHOBHBIE TOHSTHS, HO M AHAIM3UPYET MX C TOYKH 3PEHHUS Pa3IMUYHBIX
aBTOpOB. OOyyaromuiicss NOKa3bIBa€T HE TOJBKO BBICOKHI YpOBEHb TEOPETHUYECKHX
3HAaHUHM, HO M BUAWUT MEXIUCIMIUIMHAPHBIE CBs3U. [IpodeccrmonanbHo, TpaMoTHO,
II0CJIEI0BATENIBHO, XOPOILUM S3bIKOM YETKO M3JIaraeT MaTepHaj, apryMEeHTHPOBAHHO
dopmynHpyeT BBIBOJBL. 3HAET B paMKax TpeOOBaHMU K HANpaBIICHUIO M MPOQHUIIIO
HOJTrOTOBKU 3aKOHOJATEIbHO-HOPMATUBHYIO U IIpakTHdecKyto 0Oa3y. Ha Bompocsl
OTBEYAET KPAaTKO, APTYMEHTUPOBAHO, YBEPEHHO, TI0 CYIIECTRY.

16-25

OOyuaromuiicss MOKa3blBae€T JIOCTaTOYHBIH YpPOBEHb KOMIIETEHTHOCTH, 3HAHMS
MaTepuasoB 3aHATUH, y4eOHOW M METOIWYECKOW JMTEpaTypbl, 3aKOHOAATEIbCTBA U
NPaKTUKNA €ro NPUMEHEHHUs. YBEPEeHHO U NPO(EeCcCHOHANIbHO, TPAMOTHBIM SI3BIKOM,
SCHO, YETKO U TIOHATHO M3JIaraeT COCTOSHUE M CYTh BOIpoca. 3HAeT HOPMAaTHUBHO-
3aKOHOJATENbHYI0 M  MpPAaKTUYeCKylo 0a3y, HO TMpH OTBETE JIOIYCKaeT
HECYIIECTBEHHbIE MOrpenrHocTH. OO0yJyaromuiicsl MOKa3bIBaeT TOCTATOYHBIH YPOBEHb
npogecCHOHaIbHBIX 3HAHUI, CBOOOJHO ONEpUPYET MOHATUSAMH, METOJAMH OLIEHKH
NPUHATUS PELICHUM, HMMEET IPEJICTaBICHHUE: O MEXAUCHUIUIMHAPHBIX CBA3SX,
YBS3BIBAE€T 3HAHUS, IIOJNYYEHHBIE IIPH HM3YYECHUU DPA3JIUYHBIX AWCLUIUIMH, YMEET
AQHAJIM3MUPOBATh IIPAKTUYECKHE CUTYallMH, HO JOIYCKAeT HEKOTOPBIE IOIPEIIHOCTH.
OTBeT MOCTPOEH JIOTUYHO, MATEPHATl M3JIAracTCsl XOPOIIUM SI3bIKOM, IPHUBIIEKAETCS
WHQOPMATUBHBIA ¥ WUIIOCTPUPOBAHHBIM MaTepHuaj, HO TPU OTBETE JIOIMYCKaeT|
HEKOTOPBIE NOTPEIIHOCTH. BONPOCH! HE BBI3BIBAIOT CYIIECTBEHHBIX 3aTPYIHEHU.

6-15

OOyuaromuiicss MOKa3bIBA€T JOCTATOYHBbIE 3HAHUS MaTEpUAOB 3aHATUH, HO MpH
OTBETE OTCYTCTBYET JIOJKHAs CBSI3b MEXKJly aHAJIM30M, apryMEHTalMel U BbIBOJIaMHU.
Ha nocraBneHHble ujeHaMM KOMHUCCUHM BOIIPOCHI OTBEYAET HEYBEPEHHO, JOITYCKAeT
norpemHoctd. OOyyaromuiicss BiIaJeeT MNPAKTUYECKUMHM HaBbIKAMH, IPHUBIICKAET|
WUIIOCTPATUBHBI MaTepuall, HO 4YYBCTBYeT ce€0s HEyBEpPEHHO IpU aHalu3e
MEXIUCLMIUIMHAPHBIX CBsA3ed. B oTBeTe He Bcerma MpHUCYTCTBYET JIOTHKA,
apryMeHTbl NPUBIEKAIOTCA HEIOCTaTOYHO Beckue. Ha mocTaBieHHBbIE BOIPOCH
3aTPYAHSETCS C OTBETaMH, NTOKa3bIBAE€T HEJOCTATOUYHO INTyOOKUE 3HAHUS.

OOyuatomuiics noOKa3bIBaeT cyadble 3HAHUS MaTEepUaJOB 3aHATUN, Yy4eOHOM
JUTEpaTyphl, 3aKOHOJATENbCTBA W INPAKTUKM €ro IPHUMEHEHUs, HU3KUH YPOBEHb
KOMIIETEHTHOCTH, HEYBEPEHHOE M3JI0’KeHHe Borpoca. OOyuaromuiicss MOKa3bIBAET|
ciabblii  ypoBeHb MNPO(ECCHOHAIBHBIX 3HAHWM, 3aTpyIHSETCs IpU aHajlIu3e
IIPaKTUYECKUX CcUTyauuid. He MoxeT mpuBecTH INpUMEpPHI U3 PEaJbHOM INPAKTHKU.
HeyBepeHHO M JIOrMYecKH HEIOCIEAO0BATENbHO M3/1aracT Marepuain. HenpasBuibHo
OTBEYAET Ha BOIIPOCHI MJIU 3aTPYAHSIETCS C OTBETOM.

[IIkana nepeBoaa U3 MHOTOOAIIBHOW CUCTEMBI B TPATUITHOHHYO:

- 00y4JaromeMycsi BBICTaBIISIETCS OIICHKA «HEYIOBICTBOPUTEIHLHO» €CII 00yJarouiicss Habpam
Mmenee 50 6ayios,

- OLIGHKA «YJOBIETBOPUTEIILHO» BBICTABISETCS MPH YCIOBHH, €CITU OOyYaroImuics HaOpan OT
50 mo 65 6anos;

- OIIEHKa «XOPOIIO» BBICTABISETCS NPU YCIOBUH, €CIIM OOydaromuiics Habpan ot 66 mo 75

0amIoB;

- OLICHKAa «OTJIMYHO» BBICTABISETCA MPHU YCIOBUH, eciii oOyuaronmiics Habpan ot 76 no 100

0aJUIOB.



