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Kipicne

OJIEKTUBTI TIOHJEP KaTaJloTbl OKBITYJBIH KPEAUTTIK JKyheci OoMbIHIIA
KYPacCThIPbIJIaAbl. OJIEKTUBTI TIOHJEP KaTajJoTbl JKYMEJIICHreH TaHaay OoMbIHIIA
MIOHJIEP Ti31IMIH YKOHE OJapIbIH KbICKA CUITATTaMaChliH KapacThIPabl.

MarucTpaHT MaMaHIBIKTapJbIH MIHAETTI KOMIIOHEHT/>)KOFapbl OKY OpPHBI
KOMIIOHEHTIHIH MIOHJIEpIH MEHrepyMeH KaTap, YCBIHBUIBII OTBIPFaH TaHJay
OOWBIHIIIA TTIOHIEP/I1 TAHIAIT aTyhI THIC.

ONexTUBTI TOHAEPAl TaHjaayFa »daBaizep KeHec Oepeni. Maructpant
sABal3epMeH Oipiiece OTBHIPHIN, MArMCTPAHTTHIH JKEKE OKY JKOCHMApbhlH KYpy YIIiH
MIOHJIEPTe KA3bUTY HBICAHBIH TOJITHIPAIIBI.

Kypmerti maructpant! bigiM 0epy TpaeKTOPHUSCBIHBIH OIpTYTaCThIFbIHBIH
oimacteipbutybl  Ci3fiH OoJialllakTa MaMaH pPEeTIHJE KOCIOM JallbIHABIFBIHBI3IBIH
JIEHrel1HEe BIKIa €TETIHIH €CTEe CaKTaybIHbI3 KEPEK.

BBenenue

[Ipn kpenuTHONW TEXHOJOTMU OOyueHus pa3pabaTbiBaeTCsl  KaTajor
AJIEKTUBHBIX JUCIUIUIMH, KOTOPBINM MpeACTaBIseT COOOW CHCTEeMaTU3UPOBAHHBIM
NepeyeHb AUCUUIUIMH KOMIIOHEHTA IO BBIOOPY U COAEPIKUT KPATKOE UX OIHCAHHUE.

Hapsay ¢ n3ydeHuneM AMCHUIUIMH 00s13aTEIBHOrO / BY30BCKOTO KOMIIOHEHTA,
MAarucTpaHT JOJKEH BbIOPATh JIsl U3yUYEHHUSI IUCUUIIIMHBI KOMIIOHEHTA 110 BBIOODY.

KoHcynbranuu no BeIOOPY 3JIEKTUBHBIX JUCHUIUIMH JIaeT 3/Baiizep. Bmecte ¢
HUM MarucTpaHT 3amojHseT GopMy 3aluCcH HA JUCHUIUIMHBI A1 cocTaBienus UYII
(MHAUBHUIYATILHOTO YYEOHOTO TIJIaHa).

YBaxaemble MaructpaHTbl! BaXHO NOMHHUTB, YTO OT TOrO, HACKOJBKO
MPOlyMaHHOW | 1ieiocTHOM OyzneT Bamia oOpa3zoBarenbHas TpPaeKTOPHS, 3aBHCHUT
ypoBeHb Bareit npodeccrnonaabHOM MOATOTOBKH, KaK OYyIyIIEeTo CIeIHaInCTa.

Introduction

At the credit technology of education the catalog of elective disciplines which
represents the systematized list of disciplines of a component by choice and contains
their brief description is developed.

Along with the study of the disciplines of the compulsory/university component,
a graduate student must choose to study the disciplines of the elective component.

Advising on the choice of elective disciplines gives the adviser. Together with
him a Master student fills in an enrollment form for disciplines for making up an IEP
(individual study plan).

Dear Master's students! It is important to remember that the level of your
professional preparation as a future specialist depends on how thought-out and
integral your educational pathway will be.



CemecTp O0iibIHIIA 3JIEKTUBTI MIHAEPai 06.1y /

PacnipenesieHne 3J1eKTUBHBIX THCIHILIAH Mo ceMecTpam / Distribution of elective

COUrsSes by semester

[Tonniy araysl / HaumenoBanue auctuminasl / The name of the discipline

Kpenutrep
caHsbl /
Kom-Bo

KpenuToB/

Number of
credits

AxaneMust
JIBIK
Ke3eH/
Axan
nepuo/
Academic
period

Kasipri menemxment / CoBpeMeHHBIN MeHeDKMEHT / Modern management

YibIMIaFbl OacIIBUIBIK )KOHE KOOacIbLUIbIK/ PYKOBOACTBO U JIMJIEPCTBO B
opranmzanuu/ Management and leadership in the organization

Kaszipri mapketunrrik tangay / CoBpeMeHHBI MapKETUHTOBBINA aHAIIN3 /
Modern marketing analysis

Konakyit 6usneci / I'octuanynsiii 6uzaec / Hotel business

MapKeTHHTTIK 3epTTeYJIep/IiH 3aMaHayn TeXHOIOTHsu1apsl / COBpeMEHHBIE
TEXHOJIOTUM MapKETUHTOBBIX HccienoBanuii / Modern technologies of
marketing research

TyThIHYIIBLTIAPIBIH HPPALIMOHAIIBI MiHE3-KYJIBIK Teopusichl / Teopus
uppanroHaIbHOro oBeAeHus norpedureneii / Theory of irrational
consumer behavior

Mapketunrrik crparerusuiap/ Mapkerunroseie crparerun/ Marketing
strategies

Bbpana - menemxment / bpana - menemxkment / Brand Management

Digital mapkerunr/ Digital mapkerunr/ Digital Marketing

WuTepuer Texnonorusuapsl/ MaTepuer Texnonoruun/ Internet technology

XKobanapasl 6ackapyablH Ka3ipri TexHonoruscsl/ CoBpeMeHHbIe
TEXHOJIOTUH ynpasieHus: npoekramu/ Modern technologies of project
management

IT-cepuc menemkmenTi/ I T-cepBuc menemxment/ IT-service management

byntTel TexHOnorusnapasl naiiaanany/ McnonpzoBaHue 00IavHbIX
texHosoruii/The use of cloud computing

PR texnonorusicel/ PR Texnonoruun/ PR technologies

KoHCTpYKTHBTI KapbIM-KaThIHAC rcuxoiorusicel/ [Tcuxomorus
KOHCTpYKTUBHOTO o01ienus/ Psychology of constructive communication

Puropuka.lckepiik kapbiM-kaTeiHac/ Putopuka./lenoBoe oOuieHmne/
Rhetoric.Business Communication

OKy ic-opeKeTiHIH MHHOBALUSUIIBIK (hopMalapbIHbIH dicTeMeci/
MeTo10510THs MHHOBAIIMOHHBIX ()OpM yueOHOH edaTeabHOCTH/
Methodology of Innovative Forms of Educational Activity

binim 6epyni xekenennipy/ [lepconanuszamnus oOpasosanust/ Personalization
of education

Trade menemxment / Trade menemxkment /Trade management

Trade mapkerunr / Trade mapkerunr /Trade marketing

busnecrtiy 6acekere kabinerriiiri / KoHkypeHTOCITOCOOHOCTH OHM3Heca /
Business competitiveness

bpaua-mapkerunr / bpaua-mapkerunr / Brand marketing

Typuctik eHiMI1 KBUDKBITY / [IpoaBHKEHHE TYPUCTUYECKOTO MTPOIYKTA /
Promotion of a tourist product

Isrrapmamsiisik sxkapHama / Kpeatusnas pexiama / Creative advertising
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Kasipri sxapuamaisik 6usnec / CoBpeMeHHBIN pekitaMubiii ousaec / Modern
advertising business

XanpIKapaJIblK MapKeTHHT/ MexayHapoaHblii MapkeTHHI/ International
marketing

KoMMmyHUKaIUsIBIK MeHEHDKMEHT / KOMMYHUKAIIMOHHBINA MEHEHKMEHT/
Communications management




1 1 oKy KbLIbIHA aAPHAJIFAH JIEKTHBTIK MOHAEP / DJIeKTUBHbIE THCHUILIAHGLI 115 1 roxa odyuenusi/ Elective courses for

year 1

Kaszipzi menedyncmenm / Cospemennntit menedxyncmenm / Modern management

OKy maxcamol / Yueonan yenv/ Purpose

MarucTpaHTTapbl 3aMaHayHd MEHEDKMECHTTIH
TEOPHSUIBIK KOHE TPAKTHKAIBIK acTIeKTiLIepiMeH
TaHBICTBIPY

03HAKOMJICHHE MAaruCTPAHTOB C TEOPETUIECCKAMU
W NPAKTUYECKUMH aCTIEKTAMU COBPEMEHHOTO
MEHEKMEHTa

familiarization of undergraduates with the theoretical
and practical aspects of modern management

Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraraHHaH  Keilin  Olaim
ajrymbLiap

- Oumyi kepek: OacKapymIbUIBIK —IISIIIMAEPAL
IIBIFAPMAIIBUIBIK  137ICYAIH 3aMaHayW odiCTepiH;
0acKapyImbUIBIK MICIIIM KaObu1Iay MPOIECiHIH KaHa
9/liCHaMacChIH; )K00aIap el Oackapy 9/1iCHAMAaChIH;

- MEHrepyi Kepek: YWbIMIbI OacKapyIblH KyHeni
MIiHJETTEpl MEH MOceNeNepiH IIelry; aJaMH,
MaTepHaIbIK )KoHE KApXKBUIBIK PecypcTapibl THIMII
naiananymex 0alTaHBICTHI 0acKapyIIbUTBIK
HIeIIiMIep KaObLI/1aY; Oackapy MPOLIECiH
OHTAaNJIaH/BIPY SAICTEPIH KOJIAHY/IbI;

- MEHrepyi THIiC: THIMAI KOMMYHHUKAIUS AaFIbLIaphL;
0acKapymbUIBIK — IIENNMIep KaObUAay — Ke3iH7e
cayapiap MeH Tayekeljepi Oaranay AarabUIapbiH;
- KY3BIpeTTi 0OMy: Ka3ipri 3aMaHFbl MEHEKMEHTTIH
apHalbl TEPMHUHOJIOTUSCHIH KOJIJIAaHY 2, MEMJICKETTIiK

aamy OargapiamManapblH KYpY Ke3iHJe
YCBIHBICTAPIbIH TUIMZI nopTdenbaepin
KaJIBIITACTHIPY/a.

I[Mocne  ycmemHoro  3aBeplieHHsi  Kypca
odyuarouuecst

- 3HaTh: COBPEMEHHBIE METOIBI TBOPYECKOTO
MOWCKa  YIPaBICHYECKUX PEIICHHH; HOBYIO
METOOJIOTHIO npoliecca MPUHATHS
YIPaBICHYECKUX  PELICHHI; METO/I0IOT IO
yIIpaBJICHHUS POEKTaMHU;

- YMETh: peuaTh CUCTEMHBIE 33Jla4d U MPOOIEMBI
yIpaBIeHAS OpraHu3alueH; NPUHUMATh
yIpaBIEHUYECKHE  PEIICHUs,  CBS3aHHbIE  C
3(()EeKTUBHBIM HCIOJB30BAaHUEM YEJIOBEUSCKUX,
MaTepHalbHbBIX W  (UHAHCOBBIX  PECYPCOB;
NPUMEHSTh METOJbl ONTHMH3ALMH  Hpolecca
yIIpaBJICHHS;

- BIIQ/IETh: HaBbIKaMH 3 PEKTHUBHOM
KOMMYHHKAIIMH; HABBIKAMH OLIEHKH MOCIIEICTBUI
U PHUCKOB TpU MNPHUHATHH  YIPABICHYECKHX
peuieHuii;

- OBITH KOMITETEHTHBIM: WCTIOJIb30BaTh
CHELUAIBHYI0O TEPMHUHOJIOTHIO  COBPEMEHHOTO
MEHEIDKMEHTa,  (GOopMHPOBaTh  IPPEKTHBHBIC
nopTeny  NpeUIOKEeHWH  TpU  CO3JaHUHU
rOCYJapCTBEHHBIX TPOTPAMM Pa3BUTHSL.

After successful completion of the course, students
will be

- know: modern methods of creative search for
managerial decisions; new methodology of the
management  decision-making  process;  project
management methodology;

- must master: solve systemic tasks and problems of
organization management; make managerial decisions
related to the effective use of human, material and
financial resources; apply methods to optimize the
management process;

- possess: skills of effective communication; skills of
assessing consequences and risks when making
managerial decisions;

- be competent: in the use of special terminology of
modern management, in the formation of effective
portfolios of proposals when creating state development
programs.

Kypcmuiy Kpickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

[ToH JIOTMKaBIK JOHEKTUIIKICH MHUKPO JCHreHeri | JucrumimHa paccMaTrpuBaeT HAay4HBbIE,

The discipline deals with the scientific, socio-economic
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6aCKapyIlI)IH FbUIIBIMU, QJ'ICYMCTTiK-SKOHOMI/IKaIH)IK
KOHEC IICHUXOJIOTHAJIBIK aCHCKTiJ’IepiH KapacCTbIpadbl.

Byn mom ©Oackapy Typambl OumiM  KemeHiH
KaJBINTACTBIPAABI, 0Oackapy Ma3MYHBIH —allajsl,
0acKapylbUIBIK ~ KBI3METTIH  opTYpii  TYpJepiH

XKY3ere achIpyblH HAKThl JAFbUIAPBIH JTaMBITaJIbI,
Oackapy JKoHe XKbIDKBITY JKYHeJIepiH TaiIaibl.

COILMATIHHO-3KOHOMHUYECKUE U TICHUXOJOTHYCCKUC
ACTIeKThl  YNpaBJICHWs Ha MUKPOYpOBHE B
JIOTHYECKOU MOCJIEI0BATEIIBHOCTH. JlarHast
TUCIUIUINHA (DOPMHUPYET KOMIUIEKC 3HAHWHA 00
YIPaBJICHUHY, pacKphIBacT cojiepKaHue
YIpaBIeHUS, Pa3BUBAET CIeNU(UIECKIE HABBIKU
OCYIIECTBICHUS pa3IMIHBIX BUJIOB
YIPABICHUYECKON JCATEIBHOCTH, aHATU3UPYET
CHUCTCMbI YIIPABJICHHUA U IPOABHKCHH.

and psychological aspects of management at the micro
level in a logical sequence. This discipline forms a
complex of knowledge about management, reveals the
content of management, develops specific skills in the

implementation of various types of managerial
activities, analyzes management and promotion
systems.

Iocmpexeusummep| Ilocmpexsusumot/ Post-requirements

Trade MeHeXMEHT

| Trade MeHeDKMEHT

Trade management

Ilonniny epexwenikmepi / Ocobennocmu oucyunaunsl/ Course features

ousHec,
iCKepITiK

NPaKTUK-MaMaHIap sl LIAKBIPY,
MemiekeTTik  KbI3MET  OKUIIEpiMeH
Ke3/Iecyliep OTKi3y JKoHe T. 0.

IpUIIalcHue CIICIHUAJIMCTOB-TIPAKTUKOB,
MIPOBEICHNUE JETIOBBIX BCTPEY C MPEICTABUTEISIMU
omsHeca, ['ocynapcTBeHHOH CITy>KOBI U Ip

invite practitioners, hold business meetings with
representatives of business, public services, etc

bazoaprama scemexuici / Pyxosooumens npozpammur/ Programme manager

CetitoBa I'.'T. 3.F.k., mpodeccop

| CeiitoBa I'.T. 3.F.K., mpodeccop




Yitvimoazel dacuvlivik nen kouwdacuvlivlx/Pykoeoocmeo u niudepcmeo 6 opeanuzayuu/Management and Leadership in the Organization

OKy maxcamol / Yueonan yenv/ Purpose

QJIEYMETTIK TONTapja KeNOaCIIBIIBIKTH KANBINTACTHIPY
MEH JKYMBIC ICTEYiHIH 3aHABUIBIKTApPbl MEH TEeTiKTepl
Typanbl WAesap XYWeCiH Wrepy, MEepCOHANIbl Oackapy
JaFIbIIaphl MCH JIAFIbUIAPBIH TaMBITY, YHBIMHBIH JKOFaphI
THIMIUTITIHE KOJ JKeTKi3y VIIH ajamaapablH MiHe3-

pasBUTHE YNPaBIEHUYECKOW KyJNbTyphl OyIyIIero
MEHEDKEpa IyTEM OCBOCHHUS CUCTEMBI NIPEIICTABICHUI
0 3aKOHOMEPHOCTSIX M MeXaHu3Max (OPMHPOBaHUS U
(YHKUMOHUPOBAaHUSI  JIUAEPCTBA B COLUANBHBIX
rpynmax, pa3BUTHs YMEHHUI U HaBBIKOB PYKOBOJICTBA

development of the management culture of
the future manager by mastering the system
of ideas about the laws and mechanisms of
the formation and functioning of leadership
in social groups, the development of skills

KYJKBIH ~ 0ackapy apKpUIbl — OoylaimiaKk — MEHEMKEpIiH | mepcoHaioM, yrpaBieHus moBeiaenueM mronei mist | and  skills  of  personnel management,
0acKapyIIbLUIBIK MOJICHHETIH 1aMbBITY JOCTHKEHHS BBICOKOI pesynpTaTBHOCTH | Management of people's behavior to achieve
OpraHu3aIu high performance of the organization

Oxbimy Hamuxceci / Pesynomamot 00yuenus / Learning outcomes

KypcTbl caTTi asikTaraHHaH Keifin 6i1iM amxymsLiap
- Oinmyre THiC: ©3iHIH OOJalIaK MaMaHIBIFBIHBIH QIEYMETTIK

MaHBI3IBUIBIFEI, 0acKapyablH OapiblK JeHTrehIepinaeri
yiBIMIapaarsl KOIIOACIIBUIBIK npobieManapbiH
TCOPHSUTBIK ~ KOHE  MPAKTHKAIBIK  IICHIyre  FBUIBIMU

KO3KapacThlH MOHI MEH ojicTepi; OacKapymblH opTypdi
CTHJIIEPiHIH Ma3MyHBI JKOHE OJap/bl YHbIMIa KOJJaHy
LIAPTTAPbIH;

- MeHrepyi Kepek: OacKapyIIBUIBIK MIiHAETTEepi IIenry
YIIiH KOImOACHIBUTBIK TeH OWJIIKTIH HEri3ri TeopHsIapblH
naganany; Keke OachIHBIH apTHIKIIBUIBIKTAPE MEH
KeMIIUTIKTepiH CHIHU Oarajay; Y KbIMIA >KYMBIC icTey;
OJIEYyMETTIK MaHBI3JBl MpobJjeManap MeH NpouecTepi
Tanjay, TONTHIK JUHAMHUKA MPOIECTEPiH )KOHE KOMaHIaHbI
KaJIBIITACTBIPY TPUHIUINTEPIH OiMy HETI3iHJAEe TOMTHIK
XKYMBICTBl THIMI1 YHBIMAACTBIPY; TYJIFaapaiblK, TONTHIK
KOHE YUBIMIACTHIPYIIBIIBIK KOMMYHUKAIVSIIAPBI Ty
JKoHE Ykobaay;

- MEHrepyi THic: icKepiliK KapbIM-KaTBIHACTHI )KY3€re achlpy
KaOljIeTi; op Typ:i *araaiapra OaiIaHbICThI OacKapyablH
op TYpJi CTHIBAEPIH MaijalaHy; KeIlI0acIIbLIBIK
KacHeTTepJli  3epTTey oiicTepl MeH  ojictemMernepi,
KeI0acIbUIbIK KaOileTTepli AaMBITY TEXHOJIOTHsIAPHI,

Mocae YCIEIIHOT 0
o0yuyariuecsi 0yayT

- 3HATh. COIMAJILHYIO 3HAYUMOCTh CBOeH Oymyiei
npodeccuu; CYIHOCTh ¥ METOBI HAYIHOTO MOAX0a K
TEOPETHIECKOMY H  TPAaKTHYECKOMY  PEIISHHUIO
MpOOJIeM JIHIEPCTBA B OPTaHU3AIMAX Ha BCEX YPOBHSIX

3aBepuIeHHs Kypca

YOPABJICHMS;  COJAEP)KAHWE  Pa3IUYHbIX  CTHJIEH
YOpaBJIEHWS M YCIOBUS WX IPUMEHEHHS B
OpraHu3alluy;

- YMeTB: HNCITI0JIB30BAaTh OCHOBHBIC TeOpI/II/I J'II/II[epCTBa
U BJIaCTu I peIHeHI/Iﬂ ynpaBHeH‘-IeCKI/IX 33)13‘1;
KPUTUYECKH OICHUBAThL JIMYHBIC JIOCTOMHCTBA U
HEJ0CTaTKH; paboTaTh B KOJJICKTUBE;

- aHaJII/I3I/Ip0BaTI) COIUAJIBHO 3HAYUMBIC HpO6HeMBI n
nporecchl, 3()(HEKTUBHO OPraHU30BaTh TPYIIIOBYIO
paboTy Ha OCHOBE 3HAaHHUS IMPOIECCOB TPYNIOBOM
JUHAMHUKA ¥ TPUHIWAIOB (OPMHUPOBAHUS KOMAaHIBI;
aHaHI/ISI/IpOBaTB 158 HpOGKTI/IpOBaTB MCXKINYHOCTHBIC,
TPYIIOBEIE U OPTaHU3AIIMOHHBIE KOMMYHHUKAITIH.
BJIAJIETh. CIOCOOHOCTBIO OCYIIECTBIIATH  JICJOBOE
oOIlleHWEe; HKCIOJb30BaTh MHOTOOOpPa3HbIE  CTUJIM
YIpaBIeHHs B 3aBHCUMOCTH OT Pa3IMYHBIX CHUTYallUH;
METOJIJaMU M METOJIMKAMHU HCCIIEOBAHUS JIJEPCKUX

After successful completion of the course,
students will be

- know: the social significance of their
future profession; the essence and methods
of the scientific approach to the theoretical
and practical solution of leadership
problems in organizations at all levels of
management; the content of various
management styles and the conditions for
their application in the organization:

- be able to: use the basic theories of
leadership and power to solve management
problems; critically evaluate personal
strengths and weaknesses; work in a team;
analyze socially significant problems and
processes, effectively organize group work
based on knowledge of group dynamics and
team formation principles; analyze and
design interpersonal, group and
organizational communications.

- own: ability to carry out business
communication; to use various management
styles depending on different situations;




- KY3BIPETTi 0oiy: OacKapylIbUIBIK 9Cep €Ty OMiCTepiH
KOJIJaHy1a.

KA4eCcTB, TEXHOJOTHIMU
CIIOCOOHOCTEH

- OBITh KOMIIETEHTHLIMH: B HMCIIOJB30BaHUM IIPHEMOB
YIPaBJICHYECKOTO BO3ICHCTBHS

Pa3sBUTUA JIMACPCKUX

methods and techniques of research of
leadership  qualities,  technologies  of
development of leadership abilities to

be competent: in use of techniques of
managerial influence

Kypcmuiy Kbickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Kypc xembacibiblk MeH KOmOaCIbUTBIKTBIH TEOPHUSITBIK
XKOHE  OMICTEeMENiK  MocellelepiH  amaibl, HapbIK
XKarJaiiplHAa YHBIMABI 0ackapy THIMAUILIH —apTTeIpy
MaKcaTbIH/J]a TOITHIK MPAaKTHKa MPOLECTEPi KOHE YHbIMIA
OacKapylbUIBIK HIeITiM/Iep KaObuIaay sKyieciHae Tom Kypy
MPUHIUTITEP] Typallbl O1TiM KUBIHTHIFBIH KYPa/IbI.

Kpr PACKpbBIBACT TCOPETHUYCCKUEC U MCTOAHUYCCKHC

BOIIPOCHI  JIMJEPCTBA W PYKOBOJCTBA C IIENBIO
MTOBBIIICHUS 3¢ hekTuBHOCTH yIpaBICHHS
opraHuzaleli B YCIOBHSX pBIHKa, (opMupyer

KOMIIJIEKC 3HaHUM O Ipoueccax IpynIoBOM JUHAMUKH
W TOpUHOMIAX (QOPMUPOBAHMS KOMAaHI B CHCTEME
MIPUHATHUSA YIIPABICHYECKUX PELICHUI B OpraHU3aliu.

The course covers theoretical and
methodological issues of leadership and
leadership in order to improve the efficiency
of organization management in the market,
forms a set of knowledge about the
processes of group dynamics and the
principles of team formation in the system
of managerial decision-making in the
organization

Ilocmpexeuzsummep! Ilocmpexeusumut/ Post-requirements

TyThIHYIIBLIAPIBIH MiHE3-KYJIBIK

TEOPHUSICHI

HppauroHabl

Teopus uppanoHaILHOTO IOBEAEHUS MOTpeOUTENEH

Theory of irrational consumer behavior

Ilonnin epexut

enikmepi / Ocodennocmu oucyunaunsy/ Course features

Kadenpa bunmanmgapeiaga cabakrap eTKi3y, IpaKTHK-
MaMaHJapAbl MaKpIpy, Ou3Hec, MeMIIeKETTiK KbI3MET
OKIJIJIEPIMEH ICKEPIIiK Ke31ecyliep OTKI3y KaHe T. 0.

IlpoBenenue 3ansTuii Ha ¢Quiuanax Kadeapsl,
TIPUTJIANIEHUE CIEIHMATINCTOB-TIPAKTUKOB, MPOBEJICHUE
JIETIOBBIX BCTpeY C TPEACTaBUTENSIMH  OW3Heca,
rOCYIAAapCTBEHHOMU CIIyXOBbI U JIp.

Conducting classes at the branches of the
department, inviting practitioners, holding
business meetings with representatives of
business, public service, etc.

bazoapnama scemexuiici / Pykogooumens npozpammupl/ Programme manager

To6sw1oB K.T. ».F.K.10IIEHT

ToosutoB K.T. K.3.H. JOLIEHT

Tobylov K. T. candidate of economic sciences,
assistant professor
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2 2 OKY KbLJIBIHA APHAJIFAH JIEKTHUBTIK MOH/AEP / DJIeKTUBHbIE IUCHUIIMHBI 1J1s 2 roaa o0y4uenusi/ Elective courses for

year 2

Kazipei mapxkemunemix manoay / Coepemennulii mapkemunzoswtit ananus / Modern marketing analysis

OKy maxcamol / Yueonas yenv/ Purpose

IYPBIC MapKETHHITIK IIenrmaep KaObuinay YIIiH
MYMKIHIOIK ~ jkacayFa  OaFbITTalfaH  YHbIMJArbl
MapKeTUHITIK  TalgayAblH  TEOPUSUIBIK  JKOHE
MPAKTHKAIBIK MAceleNiepi, OHBI KYPri3y HbICAHAPEI
MeH  oxictepi  OOWBIHIIA  MAaruCTPaHTTAP.bI
JaspiayIblH K&KETTI ICHICHiH KAMTaMachl3 €Ty

o0ecnednTs HEOOXOIUMBI yPOBEHH MOATOTOBKU
MarucTpaHTOB o TEOPETUYECKUM u
MPaKTUYeCKUM  BONPOCaM  MapKETHHTOBOTO
aHaiM3a B OpraHU3aluM, ero (GOopM U METO/OB
BCICHMUA, HaIrpaBJICHHBIX Ha CO31aHUuC
BO3MOKHOCTHU JJIsA IIPUHATHUA IIPpaBUJIBHBIX
MapKETHHTOBBIX PEIICHUH

provide the necessary level of training for
undergraduates on theoretical and practical issues of
marketing analysis in the organization, its forms and
methods of conducting, aimed at creating opportunities
for making the right marketing decisions

Oxbimy Hamuceci / Pezynomamot o0yuenus / Learning

outcomes

Kypersl  ¢oTTi  asKraFaHHaH  Keiiin  Olrim
anymbLiap

- Ouryre THIC: MapKETHHITIK TajlayJblH MaKCaThl
MEH Ma3MYHbBI, OHBIH OJiCTepi MEH TacuIIepi,
COH/Iali-aK aKmaparThlK 0a3a; caThill aNyIIbLIapFa,
Tayapiap MEH Tayap cascaTbhlHA, aCCOPTUMEHT MeH

ACCOPTUMEHT casicaTblHa, Oara cascaTblHa, OTKi3y

KoHE OTKIZy casicaTblHa, MapKETHHITIK
KOMMYHHKaIUsIapra, KOCIITOPBIHHBIH
YKapHaMachlHa, KOCIOPBIHIA MapKeTUHTTI

yHBIMIACTBIpYyFa Taay KYPTi3y pocimi;

- dcreyl Kepek: caThlll aly KajayblHa Taigay
Kyprizy; Oocekenec oprara Tajjay >XoHE Oaranay
KYprizy; Tayap casiCaThIHBIH Kbl CHIIATTAMACHIH
xKacay; TayapJblH 0ocekere KaOlIeTTiIIriH aHbIKTaY;
- MeHrepyl THIC: MAapKETHHITIK Talfay apKbLIbl
YUBIMIAPBIH 3KOHOMHKANBIK KbI3METIHIH KypJeii
Mocenenepin  ©3 OeTiHIIe KO JKOHE WIelly
Ja¥IbLIaPBbI.

