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Kyperbin kpickama cunatramachl / KpaTkoe onucanue kypcea / Brief description of the course:

Makcatsel/Ieas/Aim:

CryneHTTepiH MapKETHHITIK OMJIayblH, JalWblH OHIMAI KBUDKBITY JKOHE 3aMaHayH >KOHOMHKAJa
Y3IIKCI3 O9CEKENeCTIK apTHIKIIBLIBIKTEI KaMTaMachl3 €Ty CalachlHIa TaOBICTBI KYMBIC ICTEY YIIiH
KaXETTi JaFAbuiap MEH KY3bIPETTep Typajbl OLTIMAEPIH KaJIBIITACTBIPY

dopMHpOBaHUE y CTYIACHTOB MAapKETHHTOBOTO MBINIJICHUS, 3HAHUH YMCHHH M KOMIICTCHIIUH,
HEOOXOJMMBIX ISl YCIEHIHOM paboThl B cdepe MPOABHKEHHS TOTOBOTO IMPOAYKTAa M OOecreueHHs
HETPEPBIBHOTO KOHKYPEHTHOTO IIPEUMYIIECTBA B COBPEMEHHOIM YKOHOMHKE

Formation of students’ marketing thinking, knowledge of skills and competencies necessary for
successful work in the field of promotion of the finished product and ensuring a continuous competitive
advantage in today's economy.

Oky MmiHaerTepi / Yueouble 3a1auu / Learning Objectives:

XKahannany sxarmaiiblHAa Tayapiap, KbI3METTEp, HAeAIap HAPBIFbIHIA TYTHIHYIIBUIAPIBIH MiHE3-
KWIKBIH 0acKapyAblH HeTi3ri OuTiMIepiH, JarAbUIapblH JKOHE JAFIbLIapblH KaJBIITACTHIPY; (GupManap
MCH KOMITaHHAJIapAbIH JKapHaMaJIbIK KbIBMET TS)KipI/I6eCiHeH 03€KTI1 MSCGJ’IGJ’IepI[i 3CPTTCY;
MYJIbTHMEIMSUIBIK JKOHE WHTEPAKTHBTI Kypajjapiabl maiijanana oTelpeill, SMM HayKaHBIH >KOcTapiay
KOHE KY3ere achlpy JaF[bUIapblH MEHIepY; HApBhIK CYOBEKTINIEPiH 3€PTTEYAIH 3aMaHayH oficl peTiHne
OCHYMAPKUHITIH Ma3MYHBI MEH KYpaJlJIapbIH TYCIHY

CDOpMI/IpOBaHI/Ie OCHOBHBIX 3HaHHﬁ, yMeHI/Iﬁ 1 HABBIKOB YIIPABJICHUA ITOBEACHUCM HOTpe6I/ITeJ'I$[MI/I Ha
PBIHKE TOBapOB, YCIIYT, UAEH B YCIOBUSIX I00anu3aliy; U3y4eHUE aKTyalbHbIX BOIPOCOB U3 MPAKTUKU
peKHaMHOﬁ ACATCIIbHOCTHU (1)I/IpM n KOMHaHHﬁ; BJIAICHUC HABBIKAMU IIJIAHUPOBAHHA U pCaiu3allin SMM-
KaMIlaHuU C HNPHUMCHCHUCM My.IILTHMCIIHfIHLIX U HWHTCPAKTUBHBIX CpeI[CTB; YACHCHUC COACPIKAHUA U
HHCTPYMCHTOB 6quMapKI/IHFa KaK COBpCMCHHOT'O METOJa UCCIICAOBAHUSA Cy6’beKTOB PBIHKaA

Formation of basic knowledge, skills and abilities to manage consumer behavior in the market of
goods, services, ideas in the context of globalization; study of topical issues from the practice of
advertising activities of firms and companies; possession of skills in planning and implementing an SMM
campaign using multimedia and interactive tools; understanding the content and tools of benchmarking as
a modern method of researching market entities

