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38.03.02 MeHemKMEeHT, HanpaBiIeHHOCTh (Tipoduib) "MapkeTur"
Pabouas nmporpamma ANCHUTUTUHEL

Huctunnuna: @TJ[.07 Marketing

dopma oOyueHus1: OuHast, 3a04Hast, OYHO-3a0UHasI

Pa3paborana myis mpuema 2023/2024 yuedbHoro rona

1. lean 1 3aaa4 JUCHUILIHHBI:

Ue]lb 0CB60€HUA Oucuunﬂunbl:

MOJIy4eHHE 3HAHWK W (POPMUPOBAHME YMEHHH W HAaBBIKOB HCIOJIB30BAaHUS B TMPAKTHUECKON
NesITeIbHOCTH OpraHu3aluii nHGOopMaIuy, NOTYYSHHYIO B PE3YJIbTaTe MApKETHHIOBBIX MCCIICOBAaHUN
U CTIOCOOHOCTH y4acTBOBATh B pa3padOTKe MapKETHHIOBOM CTpaTeruy OpraHu3alni, IJIaHUPOBAHUS U
OCYILECTBIICHUs MEPOIIPUATUH, HAIIPABICHHBIX HA €€ PEaIu3alHuIo.

3aoauu oucyunaumsl:

-YCBOCHHC OCHOBHBIX IIOHSTHH B 001aCTH MAapKCTHUHTA,

-pa3BUTHUC HABBIKOB, HeO6XOJII/IMI)IX JUIA  BBIABJIICHUA, q)OpMI/IpOBaHI/IH U YIOBJICTBOPCHHC
MOTpeOHOCTEH;

-CbOpMI/IpOBaHI/IC HaBBIKOB, HeO6XO}II/IMBIX IJI1 OpraHu3anuu  IMMPOBEACHHUA MApPKCTHHITOBBIX
HCCHGHOB&HHﬁI c6opa, XpaHCHUA, O6pa6OTKI/I, aHaJIn3a U OLICHKa MapKeTHHFOBOﬁ I/IH(I)OpMaI_[I/II/I;

-(popMUpOBaHUE HABBIKOB, HEOOXOJUMBIX JJIsl pa3pabOTKU U BHEIPEHUS KOMIUIEKCA MAPKETUHTa,
B T.4. MHTCTPUPOBAHHBIX MAPKCTUHIOBBIX KOMMyHHKaHHfI;

-npuoOpeTeHre yMeHuil U (OpMUPOBAHHE HABBIKOB, HEOOXOMUMBIX U aHalU3a U OLEHKU
MapKeTHHTOBOﬁ ACATCIIBHOCTH 110 pa3pa60TI<e CTPATCTUU U TAKTUKU MApPKETUHI'a OPTraHU3alnH.

2. IlepeyeHb IUIAaHHMPYEMBIX pPe3yJbTaTOB O0y4eHHs] MO JUCHHUIUINHE, COOTHECEHHBIX ¢
IUIAHMPYEMBbIMHU pe3yJ1bTaTaMH 0CBOEHHsI 00pa30BaTe/IbHON MPOrpaMMbl BbICIIEro 00pa3oBaHUA

Ilnanupyembie
pe3yJIbTaThl I
JIaHHpYyeMble pe3yabTaThl 00yuyenus no OII BO
ocoenusi OI1 BO Py pesy Y . Ipumeuanue
(MHAUKATOPHI AOCTHKEHHUST KOMIIETEHIIN )
(xox 1 comepkaHue
KOMTIeTeHIHii)
[K-1 Cmocoben | I1IK-1.1  3maer  HopmaruBHBIE  mpaBoBble  akThl, | 08.035
OCYIIECTBIAThH MOUCK, | PEeryIHpYIOIINe MAPKETHHTOBYIO 1ESTEIFHOCTB. IIpodeccronansHbI

cbop, xpaHenue, 00paboTky | IIK-1.2 VYmeer npuMeHAThL MeTOAbI cOOpa, CpeacTBa | CTaHAApT «MapKeToaor»
U OUECHKY IIEPBUYHOM M | XpaHEeHHs U 00pabOTKH MAapKETHHIOBOI MH(MOpPMAIMHU IS
BTOPUYHON MapKETHHIOBOH | mpoBemeHus MapKETHHTOBOTO HCCIIEJOBaHNUS;
uHpOpPMALUU CHUCTEeMaTU3UpOBaTh W 0000mars Oonbiiue 00BEMBI
NEepBUYHOI U BTOPUYHOM MapKETHHIOBOM MHOpMALIUH.
[IK-1.3 CrocoGeH ocCymecTBIsATh MOUCK IEPBUYHON U
BTOPHUYHON MapKETHHIOBOM MH(OpPMAILUH, MIIaHUPOBATh U
OpraHM30BBIBATH COOpP, XpaHEHWE, CUCTEMATH3ALUI0 U
00001ieHre OoNbIINX 00beMOB UH(OpPMAIMH, OLIEHUBATH
NEePBUYHYIO M BTOPHYHYIO MapKETHHTOBYIO MH(pOPMAIIUIO;
00pabaTbIBaTh MOJy4YEeHHBIE JaHHBIE C TOMOIIBIO METOJIOB
MaTreMaTHYeCKOW CTaTUCTHKH.

IInanupyemele pe3yabTarsl o0ydenust no OI BO
(MHIMKATOPbI JOCTHKEHUsI KOMIIETEeHIN i)
IIK-1.1. 3Haer HOpPMAaTHUBHBIE TMPABOBBIE  aKThl, | 3HATh HOPMATHUBHO-IIPABOBHIE AKTHI, PETYIUPYIOIIUE Map-

IInanupyemeble pe3yJibTaThl 00y4eHHUsI 0 AUCHUILINHE

PErYIUPYIOIHUC MAPKECTUHTOBYIO JACATCIBHOCTD. KCTUHI'OBYIO NCATCIIbHOCTb OpraHu3alu

IIK-1.2. Ymeer mnpuMeHSATH METOAbI cOOpa, CpeAcTBa | YMETh HCIOIBh30BaTh METOILI COOpa, CPEACTBA XPaHEHHS
XpaHeHHs U 00pabOTKH MapKEeTUHTOBOW MHpOpMALIUK U | U 00paboTku MapKETUHIOBON nuHpopmaruu,
IMPpOBEACHUA MAapKETUHTOBOT'O HUCCICAOBAHMUA, CUCTEMATU3UPOBATDH u 0606H18.TI) MapKETUHTOBYIO

cUcTeMaru3upoBatb M 0000mare Oonbuie 00beMbl | HHGOPMAIHIO
MIEpPBUYHON ¥ BTOPHYHOIM MapKeTHHIOBOW MH(pOPMAIIHH.
[1K-1.3. CnocobeH oCylIECTBIATh MOMCK MepBUYHON M | OCyHIecTBISATh MOUCK MAapKETHHTOBOW HH(MOpMAaIHy,
BTOPUYHON MapKeTUHIOBOM MH(OpMAIUH, IUIAHKPOBAaTh U | IJIAHUPOBAaTh W OpPraHU30BbIBATh cOOp u 00paboTKy
OpPraHM30BBIBATH COOpP, XpaHEHHE, CUCTEMATH3aLMI0 U | OOJBIIMX 00beMOB nHpopMaLuu, OLICHHUBATh
000011ieHre OoNpIMX 00beMOB MH(OPMAIMY, OLEHNUBATh | MAapKETHHTOBYIO nH}pOp-MaIHmIo; o0pabarbIBaTh
MIEPBUYHYIO U BTOPHYHYIO MapKETUHIOBYIO MH(OPMAIIHIO; | TOJIyYeHHBIC JaHHBIE

00pabaTbIBaTh MOJIy4YEHHbIE JJAHHBIE C TTOMOIIBIO0 METOI0B
MaTeMaTHYeCKON CTaTHCTHKH.




38.03.02 MeHemKMEeHT, HanpaBiIeHHOCTh (Tipoduib) "MapkeTur"
PaGovas mporpamMmMa AUCIUIITHHEI
Huctunnuna: @TJ[.07 Marketing
®dopma 00yueHHsl: OuHasl, 3a04Has, O4YHO-3a0UHasI

Pa3paborana myis mpuema 2023/2024 yuedbHoro rona

3. Conepxanue, 00beM JUCUMILIMHBI M (POPMBI IPOBEICHUSA 3aHATHI

N O1eHOYHbBIE CPEICTBA TEKYLIEr0 KOHTPOJIsI
u /fI HanmeHoBaHnne TeMbl AU CHHUIIJINHBI KomnereHun 3HATD YMETbH BJIAJETH
IK-1.1 IK-1.2 IK-1.3

1 | Marketing as a science and academic | IIK-1 TectupoBanme | Joxman, 3amanus
discipline / MapkeTuHr kak Hayka U ydeOHas Nel (10) cooOrieHue/ TBOPYECKOTO
JUCLUIUIMHA Pedepar Nel | ypoBas  Nel

(10) 20)

2 | Basic concepts of marketing / OcnoBabie | TIK-1 TectupoBanme | Jloxan, 3ananus

MOHSTHSI MAPKETHHIA Nel (10) cooOreHue/ TBOPYECKOTO
Pepepar  Nel | ypoBus ~ Nel
(10) (20)

3 | Marketing system, main objects, and sub- | IIK-1 TectupoBanne | CobecemoBanue, | 3amaHus
jects / MapkeTHHIOBasi CHCTeMa, OCHOBHBIC Nel (10) orpoc/ TBOPYECKOTO
OOBEKTHI U CyOBEKTHI KonTponpHas ypoBHS  Nel

pabota Nel (10) | (20)

4 | Marketing information and marketing in- | IIK-1 TectupoBanne | CobecenoBanue, | 3amaHus
formation system / MapkeTHHIOBas WH- Nel (10) ompoc/ TBOPYECKOTO
dopMaruss ¥ MapkeTHHroBas HH(OpPMaIH- KonTponpHas ypoBHS  Nel
OHHasl chcTeMa pabora Nel (10) | (20)

5 | Segmentation and positioning / Cermentu- | TIK-1 TectupoBanme | Jloxman, JlenoBas u
pOBaHME U TTO3UITMOHUPOBAHNE No2 (10) coobmuieHue/ (wu) ponesas

Pepepar ~ No2 | wmrpa/Keiic-
(10) 3amaya Nel
20)
6 | Commodity policy / ToBapHas mosuTHKa TIK-1 TecrtupoBanue | Jokman, JenoBas u
Ne2 (10) coobmieHue/ (wu) poneras
Pepepar  No2 | wmrpa/Keiic-
(10) 3amaya Nel
(20)
7 | Pricing policy / LleHoBas nonuTrka IK-1 TectupoBanue | Cobecenosanue, | Jlemopas u
Ne2 (10) orpoc/ (unu) poneas
KonTponbHas urpa/Keiic-
pabota Ne2 (10) | 3amaga Nel
(20)
KosnuecTBo 6asioB (100 6as10B): 100

Cozep:xaHue y4eOHOro MaTepuaJa, JJabopaTtopHbie padoThl M NPAKTHYECKUE 3aHATHSI, KypcoBas padora

Tema 1: Marketing as a science and academic discipline / MapkeTuHT Kak HayKa U ydeOHasi TUCIIAIUIMHA

MapkeTHHT Kak HayKa ¥ y4eOHast aucuuininHa Llenn, 3agaun 1 npeaMeT IUCHUILIMHBL MapKeTHHT. [ToHsTHe MapkeTHHTa
U HCTOpHS €ro BO3HMKHOBeHMA. Koumenuuum wmapkernHra. OyHkium MapkeTuHra. Bumael Mmapkerusra. Pomib
MapKETHHIOBOW JeITEIBHOCTH Ha npeanpustuu./Goals, objectives, and subject of the discipline marketing. The concept
of marketing and the history of its origin. Marketing concepts. Marketing functions. Types of marketing. The role of
marketing activities in the enterprise

IIpakTHyeckne 3aHATHSI/CAMOCTOSATEIbHAsA padoTa:

MapkeTHHT Kak Hayka u ydeOHas nucunmunaa/Marketing as a science and academic discipline

JlabopaTopHas padora: -

Tema 2: Basic concepts of marketing / OCHOBHBIE TIOHATHS MapKETHHTa

Hyxna n norpebHOCTB, crpoc, ToBap, oOMeH, cnenka, poiHOK. /Need and need, demand, commodity, exchange,
transaction, market.

IIpakTHyeckue 3aHATHSI/CAMOCTOATEIbHAsA padoTa:

OcHoBHBIC TIOHATHA MapkeTHHTa/Basic concepts of marketing

JlaGopaTopHas padoTa: -

Tema 3: Marketing system, main objects, and sub-jects / MapkeTnHroBast cicreMa, OCHOBHbIE OOBEKTHI M CyOBEKTHI
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PaGovas mporpamMmMa AUCIUIITHHEI

Huctunnuna: @TJ[.07 Marketing

®dopma 00yueHHsl: OuHasl, 3a04Has, O4YHO-3a0UHasI

Paspaborana myis mpuema 2023/2024 yuebHOr0 rona

Cojep:xaHue y4eOHOro MaTepuaJa, JJadopaTtopHbie padoThl U NPAKTHYECKUE 3aHIATHSI, KypcoBas padora

[ToHsiTHE MapKeTHHIOBOW Cpeibl, €¢ KOMIIOHEHTHI. (DakTopsl Makpocpe[bl: IKOHOMHUYECKHE, IMOJIUTHKO-TIPABOBEIC,
COLMAJIbHBIE, DKOJOTHYECKUe, TexHoyornyeckne. MakTopbl MUKPOCPEABL: MOCTaBIIMKH, KOHKYPEHTBI, NpeNNpUsThe,
MIOCPEHUKH, TOTpeduTenH, KoHTakTHbIe aynutopun. STEP-ananu3, SWOT-ananu3. PazpaboTka KoMIIIekca MapKeTHHra
Ha TIpENpHATHH: TOBap, lleHa, pacnpenesieHne W mnpoxasrwkeHue./The concept of the marketing environment, its
components. Macro-environment factors: economic, political and legal, social, environmental, technological.
Microenvironment factors: suppliers, competitors, enterprise, intermediar-ies, consumers, contact audiences. STEP
analysis, SWOT analysis. Development of a marketing package at the en-terprise: product, price, distribution, and
promotion.

IIpakTuyeckue 3aHATHSI/CAaMOCTOsATeIbHAs1 padoTa:

MapkeTHHTOBasi CHCTeMa, OCHOBHBIE 00BEKTHI U CyOBekTh/Marketing system, main objects, and subjects
JladopaTopHas padora: -

Tema 4: Marketing information and marketing in-formation system / MapketnHroBas MH-hopManys ¥ MapKETHHTOBas
nH(pOpMaLN-OHHAS CUCTEMa

IToHsiTHE MapKETHHIOBBIX HMCCIECAOBaHMH M MX OCHOBHbIE HampasieHus. [Ipolenypa MapKeTHHIOBBIX HCCIIEIOBaHHUH.
Buabl MapKeTHHTOBBIX HcclieqoBaHuiA. Metonsl coopa mHbopmanuu. Habmonenue, omnpoc, dKCIepUMEHT. TeXHUKU
ompoca (aHKETHpOBaHHE, OKCIEPTHOC WHTEPBHIOMPOBAHME, MAHEIBHOE HCCIIENOBaHNe, (GOKYC-TPYIIbl). Buas
9KCIIepUMEHTOB. MapkeTrHrosast nHpopManronHas cucteMa./ The concept of marketing research and its main directions.
Marketing research procedure. Types of marketing re-search. Methods of collecting information. Observation, survey,
experiment. Survey techniques (questionnaires, expert interviewing, panel research, focus groups). Types of experiments.
Marketing information system.

IIpakTHyeckne 3aHATHS/CAMOCTOATEIbHAs padoTa:

MapkeTnarOBass MHQOpMAIs W MapKeTWHTOBas WH(popMmanmoHHas cucrema/Marketing information and marketing
information system

JlaGopaTopHasi padoTa: -

Tema 5: Segmentation and positioning / CerMeHTH-pOBaHHE W NO3UIIMOHNPOBAHHUE

Crparernu oxBara pbIHKA, MOHATHE CEIMEHTHPOBaHME, NPHU3HAKKA CEerMEHTalHu. [Ipomecc BHIOOpa LENEeBBIX CETMEH-
ToB. [lo3nMOHMpOBaHHE TOBapa: MMOHATHE, HA3HAYCHHE, KPHTEPHU ITO3HLHOHUPOBaHUs. Kapra Mo3HIHOHUPOBaHUS H
XapakTepucTUKu ais ee mocrpoeHms./Market coverage strategies, the concept of segmentation, signs of segmentation.
The process of selecting target seg-ments. Product positioning: concept, purpose, positioning criteria. The positioning
map and the characteristics for its construction.

IIpakTHyecKkue 3aHATHSI/caMOCTOsITeJIbHAs padora:

CerMeHTHpOBaHME U NO3UIMOHUpOBaHUe/Segmentation and positioning

JlaGopaTopHas padora: -

Tema 6: Commodity policy / ToBapHast moauTHKA

[lonsiTue TOBapa, ero KiaccuduKalys, KOHKYPEHTOCIIOCOOHOCTh TOBapa, MHOTOYpOBHEBas MOJEIb TOBapa,
XapaKTepUCTUKH YpoBHEH. JKM3HEHHBIN LMK TOBapa, (PopMUpPOBaHKe MPOoxyKToBoro noprdens. Knaccupukanus HoBoro
TOBapa, TaIbl CO3JaHUs] HOBOTO TOBapa, (haKTOpHI yCIiexa M Heyad MpH BbIX0Jle HOBOTO TOBapa Ha PhIHKE. ACCOPTUMEHT
u HomeHkatypa./The concept of the product, its classification, the competitiveness of the product, the multilevel model
of the product, the characteristics of the levels. Product lifecycle, product portfolio formation. Classification of a new
product, stages of creating a new product, success, and failure factors when a new product enters the market. Assortment
and no-menclature.