- Ky3bIperTi 0O0Jy: TaHJajFaH MaMaH[bIK asChIHIA
MapKETHHITIK Tajjay OUIIMIH iC KY3iHAE KOJIAaHY

IMocne  ycmemHoro
o0yuyarouquecst OyayT
- 3HaTh: LEJU W COJep)KaHHUE MapKETHHTOBOTO
aHanmM3a, €ro METOABl W TPUEMBI, a TaKKe
nHGOPMALMOHHYIO 0a3y; MpoLeaypy NPOBEACHUS
aHajM3a IOKynarejel, TOBapoB M TOBAPHOMH

3aBepUIeHHs1  Kypca

IIOJINTHKY, ACCOPTUMEHTAa U aCCOPTUMEHTHOM
MOJIUTHUKY, IIEHOBOM  IOJNUTHKH, cOBITA U
cObITOBOM IIOJINTHKH, MapKETHHI'OBBIX
KOMMYHUKALWH, peKIIaMbl MPEANPUSATHUS,

OpraHM3aliy MapKEeTHHTa Ha MPEANPUITHH;

- yMeTh: NPOBOJHUTH AaHAJIM3 ITOKYNATEIbCKUX
MIPEeANOYTEHNH; MPOBOAWTH AaHAIWU3 U OLEHKY
KOHKYPEHTHOW  Cpellbl;  COCTaBIISITH  OOIIYIO
XapaKTepUCTUKY TOBapHOH MOJIUTHKY;
OTIpEIEIIATH KOHKYPEHTOCIIOCOOHOCTh TOBApa;

- BIaAeTh. HABBIKAMH IO CaMOCTOSTEIbHOU
[IOCTAHOBKE M PEIICHUIO CIOXKHBIX BOIPOCOB
9KOHOMUYECKOW  AEATEIbHOCTH  OpraHU3alui
[IOCPEJICTBOM MapKETUHIOBOI'O aHAIN3a.

- OBITh KOMIIETEHTHBIMH: B YaCTH IMPAKTHYECKOTO

After successful completion of the course, students
will be

- know: the goals and content of marketing analysis, its
methods and techniques, as well as the information
base; the procedure for analyzing customers, products
and product policy, assortment and assortment policy,
pricing policy, sales and sales policy, marketing
communications, advertising of the enterprise,
marketing organization at the enterprise;

- be able to: analyze customer preferences; analyze and
evaluate the competitive environment; make a general
description of the product policy; determine the
competitiveness of the product;

- possess: skills for independent formulation and
solution of complex issues of economic activity of
organizations through marketing analysis.

- be competent: in terms of the practical application of
the knowledge of marketing analysis within the chosen
specialty, have not only knowledge about the
management of activities, but also be able to solve
tactical and strategic tasks in this area
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TYPFBICBIHAH, KBI3METTiI Oackapy Typaisl Oimimpai
FaHa €MeC, COHbIMEH KaTap OCbl Calajarbl
TaKTHKAJIBIK JKOHE CTPATETHSUIBIK MiHACTTEeP/I IIeme
oiy.

MNPUMCHCHUSA 3HAHUM MAapKCTUHI'OBOT'O aHaliu3a B
paMKax BbI6paHH01>i CIICINAaJIbHOCTH, O6JIaI[aTB HC
TOJIBKO 3HAaHHUAMU 00 Y1ipaBJICHUU
ACATCIIbBHOCTBIO, HO 1 YMETh p€IIaTh TAKTUIECKUEC
1 CTPATCTUYCCKUEC 3a/1a4YU B 9TOI 00/1aCTH

Ilpepexeuzummepi / Ilpepexsusumut / Prerequisites

Toxipubenik MapKeTHHT

| IIpakTrHyeckuii MapKeTHHT

| Practical marketing

Kypcmoty Kbickawa mazmynst / Kpamkoe cooepacanue kypca/ Course summary

Kypc HaPBIKTHIK Karaanaa MapKETHHITI
Oackapy/AblH THIMAUITIH apTTBIPYy MakKcaThIHIA
MapKeTHHTTIK Talfay JKYPri3ydiH TEOPHSUIBIK JKOHE
O/liCTEMENIK MOceJleNiepiH  amajabl, MapKETHHITIK
TangayAbl aKmapaTThlK KaMTaMachl3 €Ty »OHE OHBI
MapKeTHHITIK 3epTTeylep KyHeciHAe KOIAaHy
Typaibl OUTIM KABIHTBIFBIH KYPauIbl.

Kypc pacKpbIBaeT TEOPETUICCKUE u
METOJMYECKHE BOTIPOCHI MPOBEICHUS
MapKETHHTOBOTO aHAIN3a C IEJNBI0 ITOBBIMICHUS
3G (PEKTUBHOCTH YIMPABICHUS MAapKETHHIOM B
YCIIOBUSIX PBIHKA, (DOPMUPYET KOMIUIEKC 3HAHHN
00 WH(POPMAIIOHHOM obecrnieueHUU
MapKETHHTOBOTO aHAJIM3a U €T0 UCIIOJIb30BaHNH B
crcTeMe MapKETUHTOBBIX HCCIIEIOBAHHMH.

The course reveals the theoretical and methodological
issues of conducting marketing analysis in order to
improve the effectiveness of marketing management in
market conditions, forms a set of knowledge about the
information support of marketing analysis and its use in
the marketing research system.

Hocmpexeuzummep! Ilocmpexeusumut/ Post-requirements

Kazipri >xapHamanbeik OusHec, busnectiy O0acekere
KaOimeTTimiri

CoBpeMeHHBIN PEeKJIaMHBII ouzHec,
KonkypenrocnocoOHOCTh OM3HEC

Modern advertising business, Business competitiveness

Ilounin epexwenikmepi / Ocodennocmu oucyunaunvl/ Course features

Kadenpa dunmangapreiaga cabakrap eTkizy, 6ara
Oenriyieyre acep €TeTiH (pakTopiiapra Tajuaay
KYPri3y, COHJai-aK *KapHaMaHbIH YKOHOMHKAJIBIK
TUIMIUTITIH J)KOHE KOCIMOPBIHHBIH MapKETHHTTIiK
KBI3METIH YHBIMIIACTBIPY

[IpoBenenune 3ansTuii Ha ¢uiamanax kadeapsl,
MpoBeleHNe aHain3a (aKTOPOB, BIUSIONIMX Ha
LIEHOOOpa3oBaHUe, a TaKkkKe  OMNpe/esICHHue
9KOHOMHMYECKYIO 3 (EKTHBHOCTh pEKJIaMbl U
OpraHM3allud  MapKeTHHTOBOW  JIeATENIbHOCTU
MPeIpUSITHS

Conducting classes at the branches of the department,
analyzing the factors that affect pricing, as well as
determining the economic efficiency of advertising and
the organization of marketing activities of the enterprise

bazoapnama scemexuici / Pyxkosooumens npozpammel/ Programme manager

VrebaeBa JK.O. 3.F.K. IOLIEHT

VrebaeBalK.A. K.2.H. JOILIEHT

Utebaeva Zh. A. candidate of economic sciences.
assistant professor
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Konaxyit ouzneci / I'ocmunuunwtit ouznec / Hotel business

Oxy makcamot / Yueonasn yenv/ Purpose

[IOHIH UI€pYAiIH MakKcaTbl OTAHABIK JKOHE LICTEeNIIK
KOHAaK YH  KOCIMOPBIHIAPBIHAA  KOJIAHBLUIATHIH
OackapyAblH HETi3Ti 9JicTepiMeH, MPUHLIMITEPIMEH
XKoHE  (QYHKUMsUIIAphIMEH  TaHbICY, COHJai-aK
CTYICHTTEPI1 OacKapyIIbLIBIK MIeTTMae Pl
ozipieyre jkoHE KaObuimayra YHpeTy, YOKbIMIAFbI
KaKTBIFBICTap/Ibl aHBIKTAy >KOHE WIelly, KOHaK YU
CallaChIHJAFbl YWBIM KBI3METKEpIIEpiHe OKIJIETTIK
Oepy OOmBITT TaOBLIAIBI

IlensiMu OCBOEHHS  JMCIMIUIMHEI SIBIIIOTCS
O3HAKOMJICHHE C  OCHOBHBIMH  METOJIaMH,
OpUHOUNAMH W QYHKUMSMH  yIIPaBJICHUS,
HCTOJB3YEMBIX Ha OTEUECTBEHHBIX U 3apyOekKHBIX
TOCTUHWYHBIX ~ TPEINpPUATHSIX, a TakKe B
0o0yJeHUHN CTyIEHTOB pPa3padOTKe W MPUHSATHIO

yIpaBICHYECKUX  pEIIeHUM, BBIABICHUIO W
paspelieHnl0  KOHQUIMKTOB B KOJUICKTHBE,
JCJETUPOBAHUIO  TOJHOMOYHH  COTPYAHHKAM

OpraHM3alliy B TOCTHHUYHOH cdepe.

The objectives of the development of the discipline are
to familiarize with the basic methods, principles and
functions of management used in domestic and foreign
hotel enterprises, as well as to train students in the
development and adoption of management decisions,
identification and resolution of conflicts in the team,
delegation of authority to employees of the organization
in the hotel sector. The objectives of the development of
the discipline are to familiarize with the basic methods,
principles and functions of management used in
domestic and foreign hotel enterprises, as well as to
train students in the development and adoption of
management decisions, identification and resolution of
conflicts in the team, delegation of authority to
employees of the organization in the hotel sector.

Oxbimy namuoiceci / Pesynomamot ooyuenusn / Learning outcomes

Kyperbl  ¢aTTi  asikTaraHHaH  KelliH  Oinim
aJIylmbLiap

KOHAK YH MEHE/DKMEHTIHIH 9iCTepiH, IPUHIIUITEP]
MEH (GYHKIMSIIAPBIH Oineni; KOHAaK yit
apyambUIbIFBIH - 0acKapy IKyWeciHIeri akmapar
KOHE KOMMYHUKAIHSLIIAP;

- KOHaK YH MEHEKMEHTIHJE OKUISTTIK Oepymi
KOJIJaHAbI,

- KOHAaK YH KOCINOPHBIHBIH YHBIMJIBIK KYPBUIBIMBIH
KOoOaTaias!;

- KOHAK Y# YIBIMIapbIHBIH KBI3METIH JKOCTIapiay;

- KOHAaK YH KOCIMOPHBI YKBIMBIHBIH KbI3METiH
OaKbLIAY bl JKY3€Te achIPaIbl;

- KOHaK YH KOCIMOPHBIHBIH  KbI3METKEpIIEpiH
BIHTIAHABIPY; YHBIMHBIH CBIPTKBl JKOHE  iIKi

OPTaChIH TaJIalIbl,

Ilocsie ycnenrHoro 3aBepiieHus Kypca
o0yuarouuecsi Oyayr

- 3HATh METONBI, MPHUHIMUIB U
FOCTUHUYHOTO MEHEIDKMEHTa; HWH()OPMALUI0 |
KOMMYHHKAIHH B CHCTEME yIpaBIeHUs
TOCTHHUYHBIM XO035HCTBOM;

- TIPUMEHATH JENETrHpOBaHUE TIOJHOMOYUN B
TOCTHHUYHOM MEHEIKMEHTE;

- MPOEKTUPOBATH OPraHU3ALUOHHYIO CTPYKTYPY
TOCTHHHYHOTO TIPEITPHUSATHS;

- IJIAaHUPOBATh JESATEIHHOCTH
OpraHu3alni;

- OCYIIECTBISITE KOHTPOJIb HaJ IEATEITHHOCTHIO
KOJIICKTUBA TOCTUHUYHOTO TIPS PUATHS;

- MOTHUBHUPOBATH COTPYIHUKOB TOCTUHUYHOTO
NpeANpUiTHs;

GyHKIH

TOCTHHHUYHBIX

After successful completion of the course, students
will be

- - know the methods, principles and functions of hotel
management; - information and communication in the
hotel management system;

- apply delegation of authority in hotel management;

- design the organizational structure of the hotel
company; - plan the activities of hotel organizations; -
exercise control over the activities of the staff of the
hotel company; - motivate employees of the hotel
company;

analyze the external and internal environment of the
organization; - develop strategic, tactical and
operational plans; - develop a system for monitoring the
implementation of plans;

- evaluate the effectiveness of the organization's
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- CTpPaTeTHsUIbIK, TAKTHKAJBIK > KOHE
KocHapapasl 93ipiaeiii;

- KOCIapJapslH iCKe achIpbUTy OapbhICHIH OaKbLIay
JKYHeciH a3ipIeii;

- YIBIM MCHE[KMCHTIHIH THIMJIUTITIH OaFaiaipl;

- Oamama HycKamapgaH Oackapy — IIemIiMiH
KaOBUIAY/IbIH OHTANIIBI HYCKACHIH TaHIAN/IbI;

KEeacia

- JKAHWXKaJJAbl OKarmadiapAaH IIBIFY TOCUIACPiH
Tabampl;

- CTaHJAPTTHI eMec xKarnannapaa
YUBIMIACTHIPYIIBUIBIK KOHE 0acKapyIbLUIBIK

menrimaepai Tady KaOineTiH wurepy, onap YIIiH
KayarKepIIiIiK amyra, anaMmaapapl OacKapyra jKoHe
OarbpIHyFa JalibIH OOJYHI.

aHaJM3UPOBATh BHEIIHIOI M BHYTPEHHIOIO Cpeay
OpraHu3alNy;

- pa3pabaThIBaTh CTpaTETHYECKHE, TAKTUIECKUE U
OTIepaTHBHBIE TIAHBL;

- paspabaTbiBaTh CHCTEMY KOHTPOJS 32 XOAOM
peanu3anuy IUIaHoB;

- omeHuBath AP(OEKTUBHOCTh MEHEIKMEHTA
OpraHU3aIINY;

- BBI6I/IpaTI) U3 aJbTCPHATUBHBIX BapHAHTOB
ONITUMAJIbHBIH BapHUaHT TPUHSTUS

YIPaBICHUECKOTO PEIICHUS;
- HaxXOIWTh CHOCOOBI BBIXOAA W3 KOH(IMKTHBIX
CUTYALIHIA;

- OBJIALETh CIIOCOOHOCTBIO HAaXOIUTH
OpPraHHU3alMOHHO-YIIPABJICHYCCKHE DCUICHHUS B
HECTAaHJAPTHBIX CUTYAIUAX, TOTOBHOCTh HECTH 3a
HUX OTBETCTBCHHOCTh, PYKOBOJUTH JIIOJbMH U
IIOTYAHATHCHL.

management; - choose from alternative options the best
option for making a management decision; - find ways
out of conflict situations.

- master the ability to find organizational and
managerial solutions in non-standard situations, the
willingness to take responsibility for them, lead people
and obey

IIpepexeusummepi / I[lpepexeuszumut / Prerequisites

Kaszipri MeHe[»KMEHT

| CoBpeMeHHBII MEHEKMEHT

| Modern management

Kypcmuiy Kpickawa mazmynwt / Kpamkoe codepacanue Kypca/ Course summary

[lon koHaK YyH MEHEIKMEHTIHIH oJiCHAMAIIBIK
HET13/epiH, KOHAaK i MEHEDKMEHTIHIH
NPUHIMITEPIMEH  TaHBICTBIpaabl.  KoHak  yi
MEHEKMEHTIHIH (hyHKIUSITAPHL. Konak  yit
KOCIOPHBIHBIH KBI3METIH jkocmapnay. Kownak yi
KOCITIOPHBIHBIH ~ KbI3METKEPIIEpiH  BIHTAIAHJBIPY.
Konak yi KoCiHOpHBI KbI3METKEPJIEPiHIH KbI3METiH
perrey. Konak yii kocinopHbIH OacKapyasl OakbLiay.
Konak yi#l KocimopHBIH Oackapyra OKUIETTIK Oepy.

Konak yi#t OusHeciH OacKapyIblH CTHIIBIEPI.
YKpIMIAFbl KaHKaNIAp JKOHE OJapibl IIENry
KOJIJIAPhI

ﬂI/IC]_II/IHJ'II/IHa Ja€T MCTOHJOJIOTHYCCKHUE OCHOBBI

TOCTUHUYHOTO MEHEIKMEHTA. JU0703 000200081
TOCTUHUYHOTO MEHEIKMEHTA. DyHKIUU
FOCTUHUYHOTO MEHEeIKMeHTa. llmanupoBaHue
JEATEIIBHOCTY ~ TOCTUHUYHOTO  NPEANPUITHS.
MortuBanus COTPYJIHUKOB TOCTUHUYHOTO
npeanpuatus. PerynupoBaHue — IesTENbHOCTU
COTPYIHHKOB  TOCTHHUYHOTO  MPEINPHUATHS.
KonTpons B ympaBlieHUM  TOCTUHUYHBIM
npeanpuarueM. JlenerupoBaHue MOJIHOMOYUN B
VIOPaBICHUM  TOCTUHUYHBIM  NPEANPUITHEM.
Crunmu YIIpaBJICHUS TOCTUHUYHBIM

npeanpustueM. KoH(IUKTHI B KOJUIGKTHBE U

The course covers ofmethodological foundations of
hotel management. Principles of hotel management.
Functions of hotel management. Planning the activities
of a hotel company. Motivation of employees of the
hotel company. Regulation of the activities of
employees of the hotel company. Control in the
management of a hotel enterprise. Delegation of
authority in the management of a hotel company. Hotel
management styles. Conflicts in the team and ways to
resolve them. Self-management of the head of the hotel
compan
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nyTn ux pa3spCuiCHus. CaMOMCHCI[)KMeHT
PYKOBOAUTEII TOCTUHUYHOI'O NPCANPUATHUSA.

Ilocmpexeuzsummepi / Ilocmpexeuzumot / Post-requirements

TypUCTIK OHIMII KBUDKBITY | TIpoaBIKEHHE TYPHCTCKOTO MPOAYKTA | Promotion of a tourist product
bazoapnama scemexuici / Pykosooumens npozpammet/ Programme manager
Vrebaena XK.O. 3.F.K. 1OLEHT YrebaeBaXK.A. K.3.H. TOLIEHT Utebaeva Zh. A. candidate of economic sciences.

assistant professor
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Mapxemunemik 3epmmeynepoin 3amanayu mexuonozuanapot / Cogpemennple mexuonocuu mMapKkemunzoevlx uccieoosanuii / Modern technologies of

marketing research

OKy maxcamol / Yueonas yenv/ Purpose

TIOH/TI urepy OapbICBIHIA CTYICHTTEPIIH
MapKETUHITIK JIYHHETAHBIMBIH KAJIBINTACTHIPY YIIiH
CTYJCHTTEP 3aMaHayyd MApKETUHITIK TEXHOJOTHUSIIAP
MEH KypajaapJbl OKbII KaHa KOWMail, COHBbIMEH

(hopMHpOBaTh MApKETHHIOBOE MHUPOBO33PCHHUC B
MpoLEecce OCBOCHUS TUCLUILTHHBI 00YYarolrecs
JMOJDKHBI  HE TOJBKO H3YyYUTh COBPEMEHHBIC
MapKEeTHHTOBBIC TEXHOJIOTHH U HHCTPYMEHTBI, HO

to form a marketing worldview in the process of
mastering the discipline, students should not only study
modern marketing technologies and tools, but also
develop skills for their practical application to solve

KaTap OJapapl IIYFbUT MapKETHHITIK Moceienepdi | ¥ BeIpaboTaTh  HaBBIKM  HpakTHdeckoro | urgent marketing problems.
memyac IMPAKTHUKAJIBIK KoJIAany JarablUIapbiH | OPUMCHCHUA UX [JIA PCHICHUA  aAKTyaJIbHBIX
KaJIBINTaCTBIPYHI. MapKeTHHTOBBIX 3a/a4.
Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes
Kyperbl  corTi  asikraranHaH  Keifin  Oimim | ITociie ycnenHoro 3aBepiueHust Kypca After successful completion of the course, students
ajrymbLiap o0y4Jaroumecst OyayT will be

- Kasipri Ke3eHje SKOHOMHKAIBIK 3epTTeyIiH Oip
TYpi peTiHIe MapKeTHHITIK 3epPTTEyNIep 9MIiCHAMACHI
MEH oJicTeMeci Typallbl OuUTIMIH iCKe achIpyFa
HEI3JEIreH  MapKeTHHITIK  3epTTeyjiep O KYprizy
JaFIbUTaPbIH KaJIBINTACTHIPAIBI.

- bopmupyeT HAaBBIKH IIPOBEICHUS
MapKETHHIOBBIX HCCIICOBAHNH, OCHOBAaHHBIE Ha
peanusanuu

3HaHMM O  METOAOJOTMM U METOJMKE
3KOHOMHUYECKOTO UCCIEN0BaHNUSA,

Pa3HOBUAHOCTBIO KOTOPBIX
ABJIAIOTCA MAPKETUHIOBBIC HCCICAOBAHUA Ha
COBPEMCHHOM JTale

- forms the skills of conducting marketing research
based on the implementation of knowledge about the
methodology and methodology of economic research, a
type of which is marketing research at the present stage

Ipepexeusummepi / [lpepexsuszumut / Prerequisites

Toxipubenik MapKeTUHT

| [IpakTuueckuii MapKeTUHT

| Practical marketing

Kypcmoty kvickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Kypc 3amaHaym MapKeTHHITIK TEXHOJOTHSIAPIbIH
MOHIH, UPHUHIUNTEPIH, KYpPaIJapblH  aImajpl,
MapKETHHITIH HETI3r TeHICHIVMSUIAPBIH ©3TepTyTe,
TYTBIHYIIBLIBIK KYHZBUTBIKTAPIbI KIKTEYTE,
TYTBIHYIIBIMEH KapbIM-KaThIHAC OpHATYIbIH
3aMaHayd oJiCTepiHe, op TypJdi MapKETHHITIK
TEXHOJIOTHSLTAP B KOJIIaHy MYMKIHZIITIHE,
HapBIKTHIK ~FajJaMJIbIK WHTEPAKTUBTI KEHICTIKTE
OapbIHIIIA JIaMbIFaH MapKETUHTTIK

Kypc packpeiBaeT  CyIIHOCTh,  IPHUHIIHIIGI,
WHCTPYMEHTBl COBPEMEHHBIX  MapKETHHI'OBBIX
TEXHOJIOTUM, H3JI0KEHBl MOJXOJbl K U3BMEHEHUIO
KJTFOUEBBIX MapKEeTHHTOBBIX TEeHICHITNH,
KIacCU(UKAIMIO TOTPEOUTENLCKUX IIEHHOCTEMH,
COBPEMEHHBIE METO/IbI MIOCTPOEHUS
B3aUMOOTHOIIICHHUH v norpeduTeneM,
BO3MOXXHOCTH HCTIONTH30BaAHUS Pa3ITUIHBIX
TEXHOJIOTHI MAapKETHHTa, MAapKETUHTOBBIE

The course reveals the essence, principles, tools of
modern marketing technologies, outlines approaches to
changing key marketing trends, classification of
consumer values, modern methods of building
relationships with the consumer, the possibility of using
various marketing technologies, marketing concepts
that have received the greatest development in the
global interactive market space, such as: interaction
marketing, cognitive and creative marketing.
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TYKbIpbIMJaMaJiap, MbICAJIbL: ©3apa MApKCETHHT,
KOTHHUTHBTI JKOHE eraTI/IBTi MAapKCTHUHT.

KOHIIEMIIVH, TTOJYYHBIIUE HAUOOJBIICE Pa3BUTHE
B TJI0O0AJbHOM  HMHTEPAKTHMBHOM  PBHIHOYHOM
MIPOCTPAHCTBE, TaKkHe KaK: MapKEeTHHT
B3aUMOJICCTBUA, KOTHUTHUBHBIM W KpPEaTUBHBIN
MAapKETHHT.

Hlocmpexeuzummepi / locmpexeuzumot / Post-requirements

busnectin Oocekere KaOUTETTLITi, XalbIKapabIK
MapKETHUHT

KonkypenTocmocoOHOCT OM3HECa,
MexayHapoIHbIA MapKETHUHT

Business competitiveness, International marketing

bazoaprama scemexuici / Pykosooumens npozpammut/ Programme manager

Vrebaesa XK.O. 3.F.K. JOLIEHT

VrebaeBa)K.A. K.2.H. TOLIEHT

Utebaeva Zh. A. candidate of economic sciences.
assistant professor
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Tymoinywiolnapoviy uppayuoHanovl mines-Kyasix meopuscwol / Teopus uppayuonanvnozo nogedenus nompeoumeneit / Theory of irrational consumer behavior

Oxy makcamot / Yueonasn yenwv/ Purpose

oneyMeTTaHy/la, ICHXOJIOTHANA, AKOHOMHKA MEH
Map-KEeTHHITE TYTHIHYIIBIIAPBIH KHUCHIHCHI3 MiHE3-
KYIKbI-HA ~ TEOPHSUIBIK ~ JKOHE  OfliCHAMaJIbIK
ToCiImepHi, COH-Ial-ak  JKEeKe  TYIFajap/blH
Tayapiap MeH KbI3MeTTepZi Oaranmay, caTeIll any,
nmaijganaHy >KOHE KOK Ke3iHe WIenIiM KaOwuimay
MPOLIECIH, 9pPEKETTepi MEH TYCIHIK-TepiH Oackapy
omicTepiH 3epTTey Kazipri 3aMaHFbI JKaFaanap.

N3Yy4YCHHC CYHICCTBYIOIIHUX B COIIMOJIOTUH, IICUXO-
JIOTUH, SKOHOMHMKE W MAapKETHUHIC TEOPETUKO-

METO-A0JIOTNYCCKHUEC 8(0219.40)1(0) ] K
HUppanuoHaJIbLHOMY HOTpCGI/ITCHLCKOMy
MOBEACHUIO, a TaKK€ MCETOAOB YIIPABJICHUS

MPOLIECCOM TMPUHATUS PEUICHUH, ACU-CTBUAMH U
BOCIIPpUATUEM WHIUBUI0B B OIICHKCE,
MPUOOpETEeHNH, TpPUMEHEHHH W W30aBIEHUH OT
TOBApOB H YCIYT B COBPEMEHHBIX YCIOBUSIX.

studying the theoretical and methodological approaches
to irrational consumer behavior existing in sociology,
psychology, economics and marketing, as well as
methods of managing the decision-making process,
actions and perceptions of individuals in assessing,
purchasing, using and disposing of goods and services
in modern conditions.

Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbi CITTI asiIKTaraHHaH KeiliH
oiniManymbsuiap
Oineni:

- TYTBIHYIIBUIAPIBIH MiHE3-KYJIKBIH Taljay »KoHeE
QBIHFaH HOTIKENEP Il TYCIHIIPY 9ICTepiH,;

- MIHE3-KYJIBIKTBIH MOTHBALMSUIBIK  (DaKTOPIAphIH
aHBIKTAy XoHE Oaranay ojicTepl XKOHE KIHEHTTIH
KaHaFaTTaHybIH,

- TYTBIHYIIBI 13/Iey ITOPHUTMIi, OHIM HeMece OpeHIl
TypaJibl aKIapaTThl KaObUIAY J)KOHE €CTe CaKTay;

- 9p TYpJIl MapKETHHITIK CTpaTeTUsUIap/blH TYTHIHY-
IIBIHBIH MiHE3-KYJIKBIHA 9CEPIH;

- JKaJMbl KOKETTUTIKTEP/Ii KYphUIbIMIAY 9/IiCTepPiH;

- CaTBINl Ay TOPTIOiIHIH 3aHIBUIBIKTAPHI JKOHE OFaH
acep eTeTiH (paKTopaapIsl;

- Tayapnap, KbI3METTep, WJAesIap HapbIFbIH/IA
TYTBIHY-IIBUIAPJBIH ~ MIHE3-KYJIKBIH  0acKapyablH
Ka3ipri 3aMaHFbl TY)KbIPBIMIaMaIapbl, TOCIIAEP] MEH
oicTepiH;

icTel anajpl:

- MAapKeTUHITE TYTHIHYIIBUIBIK MiHE3-KYJIBIKTHIH
COLIMOJIOTHSUIBIK, HKOHOMUKAJIBIK JKOHE

ITocJie ycnmemHoro 3apepuieHust Kypea
o0y4aromuecs OyayT

- 3HAMb:

- METOJIbI aHAJIN3a MOTPEOUTEIHECKOTO TTOBEACHUS
Y MHTEPIIPETAluH MOJTYYSHHBIX Pe3yIbTaTOB;

- METO/Ibl BBISIBJICHUSI M OIIEHKA MOTHBAIIMOHHBIX
(GaKTOpoB TOBENCHUS H  YJOBIECTBOPEHHOCTH
noTpeduTenei;

- NOTPEOUTENbCKHH  alTOpPUTM  IIOWCKA,
BOCIIPHUATHS ¥ 3allOMHHaHUS HHQopManmu o
NPOJIYKTe Win OpeHe;

- BIIUSIHAE PA3JIMYHBIX MAPKETHHTOBBIX CTPATETUi
Ha MOBeJIeHNe OTpeOuTeNeii;

- METOJIbI CTPYKTYPH3ALMH OOIINX IMOTPEOHOCTEN;
- MOJENM TOKYNAaTeJIbCKOTO TOBEICHHS |
(hakTOpBI, BIUSIOMINE HA HETO;

- COBpPEMEHHBIC KOHIIETIINH, TIOAXO0bl U METOIBI

yhnpaBjieHHS TIOBEJCHHEM HoOTpeduTeneidl Ha
PBIHKE TOBApOB, YCIYT, UACH;
ymemb:

- INPUMCHSATH COLMUOJIOTUYCCKHUEC, SKOHOMHUYCCKHE
U TICUXOJIOTHUYCCKHUC TCOPUHU HOTpe6HT€HLCKOFO

After successful completion of the course, students
will be

- know:

- methods of analyzing consumer
interpreting the results obtained;

- methods for identifying and assessing motivational
factors of behavior and customer satisfaction;

- consumer search algorithm, perception and
memorization of information about a product or brand,;

- the impact of various marketing strategies on
consumer behavior;

- methods of structuring common needs;
- patterns of purchasing behavior
influencing it;

- modern concepts, approaches and methods of
managing consumer behavior in the market for goods,
services, ideas;

able to:

- to apply sociological, economic and psychological
theories of consumer behavior in marketing;

- to analyze the complex of factors influencing
consumer behavior;

behavior and

and factors
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TICUXOJIOTHSUTBIK, TEOPHUSIIAPBIH KOJIAHY/IbI;
- TYTBIHYIIBUTAPJABIH MIiHE3-KYJIKbIHA 9CEp €TETiH
(hakTOpIap KEIIeHiHe Tanaay KYprizyii;

- CypaHBICTap MEH KaJlayjapJAblH e3repyiHe KOoHE
JKQIIbl  HAPBIKTaFbl  TYTHIHYIIBUIAPJABIH ~ MiHE3-
KYJIKBIHA 9Cep eTeTiH (aKTOpIapAbl aHBIKTAY/IbI;

- KaHaFaTTaHIbIphUIMaraH KOKETTUTIKTepOiH
ceOenTepiH aHBIKTAY/bI,

- caThIl aJyuiblIapablH (KIIMEHTTEP/IiH)
KOKETTUTIKTepiH OapsIHIIA TOJIBIK
KaHAFaTTaHIBIPY bl KaMTaMachbI3 ery YIIiH
AHBIKTAY/IbL;

- MaKcaTThl ~ CETMEHTTEpPMEH  Tayapiaplbl,
KBI3METTEP/Ii CaTHIIl ATy MaKCaTTapbIH aHBIKTAY/IbI;
JaFplIapra ue 00y:

- OPTYPITi MApKETHUHITIK BIHTATAHABIPYABIH
TYTHIHYIIBIIAPIBIH MiHE3-KYJIKBIHA OCEPiH 3epTTeY;
- TYTBIHYIIBUTAPIBIH MiHE3-KYJIKBIH 3epPTTEeY
o/licTeMeci MEH 9JIiICTEeMECIH d3ipiiey, HAKThI
MapKETHHITIK MiHAETTEP I IIeITy;

- TYTBIHYIIBIHBI CATBII &y Typajbl MEiM
KaObUIIayFa )KETEJICHTIH CaThIIT ally MiHEe3-KYJIKbIH
MOJIETIBICY;

- TYTBIHYIIBUIAP/IBIH MiHE3-KYJIKBIH 3e€PTTEY )KIHE
QJIBIHFaH HOTHIKEJIEP/Il TYCIHIIPY.

MOBEJICHUSI B MAPKETUHTE;
- TpPOBOJWTH aHaIM3 KOMIUIEKCa (HaKTOpPOB,
BIUSIIONINX Ha IMOBEICHNE TIOTPEOUTENEH;

- BBIBJIATH (DAaKTOPBI, BIUSIONINE HA H3MEHEHHE
3allpocOB M MpPEANOYTEHHH M Ha TMOBElCHHE
OTpeduTENeH Ha PHIHKE B LIEJIOM;

- BBISIBIIATD TIPUYUHBI BOZHUKHOBEHWS
HEYJOBJIETBOPEHHBIX OTpeOHOCTEIH;

- BBISIBIISITH MOTPeOHOCTH MOKynaTeyen
(kTHeHTOB) Iyl oOecTeueHNsT HanboJIee MOTHOTO
WX yJIOBIIETBOPEHHUSI,;

- OTIpeNeNATh IeNN MPHOOPETEHHUS TOBAPOB, YCIYT
LIEJIeBBIMU CETMEHTAMI;

umMemb HaBbIKU.

- W3y4YeHHs BIHMSHUS Pa3IMYHBIX MapKETHHIOBBIX
CTUMYJIOB Ha MOBEACHHE IOTPEeOnTENeH;

- pa3paboTKM METOAOJOTHH H  METOJIUKHU
HCCIIEeIOBaHHUS MOBEJICHUS notpeduTeNneH,
pellieHrs KOHKPETHBIX MapKETUHTOBBIX 3a]1ay;

- MOJEJMPOBAHHS TMOKYIATENBCKOTO TOBEIACHHUS,
MOJIBOJISL MOTPEOUTENS] K TMPUHATUIO PEIICHHS O
MOKYTIKE;

- WCCIEAOBaHUS TMOBENEHUS ToTpeOuTeNned u
WHTEPIIPETAINN TTOJTYYCHHBIX PEe3yIbTaTOB.

- to identify the factors influencing the change in
requests and preferences and the behavior of consumers
in the market as a whole;

- to identify the causes of unmet needs;

- to identify the needs of buyers (clients) to ensure their
fullest satisfaction;

- to determine the objectives of the acquisition of goods,
services by target segments;

have skills:

- studying the impact of various marketing incentives
on consumer behavior;

- development of a methodology and methodology for
researching consumer behavior, solving specific
marketing problems;

- modeling of purchasing behavior, leading the
consumer to making a purchase decision;

- research on consumer behavior and interpretation of
the results obtained.

Ipepexsusummepi / Ipepexsuzumot / Prerequisites

Y #ibIMIarel OacIIbLIBIK KOHE KOIIOACIIBUIBIK

| PYKOBO}_ICTBO 1 JINACPCTBO B OpraHu3anuu

| Management and leadership in the organization

Kypcmuiy Kpickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

[IoH  TYTBIHYIIBIHBIH  KHCHIHCBI3  MIHE3-KYJIBIK
TeopUsIIapbIH TaXipubee KOJIJTaHy Tl
yiipeteni. TYThIHYIIBIIAPABIH MiHE3-KYJIKBIH 3€pTTEY
oxicrepi. MHTEepHET-MapKETHHT. Anangsik
Oarmapinamaiaps: TYTBIHYIIBIJIADMEH  KapbIM-
KaThIHACTBI Oackapy Kypalbl >KOHE MapKEeTHHITIK
LIBIFBIHAAPABI OHTallJIaH-IBIPY TOCJIL.

[anHHas  AMCUMIUIMHA  JAaeT  [PUMMEHEHUE
TEOPUH HPPAUOHATHHOTO  TMOTPEOUTETHCKOTO
MIOBE/ICHUS HA MpPAKTHKE. MeTobl HCCIIeI0OBaHMS
MOTPEOUTENbCKO-TO  TOBeneHus.  MHTepHeT-
MapKETHHT. IIporpammsl JIOSUTBHOCTH:
AHCTPYMEHT  YIPABIICHHUS  OTHOLICHUA-MU C
KJIMEHTaMH M CIOco0 ONTHMHU3AlMK  MapKe-

This discipline is  focuses theories of irrational
consumer behavior. Research methods of consumer
behavior. Internet Marketing. Loyalty programs: a
customer relationship management tool and a way to
optimize marketing costs. Cultural characteristics of
consumer perception. Social factors of consumer
behavior. The influence of reference groups on
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TyYTBIHYIIBUTAPABIH, ~ KaOBUINAYBIHBIH ~ MO-IICHU
cunarraManapbl. TYTBIHYIIBUIAPABIH — MIiHE3-KYJI-
KBIHBIH QJIEYyMETTIK (hakTOpIIapHI.
TYTBIHYIIBUIAPIBIH MiHE3-KYJIKBIHA aHBIKTAMAaJIbIK

TonTapAblH dcepi. Ty-ThIHYIIBIHBIH MiHE3-KYJIKbIHA

orbacl MeH YH mIapya-IIBUIBIFBIHBIH — 9cepi.
TyTbIHYmBI ~ MiHE3-KYJIKBIHBIH  NICHXOJIOTHSIIBIK
¢daktopnapel.  TYTBIHYIIBIHBIH  MiHE3-KYJIKbIHA

TYJIFaHBIH 9cepi. TYTBIHY MOTHBTEpPi JKOHE WHICUIIM
KaOpuimay mponeci. TyreiHYmBIapra ocepi. B2B
HaphIFBIHAA2  OWM3HEC  JKYPri3y  epeKIIeNiKTepi.
Ty TBIHYIIBUTIAPIBIH KYKBIKTaphI: Ma3MYHBI,
KOPFaTybl, KYKBIKTBIK HETi3/1epi.

TUHTOBBIX PacxogoB. KyiabTypHBIE OCOOCHHOCTH
BOCHPHUSATHUS MOTPEOUTEIICH. CornuanbpHbie
(haxTopHI MOTPEOUTEITBCKOTO TTOBEICHUS.

Brusiaue pede-peHTHBIX TPYII Ha TOBEASHHE
norpebureneil. BnusHuEe ceMbU M JJOMAIIHETO
XO03s4HCTBA Ha  TIOBe-ACHHE  IOTPEOUTEICH.
IIcuxonoruueckue (hakTopsI MOBEJEHUS
noTpeduresei. BiusHue JIMYHOCTH Ha TIOBEJCHUE
noTpedutesss. MOTHBBI MOTPEOJICHUST U TIPOIECC
OpuHATUSL pewieHud. BosgeiictBue Ha 1oT-
pebureneii. OcobeHHOCTH BeneHus el Ha B2B
peiake. IlpaBa morpeOuteneii: coaepikaHue,
3aIu-Ta, 3aKOHOJaTeNTbHas 0asza.

consumer behavior. Influence of family and household
on consumer behavior. Psychological factors of
consumer behavior. The influence of personality on
consumer behavior. Consumption motives and decision-
making process. Impact on consumers. Features of
doing business in the B2B market. Consumer rights:
content, protection, legal framework.

Ilocmpexeuzsummepi / Ilocmpexeuzumot / Post-requirements

[IsIrapMambuIbIK XKapHaMa

| KpeatuBHas pexiama

| Creative advertising

bazoapnama scemexuici / Pykosooumens npozpammut/ Programme manager

To6sutoB K. T., 5.5.K.

| To6bu10B K.T., K.5.H.

| Tobylov K.T., c.es.
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Mapxemunemixk cmpamezusanap/ Mapxemunzoswvie cmpamezuu/ Marketing strategies

Oxy makcamot / Yueonasn yenwv/ Purpose

-aJIBIHFaH aKMapaTThl TaIAay HETi3iHAe HapBIKTAFbI
ic-opekeTTepAi Kocmapiay YIIiH CTyIeHTTepIiH
CTpaTerusuiapabl Kypy, oJEyMETTiK 0OBeKTiiepre
3epTTeyJsep KYPrisy epekenepi MeH 9ficTepi Typasisl
TYCIHIKTEPIH KaJbIITACTEHIPY;

- CTparerusuiblk MapKeTHHT CalachIHIAFbl KBI3METTI
JKy3ere achlpy YIIH KaKETTI 3epTTey JarabLIapblH
TaMBITY;

- CTYNEHTTEPHAIH CTpPATeTUsIIBIK MAapKEeTHHITI

-(hopMHpOBaHNE y CTYAEHTOB IPEACTABICHUS O
NpaBWIax M TIPHEMax IOCTPOSHHS CTPATETHH,
MPOBEICHUS HCCIIeIOBaHUN COLMAITBHBIX
O0BEKTOB, MJsl TUIAHUPOBAaHHA JEHCTBUH Ha
pBIHKE Ha OCHOBE AaHAIM3a  IOJTYYCHHOU
rH(pOpMaIny;

- pa3BUTHE  HCCIIEOBAaTENLCKUX  HABBIKOB,
HEOOXONMBIX JUIS OCYIIECTBICHUS JEITEIBHOCTH
B 00JIACTH CTPATErNIECKOr0 MapKETHHTa,

KOJIJITaHYbIH MPaKTUKAJIBIK JAFIbUIAPBIH | - C(OPMUPOBAHUE y CTYACHTOB MPAaKTHUYECKUX
KaJbIITACTBIPY. HaBBLIKOB NPUMEHEHUS CTPaTEruYecKoro
MAapKETHHTA.

-formation of students' understanding of the rules and
techniques for building strategies, conducting research
on social objects, for planning actions in the market
based on the analysis of the information received;

- development of research skills necessary for the
implementation of activities in the field of strategic
marketing;

- formation of students' practical skills in the application
of strategic marketing.

Oxvimy namuoiceci / Pezyniemamot 00yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraFaHHaH  Keiiin  Olmim
aJymsLIap

- MapKeTUHITIK KbI3METTI 93ipyiey JXKoHE Oackapy
MaKCaThIHJa TYTBIHYIIBIIAPIBI 3€PTTEYIiH HeTi3ri
KYHeTepiH,

- TYTHIHY HapbIFbIH CETMEHTTEY epekenepi MeH
KpUTEPHIIEPIH,;

- Tayap cascaTbl MEH HapBIKTBIK CTpPaTerUsHbI
KaJIBIITACTBIPY SJiCTEPi MEH 9/IICTEPiH;

- MapKEeTUHTTIK CTpaTerus nreHoepiHeri
MapKeTHHITIK KOMMYHUKANUsIap XyWeciH OineTiH
Oomnapl.

Ilocne  ycmemHoro  3aBeplieHMsi  Kypcea
o0yuarouuecsi Oyayr

3HaTh:

- OCHOBHBIE CHCTEMbI M3y4YeHHMs MOTpeOuTenei B
LeJsix pa3paboTKU U yIpaBlieHUsT MAPKETHHIOBOH
JEeSTENbHOCTHIO;

- npaBujia " KpUTEpUH CEerMeHTaIun
MOTPEOUTENBCKOTO PHIHKA,

- CrocoObl U METO/Abl (OPMUPOBAHHS TOBAPHON
IIOJINTHKYU U PBIHOYHOM CTPaTETrny;

- CHCTEMY MAapKETHHIOBBIX KOMMYHHUKAIUHA B
paMKax MapKEeTHHIOBOW CTpaTETUy;

After successful completion of the course, students
will be

To know:

- basic systems for studying consumers in order to
develop and manage marketing activities; - rules and
criteria for segmentation of the consumer market;

- methods and methods of formation of commodity
policy and market strategy. - a marketing
communications system within the framework of a
marketing strategy;

Ilpepexeusummepi / lIpepexeuzumut / Prerequisites

ToxipuOenik MapKeTHHT

| IIpakTHUeCKHi MapKETUHT

| Practical marketing

Kypcmuiy Kickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Kypc MarucTpaHrTapaa FBUTBIMH
TYXKbIpbIMJIaMAlIapFa  HETi3/IeJreH  MapKeTHHITEri
CTpaTervsUIblK ~ HICHIMJEepre KeIIeH/Ii Ke3Kapac
KaJBINTACTBIPYFA;  CTPATETHSUIBIK  MApKETHUHITIK

Kpr HaIlpaBJICH Ha CO3JaHUC Yy MAaruCTpaHTOB
KOMIIJICKCHOT'O nmoaxoaga K CTpaTErun4cCKumM
pe€i€cHUAM B  MApKCTUHIC, OCHOBAaHHBIM Ha
HAay4YHbIX KOHUOCHIUAX; TIOJYYCHHC HABBIKOB

The course is aimed at creating an integrated approach
for undergraduates to strategic decisions in marketing
based on scientific concepts; gaining skills in
developing strategic marketing plans, designing
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JKOcCTapiapiael  d3ipiey, oJapabl  ICKe  achIpy
XKOHIHIEeT ic-mmapanapabl xoOajay >XKOHE OCHI ic-
OpeKeTTeplIiH KOMITaHWs KYHBIHA oCepiH Oaranay

pa3pabOTKU  CTPATETMYCCKUX  MAapKETHHTOBBIX
IJIAHOB, MPOCKTUPOBAHUS MEPOIPHUSTUN IO HX
peau3alii U OLICHKU BJIMSHUS 3TUX JEHCTBUI Ha

measures for their implementation and assessing the
impact of these actions on the company's value; forming
an understanding of customer orientation as a key

JaFIbUTapbIH  alyFa; KOMIAHHUSHBIH OJCEKEIeCTIK | CTOMMOCTh KOMITaHUH; dopmuposanne | element of a company's competitive advantage. The
apTHIKIIBUIBIFBIHBIH ~ HETI3ri  3JIEMEHTI  peTiHIC | HOHMMaHUs  KJIMEHTOOPUCHTHPOBAHHOCTH Kak | course is designed to provide masters with
KJIMEHTKE OaFaapiiaHy TYCIHITIH KaJbIITAaCThIPyFa | KJIFOUCBOTO JJIEMEHTA KOHKypeHTHOTo | competencies in the analysis and development of a
OarpiTTanFan. Kypc Maructpiepre KOMIAHHSHBIH | peuMyiiecTBa komnanuu. Kypc paspaboran asst | company's marketing mix, a system of interactions with
MapKETHHI  KEUICHIH, TYTBIHYIIBJIADMEH KOHE | MOJYYeHHS  MarucTpaMd  KOMICTEHLWH 1o | consumers and competitors.
OocekenecTepMeH e3apa opeKeTTecy KYHEeCiH Tanjay | aHalnu3y W pa3padOTKe KOMIUIEKCa MapKETHHTa
KoHe o3ipimey OoOWBIHIIA KY3bIpEeTTepAl alyFa | KOMIIAHWW,  CHCTEMBl  B3aWMOACHCTBHHA  C
apHaJIFaH. MOTPEOUTENISIMU U KOHKYPEHTAMH.

Ilocmpexeuzummepi / Ilocmpexeuzumwl/ Postrequisites
busnecrin ~ Oocekere  kaOimerrimiri.  Kasipri | KoHkypeHTOCTIOCOOHOCTD 6usHeca, | Business competitiveness. Modern advertising business

YKapHaMaJIbIK OM3HEC.

CoBpeMeHHBI PeKIIAMHBIN OM3HEC

Bazoaprama sncemexuici / Pykosooumenv npozpammst/ Programme manager

ToosutoB K.T.

| To6b110B K.T

| ToosuioB K.T.
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bpino-meneorncmenm/ bpano-menedyicmenm /Brand Management

Oxy makcamot / Yueonasn yenwv/ Purpose

OlTiM  adympUTapABIH  Ka3ipri Ke3eHjaeri OpoaHI-
MEHEIDKMEHT CaJlaChIHIAFBl TCOPHSIIBIK OiTiMi MEH
MPAKTUKAIBIK JaFABUIAPBIH KAJIBIITACTHIPY

(hopMupoBaHue y OOYJarOMIUXCS TEOPETUUECKUX
3HAaHUA W MPAKTUYECKUX HABBIKOB B 00JacTh
OpAIH/I-MEHEKMEHTA HAa COBPEMEHHOM JTarle

formation of students ' theoretical knowledge and
practical skills in the field of brand management at
the present stage

Okvimy namuoiceci / Pesynomamot 006yuenus / Learning outcomes

Kypersl  ¢oTTi  asKTaraHHaH  Keilin  Olaim
ajIylmbLiap
- Oimyre Tmic: OpeHmarepai — o3ipmey  MeH

KBUDKBITYIBIH 9/IICHAMAJIBIK HETi3/1epi, OKBITLIATHIH
KYpPCTBIH HETI3ri caHaTTapel; OpIHA - MECHEIKMEHT
MPOLECiHIH ~ Ke3eHaepi; OpdHA - MEHEIKMEHT
noptdenin OackapyIblH epeKIlenikrepi; OpIHA-

KOMMYHUKAIASIAPbl  KAJIBIITACTBIPY/IBIH  JKAJIIIbI
MPUHLUNTEPi; OpIHA-MEHEIKMEHTTIH  KYKBIKTHIK
acTeKTiyepi;

- MeHrepyl Kepek: OpsHA -  MEHEIKMEHT

MoceleNepiHe KaThICTBI MapKeTHHITIK Macesesep
MEH HaKThl HAPBIKTHIK JKaFaiiapra Tanay Kyprisy;
OpAHI-MEHEDKMEHT cajlachIHIa TYPI ic-1apanapabl
OTKi3y MYMKIiHJIIKTEpiH Oaramay;

- MeHrepyi Tuic: OpeHATEep KOPXKBIHBIH OacKapy
MPOLIECIH/IE dPTYPIIL SAICTEP Il KOJIJAaHy JaFIbliaphl;
OpeHI-KOMMYHHUKAIIUSIIAP bl A 1aaHy.

- KY3BIpeTTi 0oiy: OpIHA-MEHEIKMEHTTIH apHaibl
TEPMHHOJIOTHSICBI MEH JISKCHKAaChlH KOJJIaHYy/1a;
OpAHI-MEHEKMEHT CajlachlHIarbl MAPKETUHITIK iC-
mrapanappl YUBIMAACTHIPY/IA )KOHE OTKi3YIe.

IMocae yecnemHoro 3apepuenusi Kypca
o0y4yarouquecst OyayT

- 3HaTh: METOJOJIOTHYECKHAE OCHOBHI Pa3padOTKH
U TIPOJBIXCHHUSI OPIHIIOB, OCHOBHBIE KaTETOPHU

M3y4aeMoro Kypca;, OTambl Ipolecca OpiHA-
MEHEDKMCHTA,; 0COOEHHOCTH yIpaBICHUS
noprdenem  OpIHAOB;,  OOIIME  NPUHIUIBI

(dhopMupoBaHus OP3H]T - KOMMYHUKAIIUN; METOIbI
KaluTalnu3aud  OpIHJa; MPaBOBbIC  ACIEKTHI
OpAH/T - MEHEKMEHTA;

- yYMETh: MPOBOJAUTH AaHAIM3 MAapKETHHI'OBBIX
mpoOJeM M KOHKPETHBIX PBHIHOYHBIX CHUTYAI[HHA,
KacCaloIUXCs BOMPOCOB OpIHJI - MCHEKMEHTA;
OLIEHMBATh BO3MOXKHOCTH MPOBEJICHUS PA3INIHBIX
BUJIOB MeEpompusiTHii B obmactu  OpoHm -
MEHEPKMEHTA;

- BIIQJICTh: HaBBIKAMU TPUMEHEHHs Pa3IMYHBIX
METOZIOB B TIpollecce yNpaBieHus mnoptdeneMm
OpAHJIOB; UCTIONIL30BAHUS OPIHA-KOMMYHHKAIIUH.
- OBIThb KOMIICTCHTHBIMH: B MPUMCHCHUHU
CHEIUATLHON TEPMUHOJIOTUH M JIGKCUKUA OpIHJI-
MEHEDKMEHTa; B OpraHu3alud W NPOBEICHHUU
MapKETUHTOBBIX MEPONPHUATHI B 0bjactu Op3Ha-
MEHEJDKMEHTA.

After successful completion of the course, students
will be

- know: methodological foundations of brand
development and promotion, the main categories of
the course being studied; stages of the brand
management process; features of brand portfolio
management;  general  principles of  brand
communication formation; methods of brand
capitalization; legal aspects of brand management;

- be able to: analyze marketing problems and specific
market situations related to brand management issues;
evaluate the possibilities of conducting various types
of events in the field of brand management;

- possess: the skills of applying various methods in
the process of brand portfolio management; the use of
brand communications.

- be competent: in the application of special
terminology and vocabulary of brand management; in
the organization and conduct of marketing activities
in the field of brand management.

Ilpepexsusummepi / Ipepexsuzumot / Prerequisites

Kazipri MmeHeKMeHT,

| CoBpeMeHHEIH MEHEKMEHT, |

Modern management,

Kypcmuin kpickawa mazmynst / Kpamkoe codepycanue kypca/ Course summary

xKarjaiina Openmuar. @upma immiHzgeri
KyHeciHgeri bpeH-MeHepPKMEHT.

Kasipri
Oackapy

BpsHAMHT B COBpEMEHHBIX YCIOBUSX. bpoHn -
MEHEDKMEHT B CHCTEME BHYTPH(QHUPMEHHOTO

Branding in modern conditions. Brand management
in the internal management system. Strategic brand
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CTpaTerusuibik Bpenn-MeHeKMEHT. Bpenn
noptdemnin Oackapy. Bipikripinren OpeHn
Oaifmanpicel. bpenari kanurtanmaHaplpy. bpenpg

MEHEKMEHTIHIH KYKBIKTBIK acIIeKTiIepi.

yIpaBicHHS. Crparernueckuii ~ OpoHmx -
MEHE/DKMEHT. YTpaBicHHE TopTQesneM Op3HIOB.
WuterpupoBanHbie  OpdHA - KOMMYHHUKAIHH.
Kanurammzamuss  OpsHma. [IpaBoBble  acIieKTHI
OpAHJT - MEHE/DKMEHTA.

management.  Brand  portfolio  management.
Integrated brand communications. Brand
capitalization. Legal aspects of brand management.

Hocmpexeuzummepi / Ilocmpexeuzumwl/ Postrequisites

Trade MeHEKMEHT

| Trade menemxMenT

| Trade management

IIonnin e

pekuienikmepi / Ocodennocmu oucyunauns/ Course features

Kadenpa dpunuanmgapeiaga cabakrap eTKizy, OpIH -
MEHE/DKMEHT MoceJieJiepiHe KaThICThl MapKeTHHITIK
MoceneNiep MEH HaKThl HApBIKTHIK Karqainapra
Tajjay Kyprizy; Op3HI - MEHEDKMEHT cajachIH/a
TYpIi ic-IIapanap eTKizy MyMKIiHJIITiH Oaranay

[IpoBenenne 3ansaTuil Ha ¢Quiamanax kadeapsl,
MPOBEICHUE aHaN3a MAapKETUHTOBBIX MPOOJIEM U
KOHKPETHBIX PBIHOYHBIX CHTYalWi, KacalomnXcs
BOMPOCOB Op3HII - MEHEKMEHTa; OIICHUBAHHE
BO3MOXXKHOCTH TIPOBE/ICHUSI PAa3TUYHBIX BHUIOB
MEpOIPHUITHN B 001acTH OpIH] — MEHEKMEHTA

Conducting classes at the branches of the department,
analyzing marketing problems and specific market
situations related to brand management issues;
evaluating the possibility of conducting various types
of events in the field of brand management

bazoapnama

arcemexuiici / Pykoeooumensv npozpammet/ Programme manager

CetitoBa I'.T. — 3.F.x., mpodeccop

CeititoBa I'.T. — k.3.H., mpodeccop

Seitova G. T candidate of Economic Sciences,
Professor
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Digital mapxemune/ Digital mapkemune/ Digital marketing

Oxy makcamot / Yueonasn yenwv/ Purpose

digital MapKeTHHTTiH THIMIL KBI3METIH
YUBIMAACTBIPYFa, COHAAW-aK KOMIIAHUSIAp MEH
eHiMzaepai MHTepHEeTTe KBUDKBITYFa KaKETTi OiliM,
Jarapiap MeH Ky3bIpeTTepii KalbIITacThIpy

dbopmupoBanue |y  oOydJamOmuXcS — 3HAHHMA,
HABBIKOB W KOMIIETCHIMH, HEOOXOIMMBIX ISt
opranuszanuu 3hhexTuBHON AearensHocTH digital
MapKeTHHTa, a TAKKe MPOJBIKECHHS KOMITAHUH U
npoaykToB B IHTEpHETE.

formation of students' knowledge, skills and
competencies necessary for the organization of effective
digital marketing activities, as well as the promotion of
companies and products on the Internet

Oxvimy namuoiceci / Pezyniemamot 00yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraFaHHaH  Keiiin  Olmim
anymbLiap

- aKmaparThlK KayiNCi3MIKTIH HETI3rl TalanTapbiH
€CKEpEe OTBIPBIN, KACIOM MIHICTTEP/I LICITy Ke3iHIe
WuTepHer kemiciHme XoHE MaMaHAAaHIBIPHUTFAH
nepekTep 0aszachlHIa akKMaparThl i37ey oAiCTeMECiH
TaJJai bl

- OpTYpJi JAEpEeKKe3lep MEH JepeKKopiapaaH
aKmaparTel 13/I€y[li, CaKTayAbl, OHAEYAl IKOHE
Tajqjayabl  Ky3ere achlpy, OHBI  aKIapaTThIK,
KOMITBIOTEPIIIK  KOHE KEINJIK TEXHOIOTHSIIapIbI
naiianana OThIPBII, KAKETTI (JOpMATTa YCHIHAII;

- OpTYpJi JEpEKKe3nep MeEH JepeKKopiapiaH
aKmaparThl 137Icy, CaKTay, OHJEY JKOHE Tajjuay
JaFAbUIAPbIH MEHTepYy, OHBI aKnapaTThIK,
KOMIIBIOTEPIIIK JKOHE IKEJUIIK TEeXHOIOTHSIIAP.IbI
naiianana OTBIPBII, K&KETTi (popMaTTa YCHIHABI.

