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Kipicne

OJIEKTUBTI TIOHJEP KaTaJloTbl OKBITYJBIH KPEAUTTIK JKyheci OoMbIHIIA
KYPacCThIPbIJIaAbl. OJIEKTUBTI TIOHJEP KaTajJoTbl JKYMEJIICHreH TaHaay OoMbIHIIA
TIOHJIEP TI31MiH YKOHE OJIap IbIH KbICKA CHUIIaTTaMacChlH KapacThIPaIbl.

MaructpaHT MaMaHJBIKTapJIbIH MIHJETTI KOMIIOHEHT/>KOFaphl OKY OpPHBI
KOMITOHEHTIHIH  MOHACPIH MEHIepPYMEH KaTap, YCHIHBUIBIIT OTBIPFaH TaHAAy
OOWBIHIIIA TTIOHIEP/I1 TAHIAIT aTyhI THIC.

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

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

BBenenue

[Ipn kpenuTHONW TEXHOJOTMU OOyueHus pa3pabaTbiBaeTCsl  KaTajor
AJIEKTUBHBIX JUCIUIUIMH, KOTOPBIM MpEeACTaBIsIeT COOOW CHCTeMaTU3UPOBAHHBIM
NepeyeHb AUCUUIUIMH KOMIIOHEHTA IO BBIOOPY U COAEPIKUT KPATKOE UX OIHCAHHUE.

Hapsiay ¢ n3yyeHuneM AMCHMIUIMH 00S3aTENbHOTO / By30BCKOIO KOMIIOHEHTA,
MAarucTpaHT JOJKEH BbIOPATh JIsl U3yUYEHHUSI IUCUUIIIMHBI KOMIIOHEHTA 110 BBIOODY.

KoHcynbranuu no BeIOOPY 3JIEKTUBHBIX JUCHUIUIMH JIaeT 3/Baiizep. Bmecte ¢
HUM MarvcTpaHT 3aroiHsIeT GopMy 3alucH HAa JUCHUIUIMHBI 1 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 00iibIHIIA JJIEKTUBTI MIHAEpai OoJry /
PacnpenesieHue 3JIeKTUBHBIX JMCIUILUIMH 0 ceMecTpam /
Distribution of elective courses by semester

Kpenutrep | Akxagemus

CaHBbI / JIBIK
Kon-Bo Ke3eH/
[Tonnin aTaysl / HaumenoBanue nucrumiuabl / The name of the discipline KpPEIUTOB/ Axkan

Number of nepuo/
credits Academic
period

Kasipri menemxment / CoBpeMeHHBIN MeHeDKMEHT / Modern management

YibIMIaFbl OacIIBUIBIK )KOHE KOOacIbLUIbIK/ PYKOBOACTBO U JIMJIEPCTBO B ) 1
opranmzanuu/ Management and leadership in the organization

3amMaHayu MapKEeTHUHITIK TaJIay/IbIH HHHOBAIMSUIBIK TOCLIAEPI /
WHHOBaIMOHHBIE TIOIX0/IbI K COBPEMCHHOMY MapKETHHTOBOMY aHAIU3y /
Innovative Approaches to Modern Marketing Analysis

Konaky#t 6usneci / 'octuanunstii 6uznec / Hotel business

Digital mapkerunr/ Digital mapkerunr/ Digital Marketing

XKobanapaer backapyablH Kazipri TexHooruscbl/ CoBpeMeHHBIC
TEXHOJIOTUH ynpasieHus: npoektamu/ Modern technologies of project
management

PR texnonorusicel/ PR Texnonoruun/ PR technologies

KoHCTpyKTHBTI KapbIM-KaThIiHAC rcuxoiorusicel/ [Tcuxomorus 5 2
KOHCTpYKTHBHOTrO0 001enus/ Psychology of constructive communication

MapkeTuHrTik cTpaTerusuiap/ Mapketunrossle crparerun/ Marketing
strategies 5 2

bponp - merepkMeHT / Bpaun - meHexmeHT / Brand Management

MapkeTHHTTIK 3epTTeyJIep/IiH 3aMaHayH TexHonorusapsl / COBpeMeHHbIE
TEXHOJIOTUU MapKETHHIOBBIX UccienoBanuii / Modern technologies of
marketing research

TyThIHYIIBUTAPABIH UPPALIMOHANIBI MiHE3-KYJIBIK Teopuschl / Teopus > 3
uppalmoHanpHoro noseaeHus norpeduteneit / Theory of irrational

consumer behavior

Trade menemxment / Trade menemxkment /Trade management 5 3

Trade mapkerunr / Trade mapkerunr /Trade marketing

busnectiy 6acekere kabinerriiiri / KonkypeHTocmocooHOCTh Ou3Heca /
Business competitiveness

bpann-mapkerunr / bpaun-mapkerunr / Brand marketing 5 3

Typuctik eniMai xKbUDKBITY / [TpoBHKEHHE TYPUCTHYECKOTO MPOIYKTa /
Promotion of a tourist product

I Isrrapmarnibuibik skapaama / Kpeatusnas pexiama / Creative advertising

Kaszipri sxapnamansix 6usHec / CoBpeMeHHBbII pekiaMHubiii 6usHec / Modern 4 3
advertising business

XaunbIkapalblK MapkeTHHr/ MexayHapoablii MapkeTrsr/ International
marketing

KOMMyHI/IKaLII/IHHLIK MCHCIKMCHT / KOMMYHI/IKaHHOHHBIﬁ MeHeII)KMCHT/
Communications management




1 1 oKy KbLJIBIHA APHAJIFaH JIEKTUBTIK MIHAEP / DJIeKTUBHbIe TUCHUILIMHBI U1 1 roga o0y4uenus/ Elective courses for

year 1
Kaszipei meneoscmenm / Cospemenniii menedyicmenm / Modern management
Oky maxcamul / Yueonan yenv/ Purpose
MaruCTpaHTTapAbl 3aMaHayd MEHEIKMEHTTIH | O3HAKOMJICHHE MarucTpaHTOB c | familiarization of undergraduates with the
TEOPUSUIBIK JKOHE MPAKTHKAIBIK ACIEKTUICPIMEH | TEOPETUUCCKIUMU u npaktuueckumu | theoretical and practical aspects of modern
TaHBICTBIPY ACIEKTaMU COBPEMEHHOTO MEHEKMEHTA management

OKbimy

Kypersl corTi asikraranHaH KeiiH Olrim
ajrymbLiap

- backapymbuibik nIemiMaepIi
HIBIFAPMAIIBUTBIK, 13[ICy/IIH 3aMaHayu SJICTepiH
aHBIKTAY;

-0acKapyIIbLUIBIK menrmaep KaObL1AaY
MpOLIECiHIH ~ JKaHAa  OJICHAMACHIH  d3IpJey;
xoOanapabl 6ackapy 9/liCHaMachlH KOJ/IaHy.

- ¥YibMael OacKapyablH OKYHENK MiHAETTepl
MEH MoceleNepiH IIenly; agamMH, MaTepUasabIK
KOHE  KApXKBUIBIK  pecypcTapabl  THIMII
naigananyra OaFpITTaJIFaH Oackapy
HiemiMIepiH KaObuiaay;

-0ackapy/ibl OHTAMIAHIBIPY QMICTEPIH KOJIIAHY.
- BackapymbutblK memimMaep Kaobuiaay Ke3iHje
canjapiap MeH Toyekenaep/i O6aranay;

-THIM1 KapbIM-KAaThIHAC JAaFbUIAPBIH KOJAAaHY.
- Kazipri 3amaHfbl MEHEIKMEHTTIH apHaiibl
TEPMHUHOJIOTHSCHIH Al 1anany;

-MEMJIEKETTIK JaMmy OarnapiaManapblH Kypy
Ke31H/J€ YCBIHBICTAP/bIH THUIMII MOPT(OIHOCHIH
93ipJiey JKoHE KaJbITaCThIPY.

After successful
students will be

- Identify modern methods of creative search for
management solutions;

-develop a new methodology for the management
decision-making process; apply project
management methodology.

completion of the course,

namuceci / Pezynomamot ooyuenusn / Learning outcomes

IMocae ycnemHoro 3aBepuieHHsl Kypca
o0yuyarwmuecs

-Onpenensits COBPEMEHHBIC METO/TBI
TBOPYECKOTO MOWCKa  YNPaBJICHUECKHX

peneHui;

-pa3pabartbiBaTh HOBYIO METOJI0JIOTHUIO

mponecca IMPUHATHA YIIPaBJICHUCCKUX

pElIeHU; MIPUMEHSITh METOJIOJIOTHIO

YIPaBICHUSA IPOCKTAMU.

-Pemiate cuctemHble 3amadu M TPOOIIEMBI
VIOpaBIIeHUs  OpraHu3anuell; MPUHUMATh
yIpaBICHUYECKHE PEIICHHs], HAPaBJICHHbIC Ha
3¢ PEeKTUBHOE HCIIOIH30BAHNUE YETOBEUECKUX,
MaTepUagbHBIX M (UHAHCOBBIX PECYPCOB;
IIPHUMCHATH METOAbBI OIITUMMN3AIINU
yIpaBIeHUS.

-OueHuBaTh MOCIHEACTBUS WU PUCKH IIpH
MIPUHATHH YIIPABICHUYECKUX PEIICHU;

-IIPUMEHSATh HaBBIKH s dexTuBHON
KOMMYHUKAIUH.

-Ucnonb3oBarth CIIeIMATBHYIO
TEPMHUHOJIOTHIO COBPEMEHHOTO
MEHEKMEHTA;

-pa3palaTbIBaTh U ¢dbopmupoBath

s dexTrBHBIE NMOPTHENU MpeaoKeHUu Mpu

- To solve the systemic tasks and problems of the
organization's management; to make managerial
decisions aimed at the effective use of human,
material and financial resources;

-apply management optimization methods.

-To assess the consequences and risks when
making managerial decisions;

-apply effective communication skills.

-Use special terminology of modern management;
-develop and form effective portfolios of proposals
when creating government development programs.
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CO3JaHuU rocyaapCTBCHHBIX nporpamm
Pa3BUTHA.

Kypcmoiy Kvickawa mazmynst / Kpamkoe codepicanue kypca/ Course summary

I[loH  jHorukajdblKk  JOHEKTUIKIIEH MHUKPO
JeHreiaeri 6ackapyIblH FBUIBIMHU, OJICYMETTIK-
YKOHOMHKAITBIK KOHE TICHX OJIOTUSUTBIK
aCTIeKTUIepiH KapacTeIpaasl. by moH Oackapy
Typajibl  OUIIM  KEIIEHIH  KaJbIITaCThIPAIbI,
O0ackapy Ma3MyHBIH ammajabl, 0acKapyIIbLUIbIK
KBI3METTIH OPTYPJIi TYPIEPIH KYy3ere achIpy/IbIH
HAaKTHl JaFIbUIApbIH JTaMBITANbI, 0acKapy >KoHE
KBUDKBITY XKYHEJIEPIH TalIaiIbl.

JlucrumianHa ~— paccMaTpuUBaeT — HaydyHbIE,
COIMAIbHO-9KOHOMHYECKHUE u
NICUXOJIOTHYECKUE AaCTEKThl YIpaBJICHUS Ha
MHUKPOYpPOBHE B JIOTUYECKOU
nocieaoBaTenbHOCTH. [laHHas IUCHMIUIMHA
¢bopmupyer KOMILJIEKC 3HaHUH 00
YIPaBJICHUHM,  PACKpbIBaeT  COJICpIKaHHE
YIpPAaBJICHUS, Pa3BHBaeT  CHEHU(PUUSCKHE
HaBBIKM OCYIIECTBIICHUS PA3IMYHBIX BHJIOB
YIPaBICHYECKON JAEATEIbHOCTH, aHATTH3UPYET
CHCTEMBI YITPABJICHUS M IPOJIBH)KCHHS.

The discipline deals with the scientific, socio-
economic 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.

IMocrpexBusutrep/ [MocrpexBu3nTshl/ Post-requirements

Trade MeHemKMEHT.

Trade MeHemKMEHT.

Trade management.

Ilonnin epexwenikmepi / Ocovennocmu oucyunaunwvl/ Course features

MPaKTUK-MaMaHap bl HIAKBIPY, ousHec,
MeMieKkeTTiK KbI3MeT ©OKUIJepiMeH ICKepIIiK
Ke3/iecyJiep OTKI3y KoHe T. 0.

MPpUITIAIICHUEC CIICHUaJIUCTOB-IIPAKTHKOB,
IIpOBe/ICHUE JIeTTOBBIX BCTpeY c
MIPeICTaBUTENSIMU OusHeca,

I"ocynapcTBeHHOI ciykObl U p

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

bazoaprama rcemexwici / Pykoeooumens npozpammel/ Programme manager

CeiitoBa I'.T. 5.f.K., mpodeccop

| CeiitoBa I'.T. 5.F.K., mpodeccop

¥itvimoazel dacuvliivik nen kouroacuivliivik/Pykoeoocmeo u nudepcmeo 6 opzanuzayuu/Management and Leadership in the Organization

Oky makcamot / Yueonan yenwv/ Purpose

QJIEyMETTiK TonTapaa KOIIOaCIIBUIBIKTH
KaJIBIITACTBIPY MEH KYMBIC icTeyiHiH
3aHJBUIBIKTaphl MEH TETIKTEepi Typaubl WJesuap
KYHECiH urepy, HepcoHalabl Oackapy Aarabliapbl
MEH JaFAbUIapblH  JIAMBITY, YHBIMHBIH JKOFaphl
THIMIUTITIHE KOJI JKETKI3Y YIIIH agamMaapablH MiHe3-
KYIKBIH Oackapy apKpUIbl OojamiaK MEHeKEepaiH
0acKapyIIbUIBIK MOJICHUETIH JaMbITY

pa3BUTHE YNPaBIECHUYECKOW KYJIbTYphl OyIyIIEro

MeHeDKepa yTeM OCBOEHUS CHUCTEMBI
[IpeJCTaBIIeHUI 0 3aKOHOMEPHOCTAX u
MeXaHUu3Max ¢dopmupoBaHus u

(hyHKIIMOHUPOBAHUS JIMJEPCTBA B COLMAIBHBIX
IpylIax, pa3BUTHS yMEHUHA W HaBBIKOB
PYKOBOJACTBa [IEPCOHAJIOM, yIpaBJICHUS
MIOBEICHUEM JIIOAEH sl JOCTHKEHHS BBICOKOM

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
and skills of personnel management, management of
people's behavior to achieve high performance of the
organization
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| pPe3yNbTaTUBHOCTH OpPTraHU3aIlul

|

Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbl  ¢dTTi  asiKraFaHHaH  KeiliH  Ouiim
alrymbLiap

- OgsiHiH  OoyamiaKk  KoCiOiHIH ~ QNEYMETTIK
MAaHbBI3IbUTBIFBIH aHBIKTAY;

-0acKapyasIH OapIIBIK NeHTeimepinaeri
yUBIMIapaarbkl  KONIOACIIBUIBIK — MPOOJIeMaapbiH

TEOPHSUTBIK, JKOHE TMPAKTHKAJBIK IIEIIyTre FhUIBIMH
Ke3Kapac 9JIiICTepiH a3ipIey;
- Y#ABIMHBIH IIAPTTaphI
OaiiylaHBICTBI  0aCKapy/IbIH
KOJIJIaHBIHBI3.

- OackapymbUIBIK =~ MIHAETTEpPAlI  IIenry  YOIiH
KOIIOACIIBUIBIK TTeH OWIIKTIH HEeTi3rl TeopHsuiapbiH
KOJIJIaHy; JKeKe OaChIHBIH apTHIKIIBUIBIKTApBl MEH
KEeMIIUTIKTepiH Oaranay; YKbIMAA KYMBIC iCTEY;

- QJeyMeTTIK MaHbI3bl Oap mpobiemaiap MeH
nporecTepai Tanziay, TOIITHIK JUHAMUKA
NpoLEeCTepiH  KOHE  TONTHl  KAaJBINTacTBIPY
NPUHIMITEPIH OLTy HETi3iHJEe TOMNTHIK >KYMBICTBI
THIMJII YHBIMIACTBIPY;

- TYJIFaapablK, TONTHIK JKOHE YHBIMIACTBIPYIIBUIBIK
KOMMYHHKaIUsUTap/bl TajlIay JKoHe jKodanay.

- JKarpmaiinapra OaltaHbICTBI OacCKapyzblH OpTYpPIIi
CTWIBJCPIH KOJJIaHA OTBIPHIN, ICKEPIIK KapbIM-
KaTBIHACTHI )KY3€Tre achIpy;

- KelI0aclIbUILIK KACHETTEpl 3epTTey oaicTepiH
KOHE  KemOacmbUIBIK  KaOUIeTTeplli  JaMbITy
TEXHOJIOTHSUIAPBIH 93ipJey.

- OpTYpJi Karmailapga OacKapyLIBUIBIK dcep €Ty
QIICTEPIH KOJIIaHy.

MEH epeKUIeTiKTepiHe
OpTYpJl  CTHIBJCPIH

IMocne  ycmemHoro
o0y4yarouuecst OyayT
- OHpeZ[eJ'IHTI) COIIUAJIbHYTIO
Oynyiuei npodeccun;
-pa3pa6aTLIBaTL METOAbI Hay4YHOI'O noaxoaga K
TEOPETUYECKOMY W IPAKTHYECKOMY  PEIICHHIO
mpobJIeM TUAepPCTBAa B OPTaHU3AINIX HA BCEX YPOBHAX
YIIPaBJICHNS,

3aBeplIeHMs1  Kypca

3HAUYMMOCTh  CBOEH

-IPUMCHSATDH pa3JInYHbIC CTHIIN ypaBJiICHUA B
3aBUCHUMOCTH oT YCHOBI/Iﬁ u 0coOeHHOCTEH
OpraHu3anuu.

-IPUMEHSATh OCHOBHBIC TEOPUM JIMAEPCTBA M BIACTH
JUISL peIleHHs] YIpPaBICHYECKHX 3aliad; OLEHUBATh
JIMYHbIE JOCTOMHCTBA M HEJOCTAaTKH; paboOTaTh B
KOJUIEKTHBE;

-aHAJIM3MPOBATh COLMAIBHO 3HAUYUMBIC MPOOJIEMBI H
npouecchbl, 3Gp(EKTHBHO OPraHU30BBIBATH I'PYIIIOBYIO
paboTy Ha OCHOBE 3HAaHHS IPOIECCOB TIPYIIIOBOM
JUHAMHK{ M IPUHIUIIOB (JOPMHUPOBAHUS KOMaHIbI;
-aHAJIM3MPOBATh W IPOEKTUPOBATH MEXKIMYHOCTHBIC,
TPYIIOBBIC ¥ OPraHN3allMOHHBIE KOMMYHHUKAIIHH.
-OCYIIECTBIATh  J€JIOBOE€  OOIIEHWE,  NPHUMEHSs
pasiuuHble CTHJIM YIpPaBICHHs B 3aBHCUMOCTH OT
CUTyaluii;

-pa3pabaThIBaTh METOJIBI HCCIIEIOBAHHUS JIUIEPCKUX

Ka4yeCTB nu TCXHOJIOTUU pa3BI/ITI/I$[ J'II/IJIepCKI/IX
CIIOCOOHOCTEH.
-Hcnonb3oBaTh IIpUEMBI YIPaBIECHYECKOr0

BO3HCﬁCTBHH B pas3/IMYHbIX CUTYyaAlUIX.

After successful completion of the course, students
will be

- To determine the social significance of their future
profession; to develop methods of a scientific approach
to the theoretical and practical solution of leadership
problems in organizations at all levels of management;
-apply different management styles depending on the
conditions and characteristics of the organization.
-Apply the basic theories of leadership and power to
solve managerial tasks; 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 processes and principles of team
formation;

-analyze and design interpersonal,
organizational communications.

-Carry out business communication by applying
different management styles depending on the situation;
-to develop research methods for leadership qualities
and technologies for developing leadership abilities.
-Use managerial influence techniques in various
situations.

group and

Kypcmuiy kpickawa mazmynot / Kpamxoe codepacanue Kypeca/ Course summary

Kypc xembacmipiiblk TIEH — KOIIOACIIBLIBIKTHIH
TEOPHUSIIBIK JKOHE QJIICTEMEIIiK MACEIeNepiH aliabl,
HapbIK KaFAalblHAa YHBIMJIBI OacKapy THIMIUIICIH
apTTHIPY MaKCaTBhIHJA TONTHIK MPAKTUKA MpoIlecTepi

Kypce packpbIBaeT TEOPETHUYECKHE u
METOJIMYECKHE  BOIPOCHI auaepcTBa U
PYKOBOJICTBA c LIENTBIO MTOBBIIIICHUS

93¢ (GEKTUBHOCTH YIpPaBICHUs OpraHu3alMed B

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




’KoHe yibIMIa 0acKapyIIbUIbIK IIenriMaep Kaosuiaay
XKyHeciHae Ton Kypy HNpUHOUNTEpl Typaibl OimiM
KUBIHTBIFBIH KYPaubl.

YCIOBUSX PhIHKA, HOPMHUPYET KOMIUIEKC 3HAHHUU O
npoiieccax TPyHnoBOM AMHAMUKUA W HPUHIIMIIAX
(opMUpOBaHUS KOMaHJ B CHUCTEME NPHHSATHUS
YIpaBIeHIYECKUX PEHICHUH B OpraHu3aIliu.

dynamics and the principles of team formation in the
system of managerial decision-making in the
organization

IMocTpexusurrep/ IocTpexkBusutnl/ POst-requirements

TYTBIHYIIBUIAPABIH ~ UPPALMOHATIBI
TEOPHUSCHI

MiHE3-KYJIBIK

Teopus UPPALOHATBEHOTO
notpeduTenei /

IIOBCACHUA

Theory of irrational consumer behavior

Ilonnin epexwenikmepi / Ocobennocmu oucyunaunsl/ Course features

Kadenpa bunmangapeiaga cabaxrap eTki3y,
MPaKTUK-MaMaHAap.ibl MIaKbIpy, Ou3Hec,
MeMIIeKeTTiK KbI3MET OKIIIepiMEH iCKepIIiK
Ke3/Iecyliep OTKi3y JKoHe T. 0.

