DdenepallbHOE TOCYIaPCTBEHHOE OIOKETHOE 00pa30BaTelIbHOE YUPEKICHUE
BBICIICTO 06p330BaHI/I$I
«POCCUUCKUU TOCYIAPCTBEHHbBIN T'YMAHWUTAPHbBI YHUBEPCUTET»
(®I'BOY BO «PIT'V»)

AHHOTAIUM TUCHHUILUIMH 00Pa30BaTeJIbHOM MPOrpaMMbl BbICIIET0 00PAa30BaHUA 110
HanpaBJjeHHI0 noaAroToBky 42.04.01 Pexsiama u ¢BsI3H ¢ 0011eCTBEHHOCTHIO,
HanpaBJIeHHOCTH (Mpoduib) «bpenaunr u neaosas penyranus / Branding and Goodwill»

METOJIOJIOTMYECKHUE MPOBJEMbBI COBPEMEHHOM HAYKH /
METHODOLOGICAL PROBLEMS OF MODERN SCIENCE

Hucuunnuna «Metogonornueckue npoOiaemMbl COBPEMEHHOW HayKW» pealiu3yeTcs Ha
bakynpreTe pekiiaMbl M CBA3€H C OOIIECTBEHHOCThIO Kadeapoill Teopun U NPAKTHKU
0O0IIIECTBEHHBIX CBS3EH.

Lenb yueOHOM TUCIUIUIMHBI: HA OCHOBE CHCTEMAaTHU3allMM 3HAHUM O METOI0JIOTUYECKUX
npobieMax COBPEMEHHON HayKH, BOBJICUEHHS B MPOIECCHl METOHOJOTMYecKol peduexcuun
HAy4YHO-TIO3HABATEIbHON JESATENIbHOCTH CHOCOOCTBOBaTh (OPMUPOBAHUIO Y  00y4YaeMbIX
METOO0JIOTHYECKON KYJIbTYPbl, OPUCHTUPOBAHHOW HA PEIICHUE TCOPSTUUECKUX U MPAKTHYECKHUX
npo0ieM B cepe peKiIamMbl U CBsI3el ¢ 00IIECTBEHHOCTHIO.

3amaun yueOHON AUCIUTUINHBL:

- PacKphITh COJIEp:KaHHWE OCHOBHBIX KOHIICTIIMHA, MOHSITHM M HalpaBlIEHUW HUCCIEIOBAaHUS B
00JIaCTH METO/IOJIOTHH COBPEMEHHOMN HayKH;

- chopMupoBaTh y CTYIEHTOB KOMILJIEKC KOMIIETEHI[MH, CBS3aHHBIX C BBISIBICHUEM H
paccMOTPEHHEM METOOJIOTHYECKUX ACTIEKTOB PAa3BUTHUSI COBPEMEHHON HAYKH;

- CIIOCOOCTBOBATh Pa3BUTHIO METOAOJIOTMYECKONW KYIbTYphl, 00ECICUNBAIOLICH MPUBIICUCHUE U
WHHOBAIIMOHHOE UCIIOJh30BaHUE OOIICHAYYHBIX 3HAHUH W TEHICHIUH B MPHUKIATHON
npodeCcCHoHaTBLHON 00JIaCTH.

- COZICWCTBOBATh CTAaHOBJICHUIO CAMOCTOSTEIBHONW METOAOJIOTMYECKOM MO3HMIMU B aHAIN3E U
OLICHKE pe3ylIbTaTOB HAy4yHOIO TIOMCKa B KOMMYHHUKATHUBHBIX HayKax M COIMAJIbHO-
TYMaHUTapPHOM HAyYHOM MO3HAHUH.

JucuumnnuHa HarpaBieHa Ha (OPMUPOBAHUE CIEAYIOUINX KOMIIETECHITHI:

e VK-1. CnocoOeH OCylIecTBIATh KPUTHUECKUI aHANIN3 TPOOJIEMHBIX CUTYAIM HA OCHOBE
CHUCTEMHOTO TOJIX0/1a, BRIpAa0aThIBATh CTPATETHIO ACHCTBUM.

e OIIK-2. CnocobeH aHaau3UpPOBATh OCHOBHBIEC TEHICHIIMU PA3BUTHS OOIIECTBEHHBIX W
rOCYJapCTBEHHBIX MHCTUTYTOB JJISi MX Pa3HOCTOPOHHETO OCBEIICHHS B CO3/IaBACMbIX
MEINAaTeKCTax U (WIM) MEAUANpOayKTax, U (M) KOMMYHUKAIMOHHBIX IPOTYKTaX.

B pesynbrare 0cBOCHUS AUCHUIUINHBI O0YYAIOLIHICS JOIDKEH:

3HaTh: OpraHuM3allMOHHbIE K KOMMYHHUKATHBHBIE OCHOBBI IOCTPOCHHS HAy4YHO-
MIO03HABATENFHON JIEATEIIbHOCTD; OCHOBHBIC (DPOPMBI 3HAHUS, ONPEACTICHUS HAyYHOTO 3HAHUSA U
HayKH Kak (OpMBI KyJIBTYpbI; IPUHIIMIIBI aHAJIW3a U CUHTE3a HAYYHBIX KOHUEMIUN; TPUHLIHUIIBI
aHaJIM3a W CHHTE3a HAyYHBIX KOHIICIIIUH; MPUHIUIBI W CYIN[HOCTh MEXIUCHUTUTHHAPHON
UHTETpal; TEOPETHUKO-METON0JIOTMYECKHE OCHOBAaHMUS HAy4HBIX HCCIEAOBAaHUN pa3BUTHUS
OOIICCTBEHHBIX U TOCYIAPCTBEHHBIX WHCTUTYTOB; MPHHIIMIIEI U METOMOJIOTHIO PEIPE3CHTAINH
UX JIEATEIBHOCTU B MEIMATEKCTaX U KOMMYHHUKAIIMOHHBIX MPOTYKTAaX.



YMeTh: BBIABUTaTh HOBBIE HJEM B HCCIEIOBATEILCKOM KOHTEKCTE; (hopMynHpoBaTh
BBIBO/IBI KaK Ha OCHOBE Hambosee 00O0OIIEHHOTO B3IMIsAAa Ha MPOOJIEMy, TaK M IMOCIEAYIOMEH
JIEKOMITO3UIIMN; HAXOAUTh KPEaTUBHbIC PELICHHUs Ha OCHOBE pedIeKCHH; HAXOAUTh KpeaTHBHbIC
pemieHusi Ha OCHOBE peQUIEKCHH, HCIOJIh30BaTh METOABl M KOHICIIMH JPYTUX HayK MpH
peLIeHUH 3a/1a4u; IPUMEHSATh 00IIe HayYHbIE U CHEIMAIbHBIC METO/IBI TSl aHAJIN3a OCHOBHBIX
TEH/ICHIIN pa3BUTHS OOIIECTBEHHBIX W TOCYNAPCTBEHHBIX MHCTHUTYTOB JJISi UX OCBEIICHUS B
CO3/1aBa€MbIX KOMMYHHKAIIMOHHBIX MPOTYKTaX.

BrnaneTs: MEepBHYHBIMH METOJOJOTHYECKUMH M METOAWYECKHMMH HaBBIKAMH Hay4YHO-
M03HaBaTEIbHON JeSITeTIbHOCTH, MH(POPMALMOHHBIMU TEXHOJIOTHUSIMU MIOUCKa
UcclenoBarenbckoil U 6ubnuorpaduyeckord nHGopMalyu; WHOOPMALMOHHBIMU TEXHOJIOTHSIMHU
MIOUCKA HCCIIeA0BATENbCckO M Oubnmuorpapuyeckoil uHopManmy, mnpueMaMu U Ccrocodamu
CaMOCTOSITENIFHOW Y4eOHOH W WCCIIEIOBATEIbCKOW TIOMCKOBOW JIESATEIBHOCTH; METOIaMH
CHCTEMHOTO MOJXO/Aa; METOJaMHU CHCTEMHOTO TOAXONA; IIMPOKHUM HAayYHBIM KpPYTo30pOM H
JIOTHKOW HayKH; TPOLEAypaMH M TpHEMaMH aHalIn3a MeIuapenpe3eHTarii oO0ImecTBEeHHO-
rOCYJIapCTBEHHBIX MHCTUTYTOB, HaBBIKAMH MPO(ECCHOHATBHOM KOMMYHHUKAIIMHM B 3TOI 001acTu
TESITeTbHOCTH.

[lo aucuumiivHe NpeIyCMOTpPEHAa MPOMEXYTOUHas arrectanus B (opMme 3K3aMeHa.
OOm1ast TPyI0EMKOCTh OCBOSHHSI TUCIIMTUTHHBI COCTABIISIET 3 3a4ETHBIX CTUHHII.

The discipline "Methodological problems of modern science" is implemented at the
Faculty of Advertising and Public Relations by the Department of Theory and Practice of Public
Relations.

The purpose of the discipline: on the basis of systematization of knowledge about the
methodological problems of modern science, involvement in the processes of methodological
reflection of scientific and cognitive activity, to promote the formation of a methodological
culture among students, focused on solving theoretical and practical problems in the field of
advertising and public relations.

Tasks of the discipline:

- to reveal the content of the main concepts, concepts and directions of research in the field of
methodology of modern science;

- to form in students a set of competencies related to the identification and consideration of
methodological aspects of the development of modern science;

- to promote the development of a methodological culture that ensures the attraction and
innovative use of general scientific knowledge and trends in the applied professional field.

- to promote the formation of an independent methodological position in the analysis and
evaluation of the results of scientific research in the communicative sciences and social and
humanitarian scientific knowledge.

The discipline is aimed at the formation of the following competencies:

e UC-I1. Able to carry out a critical analysis of problem situations based on a systematic
approach, to develop an action strategy.

e (GPC-2. Able to analyze the main trends in the development of public and state
institutions for their versatile coverage in the created media texts and (or) media
products, and (or) communication products.

As a result of mastering the discipline, the student must:

To know: organizational and communicative foundations for building scientific and
cognitive activities; basic forms of knowledge, definitions of scientific knowledge and science as
a form of culture; principles of analysis and synthesis of scientific concepts; principles of
analysis and synthesis of scientific concepts; principles and essence of interdisciplinary
integration; theoretical and methodological foundations of scientific research on the development
of public and state institutions; principles and methodology for representing their activities in
media texts and communication products.



To be able to: put forward new ideas in a research context; formulate conclusions both on
the basis of the most generalized view of the problem and subsequent decomposition; find
creative solutions based on reflection; find creative solutions based on reflection; use methods
and concepts of other sciences when solving a problem; apply general scientific and special
methods to analyze the main trends in the development of public and state institutions for their
coverage in the created communication products.

To own: primary methodological and methodological skills of scientific and cognitive
activity, information technologies for searching for research and bibliographic information;
information technologies for searching for research and bibliographic information, techniques
and methods for independent educational and research search activities; methods of a systematic
approach; methods of a systematic approach; broad scientific outlook and the logic of science;
procedures and techniques for analyzing media representations of public institutions,
professional communication skills in this field of activity.

The discipline provides for intermediate certification in the form of an exam. The total
labor intensity of mastering the discipline is 3 credit units.

METOJ0JIOT Ul HCCAENOBATEJIBCKOM JESTEJBHOCTH U
AKAJTEMHUYECKAS KYJIBTYPA / RESEARCH METHODOLOGY AND ACADEMIC
CULTURE

JucuumuinHa « MeTo 00T s UCCIIEA0BaTeIbCKOM ETETbHOCTH M aKaJeMHUECKas KyIbTypa»
peanusyeTcss Ha (akynpTeTe peKiIamMbl W CBsizeld c obOmectBeHHOCThIO PITY kadenpoit
MHTETPUPOBAHHBIX KOMMYHUKAIMHA U PEKIaMBbl.

Lenv Oucyunaunvl — TpodeccHoHaTbHAs TOATOTOBKA MAarucTpOB, HeoOXoauMmas st
(bopMHPOBaHUSA METOIOJIOTMUYECKON U HAyYHOW KyJIbTYphl, CHCTEMbI 3HAaHUH, YMEHUI 1 HABBIKOB
B 00NIacTH OpraHHW3alMy W TPOBEJCHHS HAYYHBIX HCCIICIOBAHWN B YCIOBHSAX aKaJeMHUYECKON
Cpenpbl.

3adauu oucyuniumnot:

- popMupoBaHKEe Y 00yHarOIUXCs HEJIOCTHBIX TEOPETUYECKUX MpeICTaBIeHUH 00 o01meit
METOIOJIOTHH HAyYHOTO TBOPUYECTBA,

- OBJIaJICHHE 3HAHUSAMHU B OOJIACTM OCHOB METOJOJIOTHH, METOJOB M MOHSATHH HAyYHOIO
WCCIICIOBAHHS;

- pa3BUTHE AHAIUTHYECKOTO MBIIUICHUS, YMEHHE JIOTUYHO U CTPOMHO H3JIarath CBOM
MBICIIH, pPa3BUTHE CIIOCOOHOCTEH K 00O0OIIEHHIO U aHAIU3y MH(GOpPMAIUH, TOCTAHOBKE LeJed 1
BBIOOpY MyTeH €e JOCTHKEHHUS,

- W3YYCHHE BO3MOKHOCTEH COBPEMEHHBIX WH(POPMAIMOHHBIX TEXHOJIOTHUH IS
peanu3aliy UCCIIe0BaHUN B MApKETUHIOBOW JAEATEIbHOCTH.

- opMHpOBaHHE MPAKTHYECKUX HABHIKOB M YMEHH NMPUMEHEHHsSI HAYYHBIX METOIOB, a
TaKXke pa3pabOTKU MPOrpaMMBbl METOIUKHU MPOBECHUS HAyYHOTO HCCIIeJOBAHUS;

- BOCINHMTaHWE HPABCTBEHHBIX KAueCTB W  COONIONCHUS  OTHYECKUX  HOPM,
COOTBETCTBYIOIIMX AKaJAEMHUYECKOM KyJbType, B IPOLECCE OCYIIECTBICHUS HAYyYHOIO
WCCIIC/IOBAHHS.

JlMcuuiuinHa HanpasjieHa Ha (GOpMUPOBAHUE CIEIYIOIINX KOMIETSHIUI:

VYK-1- cnocoGHOCTH K aOCTPaKTHOMY MBIIIJICHUIO, aHATTU3Y, CUHTE3Y;

YK — 6 - CnocobeH onpeaessaTh U peaqn30BbIBaTh MPUOPUTETHl COOCTBEHHON JEATEIIEHOCTH
M CIIOCOOBI €€ COBEPIICHCTBOBAHMS Ha OCHOBE CAMOOIICHKH;

OIIK — 2 Cnoco0OeH aHamuM3upoBaTh OCHOBHBIE TEHACHLUH DPAa3BUTHUS OOLIECTBEHHBIX U
TOCYIapCTBEHHBIX HMHCTUTYTOB JUISI WX Pa3HOCTOPOHHETO OCBEIIECHHS B  CO37aBaeMBIX
MenuaTeKkcTax U (WiM) MeauanpoayKTax, v (MiM) KOMMYHHUKAIIMOHHBIX MPOAYKTaX

B pesynberare 0CBOCHUS AUCIUTUTUHBI 00YYaIONIHIACS JTOJIKCH:

3uamv:  TEOpEeTHMYECKME W  METOAOJIOTMYECKHE  OCHOBBI ~ OpraHM3allid  Hay4HO-
WCCIIE/IOBATEIbCKON  JICATEIIFHOCTH B paMKaX CYIIECTBYIOUICH aKaJeMHUYEeCKOW KYIBTYPHI;



OpUHIMUIBL cOopa, oTOopa u 0000meHNss WH(POPMALIUK, METOJUKU CHUCTEMHOTO IOJIX0Ja s
pelieHns npodeccuoHaNbHBIX 33]1a4; COCOObl U MHCTPYMEHTHI aHaIN3a OCHOBHBIX TEHJIEHIUHN
pa3BUTHs OOIECTBEHHBIX U TOCYAAPCTBEHHBIX MHCTUTYTOB; CYIIHOCTb M TOHSITHE TPAcKTOPUU
JMYHOCTHOTO U NMPO(ECCUOHATIBHOIO POCTa; METOBI CAMOMEHEIKMEHTA U CAMOOPraHU3aluu

Ymems: BBISBIATH M aHAIW3UPOBATh TEHACHIMHM COBPEMEHHOW HAyKH, OIPEIEISThH
MEPCIIEKTUBHbIE HANpaBlICHUs HAay4YHBIX HCCIEAOBaHUN B 00JaCTH MapKETHHIa, HUCIOJb30BaTh
OKCIIEPUMEHTANbHBIE M TEOPETUYECKHE METOJbl MCCIEAOBaHUs B  IpodeccuoHaIbHOM
NeSTeNIbHOCTH, coOMogarh, TNOAJAEPKUBATh M Pa3BUBATh MPUHIUIBl  CYLIECTBYIOIIEH
aKaJeMHUYECKOM KyJIBTYpbl; aHAJIM3UPOBaTh M CHUCTEMATU3MPOBAaTh pPa3HOPOJIHBIE JaHHBIE,
OlICHHMBaTh A(PPEKTUBHOCTH MPOLEAYp aHajlu3a MpoOJieM U TMPUHATUS pELlIeHUH B
npoeCCHOHAIBHON JEeSTeTbHOCTH; BBISBISATh MPUUYUHHO-CIIEACTBEHHBIE CBSI3UM B IMpoOIeMax
B3aMMOJCUCTBUS OOIECTBEHHBIX M TOCYJapCTBEHHBIX WHCTHYTOB; aHAJIU3UPOBATH OCHOBHBIE
TEH/ICHIIUH Pa3BUTHUSI HHCTUTYTOB TOCYJapcTBa M OOIIECTBA; BECTU HAYYHO-UCCIIEI0BATEIbCKYIO
U Jpyrue BHJbl HHTEJUIEKTYaJbHOW JESTeNbHOCTH; IOBBILIATh CBOM MHTEIEKTYaJlbHBIN
YPOBEHb, KBATU(UKAIIUIO K MACTEPCTBO

Bnaoemv: CcOBpeMEHHBIMH METOJAaMH M HWHCTPYMEHTAJIBHBIMU CpPEACTBAMU HAYYHOTO
UCCIICIOBAaHUSA B NpeAMETHOW cdepe; HaBBIKAMH CaMOCTOSATEIBHOM TBOPYECKOH pPaboTHI,
COBEpIICHCTBOBAHUSI M PAa3BUTHS CBOEr0 HAy4yHOIO MOTEHIMAajla, a TaKKe HPaBCTBEHHOTO
MOTEHIIMAaja COBPEMEHHOIO YYEHOI0; HaBbIKAMU HAy4YHOTO TOMCKAa U MPaKTHYECKOH palboThl ¢
MH(GOPMAITMOHHBIMH UCTOYHUKAMU, METOJIaMU MPUHATHUS PELIEHU.: 0COOEHHOCTH BCEX 3TAIlOB
U TPUHIMIIOB TPOU3BOJACTBA MEAMATeKCTOB, U (WIM) MEIUANpOAYyKTOB, U  (WIN)
KOMMYHHUKAIIMOHHBIX TPOIYKTOB; HAaBbIKAMH aHajM3a OCHOBHBIX TEHICHIMM;, HaBbIKAMU
pa3paboTKU W CO3/MaHUsI KOMMYHUKAIIMOHHBIX TNPOAYKTOB Ha OCHOBE pE3YyNlbTaTOB aHaIN3a;
METOAAMH pa3pabOTKU HUHIUBUIAYaIbHOW TPACKTOPUH JIMYHOCTHOTO U MPO(dhecCHOHAIBHOTO
pocra

[lo aucuuiuinHE HpenycCMOTpEeHa NpOMEXyTodHas arrectauus B (opme 3adera. OOmias
TPYZLOEMKOCTb OCBOCHMSI TUCLUIUIMHBI COCTABIISET 2 3a4€THBIE €AMHHUIIBI.

Discipline "Methodology of research activities and academic culture" implemented at the
Faculty of Advertising and Public Relations of the Russian State University for the Humanities
by the Department of Integrated Communications and Advertising.

Purpose of the discipline— professional training of masters, necessary for the formation of a
methodological and scientific culture, a system of knowledge, skills and abilities in the field of
organizing and conducting scientific research in an academic environment.

Tasks of the discipline:

- the formation of students' holistic theoretical ideas about the general methodology of
scientific creativity;

- mastery of knowledge in the field of fundamentals of methodology, methods and
concepts of scientific research;

- development of analytical thinking, the ability to logically and harmoniously express
one's thoughts, the development of abilities to generalize and analyze information, set goals and
choose ways to achieve it;

- studying the possibilities of modern information technologies for the implementation of
research in marketing activities.

- formation of practical skills and abilities in the application of scientific methods, as well
as the development of a program of methods for conducting scientific research;

- upbringing of moral qualities and observance of ethical standards corresponding to
academic culture in the process of scientific research.

The discipline is aimed at the formation of the following competencies:

UC-1 - ability to abstract thinking, analysis, synthesis;

UC - 6 - The ability to determine and implement the priorities of one's own activities and
ways to improve it based on self-assessment;



GPC - 2 Is able to analyze the main trends in the development of public and state institutions
for their versatile coverage in the created media texts and (or) media products, and (or)
communication products

As a result of mastering the discipline, the student must:

To know: theoretical and methodological foundations for the organization of research
activities within the framework of the existing academic culture; principles of collection,
selection and generalization of information, methods of a systematic approach to solving
professional problems; methods and tools for analyzing the main trends in the development of
public and state institutions; the essence and concept of the trajectory of personal and
professional growth; methods of self-management and self-organization

To be able to: identify and analyze trends in modern science, determine promising areas of
scientific research in the field of marketing, use experimental and theoretical research methods in
professional activities, observe, maintain and develop the principles of the existing academic
culture; analyze and systematize heterogeneous data, evaluate the effectiveness of procedures for
analyzing problems and making decisions in professional activities; identify cause-and-effect
relationships in the problems of interaction between public and state institutions; analyze the
main trends in the development of institutions of the state and society; conduct research and
other types of intellectual activity; improve your intellectual level, qualifications and skills

To own: modern methods and tools of scientific research in the subject area; skills of
independent creative work, improvement and development of their scientific potential, as well as
the moral potential of a modern scientist; skills of scientific research and practical work with
information sources, decision-making methods: features of all stages and principles of
production of media texts, and (or) media products, and (or) communication products; skills to
analyze the main trends; skills in developing and creating communication products based on the
results of the analysis; methods of developing an individual trajectory of personal and
professional growth

The discipline provides for intermediate certification in the form of a test. The total labor
intensity of mastering the discipline is 2 credit units.

MEXKYJBbTYPHOE B3AUMOJIEUCTBUE / INTERCULTURAL
INTERACTION

JucruminHa « MeXKyJIbTypHOE B3aUMOJCHCTBHE» peann3yeTcs Ha (aKylIbTeTe peKIaMbl
U CBsi3eH ¢ 00IECTBEHHOCThIO Kad)eIpoil TEOPUU U MPAKTUKU OOIIECTBEHHBIX CBS3CH.

Llenv  OQucyunnumei:  CHOPMHUPOBATH y  CTYJCHTOB TOTOBHOCTH paboTarh B
MYJIBTHKYJIBTYPHOU (TIONMMATHUYECKOH, MHOTOHAIIMOHAIBHON) cpene, d(h(HEeKTUBHO OOIMIaThCs ©
NPE/ICTABUTENISIMI OCHOBHBIX JICJIOBBIX KYJIBTYP.

3aoauu:

1) CO3MaTh YCIIOBHS JJISi YCBOGHHUS CTYIEHTaMH TEOPHUH  MEXKKYJIBTYPHOU
KOMMYHHKAI[FH, 8 TaK)Ke OCOOCHHOCTEeH MEHTAIUTETa U ITHUKETa, LIEHHOCTEH, HOPM, POJICBBIX
CTPYKTYp M KOMMYHHUKAaTHUBHBIX MOJIEJIE OCHOBHBIX JICJIOBBIX KYJBTYP; CIHOCOOCTBOBAThH
OCO3HAHUIO STHUYECKHUX CTEPEOTHUIIOB CBOECH COOCTBEHHO U IPYTUX KYJIBTYP;

2) CIocoOCTBOBaTh Pa3BUTUIO CIIOCOOHOCTH BXXMBAThCS B JPYTYIO KYJIBTYpY, BECTH
ceOs B COOTBETCTBMM C HOpPMAaMH ¥ TPaBWIAMH YYXKOW KyJbTypbl ¥ HaJIaXHBATh
MEXJINYHOCTHBIE ~ OTHOILUEHWS;  IOBBICUTH  YPOBEHb  KYJIBTYPHOM  CEH3UTHBHOCTHU

(BOCIpUUMYMBOCTH) M  PacIIUPUTh  «KYJABTYPHBI TOPU30HT» 3a CUYET OBJAJACHUSA
KOMMYHUKAaTHUBHBIMU ATTEPHAMH U CTPATETHSIMU UHBIX KYJIBTYP;

3) 0TpaboTaTh HABBIKM MEXKYJIBTYPHOI'O B3aWMOJIEHCTBUS, BKJIIOYas NMPUMEHEHUE
HEeBepOalbHBIX  CPEJICTB; CPAaBHUTENIBHOTO  aHalM3a OCOOCHHOCTEH  MEHTaluTeTa |
KOMMYHHUKAIIUN PA3JIMYHBIX KYJIBTYp, IPOBEJIEHUS UCCIEI0BAHHSI OCOOEHHOCTENH KOMMYHUKAIIUU
METOJIOM BKJIFOUEHHOT'O HaOIIOICHHS;



4) copelicTBOBaTb IMOHMMAHUIO CTYA€HTaMU JTaloB M TEHJICHUUN DPa3BUTHUSA
OTEUYECTBEHHOT'O U MUPOBOTO KYJIBTYpHOTO TMpoliecca; (OpMHUPOBAHHIO HABBIKOB HCCIIEOBAHUS
Ipolecca pa3BUTHA OTEUYECTBEHHOM M MHUPOBOM KyJbTypbl, OTCJIEKHWBAaHUS HOBEHIIMX
TEHJCHIIUI B 3TOW cdepe; aHalIn3a JOCTUKEHHUS OTEYECTBEHHON U MUPOBOMW KYJBTYPBI, a TaKXKe
UX UCIOJIb30BaHMsI ITPH MOJTOTOBKE TEKCTOB B 00JIACTH PEKJIaMbl U CBsI3el ¢ 00IIECTBEHHOCTHIO.

Lucyunnuna nanpasnena na popmuposanue cieoyiouux KOMnemeHyui.:

e VK-5: cnoco0OeH aHaJM3MpOBaTh U YYUTHIBATh Pa3sHOOOpa3He KyJlbTyp B Mpolecce

MEXXKYJIBTYPHOTO B3aMMO/IEHCTBHUS;
e OIIK-3. CnocobeH aHanmm3upoBaTh MHOTOOOpa3We MOCTIIKCHUHA OTEUYECTBEHHOW H
MHUPOBOH KYJIBTYpPbI B IIPOLIECCE CO3/IaHUS MEUATEKCTOB U (MJIN) MEAUANPOIYKTOB, U
(MTM) KOMMYHUKAIMOHHBIX TPOAYKTOB.
B pesynsmame oceoenus oucyuniunbl 00y4aroujuiics OoNiCeH.:

. 3namb OCOOCHHOCTHM MEHTAJUTEeTa W DTHUKETa pPA3JIUYHBIX KYIBTYp; TEOPUHU
MEXKYJIbTYpPHOM KOMMYHUKAIIMH, a TAKKE OCHOBHBIE ITPUHIIMIIBI IOCTPOCHUS KOMMYHHUKAILIUU B
Pa3IMYHBIX KYJIbTypax; LIEHHOCTH, HOPMBI, POJIEBBIE CTPYKTYpPbl, KOMMYyHUKaTHUBHbIE MOZAEIU
OCHOBHBIX JI€JIOBBIX KyJBTYp; 3Tallbl U TEHICHIMM PA3BUTHS OTEUECTBEHHOIO U MHPOBOTO
KyJBTYPHOTO Mpoliecca, JOCTUKEHHUS OTEYeCTBEHHON U MUPOBOI KYJIBTYPBHI.

. Ymemv  anmanuzupoBaTh W CpaBHUBAaTh OCOOCHHOCTHM  MEHTAJIUTETa U
KOMMYHHUKAIIUN Pa3IUYHbIX KYyJIbTYp; IOJIb30BaThCsl MOJYYEHHBIMU 3HAHUSMH O KYyJIBTYpPHOM
pa3sHooOpa3uu JUIsl pelIeHus 3a7ad MEKKYIbTYPHOTO B3aUMOJCHCTBHS, BKUBATbCA B JIPYTYIO
KYJBTYpY, BECTH ce0sl B COOTBETCTBUU C HOPMaMU U MPaBUJIAMU UyKOH KyJIbTYypbl U HAJIaKUBaTh
MEXJINYHOCTHBIE OTHOLIEHWS C MPEACTAaBUTEISIMU OCHOBHBIX JENOBBIX KYJIbTYp; HCKaThb H
HaxoauTh MH(OpManui0 00 3Tamax M TEHACHUHUSX Pa3BUTHS OTEUECTBEHHOIO U MHUPOBOTO
KyJBTYPHOTO MpOLIECCa, aHATU3UPOBATh TOCTHKEHUS OTEYECTBEHHON U MUPOBOM KYJIBTYpHI.

. Braoemv HaBbIKaMM TPOBENIEHUS HCCIEIOBaHHUS OCOOCHHOCTEH KOMMYHUKAIIUU
METOJIOM BKJIFOUEHHOTO HAOJOIEHUS; CTPAaTerusMU U TAKTUKaMU OOIEHUS B MYJIbTUKYIBTYPHON
cpene; LIEHHOCTSIMH, HOpPMaMH, pOJIEBBIMH CTPYKTypaMH U KOMMYHUKATUBHBIMH MOJIEISIMU
OCHOBHBIX JIEJIOBBIX KYJBTYDP; HaBbIKAMH HCCJIEIOBaHMs IIPOLECCa Pa3BUTHsI OTEUECTBEHHOU U
MHUPOBON KYJNBTYpBl, a TaKXXe YYMUTCA OTCIEKHMBATh HOBEWIIME TEHJIEHIMU B 3TOH cdepe,
HaBbIKaMH MCIIOJIb30BAHUS JOCTHKEHUM OTEYECTBEHHONW M MUPOBOW KYJBTYpbI IPU MOATOTOBKE
TEKCTOB B 00JIACTH PEKJIAMBI U CBsI3el ¢ 00IIECTBEHHOCTHIO.

[To qucuuIuIMHE MperycMOTpeHa MPOMeKyTOUHas aTrTecTaus B (popme 3adera.

OO61ast TpyJ0EMKOCTh OCBOEHHUS AUCIUILTUHBI COCTABIIAET 2 3a4ETHBIE €IUMHUIIBI.

The discipline "Intercultural interaction" is implemented at the Faculty of Advertising and
Public Relations by the Department of Theory and Practice of Public Relations.

The purpose of the discipline: to form students' readiness to work in a multicultural
(multi-ethnic, multinational) environment, to communicate effectively with representatives of the
main business cultures.

Tasks:

1) create conditions for students to learn theories of intercultural communication, as
well as the peculiarities of mentality and etiquette, values, norms, role structures and
communication models of the main business cultures; promote awareness of ethnic stereotypes
in one's own and other cultures;

2) contribute to the development of the ability get used to another culture, behave in
accordance with the norms and rules of a foreign culture and establish interpersonal
relationships; increase the level of cultural sensitivity (susceptibility) and expand the "cultural
horizon" by mastering the communicative patterns and strategies of other cultures;

3) develop skills of intercultural interaction, including the use of non-verbal means;
comparative analysis of the features of the mentality and communication of different cultures,
conducting a study of the features of communication by the method of participant observation;



4) to promote students' understanding of the stages and trends in the development of the
domestic and world cultural process; the formation of skills in researching the process of
development of domestic and world culture, tracking the latest trends in this area; analysis of the
achievements of domestic and world culture, as well as their use in the preparation of texts in the
field of advertising and public relations.

The discipline is aimed at the formation of the following competencies:

e UC-5: able to analyze and take into account the diversity of cultures in the process of
intercultural interaction;

e (GPC-3. Able to analyze the diversity of achievements of domestic and world culture
in the process of creating media texts and (or) media products, and (or)
communication products.

As a result of mastering the discipline, the student must:

. to know features of the mentality and etiquette of various cultures; theories of
intercultural communication, as well as the basic principles of building communication in
different cultures; values, norms, role structures, communication models of the main business
cultures; stages and trends in the development of the domestic and world cultural process,
achievements of domestic and world culture.

. to be able to analyze and compare the features of the mentality and
communication of different cultures; use the acquired knowledge about cultural diversity to solve
the problems of intercultural interaction; get used to another culture, behave in accordance with
the norms and rules of a foreign culture and establish interpersonal relationships with
representatives of major business cultures; seek and find information about the stages and trends
in the development of the domestic and world cultural process, analyze the achievements of
domestic and world culture.

. to own the skills of conducting a study of the features of communication by the
method of participant observation; strategies and tactics of communication in a multicultural
environment; values, norms, role structures and communication models of the main business
cultures; the skills of researching the process of development of domestic and world culture, and
also learns to track the latest trends in this area, the skills to use the achievements of domestic
and world culture when preparing texts in the field of advertising and public relations.

The discipline provides for intermediate certification in the form of a test.

The total labor intensity of mastering the discipline is 2 credit units.

HWHOCTPAHHBIN SA3BIK B TPO®ECCUHOHAJBHOM JEATEJIBHOCTH /
FOREIGN LANGUAGE IN PROFESSIONAL ACTIVITY

JucuuruinHa «HOCTpaHHBIN A3BIK B MPO(ECCHOHANBHON AEATEIbHOCTH» Peau3yeTcst
Ha (aKyabTeTe peKJIaMbl U CBSA3EH ¢ OOIIECTBEHHOCTHIO.

[IpenMer AMCHMIIMHBI — CMBICH W TEXHOJIOTHS PEUYEBBIX KOMMYHUKAlUi Ipu
OCYIIIECTBIICHUN JNeSITeNIbHOCTH B cepe peximamaor u PR nesrenpHocTn. Cuctema cBszeit ¢
OOIIIECTBEHHOCTBIO MpEANoiaraeT AesTeIbHOCTh MO YIYYIICHHIO B3aUMOOTHOIICHHH MEeXay
opranuzamnuent (hupmoii) U 0OIIECTBEHHOCTHIO, @ TAKKE C TEMH, KTO BCTYIAeT ¢ HEH B JIEJTOBOU
KOHTaKT KaK BHYTpHM, Tak M 3a ee mpenenamu. B QopmupoBanum Takoro pojpa OTHOIICHUH
[JIaBHYIO POJIb UTpaeT peueBas npodeccroHaibHas (yOnu4yHas ) KOMMYHHUKAIHS.

Lenbro kypca:

— TIOBBIIICHHE HMCXOIHOTO YPOBHS BJIAJCHHSI MHOCTPAHHBIM SI3bIKOM, JOCTUTHYTOTO Ha
npeapAyIIel CTyneHn oO0pa3oBaHusl, U OBJIAJICHUE CTYACHTaMU-MaruCTpaHTaMu HEOOXOIUMBIM
U JIOCTaTOYHBIM YPOBHEM KOMMYHHMKATHBHOM KOMIIETEHLIMU MJI PELIEHUS COLUaIbHO-
KOMMYHUKATHBHBIX 33J]1a4 B PA3JIUYHBIX 00JIACTIX MPOPeCCHOHATLHONW U HAyYHOU JESATETbHOCTH
IpH 001IEeHUH C 3apyOeKHBIMU MapTHEPAaMH, a TaKkKe Ui JaJbHENUIIero caMooOpa3oBaHus;



— pPa3BUTHE HAaBBIKOB AaHAJINW3a CIELHMAIU3MPOBAHHBIX TEKCTOB JUIS JAJBHEHIIErO
UCIIOJIb30BaHUs B MPOPECCUOHATIBHON e TENIbHOCTH;

— mnpodeccuoHanbHas MOATOTOBKA MAarMCTPaHTOB CPEICTBAMU HHOCTPAHHOTO S3bIKa,
dbopMupoBaHuEe y HHMX HEOOXOIMMON KOMMYHUKAaTHUBHOW SI3bIKOBOM KOMIIETEHIIMH, a TaKxke
BBICOKOTO YPOBHSI COLUMQJIbHOW M TpOoPEeCcCHOHAIBHONW aJanTalud, 4YTO MpPEeArojaraet
(dbopMupoBaHUE BCECTOPOHHE pPAa3BUTOW JIMYHOCTH, CHOCOOHOW OTBEYaTh HA BBI3OBBI
COBPEMEHHOTO O0IleCTBAa M HCIOJIb30BaTh 3HAHMS, YMEHHUS M HaBBIKM, MOJyYEHHBIE B XOJE
oOy4eHus.