IMocie  ycmemnoro 3aBepuieHHsi  Kypca
o0y4Jarouquecst OyayT:

- aHaJNM3WpOBaTh  METOAOJIOTHIO  IOWCKA
nHpOpPMALTUH B cetn Wnrtepuer "
CIICIMAIM3UPOBAHHBIX ~ 0a3ax  JaHHBIX  IIPH
pemieHnH MPOoQECCHOHANBHBIX 33/1a4, C Y4EeTOM
OCHOBHBIX TpeOoBaHM WHPOPMAITHOHHON
0€30I1aCHOCTH,

- OCYHIECTBIISITH TIOMCK, XpaHEHHE, 00pabOTKy |
aHanM3 MHPOPMAIMH U3 Pa3IMYHBIX MCTOYHUKOB
n 0a3 JaHHBIX, MPEACTABIATH €€ B TpeOyeMoM
¢dopmaTe ¢ UCIOIB30BAaHWEM HWH(OPMAIMOHHBIX,
KOMIIBIOTEPHBIX M CETEBBIX TEXHOJIOTHI;

- BIQAETh HABBIKOM  TIOMCKAa, XpaHCHUS,
o0paboTkM ®  aHamm3a  WHPOpPMAIMH U3
pa3NMYHBIX HMCTOYHHKOB H  0a3  JaHHBIX,
MpeICTaBIsATh €¢ B TpeOyemoMm Qopmare ¢
UCTIONIb30BaHUEM MH()OPMALTMOHHBIX,
KOMIIBIOTEPHBIX M CETEBBIX TEXHOJIOTHH.

After successful completion of the course, students
will:

- analyze the methodology of searching for information
on the Internet and specialized databases when solving
professional tasks, taking into account the basic
requirements of information security;

- to search, store, process and analyze information from
various sources and databases, to present it in the
required format using information, computer and
network technologies;

- possess the skills of searching, storing, processing and
analyzing information from various sources and
databases, present it in the required format using
information, computer and network technologies.

Ilpepexsusummepi / Ipepexeuzumot / Prerequisites

Toxipubernik MapKeTHHT |

ITpakTHyeCKHii MAPKETHHT

Practical marketing

Kypcmuiy Kickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Cannplk Mapkerunrke kipicne. Digital mapkeTunr
Oalimanpic  apHamapbl.  Digital  MapkeTHHTiHIH
cayiajapsl MEH KoJijaHy crpaterusiiapel. Cait digital
MapKeTUHr Kypanbl petinge. CaiTka Kenymiiepai

Baenenune B digital MapKEeTHHT.
Kommynukannonusie kaHasbl digital mapkerunra.
O6mactu u crparerun mnpumenenus digital
mapketuHra. Caiir  kak wuHCTpyMmenT digital

Introduction to digital marketing. Communication
channels of digital marketing. Areas and strategies of
digital marketing application. Website as a digital
marketing tool. Technologies for attracting visitors to
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TapTy  TEXHONOTUsUIApbl.  MOTIHMOHIIK  JKOHE
MaKcaTThl XKapHaMma. [3mey KyleciH OHTalIaHIBIPY
(SEO). Menna >xapHaMa oHE OHBl aBTOMATTaHIIBIPY
Kypamaapel. E-mail-MapkeTHHT KoHE oNeyMeTTiK
XKeJinepMeH KyMbic. IHTEpHET MOHHTOPHHTI >KOHE
WHTEPHET aHaJTUTHKACHI.

MAapKETHHTA. Texunonoruu MIPUBJICUYCHHUS
noceTuTenei Ha CaWT. Konrekcraas u
TapreTUpOBaHHAS pekiiama. ITonckoBas

ontumuzaiusas  (SEQO). MenuitHas pekigama u
HHCTPYMEHTHI €€ aBToMaTu3anuu. E-mail —
MapKeTHHT W paboTa C COIHAJIbHBIMH CETIMH.
VIHTEpHETMOHUTOPHHT M HHTEPHETAHAJIHUTHKA.

the site. Contextual and targeted advertising. Search
engine optimization (SEO). Display advertising and its
automation tools. E-mail marketing and working with
social networks. Internet monitoring and Internet
analytics.

Ilocmpexeuzummepi / Ilocmpexeuzumpl/ Postrequisites

XaspIKapaiblK MapKeTHHT/

| MexayHapOHbII MapKETUHT |

International marketing

bazoapnama scemexuici / Pykosooumens npozpammut/ Programme manager

VrebaeBa XK. A.

| Ytebaena XK.A. |

Too6sutoB K.T.
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Humepnem mexnonozusanapol / Hnmepnem mexunonozuu / Internet technology

Oxy makcamot / Yueonasn yenwv/ Purpose

WNnTepHerTi yHBIMOAcTBIpy KoOHE KBI3MET €Ty
TEXHOJIOTHSUIAPbIH, MPUHLIUTITEPIH MEHTepY,
HNutepuer opTachIiHaa KOJIIaHy YIIiH

KOChIMIIAJIAp b sko0anay omicrepine yipery.

OcBoeHMe TeXHOJIOTHH, PUHIIUIIOB OpraHU3anuu
n (ysakuuonnpoBanus UWHTepHera, oOydeHHe
METOJIaM TPOCKTUPOBAHUS TMPWIOKCHUNA IS
WCIIOJIb30BaHUs B cpenie HTepHeT.

Mastering the technologies, principles of the
organization and functioning of the Internet, training in
the methods of designing applications for use in the
Internet environment.

Oxbimy namuoiceci / Pezyremamot 00yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraraHHaH  Keilin  Olaim
ajIylmbLiap
- HUHTEPHETTE KOJIIAHBIIAThIH WHTEPHETTI

YUBIMIACTBIPY, OHBIH JKYMBIC ICTEY HMPHHIUITEPIH
JKOHE aKIapaTThl OHICY TEXHOJIOTHUIAPBIH OLICTIH
Ooabl;

- Kazipri 3aMaHFbl HHTEPHET TEXHOIOTHsIIap
HeT131HIe OarapiaMabiK KOCBHIMITIaJIap bl
KYpacTBIpabl;

- 3aMaHay¥ UHTEPHET TEXHOJOTHSUIIApDMEH THIM/II
JKYMBIC yKacanibl.

ITocJie ycnemHoro 3apepiieHus Kypca
o0yuyarouquecst OyayT

-3HATh TIPUHIIUIIET OpraHu3aIny,
¢yHKUMOHMpOBaHUsT WHTEpHET W TEXHOJIOTUHU

00paboTku  uHOpMAaNMK, TNPUMEHSEMBIE B
WNurepnere;
-CO3/1aBaTh  MPOTPaMMHBIC  MPWJIOKCHUS  HA

OCHOBE COBPEMEHHBIX HHTEPHET TEXHOJIOTUH;
- ycmeuHo paboTaTh ¢ COBPEMEHHBIMH WHTEPHET
TEXHOJIOTHSIMU.

After successful completion of the course, students
will be

-Know the principles of organization, functioning of the
Internet and information processing technologies used
on the Internet;

-create software applications based on modern Internet
technologies;

- successfully work with modern Internet technologies.

Kypcmoin kvickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Wntepuer TEXHOJIOTHSIaPBIHBIH Herizaepi.
WHTepHeT  KOMMYHHMKALUMSCBHIHBIH — MOJEIBIAEPI.
Maiinananymeuiapasiy, MHTEpHETKE KOJ JKETKI3Yi.
WnTepHer KediciHe KaTblHAY TEXHOJOTHSUIAPHL.
Wntepuerreri WEB-cepsepiiep. WEB-pecypcrapast
any TEXHOJIOTHUSAJIAPHI. WnTepuerte i3ney
TEXHOJIOTHSICHI. WnTepuer Cepsucrepi.
Onexkrponablk nomra. MatepHer Cepsucrepi. Daiin
anmacy. HTepHeTTer! akmaparTsl Kopray. HTepHeT
nafanaHyIibUIapelH  colikecTeHaipy. HWHTepHeTke
apHaJfaH KOCBIMIIAJIApAbl KYpPy TEXHOJIOTHSIIApBI.
WHTepHeT  KIMEHTTIK  KOCBIMIIANapblH  KYPY
TEXHOJIOTHSIIAPHI. UntepueTTiH cepBepIIiK
KOCBIMIIIAJIAPBIH KYpPY TEXHOJIOrusmapsl. MHTEepHET
TEXHOJIOTHsIIApABIH JaMy OOJallaFsbl.

OcHOBbl ~ MHTEpHET  TexHojorui.  Monenu
KOMMYHUKAIIU WNurephera. Hoctyn
nons3oBareneit B MurtepHer.  TexHonoruu

nocrtyna k cetu Murepuer. WEB - cepBepsl B
WNurepuere. Texnomorun mnonyuenus WEB-
pecypcoB. TexHomorun mnoucka B IHTepHere.
CepBucel  MHTepHeTa. DJIEKTpOHHAs  TOYTa.
Cepsucel Untepuera. O6men ¢aitnamu. 3ammra

nHpopmanuu B UaTepHere. WnenTtnduxanms
nons3oBaTenet B MHrepHera.  TexHonoruu
co3maHus  mpwiokeHudl  ans MHTepHera.

TexHoMOrNM CO3AaHUS KJIMEHTCKUX MPUIOKEHUN
Nureprera. TexHonoruu co3iaHus CEPBEPHBIX
npuioxxeHuil MIHreprera. [lepciekTHBBI pa3BUTHA
WHTEPHET TEXHOJIOTHI.

Fundamentals of Internet technologies. Internet
communication models. User access to the Internet.
Internet access technologies. WEB servers on the
Internet. Technologies for obtaining WEB resources.
Internet search technologies. Internet services. Email.
Internet services. File sharing. Protection of information
on the Internet. Identification of users on the Internet.
Technologies for creating applications for the Internet.
Technologies for creating Internet client applications.
Technologies for creating Internet server applications.
Prospects for the development of Internet technologies.
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Ilonnin epexwenikmepi / Ocobennocmu oucyununwt/ Course features

Tuicti GarmapmamMaiblK JkacakTaMaHbl Taigamana | [IpoBeaeHue 3aHATHI B KOMIBIOTePHBIX Kiaccax | Conducting classes in  computer classes of the
OTBIPHIII, YHHUBEPCHUTETTIH KOMITBIOTEPJIK | YHUBEPCUTETA, c HCIONB30BaHreM | University, using the appropriate software.
CBIHBIITAPBIHAA cabaKTap OTKi3Yy. COOTBETCTBYIOIIETO MPOrPpaMMHOT0 00eciedeHusl.

bazoapnama scemexuici / Pykosooumens npozpammet/ Programme manager
Hcmannos A. O. | Micmamnos A. O. | Micmaunos A. O.
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Kobanapow backapyowiy Kazipei mexunonozusacol / Cogpemennvle mexnonozuu ynpaesienus npoekmamu / Modern technologies of project management

Oxy makcamot / Yueonasn yenwv/ Purpose

XaJbIKapallblK KOHE VIITTHIK TaljlalTapra CoHKec
KoOamapablH KOCiOM  MEHEKepIepiH  K0OaJbIK
KBI3METTIH  Ka3ipri 3aMaHfbl  ypIicTepi  MeH
TEXHOJIOTHsIIApBIH Oackapy OOWbIHIIIA MaMaHIapAbIH
KY3bIpeTiHe TalbIH/AY.

dopMHUpOBaHUE HABBHIKOB HEOOXOAUMBIX IS
po(hecCHOHaTBHBIX MEHEIDKEPOB VB YIPaBICHUH
MPOEKTaMU B COOTBETCTBUM C MEKIYyHAPOJIHBIMU
" HAIlMOHAJIbHBIMHU TpeOOBaHUSIMHU K
KOMIIETEHIINY CIIEMAINCTOB 0 YIIPABICHHUIO
MMPOEKTaMd ¥ COBPEMEHHBIMH TEHACHIUSAMHU H
TEXHOJIOTUSIMH MPOCKTHOM IEATETLHOCTH.

Prepare professional project managers in accordance
with international and national requirements for the
competence of project management specialists and
modern trends and technologies of project activity.

Oxvimy namuoiceci / Pesyniomamot o6yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraraHHaH  Keilin  Olaim

ajrymbLiap
- JKOOaNmBIK KBI3METTIH HETI3rl NpUHIUNTEPIiH,
xobanmapabl Oackapy YFBIMIApHI MEH

TePMHUHJICPiH,)KO0AJILIK ~ 0ackapy  cajachbIHIAaFhl
3aMaHayH TEXHOJIOTHSIIApIb! OUeTiH OoaIb!;

- KOOATBIK [HWKIJIH  OpPTYPJMI  Ke3eHIEepiH/e
xobanmapapl 0ackapy TEXHOJIOTHSIAPBIH KOJIaHy
KaKETTUIITIH TaJIaiIbl;

- 3amMaHayd OSKkoHoMmuMKa MeH [T camacweiHAarbI
KOOAIBIK MEHEPKMEHT TEXHOJIOTHSIAPBIHBIH OPHBI
MEH POJIiH Oaraaibl;

- IT-re >x00anplk MEHEIKMEHT TEXHOJIOTHSACHIH
KOJIJaHyFa SKOHOMUKAIIBIK Oaranay »Kyprisei;

- op Typiai OarmapiiamMajiap MEH KOCBIMIIajJapMeH
MYMBIC JKacau/pl.

ITocie ycnemHoro 3apepueHus Kypca
o0y4aromuecs OyayT

-3HaTh OCHOBHBIE TPUHIIHIIEI TPOEKTHOM
JIEATEIbHOCTH, IOHATUS U TEPMUHBI YIIPaBICHUS
MIPOEKTaMHU,COBPEMEHHBIE TEXHOIOTUHU B 00J1aCTH
IIPOEKTHOT'O YIPABJICHHUS;

-aHAIN3UPOBaTh HEOOXOAMMOCTh MPHUMEHEHUS
TEXHOJIOTHMH YIIPaBICHUM NPOEKTAMU Ha PA3HBIX
JTanax MPOEKTHOIO IIUKIIA;

- OLICHUBAaTh MECTO M POJM TEXHOJOTUHI
MPOEKTHOTO MEHE/PKMEHTa B Pa3lIMUHBIX cdepax
coBpeMeHHol 3xoHOMUKH 1 IT chepe;

- NIPOBOJUTH 9KOHOMHYECKYIO  OIICHKY
NIPUMEHEHUS TEXHOJIOTHH MIPOEKTHOTO
MeHeKMeHTa B IT;

- paboTarte C pa3IMYHBIMH NpPOrpaMMaMu U
MPUIOKEHUSIMHU.

After successful completion of the course, students
will be

-to know the basic principles of project activities,
concepts and terms of project management, modern
technologies in the field of project management;
-analyze the need to apply project management
technologies at different stages of the project cycle;

- to evaluate the place and role of project management
technologies in different spheres of modern economics
and IT sphere;

- conduct an economic assessment of the application of
project management technology in IT;

- work with various programs and applications.

Kypcmuiy kpickawa mazmynot / Kpamxoe codepacanue kypca/ Course summary

XKobanmapapl Oackapyabl aHbIKTay (aFbUINI. project
management) - AKII ykimerrepi men Eypoomak
ennmepi  kaOpurmaran [SO 21500 xanprkapaibik
CTaHJAPTHIHBIH aHBIKTaMacblHa coiikec. JKobara
ozmicTepAl, KypangapAbl, TEXHUKAIApAbl KOHE
KY3BIPETTUTIKTI KOJIIaHy. ANSI YIATTBHIK,

Omnpenenenue ynpaBjleHUs IpPOeKTaMH (aHIIL
project management) - B COOTBETCTBHU C
onpeeNeHrneM MexayHapogHoro crangapra ISO
21500, mpunsitoro mupasurenbctBamu CIIA u
cTtpaHamu EBpocoroza. IlpumeHeHne MeETOHOB,
MHCTPYMEHTOB, TEXHUK M KOMIIETEHIHEH K

Definition of project management - in accordance with
the definition of the international standard 1ISO 21500,
adopted by the governments of the United States and
the European Union. Applying methods, tools,
techniques, and competencies to a project. Project
management in accordance with the definition of the
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CTaHIApThIHA  ColiKec  JkoOamapael  Oackapy.
XKocmapapl aHbIKTay, TOyeKeNAep MEH >KocmapiaH
ayBITKyJapasl a3aiTy, e3repicTepi THIMAL Oackapy

(YmepicTik, (hyHKITMOHATBIK OackapynaH,
KBI3METTEp JeHreiiH OackapynaH ailblpMaIIbUTBIFbI).
JKobGanplH KociOM  canmamapbIHAAFel  KOOaIapIbl

Oackapy. TexHumKambIK XoHE Oackapy omicTepiH
TUIMJI YHJIECTIPETiH %00a eHIMIH KYPY.

MPOSKTy.  YIpaBJIICHUE  MPOCKTAMH B
COOTBETCTBHM C OIPEICICHUEM HAIMOHAIBLHBIM
craagaproMm  ANSI.  Ompenenenme — IaHa,

MHUHUMH3AIMA PUCKOB M OTKJIOHEHWH OT IUIaHa,
3¢ (GEKTHBHOTO YHpaBICHUS HM3MECHEHHsIMU (B
OTJINYHE OT TMPOLECCHOTO, (YHKIMOHAIBFHOTO
YIPaBICHUs, YHPABICHHS YPOBHEM  YCIYT).
VYnpasneHue npoekTamMu B NpO(ecCHOHATHHBIX
cepax mpoekra. Co3raHue MPOAYKTa INPOEKTa,
3((HEeKTUBHO COYETAIONIETO TEXHUYECKHE W
yMpaBiIeHUYECKUE METO/BI.

national ANSI standard. Definition of the plan,
minimization of risks and deviations from the plan,
effective change management (as opposed to process,
functional management, service level management).
Project management in the professional areas of the
project. Creating a project product that effectively
combines technical and managerial methods.

Ilonnin epexwenikmepi / Ocobennocmu oucyunaunvt/ Course features

Tuicti OargapnaMaiblK SkacaKTaMaHbl TaijgaiaHa
OTBIPHIT, YHUBEPCUTETTIH KOMITBIOTEPITIK
CBHIHBINITAPBIH/IA Ca0aKTap OTKI3y.

IIpoBenenue 3aHATHIl B KOMIIBIOTEPHBIX Kjaccax
YHUBEPCUTETA, C HCHOIb30BaHUEM
COOTBETCTBYIOIIETO MPOTPAMMHOTO OOCCIICUCHHUS.

Conducting classes in computer classes of the
university, using the appropriate software.

bazoapnama scemexuici / Pykosooumens npozpammut/ Programme manager

Hemanmos A. O.

| Micmannos A. O.

| Micmanos A. O.
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IT-cepsuc menedscmenmi | 1T-cepsuc menedycmenm/ 1T-service management

Oxy makcamot / Yueonasn yenwv/ Purpose

IT Service Management ar Gackapy Tocijii peTiHje
TyciHiriH Kamemractelpy, I[TIL kiTamxaHachIHBIH
Service  Support  xoHe  Service  Delivery
OeniMAepiHiH Ma3MyHBIMEH TaHBICY, YHBIMIAFbl atT
Oackapy mporecTtepi Typansl Oimimmai xyieney, IT
Service Management Heri3ri TYCiHIKTEepiH Oepy,
JKOHE  CEPBHCTIK  JKOHE  YACPICTIK  Taciire
CAITBICTHIPMAJTBI TANIJIAY JKacay.

dopMUpOBaHHE  IOHMMaHWH IT  Service
Management kak momxoma k ympasieHuro WT,
O3HaKOMJICHHE C COJIEp)KaHHEM pa3zIelioB Service
Support u Service Delivery outmmorexu ITIL,
CHUCTEMaTH3UpOBATh 3HAaHUSI O  TIpoIeccax
ynpasnenusa UT B opranuzanuu, 1aTh KIHOYEBBIC
MOHSATHS IT Service Management, wu
CPaBHUTENbHBIN aHam3 CEPBHCHOTO "
MIPOIIECCHOTO MOAXOIA.

To form an understanding of IT Service Management as
an approach to IT management, to get acquainted with
the content of the Service Support and Service Delivery
sections of the ITIL library, to systematize knowledge
about IT management processes in the organization, to
give the key concepts of IT Service Management, and a
comparative analysis of the service and process
approach.

Oxvimy namuoiceci / Pesyniomamot o6yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraFaHHaH  Keiiin  Olrim
alrymbLiap

- ICKepyiK aKmapaTheH JXYMBIC ICTeYy/AiH Heri3ri
TYCIHIKTEpI MEH Ka3ipri NpUHOHNTEpiH Oinesni,
COHAal-aKk KOPHOPATUBTIK aKMapaTThIK Kyiienep
MeH Jepektep Oasaiapbl Typalbl TYCIHIKKE He
0oJapl;

-3MIHUPHUKAIIBIK JKOHE SKCIEPUMEHTAIIIbI
MOJIIMETTEP Il OHJICH/TI; OacKapyIIbUIBIK MiHACTTEP I
mienry  ymIiiH — aKoapaTThK — TeXHOJIOTHSUIApIIbI
KOJIJaHa bl

ITocJie ycnmemHoro 3apepuieHust Kypea
o0y4aromuecs OyayT

- 3HaTh: OCHOBHBIC TOHATUS M COBPEMEHHBIE
MPUHIOUIBL pabOThl ¢ JEJIOBOM WHQOpManuel, a
TaKKe MMETh IPEACTAaBICHHE O KOPHOPATHBHBIX
WHQOPMAIIMOHHBIX CUCTEMax U 0a3zax JaHHbBIX;
-00pabaThIBaTh AMIHUPUIECKUC "
OKCIICpUMEHTANIbHBIE  JTAaHHBIC; NPUMEHSTH
WHQOPMAIMOHHBIE TEXHOJOTUH JJIsl  pelleHHs
yIpaBlIeHYECKHUX 3a]a4.

After successful completion of the course, students
will be

-know basic concepts and modern principles of working
with business information, as well as have an
understanding of corporate information systems and
databases;

-process empirical and experimental data; apply
information technology to solve management problems.

Kypcmuiy Kpickawa mazmynwt / Kpamkoe codepycanue Kypca/ Course summary

ITSM (IT ServiceManagement, ar-Ksi3smertepi
6ackapy) - OM3HECTIH KaXXETTLUTIKTEpiH
KaHaraTTaHAbIpyFa OarbITTanrad at - Keismerrepai
Oackapy JKoHE YHBIMIACTBIPY TACUIi. AnamiapibiH,
YIEpiCTepIiH KOHE aKMapaTTHIK TEXHOJIOTHSIIAPABIH
OHTaWnbl yiyeciMin maipanmany apkbuiel AT
KBI3METTEPIH JKETKi3yLIIepMEH iCKe achIpbLIaThIH
AT xeBMertepin Oackapy. ITIL KykarrapblHbIH
cepusicblH maiinanaHateiH AT KpI3MeTTepiH Oackapy
TocuniH  icke  acelpy. ITSM  mpunnunrepi:

ITSM (IT ServiceManagement, ynpasnexune UT-
yCIyram) - TOAXOJ K  YIPAaBICHHIO U
opranmsanun  WT- ycayr, HampaBieHHbIM Ha
YIOBIETBOPEHUE moTpedHOCTEH Ou3Heca.
VYpasnenue NT-ycayramu peanusyemble
noctaBiykamMu U T-ycryr myTéM HCTIONB30BaHUS
ONTUMAJIBHOTO COYETAHMS JIOAEH, IPOLECCOB U
nHGOPMAIIMOHHBIX ~ TEeXHOJNIOTUH.  Peanmuzaiuu
1oAXo0aa K YIIPABIICHUIO NUT-ycmyr
ucrionp3yromas  cepuro  mokymeHtoB  ITIL.

ITSM  (IT  ServiceManagement, IT  service
management) is an approach to the management and
organization of IT services, aimed at meeting the needs
of the business. IT service management implemented by
IT service providers through the use of an optimal
combination of people, processes, and information
technology. Implement an IT service management
approach using the ITIL document series. ITSM
principles:  incident management, configuration
management, security management, etc. Models of
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WMHIUACHTTEpAI  Oackapy, KOH(Uryparusuiapabl
Oackapy, Kayinci3mikrti Oackapy »xoHe T. 0. AT
OexmiriHge  HapbIK  CYOBEKTICIH  KYpBUIBIMIAY
Mozenbaepi: uHcOpcHHT-AT-KbI3MeTTepiH KepceTy
YIOiH iMKi MaMaHAaHABIPBUIFAaH aT-0eliMIIenepin
naianany; ayTCOPCUHT - aT-(QyHKIMSIApBIH HAPBIK
CyOBeKTiCiHe KaTBICTBI CHIPTKBI MaMaH/IaHIBIPHUTFaH
CEpBUCTIK YHbIMFa OpBIHAAyFa Oepy; apajac MOJeNb
(oipkatap  cepBHCTEp  HapblK  CyOBEKTICIiHIH
cepBHCTIK Oemimiieci (MHCOPCHHT) YChIHAIbI, OacKa
CEPBUCTEPIIi CHIPTKBI CEPBUCTIK YHbIM (ayTCOPCHHT)
YCBIHA/IBL.

[punnuner ITSM: ynpaBieHue HWHIUISHTAMH,
yhnpaBjieHHE  KOHQUTYpaUusMH,  YOpaBJICHHE
0€301aCHOCTBIO u T. I. Monenu
CTPYKTYpHpPOBaHHUsA CyObEKTa pbIHKA B 4YacTH
UT: mHCOpCHHT — UCIONB30BaHHE BHYTPEHHHUX
criendanu3upoBanueix UT- moapazgeneHuit ajs
okazanuss WT- ycayr; ayTcopcMHr — mnepenada
UT- ¢yHkumii Ha UCIOTHEHHWE BO BHEIIHIOKO
o OTHOIIICHUIO K CcyObeKTa  pBIHKA

CTICIIHATN3HPOBAHHYIO CepBuCHYIO
Opranusanyio;  CMelaHHas  Mojenb  (psn
CEpPBUCOB IpeI0CTaBIAeTC S CEpBUCHBIM

MoZIpa3/ielieHneM CyObheKTa phIHKAa (MHCOPCHHT),
IOpyTHe CEpPBUCHI NPEAOCTABISIOTCS  BHELIHEH
CEpBHUCHOM opraHu3alien (ayTCOpCHHT).

structuring a market entity in terms of IT: insourcing —
the use of internal specialized IT departments to provide
IT services; outsourcing — the transfer of IT functions to
a specialized Service Organization external to the
market entity; a mixed model (a number of services are
provided by the service division of the market entity
(insourcing), other services are provided by an external
service organization (outsourcing).

Ilonnin epexwenikmepi / Ocobennocmu oucyunaunvt/ Course features

Tuicti OarmapmaManblk >kacaKTaMaHBI TIaiganaHa
OTBIPHIII, YHUBEPCHUTETTIH KOMITBIOTEPITIK
CBHIHBINITAPBIH/IA ca0aKTap OTKI3y.

IIpoBenenue 3aHATUI B KOMIOBIOTEPHBIX Kiaccax
YHUBEPCUTETA, c HCTOJIb30BaHUEM
COOTBETCTBYHIOIIEr0 IPOrPaMMHOI0 00ecIIeYeHUsl.

Conducting classes in computer classes of the
university, using the appropriate software.

bazoaprama ncemexuici / Pykosooumens npozpammut/ Programme manager

HUBanosa U.B.

| Npanosa 1.B.

| WBanosa 1.B.
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bynmmul mexunonozuanapowsl naidanany / Hcnonvzosanue oonaunvix mexuono2uii / The use of cloud computing

Oxy makcamot / Yueonasn yenv/ Purpose

OVJITTBHI TEXHOJIOTHSIIAP CAJTACBIHIAFEI O1TiM MEH
JAFBIIBUTBIKTEl  KAJIBIITACTHIPY.

dopMmupoBaHre 3HaHUM M HaBHIKOB B obmactu | TO form undergraduates ' knowledge in the field of

00JIaYHBIX TEXHOIOTHH.

cloud technologies.