[IpoBeneHne 3amsaATHi Ha Qumanax Kadeapsl,
MpUrJaleHne CTEeLUATUCTOB-TIPAKTHUKOB,
MMPOBEACHUC ACJIOBBIX BCTPEY C MPCACTABUTCIIAMU
Om3Heca, TOCYJapCTBEHHOU CITYKOBI U JIp.

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

Bazoaprama sncemexuici / Pykosooumenv npozpammst/ Programme manager

Toosu1oB K.T. 3.¥.K.101[€HT

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

Tobylov K. T. candidate of economic sciences,
assistant professor

3amanayu mapkemunzmix manoayoviyy unnosauusblK macinoepi | Hunosayuonnvie nooxoovl K co8pemennomy mapkemunzosomy ananusy | Innovative

Approaches to Modern Marketing Analysis

Oxy makcamot / Yueonasn yenwv/ Purpose

Maructpantrap JEpeKTeplli KHHAY, Tajuay >KoHE
HHTEPIPETAIUSIIAY IbIH 3aMaHayu
TEXHOJIOTHSJIAPbIHA  OKBITBIIATBIH ~ OONazbl, OV
onapra anfraH OUTIMIEpIH HApPBIKTAFbl MMPAKTUKAIBIK
KbI3MeTTe TaOBICTBI KOJIJaHyFa MYMKIHJIIK Oepe/i.
[loHmi coTTi MeHrepy CTYACHTTEpre MapKEeTHHITIK
3epTTEYNIEPAl JKOCIapiay, JKypridy jxoHe Oaranay
JaFIbIIApbIH JTAMBITYFa KOMEKTECEi, OyJI oapiabl
eHOeK HapBIFBIHAA OoceKere KabieTTi eTesi.

Maructpantel OyayT OOYYE€HBI COBPEMEHHBIM
TEXHOJIOTHSAM cOOpa, aHalM3a W WHTEPIpPETAINH
JAHHBIX, YTO IMO3BOJIUT UM YCIEIIHO IPUMEHSThH
TIOJTyICHHBIC 3HAHUS B MPaKTUIECKOM
JeSTeIbHOCTH Ha pPBIHKE. YCIEUIHOE OCBOEHHE
TUCIHUIUIMHBL  TTIOMOXET  CTyJIeHTaM  pa3BHTh
HaBBIKM TUIAHUPOBAHMSI, MPOBEACHUS U OICHKHU
MapKETHHTOBBIX MCCICAOBAHMMA, YTO CIEIAET HX
0oJiee KOHKYPEHTOCITIOCOOHBIMH Ha PBHIHKE TPY/Ia.

Undergraduates will be trained in modern technologies
for data collection, analysis and interpretation, which
will allow them to successfully apply their knowledge
in practical activities in the market. Successful mastery
of the discipline will help students develop skills in
planning, conducting and evaluating marketing
research, which will make them more competitive in the
labor market.

Oxvimy namuoiceci / Pesynomamot 00yuenus / Learning outcomes

Kypcerel  ¢oTTi  asKTaraHHaH  Keilin  Olaim
aJymsLIap

-MapKeTHHTTIK 3epTTeyieplie JepeKTep/l >KUHay
MEH TaJlZlayAblH 3aMaHayH IICTEPIH KOJIJaHbIHBI3.

- MapKeTHHITIK 3epTTeyNepAiH apTypii Kypaigapsl
MEH TEXHOJIOTHSUIAPBIHBIH THIMILIITIH Oaraay.

- OBBIK TEXHOJIOTHSUIAPABI TakmanaHa OTBIPHIT,

[Mocne  ycmemHOro  3aBeplIeHHsi  Kypca
o0yuarouuecs oyayTt
- IlpuMeHSTh COBpEeMEHHBIE METOABI cOopa H
aHanm3a JTAHHBIX B MapKETHHTOBBIX
WCCIICIOBAHHUSIX.

- OmnenuBath  3(PPEKTUBHOCT  PASTUIHBIX

HUHCTPYMECHTOB U TEXHOJIOTHI MapKECTUHI'OBBIX

After successful completion of the course, students
will be

-Apply modern methods of data collection and analysis
in marketing research.

- Evaluate the effectiveness of various marketing
research tools and technologies.

- Develop and conduct marketing research using
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MapKETHHITIK 3epTTEyJICPAl 931pIiey JKOHE KYPri3y.
- MapkeTuHITiK  3epTTEyJepAiH  HOTIKEIEPiH
TYCIHIIpY *KOHE HET13/1eTeH KOPHITHIHIBI JKacay.

- Jlepexktep MeH 3epTTeyjepre  HETi3NeNreH
MapKEeTUHITIK CTpaTerusyiap MEH TaKTHKaIap.Ibl
o3ipyiey YIIiH ajblHFaH OLTIM MEH JaFabUIapiabl

KOJI/IaHy.
- bu3Hec mMeH MapKETHHITIH OpTYpIIl cajaiapbiHaa
MapKETUHITIK 3epTTeyJepaiH 3aMaHayu

TEXHOJIOTHSIIAPBIH OeHiMIey JKoHE KOJIIaHy.

- Hapbeik epekmieniktepi MEH TYTHIHYIIBIIAPIbIH
KQXKETTUTIKTEPiH €CKepe OTBIPBIN, MapKETHHITIK
3epPTTEYJICPACH AJIbIHFaH aKIapaTThl CHIHU TYPFbIIAH
Oaranay.

HCCIIeIOBAHUM.

- Pa3pabathiBaTh M NPOBOAWTH MapPKETUHTOBBIC
WCCIICIOBAHUS C KCIIOJIb30BAHUEM TIEPEIOBBIX
TEXHOJIOTUM.

- WuTepripeTupoBath pe3yIbTaThl
MapKeTHHIOBBIX  HCCJICIOBAaHMNA W JIelaTh
000CHOBAaHHbBIC BBIBOJIbI.

-[IpuMeHSTh TOJYYCHHBIC 3HAHUS M HABBIKH IS
pa3pabOTKH MapKETUHTOBBIX CTPATETUH U TaKTHK
Ha OCHOBE JIJAHHBIX U UCCIICTOBAHUI.

- AnmanTHpoBaTh M INPUMEHATH COBPEMEHHBIC
TEXHOJIOTMH MAapPKETHHIOBBIX HCCIICIOBAHHI B
pasIuYHBIX cepax OM3Heca U MapKETHHIA.

- Kpuruyecku  oueHuBath  MH()OPMAILHUIO,
[IOJIyUYCHHYIO M3 MapKETHHIOBBIX HCCIICIOBAHUIA,
C y4eTOM OCOOCHHOCTEH phIHKA W MOTpeOHOCTEH
MTOTpeOnTEICH.

advanced technologies.

- Interpret the results of marketing research and draw
informed conclusions.

-Apply the acquired knowledge and skills to develop
marketing strategies and tactics based on data and
research.

- Adapt and apply modern marketing research
technologies in various fields of business and
marketing.

- Critically evaluate the information obtained from
marketing  research, taking into account the
characteristics of the market and the needs of
consumers.

Ilpepexeuzummepi / Ilpepexeusumut / Prerequisites

Toxipubenik MapKeTHHT

| IIpakTHyeckuii MApKETHHT

| Practical marketing

Kypcmoiy kvickawa mazmynst / Kpamkoe cooepacanue kypca/ Course summary

"3amaHayn MapKETHHITIK TaJIaayIbIH
WHHOBALIWSJIBIK, Tociepi" ToHI omeTTe 3amMaHayu
MapKETHHITE KOJIAaHBUIATBIH IEPEKTEP/Ii TaIIay IbIH
03BIK d/IicTepi MEH TEXHOJIOTHSUIAPBIH KAMTHIBL. by
moH OOWBIHIIA MAruCTPaHTTAp ONETTe TPEHATEPIi
aHBIKTAY, TYTHIHYIIBUIAPBIH MiHE3-KYJIKBIH TYCIHY,
CYPaHBICTHI Oomkay KOHE CTpaTETHSUTBIK
MapKeTUHITIK IemimMaep KaObuiaay YIIiH YIIKeH
JepeKTepAl  mainanany, MalIMHAIBIK  OKBITY,
KacaHJbl WHTEJUIEKT, MOTIHII Taijay JKoHe
QJIEYyMETTIK MeJlua CHSKThl aHaJIHTUKAHBIH OpTYpIIi
aCTIeKTiIePiH 3epTTeii.

JucuumnuHa "MHHOBallMOHHBIC — TMOJAXOMBI K
COBpEMEHHOMY MapKETHHT'OBOMY aHanmzy"
OOBIYHO OXBATHIBAET IEPENOBBIE METOIBI U
TEXHOJIOTHH a”aan3a JIAHHBIX, KOTOpBIE
MIPUMEHSAIOTCS B COBPEMEHHOM MapKeTuHre. B
pamMKax 3TOW JAMCHUIUITMHBI MAarHCTPAHTHI OOBIYHO
M3Yy4aloT Pa3jINYHbBIC ACTICKTHI AHATUTHKU, TaKUE
Kak HCIIOIL30BaHUE OOJIBIINX JIaHHBIX,
MAaIIMHHOE oOydeHue, HCKYCCTBEHHBIH
HMHTEJIIEKT, aHaJIu3 TEKCTa M COLIMAJIbHBIX Meaua
JUISL BEISIBJICHUST TPEHIOB, TOHUMAHUS TTOBEICHUS
OTpeOuTEeNe, NPOTHO3UPOBAHMS CIpoca H
NPUHATUSL ~ CTPATETUYECKUX  MAPKETHHTOBBIX
peneHui.

The discipline "Innovative Approaches to Modern
Marketing Analysis" usually covers advanced data
analysis methods and technologies that are used in
modern marketing. Within this discipline,
undergraduates usually study various aspects of
analytics, such as the use of big data, machine learning,
artificial intelligence, text analysis and social media to
identify trends, understand consumer behavior, predict
demand and make strategic marketing decisions.

MocrpexBusurrep/ MocTpexBusuthl/ Post-requirements

Kazipri >xapHamanbsik OusHec. busHectiy O0acekere
KaOl1eTTiIir

CoBpeMeHHBIH PEKJIaMHBII OusHec.
KonkypenTocnoco6HOCTs OM3HECa

Modern advertising business. Business competitiveness

Ilonniny epexwenikmepi / Ocodennocmu oucyunaunsl/ Course features
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Kadenpa dunmmanmapeiama cabakrap eTki3y, bara
Oenriyieyre acep €TeTiH (akTopiiapra Tanaay
KYPri3y, COHaN-aK *KapHaMaHbIH 3KOHOMHUKAIIBIK
THIMAUTITIH )KOHE KOCIMOPBIHHBIH MapKETHHTTIK
KBI3METiH YHBIMAACTHIPY

IIpoBenenne 3amsaTuii Ha ¢umanax kadeapsl,
MpoBeJicHUE aHamu3a (DaKTOPOB, BIMSIIOIIUX Ha
LeHooOpa3oBaHWe, a TaKKe  OIpeJelicHHe
9KOHOMHYECKYI0 J(PQPEKTUBHOCTH pEKIaMbl H
OpraHu3alMd  MapKETHHIOBOW  JESITEIBHOCTH
MIPENTPHUSTUS

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 / Pykosooumens npozpammet/ Programme manager

VrebaeBa JK.O. 5.F.K. IOLIEHT

VrebaeBalK.A. K.2.H. JOIIEHT

Utebaeva Zh. A. candidate of economic sciences.
assistant professor

Konaxyit ouzneci / I'ocmunuunwtii ousnec / Hotel business

Oxy makcamot / Yueonasn yenwv/ Purpose

[Tonai MeHrepymiH MakcaTTapbl — OTAHJBIK >KOHE
IIeTeTIiK KOHaKY#H KOCITOPBIHIAPBIH/IA
KOJIIaHBUIATBIH ~ OacKapy[OelH  HEri3ri  omicTepi,
KarugaTTapbl MeH (QYHKIUSIapbIMEH TaHBICTHIPY,
COHMaii-ak KOHaKyH cajachlHAA CTYASHTTEepAi
0acKapymbUIBIK  IIENIMaepai  a3ipiey  MeH
KaObUIayFa, YKBIMIIAFbl KaKTBIFBICTAP/bl AHBIKTAY
KOHE HIenryre, YHBIM KBI3METKepIiepiHe
OKIIETTIKTep Il AeTETUpIIeyre YUPEeTy.

HenstMu  OCBOEHUS TUCHMILIMHBI SBIISAIOTCS
O3HAKOMJIEHHE C  OCHOBHBIMH  METOJaMH,
OpUHLOMIAMH ©W  (QYHKUMSIMH  yIIPaBJICHHS,

HCIOJIb3YEMbBIX Ha OTCUCCTBCHHBIX U 3aPY6C)KHI>IX
TOCTUHHYHBIX ~ TIPEINpPUATHIX, a TaKKe B
0o0yJeHUHN CTyJIEHTOB pPa3pabOTKe W MPUHSATHIO

YVIPABJICHUECKUX  PELICHWM, BBIABICHUIO U
paspeieHu0  KOH(UIMKTOB B KOJIJICKTHRBE,
JICNICTUPOBAHUIO  TIOJJTHOMOYHH  COTPYJHHUKAM

OpraHM3alliy B TOCTHHUYHOH cdepe.

The aims of mastering the discipline are to familiarize
students with the main management methods,
principles, and functions used in domestic and
international hotel enterprises, as well as to train
students in developing and making managerial
decisions, identifying and resolving conflicts within a
team, and delegating authority to employees in the hotel
industry.

Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbl  ¢dTTi  asikTaraHHaH  KelliH  Oinim
ajxymbLiap
-KoHnak yi MEHEDKMEHTIHIH smictepiH,

MIPUHIIUTITEP]I MEH PYHKIUSIIAPHIH aHBIKTAY;

-KOHAK Y# IIapyamlibUIBIFBIH Oackapy KykeciHue
aKrapar rneH KOMMYHHKaIUsJIap bl KOJIIaHy;

- KOHAaK YH MEHEKMEHTIHJE OKUIeTTIK Oepyai
KOJITaHA b,

- KOHaK YH KOCITOPHBIHBIH YHBIMIBIK KYPbUIBIMBIH
JKoOaTai !,

- KOHAK Y# YIUBIMIapBIHBIH KbI3METIH jKOCTIapiay;

- KOHaK YH KOCIIOPHBI Y)KBIMBIHBIH KbI3METIH
OaKbLIay/Ibl )KY3€re achlpajibl;

Ilocne yenemHoro 3apepiieHus Kypca
oO0yyaromuecs OyayT

- OmpenensiTh METOABI, NPUHUMNBI U (YHKLIUH
TOCTHHUYHOTO MEHEPKMEHTA;

-IIPUMEHATh WH(GOPMAIMI0O M KOMMYHHKAIlUd B
CUCTEMEC YIIPABJICHUA TOCTUHUYHBIM X03$[I>'ICTBOM;
- TNPUMEHSTH JEJEerHpOBaHUE IIOJHOMOYMI B
TOCTUHHUYHOM MCHCIIXKMCHTC,

- IPOEKTUPOBATH OPTraHU3ALUOHHYIO CTPYKTYpY
TOCTHHUYHOTO NPEATIPUATHS;

- IJIAHUPOBAaTh  JIESTEIBHOCTD
OpraHu3aluii;

- OCYIIECTBJISTh KOHTPOJb HAJ| JEATElIbHOCTHIO

TOCTHHHUYHBIX

After successful completion of the course, students
will be

- Define the methods, principles and functions of hotel
management;

-apply 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

11




- KOHaK YH KOCITIOPHBIHBIH KBI3METKEPJIEPiH
BIHTAIAHABIPY; YHBIMHBIH CBIPTKBI JKOHE  iIIKi
OpPTAChIH TAJIJIaW]IbI;

- CTpaTeTHSUIBIK, TAKTUKAIBIK JKOHE  KeJel
YKocTIapap Ikl 93ipIIe i,

- JKocTapiap/blH iCKe achIpbUly OapbIChIH OakKbLIay
JKYHeciH a3ipIeii;

- YHBIM MCHEDKMEHTIHIH THIMILTITIH Oaraiai b,

- Oamama  HyckamapiaH Oackapy — LIeUIIMiH
KaOBUIIAYAbIH OHTANIIBI HYCKACHIH TaHAANIbI;

- JKaWXKalAbl OJKaFmaliapAaH IIBIFY TOCUIAEpiH
Tabampl;

- CTaHAAPTThI €MEC XKaFailiapaa
YHBIMIACTBIPYIIBUIBIK JKOHE 0aCKaAPYIIBLIBIK
menimMaepai Tady KabineTin urepy, oiap YIIiH
JKayarKepIIuIiK alnyFa, anaMmaapsl 0ackapyra jKoHe
OarbIHyFa JalbIH OOITYBI

KOJIJIEKTHBA TOCTUHWYHOTO TIPEIIPUSITHS; organization; - develop strategic, tactical and
- MOTHBHpPOBAaTh COTPYAHHMKOB rocTuHUuYHOro | operational plans; - develop a system for monitoring the

MPEANpUSITHUS; implementation of plans;

aHaIM3MPOBATh BHEIIHIOK W BHYTPEHHIOI0 cpeay | - evaluate the effectiveness of the organization's
OpraHU3alvu; management; - choose from alternative options the best
- pa3pabatbIBaTh cTpaTermieckue, Takruaeckue u | option for making a management decision; - find ways
OIlepPaTUBHEIE TIIaHBL, out of conflict situations.

- paspabaThIBaTh CHCTEMYy KOHTpOJIss 3a xozom | - master the ability to find organizational and
peanu3alnuy IaHoB; managerial solutions in non-standard situations, the
- oueHuBaTh AddekTuBHOCT, MeHemkMenTa | Willingness to take responsibility for them, lead people
OpraHu3alluy; and obey

= BBI6I/IpaTI) U3 AaJbTCPHATUBHBIX BAapHAHTOB

ONTUMAIbLHBIN BapuaHT IIPUHATUA

YIPaBIEHIECKOTO PEIICHHUS,
- HaxXOIWTh CHOCOOBI BBIXOAA W3 KOH(JIUKTHBIX
CUTYaLMH.

- OBJIAJIETH CIIOCOOHOCTBIO HaXOJIUTh
OpPTaHHU3AIMOHHO-YIIPABIICHYECKHE pEUICHUS B
HeCTaHI[apTHBIX CI/ITyaHI/IHX, TOTOBHOCTHb HECTH 3a
HUX OTBCTCTBCHHOCTB, pyKOBOZII/ITI) JJIOABMU U
MOIUYHHATHCS

IIpepexeusummepi / I[lpepexeuszumut / Prerequisites

Kaszipri MmeHemxmMenT

| CoBpeMEHHBIN MEHEIKMEHT | Modern management

Kypcmuiy Kpickawa mazmynwt / Kpamkoe codepacanue Kypca/ Course summary

Ilon koHAaK YH MEHEDKMEHTIHIH 9JliCHAMAaJIbIK
HET13/epiH, KOHAaK i MEHEDKMEHTIHIH
MPUHIMIITEPIMEH  TaHBICTBIpaabl.  KoHak  yi
MEHEKMEHTIHIH (hyHKIUSITAPHL. Konak  yit
KOCIIOPHBIHBIH KBI3METiH jkocmapnay. Konak yi
KOCIITOPHBIHBIH ~ KBI3METKEpJIEpiH  BIHTAIAHIBIPY.
Konak yii KoCiHOpHBI KbI3METKEPJIEPiHiH KbI3METiH
pertey. KoHak yi KoCiTOpHBIH OacKapyibl Oakeuiay.
Konak yi#l KocimopHbIH OackapyFa OKUIETTIK Oepy.
Konak yit OusHeciH OackapyIblH CTHIBJIEPI.
YoKbIMIArbl JKAHKaAAap KOHE OJlapAnl ISy
JKOJIIAPHI

JluciuiinHa  JaeT MeTojojornueckiue ocHOBEI | The course covers ofmethodological foundations of
TOCTUHUYHOTO MEHEDKMEHTA. IMpunarumner | hotel management. Principles of hotel management.
TOCTHHUYHOTO MEHEKMEHTA. ®yuxuu | Functions of hotel management. Planning the activities
TOCTHHHYHOTO MeHekMeHnTta. I[lmanuposanue | Of a hotel company. Motivation of employees of the
JesSTeNbHOCTH  rocTMHWYHOrO  mpemnpusatus. | hotel company. Regulation of the activities of
MotuBauus COTPYIHHUKOB roctuangHoro | employees of the hotel company. Control in the
npeanpusitus.  PerymupoBanue — nestensHoctd | management of a hotel enterprise. Delegation of
COTPYJAHMKOB  TOCTHHMHYHOTO  mpeampustus. | authority in the management of a hotel company. Hotel
Kontponb B ympaBieHWH  TOCTHHHYHBIM | management styles. Conflicts in the team and ways to
npeanpusitueM. JlenerupoBanue monHomouunit B | resolve them. Self-management of the head of the hotel
YOpaBICHHH  TOCTHHHYHBIM  OPEINPHATHEM. | COMpan

Crunu yIIpaBICHUS TOCTHHHYHBIM
npennpusitieM. KOH(IMKTHI B KOJUICKTHBE H
nytd  ux  paspemeHus.  CaMOMEHEIKMEHT
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| PYKOBOAMTENSI TOCTUHHUYHOTO MPEATPHUSITHSL.

|

Ilocmpexeuzummepi / locmpexeuzumot / Post-requirements

TypucTiK ©HIMI )KBUDKBITY

| HpOI[BI/DKCHI/Ie TYPUCTCKOI'O MMPOJYKTa

| Promotion of a tourist product

bazoapnama scemexuici / Pykosooumens npozpammet/ Programme manager

VrebaeBa JK.O. 5.F.K. IOLIEHT

VrebaeBalK.A. K.2.H. JOIIEHT

Utebaeva Zh. A. candidate of economic sciences.
assistant professor

Mapxemunemix cmpamezuanap/ Mapxemunzosvie cmpamezuu/ Marketing strategies

Oky maxcamuol / Yueonan yenv/ Purpose

CrynmeHtTepie  MAapKEeTHHITIK  CTpaTerusulapibl
o3ipyieyAiH Karuaanapbl MEH 9JiCTepi Typasbl TyTac
TYCIHIK  KaJIbINTacThIPy, HAPBIKTaFbl  KbI3METTI
KOcHapJiay YIIiH 9JeyMEeTTIK HBICAHAAPIbl 3epPTTey
TOCUIIEpIH MEHIepTy, CTPAaTeTHsUIBIK MapKeTHHT
calachlHIA JKYMBIC iCTeyre KaKeTTi 3eprrey
KY3bIPETTEpiH JaMBITy, COHAal-aK CTpaTeTHsIIbIK
MapKeTHHT KypaJIapblH KOJJIaHYABIH MPAaKTHKAIBIK
JaFIbUTaPbIH KaJIBIITACTHIPY.

