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1.IlepeyeHb MIAHUPYEMBIX Pe3YJIbLTATOB 00y4YeHUs 1O JUCIHUIJINHE, COOTHECEHHBIX €
IUVIAHUPYEMbIMU Pe3yJibTATAMHU 0CBOEHHs 00pa30BaTeIbLHOM NPOrpaMMbl

1.1 Jucrumimaa b1.B.01./1B.01.03 «I'moGanbHBIH JUDKATAT
mapketuHr(GlobaldigitalMarketing)» oBnaneHue CleayONMMH KOMIETEHIMSIMU C YYETOM
JTamna:
Kon Haumenosanue Kox HauMmenoBaHue »tama OCBOCHHUA
KOMIIETEHIIUM | KOMIIETEHLIUU JTalla OCBOEHHUS | KOMIIETEHIIUH
KOMITETEHIIUU
[TKp-4 Cnoco6encoznaBar | [1Kp-4.1 CrocoOHOCTh TOTOBHTH
b MaTepuaibl aHAIUTUYECKUE MarepHaIbl,
(HanucaHue crarew, KOTOpBbIE MOYKHO Oyzner
CILICHApUEB, UCIOJB30BaTh  JUI  HAIMUCaHUS
BEJICHHUE KOJIOHKH) cTaTew, CLICHAPHEB, BEJCHHE
KOJIOHKH.
1.2 B pesynbraTe OCBOEHHS AUCHUIUIMHBI Y CTYJEHTOB JOJIKHBI OBITH CHOPMUPOBAHBI:
OTO/TD Kon JTana Pesynprarel 00ydeHus
(mpu Hammuuu npodcranmaapra)/ OCBOCHUS
TPYIAOBbIE WIH MPOPECCHOHAIBHBIC | KOMITETCHIINN
NENCTBUA
HanpaBneHa Ha (opmupoBanue| [1Kp-4.1 Ha ypPOBHE 3HAHUMN: OMNHUCHIBAECT
TPYAOBOU byHKIUT G/02.7 OCHOBHBIE [IPEACTABIICHUS 0
PeuensupoBanue u  3KCOEpPTU3A] COLMAJIbHOU 51 3TUYECKOI
HAyYHO-METOIUYECKUX U Y4eOHO- OTBETCTBEHHOCTH 32  MPHUHSITHIE
METOANYECKHUX MaTepHuaJioB, pelieHus
o0ecrevynBaroInux peanu3aluio, Ha YpPOBHE YMEHMH: [aeT YMEHHue
porpaMm npoeccuoHanbHOTO AQHAJIM3UPOBATh TEKCT C TOYKU 3PEHUS

oOyuenusi, CIIO u (wnm) I B
paMkax 0OOOIIEHHOW TPYIOBOMH
¢yukumu G HayuHo-meroauueckoe

u y4e0HO-METOAMIECKOE]
oOecrieueHne peanu3anun
porpaMm npodeccruoHanbHOrO
oOyd4eHus, CIIO U JIIIT
(mpotheccrnoHaIbHBIHI CTaHJapT
01.004 Ilenaron
poheCcCHOHATBHOTO oOy4eHws,
npodeccuoHaIbHOTO  00pa30BaHUS
u JIOTIOJTHUTEIBHOTO

npodeccuoHaNbHOTO 00pa30BaHMS)
U TpoeCCHOHAIBHBIX ICHCTBUH,
CBSI3aHHBIX C YMEHHUSIMH TOTOBHUTb
CTpaTeTHYeCKHe W OINEepaTHBHBIC
JOKYMEHTHI, o0ecreunBaronye
nporecc MEKIyHAPOIHOTO
COTPYIHUYECTBA HA PYCCKOM W

WHOCTPAHHBIX SI3bIKaX, TOTOBHUTH
0030pHl, nH(GOpPMaIMOHHEIE,
AHAIMTHYECKHAE  MaTepHaJIbl  TI0

HAJIMYMSL B HEM SIBHOW WM CKpPBITOM,
OCHOBHOM U BTOPOCTEIIEHHON
uHhopMaluu

Ha YpOBHE HAaBBIKOB: OIMHUpAaeTCS Ha
noJryyeHue u coop uHpopmalmu




BOIIPOCaM MEXTyHapOIHOTO

COTPYIHUYECTBA, pa3BUTHSL
3apyOeKHBIX PETHOHOB,
pEruoHaJbHOU TOJINTUKH,

O6H_[eCTBCHHO-HOHI/ITI/I‘IGCKOFO,
COIMAaJIbHO-5KOHOMHUYECCKOTO,

COITMOKYJIBTYPHOTO pa3BuUTHS]
PETHOHOB, MH(POPMALIMOHHOTO
IPOCTPAHCTBA, KaHaJIOB
UH(POPMUPOBAHUS v

HCITIOJIb30BAHUEM ABYCTOPOHHETO
YCTHOI'O U NMHUCBMCHHOT'O TIEPEBOIQ
JOKYMCHTOB M HHBIX MAar€pHajioB

V0 CU T BUHHU-TTUIIMTMHTUROUN n

2. O0bem H MecTO IUCHUILINHBI B cTpykType OII BO

O0LeM TUCHUIITHHEI

Ob6mas tpynoemkocteb1.B.01.11B.01.03«I mobanbHbIit TUHKATATT MapKETUHT
(GlobaldigitalMarketing)»coctaBnsier 2 3auérHble eauHunbl, 72 daca. KonudecTtBo
aKaJIEMUYECKHIX YacOB, BBIJICIICHHBIX Ha KOHTAKTHYIO pabOTy C MpernoiaBaTeieM COCTaBiseT 32
4acoB: JIGKIMKW — 12 yacoB, mpaktudeckue 3ansatus — 20 yaca. CamocTosiTelbHass paboTa
coctasisieT 40 yacos

MecTo nucuuninnasl B crpykrype OII BO

b1.B.01./1B.01.03 «I'moGanbHbIHA JUJIKATAIT MapKETHHT
(GlobaldigitalMarketing)»npenycmoTpena Ha 1 kypce B 1 cemectpe.

b1.B.01.11B.01.03 «I'nmoGanbuelii aumxutan mapketur (GlobaldigitalMarketing)»otHocuTest k
TMCIIMTUIMHAM TI0 BBIOOPY YacTH, (POPMHUPYEMOIl ydacTHHKaMH 00pa30BaTEbHBIX OTHOIICHHUH,
broka 1 «/lucturivael (MOIYIH)».

JlocTrkeHue TIaHUPYEMbIX pe3ysIbTaToB 00yueHus ciaykuT ocHoBoM 1s1b2.B.01(ITx)Hayuno-
UCCIIeIoBaTeNbCKas paboTa (1o TeMe BBIMYCKHOM kBanupukannoHHou pabotsl) (ResearchWork
(onthetopicofMasterthesis)) (4 cemectp).

dopma IpOMEKyTOUHON aTTeCTalluK B COOTBETCTBUH C YYEOHBIM IUIAHOM —3aueT.

3. Conep:xaHue U CTPYKTYpa AMCHHUILIMHBI

Ounasa gpopma obyuenusn

| Ne n/mm | HaumeHoBaHue TeM W/WJIu | O0beM IMCHUIIMHBL, Yac. | dopMa TeKyLIero |

pa3aesos, 5 KOHTPOJIA



CoBpeMeHHOE TTOHSTHE
digital-mapkerunr. Uro Takoe
digital-mapkeTuar?
CoBpeMeHHbIeCTpaTerHUMapK
erunra The modern concept
of digital marketing. What is
digital marketing?
Modernmarketingstrategies

Tema 1 18 3 5 10 O

OCHOBHBIEUHCTPYMEHTHI
Tema 2 | digital-mapketunraKey 18 3 5 10 o
Digital Marketing Tools

Kanang! digital-mapkeTuHTa. 18

Tewa 3 Digital Marketing Channels

WuBectunmus digital- 18
Tema 4 | mapkerunr Investing in 3 5 10 O,P
Digital Marketing

IIpoMexyTouHas arrecrauus 3a

Beero: | 72 | 12 | | 20 | 40

Ipumeuanue:
** — popmovl mexyujeco konmpons ycnesaemocmu: onpoc (0), pechepam (P).
*EX _ hopmul npomesicymounoll ammecmayuu: 3avem (3a).

