MMHOBPHAYKH POCCUN

®DenepalibHOE rOCYJapCTBEHHOE OI0KETHOE 00Pa30BaTEIbHOE YUPEKICHUE

BBICILIET0 00pa30BaHuUs
HUCTOPUKO-APXUBHBI UHCTUTYT

OAKVIIBTET BOCTOKOBE/JIEHUA 1 COUUAJIBHO-KOMMVYHUKATHUBHBIX HAVK

Kadenpa KyJbTypbl MUpPa H 1eMOKPATHH

WHOCTPAHHBINA SA3BIK B MIPO®ECCHOHAJBLHON JEATEJIBHOCTH
PABOYAS ITPOTPAMMA JJUCITUTIJIMHBI

Hanpasienue noarorosku 43.04.02 — Typusm
Hanpasaennocts: «Cultural Heritage Management and Sustainable Tourism»»
KBanudukanus BbINYCKHUKA — MATHCTP
®opma o0yueHHsI — OUHAS

PII/{ ananTupoBaHa s JIMIL
€ OTPAHUYEHHBIMHM BO3MOKHOCTAMMU
310pPOBbSI M HHBAJIMI0B

Mocksa 2023



2

HNHocTpaHHBbI| A3BIK B IPO(eCcCHOHATIBLHOM 1eSITeJIbHOCTH

Paboyas nmporpamMma AUCHUTUIAHBL

CocTaBUTENb.

JOTICHT, KaH/. UCT. HayK, aoi. M.A. ['opoeesa

YTBEPXJ/IEHO
[TpoTokoun 3acenanus kadenpbt
Ne 10 ot 13.05.2023.



OI'TABJIEHHUE
1. TIOSCHHTEIIBHAS 3AITHCKA .veeevveeesreeesreessressssessssnessseessseesssessssens Error! Bookmark not defined.
1.1. Ilenp ¥ 302490 JUCHUTIIMHBL ....ecoveeirreeireessreeiseesseesseessessseesans Error! Bookmark not defined.
1.2. TlepeueHs TUTAHUPYEMBIX PE3YJIbTATOB OOYUCHHUS 110 JUCIUTIINHE, COOTHECCHHBIX C
HUHIUKATOPAMH JOCTHIKEHUS KOMIICTEHIIUM . vvevvvvvesieeieeiiesieeveaneesnas Error! Bookmark not defined.
1.3. MecTo JUCHMITIMHBI B CTPYKTYpe 00pa30BaTENbHON MPOTPAMMBEI ............ Error! Bookmark not
defined.
2. CTPYKTYPA HCTIHIIIITHHDBL. .....veuvesttestesseesseessesseesseasstassesseasseaseesse e st sse e ke e seaseeabe e beass e e be e beennenneenbeennennes 7
3. COHCPIKAHUE JTACIIHTIIIIIHBL. 1. .. vvveeutreesssteesssneessssessssssssssesssssesssssesssssesssssesssssesssssessnssesssssesssssssnseessnsnsens 7
4. OOpa30BATEIBHBIE TEXHOIOTHH ....eeuvviesreesrieserssreassesssseessesssneessesasneessesasseesseessneessesasneesneessneessessneees 9
5. OIeHKA IUTAHUPYEMBIX PE3YITBTATOB OOYUCHMS ... .c.vevviseesriasrisieeteasresieesteesnesseessesssesneesneeneaneenneens 10
5.1 CHICTEMA OLIEHIMBAHIS «.evvvvvueeeseressssssssssssssesssssssssssssssssssssnnsessssesssssnteeeeeteestsrm e 10
5.2  Kpurepun BHICTABICHHS OIEHKU MO JTUCTIHTITIHE . .....uveeureesreesureessessuneansesssnsasesssnsasesssessseses 10
5.3  OueHouHbIC cpeACTBa (MaTEPHAIIBI) ISl TEKYIIETO KOHTPOJIS YCIIEBAEMOCTH,
MIPOMEKYTOYHOH aTTECTAIIUN O0YUYAFOIIIXCS TIO TUCTIHITIITITHE «...vvvveeveeeeesseeeseeesnseessnesnseesnnssnneessnens 11
6. VYdeOHO-MeToauYecKOe U HHDOPMAITMOHHOE OOCCTICUCHHUE TUCTIHILTAHBI ....vvvivvveessireessieeessseeennenas 11
6.1  CHOHCOK UCTOYHHMKOB H JIATCPATYPBL «..veuvivrertiestesseesseessesssesseessesssesseessesnsesseesseessesssesseessesnnesneas 11
6.2 Ilepeuenpb pecypcoB HH(DOPMALIMOHHO-TEIEKOMMYHUKAIMOHHON ceTn «HTepHETY. ........... 12
6.3 IIpodeccuonanbubie 0a3bl JAHHBIX U HHOOPMAITHOHHO-CIIPABOYHBIE CHCTEMBL. ......ccvenreree. 12
7. MarepualbHO-TEXHHYECKOE 00CCTICUCHHME TUCIIUIIITHHBI 1...vvviesreeessreesssreessssesssssesssnesssnesssseesnssens 13
8. O6ecneuenue 00pa30BaTEIBLHOTO MPOIIECCa JIJIS JIUII C OTPAHHYECHHBIMUA BO3MOYKHOCTSIMHU
3ITOPOBBST H MTHBAITHIIOB ..1vteutvtesstttesstesesssesesssssssssesssssesssssssssssssssssssssssssssssssssssssssssesssssssnssessnssessnsssssnssessnes 13
9. METOUUCCKUE MATCPHAITBL ... .eeuvviasteessreasteesuseasteessseassesssseasesssseasesssseensesssseessesssseessessnsessssssnsesssnens 14
9.1 IInanbl ceMHMHAPCKUX/ TPAKTUYCCKUX/ TAOOPATOPHBIX BAHATHH] ...vvveevvieiiviesiireesineessinessineens 14

9.2 Meroanveckue peKOMEHIALUH 0 OArOTOBKE MUCbMEHHBIX padoT .... Error! Bookmark not
defined.
0.3 VIHBIC MATEPHAIIBL. ... .eeuviirevienrisieesieenteasresseesneesnesieesneenesnee s Error! Bookmark not defined.

[Ipunoxxenue 1. AHHOTaLKA pabodel TPOIPAMMBI JUCIIUIUIMHBI ....cc.vviiureeiriasreesneeareessneeneessnesnneesnneas 21



1. IosicHUTENBLHASA 3aNIHCKA

1.1. Iean u 3aga4uu TUCHUILIAHBI

Heabro gucuuminiabl «UAHOCTpaHHBIA $A3bIK B NPOQeCCHOHAJBbHON 1eATeIbHOCTH»
SBJIAETCA:

- OBJIaJICHUE CTYACHTAaMHM HEOOXOJUMBIM U JOCTATOYHBIM YPOBHEM KOMMYHUKAaTHBHOH U
npoeCCUOHATTbHON ~ KOMIIETEHIIMM  JJISi  PELICHUS  COLUAIbHO-KOMMYHUKAaTHBHBIX — 3a1ad B
npoeCCUOHATTbHON M HAyYHOW JAEATEIIbHOCTU NPH OOIIEHHHM C 3apyOeXHBIMH IMapTHEpPaMU M Ha
npoeCCUOHATBHBIX IIIOMAAKaX (KOH(pEepeHIUsX U T.11.);

- (opMHpOBaHKE MEPEBOAUECKUX KOMIIETECHIIUN, MPHOOpETeHnEe 00yd4aeMbIMU COBOKYITHOCTH
TEOPETUYECKUX 3HAHWM, NPAKTHUECKUX YMEHUH M HAaBBIKOB JUI OCYILECTBJICHHUS aJCKBATHOI'O
IBYSA3BIYHOTO N1€PEBOAA;

- (opmupoBaHue y CTYJEHTOB HEOOXOAMMOM KOMMYHHKAaTUBHOM S3bIKOBOM KOMIIETEHIMH, a
TAaKK€ BBICOKOTO YPOBHS COLMANbHOM M  NpO(ECCHOHATBbHOM  KYJIbTYpbl Ul  BEJCHUS
poheCCHOHATLHON MEPETMCKH U TIOAIEPKAHUS TPOPECCHOHATHLHOTO B3aUMOICHCTBUS;

- opMHUpOBaHUE Y CTYAEHTOB CIOCOOHOCTH U TOTOBHOCTH K MEXKYJIBTYPHONH KOMMYHMKAIIUH,
HEOOXOJMMOW M JIOCTaTOYHOH MJISi MCIOJB30BaHUS WHOCTPAHHOTO sI3bIKa B MPO(eCcCHOHAIBHO-
KOMMYHHMKAaTUBHOM,  HAy4YHO-MCCIIEIOBATEIbCKON,  OKCIEPTHO-AaHAIUTHYECKOHW,  PENAKLIHUOHHO-
M3/1aTeNIbCKOU U KYJIbTYPHO-ITPOCBETUTENIBCKOMN JEATEIbHOCTH.

3agauu JUCHUILTUHBL:

e yMETh HMHTEPIPETHPOBATh NPO(ECCHOHAIbHBIE TEKCTHI HAa WHOCTPAHHOM  S3BIKE,
HE0OXoAMMBbIe 111 POPMUPOBAHUS CYKACHHUH 1O COOTBETCTBYIOIINM PO(ECCHOHATBLHBIM,
COIMAJIbHBIM, HAYYHBIM M 3TUYECKHM IPOOIIeMaM;

e OBJIaACTh MNPO(ECCHOHAILHBIMUA HAaBBIKAMH aHaJH3a TEKCTOB MPO(ECCHOHAIBHOTO |
COIMAJILHO 3HAYUMOTO COJCPKAHMS;

e O0BIaAeTh NPO(GEeCCHOHATHLHBIMU HABBIKAMHU MHCHMEHHOTO M YCTHOTO TEpeBO/a TEKCTOB
poeCCHOHAIBHON HAIIPaBJICHHOCTH.

Z[aHHaH AUCHUIIIIMHA PEaJIn3yCTCA Ha UHOCTPAHHOM SA3BIKEC.

1.2. IlepedeHp IUIAaHHMPYEMBIX Pe3yJbTATOB O0y4eHHs] MO JAUCHHUILVIMHE, COOTHECEHHBIX C
HHIMKATOPAMH J0CTHKEHHUs KOMIIeTeHIU I

Koambt Copepxanue Ilepeyennb mIaHUPYEeMbIX Pe3yJbTATOB
KOMIICTCHIITMH KOMHeTeHlII/[ﬁ Oﬁy‘leHHﬂ o AMCHMIIJIMHE

VK-4. CriocoOen VK-4.3. Benet nenoByto 3names: COBpPEMEHHBIC TEHIECHIINN
IPUMEHSTh NEepenucKy Ha UCTIOJIb30BAaHUS U PA3BUTHS JIUHIBUCTUYECKUX
COBPEMEHHEIE MHOCTPAHHOM SI3BIKE C CPEICTB KOMMYHHUKaMU Ui 3((HEKTUBHOTO
KOMMYHHUKATHBHBIE | yYETOM OCOOCHHOCTEN OCYILIECTBIICHUS npogeccuoHaTbHON
TEXHOJIOTHNH, B TOM CTHJIMCTUKHN ACATCIIBHOCTH, JIsI ITOCTPOCHUSA FpaMOTHOﬁ
qucie Ha o(pUIIMANBHBIX THCEM U BHYTpH- u BHEIIIHEKOPIIOPATUBHOM
HHOCTpaHHOM(BIX) COIMOKYJBTYPHBIX KOMMYHHKAIIUH; METO/bI HCIIOJIBb30BaHU




si3bIKe(ax), AJis
aKaJeMHYeCcKOoro u
npo¢eCcCuOHATHLHOTO
B3aUMOJICUCTBUS

pasnuuui

JIMHTBUCTUYCCKHUX CPCACTB JIs1 CO3JaHHUA U
IPOABWKEHUSI MEIUANpOIyKTa; OCHOBHbIE
SA3BIKOBBIC HOPMEI U CTUIIMCTUYCCKHUC 060p0TBI
Ha PYCCKOM U MHOCTPAHHOM SI3bIKaX M Kak UX
MNPUMCHATH IIPU BBIIIOJIHCHUN 3aI[aHPII>'I 110
JAHHOMY BUJY NPAKTHKH.

Ymems: ucnonb3oBaTh S3bIKOBBIE CPEACTBA
PYCCKOTO M HHOCTPAHHOTO A3BIKOB  JJIS
MOCTPOCHHS  JICJIOBOM  MpodecCHoHaIbHON
KOMMYHHUKAIlUM BHYTPU M BHE KOPIIOpAIHH;
MNOCTPOUTHL T'PAMOTHYIO CTpPATCTHUIO BCACHUA
IIEPEroBOPOB  BO  BpeMs  CO3JaHUS U
NPOJABIDKEHUA MEAUANPONYKTa; IIPUMEHATH
A3bIKOBBIE CpeAcTBa PYCCKOTO u
HHOCTPAHHOI'O A3BIKOB B Bep6aHLHOM n
HeBepOaJbHOM BapUaHTax [Ulsd OpraHU3alUU
JOKYMCHTAllUOHHOTI'O n HHOT'O
COMPOBOXKACHUSI MPOLECCOB CO3JAaHUS U
HPOJIBUYKEHUS MeIuanpoyKTOB npu
OCYILIECTBJICHUU npodecCHOHATbHON
JeSITeIbHOCTH B KaUeCTBE MPAKTUKAHTA.
Braoemy: HaBbIKaMU UCIIOJIb30BaHUs
A3BIKOBBIX HOPM U CTHIIMCTUYECKHX 000POTOB
B paMKax COOCTBEHHOW MPOQeCCHOHATBHON
NeSITeIbHOCTM B KAayecTBE IPAKTUKAHTA,
HaBbIKaMH BCJICHU I[CJIOBOP'I NEpCIMUCKNU Ha
pyCCKOM u UHOCTPAaHHOM A3BIKAX;
CIIOCOOHOCTBIO COCTaBJISITh TpaMMaTHUECKU
rpaMOTHBIE TEKCThl B IpOLECCE CO3IaHUS U
MPOJBIKEHUA MeIUaIpoIyKTa Ipu
OCYILIECTBIICHUU npogeccuoHaIbHON
ACATCIIBHOCTH B KQYCCTBC IIPAKTUKAHTA.

VK-4. Cnocoben
MIPUMEHSATh
COBpPEMEHHBIE
KOMMYHUKaTHBHBIE
TEXHOJIOTUH, B TOM
qHcie Ha
MHOCTPaHHOM(BIX)
A3bIKe(ax), AJs
aKaJIeMUYeCKOro 1
npodeccnoHalIbHOTO
B3aUMO/JIEHCTBUSA

VK-4.4. BemmonuseT I
JIMYHBIX LETEN IEPEBO
OpUIHATEHBIX U

PO eCCHOHATBHBIX
TEKCTOB C HHOCTPAHHOTO
A3bIKa HA PYCCKUH, C
PYCCKOTO si3bIKa Ha
WHOCTPAHHBIN

3nams: npodeccuoHaIbHbIE, KYJIbTYpPHBIE,
pETrHOHANbHbIE OCOOCHHOCTH PYCCKOTO U
MHOCTPAHHBIX $3BIKOB B NPOQecCHOHATBHOMN
puUTOpHKE B cdepe pexkiaMbl U CBA3EH C
00I11eCTBEHHOCTHI0; OCHOBHBIE Y BapUATHUBHbBIE
dopmMaTbl  OCYIIECTBICHHS HEBEpOATBHBIX
TUIIOB ~ KOMMYHHMKAallMM B  PYCCKOM U
WHOCTPAaHHBIX SI3bIKAX B 3aBUCHUMOCTH OT
1esiell KOMMYHHMKaTHBHOTO B3aMMO/IEHCTBUS B
xo/e Tpo(decCHOHaNBbHON NEeATeThHOCTH B
Ka4yecTBe MPaKTUKAHTA.

