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1. Ilepedyenb miIaHMPyeMbIX pe3yJIbTATOB 00y4YeHHs MO JUCHHUILINHE (MOAYJIIO),
COOTHECEHHBIX € IIJIAHUPYEMbIMHU Pe3y/IbTATAMH OCBOCHHS NPOIrPaMMBbI

1.1. lucuuiinHa

«MeXIyHapOIHbI  MapKeTHHT /

International  Marketing»

o0ecIeynBacT OBJIaZICHUC CIICAYIOIUMHU KOMIICTCHIIUAMU

Kox HaumenoBanue Kox HaumenoBanue
KOMIICTCHIIMHA | KOMIIETCHIUU KOMIIOHEHTAa KOMIIOHCHTA KOMIICTCHIIUU
KOMIIETCHIIU U
[TKp OC-2 CriocobeH K ITIKp OC-2 .1 BrusBiisieT motpebHOCTH
BBISIBJICHUIO U HOKYHaTeﬂefI TOBApOB
YIOBJIETBOPEHUIO ITKp OC-2 .2 Ocy1iecTBiIsIeT MOATOTOBKY K
noTpeOHOCTEH MIPOBEACHUIO
IIOKyIIaTeseld TOBapoB, MapKETUHIOBOI'O
K ITPOBCACHUTIO HCCIICAOBAHUA U IIPOBCACHUC
MapKCTUHI'OBOI'O MAapKETUHI'OBOT'O
HCCIIEO0OBAaHUA C HUCCIICAO0BaAHUA C
HUCITOJIB30BaAaHUEM HUCITIOJIB30BAHUEM
HHCTPYMCHTOB HHCTPYMCHTOB KOMIIJICKCa
KOMIIJICKCAa MapKCTUHTa MAapKCTUHI'a
1.1. B PE3YIbTATC OCBOCHUS NUCHUIUIMHEBL Y CTYACHTOB NOJIKHBI OLITH C(bOpMI/IpOBaHLIZ
OT®/TD / Koa komnonenta PesyabTarsl 00yueHus
TPyIOBbIE HIIN KOMIIETEeHIIUH
npodgeccuoHa IbHbIE
neiicTBUs
[1C 08.035 IMIKp OC-2 .1 HA YPOBHE 3HAHMIA:
A/01.6 BrisBnser norpebnoctn | [IpumeHeHne 0CHOB MEHEKMEHTA
[ToaroroBka k MOKynareyie ToBapoB HopmaruBHbie TpaBOBbIE aKThl, PETYIUPYIOLINE
[IPOBEICHHIO MapKETHHIOBYIO JACSTEIHHOCTD
MapKETHHIOBOTO Oco0eHHOCTH MPOBENIEHUS COLMOIOTUIECKUX HCCIIETOBaHUI
CCIIeIOBAHMUS TTpHUHIUITBI CHCTEMHOTO aHaTU3a

MCTOI[I)I HCIOJIb30BAHUA MPUKIIATHBIX O(I)I/ICHI)IX mmporpamMmm
JUTS BBITTOTHEHUST CTATUCTHICCKIX PACICTOB

HA YPOBHE YMEHMIi:

[IpumeHATH METOBI COOpPa, CpeICTBA XpAaHEHHS U 00pabOTKH
MapKETHHTOBOW HHPOPMAIUH IS IPOBEICHHS
MapKETHHIOBOT'O HCCIIEI0BAHUS

OHpe)ICHHTB OAXOAAININE MAPKETUHIOBBIEC NHCTPYMEHTHI U
MPUMEHATH UX IJIA MIPOBEACHUSA MaPKETUHIOBOI'O
HCCIIeTIOBaHUS

HO)IFOTaBJ'II/IBaTI) KOMIIJIEKCHBIH TIJIaH IMPpOBEACHUA
MapKETHHIOBOTO MCCIIEJOBAHUS

AHaIM3UPOBATh TEKYIIYIO PRIHOYHYIO KOHBIOHKTYPY
CocTaBsATh TOYHOE TEXHUUECKOE 3aJJaHHe ISl BHIIOJTHEHHS
MapKETHUHIOBOT'O HCCIIEI0BAHUS

HA YPOBHE HABBIKOB:

