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I11. Pabouasi mporpamMma nmepecMoTpeHa Ha 3aceJaHHH Kadeaphl:
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L[CJ'H/I H 3aJa41 OCBOCHUA JHUCLHUIIIINHBI:

[{eas oCBOEHUST MTUCIUIUIMHBI 3aKTI0YAeTCs B (HOPMUPOBAHUH TIPO(HECCHOHATEHBIX
KOMIICTEHIIMI, CBA3aHHBIX C TMO3TAlHOM OPraHU3alUed U CONPOBOXKICHUEM
MEpOTIPUATUNA pa3HbIX (POPMATOB.

3agaum:

e (opMupoBaHue NpelCTaBICHUS 00 OCHOBHBIX 3JIEMEHTaX M TMPUHIUINAX
paboThl UHAYCTPUU OPraHU3AMU U YIIPABICHUS MEPOIIPUSATHUSIMU;

e OIICHKA pacCTyIIEro pbIHKA COBPEMEHHBIX MEpPOINPHUATHA M UX BHUJIOB, a
TaKK€ MECT UX MPOBEACHUS, IJis pa3padOTKHM MPUBJIEKATEIBHOW KOHIIETIUU
MIPOEKTA, €ro MPOJABIKECHUS U Pean3allly;

e O3HAKOMJICHHE C TMEpeyHeM CIYy»K0 U TepcoHala, 3aJeHCTBOBAHHBIX B
OpraHU3alyd MEPOIIPUATHI, METOIAMHU COCTABJIECHUS HHCTPYKIUS U YEK-JINCTOB;

e (opMupoBaHME YMEHHUS CaMOCTOSTEIBHOM pa3paboOTKU MPOeKTa II0
OpraHu3allid W TPOBEJICHUIO MEPOIPUSATHS, COCTABICHUS CTpPATEruu, IJIaHA U
rpajuka ero npoBeACHUS.

B pesynpraTe wu3ydeHUs JAaHHOM AUCHUIUIMHBI Y  OOydYarouuxcs
dbopmupyroTca cieayomme oomenpodeccuoHanbHbie U IPodeccuoHaIbHbIE
KOMITETCHIIUU (DJIEMEHTHI KOMITETEHIIUMN):

O6menpodeccuoHaNbHbIE KOMIETEHIIMU BBIMTYCKHUKOB U HHIUKATOPHI MX
JOCTUKECHUSA:

HaumenoBanue kareropun | Kox u HaumeHoBanue Ko u HaumeHoBaHue
(rpynnbI) yHHBepCaJbHBIX YHHBeEpPCAJIbHOU HHIMKATOPA NO0CTUKCHHUS
KOMIIeTeHIHI KOMIIETCHIIMH BBINYCKHUKA | YHHMBEPCAJbHOMN
KOMIIETeHIIUH
ITenarornka OIIK-7 OIIK-7.1. IlorumaeT BB
CrniocobeH ocyliecTBIATh JESATEIILHOCTH 110 peau3alu
[1€1arOrN4eCKyo Hay4HOU ITeJarOrn4ecKon
JEATENBHOCTD 110 OCHOBHBIM JIESITEIIBHOCTH, HAaIIPABJIEHHOM
npodeccrnoHaTbHBIM Ha U3y4€HUE COBOKYITHOCTHU
o0pa3oBaTeNbHBIM OTHOLICHHH, BO3HUKAIOIUX B
IporpaMMam u negarorudyeckoi cgepe,
JIOTIOJTHUTEIbHBIM HOBBIX 00Pa30BaTENBHBIX
npodeccrnoHaTbHBIM TEXHOJIOTUH, aKTUBHBIX U
IIporpaMMam MHTEPaKTUBHBIX (HOpM
0o0y4eHus

OIIK-7.2. lemoHCcTpUpYy€ET
YMEHHUE OCYIIECTBIIAT
NPAaKTUYECKYIO
MEeIarOrMYECKYI0
NeSITETTHHOCTD B JIBYX €€
dbopMmax: yueOHOIl u
BOCIIUTATEIbHON
OIIK-7.3. Bribupaet ¢hopmsbl U
METO/]IbI MOATOTOBKH K
MPOBEJICHUIO 3aHATHI 110
OCHOBHBIM
po(heCcCHOHATLHBIM




00pa3oBaTebHBIM
nmporpaMMam u
JIOTIOTHUTEITHLHBIM
po¢eCCUOHATBHBIM
nporpaMMam
OIIK-7.4. Ymeer

IJIJAHUPOBATh PE3YJIbTaThI
00yueHMsl, TPOBOIUTh
IIPOMEKYTOYHBINA U UTOTOBBII
KOHTPOJIb 3HAHUH
00y4JarImuxCcs

HpO(i)CCCI/IOHaJII)HBIe KOMIICTCHIIMX BBIIIYCKHUKOB MW HHIAWKATOPBI HX
JOCTHUKCHUA:
3agaua O0BEeKTHI NN Koa n Koa mn OcHoBanue
npogeccnoHanb | 00JacTh 3HaHUsI | HaUMeHoBaHue | HauMeHoBanue | (IIC, ananu3
HOM npoecCHOHANIbL | MHAMKATOpPA HHBIX
NAeATeJbHOCTH HOM AOCTHKEHH S TpeOOBaHUI,
KOMIIeTeHIIUH NpoecCHOHANIL | MPeIbABJIsIEMbI
HOH X K
KOMIIeTeHIIUH BBIIYCKHMKAM)
Tun 3aga4 npodeccnoHaTbHON IEeATEFHOCTH . OPraHU3allMOHHO-YIIPaBICHYEeCKast
Crparernueckoe | I[lpennpusitus IK-1 [IK-1.1. Ymeer Ananu3
yIpaBJicHHUE TypHU3Ma. Crniocoben IPOBOJIUTH OTEYECTBEHHOI'O
nesaTenbHocTbio | Oprassl (GopMyIMpOBaTh | CTPATETMYECKUH | U 3apyOEKHOTO
IpeIIPUATHIA rOCY/IapCTBEHHO | KOHLIEIIHUIO aHaJIU3 U OmbITa
cdepsl Typusma. | i BiacTy, TYPUCTCKOTO OLIEHUBATh
3aHMMAIOIIMECS | MPEANPUATHS, pe3yJIbTaThl
BOIIPOCAMH pa3pabaTbIBaTh JEATEIBHOCTH
rocy1apcTBEHHOT | 3(h(PEeKTUBHYIO MpEATPUITHI
O PETYJIMPOBAHMS | CTPATETHIO U cdepsl Typusma ,
1uist cpepsl (dhopmupoBarb BBISIBIISITh
TypHU3Ma. aKTUBHYIO (bakTopsl ycnexa
MOJINTUKY IK-1.2.
OLICHKH pUCKOB | DopmynupyeT
TYpPUCTCKOTO HaIpaBJICHUs
MIPEANPUATHS. pabot no
(hopMHPOBaHUIO
KOHLEMNIUH U
peanuzanuu
KOHKYPEHTOCIIOC
00HOI1 cTparerun
pa3BUTHS
MpEATPUITHI

cdepsl Typu3zmMa
K-
1.3.OxoHOMMUEC
KH
00OCHOBBIBAET
KOPITIOPAaTHBHBIE
u

(b yHKIIMOHATTEHBI
€ CTpaTeruu
pa3BUTHS
HNpEAIPUITUI




cdepsl Typu3mMa

[IK-1.4. Ymeer
3¢ PEeKTUBHO
OCYLIECTBIISATh
B3aUMOJICCTBHE
c
3aMHTEPECOBAHH
BIMU JINLIAMH B
rporecce
pa3paboTKu
KOHLENIUH U
CTpareruu
pa3BuTHs, a
TaKXe B
JOCTUKEHUU
CTPAaTEernYeCcKux
LeJel U 3a1a4 B
YIPABICHUU
TYPUCTCKOU
OpraHu3alen.
VYnpasnenue [ToTpeOurenu IK-3 IK-3.1. Ananus
IIPOEKTaMU U yCIIyr Crnocoben Opranusyer, OTEYECTBEHHOT' O
U3MEHEHUSMHU Ha | TYpUCTCKOM pa3pabaTbIBaTh KOOPAMHUPYET U | U 3apYOEIKHOTO
NpEeANPUITHUIX UHIYCTPUU, UX HOBBIE KOHTPOJIUPYET OIbITa
cdepsl Typu3Ma | HOTPEOHOCTH. TYpUCTCKHE NESTENIbHOCTD 110
Ynpasnenue Typucrckuit MPOEKTHI, pa3paboTke
MHHOBALIMSIMU B | IPOAYKT. COOTBETCTBYIOI | IIPOEKTOB B
JIEATETbHOCTH Typucrckue ue TpeboBaHusM | chepe TypuzmMa
peIpUITHHA pecypchl. TYpPUCTCKOM [IK-3.2. Ymeer
cdepsl Typusma. | TeXHOJIOTUYECKU | MHILYCTPHUHU, CBOEBPEMEHHO
€ IPOIIeCChI BBISIBIISITh BBISIBIIATH
IIPEIOCTABIIEHUSI | IPUOPETETHHIE OTKJIOHEHUS B
yCIIyr HaIpaBJICHUs B peanuzanuu
TYPHUCTCKOM IIPOEKTUPOBAHUM | IIPOEKTOB B
UHAYCTPUU. , COCTaBIISATh cdepe Typusma u
Pesynbratst HE00X0IUMYIO yIPaBIsATh
MHTEIJIEKTYaJbH | HOPMaTHUBHO- JEATEIBHOCTBIO
oM IIPaBOBYIO 10 UX
JEATEIBHOCTH. JOKYMEHTAIMIO. | YCTPaHEHMIO.
HemarepuanbHel [IK-3.3. Ymeer
€ aKTUBBI, COCTaBIIATh
MpUHAISKAIITNE HEOOXOIUMYIO
cyObeKkTam HOPMaTHUBHO-
TYPHUCTCKOMN IIPaBOBYIO
WHyCTPUHU Ha JOKYMEHTAINIO
npase JUISL OpraHU3aluu
COOCTBEHHOCTH u
WA HHOM COTIPOBOXKICHHUS
3aKOHHOM TYpUCTHYECKOTO
OCHOBaHUHU. MPOJYyKTa.
IIpeanpustus
TypHU3Ma.
WNndopmannonn
Bl € PECYpPCHI U
CUCTEMBI




TYPUCTCKOMN
JeSITeNIbHOCTH,
CpeacTBa
obecrnieueHus
aBTOMAaTU3UPOBA
H HBIX
UH(POPMALIMOHH
BIX CUCTEM U UX
TEXHOJIOTHM.
Opranbl
roCy/1apCTBEHHO
U BIIaCTH,
3aHMMAIOILKECs
BOIPOCAMHU
roCy/1apCTBEHHOT
O PEryJIupOBaHUS
Juist chepsl
TypHU3Ma.

I. CTPYKTYPA U COAEP KAHUE TEOPETUYECKOUN YACTHU KYPCA
JleKIIMOHHBIE 3aHATHS

(18 uac., B ToM unciie 18 yac. ¢ MCIOIL30BaHHEM METO0B AKTHBHOI0 00y4eHUs!)

Pa3nen |. IloaroroBka Kk opraHM3aiuy M ynpasjieHnio Meponpusitus (6 gac.)/
Preorganization arrangements and key basics
Tema 1. An Overview of the Event Field (2 gac.)
Memoo akmuenozo/ UuHMEPAKMUBHO20 00yueHuss — memoo aekuyuu-ouckyccuu (2
uac.)
-Define special events
-Demonstrate an awareness of why special events have evolved in human society
-Describe the role of special events in Russian and the Russian tradition of special
events
-Discuss the growth of state event corporations and the emergence of an event industry
-Distinguish between different types of special event
-List and describe the components of the event industry
-List and describe the main professional associations in the event industry
-Discuss the attributes and knowledge requirements of a special event manager
-L.ist the types of organization involved in the delivery of event management training

Tema 2. Perspectives on Events (2 gac.)




Memoo axmueno2o/ uHmMepaKmueHozo0 00yueHus — Memoo JeKYUU-OUCKYCCUU,
Memoo M03206020 wimypma (2 uac.)
-List the range of roles that governments play in events
-Describe the nature and function of government event strategies
-Discuss the use of events by governments as tools for economic regeneration and
development
-Discuss the use of events by the corporate sector
-Describe the role that events play in integrated marketing strategies
-List and describe methods used by the corporate sector in measuring the return on
investment (ROI) of events
-Discuss the benefits that can result to communities from the staging of events
-List the range of strategies available to event managers to promote community
engagement in events
-Discuss the implications for event managers of differing perspectives on events in the
event planning process
Tema 3. The Strategic Planning Function (2 gac.)
Memoo axmueno2o/ uHmMeEpPAKmMueHoO20 00yUeHUs — Memoo J1eKUYUU-OUCKYCCUU,
Memoo KomanoHnou pavomut (2 uac.)
-Discuss the nature of the strategic planning process
-Describe the various stages in the strategic planning process within an event context
-Undertake a SWOT or situational analysis and identify the appropriate strategy for a
given event
-ldentify an appropriate organizational structure through which to conduct a given event
-Identify a basic strategic plan for a given event
Pazned I1. Ilpouecc opranusamun meponpusitus (12 vac.)/
The process of event management
Tema 4. Project Management for Events (2 gac.)
Memoo axkmueno2o/ uHmepaKmueHo20 00yueHus — mMemoo 0auYy-onpoca, Memoo
Jiekyuu-ouckyccuu (2 uac.)
-Discuss project management as an approach to the management of festivals and events

-Describe the phases of event management



-Discuss the knowledge areas involved in conducting an event using project
management techniques
-Describe the project manager’s place in the event management structure and the
competencies they require
-Use the fundamental techniques of project management
-Comment on the limitations of the project management approach in event
management

Tema 5. Financial Management and Events (2 gac.)
Memoo axmueno2o/ uHmMEPAKMUBCHOZ0 O00YYEeHUA — MemOoO JIeKUYUU-OUCKYCCUU,
Memo0 napHoi pabomuwt (2 uac.)
-Understand the role of financial management in the overall management of an event
-Create an event budget
-Understand the methods of event costing and ticket pricing
-Monitor and control the event spending and incoming finances
-Identify the key elements of budgetary control and explain the relationship between
them
-Understand the advantages and shortcomings of using a budget

Tema 6. Marketing Planning for Events (2 gac.)
Memoo axmueno20/ UHmMEPAKMUBHOZ0 O00YUEeHUA — MEMO0 JTeKUUU-OUCKYCCUU,
Memoo0 KomanoHnou pabomuwt (2 uac.)
-Describe how the marketing concept can be applied to festivals and special events
-Understand how event consumers can be segmented into markets
-Understand the consumer decision process for festivals and events
-Apply the principles of services marketing in creating marketing strategies and tactics
for events and festivals
-Plan the event ‘service—product’ experience, including its programming and packaging
-Develop event pricing strategies or other entry options for special events
-Create strategies for place/distribution, physical setting and event processes that
respond to consumer needs
-Apply the knowledge generated into an effective and efficient marketing plan

Tema 7. Promotion: Integrated Marketing Communication for Events (2



yac.)
Memoo axmueno2o/ uHmMepaKmueHo20 00y4eHUA — MemoO J1eKUYUU-OUCKYCCUU,
Memoo Kpy2nozo cmoaa (2 uac.)
-Define integrated marketing communications
-Describe the purpose of integrated marketing communications for event management
-Describe the constituent elements of these communications
-Apply these concepts to the promotion of special events

Tema 8. Sponsorship of Special Events (2 gac.)
Memoo akmueno20/ uHmMeEPAKMUBHO20 00YYEeHUA — Memoo OauY-onpoca, Memoo
JeKkyuu-ouckyccuu (2 uac.)
-Understand the use of sponsorship in the context of festivals and events
-Describe trends that have led to the growth of sponsorship as a marketing
communication medium in the private and public sectors
-Summarize the benefits that event managers can attract from reciprocal partnerships
with sponsors
-ldentify the key sponsorship benefits sought by events and sponsoring bodies
-Explain the importance of sponsorship ‘leveraging’
-Understand the need for sponsorship policies to guide decision making by events and
their sponsors
-Outline the sequential stages in developing and implementing an event sponsorship
strategy
-Develop strategies and tactics to manage event-sponsor relationships and achieve
positive and enduring relationships with sponsors

Tema 9. Logistics (2 uac.)
Memoo akmuenozo/ uHmMepPaKmueHozo o0yuenus — memoo aekuyuu-ouckyccuu (2
uac.)
-Define logistics management and describe its evolution
-Understand the concept of logistics management and its place in event management
-Construct a logistics plan for the supply of customers, event products and event
facilities

-Use event logistics techniques and tools



Il. CTPYKTYPA U COJEPXKAHUE IPAKTUYECKON YACTH KYPCA
U CAMOCTOSATEJIbHOM PABOThBI

HpaKTqucmle 3AHATUA
(18 vac., B ToM uncJe 18 yac. ¢ HCIO0JIb30BAHHEM METO0B AKTHBHOI'0 00y4YeHNs)
Pa3nen |. IloaroroBka k opraHu3aiuy M ynpasjieHuio Meponpusitus (4 yac.)/
Preorganization arrangements and key basics
Tema 1. Event Impacts and Legacies (2 uac.)
Memoo akmueno20/ UHMEPAKMUBHO20 00yUeHUA — Memoo Oauy onpoca, Memoo
Keiic-3a0auu (2 uac.)
-Explain the role of the event manager in balancing the impacts of events
-Identify the major impacts that events have on their stakeholders and host communities
-Describe the social and cultural impacts of events and plan for positive outcomes
-Discuss the political context of events
-Describe the environmental impacts of events
-Discuss the tourism and economic impacts of events
-Discuss why governments become involved in events
-Describe the use of economic impact studies in measuring event outcomes
-Discuss methods for identifying community perceptions of the impacts of events
Tema 2. Conceptualizing the Event (2 uac.)
Memoo axmueno20/ UHMEPAKMUBCHO20 00YYEHUA — Memoo0 0auy onpoca, Memoo
M03206020 wimypma (2 uac.)
-Identify the range of stakeholders in an event
-Describe and balance the overlapping and sometimes conflicting needs of stakeholders
-Describe the different types of host organizations for events
-Discuss trends and issues in different societies that affect events
-Understand how to engage sponsors as partners in events
-Understand the role of the media in events
-ldentify the unique elements and resources of an event
-Understand the process of developing an event concept
-Understand the importance of designing the event experience

-Apply the screening process to evaluate the feasibility of an event concept

10



Pa3nen |1. IIpouecc opranusanun meponpusitus (14 yac.)/
The process of event management

Tema 3. Human Resource Management and Events (2 uac.)
Memoo akmueno20/ UHMEPAKMUBHO20 00yUeHUA — Memoo OauYy onpoca, Memoo
Kpyenozo cmona (2 uac.)
-Describe the human resource management challenges posed by events
-List and describe the key steps in the human resource planning process for events
-Discuss approaches that can be employed to motivate event staff and volunteers
-Describe techniques that can be used for event staff and volunteer team building
-State general legal considerations associated with human resource management in an
event context

Tema 4. Sustainable Event Management (2 uac.)
Memoo akmueno20/ UHMEPAKMUBCHO20 00YYEeHUA — Memoo0 0auy onpoca, Memoo
napuoii pabomul (2 uac.)
-Define the term sustainable development and its relevance to event production
-Discuss strategies and practical responses that events have employed and can employ
in their efforts to become more environmentally sustainable
-Source information concerning the environmental management of events

Tema 5. Event Tourism Planning (2 uac.)
Memoo axmueno20/ UHMEPAKMUBCHO20 00YYEHUA — Memoo0 0auy onpoca, Memoo
M03206020 wimypma (2 uac.)
-Describe ‘event tourism’ and the destination approach to event tourism planning
-Conduct an event tourism situational analysis to create a foundation for goal setting
and strategic decision making
-Describe the range of goals that a destination might seek to progress through an event
tourism strategy
-List and describe organizations that might play a role in a destination’s efforts at event
tourism development
-Describe generic strategy options available to organizations seeking to develop event
tourism to a destination

-List and discuss approaches to the implementation and evaluation of event tourism

11



strategies
-Discuss the potential event tourism has to generate positive outcomes in small
communities and how event managers can remove or mitigate any negative impacts
that occur
Tema 6. Staging Events (2 gac.)
Memoo akmueno20/ UHMEPAKMUBHO20 00yUeHUA — Memoo Oauy onpoca, Memoo
KomaHOHou pabomul (2 uac.)
-Analyze the staging of an event according to its constituent elements
-Demonstrate how these elements relate to each other and to the theme of the event
-Understand the safety elements of each aspect of staging
-Identify the relative importance of each aspect of staging
-Use the tools of staging
Tema 7. Event Evaluation and Research (2 uac.)
Memoo akmueno20/ UHMEPAKMUBCHO20 00YYEeHUA — Memoo0 0uYy onpoca, Memoo
M03206020 wimypma (2 uac.)
-Describe the role of evaluation in the event management process
-Discuss the nature and purpose of post-event evaluation
-Understand and discuss the evaluation needs of event stakeholders
-Identify and use a range of sources of data on events
-Create an evaluation plan for an event
-Apply a range of techniques, including the design of questionnaires and the conduct of
surveys, in evaluating events
-Understand how to analyze data on events
-Prepare a final evaluation report
-Use event profiles to promote the outcomes of events
-Apply the knowledge gained by the post-event evaluation process to the planning
of a future event
Tema 8. Legal Issues of Event Management (2 gac.)
Memoo akmueno20/ uHmMeEPAKmMueHo20 00y4eHUs — mMemoo OauY-onpoca, Memoo
Kpyenozo cmona (2 uac.)