I[IpakTuyeckue 3aHATHS/CAMOCTOATEIbHAsI padoTa:

Tosapnas monurruka/Commodity policy

JlaGopaTopHas padota: -

Tema 7: Pricing policy / LleHoBast monutrka

Llena: moHsATHE, Ha3HAUCHHUE, Kilaccudukauus. BHemHne u BHyTpeHHUE (DAKTOPBI, BIMAIONINE Ha HA3HAUYCHUE LICHBL
Metonpl pacuera uneH. CrpaTerns L€HOOOpa3oBaHMS HA HOBBIC TOBapbl M TOBapbl-IyOnmukarel. TaxThka
neHooOpaszoBaHms. [ocynapcTBeHHOE perynupoBanue meH./Price: concept, purpose, classification. External and internal
factors affecting the price assignment. Methods of cal-culating prices. Pricing strategies for new products and duplicate
products. Pricing tactics. State regulation of prices.

IIpakTHyecKkue 3aHATHSI/caMOCTOsITeJIbHAs padora:

IlenoBas nonutuka/Pricing policy

JlaGopaTopHas padora: -

KypcoBas padora:
HE TPEAYCMOTPEHO YIEOHBIM MIJIAHOM

Ounas popma ooyuenus

Buj yueOHoii padoThI Bcero yacos Cemectp 4

AyauropHsle 3aHsaTus (A3): 36 36
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Buj yueOHoii paboThI Bcero yacos Cemectp 4
Jleximonnsle 3ausTus (Jlek) 18 18
Jlaboparopnsie 3aaatus (JIad) 0 0
[Mpakrryeckue 3ansatus (I1p) 18 18
CamocrosrenbHas padbota cryneHra (CP) 41 41
Kypconas pabora 0 0
Jpyrue BHIOBI CAaMOCTOSITETFHON paboTHI™* 41 41
KonTpons camocrostensaoi padbotsl (KCP) 4 4
KonTakrHas padora (KoP) 40 40
DopmMa IpOMEKYTOUHON aTTECTANN 0 DK3aMeH
IoaroroBka k sk3aMeny u caava dx3amena (CP, KoP) 27 27
OO01mast TPYI0EMKOCTh TUCHUILINHEL, 9ackl/3ET 108/3 108/3
* TlonroroBka K ayAMTOPHBIM 3aHSATHSAM, [TOATOTOBKA K 3a4eTy (MIPH HAJTHYHN)
KonnuecTBo y4eOHBIX 4aCOB
CemecTtp/|B ToM 4ncie 1o BUAAM IpakTHyeckas
Ne HanmeHoBaHHe TeMbI THCIHILUITMHBI .
Kypc | aynutopHbix 3anaThii | CP NOAI0TOBKA
Jlek IIp Jlad
1 | Marketing as a science and academic discipline / | 4 2 2 0 5 2
MapKeTHHT KaKk HayKa 1 ydeOHasl AUCIUILIINHA
2 | Basic concepts of marketing / OcHoBHbIE moHsTHS | 4 2 4 0 6 4
MapKeTHHTa
3 | Marketing system, main objects, and sub-jects / | 4 4 2 0 6 2
MapkeTuHroBast CHCTEMa, OCHOBHBIE OOBEKTHl H
CYOBEKTHI
4 | Marketing information and marketing in-formation | 4 2 2 0 6 2
system / MapkerunroBas ~ uH-QopManus U
MapKeTHHroBast HH(opMaIi-oHHas CUCTeMa
5 | Segmentation and positioning / CermeHTH-poBanue u | 4 4 2 0 6 2
MO3UIIMOHUPOBAHUE
6 | Commodity policy / ToBapHas moiuTHKa 4 2 4 0 6 4
7 | Pricing policy / lleHOBasi monmTHKA 4 2 2 0 6 2
Uroro: | 18 18 0 41 18

* TIpakTHuecKas MOJAroTOBKa MPH pPean3aliy JUCIHUIUIMH OPTaHU30BaHa MyTeM MPOBEICHNUS MPAKTHYESCKUX 3aHIATHH
1 (MIM) BBIIOJIHEHUS JIAOOPATOPHBIX M (MIIM) KypCOBBIX Pa0OOT M INpEAyCMarpHBaeT BBHINOJIHEHHE PadoOT, CBS3aHHBIX C

Oyayueit mpodeccHoHANBHON NesITeIbHOCTHIO.

3aounas popma obyuenus

Buj yueOHoii paboThI Bcero yacos Cemectp 4
Aymuropnsie 3aHsTHs (A3): 8 8
Jlexnmonnkle 3ausaTus (JIek) 4 4
JlaboparopHusle 3ausTus (J1ab) 0 0
ITpaxtuyeckue 3ansatus (I1p) 4 4
CamocrosrenpHas pabota crynenra (CP) 87 87
Kypconas pabora 0 0
Jlpyrue BHJpI caMOCTOSITENEHON paboThl* 87 87
KonTposs camocrostenbHoii padbotsl (KCP) 4 4
KonrakrHas pabora (KoP) 12 12
Popma NPOMEKYTOUHOM aTTeCTAI 0 DK3aMeH
[ToaroroBka k 9K3aMeHy/3a4eTy ¥ cada sk3amena/3aqera (CP, KoP) 9 9
OO111as1 TPYI0EMKOCTh AUCIUILIHHEI, 9achl/3ET 108/3 108/3

* [loATOTOBKA K ayAUTOPHBIM 3aHATHSIM
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KonnuecTBo yueOHbIX 4aCOB
Cemectp/|B ToM 4nciie no Buaam IIpakTHUYeckas
Ne HanmeHoBaHHe TeMbI THCHHILUTMHBI .
Kypc | aynutopHubix 3anaThii | CP NOATI0TOBKA
Jlek p Jlab
1 | Marketing as a science and academic discipline / | 4 0 0 0 10 2
MapKeTHHT KaK HayKa M y4eOHasl IUCLIHUIUINHA
2 | Basic concepts of marketing / OcHoBHblE moHsTHS | 4 2 0 0 10 4
MapKeTHHra
3 | Marketing system, main objects, and sub-jects / | 4 0 2 0 10 2
MapkeTHHroBass CHCT€Ma, OCHOBHBIE OOBEKTHl U
CYOBEKTHI
4 | Marketing information and marketing in-formation | 4 2 0 0 10 2
system /  MapkerunroBas  uH-QopMmauus U
MapKeTHHroBast MH(opMaIi-oHHas CUCTeMa
5 | Segmentation and positioning / CermeHTH-poBanue u | 4 0 2 0 10 2
MO3UIIMOHUPOBAHUE
6 | Commodity policy / ToBapHas monuTHKa 4 0 0 0 20 4
7 | Pricing policy / lleHOBas monmTHKA 4 0 0 0 17 2
Uroro: | 4 4 0 87 18

* TIpakTiueckas oAroToBKa MpH pealn3alii JUCIHUIUIMH OPraHU30BaHa MyTeM IIPOBEICHNUS MPAKTHYSCKUX 3aHIATHI
U (WIN) BBINOJIHEHUs J1a0OPaTOPHBIX U (MJIM) KYpPCOBBIX PadOT M (MJM) MyTEM BBIACICHUS YacOB M3 YacOB, OTBEICHHBIX
Ha CaMOCTOATENbHYI0 pPaboTy, M IpefycMaTpUBacT BBIIOIHEHHE pPaOoT, CBA3AHHBIX ¢ Oyaymeil mpodeccHOHaIbLHON
JeSITeIbHOCTBIO.

Ouno-3ao0unas ¢hopma 0byuenus

Bua yueOHoii paboThI Bcero yacoB Cemectp 4
Aymutopnsie 3aHsaTas (A3): 18 18
JlextmmonHukIe 3aHATHS (JIek) 8 8
JlaboparopHusle 3austus (J1ab) 0 0
[Tpaxtrnueckue 3ansatus (I1p) 10 10
CamocrosrenpHas pabota crynenra (CP) 60 60
Kypcoas pabora 0 0
Jlpyrue BBl caMOCTOSITENEHON paboThl* 60 60
Kontpons camocrostensHOi paboTsl (KCP) 3 3
KonrakrHas pabora (KoP) 21 21
dopmMa NpoMeKyTOUHOH aTTeCTaluu 0 OK3aMeH
IToaroroska k sk3aMeny u caada sk3amena (CP, KoP) 27 27
OO11ast TPYAI0EMKOCTh AUCIMILIHHBI, 9achl/3ET 108/3 108/3

* [loATrOTOBKA K ayAUTOPHBIM 3aHATHUSM, TTOJATOTOBKA K 3a4eTy (TIPH HAIMIHH)

KonnuecTBo yueOHBIX YaCOB
CemecTp/|B TOM yHc/Ie M0 BUAAM HpakTnyeckas
No HaumeHnoBanue TeMbl AMCHUILIMHBI .
Kypc | aynutopHbix 3ansatuii | CP MO/ATOTOBKA
Jlek IIp Jlab
1 | Marketing as a science and academic discipline / | 4 2 0 0 10 2
MapKeTHHT KaK HayKa 1 y4eOHasl AUCLHUIUINHA
2 | Basic concepts of marketing / OcHOBHbIC TOHsATHS | 4 0 2 0 10 4
MapKeTHHTa
3 | Marketing system, main objects, and sub-jects / | 4 2 2 0 8 2
MapKeTI/IHFOBaFI CHCTEMA, OCHOBHBIC O6T)CKTBI u
CYOBEKTHI
4 | Marketing information and marketing in-formation | 4 2 0 0 8 2
system /  MapkerunroBas  uH-popMmanus U
MapKeTUHroBasi MUH(OopMaI-OHHas CUCTEMa
5 | Segmentation and positioning / Cermentu-poBanue u | 4 2 2 0 8 2
HO3ULIMOHUPOBAHHE
6 | Commodity policy / ToBapHasi monuTHKa 4 0 2 0 8 4
7 | Pricing policy / lleHoBas nonmTHka 4 0 0 8
Uroro: | 8 10 0 60 18
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* IIpakTHueckas MoAroToBKa IPH PeaIn3alMy JUCIUIUIMH OPTaHU30BaHa Iy TeM IIPOBEICHNUS MPAKTHYCCKUX 3aHATHH
7 (WIIK) BBITIOJTHEHUS JTAOOPAaTOPHBIX U (MIIH) KYPCOBBIX paboT ¥ (WJIHM) MyTEM BBIICICHHUS YacOB W3 YacOB, OTBEICHHBIX
Ha CaMOCTOSTENbHYIO paboTy, W NpeAyCMaTpHUBacT BHINMONHEHHE padoT, CBA3AaHHBIX C Oyaymed mpodeccHoHATBHOM
JEATEIBHOCTHIO.

4. Cnioco0 peau3annu JUCHUIINHBI
be3 ucnonb3zoBanus oHIANH-KypCa.

5. YueOHO-MeTOANYECKOE o0ecreyeHue TUCIUIIINHBI:

OcHognas tumepamypa:

1. MAPKETHUHI" 2-e u3n., mep. u gon. Y4eOHUK W mpakTukyM st By30B / Kysemuna E. E. -
Poccuiickuil rocynapcTBeHHbIM r'yMaHuTapHblil yHUBepcuteT (I Mocksa)., 2023 . - 419 c. - ISBN
978-5-534-13841-2 — Pexxum noctyna: https://urait.ru/book/marketing-511363

2. MAPKETUHI. Yuebnuk u npaktukyM Juist By30B / Pe6posa H. I1. - ®uHaHCOBBINH YHUBEPCUTET
nipu [IpaButensctBe PO (1. Mockga)., 2023 1. - 277 c. - ISBN 978-5-534-03466-0 — Pexxum pocrymna:
https://urait.ru/book/marketing-511398

3. MAPKETHHI. Yuebnuk u npaktukyM st By30B / [lox pen. Jlykuuésoii T.A., Monmuanosa H.
H. - Cankr-IlerepOyprckuii rocynapctBeHnsiii yausepcuret (T. Cankr-IlerepOypr)., 2023 r. - 370 c. -
ISBN 978-5-534-01478-5 — Pexxum noctyna: https://urait.ru/book/marketing-511490

Jlononnumenvuas 1umepamypa:

1. MAPKETUHI-MEHEJIDKMEHT. VueOnuk u mpaktukym st By3oB / [lox pen. Jlumcuia
N.B., Oitnep O.K. - HanmoHanbHbIM HCCIIEI0BATENbCKUN YHUBEPCUTET «BhICIIas miKoiga 5KOHOMUKW
(. Mocksa)., 2023 . - 379 c. - ISBN 978-5-534-01165-4 — Pexxum noctyna: https://urait.ru/book/
marketing-menedzhment-511247

2. MAPKETHUHI'OBBIE UCCIIENJOBAHUS 2-e u3a., ucnp. u gon. YueOHuk i By3oB / C.
I boxyk. - Cankr-IlerepOyprckuit monmurexuudecknii yauBepcutetr Ilerpa Bemuxoro (. CaHkT-
[letepbypr)., 2023 1. - 304 c. - ISBN 978-5-534-08764-2 — Pexxum noctyna: https://urait.ru/book/
marketingovye-issledovaniya-510093

3. MAPKETUHI" MTHHOBAIIWM 2-¢ m3x., ucnp. u 1o YueGHHK M NPAKTHKYM JUIS BY30B
/ KopotkoBa T. JI. - HammonaneHbIii uccnepoBarenbckuii yHuUBepcuteT «MHUOT» (. Mocksa-
3enenorpan)., 2023 1. - 256 c. - ISBN 978-5-534-07859-6 — Pexum moctyna: https://urait.ru/book/
marketing-innovaciy-513376

6. Ilepeyenb HHGPOPMAUMOHHBIX TEXHOJOTHH, MCHOJb3YyeMbIX TMPH OCYHIECTBJIECHUH
00pa3oBaTeJIbHOTO NMpolecca Mo JMCHUILIHHE, BKJIYAS NepedeHb MPOrpaMMHOIo odecredeHnst

1. OnepanuonHas cucteMa

2. [Taket npUKIaAHBIX OQUCHBIX IPOrPaMM

3. AHTHBUPYCHOE ITPOrpaMMHOE 00eCIIeYeHUE

4. LMS Moodle

5. Bebunapnas mnatdopma

7. Ilepeyenb pecypcoB HHGPOPMALMOHHO-TEJIEKOMMYHMKANMOHHON ceTn «WHTepHET,
HH(GOPMAIMOHHBIX CIIPABOYHBIX CHCTEM H NMPO(PecCHOHATBHBIX 0a3 JaHHBIX, HEOOXOAUMBbIX /ISl
OCBOEHHSI THCHHUIJIUHBI

1. ibooks.ru : anekTpoHHO-OMOMMOTEYHAs cucTeMa [ DIeKTPOHHBIN pecypc] : nmpodeccuoHanbHas
0a3a maHHBIX. - Pexxum nocryna: https://ibooks.ru. - TekcT: anekTpoHHBIN

2. DnextpoHHO-OMOMMoTeyHass cuctema CIIOYTYuD : snekTpoHHO-OMOIMOTEYHAs CcHUCTEMa
[DnexTponHsbIil pecypc] : mpodeccroHanbHas 6a3za gaHHBIX. - Pexxum mocrtyma: http:/libume.ru. -
TekcT: aneKTpOHHbBIN
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3. KOpa#iT : a1eKTpoHHO-OMONMHOTEeYHAsT cucTeMa [ DJIeKTPOHHBIN pecypc| : mpodeccroHaabHas
6a3a naHHbIX. - Pexxum noctyna: https://urait.ru. - TeKCT: 371€KTPOHHBIN

4. eLibrary.ru : Hay4Has AJIEKTpOHHAs OMONMHOTEKa [ DIeKTPOHHBIN pecypc] : mpodeccruoHalbHas
6a3a naHHbIX. - Pexxum noctyna: http://elibrary.ru. - TekcT: 371€KTpOHHBIN

5. ApxuB HayuHbIx xkypHaioB HOUKOH [OnexrponHslii pecypc]| : mpodeccuonanbHas 6a3za
JMaHHBIX. - PexxuM goctyna: arch.neicon.ru. - TeKCT: AIeKTPOHHBIN

6. KubGepJlennnka : HayuyHas »DJeKTpOHHas OuOIMOTEKa [DJIEKTPOHHBIM pecypc|
nHpOpPMALIMOHHAs CIIpaBoYHas cucrema. - Pexum poctyma: http://cyberleninka.ru. - Teker:
3JIEKTPOHHBIN

7. JIaHb : 2IeKTPOHHO-OMOIMOTEUHAs ccTeMa [ DeKTpOHHBIN pecypc] : mpodeccuoHanbHas 6aza
JTaHHBIX. - Pexxum noctyna: https://e.lanbook.com. - TekcT: 3meKTpOHHBII

8. DHUUMKIIONE AU MapKeTHHTa [ DNIeKTPOHHBIN pecypc]| : HHPOPMALMOHHAS CIIPaBOYHAs CUCTEMA.
- Pexxum nocrtymna: http://www.marketing.spb.ru. - TekcT: 2IeKTpOHHBII

9. AdIndex.ru: pexiiama ¥ MapKeTUHT [DJEKTPOHHBIA pecypc] : HHPOPMAIIMOHHAs CIpaBOYHAs
cuctema . - Pexxum moctyma: https://adindex.ru. - TekcT: aeKTpOHHBII

10. SmartWebMarketing : wuHpopManMOHHas cHpaBoyHas cuctema. - Pexum Jocrymna:
https://smartwebmarketing.ru/. - TekcT: aeKTpOHHBII

11. MHMHUCTEPCTBO >KOHOMHYECKOro pa3BuTus Poccuiickoit @eneparnuu: npodeccuoHanbHas
0a3a maHHBIX. - Pexxum moctyna: http://economy.gov.ru. - TeKCT: AIEKTPOHHBII

12. MuHHCTEpCTBO IM(PPOBOrO pa3BUTHs, CBSI3M M MAacCOBBIX KOMMYyHHKauuil Poccuiickoit
Oenepanun: npodeccuoHanpHas 0aza maHHBIX. - Pexxum nmocrtyma: https://digital.gov.ru. - Tekct:
JJIEKTPOHHBIN

13. denepanbHOE areHTCTBO IO MEYaTH ¥ MACCOBBIM KOMMYHHKAIUSAM: TIpodeccuoHaibHas 6a3a
JaHHBIX . - Pexxum nocrtymna: http://archive.government.ru/power/66/. - TekcT: 31eKTpOHHBII