100 GanymoB BBICTABISIETCS INPH YCIOBUM BBIMIOJHEHUS BCEX TpeOOBaHWHM, a Takxke MpU
00s3aTeTbHOM TPOSIBIIGHUM TBOPYECKOIO OTHOUIEHHS K TMpEeAMETy, YMEHHUH HaXOJUTh
OpUTMHAJIbHBIC, HE CoJepialiiecs B yu4eOHHKaX OTBETbI, YMEHUU pabOTaTh ¢ MCTOYHHKAMH,
KOTOpBIE COJIEP’KaTCsl JOMOJHUTENBbHON JUTepaType K KypCcy, YMEHUU COEIAUHSTH 3HAHUSA,
MIOJIyYEHHBIE B JAHHOM KypC€ CO 3HAHMSIMH IPYTMX AUCLUIIINH.

4.4. MeToau4yeckue MaTepuaJibl

CTyZneHT OOIyCKaeTcsl K 3a4eTy € OLEHKOW MO AUCLMIIMHE B CIIy4ae BBIIIOJHEHUS UM BCEX
3aIaHU U MEPONPUSTHI, PEyCMOTPEHHBIX IPOTPAMMOM AUCIUIUIMHBI.

CryneHty HeoOXOAMMO BHUMATEIbHO M3YYMTh M OCMBICIUTH MaTepHalibl BONPOCOB K 3a4eTy,
MIpE/ICTaBICHHbIE B PEKOMEHIOBAaHHBIX YUeOHMKaX U Apyrux uctouHukax (MHTepHeT-pecypchl,
HAay4yHO-METOJNYECKUE JKypHainbl M 1p.). CTpyKTypuUpOBaTb TEOPETUYECKUN Marepuall,
COCTABUTh IUIAH €T0 MPEICTaBICHUS.

OTBeT BONPOC M PELIEHUE NPAKTUUYECKOTO 3aJaHUs BAKHO M3J1araTh C MO3ULUM 3HAYCHMS AJIS
npodeccuoHanbHOM aAesTenbHOCTU. [IpyM 3TOM BaXHO IMOKa3aTh 3HAHUE HE TOJIBKO TEOPHH
BOIIPOCA, HO U IPAKTUYECKOE IIPUMEHEHHE.

Pesynaprar mo cpade 3adera OOBSBISETCS CTyJE€HTaAaM M BHOCHUTCS B HK3aMEHALIMOHHYIO
BEJIOMOCTb U 3a4ETHYIO KHIKKY. «HeynoBIeTBOPUTEIBHO» IPOCTABIIAETCS B BEIOMOCTH.

5. Meroaguyeckue ykasaHusi 1J1s1 00y4al0HUXCs 110 OCBOCHUIO JHCIUIITTHHBI
VYCTHBI Ompoc SBJSIETCS OJHMM M3 OCHOBHBIX CIIOCOOOB IIPOBEPKM YCBOEHHUS 3HAHHI
oOyuaromumucs. Pa3BepHyThIi OTBET CTyJeHTa JOJDKEH IPEeACTaBIATh co00i CBS3HOE,
JIOTMYECKH I0CIIE0BATENIbHOE COOOIICHNE HA ONPENEICHHYI0 T€MY, IIOKa3bIBaTh €r0 yMEHHUE
IIPUMEHATH OIPEICIICHUs, NpaBUja B KOHKPETHBIX cilydasiX. OCHOBHBIE KPUTEPUU OLIEHKU
YCTHOI'O OTBETA: MPABWIBHOCTh OTBETA I10 COJEPKAHMIO; IOJHOTA U IIyOMHA OTBETA; JIOTMKA
U3J0KEHUsT Marepuana (yYuThIBA€TCS YMEHHE CTPOUTh LEJIOCTHBINM, IOCIeA0BaTEeIbHBIN
paccka3, TIpaMOTHO  IOJIb30BaThCsl  CHELMAIBHOM  TEPMUHOJIOIMEN);  HCIOJIb30BAHUE
JOTIOJIHUTENIBHOTO MaTepuaa.
OOyyaromuiics MOXET CaMOCTOSITEIbHO BbIOpaTh TeMy pedepara U3 PeAOKEHHBIX,
HOJArOTOBUTH pedepaT M 3alIUTUTh €ro Ha 3aHATHM COOTBETCTBYHOIIEH TemaTuku. Pedepar
JNEMOHCTPUPYET YINIyOJE€HHOE W3Y4YeHHE JAUCLUIUIMHBI, CHOCOOCTBYET pPa3BUTUIO HAaBBIKOB
CaMOCTOSITETILHON pabOThI C TUTEPATYPHBIMU UCTOUHUKAMH.
Memoouueckue ykazanus no camocmosamenbHol NOO20MOBKe K 3aAHAMUAM JIeKYUOHHOZ20,
NPAKMU4ecKo2o (CeMUHapcKo2o) muna:
[TonroroBka K 3aHATUSM JODKHA HOCHUTH CHCTEMAaTHYECKHM XapakTep. OTO MO3BOJIUT
oOyuyatomieMycss B IOJHOM 0OBbEME BBINOJIHUTH BCe TpeOOBAaHUS  MpenojaBaTels.
OO0yyaronmMcst peKOMEHAyeTCsl U3ydaTh KaK OCHOBHYIO, TaK U JOMOJIHUTENBHYIO JTUTEPATypy, a
TaKXKe 3HAKOMUThCS ¢ MIHTepHeT-uCTOYHMKaMM (CIMCOK MpUBEJEH B pabodeil mporpamme Mo
JUCLUIIINHE.
Bonpocul 01 camocmosmenvHou no02omosku (camonposepku).

1. Toprossie TepMunbl IHKOTEpPMC, ONMCaHKE, CIOCOOBI IPUMEHEHUS

2. Omucatp ¢GakTOpbl, BAUSIIONME HA BEIOOP TpaHcmopTa. OXapakTepu30BaTh KaXKIbIH BUJ
TPAaHCIIOPTa
[Tytu noBeieHus 3¢pHEKTUBHOCTH MEXKTyHAPOIHBIX MOPCKUX MEPEBO30K.
[Iytu  noBbimeHHs  3QQPEKTUBHOCTH  MEXKIYHAPOJIHBIX  IEPEBO30OK X /A U
aBTOTPAHCIIOPTOM.
[TepcrieKTUBBI Pa3BUTHUS MEXyYHAPOIHOTO TPAHCIOPTHOIO Kopuaopa TpaHnccuo.
[TpoexT co3nanus ria00abHON KeIe3HOAOPOKHOMN CeTH MIIaHETHI.
TenaeHmu pa3BUTHS MEXKTYHAPOIHBIX KOHTEWHEPHBIX IIEPEBO30K
OCHOBHBIE IKOJIOTHYECKUE MPOOIEeMbl MUPOBOM TPAaHCIIOPTHOW CUCTEMbI U IYTH HX
peuieHus.
9. Poccuiickuil ppIHOK JIOTUCTUYECKHX MPOBAHIEPOB: MPOOIEMBl U TEHACHLIUN PA3BUTHSL.
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10. I'moGanu3anus Ou3Heca M poilb JOTHCTUIECKUX CUCTEM B 3TOM MpoIiecce.

