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

1. 1 Jucummmaa b1.B.01./IB.01.03 «I'mobGaneubrit qumkutan mapketudr (Global didgital
Marketing)» oBnajieHue ClIeIyOIMMHA KOMIIETSHIMSIMH C YI€TOM dTara:

Kon HaumenoBanne Kon HanmeHnoBanue »srama OCBOEHUSA
KOMITETEHIIMM | KOMIIETEHLUU JTara OCBOEHHUS | KOMIIETEHIIUH
KOMITETEHITUU

[1Kp-4 Crniocoben [TIKp-4. 1 CnocoOHOCTh TOTOBUTh
cOo3/1aBaTh AHAJIUTUYECKUE Marepuabl,
MaTepuabl KOTOpBbIE MOKHO Oyner
(HanucaHue crarew, UCTIOJIb30BaTh  JJIsl  HAIMCaHUs
CILICHApUEB, cTarei,  CLEHapueB,  BeJCHHE
BEJICHUE KOJIOHKH ) KOJIOHKH.

1.2 B pesynbpTare 0CBOCHHS AUCUUILUINHBI y CTYJCHTOB JIOJKHBI OBITH CPOPMHUPOBAHBI:

OTD/TD Kon Jramna Pesynbrarel 00yueHus

(mpu HamMuuK npodcTanmapra)/ OCBOCHHUS

TPYZIOBBIE WIH NMPO(eccCHOHaTbHbIE | KOMIETEHIIUN

JICUCTBUSA

HanpaBieHa Ha (GopmupoBanue| [IKp-4. 1 HAa ypOBHE 3HAaHUW: OMHCHIBAET

TpynoBoit  ¢ynkmmm  G/02. 7 OCHOBHBIE IIpeJICTaBICHUS 0

PeniensupoBanue ©  SKCHEPTH3A colMaIbHON u ITHUYECKOM

HAyYHO-METOIMYECKHX U y4eOHO- OTBETCTBEHHOCTH 32  TPHUHSITHIE

METOANYECKHIX MaTepHualoB, pelieHus

o0ecreunBaroInx peanusaruio Ha YpOBHE YMEHHUH: JaeT yMEHHe

nporpamMm npodeccuoHaTbHOTO AHAJIM3UPOBATh TEKCT C TOYKU 3PCHHUS

obyuenusi, CIIO u (wmm) I B HAJIMYMS B HEM SIBHOM M CKpPBITOM,

pamMkax OOOOIIEHHOW TPYHOBOM OCHOBHOM u BTOPOCTEIIEHHOU

¢yukunu G HayuHo-MeToauueckoe uHdopMaluu

u y4e0HO-MEeTOANYECKOE] Ha YpOBHE HAaBBIKOB: OIMpaeTCS Ha

obecrieueHue peanuzanumy noryueHue u coop uHbopmarmm

nporpamMm npodeccuoHaIbHOTO

0o0y4eHusl, CIIO u JIIIT

(mpodeccuonanbubiii cTanaapt 01.
004 Ilemaror mpodeccuoHaIBHOTO
oOyueHwus, npodeccuoHanbHOTO
00pa3oBaHusl U JOMOJTHUTEIBHOTO
npodeccuoHaNbHOTO 00pa30BaHMS)
U TpoeCCHOHANBHBIX ICWCTBUM,
CBSI3aHHBIX C YMEHHUSIMH TOTOBHUTb
CTpaTeTH4ecKHe W OINepaTHBHEIC
JOKYMEHTHI, oOecreunBaronye
nporuecc MEXTyHapOIHOTO
COTPYIHHYECTBA HA PYCCKOM W
WHOCTPAHHBIX SI3bIKaX, TOTOBHUTH
0030pHl, nH($OPMAITMOHHEIE,
AQHAIMTHYECKWE  MaTepHallbl  TI0
BOITpOCaM MEKIyHapOIHOTO
COTPYAHHYECTBA, Pa3BUTHS




3apyOeKHBIX PETHOHOB,
pErHOHAIBHOM MTOJIUTHKH,
00111€ CTBEHHO-TIOJIUTHYECKOTO,
COLMAIEHO-DKOHOMHYECKOTO,

COLIMOKYJIBTYPHOT'O pa3BUTHUs
PETHOHOB, “H()OPMAITMOHHOTO
MIPOCTPAHCTBA, KaHaJIoB
UH()OPMHUPOBAHUS v

HCIIOJIb30BAHUECM ABYCTOPOHHETO
YCTHOI'O W NMHUCBMCHHOI'0 IEPEBOIA)
JAOKYMCHTOB M HHBIX MArcpHaiOB
06HleCTBCHHO-HOHHTPI‘IeCKOI>'I u

COONAJIbHO=I9RUHOMMWHYTURON

2. O0bem H MecTO JUCHUILINHBI B cTpykType OII BO

O0LeM TUCHUIITTHHEI

O6mas tpynoemkocts b1.B.01./1B.01.03 «I'moGanbuenii aumkurtan mapketunr (Global didgital
Marketing)» coctaBisieT 2 3a4€THbIC €IUHUIIBI, 72 Yaca. KoandyecTBO akajeMHYECKUX YacoB,
BBIJICJICHHBIX HAa KOHTAKTHYIO paboTy C MperoaaBaTesieM COCTaBiseT 16 4acoB: MpakTHYECKHUE
3aHATHSA — 16 yacoB. CamocrosiTenpHas paboTa cocTaBisieT 56 4acoB

MecTto nucuunimebl B ctpykrype OII BO

b1.B.01./1B.01.03 «I'mobGanpHBII JATIKATAT MapKETUHT (Global didgital
Marketing)»npenycmoTpena Ha 1 kypce B 1 cemecTpe.

b1.B.01./IB.01.03 «I'moGanpubiii  mumxutan wmapketunr (Global didgital Marketing)»
OTHOCHUTCS K JTUCHMIUIMHAM T10 BBIOOPY 4YacTd, GOpMUPYEMOH y4acTHUKAMH 0Opa30BaTEIbHBIX
oTHomeHu#, broka 1 «{uctumamaer (MOIYITN)».

JlocTikeHne IUIaHUPYEMBIX Ppe3yJIbTaTOB O0ydeHus cinykuT ocHoBod st B2. B. 01(Iln)
Hayuno-uccienoBatenbckast pabora (M0 TeMme BBITYCKHOW KBaJM(UKAIIMOHHOW paboThI)
(ResearchWork (on the topic of Master thesis)) (4 cemecTp).

®dopma NpOMeKyTOYHON aTTeCTAllMK B COOTBETCTBUU C YYEOHBIM IJITAHOM —3a4eT.