-Explain the central role of event ownership in event management

12



-Identify and construct the necessary contracts for events and their components
-Understand and be able to comply with the variety of laws, licenses and regulations
governing event production
-Describe the necessity for and the process of insuring an event

Tema 9. Risk Management (2 gac.)
Memoo akmueno20/ UHMEPAKMUBHO20 00yUeHUA — Memoo Oauy onpoca, Memoo
Keiic-3a0auu (2 uac.)
-Define risk and its relationship to the management of festivals and special events
-Understand the context of risk
-Use the tools of risk identification and identify the risks specific to events
-Understand the latest methodologies of risk management

-Understand the core concepts of occupational health and safety

I1l. YYEBHO-METOANMYECKOE OBECIIEYHEHUE
CAMOCTOSATEJBHOMN PABOTBI OBYUAIOIIUXCSI

VY4yebHO-MeToANYECKOe oOecrieueHue CaMOCTOSTEJIbHON paboThI
oOyuyaronuxcs mmo auciuiuinae «Event tourism (Event typusm)» BkitouaeT B ceOsi:

— IJIaH-Tpa(UK BBIMOJIHEHUS CaMOCTOSTENbHON paboThl MO AMCLUUILIMHE, B
TOM YHUCJI€ TPUMEPHBIE HOPMBI BPEMEHHU Ha BBITTOJIHEHUE TI0 KXKIOMY 33/IaHUIO;

— XapaKTepUCTHKA 3aJaHUI ISl CAMOCTOATEIBHOU paboThl 00YJarOMIUXCS U
METOJMYECKHE PEKOMEHIALINHU IO UX BBIIOJIHEHUIO;

— TpeOoOBaHUSI K  TPENCTaBICHUIO W OQOPMIICHHIO  PE3yJbTaToOB
CaMOCTOATENbHON pabOThI;

— KPHUTCPHUHU OLCHKHU BBLIIIOJITHCHUA CaMOCTOSITEIbHOM pa6OTBI.

Ilinan-rpaduk BoINOJHEHUSI CAMOCTOSITEIbHON Pad0THI M0 JTUCHUIJINHE

IMpumepubie
Bux pumep
Ne Hata / cpoku . HOPMBI
CaMOCTOSITeIbHOI ®opma KOHTPOJIS
n/n BBINOJIHEHUS BpeMeHHU Ha
padoThI
BBINOJIHEHH e
3 Henens . .
1. N3yuenue keiic-3apau 12 YcTHBI onpoc
18 nenens
2. 8 Henens ITonroroBka 12 BricTynieHue Ha
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17 nepens JTOKJIaJ1a/Co00IIeH s KpPYIJIOM CTOJIE
B teuenue bmu-onpoc
3. Hanucanue koHcnekra 12 t-orp
ceMecTpa TectupoBanue
NTOT'O 36

PexoMeHaanumn no caMmoCToOsSITEIbHOM padoTe CTYAE€HTOB

Oco0oe 3HaueHWe [JIsI OCBOCHHMSI TEOPETHYECKOro MaTepuana u i
npuoOpeTeHusT U (GOPMUPOBAHUS YMECHHA W HABBIKOB HUMEET CaMOCTOSTEIbHAs
paboTa CTyJICHTOB.

CamocrosiTenbHas paboTa CTYJICHTOB Mo aucuuiuinae «Event tourism (Event
TYpU3M)»  TPEAYCMATPUBACT  HW3YUYCHHUE  PEKOMEHIYEMOW  OCHOBHOH M
JOTIOJTHUTEIPHOW JIUTEpaTyphl, HAIHCaHUE KOHCIIEKTOB, pEIIeHUE Keic-3aad,
MOJATOTOBKY K OJHII-ONpOcaM, BBICTYIUICHUSIM C TMIPE3CHTAlMEH TMpOEKTa U
MIPOMEKYTOUHOM aTTECTAINK — 3a4eTy.

JIst caMOTIpOBEpKH YCBOCHHMsI MaTepHalia, MOATOTOBKA K BBITTOJIHCHHIO W
3alMTe BCeX paboT M claye 3adeTa CTYACHTaM MpEeIaraloTcs BOMPOCHI IS

CaMOKOHTPOJISL.

PexoMenaanuu mo padore ¢ JuTepaTrypou

[Ipu camocTosATenbHON paboTe ¢ PEKOMEHIYyEeMOW JUTEepaTypoll CTyJIeHTaM
HEO0OXO0IMMO MPUAEPKUBATHCS OMPEICICHHON MOCIEA0BATEILHOCTH:

— Mpu  BBIOOPE JIUTEPATYpHOTO HCTOYHHMKA TEOPETHUYECKOro MmaTepuasa
Jy4Iie BCEro MCXOJWTh M3 OCHOBHBIX MOHITHH M3y4aeMoOW TEeMbl Kypca, 4TOObI
TOYHO 3HATh, YTO KOHKPETHO UCKATh B TOM WUJIM NHOM U3aHUU;

— n7st 6os1ee TIIyOOKOTO YCBOGHHUS WM TTOHMMAaHHS MaTepuala CleyeT YUTaTh
HE TOJIbKO MMEIOIIMECS B TEKCTE OMNPEIECICHUS U TOHSTHUS, HO U KOHKDPETHbIC
IPUMEPHI;

— 4TOOBl TONYyYUTH OoJiee OOBEMHBIE U CHUCTEMHBIC MPEJCTABICHUS I10
paccMaTpuBaeMoOil TeMe HEOOXOAMMO MPOCMOTPETh HECKOJIBKO JIUTEepPaTypPHBIX
MCTOYHHUKOB (BO3MOKHO albTEPHATUBHBIX);

— HE CJEeAYyeT KOHCIIEKTUPOBATh BECh TEKCT MO pacCMaTpMBaeMOM TeMe, TaK
KaK TakoOW IOAXOJ HE JaeT BO3MOXKHOCTH OCO3HATh MaTepHas, HEOOXOIUMO

BBIACIIMTE U 3aKOHCIICKTHUPOBATH TOJIbBKO OCHOBHBLIC ITOJIOXKCHUA, OIPCACICHUA U
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IMOHATHA, ITO3BOJIAIONIMEC BEICTPOUTD JIOTHKY OTBCTA HA N3Yy4YaCMbIC BOIIPOCHI.

Metoanyeckue yka3zaHusi K BbIIIOJHEHUIO KOHCIIEKTA

KoncriekT (;mat. conspectus — o00o03peHHe, 0030p, OYEpK) — KpaTKoe
U3JIOKEHHE WJIM KpaTKas 3aluch M3y4aeMoro WM MPONAEHHOro MaTrepHaa.
[{ensiMu HanMCaHUs KOHCTIEKTA SIBIISIOTCSL:

— npopaboTKa U 3aKpEeIUICHUE U3y4aeMOro MaTepuana;

— pa3BUTHE HABBIKOB KPATKOTO M3JI0KEHUS MaTepHaia C BBIJCICHUEM JIUIIh
CaMbIX CYIIIECTBEHHBIX MOMEHTOB, HEOOXOIUMBIX JUIsl PACKPBITHS CYyTU MPOOIEMBI;

— pa3BUTHE HABBHIKOB aHAJM3a M3YYCHHOTO MaTepuaia U (HopMyIHpoBaHUS
COOCTBEHHBIX BBIBOJOB 10 BBIOpAaHHOMY BOIpPOCY B MHCbMEHHOU (opme,
HAyYHBIM, TPAMOTHBIM SI3IKOM.

[Topsimok HamMCaHMsI KOHCTIEKTA:

1. Cokpamienusi cinoB. PekoMeHnyeTcsl 1enaTh COKpAICHUsI, HO TOJIbKO TaK,
4TOOBI TOTOM MOXHO OBLIO pa3o0paTh, UYTO HamKWcaHo. B mpoTUBHOM ciydae
opopmiieHME TOAPOOHOTO  KOHCIEKTa CTAHOBUTCS ~ OCCCMBICICHHBIM, a
BOCIIOJIB30BATHCS UM C IEJIbI0 KAU€CTBEHHOM MOJATOTOBKH K TIPENICTOSIIIEMY 3a4eTy
BPSIJ] HE TIOTYYUTCH.

2. Hcnonws3zoBanue abOpeBHAaTyp NOMOTaeT 3amucarh O0oJibLIE TMOJIE3HOU
uH(OpMAIUU B caMble KpaTUaliliue CPOKH C COXPAHEHUEM CMbICIIA COJEPIKAHMS.
Coxpaimats MOXHO HE TOJBKO CJIOBA, HO TAK)KE II€IIbIe CIIOBOCOYETAHNUS, KOTOPHIE
B UTOT€ BCE PaBHO OYIyT JOCTYITHBI K TOHUMAaHHUIO.

3. Odopmienne koHcrmekTa. [Ipm HamwcaHWM KOHCIIEKTa KEIaTeIbHO
COOTI0IaTh OTCTYIBI a03aleB, BBIACIATh Ba)KHbIE MOMEHTHI B COJICpKaHUH,
OCTaBJISITh IYCThIE CTPOKHU JJIsl YCIIOBHOTO Pa3/CNICHUS TEM U JIETKOTO BOCTIPUSITHS,
a TaK)Ke aKTHBHO WCITOJIB30BaTh IIUTATHI, CITUCKH, IIEPEYHH, TT0/[3aTr0JIOBKH.

4. Baxxable TOMETKH. Ha MoJsX B KOHCIIEKTE KENAaTEeNIbHO JIejaTh MMOMETKH,
MOXHO TpapUYeCKd, HO TaK, YTOObl OHU OBUIM TIOHSATHBI CTYACHTY BO BpeMs
MOJITOTOBKH K 3a4€Ty.

5. Ilycteie mecta B KoHCmekTe. JKenaTreabHO HE OCTaBJISATH MPOOETOB B
TeTpaau u namsatu. Eciam 4To-To He ycmenu 3anucaTh, HEOOXOAMMO CBOCBPEMEHHO
IPOKOHCYIBTUPOBATHCS C MPENOAABATEIEM.
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IMopsaok c1auM KOHCIIEKTOB M X OlleHMBAHUE

KoHcrieKT  BBINOJIHAETCS ~ CTYJEHTaMH B  CpPOKH, YCTaHABJIMBaEeMble
IpernojaBaTesieM IO pealin3yeMO IUCIUIUIMHE, M CIaeTcsl MPeroaaBaTelio,
BENlyIIEMY JUCIUIUIMHY.

KoHcnekT qomkeH ObITh COCTaBJICH MO BCEM MPOMACHHBIM TeMaM, BKJIOYast
MPOITYIIICHHBIC, TIO MPUINHE OTCYTCTBUS HA 3aHSITHH.

Tak »e KpaTKHil KOHCTIEKT J0JKEH ObITh COCTABIIEH U CBOEBPEMEHHO C/IaH IO
BCEM 3aJ[aHHSIM CaMOCTOSTEIBHON pabOThI CTy/IEHTA, Iie TpeOyeTcsl MOATOTOBUTh
YCTHOE COOOIIIEHNE.

[Ipu oreHKe coOCTaBlieHHE KOHCIEKTa YYHUTHIBACTCSI €ro COOTBETCTBUE
MPONICHHOMY MaTepuaiy, CIeKTp 1 TIIyOrHa OXBAYCHHBIX TEM.

[To pe3ynpTaTaM MPOBEPKU KOHCIIEKTA M €T0 3alIUThI CTYICHTY BBICTABIISETCS
OTIpEeIENIEHHOE KOJIMYECTBO OallJIOB, KOTOPOE YUYUTHIBACTCA TpU OOIIEH OICHKE
MIPOMEKYTOUHOM aTTECTAIHH.

KpuTtepumn onieHKH KOHCIIEKTA

— 100-86 GamioB BBICTABIACTCS CTYACHTY, €CIU CTYJCHT MPOpadoTall U Jal
MIpaBUJILHBIC OTBETHI HA BCE MIOCTABIICHHBIC 3aJJaHUS U BOIIPOCHI;

— 85-76 OamnoB — marepuan mpopaboTaH, HO CTYIEHT 3aTPyIHSETCS WU
CBOEBPEMEHHO HE TOTOB OTBETUTH Ha 2-3 BOMpOca/3aqaHusl IO KOHCTICKTY;

— 75-61 Oamn — martepuan npopabOTaH, HO CTYAEHT 3aTPYIHSETCS WU
CBOEBPEMEHHO HE TOTOB OTBETUTH Ha 4-5 BOMPOCOB/3aJaHUI IO KOHCTIEKTY;

— 60 u meHee OamIOB — Marepuai mpopaboTaH, HO CTYACHT 3aTPyAHSETCS
WJIA CBOEBPEMEHHO HE TOTOB OTBETUTH HA BCE BOMPOCHI/3aJaHUS IO KOHCTICKTY.

TeMaTHKa KOHCIIEKTOB
An Overview of the Event Field
Perspectives on Events
Event Impacts and Legacies
The Strategic Planning Function
Conceptualizing the Event

Project Management for Events

N o g koD e

Financial Management and Events

16



8. Human Resource Management and Events

9. Marketing Planning for Events

10.Promotion: Integrated Marketing Communication for Events
11.Sponsorship of Special Events relationships with sponsors
12.Sustainable Event Management

13.Event Tourism Planning

14.Staging Events

15.Logistics

16.Event Evaluation and Research

17.Legal Issues of Event Management

18.Risk Management

MeToanyeckue yKa3aHusl K PeLICHHIO Keic-3a1a4u

Kenc-3amaya — 3TO ONMCaHHWE PEAIBHBIX 3KOHOMHUYECKHX, COLMAIBHBIX H
ousHec-cutyauuid. O0yyaronyecs 10JKHbBI UCCIEI0BaTh CUTYalUIO, pa3o0paTbCes
B CyTH Ipo0JeM, NPeJI0KUTh BO3MOKHBIE PEIICHHUS W BbIOpATh JyYlllee U3 HUX.
Kelicbl OCHOBBIBAIOTCSI Ha peaJbHOM (AKTUYECKOM MaTepualie WIH ke
NPUOJIMAKEHBI K peabHON CUTYallUU.

Keic-3amaun npenHazHavyeHbl I UCMOJIb30BaHUs CTYyIEHTAMU KOHKPETHBIX
OpUEMOB M KOHLEMUUN NOpU MX BBIIOJHEHUM JJs TOrO, YTOOBI MOJIYYHUTb
JOCTATOYHBIM YPOBEHb 3HAHUN U YMEHUM ISl IPUHATHUS PEIICHUM B aHAJIOTUYHBIX
CUTyalusix Ha Oynaymed mnpodeccuoHalIbHOM NeATEeIbHOCTH, TEM CaMbIM
yMEHbIIAs pPa3pblB MEXIY TEOPETUYECKMMH 3HAHUSMH M IPAKTUYECKUMU
YMEHUSMH.

CTy#eHT [OJKEH yMEeTh MpaBUJIBHO HMHTEPIPETUPOBATH CHUTYaLUIO, T.€.
NPaBUJIBHO OMNpENeisITh — Kakue (aKTOpbl SIBISAIOTCS HamOoJsiee BaKHBIMU B
JAHHOM CUTYallMU U KaKoe pelieHrue He00X0JMMO MPUHSITh.

IHopsimoxk cpayu Keuc-3a1a4M U ee OllCHUBaHHUe

Keiic-3amaua BBINOJHAETCS CTyA€HTAaMH B CPOKHM, YCTaHABIIMBAEMBIE

[IPENOAABATENIEM [0 PEAIN3yeMOM JUCLHHUIUIMHE, W CHAETCA IPENoJaBaTeto,

BEyIIEMY AUCIHUILIIMHY.
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[Ipu olieHKe pemieHusi Keic-3aJayd YYUTHIBAETCS CTENEHb W3YYEHHOCTHU
po0IeMbl, COIEpKAHUE U apTyMEHTUPOBAHHOCTH OTBETA.

[To pe3ynapTaTam NpOBEPKU KeHc-3a7a4 U UX 3aIIUTHI CTYJEHTY BBICTABIISIETCS
OTIPEJICTICHHOE KOJMYECTBO OasIOB, KOTOPOE YUHMTHIBACTCS MpU OOIIEH OILICHKE
MIPOMEKYTOUYHON aTTECTALNH.

Kpurepuu oueHKH Keiic-3a1a4u

- 100-86 OamiaoB BBICTABISICTCS CTYACHTY, €CJIM CTYJACHT BBIpa3WJl CBOE
MHEHHE TI0 C(OpPMYJIUPOBAHHON mMpoOIeMe, apryMEHTHPOBAI €ro, TOYHO
OTIPEJICIINB €€ COJICPKAHUE U COCTABIISIOIINE;

— 85-76 OGamioB - paboTa XapaKTEpU3yeTCs] CMBICIOBOM IIEIBHOCTHIO,
CBSI3HOCTBIO U TOCJIENOBATEIHOCTHIO M3JIOKEHUS; TOMYIICHO 2-3 OMIMOKH TpHU
OOBSICHEHUHU CMbICIIAa WU COJAep)KaHus MpooOsieMbl. DaKTHUUYECKUX OUIMOOK,
CBSI3aHHBIX C TOHUMAHHUEM IPOOJIEMBI, HET;

— 75-61 Gamn - CTYJAEHT NPOBOJUT JOCTATOUYHO CAMOCTOSITEIBbHBIA aHaIU3
OCHOBHBIX 3TallOB U CMBICIOBBIX COCTABJIAIONINX MPOOJIEMbl; TOHUMAET 0a30BbIC
OCHOBBI U TEOPETUYECKOE 000CHOBaHUE BbIOpaHHOM TeMbl. [lomyiieHo He Oosee 5
OIKOOK B CMBICJIE WJIM COJIEPKAHUU MPOOJIEMBI;

— 60 u menee OamioB — eciu paboTa MpeACTaBiseT COOON MOTHOCTHIO
NepenrCcaHHbIii MCXOJHBIM TEKCT, 0€3 KakuxX Obl TO HHM OBLJIO KOMMEHTapHEB,
aHanu3a. He packpeiTa CTpyKTypa U TEOPETUUECKAs] COCTABIISAIONIAS TEMBI.

Bapuantsl Keiic-3aga4
I) The event for the events industry.

1. What are the two main stakeholder groups in an exhibition? Identify a
large exhibition in your city, and describe the two major stakeholder groups for
this exhibition.

2. Summarise the main reasons for co-location of the two exhibitions in the
case study.

3. What was the overall outcome of co-locating the two exhibitions during an
economic downturn in the market?

I1) Townsville City Council: Creating and events strategy for Queensland's biggest

regional city council.
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1. From the description of the Event Strategy outlined in the case study, list
the roles that Townsville City Council plays in events.

2. What do you think were the main outcomes of merging the event teams of
the two Council areas?

3. What were the main challenges in merging the event teams, and how were
they resolved?

[11) The Australian Formula One Grand Prix.

1. Why was the Victorian 'Auditor-General's Report' undertaken, and what did
it set out to achieve?

2. From the information provided in the case study, what are the comparative
advantages and disadvantages of cost-benefit analysis and computable general
equilibrium (CGE) modelling?

3. What are the implications of the Victorian 'Auditor-General's Report' for
the evaluation of other major events in Australia?

V) Operational planning and the Rugby World Cup.

1. Why do event organisational structures evolve over time?

2. What issues arise as event organisational structures develop?

3. What benefits are there in developing centrally a core team of staff that is
later deployed in key venue management and other roles?

4. What function do ‘test’ events play from an event operations perspective?

5. What function can computer aided design and drafting software play in
event operations?

6. What role does staff training play in event operations? What types of
training are evident in this case study?

7. What issues might have arisen if the ARU had decided to try to use a
centralised organisational structure to conduct the RWC 2003 rather than devolve
responsibility to individual venues?

V) Seven Deadly Sins Corporate Events.

1. What do you think were some of the challenges in producing a similar

event experience in six different event locations simultaneously? How did Theme

Traders overcome these challenges?
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2. What main elements were used to create and embellish the theme of "The
Seven Deadly Sins'?
3. Other than the theme elements referred to in Question 2, what other major

elements of the event would Theme Traders have had to design?

MeToanuyeckue peKoOMeHIaluM JJis1 MOATOTOBKY J0KJIA1a, COO0meHmns/
npe3eHTanui
JIisi  MOATOTOBKM — YCTHBIX — COOOICHWH WM TPE3CHTAIMNA  KENaTeTbHbBI

WLTIOCTpaTUBHBIE ((POTO- U BHUIEO-) MaTepualibl, CTATUCTUUECKUE JUarpaMMbl U
TAOJIALIBL.

OOume TpeOoOBaHUs K MPE3CHTAIUH:

- IIpe3eHTAaIIMs He T0JbKHA ObITh MeHblne 10 crnaiios;

- TIEPBBIN CIAli— 3TO TUTYJIBHBINA CIIAiJ], HA KOTOPOM OOSI3aTENIbHO JIOJDKHBI OBITh
TIPEICTABIICHBI; HA3BAHUE MPOCKTA; (haMIITHSI, UMsI, OTIECTBO aBTOPA.

Jns odopmiieHust Tpe3eHTAIMU  O0s3aTENIbHBIM — TPEOOBAHMEM  SBJISCTCS
UCITOJIB30BaHMEe (PUPMEHHOTO CTHJISI YHUBEPCUTETA.

