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1. HEJIb OCBOEHUSA JUCHUITJINHBI

JucuuiuinHa «YOpaBlIeHUE TNPOCKTAMU B APXUTEKTYpHOW JESATEIBHOCTH» BXOOUT B IPOrpaMMmy
MarucTpaTypbl «ApPXUTEKTYpa >KWIbIX, OOLIECTBEHHBIX M TNPOMBIIUICHHBIX 3aHUN» IO HAINPABICHUIO
07.04.01 «ApxutekTypa» u wu3y4yaerca B 3 cemecTpe 2 Kypca. [Qucuurmumny peanusyer Kadenpa
apXUTEKTYpBl M pecTaBpanuu . JMCIUIUINHA COCTOUT U3 4 pa3nenoB U 19 TeMm u HampaBieHa Ha HU3y4YCHUE
theory and practice of advertising and PR; methods for assessing their effectiveness; theory and
methodology of marketing research.

[lenpro ocBoeHus nucruIuinHb siBasieTcs studying the theoretical foundations and practical skills in the
field of advertising in architecture, as well as giving the student a systematic understanding of public
relations as an independent scientific discipline and one of the components of the marketing
communications complex, showing the role and capabilities of PR in promoting architectural projects.

2. TPEBOBAHMUA K PE3VJIBTATAM OCBOEHUSA JNCIUIIVINHBI

OcBoeHHUe TUCIUIUTHHBI « YIIPaBICHHE TPOSKTAMH B aPXUTEKTYPHOU JACATEIBHOCTH» HAIIPABJICHO Ha
dbopMupoBaHre y 00YUaAIOMUXCSI CICAYIONIMX KOMIETEHITUH (4acTh KOMIIETEHITUH):

Tabnuya 2.1. Ilepeyenv komnemenyuii, popmupyemvix y 00y4aouuxcs npu 0C80eHUuU OUCYUNIUHb
(pe3ynbmamsi 0C80eHUs OUCYUNTUHDL)

I/IH[IHKaTOle JAOCTHIKCHHUSA KOMIICTCHIIMHA

Hudp Komnerenuus .
(B paMKax JaHHOH JUCHMILIMHBI)

CriocoOeH aHAIM3UPOBATh U YIUTHIBATh VYK-5.1 UnTepnperupyer uctoputo Poccun B KOHTEKCTE
pasHooOpasne KyJIbTyp B IIpoLiecce MHPOBOTO HCTOPUIECKOTO PAa3BUTHS;;
MEKKYJIETYPHOTO B3aMMOZIECHCTBUSA YK-5.2 HaxoauT 1 UCTIONB3YET MPHU COITUATHHOM H
npodeccHOHATEHOM O0IIIeHUH HH(POPMAIIHIO O

KyJBTYPHBIX 0COOCHHOCTSX M TPAIULINAX PA3TUIHBIX

COLMANBHBIX TPYTIIL.;

YK-5

CriocobeH orpenensTh U Pean30BbIBATH VYK-6.1 KoHTpOn#pyeT KOIHIeCTBO BpEMEHH,
MIPHOPUTETHI COOCTBEHHOH NEATEITFHOCTH U MTOTPAYEHHOTO Ha KOHKPETHBIE BHIIBI ACATEIEHOCTH;;
YK-6 CITOCOOBI €€ COBEPIICHCTBOBAHMS Ha OCHOBE YK-6.2 BeipabaTpIiBaeT HHCTPYMEHTHI H METOJIBI
CaMOOIICHKH yIpaBIICHHUS BpeMEHEM IIPH BHITTOJTHEHUH KOHKPETHBIX
3a/1a4, MPOEKTOB, IIEJIeH.;