3aauu JUCUUILUIMHBIL:
pa3BUTh yMEHHME IHCBMEHHOrO (YTEHHME, MUChbMO) M YCTHOrO (FOBOpPEHHE, ayAHPOBAHUE)
MHOS3BIYHOTO OOLIEHHUS;
yMeTb coOuparb, 00pabaTbiBaTh W HWHTEPIPETHPOBATh C HMCIIOIb30BAHUEM COBPEMEHHBIX
MH(GOPMAIIMOHHBIX TEXHOJOTUH JaHHbIE HAa WHOCTPAaHHOM S3bIKE, HEOOXOIWMBIE st
(bopMUpPOBaHUS CY)XJIEHHUH 110 COOTBETCTBYIOIIUM IMPOPECCHOHATIBHBIM, COLMABHBIM, HAYYHBIM
Y 3TUYECKUM MpodiieMaM;

OBJ1a/1eTh 0A30BBIMU HABBIKAMH ITyOJIMYHON pedyM U apryMeHTalUH;

OBJIa/IeTh 0a30BBHIMH HABBIKAMH aHAN3a TEKCTOB MPO(ECCHOHATBHOTO U COLMAIBHO 3HAYUMOTO
COJIEpKaHus;

HAay4YUTbCSI CTPOUTH CBOE PEUEBOE MIOBEACHUE B COOTBETCTBUH C COLIMOKYIIBTYPHOM crienupuKoit
CTpaHbl U3y4aeMOr0 S3bIKa;

[lpaktnyeckne 3ajauud  Kypca  3aKiIodyaroTcs B (OPMHUPOBAHMM  SI3BIKOBOH,
KOMMYHUKaTHUBHOW,  MpO()eCCHOHANIBbHO-  OPUEHTHPOBAHHOW  KOMIETEHIIMH,  KOTOpas
IpeACTaBiIeHa IMEpPEeYHEM B3aUMOCBA3aHHBIX W B3aMMO3aBUCHUMBIX KOMIIETEHIMH B (opmare
3HAaHWH, yMEHUH M HaBbIKOB. [lpmoOpereHue cTyneHTaMH S3BIKOBOM M KOMMYHHKAaTHBHOMN

KOMIETEHIIMM  TO3BOJIMT  HCHOJNb30BaTh  HMHOCTPAHHBIH  SA3bIK B NPOQECCHOHAIBHO-
OpPUEHTHUPOBAHHOMU AESITEILHOCTH.

KomnereHuus HNuaukaropsl PesyabTaTrhl 00yuenus

(xom A | KOMIETeHIUI
HauMEHOBAHUE) (xon nu

HalMEHOBAHMUE)

VK-4 - VK-4.] — Bmageer 3name:
CrocoOHOCTh ~ MPHUMEHSATh | CHCTEMOM HOPM PYCCKOIO —  OCHOBHBIE  HOPMBI
COBPEMEHHBIE JUTEPaATyPHOTO A3bIKa, | THOCTPAHHOTIO sI3blKa B oOnacTu
KOMMYHUKaTHBHbIE POAHOrO sA3bIKa U HOPMAaMHU | YCTHOW M MMCbMEHHOM PEUH;
TEXHOJIOTUM B IIUPOKOM | HHOCTPAHHOTO (bIX) — OCHOBHBIE Ppa3JINYMs
I MEXYHApOIHOM | SI3bIKa(OB) JIMHTBUCTUYECKUX CUCTEM
KOHTEKCTE pyccKOro U HMHOCTPAaHHOTO

A3BIKQ;

— OCHOBHBIE OCOOCHHOCTH
CIIyLUAHUs, YTEHUS,, TOBOPEHUS U
MUChbMa KakK BHJOB PEYEBOM
NEeATEIbHOCTH;

—  OCHOBHBIE
pEYeBOro MOBEICHNUS;

— CYIIHOCTh PpEYEBOIO
BO3JICHCTBHSI, €T0 BHJBI, (POPMBI
U CPE/CTBa,

— OCHOBHBIE CpEACTBa
CO3/1aHMS BepOaIbHBIX u
HeBepOaNbHBIX MHOSI3bIYHBIX
TEKCTOB B PA3JIMYHBIX CHUTYaIHIX

MOICIN




JUYHOTO M MPO(EeCCHOHAIBHO
3HAYHUMOI'0 OOIIEHUS.

VK-4.2 —
UCTIOJIb3YET
UH(POPMAITIOHHO-
KOMMYHUKATUBHBIC
TEXHOJIOTMM TIPH TOHCKE
He0o0XomuMon MHGOPMALUH

B IIpolecce  pelieHUus
CTaH/IapTHBIX
KOMMYHUKATUBHBIX  3aJa4
Ha TOCYIapCTBEHHOM U
MHOCTPAaHHOM(BIX)
sI3bIKE(ax).

VK-4.3 — cB0obOogHO
BOCIPHUHUMAET,

aHAJIM3UPYET U KPUTUUECKU
OLICHUBAaET  yCTHYIO U
UCbMEHHYIO JIEJIOBYIO
uHbOpMAIIIO HA PYCCKOM U
MHOCTPAHHOM $I3bIKaX.

VK-44 — Begmer
JIETIOBYO MEPEIUCKY,
YUYHUTBIBAs 0COOEHHOCTH

CTHIIUCTUKU O(UIIMATBHBIX
U HEO(QUUHMAIbHBIX IHCEM,

COLIMOKYJIBTYpHBIE
pazmuuus B (opmare
KOpPPECTIOHACHIIUT Ha
roCyAapCTBEHHOM u
MHOCTPaHHOM(BIX)
sI3bIKE(ax).

VK-4.5 — Bemer
YCTHbBIE JICJIOBbIE
pasroBOpHI

Ha
rOCYIapCTBEHHOM u
WHOCTPaHHOM(BIX )
s13bIKe(ax).

VK-4.6 —
JEMOHCTPUPYET  YMCHHE
BBITOJIHSTD epeBojl
TEKCTOB pa3IMyHOrO
o0beMa M CTHWIHMCTUKH C
MHOCTPAHHOTO(BIX) Ha

I‘OCYI[apCTBeHHHﬁ A3BIK, a
TAKIKC C IroCyadapCTBCHHOIO

Ymemy:

— peann3oBbIBaTh
pa3nuyHble  BHIBI  PEUYECBOM
NeSITeIbBHOCTH B y4eOHO-
Hay4HOM o0IIeHUN Ha
MHOCTPAaHHOM SI3BIKE;

— BECTH JHaJor
MHOCTPAaHHOM SI3bIKE;

- OCYILECTBIIAThH
3 (PEeKTUBHYIO MEKIMYHOCTHYIO
KOMMYHMKAllMI0 B YCTHOM U
MUCHbMEHHOU hopmax Ha
WHOCTPAHHOM $I3bIKE;

Ha

Braoemy:

- SI3BIKOBBIMU
CpeACTBaMH  JUIs  JIOCTHIKCHHUS
npoeCCHOHANILHBIX  IIeTIeH  Ha
WHOCTPAHHOM $I3bIKE;

— Pa3MUYHBIMH BHIAMH H
npUeMaMH  CIyIIaHUs, YTCHUS,
TOBOPCHHUS U TIHCHMAa;

— HaBBIKAMHU
KOMMYHUKAIIU B HHOS3BIYHOM
cpene, o0eCIevnBarIUMU
aJICKBaTHOCTh  COIMAJIbHBIX H
po(heCCHOHANBHBIX  KOHTAKTOB
Ha MHOCTPAHHOM SI3bIKE;

— TMpUeMaMHd  CO3JaHHS
YCTHBIX ¥ THCHMEHHBIX TEKCTOB
pa3IMYHBIX JKAaHPOB B IPOIECCE
y4eOHO-HAyYHOTO OOIICHHUS,

— HaBBIKAMHU
COIIMOKYJIBTYPHOH u
MEKKYJIBTYPHOU KOMMYHHUKAIIHN

Ha WHOCTPaHHBIH(BIE)
SI3bIK(1).
YK - 6 VK - 6.3 3namo: MIPUOPHUTETHI
CnocoOGHOCTh OnpeNieNsiTh U | AEMOHCTPUPYET COOCTBEHHOM JEATEIIEHOCTH
pean30BbIBATh CIOCOOHOCTH K Ymemns: pacrno3HaBarh




MPUOPUTETHl  COOCTBEHHOM | CaMOOOPa30BaHHIO U | BO3MOXHOCTH JUISL
NESATETLHOCTH M CIIOCOOBI | UCTIONB3YET caMoo0pa3zoBaHus
€e COBEpILEHCTBOBAHMS Ha | MPEIOCTABICHHbIC Braoems: HaBBIKAMHU
OCHOBE CaMOOILIEHKU BO3MOYKHOCTH i | caMooOpa30BaHUs u
npuoOpeTeHust HOBBIX | IPUOOPETEHUSI HOBBIX 3HAHUI
3HAHWI U HaBBIKOB

OIIK — 1 OlIK — 1.2 3uameo: COBPEMEHHBIE
CrocoOHOCTh MJIaHUPOBATH, | YIPABISIET MIPOLIECCOM | HOPMBI pyccKoro u
OpPraHU30BHIBATh U | TIONATOTOBKHU WHOCTPAHHOTO SI3bIKa
KOOPJIUHUPOBATh  MPOLECC | BOCTPEOOBAHHBIX Vmems:  pa3pabarbiBaTh
CO3JaHUA BOCTPEOOBAHHBIX | MHAYCTPUEH pEKJIaMbl | | BOCTpeOOBaHHBIE  HMHIYCTpUEH
oOIIECTBOM U HHIYCTpUEH | CBs3ei C | KOMMYHHMKAIIHOHHBIE MPOTYKTHI
MEAMATEeKCTOB W (WiIH) | OOIIECTBEHHOCTHIO TEKCTOB | (BKJIFOUYAsi TEKCTHI)
MEIUANpPOAYKTOB, W (WIH) | U (vn) WHBIX Braoemy: HaBBIKAMH
KOMMYHUKAITUOHHBIX KOMMYHUKAIIHOHHBIX MOJITOTOBKH
NPOAYKTOB, OTCJIEKUBaTh U | MIPOAYKTOB €  YYE€TOM | KOMMYHUKAlIMOHHBIX IPOAYKTOB
YUUTHIBATh U3MEHEHHE | U3MEHEHUH HOPM PYCCKOTO | C YUYETOM SI3BIKOBBIX HOPM
HOPM pyccKoro U | (AHOCTPAHHOTO) SI3BIKOB H
WHOCTPAHHOTO SI3BIKOB, | OCOOCHHOCTEN MHBIX
ocoOeHHOCcTeH WHBIX | 3HAKOBBIX CUCTEM
3HAKOBBIX CUCTEM

[o nucuuIuMHE pexyCcMOTpeHa MPOMEKyTOYHast aTTecTaus B popme sK3amMeHa.
OO011ast TPy10EMKOCTb OCBOEHUS TUCLIMILIMHBI COCTABISAET 3 3a4€THBIE €ANHUIIBI.

The discipline "Foreign language in professional activity" is implemented at the Faculty
of Advertising and Public Relations.

Subject of discipline- the meaning and technology of speech communications in the
implementation of activities in the field of advertising and PR activities. The public relations
system involves activities to improve the relationship between the organization (firm) and the
public, as well as with those who enter into business contact with it, both inside and outside it.
Speech professional (public) communication plays the main role in the formation of such
relations.

Aim of the course:

- increasing the initial level of foreign language proficiency achieved at the previous
stage of education, and mastering by undergraduate students the necessary and sufficient level of
communicative competence to solve social and communicative tasks in various areas of
professional and scientific activity when communicating with foreign partners, as well as for
further self-education;

— development of skills in the analysis of specialized texts for further use in professional
activities;

- professional training of undergraduates by means of a foreign language, the formation
of the necessary communicative language competence in them, as well as a high level of social
and professional adaptation, which involves the formation of a comprehensively developed
personality capable of responding to the challenges of modern society and using the knowledge,
skills and abilities gained during training .

Discipline tasks:
develop the ability of written (reading, writing) and oral (speaking, listening) foreign language
communication;
be able to collect, process and interpretation modern information technologies, data in a foreign
language, necessary for the formation of judgments on relevant professional, social, scientific
and ethical issues;



master the basic skills of public speech and argumentation;

master the basic skills of analyzing texts of professional and socially significant content;

learn to build their speech behavior in accordance with the socio-cultural specifics of the country
of the language being studied,

The practical objectives of the course are to form a language, communicative,
professionally oriented competence, which is represented by a list of interrelated and
interdependent competencies in the format of knowledge, skills and abilities. The acquisition of
linguistic and communicative competence by students will allow the use of a foreign language in
professionally oriented activities.

technologies in a wide or
international context

native language and the
norms of the foreign
language(s)

Competence Competence Learning Outcomes
(code and name) indicators
(code and name)
UC-4- Ability to UC-4.1- owns the To know:
apply modern | system of norms of the - the basic norms of a
communication Russian literary language, | foreign language in the field of

oral and written speech;

- the main differences
between the linguistic systems of
the Russian and  foreign
languages;

- the main features of
listening, reading, speaking and
writing as types of speech
activity;

- the main models of
speech behavior;

- the essence of speech
influence, its types, forms and
means;

- the main means of
creating verbal and non-verbal
foreign language texts in various
situations of  personal and
professionally significant
communication.

Uc-4.2—
information
communication
technologies when
searching for the necessary
information in the process
of solving standard
communicative tasks in the
state and foreign
language(s).

UC-4.3— freely
perceives, analyzes and
critically evaluates oral and
written business
information in Russian and
foreign languages.

uses
and

1o be able to:

- to implement various
types of speech activity in
educational and scientific
communication in a foreign
language;

- conduct a dialogue in a
foreign language;

— to carry out effective
interpersonal communication in

oral and written forms in a
foreign language;

To own:

- linguistic means to

achieve professional goals in a




UC-4.4—  conducts
business  correspondence,
taking into account the
peculiarities of the style of
official and  unofficial
letters, socio-cultural
differences in the format of
correspondence in the state
and foreign language(s).

UC-4.5- conduct
oral business conversations

in the state and
foreign language(s).

UC-4.6—
demonstrates the ability to
translate texts of wvarious
sizes and styles from
foreign(s) into the state
language, as well as from
the state into foreign(s)
language(s).

foreign language;

- various types and
techniques of listening, reading,
speaking and writing;

- communication skills in
a foreign language environment,
ensuring the adequacy of social
and professional contacts in a
foreign language;

- techniques for creating
oral and written texts of various

genres in the process of
educational and scientific
communication;

— skills of sociocultural
and intercultural communication

UC - 6 The ability to
determine and implement
the priorities of one's own
activities and ways to
improve it based on self-
assessment

UC - 6.3 demonstrates the
ability to self-educate and
uses the  opportunities
provided to acquire new
knowledge and skills

To know: own activity
priorities

To be able to: recognize
opportunities for self-education

To own: skills of self-
education and acquisition of new
knowledge

GPC - 1 Ability to
plan, organize and
coordinate the process of
creating media texts and
(or) media products and (or)
communication products in
demand by society and
industry, track and take into
account changes in the
norms of Russian and
foreign languages, features
of other sign systems

GPC - I.2manages
the process of preparing

texts and (or) other
communication  products
demanded by the
advertising and  public
relations industry, taking

into account changes in the
norms of Russian (foreign)
languages and features of
other sign systems

To know: modern norms
of Russian and foreign languages
To be able to: develop

communication products
demanded by the industry
(including texts)

To own: skills in the

preparation of communication
products, taking into account
language norms

By discipline provided intermediate certification in the form of an exam.
The total labor intensity of mastering the discipline is 3 credit units.

NHO®OPMALIMOHHO-TEXHOJIOI'MYECKUE NTHHOBAIIU B
KOMMYHHMKATUBHOM MHJY CTPUH / INFORMATION TECHNOLOGY
INNOVATIONS IN THE COMMUNICATION INDUSTRY

JuctmmimHa  «HQOPMAITMOHHO-TEXHOIOTHIECKIE WHHOBAIlMM B KOMMYHHKATHBHOW
UHIYCTPUU» BXOIUT B 0a30BYI0 4YacTh IMCUUIUIMH YYeOHOro IUIaHAa MO HaNpaBICHHIO
noarotoBku 42.04.01 «Pexmama u cB3M ¢ OOIIECTBEHHOCTHIO» HAINPABICHHOCTH IOJATOTOBKH
«bpeHnuHr U nenoBas penyTanys». YpoBeHb KBAIU(UKALMK BBITYCKHUKA - MAaruCTp



JucuuminHa peanusyercs Kadeapoid MOJENIUPOBAaHUS B SKOHOMHUKE M YIPaBICHUU
dbakynpTeTa yrpasieHuss MHCTHTYyTa SKOHOMHKH, YIIPaBJICHUS U TIPaBa.

Llenv  Oucyunnumel:  OBJAJ€HHE  CTYJACHTAaMH  HMHCTPYMEHTapueM  IPUMEHEHHS
WHHOBAIIMOHHBIX HH()OPMAIIMOHHO-KOMMYHHKAIIMOHHBIX TEXHOJOTHIA B METUAIPOU3BOJICTBE B
nensax odecneueHust 3pHEKTUBHOCTH MPO(HECCHOHATBHOM NesITeTbHOCTH.

3aoauu oucyunaumol:

o BBIpa0OTaTh  HAaBBIKM  HWCIIOJNB30BAaHHS  COBPEMEHHBIX
KOMMYHUKAIIHOHHBIX TEXHOJIOTHHA ISl pelIeHus Tpo(ecCHOHaIbHBIX 3a/1ad;

o HAyYUTh MPAKTUICCKUM HaBBIKAM MPUMEHEHUS] HH)OPMAIIMOHHBIX TEXHOJIOTHH B
MeIMaIpOU3BO/ICTBE;

o NPUBUTH YMEHHE CaMOCTOSITENIFHO NpUOOpeTaTh HOBBIE
MIEPBOMCTOYHHUKH M UCTIONB3YSI COBPEMEHHBIE HH(POPMAIIMOHHBIE TEXHOJIOTHH.

JucuuiuinHa HanpaBieHa Ha GOPMHUPOBAHUE CIEIYIOIINUX KOMIEMeHYUlL:

YK — 4 CnocobeH NMpUMEHSATh COBPEMEHHBIE KOMMYHHKATHBHBIE TEXHOJOTHUH, B TOM
qyuciae Ha HMHOCTpaHHOM(BIX) s3bIKe(ax), ISl aKaJeMHYEeCKOT0 M MPOo(ecCHOHATHHOTO
B3aUMO/ICHCTBUS;

OIIK — 5 Cnocoben misi mpuHATHS TPO(EeCCHOHATBHBIX PEIICHUH aHAIW3UPOBATh
aKTyaJbHbIC TCHJCHIUH Pa3BUTHS MEIMAKOMMYHHKAIMOHHBIX CUCTEM PETHOHA, CTPaHbl U MHpA,
UCXO/IA U3 TIOJIUTUYECKUX U YKOHOMHUYECKUX MEXaHU3MOB UX (PYHKIMOHUPOBAHHS, TIPABOBBIX U
ATUYECKHUX HOPM PEryIHPOBAHHS;

OIIK-6 — crmocoOHOCTH HCIIONB30BATh KOJIUYECTBEHHELIE M KAUYECTBEHHBIE METOMBI IS
NPOBEJCHUS TNPUKIAJHBIX WCCIENOBAaHUA M YIpaBIeHUs OW3HEC-TPOIlecCaMy, TOTOBHUTH
aHATUTHYECKUE MaTePHAIIBI IO PE3YJIbTaTaM MX MPUMEHEHUS;

B pe3synbrare 0CBOSHHS AUCIMIUIMHBI 00yYArONIIHIACS TOJDKEH:

nH(OpPMAITMOHHO-

3HAaHUA, U3yYasa

peI_I_IeHI/Iﬁ AHAJIM3HUPOBATb

OKOHOMHUYCCKUX (I)aKTOpOB,

Komnerenuus HNuaaukaTopsl Pe3yabTaTsl 00yyeHus
KOMIIeTeHI NI
YK -4 Cnocoben YK - 4.2 wucnomssyer 3uams. aKTyaJbHbIE
MIPUMEHSATh COBPEMEHHbIE | HH(OPMAIIMOHHO- MH(POPMALIMOHHO-
KOMMYHUKaTHBHbIE KOMMYHHKAI[IOHHBIE KOMMYHHUKAIIUOHHbIE TEXHOJIOIHS,
TEXHOJIOTUH, B TOM YHCJIE€ | TEXHOJIOTMU IIPU IIOUCKE | IPUMEHSIEMBIE pu IIOMCKE
Ha MTHOCTPAHHOM(BIX) HEo0X0UMOM uH(popMaun
sA3bIKe(ax), A uHpOpMaLMU B IpoLecce Ymems: omnpenenats XapaxTep
aKaJeMHYeCKOro u pelieHus CTaHJApPTHBIX | HHPOpPMALIMM, HEOOXOAMMOMN st
po¢heCCHOHATIEHOTO KOMMYHHMKAaTUBHBIX 33Ja4 | pELICHUS CTaHJapTHBIX
B3aUMOJIEUCTBUS Ha TOCYJAapCTBEHHOM U | KOMMYHHUKAIIUOHHBIX 3az1a4;
MHOCTPaHHOM (-BIX) | IPUMEHSATD COBPEMEHHBIE
SI3BIKAX nH(pOpMaITMOHHO-
KOMMYHUKAIIMOHHBIE TEXHOJIOIMU
JUIs.  TIOMCKa COOTBETCTBYIOULIEH
uHpOpMaLUU
Bnaoemy: HaBbIKaMU
KOPPEKTHOIO UCII0JIb30BaHUS
MH(pOPMaAIMOHHO-
KOMMYHUKAIlMOHHBIMU
TEXHOJIOTUSMHU; HaBbIKAMU ITOMCKA
u oTbopa HEOO0X0IMMOH
nH(pOpMaIMU Ha TOCYJapCTBEHHOM
U MTHOCTPAHHBIX SI3bIKaX
OIIK — 5 CriocoGeH st OIIK- 5.1 BBISIBIIIET 3namo: aKTyaJIbHbIE
MIPUHSTHSA 0COOEHHOCTH TEHACHIINU pa3BUTHSA
npodeccuoHaNbHbBIX MOJINTUYECKHUX, MEAMAKOMMYHUKALMOHHBIX

CHUCTCM




aKTyaJabHbIC TEHICHIIUN
pa3BUTHS
MEIMaKOMMYHHUKAIMOHHBIX
CHCTEM PErHOHa, CTPaHbI U
MUpa, UCXOMS U3
MOJTUTUICCKUX U
YKOHOMHYECKHUX
MEXaHU3MOB UX
(YHKIIMOHUPOBAHUS,
MPABOBBIX M ATHYECKUX
HOPM pPETyTHPOBAHUS

MPaBOBbIX M  ATUYECKUX
HOPM, PETyIHUPYIOMUX
pa3BUTHE pa3HbIX

MeIMaKOMMYHHKAITHOHHBI
X CHCTEM Ha TJI00aJbHOM,
HaIlMOHATHLHOM u
PErMOHAILHOM YPOBHSX
OIIK - 5.2 nmpu npuHSITUU
pohecCHOHATBHBIX
pelIeHH MO TMOJArOTOBKE
TEKCTOB PEKJIaMBI U CBS3€U
C OOIIECTBEHHOCTHRID |

(nmm) pa3paboTke u
peanu3anum MHBIX
KOMMYHHUKAIIHOHHBIX
IPOJyKTOB UCTIONIB3yEeT
BBISIBIICHHBIE — TEHJCHINH
pa3BUTHUA

MEIMaKOMMYHHUKAIIMOHHBI
X CHCTEM PETHMOHA, CTPaHbI

u wmupa. PazpabarbiBaeT
KOMMYHHUKAIIHOHHBIE
MIPOIYKTHI B chepe
peKiamMbl W CBs3EH C
OOIIIECTBEHHOCTHIO C
YYETOM YCIIOBUM
(bYHKIIMOHUPOBAHUS
KOHKPETHOMU

ME€IMaKOMMYHHKAIIMOHHOU

Ymems: BBISIBIISITE n
aHAJTM3UPOBAThH pasIuYHbIC
(hakTopbl U HOPMBI, BIUSIONINE HA
pa3BHTHE
MEIMaKOMMYHHUKAIMOHHBIX
CHCTEM

Bnaoemn: METOINKAMU
WCIIOJIb30BaHUS WH(POPMAIMOHHO-
TEXHOJOTMYECKUX MHHOBALMI IS
TIPUHSITHS podheCcCHOHATBHBIX
peleHHiA, pa3paboTku
KOMMYHUKAITUOHHBIX TPOAYKTOB

CUCTEMBI, IPaBOBBIX U
ATHUYECKHUX HOpM
PEryJIUPOBAHMUS
OIIK-6 Cnocoben OIIK-6.1.  OtcnexuBaer 3nams TEHIEHLUUU Pa3BUTUS U
0TOUpaTh U BHEIPSTH B rio0aabHble  TEHJCHIUH | KOJIMYECTBEHHBIE XapaKTePUCTUKU
nporuecc MOJICpPHU3ALUT COBPEMEHHBIX uHoo-
MeIUaIpOU3BOICTBA TEXHUYECKOTO KOMMYHHUKAIITUOHHBIX TEXHOJOTHH,
COBpPEMEHHBIE o0opyI0BaHus, METOZIbl WX WCIONb30BaHUS B
TEXHUYECKUE CPEJICTBA U MIPOrPaMMHOTO rpoLecce MeANarpou3BOJICTBA.
MH(POPMALIMOHHO- o0ecrieyeHns: ¥ PacXOaHbIX Ymemo aHaJU3UPOBATh
KOMMYHHKAIIHOHHBIE MaTepHasos., COBPEMEHHOE COCTOSTHHE
TEXHOJIOTUU HEO0OXOTUMBIX Ut | “THPOPMAIIHOHHO-
OCYIIECTBICHUS KOMMYHUKAIIUOHHBIE TEXHOJIOTHI
npodecCHOHATBLHON JUISl TUTAHUPOBAHMS, OpTaHU3aLNH,
NeSITENIbHOCTH. yOpaBieHUs] ¥  BHEAPEHHUS B
MPOIECC MEAUATIPON3BOACTBA.
Braoemv HaBblkamMu oTOMpaTh W
BHEJIPSITH B nporecc
MeINanpon3BOICTBA
COBpPEMEHHBIE TEXHHYECKUE
cpeactBa U MHQOPMAIMOHHO-
KOMMYHHKAITMOHHBIC TEXHOJIOTHH.
OIIK-6.2. OrtOupaer # 3Hamob KaueCTBEHHbIC u




BHEAPACT B | KOJIMYCCTBCHHBIC XapaKTCPUCTUKH
po¢eCCHOHATBHYIO COBPEMEHHBIX nHpo-
ACATCIIbHOCTD KOMMYHHKAIITMOHHBIX TCXHOJIOI‘I/II\/JI,
COBPEMEHHBIC TEXHOJOTHH | METOIBI WX WCIIOJIBL30BAaHUS B
peKiiaMbl M CBs3€Hd  C | mpolecce MeAHanporu3BOICTBA.
OOIIIECTBEHHOCTHIO, Ymemo UCIIOJIb30BaTh
IU(PPOBBIE HMHCTPYMEHTHI, | COBpEMEHHbIE  HH(OpMAIIMOHHO-
TEXHUYECKHE CpEeACTBa M | KOMMYHHKAIIMOHHBIE TEXHOJIOTUU
[IpOrpamMMHOE UL a”HalIu3a, IUIAHUPOBAHUS,
oOecrieueHue. OpraHW3alli¥,  YOpPaBJICHUS |
BHEJPEHUS B npoiiecc
MeINaPOU3BOICTBA.
Brademv HaBbIKAaMM BHEAPEHUS B
nporiecc MeINanpON3BOJICTBA
COBpPCMCHHBIC TEXHOJIOTUH
peKIambl u CBsI3ei c
0O0I1IeCTBEHHOCTHIO, QppoBbIE
WHCTPYMEHTHI, TEXHUYECKHE
cpeacTBa u IPOTpaMMHOE
o0ecrnieuyeHue.

[Mo mucuuIIHE NpPEexyCMOTpPeHa MPOMEKYTOUHAs arrecramus B ¢opMme 3adera C
OILICHKOH.
OO01mast TpyI0eMKOCTh OCBOCHUS JUCIUILTUHBI COCTABIISCT 3 3aYCTHBIE CIUHUIIBL.

The discipline "INFORMATION TECHNOLOGY INNOVATIONS IN THE
COMMUNICATION INDUSTRY" is included in the basic part of the disciplines of the
curriculum in the field of study 42.04.01 "Advertising and Public Relations" training focus
"Branding and business reputation". Graduate Qualification Level - Master

The discipline is implemented by the Department of Modeling in Economics and
Management of the Faculty of Management of the Institute of Economics, Management and
Law.

The purpose of the discipline: mastering by students the tools for applying innovative
information and communication technologies in media production in order to ensure the
effectiveness of professional activities.

Discipline tasks:

. develop skills in the use of modern information and communication technologies
to solve professional problems;

. to teach practical skills in the use of information technology in media production;

. develop skills on your own acquire new knowledge by studying primary sources

and using modern information technologies.

The discipline is aimed at the formation of the following competencies:

UC - 4 Able to apply modern communication technologies, including in a foreign
language(s), for academic and professional interaction;

GPC - 5 Able to make professional decisions to analyze current trends in the development
of media communication systems in the region, country and world, based on the political and
economic mechanisms of their functioning, legal and ethical regulations;

GPC-6 - the ability to use quantitative and qualitative methods for applied research and
business process management, prepare analytical materials based on the results of their
application;

As a result of mastering the discipline, the student must:



Competence

Competence indicators

Learning Out comes

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

ucC - 4.2 uses
information and
communication

technologies when
searching for the

necessary information in
the process of solving
standard communicative
tasks in the state and
foreign (s) languages

To know: relevant information and
communication technology used in
information retrieval

To be able to: determine the nature of
the information needed to solve standard
communication problems; apply modern

information and communication
technologies to search for relevant
information

To own: skills of correct use of

information and communication
technologies; skills of searching and
selecting the necessary information in the
state and foreign languages

GPC - 5 Able to make
professional decisions
to analyze current
trends in the
development of media
communication
systems in the region,
country and world,
based on the political
and economic
mechanisms of their
functioning, legal and
ethical regulations

GPC-5.1 identifies the
features of political,
economic factors, legal
and ethical norms that
regulate the
development of various
media communication
systems at the global,
national and regional
levels

GPC - 5.2, when making
professional  decisions
on the preparation of
texts for advertising and
public relations and (or)

the development and
implementation of other
communication

products, uses the

identified trends in the
development of media
communication systems
in the region, country
and world. Develops
communication products
in the field of
advertising and public
relations, taking into
account the operating
conditions of a particular
media communication
system, legal and ethical
regulations

To know: current trends in the
development of media communication
systems

To be able to: identify and analyze
various factors and norms that affect the
development of media communication
systems

To own: methods of using information
technology innovations for making
professional  decisions,  developing
communication products

GPC-6 Able to select
and introduce modern
technical means and
information and

GPC-6.1. Tracks global

trends in the
modernization of
technical equipment,

To know development trends and
quantitative characteristics of modern
info-communication technologies,
methods of their use in the process of




communication software and | media production.

technologies into the consumables necessary To be able to analyze the current state
media production for the implementation | of information and communication
process of professional | technologies for planning, organization,

activities. management and implementation in the

media production process.

To own skills select and introduce
modern technical means and information
and communication technologies into the
media production process.

GPC-6.2. Selects and To know qualitative and quantitative
implements modern | characteristics of modern information
advertising and public | and communication technologies,
relations  technologies, | methods of their use in the process of
digital tools, hardware | media production.

and software into 1o be able to use modern information
professional activities. and communication technologies for
analysis, planning, organization,

management and implementation in the
media production process.

To own Kkills introduction of modern
advertising and  public  relations
technologies, digital tools, hardware and
software into the media production
process.

By discipline provided intermediate certification in the form of a credit with an
assessment.
The total labor intensity of mastering the discipline is 3 credit units.

MHNPUKJIAJHBIE TEJJEKOMMYHUKAIUOHHBIE TEXHOJIOI'UU / APPLIED
TELECOMMUNICATIONS TECHNOLOGY

Huctunnuna «[IpukianHpie TEIEKOMMYHHUKAIIMOHHBIE TEXHOJIOTHWY peaTnu3yeTcss Ha
(bakynbTeTe peKjambl U CBs3ei ¢ 00IIECTBEHHOCTHIO Kadeapoil MOIETUPOBaHHUS B IKOHOMUKE U
yIpaBJICHUU.

Lenp aucuUIIMHBI — OOy4YeHHE TEOPETHUYECKUM OCHOBaM TEJIEKOMMYHHUKAIIMOHHBIX
TEXHOJIOTHA, a TaKXke MPUOOPETeHHE NPAKTUYSCKUX YMEHUH ¥ HABBIKOB OPHCHTAUUA U
MH(GOPMAITMOHHOTO OOMEHA B COBPEMEHHBIX KOMMYHHUKAIIHOHHBIX CETSIX.

3agauu AUCIUTUIMHBL:
- OpHEHTallUA B JOKAJIBHBIX U INTOOATBHBIX KOMMYHHUKAIIMOHHBIX CETAX;
- U3yYEHHUE CTPYKTYPHI CETEBBIX MPOTOKOJIOB;
- HW3y4YeHHE OCHOBHBIX TEJICKOMMYHHKAIIMOHHBIX CITYKO;
- QopmupoBaHHe Y O0YJIAFOIIUXCSI HABBIKOB PAOOTHI C KIMCHTCKUMHU IPOTPAaMMaMH;
- (opmupoBaHHe y 00yJaroIIMXCsl HAYalIbHBIX HABBIKOB aJIMUHUCTPHUPOBAHUS CEPBEPOB.
JlucuuiinHa HarpaBieHa Ha GOpMUPOBaHUE 00MIETIPOPECCHOHATBHBIX KOMITETSHITUH
OIIK-5: - CmoocobGeH g 0OpUHATUS NpOo(ecCHOHANBHBIX pEHIeHUH aHaTu3upOoBaTh
aKTyaJbHbIC TCHJICHIIMH PA3BUTHUSI MEIMAKOMMYHHKAIIMOHHBIX CUCTEM PETrHOHA, CTPAHbl U MUPA,
UCXOJS U3 MOJUTHYECKUX M SKOHOMUYECKUX MEXaHU3MOB UX (QYHKIIMOHUPOBAHHUS, TIPABOBLIX U
ATUYECKUX HOPM PETYIUPOBAHUS

B pe3ynbrate 0cBOSHUS AUCHUIUIHHBI 00YYaIOUTHIICS TOJIKEH:



3namu: mapaMeTphl CETEBBIX MPOTOKOJIOB; 0a30BbIe MOHATUS U TEOPETUYECKHE OCHOBBI
MIPOEKTUPOBAHUS M MPUMEHEHUS TEJIEKOMMYHHUKAIIMOHHBIX CHCTEM; OCHOBBI MH(POPMAIIMOHHOMN
0€30MaCHOCTH B KOMMYHHKAIIHOHHBIX CETSIX.

Ymemw: paboTaTh € COBPEMEHHBIM CETEBBIM HPOTPAMMHBIM  OOECIEUEHHEM:
KJIMEHTCKUMHU MpOorpaMMaMu IPOTOKOJa mepeaayn (ailyioB, KIMEHTCKUMH HporpaMMaMu
YAAJIEHHOTO aJIMUHUCTPUPOBAHUS, SJIEKTPOHHOW IOYTOM, BCIOMOTATEIbHBIMU MpOrpaMMaMu
CETEBBIX CITYK0; MPOEKTUPOBATh U MOAU(PUIINPOBATH Web-CTpaHUIIBI U CANThHI

Bnaoems: HaBblkamMM pPabOTBI C MPOrPaMMHBIMH CpEACTBAMHU TEJIEKOMMYHHMKAIUMN U
MOJVIEP’KKH CETEBBIX MH(POPMALIMOHHBIX CTPYKTYP.

[To qucruIuivHe IpeaycMOTpeHa IPOMeKyTOUHas aTTecTalus B popMe SK3aMeHa.

OO11ast TPYI0€MKOCTb OCBOEHUS TUCIIMILIMHBI COCTABISAET 3 3a4€THBIC €ANHUIIBI.

The discipline "Applied Telecommunication Technologies" is implemented at the Faculty
of Advertising and Public Relations by the Department of Modeling in Economics and
Management.

The purpose of the discipline is teaching the theoretical foundations of
telecommunication technologies, as well as acquiring practical skills of orientation and
information exchange in modern communication networks.

Discipline tasks:
- orientation in local and global communication networks;
- studying the structure of network protocols;
- study of basic telecommunications services;
- formation of students' skills in working with client programs;
- formation of students' initial server administration skills.
The discipline is aimed at the formation of general professional competencies
GPC-5: - Able to make professional decisions to analyze current trends in the development of
media communication systems in the region, country and world, based on the political and
economic mechanisms of their functioning, legal and ethical regulation
As a result of mastering the discipline, the student must:

To know: parameters of network protocols; basic concepts and theoretical foundations for
the design and application of telecommunication systems; fundamentals of information security
in communication networks.

To be able to: work with modern network software: file transfer protocol client programs,
remote administration client programs, e-mail, network services auxiliary programs; design and
modify web pages and sites

To own: skills in working with telecommunications software and supporting network
information structures.