8. MarepuajbHO-TEXHHYECKOE o0ecneyeHue JUCIUNIMHBI

1. YuebHas aynuTopusi Uisl IPOBEACHMS 3aHATUN JIEKIIMOHHOTO THIIA, CEMHUHAPCKOTO THUIIA -
MPAKTUYECKUX 3aHATUHN, U TPYNIOBBIX U MHIUBUAYAJIbHBIX KOHCYJIBTALUH, TEKYLIEr0 KOHTPOJISI U
MIPOMEKYTOYHON arTecTalnu, 000pyioBaHHas: pabOuMMU MECTaMU JJ1sl 00y4aroIIUXCsl, OCHAILIEHHBIMU
crienuanbHON MeOenpio; paboyrMM MECTOM NpenojaBaTelis, OCHAIIEHHBIM CHElMaIbHOH MeOelblo,
MIEPCOHATBHBIM KOMIIBIOTEPOM C BO3MOXKHOCTBIO HOJKIIOUEHUsl K cetu «/HTepHeT» M JocTynmoM K
ANIEKTPOHHON MH()OPMAIIMOHHO-00pa30BaTeIbHOM cpelle YHUBEPCUTETa; TEXHUYECKUMH CPEICTBAMU
o0y4yeHHs - MyJIbTUMEAUMHBIM 00OpYHI0BaHUEM (IIPOEKTOP, FKPaH, KOJOHKU) U MapKEpHOM TOCKOM;
JMLIEH3UOHHBIM IPOrPaMMHBIM 00ecreueHueM

2. Tlomemienue i CaMOCTOSITENIBHOW pPabOThI, 00OPYIOBAaHHOE CHEIUAIBLHON MeOembio,
NIEPCOHAIBHBIMU KOMIIBIOTEPAMH € BO3MOYKHOCTBIO IOAKIIOUEHUS K ceTu «VHTepHeT» M IO0CTyIoM
K DJEeKTPOHHOW MH(OPMalMOHHO-00pa30BaTeNbHON  cpele  YHUBEPCUTETAa, JIMIIEH3HMOHHBIM
IIPOrpaMMHBIM OOecrieyeHueM

3. [Ipn npuMeHeHUH 3JIEKTPOHHOTO 00yuYeHUsl, AUCTAaHLMOHHBIX 00pa30BaTeNbHBIX TEXHOJIOTUN
UCHOJB3YIOTCS: BUPTyaJlbHbIE aHAJIOTH Y4EeOHBIX ayIUTOpUil - BeOMHApHbIE KOMHATHI Ha BEOMHAPHBIX
mwiardgopmax, pabouee MeCTO MpenojaBaressi, OCHAIEHHOE MEPCOHAIbHBIM KOMITBIOTEPOM (TUIAHIIET,
MOOMJIBHOE YCTPOHCTBO) € BO3MOXKHOCTBIO TOJAKIIOUEHUs K ceTH «MHTepHeT», OOCTyNnoM K
AJIEKTPOHHOM MH(OPMAaLMOHHO-00pa30BaTelbHON cpefe YHUBEpcUTeTa M K HHPOPMAIMOHHO-
o0pa3oBareilbHOMY MOpPTaly YHHBEPCHTETAa UMEOs.ru, BeO-kamepoi, MUKpO(OHOM U rapHUTYpoil (B
T.4. HHTETPUPOBAHHBIMU B YCTPOICTBaMM), NPOrpaMMHBIM oOOecredeHueM; pabodyee MeCTo
00y4Yarolerocsi OCHAIIEHO MEePCOHANBHBIM KOMIBIOTEPOM (IIJIAHIIET, MOOMIBHOE YCTPOWCTBO) C
BO3MO)KHOCTBIO TIOAKIIIOYEHUSI K ceTh «VIHTepHeT», NOCTYNOM K JJIEKTPOHHOH WH(OPMAIMOHHO-
oOpa3oBarenbHONl cpene VYHHBepcuTeTa W K HMH(OPMAlMOHHO-00pa30BATENILHOMY  MOpPTATy
VYHuBepcurera umeos.ru, BeO-kaMepoi, MUKpO(OHOM U TapHUTYpO#l (B T.4. MHTETPUPOBAHHBIMHU B
ycTpoicTBa). ABTOpH3alus Ha MH()OPMAIIMOHHO-00pa30BaTeIbHOM MOpTalle YHUBEPCUTETA UMEOS.Iu
1 Hayajao palboThl OCYIIECTBISAIOTCA C MCIOJIb30BAaHMEM IMEPCOHAIBHOM Y4ETHOH 3amucH (JOruHa u

8
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napoJisi). JIneH3noHHoe MporpaMMHOE 00EeCIICUCHHE

9. OneHOYHBbIC MaTePHAJIBI 110 JUCIHUILIMHE

Onucanue OLEHOYHBIX CpelnCcTB (MOKa3aTead U KPUTEPUU OLIEHUBAHMS, LIKAJbl OLEHUBAHMUS)
MPEACTABICHO B TMPUJIOKEHUH K OCHOBHOW TMPOQecCHOHATBHON 00pa3oBaTeIbHON Iporpamme
«Karanor o1leHOYHBIX CPEJICTB TEKYLIEro KOHTPOJISI U MPOMEXKYTOYHOM aTTecTalum.

[Ipouenyps! olleHMBaHUS 3HAHUM, YMEHUN, HABBIKOB U (UJIM) OMbITA JAESITEIbHOCTH MPUBOJSATCS B
COOTBETCTBYIOILIUX METOJUYECKUX MaTepHaliax U JIOKAJIbHBIX HOPMAaTUBHBIX aKTaX YHUBEPCUTETA.

Jnst onieHMBaHUS YYEOHBIX JOCTH)KCHHH CTYICHTOB B YHUBEPCUTETE JIEHCTBYeT OallIbHO-
PEUTUHIOBAst CUCTEMA.

Ecnu omenka, cooTBeTCTByIOIIass HAOpaHHOW B CEMECTpEe CyMME PEHTHHTOBBIX 0ajuioB,
YIOBJIETBOPSIET CTYAECHTA, TO OHA SIBISIETCS UTOTOBOM OLEHKOM MO IUCUHMIIMHE TPH MHPOBEICHUU
MIPOMEKYTOYHOU aTTecTalluy B (hopMe IK3aMeHa/3a4ueTa ¢ OlleHKOI/3auera.

YcnoBueM caum dK3aMeHa/3adeTa ¢ OIEHKOI/3aueTa ¢ IeNbI0 TIOBBIIICHNUS UTOTOBOM OLIEHKH TI0
JTUCHUIUIMHE SIBJISETCA cAada CTyJACHTOM 9K3aMeHa, 32 KOTOPBIN OH IMOJTydaeT 3K3aMeHAI[OHHbIE Oalibl
0e3 yueTa 0ajioB, MOTYYCHHBIX 32 TEKYIIU KOHTPOIb:

Ikana oueHuBaHus y4eOHBIX JOCTHKEHUI N0 IMCHUILIHHE,3aBepuIaonleiics 3a4eTom 0e3

OLICHKH
Baute! mo qucrmmuinae 60 1 MmeHee 61-73 | 74-90 | 91-100
Hrorosas OLICHKA no | Hezauer 3auer
JICTIATUIAHE
bamner B mexayHaponHoit | 50 u MeHee 51-60 61-67 68-73 74-83 84-90 91-100
mkane ECTS c¢ OykenusiM | F Fx E D C B A
0003HaYCHUEM YPOBHSI
YpoBenb chopmupoBanHocTH | He chopmupoBanb IToporoBsiii Bricokuit [ToBbImIEHHBIIH
KOMIIETEHUIUH

Ixana oneHUBaHUSA YUeOHBIX J0CTHKEHUI 110 IMCIUIIMHE, 3aBeplIalolIelicsl IK3aMeHoM/
3a4€TOM C OLIEHKOH

baynel no qucnumninze 60 1 MeHee 61-73 74-90 91-100
Wroroas OlICHKa no | HeynoBieTBOopuTENbHO | YIOBIETBOPUTEIHHO | XOpOLIO O1nu4HO
JCIUIIIIMHE

Bammer B mexayHapomHoit | <50 51-60 61-67 68-73 74-83 84-90 | 91-100
mkaine ECTS c¢ OykBenHbM | F Fx E D C B A
0003HaYCHUEM YPOBHSI

VYpoBenr  cdopmupoBaHHOCTH | He chopmmpoBaHsl IToporoserit Bricokuit IToBbILIEHHBIH
KOMIIETEHITNHN

9.1. TunoBbie KOHTPOJIbHBbIE 32/IaHUS 1JIS1 TEKYIIEro KOHTPOJIs
JesoBasi u (uin) posaeBas urpa / Keiic-3aganue Nel

JlenoBas urpa «PekiamMHO€ BBICTYIIEHHE MEHEIKepa TypHUpMbD»

Henu m 3amaun: BeIpabOTaTh Yy CTYJCHTOB HABBIKM HM30MPATENbHOTO MOBEICHUS B OINpeleeHHON
ayIUTOPHUH, YMEHUE OPUEHTHUPOBATHCS HAa KPYT HHTEPECOB U YPOBEHB CIIyIIATENEH.

CyTh 1enoBOM HIpbl COCTOUT B TOM, UYTO CTYACHT-yYaCTHUK, paloTas HaJ BapHaHTOM CBOETO
PEKIaMHOIO BBICTYIUICHHUS Ha TEJIEBUACHUH, PAUO WIH B ayTUTOPHH, JOKEH MPOILyMaTh SI3bIK, CTUJIb,
MaHepy IOBEIEHUs, a CaMO€ NIIaBHOE — YETKO IPEACTABIATH KOHKPETHOE COIEPKAHUE CBOETO
BBICTYIUIEHHS. Bce 3TO 10MKHO OBITh YBSI3aHO C MOCTABJIEHHBIMM IIEJIIMU UM 3aJjayaMH U CO CTaBOM
ayJUTOPHH.

[Topsaok npoBeneHus AeN0BOK UIPHI

1-it 3Tan: BBOA B TEMY, OOBSICHEHUE €€ CYIIHOCTH, PEerJIaMEHTALHsI UTPBI.

2-ii aTan: GopMHpOBaHUE KOMAH]I, IPOLIECC UTPbI, OIBEIEHUE UTOTOB.
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Bo BBOgHOM cI10BE ITpenoaBaTeslb pacCKa3bIBaeT O LIEIHU JACJIOBOM UIPhI, paBUIIax ee nposeaeHus. Ha
MpUMepax MOKa3bIBAeT, KaK HAJ0 U3MEHATh KOMIIO3UIIUIO, COACpX)aHUe U GOpMY, TOH BBICTYIUICHHS B
3aBUCHMOCTH OT ayIUTOPUU U CPEICTBA MaccoBoM nHpopmanuu. B crynenueckoil rpymnmne sxeaareabHo
co3nathk atMochepy A00pokenaTeIbHOr0 B3aMMOIIOHUMAaHUS U )KMBOTO MHTEpECa.

3areM BbIOMpaeTcss Tema i1 PEKJIAMHOTO BBICTYIUICHHS, HalpuMep, IMPe3eHTalusi HOBOTO
TYPUCTHYECKOTO HAMPABICHUS, HOBBIX YCIYT TOCTHHHIIBI U T. JI. DTO MOXKET OBITh TaKke HHPOpMAIH
O BaKAHTHBIX JOJKHOCTSX W TpeOOBaHMSIX, MPEAbSBISAEMbIX K KaHIuAAaTaM Ha paboTy B JaHHOU
TYpHUCTUYECKOH pupme.

[IpenonaBarens npenaraetr 2—3 TEMbI, U CTYJCHTHI BBIOUPAIOT OJIHY M3 HUX JIJISl TPYTIIIBI.

3areM OMpeNeNsifoTCS BO3MOXKHBIE THUIIBI ayJUTOPHUI, KaTeropuu clymarteneid (IuCTpUObIOTOPHI,
MOKYTIaTeJIN-TyPUCTHI, TOCAMHOBHHKH, )KYPHAJUCTHI U T. 1.).

Ha 2-m orame (ciemyromiee 3aHsATHE) W3 CTYACGHTOB TPYyNNbl BBIOMPAIOTCS BBICTymaromme. Mx
KOJIMYECTBO OMPEEIAETCS YUCIOM MIPEANOIaraeMpIX ayqUTOPUIN WM CPEICTB MACCOBOM HH(POPMAIIUH.
Hasznauaercs sxcriepTHas KOMUCCHS, Ky/la TOJKHBI BXOJAUTh IKCIIEPTHI:

- TI0 coaepaHWio (OmpenesieT KauyeCTBO CIEHAPHS, aKTyaJbHOCTh BBICTYIUICHUS, MPABHUIHLHOCTH
1[eJIeBOM YCTAHOBKH, €€ COOTBETCTBHE ayIUTOPHUN);

- OpaTOPCKOMY MCKYCCTBY (XapaKTepu3yeT OOIIYIO KyJIbTypy PeUr, MaHEPY U3JIOKEHUS MaTepraa);

- BOCIIPUSITHIO PEUH (J1a€T OLIEHKY CTUIIIO, TEMITY U TOHY PeUHd, MaHepe AepKaThCs Mepe]l ayAuTOpUe);
- OIleHKe KadyecTBa (DaKTOPOB M apryMEHTOB, HX IEJIeCO00pPa3HOCTH, COOTBETCTBUS YPOBHIO H
HWHTEpPECaM ayJUTOPHH.

JIOTIOTHUTENBHO B OKCIIEPTHYIO KOMUCCHIO MOKHO BKJIFOUMTB IKCIEPTA IS TTOJICYETa CYMMBI OalIOB,
MoJTy4aeMbIX BBICTyMarommMu. Ecnu ciymiareneit B ayagutopun Oonee 15, MOKHO Ha3HAYUThH ABYX
9KCIIEPTOB MJIsi YBEIMYCHHSI OOBEKTUBHOCTH OIEHKH OJHOTO M3 Ka4e€CTB PEKJIAMHOTO BBICTYILICHUS
MEHEIKEepa.

BTopsiM opraan3aniioHHEIM MOMEHTOM SIBJISIETCSI OOECTIEYeHUE YUaCTHUKOB UTPHI aynuTopreit. Moxker
OBITH TPU BapHaHTA pacTpeAeNCHUs ayqUTOPHUU:

«ayoUTOPUW» KaXKIBIA BBICTYNAIONIMKA BBIOMpAeT caMm; 2) «ayAuTOPHUIO» 3a7acT MpernojaBareib; 3)
WUTPOBOM: yYaCTHUKU WIpbl OEpyT KOHBEPTHI M, TOIBKO BCKPBIB WX, y3HAIOT, Kakas UM JIOCTanach
«ayauTOPUsD).

3areM Y4YaCTHUKM HaYMHAKOT TOTOBUTHCA K BBICTYIUICHHIO. B XoJe MOATOTOBKHM BBICTYMAIOIINE
COCTaBJISIIOT TUTAH IO TeMe, 0003HAYarOT ITIABHBIE MOMEHTHI, «OIIOPHBIE TOYKU» CBOETO PEKIAMHOTO
BBICTYILJICHHUS.

Kaxxnomy u3 yuactHukoB urpsl gaetcst 10 MuH, 4ToObl paccka3aTb O TOM, Kak OH COOMpPAeTcs IOCTPOUTD
CBO€ BBICTYIUICHHE, KaKOBBI OyIyT 3a4MH, SI3bIK, CTHJIb, TEMIl PEUH, KECTbl, MAHEPa, KaKue OyayT
MpUBJICUYCHBI (DAaKThI, TIPUMEPHI U T. TI.

BricTynatomuii coobmiaer GopMmy CBOEro BBICTYIUICHHS: paccka3d o Typhupme, BOMPOCHI U OTBETHI,
MHUHH-0€cela C TOCIEAYIONIUM AUCIYTOM, MPOCTO pasroBop U T. m. CBOMl BBIOOP BBICTYyHAIOUIUN
00OCHOBBIBAaET: OH KpaTKO XapakTepu3yeT BooOpakaeMylo ayIuTOPUI0O M  OCOOEHHOCTHU
WUTFOCTPATUBHOTO MaTepHaia.

Bo BpeMs BBICTYIUIEHUS CTYIEHTBI JOJKHBI UTPATh POJIb TOW ayIUTOPUH, KOTOpas 10CTanach KaxxI0My
W3 HUX: TTOBEICHUEM, BOIPOCAMH U T. II.

DKcIepThl BBICTABISAIOT OICHKU MO MATUOATBHON cucTteMe (KapTouku ¢ nudpamu ot «1» 1o «5»
JOJDKHBI  OBITH  3arOTOBJICHBI 3apaHee). [lpu HEOoOXOOAMMOCTH UJIEHBI JKCIEPTHOW TPYIIIbI
KOMMEHTHUPYIOT BbICTABJICHHBIE OLICHKH.

[Tocne BBICTYIUIEHHS BCEX YYACTHHKOB JIEJIOBOUM MTPHI MPEIOAaBaTeb JACT OLIEHKY Urpe B 1ejoM (U
«MEHeDKepam», M «IKCIepTam»), MPEA0CTABISAET CIOBO IKCIEPTY, KOTOPBIM HA3BIBAET OOIIYI0 CyMMY
0aJI710B, HAOPAHHBIX KaX/IbIM YYaCTHUKOM JI€JIOBOM UTPBHI.

Business game "Advertising performance of a travel agency manager"
Goals and objectives: to develop students' skills of selective behavior in a certain audience, the ability
to focus on the circle of interests and the level of listeners.

10
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The essence of the business game is that the student-participant, working on a variant of his/her speech
on television, radio or in the audience, must think over the language, style, manner of behavior, and
most importantly - clearly represent the specific content of his/her speech. All this should be linked to
the set goals and objectives and with the audit rate.

The order of the business game

Stage 1: introduction to the topic, explanation of its essence, regulation of the game.

Stage 2: formation of teams, the process of the game, summing up.

In the introductory word, the teacher talks about the purpose of the business game, the rules of
its conduct. Using examples, he shows how to change the composition, content and form, tone of
expression depending on the audience and the media. It is desirable to create an atmosphere of friendly
mutual understanding and lively interest in the student group.