Lenb JUACIIUIIIHHEI 3aKJIF0YaCTCS B
(GOpPMHUPOBAaHUM Yy CTYACHTOB IIEJIOCTHOTO
MPEJCTaBICHUSI O TpaBWIAX W METOoJaxX
pa3pabOTKH  MapKETHHIOBBIX  CTpaTerui,
OCBOCHHH MIPUEMOB HCCIICIOBAHUS
COLIMAJIBHBIX OOBEKTOB JIJISl IUIAHUPOBAHHS
NESATEIbHOCTH Ha PHIHKE HA OCHOBE aHAIIM3a
MOJTyYCHHOM uH(bOopMaIH, pa3BUTHH
HCCIEI0BATEIILCKUX KOMIICTCHITUM,
HEOOXOMUMBIX Juisi paboThl B  00IacTH
CTPaTEerHYeCKOT0 MAapKEeTHHIra, a TaKXe B
GbopMUpOBaHMM  TPAKTHYECKUX  HABBIKOB
MIPUMCHCHHSI CTPaTEerHIeCKUX
MapKETUHTOBBIX HHCTPYMEHTOB.

The aim of the discipline is to develop in students a
comprehensive understanding of the principles and
methods of developing marketing strategies, to master
techniques for researching social objects for market
activity planning based on the analysis of obtained
information, to enhance research competencies
necessary for work in strategic marketing, and to form
practical skills in applying strategic marketing tools.

Okbimy

Hamuoiceci / Pesynomamot 06yuenus / Learning outcomes

Kypersl  ¢oTTi  asKTaraHHaH  Keilin  Olaim
aJymsLiap

-MapKeTHHITIK KBI3METTI JaMBITYy JKoHE Oackapy
YIIIH  TYTBIHYWIBUIAPIBl  3€PTTEYAIH  HETi3ri
XKYHeNepiH aHbIKTAY;

-TYTBIHY HapbIFbIH CETMEHTTEY epexesepi MeH
eJILIEM/ICPiH KOJIIaHy.

- Tayap casicaThl MEH HapBIKTBIK CTPATErUsHBI
KaJIBIITACTBIPY TOCUIAEPl MEH 9IiCTEpiH a3ipiey;
-MapKEeTHUHITIK CTpaTerus mieHOepiHe

I[Mocne  ycmemHoro  3aBeplieHHsi  Kypca
oO0yyarouuecs OyayT

- OmpenensiTb OCHOBHBIE CHCTEMBI H3Y4EHUS
noTpeburenei Ay pa3paboTKW M yHpPaBICHHS
MapKeTPIHI‘OBOfI JACATCIIBHOCTBIO,

-IPUMEHATHh NpPaBUIa U KPUTEPUU CErMEHTAalUU
MOTPEOUTETBCKOTO PHIHKA.

- PazpabareiBaTh  cmocoOBI W METOJBI
(hopMHPOBaHUS TOBAPHOW MOJUTHKH M PHIHOYHON
CTpaTeTHH;

After successful completion of the course, students
will be

-ldentify the main consumer research systems for the
development and management of marketing activities; -
apply the rules and criteria for segmentation of the
consumer market. - To develop ways and methods of
forming product policy and market strategy; -evaluate
the marketing communications system as part of a
marketing strategy.

13




MapkeTHHTTIK KOMMYHUKaIHAsIIap JKyHeciH Oaranay.

-OIICHUBATh CUCTEMY MapKETHHTOBBIX
KOMMYHHUKAIIMii B paMKax MapKETUHTOBOMU
CTpATETUHu.

Ilpepexeuzummepi / Illpepexeuzumot / Prerequisites

Toxipubenik MapKeTHHT

| ITpakTHueCKnii MapKETUHT

| Practical marketing

Kypcmoiy Kbickawa mazmynwt / Kpamkoe cooeprcanue kypca/ Course summary

Kypc MarucTpaHTTapaa FBUTBIMH
TYXKBIpBIMIAMaiapFa HETI3[eNreH MapKeTHHITET]
CTpaTerwsUIblK ~ HICHIIMAEpPre KemIeHAlI Ke3Kapac
KaJIBINTACTBIPYFa;  CTPATETHSUIBIK ~ MAapKETHHITIK
KOCTIaplapasl  d3ipiey, omapabl  ICKe  achIpy
KOHIHIET1 ic-lmapanapabl KoOalay >XKoHE OCHI ic-
OpeKeTTepHiH KOMIIaHWs KyHbIHA ocepiH Oaranay
JMAaFIbUIApBIH  alyFa; KOMITAHUSHBIH O9CceKeIecTik
apTHIKIIBUIBIFBIHBIH ~ HETI3r  JJIEMEHTI  PETiHIe
KIIMCHTKE OarjapiaHy TYCIHITIH KaJbITacThIPyFa
OarpiTTanrad. Kypc Marucrpiepre KOMIIQHHSHBIH
MapKeTHHI  KEUIeHIH, TYTBIHYIIBIAPMEH JKOHE
0ocekenecTepMeH 3apa opeKeTTecy KYHeciH Tanaay

Kypc nampaBneH Ha coO3maHHE y MarucTpaHTOB
KOMIUIEKCHOTO  MOAX0Aa K  CTpaTeru4ecKum
pEUIeHUsIM B MAapKETUHIE, OCHOBAaHHBIM Ha
Hay4HbIX KOHLEMNIMAX; TIOJIYyYECHUE HaBBIKOB
pa3paboTKH  CTpaTEerHYecKUX MapKETHHTOBBIX
IUIAHOB, MNPOEKTUPOBAHUSA MEPOIPHUATHI O UX
peaii3aliy U OLICHKU BIMSHUS 3TUX JEHCTBUH Ha

CTOMMOCTb KOMIIaHUH; (hopmupoBaHue
MMOHMMaHUSl KJIMEHTOOPHEHTUPOBAHHOCTU  Kak
KIII0YEBOT'O JJIEMEHTA KOHKYPEHTHOI'O
npeumyiiecTsa komnanuu. Kypc paspaboran s
MOJyYECHUSI ~ MarucTpaMd  KOMIETEHIMH IO

aHanmM3y W pa3paboTKe KOMIUIEKCA MapKEeTHHTra

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
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
element of a company's competitive advantage. The
course is designed to provide masters with
competencies in the analysis and development of a
company's marketing mix, a system of interactions with
consumers and competitors.

XKoHe o3ipiey OOWBIHINA KY3bIpETTEp/i alyFa | KOMIAHHHM,  CHCTEMbl  B3aUMOJACUCTBHHA  C
ApHAJITaH. HOTpC6I/ITeHHMI/I 1 KOHKYpPCHTAMMU.
ITocmpexsusummepi / [locmpexeuszumui/ Postrequisites
busnectiy Oocexere kaOinerriniri. Kasipri | KonkypeHTOCTIOCOOHOCTH ousneca. | Business competitiveness. Modern advertising

KapHaMaJbIK OU3HEC.

CoBpeMeHHbIH peKJIaMHBI OU3HEeC

business

bazoapnama scemexuici / Pykosooumens npozpammst/ Programme manager

ToosutoB K.T.

| To6s110B K.T

| To6s1108B K.T.

bpano-menedsrcmenm/ bpano-wenedscmenm /Brand Management

Oxy makcamot / Yueonan yenwv/ Purpose

OUTIM  adyIlIbUTAPABIH  Ka3ipri Ke3eHjeri OpaHi-
MEHE/DKMEHT CallaChIHJaFbl TCOPHUSUIBIK OLIiMI MeH
MPAKTUKAIBIK JIaFIBUIAPBIH KAIBIITACTHIPY

(dhopmupoBaHre Y OO0YYAIONTUXCS TEOPETUIECKUX
3HAaHUH ¥ TPaKTHYECKNX HABBEIKOB B 00JIacTH
OpoH/I-MEHEDKMEHTA HAa COBPEMEHHOM JTare

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

Oxvimy namuoiceci / Pesynomamot 00yuenus / Learning outcomes

Kypcersr  corTi KeliH  Oiiim

aJymbLIap

assKTaraHHaH

Ilocne yenemHoro 3apepueHus Kypca
o0yyarouuecst OyayT

After successful completion of the course, students
will be
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- bpenarepmi  o3ipmey  MEH  KBUDKBITYIBIH
O/liCHAMambIK HETi3lepiH, OKBITBUIATHIH KYPCTBHIH
HETI3T1 KaTeropusUIapbliH aHBIKTAY;

- bpena-MeHeXKMEHT  TIPOIIECIHIH
azipiey; OpeHaTep opTdeIin
epeKIIETKTePiH KON JaHy.

- bBpena-koMMyHHKaIUsIapasl  KaJIBIITACTHIPYIBIH
KB KaFuIaTTapbIH KOJI/IaHy; OpenxrTi
KalUTAIaHABIPY 9IICTEPIH a3ipIiey;

- OpeHI-MEHEIKMEHTTIH KYKBIKTBIK acleKTiIepiH
Oaranay.

-Bpenn-menemxkmMeHT  MacenesnepiHe KaTBICTHI
MapKEeTUHITIK MoceJeJiep MEH HaKThl HapBIKTHIK
JKarIaiaapra Tanjiay Kyprisy;
-OpeHI-MEHEeDKMEHT ~ cajachlHAa  Typdii
mrapanapzpl 6TKi3y MYMKIHIIKTepiH Oaranay.
- bpennrep noptdenin 6ackapy mpouecinae apTypai
omicTepi KOJIaaHy;

-MapKeTHHITIK MakcaTTapra >KeTy YLIIH OpeHITIK
KOMMYHHKAIIUSUTAP.Ibl KOJAaHBIHBI3.

- bpena-MeHeKMEHTTIH apHaibl TePMHHOJIOTHUSICHI
MEH JIEKCHKACHIH KOJIIaHy;

-OpeHI-MEHEPKMEHT CaJlaChlHJla MapKETUHITIK ic-
Hmapanap/pl YHbIMIACTHIPY JKOHE OTKI3Y.

Ke3eHIepiH
Oackapy

ic-

-Onpenensith METOI0JIOTHIECKHE OCHOBBI
pa3pabOTKU U MPOJBHIKEHUSI OPSHIOB, OCHOBHBIC
KaTeropuu U3y4aeMoro Kypca;

-pa3pabaTeiBaTh  dTambl  TpoIlecca  OpeHI-
MEHEPKMEHTA;
-IIPUMECHSITh 0COOCHHOCTH yIpaBJICHUS

roptdeneM OpeHIoB.

-IlpuMeHATs OOIMHME MPUHITATIEI (GOPMUPOBAHUS
OpeHI-KOMMYHHKAIINH;

-pa3padaTbiBaTh METOJIBI KAUTAIU3ALUN OpeH/a;
-OIICHMBaTh  NPABOBBIC  acCIEKTHl  OpeHnI-
MEHEDKMEHTA.

-[IpoBoMTh aHAM3 MAapKETHHTOBBIX MPOOIEM U
KOHKPETHBIX PBIHOYHBIX CHTYalWi, KacalomnXcs
BOIIPOCOB OpeHI-MEHEIKMEHTA;

-OLICHUBATh BO3MO>XXHOCTHU IMPOBCACHUA
pa3MMYHBIX BHJIOB MEpONpHUATHl B oOmacTtu
OpeHa-MeHeKMEHTA.

-[IpuMeHsTh pa3nUuHBIE METOABI B MpoOIlecce
yrnpasiieHus nopTdeneM OpeH0B;
-ACTIONIB30BaTh  OpeHI-KOMMYHUKAIINU
OOCTHXCHHUA MAaPKETUHI OBBIX Heﬂeﬁ.
-Mcnonb3oBaTh creNUanbHYyI0 TEPMUHOJIOTHIO U
JIEKCUKY OpeHI-MEHEDKMEHTa,

-OpraHU30BBIBaTh M IPOBOJMTH MapKETHHIOBBIE
MEpONpHATHS B 001acTu OpeHA-MEHEIKMEHTA.

JUTS

-Determine the methodological foundations of brand
development and promotion, the main categories of
the course being studied,;

- develop the stages of the brand management
process; apply the features of brand portfolio
management.

-Apply general principles of brand communication
formation; develop brand capitalization methods;
-evaluate the legal aspects of brand management.

-To analyze marketing problems and specific market
situations related to brand management issues;
-evaluate the possibilities of holding various types of
events in the field of brand management.

-Apply various methods in the brand portfolio
management process;

-use brand communications to achieve marketing
goals.

-Use special terminology and vocabulary of brand
management;

-to organize and conduct marketing events in the field
of brand management.

Ipepexeusummepi / [lpepexsuszumut / Prerequisites

Kaszipri MeHeKMEHT,

| CoBpeMeHHEIH MEHeKMEHT, |

Modern management,

Kypcmuiy kpickawa mazmynot / Kpamkoe codeparcanue Kypeca/ Course summary

*karjgaiina Openmunr. @upma inmiHzgeri
KyHecingeri bpena-MeHeKMEHT.
Bpena-meHeKMEHT. Bbpenn
noptdemnin backapy. Bipikripinren OpeHn
Oaiinmanpicel.  bpenari kanuranganaslpy. bpeHn
MEHEDKMEHTIHIH KYKBIKTBIK aCIIeKTiIepi.

Kasipri
Oackapy
CrpaTerusuibiK

BpsHAMHT B COBpEMEHHBIX YCIOBUSX. bpaHn -
MEHEDKMEHT B CHCTeMEe BHYTpH(HPMEHHOTO
YIPABJICHHUS. CrpaTerndeckuii OpanA -
MEHEJDKMEHT. YTIpaBlieHHue mopTdenemM OpPIHJIOB.
WnterpupoBanneie Op3HA - KOMMYHUKAIUH.
Kanurammzamus OpsHga. IIpaBoBble  acmeKThI
OpoHJ - MEHEPKMEHTA.

Branding in modern conditions. Brand management
in the internal management system. Strategic brand
management.  Brand  portfolio  management.
Integrated brand communications. Brand
capitalization. Legal aspects of brand management.

ITocmpexsusummepi / Ilocmpexeuszumul/ Postrequisites
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Trade meHeTKMEHT ‘ Trade MeHEKMEHT

| Trade management

Ilonnin e

pexuienikmepi / Ocobennocmu oucyunaunst/ Course features

Kadenpa dbunmanmgapsiaga cabakrap eTkizy, Op3H -
MEHE/DKMEHT MoceJieliepiHe KaThICThl MapKeTHHITIK
Moceneiep MEH HaKThl HapBIKTHIK Karaaiaapra
Tangay Kyprizy; OpaHI - MEHEKMEHT cajachlHIa
TYpIIi ic-Tmapanap eTKi3y MYMKIiHITiH Oaranay

[IpoBenenue 3aHaTuMii Ha Gumanax kKadeapsl,
MPOBE/ICHUE aHAaJM3a MapKETUHTOBBIX MPOOJIEM U
KOHKPETHBIX PBHIHOYHBIX CUTYaIlUH, KacaroIuXcs
BOIIPOCOB Op3HJ - MEHEPKMEHTA; OLICHUBAHUEC
BO3MOXHOCTH TIPOBEJICHUSI PA3IMYHBIX BHUJIOB
MEpOTPUATHH B 00J1aCTH OpAHI — 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

bazoaprama

scemexuiici / Pykosooumens npozpammsr/ Programme manager

Cetitoa I'.T. — 3.F.x., Tpodeccop

Ceiitoa I'.T. — k.3.H., mpocdeccop

Seitova G. T candidate of Economic Sciences,
Professor

Digital mapkemune/ Digital mapkemune/ Digital marketing

Oxy makcamot / Yueonasn yenv/ Purpose

digital MapKETHHTTiH THIMI1 KBbI3METIH
YUBIMAACTBIPYFa, COHAAW-aK KOMIAHUsSIAp MEH
eHiMIepi VIHTepHETTE KBUDKBITYFa KaXeTTi Oifim,
JaFapiaap MeH KY3bIPETTEPIi KAIbIITACThIPY

dbopMupoBaHue y  OOy4YaIOIIUXCS  3HAHHIA,
HABBIKOB M KOMIICTCHIMH, HEOOXOIMMBIX IS
opranu3zaiuu dpdekTuBHON nesirenbHocTh digital
MapKCTHHIa, a TAKXKE IMPOABUKCHUA KOMITAaHUH U
po1yKTOB B MIHTEpHETE.

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

Oxbimy naomuoceci / Pesynomamut 00yuenus /Learning outcomes

KypeTbl ¢oTTi asgKTaraHHaH KeilliH cTygeHTTEp
00J1a7bI:

- AKmaparThlK KayillCi3[MiKTiH HETI3rl TananTapbiH
€CKEpEe OTBIPBIM, KACIOM MIHJACTTEPAl HIEITy KE3iHJIe
WuTepHeT kemiciHae KoHE MaMaHIaHIbIPbUIFaH
nepekTep 0a3zachlHIa aKMapaTThl 137ey 9JliCHaMachlH
alKpIHAAY.

- OpTypm JOepeKKe3nep MeEH JAepeKKopJapiaH
aKmaparTel 13/Ieyli, CakTaydbl, OHACYAl JKOHE
Tajymaymbl  JKy3ere  achlpy; OHBI  aKHapaTThIK,
KOMITBIOTEPIIIK JKOHE IKEJUIK TEeXHOJOTHSIIAP/IBI
naijanaHa OTHIPHIN, KaXeTTi ¢opMmaTrra YCHIHY. -
AKnapaTTbIK, KOMITBIOTEPJIIK ~ JKOHE  IKEILTK
TEeXHOJIOTHsIIAp/Ibl MakjajiaHa OThIPBII, OHbI KAKETTI

(dopMaTTa YCBhIHA OTBIPBI, JIPTYPIl JEPEKKO3IEp

Ilocsie  ycmemHoro 3aBeplieHMsi  Kypca
o0yuarumuecsi OyayT:

- Onpenenars METO/I0JIOTHIO MONCKA
nHpOpMAITUH B CeTH WnTepuer u
CICIMAIN3UPOBAHHBIX ~ 0a3aX  JaHHBIX  TIpU
peleHn NPOQPEeCCHOHAIBHBIX 3aJad C Y4eTOM
OCHOBHBIX TpeOoBaHMI WHPOPMAITHOHHOH
6e30macHOCTH.

- OcymecTBisTh NOUCK, XpaHEeHHe, 00padoTKy U
aHaM3 MHPOPMALMH U3 Pa3IMYHBIX MCTOYHHUKOB
n 0a3 JaHHBIX; MPEACTABIATH €€ B TpeOyeMom
¢dopmare ¢ UCIOJIB30BaHHEM HH()OPMAIMOHHBIX,
KOMITBIOTEPHBIX U CETEBBIX TEXHOJIOTHH.

- IlpumeHsATP HaABBIKM TIOMCKA, XPaHEHHUS,
0o0paboOTKM W  aHamu3a  WHPOpPMALUM W3

After successful completion of the course, students
will:

-Determine the methodology for searching 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.

- Apply the skills of searching, storing, processing and
analyzing information from various sources and
databases, presenting it in the required format using
information, computer and network technologies.
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MEH JepeKKopiapAaH akmapaTThl i3/1ey, Cakray, | pa3IMdHbIX HWCTOYHHMKOB W  0a3  JaHHBIX,
OHJICY JKOHE TaJaay JarblIapblH KOJIIaHy. MpencTaBisisi ee B TpeOyemMoMm Qopmare ¢
HCIIO0JIb30BaHUEM WH(POPMAITUOHHBIX,
KOMITHIOTEPHBIX M CETEBBIX TEXHOJIOTHIA.

Ilpepexeuzummepi / Ilpepexeusumut / Prerequisites

Toxipubenik MapKEeTHHT | [TpakTH4ecKuii MapKeTHHT | Practical marketing
Kypcmuiy Kpickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary
Cannelk  Mapketunrke — kipicme.  Digital | Beenenue B digital mapketunHr. | Introduction to digital marketing. Communication

MapKeTHHT  Oaitmadeic  apranapel.  Digital | Kommynukanmonnsie kananer digital mapkernnra. | channels of digital marketing. Areas and strategies of
MApKeTUHIiHIH  canamapbl  MeH  KOIJaHy Obnacth © cTpaTernd NpPUMEHEHUS d?g!tal digital_marketing applicat_ion. Website_ as g_digital
crpaterusiiapsl.  Caiit  digital  Mapkerunr | MAPKETHHIa. Caiir kak wuHcTpymenT digital markgtmg tool. Technologies for attracting visitors to
MapKEeTHHTA. TexHomorun npusneuenus | the site. Contextual and targeted advertising. Search
mocetuteneld  Ha  caiit.  KourekctHas — u | engine optimization (SEO). Display advertising and its
TapreTUPOBaHHAS pekiama. ITouckomas | automation tools. E-mail marketing and working with

ontummsanust (SEO). Menwmiinas pexnama wu | social networks. Internet monitoring and Internet
Menma xkapHama OHE OHbI ABTOMATTAHIBIPY WHCTPYMEHTHI e¢ aBroMmarmsamuu. E-mail — | analytics.

Kypajinapel. E-mail-mapkernsr JKIHE | mapkeTHHr W paboTa C COIHATBHBIMH CETSIMH.