Crioco0eH yJacTBOBATh B TIOATOTOBKE H [TK-2.1 ymeer:
3aIIUTe apXUTEKTYPHOU YaCTH Pa3ieoB Y9acTBOBAaTh B pa3pabOTKE OPUTHHAIBHBIX H
MIPOEKTHOM TOKYMEHTAINH, B TOM YHUCIIE C HECTaHJAPTHHIX apXUTEKTYPHBIX PEIICHIH (B TOM
MIPUMEHEHHEM HHHOBAIIHOHHBIX METOZOB 1 gHcie ¢ yueToM notpednocreit i ¢ OB3 u
TEXHOJIOTHH apXUTEKTYPHOTO MaJOMOOWIBHBIX TPYIII HACETICHN);
MIPOEKTHPOBAHUS 0pOpMIIATE TpaguIeCcKue U TEKCTOBBIE MaTepUaIIbI
10 APXUTEKTYPHOMY pa3zieiy MPOeKTHOH
JTIOKYMEHTAIINH, BKITFOYast YSPTEXKH, TUIAHBI, MOJICITH H
MAaKeTHl ¥ TOSICHATENIFHBIE 3aIACKH;
YYacTBOBATh B 3aIIUTE aPXUTEKTYPHOTO paselia
MIPOEKTHOM JOKYMEHTAINH B SKCIIEPTHHIX MHCTAHIIHAX;
MIPUMEHSTH CPEACTBA U METOABI IPO(eCcCHOHATHHOM
1 TIEPCOHATFHON KOMMYHHKAIIH TIPY COTIIACOBAaHUH
ApPXUTEKTYPHOTO pa3liesia MPOSKTHON JOKYMEHTAIIUH C
3aKa3YMKOM U 3aIUTE B OpraHax dKCIEePTH3HI;;
T1IK-2.2 3HaerT:

TpeboBaHUs 3aKOHONATENLCTBA Poccuiickoit
denepanyy 1 UHBIX HOPMAaTHUBHBIX IIPABOBBIX aKTOB,
HOPMATHBHBIX TEXHHYECKIX  HOPMAaTHBHBIX
METOIUYECKUX JOKYMEHTOB K COCTaBY M COACPIKaHUIO
pa3menoB MPOSKTHON TOKYMEHTAINH (B TOM YHCIIE
yuHThIBaromue norpednocty aur ¢ OB3 u
MaJIOMOOMIIBHBIX TPYII TPAKIaH);

METO/IBI aBTOMaTH3HPOBAHHOTO ITPOEKTHPOBAHUS,
OCHOBHBIE IPOTPAaMMHBIE KOMIUTIEKCHI CO3T[aHMUS
yepTexRen U MoJeneH;

TpeboBaHUs 3aKOHOMATENLCTBA Poccuiickoit
denepanyy 1 UHBIX HOPMAaTHUBHBIX IPAaBOBBIX aKTOB,
HOPMAaTHBHBIX METOIMYECKUX JOKYMEHTOB K IMTOPSIKY
TIPOBEICHUS IKCIIEPTU3BI TPOCKTHOM

[1K-2




I/IH)II(IKaTOI)I)I JOCTHIKCHHS KOMIICTCHIINHN

Mndp .
(B pamMKax JaHHOM TUCHMIIJINHBI)

Komnerenuus

JOKYMCHTAIUH,
MCETOAbI U CPECACTBA HpO(l)CCCHOHaHLHOﬁ u
HepCOHaJ’IbHOﬁ KOMMYHUKaIUU.;

3. MECTO JUCHUMIIJIMHBI B CTPYKTYPE OII BO

HucuumuinHa «Management in Architectural Projecty orHocutcst K 9acTH, opMUpyeMoii yYaCTHUKAaMHU
00pa3oBaTeIbHbIX OTHOIIEHUH Onoka 1 «Aucuumimasl (MOIyn)» 00pa3oBaTeaIbHON MPOrpaMMBbl BBICIIIETO
o0Opa3oBaHws.

B pamkax oOpa3oBaTenbHON NpOrpaMMbl BBICIIETO 00pa3oBaHUs 00ydaromuecs TaKKe OCBaMBAIOT

Jpyrue IUCLUUIUIMHBI W/MIU MPAKTUKU, CIIOCOOCTBYIOIIME JOCTH)KEHHUIO 3aINTAHMPOBAHHBIX PE3YNIbTaTOB
OCBOEHUS TUCIMILIMHBI «Management in Architectural Project».

Tabnuya 3.1. Ilepeuenv komnonenmos OIl BO, cnocobcmayrowux 00CmudiceHuro 3anianupo8anHbix
Dpe3yIbmamos 0C80eHUs OUCYUNTIUHDBL