Then a topic is selected for an advertising speech, for example, a presentation of a new tourist
destination, new hotel services, etc. It can also be information about vacant positions and requirements
for candidates to work in this travel company.

The teacher suggests 2-3 topics, and students choose one of them for the group.

Then possible types of audiences, categories of listeners (distributors, buyers-tourists, government
officials, journalists, etc.) are determined.

At the 2nd stage (the next lesson), speakers are selected from the students of the group. Their number
is determined by the number of intended audiences or mass media. An expert commission is appointed,
which should include experts:

— by content (determines the quality of the script, the relevance of the speech, the correctness of the
target setting, its compliance with the audience);

— oratory (characterizes the general culture of speech, the manner of presentation of the material);

— speech perception (assesses the style, pace and tone of speech, manner of bearing in front of the
audience);

assessment of the quality of factors and arguments, their expediency, compliance with the level and
interests of the audience.

Additionally, an expert can be included in the expert commission to calculate the amount of points
received by speakers. If there are more than 15 listeners in the audience, two experts can be appointed
to increase the objectivity of evaluating one of the qualities of the manager's advertising performance.
The second organizational point is to provide the participants of the game with an audience. There can
be three options for audience distribution:

each speaker chooses the "audience" himself; 2) the "audience" is set by the teacher; 3) the game: the
participants of the game take envelopes and, only after opening them, find out what kind of "audience"
they got.

Then the participants begin to prepare for the performance. During the preparation, the speakers make a
plan on the topic, identify the main points, the "reference points" of their promotional speech.

Each of the participants of the game is given 10 minutes to talk about how he is going to build his
speech, what will be the beginning, language, style, pace of speech, gestures, manner, what facts,
examples, etc. will be involved.

The speaker informs the form of his speech: a story about a travel agency, questions and answers, a
mini-conversation followed by a dispute, just a conversation, etc. The speaker justifies his choice: he
briefly characterizes the imaginary audience and the features of the illustrative material.

During the speech, students should play the role of the audience that each of them got: behavior,
questions, etc.

Experts give grades according to a five-point system (cards with numbers from "1" to "5" must be
prepared in advance). If necessary, the members of the expert group comment on the assessments.
After the speech of all participants of the business game, the teacher gives an assessment of the game in
general (both "managers" and "experts"), gives the floor to the expert, who names the total amount of
points scored by each participant of the business game.

11
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1. Marketing of a tourist enterprise belongs to the field (specify the correct answer):

a) Production marketing

b) Marketing of intermediaries

c) Marketing of services

d) Marketing of non-profit enterprises

2. The characteristic reflecting the essence of marketing activity in tourism is:

a) Conducting research

b) Activities aimed at identifying and meeting the needs of consumers through the exchange process

c¢) Development of the company's strategy

d) Development of new products to meet the needs of consumers

3. The purpose of situational analysis in tourism is:

a) Current observations of the target market

b) Self-analysis and self-monitoring of the results of the company's activities and marketing
management

¢) Demonstration to the management of the "slice" of the position in which the tourist enterprise is
located at the time of the analysis

d) Studying the activities of competitors

4. A successful situational analysis allows the management of a travel company:

a) To get rid of illusions, to take a sober look at the state of things, to outline new, more promising ways
of development

b) To study the trends of business activity

c¢) Determine the degree of customer satisfaction with the services offered

d) Find potential consumers, determine their future demand

5. The method of marketing analysis corresponds to the system analysis:

a) * ZHG analysis

b) Segmentation c) Positioning

d) Assessment of competitiveness

6. The starting point of marketing research is:

a) The selection of information sources

b) The collection of information

c¢) The analysis of information

d) The exact formulation of its goals and objectives

7. The main task in selecting information sources is:

a) Collecting information

b) Obtaining the necessary data with maximum speed and efficiency

c¢) Analysis of the collected information

d) Research of market research methods

8. Information about the consumer of tourist services involves the use of the following type of marketing
information:

a) Qualitative marketing information

b) Episodic marketing information

c¢) Explanatory marketing information

d) Demoscopic marketing information

9. The real reflection at each moment of time of the state of the marketing environment of the tourist
enterprise means the following principle of formation and use of marketing information:

a) Relevance

b) Reliability

c¢) Relevance

d) Purposefulness

12
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10. The marketing information system is called:

a) A set of data obtained from accounting and statistical reports, analytical generalizations

b) The completeness of the display necessary for the objective consideration of all factors that form or
influence the state and development of the marketing environment of a tourist enterprise

c¢) The totality of all the information necessary to carry out marketing activities

d) An information system in which the possibility of contradictory conclusions is excluded

11. The system of internal marketing information assumes:

a) Introduction of the latest information technologies and information networks

b) Use of sources and methodological techniques with which you can get information about events and
situations developing in the external marketing environment

¢) Making marketing decisions

d) The ability to accumulate and search for the necessary information within the tourist enterprise itself
12. Narrow-profile marketing information includes:

a) Books of general economic orientation

b) Published accounting and Financial reports of enterprises

c) Mass advertising events

d) Statistical publications

13. General marketing information includes:

a) Commercial databases and data banks

b) Visits to tourist enterprises

c) Legislative and regulatory acts, as well as other publications of state authorities and management
d) Printed advertising products of enterprises

14. To identify the life cycle of requests and preferences and the main trends of their changes over time
for timely decision-making about activities in the market allows:

a) A point survey

b) Repeated survey

c¢) Continuous survey

d) Sample survey

15. The closed type of questions includes:

a) A question with a selective answer

b) An unstructured question

c¢) The selection of verbal associations

d) Thematic apperception test

16. "Package tour" (package tour) refers to:

a) Hotel type of services

b) Excursion type of services

c¢) Transport type of services

d) Comprehensive maintenance

17. The need for marketing research (information about the needs of consumers) becomes obvious
when:

a) Orientation of the company to sales

b) Orientation to production

¢) Orientation to the consumer

d) Focus on competition

18. What definition correlates with the concept of the marketing environment:

a) A set of relationships that develop within the enterprise. as well as with other economic entities
b) Relationships with competitors

c¢) Relationships with contact audiences

d) Relationships with "related parties"

19. The purpose of research of the internal environment of the travel agency:

a) Analysis of the market structure

13
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b) Assessment of market

conditions c) Finding out the strengths and weaknesses of the company

d) Studying the demand for the company's products

20. Studies assessing the impact of demographic, economic, socio-cultural and other factors on the
tourism business are:

a) Microenvironment analysis

b) Study of

the macro environment c¢) Research of competitors

d) Consumer research

21. An approach to the definition of the market based on the allocation of its specific economic content:
a) The market as a way of organizing social production

b) The market as a way of behavior of economic objects

¢) The market as a mechanism that allows balancing the supply and demand ratios for various types of
products and services

d) The market as a way of thinking

22. The market in which a tourist enterprise implements or is going to realize its goals:

a) Main

b) Layered

c) Target

d) Additional

23. A market with real prospects for sales growth:

a) Additional

b) Main

c¢) Growing

d) Target

24. The conjuncture of the tourist market is:

a) The volume of services sold on the market

b) The price level

c¢) The state of competition

d) The economic situation on the market at a certain point in time

25. The capacity of the tourist market is:

a) The volume of travel services sold on the market for a certain period of time

b) The rate of profit received

c¢) The price level

d) The state of competition

26. The concept of "product by design" reflects:

a) The content aspect of the product (satisfaction of the need)

b) The formal aspect of the product (certain properties and characteristics (product quality))
c¢) The aspect associated with additional assistance to the client (quality of service, consultations, etc.)
d) All the components of the product (quality, price, etc.)

27. What factor plays a crucial role for the development of tourism in St. Petersburg:

a) Proximity to the sea

b) Population

¢) Infrastructure

d) Monuments of material culture

28. It is not a characteristic of the tourist market:

a) A significant number of intermediary links

b) A wide variety of consumers by material capabilities, age, goals and motives

c¢) The complexity of services

d) Low capital intensity of the industry

29. In marketing, creating an image, product image, identifying differences from competitors' products

14
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1s called:

a) Qualitative analysis

b) Scanning

c) Positioning

d) Rehabilitation

30. The concept of the "life cycle" of a tourist product proceeds from the fact that:

a) The demand for the product is seasonal

b) The demand for the product is constant

¢) The demand for the product depends on the quality of the product

d) Any product is sooner or later displaced from the market by another

31. The stage of the life cycle of a tourist product, at which the "phenomenon of loyalty" (the desire to
use the services of the enterprise again) manifests itself at the stage of:

a) Implementation

b) Growth

¢) Maturity

d) Decline

32. The stage of the life cycle of a tourist product, in which there is almost no competition, is called:

a) The stage of introduction

b) The stage of growth

c) The stage of maturity

d) The stage of decline

33. According to the degree of complexity of the external environment, travel agencies distinguish four
situations. The most beneficial for the company is:

a) A situation of low uncertainty

b) A situation of moderate uncertainty

c) A situation of moderate high uncertainty

d) A situation of high uncertainty

34. According to the degree of complexity of the external environment, travel agencies distinguish four
situations. The most difficult situation is:

a) A situation of low uncertainty

b) A situation of moderate uncertainty

c) A situation of moderate high uncertainty

d) A situation of high uncertainty

35. The substitution of a servant's tour is:

a) The substitutability of tourist services by others b) The coupling of one service with others (the
purchase of some services automatically leads to the need to purchase a whole range of services)

c¢) The quality of customer service

d) A set of permanent services

36. The complexity of the travel service is manifested in:

a) The substitutability of tourist services by others

b) The specialness of one service with others (the purchase of some services automatically leads to the
need to purchase a whole range of services)

c¢) The quality of customer service

d) A set of permanent services

37. The market formed by customers who prefer the services of this particular tourist enterprise is
called:

a) Serviced

b) Qualified

c¢) Mastered

d) Valid

38. The concept that a tourist company adheres to, if it focuses on improving the properties and qualities

15
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of its services, is called:

a) Marketing

b) Product

c) Sales

d) Communication

1. MapKkeTHHI TYPUCTCKOIO NMpeaANpPUITUSA OTHOCUTCH K cepe (YKAKUTE NPABWIbHBIN OTBET):

a) [Ipon3BOACTBEHHOIO MapKETHHIa

0) MapkeTruHra noCpeIHUKOB

B) MapkeTuHra yciayr

r) Mapketunra 0ecripuObUIbHBIX MTPEANPUSATHIA

2. XapaKTepHCTHKA, OTPAKAIOIIAS CYTh MAPKeTHHIOBOH 1eAATeJIbHOCTH B TYpU3Me, — 3TO:

a) [IpoBenenue nucciaenoBanuii

0) JledaTenbHOCTh, HamNpaBlI€HHAs Ha BBIABICHHWE U YAOBJIETBOPEHHE IMOTPEOHOCTEW moTpeduTeneit
MIOCPECTBOM Iporiecca oOMeHa

B) BripabGoTka crparernu KoMnaHuu

r) Pa3paboTka HOBBIX MPOIYKTOB Ui YAOBIETBOPEHUS MOTpeOHOCTEH noTpeduTeneit

3. lle1b10 CHTYalIHOHHOI'O AHAJIM3A B TYpHU3Me SIBJISICTCS:

a) Texyrue HaOMIOMCHMS 32 1IEJIEBBIM PHIHKOM

6) CamoaHanM3 W CaMOKOHTPOJIb 3a pe3yjibTaTaMy JESATEeIbHOCTH NPEANPHITHS U YIpPaBICHUS
MapKeTHHIOM

B) JleMoHCTpaLust pyKOBOJCTBY «CpP€3a» TOTO MOJIOKEHHUsI, B KOTOPOM Ha MOMEHT IPOBEJICHUS aHAIIN32
HaXOJUTCS TYPUCTCKOE MPEANPUATHE

r) M3yueHue aeqaTenbHOCTH KOHKYPEHTOB

4. YcnemHo npoBeieHHbI CUTYAlHOHHBIN aHAJIHM3 M03BOJIAET PYKOBOACTBY TYPUCTCKOM (pMPMBI:
a) 36aBuThcs OT WIUTIO3UH, TPE3BO B3MISHYTh HAa IIOJIOKEHHE BeIEeH, HAMETUTh HOBbIE, Oolee
MEePCIIEKTUBHbBIE MIYTU PA3BUTHS

0) M3yunTh TEHIEHIIMU AETOBOI aKTUBHOCTH

B) OnpenenuTs CTeneHb y0BIETBOPEHHOCTH MOTPEOUTENEH NpeasiaraeMbIMU yCIyraMu

r) HaiiTu moTeHmanbHpIX moTpeduTeneil, onpeaenuTs uX Oyaymuit cnpoc

5. CucTeMHOMY aHAJIN3Y COOTBETCTBYET MeTO/l MAPKETHHIOBOI'0 AHAJIM3A:

a) " )K3I-ananus

6) CermenTanus B) [lozunmonupoBanue

r) O1ieHKa KOHKYPEHTOCIOCOOHOCTH

6. McxonHbIM NYHKTOM MapKeTHHIOBOI0 UCCJIe0BAHUS SIBJISIETCH:

a) OT60p UCTOUHMKOB UH(DOPMALH

6) Coop nnpopmanuu

B) AHaiu3 uHpopMauu

r) Tounas @opmynupoBKa ero nesnen u 3agad

7. OcHOBHOI 3a1a4eil NpH 0TOOpe HCTOYHNUKOB MHGPOPMALIUY SIBJISACTCH:

a) Coop unpopmanuu

6) ITonyueHue HeOOXOAMMBIX JTaHHBIX C MAKCUMAJIbHOM OBICTPOTOM 1 3P PEKTUBHOCTHIO

B) AHanu3 cobpanHoi nHpopmanun

r) MccnenoBanue MeToJ0B N3yUeHHsI pbIHKA

8. CBenenus 0 morpeduTesie TYPUCTCKUX YCJIYT NPEANOIAraloT HCMOJIb30BaHHe CJIeYI01Iero Buaa
MAapKeTHHI0BOii nH(popManuu:

a) KauecTBeHHast MapkeTHHrOBast HHPOPMAITUs

0) Dnu3oauueckas MApKeTUHIOBasi HH(popMaLus

B) [losicHsrOIast MapKeTUHTOBAast HGOPMALIUS

r) JleMmockonuueckas MapKeTHHIoBasi HH(GopMarus

9. PeasibHOE oOTpa’keHMe B KaKIblii MOMEHT BpPEeMEHH COCTOSIHUSI MAPKeTHMHIOBOIl cpeabl
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TYPHCTCKOI0 NPEeJNPUATHS 03HAYACT CJeAYIIHi NpUHIHN (GOPMUPOBAHUA M HCIOJIb30BAHUSA
MApPKETHHI0BO HH(OpMALMU:

a) AKTyallbHOCTb

6) locToBepHOCTD

B) PeneBanTHOCTD

r) LlenenanpaBieHHOCTh

10. Cucremoii MApKeTMHIOBOM HH(OPMAIIUU HA3LIBAIOT:

a) COBOKYNHOCTb JaHHbBIX, MOJY4YaeMbIX U3 OyXraJTepCKOW W CTaTUCTHYECKOH OTYETHOCTH,
AQHAJIUTUYECKUX 00001IeHN

6) [TonHOTYy OTOOpaxKeHus, HEOOXOAUMYIO Ui OOBEKTUBHOIO yueTa BceX (PaKTOpoB, (GOPMHUPYIOLIMX
1100 OKa3bIBAIOLIUX BIUSHUE HAa COCTOSIHUE U Pa3BUTHE CPeJlbl MAPKETHHTa TYPUCTCKOTO MPEANPUSITUS
B) COBOKYNHOCTb Bcelt HH(opMaIiy, He0OX0JUMOH [Tl BHITIOJIHEHUS] MAPKETUHTOBBIX MEPOIPUSATHIHA
r) Cucrema uHpopMaIuu, Mpu KOTOPOH UCKITIOYAETCS BO3SMOKHOCTh TPOTUBOPEUHBHIX BHIBOJIOB

11. CucremMa BHyTpeHHeH MAPKeTHHIOBOIl HHPOPMALMH MPEAN0Iaraer:

a) Baenpenne HoBeHIINX HHPOPMALIMOHHBIX TEXHOJIOTUH 1 HH()OPMALIMOHHBIX ceTel

6) Mcnonp3oBaHNuE MCTOUHUKOB U METOAMUYECKUX MPUEMOB, C IMOMOIIBIO KOTOPHIX MOXKHO MOJYYHUTh
MH(OPMAIUIO O COOBITUSX U CUTYAIUIX, CKJIaIbIBAIOLINXCS BO BHELTHEN MapKETHHTOBOU cpefie

B) [IpuHsTHE MapKETHHIOBBIX PEIICHUI

r) Bo3MOXXHOCTh aKkKyMyJsIIMM U TOMCKa HEOOXOIMMBIX CBEACHUH BHYTPH CaMOIO TYpPHUCTCKOTO
HIPENIPUSITHS

12. K y3konpo(pujibHOi MApKEeTHHIOBO HH(POPMAILMU OTHOCITCSH:

a) Kauru oOmiei 5KOHOMUYECKON OpHUEHTALIH

0) [Iyonukyemblie Oyxrantepckue 1 GUHAHCOBBIC OTYETHI MPEATPUATHI

B) MaccoBble peKIaMHbIe MEPOTPUATHS

r) CTaTuCTHYECKUE U3IaHUS

13. K 00meil MapKeTHHIOBOM MHGpOPMAILINM OTHOCSTCH:

a) KomMepueckue 6a3pl 1 OaHKW JaHHBIX

6) Ilocemnienus TypuCTCKUX MPEAIPUATHIA

B) 3aKOHOAATENbHbIE U HOPMATHUBHBIE aKThI, @ TAKXKE JAPYrue MyOauKaIiui rocy1apcTBEHHON BJIACTU U
yIpaBICHUS

r) [leuatHpie pexinaMHble MPOIYKTHI IPEAIPUATUN

14. BoIIBUTh JKM3HEHHBIH WHKJ 3anpocoB M NPEANOYTCHHH M OCHOBHbIC TEHJACHIHMH HX
U3MEHEHHUH ¢ TedeHHeM BpPeMEeHH /IJIsi CBOeBPEMEHHOI0 NPUHATHS pPellleHHi 0 1esiTeJIbHOCTH Ha
PbIHKE IO3BOJISIET:

a) ToueuHsIil onpoc

6) [ToBTOpHBII OMpocC

B) CrioirHo# onpoc

r) Ber6opounslii omnpoc

15. K 3aKpbITOMY THILY BOIIPOCOB OTHOCHTCSI:

a) Bonpoc ¢ BEIOOPOYHBIM OTBETOM

0) HecTpykTyprpoBaHHBIif BOIIpoc

B) [Tog0op cioBecHbIX acconuanui

r) TemaTtuueckuil annepreniMoOHHbIA TECT

16. « I3 knaxK-TYp» (MIAKETHBIA TYP) OTHOCHTCH K:

a) [octuHnyHOMY By YCIyT

0) DKCKypCHOHHOMY BUJY YCIYyT

B) TpaHncmopTHOMY BUJY yCIIyT

r) KommnexcHoMy 00Cy>KMBaHUIO

17. Heo0XoquMOCTh  MApPKeTHHIOBBIX  MccieloBaHuii  (MHGopMauuM O NOTPedHOCTAX
norpeduTeseil) CTAHOBUTCS OYEBUHA MPH:

a) OpueHTanuu GpUpMbl Ha COBIT
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0) OpueHTaluKu Ha MPOU3BOACTBO

