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AHHOTALIIA

[Iporpamma coAepXUT TEepedeHb TeM (BOMPOCOB) IO JUCHUILUIMHAM 0Oa30BOMH
qacTd TMpPodeCCHOHAILHOTO IMKJIa Y4YeOHOTO IlaHa IOATOTOBKH OaKallaBpOB IO
HanpaBieHuio 42.03.01 Pexsiiama m cBSI3M ¢ OOIIECTBEHHOCTHIO, BOULICIAIINX B
cojlepkaHre OWiIeTOB (TECTOBBIX 3aJaHUN) BCTYNHUTEIBHOTO  HCIIBITAHUS B
MarucTparypy.

BerynuTenbHoe  UCHBITAaHWE  OLIGHMBAETCS 1O  CTOOAIBHOM — IIKAJle W
MPEICTABIISIET COOOM:

- MEXIUCIUIUIMHAPHBIN HSK3aMEeH B 00BeMe TpeOOBaHUWM, MPEAbIBISICMBIX
TOCYJapCTBEHHBIMH O0OpPa30BaTEIbHBIMA CTAHAAPTAMH BBICIIETO OOpa30BaHHS K
YPOBHIO MOJATOTOBKH OaKajaBpa IO HAMPaBIECHUIO, COOTBETCTBYIOIIEMY HAIPaBICHUIO
MarucTparypbl, TMPOBOAUMBIA OYHO B  MHUCBMEHHOW WJIM  JAWCTAHIIMOHHO
(MakcumaabHbIi 625 - 100).

MuHMMaIEHOE KOJMYECTBO 0aIJIOB, TOATBEPKAAIOIIEE YCIICIIHOE MPOX0XKICHHUE
MEXIUCIUTLUIMHAPHOTO 3K3aMeHa - S0 0a/ioB (50%).

Pyxosoaurens OI1 ﬂ% C.U. bospkuHa

CocraBuTenu:
JIOLIEHT r_f,f'f;". yj_'}- e M.C. ApkaHHHKOBa
JIOLICHT = H.K. Po3oBa

JTOTICHT ;//% B.B. ®okuna

[Iporpamma paccMoTpeHa U peKOMEHI0BaHa K U3AaHUI0 Y YeOHO-METOANIECKUM
coBetoM ['U (mpoTtokos Ne 1 ot «21» centsiopst 2023 1.)



1. ITMCUUILJIAHBI, BKIIIOYUEHHBIE B IPOTPAMMY
MEKINCIHUIIVIMHAPHOI'O OK3AMEHA

1.1. OcHOBBI MapKeTHHTa
1.2. OcHOBBI peKJIaMbl

1.3. OcuoBsl PR

2. COAEP)KAHUE YYEBHBIX JTUCIUAIIJINH

2.1. «OCHOBBI MAPKETHHI2»

Tembl (BOnpochl)

1. CymHOCTb U NPUHIUIIBI MAPKETHHTA.

2. Bunbl mapkeTuHra.

3. CoBpeMeHHast KOHLENIUS MapKETHUHTA.

4. Kommiekc MapKeTHHTra (ToBap, eHa, COBIT, MPOABUKEHHE).

5. ToBap B MapkeTtuHre. ToBapHBII aCCOPTUMEHT.

6. KadectBo ToBapa. JKu3HEHHBIH UK TOBapa M XapaKTEPUCTUKU TOBapa B
MAapKETHUHTE.

7. CermeHTalMsl pbIHKA: TOHATHE, KPUTEPUH, ITAIIbI.

8. MapkeTHHTOBBIC HcCaea0BaHmsa. MeToapl cOOpa MapKETUHTOBOW MH(GOPMAIIHH.
9. Br10op MapKeTUHTOBOM CTPATETHH.

10.Opranuzariysi MApKETUHTOBOH JIEATEIHHOCTH HA IPEANPUSITHH.

Jumepamypa 0na no020moeKu:

Ocnoenasn numepamypa:

1. Kotnep @., Kennep K.JI. Mapketunr menemxment. 15-¢ uzn. CII6.: [lurep,
2018. - 848 c.

2. boxyk C., KoBanuk JI., Macnosa T., PozoBa H., Trop T. MapkeTunr: yueOHUK

7utst By30B. 4-¢ u3z. Ctanaapt tpethero nokosenus. CI16: [Tutep, 2021. - 448 c.