Kputepumn onieHku (yCTHOIO I0KJIa1a, COOOIIEHNSI, B TOM YHCJIE
BbINOJIHEHHBIX B ()OpMe Npe3eHTALUI)

100-86 6amtoB BBICTABISICTCS CTYACHTY, €CIIM CTYJCHT BBIPA3WII CBOE MHEHHE TI0
copMyImpoBaHHOM TIPOOIIEMe, ApTyMEHTHUPOBAT €r0, TOYHO OIPEIEIUB €€ COACpKAHNE
u cocrapmmomye. CTyIeHT 3HAaeT W BIAJCET HABBIKOM  CaMOCTOSITEIILHOM
WCCIIIOBATELCKOM Pa00ThI TI0 TEME HCCIISIOBAHUS;, METOAaMH M TIPUEMaMU aHAJ3a
TEOPETUUECKUX W/WIM TPAKTHYECKUX AacleKTOB H3y4daeMoi obractu. DakThdecKux
OIIMOOK, CBS3aHHBIX C MOHMMaHHWEM IMpoOJIeMbl, HeT, rpaduyecku padora odopmiieHa
TIPaBUJIHHO

85-76 - 6amioB - paboTa XapakTepU3yeTCsl CMBICTIOBOM 1ETbHOCTBIO, CBSI3HOCTBIO U
TMIOCJICIOBATENILHOCTHIO M3JIOXKEHHUS; JIOMYILEHO He Oosiee 1 OMmMOKM MpU OOBSICHEHUH
CMBICTIa WM COACpKaHusl MpoOsiembl. JIjisi aprymeHTary TPHUBOJSTCS pa3iiuHbIC
JAHHBIC ~ OTCYCCTBCHHBIX M 3apyOSKHBIX  aBTOpPOB.  [IpopeMOHCTPHPOBAHBI
WCCIICIOBATEIIbCKIE yMEHHUST W HaBbIKM. (DaKTHYECKMX OIMMOOK, CBS3aHHBIX C

MIOHMMAaHKUEM MPoOIIeMBl, HET. JlomyIieHb! ojHa-/1Be OMIMOKH B 0DOPMIICHUH pabOThI

20



75-61 Gam — CTyJeHT POBOJUT JIOCTATOYHO CAMOCTOSITEITLHBIN aHATN3 OCHOBHBIX
3TalOB U CMBICIIOBBIX COCTABJIIOMIMX MPOOJIEMBI, TOHUMAaeT 0a30Bble OCHOBBI H
TeopeThdeckoe 00OCHOBaHWE BHIOpAaHHOM TeMbl. [IpuBlieyeHb OCHOBHBIE MICTOYHUKH TI0
paccMatpuBaemoii TeMe. JlomytiieHo He Gosiee 2 OmMOOK B CMBICIE WM COZACP KaHWH
npoOIIeMb1, opopmITeHHUH pabOTHI

60 u MeHee OaTOB - eciy padoTa TMPEACTABISIET COOOM TMEepeCKa3aHHBIN WM
TIOJTHOCTBIO TIEPETIMCAHHBINA NCXO/THBIN TEKCT 0€3 COOCTBEHHBIX KOMMEHTAPHEB, aHAIT3A.
He packpeita cTpyKTypa ¥ TeOpeTHYecKasl COCTAaBIIOMas TeMbl. [lomyieHo Tpu uim
Oonee Tpex OMMOOK B CMBICTIOBOM CONCP)KAaHHUHM pPAcKpbIBaeMON MPOOJIeMbI, B

oopmiteHNH PadOTHI.

Bonpocsl 1j1s1 CaMOKOHTPOJIS

Bomnpocse! 111 caMOKOHTPOJIA IPEAHA3HAYEHBI 11 CAMOIIPOBEPKH CTYAECHTOM
YCBOCHUS MaTcpurajia, IOAIOTOBKH K BBIIIOJHCHHUIO M CEMCCTPOBLIX 3a):[aHm”1 nu
caaduec 3adcTa. I[JI?I y,Z[O6CTBa ITIOJIb30BaHKUA BOIIPOCHI OJIA CaAaMOKOHTPOJIA paB6I/ITBI
110 pasJciiaM U TCMaM TGOpCTquCKOﬁ 4acTHu Kypca JUCHUITINHBI.

Paznen |. [loaroroBka k opranu3anuu U ynpapjieHUI0 MepONnpUusiTUs
Preorganization arrangements and key basics

Tema 1. An Overview of the Event Field
1. Describe the impact the 1984 Los Angeles Olympics had on the major events
industry.
2. What affect did the 1988 Bicentenary have on public celebrations in Australia?
3. What are 'Special Events? How does considering the perspective of the event
organizer or the event guest give us a clearer definition of a 'Special Event'?
4. What attributes does Getz (2005) believe create the special atmosphere at Special
Events? Use examples from events that you have been to.
5. What defines a 'Hallmark' Event? Provide an International example.
6. What defines a 'local' or ‘community’ event? How do these kinds of events
benefit the community?
7. What kinds of festivals are there? \What are some examples of your country?

8. Describe the structure of the events industry and the key players and
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organizations.

9. What knowledge areas or 'skill domains' are important to event managers? List
examples of specialized areas within these domains.

10.  Where could someone wanting to enter the Event Management industry be
trained in the necessary skills?

Tema 2. Perspectives on Events

1. What role do governments play in events?

2. What is an events strategy? Why do governments develop them?

3. Within the corporate perspective on events, what is meant by an internal event?
List some examples.

4. Within the corporate perspective on events, what is meant by an external event?
List some examples.

5. What types of things might be included when calculating the full ROI of an
event?

6. Why do communities host events like town festivals? What are the benefits?

7. Why do people participate in events?

8. What mechanisms might an event use to engage with the community? Use
examples.

Tema 3. Event Impacts and Legacies

1. A local surf lifesaving club is planning a cake sale to raise money. Describe
some possible positive and negative social and cultural impacts that might be associated
with this event.

2. An organization is planning an inner-city fun run. Describe some possible
positive and negative environmental impacts that might be associated with this event.

3. The local council is organizing an military day march and concert in the park.
Describe some possible positive and negative political impacts that might be associated
with this event.

4, If an event is going to have a positive economic impact, what factors are likely to
be important?

5. What is the 'Legacy' of an event? What kind of things might be considered a

'legacy"?
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6 What is meant by 'managing crowd behavior'? Why is it important?

7. Why are politicians drawn to events?

8. What does 'Waste Management' refer to? Why is it important?

9 Do smaller regional communities benefit from hosting local events?

Tema 4. The Strategic Planning Function

1. What are some of the 'planning pitfalls' that event managers need to be conscious
of?

2. What kinds of things might be considered in a feasibility analysis? Why is it
important?

3. What steps are typically involved in the bidding process?

4. Briefly describe the different organizational structures employed in the delivery
of events. What are their advantages?

5. Briefly describe the strategy process employed in the development of a strategic
plan?

6. In a strategic planning process, what is the difference between goals and
objectives?

7. In a strategic planning process, what criteria can be used in the establishment of
useful objectives?

Tema 5. Conceptualizing the Event

1. Why must event managers stay abreast of broad social changes? How has
climate change affected host communities' expectations of events?

2. What does globalization mean for events? What challenges does it present?

3. Why is it important to involve the host community in the event? How might this
be done?

4. What are sponsors looking to get out of events?

5. How has the evolution of the media industry affected the way events are run?

6.  What does it mean to approach events as experiences? How does this change the
way events are conceptualized?

7. How can a marketing screen be used to evaluate an event concept?

8. How can an operations screen be used to evaluate an event concept?

9. How can a financial screen be used to evaluate an event concept?
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Pazgean |1. IIpouecc opranm3anuu MeponpusiTus
The process of event management
Tema 6. Project Management for Events
1. Are special events and festivals projects? What are three advantages of using
project management for events?
2. Over the New Year weekend next year, a rural town wants to run a small-scale
music festival. List and describe the phases of project management, using examples that
might be included in this particular event.
3. What three areas of event management responsibility are often missing from the
project management areas of responsibility?
4. You are scheduling the event for the inaugural home and garden show in the
botanic gardens. It has been suggested that a time for project evaluation should be
included. Explain what project evaluation is and whether it would be useful for your
team to include.
5. A major theatre festival has this year decided to employ an artistic director, as
well as an event manager. Why? What does this say about the project management
approach to event management?
Tema 7. Financial Management and Events
1. What two types of budgets are used in events?
2. What are the stages involved in constructing a budget?
3. When constructing the budget process, why is it important to establish the
economic environment? What kind of questions might be asked?
What are the limitations associated with using a budget in events?

How can the budget be used as a control mechanism?

4
5
6. List 5 strategies that can be used to obtain the best terms from a supplier?
7 How might an event reduce its costs? Describe 3 examples.

8 Where do events source their funds from?

9 How might events increase their projected income? Describe 3 strategies.

10.  What guidelines might be followed to produce a straightforward financial report?
Tema 8. Human Resource Management and Events

1. Why is Human Resource planning for events unique? What challenges does it
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present?

2. What is a Human Resource strategy, in terms of events? What kinds of
objectives might be included?

3. What is the role of policies and procedures in Human Resource management?

4, How might event managers with limited resources to devote to recruitment
attract the right staff? Outline 5 strategies.

5. What are the general components of an employment contract?

6. What options exist to reward volunteers for their efforts?

7. In general terms, what are an employer's rights and responsibilities? How are
these matched by an employee's rights and responsibilities?

Tema 9. Marketing Planning for Events

1. What is event marketing? What kinds of things do event marketers do?

2. What can marketing techniques and practices contribute to events? Can a
marketing approach be useful to all types of cultural events and festivals?

3. What strategies might an organization use to position their event favorably in the
mindset of their target market? Use examples.

4. When planning the event ‘product’ experience, what elements are important to
consider in developing a successful program?

5. In regards to developing a pricing strategy, what decisions must a marketer
make?

6. What are some of the advantages of on-line ticket sales?

7. What is a marketing plan?

Tema 10. Promotion: Integrated Marketing Communication for Events

1. What is IMC? In the context of developing and IMC strategy, what are the
sources of brand messages?

2. How does the ‘think, feel, act' model of consumer behavior help us understand
the objectives of an IMC campaign?

3. How might an event organization determine what its IMC budget will be? Which
of these is the most rigorous and effective?

4. What limitations are associated with the ‘top down' methods of determining the

IMC budget? Given these limitations, why would such methods be employed?

25



5. What is advertising? In the context of events, what must a successful advertising
campaign do?

6. In the IMC context, what is public relations? Give an example of how a major
sporting event might use public relations to encourage people to attend?

7. In the IMC context, what is sales promotion? Give an example of how a small
multi-cultural festival might use sales promotion.

8. In the IMC context, what purposes do websites serve? What kind of website
would you recommend to a small regional community festival?

9. What is the key to a successful website? What design principles guide the design
of successful websites? List 6 examples.

10. In the IMC context, what is personal selling? Give an example of how a
fundraising marathon might use sales promotion?

Tema 11. Sponsorship of Special Events

1. Analyze the corporate sponsorship of an event and identify the main benefits that
were obtained.

2. What has driven the shift in marketing from traditional media to event
sponsorship?

3. How do corporate sponsors benefit from sponsorship? Give five examples.

4. What kinds of questions should an event organization ask itself before it seeks
sponsorship as a revenue stream?

5. During summer there will be an outdoor cinema in the botanic gardens, playing a
range of endearing and well-crafted films. What benefits might the event offer to
potential sponsors?

6.  What are some of the advantages of using tailor-made sponsorship packages?

7. What benefits does sponsorship of the arts offer organizations?

8. What is the value in committing a sponsorship agreement to paper in the form of
a contract? What does a contract normally include?

9. What techniques can be used for effective sponsorship management? Give 5
examples.

10.  What is a sponsorship management plan? What do they do?

11.  What techniques exist to measure the e-activity generated by sponsorship of an
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event?

Tema 12. Sustainable Event Management

1. How does an event's purchasing policy contribute to its environmental
sustainability?

2 What sustainable options are available to events that must use mobile power?

3 Why is waste management important in the production of sustainable events?

4. How can waste prevention techniques assist an event's sustainability efforts?

5 Why is it important to know what the materials recovery facility will accept?

6 How can an event manager ensure that biodegradable waste is managed
sustainably?

7. How can participants be incentivized to recycle?

8. How can participants be encouraged to use public transport?

Q. How can participants be encourage to save water?

10.  What are the sustainable toilet options for an event?

Tema 13. Event Tourism Planning

1. A detailed situational analysis should underpin the decisions made on what event
tourism goals to set for a destination. What kind of factors could be included in a
situational analysis?

2. What is destination branding? Explain with reference to an example.

3. What problems are presented by having multiple bodies charged with event
tourism development at a particular destination? How might these be overcome?

4. What are some common grant selection criteria employed by event tourism
organizations?

5. A regional steam-train festival is considering asking the state tourism
commission for research to support their situational analysis. With specific reference to
the festival, what areas of research might be considered?

6. In terms of financial support offered by event tourism organizations to festivals
and events, what is the difference between grants, sponsorship and equity?

7. How might an event tourism organization assist an event or destination with
marketing?

8. Why is the evaluation of an event tourism strategy important? Where might an
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organization gather data on business tourism in your country.

Tema 14. Staging Events

1. A client wants their staff Christmas party to have an 'Ancient Greek' theme?
How could this be created?

2. What is a 'stage plan'? What function does it serve?

3. You are the event manager for a small community music festival that will be
held outdoors in a park across two stages from midday to midnight. What factors need
to be considered in terms of stage safety? How would you manage these? Draw up a
stage plan for your event.

4. What does the 'pre-programming’ of an event's audiovisual elements mean?
What are the advantages and disadvantages of pre-programming?

5. What concerns does the consumption of alcoholic beverages present to an event
manager? How does this affect the relationship with the caterer?

6. In the context of staging events, what is hospitality? How can it be successfully
provided to event guests?

7. You are organizing a production meeting. Who will you invite? What kinds of
things might be discussed?

8. What is the importance of the bump-in and bump-out in the production
schedule? What happens during these times?

9. Why is it important to make a recording of an event? What factors need to be
considered?

Tema 15. Logistics

1. Does event logistics have more in common with business logistics or military
logistics? In what way?

2. How important is ‘ticketing' to an event? What is the advantage of the colored
wristbands, commonly used at festivals these days?

3. What kinds of factors should be considered with regards to queuing at an event?
You are running an event that has only one, narrow entrance, and there is a concern that
there will be long queues. What can be done to keep customers happy?

4, What kinds of things need to be considered in preparing for the flow of traffic

and people around a festival site, at the time of the event?
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5. How can signage be used as a communication tool at an event? What factors
need to be taken into account?

6. How might media coverage affect an event's logistics? Is media coverage worth
the extra effort required to accommodate it?

7. In terms of event shutdown, what work remains after the event is finished?

8. What is the role of the logistics manager? How does the logistics manager relate
to other members of the management team?

9. What is the value of a site or venue map? What is the key to a good map?

10. What are the emergency procedures at an event? What kinds of things are
covered by the emergency procedures?

Tema 16. Event Evaluation and Research

1. What indicators might be used in a holistic triple bottom line approach to event
evaluation?

2. In the event evaluation process, what is a demographic profile? Why is it useful?

3. Should event management processes be included in an event evaluation?

4. Will all an event's stakeholders want the same thing from the event evaluation?
What are different stakeholders likely to want out of the process?

5. How might stakeholder observation help in the evaluation of an event?

6. In the context of the event evaluation process, what is the difference between
qualitative and quantitative data?

7. How might a post-event evaluation enhance an event's reputation?

8. In the context of events, what basic principles can be used to construct a useful
survey or questionnaire?

9.  What happens once the evaluation is complete and the report is written? How is
this done?

Tema 17. Legal Issues of Event Management

1.  Whatis a contract? What does it contain?

2. What would a contract between an events company organizing a corporate party
and an musical performance be likely to contain?

3. What contracts would a day-long music festival need?

4. A company is negotiating with a hotel convention center to host their annual
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conference. What is usually contained in the VVenue contract?

5. What elements and clauses might be contained in a broadcast contract between a
major television network and a major sporting event?

6. How would an events company legally engage a lighting company to do the
lighting at an event? How is a contract constructed?

Tema 18. Risk Management

1. Is risk always harmful? Explain.

2. What techniques exist for identifying risk in the context of events? Briefly
describe.

3. How can a SWOT analysis be used to identify and classify risk?

4. How can incident reports be used to identify and predict risk?

5. Why is the accurate identification of risk important?

6. What are the ‘dimensions of risk'? How do they provide an event team with a
tool to rate risk?

7. What is the transfer of risk? In what way is a risk management process a transfer
of risk?

8. What is a risk register? What is the advantage of a live risk register?

9. What principles can be employed in successful crowd management? Why is it
important?

10.  How can an event work with its participants to minimize risk?

IV. KOHTPOJIb JOCTUXXEHUSI LIEJIEA KYPCA

Kounrpoanpye- OueHovHble cpeacTBa

Ne MbLe pa3Il£Hybl Koabl u 3Tansl -

n/m p (popMupoBaHHA KOMIIETEHLUMH Texyimmu TPOMEIKYTOTHA
AUCHUTLTAHBI KOHTPO.JIb arrecraums
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Paznen .
Ilonroroska k
OpraHu3aluu U
YIIPaBIICHUIO
MEPONPUSATHS

Paznen Il.
[Iponecc
OpraHu3auu
MEpOIPUATHS

OIIK-7

OIIK-7.1. Ilonumaer
BU/JIbI JICSITEILHOCTH 1O
peanu3alny HayqHOU
IeNarornyecKou
JIeATEeTbHOCTH,
HAIpPaBIIEHHON Ha
U3Yy4EHUE
COBOKYITHOCTH
OTHOIIICHUH,
BO3HHUKAIOIINX B
negarorudeckoi chepe,
HOBBIX
00pa3zoBaTebHbIX
TEXHOJIOTHi1, aKTUBHBIX
Y MHTEPAKTUBHBIX
dbopm oO0yueHus
OIIK-7.2.
JemoHCcTpUpyeT
YMEHHE OCYILIECTBIISTh
MPAKTUYECKYIO
MearOru4ecKyro
JESITENIbHOCTD B JIBYX €€
dbopMmax: yueOHOI 1
BOCIHUTATEIbHON
OIIK-7.3. BeiOupaer
(GbOpMBI U METO/TBI
MOJITOTOBKHU K
MPOBEJICHUIO 3aHATHI
M0 OCHOBHBIM
poQeCCHOHATBHBIM
o0pa3oBaTeNbHBIM
mporpaMmam u
JOTIOTHUTEIHHBIM
poQeCCHOHATBHBIM
nmporpaMmam
OIIK-7.4. Ymeer
MJIAHUPOBATh
pe3ynbTaThl 00yUYeHUs,
MIPOBOAUTH
MIPOMEXKYTOYHBIN U
UTOTOBBIA KOHTPOJIb
3HaHUU 00y4aIOUIUXCS.

Kouncnexr (ITP-7)
CobecenoBanne
(YO-1)
Ketic-3amaun (ITP-
11)

Tect (ITP-1)
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Typu3Ma
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IpeanpusaTHii cepsl
Typu3Ma

[IK-1.4. Ymeer

3¢ pexTUBHO
OCYILECTBIISITh
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3anHTEPECOBAHHBIMHU
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pa3paboTKe MPOEKTOB B
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IIK-3.2. Ymeer
CBOEBPEMEHHO
BBISIBJIATH OTKIIOHCHUA
B peai3aliy MPOEKTOB
B cdepe Typusma u
YIPaBJIATh
NEeSITETTHHOCTHIO 110 MX
YCTpaHEHHUIO.
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COCTaBJIATh
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HOPMAaTUBHO-IIPABOBYIO
JOKYMEHTALUIO JUIs
OpraHu3aluu 1
CONPOBOKICHUS
TYPUCTHYECKOTO

MPOJYKTA.