Ymems: uuTaTh, NMEPEBONUTH W COCTABIATH
JOKYMEHTBI Ha pPYCCKOM M HMHOCTPAaHHOM
SI3BIKAX ISt COIIPOBOKIICHHUS
npoeCCHOHATILHON JEATENIbHOCTH B 001aCTH
peKJiaMbl M CBSI3€d C OOIIECTBEHHOCTHIO B
KayecTBE INPAKTUKaHTa, B T.4. C YYETOM
0COOEHHOCTEH HOPM U MPABHIT FOPHIUIECKOTO
A3bIKA; OCYLIECTBIATH YCTHYIO MYOINYHYIO
MAacCOBYK) KOMMYHHKAIIMIO Ha PYCCKOM H




HHOCTpPpAHHOM A3bIKaX C HCIOJb30BAHUCM
HeBepOaNbHBIX (opM OOIIEHUS K LEIsIM
KOMMYHHKAaTHBHOT'O BSaI/IMOI[eI\/JICTBI/ISI C
pPa3IMYHBIMK THIIAMH ayJUTOPUHA B  XOJIE

BBITIOJIHCHUS npohecCuOHATBLHOM
JeSITETIHbHOCTH B KAYECTBE MPAKTUKAHTA.
Braoemu: HaBBIKAMHU COCTaBIICHUS

JOKYMCHTOB Ha PYCCKOM MW HHOCTpaHHOM
A3bIKax, B T.4. B paMKax BCIACHUA JIEII0BOM
NEPCNHUCKN U BEACHHA IIEPETOBOPOB, B T.4U. C

3a/1eCTBOBAaHUEM IIPUEMOB
npodeccruoHaIbHON PUTOPHKH u
HEBepOATBHBIX bopm KOMMYHHUKAIHUH,
alalTHPOBAHHBIX K HeIsIM
KOMMYHHUKAaTHBHOTO  B3aUMOJICHCTBUSA LIS
obecrieueHus npodeCcCuOHAITBHON

JeSITETHHOCTH B cdepe peKilaMbl M CBS3EU C
0OLIECTBEHHOCTHIO B KAUECTBE MPAKTUKAHTA.

VK-4. Cnocoben
MIPUMEHSITh
COBPEMEHHBIEC
KOMMYHHKATHBHbBIC
TEXHOJIOTHH, B TOM
quclie Ha
MHOCTPaHHOM(BIX)
s3bIKe(ax), IS
aKaJIEeMUYECKOro U
npodeccnoHanIbHOTO
B3aUMOJICVCTBHUS

VK-4.6 - YcTtHO
MIPEJICTaBIISIET PE3YIbTATHI
CBOCH IeATSIBHOCTH Ha
WHOCTPAHHOM SI3BIKE,
MOXKET HOALEPKATh
PasroBop B XOJI€ UX
00Cyx)aeHus

3namb: OCHOBBI JEIOBOW KOMMYHHUKALlUU B
YCTHOW W  NHUCbMEHHOW  ¢opmax  Ha
rOCyJJapCTBEHHOM si3bIke PD 1 moboM pyrom
MHOCTPAHHOM SI3bIK€, WX BHJOB; IpaBUIIa
A3BIKOBOI'O pPEYEBOI0 JTUKETAa M BEICHUS
JMajora, 3aKOHbl KOMIIO3UIIMM U CTHII,
npueMbl yOeXJeHus Uid CcaMOOpraHu3aluu

npu BBIITOJIHCHU U 3aJlaHul,
IIPEAYCMOTPEHHBIX JAHHOM BUAOM IIPAKTHKHU.
Ymemo: UCIIOJIb30BAaTh OCHOBHBIE

MH(}OPMaLlMOHHO-KOMMYHHUKAIIUOHHBIE
TEXHOJIOTUM TIpU TOUCKE HEOOXOIUMOM
uHpopMaluu B mpolecce  peueHus
CTaHJAPTHBIX ~KOMMYHMKAaTHUBHBIX  3ajad,
c(OpPMUPOBAHHBIX PYKOBOAMTEIEM IMPAKTUKH
oT OpraHu3aluu JUTS JOCTUKECHUS
npodeccuoHaIbHBIX uenen Ha
rocyapcTBEHHOM si3bike PD u mobom apyrom
WHOCTPAHHOM SI3BIKE.

Brnaoemwv: HaBblIKaMM  KOMMYHUKallUM B
YCTHOM M  NUCbMEHHOW  ¢opmax  Ha
rOCy1apCTBEHHOM si3bIke PD u MHOCTpaHHOM
A3BIKAX JJIA pELICHUS 3a1a4 MEKIUYHOCTHOTIO
U MEXKKYJIbTYPHOTO  B3aMMOJCHCTBHS B
paMKax NPaKTUYECKUX 3aJaHUN PyKOBOAUTEIIS
MIPAaKTHKX OT OpPraHU3alliM IO MOJATOTOBKE H
IIPOBEACHUI0 KOMMYHHUKAIIMOHHOW KaMITaHUU
Y MEPONPHUSTHS

OIIK-6. Criocoben
TUTAHUPOBATh U
HpI/IMeHﬂTB
ITOJXO/IbI, METOIBI
TCXHOJIOTUN
Hay4HO-

OIIK-6.3 [Ipencrapusier
pe3yJIbTaThl HAy4HO-
NPUKITaIHBIX
UCCIIEIOBaHMi B cepe
npodeCCHOHATbHON
JICSATEIbHOCTH B BUJIE

3nams: mpodeccuoHaNbHbIE KaprOHU3MbI U

0COOEHHOCTH JIMHTBUCTUYECKOM
KOMMYHHKAIMH B cepe peKiIambl U CBS3€Hl ¢
00ILIECTBEHHOCTBIO Ha pPYyCCKOM u

HHOCTpPAaHHBIX A3BIKAX, B T.4. B KOHTCKCTC
COCTAaBJICHHA 3aKOHOAATCIbHO W IOPUANYCCKH




7

MIPUKIIAHBIX Hay4HBIX CTATEH, IPaMOTHOTO sI3bIKa B MIPOQECCHOHATHHOMN
UCCIICIOBAHMI B JIOKJIaJI0B Ha HAYYHBIX JIeSITEIbHOCTH B KQUeCTBE MPAKTUKAHTA.
n30OpaHHO# cdepe KOH(EPECHIIHUSIX Ymems: KpUTHYECKH  aHAIM3UPOBATh W
npodeccCHoHaTbHOM UHTEPIIPETHPOBATh

NEeATEIbHOCTH YCTHYI0O W THCBbMEHHYIO NpO(ecCHOHATIHHO

OPUEHTHPOBAHHYIO HH(POPMALIUIO

Ha PYCCKOM s3bIKE U TIEPEeBOJ] TaKOM
MHGOPMALIUU € IPYTUX MHOCTPAHHBIX S3bIKOB
npu BBITTOJIHEHUH 3aJlaHuH,
IPEIYCMOTPEHHBIX IJaHHOM BHUJIOM ITPAKTHUKH.
Bnademb: CHOCOOHOCTBIO K KPHUTUYECKOMY
aHaJM3y M CHHTE3y YCTHOW M INHCBMEHHOM
npodecCuoHaIbHO OpPUEHTHUPOBAHHOM
MHpOpPMALlUU HAa PYCCKOM M MHOCTPAaHHOM (-
BIX) s3bIK€ (-aX) IpH  OCYIIECTBICHUU
Ipo¢eCCHOHATILHOM JIEATEIbHOCTH B KaUeCTBE
NPAaKTUKAHTA.

1.3. MecTO IUCHUNJIMHBI B CTPYKTYpPe 00pa30BaTe/ibHOI NPOrpaMMbl

Hucuumnuna «J/HocTpaHHBI $3bIK B HPO(ECCHOHANBHON AESITEIBHOCTU» OTHOCUTCS K
00s13aTenbHOM YacTu OJI0OKA JUCIHUILTUH Y4eOHOTO MIlaHa.

J171st OCBOGHUS AMCIUIUTMHBI HEOOXOAMMBI 3HAHHSI, YMEHHUS U BIIQJCHUS, COPMHUPOBAHHBIC B XO/1€
M3YUYEHHUS CIENYIOIIUX IUCHUIUIMH U TPOXOXKICHUS MNPAKTUK: MEXKYyIbTypHOE B3aUMOJECHCTBUE,
Pa3paboTka TypoB KyJIBTypHBIX OOBEKTOB U ICCTHHAIIHIA.

B pesynbpTaTe ocBOEHUS TUCHUIUIMHEI (QOPMUPYIOTCS 3HAHUS, YMEHUS U BIaJICHUS, HEOOXOJUMbIE
JUIS U3YYEHHs CIEOYIOIIMX JUCUUIUIMH M IPOXOXKJAeHUs MpakTtuk: HayuHo-uccienoBaTenbckuil
cemunap "OTKpbITBIH Typu3M", TypuUCTCKUN OTEHIIUAT KYJIbTYPHBIX OOBEKTOB U AECTUHAIUH.

2. CTpyKTypa IMCHHNIHHBI
O6mmas TpyA0EMKOCTh TUCHHUIUIHHBI cocTaBiseT 3 3.e., 108 akamemuyeckux yaca (OB).

CTpyKTypa AMCHMILIMHBI 1JIs1 04HOH GopMbl 00y4eHus1

Ob0pvemM nauciumIuMHBL B (hopMe KOHTAKTHOM paboThl OOydarOMMXCSl C MeJarorn4ecKuMu
paboTHUKaMU U (WJIN) JTULIAMH, TIPUBIIEKAaEMBIMH K peajn3aluy 00pa3oBaTeIbHON MPOrpaMMbl Ha HHBIX
YCIIOBUSAX, IIPU IPOBEIECHUM YUEOHBIX 3aHATHIMA:

Cemectp | Tum yueOHBIX 3aHATHIA KomnuecTBo
4acoB
1 Jlexumn 10
1 Cemunapsl/mabopaTopHblie paboThI 20
Bcero: 30

O6beM AUCUMIUTUHBL (MOTyJIs1) B GOpME CaMOCTOSITeNIbHON paboThl 00YYAIOIMIMXCS COCTABISET
__60_ akamemuueckux 4aca(oB).

3. Conep:xkaHue M CHUNIHHBI



HaumenoBanue pa3jgeia
AUCHHUILIMHBI

Conep:xanue

AKTyaJbHbI€ TPEHbI IPOABUKECHHUS
B chepe MEXAyHapOIHOTO
Typu3ma.

MapKeTHHT TypUCTCKOM IECTUHALIMU SIBIISIETCS 4aCThIO
Oosee IMUPOKOI KOHIENIINUN YIIPABICHUS TEPPUTOPUEH
— TEPPUTOPUAIILHOTO MAapKETHUHIa. TeppuTOpHanbHbIN
MapKETUHT — 3TO MapKETUHI B HHTEpecax
TEPPUTOPHUH, €€ BHYTPEHHUX CyOBEKTOB, a TAKXKe
BHEIIIHUX CyOBEKTOB, BO BHUMAHUU U JIEHCTBUSIX
KOTOPBIX 3aUHTEPECOBAaHA TEPPUTOPHUSL.
TeppuTopHaNbHbIM MAPKETUHT OCYILECTBIIAETCSA C
LEJIBIO CO3/IaHHUs, TOAACPKAHUS NI U3MECHEHUS
MHEHUH, HAMEPEHUI U NTOBEICHUS PE3UACHTOB U
HEPE3UJICHTOB B JIMLE YACTHBIX JIUL] U KOMIIaHUHI
OTHOCHUTEJIBHO JAHHOW TEPPUTOPUHU.

Bnusinue xauecTBa cepBuca Ha
YPOBEHb YJIOBJIETBOPEHHUSI KIMEHTA
W MIOBTOPHBIC ITPOJAKHU.

IleneBoit MAapKeTHHI M CerMeHTalUs PbIHKA.
JTanbl HeJIeBOr0 MAPKETHHIA: CerMEeHTALMS
PBIHKA, BbleJIe- HHe 11eJIeBOr0 PhIHKA,
NO3UIMOHMPOBAHHME TOBAPA HA 1eJIeBOM CerMeHTe
pbiHKa. [Ipu3HaKku U KpUTepUH cerMeHTALMHU
pbiHKAa. OCHOBHBIE CErMEHTHI PbIHKA YCJIYT
Typu3ma. TpedoBanus K 3¢peKTHBHOM
cermeHTanuu. Pa3zpadorka cnoco00B u3mepenus
NPHUBJIEKATEJIBbHOCTH cerMeHToB. Onpeneenne
11eJIEBOI'0 PHIHKA.

[TpuHIIUIIBI TEOOpEHIUHTA 1
OpeHIUPOBAHUS TYPUCTHUECKUX
NECTUHALUH.

Crtparerun  MapKeTHHra  TEPpPUTOPHM U

IIPUHLUIBI UX COYETAHHOI'O NPUMEHEHHUSA. bpeHauHr
KakK CUCTEMHBII IOJIXO0J1 K YIIPaBJICHUIO
MapKETHHIOBBIMU CTPATETUsIMUA. bpeHIMHT TeppuTOpuit
B cHucTeMe OpeHJAMHra Kak KOMMYHUKaTHBHOMN
crpateruu. ['e0OpeHIMHT Kak COBPEMEHHBINH MOJX0/ K

MIPOJBMKEHHUIO TEPPUTOPUI B YCIOBUSAX INI00ATN3ALIUN.

IIprmeHneHune MeTo1a KEWCOB JUIst
aHanM3a OpeHIMHTa TyPUCTUYECKUX
JeCTUHALIUI.

MecTo NpoONCX0KICHUSI KAK OJMH U3 NMEPBbIX
MO/IX0/10B K OpPEeH/IMHIY TepPHUTOPHIi.
OO0mecTBeHHAs IMIVIOMATHS KaK
KOMMYHUKAIIMOHHAS CTPATerus rocy1apcraa mno
OTHOLICHHMIO K BHEIIHUM ayautopusM. Konnenuus
«KOHKYPEHTHO#H uaeHTHYHOCTH» C.AHXO0/1bTA.
Ilecrurpannnk Anxoabta. Ucnonb3oBanue Moaen
Brand Box nuist anaim3a pa3jiu4yuii B OpeHauHre
Tepputopuii H.Kaaaseniom u 7K. @peiipe.
®paHny3ckas mWKoJa reodpenaunra: ®.byapu u
K.-Il.daao. KyabTypHblii OpeHIMHT TeppPUTOPHIi.
OcHOBHbIE HATIPaBJIEeHUs OPEHIUHIA TEPPUTOPHIL:
TYpHM3M, HHBECTHLIMOHHAS NPUBJICKATEIbHOCTD,
MeCTO NMPOUCXO0KIEHHS, MECTO KUTEJIbCTBA.
I'mo6asbHBIE KOHTEKCTBI KaK (GAKTOPbI CO31aHUSA H
ynpasJieHusi reoopenaom. Biausinue riodaausanumn




HA pa3BuTHe ropoaos. I'100a1bHbIE COOBITHS KAK

HHCTPYMEHT CO3JaHHS M MOJIep;KaHusl reoOpeHa.
KpeaTuBHbIe HHAYCTPHUM KaK MOAXO0J K PA3BUTHIO

JeNpPecCUBHbIX TEPPUTOPHIi.

[TpoGieMbl COBpEMEHHOTO
KyJBTYPHOTO Typu3Ma

Onpenenenne KylabTypHOIO TYpU3Ma B COBPEMEHHOM
mupe. [loTeHunan pa3BuTHs KyJIbTypHOIO TypU3Ma B
Poccun. OueHka KyabTypHbIX KOMILIEKCOB. DakTopBl,
BIIMSIIOILME HA KYJIBTYPHBIH TYpU3M.

CoxpaHeHue ayTEHTUUHOCTHU B
TypHU3Me

KoHnenT ayTeHTUIHOCTH TPAAUIIMOHHO
(YHKIIMOHHUPYET, TJIAaBHBIM 00pa3oM, B CMBICIIOBOM
(KOTHUTUBHO-KOMMYHHUKATUBHOM) TI0JIE KYJIBTYPHOTO
TypU3Ma U €r0 MHOTOYHUCIICHHBIX TIOJIBU/IOB, IJIC
TYPUCTCKAasi MOTHBAIIHSI OTIPEIEIISICTCS TOMCKOM
pa3aIuYHbBIX (HOPM OCBOCHHS MaTECPHAILHOM U
HEMaTepUaIbHOU KYJIbTYPhl PELIETITUBHOTO
CO00I11IeCTBA.

VYpaBieHue TypUCTHUECKUMHU
notokamu. [IpoGiema upesmepHoro
TypHU3Ma.

Omnpenenenue u onucaHue 3a7a4 MEHEIKMEHTA
(Hanpumep, NOBBILIEHUE J0X0/1a OT TypU3Ma,
CHIIKEHHE HKoJIornueckoro ymepoa). Typuctuueckoe
30HMPOBAHNE OCHOBAHO HA MOJ00HOM NPUHIIKIIE, IIIHOC
K 9TOMY OHO MOYKET OIPENENISTh Pa3IU4HbIC TUIIBI
pekpeany —oT OOIIEHHUs C IEPBO3JaHHON PUPOI0I
B OJIMHOYKY WJIM HEOOJIBIIMMU IPyHIIaMU 10
9KCKYpCHil B 00J€e MHOTOJIIOIHBIX MECTaXx.