ConepxcaHHe JAUCIUITIINHBI

Tema 1. Cospemennoe mnonsitue digital-mapkerunr. Yrtorakoedigital-mapkeTunr?
CospemennbiecTpaterunmapkeruiraThemodernconceptofdigitalmarketing.  What  is
digital marketing? Modern marketing strategies

Bo3nukHoBeHneTepMuHa — «uudpoBoiiMapketuHr» — wium - «digital ~ mapketunr».  Ero
NEPBOHAYAJIHOE U MOCTeIyIOIUe UCToyib30BaHie. CTpeMUTENIbHOE pa3BUTHE LU(POBBIX MEAUA.
[Iupokoe pacnipocTpaHeHHs] MOOMIIBHBIX YCTPOUCTB.

Poct uu¢poBeix meama. OCOOEHHOCTM HWHTEPHET-IOJIb30BATENA. AHAU3 TOBEIEHUS B
UHTEpHETE.

B yem pa3Huna uupoBoro MapKeTHHra, OHJIAWH-MapKeTHHIa, HHTEPHET-MapKeTUHra WU BeO-
mapkeTtusra. Lludpposoit mapkerunr B CIIIA, BeO-mapketunr B Mrtamuu, BeO-MapKeTHHI BO
@panuun wim nudpoBoit MapkeTHHrB BenukoOpuranuu, Poccun u 1pyrux crpaHax.

VYpoBenb cioxHoctu digital mMapkeTHHr C pa3BUTHEM HMHTEpHET npocTpaHcTBa. Co3naHue
rmyOOKMX M akTyalbHbIX OTHOHIEHMH ¢ mnoTpeburteneM. Pa3paboTka  pexinaMHBIX
koMmnanuil.IlponBukeHne yciyr M TOBapoB C MHOMOIIbIO LU(MPOBBIX TexHosorui. OduiaiiH-
MHCTPYMEHTHI (smart-rajpkersl, POS-tepmunans! u ap.).

Cermenrauusa B2B, B2C. LleneBas ayautopusi 1 cObITOBbIE KaHaJIbl. AHAJIUTHKA PHIHKA U CBS3b C
digital mapkeTuHr.

[TapameTpsl LeneBoi ayiuTopun. XapakTEpUCTUKU IPOAyKTa. bpenauposanue.

Kanansl U Habop UHCTPYMEHTOB JUISL IIPOJBYKECHHUS digital
MapKeTHHT. AHAJIUTUKAKaMIIaHUMHUPE3YJIbTaTUBHOCTb.

The emergence of the term "digital marketing" or "digital marketing". Its initial and subsequent
use. The rapid development of digital media. Widespread mobile devices.

The rise of digital media. Features of the Internet user. Analysis of Internet behavior.

What is the difference between digital marketing, online marketing, internet marketing or web
marketing. Digital marketing in the USA, web marketing in Italy, web marketing in France or
digital marketing in the UK, Russia and other countries.

The level of complexity of digital marketing with the development of the Internet space.
Creating deep and relevant relationships with the consumer. Development of advertising
companies. Promotion of services and goods using digital technology. Offline tools (smart-
gadgets, POS-terminals, etc.).




B2B, B2C segmentation. Target audience and distribution channels. Market analytics and
communication with digital marketing.

Target audience options. Product Features Branding

Channels and a toolkit for promoting digital marketing. Campaign analytics and performance.

Tema 2. OcHoBHblenHcTpyMeHTHI digital-mapkernnra Key Digital Marketing Tools
HHCTpyMEHTBL AN IKUTAII-MAapPKETUHT A, CriocoOsl IIPUMEHEHUS MHCTPYMEHTOB
MapkeTHHra.Croco0sl, cpencTBa U MEpONPHUATHIIUIKUTAT-MapKkeTuHra. OmoBelleHne 4epes
TMJDKUTAI-MapKeTHHT . BHUMaHNe KIMEHTOB K MPOIYKTY, OpeHay, kommanuu. OT 4ero 3aBUCUT
3¢ deKkTUBHOCTH MpoaBHKeHU. [lepeueHs ncmonb3yeMbpix HHCTpYMeHTOB.Llenun MapkeTHHToBoi
KaMIIaHWU U CTaauu ee nposeeHus. OCHOBHBbIE MHCTpyMeHThIdigital-mapkeTHHra.

Konrekctnas pexmama. CEO-nponsmkenne. banHepHas peximama.  PeknamHble  OKHa.
Tenesnsunonnas pexnama. Paguopexnama. KonrakrHas pexinama.HatusHas pexnama. QR-koasl B
offline. BriGop mnpaBuibHOrO UWHCTpyMeHTa. Kareropum mokymarened U KJIMEHTOB.
JlonoyHUTENBHOE NPOIBUKEHUE. BupycHas pexnama.

B digital-mapkeTHre MOryT HCIOJIB30BATbCA M JpYrMe€ HWHCTPYMEHTBHI, OCHOBAaHHBIE Ha
IUPPOBBIX TEXHOJOTUAX: OT PEKIAMHOTO MPEIJIOKEeHUs IPH HHCTAULIIHUUA IPOrpamMMm J0
pacchUIKM Ha e-mail wnM Menoauii, KOTOpble HCIONB3YIOTCS UIsl yAep)KaHus aOOHEHTOB Ha
nuHud. Takue TpaJAuIMOHHBIE CPECTBA, KaK ra3eThl WK (iaepsl, eciau oHu cojepxkatr QR-kox B
OOBSIBJICHUH.

Digital marketing tools. Ways to use marketing tools. Digital marketing methods, tools and
activities. Alert through digital marketing. Attention of customers to the product, brand,
company. What determines the effectiveness of promotion. List of used tools. The objectives of
the marketing campaign and the stage of its implementation. The main tools of digital marketing.
Contextual advertising. SEO promotion. Banner advertising. Advertising windows. TV
advertising. Radio advertising. Contact advertisement. Native advertising. QR codes offline.
Choosing the right tool. Categories of buyers and customers. Additional promotion. Viral
advertising.

In digital marketing, other tools based on digital technologies can also be used: from an
advertising offer when installing programs to sending to e-mail or melodies that are used to keep
subscribers on the line. Traditional media like newspapers or flyers if they contain a QR code in
the ad.

Tema 3. Kanansl digital-mapkerunra. Digital Marketing Channels

Camble momyssipHble KaHalbl CBsI3U. OG(GEKTUBHO JAEWCTBUS pPA3IMYHBIX KaHAJIOB CBS3H.
WHuTepHeT u ero KaHanbl cBsi3u. Vcnonbp3oBanue HOyTOYKOB, MiaHieToB, [1K, cmaptdonoB u ap.
Pasmenienne wHTEepHET pekiaMbl. bpeHaupoBanue. UTO Takoe KOHTEHT W IpPaBWIA €ro
HanpasieHus. [IpoaBrkeHre TOBapOB U yCIyr B colualbHbIX ceTsax.lludpoBoe TeneBuaeHue.
Cranaaptable kaHaibl TB. Bupychbie ponuku B coBpeMeHHOM TB. Dddekt berymieit cTpoku.
JlokanbHble ceTu. PaznuuHble MeCTHBIE «00BeAUHEHHS» KOMIbIOTepoB. KopnopatuBHbie ceTH B
pamkKax oAHOro oduca, JOKalbHbIE CETH B OTACIBHBIX J0OMaxX, FOPOACKMX pailoHaxX U T. .
Pexnama TOBapoB M yCIyr, HampaBJIEHHBIX Ha ayJUTOPHIO C YETKOW reorpaduyeckoi
MIPUBS3KOM.