/Jlononnumensvhan rnumepamypa:

4. ®etinep I1., Tomc C. KnuenroneHTpuaHOCTh: OTHOIICHHS C TOTPEOUTENSIMU B
udposyro 3moxy. M.: Aneniuna [Ta6mumep, 2020. — 192 c.
5. I'aBpukoB A.B. Digital-mapketunr. ['maBHas KHHUTra HHTEpHET-MapkeTojora /

A.B. I'aspuxos, B.B. JlaBeinos, M.B. ®enopor. M.: ACT, 2022. — 480 c.

2.2. «OCHOBBI peKJIaAMbI»

Tembl (Bonpocskl):

1. Pexnama B cucTeMe MapKETUHTOBBIX KOMMYHUKAIIUH.
2. PexnmamMHbIe CpeICTBA U UX KIIACCU(DUKALIUA.

3. PexnnaMHbIe CpeICTBA U UX IPUMEHEHHUE.

4. [InaHupoBaHuE U OpraHU3aLUs PEKIAMHBIX KaMITaHHA.

Jumepamypa 0na no020moeKu:
Ocnoenan numepamypa:
1. Pomart E. Cennepon /I. Pexnama. YueOuuk mys By30B. 9-¢ u3a. Cranmapt

Tpetbero nmokonenus. CI16: TTurep, 2016. -544 c.

URL: http://library.lgaki.info:404/2017/Pomar Pexnama.pdf

2. T'ony6kosa E.H. nTerpupoBanHbie MapkeTHHTOBbIE KoMmMyHUKanuu /E.H.

['omyOkoBa. — M.: FOpaiit, 2020. — 363 c.

2.3. «OcnoBbl PR»

Tembl (BompockI):

1. Cs3u ¢ OOIIECTBEHHOCTHIO KaK »dJIEMEHT KOMMYHUKATUBHONH CHCTEMBI
OpraHu3aluu

2. D5IeMeHTbl (PUPMEHHOTO CTHUJIS IPEATIPUSATHUA.

3. llenu, 3agaum, nenessie ayauropuu PR

4, XXanpsl 1 BuAsl PR-TekcTOB

5. Onenka spdextuBHocTH PR-Kammanuu


https://www.ozon.ru/publisher/alpina-pablisher-859012/
http://library.lgaki.info:404/2017/Ромат_Реклама.pdf

Jumepamypa ona no02omoeKu:

Ocnoenas numepamypa:
1. KonoBanenko B.A., KonoBanenko M.IO., [lIsex H.I'. Pexitama u cBsi3u ¢

0011IeCTBEHHOCTHIO: BBEICHUE B clrieuaibHOCTh. M.: FOpaiit, 2022. — 384 c.

2. EmenbsnoB C.M. Teopus u npakTuka cBsa3ei ¢ odniectBeHHOCThI0 / C.M.
EmenbsinoB. — M.: FOpaiir, 2020. — 197 c.
URL: https://klex.ru/wh9

Jlononnumenvnasa tumepamypa:
1. CwuusgeBa, W.M. Pexilama u CBSI3HU C 00IIIECTBEHHOCTHIO:
yueOHuK  jys1 OakanaBpoB / M. M. Cunsiea, O. H. Pomanenkosa, /. A.

KunbiioB; @UHAHCOBBIM YHUBEpPCUTET NIpH nipaButesibcTBe PO. — Mocksa : FOpaidr,
2013.


https://klex.ru/wh9

a)
b)
c)
d)

3. NPUMEP TECTOBOI'O 3AIAHUSA

Cankr-IlerepOyprekuii momurexunyecknii yuusepeurer Ilerpa Benukoro

Boicmasi K012 MEIMAKOMMYHHUKAIMA M CBsA3€eil ¢ 001eCTBEHHOCTHIO

YTBEPXIAIO

PykoBoaurens OI1

ﬂﬂdﬂfe@% / C.W. Bospkuna /

«09»  okra0ps  2023r.