TypusM B 5)KOHOMUKE
BIE€YATJIEHUH.

CTpeMHUTENbHBINH POCT PAa3IMYHBIX MHHOBALIUHN, a TAKXKe
OYEHb OBICTPHIN MpoIlecC 00OTAIIEHHS U HACHIIIEHUS
chopMHUpOBaIl 5IKOHOMUKY UHTEIIEKTYaIbHOTO
noTpeOeHus, KOraa MoTpeOUTeNb SBIIETCS HE MEHEE
KpeaTUBHBIM, YeM Mpou3BoauTenb. [IponsBoauTens, B
CBOIO OYEpE/Ib, IOJIKEH CO3/1aTh TAKOE MPEAI0KEHHE,
KOTOpOe ObI B ITOJTHON Mepe yAO0BIETBOPUIO
HCKYIIEHHBIX TOTpeOUTENCH.

OKOTypHU3M U yCTONYUBOE
pa3BUTHE.

CraHOBJIEHHE U CYLITHOCTh KOHIEIIMHA YCTONYUBOIO
pa3Butus. [IoHATHS yCTOWYMBOCTH U yCTOMYUBOTO
pa3Buths. CyIIHOCTb U OCHOBHBIE IOJ0XKEHUS
KOHIIETIINY YCTONYMBOTO pasButus. Kpurepun,
OCHOBHBIE ITapaMeTprl U hopManu3aus yCTOHUYNBOro
pa3BUTHA. Y CTOWYMBBINA TypU3M Kak ¢popma
OpraHu3alyy PalMOHAIBLHOTO IPUPOAOIIOIL30BAHMS.

Kpocc-kynbTypHbIE KOMMYHHUKALIMA
B COBPEMEHHOM MEKTYHAPOIHOM
TypU3ME.

KoHuenryanpHOE IPOCTPAHCTBO MEKKYJIBTYPHOU
KOMMYHHUKAIIUH B TYpPU3ME B YCIOBUSX II100ATU3AINH.
Typuctckas koHuenrocdepa npocTpaHCcTBa
MEXKYJIbTYPHO! KOMMYHUKALIUH B CUCTEME
MEXTYHAPOAHOTO TypU3Ma.

4.

Oo0pa3oBaTe/ibHbIE TEXHOJIOTUH

I[J'ISI MMPOBCACHU A yLIC6HBIX 3aHATUHN 110 JUCLIUILIMHE HCIIOJIB3YROTCA pa3JINYHbIC O6pa30BaTeHLHLIe

TexHojoruu. [[ims opraHW3anmuu y4eOHOTO Iporecca MOXKET OBITh HCIIOJIB30BAHO SJIEKTPOHHOE
oOydeHue U (WJIM) JUCTAaHIIMOHHBIE 00Pa30BaTENbHBIC TEXHOIOTHH.
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5. OueHka IIaHupyeMbIX Pe3yJibTATOB 00y4YeHUs

a. Cucrema OICHUBaAHUSA

®opMa KOHTPOJISE Makc. KoJ1u4ecTBO
0a/1J10B
3a oany Bcero
padorty
Tekymuii KOHTPOJIb:
- NPO8epoUHas paboma no NPoghecCcUOHAIbHOU 1eKCUKe 5 bannos 30 bannos
- yyacmue 8 OUCKYCCUU HA CeMUHAape 5 bannos 10 bannos
- KoHmpoavbHast paboma (memwl 1-3) 10 6annos 10 6annos
- KOHmpoavbHast paboma (memwl 4-5) 10 6annos 10 6annos
[TpomexxyTouHas arrectamus — ox3amer (1o ouieram) 40 GamioB
HTroro 3a cemectp 100 GamoB

[Tonmy4yeHHBI COBOKYIHBIN PE3YIbTAT KOHBEPTUPYETCS B TPAAULMOHHYIO LKAy OLICHOK U B
mKaty oueHok EBporelickoil cucteMsl nepeHoca u HakorieHus kpeautos (European Credit Transfer
System; manee — ECTS) B COOTBETCTBUM € TaOJIUIICH:

100-Ganmnas TpaguunoHHas mKana Hxana
1IKajga ECTS
95-100 A

83904 OTIINIHO B

68 — 82 XOPOIIO 3a4TEHO C

56 — 67 D

5055 YAOBJIETBOPUTEIHHO E

20-49 FX

0_19 HEYJIOBJICTBOPHUTEIHHO HE 3a4TCHO =

b. KpnTeplm BbBICTABJICHHUS OLICHKH 1IN0 JUCHHUIIJIMHEC

Banasl/ | Onenka nmo
MIxkana | aucuunivbe
ECTS

KpnTepml OLICHKHU pe3yJbTaToB oﬁyqemm o JTUCHUIIJIMHE

100-83/ | ortnmuuno/
AB 3a4TEeHO

BeicTaBisieTcst 00y4aromeMycs, eClid OH TITyO00KO U MPOYHO YCBOMI TEOPETHYECKUMN U
MPaKTHYECKUI MaTEepHal, MOKET IPOJEMOHCTPUPOBAT 3TO HA 3aHSITUSIX U B XOJIC
MPOMEXYTOYHOMN ATTECTAIHH.

OO0yyaroIMiCs UCUSPIBIBAIOIIE U JIOTHYECKH CTPOWHO M3JIaraeT y4eOHbIl MaTepHal,
yYMEET yBSI3bIBATH TEOPHIO C MPAKTHKOM, CIIPABISIETCSI C PEIICHUEM 3313
podeCCHOHANBLHON HATPABICHHOCTH BBICOKOTO YPOBHSI CIIOKHOCTH, TPABUIILHO
00OCHOBBIBAET MPUHATHIC PEILICHHS.

CB00OTHO OpHEHTUPYETCS B YueOHOH 1 MpodeccHoHAIBHOM TuTepaType.

OreHKa O AMCITUIUTHHE BBICTABILIIOTCS 00yJaromeMycs C YI46TOM pe3yIbTaToB
TEKyILIEeH U IPOMEXYTOUHOM aTTECTALUM.

Kommerenmum, 3akpeniéHHbple 3a AUCIUTUTMHON, cQOPMHUPOBAHBI HA YPOBHE —
«BBICOKUIY.
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Bamwasl/ | OueHka mo Kputepuu onenku pe3ybTaToB 00y4eHHUs 10 TUCHUILINHE

HIkana | gucuunInHe
ECTS

82-68/ XOpOI_HO/ BricTaBnsieTcss 00y4aromeMycsi, €CJIi OH 3HACT TCOPETUUCCKUN U MPAKTUICCKUN
Marepuall, FPaMOTHO U IO CYIIECTBY M3JIaraeT €ro Ha 3aHATHUSX U B XOJE
NIPOMEKYTOYHOM aTTeCTalMy, HE JOIyCKas CYLECTBEHHBIX HETOUHOCTEM.
OO0yJarommiics TpaBIIIEHO IPUMEHSIET TEOPETHUSCKUE TTOIOKEHUS TIPH PEIICHUN
MIPAKTUIECKUX 3a/1a9 MPOPeCCHOHATBHON HAIPaBICHHOCTH Pa3HOTO YPOBHS
CIIO’)KHOCTH, BJIa/IeeT HEOOXOAUMBIMH ISl STOTO HABBIKAMH U IPUEMAMHU.
JlocTaTodHO XOPOIIO OpHEHTHUPYETCS B yueOHOH U TpodecCHOHATBFHOHN INTepaType.
OueHKa 10 AUCIMIUIMHE BBICTABIAIOTCS 00yYaronieMycs ¢ y4éToM pe3yIbTaToB
TEKyLIEH U IPOMEXKYTOUYHOU aTTECTALIUH.

KomnereHnuu, 3akperuiéHHbIe 3a TUCIUIITMHON, COPMUPOBAHBI HA YPOBHE —
«XOPOILLHK».

C 3a4TEHO

67-50/ YIOBJIETBO- BricTaBisieTcs 00y4aromeMycs, €Ciii OH 3HAeT Ha 0A30BOM YPOBHE TCOPETHUCCKUM U
D,E PHTEIBHO / TPaKTHYECKUH MaTepHal, JOMyCKa€eT OTAENbHbIE OIIUOKH MPH €0 M3JI0KCHUU Ha
3aHATUAX U B X0JI€ IPOMEKYTOUHON aTTECTALlUHU.

OOyJaromuiAcs UCIBITHIBACT ONPEeNEHHbBIC 3aTPYAHECHUS B TPUMEHCHUN
TEOPETUICCKUX MMOJIOKCHUN TPU PEIICHUH MPAKTUICCKHUX 3a/1a4 PO ecCHOHATFHON
HATPaBJICHHOCTH CTAaHAAPTHOTO YPOBHS CIIOKHOCTH, BJIaJIeeT HEOOXOIUMBIMH IS
9TOr0 0a30BBIMH HAaBBIKAMH U TIPUEMAaMHU.

JeMOHCTpHpYeT NOCTATOYHBIH yPOBCHb 3HAHHS YICOHOM TUTEPaTypHI MO JUCIUTLINHE.
OueHKa 1o AUCUMIUIMHE BBICTABIISIOTCS 00YYaIOIEeMyCsl ¢ Y4ETOM pe3yIbTaToB
TEKyILIEeH U IPOMEXYTOUHOMN aTTECTALUH.

KomnereHnuu, 3akperuiéHHbIe 3a TUCHUIITMHON, ChOPMUPOBAHBI Ha YPOBHE —
«JIOCTATOYHBIN».

3a4TCHO

49-0/ HEY/IOBJIET- BricTaBisieTcss 00y4aromeMycs, €Il OH He 3HAaeT Ha 0a30BOM YPOBHE TCOPCTUUCCKUN
FFX BOpHTENbHO/ | Y PAKTHYECKHH MaTepuall, J0MycKaeT rpyOble OIIMOKY ITPU €T0 M3JI0KEHUH Ha
3aHATHUAX U B X0OZI€ IPOMEKYTOUHON aTTeCTallHH.

OOyuJaromuicst NCTIBITHIBACT CEPhE3HBIE 3aTPYAHCHHS B TPUMCHEHHN TEOPETHIECKIX
TIOJIOXKEHHUH TIPH PEIICHUHN MPAKTUYECKHX 3aa4 MPpoecCHOHATBHOM HaNpaBIeHHOCTH
CTaHIapTHOTO yPOBHS CIIOKHOCTH, HE BIIaJIe€T HEOOXOJMMBIMH [UISl 3TOTO HABBIKAMH U
TIpUEMaMH.

JleMoHCTpHpYeET (parMeHTapHbIE 3HAHUS YIEOHOH INTEpaTyphl IO TUCIHUIIINHE.
OueHKa 10 AUCIHIUIMHE BBICTABIIAIOTCS 00yYalomeMycs ¢ y4ETOM pe3yIbTaToB
TEKyLIEH U IPOMEXYTOUYHOHN aTTECTALUHU.

KomnereHiiy Ha ypoBHE «JIOCTaTOYHBIN», 3aKPEIUIEHHBIE 32 TUCIUIUITMHON, HE
c(OPMHPOBAHBI.

HC 3a4TCHO

C. OueHouyHble cpeacTBA (MaTepHabl) IS TEKYLIEro KOHTPOJS YCIHEeBAeMOCTH,
NMPOMEKYTOYHOM ATTECTANMHU 00y4aIOIHUXCS 10 JMCIUIIIHHE

6. YueOHo-MeTOANYeCKOE U HH(OPMALIHOHHOE o0ecnieyeHne U CIHIIIHHbI
a. CHHCOK HCTOYHUKOB H JINTEPATYPbI

Jluteparypa

OCHOBHasI

®ummMman, JI. M. Professional English : yueOnuk / JI.M. ®umman. — Mocksa : UHOPA-M, 2022. —
120 c. — (Bsiciiee o6pa3oBanue: bakanaspuar). - ISBN 978-5-16-014339-2. - TekcT : 21€KTPOHHBIH.
- URL.: https://znanium.com/catalog/product/1723355

Bbecconoga, E. B. Professional English in Use : yue6HO-TIpakTH4eckoe ocodue: YdueOHoe nmocoodue /
Becconosa E.B., Pakorckas E.A., - 2-¢ u3j., (3:1.) - MockBa :MUCU-MI'CY, 2017. - 65 c.: ISBN 978-
5-7264-1657-1. - Tekct : anexTponHsIii. - URL: https://znanium.com/catalog/product/972124



https://znanium.com/catalog/product/1723355
https://znanium.com/catalog/product/972124
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Hanuesckast, O. E. English for Cross-Cultural and Professional Communication. AHrauickuii 361K
I MEXKKYJIBTYPHOTO U NPOo(hecCHOHaIbHOTo 00IIeHus [DneKTpoHHbIH pecypce] : yuebd. mocobue /
O.E. Jlanuesckas, A.B. Manés. — 2-¢ u3z., crep. — Mockga : ®JIMHTA : Hayka, 2013. — 192 c. -
ISBN 978-5-9765-1284-9 (®JIMHTA), ISBN 978-5-02-037820-7 (Hayka). - TekcT : 2IeKTpPOHHBIN. -
URL.: https://znanium.com/catalog/product/454058

Kymunos, C.b. The Travel and Tourism Industry: y4e6. mocobue aJist CTyIEHTOB BY30B,
oOyyvarornuxcs o crienuainbHocTsIM cepBuca 10000 u typusma 10200 / C.b. XKXynugoB. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekct : anexkrponnsbii. - URL: https://znanium.com/catalog/product/1028623

JIOTIOTHUTEIIbHAS
Training Intercultural Competence for Business (Case Study Aproach) : yue6. moco6ue / O.A. [lanbKo,

J.B. Enbirun, B.O. MunoBa, M.A. [Tonomapes, JIxeitmc [lu. — Mocksa : UHOPA-M, 2019. — 70 c.
- ISBN 978-5-16-107575-3. - Teker : AJICKTPOHHBIH. - URL:
https://znanium.com/catalog/product/1030725

I'ymogckas, I'.H. Aarnuiickuit s3bik npodeccruonanbaoro odmenus. LSP: English of professional
communication : yaebnoe nmoco6ue / I'.H. 'ymoBckas. - Mocksa : @nunTa, 2018. - 320 c. - ISBN 978-
5-9765-2846-8. - Tekcr : snexrponnsiid. - URL: https://znanium.com/catalog/product/1090194
JMEHTOOPUEHTHPOBAHHOCTD: MCCIIEIOBAHUS, CTPATEeruy, TexHoaoruu : MoHorpadwus / JI.C. Jlareimosa,
N.B. Jluncun, O.K. Oiinep [u ap.]. — Mocksa : UHOPA-M, 2021. — 241 c. — (HayuHnas mbicib). —
DOI 10.12737/1058297. - ISBN 978-5-16-015796-2. - Tekcr : anekrponssiid. - URL:
https://znanium.com/catalog/product/1284031

Jlexxnus, B. B. JlokanbHbIe cucTeMsl cepsl Typu3Ma: yrpaBieHUe U UHHOBAIMH : MOHOTpadus / B.
B. Jlexuun, A. H. TTonyxuna. - Homkap-Omna : IToBOKCKHit FOCY1apCTBEHHEIH TeXHOIOTHIECKHUIA
yHuBepcureT, 2019. - 182 c. - ISBN 978-5-8158-2106-4. - Tekcr : anexTponHnsIii. - URL:
https://znanium.com/catalog/product/1871034

bensiea, 1. B. MHOCTpaHHBIH 5A3BIK B chepe npodeccnoHaTbHON KOMMYHHUKAIIUN: KOMITJICKCHBIE
yuebHble 3ananus: YuebHoe nocobue / bensesa 1.B., Hecrepenko E.FO., Coporuna T.W., - 3-e u3n.,
crep. - Mocksa :®@nunta, 2017. - 132 ¢. ISBN 978-5-9765-2616-7. - TekcT : anekrponusiid. - URL:
https://znanium.com/catalog/product/937882

lanpuyk, JI. M. AHrnuiickuil s13pIK B HAy4HOU cpefie: IPaKTUKYM YCTHOU peud : yueOHoe nocodue /
JL.M. Tl'anpuyk. — 2-e u3a. — MockBsa : By3osckuit yueOnuk : UHOPA-M, 2022. — 80 c. - ISBN
978-5-9558-0463-7. - Tekcrt : anexkrpounbiit. - URL: https://znanium.com/catalog/product/1843831

b. Ilepeuenn pecypcoB HH(OPMAIHOHHO-TEJIEKOMMYHUKANMOHHOU ceTH « AHTEpHET.
HanumonaneHhast snextponnas 6ubnmmoreka (HOB) www.rusneb.ru
ELibrary.ru Hay4unast anexktponnas 6ubdianoreka www.elibrary.ru
DnektponHas 6ubnuoreka Grebennikon.ru www.grebennikon.ru
Cambridge University Press
ProQuest Dissertation & Theses Global
SAGE Journals
Taylor and Francis
JSTOR

c. IIpodeccnonanibHbie 02361 JAHHBIX U MHPOPMALUOHHO-CIIPABOYHbIE
CHCTEMBI

Joctyn k npodeccuonanbHbiM 0a3am nanubix: https://liber.rsuh.ru/ru/bases
HubopmaroHHbIe CITPABOYHbBIE CHCTEMBI:
1. Koncynbrant [Tiroc


https://znanium.com/catalog/product/454058
https://znanium.com/catalog/product/1028623
https://znanium.com/catalog/product/1030725
https://znanium.com/catalog/product/1843831
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2. Tapanr