MobGunpHble  rajkeTel.  Pacceiiku u cnenmanbHble  onosemieHHs. WOW-3BOHKH,
OpeHArpOBaHHbBIE IPEIOKEHHSI, pa3MEIICHUE PEKIaMbl B CTOPOHHUX MPOTrpaMMaXx.

«YMHBIE» TaJUKEThl M Smart-yCTpOHCTBa: 4yachl, Bechbl, (utHec-OpacieTsl u jap., umeromue WI-
Fl-nogxmtouenne k wuHTepHETY. [[s1 MpOIBHKEHUS MOXHO MPUMEHSTh OpPEHIMPOBAHHOCTD
IIPWIOKEHUH U POYNE UHCTPYMEHTHI.

NurepaktuBHble nucren. POS-tepmunan, 3apsaneie annaparsl. K HHTEpaKTUBHBIM JUCILIESIM
TaKXke MPHHAIIEKAT UPpOBbIe OaHHEPHI, YCTAaHABIMBAaeMbIe B PEKIAMHBIX LeJsX. Yepes 3TOT



KaHaJI paclpoCTPAHSAIOT MPEUMYIIECTBEHHO BHUJCOPOIMKH. AKTHBHO HCIOJB3YIOTCS Takke U
BCIUTBIBAIOIINE PEKJIAMHBIC OKHA.

Digital-art. CoBpeMeHHas rpaduka U BHPYCHbIE TeXHOJOTMH rpaduku. OCHOBHBIM CIIOCOOOM
MpOABMKEHUS ¢ TomolIbio Digital-art siBisieTcst OpeHIupoBaHre MPOU3BEIEHUH.

CoumanbHble ceTH. 3amyCK BUPYCHOH pekiaMbl WM NpuiiokeHui. IlpoaBrmxkeHne pexiaambl B
COIMAIIBHBIX CETsX. 3amycKpaenmMo0oB.

The most popular communication channels. Effectively the action of various communication
channels. Internet and its communication channels. Using laptops, tablets, PCs, smartphones, etc.
Placement of online advertising. Branding What is content and the rules of its direction.
Promotion of goods and services on social networks. Digital television. Standard TV channels.
Viral videos in modern TV. Creeping line effect.

Local area networks. Various local "associations" of computers. Corporate networks within one
office, local networks in individual houses, urban areas, etc. Advertising of goods and services
aimed at an audience with a clear geographical location.

Mobile gadgets. Newsletters and special alerts. WOW-calls, branded offers, advertising in third-
party programs.

“Smart” gadgets and smart devices: watches, scales, fitness bracelets, etc., having a WI-FI
Internet connection. For promotion, you can apply branded applications and other tools.
Interactive displays. POS terminal, chargers. Interactive displays also include digital banners that
are installed for advertising purposes. Mostly videos are distributed through this channel. Pop-up
advertisements are also actively used.

Digital-art. Modern graphics and viral graphics technology. The main way to promote using
Digital-art is the branding of works.

Social networks. Launch viral ads or applications. Promotion of advertising on social networks.
The launch of flash mobs.

Tema 4. UnBecTuuuus digital-mapkerunr Investing in Digital Marketing

[TpoaBMXKeHHE C MOMOIIBIO HUGPPOBBIX TEXHOJOTUI MOKHO BBITIOJHATH, UCIIOb3Ys pa3InYHbIe
pecypcehliIIaTHbIE — IUIOLIA/IKH, OIIaYMBaeMble KOMITAHHEH-3aKa3uMKOM. JTO MOXKET OBbITh
KOHTEKCTHas pekjama, Hu(ppoBoil GaHHEP;COOCTBEHHBbIE — IUIOIAAKH, KOTOPHIMH KOMITaHUS
MOJIb3yeTCsl OeCIUTaTHO (HampuMep, CTpaHWIA B COIMAIBHOM CeTH);HapaboTaHHBIE — 3TO
KOMMYHHUKAIIMOHHBIC KaHAJIbl, KOTOpblE KOMIAHMSA NPHUOOpPETaeT BCIEACTBUE CBOEU pabOThI
(Hampumep, MOJIB30BATENH, PACIPOCTPAHSIIONINE €€ BUPYCHBIN POJIUK).

Promotion using digital technologies can be performed using various resources: paid - sites paid
by the customer company. It can be contextual advertising, a digital banner; own - sites that the
company uses for free (for example, a page on a social network); established ones are
communication channels that a company acquires as a result of its work (for example, users
distributing its viral video).

4. MaTtepuaJjibl TeKylIero KOHTPOJIA yCIIeBAeMOCTH 00y4AOIMXcsl M (POH OLEHOUHBbIX
CPeACTB MPOMEKYTOYHOM aTTEeCTAUMHU 10 JUCHUILJIMHE

4.1. ®opMbI U METObI TEKYIIEr0 KOHTPOJISA YCIIEBA€MOCTH M NMPOMEKYTOYHOM aTTeCTAIUM.
4.1.1. B xoae peanuzauuu aucuunaunbl Bb1.B.01.J1B.01.03 «I'100aabHbIi AUAKATA

mapkeTuHr (GlobaldigitalMarketing)» wucmoab3ylOTCH Cieaylomue MeTOAbI TEKYyIIero
KOHTPOJISI YCIIEBAEMOCTH 00y4aloIuXcs:

Tema n/mnu pazaen Mertonsl
TEKYIIeTo




KOHTPOJIS
yCIIEBAEMOCTH
Cospemennoe nonstue digital-mapkerunr. Uro takoe digital- orpoc
MapkeTuHr? CoBpeMeHHbIeCTpaTeruuMapkeTura The
Tema 1 . . g
modern concept of digital marketing. What is digital
marketing? Modernmarketingstrategies
OcuoBublenHcTpyMeHTHI digital-mapkerunra Key Digital orpoc
Tema 2 .
Marketing Tools
Tema 3 Kanauns! digital-mapkerunra. Digital Marketing Channels orpoc
WuBectuunus digital-mapketunr Investing in Digital Omnpoc,
Tema 4 Marketing 3amuTa
pedepara

4.1.2. 3a4yeT NPOBOJAUTCS ¢ MPUMEHEHHEM CJIeIYIOIIHMX MeTOI0B (CPeACTB): B yCTHOM opme
10 BOIIPOCAM M 32/IaHUSIM.

4.2. MartepuaJibl TeKylIero KOHTPOJISA YCIIeBAeMOCTH.
[IpenonaBarenb OLIEHWBAET YPOBEHb IOATOTOBIEHHOCTH OOYyYalOUXCS K 3aHATHIO 110
CJIEYIOIINUM ITOKA3aTeIIsAM:

- YCTHBIE OTBETHI HAa BOMPOCHI MIPETIOAABATEINS [10 TEME 3aHATHUSA,

- BBICTYIUIEHHE C JOKJIaZaMH,

- ydactue B 00CYXI€HUHU JOKIIAJIOB,

- 3amuTa pedepara.