BCTYHNUTEJIBHOE UCIIBITAHUE
0 HATIPABJICHUIO MOATOTOBKH / 00pa3oBaTe/IbHOM MporpamMmme
42.04.01 06 Pexnama u KOMMYHUKAIIUM B Me:KIYHAPOAHO¥ cepe
(MexxayHapoaHasi od0pa3oBaresibHast nporpamma) / Advertising and PR in
International Communications (International Educational Program)

«OCHOBBI MAPKETHUHI'A»

Ykaxure npaBujibHoe onpenenaenue Mmapkerunra no ®.Koriepy:
(2 6anna)

OTMeThTe HYXKHYIO OYKBY

MapKkeTuHr - BU AeSITEIHHOCTH, HAITpaBJIEHHBIN Ha oOecrieueHrne cObITa TOBapOB
MapkeTuHr - BUJ JICATCIIBHOCTH, HAIpaBJICHHBIN Ha o0ecrnieyeHune
KOHKYPEHTOCTIOCOOHOCTHU MPOTYKIIUH

MapKeTI/IHF - BUJ ACATCIIBHOCTU, HaHpaBHeHHHﬁ Ha U3YYCHHUC PbIHKA U
CTUMYJIMPOBaHUE cIIpoca

MapkeTHuHr - BUJI 1eSITeJIbHOCTH, HATIPABJIEHHbIN HA YI0BJETBOPEHNE HYXK/ U
NoTpe0HOCTEH MOCpeICTBOM 00MEeHa

IIpumepom Ou3Hec-mMoaeu 31eKTPoHHOH Toprosiu C2C sBasercs:

(2 6anna)

OTMeThTE HYKHYIO OyKBY
Po3HHMYHBIN UHTEPHET-Mara3ux
CailT roczakyImok
Jlocka o0bsiBIeHHi AVito
Bebunap nis manoro 6u3zHeca



3. AoopeBuatrypa PEST o3HauaeT COBOKYNHOCTH (pakTopos
(2 6anna)

OTMeThTe HYXHYIO OyKBY
a) IlomuTHYecKHX, SJKOHOMHUECKHX, CIICIHUAIbHBIX, TEXHOJIOTHUESCKHUX
b) IlomynspHBIX, 3KOHOMHUYECKHX, COL[HAIBHBIX, TEXHOJIOIHUECKUX
c) IoauTHYECKHX, IKOHOMHUECKHX, CONHAIBbHBIX, TEXHOJIOTHYECKHX
d) ITonmuTHYECKHX, IKOJIOTHUYECKUX, COIUATbHBIX, TEXHOJIOTHIECKUX

4, MapKeTI/IHI‘OBaH nmo3nuusi ToBapa - 3To
OTMeThTE HYXKHYIO OYKBY

a) Mecrto ToBapa B BOCHPHATHH NOTPEOUTEISIMHI (2 banna)
b) Mecro ToBapa Ha cKjaje

C) Mecro ToBapa Ha MOJKE B TOPTrOBOM TOUKE

d) Mecrto TOBapa B MPOU3BOICTBEHHOW HOMEHKIIATYPE

5. Ha KaKOM CTAAUU JKU3HEHHOr0 IUKJIA TOBAPA BBIPYYKA OT €ro

peajm3amuu MaKCHMaJbHa?
OTMeThTE HY)KHYIO OyKBY

(2 banna)
a) BeIBox Ha pHIHOK
b) Pocr
c) 3peaocth
d) Cman

6. K kakomy apxeTHmy MO’KHO OTHECTH MapPKETHHIOBYI0 CTPATEruio
xomnanun Coca-Cola, B pamkax koropoii B Poccuu npoBoasitesi pekjiaMHbIe
KaMIIaHUM B niepuoa npazaHosanus Hosoro roga?

(2 6anna)
OTMeThTe HY)XHYIO OyKBY
a) «IIpaButesnb»
b) «Mynaper
C) «Mckarenby»
d) «HauBHbII»
7. MapKeTHHIOBOE HCCJIEe0BAHHUE - ITO: (2 6anna)

OTMeThTE HYXKHYIO OyKBY

a) OmnpenencHre poIHOYHOM MTPOOIEMBI M TIOJYUYCHHE BTOPHUHON HH(POPMALIUT

b) UccnenoBanue pbiHKa U OTpeOUTENCH

c) IlesenanpaBjeHHbI cO0p, 00padoTKa M aHAIU3 HHPOPMALIMHU O CUTYAIIUH
HA pbIHKeE U pa3padoTKa Ha ITOI 0CHOBe OU3HeC-CTpaTeruu

d) HccnemnoBanre MapKeTHHTa



8. TlocTaBIIUK MEPCOHATBHBIX KOMIIBIOTEPOB MPOIAeT KOMIBIOTEPHI TOJLKO sl
npuMeHenusi B Ou3Hece. OH NMPUHUMAET pellleHHE HAYATH MPOAAKY ITHX
KOMIILIOTEPOB TaK:Ke MW KOHEYHBIM IMO0JIb30BaTeJsIM (MHAUBUAYAJbHBIM
norpedurensim). Kak MOKHO Ha3BaTh 3Ty CTpaTeruio?