1. MartepuajbHO-TEXHHYECKOE o0ecnedeHne 11 CHUIITHHbI

[Ipu mnpoBeneHUU 3aHATUIA HCIONB3YETCS ayAUTOpUsA, OOOPYAOBAaHHAS MPOEKTOPOM IS
oroOpakeHust mpe3eHTanuid. Kpome TOro, mpu mNpoBeNEeHUH JIEKIUH W TMPAKTHYECKUX 3aHATUH
HEe0OXOIUM KOMITBIOTEp C YCTAaHOBJICHHBIM HAa HEM Opay3epoM U MPOrpaMMHBIM OOecliedeHHeM st
nemMoHcTpanuu npe3eHTanuii (Power Point u ap.).

s camoctosaTensHON paboThl cTyaeHTy HeoOxoaum noctyn K DbC uznarenbcTBa «tOpaiT
(biblio-online.ru), apxuBy uccnenoparenbckux xypHaioB JSTOR, MHBJI Scopus u Web of Science.
[TepcoHasibHBIC KOMITBIOTEPHI, OCHAIIeHHBIE oneparnoHHoi cucteMoit OC MS Windows (XP u BeI1ie),
nporpaMMHbIM oOecrieueHueM MS Office 2003-2010, noctynom B MuTepHET Yyepe3 Opaysep Google
Chrome mmu Opera, 0OHOBJISIEMOM aHTHBHPYCHOM 3amuToi Symantec Endpoint Protection.

[TonuTrnueckas kapTa Mupa.

[lepeyeHb JIMIIEH3MOHHOTO MPOTrPAMMHOT0 O0ECIeUeHUsI:

Microsoft Office —JTunensus Ne 40001532 ot 31.12.2007

Adobe Acrobat — JInnensus Ne 1118-1003-5566-8837-8180-7067 ot 2010 .

Abbyy Fine Reader — JIutiensust Ne 09667 ot 08.02.2006 AutuBupyc Kaspersky — Jlumenzus Ne
1894141205092525 ot 05.12.2014

Microsoft Windows XP — JTurensust Ne 40001512 ot 22.12.2005

MSDN (Microsoft Developer Network , Microsoft Dreamspark

Microsoft Academic Aliance) — JIunensus Ne 1203794656 ot 01.01.2016

CnpaBouno-npaBoBas cucrema «Koncynbrant [nrocy - YueOHas Bepcus OecriaTHas

Abbyy Lingvo — LMRC14000000946409109093 ot 22.01.2010

[TpodeccrnonambHbBIC TOJTHOTEKCTOBBIC 0A3bI JAHHBIX:

HanumonaneHast snextponHnas 6ubnmuorexa (HOB) www.rusneb.ru
ELibrary.ru Hayunast anekrponnas 6ubdiamnoreka www.elibrary.ru
Dnektponnas o6ubarorexa Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

NGO~ wWdE

WNHpopmaninoHHble CLIPaBOYHBIE CUCTEMBI:
3.  Koncynsrant Ilnroc
4. Tapant

8. ObecnieueHne 00pa3oBaTeJbHOr0 Tpolecca /Jisl JHMI € OrpaHHYeHHBIMH
BO3MOKHOCTSIMH 3/I0POBbSI 1 HHBAJIUI0B

B xome peanmuzanuu IUCHMIIMHBI HMCHOJIB3YIOTCS CIEAYIOIIME JONOJIHUTENIbHBIE METO]IbI
o0y4eHus, TEKYIIEro KOHTPOJISA YCIIEBAEMOCTH W TMPOMEKYTOYHOM aTTeCcTalluh OOydYaroIIMXCsS B
3aBHCHMOCTH OT UX WHIUBUAYAIbHBIX OCOOEHHOCTEH:

® ISl CIIETIBIX U CIAO0OBUIANINX: JIEKIUU O(OPMISIOTCS B BUIEC DJIEKTPOHHOTO JTOKYMEHTa,
JOCTYITHOTO C TOMOIIBIO KOMITBIOTEpPA CO CIECIHAIM3UPOBAHHBIM IMPOTPAMMHBIM 00€CTICUCHHEM;
MHUCbMEHHBIE 3a/IaHUsI BBIMIOJIHSIOTCS HAa KOMIIBIOTEPE CO CIEHHMATM3UPOBAHHBIM MPOTPaAMMHBIM
obOecrieueHeM WM MOTYT OBITb 3aMEHEHBI YCTHBIM OTBETOM; OOCCIICUMBACTCS WHAMBUIYAITBHOE
paBHOMepHOe ocBemieHHe He MeHee 300 JIOKC; A BBIMOJHEHUS 3a/JaHUs MPU HEOOXOIUMOCTH
MIPEIOCTABIIAECTCS YBEIMUMBAIOIIEE YCTPOIMCTBO; BO3MOXKHO TAaKXKE€ HCIOJb30BAHHE COOCTBEHHBIX
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YBEIIMYUBAIONINX YCTPOUCTB; MUCHMEHHBIC 3aIaHus O(DOPMIISIFOTCS YBEITMYCHHBIM MIPHU(TOM; 3K3aMEH
1 324€T MPOBOJIATCS B YCTHOM (pOpME UM BBITIOJIHSIOTCS B MUCEMEHHOM (popMe Ha KOMIIBIOTEPE.

® [Is TITYXHX U CIA00CIBIIIANINX: JIGKIUU 0(OPMIIIIOTCS B BUZE AJIEKTPOHHOTO TOKYMEHTa, THO0
MPEIOCTABIIICTCS 3BYKOYCHIIMBAIOIIAS amapaTypa WHIWBHIYyAJILHOTO TIOJH30BAHUS; MMHCHMEHHBIC
3aJJaHHs BBITIOJHSIOTCS Ha KOMIIBIOTEPE B NMHUCHMEHHOH (opMe; SK3aMEeH W 3a4€T MPOBOMAATCS B
MUCEMEHHON (hOpMEe Ha KOMITBIOTEPE; BOZMOKHO IIPOBECHHE B (POPME TECTUPOBAHUSI.

® UIsl JIUI[ C HAapYUICHUSIMH OIOPHO-IBHUTaTEIILHOTO amnmapara: JeKIUH OQOPMIISFOTCS B BHIE
AJIEKTPOHHOTO JIOKYMEHTa, JIOCTYIIHOTO C TIIOMOIIBI0 KOMIIBIOTEpa CO  CICIUATU3UPOBAHHBIM
MPOrpaMMHBIM ~ OOECIIEYeHHEM; MHCHMEHHBIC 3aJaHWsl BBIMOJHSIOTCS HAa KOMIBIOTEPE CO
CTCIUAM3UPOBAHHBIM IPOTPAMMHBIM 00eCTIeUeHHEM; YK3aMeH U 3a4€T MPOBOJATCS B YCTHOM (hopme
WJIH BBITIOJTHSIIOTCS B MUCBMEHHOM (popMe Ha KOMIIBIOTEpE.

[Tpu1 HEOOXOMUMOCTH TPETyCMaTPUBACTCS YBEITUYCHUE BPEMEHH JIJIS TIOATOTOBKU OTBETA.

[Tpoueaypa mpoBeACHUS MPOMEKYTOYHOW ATTECTAIUU JJIsi OOyYaIOIIUXCS yCTAHABIUBACTCS C
Y4ETOM MX MHIUBHIYaTbHBIX NCHUXO(U3NYECKHX 0coOeHHOCTel. [IpoMekyTouHas aTTecTarusi MOXKeT
MIPOBOJIUTHCS B HECKOJIBKO ITATIOB.

[Ipy mpoBeaeHWW TIPOLEAYPHl OLCHUBAHUS PE3YJIbTaTOB OOYYCHHS IPEIyCMaTpUBACTCS
WCIIOJIb30BAaHUE TEXHUYECCKUX CPENICTB, HEOOXOAMMBIX B CBSI3M C WHIUBUIYAJTbHBIMA OCOOCHHOCTSIMHU
oOyyaromuxcsi. ITU CPelICTBA MOTYT OBITh PEIOCTABICHBl YHUBEPCUTETOM, HIJIM MOTYT UCIIOJIb30BaThCS
COOCTBEHHBIE TEXHHUYECKUE CPEICTBA.

[TpoBenenue nporeaypsl OICHUBAaHUS PE3YJIbTaTOB OOYUYCHHSI JOIMYCKACTCS C UCIOJIb30BaHHEM
JTUCTAHIIMOHHBIX 00Pa30BaTEIILHBIX TEXHOJIOTHH.

ObecneunBaeTcss I0CcTynl K WHGOPMAMOHHBIM M OHOIMOrpaduyeckuM pecypcam B CETH
WuTepHeT U1 Kaxaoro odyvaromierocs B (hopMax, aJlaliTHPOBAHHBIX K OTPAHHYCHUSIM UX 3JIOPOBBS U
BOCIIPHATHS UHPOPMALIUY:

e Ui CICNBIX W CIA0OBUISIIUX: B TEYaTHOM Qopme yBeIW4YeHHbIM MIpupToM, B (opme
3JIEKTPOHHOTO JIOKYMEHTa, B (hopme ayauodaiina.

® JIUIS TITyXUX | CI1a0O0CIBIIANIHNX: B IEYaTHON Gopme, B PopMe FIEKTPOHHOTO TOKYMEHTA.

e Uil 00YYAIOMINXCSI ¢ HAPYIICHUSIMU OIOPHO-IBUTATEIILHOTO arrapara: B Ie4aTHON Gopme, B
(dbopMe AIEKTPOHHOTO JJOKYMEHTa, B (hopme ayauodaiina.

VY4eOHble aylIUTOpUU MAJIsE BCEX BHJIOB KOHTAKTHOW M CaMOCTOSTEIbHOW paboThl, HaydHas
OMOIMOTEKA ¥ MHBIE TTOMEILIEHUS 111 O0y4EHUs OCHAIIIEHBI CIIEIIUATLHBIM 000PY/I0BaHUEM U yU€OHBIMHU
MECTaMH ¢ TEXHHMYECKUMHU CPEJICTBAMU O0yUEHUSI:

® JJIsI CJICTIBIX U CTAOOBUISAIINX: YCTPOHCTBOM /ISl CKaHUpOBaHUS U uTeHus ¢ kamepoit SARA CE;
mucriieeM bpaiins PAC Mate 20; mpunatepom Bpaitns EmBraille ViewPlus;

oIl TUIyXUX M CJIa0OCHBIIIANINX: aBTOMATH3UPOBAHHBIM pPabOYMM MECTOM JUIsl JIFOAEH C
HapylUIeHHEM CIyXa U cIabOCHbIIIANINX; aKyCTUYECKUI YCUITUTEIh U KOJIOHKH,

o uisi OOYyYaroONIMXCsS C HapYLICHUSIMH OIOPHO-IBUTATENLHOTO ammapaTa: MepeIBUKHBIMHU,
perynupyeMbiMu spronomudeckumu napramu CH-1; KOMIOBIOTEpPHON TEXHUKOH CO CHEIHalbHBIM
MIPOrpaMMHBIM 0OecTIeYeHUEM.

9. MeTtoauyeckue MaTepuaJbl
a. IlianHbl ceMMHApPCKHUX/ IPAKTHYECKUX/ JJa00PATOPHBIX 3aHATHIA
Tema 1. AkTyanbHBIE TPEHIBI TIPOJBIKEHHUS B cPepe MEKTyHAPOIHOTO TYpU3MA.

Bomnpocsr myist o6cysxnenus:
1. TexHonorHs CO3aHUS TYPUCTCKOTO MPOIYKTA.

2. CoBpeMeHHbIC MHHOBAITHOHHBIC TEXHOJIOTHH B TYPHCTUYCCKOW OTPACITH

3. Tomynspu3amwst 1 IpoIBUKEHNE TIEPCIIEKTUBHBIX MIPOEKTOB B 00JIACTH TypH3Ma.
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CHnucoK JIUTepaTyphl:

@umman, JI. M. Professional English : yue6nuk / J.M. @umman. — Mocksa : UHOPA-M,
2022. — 120 c¢. — (Bricmiee oopazoBanue: bakanaspuar). - ISBN 978-5-16-014339-2. - Tekcr :
anektponHbii. - URL: https://znanium.com/catalog/product/1723355
becconoga, E. B. Professional English in Use : yueOHO-TipakTHUecKkoe mocodue: YueOHoe nmocobdue /
Becconosa E.B., PakoBckas E.A., - 2-¢ u3n., (31.) - MockBa :MUCHU-MI'CY, 2017. - 65 c.: ISBN 978-
5-7264-1657-1. - Tekcr : sanexrponnsii. - URL: https://znanium.com/catalog/product/972124
Hanuesckast, O. E. English for Cross-Cultural and Professional Communication. Aurauiickuii 361K
JUTSI MEXKKYJIBTYPHOTO M MPO(eCCHOHATBLHOTO OOIIeHUs [ DIEeKTPOHHBIN pecypce] : yuel. mocodue /
O.E. lanuesckas, A.B. Manés. — 2-¢ uzn., crep. — Mocksa : ®JIMHTA : Hayka, 2013. - 192 c. -
ISBN 978-5-9765-1284-9 (®JIMHTA), ISBN 978-5-02-037820-7 (Hayka). - TekcT : 2JIeKTpOHHBIH. -
URL.: https://znanium.com/catalog/product/454058
Kymunos, C.b. The Travel and Tourism Industry: yue6. mocobue 1j1st CTyICHTOB BY30B,
oOyuJatomuxcs 1o crenuaibHocTsM cepprca 10000 u rypusma 10200 / C.b. XKymunos. — M. :
IOHUTU-IAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anekrponnsbIit. - URL: https://znanium.com/catalog/product/1028623
Jlexxuun, B. B. JlokanbHble cucTeMbl cepbl Typr3Ma: yIpaBlieHue 1 MHHOBAIUMM : MoHorpadus / B.
B. JIexuun, A. H. ITonyxuna. - Momkap-Oina : [TOBOIKCKHiT FOCY1apCTBEHHBIH TeXHOIOTHUECKHUIA
yHuBepcuteT, 2019. - 182 c. - ISBN 978-5-8158-2106-4. - Tekcr : anekrponnsiit. - URL:
https://znanium.com/catalog/product/1871034

Tema 2. BiusiHue xauecTBa cepBHCa HA YPOBEHD YIOBIETBOPSHUS KJIMEHTA M TOBTOPHBIC TIPOIAXKH.

Bompocs! 1u1st 06cyxneHus:
1. OxapakrepusyiTe 3HAUUMOCTb [10KA3aTeJIsl KaUeCTBa CEPBHUCA JJIsl YCHEIIHOCTH

(YHKIMOHUPOBAHUS OTEJIEH.

