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1. EJIb OCBOEHUMA JTUCIIUITJIMHbI

Hucnunuaa «Advertising and PR in Architecture» BXoauT B mporpamMMmy MarucTpaTypbl
«ApXUTEKTypa UCTOPUKO-KYJIbTYpPHBIX 00bEeKTOB» 110 HarpasieHuto 07.04.02 «PexkoHcTpyKIus U
pecTaBpainus apXUTEKTYpHOTO Hacjleaus» W u3ydaercs B 3 ceMmecTpe 2 Kypca. Jucuuniauny
peanmzyet Kadenpa apXuTekTypsl, pecTaBpaliui U qu3aiiHa. J(MCIUIUIMHA COCTOUT U3 4 pa3ieiioB
u 19 tem u HampasieHa Ha m3ydenue theory and practice of advertising and PR; methods for
assessing their effectiveness; theory and methodology of marketing research.

Ienpro ocBocHus auciuiuinabl sBissercs 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. TPEBOBAHMA K PE3YJIBbTATAM OCBOEHUMA JUCIHUITJIMHDbI

OcBoenne aucuurianHbl «Pexnama n PR B apxutekType» HampaBieHoO Ha (OpMUPOBAHUE Y
00yJaromuxcst CASAYIONNX KOMIIETSHINHA (YaCTH KOMIICTCHITHN):

Tabnuya 2.1. Ilepeuenv komnemenyuil, opmupyemvix y 00y4arOWuxcs npu 0c80eHuu
OUCYUNTIUHBL (Pe3VIbMambvl 0C80eHUS OUCYUNTIUHDL)

I/IHZ[I/IKaTOp])I JOCTHIKCHHUS KOMIICTCHIUHN

Iudp Komnerenuus N
(B paMKax JaHHOMW NHUCUMUIUIMHBI)

CnocobeH aHau3upoBaTh U VYK-5.1 UnTepnperupyet uctopuro Poccuu B KOHTEKCTE MHPOBOTO

YUUTBIBaTh pasHoOOpasue HCTOPHYECKOTO Pa3BUTHS;
YK-5 KyJbTYp B IpoIiecce YK-5.2 Haxoaut 1 UCoib3yeT NMPH COIUATBHOM U
MEXKYJIbTypHOTO npodeccrnoHaIbHOM 001IeHHH HHPOPMAIHIO O KyJIbTYypPHBIX
B3aMMOJCHCTBHS 0COOCHHOCTSX M TPAIMLMUSIX PA3IUYHBIX COUMATIBHBIX IPYIIIT;

CrniocoOeH onpeiensiTh U
peaTn30BBIBATH IPHOPUTETHI
YVK-6 CcOOCTBEHHON AEATENBHOCTHA U
CIOCOOBI €€ COBEPIICHCTBOBAHHUSI

Ha OCHOBE CAMOOIIEHKH

VK-6.1 KonTponupyer Koiu4ecTBO BpEMEHH, MOTPAYEHHOTO Ha
KOHKPETHBIC BUABI JICATEIBHOCTH;

YK-6.2 BripabaTeiBaeT HHCTPYMEHTBI U METOJIBI YIIPABIICHUS
BpPEMEHEM IIPH BBITIOJIHEHNH KOHKPETHBIX 337134, IPOEKTOB, LeJIeH;

3. MECTO JUCIIMIIJIMHBI B CTPYKTYPE OII BO

JucuuruimHa «Peknmama u PR B apxurektype» OTHOCHTCS K 4acTH, (opMupyemoit
y4acTHUKaMHM  00pa3oBaTelbHBIX  OTHOIIEHHMH  Osnoka 1 «/lucoumimebl  (MOZYIH)»
00pa3oBaTeNbHON MPOTrPaMMBbI BBICILIETO 00pa30BaHUS.

