HaumeHoBaHue JUCHUITIINHBI

bpeH1-MeHeIPKMEHT

ConeprxaHue TUCIUTLTAHBI

bpeHa-MeHeKMEHT B COBPEMEHHBIX YCIIOBUAX. bpen-
MEHE/DKMEHT B Typu3Me. MapKeTHUHI TYypUCTUUYECKHX
IEeCTUHALUI.

DopmupyemMbIe KOMIIETEHIUN

BJIaI[eTB MGTOIIOJIOFI/Ief/'I Co3aaHud W MNPAKTHYCCKUMH

HaBbIKAMU  yOpaBJeHUs OpeHJaMu B  TYpPHU3ME,
pa3pabaTbiBaTh OpeH/I-CTPATETHH CTPaH.

PesynbraThl o0yueHuUs | 3Hamp:

(3HaTh, yMETb, UMETh HaBbIK) | CYIIHOCTb,  OCHOBHbIE  KOHILIENLUU, MOJEIH U
UHCTPYMEHTBl ~ OpeHAMHIa;  3JIeMEeHThl  OpeHza,
OCHOBHBIE THIBI MOpTQeneii OpeHA0B W NPUHIMITEI WX
yIpaBJIeHUS; HOpPMAaTHBHBIE IpaBOBbIE aKTBhl,
pernaMeHTHpYIOIIMe  CO3JaHHMe UM MPOJBHIKEHHUE

TOProBOM MapKu; OCOOCHHOCTH yINpaBJIeHUs OpeHaaMu
TYPUCTUYECKHX JIECTHHAIIUH;

ymembs:

IUIAHUPOBATh M OPTraHU30BBIBATH JESTEIBHOCTH TIO
OpeHIMHIy B TypusMe; pa3pabaThlBaTh KOHLEMIUH
MO3UIIMOHUPOBAaHUS OpEHIOB ¥ TOPTOBBIX MapoK;
MOJIETTMPOBaTh OpEeHA-UMUIK U (QUPMEHHBIM CTUIIb
opraHuzaly / TOBapa; pa3padaThiBaTh, IUIAHUPOBATH
KaMIIaHUM M0 MPOABMKEHHIO OPEHIOB TYPUCTUYECKHUX
JIeCTUHAITNH;

uMems HAGLIK:

NPUHIUIIOB W TEXHOJIOTHH  CO3JaHus  OpEHJIOB;
TEXHOJIOTU UM MHCTPYMEHTOB MOJEIMPOBAaHUS OpeH/-
UMUKa; pa3pabOTKU M MPOBEAEHUs peKiIaMHbIX U PR-
KaMIaHUW MO MPOABIKEHHIO OpPEHI0B TYpPUCTUYECKHX

JNIECTUHALIMWA;  KJIIOYEBBIX  METOJOB  YINpaBIICHUSA
OpeHIOM.

Cemectp 00yueHusl, 3, cmemuaneHOCTh  6-05-1013-01  «Typusm u

CIIEIAIBHOCTD TOCTEIPUUMCTBOY

[IpepexBU3NTHI Coneprxanue y4eOHOI JUCIUIIINHBI «bpeHn-
MCHEIPKMCHT B TypU3MeE» HMEeT TECHEIC

MEXIUCUUIUIMHAPHBIE CBA3M C TaKUMH Y4eOHBIMH
JTUCLUIUIMHAMHM KaK «MEHEIKMEHT B TYypUCTHUYECKOU
uHayctpun» U «Typuctuueckoe CTpaHOBEACHUEY.

TpynoeMKOCTp B 3a4€THBIX
€IMHUIIAX

3

KommnuectBo
JacoB

ayIUTOPHBIX

OOmiee KOIMYECTBO YacOB, OTBOAMMOE Ha H3yYEHUE
y4eOHON auciuIuiiHbl, — 120.