B) OpueHTanuu Ha OTPeOUTENs

r) OpueHTanuy Ha KOHKYPEHLUIO

18. Kakoe onpenejieHue COOTHOCHTCS € IOHATHEM CPeibl MAPKEeTHHIa:

a) COBOKYITHOCTb OTHOIIEHU, CKJIaIbIBAIOLINXCSI BHYTpH HPEANPUATHSL. a TaKXkKe
C IpyTMMH 3KOHOMUYECKUMH CyObeKTaMHt

0) B3anmooTHOIIEHUS ¢ KOHKYPEHTaMH

B) B3auMoOTHOIIEHHS ¢ KOHTAKTHBIMH ayJUTOPUSMHU

r) BzaumooTHOLIEHHS CO «CMEKHUKAMI)

19. Heanb uccaenoBanuii BHyTPpeHHel cpeabl Typpupmoii:

a) AHaJIu3 CTPYKTYpPhI PbIHKA

6) OreHKa KOHBIOHKTYPBI PhIHKA

B) BhIsicHeHHe CHUIbHBIX U €1a0bIX CTOPOH MPENNPUSITHS

r) M3yuenue cpoca Ha MPOIYKThI PEAIPUATHS

20. UccaenoBanusi, OLEHHMBAKOLIME BJIMAHME HA TYPUCTCKHI OHM3Hec [aeMOrpauyecKux,
IKOHOMHYECKHX, CONMATBbHO-KY/JIbTYPHBIX U APYIUX (GaKTOPOB, — 3TO:

a) AHaJIu3 MUKPOCPEIb

6) N3yuyenue Makoocpesl

B) UccnenoBanre KOHKYpPEHTOB

r) UccnenoBanue nmorpeduteneit

2]1.Ilonxon K omnpeaeleHHI0 PbIHKA, OCHOBAHHBI HAa BbIeJIEHUHM €ro KOHKPeTHO-
IKOHOMHYECKOI'0 COleP:KAHMS:

a) PbIHOK Kak croco6 opranu3anuu oOLIeCTBEHHOTO TPOU3BOICTBA

0) PeiHOK Kak crioco0 MoBeeHUs X031CTBEHHBIX 0OBEKTOB

B) PbIHOK Kak MexaHu3M, MO3BOJIAIOMINN cOajaHCHUpPOBAaTh COOTHOIIEHHUS CIpoca U MPENIoKEeHUs Ha
pa3IUYHbIE BUBI IPOLYKTOB U YCIYT

r) PbIHOK Kak cioco0 MbIIIEHUS

22. PbIHOK, HA KOTOPOM TYPHCTCKO€ NpeaNpusTHe peajin3yeT Ui cO0upaeTcs peajn3oBaTbh CBOU
HeJIu:

a) OcHOBHOM

0) [IpocnoeHHbIi

B) lleneBoit

r) JlononHuTeNbHBIN

23. PbIHOK, HMCIOLIUI peajibHbIe MePCHEeKTUBBI JJIsl POCTAa 00beMa NMPOJAK:

a) JlonmosHUTETBHBII

6) OcHOBHOM

B) PacTymmii

r) Llenesoit

24. KOHbIOHKTYpPa TYPHCTCKOI0 PbIHKa — 3TO:

a) O0beM peasin3yeMbIX Ha PHIHKE YCIyT

0) YpoBeHb 11eH

B) CocTosiHue KOHKYPEHIIUH

) DKOHOMUYECKasi CUTyalisl Ha PhIHKE B ONPEAEIEHHbI MOMEHT BPEMEHU

25. EMKOCTBb TYPHCTCKOI0 PbIHKAa — 3TO:

a) O0beM peann3yeMbIX Ha PbIHKE TYpyCIIyT B TEUEHUE OMPEIEICHHOTO MPOMEXKYTKAa BPEMEHH

6) Hopma nomyyaemoit npuOsLiu

B) YpOBEHb IIEH

r) CocTOsIHME KOHKYpPEHIINH

26. IlonsiTHE KIPOAYKT IO 3aMBICJIY» OTPAKAET:

a) ConeprkaTenbHbIM aclIeKT MpoayKTa (YIOBIETBOPEHHUE OTPEOHOCTH)

0) @opMaJIbHBII acTeKT MPOAYKTa (ONpeieIeHHbIE CBOMCTBA U XapaKTEPUCTUKHU (KaueCTBO NMPOIYKTa))
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B) ACIEKT, CBSI3aHHBIH C JOIOJHUTEIBHON MOMOIIbIO KIHUEHTY (KayecTBO OOCITyKHBaHMUS,
KOHCYJIBTALIUHU U T.I1.)

r) Bece cocTaBHbIe yacTu nmpoaykTa (Ka4ecTBoO, [IEHA U T.1T.)

27. Kakoii ¢pakTop Urpaer BaxkHeHIIyI0 poJib A5 pasButus Typusma B Cankr-IlerepOypre:

a) bimzocts Kk MOpIO

0) UMCIICHHOCTh HACCIICHHS

B) Undpactpykrypa

r) [lamsTHUKK MaTepUaIbHOMN KyJIbTypBI

28. He siBJIsIeTCH XapaKTEePUCTUKON TYPUCTCKOIO PbIHKA:

a) 3HaYUTENIbHOE KOJIMYECTBO MOCPEIHUUECKUX 3BEHHEB

0) bonbmioe paszHooOpa3ue moTpeOuTEeNe MO MaTepHaIbHBIM BO3MOXHOCTSM, BO3pacTy, IEISIM H
MOTHBaM

B) KommuiekcHOCTh yemyr

r) Huzkas ®ongoeMKkoCTh oTpacin

29. B mapkeruHre cozganue odpa3a, MMHUAXKA NPOAYKTA, BbISIBJCHHE OTIIMYUI OT NMPOAYKILUH
KOHKYPEHTOB Ha3bIBAETCS:

a) KauecTBeHHBIM aHATM30M

6) CkanupoBaHHEM

B) [To3unmonnpoBanuem

r) Cananuei

30. KoHuenuus «KU3HEHHOT0 UKJI2» TYPIPOAYKTA UCXOAUT U3 TOTO, YTO:

a) Cripoc Ha MPOAYKT UMEET CE30HHBIN XapaKTep

6) Cipoc Ha MPOIYKT UMEET MOCTOSHHBINA XapaKTep

B) Cripoc Ha MPOAYKT 3aBUCUT OT KauecTBa MPOAYKTa

r) JIto00# POAYKT paHO WIIM MO3THO BBITECHSETCS C PhIHKA APYTUM

31. Cragusl ’KU3HEHHOI0 LMKJA TYPNPOAYKTA, HA KOTOPOH mposiBjsieTcsi «(peHOMeH BEPHOCTH»
(:keJ1aHMe BOCIIO0JIb30BAThHCS YCJIYTaMH NPeINPUSITUS ellle pa3) NPosBJIseTCs HA dTane:

a) Buenpenus

0) Pocra

B) 3penoctu

r) Cnana

32. Cragusi KM3HEHHOI0 IHUKJIA TYPHPOAYKTA, HA KOTOPOH NPAKTHYECKH IOJHOCTHIO
OTCYTCTBYET KOHKYPEHIHs, HA3bIBACTCH:

a) Ctagusi BHEPEHUS

6) Cragus pocta

B) Craaus 3penoctu

r) Cranus cnazga

33. 1o cTemeHM CJIOKHOCTH BHEIIHEr0 OKPY:KeHUsI TYPGUPMBI BBIACJIAIT 4YeTbIpe CHTYAlHH.
Haubos1ee 01aronpuATHOM AJ1s1 IPeANPUATHS ABJISAETCS:

a) CuTyanusi HU3KOM HEONPEAEICHHOCTH

0) Cutyanust yMepeHHOM HEOPEIeIEHHOCTH

B) Cutyarusi yMepeHHON BBICOKOM HEONpPeAeNIeHHOCTH

r) Curtyanus BBICOKOM HEOIpeeIeHHOCTH

34. Ilo cTemeHM CJIOKHOCTH BHEIIHEr0 OKPY:KeHUsi TYPGUPMBI BBIACJIAIT 4YeTbIpe CHTYAllHH.
Haubonbuieii c/10)KHOCTHIO OTINYACTCH CUTYALMSA:

a) Curtyanust HU3KOW HEONpeneIeHHOCTH

0) Cutyanus yMepeHHOM HEONPEIEeIEHHOCTH

B) Cutyarusi yMepeHHON BBICOKOM HEONpPeAeNeHHOCTH

r) Curtyanus BBICOKOM HEOIPEIEIeHHOCTU

35. CybcTuTynus Typy CIyra — 370:

a) 3aMEHSAEMOCTh TYpUCTCKOW yciryru apyrumMu  0) CIEIUIGHHOCTh OIHOW YCIyTH C JAPYyTUMHU
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(mpuoOpeTeHre OJHUX yCIyT aBTOMaTUYeCKH MPUBOANUT K HEOOXOAMMOCTH MOKYIIKH LIEJI0r0 KOMILIEKCa
yCIIyT)

B) KauecTBo 00cmyxuBaHus KJIMEHTOB

r) HaGop mocTostHHBIX yCITyT

36. KoMILUIEKCHOCTDH TYPYCJIYTH NMPOSIBJISIETCS B:

a) 3aMEHAEMOCTH TYPUCTCKON YCIYTH APYTUMU

0) CnenieHHOCTH OJHOW YCIYTH C IPYTUMHU (MPUOOPETEHHE OJHUX YCIyT aBTOMATUYECKU MPUBOIUT
K HEOOXOMMOCTH MOKYTKH IIEJIOT0 KOMILIEKCA YCIIYT)

B) KauectBe 00cmyKuBaHUS KIMEHTOB

r) Habope nmocTosHHBIX ycayr

37. PbIHOK, KOTOpbI 00pa3ylOT KJIHEHTbI, OTAAKOLIHE MpeANoYTeHHe YCJIyraMm [JaHHOIO
KOHKPETHOr0 TYPUCTCKOI0 NPeANPUSITUS, HA3bIBAETCH:

a) O06cmy)KMBaeMBbIiA

6) KanudunupoBaHHsbIii

B) OCBOCHHBIN

r) JleficTBUTENbHBIIH

38. KoHuenuusi, KOTOPOil MPUIEPKUBACTCH TYPUCTCKOE NMpeanpusiTUe, eCJiM OHA J1eJ1aeT AKUEeHT
HA COBEPILICHCTBOBAHUY CBOMCTB U KA4eCTB CBOMX YCJIYT, HA3bIBA€TCH:

a) MapkeTHHTOBO

6) IIponykroBoit

B) COBITOBOM

r) KommyHUKarimonHnoi

TecTupoBanue Ne2

39. The concept that a tourist enterprise adheres to, if it tries to improve the production and sale of its
travel services, is called:

a) Product

b) Price

¢) Production

d) Communication

40. The concept that a tourist company adheres to, if it focuses on the dissemination of positive
information about itself and its product, actively conducts an advertising campaign, participates in
exhibition events, is called:

a) Product

b) Production c)

d) The concept and intensification of commercial efforts

41. The concept of a travel agency that corresponds to the definition: "Orientation to the needs and needs
of buyers, supported by comprehensive efforts aimed at meeting the needs of consumers and obtaining
maximum profit" is called:

a) Production

b) The concept of intensification of commercial efforts

¢) The concept of marketing

d) Economic

42. The factor that enhances competition in the tourism market is:

a) Lack of new products

b) Extensive sales market

¢) Increase in the number of competing firms

d) High consumer demand

43. When the demand for a tourist product grows slowly, a situation arises when competition:
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a) Intensifies

b) Weakened

c) Absent

d) Remains the same

44. Differentiation of the tourist product contributes to:

a) Decrease in sales volume

b) Marketing research of the product

c¢) Improving the quality of tourist services

d) Increase the volume of advertising

45. Travel companies continue to compete even at the limit of their capabilities when the following
situation arises:

a) There are no motives to continue working in the market

b) They do not see the correct solution to the problem

c¢) Biding their time, counting on the departure of competitors

d) A very expensive barrier to exit

46. Analysis of travel agency competitors contributes to:

a) Determining their weaknesses and strengths

b) The possibility of developing a new tourist product c) Product strategy
d) Increase in sales of travel services

47. The system of marketing research of competitors enables a tourist enterprise to:
a) Expand the sales market

b) Increase the competitiveness and efficiency of the enterprise as a whole
c¢) Choose the right advertising

d) Segment the market

48. Direct competitors are tourist enterprises:

a) Working in another business area

b) Providing similar tourist services

c¢) Located in the neighborhood

d) Where relatives work

49. Potential competitors of a travel agency are:

a) New tourist firms entering the competition

b) Firms intending to work in this field

c¢) Enterprises pursuing an aggressive personnel policy

d) Enterprises with great growth potential

50. Quantitative information about the competitors of a travel agency is:
a) A subjective assessment

b) A competitor

's strategy ¢) An objective assessment

d) A competitor's weak point

51. Qualitative information about the competitors of a travel agency is:
a) An objective assessment

b) The strategy of competitors

c¢) The weak point of a competitor

d) A subjective assessment

52. What kind of information does the sales volume indicator relate to:
a) Advertising

b) Quantitative

¢) Qualitative

d) Economic

53. Outsiders of the market are tourist enterprises that have:

a) A strong competitive position

21



38.03.02 MeHemKMEeHT, HanpaBiIeHHOCTh (Tipoduib) "MapkeTur"

Pabouas nporpamMmma JUCHUIIIIUHBI

Huctunnuna: @TJ[.07 Marketing

CDOpma 06yLICH[/ISI: O4YHasA, 3a04Hasi, O4HO-3a049Has

Pa3paborana myis mpuema 2023/2024 yuedbHoro rona

b) A very poor competitive position

c) A large market share

d) A small market share

54. The basic principle of marketing is:

a) Get the maximum profit

b) Know your product

¢) Know your client

d) Follow the leader

55. The independence of consumer choice is manifested in:

a) Freedom of choice of a tourist product and a tourist company
b) The high price of the product

¢) Informational advertising

d) The prestige of the product

56. The factors of the external marketing environment include (specify the correct answers):
a) Political

b) Demographic

¢) Environment

d) Tourist product

57. Throughout life, in relation to tourist services, a person:

a) Changes his preferences and tastes

b) Never changes his preferences and tastes

¢) Avoids changes

d) Does not think about his tastes

58. The process of buying a tourist product begins:

a) At the time of purchase of a tourist product

b) From the moment of contacting a travel company

c) At the time of providing a tourist service

d) From the moment of the need

59. A. Maslow's theory refers to:

a) Motivation of consumer behavior

b) Marketing concepts

c¢) Product marketing research

d) Marketing research of competitors

60. The decision to purchase a tourist service occurs after:

a) Motivation of the purpose of the purchase

b) Awareness of the need

c¢) Evaluation of information on the provision of similar services
d) Marketing research of a tourist product

61. How many types of families are allocated for decision-making for the purchase of tourist services:
a) l

b) 2

c)3

d)4

62. Marketing is a type of activity aimed at:

a) Ensuring the sale of goods

b) Ensuring the competitiveness of products

c¢) Market research and stimulating demand

d) Satisfaction of needs and requirements through exchange

63. The following does not apply to the basic principles of marketing (specify the superfluous):
a) The purpose of marketing is to achieve the highest profit by the Firm
b) The key to achieving the goals of the firm is to identify the needs and needs of the target market and
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their most effective satisfaction

c) Marketing is focused on anticipating or strengthening the well-being of the consumer and society as
a whole

64. Market demand is:

a) A person's desire to buy a product

b) A need backed up by purchasing power

c¢) A sense of a person's perceived lack of something

65. The marketing package includes:

a) advertising, price, product, packaging

b) goods, distribution, foam, communication

¢) trademark, packaging, price, distribution

d) advertising, personal sales, public relations, sales promotion

67. The following price competition strategy is the most profitable:

a) "Overpriced"

b) Everything depends on the market situation

c) "Leader's price"

d) "Skimming"

68. The following price competition strategy is the most reliable:

a) "Break-even price"

b) "Flexible price"

¢) "Cost minimization"

d) "Average market price"

69. Marketing communications are:

a) Marketing research

b) Internal information of the marketing department

c¢) The process of interaction of the subjects of the marketing system for the coordination and adoption
of tactical and strategic decisions in marketing activities

70. The exchange of opinions about the product between target customers and their neighbors, friends,
family members and employees is:

a) Rumors

b) Advertising

¢) Sales promotion

d) PR

e) Direct marketing

71. If a company produces products sold at high prices, and its consumers are concentrated in one
geographical region, the most appropriate method of product promotion is:
a) Personal sales

b) Direct marketing

c¢) Advertising

d) PR

e) Sales promotion

72. The two-channel system of goods movement is:

a) Goods movement in various directions

b) Commodity movement producer—consumer and consumer-producer

c¢) The presence of two intermediaries

73. The coordinate system "Growth rates of sales volumes in the industry / relative market share of the
enterprise" is used in the construction of the matrix:

a) PIMS

b) Porter

c¢) Boston Consulting Group

d) Ansoff
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74. The marketing strategy is:

a) A set of methods of behavior of entrepreneurs in the market

b) A set of plans for market research, product assortment formation, pricing policy, communication and
marketing activities

