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1. ITepedyenb NiIAaHUPYEMBbIX pe3yJbTATOB 00y4eHHs M0 JUCHUILIHHE (MOAYJII0),
COOTHECCHHBIX C INIAHUPYEMBIMH peE3yJabTaTaMHU 0CBOCHUS MPOrpaMMbl

1.1.  JucnumnuHa «MeXIyHapOJHBIH MapKETHHT» OOECIEYMBACT OBJIAJCHHUE CICAYIOIIMMHU

KOMIICTCHIUAMM

Kon HaumeHnoBanue Kon Haumenosanue JyTamna

KOMIICTCHIIMM |KOMIICTCHIIMH oTaria OCBOCHHA|0CBOCHHUA KOMIICTCHIITMHN

KOMIICTCHII NI

TIK- 3 ['oroBHOCTh K BbIABICHHIO H|[[K - 3.2 CIIOCOOHOCTh H3y4yarb u
YIOBJIETBOPEHUIO [IPOTHO3UPOBATH crpoc
norpeOHOCTE  MOKymaresei oTpeduTeNneH, aHaJIU3UPOBATh,
TOBapOB, UX (HPOPMHUPOBAHHIO C MapKETHHTOBYIO nH(popMaImIio,

[TOMOIIIBIO MapKETHHTOBBIX
KOMMYHHUKaIUi, CII0COOHOCTB
n3ydaTh W NPOTHO3HPOBATH

KOHBIOHKTYPY TOBapHOTO PHIHKA

cripoc moTpeOuTeNeH,
QHAIIM3UPOBATH
MapKETHHTOBYIO HH(OPMAITHIO,
KOHBIOHKTYPY TOBapHOTO
bIHKA

TIK - 15 ['oroBHOCT, yuacTBOBaTh B[[[K— 15.2 CIIOCOOHOCTD YIIPaBJIATh
BeIOOpE M (OpPMHPOBaHUY JIOTUCTUYECKUMHU  [IpoLleCCaMu U
JIOTHCTUYECKUX Ienell u cxeMm H3bICKABATh ONTUMAJIbHBIE
B TOPIOBBIX OpIaHU3ALMIX, JIOTUCTUYECKUE CUCTEMBI B

CIIOCOOHOCTH YIIPABJIATH,
JTOTMCTUYSCKUME  TIPOLIECCaMU
M M3BICKUBATH ONTHMAJIBHBIC
JIOTHCTHYCCKHE CHCTEMBI

MpoeCCHOHATFHON ICATEIIEHOCTH

JIIK -2 CrocoOHOCTh npunnmarts| J[IK -2 .4 CIIOCOOHOCTh TIPHHMUMATH y4dacTHe B
ydacTHe B  IOIrOTOBKE H pa3paboTKe KOMIUIEKCa MEpONPUATHI
PUHATAN ~ PELICHUH (o [0 IPOJABMKCHUIO OTEYECTBEHHBIX
BOMIpOCam OpraHu3anuy TOBApOB Ha 3apyOC)KHBIC PHIHKH
YIIpaBIEHUS 51
COBCPLICHCTBOBAHU A
NeATEIBHOCTH
BHELIHETOPIOBBIX
opraHu3anuit

1.2. B pesynbrate ocBOEHUS AUCHUIUIHHBI Y CTYACHTOB JTOJIKHBI OBITH CHOPMUPOBAHBI:

OT®/TD Kon srana Pe3yabTaTsl 00yueHus
(npu HaTu4uM npodcrangapra) O0CBOCHUS
KOMIIETCHIMHU

CrieruaiiucT B cepe 3aKymnoK» yTB. JAIK -2.4 |na ypoBHe 3HAHMIA:

08.09.2015 Ne606H

OTd B - 3HaTh OPUHUMIIBI W MOPSAAOK Y4YacTUs B

- OCYH.[CCTBJ'IGHI/IC 3aKYIIOK JJIsA

rOCYJapCTBCHHLIX, MYHUTIUITIAJIbHBIX
1 KOPIIOPATUBHBIX HYXK (B ITOJIHOM
o0BeMe)

TpynoBbeie GyHKITHH:

B/01.6; CocraBienue miaHoB 1
000CHOBaHHUE 3aKyIOK

pa3paboTke  KOMIUIEKCa  MEPONpPUATHI 1o
MPOABIKCHHIO ~ OTEGUECTBEHHBIX  TOBAapoOB  Ha|
3apyOeKHBIC PHIHKH U 110 3aKYIIKaM TOBapOB HA STHX
PBIHKAX IIPH COCTABJICHWM M OOOCHOBAaHMH ILIaHOB]
3aKyIoK

HA YPOBHE YMEHMIi:

- yMeThb B3iTh Ha ce0s dYacTh (YHKUUH [0

paspa60TKe KOMIIJICKCa MepOHpI/IHTI/Iﬁ 110




3aKylKaM TOBAapoOB Ha 3apy6e)KHLIX PbIHKaxX U
OPOJABUIKCHHUIO TOBAPOB Ha BHCIIHHC PBIHKU IIPU
COCTAaBJIEHUH K 00OCHOBAHHUH ILIAHOB 3aKYIIOK

HA YPOBHE HABBIKOB:

- TOTOBHOCTh TPHMEHSATh HAaBBIKK Pa3pabOTKH
KOMIIJIEKCA MEPONPHATHH IO 3aKylKaM TOBapOB
Ha 3apyOeXHBIX PbIHKAX U NMPOJABMKEHUIO TOBAPOB
Ha BHEIIHWE pPBIHKA TPH COCTaBICHHH H
000CHOBaHMH IIJIAHOB 3aKYOK

[IpodeccruonanbHbIl CTaHIAPT
«IKCTIEpT B cepe 3aKyIOK» YTB.
10.09.2015 Ne6251

OT® A (B nonHoMm oObeme)
KoncynsrupoBanue B chepe
3aKyIOK JJIsl TOCYIapCTBEHHBIX,
MYHUIIUTIAJIIBHBIX U
KOPIIOPATHBHBIX HYXT

TpynoBbeie GyHKITHH:

A/01.6 MOHUTOPHHT pBIHKA TIPEMETA
3aKYIOK JUJIsl TOCYIapCTBEHHBIX,
MyHUIMIIAIBHBIX U KOPIOPATUBHBIX

H YT

Menemxep B3]l/menemxkep o

DKCIIOPTY U UMIIOPTY

(B COOTBETCTBHH C pe3yJbTaTaMu
dopcaiiT-ceccun.  dopcaiiT-aHaIM3
TpeOOBaHMIT K KOMITETCHITHSIM )

TpynoBbie GYHKIHH:

.- pa3pabOTKa TEXHUKO-
HKOHOMHMYECKOTr0 000CHOBAHMUSI 110
YCTaHOBJICHUIO MPSMBIX
[TPOU3BOICTBEHHBIX CBSI3CH,
CO3JJaHMIO U pa3BUTHE OM3HEca Ha
OCHOBE JIOTOBOPOB.

MK - 2.4

NINK - 2.4

HA YPOBHE 3HAHMIi:

- 3HAaTb MNPHUHIMUIIBI U MTOPAJOK y4aCTHs B
pa3pa60TKe KOMILJIICKCa MepOHpI/IHTI/Iﬁ 1o
OPOABUKCHUIO OTCUCCTBCHHBIX TOBAPOB HA
3apy6€>KHLIe PBIHKK U IO MOHUTOPUHTY PbIHKA
npeaMeTa 3aKyloK Ui roCylapCTBEHHbBIX,
MYHUIUIIAJIBHBIX U KOPIIOPATUBHBIX HYXK]]

HA YypPOBHE YMeHHMIi:

- YMETh B34Th Ha ce0s 9acTh (PyHKIHH 10
pa3paboTKe KOMIUIEKCAa MEPOIIPHATHIA 110
3aKyIKaM TOBapOB Ha 3apyOeKHBIX PHIHKAX H
IIPOABMKEHHUIO TOBAPOB HA BHEITHUE PHIHKH IPH
MOHHTOPHHIE PHIHKA ITpeAMEeTa 3aKYIOK IS
rOCYAApCTBEHHBIX, MyHHIUIIAJIBHBIX U
KOPIIOPATUBHBIX HYXKA

Ha YPOBHEC HABBIKOB:

- BJIaJICTh HAaBBIKAMH IIPIMEHEHUS HABBIKOB
pa3paboTKN KOMIUIEKCa MEPOTIPHSITHIH 1O
3aKyIKaM TOBapOB Ha 3apyOeKHBIX PhIHKaX H
TIPOJIBMKEHHUIO TOBAPOB Ha BHEIITHHE PHIHKH JJIS
Lenell MOHUTOPUHTA PhIHKA IPEAMETa 3aKyIOK
JUISl TOCYapCTBEHHBIX, MyHHUINTIAIBHBIX 1
KOPIIOPaTHUBHBIX HYK/T

HA YpPOBHe 3HAHMIA:

- 3HaTh TPeOOBaHUS K Pa3pabOTKe KOMILIEKCa
MEpONPUATHH MO MPOABMKEHUIO OTEYECTBEHHBIX
TOBApOB Ha 3apyOe)KHBIC PBIHKHU JUIS pa3paboTKu
TEXHUKO-3KOHOMHYECKOI0 000CHOBaHHMS 110
YCTAHOBJICHUIO TIPSIMBIX NTPOM3BOCTBEHHBIX
CBsI3eH, CO3/IaHNIO W pa3BUTHE OM3HECA HA OCHOBE
JIOTOBOPOB.