Ka.]II)Il'lTaCTblpy KEpPEK Heri3ri KY3bIPETTEP /Ba3oBbIe KOMIIETCHIIMU, KOTOPbIC MNMPEACTOUT
copmupoBats/ Basic competencies to be formed:

YHeMi e3repill OTBIPaThIH CHIPTKBI OPTa JKaFdaiiblHa MapKeTUHT KypajapblH €HI13y JK9HE OJjaH api
JaMBITY THIMJIUIINIHE ocep eTeTiH ¢akTopiapiasl Oaranay KaOiieTi; KociOM KbI3METTe MAapKeTHHITIK
MIHJIETTEP/l MIEITy YIIiH 3aMaHayd MapKETUHTTIK TEXHOJIOTHUsIIAp MEH KYpasIap/bl KOJaHy; 3aMaHayH
MapKCTI/IHFTiK TCXHOJIOTUAJIAPAbl  KOJIIdHAa OTBIPBINI, Tayapjap MCH KLISMCTTep,Z[iH MapKeTI/IHPiH
OacKapyIbIH KpEeaTUBTI TOCUIACPIH aHBIKTAY

CriocoOHOCTE OLICHUBATH (baKTOpLI, BIIUAOIINUEC Ha 3(1)(I)CKTI/IBHOCTB BHCAPCHUA U TOCJICAYIOLICTO
pPa3sBUTHUA HHCTPYMCHTOB MApKETHUHIa B YCIOBUAX ITOCTOSIHHO PI3MCH$IIOHI€I71 BHEITHEN CpCakbl;
MNPUMCHATH COBPEMCHHBIC MAPKCTHHIOBBIC TCXHOJIOTHUU U MHCTPYMCHTHI UIA PCHICHUSA MAapPKETUHIOBBIX
3aja4 B NpOo(ecCHOHATBHON NeATeNbHOCTH; OMNPENENATh KpEeaTUBHbIE TMOAXOJbl K YIPaBICHUIO
MAapKCTHHI'OM TOBApOB U YCIYI' C IPUMCHCHUEM COBPECMCHHBIX MAPKETUHI'OBBIX TEeXHOJIOTuH

The ability to assess the factors affecting the effectiveness of implementation and subsequent
development of marketing tools in a constantly changing external environment; apply modern marketing
technologies and tools for solving marketing problems in professional activity; determine creative
approaches to the management of marketing of goods and services with the use of modern marketing
technologies.

OKbITYabIH HITHIKEJIepi / Pe3yabTaThl 00yyenus / Learning outcomes:
TyThIHYIBUIAPABIH CATHII ally Typasbl INEIIiM KaObuIgay HpPOLECIH TYCIHY, TYTHIHYIIBLIAPABIH
MiHE3-KYJIKbIHA 9cep eTeTiH (pakTopiapAbl aHBIKTAY jKOHE TYTHIHYIIBLUIAPFa 9Cep €TETiH IMCUXOJIOTHSIIBIK



BIHTAJAHABIPYABl KOJJIaHy MYMKIHIIT1; )KapHAMANBIK KBI3METTI TallJay, JKOCMapiay kKoHe KapHaAMaIIbIK
xoHe PR-akmapaTTel TapaTy KypaagapblH KOJJIaHY MYMKIHIITI.;MYJIbTUMEIHUSUIBIK JKOHE MHTEPAKTHBTI
Kypajizap/sl naiganana oTeipeinn, SMM-HayKaH/bI XKOCHapiay *KoHE iCKe achlpy JaFAbUIapbIH MEHIEpY;
VUBIMHBIH JKaH-)KaKThl SKOHOMHUKAJIBIK TalJayblH JKYPri3y, HapbIKTaFbl OOCEKEJIECTEPICH HET13ri
apTHIKIIBUIBIKTAD MEH alpbIKIIa CUllaTTaMaiapibl aHbIKTay, *XKBUDKBITY JKOHE JaMmy CTpaTerusiapblH
93ipJIey MYMKIiHIIT1