BrisiBnenue nmpo6iieM u GopMyIHpOBaHHE TENTEH
HCCIIeTIOBaHUS

[TnanupoBaHue MpoOBEAECHUSI MAPKETUHIOBOTO UCCIIEOBAHUS
Ornpenenenre MapKeTUHIOBBIX HHCTPYMEHTOB, C IOMOLIBIO
KOTOPBIX OYAYT MOTYyYCHBI KOMIUIEKCHBIC PE3YIbTaThl
HCCIIeIOBAHUS

[ToxnroToBka 1 coriacoBaHue IUIaHa MPOBEACHUS
MapKETHHIOBOTO MCCIICIOBAHUS

[Tonck mepBUYHON U BTOPUYHON MapKETHHTOBOM




nHpOpMaITUU

AHanu3 KOHBIOHKTYPBI PBIHKA TOBAPOB U YCIIyT
Pa3paboTka TEXHUUECKOTO 3aJaHusl TS TIPOBEICHHS
MapKETHHIOBOTO HUCCIICAOBAHUS

IMoaroroBka mporecca MPOBEACHUS MAPKESTHHTOBOTO
HCCIICIOBAHNUS, YCTAHOBIICHHE CPOKOB U TPeOOBAaHUIT K
MPOBEICHUIO MAPKETHHIOBOTO UCCIICTOBAHMUS

[1C 08.035

A/02.6

[IpoBeneHue
MapKETHHTOBOTO
MICCIIEIOBAHUS C
MICTIOIb30BaHNEM
MHCTPYMEHTOB
KOMILUIEKCa MapKeTHHTa

TIKp OC-2 .2

HA YPOBHE 3HAHMIA:

HopmaruBHbIe TpaBOBBIE aKThI, PETYNHPYIOIIHE
MapKETHHTOBYIO AEATENBHOCTD

PrIHOUHBIE METOBI XO3AHCTBOBAHHS, 3aKOHOMEPHOCTH 1
0COOEHHOCTH Pa3BUTHS SKOHOMHKHU

Oco06eHHOCTH KOHBIOHKTYPBI BHYTPEHHETO U BHEIITHETO
PBIHKA TOBAPOB U YCIIyT

MeToas! TPOBEAEHNS MAPKETUHTOBOTO MCCIIEIOBaHUS
Ilcuxonorndeckre 0COOEHHOCTH MOBEICHUS JTIOJEH Pa3HbIX
BO3PACTOB B PA3IMYHBIX XKU3HEHHBIX CUTYAIHIX
IIpaBuia, HOPMBI U OCHOBHBIE IPUHIIUIIB ATUKU JAEJIOBOTO
oO1eHus

Mertoauky pacdeTa nokasareseil mpuoby, 3 (heKTUBHOCTH,
PEeHTa0ETPHOCTH M U3/IEPKEK PONU3BOICTBA

HA YPOBHE YMEHMIi:

CucteMaTH3HpOBaTh U 0000IIaTh OOIBITHE 00BEMBI
MEpBUYHON 1 BTOPUYHONW MAapKETHHIOBOM MH(popMarin
Hcnonp30BaTh METOIBI IPOrHO3UPOBAHMUS COBITA IPOAYKIMN
U PBIHKOB

Pabotats co creruanu3upoBaHHBIMU IPOTpaMMaMH IS
cOopa MHpOPMALIMK U YIPABICHUS! MAPKETHHIOBBIMHU
HHCTPYMEHTAMHU M HHCTPYMEHTAaMH NIPOTHO3UPOBAHUS
ITpoBOANTE MAPKETHHTOBBIC HCCIIEIOBAHHS PA3HBIX THIIOB U
BHJIOB C HUCIOJIb30BaHNEM HHCTPYMEHTOB KOMILIEKCa
MapKeTHHTa

Co3naBaTb OTYETHI IO PE3YNILTaTAM MAPKETUHIOBOIO
UCCIIEIOBAHUS

JlaBaTh peKOMEHJAlUU 10 COBEPIIEHCTBOBAHUIO
HHCTPYMEHTOB KOMIIIEKCAa MapKETHHIa

HA YPOBHE HABBIKOB:

[TmanupoBaHue u opranu3aiys coopa NepBUIHON U
BTOPUYHOM MapKeTHHIOBOW HH(pOpMAIHH