(2 6anna)
OTMeThTe HYXKHYIO OyKBY
a) [IpoHMKHOBEHHE HA PHIHOK
b) PazBuTne poinka
c) AuBepcuduxanus
d) PasButre npoaykTa
9. VYkauTe HeIOCTAKIIHE JIeMEHTbI KOMILJIEKCAa MapKeTHHTra 4P
(2 6anna)

Hanumuite npaBUiIbHBIE OTBETEHI
DJEeMEHThI KOMILIEKCca

[Iponykt (TOBap) [lena 1.

e

Kommiekc MapKCTUHI'a

DJIeMEHTHI KOMILIEKCa MapKCTHHTIA:

1. mecto npoxax (P)

2. npoasukenue (P)

10. YcraHoBiieHUE pa3HBIX LIEH HA OJIMH U TOT € TOBAp B YCIOBUSX, KOI/IA Pa3INYMs B
LIEHAX HE CBSI3aHbI C 3aTpaTaMu, Ha3bIBAETCA:

(2 6anna)

OTMeThTe HYXKHYIO OyKBY

a)  JHUACPCTBOM B IICHAX

b) LEHOBO JMCKPUMHHAIHEI
C)  IICHOBOW MHTEPBEHIIHEH

d)  1cHOBO# AUBepCUHUKAICH



«OCHOBBI PEKJIAMbI»

1. Kakue u3 CpeICTB pPeKJIaMbl SIBJSIOTCS CAMbIMHU BbIPAa3UTEIbHBIMH,
3} peKTUBHBIMH U JO0pOrUMH?

(2 6anna)
(1 6ann)
OTMeThTE HYXKHYIO OYKBY
9 I'paduueckue
D AxycTtuueckue
C) BusyaabHo-3peHIIHbIE
d) BosnelicTByromiye Ha 0OOHSHUE
2. B nenTpe J11000ii pexkJIaMHONH AaKIIMHA HAXOAUTCH:
(2 6anna)

OTMeThTe HYXKHYIO OyKBY

a) Pexmamomarenn

b) Anpecar pek;iiamMHOro oopameHust
c) CpeacTBo peKIIaMbl

d) PexnamHOe areHTCTBO

3. K cpeacrBam ATL oTHocsiTes:
(2 6anna)

OTMeThTe HYXKHYIO OyKBY

a) UuTrepHeT-pexiama

b) Ipecca

c) Event marketing

d) CrumysnupoBanue cObiTa

e) Ilpsmas pacceiika (direct mail)
f) Paamo



4. BoiOepuTe HETOCTATKH AKYCTHYECKHX CPEJICTB PeKJIaMbI:
(2 6anna)

OTMeThTe HYXHYIO OyKBY

a) Ciadasi BLIpa3HTEJIbHOCTD (TOJIBKO 3BYK)

b) ToaknroueHue GaHTa3UK PEKITAMOTIONTYYaTEIIS

C) HeB03MO:KHOCTH Nepeaavn 60J1bIIOT0 00beMa HH(POPMAIIHH
d) Orpanu4eHHOCTH IPHEMOB

5. Hoka3zarenn GRP u OTS HCHOJB3YKOTCH I OLEHKH

3¢ PeKTUBHOCTH HHTEPHET-PEKJIAMbI
(2 6anna)
OTMeThTE HYXKHYIO OYKBY
a) Bepno
b) HeBepno

OTMeThTE HYKHYIO OYKBY (2 6anna)

6. «OnHoHanpaByeHHass GopMa HEJIMYHOI KOMMYHHKAIIUH,
ocylecTBJIsieMasi HA IJIATHOH OCHOBE C HeJIbIO PUBJIeYEHNS] BHUMAHUS K
TOBApPY WJIH yCJIyre»

(2 6anna)

Hanmmire BepHBIN TepMHUH (0JJHO CJIOBO)

Pexnama

/. Kakoii kaHaJ1 pekJlaMbl B HAcTOsillee BpeMsl JIMJAUPYET MO COBOKYIHBIM
PeKJIaMHBIM 010/KeTaM 3a roJ Kak B Poccun, Tak u B mupe B uejaom?