3. Copepikanue H CTPYKTYPA AMCUMILIMHBI

Ounasn gpopma odyuenusn

Ne i/ HaunmenoBanme TeM u/ujn O0beM IMCIHHUILIMHBI, Yac. dopMma TeKyLero
pasjaenos, Bcero | KonraktHasi padora odyqyarommuxcs | CP KOHTPOJIA

¢ mpenoaasareyemM ycneBaemMocTu**,

10 BH/JIAM Y4eOHBIX 3aHATHI TPOMEKYTOYHOH
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JI JIP 113 KCP

CoBpeMeHHOE TTOHSTHE
didgital-mapketuar. Yto
takoe didgital-mapkeTuHr?
CoBpeMeHHbIE CTpaTeruu
mapketunra The modern
concept of didgital marketing.
What is didgital marketing?
Modern marketing strategies

Tema 1 18 4 14 O

OCHOBHBIE HHCTPYMEHTBI
Tema 2 | didgital-mapkerunraKey 18 4 14 o
Didgital Marketing Tools

Kawnas! didgital-mapkeTrnnra. 18

Tewa 3 Didgital Marketing Channels

WuBectnnnu B didgital- 18
Tema 4 | mapkerunr Investing in 4 14 O,P
Didgital Marketing

IIpoMexyTouHas arrecrauus 3a

Bcero: 72 | | | 16 | 56

Ipumeuanue:
** — hopmuvl mexyueco konmponsa ycnesaemocmu: onpoc (0O), pechepam (P).
*EX _ hopmul npomesicymounoll ammecmayuu: 3avem (3a).

ConepxcaHHe JAUCIUITIINHBI

Tema 1. CoBpemennoe mnonstue didgital-mapkernnr. Yro Ttakoe didgital-mapkernnr?
CoBpemennble crpateruu mapketunra The modern concept of digital marketing. What is
didgital marketing? Modern marketing strategies

Bo3nukHoBeHne TepMuHa «uudpoBoiimMapketuHr» win - «didgital mapkerunr». Ero
NEpBOHAYAILHOE M TMOCIEAYyIOIIKMe HcHojib3oBaHue. CTpeMuTenbHOe pa3BUTHE LU(DPOBBIX
meaua. lllupokoe pacnpocTpaHeHHs] MOOMIIBHBIX yCTPOUCTB.

Poct mudpoBbix Mmenma. OCOOEHHOCTH HMHTEPHET-NOJIb30BATENs. AHAJIN3 TOBEJICHUSA B
UHTEpHETE.

B yem pasHuna uupoBoro MapKeTHHIa, OHJIAWH-MapKETHHIa, HHTEPHET-MapKeTUHra WU BeO-
mapkeTtusra. Lludpposoit mapkerunr B CIIIA, BeO-mapketunr B Mrtamuu, BeO-MapKeTHHI BO
@panuuu wim uudposoit MapkeTusr B BenmukoOpuranuu, Poccun u qpyrux crpaHax.

VYpoBenb cinoxxkHoctu didgital mMapkeTHHTr C pa3BUTHEM HHTEpHET mpoctpaHcTBa. CoznaHue
ryOOKMX M aKTyallbHBIX OTHOIIEHUH ¢ morpebureneM. Pa3zpaboTka pekiiaMHBIX KOMIAHUU.
[IponBuxeHue yciyr U TOBapOB € MOMOIIBIO LU(POBBIX TexHOJOruil. OdraliH-UHCTPYMEHTBI
(smart-ragpxeTsl, POS-tepMunanset u zp.).

Cermenrauusa B2B, B2C. LleneBas ayautopust U cObITOBbIE KaHaIbl. AHAIUTHKA PHIHKA U CBS3b
c didgital mapkeTHHr.

[TapameTpsl LeneBoy ayiuTopun. XapakTEpUCTUKU IPOAyKTa. bpenauposanue.

Kananel u Habop MHCTpyMEHTOB Juisd nponaBrxkeHus didgital MapkeTHHr. AHAJIMTHKA KaMIaHUU
U pe3yJIbTaTUBHOCTb.

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

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

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

The level of complexity of didgital marketing with the development of the Internet space.
Creating deep and relevant relationships with the consumer. Development of advertising

arTecTannmn




companies. Promotion of services and goods using didgital technology. Offline tools (smart-
gadgets, POS-terminals, etc. ).

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

Target audience options. Product Features Branding

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

Tema 2. OcHoBHbIe MHCTpYMeHTHI didgital-mapkerunra Key Didgital Marketing Tools
WHCTpyMeHTHl JTuKUTad-MapkeTuHra. CrnocoObl NPUMEHEHUS HHCTPYMEHTOB MAapKETHHTA.
Crioco0bl, cpeicTBa M MEPONPUATUS IUDKUTAI-MapkeTuHra. OnoBenieHne 4epe3 IUKUTaI-
MapKeTUHI. BHUMaHMe KIMEHTOB K NPOAYKTY, OpeHay, kommaHuu. OT 4Yero 3aBHCUT
3¢ deKTUBHOCTH NMpoABIKEHUs. [lepeueHp Hcnonb3yeMbIX HHCTpyMeHTOB. Llenn MapkeTuHroBoit
KaMIIaHUU U cTaauu ee rpoBeeHus. OcHoBHbIE HHCTpyMeHTH didgital-mapkeTunra.
Konrekctnas pexnmama. CEO-nponswkenne. banHepHas peximama. PeknamHble  OKHa.
TeneBnsnonnas peknama. Pannopeknama. Konrakrnas pexnama. HatuHast pexnama. QR-koasl
B offline. BriGop mnpaBunbHOro wuHCTpyMeHTa. Kareropum mnokynarteneili U KIMEHTOB.
JlonosHUTENBHOE NPOIBMKEHUE. BupycHas pexnama.

B didgital-mapkeTuHre MoOryT HCHOJIB30BaThCS M JPYrHM€ WHCTPYMEHTHI, OCHOBaHHbIE Ha
IUQPPOBBIX TEXHOJOTUAX: OT PEKIAMHOTO MPENTIOKEeHUs IPH HHCTAUIIUU IPOrpamMMm J0
pacchUIKM Ha e-mail wiM Mmenoauii, KOTOpble HCIONb3YIOTCS Uil yAep)KaHWs aOOHEHTOB Ha
nuHud. Takue TpaJuIMOHHBIE CPECTBA, KaK ra3eThl WK (iaaepsl, eciau oHu cojepxkar QR-kox B
OOBSBJICHUH.

Didgital marketing tools. Ways to use marketing tools. Didgital marketing methods, tools and
activities. Alert through didgital 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 didgital
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 didgital marketing, other tools based on didgital 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. Kanaus! didgital-mapkerunra. Didgital Marketing Channels

Camble momyssipHbIE KaHaibl CBS3U. D(PQPEKTHBHO MEHCTBUS Ppa3IMUYHBIX KaHAJIOB CBS3H.
WuTtepHeT u ero kaHaisl cBs3u. VMcnons3oBaHue HOyTOYKOB, muianieToB, [1K, cMapTdhoHoB u mp.
Pasmenienne wuHTEpHET pexiaMbl. bpeHaupoBanue. UTO Takoe KOHTEHT U IIpaBUJIa €r0
HanpasneHus. [IpoaBmkeHrne ToBapoB U ycInyr B coluanbHbIX ceTsx. L{udpoBoe TeneBunenue.
Crannaprtable kaHansl TB. Bupychblie ponuku B coBpeMeHHOM TB. DddexT Oeryieii cTpoku.
JlokanbHble ceTu. PaznnuHble MeCTHbIE «O0BEIUHEHUN» KOMITbIOTEpOB. KopriopaTuBHbIe ceTu B
paMKax OIHOTO oduca, JOKaIbHbIE CETH B OTACIBHBIX JOMaX, MOPOJACKMX padoHax U T. II.
Peknama TOBapoB M yCnyr, HampaBiCHHbIX Ha ayJUTOPHIO C 4YETKOW reorpaduueckoit
IIPUBSA3KOMN.