OneHka 3HaHWM, YMEHUH, HABBIKOB MPOBOAMTCS HAa OCHOBE OaUTbHO-PEHTHMHTOBON CHCTEMBI
70% wu3 100% (70 OammoB u3 100) - Bkiajg mo pe3yibTaTaM IOCEIIAEMOCTH 3aHATHH,
AKTUBHOCTH HA 3aHSTHUSAX, BBICTYIUIEHUS C JOKIAJaMM, y4acTUs B OOCYKIEHUSX [OKJIaJI0B
Ipyrux oOyyaromuxcs, OTBETOB Ha BOIPOCH IMpENojaBaTels B XOA€ 3aHATHSA, 3aIUTHI
pedepara.

Jeranuzanuus 6auioB M KpUTEPUH OLEHKH TEKYIIEro KOHTPOJIS YCIeBAEMOCTH YTBEPKIAETCS Ha
3acenanuu Kadeapsl.

Bonpocvl memvt 015 noocomosku k onpocam (OUCKYCCUAM) HA CeEMUHAPAx (Npakmuyeckux

3AHAMUSX)

Tema 1.CoBpemenHoe nousitue digital-mapkerunr. Yrorakoedigital-mapkerunr?
CospemennbiecTtpaterunmapkeruaraThemodernconceptofdigitalmarketing. What is
digital marketing? Modernmarketingstrategies.

1. Yro Bxoaut B noustue digital-mapkeTuHr?

2. Kak nosiBuncs digital-mapketunr?

3. Kak ceronns pa3BuBaercsi coBpeMeHHbIi digital-mapkeTunr B Mupe?
4, CermenTanus B2B, B2C

1. What is included in the concept of digital marketing?

2. How did digital marketing come about?

3. How is modern digital marketing in the world developing today?
4. B2B, B2C segmentation

Tema 2.0cHoBHbIenHCTPpYMeHTHI digital-mapkernnra Key Digital Marketing Tools

1. Kakue coBpeMeHHbIE HHCTPYMEHTBHI MAPKETUHTA HIMPOKO UCIIOJIb3YIOTCS B
Poccun?

2. Kax onpenenuts 1ieneByro ay IuTOpHo?

3. [TpaBuIbHBIN HAOOP HHCTPYMEHTOB ISl IPOJIBUKEHUS TIPOYKTA.

4. D¢ dexTBHOCTH coBpeMeHHoro digital-mapkeTunra

9



1. What modern marketing tools are widely used in Russia?
2. How to determine the target audience?

3. The right set of tools to promote the product.

4. The effectiveness of modern digital marketing

Tema 3.Kanaasl digital-mapkerunra. Digital Marketing Channels

1

1. [IpoaBmKeHHE TOBAPOB M YCIYT B COITUATBHBIX CETSIX

2. [TomynsipHble KaHabl coBpeMeHHoro digital-MapkeTunra

3. Uro Takoe Digital-art?

4. Kak nmpaBUIbHO HCTIONIB30BaTh MOMCKOBYIO CUCTEMY JUISI TPOABIKEHUS TPOIYKTA

. Promotion of goods and services on social networks

2. Popular channels of modern digital marketing

3
4

. What is Digital-art?
. How to use the search engine to promote the product

Tema 4.MuBecTunuus digital-mapkerunr Investing in Digital Marketing

1.

Sl

AW N —

Bunwl nusectunui

IImaTHBIE MTHBECTUITMOHHBIE TUIOMIAIKH
KoMmMmyHMKanImoOHHBIE KaHANBI CBSI3U
Bubl KOHTEKCTHOM peKIIaMbl

. Types of investments

. Paid investment sites

. Communication channels

. Types of contextual advertising

IIpumepnvie memul peghepamos
BoznukHOBeHue, uepTsl U poiib digital-MapkeTHHra B A€SITEIbHOCTU MPEATPUSITUS
IlonsiTHE NHTEPHET-MapKETUHT A
TexHomornM NMOMCKOBOrO MapKETHHTa M METOABI UX ONTUMHU3AINU
XapaKTepHUCTHUKa HEMTOMCKOBBIX METO0B ITPOJBUKEHHS TOBAPOB U YCIYT
Digital-mapketunra Ji1st moBblieHus: 3¢pHEeKTUBHOCTH NMPUBJICUEHUS KIMECHTOB
OcobenHoctu M(POBOIt cpesbl U KaHAJbI CBA3U
[Tocneanue pazpaboOTKu U cTpaTeruu HUPPOBOTO MapKETUHTA
HcTopus nudpoBoro MapkeTUHra
OcHoBHbIE MeponpUATHs HUGPOBOr0 MapKETHHTa
0. Jmmxuranuszanus COBpEMEHHOIO MUpa

N S A R

Sample topics for writing essays:

. The emergence, features and role of digital marketing in the enterprise

. The concept of internet marketing

. Search engine marketing technologies and methods for their optimization
. Characteristics of non-search methods for promoting goods and services

1
2
3
4
5. Digital marketing to increase customer engagement
6.
7
8
9
1

Features of the digital environment and communication channels

. Recent Developments and Digital Marketing Strategies
. The history of digital marketing

. Key Digital Marketing Activities

0. Digitalizationofthemodernworld
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4.3. OneHo4HbIe cpeacTBa I MPOMEKYTOYHON aTTecTalliH.

4.3.1. IlepeyeHb KOMIETEHUMH C yKa3aHueM IJTanoB MX (GoOpMHpPOBAHHMS B Ipolecce
ocBOeHMs o0Opa3oBarTejibHOM mnporpamMmbl. [loka3atequm M KpUTepHH OLEHMBAHHS
KOMIIETEHIUI C y4eTOM 3Tana ux (JOpMUPOBAHUSA

Kon Haumenosanue Kon HauMmeHnoBaHue »tama OCBOCHUA
KOMIIETEHI[UU | KOMIIETCHIIMHU 3Tana OCBOCHMS | KOMIIETCHIIMH
KOMIETEHIIUU
[IKp-4 Crioco0GeHco3/1aBath [TIKp-4.1 CrocoOHOCTh TOTOBUTh
MaTrepuabl AQHAJIMTUYECKUE MaTepuallbl,
(Hanucanue cTaTei, KOTOpbIE MOXKHO oyner
CLIEHApUEB,  BEJICHUE UCIIOJIB30BaTh  JUJIl  HAIlUCAHMS
KOJIOHKH) cTarei,  CLEHApHEB,  BEICHHUE
KOJIOHKH.
JTan ocBoeHUs Iloka3aTesib OlIeHMBAHUA Kpurepuii ouennBanus
KOMIIeTEeHIIUH
[TKp-4.1 3Haer ocHoBHbIE | [IpopeMoHcTpHUpOBaHO
CrniocoGHOCTh TOTOBUTH | TEXHOJIOTHUHU MOATOTOBKU | 3HAHHE OCHOBHBIX
AHATUTHYECKUE MaTepHaJIbl, | MaTEPHAJIOB (HamucaHue | TEXHOJIOTHH MOATOTOBKHU
KOTOpBIE ~ MOXHO  OyJeT | craTeil, clieHapueB, BEACHUE | MaTepUAJIOB (Hammcanue
HCIIOJTh30BaTh JUTSL | KOJIOHKH). cTaTeil, CIiCHaApHeB, BEICHUE
HaIUCaHUs cratel, | Ymeer WCIIOJIb30BaTh | KOJIOHKH).
CIICHAPHEB, BEJICHNE KOJIOHKH | TEXHOJOTHUHU noarotoBku | [IpomemMoHCTpUpOBaHO
MaTepuaioB (HanucaHue | MpUMEHEHUE TEXHOJIOTUI
CTaTel, ClieHapueB, BEJICHUE | MOATOTOBKU MaTepHuaioB
KOJIOHKH) (Hanucanue cTaTei,
YwMmeer oTOUpaTh | CIICHAPHEB, BEJICHUE
nH(pOpMAIIHIO JUISL | KOJIOHKH)
MOATOTOBKM aHanuTHUeckux | [IpogemMoHCTprpoBaHO
MaTepuaos, KOTOpbIE | YMEHHE oTOMpaTh
MOHO OYJIET UCIIOIB30BaTh | WH(OpPMAIIHIO U1
JUIsL  HaNMCAaHWS  CTaTei, | MOATOTOBKM aHAJIMTUYECKHX
CIICHAPHEB, BEJICHUE | MaTEepUaIOB, KOTOPHIE MOXXHO
KOJIOHKHU OyZeT WCIONb30BaTh  JUIS
YwMmeer pa3pabaThiBaTh | HANUCAHUS cTaTei,
AHATUTUYECKUE MaTepHalibl, | CIEHAPHUEB, BEJCHUE KOJIOHKHU
KoTopple ~ MOXHO  Oynert | [IpencTaBieH aHaIMTUYECKHI
HCIIOJIb30BaTh JUISL | OTYET
HaITMCaHUs crarTei,
CLIEHAPHEB, BEJICHHE
KOJIOHKH