O6paboTKa MOMYyYEHHBIX JAHHBIX C TIOMOIILI0 METOJIOB
MaTeMaTU4YE€CKON CTATUCTUKU

IToaroToBka OTUETOB U PEKOMEHIALMI 110 PE3YJIbTaTaM
MapKETHHIOBBIX HCCIIEI0BAaHUN

DopMHpOBaHHE NPEATIOKEHUH O COBEPILIEHCTBOBAHUIO
TOBAapHOI MOJUTHKH

DopMHpOBaHHE NPEATIOKEHUH 0 COBEPILIEHCTBOBAHHIO
LEHOBOW MOJIUTUKU

DopMUpPOBaHUE NPEAJIOKEHHUH 110 COBEPILIEHCTBOBAHHIO
cucTeM CcOBITa U MPOAaXK

DopMupoBaHUE MPEAJIOKEHUM 110 YIAYUIIEHUI0 CUCTEMBI
MIPOBMKEHUS TOBAPOB (YCIIYT) OpraHu3auy




2. O0beM U MecTO AUCHUIIMHBI (MoayJisi) B cTpykType OIl BO

Hucuumumna b1.B.J1B.12.01 «Mexnynapoaasiii mapketunr / International Marketing» B
COOTBETCTBUU C Y4eOHBIM IU1aHOM HampasieHus moaroroBku 38.03.06 «Toprosoe menon,
npoduns «YmnpasieHue (UHAHCAMHU BO BHEIIHETOPrOBOM [EATEIbHOCTH)» H3y4yaeTcs B 7-OM
cemectpe 4 kypca. OO1ias TpyJ0eMKOCTh JUCIUILTHHBI — 3 3a4eTHbIX enuHullbl (108 akan. gaca)

OcBoenue AUCHUIUIMHBL onupaercs Ha aucuumuiuHy b1.b.12 «Mapkerunr» (3 kype, 5
ceMecTp).

Hucuunnuna «MexayHapoauslii MapkeTuHr / International Marketing» cimyxut
OCHOBaHWEM i u3ydeHus muciuiumHel b1.B.18 «Mexmynaponnas toproeis» (4 Kypc, 5
CEMECTp), a TaKXKe WCIOIb3YyeTCS TMPH MPOXOXKICHUM IPOU3BOJICTBEHHOW, BKIIIOYas
peAuIuIOMHY10, IpakTuky, HUP n noaroroske BKP.

Mo pucuummmue b1.B.JIB.12.01 «Mexnynaponubiii  mapketunr /  International
Marketing» Beiaensercs
Ha KOHTaKTHYIO paboTy ¢ mpenojaBareneM 32 4yaca, B TOM YHCIE:
- Jexkuuu — 16 yac.
- IpaKTUYecKue 3aHsATHs — 16 Jac.
Ha CaMOCTOATENbHYIO paboTy oOyyaromuxcs - 76 Jaca.

3. ConeprkaHue U CTPYKTYPa TUCHHUILINHBI (MOTYJIs1)

TabGmuma 1.
Ne n/m HaumenoBanue O0beM TMCUUNJIMHBI (MOTYJISA), Yac. ®opma
TeM (pa3aesioB), TeKyHlIero
KOHTPOJIS
ycneBaeMocTH®
*
MPOMEKYTOYHO
W
aTTecTanum™**
Bcero KonTakTHasi padora Cp
o0yyarommxcsi ¢
npenogaBarejiemM
10 BUIAM YYeOHBIX 3aHITHI
J/30, JIP/ DO, 3/ 30, KC
AOT* JOT* JIOT* P
Ounasn ¢hopma 0dyuenusn
Tema 1 Introduction to 15 2 3 10 0, 1,3
International
Marketing
(IM).
Tema 2 | A Research 17 2 7 8 0.K.;3
Process of
International
Markets.




Tema 3 | Marketing mix 18 3 9 6 0,9¢
& strategies in
International
Marketing
Product: A
Product in
international
markets

Tema 4 | Marketing mix 20 3 7 10 O.K
& strategies in
International
Marketing:
International
Pricing

Tema 5 | Marketing mix 18 3 3 12 0,9¢
& strategies in
International
Marketing:
Global
Promotion

Tema 6 | Organization & 18 3 7 8 0,113
Management of
International
Marketing
activities.

[IpomexxyTounas
aTTecTalus

3auer

Beero: | 108 | 16 | 16 | 76

HeobxoouMmble popmbl meKyueco KOHmMpoJa ycnesaemocmu: Kowmpoavhele pabomsi (K), onpoc (0O), scce
(Oc), oucnym (), unousudyanvhvie 3a0anus (3.