2. BpIsBUTE U ONMUIINTE KOPPEIALUIO KAYeCTBA CEPBUCA U TIOBTOPHBIX MPOAAXK B CUCTEME
OTEJIeH.

3. IIpoananuzupyiite 3HaUMMOCTh TOBTOPHBIX MPOJIAXK JJIsl YCHEIHOTO ()YHKIIMOHUPOBAHUS
OTeJIs.

Cnucoxk auTepaTyphl:

@umman, JI. M. Professional English : yue6nuk / JI.M. @umman. — Mocksa : UTHOPA-M,
2022. — 120 c. — (Bwicmiee obpazoBanme: bakanaspuar). - ISBN 978-5-16-014339-2. - Tekcr :
anekTponHsbIi. - URL: https://znanium.com/catalog/product/1723355
becconoga, E. B. Professional English in Use : yueOHo-TipakTHueckoe mocodue: YuebHoe nmocobdue /
becconona E.B., Pakosckas E.A., - 2-e u3a., (31.) - MockBa :MUCU-MI'CY, 2017. - 65 c.: ISBN 978-
5-7264-1657-1. - Tekcr : sanextponHbii. - URL: https://znanium.com/catalog/product/972124
JManuesckast, O. E. English for Cross-Cultural and Professional Communication. AHTIHiCKA# SI3bIK
JUISL MEXKKYJIBTYPHOTO ¥ TPO()eCCUOHANBHOTO O0IIeHUsI [ DIEKTPOHHBIN pecypc] : yueb. nmocobue /
O.E. lanueBckas, A.B. Manés. — 2-e uzna., crep. — Mocksa : ®JIMHTA : Hayka, 2013. - 192 c. -
ISBN 978-5-9765-1284-9 (®JIMHTA), ISBN 978-5-02-037820-7 (Hayka). - TekcT : 2JIeKTpOHHBIH. -
URL.: https://znanium.com/catalog/product/454058
Kymunos, C.b. The Travel and Tourism Industry: yue6. mocobue 1115t CTyIEHTOB BY30B,
oOyuyaromuxcs no cnenuanbHocTsaM cepBuca 10000 u typusma 10200 / C.b. XKynunos. — M. :
IOHUTU-AAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Texkcr : anekrponHsIit. - URL: https://znanium.com/catalog/product/1028623
JlexxuuH, B. B. JlokanbHble cucTeMbl cepbl Typr3Ma: yIpaBlieHue 1 HHHOBAIlMH : MOHorpadus / B.
B. JIexuun, A. H. TTonyxuna. - Homkap-Omna : IToBOMKCKHit FOCY1apCTBEHHBIH TEXHOIOTHUECKHUIA
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yHuBepcurert, 2019. - 182 c. - ISBN 978-5-8158-2106-4. - TekcT : anexktponnsbIit. - URL:
https://znanium.com/catalog/product/1871034

Tewma 3. [Ipuniune! reoOpeHAMHIa U OPEHAUPOBAHUS TYPUCTUYECKUX JECTHHALIUM.

Bomnpocs! 11t 06cyxaeHus:
1.OcobenHocTu nepuenuuu TypucTaMu TyPUCTUUECKUX JECTUHALIUMI.

2. [Ipoananu3upyiiTe OTAEIbHBIE KEHChI, C TOUYKH 3pEHUSI 0COOCHHOCTEHN BOCIIPUITHS TYPUCTOB.
3. MexXKyIbTypHBIE OCOOCHHOCTH BOCTIPUSATHS HHPOPMALIUH.
4.BrbIgBUTE 3HAYUMBIC OCOOCHHOCTH ITOBEJICHUS TYPHUCTOB.

Cnucoxk aurepaTypsl:

®dumman, JI. M. Professional English : yue6uuk / JI.M. ®umman. — Mocksa : UTHOPA-M,
2022. — 120 c. — (Bricmiee oOpa3oBanue: bakanaspuar). - ISBN 978-5-16-014339-2. - Tekcr :
anexktpounsiid. - URL: https://znanium.com/catalog/product/1723355
Bbecconoga, E. B. Professional English in Use : yaeOHO-TIpakTH4ecKOe Tocodue: YdueOHoe mocoodue /
becconora E.B., PakoBckas E.A., - 2-¢ u3n., (3:1.) - MockBa :MUCHU-MI'CY, 2017. - 65 c.: ISBN 978-
5-7264-1657-1. - Tekcr : anextponHbii. - URL: https://znanium.com/catalog/product/972124
Januesckast, O. E. English for Cross-Cultural and Professional Communication. AHrIHiACKU# SI3bIK
TUI MEXKKYJIBTYPHOTO M MTPO(hecCHOHAIBHOTO 00IIeHus [ DNeKTpoHHBIH pecypc] : yued. mocobue /
O.E. Jlanuesckas, A.B. Manés. — 2-¢ u3z., crep. — Mockga : ®JIMHTA : Hayka, 2013. — 192 c. -
ISBN 978-5-9765-1284-9 (®JIMHTA), ISBN 978-5-02-037820-7 (Hayka). - TekcT : 2JIeKTpOHHBIN. -
URL.: https://znanium.com/catalog/product/454058
Kymunos, C.Bb. The Travel and Tourism Industry: y4e6. mocobue ajis CTYyJICHTOB BY30B,
oOyuatomuxcs 1o crnennaibHocTsM cepprca 10000 u typusma 10200 / C.b. XKynungos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekct : anexkrponnsbii. - URL: https://znanium.com/catalog/product/1028623
JlexxnuH, B. B. JlokanbHble cucTeMbl cpepbl Typr3Ma: yIpaBlieHue 1 MHHOBAIlMM : MOHorpadus / B.
B. JIexuun, A. H. TTomyxuna. - Homkap-Omna : TToBOmKCKHit FOCY1apCTBEHHBIH TEXHOIOTHUECKHUIA
yHuBepcuteT, 2019. - 182 c. - ISBN 978-5-8158-2106-4. - Tekcr : anexTponHsbIi. - URL:
https://znanium.com/catalog/product/1871034

Tewma 4. [IpumeHeHne MeToIa KEMCOB ISl aHAJIM3a OpEeHIMHTa TYPUCTUYECKUX JIECTUHAIINH.

Bomnpocs! 11t 06cyxaeHus:
1. Crpykrypa OpeHja cTpaHsbl.
2. AHaJIN3 HCTOPUYECKOTO U KYJIBTYPHOTO KOHTEKCTA.
3. Brzenure Hanbomnee 3HAYMMbIE KOMIOHEHTHI OpeH/Ia IECTHHAIUH.

Cnucok nurepaTypsl:

@umman, JI. M. Professional English : yue6nuk / JI.M. @umman. — Mocksa : UHOPA-M,
2022. — 120 c. — (Bwicmree oopa3zoBanme: bakanaspuar). - ISBN 978-5-16-014339-2. - Tekcr :
anexTponHsbIi. - URL: https://znanium.com/catalog/product/1723355
becconoga, E. B. Professional English in Use : yueOHO-TipakTHueckoe mocodue: YueOHoe mocobue /
becconosa E.B., PakoBckas E.A., - 2-¢ u3n., (3:1.) - MockBa :MUCHU-MI'CY, 2017. - 65 c.: ISBN 978-
5-7264-1657-1. - Tekcr : sanextponnsiid. - URL: https://znanium.com/catalog/product/972124
Hanuesckast, O. E. English for Cross-Cultural and Professional Communication. AHrauiickuii 361K
JUTSL MEXKKYJIBTYPHOTO ¥ TPO)eCCUOHANBHOTO O0IIeHHsI [ DeKTPOHHBIHN pecypc] : yuel. mocodue /



https://znanium.com/catalog/product/1871034
https://znanium.com/catalog/product/1723355
https://znanium.com/catalog/product/972124
https://znanium.com/catalog/product/454058
https://znanium.com/catalog/product/1028623
https://znanium.com/catalog/product/1871034
https://znanium.com/catalog/product/1723355
https://znanium.com/catalog/product/972124

17

O.E. Jlanuesckas, A.B. Manés. — 2-e u3n., crep. — Mockga : ®JIMHTA : Hayka, 2013. — 192 c. -
ISBN 978-5-9765-1284-9 (OJIMHTA), ISBN 978-5-02-037820-7 (Hayka). - TekcT : 2IeKTpOHHBIH. -
URL.: https://znanium.com/catalog/product/454058

Kymunos, C.b. The Travel and Tourism Industry: y4e6. mocoOue asis CTyIEHTOB BY30B,
oOyyJaroruxcs o crienuainbHocTsIM cepBuca 10000 u typusma 10200 / C.b. XKXynugos. — M. :
IOHUTU-AAHA, 2017. — 207 c. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Texkct : anexkrponnsbii. - URL: https://znanium.com/catalog/product/1028623
Jlexxnus, B. B. JlokanbHble cucteMsl cepsl Typu3Ma: yrpaBieHHe U HHHOBAIMK : MOoHOTpadus / B.
B. Jlexuun, A. H. Tlonyxuna. - Homkap-Ona : [ToBODKCKHI TOCY1aPCTBEHHbII TeXHOIOTHYESCKHiA
yausepcureT, 2019. - 182 c. - ISBN 978-5-8158-2106-4. - Tekct : anekrponnsiid. - URL:
https://znanium.com/catalog/product/1871034

Tema 5. [IpoGiembl COBpEMEHHOTO KYJIbTYpPHOTO TypHU3Ma.

Bompocsr 11t 06cyxaeHus:
1. KaxoBbI HOBBIC TCHICHIIMU MPOABMKCHUS B chepe MEKIYHAPOTHOTO TypHU3Ma.

2. HpOﬂHﬂJ’IHSprﬁTC OCHOBHBIC CJIOJKHOCTHU IIPUMCHCHHA HOBBIX IIOJAXOJI0B.
3. Hpe,[[J'IO)KI/ITC CUuTyanuun Hauboiee NOAXOJAIHNEC AJIA MPUMCHCHUA TOI'O UJIM KHOI'O METOAA.

Cnucoxk aurepaTypbl:

OummMan, JI. M. Professional English : yueOnuk / JI.M. ®@umman. — Mocksa : UHOPA-M,
2022. — 120 c. — (Bwicmiee obpa3zoBanue: bakanaspuar). - ISBN 978-5-16-014339-2. - Tekcr :
anexktpounsiid. - URL: https://znanium.com/catalog/product/1723355
Becconoga, E. B. Professional English in Use : yaeOHO-TIpakTH4ecKoe Tocodue: YdueOHoe mocoodue /
becconora E.B., PakoBckas E.A., - 2-¢ u3n., (3:1.) - MockBa :MUCHU-MI'CY, 2017. - 65 c.: ISBN 978-
5-7264-1657-1. - Tekcr : anexrponHbii. - URL: https://znanium.com/catalog/product/972124
Januesckast, O. E. English for Cross-Cultural and Professional Communication. AHTIHACKU# SI3bIK
IS MEXKKYJIBTYPHOTO M MTPO(hecCHOHAIBHOTO 00IIeHus [ DeKTpoHHbIH pecypc] : yuebd. mocobue /
O.E. Jlanuesckas, A.B. Manés. — 2-¢ u3n., crep. — Mocksa : ®JIMHTA : Hayka, 2013. — 192 c. -
ISBN 978-5-9765-1284-9 (®JIMHTA), ISBN 978-5-02-037820-7 (Hayka). - TekcT : 2JIeKTpOHHBIH. -
URL.: https://znanium.com/catalog/product/454058
Kymunos, C.b. The Travel and Tourism Industry: yue6. mocobue j1si CTyIEHTOB BY30B,
oOyuyaromuxcs no cnenuanbHocTsaM cepBuca 10000 u typusma 10200 / C.b. XKynunos. — M. :
IOHUTU-AAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Texkcr : anexrponHsIii. - URL: https://znanium.com/catalog/product/1028623
JlexxnuH, B. B. JlokanbHble cucTeMbl cpepbl Typr3Ma: yIpaBlieHue 1 MHHOBAIlMH : MOHorpadus / B.
B. JIexuun, A. H. TTonyxuna. - Homkap-Omna : IToBOmKCKHit FOCY1apCTBEHHBIH TEXHOIOTHUECKHUIA
yHuBepcuteT, 2019. - 182 c. - ISBN 978-5-8158-2106-4. - Tekcr : anexTponHsIit. - URL:
https://znanium.com/catalog/product/1871034

Tema 6. CoxpaHeHHe ayTEHTHYHOCTH B TypU3ME.

Bomnpocsr myist o6cyxnenus:
1. KoHuenT ayTeHTUYHOCTh

2. Pounb Typu3ma kak pakropa coxpaHeHHUsl HacIeus

3. «ConmanpHasi KOHCTPYKIHS» PeaTbHOCTH

Cnucoxk aurepaTypsl:
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®dumman, JI. M. Professional English : yue6nuk / JI.M. ®umman. — Mocksa : UHOPA-M,
2022. — 120 c. — (Bricmiee oOpa3oBanue: bakanaspuar). - ISBN 978-5-16-014339-2. - Tekcr :
anexktpounsiii. - URL: https://znanium.com/catalog/product/1723355
Becconoga, E. B. Professional English in Use : yaeGHO-TIpakTH4ecKkoe mocodue: Yuebnoe nocodue /
becconora E.B., PakoBckas E.A., - 2-¢ u3zn., (371.) - MockBa :MUCHU-MI'CY, 2017. - 65 c.: ISBN 978-
5-7264-1657-1. - Tekcr : anexkrponHbii. - URL: https://znanium.com/catalog/product/972124
Hanuesckast, O. E. English for Cross-Cultural and Professional Communication. AHrIuicKuii S3bIK
I MEXKKYJIBTYPHOTO U PO(hecCHOHAIbHOTO 00IIeHus [ DneKTpoHHbIH pecypce] : yuebd. mocobue /
O.E. Jlanuesckas, A.B. Manés. — 2-¢ u3z., crep. — Mockga : ®JIMHTA : Hayka, 2013. — 192 c. -
ISBN 978-5-9765-1284-9 (®JIMHTA), ISBN 978-5-02-037820-7 (Hayka). - TekcT : 2IeKTpPOHHBIH. -
URL.: https://znanium.com/catalog/product/454058
Kymunos, C.b. The Travel and Tourism Industry: y4e6. mocoOue asist CTyIEHTOB BY30B,
oOyyvaroruxcs o crienuainbHocTsIM cepBuca 10000 u typusma 10200 / C.b. XKXynugo. — M. :
IOHUTU-AHA, 2017. — 207 c¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekct : anexkrponnsbii. - URL: https://znanium.com/catalog/product/1028623
Jlexxunus, B. B. JlokanbHble cucteMsl cepsl Typu3Ma: yrpaBieHUe U HHHOBAIMK : MoHorpadus / B.
B. Jlexuun, A. H. TTonyxuna. - Homkap-Omna : IToBOmKCKHit FOCY1apCTBEHHBIH TEXHOIOTHUECKHUIA
yHuBepcureT, 2019. - 182 c. - ISBN 978-5-8158-2106-4. - Tekcr : anexTponHnsIii. - URL:
https://znanium.com/catalog/product/1871034

Tema 7. Yrpasnenue TypucTuueckumu notokamu. [Ipobiema upesmepHoro typusma.
Bompocsr g1t 06cyxaeHus:

BB100p OCHOB JIJ1s1 YIIPaBJICHUS TYPUCTHICCKHUMH ITOTOKAMH

Pa3pabotka MeTonuk reorpaduu ynpaBlieHUs TYPUCTCKUMHU MIOTOKaMHU

CraTtucTuka TYPUCTCKUX ITIOTOKOB U CTATUCTHUKA TYPUCTCKUX NJOXOJ0B

el

[Tpobnema ype3MepHOTO KOJMYECTBA TYPUCTOB

Cnucok aurepaTyphl:

®umman, JI. M. Professional English : yue6uuk / JI.M. ®umman. — Mocksa : UTHOPA-M,
2022. — 120 c. — (Bwicmiee obpazoBanme: bakanaspuar). - ISBN 978-5-16-014339-2. - Tekcr :
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5-7264-1657-1. - Tekcr : anextpounbii. - URL: https://znanium.com/catalog/product/972124
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O.E. lanuesckas, A.B. Manés. — 2-e uzna., crep. — Mocksa : ®JIMHTA : Hayka, 2013. - 192 c. -
ISBN 978-5-9765-1284-9 (®JIMHTA), ISBN 978-5-02-037820-7 (Hayka). - TekcT : 2JIeKTpOHHBIH. -
URL.: https://znanium.com/catalog/product/454058
Kymunos, C.b. The Travel and Tourism Industry: yue6. mocobue /1715t CTyIEHTOB BY30B,
oOyuaromuxcs no cnenuanbHocTIM cepBuca 10000 u typusma 10200 / C.b. XKynunos. — M. :
IOHUTU-AAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
978-5-238-01220-9. - Tekcr : anekrponHsIit. - URL: https://znanium.com/catalog/product/1028623
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https://znanium.com/catalog/product/1871034

Tewma 8. Typusm B 5KOHOMHUKE BITCYATIICHUH.
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Bomnpocs! 11st 06cyxaeHus:
1. DkoHOMHKa BIEYATICHUI: MEHEPKMEHT B HH/IyCTPUHU TOCTEIIPUUMCTBA U TYPU3ME

2. DKOHOMMKA OIIYIICHUN U BIIEYATIICHUN B TYypU3ME
3. Temarudeckuii, 3KOKYJIbTYypHBINA, 00pa30BaTEIbHbIN U KPEATUBHBINA TYPHU3M

Cnucoxk auTepaTyphl:

@umman, JI. M. Professional English : yae6nuk / JI.M. @umman. — Mocksa : UHOPA-M,
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O.E. lanuesckas, A.B. Manés. — 2-¢ u3j., crep. — Mocksa : ®JIMHTA : Hayka, 2013. - 192 c. -
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978-5-238-01220-9. - Tekcr : anexkrponnbiid. - URL: https://znanium.com/catalog/product/1028623
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yauBepceuteT, 2019. - 182 c. - ISBN 978-5-8158-2106-4. - Tekcr : anekrponnsiit. - URL:
https://znanium.com/catalog/product/1871034

Tema 9. DxoTypu3M U yCTOWYMBOE pa3BUTHE.