OJICYMETTIK KENIUICPMEH KYMBIC. VHTEPHET | HTepHEeTMOHUTOPHHT ¥ HHTEPHETAHATHTHKA.
MOHHUTOPHHT] )KOHE HMHTEPHET aHAIUTUKACHI.

Kypaisl perigae. CalTKa Keaymijepai TapTy
TEXHOJOTUsIapbl. MOTIHMOH/IIK )KOHE MaKCATThI
*apHama. [31ey xyiiecin oHrainanaeipy (SEO).

Ilocmpexeuzummepi / Ilocmpexeuzumwl/ Postrequisites

XanplKapanablK MapKeTHHT/ ‘ Mex1yHapOIHbIH MAapKETHHT ‘ International marketing
bazoapnama scemexuici / Pykogooumens npozpammupr/ Programme manager
Yrebaera XK.A. ‘ VrebaeBa XK.A. ‘ To6sutoB K.T.

Kobanapowt b6ackapyoviy Kazipei mexunonozusacol / Coepemennsvle mexuonozuu ynpaenenus npoekmamu / Modern technologies of project management

Oxy makcamot / Yueonasn yenwv/ Purpose

XanbIKapallblK KOHE YITTHIK Tananrapra coiikec | @opMupoBaHHe HaBBIKOB HeoOXomuMbix Juisi | Prepare professional project managers in accordance
KoOanapAblH KociOM  MeHeKepiepiH Ko0aiblK | mpodeccrnoHalbHBIX MEHEKEepoB yB ynpasinenuu | With international and national requirements for the
KBIBMETTIH  Ka3ipri  3aMaHFel  YPOICTEpPi MEH | MPOEKTaMH B COOTBETCTBHMHM C MEKIyHapomHsIMu | competence of project management specialists and
TEXHOJIOTHSIAPBIH 0acKapy OOMbIHIIIA MaMaHIAPIBIH | U HAIlMOHAIBHBIMHU TpeGOBaHUSIMHU k | modern trends and technologies of project activity.
KY3bIpETiHEe JallbIH/IAY. KOMIICTCHIIMH CHCLHAIUCTOB 110 YIPaBICHHUIO
NOPOSKTaMH U COBPEMCHHBIMH TCHICHIMAMH U
TEXHOJIOTHSIMH TIPOCKTHOM JIESTEILHOCTH.

Oxpimy namuiceci / Pezyniomamot o6yuenus /Learning outcomes

17




Kypcrsi COTTI asiKTaraHHaH KeliH

oiniManymbsuiap
- JKOOATBIK KBI3METTIH HETI3ri NPUHIUNTEPIH,
yKobamap b Oackapy VFBIMIIAPHI MCH

TePMHUHJIEPIH,KO0ABIK ~ 0ackapy  cajachbIHIIAFbI
3aMaHayH TEXHOJOTHsIapAbl Oiy;;

--  ko0OanplK IHUKIMIH OPTYPdl  Ke3eHIepiHme
xoOamapapl 0acKapy TEXHOJOTHSUIAPBIH KOJAAHY
KKETTIUIITH Tajnay;

- 3amaHayu O3koHomuka MeH [T canacblHIarbl
KOOAIBIK MEHEKMEHT TEeXHOJOTHSIIAPBIHBIH OPHEI
MEH peJIiH Oaranay;

- IT-te x00albIK MEHEIHKMEHT TEXHOJIOTHUACHIH
KOJIIaHyFa SKOHOMHKAIBIK Oaraay XKyprisy;

- op Typai Oarmapnmamanap MeH KOCHIMINajgapMeH
JKYMBIC JKacaHbI3.

ITocJie ycnenHoro 3apepuieHust Kypea
oO0y4aromuecst OyayT

-3HaTb OCHOBHBIC IPUHIIUIIbL HpOGKTHOfI
ACATCIIbHOCTH, ITOHATHUA U TCPMUHBI YIIPABJIICHUA
IIPOCKTaMu,COBPEMEHHBIC TEXHOJIOTUU B obOnactu
MMPOCKTHOI'O YIIPABJICHUS,

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

-aHaJIM3MpOBaTh HeoOxommMmocTh mnpuMenerus | technologies at different stages of the project cycle;
TEXHOJIOTHI YIpaBJICHUH MPOSKTaMHu Ha pas3Hbix | - t0 evaluate the place and role of project management

oTamax MPOCKTHOI'O LUKIIA,

technologies in different spheres of modern economics

- OLEHHBATH Mecto W pomu TtexHonoruid | and IT sphere;
MPOEKTHOTO MEHEKMEHTa B pasiHuHbIX cdepax | - conduct an economic assessment of the application of

coBpeMeHHoM 3koHOMUKH 1 IT chepe;

project management technology in IT;

- TPOBOJHTH 9KOHOMHMYECKYIO  OIeHKY | - WOrk with various programs and applications.

MIPUMEHEHUS TEXHOJIOTUU MIPOEKTHOTO
MeHeKkMeHTa B IT;

- paboTaTh C pasIUYHBIMH TNpPOrpaMMaMd |
TIPIITOKEHUSIMH.

Kypcmuviy kbickawa mazmynnt / Kpamxkoe cooepacanue Kypca/

Course summary

XKobamapapl Oackapynbl aHBIKTAy (aFBLIIL. project
management) - AKII ykimerrepi men Eypoomak
ennmepi  kabpurmaran [SO 21500 xamprkapalbik
CTaHIAPTHIHBIH aHBIKTaMachlHa coiikec. JKobOara
ofmicTepAl, KypangapAbl, TEXHUKANapIbl KOHE
KY3BIPETTUTIKTI KOJITaHy. ANSI YITTBIK
CTaHIApThIHA  Colikec  jkoOamapiael  Oackapy.
XKocnapapl aHbIKTay, TOyeKeJIep MEH >Kocmap/aH
aybITKyJIap/ipl a3alTy, e3repicTepi THIMIL Gackapy
(Ynepicrik, (hyHKITMOHATBIK, OackapynaH,
KBI3METTED JICHTeiiH 0acKapyaaH albIpMAIIbLIBIFHI).
XKobanblH KociOM cananmapbelHAAFbl  KOOAIapIIbl
Oackapy. TexHuKanblK >xoHe Oackapy omicTepiH
TUIMJII YHJIECTIPETiH %00a eHIMIH KYPY.

OnpeneneHne yIpaBiIeHUs MPOEKTaMu (aHTIL.
project management) - B COOTBETCTBHH C
onpeneeHueM MEXIyHapoaHoro cranaapra ISO
21500, npunsatoro mnpasurenbctBamu CIIA u
ctpaHamu EBpocotoza. IIpumeHeHne MeTo/0B,
WHCTPYMEHTOB, TEXHHUK M KOMIIETCHIMEeH K
MPOEKTY.  YIpaBlI€HHE  NPOCKTAMHU B
COOTBETCTBHU C OIpEeNICHHEM HaIMOHAILHBIM
craumaprom  ANSI.  Omnpenenenue  1uiaHa,
MUHUMH3AIMA PUCKOB W OTKIIOHEHHWH OT TLIaHa,
3¢ (HEeKTUBHOTO yINpaBIeHUsS W3MEHEHUsIMHU (B
OTJIHYME OT TPOLECCHOrO, (PYHKIIMOHAIHLHOTO
yIOpaBieHHUs, YNPaBJICHUS YPOBHEM  YCIYT).
VYnpaBneHue npoekTaMH B NPO(hecCHOHATBHBIX
chepax mpoekra. Co3zaHue TPOJMYKTa MPOEKTa,
3¢ ()EeKTUBHO  COYETAIOIIETO0 TEXHHUUECKHE H
yIpaBJIEeHUYECKHUE METO/BI.

Definition of project management - in accordance with
the definition of the international standard 1SO 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
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 ducyunaunwy/ Course features

Tuicti OarjapnaMaiblK SkacakTaMaHbl IaiganaHa
OTBIPHIT, YHHBEPCUTETTIH KOMITBIOTEPIIIK

IIpoBenenue 3aHsITHIl B KOMIIBIOTEPHBIX Kjlaccax
YHUBEPCUTETA, c HCIOIb30BaAHUEM

Conducting classes in computer classes of the
university, using the appropriate software.
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CHIHBITITAPBIHA cabaKTap OTKI3Y. | COOTBETCTBYIOIMIETO MMPOTPAMMHOTO OOCCTICUCHHUS. |

bazoapnama scemexuici / Pykosooumens npozpammut/ Programme manager

Hcmannos A. O. | Vicmausios A. O. | Vicmauios A. O.

PR mexnonozusnapull PR mexnonocuul/ PR technologies

OKy makcamuwt / Yueonan yenwv/ Purpose

MIOHIHIH MaKcaThl — KOMMYHHKAIMSUTBIK YAepicTepal
Oackapy  cajachlHOa  CTYACHTTEpHiH  OumiMiH
KaJBIITACTBIPY, OJIEYMETTIK  aKmaparTel  137ey,
KHUHAY, OHJIEY, TAlAay JKOHE Kyleney JarabLiapbiH
JaMBITy, COHJai-aKk aybI3lla »oHe Xa30ama PR
MOTIHACPIH JaibIHAay; apHalbl ic-Iapanap MeH
aKIUsIapapl  YABIMIACTBIPY — TEXHOJOTHSUIAPIH
MEHTepTy XoHe KOFaMMeH OaillaHbiCc XKyWeciHmeri
MHHOBAIUSJIBIK KbI3MET TOKIPUOESCIH 3eperney.

Llens THCIATUTAHBI 3aKITI0YaeTcs B
(hopMHpOBaHUH Yy CTYAEHTOB 3HaHHI B 00JacTu
yIpaBI€HUS KOMMYHHMKAI[HOHHBIMU IPOLIECCAMU,
Pa3BUTHU HAaBHIKOB IOWCKa, cOopa, oOpaboTkw,

aHajii3a W CHCTEMaTH3allid  COLMAJIbHOU
nHPOpPMALIMK, a TaKKe CO3JaHUH YCTHBIX U
MHUCHhMEHHBIX PR-TekcTOB; B OCBOCHHU
TEXHOJIOTHH MIPOBEICHUS CIIeIMATbHBIX

MEPOIPUATHIA U aKIUH, a TAK)KE U3YUYEHHUH ONbITa
MHHOBAIIMOHHOM JEATEIBHOCTH B chepe CBs3eil ¢
00IIIEeCTBEHHOCTHIO.

The aim of the discipline “PR Technologies” is to

develop students’ knowledge in the field of
communication process management, to build skills in
searching, collecting, processing, analyzing, and

systematizing social information, as well as creating
oral and written PR texts; to master technologies for
organizing special events and campaigns, and to study
innovative practices in the field of public relations.

Homuiceci / Pesynemamot 00yuenusn / Learning outcomes

OKbimy
Kypersl corTi asikraranHaH KeiiH Olrim
aJIylbLiap
-)KoOamapapl 93ipiiey KoOHE UIrepuieTy YIIiH
HIBIFApMalIbUIBIK ~ UAesIapAbl  Taldy  JKoHe

MaKCaTThl ayJUTOPHUSFa dCep €Ty KYpalaapbiH
naiganany Typaibl OUTiM anajbl.

-Omap Ky3wlperTepre wue Oonaabl: aJbIHFaH
matepuanabl PR MoTiHzaepine pacimzaey yIiH
JEpeKTeP Il 137y, CY3y, Talaay, oHAeCY.

IMocae ycmemHoro
oO0yyarommecsi OyayT

3aBeplIeHUs Kypca

-ModTy4aT 3HaHAA O TOM, Kak HaXOAWTh
KpeaTWBHBIE  HMIeH A pa3paboTKu U
NPOJBWKEHHUSI  NPOEKTOB U II0JIb30BATHCS
MHCTPYMEHTaMH  BO3JEHCTBUS Ha  IIEJIEBBIC
ayIUTOPHH.

-[Ipnobperyr  KOMIETEHIMU: 1O  TOHCKY,

duabTpanuy, aHaau3y, oO0paOOTKE MAHHBIX IS
oopmileHUs TONy4YeHHOro Matepuana B PR-
TEKCTBI.

After successful
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.

completion of the course,

Ilpepexsuzummepi / Ilpepexeuzumot / Prerequisites

Toxipubenik MapKeTHHT YHBIMIAFbl OaCIIBLIBIK

KOHC KGH.I6aCH.[BIJ'II>IK

[IpakTHueckuii  MapKETHHT.
JIMAEPCTBO B OPraHHU3ALNN

PykoBoactBo M

Practical marketing. Management and leadership in the
organization

Kypcmuiy kvickawa mazmynot / Kpamkoe codepyacanue xypca/ Course summary

[lon ™arucTpaHTTapAblH IMIETENIIK TKipHOeHi
€CKepe OTBIPHIT, KOCiOM JKOHE JKEeKe callafia THUIMI

HucuunnuHa HampaBlieHa Ha (QOPMHUPOBaHHE Y
MarucTpaHTOB CHCTEMHBIX 3HAHMH W NPAKTUKU B

The discipline is aimed at developing undergraduates'
systemic knowledge and practice in the field of PR
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KOMMYHHUKATUBTI MIiHE3-KYJIBIKTBI KaJIBIITACTHIPYFa
MYMKiHIiK OepeTin PR TexHOMOTHACH camachiHAAFbI
XKyHeni OimiMi MeH Toxipubecid, koMnanusHbeH PR
CTPATEeTUSICBIHBIH TYKBIPBIM/IAMACHIH,
KOMMYHHUKAIMSUTBIK ~ JKOOAJapasl  KOCTIapiay s,
Mpe3eHTalMsIap MEH iCKepllik  Keliccesaepai
KYPTi3yi TaMbITyFa OaFbITTaFaH.

obmacth PR TexHoNOrMM, KOHIENIMH IHAp-
CTpaTeruu (bup™msI, TUTAHUPOBAHUE
KOMMYHHUKAIIMOHHBIX ~ MPOEKTOB,  IMPOBEICHHUE
Mpe3eHTallid W  JIeJIOBBIX  IIEPETOBOPOB,
TTO3BOJISIONIIMH ~ BEICTpanBaTh  d()QPEKTHBHOE
KOMMYHHKATHBHOE MOBEJICHHUE B
MPOPECCHOHANTLHON W JIMYHOCTHOM cdepax ¢
Y4eTOM 3apyOeKHOTO OIBITA.

technology, the concept of a company's PR strategy,
planning  communication  projects,  conducting
presentations and business negotiations, allowing them
to build effective communicative behavior in
professional and personal spheres, taking into account
foreign experience.

Ilocmpexsusummepi / Ilocmpexsuzumwt/ Postrequisites

bpaun-mapketusr. IIpFapmalibUibIK )KapHama.
KoMMyHHKaIUsIBIK MEHEIKMEHT

bpaun-mapketunr. KpeatuBnas pexiama.
KoMMyHUKaIIMOHHBII MEHEI)KMEHT

Brand marketing. Creative advertising.
Communications management

bazoapnama scemexuici / Pykosooumens npozpammst/ Programme manager

ToosutoB K.T.

| To6bu1oB K.T.

| To6bu1oB K.T.

Koncmpykmuemi Kapvim-Kamuinac ncuxonozusacwl/ Ilcuxonozus KoHCmpyKmugHozo oouieHus/

Psychology of constructive communication

Oky maxcamol / Yueonan uenv/ Purpose

- KOHCTpYKTHBTI KapbhIM-KaThIHACTBIH HETI31 OOJIBIIT
TaOBLIATBIH KapbhIM-KAThIHAC KYPAJJIapblH MEHIepY,
THIMJII ~ KapbIM-KaTblHAC  KYpaJIapblH  Taljay

(DOpMI/IpOBaHI/IC TCOPECTUYCCKUX M MNPAKTUYCCKUX
3HAHUM W HABBIKOB IO BOIIpoCcaM OCBOCHUA
CpCACTB KOMMYHUKAIIUH, aHaJIn3a CpeACTB

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

Macernenepi OoiibIHIIA TEOPHUSIIBIK ®oHe | apdexTHBHONW KOMMYHHKAIMU COCTaBISsFOLIMX | communication, which is the basis of constructive
MIPAKTHUKAJIBIK oM MeH JaFrabpUIap/Ibl | OCHOBY KOHCTPYKTUBHOTO OOIICHHS communication
KaJIBINTACTBIPY

Okbimy naomuoceci / Pesynomamut 00yuenus /Learning outcomes

Kypcetbi COTTI afgsKTaFAHHAH Keiiin
OitiMasymbLIap

-TynFaapanblK KOMMYHUKAIMSHBIH HETI3r  KOHE
KCHEUTIINeH JaFibUIapblH MEHIepy, OFaH OHIbI
aHBIK JKETKi3y, OHIIMeJeCyWIiHi ThIHAAY KOHE
KOHCTPYKTHBTI AHAIOT Kypy KabineTTepi Kipeai;
-Kocibu  sxoHe  Keke  KaFjaiimapaa  THIMI
KOMMYHHKAIUsl CTpaTerusulapblH  KOJAaHy, e3apa
OpeKeTTeCyiH KOJaiabl oAiCTepiH TaHJay >KOHE
KapbIM-KaThIHAC CTHJIIH KOHTEKCTKE OeHiMIEY;
-KaKTBIFBICTBIK JKaranmapasl COTTI ey,

ITocne ycneniHoro 3apepuieHus Kypca
o0yuarouuecsi Oyayr

-BJIaACTh OCHOBHBIMH u IMPOABUHYTBIMHU
HaBBIKAMH MEXKINIHOCTHOM KOMMYHUKAIIUH,
BKJIIOYAIOUIMMHM yMEHHE SICHO BBIpaXXaTb CBOM
MBICJIH, CIylIaTh cOOeceHHKa W BBICTPaUBATh
KOHCTPYKTUBHBIN 1HaJIOT;

-[IPUMEHSTH a¢peKTUBHBIE CTpaTeruu
KOMMYHHKAaIUH B pa3IMYHBIX
HpO(i)eCCI/IOHaJILHBIX U JIMYHOCTHBIX CHUTYyalUAX,
BBIOMPATh AJICKBATHBIE METOIBI B3aWMOICHCTBUS

After successful completion of the course, students
will be

- Master basic and advanced interpersonal
communication skills, including the ability to express
thoughts clearly, listen to others, and build constructive
dialogue;

-Apply effective communication strategies in various
professional and personal situations, choose appropriate
interaction methods, and adapt communication style to
the context;

-Successfully resolve conflict situations using de-
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JedCKaaIms, Keaicco3, MEIWalus JMICTEepPiH >KOHE
CTPECCTIK yKaFaaiaapa KOHCTPYKTHUBTI MiHE3-KYJIBIK
ToCUIAepiH maiinanany.

" aJarTupoBaTh CTUJIb O6H.I€HI/I}I K KOHTCKCTY,
-yCneliHO  pC€uIaTh KOH(bJ'H/IKTHI)Ie CUTyaluy,
HUCMOJIb3Yyd TEXHUKH ACI3CKaJIalliu, NMEPETOBOPOB,
Me€aAualuu W KOHCTPYKTUBHOI'O IIOBCACHHSA B
CTPECCOBBIX yCJIOBUAX.

escalation techniques, negotiation, mediation, and

constructive behavior in stressful conditions.

Kypcmuiy Kbickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

KoHCTpYKTHBTI KapbIM-KaThIHAC TICUXOJIOTHSCHIHA
kipicme. KapeiM KaTblHaC KypbUIBIMBEL. Kapbim-
KaTBIHACTBIH ~ KOMMYHHKATHBTI  Karbl. KapbiM-
KATBIHACTBIH ~ TCPLENTUBTI  JKaFbl. Kapbim-
KaTBIHACTBIH HMHTEPAKTHBTI JKarbl. | yJFaapajbIK
KaTblHacTap.  KappIM-KaThlHacTa  MPaKTHKAIBIK
Oarmapnany. Ecty xoHe ThiHmay. TyiFaapaibik
KOH(QJIIUKT KOHE OHBbI HICHIYIiH Tociimepi. Kapbim-
KaTbIHAC CTHIIBIEPI.

BBegenue B NCHXONOTHIO KOHCTPYKTHUBHOTO
oOmIeHMs. Crpykrypa OTHOIIICHUH.
KommyHukatuBHas CTOpOHA 00IIIEeHMSL.
[TepuenTuBHas CTOpOHA 00IIIeHHS.
WnTepakTuBHAs CTOpOHA OOIIEHHS.
MexnnuHocTHRIe  OTHOWEHUs. IIpakTuueckas

opueHTanusg B oOmieHuu. CHbIIAaTh M CIIYIIATh.
MEXITHYHOCTHBIH KOHQUIMKT W CHOCOOBI €ro

paszpemienusi. CTunu oOLIeHHUSI.

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.

Bazoaprama sncemexuici / Pyxosooumenv npozpammst/ Programme manager

Ypnabaesa Jlazat EpransicoBHa

| Ypnabaepa JlazaT EpransicoBHa

| Urdabayeva Lazat Yerganysovna
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2 2 oKy KbUIBIHA APHAJIFAH JJIEKTHBTIK MIH/epP / DJIeKTUBHbIE TUCHHUILUTHHBI 1UId 2 roaa ody4yenus/ Elective courses for

year 2

Mapxemunzmik 3epmmeynepoin samanayu mexnonozusanapol / Coepemennsle mexnoio2uu mapkemunzoeolx ucciedosanuii / Modern technologies of

marketing research

Oky makcamot / Yueonasn yenwv/ Purpose

MIOHII urepy OapbICBIHA CTYACHTTEPIiH
MapKETUHITIK JYHHETAaHBIMBIH KaJbIITACTHIPY YIIIiH
CTYZAEHTTEp 3aMaHayHd MAapKETUHITIK TEXHOJOTHsIIap
MEH KypaiJapAbl OKbI KaHa KOHMail, COHBIMEH
Karap oJapIbl IIYFBUT MapKETHHITIK Moceneepi

(hopMUpPOBaTH MapKETHUHIOBOE MUPOBO33PEHUC B
MIPOIIECCe OCBOCHHS TUCIHMILIMHBI 00ydaronIrecs
JOJDKHBl HE TOJIBKO H3YyYHUTh COBPEMEHHBIE
MapKETHUHTOBBIC TEXHOJIOTMHA U MHCTPYMEHTHI, HO
u BBIPa0OTaTh HaBBIKU MPaKTUYECKOTO

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
urgent marketing problems.