Oxvimy namuoiceci / Pesyniomamot o6yuenus / Learning outcomes

Kypcrsi COTTI asiKTaraHHaH KeliH
oiriManymbLIap

- Oynt, OynTTel TexHonorumsuap, Cloud Computing
OarbpITTapbIH OlIei;

- KociOm  KpI3MET  OOBeKTiIepiH  jkoOamam
9JIiCHAMAaCKIH TaHdaiiabl )KOHE Oaramaisl;

- ©3IHIH MOHMIK CalaChIHBIH HETI3r1 MaceleNnepin
TYCiHeli ’KoHE KaJbITaCThIPaIbI;

-KYHJIEJIKTI KBI3METTE "OyIaTTH" KOJTaHy
MYMKIHIITIH YHBIMIACTHIPY YIIiH KOCIMOPBIHHBIH
WH(PAKYPBUIBIMBIH KOOaIaN b,

ITocJie ycnenHoro 3apepuieHust Kypea
o0yuyarouquecst OyayT

After successful completion of the course, students
will be

- 3HaTh oOyauHble TexHonoruu W Hamnpasnenue | -know cloud technologies and the direction of Cloud

Cloud Computing;

- OIEHWBaTh M  BEIOMpPaTh  METOJIOJIOTHIO
MPOSKTUPOBAaHUS OOBEKTOB MPOPECCHOHAIBHOM
JIESTeIILHOCTH,

- (QopMyIHpOBaTh OCHOBHEIE MPOOJEMBI CBOEH
MpeIMETHOM 001acTH;

- IPOSKTUPOBATh WHPPACTPYKTYPY MPEATPHUITHS,
JUIST OpTaHW3AallMA BO3MOXKHOCTH TPHUMEHEHHS
"o0OJaka" B IMMOBCEIHEBHON NEATEIILHOCTH.

Compulting;

-Evaluate and choose the methodology of designing
objects of professional activity;

-formulate the main problems of their subject area;

-To design the infrastructure of the enterprise, to
organize the possibility of applying the "cloud"” in daily
activities.

Kypcmuviy kpickawa mazmynut / Kpamrkoe codepacanue Kypca/

Course summary

ByiTTel TEXHOMOTHSIIAD JKOHE OJIApIbl KYMBICTA
naijanaHy acriekTtijgepi. ByITTel KykaT alfHaIIBIMBI.
Google Kyxarrapsl.SkyDrive (office.com).
OipJieckeH KBI3METKE apHaJIFaH Kypaiaap.
WuTepakTuBTi OHNaiiH-TakTta. bynTTEI nmEepexTep
kormacel Dnevnik.ru sxone Dropbox, Annekc. [uck.
Microsoft, Amazon, Google JKETEKIII
BEHJIOPJIAPBIHBIH, IIEIiMAEepiH 1IoNy. Bupryanist
ceiHbl  ElearningApps.org. OKy KypcTapblH KypYy.
Bynrra oxpiTy mpomeciH  Gackapy.  bynTTe
CepBUCTEPIIIH Mocerenepi. ByirTe
TEXHOJIOTHSIIAPbI OaH 9pi TaMBITY.

OOnauHple  TEXHOJIOTMM W  aCleKThl  HX
HCIIOJIb30BaHUS B pabore. ObnayHbIit
nokymeHToobopot. lokymentsl Google.SkyDrive
(office.com). MHCTpyMEHTBI Ui COBMECTHOM
NeSITeNTbHOCTH.  MIHTepakTHBHAS — OHJIAWH-IOCKA.
OOnaunple XpaHWIWINa JaHHBIX Dnevnik.ru u
DropBox, Annexc. [duck. O0630p pemeHuit
BeAyIux BeHmopoB Microsoft, Amazon, Google.
Bupryanbnbrit KJ1acc ElearningApps.org.
Co3manue  y4eOHBIX  KypcoB.  YTpaBJcHHE
nporeccoM oOyuenus B obOmake. IIpoGmemsr
oOmayHbIX cepBUCOB. J[lanmpHeimee pa3BuTHE
00JIaYHBIX TEXHOJIOTHH.

Cloud technologies and aspects of their use in work.
Cloud-based  document  management.  Google
Docs.SkyDrive (office.com). Tools for joint activities.
Interactive online whiteboard. Cloud Data Storage
Dnevnik.ru and DropBox, Yandex. The disk. Review of
solutions from leading vendors Microsoft, Amazon,
Google.  Virtual  Classroom  ElearningApps.org.
Creating training courses. Manage the learning process
in the cloud. Problems with cloud services. Further
development of cloud technologies.

Ilonnin epexwenikmepi / Ocobennocmu oucyununwt/ Course features

Tuicti OaraapnaMaiblK >KacaKTaMaHbl IaljajiaHa
OTBIPHITI, YHUBEPCUTETTIH KOMITBIOTEPIIIK

IIpoBenenue 3aHsITHIl B KOMIIBIOTEPHBIX Kjlaccax
YHUBEPCUTETA, C HCIIOJIL30BAaHUEM

Conducting classes in computer classes of the
university, using the appropriate software.
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CBIHBINITAPBIHA Ca0aKTap OTKi3Yy.

| COOTBCTCTBYIOIICTO NPOIPaMMHOI'O obecreueHusl. I

bazoapnama scemexuici / Pykosooumens npozpammet/ Programme manager

WBanosa U.B.

| Wpanosa 1.B. | WBanosa 1.B.
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PR mexnonozuanapwr/ PR mexnonozuu/ PR technologies

Oxy makcamot / Yueonasn yenwv/ Purpose

-KOMMYHHKAISUTBIK mporecTepai Oackapy
CaJTachIH/IAFHI OLTIM/II MEHTepY;

- QJEYMETTIK aKMaparThl i31ey, KHUHAY, OHJEY,
Talngay >OHE JKyHesey, COHJaW-aK aybI3lla >KJHE
xazbama Pr Tekcrepmi Ka3zy JKoHEe pecimuaey
JaFAbUIApbIH UTEpy;

- apHaiipl  ic-lmapamap,  aKuuslap — OTKi3y
TEXHOJIOTHSUIAPBIH MEHTEPY;

- KOFaMMeH OalTaHbIC KYHEeCiHAeT MHHOBAIMSITBIK
KBI3MET TOKIpHOECiH 3epeiey

-OBJIaJICHNE 3HAHUSMH U3 cdepbl yIpaBIeHUs
KOMMYHHKAIIHOHHBIMH TTPOIIECCaMHU;

— pHOOpeTCHWE HAaBBIKOB IOWCKa, cOopa,
00paboTkw, agHajgmMza W CHCTEMATHU3aLMU
COITMATBHON MH(GOPMAIHMH, a TaKXKe HAIHUCAHUSI U
o opMIIEHUS YCTHBIX U TUCBMEHHBIX PR TekcTOB;
— OBJIAICHHUC TCXHOJIO'UAMUAU HpOBCI[CHI/ISI
CIIELUAJIBHBIX COOBITHH, aKI1H;

- M3y4eHHUE OITBITA MHHOBAIlMOHHOM
JIeITeIbHOCTH B cucTeMe cBsI3en C
00IECTBEHHOCTRLIO

-mastering knowledge from the field of communication
process management;

— acquisition of skills in searching, collecting,
processing, analyzing and systematizing social
information, as well as writing and processing oral and
written PR texts;

— mastering technologies for special events,
promotions;

— studying the experience of innovation in the public
relations system

Oxvimy namuoiceci / Pezyremamut o6yuenus / Learning

outcomes

Kypersl  ¢oTTi  asKraraHHaH  Keilin  Olaim
ajIylmbLiap

-koOamapapl  93ipiey KoOHE UIrepiiery  YIIiH
MIBIFAPMaNIbUTBIK HCsIIapAbl Taly »KOHE MaKCATThI
ayIMTOpHsIFA ocep €Ty KypalJapblH NaijganaHy
Typaibl O1TIM alajpl.

- ojap Ky3bIperrepre ue 0ojambl:  aJIbIHFAH
Matepuanabel PR MoTiHgepiHe pocimzey  YUIiH
JepeKTepai i3aey, cy3y, Tanjay, eHIey.

I[Mocne ycmemHoro  3aBepuieHHsi  Kypca
o0yuyarouquecst OyayT

- [ONy4yaT 3HAaHMA O TOM, KaK HaxoAuTh
KpeaTWBHBIE  HWJeW s pa3pabdoTKu U
MPOABMXEHUSI  INPOEKTOB U IOJIB30BATHCS
WHCTPYMEHTAMH  BO3JIEHCTBUS HA  LIEJIEBBIC
ayJMUTOPUH.

- NOpUOOpPETYT KOMIETEHIHMH: IO TOHUCKY,
¢dbunpTpanuy, aHamuly, oOpabOTKe MAHHBIX IS
odopmiieHUsT TONydYeHHOro Matepuana B PR-
TEKCTHI.

After successful completion of the course, students
will be

-they will gain knowledge on how to find creative ideas
for the development and promotion of projects and use
tools to influence target audiences. -They will acquire
competencies: in search, filtering, analysis, data
processing for processing the received material into PR
texts.

Ilpepexeusummepi / Ilpepexsuzumul / Prerequisites

Toxipubenik MapKeTHHT YHBIMIAFbl OaCIIBLIBIK
JKOHE KOIIOACIIBUIBIK

[IpakTnuecknii  MapkeTHHr. PykoBOACTBO W
JIUAEPCTBO B OPraHU3alNAN

Practical marketing. Management and leadership in the
organization

Kypcmuiy kpickawa mazmynot / Kpamxoe codepacanue kypca/ Course summary

[lon MarucTpaHTTapAblH MHICTEIIK TIKIPHOCHI
€CKepe OTBIPHIT, KACIOM JKoHE JKeKe callafia THUIMJII
KOMMYHHKATHUBTI MiHE3-KYJIBIKTBl KAJBIITACTHIPYFa
MYMKIiHJIK OepeTiH PR TeXHONOTHACH canachIHIaFbl
KyHeini OiriMi MeH Toxipubecid, koMnanusHbelH PR

JlucumrinHa HamnpabjieHa Ha (QOPMHUpPOBAHHE Y
MAarucTpPaHTOB CUCTEMHBIX 3HAHUM U MPAKTUKHU B
obmacth PR TexHoiormmM, KOHIENIMH THAP-
CTpaTeruu (bupmsI, TJIaHUPOBAHUE
KOMMYHUKAIIUOHHBIX ~ NPOEKTOB, IPOBEJICHUE

The discipline is aimed at developing undergraduates'
systemic knowledge and practice in the field of PR
technology, the concept of a company's PR strategy,
planning  communication  projects,  conducting
presentations and business negotiations, allowing them
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CTpaTCTrUsAChIHbIH TYKBIPBIMJIAMACBIH, | PC3CHTAIUU u

KOMMYHUKAIUSJIBIK ~ JK00aIapipl
Mpe3CHTANUSIIAP MEH  iCKEepIIiK
KYPTi3yZi TaMbITyFa OaFbITTaIFaH.

XKOcCHapyaysl, | MO3BOJSIOIIUMH
Kelicce3nepai | KOMMyHHKaTHBHOE

JICTIOBBIX  TIEPETOBOPOB,
BEICTpauBaTh  A(PHEKTUBHOES
MOBEJICHHE B

MPOPECCHOHANTLHON W JIMYHOCTHOM cdepax ¢
YYETOM 3apyOEKHOTO OIBITA.

to build effective communicative behavior in
professional and personal spheres, taking into account
foreign experience.

Hocmpexeuzummepi / Ilocmpexeuzumwl/ Postrequisites

bpana-mapkerunr. [IbirapMalibibIK xKapHaMa.

KoMMyHUKanUsIIBIK MEHEDKMEHT

bpana-mapkerunr. KpeatuBHas pekiiama.
KoMMyHUKaIIMOHHBII MEHEI)KMEHT

Brand marketing. Creative advertising.
Communications management

bazoaprama scemexuici / Pykosooumens npozpammut/ Programme manager

ToosutoB K.T.

| To6bu10B K.T.

| To6bu10B K.T.

36




Koncmpykmuemi Kapvim-Kamuinac ncuxonozusacwl/ Ilcuxonozus KoHcmpykmugHozo oouienus/

Psychology of constructive communication

OKy maxcamol / Yueonas yenv/ Purpose

- KoHCTpyKTHBTI KapbIM-KaTBIHACTHIH HETi31 OOIBITT
Ta0BLIATHIH KAPhIM-KATHIHAC KYPaJIapblH MEHIEPY,
TUIMJII KapbIM-KAaThIHAC KYPAJIapbIH TalAay
Mocenenepi OOMBIHIIIA TEOPHSUTBIK KOHE
MIPAKTUKAIBIK OUTIM MEH JIaFIbLIapIbl
KaJIBINITACTBIPY

dopMUpOBaHHE TEOPETHUYCCKUX M TPAKTHUECKHX
3HAHMW W HABBIKOB II0 BOIPOCAM OCBOCHHS
CPEICTB KOMMYHHUKAllUW, aHalu3a CPEJICTB
3¢ (HeKTHBHON KOMMYHHUKAIIMH COCTABIISIOIINX
OCHOBY KOHCTPYKTHBHOTO OOIICHHUS

-Formation of theoretical and practical knowledge and
skills on the issues of mastering the means of
communication, analysis of the means of effective
communication, which is the basis of constructive
communication

Oxvimy namuoiceci / Pesyniomamot o6yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraraHHaH  Keilin  Olaim
anymsLiIap

- KOMMYHHKAaLUs JaFIblIapblH MEHIepei;

- KOMMYHHKAIIMSHBIH THIMI CTPaTerUsIChIH
KOJIIaHa/Ibl;

- YKaHKaJJIbI JKaFIaiutapIbl COTTI MemIe .

ITocJie ycnemHoro 3apepiieHus Kypca
o0y4aromuecs OyayT

- BJIaIeTh HaBBIKAMU KOMMYHUKAIIHH,

- IPUMEHSTH Y3PPEKTUBHBIC CTPATETUS
KOMMYHHKAIINH,;

- YCHEUIHO penIaTh KOH(IMKTHBIC CHUTYaIHH.

After successful completion of the course, students
will be

- possess communication skills;

- apply effective communication strategy;

- successfully resolve conflict situations.

Kypcmuiy Kpickawa mazmynwt / Kpamkoe codepycanue Kypca/ Course summary

KoHCTpYKTHBTI KapbIM-KAaTBIHAC TICUXOJIOTHSCHIHA
kipicme. KapbiM KaTblHAC KYpbUIBIMBL.  KapbiM-
KaTBIHACTBIH ~KOMMYHHUKATHBTI  Karbl. KapbiM-
KaTBIHACTBIH  TEPHENTHBTI  JKaFbl Kapsim-
KATBIHACTBIH WHTEPAKTHBTI JKarbl. TyJIFaapajibIK
KaTbiHacTap.  KapbeIM-KaThlHacTa  NMPaKTHKAJIBIK
Oarmaprmany. Ecty xone teiHmay. Tysrraapaisik
KOH(QJIIUKT KOHE OHbI HICHIYIiH Taciimepi. Kapbim-
KaTBIHAC CTHIIBJICPI.

BBe,Z[eHI/Ie B IICUXOJIOTUIO KOHCTPYKTHBHOI'O

OOIICHUS. CrpykTypa OTHOIIICHUH.
KomMmyHHKaTHBHAS CTOpOHA o0uIeHHsI.
[MepuenTtuBHas CTOpOHA o0wIeHHsI.
WurepakTuBHAas CTOpOHA O0mLIeHYS.

MexnuyHocTHBIE  OTHOmIEHUsA. [IpakTudeckas
opueHTanys B oOmeHuu. CiplaTh M CIIyIIaTh.
MEXITHYHOCTHBIH KOHQUIMKT W CHOCOOBI €ro

paspemienusi. CTHIH 0OIICHNUS.

Introduction to the psychology of constructive
communication. Relationship structure. The
communicative side of communication. The perceptual
side of communication. The interactive side of
communication. Interpersonal relationships. Practical
orientation in communication. Hear and listen.
Interpersonal conflict and ways to resolve it
Communication styles.

bazoapnama scemexuiici / Pykogooumens npozpammul/ Programme manager

Ypnabaesa Jlazat EpransicoBHa

| Ypnabaesa Jlasatr EpransicoBHa

| Urdabayeva Lazat Yerganysovna
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Pumopuxa. Ickepnix kapoim-kamuinac / Pumopuxa. /lenogoe oouenue / Rhetoric. Business Communication

Oxy makcamot / Yueonasn yenwv/ Purpose

Ownmipicreri, MEMITEKETTIK JKOHE Oacka
KYpBUIBIMAApIaFbl MaMaH KbI3METiHJAE ceilney
MOJICHHETI MEH iCKePH KapbIM-KaThIHAC JaFIbUIapbIH

urepy

OBnameHue HaBBIKAMH KYJIBTYphl PEYEBOTO U
JIETIOBOTO OOIIIEHUS B JAEATEILHOCTH CIIEIAAINCTA
Ha TMPOU3BOJACTBE, TOCYJAPCTBEHHBIX U WHBIX

CTPYKTypax

Mastering the skills of culture of speech and business
communication in the activities of a specialist in
manufacturing, government and other agencies

Oxbimy namuoiceci / Pezyremamot 00yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraraHHaH  Keilin  Oliim
aJIylmbLIap
- KOMMEPLHMSJIBIK  CEKTOpJa, MEMJIEKETTIK

KYpBUIBIMIAP/Ia, OHIIPICTIK, KOFAMHBIH KOFaMJIbIK-
casicd, MOAEHHU-OLTIM Oepy cananapblHIa iCKEpIiK
PUTOPHUKAHBIH HETI3Ti MPHHIUOTEPI MEH 9JiCTepiH
KOJITaHaIbl,

- Jaynacy, TaJKpLIay, JQJCIASPAl TaHaay, CEHIIpY
omiCiH urepeni;

- ickepW Kejiccesliep, Ipe3eHTalusAIap Ke3iH/e
ayJIUTOPUSIMEH,  ICKepH  CepiKTeclieH  e3apa
OpEKeTTeCy TACUIIEpPiH TabaIbl;

- Op TYpJIi Ipecc-peu3Iep TaibIHIaN bl

ITocJie ycnenHoro 3apepiieHus Kypca
oO0y4aromuecs OyayT

- UCIIOJIb30BaTh OCHOBHBIC MPHUHIMIBI U METOABI
JIETIOBOM PUTOPUKA B KOMMEPUYECKOM CEKTOpE,
rOCyJapCTBEHHBIX CTPYKTypaxX, Ha IIPOU3BOACTBE,
0O0IIIeCTBEHHO-TIONUTHYECKON,  KYJIbTypHOH U
o0Opa3oBaTenbHON cepax KU3HU 00IIeCTBa;

- BJIaJIETh METOMKOMN BEICHUS CIIOPa, JUCKYCCHH,
moxdopa apryMeHTOB, YOSKISHIS,

- TPHUMEHSATH CIIOCOOBI  B3aUMOJIEHCTBHUS C
ayIUTOpPHEH, C [IeJIOBBIM TAPTHEPOM  IIPH
MIPOBEICHUH JIEIOBBIX MIePErOBOPOB,
MpEe3eHTalU’;

- TOTOBUTH Pa3JIMYHBIC BUABI IIPECC-PEIIU30B.

After successful completion of the course, students
will be

-use the basic principles and methods of business
rhetoric in the commercial sector, government agencies,
production, socio-political, cultural and educational
spheres of society;

- to master the methods of argument, discussion,
selection of arguments, and persuasion;

- apply methods of interaction with the audience, with a
business partner during business negotiations,
presentations;

- prepare various types of press releases.

Ipepexeusummepi / [lpepexsuzumut / Prerequisites

BacKapy TICUXOJIOTHUACHI

| Ilcuxomnorus YIpaBJICHUA

| Psychology of management

Kypcmuiy Kpickawa mazmynwt / Kpamkoe codepacanue Kypca/ Course summary

MaMmaHHBIH KOCiOM ic-OpeKeTiHJeTi PUTOPHUKAJIBIK
monenuer. Ceoilliey MOJCHHMETI YKOHE OHBIH I1CKEpPH
KoMMyHHKauusiaarsl peini. Ceiney stukeri. Ceiiney
KOMMYHHKAIIUSICHIHBIH IICUXOJIOTHSIIBIK aCTIEKTLIEPi.
Putopukaneik kypbuirbuiap. CelneyniH —aybi3iia
kepinici. CeHaipy HaFabIChl, iICKEpU OHTIME, JIoJell.
Honenpgey TypJiepi KoHe JJengeMernep KYpbUIbIMBL
AybI3lia eMec KapbIM-KaTblHAac. Ickepm »xazbamia
ceilney.

Putopuueckast KynbTypa B TpoQecCHOHATBHON
nesitenbHOCTH crienanucra. KynbTypa peuu u ee
poiab B aenoBoM oOmieHuH. PedeBoil 3THKeT.
[Icuxomoruyueckue acmekThl PeueBOro OOIIEHHS.
Puropuueckue mpuemsl. CIOBECHOE BBIpaXKEHHE
peun. MacrtepcTBO yOexaeHHs, BeleHHUs JeJI0BOH
Oecenpl, cmnopa. Bunel aprymenramuu @ H
CTPYKTypa JI0Ka3aTeJIbCTB. Hesepbanbubie
cpeactBa obuenus. JlenoBas nucbMeHHAs Peyb.

Rhetorical culture in the professional activity of a
specialist.  Speech culture and its role in business
communication. Speech etiquette. Psychological aspects
of speech communication. Rhetorical devices. Verbal
expression of speech. Mastery of persuasion, business
conversation, argument. Types of argumentation and
the structure of evidence. Non-verbal means of
communication. Business written speech

Ilonnin epexwenikmepi / Ocobennocmu oucyunaunwy/ Course features
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[MpakTHKanbik cabakTapabpl TPEHUHT Heri3iHae oTkizy | [IpoBenenue mnpakTudeckux 3amatuid B ¢opme | Conducting practical classes in the form of training

TPESHHUHTOB sessions
bazoapnama scemexuiici / Pykoeooumens npozpammul/ Programme manager
[Tpodeccop Kynryposa O.I'. | [Ipodeccop Kyraryposa O.I'. | ITpodeccop Kynryposa O.I'.
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OKy ic-apekemiHiyy UHHOGAUUANBIK (hopmanapvinbll 20icmemeci / Memooonozus uHHOBAUUOHHBIX (hOpM YUeOHOIl OeamenbHocmu /
Methodology of Innovative Forms of Educational Activity

OKy maxcamol / Yueonas yenv/ Purpose

Kazipri OiriM O6epy/ie OOJBIN KaTKaH HHHOBAIIMSIIBIK
ypaicTep canachlHAAaFbl MardCTPaHTTApPABIH KociOH
KY3IpeTTUIITiH ~ KaJblnTacTelpy, Oimim  Oepy ic-
OpEKeTiHIH WHHOBAIMSUIBIK TYPJIEPIH KOJNJIaHyFa
NAUBIHIBIFEL.

hopmupoBanue podecCHOHATBHBIX
KOMIICTCHIIMA B OOJIACTM  WHHOBAIIMOHHBIX
MPOLIECCOB, MPOUCXOMAAIIMX B  COBPEMCHHOM

00pa3oBaHMM, TOTOBHOCTH K HCIHOJIB30BAHUIO
WHHOBAIIMOHHBIX (pOpM yueOHOH NeITeTbHOCTH.

Purpose: the formation of graduate professional
competencies in the field of innovative processes
occurring in modern education, readiness to use
innovative forms of educational activity.

Oxvimy namuoiceci / Pezyiemamut 06yuenus / Learning

outcomes

Kyperbsr  corTi KeiliH  Oinim
anymbLiap

- MHHOBAIIUSUIBIK OKBITY 9JliCHAMachlH, OiTiM Oepy
iC-opeKeTiHIH WHHOBAIMSJIBIK (pOopMaIapblHBIH MOHI
MEH TCHXOJOTHSUIBIK-TICTAarOTUKAIBIK ~ HETi3JIePiH
Oineni sxoHe TyCiHen;

- OKY IC-9peKETIHIH JoCTYpJi MOHE WHHOBAIUSIIBIK
TYpJepiHe CABICTHIPMAIIEI TAJ/Iay KYPri3eni;

- OKBITYIBIH opTypi WHHOBAIHSIIBIK
(opMaapelHbIH ~ CPEKIICIIKTePiH, KaHAPTHUIFaAH
OuriM Oepy Ma3MyHbI MEH THIMIUTIT >KarnadbiHIa
oJIapJIbl KOJJIAHY MYMKIHIIKTEPiH Tanaayabl Oiieni;
- OKYy YPIICIH WHHOBAIIUSUIBIK OKBITYIIBIH TYTacC
Ky#eci TypiHze xxo0anara Kaoineri;

- OKy IC-OpeKeTiHiH HWHHOBALMSUIBIK TYpJepiH
TaHJar, YTEIMJIBI KOJIIaHAIbl;

- OKy Iic-OpeKeTiHiH WHHOBAlUSUIBIK TYpPJIEPiH
KOJ/IaHa OTBIPBIII, 9p TYPJi OKy cabakTapblH
)o0ayay JKoHE OTKi3y JaFabuIapblHa He;

- CBIHIBIK Oarajay, peduiekCHs TEXHOJOTHACHIH
KOJIIaHa OTBIPBIN, OKY 1C-OPEKETIHIH HOTHIKEIEPiH
KaJaii Oaranay KepekTirin Oineni;

- WVHHOBAIIMSUIBIK OKBITY Mocelenepi

asiKTaraHHaH

OOMBIHIIIA

ITocie  ycmemHoro  3aBeplieHHsl  Kypca
o0yuyarouquecst OyayT

- 3HaThb  METOJAOJIOTMIO  HMHHOBaI[HOHHOTO
o0y4eHus, CYLTHOCTh u [ICUXO0JIOTO-

MeIarorn4eckKue OCHOBBI WHHOBALMOHHBIX (OpM
y4eOHOI AesTeTbHOCTH;

— TMPOBOJIUTH CPAaBHUTEIBHBIN aHaIN3
TPAJAWIMOHHBIX ¥  WHHOBAI[HOHHBIX
y4eOHOIl IeATeTbHOCTH;

- aHaJIM3UpPOBaTh OCOOEHHOCTH  Pa3TUYHBIX
MHHOBAIIMOHHBIX bopm o0yd4eHwus,
BO3MOKHOCTH HMX TPUMEHEHHS B YCIOBHSAX
OOHOBJICHHOTO  coJepXaHusi o0pa3oBaHUs U
3¢ (HEeKTUBHOCTS;

—JIEMOHCTPUPHUPOBATh YMEHHE IPOEKTHPOBAThH
00pa3oBaTeybHbIi Tpolecc B BHAEC LEIOCTHON
CHCTEMBbl HHHOBAIIMOHHOTO O0Y4CHMUSI,

— orbupatb W palMOHAJIBHO HCIOJIB30BAThH
WHHOBAIMOHHBIE (HOPM YU4eOHOI! JesITeNbHOCTH;
—NpPOCKTHPOBaTh M TPOBEIUTH  Pa3HBIC THIIBI

dopm

yUeOHBIX 3aHSATHN c WCTIOJIb30BaHHEM
MHHOBAIIMOHHBIX bopm yueOHOi
JeSITEIbHOCTH,

After successful completion of the course, students
will be
— knows and understands the methodology of
innovative learning, the essence and psychological and
pedagogical foundations of innovative forms of
educational activity;

— able to conduct a comparative analysis of traditional
and innovative forms of educational activity;

— able to analyze the features of various innovative
forms of training, the possibilities of their application in
the conditions of the updated educational content and
effectiveness;

— demonstrates the ability to design the educational
process in the form of a holistic system of innovative
education;
— able to select and rationally use innovative forms of
educational activity;

— owns the skills of designing and conducting various
types of training sessions using innovative forms of
educational activity;

— knows how to evaluate the results of educational
activities, using the technology of criteria-based
assessment, reflection;
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FBUIBIMU-3EPTTEY KYMBICTApPBIH JKYpTi3e aiajbl,
Oimim  Oepysaeri HMHHOBAUUSHBIH PO  Typajbl
QIEYMETTIK KYHABI Oi7iM KaJBIITACTHIPAIbl, OHBI
VChIHA aJlafbl, OCBI Mocelie OOWBIHINA 63 MiKIpiH
TYPBIC KETKi3e anajpl.

—OLCHHMBATL PEC3YJIbTAThI yqe6H0ﬁ JACATCIBHOCTH,

HCTIOJNB3YS TEXHOJIOTHIO KPUTEPUATBHOTO
OTICHUBaHUS, pediekcuro;
—OCYIIECTBIST HCCIIEIOBATEBCKYIO

JIESATEILHOCTh M0 MpOo0JieMaM HHHOBAI[MOHHOTO
oOydeHusi, TeHEpUPOBaTh OOIIECTBEHHO IIEHHOE
3HaHHE O pOJM WHHOBAIMi B 00pa3oBaHUH,
MIPE3CHTOBAaTh €ro, KOPPEKTHO BBIpaXaTh H
apryMEHTUPOBAaHHO  OTCTaMBaTh COOCTBEHHOE
MHEHHE 110 TAHHOMY BOITPOCY

— It is capable of carrying out research activities on the
problems of innovative learning, generating socially
valuable knowledge about the role of innovation in
education, presenting it, correctly expressing and
arguing for one’s own opinion on this issue.

Ilpepexeuzummepi / Ilpepexeusumut / Prerequisites

JKoFapbel ~ MEKTENTiH
TICUXOJIOTHUSICHI

nenarorukacol.  backapy

Ilemaroruka  BbICHIEH Ilcuxomorus

YIPABJICHUS

HIKOJIBI.

