HaumeHoBaHue JUCHUITIINHBI

MapKETUHT B TYPUCTUYECKON MHIYCTPUU

ConeprxaHue TUCIUTLTAHBI

Brnagers  OcHOBaMM ~ MAapKETUHIOBOM  KOHILECHLMH
yIIpaBJICHUSA TYpUCTUYECKUM IPEIIPUITHEM,
OCYILIECTBIIATh MapKETHHIOBBIE HCCIIEI0OBaHMS,
pa3pabaTbiBaTh U PEaIM30BbIBATb MapKETUHTOBBIC
CTPAaTETHN.

DopmMupyeMbIE KOMIIETEHIUN

OOnamaTh  COBPEMEHHOW  KyJIBTYpOW  MBIIIJICHUS,
IYMaHUCTUYECKUM MUPOBO33pPEHUEM, aHATUTUYECKUM U
MHHOBAIIMOHHO-KPUTHUYECKUM CTHJIEM ITO3HABATEJIbHOM,
COLIMAJIbHO-IIPAKTHYECKOM u KOMMYHHUKaTUBHOMN
NEeSITEIbHOCTH, HCIOJIB30BATh OCHOBBI  (PHIIOCOPCKHUX
3HAHWK B  HEMOCPEICTBEHHOW MpodeCcCHOHATHHOM
JIeSITENIbHOCTH, CaMOCTOSITENILHO yCBauBaTh
¢dmnocodckue 3HaHUS U BBICTPaWBaTh HA UX OCHOBAaHUU
MHUPOBO33PEHYECKYIO MO3HULINIO

PesynbraTh o0yueHus
(3HaTh, yMETh, BIIAJIETh)

3Hamy:

OCOOEHHOCTH MapKeTHHTra B TYypUCTHUECKON
WHAYCTPUH;  IOCIEAOBATENbHOCTh  MAPKETUHIOBBIX
JENCTBUM; TEXHOJIOTMIO MPOBEICHHUS MapKETHHIOBBIX
UCCIIEJOBAHUH, IIPOAYKTOBYIO, LIEHOBYIO,
pacnpeaenuTeNbHy0 1 KOMMYHHUKAIIMOHHYIO CTPATEeruu
OpraHM3alMi TYpPUCTUYECKOM MHAYCTPUU; KOHLEHIUIO
MapKeTHMHra B  TYPUCTHYECKON  MHIYCTPUM U

0COOEHHOCTH YIPaBJIEHUSA MapKETUHIOBOU
JIeSITEIIbHOCTBIO;

ymemp:

IPUMEHATh pa3JIMyHble METOoAbl cOopa M aHalu3a
MapKETUHIOBOU UHpOpMaLUY; pa3pabarbIBaTh

MapKETUHTOBbIE IUJIAHBI; OMPEAENsATh ONTHMAaJIbHBIC
METO/IBI i CTpaTETHIO [IEHOOOpa3oBaHuUs B
TYPUCTUYECKOW WHIyCTPUH; pa3padaThiBaTh KOMILIEKC
MapKETHHIa OTHOCUTENIBHO IIeNIeBBIX CETMEHTOB IS
s pexTuBHOM NEeSITEILHOCTU OpraHu3aluit
TypUCTHYECKOW WHAYCTPUM; BBISBIATH HYXKABl U
MOTPEOHOCTH MOTPEeOUTENEH TYPUCTUUECKUX YCIYT;
é1a0emsp:

OCHOBaMH METOOJIOTHH MAapKETUHTA U OCOOCHHOCTSIMH
€ro TpUMEHEHUS B TYPUCTHUECKOH WHAYCTPUU;
MeTOAaMH pa3palOTKM KOMILJIEKCa MapKEeTUHra MJis
s dhexkTuBHON EeITEIbHOCTH OpraHu3aIui
TYpPUCTUYECKOW WHIYCTPUH; HABBIKAMHU IPOBEICHUS
MapKETHUHTOBBIX HCCIICIOBAHUM.

Cemectp 00yueHusl,
CIELMAIBHOCTh

5-7, cnemmanpHOCTh  6-05-1013-01 «Typusm u
TOCTENPUHUMCTBO»

[IpepexBU3NTHI

Conepxanne ydeOHOW IUCHUIUIMHBI «MapKeTHHT B
TYpUCTUYECKOH  MHAYCTPUH»  peaiu3yeT  TECHBIE
MEXTUCIUTUIMHAPHBIE CBS3M C TaKUMH Y4eOHBIMHU
JTUCLHUIUIMHAMHE KaK «MEHEeIKMEHT B TYypUCTHUYECKON
uHaycTpum», «TypareHTckas ®  TypoliepaTopcKas
NesITeIbHOCTE», «MapKeTHHIOBbIE KOMMYHHKALIUN,
«BpeHI-MEHEKMEHT B TYPHU3MEY.

TpyIOoeMKOCTh B 3a4ETHBIX

5-i1 cemectp -3




eAMHULAX 6-ii cemectp -3

7-i1 cemectp - 3
KomuuectBo aymuTopHBIX | O0IIee KOIWYECTBO YacOB, OTBOJAMMOE HA H3YYCHHE
JacoB y4eOHON AUCIUTUTHHBL, — 316.

Pacnpenenenne ayauropuoro Bpemenu (150 gacoB) asis
CTYJICHTOB JHEBHON (DOPMBI MOJIy4EeHUS OOpa30BAHUSA:
nexkuuu — 64 daca, MNpPaKTUYECKUE 3aHATHA —
44 4gaca, cemuHapckue — 42 yaca.