MobOunbHble  ramkersl. PacchlnkM M chnenraiabHble  omoBemieHus.  WOW-3BOHKH,
OpeHIMpOBaHHbIE MPEIOKEHUS, pa3MeIlleHHE PeKJIaMbl B CTOPOHHUX MpOrpaMMax.

«YMHBIe» TaJDKEThl M Smart-ycTpoicTBa: yachl, Bechl, (uTHeC-OpacieTsl U 1p. , uMmerommue WI-
Fl-moxkmioyeHne Kk HHTEpHETY. s MpoOABMKEHHMS MOXKHO HPUMEHSTH OpEHIUPOBAHHOCTD
MIPUWIOKEHUN U IPOYUE UHCTPYMEHTHI.



WutepaxktuBHble nucriien. POS-tepmunan, 3apsanbie annapatsl. K HHTEpakTUBHBIM TUCILIESM
TaKXKe MPHHAIIIKAT UPpPOBbIe OaHHEPHI, YCTAaHABIMBACMBIE B PEKIIAMHBIX IeJsX. Yepes 3ToT
KaHaJI paclpOCTPAHSAIOT MPEHUMYIIECTBEHHO BHJCOPOIMKHU. AKTHBHO HCIOJB3YIOTCS Takke U
BCIUTBIBAIOIINE PEKJIAMHBIC OKHA.

Didgital-art. CoBpemeHHasi rpa¢uka U BUPYCHBIE TEXHOJOTMU rpaduku. OCHOBHBIM CIIOCOOOM
poJBMKeHUs ¢ momouibio Didgital-art siBisiercss OpeHaupoBaHUE TPOU3BEICHHIM.

CouumanbHble ceTH. 3amyCcK BUPYCHOH pekiaMbl WM NpuiiokeHui. IlpoaBrmxkeHne pekiaambl B
COIMAIIBHBIX CETsX. 3amycK (aenmoOoB.

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. Didgital 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 didgital banners
that are installed for advertising purposes. Mostly videos are distributed through this channel.
Pop-up advertisements are also actively used.

Didgital-art. Modern graphics and viral graphics technology. The main way to promote using
Didgital-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. UuBectunum B didgital-mapkerunr Investing in Didgital Marketing

[TpoaBMXKeHHE C MTOMOIIBIO HUGPOBBIX TEXHOJOTUI MOKHO BBITIOJHATH, UCIIOIb3Ys pa3InYHbIe
pecypchl: IMJaTHble — IUIOIAJKH, OIJIauMBaeMble KOMMAaHHEN-3aKa3qMKOM. DTO MOXET ObITh
KOHTEKCTHas pekyiama, IUQpoBoi OaHHEp; COOCTBEHHbIE — IUIOMIAJKH, KOTOPHIMH KOMITaHUS
MOJIb3yeTCsl OeCIuTaTHO (HampuMep, CTpAaHWIA B COIMAIBHOM CeTH);HapaboTaHHBIE — 3TO
KOMMYHHUKAIIMOHHBIC KaHAJIbl, KOTOpble KOMIAHMSA NPUOOpPETaeT BCIEACTBUE CBOEH pabOThI
(Hampumep, MOJIB30BATENH, PACIPOCTPAHSIIONINE €€ BUPYCHBIN POJIHUK).

Promotion using didgital technologies can be performed using various resources: paid - sites
paid by the customer company. It can be contextual advertising, a didgital 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 00y4AOIMXCcsl M (POH OLEHOYHBIX
CPeACTB MPOMEKYTOYHOM aTTEeCTAUMHU 10 JUCHUIJIMHE

4. 1. (I)OprI H METOALBI TEKYHIEI0 KOHTPOJA YCIIEBACMOCTH H l'[pOME)KyTO‘lHOﬁ
arTecralmu.

4. 1. 1. B xone peanuzanum aucuunauasl b1.B.01.1IB.01.03 «I'1o0anbHbIl AWIKHTAT
mapketunr (Global didgital Marketing)» ucnoab3ywTresi cjeaywoiniue MeToaAbl TEKYIIEro
KOHTPOJISl YCIIeBAeMOCTH 00y4AI0IIUXCS



Tema w/unu paznen Metoapl
TEKYIIIEero
KOHTPOIIS
YCIIEBAEMOCTH
CoBpemennoe nonstue didgital-mapkerunr. Uto Takoe onpoc
Tema 1 didgital-mapkerunr? CoBpeMeHHBIE CTpaTeT MapKEeTHHTa
The modern concept of didgital marketing. What is didgital
marketing? Modern marketing strategies
Ocnosuble nHCTpyMeHTHI didgital-mapkerunra Key Didgital onpoc
Tema 2 i
Marketing Tools
Tema 3 Kananwr didgital-mapkerunra. Didgital Marketing Channels onpoc
WuBectnuunu B didgital-mapkerunr Investing in Didgital Omnpoc,
Tema 4 Marketing 3amuTa
pedepara

4. 1. 2. 3ayeT NMpPoOBOAMTCH C NMPUMEHEHHEM CJEIYHIIUX METOA0B (CPEACTB): B YCTHOM
(hopMe 1o BonmpocaMm u 3aIaHUSIM.

4. 2. MaTtepuaJjibl TEKYIIer0o KOHTPOJIS yCIIeBA€MOCTH.
[IpenonaBatenb OLIEHWBAE€T YPOBEHb MOATOTOBIEHHOCTH OOYyYalOlUXCS K 3aHATHIO I10
CJICAYIOIIMM TIOKa3aTeIsIM:

- YCTHBIE OTBETHI HA BOTPOCHI MIPETIOAABATEINS 110 TEME 3aHATHUSA,

- BBICTYIIJICHHE C JTOKJIAIaMH,

- y4acTue B 00CYXJICHUU JOKIIAJIOB,

- 3ammTa pedepara.

OrueHka 3HaHWM, YMEHUI, HaBBIKOB NMPOBOAMWTCS HA OCHOBE OAJIbHO-PEUTHHTOBOM CHCTEMBI
70% wu3z 100% (70 GammoB u3 100) - BkiIamg Mo pe3yiabTaTaM IOCEUIAEMOCTH 3aHSTHH,
AKTUBHOCTH Ha 3aHSTHUSAX, BBICTYIUICHUS C JOKIAJaMH, y4acTUs B OOCYXIEHUSX OKJIa0B
APyrux O6y‘IaIOHII/IXC$I, OTBC€TOB Ha BOIPOCHI MNpCoAaBaTcid B XOJAC 3aHATHA, 3allWUTbI
pedepara.

Jetanuzanus 6ajioB U KPUTEPUH OLEHKU TEKYILEro KOHTPOJISl YCIIEBAEMOCTH YTBEPKAAETCS Ha
3aceaHuu Kadeapsl.

Bonpocwvl memul 011 noo2omosku k onpocam (OUCKYCCUiM) HA CeMUHAPax (NpaKmuyecKux

3AHAMUSAX):
Tema 1. CoBpemennoe nonsitue didgital-mapkerunr. Yro takoe didgital-mapkernnr?
CoBpemennblie crpaternd MapkeTuHra The modern concept of digital marketing. What is

didgital marketing? Modern marketing strategies.