V. CIUCOK YYEBHOM JIUTEPATYPbI U UH®OPMAIMOHHO-
METOJUYECKOE OBECIHHEYEHHUE JUCHUIIJINHBI

OcHoBHas JuTepaTypa
(2/1eKmpoHHble U nevamuvle U30aHus1)

1. Convention Management and Service, Ninth Edition. - The American Hotel
& Lodging educational Institute, 2016. — 278p. — Available at:
https://www.ahlei.org/

2. Hospitality Today: An Introduction, Eighth Edition. — The American Hotel
& Lodging educational Institute, 2017. - 112p. - Available at:
https://www.ahlei.org/

3. Multi-Project Management with a Multi-Skilled Workforce [Electronic
resource] / Matthias Walter, Matthias Walter. - Springer Fachmedien Wiesbaden,
2015. — 319p. — Available at:
https://lib.dvfu.ru:8443/lib/item?id=chamo:853361&theme=FEFU

4. Integrated Project Management and Control [Electronic resource] / Mario
Vanhoucke. - Springer International Publishing, 2014. — 146p. — Available at:
https://lib.dvfu.ru:8443/lib/item?id=chamo:861228&theme=FEFU

5. Legacy, Sustainability and CSR at Mega Sport Events [Electronic
resource]. - Pierre Lienhard, Holger Preuss, 2014. — 266p. — Available at:
https://lib.dvfu.ru:8443/lib/item?id=chamo:853236&theme=FEFU

JlonoJiHUTEIbHAS JIUTEPATypa
(neuamuvie u 21eKMpPOHHbIE UBOAHUS)

1. Tum, J. Norton, P. and Nevan Wright, J. (2005) Management of Events
Operations, Oxford: Elsevier. Available at:

http://www.pseudology.org/terovanesian/Masterman_Innovative_Marketing_Com
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https://lib.dvfu.ru:8443/lib/item?id=chamo:853236&theme=FEFU
http://www.pseudology.org/terovanesian/Masterman_Innovative_Marketing_Communications2.pdf

munications2.pdf

2. Glenn A.J. Bowdin and Johnny Allen (2010) Events Management , New
York: Routledge. Available at: https://books.google.ru/

3. Razaq Raj and Paul Walters (2013) Events Management: Principles and
Practice, London: SAGE. Available at:
http://newisbn.ru/Events-management-principles-and-practice-cRazag-Raj-Paul-
Walters-and-Tahir-Rashid/9/gfibfgi

4, Nicole Ferdinand, Paul James Kitchin (2012) Events Management: An
International Approach, London: SAGE. Available at: https://books.google.ru/

5.  Joe Goldblatt (2014) Special Events: Creating and Sustaining a New World
for Celebration, New York: Wiley. Available at: https://www.books-share.com/

6. Donald Getz (2012) Event Studies: Theory, Research and Policy for Planned
Events New York: Routledge. Available at: https://books.google.ru/

7. Lynn Van Der Wagen (2011) Event Management: for Tourism, Cultural
Business &  Sporting Events, Edinburg: Pearson. Available at:

https://books.google.nl/

Ilepeyens pecypcoB HH(POPMALMOHHO-TEJIEKOMMYHUKAIIMOHHOM CeTH
«HHTEepHET»
Mexnaynapoanbie  accorpanuu  Event-menemxkmenta /  International  event-

management associations:

Hassanne/ Name AGGpeBuarypa/ Pesxxum moctymal
Abbreviation Available at

Meeting Planners International MPI wWww.mpiweb.org

Corporate Event Marketing Association CEMA www.cemaonline.com/

Connected International Meeting Professionals | CIMPA WWW.cimpa.org

Association

International Association of Assembly IAAM www.iaam.org

Managers

International Special Events Association ISES WWW.ises.com

International Congress & Convention ICCA www.iccaworld.com

Association

Global Association of the Exhibition Industry UFI www.ufi.org
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http://newisbn.ru/Events-management-principles-and-practice-cRazaq-Raj-Paul-Walters-and-Tahir-Rashid/9/gfibfgi
https://books.google.ru/
https://www.books-share.com/
https://books.google.ru/
https://books.google.nl/
http://www.mpiweb.org/
http://www.cemaonline.com/
http://www.cimpa.org/

International Association of Professional IAPCO WWW.iapco.org

Congress Organisers

International Festivals & Events Association IFEA www.ifea.com
International Association for Exhibition - WWw.iaem.org
Management

Wedding & Event Videographers Association WEVA www.weva.com/
International

Exhibition & Event Association of Australasia | - WWW.eeaa.com.au
International Association of Exhibitions and IAEE www.iaee.com/
Events

Trade Show Exhibitors Association TSEA www.tsea.org/

Ilepeyenb HGPOPMALUOHHBIX TEXHOJIOTI UM
U NIPOTPaMMHOI0 00ecrevYeHust

1. Pecypcbl  00pa3oBaTeNbHOIO HWHCTUTYTa AMEpPUKAHCKOM Accoluaiuu
oreneit (AHLEI). Pexxum mocryma: https://www.ahlei.org/
2. Ilporpammuoe obecnieuenue: Microsoft Word, Microsoft Excel, Microsoft

PowerPoint.

VI. METOANYECKHUE YKA3AHUSA 110 OCBOEHUIO JUCHUIIJINHBI

Peanuzanus aucrumuabl «Event tourism (Event typusm)» npeaycmarpuBaer
CIICAYIOIIME BUIBI y4eOHOW pabOTHI: MPAKTUYCCKUE 3aHATHS, CAMOCTOSTEIbHYIO
paboTy CTYAECHTOB, TEKYIIMIA KOHTPOJb M MIPOMEKYTOUHYIO aTTECTAIIUIO.

OcBoenne kypca aucuumuimHbel  «Event  tourism  (Event  typusm)»
MPEANOJaraeT pPEUTUHIOBYIO CHUCTEMY  OLIEHKA 3HAaHUM  CTYACHTOB |
npeaycMaTpuBacT €O CTOPOHBI  MpenojaBaTenss TEKYIIWHd KOHTPOJb 3a
MOCEIICHNEM CTYICHTAMH NMPAKTUYCCKUX 3aHSATHH, TOATOTOBKOM M BBIMOJHECHHEM
BCEX BHIOB CaMOCTOSTEILHOM pabOTHI.

[Mpomexxyrounoit arrectanuedi mo auciumuinHe «Event tourism (Event
TYPH3M)» SIBJISIETCS 3a4€T, KOTOPBIHA MPOBOIUTCS B BUJC HTOTOBOTO TECTUPOBAHHUSL.

B Teuenune yueOHOTO ceMecTpa 00yJaroIuMcs HyKHO:

e TmocemaTh 3aHATus (9 6amoB);
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e YCHENTHO BHITOJHUTH ayJAUTOpHEIE 3aaanus (18 6amnon);

e CBOCBPEMEHHO M YCHEIIHO BBIMOJHUTh BCE BHILI CaMOCTOSITEILHOMN
paboTsl (33 6amra);

e CBOCBPEMEHHO M YCIICIIHO BBIMOJHUTh HTOroBoe TtectupoBanue (40
0asioB).

CTyIeHT cUMTaeTcs aTTECTOBAHHBIM MO auciuiumHe «Event tourism (Event
TYpu3M)» TIPH YCIOBUU BBIIOJHCHHS BCEX BHJIOB TEKYIIEr0 KOHTPOISA U
CaMOCTOSITENTbHOM PabOThI, MPETYCMOTPEHHBIX YUYEOHON MPOTPaMMO.

Kputepun onenku mo aucuuiuimae «Event tourism (Event Typusm)» s
aTTecTalluk Ha 3adere cienyromnme. 61-100 6ammoB — «3auteHo», 60 u MeHee
0aJI0B — «HE 3aUTCHOY.

[lepecuer OamIoB MO TEKYyIIEMy KOHTPOIIO M CaMOCTOSITEILHOW paboTe

MPOU3BOJIUTCS IO POpMYJIE:

P(n) i[ 2 X ki]
n) = max wurl’
— 0; w

rae: W= Y1 k' s Texymero peiiTinra;

W= " ki 1 uTOroBoro peiTuHra;
P(n) — pediTHHT cTyEHTa;
M — o01Iee KOJTMIECTBO KOHTPOIBHBIX MEPOTIPHSTHIA;
N — KOJIMYECTBO MPOBEICHHBIX KOHTPOIBHBIX MEPOIPHSITHIA;
0; — 6asu1, MOTYYCHHBIN CTYAEHTOM Ha i-OM KOHTPOJILHOM MEPOIPUSITHH;
0;"** — MaKCHMaJIbHO BO3MOXHBIH Oa/Ul CTyJEHTA IO i-My KOHTPOJIBHOMY
MEPOTIPHUSTHIO;
k; — BecoBoii K03(ppULIMEHT I-TO KOHTPOIBHOTO MEPOTIPUSTHS;

k' — BecoBOil KOO(UIMEHT i-r0 KOHTPOJBFHOTO MEPONPUSTHS, €CIU OHO

ABJIACTCA OCHOBHBIM, NJIN 0, €CJIM OHO ABJBICTCA JOIIOJIHUTCIBHBIM.

PexoMenpanuu mno IJIAHUPOBAHMUIO 1 OPraHM3allii BPEMECHH,
OTBCJACHHOI'0 HA M3YYCHHUEC TUCHUIIJINHBI

OnTuManbHBIM BApUAHTOM ILUIAHUPOBAHWA MW OpraHu3aliiu CTYJCHTOM
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BPEMEHH, HEOOXOAUMOTO Ui M3yYeHUS TUCHUIUIMHBI, SIBISIETCS PaBHOMEPHOE
pacnpeneneHne y4eOHOM Harpy3kH, T.€. CHCTEMaTH4ECKOE O3HAKOMIIEHHE C
TEOPETUYECKUM MaTepuajoM Ha 3aHATHSIX U 3aKpeIUICHHUE MOJYyYEHHBIX 3HAHMM
OpU TOJATOTOBKE U BBIIOJHEHUU pabOT W 3aJaHUN, NPETYCMOTPEHHBIX IS
CaMOCTOATENBbHON pabOTHI CTYIEHTOB.

[TonroToBKy K BBIMOJIHEHHIO BCEX pabOT HEOOXOAMMO MPOBOAMTH 3apaHee,
4yTOOBl OBbUIa BO3MOYKHOCTH IIPOKOHCYJBTHUPOBAaTHCA C IMPENOJaBaTeNeM IO
BO3HHMKAIOIIMM BompocaM. B ciydae mpomycka 3aHATHA, HEOOXOIUMO
IPEIOCTABUTH MMCbMEHHBIA KOHCIEKT MPOIYLIEHHON TEMBI.

CaMocCTOATENbHYIO pabOTy CJENyeT BBIIOJIHATh COTJACHO Tpapuky u

TpeOOBAHMSM, MPEJI0KEHHBIM MPENOJaBATEIEM.

AJITOPUTM H3YYeHUS TUCHUTLINHBI

M3yyenue Kypca JODKHO BECTHCh CHCTEMATHYECKM U COMPOBOXKAATHCS
COCTaBJICHHEM MOJPOOHOTO KOHCIIEKTA. B KOHCIIEKT peKOMEHIyeTC sl BKIIIOUATh BCE
BUJbl Y4EOHOU PAaOOTHI: TEOPETHUECKUI MaTepua, CaMOCTOSATENbHYIO MPOPabOTKY
PEKOMEHIyEMOM OCHOBHOM M JOIOJIHUTEIIBHOM JUTEPATyphbl, OTBETHI HA BOIPOCHI
JUI CAMOKOHTPOJISL M JIpyrue 3aJaHusi, NPeIyCMOTPEHHbIE AJII CaMOCTOSITENbHON
paboThI CTYJEHTOB.

OCHOBHBIM TNPOMEKYTOUYHBIM [OKAa3aTeIeM YCIEIIHOCTH CTYJEHTa B
MPOIIECCe U3YUECHUS AUCIUTLINHEI SIBJISIETCS €r0 TOTOBHOCTH K BBITIOJIHEHUIO Keiic-
3a/1a4y ¥ Mpe3eHTaIus pa3paboTaHHOTO POEKTa.

Kputeprem TOTOBHOCTH K Keic-3afjayaM SBJISIETCA YMEHHE CTYAEHTa
OTBETUTH HAa BCE KOHTPOJILHBIE BOMIPOCHI, PEKOMEHI0BAaHHBIE MPETI0IaBaTEIIEM.

3HaHUA, TOJYyYEHHBIE CTYJEHTaMHW B MPOILIECCE H3YUYEHHs] AUCUUILIMHBI,
JOJKHBI 3aKPEIUISTHCS HE TTOBTOPEHUEM, a MPUMEHEHHEM MaTepuaina. ITou Lenu
IpH U3ydeHUU JuciuIuiHbl «Event tourism (Event typusm)» ciayaT aKTHBHBIC
dbopMbl 1 MeToAbl OOYyYEHHUS, TaKhe KaK METOJ| JICKITUH-TUCKYCCHH, MO3TOBOTO
mTypMa, paboThl B Mapax U KOMaHaX, Keic-3a/1aun, KOTOphIE Jal0T BO3MOKHOCTh
CTYJEHTY OCBOUTH MPO(HEeCCHOHALHBIE KOMITETEHIIUN U TPOSBUTh UX B YCIIOBHUSIX,

UMUTHPYIOIIHX MPOPECCUOHATIBHYIO JEATENBHOCTD.
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Oco0oe 3HaueHWe [JIsI OCBOCHMSI TEOPETHYECKOro MaTepuana u s
npuobpereHus U (GOPMUPOBAHUS YMEHHH M HaBBIKOB MMEET CaMOCTOSITEIIbHAs
pabota ctynentoB. CaMocTosATeNIbHAs paboTa CTYAEHTOB 0 JaHHON AUCIUILINHE
peIyCMaTPUBAET W3yYCHUE PEKOMEHAYEeMOH OCHOBHOW U JIOMOJHHUTEIBHOM
JUTEpaTyphl, HAMMCAaHUE KOHCIIEKTOB, MOATOTOBKY K y4acTHE B JUCKYCCHSIX Ha
3aHATUAX, OJIMI-OMpOCax, pEIIeHUEe Keic-3a]ady, TMOArOTOBKY TMpe3eHTAlUN
MPOEKTa U TIOJTOTOBKY K MPOMEXKYTOYHON aTTECTAIUN — 3a4eTYy.

Jlis caMOompoBEepKH YCBOEGHHUS MaTepuasa, MOATOTOBKM K BBIMOJHEHHIO
TEKYIIUX 3aJaHUid ¥ paboT, W cAade 3adyera CTYIACHTaM IpeaaraloTcs BOIPOCHI
JUIsL CAMOKOHTPOJIS.

PexomMeHJalUM M0 MCNOJIb30BAHUIO METO/I0B AKTUBHOI0 00y4YeHHs

Jnsa  moBbiueHuss  3¢@ekTUBHOCTH  00pa3oBaTEeNIbHOTO — Ipolecca U
dbopMUpOBaHHA AKTUBHOW JMYHOCTH CTYIACHTa BAXHYIO POJb WIPAaeT TaKOH
IPUHILIUAI O0y4YeHHs] KaK MO3HaBaTelIbHAasi aKTUBHOCTH CTYyJEHTOB. Llenbio Takoro
oOyueHusi SBIAETCS HE TOJbKO OCBOCHUE 3HAHWM, YMEHUH, HABBIKOB, HO H
¢bopMUpOBaHHE OCHOBOIIOJIATAIONINX KAuyeCTB JUYHOCTH, YTO OOYyCIaBIMBACT
HEOOXOJMMOCTh HCIIOJIb30BAaHUS METOJOB AaKTHUBHOTO OOy4YeHHs, 0€3 KOTOPBIX
HEBO3MOXHO (DOPMUPOBAHUE CIIEHUAINCTA, CIOCOOHOrO pemarh NpodecCUOHAIbHBIE
3a]]a4i B COBPEMEHHBIX PHIHOYHBIX YCIOBHSIX.

Jis  pa3BuUTUS NPOPECCHOHATBHBIX HAaBBIKOB M JMYHOCTH CTYJEHTa B
KayeCTBE METOOB aKTHBHOTO OOYYEHHMsS IeJIeCOOOpa3HO HCIONb30BATh JICKIIHH-
JTUCKYCCUH, KOTOPBIE MO3BOJISIIOT CTYJEHTaAM OCMBICIMBATh M CaMOCTOSATEIHHO
UHTEPIIPETUPOBaTh MaTepual Kypca, METOJl MO3IOBOrO-IITypMa, Kelc-3aJaud,
NPEJCTaBISIIONIME COOOM OmMucaHWE JeJIOBOM CHTyalldd, KOTOpas peaslbHO
BO3HMKANla WIJIM BO3HUKAET B TIpoOIlecce MesATENbHOCTH. MeTron OimIl-omnpoca
MO3BOJIIET MPOBEPUTH 3aKpEIVICHUE W TMOHUMaHHE MPONJAEHHOTO Marepuala Io
U3YYCHHBIM TEMaM.

Peanusanus takoro tumna oOydeHus mo auciumuimae «Event tourism (Event
TYPH3M)» OCYILECTBISICTCS YePe3 MCIOIb30BAHKME MAPHOW U KOMaHIHOW PabOThI, B
YACTHOCTH PEIICHUS PEATbHBIX KEMCOB U3 MHAYCTPUH OPTaHU3alUuN MEPOTPHITHIH,
KOTOpPBbIE MOXKHO ONPEJCIUTh KaK METOAbl UMHUTAIMM TPUHSATUS pPElICHUN B

PA3IMYHBIX CUTyalUAX ITYTEM IIPOUTPBIBAHUS BAPUAHTOB 110 3a/ITaHHBIM YCJIOBUAM.
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Kenc-3amaun npenHa3HadeHbl 71 UCIOJb30BAHUS CTYACHTAMH KOHKPETHBIX
NPUEMOB W KOHILIEMIMA TPU UX BBIIOJHEHUU [JII TOTO, YTOOBI MOJYYHTh
JIOCTATOYHBIM YPOBEHb 3HAHUM U YMEHUU JUIS NPUHATUS PEIICHUN B AHAJIOTUYHBIX
CUTyallMsX Ha MPEANpUSATUAX, TEM CaMbIM YMEHbIIAS pPa3pblB  MEXKIY
TEOPETUYECKUMHU 3HAHUAMHU U MPAKTUUYECKUMH YMEHUsAMH. PelieHue keiic-3anad
CTYJ€HTaM MpeJjiaraeTcsa B 3aBEPIICHUH U3YYEHUS ONPENEIEHHON yueOHON TEMBI,
a 3HaHUs, MTOJYYCHHBIC HA 3aHATHUSX, JOJDKHBI CTaTh OCHOBOW JIJISl PEUICHUS 3THUX
3amad. M3 3TOro crnemyer, 4Tto CTYIEHT JOJIKEH BIIAJIETh JOCTATOYHBIM YPOBHEM
3HaHMA MaTepuaia, yMeTb paldoTaTh C JEHCTBYIOIIEH JOKyMEHTAaIe, M T.J.
CTyneHT NoJKEeH YMETh IPaBUIIbHO UHTEPIIPETUPOBATH CUTYAIIMIO, T.€. TPABUIIBHO
OTIPEJIEIISITh — Kakue (PaKkToOpbl SIBISIIOTCA HauboJIee BAXKHBIMU B JJAHHOW CUTYaIlUH
U KaKoe penieHnue HeoOX0IMMO IPHUHSTh.

Bce Meronpl akTUBHOTO OOy4Y€HHs MPHU3BaHBI BBIPAOATHIBATH CICAYIOIINE
YMEHHS ¥ HABBIKH Y CTYJCHTOB:

— paboTarh C yBEIMYMBAIOIIUMCSA U MOCTOSIHHO OOHOBIISIOIIMMCSI TOTOKOM
uH(popmauu B 00JaCTH OpraHU3aluyd MEPONPUATHIA;

— BBICKA3bIBaTh M OTCTAMBATH CBOK) TOUKY 3pPECHUS UYETKOW, YBEPEHHOU U
IPaMOTHOU PEYbIO;

— BbIpadaThIBaTh COOCTBEHHOE MHEHUE Ha OCHOBE OCMBICIIECHUS MOJYyYEHHBIX
3HAHUW U TPOBEACHHUS UCCIICIOBAHNM;

— CaMOCTOSITEJIbHO IPUHUMATh PELICHHUS.

Pexomenanuu mo padore ¢ Jureparypou

[Ipu camocTosTENBHON PabOTEe C PEKOMEHIyeMOW JIUTepaTypoill CTylIeHTam
HEOOXO0MMO MPUIEPKUBATHCS OMPEIEICHHOM MOCIeI0BATEIbHOCTH:

— Npu  BBHIOOPE JIUTEPATYPHOTO HCTOYHHMKA TEOPETHUYECKOro MmaTepuasa
Jy4lle BCEro MCXOAWTh M3 OCHOBHBIX MOHSITHH M3y4aeMOW TEeMbl Kypca, 4TOObI
TOYHO 3HATh, YTO KOHKPETHO UCKATh B TOM WUJIM UHOM U3aHUU;

— 15 6osiee rIyOOKOTO YCBOGHHUS M TTOHMMAaHUS MaTepuala ClieyeT YUTaTh
HE TOJIbKO UMEIOIIUECS B TEKCTE OMPENEIICHUS U TTOHATHS, HO M1 KOHKPETHBIE IPUMEDHI;

— 9TOOBl TIONYyYUTH OoJiee OOBEMHBIE W CHUCTEMHBIC MPEIACTABICHUS I10

paccMaTpUBaEMONl TeM€ HEOOXOAMMO MPOCMOTPETh HECKOJBKO JIMTEPATYpPHBIX
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HMCTOYHUKOB (BO3MOYKHO aJIbTEPHATUBHBIX);

— HE CJeAyeT KOHCIIEKTUPOBATh BECh TEKCT IO paccMaTpyuBaeMoON TeMe, TaK
KaK TakKoOW IOAXOJ HE JJaeT BO3MOXKHOCTH OCO3HATh MarepHuait, HEOOXOIUMO
BBIJICJIUTh U 3aKOHCIIEKTUPOBATh TOJIbKO OCHOBHBIE MOJIOKEHUS, OMpPEACICHUs U

IMOHATHA, IMTO3BOJIATOIMINEC BLICTPOUTD JIOTHKY OTBCTA HA N3YUYACMBIC BOIIPOCHI.

PexoMeHIAIUM 110 MOATOTOBKE K 3a4YeTy

[ToaroToBKa K 3a4eTy W €ro pe3yJbTaTUBHOCTh TAaK)Ke TPEOYeT y CTYACHTOB
YMEHHsI ONTHMAJIbHO OPraHU30BbIBaTh CBOE Bpems. MealbHO, €Ciu CTYJICHT
03HAKOMMJICS C OCHOBHBIMH ITOJIOXKCHUSMH, OTIPEICICHUAMHU U TIOHATHUAMHU Kypca B
IPOIECCe ayAUTOPHOTO H3YYCHMS JUCIUIUIMHBI, TOTJIa IOATOTOBKA K 3adeTy
IIO3BOJIUT CHCTEMATU3UPOBATh U3YUCHHBIA MaTepHal U ITy0Ke ero YCBOUTb.

[ToAroToBKY K 3adery JIydllle HaYMHATh C PACIPEIACICHHUS IMPEITOKCHHBIX
KOHTPOJIBHBIX BOITPOCOB I10 pa3jieiiaM U TeMaM Kypca. 3aTeM HeOOXOUMO BBISCHUTD
HAJTMIHE TEOPETUISCKUX HCTOUYHHKOB (KOHCTICKTA JICKITUH, YIeOHHKOB, YUYCOHBIX TIOCOOHIA).