Pacnpenenenne ayauropuoro Bpemenu (150 gacoB) miis
CTYJICHTOB 3a04HON (OpMBI MOJIyUeHUS OOpa30BAHHUSA:
nekuuu — 16 4acoB, MpakTUUeCcKue 3aHsATus — 14 4acos,
ceMHHapcKue — 6 4acos.

TpeboBanusa k Tekyumend u
MIPOMEKYTOUHON aTTeCTalluu

VY4eOHBIM TUIAHOM CIENHAIbHOCTH B KadecTBe (Hhopm
MPOMEXKYTOUHOM aTTeCTallMd CTYJIEHTOB IO Y4eOHOM
JUCLUIUINHE «MapxkeTuHr B TYPUCTHUYECKOU
WHAYCTPUM» TPEyCMOTPEHBI 3a4eT (3a0UHasi U JHEBHAS
(dbopMBI ToTydeHHsT 00pa30BaHUs) dK3aMeH (3a04Hasl U
JTHEeBHas (pOpMBbI MONTy4eHHs 00pa3oBaHuUs) U KypcoBas
paborta.

Pe3ynbpTaThl MpOMEKYyTOUHON aTTeCTalli CTYJIEHTOB B
(dopme 3aueTa OLIEHUBAIOTCS OTMETKAMU «3aYTCHOY, «HE
3auyTeHo».  [loNOXUTEenpHOW  sIBISETCS  OTMETKa
«3auTE€HO», OTMETKa  «HE  3auTeHO»  SIBJISIETCA
HEYJIOBJIETBOPUTEIHHOM.

IIpu onieHKe 3HaHUI CTYJEHTOB OTMETKaMH B OauIax 1o
JnecATHOAUIbHOM — IIKalle  YYUTHIBAIOTCS  OILIGHKH
pe3yJIbTaTOB TEKYLIEH aTTeCTallMK CTYIEHTOB.
[TonoxxurenpbHBIMU  SIBISIOTCS OTMETKU He Hibke 4
(ueTpIpéx) O6amtoB. Otmerku 1 (onuH), 2 (nBa), 3 (TpM)
SBIIIOTCS HEYIOBIETBOPUTEIHHBIMU.

@opMbl POMEKYTOYHOM AaTTECTAUUH CTYJEHTOB —
3auéThl (5-#, 6-M ceMmecTphl I JTHEBHOW W 6-U, 7-i
CeMEeCTpHI Ui 3a04HO (Popmbl), KypcoBasi paboTa (7-i
ceMecTp), dk3aMeH (7-i cemecTp s THeBHOU (POpMBI U
8-11 cemecTp s 3a09HOM hopMmBI).

| 1.

| Name of the discipline

| Marketing in the tourism industry




Contents of the discipline

Possess the basics of the marketing concept of managing
a tourism enterprise, carry out marketing research,
develop and implement marketing strategies.

Formed competencies

Possess a modern culture of thinking, a humanistic
worldview, an analytical and innovative-critical style of
cognitive, socio-practical and communicative activity,
use the foundations of philosophical knowledge in direct
professional  activities, independently  assimilate
philosophical knowledge and build a worldview position
on their basis.

Learning outcomes (know, be
able, master)

know:

features of marketing in the tourism industry; sequence
of marketing actions; technology for conducting
marketing research, product, pricing, distribution and
communication  strategies of tourism industry
organizations; the concept of marketing in the tourism
industry and features of marketing management;

be able to:

apply various methods of collecting and analyzing
marketing information; develop marketing plans;
determine optimal pricing methods and strategies in the
tourism industry; develop a marketing mix regarding
target segments for the effective operation of tourism
industry organizations; identify the needs and
requirements of consumers of tourism services;

own:

the basics of marketing methodology and the features of
its application in the tourism industry; methods for
developing a marketing mix for the effective operation
of tourism industry organizations; skills in conducting
marketing research.

Semester of study,
speciality

5-7, specialty 6-05-1013-01 “Tourism and Hospitality”

Prerequisites

The content of the academic discipline “Marketing in
the Tourism Industry” implements close
interdisciplinary connections with such academic
disciplines as “Management in the Tourism Industry”,
“Travel Agent and Tour Operator Activities”,
“Marketing Communications”, “Brand Management in
Tourism”.

Labor intensity in credit units

5th semester -3
6th semester -3
7th semester - 3

Number of classroom hours

The total number of hours allocated to studying the
academic discipline is 316.

Distribution of classroom time (150 hours) for full-time
students: lectures - 64 hours, practical classes -

44 hours, seminars — 42 hours.

Distribution of classroom time (150 hours) for part-time
students: lectures - 16 hours, practical classes - 14
hours, seminars - 6 hours.

Requirements for current and

The curriculum of the specialty provides for a test




intermediate certification

(correspondence and full-time forms of education), an
exam (correspondence and full-time forms of education)
and coursework as forms of intermediate certification of
students in the academic discipline “Marketing in the
Tourism Industry”.

The results of the intermediate certification of students
in the form of a test are assessed with the marks
“passed” and “fail”. The mark “passed” is positive; the
mark “failed” is unsatisfactory.

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 - tests
(5th, 6th semesters for full-time and 6th, 7th semesters
for part-time), coursework (7th semester), exam (7th
semester for full-time and 8th semester for
correspondence).




