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MHTepeCHbIe N MNOJ1IE3HbIE KYPCbl

OTNMYHbIN HABOP KYPCOB Mo
MapKEeTUHIY, KOTOPbIN Mbl
NOCTOSIHHO OBHOB/ISIEM U
yAyylaem
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#Ha_sK3aMeH_KaK_Ha_npasgHunK
#TONbKO_NoNIe3Hble_3HaHuA



YHUKanbHble KYPCbl Ha Ka>X10M TpeKe

bpeHA-MeHedKMEHT

MapkeTuHr B cdhepe
KYNbTypbl

MapKeTuHr
HEKOMMEpPYECKNX
opraHmsauum

n ap.

HenpomMapKeTUHr

MapKeTUHr BrneyaT/ieHni
(Ha aHrn. s3bike)

[MoBepeH4yeckue n
9KCMepuMeHTasibHble
nccnegoBaHns B MapKeTUHre

n ap.

Tpena-mMapKeTUHr
N pbIHOYHAA aHaINTUKA

YnpaBrieHue npoueccom
BeleHNs NneperoBopoB

[MpnHATHE yripaB/ieHYeCKNX
pewweHnn Ha OCHOBE PbIHOYHbIX
nccnepoBaHum

n ap.
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YyacTne npakTUKOB

MacTep-Knacchl U Lienble Kypchbl
OT MapKeTOoJIOroB 1 9KCMepToB
PbIHKA, KOTOPbIM €CTb YTO
paccKasaTb

O 132

#nonesHble_BOPKLUOMbI



[lpenogaBaTenn-npakTUKu

80% NpoduUbHbIX KYpCOB MporpaMmMbl YATAKOTCS C y4aCTUEM NPAKTUKYHOLLIMX MapKETOJI0roB,
BbICTyMatoLWMX B pONK NpenojaBaTesiel, CMIMKEPOB U/IN 9KCMePTOB




KpyTble uccnegoBaHus

Y>ke B MaructpaTtype MOXXHO
ony6sMKoBaTb CBOKO Hay4HYIO
paboTy Un BbICTYNMUTb
CNUKEPOM Ha 60/1bLLION Hay4YHON
KOH(epeHLNm
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#nepBas_nybnvkaumsa




Hawun cBexune nybnunkawuum
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TEHAEPHBIE PA3NTMHUA BOCNPUATUA
NPOBOKALWOHHOW PEK/IAMBI

B cratbe

KIKHEBLIE CNOBA: rewnepble paznnA, BOCIPATIE PERNA-
oy

CTBERHOE BCUREADBAHNE

BOCAPHATHA peRna-
M Ha NPUMEDE PA3HBIX TANOE NPOBOKALMN.
BBEAEHME
PERAaMA, KONHYE-
G CTankm-

Comoinaa s Anescamapaps — (L in-
T ST NT] TS TR feecs 100
B DK Dngerues 1. Mocsssl

Pasanse Anercangp Mesinasmy — e piEme-

BAIOTCA € OFPOMHBIM KONMMECTBOM DEKNAMH OO KOH-
TEHTE, SHAMMTENbHYI YACTH KOTOPOTO OHMW HE Jame-
AT MM HE JAMOMUHAIT. SMIMPUIECKIE HCCNea-

BaHmA cywecr

# CnenoTbs, P 0 0Co3-

HAHHOE UMW HEOCOIHAHHOE UTHOPW POBIHAE NONb-
npeac Ha pe-

KNamH b GaHHSPAX 1 MHBIX CPSNCTEAX PAIMEaleHnR
B oMn2in-cpege [5, 6].
B YCAORUAX NPECHILIEHUSR 3y JMTOPIM DEKNAMOA
" MCKATE

i cnocode npi aa
OIHHM M3 HHX REMARSTCR MCNOME 30EIHWE MPOBOKALIW-
OHHOTD KOHTEHTS, KOTOPSIA HE TONBKO NPKHBNEK3ET
EHMMAHIWE IPUTENA WNW uKTarens [23, 36], Ho 1 Buaw-
BaeT OBUWECTBEMHBIA PEIDHAHE 33 CYET BHPYCHOMD

HperTa [16] Np G
HEHAA TAKKE MOTYT MENONBIOBATECA B COUMANBHOR
[PeRNaME, CNOCOBCTEYA GOPMUPOBIH UK LENEBOre

i N Masmonccats ¢ Moossd)
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Impact of a sports mega-event

on the perception of the image

of a tourist destination:

The case of the 2018 FIFA World Cup
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Abstract

Given a changing global context, there is a need 1o understand if sports mega-events that are now
often hosted by the BRICS countries can serve as a tool to improve their international perception
asattractive tourist destinations. The study presented in the paper analyzes the perception of Russia
and host cities of the 2018 FIFA World Cup by visiting fans. The problem was examined using the
available secondary data, as well as empirical data obtained in the spring of 2021 by means of semi-
structured interviews and survey methods. The study confirms that hosting of a sports mega-event
affects the jon of the i by iits visitors. O izing such an event peopl
to choose a location that has not been considered before and helps to dispel negative myths and
stereotypes imposed by the media. The results also confirm that attending a sports mega-event
may lead to an intention to revisit its venue. The results of the study are useful 1o an international
audience, both academics and practitioners, including policy makers.

Keywords: image of the destination, inbound tourism, spofts event, visiting fans, FIFA World
Cup. Russia.

