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1. OBIIHME IMOJOKEHU

K BCTymuTenbHBIM HCIBITAHWMSIM B MArucTparypy JOIYCKAIOTCS JIHIA,
HUMEIOIIHE JOKYMEHT I'OCYIapCTBEHHOI0 00pasiia 0 BICIIEM 00pa30BaHHUH.

BerynuTenenble MCHBITAHUS TIPU3BAHBI ONPENENUTh HAHOOIee CIIOCOBHOTO
M TIOATOTOBICHHOIO IOCTYNAKOIIEr0 K OCBOGHHMIO OCHOBHOM 00pa3oBaTelbHOI
[IpOrpaMMbl TI0 HalpaBIeHWIO IoAroTtoBku 42.04.01 Pexiama U CBI3U C
0OIIeCTBEHHOCTBIO.

Ilpuém  ocymuecTBIsieTcs Ha KOHKYPCHOM OCHOBE IO pe3yibTaTaM
BCTYIIUTEIbHBIX UCIIBITAHUH.

[IporpammMa BCTYNHUTENBHBIX HCIBITAHUN B MaruCTPATypy 110 HAIIPABICHHIO
noaroToBku 42.04.01 Pexmama M cBA3M ¢ OOIIECTBEHHOCTHEO pa3paboTaHa Ha
OCHOBaHWH (DeepallbHOr0 IOCYIapCTBEHHOIO 00pa3oBaTelbHOrO CTaHIapTa
BBICIIEr0 00pa3oBaHMs [0 HANpPaBIGHHUIO IOATOTOBKM OakanaspoB 42.03.01
Peximama u CBA3M ¢ OOINECTBEHHOCTBIO ¥ OXBATHIBAET 0A30BBIE IHCIUILIHHEI
TOArOTOBKY OaKaaBpoB 10 JaHHOMY HaIIPaBIIeHHIO.

[IporpamMma cojepHuT ommucaHWe (GOPMBI BCTYIHTEIBHEIX HCIIBITAHMIA,
NCPEYEHL INUCLMIIIKH, BXOIAUIMX B MEXIUCLUIUIMHAPHBIA 5K3aMEH U CIHCOK
PEKOMEHTyeMOH [IJIsl IOATOTOBKH JIUTEPATYPEIL.

2. TPEBOBAHUMS K YPOBHIO ITIOATIOTOBKH MOCTYIIAIOIIET' O
B MATUCTPATYPY

Jluma, wWMeromye BbIclIee  00pa3oBaHME U JKENAION[HE  OCBOHTH
MaruCTepCKylo IIPOTpamMMy, 3a4MCIAIOTCS B MaruCTPaTypy II0 pe3ylbTaram
BCTYIIUTEIbHBIX ~ HCIBITAHWK,  [POrpaMMBl  KOTOPBIX  pa3pabaThIBArOTCH
YHUBEPCUTETOM [l YCTAHOBJEGHMsS Y IIOCTYNAOIIEr0 HANHYHE CIICTyFOLIX
KOMITETEHIHM:

- OCYHIECTBIIATE [IOUCK, KPUTHYECKUH aHaAllM3 W CUHTe3 MH(OpPMAalHy,
IIPUMEHATh CUCTEMHBIH IMOAXO OIS PElIeH s IIOCTABIEHHEBIX 3a1ad;

- OTBEYaTh Ha 3alPOCHl H IIOTPeOHOCTH OOIIecTBA U AYIHUTOPHH B

PO eCCHOHAIBHON NeATEBHOCTH;
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IPAMEHSTh OCHOBHBIE TE€XHOJOIMM MapKETHHTOBBIX KOMMYHHKAITHH
IpY pa3paboTKe U peau3allil KOMMYHHKAIIHOHHOTO IPOLYKTA;

- OCyIIeCTBNIATL  cOop, 00paboTKy W aHadW3 MapKeTMHTOBOMH
HHGOpManuKM g OoOecIledeHHs] yNpaBieHYeCKHX pEIIeHHd B  001acTw

MApKETHHT 4,

IIPOBOJMTE MAapKETHHTOBOE HCCIEOBAHHE C  HCIIOJIB30BAHUEM
MHCTPYMEHTOB KOMILIEKCa MAPKETHHIA.
3. ®OPMA ITPOBEJAEHUSI BCTYIIUMTEJBHBIX NCIIBITAHUN

BerynuTensHble ucnbITaHus B (DOpME MEXKIUCIMIIAHAPHOIO SK3aMeHa
IPOBOJITCS B BHUIE TECTUPOBAHHA (B TOM YHMCIE JAOMYyCKaeTCs IPOBEICHHE
BCTYIHTEIBHOTO HCIBITAHUA C HCIIOIb30BAHMEM IIEPCOHAIIBHBIX KOMIIBIOTEPOB) B
COOTBETCTBUH C YTBEPKIEHHBIM PACIIHCAHHEM.