The discipline provides for intermediate certification in the form of an exam.

The total labor intensity of mastering the discipline is 3 credit units.

TEXHOJIOT' MY PEKJIAMBI M CBSI3EN C OBIIECTBEHHOCTBIO B PA3JIMYHBIX
COEPAX JEATEJBHOCTHU / TECHNOLOGIES OF ADVERTISING AND PUBLIC
RELATIONS IN VARIOUS ACTIVITIES

Huctunmuaa «TexHomoTMM peKyiaMbl M CBSI3€M C OOIIECTBEHHOCTHIO B PA3THUIHBIX
cepax AeITeTbHOCTH» peanu3yercs Ha (akylabTeTe PEeKJIaMbl U CBS3EH ¢ OOIIECTBEHHOCTHIO
Kadeapoit TEOPUH U MPAKTUKHA OOIIECTBEHHBIX CBSI3EH.

Llenv Oucyunaumsi: OBIAJCHHE CTYICHTAMH OCHOBAMH KOMMYHUKAaTHUBHBIX 3HaHUH,
HEOOXOMMBIX ISl pealn3allii aHAJIUTUYECKUX HABBIKOB B OO0JIACTH pPEKJIaMbl U CBs3EH C
00IIIECTBEHHOCTBIO.

3aoauu:



1) 00ecIeynTh IMIOHUMAaHHUE OCHOB npodeccruoHaIbHOM JIeSTCIIbHOCTH:
npoQeCCUOHATBHBIX CTAaHAAPTOB, OOIIEH METOMOJIOTHH JACSITEIBHOCTH, a TakKKe HOBBIX
TEXHOJIOTHIA B 001aCTH PEKJIaMBI U CBsI3€l C 00IIIECTBEHHOCTBIO;

2) chopMHupoBaTH TOTOBHOCTH CTYJACHTOB HCIIOJB30BaTh MOJTYYEHHBIE B paMKaxX Kypca
3HAHMS JJI aHallM3a U Pa3BUTUSI KOMMYHUKATUBHOW MOJIUTUKN KOMITAHUHY;

3) co3math yCIOBHSI JJIS OBJAJEHUS CTYAEHTAMH TEXHUYECKHUMHU CPEICTBAMH U
MPOrpaMMHBIM OOecliedeHreM B 00JacTH peKJIaMbl U CBSI3€i C OOIECTBEHHOCTBHIO, a TaKXkKe
OCHOBHBIMH ITM(POBBHIMH WHCTPYMEHTAMH I peaju3aliil KOMMYHUKATUBHOM CTpPaTErHu
KOMITaHUH.

Jucyuniuna wmanpasnena na @opmuposanue cireoyiowel o0owenpogdheccuoHaIbHOU
KOMNnemeHyuu.

OIIK-2. CnocobeH aHaIM3UPOBATh OCHOBHBIC TECHIICHIIMM PAa3BUTHUS OOIIECTBEHHBIX W
TOCYJAapCTBEHHBIX HHCTUTYTOB [UJIi WX Pa3HOCTOPOHHETO OCBEIICHHMS B CO3/1aBaeMbIX
MeAMaTeKcTax U (WIn) MeIUanpoayKTax, U (UjI1) KOMMYHUKAIMOHHBIX TPOAYKTAX;

OIIK-6. ciocobeH oTOMpaTh U BHEAPSTH B MPOIECC MEAHANPOU3BOJCTBA COBPEMEHHBIE
TEXHUYECKHE CPeACTBA M HHPOPMAIIMOHHO-KOMMYHHUKAIIMOHHBIE TEXHOJIOTHH.

B pe3ynemame oceoerus oucyuniunsl 00y4aromuiics O0NiCeH:

3HaTh: OCHOBHBIC MPOOJIIEMBI B3aMMOJEHCTBHSI OOIIECTBEHHBIX W TOCYIApCTBEHHBIX
WHCTUTYTOB; OCHOBHBIC TCHICHIIUN PA3BUTHS OOIIECTBEHHBIX U TOCYIaPCTBEHHBIX UHCTUTYTOB;
mo0anbHbIE TEHJICHIIMM MOJCPHHU3AIMN TEXHUYECKOTO OOOpYHAOBaHHS, MPOTPAMMHOTO
oOecrieueHUss W PACXOAHBIX  MaTepuajoB,  HEOOXOMUMBIX IS  OCYIIECTBICHUS
MpoeCCUOHATBHON JIeATETLHOCTH; HOBBIC TEXHOJOTHMH B O0JIaCTH pPEKJIaMbl W CBsI3el C
00111 CTBEHHOCTEIO.

YMeTh: BBISIBISITH TPUYWHHO-CJICJICTBEHHBIE CBS3M BHYTPH COIMAJIBHBIX CHCTEM;
aHAIM3WPOBATh OCHOBHBIE TEHICHIIMM PAa3BUTHS OOIIECTBEHHBIX U TOCYIApPCTBEHHBIX
WHCTUTYTOB, HCIIOJNB30BaTh IOJYYEHHBIE B paMKax Kypca 3HaHHS Ui aHaiIM3a
KOMMYHHMKATUBHOM MOJMTUKY KOMITAHWU; BJIAJETh TEXHUYECKUMU CPEIACTBAMU U MPOTPAMMHBIM
obecrieueHnEeM B 00JIaCTH PEKJIaMBbI U CBSI3€i ¢ 0OIECTBEHHOCTHIO.

Bnaners: MeTogukamu BBISIBICHUS NPUYMHHO-CJIEJICTBEHHBIX CBSI3€M, BO3HUKAIOIIMX B
npoOiemMax B3aUMOJICUCTBHS OOIIECTBEHHBIX M TOCYIAPCTBEHHBIX WHCTUTYTOB; TEXHOJOTHSIMHU
WCIIOJIb30BaHUS PE3YIbTaTOB MIPOBEICHHOIO aHAIM3a MPU CO3aHUM TEKCTOB PEKJIAMbI U CBA3EH C
OOIIECTBEHHOCThI0O M (WJIM) HMHBIX KOMMYHHKAITHOHHBIX MPOIYKTOB; HAaBBIKAMH DPa3BUTHS
KOMMYHUKATUBHOW TOMUTHUKHA KOMIIAHWH; OCHOBHBIMH IU(MPOBBIMU HWHCTPYMEHTAMH JUIS
peanu3alii  KOMMYHUKATHBHOW  CTpaTeTWM  KOMIIAHWW;  OCHOBHBIMH  IH(POBBIMHU
MHCTPYMEHTAaMU JJIsl peain3aluid KOMMYHUKAaTUBHOM CTpaTEeruy KOMIIAHUU.

[To nucumMIuIMHE MPEayCMOTpPEHA TIPOMEKYTOUHAS aTTeCcTaus B (hOpMe 3a4eT C OLICHKOM.

OO01mas TpyI0eMKOCTh OCBOCHHUS JUCIUILTUHBI COCTABISIET 3 3aUETHBIC €AUHUIIBI.

The discipline "TECHNOLOGIES OF ADVERTISING AND PUBLIC RELATIONS IN
VARIOUS ACTIVITIES" is implemented at the faculty advertising and public relations
Department of Theory and Practice of Public Relations.

The purpose of the discipline: mastering by students the basics of communicative
knowledge necessary for the implementation of analytical skills in the field of advertising and
public relations.

Tasks:

1) provide an understanding of the basics of professional activity: professional standards,
general methodology of activity, as well as new technologies in the field advertising and public
relations;

2) to form the readiness of students to use the knowledge gained within the framework of
the course for the analysis and development of the company's communication policy;



3) create conditions for students to master the technical means and software in the field of
advertising and public relations, as well as the main digital tools for the implementation of the
company's communication strategy.

The discipline is aimed at the formation of the following general professional
competence:

GPC-2. Able to analyze the main trends in the development of public and state
institutions for their versatile coverage in the created media texts and (or) media products, and
(or) communication products;

GPC-6. is able to select and introduce modern technical means and information and
communication technologies into the media production process.

As a result of mastering the discipline, the student must:

To know: the main problems of interaction between public and state institutions; main
trends in the development of public and state institutions; global trends in the modernization of
technical equipment, software and consumables necessary for the implementation of professional
activities; new technologies in the field of advertising and public relations.

To be able to: identify cause-and-effect relationships within social systems; analyze the
main trends in the development of public and state institutions; use the knowledge gained during
the course to analyze the company's communication policy; own technical means and software in
the field of advertising and public relations.

To own: methods for identifying cause-and-effect relationships that arise in the problems
of interaction between public and state institutions; technologies for using the results of the
analysis carried out when creating texts for advertising and public relations and (or) other
communication products; development skills communication policy of the company; the main
digital tools for implementing the company's communication strategy; the main digital tools for
implementing the company's communication strategy.

By discipline Intermediate attestation is provided in the form of a test with an assessment.

The total complexity of mastering the discipline is 3 credit units.

PABPABOTKA U ITPOABUKEHUE KOHTEHTA / CONTENT DEVELOPMENT AND
PROMOTION

HucuuruinHa «Pa3paboTka M NpOJIBMIKEHHE KOHTEHTa» peanusyercs Ha (akynabreTe
peKIIambl U CBsi3el ¢ 00IIECTBEHHOCTHIO Kaeqpoit TEOpUH U MPAKTUKHU OOIIECTBEHHBIX CBA3EH.

ConepxaHue IUCHMIUIMHBI BKIIOYAaeT MaTepHaibl O pa3paboTke M IPOJBHXKEHUH
KOHTEHTa B 1eJOM, O chenupuke peKIaMHbIX BepOalbHBIX COOOIIEHUH, MeTonax
B3aUMOJICHCTBUSL C pa3IM4YHBIMH Menuapecypcamu. Jlaercsa olmiee mnpezacraBieHue o0 HX
B3aMMOJECUCTBUHU C APYTUMHU TUIIAMU BBIPAXKEHHS pEKJIAMHONW U MapKETUHTOBOM HJIeH.

B npouiecce nzyueHHs! AUCHUIUIUHBI CTYACHTHI 3HAKOMSTCS C MOHATHAMU U 0Opa3namu
BepOaNbHBIX W BHU3yaJbHBIX pPEKJIAMHBIX COOOIIEHUH, HX 3HAKOBOW MPUPOAOH, yuaTcs
BOCIIPUHMMATh  TEKCT KaK  YHUBEPCAJbHbI  OOBEKT TOHMMAaHMA M  pealu3aluu
KOMMYHHUKATUBHBIX CTPaTErHil.

KonuenryanpHass OCHOBa JUCHMIUIMHBI 3aKJIFOUAETCS B ONOPE HA JIMHTBUCTUYECKUE
MOJIEIM OpraHU3allid pPEKJIAMHBIX TEKCTOB, HAa TMPU3HAHUU POJIM S3bIKa Kak CpelcTBa
npeoOpa30BaHus TEKCTOB B COOTBETCTBYIOIINE PEKJIAMHbIE CMBICIIBI.

Ilenp yueOHOW MAUCUMIUIMHBI — OOy4YeHHE MpPUHLUIIAM U TpUeMaM pa3paboTKu
KpPEaTUBHOW CTpaTeruu peKIaMHONW KaMIlaHUuH, (GOPMHUPOBAHNE KOMIUIEKCHOTO MPEACTaBICHUS O
creruduke pa3paboTKU U MPOJIBUKEHHS] KOHTEHTA.

JUist TOCTHXKEHHS ATOH 1€ HEOOXOIUMO PELIUTh CIEAYIOUINE 3aauu:

— PpAacKphITh COJIEp’)KaHUE OCHOBHBIX MOHSTUH B O00JIACTH MPOJBMKEHHS KOHTEHTa U

KOTIMPaNTHHIa;



— CpaBHMUTh NPOJBWKEHUTE KOHTEHTa C POJCTBEHHBIMU cdepaMu NpodecCHOHANIbHOM
JEesTeNbHOCTH (KypHaAIUCTHKA, PR, MapkeTUHroBble KOMMYHMKAIH, CIUYPANTHHT);

— O3HAaKOMWUThb CTYJEHTOB C OCHOBHBIMH METOAMKAMHM aHAJIW3a 3HAKOBBIX CHCTEM
PEKIIaMHBIX COOOIIEHUI];

— ONpPENEIUTh IOHATHE «PEKIAaMHBIM IPOAYKT» M OCHOBHBIE OTallbl IPOLECCa €ro
pa3pabOTKU U MPOIBIKEHUS;

— TI03HAKOMHUTH CTYJCHTOB ¢ 0a30BBIMU MOJICIISIMUA OpPTraHU3alllU TBOPYECKOIO Mpolecca 1
METOJIMKaMHU TOUCKa UJIeH JUIsl KpeaTUBHON KOHUENIMN PEKJIaMbl U BHIpa0OTaTh HABBIKU
UX IPUMEHEHMS HA IPAKTHUKE;

— JlaTb IpeAcTaBleHUEe 00 OpraHM3alMu Ipouecca pa3pabOTKH KOHTEHTa, ¢(hOpPMUPOBATH
IPEJCTAaBICHUE O HaBBIKAX pabOTHI B COLMATIBHBIX CeTIX, SMM-poIBUKEHUY;

— JlaTh TPEJACTABICHUE O KPUTEPUSX OLECHKH 3()(PEKTUBHOCTH TEXHOJOTHMH M METOJOB
MIPOJBUKEHHSI KOHTEHTA U c()OPMHUPOBATH HABBIKU IO UX MPAKTUYECKOMY TPUMEHEHHUIO.
JucuuiuinHa HanpasjieHa Ha GOpMHUPOBAHUE CIIEAYIOIINX KOMIIETSHIIUH:

OIIK-1. CnocobeH niaaHupoBaTh, OPraHU30BbIBATh U KOOPAMHUPOBATH IPOLECC CO3/IaHUS
BOCTPEOOBaHHBIX OOIIECTBOM M MHIYCTpUEH MeIUaTeKCTOB U (MJIM) MEAMANPOIYKTOB, M (WJIN)
KOMMYHHUKAIIMOHHBIX MPOIYKTOB, OTCJIEKWBaTh W YYUTHIBaTh W3MEHEHHE HOPM PYCCKOIO H
MHOCTPAHHOTO S3bIKOB, 0COOCHHOCTEW MHBIX 3HAKOBBIX CHCTEM.

OIIK-4. CnocobeH aHanmu3upoBaTh MOTPEOHOCTH OOIECTBA W WHTEPECHl ayIUTOPUH B
LEJIAX MPOrHO3UPOBAHMS U YAOBJIETBOPEHHs CIIPOCa Ha MEIUATEKCTHI U (MJIM) MEIUANPOAYKTHI,
1 (MJTM) KOMMYHHUKalHOHHbBIE TPOTYKThI

B pesynbrare ocBOeHUS AUCHUIUIMHBI O0YYaIOLIHICS JOIKEH:

3HaTh: OCHOBHblE (OpPMBI YCTHOW ¥ THCBMEHHOM peun B MNpodeccHoHaIbLHOU
KOMMYHUKAIIMM; TPUHIMIBL Pa3paOOTKH U MPOABHKEHUS PA3IMUYHBIX THIIOB KOHTEHTa MpHU
MOJITOTOBKE TEKCTOB PEKJIAMBI M CBS3€i ¢ 0OIIECTBEHHOCTHIO M (WIH) pa3paboTKe /peann3anuu
MHBIX KOMMYHHMKALIMOHHBIX MPOAYKTOB C YYE€TOM HHTEPECOB W MOTPEOHOCTEH pazIMUHBIX
LEJIEBBIX TPYIIIL.

YMmeTb: cobuparh HHPOPMAIMIO U3 Pa3HBIX UCTOYHUKOB, CUCTEMAaTHU3UPOBATh U M3JIaraTh
ee, yMeHHe mucarb, o0pabaThiBaTh U MepepadaThiBaTh TEKCTHl B Pa3IMUHBIX CTHIIAX, CO3aBaTh
YHUKaJbHBIH W pa3HOOOpa3HBbIi KOHTEHT (TeKcT, (oTo, BHUAEO); BBHIOMpATh YIAYHYIO
KOMMYHHUKaTHUBHYIO CTpPAT€TUI0 B YCTHOM M NMHCbMEHHON (opMax MpH MOATOTOBKE TEKCTOB
pexiaMbl U CBsize C  OOWIECTBEHHOCTbIO M (WiM) pa3paboTke /peanu3allid HHBIX
KOMMYHHUKAIIMOHHBIX TPOJYKTOB., OCHOBBIBASICh Ha IMOJYYEHHBIX IJaHHBIX O TMOTPEOHOCTSIX
o0I1ecTBa 1 LEJIEBbIX TPYIII.

Bnanerb: KOppekTHOM yCTHOW M NHCbMEHHOM pedbio B  MpodeccruoHaIbHON
KOMMYHUKAIIMM C Y4€TOM M3MEHEHHUH HOPM PYCCKOTO U MHOCTPAHHOTO SI3BIKOB, OCOOEHHOCTEH
MHBIX 3HAKOBBIX CHCTEM; HaBbIKAMH Pa3paOOTKHU U MPOJABUKECHUS PA3IMYHBIX THUIIOB KOHTEHTA
IpU TOATOTOBKE TEKCTOB pEKJIaMbl M CBsi3ed C OOIIECTBEHHOCTHIO M (MJIM) pa3paboTke
/peanu3anil MHBIX KOMMYHHUKAIIMOHHBIX MPOAYKTOB C YYETOM HHTEPECOB M MOTpeOHOCTEH
Pa3IMYHBIX LENEBBIX TPYIII.

[To nmucnumniauHe mNpeaycMOTpeHa MPOMEXYTOUHas arTecTamus B (opMe HK3aMeHa.
OO1m1ast TpyJ0EMKOCTh OCBOSHHSI TUCIIMILIMHBI COCTABISAET 3 3a4ETHBIX STUHHIIBI.

The discipline "CONTENT DEVELOPMENT AND PROMOTION" is implemented at
the Faculty of Advertising and Public Relations by the Department of Theory and Practice of
Public Relations.

The content of the discipline includes materials on the development and promotion of
content in general, on the specifics of advertising verbal messages, methods of interaction with
various media resources. A general idea of their interaction with other types of expression of an
advertising and marketing idea is given.



In the process of studying the discipline, students get acquainted with the concepts and
patterns of verbal and visual advertising messages, their iconic nature, learn to perceive the text
as a universal object for understanding and implementing communication strategies.

The conceptual basis of the discipline lies in relying on linguistic models for organizing
advertising texts, on recognizing the role of language as a means of transforming texts into
appropriate advertising meanings.

The purpose of the discipline is education principles and techniques for developing a
creative strategy for an advertising campaign, the formation of a comprehensive understanding
of the specifics of the development and promotion of content.

To achieve this goal, it is necessary to solve the following tasks:

— reveal the content of the basic concepts in the field of content promotion and
copywriting;

— compare content promotion with related areas of professional activity (journalism, PR,
marketing communications, speech writing);

— to acquaint students with the main methods of analysis of sign systems of advertising
messages;

— define the concept of "advertising product" and the main stages of the process of its
development and promotion;

— to acquaint students with the basic models of organizing the creative process and methods
for finding ideas for the creative concept of advertising and develop the skills to apply
them in practice;

— to give an idea about the organization of the content development process, to form an
idea of the skills of working in social networks, SMM promotion,;

— to give an idea of the criteria for evaluating the effectiveness of technologies and
methods for promoting content and to form skills for their practical application.

The discipline is aimed at the formation of the following competencies:

GPC-1.Able to plan, organize and coordinate the process of creating media texts and (or)
media products and (or) communication products in demand by society and industry, track and
take into account changes in the norms of Russian and foreign languages, features of other sign
systems.

GPC-4. Able to analyze the needs of society and the interests of the audience in order to
predict and meet the demand for media texts and (or) media products, and (or) communication
products

As a result of mastering the discipline, the student must:

To know: the main forms of oral and written speech in professional communication;
principles of development and promotion different types of content when preparing texts for
advertising and public relations and (or) developing / implementing other communication
products, taking into account the interests and needs of various target groups.

To be able to: collect information from various sources, systematize and present it, the
ability to write, process and process texts in various styles, create unique and diverse content
(text, photo, video);choose a successful communication strategy in oral and written forms in the
preparation of texts for advertising and public relations and (or) the development /
implementation of other communication products., based on the received data about the needs of
society and target groups.

To own: correct oral and written speech in professional communication, taking into
account changes norms of Russian and foreign languages, features of other sign systems; skills in
developing and promoting various types of content when preparing texts for advertising and
public relations and (or) developing / implementing other communication products, taking into
account the interests and needs of various target groups.

The discipline provides for intermediate certification in the form of an exam. The total
labor intensity of mastering the discipline is 3 credit units.



PABPABOTKA U PEAJIM3ATIINS KOMMYHUKAIIMOHHOM CTPATEI'AH /
DEVELOPMENT AND IMPLEMENTATION OF COMMUNICATION STRATEGY
Huctunnuna «Pa3paboTka u peanu3aiys KOMMYHUKAITMOHHOW CTPaTETUI» PEaIU3yeTCs
Ha (akylnpTeTe peKiIaMbl M cBsizel ¢ oOmectBeHHocThio PITY kadenpoit Openaunra u
BHU3yaJIbHBIX KOMMYHHUKAITHH.
llenp AMCHUIIMHBI — BBIPA0OTaTh y CTYAEHTOB CHCTEMHBIM HAyUHBIM M MPAKTHUECKH
OPUCHTHUPOBAHHBIN B3IVIS[ Ha COBPEMEHHYIO PEKIAMHYIO IeATEIbHOCTh, J1aTh TOHUMAHHE
OCHOBHBIX MPHUHIIMIIOB OPTraHU3aIMH KOMMYHHKAIIMOHHOTO Tpoliecca, chOpMUPOBATh 3HAHUS O
TeHJCHIMAX Pa3BUTUA PEKIAMHOTO pPbIHKA B MEHSAIOMICHCS SKOHOMUYECKOW, MEIUMHON H
COLMOKYJIBTYPHOM Cperie.
3aaun TUCIUIIINHBIL:
— cdopMynHpoBaTh MOHATHHHBIN amnmapar, HEOOXOMUMBIM ISl M3y4YeHUS AUCIUILIMHBI
«Pa3paboTka u peanuzaiusi KOMMYHUKAIIMOHHON CTPAaTEerun;
— 000CHOBAaTh POJIb U MECTO KOMMYHHUKAIIMOHHOM CTPAaTEeruy B TUTAHUPOBAHUH KaMIIAaHUU;
—  H3YYMTh 3JIEMEHThl KOMMYHUKAIIMOHHON CTPAaTEeTuu;
— paccMOTpeTh TNPUHIUIBI W METOAbl OIEHKH JPPEKTUBHOCTH KOMMYHUKAIMOHHON
CTpaTeruu.
[Iporiecc wW3yuyeHHWs JUCHUIUIMHBI HampaBieH Ha (HOpPMHUpPOBAHHWE — CIEAYIOLIUX
KOMITETCHIUI:
CrocoOeH OpraHu3oBBIBaTh U PYKOBOAUTH pabOTON KOMaHIbl, BbIpaOaThiBas KOMaHIHYIO
CTpaTeruto JIs JoCTkeHus nocrasiennou nenn (YK-3);
CIIOCOOEH  IJIaHUPOBaTb, OPraHU30OBBIBAaTb U KOOPAMHUPOBATH  MPOLECC  CO3AAHUS
BOCTPEeOOBaHHBIX OOIIECTBOM W WHAYCTPHEH METUATEKCTOB W (WJIM) MEAMANIPOAYKTOB, U (HIIH)
KOMMYHHKAITMOHHBIX TPOAYKTOB, OTCIEKHBAaTh M YYUTHIBATH W3MEHEHHE HOPM PYCCKOTO H
WHOCTPaHHOTO SI3BIKOB, 0COOGHHOCTEH MHBIX 3HAKOBBIX crcTteM (OIIK-1);
CIIOCOOEH aHAIM3MpPOBaThb MOTPEOHOCTM OOIIECTBA M HHTEPECHl ayAMTOPUHM B  LEIAX
MIPOTHO3UPOBAHUS U YIOBIETBOPEHUS CIIPOCA HA MEIUATEKCTHI U (M) METUATPOILYKTHI, U (HITHN)
KOMMYHHUKaIMoHHbIe TpoayKThl (OIIK-4);
CIIOCOOEH OIeHMBaTh W MPOrHO3UPOBATh BO3MOXHBIE 3¢¢ekTel B Menuacepe, ciaemys
MPHUHIIMIIAM COManbHOM 0TBeTcTBeHHOCTH (OITK-7).
B pesynbrare ocBoOeHUST AUCITUTUTHHBI (MOJTYJIs1) OOYUYarOIIHIACS TOJDKEH
3nams:
— POJIb MAPKETUHTOBBIX KOMMYHHUKAIIUH B YCIOBUSIX KOHKYPEHTHOTO PHIHKA;
— MECTO KaXJIOTO M3 AJIEMEHTOB KOMIUIEKCA MAaPKETUHTOBBIX KOMMYHHUKAIIMM U €r0 OTINYHE
OT JIPYTUX 3JIEMEHTOB KOMILJIEKCA MPOABUKECHUS;
— TPUHIUIBI  YIPaBJICHUS KOMMYHUKAIUMSMU: IUIAHUPOBAHUE, OpraHU3alMs, OIEHKa HX
3¢ pexTUBHOCTH;
YMers:
— (opmMupoOBaTh aICKBATHHIE CTPATETUHU U TUTAHBI KOMMYHUKATUBHOM TOJUTUKH MPEITTPUSITHS,
— pa3pabaTbIBaTh CTpAaTErny yIpaBlIeHUs] KOMMYHUKAIIMSIMU KOMITAHUU U OPEHJIOB;
— ocCymecTBIATh 2PPEKTUBHOE B3aUMOICHCTBUE CO CTICUATHN3UPOBAHHBIMA MAPKETUHTOBBIMU
OpraHM3alMsIMH B 00JIaCTH peKJIaMbl, UCCIIEIOBAaHUM, KOHCAITHUHTA.
Bnanets:
— CcHeuuaJbHOW TEPMHUHOJIOTHEN;
— HaBBIKAMH MOJIFOTOBKM KOHTEHTAa KOMMYHUKATHUBHBIX MaT€pUaJOB;
— CHCTEMHBIM MpEJCTaBICHUEM 00 OpraHu3alMOHHOM, SKOHOMHUYECKOW M KOMMYHUKATUBHOMN
COCTABJISIFOLIEH IIPOLIECCa MHTETPALIMN MApPKETUHIOBBIX KOMMYHUKALIH.
[o nucuuruMHE MpeayCMOTpeHa MPOMEXKYTOYHAS aTTecTaus B (hopMe dK3aMeHa.
OO61mas TpyA0eMKOCTh OCBOEHUS IUCHUIUTMHBI COCTABISIeT 3 3aUE€THbIC €TUHUIIBL.



The discipline "Development and implementation of communication strategy" is
implemented at the Faculty of Advertising and Public Relations by the Department of Branding
and Visual Communications.

The purpose of the discipline is to develop in students a systematic scientific and
practically oriented view of modern advertising, to give an understanding of the basic principles
of organizing the communication process, to form knowledge about the trends in the
development of the advertising market in a changing economic, media and socio-cultural
environment.

Discipline tasks:

— to formulate the conceptual apparatus necessary for studying the discipline "Development
and implementation of communication strategy";
— substantiate the role and place of the communication strategy in campaign planning;
— study the elements of a communication strategy;
— consider the principles and methods for evaluating the effectiveness of a communication
strategy.
The process of studying the discipline is aimed at the formation of the following
competencies:
Able to organize and manage the work of the team, developing a team strategy to achieve the
goal (UC-3);
is able to plan, organize and coordinate the process of creating media texts and (or) media
products and (or) communication products that are in demand by society and industry, monitor
and take into account changes in the norms of Russian and foreign languages, features of other
sign systems (GPC-1);
is able to analyze the needs of society and the interests of the audience in order to predict and
meet the demand for media texts and (or) media products, and (or) communication products
(GPC-4);
is able to evaluate and predict possible effects in the media sphere, following the principles of
social responsibility (GPC-7).
As aresult of mastering the discipline (module), the student must:
10 know:
— the role of marketing communications in a competitive market;
— the place of each of the elements of the marketing communications complex and its
difference from other elements of the promotion complex;
— principles of communication management: planning, organization, evaluation of their
effectiveness;
to be able to:
— to form adequate strategies and plans for the communication policy of the enterprise;
— develop communication management strategies for the company and brands;
— to carry out effective interaction with specialized marketing organizations in the field of
advertising, research, consulting.

To own:

— special terminologys;

— skills in preparing the content of communication materials;

— a systemic understanding of the organizational, economic and communicative component of
the process of integrating marketing communications.

The discipline provides for intermediate certification in the form of an exam.

The total labor intensity of mastering the discipline is 3 credit units.

IIJIAHUPOBAHME U PEAJIN3ALIAA KOMMYHUKAIIMOHHBIX KAMIIAHUM /
PLANNING AND IMPLEMENTATION OF COMMUNICATION CAMPAIGNS



Jucuunnuua «llmanupoBaHne W peann3anyss KOMMYHHMKAI[MOHHBIX — KaMIIaHWI»
peanusyeTcss Ha (paKyapTeTe peKjaMbl U CBA3EH C OOIIECTBEHHOCTHIO Kadeapoil OpeHAauHTa U
BU3YaJIbHBIX KOMMYHUKAIUH.

Heap obyuenus no aucuuruinHe «llnanupoBanue U peanusanusi KOMMYHHUKAIIMOHHBIX
KaMOaHui» - chopMHUpPOBaTh IIEIOCTHOE, 3aKOHUEHHOE NPEACTaBICHHWE O CYIHOCTH U
coZiepaHUK KOMIUIEKCHOH pekyiaMHoM 1 PR-kamnanum, e€ 3a1a4ax u QyHKIUAX, O XapakTepe u
0COOEHHOCTSIX OCYILECTBICHUS PEKIAMHBIX KaMIaHUA M MEpONpHUATHH, 0 popmax u meTonax
peanu3ali TOBapoB, (OPMHUPOBAHMM CIIPOCA, CHCTEMbl CTHMYJIHUPOBaHUS, OCOOEHHOCTAX
OINITOBOW M PO3HUYHON TOPTOBJIH, YIIPaBJICHNS MAPKETUHIOM Ha OCHOBE aKTMBHOI'O ITPUMEHEHHUS
HoBelmuX PR-TexHOMOTWiA, MCNOIB30BaHUs NPEUMYILIECTB KOMIUIEKCHOM pekinamMHOM m PR-
KaMITaHUU B IPOLIECCE BO3AEHUCTBUS Ha LIEJIEBYIO ayIUTOPHIO.

3agaum u3yueHus aucuuiuinHbl «[lmaHupoBaHue W peanus3ansi KOMMYHHUKAIIMOHHBIX
KaMOaHui»: (opmMupoBaHue y OOYYalOIUXCS HAy4YHOTO TIPEACTABICHUS O CYHIIHOCTH U
coZiepaHUK KOMIUIEKCHOH pekiiaMHOM 1 PR-kaMnanuu; packpbITHE OCHOBHBIX 0COOEHHOCTEN U
[JIABHBIX JTaloB pa3pabOTKHM KOMIUIEKCHOM pekiamMHOil u PR-kamnanuu; o3HakomieHHE C
MPAKTUKON pa3pabOTKK U MPOBEJEHUS KOMIUIEKCHOHN pekiamMHoiW UM PR-kamnanuu; BeipaboTka
HaBBIKOB aHAJIN3a U OLEHKH 3(h(HEeKTUBHOCTH KOMILJIEKCHOM peknaMHoi U PR-kamnanum.

JuctunnuHa (Mo0ynb) HaripaBieHa Ha (OPMUPOBAHUE CIETYIONTUX KOMIIETEHITUH:

YK-2.Cnocooen ynpagnamo npoekmom na écex 3manax €20 Hcu3HEeHHO20 YUKIA

B pesynbrare 0cBOeHUS NUCHUIUIMHBI O0yYaromUnics JOKEH:

3uamo:

OCHOBHBIE TPEOOBaHHUS K LIETISIM;
cnenruKy LenenojaraHus Npy MIaHHPOBAaHUHM KOMMYHUKAIIHOHHBIX KaMIIaHUH;
BU/IbI TUTAHOB U OCOOCHHOCTH MX peain3alliu;
0COOEHHOCTH TJIAHMPOBAHUS B KOMMYHHKAIIMOHHBIX KaMITaHUH;
MOJXO/IbI U METO/IbI KOHTPOJISI OTJIEIbHBIX 3TAllOB KOMMYHHUKAIMOHHOTO MPOEKTA;
0COOEHHOCTH YIPABJICHUS KOMMYHUKAIIMOHHBIM MIPOEKTOM Ha pa3iIMyHbIX dTarax
YKU3HEHHOTO LIUKJIA;
v’ TpeboBaHus K (HOPMHUPOBAHUIO OTYCTHOCTH;
v 0COOEHHOCTH MPEACTABIECHHS M 3aIUTHI CAMOCTOATELHO Pa3pabOTaHHbIX
KOMMYHHKAI[MOHHBIX TPOEKTOB;
Ymemos:
v’ (OpMyITHPOBATH IIEJTH KOMMYHHUKAIHOHHBIX KOMITAHHIA;
v’ paspabarbIBaTh IIAHbI KOMMYHUKAIIMOHHBIX KaMIIaHWI;
v/ IUTaHUPOBATh U PACTIPEIEIIATH PECYPCHI MPOEKTA 10 OCHOBHBIM ITAIam
peanu3anyy IaHa;
v/ pemiath 3a71a4u 00€CIIEUCHUsI IPOCKTA B YCTAHOBJIEHHBIE CPOKH;
v IPOTHO3UPOBATH U3MEHEHWS B YIIPABICHUH dTallaMi KOMMYHHUKAIIMOHHOM
KaMIIaHUHY;
v pOpMHPOBATH OTYETHYIO JOKYMEHTAIHMIO 110 PEATM30BAHHOMY MPOEKTY;
v/ OmpeseNsaTh TUIT KOMMYHHKAIIMOHHOTO MTPOEKTa;
Bnaoemos:
v/ HaBBIKAMH MPAKTHIECKOTO MPHMCHEHHUS H3YYCHHBIX MOIXOMO0B K (POPMHUPOBAHUIO

Hesned KOMMYHHUKAI[MOHHBIX IPOEKTOB;

v/ HaBBIKAMH TIPOTHO3MPOBAHHUS PHCKOB TPH IIAHKPOBAHUH KOMMYHHUKAI[HOHHBIX

MPOEKTOB;

v/ HaBBIKAMH aJaNTAIlMH KOMMYHUKAIHOHHOTO MPOEKTA T10]] H3MEHEHUS BHEIITHEH

CpelIbl;

v/ HaBBIKAMH H3MCHCHUS TUIAHOB B 3aBUCHMOCTH OT 3Tara JKM3HEHHOTO [HKJIa

KOMMYHHKAIIMOHHOM KaMITaHUU;

v/ HaBBIKAMH TyOJIMYIHOTO TIPEICTABICHUS JOCTUTHYTHIX PE3YJIBTATOR;
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v/ HaBBIKAMH TIPOBEICHHUS UCCIIEIOBATEIBCKON Pa0OTHI B pAMKax
KOMMYHUKAIIHOHHON KaMITaHUH,

OIIK — 4 CnocobeH aHaIM3UPOBATH MOTPEOHOCTH OOIIECTBA M UHTEPECH] ayJJUTOPUH B LIEIAX
MIPOTHO3UPOBAHUS U YAOBJIECTBOPEHUS CIPOCa HA MEUATEKCThI U (MIJIN) METUANPOTyKThI, U (HUJIH)
KOMMYHUKAITHOHHBIE TIPOTYKTHI
3names: ciennuKy nporecca U3yyeHus ayaIuTopuit
Ymemuw: opraHu3oBbIBaTh U3yUCHHE ayAUTOPHIL; HCIOIB30BATh MOMYUYCHHbIE PEe3YNIbTaThl IPU
MOATOTOBKE KOMMYHHUKAIIHOHHBIX TIPOTYKTOB
Braoemw: HaBbIKaMU pa3pabOTKH U peau3alii KOMMYHUKAIIMOHHBIX MTPOYKTOB

[To nuctmmuinHe (M00Y/II0) TIPETyCMOTPEHA TPOMEKYTOUHAS arTecTalus B (hopme
IK3AMEHA.

OO61mas Tpy10eMKOCTh OCBOCHHUS JUCIUIUIUHBI COCTABIISIET 4 3aUeTHBIC €AUHUIIBI.

The discipline "Planning and implementation of communication campaigns" is
implemented at the Faculty of Advertising and Public Relations by the Department of Branding
and Visual Communications.

Target training in the discipline "Planning and implementation of communication
campaigns" - to form a holistic, complete understanding of the essence and content of a
comprehensive advertising and PR campaign, its tasks and functions, the nature and features of
the implementation of advertising campaigns and events, the forms and methods of selling
goods, the formation demand, incentive systems, features of wholesale and retail trade,
marketing management based on the active use of the latest PR technologies, using the benefits
of a comprehensive advertising and PR campaign in the process of influencing the target
audience.