CrocoOHOCTh TIOHMUMATh MPOIECC NPUHATHS MOTPEOUTENBCKUX PEIICHUH O TMOKYIKE, YMEHHE
BBISIBJIATDH (baKTopBI, BIIMAOININE Ha HOTpe6I/ITeJ'IBCK06 IMOBCACHUEC U IPUMCHATH IICUXOJOTHUYCCKUEC
CTUMYIJIBI, BJIMAOIIUE Ha HOTpe6I/ITeJIeI71; YMCHHUC AaHAJIUM3UPOBATH, IIJIAHUPOBATH PCKIAMHYIO
NEeATEILHOCTh M TPUMEHSATH CPEJICTBA pacHpocTpaHeHUs pekiaamMHou u PR-unbopmanuu; Bianenue
HaBbBIKaAMU IIJIAHUPOBAHUA W pCaIn3allun SMM-kaMIIanuu ¢ IMPUMCHCHUCM MyJIbTHMGI[HfIHLIX n
HHTCPAKTUBHBIX CPCACTB;, YMCHHEC IIPOBOIUTH BCCCTOpOHHI/Iﬁ SKOHOMUYECKHH aHaInu3 OpraHu3alnuu,
BBIABJIISATH KIIFOYCBBIC npeuMyuicCTBa u OTJINYUTCIIBHBIC XapPaKTCPUCTUKHU oT KOHKYPCHTOB
IMPUCYTCTBYIOIIINX HA PBIHKE, p33pa6aTLIBaTL CTpAaTCTruu MPOABUKXCHUA U PA3BUTHUA

The ability to understand the process of making consumer purchasing decisions, the ability to identify
factors that affect consumer behavior and apply psychological incentives that affect consumers; ability to
analyze, plan advertising activities and apply means of distributing advertising and PR information;
proficiency in planning and implementing an SMM campaign using multimedia and interactive tools;
ability to conduct a comprehensive economic analysis of the organization, identify key advantages and
distinctive characteristics from competitors present in the market, develop promotion and development
strategies

IMonaep /ducuumannnl / Disciplines:

1 MiHe3-KYJIbIK MapKeTHHT1 (KpeIuT caHbl -5, Oakpuiay Typi -dk3ameH ) / [ToBeneH4eckuii MapKeTHHT
(KonuuectBo KpemuToB -5, popma kouTposis - emtuxan) / Behavioral Marketing (Number of credits- 5,
form of control - exam)

2. Kapnama eHepi (kpeauTt caHbl -5, 6akpulay Typi -3k3aMeH ) / Pexnmamuoe uckyccrBo (KomnyectBo
KpenuToB -5, popma koHTpoJs - emtuxan) / Advertising Art (Number of credits- 5, form of control -
exam)

3 benumapkuHT (KpenuT caHbl - 5, 6akpuiay TYpi -3k3ameH ) / benumapkunr (KommdectBo KpenuTos -5,
dopma kouTposs - emtuxan) / Benchmarking (Number of credits- 5, form of control - exam)

4. OneymerTik Menua mMapkeTHHT(SMM) (kpeaut canbl -5, Gakpuiay Typi -dk3ameH ) / ColuanabHBIHA
menna MapkeTuHr(SMM) (KonmuuectBo kpeautoB -5, ¢opma KOHTpois - emtuxaH) / Social Media
Marketing (SMM) (Number of credits- 5, form of control - exam)

Enoex coliibiMasLibirsl / Tpynoemkocts / Labor intensity: 20 kpeauros.