Pedagogy of higher education.
management

Psychology  of

Kypcmuiy Kpickauwia mazmynst / Kpamkoe codepycanue kypca/ Course summary

NuHoBanmsanbIK OKBITY omicTeMeci. bimim Oepymeri
WHHOBAIIUSA HETi3i  peTiHze MeJaroruKaHbIy
omicHamanbIK Tocingepi. Kazipri Oimim  Gepyneri
muddepeHnmanis JKoHe HWHTerpanus —YpIicTepi.
MyraniMHIH )aHambl MageHueTi. OKy ic-opeKeri,
OHBIH KYPBUIBIMBI, iCKE€ KOCBUTy  IIApTTaphl,
THIMIUTIT MeH >kericTikrepi. OKy ic-opeKeTiHiH
WHHOBaIWSIIBIK ~ (hopmamapbl.  benceHnmi  OKbITY:
TYCIHIr, epeKuIeNiKTepi, NPUHIMIITEPI,
texHonorusuiapsl.  Lllemimaepai  Bu3yanusanusuiay
KOHE  KYPBUIBIMJIBIK  JIOTHKAJBIK  CXEMaJapIblH
Kypbutbichl. OKBITYABIH OWbIH (opMmanapel. JKoba
OHJIIPICTIK KBI3METTIH asKTaJFaH IUKJIbl PETIHIE.
3amanayu OinmiM Oepy NpakTHKAacChIHOAFBl FBUIBIMU
seprreynep. OKy  iC-OpeKeTiHIH  HOTHIKENIEpiH
OaranayjblH 3aMaHayd Kypanjapbl. bimim Oepyzeri
OKYy 1iC-opeKeTiHiH HHHOBaUMUIBIK (opManapbiH
KOJIIaHY/IBIH THIMJIUTITIH TaJIIay.

Metoponorusi ~ MHHOBAalMOHHOTO  OOy4YeHHS.
MeTtoonoru4eckue MOAXOMbl TEJaroruku Kak
OCHOBa HMHHOBalWi B oOpa3oBanuu. llpomecces
muddepeHInanuy 1 UHTErpalvd B COBPEMEHHOM
00pa3oBaHUH. WuHoBannoHHas KYJIbTYypa
nejarora. YueOHas IesSTEIbHOCTD, €€ CTPYKTYpa,
ycIoBUSL  aKkTHUBHM3auuM, S()(EKTUBHOCTH U
ycremHocTd. VHHOBamoHHbIEe (OpMBI yueOHOH
NesITebHOCTU. AKTHBHOE OOy4YeHHe: TOHSTHE,
0COOEHHOCTH, NPUHLAIIBL, TEXHOJIOTHH.
Busyanuszanuss ~ pemieHMH @ M TIOCTPOEHHE
CTPYKTYpPHO-JIOTHUECKUX cxeM. WUrpoBbie (OpMEI
obyuerms. [IpoekT Kak 3aBepIICHHBIA ITUKIT
IPOJYKTHBHOMN JESATENBHOCTH.
HccnenoBarensckoe oOydeHHE B COBPEMEHHOM
obpaszoBarenpHOW  mpakThke.  CoOBpEeMEHHEIE
CpeAcTBa OLEHHUBAHHUS pPE3YNbTaTOB Y4eOHOM
JESTENBHOCTH. AHanus 3¢ PEKTUBHOCTH
WCTIONIb30BAaHUSI MHHOBAIIMOHHBIX (OpPM ydeOHOI
JeSITENbHOCTH B 00pa30BaHMU.

Methodology of innovative learning. Methodological
approaches of pedagogy as the basis of innovation in
education. The processes of differentiation and
integration in modern education. The innovative culture
of the teacher. Educational activity, its structure,
conditions for activation, effectiveness and success.
Innovative forms of educational activity. Active
learning: concept, features, principles, technologies.
Visualization of solutions and the construction of
structural logic circuits. Game forms of training. The
project as a completed cycle of productive activity.
Research training in modern educational practice.
Modern means of assessing the results of educational
activities. Analysis of the effectiveness of the use of
innovative forms of educational activity in education.

Ilonnin epexwenikmepi / Ocobennocmu oucyunaunwy/ Course features
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«Kocranait nmapeiabl» PecrnyOnukanslk  FeUIbIME- | OTpaxkaeTcss mpoBeieHHe 3aHATH Ha Ha Oase | Conducting classes on the basis of the Republican
MPaKTUKANBIK opTanbirel MeH Kocranait kamaceiusie | PHITI]  «Kocrtamait  mapeiaery w HUIID 1. | Scientific and Practical Center "Kostanay daryny" and
H3M OazaceIHIa cabaxTap bl otki3y, | Kocranas, IPUTTIANIEHHE cnenuanuctoB- | NIS of Kostanay, inviting practitioners from
WHHOBAallMSUTBIK ~ THOTErT  OKY  OpBIHIApbIHAH | MPAaKTHMKOB M3 o0pa3oBaresbHBIX yupexaenuil | educational institutions of an innovative type are
ToXKiprOesi MaMaH1ap/ibl AKBIPY KOPCETIITCH. WHHOBAIIMOHHOTO THIIA. reflected.
bazoapnama scemexuici / Pykosooumens npozpammet/ Programme manager
OrerenoBa b.M - 1L.r k., mpodeccop Vrerenosa b.M. — K.ILH., ipodeccop Utegenova B. M.- Candidate of pedagogical ciences,
A6mupkenoBa A.K. - PhD mokrop A6mupkenoBa A K. - PhD mokrop Professor
Abdirkenova A. K— Dr. PhD
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Binim oepyoi sicexenendipy |Ilepconanuzauyus oopazosanusl/Personalization of education

Oxy makcamot / Yueonasn yenwv/ Purpose

Hepbectennipinren 6imiM Oepy MoJemiH xobanay
JKOHE CHTI3y JaFIbUIAPbIH KATBINTACTHIPY

®opMHpPOBaHHE HABBIKOB TMPOCKTUPOBAHUS W
peanu3ani  MEPCOHATM3UPOBAHHON  MOEIH
o0Opa3oBaHUs

Formation of skills in the design and implementation of
a personalized education model

Oxvimy namuoiceci / Pesyniomamot o6yuenus / Learning outcomes

Kypcthl cotTi askTaraHHaH KeiiH OLTiM arymisuiap

- OutiM OepymiH JepOSCTCHIIPUITCH MOJCIIHIH
MOHIH, OHBI JKY3€re achIpyAbIH MaKcaTTapbl MeH
Ke3eHIepiH Oiry;

- OuriM OepyaiH nepOec Mozelni IIeHOEpiHAC
OKYLIBTApMEH JKYMBIC 1CTEYIH THIMAI 9IicTepi MEH
TOCIIIEPiH Urepy;

— npepbecteHpipinren  OimiMm  Oepy  MaHBI3IBI
Ma3MYHBIH jko0anay JarabUIapblH Ue;

- CTYIEHTTEPiH JaMYBI YIIiH KEKe
TpaeKTOpHUsIIAPAbI Kypa Oiiy;

- 3aMaHay¥ KOMMYHHKaIus (OHBIH ilIiH/Ie TU(PIIBIK)
JaFIbUIapbIH HEJICHY;

- iV oepy MIPOIIECIHIH OapbIK
KaTBICYIIBUIAPBIHBIH ~ ©3apa  THIMII  9pEKeTiH
yHBIMIACThIpa 01Ty .

IMocie  ycmemHoro  3aBepuieHHsl  Kypca
o0y4aromuecs OyayT

-3HaTh CYIIHOCTH NMEPCOHATM3NPOBAHHON MOJEIH
00pa30BaHMs, LIEJTN 1 3TAITbl €€ BHEPCHNUS;
-BIaieTh dPPEKTUBHBIMA METOIAMH U IPUEMaMHU
paboThI c YYaIUMUCS B pamkax
MIepCOHAIM3UPOBAHHON MOZIETTH 00pa30BaHNS;

—  BIQAETh  HAaBBIKAMH  IPOCKTUPOBAHHUS
COJIepKaTeILHOTO KOHTEHTa
MIePCOHAIM3UPOBAHHOTO 00PA30BaHMS;

- yMeTb pa3pabaTbiBaTh  HMHAWBHUIyaJIbHBIC
TPaeKTOPHH PA3BUTHS YUAIIUXCS;

- BJIAJICTh HaBBIKAMHU COBPEMEHHBIX
KOMMYHHKAauid (B TOM 4YHCIIE U IUPPOBBIX); -
YMETh OpTraHU30BHIBATh s dexTHBHOE
B3aUMOJICHCTBHUE BCEX YYaCTHUKOB

06pa30BaTem>H0ro rnpounecca.

After successful completion of the course, students
will be

- know the essence of a personalized model of
education, the goals and stages of its implementation;
-to master effective methods and techniques of working
with students in the framework of a personalized model
of education;

— possess the skills of designing meaningful content for
personalized education;

- be able to develop individual trajectories for the
development of students;

- possess the skills of modern communications
(including digital);

- be able to organize effective interaction of all
participants in the educational process.

IIpepexeusummepi / I[lpepexeuszumut / Prerequisites

JKorapbl MEKTEITIH Iearorukacel. backapy

Ilemaroruka Briciiei MKOIEL. [Icuxomorus

Pedagogy of higher education. Psychology of

TICUXOJIOTHACHI. yIpaBieHHS. management
Kypcmuiy Kbickawa mazmynst / Kpamkoe cooepicanue kypca/ Course summary
Binim Oepyneri Kasipri ternaenimsiap: | CoBpeMenHble  TpeHIsl B oOpasomanum: | Modern  trends in  education:  personalization,

JapanaHaplpy, UUQpIaHgblpy, ONapAblH — e3apa
Oaiinanbicel. Jlapanay Qaxropnapsl: xo0anay XoHe
3epTTeY KbI3METI, KpUTepUaybl Oarajiay, apajac
OKBITY, Jkeke kecTe. [lapananran Oi1iM Oepy Momeni.
Hepbec okpITynbIH npuHIMNTEPi. JKeke TpaekTopus
- Oy OKYWIBIHBIH XEKE JJICYeTiH iCKe achIpyIblH

nepcoHanmn3anuys, L[I/I(l)pOBI/BaLII/ISI, ux
B3aMMOCBA3b. d)aKTopr NepCoOHATIMN3ANN:
MPOCKTHAA M HCCIICA0BATCIIbCKasd JCATCIIBHOCTD,
KpUTEpHUAJIBLHOC OLICHHUBAHUC, CMCIIaHHOC
06y‘-ICHI/IC, HUHAUBUAYAJIBHOC pacrnucaHue.
HepCOHaJ’II/BI/IpOBaHHaﬂ MOACIb 06p a30BaHUs.

digitalization, their relationship. Personalization factors:
design and  research  activities, criteria-based
assessment, blended learning, individual schedule.
Personalized  education model.  Principles  of
Personalized Teaching. An individual trajectory is a
personal way of realizing a student's personal potential.
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xeke Ttocim. JlepOectenaipinren Oimim Oepyneri | [IpuHumnel  nepconanusupoBaHHoro — yuenws. | Features of communication in personalized education.
KapbIM-KaThIHAC CPEKILEITIKTEPI. WunuBuayanbHas TPaeKTOPUS — MEPCOHATIBHBIN
OyTh pealu3allMd JMYHOCTHOTO IOTCHIHAa
obyuarorerocsi. OcOOCHHHOCTH KOMMYHHUKAIIUN B
MePCOHAIM3UPOBAHHOM 00pa30BaHHU.

Ilonnin epexwenikmepi / Ocobennocmu oucyunaunvt/ Course features

O MHHOBALMSUTBIK TUIITET OiTiM Oepy IIpenmonaraer mposeneHne 3aHATHii Ha ©Oase | It involves conducting classes on the basis of the NIS in
YHBIMIAPBIHBIH MYFaJIIMIEPiH [IaKbIPa OTBIPHIII, HUII r. Kocranas, nmpurnamienne yuureneil u3 | Kostanay, inviting teachers from  educational
Kocranaii kanaceiagarsl H3M Herizinge cabak 00pa3oBaTeabHBIX YUPSKICHNH MHHOBAIIMOHHOTO | institutions of an innovative type.
OTKI3y/ll KO3IeHIi. THUTIA.

Bazoaprama sncemexuici / Pyxosooumenv npozpammst/ Programme manager
Cwmarmwmii T.W. - m.r.x. Cwmarawmii T.W. — K.ILH., Smagly T.- Candidate of pedagogical ciences
Ao6aupkenora A K. - PhD mokrtop Ao6aupkenoBa A K. - PhD nokxrop Abdirkenova A. K.— Dr. PhD
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Trade menedscmenm | Trade meneoncmenm | Trading management

Oky makcamot / Yueonas yenv/ Purpose

cayma  CalachlHIarbl  YHBIMABI  Oackapy/blH | 00ecreunTh HEOOXOMUMBI ypOBeHb MOATOTOBKU | provide the necessary level of training for
TEOPHSUIBIK ~ JKOHE  INPAKTUKAJBIK  MOCeENleNiepi | MaruCTpaHTOB II0 TEOPETHUYECKMM M mpakTthdeckuM | undergraduates on theoretical and practical issues of
OolibIHIIA MarucTpaHTTapAbl JaspiaynblH | BOIpOcaM yIpaBleHHs opraHu3amueld B cdepe | organization management in the field of trade, aimed
MTPAKTUKAITBIK KOHE FBUTBIMH-TICTAaTOTHKANBIK | TOPTOBJIM, ~ HampaBieHHBIX  Ha  mpumeHenue | at applying the theoretical training of undergraduates
KbI3METTE MaruCTPaHTTAp bl TCOPHSUIBIK Jaspiay/bl | TCOPETHIECKOW  TMOArOTOBKM  MaructpaHtoB B | in practical and scientific-pedagogical activities
KOJJIaHyFa  OafbITTaiFaH  K&KETTI  JICHTeHiH | MpaKTHYeCKOU " HAy4YHO-T1EI0TOTrMYECKOM
KaMTaMachl3 eTy JESATEIbHOCTH

Oxbimy namuoiceci / Pesynomamot 00yuenus / Learning outcomes
Kyperbl  corTi  askraranHaH  Keifin  Oimim | ITocie YCIEUIHOT O 3aBepuIeHusl Kypca | After successful completion of the course, students
ajrymbLiap o0y4Jarouecst OyayT will be
- Oinyre Tuic: cay/la MEHE/PKMEHTIHIH TEOPUSUIBIK | - 3HaTh: TEOPETHYECCKHUEC ocHOBBl TOproBoro | - know: the theoretical foundations of trade
HETi3/1epi, OKBITBUIATHIH KyPCTHIH HET13Ti CaHATTaphl, | MCHE/DKMEHTa, OCHOBHBIE KaTeropud u3ydaeMoro | management, the main categories of the course being
cayma KOCITIOPHBIH Oackapy/blH | Kypca;, OpraHu3allMOHHbIE OCHOBBI ympasinenus | Studied; the organizational foundations of trade
YHBIMIACTBIPYIIBUIBIK HETI3/1epi; Tayap jkaOAbIKTay, | TOPrOBBIM  TMpEINpHATHEM;  OpraHu3amus ¥ | enterprise  management; the organization and
KOMMa IIapyaribUIBIFbl IPOLIECTEPiH, KOTEPME KOHE | YIpaBICHHE nporeccamu ToBapocHaOkenus1, | management of the processes of commodity supply,

Oesliex cayJalarbl cayaa-TEeXHOJIOTHUSIIBIK MPOLECTI
YHBIMIACTHIPY KoHE OacKapy.

- icreyi KepeK: TYThIHY HAPBIFBIHIAFBl KYMBIC
NpoLeciHAe TYBIHAAWTBIH NpoOiieManapAbl Tajnay
KOHE WICIY; HApPBIKTHIK XaFAalabl 3epTTey, OHBIH
YpIICTEepiH yaKTBUIBI TYCIHIIpY JKOHE ecKepy,
ToyeKell JICHTeHiH AJIIBIH aia Oarajar,
KOMMEPLMSIIBIK MICHIiMIep KaObu1aay; YHBIMAAPIBIH
KOMMEPITHSITBIK OesiMIIeNepiHiy KBbI3METIH
JKocrapiay YHBIMJIACTHIPY; cayza-
TEXHOJIOTHSUTBIK ponecTi YHUBIMIACTHIPY;
KBI3METKEpJIep/ll  BIHTAIAHJBIPY JKYHECiH Jyphic
naiianany; KOMMEPIUSIIBIK MEHEIHKMEHTTIH
TUIMALTIriH Oaranay.

- MBbIHaJapAbl:  cayla  KOCIHOPBIHIAPBIHBIH
TayapiapblH CaThIIl ally JKOHE caTy IPOLECTepiH
XKocmapyiay JkoHe YHBIMAACTBIPY — JaFAbUIapbIH;
KOCINOPBIHHBIH _ cay/la KbI3METIHIH TYpPiH JKOHE

KOHEC

CKJIaJICKOTO XO3SIIICTBAa, TOPrOBO-TEXHOJOTHYECKUM
MIPOLIECCOM B ONITOBOW M POSHUYHOU TOPTOBJIE.

- YMeTh: aHAJM3UPOBATh M paspemarb MpoOJIeMBbl,
BO3HHUKAIOIINE B mporecce paboTsI Ha
MOTPEOUTEIHCKOM PBIHKE; HMCCIIEJOBAaTh PBIHOYHYIO
CUTYaIlMI0, CBOEBPEMEHHO HHTEPIPETUPOBATH H
YYUTBIBATH ee TEHJCHIINH, MIPUHAMATh
KOMMEPUECKHE PEIICHUs, NPEIBApPUTEIBHO OIICHHB
YpOBEHb pPHCKA; IUIAHUPOBaTh W OPTaHHU30BHIBATH

JIeATCILHOCTD KOMMEPYECKHUX nojpa3ieIeHu I
OpraHu3alni; OpraHu30BaTh TOProBO-
TEXHOJIOTHICCKHI MPOIIECC; MPaBUIHHO
HCTOJIb30BaTh CUCTEMY MOTHBAIlMKM TEPCOHAIIA;
OlLICHUBATh 3¢ (HEeKTUBHOCTD KOMMEPYECKOTO
MEHEIKMEHTA.

- BIIQJIETh: HaBbIKAMU TUTAHUPOBAHMS U OPTaHU3AINN
MPOLECCOB ~ 3aKyIKM M IpOJaX  TOBApOB
NPEINPUITHH TOProBiM; HaBbIKAMH (DOPMHUpPOBAaHUS

warehouse management, trade and technological
process in wholesale and retail trade.

- be able to: analyze and solve problems that arise in
the process of working in the consumer market;
investigate the market situation, interpret and take
into account its trends in a timely manner, make
commercial decisions, having previously assessed the
level of risk; plan and organize the activities of
commercial divisions of organizations; organize the
trade and technological process; correctly use the
personnel  motivation  system; evaluate the
effectiveness of commercial management.

- possess: the skills of planning and organizing the
processes of purchasing and selling goods of trade
enterprises; the skills of forming the product range of
the enterprise, taking into account the type of its
trading activities and the nature of the commercial
operations performed; the skills of rational
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OpBIHJAJATBIH KOMMEPIHSIBIK — ONepaIHsIIap/IbiH
CUMATBIH €CKepe OTBIPBIN, Tayap acCOPTHMEHTIH
KaJIBIITACTBIPY JAFIBUIAPBIH; Tayap KO3FAIIBICHIHBIH
OpTYpIi Ke3eHIepiHe cayaa MPOUECTepPiH YTHIMIIBI
YHBIMIACTBIPY  JIaFIbUIAPBIH; KOMMEPIHSIIBIK
KOCIIOPBIHAAP/BIH,  KAJPJbIK, MaTEePUANIBIK JKOHE
KAPKBUIBIK PECYPCTAPBIHBIH XKai-KYHiH Taljiay dKoHe
Oaranaypl; HIapyalbLUTbIK KYprizymri
CYyOBEKTUICP/IIH KbI3METIH Oakbuiay JaFIbLIapbIH
MEHrepyi THic.

- Ky3bIpeTTi 0O0Jly: TaHJaJFaH MaMaHJBIK asChIHJA
oLTiMAal ic KY3iH]IE KOJIJIaHy Oouirinme
KOMMEPIHSIBIK, KbI3METTI 0ackapy Typaibl OLmiMii
FaHa eMeC, COHBIMCH KaTap OCBl  Canajarbl
CTpaTervsUIbIK MiHJIETTEp I meme Oiry.

TOBAapHOTO AaCCOPTUMEHTA IPEANPUATUS C YUYETOM
BHJa €r0 TOPrOBOM JEATEIBbHOCTHM M XapakTepa
BBITNIOJHAEMBIX KOMMEPUYECKUX OIEPAlMii; HaBBIKAMH
pPalMOHAIBHON OpraHU3alid TOPTOBBIX IPOLIECCOB
Ha PA3JMYHBIX JTalaX TOBAPOABUXCHUSA;, aHAIU3 U
OLICHKM COCTOSIHUS KaJpOBBIX, MATE€PHAIBHBIX H
(uHAHCOBBIX pecypcoB KOMMEPUYECKUX
MIpeANPUSITUH; HAaBbIKAMHU KOHTPOJIS 3a
JESITETBHOCTHIO XO3SMCTBYIOIINX CYOBEKTOB.

- OBITh KOMIICTEHTHBIMH: B YaCTH INPAKTHYECKOTO
MpUMEHEHUs 3HAHMW B  paMKax BbIOpaHHOMN
CHEIUAILHOCTH, 00NafaTh HE TOJBKO 3HAHUSIMU 00
YIpPaBICHUH KOMMEPYECKOH IESITENbHOCTBIO, HO U
YMETh pEIaTh CTPATErMYECKUEe 3aladyd B ITOH
obnactu.

organization of trade processes at various stages of
commodity movement; analysis and assessment of
the state of personnel, material and financial
resources of commercial enterprises; the skills of
monitoring the activities of economic entities.

- be competent: in terms of the practical application
of knowledge within the chosen specialty, have not
only knowledge about the management of
commercial activities, but also be able to solve
strategic problems in this area.

Ilpepexeuzummepi / Ilpepexsusumut / Prerequisites

Kazipri menemxment, bpaHz - MEHEKMEHT

CoBpeMEeHHBIN MEHE/DKMEHT, BpaH/I - MCHEKMEHT ‘ Modern management, Brand Management

Kypcmuiy kvickawia mazmynot / Kpamkoe codepycanue Kypca/ Course summary

TyTbIHY HapBIFBIH KAJIBIITACTBIPYAAFbl CaydaHBIH
peni. Cayna MeHEPKMEHTIHIH TEOPHSUIBIK HeTiepi.
Cayna KpI3METIH MeMmJekeTTik perrey. Cayna
KOCIMOPHBIH ~ 0acKapyablH — YHBIMAACTHIPYIIBLIBIK
Heriznepi. Tayap aitHaneiMbiH  Oackapy. Cayna
KOCITOPHBIHBIH ACCOPTHMEHTIH Oackapy.
Tayapnapabl JKeTKi3y HpoLecTepiH YHBIMIACTBIPY
koHe Oackapy. Kolima mapyarmbsuisiFbiH Oackapy.
Beunmek cayna xenicin 6ackapy

Poinpe Toprosiu B ¢popMHpOBaHHN MOTPEOUTETHCKOTO
peiaka.  Teopermdeckne  OCHOBBI ~ TOPTOBOTO
MEHE/DKMEHTa. ['ocynapcTBEHHOE — perylupOBaHUE
TOProBOM JaesTenbHOoCcTH.  OpraHuW3allMOHHBIE
OCHOBBI  YIIPaBJIEHUS TOPIOBBIM TMPEIAIPUATHEM.
YnpasneHue TOBapOOOOPOTOM. YnpasneHue
ACCOPTUMEHTOM TOPrOBOTO OPEANPHUITHS.
Opranuszanus u yIpaBieHHe poreccamu
TOBapOCHA0KEHHU. Ympasnenue CKJIaJICKUM
XO3SIMICTBOM.  YIIpaBJIEHWE PO3HUYHOW TOProBOM
CETBIO

The role of trade in the formation of the consumer
market.  Theoretical  foundations of trade
management. State regulation of trade activities.
Organizational bases of trade enterprise management.
Commodity turnover management. Managing the
assortment of a trading company. Organization and

management of commodity supply processes.
Warehouse management. Retail Network
Management

bazoapnama scemexuici / Pykoeooumensv npozpammel/ Programme manager

Cetitoa I'.T. — 2.F.x., mpodeccop

| CetitoBa I'.T. — k.3.H., npodeccop

| Seitova G. T candidate of Economic Sciences, Professor
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Trade mapkemunez | Trade mapxemune | Trade marketing

Oxy makcamot / Yueonasn yenwv/ Purpose

MarucTPaHTTAPABI €1 IIIIHE €, OMaH THIC JKepiepae
e KOFaMIIBIK KaKETTUTIKTEepIi 3epTTeyre,
KaJIBINITACTHIPYFa JKOHE KaHaFaTTaHABIpyFa
OarpITTaIFaH Tayap-akiia KaTbIHACTApBIHBIH Ka3ipri
3aMaHFbI TaJanTapbl JKaFIalbIHIA Cayna
MapKEeTUHTIHIH TEOPUSIIBIK JKOHE MPaKTHKAJIBIK
aCIEKTiJIepiMEeH TaHBICTBIPY

O3HAKOMHUTH MaruCTpaHTOB C TCOPETHUYCCKUMU U

MPAKTUYCCKUMU aCIICKTaMH TOProBOIo
MapKCTHHIa B YCIOBHAX COBPCMCHHBIX
Tpe60BaHPII>i TOBApPHO-ACHCIKHBIX OTHOHICHI/Iﬁ,

HaIleJICHHBIX Ha McciefoBanue, GopmMupoBanue u
YAOBIETBOPEHHE OOIIECTBEHHBIX MOTpeOHOCTEH
KaK BHYTPH CTpaHbl, TaK ¥ 3a ee mpeaeaamMu

to familiarize undergraduates with the theoretical and
practical aspects of trade marketing in the context of
modern requirements of commodity-money relations,
aimed at the study, formation and satisfaction of public
needs both within the country and abroad

Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes

Kypersr  coTTi KelliH  Oiiim
alymbLiap

Oimy: cayma  MapKeTHHTIHIH  CHEIU(UKAIBIK
CUNAThIH, cayJaJarbl MAapKETUHITIH THIMIUIICIH
Oaranayzpl, BIKTUMAJ TOYEKeIAeP/ i eCKepe OTHIPHITL,
KETKI3YIIiJIepMEH JKOHE CaThIl  aylIbUIapMeH
OenceHnal  cayaa  KOMMYHHKALMSUIApBIH — KYpy
callachbIHJIa ajFaH OUTIMAEPIH KOJIaHy;

icTeil amy kepek: ©3 OLTIMIH MaTepHaIbIK OHIIpic
meH OenyAiH HAaKTBHl OOBEKTUIEepiHIE iCKe achIpy,
KOMMEPIHUSIIBIK MAPKETUHITI OacKapy, Tayapiapabiy
camnachiH Oarajay;
MEHrepy:  cayzaa
3epTTEYJICp  IKYprisy,
KOMITaHUSTHBIH OCHI
OPBIH/IBUIBIFBI JIaF IbLIAPEI;

KY3bIpeTTi  OOJIy:  KOMMEPLMSUIBIK ~ MapKETHHT

KEIIEHIH TaMBITy1a-Caya MOMIJICIIEPiH KYPri3ye

asiIKTaraHHaH

MapKEeTHHITIK
Talgay  JKoHE
IIBIFYBIHBIH

caJlachIHIA
HapPBIKTHI
HapbIKKA

IMocae  ycmemHoro
o0y4aromuecs OyayT
- 3HaTh: CHeNU()PUUECKUI XapaKTep MapKEeTHHTa
TOPTOBJIH, OIICHKY 3()()EKTUBHOCTH MapKETHHIa B

3aBepUIeHNs  Kypca

TOProBJIC, MPUMCHATH IIOJYYCHHBIC 3HAHUA B
o0acTu CO3JaHUA AKTHUBHBIX TOPTOBBIX
KOMMyHI/IKaLII/Iﬁ C noCTaBIIMKaMH )51

MTOKYTIaTeISIMHA C YYETOM BO3MOXHBIX PHCKOB;
YMETb: pealIn30BaTh CBOU 3HAHUS HAa KOHKPETHBIX
o0BEKTaX MaTepHajJbHOTO MPOU3BOJICTBA U
pacmpeienieHusi,  yOpaBiIsATh  KOMMEPYECKUM
MapKeTHHIOM, OIIEHHBATh Ka4eCTBO TOBAPOB;
BIIAJIETh. HaBBIKAMH IMIPOBEACHUS MAapPKETHHTOBBIX
WCCIIE/IOBaHUH B chepe TOPTOBIH, aHAIM3a PhIHKA U
1eNecoo0pa3HOCTH  BBIXOJA KOMIIAHMM Ha  3TOT
PBIHOK;

OBITH KOMIIETEHTHBIMU: B Pa3pabOTKe KOMILIEKCa
KOMMEpPUYECKOT0 MAapKeTHHra - B IPOBEICHHUH
TOPTOBBIX CAEIOK

After successful completion of the course, students
will be

-know: the specific nature of trade marketing, evaluate
the effectiveness of marketing in trade, apply the
knowledge gained in the field of creating active trade
communications with suppliers and buyers, taking into
account possible risks;

be able to: implement their knowledge on specific
objects of material production and distribution, manage
commercial marketing, evaluate the quality of goods;
possess: skills of conducting marketing research in the
field of trade, market analysis and the feasibility of
entering this market;

be competent: in the development of a complex of
commercial marketing - in conducting trade
transactions

Ilpepexeusummepi / Ilpepexsusumut / Prerequisites

Toxipubenik MapKeTHHT

| [TpakTHueckuii MapKETUHT

| Practical marketing

Kypcmuiy kpickawa mazmynot / Kpamxoe codepacanue Kypca/ Course summary

Kommepuusiibik KbI3METTET1 MapKETHUHT
TYXKbIppIMAaMachl. Tayap allHaJbIMBI CalachIHAAFbI

Konnenuust mapkeruHra B KOMMEPYECKOU
JesTeNbHOCTH. MapkeTHHr B cepe TOBApHOTO

The concept of marketing in commercial activity.
Marketing in the field of commodity circulation.
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Mapketunr. Marepualiblk ©HAIpic canachlHAarbl | oOpamenus. Kommepims cdepsl matepuansHoro | Commerce of the sphere of material production. Intra-
cayna. DupmMmaimiizik Kocmapiay. AyYTCOPCHHT | MPOW3BOJCTBA. Buyrpudupmennoe | company planning. Marketing of outsourcing services
KBI3METTEPIHIH MAPKETHUHT1 IUJAaHUPOBaHWE.  MapKeTHHr  yciayr  cdepsr
AyTCOPCHHIA.
bazoapnama scemexuici / Pykosooumens npozpammut/ Programme manager
CeiitoBa I'.T. — 2.F.k., mpodeccop CeiiroBa I'.T. — k.3.H., mpodeccop Seitova G. T candidate of Economic Sciences,
Professor
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Busnecmin 6acexeze kavinemminizi / Konkypenmocnocoonocmo 6usneca / Business competitiveness

Oxy makcamot / Yueonasn yenwv/ Purpose

Oimim aTyIIBLTAPIBIH Kasipri 3aMaHFbI
KOMITaHFSUTAP ABIH Oocekere ablIeTTUTITIH
KaMTaMachl3 €Ty YIIH KaXeTTi OUTiM, OUTIKTUIIrIH
JKOHE JIaFIbIIIAPBIH KAJBIITACTRIPY

(hopMupoBaHue y 00ydJaromuxcsl 3HAaHAW, YMEHUN
M HAaBBIKOB, HEOOXOOMMBIX I OOecledYeHus
KOHKYPEHTOCIIOCOOHOCTH COBPEMEHHBIX
KOMITaHUM

forming at student knowledge, abilities and skills,
necessary for providing of competitiveness of modern
companies

Oxbimy Hamuxceci / Pesynomamot 00yuenus / Learning outcomes

Kypersl  coTTi  asKraraHHaH  Keilin  Oliim
ajIylmbLiap

- OusHecTiH Oocekere KaOUMETTINIriHIH Herisri
TEOPHUSIIBIK TYCIHIKTEPIH TYCiHEIi, 09CEKeIIeCTIKTIH
(hopmanapsl MEH TYPJIEPiH KIKTEY/i;

- OocekernecTep Typajibl aklapar XHHAYABIH HeTisri
oiCTepiH KOJIaHy Ibl, HOTHIKEICPIH TYCIHAIPEIi;

- OusHecTiH Oocekere KaOUICTTUIITIH TalaayIbIH
Heri3ri oficTepin Oaranay, HOTHXKEIEPiH TYCIHIIPY;

- 0aceKenecTiKTi KYPri3yiiH HETi3T1
CTpaTervsuiapblH, O9CeKeNecTep/liH MapKeTHHTTIK
TaNJayblH KYPri3y JaFIblIapblH MEHIepei.