MICIIyl¢ TPAKTHKANBIK KOJJAHy [aF[IbUIapbIH | IPUMEHECHHS WX [UI1 PELICHHS aKTyaJbHBIX
KaJIBIITACTBIPYBL. MapKEeTHHTOBBIX 3a/1a4.

Oxbimy namudiceci / Pesynomamot 00yuenus / Learning outcomes
Kypctbi CoTTI asiKTaraHHaH keiiin | ITocie  ycmemHoro  3aBepmienusi  Kypca | After successful completion of the course, students
oimiMmanymbuiap o0y4Jarouecst OyayT will be
- Kaszipri Ke3eHIe SKOHOMHKAIBIK 3epTTeydiH Oip | - bopmupyet HaBbIKH nposenenus | - forms the skills of conducting marketing research
TYpi peTiHIe MapKEeTHHITIK 3epTTeyJep dIiCHaMachl | MApKETHHTOBBIX HCCIeqoBaHui, ocHoBaHHble Ha | based on the implementation of knowledge about the
MEH ojicTeMeci Typajbl OUTIMIH 1iCKe achipyFa | peanu3aiuu methodology and methodology of economic research, a
Hei3/eNiTeH  MapKeTHHITIK 3epTTeyliep OKypridy | 3HaHuié o  merojosoruu ¥ Metoxauke | type of which is marketing research at the present stage
JaFIbUIAPBIH KaJIbINTACTHIPAIbI KOHOMHUYECKOTO UCCIICIOBaHUS,

Pa3HOBUAHOCTBIO KOTOPBIX
ABJIAIOTCA MAPKETUHIOBBIC HCCICAOBAHUA Ha
COBPECMCHHOM JTallc

Ipepexeusummepi / [lpepexsuszumut / Prerequisites

ToxipuOenik MapKeTHHT

IIpakTHueCKnii MapKETUHT

| Practical marketing

Kypcmoiy kvickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Kypc 3amaHaym MapKeTHHITIK TEXHOJOTHSIAPIBIH
MOHIH, UPHUHIUNTEPIH, KYpPaIJapblH  aIajpl,
MapKETHHITIH HETI3r TeHIACHIMsUIAPbIH ©3repTyTre,
TYTBIHYIIBLIBIK KYHZBUTBIKTAPIbI KIKTEYTE,
TYTBIHYIITBIMEH KapbIM-KaThIHAC OpHATYIIbIH
3aMaHayd oJiCTepiHe, op TypJdi MapKETHHITIK
TEXHOJIOTHSUTAP BT KOJIIaHy MYMKIHZITIHE,
HapbIKTHIK ~FajJaMJIbIK WHTEPAKTUBTI KEHICTIKTE
OapeIHIIA JaMbIFaH MapKETUHTTIK

Kypc packpeiBaeT  CyIIHOCTh,  IPHHIIHIIGI,
WHCTPYMEHTBl COBPEMEHHBIX  MapKETHHIOBBIX
TEXHOJIOTUM, M3JI0KEHBI MOJXOJIbl K U3MEHEHUIO
KJTFOUEBBIX MapKETHHTOBBIX TEeHICHITNH,
KJIACCU(UKAIUIO TOTPEOUTEITBCKUX IIEHHOCTEH,
COBpPEMEHHBIE METOJIbI IOCTPOEHUSA
B3aUMOOTHOIIEHUI c norpeduTeneM,
BO3MOXHOCTH HCIIONIb30BAHUS Ppa3IUYHBIX
TEXHOJIOTHH 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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TYKBIpBIMIaManap, MbICANIbI: ©3apa MAapKETHHT,
KOTHHUTHUBTI )KOHE KPEaTUBTI MApKECTHHT .

KOHIICTIIINH, TIOyYMBIIE HANOOJIBIIEEe Pa3BUTHE
B TJI0O0aJhbHOM  HMHTEPAKTHMBHOM  PBHIHOYHOM
MPOCTPAHCTBE, TaKue KaK: MapKEeTUHT
B3aUMOJICUCTBUA, KOTHUTHUBHBIM W KPEaTUBHBIN
MapKETHHT.

Hlocmpexeuzummepi / locmpexeuzumot / Post-requirements

Busnectiy 0acekere Ka0iaeTTLIIr

| KoHKYpeHTOCTIOCOGHOCTh GH3HECA

| Business competitiveness

bazoapnama scemexuiici / Pykoeooumens npozpammul/ Programme manager

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

VrebaeBalK.A. K.2.H. JOILIEHT

Utebaeva Zh. A. candidate of economic sciences.
assistant professor

Tymovinywiolnaposiy uppayuoHanovl mines-Kyasix meopuscwol / Teopus uppayuonanvrnozo nosedenus nompeoumeneit / Theory of irrational consumer behavior

Oxy makcamot / Yueonasn yenv/ Purpose

oNleyMeTTaHy/la, TCHXOJIOTHANA, AKOHOMHKA MeEH
Map-KEeTHHITE TYTHIHYIIBIIAPIBIH KHUCHIHCHI3 MiHE3-
KYIKBI-HA ~ TEOPHSUIBIK ~ JKOHE  O/liCHAMaJIbIK
Tociamepni, COH-Ial-ak  JKEeKe  TYIFajJap/blH
Tayapiap MeH KbI3MeTTepii Oaramay, caTelll amy,
naiianany >oHE JXOK Ke3iHJe IIemiM Kaobuiaay
MPOIIECiH, 9PEKEeTTepi MEH TYCIHIK-TEepiH Oackapy
omicTepiH 3epTTey Kazipri 3aMaHFbI JKaFaannap.

H3Y4YEHHUE CYLIECTBYIOIIMX B COLUOJIOIUH, IICUXO-
JIOTUHM, 3KOHOMUKE W MApPKETHHIE TEOPETUKO-
METO-10JIOTMYECKUE MOJX0/I0B K
HppalUOHATIBHOMY MOTPEOUTETHCKOMY
MOBEJCHUIO, a TaKkKe METOJOB YIPaBICHUS
MPOLECCOM MNPUHATUS PELICHUH, JEH-CTBUSIMU U
BOCHPUATHEM WHJIUBUJIOB B OIIEHKE,
MPUOOpPETEHNH, TPUMEHEHHH W H30aBICHUH OT
TOBapOB U YCIYT B COBPEMEHHBIX YCIOBHSIX.

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

Kypcerbi CITTI asiIKTaraHHaH Keilin
oiniMmanymsuiap

- TYTBIHYIIBUIBIK MiHE3-KYJIBIKTBI TANJay SJiCTEpiH
JKOHE aJIbIHFaH HOTIDKENEP/Ii TYCIHIIPY/Ii aHBIKTAY;

- TYTHIHYIIBIIAPABIH MiHE3-KYJIKbI MeH
KaHaFaTTaHYBIHBIH MOTHBAIMSIBIK  (haKTOpIapbIH
aHBIKTAY JKoHE Oaranay 9JIiCTepiH KOJIJaHy;

- ©HIM HeMece OpeHJl Typasibl aKmapaTThl 13[EYyiH,
KaOBUIAY/IBIH JKOHE €CTe CaKTayAbIH TYTHIHYIIBIIBIK
ITOPHUTMIH XKacay;

- OpPTYpAl  MAapKeTHHITIK  CTpaTerusuiapibiH
TYTHIHYIIBIIAPIBIH MiHE3-KYJIKBIHA ocepiH Oarainay;

Iocie ycnmennoro 3aBepuieHust Kypca
oO0y4aromuecs OyayT

- Onpenensrsb METO/IbI aHanm3a
MOTPEOUTENBCKOTO TTOBECHUS U WHTEPITPETALIUIO
MOJTyYEHHBIX PE3YJIbTATOB;

-IPUMEHSTh METOJbl BBISBICHHS W OLECHKH
MOTUBAllMOHHBIX  ()AaKTOPOB  MOBEIACHUS U
YIIOBIETBOPEHHOCTH MOTPEOUTENEH;
-pa3pabarhiBaTh  MOTPEOUTENBCKUM  AITOPUTM
TIOUCKA, BOCIIPHSATHS u 3aIOMUHAHUS
nHPOPMALIMH O IPOAYKTE WK OpEeHIE;
-OIICHUBATh BIMSHUE PA3IMYHBIX MapKETHHIOBBIX

After successful completion of the course, students
will be

- Define methods for analyzing consumer behavior and
interpreting the results obtained;

-apply methods to identify and evaluate motivational
factors of behavior and customer satisfaction;

-to develop a consumer algorithm for searching,
perceiving and remembering information about a
product or brand;

-evaluate the impact of various marketing strategies on
consumer behavior;

- apply methods of structuring common needs;
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- JKaNmbl KaXETTUTIKTEPIl KYPBUIBIMIAY OHiCTEepiH
KOJIJaHy;

- CaThIN ajly MiHe3-KYJIKbIHBIH MOJENBACPIH d3ipiey
JKOHE OFaH acep eTeTiH (aKTopIapabl AaHBIKTAY;

- Tayapiap, KbI3METTEp XOHE HIesAsap HapbIFbIHIA
TYTHIHYIIBIIAPABIH ~ MiHE3-KYJIKBIH  0acKapyaAblH
3aMaHayW TYKBIPBIMIAMalapblH, TocuIaepi MeH
omicTepiH KoJIaHy;

- MapkeTHHITe TYTBIHYIIBUIBIK MiHE3-KYJIBIKTHIH
COLIUOJIOTHUSIIBIK, HKOHOMUKAJBIK JKOHE
MICUXOJIOTHSJIBIK TEOPHUSUIAPHIH KOJIIAHY;

- TYTBIHYHIBUIAPJBIH MiHE3-KYIKbIHA dCep EeTeTiH
(dakTopnap KemleHiH Tanjgay MiHACTTepiH WIelny; -
CYpaHbICTap MEH KajaylapAblH e3repyiHe, COHIai-
aK JKaJIbl HAPBIKTaFbl TYTHIHYLIBUIAPABIH MiHE3-
KYJIKBIHA 9Cep eTETiH (aKTopiaapAbl aHBIKTAY;

- KanarartanaplippuiMaraf KOKETTUTIKTEPIiH
TYBIHAAQY CEeOCNTEepiH aHBIKTAY OMICTEPiH a3ipIey;
CaThlIl ayIIbUIApABIH (KIMEHTTEePAIH)
KOKETTUIIKTePiH OaphIHIIA TOJBIK KaHAFaTTaHIBIPY
YIUiH aWKbIHOAy, Tayapiap MeH KbI3MeTTepai
MaKCaTThl CETMEHTTEPMEH CaThINl aly MaKCaTTapbiH
alKpIHAAY;

- Op TYpJi MapKETHHITIK BIHTATAHIBIPYIBIH
TYTHIHYIIBIIAPABIH MiHE3-KYIKbIHA ocepiH Oaranay;

- HaKThl MAapKETHHITIK MIiHICTTEpAl IIelry YIIiH
TYTHIHYIIBIIAPAbIH MiHE3-KYJIKBIH 3eprrey
omicTeMeci MeH 9flicTeMeCiH 93ipiey;

- TYTBIHYIIBIHBl CaTBHIl ~ally Typajibl IIENIiM
KaObLIayFa JKETEJCUTIH CaThIl ajly MIHE3-KYJIKbIH
MOJIENIBAEY;

- TYTBIHYLIBUTAPIBIH MiHE3-KYIKBIH TAJIAAY KOHE
HOTHIKEJIEPl TYCIHAIPY.

CTpaTeTruii Ha TIOBEICHHE MTOTPEOUTEIICH;

- TPUMEHSTh METOIBl CTPYKTYypHU3aIllUU OOIIHMX
MOTPEOHOCTEH;

-pa3pabaThiBaTh ~ MOJENH  MOKYIATEIbCKOTO
MOBEJICHUST M ONPENCNIATh (PAKTOPBI, BIHSIONIHEC
Ha HEero;

-IPUMEHSTh COBPEMEHHBIC KOHIICTIIINH, TTOIXObI
u METOIBI yIIpaBIICHUS MOBEJICHUEM
MOTpeOUTENCH HA PHIHKE TOBAPOB, YCIIYT U HIIEH;
-[IpuMeHSITh COIMOJIOTMYECKUE, IKOHOMHYCCKUC
U TICHUXOJIOTUYCCKUE TEOPHU MOTPEOUTEIHCKOTO
MTOBE/ICHUS B MAPKETHHTE;

-peliath 3ajadd aHaliu3a KOMIUIEKCa (PaKTOPOB,
BIMSIIONMX Ha TIOBEACHUE TMOTpeOuTene; -
BBISIBIIAATH (DAKTOPHI, BIUSIOIIME HA H3MCHCHHE
3alpocoOB M MPEANOUYTEHHH, a TakKe Ha
MOBEJICHUE TIOTPEOUTENCH Ha PHIHKE B IIEIIOM;
-Pa3pabateiBaTh METONBI BBISBICHUS TPUYUH
BO3HUKHOBCHHS HEYIOBJICTBOPEHHBIX
MOTPEOHOCTEH; OTPEACISTh MOTPEOHOCTH
MoKymarenei (KIMeHTOB) Ui WX HauOojee
[IOJIHOTO  YJIOBJICTBOPEHUS; OINPEACIATh LEIH
MPUOOPETEHUSI TOBAapOB M YCIYr IIEJICBBIMU

CerMEeHTaMH;

-OneHnBath BIIMSIHUC Pas3IHYHbBIX
MapKCTHUHI'OBBIX CTUMYJIOB Ha IIOBCACHHEC
OTpeOUTENCH;

-pa3pabaTbiBaTh ~METOJOJIOTHIO M  METOIMKY

HCCIICIOBAHMS TIOBSACHUS MOTpeOUTENeH Jyis
pereHnsT KOHKPETHBIX MAPKETHHTOBBIX 3a/1a49;
-MOJICTIUPOBATh  IOKYNAaTEeIbCKOE  IOBEJCHHUE,
MOIBOASL MOTPEOUTENSI K TPUHATHIO PEIICHUS O
MTOKYTIKE;

-aHaJM3UPOBaTh TIIOBEJCHHE IIOTpeOHTENe U
HUHTEPIPETUPOBATH NOTYUEHHBIE PE3YIbTaTHL.

-develop models of customer behavior and identify the
factors influencing it;

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

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

-to solve the problems of analyzing the complex of
factors influencing consumer behavior; -identify factors
influencing changes in requests and preferences, as well
as consumer behavior in the market as a whole;
-Develop methods to identify the causes of unmet
needs; identify the needs of customers (clients) for their
fullest satisfaction; determine the goals of purchasing
goods and services by target segments;

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

-to develop a methodology and methodology for
researching consumer behavior to solve specific
marketing problems;

-model customer behavior, leading the consumer to
make a purchase decision;

-analyze consumer behavior and interpret the results.

Ipepexsusummepi / Ipepexeuzumot / Prerequisites

Y #ibIMIarel O0acIIbLIBIK KOHE KOIIOACIIBUIBIK

| PYKOBO}_ICTBO 1 JIUACPCTBO B OpraHu3anuu

| Management and leadership in the organization
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Kypcmuiy Kvickawa mazmynnt / Kpamkoe codepicanue kypca/ Course summary

[lonH  TYTBIHYIIBIHBIH  KWUCBIHCBI3  MiHE3-KYJIBIK
TeopHsUIapbIH TOXipuOeae KOJITaHY 1B
yiipereni. TYTBIHYIIBIIApIBIH MiHE3-KYJIKBIH 3€pTTEY
omicTepi. HHTepHET-MapKETHHT. AanmpIk
Oarmapnamainapbl.  TYTBIHYIIBUIADMEH  KapbIM-
KaThIHACTBI 0ackapy Kypaibl >KOHE MapKEeTHHITIK
IIBIFBIHIAP BT OHTAllIIaH-IBIPY TOCLIII.
TyTeIHYWBUIAPABIH ~—~ KaObUIAAyBIHBIH —~ MO-JCHH
cumatTaManapbl. [YTHIHYIIBUIAPABIH — MiHE3-KyJI-
KBIHBIH QJIEYMETTIK (hakToprapsi.
TyTBIHYIIBUIAPABIH  MiHE3-KYJIKbIHA aHBIKTaMaJIbIK
TonTapablH dcepi. Ty-THIHYIIBIHBIH MiHE3-KYJIKbIHA

orbackl MEH Y#H [Iapya-IIBUIBIFBIHBIH — 9cepi.
TyTeIHYmBI ~ MiHE3-KYJIKBIHBIH  NICHXOJIOTHSIIBIK
¢daktopnapel.  TYTBIHYIIBIHBIH  MiHE3-KYJIKbIHA

TYJIFaHBIH 9cepi. TYThIHY MOTHBTEpi JKOHE HICHIIM
KaOpurmay mponeci. TyreiHYmBIapra ocepi. B2B
HaphIFBIHAA2  OW3HEC  JKYPri3y  epeKIIeNiKTepi.
Ty TBIHYIIBUTIAPIBIH KYKBIKTaphI: Ma3MYHBI,
KOPFaTybl, KYKBIKTBIK HETi3/1epi.

JanHHas  AUCHUIUIMHA  JaeT [PUMMEHCHUE
TEOPUU HPPAIMOHATBHOTO  MOTPESOUTEITHCKOTO
TIOBEIICHUS Ha MPAKTHKE. METOMIBI MCCIICIOBAHMS

MOTPEOUTENhCKO-TO  TOBeAeHus.  VHTepHeT-
MAapKETHHT. [Iporpammsi JOSUTbHOCTH:
WHCTPYMEHT  VIOPABICHUS  OTHOIICHUA-MU  C

KJIMECHTAaMH H CIOCO0 OIITUMH3aIUU MapKe-

TUHTOBBIX pacxojoB. KymbTypHble ocobeHHOCTH
BOCTIPHATHS notpebuTeneH. CounansHble
(hakTopsI MOTPEOUTENBCKOTO MTOBEICHUSI.

Brusiaue pede-peHTHBIX TPYI Ha TOBEICHHUE
norpedureneil. BnusHue ceMbU M JIOMAIIHETO
XO3sicTBa HA  TOBe-JIIEHHWE  IOTpeOUTeNei.
ITcuxonoruueckue (hakTopsI MOBEICHUS
noTpeduTesei. BiusHue JIMYHOCTH Ha TIOBEJCHUE
noTpedutenss. MOTUBBI MOTPEOJICHUS U TIPOIIECC
OpuHATUSL pewieHud. BosgeiictBue Ha 1oT-
pebureneii. OcobeHHOCTH BeneHus el Ha B2B
peiake. IlpaBa morpeburteneii: comepikaHue,
3aIu-Ta, 3aKOHOJaTeNlbHas 0asa.

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
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.

Iocmpexsusummepi / Ilocmpexseuzumut / Post-requirements

[IsIrapMambuIbIK XKapHAMa

| KpeatuBHas pexiama

| Creative advertising

bazoaprama ncemexuici / Pykosooumens npozpammul/ Programme manager

To6sutoB K. T., o.5.K.

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

| Tobylov K.T., c.es.

Trade menedscmenm | Trade meneorncmenm | Trading management

Oky makcamot / Yueonas yenv/ Purpose

cayna cajachlHIarbl  YUABIMIBI OackapybIH
TEOPUSIIBIK ~ JKOHE  MPaKTUKAJIBIK  Macenesepi
OObIHIIIA MarucCTPaHTTapIbl JaspIIay a6
MPaKTUKAJIBIK JKOHE FBIIBIMHU-TIEIAT OT UK AJTBIK

KBI3METTE MaruCTPaHTTaP/Ibl TEOPUSIIBIK Aaspiiayabl
KOJIJIaHyFa OarbITTalIFaH Ka)KeTTI1 JIeHT el
KaMTaMachI3 €Ty

o0ecrieunTs HeOOXOAUMBIA YPOBEHb MOATOTOBKH
MarucTpaHTOB o TEOPETUIECKIM u
MIPaKTHYECKUM BOIIpOCaM YIpaBIeHU

opraHuszanueil B cepe TOProBi, HAPaBIeHHBIX
Ha TPUMEHEHHE TEOPETHYECKON TOATOTOBKH
MarucTpaHToB B TPAKTUYECKOW U HAYYHO-
NEOTOIrMYECKOM IESITENHOCTH

provide the necessary level of training for
undergraduates on theoretical and practical issues of
organization management in the field of trade, aimed at
applying the theoretical training of undergraduates in
practical and scientific-pedagogical activities

Oxvimy namuoiceci / Pesynomamot 00yuenus / Learning outcomes
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Kyperbr  coTTi Keilin  Oinim
aymbLiap

-Cayna MCHEIDKMCHTIHIH TEOPHUSUIBIK HETi3/epiH,
OKBITBUIATBIH ~KYPCTBIH HETI3r  KaTeropHsuiapbiH
aHBIKTAY;

- cayaa KOCITOPHBIH OackapyabIiH
YUBIMIACTHIPYIIBUIBIK HETI3JEPiH 3ipIiey;
-TayapiapMeH KaOJbIKTay, KOWMa IIapyalibUIbIFbl

npoueCTepiH, KOTEPME IKIHEC OeJiek cayaganarbl

asgKTaraHHaH

caya-TeXHOJIOTHSUIBIK ~ MPOLECTi  YHBIMAACTBIPY
XKoHe OacKapy.
- TyreiHy HapbIFBIHAAFBEI JKYMBIC TpOIECiHIIE

TYBIHJIAHTHIH Ipo0JIeManap/ sl Tajuaay KoHe MIeTy;

- HapbIKTHIK JKaFJalbl 3epTTey, OHBIH YpAiCTEepiH
YaKTBUIBI TYCIHAIPY KOHE €CKepy, ToyeKel JeHreHiH
aIJplH  ana Oarajmail  OTBIPHIN, KOMMEPIHSIIBIK
HIemimaep Kaobuiiay; YHsIMIapablH KOMMEPIHSIIBIK
OeximienepiHiH  KbI3METIH  JKocmapiay  JKoHe
YHBIMAACTBIPY;  Cayla-TeXHOJOTHSUIBIK — IPOLECTI
YHBIMAACTBIPY;
- NepCOHAIJIBI
KOJIJIaHy; KOMMEPIIHSITBIK
TUIMJIUTITIH Oaraiay.