IpepexBusurrep / [pepexBusutbl / Prerequisite: SKOHOMHKAIIBIK TEOPHs/ SKOHOMHYECKAsT TEOpHs/
economic theory

Minimum number of listeners / MunumanbHoe KoJu4ecTBO ciaymareieii / ThIHIayIbLIAPABIH €H
a3 caHbl. 7

Maximum number of listeners / MakcumasibHoe KoJm4ecTBO ciaymareieid / ThIHaaymbLIapabIH
MakcuMaaael canel: 100



ITon 1 Mine3-kyjbIKk MapkeTuHri / Jlucuunimna 1 IMosenenyeckunii mapkerunr /Discipline 1
Behavioral Marketing

IIonniH KbicKama cunarramacol / Kparkoe onucanue gucuuiuinabl / Discipline Summary:

[Ton xahannany sxarmaiiplHIa Tayapiap, KbI3METTEp, HAesIap HapbIFbIHIA TYTHIHYIIBUIAPIBIH
MIHE3-KYJIKbIH OacKapy/ablH HETi3ri OUTIMIH, JaFIbUIapblH KaJbITACTBIpyFa OarbITTanFaH. KypcTs
3CPTTCY TYTBIHY MiHe3-K¥.HKBIHBIH KaJIBINITACYbIHBIH aJIFbIIIAPTTAPBIH, MapKeTI/IHI‘TCFi MOTHUBAIUAJIBIK
TeOpHsUIapFa HETI3NENTeH TYTHIHYIIBUIBIK MIHE3-KYJIBIK IICHXOJIOTHSCHIH MUKPO JICHIEHIe Taaaayiibl
Kapacteipazbl. [1oH aschlHAa CTYIEHTTEp TYTHIHYIIBUIBIK CATHII Iy TYpajibl HIEIIiM KaObuIIay MpOLECiH
TYCIHYAl YHpEHe i, caThlll ajly IIemIiMIepiH KaOblIaayFra KaFIaliablK (HaKTopaapablH oCEPiH TaJlIal/Ibl,
HEHPOMApKETHHT KYHECIHIH MEXaHU3MIiH, TYTHIHYIIBUIAPIbIH aJaJIJBIFBIH KaJIBIITACTRIPY SIiCTEpi MEH
OMICTEpiH YHpEHE/I.

JlucuuiuinHa HarpasiieHa Ha ()OPMUpPOBaHME OCHOBHBIX 3HAHWH, YMEHUH W HABBIKOB YIPABJICHUS

IIOBCACHUEM HOTpe6I/ITeJ'I}IMI/I Ha PBIHKC TOBApOB, YCIIVT, I/I,Z[eﬁ B YCIIOBUAX rno6ann3au1m.
N3yuenue kypca npeaycMaTpuBaeT M3y4YeHHUE MPEANOCHUIOK CTAHOBJICHHUS TOBEACHHS MOTPEOSICHUS,
dHaJIn3 IICUXOJIOTHHU HOTpe6I/ITCJ'II>CKOFO IMNOBEACHHUA Ha  MHKPO-YPOBHC Ha OCHOBC MOTHUBALIMOHHBIX
TCOpI/Iﬁ B MApKCTUHIC. B paMKax OUCHUIUIMHBI CTYACHTBI TaKKC HAydaTbCd ITOHUMATb nmponecc
IPpUHATHUA HOTpe6I/ITeJ'IBCKI/IX peI_HeHI/Iﬁ O IOKYIIKE, 6y,HYT MMPpOBOAUTDL AHAJIN3 BJIMAHUS CUTYAHMOHHBIX
(akTOpOB Ha MPHUHATHE IMOKYMATEIbCKUX PEUICHWH, M3y4aT MEXaHM3M CHCTEMBbl HEHPOMapKETHHTA,
CIIOCOOBI Q)OpMHpOBaHI/IH 1 METOJbI BBIABJIICHHNA JIOAJIBHOCTHU HOTpC6PITCJIeI>'I.