11. I'moGanbHbIE KOMMYHUKAIIMHA — CHCTEMa MEXIYHAPOIHBIX TPAHCTIOPTHBIX KOPHIOPOB.
12. Konnenus «Just in time»

13. KonTelinepuzanusi -TE€HEpPAJIbHOE HAIMpaBlIeHWE pPa3BUTHS TJIOOAIBHOW CHCTEMBI

I'PY30BUKEHHUS

14. Hay4HO-TEXHMYECKUN MPOTrpecc W HMHHOBAIMM MEXKIYHAPOAHOTO  TPAHCHOPTHOTO
npouecca

15. CoBpeMeHHbIE  TEHJIEHLIHWH  COBEPIICHCTBOBAHMS  TPAHCIIOPTHO-IKCIIEIUTOPCKOTO
00CTyKUBaHUSI.

Questions for self-preparation (self-check):
1. Incoterms Trade terms, description, application methods
. Describe the factors that affect the choice of transport. Describe each type of transport
. Ways to improve the efficiency of international Maritime transport.
. Ways to improve the efficiency of international rail and road transport.
. Prospects for the development of the Transsib international transport corridor.
. Project to create a global railway network of the planet.
. Trends in the development of international container transport
. The main environmental problems of world transport system and ways of their solution.
. Russian market of logistics providers: problems and development trends.
10. The globalization of business and the role of logistics systems in the process.
11. Global communications-a system of international transport corridors.
12. "Just in time" Concept
13. Containerization —the main direction of development of the global cargo movement
system
14. Scientific and technical progress and innovations in the international transport process
15. Current trends in improving freight forwarding services.

O 00 1 O\ hn K~ W

Memoouyeckue ykazanus no n0020mosKke 00KIa008:

[ToaroroBka 0OyYaroImUXCsl K OMPOCY TMPEanoiaracT W3yudeHHe B COOTBETCTBUU C TEMAaTHKOW
JUCLUIUIMHBI OCHOBHO/ JOTOJHUTENILHON JTUTEPaTyphl, HOPMAaTHUBHBIX JOKYMEHTOB, HHTEPHET-
peCypcoB.

OO6yuatomuiicss TOTOBHUT JIOKJaa B (popMe YCTHOTO BBICTYIUICHHUS MO T€ME JUCIHILIMHBI Tepes
JIpyTUMHU 00yYarOITUMHUCS.

[Tpennaraercs cienyromas CTpyKTypa JI0KJIaaa:

1. BBeneHue:

— YKa3bIBaeTCsl TeMa U 11eJb JOKIIAIa;

— o0o03HayvaeTcst MpoOJIEMHOE T10JIe, TeMaTUYECKUE pa3/iesbl JOKIaaa.

2. OCHOBHOE cOJiep’KaHuE AOKIIaaa:

— TI0CJIeI0BATENIbHO PACKPHIBAIOTCS TEMATUYECKUE Pa3/iesbl JOKIIaa.

3. 3aknrodeHue:

— TIPUBOJIATCSI OCHOBHBIE PE3YyJIbTAaThl W CYXKJICHUS aBTOpa IO IMOBOJY IyTEH BO3MOXKHOTO
pelIeHns pacCMOTPEHHOM MPOOIEMBI, KOTOPBIE MOTYT OBITh O()OPMIICHBI B BUJIE PEKOMEHAALUH.
Memoouueckue pexomenoayuu no nanucanuro pegpepama:

Pedepar sBiseTcs camMOCTOATENBHONW NpakTHUecKo paboroil oOyuwatomuxcs. OH mpu3BaH
OTIPENICNIUTh CTENICHh OCBOCHHS CTYACHTOM 3HAHWW M HABBIKOB, IOJIyYEHHBIX UM B TIpoOIIECCe
U3yUYEHUs! TUCIUIUIMHBL.

TexkcT paboThl HOKEH OBITH HamMcaH B HaydyHOM cTuiie. OdopmieHne TeKcTa Takke JOHKHO
OBITH BBIIOJIHEHO IrpaMoTHO. CriemyeT n30erath MycThIX MPOCTPAHCTB U, TeM OoJiee, CTPaHMII.
Ha Bce Ta0nuIbl, pUCYHKH U AHAarpaMMBbl JICTAl0TCS CCHUIKH B TEKCTE.

Pa6ota Bemmonnsiercs B gopmare A4. Hlpupt — TimesNewRoman. OcHOBHOI TeKCT paboOThI
Habupaetcs 14-m mpudrom uepes 1,5 uHTEpBaNa, BRIpaBHUBAHUE 110 IIUPUHE, MEKOYKBEHHBIN



uHTepBall «OOBIUHBINY», KpacHas cTpoka 1,25 cM. ABTOMaTHYECKH PACCTABISIOTCS MEPEHOCHI.
ITons: Bepxnee 2,0 cm, HuwxHee 2,0 cM, neBoe 3 cm, mpaBoe 1 cMm. IIpomexyTku mexnay
ab3alaMu OTCYTCTBYIOT. BBejeHue, I1aBbl, 3aKII0YCHUE, CIHCOK JUTEPATyphl U MPUIOKESHUS
dbopMaTHPYIOTCS KaK 3aroJIOBKH MEPBOTO YPOBHS M HAYMHAIOTCS KaXKIbIM C HOBOW CTPAaHMUIIBI.
ITonpa3znensl riaB ¢ HOBOM CTPAHUILIBI HE HAYMHAIOTCSL.

CHOCKHM JeNaroTcsi BHU3Y CTpaHUIbl. TaOmuIlkl M PUCYHKH HyMepyloTcs otTaenbHo. Homep
BKJIIOYAaeT HOMEp TJIaBbl 1 HOMEP pUCYHKa/TabIMIIbI B TAHHOM I1aBe.

Crpanuub! paboThl TOJMKHBI ObITH MPOHYMEpoBaHbl. Hymepanusi HaunHaeTcsl cO CTpaHUIIbI C
OTJIaBJICHUEM, Ha KOTOPOH CTaBUTCS LUPpa «2» U Aanee — 1o nopsaky. OKoHYaHne HyMepaluuu
MPUXOJUTCS Ha IOCJIEIHUM JUCT CNHCKa JntepaTypbl. HoMep cTaBUTCS BHU3Y CTpaHHIIBI
cnpaBa. Ha cTpaHumax ¢ NpUIOXKEHUSAMHU HOMEpa HE CTaBsTCA, U B OIVIaBJICHHME OHHU HE
BEIHOCATCS. B ornaBiennn YKa3bIBA€TCA TOJIBKO HOMEP MEPBOT0 JIMCTA IIEPBOTO IMTPUITOKCHUA.
O6bem pedepara 7-15 cTp.