[Ipy w3ydeHWW MaTepuanga CICAyeT BBIACIATH OCHOBHBIC ITOJIOKCHHS,
OTPE/CICHUS U TOHSATHS, MOXHO HMX KOHCIEKTHPOBATh. BBIJCIIEHHE OMOPHBIX
MOJIOXKCHUH ~ JaCT BO3MOXKHOCTh ~ CHCTEMATU3MPOBATh  IMPEACTABICHHUS  I10

AUCHUIIIIMHE 1, COOTBETCTBCHHO, PC3YJIBTATUBHCC ITOATOTOBUTLCSA K 3a4UCTY.

VIl. MATEPHAJILHO-TEXHUYECKOE OBECHEYEHHWE
T CTUTIIAHBI

Jlnst ocyiiecTBiIeHUsT 00pa30BaTEIbHOTO IMpolecca Mo auciumuinae «Event
tourism (Event typusm)» HEOOXOAUMBI:

— yudeOHasi ayJUTOPHS C MyJIbTUMEIUNHBIM ITPOEKTOPOM U KPAHOM.

Vill. ®OHJAbl OHEHOYHbBIX CPEICTB

Kox u ¢popmysimposka dranbl GOPMUPOBAHUS KOMIIETEHIIHUU
KOMIIETEeHIUU
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OIIK-7

OIIK-7.1. IloHnMaeT BUABI AEATEIBHOCTU IO peaJIN3allud HayuYHOU

Cnocoben MeIarOrM4eCcKo eATeIbHOCTH, HAIIPABJICHHON HA NU3YYEHUE
OCYILIECTBIIATh COBOKYITHOCTH OTHOUIEHWH, BOZHUKAIOIIUX B I1€JarOrMYECKOM
MeJarornyecKyo cdepe, HOBBIX 00pa30BaTEIbHBIX TEXHOJIOTUN, AKTUBHBIX U
NESITENILHOCTD I10 MHTEPaKTHUBHBIX (hOpPM 00yUeHHUs
OCHOBHBIM OIIK-7.2. JleMOHCTpUPYET YMEHHUE OCYIIECTBIATh MPAKTUYECKYIO
poeCcCHOHATBLHBIM NeIarOrMYecKyIo ACATEIbHOCTD B JBYX €e opmax: yueOHO!
o0pa3oBaTeIbHbIM BOCIHUTATEIbHON
[porpamMmam U OIIK-7.3. Beibupaet (popMbI 1 METOBI MOATOTOBKH K MPOBEICHHIO
JIOTIOTHUTEIHbHBIM 3aHATUN IO OCHOBHBIM MPOQECCHOHATBHBIM 00pa30BaTEeIbHBIM
poeCcCHOHATBLHBIM porpaMMaM M JOTOJIHUTEIbHBIM MPO(eCcCHOHATBHBIM
MIPOrpaMMaM. mporpaMmam

OIIK-7.4. YMeeT niuaHUpOBaTh Pe3yJabTaThl O0y4YEHUS, IPOBOAUTH

MIPOMEKYTOUHBIM U UTOTOBBIA KOHTPOJIb 3HAHUI 00yJarOIIUXCSl.
IK-1
Crocoben [IK-1.1. YMeer npoBOAWTh CTPATETUUYECKUN aHAIM3 M OLCHUBATH
(bopmynHupoBaTh pe3yabTaThl  IEATEIBHOCTH Tpennpuiatuii  cepsl Typusma
KOHIEMITUIO BBISIBJISITH (PaKTOPHI ycriexa
TYPUCTCKOTO [IK-1.2. ®opmynupyer HampamieHuss paboT 1o (OPMHPOBAHUIO
MIpePUSTHS, KOHUENIMM W pealu3allii KOHKYPEHTOCIOCOOHOH CcTpaTeruu
pa3pabaTbIBaTh pa3BUTHS IPEANIPUATHI chepbl TypuzMa
3¢ (HeKTUBHYIO [1IK-1.3.OxkoHOMHYEeCKH  OOOCHOBBIBA€T  KOPIOPAaTUBHBIE U
CTpaTeruio u (GyHKIMOHATBHBIE CTPATETUH PA3BUTHS MPEINPUATHI  cepsbl
dbopmMupoBath Typu3Ma

AKTUBHYIO IMOJIMTUKY
OLICHKHU PHUCKOB

[IK-1.4. Ymeer 3(]QeKTHBHO OCYIIECTBISATh B3aUMOJICHCTBHE C
3aWHTEPECOBAaHHBIMU JIMLIAMHU B Ipoliecce pa3pabOTKU KOHLENIHUU

TypI/ICTCKOFO H CTpaTeFI/II/I pa3BI/ITI/I$I, a TAaKXE€ B OJOCTHUXCHUU CTpaTeI‘I/ItIeCKI/IX
TIPEIIPUSATHSL. 1eJIed ¥ 3a/1a4 B YIPABICHUH TYPUCTCKOW OpraHU3aIUeH.

T1K-3

Crocoben

pa3zpabaThiBaTh HOBBIE
TYPUCTCKHE TPOEKTHI,
COOTBETCTBYIOIIHE
TpeOOBaHUSIM
TYPHUCTCKOM
WHJYCTPUHU, BBISBIISTH
MIPUOPETETHEIE
HampaBlICHUs B
MIPOEKTUPOBAHHUH,
COCTaBIISATh
HE00XO0IUMYIO
HOPMAaTHBHO-TIPABOBYIO
JTOKYMEHTAITHIO.

I1IK-3.1. Opranu3syer, KOOpAMHUPYET U KOHTPOJIUPYET
NeSTeTLHOCTH TI0 pa3paboTKe MPOEKTOB B chepe Typu3Ma

IIK-3.2. YMeeT CBOEBPEMEHHO BBIABIIATH OTKIOHEHUS B
pean3anuy MpoeKToB B chepe Typru3Ma U yrpasisiTh
JEATENBHOCTBIO 110 UX YCTPAHEHMUIO.

[TK-3.3. YmeeT cocTaBisITh HEOOXOAUMYIO HOPMATHUBHO-TIPABOBYIO
JOKYMEHTAlMIl0 Ui OpraHM3alMd U CONPOBOXKICHMS
TYPUCTHYECKOTO POAYKTA.

KoHTpoJb 1ocTHKeHNH Leseil Kypca

Ilinan-rpaduk BbINOJHEHUSI CAMOCTOSITEIbHON PadoThl 0 AUCHHUILINHE

Ne Hara / cpoku
n/n BBINIOJTHEHUSA

IIpuMmepHbIE
Bux P P
. HOPMBI
CaMOCTOATEJILHOM dopma KOHTPOJIA
BpeMeHH Ha
padoThI
BBINNOJIHEHH E
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3 Henens . .
4, N3yuenue keiic-3amau 12 YcTHBII onpoc
18 menens
5 8 Henens IToaroroBka 12 BricTymienue Ha
' 17 nepens JIOKJIaJ1a/co00IIeHns KpPYTJIOM CTOJIe
B teuenue bimu-omnpoc
6. Hamnmcanne koHCcTIEKTa 12 t-otp
cemecTpa TectupoBanue
UTOI'O 36
IIkana oueHUBaHUA YPOBHSA C(POPMHPOBAHHOCTH KOMIIETEHIUMN
Koa n
Jdranbl (pOpMUPOBAHUS
¢popmyupoBka Kpurepun IMoka3zarenu
KOMMETEeHIIHN
KOMIIeTeHIUH
- 3HaHHE BUJIOB - IOHUMaHUE BUJIOB
JESATEIIBHOCTH 110 | JESATEIILHOCTH T10
peanuzamnuu peanu3aiuy HayqYHOU
Hay4YHOH IeJaroru4eckomn
OIIK-7.1. IlornmaeT BUABI IeIarorun4ecKoi JIeSITENILHOCTH,
JESITEIbHOCTH 110 pealu3aluu | JesITeIbHOCTH, HaIpaBJICHHOM Ha
HAYYHOU MeJaroruyeckoi HAIPaBIIEHHOM Ha | U3YyYEHUE
JeSITEIbHOCTH, HAlIPABJIEHHON | M3y4YeHHe COBOKYITHOCTHU
Ha U3y4eHUE COBOKYITHOCTHU COBOKYITHOCTH OTHOIICHHUIA,
OTHOIIICHUW, BOSHUKAIOIINUX B | OTHOILICHUH, BO3HHKAIOIIIUX B
neaarorndeckoii cepe, HOBBIX | BO3HUKAIOIIMX B | TleIarorudeckoi cdepe,
00pa3oBaTeNbHbIX MeJJarOTHYeCKOl | HOBBIX
OINK-7 TEXHOJIOTHil, aKTUBHBIX U cdepe, HOBBIX 00pa3oBaTeNbHBIX
Criocober WHTEPAKTUBHBIX (hOPM 00pa3oBaTENbHBIX | TEXHOJOTUN, AaKTUBHBIX
o0y4yeHus TEXHOJIOTH, Y MHTEPaKTUBHBIX
OCYULIECTBIISTh
OIIK-7.2. leMoHCTpUpPYET AKTUBHBIX U ¢dhopm 00yueHus
Nearorn4ecKy
YMEHHUE OCYILECTBISATh WHTEPAKTUBHBIX | - CIIOCOOHOCTH
YO ASATEABHOCTE | o e rraeck ¢dbopM oOyueHus OCYLIECTBIISATH
11O OCHOBHBIM ngz[aromqeglio 10 1131eH1/1eyq h§ Z&cumqecx
npodeccuoHaib Y Y p o
HEIM JIESITENIbHOCTD B JIBYX €€ OCYIIECTBIISATh MeJarornyecKyo
opMax: y4eOHOM U MPaKTUYECK esTEIbHOCTh B JIBYX €€
o0Opa3oBaTenbH $op YACOHO P Yo o AABYX
. BOCIMTATEIbHON nejarornyeckyro | ¢popmax: yueOHOH u
DOrDAMMAM I OIIK-7.3. BeiOupaet GopMbl 1 | AESITETHLHOCTD B BOCIIUTATEIbHON
porp METO/IbI TTOJATOTOBKHU K IBYX ee opMmax: | - ClIOCOOHOCTH
JIOTIOTHUTEIIbHBI . .
" IIPOBEJCHUIO 3aHATUH 110 yueOHOM 1 BbIOUpaTh GOPMBI U
OCHOBHBIM BOCITUTATEILHON | METOJIbI MOJITOTOBKH K
npodeccuoHab .
HEIM npodeccuoHaIbHBIM - YMEHHUE MIPOBEJICHUIO 3aHATUIN
DOIDAMMAM 00pa3oBaTeNbHbIM BBIOMPATH (POPMBI | TIO OCHOBHBIM
porp ' nmporpaMmam u U METOJIBI npodeccrnoHaTbHBIM
JIOTIOJTHUTEITLHBIM MOJTOTOBKH K o0pa3oBaTeIbHbIM
npodeccuoHaIbHBIM MIPOBEICHUIO porpaMMaM u
nporpaMmam 3aHATHUH TI0 JOTIOTHUTETLHBIM
OIIK-7.4. YMeeT 1u1aHupoBaTh | OCHOBHBIM npodeccrnoHaTbHBIM
pe3ynbTaThl 00y4YeHuUs, npodeccuoHanbH | IporpamMmmam
MPOBOAMTDH MMPOMEKYTOUHBIN U | BIM - CIIOCOOHOCTH
WUTOTOBBIN KOHTPOJIb 3HAHHUI o0Opa3oBaTeNibHbl | IUIAHUPOBATH
o0yJaromuxcs. M IIporpamMMaM H | pe3yJabTaThl O0y4ueHus,
JOTIOJTHUTEIBHBIM | IPOBOJUTH
npoeCCHOHATIBH | TPOMEKYTOUHBINA U

BIM MPOrpaMMaM
- YMEHHUE

WUTOTOBBIA KOHTPOJIb
3HaHUH 00yJarOUTUXCS.
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MJIaHUPOBATD
pe3yJabTaTh
oOydeHus,
MPOBOJUTH
MIPOMEKYTOUHBIN
M UTOTOBBLIN
KOHTPOJIb 3HAHUU
o0yJaronuxcs.
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[K-1
Cnocoben
dbopMynupoBaTh
KOHIICTIITUIO
TYPUCTCKOTO
PEINPUSITHS,
pa3pabaThiBaTh
s dexTuBHYIO
CTpPATETHIoO U
dbopMHUpOBATH
AKTUBHYIO
MOJIUTUKY
OIICHKHU PUCKOB
TYpPUCTCKOTO
TIPE TP THSL.

I[IK-1.1. VYmMeer mnpoBOIUTH
CTpAaTErMYeCKUd  aHauu3 U
OLICHUBATh pe3ynbTaThl
JEATEIbHOCTH  NPENIPUATHI

chepbl Typu3sMa , BBIABIATH
¢dakTops! ycnexa

[K-1.2. dopmynupyer
HaIpaBJICHUS pabor 1o
(OpMHPOBAHUIO KOHUEMLIUU U
peanuzanuu
KOHKYPEHTOCIIOCOOHOM
CTpaTeruu pa3BUTHS

npennpusaTHii chepsl TypuzMa
[1K-1.3.9xoHOoMuYeCKH
000CHOBBIBAET
KOPIIOpaTUBHbIE u
(GyHKIIMOHATIBHBIE  CTpPATETHH
pa3BUTUS NIPEANPUATHI chepbl
Typu3Ma

[TK-1.4. Ymeer 3pdexkTrBHO
OCYIIIECTBIISATh
B3aUMOJICUCTBHE C
3alMHTEPECOBAHHBIMU JIMLIAMU B
mpoiiecce pa3paboTKu
KOHLEMNINH U CTPATErNH
Pa3BUTHS, a TAKXKE B
JOCTHKEHUH CTPATETUYECKUX
LeJIed ¥ 3a71a4 B YIIPaBJICHUN
TYPUCTCKOM OpraHU3aluen.

- yMEHHe
MIPOBOAUTD
CTpPaTeru4eCKUi
aHasu3 u
OLICHUBATh
pe3yNbTaThl
JeSITETbHOCTH
NPEANPUATHI
cdepsl Typusma ,
BBISIBJISITD
(baxTopsl ycnexa
- yMEHHE
dbopmynupoBaTh
HaIpaBJICHUS
pabot 1o
(hopMHUPOBAHHIO
KOHIICTILIUT u
peanuzanuu
KOHKYPEHTOCIIOCO
OHOM cTpareruu
pa3BUTHUA
HMPEATPUATUI
cdepsl Typu3zMa

- yMEHUE
HKOHOMMYECKHU
000CHOBBIBATH
KOPIIOPAaTUBHBIE U
(yHKIMOHATIBHBIE
CTpaTeruu
pa3BUTHS
NpEATPUATHI
cdepsl Typu3Ma

- yMEHue
OCYILECTBIISITh
B3aUMO/IeHCTBHE
c
3aUHTEPECOBAHHbI
MU JTUI[AMHA B
porecce
pa3paboTKu
KOHIICTIIIUH U
CTpaTeruu
pa3BuUTHS, a
TaKXe B
JOCTHKEHUH
CTpaTETUIECKUAX
LeJIel U 3a7a4 B
yIpaBIeHUU
TYPUCTCKOMN
OpraHu3aluen.

- CIPOCOOHOCTH
IPOBOJIUTH
CTpaTErnYeCKUi aHAIIN3
U OLICHHBATH
pe3yIbTaThI
JeSITeNIbHOCTH
OpeanpusiTH  cdepsl
Typu3Ma , BBIABIATH
(bakTopsl ycnexa

- CHOCOOHOCTH
(dbopmynHpoBaTh
HanpaBieHUsT padoT 1Mo
(hopMHpPOBaHHUIO
KOHIETITHH u
peanmu3aim
KOHKYPEHTOCIIOCOOHOM
CTpaTeTHH  Pa3BHUTHUSA
npennpusaTuii - chepsl
TypHu3Ma

- CHOCOOHOCTH
9KOHOMHUYECKHU
000CHOBBIBaTh
KOPITIOpaTHBHBIE "
(GyHKIMOHAIIbHBIE
CTpaTeTHH  Pa3BHUTHUSA
npennpusITiii  chepsl
TypHu3Ma

- yMeHue 3pPeKTUBHO
OCYIIECTBIISTh
B3aUMOJICUCTBHE C
3aWHTEPECOBAHHBIMU
JMIIaMH B TIpoLecce
pa3pabOTKX KOHIICTIIINH
U CTpaTeruu pa3BUTHS,
a TaKk)Ke B TOCTH)KCHUH
CTpaTEerHuecKux Lenen
W 33/1a4 B YIIPaBJICHUHU
TYPUCTCKOMN
OpraHu3aIyen.

44




[1K-3
Cnocoben
pa3zpabaThiBaTh
HOBBIE
TYpUCTCKHUE
MPOEKTHI,
COOTBETCTBYIOIIL
re TpeOoBaHMUIM
TYPUCTCKOMN
UHAYCTpPUH,
BEISIBIISITh
PUOPETETHHIC
HaIpaBlICHUS B
MIPOSKTUPOBAHU
U, COCTaBJISITh
HEO0OXOIUMYIO
HOPMAaTUBHO-
MIPABOBYIO
JIOKYMEHTAIHIO.

I1K-3.1. Opranusyer,
KOOPJIUHUPYET U
KOHTPOJIMPYET ACSITEIbHOCTD
1o pa3paboTKe MPOEKTOB B
chepe Typuzma

[1K-3.2. YMeeT cBOEBpEMEHHO
BBISIBJISITH OTKJIOHEHUS B
peanu3anuu MpoeKToB B cdepe
TypU3Ma U yIpaBisTh
JESTEIIbHOCTHIO TI0 X
YCTpaHEHHIO.

[1K-3.3. YMeer cocTaBisTh
HE00XO0MMYIO0 HOPMaTHUBHO-
MPABOBYIO JOKYMEHTAIIUIO AJIs
OpTraHHu3aIUHu ’
COTIPOBOXKICHHUS
TYPUCTUIECKOTO MPOTYKTA.

- yMEHHUE
OpraHW30BBIBATH,
KOOPJUHUPOBATh
"
KOHTPOJIHPOBATH
JESITeIIBHOCTD 110
pa3paboTke
MIPOEKTOB B chepe
Typu3Ma

- yMEHHUE
CBOCBPEMEHHO
BBISIBIISAITh
OTKJIOHEHUS B
peanu3anu
MPOEKTOB B cepe
TypU3Ma H
VIIPaBISTh
JESITETbHOCTHIO
0 UX
YCTpaHEHHUIO.

- yMEHUE
COCTaBIISITh
HEO0OXOTUMYIO
HOPMAaTUBHO-
MIPaBOBYIO
JIOKYMEHTAITH IO
JUTS. OpTaHU3aIH
u
COTIPOBOXKICHUS
TYPUCTHIECKOTO

IIPOJYKTA.

- CIOCOOHOCTh
OpTraHH30BBIBATH,
KOOPJIUHUPOBATH U
KOHTPOJIMPOBATH
JIEATEIIbHOCTD 110
pa3paboTKe IPOSKTOB B
cdepe Typuzma

- CIIOCOOHOCTE
CBOCBPEMEHHO
BBISBJISTE OTKJIOHEHHS
B pealiu3alii MPOEKTOB
B c(hepe Typuzma u
YIIPABIISTH
JIEATENHHOCTBIO T10 MX
YCTPaHEHHUIO.

- YMEHHE COCTABJISTH
HEOO0XOIUMYIO
HOPMAaTHUBHO-TIPABOBYIO
JOKYMEHTAITHIO JUTSI
OpTraHU3aIH 1
COIPOBOKIACHHS
TYPUCTHIECKOTO

IIPOAYKTA.

3ayeTHO-IK3aMEHALMOHHBIE MATEPHAJIbI

OueHo4YHbIE CPeACTBA VIS POMEKYTOYHOM aTTecTalun

TecTOBBIC 3a1aHUSA

1. How has the event industry responded to the specter of global warming?

a. By developing and participating in Emission Trading Schemes

v 2 o o

o

Attracts the most publicity

By focusing on events that require less travel time

By focusing on creating high-profile feel-good events

By adopting initiatives to reduce the environmental impact of events

. From an event organizer’s perspective, a Special Event is an event that:

b. Occurs outside of the normal program or activities of the organizing body

o

Requires the most resources to run
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Is the most popular with stake-holders

d
3. From a customer or guest's point of view, a Special Event is an event that:
a Costs more money than normal day-to-day activities

b Is the most popular event in the calendar

Provides an experience beyond the everyday

All of the above

. Which of the following could be classified as a ‘Mega-Event'?

The FIFA World Cup

The World University Games

The World Star-Trek Convention

A CWA cake sale

. Which of the following could be classified as a ‘Hallmark Event'?

The FIFA World Cup

The Sydney Olympics

Munich Oktoberfest

The Melbourne Grand Prix

. Which of the following could be classified as a ‘Major Event'?

The FIFA World Cup

The Birdsville Races

T ® e o T ® Ao O

o ® o o o

The Melbourne Australian Open

The Carnival in Rio de Janeiro

. Which of the following could be classified as a ‘Community Event'?
The FIFA World Cup

The Birdsville Races

o 2 N 2 O

C. The Melbourne Australian Open

d.  The Carnival in Rio de Janeiro

8. When classifying events by form or content, which of the following is not a
category?

a. Festivals

b. Sports Events

C. Charity Fundraisers

46



d. Business events

9. The most popular form of arts festivals are:

a. Writers' Festivals

b. Music Festivals

C. Visual Arts Festivals

d. Sporting events

10. What do Event Management Companies do?

a. Operate under the direct control of larger corporations

b. Organize events on a contract basis

C. Specialize in areas associated with events, like security, staging etc.
d. Focus all their attention on one event at a time

11. Those seeking a career in events may wish to consider volunteering for an
event team because:

a. Employers often look for a mix of qualifications and experience

b. It is a good way to gain experience and a foothold in the industry

C. A successful career depends on applicants identifying their own skills and
interests, and then matching these carefully with the needs of prospective
employers

d.  All of the above

12. Which of the following is not a role governments play in events?

a.  Venue owner / manager

b. Booking agent

C. Consent authority and regulatory body

d. Funding body

13. Which of the following is not a role governments play in events?

a. Funding body

b. Event organizer

C. Event / destination marketer

d. Event security

14. The corporate sector recognizes the power of events to:

a.  Improve company morale
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b. Improve business procedures

C. Improve profitability and income

d.  All of the above

15. Corporate or Business events:

a. Are any events designed to boost sales or market position

b. Are any events aimed at developing the organization’s business functions
C. Are any events that support an organization’s aims, as a business

d.  Are any events organized and delivered by events professionals

16. Corporate or Business events:

a. Are focused on developing the company, through training, networking etc.
b.  Are focused on consumers, through building brand awareness, influencing
choices etc.