(2 6anna)

OTMeThTe HYXKHYIO OYKBY

a) Peximama Ha TeneBHIEHUN
b) Peksiama B ceTm MHTEpHET
C) IleuatHast pexiiama

d) HapysxHas pexiama

e) CyBeHHpHasl peKiiaMa

f) Pexnama B npecce

g) Direct mail



8.Kakas wu3 Mmoaereil  pexkJamMHOIO BO3eiCTBUA HE otHocsTCH
K MepapXu4ecKuM:
(2 6anna)

OTMeThTE HYKHYIO OYKBY

a) AIDA

b) DAGMAR

c) DIBABA

d) ACCA

e) Marpuna FCB

9. Kakue CBOIICTBAa PEKJAMHOI0 COOOLICHUSI ONpeNeJslOT ero
aruTAMOHHYI0 CHJTY?
(2 6anna)

OTMeThTE HYKHYIO OYKBY
a) Cy0beKTHBHAsi 3HAYMMOCTH TeMbI /IS IIeJIEBOI ayINTOPHH
b) DTUYHOCTH M 3CTETUYHOCTD
c) IIpaBaomog00HOCTH OCHOBHOTO PEKJIAMHOTO YTBEPKICHHS
d) LeabHoCTH peKJIaMbl

10. Kakoi 10/kHA OBITH peKJaMa IS TOBApPOB, MONMABIIMX B KBaJAPaHT
«I'eqonn3m» matpunbl @yra-Koyna-bennqunra (FCB)?
(2 6anna)

OTMeThTE HYXKHYIO OYKBY

a) Pexiama nomkHa MMeTh HHQOPMATHUBHBIN XapaKTep

b) Pexiama akneHTHPYeTCSl HA JIMYHOM Y/I0BJIE€TBOPEHUH

C) Pexnama toipkHa 00pamaThCs K SMOIUSIM

d) Pexiiama No/bKHA (OopMUPOBaTH W TMOANEPKUBATH NPUBBIUKH, a TaKKe
HAIIOMUHATh O TOBApE



«OCHOBBI PR»

1. MeauartekcThl - 3T0 PR-TekcThI:

OTMeThTE HYXKHYIO OyKBY

a) Harucanusie pegakropom CMU (2 6anra)

b) Pactipoctpansemsie mocpeacreom CMU

¢) Hanmucannsie PR-cniermanmucrom CMU

d) Ucxoasimue mo MHHIHATHBE 0a3HCHOro cyonekra PR, moaroroB/ieHHBIE €ro
COTPYAHMKAMHU U PACHIPOCTPAHsIEMbIe HCKIIYHUTEIbHO Yepe3 NeYaTHbIE OPraHbl
CMHA

2. BoioepuTe U3 cnucka Buabl PR-TekcTOB (2 6anna)

OTMeThTE HYKHYIO OYKBY
a) Horocaerrep
b) Pemmoprax
c) [TyTreBble 3aMeTKH
d) ®akr-smcT
e) bakrpayHnaep
f) Xponwuka

3. Moka3zareau 3ppexTuBHOCTU PR-KaMnaHum:

OTMETBTE HYKHYIO OyKBY (2 banna)

a) KonmmvecTBo moAroToBIEHHBIX HH(OPMAIIMOHHBIX MAaTEPUATIOB

b) Hackonpko yBeaMuYmiach OCBEIOMIICHHOCTh AyJUTOPHUM O KOMIIAHHU — HJIH
TOBape/ycnyre

c) KomnuectBo nui, CMU, opranu3anuii, MoJry9MBIIMX MTOATOTOBICHHBIA MaTepHall

d) KonruecTBO MOTyYeHHBIX OTKIUKOB; KaK U3MEHUJIOCH 00IIECTBEHHOE MHEHHUE 0 PR-
00BeKTe

e) Bce nepeunciieHHOe BEpPHO



4. TupopMallMOHHO-HOBOCTHOI kaHp PR-TekcTa, npeacraBiasiomuii cCOObITHHHYIO
HH(POPMALMIO 0 IeATeJbHOCTH cy0ObekTa PR Ha3bIBaeTcs:
(2 6anna)

Hanwmmre HyXHBI TepMUH (OJHO CJIOBO)

IIpecc-peans

5. B kakoM yIJIy )KYpPHAJIbHOH 00JI0KKH CJIeyeT pa3MelaTh caMbleBa/KHbIE,
npuBJeKaTeJbHbIE, KTOPsiYne» TeMbl HoMepa?
(2 6anna)