6. YueOHas muTepatypa u pecypchbl HH(POPMAIHOHHO-TEJIeKOMMYHHKANMOHHOM CeTH
"HUHTepHeT", BKIIOYAA NepedYeHb Y1eOHO-MeTOAMYECKOro odecneyeHust 1JIs
CAMOCTOSITEIbHOM Pa0oThI 00y4ar0IMXCs N0 JUCHUIIIHHE

6.1. OcHoBHas UTEpaTypa

1. Kamnuakuna I'.E. MexayHaponHas TOpProsiii B cUCTEME MHUPOBOM 3kOHOMHKH. BTO.
CopeiicTBHE YIIPaBICHUIO TOPTOBBIMH TOTOKaMU [DIEKTPOHHBINA pecypc|: ydeOHoe mocobue
quist By30B/ Kanuukuna I'.E., TpuOymnsiii 1.}JO.— DnexktpoH. TekcToBble qaHHble.— CapaTos:
By3oBckoe oOpa3oBaHme, 2014.— 229 c— Pexum JIOCTYyTIA:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/20420.html.— 9BC «IPRbooks»

2. Kouepruna T.E. KoHTpakTel B MeXIyHapOJHON TOproBie [DJIEKTPOHHBIN pecypcl:
yuebnoe mocobue/ Kouepruna T.E.— Dnexrpon. tekctoBbie nanubie.— CII6.: UuaTepmenns,
2014.— 204 c— Pexum JlocTyna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/28015.html.— 3BC «IPRbooks»

6.2. /lonoiHMTEILHAS JIUTEPATypa

1. AnbOexoB A. Y. Jloructuka BTOPHUYHBIX MaTepUalbHbIX pecypcoB / A. Y. AnbOekos //
Poccuiickoe npennpuaumaTensetBo. - 2012, - Ne2. - C. 102-108.
2. BpeianieB A. H. Jloructuka B cBOOOAHBIX SKOHOMUYecknX 30Hax / A. H. bpeiaues, A. B.

Cunbko // Poccuiickoe mpeanpuHUMaTenbeTBo. - 2012. - No7. - C. 64-69. 5
3. Kysnenosa, I'. B. Mexnynapoanasi Toprosiisi ToBapamu M yciayramu - M. : JOPAUT,
2015-572c.

4. OcHOBBI NOTUCTHKH : yuyeOHuK / mox pen. b. A. Anukuna, T. A. Pogkunoil. - M. :
IIpocmexkr, 2015. - 339 c.
3. Hromynen, . U. Mexaynaponas Toprosis. Tapudroe u HeTapudHoe peryaupoBaHue :

y4yeOHoe mocobue : pekoMeHnoBaHO YMO ist CTy/IeHTOB, O0y4YarOIMXCs MO CHEIUATBHOCTH
"MupoBast skoHomuka" / [lromynen, WMnmomut WnmonmuroBuu ; Bcepoccuiickas axanemus
BHEIIHEH TOproein MunHrkoHOMpasButus Poccun. - M3ganue 3-e. - M. : 'OY BIIO BABT
Munskonompassutus Pocenn, 2011. - 518 c.

6. Jloructuka : y4yeOHUK : peKOMEeHIOBaHO M-Bom oOpa3oBaHus u Hayku PO. /
lamxunckuii, Anune MyxrapoBuu. - 21-e uza. - M. : Jlamkos u K°, 2014. - 419 c.

7. JlomyxoB, H. B. Jloructuka : ydeOHO-MeTommyeckoe mocobue / H. B. JlomyxoB ;
PAHXulI'C mnpu Ilpesunenre P®, Bonrorpanckuit ¢wimman. - Bomrorpan : MW3a-Bo
Bonrorpanckoro ¢unmana BIIO PAHXul'C, 2013. - 52 c.

8. Hepym, FO. M. Jloructuka : yuebuuk / FO. M. Hepymr. - 4-e uzn., nepepab. u mom. - M. :
IIpocmexkr, 2010. - 520 c.

9. Huxudopos B.B. Jloructuka. TpaHcmopT M CKjiax B LEMU MOCTaBOK [DIEKTPOHHBIH
pecypc]: yuebHOe mocobue/ Huxudopor B.B.— DnekTpoH. TekcTOBbIE naHHBIE.— M.:



I'poccMenua, 2008.— 170 c— Pexum JI0CTyTa:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/924 . html.— 3BC «IPRbooks»

10. IIpouenko O. M. Jloructuka W ympaBjieHHE LENSAMH MOCTaBOK - B3IJS B Oynyliee.
Maxkposkonomuueckuit acrniekt / Ilponenko, Oner [mutpuesuy, Ilponenko, Mura Onerosna ;
Poccuiickas akajgeMusi HapOJHOTO XO3sICTBAa M TOCYJapCTBEHHOM ciyxObl npu Ilpesunenrte
P®. - M. : [leno, 2012. — 191 c.

11.  Tebekun, A. B. Jloructuka : y4eOHUK : peKOMEHI0BaHO MUHUCTEPCTBOM 00pa30BaHUA U
Hayku P® mist cTy1eHTOB, 00y4aromuxcs 1Mo crenuanbHoCTIM "DxoHoMuKka", "MenemkMenT" /
A. B. Tebekun. - M. : JlamkoB u K°, 2011. - 356 c.