- Cayza KoCiMOpbIHAAPBIHBIH TayapJiapblH CaThI aly
KOHE CcaTy YHAepiCTepiH YHBIMAACTBIPY IKOHE
JKOCTIapJIapbIH 3ipey;

- KOCIMTOPBIHHBIH TayapiiblK aCCOPTUMEHTIH OHBIH
cayJa KbpIBMETIHIH TYPiH JKOHE OpBIHAAJIaThIH
KOMMEPIHSIIBIK OlepalysyIapAblH CHUIIaTBIH ecKepe
OTBIPHIT KAJBIITACTHIPY;

- Tayap KO3FaJbICBIHBIH OpTYPJi Ke3eHIepiHnae
TayapiaapAblH YTHIMIBI KO3FaJbICHIH YHBIMAACTHIPY;
- KOMMEPIHSIBIK  KOCIHOPBIHIAPABIH — KaJpJbIK,
MaTEepHAIABIK KOHE KAPXKBUIBIK PecypCTapbIHBIH
Kal-KyHiH Tanjmay d>koHe Oaranay; IIapyamblIbIK
KYPrizymni cyObeKTUIEpIiH KbI3METiH OaKplIay.

- KoMMepiusuiblK KbpI3METTI 0acKapy callaChIHIaFrbl
CTpaTervsUIbIK MIHACTTepAl Iuemy yuri" Oimimui

BIHTAJTAHIBIPY JKYHECiH THiMII
MEHEHKMEHTTIH,

IMocne  ycmemHoro
oO0y4aromuecst OyayT
- OmnpenensaTs TEOPETUUECKHE OCHOBBI TOPTOBOIO
MEHEDKMEHTa, OCHOBHBIE KaTETOPUU M3y4aeMOIo
Kypca;

-pa3pabarbiBaTh  OpraHU3aLMOHHBIC
YIpaBJICHUs] TOPTOBBIM NPENIPUSITHEM;
-OpraHM30BBIBaTh M YNPABJIATh IMPOLIECCAMHU
TOBapOCHaOXKEHHUS,  CKJIAACKOTO  XO3SHCTBa,
TOPrOBO-TEXHOJIOTMYECKUM IIPOLIECCOM B
ONTOBOM U PO3ZHUYHOU TOProBie.

- AHanmu3upoBaThb U  pelaTh
BO3HMKAWOIIME B  IpoOLecce
MOTPEOUTETBCKOM PBIHKE;
-HCCIE0BATh PBIHOYHYIO CHUTYaLHUIo,
CBOEBPEMEHHO HHTEPIPETUPOBATL U YYUTHIBATH
ee TCHICHLUUH, MPHUHUMATh KOMMEpPYECKHUE
peleHus, NpPeABAPUTENBHO OLICHUBAas YpPOBEHb

3aBeplieHHs1  Kypca

OCHOBBI

mpo0IeMsl,
paboTel  Ha

pHCKa; IJIAaHUPOBATH u OpraHU30BLIBATH
JESATEIPHOCTh KOMMEPUECKHX MOApa3aeiieHui
OpraHM3aIni; OpTraHu30BEIBATh TOPTOBO-

TEXHOJIOTMYECKUH MTPOIIECC;

-3((EeKTUBHO TPUMEHATh CHCTEMY MOTHBAIUU
MepcoHaa; OLICHUBATh 3¢ eKTUBHOCTB
KOMMEPYECKOr0 MEHEDKMEHTA.

- PaspabareiBaTh TUIAaHBI ¥ OPraHH30BBIBATH

MpPOLIECCHl  3aKYNKH W TPOAAX  TOBApOB
MPEANPUITAN TOPTOBIIN;
-(popmupoBath TOBapPHBIii ACCOPTHMEHT

NpEeANpUATHsS C Y4YETOM BHUAA €ro TOProBOM

JACATCIIBHOCTHU u XapakTepa BBITTOJTHACMBIX
KOMMCPUCCKUX onepaunﬁ;
-OpraHru30BbIBATH panroHAaJIBHOC JBHXCHHC

TOBApPOB HA PAa3JIMYHBIX dTallaXx TOBAPOABUIKCHUA,

-aHAJIU3UpPOBATh W  OLIEHUBATh  COCTOSIHUE
KaJIpOBhBIX, MaTCepUuaIbHbIX u (1)I/IHaHCOBbIX
pecypcos KOMMEPYECKUX NPENPUATHM;

KOHTPOJHPOBATL ACATCIbHOCTDH XO3$II71CTBYI-OH.IPIX

After successful completion of the course, students
will be

-Determine the theoretical foundations of trade
management, the main categories of the course being
studied;

-to develop the organizational basis for the management
of a trading company;

-to organize and manage the processes of commodity
supply, warehousing, trade and technological process in
wholesale and retail trade.

- Analyze and solve problems that arise in the process of
working in the consumer market;

-to investigate the market situation, interpret and take
into account its trends in a timely manner, make
commercial decisions, pre-assessing the level of risk;
plan and organize the activities of commercial divisions
of organizations; organize the trade and technological
process;

-effectively apply the personnel motivation system;
evaluate the effectiveness of commercial management.

- Develop plans and organize the processes of
purchasing and selling goods of trade enterprises;

-to form the product range of the enterprise, taking into
account the type of its trading activities and the nature of
the commercial operations performed;

-to organize the rational movement of goods at various
stages of commodity movement; -to analyze and assess
the state of human, material and financial resources of
commercial enterprises; to monitor the activities of
business entities.

-Apply knowledge to solve strategic tasks in the field of
business management, effectively manage commercial
processes at all levels.
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KOJIIaHy, OapiblK  JIeHreieri
mponecTepAl THIMII Oackapy.

KOMMEPITHSITBIK

CyOBEKTOB.

-[IpumeHsTH 3HAHUS JUTSI penieHus
CTPaTEerMYeCKuX 3aJady B OOJIACTH YIPaBJICHUS
KOMMEpPYECKOH  NeATeIbHOCThIO, 3()QeKTHBHO
VIPaBJIATH KOMMEPYECKUMH MPOIIECCAaMH Ha BCEX
YPOBHSIX.

Ilpepexeusummepi / Ilpepexeusumot / Prerequisites

Kazipri MeHeIKMEHT

| CoBpeMEHHBII MCHEIPKMEHT

| Modern management

Kypcmuiy kvickama mazmynot / Kpamkoe codeparcanue Kypea/ Course summary

TyTeIHY HapBIFBIH KaJIBINTACTHIPYAAFbl CayAaHBIH
peni. Cayna MEHEKMEHTIHIH TEOPHSUIBIK HETi3aepi.
Cayma xp3MeTiH MemiekeTTik perrey. Cayna
KOCIMOPHBIH ~ 0acKapyAblH — YHBIMAACTBIPYIIBIIBIK
Heriznepi. Tayap aiiHaneiMbiH Oackapy. Cayna
KOCIITOPHBIHBIH ACCOPTHMEHTIH Oackapy.
Tayapnapabl JKeTKi3y HpoLecTepiH YHBIMIACTBIPY
koHe Oackapy. KoliMa mrapyaribUibIFBIH Oackapy.
Benmek cayna xenicin 6ackapy

Ponp TOPIOBJIA B
MOTPeOUTENBCKOTO  pBIHKA.  TeopeTHyeckue
OCHOBBI TOPrOBOTO MEHEIKMEHTA.
Tl'ocynapcTBeHHOE — peryiMpoBaHUE  TOPrOBOM
JIESATEIbHOCTH. OpraHu3ailiOHHBIE  OCHOBBI
YIpaBIEHUS TOPTOBBIM MPENNPUITHEM.
VYmopaBneHue  TOBapooOOpPOTOM.  YTpaBleHHE
ACCOPTUMEHTOM TOProBOro peIIpUATHS.
Opranmzansi ¥ yIOpaBleHHWE  IpolleccaMu
TOBapoCHaOXKEeHUsl.  YIpPaBICHUE  CKJIAACKUM
XO34MCTBOM. YTIPaBJI€HUE PO3HUYHON TOPTrOBOM
CETBIO

(dhopMHUpOBaHUH

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 ycemexuiici / Pykosooumens npozpammsl/ Programme manager

CeiitoBa I'.T. —5.r.x., mpocdeccop

| CeiitoBa I'.T. —k.3.H., mpodeccop

| Seitova G. T candidate of Economic Sciences, Professor

Trade mapkemune | Trade mapkemunz | Trade marketing

Oky maxcamot / Yueonan yenv/ Purpose

MarucTpaHTTapbl 1 iIIiHJIe JIe, OJIaH ThIC )Kepiepe
e KOFAMIIBIK KOKETTUTIKTepi 3epTTeyre,
KaJIBINITACTHIPYFa JKOHE KaHaraTTaHIbIPyFa
OaFbITTaIFaH Tayap-aKiia KaTbIHACTAPBIHBIH Ka3ipri
3aMaHFbI TaanTapbl sKarmaibIHga Cayna
MapKeTHHTIHIH TEOPUSIIBIK KOHE MPAKTHKAIBIK
aCIeKTiJIepiMEeH TaHBICTBIPY

O3HAKOMUTH MAaruCTpaHTOB C TCOPETUYCCKUMU U

MPaKTUYECKUMHU aCIeKTaMU TOPrOBOTO
MapKETHHIa B YCIIOBHUAX COBPEMEHHBIX
TpeOOBaHWI TOBAPHO-JICHEKHBIX  OTHOIICHHIA,

HaIleJICHHBIX Ha UCCIIe0BaHue, (DOPMHUPOBAHUE H
YIOBJIETBOPEHUE OOIIECTBEHHBIX IMOTPEOHOCTEH
KaK BHYTPH CTPaHbI, TaK U 3a €€ npeesiaMu

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

Okbimy namuoiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbl  corTi  askraramHan  keiiin  Oimim | ITocie  ycmemrmoro — 3aBepmienusi  kypea | After successful completion of the course, students
ajxymbliap o0y4Jarouecst OyayT will be

-Cayna MapKeTHHTiIHIH HaKThl CHIIATBIH aHbIKTay, | -  Omnpenensars  cneuuduueckmii  xapakrep | - Determine the specific nature of trade marketing,
cayjajgarbl MapKeTHHITIH THIMAUIriH Oaranay, | MApKETHHIa TOPTOBIIH, ouenuBatb | evaluate the effectiveness of marketing in trade, and
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MYMKiH OOJaTBIH TOYEKEIACPl €CKepe OTBIPHII,
KETKI3YIIIJIGPMEH JKOHE CaThil  anylIibUIapMeH
Oencenai cayna OalylaHBICTapbIH KYpY YIUiH ajFaH
OimiMaepiH KOIJany.

- Marepuanaplk eHIIpiC TeH TapaTyIblH HAaKThI
oOBeKTUIepiHAe OUTIMII KOJNJIaHy, KOMMEPIHSIBIK
MapKeTHHITI  Oackapy, TayapiapablH CamachlH

Oaranay.
- Cayna camacelHIAa MAapKETHHITIK 3epTTeyiiep
o3ipney  JKOHE  JKYprisy,  HapbhIKTBI  YKOHE

KOMITQaHUSHBIH ~ OCBl ~ HapblKKa  MIBIFYBIHBIH
OPBIHABUTBIFBIH TANAY.

- KoMMepusiiblk, MapKETHHT KEIIeHIH J3ipiiey KoHe
cayJia MOMLUJIENIEPIiH THIM/I XKYPTi3y.

3QQeKTUBHOCT,  MapKeTHMHra B  TOPIrOBIE,
MPUMEHSTh TOJNyYeHHbIC 3HAHMS UISI CO3JaHMUS
AKTHUBHBIX  TOPTOBBIX  KOMMYHUKalMid  C
MOCTABIIMKAMH W TIOKYIATENSIMH, yYHUTHIBAs
BO3MOJKHBIE PHUCKH.

- IIpuMeHsATh 3HaHMS HA KOHKPETHBIX OOBEKTax
MaTepuaIbHOTO MPOU3BOJICTBA M PACHIPE/ICIICHHS,
YIIPaBIATh KOMMEPYECKUM MapKEeTHHIOM,
OLIEHMBATh KAYECTBO TOBAPOB.

- PaszpabateiBaTh ¥ NPOBOIUTH MapKETUHIOBBHIE
UCCIIEeIOBaHUS B chepe TOProBIH, aHATH3UPOBATH
PBIHOK H TeJIECOO0Pa3HOCTh BBIXOJA KOMIIAHHU
Ha 3TOT PHIHOK.

- Pa3pabarbiBaTh KOMIUIEKC ~KOMMEPYECKOTO
MapkeTHHTa 1 3()()EeKTUBHO MPOBOAUTH TOPTOBBIC
CJICJIKU.

apply the knowledge gained to create active trade
communications with suppliers and customers, taking
into account possible risks.

- Apply knowledge to specific objects of material
production and distribution, manage commercial
marketing, evaluate the quality of goods.

- Develop and conduct marketing research in the field of
trade, analyze the market and the feasibility of the
company's entry into this market.

- Develop a commercial marketing package and
effectively conduct trade transactions.

Ilpepexeusummepi / Ilpepexeusumot / Prerequisites

Toxipubenik MapKeTHHT

| IIpakTHyeckuii MapKETHHT

| Practical marketing

Kypcmoty Kbickawa mazmynst / Kpamkoe cooeparcanue Kypca/ Course summary

Kommepuusiibix KbI3METTET1 MapKETHHT
TYXKbIpbIMIaMachl. Tayap aiHaJIbIMBI CajlaChIHJAFbI
Mapketusr. MarepuaiiblK ©HAIpiC CalachIHIAFbI
cayma. ®Dupmaimimik kocmapnay. AyTCOPCHHT
KBI3METTEPiHIH MapKEeTHUHT1

Konnenmus wmapkeTruHra B KOMMEpUYECKOi
nesiTelnbHOCTH. MapkeTHHr B cepe TOBapHOTO
obpamtenusi. Kommepus cepbl MaTepuagbHOTO
MIPOM3BOJCTBA. Buytpudupmennoe
IUTAaHUpOBaHUWE.  MapKeTHHT  yciuyr  cdepsl

ayTCOPCHHTIA.

The concept of marketing in commercial activity.
Marketing in the field of commodity circulation.
Commerce of the sphere of material production. Intra-
company planning. Marketing of outsourcing services

bazoapnama ycemexuiici / Pykosooumens npozpammsl/ Programme manager

CeiitoBa I'.T. —5.r.x., mpodeccop

| CeiitoBa I'.T. —k.3.H., mpodeccop

| Seitova G. T candidate of Economic Sciences, Professor

busnecmin 6acexeze Kavinemminizi / Koukypenmocnocoonocms 6usneca / Business competitiveness

Oky maxcamot / Yueonan yenv/ Purpose

Oiim aTyIIbUTapAbIH Kazipri 3aMaHFbI
KOMITAaHUSUTAPABIH 0acekere a01IeTTIIIrNH
KaMTaMachl3 €Ty YIIIH KaXeTTi OuTiM, OLTIKTLIIrIH
JKOHE JIaFIbIIIAPBIH KAIBIITACTHIPY

(hopMupoBaHue y 00ydaroNuXcsl 3HAHUN, YMEHHUN
M HAaBBIKOB, HEOOXOOMMBIX [JIg OOecledYeHus
KOHKYPEHTOCTIOCOOHOCTH COBPEMEHHBIX
KOMITaHUH

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

Okvimy namuoiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbl  ¢oTTi asiKTaraHHaH — KeiliH  Oliim
axymsLiIap
- OwusHectiH Oocekere KaOINETTINITiHIH Heri3ri

IMocie  ycmemHoro  3aBeplieHHsl  Kypca
o0yyaromuecst OyayT

[ HIOHUMATb OCHOBHBIC TCOPCTHUYCCKUC TIOHATUA

After successful completion of the course, students
will be
-understand the basic theoretical concepts of business
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TEOPHSUIBIK TYCIHIKTEPiH TYCiHEINI, 00CEKEeNeCTIKTIH
(hopmanapsl MeH TYPJIEPiH KiKTEYi;

- OacekernecTep Typaibl aklapar »XKHHAYIbIH HETi3ri
omicTepiH KOJIaHy Ibl, HOTIKEIEPiH TyCiHAipeni;

- OmsHecTiH Oocekere KaOUIETTUNITIH TammayablH
HETI3Ti 9ficTepiH Oaranay, HOTIKEJIEPiH TYCIHIIPY;

- 0OoCeKEeNeCTIKTI KYPTizydiH HeTi3r1
CTpaTeTusyIapblH, OoceKelecTepaiH MapKETHHITIK
TaNJaybIH JKYPTri3y JaFIblIapblH MEHepesi.

KOHKYPEHTOCTIOCOOHOCTH Ou3Heca,
KJacCUPUIMPYeT (HOPMBI U BUJIBI KOHKYPCHIIUU.

r IPUMCHATDH OCHOBHBIC MECTOJHUKHN c60pa

I/IH(bOpMaHI/II/I O KOHKYPCHTaX, HUHTCPHPETHUPYCT
PE3YyIbTAThL

r OOCHHUBATH OCHOBHBIC MCTOIHUKH aHaJInu3a

KOHKYPEHTOCIIOCOOHOCTH OusHeca,
MHTEPIPETUPYET PE3YIIbTAThI

00nagaTh  HAaBBIKAMH  OCHOBHBIX  CTpaTeruu
BeJICHHUS KOHKYPEHTHOH OOpbOBI, IEMOHCTpAIUU
YMEHUE IPOBOJUTH MAapKETUHIOBBI  aHAIU3
KOHKYPEHTOB

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

IIpepexeuzummepi / Ilpepexeusumut / Prerequisites

Kaszipri MapkeTHHITIK Tanjgay |

CoBpeMeHHBIH MapKeTHHIOBbIHM aHaINn3

| Modern marketing analysis

Kypcmuin kpickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Byn mnoH O0oCEKENeCTIKTIH YFBIMBI JKOHE JIaMy
TapuxblHa OarbITTAFaH. BoceKkeNnecTik canachlHIaFbl
KYKBIKTBIK peTTey. bacekenectep Typaisl akmapar
KHUHAY Ke3Jepi MeH oicTepi. beHuMapKuHr YFBIMBI
KoHEe OHBI KOJJaHy epekmienikrepi. bacekenecrtik
CTpaTerusiap *oHe OoJlap/Ibl iCKe aChIPYAbIH aObICTHI
TOKiprbenepi

XanbIKapanblK OW3HECTeri OoceKelecTepi Taijgay
epekmenikTepi. buszHecTiH 0aocekere KaOUMETTUTITIH
tajnmay. Tayapiaap MeH KbI3METTEpIiH Oacekere
KaOUIETTINITiHIH JKalmbl cHmaTTaMacel. Tayapnap
MEH KBI3METTEePIIH Oacekere KaOUIEeTTLIIK
¢daxTopnapsl

JaHHas AMCUMITIMHA HalleJIeHa Ha

MOHSATHE U UCTOPHSI Pa3BUTUS KOHKYPEHIIHU
[IpaBoBoe perynupoBanue B cepe KOHKYPEHIIHH.
Hcrounukun u merombl cOopa wuH(pOpManuu o
KOHKypeHTaX. IloHATHe  OeHUMapkuHra U
0CcOOEHHOCTH ero mnpuMeHeHus. KoHKypeHTHbIe
CTpaTervH U YCIICIIHbIC PAKTHKHN WX PeaTH3aluu
Ocob6eHHocTH aHamM3a  KOHKYPCHTOB B
MEXTyHapOTHOM OU3HECe.

AHam3 KOHKYPEHTOCIIOCOOHOCTH On3Heca
Oomias XapakTepucTHKa
KOHKYPEHTOCITOCOOHOCTH TOBAPOB U YCIYT.
@DakTopbl KOHKYPEHTOCIIOCOOHOCTH TOBapoB U

yCIayr

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
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 yncemekuiici / Pykosooumens npozpammsr/ Programme manager

CetitoBa I'.T. — 3.F.x., mpodeccop |

Ceiitoa I'.T. — k.3.H., mpocdeccop

| Seitova G. T candidate of Economic Sciences, Professor

bpeno mapkemunzi/ bpeno mapkemunz/ Brand marketing

Oky makcamot / Yueonan yenwv/ Purpose

BpennmuHr canachlHIarbl HETi3ri  KY3bIPETTUIIKTI
JAMBITy, SFHM  MarucTpaHTTapra  0oJjamiakra

PasButre KIIIOYEBBIX KOMIIETEHIIMH B oOsacTu
OpeHmuHTa, T.6. BBIPA0OTKA Yy MAarmCTPaHTOB

Development of key competencies in the field of
branding, i.e. development of a professional view of the
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Oocekere KaOlIeTTI JKOHE KOpFrayy KaOlmeTTimiri
JKOFapbl OpeHATEpIli KYpyFa, ONapiAbIH OpHAIACYHI

MEH  HMUIXKIH aHBIKTayFa, (bupmanapIsiH
MapKeTHHITIK CTpPAaTeTHsUIapblH  €CKepe  OTBIPHIII,
ONMapIbIH  JaMyblH  OackapyFa  KOMEKTeCeTiH

OpeHATEpal KYpYy *oHe Oackapy KbI3METiHE KociOu
KO3Kapac KaJIbITaCThIPY

po¢eCCUOHANBHOTO B3IVIAA Ha AESTEIBHOCTD I10
CO3JIAaHHMIO W YMpPaBICHHUIO OpEHIaMH, KOTOPBIH

MMOMOXET UM B OyaymeMm pa3pabaThiBaTh
KOHKYPEHTHOCIIOCOOHBIE H  OXPaHOCHOCOOHBIE
TOPTOBBIE MapKH, OTIPEIEIIATh 1704

MO3UIIMOHUPOBAHUE M WMUJIDK, YIPABIATh WX
pPa3BHTHEM C Y9€TOM MapKETEHTOBBIX CTpaTeruit

hupm

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 namuoiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbr  coTTi Keilin  Oiim
aJyumbLIap
- Kazipri HapbIKTapaarsl opTYpJli KOMITAaHHUSIAPAbIH

KYMBIC iCTeyiHIH OM3HEec-MOMAETiHIeri OpeHINHTTIH

asgKTaraHHaH

pemniH, OpeHATEepAiH TYpJIEpiH KOHE OJapIbIH
KOMIaHUSHBIH ~ OpeHa  mopTdeniHmeri  pediiH
aHBIKTAYy.