1. UYro Bxoaut B noustue didgital-mapkeTunr?

2. Kak nosiBuncs didgital-mapketunr?

3. Kax ceromgus pazsuBaercst coBpemenHsblil didgital-mapkeTunr B Mupe?
4 Cermentanus B2B, B2C

. What is included in the concept of didgital marketing?

. How did didgital marketing come about?

. How is modern didgital marketing in the world developing today?
. B2B, B2C segmentation

A WN =

Tema 2. OcHoBHbIe nHCcTPYMeHTHI didgital-mapkerunra Key Didgital Marketing Tools
1. Kakue coBpeMeHHbIE HHCTPYMEHTBI MAPKETUHIa IIMPOKO UCIIONIB3YIOTCS B
Poccun?



2. Kak onpenenuts LeneByro ayJUTOPHIO?
3. [IpaBuibHBIN HAOOp UHCTPYMEHTOB I IPOJABUKEHUS MTPOTYKTA.
4. O¢dextuBHOCTH coBpeMeHHoro didgital-mapkeTunra

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 didgital marketing

Tema 3. Kanaas! didgital-mapkerunra. Didgital Marketing Channels

1
2
3
4

IIponBuxeHne TOBapOB U YCIYT B COLMAIBHBIX CETAX

[TomynsipHble kaHanbl coBpemeHHoro didgital-mapkeTnnra

Yro takoe Didgital-art?

Kak npaBuibHO HCIIOIB30BaTh NOUCKOBYIO CUCTEMY JJIsl IPOABUKEHUS MTPOTYKTa

b

. Promotion of goods and services on social networks
. Popular channels of modern didgital marketing

. What is Didgital-art?

. How to use the search engine to promote the product

Tema 4. UnBectnnun B didgital-mapkerunr Investing in Didgital Marketing

1.

oD

A WN —

NN N kW=

Bunnr nasectunmi

IInaTHBIC MHBECTUIIMOHHBIE TUIOIIAAKH
KomMyHUKanMOHHBIE KaHAJIbI CBA3U
Bupl KOHTEKCTHON pEKIIaMBbl

. Types of investments

. Paid investment sites

. Communication channels

. Types of contextual advertising

IIpumepnvie memol pepepamos

1. BosnukHoBeHue, ueptel U ponb didgital-mapkeTMHra B - J1€STEIBHOCTH
TPEIPUATHS

2. [ToHsiTHE UHTEpHET-MapKETUHTa

3. TexHOIorNM TOMCKOBOTO MapKETHHTA M METOBI HX ONTHMHU3AINN

4. XapaKkTepuCcTUKa HETIOMCKOBBIX METO/I0B MPOJIBUKEHUS TOBAPOB U YCIYT

5. Didgital-mapkeTuHra i noBbleHUs 3PPEKTUBHOCTH MTPUBIICYEHHS KIIMEHTOB
6. Ocob6enHoctu M(PoBOit cpesbl U KaHAJIbI CBA3U

7. [Tocneanue pazpa®oOTKu U cTpaTeruu MUPPOBOTO MapKETUHTa

8. HcTopus nudpoBoro MapkeTUHra

9. OcHoBHbIE MeponpUATHs HUGPOBOr0 MapKETHHTa

10.  Jwmxutanuszanus COBpPEMEHHOTO MUpPa

Sample topics for writing essays:

. The emergence, features and role of didgital 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

. Didgital marketing to increase customer engagement

. Features of the didgital environment and communication channels

. Recent Developments and Didgital Marketing Strategies
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8. The history of didgital marketing
9. Key Didgital Marketing Activities
10. Didgitalizationofthemodernworld

4. 3. OneHo4YHble CPeACTBA JJIsl IPOMEKYTOYHOM aTTecTAlMHU.
4. 3. 1. IlepeyeHb KOMIIETEHLHI € yYKa3aHHeM JTANOB HUX (OPMHPOBAHUA B Ipolecce

OCBOEHHsSI 00pa30BaTeJbHOHl MPOrPpaMMBbl.

KOMIIETEHIUI C y4eTOM 3Tana ux ()oOpMUPOBAHUSA

Iloka3aTen W KpUTEPUM OLEHUBAHUS

Kon Haumenosanue Kon HauMmeHnoBaHue »tama OCBOCHUA
KOMIIETEHI[UU | KOMIIETCHIIMHU 3Tana OCBOCHMS | KOMIIETCHIIMH
KOMIETEHIUU
[IKp-4 Crocoben  co3maBath | [1Kp-4. 1 CrocoOHOCTh TOTOBUTh
MaTrepuabl AQHAJIUTUYECKUE MaTepuallsbl,
(HamMcaHue  cTaTew, KOTOpbIE MOXKHO oyner
CLIEHApUEB,  BEJICHUE UCIIOJIB30BaTh  JUJI  HAIIUCAHMS
KOJIOHKH) cTarei,  CLEHApHEB,  BEICHHUE
KOJIOHKH.
JTan oCBOEHUs Iloka3aTesb OLIEHUBAHUSA Kpurepuii ouennBanus
KOMIIeTeHIIUH

[TKp-4. 1 3Haer ocHOBHbIE | [IpopeMoHcTpHpOBaHO

CrnocoOGHOCTh TOTOBUTH | TEXHOJIOTUM  TOJTOTOBKH | 3HaHUE OCHOBHBIX

AHATUTHYECKUE MaTepHaJIbl, | MaTEPHAIIOB (HamucaHue | TEXHOJIOTHH MTOATOTOBKH

KOTOpBIE ~ MOXHO  OyJeT | craTeil, clieHapHeB, BEACHHUE | MaTepUAIOB (Hanucanue

WCIIOJTh30BaTh JUTS | KOJIOHKH). cTaTeH, CIIEHApHEB, BEJICHUE

HaIMCaHUs cratel, | Ymeer UCIIOJIb30BaTh | KOJIOHKH).

CIIEHApHEB, BEJICHUE KOJIOHKH | TEXHOJIOTUU  ToArotoBku | IIpomeMoHCcTprpoBaHO
MaTepuaioB (HamucaHue | MpUMEHEHHE TEXHOJIOTU
cTaTel, CIieHapHeB, BEJICHUE | MOATOTOBKHU MaTepHuasoB
KOJIOHKH) (Hamucanue crarTei,
YwMmeer oTOMpaTh | CIICHApHEB, BEJICHHE
uH(pOPMAIIHIO JUISL | KOJIOHKH)

MoATrOTOBKU aHanuTHueckux | [IpogemoHCcTprpoBaHO
MaTepuaos, KOTOpbIE€ | yMEHHUE oTOUpaTh
MOXHO OYJIET UCIIOIh30BaTh | WH(pOpMAIHIO TSt
JUIsl  HalMCAHWsS  CTaTei, | MOATOTOBKU aHAIMTUYECKHUX
CIICHAPHEB, BEJICHHE | MaTepUaIOB, KOTOPHIE MOYXHO
KOJIOHKH OyZeT  WCIONb30BaTh  JUIA
YMmeer paszpabaThIBaTh | HAITUCAHUS cTaTew,
AHAIUTUYECKUE MaTepHalibl, | CIIEHApPHUEB, BEACHUE KOJIOHKHU
KoTOpele  MOXHO  Oynert | [IpencTaBneH aHaMMTHYECKUI
HCIIOJIb30BaTh JUISL | OTYET