12. Xanwn M.C. MexayHapoaHasi TOPTOBIIS yCJIyramMu [DJIEKTpOHHBIN pecypc]: ydueOHOe
nocobue/ XaunH M.C.— DIeKTpOoH. TeKCTOBbIE JaHHbIe.— M.: MOCKOBCKasi TOCyJapCTBEHHAs
aKaJIeMust BOJTHOTO TpaHCIIOPTa, 2012.— 40 c— Pexunm JOCTYyIIa:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/46476.html.— ObC «IPRbooks»

13. Hlener H.C. MexnayHnapoaHas TOProBisi [DJIEKTPOHHBIA pecypc]: ydeOHoe mocoOue/
[ener H.C., Eann FO.M.— DnekTpoH. TEKCTOBbIE NaHHbIe.— MuHCK: Brlnmiimas mkona,
2014.— 512 c— Pexnm JIOCTyna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/35496.html.— ObC «IPRbooks»

14. 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 00ecedyeHrne CAaMOCTOATEeIbHOM padoThl
1. Mozenb MO3MIMOHHOTO OOYyYEHHUS CTYJIEHTOB [DIEKTPOHHBIM pecypc]: TeopeTndyeckue
OCHOBBI B MeTondeckue pekomennanuu/ M.b. [lusta [u ap.].— DIeKTpoH. TEKCTOBBIC JaHHBIC.
— M.: MockoBckuil TopoAckoi mnenarormdyeckuil yHumsepcuter, 2012.— 152 c.— Pexum
noctyma: http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/27375.html.— 3bC «IPRbooks»
2. OO6pa3oBaresbHble HUHHOBAIIMM U MPAKTHKH Kapbepbl : COOPHUK METOANYECKUX MaTEpUaoB
u crareit / PAHXul'C npu I1pesunente PO. - M. : Jleno, 2015. - 192 c.
3. Ilcuxonorus ajanTalMd W colMaibHas cpena. CoBpeMeHHbIE IOAXObI, MPOOIEMBI,
nepcrneKkTuBbl [ DnekTponHblid pecypce]/ JL.I'. ukas [u np.].— DIeKTpoH. TEKCTOBbIE TaHHbIE.—
M.: Ilep Co, 2007 — 624 c— Pexum JocTymna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/7431.html.— 9bC «IPRbooks»
4. CouManabHO-TIICUXOJIOTUYECKHE acleKThl (OPMUPOBAHMUA KYJIBTYpPBHl CaMOOOydJarolecs
opranuzanuu / A. 5. Hukomnaes [u np.] / Bonpock ncuxonoruu. - 2014. - Ne 6. - C. 44-52.

6.4. HopmaTuBHBIE IPABOBBIE JOKYMEHTHI (B XPOHOJIOTHYECKOM IOPsIAKe)
1. KonBeHnus oTHOCUTENBHO obecredeHusi cBoOOHOro miaBanus no CysIKoMy KaHaiy,
29 oxTs0ps 1888 1.
2. Horosop o Hlnuu6eprene 1920 r.

3. Crarpu Cormamenus MexayHaponnoro Bamornoro ®@onma 1944 r. (B coBpeMEeHHOM
PENAKIINHN).

4. KonBennus o MexayHapoaHOM TpaxkaaHckoil aBuanuu (Yukaro, 7 nekadpst 1944 r.)

3. Cornamenue o TpaH3uTe IPU MEXTYHAPOAHBIX BO3AYIIHBIX coobmenusx (Yukaro, 1944
r.)

6. Cornamenue o MeX/IyHapOAHOM BO3IYIIHOM TpaHcnopTe (Yukaro, 1944 r.)

7. VYcera OOH 1945 r. u craryt Mexnynapognoro Cyaa OOH

8. KonBennus o npusunerusx u ummynurerax OOH 1946 r.

0. KonBeHIMs 0 npeaynpexIeHUu NTPEeCTyIUICHUs T€HOIM/Ia U HaKa3aHus 3a Hero 1948 r.
10.  MexaMepHKaHCKUN JOrOBOpP O MUPHOM pasperieHuu cropoB 1948 r. (boroTckwuii makr).
11. KoHBeHIHs O NMPUBWIETHAX U UMMYHHUTETaX CIECHHAIM3UPOBAaHHBIX yupexaenuin OOH
1947 1.

12.  BceoOmas neknapaius mpas desnoBeka 1948 r.


http://www.jstor.org/stable/24368710

13.  KonBeHuus o pexxuMe cynoxoacrsa Ha Jlynae 1948 r.

14.  XeneBckas koHBeHIUs 00 oOpallleHu ¢ BOEHHOIIEeHHbIMU 1949 T.

15. KeHneBckas KOHBEHLUS O 3alIUTE IPakJaHCKOTO HACEJIEHHs BO BpeMs BOMHBI 1949 .

16.  Ilepssriit mpotokos 1977 r. k JKeHEeBCKMM KOHBEHIIUSM O 3alIUTE *KEPTB BOMHBI 1949 r.
17.  KouBenuus o 60pb0e ¢ TOProBiieH JIOABMU U C KCIUTyaTallMeld MPOCTUTYIH TPEThUMHU
junamu 1950 r.

18.  KouBenius o cratyce O6exenieB 1951 r.

19. Taarckasg KOHBEHIMS O 3allUTE KYyJIbTYPHBIX LEHHOCTEH B CIIy4ae BOOPYKEHHOTO
KoH(HUKTa 1956 T. (C JOMONHUTETHHBIMU TPOTOKOJIAMH)

20. KoHBeHIMU O TPaKIaHCTBE 3aMy KHEW KEHIIUHBI 1957 T.

21.  Espomelickas KoHBeHLUs O Bblgaue 1957 r.

22.  KoHBeHIHMs O TEPPUTOPHAIIBHOM MOPE M Mpuiexaiien 308e ot 29 anpensa 1958 r.

23.  KouBeH1us 06 0TKpeITOM Mope oT 29 anpens 1958 r.

24.  KoHBeHIHs 0 KOHTUHEHTAIBLHOM Ienbde ot 29 anpens 1958 .

25.  JloroBop 06 AntapkTuke 1959 r.

26.  BeHcKas KOHBEHIMS O JUIUIOMATHYECKUX CHOIIEHUSAX 1961 T.

27. BeHckas KOHBEHIMSI O KOHCYJIbCKUX CHOLIEHUAX 1963 .

28.  Jlexnapanus O NPENOCTABICHUM HE3aBUCHMOCTH KOJOHHAIBHBIM CTpPaHaM W Hapojam
1960 r.

29.  MexnayHapoaHas KOHBEHIMsI 00 OTBETCTBEHHOCTH ONEPaTOPOB SAEPHBIX CyZ0B 1962 r.
30.  /loroBop 0 3ampelieHUH UCHBITAaHUN SACPHOTO OPYXHs B aTMoc(hepe U B KOCMUYECKOM
MPOCTPAHCTBE U MO BoaoW 1963 r.

31.  Jlexmapauus o0 HEIONMyCTHMMOCTH BMELIATEIbCTBA BO BHYTPEHHHUE Jiela TOCYIapCTB, 00
OTpa)kJICHUM X HE3aBUCUMOCTH U CyBepeHuTeTa 1965 T.

32.  MexyHapOoAHbIi MakT 00 SKOHOMUYECKUX, COLMAIBHBIX U KyJIbTYypHBIX IpaBax 1966 r.
33.  MexayHapOoaHbIi MAKT O TPakTaHCKUX M IMOJIUTHYECKUX MpaBax 1966 r.