Conep:xaHue TUCHUAILTHHBI (MOTYJIsI)
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.6.0rganization & Management of International Marketing activities.
Leading, Organizing, and Monitoring the Global Marketing Effort, The Perspectives of Global
Marketing

4. MartepuaJbl TeKylIero KOHTPOJISI YCIIeBAeMOCTH 00y4aloIMXCs U
(hoH/ OLIECHOYHBIX CPEICTB MPOMEKYTOYHOM aTTeCTANMH N0 JMCHHUILINHE (MOTYJII0)

5. ®opMbI U MeTObI TEKYIer0 KOHTPOJIS YCIIeBA€MOCTH U MPOMEKYTOUHOM aTTecTaAl[UM.
4.1.1. B xome peanu3auud IUCHUILIMHBI «MekayHapoanslii mapketudr / International

Marketing» HCHOJB3YIOTCS  CIEAYIONIME METOABI TEKYIIEro KOHTPOJIS — YCIEBAEMOCTH
o0yyaronmxcsi:

Tema (paznen) MeTtoabl TEKYIIETo
KOHTPOJISI YCTICBACMOCTHU
Introduction to International Marketing (IM). Ompoc, nuciyT, 3aaHue
A Research Process of International Markets. Ompoc, KOHTpOJIBHAS

pabora, 3a1aHue

Marketing mix & strategies in International Marketing Product: A Ompoc, 3cce
Product in international markets

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

Pricing pabora
Marketing mix & strategies in International Marketing: Global Ompoc, 3cce
Promotion Ompoc, acce

Organization & Management of International Marketing activities.
Onpoc, qucnyT, 3aaHue

4.1.2. [IpomexxyTo4Hast aTTecTals MPOBOAUTCS B pOpME: YCTHOTO HK3aMEHa
4.2. Marepuaisl TEKYIIEro KOHTPOJIS YCIIEBAEMOCTH.

IIpumepHbIe HHAUBHAYAJIbHbIC 32JaAHUA:

Tema. Introduction to International Marketing

HHTepakTUBHOE 3a1aHUE:




[IpoBenuTe CpaBHUTEIbHBIA AHAIW3 Pa3BUTUS peabHOU U BHUPTYyaJbHOW 4YacTH
MapKeTHHIOBOM CpeAbl sl SKOHOMHUYECKOro cedeHus. Haigure 06a3y MeEXCTpaHOBOTO
cpaBHEHUA. BOoConb3yliTeCh C 3TOM LIENIbIO HHTEPHET-UCTOUHUKAMH.

Tema. A Research Process of International Markets

Paz6op ketico

Tema. Organization & Management of International Marketing activities

3anaHue:

Ucnonwiysa crparernyeckyto SWOT-napagurMmy OCylIeCTBUTE CTPATETHUECKUN aHAU3 AJIs
KaKOH-TMO0 WHOCTPAaHHOW KOMIIAHWH, BOIIEIIICH Ha POCCHMCKUN PBIHOK (MO BBIOOpa

CTYJIeHTa), ucnoib3ya HTepHeT-pecypchl

IIpuMepHbBIe TEMbI I0KJIAI0B H 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

9. 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.
22.
23.
24.
25.
26.
217.
28.
29.
30.
31.
32.
33.
34.
35.
36.
37.
38.
39.
40.
41.
42.
43.
44,
45.
46.
47.
48.
49.
50.

Satisfaction survey in international context

The features of relationship marketing in Russia

The features of relationship marketing in a country

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. OueHoYHbIE CPEACTBA ISl TPOMEKYTOUHOM aTTECTALIUH.

4.3.1. IlepeyeHbp KOMIETEHIHII ¢ YKa3aHHeM 3TANOB UX (JOPMHPOBaHHS B IpoLecce

OCBOEHHsSI 00pa30BaTeJbHOH NPOrPaMMbI.
KOMIIETeHIHIi HA PA3JIMYHBIX 3Tanax ux (popMUPOBAHUS

Iloka3aTeu ¥ KpUTEpUU OLEHMBAHUS

Kon HaunmenoBanue Kon HaumeHoBanue KOMIIOHEHTa
KOMITETEHIIMN | KOMIIETEHIIUU KOMITOHEHTa KOMITETEHIIUHI
KOMIIETCHITUU