HaITMCaHUs crarTen,

CLIEHAPHEB, BEJICHUE

KOJIOHKH

4. 3. 2 TunoBble OLIEHOYHBIE CPECTBA

Bomnpocs! k 3auety
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. IHTEepHeT Kak cpena [uisl BeIeHUs IPEAIPUHUMATENBCKON JEATENbHOCTH

. Konuenmus MapkeTuHra B3auMOJICHCTBUSA

. @opMBI TPSAMOTO MapKETHUHTa

. OBomroring Web

. IHTepHeT-caliT Kak THCTPYMEHT MapKEeTUHTa

. DTanbl co3aanus BeO-caiita

. Be1bop nomeHHOro uMeHH 1 BeO-caiiTa

. XapaKTeprucTUKa OCHOBHBIX TOMCKOBBIX CUCTEM

. Jlmporenepanusi. OCHOBHBIE MPUHIIUIBI 1 METO/IbI IPUBJICUCHUS KIUEHTOB B
BUPTYaJIBHOU Cpesie

10. ®ponrenn. CynHocTs, 1EIU, BUABI, IPUMEHEHHE.

11. MeTtoap! BHENTHEN ITOMCKOBOUW OIITHUMHU3AIINN

12. ITapTHepckuit MapkeTUHT. CyIIHOCTb, LIETIU, IPUMEHEHHE.

13. YopasieHne MHEHUEM COOOIIECTB B COITUATBHBIX CETSX.

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

15. DnextpoHHbIe MIaTexHble cUcTeMbl. CyIIHOCTb, 11€7I1, BU/bI, IPUMEHEHNE

O 00 1N DN b W=

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 00 1N DN b W=

3agaHue K 3a4eTy
1. Huxe npuBeneHs! Kr04eBble TEPMHUHBI B KOHTEKCTHOM peKilaMe.
CooTHecuTe HAMMEHOBAHHUE TTOKA3aTeNIs ¢ €ro paciIudpoBKOW:
A) CPC
B) CTR
C) CPA
D) ROI
1) [NokazaTenp KIUKAOETHLHOCTH OOBSIBICHHS
2) [lokazarenb OKynaeMOCTH MHBECTHIIMMA
3) Mopaenb omaThl 3a KJIUK
4) [lokazarenb, OTpa)xaroInii CTOMMOCTb 3a JIeUCTBHE

2. [ToaroroBere Matepuan no SEO - ontumusanuu. PacckaxuTe o npenMyIecTBax
U HEJ0CTAaTKaX UCIIOIb30BAHMS.
3. [Ipoananu3upyiiTe 3Tanmbl  CTAHOBJICHHS  JWDKUTAIM3ALMM W CIAETalTe

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

1. The following are key terms in contextual advertising.
Correlate the name of the indicator with its interpretation:
A) CDS

B) CTR

C) CPA
D) ROI

1) Ad clickthrough 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 didgitalization and make a comparative analysis
from the period of emergence to modern technologies

[IIxana oueHnBaHMS.

OneHka 3HaHUM, YMEHUH, HaBBIKOB IPOBOJUTCS HAa OCHOBE OaJIbHO-PEHTUHTOBONM CHUCTEMBI:
30% u3z 100% (umum 30 GammoB u3 100) - BKJIag B HMTOTOBYIO OILIEHKY IO pe3yJibTaTam
POMEKYTOUHON aTTeCTallUH.

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

Bbaniel

Kputepuii oneHku

26-30

OOyuaromuiicss  MMOKa3bIBa€T  BBICOKMH  YpPOBEHb  KOMIIETEHTHOCTH, 3HAHHS
OpPOrpaMMHOT0  MaTepuana, y4eOHOW, MEepHOAMYEecKOH U  MOHOrpadUyYecKoit
JUTEpaTyphl, 3aKOHOJATEJIIbCTBA W MPAKTUKU €ro IPHUMEHEHHs, PacKpbIBaeT He
TOJIbKO OCHOBHbBIE MOHSTHUSA, HO W aHAJIM3UPYET UX C TOYKU 3PEHUS Pa3IHUHBIX
aBTOpOB. OOyYaromuiicss MOKa3bIBAET HE TOJBKO BBICOKHI YPOBEHb TEOPETHUYECKHX
3HaHUW, HO U BUIUT MEXAUCUUIUIMHApPHBIE CcBs3H. [IpodeccuonanbHO, TpamMoOTHO,
IIOCJIE0BATENBHO, XOPOILINUM SI3bIKOM YETKO U3JIaraeT Marepuall, apryMEHTHPOBAaHHO
dbopMynpyeT BbIBOJBL. 3HAE€T B paMKaxX TpPeOOBaHUI K HANpaBICHUIO U MPOQUITIO
IOJIMOTOBKU 3aKOHOJATEIbHO-HOPMAaTUBHYIO U IpakTHYecKyro Oa3y. Ha Bompocsl
OTBEUaeT KPaTKo, apr'yMEHTUPOBAHO, YBEPEHHO, IO CYLIECTBY.

16-25

OOyuatomuiics TNOKa3bIBA€T JIOCTAaTOYHBIM YpPOBEHb KOMIIETEHTHOCTH, 3HAHUS
MaTepHaJIOB 3aHATUH, yUeOHON M METOJUUYECKOW JINTepaTypbl, 3aKOHOJATENbCTBA U
NPaKTUKUA €ro NPUMEHEHHUs. YBEPEeHHO U NPOQeCcCHOHATBHO, TPAMOTHBIM SI3BIKOM,
SCHO, YETKO U TIOHATHO M3JIaraeT COCTOSHUE M CYTh BOIPOCA. 3HAET HOPMATHUBHO-
3aKOHOAATEIbHYI0 M  TpaKTU4YeCKyr0 ©0a3y, HO TIpH OTBETE JOIYCKAaeT
HECYIIECTBEHHbIE MorpemHocTi. O0yyaromuiicsl MoKa3bIBaeT JOCTATOYHbIN ypOBEHb
npodecCHOHaIbHBIX 3HAHUM, CBOOOJHO ONEpUpPYET MOHATUSMH, METOJAMH OICHKH
NPUHATHSA PEUICHUH, HMMEET MPEACTaBICHHE: O MEKIUCHMIUIMHAPHBIX CBS3SX,
YBS3bIBAE€T 3HAHUS, IOJYUYEHHBbIE INPU HM3YyUYEHUU PA3IUYHBIX AUCLUUIUIMH, YMEET
AQHAJIN3UPOBATh NMPAKTUYECKUE CUTYyallMd, HO JOITyCKAaeT HEKOTOPBIE MOIPEHIHOCTH.
OTBeT MOCTPOEH JIOTUYHO, MAaTEpPHaJl M3J1aracTcsi XOPOIIUM SI3bIKOM, MpPHUBIIEKAETCS
UHQOPMATUBHBIH M WUIIOCTPUPOBAHHBIM MaTepHuaj, HO IpU OTBETE JIOIYyCKaeT,
HEKOTOpPbIE NOTPEeIIHOCTH. BONpock! HE BBI3BIBAIOT CYIIECTBEHHBIX 3aTPYIHEHH.