34.  KouBeHIMs 0 TUKBUAALMHU BCeX POPM pacoBoi AUCKpUMHHAIMH 1966 T.

35.  JloroBop O mpuUHIMIAX IEATEIBHOCTH T'OCYJApPCTB 10 MCCIEIOBAHUIO U UCIIOJIb30BAHUIO
KOCMHMYECKOT0 IPOCTPAHCTBA, BKiItovast JIyHy u apyrue HebecHsle Tena 1967 r.

36. JloroBop o 3ampemeHun siiepHoro opyxwusi B Jlatunckorr Amepuke 1967 r. (loroBop
Trnarenonako ¢ MPOTOKOJIAMH)

37.  CornmanmieHue O CIIACAaHWM KOCMOHABTOB, BO3BPAIEHWHM KOCMOHABTOB W BO3BPAILEHUU
00BEKTOB, 3aMYIICHHBIX B KOCMUYECKOE MPOCTPAaHCTBO 1968 T.

38.  JloroBop 0 HEpACHPOCTPAHEHUH SIACPHOTO OpyKus 1968 r.

39.  BeHcKas KOHBEHIIUS O NMPaBe MEXIyHAPOJHBIX JOroBOopoB 1969 r.

40. Jlexnmapauus O MNPUHIMOAX MEXKIYHAPOJHOTO IIpaBa, Kacaromascs APYKECTBEHHBIX
OTHOIIEHUH M COTPYJHUYECTBA MEXKIY TOCyJapcTBaMu B cooTBeTcTBUU ¢ YcrasoM OOH, 1970
T.

41.  KonBeHus o 60pb0e ¢ HE3aKOHHBIM 3aXBaTOM BO3AYIIHBIX cy10B 1970 T.

42.  KoHBeHIMS O ICUXOTPONHBIX BemecTax 1971 r.

43.  KonBeHuus o 00ppOe ¢ HE3aKOHHBIMH aKTaMM, HANpPaBICHHBIMU MPOTHB 0€30MacCHOCTH
rpaxaaHckou apuamuu 1971 r.

44.  JloroBop O 3ampelleHHMH pa3MeElleHus Ha JHe MupoBOro OKeaHa M B €ro Hexupax
SJIEPHOTO OPY>KHSI M IPYTUX BUJOB OPY>KHSI MACCOBOr0 YHHUTOXeHHs 1971 r.

45.  KonBeHuus o 00ppOe ¢ HE3aKOHHBIMHM aKTaMM, HANpPaBICHHBIMU MPOTHB 0€30MacCHOCTH
rpaxaaHckoi aBuanuu (Monpeans, 1971 r.)

46. KoHBEHIMS O MEXKAYHapOJHOW OTBETCTBEHHOCTH 3a ylepO, NPUYMHEHHBIH
KOCMHUYECKHUMH oO0bekTamu 1972 1.

47.  Ipunnunsl CtokronsMmckoil konpepenmun OOH no okpykatoreit cpene 1972 r.

48. KoHBeHmus o0 3ampemieHud pa3pabOTKH, TPOU3BOJCTBA M HAKOIUICHHS 3aIlacoB
0aKTepHOJIOTNYECKOTo (OMOJIOrMYECKOro) U TOKCUHHOTO OpY KU U 00 MX YHUUTOXKeHUH 1972 1.
49.  KoHBeHIIUs O NpeaynpexACHNN I'eHOLNUIa U HaKa3aHuH 3a Hero 1973 r.



50.  KonBeH1us 0 NpeaynpexIeHNN anapTenaa U Haka3aHuu 3a Hero 1973 r.

51. KonBeHmHs O TMpeAOTBPAllEHUM W HAKa3aHWHM MPECTYIUICHWH NPOTUB  JIWIL,
MOJIB3YIOIIUXCSA MEXAYHApPOAHOM 3alllUTOM, B TOM YHCJIE AUIJIOMAaTHYECKUX areHToB 1973 1.

52. Omnpenenenue arpeccun (Pezomommst I'enepanbroit Accambien OOH, 24 ceccus, 14
nekadps 1974 r.).

53.  3axmounTenbHbli akT CoBemlaHus Mo 6e30MmacHOCTH U coTpyaHuuectBa B Espone 1975
T.

54.  KoHBEHIUS O pEerUCTpai 00BEKTOB, 3aITyCKAEMBIX B KOCMHUYECKOE MPOCTPaHCTBO 1975
T.

55.  JloroBop o NOCTOSIHHOM HeHTpanuTere u sKcIutyaTanuu [lanaMmckoro kaHana, 7 ceHTSIOps
1977 r.

56.  BeHckas KOHBEHIIMS O MPABOMPEEMCTBE TOCYIaPCTB B OTHOIIEHUU JOTOBOPOB 1978 T.

57. KoHBeHIUS O BO3MEUICHMH BpeAa, MPUUMHEHHOIO MHOCTPAHHBIM BO3AYIIHBIM CYIHOM
TPETbUM JIMIIaM Ha moBepxHocTu 1978 T (B COBpeMEHHON pefakiuu, ¢ YYeTOM JOMOTHEHUH,
BHECEHHBIX MOHpeabCKUM ITPOTOK0JIOM 1978 1.)

58.  CornamieHnue o IesTEIbHOCTH rocyaapcTB Ha JIyHe u apyrux HeGecHbIX Tenax 1979 r.

59.  Konsenmus OOH o 60pnbe ¢ 3axBaTOM 3a70KHUKOB 1979 1.

60. KoHBeHIHs O 3anpelleHHd WM OIPAHWYEHWHM IIPUMEHEHUS KOHKPETHBIX BHJIOB
OOBIYHOTO OPYKHS, KOTOPhIE MOTYT CUMTAThCS HAHOCSIIMMHU UYPE3MEPHBIC MOBPEKICHHUS WIH
MMEIOIIMMH Hen30upaTenbHbii Xapaktep, 10 oktsaOps 1980 r. (¢ mpoTokosaMn).

61. Jlexmapamnus 0 HEJONYCTUMOCTH MHTEPBEHIMM M BMEIIATEIbCTBA BO BHYTPEHHHE Jeia
rocynapcts 1981 r.

62.  Konsenuus OOH no mopckomy npaBy 1982 r.

63.  KonBeHus 00 0xpaHe MOPCKUX JKUBBIX pecypcoB AHTapKTHKU 1982 r.

64. ManHwibckas JAekjapalys O MHPHOM pa3pelleHMH MEKIYHapOJIHBIX CIOpOB OT 15
HOs10pst 1982 1.)

65. BeHckas KOHBEHLIMS O IPaBONPEEMCTBE TOCYAApCTB B OTHOIIEHUWU T'OCYJIAapCTBEHHOMN
cOOCTBEHHOCTH, TOCYIAPCTBEHHBIX apXHUBOB U TOCYIapCTBEHHBIX J0aT0B 1983 T.