ITKp OC-2 CnocobeH K IIKp OC-2 .1 BrisBiisier motpedbHOCTH
BBISIBJIEHUIO U MOKYIIATeJIed TOBAPOB
YIIOBJIETBOPEHUIO ITKp OC-2 .2 Ocy1iecTBisieT MOATOTOBKY K
norpeOHOCTEH MIPOBEICHUIO
MOKYyTIaTeNiel TOBapoB, MapKETUHTOBOTO
K MPOBEJICHUIO MCCJICIOBaHUSI M TIPOBEJICHUE
MapKEeTHUHTOBOTO MapKETUHTOBOTO
HCCIIEJOBAHUS C WCCIIeI0BAaHUS c
UCIIOJIb30BaHUEM UCIIOJIb30BaHHEM
WHCTPYMEHTOB WHCTPYMEHTOB  KOMILJIEKCa
KOMITJIEKCA MapKETUHTa MapKeTHUHTa

4.3.2 I/IH)_II/IKaTOPBI U KPUTECPHUHU OLCHUBAHUSA KOMIIETEHIIUH HA PA3TUYHBIX 3Talmax ux

(¢opmupoBanus
Komnonent Wunukatop Kpurepuii ouenuBanus
KOMITIETEHIINHA OILICHUBAHUSA Kax (c kaxum xavecmeom)
Ymo oenaem oOyuarowuiics (kakue Oeticmsus 6LINONHACCA Oelicmeue.
CROCOOEH 8bINOIHUMDB), NOOMBEPAHCOUS Coomeemcmayem oyenke «OMAUYHO»
0c60eHUe KoMnemeHyu 6 wikane oyenuearus ¢ PII/].
IIKp OC-2 .1 IInannpoBaHue NpoBeACHUS CaMOCTOATENBHO CIIIAHUPOBATh U
MapKEeTHHTOBOI'O UCCIIEIOBAHUS U MIPOBECTH MAPKETHHIOBOE
oTpezieNieHHe MapKETUHTOBBIX WICCJIEZIOBAHUS C UCIIOJIB30BAHUEM
WHCTPYMEHTOB, C IIOMOIIBI0 KOTOPBIX 3 PEKTUBHBIX MAPKETHHIOBBIX
OyAyT MOITy4eHBl KOMILJICKCHBIE WHCTPYMEHTOB ISl BBISIBIICHUS
PE3YyNBTaTHl UCCIeIOBAHUS MOTPEOHOCTH TOKYTIaTeNeii TOBapOB
IlonroroBka nporecca MpoBEACHUS
MapKEeTHHTOBOTO UCCIIE0BaHMS,
YCTaHOBJIEHHE CPOKOB U TPEOOBaHMIT K
MIPOBEACHNUIO MAPKETHHTOBOTO
HCCIJIEIOBaHUS
[IKp OC-2 .2 [TnanupoBaHue U opranuzanus coopa CriocobeH caMOCTOATEIBHO

MHPOpPMALTIH
[TpoBOANTH MAPKETHHTOBBIE

WCIIOJIh30BaHUEM UHCTPYMEHTOB
KOMILJIEKCa MapKETHHTa
CucremMaTu3upoBaTh M 0000IIaTh
0oJbIIME 0OOBEMBI TIEPBUYHON U

MIEPBUYHON U BTOPUYHON MAapPKETUHTOBOU

HCCJIICIOBAHUS Pa3HbIX TUIIOB U BUJIOB C

BTOPUYHOIM MapKEeTHHIOBOH MH(GOpMaLIuU

OCYHICCTBJIATH IMOATOTOBKY K
MPOBEACHHUIO MAPKETUHTOBOTO
WCCIIEZIOBaHUS

CnocobeH mpoBOIUTh
MapKETHHIOBOTO HUCCIICIOBAHUS C
WCTIIOJh30BAaHUEM UHCTPYMEHTOB
KOMILIIEKCa MapKETHHTa




4.3.2 TunoBblie OLICHOYHBIE CPEACTBA
IlepeyeHb BONPOCOB MPOMEKYTOYHOI0 KOHTPOJIsSI (IK3aMeH):
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