¢) The implementation of a set of principles by which specific marketing goals are formed for a certain
period and the achievement of these goals is organized taking into account the capabilities of a particular
market entity

d) The result of purposeful work of marketing professionals at the company

75. One of the most common marketing management structures is:

a) Product structure

b) Functional structure

c¢) Matrix structure

d) Commodity-market structure

76. Marketing control includes:

a) Control of sales volume

b) Control of profits and losses

c¢) Control of marketing activities

d) Control of production, commercial and marketing activities

39. Konnenuusi, KOTOPOH NPHIEeP:KUBAETCA TYPUCTCKOE MPEeANPHUATHE, ECIIU OHO IIBITACTCs
YAYYIIUTb MPOLECC TPOU3BOACTBA U MPOAAKU CBOUX TYPYCIYT, HA3bIBAETCH:

a) [IponykroBoii

0) LlenoBoit

B) [Ipou3BoacTBEHHOM

r) KommyHukanuonHoi

40. Konuenuus, KOTOPOil NPUAEPKUBACTCH TYPUCTCKOE NPEANPUsTHE, €CIH OHO /ieJIaeT AKIEeHT
HA pacnpocTpPpaHeHHH MOJIOKUTEIbHBIX CBeJleHHil 0 cefe U CBOEeM NMPOAYKTe, AKTUBHO NMPOBOAMUT
PEKJIAMHYI0 KAMIIAHUIO, YYACTBYET B BHICTABOYHBIX MEPONPUATHAX, HA3bIBACTCH:

a) [IponykroBoii

0) [IpousBoacteenHoit B) COBITOBOM

r) Konuenuueit u uuTeHcudukanue KOMMEpPUECKUX yCUITUI

4]1. Konuenuus TyppupMBI, COOTBETCTBYHOLIAsi omnpenejieHnI0: «OpHeHTAnMs Ha HYKAbI H
NOTPe0OHOCTH TMOKYyNarTeseid, NMOJAKPeNJIEHHAS KOMILUIEKCHbIMM YCHJIMSIMH, HalleJIECHHBIMH Ha
YAOBJICTBOPEHHE TIOTPeOHOCTell moTpeduTesell M MOJyYeHHEe MAKCHMAJBHOH NPHOBLINY,
Ha3bIBaeTCs:

a) [IpousBoacTBeHHOMN

6) Konuenuuei nHTeHCH(PUKAIIMY KOMMEPUYECKUX YCUIINN

B) KoHuenmuei mapkeTuHra

') DKOHOMUYECKON

42. ®akTOp, yCHINBAKIINNA KOHKYPEHTHYIO 00pb0y Ha PBIHKE TypH3Ma, — 3TO:

a) OTcyTCTBHE HOBBIX IIPOTYKTOB

6) OOUIMpPHBIN PHIHOK COBITA

B) YBeln4eHHe Yuciia KOHKYPUPYIOIHUX GUupM

r) Boicokuii moTpeduTenbekuii crpoc

43. Korza cmpoc Ha TYpPHCTCKHH NPOAYKT pacreT MeIJeHHO, TO BO3HMKAeT CHUTyauMs, KOIrJa
KOHKYPCHIIUS:

a) YcunuBaercs

0) Ocnabnsercs

B) OTCyTCTBYET
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r) OcTaeTcst mpexHen

44. NuddepeHunanus TYPUCTCKOr0 NPOAYKTA CIOCOOCTBYET:

a) CHIKeHHUI0 00beMa MpoJIax

6) MapKeTHHTOBBIM UCCIIEIOBAHUSAM MPOJYKTa

B) IIoBBIIIEHHIO KaueCcTBA TYPUCTCKUX YCIyT

r) YBennueHHIo 00beMa peKiiaMbl

45. Typucrckue GpupMbI NMPOAOJIKAT BECTH KOHKYPEHTHYI0 00pbOy daske Ha mpenese CBOUX
BO3MOKHOCTeH TOrIa, KOIa BOSHHKAET CJIeAYIOIasi CHTYyals:

a) OTCyTCTBYIOT MOTHUBBI JUIsl POJOJIKEHUS PabOTHI Ha PhIHKE

6) He BUIAT paBUIBHOTO pEIIEHUs TPOOIEMbI

B) BbpKkuatoT Bpemsi, pacCuuThIBas Ha YXO/ KOHKYPEHTOB

r) Ouens 1oporoii 6apsep s BHIXOA

46. AHA/IU3 KOHKYPEHTOB TYPQHUPMBI CIIOCOOCTBYET:

a) OnpeaeneHnIo ux ci1adbIX U CUIIBHBIX CTOPOH

6) BosamokHOCTH pa3paboTKu HOBOTO TyprpoaykTa B) [IpogykroBoii cTpareruu
) YBeTMUEHHIO 00BEMOB POJAX TYPYCIyT

47. CucteMa MApKEeTHHIOBBIX HCCJIEJOBAHMII KOHKYPEHTOB [1aeT BO3MOKHOCTH TYPUCTCKOMY
NpeANpUATHIO:

a) Pacuputp pbiHOK cObITa

6) IToBBICUTH KOHKYPEHTOCTIOCOOHOCTD U 3(h(h)eKTUBHOCTD NPEANPHUATHS B LIEIOM
B) BrIOparh npaBuiibHYyIO peKiamy

r) CerMeHTHpOBaTh PHIHOK

48. IIpsiMble KOHKYPEHTBI — 3TO TYPUCTCKHE NPeANPUATHSA:

a) Paboraromue B apyroii cpepe 6uzHeca

0) [IpenocTaBnsionue aHaJOTUYHBIE TYPUCTCKUE YCITYTH

B) Pacnonaratomiuecs o cocesicTBy

r) Ha xoTopeix paboTatoT poACTBEHHUKH

49. IloreHHAJIBbHBIE KOHKYPEHThI TYPQHUPMbI — 3TO:

a) HoBble Typuctckue ¢pupmbl, BCTyNaronye B KOHKYpEHTHY0 00pb0y

6) ®upmbl, coOupatomecs padoTaTh B JaHHOH chepe

B) [Ipennpusrus, npoBoasIIe arpeCCUBHYIO KaIpOBYIO MOJIUTUKY

r) [Ipeanpusitus, umeroniye 60bII0N NOTEHIIMAT POCTa

50. KosimuecTBeHHast HHGOPMALHA 0 KOHKYPEHTaX TypP(pUpPMBbI SABJISETCS:
a) CyOBbeKTUBHOM OlIEHKOU

0) Crparerueii KOHKypEHTOB

B) OOBEKTUBHOM OIICHKOM

r) CnabbIM MECTOM KOHKYpEHTa

51. KayecTBeHHasi HH(popManus 0 KOHKYPEeHTAaX TypGUPMBI sIBJISICTCS:

a) OOBEKTUBHOM OIEHKOM

6) Ctparerueif KOHKypEHTOB

B) CnabbIM MECTOM KOHKYpEHTa

r) CyOBEeKTUBHOM OIICHKOMH

52. K kakomy Bu1y HH()OPMALMHU OTHOCUTCSH MOKa3aTeJib 00beMa MPoAaK:
a) Pexnamuoit

0) KonmmuectBeHHoi

B) KauecTBeHnHoit

') DKOHOMUYECKON

53. Ayrcaiiiepbl ppIHKa — 3TO TYPHUCTCKHE NPeANPUATHS, 001aJaK01IHe:
a) CHJIbHOIM KOHKYPEHTHOM Mo3unueit

0) O4eHb MI0X0H KOHKYPEHTHOM MO3uIIneit

B) bonbioii pplHOYHON A01€ei
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r) MasieHbKOW PHIHOYHOM J0JIeH

54. OcHOBHOII NPUMHIMII MAPKETHHIa — JTO:
a) [lomyunTh MakcUMaIbHYIO TPUOBLTH

0) 3HaTh CBOI MPOIYKT

B) 3HaTh CBOETO KJIMEHTA

r) CnenoBath 3a TUAEPOM

55. He3aBHCMMOCTb OTPEOUTEIHCKOI0 BHIOOPA NMPOSIBJISIETCS B:

a) CBob6ozie BIOOpa TypUCTCKOTO MPOIYKTA U TYPUCTCKOM PUpPMBI

6) Bricokoii 1ieHe Ha IPOTYyKT

B) MH(}opmaronHo# pexiame

r) [IpecTmxHoCTH NpOTyKTa

56. K ¢akTopam BHelIHell MAPKETHHIOBOM CPeAbl OTHOCATCH (YKasKuTe NPABUWIbHbIE OTBETHI):
a) [lomutuyeckue

6) Hemorpaduueckue

B) OkpyxeHue

r) TypucTckuii mpomyKT

57. Ha npoTsAKEeHNHU KM3HH 110 OTHOLICHUIO K TYPHUCTCKHM YCJIyram 4eJI0BeK:

a) MeHseT cBOoM IPEANIOYTEHHS] U BKYCBI

0) Hukorna He MEeHseT CBOM NMPEANOUTEHUS U BKYChI

B) M36eraet nepemen

r) He 3agymbIBaeTcst 0 cBOMX BKycax

58. IIpouecc MOKyNKH TYPHPOAYKTa HAYHHACTCH:

a) B MomeHT npuoOpeTeHns TypUCTCKOTO NPOIyKTa

6) C momeHTa o0OpaleHus: B TYPUCTCKYIO Gupmy

B) B MOMeHT nmpenocTaBiieHus: TYpUCTCKON YCIyTH

r) C MOMeHTa BO3HUKHOBEHUS MOTPEOHOCTH

59. Teopusi A. MacJjioy OTHOCUTCS K:

a) MoTuBaluu noBeieHus norpedurene

6) Konuenuuu mapkeTuHra

B) MapKeTHHIOBBIM HCCIIEI0BAHUSAM MPOAYKTA

r) MapKeTUHIOBBIM HCCIIEI0BAaHUSM KOHKYPEHTOB

60. IlpuHsiTHE pelmieHns 0 NPHOOPETEHUH TYPHUCTCKOM YCIyT'H MPOUCXOAUT MOCJIe:

a) MoTtuBanuu 1enu NoKyIKu

6) Oco3HaHus TOTPEOHOCTH

B) OneHku uHGOpMAIMK O IPEJOCTABIEHUN aHAJIOTUYHBIX YCIIYT

r) MapKkeTHHIOBBIX MCCIIEI0BaHUI TypUCTCKOTO MPOIYKTa

61. CkoJIbKO THIIOB ceMeil BbIAEJISIIOT MO NMPUHATHIO pellieHWil Ha npuodpeTeHHe TYPUCTCKHX
YCJIYT:

a)l

0) 2

B) 3

r) 4

62. MapkeTHMHI — 3TO BH/ /1eiTeJIbHOCTH, HATIPaBJICeHHbIN Ha:

a) ObecrieueHne cObITa TOBAPOB

0) O6ecnieueHNe KOHKYPEHTOCTIOCOOHOCTH PO KITUU

B) M3yueHue prlHKa 1 CTUMYJIUPOBAHUE CIIpOca

) YIOBJIETBOpEHHUE HYK U TIOTPEOHOCTEH MOCpecTBOM 0OMeHa

63. K 0CHOBHBIM NPMHIIMIIAM MAPKETHHIA HEe OTHOCUTCH cJieayouiee (YKaKuTe JUIIHee):
a) Llenbro MmapkeTuHra siBisieTcs noctmwxenne Oupmoit Hanboree BHICOKOM MPUOBLIH

0) 3amoroM AOCTIKEHMS Lieel (GUPMBI CITY>KUT ONpeAeSIeHUE HYKA U MOTPEOHOCTEN 11eIeBOr0 phIHKA
u HanOoee Y3PPEeKTUBHOE UX YIOBIECTBOPEHHE
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B) MapKeTUHI OpUEHTHPOBAH HA MPEABOCXUIICHUE WM YKpEIUIEHHE Oaronoiyyuss NoTpeOuTens u
o01IecTBa B LI€JIOM

64. PbIHOYHBII CIPOC — 3TO:

a) Kenanue yenoBeka KyluTh TOBap

0) [ToTpebHOCTD, MOAKPETUICHHAS TOKYIIATEIFHON CTIOCOOHOCTHIO

B) UyBCTBO OIIyII[aeMOil YeIOBEKOM HEXBAaTKH YEero-I10o

65. Kommuiekc MApKeTHHIa BKJIKOYAET:

a) pekiamy, LieHy, TOBap, yIIaKOBKYy

0) ToBap, pacnpeneneHue, NeHy, KOMMYHHKAITUIO

B) TOBapHBIN 3HAK, YIAKOBKY, IICHY, paclpe/eiieHue

I') peKiamy, JIMYHYIO MIPOAaKy, 0OIECTBEHHBIE CBA3H, CTUMYIMPOBAHHE MTPOAAK

67. HanOoJiee 10X01Ha CJIeAyOIAs CTPATETHsl HEHOBOW KOHKYPEHIUH:

a) «3aBbIIICHHAS LIEHAY

0) Bce 3aBUCHT OT phIHOYHON CUTyalluU

B) «llena mumepa»

r) «CHATHE CITUBOK»

68. MakcMMaJIbHO HA/IEKHA CJICAYIOLIasi CTPATErnsl HEHOBOM KOHKYPECHIMU:

a) «be3yObITOUHAs 1IEHAY

0) «['mOkas eHa»

B) « MUHUMU3AIUS U3JIEPKEK»

r) «CpenHepblHOYHAS LIEHa»

69. MapkeTHHIOBble KOMMYHHMKAIIUH — JTO:

a) MapKeTHHIOBbIE HCCIIE0BaHUS

0) BuyTpenHss uHpOpMaIus MapKeTUHIOBOTO OT/IeNa

B) [Iponiecc B3aumoneiicTBusl CyObEKTOB MapKETUHIOBOM CHCTEMBI 110 COINIACOBAHUIO U MPUHSATHUIO
TaKTUYECKUX U CTPATErMUECKUX PEIIEHUI B MAPKETUHIOBOU JESATEIBHOCTH

70. OOMeH MHEHMSIMM O TOBape MeKAy LieJleBbIMU NMOKYNATeJsIMH U UX COCEISIMH, JAPY3bSIMH,
YJICHAMHU CeMbH U COTPYIHUKAMH — 3TO:

a) Cnyxu

0) Pexama

B) CtumynupoBaHue cObITa

r) PR

n) [Ipsimoit MapkeTHHT

71. Ecin  KoMIaHusi NPOM3BOAUT MNPOAYKIHIO, Ppeajim3yeMyl0 IO BBICOKHM IeHaM, a ee
noTpe0UTEIM CKOHLEHTPHPOBAHBI B OJHOM TreorpajguuyeckoM peruoHe, HauooJee
1eJIeco00pa3HBIM METOI0M NPOABHKEHHS TOBAPa SIBJSICTCH:

a) JInunble npogaxu

6) AupeKr-MapKeTHHT

B) Pexnama

r) PR

1) CtumynupoBaHue cObITa

72. IByXKaHaIbHAs CHCTEMa TOBAaPOABMKCHUsI NPeICTaBJIsieT CO00:

a) ToBapoiBIKEHUE B pa3IMYHBIX HAIIPABICHUSAX

6) ToBaponBHXKEHUE TPOU3BOAUTENIL—IIOTPEOUTENL U TOTPEOUTETB-IPOU3BOIUTEH

B) Hanuuue nByXx nmocpeaHuKkoB

73. Cucrema koopaunar «Temmnbl pocra 00beMOB NPOJAXK B OTPACAH / OTHOCHUTEJIbHAS J0JIs
PBIHKA NPeANPHUATHS HCIOJIb3YeTCsl IPU NMOCTPOCHUH MATPHLBIL:

a) PIMS

0) [Toptepa

B) BOCTOHCKOI KOHCaNTUHTOBOW TPYTIIbI

r) AHcodda
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74. MapkeTHHIoBasi cTpaTerusi npeacTaBjsieT co00i:

a) Kommiexc npreMoB NoBeeHUS IPEATNIPUHUMATENIEHN Ha PbIHKE

0) Kommiexc niuaHoB u3yyeHus pblHKa, HOpMUPOBAHHS TOBAPHOTO AaCCOPTUMEHTA, IEHOBOW MOJIUTUKH,
KOMMYHUKAIITUOHHON M COBITOBOI IESATETLHOCTH

B) Bomomenne komIiuiekca MPUHLUIOB, C MOMOILBIO KOTOPBIX (DOPMUPYIOTCS KOHKPETHBIE LN
MapKeTUHIa Ha OIPEICIICHHBIA I[EPUOA U OPraHU3yeTCs AOCTHXKEHHE JTHX LEJIed C y4eToM
BO3MOXKHOCTEH KOHKPETHOI'O CyOBbEKTa phIHKA

r) Pesynbrar nenenanpasineHHOR paboThl podeccnoHasoB-MapKeTOIOroB Ha pupme

75. OnHOI U3 cCaMbIX PACIIPOCTPAHEHHBIX CTPYKTYP YIPABJIEHUS MAPKETHHIOM SIBJISIETCS:

a) ToBapHas cTpyKTypa

0) @yHKIMOHAIbHAS CTPYKTYpa

B) MatpuyHas CTpyKTypa

r) ToBapHO-pBIHOYHAS CTPYKTYpa

76. MapKeTHHIOBbIN KOHTPOJIb BKJIIOYAET:

a) Kontponb o6beMa mpojgax

6) KonTponps npubbuin 1 yOBITKOB

B) KOHTpOIb MapKeTHHTOBON JeSTENbHOCTH

r) KoHTpons npon3BoACcTBEHHON, KOMMEPUYECKOH 1 MAapKETUHIOBOM IesTETbHOCTH

Joxkaansl, coodomenue/Pedepar Nel

MapKeTHHT TeppUTOPUIl KaK NHHOBALIMOHHAS TEXHOJIOTUS B TYpU3ME.

Kynbryposnoruueckue 1 KOMMEpUECKHUE MOAXO/bI B YIIPaBICHUN OPEHA0M TEPPUTOPUH.
dakTopbl HEOOXOIUMOCTHU MPOBEACHUS JEMAPKETUHTa TEPPUTOPHH.