6-15

OOyyaronuiics MOKa3bIBAET JOCTATOYHBIE 3HAHUS MaTEpUANIOB 3aHSATUH, HO MpH
OTBETE OTCYTCTBYET JOJIKHAsI CBA3b MEXAY aHAJIU30M, apryMEeHTaluel U BbIBOJAMHU.
Ha nocraBieHHble 4i€eHAMH KOMHCCHUU BOIPOCHI OTBEUAET HEYBEPEHHO, JOIMYCKAET,
norpemHocTd. OOyvaromuiics BIaJeeT NPAKTUUECKUMU HaBbIKAMH, IPUBJIECKAET
WUTIOCTPATUBHBI MaTepuall, HO 4YYBCTBYET ce0Os HEYBEpPEHHO TMpHU aHallu3e
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MEXIUCIUIUIMHAPHBIX CBsi3el. B oTBeTe He Bcerga MPUCYTCTBYET JIOTHKA,
apryMeHTbl TPUBJIEKAIOTCA HEIOCTaTOYHO Beckue. Ha mocTaBieHHBIE BOIPOCH
3aTPYIHSAETCS C OTBETAMHU, MMOKA3bIBAET HEJIOCTATOYHO TTTyOOKHE 3HAHMUSL.

0-5 OOyJarommiicsi TMOKa3bIBae€T cJIadble 3HAHUS MaTEPHAIOB 3aHATHHA, Yy4eOHOM
JUTEPATYPhl, 3aKOHOJATEIbCTBA W NPAKTUKU €ro NPUMEHEHUs, HU3KUM YPOBEHBb
KOMIIETEHTHOCTH, HEYBEpEHHOE M3JIoKeHHEe Borpoca. OOydarolmuiicss MOKa3bIBaeT
cmalblii  ypoBeHb MPO(ECCHOHANBHBIX 3HAHWMA, 3aTPYIAHSICTCS TPH  aHAIN3E
MpaKTHYECKUX cuTyauuid. He MoxeT mpuBecTH HpuUMepbl U3 PEabHOM MPAaKTHUKH.
HeyBepeHHO 1 JOrM4ecKd HENOCHEAO0BATENbHO M3j1araeT Marepuain. HempaBuibHO
OTBEUAET Ha BOIIPOCHI MJIU 3aTPYAHSIETCSI C OTBETOM.

[Ikana mepeBosia U3 MHOTOOAIIIBHOM CHCTEMBI B TPAAUIIHOHHYIO:

- o0yuaroniemMycsl BBICTABJISIETCS OLIEHKA «HE 3auTeHO» eciu oOyuarouuiicss HaOpan meHee 50
0amios,

- OLIEHKA «3a4YTE€HO» BBICTABIISIETCS NPU YCIOBHUH, ecii oOydaronmiics Habpanx ot 50 go 100
0aIoB;

100 GanymoB BBICTABISIETCS TNPH YCIOBHM BBITIOJHEHUS BCEX TpeOOBaHWM, a Takxke MpU
00s53aTeIbHOM TIPOSIBIIGHMH TBOPYECKOTO OTHOIICHHWS K MPEAMETY, YMEHHH HaXOAWTh
OpUTHHAIIbHBIC, HE COJepKallecs B yU4eOHHWKaX OTBETHI, YMEHHU pabOTaTh C MCTOYHHKAMH,
KOTOpBIE COJEp)KaTCs JIOTOJNHUTEIBHON JHUTEpaType K Kypcy, YMEHHH COCIHHSATH 3HAHWS,
MOJTyYCHHBIE B JAHHOM KypCe CO 3HAaHMSAMU APYTUX JUCITUTITHH.

4. 4. MeToauuecKkue MaTepuaibl

CryaeHT AomycKaeTrcsl K 3a4eTy 0 JUCHUIUIMHE B CIydae BBIMOJHEHUS UM BCEX 3aJaHUU U
MEPOTPUATHHA, PEIYCMOTPEHHBIX ITPOTPAMMOM TUCIIUILIAHEI.

CryneHTy HEOOXOIMMO BHHMATEIHHO M3YyYHUTh U OCMBICIUTH MAaTEPHAlbl BOIPOCOB K 3a4eTy,
MIPEACTABJICHHBIC B PEKOMEHIOBAHHBIX y4eOHUKaX M Apyrux ucroynukax (HMuTepHeT-pecypcsl,
HAay4YHO-METOJAMYECKUE JKypHaibl W 1p.). CTpyKTYypuUpOBaThb TEOPETHUUECKUN MaTepHall,
COCTaBUTh IUIaH €T0 MPECTABICHUS.

OTBeT Ha BOIPOC U PEIIEHUE MPAKTUYECKOTr0 3aJaHusl BAXKHO M3JIaraTh ¢ MO3ULIUK 3HAYCHUS JJIs
po)eCCHOHANIBHON JIeSITeNIbHOCTH. [Ipr 3TOM BaKHO MMOKa3aTh 3HAHHWE HE TOJIBKO TEOPUHU
BOIIPOCA, HO ¥ MPAKTUUYECKOE TPUMEHEHHE.

Pesynbrar mo cmaue 3adyera OOBSABISICTCS CTYACHTAaM W BHOCHTCS B JK3aMEHAIMOHHYIO
BEJIOMOCTH M 3a4ETHYIO KHUXKKY. «He 3auTeHo» mpocTaBiseTcs B BEOMOCTH.

5. Meroauyeckue ykazaHusi 1Jisl 00y4aIOIIHXCS 110 OCBOEHUIO THCIIUIITHHBI

VYCTHBI Ompoc sBisieTCS OJHHMM M3 OCHOBHBIX CIIOCOOOB IIPOBEPKU YCBOGHHUSI 3HAHHIA
oOydatomumucs. Pa3BepHyTBIi OTBET CTYACHTA JIOJDKEH MPEICTaBIsITh COOOW CBSI3HOE,
JIOTUYECKH TOCJeI0BaTeNIbHOe COOOLICHHE Ha OMPECNIEHHYI0 TeMy, IOKa3blBaThb €ro yMEHUE
MPUMEHSATh ONPEJCIICHUs, TpPaBUia B KOHKPETHBIX ciiydasx. OCHOBHBIC KPUTEPUU OIICHKH
YCTHOTO OTBETa: MPaBUIBHOCTh OTBETA IO COJIEP)KAHUIO; MOJHOTA U IIyOMHA OTBETa; JIOTHKa
W3TIOKEHUsT Marepuasia (Y4UTBIBAETCS YMEHHE CTPOUTh IIETOCTHBIM, TOCIEI0BATEIbHBIN
paccka3, TpaMOTHO  TIOJb30BaThCS  CHELMAIbHOW  TEPMHHOJIOTHEH);  HCHOJIb30BaHUE
JIOTIOJTHUTEIPHOTO MaTepuraa.

