HaumeHoBanme JUCHUITIINHBI

@opMHpOBaHME U NPOJBWKEHHE TYPUCTHYECKOTO
IIPOJYKTa

Coneprxanue TUCHUTLTAHBI

Typ Kak  OCHOBHOM  IHPOAYKT  JACATECIBHOCTU
Typoneparopa. Typucruyeckue pecypebl, Typbsl U
MapupyTel. TypuCTBl — NOTPEOUTENH TYPUCTUYECKUX
yciayr. MccnenoBanue v aHaiau3 pbIHKAa U KOHKYPEHTHOU
cpenpl. Pabora Typomepatopa ¢ MOCTaBIIUKAMH
TypUCTHYECKUX yciyr. DopMUPOBaHHE KOMIUIEKCA
OCHOBHBIX W [JOIOJHUTEIBHBIX TYPUCTUYECKUX YCIYT.
ITporpamma Ttypa. lLleHooOpa3oBaHue TypUCTHYECKHX
ycayr. JlokyMeHTanbHOe oOecredeHue (pOopMUpOBAHUSL
Typa. Dopmbl u CpencTBa IIPOJBUKCHHUS
TyPUCTHYECKOrO0 NPOAyKTa. Peknama Kak OCHOBHOE
CPEICTBO IPOJABMKEHUS TYPUCTHYECKOIO IPOIYKTa.
Herpaguuuonnsie CTIOCOOBI MIPOABMIKCHUS
TypUCTHYECKOro mnponykra. PopMbl M CpelcTBa
NPOJaXH TYpPUCTUYECKOTO mpoaykra. OGecriedeHue
KauyecTBa TYPUCTUYECKOTO MPOAYKTA.

®opMupyemble KOMIETeHIIMU | Biagets METO/I0JI0TUEN OyXrajaTepckoro U
YIPAaBIEHYECKOIO  Yy4YeTa, OCYIIECTBIATh  y4eT
XO35ICTBEHHBIX onepanun B TyPUCTHYECKOU
UHAYCTPHH.

Pesynbrarsl OOy4eHUs | 3Hamb:

(3HaTh, YMETH, BIIAJICTh)

OCHOBHBIE  dJTambl  mporecca  (GOPMUPOBAHUS U
MIPOJIBIKEHUSI TYPUCTHYECKOTO TIPOTYKTA;
JIOKyMEHTaIbHOE obecreueHue dbopmupoBanus
TYPUCTHYECKOTO MPOAYKTA;

OCOOCHHOCTH  B3aMMOJACWMCTBHUS  Typoleparopa C
MOCTABIIUKAMH YCIIYT;

OCOOCHHOCTH  B3aMMOJACWCTBHUS  Typoleparopa C
KIMEHTaMH.

ymemp:

pa3zpabaThiBaTh MPOTrpaMMBbI TYPUCTHUECKHUX
MapIIpyTOB;

pa3pabaTeiBaTh  HEOOXOIUMYIO  TEXHOJOTHYECCKYIO
JIOKYMEHTAIIUIO TI0 TYPY;

OCYIIECTBJISATh  IIEHOOOpAa30BaHUE  TYPUCTHUUYECKOTO
MPOYKTa;

pa3zpabaThiBaTh MIPOTPaMMBI MIPOJIBHKECHHUS
TYpPUCTHYECKOTO MPOYKTa;

OCYIIECTBJISATh JI0- M TOCIENPOJaKHOE 00CITyKHUBaHUE
TYpPUCTOB.

e1ademsp:

TEXHOJIOTHSIMHU dbopMupoBaHus TYypPUCTUIECKOTO
MPOJIYKTA;

TEXHOJIOTHSIMHU MIPOJBUKCHHUS TYypPUCTHYECKOTO
MPOJIYKTA;

TEXHOJIOTHSIMH PeaTn3aliy TyPUCTUIECKOTO MPOIYKTa;
TEXHOJOTHSIMH OOECIeUYeHUsT W KOHTPOJS KadecTBa
TYPUCTHYECKOTO OOCTYKUBAHMS;

Cemectp 00yueHus,
CIEeLMAIBHOCTh

4, cnemuanbHOCTh  6-05-1013-01  «Typusm u
TOCTEIIPUUMCTBOY»




[IpepexkBU3UTHI

Coneprxanue yueOHON TUCUMIUIMHBI «DOpMHUPOBaHUE U
MPOJBMKEHUE TYPUCTHYECKOTO MPOIYKTa» peaau3yer
TECHbIE MEXKIUCUUIUIMHAPHBIE CBSI3M C  y4yeOHOMU
nuciuiuinHon  «TypareHTckass W TypomepaTopckas
JIESITEIIBHOCTBY.

pr,I[OCMKOCTB B 3a4YCTHBIX
CAHNIax

3

KommgectBo AYJAUTOPHBIX
qaCcoB

OO01ree KOMMYECTBO 4YacoB, OTBOJAMMOE Ha H3YyUYECHHE
yaeOHo# mucturumHeL, — 120.