B pamkax oOpa3oBaresbHOM HporpaMMbl BbICHIET0 OOpa30BaHUS OOydaroIIMecs TakKKe
OCBaMBAaIOT JApyrue JUCHUIUIMHBI W/ MIUM  TPAKTHKH, CHOCOOCTBYIOUIME  JIOCTHKEHHUIO
3aIlJIaHUPOBAHHBIX PE3YJIbTaTOB OCBOEHUS TUCIMILIMHBI «Pekinama u PR B apxutekType».

Tabnuya 3.1. Ilepeuenv komnonenmos OII BO, cnocobcmeyrouux 0o0CmudiceHuro
3aNIAHUPOBAHHBIX PE3VIbMAMO8 0C80EHUS OUCYUNTUHDBL

IIpenmecTByromme Ilocaenyrwomue
Mudg Hanwenosanue )Jncﬁnz:mnﬂblyMol)l; JN uncunnnnl:lil/;loa JIA
P KOMIIETEHI[H o yam, ° yoiu,
NMPaKTHKHU NMPaKTHKHU
Crioco0OeH aHATH3UPOBATH H APXHUTEKTYPHO-pECTaBpallHOHHOE
YYUTHIBATh pa3HooOpasue MIPOEKTUPOBAHHUE; .
o IIpepunoMHas npakTHKa,
YK-5 KyJbTYp B IIpoliecce WHocTpaHHbI A3bIK B
MEXKYJIbTYPHOTO po(eCCHOHATBHOM NeATeTBHOCTH;
B3aUMOJIEUCTBHS Uctopusi, Teopusi U METOAMKA




IIpenmecTBylomme ITocnenxyrommue
Mudg Hanvenosanue HHCEI/IZ:[JII/IHLI?,MOI;II N nncunnnnfl)lil/;loa JIN
P KOMIIETEHI[HH % ., X y,
NMPaKTHKH MPAKTHKH
pecTaBpanuy;
Crioco0eH omnpeensaTh U
peaTU30BBIBATh IPUOPUTETHI
. dunocodust ¥ METOIOJIOTHS
COOCTBEHHOI I€SITENBHOCTH N [penaumioMHast MpaKkTUKaA;
VYK-6 HAYYHOH JIeATCIBHOCTH;

M CII0COOBI €€
COBEPIICHCTBOBAHUS Ha
OCHOBE CAMOOLIEHKH

* - 3aIONHSAETCS B COOTBETCTBUH ¢ MaTpuieil kommnerenuii u CYII OIT BO
** - 3NIeKTUBHBIC TUCIUIUIMHEI /TIPAKTHKH




4. OFBEM JJVCHUILJIMHBI U BUbI YYEBHOH PABOTHI

O6mas TpynoeMkocTh auctuuruinabl «Advertising and PR in Architecture» cocraBnsieT «4» 3a4eTHBIC €IMHUIIBL.
Tabauya 4.1. Buowvl yuebHol pabomvi no nepuooam 0C80eHUs 00pA308AMENbHOU NPOSPAMMbL BbICULIE20 00PA308AHUL O OUYHOU GOopmbl
00yuenus.

Buja yue6Hoii padoThI BCEI'O, ak.u. CEMech pCeD)
Konumaxmmnas paboma, ax.u. 36 36
Jlekimu (JIK) 18 18
JlaGopartopusie pabotsl (JIP) 0 0
IMpaktuueckue/cemunapckue 3ansatus (C3) 18 18
Camocmosmenvras paboma 0by4arowuxcs, ax.u. 81 81
Koumponw (sx3amen/3auem c oyenkou), ax.u. 27 27
Oo0masi Tpy10eMKOCTH T CHUIIHHBI aK.4. 144 144
3ay4.el. 4 4