The discipline is aimed at the formation of basic knowledge, skills and abilities to manage
consumer behavior in the market of goods, services, ideas in the context of globalization. The study of the
course provides the study of the prerequisites for the formation of consumption behavior, the analysis of
the psychology of consumer behavior at the micro level on the basis of motivational theories in
marketing. As part of the discipline students will also learn to understand the process of making consumer
purchasing decisions, will analyze the influence of situational factors on purchasing decisions, will study
the mechanism of neuromarketing system, ways of formation and methods of identifying consumer
loyalty

Cabak TypJaepi / Buabl 3auaTuii / Types of lesson: Jlopic, npaktukansik / Jlekuuu, npakTuueckue/
Lectures, practical

OxpiTymnl /TIpenogaBatenn / Teacher Kankabaesa A.E., / Kalkabaeva A.E.

ITon 2 Kapuama enepi / Incuumummna 2 Pekinamuoe uckyccro /Discipline 2 Advertising Art
IMonnin Kpickama cunatramacobl / KpaTkoe onucanue mucuumiaunbl / Discipline Summary:

Ilon ¢upmamap MeH KOMOAHMSIAPIBIH >KapHAMaJblK KbI3METIHIH TXIpUOECIHEH ©3eKTi
Macesnenepal 3eprreyre OarpiTTanFaH. [[oHHIH 6acThl epekieniri-MapKeTHHT MMeH KOMMYHHKAIIUSAaFbl
OpTYPJIi MaceneNepii Menryre noHapaiblk ke3kapac. Kypc skapHama ToxipuOeciHiH TEOPHSUTBIK Heri3aepi
MEH HEeTi3ri TajanTapblH, >KapHaMa KypallJapbIHbIH KIKTEIYylH, CaTyJbl bIHTAJAHIBIPY SJICTEpl MEH
KypaJJapblH, *KeKe caTy HbICaHAapblH 3epTTeiiai. OChl MOH/I UTepy HOTHIKECIHIE CTYJISHTTEp >KapHama
areHTTIKTEPIHIH JKYMBICBIH YHBIMIACTHIPYMEH TAaHBICA/IbI, IIBIFAPMAIIIBUIBIK KapHAMa T€XHOJIOTHSIIapbIH
yiipeHeni, jxapHama >xoHe PR xalapnamanapelH Kypyasl YHpeHendi, »kapHama jxoHe PR HaykaHblH
)ocmapJiarn, 0dceKelecTepiH JKapHaMalblK KbI3METIH Tajlail anajipl, kapHama >koHe PR akmapatein
Tapary KypajiJapblH TaHAal ajgajibl.

JlucuMiuiiHa ~— HampaBjeHa Ha W3YYEHHE AaKTyaJbHBIX BOIPOCOB W3 NPAKTUKU PEKIAMHON
nesTenbHOCTH (upM u  KoMmmnaHuil. OCHOBHOW OTIMYUTENHHOW UYEPTOW JAUCUUIUIMHBI SBISICTCS
MEXIACHUIIMHAPHBIA MOAXO0X K MOUCKY PEIIEHUS PAa3JINYHBIX 3a1a4 B MAPKETUHIE U KOMMYHHMKALUAX.
Kypc n3ydaer TeopeTnueckie OCHOBBI U OCHOBHBIE TPEOOBAaHMS PEKJIAMHOM MPAKTHKH, KIACCU(PHUKAIHIO
CPEACTB PEKJIaMbl, METO/IBI U CPEJCTBA CTUMYJIMPOBAHUS CObITA, OPMBI INYHOH Npojaxu. B pezynbraTe



OCBOCHUA I[aHHOfI AUCHUIUINHBI CTYACHTBI O3HAKOMATCA C OpFaHI/I3aLII/IeI71 pa60T51 PCKIIAaMHBIX Aarc¢HTCTB,
Hu3ydaTr TEXHOJOI'nn eraTHBHOﬁ PEKIIaMBbI, HAY4aTbCsAd COCTaBJIATh PEKIIAMHOC U PR-COO6I_HCHI/IC, CMOI'yT
IUIaHUPOBATh PCKIIAMHYIO U PR kxamnanuio u AHAJIIM3UPOBATH PCKIIAMHYIO JCATCIBbHOCTH KOHKYPCHTOB,
BBIOMPATh CPEJICTBA pacHpocTpaHeHus pekiaaMHoi u PR-undpopmannm