Pacnipenenenue aynutopHoro BpemeHu (72 yaca) i
CTYJICHTOB JHEBHON (DOPMBI MONYYCHUS OOpa30BAHUS:
nexkuuu — 30 yacoB, npakTuueckue 3anHsatus — 20 4acos,
CEMHHApCKUE 3aHATUS — 22 yaca.

Pacnipenenenue ayauropHoro Bpemenu (18 wacoB) ains
CTYJICHTOB 3a04YHOM (POpPMBI MOTydeHHUs OOpa30BaHUS:
gekuun — 10 d4acoB, NpakTUYECKUE 3aHATHS —
8 yacos.

TpeboBanus k Tekyumed u
IIPOMEXKYTOYHOM aTTeCTallMK

VY4eOHBIM IUIAHOM CHEIHAJIbHOCTH B KauecTBe (popm
IPOMEXYTOUHOW aTTeCTalluu CTYJIEHTOB MO Yy4eOHOMH
quciumnHe  «@opMUpoBaHHE U MPOJIBHIKEHUE
TyPUCTUYECKOIO MPOAYKTa» INPEAYCMOTPEH 3K3aMEH
(3a0uyHas M 1HeBHas (HOPMBbI MOTYUEHHsI 0Opa30BaHus).
ITpu ouleHKe 3HAHUI CTYJJEHTOB OTMETKaMHU B Oajuiax 1o
JIecATHOAUIbHOM  IIKalle  YYWUTBHIBAIOTCS  OLIEHKH
pE3yJIbTaTOB TEKYLIEH aTTeCTallu CTYIEHTOB.
[TonoxxutenpbHBIMU ~ SIBISIOTCS OTMETKU He Hibke 4
(uetpipéx) GamnoB. Otmetku 1 (oauH), 2 (nBa), 3 (TpH)
SBJIIOTCS HEYI0BJIETBOPUTEIbHBIMU.

@opMBI NPOMEKYTOYHOH AaTTECTAllMM CTYJEHTOB —
sK3aMeH (5-# cemecTp il THEBHOW M 9-i1 1711 3a09HOM

hopmbI).




Name of the discipline

Formation and promotion of a tourism product

Contents of the discipline

Tour as the main product of a tour operator. Tourist
resources, tours and routes. Tourists are consumers of
tourism services. Research and analysis of the market
and competitive environment. Work of a tour operator
with tourism service providers. Formation of a complex
of basic and additional tourist services. Tour program.
Pricing of tourism services. Documentary support for
the formation of the tour. Forms and means of
promoting a tourism product. Advertising as the main
means of promoting a tourism product. Unconventional
ways to promote a tourism product. Forms and means of
selling a tourism product. Ensuring the quality of the
tourism product.

Formed competencies

Possess the methodology of accounting and
management accounting, carry out accounting of
business transactions in the tourism industry.

Learning outcomes (know, be
able, master)

know:

the main stages of the process of formation and
promotion of a tourism product; documentary support
for the formation of a tourism product; features of
interaction between the tour operator and service
providers; features of interaction between the tour
operator and clients.

be able to:

develop programs of tourist routes; develop the
necessary technological documentation for the tour;
carry out pricing of tourism products; develop tourism
product promotion programs; provide pre- and post-
sales services to tourists.

own:

technologies for the formation of a tourism product;
technologies for promoting tourism  products;
technologies for selling tourism products; technologies
for ensuring and monitoring the quality of tourism
services;

Semester of study,
speciality

4, specialty 6-05-1013-01 “Tourism and Hospitality”

Prerequisites

The content of the academic discipline “Formation and
promotion of a tourism product” implements close
interdisciplinary connections with the educational
discipline “Travel agency and tour operator activities.”

Labor intensity in credit units

3

Number of classroom hours

The total number of hours allocated to studying the
academic discipline is 120.

Distribution of classroom time (72 hours) for full-time
students: lectures - 30 hours, practical classes - 20
hours, seminars - 22 hours.

Distribution of classroom time (18 hours) for part-time
students: lectures - 10 hours, practical classes - 8 hours.

Requirements for current and
intermediate certification

The curriculum of the specialty provides for an exam
(correspondence and full-time forms of education) as




forms of intermediate certification of students in the
academic discipline “Formation and promotion of a
tourism product.”

When assessing students' knowledge with marks on a
ten-point scale, assessments of the results of the current
certification of students are taken into account.

Marks of at least 4 (four) points are positive. Marks 1
(one), 2 (two), 3 (three) are unsatisfactory.

Forms of intermediate certification of students - exam
(5th semester for full-time and 9th for part-time).