HlIkana 1. Ouenka cpopMHUPOBAHHOCTH OTAEJbHBIX 3JIEMEHTOB KOMIIETEeH Ui

O6o3HaueHus ®opMyIHPOBKA TPeOOBAHUM
K cTeneHH chOpMHPOBAHHOCTH KOMIIETCHIIUH
Hudp. Onenka
3HaTh YmMmeThb Baanern
1 He OtcyTcTBUE 3HAHUI OtcyrcTBue ymMeHuit | OTCyTCTBHE HaBBIKOB
YIIOBJIETBOPU
TEIBHO
2 He @®parMeHTapHble 3HaHUA | YaCTM4YHO OCBOEHHOE ®parMeHTapHOE
YZIOBJIETBOPU YMEHHE IIPUMEHEHHE
TEIBHO
3 Y nosneTBop OO6uue, HO He B nenom ycnemnoe, B nenowm ycnemsoe,
UTEJILHO CTPYKTYpUPOBAaHHbIE HO HE HO HE
3HAHUS CUCTEMATUYECKU CUCTEMAaTUYECKOE
OCYILIECTBIISIEMOE IIPUMEHEHHE
yMEHHE
4 Xopo1o CdopmupoBaHHbIe, HO B nenom ycnemHoe, B nenom ycnemsoe,
coJieprKallye OT/AeIbHbIE HO COJIepKallne HO COoJieprKalee
poOeIbl 3HAHUS OT/IeNIbHBIE TPOOEIBI | OTAENbHBIC TPOOEIBI
yMEHHE IPUMEHEHNE HaBbIKOB
5 OtnuuHO CdopmupoBaHHbIe CdopmupoBanHoe VYcnemnHoe u
CUCTEMAaTUYECKUE yMEHHE CHUCTEMaTHUYeCKOe
3HAHUS IPUMEHEHNE HaBbIKOB

HlIkana 2. KomniekcHasi oneHka ¢(opMHMpPOBAaHHOCTH 3HAHUI, YMEHMI M BJIaIeHUI

O0603HaueHus ®opmyIMpoBKa TPpeOOBaHUIT
udp. Onenka K CTeneHdu chOPMUPOBAHHOCTH KOMIIETEHINH

1 He He umeer HeoOXOIUMBIX MpPEICTaBIECHUH O MpPOBEpPSEMOM
YZIOBJIETBOPUTEIBHO | Marepuaie

2 Y 10BIETBOPUTETILHO 3HaTb Ha YpOBHE OPHMEHTHPOBAHHS, IPEACTaBICHUIL.
WIH CyOBeKT y4yeHHs 3HACT OCHOBHBIC NMPU3HAKU WIM TEPMHHBI

M3Y4aeMOIo 3JIEMEHTAa COJEp)KaHUs, HMX OTHECEHHOCTh K

He

OTpe/ieIeHHOW HayKe, OTpaciu WIK OO0BbeKTaM, y3HAaeT UX B
TEKCTaX, H300paKEHUSIX WM CXeMaX M 3HAeT, K KaKuM




MCTOYHHMKAM HY)KHO oOpamiarbesi [y Ooyiee JeTaabHOTO €ro
YCBOCHHS

3HaTh M yYMETh Ha PpPenpoaAyKTHBHOM YypoBHe. CyOBekT
y4yeHusi  3HaeT  M3YUEHHBIM  JJIEMEHT  COJep>KaHus
PENpPOAYKTUBHO: MPOU3BOJIBHO BOCHPOM3BOJUT CBOU 3HAHUSA
YCTHO, MMUCbMEHHO WJIM B IEMOHCTPUPYEMBIX JEHCTBUAX

3HaTh, yMETh, BIAJIETh HA AHAJTUTHYECKOM YpOBHE. 3Has Ha
PETPOAYKTHBHOM YPOBHE, YyKa3bIBaThb Ha OCOOEHHOCTH H
B3aMMOCBA3HU H3YUCHHBIX 06"I)CKTOB, Ha #HUX JOCTOHMHCTBA,
OrpaHn4cHusd, HCTOPUIO U TCPCIICKTHBBI PAa3BUTUA U
0COOEHHOCTH TS Pa3HbIX OOBEKTOB YCBOCHHS

YIIOBJIETBOPUTEILHO
(no yemompenuro
npenooasameis)

