HaumeHoBaHue JUCHUITIINHBI

MapKETUHT B TYpU3MeE

ConeprxaHue TUCIUTLTAHBI

ConunanbHO-95KOHOMUYECKHE OCHOBBI MapKETHHIra B
TyPUCTHYECKOU UHIYCTPUH. MapkeTHHroBbIe
UCCIICJOBAHUS B TYypPUCTHYECKON WUHIYCTPHH.
IIponykTOBass MOJUTUKA OPraHU3aLUU TYPUCTHYECKOU
uHaycrtpud.  lleHoBas ~ mosmMTMKa  OpraHuM3aluu
TyPUCTHYECKOU UHJYCTPUHU. PacnpenenurensHas
IIOJINTUKA OPTraHU3AlMA TYPUCTHYECKON WHIYCTPHH.
KoMmMmyHuKanmonHas IIOJINTHKA OpraHu3aluu
TYPUCTUYECKON UHAYCTPHH.

DopmMupyemMbIe KOMIIETEHIUN

Biagere  cucreMoil  COBPEMEHHBIX  3HAaHHW O
IIPUHILNAINAX, METOJAX M COJAEPKAaHUM MapKETHHIOBOU
JIeATEIIbHOCTH, MIPaKTUYECKUMHU HaBbIKAMU
WCIIOJIb30BAaHUS KIHOYEBBIX MHCTPYMEHTOB MApKETHHIA
JUISL IPOJBHYKEHUSL TYPUCTHYECKOrO IPOAYKTA.

PesynbraTh o0yueHus
(3HaTh, yMETh, UMETh HABBIK)

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,

7-8-i1 cneunanbHOCTh 6-05-1012-04 «Opranuzauus u

CIELIMAIILHOCTD ynpaBjieHUEe (QU3MUECKOW KyJIbTypoi, CHOPTOM U
Typu3MoM» npoduiinzanus: «KMeHeKMEHT B TYpU3ME»
IIpepexBu3nTHI Conepxkanue ydeOHON AUCHUIUIUHBI «MapKeTHHT B

TypU3Me» UMEET TECHbIe MEXIUCHUIUIMHAPHBIE CBSI3U C
TAaKUMH y4EOHBIMU JUCIHMIUIMHAMHU KaK «MeHeIKMEHT
B TYpU3ME».

TpynoeMKOCTp B 3a4€THBIX
€IMHUIIAX

7-i cemectp — 6
8- cemecTp - 3

KosmmuecTBo ayAUTOPHBIX

OOmiee KOJIMYECTBO YacOB, OTBOAMMOE Ha H3YyYEHHUE




qaCoB

yueOHo# mucuuruinHel, — 290.

Pacnipenenenne ayauropHoro Bpemenu (166 gacoB) aiis
CTYICHTOB JHEBHOW (OpPMBI TMONYYCHHSI BBICIIETO
oOpa3zoBanmsi: JeKuu — 60 YacoB, NPaKTHYECKUE
3aHATHA — 50 yacoB, ceMUHApPCKUE 3aHATHS — 56 4acoB.
Pacnipenenenune aygutopHoro Bpemenu (40 yacoB) aiis
CTYZIGHTOB 3a0YHOW (POPMBI TOJIyYEHHs] BBICIIETO
oOpa3zoBaHmsl: JIeKIMM — 16 YacoB, NPaKTHYECKUE
3adsaTus — 10 yacoB, ceMuHapckue 3aHsATusi — 14 4acos.

TpeOoBanus K TeKymed W
MIPOMEKYTOYHOU aTTECTALNKU

Y4eOHupiM mIaHoM  crenuanbHocTH — 6-05-1012-04
«Opranuzanys M ynpasiieHHe (U3NIECKO KyJIbTYpOH,
CIIOPTOM M TypuU3MOM» npodunuszanus: «MeHeIHKMEHT
B Typu3Me» B KauecTBe (OPM MPOMEKYTOUYHOMH
aTTeCTallUd CTYJEHTOB IO Yy4eOHOM JUCLUIUINHE
«MapkeTuHr B TypuU3Me» IPEAyCMOTPEHBI 3a4eT MU
9K3aMeH (3aouyHas W JHEeBHas (OpPMbI IOTYYEHUS
o0pa3zoBaHmUs).

Pe3ynpTaThl NpOMEKYyTOYHOM aTTECTallMM CTYJIEHTOB B
(dopme 3aueTa OLIEHUBAIOTCS OTMETKAMU «3aYTEHOY, «HE
3auTeHO».  [lonoxuTenpHOM — sBIAETCA  OTMETKA
«3auTE€HO», OTMETKAa  «HE  3auTEHO»  SIBJIIETCA
HEYJIOBJIETBOPUTEIbHOM.

[Tpu ouleHKe 3HAHMI CTYJJCHTOB OTMETKaMHU B Oajuiax 1o
JecATUOAJUIBHOM — IIKajle  YYMTBHIBAIOTCA  OLIEHKHU
pe3yJIbTaTOB TEKYLIEH aTTeCTalluK CTYAEHTOB.
[TonokUTENBHBIMU  SIBISAIOTCS OTMETKH He HIke 4
(ueTpIpéx) O6amtoB. Otmerku 1 (onuH), 2 (1Ba), 3 (TpN)
ABJIAIOTCS HEYIOBICTBOPUTEIbHBIMH.

@OpMBI TPOMEKYTOYHON ATTECTALUU CTYJEHTOB —3a4eT
(7-1 cemectp st qHEBHOW (GopMbI U 9-i1 cemecTp IIst
3a04HOM) dK3aMeH (8-i1 cemecTp It THEBHOU (POPMBI U
10-# cemecTp 11 3a09HOM (OPMBI).

| 1.

| Name of the discipline

| Marketing in tourism




Contents of the discipline

Socio-economic foundations of marketing in the tourism
industry. Marketing research in the tourism industry.
Product policy of the tourism industry organization.
Pricing policy of the organization of the tourism
industry. Distribution policy of the organization of the
tourism industry. Communication policy of the tourism
industry organization.

Formed competencies

Possess a system of modern knowledge about the
principles, methods and content of marketing activities,
practical skills in using key marketing tools to promote
a tourism product.

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,

7-8-i1 specialty 6-05-1012-04 “Organization and

speciality management of physical culture, sports and tourism”
profile: “Management in tourism”
Prerequisites The content of the academic discipline “Marketing in

Tourism” has close interdisciplinary connections with
such academic disciplines as “Management in Tourism”.

Labor intensity in credit units

7th semester — 6
&th semester - 3

Number of classroom hours

The total number of hours allocated to studying the
academic discipline is 290.

Distribution of classroom time (166 hours) for full-time
students of higher education: lectures - 60 hours,
practical classes - 50 hours, seminars - 56 hours.
Distribution of classroom time (40 hours) for
correspondence students of higher education: lectures -
16 hours, practical classes - 10 hours, seminars - 14
hours.

Requirements for current and
intermediate certification

The  curriculum  of  specialty  6-05-1012-04
“Organization and management of physical culture,
sports and tourism” specialization: ‘“Management in




tourism” provides for a test and exam (correspondence
and full-time) as forms of intermediate certification of
students in the academic discipline “Marketing in
Tourism”. forms of education).

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 - test (7th
semester for full-time and 9th semester for part-time)
exam (8th semester for full-time and 10th semester for
part-time).