HA YPOBHE YMCHMIA:

- yMeTh pa3pabaThiBaTh KOMIUIEKC MEPONPUATHIL
[0 MPOJBMKEHUIO OTEYECTBEHHBIX TOBAPOB HA
3apyOeXHBIE PBIHKU IS Pa3pabOTKH TEXHHUKO-
9KOHOMHYECKOro 000CHOBAHHS 110 YCTAHOBJICHUIO
NIPSIMBIX IPOU3BOJCTBEHHBIX CBSI3el, CO3MAHUI0 U
pa3BuTHE OH3HECa Ha OCHOBE JOTOBOPOB.




CrienaiicT B cdepe 3aKyIoK» yTB.
08.09.2015 Ne606H
OT® B

- Ocy1ecTBIEHUE 3aKyTOK IS

rOCyIapCTBEHHBIX, MYHHUITUTIATHHBIX
1 KOPIIOPATUBHBIX HYXK] (B MOJHOM
o0Beme)

TpynoBsie GyHKIMU:

B/01.6; CocraBiieHHuE IJIaHOB U
000CHOBaHHUE 3aKYIIOK

[TpodeccronanbHbIi cTaHAapT «IKCHEPT B
chepe 3akymok» yTB. 10.09.2015 Ne625H
OT® A (B moiaHOM 00BEME)
KoHcynbTHpOBaHue B cdepe

3aKyITIOK JJIsl TOCY/IapCTBEHHBIX,
MYHUITUATBHBIX U

KOPITOPATHUBHBIX HYXKIT

TpynoBble GpyHKIMH:

A/02.6 KoHCYnbTUPOBAHUE 110 3aKYITOYHBIM
poLeypam

MK -3.2

MK -3.2

Ha YPOBHEC HABBIKOB:

-BJIaJleTh HABBIKAMH Pa3padoTKH KOMILIeKa
MePONPUSITHI M0 MPOJBHKEHHIO
0TeYeCTBEHHBIX TOBAPOB HA 3apy0eKHbIe
PBIHKH JUI1 pa3pabOTKH TEXHUKO-
9KOHOMHUYECKOTr0 000CHOBAHMS 110 YCTAHOBJICHHIO
MIPSMBIX IPON3BOJICTBEHHBIX CBS3€H, CO3IaHHUIO0 U
pasBuTHE OM3HECA HA OCHOBE JOTOBOPOB.

HA YPOBHE 3HAHMIA:

- 3HaTh METOIBl BBIABICHUS IOTpeOHOCTEH B
TOBApax M yclyrax, X (JOPMHPOBAHHUS C IOMOILBIO
MapKEeTHHIOBBIX ~ KOMMYHHMKAUWH  IUIAHOB |
MIPOTHO30B 3aKyTOK B obmactu
npoheCCHOHATBLHON eSITeIbHOCTH

HA YPOBHE YMEHHUii:

- YMETh MPHUMEHITh METO[bI BHISIBICHUS
MoTpeOHOCTEH B TOBApax U yclyrax,
(hOpMHUPOBAHHSI C TOMOIIBI0 MAPKETHHIOBBIX
KOMMYHHKAIIMH IJIAHOB U TPOTHO30B 3aKYIOK B
obmactu mpohecCHOHATBHOMN NeATENbHOCTH

Ha YPOBHEC HABBIKOB:

- BJIaJICThb HABbIKAMU TMPUMEHCHUA MCTOOO0B
BBISIBJIEHHSI IOTPEOHOCTEN B TOBapax M yCiayrax, X
(hopMHPOBAHUS ¢ TOMOIIHIO MAPKETHHTOBBIX
KOMMYHMKaIU{ [IJIAHOB U MTPOTHO30B 3aKYIOK B
obacTu podheCCHOHATIBHOMN eATSILHOCTH

HA YPOBHE 3HAHMIA:

- 3HaTh METO/Ibl BBISIBIICHHS TIOTPEOHOCTEH B
TOBapax M yciyrax, X GopMHpOBaHUS C TIOMOLIBIO
MapKETUHIOBBIX KOMMYHMKALIUH MJIAHOB U
IIPOTHO30B 3aKYIOK B 001aCTH
poecCUOHANBHOH AESTEeNbHOCTH AN Liellel
KOHCYJIFTHPOBaHUs B cepe

3aKyIOK Ul TOCY/IapCTBEHHBIX,

MYHUIIMIATBHBIX U KOPIOPATHBHBIX HYX]

HA YPOBHE YMEHHUIi:

- YMETb MPUMEHATH METO/bI BbIABICHUA
noTpeOHOCTEH B TOBapax M yCIyrax, X
(hopMHPOBAHUS ¢ TOMOIIBIO MAPKETHHTOBBIX
KOMMYHMKaIU{ [IJIAHOB U MTPOTHO30B 3aKYIOK B
o0acTH mpoheCCHOHATIBHON IeATSIbHOCTH IS
1eJIeii KOHCYIBTHPOBAHHUS B chepe

3aKyIOK IUTS TOCYAaPCTBEHHBIX,
MYHULHINIAIBHBIX U KOPIIOPATUBHBIX HYXKI

HA YPOBHE HABBIKOB:




- BJIaICTb HaBbIKAMU TMPUMCHCHUA MCTOIOB
BBISIBJICHHS IOTPEOHOCTEN B TOBapax M yciayrax, X
(hopMHPOBAHUS ¢ TOMOIIHIO MAPKETHHTOBBIX
KOMMYHMKaIU{ [IJIAHOB U ITPOTHO30B 3aKYIOK B
o0acTv poheCCUOHATIBHOMN NeATSIBHOCTH IS
HeJiel KOHCYIbTUPOBAHUS B chepe

3aKyIOK JUIs TOCYIapCTBEHHBIX,

MYHUIMIIAJIBHBIX U KOPIIOPATUBHBIX HYXK],

Menemkep BO/l/menemxep 1o 3KCopty u
MMIIopTy

(B COOTBETCTBHH C pe3yabrataMu (popcait-
ceccun. DopcaiiT-aHanu3 TpeboBaHUH K
[KOMIIETEHITUSIM)

TpynoBbie GpyHKIUH:

- opranu3zaius coopa, CuCTeMaTu3aIus,
n3ydyeHue u 00001eHne HHPOPMALTMOHHBIX
MaTepuasoB 110 MapKETHHTY; 00
YKOHOMHUYECKOH, COBITOBOM 1 IIpoue
esitenibHOCTH Opranu3anui (hupm), ¢
KOTOPBIMH 3aKJIFOYEHBI JIOTOBOPA O
COTPYIHUYESCTBE B YaCTH CHAOKEHUS U COBITA

CrnenpanucTt B cepe 3aKynoK» yTB.
08.09.2015 Ne606H
OTD B

- OCYH_ICCTBJ'IGHI/IC 3aKYIIOK JJIsA

rOCYJapCTBCHHBIX, MYHUTIUITIAJIBHBIX

MK -3.2

MK -15.2

HA YPOBHE 3HAHMIA:

- 3HaThb METO/Ibl BBISIBJICHUS IIOTPEOHOCTEN
TMIOKYIIaTenel ToBapoB, MX (GOPMHUPOBAHUIO C
ITOMOIIIBI0 MAPKETHHIOBBIX KOMMYHHUKALUH,
IIPOTHO3UPOBATH CIIPOC TTOTpedHTENEi Ha
9KCIIOPTHO-MMITOPTHYIO TIPOAYKLIUIO JUIsI
opranuzanuy coopa, cucTeMarusanus, u3y4eHue 1
0000111eHne HHPOPMALIMOHHBIX MaTEPUAJIOB 1O
MapKeTHUHTY; 00 SKOHOMUYECKO#, COBITOBON U
IIpoyeii IesTeNbHOCTH opranu3anuii (pupm), c
KOTOPBIMH 3aKJIIOUEHBI JI0r0BOpa 0
COTPY/ZIHHYECTBE B YACTH CHAOXKEHHS U CObITa

HA YPOBHe YMEHMIi:

- YMETb NPUMCHATH METO/IbI BBISIBJICHU S
NOTpeOHOCTEH NOKyNareleil ToBapoB, HX
(OPMHPOBAHHIO C TIOMOIIIBI MAPKETHHTOBBIX
KOMMYHHKAIIHHA, TPOTHO3UPOBATH CIIPOC
noTpeduTeseil Ha SKCIOPTHO-UMITOPTHYIO
MPOIYKIIMIO Ui OpraHu3anuu coopa,
CHCTEMaTH3aIlusl, U3y4eHHE U 0000IICHIe
MH(OPMAIIMOHHBIX MaTEPUAIIOB IO MaPKETHHTY;
00 9KOHOMHYECKOH, COBITOBOH ¥ Ipoyen
JeATeNIbHOCTH OpraHu3anui (Gpupm), ¢ KOTOPHIMU
3aKJIFOYEHBI JIOTOBOPA O COTPYIHUYECTBE B UACTH
CHa0)KeHUsI U cObITa

HA YPOBHE HABBHIKOB:

BJIaJICTh HABBIKAMH NIPUMEHEHHUS MIPUMEHSTh
METO/IbI BBISIBJICHUS ITOTPEOHOCTEH MOKymareneit
TOBApOB, NX (POPMHUPOBAHUIO C IIOMOLIBIO
MapKETHHIOBBIX KOMMYHHKAIUH, TPOrHO3UPOBATH
CIIPOC TMOTPeOHTEIICH Ha SKCIIOPTHO-MMIIOPTHYIO
MIPOAYKIIHIO

Ha ypOBHE 3HAHWH:

-- 3HaTh IPUHIIUIIBI U CIOCOOBI  YIIPaBJICHUS
JIOTUCTUYECKHUMH MPOIECCAMH U U3bICKUBATh
ONTHUMAJILHBIC JIOTHCTUIECKHIE CHCTEMBI B chepe
3aKyIOK




1 KOPTIIOPATUBHBIX HYXK] (B MOJHOM
o0Beme)

TpynoBsie GyHKIHU:

B/02.6 OcymiectBnenue mporueayp
3aKyTIOK

Menemkep BO/l/MeHemxep 1o 3KCHOPTY U
MITOpTY

(B COOTBETCTBHH C pe3yabTaTaMu opcaiiT-
ceccrn. QopcaiiT-anHanm3 TpeOoBaHUHN K
KOMITCTEHITHSIM )

TpynoBsle QyHKINH:

- opranmzamnus coopa, CHCTeMaTH3anus,
n3ydeHne U 0000IIeHre HH(OPMAIIMOHHBIX
MaTepraoB 0 MApKETHHTY; 00
HKOHOMHIYECKOH, COBITOBOM 1 TIpoUeii
TesITETPHOCTH OpraHu3aIuii (Gupm), ¢
KOTOPBIMH 3aKJIFOUECHBI IOTOBOPA O
COTpyAHMYECTBE B YACTH CHAOKEHUS U COBITA

MK -15.2

Ha YPOBHE YMEHHIL:

- YMETh NPUMEHSTH IPUHIUIIEI U CIOCOOBI
YIIpaBJIECHUS JOTUCTUIECKUMH TIPOIIECCaMH U
M3BICKUBATh ONTUMAJIbHBIC JIOTHCTHYECKNE
CHCTEMBI B cpepe 3aKyNOK P OCYIIECTBICHUH
MIPOLEAYP 3aKYIIOK

Ha ypOBHE HaBBIKOB!

-OBITh TOTOBBIM Y4acCTBOBATh B YIIPABICHUU
JIOTUCTUYCCKHUMU MTpoHEeCCaMi U U3bICKUBATH
OIITUMAJIbHBIC JIOTUCTUYECCKHUEC CUCTCEMEI B
poeCCHOHATILHOMN EATSIBHOCTH PU
OCYIIECTBICHUH MPOIEIYP 3aKYIOK

HA YPOBHE 3HAHMIA:

- 3HaTh IIPUHIMIIEL U CIIOCOOBI  YIPaBIICHHS
JIOTUCTUYECKUMH NPOLIECCAMU U U3BICKMBATh
OINITUMAJIbHBIE JIOTUCTUYECKUE CUCTEMBI BO
BHEITHEIKOHOMUYECKOM JIESITeIbHOCTH ISt
opranuzanuu coopa, cucTeMarusanus, u3y4eHue 1
000011eHe HHPOPMALIMOHHBIX MAaTEPUAJIOB O
MapKeTHUHTY; 00 SKOHOMHUYECKO#, COBITOBOU U
IIpoyeii IesTeNbHOCTH opranu3anuii (pupm), c
KOTOPBIMU 3aKJIIOUEHBI JOTOBOpa O
COTPY/ZIHHYECTBE B YACTH CHAOXKEHHS U CObITa

HA YPOBHE YMeHMIi:

- YMETh NPUMEHSTH IPUHLUIIBI U CIOCOOBI
YIPAaBJIEHUS JIOTUCTUYECKUMU TIPOLIECCAMU U
U3BICKUABATh ONTUMAJIBHBIEC JIOTUCTUYECKUE
CHCTEMBI B cpepe BHELTHEIKOHOMUYECKOH
JIeSITEIIBHOCTH

Ha YPOBHEC HABBIKOB:

-OBITh TOTOBBIM YIPaBIISTh JIOTUCTUUECKUMU
MIPOLIECCaMU U U3BICKUBATH ONITHMAJIbHBIE
JIOTUCTUYECKUE CUCTEMBI IIPU peati3alum
9KCIIOPTHO-UMITOPTHBIX OIEpalui st
opranuzanys coopa, cuCTeMaTu3anys, n3y4eHue u
000011eHue HH(POPMAITMOHHBIX MAaTEPHAJIOB IO
MapKeTHHTY; 00 SKOHOMHUYECKO#, COBITOBON U
IIpoyeil IesTeNbHOCTH opranu3anuii (pupm), c
KOTOPBIMU 3aKJIIOUEHBI JOTOBOpa O
COTPY/ZIHMYECTBE B YACTH CHAOXKEHHS U CObITa

[Ha YPOBHC HABLIKOB!:

-OBITH TOTOBBIM Y4YacTBOBATH B peasi3alui
[IPOEKTOB B 001aCTH NPO(HEeCCHOHATBHON
IesITeIIEHOCTH C YYETOM YCIIOBUI HAJIOTOOOJIOKEHU S
PKCITIOPTHO-MMIIOPTHBIX OIEepalui




2. O0beM u MecTO IUCHUILTHHBI (Moay.as) B cTpykrype OIl BO

Hucuuruinaa B1.B.07 «MexyHapoaHblii MapKeTHHI» B COOTBETCTBHHM C YUEOHBIM
ranoM HampasiieHus: moarotoBku 38.03.06 «Topromoe apenmo», mpoduins «MexayHapoHas
KOMMEPIHS» HU3ydaeTrcss B 7-oM cemecTpe 4 kypca. OOmas TpylloeMKOCTh TUCIUIIIUHBI — 3
3aueTHBIX eauHUITBI (108 akan. Jac.)

OcBoeHue TUCIMITITMHBI OMTUPASTCS Ha CIEAYIONINEe JUCUUIUINHBL: «MapkeTuHr» (3 Kypc,
5 cemectp), «MexnyHaponHble S3KOHOMHYECKME OTHOIIEHus» (3 Kypc, 6 cemecTp)
«Opranuzamus KoMMepiuu 1o cdepam npumeHeHus» (3 Kypc, 6 cemectp, 4 Kypc, 7 ceMecTp).