Bomnpocs! 11t 06cyxaeHus:
1. CraHoBneHME U CYyIIHOCTh KOHLENIUU YCTOMUNBOTO Pa3BUTHS

2. YCTOWYMBEIN Typu3M Kak (opMa OpraHU3aluH PalliOHAIEHOTO IPUPOAOTIOIH30BAHMUS
3. Pa3Butune 3K010rMYecKOro TypusMa Kak popma pearnzanuy KOHIEHIUN YCTOWYHBOTO

Pa3sBUTHA

Criucok nureparypsl:

®ummaH, JI. M. Professional English : yueOnuk / JI.M. ®@umman. — Mocksa : UHOPA-M,
2022. — 120 c. — (Bsicmiee obpa3zoBanue: bakanaspuar). - ISBN 978-5-16-014339-2. - Tekcr :
anexktpouHbiid. - URL: https://znanium.com/catalog/product/1723355
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IOHUTU-IAHA, 2017. — 207 ¢. — (Cepus «Special English for universities, colleges»). - ISBN
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Tema 10. Kpocc-KynbTypHbIEe KOMMYHUKAIIMM B COBPEMEHHOM MEXKIYHAapOIHOM TypU3ME.

Bomnpocs! 11 06cyxaeHus:
1. CymHocTHBIE XapaKTePUCTUKA KOMMYHHUKAIIMNA: 3HAYEHUE, TOHATHE U KIIacCU(UKaLUs

2. Ponb TypHu3Ma B Kpocc-KyJIbTYPHON KOMMYHUKALIUN
3. BnusHue MexayHapOAHOIO TypU3Ma Ha KPOCC-KYJIbTYPHYIO KOMMYHHUKAIIIO

Cnucoxk auTepaTyphl:

OummMman, JI. M. Professional English : yueOnuk / JI.M. ®@umman. — Mocksa : UHOPA-M,
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IIpunoxenune 1. AHHOTAITHSA
paboueii mporpaMMbl JUCIUITIHHBL

AHHOTAIIUS PABOYEN ITPOT'PAMMBI TUCIHUILIAHBI

Hucuuninmna «AHOCTPaAHHBIN A3BIK B NPO()eCCHOHAIBHOMN 1eATeJIbHOCTH» PEAIU3yeTCs Ha
(dakynbTeTe BOCTOKOBEACHHUS M COIHMAILHO-KOMMYHUKATUBHBIX HAayK Kadeapod KyJIbTyphl MHpa U
J€MOKpATHUH.

Heabro nucuumiuael «AHOCTpPaHHBIA $13bIK B NPO(ecCHOHAIBHON 1eATeJbHOCTH

SABJIACTCA:

- OBJIAJICHUE CTYJECHTAMH HEOOXOIAMMBIM H JOCTATOYHBIM YPOBHEM KOMMYHHKATHBHOU H
npoecCHOHATLHOM ~ KOMIETCHIMK JUISi  PEIICHHS  COIMAIbHO-KOMMYHHMKATHBHBIX —3a7ad B
npoeCCHOHATILHON M HAYYHOW JEATEIIbHOCTU NMPH OOMIEHHH C 3apyOeKHBIMH TMapTHEpaMu M Ha
po¢eCCUOHATBHBIX TUTOIIAAKaX (KOHPEPESHIUAX U T.11.);

- (opMHpOBaHUE MEPEBOAUYECKUX KOMIICTCHIIMN, TPHOOpPETEHNE 00y4aeMbIMU COBOKYITHOCTH
TEOPETUYCCKUX 3HAHMW, MPAKTHUYECKUX YMEHUH W HaBBIKOB JUIS OCYIIECTBJICHUS aJCKBATHOTO
JIBYSI3LIYHOTO TIEPEBOJIA;

- (QopmMupoBaHUE Y CTYJICHTOB HEOOXOIUMOW KOMMYHUKATHBHOM SI3BIKOBOM KOMITCTCHIIUH, a
TaKkK€ BBICOKOTO YPOBHS COIMAIBHOH ¥ NPOPECCHOHATBHONW  KYJIBTYPBl IS BEICHUS
npodeccHOHATEHOM MEePENUCKHU U MOAIePKaHUS TPO(HECCHOHATLHOTO B3aUMOICHCTBUS;

- q)OpMI/IpOBaHI/IC Y CTYACHTOB CIIOCOOHOCTH ¥ TOTOBHOCTH K MemenLTypHoﬁ KOMMYHHKAIIUH,
H606XO,I[I/IMOI7I U JOCTAaTOYHOW JIs MCIOJIL30BaHUS HHOCTPAHHOI'O s3bIKa B HpO(beCCI/IOHaHBHO'
KOMMYHHKaTHBHOﬁ, Hay‘IHO-HCCHCHOB&TCHLCKOﬁ, BKCHepTHO-aHaHHTquCKOﬁ, PE€AAKIIHMOHHO-
HSHaTeHBCKOﬁ u KyanypHO-HpOCBCTI/ITCJ'ILCKOI71 ACATCIIBbHOCTH.

3agaum IUCHUILIMHEL:

® yMeTh WHTEPIPETUPOBATH MPO(HECCHOHANBHBIE TEKCThI HAa HWHOCTPAHHOM S3BIKE,
HeoOxoauMbIe 711 POPMUPOBAHUS CYNKACHHUH MO COOTBETCTBYIOMINM MPO(eCcCHOHABHBIM,
COLIMANIbHBIM, HAyYHBIM U ITUYECKUM MpodiieMam;

e OBJaJEeTh NPOPECCHOHATHHBIMA HAaBBIKAMH aHAJIM3a TEKCTOB MPO(EeCCHOHAILHOTO H
COLIMATILHO 3HAYUMOTO COJACPIKAHMUS,

e O0BIaAeTh NPO(ECCHOHATHPHBIMU HABHIKAMHU MHCbMEHHOTO M YCTHOTO TEpeBO/Ja TEKCTOB
npodeccCuOoHaNBHOM HAMIPaBIEHHOCTH.

Hucnunnuna (Mo0dyiv) HampaBieHa Ha GOPMUPOBAHUE CISAYIOMNUX KOMIIETEHIIHN:
VK-4. CriocoOeH NMpUMEHSITh COBPEMEHHbIE KOMMYHUKATUBHBIE TEXHOJIOTUH, B TOM YHCJIE Ha
WHOCTpaHHOM(BIX) A3bIKe(ax), AT aKaJIeMHUYECKOT0 U MPO(HECCUOHATFHOTO B3aUMOICUCTBUS
VK-4.3. Benet nenoByio NepenucKy Ha HHOCTPAHHOM SI3bIKE C Y4€TOM OCOOEHHOCTEH CTUITHCTUKH
O UIHATTEHBIX TTUCEM U COIIMOKYIIBTYPHBIX Pa3Iuanid
VK-4.4. BemmonHsieT 1S TWYHBIX 1eliel mepeBo1 OQUIHaTbHBIX U TPO(HEeCCHOHATBHBIX TEKCTOB C
WHOCTPAHHOTO SI3bIKa HAa PYCCKUH, C PyCCKOTO sI3bIKa Ha HMHOCTPaHHBIN
VK-4.6 - YCTHO npe/CcTaBIseT pe3yabTaThl CBOCH JEATEIHOCTH Ha MHOCTPAHHOM SI3BIKE, MOXKET
MOJIJIEPKATh PAa3rOBOP B XOJE UX OOCYKICHHUS
OIIK-6. CriocoOeH MmIaHupoBaTh U MPUMEHSThH TOXObI, METOBI U TEXHOJIOTUN HAYYHO-TIPUKIIAIHBIX
uccaeaoBaHuil B u30panHoil cepe mpodecCuoHaIbHOM NeITeTbHOCTH
OIIK-6.3 IlpeacrapmnsieT pe3yabTaThl HAYYHO-TIPUKIIATHBIX UCCIEAOBAHUN B cepe
npodecCHOHATEHOM JISATSIILHOCTH B BHJIC HAYYHBIX CTAaTEH, JIOKJIAJI0B HA HAYIHBIX KOH(PEPEHITUAX
3HaTh:
COBpPEMEHHBIEC TEHACHIIMU UCTIONB30BaAHUS U PA3BUTUS JTMHTBUCTUYECKUX CPEICTB KOMMYHUKAIIMH IS
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3¢ (GEKTUBHOIO OCYIIECTBIECHUS NPOPECCUOHATBHOM AEATENbHOCTH; Ul IOCTPOEHUS I'PaMOTHOM
BHYTPU- U BHEIIHEKOPIIOPATUBHOM KOMMYHHUKAIlU{; METOAbl HCIOJIb30BAaHUS JIMHTBUCTHYECKUX
CPEIOCTB JUIA CO3JaHUs W IPOJBIKEHUS MEAMANPONYKTa; OCHOBHBIE S3BIKOBBIE HOPMBI U
CTHIIUCTUYECKHE 000POTHI HA PyCCKOM M MHOCTPAHHOM SI3BIKAX U KaK UX MPUMEHSTH IIPH BHITIOJTHEHUN
3aJJaHUi 110 JAHHOMY BHJly IPAKTUKH; IPOGECCHOHAIIbHBIE, KYIbTYpHBIE, PErHOHAIbHbIE OCOOCHHOCTH
PYCCKOTO M MHOCTPAHHBIX SI3BIKOB B MPO(ECCHOHATBHON PUTOPUKE B cepe peKiiaMbl U CBA3CH C
OOIIIECTBEHHOCThIO; OCHOBHBIE W BapHaTUBHbIE (OpMAThl OCYLIECTBICHHMS HEBEpOAJbHBIX THIIOB
KOMMYHHKAIMU B PYCCKOM M HMHOCTPAHHBIX A3BIKAX B 3aBUCUMOCTH OT L€J€ KOMMYHUKAaTUBHOI'O
B3aUMOJICHCTBUS B X0/1€ TPO(HECCHOHAIBHON AEATEIbHOCTH B KaUeCTBE MPAKTHUKAHTA; OCHOBBI JI€JIOBOM
KOMMYHHUKAIIMH B YCTHOW M NMUCHBMEHHOHM (popMax Ha rocynapcTBeHHOM si3bike PD u mobom npyrom
MHOCTPAaHHOM S3BIKE, UX BHUJOB; IIPaBUJIA A3BIKOBOI'O PEUEBOTO 3THKETA M BEICHUS JUAJIOTA, 3aKOHBI
KOMIIO3ULIMU M CTWJISA, HpPUEMBbl YOSKICHHsS Ui CaMOOPTaHM3allid TpPU BBHIMOJHEHUH 3aJaHHM,
IPEJYCMOTPEHHBIX JIaHHOM BHJOM IPAKTUKH; HPOPECCHOHATIBHBIE >KaprOHU3Mbl U OCOOEHHOCTH
JMHTBUCTHYECKOW KOMMYHHKAIMU B cepe pekiambl M CBS3el C OOIIECTBEHHOCTHIO HA PYCCKOM H
MHOCTPAHHBIX S3bIKaX, B T.4. B KOHTEKCTE COCTABICHUS 3aKOHOJATEIIBHO U IOPUANYECKH IPAMOTHOIO
A3bIKa B IPO(ECCHOHATBHOM NESTEILHOCTH B KAYECTBE MPAKTUKAHTA.

YMersb:

HCIOJIb30BaTh SI3BIKOBBIE CPEACTBA PYCCKOTO M HHOCTPAHHOIO SI3BIKOB Ul IOCTPOEHUS JEJIOBOM
npodeccnoHanTbHOM KOMMYHHKAIIMM BHYTPU U BHE KOPHOpPAIMH; MOCTPOUTH TPAMOTHYIO CTPATETHIO
BEJICHUS TIEPETOBOPOB BO BPEMS CO3JIaHUS M IPOJABUKEHHS MEIUANPOAYKTa; IPUMEHATh SI3bIKOBBIE
CpeICTBAa PYCCKOIO M HHOCTPAHHOTO $SI3bIKOB B BEpOATbHOM W HEBEpOAJIbHOM BapUaHTax s
OpraHMu3alKi JOKYMEHTAllMOHHOIO M MHOTO COIPOBOXKJEHUS MPOLIECCOB CO3/aHUS U MPOJBHKEHUS
MEIHANpPOAYKTOB MPHU OCYIIECTBICHUU MPO(PECCHOHANBHON NEATEIBHOCTH B KaueCTBE MPAKTUKAHTA,
YUTaTh, MEPEBOJAUTH U COCTABIATH JOKYMEHTbl Ha PYCCKOM M HWHOCTPAaHHOM SI3bIKax JJIs
COIPOBOXKACHUS TPO(HEeCCHOHATBEHOM AeSITEILHOCTU B 00JIACTH PEKIIaMBbI U CBsI3€l ¢ 00IIIECTBEHHOCTHIO
B KayecTBe MPAKTHUKaHTa, B T.4. C Y4eTOM OCOOEHHOCTEW HOPM U MPaBUI IOPUIUYECKOTO S3bIKA;
OCYIIECTBIIATh YCTHYIO ITyOJMYHYIO MacCOBYIO KOMMYHHUKALIUIO HA PYCCKOM U HHOCTPAHHOM SI3bIKaX C
HCIOJIb30BaHUEM HEBEepOATbHBIX (OpM OOIIEHUS K LEJIIM KOMMYHUKATUBHOTO B3aUMOJICHCTBUS C
Pa3NUYHBIMHU TUIIAMU ayAUTOPUH B XOZE BBIMOJHEHHS MPOPECCHOHATBHON IESTEITFHOCTH B Ka4eCTBE
MIPAKTUKAHTA, HCMOJb30BaTh OCHOBHBbIE HH(POPMALMOHHO-KOMMYHHMKALIMOHHbIE TEXHOJOTHU IPH
MOMCKE HE0OXO0AMMON MH(OpPMAIMK B IMPOLIECCe PEHICeHHUs CTaHAAPTHBIX KOMMYHUKATHUBHBIX 3ajad,
Cc(OPMHPOBAHHBIX PYKOBOAMUTENEM MPAKTUKU OT OPTaHU3ALMH Ul JOCTHXKEHHs MPO(heCCHOHATBHBIX
1ene Ha rocynapcTBeHHOM si3bike P® u 11000M JApyroM HHOCTPAHHOM SI3bIKE; KPUTHYECKH
aHAJM3UPOBATh U UHTEPIPETUPOBATH

YCTHYIO U TUCBMEHHYIO NMPO(ECCHOHAIBHO OPUEHTUPOBAHHYIO HH(OPMALINIO

Ha PYCCKOM SI3bIKE U NMEPEeBOJ TaKoW MH(POPMAIIUK C IPYTUX MHOCTPAHHBIX S3bIKOB IMPU BBIIOJHEHUHU
3aJlaHuH, IPETYCMOTPEHHBIX IaHHOM BHJIOM MPAKTUKH.