C. Can be both externally and internally focused

d.  All of the above

17. Which of the following is an example of an internal event, from a corporate
perspective:

a. A trade mission to Malaysia

b. An AGM

C. A sponsored golf tournament

d. A press conference regarding an Initial Public Offering

18. Which of the following is an example of an internal event, from a corporate
perspective:

a. A day-long accounting software training session

b.  The opening of a new franchise

C. Routine server maintenance

d.  Atrade show

19. Which of the following is an example of an external event, from a corporate
perspective:

a. A dealer network seminar

b. A corporate retreat

C. End-of-the-month staff drinks
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d. The gala opening of a flagship store

20. Which of the following is an example of an external event, from a corporate
perspective:

a. A corporate retreat

b. Christmas drinks for clients

C. A dinner to welcome the new CEO

d.  Ateam-building session

21. In the events field, the Return on Investment (ROI) is a measure of:

a. The benefits associated with running an event

b.  The benefits associated with running an event, relative to the event's costs

C. The real-dollar benefits associated with an event, relative to the benefits that
cannot be quantified

d.  The costs associated with an event, relative to the benefits of the event

22. A dinner for prospective investors cost $10,000 but the event manager has
estimated that the ROI is likely to be 20%. This implies that the benefits associated

with the event will sum to:

a. $8,000

b.  $10,000
C. $12,000
d.  $15,000

23. Interms of events design and management, the community where the event
takes place is above all:

a. The primary market for the event

b. A potential source of volunteers

c. A major stakeholder whose views need to be incorporated

d.  The group ultimately responsible for the event

24. The three elements of the triple bottom line are:

a. Private, Social and Economic

b.  Social, Economic and Environmental

C. Social, Environmental and Political

d. Economic, Financial and Monetary
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25. Why is greater emphasis often placed on the financial impacts of events?

a. Because they are the most important and most easily measured

b. Because organizations often face strict budget constraints, and financials are
often fungible

C. Because organizations often face strict budget constraints, and because they
are easily measured

d. Because organizations often face strict budget constraints, and because of
the Global Financial Crisis

26. An example of a negative social and cultural impact associated with an event
IS:

a. Substance abuse

b.  The eventis used for propaganda

C. Pollution

d. Community alienation

27. An example of a negative environmental impact associated with an event is:
a. Violence

b.  The misallocation of funds

C. Inflated prices

d. Traffic congestion

28. An example of a positive environmental impact associated with an event is:

a. Job creation

b. Urban renewal

C. Expansion of cultural perspectives

d.  Social cohesion

29. An example of a negative tourism / economic impact associated with an event
IS:

a. Loss of amenity

b. Destruction of heritage

C. Loss of a location's ‘authentic' feel

d. Propaganda

30. An example of a positive tourism / economic impact associated with an event
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IS:

a. Job creation

b. Increased community participation

C. Social cohesion

d. Urban renewal

31. The expression 'bread and circuses' comes from:

a. The Roman's belief in the importance of celebration in a full life

b. The Roman's tendency to commit to celebrations, even in difficult times
C. The Roman's use of events to deflect criticism and shore up popularity

d.  The Medicis strategic approach to public life

32. The economic benefits of an event:

a. Accrue in the preparations for the event

b.  Accrue during the event

C. Accrue after the event and into the future

d.  Accrue at all stages of the event and into the future

33. Events have a positive economic impact:

a. On all sectors of the economy

b. On the providers of infrastructure but not necessarily the on the retail sector
or on small business

C. On the retail sector and small business, but not necessarily on the providers
of infrastructure

d. In theory, but these impacts are impossible to measure in any meaningful
way

34. The employment creation associated with an event:

a. Tends to be in permanent full-time work

b. Is reflected in all sectors of the economy

C. Generally tends to be under-estimated

d. Maybe substantial but is generally short-lived

35. In an events context, Economic Impact Studies measure:

a. The expenditure involved in staging an event

b.  The event's impact on the wider economy
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C. The expenditure involved in staging an event and any flow on effects

d.  The negative effects associated with the event, in dollar values

36. In an Economic Impact Study, the economic impacts of an event are derived
from:

a. Expenditure by visitors from outside the region

b. Capital expenditure on facilities required to conduct the event

C. Expenditure incurred by event organizers and sponsors

d.  All of the above

37. Surveys of the host community's perceptions of an event:

a. Provide every member of the community with the opportunity to provide
feedback

b.  Are atool for identifying community concerns

C. allow event managers to manage community expectations of the event
38. The Legacy of an event refers to:

a. The social and cultural benefits of an event

b.  The charitable contributions associated with an event

C. The longer-term impacts of an event

d. The international impacts of an event

39. Event Legacies:

a. Are easier to identify, quantify and manage over the longer term

b. Should be actively and strategically managed

C. Are only a concern of 2nd tier or mega-events

d.  Are consistently over-looked by governments

40. In terms of the economic impact of events 'leveraging' refers to:

a. Having plans in place to use the stimulus of an event to a business'
advantage

b. Having plans in place to use the stimulus of an event to increase government
revenue

C. Having systems in place that mitigate the negative impact of events

d. Using a region's economic credentials to bid for and win major events

41. What is strategic planning?
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a. It's about putting your head down and getting the job done

b. It's about picking a destination and deciding how to get there
C. It's about having a vision for the kind of world we want to live in
d. It's about establishing rules and systems rigid enough to provide an

organization with structure and discipline

42. Strategic Plans are:

a. One-off exercises

b. Conclusive

C. Focused and highly detailed

d.  Active and directional in nature

43. Which of the following correctly describes the phases of the strategic planning
process in the correct order?

a. Establishment of an organizational structure, strategic planning, feasibility
analysis, concept development, legacy

b.  Strategic planning, feasibility analysis, establishment of an organizational
structure, concept development, legacy

C. Concept development, feasibility analysis, establishment of an
organizational structure, strategic planning, legacy

d. Feasibility analysis, establishment of an organizational structure, concept
development, strategic planning, legacy

44. In the ‘concept’ phase of the strategic planning process:

a. The key features of the event are designed and developed

b.  The 'idea’ for the event is pitched to investors

C. The central features are marketed to potential customers

d.  The practical issues associated with the event concept are analyzed and
tested

45. In the strategic planning process, a feasibility analysis is:

a.  Anassessment of the event's chances of securing finance

b.  Aformal analysis of an event's potential

C. A search for historical precedents of similar events

d.  Ananalysis of 'mission-critical’ risks
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46. During the formation of a bidding body and the bid preparation, a bid

document:

a. Is an analysis of an event's viability

b. Is a history of past and potential future bids

C. Is a formal pitch to the event owners

d. Is a checklist of items needed before the bid can proceed

47. A functional organizational structure:
a. Is focused on achieving the most efficient or functional organization of work
units

b. Groups activities by function, as well as by project

C. Is employed in projects that serve a function, such as the construction of
roads

d. Is based on the tasks an organization needs to perform in order to fulfil its
mission

48. A multi-organizational or network structure of organization:

a. Involves a central management body ‘out-sourcing' the services it needs
b. Pools together the knowledge of many organizations into a collective
management body

C. Is the final stage in the evolution of an event organization’s structure

d.  All of the above

49. A central benefit of the multi-organizational or network structure of
organization is that:

a. It allows the event management firm to be actively engaged in all areas of
the event's production

b. It allows the event management firm to retain a body of staff and experts

through all stages of the event

C. It allows the event management firm to specialize in the management
function
d. It allows the event management firm to free itself of any concern for the

implementation of its plans

50. An event's organizational structure should:
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a. Be firm, so as to provide certainty and stability to the organizational process
b. Be able to adapt to the evolving needs of the event

C. Evolve through a functional, to a program-based, to a network
organizational structure

d.  All of the above

51. In a strategic planning process, goals:

a. Are brief, precise and motivational

b.  Are broad statements that seek to provide direction to those engaged in the
organization of the project

C. Are used to quantify progress towards an event's vision and mission

d. Describe in broad terms what an event hopes to achieve in the long run

52. In a strategic planning process, objectives:

a. Are brief, precise and motivational

b.  Are broad statements that seek to provide direction to those engaged in the
organization of the project

C. Are used to quantify progress towards an event's goals

d. Describe in broad terms what an event hopes to achieve in the long run

53. In a strategic planning process, objectives:

a. Allow event organizations to assess what aspects of their planning have
succeeded or failed

b. Feed into the achievement of an event's goals

C. Feed into an event's mission through an event's goals

d.  All of the above

54. In a strategic planning process, a Situation Analysis, such as a SWOT analysis:
a. Determines an event's vision and mission

b. Provides a framework for developing goals and objectives

C. Is necessary before an event organization develops its strategy

d. Is a post-implementation review of strategy

55. In a strategic planning process, Operational Plans:

a. Support the event organization’s strategy

b.  Set out processes for achieving the objectives in an event's strategy
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C. Are formulated for each operational area, as required for the event

d.  All of the above

56. In the context of events, Strategic Planning:

a. Can only be used for now or ‘clean-sheet’ events

b. Can be used in new as well as established, recurring events

C. Is likely to result in radical, rather than incremental change

d.  All of the above

57. The term 'Stakeholders' refers to:

a. The participants, spectators, and event staff

b.  The host organization, the host community and sponsors

C. Entities with a legitimate interest in the outcomes of the event

d.  All of the above

58. In contemporary events management, an event will be deemed a success if:
a. It satisfies all the needs and expectations of its audience

b.  The host community feels that the event had a positive impact overall

C. All the competing needs and expectations of the various stakeholders were
balanced

d. It is financially profitable

59. When considering an event's stakeholders the 'host organization' refers to:
a. The venue where the event will take place

b.  The entity initiating the event

C. The network or organization representing the interests of the local
community

d.  The event management company contracted to run the event

60. Considering the corporate sector host organizations, industry promotions, trade
fairs and conferences will most likely be generated by:

a. An entrepreneur

b.  Acompany

C. An industry association

d. A Media organization

61. Considering the corporate sector host organizations, ticketed sporting events,
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concerts and exhibitions will most likely be generated by:

a. An entrepreneur

b. A company

C. An industry association

d. A Media organization

62. Considering the corporate sector host organizations, a gala product launch will
most likely be generated by:

a. An entrepreneur

b. A company

C. An industry association

d. A Media organization

63. Considering the range of host organizations, a local car-club rally will most
likely be generated by:

a. A community sector sports organization

b. A community sector Charity organization

C. A community sector club or society

d. A government sector local government body

64. When considering an event's stakeholders the 'host community' refers to:

a. The geographical community where the event is located

b. A community of interest from which the event draws its participants

C. Public authorities such as council, transport, police etc.

d.  All of the above

65. In terms of events, Globalization means:

a. More events targeted at global audiences

b. A global pool of creative talent

C. Audiences expecting more from events

d.  All of the above

66. In terms of events, sponsorship:

a. Has always been regarded as a public relations tool

b.  Was traditionally regarded as a public relations tool, but is increasingly seen

as a promotional tool in the marketing mix
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C. Was traditionally regarded as a promotional tool in the marketing mix, but is
increasingly seen as a public relations tool

d. Has always been regarded as a promotional tool in the marketing mix

67. In order to attract sponsorships, event managers must:

a. Maximize the number of event participants

b. Maximize the sponsor's exposure through the events marketing and
execution

C. Ensure that the event has a close fit with the sponsor's corporate objectives
and a demonstrable ability to deliver the desired benefits

d.  All of the above

68. With regards to the sourcing of events, an example of an 'in-house' event is:

a. An events company being engaged to run a corporation’s Christmas party
b. A staff member of a TAFE being asked to organize an open day

C. A region's call for formal applications to run its New Years Eve celebrations
d.  Aregion's offer to host the World Swimming Championships

69. In the process of creating an event concept, the first step is to:

a. Identify the event audience

b. Choose the event concept

C. Choose the timing of the event

d. Define the purpose of the event

70. When evaluating the event concept, a feasibility study:

a. Examines whether the events objectives can be delivered successfully

b. Examines whether the events objectives can be delivered on time

C. Examines whether the events objectives can be delivered with the available
resources

d.  All of the above

71. Special events and festivals are projects because they:

a. Are non-routine and occur at or over a specific period

b.  Are limited by time, budget and scope

C. Produce an outcome designed to meet a client’s need

d. All of the above
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72. Project Management is a system that describes:
a. The work before the event actually starts

b.  Theevent itself

C. The shutdown of the event

d.  All of the above

73. Project Management is called 'overlay' because:

a. It is often represented at the top of the organization’s hierarchy

b. It integrates all the tasks of management so they can work towards the event
objectives

C. It actively oversees all sub-committees and teams

d. It often results in duplication of effort

74. Which of the following describes the phases of project management, in the
correct order?

a. Planning, initiation, implementation, event, shutdown

b. Initiation, planning, implementation, event, shutdown

C. Initiation, planning, implementation, shutdown, event

d. Planning, implementation, initiation, event, shutdown

75. Having decided to host a motor-cycle race, an events company is conducting a
feasibility study. Which phase of project management does this fit into?

a. Initiation

b. Implementation

C. Planning

d.  Shut-down

76. The events company that was hired to produce an annual dinner for a large
charity is writing a wrap-up report and discussing ways to improve the event.
Which phase of project management does this fit into?

a. Initiation

b. Implementation

C. Planning

d. Shut-down

77. Event managers are often concerned with knowledge areas that traditional
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project managers are not. Two examples are:

a. Designing and marketing the event

b. Finance and risk

C. Marketing and human resources

d. Risk and stakeholder management

78. Which of the following is not expressed in the Project Management Triangle?
a. Time / Cost / Scope

b. Time / Cost / Quality

C. Time / Tasks / Resources

d.  Time/ Management / Stakeholders

79. The Payback Period refers to:

a. The period of time needed to pay all the costs of the event, and after which,
the event begins to produce a surplus.

b.  The time granted to service providers to settle their accounts

C. Only those cost and benefits with real-dollar values

d. The total measure of time where the event is generating revenue, at any stage
of the project

80. Return on Investment (ROI) is a financial measure

a. of the total revenues received during the course of the event

b.  of the total revenues received during the course of the project

C. is a financial measure of the return to the event's key stakeholders

d.  of the total return relative to total costs

81. Which of the following is not included in event project evaluation?

a. Comparing planned timelines against actual performance

b.  Assessing the flexibility of the management system

C. Determining if a project management approach is suitable for the given
event

d. Comparing planned milestones with the reality

82. Often, creativity or the 'wow' factor are central to the success of an event. This
IS why...

a. A project management approach should generally not be used in events

60



management.

b. Major events of often employ both a creative director and a project manager.
C. The disciplines of project management and events management are
diverging.

d. A project management software that allows for tabulating creative 'soft'
skills should be employed.

83. If the event utilizes volunteers, this may limit the effectiveness of the project
management approach because:

a. The work of volunteers is difficult to quantify

b.  Volunteers are generally unreliable data recorders

C. Volunteers are a form of 'under-the-table' labor

d.  The volunteer coordinator works independently of the project manager
84. Financial management is defined as decisions that concern:

a. The sourcing of money resources

b.  The planning and allocation of money resources

C. The monitoring and evaluation of the uses of money resources

d.  All of the above

85. Financial mismanagement may:

a. Create operational risks for the event, such as safety, crowd control and legal
problems

b. Lead to breaches of tax or common law obligations

C. Lead the client to request an audit of the event manager's books

d.  All of the above

86. The budget process:

a. Costs expenses and estimates income

b.  Allocates financial resources

C. Compares projected with actual costs and revenues

d.  All of the above

87. The first step in the budget process is to:

a. Prepare a draft budget for committee and sponsor approval

b. Establish an understanding of the economic environment
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C. Identify and estimate cost areas and revenue sources

d. Establish appropriate budget guideline for the event's objectives

88. The budget should:

a. Be prepared with an awareness of how much time its preparation and
execution will cost the organization

b. Be driven by management, in order to provide leadership to the staff
working within the budgets constraints

C. Be followed strictly by all staff in order to provide stability in changing
conditions

d.  All of the above

89.1n the break-even chart fixed costs:

a. Represent cost incurred in running the event that increase as more people
attend the event

b. Represent costs incurred regardless of whether the event is run or not

C. Represent costs incurred in running the event, regardless of how many
people attend

d.  All of the above

90. When constructing a break-even chart, an example of a fixed cost is:

a. Food and drink

b. Lighting hire

C. Event security

d.  All of the above

91. On a break-even chart, the break-even point is where:

a. The costs associated with additional attendees exceeds the revenue from
ticket sales

b.  The revenue from ticket sales begins to exceed total (fixed and variable)
costs

C. The revenue from ticket sales begins to exceed fixed costs

d.  All of the above

92. Financial ratio analysis can be used to:

a. Identify any problems in the financial management of the event
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b. Predict problems in the event preparations

C. Indicate the health of the event organization

d.  All of the above

93. In the costing process, overheads refer to:

a. Costs associated specifically with the running of the event

b. Costs that are incurred regardless of the number of people who attend the
event

C. Costs associated with the running of the event company

d.  All of the above

94. In the costing process, direct costs refer to:

a. Costs associated specifically with the running of the event

b. Costs that are incurred regardless of the number of people who attend the
event

C. Costs associated with the running of the event company

d.  All of the above

95. In the costing process, the counterpart of direct costs are:

a. Fixed costs

b. Overheads

C. Variable costs

d. Indirect costs

96. Which of the following is not a method for determining ticket prices?

a. Covering costs

b. Market demand

C. Perceived value

d. Priority cost centers

97. Sponsorship leverage refers to the act of:

a. Using the backing of one sponsor to 'bid-up' the support of other sponsors
b. Using the backing of one sponsor to establish credibility with other sponsors
C. Using the backing of one sponsor to market the event

d.  All of the above

98. Something that defines a job in terms of specific tasks and responsibilities and
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identifies the skills and qualifications needed to perform that job successfully is
called a:

a. Job description

b.  Job specification

C. Job analysis

d.  All of the above

99. During the recruitment process, consulting references or peer group ratings are
ways of determining an applicant's suitability:

a. Based on past behavior

b. Based on present behavior

C. Based on predictions of future behavior

d.  All of the above

100. The induction process:

a. Discusses the job description with the individual

b. Introduces the organizational culture, history and working arrangements
C. “Bonds: the individual to the organization

d.  All of the above

101. Which of the following is not a method for identifying what training is
required to successfully deliver an event?

a. Performance appraisals of existing staff / volunteers

b. Stakeholder feedback surveys

C. Analysis of job requirements

d.  Asurvey of personnel

102. The dismissal of employees:

a. Is at the discretion of businesses, which have an inalienable right to manage
b. Is governed by codes of practice, which can differ from industry to industry
C. Is governed by State and Federal laws relating to unfair and unlawful
dismissal

d. All of the above
103. The process of outplacement refers to:

a. Assisting employees to find other employment with another organization
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b. Assisting employees to find different employment within the same
organization

C. Placing employees in other organizations for a limited time for the purpose
of training and professional development

d. Placing employees covertly into other organizations for a limited time for
the purpose of disrupting their operations

104. Marketing:

a. Is concerned with satisfying consumer needs and wants by exchanging
goods, services or ideas for something of value

b. Consists of all activities designed to generate and facilitate any exchange
intended to satisfy human needs and wants

C. Is the management process responsible for identifying, anticipating and
satisfying customer needs profitably.

d.  All of the above

105. Event Marketing:

a. Prioritizes saleability over artistic principles

b. Connects the events products with consumer needs

C. Drives innovation, if there is an established market for it

d. Responds to the expressed needs of event visitors

106. The challenge that arises for marketers from events being an intangible
product is:

a. That unsold portions of the product (i.e. tickets) cannot be stored and sold
later

b.  That any variations in the quality of the event from one event to the next
need to be managed

C. To provide potential visitors with advance clues about the nature of the
event

d.  That the event has qualities and aspects that consumers do not have enough
knowledge or experience to understand or evaluate

107. The challenge that arises for marketers from events being a perishable product

iS:
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a. That unsold portions of the product (i.e. tickets) cannot be stored and sold
later

b.  That any variations in the quality of the event from one event to the next
need to be managed

C. To provide potential visitors with advance clues about the nature of the
event

d.  That the event has qualities and aspects that consumers do not have enough
knowledge or experience to understand or evaluate

108. Marketing that targets people living within a 10 km radius of the festival site
is an example of:

a. Geographic segmentation

b. Demographic segmentation

C. Psychographic segmentation

d.  All of the above

109. Marketing that targets couples with young children is an example of:

a. Geographic segmentation

b. Demographic segmentation

C. Psychographic segmentation

d.  All of the above

110. In the marketing planning process, positioning refers to:

a. Being among the first to enter a new or emerging market

b. Influencing the way the target market segments perceive the organization’s
offer in relation to their competitors

C. Associating the event with particular ideas, opinions or values

d.  All of the above

111. In marketing terms, packaging an event means:

a. Focusing on how the event is presented in the public sphere and managing
its public face

b. Using marketing to persuade consumers to see the event as being in the same
box as a number of other popular products

