PAMOYHOE COTJIAIIIEHUE

«0 coTpyaunuecTse B chepe 06pazoBaTesbHON U HHHOBAIMONHOMH
AEATCABHOCTH»

r. XenpcmHKN 28.04.2014 roja

Markinst Oy/ Institute of Marketing, (r. XenbCHHKH, OUHISHAMA) B JIHUE
UCTIOIHUTENbHOT0  Aupexropa  Tonm  Bepkosuu, ¢  omHOH  CTOpOHBI,
Herocynapcreennoe ofGpasoBaTesibHoe yUpeK/ieHHE BHICIIEro IPOECCHOHATIEROTO
obpasosanua MHCTUTYT MHOCTPAHHBIX A3BIKOB, B sume pexkropa Onbru
Wropesunt Bpomosuy, (r. Camxr-IlerepBypr, Poccuiickan Qepepauusa) ¢ apyrof
CTOPOHBI (COBMECTHO HMEHYeMble ~ CTOPOHBI), 3aK1104 I Pavounoe Cornamenie o}
HIDKeCHeYIOIeM:

1. lIpenmer Corsratmenust

1.1. [ipenmerom Cornaitenns AsaAercs cOTpyAHAYECTB0 CTOPOH B 06pasoBaTeIbHON U
MHHOBALMOHHOM /IeATeJILHOCTH, HATIPAB/IEHHOMH Ha PeLIeHNe AKTYaIBHBIX COMATBHO-
OKOHOMHUYECKHX 1po0ieM  DPasBHTHs NpPEANPMHHMATENBCTBA U BM3Heca ¢
2 PEKTHBHBIM HCIOJIb30RAHUEM NOTeHIHANA CTOPOH, pazpaboTka
CKOOP/UMHHPOBAHHBIX JEHCTBHH 110 (DOPMHMPOBAHHIO M OCYUIECTBICHHIO CHCTEMBI
MEPOIDUATHH 110 PASBHTHIO COTPYANHYECTBA I MOBBIUEHHS KAUECTBA TOHIOTOBKH
CITeNHAIHCTOB.

1.2. CTOPOHEI B CBOMX B3AHMOOTHOLICHHMAX DYKOBOICTBYIOTCS 3aKOHaMH I
HOPMATHBHBIMH IIPaBOBBIMH aKkTaMK Poccuy v QHEIAH I,

2. OCHOBHbIE HANTPABJIEH ;I COTPYAHNYECTBA

CTOpOHbI COTPYAHIYAIOT B CTeAYIOHHX HATIPABJACHHUAX, _

2.1, CTopoHBl  3aMHTepecOBaHBl B Da3BHTHH  0BDPasoBATENBHBIX Iporpamm,
YIUTBIBAIOMMX creudduKy PocCHH H OMMpaOMuxcs Ha OOBIT PUHIRHAWH, IS
ofyuenns rpaxzaan Poccuiickol ®emeparmm. ‘

2.2, CTOpPOHBI 3aMHTEPECOBAHbl B NPOABHIKEHMHM B Poccui COBpPEMEHHBIX
06pazoBaTeNBHbIX NPOrPaMM, paspaboTaHHbIX B OUHISHANI,

2.3. CTopoHB! 3amHTepecoBaHbl B paspaboTKe COBMECTHBIX - 0BPa3OBATE/IbHBIX 1
KOHCAITHHTOBLIX IPOTPAMM, '

2.4. CTOpOHEl 3aUHTEPECOBAHbI B OPTAHH3ALMH M MPOBEEHHH CTaYKHPOBOK
caymrareniedt - rpaskgan Poceniickoil Genepannn B CUHAANAAHN.

2.6. CTOPOHBI 3aUUTEPECOBAHBI B DPA3BUTHH OOYUAIOM[MX H KOHCAITHHIOBBIX
IPOTPAMM /1715l POCCHHCKO-(QHUHCKIX BU3HEC-TIPOEKTOB U Pl PUATHE.

2.7. CTOpOHbI 3aHHTEPECOBAHDI B OPTAHH3ALME OBYUCHHA HHOCTPAHHBIM ASLIKAM
caymarened u3 Pocenn Ha 6ase umerntyra Markinst Qy/ Institute of Marketing, (r.
Xenpcuuky, QuHITHIHA)



3. ®opma peasmmzanuu Pamounoro CorsrameHus

3.1. Bemosnenne nacrosmero Pamounoro ComiaiieHus OCyIIeCTBIsAETes Ha OCHOBE
KOHKPETHBIX KOMMEPYECKHUX /[I0TOBOPOB B paMKaxX HalpaBieHUil B3auMOJEHCTBHS.
Komwmepueckue porosoper Gyzer saxmouenbl mexay Markinst Oy/ Institute of
Marketing 1 HOY BITIO MHCTUTYT MUHOCTPAHHBIX 3bIKOB.

3.2. Hampamyienusi cotpyanudecTBa B 00pa3oBaTe/IbHON M MHHOBALIMOHHOIM cepe
MOTYT JJOTIOJIHATBCS M YTOUHATHLCA 10 COryIacoBaHuio CTOPOH.

3.3. B pamkax nacrosmero Cornamenusi CropoHbl pazpabaThiBaoT 1 OCYILLIECTBIAIOT
KOHKPETHbIE MEPOTIPUATHA 110 peaTu3alui yKa3aHHbIX HAallpaBIeHHi.

3.4.Ilo mpennoskenuam CTopoH (GOPMHPYIOTCA NPOTPaMMbI COBMECTHBIX pabor mo

NPHOPUTETHLIM  HANPaBJIEHUSIM COTpy/JHMYecTBa B ofnactd o6pa3oBaHusg M
HHHOBaLMIOHHOH JIeATEeIbHOCTH.

4. O6asareancrBa Cropon

4.1. CTOpOHBI MPEALPHMYT BCE HEOOXOAMMbIE YCHIIUA /I PA3BUTUSA COTPYAHUYECTRA
B 06s1acTH 06YUeHMA M KOHCAITHHTA.

5. 3aKIouYHuTeJIbHbIE IHOJJIOKEeHH A

5.1. Hacrosinee CoryialeHue BCTYIa€eT B CHITY CO THA eT0 MOJITHCAHUS 1 JIeACTBYET 10
KOHIIa 2014 Toa.

5.2. Hacroamee Coryauienyie cocTaBleHO B [BYX OK3eMIUIApAX IO OJTHOMY
IK3EMIUIAPY AJIA Kaxk 0l u3 CTOpoH.