5. COAEPKAHUE JUCIUIIJINHBI

Tabauya 5.1. Codeporcanue oucyuniunsl (Mo0yis) no euoam y4ebHou pabomuol

Bun
Homep | HammeHnoBaHue pasnena "
Copep:xanue pa3aesia (TeMbl) yueOHoit
pa3aeja AUCHHUITJIMHBI %
padoThl
1.1 The main tasks of art in the modern world. JIK, C3
1.2 Forms of organization of creative projects. JIK, C3
13 The importance of forms of organization of creative K. C3
Advertising and PR as ' activity in the development of art. ’
Pazpen 1 |forms of organizing 1.4 Factors influencing the development of advertising. | JIK, C3
creative projects 15 Features: of the development of forms of PR JIK, C3
companies.
16 Contemporary art and its influence on the activities JIK, C3
of an art manager.
21 Historical stages _of development and formation of JIK, C3
the global advertising market.
29 Laws of formation of the global creative industry as JIK, C3
a system.
Paszen 2 World.a_nd Russian 23 The_ |_mportance of_ advertising in the life of society: JIK, C3
advertising positive and negative aspects.
24 Hlstor!cgl aspects of the development of domestic JIK, C3
advertising and its current state.
25 Features and characterls_tlc featu_re.s of the JIK, C3
development of domestic advertising.
The emergence of a production process
3.1 management system in PR companies. JIK, €3
Production s of 3 The role of management activities and its reflection K. C3
p 3 la d?/elrjt(i:siﬁ Zi%eg; ° ) in the system of modern advertising. ’
asaet com anieg 3.3 Advertising management mechanisms. JIK, C3
P 3.4 General characteristics of advertising products. JIK, C3
35 The |mportan<_:e_ o_f technologies in art management JIK, C3
and their specificity.
L 4.1 The concept of sales technology. JK, C3
Sales technologies in art -
Paznen 4 management 4.2 Types of sales strategies. JIK, C3
g ' 4.3 Peculiarities of pricing in the field of design. JIK, C3

* - sanonHsiercst Tobko 10 QUHOM dopwme obyuenus: JIK — nexyuu; JIP — nabopamopnvie pabomsi; C3 —

npaxmuuecxue/ceMuHapCKue SAHAMUAL.

6. MATEPUAJIBHO-TEXHUYECKOE OBECIIEYEHHUE JUCHUIIJIMHBI

Tabnuya 6.1. MamepuaneHo-mexnuueckoe obecneuerue OUCYUNIUHbL

Tun aynuropuu

OcHaleHue ayIuTOpuu

Cneuuaau3npoBaHHOE
yueOHOe/1adopaTopHoOe
odopynoBanmue, IO u
MaTepHaIbl 1J1s1 0CBOECHHSA
JUCIHMIIIAHBI
(mpu He00XOAMMOCTH)

Aynutopus 1Sl TPOBEICHUS 3aHATUI
JIEKUMOHHOT'O TUIIA, OCHALIEHHAS

Komrekr
CIIEUATTU3UPOBAHHON
Me0eiH, JoCKa

JleknmmoHHas KOMILIEKTOM CIICIIHAIM3UPOBAHHON MeOeH; o
JOCKOU (KpPaHOM) U TEXHUYECKUMU MapKepHas. [L1a3MeHHEIH
P . Tenesusop SAMSUNG ¢
CpelCcTBaMH MYJbTUMEINA MPE3CHTAIIHH. .
IUaroHanbo 46 IIOMMOB.
AynuTtopust 1151 TPOBEICHUSI 3aHATUI Kommiekt
CemuHapckas CEMHUHAPCKOT0 TUIIA, TPYITIOBBIX U CIIeUATTU3UPOBAHHON

HWHAWBUYAJIBbHBIX KOHcyHLTaHHﬁ, TCKYIICTO

MC6CJ'II/I, A0CKa MapKCpHast.
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Crnennann3npoBaHHoOe
yueOHoe/1adopaTopHoOe
obopynoBanme, I1O u
MAaTepHaJIbl 1J151 0CBOEHHS
AMCUMILTUHBI
(Ipu HEOOXOTUMOCTH)

Tun aynuropun OcHameHue ayauTopun

KOHTPOJIA U POMEKYTOYHOM aTTECTALUH,
OCHAII[CHHAs! KOMIICKTOM
CTeLUAIN3UPOBAHHON MeOenu 1
TEXHUYECKHMH CPEICTBAMH MYJIbTHMEINA