Tasks studying the discipline "Planning and implementation of communication
campaigns": the formation of students' scientific understanding of the essence and content of a
comprehensive advertising and PR campaign; disclosure of the main features and main stages of
the development of a comprehensive advertising and PR campaign; familiarization with the
practice of developing and conducting a comprehensive advertising and PR campaign;
developing skills for analyzing and evaluating the effectiveness of a comprehensive advertising
and PR campaign.

The discipline (module) is aimed at developing the following competencies:

UC-2. Able to manage a project at all stages of its life cycle

As a result of mastering the discipline, the student must:

To know:
basic requirements for goals;
the specifics of goal-setting when planning communication campaigns;
types of plans and features of their implementation;
features of planning in communication campaigns;
approaches and methods of control of individual stages of a communication
project;
features of communication project management at various stages of the life cycle;
reporting requirements;
features of presentation and protection of independently developed
communication projects;
to be able to:

v' formulate the goals of communication companies;

v’ develop plans for communication campaigns;

v" plan and allocate project resources according to the main stages of the plan
implementation;
to solve the problems of providing the project in a timely manner;
predict changes in the management of the stages of a communication campaign;
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v' generate reporting documentation for the implemented project;
v’ determine the type of communication project;
to own:
v’ skills of practical application of the studied approaches to the formation of the
goals of communication projects;
risk forecasting skills when planning communication projects;
skills to adapt a communication project to changes in the external environment;
skills of changing plans depending on the stage of the life cycle of a
communication campaign;
v' skills of public presentation of the achieved results;
v the skills of conducting research work as part of a communication campaign;
GPC - 4 Able to analyze the needs of society and the interests of the audience in order to predict
and meet the demand for media texts and (or) media products, and (or) communication products
To know: the specifics of the process of studying audiences
To be able to: organize the study of audiences; use the results obtained in the preparation of
communication products
To own: skills in developing and implementing communication products
The discipline (module) provides for intermediate certification in the form of an exam.
The total labor intensity of mastering the discipline is 4 credit units.
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YIIPABJIEHUE KOMMYHUKAIIMOHHBIMHU ITPOEKTAMMUM / COMMUNICATION
PROJECT MANAGEMENT

HucumminHa  «YnpaBieHUE KOMMYHUKAIIMOHHBIMU —TPOEKTAMH» peaau3yeTcs Ha
(dakynpreTe peKiIamMbl M CBsi3eld C OOIIECTBEHHOCTHIO Kadenpoit OpeHIuHTa M BU3YaIbHBIX
KOMMYHHUKAIAN.

Heap oOydeHus NO AUCHHUILTUHE «YIpPaBIEHUE KOMMYHUKAIIMOHHBIMU TPOCKTAMU») -
HAy4YWTh  CTYIEHTOB MArucTparypbl  MOJb30BaThCd  MHUHUMAJIBHBIM  MPAKTHYECKUM
WHCTPYMEHTAapUEM M MNpPUMEPAMHU OINbITAa JPYrHUX OPraHU3alMil B IPOLECCE YIPABICHUS
KOMMYHHKAITMOHHBIMH TIPOCKTaMH, YTOOBI, paboTasi B KOMIIAHWW W TIOJTYYUB 33]1a4y YIIPABICHHS
KOMMYHHUKAITUOHHBIMH ~ TIPOEKTaMH, CTYJAEHT MAarucTparypbl CMOT OBl CaMOCTOSITEIIEHO
OpraHW30BaTh M TMPOBECTH JAHHYIO pab0Ty B MaKCHMaJIbHO KOPOTKHH CpPOK, Ka4€CTBEHHO U
s dekTuBHO, CcHOPMUPOBATH TEOPETHUYECKUE M TNPAKTUYECKUE HABBIKU YIPABICHUS
KOMMYHHUKAIIMOHHBIMHA MPOECKTAMH.

3agauu U3yyeHus: JUCHUIUIMHBI « YIIpaBIeHHE KOMMYHUKAIIMOHHBIMU IIPOEKTaMU:

- ONpEeAeNTh LEJIH MPOEKTa, PacCTaBIsATh MPUOPHUTETHI U ONTUMAIBHO MCIOJIb30BaTh
HMMEIOLLUECS PECYPCHI;

- COCTaBJISITh IJIaH JEWCTBUU C YYETOM BO3MOXKHBIX IMOTEHIIMAJIBHBIX MPENSTCTBUM,
ONPENEIIATh 0KUIAEMBIE PE3YyJIbTaThl PEILICHHS TOCTABICHHBIX 3a/a4;

- pemarb KOHKPETHBIE 3aJa4d MPOEKTa Ha KAY€CTBEHHOM YPOBHE M B HAMEUECHHBIE CPOKHU;
aIanTUPOBaTh PAOOTHI MO MPOEKTY C YIETOM H3MEHHUBIIUXCSI 0OCTOSITENBCTB;

- TIPUMEHATH M OOOCHOBBIBATH COOTBETCTBYIOIIME METOJbI YIPABICHUS MPOEKTOM Ha
BCEX ATalax ero >XU3HEHHOTO ITUKIIA;

- TPEACTaBIATh H 3AIIUINATh CaMOCTOSTEIBHO pa3pabOTaHHBIN MPOEKT JHOO0O0TO THUIIA,
BKJTIOYAs HCCIIEIOBATENLCKYIO PadoTy;

- (hopMupoBaHHE y CTYAEHTOB CHCTEMHOTO YIPABICHUYECKOTO MBIIIJICHHUS, TBOPUYECKOTO
MOAXO0/Ia K YNPABJIECHUIO CIOXKHBIMA HW3MEHEHUSIMH C MCIOJIb30BAHHMEM METOJOB IPOEKTHOIO
YIIPaBIICHUS;

- pa3BUTHE HMHTEepeca K O0O0IacTh WCTIONB30BAHHUS METOJOB YIPABICHHS MPOCKTaMH,
HCCIIEIOBAHUIO YIPABICHYECKUX MPOILECCOB, a TAKKE CTUMYJIUPOBAHHE TBOPUYECKOTO MOJIX0Aa K
pabote B 3TOIi 00MaCTH;



- ¢opMHpOBaHHE 3HAHUNA U YMEHUH MOJIB30BAHUS COBPEMEHHOTO MHCTPYMEHTAapus IMpH
paboTe 1 ynpaBIeHUN KOMMYHHKAIIMOHHBIMA TIPOCKTAMU;

- MUMETh HaBBIKM (IIPUOOPECTH OMBIT): MCIOIH30BAHUS WHCTPYMEHTAPHUS MPOEKTHOTO
YIOpaBJIeHUS 7S TOCTHKEHUS MTOCTABJICHHBIX el U 3a71a4 MPOeKTa.

JucuuruinHa (mModyns) HanpaBiieHa Ha (YOPMHUPOBAHUE CIEIYIOIINX KOMICTSHIUI:

VYK-2. CriocobeH yrpaBisiTh TPOSKTOM Ha BCEX ATarax ero )KU3HEHHOTO ITUKJIIa

OIIK-1 CnocoGeH miaHMpOBaTh, OPraHU30BBIBATH U KOOPAMHUPOBATH MPOLECC CO3TaHUS
BOCTpPEeOOBaHHBIX OOIIECTBOM M MHAYCTPHEH MEIUaTeKCTOB U (WJIM) MEAMANPOAYKTOB, U (WJIH)
KOMMYHUKAIIHOHHBIX TPOIYKTOB, OTCJIEXKHBATh W YUYHUTHIBATh M3MEHEHHE HOPM DPYCCKOTO U
MHOCTPAHHOTO SI3BIKOB, 0COOEHHOCTEH MHBIX 3HAKOBBIX CUCTEM

OIIK-7 CnocoGeH OlLieHHBAaTh U MPOTHO3UPOBATh BO3MOXKHBIE 3((dekTsl B Menuacdepe,
clieys IPUHILIUIIAM COLIMaJIbHOW OTBETCTBEHHOCTH

B pesynbrare ocBOeHUs AUCHUIUIMHBI O0YYaIOLIHICS JOIKEH:

3namo:
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OCHOBHBIE TPEOOBaHUS K LIEJISAM;

cnenu(UKy menenoiaraHus Mpy IIaHHPOBAaHHH KOMMYHUKAIIHOHHBIX KaMIIaHHI;
BUJIbI IJTAHOB M OCOOCHHOCTH UX peasu3aliii;

0COOCHHOCTH TUTAHMPOBAHUS B KOMMYHHKAIIMOHHBIX KaMITaHUH;

HOAXO/IbI U METO/IbI KOHTPOJISL OT/IEIBbHBIX 3TAllOB KOMMYHHUKAIITHOHHOTO MPOEKTA;
0COOCHHOCTH YIIPABJICHUS KOMMYHHUKAIIMOHHBIM IIPOCKTOM Ha Pa3IMYHbBIX dTarax
AKHU3HEHHOTO ITUKIIA;

TpeOoBaHUs K GOPMUPOBAHUIO OTYETHOCTH;

0COOEHHOCTH MPEICTABICHUS U 3aLIUThl CAMOCTOSITEIbHO pa3paboTaHHBIX
KOMMYHUKAIIHOHHBIX TPOEKTOB;

HPUHIMIBI OLIEHKH U IPOTHO3UPOBAHUS BO3MOXKHBIX 3 (EKTOB
npodeccroHaNbHOU IeATeTLHOCTH

HPUHIMIBI OLIEHKH U POTHO3UPOBAHUS BO3MOXKHBIX 3 (EKTOB
npodeccroHaNbHOU IeATeTbHOCTH

Ymemeo:

v
v
v
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dbopMymHpOBATh 1S KOMMYHHUKAITMOHHBIX TPOEKTOB;

pa3pabaThIBaTh MJIaHB KOMMYHHUKAIIMOHHBIX KaMITaHUH;

IJIAHUPOBATH U PACHPEIEIATH PECYPCHI MPOEKTA [0 OCHOBHBIM dTallaM
peanu3anuy 1njiaHa;

pelaTh 3aa4u 00eCTIedeHHsI POCKTa B YCTAHOBIEHHBIC CPOKH;
MIPOTHO3UPOBATH U3MEHEHHS B YITPABJICHUH 3TallaMH KOMMYHHUKAIIMOHHOM
KaMIIaHUWY;

(hopMHUpPOBATh OTYETHYIO TOKYMEHTAIIUIO TI0 PEATU30BAaHHOMY MPOCKTY;
ONpeaensaTh TUIl KOMMYHUKAIIMOHHOTO TPOEKTA;

YIPABJISITH MPOIECCOM MOATOTOBKH PA3IUYHBIX KOMMYHHUKAIIMOHHBIX MPOTYKTOB
OCYILECTBIIATh OLIEHKY U IPOTHO3UPOBAHHUE PE3YJIBTATOB MPOEKTA

Braoemes:

v

v

HaBBIKAMU MPAKTHYECKOTO MPUMEHEHHS U3yUYEeHHBIX MOJXO0A0B K (POPMHUPOBAHUIO
1esieii KOMMYHHKAIIMOHHBIX TIPOCKTOB;

HaBBIKAMU MPOTHO3UPOBAHUS PUCKOB MPH MJIAHUPOBAHUH KOMMYHHUKAITUOHHBIX
IIPOEKTOB;

HaBBIKAMU aJlalTalliil KOMMYHHMKAIIMOHHOTO POEKTa M0/l U3MEHEHUs BHELITHEH
Cpensl;

HaBBIKAMHU M3MEHEHHs IUIAHOB B 3aBUCUMOCTH OT 3Tara >KU3HEHHOT'O LIUKJIa
KOMMYHUKAIIHOHHON KaMITaHUH,

HaBBIKaMU ITyOJIUYHOTO MPEACTABICHUS JOCTUTHYTHIX PE3yJIbTaTOB;



v/ HaBBIKAMH TIPOBEICHHUS UCCIIEIOBATEIBCKON Pa0OTHI B pAMKax
KOMMYHHKaHHOHHOﬁ KaMIIaHWH,
v/ HaBBIKAMH YIIPABJICHUS MIPOIIECCOM TTOJTOTOBKH KOMMYHUKAIHOHHBIM TIPOYKTOM
v/ HaBBIKAMH OIICHKH W NIPOTHO3UPOBAHUS PE3YIBTATOB KOMMYHHUKAI[MOHHOM
JeSITeIbHOCTH
[To nucuumuHe (MoOyn10) TPENYCMOTPEHAa MPOMEXKYTOUYHAsl arTecTamuss B (dopme
9K3aMeHa.
OO6mmas Tpy10€MKOCTh OCBOCHUS JUCITUTUTHHBI COCTABIISAET 3 3aU€THHIC CTMHUIIBI.

The discipline "Communication Project Management" is implemented at the Faculty of
Advertising and Public Relations by the Department of Branding and Visual Communications.

Target training in the discipline "Communication Project Management" - to teach
master's students to use the minimum practical tools and examples of the experience of other
organizations in the process of managing communication projects, so that, working in a company
and having received the task of managing communication projects, a master's student could
independently organize and carry out this work in as soon as possible, qualitatively and
efficiently, to form theoretical and practical skills in managing communication projects.

Tasks studying the discipline "Management of communication projects":

- define the goals of the project, prioritize and make optimal use of available resources;

- draw up an action plan taking into account possible potential obstacles, determine the
expected results of solving the tasks;

- solve specific tasks of the project at a qualitative level and within the scheduled time
frame; adapt project work to changing circumstances;

- apply and justify appropriate project management methods at all stages of its life cycle;

- present and defend independently developed project of any type, including research
work;

- the formation of students' systemic managerial thinking, a creative approach to
managing complex changes using project management methods;

- development of interest in the field of using project management methods, the study of
management processes, as well as stimulating a creative approach to work in this area;

- formation of knowledge and skills to use modern tools in the work and management of
communication projects;

- have skills (gain experience): use of project management tools to achieve the goals and
objectives of the project.

The discipline (module) is aimed at developing the following competencies:

UC-2. Able to manage a project at all stages of its life cycle

GPC-1 Able to plan, organize and coordinate the process of creating media texts and (or)
media products and (or) communication products in demand by society and industry, track and
take into account changes in the norms of Russian and foreign languages, features of other sign
systems

GPC-7 Able to evaluate and predict possible effects in the media sphere, following the
principles of social responsibility

As a result of mastering the discipline, the student must:

To know:
basic requirements for goals;
the specifics of goal-setting when planning communication campaigns;
types of plans and features of their implementation;
features of planning in communication campaigns;
approaches and methods of control of individual stages of a communication
project;
v' features of communication project management at various stages of the life cycle;
v’ reporting requirements;
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v' features of presentation and protection of independently developed
communication projects;

v' principles for assessing and predicting the possible effects of professional activity

v’ principles for assessing and predicting the possible effects of professional activity

to be able to:

v' formulate the goals of communication projects;

v develop plans for communication campaigns;

v" plan and allocate project resources according to the main stages of the plan
implementation;
to solve the problems of providing the project in a timely manner;
predict changes in the management of the stages of a communication campaign;
generate reporting documentation for the implemented project;
determine the type of communication project;
manage the process of preparing various communication products
evaluate and predict the results of the project
to own:
skills of practical application of the studied approaches to the formation of the
goals of communication projects;
risk forecasting skills when planning communication projects;
skills to adapt a communication project to changes in the external environment;
skills of changing plans depending on the stage of the life cycle of a
communication campaign;
skills of public presentation of the achieved results;
the skills of conducting research work as part of a communication campaign;
skills in managing the process of preparing a communication product
skills for evaluating and predicting the results of communication activities
The discipline (module) provides for intermediate certification in the form of an exam.
The total labor intensity of mastering the discipline is 3 credit units.
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TEXHOJIOTUU BPEHIUHTA / BRANDING TECHNOLOGIES

Jucummuinna «TexHonoruu OpeHIuHra peaausyercs Ha (akyabTeTe peKiamMbl U CBs3eil
C 00I11eCTBEHHOCTHIO Kaeapoit OpeHANHTra U BU3yalbHbIX KOMMYHHUKALIUH.

Hesab AucuMMINHBI — B 00beMe yueOHOro IMJIaHa MOJArOTOBUTH MarucTpa, 001aJaroIero
3HaHUAMU O MEXaHHM3ME CO3/J[aHMs, MO3WLIUOHUPOBAHMS U MPOABMXKEHUS OpeHza, yHpaBiIeHUs
OpeHJIOM C TPUMEHEHHEM MApKETHHTOBBIX TEXHUK M CHHXPOHU3AIMM JESITEIbHOCTH BCEX
MoJpa3ieJeHU KOMITAaHUH JJIs JaJIbHEHIIero pa3BUTus OpeHaa.

3agauy JMCHMIIMHBL: TIOATOTOBUTH MarucTpa K peajn3alyy CIeIyoIX KOMIIETEHIUI
OpeHI-MEHeKepa:

o co3JlaHue OpeHna;

NoJI/Iep>KaHue U COXpaHEeHUe OpeHa.

TUTAHUPOBAHKUE COCTABIISIOIMX marketing mix OpeHna;

WCCTIEIOBAHMSI PhIHKA U OpEH/Ia;

OpeH/I-TPEKHUHT;

IUTAaHUPOBAHKUE M KOHTPOJIb IPOU3BOJICTBA TOBAPOB, OOBEINHEHHBIX OPEHIOM;
IUTAHUPOBAHMSI U YIIPABJICHMSI TPOJasKaMu;

IUTAaHUPOBAHKE, OPTaHU3AIMs U TPOBEICHUE PEKJIAMHBIX KaMIIaHHI;

o KOHTPOJIb PEHTa0eIbHOCTH OpeH/a.

JlucuuninuHa HarpaBiieHa Ha (pOpMUPOBAHUE KOMIIETEHLINI:

I1K-3 CnocobeH pa3pabarbeiBaTh, TECTUPOBaTh M BHEIPSATh MHHOBALMOHHBIE TOBApHI
(ycnyr), co3naBaTh HeMaTepHUaibHbIE aKTUBBI (OPEH/IbI) U YIIPaBJIATh UMU B OpraHU3aLMH



B pesynbsrare 0CBOCHUS AUCIUILTUHBI 00yYaIOIIHIACS JTOJKEH:
3HaTh!
- OCHOBHBIC (YHKIIMH TIOApA3ACICHUNA H CIy’)KO OTAENOB TIO peKjJamMe M CBS3SIM C
00IIIECTBEHHOCTBIO;
- TEXHOJIOTHIO TIOITOTOBKM pPEKOMEHIAIMH [UIS TPHHATHS MApKETHHTOBBIX pEIICHUH B
OTHOUICHUH TOBapoB (yCIyT, OpeHI0B);
- MeTO/IbI cOopa 1 aHanmu3a HHQGOPMAIMH ISl PEIICHUS 110 YIIPABICHUIO OpEHINHTOM;
- OCHOBBI ITPOEKTHO-aHATTUTUYECKOH IeATETbHOCTH B KOMMYHHUKALIMOHHOM cdepe;
- 0COOCHHOCTH TIOCTPOCHUSI MAPKETUHTOBON MATPHIIBI M KOHIICTIIUY OpEHINHT A,
- IOHATHUE U CYUIHOCTh UMUJKA OpeH/ia, peryTaluu;
- IPUHIUTIBI YIIPABICHUS UMHUDKEM OpeH/Ia ¥ eIy TallHOHHBIMH PHUCKAMU;
- OCHOBHBIE HH(POPMAIIHOHHBIE TEXHOJIOTUH, UCTIOIb3YEMbIE /ISl OPEeHIMHT A,
- IPUHIUTIBI YIIPABICHHUS OPEHANHTOM: TUTAHUPOBAHNE, OPTaHU3aIHs, OlleHKa () (HEKTUBHOCTH;
- CTpaTeruy ynpasieHus noprdenem OpeH10B;
- OCHOBHBIC KOHIIETIIINY TEOPUU OpPECHI-MEHEDKMEHTA;
- OCHOBHBIE€ METOJIbl IPUHATHS CTPATETUYECKUX PEIICHUH B OpEeHIMHTe
YMeTsb:
- BBICTpauBaTh pabOTy MOpa3/eIeHUs B pealn3allii TEXHOJIOTUI OpeHIMHTa;
- TOTOBUTH PEKOMEHJAIMHU U TPUHATHS MAapKETHHTOBBIX PEIICHWH B OTHOIICHWH TOBApOB
(ycmyr, OpeHaoB);
- HCTIOJTB30BaTh COOTBETCTBYIOIINE METO/IBI aHAITN3A;
- Ha OCHOBE pe3y/lbTaToOB M BBIBOJIOB aHaJIM3a pa3palaThIBaTh MPOEKTHI U KaMIlaHUU B cdepe
OpeHauHra;
- OICHMBaTh BIHUSHHE (AKTOPOB BHEIIHEH M BHYTpEHHEH cpelnpl Ha HKOHOMHUYECKYIO
3¢ (GEeKTUBHOCTD AE€ATEIbHOCTH MPEAIPUSITHS;
- IPOBOJIUTH JMArHOCTUKY KOMIIAHUU KIMEHTA;
- pa3zpabaTbIBaTh CTpaTeruu yNpaBieHus OpeHIUHIOM U IopTdeneM OpeHI0B;
- ONITUMU3UPOBATh MapOYHbII MOPTQEb;
- IPOBOJIMTH MEPOTIPUSTHS IO 03I0POBICHHUIO OpEH/Ia;
- CO3/1aBaTh U MOJCPKUBATh UMUK OpeH/1a ¢ TOMOIIbI0 HHCTPYMEHTOB KOMMYHHUKAIIH;
- AaHAJIM3UPOBATH KIIFOUEBBIE TPOOIIEMBI OPEH I-MEHEHKMEHTA;
- IPUHUMATh ydacTHe B pa3paboOTKe M peanu3aliy CTpaTeruu OpeHIUHra Ha OCHOBE aHajH3a
JTaHHBIX MAPKETHHTOBBIX HCCIIEOBAHUIM
Bnagers:
- OCHOBHBIMH ()OpMaMH aIMHUHHUCTPATHBHO-OPTaHU3AIIMOHHOTO U CTPATETHYECKOTO YIIPABICHUS
OpeHANHTOM;
- HAaBBIKOM TIOATOTOBKH PEKOMEHAANNH ISl IPHHATUS MAPKETHHTOBBIX PEIICHUH B OTHOIICHUN
TOBapoB (ycIiyT, OpeHI0B);
- HaBBIKAMU CUTYallMOHHOTO aHaJIN3a;
- HaBBIKaMU pa3pabOTKH KOMMYHHUKAITMOHHBIX KaMIIaHUH OpeHa;
- HAaBBIKOM TIOCTPOEHUSI MAPKETUHTOBON MATPHUIIBI M KOHIICTIITUN OpEHIMHT A,
- IPUHLUIIAMU U METOJAMHU JIMHEHHOI0 U KaTeropUajIbHOTO paclIupeHust OpeHI0B;
- TEXHOJIOTHYECKUMH PEIICHUSIMH, TEXHHUECKAMHU CPEIICTBAMH, TIPUEMAaMHU M METOIaMH OHJIAH
1 o(aifH KOMMYHHMKalUi B TPO(eCcCHOHANBHOM NeATETbHOCTH 110 OPEHIMHTY.

Ilo JAUCHUIIIIMHE MTPEAYCMOTPCHA IIPOMCIKYTOUHAA aTTCCTAlUA B (bopMe OK3aMcCHa. 0611_13.51
TPYAOEMKOCTE OCBOCHHA JUCIHUIIIIMHBI COCTABIACT 4 3a4eTHBIX CANHUIIBI.

The discipline "Branding Technologies" is implemented at the Faculty of Advertising and
Public Relations by the Department of Branding and Visual Communications.



Purpose of the discipline— within the scope of the curriculum, prepare a master who has
knowledge of the mechanism for creating, positioning and promoting a brand, managing a brand
using marketing techniques and synchronizing the activities of all departments of the company
for the further development of the brand.

Tasks of the discipline: to prepare a master for the implementation of the following
competencies of a brand manager:

o brand building;
maintaining and preserving the brand.
planning the components of the brand's marketing mix;
market and brand research;
brand tracking;
planning and control of production of goods united by the brand;
sales planning and management;
planning, organizing and conducting advertising campaigns;
brand profitability control.

The discipline is aimed at the formation of competencies:

PC-3 Able to develop, test and implement innovative products (services), create
intangible assets (brands) and manage them in the organization

As a result of mastering the discipline, the student must:
To know:
- the main functions of divisions and services of departments for advertising and public relations;
- technology for preparing recommendations for making marketing decisions in relation to goods
(services, brands);
- methods for collecting and analyzing information for a branding management solution;
- basics of design and analytical activities in the communication field;
- features of building a marketing matrix and branding concepts;
- the concept and essence of brand image, reputation;
- principles of managing brand image and reputational risks;
- the main information technologies used for branding;
- branding management principles: planning, organization, performance evaluation;
- brand portfolio management strategies;
- basic concepts of brand management theory;
- the main methods of making strategic decisions in branding
To be able to:
- to build the work of the department in the implementation of branding technologies;
- prepare recommendations for making marketing decisions regarding goods (services, brands);
- use appropriate methods of analysis;
- based on the results and conclusions of the analysis, develop projects and campaigns in the
field of branding;
- evaluate the influence of factors of the external and internal environment on the economic
efficiency of the enterprise;
- to carry out diagnostics of the client's company;
- develop branding and brand portfolio management strategies;
- optimize brand portfolio;
- carry out activities to improve the brand,
- create and maintain brand image with the help of communication tools;
- analyze the key problems of brand management;
- take part in the development and implementation of a branding strategy based on the analysis
of marketing research data
To own:
- the main forms of administrative, organizational and strategic management of branding;



- the skill of preparing recommendations for making marketing decisions regarding
goods (services, brands);

- Situational analysis skills;

- skills in developing brand communication campaigns;

- the skill of building a marketing matrix and branding concept;

- principles and methods of linear and categorical expansion of brands;

- technological solutions, technical means, techniques and methods of online and offline
communications in professional branding activities.

The discipline provides for intermediate certification in the form of an exam. The total labor
intensity of mastering the discipline is 4 credit units.

KOPIIOPATUBHAS KYJIBTYPA U IEJIOBAS PEITYTALIUS / CORPORATE
CULTURE AND BUSINESS REPUTATION

Heap ocBoenust auciuiuiiHel «KopmopaTuBHasi Ky/abTypa M JejioBasi penmyTamus» -
¢dopmupoBanue y obyuaronmxcs komnereHuuii IIK-2 B pa3nuunbix chepax nesTeqbHOCTH B
coorBeTcTBUM C TpeboBanusmu PI'OC BO 3++ no Hampasienuto moaroroBkm 42.04.01
«Pexy1ama M CBSI3M ¢ 00LIECTBEHHOCTHIO» , NPOUIbL «bpenounz u denogas penymavusn»
(marucTparypa); J1arb MarucTpaHTy CHCTEMHOE TPEACTAaBIEHHE O  COBPEMEHHOM
KOpPIIOPAaTUBHOMN KYJBTYpE, HCIOJIb30BATh TOCTH)KEHUSI OTEUECTBEHHON U MUPOBOW KYJIBTYpPHI, a
TaKKke, CIOCOOCTBOBAaTh NPHUMEHEHHI0O B TNPOPECCHOHANBHOM NIeATENbHOCTH KOMILJIEKC
COBPEMEHHBIX TEXHOJIOIMUECKHUX PELICHUH, TEXHUYECKUX CPEACTB, IPUEMOB U METOIOB OHJIANH
u odnaliH KOMMYHMKAallMi [ TOATOTOBKM TEKCTOB pekjJaMbl M (WIM) CBA3edl cC
00I1IeCTBEHHOCTHIO, pealn3alluil KOMMYHHMKAIIMOHHOTO POYKTa

3agaum IMCHUIIUHBI:

1) OCBCTHUTDH OTaIlbl U TCHACHIWU PAa3BUTHUA OTCYHCCTBCHHOI'O U MHUPOBOI'O KYJIBTYPHOI'O
npoliecca, a TaKk)ke COBPEMEHHbIE OHJIAlH U 0QIIaiiH TEXHOIOTHUH BBICTPAaUBaHUS KOMMYHHUKAIIUI
C Pa3HBIMHU CTEHKXOIIepaMu (OpraHaMH TOCYIapCTBEHHOM BIACTH, (PMHAHCOBBIM COOOIIIECTBOM,
Menua, JOKaJIbHBIMU COOOIIECTBaMHU, MOTPEOUTENIMH, OOIIECTBEHHBIMH OpPraHU3ALUsAMH) TPU
IMOATOTOBKE TCEKCTOB PEKJIIAMbl U CBSI3EH C O6HI€CTB€HHOCTBIO N HWHBIX KOMMYHHUKAIIUOHHBIX
IIPOAYKTOB;

2) Hay4uTh CTYACHTOB aHAJU3UPOBATH U MCIIOJIB30BATh JOCTHIKEHUSI OTE€UECTBEHHOW U MUPOBOI
KyJBTYpBl TIPH HOATOTOBKE TEKCTOB PEKJIaMbl U CBs3el C OOIIECTBEHHOCTHIO M (MJIM) WHBIX
KOMMYHHKAIIMOHHBIX TIPOAYKTOB, a TaK¥XCE p33p36aTI)IBaTB U TIPUMCHATH COBPEMCHHBIC
TEXHOJIOTMM OPTraHM3alMHU CIEHUATBHBIX MEpONpUATHIl B paboTe C pa3IMyHBIMHU IIEJICBBIMU
ayIUuTOPUAMU;

3) BeipaboTarh y CTyI€HTOB HaBBIKH BJIa/ICHUS] COBPEMEHHBIMU TEXHHUECKUMHU CPEICTBAMH
U UHTCIprUpPOBaTb COBPEMCHHLBIC TCXHOJOTHUH III/I(i)pOBI)IX KOMMYHI/IKaI_[I/II\/'I n cnoco0CTBOBATH
HCIIOJIb30BaHUIO JOCTHKEHHUS OTEYECTBEHHOW M MHUPOBOM KYJIBTYPBI IIPH IOATOTOBKE TEKCTOB
pexiIamMbl U CBsi3ed C OOIIECTBEHHOCThIO U (WiM) pa3paboTKe W peanu3alud HHBIX
KOMMYHHUKAIIMOHHBIX ITPOAYKTOB;

HucuunnuHa «KopmopaTtuBHasi KyjabTypa u [eJioBasi pemyTalusl» HampaBlieHa Ha
(dhopMUpOBaHUE CICAYIONUX KOMITCTSHITUH:
[TIK-2 CniocoGeH ynpaisaTh nHpOpMaIuei u3 pa3TundHbIX HUCTOYHUKOB.

B PE3YIbTAaTC OCBOCHUA TUCIHUIIJINHBI 06yqa}01u1/1171051 JOJIZKCH:

3HaTk:
- OCHOBHBIE TTPUHITUITBI OPTAaHU3AIMOHHOTO PA3BUTHS;



- TOAXOHAbI, KOHLENUHWH, METOAOJOTMH, METOAbl KYIbTYPOJIOTHMH, APYIMX COLHAIBHBIX U
T'YMaHUTAPHBIX HAYK;

- crien(pUKy U3ydeHUs KyIbTyphl B paMKaxX COIMAIbHO-HAYYHOTO U TYMaHUTAPHOTO 3HAHUS,

- JTanbl M TEHJICHIIMW Pa3BUTHS OTEYECTBEHHOTO M MHPOBOIO KYJBTYpPHOTO MpoIecca IMpHu
MOJITOTOBKE TEKCTOB PEKJIaMbl M CBsI3€d C OOIIECTBEHHOCTHIO M HMHBIX KOMMYHHUKAIIMOHHBIX
MPOYKTOB;

- IPUHIUIBI GOPMUPOBAHUS U PYHKIIMOHUPOBAHUS OPTaHU3AIIMOHHON KYIBTYPHI;

- JIOKYMEHTBI, PErIaMEHTHPYIOIINE KOPIOPATHUBHYIO KYJIbTYpPYy OpraHU3aluy, TPUHIUIBI
OpraHu3aluy;

- OCHOBBI, CTPYKTYpYy, OCHOBHBIC KOMIIOHEHTHI, COEpkaHue, (PyHKIHUU, YPOBHU, THUIIOJOTHUIO
KOPIIOPaTUBHOM KYJIBbTYpBbI;

- COBpPEMEHHBIC OHJIAWH W OQUIaifH TEXHOJIOTHH BBICTPAWBAaHUS KOMMYHHUKAIIMH C pPa3HBIMU
CTeKkxonaepaMu (OpraHamMH TOCYIapCTBEHHOW BIIACTH, (DMHAHCOBBIM COOOIIECTBOM, MeEIua,
JIOKaJILHBIMH COOOIIIECTBAMU, TIOTPEOUTENSIMH, OOIIIECTBEHHBIMU OPTaHU3AIMSIMHU);

- CyIIHOCTh W TOHSTHE (PUPMEHHOTO CTHJIS OpraHU3aIllMU; MEXaHU3MbI BIUSHUS (UPMEHHOTO
CTHJISI HA KOPTIOPATUBHYIO KYJIBTYPY M UMHJIK OpeHIIa;

- CHUCTeMY YpPOBHEM  OpPraHM3allMOHHOIO  B3aUMOJCHCTBHS,  BHYTPHUKOPIIOPaTUBHBIE
MH()OPMAITMOHHO-KOMMYHHKAITMOHHBIC TIOTOKH, COBPEMEHHBIE TTPOCKTHBIC TEXHOJIOTUN

YMerTs:

- ONpENEeNsATh BO3MOXKHOCTM M TPaHMIBl MPUMEHEHHUS Pa3TUYHBIX COLUMAIBHO-HAYYHBIX U
TYMaHUTAPHBIX TEOPUI B METOJIOB pabOThI ¢ MH(POPMAITHEI;

- BBIJICJISITH TICUXOJIOTHYECKHUE MPOOIEMBbI B OPTaHU3AIIMOHHOM Pa3BUTHH M OCYIIECTBIATh UX
aHaJun3;

- AQHAJIM3HPOBATh M HCMOJB30BaTh JOCTHUKEHUS OTECYECTBEHHOM M MHUPOBON KYJIBTYpbl TpHU
MOJITOTOBKE TEKCTOB PEKJIAMBI U CBSI3€H ¢ 00IIECTBEHHOCTHIO U (MJIH) MHBIX KOMMYHHKAITHOHHBIX
MPOYKTOB;

- HCHOJb30BaTh JICWCTBYIOLIEE 3aKOHOAATENBLCTBO Poccuiickorn Penepauuu, NpaBOBbIE
JIOKYMEHTBI ISl TIOBBIMICHUS PE3yTFTaTUBHOCTH CBOCH JCSITEIBHOCTH B c(hepe KOpmopaTHBHOM
KYJIBTYpBI;

- pa3nuyuath (POPMBI BRIPAKEHUS KOPHOPATHUBHON KYJIBTYPHI, BHUABI KOPIOPATHBHON KYJIBTYPHI
(BHYTpEeHHSII M BHEIIHSS, OOBEKTUBHAsS W CYObEKTHBHAs, IIO3UTHUBHAS U HETraTHUBHa,
JOMHHHPYIOIIAs U KOHTP-KYJIBTypa U T.11.);

- pa3pabaTpiBaTh W TIPUMEHSATH COBPEMEHHBIE TEXHOJOTHH OPTaHHW3AIMH CIEIUATbHBIX
MEPOTIPUITHIA B pab0Te ¢ pa3IMYHBIMU IIEJICBBIMU ayTUTOPHSIMU;

- pa3pabarbiBaTh TEXHHYECKHE 3aJaHHUS Ha CO3JaHHEe aTpuOyToB OpeHIa, >IEeMEHTOB
(bUPMEHHOTO CTHJISI OpPTaHU3AINH;

- Cco3/1aBaTh BpEMEHHBIC OIEpaTHUBHBIC pabouue TPyMHMbl [JIs PEIIeHUs KOHKPETHBIX 3ajad,
y4acTBOBATh B MX pabOTE, UCTIOB3Ysl COOTBETCTBYIOIINE METOIbI KOPIIOPATUBHOM KYJIBTYPHI
Brnanets:

- TIOHSATUWHBIM anmapaToM COBPEMEHHOHN KYJIBTYPOJOTHH, AUCUUILIMH COLMATbHO-HAYYHOTO U
TYMaHUTAPHOTO IIUKJIA;

- HAaBBIKAMH TIOCTAHOBKM W pEIICHHWs 3a7ad B O0OJAaCTH KOHCYJIBTUPOBAHHS  TIO
OpPraHu3allMOHHOMY Pa3BUTHIO;

- JIOCTHXEHUSMHU OTEUECTBEHHOW M MHUPOBOM KYJIBTYPhI MPH MOJATOTOBKE TEKCTOB pEKJIaMbl U
CBsI3el C OOIIECTBEHHOCTHIO M (WJIM) pa3paboTKe M pealu3aluyd WUHBIX KOMMYHUKAI[MOHHBIX
MPOYKTOB;

- METOJIaMH aHaJiM3a U UCCIIEA0BaHUS OCHOB KOPIIOPATUBHOM KYJIBTYPBbI;

- HaBBIKaMH, OOECIEeYNBAIOMUMU (HOPMHUPOBAHHUE, TIONICP)KAHIE U U3MEHEHHUE KOPIOPATHBHOM
KYJIBTYPBI;

- COBPEMEHHBIMM TEXHUYECKUMHU CpPEJICTBAMU W HHTETPUPOBATH COBPEMEHHBIE TEXHOJIOTHUHU
U(GPOBBIX KOMMYHHKAIIMA IS TIOATOTOBKM TEKCTOB pekjaamMbl © (WIH) CBA3ed C
00IIIeCTBEHHOCTHIO, PeaTM3aIllii KOMMYHHUKAITMOHHOTO MTPOYKTA;



- HaBBIKaMU pa3paboTku OpeHa-0yKa;
- HaBBIKAMH TIPOEKTHOH JEATENIFHOCTH BO BHYTPUKOPIIOPATHBHON cdepe, MeTomaMu |
crioco0amMy pean3aliy MpOeKTOB.