Busyanuzanus OpeHnia TeppuTOpUH: MPOOIEMbI U TOTEHLIUAT.

CamounneHTH(UKALMS MECTHBIX XKHUTEJeH Kak pecypc TYpUCTCKOro OpeHsa.

CyBeHHpBI B CTPYKTYpe OpeH1a TEPPUTOPHUH.

KoHrpeccHo-BbICTaBOUHAs AESATEIBHOCTh B PA3BUTHH ITPUBIIEKATEIBHOCTH TEPPUTOPHH.
OBOIONUS UMHJDKA U ITPaKTUKa popcupoBaHus OpeHaa (OIMOKH MapKETUHIOBOM CTpaTeru).
. Meramnonucel — TypucTCKue OpeHbl.

0. IlpoBuHIUS — TYpUCTCKUIN OpeH.

R I RS e

. Marketing of territories as an innovative technology in tourism.

. Cultural and commercial approaches in brand management of the territory.

. Factors of the need for demarketing of the territory.

. Visualization of the territory brand: problems and potential.

. Self-identification of local residents as a tourist brand resource.

. Souvenirs in the brand structure of the territory.

. Congress and exhibition activities in the development of the attractiveness of the territory.

. The evolution of the image and the practice of brand formation (marketing strategy mistakes).
. Megacities are tourist brands.

0. Province is a tourist brand.

— O 0 1N DN KW~

Hoxaanbl, coodmenue/Pedgepar Ne2
TeMbl TOKIag0B:
Co3nanue perucTpaiuu JesiTeIbHOCTH CyObEeKTOB TOCTUHUYHOTO Ou3Heca B PO.
V3MeHeHuns 1eATeNbHOCTH CYOBEKTOB TOCTHHUYHOTO Omn3Heca B PO.
[IpexpaieHue nesaTenbHOCTH CyObEKTOB TOCTHHUYHOTO Ou3Heca B PO.
BpeHuHT Kak MPOIYKT U TEXHOJIOTUS Pa3BUTHSI IPUBIIEKATEIILHOCTH TEPPUTOPHIA.
3arparbl ¥ MyABTUILTUKAIUS 3PPEKTOB YCHEIIHOTO TyPUCTCKOTO OpeHa.
KoHIemnmust Topoickoi HASHTHYHOCTH B PA3BUTHH TOPOJICKOTO OpeHa.

SR e
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7. KoHuemmus «J100pOXKeNaTeIbHOTO FOPOAa» B TypU3ME.

8. VmpaBieHue ropoACKUMH MPOCTPAHCTBAMU, HHPPACTPYKTYPOI rOCTEIIPUUMCTBA.

9.  HadopMannoHHas MOJIUTHKA TOPOIA — TYPUCTCKOM I€CTHHAITUH.

10. Toponckue npa3IHUKHA U YHUKAIIBHBIE COOBITUS B CTPYKTYPE TOPOACKOTr0 OpeHa.

11. MaBecTuninu B ropojickoit OpeH/1, MOTEHIIUA U PUCKHA MYHHUITUTIAILHOTO YIIPABICHUS TYPHU3MOM.
12. TloHsiTHE TYpPUCTCKOTO KiacTepa: JTOMHHAHTHI TYPUCTCKUX MAapIIPYTOB U KIIFOUEBHIE OOBEKTHI
TYPUCTCKOTO OM3Heca.

13. TocymapcTBeHHbIE, KOMMEPUECKHE M HEKOMMEPUYECKHE MHCTUTYThl MOJJEPKKH Pa3BUTHUS
TYPHUCTCKOI'O KJIacTepa.

14. ITpoayKTUBHOCTH KJIACTEPHOTO MOAXO0/1A K OLIEHKE Pa3BUTHS TYPUCTCKUX TEPPUTOPHIA.

15. Mopenu rocyqapCTBEHHOIO pEeryJIMpOBaHUS Pa3BUTUA TypU3Ma.

16. Konueniusi, CTpyKTypa U TEXHOJIOTUU PETMOHAIILHON POrPaMMbl Pa3BUTHS TYpU3MA.

17. IlpunsaTHe U peann3anus pErHOHAIBHON TYPUCTCKOM MPOTPaMMBI.

18. Ouenka 3(h(HeKTUBHOCTH U pe3yabTaThl peaTH3aliy MPOTPaMM Pa3BUTHUS TypU3Ma.

19. KpusuchHoe yrnpaBieHHe TYPUCTCKUMH TEPPUTOPHUSMH.

20. YacTtHO-rocyaapCTBEHHOE MAPTHEPCTBO PAa3BUTHUS TYPUCTCKUX TEPPUTOPHUHL.

21. Opranuzanus paboThl TYPUCTCKOTO MOpTalla peruoHa, KOMIJIEKCHOE MPOJBUKEHHUE I€CTUHALUN B
JIEKTPOHHOM CpeJIe.

22. CoObITHIHBI MapKETUHI B MPOIBWKEHUM TypucTCKuX Tepputopuil. 40. Pomp TypucTCcKuX
BBICTaBOK PETMOHAIIBHOTO, HAIIMOHAJIBHOIO U MEXKIYHAPOAHOIO YPOBHS B Pa3BUTHUU TYpU3Ma PETHOHA.

. Creation of registration of the activities of hotel business entities in the Russian Federation.

. Changes in the activities of hotel business entities in the Russian Federation.

. Termination of the activities of hotel business entities in the Russian Federation.

. Branding as a product and technology for developing the attractiveness of territories.

. Costs and multiplication of the effects of a successful tourist brand.

. The concept of urban identity in the development of the urban brand.

. The concept of a "friendly city" in tourism.

. Management of urban spaces, hospitality infrastructure.

. Information policy of the tourist destination city.

10. City holidays and unique events in the structure of the city brand.

11. Investments in the urban brand, potential and risks of municipal tourism management.

12. The concept of a tourist cluster: the dominants of tourist routes and the key objects of the tourist
business.

13. State, commercial and non-profit institutions supporting the development of the tourist cluster.
14. Productivity of the cluster approach to assessing the development of tourist territories.

O 0 IO DN = W~

CobecenoBanmne, onpoc / KonrposbsHasi padora Nel
Bomnpocs! nmst o6cyxaenus:
1 Cdopmynupyiite 0cCOOEHHOCTH COBPEMEHHOTO OTPEOUTENS.
2. Yewm BbI3BaHa HEOOXOAWMOCTD MTPOBENECHUS MAPKETUHTOBBIX UCCIICTOBAHHUNA
3 [Toka3arenu KOHKypEeHTOCIIOCOOHOCTH TOBApOB
4 NHycTprabHbIil M TOCTUHAY CTPUAIIBHBIN MIOAXOX K OLIEHKE Pa3BUTHUS TEPPUTOPHI.
) TypucTCckuii HOTEHIMAI U eI MAPKETUHTA TEPPUTOPHUNA.
6. llenmouka neHHOCTEN TYpUCTCKOM J€CTHHAIUH.
7.  Teppuropus Kak caMOCTOATEIbHBIN IPOEKT U MPOLYKT TYPUCTCKOM NHIYCTPHH.
8 Monen KOHKYpEHTOCTIOCOOHOCTH JIECTUHAIIUH.
9.  DKOHOMHYECKHE U COLMATIbHbIE (PAKTOPHI Pa3BUTHS TYPUCTCKUX TEPPUTOPHUI.
10. TIlcuxorpaduueckas MoOJIeNb TIOBEACHUS TOTpeOHTeNneld B TypusMe (JUIONEHTPHKH U
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TICUXOLICHTPUKH ).

11. «MngeanpHasg MOOENbY KU3HEHHOTO IIUKJIA JECTUHAIIAH.

. Formulate the features of the modern consumer.

. What is the reason for the need for marketing research

. Indicators of competitiveness of goods

. Industrial and post-industrial approach to assessing the development of territories.
. Tourism potential and marketing objectives of territories.

. The value chain of a tourist destination.

. The territory as an independent project and a product of the tourism industry.

. Models of destination competitiveness.

. Economic and social factors of development of tourist territories.

10. Psychographic model of consumer behavior in tourism (allocentric and psychocentric).
11. The "ideal model" of the life cycle of the destination.

O 0 IO DN K~ W~

CobecenoBanmne, onpoc / KontposabHas padora Ne2

. Mozenu yripaBieHus pa3BUTUEM TYPUCTCKUX TEPPUTOPHIA.

. CueHapuu pa3BUTHS TyPUCTCKUX IE€CTUHALMN.

. @opMHUpoBaHUE MPOTrPaMMBbl UCCIIEIOBAHUS U OLIEHKH TypUCTCKOTO MOTEHIMAIa TEPPUTOPHUHL.

. lnarHocTrKa ¥ MOHUTOPHUHT TYPUCTCKOM MPUBJIEKATEIbHOCTH TEPPUTOPHIL.

. PEST u SWOT ananu3 B olleHKE MOTEHIIMaIa TEPPUTOPU.

. IIporHo3 ntuHaMuKy TYpUCTCKUX ITOTOKOB, EMKOCTh PETMOHAIBHOIO TYPUCTCKOTO PBIHKA.

. MeTonuku u3MepeHus ynoBIETBOPEHHOCTH TYPUCTOB Iy TEHIECTBUEM.

. MeTroMKa OLIEHKH 3CTETUUECKON MPUBJIEKATEIbHOCTH JIAHAIIA(TOB.

9. Ouenka noTeHIala HOBBIX BUI0B TypH3Ma.

10. CuMBonMYECKMH KamuTajd TEPPUTOPUHU: IOHATHE, OOBEKTHBHbIE (DAaKTOPBI CYIIECTBOBAHUS.
Tunonorus 6peHI0B TEPPUTOPHUI.

11. Wnes, uenHoctu, auszaiiH Openga Typuctckux Teppuropuil. 20. CyObeKTHO-OpUEHTHPOBAHHAS
MOJIeTb OpeH/1a IECTUHALINH.

OO\ LN B~ W —

. Management models for the development of tourist territories.

. Scenarios for the development of tourist destinations.

. Formation of a program for research and evaluation of the tourist potential of the territories.

. Diagnostics and monitoring of tourist attractiveness of territories.

. PEST and SWOT analysis in assessing the potential of territories.

. Forecast of the dynamics of tourist flows, the capacity of the regional tourist market.

. Methods of measuring tourists' satisfaction with travel.

. Methodology for assessing the aesthetic attractiveness of landscapes.

. Assessment of the potential of new types of tourism.

10. Symbolic capital of the territory: the concept, objective factors of existence. Typology of brands of
territories.

11. Idea, values, brand design of tourist territories. 20. Subject-oriented model of brand destination

O 0 1N DN K WIN—

3aganusi TBOpUYecKoro yposus Nel

3ananme 1. «Ilesiun MapKeTHHIOBBIX HCCJIE0BAHUIDY

TOH—MGHGI[)KCp OI[HOﬁ U3 MCECTHBIX TYPUCTHUUYCCKHUX (1)I/IpM, 3aHUMAarOmuxcs OpFaHH3aHHeﬁ
O3J0POBUTCIIBHOT'O BBIC3IHOTO TypuU3Ma, NPUHUMACT PCIICHHUEC O TOM, CTOUT JIM €ro KOMIIAHHUUN
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IPUCTYIIUTH K PaA3BUTHIO MEAULIUMHCKOI'O HAIIPABJICHUA.

Chopmynupyiite mpobiemy MapKeTHHTOBOTO uccienoBanus. Ompenenure 1enb, 3aJadd U padouyro

TUNIOTE3Y IS CHOPMYIMPOBAHHOMN MPOOJIEMBI.

3aganne 2. «Conmo0rn4ecKuii onpoc B MAPKETHHIOBBIX HCCJIEI0BAHUIX)

Pa3paboraiite pabounii BapaHT aHKETHI JJIsl BBISIBICHUS CTEIIEHU YIOBJIETBOPEHMs rocTell OusHec-
OTeJls IPENO0CTABIAEMBIMU YCIIYyTaMU.

3aganmne 3. «MccneqoBanne poIHKA

C ucnonp30BaHMEM METOJA ILEMHBIX OTHOIICHUH Npemiokure (opMyldy Uil pacyeTa peaibHOU
€MKOCTH pPbIHKA 3-3B€37I04YHBIX TOCTUHUIL I. MUHCKa. Vcnosue: Bce naHHble, HCHIONb3YyeMble B (hopmyrte,
JOJDKHBI  OBITH OOIIEOCTYIHBI, T. €. MOJYYUTh HX MOXXHO TOJBKO C TOMOIIBI0 KaOWHETHBIX
HCCIIeIOBaHUH (JJaHHBIE TOCYAAPCTBEHHON CTATUCTUKH, BEO-IIPEICTaBUTENILCTBA TOCTUHMIL, Pa3IMUHbIE
myOnuKaluy, aHATUTUYECKHUE CTAaTbU U APYTUE BTOPUYHBIE HCTOYHUKH).

3aganmne 4. «CTpareruy pa3BUTH

Typuctuyeckasi KOMIaHHs IO OPTaHU3AIMH KOPIIOPATUBHOTO BHYTPEHHETO TypU3Ma BEIOMPAET OMH U3
TPEX BapUAHTOB CTPATETUU Pa3BUTHSL:

a) pa3paboTKa HOBBIX TYPOB BBIXOJHOTO JHS, KOTOPbIE MOHPABMIIUCH ObI TOCTOSTHHBIM KIIMEHTAM;

0) ¢dopmupoBaHHE CETH TypareHCTB IO peclyO/lnKe, MPOABUTAOIIMX HMX YCIYTH IO JO0rOBOPY
(bpanvaii3uHra,

B) OpraHM3alys IKOJIbHBIX TYPOB BBIXOIHOTO JIHS.

Omnpenenure TUII ONIMCAHHBIX MApKETHHIOBBIX cTpareruid. Kakoi BapuaHTt ctpareruu, Ha Bam B3z,
ONTHMAJICH U IoYemMy?

3aganmne 5. «CTparerun n1eHoo0pa3oBaHUA»

Jluckoxy0, MOMYJISIpPHBIN B TOPOJIE CPEIM TIIaMypHOU maOCHOW ayqUTOPUH, TPUHUMAET PEIICHUE O
BBEJICHUHU HOBOM ycilyry — opranusanuu VIPrnpa3aHukoB nis nereit B yTpeHHe-AHEeBHOE Bpems. Kakyro
CTparervio meHooopazoanus Bel mocoBeTyeTe BbIOpaTh? OOOCHYWTE OTBET.

3ananue 6. «KKOMMYHUKALIMOHHAS CTPATETrUsD)

Typuctuueckoe areHTCTBO, HAIPABICHUEM KOTOPOTO SIBIISIFOTCS HEAOPOTME MOJOJAEKHBIE MPOTPAMMBI
BHYTPEHHETO Typu3Ma, pa3padaThiBa€T MApKETUHIOBBIA IUIaH MO YBEIMYEHHUIO O0beMa MpoJak Ha
caeayromui roa. IIpemioxure BO3MOXKHYIO CTPaTeTHIO TOCTHXKEHUS LIEIH, B COOTBETCTBUU C KOTOPOM
0003HaubTe LIEJIN MPOrpaMMbl IPOIBHKEHUS M CTPATETUI0 KOMMYHHUKAIIMOHHOTO BO3JCHCTBUSI.

3aganne 7. «CTparern4ecknii MapKeTHHI»

Ucnone3yst marpuily BocToHCKOM KOHCANTHUHTOBBIA TPYIIBI, OMUIIMTE MO3ULIMIO (DUPMBI, OLEHHUTE
PHUCK U IOPEKOMEHAYHTE KaX10i TypHUCTHUECKOH (pupMe COOTBETCTBYIOILYIO CTPATETUIO TIOBEACHUS Ha
PBIHKE, €CIIH:

a) pupma «Bosx» 061agaeT 3HaYNTETHHBIM TOTEHIIMAIIOM, HO BBICTYIIA€T Ha HETIEPCTIEKTUBHOM PBIHKE;
0) ¢upma «OKCTpUMTyp» 007aTaeT CHIBHBIM IOTEHIIMAJIOM M BBICTYNA€T HAa Pa3BUBAIOIIEMCH,
MEPCIIEKTUBHOM PBIHKE.
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3aganne 8. «@aKTOPBLI MAPKETHHIOBOH CpeIbDy

[epeuncnure KOHTPOIUPYEMBbIE U HEKOHTPOJIHUPYEMbIE (PAKTOPHI MAPKETHHIOBOM Cpe/Ibl OPTaHU3aIIA.
Pectopan «llenbMeHb» mpeuiaraeT KOMIUIEKC YCIYT: OPraHU3allMi0 OOILIECTBEHHOTO IMUTaHMA,
IpoBeJicHNE OAHKETOB, IPE3EHTALNI, KOPIIOPAaTUBHBIX MepoNpusiTUii. B MeHto pecropana — o0eneHHas
NPONYKIMsI, TOpsiYME, XOJOJHBbIE, AECEpTHble ONIoAa, 3aKyCKH, HAIUTKU, TOTOBas [eJIMKaTecHas
nponykius. [ToMruMo MpoAyKIuM COOCTBEHHOTO MPOM3BOACTBA PECTOPAH IMpeIaraeT MOCETUTENSM
TOBapbl, MMOCTYMAIOIIME B TOTOBOM BHJE OT JIPYTUX HMPEANpPUATHHA: XJ1eO, HEKOTOpble KOHAUTEPCKHE
u3nenusi, GpyKThl, SATOIBI, IIOKOJAJ, AJKOTONbHBIC HAMTKU, TabauyHble H3/1enui. B OCHOBHOM 3aie
HaXOAMTCS CLIEHA C YCTAHOBJIEHHBIM Ha HEW OOJbIIMM KHHO’KPAaHOM, Ha KOTOPBIA MpoeLupyercs
n300pakeHHe C YCTAHOBICHHOIO BHUAEONPOEKTOpa. IJTO O0OPYyJOBaHUE IO3BOJAET E€XKEIHEBHO
TPAHCIUPOBATh PA3JIMYHbIC PA3BIIEKATEIIBHBIEC, CIOPTUBHBIE TPOIPAMMBI CO CIlyTHUKOBOW aHTCHHBI.
KyxonHoe 00opynoBaHue pecTOpaHa MMEeTCs B HEJOCTaTOYHOM KOJIMYECTBE, U MEHIO COCTaBISACTCA
TakuM 00pa3oM, yTOObl HE 3aJE€HCTBOBATh MOIIHOCTU HA IPUTOTOBJIEHHE OYEHb CIIOKHBIX 3aKYCOK.
XO0NoiHbIE 3aKyCKH IPEBBINAIOT KOJUYECTBO TIOPAYUX 3aKYyCOK H3-32 HU3KOM pEHTa0EIbHOCTH
MOCJIEIHUX, OOJIBIIOr0 00beMa TPyA03aTpaT Ha U3rOTOBICHUE IPU HEBBICOKOM YPOBHE CIIpOCa.