Jucuymmza  «MeXIyHapoIHbIi MapKETUHI» CIY’)KAT OCHOBAaHUEM JUIsl W3YYEHHUS
JUCLMIUIMHBL «MeXayHapoaHas TOproeis» (4 Kypc, 8 ceMecTp), a TakKe HCIOIb3yeTCs IpH
IIPOXOXKICHUM TPOU3BOJICTBEHHOM, BKIIOYAs MPEIAUIUIOMHYIO0, npaktuky, HUP u nmoaroroske
BKP.

ITo qucuummne b1.B.07 «MexayHapoaHbIii MapKETHUHT) BbIIETIAECTCS
Ha KOHTaKTHYI0 padoTy ¢ mpernoaaBateneM 36 yaca, B TOM YHCIE:
- Teknuu — 18 4ac.
- IpaKTUYecKue 3aHsATus — 18 yac.
Ha CaMOCTOSTENBHYIO paboTy oOyuaromuxcs - 72 daca.

3. Conep:kaHue ¥ CTPYKTYpPa TUCHHUILUIMHBI (MOLYJIs)

Tabmwnua 1.
Ne /i HaumMmenoBaHue O0beM TMCHUITUHBI (MOYJIfA), Yac. ®opma
TeM (pa3aesioB), TEKyIIero
KOHTPOJIAA
ycneBaeMoCTH* ¥,
NPOMEKYTOYHOM
arrecTamuu™**
Bcero KonTakTHasi padora Cp
o0y4yarommxcs ¢ npenoaaBarejieM
10 BUJAAM Y4eOHbIX 3aHATHI
J1/30, JIP/ DO, n3/30, | KCP
JOT* JIOT* JIOT*
Ounasa popma odoyuenusn
Tema 1 |Introduction  to 16 3 3 10 o, 4,3
International
Marketing (IM).
Tema 2 |A Research 18 3 3 12 0,K,3
Process of
International
Markets.
Tema 3 Marketing mix & 18 3 3 12 0,3c
strategies in
International
Marketing




Product: A
Product in
international
markets

Tema4 |Marketing mix & 20 3 3 14 O,K
strategies in
International
Marketing:
International
Pricing

Tema 5 |Marketing mix & 18 3 3 12 0,3c
strategies in
International
Marketing:
Global Promotion

Tema 6 |Organization & 18 3 3 12 0,4,3
Management of
International
marketing
activities.
ITpomesxkyTounas
aTTecTalus

3a4eT

Bcero: 108 ‘ 18 ‘ ‘ 18 ‘ 72

HeobxoouMble popmbl meKyujeco KOHmpoas ycnesaemocmu. Koumponishvle pabomot (K), onpoc (0O), scce
(Oc), oucnym (), unousudyanvusie 3a0anus (3.

Conepskanue Q1M CHUIIMHBI (MOXLYJIA)
P.1.Introduction to International Marketing (IM).

Globalization tendencies and Marketing transformations, The imperatives and challenge of IM,
Environment Spheres:
economic, legal, socio-cultural, informational, technological, etc.

The levels and sequence in IM decision-making

P.2.A Research Process of International Markets.

Market Potential determination, Profit margin analysis in international markets,
Segmentation, Targeting, Positioning, Competitive Analysis, Planning Process in International
Marketing

P.3.Marketing mix & strategies in International Marketing Product: A Product in international
markets

Product Decisions & International Product Strategies, Marketing Industrial Products,
Branding and Packaging Decisions, International Marketing of Services

P.4.Marketing mix & strategies in International Marketing: International Pricing
Basic Pricing Concepts, Dumping & Countertrade in international markets,
Transfer Pricing The role of Reinvoicing Centres. Other Pricing Approaches



P.5.Marketing mix & strategies in International Marketing: Global Promotion

Global Promotion, Global Advertising, Channels of Distribution, Channel Development &
Adaptation, Physical Distribution & Documentation
P.6.0Organization & Management of International marketing activities.
Leading, Organizing, and Monitoring the Global Marketing Effort, The Perspectives of Global
Marketing

4. MartepuaJbl TeKyliero KOHTpOJisi yCIieBaeMOCTH 00y4al0Iuxcs 1
(oHI 011eHOYHBIX CPEACTB MPOMEKYTOYHOM aTTeCTALMHU N0 JMCHUILIMHE (MOAYJII0)

5. (I)OprI U METOAbI TEKYHIEr0 KOHTPOJISA yCIIEBAEMOCTH U l'lpOMe)KyTO'lHOﬁ arTreCcralmu.

4.1.1. B xoxme peanuzanMy OJUCHMILIMHBI «MeXAyHApOAHBII MapKETHHI» HCIOJb3YIOTCS
CJICAYIOIINE METO/IbI TEKYIIIETO KOHTPOJIS YCIIEBAEMOCTH 00Y4arOIUXC:

Tema (paznen) MeTtobl TEKYIIETO
KOHTPOJISI yCIIEBAEMOCTH
Introduction to International Marketing (IM). Onpoc, TucnyT, 3aaHue
A Research Process of International Markets. Omnpoc, KOHTpOJIbHAS

pabora, 3a/1aHKe

Marketing mix & strategies in International Marketing Product: A Ompoc, acce
Product in international markets

Marketing mix & strategies in International Marketing: International | Omnpoc, KOHTpOTbHAS

Pricing pabota
Marketing mix & strategies in International Marketing: Global Omnpoc, scce
Promotion Ompoc, 3cce

Organization & Management of International marketing activities.
Omnpoc, aucnyT, 3a1aHne

4.1.2. IlpomexxyTouHast aTTecTalys MpoBOIUTCS B (hopMe: YCTHOTO 3a4eTa

4.2. Marepualibl TEKYILIETO KOHTPOJISI yCIIEBAEMOCTH.
IIpumepHbIe HHAUBHUAYAJIBHBIC 32JaAHUA:
Tema. Introduction to International Marketing
NHrepakTuBHOE 3a1aHUE:
[IpoBenute CpaBHHUTENBHBIN AHAIW3 Pa3BUTUA PEATBHOU U BUPTYaJIbHOM 4YacTu
MapKEeTHHIOBOM Cpeipl A SKOHOMHUYecKkoro ceueHus. Halaure 0azy MeEXCTpaHOBOIO
cpaBHeHHUA. Bocronp3yiiTech ¢ 3TOM 1€7BI0 HHTEPHET-UCTOYHUKAMH.

Tema. A Research Process of International Markets




Paz6op kelicos

Tema. Organization & Management of International marketing activities

3ananHue:

Ucnone3ys crparternyeckyro SWOT-mapaaurmMy ocCymiecTBUTe CTpaTErM4ecKuil aHaau3 JJist
KaKkoH-JINOO HMHOCTPaHHOM  KOMITAaHMM, BOUIEIIIEH Ha POCCHUICKHI pBIHOK (IO BbhIOOpa

CTyZIEHTa), ucnoib3ys HTepHeT-pecypchbl

IIpumepHbIe TEMbI J0KI210B U 3cce

1. International business and the cultural divide.

2. International products and global products

3. Recent changes in the international business environment in relation to the WTO
4. Product regulations and standards for market access

5. International market information system

6. Market globalisation

7. Cultural aspects of IM

8. International market research design

0. Market potential of countries

10.  International trading and international marketing

11.  International competitive advantage and buyer’s profile
12.  International pricing

13.  Contemporary marketing strategies for Russia

14.  Contemporary pricing strategies for a country

15.  Contemporary product strategies for a country

16.  Contemporary promotion strategies for a country

17.  Contemporary advertising strategies for a MNC

18.  Differences in the competitive environment for international marketing and domestic
business

19.  The evolution of international marketing in companies
20.  International competitive advantage and buyer’s profile
21.  Satisfaction survey in international context

22.  The features of relationship marketing in Russia

23.  The features of relationship marketing in a country



24.
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.
35.
36.
37.
38.
39.
40.
41.
42.
43.
44.
45.
46.
47.
48.
49.
50.