- BpeHI-UMHIKII OpHANACTBIPY KOHE MOJCIBICY
TY>KbIpbIM/IaMalapblH aziprey, THICTI
TEXHOJIOTHSIIAP/IbI KOJIJIAHY.

- ArtarraH OiTiMJII 3epTTEY JKYMBICBIH/IA KOJI/IaHy.

- JKahaunapik opraja SKOHOMHUKAJIBIK areHTTep MeEH
HapBIKTAPJIbIH MiHE3-KYJIKBIH 3KOHOMMKAJIBIK JKOHE
CTpaTErHsUIbIK TAJJIAy ICTEPiH KOJIaHYy.

IMocae ycnenrHoro 3apepuieHusi Kypca
o0y4aromuecs OyayT

- Omnpenenarb posib OpeHIUHTa B OW3HEC-MOJICIIN
(YHKIMOHUPOBAHUS PA3JIUYHBIX KOMITAHWHA Ha
COBPEMEHHBIX PBIHKAX, TUITI OPEHIIOB M UX POITU
B MapOYHOM MOPT(dhee KOMIaHUH.
-Pa3pabateiBaTh KOHIIECTIMH TO3UIHOHHUPOBAHUS
U MOJICIUPOBaHHS OpCHAA-MMHUJKA, TPUMEHSThH
COOTBETCTBYIOIHE TEXHOJIOTHH.

- IIpumensTs yKa3aHHbIE 3HAHUSA B
HCCIIeI0BaTEIbCKOM padoTe.

- MHcnonp3oBaTh METOJBI 3KOHOMHUYECKOTO U
CTPaTEru4eCcKOro aHaJM3a MOBEJCHUS

SKOHOMHYECKHX areHTOB U PHIHKOB B TJI00ATEHOM
cpere.

After successful completion of the course, students
will be

- To determine the role of branding in the business
model of functioning of various companies in modern
markets, the types of brands and their roles in the brand
portfolio of the company.

-Develop brand image positioning and modeling
concepts, apply appropriate technologies.

- Apply this knowledge in research work.

- To use methods of economic and strategic analysis of
the behavior of economic agents and markets in the
global environment.

Ilpepexsusummepi / Ipepexeuzumot / Prerequisites

Ty TBIHYIIBUTAPIBIH UPPATHOHAIABI MiHE3-KYJIBIK
TEOPUSICHI

Teopust UppaMOHATEHOTO MTOBEICHHS
oTpeduTenei

Theory of irrational consumer behavior

Kypcmuiy Kpickawa mazmynwt / Kpamkoe codepacanue Kypca/ Course summary

KoMMepuusiblk KbI3METTer OpEeHIMHITIH pesi MeH

OpHBl.  BpeHIWHITIH  CONMONOTHSUIBIK  KOHE
NCUXOJIOTHSJIBIK  acnektiyiepi. Tayap TanOamapbeiH
TpaHchopMaLusay. Kymrri Opennarep.
KommanusinelH ~ OpeHJ]  casicaThlHBIH ~ Ma3MYHBI.

BpeHauHrTerl CTpaTerusiblK IICHIMIep. 3aMaHayn
OpEHIUHT TeXHONOTrUsUIapbl. GUPMaHbIH OPEHANHTIH
Oackapy

Pomp m wmecto OpeHmmHra B KOMMEpPYECKOH
JEeSITeTFHOCTH. Coronornaeckre u
[ICUXOJIOTHUECKUE ACIEKTBI OpeHauHrA.
Tpancdopmanmsa TtoBapHbIX 3HaKOB. CHIIBHBIE
opennpl. CopepxaHue OpEHIOBON IOJHMTHKH
¢upmel. CTpaTernueckue peieHust B OpeHanHTe.
CoBpeMeHHbIE TEXHOJIOTHH OpeHauHra.
VYnpasnenue OpeHIUHTOM HUPMBI

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

bazoaprama ncemexuici / Pykosooumens npozpammut/ Programme manager
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| Kunkaiinaposa A.A.

| Kunkaiinaposa A.A.

| Zhilkaidarova A. A.

Typucmik onimoi scotnncoimy / Ilpoosusicenue mypucmckozo npooykma / Promotion of a tourist product

Oxy maxcamol / Yueonan yenv/ Purpose

Binim anymbimapaa €3 kociOu KbI3METI callachblHIa
3aMaHayH TYKbIpbIMIamMaliap MEH TeXHOJIOTUSIIAP bl
TOXipuOene CoTTi KONIaHy YIIiH KaXKeTTi
TypOIEpaTop CaNachbIHAAFbI OiTiM MEH AaFAbLIapAbl
KaJIBIITACTBIPY.

dopmupoBaHHEe Y OOyYarOIIMXCS 3HAHWA U
YMEHHI B obnactu TypONEPENTHHTA,
HEOOXOMUMBIX JUIS YCIIENTHOTO TPUMEHEHHS
COBPEMEHHBIX KOHIICMIIUN U TEXHOJOTHH B cdepe
CBOCH TPO(ECCHOHANBHON JACSITCILHOCTH Ha
MPAKTHKE.

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 Hamuxceci / Pesynomamot 00yuenus / Learning outcomes

Kypersl  ¢oTTi  asKraFaHHaH  KeiiiH  Oltim
aJymsLIap

- TypomepaTopnblK KbI3METTi YHBIMAACTHIPYIBIH
HET13T1 IPUHIUOTEPIH aHBIKTAY.

- Typuctik WHIYyCTpUS KOCIMOPHBIHBIH KBI3METIH

YHBIMAACTBIPYFa 0aliIaHBICTHI LIBIFBIHIAP b
Oarainay.

- TypomepaTopiblK  KbI3MET  CaJaChIHIAFbl
aKmaparThl AyJAMTOPUSHBIH EPEKIICIIriH  ecKepe

OTBIPHIT, XabapiamaiapAblH SPTYPI i HbICAHAAPBIHIA
KOJIJIaHY.

- TypucTiK KbI3MET KopceTy OarnapiaMaiapbia
a3ipJiey JKoHE TaIlChIpMaliap bl 63 OCTIHIIE OPbIH AN
OTBIPBIT, TYPHUCTIK Ky’KaTTaMaMeH JKYMEBIC icTey.

ITociie ycnmemHoro 3apepuieHust Kypea
o0yuyarouquecst OyayT

- OnpeaensaTe OCHOBOIOJATAIOIINE TPHHIIUIIBI
OpTaHU3alMy TYPOIIePaTOPCKON AEATSIBHOCTH.

- OuenuBarh  3aTpaTbl,  CBSI3aHHBIE  C
OopraHuzalMedl  JeSTENbHOCTH  IPEATPHATHS
TYPHUCTCKOW MHIYCTPHUHU.

- Ilpumenstp  uHbopMamuio B  oOnactu
TYpOIIEPaTOPCKOW AEATEIBHOCTH B PAa3IHMYHBIX
dopmax cooOmieHHd ¢ ydeToM crenuuKu
ayINTOPUH.

- PaspabareiBaTh  mpoOrpamMMBI  TYPHCTCKOTO
oOCITy’)KuBaHHMsT H  paboTaTh € TYPUCTCKOH
JOKYMEHTAIIHEH, BBITTOJTHSS 3a7a9u
CaMOCTOSITEIBHO.

After successful completion of the course, students
will be

- To determine the fundamental principles of the
organization of tour operator activities.

- To assess the costs associated with the organization of
the activities of the enterprise of the tourism industry.

- Apply information in the field of tour operator
activities in various forms of messages, taking into
account the specifics of the audience.

- Develop travel service programs and work with travel
documentation, performing tasks independently.

Ilpepexsusummepi / Ipepexsuzumot / Prerequisites

Konakyt#t 6uzneci. TyThIHYIIBLIAPABIH
WppanroHaIJIbl MiHE3-KYJIBIK TEOPHSCHI

lNoctuaMuHBI Ou3HEC. Teopus HppaHoOHATHHOTO
MTOBEJICHUS TOTpeOuTeNei

Hotel business. Theory of irrational consumer behavior

Kypcmuiy Kpickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

TyponepaTopiap MEH TypareHTTep TypOoIepaTOP/IbIH
cyobekTiiepi perinae. TyporepaTopiapabiH TypJiepi
MeH ¢QyHKuusapsl. TypucTiK eHIMHIH Herisri
cUIMaTTaManapbl MEH KYpbUIbIMBL. TYpHUCTIK THakKer.

Typonepatopel © TypareHTHl Kak CyOBEKTHI
TyponeperTHHTA. Turibt 51 (hyHKIUH
TypornepaTopoB. OCHOBHBIE XapaKTEPUCTHKH H

CTPYKTypa Typupoiaykra. TypUCTCKMH mHaker.

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
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Onbel KypyFa ocep ereTiH ¢akropiap. TypHuCTik
JeCTUHALIMSHBI TaHAAy YIIiH TYpPHUCTIK pecypcTapiibl
3epTTey KOHE Tanday. TypHCTIK Kocmapiay.
TypomepeiTuHTTErI  MAapKETHHITIK  3epTTeyIep.
Typuctix OHIMII aziprey TEXHOJIOTUSCHI.
Barmapnamanblk Typu3M: MoHI, MakcaTTapbl MeEH
Mmiagerrepi. Typucrik makeTtiH Oaracel. TypucTik
KBI3METTEP CalachIHBIH MOHI MEH MaHBI3BL. TypHCTiK
eHIMJIII Tapary okyiuenepi. Typomeparop MeH
CEepIKTeCTIK  YHBIMIAp  apachlHAAFbl  IAPTTHIK
KaTbIHACTAPABIH  TYpJiepi  MEH  HBICAaHAaphl
TyponepaTopibik KBI3METTE CaKTaHBIPY b
YHBIMAACTBIPY. Typoneparopna aKIapaTThIK
TEeXHOJOTHSIIAp/IbI akiaanany. TyprCTiK KBI3METTEp
camnachlHBIH MOHI MEH MaHbBI3HI.

®akTophl, BIUAIONIUE Ha €ro co3aaHue. M3yueHue
U aHaIM3 TYPUCTCKHX PECYpCOB IS BBIOOpA

TYPUCTCKOU JECTUHALUY. Typucrckoe
IUIAHUPOBAHHE. MapKETHHIOBBIE HCCIEI0BaHMS B
TyponepeTHHrE. TexHonorust pa3paboTKu

Typnpoaykra. [IporpaMMHBINH TypHU3M: CYIIHOCTb,
nesn W 3agaud. lleHa TypucTcKoro mnakera.
CymHOCTh M 3HAU€HHE KadecTBa TYPUCTCKHUX
yciyr. CUCTEMBI pacpoCTpaHEeHUs TYPIpPOIyKTa.
Bunast 1 GopMbl JOTOBOPHBIX OTHOIICHUH MEXKIY
TypOIepaTopoM u NapTHEPCKUMHU
OpraHuvs3anusamu. OpFaHI/I3aHI/I5[ CTpaxOBaHUA B
TypOIEpaToOpCKoi aesaTenbHocTh. Menons3oBanue
nHGOPMALMOHHBIX TEXHOJIOT U B
Typoneparopckoi. CymIHOCTP UM 3HAa4YEHUE
KauecTBa TYPUCTCKUX YCIYT.

creation. Study and analysis of tourist resources for
choosing a tourist destination. Tourist planning.
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.

bazoaprama scemexuiici / Pykosooumens npozpammut/ Programme manager

VrebaeBa XK. A.

| Kankabaesa A.E.

| To6s1108B K.T.

Hlvizapmawivineik scapuama / Kpeamusnas pexnama / Creative advertising

Oky makcamot / Yueonan yenwv/ Purpose

CrynenTrepaiH OOMbIHIA op TYPJIi ACHIEHIer] KoHe
OaFbITTaFbl MAPKETUHITIK MIHJCTTEP/II HICITY TIH
KPEaTUBTI TEXHUKATAPBIHBIH TCOPHUSIIBIK KOHE
MPAKTUKANBIK HET13/IePiH KAIBINTACTRIPY

@OopMUPOBAHUE Y CTYJECHTOB TEOPETUYECKUX U
MPAaKTUYECKUX  OCHOB  KpPEaTUBHBIX  TEXHHUK
pEeLIeHUs] MAPKETUHIOBBIX 3aJa4 Pa3HOr0 ypOBHS
CJI0’KHOCTH U HAIPABJIEHHOCTH.

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

Oxbimy namubdiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbi CITTI asiIKTaraHHaH KeiliH
oiniMmanymbLiap

- Kasipri yakpITTa  KpEaTHBTETI HET13r1
TEeHJCHUMAJIAPAbl aHBIKTAy; KpeaTHBTI 131EYyAiH
olicHaMachl MEH HETI3rl  QICTepiH  a3ipiey;
KpeaTuBTI WICHNMICPAlI TaHaay epeKIIeTiKTepiH
Oaranay.

- Cypanpic O0ibIHIIA MIBIFAPMAIIBUIBIK MEIiMAEPI
TYCIHY; IITBIFAPMAIITBLTBIK i3ney MPOLIECIH

YHBIMIACTHIPY; MIBIFAPMAIIBUIBIK MIETTIMAl YCBIHY.

Iocie ycnmemnoro 3aBepuieHust Kypca
oO0yyaromuecs OyayT

- OHpe}IeHHTB OCHOBHBIC TCHACHIIMN B KPEATUBE
Ha JaHHBINA MOMEHT; pa3pabaTrIBaTh
METOIOJIOTHIO ¥ OCHOBHBIE TIPUEMBI KPEaTHBHOTO
IIOWCKA;  OLEHMBATh  OCOOEHHOCTH  0TOOpa
KpEaTHBHBIX PELICHUH.

- IloHumatp KpeaTHBHBIE PELICHHS 10 3aIpocCy;
OpPTraHU30BBIBATh MPOIECC KPEATHBHOTO MOWCKA;
MIPE3EHTOBATh KPEATHBHOE PElICHUE.

After successful completion of the course, students
will be

- To identify the main trends in creativity at the
moment; to develop a methodology and basic
techniques of creative search; to evaluate the features of
the selection of creative solutions.

- Understand creative solutions for a query; organize the
creative search process; present a creative solution.

- Apply theoretical knowledge and practical skills to
find creative solutions in marketing.
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- MapkeTHHTTe TIBIFapMAaITBUTBIK MICTTIIMIEPAl Ta0y
YILiH TEOPHUSUITBIK O1J1iM MEH MPaKTHKAJIBIK
JarapUIapabl KOJAaHy.

- [IpumenaTy TeopeTWdecKkwe 3HaHUS |
MPaKTUYECKE HABBIKM I TOMCKAa KPEaTHBHBIX
pelIeHni B MapKEeTHHTE.

Ilpepexeuzummepi / Ilpepexeusumut / Prerequisites

Ty TBIHYIBUTAPIBIH UPPAHOHAIABI MiHE3-KYJIBIK
TEOPHUSCHI

Teopust nppaluOHATEHOTO TTOBEICHHS
norpeduTenen

Theory of irrational consumer behavior

Kypcmuiy Kvickauwa mazmynnt / Kpamkoe codepicanue kypca/ Course summary

MapkeTHHT  MIHOSTTEPiHIH  KYpaJbl  peTiHAe
mbIFapMambuiblK.  LpIFapMambUIbIKTEIH, — HET13T1
ozmicTepi MeH amicTepi. MapkeTHHT Hemece OHM3HeC
CTPATEeTUSCHIHAAFEI MIBIFAPMAIIbUIBIK. HeliMUHT 1eH

MOTIHACPACTI [IBIFAPMAIIBUTBIK, Jln3aliHaarel
HIBIFAPMAIIBLIBIK. Tk KOMMYHHKAIUSIaFbI
IIBIFAPMAIITBLTBIK. Digital-mrerrapMaripuIBIK.

XapHaMaHBIK KaMIIaHuUsg arbl HIbIFapMallblJIbIK.

KpeatuB kak HHCTpYMEHT MapKETHHIOBBIX 3a[ad.
OcHOBHbIE TEXHMKHM W TIpUEMBl KpeaTHBa.
KpeatuB B  MapkeTHMHTOBOW WM  OHW3HEC-
crparerud. KpearuB B HEHMUHIEe U TEKCTax.
Kpearus B nuzaiine. KpeaTuB BO BHyTpeHHeH
kommyHuKanuu. Digital-kpeatuB. Kpeatu B
PEKJIaMHOHM KaMIIaHUU.

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.

Ilonniny epexwenikmepi / Ocobennocmu oucyunaunwvl/ Course features

Binim anymbuiap MapKeTHHITETi ©3€KTI KpeaTHBTI
memiMIepMeH TaHbBICAIbl, KPEaTHWBTI IIEmIiMAep
13/1ey JKOHE KpPeaTHBTI MISHIIMIEp 1371ey HOTIKeIepiH
YCBIHY JIaFIbIJIapbIH MEHTepe/Ii.

OOy4aroiuecss 3HAKOMATCS C  aKTyaJbHBIMHU
KpEaTUBHBIMH  pEIICHUSIMH B  MapKeTHHTE,
MPUOOPETAIOT HABBIKM IOMCKAa KPEaTHBHBIX

pelIeHn U TpeACTaBICHUs] Pe3ylbTaTOB MOMUCKA
KpEaTUBHBIX PEIICHUM.

Students get acquainted with the current creative
solutions in marketing, acquire the skills to search for
creative solutions and present the results of the search
for creative solutions.

bazoapnama scemexuiici / Pykogooumens npozpammupl/ Programme manager

VrebaeBa XK. A.

| Kankabaesa A.E.

| To6s1108B K.T.

Kaszipai srcapuamanwik ousnec / Cospemennutil pexnamustiit ouznec / Modern advertising business

Oxy makcamot / Yueonasn yenwv/ Purpose

OoceKenecTiK JKoHe Ka3ipri Ke3eH Ieri xapHama

HapBIFBIHBIH KYPJEJICHYI JKaFJaliblH/Ia )KapHaMa
KOMITaHUSICBIH OacKapyAarbl MIbIFapMalIbUIbIK ,
KpPEaTUBTIK OWJIAyAbl KAIBIITACTHIPY

(hopMupoBaHWEe KpPEATUBHOTO MBINIICHUS TI0
VIOPaBJICHUIO PEKJIIAMHBIM  NPEANPUSITHEM B
YCIOBHUSX POCTa KOHKYPEHLHMM M YCIIOKHEHHS
PEKJIaMHOTO PhIHKAa Ha COBPEMEHHOM JTale.

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 namudiceci / Pesynomamot 0oyuenus / Learning outcomes

Kypcerhoi CITTI KeliH
oiniMmanymbuiap

-)KapHaMa KOMIAHWSICBIHBIH THIMJIUTITIH apTTBIPY

assKTaraHHaH

ITocJie ycnenHoro 3apepuieHus Kypca
oO0yyaromuecs OyayT
- ynpaBJieHYECKUE TEXHOJIOTHHU JIJIsl TOBBILICHHS

After successful completion of the course, students
will be
- - know and understand modern management
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JKOHE JKapHAMa HapPBIFBIH/IA CTPATET HSIIBIK
MaKcaTTapra eTy YILiH 3aMaHayu Oackapy
TEXHOJIOTHSITAPBIH 01Ty JKOHE TYCIHY;

- KIIMEHTTEP/Ii TApTy JKOHE CAKTAY TEXHOJIOTUSIIAPBIH
KOJITaHy

- )KapHaMaJbIK KOMIIAHUSHBIH CTPATETr UsIIBIK
MaKcaTTapra )KeTy IepCHeKTUBATIAPBIH Oaranay
’KapHaMaJIbIK KOCIMOPBIH/Ia KOMMEPIUSIIBIK
KETICTIKKE JKeTy YIIiH )KaHaMa iCKepIiK oinay
JaFIplIapbiHa ue 0oy,

3¢ (HEKTUBHOCTH JACATEILHOCTH PEKJIAMHOIO
MPEANPHUITHS ¥ JOCTIKCHHUIO CTPATErHYSCKUX
TeJiei Ha PEKJIaMHOM PBIHKE;

- IPUMEHHUTH TEXHOJIOTUH MPUBJICUCHHUS U
yAepKaHHS 3aKa3YHKOB

- OLICHUBATD TIEPCTIEKTUBY JCSITEIBHOCTH
PEKIaMHOTO TIPEIPUSATHS TIO JIOCTHKECHUIO
CTpaTeruyeckux Lenen

- 0o0manath HaBBIKAMH JIATCPAILHOTO OH3HEC-
MBIIUTEHUST I TOCTH)KEHHMST KOMMEPUYECKOTO
ycrexa peKIaMHOTO MPEPHSITHS;

technologies to improve the efficiency of the
advertising company and achieve strategic goals in the
advertising market;

- apply technologies for attracting and retaining
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

Ilpepexeuzummepi / Ilpepexeusumut / Prerequisites

Kaszipri MapkeTHHITIK Tanjgay

| CoBpeMeHHbIM MapKETUHIOBBIN aHAJIN3

| Modern marketing analysis

Kypcmuiy Kpickawa mazmynot / Kpamkoe codepacanue kypca/ Course summary

Byn mom xazipri 3amMaHFBI HapBIK JKarmalbIHIA
KapHaMa KOMITAHUSICHIH YHBIMAACTHIPYABIH JKOHE
OackapynblH  OpTYpJdl  acmekTiiepi, kapHama
KOMITAHHSICBIHBIH KOMMEPLHUSIIBIK KBI3METIH
Kocrmapiay, JKapHaMmamblK KBIBMETTEpIi Ky3ere
acplpy OOHBIHINA KY3BIPETTLNIK OLTIMIH JaMBITyFa
OarpiTTanFan.JKapHamaiblKk ~ KOMIAHHSJIAFbl  cara
MEHE/DKMEHTI meHOepiHae KINeHTIIEH KYKaTTapibl

pacimzey.
XKapuamanbik KOMITaHUSTHBI Oackapynarbl
MapKeTHHITIK TYKBIpBIMIaMasap. Kapuama

KOMIIAHMSICBIHBIH KBI3METIH XKOCIapiay.
JKapHaMma KOMITaHUSCHIHBIH KbI3METIH TaJIay.