4.3.2 TunoBble OLICHOYHBIE CPEICTBA

Bomnpocs! k 3auety
1. UntepHeT kak cpena Juist BEACHUS IPEeANPUHUMATEIbCKON NEATEIbHOCTH
2. KoHuenims MapKeTUHra B3aUMOICHCTBUS
3. @opMBbI IPSIMOTO MapKETHHIa
4. DBomonsa Web
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5. lHTepHeT-calT Kak MHCTPYMEHT MapKETHUHIa

6. Drarel co3manus BeO-canTa

7. Bb16op TOMEHHOTO UMEHH TSI BeO-caiiTa

8. XapaKkTepucTUKa OCHOBHBIX MTOMCKOBBIX CHCTEM

9. JImporeneparusi. OCHOBHBIE MPUHLIUIIBI U METO/IbI IPUBJICUCHUS KIHUEHTOB B
BUPTYaJIBHOU Cpesie

10.®ponrtena. CyniHocTb, 1I€TU, BUbI, IPUMEHEHHE.

11.MeTtoap! BHENIHEH ITOMCKOBOU ONTUMH3AINN

12. IMapTHepckuit MapkeTUHr. CyIIHOCTh, LEIH, IPUMEHEHHUE.

13. YopasieHne MHEHUEM COOOIIECTB B COITUATBHBIX CETSX.

14. UntepHeT-mara3unbl. CyIIHOCTb, 1IEJIH, TUIIbI, IPUMEHEHHE.

15. DnextponHbIe MIaTexkHble cUCTeMBbI. CyIIHOCTb, 11€7I1, BU/bI, IPUMEHEHNE

Questions for the test
. The Internet as a medium for doing business
. The concept of marketing interaction
. Forms of direct marketing
. Web evolution
. Website as a marketing tool
. Stages of creating a website
. Choosing a domain name for a website
. Characteristics of the major search engines
. Lead generation. Basic principles and methods of attracting customers to
virtual environment
10. The frontend. The essence, goals, types, application.
11.Methods of external search engine optimization
12. Affiliate marketing. The essence, purpose, application.
13. Management of the opinion of communities in social networks.
14. Online shopping. Essence, goals, types, application.
15. Electronic payment systems. The essence, goals, types, application

O 001N DN b W=

3agaHue K 3a4eTy
1. Huxe npuBeneHs! KIr04eBble TEPMUHBI B KOHTEKCTHOM peKiiaMe.
CooTHecuTe HAMMEHOBAHHUE TTOKA3aTEeNIs ¢ €ro paciIupoBKOW:
A) CPC
B) CTR
C) CPA
D) ROI
1) [NokazaTenp KIUKAOETHLHOCTH OOBSIBICHHS
2) [lokazarenb OKynaeMOCTH MHBECTHIIMMA
3) Mopaenb omaThl 3a KJINUK
4) [lokazarenb, OTpa)xaroIuii CTOMMOCTb 3a JIeUCTBHE

2. [ToaroroBere Matepuan no SEO - ontumusanuu. Pacckaxure o mpenMyIecTBax
U HEJ0CTAaTKaX UCIIOIb30BAHMS.
3. [Ipoananu3upyiiTe 3Tanbl  CTAHOBJICHHS  JWKUTAIM3ALMU W CIAETalTe

CpaBHI/ITeJ'IBHHﬁ aHaJIn3 OT Iepruoaa BOSHUKHOBCHUA 10 COBPECMCHHBIX TEXHOJIOT Uit

Task to offset
1. The following are key terms in contextual advertising.
Correlate the name of the indicator with its interpretation:
A) CDS
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B) CTR
C) CPA
D) ROI
1)Adcl

ickthrough rate

2) Return on Investment
3) Pay per click model
4) The indicator reflecting the cost per action

2. Prepare material on SEO - optimization. Tell us about the advantages and disadvantages of

using.

3. Analyze the stages of the development of digitalization and make a comparative analysis
from the period of emergence to modern technologies

[Ixana o1x

CHUBAaHUA.

OrneHka 3HaHUM, YMEHUH, HaBBIKOB IPOBOJUTCS HAa OCHOBE OaJIbHO-PEHTUHTOBOM CHUCTEMBI:
30% u3z 100% (umm 30 GammoB u3 100) - BkJIag B HMTOTOBYIO OLIGHKY IO pe3yJbTaTam
POMEKYTOUHON aTTeCTallUH.

[lpr omneHMBaHWM OTBEeTa OOYYAIOUIETOCS B XOAE IPOMEKYTOYHOH aTTECTAIlMH MOXHO
ONUPATHCS HA CIEAYIONINE KPUTEPHH:

Bbanier

Kputepuii oneHku

26-30

OOyuaromuiicss  MMOKa3bIBA€T BBICOKMH  YpPOBEHb  KOMIIETEHTHOCTH, 3HAHHS
IPOrpaMMHOT0  MaTepuana, y4eOHOW, MepHOAMYEeCKOH U  MOHOrpadUyecKoit
JUTEpaTyphl, 3aKOHOJATEJIbCTBA W MPAKTUKM €ro IPHUMEHEHHS, PacKpbIBA€T HE
TOJIbKO OCHOBHBIC MMOHSTHUS, HO U aHAIM3UPYET UX C TOYKU 3PEHUS Pa3IMUHBIX
aBTOpOB. OOyYaromuiicss MOKa3bIBACT HE TOJBKO BBICOKHI YPOBEHH TEOPETHUYECKHX
3HaHUW, HO M BUIUT MEXIAUCUUIUIMHApPHBIE CcBs3u. IIpodeccuonanbHO, TpaMOTHO,
IIOCJIE0BATENBHO, XOPOIINM SI3bIKOM YETKO U3JIaraeT Marepuall, apryMEHTHPOBAaHHO
dbopMynpyeT BbIBOJBL. 3HAE€T B paMKaxX TpeOOBaHHM K HAIPaBJICHUIO U MPODUITIO
MOJTOTOBKM 3aKOHOJATEIbHO-HOPMATUBHYIO M IpaKTU4ecKylo 0Oa3y. Ha Bompocsl
OTBEUAET KPaTKo, apr'yMEHTUPOBAHO, YBEPEHHO, IO CYLIECTBY.