IMocie  ycmemHoro  3aBeplieHHsl  Kypca
o0yuyarouquecst OyayT

r IOHUMAaTb OCHOBHBIE TCOPECTUYCCKUE IIOHATHUA

KOHKYPEHTOCIIOCOOHOCTH Om3Heca,
knaccupuupyeT GopMbl U BUIBI KOHKYPEHIINH.

t IPUMEHATH  OCHOBHBIE  METOAMKH  cOopa

nHGOPMALMK O KOHKYPEHTaX, HHTEPIPETUPYET
pe3yabTaThl

r OOCHHUBATh OCHOBHBIC MCTOIHUKH aHaJInu3a

KOHKYPEHTOCITOCOOHOCTH OuzHeca,
MHTEPIPETUPYET PE3YIIbTATHI

oOnmajaTh  HAaBBHIKAMH  OCHOBHBIX  CTpAaTeTHH
BE/ICHUSI KOHKYPEHTHOH OOpBOBI, JIeMOHCTpauu
YMEHHE TPOBOAWTH MAapKETHHIOBHIA  aHAIU3
KOHKYPEHTOB

After successful completion of the course, students
will be

-understand the basic theoretical concepts of business
competitiveness, classifies the forms and types of
competition

-apply the main methods of collecting information
about competitors, interprets the results

-evaluate the main methods of analyzing the
competitiveness of the business, interprets the results

- possess the skills of basic competitive strategy,
demonstrating the ability to conduct marketing analysis
of competitors

Ilpepexsusummepi / Ipepexeuzumot / Prerequisites

Kazipri mapkeTuHrTik Tangay MapKkeTHHITIK
3epTTeyJep/iH 3aMaHayn TeXHOJIOTUsIIaphI

CoBpeMeHHBI MapKEeTHHIOBBII aHAJIN3,
CoBpeMeHHBIE TEXHOJIOTUN MapKETHHTOBBIX
HCCIIEIOBAHUN

Modern marketing analysis, Modern technologies of
marketing research

Kypcmuiy kpickawa mazmynot / Kpamxoe codepacanue kypca/ Course summary

Byn mnoH 0oCeKeeCTIKTIH YFBIMBI JKOHE JaMy
TapuxblHa OaFbITTaIFaH. bocekenecTik canachiHIarbl
KYKBIKTBIK peTTey. bacekenectep Typansl akmapat
KHUHAY Ko3Jlepl MeH oJlicTepi. beHuMapKuHT YFBIMBI
JKOHE OHBI KOJIZIaHy epekiienikrepi. bacekenectik
cTpaTerusuiap *oHe oJlap/bl iCKe achIpyAbIH aOBICTHI
TOXKipubenepi

JaHHas AUCUUMITIMHA HalleJIeHa Ha

TIOHATUE U UCTOPHUS PA3BUTUS KOHKYPEHIIUU
[IpaBoBoe perynupoBanue B cepe KOHKYPESHIIHH.
Hcrounukn u MeToibl cOopa uHGopMaIyu o
KoHKypeHTax. [lonsTne 6eHuMapKuHTa 1
0COOCHHOCTH ero npuMeHeHus. KoHKypeHTHbIe
CTPaTETHU U YCIICHIHBIC MPAKTUKU UX pCaln3allin

This discipline is focuses on the concept and history of
competition development Legal regulation in the field
of competition. Sources and methods of collecting
information about competitors. The concept of
benchmarking and its application features. Competitive
strategies and successful implementation practices
Features of the analysis of competitors in international
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XanblkapanblK OW3HECTEri OaocekelecTepAl Tauaay
epekienikTepi. busHecTiH 0aocekere KaOUIETTUIITIH
tanmay. Tayapimap MeH KbI3METTepIiH Oocekere
KaOlJIeTTINIriHIH JKaNmbl cuUmarraMacel. Tayapmap
MeH KBI3METTEPIIH Oacekere KaOUIeTTLUIIK
(hakTopIaphI

OcobeHHOCTH aHa3a KOHKYPEHTOB B
MeXyHapOIHOM On3Hece.

AHann3 KOHKYPEHTOCTIOCOOHOCTH On3Heca
OO6mrast XapaKkTepUCTHKA
KOHKYPEHTOCIIOCOOHOCTH TOBapOB M YCIIYT.
@akTOpbl KOHKYPEHTOCIIOCOOHOCTH TOBAapOB H

yemyr

business.

Competitive strategies and successful experience in
their implementation Features of the analysis of
competitors in international business. Business
competitiveness analysis General characteristics of the
competitiveness of goods and services. Factors of
competitiveness of good sand services

bazoapnama scemexuici / Pykosooumens npozpammut/ Programme manager

CetitoBa I'.T. — 3.F.x., mpodeccop

CetitoBa I'.T. — k.3.H., mpocdeccop

Seitova G. T candidate of Economic Sciences,
Professor
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bpeno mapkemunczi/ Bpeno mapxemune/ Brand marketing

Oxy makcamot / Yueonasn yenwv/ Purpose

BpeHmuHT camachIHAAFBl HETI3Ti  KY3BIPETTUTIKTI
JaMbITy, SFHA  MAarucTpaHTTapra  OoJjamiakra
Oocexere KaOiNeTTi >koHE KOpraly KaOimeTTimiri
XKOFapbl OpeHATEepAl KYpyFa, OJapAblH OpHAJIACYBI

MEH UMUDKIH aHBIKTAyFa, dbupManapIsH
MapKEeTUHITIK CTPaTETUsUIAPBbIH  €CKEpe OTBIPHII,
OJIapJIbIH  JlaMyblH  0acKapyFa  KOMEKTECETiH

OpeHATEpHAl KYpy *oHe Oackapy KbI3METiHE KociOm
KO3Kapac KJIBIITACTHIPY

Pa3BuTHe KIIIOYEBBIX KOMIIETEHLIMH B 001aCcTH
OpenawHra, T.€. BBIPAOOTKA y MAarrucTPaHTOB
po(ecCHOHATBHOTO B3MJIA/IA HA JEATSILHOCTD 10
CO3/IaHUI0 W YIPABICHUIO OpEeHIaMH, KOTOPBIN

IIOMOXET WM B OyaymeMm pa3pabaTeiBaTh
KOHKYPEHTHOCIIOCOOHBIE H  OXPaHOCHOCOOHEIE
TOPIrOBBIC MapKu, OMpeaciIATh Hux

MO3ULIMOHUPOBAaHNE M HUMHIK, YIPaBIATH HX
Pa3BUTHEM C yYETOM MapKETEHIOBBIX CTpaTEerwi

Gupm

Development of key competencies in the field of
branding, i.e. development of a professional view of the
activities of creating and managing brands, which will
help them in the future to develop competitive and
protective brands, determine their positioning and
image, manage their development, taking into account
the marketing strategies of firms

Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes

Kypersr  coTTi KelliH  Oiim
alrymbLiap

- Oumy: Ka3ipri 3amMaHFBl HapbIKTapJa opTYpIi
KOMIIAHWMSUIAPIBIH  JKYMBIC icTeyiHiH OW3Hec —

MoJieJTiHAer1 OpeHAMHITIH peli, OpeH ] TypIepi KoHe

asiKTaraHHaH

KOMIIAHUSIHBIH,  OpeHJi TOpTQeNiHAeri  oxapaby
opTypdi penaepi

MEHIepyl  THIC: OpeHA-UMUDKII  MOJEIbICY
TEXHOJIOTHSUIAPBIH  MO3UIUSIIAY KOHE  MEHIepy
TYKBIPBIM/IAMACHIH d3ipIiey

MEHIrepyi THIC: KepceTuireH OuIiMai  3epTrey
YKYMBICBIH/IA KOJIJIAaHY JaFIbIChI

KY3BIPETTi oomy: sxahaHbIK OpTaiarbl

SKOHOMHKAJIBIK areHTTep MEH HapBIKTApJbIH MiHE3-
KYJIKBIH 3KOHOMHKAJIBIK JKOHE CTPATErHSUIBIK Tajaay
QICTEpIH MEHIePY

IMocae ycnenrHoro 3apepuienusi Kypca
o0y4aromuecs OyayT

- 3HaTh: PONM OpeHAWHra B OW3HEC —MOJIENN
(YHKIIMOHUPOBAaHHS PA3IMYHBIX KOMIIAHUHA Ha
COBPEMCHHBIX pPbIHKAaX, THIIOB 6peH,Z[OB n Hux
pa3NUUHBIX poNed B Mapo4yHOM mopTderne
KOMITAaHUU

YMETh: pa3pabaThIBaTh KOHIICTIITUH
MO3UIIMOHUPOBAHUA W BJIAACHUA TEXHOJIOTUAMU
MOJIOJIMPOBAHUS OPIHI-UMHUJIKA

BJIaACTh: HaBbIKaMMU TIPUMCHCHHSA YKa3aHHbBIX
3HaHWH B CCIIEIOBATENILCKON paboTe

OBITh KOMIIETCHTHBIMH. _BJAJICHUEM METOJaMH
SKOHOMHMYECKOTO M CTPaTeTHYECKOro aHaln3a
MOBEACHUSA SKOHOMUYCCKUX ar€¢HTOB U PBIHKOB B
rI00aTBHON cpejie

After successful completion of the course, students
will be

- know: the role of branding in the business model of
the functioning of various companies in modern
markets, the types of brands and their various roles in
the brand portfolio of the company be

able to: develop the concepts of positioning and
ownership of brand image modeling technologies
possess: the skills of applying this knowledge in
research work

be competent: master the methods of economic and
strategic analysis of the behavior of economic agents
and markets in the global environment

Ilpepexeusummepi / Ilpepexsusumut / Prerequisites

TYTBIHYIIBUTAPABIH HPPALMOHAIABI MiHE3-KYJIBIK
Teopuschl, PR TexHonoruscel

Teopust uppallnOHATHLHOTO TTOBEICHUS
notpedureneit, PR texnomornm

Theory of irrational consumer behavior, PR
technologies

Kypcmuiy Kbickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary
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KommepuusiibIK KpI3MeTTeri OpeHAMHITIH pesi MeH

OpHBL.  BpEeHAMHITIH  COILMOJIOTHSIIBIK  JKOHE
MICUXONOTHIIBIK,  acrekTinepi. Tayap TtanOamapeH
Tpa"copmanusay. Kymrri OpeHaTep.

KomnanusiuelH ~ OpeHJ] cascCaThbIHBIH  Ma3MYHBI.
BpenauHrTeTi CTpaTeTHANBIK IIEHIMaep. 3aMaHayn
OpCHIVHT TeXHOJOTHUTaphl. DUpMaHbIH OpEeHAMHTIH
Oackapy

Ponp m Mecto OpeHIMHTa B KOMMEPYECKOWM
JesITeIbHOCTH. Conuonoruueckue u
MICUXOJIOTHYECKHE ACTICKTHI OpeHIuHTA.
Tpanchopmariss ToBapHEIX 3HaKOB. CHIIBHBIC
Openapl. Conmepkanue OpEHIOBOW IOJIUTHUKU
(dbupmel. CTpaTerndeckue pemieHusi B OpeHIUHTE.
CoBpeMeHHBIE TEXHOJIOTHH OpeHauHTA.
VYnpasnenue OpeHIUHTOM GUPMBI

The role and place of branding in commercial activities.
Sociological and psychological aspects of branding.
Transformation of trademarks. Strong brands. The
content of the company's brand policy. Strategic
decisions in branding. Modern branding technologies.
Company branding management

bazoapnama scemexuici / Pykosooumens npozpammet/ Programme manager

Kunkaitnaposa A.A.

| Kunkaiinaposa A.A.

| Zhilkaidarova A. A.
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Typucmik onimoi ycoticeimy / Ilpodeusicenue mypucmckozo npooykma / Promotion of a tourist product

Oxy makcamot / Yueonasn yenwv/ Purpose

Bimim anymieiapaa e3 kociOu KbI3METI canachlHia
3aMaHayH TYXKBIPbIMIaMajIap MEH TEXHOJIOTHsIAPIbI
TOXKiprbeae CoTTi KOJIIaHy YIIiH KaKeTTi
TypOIEepaTop CalachbIHAAFbI OiTiM MEH AaFAbLIapAbl
KaJIBINTaCTBIPY.

QopmupoBaHue y OOyJarommxcs 3HAHWA U
YMEHUHI B obractu TypOneperTHHra,
HEOOXOMUMBIX JJsl  YCHEIIHOTO TMPUMEHEHHUs
COBPEMEHHBIX KOHLENINH U TEXHOJOTHI B cdepe
cBoeH TpodeccHOHANBHOW ACATCIBHOCTH Ha
MIPAKTHUKE.

Formation of students ' knowledge and skills in the field
of tour management, necessary for the successful
application of modern concepts and technologies in the
field of their professional activities in practice.

Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbr  coTTi Keilin  Oiim
aJyumbLIap

- TypOIEpaTOpJIbIK KBI3METTI YHBIMAACTBIPYIBIH
HET13Ti MPUHIUTITEPIH OieTiH 00MambT;

- TYPUCTIK  HUHIYCTPHS  KOCINOPBIHIAPBIHBIH
KBI3METIH YHBIMAACTBIPY OOWBIHINA IIBIFBIHAAPIBI

Oarayaiipl;

asgKTaraHHaH

- TypomepeHTHHT  calachIHAAFbl  AKMAPATTHI
aAyUTOPUSIHBIH ~ ePEKILIENIriH  eCKepe  OTBIPBII,
xabapraManapIbiH opTypi HBICAHJAPBIHA
KOJITAHA]IbI;

- TYPHCTIK KbI3MET KepceTy OaraapiamanapbiH
KYpacThIpy, TYPUCTIK KyKaTTaMaMeH KYMBIC icTey
Ke3iHjie 03 OeTiHIIIe )KYMBIC iCTeY AaFABICHIHBIH
00JTyBI.

IocJie ycnmenmHoro 3apepuieHust Kypca
o0y4aromuecs OyayT

- 3HaTh  OCHOBONOJNATAaOIIUEe  MPHHIUIIBI
OpraHM3aIMU TypOIepPaTOPCKOH AESTEIbHOCTH;

- OUEHHTh  3aTpaThl IO  OpraHU3aluu
JeSITETbHOCTH NPEATPHATHUSL TYPUCTCKOM
UHITyCTPHH;

- npuMeHsATh  uHpopMamuioo B obxactu
TyponepedTnHra B pasnuuHbBIX  (opmax

cOOOLIEHUH ¢ y4eToM ceuu(pUKHI ay TUTOPUH;
- o0majgaTth HaBBIKM CaMOCTOSTEIBHOM pPaboTHI,

NpU  COCTABICHUHM  MPOTPaMM  TYPUCTCKOTO
00CITyKMBaHHMS, paboThI C TYPHUCTCKOM
JOKyMEHTAaIUeH.

After successful completion of the course, students
will be

- know the basic principles of the organization of tour
operator activities;

- estimate the costs of organizing the activities of the
tourism industry enterprise;

- apply information in the field of tour management in
various forms of messages, taking into account the
specifics of the audience;

- have the skills of independent work, when drawing up
tourist service programs, working with tourist
documentation.

Ilpepexsusummepi / Ipepexsuzumot / Prerequisites

Konakyt#t 6uzneci. TyThIHYIIBIIAPABIH
WppanroHaJIbl MiHE3-KYJIBIK TEOPHSCH

lNoctuaMuHEI Ou3HEC. Teopus HppauoOHATHHOTO
MTOBEJICHUS TOTpeOuTeNei

Hotel business. Theory of irrational consumer behavior

Kypcmuiy Kpickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

TyponepaTopiap MEH TypareHTTep TypOoIepaTOP.IbIH
cyobekTiepi petinge. TyporepaTopiapIbH Typiepi
MeH ¢yHKOmsuapbl. TypuCTIK ©HIMHIH  HeTisri
cUIMaTTaManapbl MEH KYpbUIbIMBL. TYpHUCTIK MakKer.
Onbl kypyra ocep ereriH (akropmap. Typucrik
JIECTUHALIMSIHBI TaHAay YIIiH TYPHCTIK pecypcrapisl

Typoneparopel © TypareHTHl Kak CyOBEKTHI
TyponepeTHHTA. Turibet 51 (hyHKIUH
TyporepaTopoB. OCHOBHBIE XapaKTEPUCTHKH H
CTPYKTypa Typrponykra. TypUCTCKUH mHaker.
@akTophl, BIUAIOLIME HA €70 co3anue. M3yuenue
W aHaJIM3 TYPUCTCKHX PECypcoB Juisl BbIOOpa

Tour operators and travel agents as subjects of tour
management. Types and functions of tour operators.
The main characteristics and structure of the tourist
product. Tourist package. Factors that influence its
creation. Study and analysis of tourist resources for
choosing a tourist destination. Tourist planning.
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3epTTey KOHE Tanday. TypHCTIK Kocmapiay.
TyponepeTUHTTETI ~ MapKeTUHITIK  3€pTTeyJep.
Typuctix OHIMII aziprey TEXHOJIOTHSCHI.
barmapnamanblk Typu3M: MOHI, MakcaTTapbl MEH
Mmingertepi. Typucrtik makertiH Oaracel. TypucTik
KbI3METTEP CalachblHbIH MOHI MEH MaHbI3bI. TypHCTIK
eHIMII Tapary okyuenepi. Typomeparop MeH
CEepIKTeCTIK  YHBIMIAp  apachlHAAFbl  IAPTTHIK
KAaThIHACTAPIBIH  TYpJIEpi  MEH  HBICAHAApBHI.
TyponepaTopisIk KbI3METTE CaKTaHIbIPYIbI
YHBIMAACTBIPY. Typoneparopna aKIapaTThIK
TEeXHOJIOTHsUIAp bl Nakiaanany. TypUCTIK KbI3METTEp
carachlHbIH MOHI MEH MaHBI3HI.

TYPUCTCKOU JECTUHALUY. Typucrckoe
IJJaHUPOBAaHHE. MapKeTHHIOBBIE HCCIIEI0BAaHMS B
TyponepeTHHrE. TexHonorust pa3paboTKu
Typrpoaykra. IIporpaMMHBINA TypU3M: CYLIHOCTD,
uenu W 3agadd. lleHa TypuCTCKoro makeTa.
CymHoCTh M 3HAU€HHE KadecTBa TYPUCTCKHUX
ycayr. CucTeMsl pacpoCTpaHEHHS TYPIPOAYKTA.
Buast 1 GopMbl JOTOBOPHBIX OTHOIICHUH MEXKIY
TypoIepaTopoM u MapTHEPCKUMHU
opranuzanusaMu. OpraHuzanus CTpaxoBaHUs B
TypOIEpaTOpPCKOM aesaTenbHocTh. Menons3oBanue
WH(POPMALMOHHBIX TEXHOJIOTHH B
Typoneparopckoi. CylmIHOCTP UM 3HAa4Y€HUE
KAaueCTBa TYPUCTCKUX YCIYT.

Marketing research in tour management. Technology
for the development of tourist products. Program
tourism: the essence, goals and objectives. The price of
a tourist package. The essence and significance of the
quality of tourist services. Tourist product distribution
systems. Types and forms of contractual relations
between the tour operator and partner organizations.
Organization of insurance in tour operator activities.
The use of information technologies in the tour
operator. The essence and significance of the quality of
tourist services.

bazoapnama scemexuici / Pykosooumens npozpammut/ Programme manager

Vrebaesa JK.A.

| Kanka6aena A.E.

| To6bu10B K.T.
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Hvizapmawivinoik scapuama / Kpeamusnasn pexnama / Creative advertising

Oxy makcamot / Yueonasn yenwv/ Purpose

CrynenTrepaid OOMBIHAA op TYPI ASHIeiIer] JKoHe
OarpITTaFbl MAPKETUHTTIK MIHACTTEPI ISy IiH
KpPEaTUBTI TEXHUKAIAPBIHBIH TCOPUSIIBIK KOHE
MTPAKTUKAIBIK HETi3/IepiH KB TACTRIPY

QopMHpOBaHUE y CTYACHTOB TEOPETHYECKHUX U
MIPAKTHYECKUX OCHOB  KPEaTHBHBIX  TEXHUK
pelIeHus MapKeTUHIOBBIX 3a]]ad Pa3HOTO YPOBHS
CJIOKHOCTH U HaIlPaBICHHOCTH.

Formation of students ' theoretical and practical
foundations of creative techniques for solving
marketing problems of different levels of complexity
and orientation

Oxbimy Hamuxceci / Pesynomamot 00yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraraHHaH  Keilin  Olaim
ajIylmbLiap
Ka3ipri CcoTTe KpeaTWBTEri HeTi3ri YpIicTepi;
KPEaTHBTIK 137CyAiH oJiCHaMachl MEH HETI3rl
TOCUIAEpiH; KpeaTHBTIK IIEHIMICPAl ipiKTeyIiH
epeKIIeNmiKTepiH Oineni;

- cypaHbIc OOMBIHINA KPEaTHBTI MEMiMAEPIi TYCiHY;
KpEaTuBTI i3/1ey MPOLECiH YHBIMIACTHIPY; KPEeaTHBTI
MM/ TaHBICTHIPAIHI,

- MEHTepy: MapKeTHHITE KPEaTUBTI MIeMIiM Taby
YIIiH 0a3abIK TEOPHSUTBIK O171IM JKOHE MPAKTUKAIBIK

JaF IbIIap.

ITocJie ycnemHoro 3apepiieHus Kypca
o0yuyarouquecst OyayT

- 3HaTh OCHOBHBIC TCHICHIIMM B KpeaTHBE Ha
JaHHbIX MOMCHT, MCTOJOJOTHMKO H OCHOBHBIC
MpUEMBbl KpPEaTUBHOTO TOUCKA; 0COOEHHOCTH
0TOOpa KPEeaTUBHBIX PEIICHUH;

- INOHUMAaThb KPCATHUBHBIC PCUICHHA I10 3aIpocCy,
OpPTaHU30BHIBATH MPOILECC KPEaTHBHOTO MOWCKA;
MPE3eHTOBaTh KPEaTHBHOE PELICHUE;

- BJIa/IeTh: 0A30BBIMU TEOPETUYECKUMHU 3HAHHSAMH
u MPaKTUIECCKUMU HaBbIKaMH JJIsA IIOHUCKa
KPEaTHBHOTO PEIICHUS B MAPKETUHT

After successful completion of the course, students
will be

- know the main trends in creativity at the moment; the
methodology and basic techniques of creative search;
features of the selection of creative solutions;

- understand creative solutions on request; organize the
process of creative search; present a creative solution;

- possess: basic theoretical knowledge and practical
skills to find a creative solution in marketing

Ilpepexsusummepi / Ipepexeuzumot / Prerequisites

TyThIHYIIBUTAPABIH HPPALMOHAIIBI MiHE3-KYJIBIK
teopusicel, PR TexHonoruscel

Teopust uppalnOHaILHOTO TOBEEHUS
notpebureneir, PR Texnonoruu

Theory of irrational consumer behavior, PR
technologies

Kypcmuiy Kpickawa mazmynwt / Kpamkoe codepacanue Kypca/ Course summary

MapkeTHHr  MIHAETTEpiHIH  Kypallbl  peTiHIe
MIBIFapMaibuiblK.  LIIbIFapMambUIBIKTEIH, ~ HET13T1
ozicTepi MeH anicTepi. MapkeTHHr Hemece OHM3HeC
CTpaTerusiChIHaFbl MIbIFapMaIlblIbIK. HeWMUHT TieH

MOTIiHAEpAET] MIBIFAPMAIITBUTBIK, Jln3aliHIare!
MIBIFAPMAIIBLTBIK. Tmki KOMMYHHKAIIUSIAFbl
LIBIFApMAIIBUIBIK. Digital-musirapMansbuibIK,.

>KapHaMaIII)IK KaMITaHUAAarbl IIbIFapMallblJIbIK.

KpeatuB kak MHCTpYMEHT MapKETHHIOBBIX 3a]1ad.
OCHOBHbIE TEXHWKH W TIpUEMBl KpeaTHBa.
Kpeatus B  MapkeTMHroBOoW wiau  OU3HEC-
ctparernd. KpeaTuB B HeWMHMHIe U TeEKCTax.
Kpeatus B nusaitHe. KpeatnB BO BHyTpeHHeH
komMmyHuKanuu. Digital-kpeatuB. Kpeatu B
pEeKIaMHON KaMIIaHWH.

Creative as a tool for marketing tasks. Basic techniques
and techniques of creativity. Creative in a marketing or
business strategy. Creative in naming and texts.
Creativity in  design. Creativity in internal
communication. Digital-creative. Creative in an
advertising campaign.

Ilonnin epexwenikmepi / Ocovennocmu oucyunaunvl/ Course features

BinmimM anymiputap MapKeTHHITETi ©3€KTi KpeaTHBTI | OOyuvarommuecsi 3HAKOMSTCS  C

akTyansHbIME | Students get acquainted with the current creative
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HICHIIMICPMEH TaHBICAJbl, KpPEaTWUBTI INENIMICp | KpEeaTHBHBIMH  pEIICHHsSMH B MapkeruHre, | solutions in marketing, acquire the skills to search for
i371ey KOHE KPEaTHBTI IIEIIiM/Iep i3/1ey HOTHKENepiH | IpHOOpeTaroT HaBBIKM  IOMCKA KpeaTHBHBIX | Creative solutions and present the results of the search
YCBIHY JaFIbUTapbIH MEHTEPEI. pelIeHuit 1 TpeaCcTaBiIeHusT pe3ysibTaToB moucka | for creative solutions.