The discipline is aimed at the study of current issues from the practice of advertising activities of
firms and companies. The main distinguishing feature of the discipline is an interdisciplinary approach to
finding solutions to various problems in marketing and communications. The course examines the
theoretical foundations and basic requirements of advertising practice, the classification of advertising
media, methods and means of sales promotion, forms of personal selling. As a result of mastering this
discipline students will become familiar with the organization of advertising agencies, learn the
technology of creative advertising, learn how to make advertising and PR-message, will be able to plan an
advertising and PR campaign and analyze the advertising activities of competitors, choose the means of
distribution of advertising and PR-information.

Cabax TypJiepi / Buabl 3ansituii / Types of lesson: [lopic, npaktukainsik / JIekiuu, npakrudeckue/
Lectures, practical

OxpiTymibl /TIpenonaBatenn / Teacher Kankabaesa A.E., / Kalkabaeva A.E.

ITon 3 Benumapkunr /Aucuuniauna 3 benumapkunr /Discipline 3 Benchmarking
IMonnin Kpickama cunarramacobl / KpaTrkoe onucanue nucunmiunabl / Discipline Summary:

Kazipri mbIHIBIKTa, HAPBIK JKahaHJaHFaH jKOHE OapIbIK CErMEHTTEepAeri 0OCEeKeNecCTiK KYIIeHTeH
Ke3/le, OCHUMapKUHITIH peJli apThil Kenedi. Tepic koHE OH YpIICTepAl aHbIKTayFa OarbITTalfaH
3aMaHayM 3epTTey 9/ICTEPIH KOJIJIAaHATBhIH KOCIMOPbIHAAP KOIIOACHIBUIBIKTHIH OAapJbIK MYMKIHJIITIHE He€.
byn xypc Gonamak MaMaHAapFa YHBIMHBIH JKaH-)KaKThl MApPKETUHITIK TaJAayblH KYPri3yre, HapbIKTaFbl
0acekenecTep/IiH HEri3ri apThIKIIBUIBIKTAPhl MEH €PEKLICNIIKTEPIH aHbIKTayFa, KbUDKBITY KOHE JaMbITY
CTpaTer MsJIapblH KacayFa yipereni

B coBpeMeHHBIX peanusx, KOrJa pPbIHOK Bce OoJiblle TI00aNU3UpyeTcs U yKEeCTOYaeTcs
KOHKYPCHIIUA Ha BCEX CCIMCHTAX, POJib 6CH‘IMapKI/IHFa Bce OOJIbIIIe BO3pPACTacCT. HpeL[HpI/IHTI/IH, 6epymI/Ie
Ha BOOPYKCHHUEC COBPEMCHHBIC MCTOAbI HCCICAOBAaHHWA, HAIIPABJICHHBIC Ha BBIABJICHHUC HETATUBHLBIX U
ITOJOXXUTCIBHBIX TeHI[eHLIPIfI, HMCIOT BCC NIAHCBI Ha JMUACPCTBO. I[aHHBIﬁ KYpC HaAy4YuT 6y,Hy'H_II/IX
CIICHUAJIMCTOB MPOBOJUTH BC€CTOpOHHHI>'I MapKeTHHFOBBIﬁ AHAJIN3 OpraHu3alllii, BBIABJIATE KIIIOYCBBIC
npeumMynmecTBa U OTIUYHUTCIBHBIC XapAKTCPUCTUKHU OT KOHKYPCHTOB NPHUCYTCTBYHOIIIUX Ha PBIHKE,
pa3pabaTbIBaTh CTpaTETUH MPOABMKEHUS U Pa3BUTHSL.