[lo mucuunnuHe «KopmopaTtuBHasi KyJbTypa H JAe10Bas penyTanus» IpeIyCMOTpEHa
MIPOMEXKYTOUYHAsI aTTecTalus B popme nuddepeHIpoBaHHOIO 3aueTa.

OO6m1ast TpyI0EMKOCTh TUCIMIUIMHBI COCTABIISET 3 3a4€THBIC CTUHUIIBI.

Target mastering the discipline "Corporate culture and business reputation" - the formation of
students' competencies PC-2 in various fields of activity in accordance with the requirements of
the Federal State Educational Standard of Higher Education 3 ++ in the direction of preparation
42.04.01 "Advertising and Public Relations", profile "Branding and business reputation
"(Master's degree); to give the undergraduate a systematic understanding of modern corporate
culture, to use the achievements of domestic and world culture, and also to promote the use in
professional activities of a complex of modern technological solutions, technical means,
techniques and methods of online and offline communications for the preparation of advertising
texts and (or) public relations , implementation of the communication product

Discipline tasks:
1) highlight the stages and trends in the development of the domestic and world cultural process,
as well as modern online and offline technologies for building communications with various
stakeholders (public authorities, financial community, media, local communities, consumers,
public organizations) when preparing advertising texts and communications with public and
other communication products;
2) to teach students to analyze and use the achievements of domestic and world culture in the
preparation of texts for advertising and public relations and (or) other communication products,
as well as to develop and apply modern technologies for organizing special events in work with
various target audiences;
3) To develop students' skills in mastering modern technical means and integrating modern
digital communication technologies and promoting the use of the achievements of domestic and
world culture in the preparation of advertising texts and public relations and (or) the
development and implementation of other communication products;

The discipline "Corporate Culture and Business Reputation" is aimed at developing the
following competencies:
PC-2 Able to manage information from various sources.

As a result of mastering the discipline, the student must:

To know:

- basic principles of organizational development;

- approaches, concepts, methodologies, methods of cultural studies, other social and human
sciences;

- the specifics of the study of culture within the framework of social-scientific and humanitarian
knowledge;

- stages and trends in the development of the domestic and world cultural process in the
preparation of texts for advertising and public relations and other communication products;

- principles of formation and functioning of organizational culture;

- documents regulating the corporate culture of the organization, the principles of the
organization;



- fundamentals, structure, main components, content, functions, levels, typology of corporate
culture;

- modern online and offline technologies for building communications with various stakeholders
(public authorities, financial community, media, local communities, consumers, public
organizations);

- the essence and concept of the corporate identity of the organization; mechanisms of corporate
style influence on corporate culture and brand image;

- a system of levels of organizational interaction, internal corporate information and
communication flows, modern design technologies

To be able to:

- to determine the possibilities and limits of application of various social-scientific and
humanitarian theories and methods of working with information;

- highlight psychological problems in organizational development and analyze them;

- analyze and use the achievements of domestic and world culture in the preparation of texts for
advertising and public relations and (or) other communication products;

- use the current legislation of the Russian Federation, legal documents to improve the
effectiveness of their activities in the field of corporate culture;

- distinguish between forms of expression of corporate culture, types of corporate culture
(internal and external, objective and subjective, positive and negative, dominant and counter-
culture, etc.);

- develop and apply modern technologies for organizing special events in work with various
target audiences;

- develop technical specifications for the creation of brand attributes, corporate identity elements
of the organization;

- create temporary operational working groups to solve specific problems, participate in their
work using appropriate methods of corporate culture

To own:

- the conceptual apparatus of modern cultural studies, disciplines of the social-scientific and
humanitarian cycle;

- the skills of setting and solving problems in the field of consulting on organizational
development;

- achievements of domestic and world culture in the preparation of texts for advertising and
public relations and (or) the development and implementation of other communication products;
- methods of analysis and research of the foundations of corporate culture;

- skills that ensure the formation, maintenance and change of corporate culture;

- modern technical means and integrate modern digital communications technologies for the
preparation of advertising texts and (or) public relations, the implementation of a communication
product;

- brand book development skills;

- skills of project activities in the intra-corporate sphere, methods and ways of implementing
projects.

By discipline «Corporate culture and business reputation» intermediate certification in the form
of a differentiated test is provided.

The total complexity of the discipline is 3 credit units.

AKTYAJIBHBIE TEHAEHIIMU CEMHUOC®EPDBI PEKJIAMBI / CURRENT TRENDS
IN THE SEMIOSPHERE OF ADVERTISING



I[I/ICI_II/IHJ'II/IHE[ «AKTyaJ'IBHLIC TCHACHIINH CCMI/IOC(I)epBI PCKIIaMbD» PpPCAIMU3YCTCA Ha

(bakynpTeTe pekjambl M CBSi3ed C OOLIECTBEHHOCTHIO Kadenpoil OpeHIuHIra M BU3YaJIbHBIX
KOMMYHHKaIUH.

Lenap AMCHMIVIMHBI COCTOMT B 3HAaKOMCTBE CTYACHTOB C CEMHOTHYECKUMHU TEOPUSIMHU U
METO/IaMH, TO3BOJISIOUIMMHU BBHIOMPATh aKkTyalbHble M 3(P(EKTUBHBIC BBIPA3UTEIbHbBIE CPEICTBA
JUIS CO3JaHMSI METUATEKCTOB U (MJIM) MEIUANPOIYKTOB, U (MJIM) KOMMYHHUKAIIMOHHBIX MPOIYKTOB
C YYETOM pazHOO00pa3usi MYJBTUKYJIBTYPHOTO OOIECTBAa M COBPEMEHHBIX TEHJEHIMHA pa3BUTHUS
of1ecTna.

3agauy JUCHUILIMHBI:

ChopmupoBaTh y CTYIAEHTOB MpPEJCTaBICHHUS O COACPX)AHHUM U CYIIHOCTH OCHOBHBIX
TEOPETUYECKHUX MOJIXOJJ0B K CEMHOTHKE;

[lo3HakOMUTh CTYACHTOB C MPAKTUKOW NPUMEHEHUS METOJUK I[oHcKa, cbopa U
00paboTKH MHPOPMALMK, METOJa CHCTEMHOrO aHajlu3a B PaMKax CEMHUOTHYECKOTO
aHaJIM3a KOMMYHHUKAIIMOHHOTO IPOAYKTA,
[lo3HaKOMUTH  CTYJIEHTOB C  OCHOBHBIMHU
NPUMEHSEMBIMU TP CO3JAaHMM  KOMMYHHKAIlMOHHOTO
CEMUOTHUYECKUX 3aKOHOMEPHOCTEH.

MapKETUHIOBBIMH ~ UHCTPYMEHTAMH,
IIPOJAYyKTa C  Y4E€TOM

JluciuruinHa HarpasiieHa Ha ()OPMUPOBAHUE KOMITETCHIIUH:
IIK-3 Cnocoben pa3pabarbiBaTh, TECTUPOBaTh M BHEAPSATh WHHOBAIIMOHHBIE TOBApPHI

(yciyr), co3naBaTh HeMaTepHUalbHbIe aKTUBBI (OPEH/IBI) U YIIPABIATH UMU B OPTaHU3AINH

B PE3YILTATC OCBOCHUA TUCIHUIIIINHBI O6y‘131-0H.[HI>iCH JOJIDKCH:

Komnerenuus
(koJ U HAMMEHOBaHHeE)

HNuaukaropbl KOMIIeTeH U
(KO 1 HANMEHOBAHUeE)

Pe3yabTaTrhl 00yyeHus

I1K-3 Cnocoben
pa3pabarbiBaTh,
TECTHPOBAThH U BHEIPSTH
WHHOBAI[MOHHBIE TOBapHI
(ycmyr), co3maBarh
HeMaTepuaibHble aKTUBBI
(Openzpl) 1 ynpasisTh UMU
B OpraHu3aIu

[IK-3.2. Bnageer HaBbIKaMu
IPOBEJCHUS
KOMMYHHKAITHOHHBIX
(pexIaMHBIX ) KAMITAHUI B
o0ractu ToBapoB (yCiyr,
OpeHaoB)

3HaTh: COAEP’)KAaHUE U CYIITHOCTh
OCHOBHBIX TEOPETUYECKUX
I0aAX0a0B K CEMUOTHKE,

YMeTh: MPUMEHSTh METOIUKH
MOMCKa, coopa u 00paboTKH
uH(bOpMAIUH, METO]T
CHUCTEMHOT'0 aHaJIN3a B paMKax
CEMHOTHYECKOTO aHaJn3a
KOMMYHI/IKaIII/IOHHOFO HpOHYKTa
Bnaners: HaBBIKOM ITOMCKA
uHOpMaIUK 15 PEIICHUS
MOCTABJICHHOM 3a/1a41 B paMKax
CCMHUOTHUKHU

T1K-3.3 BnageeT HaBBEIKaAMH
peanu3anuu mporpaMm
MOBBIIICHHUSI IOTPEOUTENBCKON
JIOSUTBHOCTH K TOBapam
(ycmyram, OpeHaam)
OpraHu3aIu

3HaTh: OCHOBHBIE
MapKETUHIOBbIE HHCTPYMEHTHI,
IIPUMEHSIEMbIE TIPU CO3/1aHUU
KOMMYHHUKAI[HOHHOTO MPOJYKTa
C YYETOM CEMHUOTHYECKHUX
3aKOHOMEPHOCTEHN

YMeTh: UCTIONB30BaTh OCHOBHBIE
MapKETUHIOBbIE HHCTPYMEHTHI
IIPY [IJITAHUPOBaHUH
MIPOU3BOAICTBA U (UJIN)
peanuzanuu
KOMMYHHUKAI[HOHHOTO MPOJYKTa
C YYETOM CEMHOTHYECKHUX




3aKOHOMEPHOCTEU

Bnaners: oCHOBHBIMU
MapKETUHI'OBBIMU
MHCTPYMEHTAaMU NPU CO3JaHUN
KOMMYHUKAIITUOHHOT'O MMPOAYKTa
C Y4E€TOM CEMUOTHUYECKUX
3aKOHOMEPHOCTEHN

[To nucuuIuiHe IpeaycMOTpeHa IPOMeKyTouHas arTectanus B popme sx3amena. Oomas
TPYAOEMKOCTbh OCBOCHHMSI TUCLUIUIUHBI COCTABISET 4 3aU€THBIX €IUHUIIBI.

The discipline "Actual trends in the semiosphere of advertising" is implemented at the
Faculty of Advertising and Public Relations by the Department of Branding and Visual

Communications.

Purpose of the discipline consists in introducing students to semiotic theories and methods that
allow them to choose relevant and effective means of expression for creating media texts and
(or) media products, and (or) communication products, taking into account the diversity of a
multicultural society and modern trends in the development of society.

Tasks of the discipline:

e To form students' ideas about the content and essence of the main theoretical approaches

to semiotics;

e To acquaint students with the practice of applying methods for searching, collecting and
processing information, the method of system analysis as part of the semiotic analysis of
a communication product,
e To acquaint students with the main marketing tools used to create a communication
product, taking into account semiotic patterns.

The discipline is aimed at the formation of competencies:
PC-3 Able to develop, test and implement innovative products (services), create
intangible assets (brands) and manage them in the organization

As a result of mastering the discipline, the student must:

Competence
(code and name)

Competence indicators
(code and name)

Learning Outcomes

PC-3 Able to develop, test
and implement innovative
products (services), create
intangible assets (brands)
and manage them in the
organization

PC-3.2. Has the skills to conduct
communication (advertising)
campaigns in the field of goods
(services, brands)

To know: the content and
essence of the main theoretical
approaches to semiotics,

To be able to: apply methods of
searching, collecting and
processing information, the
method of system analysis within
the framework of semiotic
analysis of a communication
product

To own: the skill of searching for
information to solve the problem
within the framework of
semiotics

PC-3.3 Has the skills to
implement programs to increase

To know: the main marketing
tools used to create a




consumer loyalty to the goods communication product, taking
(services, brands) of the into account semiotic patterns
organization To be able to: use the main
marketing tools when planning
the production and (or)
implementation of a
communication product, taking
into account semiotic patterns
To own: the main marketing
tools when creating a
communication product, taking
into account semiotic patterns

The discipline provides for intermediate certification in the form of an exam. The total labor
intensity of mastering the discipline is 4 credit units.

AJITOPUTM HAIIUCAHUA HAYUYHOM PABOTBI / ALGORITHM FOR WRITING A
SCIENTIFIC WORK

JucuuiuinHa «AJNTOPUTM HaNMCaHUS HAYyYHOH paboThD» peanusyercss Ha (akymbreTe
pekiamMbl M CBA3€il ¢ OOIIECTBEHHOCThIO KadeApoil HMHTErpUpPOBAHHBIX KOMMYHHMKAMA U
PEKIIaMBI.

Heap mucuMniuHbl — GOPMUPOBAHUE Y MaruCTPaHTOB METOIOJIOTMYECKOW M Hay4HOI
KyJBTYpPBl TOATOTOBKH HAy4YHOH pabOThI, CHCTEMBbl 3HAHUH, YMEHHWH M HAaBBHIKOB B 001acTH
MEHEI)KMEHTAa U MapKETHHTa.

3aga4yu JMCHUILUIMHBI:

® I3yYeHHUE CTIeUM(UKN HAyIHOW U METOIUYECKON JESITETbHOCTH MPH HATUCAHUN HAyYHOU
paboThI;

® OBJIQJICHHE 3HAHUSAMHU B OOJIACTH KOMMYHUKAIIHOHHON IEATETbHOCTH, HEOOXOIUMBIX IS
MOJTOTOBKH HAayYHOU paboThI;

® pa3BUTHE AHAJUTUYECKOTO MBIIUICHHUS, YMEHHs JIOTUMHO U CTPOHHO H3Jararb CBOU
MBICJIH;

® pa3BHUTHE CMOCOOHOCTEN K 000OILIEHUIO U aHaNu3y MHGOpPMAIMH, TOCTAHOBKE ILeNel U
BBIOOpY MyTeH MX TOCTHKCHHUS;

e popMupoBaHHE MPAKTUYCCKUX HABBIKOB M YMEHHI NPHUMEHEHHS HAayYHBIX METOIOB, a
TaKXke pa3padOTKU MPOrpaMMbl METOIUKHU MPOBEJCHUS HAyUYHOTO HCCIIEJOBAHUS;

® BOCIIUTAHWE HPABCTBEHHBIX KAueCTB W COONIONCHUS STHUYECKUX HOPM B IpoLecce
OCYIIECTBIICHHUSI HAYYHOT'O HCCIICIOBAHUSI.

B pesynbrare 0cBOCHUS AUCHUIUIMHBI O0YYAIOLIHICS JOIDKEH:
3HaTh:

BUBI U cIeM(UKY HayIHBIX PabOT, 0COOCHHOCTH U ATUKY HAYYHOTO TPY/a;

aKTyaJbHbIe IPOOJIEMBI U TEHICHIIMU Pa3BUTHS COOTBETCTBYIOIIECH HAyYHOH 00JIaCTH U 00JIacTH
OpeHauHra;

TEXHOJIOTUH OPTaHU3aI[Ml HAYYHO-UCCIIEI0BATEIbCKON U MMPOSKTHOM AeATeIbHOCTH B chepe
KOMMYHHUKAITMOHHBIX (PEKJIaMHBIX) KaMIIaHUI B 001acTH TOBapoB (yCIIyT, OpEH/IOB);
OpraHHU3aIOHHBIE 1 KOMMYHHUKATUBHbBIE OCHOBBI IOCTPOCHHUS KOHIICTILUU HAy4YHOTO
UCCIICIOBAaHUS B O0JIACTH OpEH/INHTa;

OCHOBHBIE METO/IbI KOJIMYECTBEHHOTO M KaYECTBEHHOTO aHaIM3a UH(PpOopMaLuu

Ymersn:

dbopMynupoBaTh aKTyaJIbHOCTb, 00BEKT U MPEIMET, IIeJI U 33Ja4H UCCIIeIOBaHMs B 00JIaCTH
OpeHauHra;



BBITIOJIHATH OCHOBHBIE ATAIlbl TPOEKTHBIX, UCCIIEIOBATENLCKUX paboT B 00macTu OpeHInHTa
NPUMEHSTH OTYYCHHBIC TEOPETUIECCKHIE 3HAHUS K apTyMEHTHPOBAHHOMY BBIOOPY METOIOB
00paboTku nHpOpMaIHH;
(bopMyTHpOBATH BHIBOJBI HA OCHOBE PE3yJIbTATOB KOJIMYECTBEHHOTO M KaUeCTBEHHOTO aHaJIN3a
uHpOpMaLuy;
BBIJIBUTATh HOBBIC HJICH B HCCIICAOBATEIHCKOM KOHTEKCTE B O0JIACTH OpEHINHTA;
(bopMynUpOBaTh KOHIIETILHUIO, 11€Ib U 337a41 UCCIICIOBAHUS
Baaners:
TEOPETUYECKUMH OCHOBAMH U TEXHOJIOTHEH OpraHu3aluy HayYHO-MCCIIeI0BATEIbCKON U
MIPOCKTHOM JIEITEILHOCTH B 00JIaCTH OPEHIUHTA;
HaBBIKAaMHU (POPMYIHPOBKH TUMOTE3bI, T0100pa HEOOXOAUMBIX METOOB UCCIIEIOBAHUS;
HABBIKAMH OIIEHKM Ka4deCTBa BBHIMOJHEHHS W O(OPMIICHHUS TPOEKTHBIX, HMCCIIEI0BATEIHCKUX
pabot B ob6nacTu OpeHANHTa;
METOIOJIOTHYECKAUMU M METONMYECCKMMH HaBBIKAMH HAyYHO-TIO3HABATEIBHON ESITEIHHOCTH,
MPUHIUIIAMU TPOBEICHHUS HAy4YHOU paboThl B 00JIACTH OpeHINHTA.

Paboueit mporpaMMoii TUCIMITIMHBI IPETyCMOTPEHA IMTPOMEKYTOUHAsI aTTecTalus B popme
3adera.
OO0mas Tpy10eMKOCTb OCBOEHHUS JUCLMILINHBI COCTABIIAET 3 3a4ETHBIE €IUHULIBL.

The discipline "Algorithm for writing a scientific work" is implemented at the Faculty of
Advertising and Public Relations by the Department of Integrated Communications and
Advertising.

Purpose of the discipline— formation of a methodological and scientific culture of
preparation of scientific work, a system of knowledge, skills and abilities in the field of
management and marketing among undergraduates.

Tasks of the discipline:

¢ study of the specifics of scientific and methodological activities when writing a scientific
work;

e mastery of knowledge in the field of communication activities necessary for the
preparation of scientific work;

e development of analytical thinking, the ability to logically and harmoniously express
one's thoughts;

e development of abilities to generalize and analyze information, setting goals and
choosing ways to achieve them,;

e the formation of practical skills and abilities to apply scientific methods, as well as the
development of a program of methods for conducting scientific research;

e education of moral qualities and observance of ethical standards in the process of
scientific research.

As aresult of mastering the discipline, the student must:

To know:

Types and specifics of scientific works, characteristics and ethics of scientific work;

current problems and trends in the development of the relevant scientific field and field
Branding;

technologies of organization of research and project activities in the field of communication
(advertising) campaigns in the field of goods (services), brands);

Organizational and communicative bases of building the concept of scientific research in the
field of branding;

Basic methods of quantitative and qualitative analysis of information

To be able to:

Formulating the relevance, object and object, goals and objectives of research in the field of
branding;



Carrying out the main stages of the project, Branding research
apply the acquired theoretical knowledge to the reasoned choice of information processing
methods;
formulate conclusions based on the results of quantitative and qualitative analysis of
information;
Develop new ideas in a research context in the field of branding; to formulate a concept,
Purpose and objectives of the study
To own:
theoretical foundations and technology of the organization of research and project activities in
the field of branding;
Ability to formulate hypothesis, selection of the necessary research methods;
skills in assessing the quality of implementation and design of project, research in the field of
branding;
methodological and methodological skills of scientific and cognitive activity, Principles of
scientific work In the field of branding.
The work program of the discipline provides for an intermediate certification in the form of

a test.

General labor intensity mastering the discipline is 3 credit units.

OIEHKA CTOUMOCTHU BPEHJIA / BRAND VALUE ASSESSMENT
Jucuunnuna «OueHka CTOMMOCTH OpeHja» peanusyeTcss Ha (pakylnbTeTe peKiaambl U
cBs13eil ¢ 00111eCTBEHHOCTRIO Kadenpoii OpeHIMHra U BU3yalbHBIX KOMMYHHUKAIUH.
Heap nucuunauHbl — GOPMHUPOBAHUE Y CTY/IEHTOB KOMIETEHIIUMN, TO3BOJISIOLIUX UCII0JIb30BaTh
B NpodeccuoHaIbHON AEATENbHOCTH METOIbl CTOMMOCTHOM OILEHKH OpEH/IOB, OCYIIECTBIIATH
IUTAHUPOBAHUE JEHCTBUM, HEOOXOMUMBIX MJIi MPOBEIACHHSI CTPATETUYECKUX U TAKTUYECKUX
pelleHH, HalTPaBJICHHBIX HA POCT CTOMMOCTH MOPTQesisi OpeH10B KOMITAaHHH.

3agaumM IMCHUIIHHBI:

- IO3HAKOMUTH CTYJIEHTOB ¢ 6a30BOM TEPMUHOJIOTHEHN B cpepe OLIEHKH CTOMMOCTH OpEHIOB;
- pacCMOTpPETh TEOPETUUECKHE OCHOBBI COBPEMEHHOM KOHLICIIINM KanuTajaa OpeHI0B;

- IPOJIEMOHCTPHUPOBATh 00YUYAIOLIUMCS METO/IbI OLIEHKH CTOUMOCTH OpEH/IOB;

- TOKa3aTh 0COOEHHOCTH CTOMMOCTHOTO MOJX0/a K YIPaBICHHIO OpeHIaMuU;

- IaTh MPEICTaBICHHS O HECTOMMOCTHBIX KOHIIENIMIX OLIEHKH 3()h(PEeKTUBHOCTH OPEHIOB.

JlucuuniauHa HarpaBiieHa Ha pOpMHUpPOBaHHE KOMITETEHIIUH:

. IIK 3. Crnocoben pa3pabaTbiBaTh, TECTUPOBaTh M BHEAPSATh MHHOBALMOHHBIE TOBApPbI
(yciyr), co3naBaTh HeMaTepHUadbHbIe aKTUBBI (OPEH/IbI) U YIIPABIATh MU B OpraHU3ALNH

B pesynbrare 0CBOCHUS AUCHUILTUHBI O0yUYaOIIMIACS TOJIKEH:

3HarTh:

- TEOPETUYECKUE OCHOBBI COBPEMEHHOM KOHIICTIIIUH KanuTaia OpeH 10B;

- 0COOEHHOCTH CTOMMOCTHOTO MOJX0/Ia K YIIPaBJICHUIO OpeH1aMu;

- IPUHLUIBI YIIPABICHUS UMHUKEM OpeH/1a ¥ pemyTallMOHHBIMHU PUCKAMU;

- METOJIbI OIICHKH CTOUMOCTH OpEH/IOB;

- OCHOBHBbIC (YHKIMM TOApa3AeIeHUA M CIyKO OTAEIOB MO peKjJaMe M CBA3IM C
00IIECTBEHHOCThIO;

- CTpaTeruy ynpasieHus noprdenem OpeH10B;

- OCHOBHbBIE KOHLIETIIIUU TEOPUH OpEeHI-MEHEKMEHTA;

- OCHOBBI ITPABOBOM OXpaHbl OPEH/I0B;

- HECTOMMOCTHBIE KOHIIETIIIMU OLIeHKH 3()PEeKTUBHOCTU OPEHIOB;

- OCHOBBI IIPOEKTHO-aHATUTHUYECKOM JIeATEIbHOCTH B KOMMYHHKAIIMOHHOI cepe.

Ymers:



- IPUMEHSATH TEXHOJIOTHH U HHCTPYMEHTHI IIPOSKTUPOBAHUS KamuTana OpeHaa;

- CO3/1aBaTh W MOJEPKUBATh UMUK OPEH/Ia C TTOMOIIBI0 HHCTPYMEHTOB KOMMYHUKAIIHA;

- BBICTPaMBAaTh pabOoTy MOApa3ACICHUs B peanu3alii KOMMYHHUKAIIHOHHOW MOUTUKY;

- pa3pabarbiBaTh CTpaTeTUW YIpaBICHUS OpeHIOM U TmopTdeneM OpEHIOB Ha OCHOBE
MOJIyYEHHBIX 3HAHMI;

- ONITUMU3UPOBATH MAPOUYHBIN TOPTQEH;

- IPOBOIMTH MEPOTIPHSITHS 110 O30OPOBIICHUIO OpeHa;

- AaHAJIM3UPOBATH KIIFOUEBBIE TTPOOIIEMBI OPEH I-MEHEHKMEHTA;

- BBIABIATh TPUYUHBI BO3HUKHOBEHHS HEYIOBJICTBOPEHHBIX TMOTPEOHOCTEH KOHKPETHBIM
OpeHIIOM, a Tak)Ke BO3MOXKHBIX MyTEeH WX MPEomosieHHs (CMEeHa OpeH/a, CMEHa BOCTIPHSTHS U
T.IL);

- Ha OCHOBE DPE3yJbTaTOB W BBIBOJIOB aHAIM3a pa3pabarbiBaTh MPOEKTHl M KaMIIaHUHU B cdepe
OpeHI-KOMMYHUKAIUH.

Baagern:

- HaBBIKAMH CO3JaHUS KOHIICTIIWH, TUIAHUPOBAHUS U peau3alliyl WHAUBHIYaIbHOTO M (WITH)
KOJIJIEKTUBHOTO TIPOEKTA IO YIIPABJICHUIO KAIMUTAJIOM OpeHIa;

- HaBBIKaMU Pa3pa0OTKH KOMMYHUKAIIMOHHBIX KaMITaHU OpeHa;

- HaBBIKAMU OTIPEJICIICHHS 3HAYMMOCTH OpEeH/Ia ¥ €T0 BIUSHHS HA CTOMMOCTh KOMITAaHUH;

- OCHOBHBIMHU (hOpMaMH aTIMUHUCTPATUBHO-OPTAaHU3AIMOHHOTO U CTPATETMUYECKOTO YIPABICHHUS
OpeHIoM;

- HaBBIKAMU UCCIICJIOBaHUS BOCHPHIATHS OpEHIOB TOTPEOUTENSIMH U WHTEPIPETAINH
MOJTYYE€HHBIX

pe3yJbTaToB;

- MPUHIIMITAMHA ¥ METOJaMH JINTHEWHOTO U KaTErOpHaJIbHOTO PacIIMpeHusi OpEHIOB;

- HaABbIKAMH BJIHSHHS PA3IMYHBIX MapKETHHTOBBIX CTUMYJIOB Ha BOCHpUATHE OpEHIOB H
MOBEJICHUE TIOTPEOUTENCH B OTHOIICHUH OPEH/IOB;

- HaBBIKaMU Pa3pa0OTKH KOMMYHUKAIIMOHHBIX KaMITaHUN OpeHa.

JlucuuiuinHa HanpasjieHa Ha (POPMUPOBAHNE KOMITETCHIIUMA:
[To gucuumauHEe mNpenycMOTpeHa MpPOMEXYyTO4YHasl arTecTanus B (opMe 5K3aMeHa.
OO11ast TPyJ0EMKOCTh OCBOSHHSI TUCIIMIUIMHBI COCTABISCT S5 3a4ETHBIX SIUHMII.

The discipline "Brand Value Estimation" is implemented at the Faculty of Advertising
and Public Relations by the Department of Branding and Visual Communications.
Purpose of the discipline-the formation of students' competencies that allow them to use brand
valuation methods in their professional activities, plan the actions necessary to make strategic
and tactical decisions aimed at increasing the value of the company's brand portfolio.

Tasks of the discipline:

- introduce students to the basic terminology in the field of brand valuation;

- consider the theoretical foundations of the modern concept of brand equity;

- to demonstrate to students the methods of assessing the value of brands;

- to show the features of the cost approach to brand management;

- to give an idea of non-monetary concepts for evaluating the effectiveness of brands.

The discipline is aimed at the formation of competencies:

. PC 3. Able to develop, test and implement innovative products (services), create
intangible assets (brands) and manage them in the organization

As aresult of mastering the discipline, the student must:

To know:

- theoretical foundations of the modern concept of brand equity;

- features of the cost approach to brand management;



- principles of managing brand image and reputational risks;

- methods for assessing the value of brands;

- the main functions of divisions and services of departments for advertising and public relations;
- brand portfolio management strategies;

- basic concepts of brand management theory;

- fundamentals of legal protection of brands;

- non-cost concepts for evaluating the effectiveness of brands;

- basics of design and analytical activities in the communication sphere.

To be able to:

- apply technologies and tools for designing brand equity;

- create and maintain brand image with the help of communication tools;

- to build the work of the unit in the implementation of the communication policy;

- develop brand and brand portfolio management strategies based on the acquired knowledge;

- optimize brand portfolio;

- carry out activities to improve the brand;

- analyze the key problems of brand management;

- identify the causes of unsatisfied needs by a particular brand, as well as possible ways to
overcome them (brand change, perception change, etc.);

- based on the results and conclusions of the analysis, develop projects and campaigns in the
field of brand communications.

To own:

- skills in creating a concept, planning and implementing an individual and (or) collective project
for brand equity management;

- skills in developing brand communication campaigns;

- skills to determine the significance of the brand and its impact on the value of the company;

- the main forms of administrative, organizational and strategic brand management;

- the skills of researching the perception of brands by consumers and interpreting the received
results;

- principles and methods of linear and categorical expansion of brands;

- skills of influence of various marketing incentives on brand perception and consumer behavior
in relation to brands;

- Skills in developing brand communication campaigns.

The discipline is aimed at the formation of competencies:
The discipline provides for intermediate certification in the form of an exam. The total
labor intensity of mastering the discipline is 5 credit units.

NMUKEBBIE TEXHOJIOI'MU B BUBHEC-KOMMYHUKALIUAX / IMAGE
TECHNOLOGIES IN BUSINESS COMMUNICATIONS
HuctumuinHa «MIMUKEBbIE TEXHOJIOTUM B OM3HEC-KOMMYHHUKAIMAX» SIBISETCS 00s3aTeIbHON
OUCUMIUIMHOM ~ 4YacTW  JUCHMIUIMH  y4eOHOoro  IulaHa, (QopMupyeMoil  ydyacTHHUKaMU
00pa3oBareIbHBIX OTHOUICHUH, 110 HAIIPaBJICHUIO OATOTOBKHM Maructparypsl 42.04.01 «Pexnama
U CBS3M C O0OIIECTBEHHOCThIO» JlucuumiuHa peanusyercs kadeapoil OpeHINHra U BU3yalbHbBIX
KOMMYHUKAIMH Ha (aKyIbTeTe peKIaMbl U CBs3€il ¢ 00I11eCTBEHHOCTHIO.

[lenb OUCUUIUIMHBL: PACKPBITH TEOPETUYECKHE OCHOBBI IICHUXOJIOTUH HUMUJIKA,
paccMOTpeTh UCTOPUIO, 3aKOHOMEPHOCTH BO3HUKHOBEHHUS M (DyHKIIMOHMPOBAHUS MMMJDKA Kak
COLIMAJIbHO-TICUXOJIOTUYECKOTO (peHOMeHa, pa30uparoTcsi OCHOBHBIE MMMJDKEBBIE CTpaTeTud U
KOMMYHUKaTHBHbBIE TEXHOJIOTHH.

Samaun:

1. O3HaKOMHTH CTY/I€HTOB C OCHOBHBIMM MOHSATHUSIMH B 00J1aCTH UMHUIKA M OpPEHIMHTa;
2. CdopmupoBaTh Kpyro3op Oyaymux CrerruaIucToOB B 00JaCTH YIIPaBICHUS OPEHIOM IO



Hp06J'IeMaTI/IK€ CO31aHnsA COBPCMCHHOI'O UMUJIKA 6peH,ua;

3. O3HaKOMUTH C MHCTPYMEHTApHUSIMH U IPUHIIUIIAMU YTIPABICHUS] UMUJIKEM OpeHJia;
4. Crioco6cTBOBaTh OCBOCHHIO 3HAHUH B paMKaX MpPeCTaBICHHON MPOrpamMMmBl;
5. MoTuBHpOBaTH CTY/I€HTOB Ha JAIbHEUIINI CaMOCTOATEIbHBIN OUCK HH(OPMALIUHU TTO

YHpaBJICHUIO HMUJKEM 6peH)1a C OCJIBIO MPAKTUYICCKOTO IMPUMCHCHUS.

JlucuuIuIMHa HapasiieHa Ha GOpMHUPOBAHME CIEAYIOMNUX KOMICTCHIIMMN:

aKTUBHI (OpeH/IBI)
U YIPaBJISITh UMU
B OpraHU3aIuu

Koowi Hnoukamopwi Ilepeuenv nnanupyemvix pe3yibmamos
KoMnemeHyuu KoMnemeHyutl 00yyYeHUs N0 OUCYUNTIUHE
TIK-3 [1K-3.6 YMmeeT npoBOAUTH 3HATD:

Crniocoben TECTUPOBAHUE 0COOEHHOCTH OLIEHKH 3()(HEKTUBHOCTH
pa3pabaTbiBaTh, | MHHOBAI[MOHHBIX TOBApOB pa3IMYHbIX BUJOB pekiambl U PR;
TecTupoBaTh U | (yCiIyr, OpeHIOB) O0COOCHHOCTH PA3JIMYHBIX METOJIOB OLICHKH

BHEPATH s¢dexkTuBHOCTH pekiaMbl U PR.

WHHOBAIIMOHHBIC yMeThb:
TOBapsbI (YCIyr), OIleHUBATh 3PPEKTUBHOCTH PEKIAMHOM

CO31aBaTh MPOAYKIIMU U PEKIIAMHBIX KaMTIaHUA;

HeMaTepuaibHbIE OLIeHUBaTh 3(PPEKTUBHOCTH MEPOTIPUSATHIL 110

CBSI35IM C OOIIECTBEHHOCTHIO.

BJIA/IeTh:
NPAKTHYECKUMH HABBIKAMU TI0 OIICHKE
s dexTuBHOCTH pekiiambl U PR.

I1K-3.7 Ymeer co3aBaTh
HeMaTepHasbHbIe aKTUBBI
(OpeHzbl) ¥ BHEAPATH UX HA
PBIHOK

3name:

® CYIHOCTH, 3HAYCHUC "
COCTaBIISAIOIINE pEemyTaluoOHHOTO
oOpaza  opraHuzanuu/  KOMITAaHUH/
MIEPCOHBI

Ymemy:

e TPOBOAUTH paboty 1o
(hopMUPOBaHUIO pemnyTaluoOHHOTO
oOpaza  opraHuzanuu/  KOMITAaHHH/
MIEPCOHBI

e (opMynupoBarh 1IeJIEBOM

penyTanMoHHbI 00pa3 opraHu3anuu/
KOMITaHU U/ TIEPCOHBI

Bnaoems:
® HaBBIKAMHU o CO3/1aHHIO
peryTaroHHOTO oOpaza
OpraHu3aIy/ KOMIaHUN/ TIEPCOHBI
® HaBBIKAMHU o KOPPEKTHPOBKE
penyTaloHHOTO o0pasa

OpraHu3aly/ KOMIIaHUK/ IEPCOHBI

[1IK-3.11 3HaeT NOHATUITHBIN
ammapar B 00JIacTH
MapKETHUHT OBBIX
COCTABIISIONIX NHHOBAIIHH,
MHHOBAIIMOHHBIX TOBAPOB
(ycmyr), HEemaTepHalbHbBIX
aKTUBOB (OpPEHIOB)

3HATh:
COIECp)KAaHWE  OCHOBHBIX  IOHSATHI,
CTPYKTYpPY MAapKeTHMHIOBOTO oOOecreueHus

COBpPCMCHHBIX HWHHOBAIIMOHHBLIX IIPOLCCCOB,
TEXHOJIOTMM HWHHOBAIIUOHHOI'O MApPKETUHTIA,

OCHOBBI OLICHKH 3P PEKTUBHOCTH
pa3pabaTbIBaeMoro MapKeTHHTOBOTO
COIIPOBOXKICHUS MHHOBAIIMOHHBIX

MPOIECCOB; TEPMHHOJIOTHYECKHIA ammapar




WHHOBAIIMOHHOTO MapKETHHTA
yMeTh:

TBOPUYECKA MBICIHTh TIO TPOOIEeMaTHKE
MPOBOJIMMBIX HMHHOBAIIMOHHBIX TPOIIECCOB,
JaBaTh MPABUIBHYIO OIEHKY MEpOMPHUSTHSIM
WHHOBAaIlMOHHOW  TOJUTHKH, Ha OCHOBE
aHaJIM3a PHIHOYHOW KOHBIOHKTYPHI HAXOJUTh
HOBAIIMH, HOBBIC PEIICHHS, YMETh TIPUMEHSTh
MOJly4eHHbIE ~ 3HAaHUS I peIIeHUus
MPaKTUIECKHX 3a/1a4 OM3HECa MHHOBAIHIA,

BJIA/IETh:

HaBBIKAMHU MPAKTHYECKOTO MPHUMEHEHHSI
TEXHOJIOTHi MHHOBAIITMOHHOTO MAPKETHHTA;

HaBBIKAMU OIICHKH YPOBHS u
3¢ (HEeKTUBHOCTH MHHOBAIIMOHHOTO Pa3BUTHUS
SKOHOMHUYECKOTO CYObhEKTa

Paboueit mporpamMmoii mpeycMOTPEHBI CIEAYIONTUE BBl aTTECTAIlMU: TEKYIIUH KOHTPOJIb B
(dbopMe YCTHBIX OIPOCOB, MUCbMEHHBIX 3aJlaHUMH,
arrecTanus B pOpMeE IK3aMeHa.