Bnanets:

HaBbIKaMU MCIOJIb30BaHUS S3bIKOBBIX HOPM M CTUJIMCTUYECKUX 0OOPOTOB B paMKax COOCTBEHHOM
po¢eCCHOHATILHOM IeATEIbHOCTH B KaUeCTBE MIPAKTUKAHTA; HABBIKAMH BEJICHUS JIEIOBOM MEePEeNUCKU
Ha PYCCKOM U MHOCTPAHHOM $I3bIKaX; CHOCOOHOCTBIO COCTaBJIATh TPAMMAaTUYECKU TPAMOTHBIE TEKCThI
B IIpoIiecce CO3/JaHNs U MPOJBMIKEHUS METUAPOLYyKTa IPU OCYILECTBIECHUH MTPO(dhecCHOHATbHON
JeSITEIbHOCTH B KaUeCTBE MPAKTUKAHTA; HABBIKAMU COCTABJICHUS IOKYMEHTOB Ha PYCCKOM U
MHOCTPAHHOM $I3bIKaX, B T.4. B paMKaXx BEJICHUs JEJI0OBOM MEPENMCKHU U BEJIEHUS IIEPErOBOPOB, B T.U. C
3aJIeiCTBOBaHHEM MTPUEMOB MTPO(PECCHOHATBHON PUTOPUKU U HEBEPOATbHBIX (POPM KOMMYHUKALIUH,
a/lalTUPOBAHHBIX K IIEJIIM KOMMYHHUKATUBHOTO B3aUMOJICHCTBUSA 11l 0OecTIedeHUs
po¢eCCHOHATBHON IEATETHFHOCTH B Chepe peKIIaMbl U CBS3EH C OOIIECTBEHHOCTHIO B KAUECTBE
MPAKTUKAHTA, HABBIKAMH KOMMYHUKAIIUH B YCTHOM M MUCbMEHHOHN (OopMax Ha TOCyAapCTBEHHOM
s3p1ke PD 1 nHOCTpaHHOM S3bIKAX ISl pEIeHUs 3a/1a4 MEKIMYHOCTHOTO U MEKKYJIBTYPHOTO
B3aMMOJICHCTBHS B PAMKAaX MPAKTHUECKUX 33JJaHUN PYKOBOJHUTENS MPAKTUKH OT OPraHU3aIUH I10
MO/ITOTOBKE U IPOBEJCHUIO0 KOMMYHHUKAIIMOHHOW KaMITAaHUW U MEPONPUATHUS; CIIOCOOHOCTBIO K
KPUTHYECKOMY aHAJIN3Y U CUHTE3Y YCTHON M MUCHbMEHHOM MPOo(EeCCHOHATLHO OPUEHTUPOBAHHOM
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nH(pOpMaIUK Ha PyCCKOM M MHOCTPAHHOM (-bIX) SI3BIKE (-ax) MPU OCYIIECTBICHUH MPOPECCHOHATHHON
ACATCIIbHOCTU B KAYCCTBC IMMPAKTUKAHTA.
[To qucuuruinHe (MOOY110) PEAYCMOTPEHA MPOMEKYTOUYHAS aTTeCTalsl B (hopMe 3aueTa.
OO01mast TpyJ0€MKOCTh OCBOSHUS TUCHIHUILIHHBI (M00)/i51) COCTABIISAET 3 3aUETHBIC SAMHHUIIBL.
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1. COURSE DESCRIPTION

1.1. The purpose and objectives of the course

" Professional Foreign Language” is taught at the Faculty of Oriental Studies and Social and
Communicative Sciences by the Department of Public Relations, Tourism and Hospitality.

The purpose of the discipline: to master sufficient level of communicative and professional
competence to solve social and communicative problems in professional activities when communicating
with foreign partners; to train translation competencies and practise bilingual translation; to form
communicative language competence, as well as a high level of social and professional culture for
conducting professional interaction.

.Tasks:

« to be able to interpret professional texts in a foreign language, necessary for the formation of
judgments on relevant professional, social, scientific and ethical issues;
« to master the professional skills of analyzing texts of professional and socially significant

content;

« to master the professional skills of written and oral translation of professional texts.

The course is taught in English.

The course is aimed at achieving the following learning outcomes:

2. LEARNING OUTCOMES

Competence

Competence indicators

Learning Outcomes

VK-4 Be able to apply
modern  communication
technologies, including in a
foreign language(s), for
academic and professional
interaction

VK-4.1 Conducts business
correspondence in a foreign
language, taking into
account the peculiarities of
the style of official letters
and socio-cultural
differences

To know: Know: current trends in the
use and development of linguistic

means of communication for the
effective implementation of
professional  activities; to  build
competent internal and external

corporate communication; methods of
using linguistic means to create and
promote a media product; basic
language norms and stylistic phrases in
Russian and foreign languages and
how to apply them when performing
assignments for this type of practice.

To Be able to: use the language means
of Russian and foreign languages to
build business professional
communication inside and outside the
corporation; build a competent
negotiating  strategy during the
creation and promotion of a media
product; use the language means of
Russian and foreign languages in
verbal and non-verbal versions to
organize documentation and other
support for the processes of creating
and promoting media products in the
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course of professional activities as a
trainee.

To Possess: the skills of using language
norms and stylistic turns in the
framework of their own professional
activities as a trainee; skills of
conducting business correspondence in
Russian and foreign languages; the
ability to compose grammatically
literate texts in the process of creating
and promoting a media product while
carrying out professional activities as a
trainee.

VK-4 Be able to apply
modern communication
technologies, including in
a foreign language(s), for
academic and professional
interaction

VK-4.4 Performs
translation of official and
professional texts from a
foreign language into
Russian, from Russian into
a foreign language for
personal purposes

To know: professional, cultural,
regional features of Russian and
foreign languages in professional
rhetoric in the field of advertising and
public relations; basic and variable
formats for the implementation of non-
verbal types of communication in
Russian and foreign languages,
depending on the goals of
communicative interaction in the
course of professional activity as a
trainee.

To be able to: read, translate and
compile documents in Russian and
foreign languages to accompany
professional activities in the field of
advertising and public relations as a
trainee, incl. taking into account the
peculiarities of the norms and rules of
the legal language; to carry out oral
public mass communication in Russian
and foreign languages using non-
verbal forms of communication for the
purposes of communicative interaction
with various types of audiences in the
course of performing professional
activities as a trainee.

To possess: the skills of drafting
documents in Russian and foreign
languages, incl. as part of business
correspondence and negotiations, incl.
using the techniques of professional
rhetoric and non-verbal forms of
communication adapted to the goals of
communicative interaction to ensure
professional activities in the field of
advertising and public relations as a
trainee.

VK-4 Be able to apply

VK-4.6 Orally presents the

Know: the basics of business
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modern communication
technologies, including in
a foreign language(s), for
academic and professional
interaction

results of his activities in a
foreign language, can keep
up the conversation during
their discussion

communication in oral and written
forms in the state language of the
Russian Federation and any other
foreign language, their types; rules of
language speech etiquette and
dialogue, laws of composition and
style, persuasion techniques for self-
organization when performing tasks
provided for by this type of practice.
To be able to: use the basic
information and communication
technologies when searching for the
necessary information in the process of
solving standard communication tasks
formed by the head of practice from
the organization to achieve
professional goals in the state language
of the Russian Federation and any
other foreign language.

Possess: communication skills in oral
and written forms in the state language
of the Russian Federation and a
foreign language to solve the problems
of interpersonal and intercultural
interaction within the framework of
practical tasks of the head of practice
from the organization for the
preparation and conduct of a
communication campaign and event

OIIK-6 Able to plan and
apply approaches, methods
and technologies of
scientific and applied
research in the chosen
field of professional
activity

OIIK-6.3 Presents the
results of scientific and
applied research in the field
of professional activity in
the form of scientific
articles, reports at scientific
conferences

Know: professional jargon and
features of linguistic communication in
the field of advertising and public
relations in Russian and foreign
languages, incl. in the context of
drafting a legally and legally literate
language in professional activities as a
trainee.

Be able to: critically analyze and
interpret

oral and written professionally
oriented information

in Russian and translation of such
information from other foreign
languages when performing tasks
provided for by this type of practice.
Possess: the ability to critically
analyze and synthesize oral and
written professionally oriented
information in Russian and foreign (s)
language (s) in the implementation of
professional activities as a trainee.




3. COURSE SYLLABUS
The total labor intensity of the course is 3 credits, 108 academic hours.
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The structure of the course for full-time education
The scope of discipline in the form of contact work of students with teaching staff and (or)
persons involved in the implementation of the educational program on other conditions, during training

sessions:
Semester | Type of training session Number of
hours
1 Lectures 10
1 Seminars 20
Total: 30

The volume of the discipline (module) in the form of independent work of students is 78 academic

hours (s).

Ne | Name of the discipline section

Content

1

Current promotion trends in the
field of international tourism.

Destination marketing is part of a broader concept of
territory management - territory marketing. Territorial
marketing is marketing in the interests of the territory,
its internal subjects, as well as external subjects, in
whose attention and actions the territory is interested.
Territorial marketing is carried out with the aim of
creating, maintaining or changing the opinions,
intentions and behavior of residents and non-residents
in the person of individuals and companies regarding a
given territory.

Service quality and customer
satisfaction.

Target marketing and market segmentation. Stages of
target marketing: market segmentation, identification of
the target market, product positioning in the target
market segment. Signs and criteria of market
segmentation. The main segments of the tourism
services market. Requirements for effective
segmentation. Development of ways to measure the
attractiveness of segments. Definition of the target
market.

Geobranding and branding of
tourist destinations.

Territory marketing strategies and principles of their
combined application. Branding as a systematic
approach to managing marketing strategies. Branding
of territories in the system of branding as a
communicative strategy. Geo-branding as a modern
approach to the promotion of territories

Case-study method in branding of
tourist destinations.

Place of origin as one of the first approaches to territory
branding. Public diplomacy as a communication
strategy of the state in relation to external audiences.
The concept of "competitive identity” S. Anholt.
Anholt hexagon. Using the Brand Box Model to
Analyze Differences in Territory Branding by N.
Caldwell and J. Freire. French school of geo-branding:
F. Bouari and J.-P. Flao. Cultural branding of
territories.

The main areas branding areas: tourism, investment
attractiveness, place of origin, place of residence.
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Global contexts as factors in the creation and
management of a geobrand. The impact of globalization
on urban development. Global events as a tool for
creating and maintaining a geobrand. Creative
industries as an approach to the development of
depressed areas.

Modern cultural tourism

Definition of cultural tourism in the modern world.
Potential for the development of cultural tourism in
Russia. Evaluation of cultural complexes. Factors
affecting cultural tourism.

Authenticity in tourism

The concept of authenticity traditionally functions
mainly in the semantic (cognitive-communicative) field
of cultural tourism and its numerous subspecies, where
tourist motivation is determined by the search for
various forms of mastering the material and non-
material culture of the receptive community.

Tourist flow management. The
problem of overtourism.

Definition and description of management objectives
(for example, increasing tourism income, reducing
environmental damage). Tourist zoning is based on a
similar principle, plus it can define various types of
recreation - from exploring the wilderness alone or in
small groups to excursions in more crowded places.

Tourism in the experience
economy.

The rapid growth of various innovations, as well as a
very fast process of enrichment and saturation, has
formed an economy of intellectual consumption, when
the consumer is no less creative than the manufacturer.
The manufacturer, in turn, must create such an offer
that would fully satisfy sophisticated consumers.

Ecotourism and sustainable
development.

Formation and essence of the concept of sustainable
development. The concepts of sustainability and
sustainable development. The essence and main
provisions of the concept of sustainable development.
Criteria, main parameters and formalization of
sustainable development. Sustainable tourism as a form
of environmental management organization.

10

Cross-cultural communications in
modern international tourism.

Conceptual space of intercultural communication in
tourism in the context of globalization. Tourist concept
sphere of the space of intercultural communication in
the system of international tourism.

11

Final assessment

examination

4. COURSE POLICIES

For classes in the discipline, various educational technologies are used. To organize the educational
process, e-learning and (or) distance learning technologies can be used.

4.1 Grading system

Form of control

Max. number of points
For one unit Total

Current control:

- poll

5 points 30 points
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- participation in the discussion at the seminar 5 points 10 points

- control work (through)

20 points 20 points

Intermediate certification - credit with an assessment 40 points

Total per semester

100 points

The resulting cumulative result is converted into the traditional rating scale and into the rating
scale of the European Credit Transfer System (ECTS) in accordance with the table:

100- point scale Traditional scale ECTS scale
95 — 100 Excellent A

83-94 B

68 — 82 Good passed C

56 — 67 D

50 55 Acceptable E

2049 : FX

0_19 Unpublishable unpassed F

4.1 Criteria for grading by course

Points/
ECTS
Scale

Course score

Criteria for evaluating learning outcomes in the cource

100-83/
AB

Excellent /
passed

Exhibited to the student, if he has deeply and firmly mastered the theoretical and
practical material, he can demonstrate this in the classroom and during the intermediate
certification.

The student exhaustively and logically expounds the educational material, knows how
to link theory with practice, copes with solving problems of a professional orientation
of a high level of complexity, and correctly substantiates the decisions made.

Freely oriented in educational and professional literature.

The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.
The competencies assigned to the discipline are formed at the “high” level.

82-68/

Good /
passed

Exhibited to the student if he knows the theoretical and practical material, competently
and essentially presents it in the classroom and during the intermediate certification,
without allowing significant inaccuracies.

The student correctly applies the theoretical provisions in solving practical problems of
a professional orientation of different levels of complexity, possesses the skills and
techniques necessary for this.

Sufficiently well oriented in educational and professional literature.

The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.

The competencies assigned to the discipline are formed at the “good” level.

67-50/
D,E

Acceptable /
passed

Exhibited to the student, if he knows the basic level of theoretical and practical
material, makes some mistakes when presenting it in the classroom and during the
intermediate certification.

The student experiences certain difficulties in applying theoretical provisions in
solving practical problems of a professional orientation of a standard level of
complexity, possesses the basic skills and techniques necessary for this.

Demonstrates a sufficient level of knowledge of educational literature on the discipline.
The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.

The competencies assigned to the discipline are formed at the “sufficient” level.

49-0/
F,FX

Unpublishabl
e / unpassed

Exposed to the student if he does not know the theoretical and practical material at the
basic level, makes gross mistakes in presenting it in the classroom and during the
intermediate certification.
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Points/ | Course score | Criteria for evaluating learning outcomes in the cource
ECTS
Scale

The student experiences serious difficulties in applying theoretical provisions in
solving practical problems of a professional orientation of a standard level of
complexity, does not possess the skills and techniques necessary for this.

Demonstrates fragmentary knowledge of educational literature on the discipline.

The grade for the discipline is given to the student, taking into account the results of
the current and intermediate certification.

Competences at the “sufficient” level, assigned to the discipline, have not been formed.

5. ASSESSMENT STRATEGIES AND METHODS
Exam questions:

1. The concept and essence of advertising. A variety of approaches to the definition of
advertising.

2. Goals and objectives of advertising. advertising features. The objectives of advertising in
tourism.

3. Types of advertising allocated according to different criteria. Features of commercial and
social advertising.

4. Classification of advertising in tourism.

5. The origin of advertising in the ancient world.

6. Advertising in Western Europe and the USA.

7. History of advertising in Russia.

8. Place of advertising in the marketing communication system. The relationship of advertising
with other means of marketing communications (commercial propaganda, personal selling, sales
promotion, public relations).

9. The concept and main tools of BTL advertising.

10. BTL advertising and the concept of the overall product lifespan.

11. Merchandising and advertising at the point of sale as BTL advertising tools.

12. Sales promotion as a BTL advertising tool.

13. Sales promotion as a BTL-advertising tool.

14. Direct marketing as a BTL-advertising tool.

15. Product placement as a BTL advertising tool.

16. Advertising as a method of managing people: ways to draw attention to advertising, methods
of influencing consumers.

17. Use in advertising of the main provisions of the theory of communication.

18. Psychology of consumer motivation of consumers of travel services.

19. Socio-psychological features of the perception of advertising.

20. Legal regulation of advertising activities.

21. The role of the Federal Law "On Advertising” in the organization and management of
advertising activities. Basic concepts and requirements for advertising, presented in the Federal Law
"On Advertising”.

22. Responsibility of participants in the advertising process for inappropriate advertising.

23. Ethical standards in advertising (Code of advertising practice).

24. Basic approaches to the classification of advertising media.

25. The main elements of advertising media and their characteristics (text, image, color, light,
sound, font, etc.)

26. Features of the use of advertising of tourist services in the press

27. The specifics of radio and television advertising in tourism.

28. Means of outdoor advertising and their use in the field of tourism.

29. The role of computerized advertising of tourist services in modern conditions.
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30. Conditions for choosing advertising media.

31. Methodology for the development of promotional materials.

32. The structure of the advertising message and the characteristics of the main elements of the
verbal part (slogan, title, main advertising text, echo phrase)

33. Artistic design of advertising messages.

34. Composition of advertising.

35. Copywriting as an advertising tool: essence, rules of use.

36. Choice of means of distribution of advertising. Advantages and disadvantages of the main
means of advertising distribution.