C. Using marketing to persuade customers that the event will meet not one but
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a range of their needs

d.  Selling the ticket to an event in a bundle with other products that
complement the event, such as accommodation or dinner

112. Even if an event does not charge an entry fee, participants will still measure
the benefits of attending against:

a. The cost of the time involved

b.  The social and emotional costs that might be involved in attending

C. The costs associated with getting to the event

d.  All of the above

113. Charging the highest price that the target market will pay is an example of a:
a. Revenue orientated pricing strategy

b. Operations orientated pricing strategy

C. Market orientated pricing strategy

d.  All of the above

114. Charging a discounted price during the off-season is an example of a:

a. Revenue orientated pricing strategy

b. Operations orientated pricing strategy

C. Market orientated pricing strategy

d.  All of the above

115. Integrated Marketing Communications (IMC) is:

a. A process of presenting a unified and consistent message in all forms of
marketing communications

b. A planning process designed to assure that all brand contacts received by a
customer are relevant to that person and consistent over time

C. The coordination of various promotional elements and other marketing
activities that communicate with an organization’s customers

d.  All of the above

116. Integrated Marketing Communications (IMC):

a. Focuses on the synergistic role of advertising, sales promotions, direct
marketing, internet and interactive marketing, public relations and personal selling

in the communication program
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b.  Considers all sources of contact that a consumer has with an event as
potential delivery channels for messages and makes use of all communication
methods that are relevant to consumers

C. Ensures that all sources of contact send consistent messages, constantly
reinforced with similar meanings

d.  All of the above

117. IMC seeks to:

a. Identify the messages that will appeal to the needs of people in the event's
target market

b. Project a consistent message and image of the event to the target market
C. Actively manage the event's relationship with its target market

d.  All of the above

118. In the context of IMC, branding refers to:

a. The Event's logo

b.  All tangible packaging and presentation of the event, from logos to the
website

C. All intangible representations of the event, from its reputation to media
commentary

d. All sources of information that affects the consumer's perception of the event
119. In terms of an event's IMC, creating an awareness of the events venue and
line up is:

a. An informational objective

b. A transformational objective

C. A behavioral objective

d.  Arelational objective

120. Of all of the methods for establishing the IMC budget, the only one that links
the budget to any promotional objectives and the way these objectives are met is:
a.  What the event can afford

b. Percentage of sales method

C. Competitive parity method

d. Objective and task method
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121. An advertising method's frequency is a measure of:

a. The number of times a particular message needs to be received to be
understood

b.  The number of times the people in the target market receive the promotional
message

C. The number of times a particular message needs to be received in order to
influence behavior

d. The number of times a particular campaign can be used for the same product
122. Which of the following describes the way contemporary marketers relate to
their target audience?

a. Talking at

b. Listening to

C. Taking advantage of

d. Connecting with

123. Sponsors see their sponsorship as:

a. A philanthropic act towards their community

b. A strategic marketing investment

C. A grant / one-off assistance

d.  All of the above

124. A horse feed producer buying the naming rights of an equestrian event is an
example of using sponsorship to:

a. Build an association with a particular lifestyle

b. Entertain clients or reward staff

C. Access a niche market

d. Build brand and product awareness

125. The Commonwealth Bank's sponsorship of the cricket is an example of using
sponsorship to:

a. Build an association with a particular lifestyle

b. Entertain clients or reward staff

C. Access a niche market

d. Build brand and product awareness
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126. An energy drinks sponsorship of a music festival is an example of using
sponsorship to:

a. Build an association with a particular lifestyle

b. Entertain clients or reward staff

C. Access a niche market

d. Build brand and product awareness

127. In the context of sponsorship benefits, sponsorship leveraging refers to:
a. Arranging sponsors into a pyramid, with tiers based on resource
commitment

b. Using the backing of one sponsor to gain the trust of other sponsors

C. Developing a range of marketing activities that capitalize on the initial
sponsorship investment

d. Using sponsorship of one event to promote other events

128. The first step in developing a sponsorship strategy is to:

a. Construct a list of potential sponsors

b. Establish what assets the event can offer potential sponsors

C. Match sponsors to event assets

d. Construct a reliable picture of who the event audience is

129. The second step in developing a sponsorship strategy is to:

a. Construct a list of potential sponsors

b. Establish what assets the event can offer potential sponsors

C. Match sponsors to event assets

d. Construct a reliable picture of who the event audience is

130. Finding a potential sponsor for an event involves finding a company:

a.  That wants to connect with the events audience

b.  Who shares the event's values

C. That wants to change or strengthen its position in the market

d.  All of the above

131. A sponsorship contract:

a. Sets out the payment amount, terms, and schedule

b. Establishes the obligations of both the sponsor and the event organization
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C. Ensures category exclusivity is protected

d.  All of the above

132. In a practical sense, a sponsorship contract:

a. Establishes the ground rules for the ongoing working relationship between
the sponsorship partners

b. Ensures there are no misunderstandings about the event assets and benefits
being offered, their costs and payment terms

C. Details how either party might terminate the arrangement

d.  All of the above

133. Sponsorship management plans:

a. Identify the objectives the sponsorship will achieve for the sponsor

b. Identify the benefits that have been promised and the costs associated

C. Outline a timeline for delivery of the activities outlined in the sponsorship
d.  All of the above

134. Which of the following is not considered in the evaluation of sponsorship?
a. The effectiveness of the event partnership

b.  The role of the event and the sponsor within the partnership

C. The market impact of alternative strategies

d. The consumer-related objectives set by the sponsor

135. A principal sponsor is:

a. The sponsor who came on board first

b.  The sponsor who has contributed the most resources

C. The sponsor who plays a leadership role in managing the event

d.  The sponsor who is most integral to the event's success

136. In the context of events, naming rights are:

a. The right to have the sponsor's name associated with the event

b.  The right to have the sponsor's name listed in the list of event sponsors

C. The right to have the sponsors brand 'built in' to the name of the event itself
d.  The right to name the event in a way that subtly synergies with the sponsors
marketing strategy

137. Sustainable development can be defined as:
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a. Ensuring that future generations enjoy the same standards of living that we
do

b. Meeting the needs of the present without compromising the ability of future
generations to meet their own needs

C. Fixing standards of living at 2000 levels

d.  All of the above

138. There is a direct link between consumption and climate change only if:
a. People consume more each year

b. Consumption generates unusable waste

C. People consume more than they need

d. The inputs of the consumption good originate in fossil fuels

139. For indoor events, big gains can be made in reducing energy impacts by:
a. Putting programs in place to reduce demand for power, particularly by third
parties

b. Choosing a 'sustainable’ or certified energy efficient venue

C. Requesting the venue use a renewable energy supplier

d.  All of the above

140. Sustainable waste management in event production focuses on:

a. The goal of zero waste

b. Preventing waste from being generated

C. Predefining how every waste stream will be captured and processed

d.  All of the above

141. The majority of waste at many events is:

a. Packaging

b.  Food waste

C. Paper waste

d. Drink bottles

142. An event's waste management strategy focuses on:

a. Waste generated in the production process

b.  Waste created during the event by participants

C. Waste brought to the festival site by participants
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d.  All of the above

143. It is important that bio-degradable waste does not end up in landfill because:
a. It has the potential to contaminate the landfill site

b.  There are regulations about what landfill sites will accept

C. It will create methane, a potent greenhouse gas

d. Because it is impossible to know what contains GMOs and what doesn't
144. 1t is most likely that the largest carbon impact from an event will come from:
a. Energy use

b.  Waste

C. Water

d. Transport

145. An event's water will come from:

a. Tankers

b. Mains water

C. The storage of harvested water

d.  Anyorall of the above

146. For an event, sustainable water management is about:

a.  Water conservation

b. Emissions to water

c.  Waste water management

d.  All of the above

147. When considering sustainable water and sanitation for an event, black water
refers to:

a. Waste water let sink into the ground through soak-aways

b. The waste water from showers or other washing operations

C. Sewage and catering sullage

d.  Waste water deemed to be a bio-hazard

148. An event's Key Sustainability Indicators are:

a. The relevant industry guidelines on environmental protection

b.  The qualitative assessments of the event's environmental impact

C. The quantitative performance measures used to assess the event's
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environmental impact

d.  The subjective assessments of an event's own performance

149. Event tourism is:

a. Holiday packages built around attending different festivals and events
b.  Astrategy for increasing visitation to a particular destination through use of
events

C. Taking successful events, festivals and performances on the road

d.  Astrategy of using tourism attendance to synergistically build attendance at
events

150. In an event tourism context, a situational analysis:

a. Examines the region's current circumstances, with respect to events and
tourism

b. Examines the pros and cons of an events current location

C. Examines the circumstances of tourists visiting the region — as holiday
makers or business etc.

d.  All of the above

151. A situational analysis should:

a. Consult key stakeholders in the event area

b. Examine the event area’s strengths and weaknesses

C. Identify any event tourism opportunities or threats

d.  All of the above

152. Event tourism assists the development of:

a. The reputation of a region as a tourist destination

b.  The infrastructure of a region

c.  Arregion's social, cultural or environmental agendas

d.  All of the above

153. Events can be 'mobile’ in the sense that they:

a. Avre part of a circuit of events

b. Move regularly between different destinations

C. Can be 'poached' by another city or region

d. Have no strong ties to their local community
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154. In the context of event tourism development, financial support is provided in
the form of:

a. Grants

b.  Sponsorship

C. Equity

d.  All of the above

155. Event tourism networks:

a. Facilitate the sharing of information and expertise

b. Expand access to sponsorship opportunities for their members

C. Developing partnerships within the events sector, and with outside
organizations

d.  All of the above

156. In the context of events, staging refers to:

a. A flat, raised area, usually framed by curtains

b.  The presentation area, as well as the sound and lighting

C. All the physical infrastructure involved in the presentation of an event

d. Bringing together all the elements of a theatrical production for its
presentation

157. In the staging of an event, the major artistic and creative decision to be made
IS:

a. Deciding on a venue

b. Determining the theme

C. Selecting artists and entertainment

d. Arranging the program of events

158. The program of an event is:

a. The series of activities leading up to an event

b.  Anoutline of what the event is trying to achieve

C. The flow of the different event experiences over time

d.  The concept that holds the different elements of an event together

159. In terms of venues for events, the advantage of conference centers and hotel

functions rooms is that:
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a. They allow the event manager to control environmental factors and get
people to focus on the event's presentations

b.  The place participants in a context already identified with leisure

C. The concept of 'Hotels' is has a lot of potential, in terms of theme

d. There is little need to dress or theme the space any further

160. In terms of venues for events, the disadvantage of conference centers and
hotel functions rooms is that:

a. Each hotel is different, and staff will need to adjust to each new venue

b.  Attendees may be tired of the same type of venue

C. As a venue, they offer only a blank canvas, and the event organizers need to
determine all the event elements themselves

d. It is difficult to control the environmental elements

161. A stage plan is also known as the:

a. Venue layout

b.  Venue infrastructure organizational map

C. Venue schedule

d.  Venue staging

162. Lighting at a venue has two functions. These are:

a. To light exits, and to light the performers

b.  To create a functional space, and to create artistic effects within the space
C. To create a safe space, and to highlight points of interest

d.  Toset avenue's ambiance, and to signal shifts in a performance

163. At an event venue, the green room is the place where:

a. Performers dress and put on make up

b. Performers and 'talent’ are entertained

C. Performers rest in between performance sets

d. Performers take care of business matters, such as contracts etc.

164. In the staging of events, the run sheet is:

a. A list of times that initiate a change of any kind during the event and what
happens at that change

b.  Alist of the order of specific jobs at an event, for entertainers, caterers etc.
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C. The running order of the different entertainment features

d.  The detailed listing of production task, with specific start and stop times,
from bump in to bump out

165. In the staging of events, a contingency plan is:

a. A plan that pulls together the various production elements

b. A plan that outlines the hospitality offered to event guests at different stages
of the night

C. A plan to accommodate the possibility of things going wrong

d. A plan for the bump out and shut down of an event

166. Logistics is an analysis tool used to:

a. Manage the set-up of an event

b. Manage the event once it's up and running

C. Manage the shut-down of an event

d.  All of the above

167.Which of the following is not a logistics area?

a. Ticket distribution

b.  Ticket pricing and printing

C. Ticket collection

d. Ticket security

168. Online ticketing has introduced the risk of:

a. Over-selling

b. On-line forgery

C. On-line scalping

d. Under-subscription

169. The number of toilets needed to service a given number of people at a festival
can vary substantially according to:

a. Gender

b.  Alcohol consumption

C. Length of stay at the event

d.  All of the above

170. Many food and wine fairs use pre-sale tickets that can be exchanged for
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samples, rather than actual money, because:

a. This reduces problems associated with accounting and securing the money
b. Participants enjoy the novelty of using something other than money

C. Many fairs feel that money is crass and cheapens the event experience

d.  All of the above

171. Food, catering and food poisoning can be a high risk factor at special events
and festivals because:

a. Alcohol is often a complicating factor

b.  Volunteers working with food are often inexperienced

C. People are consuming food they wouldn't otherwise consume

d.  All of the above

172. A media presence at an event:

a. Can disturb the rhythm of the event organization’s preparations, because
media organizations often work on short timelines

b. Can disrupt live performance elements, through radio requirements or TV
lighting, etc.

C. Can have a huge impact on publicity and sponsorship

d.  All of the above

173. In terms of the shutdown phase of an event, the event is over when:

a. The last act finishes

b. The last participant leaves

C. The last piece of equipment is packed away or returned

d.  The management of the event has been assessed

174. A key role of the logistics manager is:

a. To link the various managers, like the event manager, stage manager, artistic
director etc.

b.  To provide administrative support to the event manager

C. To manage the artistic direction of the event

d.  To coordinate the events marketing and promotions

175. In preparing a site map, the key features of a map are:

a. Roads, waterways and topography
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b. Scale, north arrow, and you-are-here

C. Scale, projection and the key

d. Toilets, stages and the key

176. In the context of event logistics, a gap analysis is:

a. Studying the map to identify any areas where infrastructure is insufficient
b. Studying the program to identify weaker areas of the performance schedule
C. Studying the logistics plan to identify oversights that could affect
implementation

d.  All of the above

177. A gap analysis is the first step in developing:

a.  Anemergency plan

b. A contingency plan

C. Evacuation procedures

d. A worst case scenario

178. The most important purpose of event evaluation is:

a. To demonstrate to stakeholders that the event is being run professionally
b.  To highlight the successes of the event management

C. The advancement of events and event management as a science

d.  To achieve ranking league tables in the event management industry

179. A pre-event evaluation is also known as:

a. A feasibility study

b. A community impact study

C. A stakeholder review

d.  Aninitial projection

180. The evaluation that occurs during the implementation of the event is:

a. A feasibility study

b. The progress report

C. The monitoring and control process

d. A mission update

181. The post-event evaluation focuses on:

a. Demonstrating that the event is viable
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b.

Measuring event outcomes and improving the event

C. Keeping the event on track while it is active

d.  All of the above

182. An example of an indicator that can be used to measure the social impacts of
an event is:

a. Percentage of energy sourced from Green energy

b. Net benefits per person in the local community

C. Percentage of business contracted out to local businesses

d.  Water consumption

183. An example of an indicator that can be used to measure the environmental

impacts of an event is:

a.
b.
C.
d.

The value of new facilities developed
The financial yield of visitors
Percentage of locals who volunteer at the event

Energy used in event transport

184. In the context of events, Key Performance Indicators (KPIs) are:

a.
b.
C.
d.

Standards in management practice
Industry standards of good practice
The goals and objectives an event sets for itself

Government codes and standards

185. Qualitative data are:

a.
b.
C.
d.

Anecdotal and suitable for narrative analysis
Anecdotal and suitable for statistical analysis
Measurable and suitable for narrative analysis

Measurable and suitable for statistical analysis

186. Quantitative data are:

a.
b.
C.
d.

Anecdotal and suitable for narrative analysis
Anecdotal and suitable for statistical analysis
Measurable and suitable for narrative analysis

Measurable and suitable for statistical analysis

187. In evaluating the success of a media strategy, media monitors will often:

80



a. Put a dollar value on media coverage that is less than the cost of equivalent
advertising space, because the event has more control over advertising, and it is
specifically designed to persuade people

b. Put a dollar value on media coverage that is equal to the cost of equivalent
advertising space, since they serve broadly the same purpose

C. Put a dollar value on media coverage that is more than the cost of equivalent
advertising space, because the people will trust editorial coverage more than
advertising

d.  Avoid putting dollar values to media coverage, because good publicity is
priceless

188. In a legal sense, a contract is:

a. Any agreement between two parties, committed to paper

b. Any agreement that involves money changing hands

C. Any agreement between two parties in which there is a promise to do
something in return for a certain benefit

d.  Anyagreement between 2 parties, where both parties are deemed to benefit
189. A contract is:

a. A verbal agreement

b.  Asimple letter of agreement

C. A formal document, drawn up by lawyers

d.  All of the above

190. In the context of entertainment contracts, a 'rider' is:

a. The terms and conditions of the performance fee

b.  Anagreement around the provision of drinks and food, additional to the
performance fee

C. An addition to the contract that specifies any benefits additional to the
performance fee

d.  Anagreement of understanding about how the artists will be treated and
respected

191. Event risk can be defined as:

a. Any negative incident that might occur during the course of the event
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b.  Any future incident that could negatively affect the event

C. Any future incident that could threaten the safety of participant's of the
event, or the broader public

d.  Any negative incident that could impact on the event's financials
192. Risk management seeks to identify and manage possible threats to:
a. People's safety

b.  The financial position of the event

C. The reputation of the event

d.  The success of the event

193. An example of a risk in the area of administration is:

a. Food poisoning

b. Not having the proper permits in place in time

C. Attendees fighting with each other

d. Promising features that cannot be delivered

194. An example of a risk in the area of marketing and public relations is:
a. Food poisoning

b. Not having the proper permits in place in time

C. Attendees fighting with each other

d. Promising features that cannot be delivered

195. An example of a risk in the area of health and safety is:

a. Food poisoning

b. Not having the proper permits in place in time

C. Attendees fighting with each other

d. Promising features that cannot be delivered

196. An example of a risk in the area of crowd management is:

a. Insufficient public transport

b. Not having the proper permits in place in time

C. Attendees fighting with each other

d.  Theft of box-office takings

197. An example of a risk in the area of security is:

a. Insufficient public transport
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b. Not having the proper permits in place in time

C. Attendees fighting with each other

d. Theft of box-office takings

198. An example of a risk in the area of transport is:

a. Insufficient public transport

b. Not having the proper permits in place in time

C. Attendees fighting with each other

d. Theft of box-office takings

199. In order to manage risk, event health and safety, the event team must consult
with:

a. The event's suppliers

b.  The event's staff and volunteers

c.  The event's sponsors

d.  All of the above

200. An incident report is:

a. A summary of incidents affecting the event's reputation

b. A formal record of any incidents that had an impact on health or safety

C. A report prepared in response to a particular incident that occurred during
the event, for the purposes of insurance

d. A policy document outlining responses to any incidents affecting

participant's health of safety.

Kpurtepuu BbICTaB/IeHHsI OLIEHKHU CTY/IEHTY Ha 3a4eTe/ IK3aMeHe

no aucuumiaune «Event tourism (Event typusm)»

Bajibl Onenka
(perTHHTOBOI JK3aMEeHa TpedoBanus k cGpopMHUPOBAHHBIM KOMIIETCHIMAM
OIICHKH) (crangapTHas)
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86-100

«OTIUYHOY/
«3a4TEHOY

OrneHka «OTIMYHO»/ «3aYT€HO» BBICTABIISICTCS CTYACHTY,
eclii OH TJIyOOKO M TMPOYHO YCBOWJI MPOrPAMMHBIN
MaTepuaj, HUCYEPIBIBAIOLIE, IOCIEA0BATENbHO, YETKO H
JIOTUYECKH CTPOIHO €ro u3jaraer, yMeeT TeCHO YBSA3bIBATh
TEOPHIO C MPAKTHKOH, CBOOOJHO CIpPABISETCS C 3a/lauyaM,
BONPOCAMU U JIPYTUMH BUJAMH TPUMEHEHUS 3HAHUH,
IIPUYEM HE 3aTPYAHSAETCS C OTBETOM IIPU BUIOM3MEHEHUU
3a/laHuH, UCIIONIb3YeT B OTBETE MaTepuain
MOHOTpaduuecKon JUTEPATYpHl, IIPaBWJIbHO
00OCHOBBIBAET MIPUHSTOE pelieHue, BJIaJIeET
Pa3HOCTOPOHHUMHU HaBBIKAMM U IPUEMaMHU BBIIIOJIHEHHUS
MIPAKTUYECKHX 3a]1au.

85-76

«xoporro»/
«3a4TEHO»

OneHka «XOpomUIO»/ «3a4TE€HO» BBICTABISETCS CTYACHTY,
€cli OH TBEpPAO 3HaeT MaTepuaj, I'paMOTHO M IO
CYLIECTBY H3JIaraeT €ro, He JOIYCKass CYIIEeCTBEHHbIX
HETOYHOCTEH B OTBETE Ha BOIIPOC, IPABUIILHO IPUMEHSET
TEOPETUUECKHUE IOJIOKEHUS MPHU PEIICHUU IMPAKTHYECKUX
BOIPOCOB U 33Jay, BJIaZeeT HEOOXOAUMBIMUA HaBbIKAMU U
IIPUEMAMHU HUX BBIITOJIHEHUS.