O61ast TpyJ0EMKOCTh OCBOCHHUS AUCIMILTUHBI COCTABIIAET 3 3a4ETHHIC €IUMHUIIBL.

KOHTPOJIBHOM  paboThl, MPOMEKYTOUHAS

The discipline "Image Technologies in Business Communications" is a mandatory discipline of
the part of the disciplines of the curriculum, formed by the participants of educational relations,
in the direction of preparation of the master's program 42.04.01 "Advertising and Public
Relations" The discipline is implemented by the Department of Branding and Visual
Communications at the Faculty of Advertising and Public Relations .

The purpose of the discipline: to reveal the theoretical foundations of the psychology of
the image, to consider the history, patterns of the emergence and functioning of the image as a
socio-psychological phenomenon, the main image strategies and communication technologies
are analyzed.

Tasks:
1. To introduce students to the basic concepts in the field of image and branding;
2. To form the horizons of future specialists in the field of brand management on the issues
of creating a modern brand image;
3. Familiarize yourself with the tools and principles of brand image management;
4. Contribute to the development of knowledge within the framework of the presented
program;
5. To motivate students to further independent search for information on brand image

management for the purpose of practical application.
The discipline is aimed at the formation of the following competencies:

Competenc Indicators List of planned learning outcomes by
y codes competencies discipline

PC-3 Able | PC-3.6 Able to test innovative | To now:

to develop, test | products (services, brands) features of evaluating the effectiveness of
and implement various types of advertising and PR;
innovative features of various methods for evaluating the
products effectiveness of advertising and PR.
(services), create To be able to:

intangible assets evaluate the effectiveness of advertising




(brands) and
manage them in
the organization

products and advertising campaigns;
evaluate the effectiveness of public relations
activities.
To own:
practical skills in evaluating the
effectiveness of advertising and PR.

PC-3.7 To know how to
create intangible assets
(brands) and introduce them
to the market

To know:

e essence, meaning and components of
the reputational image of an
organization / company / person

to be able to:

e carry out work on the formation of a
reputational image of the organization
/ company / person

e formulate the target reputational
image of the organization / company /
person

to own:

e skills to create a reputational image of
an organization / company / person

e skills to correct the reputational image
of an organization / company / person

PC-3.11 To know the
conceptual apparatus in the
field of marketing
components of innovation,
innovative goods (services),
intangible assets (brands)

To know:

the content of the basic concepts, the
structure of the marketing support of modern
innovation processes; innovative marketing
technologies; bases for evaluating the
effectiveness of the developed marketing
support for innovative processes;
terminological apparatus of innovative
marketing

to be able to:

to think creatively on the issues of ongoing

innovation processes, to give a correct
assessment of innovation policy measures, to
find innovations, new solutions based on the
analysis of market conditions, to be able to
apply the acquired knowledge to solve
practical problems of innovation business;

to own:

skills of practical application of
innovative marketing technologies;

skills to assess the level and
effectiveness of innovative development of
an economic entity

The work program provides for the following types of certification: current control in the
form of oral surveys, written assignments, tests, intermediate certification in the form of an

€xam.

The total labor intensity of mastering the discipline is 3 credit units.




BPEHUHI TEPPUTOPUM / TERRITORY BRANDING

JuctunnuHa «bpeHAWHT TeppUTOpHil» BXOIUT B YaCTh AWCIMIUIMH Y4eOHOTO IUIaHa,
dbopMHpyeMyI0 YYaCTHUKaMH OOpa30BaTENbHBIX OTHOIICHWM, IO HAMPaBICHUIO IMOATOTOBKH
42.04.01 «Pekmama u CcBs3M C OOIIECTBEHHOCTHIO», HAINPABICHHOCTh «bpeHAMHr u nenoBas
penyTarus». JuCIUIUIMHA peanu3yeTcst Ha (paKyapTeTe peKiIaMbl U CBA3EH ¢ OOIIECTBEHHOCTHIO
PITY kadenpoii OpeHIMHTa U BU3YaJIbHBIX KOMMYHHKAIIUH.

Llenv Oucyunaunvr — mpodeccuoHadbHas TOATOTOBKA MAarucTpoB, HeEoOXomuMmas —Jyist
(hopMUpPOBaHUS METOJOJIOTUYECKON U HAyYHOU KYIBTYPBhl, CHCTEMbI 3HAHHI, YMEHUI U HABBIKOB
B 00acTu pa3pabOTKU U yrpaBieHUs] OpeHIaMU TEPPUTOPUIA.

3adauu oucyuniumnot:
- (opmupoBaHHE Y OOYYaIOUIMXCS LEIOCTHBIX TEOPETUYECKHX IPEICTaBICHUI O
OpeHAuHre;
-OBJIaJICHUE 3HAHUSAMM B 00JacTH OCHOB METOJOJOIMH, METOJOB U TMOHATUH B
YIpaBJIE€HUN TEPPUTOPUSMHU U PETHOHAMU;
-(opMupoBaHMe MPAKTHYECKUX HABBIKOB M YMEHUH MPUMEHEHUsI HayYHbIX METOAOB MPH
(dbopMupOBaHUU U YIIPABIECHUU OPEHIOM TEPPUTOPUH;
-U3y4YE€HHE BO3MOXKHOCTEH COBPEMEHHBIX MH(OPMAIMOHHBIX  TEXHOJIOTHH s
peanuzaly NpoeKToB B 001acTu OpeHANHTa TEPPUTOPUIA.
JucuuiuinHa HarpasiieHa Ha (GopmupoBanue cienyroumx kommnerenuuit: [1K- I1K-1.3, TIK-
1.4, TIK-1.5, I1K-2.3, TIK-2.4, [1K-2.5, T11K-3.4, [IK-3.14

B pesynbrare ocBOeHUS AUCITUTUTHHBI 00yJarOIIHICS TOKEH:

3namo:

- OCHOBBI TEOPHH TEPPUTOPUABHBIX OPEH/IOB;

- METOIBl COOTHECEHHUS DPAa3BUTHS TEPPUTOPUATBHOTO OpEHIWHra C HCTOPUYCCKHM,
HKOHOMHUYECKHUM, COL[MOKYIBTYPHBIM U T'€OMOJIUTHYECKUM KOHTEKCTOM;

- METOIBI TPOBEIEHHs MPEIANPOCKTHBIX HCCIEIOBAHUA B OONACTH TEPPUTOPHAIBHOTO
OpeHaunHra;

- aHaJHW3 MPOCKTHBIX yCIOBHH, COMMOKYIBTYPHBIX YCTAHOBOK, TOYEK MApUTETa M TOYECK
mddepeHIranuy TeppUTOPUATLHBIX OPEHIOB;

- METOABl TIOCTAHOBKH 3334 IPH TMPOCKTUPOBAHWH OpeHIa TEePpUTOpHA W OpeH.-

KOMMYHUKAIUN;

- OCHOBHBIC MTPUEMBI U TEXHOJOTHU CO3JaHHs OpeHAa TEPPUTOPUHU B OHJIAWH M O(uiaiiH
cpene;

METOMKHU CO3JJaHUsI KOMMYHHUKAIIHOHHBIX MTPOITYKTOB B chepe OpEeHIMHTa TEPPUTOPHUI;

- MpUHLUIBI cObopa, oTOopa M 06001eHNs WHPOPMALUMHU ISl pa3pabOTKU MPOEKTOB U
KaMIlaHu# B cepe OpeHIuHTa TEPPUTOPHil;

- IPENOCHUTKYA BO3HUKHOBEHHS OpEHAMHTa TEPPUTOPUIL, UX POJIM B KOHKYPEHTHOM

60pbOe PETHOHOB 3a MPUBJICUEHNE BHEIIIHUX PECYPCOB;

- METOIMKU CHCTEMHOIO IMOJX0Ja Ul pelIeHHs NpoQecCHOHANBHBIX 3ajJad B 00JacTu
OpeHANHra TePPUTOPHIL;

- HHCTPYMEHTHI M TEXHOJIOTMU TePPUTOPHATIEHOTO OpEHIUHTa;

- OCHOBHBIC TIOHSITHSI MAPKETHHTA U OpPEHIMHTAa TEPPUTOPHUH;

- OCHOBHBIE MAaKPOIKOHOMHUYECKHE KaTeTOPUH, HEOOXOJUMBIE JUIS aHAIU3a JeSITeTbHOCTH
HKOHOMHUYECKHX CyObEKTOB.

Ymemo:



- BBIBIATH M PACKpbIBaTh OTIMYUTENbHBIC YEPThl PA3JIMYHBIX TEPPUTOPUATBHBIX
OpeHII0B;

- aHAJIM3UPOBATh OPEH/I-KOMMYHUKAIIMH B KYJIbTYPHO-MCTOPUUECKOM KOHTEKCTE;

- OCYHICCTBISTH MPEIIPOCKTHBIC HWCCICAOBAHMS, BBIIBISATH OOIIME COBPEMEHHBIE
TpeOOBaHuUs, IPEIbIBIIIEMbIC K TEPPUTOPHAIILHBIM OpeHIaMm;

- (opmupoBars 3aganue (6pud) Ha TEPPUTOPUATIEHBIN OPEHIUHT;

- HCCIIEIOBaTb OCOOCHHOCTH BOCHPHATHS OpeHJa TEeppUTOPHH  OOIIECTBEHHBIMU
TpyIIamH,

- TNPUMEHATh COBPEMEHHBbIE OHJIAH M O¢JaliH TEXHOJIOTUU CO3JaHHUsS CTPATETuu
MIPOJIBMKEHUS TEPPUTOPHATILHOTO OpeH/Ia,

- aHAJIM3UPOBATh U CUCTEMATU3UPOBATh PA3HOPOIHBIC IAHHBIC;

- cobupath, oOpabarpiBaTh WHPOPMALUIO W y4YacCTBOBaTh B HWH(GOPMATHU3AIMHT
JesTeIbHOCTH OpraHU3aLlnY;

- oleHMBaTh A(PPEKTUBHOCTh MPOLEAYp aHalM3a MPOOJSeM M TMPUHATHS pEHIeHUN B
obnacTu OpeHAMHTa TepPUTOPHiL;

- aHAJIM3UPOBATh U CHCTEMATU3UPOBATh Pa3HOPOTHBIE TAaHHBIE;

- oneHuBaTh 3(G(GEKTUBHOCTh TNPOLEAYp aHanmu3a IMpobiem B cdepe OpeHAuHTa
TEPPUTOPHIL;

- IlpuHumarpe yrnpaBieHUECKHE pelIeHUs B cepe rocyrnapcTBEHHOTO peryIHpOBaHUS
MapKETHHTOBOU JIESITEITHHOCTH.

Braoems:

- TEXHOJIOTHSIMH TIPUOOPETEHHs, WCIONB30BAaHUSI M OOHOBJICHUS TYMaHUTapHBIX
UCTOPUKO-KYJIBTYPHBIX 3HAaHUH TEPPUTOPHIL;

- UCTOPUYECKHMMH ¥ HCKYCCTBOBEAYECKHMH METOJaMH TIO3HAHHWS M HABBIKAMH HX
NPUMEHEHHS B OpEHI-KOMMYHUKAIMAX U TEPPUTOPUAIBHBIX OpeHax;

- METO/IaMU TPOBEICHUS IPEATPOCKTHBIX HCCIICIOBAHUIA;

- HaBBIKaMHU O(hOpMIICHUS pe3ysIbTaTOB UCCIEJOBAHUI U PEAOCTaBICHUS UX 3aKa3uuKy;

- HaBBIKAMU TUTAHMPOBAHUS ¥ OPTaHU3AINU TIPOCKTHOM JeSITeTbHOCTH;

- HaBBIKAMU YIIPABJICHUS TEPPUTOPHAIEHBIM OPEHIOM;

- HaBBIKAMU CO3JaHUS KOMMYHHUKAI[MOHHOW CTpaTervd Ui TPOJABMKEHUS OpeHaa
TEpPPUTOPUH B OHJIAIH U odIaiiH cpene;

- MeToJaMH pa3pabOTKH KaMITaHUHM TI0 TPOJBIKCHHUIO TEPPUTOPHATIBHOTO OpeHnma ¢
UCITIOJIb30BAaHUEM COBPEMEHHBIX CPEJICTB M TEXHOJOTWH IMpPHU NMPOEKTUPOBAHUM M pealn3alluu
KOMMYHHUKAITHOHHBIX MTPOIIECCOB HAa OCHOBE MCCIIEIOBAHNI OOIIECTBEHHBIX TPYIIII,

- HaBbIKAMU HCCIIeI0BaHMs, 000OIICHNS U IPUMEHEHHUS NIEPEOBOTO OMbITa OPraHU3aLUuU
3(pPEKTHBHOTO OTEYECTBEHHOTO W 3apyOEKHOTO YIPABICHUS COIHMAIHHO-YKOHOMHYECKUM
pa3BUTHEM MYHUIUIIATUTETOB;

- HaBBIKAMU CO3J]aHUS KOMMYHHUKAI[MOHHBIX MPOIYKTOB JIFOOOTO YpOBHS B cdepe
OpeHIMHTa TEPPUTOPHIA;

- HaBBIKaMU pa3pabOTKH MPOEKTOB B chepe OpeHIMHTa TEPPUTOPUH;

- HaBbIKamMH cOopa, 00paboTKM uWHPOpPMALUMU U Yy4yacThs B HHPOpPMATU3ALUU
JESTeTPHOCTH COOTBETCTBYIOIINX OPTaHOB BIACTH M OPTaHU3AIUH.

OO1m1ast TPyA0EMKOCTh OCBOCHHUS AUCHUIUIMHBI COCTABIISET 3 3aueTHbIe euHUIIbI, 108 yacos.

The discipline "Territory Branding" is included in the part of the disciplines of the curriculum,
formed by the participants in educational relations, in the direction of preparation 42.04.01
"Advertising and Public Relations", specialization "Branding and business reputation". The
discipline is implemented at the Faculty of Advertising and Public Relations by the Department
of Branding and Visual Communications.

Purpose of the discipline— professional training of masters, necessary for the formation of a
methodological and scientific culture, a system of knowledge, skills and abilities in the
development and management of territory brands.



Tasks of the discipline:
- the formation of students' holistic theoretical ideas about branding;
- mastery of knowledge in the field of fundamentals of methodology, methods and
concepts in the management of territories and regions;
- the formation of practical skills and abilities to apply scientific methods in the
formation and management of the brand of the territory;
- study of the possibilities of modern information technologies for the implementation of
projects in the field of territory branding.
The discipline is aimed at the formation of the following competencies: PC-PC-1.3, PC-1.4,
PC-1.5, PC-2.3, PC-2.4, PC-2.5, PC-3.4, PC-3.14

As a result of mastering the discipline, the student must:

1o know:

- bases of the theory of territorial brands;

- methods of correlating the development of territorial branding with the historical,
economic, socio-cultural and geopolitical context;

- methods for conducting pre-project research in the field of territorial branding;

- analysis of project conditions, socio-cultural attitudes, points of parity and points of
differentiation of territorial brands;

- methods of setting goals when designing a brand of territories and brand
communications;

- basic techniques and technologies for creating a territory brand in an online and offline
environment;

methods of creating communication products in the field of territory branding;

- principles of collection, selection and generalization of information for the development
of projects and campaigns in the field of territory branding;

- prerequisites for the emergence of territory branding, their role in the competitive

the struggle of regions to attract external resources;

- Methods of a systematic approach for solving professional problems in the field of
territory branding;

- tools and technologies of territorial branding;

- basic concepts of marketing and branding of territories;

- the main macroeconomic categories necessary for the analysis of the activities of
economic entities.

10 be able to:

- identify and disclose the distinctive features of various territorial brands;

- analyze brand communications in a cultural and historical context;

- carry out pre-project research, identify general modern requirements for territorial
brands;

- to form a task (brief) for territorial branding;

- to study the peculiarities of the perception of the brand of the territory by public groups;

- apply modern online and offline technologies for creating a strategy for promoting a
territorial brand;

- analyze and systematize heterogeneous data;

- collect, process information and participate in the informatization of the organization's
activities;

- evaluate the effectiveness of procedures for analyzing problems and making decisions
in the field of territory branding;

- analyze and systematize heterogeneous data;



- evaluate the effectiveness of problem analysis procedures in the field of territory
branding;

- Make managerial decisions in the field of state regulation of marketing activities.

To own:

- technologies for acquiring, using and updating the humanitarian historical and cultural
knowledge of the territories;

- historical and art history methods of cognition and the skills of their application in
brand communications and territorial brands;

- methods of conducting pre-project studies;

- skills of registration of research results and their provision to the customer;

- skills in planning and organizing project activities;

- Territorial brand management skills;

- the skills to create a communication strategy to promote the brand of the territory in the
online and offline environment;

- methods for developing a campaign to promote a territorial brand using modern tools
and technologies in the design and implementation of communication processes based on studies
of public groups;

- the skills of research, generalization and application of best practices in organizing
effective domestic and foreign management of the socio-economic development of
municipalities;

- skills in creating communication products of any level in the field of territory branding;

- skills in developing projects in the field of territory branding;

- the skills of collecting, processing information and participating in the informatization
of the activities of the relevant authorities and organizations.

The total labor intensity of mastering the discipline is 3 credits, 108 hours.

3ODEKTUBHOCTH PEKJIAMBI U CBA3EN C OBIIECTBEHHOCTBIO /
EFFECTIVENESS OF ADVERTISING AND PUBLIC RELATIONS
Hensimu OCBOCHMUA TUCHUIUTUHBL  «O((EKTUBHOCTh peKJIaMbl U CBs3ed C
OOIIIECTBEHHOCTBIO»  SIBNIAETCS (DOPMHUPOBAHUE y CTYACHTOB 3HAHWN M HABBIKOB IO OLIEHKE
3¢ (dEeKTUBHOCTH peKJIaMHOW mpoayKuuu U PR-xamnanuii, /uis MOBBIICHUS YIPABISEMOCTH U
CUCTEMATUYECKOTO JOCTUKEHHS TIOCTABICHHBIX LEJIEH.
N3y4yeHnne UCIUIUIMHBI HAIIPABJICHO HA PEIICHHE CIEAYIOMNX 3a4a4:
- co31aTb TPEJACTaBIEHHE O COACPKAHUM TOHATHS <«O(P(PEKTUBHOCTh pPEKJIAMHON
KaMIIaHUWNY;
- chopMHpOBaTh TNpPEJICTaBICHHE O CHOCO0AaX M TEXHOJIOTUSAX OLEHKU 3(deKTHBHOCTU
PEKJIaMHBIX KaMITaHUH.

JycuuniuuHa HarpaBieHa Ha GOopMUpOBaHHE KOMIIETEHLIUI:

Komnerenuus NHaukaropsl KOMIeTeHIU T PesyabTarhl 00y4eHus
(ko1 U HAaMMEeHOBaHHeE) (KoJ U1 HAMMEHOBAaHHeE)

ITK-3 Cniocoben ITK-3.1. Bnameer HaBBIKAMH 3HaTh:

pa3pabaTbIBaTh, CO3J]aHUs1 HEMaTepUalbHbIX 0co0eHHOCTH (HOPMUPOBAHUS
TECTUPOBATh U BHEAPATH | aKTUBOB (OpPEHIOB) B HEMAaTepUAIbHBIX AKTUBOB

WHHOBAIIMOHHBIC TOBAPHl | OpPraHU3aIMy U yIpaBjicHue uMu | (OpEHIIOB).
(ycmyr), co3naBarb

HeMaTepHaIbHbIC AKTUBBI YMmeTs:
(Openbl) M yNpaBiIATh UMU MIPUMEHSATH TEXHOJIOTUU U
B OpraHu3aluu WHCTPYMEHTHI YIIPaBIICHUS

HEMaTepPUATbHBIMU AKTHBAMHU
(bpengammn)




Bnaners:

HaBBEIKAMH CO3JIaHUS KOHIICIIIIUH,
TJIAHUPOBAHMS M peasn3aIiuu
WHJUBUTYaJILHOTO U (WIIH)
KOJIJIEKTUBHOTO TTPOEKTA IO
YIPaBJICHUIO HEMaTePHUAIbHBIMU
akThBaMH (OpeHIaMM)

T1K-3.5 Bnaneet HaBbIKAMH
pa3pabOTKH TEXHUYECKHX
3aJlaHKUil Ha CO3JaHue
(UPMEHHOTO CTHIIS
OpraHm3aIym, ee OpeHaa

3HAaTh: COBPEMEHHbBIE
TEOPETUUECKUE TOAXOABI K
MOHUMAHMIO U OpTraHU3aIUN
pPEMyTalMOHHOTO MEHEKMEHTA;
CYLIECTBYIOIIME OCHOBHBIE
METOAMKH B chepe yrnpaBiIeHHUs
penyranuen

YMeTh: UCTONb30BaTh OCHOBHBIE
MOJIOKEHUS] K METOJIBI
COLIMANIbHBIX, TYMAHUTAPHBIX U
HKOHOMHYECKUX HayK IMpU
pEIICHUH COLUAIBHBIX U
npoeccCHOHANBHBIX 3a/1a4 B
chepe nmoanepKKHU penyTanuu
OpraHu3anuu

Brnagerts: pacmiupeHHbIM
CIIEKTPOM TEXHOJIOTHI
MOCTPOEHUS peryTaluy U
UMHJIKA,

COBPEMEHHBIM
MHCTPYMEHTApUEM MTPOBEICHUS
KOHCYJIbTallMOHHON pabOTHI 110
BOIIpOCaM

WCCJIEJIOBAHUM, TUIAHUPOBAHUS U
OpraHu3aluy penyTaluoOHHOTO
MEHEIKMEHTa

[1K-3.6 YMmeeT npoBOAUTH
TECTUPOBAHUE HMHHOBAIMOHHBIX
TOBapoOB (yCiIyr, OpeH/I0B)

3HATH:
0COOCHHOCTH OLIEHKH
3¢ (HEKTUBHOCTH Pa3TUIHBIX
BHJIOB pekiaMbl U PR;
0COOEHHOCTHU PA3IUYHBIX
METO/IOB OIICHKHU
addexTuBHOCTH pekiaambl u PR.
yMeThb:
oreHUBaTh YPHEKTUBHOCTH
PEKIIaMHOM IPOAYKIUU U
PEKIaMHBIX KaMITaHUM;
OLIeHUBATh YPPEKTUBHOCTH
MEPOIPUSITHIA IO CBS3SIM C
00LIECTBEHHOCTHIO.
BJIA/I€Th:

MPAKTHYECKIUMH HaBBIKAMH TIO

orieHKe 2((HEKTUBHOCTH




pekinamel ¥ PR.

[To gucuumauHe NpeaycMOTpeHa MPOMEXKYyTOo4dHasl arTecTanus B (opMe H3K3aMeHa.
OO01mast TpyI0eMKOCTh OCBOCHUS JTUCITUIUTMHBI COCTABIISIET 4 3aUETHBIX CIUHUII.

Goals mastering the discipline "Effectiveness of advertising and public relations" is the
formation of students' knowledge and skills in evaluating the effectiveness of advertising
products and PR campaigns, to improve manageability and systematic achievement of goals.

The study of the discipline is aimed at solving the following problems:
- create an idea of the content of the concept of "effectiveness of an advertising

campaign";

- form an idea of the methods and technologies for evaluating the effectiveness of

advertising campaigns.

The discipline is aimed at the formation of competencies:

Competence
(code and name)

Competence indicators
(code and name)

Learning Outcomes

PC-3 Able to develop, test
and implement innovative
products (services), create
intangible assets (brands)
and manage them in the
organization

PC-3.1. Has the skills to create
intangible assets (brands) in the
organization and manage them

To know:
features of the formation
intangible assets (brands).

To be able to:
apply technologies and tools for

managing intangible assets
(brands)

to own:

skills in creating a concept,
planning and implementing an
individual and (or) collective
project for the management of
intangible assets (brands)

PC-3.5 Has the skills to develop
technical specifications for
creating a corporate identity for
an organization, its brand

To know: modern theoretical
approaches to understanding and
organization of reputation
management,

existing basic methods in the
field of reputation management
to be able to: use the basic
provisions and methods of
social, humanitarian and
economic sciences in

solving social and professional
problems in the field of
maintaining the reputation of the
organization

to own: an expanded range of
technologies for building
reputation and image,

modern tools for conducting
consulting work on issues




research, planning and
organization of reputation
management

PC-3.6 Able to test innovative To know:
products (services, brands) features of evaluating the
effectiveness of various types of
advertising and PR;
features of various methods for
evaluating the effectiveness of
advertising and PR.
To be able to:
evaluate the effectiveness of
advertising products and
advertising campaigns;
evaluate the effectiveness of
public relations activities.
To own:
practical skills in evaluating the
effectiveness of advertising and
PR.

The discipline provides for intermediate certification in the form of an exam. The total
labor intensity of mastering the discipline is 4 credit units.

YIIPABJIEHUE UHTEPHET-KOMMYHUKALIUAMU BPEH/IA / BRAND INTERNET
COMMUNICATIONS MANAGEMENT
JlucuuniauHa OTHOCHUTCSI K 00s3aTeNbHBIM AUCHUILIMHAM YacTH JAUCLUUIIIMH Y4eOHOTo IiaHa,
dbopmupyemMoli yyaCTHHKaMH 0Opa3oBaTelIbHBIX OTHONICHMH, 1Mo HampasieHuto 42.04.01
«PexiaMa u cBsI3U C 00IIECTBEHHOCTHIO», HAMIPABIEHHOCTh « BpEHAMHT U JIeI0Basi permyTalis».
Hegb TMCHMIVIMHBI — JaTh CTyJIEHTaM (yHJaMEHTAIbHBIE TEOPETHUYECKUE U TPAKTHUECKUE
3HaHWS, YMEHUS W HAaBBIKM IIPOBEICHMS MApKETUHIOBBIX Meporpusituii B MHTepHeT;
MOJATOTOBUTh MAarucTpa, CIIOCOOHOIO Ha OCHOBE IOJIyYEHHBIX 3HAHUH O BHJIaX, OCHOBHBIX
3ajjauax ¥ MHCTPYMEHTaxX MPOJBIKEHHsI OpeHAa U cBs3eil ¢ oOIIecTBEHHOCThI0O B MHTepHeT,
NPUHUMATh pEIIeHUs] MO pPa3paboTKe NpPOTrpaMMbl TPOIBMIKEHHUS OpeHAa, OCYIIECTBISAThH
MOHUTOPUHT ¥ POBOJIUTH AHAJIUTUKY PE3YJIbTAaTOB CBOUX JIEUCTBUM.
3agaum QIMCHUIIUHBI:
e oO0yueHHWEe OCHOBHBIM MHCTPYMEHTAM yIIPABJICHHS] KOMMYHUKaIUsIMU B IHTEpHET;
e (opmupoBaHHE HAaBBIKOB HCIIOJIB30BAaHUS METOJOJOTUM U METOIOB IPOBEICHUS
peKIIaMHBIX KamIiaHui B MIHTepHeT;
e oOyueHue creuupuke TMPUMEHEHHUS] PA3IUYHBIX WHCTPYMEHTOB KOMMYHHUKAIIUU B
WHrepHer;
e (opMHpOBaHHE HABBHIKOB NMPHMEHEHHs] METOJOB AHAIUTHUKU B XOJE M IO 3aBEPIICHUU
pekiiaMHOlM KaMmnanuu B IHTepHeT;
® TIOATOTOBKA CIEIHAIUCTOB, CIIOCOOHBIX, HA OCHOBE IOJyYEHHBIX 3HAHUN, TBOPYECKU U
OTepaTUBHO NMPUHUMATh 0OOCHOBAHHBIE PEIIEHHUs MO BOIPOCaM MPOABIKEHUS OpeHaa B
HNutepHer.

B pe3yiIbTaTe OCBOCHUA TUCHUILIMHBL O6y‘lElIOH.IHI>iCH JOJDKCH:



3HaTh:!

- TEOPETUYECKHE OCHOBBI OM3HEC-KOMMYHUKAIIUH, UX OCHOBHBIE BUJIbI U MaTepUaJbl;

- BUJIbI M OTallbl MAPKETUHIOBBIX UCCIIe0BaHUN B IHTEpHET;

- METOJIbl U MHCTPYMEHTHI MPOBE/ICHUS PEKJIIaMHBIX KaMIlaHui B IHTepHeT;

- crneund(uKy NpOBeIEHHUs pEKIaMHON KkammaHuu B MHTepHET B 3aBUCUMOCTH OT
BbIOpAHHBIX IJIOIIAOK JIJIs POJBHKEHHS OpeH/a;

- TEOPETUYECKNE OCHOBBI IPOBE/ICHUS PEKJIIAMHBIX KaMniaHui B IHTepHeT;

- OCHOBHBIE AJIEMEHTHI U 3Talbl KOMMYHHUKAIIMOHHOTO MIPOIECCa;

- OCHOBHBIE HalpaBJIeHUs pa3padOTKU U peain3aliiil KOMMYHUKAMOHHOM MOJIUTUKH;

- KaK TPaMOTHO CTPOUThH OM3HEC-KOMMYHHKAIIHIO;

- KJIFOYEBBIE MTOHATHSL, LU U 3a1auu IHTepHeT-MapKkeTHHra;

- TICUXOJIOTMYECKHE XapaKTEPUCTUKH U TUIIBI CyObEKTOB KOMMYHHKATHBHOTO MPOIlecca;

- crieruKy paboThl MPOEKTOB B IHTEpHET-IPOCTPAHCTBE;

- OM3HEC-KOMMYHUKAIUIO, €€ CTPYKTYPY U MPUHIIMIIB;

- XapaKTepHbIe OIIMOKHU, KOTOphIE ciieayeT nzberarb B IHTepHET-pOoeKTax

YMmers:

- COCTaBJIATh TEXHUUECKOE 33JaHNUE U TUIaH IPOBEACHUS PEKIaMHON KaMIIaHUY;

- IPUMEHSTh METO/bl aHAJTUTUKU IMPOMEXYTOUHBIX PE3yIbTaTOB MPOBEACHUS PEKIAMHOMN
Kamranuu B lHTepHer;

- OCYILECTBIATH BBIOOp MHCTPYMEHTApHs NMPOoABIKeHHs OpeHia B IHTepHeT;

- aHAJIM3MUPOBATh KOMMYHHMKAIIMOHHYIO CUCTEMY B OpPraHU3alluu;

- OIPENeNsITh KOMMYHUKAIIMOHHbBIE Oaphephl;

- OIpEeNeNATh HAMNpaBICHUS COBEPIICHCTBOBAHMS U MOBBIMEHUS APPEKTUBHOCTH
KOMMYHUKaIUH;

- COCTaBIATh M ONKUCHIBaTh BECh LMKJI JKW3HU VIHTEepHET-poekTa, HadyuHas OT
3apOXKACHUS UJIEU U 10 YTacaHuUs;

- NPOBOAMTH aHajdM3 Jroboro cerMeHta VHTepHeT-OM3HEca, JaBaTb OLICHKU
3¢ (dEeKTUBHOCTH, MOHETH3AIUH, paOOTHI C ayAUTOPUEH;

- MOATOTaBIMBATh AHAJIUTUUYECKHUE OTUETHI [0 BCEM HANPABICHUSM JKU3HEIEATEIBHOCTH
MPOEKTa (aHaJu3 phIHKA, OLIEHKAa KOHKYPEHLUH, CIIOCOOBI MPOJBHKEHHS, TOAXOAbl B padoTe C
ayIUTOPHEH, KOJIMYEeCTBEHHBIE TIOKA3aTeNN, UCTOUHUKN (PMHAHCUPOBAHNUSA);

Bmanets:

- HaBbIKAMM OIIEPATUBHOIO YIIPABJIEHHS IPOLIECCOM BEACHMS PEKJIAMHOM KaMIaHUM B
WNHTepHer;

- HaBbIKaMU MOATOTOBKH OTUETHBIX MAaTEPUAJIOB 10 pe3yJIbTaTaM PEKIAMHON KaMIIaHUH;

- HaBbIKaMU OpTaHMU3alMK U MIPOBEIACHUS pEeKJIaMHbIX KamnaHuii B UHTepHeT;

- METOJJaMH ONITUMHU3aLUN KOMMYHHKAIIW;

- Cpe/IcTBaMU MOBBILICHHS Ka4eCTBa KOMMYHHUKAIIUNA IEPCOHAA;

- HaBBIKaMU YTIPaBJIEHUs] KOMMYHUKAIIMOHHBIM MPOLIECCOM;

- uHpopmanueir B DIOOAIBHBIX KOMIIBIOTEPHBIX CETAX M KOPIOPATHUBHBIX
MH(POPMALIMOHHBIX CETSX;

- COBpPEMEHHBIMH HWHCTPYMEHTAMM IPOBEJIEHUS KOoMIUlekca pabor mno WHrepHer-
MapKeTHUHTY;

- TEXHOJOTUSIMU OH3HEC-KOMMYHHKaIMii, Ha0OpOM KOMMYHHMKATHBHBIX IPUEMOB U
TEXHUKON YCTAHOBJIGHUS KOHTAKTa C COOECEIHMKOM, CO3[aHUsi aTMOc(epbl JTOBEPUTEIHLHOTO
oO1IeHus.

[To gucuumauHEe mNpenycMOTpeHa MpOMEXyTOo4YHasl arTecTanus B (opMe 5K3aMeHa.
OO1m1ast TPyJ0EMKOCTh OCBOEHHSI TUCIIMILIMHBI COCTABIISET 4 3a4ETHBIEC €AUHUIIBL.



The discipline refers to the compulsory disciplines of the part of the disciplines of the
curriculum, formed by the participants in educational relations, in the direction 42.04.01
"Advertising and Public Relations", the direction "Branding and business reputation".
Purpose of the discipline- to give students fundamental theoretical and practical knowledge,
skills and abilities to conduct marketing activities on the Internet; prepare a master who, based
on the knowledge gained about the types, main tasks and tools of brand promotion and public
relations on the Internet, is able to make decisions on the development of a brand promotion
program, monitor and analyze the results of their actions.
Tasks of the discipline:
e training in basic tools for managing communications on the Internet;
e formation of skills in using the methodology and methods of conducting advertising
campaigns on the Internet;
e training in the specifics of using various communication tools on the Internet;
e formation of skills in applying analytics methods during and after the completion of an
advertising campaign on the Internet;
e training of specialists who, based on the acquired knowledge, can creatively and
promptly make informed decisions on brand promotion on the Internet.

As a result of mastering the discipline, the student must:

To know:

- theoretical foundations of business communications, their main types and materials;

- types and stages of marketing research on the Internet;

- methods and tools for conducting advertising campaigns on the Internet;

- the specifics of conducting an advertising campaign on the Internet, depending on the
selected sites for brand promotion;

- theoretical bases of carrying out of advertising campaigns in the Internet;

- the main elements and stages of the communication process;

- main directions of development and implementation of communication policy;

- how to competently build business communication;

- key concepts, goals and objectives of Internet marketing;

- psychological characteristics and types of subjects of the communicative process;

- the specifics of the work of projects in the Internet space;

- business communication, its structure and principles;

- typical mistakes to avoid in Internet projects

To be able to:

- draw up terms of reference and a plan for conducting an advertising campaign;

- apply methods of analytics of intermediate results of an advertising campaign on the
Internet;

- to carry out the choice of tools for brand promotion on the Internet;

- analyze the communication system in the organization;

- identify communication barriers;

- identify areas for improving and improving the effectiveness of communication;

- compose and describe the entire life cycle of an Internet project, from the birth of an
idea to its extinction;

- analyze any segment of the Internet business, evaluate the effectiveness, monetization,
work with the audience;

- prepare analytical reports in all areas of the project's life (market analysis, competition
assessment, promotion methods, approaches to working with the audience, quantitative
indicators, sources of funding);

To own:



- skills of operational management of the process of conducting an advertising campaign
on the Internet;

- skills in preparing reporting materials based on the results of an advertising campaign;

- skills in organizing and conducting advertising campaigns on the Internet;

- methods of communication optimization;

- means of improving the quality of personnel communications;

- communication process management skills;

- information in global computer networks and corporate information networks;

- modern tools for carrying out a complex of works on Internet marketing;

- technologies of business communications, a set of communication techniques and
techniques for establishing contact with an interlocutor, creating an atmosphere of trusting
communication.