In today's realities, when the market is increasingly globalized and the competition in all segments
is toughening, the role of benchmarking is becoming more and more important. Enterprises that adopt
modern research methods aimed at identifying negative and positive trends have every chance to lead the
way. This course will teach future specialists to conduct a comprehensive marketing analysis of the
organization, to identify key advantages and distinctive characteristics from competitors present in the
market, to develop promotion and development strategies.

Cab6ax typJepi / Buani 3anstuii / Types of lesson: [lopic, npaktukansik / Jlekiuu, npakrudeckue/
Lectures, practical

OxpiTymnl /IIpenonaBatenns / Teacher baibkanosa JI.A../ Bayzhanova L.A



IIon 4 DaeymerTtik Meaua MapkeTHHIT(SMM) /Jucuuniauna 4 CounajbHbIi Meana
mapkeTuHr(SMM)/ Discipline 4 Social Media Marketing (SMM)

IIonniH KbicKama cunarramachl / Kparkoe onucanue nucuuminnabl / Discipline Summary:

[Ton omeyMmeTTiK >Kediiepae Meaua ©HIMAI SKbUDKBITY epeKIIETIKTepiH, COHJaii-aKk Ou3Hec
KypbeutbIMAap MeH PR MamanaapbIabiH skyMbIChIHIAa IHTEpHET-pecypcTapabl alanaHy epeKieTiKTepin
seprreyni KamTtuiael. Kype digital-koMMyHUKanusHBIH —HETi3ri  KypajiaapblH MeHrepyxdi, digital-Ti
MapKkeTHHITIK KOMMYHHKAIUsJIAp JKYHECiHIEer1 3aMaHayd TEXHOJIOTHsIap KEIIeHI peTiHae Oarayiaybl,
"oneymerTik Meana mMapkeTuHr" (SMM) MoHIH, OCBI OaFbITTHIH Maiiia OOy TAPUXBIH KOHE AIEYMETTIK
MeIia MapKEeTUHTTE KBbIDKBITY MYMKIHJIITIH 3epJeey/Il KO3 Ii.

JlucuMmiuHa BKIIIOYAET B ce0d M3y4EHHE OCOOEHHOCTEM NMPOJBMKEHMSI MEAMMHOIO MPOJIYKTa B
COIMAJIBHBIX CETAX, a TAKXKE CIeUPUKY UCIIOIb30BaHus IHTepHET-pecypcoB B paboTe OU3HEC CTPYKTYP
nu PR cmemmamucroB. Kypc mpemycMmarpuBaeT OCBOCHHME OCHOBHBIX HMHCTpyMeHTOB digital-
KOMMYHUKAIIUU, OLUCHKY dlgltal KaK COBpECMCHHOI'0O KOMILICKCA TEXHOJIOTUH B CHCTEME MapKCTHHI'OBBIX
KOMMYHHUKAIIH, CYIIHOCTh «COIMANbHBIA Meaua MapkeTuHr» (SMM), uzyueHue MCTOPHH TMOSBICHUS
JaHHOT'O HaAIllpaBJICHUA U BO3BMOKXHOCTH IIPOJABHIKCHHA B COOUAIbBHOM MC/IMa MAPKCTUHIC.

The discipline includes the study of the features of the promotion of the media product in social
networks, as well as the specifics of the use of Internet resources in the work of business structures and
PR specialists. The course provides mastering the basic tools of digital-communication, assessment of
digital as a modern set of technologies in the system of marketing communications, the essence of "social
media marketing” (SMM), the study of the history of the appearance of this direction and the possibility
of promotion in social media marketing.

Cabak TypJiepi / Bunbl 3ansitmii / Types of lesson: [opic, mpaktukansik / Jlekuuu, npakTudeckue/
Lectures, practical

OxkpiTymibl /TIpenoxaBatennb / Teacher Baiixkanosa JILA../ Bayzhanova L.A