IIpenmecTBylomue Hocaenyromue
Mudgp Haumenosanue uncll)mﬂnnnHLJMol)lllynn, nncunnnnil[};llllsl:oaynn,
KOMIeTeHIHH . «
NPaKTUKH NMPaKTHKH
CriocobeH aHAJIM3UPOBATh U MHocTpaHHbIN S3BIK B IIpenauruiomHas npakTuka;
YYHTHIBATh pa3HOOOpasne mpodhecCHOHABHOM NI TEIIEHOCTH;
YK-5 KyJIBTYD B IIpolecce Ucropus penuruit Poccuu;
MEXKYIBTYpPHOTO
B3alUMOAEUCTBUSA
CriocobeH ornpenensiTe u durocoduist © METOIOTOTHSI Hay4Ho-uccnemoBarennckas
peaTM30BEIBATE IPHOPUTETHI HAyYHOU JEATENFHOCTH; pabora;
COOCTBEHHOW AEATEIIEHOCTH H Hayuno-uccnenoarenbsckas TexHonornueckast
CIoCcO0BI ee paboTa (rmosyueHue mepBUIHBIX (TIPOEKTHO-TEXHOIOTHIECKA )
VK-6 COBEPIICHCTBOBAHUS Ha HaBBIKOB MIPaKTHKa,;
OCHOBE CaMOOIICHKH Hay9HO-HCCIIeIOBATEIIHCKOM [IpenauruiomMHas paKTHUKa;
paboThI);
TexHonoruueckas
(TIPOEKTHO-TEXHOIOTHIECKA )
npakTrka (yaeoHast);
CriocobeH yuacTBOBaTh B ApPXHTEKTypHOE MPOCKTHUPOBAHHE TexHomoruaeckast
MTOATOTOBKE M 3aIUTE Y Hay9IHbIC NCCIICIOBAHNUS; (TIpOEKTHO-TEXHOIOTHIECKas )
APXUTEKTYPHOU YacTu IIpaBoBbI€ acmeKTsl B MPaKTHKa,
pazenoB MPOEKTHON APXUTEKTYPHOU ESITEIIbHOCTH; IIpenauruiomHas npakTuka,
TIK-2 JIOKyMEHTALlUH, B TOM YHUCIIE C
MIpUMEHEHHEM
WHHOBAIIHOHHBIX METOZOB 1
TEXHOJIOTHH apXUTEKTYPHOTO
MIPOEKTHPOBAHUS

* - 3aMOJHSETCS B COOTBETCTBHU ¢ Marpuieil komnerenuuit u CYII OIT1 BO
** _ 3JIeKTHBHbIC AUCUUILIHHBI /TIPAKTUKU




4. OFBbEM JUCHUILIMHBI 1 BUJIbl YYEEHOM PABOTBI

OO01mas Tpy10eMKOCTh AUCIUIIIINHBI « YIIPaBICHUE IPOEKTaMU B apXUTEKTYPHOU JEATEIBHOCTH» COCTABIIAET «4» 3aUETHBIE €IMHULIBL

Tabnuya 4.1. Buowl yuebHot pabomuvl no nepuooam 0C8oeHUsl 00pa308amMenbHOU NPOCPAMMDBL 8biCULE20 0OPA308aHUSL OISl OYHOU OopMbL 00YUeHUS.

Cemectp(-b1)

Bupg yueOHoli padoThI BCETO, ak.u. 3

Koumaxmmuas paboma, ax.u 36 36
Jlexmmn (JIK) 18 18
JlaGoparopusie pabotsi (JIP) 0 0
ITpakTuueckue/cemunapekue 3ansatus (C3) 18 18
Camocmosmenvhas paboma obyuaouuxcs, ax.y. 81 81
Koumponw (sx3amen/3auem c oyenkou), ax.y. 27 27
ak.u.| 144 144

Oo0masi Tpy10eMKOCTb JHCHUILINHBI aK. Y.
3a4.ef. 4 4

OO61mas Tpy10eMKOCTh AUCIUILINHBI « YIIpaBI€HUE TPOEKTaMU B apXUTEKTYPHOU JESATEIbHOCTI» COCTABIISAET «4» 3a4ETHBIE €IUHUIIBL
Tabnuya 4.2. Buowl yuebHoii pabomul no nepuooam 0ceoeHlss 06pa308amenbHOU NPOSPAMMbL 8bICULE20 0OPA30BAHUSA 01 OUHO-3A0YHOU POpMbL 00YUEHUSL.