Sales strategy and buying roles in an international context.
Market segmentation for global energy market

Segmentation and its usage in advertising in developint countries
Persuasion strategy in developed countries

Persuasion strategy in china

International customer and marketing controls

International competition and marketing controls

International business-to-business marketing

International industrial marketing research

Competition in industrial buying

International marketing of services features

Service as product and service strategy peculiarities
Management of complaints in international environment
Guarantee of service in IM

Customer satisfaction to customer delight in MNC marketing strategies
International strategic marketing

Strategic marketing planning process

Managing across the product life cycle in IM

Market share strategy

Primary social stakeholders in brand development strategy of IM
Non-social stakeholders in IM

Projective techniques for brand development strategy of IM
Integrated focused communication

Sales contracts and sales strategy in IM

Marketing mix factors for the market penetration strategy for a country
Trademarks and ipr restrictions in foreign markets

Organizational culture and IM

4.3. OueHouHbIE CpeCTBA AJIs IPOMEKYTOUHOM aTTeCTalUK.

4.3.1. IlepeuyeHb KOMIIETEHIHII ¢ YKa3aHUEM 3TAanoB uX GopMHPOBaHUs B mpouecce

ocBOeHUsI oOpa3oBareibHOW mnporpamMmbl. [loka3atesim M KpUTepUMH OLEHUBAHUSA
KOMIIeTeHIMI HA Pa3JIMYHbIX 3Tanax ux OpMUPOBAHUSA



Kon HaumeHnoBanue Kon Haumenosanue JyTana
KOMIICTCHIIMU |[KOMIICTCHIIMU oTaria OCBOCHUAOCBOCHUA KOMIICTCHIINU
KOMIICTCHIIN

TIK - 3 ['oroBHOCTh K BbIABICHHIO H|[[K - 3.2 CIIOCOOHOCTh HU3y4arb u
YIOBJIETBOPEHUIO [IPOTHO3UPOBATH crpoc
norpeOHOCTE  MOKymaresei oTpeduTeNneH, aHaJIU3UPOBATh,
TOBapOB, UX (HOPMHUPOBAHUIO C MapKETHHTOBYIO HHPOPMAITHIO,
[TOMOLIbIO MapKETHUHIOBbIX| KOHBIOHKTYPY TOBAPHOI'O PhIHKA
KOMMYHUKAIMHA, CIIOCOOHOCTH
M3y4aTb U NPOTHO3UPOBAThH
cripoc moTpeOuTeNeH,
AHAIU3UPOBATh
MapKETHHTOBYIO HH(OPMAIIHIO,
KOHBIOHKTYPY TOBAPHOTO|

bIHKA

TIK - 15 ['oroBHOCT, yuacTBOBaTh B[[[K— 15.2 CIIOCOOHOCTD YIIPaBJIATh
BeIOOpE H  (QOpPMHpOBaHUY JIOTHCTUYECKMMHU  TIpOILEeCCaMH |
JIOTHCTUYECKUX Ienell u cxeMm M3bICKUBATh ONTUMAJIbHBIE
B TOProBBIX OpraHU3ALMSIX, JIOrHCTUYECKHE CUCTEMBI B
CIIOCOOHOCTB YTIPaBIIATH| MpoeCCHOHATFHON IEATEIIEHOCTH
JIOTUCTUYECKUMU  TpOLiEccCaMy
I W3bICKMBaTh OINTUMAaJIbHbIE
JIOTUCTUYECKUE CUCTEMBI

JIIK -2 CrocoOHOCTh npunnmarts| J[TK -2 .4 CIIOCOOHOCTh TIPHHMUMATH y4dacTHe B
ydacTue B IIOATOTOBKE U pa3paboTKe KOMITIEKCa MEPOIPUSTHHA
[IPUHATUH peleHni 1o [0 DPOABMKEHUIO OTEUECTBEHHBIX
BOIIpocaM OpraHu3aIMN TOBapOB Ha 3apyOeIKHbBIC PHIHKU
YIpaBIEHUS u
COBEPILICHCTBOBaHUS
eI TeTBHOCTH
BHEITHETOPTOBBIX
opraHu3anuit

ITan 0CBOCHHUSA
KOMIIETEHIIUH

IToxa3zareyanb oieHUBaHUA

Kpurepuii oueHnBanus

1K -3.2 cmoco6HOCTB
U3y4aTth U
MPOTHO3UPOBATH CIIPOC
MOTpeOHUTENICH,
aHaJM3UPOBaTh
MapKeTHHTOBYIO
nHdopmaruo,
KOHBIOHKTYPY TOBapHOTO
PBIHKA

[IprMeHsIeT TpUeMBbI 1 METOBI
MEX[yHapOIHOTO MapKETHHTa

BHELIIHUE PHIHKH
[ [prMeHsieT TEXHOJIOTHH MapKETHHIOBOTO
liCCIIeI0BaHMS 3apyOCKHBIX PHIHKOB
PackpbiBaeT crienn(UKy UCIOJIb30BAHMS
OMITJIEKCAa MApKETHHTa Ha 3apyOeKHBIX
BIHKaX
BISIBIISICT MTOTPEOHOCTH MOKYyTIaTeIel Ha
apyOeXHBIX PHIHKAX

[[prMeHsieT mpUeMBbl 1 METOMBI
MEKTyHAapOJHOTO MapKETHHTa

[1crionb3yeT GopMbl U cTpaterun Boixoza Hallicnonb3yeT GOpMbI U CTpaTernu BbIXO/a Ha

BHEITHIE PHIHKU
[IprMeHsIeT TEXHOIOTHH MapKETHHTOBOTO
icciieoBaHus 3apyOe)KHBIX PIHKOB
PackpriBaeT crienn(UKy HCIOIb30BAHMS
[xomITIeKca MapKeTHHra Ha 3apyOeKHBIX
[PBIHKAX

BrisiBisieT noTpeOHOCTH MOKymareneil Ha
BapyOCKHBIX PHIHKAX

IK -15.2

CIIOCOOHOCTH YIPaBIIATh
JIOTUCTHYCCKUMHU
nporeccamu u
U3BICKHBATh
ONITUMAJIbHBIC
JIOTUCTHYECKUE CHCTEMBI
B IpoeCCHOHATBHOI
JeATeIbHOCTH

3y4aeT NOTPeOHOCTH IOKYNaTeNel Ha
apyOeXHBIX PBIHKAX

CIIOJIb3yeT MapKETHHIOBBIC
OMMYHUKAIIMH JUT (POPMHPOBAHNUS
OTpeOHOCTEH OKYIaTeNei ¥ ypaBICHUsI
OTHCTUYECKHMH IPOLIECCaMH

3y4aeT U MPOTHO3UPYET CIIPOC
oTpeOuTenei

HaJIM3UPYEeT MAPKETHHTOBYIO
H(OPMAIHIO, KOHBIOHKTYPY TOBAPHOTO
bIHKA U PHIHKA JIOTUCTUYECKUX YCIYT

[IpuMeHsieT B MPaKTHYECKON AESTEIBHOCTH
CBEJICHUS O ITOTPEOHOCTSIX ITOKyNareei Ha
BapyOeKHBIX PBIHKAX

[‘paMOTHO MCHONB3YyeT MApKETHHTOBBIC
[xkoMMyHUKanuu U1 OPMHUPOBAHUS
[OTpeOHOCTEN TTOKyNaTene 1 yrnpaBiIeHUs
ITOTCTHYECKIMH TTPOIIECCaMU

KoppekTHO MPOTHO3UpPYET CIpoc
moTpeduTeneit

['PaMOTHO aHAJIM3UPYET MAapPKETUHIOBYIO

H(OpMaIHI0, KOHBIOHKTYPY TOBapPHOTO PhIHKA



Pa3pabaThiBacT IOTHCTHUCCKUE KAHAITBI
C6BITa U U3BICKUBACT OIITUMAJIBHBIC
[TOrMCTHYECKHE CHCTEMBI B
mpodeccuoHaIbHOM e TeIbHOCTH

1 PHIHKA JIOTHCTHYECKHUX YCIYT
CaMOCTOATENBHO pa3padaTbiBacT
JIOTUCTUYCCKUEC KaHaJIbI C6I)ITa U U3BICKUBACT
OIITUMAJIBHBIC JIOTUCTUYCCKUEC CUCTCEMBI B
poeccroHaNbHON ESTENEHOCTH

JATIK-2.4

CIOCOOHOCTH IPHHUMATD
y4acTHe B pa3paboTke
KOMIUIEKCA MEPOIPHATHI
0 MTPOJIBHKCHUIO
OTEYECTBEHHBIX TOBApOB
Ha 3apyOe’KHBIE PBIHKH