66. KoHBeHIMS NPOTUB MBITOK M JPYIHX MKECTOKHX, OCCUENIOBEUHBIX WM YHIKAIOIIMX
JIOCTOMHCTBO BHUJIOB OOpaIllieHus U Haka3zaHus 1984 r.

67. JloroBop o Oe3wbsnepHoit 30He B FOxHoi wactm Tuxoro oxeana 1985 r. ([lorosop
Papotonra, u 11 JlonmomHUTENBHBINA TPOTOKOM).

68. BeHckas KOHBEHIIMS O IIPaBe JIOTOBOPOB MEXIY TOCYJapCTBaMU U MEXIyHapOJHBIMU
OpraHU3ALMAMHI WIH MEXTY MEXITYHApOIHBIMU opraHu3anusamu 1986 r.

69.  KouBenuus o npasax pedenka 1989 r.

70.  KonBeH1us o0 orepaTuBHOM OMOBEUICHUH O siiepHOU aBapuu 1986 r.

71. KoHBeHIuss O NOMOIIM B Cilyyae sIEpHOM aBapuM WIM paJMallMOHHON aBapUUHOMN
curyauuu 1986 r.

72.  KouBeHuus o 6opr0e ¢ HE3aKOHHBIMM aKTaMH, HalpaBJIEHHBIMH MPOTHUB 0€30MacCHOCTH
MOPCKOTO CyJI0XOACTBa, 1988 .

73.  KouBenius o 6opsbe ¢ BepOOBKOIi, NCHIOIb30BaHUEM, (DMHAHCUPOBAHUEM U O0yUYEHHEM
HaeMHHKOB 1989 r.

74.  basenbckas KOHBEHIIMS O KOHTPOJIE 32 TPAHCTPAHUYHOM NEPEBO3KOM OMACHBIX OTXOJI0B U
ux ynainenuem 1989 r.

75.  Cornamenue o coznanuu ConapyxecrBa HezaBucumsix rocynapers, 1991 r.

76. KouBeHuuss 00 OlEHKE BO3ACUCTBHUA Ha OKPYKAIOIIYyI0 CpeAy B TpPaHCTPAaHUYHOM
KoHTeKkcTe 1991 .

77.  PamouHas KOHBeHIUS 00 M3MeHeHUM kiumara 1992 r.

78.  JloroBop mo oTkpeiToMy HeOy (Bena, 21 mapta 1992 r.)

79.  Ipunmunsr Kondepennnun OOH 1o okpyskarorieit cpene u pa3sutuio B Pruo-ne-Kaneiipo
1992 1.

80.  Konctutynus Poccuiickoit ®eneparuu 1993 r.



81.  KonBeHIMs 0 IpaBOBOM MOMOIIY U IPABOBBIX OTHOLIEHUAX IO FPaKAAHCKUM, CEMEHHBIM
Y YTOJIOBHBIM JiesiaMm 1993 r.

82.  YcraB MexnayHapoanoro tTpudyHnana o FOrocnasuu 1993 r.

83.  VYcraB Mexnaynapoanoro tpubOyHana o Pyanne 1994 r.

84.  Mappakenickoe coriaienue o co3ganuu BeemupHoit Toprosoit Opranuzamun 1994 r. (¢
MIPUIIOKEHUSMU ).

85.  JloroBop O 30HE, CBOOOAHON OT siaepHOrO Oopyxus B Adpuxe ot 23 wumrons 1995 r.
(Hdorosop Ilennamada).

86.  @enepanpHblil 3ak0H "O MeXIyHapoIHBIX noroBopax Poccuiickon ®enepanuun” 1995
r. //Cobpanme 3akoHoarenbcTBa Poccniickoit deneparmu. 1995. Neo 29,

87.  JloroBop 0 BCEOOBEMITIONIEM 3aMpeIeHNH UCIIBITAaHUN sifiepHOTO opyxust 1996 .

88.  KonBeHuus 0 3ampemneHny NpoTUBONEXOTHBIX MUH 1997 T.

89.  MexayHapoaHas KOHBEHIUsS 0 60pbOe ¢ 60MOOBBIM TeppopuzMoM 1997 .

90.  Pumckuit CtatyT MexayHapoIHOTO yroJoBHOTo cyaa 1998 r.

91. KouBeHmms ans yHU(HUKAIMKM HEKOTOPHIX TPABMJI MEXKIYHApOIHBIX BO3IYIIHBIX
nepeBo3ok (Monpeais, 1999 r.)

92.  MexnyHapoaHas KOHBeHLIUs 0 60pb0e ¢ huHaHCHpoBaHUEeM Teppopu3ma 1999 r.

93. Ilanepmckas koHBeHuMs OOH mnpoTMB TpaHCHALMOHAIBHOM  OpPraHU30BAaHHOM
npectynsocta 2000 r.

94. Illanxaiickas KOHBEHLIUS O OOpHOE C TEPPOPHU3MOM, CEMapaTU3MOM U SKCTPEMHU3MOM
2001 r.

95.  ®enepanbHblii 3ak0oH OT 25 wmronsg 2002 r. "O mpaBOBOM NOJIOKEHUM WHOCTPAHHBIX
rpaxkjan B Poccuiickoit ®deneparuu” 2002 r.