OTMeThTE HY)KHYIO OYKBY
a) B npaBoM BepxHeM
b) B npaBoM HIKHEM
C) B ieBom BepxHEeM
d) B meBoM HIKHEM

6. B xakom roay Ilpesnaent CIIIA Tomac xkeddgepcoH BnepBbie YIOTPeOHJI
CJIOBOCOYETAHME «CBSA3M C 00IECTBEHHOCTHIO»?
(2 6anna)

OTMeThTE HYKHYIO OyKBY

a) 1799
b) 1807
c) 1856
d) 2008

7. PR npeanoJiaraetr yCTaHOBJIEHHE KOMMYHHKAIIUU HE TOJbKO ¢ BHEIIIHUMHU, HO U
C BHYTPEHHUMH AYAUTOPUSIMHU

(2 6anna)
OTMeThTE HYXKHYIO OyKBY
a) Bepno
b) Heepho
8. Kakue ocHoBHBIe BUABI ycIyr B cepe PR Bam u3BecTHbI?
(2 6anna)

OTMeThTE HYKHYIO OyKBY

a) OtHoureHus B puHAHCOBOM cepe (MHBECTUIIMOHHBIN TTHap wiu [R)
b) OTHOIIEHUS ¢ BIACTHBIMU CTPYKTYPaMU U MECTHBIM HACEJICHUEM
) OTHOIICHUS C TEPCOHATIOM

d) ®opmupoBaHre UMHIKA KOMITAHUN

e) Bce mepeunciieHHOE BEpPHO



9. OcHoBHOI1 H1e/1b10 TPOBeAeHusa PR-koMnanum siByisiercs:
(2 6anna)

OTMeThTE HY)KHYIO OyKBY

a) IIpuObuth

b) Yayumenune umuaxa (odpasa, pemyranun) PR-o0bekTa
C) MenunamnnaHnupoBaHue

d) IIpoBencHue peKkIaMHON KOMIIAHHH

10. Coemmanucr B obaactu PR-TexHnosornii (vacto  moaurudecknx PR),
3aHMMAKIIMUICH yNpaBJeHUEM HOBOCTAMHU U Meaua-coObiTusiMu. Koppexkrupyer
nodounsie dpdexrol or nonaganuss B CMU HeratuBHoi uHpoOpMauuu, co3aaer
yCJIOBHS AJIs1 0JIarONPUATHOIO BOCIIPUATHSA COOBITHI.

(2 6anna)

HammmmTe Hy>XHBIH TepMHH (OTHO CIIOBO)

CnuH-10KTOp
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ABSTRACT

The program contains a list of topics (questions) in the disciplines of the bachelor's
training curriculum professional cycle basic part in the field 42.03.01 Advertising and
public relations, included in the content of tickets (test tasks) for the entrance
examination to the master's program.

The entrance examination is assessed on a 100-point scale and represents:

- interdisciplinary examination within the scope of the requirements imposed by
state educational standards of higher education to the level of bachelor's training in a
direction corresponding to the master's degree, conducted face-to-face in written form or
remotely (maximum score - 100).

The minimum number of points confirming successful completion of the

interdisciplinary exam is 50 points (50%0).

Director of the basic educational program ﬁﬂ%%a S.1. Boyarkina

The authors:

associate professor Tl (. M.S. Arkannikova
associate professor A= N.K. Rozova
associate professor g/j% V.V. Fokina

The program was reviewed and recommended for publication by the Institute of
Humanities Educational and Methodological Council (protocol No. 1, September 21,
2023)



1. DISCIPLINES INCLUDED INTO THE PROGRAM OF ENTRANCE
EXAMINATION TO THE MASTER’S PROGRAM

1.1. The fundamentals of marketing
1.2. The fundamentals of advertising

1.3. The fundamentals of public relations

2. THE CONTENT OF THE COURSE

2.1. The fundamentals of marketing

Topics (questions):

. Marketing and its principles.

. Types of marketing.

. Cutting-edge marketing concept.

. Marketing mix (Product, Price, Place, Promotion).

. Product in marketing. Product range.

. Product quality. Product life-cycle and its characteristics in marketing.
. Market segmentation: concept, criteria, stages.

. Marketing research. Methods for collecting marketing information.

© 00 N oo O B~ W N P

. Choosing a marketing strategy.

10. Organization of marketing activities at the enterprise.

References for preparation:
1. Kotler P., Keller K. Marketing Management (15th global edition). — Pearson
Education Limited, 2021.