OOyyaromuiics MOXET CaMOCTOSTEIbHO BBIOpaTh TeMmy pedepara H3 NPEITOKEHHBIX,
MOATOTOBUTH pedepaT M 3alUTUTH €ro Ha 3aHSATHU COOTBETCTBYIONIEH Tematuku. Pedepar
JEMOHCTPUPYET YriyOJeHHOE HW3Yy4YeHHE JUCUUIUIMHBI, CIIOCOOCTBYET Ppa3BUTHIO HAaBBIKOB
CaMOCTOSITEIILHOU pabOThI € JINTEPATyPHBIMU UCTOUHUKAMM.

Memoouueckue ykazaHus no camocmoamenbHol N0020MosKe K 3aHAMUAM NPAKMULECK020
(cemunapckoeo) muna:

[TonroroBka K 3aHATUSM JOJDKHA HOCHUTh CHCTEMaTHYECKHHM XapakTep. OTO MO3BOJIUT
oOydJaromeMycsi B TOJHOM OOBEME BBIOJHUTH BCE TPeOOBaHUS  MPETOJaBaTEls.
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OOyuaronmMes peKOMEH/IyeTcsl U3ydaTh KaKk OCHOBHYIO, TaK U JIOTIOJHUTENIBHYIO JTUTEpaTypy, a
TaK)Xe 3HAKOMHTHCS ¢ VIHTEepHeT-uCTOYHHKaMH (CIMCOK MPHUBEJCH B pabodeil mporpamme Mo
JACIUTUTMHE).
Bonpocul ona camocmosmenvrou noocomosku (camonposepxu):

1. YnpaBieHnue MHEHHEM COOOIIECTB B COLUAIBHBIX CETSX.

2. NnrepHer-mara3unbl. CyniHOCTb, €U, TUIIBI, IPUMEHEHUE.

3. DnekTpoHHbIE MIaTeXHble cucTeMbl. CYIIHOCTb, 1IENTU, BUJIbI, TIPUMEHEHUE

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 00K1a008:

[ToaroroBka 0Oy4aromMXCs K ONPOCY MpeNnojiaraeT U3yuyeHHEe B COOTBETCTBUU C TEMAaTHKOU
JTUCIUTITUHBI OCHOBHOW/ TOTIOTHUTEIBHON JINTEPATYPhl, HOPMATUBHBIX IOKYMEHTOB, HHTEPHET-
peCypcoB.

OOyuaromuiicss TOTOBUT JOKJIaJ B (popMe YCTHOTO BBICTYIUICHHUS 10 TeMe JUCLUUIUIMHBI TEepes
JIPYTUMU 00yUYaIOITMHUCS.

[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/Ieibl JOKIA/1a.

3. 3akiroueHue:

— TMPUBOJIATCS OCHOBHBIE PE3YyJIbTAThl U CYXKACHHMS aBTOpa MO MOBOJAY NYTEeH BO3MOXKHOTO
peIIeHus] PaCCMOTPEHHOM MPoOIeMbl, KOTOPbIE MOTYT OBITH OOPMIIEHBI B BHJI€ PEKOMEHIAIIHIA.

Memoouueckue pexomenoayuu no nanucanuro pegpepama:

Pedepar sBrseTcs caMOCTOATENBHONW MpakTHUecKo paboroil oOyuwatomuxcs. OH mnpu3BaH
OTIPENICNIUTh CTENICHh OCBOCHHS CTYACHTOM 3HAHWW M HABBIKOB, IOJIyYEHHBIX UM B TIpoOIlecCe
U3yUYeHUs! TUCIUIUIUHBL.

TexcT paboThl HOKEH OBITH HamMcaH B HaAydyHOM cTuiie. OdopmieHre TeKcTa Takke JOHKHO
OBbITH BBIIOJIHEHO rpaMoTHO. CriemyeT n30erath MycThIX MPOCTPAHCTB U, TeM OoJiee, CTPaHMII.
Ha Bce Ta0nuIbl, pUCYHKH U AHAarpaMMBbI JICTAl0TCS CCHUIKH B TEKCTE.

Pabota 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, HmwxHee 2,0 cM, neBoe 3 cm, mpaBoe 1 cMm. IIpomexyTku mexnay
ab3alaMu OTCYTCTBYIOT. BBejeHue, I1aBbl, 3aKII0YEHUE, CIHCOK JUTEPATyphl U MPUIOKESHUS
(bopMaTHPYIOTCS KaK 3arojOBKH MEPBOTO YPOBHS M HAYWHAIOTCS KaXKIBIH C HOBOM CTPAaHUIIBL.
[Toapasnensl r1aB ¢ HOBOM CTPAaHUIIBI HE HAUMHAIOTCH.

CHOCKM [IeNaroTCcsl BHHM3Y CTpaHMIBL. TaONHIbI U PUCYHKH HYMEpYIOTCS OTAeiabHo. Homep
BKJIIOYAeT HOMEp TJIaBbl 1 HOMEP pUCYHKa/TabIMIIbI B TAHHOM I1aBe.

CrpaHunpl paboOTH JIOJDKHBI OBITH TIPOHYMEpPOBaHBL. HyMmeparuss HadMHAETCsT CO CTPAHHIBI C
OTJIaBJICHHEM, Ha KOTOPOH CTaBUTCS LUPpa «2» u Aanee — 1o nopsaaky. OKoHYaHue HyMepaluuu
NPUXOANTCS HA TOCIEIHUI JHMCT CIUCKa JHUTEparypsl. Homep cTaBUTCS BHH3Y CTPaHUIIBI
cnpaBa. Ha cTpaHuMIax ¢ NpUIOXKEHUSAMHU HOMEpa HE CTaBsTCA, U B OIJIaBJICHHME OHHU HE
BBIHOCSITCS. B OTJIaBICHNH yKa3bIBaeTCsl TOIBKO HOMEP MEPBOTO JINCTA MIEPBOTO MPHIIOKEHHSL.
O6bem pedepara 7-15 cTp.
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6. YueOHas 1uTepatypa u pecypcbl HH(POPMAIHOHHO-TEJIeKOMMYHHKANMOHHOM CeTH
"HHTepHeT", BKIIOYAA NlepedYeHb Y1eOHO-MeTOAMYECKOro odecneyeHust 1JIs1
CAMOCTOSITEIbHOM PadoThI 00y4ar0IMXCsl 10 JUCHUIITHHE
6. 1. OcHoBHas1 IUTEpaTypa
1. Wnrepner-mapketunr u didgital-ctpareruu. [Ipunuuns! 3¢ pekTHBHOr0 MCHONb30BaAHUS
yue6. mocobue //HoBocub. roc. yH-T, Kommanus «MuTencud». — HoBocubupck : PUILL
HI'V, 2015.-327 ¢

6. 2. lonoJiHUTe IbHAA JIUTEpPaTypa
1. Pobept Poy3, Ixo [lymuuuu Ynpasnenue koHteHT-mapketunrom // CMIBooks. - M. :
Mann, UBanos, ®epbep, 2011. - 240 c.
https://www. mann-ivanov-ferber. ru/books/paperbook/managing-content-marketing/
2. B. Yan Kum, Pene MoGopuCrpaterus roiay6oro okeana- M. : HIPPO. 2005-272 chttps://
www. mann-ivanov-ferber. ru/books/paperbook/blueoceanstrategy/