KpEaTUBHBIX PEIICHUH.

bazoapnama scemexuici / Pykosooumens npozpammet/ Programme manager

Vrebaena XK.A. | Kanka6aena A.E. | To6bu10B K.T.
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Kaszipei scapuamanvik ousznec / Cospemennutil pexnamunstii ousnec / Modern advertising business

Oxy makcamot / Yueonasn yenwv/ Purpose

0oCeKeNeCTIK oHe Ka3ipri Ke3eH Ier1 jkapHaMa

HapBIFBIHBIH KYPJICICHYI JKaFIaibIH/Ia )KapHaMa
KOMITAHUSICBIH OacKapyIarbl MIbIFAPMAIIBUIBIK ,
KpPEaTUBTIK OWJIaybl KAIBIITACTHIPY

(hopMupoBaHHE KpPEATUBHOTO MBIIUICHUS 10
YOpPaBIEHUIO PEKJIaMHBIM  IPEANpHSITHEM B
YCIOBUSX POCTa KOHKYPEHIIMM U YCIOXHEHUS
PEKJIaMHOTO PHIHKA Ha COBPEMEHHOM 3Tarle.

the formation of creative thinking in managing an
advertising company in the face of growing competition
and the complication of the advertising market at the
present stage

Oxbimy Hamuxceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbr  coTTi Keilin  Oiim
aJymsLIap

- JKapHamMa KOMMAHMSCBIHBIH THIMIUIITH apTThIPY
KOHE  JKapHamMa  HAapbIFbIHAA  CTPATETHSIIBIK
MakcaTTapra JKeTy YIIIH 3amMaHayd Oackapy
TEXHOJIOTHSIIAPBIH O1TyEeTiH KOHE TYCIHETIH 00aIbl;
- KITMEHTTEPAl TapTy KOHE CAKTay TEXHOJIOTHSIapbIH

KOJIaHa/Ibl;

asgKTaraHHaH

- JKapHaMalblK  KOMITAHUSHBIH  CTPaTErHsUTBIK
MakcarTapra JXeTy NepCleKTUBAIAPBIH OaraiaiIbl;
- OJKapHaMaJblK  KOCIMMOPBIHJA  KOMMEPIIHSIIBIK

KETICTIKKE KEeTy YIIIH JjXKaHama ICKepiiK oiiay
JIaFIbUTaphIHA Ue OOJaIbL.

IMocne  ycmemHoro
o0yvarouuecsi OyaIyT
- yOpaBJIeHYEeCKHE TEXHOJOTHUHU JJSl TOBBILICHUS
3G (HEeKTUBHOCTH  JEATCIBLHOCTH  PEKJIAMHOTO
MPENNpUSITHS W JTOCTIKEHHIO CTPATETHYeCKUX
LieJIed Ha PEKJIaMHOM PBIHKE;

- TNPUMEHHUTh TEXHOJOTHH
yAepKaHHUS 3aKa39HKOB;

- OICHHWBATH  TEPCIEKTUBY
PEKIIaMHOTO  MPEANPHUSTHS  T10
CTpaTEerMYecKuX IeeH;

- o0jamaTe HaBBIKAMHU JIATEPAILHOTO OW3HEC-
MBILIUICHUST U1l JIOCTM)KEHHsI KOMMEPUYECKOTO
ycIiexa peKJIaMHOTO TPEATPHSTHSL.

3aBepUIeHHs1  Kypca

MMPpUBJICUCHUA U

ACATCIIBHOCTHU
JOCTHUXKCHUIO

After successful completion of the course, students
will be

know and understand modern management
technologies to improve the efficiency of the
advertising company and achieve strategic goals in the
advertising market;

- apply technologies for attracting and
customers;

assess the prospects for the activities of an advertising
company to achieve strategic goals;

- have the skills of lateral business thinking to achieve
the commercial success of an advertising venture.

retaining

Ipepexeusummepi / [lpepexsuszumut / Prerequisites

Kazipri mapkeTuHrTiK Tanjaay, MapKeTHHITIK
CTpaTerusuiap

CoBpeMeHHbI MapKeTHHTOBBIN aHAU3,
MapKeTHHIOBBIE CTPATETUU

Modern marketing analysis, Marketing strategies

Kypcmuiy Kickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Byn mom kasipri 3amaHfbl HapbIK JKarnalbIHIA
JKapHamMa KOMITAHWSICHIH YHBIMIACTBIPYABIH KOHE

OackapylIblH  OpTYpJl  acHekTiiepi,  kapHama
KOMITAHUSICHIHBIH KOMMEPIIUSITBIK KBI3METIH
JKOCIapiiay, JKapHaMaliblK KbI3METTEpIl IKy3ere

acplpy OOWBIHINA KY3BIPETTIIK OULTIMIH JaMBITyFa
OarbiTTaFad.JKapHamasblK ~ KOMIAHMSAJAFbl  cama

I[aHHa}I AUCHUIIJIMHA HalCJICHa Ha pa3BUTUC

KOMIICTCHIINHA S3HaHUCPA3JINIHBIX aCIICKTOB
opraHusanuu n YHpaBJICHUA PEKIIaMHBIM
OpeaAnpuiATHEM B COBPCMCHHBIX  PBIHOYHBIX
YCIOBUAX, IIJIAaHUPOBAHUA KOMMCp‘ICCKOﬁ
JCATCIIBHOCTHU PEKIIaMHOTO MIpEaANpuATHA,

pcain3alv pCKIIAMHBIX YCJIYT.

This discipline is focuses on the developing
competence knowledge of various aspects of organizing
and managing an advertising company in modern
market conditions, planning the commercial activities
of an advertising company, and implementing
advertising services

Documenting work with a client in the framework of
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MeHeI[)KMCHTi HICH6CpiH[[C KIIMCHTICH KYKaTTapAbl

pacimzey.
XKapuamanbik KOMITAHHUSTHBI Oackapyaarbt
MapKETHHTTIK TYKbIpbIMIaMatap. Kapuama

KOMITAHUSICBIHBIH KbI3METIH KOCIapJay.
Kaprama KOMITaHHUSACHIHBIH KBI3METIH TaJIAay.

,):[OKYMGHTI/IpOBaHI/Ie pa6OTLI C KIHUCHTOM B
paMKax YHpaBJICHUA KAa4YC€CTBOM Ha PCKIIaMHOM

MIPEAMIPHSTHU.
Konnenmmu  mMapkeTmHra B YIpPaBICHHH
peKiiaMHBIM  mpeanpusthueMm. IlnanupoBaHue

JEeSATENFHOCTH PEKIIAMHOTO TIPEIPUATHSI.
AHanm3 IeATENbHOCTH PEKJIAMHOTO MTPEIPHUSATHSI.

quality management in an advertising company.
Marketing concepts in the management of an
advertising company. Planning the activities of an
advertising company.

Analysis of the activities of the advertising company.

bazoaprama scemexuici / Pykosooumens npozpammut/ Programme manager

CetitoBa I'.T. — 3.F.x., mpodeccop

CeiitoBa I'.T. — k.3.H., mpodeccop

Seitova G. T candidate of Economic Sciences,
Professor
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Xanvikapanvik mapxkemunz/ Mexcoynapoonwtii mapkemunz/ International marketing

Oxy makcamot / Yueonasn yenwv/ Purpose

MarucTtpaHTTapaa XaabIKapalblK MAPKETHHTTIH IITKi
MEHEDKMEHT TYKBIPBIMIIAMAChl XKOHE YWBIMHBIH, €H
IJBIMEH, LICTENIIKTEPAIH  axbIpaMac IKyieci
PETiHETi HAKTHI TYCIHIKTEPIH KaJIBIITACTBIPY
KOCIMMOPBIHHBIH, ~ Tayapilap MeH  KbI3METTepIiH
9KCHOPTHI MEH HUMIIOPTBHIH, COHAAH-aK CBHIPTKBI
HapBIKTApJaFbl OHAIPICTIK KBI3METIH YHBIMIACTBIPY
MoceNeNiepiH  menryre  OaFbITTalFaH  CBIPTKBI
SKOHOMMKAJIBIK JKQHE KACIIIKEPIIiK KbI3MET;

OJIApJIbIH XaJIBIKApAIbIK (UpMagap MEH MIeTEIiK
KBI3METIICH aiHaJIbICATBIH YHBIMAAPAAFhl  KeJlecl
AKYMBICBIHAA COTTI KoJIJaHa ayaThIHAAN
MPaKTUKANBIK ~ KY3BIPETTEp MEH  JIaFJbUIapIibl
MEHTepYy.

hopmupoBanue y OOyJarommuxcsi HYeTKOTO
MPEJCTABICHUSI O MEXIYHAPOJIHOM MapKETHHTE
KaK 0 KOHIICTIIIUN BHYTPU(DUPMEHHOTO
YIpaBJICHHUS U IEJIOCTHON CUCTEME OpraHU3aIui,

MIPEK/Ie BCEro 3apyO0ekHOM

BHEIIHEAKOHOMUYECKON U NpeANpUHUMATEIbCKON
JESITENbHOCTY, HAIIPaBJICHHON Ha pElIeHUe 3a1ad

(¢upMBl O OpraHM3alMM 3KCIIOpTa M HMIOpTa

TOBapOB M YCIYI, a TaKkKe IMPOU3BOJICTBEHHOU
JCATCIIBHOCTHU Ha BHCUIHUX PBIHKAX,
MpUOOPETEHUIO MU MTPAKTUIECKUX KOMIETECHIMN
W HaBBIKOB M TOr0, 4YTOOBI OHH CMOIJIU
YCIEIIHO IIPUMEHATh UX B CBOEH IMOCIERYIOLIEH

pabore B MEXIyHapoAHBIX  Qupmax

nu

OpraHu3alMsAX, 3aHUMAIOLUIMXCS  3apyOeKHOH

JACATCIIBHOCTBIO.

formation in students of a clear idea of international
marketing as a concept of in-house management and an
integral system of organization, primarily foreign
foreign economic and entrepreneurial activities aimed at
solving the problems of the company in organizing the
export and import of goods and services, as well as
production activities in foreign markets, their
acquisition of practical competencies and skills so that
they can successfully apply them in their subsequent
work in international firms and organizations engaged
in foreign activities

Oxvumy namuiceci / Pezyniomamot o6yuenus / Learning

outcomes

Kyperbl  ¢dTTi  asikTaraHHaH  KelliH  Oinim
ajxymbLiap

-[IeTeNn MEMJIEKETTEPiHIH MAapKETUHITIK OPTAaChIHBIH
MOJICHH JKoHe 0acka Ja  epeKIIeNiKTepiHiH
MaHBI3JBUIBIFBIH ~ TYCIHY JKOHE ONapabl  THICTI
MapKETHHITIK KBI3METTI azipiiey Ke3iHze,
XaJBIKAPAITBIK 9KOHOMHUKAJIBIK KBI3METTIH
TUIMJIUTITIH KaMTaMachl3 €Ty MaKCaThIHIA CHIPTKBI
cayJa KeJiCCe3JepiH KYprizy Kes3iHAe ecelke aja
OleTid Goampl;

- CBHIPTKBl 3KOHOMHKAIIBIK JKOHE XaJBIKAPaJIbIK
9KOHOMHUKAJIBIK KbI3METTI YHBIMIACTRIPYAaFbl HETI3r
KHMBIHIBIKTAP/Ibl aHBIKTAY, OJIAPJIbI KeHE Olei;

- Tayap/AbIH oHe (PUPMaHBIH CHIPTKBI HAPBIKKA CHY1
MEH  JIaMybIHJAaFbl  OOCEKENIeCTIK  KarJaibiH

IMocie  ycmemnoro  3aBepuieHHsl  Kypca

o0yyaromuecs OyayT

- MOHMMaTh BAXHOCTh KYIbTYPHBIX M JPYTHX
ocoOeHHOCTeH MapKEeTUHTOBOM cpensl
3apyOeKHBIX CTpaH M yMETh YYUTHIBATh WX MpPHU
pa3paboTKe COOTBETCTBYIONIMX MapKETHHTOBBIX
MEpOTIPUSTHH, npu MPOBEACHUH
BHEIIHETOPIOBBIX ~ IMEPErOBOPOB B IIEJIAX
obecriedeHus: APPEKTHBHOCTH MEXKIYHAPOTHON

SKOHOMHUYECKOU JCATCIIBPHOCTH,

- BBIABJIATH OCHOBHBIC TPYAHOCTH npu

opraHusanuu BHEITHEOKOHOMHYISCKOM

n

MEXIYHapOJHON SKOHOMHUYECKON NEsITENbHOCTH,

YMETBh UX NPCOJ0JICBATD,
- YMCTb pa3pa6aTLIBaTB CTPATCTUICCKUC

)54

After successful completion of the course, students
will be

- understand the importance of cultural and other
features of the marketing environment of foreign
countries and be able to take them into account when
developing appropriate marketing activities, when
conducting foreign trade negotiations in order to ensure
the effectiveness of international economic activity;

- to identify the main difficulties in the organization of
foreign economic and international economic activity,
to be able to overcome them;

- to be able to develop strategic and tactical measures to
improve the competitive position of the product and the
firm in the penetration and development of foreign
markets;
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KaKCapTy VIIIH CTPaTEeTHSUIBIK JKOHE TaKTHKAaJIbIK
mapanxapasl 93ipiei Oineni;

- Kazakcran PecrryOnkachIHBIH CBIPTKBI
DKOHOMHUKAJIBIK ~ OailaHBICTApBIH ~ MEMJICKETTIK
peTTey KoHe JaMBITYFa KopAeMAecCY KYHECiH, OHbIH
KYKBIKTBIK ~HETI3NIEPiHIH epeKIIeIiKTepiH, KeIeH
KYHWECiH, BaNIOTANBIK OaKpUlaymbl JkoHE T.0.
TYCIHAIpY;

- XanplKapaliblK MAapKeTHHTTIK JKocmapiap MeH
XaJIBIKAPAJIBIK JKapHaMaJbIK HayKaHAapIblH
JKOCIIapapbIH Kacaibl XKOHE OPbIHAANIBI;

- XaJIbIKapaJjiblK MAapKETHUHITEC TayapJibIK, 6aFaIH)IK,
MapKETUHITIK KOHE KOMMYHHKALIUSUIBIK
TEXHOJIOTHSUIAPABIH OPTYPJIi TYPJIEPIH Tanjay >KoHe
onapApl  XaJbIKapalblK  ToxipuOenme  OapblHIIA
OHTAMNIIBI 9cepMeH KoJjiaHa OijieTiH Ooabl.

TaKTUYECKUE MEphl IMOBBLIIICHUS KOHKYPEHTHOMH
MO3UIMY TOBapa U (GUPMBI IIPH MPOHUKHOBESHUY H
OCBOEHHUH PBIHKOB 3apYOEKHBIX CTPaH;

- OOBSICHATH CHUCTEMY TOCYAapCTBEHHOTO
peryinupoBaHUsl U CONEUCTBUS  Pa3BUTHUIO
BHEIIHEOKOHOMUYeCcKuX cBs3eil PK, ocobennoct
e€ TmpaBoBOM 0a3bl, TaMOXXCHHOW CHCTEMEI,
BaJIIOTHOT'O KOHTPOJIS | JIp,

- COCTAaBJIATH W HUCIIOJIHATH MC)KI[YHaPOZ[HLIG
MapKeTHHTOBbIE ITUTAHBI W IUIaHBI TMPOBEACHUS
MEXIYHAPOAHBIX PEKIIAMHBIX KaMIIaHUM,

-aHaJIU3UPOBATh pasHooOpa3Hble  BHJBI
TOBapHBIX, LICHOBBIX, COBITOBBIX U
KOMMYHHKAIOHHBIX TEXHOJIOTHH B
MEXAyHapOIHOM MapKeTHHIe U yMeTb

NPUMEHSTh MX B MEXKIYHAPOIHOW IIPAKTHUKE C
MaKCHMaJIbHO ONTUMAIEHBIM 3P (HEKTOM.

-explain the system of state regulation and promotion of
the development of foreign economic relations of the
Republic of Kazakhstan, the features of its legal
framework, customs system, currency control, etc.,

- draw up and execute international marketing plans and
plans for international advertising campaigns,

- analyze various types of commodity, pricing,
marketing and communication technologies in
international marketing and be able to apply them in
international practice with the most optimal effect

Ilpepexeusummepi / llpepexeuzumut / Prerequisites

MapKeTHHITIK 3epTTeyaepIiy 3amanayn | CoBpeMeHHble  TexHojormn  MapketunroBbix | Modern technologies of marketing research, Digital
TEXHOJIOTHSIIAPHI Digital MapKeTHHT | HCCIIeI0BaHUM, Digital mapketunr | Marketing

Kypcmoin kvickawma mazmynst / Kpamkoe codepacanue kypca/ Course summary
IToH «xajbIKapaJiblK MapKETHHI» YFBIMIApPBIHGIH | JIUCIMIUIMHA pacKpbiBaeT conepskanue mousTuii | The discipline reveals the content of the concepts of

Ma3MYHBIH, OHBIH €PEKIICIIKTepiH, COHBIMEH Karap
MapKETUHITIK TOCUIIIH epeKIIeNiKTePiH allabl.
KOCIIMOPBIHHBIH HEMECe YHBIMHBIH XaJIbIKapaJiblK
neHreiaeri 6ackapy KbI3METi, 9JeMJIIK HapBIKTaFbl
KOMITAaHUSHBIH ~ OOCEKEJIeCTIK  JKarjailblHa — acep
eTYIIH 3aMaHayd MAapKETHHITIK MEXaHH3MIiHIH
TEOPHsIChl MEH TaXipuOeci
XanplKapanblK ~ MapKETHHT

CBhIPTKBI HAPBIKTBIK

“MeXIyHapOIHbII MapKEeTHHT, ero
0COOEHHOCTH, a TaKxke cnenupuKy
MapKeTHHTOBOTO TTOX0/A B

yIpaBICHUECKOW JIeSTeTbHOCTH (PUPMBI WK
OpraHM3allid Ha  MEXIYHapoOAHOM  YpOBHE,
TEOPHIO0 u MIPAKTHUKY COBPEMEHHOTO
MapKeTHHIOBOIO MEXaHHM3Ma BO3JCHCTBHS Ha
KOHKYPEHTHBIE TO3UIMKA (UPMBI Ha MHPOBBIX

"international marketing", its features, as well as the
specifics of the marketing approach in

management activities of a firm or organization at the
international level, the theory and practice of a modern
marketing mechanism for influencing the competitive
position of a firm in world markets. International
marketing is considered as a type of marketing
management concept aimed at studying the foreign

OpPTaHBI, OJIEMJIIK HAPBIKTAPJBIH EPEKINeNiKTepiH | phIHKaX. MesKayHapOHbIH mapketrunr | market environment, the characteristics of world
’KOHE LIETEIIIK TYTHIHYIIBUIAPBIH KOKETTUIIKTEpiH | paccMaTpuBaeTcss Kak — Bu — MapkeruHroBoit | markets and the needs of foreign consumers in order to
OeiliMaey apKpUIbl KaHAraTTaHIbIPY MakcaThIHIA | KOHLENIMK  yIpaBJieHUs, HanpasieHHoW Ha | satisfy them through adaptation.
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3eprTeyre OaFbITTalFaH MapKeTUHITI  Oackapy
TY>KBIPbIM/IaMaChIHbIH oip TYpi perinzae
KapacThIPBUIA/IBL.

olap VIIIH OHIIPINTeH Tayapiap MeH KbI3METTep,
COHali-aK onapJbl Colikec xobanay MakcaThIHAA
XaJIBIKAPAJIBIK MapKETUHITIK CTpPaTErHsUIBIK
OarmapiramMajap HeTi3iHae o3ipJIeHTeH
KOCIIOPBIHHBIH J]aMy OarbIThI.

Byn monme wierenmik omicTeMere YJIKEH OpPbIH
Oepinrexn

MapKeTUHITIK 3epTTeyJiep JXOHE 6©HIM MeH Oara
casicaThblH, CasiICaThIH OHTAMIAHIBIPY

OTKI3y IKENICIH KaJbIITAacThIpy, KapHama JKoHe
OTKI3y/li BIHTANAHBIPY KYpalIapblH 93ipiey
CBIPTKBI HapbIKTAp, COHAal-aK KeKellereH eNepAiH,
atan antkanga AKII, I'epmanus xone JKamonwus,
KpITait MapKeTHHTIHIH epeKIIeniKTepi.

M3Y4YCHUE  3apyOCKHOW  PHIHOYHOH  Cpelbl,
OCOOCHHOCTEY MHPOBBIX PBIHKOB U 3alpoCOB
WHOCTPAHHBIX TOTpeOHWTENeH ¢ TEeIhl0 WX
YIOBJIETBOPEHUS IIyTEM aJanTaluu

K HUM MPOU3BOJUMBIX TOBAPOB U YCIYT, a TaKKE
C LENbI0 UX KOHCTPYUPOBAHUS COTJIACHO
pa3zpabaTeiBaéMbIM Ha OCHOBE MEXKITyHAPOHBIX
MAapKETHUHTOBBIX IIPOTPAMM CTPATETUUECKUM
HaIPaBJICHUSAM Pa3BUTHS (PUPMBI.

Bonpmioe Mecto B JaHHOM  JUCLMIUIUHE
OTBOIUTCS METOJIOJIOTUH 3apy0eHKHBIX
MAapKETHHTOBBIX MCCICAOBAHMM W ONTHMH3AIIUU
TOBapHOU U LEHOBOU MONUTHUKH, OTUTUKU
(dopmupoBaHusi  COBITOBOM  CETH, pa3BUTHUSA
pEKIaMbl ¥ CPEJICTB CTUMYJIMPOBAHUS COBITA Ha
BHEIIHUX pBIHKAX, a TaKke OCOOCHHOCTIM
MAapKETHHra OTIEIbHBIX CTPaH, B YaCTHOCTHU
CHIA, I'epmanuu n Anonnn, Kurast.

goods and services produced to them, as well as for the
purpose of designing them in accordance with
developed on the basis of international marketing
programs strategic

direction of the company's development

A large place in this discipline is given to the
methodology of foreign

marketing research and optimization of product and
pricing policy, policy

formation of a sales network, development of
advertising and sales promotion tools for

foreign markets, as well as the peculiarities of
marketing of individual countries, in particular the
USA, Germany and Japan, China.

bazoaprama ncemexuici / Pykosooumens npozpammut/ Programme manager

CeiiroBa I'.T. —3.r.x., mpodeccop

CeiitoBa I'.T. — k.3.H., mpodeccop

Seitova G. T
Professor

candidate of Economic Sciences,
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Kommynuxkayuanvix meneoyncmenm / Kommynukayuonnotii. meneoncmenm/ Communications management

Oxy makcamot / Yueonasn yenv/ Purpose

MarucTpaHTTapAbl  JKOCmapiay, Oackapy IKoHe
Oakpiray OoifpIHIIA TemIiM KaObUTmay Ke3iH7e
MEHeIKepre Ka)XeTTi KOMMYHHKALUSUTBIK

MEHE/DKMEHTTIH TEOPHUSUIBIK KOHE MPAKTHKAJIBIK
ACTEKTiIepiMeH TaHBICTBIPY

O3HAaKOMHTH MAarvuCTPaHTOB C TEOPETUIECKUMH U
MIPAKTHYECKUMH ACTIEKTaMH KOMMYHHKAITHIOHHOTO
MEHE/PKMEHTa HEOOXOJUMBIMU MEHEDKEPY TpH
NPUHATAU  PEHICHWH 1[0  IUIAHUPOBAHUIO,
YIPaBIEHUIO H KOHTPOJIO

to familiarize undergraduates with the theoretical and
practical aspects of communication management
necessary for a manager when making decisions on
planning, management and control

Oxbimy Hamuxceci / Pesynomamot 00yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraFaHHaH  Keiiin  Olrim
anymbLiap
- Oury: y#BIMAAFrbl THIMJII KOMMYHHUKAIUSIIBIK

MponecTi YHBIMAACTBIPY TMPHHIUNTEPi; KOFaMMEH
OaiflaHpIC TPOLECIHIH MOHI MEH TEXHOJIOTHSACHL,

KOMMYHUKAITUSUTBIK MEHEHKMEHTTIH, HET13r1
(GyHKIUSIIAPEL.

MEHrepyl  Kepek:  VHBIMIArbl ~ KOMMYHHKAIUS
MPOIIECiH YHBIMAACTBIPY XKOHE 0acKapy.

MEHrepyl THIC: KbI3METTIH TYpii canajapblHjia
THIMJI ~ KOMMYHHKAIMSUIAPJBl  Ky3ere  aceipy
JIaFbLIAPEI.

KY3BIPETTI oomny: KOPIIOPAaTHUBTIK

KOMMYHHKAaIUSIIApIbl 0acKapyabl YHBIMIACTHIpY/IA.

IocJie ycnmenmHoro 3apepuieHust Kypca
o0yuyarouquecst OyayT

- 3HATh: IPUHIUIBI opraHu3anuu 3¢dekTuBHOrO
KOMMYHHKAIIMOHHOTO Tpollecca B OpTraHU3allly;
CYIIHOCTh M TEXHOJIOTHIO TIpoIlecca CBsi3ei C
O0OIIECTBEHHOCTBIO; OCHOBHBIC (byHKIUU
KOMMYHHKAIIMOHHOTO MEHEIKMEHTA.

YMeTb: OpraHW30BaTh M YIPABIATH IPOLECCOM
KOMMYHHKAIIUH B OpraHU3aIUH.

BIIAJICTh! HaBBIKAMH OCYILIECTBIICHHS
9(Q(EKTUBHBIX KOMMYHHKAIUi B Pa3IHMYHBIX
cdepax IesaTeTbHOCTH.

ObBITh ~ KOMIICTEHTHBIMH: B  OpraHU3aluu
yIpaBiieHHS KOPIOPATUBHBIMI KOMMYHHKAIIUSIMH

After successful completion of the course, students
will be

- know: the principles of organizing an effective
communication process in the organization; the essence
and technology of the public relations process; the main
functions of communication management.

be able to: organize and manage the communication
process in the organization.

possess: the skills of effective communication in
various fields of activity.

be competent: in the organization of corporate
communications management

Ilpepexsuzummepi / Ilpepexeuzumut / Prerequisites

PR TexHomorusicel

PR TexHomorun

| PR technologies

Kypcmuiy kpickawa mazmynot / Kpamxoe codepacanue kypca/ Course summary

Kypc marucrpanTTap/isl sxocnapiay, 0ackapy koHe
Oakpiray OoibIHIIA TeHIiM  KaObUIAay Ke3iHJe
MEHEDKepTre KaXKeTT1 KOMMYHHKAIHSUITBIK
MEHE/DKMEHTTIH TEOPHUSIBIK KOHE IPAKTHKAJIBIK
ACMeKTIepIMeH TaHBICTBIPAAbl. [[oH  YHBIMIAFBI
THIMJII KOMMYHUKAITUSITBIK TPOIECTI YHBIMIACTBIPY
MPUHLIMIITEPIH; KOFAaMMEH OaiJlaHbIC MPOLECIHIH
MOHI MEH TEXHOJOIHMSChIH, KOMMYHHKAIMSIBIK

Kype 03HAKOMHUT MarvcTpPaHToOB c
TEOPETUUECKUMH U MPAKTHYECKUMHU aCHEKTaMH
KOMMYHHKAIIHOHHOT O MEHEIKMEHTA
HEOOXOMUMBIMH  MEHEKEPY TpU TMPUHITHH
pelIeHni 1O IUTAHUPOBAHUIO, YIPABICHUIO MU
KOHTpoN0. JIMCIMIUIMHA TIO3BOJISIET H3YYHUTh
MIPUHLUIIBI OpraHu3aluu a¢pdexTrBHOTO
KOMMYHHKAIIMOHHOTO TIPOIIECCAa B OpPTaHM3AIHM;

The course introduces undergraduates to the theoretical
and practical aspects of communication management
necessary for a manager when making decisions on
planning, management and control. The discipline
allows you to study the principles of organizing an
effective communication process in an organization; the
essence and technology of the public relations process;
the main functions of the communication manager.
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MEHEDKMEHTTIH Heri3ri (yHKUMSIapbhIH 3epTTeyre
MYMKIiHJiK Oepezi.

CYIIHOCTb M TEXHOJOTHIO IIpollecca CBS3CH C
OOIECTBEHHOCTBIO; OCHOBHBIE ¢byHKIUU
KOMMYHHMKAaIIMOHHOTO MEHEIKMEHTA.

bazoaprama ncemexuici / Pykosooumenv npozpammut/ Programme manager

Cetitoa I'.T. — 3.F.x., Tpodeccop

Ceiitoa I'.T. — k.3.H., mpocdeccop

Seitova G. T candidate of Economic Sciences,
Professor
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