M3ydaer noTpeOHOCTH MOKynaTeeil Ha

BapyOEKHBIX PBIHKAX

Mcrons3yeT MapKeTHHIOBBIE

[KOMMYHHUKaLUH 17151 opMHUpOBaHUS

rmoTpeOHOCTEH MoKynarenen

M3y9aeT 1 MPOrHO3UPYET CIIPOC

rmoTpeOuTeNeH

IAHAITN3UPYET MapKETHHTOBYIO

MH(pOPMAIINIO, KOHBIOHKTYPY TOBAPHOTO

[PBIHKA

IPa3pabaThIBaeT TOTUCTHYECKUE KaHANBI

COBITa M U3BICKMBAET ONTHMAJIbHBIC

IIOrMCTHYECKUE CXEMBI IO IPOABMIKEHHIO

0OTEYECTBEHHBIX TOBapOB Ha 3apyOeKHbIC
BIHKH

[MpumeHsieT B MPaKTHUECKOH AEATEIBHOCTH
CBEJICHUS O ITOTPEOHOCTSX ITOKyNarenei Ha
BapyOeKHBIX PBIHKAX

["paMOTHO UCHIONIB3YET MAPKETHHTOBBIC
KOMMYHHKAIUH U151 (POPMHPOBAHHS
moTpeOHOCTEH MmoKynarenei

KOppeKTHO IPOTHO3UPYET CIPOC
rmoTpeduTencit

['paMOTHO aHANIU3UPYET MAPKETHUHIOBYIO
MH(OpMAaIHIO, KOHBIOHKTYPY TOBapPHOTO PhIHKA
CamocTosaTeNnbHO pa3pabaTsiBaeT
ITOrMCTHYECKUE KaHaJIbl COBITa U U3BICKUBAET
ONTHMAJILHBIE JIOTUCTUUECKUE CXEMBI T10
MPOJBMXKEHUIO OTEUECTBEHHBIX TOBAPOB Ha

BapyOeKHbIE PHIHKA

4.3.2 Tunosbie OLICHOYHBIE CPEACTBA
IlepeyeHb BONPOCOB NMPOMEKYTOYHOIO KOHTPOJIS (3a4eT):
1 International Marketing (IM) concept

2 Types of IM

3 Principles dilemma of IM

4 IM focus to enter international markets

5 Reasons to avoid international markets

6 Foreign market entry forms & their characteristics
7 The decision sequence in IM

8 IM goals at various corporate levels

9 IM research & its Role in Managerial decision making

10 A classification of international markets research instruments
11 A general scheme of international markets research process
12 Types of International Market Research

13 A Market Profit Potential analysis

14 Global Market Segmentation techniques
15 Global Target Marketing Strategy

16 Planning Process in International Marketing

17 Foreign Market Expansion Strategies

18 Stages of Development Model in IM

19 International Product Strategies

20 Marketing Planning on a Multinational Basis

21 A Product - Communications Strategies in IM

22 New Products development strategy mechanisms

23 Strategic Alternatives for Geographic Expansion

24 Impetus & Barriers for Product Adaptation

25 Levels of Branding decisions

26 Advantages & Disadvantages of Branding Alternatives in IM
27 Pricing policies & their Factors

28 Principal means of Pricing policy in International environment
29 Customer oriented strategies

30 International Pricing Strategy framework Particularities

31 Types of Dumping



32 Countertrade & IM strategies

33 TRANSFER PRICING: concept & types

34 Global Pricing Policy Alternatives

35 Price-fixing attempts in Business

36 Effective Communication Requirements for international Environment
37 A crosscultural study model for effective advertising

38 Japanese Vs American creative strategy principles

39 Media channels Decisions factors

40 Types of Commercials Regulations

41 International advertising dilemmas

42 Selecting An Advertising Agency principles

43 Factors & Forms of Global Promotion

44 Public Relations: A Concept & Effects in global environment
45 International Public Relations Approaches

46 Public Relations means evaluation for the international arena
47 Determinants of Channel of Distribution Types

48 International Channels of Distribution Alternatives

49 Channel Decisions in IM

50 The Selling process & Cultural differences Effects

51 Sales Promotion tactics Opportunities

52 International Trade Shows and Exhibitions

Jnst ouenku cpopmupoBanHocT komnetenuuii: [IK OC -3.2, [TIK OC-15.2 u u AIIK — 2.4
UCTIOJIB3YETCS CIIEAYIOIINE IIKATIbI.

IlIkana 1. Ouenka c(popMHUPOBAHHOCTH OTAEJIbHBIX 3JIEMEHTOB KOMIIETEHIIH I

O603Ha4yeHus DopmyIHpOBKa TPpeOOBaHUM
K cTelneH! ¢(hpopMHUPOBAHHOCTH KOMIIETCHIINH
Hudp. Onenka
3nartp Ymern Baaaers
He 3aureno OtcyTcTBUE 3HAHUN OrcyrcTBue ymeHuii | OTCyTCTBHE HaBBIKOB
2 He 3aureno | ®@parmenTtapHbie 3HaHUA | YacTUUYHO OCBOCHHOE ®parMeHTapHOE
yYMEHHE pUMEHEHNE
3aureHo O6m1ue, HO HE B nenom ycnemnoe, B nenom ycneminoe,
CTPYKTYPHPOBaHHBIE HO HE HO HE
3HaHUA CUCTEMaTUYEeCKU CUCTEMAaTHYECKOe
OCYLIECTBIISIEMOE MIPUMEHEHUE
yMEHUE
4 3auTeHo CdopmupoBanHbIe, HO B nenom ycnemnoe, B nenom ycnensoe,
coJiepKalllie OTAEIbHbIE HO COZIeprKallue HO coZieprKallee
po0ebl 3HaHUS OT/EJbHbIC TPOOEBbl | OTAEIBbHBIC MPOOEIIbI
YMEHHE IIPUMEHEHNE HAaBBIKOB
5 3auTeHo CdopmupoBaHHbIe CdopmupoBanHoe YcneuHoe u




CUCTCMATHYCCKHUC YMCHHC CUCTEMATHYCCKOC

3HaHUA MPUMCHCHUC HABBIKOB

Hlkana 2. KomniekcHasi oneHKa c(p)OPMHUPOBAHHOCTH 3HAHMM, YMEHHI U BJIaJeHU I

0O0603HaYeHud

®opmyaupoBka TpeOOBaHMIT

Hudp.

Orenka

K cTeneHHu c(OpMUPOBAHHOCTH KOMIIETEHIIUH

He 3aureno

He wumeer HEOOXOmUMBIX TMpPEICTABICHUA O IMPOBEPSIEMOM
Marepuae

3aureHo
WA
HE 3a4TEHO

(no yemompenuro
npenooasameis)

3HaTh Ha ypOBHE OPHUEHTHPOBaHUs, IpejacTaBicHU. CyObeKT
YU€HHUsl 3HA€T OCHOBHBIE IPU3HAKU WJIM TEPMHUHBI HU3Yy4aeMOIO
JJIEMEHTA CO/ECP)KaHUs, X OTHECEHHOCTDh K OIpEJIeTICHHON HaykKe,
OTpaciii UM 00bEKTaM, Y3HAET UX B TEKCTaxX, N300paKEHUAX WIH
cXeMax M 3HAaeT, K KaKUM HCTOYHHMKAM HYXHO oOpamarbes Ui
0oJiee AETAIBHOTO €r0 YCBOCHUS

3aureHo

3HaTh W yMETb Ha PenpoAYKTHBHOM ypoBHE. CyObeKT y4yeHHS
3Ha€T M3y4YEHHBIH DOJEMEHT COAEpP)KAHHUS  PENPOIYKTHUBHO:
MIPOU3BOJIBHO BOCIPOM3BOJUT CBOU 3HAHUS YCTHO, MHCbMEHHO
WIH B IEMOHCTPUPYEMBIX E€HCTBUAX

3aureHo

3HaTh, yMeTb, BIAJEeTh HAa AHAJMTHYECKOM YpOBHE. 3Has Ha
PENpPOAYKTUBHOM YpOBHE, yKa3blBaTb Ha OCOOEGHHOCTH H
B3aMMOCBSI3M  HM3y4CHHBIX OOBEKTOB, HAa HX JIOCTOUHCTBA,
OTpaHUYEHUS, UCTOPHIO U MEPCIIEKTUBBI PA3BUTHUSA U OCOOCHHOCTH
JUTSL pa3HBIX OOBEKTOB YCBOCHUS