6. 3. YueOHO-MeTOAMYECKOE 00ecIIeYeHHEe CAMOCTOATEIbHOM padoThI
1. Mozenb MO3MIMOHHOTO OOYyYEHHUS CTYJICHTOB [DIEKTPOHHBIM pecypc]: TeopeTndyeckue
OoCHOBBI W Meroauueckue pekomeHmammu/ M. b. llusu [m mp. ]. — DAEKTpOH. TEKCTOBBIC
JaHHble. — M. : MOCKOBCKHUI rOpoACKO# negaroruyeckuii yuusepceurer, 2012, — 152 ¢. —
Pexxum nmoctyma: http://www. iprbookshop. ru. ezproxy. ranepa. ru:3561/27375. html. — 3bC
«IPRbooks»
2. OO6pa3oBarenbHble THHOBALIMU U MPAKTUKHU Kapbephl : COOPHUK METOAMYECKUX MaTepHalioB
u crateil / PAHXul'C npu IIpesunente P®. - M. : Jleno, 2015. - 192 c.
3. Ilcuxonoruss amanTanuu W comnuanbHas cpena. COBpPEeMEHHBIC TOJIXOJbI, MPOOJIEMEI,
nepcrekTuBbl [ DnekTponHslit pecype]/ JI. I'. Qukas [u mp. ]. — DIEKTPOH. TEKCTOBBIC JTaHHBIC.
— M. : Ilep Co, 2007. — 624 ¢. — Pexxum pocrtyna: http://www. iprbookshop. ru. ezproxy.
ranepa. ru:3561/7431. html. — 3BC «IPRbooks»
4. CouunanbHO-IICUXOJIOTUYECKHE AacleKkThl (HOpPMUPOBaHMS KyJIbTYphl camMooOydaromiencs
opranmzaiuu / A. 1. Hukonaes [u ap. | / Bonpocsl nicuxonoruu. - 2014. - Ne 6. - C. 44-52.

6. 4. HopmaTuBHbIe IPAaBOBbIE JOKYMEHTHI (B XPOHOJIOTHYE€CKOM MOPsIKe)

1. KonBennust o mpectynHoctu B chepe kommbpioTepHoi mHpopmanmu ETS N 185, 23
HOs0ps 2001 rona.

2. KonBennust 06 obecrnieueHUN MeEXIyHApOJIHOW HH(MOpMAaMOHHOW Oe3omacHOCTH, 22
cents6ps 2011 roga.

3. KonBennuss 00 wuHGOpPMAaMOHHOM U TPaBOBOM COTPYIHHYECTBE, KacarolleMCs
«MHpopManoHHBIX 001IeCTBEHHBIX yciyr», 04 okTsa6ps 2001 roza.

4. ®enepanbHblil 3akoH "O6 uMHpOpMaK, UHOOPMAILIMOHHBIX TEXHOJIOTHUAX M O 3alUTe

uHpopmanuu" ot 27. 07. 2006 N 149-03 (mocneanss peaaxiys).

6. 5. UnTepHeT-pecypcesbl
WNudopmanmonno-npasosas 6a3a "Koncynsrant [Lmtoc" — http:/www. consultant. ru
WNudopmanmonno-mnpasosas 6aza "["apant Cepsuc" — http://www. garant. ru
Opraam3anus O0venquHenHbIx Hammii — http://www. un. org/russian/
CaiiT MunucTepcTBa HHOCTpaHHbIX jAed PO - http:/www. mid. ru
http://www. government. gov. ru — Odunuansusrii caiit [IpaButensctBa PO.
Poccuiickas rasera - http:/ www. rg. ru/
Kypnan «Poccus B rmobansHON nonutuke»http:/www. globalaffairs. ru/
Kypnan «MexayHapoanas xkxu3Hb»http://www. interaffairs. ru/
Kypunan ®opyma rnobanbHoi mnonutuku (GlobalPolicyForum)http://www. globalpolicy.

org/
10. lemaptameHT HH()OPMALIMOHHBIX TEXHOJOTUI Topoaa Mocksbl https://www. mos. ru/dit/
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http://www.un.org/russian/
https://www.mann-ivanov-ferber.ru/books/paperbook/managing-content-marketing/
https://www.mann-ivanov-ferber.ru/books/paperbook/blueoceanstrategy/
https://www.mann-ivanov-ferber.ru/books/paperbook/blueoceanstrategy/

6. 6. InblencTOYHNKH
1. Paiten/[pmuen, Jxxonc KenBun Kparkuit kypc umHTepHer-Mapkerunra - M. : [IIKMMB,
2013. — 320 c. https://www. ozon. ru/context/detail/id/19508462/
2. [Teppu Mapmran u bpaitan TognKonTekcTHas pexinama, kKotopast padoraet. - M. : MaHH,
HBanoB, ®epbep, 2014. — 464c. https://www. ozon. ru/context/detail/id/26411731/
3. Mapa OitnmrelinKondeccus, umnepus, Pexnama non npukpsitueM. HatuBHas pexiama,
KOHTEHT-MapKETUHT U TalHBIA MHUp NMPOJABMKEHUS B uHTepHeTe. — M. : Anbnuna [Tabmumep,
2017. — 300 c. https://www. ozon. ru/context/detail/id/140129645/

7. MaTepuajbHO-TeXHHYecKasi 0a3a, MHPOPMAIMOHHBIE TEXHOJOTHH, TPOTPaAaMMHOe
obecneyeHue U HHGOPMAIMOHHBIE CTIPABOYHbIE CHCTEMbI

Jnst mpoBedeHHs 3aHATHH 10 JUCIUIUIMHE HEOOXOAMMO CIIEAyIOIee MaTepuaibHO-
TEXHUYeCKoe olecrieueHHue: y4yeOHbIe ayAWTOPHM MAJIS MPOBEICHUS 3aHATUH CEMUHAPCKOTO
THUIA, TPYIIIOBBIX U MHIMBHUIYaTbHBIX KOHCYJBTAIMHA, TEKYIIETO KOHTPOJIS M MPOMEKYTOUHON
aTTeCTalluH, IIOMEICHUS [l CAMOCTOSTEIbHON pabOTHI.
[Tporpammuoe obecnieuenue: Microsoft Windows 10 LTSB 1607, Microsoft Office Professional
2016.
WNndpopmanmonnsie crpaBounble cuctembl: Hayunas 6ubmmoreka PAHXul'C. URL: http:/lib.
ranepa. ru/; Hayunas snektponHast Oubnmoreka eLibrary. ru. URL: http:/elibrary. ru/defaultx.
asp; HamwmonanpHast oanektponHas OuOmmoreka. URL: www. nns. ru; Poccuiickas
rocynapctBeHHas Oubnanoreka. URL: www. rsl. ru; Poccuiickas HainpoHanpHast OuOIuoOTEKa.
URL: www. nnir. ru; Dnextpornas o6ubmuotexka Grebennikon. URL: http://grebennikon. ru/;
OnexkTpoHHO-0MOIMOTeuHast cucrema W3natensctBa «Jlamb». URL: http://e. lanbook. com;
DnekTpoHHo-6ubIHOTeHas cuctema FOPAIT. URL: http://www. biblio-online. ru/.
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