96. Konsenunsa OOH npotus koppynuuu 2003 T.

97.  MexnyHapoaHas KOHBEHIIUsI 0 O0pb0e ¢ akTamu sjepHoro teppopusma 2005 .

6.5. UnTepHeT-pecypcehl
HNudopmanmonno-npasosas 6a3a "Koncynprant [Lmtoc" — http:// www.consultant.ru
WNudopmanmonno-mnpasosas 6aza "["apant Cepsuc" — http://www.garant.ru
Opraam3anus O0venunenHbIx Hammii — http://www.un.org/russian/
Karanor 10KyMeHTOB 110 MeXJIyHapoAHOMY paBy —http://list.ru/catalog/11415.html
[IpaBa yenoBeka B MeXIyHApOIHOM IpaBe — http://www.hrw.org/mssian/
Odunmaneaeiii  caiit  EBpomeiickoro Coro3a (Ha Bcex O(QHUIMATbHBIX S3bIKAX) -
WWW.europa.eu.int
7. Oduumanpuelii caiit OpraHuzanuu Mo O€30MaCHOCTH M COTpyaHHUYecTBY B EBpome -
WWW.0Sce.org/ru
8. Odummaneubiii caiit MexayHapoaHoro Komurera Kpacnoro Kpecra - www.icre.org
9. Paznmen odunmanbHoro caiita OOH, mnocBsleHHBIH MEXIyHapOAHOMY IpaBy -
http://www.un.org/ru/law/
10. Caiit MunuctepcTBa HHOCTpaHHbIX a1 PO - http:/www.mid.ru
11. http://www.government.gov.ru — Odunmansuerii caiit [IpaButensctsa PO.
12. Tlocnanus Ilpesunenta Poccwmiickoit denepanuu denepanpsHomy Cobpanuto Poccuiickoit
Oeneparnun - http://www.kremlin.ru/events
13. Poccwuiickas rasera - http:/www.rg.ru/
14. XKypnan «Poccus B riiobanbHoM nmonutuke» http://www.globalaffairs.ru/
15. Kypnan «MexayHapoHas xu3Hb» http:/www.interaffairs.ru/
16. XKypnan «BecTHUK MeXTyHapOAHBIX OpraHu3aiuii» http://www.iorj.hse.ru/
17. Kypnan Kopnoparuu POH/L (The RAND Corporation) http://www.rand.org/
18. XKypunan CoBera mo MexayHapoaHbiM oTHomeHusM (Council on Foreign Relations)
http://www.cfr.org/
19. XKypnan dopyma ry100anbHOM MOJINTUKU (Global Policy Forum)
http://www.globalpolicy.org/
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http://www.un.org/ru/law/
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http://www.osce.org/ru
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http://www.hrw.org/mssian/
http://www.un.org/russian/

20. Xypnan Koponesckoro nncturyta MexayHapoanbix otHomeHuid (The Royal Institute of
International Affairs) http://www.chathamhouse.org/

21. IlpaBo MexTyHapOoAHOI Toprosiu http:/www.miripravo.ru/

22. Unpopmannonnsiit cepsep «Teppopusm» http://www.infa.ru/map/terror/index.html

23. Ilopran no 3akoHoaTenscTBY EBpomneiickoro Coro3a http://europa.eu.int/eur-lex .

6.6. Unbie HCTOYHUKH

1. baxanos, E. [1. Mexxnynapoansie otHomenust B XXI Beke - M.: Bocrok-3anan, 2011. —
464 c.
2. bypnaukos B.K. MexayHapoiHble BaTlOTHO-KPEAUTHbIE OTHOLIEHUsI. KOHCIIEKT neKuuii

- M.: Uzg-Bo MI'MUMO, 2012. - DBbC "Jlaus" [http://e.lanbook.com/books/element.php?
pll_id=3107]

3. 3unoBbeBa E.C., KazanneB A.A. CrnoxxHocTs MupoBoil nonutuku: K Bonmpocy o HOBOM
METOA0JIOTUU aHaiu3a // MupoBast SJKOHOMHKA U MeXIyHapoaHsle oTHomeHus. 2015. Ne 4. C.
58-67. - . OBC elibrary http://elibrary.ru/item.asp?id=23375660

4. KapnounukoB II.A., Ilramkuna M.I'. TpaHcaTIaHTMUECKOE TOPTOBO-3KOHOMHYECKOE
napTHepcTBO // MupoBasi 5KOHOMUKA U MexayHapoaHble oTHomeHus. 2015. Ne 2. C. 14-22. -
OBbC elibrary http://elibrary.ru/item.asp?id=23050978

5. MexnyHapoaHbIE OTHOIICHUS: TEOPUH, KOHQIUKTHI, TBUKEHHSI, OPTraHU3aLUY : yueOHOe
noco6wue / mox pen. Lipirankosa [1.A. - M.: Anpda-M : UHOPA-M, 2012. — 336 c.

6. CrpenkoBa U.A. MupoBasi skoHOMHUKa : yueOHoe mocodue - M.: PUOP : UHOPA-M,
2011.-267c.

7. [{pirankoB [1.A. MexayHapoaHble OTHOILEHUS: TEOPUU, KOH(MDIUKTHI, JIBUXKEHUS,
opranmzanu : yaedHoe mocobue : nomyuiero YMO - M.: Ansda-M : UTHOPA-M, 2011. — 336
c.

8. [lebapoBa H.H. MexayHapoHble BaltOTHO-(pUHAHCOBBIE OoTHOUIeHUs - M.: ®JIMHTA,
2011. - OBC "Jlanp" [http://e.lanbook.com/books/element.php?pll_id=20193]
9. Sxymes B.JI. MexayHnaponnbsie skoHOMU4eckue oTHoueHus. Koncnekr nekuuid - M.: A-

[Tpuop, 2011. - ObC "JIanp" [http://e.lanbook.com/books/element.php?pll 1d=3106]

7. MartepuajibHO-TeXHHYeCKas 6232, HHPOPMANIMOHHBIE TEXHOJOTHH, MPOrPaMMHOE
o0ecrneyeHnne 1 MH(POPMALMOHHbIE CIIPABOYHbIE CHCTEMBbI

Jiist mpoBeieH st 3aHATHI TI0 AUCIUIUTHHE HEOOXOAMMO CIIeTyOIIee MaTepHAIbHO-TEXHUUECKOE
oOecrieyeHue: yuyeOHbIE ayTUTOPUU AJISl NPOBEICHHS 3aHATUH JIGKLIMOHHOTO U CEMHHAPCKOIOo
THUIA, TPYNIIOBBIX ¥ HHIUBUIYaJbHBIX KOHCYJIBTAIMH, TEKYIIETO KOHTPOJIS M MPOMEXKYTOUHOU
aTTecTally, IOMEIEHHS [l CAMOCTOSATEIbHOW PabOTHI.
[Tporpammuoe obecnieuenue: MS Office Professional Plus 2016.
WNudopmanmonnsle crnpaBouHble cuctembl: Hayunas OubGamoreka PAHXul'C. URL:
http://lib.ranepa.ru/; Hayunas AJIEKTPOHHAS oubamorexa eLibrary.ru. URL:
http://elibrary.ru/defaultx.asp; HaunonanpHast snextponHas Oubmamoreka. URL: www.nns.ru;
Poccuiickas rocymapctBennas OuoOmuorexka. URL: www.rsl.ru; Poccuiickas HanmoHanmbHas
oubmuorexka. URL: www.nnirru; OnektpoHHas  O6ubmuorexka  Grebennikon.  URL:
http://grebennikon.ru/; OnexkrpoHHO-OnMOMMOTeuHas cucrema WMzmarenbctBa «Jlamby». URL:
http://e.lanbook.com; DnekrponHo-GubnHoTeunas cucrema FOPAMT. URL: http://www.biblio-
online.ru/.
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