Pacnipenenenue aynutopHoro BpemeHu (72 yaca) Ui
CTYICHTOB JHEBHOHW (OpPMBI TMOJYYEHHs] BBICIIETO
oOpazoBanust: Jyekuuu — 40 dYacoB, NpPaKTHUECKUE
3aHATUS — 18 yacoB, ceMuHapckue 3aHATus — 14 4acos.
Pacnipenenenune ayautoprHoro Bpemenu (18 vacoB) aiis
CTYICHTOB 3a04HON (OPMBI TMOJIyYEHHS BBICILIETO
oOpa3zoBaHus: Jiekuud — 10 dYacoB, NpaKTHUECKUE
3aHATUA — 4 Yaca, CeMHHAapCKUeE 3aHATus — 4 yaca.

TpeboBanusa k Tekyumend u
IIPOMEKYTOUHON aTTecTalluu

Y4eOHBIM TUTAHOM CHEIHATLHOCTH B KadecTBe (opm
MPOMEXKYTOUHOM aTTeCTallMd CTYJEHTOB IO Y4eOHOI
JUCHUIUIMHE  «BpeHI-MEHEIKMEHT B TYpHU3MeE»




MPEeIyCMOTPEH JK3aMeH (3a04Hasi U JHEBHas (OPMBI
MOJTydeHHUsT 00pa30BaHMS).

Pe3ynbrarhl mpoMexyTOYHOM aTTecTallid CTYJEHTOB B
(dbopMe 3ayeTa OL[EHUBAIOTCS OTMETKAMU «3a4TEHOY, «HE
3a4TEHO. [TonoxxuTenbHOM  SBIAETCS  OTMETKA
«3aUTE€HO», OTMETKa «HE  3auTeHO»  SIBJISIETCA
HEYJ0BJIETBOPUTEIIBHOM.

[Ipu orieHKe 3HAHUI CTYIEHTOB OTMETKaMHU B Oajax 1o
NecATHOAUIbHOM — IIKalle  YYHUTHIBAIOTCS  OIICHKH
PE3yJIbTaTOB TEKYLIEH aTTeCTallK CTYIEHTOB.
[TonoXuTEeNbHBIMU SIBJISIIOTCSI OTMETKM He Hibke 4
(dgetbIpéx) OammoB. Otmetku 1 (oaun), 2 (aBa), 3 (TpHM)
SIBJISIFOTCSL HEYAOBJIETBOPUTEIHHBIMH.

@opMbl  MPOMEKYTOYHOM aTTECTAllUM CTYJICHTOB
sk3aMeH (3-if cemectp s nHEBHOW (opMbl U 8-i
CECMECTp JIJIsl 3a0YHOM).




Name of the discipline

Brand management

Contents of the discipline

Brand
tourist

in modern conditions.
of

Brand management
management in tourism. Marketing
destinations.

Formed competencies

Possess the methodology for creating and practical skills
in managing brands in tourism, develop brand strategies
for countries.

Learning outcomes (know, be
able, have a skill)

know:

essence, basic concepts, models and tools of branding;
brand elements, main types of brand portfolios and
principles of their management; regulatory legal acts
regulating the creation and promotion of a trademark;
features of managing brands of tourist destinations;

be able to:

plan and organize tourism branding activities; develop
concepts for positioning brands and brands; model the
brand image and corporate style of the
organization/product; develop and plan campaigns to
promote brands of tourist destinations;

have the skill:

principles and technologies for creating brands;
technologies and tools for brand image modeling;
development and implementation of advertising and PR
campaigns to promote brands of tourist destinations; key
brand management methods.

Semester of study,
speciality

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

Prerequisites

The content of the academic discipline “Brand
Management in Tourism” has close interdisciplinary
connections with such academic disciplines as
“Management in the Tourism Industry” and “Tourism
Regional Studies”.

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 of higher education: lectures - 40 hours,
practical classes - 18 hours, seminars - 14 hours.
Distribution of classroom time (18 hours) for
correspondence students of higher education: lectures -
10 hours, practical classes - 4 hours, seminars - 4 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 “Brand Management in Tourism”.
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 - exam
(3rd semester for full-time and 8th semester for part-
time).