The discipline provides for intermediate certification in the form of an exam. The total
labor intensity of mastering the discipline is 4 credit units.

CTPATETUHA ®OPMUPOBAHUA PEITYTALIUU / REPUTATION BUILDING
STRATEGIES

Jucuunnuna «Ctparerud (GopMHpOBaHMS pemyTalMu» peanusyeTcss Ha (akyiabrere
peKJIaMBbl U CBsI3€i ¢ 00IIEeCTBEHHOCThIO Kadeapoil OpeHMHra U BU3yaJIbHBIX KOMMYHUKAIMH.
Heap nucuunauHbl — GOPMHUPOBAHUE Y CTY/IEHTOB KOMIETEHIIUMN, O3BOJISIONIUX UCIIOJIb30BaTh
B MpO(EeCCHOHANBHON JEATETbHOCTH CTPAaTerMd U MeTOIbl (OPMUPOBAHMS M TMOJAEPIKaHUSL
pemyTaluy, OCYLIECTBISTh IUIAaHUPOBAHWE JEHCTBUIM, HEOOXOAMMBIX JJIsi IPOBEIEHUS
CTPAaTETMYECKUX M TAKTUYECKHUX pEIICHHUH, HAlpaBICHHbIX HAa YKPEIUIEHHE peryTaluu
KOMITaHUH.

3axaum JUCUMILIUHBI:

- MO3HAKOMUTH CTYJICHTOB ¢ 0a30BOM TEPMUHOJIOTHEH B chepe permyTAIlMOHHBIX XapaKTEPUCTUK
NeSTeTFHOCTH KOMITaHuu (OpeH/a);

- paccMOTpPETh TEOPETUUECKUE OCHOBBI COBPEMEHHOM KOHUENIIMN PEMYyTAIlMN KOMIIAHUU
(6bpenna);

- IPOJIEMOHCTPHUPOBATH 00YUAIOITUMCS METOIbI (POPMHUPOBAHMS PEMyTallMK KOMIaHUH (OpeHa).

B pe3yIbTaTC OCBOCHUA TUCTUILINHBL OGy‘lElIOH.IHfICH JOJDKCH:

3HaTh!

- OCHOBHBIE IOHSTHS PEIYTAllMOHHOTO MEHEKMEHTA;

- OCHOBHBIE 3aJ]auyl YIIPaBJICHUS pEIlyTalUel;

- COLMajJbHBIE CETH, HUCTOPUI0 M CHEHMPHUKY HX Ppa3BUTHUSA, HUX BIUSHUE Ha COIMAJIbHO-
0OIIIECTBEHHBIC CBS3H;

- 0coOeHHOCTH (POPMUPOBAHUS KaluTajla OpeH/a;

- CYIIHOCTb M 3HaueHHe MH(POPMAIMK B Pa3BUTHH COBPEMEHHOTO MH(POPMAIIMOHHOTO 00IECTBa
Y B3aUMOCBS3H C JIMYHOM, MpodeccuoHanbHON 1 KOPIIOPAaTUBHOM pemyTaluei;

- OCHOBHBIE IIOHATHS, KATETOPUU U UHCTPYMEHTHI IPOBEACHUS PEMYTALlHOHHOTO ayINTa;

- OCHOBHBIE TIOJIXO/Ibl H PUHLHUIIBI (POPMUPOBAHUS HYKHOTO HH()OPMALIMOHHOTO POCTPAHCTBA;
- UHCTpYMEHTBI MoHMTOpUHTa CMU;

- HOpMaTHBHBIE IIPABOBHIE AKTHI, PETYIHNPYIOLINE MAPKETUHTOBYIO JESTEIIbHOCTH;

YMeTs:

- QHANM3UPOBATh pE3YJIbTaThl TPYAOBOM AESITENBHOCTH, KOPPEKTUPOBATH pENMyTAMOHHYIO
MIOJIMTUKY OpraHU3alliy, pa3BUBATh TOJIEPAHTHOCTh COTPYAHHUKOB;



- OMpEeNeNsITh ONTUMATBHYIO COIHAIBHYIO CeTh JUId Hanbomnee d3PPEKTUBHON KOMMYHHUKAIIUU C
LIEJIEBOM ayqUTOpHUEN;

HCIIOJIb30BaTh MHCTPYMEHTHI COLIMAIbHBIX CETel ISl JOCTHXKEHMSI KOMMYHUKATUBHBIX LEJIEH U
aHaJIM3a pe3ysbTara;

- IPUMEHSTH OCHOBHBIC METOBI U TIPUEMBI IPOABMKCHUS WH(OPMAIIUHU B COIUATBHBIX CETAX;

- pacro3HaBaThb OMNACHOCTM U YIPO3bl, BO3HHUKAIOUIME B Mpolecce HH(HOPMAIMOHHO-
KOMMYHHMKAIITMOHHOTO B3aUMOJICUCTBUS B COI[UAIBHBIX CETSX;

- pa3pabaTeiBaTh CTPATETHIO yOpPABJICHWS HEMarepuadbHBIMU akTuBamMHu (OpeHIamu,
pemyrainuei) ¢ y4eToM HOPMATHBHBIX MPABOBBIX aKTOB, PETYIUPYIOIUX MAapKETHHTOBYIO
NeSITeNIbHOCTH;

- YOPaBIsATh HEMATEPHAIBHBIME aKTUBaMHU (OpeHIaMHU, PermyTaIueil)

Bmanerts:

- HaBBIKaMU apryMEHTaIluu IpY BIOOpE cTpareruu (GopMUPOBAHUS U TIOJACPKAHKS PEIYTAIINN;
- HaBBIKAMH CO3JIaHMs KOHIICTIIIUH, TUTAHUPOBAHUS M PEATH3allid WHIAUBUAYATHLHOTO U (WJIH)
KOJUIEKTHUBHOTO TPOEKTA M0 YIPABICHHUIO KAIIUTAIOM OpeH/Ia;

- HaBBIKAMHM CO3JIaHUA W 3amycka WH(GOPMAIMOHHBIX KaMIaHUH B COLMAIBHBIX CETAX H
OTCJeXUBaHUA UX () (HEKTUBHOCTH;

- HaBBIKAMU PAOOTHI ¢ KOH(IMKTAMU B COIMATBHBIX CETAX U MUHUMHU3AIUU PEIyTaIIMOHHBIX
PHUCKOB KaK JINYHBIX, TAK U YTPOXKAIOIINX KOPIIOPATUBHOU peryTaluu;

- TpUeMaMHu yIpaBiIeHUS HWH(POPMAIMOHHBIMH KOH(IUKTAMH, CJEIys OOIIeYeTIOBEYECKIM
TYMaHUCTHUYECKHM TIPUHIMIAM, KOACKCY Mpo(ecCHOHANbHOH OTHKM U COIHAIBHOMN
OTBETCTBEHHOCTH.

[To gucuumiauHEe mNpenycMOTpeHa MpPOMEXYyTOoUHasl arTecTanus B (opMe 5K3aMeHa.
OO1m1ast TpyJ0EMKOCTh OCBOSHHSI TUCIIMITIMHBI COCTABIISET 4 3a4ETHBIX STUHHIIBI.

The discipline "Strategies of Reputation Formation" is implemented at the Faculty of
Advertising and Public Relations by the Department of Branding and Visual Communications.
Purpose of the discipline-the formation of students' competencies that allow them to use
strategies and methods for building and maintaining reputation in their professional activities, to
plan the actions necessary to make strategic and tactical decisions aimed at strengthening the
company's reputation.

Tasks of the discipline:

- to acquaint students with the basic terminology in the field of reputational characteristics of the
company (brand) activity;

- consider the theoretical foundations of the modern concept of company (brand) reputation;

- to demonstrate to students the methods of forming the reputation of the company (brand).

As a result of mastering the discipline, the student must:

To know:

- basic concepts of reputation management;

- the main tasks of reputation management;

- social networks, the history and specifics of their development, their impact on social and
public relations;

- features of brand capital formation;

- the essence and significance of information in the development of the modern information
society and the relationship with personal, professional and corporate reputation;

- basic concepts, categories and tools for conducting a reputation audit;

- basic approaches and principles of formation of the necessary information space;

- media monitoring tools;



- regulatory legal acts regulating marketing activities;

To be able to:

- analyze the results of labor activity, adjust the reputation policy of the organization, develop
employee tolerance;

- determine the optimal social network for the most effective communication with the target
audience;

use social media tools to achieve communication goals and analyze the result;

- apply the basic methods and techniques for promoting information in social networks;

- to recognize the dangers and threats that arise in the process of information and communication
interaction in social networks;

- develop a strategy for managing intangible assets (brands, reputation) taking into account the
regulatory legal acts governing marketing activities;

- manage intangible assets (brands, reputation)

To own:

- skills of argumentation when choosing a strategy for the formation and maintenance of
reputation;

- skills in creating a concept, planning and implementing an individual and (or) collective project
for brand equity management;

- skills in creating and launching information campaigns in social networks and tracking their
effectiveness;

- skills in dealing with conflicts in social networks and minimizing reputational risks, both
personal and threatening corporate reputation;

- techniques for managing information conflicts, following the universal humanistic principles,
the code of professional ethics and social responsibility.

The discipline provides for intermediate certification in the form of an exam. The total
labor intensity of mastering the discipline is 4 credit units.

COBPEMEHHOE SKCIHHEPUMEHTAJIBHOE UCKYCCTBO U EI'O BJIUSITHUE HA
PEKJIAMY / CONTEMPORARY EXPERIMENTAL ART AND ITS IMPACT ON
ADVERTISING
Ieap  ocBoeHus aucuuIUIMHBL «COBpeMEHHOEe JIKCIePHMEHTAJbHOEe HCKYCCTBO M ero
BJIMSIHUE HA PeKJaMy» - u3yuyeHue uckyccrBa XX - Hadana XXI BB. Bo Bcem MHOroobpasuu, a
TaKXKe PAacCMOTPEHHE TMPEANOCHUIOK (POPMHUPOBAHUS HOBEHIIMX TIOAXOIOB, HaNpaBIeHUH u
METOZIOB aHAJIM3a COBPEMEHHOTO

HCKYCCTBA.

3agauyn TUCIHMILIMHBI:
- paccMOTpPETh BO3HUKHOBEHHUE M PA3BUTHE OCHOBHBIX XYIOKECTBEHHBIX CTHIICH, CIIOKHBIINXCS
B XX-XXI BB.;
- U3yYUTh OCHOBHBIC MyTH BIHMSHUS BHEIIHUX (DAKTOPOB HA MPOIIECC CTAHOBJICHHS M Pa3BUTHUSA
COBPEMEHHOTO UCKYCCTBAa B 0003HAYCHHBIN XPOHOIOTUYECKUN TIEPUO]T;
- MMPOAHAIM3UPOBATH TOIXO/IBI K HHTEPIPETAIUU TPEIMETOB UCKYCCTBA, MU3aiiHA U THOPUTHBIX
00BEKTOB, BO3HUKIIINX B PE3YNIBTATE XYJ0KECTBEHHBIX KOJIJTab0opaInii;
- PacCMOTpPETh COBPEMEHHOE HMCKYCCTBO B KOHTEKCTE WH()OPMAIMOHHOW PEBOJIOIMH U POIh
MeAMa W COLUaJIbHBIX ceTed B (OPMHUPOBAHUM 00pa3a COBPEMEHHOTO XYIOXKHUKA U
XyJIO’)KECTBEHHBIX 00beanHeHUH B X X1 B.

JucuunnuHa «CoBpeMeHHOe IKCIIePMMEHTAIbHOe HCKYCCTBO U ero BJIHsIHHE HA peKJaMy»
HarpasJieHa Ha ()OPMHUPOBAHUE CIETYIONNX KOMIIETEHIIMN:
[1K-2 Crioco6eH yrnpaBinsiTh HHGOpMAIMEH U3 pa3IMIHbIX HCTOYHUKOB.



KoMmnerenuus

Nuaukaropbl KOMIETEHUHH

pe3yJbTaThl 00yUeHusi Mo
AUCHUILINHE

[1K-2 Cnocoben
YIIPaBIATh
uHpopmanuei u3
Pa3IUYHBIX
HCTOYHUKOB

[TK-2.3 Crioco0eH oCyIecTBIsATh
MOHHUTOPHHT ITOSIBIICHUS HOBOM
WM He0OX0aMMO# HH(pOopMau
BHYTpPY OpPraHU3aIlH, B CETH
WHTepHET U IPpyriuX HCTOYHHUKAX,

3HaTh: aKTyaJbHbIE 001aCTH
COBPEMEHHOTO XY/I0KECTBEHHO-
ACTETUYECKOTO MPOIIecca;
YMmetb: nuddepeHnupoBaTh
MPUEMBI U METO/BI
BBIPA3UTEILHOCTH U
BO3/ICHCTBHS B apTeakTax
COBPEMEHHOTO

HCKYCCTBa;

Bnaners: HaBbIKamMu
KOMIUIEKCHOTO aHaJH3a U
CHCTEMaTU3alluH SIBIICHHUI
COBPEMEHHOTO UCKYCCTBA

I1K-2.4 cnoco6en dhopMupoBaTh
0O0IIyI0 OIIEHKY 3HAaYMMOCTH U
NPUOPUTETHOCTH TIOITy4aeMOU
UHPOPMAITIH

3HaTh: HBOJIOLHUIO BUJOB U
’KAHPOB B

COBPEMEHHOM OTE€YECTBEHHOM U
3apy0eKHOM HCKYCCTBE.

YMeTs:

CHCTEMaTU3UPOBaTh (hOPMBI
MPe3eHTAIH aKTyaJIbHOTO
HCKYCCTBa C

UCIIOJIb30BaHHEM COBPEMEHHOTO
HCKYCCTBOBEIUECKOTO
KOMITJIEKCa METOJIOB U3YUYCHUS
HCTOPUU M TEOPHH UCKYCCTBA.
Brnagers: HaBbIKaMu
OTpe/eeHUS

CBs131 COBPEMEHHOTO
HKCTIEPUMEHTAIBHOTO UCKYCCTBA
C COIMOKYJIBTYPHBIMU
SIBJICHUSIMU COBPEMEHHOCTH.

[1K-2.5 Bnazmeer mporpaMMHbBIM
o0ecreueHneM U TEXHUYECKUMU
CpEeACTBaMU ISl PETYISIPHON
KOMMYHUKAI[H, MOHUTOPHHTA
uHpopmarun B UnTepHerT,

3HaTh: OCHOBHEIC TEXHOJIOTHMH H

IpUeMbl  BHUpPTyaJIM3allud B
pekiame u CBA3AX c
0OIIECTBEHHO-

CTBIO

YMeTh: KOHCTPYHPOBATh
BUPTYaJIbHYIO PEATbHOCTD IS
penieHus 3a1a4 CBs3en ¢
00IIIECTBEHHOCTBIO

Bnaners: TEXHOJIOTUSIMA
npeacTaBieHus uHopManuu B
BUJIE, YIOOHOM JUTSI 3pUTEITBHOTO
HaOJIONECHUS

M aHaJIn3a

[To nmucrumnnae «CoBpeMeHHOe JKCHEPUMEHTAJIbLHOE HCKYCCTBO W €ro BJHsSHHE HA
peKJIaMy» IpeTyCcMOTpeHa MPOMEXKYTOUHAs aTTecTalys B opMe 3adera.




OGH_IE[H TPYAOCMKOCTb TUCHHUIUIMHBI COCTABIISACT 3 3a4eTHBIC CAVHUIIBI.

Target mastering the discipline "Contemporary experimental art and its impact on
advertising»-the study of art of the XX - early XXI centuries. in all its diversity, as well as
consideration of the prerequisites for the formation of the latest approaches, directions and
methods of analysis of modern

art.

Discipline tasks:
- consider the emergence and development of the main artistic styles that have developed in the
XX-XXI centuries;
- to study the main ways of influence of external factors on the process of formation and
development of contemporary art in the designated chronological period;
- to analyze approaches to the interpretation of objects of art, design and hybrid objects resulting
from artistic collaborations;
- consider contemporary art in the context of the information revolution and the role of media
and social networks in shaping the image of a contemporary artist and art associations in the 21st
century.

The discipline "Contemporary experimental art and its influence on advertising" is aimed at
developing the following competencies:
PC-2 Able to manage information from various sources.

Competence Competence indicators learning outcomes by
discipline

PC-2 Capable of PC-2.3 Capable monitor the To know: current areas of the

managing emergence of new or necessary modern artistic and aesthetic

information from information within the organization, | process;

various sources on the Internet and other sources, To be able to: differentiate the

techniques and methods of
expressiveness and impact in
the artifacts of modern

arts;

to own: the skills of complex
analysis and systematization of
the phenomena of
contemporary art

PC-2.4is able to form a general To know: the evolution of
assessment of the significance and | species and genres in

priority of the information received | contemporary domestic and
foreign art.

To be able to:

to systematize the forms of
presentation of contemporary
art with

using a modern art history
complex of methods for
studying the history and theory
of art.

To own: definition skills
Connections of contemporary
experimental art with socio-
cultural phenomena of our time.




PC-2.50wns software and hardware | To know: the main technologies

for regular communication, and techniques of virtualization
monitoring of information on the in advertising and public
Internet, relations

To be able to: design virtual
reality to solve public relations
problems

To own: technologies for
presenting information in a
form convenient for visual
observation and analysis

By discipline «Contemporary experimental art and its impact on advertising» an
intermediate certification in the form of a test is provided.

The total complexity of the discipline is 3 credit units.

COBPEMEHHASA BUPTYAJIUCTUKA / MODERN VIRTUALISTICS

Heas ocBoeHus aucuuiuinHbl «CoBpeMeHHass BUPTYAJIUCTHKA» - (OPMHUPOBAHUE Y
oOyuatomuxcsi komnereHunu IIK-2 B pasznuusbiX cdepax IesSATEIBHOCTH B COOTBETCTBUH C
tpedoBanusiMu @I'OC BO 3++ no nanpasnenuto noaroropku 42.04.01 «Peksama u cBsizu ¢
00IIIeCTBEHHOCTbIO» , Mpopuib «bpenounz u oOenosasa penymayus» (MarucTparypa);
¢dbopMHupOBaHUE  TPEACTABICHUH O  BHpPTyaJu3alud Kak  (eHoMeHa  COBPEMEHHBIX
HETPAIUIMOHHBIX KOMMYHHKAIMM, 3HAaHUH 00 OCHOBHBIX TEXHOJIOTHSAX BHUPTyalIH3alUH, UX
WCTIOJIb30BaHMSI ITPH MIPOJIBHKEHUH TOBapa/yciayru wim 6asucuoro PR-cyOobexTa.

3apayu AUCHUIIMHBI:
1) chopMupoBaTh y CTYI€HTOB 3HAHHSI O BO3MOXKHOCTAX U yrpo3ax (heHOMEHa BUPTyaIU3allU, O
BO3JICHCTBUH BUPTYyaJIbHOW PEATbHOCTH HAa MEIMAPEKIAMHYIO KapTUHY MHUPAa;
2) HAy4YUTh CTYIEHTOB NMPOBOAUTH AHAJIM3 TpaHC()OpPMALMU MPOCTPAHCTBEHHO-BPEMEHHOMN
OpraHU3aIMH PEKJIAMHOTO M TEKCTa, TEXHOJIOTUHU CO3aHUs BUPTYAIbHOTO 00pasa.

JucuunnuHa «CoBpeMeHHAasi BHPTYAJUCTHKA)» HampaBieHa Ha (OPMUPOBAHUE CIETYIOIIMX
KOMIIETEHIIUN:
[1K-2 CnocoGen ynpapisiTe HHPOPMAIHEH U3 Pa3IMuHbIX UCTOYHUKOB.

B pesynbrare 0cBOEHUS AUCHUIUIMHBI O0YYarOIIMNACS JOMHKEH:

3HaTh:

® OCHOBHBIE TE€HJICHIIUW BUPTYaJIU3allMd COBPEMEHHOU KYJIBTYPHI;

® BUPTyaJIbHbIC TEXHOJOTUH U UX BIHMSHUE HA (OPMUPOBAHNE MUPOBO33PEHHUS COBPEMEHHOTO
YyeJIOBEKa;

® OCHOBHBIE TEXHOJIOTUU U TTPUEMBI BUPTyIM3AI[MU B PEKIIaME U CBA3SX C OOIIECTBEHHO-
CTBIO.

VMmern:

® JICTIOJIb30BaTh PECYPCHl BUPTYAIbHOM pPEealbHOCTH B PEKIIaMe;

® KOHCTPYHMPOBaTh BUPTYAJIbHYIO PEATbHOCTD JIJISl PEIICHHMS 3a1a4 CBSA3EH C OOIECTBEHHOCTHIO
® AHANTU3HUPOBATH BU3YaATbHBIM TEKCT

Bnanets:

® TEXHOJIOTHSIMU TIPEICTABICHUS HH(POPMAIIUU B BUJIE, YIOOHOM /IS 3pUTEILHOTO HAOTIONCHUS
M aHaJIN3a;



® HaBBbIKAMU PaOOTHI B TPYIIIIE;
® HaBBIKAMU MOJTOTOBKH K BBIMTYCKY, IPOU3BOJICTBA M PACIIPOCTPAHEHHSI PEKIAMHON IPOAYKIIUN

[lo ngucrumuinae «CoBpeMeHHAsi BHPTYAJHCTHKA» TPEAYCMOTpPEHA MPOMEKYTOUHAsS
arrectamnus B (popme 3auera.
OO01mast TpyI0€MKOCTh TUCHUIUTHHBI COCTABISET 3 3a4€THBIC SAMHHUIIBI.

Target mastering the discipline "Modern virtualistics" -the formation of students'
competence PC-2 in various fields of activity in accordance with the requirements of the Federal
State Educational Standard of Higher Education 3 ++ in the direction of preparation 42.04.01
"Advertising and Public Relations", profile "Branding and business reputation" (master's
degree); formation of ideas about virtualization as a phenomenon of modern non-traditional
communications, knowledge about the main technologies of virtualization, their use in
promoting a product/service or basic PR-subject.

Discipline tasks:
1) to form students' knowledge about the opportunities and threats of the virtualization
phenomenon, about the impact of virtual reality on the media advertising picture of the world;
2) to teach students to analyze the transformation of the spatio-temporal organization of
advertising and text, the technology of creating a virtual image.

The discipline "Modern virtualistics" is aimed at the formation of the following competencies:
PC-2 Able to manage information from various sources.

As a result of mastering the discipline, the student must:

To know:

ethe main trends in the virtualization of modern culture;

evirtual technologies and their influence on the formation of the worldview of the modern
person;

ethe main technologies and techniques of virtualization in advertising and public relations.
To be able to:

euse virtual reality resources in advertising;

edesign virtual reality to solve public relations problems

eanalyze visual text

To own:

etechnologies for presenting information in a form convenient for visual observation

and analysis;

egroup work skills;

eskills in preparing for the release, production and distribution of promotional products

By discipline «Modern virtualistics» an intermediate certification in the form of a test is
provided.
The total complexity of the discipline is 3 credit units.

BHU3YAJIBHOCTbh B COBPEMEHHOM MACCOBOM KYJIBTYPE / VISUALITY IN
MODERN POPULAR CULTURE
JucuunnuHa «Bu3yanbHOCTh B COBPEMEHHON MacCOBOW KYNBTYpe» peajn3yercs Ha akyiabreTe
peKJIaMBbl U CBsI3€i ¢ 00IIEeCTBEHHOCThIO Kadeapoil OpeHMHra U BU3yaJIbHBIX KOMMYHUKAIMH.
Heaun aMCHUMIUIMHBI - TPEICTaBUTH CTYJEHTaM BO3MOXXHOCTH COLIMOKYJIBTYPHOTO
MCCIICIOBAHMSI BU3YAJIBHBIX MPAKTHK - X MHCTUTYTOB, ayJUTOPUH, TEXHOJIOTHN U KyJIbTYPHBIX

dhopm.



3agauu AMCHMIIMHBIL:
- MIO3HAKOMUTBH CTYJEHTOB C HWCTOPHEN CTAHOBJIEHUS BU3YaJbHOM KYJBTYPBHI,
MoKa3aTh MyTH €€ TpaHC(HOPMAIIUU B YCIOBHUSAX HOBBIX BU3YaJIbHBIX TEXHOJIOTUH;
- U3YUYUTh TEOPETUKO-METO0JIOTMYECKYHO 6azy HCCIEA0BaHUS
BU3YaJIbHOU KYJBTYpBHI,
- MIOKa3aTb  BO3MOYKHOCTM  BHM3y&JIbHOW  KyJbTYphl KaK  CpeICTBa
COLIMOKYJIBTYPHOI'O IIPOEKTUPOBAHUS.
JlucuuniauHa HarpaBiieHa Ha (OpMHUpPOBaHUE CIEAYIONIe KOMIIETeHIUN:
e [IK 3. CnocobeH pa3pabarbiBaTh, TECTHPOBATh U BHEAPSITh MHHOBAI[MOHHBIE TOBAPHI
(ycnyr), co3naBarh HeMaTepUaIbHbIe aKTUBHI (OpPEHIbI) U YIIPABISTh UMU B OpPraHU3auU

Komnerenuus HNuaukaropsl Pe3yabrarbl 00yuyeHus
(Kom 1 HAMMEHOBAHUE) KOMIIeTEeHII Ui
(Kox ¥ HANMEHOBAHHE)
[IK-3 Cniocoben [1K-3.5 Bnageer HaBblkaMu | 3HaTh: COBPEMEHHbBIE
pa3pabarbiBaTh, TECTUPOBATh | Pa3pabOTKU TEXHUUECKUX TEOPETUYECKHUE MOIXOBI K
Y BHEJPATh MHHOBAIIMOHHBIE | 33aJaHHil HA CO3aHNE MOHUMaHHIO U OpPTaHU3aIHN
TOBaphI (YCIyr), CO3aBaTh (UpMEHHOTO CTHUIIS penyTalMoOHHOTO MEHEKMEHTA;
HEMaTepuaTbHbIC aKTUBBI OpraHu3zaiym, ee OpeHaa CYIIECTBYIOIINE OCHOBHBIC
(OpeHzbl) U ynpaBisiTh UMU B METOJIMKHU B chepe ynpaBiIeHUs
OpraHu3aluu penyranuen

YMeThb: UCTIOIb30BaTh OCHOBHBIE
MOJIOKEHUS] K METOJIBI COIMATBHBIX,
TYMaHUTAPHBIX U SKOHOMUYECKHX
HayK TpU

pELICHUH COLMAIBHBIX U
npodeccuoHanbHbIX 3a/1a4 B chepe
MOJ/IEP’KKU PEITyTaluu
OpraHu3aIIH

Brnanets: paciimpeHHbIM CIIEKTPOM
TEXHOJIOTHH ITOCTPOCHUS
penyTanuy ¥ UMUIKA,
COBPEMEHHBIM HHCTPYMEHTAPHEM
MIPOBEICHUS KOHCYIbTAIllMOHHON
paboTHI IO BOIIpOCaM
UCCIIeIOBAaHUH, IJITAHUPOBAHUS U
OpTaHU3aIMH PEITyTaAlMOHHOTO
MEHEPKMEHTa

IIK-3.12 3Haetr 3Haer:

WHCTPYMEHTHI OpeHI- - UTo 3HAYUT ynpaBsATh
MCHEPKMCHTA penyTaiuei B CeTu;

- Kak paborats ¢ cuctemoit
MOHUTOPUHTA;

VYmeer:

- pa3zpaboTarh CTpaTeruio
yIpaBieHus TUGPOBOM permyTaIuu;
- noctaBuTh KPI misa onenku

s dexTuBHOCTH PabOTHI €

1 poBOH peryTaluei;

HMmMmeeT HaBBIK:

ynpaBJieHusI KOHPIUKTaMU B CETH




TIK-3.14 3naer
HOpPMAaTUBHBIE TIPABOBBIC
aKTBI, PETYIUPYIOIIUe
MapKETHHTOBYIO
NCATCIIBHOCTD

3Haer:

- HOpMaTHBHbIE IPABOBLIE AKTHI,
pErynupyroIe MapKETUHIOBYIO
NeSITeNIbHOCTH;

Ymeer:

- pa3paboTarh CTpaTETuIo
YIIpaBJIEHHS HEMATEPUAIbHBIMU
akThBaMH (OpeHaaMu, peryTalyein)
C YYE€TOM HOPMATUBHBIX IIPABOBBIX
aKTOB, PETYIUPYIOIINX
MAapKCTUHTOBYIO ACATCIbHOCTD,
Nwmeet HaBBIK:

YIIpaBJIEHHS HEMATEPUAIbHBIMU
akThBaMu (OpeHaaMu, peryTalyei)
C YYE€TOM HOPMATUBHBIX IIPABOBBIX
aKTOB, PETYIUPYIOIINX
MAapKCTUHI'OBYIO ACATCIIbHOCTD

[lo pucrumiaMHe NperycMOTpeHa IpOMEXyTodHas arrecranus B (opme 3adera. OOmas
TPYAOEMKOCTb OCBOEHHSI JUCLUIUIMHBI COCTABISAET 3 3a4E€THBIE IUHUILIBI.

The discipline "Visuality in modern mass culture" is implemented at the Faculty of Advertising
and Public Relations by the Department of Branding and Visual Communications.

Aims of the discipline - to introduce students to the possibilities of socio-cultural
research of visual practices - their institutions, audiences, technologies and cultural forms.

Tasks of the discipline:

- to acquaint students with the history of the formation of visual culture, show the
ways of its transformation in the context of new visual technologies;
- to study the theoretical and methodological basis for the study of visual

culture;

- show the possibilities of visual culture as a means of socio-cultural design.
The discipline is aimed at the formation of the following competencies:
e PC 3. Able to develop, test and implement innovative products (services), create
intangible assets (brands) and manage them in the organization

Competence
(code and name)

Competence indicators
(code and name)

Learning Outcomes

PC-3Able to develop, test
and implement innovative
products (services), create
intangible assets (brands) and
manage them in the
organization

PC-3.5 Has the skills to
develop technical
specifications for creating a
corporate identity for an
organization, its brand

To know: modern theoretical
approaches to understanding and
organization of reputation
management;

existing basic methods in the field
of reputation management

to be able to: use the basic
provisions and methods of social,
humanitarian and economic sciences
in

solving social and professional
problems in the field of maintaining
the reputation of the organization

to own: an expanded range of
technologies for building reputation
and image,




modern tools for conducting
consulting work on issues

research, planning and organization
of reputation management

PC-3.12 To know brand To know:

management tools - What does it mean to manage
reputation in the network;

- How to work with the monitoring
system;

To be able to:

- develop a digital reputation
management strategy;

- set KPI to evaluate the
effectiveness of work with digital
reputation;

To own:

network conflict management

PC-3.14 To know the To know:

regulatory legal acts -regulatory legal acts regulating
regulating marketing marketing activities;

activities To be able to:

- develop a strategy for managing
intangible assets (brands,
reputation) taking into account
normative legal acts regulating
marketing activities;

To own:

management of intangible assets
(brands, reputation) taking into
account normative legal acts
regulating marketing activities

The discipline provides for intermediate certification in the form of a test. The total labor
intensity of mastering the discipline is 3 credit units.

BHU3YAJIbHBIE KOMMYHUKAIIMA B IIA®POBOI CPEJIE / VISUAL
COMMUNICATIONS IN THE DIGITAL ENVIRONMENT
JucnumuHa «Bu3yanbHble KOMMYHHKAMA B MU(POBON cpeney peanu3yeTcs Ha (axyinbTeTe
peKJIaMBbl U CBsI3€i ¢ 00IEeCTBEHHOCThIO Kadeapoil OpeHMHra U BU3yaJIbHBIX KOMMYHUKAIMH.
Heas qucuunauHbl — GopMUpOBaHUE NMPOPECCHOHAIBHBIX KOMIIETEHIINH W TPEICTABICHUH B
cdepe NpUMEHEHHUS BU3YalbHbIX KOMMYHHUKAIIMOHHBIX TEXHOIOTUI B IM(poBOil cpene.

3agauu IMCHUILINHBI:

e cdopMHpOBATh MPEICTABICHUS M HaBBIKM MPO(PECCHOHATBHON NIEATENLHOCTH B cdepe
COIMAJBHBIX CETeH, MOHUMAHUE MUCTOPUH M CHENU(UKH WX PA3BUTHA, MX BIMSHUS Ha
COIMAJILHO-00IIIECTBEHHBIE CBS3H;

e cdopmHpoBaTh TIOHUMAaHHWE CYIIHOCTH U 3HaueHUs WHGOpMAIMA B Pa3BUTUHU
COBPEMEHHOr0  HMH(MOPMAIMOHHOTO  OOIIECTBA W  B3aUMOCBSI3M € JIMYHOM,
poheccuoHaNbHON U KOPIIOPAaTUBHOM peryTaluen,



¢ HAy4YuTb CTaBUTH HpO6J'IeMI>I,

OIIpCAcCiIATL OCJIIM, 3a/avu,

npeaMeT M MCTOIbI

npoeCCUOHATLHON NIEATENIFHOCTH B paMKaxX MPAaKTHYECKOTO MPUMEHEHHS OCHOBHBIX
METOJIOB U IPHEMOB NPOIBIKEHHS MH()OPMAIIUH B COLMATIBHBIX CETSIX;
® Hay4YHUTbh paboOTaTh ¢ KOH(PIUKTAMH B COLMANBHBIX CETAX U MUHUMHU3HUPOBATh
peTyTaroOHHbBIC PUCKH KaK JIMYHBIC, TAaK U YTPOKAIOIINE KOPIIOPATHBHOM peIryTalny.
JlucuumuinHa HanpasjieHa Ha (GOPMUPOBAHUE CIIETYIOIIEH KOMIIETECHIINN:
e [IK 3. Cnocoben pa3pabarbiBaTh, TECTHPOBATh M BHEAPSITh WHHOBAI[MOHHBIE TOBAPHI
(ycmyr), co3aBaTh HeMarepuaibHbIe aKTHBbI (OPEHIbI) U YIPABISTh UMH B OpPraHU3aIMN

Komnerenuus
(Koa ¥ HAUMEHOBAHUE)

HNuaukaropsl
KOMIIeTeH NI
(KoZl M1 HAMMEHOBAHUE)

PesyabTaTrhl 00yuenus

I1K-3 Cnocoben
pa3pabaTbiBaTh, TECTUPOBATH
Y BHEIPSITh NHHOBAIIMOHHBIE
TOBapbI (YCIyT), CO3/1aBaTh
HEMaTepUaIbHbIC AKTHUBBI
(Openpl) 1 ynpasisTh UMHU B
OpraHu3aIfu

TIK-3.5 Bnageet HaBBEIKaMU
pa3pabOTKU TEXHUIECKUX
3a/IaHUI Ha CO3/1aHHE
(UpPMEHHOTO CTHIIS
OpraHu3aiyu, ee opeHaa

3HaTh: COBPEMEHHBIE
TEOPETUYECKHE MTOAXOABI K
IIOHMMAHHUIO U OpraHU3aL1U
peIyTaMOHHOTO MEHEKMEHTA;
CYLIECTBYIOLME OCHOBHBIE
METOAMKH B cepe ynpaBIeHUs
penyranuen

YMeTh: HCIIOIB30BaTh OCHOBHBIE
IIOJIOKEHUS] U METO/bl COLIMAIIBHBIX,
TYMaHUTAPHBIX U SKOHOMUYECKUX
HayK IIpH

pEeUIeHUH COLMANIBHBIX U
npodeccCHOHANIBHBIX 3a/1a4 B cdepe
MOJACPKKHU PeryTaluu
OpraHu3aluu

BitameTs: paciiMpeHHBIM CIIEKTPOM
TEXHOJIOTUH ITOCTPOCHUSA
pemnyTauuu 1 UMHJIKa,
COBPEMEHHBIM HHCTPYMEHTapUEM
IIPOBEICHMS KOHCYJIbTallMOHHOU
paboThI 10 Bompocam
HCCIIEI0BAHNM, ITIAHUPOBAHUS U
OpraHM3aliK PENYTaluOHHOIO
MEHEKMEHTa

[1K-3.12 3naet
UHCTPYMEHTHI OpeH/I-
MEHEI)KMEHTa

3Haer:

- UTo 3HaYUT ynpaBisATh
pernyTaiuen B CETH;

- Kak paboratsb ¢ cucremoit
MOHUTOPHWHTA;

YMmeer:

- pa3paboTarh CTpaTETHI0
ynpasJieHus TU(GPOBON pemyTaIuy;
- moctaBuTh KPI s ontenkn

3¢ (eKTUBHOCTH pabOTHI C
nndpoBoi permyTanuei;

HNmeer HaBbIK:

yIpaBieHUs] KOHPIUKTaMH B CETH

[1K-3.14 3naer
HOPMAaTUBHBIE IIPABOBBIC

3Haer:
- HOpMaTI/IBHLIe HpaBOBLIe AKThI,




aKTBbl, PETyIUPYIOIINE
MapKETHHTOBYIO
JESTENIbHOCTh

perynupyromue MapKETUHIOBYIO
NesITeNIbHOCTh;

Ymeer:

- pa3paboTarh CTpaTETuIo
yIIpaBIE€HHUs HEMaTepUalbHbIMU
akTuBaMu (OpeHaaMu, peryTalyen)
C Y4€TOM HOPMATUBHBLIX IMPABOBBIX
aKTOB, PETYIUPYIOIINX
MAapKCTUHTOBYIO ACATCIbHOCTD,
Nwmeet HaBBIK:

yIIpaBIE€HHU HEMaTepUalIbHbIMU
akTuBaMu (OpeHaaMu, peryTalyein)
C Y4€TOM HOPMATUBHBLIX IMPABOBBIX
aKTOB, PETYIUPYIOIINX
MAapKCTUHI'OBYIO ACATCIIbHOCTD

[lo aucrumiaMHE NperycMOTpEeHa IPOMEXyTouHas arrecranus B (opme 3adera. OOmas
TPYAOEMKOCTb OCBOEHHSI JUCLIUIUIMHBI COCTABISAET 3 3a4E€THBIE €IUHUILIBI.