75-61

«yIOBJIETBOPHUTEI
bHOY/
«3aYTEHOY

OrneHka «yJOBIETBOPUTENbHO»/ «3a4TE€HO» BBICTABISAETCS
CTYIIEHTY, €CIIM OH HMEET 3HaHUs TOJBKO OCHOBHOI'O
Marepuanga, HO HE YCBOWI €ro Jeraled, [IOIyCKaeT
HETOYHOCTH, HEJAOCTATOYHO MPABWIBHBIE (OPMYIUPOBKH,
HapylIEHUs  JIOTMYECKOM  IIOCIEJOBATEJIBHOCTH B
W3JI0KEHUU IPOTPAaMMHOIO  MaTEpHUalla, HCIBITBIBACT
3aTpy/AHEHUs IPU BHIIOJHEHUH MPAKTHUECKUX PadoT.

60-0

«HEYIOBJIETBOPUT
enpHOY/
«HE 3aYTEHO»

OneHka  «HCYHOBICTBOPUTEIBHO» ~ «HE  3a4TCHO»
BBICTaBJISICTCS CTYACHTY, KOTOPBIH HE 3HAET 3HAYUTEIILHOU
9acTH IPOrPaMMHOTO marepuaa, JIOITyCKaeT
CYIIECTBEHHbIE OHIMOKH, HEYBEpPEHHO, C OOJIbIIMMHU
3aTpy/ZIHEHUSIMH BBITIOJIHACT TNpakTHueckue pabotel. Kak
NPAaBUJIO, OIEHKA «HEYJOBIETBOPUTEIBHO» CTABUTCS
CTYJEHTaM, KOTOpPbIE HE MOTYT MPOJOJIKUTH 00yueHue 0e3
JOMIOJTHUTENBHBIX ~ 3aHATHM 1O  COOTBETCTBYIOILIEH
JMCIIUTUIAHE.

OIICHO‘-IHI)IC cpeacrea aJjist TeKymeﬁ arTrecranmun

Tembl BBICTYIUICHUH VISl KPYIJIBIX CTOJI0B

no qucuniuinge «Event management (Opranusanus U ynpasJjeHue

MEpONPUATHAMH)>

-The range of stakeholders in an event

-Needs of stakeholders

-Types of host organizations for events

-Trends and issues in different societies that affect events

-Sponsors as partners in events

-The role of the media in events
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-Elements and resources of an event

-What is event concept

-Design of the event experience

-Ways of evaluating the feasibility of an event concept

-Integrated marketing communications and the purpose for event management
-The constituent elements of integrated marketing communications

-Ways of promoting special events

Kpurepuu oueHku:

— 100-85 GamnoB — ecnu OTBET MOKa3bIBa€T MPOYHBIC 3HAHWSA OCHOBHBIX
MIPOIIECCOB M3y4aeMOM MPEeAMETHONW 00JaCTH, OTIMYACTCs TTyOMHOM M MOJTHOTOU
PACKpBITHS TEMBI; BJIaJICHHE TEPMUHOJOTUYECKHUM aIlllapaToM; YMEHUE OOBSICHATD
CYIITHOCTb, SIBJICHUM, MPOIECCOB, COOBITUH, JIeJIaTh BHIBOJBI U 00OOIICHUS, 1aBaTh
apryMEHTUPOBAHHBIE OTBETHI, MPUBOAUTH MPUMEPHI; CBOOOJHOE BIAJCHUE
MOHOJIOTUYECKON peubl0, JIOTMYHOCTh W TOCJEA0BATEIBHOCTh OTBETA; yYMEHUE
MPUBOUTH MPUMEPHI COBPEMEHHBIX MPOOIIeM n3ydaeMoil 001acTu;

— 85-76 0GannoB — OTBET, OOHAPYKUBAIOIIMIA MPOYHBIE 3HAHUS OCHOBHBIX
MPOIIECCOB U3ydyaeMOM MpeaMETHONM 007acTH, OTJIMYAeTCsl TIIyOUHOU U TOJTHOTOM
PACKpBITUS TEMBbI; BJIAJIEHUE TEPMUHOJIOTUUECKUM arlapaToM; yMeHUe OObICHATh
CYIIIHOCTb, SIBJICHUH, MPOIECCOB, COOBITHM, ACIaTh BBIBOJBI M 000OIICHHMS, TaBaTh
apryMEHTUPOBAHHBIE OTBETHI, NPHUBOJAUTH MPUMEPHI, CBOOOJHOE BIAJCHHE
MOHOJIOTUYECKOW peublo, JIOTUYHOCTh M TMOCIEI0BAaTEeIbHOCTh OTBeTa. (OJHAKO
JIOMTyCKaeTCs OJIHA — JIB€ HETOUHOCTHU B OTBETE;

— 75-61 Oamn — oleHMBAETCS OTBET, CBUICTEIBCTBYIOIIMA B OCHOBHOM O
3HAHWHM TIPOIIECCOB  M3y4aeMOW  MpeAMETHOW  00JlacTH,  OTIUYAIOIIHICS
HEJIOCTAaTOYHOW TIyOMHOW M TOJHOTOW PACKPBITHS TEMbI; 3HAHHMEM OCHOBHBIX
BOIIPOCOB Teopuu; ciabo cPopMUpPOBAaHHBIMH HABBIKAMHM aHalu3a SBJICHUH,
MPOIIECCOB, HEIOCTATOYHBIM YMEHHEM JlaBaTh apryMEHTHPOBAHHBIC OTBETHI U
MPUBOJUTH MPUMEPHI, HEJOCTATOYHO CBOOOJHBIM BJIAJICHUEM MOHOJOTHYECKOMN
pE€UblO, JOTMYHOCTBHIO M TMOCIIEA0BATEIbHOCTBIO OTBETA. J[OMyCKaeTcs HECKOJIBKO
OLIMOOK B CO/IEPKAHUU OTBETA; HEYMEHHE IPUBECTH MPUMEP PA3BUTHSI CUTYALINH,
IIPOBECTH CBSI3b C IPYTUMU aClIEKTaMH U3ydyaeMon 00J1acTu;

85



— 60 u MeHee OalIOB — OTBET, OOHAPYKMBAIOIINK HE3HAHHWE TMPOIECCOB
U3yd4aeMoOl MpeaIMETHOW 00JIaCTH, OTJIMYAIOUIMICS HEryOOKHM pacKphITHEM
TEMBbI;, HE3HAaHUEM OCHOBHBIX BOIIPOCOB TEOPUH, HEC(HOPMHUPOBAHHBIMU HABBIKAMU
aHaln3a SBJICHUH, MPOLIECCOB; HEYMEHUEM JIaBaTh apryMEHTHPOBAHHBIC OTBETHI,
cllabbIM BJIAJICHUEM MOHOJOTHYECKOW pEeYbl0, OTCYTCTBHEM JIOTHUYHOCTH H
nocieaoBaTeabHOCTH. JlomyckaloTes cephe3Hble OMUOKKA B COJEP)KaHUU OTBETA;

HE3HAHHE COBPEMEHHOM MpOoOIeMaTUKU U3y4aeMOi 00JIacTH.

Keiic- 3agaum nmo nucuumiinie «Event management (Opranuzanus u

ylpasBJjieHHe MepONPUSITUSIMH)>

1. Why are special events created? What purpose do they serve in society?

2. Why have special events emerged so strongly in recent years in your
country?

3. What are the key political, cultural and social trends that determine the

current climate of events in your country?

4. What do you perceive as the major challenges currently facing event
managers in your country?

5. Identify an event in your city or region that has the capacity to be a
hallmark event. Give your reasons for placing it in this category.

6. Does local government in your area have an event strategy? Analyse the
roles that your local government plays in the regulation and coordination of events.

7. Can you identify a dedicated celebration space in your city or region?
How is the space managed, and what role does it play in the life of the community?

8. Identify a corporate event in your city or region. What were the objectives
of the event, and how did it fit with the overall marketing strategy of the company?

9. Choose a community event with which you are familiar, and identify the
benefits to individuals and to the community from the staging of the event.

10. Identify a local community event that you are familiar with. Analyse and
describe any strategies that the event has for engagement with the local community, and
how it contributes to community building.

11. Discuss the implications for event managers that arise from the analysis of
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the government, corporate and community perspectives on events.

12. Describe an examples of an event whose needs have been perceived to
conflict with those of the host community. As the event manager, how would you have
resolved these conflicting needs?

13. Identify an event that you know has been marred by social problems or
bad crowd behaviour. As the event manager, what would you have done to manage the
situation and improve the outcomes of the event? In your answer, discuss both the
planning of the event and possible on-the-spot responses.

14, Describe an event that you believe was not sufficiently responsive to
community attitudes and values. What steps could the community take to improve the
situation?

15. Select a major event that has been held in your region. Identify and
describe the environmental strategies that were employed by the event, and evaluate the
overall outcome of these strategies.

16. Select an event that you have been involved in as a participant or close
observer. Identify as many impacts of the event as you can, both positive and negative,
and then answer the following questions.

Did the positive impacts outweigh the negative?

What measures did the organizers have in place to maximize positive impacts and
minimize negative impacts?

As the event manager, what other steps could you have taken to balance the impacts
and improve the outcomes of the event?

17. List and describe what you consider to be the main reasons why
governments support events.

18. Briefly discuss the value of setting vision/mission/purpose statements for
events.

19. Choose a particular event type (for example, festivals), identify four
events that have established mission statements and compare these to the criteria given
in this chapter.

20. Conduct an interview with the manager of a particular event with a view

to identifying the key external environmental factors that are impacting upon their
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event.

21. When might an event employ a retrenchment strategy or a growth
strategy? Can you identify any specific event where one of these specific strategies is in
evidence?

22. Select a hallmark or mega-event and discuss the ways in which the event
plans for legacy outcomes.

23. Select an event with a functional organisational structure, and another with
a network structure. Describe each of these structures, and discuss why you believe
each event chose the organisational structure it used.

24, Explain the difference between a strategic plan and an operational plan,
and between a policy and a procedure.

25. What control systems can be established for an operational plan? What
response should there be if the key objectives are not met?

26. Explain why stakeholders are significant from the perspective of
establishing vision and mission statements.

21. Who are the most important stakeholders in an event, and why?

28. Give examples of different events staged by government, corporate and
community groups in your region and discuss their reasons for putting on these events.

29. Name a major event that you have attended or in which you have been
involved, and identify the prime stakeholders and their objectives.

30. Focusing on an event that you have experienced first-hand, list the
benefits that the event could offer a sponsor or partner.

31. Identify an event that uses the social media to engage participants in the
event. List the media that it uses, and describe how they are utilised in the event.

32. What are the means by which an event creates an emotional relationship
with its participants and spectators?

33. What events can you think of that demonstrate a unique event concept or
idea? What are the aspects or qualities that you consider to be unique?

34. Choose one of the events that you identified in the previous question, and
discuss how the design process has been applied to choosing and implementing all

aspects of the event.
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35. Imagine you are planning a tourism event in the area where you live in
order to promote the area as a tourism destination. What are the unique characteristics

of the area, and how might these be expressed in the event?

Kpurepuu oneHku:

- 100-86 OamaoB BBICTABISICTCS CTYACHTY, €CJIM CTYACHT BBIPA3WJI CBOE
MHEHHE 10 chopMynupoBaHHOW TpodiIeMe, apryMeHTHpPOBalI €ro, TOYHO
OTIPEJICIINB €€ COJICPKAHUE U COCTABIISIONINE;

— 85-76 OGamioB - paboTa XapaKTEPHU3yeTCS CMBICIOBOM IEIBHOCTHIO,
CBSI3HOCTBIO U TOCJIEIOBATEILHOCTHIO M3JIOKEHUS; TOMYIICHO 2-3 OMIMOKH TpHU
OOBSICHEHHHM CMBbICIa WM COJEepKaHus MpoOieMbl. DakTUUECKHX OIIHUOOK,
CBSI3aHHBIX C TIOHHUMaHUEM TPOOIEMBI, HET;

— 75-61 Gamn - CTyJAEHT HPOBOJIUT JOCTATOUYHO CAMOCTOSITEIBHBIN aHaIN3
OCHOBHBIX 3TallOB U CMBICJIOBBIX COCTABIIIOIIUX MPOOJIEMBI; TOHUMAET 0a30BbIE
OCHOBBI U TEOpETUUECKOE 000CHOBaHKUE BhIOpaHHOU Tembl. JlomyiieHo He Oonee 5
OLIMOOK B CMBICIIE UJTU COJIEP>KaHUH MPOOJIEMBI;

— 60 u menee OamioB — ecnu paboTa MpeACTaBIsieT COOOM MOTHOCTHIO
NepenucaHHblii MCXOAHBIM TEKCT, 0€3 KakuxX Obl TO HHM OBLJIO KOMMEHTapHEB,
anHanu3a. He packpbiTa CTpyKTypa U TEOPETHYECKAsi COCTABJISIONIAS TEMBI.

TeMaTHKa KOHCIIEKTOB
no aucuuiuinie «Event management (Opranusanus u ynpasJjieHue
MEpPONPUATHIMH)>
An Overview of the Event Field
Perspectives on Events
Event Impacts and Legacies
The Strategic Planning Function
Conceptualizing the Event
Project Management for Events
Financial Management and Events

Human Resource Management and Events

© ©o N o o~ WD RE

Marketing Planning for Events

l_\
©

Promotion: Integrated Marketing Communication for Events
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11. Sponsorship of Special Events

12. Sustainable Event Management

13. Event Tourism Planning

14, Staging Events

15. Logistics

16.  Event Evaluation and Research

17. Legal Issues of Event Management

18. Risk Management

Kpurepuu oneHku:

— 100-86 GamioB BBICTABISAETCS CTYACHTY, €CIU CTYJIEHT MpopadoTall U Jal
MIpaBUJILHBIC OTBETHI HA BCE TIOCTABIICHHBIE 3aJJaHUS U BOIIPOCHI;

— 85-76 OamioB — marepuan mpopaboTaH, HO CTYJEHT 3aTPyIHAETCS WU
CBOEBPEMEHHO HE TOTOB OTBETUTH Ha 2-3 BOIMPOCa/3aaHus IO KOHCIICKTY;

— 75-61 Oamnm — marepuan npopadoOTaH, HO CTYACHT 3aTPYIHSACTCS WU
CBOCBPEMEHHO HE TOTOB OTBETUTH Ha 4-5 BOMIPOCOB/3aJaHUI TI0O KOHCIICKTY

— 60 u meHee OaIOB — Marepuai nMpopaboTaH, HO CTYACHT 3aTpyAHSETCS

HJIK CBOCBPCMCHHO HC I'OTOB OTBCTUTDL HA BCC BOHpOCI)I/?)a,Z[aHI/ISI IIO KOHCIICKTY.

MeToauveckue peKOMEHAAUNH, ONIpeAe/A0LIue NPoueypbl OLeHUBAHUSA

pe3yabTaToB OCBOCHHUA TUCHHUILJINHDI

Texymasi arrecranmusi CTyJAeHTOB. Tekymias arrectanusi CTYACHTOB IIO
macimmae  «Event tourism (Event Typusm)» TPOBOIUTCS B COOTBETCTBUH C
JIOKTLHBIMH HOpMAaTUBHBIMU akTamu [IBOY u siBisiercst 00s13aTebHOM.

Tekymias arrecranus mo auciuminHe «Event tourism (Event typusm)»
IIPOBOJUTCS B (JOPME KOHTPOJBHBIX MEPONPHUSATHI MO OICHUBAHUIO (PAKTHYCCKUX
pe3yIbTaTOB OOYYEHUS CTYACHTOB U OCYIIECTBIISICTCS BEIYIIIUM MPETIOAaBATEIICM.

OOBbeKTaMH OIICHUBAHUS BBICTYIIAIOT:

— ydeOHas JucHUIUIMHA (TOCENIAeMOCTh BCEX BHJOB 3aHATHH  TIO
aTTeCTyeMOW JHCIUIUIMHE, aKTUBHOCTh HA 3aHATUSX, CBOEBPEMEHHOCTH
BBITOJIHCHUSI Pa3IMYHBIX BUIOB 33JJaHHA);

— CTCIICHb YCBOCHUA TCOPCTUUCCKUX 3HAHMU,
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— YpPOBEHb OBJAJCHHUS MPAKTHUYECKUMHU YMEHUSMH W HaBBIKAMH TI0 BCEM
BUJIaM yueOHOH paboTHI;

— pe3yabTaThl CaMOCTOSTEIBLHOW palbOThl, B TOM 4YHCIE — (PUHAIBHOTO
MIPOCKTA.

IIpomMe:kyTouHasi aTrecTalmmMs CTYJAeHTOB. [IpoMexyTouHas aTrTecTarus
crynenTtoB mo mucnuiuimHe «Event tourism (Event typusm)» mnpoBoamtcs B
COOTBETCTBHM C JIOKaJbHBIMM HOpPMATUBHbIMU akTamu J[IBOY wu gBusgercs
00s13aTEILHOM.

[To mucrmmummae «Event tourism (Event Typusm)» mpemycMOTpeH 3adeT B
BHJIC UTOTOBOTO TECTUPOBAHUSI.

KpaTtkas xapakTepucTHKa mnpoueaypbl NPUMEHEHUS MCI0JIb3yeMOro
OIIEHOYHOT0 cpeacTBa. B pesynpTaTe TOCEMICHHUS MPAKTHYCCKUX 3aHATHH,
MOATOTOBKE BO BPEMs CaMOCTOSITEILHOM paboThl, pa3dopa Keic-3aaad, CTYJICHT
MOCJICTIOBATEIFHO OCBAMBACT MaTEPHANIbl JWCIHWIUIMHBI W W3y4aeT OTBETHl Ha

BOITIPOCHI K U”TOI'OBOMY TECCTHPOBAHHUIO.

Kpurepuu BpicTaB/IeHHSI OLCHKHU CTYICHTY HA 3a4eTe/ IK3aMeHe

no aucuumiaune «Event tourism (Event typusm)»

Bbanabl Ouenka
(perTHHTrOBOM JK3aMeHa TpebdoBanus k cpOPpMHPOBAHHBIM KOMIICTCHIMAM
OLICHKH) (crangapTHas)

OrneHka «OTIMYHO»/ «3a4T€HO» BBICTABISIETCS CTYACHTY,
ecii OH TJyOOKO M MPOYHO YCBOWJI MPOrpaMMHBIN
Marepuas, HCUYEPIBIBAIOLIE, IOCIEHOBATEIBHO, YETKO M
JIOTUYECKH CTPOMHO €r0 U3JIaraeT, yMEeeT TECHO YBA3bIBaTh
TEOPHIO C MPAKTHKOM, CBOOOJHO CHpaBISETCs C 3a/lauaMu,
«OTIIIHON/ BOIPOCAMU M JPYTMMHM BHJIaMH NPUMEHEHUs 3HAHUU,
«3a4TCHO» IIPUYEM HE 3aTPYAHSAETCA C OTBETOM IPU BUIOU3MEHEHUHU
3a/laHuUH, UCIIOJIB3YET B OTBETE MaTepual
MOHOTpaduuecKon JUTEPATYPBHI, IIPaBUIIBHO
000CHOBBIBAET MIPUHATOE peleHue, BIIAJICET
Pa3HOCTOPOHHUMHU HaBBIKAMM U TPUEMAaMH BBIIIOJIHEHHUS
MIPAaKTHUYECKHX 3a/1a4.

86-100

OrneHka «XOpoUIO»/ «3auTE€HO» BBICTABISETCA CTYACHTY,
€CIH OH TBEPAO 3HAaeT MaTepuall, IPaMOTHO U II0
CyLIECTBY H3JIarae€T €ro, He JOIYCKas CYLIECTBEHHBIX
HETOYHOCTEW B OTBETE HA BOIIPOC, MMPABUIBHO NPUMEHSET
TEOPETUUYECKUE IOJIOKECHUS IPU PELICHUN IPAKTUYECKUX
BOIIPOCOB U 337ay, BJIaJeeT HEOOXOAUMBIMUA HaBbIKAMU U
IIPUEMAMHU UX BBIIIOJHEHHUS.

«xoporroy/
«3a4TEHO»

85-76
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OI_IeHKa «y,Z[OBJIeTBOpI/ITeHLHO»/ <Ga4YTCHO» BBICTABJIACTCA
CTYACHTY, €CJIM OH HMCECT 3HAHUSA TOJIBKO OCHOBHOTO

«YIOBIIETBOPUTEN | MaTepuaiga, HO HE YCBOWJ €ro JeTayleld, IOMyCKaeT
75-61 bHOY/ HETOYHOCTH, HEAOCTATOYHO MPABHIbHBIE (HOPMYITUPOBKH,
«324TEHOY HapylIeHWs  JIOTUYECKOW  TOCIEAOBAaTEIhbHOCTH B
W3JIOKCHUHA TPOTPAMMHOTO  MaTepuayia, HCIBITHIBACT
3aTpyHEHUS TPU BHITIOJTHCHUH MTPAKTUYECKUX PadoT.
OneHKa  «HEYIOBJICTBOPUTEIBHO»  «HE  3a4TCHO»
BBICTABIIICTCS CTYJICHTY, KOTOPBIM HE 3HACT 3HAUYUTEIIBHON
9acTh POrpaMMHOTO marepuala, JIOITyCKaeT
«HEY/IOBJICTBOPUT | CYIIECTBEHHBIC OIIMOKH, HEYBEPEHHO, C OOJBIIUMU
60-0 enbHO»/ 3aTPY/HCHUSMHU BBITIOJIHSCT IMpakTH4eckue padoThl. Kak

«HC 3a4TCHO»

MPaBWJIO, OLIEHKA «HEYJOBIECTBOPUTEIBHO» CTAaBUTCS
CTyJICHTaM, KOTOPbIE HE MOTYT IIPOJIOJDKUTH 00ydeHue 6e3
JOTIOJIHUTENIPHBIX ~ 3aHATHH 110 COOTBETCTBYIOLIEN
JHUCIUILINHE.
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