IIPE3CHTALMMN.
AyauTopus ISl CaMOCTOSATEILHON pabOThI Kommnekt
Tns oOyyaromuxcs (MOXKET HCIOIb30BaThCs [UIS | CIIEHUAIN3UPOBAHHON
., | MpOBEIeHUs] CEeMHUHAPCKUX 3aHATHI U Mebenu, 10cKa
CaMOCTOSITENIbHOM 9 .
AGOTLL KOHCYJIbTAIlMi ), OCHALLIEHHAs! KOMIIEKTOM MapkepHas. [InasmeHHbIN
p CHeIUaTU3UPOBAHHON MeOCIH U teneBu3op SAMSUNG ¢
KoMIibroTepami ¢ gocrynoM B OMOC. JIMaroHaibio 46 J0MMOB.

* - ayauTOpHs I CAMOCTOATENILHON paboThl 00yvatonuxcs ykaspisaetcss OBSA3ATEJIBHO!

7. YAEBHO-METOJUYECKOE 1 UTH®OPMAIIMOHHOE OBECIIEYEHHUE JUCIUIIJINHBI

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
Jlononnumenvuasn iumepamypa:

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
Pecypcovr unghopmayuonno-menekommynuxayuonuou cemu « Mumepremy»:

1. ObC PY1H u ctoponnne ObC, Kk KOTOPBIM CTyI€HThl YHUBEPCUTETA UMEIOT JOCTYII
Ha OCHOBAHWH 3aKJIHOYCHHBIX JOTrOBOPOB

- DnekTpoHHo-6ubmoTeunas cuctema PY/IH — 9bC PYIH
http://lib.rudn.ru/MegaPro/Web

- OBC «YHuBepcurerckas Oubauorexa onnan» http://www.biblioclub.ru

- OBC IOpaiit http://www.biblio-online.ru

- OBC «Koncynbrant cryaenray www.studentlibrary.ru

- OBC «Tpounknii MOCT»

2. bazsl JAHHBIX U ITIONCKOBBIEC CUCTEMbI

- OJIEKTPOHHBIN (POH]T TPABOBOW M HOPMATUBHO-TEXHUYECKON TOKYMEHTAIIUH
http://docs.cntd.ru/

- mouckoBas cuctema SJnnekc https://www.yandex.ru/

- mouckoBas cucreMa Google https://www.google.ru/




- pedepatuBHas 6a3a nanapix SCOPUS
http://www.elsevierscience.ru/products/scopus/
Yuebno-memoouueckue mamepuanvt 05t cCAmMoCmosmenbHou pabomuvl 0OYUaAOWUXCSL NPU
0CB80EHUU OUCYUNTUHBL/MOOYIS*:
1. Kypc nekuumii no nuciurinnae «Pexiama u PR B apxutextype».

* - Bce yueOHO-METOANYECKHE MaTepuallbl Ul CaMOCTOATENbHOM paboThl 00ydaromuxcs
pa3MeIaTCs B COOTBETCTBUHU € AEUCTBYIOLIUM NOPsAKOM Ha cTpaHule aucuuiuiiasl B TYHUC!

8. OLIEHOYHBIE MATEPHAJIbI U BAJLIbHO-PEITHHIOBASI CUCTEMA
OLEHUBAHMSI YPOBHSI C®OPMHUPOBAHHOCTM KOMIETEHLHUI IO
JTUCHUIIMHE

OneHounble MaTepuanbl W OaUIbHO-pEHTHHTOBAs CcUCTeMa* OLEHHBAHUSA YPOBHS
c(hOpPMUPOBAHHOCTH KOMMETCHIMN (YaCTH KOMIIETEHIIMI) MO UTOraM OCBOEHUS JUCIUIUIMHBI
«Pexnama u PR B apxurexktype» mnpezacrasineHsl B [lpunoxenun Kk Hacrosiueid PaOoueit
porpamme AUCIUIUINHBL

* - OM u BPC dopmupyroTcst HA OCHOBaHUHU TPEOOBAHHIA COOTBETCTBYIOIIECTO
JIOKaJIbHOrO HOpMaTuBHOTO akta PY JIH.
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