16-25

OOyuatomuiics TNOKa3bIBA€T JIOCTATOYHBIM YpPOBEHb KOMIIETEHTHOCTH, 3HAHMS
MaTepHaJIOB 3aHATUH, y4eOHOH M METOIUYECKOM JINTepaTypbl, 3aKOHOJATEIbCTBA U
NPaKTUKHA €ro NPUMEHEHHUs. YBEPEHHO U NPOQEeCCHOHATBHO, TPAMOTHBIM SI3BIKOM,
ACHO, YETKO U TIOHATHO M3JIaraeT COCTOSHUE M CyTh BOIPOCA. 3HAET HOPMATHUBHO-
3aKOHOAATENbHYI0 M  IpaKTUYeCKyl0 ©0a3y, HO TIpd OTBETE JOIYCKAaeT
HECYIIECTBEHHbIE MOrpetHocTH. OO0yyaromuiicsl MOKa3bIBaeT JOCTATOYHbIN ypOBEHb
npodecCHOHAIBHBIX 3HAHUM, CBOOOJHO ONEPUPYET MOHATHUSMHU, METOJAMH OICHKH
NPUHATHSA PELICHUH, HMMEET MPEJICTaBICHHE: O MEXAUCLUIUIMHAPHBIX CBS3SX,
YBA3BIBACT 3HAHMS, IIOJyYECHHbIC IIPU H3YYEHUU pPA3JIMYHBIX JUCLHUILIMH, YMEET
AQHAIN3UPOBATh MPAKTUYECKUE CUTYyallMH, HO JOITyCKAaeT HEKOTOPBIE MOIPEUIHOCTH.
OTBeT MOCTPOEH JIOTUYHO, MAaTE€pHall M3J1araeTcsi XOPOIIUM SI3bIKOM, MpPHUBJIEKAETCS
MHQOPMATUBHBIA M WIIIOCTPUPOBAHHBIM MaTepHuaj, HO IpU OTBETE JOIYyCKaeT,
HEKOTOPbIE OTPEIIHOCTH. BOIPOCH! HE BBI3BIBAIOT CYIIECTBEHHBIX 3aTPYIHECHUN.

6-15

OOyuaromuiics MOKa3bIBaeT JAOCTaTOYHBbIC 3HAHUS MAaTEpUANIOB 3aHATUIH, HO IpH
OTBETE OTCYTCTBYET JOJIKHAsI CBS3b MEXAY aHAJIU30M, apryMEeHTaluel U BbIBOJAMHU.
Ha mocraBieHHbIE YJ€HAMM KOMHCCHHM BOIIPOCHI OTBEYAET HEYBEPEHHO, JOITYyCKAeT
norpemHocTd. OOywaromuiics BiaJeeT NPAKTUUECKUMU HABbIKAMU, IPUBJIEKAET|
WIIIOCTPAaTUBHBIM MaTepual, HO 4YYyBCTBYeT ceOsi HEYyBEepEeHHO IIpU aHalu3e
MEXIUCUMIUIMHAPHBIX CBsi3eil. B oTBere He Bcerga MNPUCYTCTBYET JIOTHKA,
apryMeHTbl NPUBIIEKAIOTCA HEIOCTaTOYHO Beckue. Ha mocraBieHHBIE BOIIPOCH
3aTPYJHSIETCs C OTBETaMH, [TOKA3bIBAET HEIOCTATOUHO TITyOOKHE 3HAHMUSI.

0-5

OOyyaromumiics TOKa3bIBaeT cia0ble 3HAHUS MaTEpPHAJIOB 3aHATUN, y4eOHOM
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JIUTEPATYPBI, 3aKOHOJATEIbCTBA U IIPAKTUKU €ro INPUMEHEHHs, HU3KUHM YPOBEHb
KOMIIETEHTHOCTH, HEYBEpEHHOE M3JIOKeHHe Borpoca. OOydaroluiicss MOKa3bIBaeT
cabblii  ypoBEeHb MNPO(ECCHOHAIBHBIX 3HAHWM, 3aTpyIOHSETCS TIpH aHajIHu3e
MpakTUYECKUX cutyaunii. He MoeT mpuBeCTH NpUMEpPHI W3 PEaJTbHOW MPAKTHKH.
HCYBepeHHO N JIOTUYCCKU HCHOCICAOBATCIBHO H3JIaracT MaTcCpuall. HeraBI/IHBHO
OTBEYAET Ha BOIIPOCHI MJIH 3aTPYAHSIETCS C OTBETOM.

[Ikana nmepeBoia U3 MHOTOOAIIIBHOM CHCTEMBI B TPAAUIIHOHHYIO:

- 00ydJaromeMycsi BBICTABIISIETCS] OLICHKA «HE 3a4TEHO» eciu oOywaromuiicss HaOpan menee 50
0amioB,

- OLIEHKA «3a4YTE€HO» BBICTABISETCS NPU YCIOBHUH, eciu oOydarommiics Habpan ot 50 go 100
0anoB;

100 GanyoB BBICTABISIETCS TNPH YCIOBUM BBINIOJHEHUS BCEX TpeOOBAaHWM, a Takke MpU
00s13aTeIbHOM TIPOSIBICEHHMH TBOPYECKOTO OTHOIICHHWS K MPEAMETY, YMEHHH HaXOAUTh
OpUTHMHAIIbHBIC, HE COJEpKalliecs B y4eOHHKAaX OTBETHI, YMEHHU pabOTaTh C MCTOYHHKAMH,
KOTOpBIC COJEp)KaTCsS JIOTOJIHUTEIBHON JHUTEpaType K Kypcy, YMEHHH COCIUHSATH 3HAHWA,
MOJYYCHHBIEC B JAHHOM KypCe CO 3HAaHMSAMU APYTUX JUCIUIIIUH.

4.4. MeToandeckue MaTepuabl

CTy,Z[eHT I[OHyCKaeTCH K 3at1eTy I1I0 OUCLUIIJINHE B cnyqae BBITIOJIHCHUSI UM BCEX 3aI[aHHfI nu
MEPOTPUATHH, PEIYCMOTPEHHBIX MTPOTPAMMON TUCIIUILIAHEI.

CTy,Z[eHTy HCO6XOI[I/IMO BHHUMATCJIIBHO I/I3y‘II/ITL U OCMBICIINTH MaTepI/IaHBI BOHpOCOB K 3aquy,
MIPEACTABICHHBIC B PEKOMEHIOBAHHBIX y4eOHUKaX M Apyrux ucrounukax (HMuTepHeT-pecypcsl,
HAay4yHO-METOJNYECKUE JKypHaisl M 1p.). CTpyKTypUpOBaTb TEOPETUYECKUI Marepual,
COCTaBUTh TUTaH €T0 MPECTaBICHUS.

OTBeT Ha BOHpOC )41 pemeHHe HpaKTquCKOFO 3aJaHUA BAXXHO U3JIaraTth C MNO3UIIUHU 3HAUYCHUA TJIs0
po)eCCHOHANIBHON JIeSITeNbHOCTH. [Ipn 3TOM BaKHO MMOKa3aTh 3HAHHWE HE TOJIBKO TEOPUHU
BOIIPOCA, HO M MPAKTUUYECKOE TPUMEHEHHE.

Pesynbrar mo cmaue 3adyera OOBSABISICTCS CTYyACHTaM W BHOCHTCS B JK3aMEHAIMOHHYIO
BEJIOMOCTh M 3a4ETHYIO KHUXKKY. «He 3auTeHo» mpocTaBisercs B BEJOMOCTH.