CemecTp(-bI)

Bux yuedHoii padoTbl BCETIO, ak.u. 4

Konwmaxmmuas paboma, ax.u 34 34
Jlexunu (JIK) 17 17

Jlaboparopusie padotsl (JIP) 0 0
[TpakTnueckne/cemunapckue 3ansrus (C3) 17 17
Camocmosmenvhas paboma 06y4aiowuxcs, ax.u. 74 74
Konmponw (sx3amen/3auem ¢ oyenrou), ax.u. 36 36
ak.a.| 144 144

O0mas Tpy10eMKOCTh JHCHHILTHHBI aK.4.
3a4.ell. 4 4




5. COAEP)KAHUE JUCLHUIIJINHBI

Tabnuya 5.1. Coodeporcanue oucyuniutvl (MoOYs) no eudam yuebHou pabomot ™

Homep HaumeHoBaHue pa3iena B .
HaunmeHoBaHue TeMbI Conepixanune TeMbl y4ueoHOMI
pa3nena JTUACHHILTAHBI "
padoThI
The topic explores how art in the modern world serves to critically engage with spatial,
. . social, and environmental issues while fostering innovative thinking and human-centered
The main tasks of art in the o . . .
1.1 modern world values within architectural project management. It examines the key tasks of art, such as JIK, C3
' shaping cultural identity, enhancing aesthetic quality of the built environment, and driving
creative problem-solving in multidisciplinary design processes.
The topic explores various structural models for managing creative teams in architectural
12 Forms of organization of projects, including studio-based, matrix, and networked forms. It analyzes how different TIK. C3
’ creative projects. organizational frameworks impact design collaboration, decision-making, and project ’
efficiency.
. The topic explores how different organizational models (e.g., individual studios, collectives,
The importance of forms of . . N . p .
organization of creative or corporate structures) influence creative output and artistic evolution within architectural
1.3 e design. It further examines the balance between creative freedom and managerial efficiency, JIK, C3
.. activity in the development of|, . <. " . . . . .
Pasren | Adpvertising and PR as forms of art highlighting how structured collaboration can enhance innovation in art and architectural
Aei organizing creative projects ' projects.
The topic examines the key economic, social, and market-driven factors that shape
14 Factors influencing the advertising development, including target audience behavior, technological trends, and TIK. C3
' development of advertising. |competitive pressures. It also analyzes how strategic advertising influences project ’
positioning and stakeholder decision-making in architectural management.
The topic explores the unique characteristics and strategies involved in designing public
15 Features of the development |relations campaigns for architectural projects, including stakeholder engagement and brand TIK. C3
' of forms of PR companies. |image formation. It also covers the adaptation of traditional PR methods to address the ’
specific visual, spatial, and professional demands of the architecture industry.
Contemporary art and its The topic explores hgw conterppora'ry grt praQtlces shape .strateglc decision-making, aud@nce
. . engagement, and project curation within architectural project management. It also examines
1.6 influence on the activities of , .. . o . - JIK, C3
the art manager’s role in integrating current artistic trends into architectural contexts to foster
an art manager. . .
innovation and cultural value.
Historical stages of The topic traces the evolution of the global advertising market from ancient oral and visual
21 development and formation |announcements to the mass media boom of the 19th—20th centuries. It further examines key K. C3
' of the global advertising transformations driven by industrialization, globalization, and digitalization, highlighting ’
market. shifts in media channels, consumer targeting, and regulatory frameworks.
Laws of formation of the The toplc explores the key sFruc.tural and funct}onal patterns driving the emergence and
. evolution of the global creative industry as an interconnected system. It examines how
. .. 2.2 global creative industry as a . . . . . . R JIK, C3
Pazgen 2 |World and Russian advertising svstem creative sectors (architecture, design, media, arts) integrate economically, institutionally, and
Y ’ technologically across national borders.
The 1n}portqnce Of. The topic explores how advertising shapes public awareness, consumer behavior, and cultural
advertising in the life of . . . .. S . . .
2.3 . .\ . |values in society, while also critically examining its negative impacts such as manipulation, JIK, C3
society: positive and negative . .
aspects overconsumption, and the spread of unrealistic standards.
2.4 Historical aspects of the The topic explores the evolution of domestic advertising from its early historical roots JIK, C3