2. Baines P, Fill C., Rosengren S. Marketing. — Oxford University Press, 2017.

3. Bozhuk, S., Kovalik L., Maslova T., Rozova N., Teor T. Marketing: university
textbook. 4-th edition. Third generation standart. SPb: Piter, 2012. - 448 p.



2.2. The fundamentals of advertising

Topics (questions):

1. Advertising in the system of marketing communications.
2. Advertising means and their classification.

3. Advertising means and their usage.

4. Advertising campaigns planning and organization.

References for preparation:
1. T de Waal Malefyt T., Moeran B. (ed.). Advertising cultures. — Routledge,
2020.

2. Romat, E., Senderov, D. Advertising. University textbook. 9-th edition. Third
generation standart. SPb: Piter, 2016. -544 p.

URL: http:/library.lgaki.info:404/2017/Pomat_Peknama.pdf

2.3. The fundamentals of PR

1. Public relations as an element of communication system of organization
2. Elements of the corporate identity of the enterprise

3. Goals, objectives, target audiences for public relations

4. PR texts: genres and types

5. Evaluation of PR-campaign efficiency

References for preparation:

1. Theaker A. (ed.). The public relations handbook. — Routledge, 2020.

2. Emelyanov S. M. Theory and practice of public relations [Electronic resource].
2020 — 197p.

URL.: https://klex.ru/wh9



http://library.lgaki.info:404/2017/Ромат_Реклама.pdf
https://klex.ru/wh9

3. EXAMPLE OF EXAMINATION TASK (TEST)

PETER THE GREAT ST.PETERSBURG POLYTECHNIC UNIVERSITY

Higher School of Media Communications and Public Relations

APPROVED
Director of the basic educational program

Jispeeg. | 'S |, Boyarkina/
«09»  October  2023r.

ENTRANCE EXAMINATIONS
for educational program
42.04.01 Advertising and Public Relations
42.04.01_06 Advertising and communications in international sphere

«FUNDAMENTALS OF MARKETING»

1. Choose the correct definition of marketing according to Kotler F.
(2 points)

Mark the correct letter
a) Marketing is a type of activity aimed at the sale of goods ensuring;
b) Marketing is a type of activity aimed at the competitiveness of products ensuring
¢) Marketing is a type of activity aimed at the market research and demand stimulating
d) Marketing is a type of activity aimed at satisfying needs and demands through
the exchange

2. An example of a C2C e-commerce business model is:
(2 points)
Mark the correct letter
a) Online retail store
b) Government procurement site
c) Avito message board

d) Webinar for small business



3. The abbreviation PEST means a combination of factors

(2 points)

Mark the correct letter

a) Political, economic, special, technological

b) Popular, economic, social, technological

c) Political, economic, social, technological

d) Political, environmental, social, technological

4. The marketing position of a product is...
(2 points)

Mark the correct letter

a) The product's place in the perception of consumers
b) The place of the good in the warehouse

c¢) The place of the good on the shelf at the point of sale
d) The place of the good in the production nomenclature

5. What stage in the product life cycle is characterized by the maximum
revenue from its sale?
(2 points)
Mark the correct letter
a) Market launch
b) Growth
c) Maturity
d) Decline

6. Which marketing strategy archetype does Coca-Cola use to conduct its
advertising campaigns in Russia during the New Year's celebration period?

(2 points)
a) "Ruler" Mark the correct letter
b) "Sage"
c) "Seeker"
d) "Naive"
7. Marketing research is:
(2 points)

Mark the correct letter

a) Market problem identifying and secondary information obtaining

b) Market and consumer research

¢) Targeted collection, processing and analysis of information about the
market situation and creating business strategy on this basis

d) Research of marketing



8. A supplier of personal computers sells computers for business use only. He
decides to start selling these computers to end users (individual consumers) as
well. How do you call this strategy?

(2 points)
Mark the correct letter
a) Market penetration
b) Market development
c) Diversification
d) Product development
9. Specify the elements of the marketing mix 4P
(2 points)

Write the correct answers below

Elements of the complex

Price 1.

Product ? /

Marketing complex

|

2.