37. The specifics of the tourism product, which determines the features of advertising in the
tourism sector.

38. Image and corporate identity of the company in the field of tourism. Elements of the corporate
identity of the organization as a means of advertising in the socio-cultural service and tourism.

39. Advertising of tourist destinations.

40. Advertising a tourist product at exhibitions and fairs

41. The relationship of participants in the advertising process in the course of organizing
advertising activities.

42. Planning promotional activities in tourism.

43. Organization of an advertising campaign in the field of tourism.

44, Development of the budget of an advertising company in the field of tourism (factors
affecting the size of the advertising budget, methods of forming an advertising budget).

45. Economic efficiency of advertising in tourism: basic concepts, methods for calculating the
effectiveness of advertising.

46. Psychological effectiveness of the use of advertising media in tourism: performance
indicators, methods for studying efficiency.

Situations for discussion

Situation 1. "Incentive action"

Globus-Touristik, a company specializing in the sale of mass tours, has organized a stimulating
campaign, according to which each client of the agency who has bought more than five trips in a year
receives a 3% discount.

Related questions:

1. How do you evaluate the effectiveness of the proposed option?

2. How can this promotion affect the image of the travel agency?

3. What options for building customer loyalty would you offer?

4. What promotion options work for you as a consumer?

Situation 2. "Mission*

1. Formulate the mission of the tour operator ICS Travel.

2. After discussing the mission options, read the real mission of the tour operator:

The mission of ICS Travel is to promote the development of the tourism industry in Russia, bring
Russian tourism to a level that meets international standards, and provide quality tourism services that
meet the needs of tourists.

Issues for discussion:

1. What is the mission of the company?

2. Highlight mission keywords.

3. Is the mission achievable? How can results be achieved?

4. How does this mission characterize the company?

Situation 3. "My Russia"
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2012, for the first time, a tourist logo of Russia was created, which will be valid for all events
r the Federal Target Program (FTP) for the development of tourism in the Russian Federation

until 2018.

A

competition was announced for the creation of the logo, the price of which was 500 thousand

rubles. As a result of the competition of four Russian companies, the price of the state contract amounted
to 155 thousand rubles.

Topics for assignments
Assignment: to prepare a short message with its presentation in Power Point format.

[EEN

Design in advertising.

. Print advertising in tourism.

. The role of the press in the development of travel and tourism advertising in modern times.

. "Apple" as a typical history of the formation of a trademark in the twentieth century

. The problem of "terrible” advertising on television in the second half of the twentieth century.
. The nature of the use of photographic images in tourism advertising.

. Transformation of advertising "Si quis" in Europe of the XIX century.

. Fair and exhibition as a territory of advertising.

. Radio advertising of tourism and service, the specifics of its impact.

. The appearance of color in advertising and its.

. Advertising sign in modern art. Masters of graphic advertising of the twentieth century.
. Historical and system analysis of any advertising campaign.

. Selection and systematization of materials for advertising tourism from the Internet.
. Historical images in modern domestic advertising of tourism and service.

. Methods of medieval advertising in modern advertising.

. Features of consumer motivation of consumers of travel services.

. Features of the use of tourism advertising in the press.

. Specificity of television and radio advertising of tourist services.

. Specificity of outdoor advertising in the field of tourism.

. The role of computerized advertising in the activities of a tourist enterprise.

Tests for examination:

1.
a)

What is the essence of the consumer response to advertising according to the ATR model:
having a certain awareness of the product, the buyer makes a spontaneous purchase in order

to try the product and, based on his own experience, evaluates the advertised product;

b)
shows ad

c)

having a certain awareness of the product, the buyer begins to be interested in this brand, then
esire to own it and makes a purchase;
having a certain awareness of the product, the buyer deliberately refuses trial purchases of the

advertised product, citing a kind of "pressure” on him.

2.
a)
b)
c)
d)
3.
a)
b)
c)
d)

Which of the events can be considered a PR campaign:
organization of free excursions to the brewery;

provision by the airline of sponsorship in athletics competitions;
advertising the opening of a new flight on television;

free distribution of test samples of goods.

Non-personal communication channels include:

communication with the audience;

newspapers, magazines;

talking on the phone

sales staff of the company.
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4. Specify the definition corresponding to the concept of "advertising":

a) these are temporary and local events that complement other means of marketing
communications and are aimed at accelerating sales of a particular product;

b) activities aimed at creating a psychological climate of understanding and mutual trust between
the enterprise and its various audiences through certain actions;

c) personal communications to encourage the consumer to take immediate action (purchase)

d) this definition is missing.

5. Which of the following purposes are not the purposes of marketing communications:

a) ensuring the greatest degree of customer satisfaction from the product;

b) the formation of a favorable disposition of the buyer to the brand;

c) encouragement to make a purchase;

d) the formation of the needs of the buyer and their actualization;

e) ensuring the financial stability of the enterprise.

6. The disadvantages of tourist advertising in the press include:

a) short duration of existence;

b) very high cost;

c) losses due to lack of demand for part of the circulation.

7. What, according to the new classification, refers to ATL communications:

a) outdoor advertising;

b) advertising in the media;

¢) PR activities;

d) sales promotion.

8. Specify the definition corresponding to the concept of "PR"™:

a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing
communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust between
the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).

9. Which of the following factors determines the structure of the complex of marketing
communications in tourism:

a) on the level of solvency of the target segment;

b) from the stage of the life cycle;

c) the type of market (enterprise market or consumer market);

d) from the presence or absence of intermediaries in the marketing channels of the enterprise.

10. Which specialists are not employees of an advertising agency:

a) copywriter

b) moderator;

¢) media buyer;

d) account manager,;

e) media planner;

f) traffic manager;

g) merchandiser.

11. What are the two main reasons for the emergence of international advertising holdings in
Russia:

a) their appearance is explained by the arrival in Russia of the largest transnational corporations
with their goods and brands;

b) their appearance is explained by the extreme immaturity of the domestic advertising market;

c) their appearance is explained by the desire to master a fairly large, promising and actively
developing market.

12. The communicative push strategy is:
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a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

c) in the concentration of optimally distributed communication efforts on intermediaries and final
demand.

13. What, according to the new classification, does not apply to BTL communications:

a) sponsorship;

b) sales promotion;

c) advertising in the media;

d) PR

e) direct marketing.

14. The main areas of PR activities are:

a) advertising;

b) pre-holiday price discounts;

¢) conferences;

d) open days;

e) relations with the media regarding the creation of a film about the enterprise.

15. Specify the definition corresponding to the concept of "sales promotion™:

a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing
communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust between
the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).

16. Indicate the correct statements:

a) advertising plays an educational role, which consists in the dissemination of new knowledge
related to various fields of human activity;

b) advertising becomes a part of the natural environment of a person and participates in the
formation of ecological standards of thinking;

c) the economic role of advertising is manifested in the establishment of economic relations
between enterprises and through this contributes to the growth of business activity, investment and an
increase in the number of jobs;

d) advertising is used to update and solve socially significant problems;

e) advertising is involved in the formation of a person's self-esteem and his psychological
attitudes.

17. What means of influence does the complex of marketing communications include:

a) advertising;

b) sales promotion;

C) goods;

d) PR;

d) personal selling.

18. What factors do not affect the size of the advertising budget of a travel agency:

a) the price of the service;

b) the size of the market to be covered by advertising exposure;

¢) the number of employees in the marketing department;

d) stage of the life cycle;

e) the financial resources of the firm;

f) the distinctive features of the service.

19. Arrange the stages of the advertising campaign of the travel company in a logical sequence:

a) defining and setting the goal of the advertising campaign;

b) research of the target audience, advertised services and competitors;

c) formation of cost estimates for the advertising campaign;
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d) definition of an advertising idea;

e) evaluation of the effectiveness of the advertising campaign;

) formation of a plan for the implementation of an advertising campaign;

g) practical implementation of the planned promotional activities;

h) determination of communication channels and development of advertising messages;

I) buying time and space in advertising media;

J) clarification of the preliminary amount of advertising expenses;

k) determination of responsible persons for carrying out an advertising campaign and
involvement, if necessary, of specialists from an advertising agency.

20. What strategy is used to focus all the communication efforts of the travel company on the
final demand:

a) push strategies;

b) pull strategies;

c) exclusive marketing strategies.

21. Indicate the incorrect statement:

a) one of the main conditions for successful marketing is the development of a complex of
marketing communications;

b) marketing was developed in the ancient world, and advertising - only at the beginning of the
twentieth century;

c) the concept of socially ethical marketing is focused on satisfying the needs of consumers in
such a way and through such products that the well-being of society as a whole is maintained and
improved.

22. At what stage of the life cycle does an enterprise most often use informative advertising:

a) at the stage of withdrawal,

b) at the stage of growth;

c) at the stage of maturity;

d) at the stage of decline.

23. Which element of the marketing communications mix involves the use of editorial rather than
paid time and/or space in the media:

a) advertising;

b) propaganda (PR);

c) sales promotion;

d) personal selling.

24. The advantages of television advertising include:

a) flexibility;

b) the effectiveness of the impact due to the image, sound and movement;

c) softness;

d) breadth of audience coverage.

25. Indicate an incorrect statement:

a) advertising that names a distinctive feature of a product that is contained in trace amounts and
which the consumer himself cannot detect, helps to establish that this feature is practically absent and
thereby hastens the failure of the product;

b) advertising stimulates the sale of a bad product and accelerates the failure of a good one.

c) active advertising and focusing only on it does not guarantee market success and may even
lead to negative results;

d) advertising acquires its maximum effectiveness only in the marketing mix, since all its
elements are interconnected and interdependent.

26. Advertisers may be the following market entities:

a) the state and public organizations;

b) manufacturers;

c) resellers;

d) private individuals;
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e) service providers;

e) All of the above are correct.

27. What is the essence of the consumer response to advertising according to the AIDA model:

a) having a certain awareness of the product, the buyer makes a spontaneous purchase in order
to try the product and, based on his own experience, evaluates the advertised product;

b) having a certain awareness of the product, the buyer begins to be interested in this brand, then
shows a desire to own it and makes a purchase;

¢) having a certain awareness of the product, the buyer deliberately refuses trial purchases of the
advertised product, citing a kind of "pressure” on him.

28. Which of the methods of forming an advertising budget is best suited for a travel company
that wants to increase brand A awareness in a particular region by 35%:

a) formation of the advertising budget according to the residual principle;

b) formation of the advertising budget by the method of competitive parity;

c¢) formation of the advertising budget, based on the goals and objectives;

d) formation of the advertising budget by the fixed percentage method.

29. Indicate the correct statements:

a) the advantage of forming an advertising budget using the fixed percentage method is that the
enterprise will always have a certain amount for advertising;

b) the main disadvantage of forming an advertising budget using the fixed percentage method is
that in the event of a decrease in sales, the amount of advertising funds will also decrease;

c) the most optimal and most effective method of forming an advertising budget is the method of
residual funds - in this case, advertising funds are not tied to sales volumes;

d) all statements are true.

30. Which of the following is not considered an advantage of radio advertising:

a) relatively low cost of advertising;

b) a high degree of selectivity in terms of territorial and demographic characteristics;

) mass character;

d) direct appeal to the feelings of the target audience.

31. Tariffs for payment for television advertising air depend on:

a) time of day

b) program rating;

c) from a television channel,

d) the duration of the advertising message;

e) all of the above.

32. What discounts can an advertiser get from an advertising agency:

a) for prepayment of the order;

b) for the volume of the order;

c) seasonal discounts;

d) discount for privileged customers;

e) All of the above are correct.

33. Which of the following does not increase the cost of producing commercials:

a) good weather during filming;

b) the presence of children, as well as animals in the plot;

C) animation;

d) the rating of the channel where the advertisement will be broadcast;

e) transfer of filming to the second day;

f) the use of a large troupe and expensive scenery;

g) the presence of a popular personality in the plot;

h) the absence of smokers on the set;

i) shooting at night.

34. Specify the definition corresponding to the concept of "advertising":
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a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) these are temporary and local events that complement other means of marketing
communications and are aimed at accelerating sales of a particular product;

c) activities aimed at creating a psychological climate of understanding and mutual trust between
the enterprise and its various audiences through certain actions;

d) personal communications to encourage the consumer to take immediate action (purchase).

35. What are the elements of printed advertising text:

a) title

b) main text;

C) passport;

d) advertising slogan;

e) signatures and comments;

e) "detector".

36. Specify the definition corresponding to the concept of “sales promotion™:

a) these are non-personal forms of communication carried out through paid means of
disseminating information and emanating from a clearly defined source;

b) activities aimed at creating a psychological climate of understanding and mutual trust between
the enterprise and its various audiences through certain actions;

c) personal communications to encourage the consumer to take immediate action (purchase);

d) this definition is missing.

37. What is the best place on the newspaper page for perception:

a) at the bottom of the first page;

b) upper right corner on the left lane;

c) upper right corner on the right lane;

d) lower left corner on the left lane.

38. What means of influence does not include a complex of marketing communications:

a) advertising;

b) sales promotion;

c) violence;

d) personal selling;

d) persuasion.

39. Indicate the correct statements:

a) the weak side of advertising in newspapers is a small audience of "secondary readers";

b) the advantage of outdoor advertising can be considered a high level of emotional impact;

c) advertising in magazines has a high quality of reproduction and is perceived as reliable and
prestigious;

d) the disadvantage of television advertising lies in the fleetingness of advertising contact with
its high cost.

40. Indicate an incorrect statement:

a) the main types of radio advertising include: musical screensavers; genre scenes; direct
announcement; original voice performance;

b) at present, wired radio is ineffective as a means of distributing radio advertising;

C) to attract and retain attention, the text of radio advertising should be of high intensity;

d) the cost of placing radio advertisements on local radio channels is much lower than on local
television.

41. What does the fee for placing outdoor advertising not depend on:

a) on the size of outdoor advertising;

b) from the territorial boundaries of placement;

c) the type of advertised product;

d) from the illumination of the advertising space;

e) the legal form of the advertiser.
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42. The communicative pull strategy is:

a) focusing the main communication efforts on resellers;

b) focusing the main communication efforts on end users;

c) in the concentration of optimally distributed communication efforts on intermediaries and final
demand.

43. What factors affect the size of the advertising budget:

a) the price of the goods;

b) the size of the market to be covered by advertising exposure;

c) the number of employees in the marketing department;

d) stage of the life cycle;

e) the production potential of the enterprise;

e) distinctive properties of the goods.

44. Which of the methods of forming an advertising budget does a travel company use if it
quarterly deducts 7.5% of sales for advertising:

a) formation of the advertising budget according to the residual principle;

b) formation of the advertising budget by the method of competitive parity;

c) formation of the advertising budget, based on the goals and objectives;

d) formation of the advertising budget by the fixed percentage method.

45. What television programs, according to the Federal Law "On Advertising™, are not allowed
to be interrupted by advertising and combined with it:

a) children's and educational programs;

b) news programs lasting more than 15 minutes;

c) live broadcasts of sports competitions;

d) religious broadcasts;

e) news programs lasting less than 15 minutes.

46. Indicate the false statements:

a) outdoor advertising should not resemble road signs and signs, impair visibility and reduce
traffic safety;

b) distribution of advertising on vehicles equipped with special light and sound signals is
prohibited;

c) it is allowed to put advertising on vehicles, which, in terms of image, color and location, is
similar to the color graphic schemes for painting vehicles of special and operational services;

d) advertising of alcohol and tobacco products may contain information about the positive
therapeutic properties of these products and present their high content in the product as a virtue.

47. Who can be the addressee of marketing communications:

a) real buyers;

b) potential buyers;

¢) marketing intermediaries;

d) contact audiences;

e) suppliers;

f) employees of our enterprise;

g) All of the above are correct.

48. What is the name of advertising that represents the public interest and is aimed at achieving
socially significant goals:

a) prestigious

b) social;

¢) indirect.

49. Which advertisement, according to the Federal Law "On Advertising”, is hidden:

a) which has an effect on the consumer's perception that is not realized by the consumer of
advertising;

b) which is aimed at forming a favorable public opinion about the enterprise and its products;

c) which appears in advertising media extremely rarely.
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50. Can rumors (rumours about the characteristics of a tourist product) be considered informal
marketing communications:

a) it is possible, since they can be generated by the travel company itself and become an effective
means of forming planned relationships with target audiences;

b) it is impossible, since they arise spontancously or “thanks” to competitors and exist regardless
of marketing communications.

c) it is possible and impossible - it all depends on who generates the rumors.
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