3aureHo

3HaTh, YMETb, BIAJETh HA CHCTEeMHOM YpoBHE. CyObeKT y4eHUs
3HAET U3YUYECHHBIN DJIEMEHT COJAECPKAHUS CUCTEMHO, IIPOU3BOJILHO
U JI0Ka3aTeJIbHO BOCIPOU3BOIUT CBOM 3HAHUS YCTHO, MMCbMEHHO
WIM B JIEMOHCTPUPYEMBIX JEHCTBUSAX, YUUTBIBasS M YyKa3bIBas
CBS3M M 3aBUCUMOCTH MEXJy O3TUM D3JEMEHTOM U JpYyruMHu
JJIEMEHTAMU COJICPIKaHUS yUeOHOM AUCIUILTUHBI, €T0 3HAYUMOCTb
B COJIep’KaHUU YUEOHOMN NHUCIUTIIMHBI

4.4. Metoauyeckue Marepralbl

[Ipouenypsl 1 cpeacTBa OLEHUBAHUS JIEMEHTOB KOMIIETEHLIMI

10 JUCLMIUIMHE «MeXyHapOaHBIM MAPKETHUHI )

| Mpouenypa |

CpencrBo oleHuBaHMSsI




NpOBeJeHNs

Texymui KOHTPOJIb

IIpomexxyToun
bl KOHTPOJIb

Brimonnenue | Boimonnenue | Beinonnenne | BeimonHenue | 3ader B yCTHOM
YCTHBIX IIUCbMEHHBIX | MPAKTUYECKUX acce u dbopme
. 3aIaHUI pacyeTHbIX JTOKJIa/10B
3a1aHUI .
3a1aHUI
[Mpomomxkuren | Ilo ycemorpenuro Ilo He Ilo B
BLHOCTE npernojaBares YCMOTPEHHUIO IPEIYCMOTPEHO YCMOTPEHUIO COOTBETCTRHU
npenogaBaTeiist npenogaBaTesist
KOHTPOJISI C MIPUHATHIMU
HOpMaM#
BpEMEHU
dopma Yernsiii onpoc | [IuceMeHHbIN [Incemennas B yctHOMI
ompoc dbopma ¢ dbopme
MIPOBEICHUS
poBen npe3eHTanue
KOHTPOIIS 1
Bun Ycrueie IIucrmennsie IIncemennbIit 3a4eT
MIPOBEPOYHOTO BOIIPOCHI 3aIaHust o1poc
3a/1aHus
®opma otyera YcrHbie OTBeTHI B OTBeTHI B OTBeTHI B
OTBETHI MUCHbMEHHOU MMMUCbMEHHOU | yCTHOHM (hopme
dbopme
PaznaTounsrit eCTh CnopaBouHast CnpaBouHas CnpaBouHast
auTeparypa- JIuTepaTypa auTepaTypa
Marepuan

Hepeqeﬂb NMPUMEPHBIX KOHTPOJLHBIX BOIIPOCOB U 3aJlaHu# 1JI9 CAMOCTOATEIbHOM

padoThI:

Part 1 Introduction to International Marketing (IM).
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. Political Risks and and Legal Environment.

. International Marketing Decision Factors
. Stages of International Marketing Involvement

. International Marketing Management

. Globalisation of Markets and Marketing Barriers .

. Business Customs and Practices in International Marketing.

. Multinational Market Regions and Market Groups.

. Protection of Intellectual Property Rights — a Special Problem in International marketing.




Part 2. A Research Process of International Markets

1. Defining the international marketing research problem and developng a research approach.
2. Qualitative research: its nature and approaches in IM

3. Concept of causality and its Conditions in international markets.

4. Survey methods in IM.

5. Ethics in international marketing research.

6. Environmental Adaptation problem

7. International market segmentation

8. Competitor analysis

Part 3. Marketing mix & strategies in International Marketing Product: A Product in international
markets

. Developing Consumer Products for International Markets.

. Screening Products for Adaptation.

. International Markets and Product Development.

. Product Life Cycle and Adaptation

. Products and Culture.

. Attributes of Product Quality and Quality Products in Industrial Product international Markets

. International Product Strategies
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. Brands in International Markets

Part 4. Marketing mix & strategies in International Marketing: International Pricing
1. Basic Pricing Concepts.

2. Dumping & Countertrade.

3. Transfer Pricing and Other Pricing Approaches.

4. The market skimming pricing strategy.

5. Penetration Pricing.

6. The market holding strategy

Part 5 Marketing mix & strategies in International Marketing: Global Promotion
51. Industrial Products Promotion Strategies.

52. Advertising School of Thoughts.

53. Global Promotion.

54. Channel Development & Adaptation.



55.  Public Relations In Global Marketing Communication
56.  Direct Marketing in various national environments

57.  Integrated Marketing Communications

Part 6 Organization & Management of International marketing activities

58.  Planning processes for Global Markets

59.  Organizing policy for Global Competition

60.  Negotiating with International Customers, Partners, and Regulators
61.  Impact of Culture on Negotiation Behavior

62.  Monitoring the Global Marketing Strategy

63.  Leading and International Marketing Policy

5. MeToauyeckue yKa3aHus AJIs 00y4AOIIMXCH 110 OCBOCHUIO JUCHMILIHHBI (MOLYJIs1)

HaubGonpmumii o0beM yueOHOW HArpy3Kd CTyIEHTa MPUXOJUTCS Ha CaMOCTOSTEIbHYIO
paboty. CamocTosTenpHast paboTa 3aKII0YaeTCs B U3YUYCHUU OTACIBHBIX TEM Kypca 1O 3aaHUI0
Mpero/aBaTelisi Ha OCHOBE PEKOMEHIYeMOU y4eOHOM JInTepaTyphl, B MOJrOTOBKE K CEMHUHAapaM,
MPAKTUYECKUM 3aHATHSIM, TPEHUHraM, JI€JIOBBIM OOy4aroluM urpam, auddepeHnupoBaHHOMY
3auéry.

B mponecce moAroroBKM K CEMHHAPCKUM 3aHATHUSIM, IMOATOTOBKE K 3au€Ty CTYICHT
3HAYUTEIFHOE BPEMsI JOJDKECH YACIHTh Pad0Te ¢ UCTOUHHKAMH HH(POPMAITUH U JIUTEPATYPOil.

Bo BBomHOI jexkiuu o00O03HA4YaeTcs colep)KaHue IUCHUIUIMHBI, ee NpobiieMaTuka u
MpaKTUYEeCKasi 3HaUUMOCTh. CTyleHTaM BBIAAIOTCS BO3MOXKHbBIE TEMbI NMPE3EHTAUN U JTOKJIAJ0B
Ui OOCYXKIEHHSI BO BpeMsl MPAKTUYSCKUX 3aHATHHA. [Ipy 3TOM CTYIEHTOM CamMOCTOSTEIHHO
MOET OBbIThb NpEIJIOKEHAa CBOS TEMaTHKa JOKJIaJa I0 COMNIACOBAHUIO C IPENoJaBaTeseM.
Tematnka nokiazga MODKHA HWMETh MPOOJEMHBIH M TPO(ECCHOHATBHO OPUEHTUPOBAHHBIN
Xapakrep, TpeOyloImui CaMOCTOSTENbHON TBOpYECKOM paboTel cryaeHTa. CTYOEHTHI TOTOBSIT
TEKCT JIOKJIaJa, JeNIaloT 0 HeMy Mpe3eHTaiuio B Power Point u BeICTymaroT nepes cTyaeHTaMu
rpynmnel. OOCyKIeHHE NOKIaaa MPOUCXOAWT B IHAIOTOBOM pPEXHME MEXIY CTYICHTaMH M
npernojaBaresieM, HO 0e3 ero JOMHHHMpoBaHMs. KauecTBO MOATrOTOBIEHHOTO MarepHania (ero

CTPYKTYypa, HOBU3HA, ITOJHOTA, KOJIHWYCCTBO HCIIOJIB3YEMBIX HCTOYHUKOB, CAMOCTOATCIIBHOCTb



IpU €ro HaNMCaHUHU, CTENEHb OPUTMHAIBHOCTHU TPEIIOKEHHBIX peIIeHui, 0000IeHuil u
BBIBOIOB), a TaKKe YpOBEHb JOKIaaa (TOCIEIOBaTEeIbHOCTh, IlEJIEHANPaBIEHHOCTS,
yOeIUTETPHOCTh) YYHUTHIBAIOTCS B CHCTEME OaUTbHO-PEHTHHTOBOTO KOHTPOJII W HMTOTOBOM
HK3aMEHALIMOHHOM OIIEHKE MO AUCIUILIUHE.