Elements of Marketing complex:
1. Place
2. Promotion

10. Setting different prices for the same product in case the differences in prices
are not related to costs is called:
(2 points)

Mark the correct letter
a) price leadership
b) price discrimination
C) price intervention
d) price diversification



«THE FUNDAMENTALS OF ADVERTISING»

1. Which advertising tools are the most expressive, effective andexpensive?
(2 points)
Mark the correct letter
a) Graphic
b) Acoustic
¢) Visual and spectacular
d) Affecting the sense of smell

2. At the center of any advertising campaign is ...

Mark the correct letter
a) Advertiser
b) Recipient of the advertising message
c) Advertising tool
d) Advertising agency

3. Among the ATL tools are:

Mark the correct letter (2 points)

a) Internet-ads

b) Press

c¢) Event marketing
d) Sales promotion
e) Direct mail

f) Radio

4. Select minuses of acoustic advertising tools
(2 points)

Mark the correct letters

a) Weak expressiveness (sound only)

b) Using fantasy of advertising recipient

¢) Inability to broadcast a vast amount of information
d) Limited tools

5. GRP and OTS indicators allow to estimate internet advertising efficacy
(2 points)
Mark the correct letter
a) True

b) False



6. «Unidirectional form of non-personal communication carried out on a paid
basis to attract attention to product or service»
Enter the desired term in the answer table (one word)
(2 points)
Answer (one word):_Advertising

7. Which advertising channel is currently leading in total annual

advertising budgets both in Russia and in the world?
(2 points)
Mark the correct letter
a) Advertising in press
b) Advertising on TV
c) Advertising on Internet
d) Print advertising
e) Outdoor advertising
f) Souvenirs advertising
g) Direct mail

8. Which model of advertising is NOT hierarchical:
(2 points)
Mark the correct letter

a) AIDA

b) DAGMAR
c) DIBABA

f) ACCA

g) FCB Matrix



9. What properties of advertising message determine its propaganda
power?
(2 points)
Mark the correct letters

a) Personal significance of the topic to the target audience

b) Ethics and aesthetics

¢) Credibility of the advertising message

d) Advertising integrity

10. What should advertising be like for products included in the quadrant
“Hedonism” of the Foote-Cone-Belding (FCB) matrix?
(2 points)
Mark the correct letter
a) Advertising should be informative
b) Advertising should focus on a personal satisfaction
c) Advertising should address emotions
d) Advertising should form and maintain habits as well as remind of a product



«THE FUNDAMENTALS OF PUBLIC RELATIONS»

1. Media texts are the PR-texts which are
(2 points)

Mark the correct letter
a) Texts written by an editor
b) Texts distributed through the media
c) Texts written by a PR specialist
d) Texts originated at the initiative of the basic PR subject, prepared by its
employees and distributed exclusively through printed media

2. Select types of PR texts from the list
(2 points)

Mark the correct letters
a) Newsletter
b) News report
c) Travel notes
d) Fact sheet
e) Backgrounder
f) Chronicle

3. PR campaign performance indicators are:
(2 points)
Mark the correct letter

a) Number of information materials prepared

b) How much has the audience's awareness of the company or product/service increased?
¢) Number of individuals, media, organizations that received the prepared material

d) Number of responses received; how public opinion about the PR object has changed
e) All of the above are true

4. PR text written in information and news genre to present information about the
activities of the PR subject is called:
Enter the desired term in the answer table (one word)

(2 points)

Answer: Press release




5. What corner of magazine cover is the most proper to place the most
important, attractive, “hot” topics of the issue?

(2 points)
Mark the correct letter
a) Upper right comer
b) Lower right corner
c¢) Lower left comer
d) Upper left corner

6. When did US president Thomas Jefferson use the collocation "public relations'
in the first time?
(2 points)

Mark the correct letter

a) 1799
b) 1807
c) 1856
d) 2008

7. PR npeamosiaraer ycTaHOBJIeHHe KOMMYHHKAIIMH He TOJbKO C BHEIIHUMH, HO U
C BHYTPEHHUMHU ayIUTOPUSIMHU

(2 points)
Mark the correct letter
a) True
b) False
8. What main types of PR services do you know?
(2 points)

Mark the correct letter

a) Crisis management

b) Relations with authorities and local population
c) Media relations

d) Company's image creating

e) All of the above are true



9. The main purpose of the PR campaign is:
(2 points)
Mark the correct letter

a) Profit

b) Improving the image (image, reputation) of the PR object
c) Media planning

d) Conducting an advertising campaign

10. PR technologies specialist (often in political PR sphere) who manages news and
media events. He (or she) corrects side effects of negative information in the media,
creates conditions for a favorable perception of events.

Enter the desired term in the answer table (one word)
(2 points)

Answer: Spin doctor