Task 1. "Marketing research goals"

The top manager of one of the local travel companies engaged in the organization of health-improving
travel tourism decides whether his company should start developing a medical direction.

Formulate the problem of marketing research. Define the goal, objectives and working hypothesis for
the formulated problem.

Task 2. "Sociological survey in marketing research"

Develop a working version of the questionnaire to identify the degree of satisfaction of business hotel
guests with the services provided.

Task 3. "Market research"

Using the method of chain relations, propose a formula for calculating the real capacity of the market of
3-star hotels in Minsk. Condition: all data used in the formula must be publicly available, i.e. they can
be obtained only with the help of desk research (data from state statistics, web representations of hotels,
various publications, analytical articles and other secondary sources).

Task 4. "Development strategies"

A travel company for the organization of corporate domestic tourism chooses one of three variants of
the development strategy:

a) development of new weekend tours that would appeal to regular customers;

b) formation of a network of travel agencies in the republic promoting their services under a franchise
agreement;

¢) organization of weekend school tours.

Determine the type of marketing strategies described. Which strategy option, in your opinion, is optimal
and why?

Task 5. "Pricing strategies"

The disco club, popular in the city among the glamorous pretentious audience, decides to introduce a
new service - the organization of VIP parties for children in the morning and afternoon. What pricing
strategy would you recommend to choose? Justify the answer.

Task 6. "Communication strategy"
The travel agency, which focuses on inexpensive youth programs of domestic tourism, is developing a
marketing plan to increase sales for the next year. Suggest a possible strategy for achieving the goal,
according to which identify the goals of the promotion program and the strategy of communication
impact.
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Task 7. "Strategic marketing"

Using the matrix of the Boston Consulting Group, describe the position of the company, assess the risk
and recommend to each travel company the appropriate strategy of behavior in the market, if:

a) the company "Voyage" has significant potential, but acts in an unpromising market;

b) the firm "Extremtur" has a strong potential and acts in a developing, promising market.

Task 8. "Factors of the marketing environment"

List the controlled and uncontrolled factors of the marketing environment of organizations.

The Pelmen restaurant offers a range of services: catering, banquets, presentations, corporate events.
The restaurant menu includes dining products, hot, cold, dessert dishes, snacks, drinks, ready—made
delicatessen products. In addition to the products of its own production, the restaurant offers visitors
goods that come ready-made from other enterprises: bread, some confectionery, fruits, berries,
chocolate, alcoholic beverages, tobacco products. In the main hall there is a stage with a large cinema
screen installed on it, on which the image from the installed video projector is projected. This equipment
allows you to broadcast various entertainment and sports programs daily from a satellite antenna.

The restaurant's kitchen equipment is not available in sufficient quantity, and the menu is compiled
in such a way that it does not use the power to prepare very complex snacks. Cold snacks exceed
the number of hot snacks due to the low profitability of the latter, a large amount of labor costs for
production at a low level of demand.

9.2. IIpuMepHbIii NepeyeHb TeM KypcoBoii padoThl
He npenycMoTpeHO yuyeOHBIM IIIaHOM

9.3. TunoBbie KOHTPOJIbHbIE 3aJaHUsI AJI MPOMEKYTOUHOI aTTecTAlIMU: IK3aMeH
IIpumepHBbIii NepeyeHb TEOPeTHYECKNX BONMPOCOB K 3k3aMeny ( Bommpoc Ne 1)

1. Marketing as a system. Goals and functions of the marketing system. The main categories of
marketing.

2. Development of marketing theory and practice.

3. General characteristics of marketing activity management concepts (concepts of production
improvement, product improvement, intensification of commercial efforts, marketing, social and ethical
marketing).

4. Stages of marketing management: passive marketing, organizational marketing, active marketing.

5. Marketing management. Implementation of "4P" marketing.

6. Services and their characteristics. The specifics of marketing services.

7. The concept of "tourism marketing". Marketing functions in tourism.

8. Structure and features of the tourist product. The complex of tourist services as the main tourist
product.

9. Changes in stereotypes and target attitudes of consumers of tourist services.

10. Development of the concept of relationship marketing.

11. Technology for implementing the marketing concept in a tourism organization. Levels and
coordination of tourism marketing.

12. State tourism policy. The image of the country.

13. The external environment of a tourist organization as a combination of two subsystems. Macro- and
microenvironment and their main factors.

14. The internal environment and its role in the activities of tourism organizations. Characteristics of the
main components of the internal marketing environment.

15. SWOT analysis as a method of determining one's own market opportunities, a scheme for
conducting SWOT analysis.

16. The concept of a marketing information system. Classification of marketing information according
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to various criteria.

17. The system of internal and external marketing information of a tourist enterprise.

18. The essence and significance of marketing research. Classification of marketing research.
19. Stages of marketing research.

20. Basic research methods (observation, survey, experiment, expert assessments, focus groups).

1. Mapketunr kak cucrema. Llenn u ¢yHKIuUM cuctembl MapkeTuHra. OCHOBHBIE KaT€ropuu
MapKeTHHTa.

2. Pa3BuTHE Teopun U NPAKTUKU MAPKETHHIA.

3. OOmast xapakTepUCTUKa KOHIENIMHA YIpaBlIeHUS MapKETHHIOBOM JESTENIbHOCTHIO (KOHILIETLINU
COBEpPILIECHCTBOBaHMS MPOU3BOJICTBA, COBEPLICHCTBOBAHUS TOBapa, MHTEHCU(UKALMU KOMMEPUYECKHX
YCUJIMH, MApKETUHTA, COLIUATIbHO-ITHUYECKOTO MAapKETHHTa).

4. Cragum MapKETUHIOBOIO YIPAaBIEHMS: MACCUBHBI MAapKETUHI, OpPraHMU3allMOHHBIA MapKETHHI,
AKTUBHBIM MapKETHHT.

5. Ynpasnenue MapkeTHHroM. Peanusanus «4P» MapkeTuHra.

6. Yenmyru u ux xapakrepuctuka. Crnenuduka MapKeTHHTa YCIIT.

7. IloHATHE «MApKETUHT Typu3May. OyHKIMY MApKETUHIA B TypU3ME.

8. CTpyKkTypa U OCOOEHHOCTH TYPUCTUYECKOTO MNpOAyKTa. KOMIUIEKC TYpUCTHUECKHX YCIYr Kak
OCHOBHOM TYPUCTUYECKHUU ITPOIYKT.

9. 3MeHeHus: CTEpPEOTUIIOB U 1IEJIEBbIX YCTAHOBOK NMOTpeOUTENEeH TypUCTUUECKUX YCIIYT.

10. PazBuTre KOHLIENIIMN MapKETUHIa B3aUMOOTHOLIECHHUH.

11. TexHomorusi peaju3auuy KOHUENIWUM MAapKETHHra B TYPUCTUYECKOW OPraHM3alUd. YPOBHU U
KOOpAMHAIMS MapKETUHIa TypU3Ma.

12. TocynapcTBeHHasi TypyCTCKasi MONIUTHKA. UMUK CTpaHBbI.

13. BHewHss cpena TypUCTUYECKONM OpraHM3alliy KaK COBOKYIIHOCTb ABYX IOACHCTEM. Makpo- H
MHUKpOCpEJa U UX OCHOBHBIE (DAKTOPBI.

14. BHyTpeHHss cpella U €€ pojib B AEATEIbHOCTH TYpUCTHUECKUX OpraHu3anuil. XapakTepUCTHUKa
OCHOBHBIX KOMIIOHEHTOB BHYTPEHHEHN CPeIbl MapKETUHTA.

15. SWOT-ananu3 kak MeTOA OIpeneseHuss COOCTBEHHBIX PBIHOYHBIX BO3MOXKHOCTEH, cxema
nposenenus SWOT-ananuza.

16. Konmenuusi cuctemMbl MapkeTHHroBo wuHpopmanuu. Kiaccudukanus MapKeTHHTOBOM
nH(OpPMaIUU O PA3IUYHBIM KPUTEPHUSIM.

17. Cucrema BHyTpeHHEN U BHELIIHEH MapKEeTHHIOBOM MH(POPMALIUU TyPUCTUUYECKOTO MPEIIPUATHS.
18. CymHOCTh M 3Hau€HUE MAapKETUHIOBBIX uccienoBaHui. Kiaccudukanus MapKeTHMHIOBBIX
HCCIIE0OBAHUM.

19. Drambl MapKETHHTOBOTO UCCIICIOBAHUS.

20. OcHOBHBIE METO/BI HCCIEIOBaHUM (HAOMIONEHUE, ONpPOC, SKCIIEPUMEHT, KCIEPTHBIE OLICHKH,

(hoKyc-rpynmsl).

IIpuMepHbIi NepevyeHb NPAKTHYCCKUX 3aJaHUH K dKk3ameHy ( Bonpoc Ne 2)
Task
1. "Forecasting sales volume"
A
travel company focuses on two market segments when selling services: families
with young children and students.
In
the first segment, sales in the last period amounted to 37 million rubles. with
the market capacity in this segment of 1850 million rubles.
It
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1s assumed that next year the market capacity in this segment will increase by
4%, the company's share — by 6%.

In

the second segment, the company's share is 3%, sales volume is 67 million
rubles. It is assumed that the market capacity will increase by 9% while
maintaining the firm's share in this segment.

Determine

the company's sales volume in the current year under the above conditions.

Task

2. "Determination of the potential market capacity in value terms"
Market

capacity in value terms can be estimated through trade turnover

Q

= nqgp,

where

Q is the market capacity, unit of goods; n is the number of potential

consumers; g is the amount of consumption per real user; p is the average price
per unit of goods.

A

private institution provides accommodation services for foreign tourists. The
annual capacity of the target segment on which the organization operates is 6.2
million rubles. The plans for next year set the task to increase the number of
guests by 20%, while maintaining the previous rates for accommodation services.
What will be the monetary capacity of the segment if the plans are implemented?

3anaua 1. «IIpornosupoBanue

o0beMa pogax»

Typuctudeckoe npeanpusaTHe IpU peaan3alui yeIyr OPUEHTUPYETCS Ha IBA CETMEHTA PhIHKA: CEMbU
C MQJICHbKHMH JICTHMH H CTY/ICHTBI.

B nepBom cermenTe 00beM Mpoiaxk B MPOILLUIOM TEPUOE COCTaBHI 37 MIH pyO. MPU EMKOCTH PhIHKA
B 9TOM cermenTe 1850 muH pyo.

[Ipenmonaraercs, 4To B CIEAYIOIIEM IOy €MKOCTh PhIHKA B 9TOM CErMEHTe Bo3pacteT Ha 4 %, mons
¢bupmbl — Ha 6 %.

Bo BTOpom cermenTe nmonst dupmbl coctasisieT 3 %, o6bem mpoaax — 67 miH py6. [Ipeanonaraercs,
YTO EMKOCTh PBIHKA BO3pacTeT Ha 9 % mpu COXpaHEHUHU J0TH (PUPMBI B 3TOM CETMEHTE.

Omnpenenure o0beM MpoAaxk (UPMBI B HACTOSIIIEM IOy MPH BbIIICYKa3aHHBIX YCIOBUSIX.

3anava 2. «OnpeneneHue NOTeHIIMAIBHON eMKOCTH PhIHKA B CTOMMOCTHOM BBIPA)KEHUM»

EMKOCTh pBIHKA B CTOMMOCTHOM BBIP2)KEHHH MOXKET OLIEHUBAThCS Yepe3 TOBApOOOOPOT

O = nqp,

rae O — eMKOCTh PBIHKA, €. TOBapa; #n — KOJIMUYECTBO MOTEHIMAIBHBIX MOTpEOUTeNell; ¢ — BeInInHA
MOTPEOJICHUS Ha OTHOTO PEATbHOTO TOJIH30BATEIS; p — CPEIHSS [IeHA 3a SIUHUILY TOBapa.

YacTHOE yupeXIeHHE MPENOCTABISET YCIYTH IO Pa3MENIEHUI0 WHOCTPAaHHBIX TYpPHUCTOB. lomoBas
JIEHEKHAsi €MKOCTh II€JIEBOT0 CETMEHTa, Ha KOTOPOM paboTaeT opraHu3aius, COCTaBisieT 6,2 MIH
py6. B mnanax Ha Oyaymiuii roji mocTaBjieHa 3ajada YBETUYUTh 4ucio rocteil Ha 20 %, coxpaHUB
MpeKHUE Tapudbl HA YCIYTH pa3merneHus. Kakoit Oyner neHexHas eMKOCTh CETMEHTA, CCIIH TUIAHBI
peanuzyrorcs?

IIpumepHBIii NepeyeHb NPAKTHYECKUX 3a1aHUil K dk3ameHy (Bompoc Ne 3)
Task
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3. "Effectiveness of the advertising campaign"

A

series of promotions was held in the Pirozhok cafe from February to May
2013. In total, 3.7 million rubles were

spent on this advertising campaign. For the same period in 2012, the company's
profit amounted to 945 million rubles.

Determine

the effect of the advertising campaign, if each individual advertising campaign
brought the cafe the following additional funds:

action "Valentine's Day" — 1.18 million rubles;

action "Corporate" — 2.92 million rubles;

action "February 23" — 0.5 million rubles;

action "Maslenitsa" — 1.57 million rubles;

action "March 8" — 0.63 million rubles.;

promotion "All April — free coffee!" — 11.87 million rubles.

3amada 3. « 3 HEeKTHBHOCTD PEKIAMHON KaMTIaHUID)
B kade «Ilupoxox» ¢ ¢eBpans mo mait 2013 1. mpoBoaMIach Cepusi PEKIAMHBIX aKITHi.

Bcero na

3Ty peKJIaMHYIO KaMITaHUIO ObUIO ToTpaveHo 3,7 muH py0. 3a ananoruynsiii nepuoxa 2012 1. mpubbuIb

KOMIaHuU cocTaBuiia 945 muH pyo.

Omnpenenure 3hp(HEKT OT MPOBEACHHON PEKIAMHON KaMIIaHWU, €CIIM KaXKJas OTIeNbHAsl peKJIaMHas
AKIys IPUHECIIA Ka(be CICOYIOIIKUEC AOIIOJHUTEIBHBIC CPEACTBA:
»  akmwus «Jlenp BtoOnIeHHBIX» — 1,18 MitH pyo.;
«  akuus «Kopnopatus» — 2,92 miH pyo0.;
* akmus «23 ¢espans» — 0,5 MiH pyo.;
«  akuus «Macnenuna» — 1,57 muH pyo.;
* akuus «8 mapray — 0,63 mutH pyo.;
* aknusa «Becw anpens — 6ecrutatHbiil kode!» — 11,87 M pyo.
Pasnen Guera Kommerenmn IInaHupyeMble pe3yJbTaThl 00y4eHHs 10 KomuecTBo
JHCHMILIHHE 0aJ710B
Bormpoc Nel IK-1 3HaTh HOPMATHUBHO-TIPABOBBIE aKThI, perynupytomue 30
TeopeTnueckuii BOIIPOC Map-KETUHIOBYIO NEATEIBbHOCT OPraHU3alun
(mpoBepsieT 3HaHUSA  («3HATHY),
c(hOpMHUPOBAHHBIC TUCIUILIIHHOI)
Bormpoc Ne2 IK-1 'YMeTh HCIIONb30BaTh METOABI cOopa, cpencTBa XxpaneHus|, 30
IIpakTuueckoe 3a/laHue 151 00paboTku MapKETUHIOBOU nuHpopmarum,
(mpoBepsieT yMeHHUS («YMETHY), CHCTEMaTu3upoBaTh W 0000IIaTh  MapKETUHIOBYIO)
HPOBEpPSIET MPAKTHIESCKUE HABBIKH nH(MOpMaINIO
(«BmazeTs»), chop-MHUPOBAHHEIE OCyIIEeCTBIATh IMOUCK MapKETHHIOBOH HH(GOPMALUH,
JIMCIUATUTHHOM ) [UIAHUPOBaTh ¥ OPTaHM30BBIBaTH COOp M 00paboOTKY|
GONTBIIIX 00BeMOB nHpopmaru, OLICHUBATH
MapKETHHTOBYTO nH(POP-MAIHIO; 00pabarkIBaTH|
ONyYCeHHbIC TaHHBIC
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(«BazmeT»), chOp-MHUPOBAHHBIC
JUCIUTLTAHOM )

ILiiannpyemsie pe3ybTaThl 00y4eHHUsI 10 KosimuecTBo
Pa3nen Ouaera Kommnerennun
JUCHHILIHHE 0as10B
Bonpoc Ne3 TIK-1 'YMeTh HCIIoNB30BaTh METOIBI cOOpa, cpencTra xpanenus 40
[IpaxTryeckoe 3a/laHue 12 00paboTku MapKEeTHHTOBOM nHpopmarum,
(mpoBepsieT yMeHHUS («YMETHY), CHCTEMaTu3upoBaTb W 0000I1aTh  MapKETUHIOBYIO)
MIPOBEPSIET MPAKTUUESCKIE HABBIKH MHpOpMAaLUIO

OcymecTBIAT TOMCK MapKeTHHIOBOWH HMH(pOpMAIWH,
[UIaHUPOBaTh M OPraHM30BHIBaTH cOOpP M 0OPabOTKY)|
0OIBIINX 00BEMOB HHpOPMAIUH, OLICHUBATH|
MapKETHHTOBYTO nH(POP-MaIHIo; 00pabarTkIBaTH)

IMOJTYYCHHBIC TaHHBIC
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