The discipline "Visual Communications in the Digital Environment" is implemented at the
Faculty of Advertising and Public Relations by the Department of Branding and Visual

Communications.

Purpose of the discipline— formation of professional competencies and ideas in the field of
application of visual communication technologies in the digital environment.

Tasks of the discipline:

e to form ideas and skills of professional activity in the field of social networks, an
understanding of the history and specifics of their development, their impact on social

and public relations;

e to form an understanding of the essence and significance of information in the
development of the modern information society and the relationship with personal,
professional and corporate reputation,

e to teach how to set problems, determine goals, objectives, subject and methods of
professional activity in the framework of the practical application of the main methods
and techniques for promoting information in social networks;

e teach how to work with conflicts in social networks and minimize reputational risks, both
personal and threatening corporate reputation.

The discipline is aimed at the formation of the following competencies:

e PC 3. Able to develop, test and implement innovative products (services), create

intangible assets (brands) and manage them in the organization

Competence
(code and name)

Competence indicators
(code and name)

Learning Outcomes

PC-3Able to develop, test
and implement innovative
products (services), create
intangible assets (brands) and
manage them in the
organization

PC-3.5 Has the skills to
develop technical
specifications for creating a
corporate identity for an
organization, its brand

To know: modern theoretical
approaches to understanding and
organization of reputation
management;

existing basic methods in the field
of reputation management

to be able to: use the basic
provisions and methods of social,
humanitarian and economic sciences
in




solving social and professional
problems in the field of maintaining
the reputation of the organization

to own: an expanded range of
technologies for building reputation
and image,

modern tools for conducting
consulting work on issues

research, planning and organization
of reputation management

PC-3.12 To know brand
management tools

To know:

- What does it mean to manage
reputation in the network;

- How to work with the monitoring
system;

To be able to:

- develop a digital reputation
management strategy;

- set KPI to evaluate the
effectiveness of work with digital
reputation;

To own:

network conflict management

PC-3.14 To know the
regulatory legal acts
regulating marketing
activities

To know:

-regulatory legal acts regulating
marketing activities;

To be able to:

- develop a strategy for managing
intangible assets (brands,
reputation) taking into
accountnormative legal acts
regulating marketing activities;
To own:

management of intangible assets
(brands, reputation) taking into
accountnormative legal acts
regulating marketing activities

The discipline provides for intermediate certification in the form of a test. The total labor

intensity of mastering the discipline is 3 credit units.

AHTUKPU3UCHBIE KOMMYHUKAIINH / ANTI-CRISIS COMMUNICATIONS
JucuuninnHa «AHTHUKPU3UCHBIE KOMMYHHUKALIMU» SBIISETCS 3JE€KTUBHOW JUCHUIUIMHOM 4acTu
JTUCIHHIUTAH Y4eOHOTO iaHa, GopMHpyeMON y4JacTHHKaMH O0Opa3oBaTelbHBIX OTHOIIEHUH, IO
HanpaBieHuto noarotoBku 42.04.01. «Pexinama u cB3M ¢ 00IIECTBEHHOCTHIO» (HAIIPaBIEHHOCTh
«bpenoune u oenosas penymayus») U TpelHAa3HAUCHA JJIA CTYJACHTOB OYHOM, OYHO-320UHOMN
dbopMm o0yueHust MarucTparypsl. JIMCHUIINHA peanu3yeTcs Ha QaKynbTeTe peKliaMbl U CBSI3eH ¢
obmecrBeHHOCTRIO PITY kadenpoit OpeHauHra 1 BU3yaIbHBIX KOMMYHUKAITHH.




Lenv Oucyunaunel: GopMupoBaHHE Y CTYACHTOB LIEJIOCTHOTO INPEJICTABICHUS O COBPEMEHHBIX
KOMMYHHUKAIIHOHHBIX TEXHOJOTHUSAX, IPUMEHSIEMbIX B POCCUHCKON M MEXIyHApOAHOHN MpaKTHUKE,
U3y4YEeHNE TEHJEHUMN pa3BUTHS KOMMYHUKAIIMOHHOTO pBIHKA U TEXHOJOTUMH KPHU3UCHBIX
KOMMYHHUKaIMii, ocBoeHHe 3(G(EKTUBHOTO HHCTPYMEHTapus MJii MNpPOJABHKEHUS HMHTEPECOB
MOJUTUYECKUX, KOPIIOPATUBHBIX U MOTPEOUTEIHCKUX OPEH/IOB B YCIOBHIX KOMMYHHUKAIIHOHHOTO
Kpu3muca, a Takxke gopmuposanue xomnemenyut I1K-2.6;, [IK-3.8, [IK-3.9. Kypc npusBan
(dbopMHpOBaTh CHUCTEMY B3IVISI0B HAa COBPEMEHHYIO KOMMYHHUKAIIMOHHYIO J€ATENBHOCTh H
MEPCTIEKTUBBI €€ PAa3BUTHUS.

3aoauu:

1. BOOpYXHUTh OyaylIMX CHEUUATHCTOB 3HAHUSMU W NPAKTUYECKHMMM HaBBIKAMU pPaOOThI
COBPEMEHHOI0 CIENUAINCTA IO AHTUKPU3UCHBIM KOMMYHUKALUAM;

2. yMeTb TpPOTHO3UPOBATh, OIICHUBATh KPHU3UCHBIC SBJICHMS, a TaKXkKe IUIAHUPOBATh
AHTUKPU3UCHBIC MEPOIIPUSTHS;

3. aHamu3 OCHOBHBIX aCIEKTOB MAacCOBOIl KOMMYHHUKAIlMHd B COBPEMEHHOM HH(OPMAIIOHHOM
IIPOCTPAHCTBE;

4. o3HaKOMIIEHHE C TPOPECCUOHATBHBIMU U ATHUECKUMH TpeOOBaHUAMHU K paboTe crienuainucTa
110 KOMMYHUKaIUSM B KPU3UCE;

5. pa3BUTHE HaBBIKOB TBOPYECKOTO MBIIUICHUS, YMEHHE MPOrHO3MPOBATh Ppa3BUTHE
COLIMAJIbHBIX M KOMMYHUKAaTHBHBIX IPOLIECCOB, PELIEHUS KOHKPETHBIX 33134 C MOMOIIbIO
COBPEMEHHBIX TEXHOJOTHI aHTUKPU3UCHBIX KOMMYHHUKAIUH.

B pesynbrare 0CBOCHUS AUCHUILTUHBI O0yUYaOIIMIACS JTOJIKEH:
3HaTh: 30HBI OTBETCTBEHHOCTH U (YyHKUMU TMonpasfeneHuil mnpu (GOpMUPOBAHUU

AHTUKPU3UCHBIX KOMMYHUKAIH;

BO3MOXKHOCTH Pa3BUTHSL CTPYKTYphl OpTaHU3allMM, 30H OTBETCTBEHHOCTH M (YHKIMHA
nojpasaeNeHui Ipu GOPMHUPOBAHUH aHTUKPU3UCHBIX KOMMYHHKAIINH;

O0COOEHHOCTH OpraHM3alllM aHajdn3a CTOUMOCTH OPEHJIOB; METO/bl U MHCTPYMEHTHI OLICHKHU
CTOMMOCTH OpEHJIOB OpTraHU3aIiH;

O0COOCHHOCTH OpraHHU3alMy aHaJlu3a U yaydlleHHus] OU3HeC-TPOoIIeCCOB OpraHu3aluu B chepe
ynpaBlieHUs] OpeHIaMuU;

TEOPETUUYECKUE OCHOBBI NPHUHATHS YNPABICHUECKUX PEHICHUH MpU yaydlleHUH Ou3Hec-
MIPOIIECCOB OpPTaHU3alMK B cepe yrnpaBieHUs OpeHaaMu.

YMeTh: OCyIIECTBIATh MPAKTUUYECKYIO JEATENbHOCTh B 00JAacTH paboThl C BHYTPEHHEH
LIEJIEBOM ayIUTOpueil opraHu3annu Npu GOpMUPOBAaHUM AHTUKPU3UCHBIX KOMMYHHUKAIHU;

MIPAKTHUYECKH MPOBOAUTDH OIIEHKY CTOUMOCTH OpEH/I0B OpraHU3allly;

OCYILECTBIIAThH MOJ00P KOPPEKTUPYIOIIMX MEPOIPUATHIA [Tl YITydllleHus: OU3HEC-TIPOLIECCOB
OopraHmsaiuu B cepe ynpanieHus OpeHaamu;

oleHUBaTh A(PPEKTUBHOCTh YIy4IIECHHs OW3HEC-POIIECCOB OpraHM3aluud B cdepe
yHopasieHus: OpeHIaMu.

Bnaners: HaBbIKaMU OpraHU3allMM M TPOBEACHUS MEPONPUATHH NpH (OPMHUPOBAHUH
AHTUKPU3UCHBIX KOMMYHHUKAITHI,

HaBbIKAMHU OpraHU3allly aHaJu3a CTOMMOCTH OpeH/10B;

CIOCOOHOCTAMHU MPAKTUUYECKOTO IPUMEHEHHUSI METOJI0B U HHCTPYMEHTOB OLIEHKH CTOMMOCTHU

OpeHJIOB OpraHM3alnY;

HaBbIKAMH aHaIM3a W YIy4dlIeHHs OM3HEC-IPOIECCOB OpraHMU3ali B cdepe yIpaBlieHUs
Openaamu;

CIIOCOOHOCTBIO T€HEpUPOBaTh HOBBIE UM, HAXOAUTh MMOJIXOJAbl K HX pealu3aluu IpH
YIy4IlIeHUH OU3HEC-TIPOIIECCOB OpraHU3aliy B cepe yrpaBiaeHus OpeH1aMu.

PaGoueit mporpamMmoit mpeycMOTPEHBI ClIeAYIOUIME BUAbI aTTeCTalluu: TeKYIIUH KOHTPOJIb B
¢opMe YCTHBIX ONPOCOB, NMHCbMEHHBIX 3a/laHUM, KOHTPOJBHOM paboThI, MPOMEKYTOUHAsS
arrecrauus B (hopMe 3a4eTa ¢ OLIEHKOM.

OO11ast TPyI0EMKOCTh OCBOSHHSI TUCIUIUIMHBI COCTABIISET 3 3a4eTHBIC €IMHHIIBI.



The discipline "Anti-crisis communications" is an elective discipline of a part of the disciplines

of the curriculum, formed by the participants in educational relations, in the direction of

preparation 42.04.01. “Advertising and Public Relations” (“Branding and Business Reputation”
focus) and is intended for full-time, part-time and part-time students of the master's program.

The discipline is implemented at the Faculty of Advertising and Public Relations by the

Department of Branding and Visual Communications.

Purpose of the discipline: formation of a holistic view of modern communication technologies

used in Russian and international practice among students, studying trends in the development of

the communication market and crisis communication technologies, mastering effective tools for
promoting the interests of political, corporate and consumer brands in a communication crisis, as

well as the formation of PC competencies -2.6; PC-3.8, PC-3.9. The course is designed to form a

system of views on modern communication activities and prospects for its development.

Tasks:

1. to equip future specialists with the knowledge and practical skills of a modern specialist in
anti-crisis communications;

2. be able to predict, evaluate crisis phenomena, as well as plan anti-crisis measures;

3. analysis of the main aspects of mass communication in the modern information space;

4. familiarization with the professional and ethical requirements for the work of a
communications specialist in a crisis;

5. development of creative thinking skills, the ability to predict the development of social and
communication processes, solving specific problems with the help of modern technologies of
anti-crisis communications.

As aresult of mastering the discipline, the student must:

To know: areas of responsibility and functions of departments in the formation of anti-crisis
communications;

opportunities for developing the structure of the organization, areas of responsibility and
functions of departments in the formation of anti-crisis communications;

features of the organization of analysis of the value of brands; methods and tools for
assessing the value of an organization's brands;

features of the organization of analysis and improvement of the organization's business
processes in the field of brand management;

theoretical foundations for making managerial decisions while improving the organization's
business processes in the field of brand management.

To be able to: carry out practical activities in the field of work with the internal target
audience of the organization in the formation of anti-crisis communications;

practical assessment of the value of the organization's brands;

carry out the selection of corrective measures to improve the organization's business
processes in the field of brand management;

evaluate the effectiveness of improving the organization's business processes in the field of
brand management.

To own: the skills of organizing and holding events in the formation of anti-crisis
communications;

skills in organizing brand value analysis;

the ability to practically apply methods and tools for assessing the value of an organization's
brands;

skills in analyzing and improving the organization's business processes in the field of brand
management;

the ability to generate new ideas, find approaches to their implementation while improving
the organization's business processes in the field of brand management.

The work program provides for the following types of certification: current control in the
form of oral surveys, written assignments, tests, intermediate certification in the form of a test
with an assessment.



The total labor intensity of mastering the discipline is 3 credit units.

HEWPOMAPKETHUHI'OBBIE TEXHOJIOT' MY / NEUROMARKETING
TECHNOLOGIES

JucuunnuHa «HelpomMapKeTHHTOBbIE TEXHOJIOTMM» pealu3yercs Ha (akyabTeTe PeKJIaMbl U
CcBs13eil ¢ 00111eCTBEHHOCTHIO Kadenpoii OpeHIMHra U BU3yalIbHBIX KOMMYHHUKAIUH.
Heap aucuunianubl — GopMUpOBaHHE NMPOPECCHOHATIBHBIX KOMIIETEHIMI U Mpe/CTaBICHU B
chepe NMpUMEHEHHsT HEHPOMAapKETWHTOBBIX TEXHOJOTH; JaTh CTyleHTaM (yHIaMeHTaJbHbIE
TCOPCTUUCCKUEC W NPAKTUUCCKUC 3HaHUA, YMCHUSA W HABBIKH HCIIOJIB30BAHUSA HHCTPYMCHTOB
HEHPOMapKETUHIOBBIX ~ TEXHOJIOTHH; TMOATOTOBUTH MAarucTpa, CIOCOOHOTO Ha OCHOBE
IMOJTY4YCHHBIX 3HAaHUHA O BUJAaX, OCHOBHBIX 3aJadyaX MW HHCTPYMCHTaX HeﬁpOMapKeTI/IHFOBI)IX
TEXHOJIOTHH, MPUHUMATh PEIICHHUs MO pa3padOTKe MpOorpamMMmbl MCCIEOBAaHUM W aHaimu3a, a
TaK)Ke OpraHu3aluu paboTsl B JaHHOH cdepe.
3agayu AMCUUILUINHBI:

e cdopMHpOBATh MPEICTABICHUS U HABBIKH B c(hepe HeHPOMapKETHHTOBBIX TEXHOJIOTHIA,
aHalIM3a W WMHTEpHpeTaluus TEepBUYHOM W BTOPUYHOM WHGPOpPMAIMM, aHaIu3a |
MIPE3EHTALMN PE3yIbTaTOB HEMPOMApPKETUHIOBBIX UCCIIENOBAHUM;

® CCbOpMI/IpOBaTB 3HaHW W HAaBBIKU ITOJATOTOBKHU U IMPOBCACHUA aHKETUPOBAHUSA U OIIPOCOB
C LIEJIbIO BBISIBJIICHUS MPEANOUTECHUN 1eJIeBBIX TPYII;

® HAy4YUTb CTaBHUTH HpO6JIeMI>I, ONpeaACIATh LCJIH, 3adauu, NpeAMET U MCTOAbI B paMKax
HEHPOMapKETHHTOBBIX TEXHOJIOTHIA;

e BBIpabOTaTh 3HAHMA O MpPOIECCEe B3aUMOJCHCTBUS KOMMYHHMKAIIMOHHBIX MEHEKEPOB CO

CIEIUATN3UPOBAHHBIMU ~ areHTCTBAMH,  HEHPOMAapKETOJOTaMH, TJTAaHUPOBAHMS,
OpraHM3ali MapKETUHTOBBIX IMPOEKTOB M TMPUMEHEHHsS] HA TMPAKTUKE IOJTYYSHHBIX
pe3yJIbTaTOB.

JlucuuIuinHa HanpasjieHa Ha (GOpMUPOBAHNE KOMITETECHITHA:

e [IK 2. CnocobeH ynpaBisTe HHGOpMAIMEN U3 pa3IUUYHBIX HCTOYHUKOB

e [IK 3. CnocoGeHn pa3pabareiBaTh, TECTHUPOBATh U BHEAPSATh WHHOBAIMOHHBIE TOBApbI

(ycnyr), co3naBaTh HeMaTepualbHble aKTUBBI (OpPEeHIbI) U YIIPABISATh UMU B OpraHU3aluu

B pesynbrare ocBoeHUS AUCHUIUIMHBI 00yYaromuics JOMMKEH:
3HaTh:
- TEOPETUYECKHE OCHOBBI HEMPOMApPKETUHTOBBIX TEXHOJIOTHI;
- BUJIbl HEHPOMApKETUHIOBBIX TEXHOJIOTHIA;
- MeTo/Ibl 00pabOTKHU M aHanu3a HHGOPMAIIUH O TIOBEICHUH MTOTpEeOUTENEH;
- 0COOCHHOCTH 1IeJIEBON ayJUTOPHH;
- aHaJUTUYECKHE METOAbl M MHCTPYMEHTHI AJIs IleJIeNoflaraHus, IUIAHWPOBAHUS U OLIEHKU
IIPUMEHEHUS] HEHPOMapKETUHIOBBIX TEXHOJIOTUH.
Ymers:
- IPUMEHSATH METO/Ibl U MHCTPYMEHTHI HEMPOMApKETHHIa;
OCYIIECTBIIATH BEIOOP HHCTPYMEHTApUsl HEHPOMApKETUHTOBBIX TEXHOJOTUH;
- TpPOBOIUTh KA4ECTBEHHBIE M KOJMYECTBEHHBIE HCCIEJOBAHMS NPU  HCIOJIb30BAHUU
HEUPOMApPKETHHTOBBIX TEXHOJOTHI;
- BEIOMpATh pesieBaHTHbIE KaHAJIbl HEHPOMApKETHHTa B 3aBUCUMOCTH OT LIeJIel OpraHu3aIii;
- OIPEIENATh CPOKH U PECYPCHI JIsl BHEAPEHUS HEMPOMApKETHHTOBBIX TEXHOJIOTHIA.
Baaners:
- IOHATUMHBIM aIllIapaToM HEHPOMApPKETUHTa;
- MeToziaMu cOopa MH(pOpMAaIMK TIPU UCTIONB30BaHUN HEMPOMapKETHHIOBBIX TEXHOJIOTUH;
- CIIOCOOHOCTBIO pa3padarbiBaTh U PEaJU30BBIBATH KOMIUIEKC MEPONPUSITUNA MO MPHUBICUECHUIO
HOBBIX IOTpeOuUTENEH TOBapOB (YyCIiIyT);



- METOAAMH COCTABJICHUS IIPOrPAMMBI UCIIOJIB30BAHUS HEHPOMAPKETUHIOBBIX TEXHOJIOTHA;

- METOJJaMH aHaJIM3a PHIHOYHOW CUTYyalluu U pa3paboTKu HEHPOMAapKETHHTOBOW CTPATErvH;

- HaBBIKAMU OpraHU3allUM MApKETUHIOBBIX HCCIICIOBAaHUN B paMKax HEHPOMapKETUHIOBBIX
TEXHOJIOTHH.

[To nucrMmiaMHE MpeIyCMOTpPeHa IPOMEXKYTOYHas arrectauus B ¢opme 3adera. OOmas
TPYAOEMKOCTh OCBOCHMSI TUCIMIUIMHBI COCTABISET 3 3a4ETHBIE €IMHHUIIBI.

The discipline "Neuromarketing Technologies" is implemented at the Faculty of Advertising and
Public Relations by the Department of Branding and Visual Communications.

Purpose of the discipline— formation of professional competencies and ideas in the field of
application of neuromarketing technologies; to give students fundamental theoretical and
practical knowledge, skills and abilities to use the tools of neuromarketing technologies; prepare
a master who, based on the knowledge gained about the types, main tasks and tools of
neuromarketing technologies, is able to make decisions on the development of a research and
analysis program, as well as the organization of work in this area.

Tasks of the discipline:

e to form ideas and skills in the field of neuromarketing technologies, analysis and
interpretation of primary and secondary information, analysis and presentation of the
results of neuromarketing research;

e to form knowledge and skills in preparing and conducting questionnaires and surveys in
order to identify the preferences of target groups;

e teach to set problems, determine goals, objectives, subject and methods within the
framework of neuromarketing technologies;

e to develop knowledge about the process of interaction of communication managers with
specialized agencies, neuromarketers, planning, organizing marketing projects and
applying the results obtained in practice.

The discipline is aimed at the formation of competencies:

e PC 2. Capable of managing information from various sources

e PC 3. Able to develop, test and implement innovative products (services), create
intangible assets (brands) and manage them in the organization

As a result of mastering the discipline, the student must:

To know:

- theoretical foundations of neuromarketing technologies;

- types of neuromarketing technologies;

- methods of processing and analyzing information about consumer behavior;

- features of the target audience;

- analytical methods and tools for goal-setting, planning and evaluating the use of
neuromarketing technologies.

To be able to:

- apply methods and tools of neuromarketing;

select the tools of neuromarketing technologies;

- conduct qualitative and quantitative research using neuromarketing technologies;

- choose relevant neuromarketing channels depending on the goals of the organization;

- determine the timing and resources for the implementation of neuromarketing technologies.
To own:

- the conceptual apparatus of neuromarketing;

- methods of collecting information when using neuromarketing technologies;

- the ability to develop and implement a set of measures to attract new consumers of goods
(services);

- methods of drawing up a program for the use of neuromarketing technologies;

- methods of analyzing the market situation and developing a neuromarketing strategy;

- skills in organizing marketing research within the framework of neuromarketing technologies.



The discipline provides for intermediate certification in the form of a test. The total labor
intensity of mastering the discipline is 3 credit units.

PE/KUCCEPCKASA BUAEOPEK/IAMA B KOHTEKCTE KMHO U BU3YAJIBHBIX
HNCKYCCTB /DIRECTED VIDEO ADVERTISING IN THE CONTEXT OF CINEMA

AND VISUAL ARTS
Hens  ocBoeHus aucuMIUIMHBL «Pexuccepckass BHIeOpeK/JaMa B KOHTEKCTe KHHO H
BU3YAJIbHBIX HMCKYCCTB» - (OPMHUpPOBAaHME Y CTYICHTOB IPEACTABICHUS O crenuduxe

PEKUCCYPBI peKJamMbl, O POJIM U (QYHKLIUAX pexuccépa B MPOLECCe CO3AAHUS PEKIAMHOTO
MIPOU3BENICHUS, O METOAAX M CPEACTBAX PEXKHUCCYPbl, a TAKKE PAa3BUTHE HABBIKOB CO3JAHUS
PEKIIaMHBIX POJIMKOB KaK TBOPYECKOHM, KpEaTWBHOW JEATENBbHOCTH B cepe PeKIaMHOro
MIPOM3BO/ICTBA

3ajgaun TUCHHUILINHBI:

1) TMO3HAKOMHUTH CTYJEHTOB C COBPEMEHHBIMH MHCTPYMEHTAMHU M MPUEMAMH PEKUCCYPHI
PEKIIaMHOTO POJIMKA, C €T0 dTallaMH MPOU3BO/ICTBA;

2) cdopmMupoBaTh Yy CTYACHTOB TPEACTABICHHE O KIACCUYECKOM CXeMe CO3JaHus
JUTEPATYPHOTO CIICHAPHS PEKIAMHOTO POJTHKA;

3) cdopmupoBaTh y CTYIEHTOB HAaBBIKM BJAJICHUS COBPEMEHHBIMH TEXHHUYECKUMU
CpeICTBaMHU ¥ WHTETPUPOBATH COBPEMEHHBIC TEXHOJIOTHUH IMU(DPOBBIX KOMMYHHKAITUN
H CHOCOOCTBOBATh HCHOJB30BAHUIO JOCTHIKCHHSI OTEUYECTBEHHOWM M MHUPOBOM
KYJBTYPBI TIPH MMOJATOTOBKE BUACOPEKIAMBI.

JuciuinHa «Peskuccepckasi BUaeopeKkjJIaMa B KOHTEKCTe KHHO M BU3YaJbHBIX HCKYCCTB)
HarpasJieHa Ha ()OPMHUPOBAHUE CIETYIONNX KOMIIETEHIIMN:
[1K-2 Crioco6eH yrnpaBinsiTh HHOpMAIMEl U3 pa3IHyHbIX HCTOYHUKOB.

B pesynbrare ocBoOeHUS AUCHUIUIMHBI 00yYaromuics JOHKEH:

B pesynbrare 0cBOEHUS AMCLUUIIIINHBI CTYIEHT:

3HATB!

-TEOPETUYECKYIO0 OCHOBY PEXKUCCYPBI pEKIaMBbl;

- cnenu(UKy pexxUccypsl peKiambl;

- U300pa3UTEIbHBIE U BBIPA3UTEIbHBIE PEKUCCYPBI PEKIIAMBI;

- OCHOBBI CLIEHAPHOTO MacTEPCTBA;

- TIpoLIeCC MOJrOTOBKH BHJIEOPEKIIAMBI;

- OCHOBBI OIEPAaTOPCKOTO UCKYCCTBA, BUbI M IPUHLIMIIBI BUACOMOHTAXA.

YMETb:
-C03/1aBaTh PEKJIAMHYIO MPOAYKIHIO 110 (POopMe, COEPKaHHIO, XyT0KECTBEHHBIM 0COOCHHOCTIM

Y TIpYeMaM OTBEYAIOIIYIO0 COBPEMEHHBIM TPEOOBAHUSIM;

-OTPeACIIATh XYI0XKECTBEHHYIO [IEHHOCTh PEKJIAMHBIX POJIUKOB;

-OMpeIeNsITh TEXHUYECKHE U TBOPUECKHE BOSMOKHOCTH B IIPOU3BOJICTBE PEKIAMHBIX POJIUKOB;
-IIPOBOJIUTH AHAJIU3 MPEIMETA PEKIaMBbI, ONIPEIESATh OCHOBHBIE CBOMCTBA;

- TOTOBUTH Opr( Ha UTOTOBJIICHHE PEKIAMHOTO POJIUKA;

- co371aBaTh KOHLEMIHUIO PEKIAMHOIO POJINKA;

- CO3/1aBaTh JUTEPATYPHBII U PEXKUCCEPCKUN CIIEHAPUIT BUICOPOIIHKA;

- OIPENEINIATH AIEMEHTHI PEKNCCEPCKOT0 3aMbICiia PEKJIAMHOTO POJIMKA;

-TI0JIb30BATHCS BBIPA3UTEIHHBIMU U H300Pa3UTENbHBIMU CPEICTBAMU PEKUCCYPHI.



BJIAJIETh!

- YMEHHEM CO3/1aBaTh PEKIAMHYI0 IPOAYKIHUIO C YYETOM COBPEMEHHBIX TEHACHIIUI pa3BUTHSA
PEKIAMHOTO TEJIEPBIHKA;

- TEOPETUUECKUMU U MPAKTUYECKUMU 3HAHUSIMU CXEM IOCTPOCHHUS PEKIAMHBIX POJIHKOB;

- HaBBIKOM HalMCaHMs JUTEPATYPHOIO U PEKHUCCEPCKOTO CLIEHAPUs, IOATOTOBKU PACKAIPOBKHU;
- HaBbIKaMU pabOThI B KOMIIBIOTEPHOM NMPOrpaMMe MOHTa)Ka BUCONPOAYKIINH;

- HaBBIKOM OpTaHU3aIK pabOThl TBOPUECKOTO KOJIJIEKTHBA.

Ilo mucuumiuue «Pexuccepckasi BHAeOpeKJaMa B KOHTEKCTe KHMHO M BH3YaJbHbBIX
HCKYCCTB)» TIPEIyCMOTpEHa IPOMEXYTOuHasi arTecTanus B Qopme AuddepeHInpOBaHHOTO
3a4era.

OO61as TpyJ0EMKOCTh TUCUUIUIHHBI COCTABISET 3 3a4€THBIC €AMHUIIBI.

Target mastering the discipline "Directed video advertising in the context of cinema and
visual arts»-the formation of students' understanding of the specifics of directing advertising, the
role and functions of the director in the process of creating an advertising work, the methods and
means of directing, as well as the development of skills in creating commercials as a creative,
creative activity in the field of advertising production

Discipline tasks:

1) to acquaint students with modern tools and techniques for directing a commercial, with
its production stages;

2) to form students' understanding of the classical scheme for creating a literary script for
a commercial;

3) to form students' skills in using modern technical means and integrate modern digital
communication technologies and promote the use of the achievements of domestic and
world culture in the preparation of video advertising.

The discipline "Director's video advertising in the context of cinema and visual arts" is aimed at
developing the following competencies:
PC-2 Able to manage information from various sources.

As a result of mastering the discipline, the student must:

As a result of mastering the discipline, the student:

To know:

- the theoretical basis of directing advertising;

- the specifics of directing advertising;

- visual and expressive directing of advertising;

- the basics of screenwriting;

- the process of preparing video advertising;

- basics of camera art, types and principles of video editing.

To be able to:

-create promotional products in form, content, artistic features and techniques that meet modern
requirements;

- determine the artistic value of commercials;

- to determine the technical and creative possibilities in the production of commercials;

- to analyze the subject of advertising, to determine the main properties;

- prepare a brief for the production of an advertising video;

- create the concept of the commercial;

- create a literary and director's script for the video;



- to determine the elements of the director's intention of the commercial;
- use expressive and visual means of directing.

To own:

- the ability to create advertising products, taking into account modern trends in the development
of the advertising television market;

- theoretical and practical knowledge of schemes for constructing commercials;

- the skill of writing a literary and directorial script, preparing a storyboard;

- skills of working in a computer program for editing video products;

- the ability to organize the work of a creative team.

By discipline «Directed video advertising in the context of cinema and visual arts»
intermediate certification in the form of a differentiated test is provided.
The total complexity of the discipline is 3 credit units.

KNHOUCKYCCTBO KAK KOMMYHUKATUBHASI CUCTEMA / FILM ART AS A
COMMUNICATIVE SYSTEM
Heabp ocBoeHUs IUCHUIUTMHBI « KMHOMCKYCCTBO KaK KOMMYHHKATHBHASI CHCTEMA)» - J1aTh
MarucCTpanTty CHUCTEMHOC TMPEACTABICHUEC O KHUHOMCKYCCTBC, HAay4YuTb HCII0JIb30BaThb
JOCTIDKEHHUSI  OT€YECTBEHHOTO M MHPOBOTO  KHHOMCKYCCTBAa  JJISl  pEIIeHUs  3a7ad
poQeCCHOHATBHOM IeATETLHOCTH.

3agauyu TUCHUILIMHBI:
- JaTh CTy/IEHTaM O0IIee MPEeICTaBICHHEe 0 KHHOMCKYCCTBE KaK HEOThEeMJIEMOW YacTH MHUPOBOMA
XyJIO’)KECTBEHHOM KYJIBTYPbI, HAXOJSIIEHCS Ha KOHKPETHOM dTare CBOETO Pa3BUTHS,
- CIOCOOCTBOBATh BOCHPHUSATHIO CTyAEHTaMH (DAaKTOB HCTOPUM M TEOPUHU ayIHOBU3YaIbHBIX
MCKYCCTB KaK CTaJHil BOJIONUU: OT MApaTUTMbl KHIDKHOW KYJIBTYPBI K MapagurMe KYJIBTYpPbI
JKpPaHHOMU;
- TIO3HAKOMHTH CTYJICHTOB C IIEIEBpAaMH OTEYECTBEHHOTO M 3apyO0eKHOTO KHHOHMCKYCCTBA,
MOMOYb B YTEHUHU SKPAHHBIX TEKCTOB, COICMCTBOBATH PA3BUTHUIO BKYyCa U HABBIKOB KPUTHUYECKOTO
CYXKIICHUS B 9TOM cepe, a Takke MOHUMAHUHU CIIeNU(PUKNA KHHO KaK KyJbTYPHOU MPAKTUKH

JuciummHa «KHHOMCKYCCTBO KaK KOMMYHHUKATHBHAsi CHCTeMa)» HalpaBlIeHa Ha
(bopMHpOBaHUE CIETYIOIUX KOMIETEHIUI:
[1K-2 Criocob6eH yrnpaBinsaTh HHGOpMAIMEl U3 pa3IMyHbIX HCTOYHUKOB.

B pesynbrare ocBoOeHUS AUCHUILIMHBI 00yYaromuics JOHKEH:

3HATh!

- CHCI_II/I(i)I/IKy KHMHO KaK TBOp‘IGCKOfI ACATCIIbHOCTH, OCHOBAHHOM Ha 3aKOHAX M IMpUHIUITIax
KHHOMCKYCCTBA.

- COACPIKAHUC TTOHATUA KKUHOUCKYCCTBO»,

- CIIOCOOBI TBOPUECKOI EITEIFHOCTH CO3aTelNeil KHHO,

- 0CO0EHHOCTH pabOTHI C JTaHHBIM MaTEPHUAJIOM PEKIAMHUCTA.

YMETh:

- aHAJIM3UPOBATh KMHOIIIE/ICBPHI,

- pemrath mpodeccuoHaNbHbIE 3aJa491 TIPH paboTe B TBOPYECKOM MPOCTPAHCTBE KMHO KaK
KPUTHK,

- CO3/1aBaTh TEKCTOBBIC MAaTEPHAJIbl, PELIEH3MH U BBICTYIUICHHS B PaMKaX KHHOJMCKYCCHIA.
BIIAJICTh!

- HaBBIKAMH aHAJIM3a M OLIEHKH IIIeJIEBPOB MHPOBOTO KHHEMarorpada,

- HaBbIKaMH CO3aHHUA MCAUATCKCTOB O KMHO,



- aJITOPUTMOM CO3JaHHUA MCANAPECYPCOB O KMHO.

[Io nucuuminHe «KHHOMCKYCCTBO KaK KOMMYHHMKATHBHAasi CHCTEMa» IIPEIyCMOTpEHa
MIPOMEXKYTOUYHAsI aTTecTalus B popme nuddepeHIpoBaHHOIO 3aueTa.

OO6m1ast TpyI0EMKOCTh TUCIMIUIMHBI COCTABIISET 3 3a4ETHBIC STUHUIIBI.

Target mastering the discipline "Film art as a communicative system" - to give the
undergraduate a systematic understanding of the cinema art, to teachuse the achievements of
domestic and world cinematography to solve the problems of professional activity.

Discipline tasks:
- to give students a general idea of cinema as an integral part of world artistic culture, which is at
a particular stage of its development;
- to promote students' perception of the facts of the history and theory of audiovisual arts as
stages of evolution: from the paradigm of book culture to the paradigm of screen culture;
- to acquaint students with the masterpieces of domestic and foreign cinematography, help in
reading screen texts, promote the development of taste and critical judgment skills in this area, as
well as understanding the specifics of cinema as a cultural practice

The discipline "Film art as a communicative system" is aimed at developing the following
competencies:
PC-2 Able to manage information from various sources.

As a result of mastering the discipline, the student must:

To know:

- the specifics of cinema as a creative activity based on the laws and principles of
cinematography.

- the content of the concept of "film art",

- ways of creative activity of filmmakers,

- features of work with this material of the advertiser.

To be able to:

- analyze film masterpieces,

- solve professional problems when working in the creative space of cinema as a critic,
- create text materials, reviews and speeches within the framework of film discussions.
To own:

- the skills of analyzing and evaluating the masterpieces of world cinema,

- skills in creating media texts about cinema,

- an algorithm for creating media resources about cinema.

By discipline «Film art as a communicative system» intermediate certification in the form of a
differentiated test is provided.

The total complexity of the discipline is 3 credit units.
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