5. MeToguveckne yKazaHus AJs 00y4YAKIIHUXCH M0 OCBOEHUI0 THCHHUILIMHBI

YCTHBIN Ompoc  SBJSIETCST OJHUM W3 OCHOBHBIX CIIOCOOOB TIPOBEPKH YCBOCHHS 3HAHUI
oOyuaromumucs. Pa3BepHyThIi OTBET CTyJeHTa JOJDKEH TPEACTaBIATh Co00i CBS3HOE,
JIOTUYECKH TIOCIIEIOBATEIbHOE COOOIIEHNEe Ha OMpEIeNICHHYI0 TeMY, MOKa3bIBaTh €ro yMEHUE
MPUMEHATh ONpEAeNeHUsl, MpaBuja B KOHKPETHBIX ciydasx. OCHOBHbIE KPUTEPUU OLEHKU
YCTHOTO OTBETAa: MPAaBUJIBLHOCTh OTBETA IO COJEP)KAHMIO; MOJIHOTA M TTyOMHA OTBETA; JIOTHKA
W3JIOKEHUsT MaTepuasia (YUWUTHIBA€TCS YMEHUE CTPOUTh LEJIOCTHBIN, MOCIeA0BaTeIbHbIN
paccka3, TpPaMOTHO  TIOJIb30BAaThCSA  CICIMAIIBHOW  TEPMHUHOJIOTHEH);  HCIIOJIb30BaHUE
JIOTIOJTHUTENBHOTO MaTepuarna.

OOyuaromumiicsi MOXKET CaMOCTOSATEIBLHOBBIOpAaTh TeMy pedepata U3 NPEITOKCHHBIX,
MOATOTOBUTH pedepar W 3allUTUTh €r0 Ha 3aHATUHUCOOTBETCTBYIOIICH TeMmaTWKH. Pedepar
JTEMOHCTPUPYET YIIyOJIeHHOE€ W3yYeHHE UCIMILIMHBI,CTIOCOOCTBYET PAa3BUTHIO HABBIKOB
CaMOCTOSITENTLHOU PabOTHI C JIUTEPATYPHBIMU HCTOYHUKAMH.

Memoouueckue ykazaunus no camocmosmenbHol N0020MOBKe K 3aHAMUAM JIeKYUOHHO20,
NPAKMU4ecKo2o (CeMUuHapcKo2o) muna.

[ToarotoBka K 3aHATHUAM JOJDKHA HOCUTh CHUCTEMAaTHYECKUH XapakTep. OTO IMO3BOJIUT
oOydJaromeMycsi B TOJHOM OOBEME BBIIOJIHUTH BCE TPeOOBaHUS IMpernoJaBaTels.
OO0y4armmMcs pPeKOMEHIYETCS U3ydaTh Kak OCHOBHYIO, TaK U JIOTIOJHUTENBHYIO JIUTEPATyPy, a
Tak)Ke 3HAKOMHUTHCS ¢ VIHTepHET-uCTOUYHMKAaMU (CIHCOK MpUBENEH B pabodeil mporpamme 1o
JTUCIIUTIIINHE).

Bonpocul ona camocmosmenvHotl n0020moeku (camonposepku):
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1. YnpaBienue MHEHHEM COOOIIECTB B COLUAIBHBIX CETSX.
2. NnrepHer-mara3unbl. CyniHOCTb, €U, TUIIBI, IPUMEHEHHE.
3. DnexTpoHHbIE IIaTeXHble cUCTEMBI. CyIIHOCTb, LU, BU/Ibl, IPUMEHEHUE

Questions for self-preparation (self-check):
1. Management of the opinion of communities in social networks.
2. Online shopping. Essence, goals, types, application.
3. Electronic payment systems. The essence, goals, types, application

Memoouueckue yxazanus no no02omoske 00K1aA008:

[ToaroroBka 0Oy4aromMXCs K ONPOCY IMpeNrnojiaraeT U3yueHHEe B COOTBETCTBUU C TEMAaTHKOU
JTUCIUTITMHBI OCHOBHOW/ TOTIOTHUTEIBHON JINTEPATYPhl, HOPMATUBHBIX IOKYMEHTOB, HHTEPHET-
peCypcoB.

OO6yuaromuiicss TOTOBUT JOKJIaJ B (popMe YCTHOTO BBICTYIUICHHUS 110 TeMe JAUCLUUIUIMHBI TEepes
JIPYTUMU 00yUYaIOITUMHUCS.

[IpennaraeTcs cieayromas CTpyKTypa J0KIaja:

1. BBenenue:

— yKa3bIBaeTcs TeMa U 1eJb JOKIaa;

— 0003HavaeTcst MpoOIeMHOE T0JIe, TEMaTHUYECKUE pa3/Ielibl JOKIIAaa.

2. OCHOBHOE€ COJIepKaHUE JTOKJIAIa:

— MIOCJIEIOBATENBHO PACKPBIBAIOTCS TEMAaTHUECKUE Pa3/Iebl JOKIa/1a.

3. 3akiroueHue:

— TMPUBOJATCS OCHOBHBIE PE3YyJIbTAThl W CYXACHHMS aBTOpa MO MOBOJAY NYTeH BO3MOXKHOTO
peIIeHus] paCCMOTPEHHOM MpoOIeMbl, KOTOPbIE MOTYT OBITH OOPMIIEHBI B BHJI€ PEKOMEHIAIIHIA.

Memoouueckue pexomenoayuu no nanucanuro pegpepama:

Pedepar sBrnseTcs camMOCTOATENBHONW NpakTHUecKoi paboroil oOyuwatomuxcs. OH mpu3BaH
OTIPENICNIUTh CTENICHh OCBOCHHS CTYACHTOM 3HAaHWW W HABBIKOB, IOJIyYEHHBIX UM B TIpoOIlecce
U3yUYEHUs! TUCIUIUIUHBL.

TexkcT paboThl HOKEH OBITH HamMcaH B HaydHOM cTuiie. OdopmieHre TeKcTa Takke JOHKHO
OBITH BBIOJIHEHO rpaMoTHO. CriexyeT 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 LIUPUHE, 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
ab3amaMu OTCYTCTBYIOT. BBejeHue, IaBbl, 3aKII0YEHUE, CIHCOK JUTEPATyphl U MPUIOKESHUS
(bopMaTHPYIOTCS KaK 3arojOBKH MEPBOTO YPOBHS M HAYWHAIOTCS KaXKIBI C HOBOM CTPAaHUIBL.
[Toapasnensl ri1aB ¢ HOBOM CTPaHUIIBI HE HAUMHAIOTCA.

CHOCKH [IeNaroTcsl BHHM3Y CTpaHMIBL. TaONHIbI W PUCYHKH HYMEpYIOTCS OTAeiabHo. Homep
BKJIIOYAeT HOMEp TJIaBbl 1 HOMEP pUCYHKa/TabIMIIbI B TAHHOM Ii1aBe.

CrpaHumpl paboOTH JOJDKHBI OBITH TIPOHYMEpPOBaHBL. HyMmeparuss HadMHAETCST CO CTPAHHIBI C
OTJIaBJICHUEM, Ha KOTOPOH CTaBUTCS IHPpa «2» u Aanee — 1o nopsaky. OKoHYaHue HyMepauuu
NPUXOANTCS HA TOCIEIHUI JHCT CIUCKA JHUTEeparypsl. Homep cTaBUTCS BHH3Y CTPaHHUIIBI
cnpaBa. Ha cTpaHuMmax ¢ NpUIOXKEHUSAMHU HOMEpa HE CTaBsTCA, U B OIJIaBJICHHME OHHU HE
BBIHOCSITCS. B OTJIaBICHNH yKa3bIBaeTCsl TOJIBKO HOMEP MEPBOTO JINCTA TIEPBOTO MPHIIOKEHHSL.
O6bem pedepara 7-15 cTp.