IIpy HEOOXOOAMMOCTH BO BpeMs HHIUBUAYAJIbHBIX KOHCYJIBTALIUH CTYAEHT MOXET
MOJYYHUTh KBAJTU(HUIIMPOBAHHYIO TOMOIIh MPENoJaBaTelisi M0 OpTaHU3aIllMH CaMOCTOSTEIHHON
paboThI ¥ HAMMCAHHUIO KYPCOBOTO TMPOEKTA.

Ilpy  moaroToBke  JMOKJIaZa W HANMCaHMA  3CC€  PEKOMEHAyeTcs  Iocie
O6ubmmorpauyeckoro IMOMCKa COCTAaBUTh IUIAH C TOCHEIYIOUIUM €ro OOCYXKIEHHEM C
npernofasareneM. lLlenecooOpa3Ho MpH OCBEUICHWH BOIPOCOB W TPOOJIEM MPHIEPKUBATHCS
OTIpEeNETICHHON JIOTUKM U3JI0KEHMs, 3aKJIIOYalolleicss B CleIylolleM: Jaercs oOrmias
XapaKTepUCTUKa MpoOJeMbl M IMYTH €€ pelleHMs, 3aTeM o0Ilas 4acTh BBICTYIUIEHHS (3cce,
pedepara), KpaTkas XapaKTepUCTHKa 0COOCHHOCTEH MAapKETUHTOBBIX UCCIIEIOBAHUMN, MOTUTHUKH,
YUUTBIBAIONIEH CTpaHOBYIO crieruduky. Oo6sem scce — 10-15 c.; Bpemst, oTBomMMOE Ha JTokIiaz 7-
10 muH. PekoMeHyeTCs 10Kl CONMPOBOXKAATH JIEKTPOHHOM MPE3CHTAIUEH.

VYcnoBueM yCHEIHOro  TEKYIIEro KOHTPOJS SBJSETCS BBINOJHEHHWE B CPOK 3aJaHUM,

HaIlTUCaHUA 5CCC UM TOATOTOBKHU U MPE3CHTAIIUN JOKJIA/1a.



Y4eOHas 1uTepaTypa U pecypchbl HHPOPMANMOHHO-TEJICKOMMYHHUKAIMOHHOM CeTH
"UHTepHeT", BKIIOYAS NepPeYeHb Y4eOHO-MeTOAMYECKOro odecnedeHus s
CaMOCTOSATEJbHOM PadoThI 00y4aKOIIUXCS 110 AUCHHUILIMHE (MOLYJIIO)

6.1. OcHoBHasi JMTEpPaTYpA.

CeiidymmaeBa M.D. MexayHapO HBINH MapKETHHT [ DJIEKTPOHHBIN pecypc]: YICOHHK IS
CTYZIEHTOB BY30B, oOyuatonuxcs no crernuanbHoctd 061500 «MapkeTrHr/
CeiipymnnaeBa M.D.— DnekTpoH. TekcToBble AanHble.— M.: KOHUTU-JAHA, 2014.—
319 ¢.— Pexxum noctyna: http://www.iprbookshop.ru/8095.— 3BC «IPRbooks»

. 30008 A.M. MexnyHapoJHbIi MapKETUHT [ DNEKTPOHHBIN pecypc]: yueOHoe mocooue/
3060B A.M.— DnekTpoH. TeKCTOBbIE 1aHHble.— M.: Poccuiickuii yHuBepcuTeT ApyxObl
HapooB, 2013.— 280 c.— Pexxum noctyna: http://www.iprbookshop.ru/11529.— 3bC
«IPRbooks»

. Axymnu U.JI. MexayHapoHblii MapKETUHT [ DJIEKTPOHHBIN pecypc]: yueOHuK/ AKynud
N.JI.— DOnexrpoH. TekcroBbie NaHnHble.— MuHck: TerpaCucrtemc, Terpanut, 2014.—
512 c.— Pexxum noctyna: http://www.iprbookshop.ru/28128.— 3BC «IPRbooks»

6.2./lonotHuTEILHAS JIUTEpPAaTypa
Kapnosa, C. B. MexyHapoIHbII MapKEeTHUHT : yueOHOe rnocobue A OaKanaBpoB :
pexomenzoBaHo YMO 1o 00pa3oBaHUIo... TI0 crienuaibHoCTH "MupoBast S5koHoMuKa" /
Kapmiosa, Cetnana BacunbeBna. - Poctos v//] : ®enukc, 2009. - 318, [1] c.

I'apeeB T.P. OcHOBBI MEXAyHAPOJHOTO MapKeTHHTa [ DNEKTPOHHBIN pecypc]: yueOHoe
nocobue/ 'apeeB T.P— DnekTpoH. TeKkcTOBBIC NaHHBIe.— KanumauHrpan: bantuiickuit
¢benepanbubiil yauBepcuter M. Mmmanyuna Kanra, 2013.— 244 c.— Pexxum nocrymna:
http://www.iprbookshop.ru/3165.— DBbC «IPRbooks»

. Jlamko C.1. MexnayHapoanslii 6uznec. PR u pexinamuoe aeno [DneKTpoHHBINA pecypc]:
yaeOHoe nmocobue/ Jlamko C.U., [TactyxoBa N.0.— DnEeKTpOH. TEKCTOBBIC JaHHBIC.—
Kpacnogap: FOxHbIil nHCTUTYT MeHekMeHTa, 2011.— 235 ¢.— PexxuMm gocryna:
http://www.iprbookshop.ru/25973.— 3BC «IPRbooks»

6.3. UnTepHeT-pecypcebl

1. http://www.export.org.uk/shop/sources-of-information-and-international-
marketing-research-meth - The Institute of Export, UK

2. http://www.lib.sfu.ca/help/research-
assistance/subject/business/international-market - Simon Fraser University

3. http://fita.org/webindex/browse.cgi/Entering_International_Markets/Inte
rnational_Market Research - FITA Association

1. http://www.profnet.org/intermar.html - The Association for International
Business

6.4. Unble ncrouyHukHU. JIlureparypa Ha HHOCTPAHHOM fI3bIKE


http://www.lib.sfu.ca/help/research-assistance/subject/business/international-market
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http://www.profnet.org/intermar.html
http://fita.org/webindex/browse.cgi/Entering_International_Markets/International_Market_Research
http://fita.org/webindex/browse.cgi/Entering_International_Markets/International_Market_Research

1. Philip R. Cateora, Mary C. Gilly, John L. Graham. International marketing 15th ed. The
McGraw-Hill Companies, Inc ISBN-13: 978-0-07-352994-3, 659p.

2. Mathur U.C., International marketing management: text and cases India, SAGE Publications
Asia-Pacifi ¢ Pte Ltd, 2009, 585p.

3. Sak Onkvisit and John J. Shaw “International marketing : analysis and strategy” 4th ed. NY,
Routledge, 2009, ISBN 0-203-93006-1

3.Best, Roger J. Market-based management : strategies for growing customer value and

profitability—6™ ed. Pearson Education, Inc., publishing as Prentice Hall USA, 2013.

4.Mooi E., Sarstedt M. A Concise Guide to Market Research USA, Springer-Verlag Berlin
Heidelberg 2011.

5.Malhotra N., Birks D. Marketing Research: An Applied Orientation published by Prentice

Hall, Inc., a Pearson Education company, 2009

7. MarepuajabHo-TexHH4YecKasi 0a3a, HH(POPMALMOHHbIE TEXHOJIOTMH, IPOTPAMMHOE
o0ecrnieyenne U MHGOPMANIMOHHBbIE CIPABOYHbIE CHCTEMbI

,HJ'ISI IIPOBEACHUA 3aHATHH 110 JUCLHUIIIINHE HCO6XOI[I/IMO CICayromee MarcpruaibHO-
TEXHHUYECKOE 00CCIICUCHHE: y‘{e6HHC AyOAUTOPHU I IIPOBCACHUS 3aHATUH CCMHUHAPCKOI'0 THUIIA,
I'pynInoBbIX H HHAWUBHUAYAJIbHBIX KOHCYHBT&HHﬁ, TCKYHICTO KOHTPOJA H HpOMe)ICYTOIIHOI;'I
arTccTanuu, ajsd CaMOCTOSTEIbHOMN pa60TBIZ YUTAJIbHBIC 3aJIbI OMOIHOTEKH.

[Tporpammuoe o6ecnieuenue: MS Office Professional Plus 2016.
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