Tect comepkuT 25 TECTOBBIX BOIIPOCOB C BEIOOPOM OJ[HOI'O MIIH HECKOIBEKUX
BapHaHTOB OTBETA M3 HECKOJIBKUX BAPUAHTOB OTBETA.

IIpOMOIKUTENBHOCTD BCTYTHTENBHOTIO MCIIBITAHHS - 30 MHUHYT.

Pesynprate! ucnbrtanuii onenuBarores 1o 100 6anpHOIT mIkae.

4. IPOIPAMMA BCTYIUTEJABHBIX UCIIBITAHUA

[IporpaMma BCTYNHUTENBHBIX HCIBITAHHH B (GOpMe MEXIHCIHITHHAPHOIO
oK3aMeHa 0asupyeTcss Ha OCHOBHOHM 00pa3oBaTelbHON NporpamMme IIOATOTOBKH
baxanaBpoB Mo Hampapiernio 42.03.01 PexngaMa U CBS3M ¢ OBIIECTBEHHOCTHIO.
Bormpoch! 1o MeXIHCIUTITHHAPHOMY 3K3aMeHY OXBATBIBAIOT OCHOBOIIOJIATAIOIINE
TMIOJIOJKEHHUSA CIIEYIOIIMX Pa3IeIoB:

- Section 1. Advertising activity - the basic concepts in the field of
advertising activity; structure of advertising activity, its main elements and
classification of advertising; concepts of "advertising messages"; characteristics of
advertising tools; advertising media taking into account the financial capabilities of
organizations and their specializations; organization of promotions and / or

advertising campaigns, evaluating their efficiency.
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- Section 2. The basics of marketing - the basic concepts of marketing;
marketing environment of the organization; marketing management process;
marketing research; marketing information system and methods for its collection;
criteria and methods of market segmentation; product and its commercial
characteristics; product life cycle and characteristics of its stages; product
positioning in the market; types of prices and features of their application; pricing
methods; pricing strategies; types of discounts and conditions for their application;
methods and tools of stimulating the realization of products; resellers and their
classification, distribution of goods; approaches to the organizational structure of
the marketing service.

- Section 3. Marketing research - the concept of marketing research as
the most important function of marketing; marketing research methods for studying
market trends and processes; methodological principles and practical concepts of
marketing research; empirical marketing research techniques.

- Section 4. Public Relations - the basic principles of public relations as
a science, profession and business sector; determination of the place and role of PR
in the management system; a comparative analysis of the role and functions of
public relations in commercial structures, state institutions and socio-political
organizations; consideration of the relationship of public relations, marketing,
advertising and promotion in the information and communication process.

- Section 5. Management (the demand and necessity for management
in human activities; management in the system of concepts of a market economy;
features of Russian management; the external and internal environment of the
organization; management systems: functions and organizational structures;
management processes: goal setting and assessment of the situation, management
decisions; management mechanisms: management tools and methods; manager's
personality; leadership and management style; formal and informal management;
resources, quality and effectiveness of management; management information

system).
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- Section 6. The basics of the theory of communication - the basic
theory of communication and its varieties, the main information channels and
communicative roles, the main types of communication, the nature and functions
of business communication, the communicative personality, features of mass
communication.

- Section 7.Basics of personnel management - a conceptual framework
that composing the basics of personnel management, the main types and forms of
personnel management, the role and place of personnel management in the
structure of public administration.

- Section 8. Consumer behavior - the main conceptual apparatus for
studying consumer behavior; stages of consumer behavior, psychology of
consumer behavior: perception, motivation, the influence of personal
characteristics; the impact of social phenomena on consumer behavior: interaction
in small groups, the influence of social class and culture.

- Section 9. Non-commercial advertising - advertising messages;
characteristics of advertising tools; advertising media taking into account the
financial capabilities of organizations and their specializations; organization of
promotions and / or advertising campaigns, evaluating their efficiency.

- Section 10. Commercial activity - the main economic categories, laws
and theories, indicators, their classification and methods of determination; general
characteristics of the processes of collection, transmission, processing and
accumulation of information, tools for their implementation, software and
programming technologies; statistical methods for evaluating and predicting
commercial activity; regulatory framework for standardization, metrology, activity
for the assessment and confirmation of compliance; assortment, qualimetric,
quantitative characteristics of goods, classification of an enlarged assortment of
consumer goods; factors ensuring the merchandising characteristics of the goods;
product information; subjects and contracts in professional activities; legal forms

of legal entities and sole proprietors.
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