Bun

Homep HaumenoBanmue pa3gena "
aztena [ ——— HaumeHnoBaHue TeMbI Conepixanne TeMbl y4eOHoit
P padoTer*
development of domestic . . . . o
advertising and its current through key socio-economic transformations, while also analyzing its current structural,
state regulatory, and technological characteristics within the modern media landscape.
Features and characteristic The topic examines the historical and cultural evolution of domestic advertising, highlighting
its unique adaptation to local consumer psychology, media regulations, and artistic traditions.
2.5 features of the development O : . . . JIK, C3
of domestic advertisin It also analyzes key characteristics such as the shift from functional messaging to emotional
& branding and the influence of state-controlled versus market-driven advertising models.
The emereence of a The topic explores how public relations (PR) companies develop structured production
roduc tioi OCesS process management systems, focusing on the transition from ad-hoc task handling to
3.1 fnana emerﬁ system in PR systematic workflow coordination. It examines key drivers, stages, and methodologies that JIK, C3
com inies M shape the emergence of such systems to optimize efficiency and project outcomes in
P ’ architectural communication.
The role of management The topic explores how management functions (planning, organization, coordination, and
. nag .. |control) are reflected in modern advertising strategies, particularly in the context of
activities and its reflection in . . . . . . L
3.2 architectural project promotion. It examines the role of managerial decision-making in JIK, C3
the system of modern . . . . . s
advertising shaping advertising content, media channels, and audience targeting to enhance the visibility
Pasgen 3 Production aspects of ) and success of architectural designs.
a advertising and PR companies .. Analysis of strategic advertising tools and communication channels for promoting
Advertising management . . . . . . . . .
3.3 mechanisms architectural projects, including budget allocation, target audience identification, and JIK, C3
' performance evaluation mechanisms.
. This topic covers the fundamental classification, structure, and functional roles of advertising
General characteristics of . . . o . .
3.4 advertising products products in architectural project management. It focuses on their visual, informational, and JIK, C3
£p ' persuasive characteristics as tools for promoting architectural concepts and services.
The importance of The course explores how digital tools (e.g., CRM systems, VR/AR, data analytics, and
35 technologies in art blockchain) optimize art management processes, while also addressing the unique challenges K. C3
' management and their of integrating technology without compromising artistic authenticity and audience ’
specificity. engagement.
The concept of sales technology refers to the strategic framework, tools, and digital systems
41 The concept of sales (such as CRM, automation, and AI) used to manage and optimize the selling process. It K. C3
' technology. encompasses methodologies that streamline customer engagement, track sales funnels, and ’
enhance decision-making to improve overall sales efficiency and effectiveness.
Sales technologies in art This topic examines the main categories of sales strategies, including B2B vs. B2C, direct vs.
Paznen 4 manasement £ 4.2 Types of sales strategies. indirect, and digital vs. traditional approaches. It also covers how strategic choices are JIK, C3
£ ' adapted based on product type, market conditions, and customer lifecycle stages.
The course examines the key factors influencing cost formation in design, including
43 Peculiarities of pricing in the |intellectual property, project complexity, and client value. It also covers specific pricing K. C3

field of design.

models and strategies unique to the design industry, distinguishing them from standard
construction or industrial costing.

* - zamonHsiercst Tonbko o OYHOU dopme o6yuenus: JIK — nexum; JIP — maboparopusie padotsl; C3 — npakTHuecKre/CEMUHAPCKHE 3aHATHSL.




6. MATEPUAJIBHO-TEXHUYECKOE OBECIHEYHEHUE JUCIHHUIIVINHBI

Tabnuya 6.1. Mamepuanoho-mexnuyeckoe obecneuerue OUCYUNIUHBL

Crnenuaau3upoBaHHoe
y4yeOHOe/1adopaTopHOe 000pyI0BaHHE,
IO n maTepuaJibl 171 0CBOCHUS
AUCHMIUINHBI (IPH HE00X0IMMOCTH)

Tun ayiuropuu OcHaleHue ayTuTopuu

AyHI/ITOpI/Iﬂ JUTA TIPOBEACHUA 3aHATHHI JIEKIIMOHHOTO

THIIA, OCHAILICHHAS KOMILICKTOM A set of specialized furniture, a marker
JlexunonHas CIeLMAIM3UPOBAHHOI MeOeIH; TO0CKOit (3KpaHoM) U board. SAMSUNG plasma TV with a
TEXHUYECKUMU CPEICTBAMU MYyIbTUMETNA diagonal of 46 inches.
Ipe3eHTalHH.

AyHI/ITOpI/IH JUTA TIPOBEACHUA 3aHATHI CEMHUHApPCKOTO
TUIIA, TPYNIIOBBIX U UHAWUBUAYAJIbHBIX KOHCYJ'ILTaIIPIﬁ,

C TEKYILETO0 KOHTPOJIS U MPOMEXKYTOUHOH aTTecTaluy, A set of specialized furniture, a marker

eMHHApCKa OCHAILIEHHAsI KOMITJIEKTOM CIIeLHaIU3UPOBAHHOM board.