JlaHHasg [WCLMIUIMHA HalElIeHa Ha pa3BUTHE
KOMIIETEHIIMM  3HAHWUEPA3JIMYHBIX  ACIEKTOB
OpraHM3allud W YIpaBl€HUS  PEKJIaMHBIM
NpEeaNpUsITHEM B  COBPEMEHHBIX  PHIHOYHBIX
YCIIOBUSX, IUTAHAPOBaHUSA KOMMEPUYECKOU
JeSTeNbHOCTH pEKIaMHOTO MIPEPUITHS,
peanu3anuy peKIaMHBIX YCIIYT.
HokymeHTHpoBaHue pabOThl € KIMEHTOM B
paMKax YINpaBleHHsS KadeCTBOM Ha PEKIAMHOM
MIpeANPHUATHH.

Konnenmuu  MapkeTMHra B YIPAaBICHHH
pexknamMHbIM  mpennpuarueM.  IlnaHupoBanue
JEeATeNIbHOCTH PEKJIAMHOTO TIPEIIPUATHS.

AHanu3 JIeSTeNIbHOCTH PEKJIAMHOTO MTPEANPUITHSI.

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
guality 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.

Bazoapnama scemexuiici / Pykogooumens npozpammupl/ Programme manager

CetitoBa I'.T. — 3.F.x., mpodeccop

CeiitoBa I'.T. — k.3.H., mpoceccop

Seitova G. T candidate of Economic Sciences,
Professor

Xanvikapanvix mapkemunz/ Mexcoynapoouwntit mapkemunz/ International marketing

OKy maxcamul / Yueonan yenv/ Purpose

MaructpanTTapa XajablKapajiblK MAPKETUHITIH 1ILIKi
MEHE/DKMEHT TYXKBIPBIMJIAMAChl KOHE YHBIMHBIH, €H

(dopmupoBaHue y oOyuaromuxcs 4YeTKOro
MIPENICTABJICHUS O MEXIYHApOJHOM MAapKETHHTE

formation in students of a clear idea of international
marketing as a concept of in-house management and an
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aNaBIMEH, IIEeTEJTKTEPOiH  aXXpIpaMac
PETiHETi HAKTHI TYCIHIKTEPIH KaJIBIITACTBIPY
KOCIMOPBIHHBIH ~ Tayapiap MEH  KbI3METTEpAiH
OKCHOPTHI MEH WMIIOPTBIH, COHJAAH-aK CHIPTKBI
HapBIKTApIaFbl OHIPICTIK KBI3METIH YHBIMIACTHIPY
MoceneNiepiH  mienryre  OarbITTalfaH  CBIPTKBI
SKOHOMUKAJIBIK, JKOHE KOCIMKEPIIK KbI3MET;

OJIapABIH XalbIKAPAIBIK (HpMamap MEH IIEeTEINIiK

Kyieci

Kak o0 KOHIETIIINA  BHYTPU(PHUPMEHHOTO
yIpaBieHUS U LEJIOCTHOM CUCTEME OpraHW3allH,
mpexe BCETO 3apy0OeHOI

BHEITHEAKOHOMMYECKOHN U TTPEeANPUHUMATENbCKOMN
JesITebHOCTH, HAMPABICHHOW Ha PElIeHHE 3a1a4
(UpMBI O OpraHU3alMu SKCIOpTAa U HMIIOPTa
TOBapOB M YCIYT, a TaKXe MPOU3BOJICTBEHHOW
JeSITeTbHOCTH Ha BHEITHUX PBIHKAX,

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

KbI3METIICH aWHAaIbICATBIH YHBIMIAPAArbl Kejecl | MpuoOpEeTEeHHI0 UMK MPpaKTHYeCKUX KomreTeHiwmi | in foreign activities
’KYMBICBIH/IA CoTTi KOJIIaHa anmaTelHAall | ¥ HABBIKOB Ui TOTO, 4YTOOBI OHH CMOTJIH
NPAKTUKAJBIK ~ KY3bIPETTEp MEH  JIaFAbUIapAbl | YCICLIHO MPHMEHSTh UX B CBOCH MOCIEMYIOIICH
MEHTepy. pabore B MEXIyHapoAHbIX  QupMax U

OpraHu3alMsaX, 3aHUMAIONIMXCSA  3apyOeKHOI

JESATENbHOCThIO.

Oxvimy nomubaiceci / Pezyiomameut 06yuenusn / Learning outcomes

Kyperbl  corti  asikraranHadH  keifin  Oimim | [Tocsie  ycmemnoro — 3aBepmieHusi  kypea | After successful completion of the course, students
aJyumbLiap o0yuauecsi oyayT will be
-[IIeTeNT MEMJICKETTePiHIH MapKETHHITIK OPTACBIHBIH | - MOHUMAaTh BaXHOCTh KYJIBTYPHBIX W Apyrux | - understand the importance of cultural and other
MOJICHH JkoHe Oacka J1la  epeKUIeNiKTepiHiH | ocoOeHHOCTeH MapKETHHT'OBOM cpens | features of the marketing environment of foreign
MaHBI3IBUIBIFBIH ~ TYCIHY JKOHE OJIapAbl THICTi | 3apyOeXHBIX CTpaH M YMETh YYHThIBaTh MX mpu | countries and be able to take them into account when
MapKETHHITIK KBI3METTI azipiiey Ke3iHge, | pa3paboTKe COOTBETCTBYIOIIMX MapkeTHHTOBBIX | developing appropriate marketing activities, when
XaJIbIKapasIbIK 9KOHOMHKAJIBIK KBI3METTIH | MEPOIPUSITHH, npu nposeaenun | conducting foreign trade negotiations in order to ensure
THIMJIITITIH KaMTaMachl3 €Ty MaKcaThIHIa CBIPTKBI | BHEIIHETOProBeIX  meperoBopoB B 1eisix | the effectiveness of international economic activity;

cayJa KeliccesNepiH KYpridy Ke3iHAe ecelke ama
OlreTid Goampl;

- CBIPTKBI OSKOHOMHKAJIBIK JKOHE XaJIbIKapajibIK
HKOHOMHKAJIBIK KBI3METT] YHBIMAACTBIPYAAFbl HETi3r1
KHUBIHIBIKTAP/IbI aHBIKTAY, OJIAPJIbI KeHE Ole;

- Tayap/bIH XoHe (PUPMaHBIH CHIPTKBI HAPBIKKA CHYI
MEH  JaMybIHIAFbl  O9CEKEeNecTIK  KargalblH
KaKCapTy YVIIH CTPaTETHSJIBIK JXKOHE TaKTHKAaJIbIK
apaiapabl a3ipiei Oiaem;

- Kazakcran PecnyOnukacbIHBIH CBIPTKBI
SKOHOMHUKAJIBIK  OaiIaHBICTApBIH  MEMJIEKETTIK
peTTey XKoHe aMBITYFa KapJIEMJIeCy KYHECiH, OHbIH
KYKBIKTBIK ~HETi3[epiHIH EepeKIIeTKTepiH, KeIeH
KYHECiH, BaMIOTANBIK Oakpulaynel  KoHE  T.0.

obecnieueHust 3(Q(PEKTHBHOCTH MEXTyHAPOTHON
AKOHOMMYECKOM JEATEIHHOCTH;

- BBUIBJIAATh  OCHOBHBIE  TPYAHOCTH  TIpH
OpraHu3aluu BHEIIHE3KOHOMHUYECKON U
MEXIYHApOAHON 3KOHOMHMUYECKON NESITENbHOCTH,
YMETh HX MPEOJI0JICBATh;

- yMeThb pa3pabaTeiBaTh CTpaTETHYECKUE U
TAaKTHYECKHE MeEpbl TOBBIIICHUS] KOHKYpPEHTHOU
MO3UIIMYU TOBapa M GUPMBI IPH POHUKHOBEHUH U

OCBOECHUH PBIHKOB 3apYOEKHBIX CTPaH;
- OOBACHATDH CHUCTEMY TOCYJapCTBEHHOTO
perynupoBaHHAS W COACWCTBUS  Pa3BUTHIO

BHEIIHEOKOHOMUYecKux cBsaseii PK, ocodenHocT
e€ mpaBoBO 0a3pl, TAMOXXEHHOW CHCTEMBI,

- 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;

-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,
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TYCIHIIpY; BaJIFOTHOTO KOHTPOJIS U JIp, marketing and communication technologies in
- XaNblKapajJblK MAapKETHHITIK JKOCHapiap MeH | - COCTaBIsITh M HCIONHATH MexayHaponnbsie | international marketing and be able to apply them in
XaJTBIKAPATBIK JKapHaMaJTbIK HayKaHAapIblH | MAPKETHHTOBBIC TUIAHBI M IUTaHBI mpoBeaeHus | international practice with the most optimal effect

JKOCTIapiapbiH JKacaibl ’KoHE OPBIHIANIbI;

- XaJIBIKapalblK MapKEeTHHITE TayapiblK, Oaralbk,

MapKeTI/IHFTiK KOHEC

olapApl  XallBIKApalbIK — ToXipuoeme
OHTaMJIBI 9CepPMEH KoJiaHa OieTiH Ooabl.

KOMMYHUKAIUSJIBIK | TOBAPHBIX,
TEXHOJIOTHSUIIAPBIH OPTYPIi TYPJICPIH Taljay >KOHEe | KOMMYHHKAIMOHHBIX
OapeIHIIA | MEXIYHAPOIHOM

MEXIAYHAPOOHBIX PEKIAMHBIX KaMHaHHﬁ,

-aHAITM3UPOBATH pasHoOOpa3HBIe BHIBI
LICHOBEIX, COBITOBBIX u
TEXHOJIOTHH B

MAapKCTUHI'C u YMETH
NOpUMCHATL HX B Me)KI[yHapOI[HOfI IMPpaKTUKE C
MAaKCUMAJIbHO OIITUMAJIbHBIM 3(1)(1)6KTOM.

Ilpepexeuzummepi / Illpepexeuzumot / Prerequisites

MapKeTHHTTIK 3epTIeyIepiiy

TCXHOJIOTHUAJIaphI

3amaHayu | CoBpeMeHHbIE

TCXHOJIOTUN
HCCIeN0BaHUN

mapketurroseix | Modern technologies of marketing research

Kypcmuiy kbickawa mazmynst / Kpamxoe codepycanue kypca/ Course summary

[ToH «xasbIKapalblK MapKETHHD» YFhIMIApPbIHBIH | JlMCIMIUIMHA packpbiBaeT conepikanue mousTuii | The discipline reveals the content of the concepts of

Ma3MYHBIH, OHBIH €PEKIIENIKTepiH, COHBIMEH Katap | ‘““MeXKIyHapOIHBII

MapKETHHTTIK TOCUTAIH epeKIICTIKTEPiH alllajbl.

KQCiHOpBIHHLIH HEMECEC ¥I7H)IMHI)IH XaJIbIKApaJIbIK | MAPKETUHIOBOI'O IOAX0AAa B

0COOEHHOCTH, a TaKKe

MapKeTUHT”, ero | "international marketing", its features, as well as the
crieru¢uky | specifics of the marketing approach in
management activities of a firm or organization at the

JeHrewaeri 6ackapy KbI3METI, dJeMIIK HapBIKTAarbl | yIpaBiAeHYECKOH aestenbHocTd GupMel  wid | international level, the theory and practice of a modern

KOMITAHUSHBIH  OJCEKEIIECTIK
eTYIIH 3aMaHayd MAapKETHHITIK
TEOpHsICHl MEH TaXiprOeci

XaJ'II:IKapaJ'ILIK MapKCTUHT CBhIPTKBI

OpTaHbl, OJIEMIIK HApBIKTAPIBIH EpEeKIIeNiKTepiH | phIHKAX.
JKOHE IIETEIIIK TYTHIHYIIBIIAPAbIH KAKETTUIIKTEPiH | pacCMaTpuBaeTcs Kak — BUJI
HamnpasienHoii  Ha | satisfy them through adaptation.

cpensl, | goods and services produced to them, as well as for the

JKaFlaiiblHa ~ ocep | OpraHu3aluy  Ha
MEXaHHU3MiHIH | TEOPHUIO u

MPaKTUKY

MexayHapoIHbIi

MexayHapoaHoM  ypoae, | marketing mechanism for influencing the competitive
coBpemenHoro | position of a firm in world markets. International
MapKeTHHTOBOTO MexaHu3Ma BoszzaelicTBus Ha | marketing is considered as a type of marketing
HApBIKTHIK | KOHKYPEHTHBIC Mo3uiMu (upMbl Ha MHpPOBBIX | Management concept aimed at studying the foreign

mapketunr | market environment, the characteristics of world
MapkeTuHroBoii | markets and the needs of foreign consumers in order to

OeifiMiey apKbUIbl KaHAFATTAHIBIPY MAKCATHIHIA | KOHICMIMK  YIPaBJICHHUS,

3eprreyre  OarbITTAFaH MApKETHHITI  0acKapy | W3ydeHue  3apyOeKHOW  PHIHOYHOU

TYXKBIPBIM/IaMACBIHBIH oip TYpi peTiHae | 0COOCHHOCTEH MHpPOBBIX PBIHKOB M 3ampocoB | purpose of designing them in accordance with
KapacThIPBUIA/IBI. WHOCTPAHHBIX TOTpeOUTENe ¢ eIl  UX

ojlap YWIH 6HJAIPUIreH Tayapiap MEH KbI3METTep,

COHal-aK oyap/bl ColKec kobanay MaKcaThIHAA
XaJBIKaPaJIbIK MapKETHHITIK
Oarmapiamaiap Heri3iHie a3ipJieHreH
KOCIMOPBIHHBIH JaMy OarbIThI.

Byn monme 1merenaik omicTeMere YJIKEH OpbIH

Oepinrex

MapKeTUHITIK 3€pTTeyJiep OHE 6©HIM MeH Oara

casicaThlH, CasCaThlH OHTAMIAHABIPY

CTpaTErusJiblK

YAOBJIETBOPEHUS IyTEM aJlaNTalluu

K HUM IPOU3BOJIMMBIX TOBApOB U YCIYT, a TAKKE
C LEJIbI0 UX KOHCTPYUPOBAHUS COTJIACHO
pa3pabaTeiBaéMbIM Ha OCHOBE MEXKIIyHAPOIHBIX
MapKETUHTOBBIX POrPaMM CTPATErHYECKUM
HaIpaBJICHUSM Pa3BUTHS QUPMBL.

bonpmioe  mecTo B JaHHOW — JIHMCLMILIMHE
OTBOJUTCS METOJIOJIOTUH 3apyOemHBIX
MapKETUHTOBBIX HCCIEJOBAHUM W ONTUMU3ALMU

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
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OTKI3y JKENICIH KaJBINITACTRIPy, JKapHaMma >KOHE
OTKi3YAl BIHTAJIAHABIPY KYpaJAapbIH d3ipiey
CBIPTKBI HapBhIKTap, COHAAN-aK KeKeJlereH enaepAiH,
atan aiitkanna AKII, I'epmanusa >xone Xamonws,
KpITalt MapKeTHHTIHIH €peKIIeITiKTepi.

TOBAPHOM U 1IEHOBOW MOJIUTUKH, TTOJIUTUKU
(dopMupoBaHusi  COBITOBOM  CETH, pa3BUTHUSA
pPEKIIaMbl ¥ CPEJICTB CTUMYJIMPOBAHUS COBITA Ha
BHCIIHUX pBIHKAX, a Takke OCOOCHHOCTSIM
MapKeTHHTa OTIEIbHBIX CTpaH, B YaCTHOCTH
CUIA, I'epmanuu u Snonuu, Kuras.

marketing of individual countries, in particular the
USA, Germany and Japan, China.

bazoaphama sicemexuici / Pykosooumenwv npozpammut/ Prog

ramme manager

CeiitoBa I'.T. —3.7.x., mpodeccop

CeiiroBa I'.T. — k.3.H., mpodeccop

Seitova G. T
Professor

candidate of Economic Sciences,

Kommynuxayuanvix meneoyncmenm / Kommynuxkauuonnotii. meneoncmenm/ Communications management

Oxy makcamot / Yueonasn yenwv/ Purpose

MarucTpaHTTapAbl  JKOCHapiay, Oackapy JKoHE
Oakpiray OoWBIHIIA THemIiM KaObUTmay Ke3iH7e
MeHeDKepre KaXKeTTi KOMMYHHKAIIUSUTBIK

MEHE/DKMEHTTIH TEOPHUSIIBIK KOHE IPAKTHKAJIBIK
ACTEKTiIepiMeH TaHBICTBIPY

O3HAKOMUTb MAaruCTPaHTOB C TEOPETUYECKUMU U
MPAKTUYECKUMHU ACTIEKTAMU KOMMYHUKALIMOHHOTO
MEHEDKMEHTa HEOOXOAMMBIMU MEHEKepy Mpu
NPUHATUM  PEIIEHWH 10  IUIAHUPOBAHMUIO,
YIPaBICHUIO U KOHTPOJIIO

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 namudiceci / Pesynomamot 00yuenus / Learning outcomes

Kyperbl  corTi Keilin  Oixim
anxymsLiIap

- ¥ipIMIarbl THIMAI KOMMYHHUKAIUSUIBIK TPOIIECTI
YUBIMIACTHIPY TPUHIMIITEPIH aHBIKTAy; KOFaMMEH
OaiflaHpIC TIPOIIECIHIH MOHI MEH TEXHOJOTHSICHIH
a3ipJiey; KOMMYHUKAIUSIIBIK MEHEPKMEHTTIH HET13r1
(dyHKIUSUIApBIH Oaranay.

- YiieiMuarel OaiilaHbIC TPOIECIH YHBIMAACTHIPY
JKoHE Oackapy.

- Kpi3MertiH  opTypii  caiajgapbiHIa
KOMMYHHUKAIHS JaFIbIIapbIH KOJIJIaHY.

- KopnopaTuBTik KOMMYHUKaUsIapAbl OacKapyibl

a3ipiey jkoHe YHBIMIACTHIPY.

asgKTaraHHaH

TUIMII

Ilocne yenemHoro 3apepiieHus Kypca
o0yuaruuecsi Oyayr

- Onpenem{TL ITPUHIUAIIBI Oopranuvsanuvu
3¢ (GEeKTUBHOr0O KOMMYHHKAIIMOHHOTO IIpoIiecca B
opraHuzaluy; paspalaTblBaTh CYIIHOCTb U
TEXHOJIOTHIO polecca cBs3eil c
O0IIECTBEHHOCTHIO; OIIEHHBATh OCHOBHBIE
(YHKINY KOMMYHHKAIIHOHHOTO MEHEPKMEHTA.
-OpraHu3oBbIBaTh M YIPaBIATH  IPOIECCOM
KOMMYHI/IKaIII/Iﬁ B OpraHu3anuu.

- [IpumenaTs HaBBIKU 3¢ PEeKTUBHBIX
KOMMYHHKAaLUH B Pa3NUYHbIX cepax
JEATeITbHOCTH.

- PazpabarbiBaTh 1 OpraHu3oOBBIBAaTH YIIPaBICHUE
KOPIIOPATUBHBIMU KOMMYHHUKALMSIMU.

After successful completion of the course, students
will be

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

-Organize and manage the communication process in
the organization.

- Apply effective communication skills in various fields
of activity.

- Develop and organize corporate communications
management.

Ilpepexsuzummepi / Illpepexeuzumot / Prerequisites

37




PR TexHosorusace:

PR texuosmorun

| PR technologies

Kypcmuiy Kpickawa mazmynst / Kpamkoe codepacanue kypca/ Course summary

Kypc marumcrpanTTapasl xocmapiay, 0ackapy >KoHe
Oakpiray OoifpIHIIA TemIiM  KaObUTmay Ke3iH7e
MeHeKepre Ka)XeTTi KOMMYHHKALUSUTBIK
MEHEDKMEHTTIH TEOPHSIIBIK JKOHE MPaKTHKAJIBIK
acmeKTiIepiMeH TaHbICTHIpansl. [loH yHBIMIAFEI
TAIMII KOMMYHHUKAIMSUIBIK MPOIECTI YABIMAACTBIPY
NPUHIMITEPIH; KOFaMMeEH OalylaHBIC MPOLECiHIH
MOHI MEH TEXHOJOTHSCHIH; KOMMYHHUKAIHSIIBIK
MEHEDKMEHTTIH HeTi3ri (QYHKUMSIIApBIH 3epTTeyre
MYMKIiHJiK Oepei.

Kype 03HAKOMUT MarucTpaHToB c
TEOPETUUYECKUMH M IPAKTUYECKUMH acCHeKTaMu
KOMMYHHKAIXOHHOTO MEHEKMEHTa
HEOOXOIUMBIMH ~ MEHEIKEpYy TpU MPUHSATHU
pelieHui MO IJIAHWPOBAHMIO, YIPABICHUIO H
KOHTpOJI0. JluCHMIIIMHA MO3BOJISIET M3YYUTh
MPUHIHIIBL OpTaHu3alnnuu 3¢ PEKTUBHOTO
KOMMYHHKAIIMOHHOTO Tpoliecca B OpTraHU3allNy;
CYIIHOCTh M TEXHOJOTHIO IMpolecca CBs3CH C
0O0IIECTBEHHOCTBIO; OCHOBHBIC (dyHKINU
KOMMYHHKAIIMOHHOTO MEHEIKMEHTA.

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.

bazoapnama scemexuici / Pykoeooumens npozpammul/ Programme manager

CetitoBa I'.T. — 3.F.x., mpodeccop

CetitoBa I'.T. — k.3.H., mpocdeccop

Seitova G. T candidate of Economic Sciences,
Professor

38