JEL: L83, M31, D12, P36,

Introduction

“We came to watch foorball, but I love the city!” These words of a Swiss fan after the
Europ Football C] i ip match in St. F on July 2, 2021 can serve
* E-mail of th author: m. il.ru
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HacToAWNN HETBOPKUHT

O6LeHne n nogaep)xkKa co
CTOPOHbI COBETQ,
npenopaBaTesien N BbINYCKHUKOB
nporpammbil

O 156

#digital_detox
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bonblue, YeM MapKeTUHr

MeXxaucuunnamHapHbIU Tpek no
HEMPOMAPKETUHTY C 3aHATUAMM OT
npenogaBartesneun Tpex
dakynbTeToB MI'Y 1 NOAHbIM
NOrpy>XeHnem B Mup
NcUxou3nonormm

#HeMpoMapKEeTUHT
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OTNNYHbIU CTAPT Kapbepbl

BO3MOXXHOCTb NpoAaBuratbCcsa no
KapbepHOU NnecTtHuue
napannienbHOo C YCNeLHON U
NHTEPECHOW y4ebou

O 151

#TONbKO_MNO0Me3Hble_3HaHNA
#NNaBHbIA_CTapT_Kapbepbl




3aHATUA B yA0O6HOE BpeMs
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9 ’ 3 C 19:00 go 22:00 B 6yaHNe aHU
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1o cy66oTam ¢ 9:00 oo 17:10
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Kak nocTynuTb Ha nporpammy?
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[ThaH Ha6opa N BCTYNMUTEJIbHblE UCTbITAHUA

[naH Habopa:

1 8 OO IXKETHbIX
MeCT

BCTyI'IVITeJ'IbH blé NCIMNbITaHUA.

AHIMUNCKUNA

«3a4yeT / He3aueT»

MOXHO 3a4eCTb HEKOTOpPbIE SI3bIKOBbIE
cepTUdUKaTbl — CM. MOAPOBHOCTM Ha caiiTe
MK 3® Mry

MecCT A/

MecCT ANns

00Yy4YeHUS
00y4YeHus no

MHOCTPaHHbIX

0OroBopy -

MapkeTuHr (obLas YacTb + cneunanbHas 4acTb)

100 6annos

MOo>XHO 3a4ecTb nobeny UM NpM3oBOe MeCTOo B YHUBeEPCHaAe No MapKETUHIY —
CM. NOAPOBHOCTU Ha canTe NK 3O MI'Y
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[loproToBKa K MNOCTYTNJIEHUIO

€ 5 C @ econmsuny/students/mag/curricula/mgm/marketing/entrance Qe n ANRY:

9KOHOMMYECKMIA .
Onecon  Pacnucakwe  Movra @D Eng Bx M, =
GAKY/ILTET R \ )% O Bxoa oo =

BeTynutenbHble UCNbITaHUA
Meponpusits g
MexdakynsTeTCKut Kype Mpuem Ha nporpammy Ha it ocHoee No BCT)
WCNbITaHWRA:
KowrakTe!
AHFAMACKMIA A3BIK CneyManbHoCTh
OuennBaeTca no cucreme “3auer/wesaver”, C 3K3aMeH COCTOMT U3 0BuieR YacTh,
oF NpHemHO# # paagensi no
BOIMOKHOCTH 348TA MEXAYHAPOAHSIX TeOPUM, CTATMCTHKE 1 YNDABNEHIO
A3LIKOBLIX IKIAMEHOB. A, 3 M uacTv,
10 CORinKe. BKNIOHAIOLYER BONPOCH N0 MAPKETHHTY,
[= [y pma e
PO (porpamita sksamena
(% rocoswe [ ot
OHnanH-TecTupoBaHue MoaroToBUTENbHBIE KYPChI
CMCTEMA TECTVROBAHWS ANS NOCTYNIIOWHX B Toar: KypChl YREL 30
MarucTparypy. 3¢ MY — nopran, rae Ans MLY — nnatwas obpasosatenskan
aBUTYPUEHTOB BECANATHO AOCTYNHb! NPUMEDS! NPOrPamMMa, KOTOPAR NOIBONAET CAYLATENAM

https://www.econ.msu.ru/students/mag/curricula/mgm/marketing/entrance

MAPKETHUHT

YYEBHHK

0]
b
L]

=
&

MEHE/DKMEHT,

OPUMEHTHWPOBAHHBIN
HA PBIHOK

OCHOBbI
MAPKETUHIA

®Dunun Kotnep
Fapy ApMCTpPOHT
BepoHuka BoHr
JxoH Conagepc

Hapew K-Manxorpa

MAPKETVIHIOBbIE
VNICCIIEROBAHIA

TIpakTitecKkoe pyKoBoacTBO
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YHunBepcuaga no MapKeTuHry

OTO60POYHbIN 3aKJIFYNTENbHbIN
YHuBepcunaaa aTan aTan
no
MapKeTUHIy
() Ao 30 mapTa 2022 23 anpens 2022
PelleHne kelca PeweHwne
OTOOPOYHOro 3Tana dbUHaNbHOro 3aJaHus

B 2022 roay o6a aTana — B OHMIanH-popmaTte

m vk.com/universiademarketing
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YnpaBnawLwmMmn coBeT NporpamMmbl

Pbi6anko
Mapua AnekcaHapoBHa

YJIeH yrnpaBAsioLWEero coBeTa

AOLEeHT Kadeapbl MapKeTUHra
P MIy

903103@gmail.com

NMaxanos
AnekcaHap Muxannosuy

YJieH yrnpaBAsoLWEero coBeTa

HaYy4YHbIN COTPYLAHUK
JINA 3D MI'Y

pakhalov@gmail.com

CepnyxoBa
Mapusa AnekcaHppoBHa
KoopguHaTop nporpammbl

acCUCTeHT Kadeapbl 9KOHOMUKMU
Tpypa v nepcoHana 3O My

markt@econ.msu.ru
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KOHTaKTbI

marketingmsu.ru
@ markt@econ.msu.ru

MarucTtepckas nporpamMmma «MapKeTUH»