MeOeIi U TEXHUYECKUMH CPEICTBaMK MYJIBTUMEANA
Ipe3eHTalMH.
AyauTopust JuIsi CaMOCTOSITENEHON paboThI
. o0yuaronuxcst (MOXKET UCTIONb30BATHCS IS A set of specialized furniture, a marker

Hns  camocrosiTenbHOM N N .

60ThI NPOBE/ICHUS CEMUHAPCKUX 3aHATHH U KOHCYJIbTaluii), bqard. SAMSUNG plasma TV with a
pa OCHAIIIEHHAs! KOMIUIEKTOM CIIEUaTU3UPOBAHHON diagonal of 46 inches.

MeOenu u komnbloTepamu ¢ goctynom B SUOC.

* - ayquTOpUs ISl CAaMOCTOSITEIFHOM padoTs! oOydaronmxcs ykassiBaercst OBSI3ATEJIBHO!
7. YHEBHO-METOAUYECKOE U HTHOOPMALIMOHHOE OBECIIEYEHHUE JUCHHUIIJINHbI

OcHogHas numepamypa:

1. Arutyunova, E.A. Fundamentals of advertising [Electronic resource]: workshop / E.A. Arutyunova. -
Stavropol: North Caucasus Federal University, 2015. - 122 p. - EBS “IPRbooks” - Access mode:
http://www.iprbookshop.ru/62977.htm

2. Kuzmina, O.G. Integrated marketing communications. Theory and practice of advertising [Electronic
resource]: textbook / O.G. Kuzmina, O.Yu. Posukhova. - M.: RIOR: INFRA-M, 2018. - 187 p. - EBS
“Znanium.com” - Access mode: http://znanium.com/catalog/product/953324

3. Advertising activity [Electronic resource]: textbook / ed. V.D. Sekerina. - M.: INFRA-M, 2013. - 282
p. - EBS “Znanium.com” - Access mode: http://znanium.com/catalog/product/350960

Hononnumenvnas aumepamypa:

1. Shishova, N.V. Theory and practice of advertising [Electronic resource]: textbook / Shishova N.V.,
Podoprigora A.S., Akulich T.V. - M.: INFRA-M, 2015. - 144 p. - EBS “Znanium.com” - Access mode:
http://znanium.com/catalog/product/362871

2. Klyuev Yu. V. Theory and practice of mass information: textbook Direct-Media, M.|Berlin, 2015, 100
http://biblioclub.ru/index.php?page=book red&id=429884
Pecypcol ungpopmayuonno-menexommynuxayuonnou cemu « Mumepremy:

1. ObC PY/IH u croponnune ObC, Kk KOTOPbIM CTyAEHTHl YHUBEPCUTETA UMEIOT AOCTYN Ha OCHOBAHUU
3aKJIFOUYEHHBIX IOTOBOPOB

- OnexrponHo-ombmnoreunas cucrema PYJIH — ObC PY/IH http://lib.rudn.ru/MegaPro/Web
- OBC «YHuBepcurerckas oubmuoreka onnaitn» http://www.biblioclub.ru
- OBC KOpaiit http://www.biblio-online.ru
- OBC «Koncynbranr crynenray www.studentlibrary.ru
- OBC «Tpourkuit MOCT»
2. ba3bl TaHHBIX U TIOUCKOBBIC CHCTEMBI
- OJIEKTPOHHBIA (POH]T TPABOBOM M HOPMATUBHO-TEXHUYECKOU JOKyMeHTaIuu http://docs.cntd.ru/
- mouckoBas cuctema SAngekc https://www.yandex.ru/
- mouckoBas cuctema Google https://www.google.ru/
- pedeparuBnas 6a3a ganabix SCOPUS http://www.elsevierscience.ru/products/scopus/




Vuebno-memoouueckue mamepuanvl 05t CAMOCMOAMENbHOU pabomuvl 00yYAWUXCI NPU OCBOEHUU
OUCYUNTUHBL/MOOYIS*:

1. Kypc nexunii mo qucturummae «Management in Architectural Projecty.

* - Bce yueOHO-METOANUECKUE MaTepHaIbl 1711 CaMOCTOATEIbHONH paboThl 00yHaIOIMXCS Pa3MEILAIOTCS B COOTBETCTBHUU C JEHCTBYIOIUM
NopsAAKOM Ha crpanule aucuuinssl B TYUC!
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