6. YueOHas muTepatypa u pecypchbl HH(POPMAIHOHHO-TEJIEKOMMYHHKANMOHHOM CeTH
"HHTepHeT", BKIIOYAA NlepedYeHb Y1eOHO-MeTOAMYECKOro odecneyeHust 1JIs
CAMOCTOSITEIbHOM Pa0oThI 00y4ar0IMXCs 10 JUCIHUIIIHHE
6.1. OcHoBHas IUuTEpaTypa
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1. UntepHer-mapketunr u digital-ctpateruu. ITpunmuns! 3¢ekTHBHOrO MCHONIb30BaHUSL
yue0. mocobue //HoBocu6. roc. yH-T, Kommanus «uTencud». — HoBocubupcek : PULL
HI'Y, 2015.-327 ¢

6.2. lonostHMTEIbLHAS JIUTEPATypPa
1. Pobept Poy3, Ixo [lymuuuu Ynpasnenue koHTteHT-mapketuHrom // CMIBooks. - M. :
Mann, UBanos, ®epbep, 2011. - 240 c.
https://www.mann-ivanov-ferber.ru/books/paperbook/managing-content-marketing/
2. B.Yan Kum, Pene MobGopuCrparerust rony6oro okeana- M.: HIPPO. 2005-272 chttps://
www.mann-ivanov-ferber.ru/books/paperbook/blueoceanstrategy/

6.3. YueOHO-MeTOAMYECKOE 00eceyeHrne CaMOCTOATeIbHOM padoThl
1. Mozenb MO3MIMOHHOTO OOYyYEHHUS CTYJIEHTOB [DIEKTPOHHBIM pecypc]: TeopeThdyeckue
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. OO6pa3oBaresnbHble UHHOBAIMM U MPAKTHKH Kapbepbl : COOPHUK METOANYECKUX MaTEpUaoB
u crareit / PAHXul'C npu I1pesunente PO. - M. : Jleno, 2015. - 192 c.
3. Ilcuxonorus ajanTalmMd W colMaibHas cpena. CoBpeMEHHbIE IOAXObI, MPOOIEMBI,
nepcnekTuBbl [DnekTponublit pecype]/ JI.I'. Iukas [u ap.].— DAEKTPOH. TEKCTOBBIC TaHHBIC.—
M.: Ilep Co, 2007 — 624 c— Pexum JocTyna:
http://www.iprbookshop.ru.ezproxy.ranepa.ru:3561/7431.html.— DbC «IPRbooks»
4. CouManabHO-TIICUXOJIOTHYECKHE acleKThl (OPMUPOBAHMA KYJIBTYpPBl CaMOOOydJaromecs
opranuzanuu / A. 5. Hukomnae [u np.] / Bonpocs ncuxonoruu. - 2014. - Ne 6. - C. 44-52.

6.4. HopmaTuBHbIe IPABOBbIE JOKYMEHTbI (B XPOHOJI0THYE€CKOM MOPsSIKe)

1. KonBenuus o mpecrynHoctu B cdepe komnbroTepHoit uHpopmammu ETS N 185, 23
HOos10pst 2001 rona.

2. KonBenuuss 06 obecnieueHMM MeEXIyHApOAHOM HHGOPMAIMOHHON Oe3omacHOCTH, 22
centsi6ops 2011 rona.

3. KonBenuuss 00 wuHPOpPMAIMOHHOM ¥ TPaBOBOM COTPYJHHMYECTBE, KacaroIleMcs
«MHbOopManOHHBIX 00IIECTBEHHBIX yeiuyT», 04 okTsaops 2001 roxa.

4. @enepanbHblii 3akoH "O0 uH(bOpMaIMK, UHPOPMALMOHHBIX TEXHOJOTUSAX U O 3alUTe

unpopmaruu" ot 27.07.2006 N 149-D3 (nocneausis peaaxims).

6.5. UnTepHeT-pecypcbl
WNudopmanmonno-npasosas 6a3za "KoncynbsranT [lmoc" — http://www.consultant.ru
HNudopmannonHo-mpasosas 6aza "["apant Cepsuc" — http://www.garant.ru
Opranuzanus O6veanHeHHbIx Harmii — http://www.un.org/russian/
Caiit MunuctepcTBa HHOCTpaHHBIX Aes PD - http:/www.mid.ru
http://www.government.gov.ru — Odunmansusiii caiit [IpaButensctBa PO.
Poccwuiickas rasera - http:/www.rg.ru/
Kypnan «Poccus B rnmobansHoN noautuke»http://www.globalaffairs.ru/
Kypuan «MexnyHaponnas xu3nb»http://www.interaffairs.ru/
Kypnan ®opyma rnodansroit nonutuku (GlobalPolicyForum)http://www.globalpolicy.org/
O JenaprameHT HHQOPMAIIMOHHBIX TEXHOJIOTUI ropoja Mockssl https://www.mos.ru/dit/

H\DS”.\‘.O\P’PP".NI—‘

6.6. UHBbICHCTOYHNKH
1. Paiten/Ipmuen, Jxxonc Kensun Kpatkuii kypc mnTepHer-mapketusnra - M.: [IIKMMB,
2013. — 320 c.https://www.ozon.ru/context/detail/id/19508462/
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https://www.mann-ivanov-ferber.ru/books/paperbook/blueoceanstrategy/
https://www.mann-ivanov-ferber.ru/books/paperbook/blueoceanstrategy/

2. ITeppu Mapmian u bpaitan TongnKonTekcTHas pekiama, kotopas padoraer.- M. : MaHH,
HBanoB, ®epbep, 2014.— 464c.https://www.ozon.ru/context/detail/id/26411731/

3. Mapa DiinmreitnKondeccus, umnepus, Peknama nog npukpsitueM. HatuBHast pekiama,
KOHTEHT-MapKeTHUHT U TalHBIM MUpP NpOABMKEHUS B MHTepHeTe.— M.: AnpnunHa [laGnumep,
2017.— 300 c.https://www.ozon.ru/context/detail/id/140129645/

7. MaTepunajbHO-TeXHHYecKas 0a3a, HHPOPMALMOHHbIE TEXHOJIOTHH, IPOTrPAMMHOE
obecnieyeHue ¥ HHGOPMAINMOHHBIE CTIPABOYHBIE CHCTEMBbI

Jns  mpoBeneHHs 3aHATUH MO JAUCHUIUIMHE HEOOXOAMMO CJEIyIollee MaTepUabHO-
TEXHUYECKoe oOecrieueHHe: y4deOHBbIC ayJIUTOPHH ISl MPOBEACHUS 3aHATHH JICKIIMOHHOTO U
CEeMHMHAPCKOT0 THIA, TPYIIOBBIX U WHAMBUIYAIbHBIX KOHCYJbTAIMH, TEKYLIEr0 KOHTPOJI U
MPOMEKYTOYHOW aTTECTAIMH, TIOMEIIEHHSI TSI CAMOCTOSTEIIEHOM PabOTHI.
[Tporpammuoeobecnieuenue: MicrosoftWindows 10 LTSB 1607, MicrosoftOfficeProfessional
2016.
WNudopmannonnsle crpaBouHble cucteMbl: Hayunas Oubnumoreka PAHXul'C. URL:
http://lib.ranepa.ru/; Hayunas AJICKTPOHHAS oubmmoTeKa eLibrary.ru. URL:
http://elibrary.ru/defaultx.asp; Harmuonanenas snextponHas O6ubiamnoreka. URL: www.nns.ru;
Poccuiickas rocymapcrBenHass OuOmmoreka. URL: www.rsl.ru; Poccuiickass HammoHambHas
oubmmoreka. URL: www.nnir.ru; OnexTponHas  6ubnmnoreka  Grebennikon. URL:
http://grebennikon.ru/; DnexrpoHHO-OMOMMOTEeYHas cucrema WM3nmarensctBa «Jlamb». URL:
http://e.lanbook.com; DrekTponHO-6MGIHOTeHas cucTema FOPAUT. URL: http://www.biblio-
online.ru/.
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