3 VY 1OBJIETBOPUTEITHLHO

4 Xopor1io

3) OTan4HO

3HaTh, yMETh, BJAJIETh HAa CHCTEeMHOM YypoBHE. CyOBeKT
YUCHUSl 3HACT HM3YYCHHBIM DJIEMEHT COACPKAHHS CHCTEMHO,
MIPOU3BOJILHO M JIOKA3aTeIbHO BOCIPOHM3BOJUT CBOM 3HAHUS
YCTHO, TMHCHMEHHO WJIM B JICMOHCTPUPYEMBIX JCUCTBUSX,
YUUTBIBAs M YKa3biBas CBS3H W 3aBUCHMOCTH MEXIY 3TUM
JJIEMEHTOM U JPYTUMHU D3JIEMEHTaMH COJepXKaHUs ydeOHOU
JTUCIUIUIMHBI, €r0 3HAYMMOCTh B COJIEpKAaHUU YyueOHOU
JUCTUTUTAHBI

4.4. MeToanueckue MaTepuasbl

[Ipouenypsl 1 cpeacTBa OLIEHUBAHUA SJIEMEHTOB KOMIIETEH UM

no aucimiuimHe «MexayHapoansiid mapketunr / International Marketing»

IIpoueaypa

CpencrBo onleHNBaHUA

NMPOBeIeHUs

Texymuit KOHTPOJIb [IpomexxyToun
Bl KOHTPOJIb

Brinonuenune | Beimonnenue | Breimonnenue | BrimonHeHue 3auer B
YCTHBIX MHCHbMEHHBIX | MPAKTUYECKUX 3cce U YCTHOU (popme
. 3aJaHui pacyeTHBIX JIOKJIaJI0B
3aJlaHuN o
3aJaHui
[Tponomxkuren | Ilo ycmorpenuro Io He Io B
BHOCTBH HpenoﬂaBaTeng YCMOTPCHUIO npeayCcMoOTpCeHO YCMOTPECHUIO COOTBETCTBUH
npenonaBaTenﬂ npenonaBaTenﬂ
KOHTPOJIA C MPUHATHIMUA

HOpMaMH




BpEMEHU
dopma VYernsiit onpoc | [TucbMeHHbIH [Tucemennas B yctHoit
orpoc dopma ¢ dbopme
IPOBEJCHUS
MpEe3CHTAIINE
KOHTPOJIS 1
Bun YcrHEBIE IIncrmennrie IInceMmeHHbIi 3a4eT
IIPOBEPOYHOTO BOIIPOCHI 3a/laHus orpoc
3aJlaHus
®dopma oTyeTa VYcrHbie OTBeETHI B OTBeTHI B OTBeETHI B
OTBETHI MUCHbMEHHON MUCbMEHHOW | YCTHOM hopme
dbopme
Paznarounsrit €CTh CnpaBouHas CnpaBouHas CnpaBouHas
nuTeparypa- auTepaTtypa JauTepaTtypa
MaTtepual

Ilepeuenb NpuMepPHBIX KOHTPOJIbHBIX BONPOCOB U 32/1aHUI /15l CAMOCTOSITEIbHOM

padoThI:

Part 1 Introduction to International Marketing (IM).

1. Globalisation of Markets and Marketing Barriers .

2. Business Customs and Practices in International Marketing.

3. Political Risks and and Legal Environment.

4. Protection of Intellectual Property Rights — a Special Problem in International Marketing.
5.
6
7
8

Multinational Market Regions and Market Groups.

. International Marketing Decision Factors
. Stages of International Marketing Involvement
. International Marketing Management

Part 2. A Research Process of International Markets

o N o o AW DN P

. Defining the International Marketing research problem and developng a research approach.
. Qualitative research: its nature and approaches in IM

. Concept of causality and its Conditions in international markets.

. Survey methods in IM.

. Ethics in International Marketing research.

. Environmental Adaptation problem

. International market segmentation

. 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

co N O o b W DN P

. 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

S. Metoauyeckue ykazanus JJsi 00y4al0MMXCs M0 OCBOEHUI0 THCHMILINHBI (MOTYJIsA)

Haunbonpmmii o6beM yueOHOH Harpy3ku CTyIEHTa HPUXOAMUTCS HA CAMOCTOSATEIBHYIO
paboty. CamocTrosiTenpHas padoTa 3aKJII0YaeTCsl B U3YUYCHUH OTJICIBHBIX TEM Kypca Mo 3aJaHuI0
IpernojaBaTeliss Ha OCHOBE peKOMEHyeMOoil yueOHON TUTepaTyphl, B IOJTOTOBKE K CEMHHapam,
MPAKTUYECKUM 3aHSITHUSM, TPEHUHTaM, JEIOBBIM OOydYaromuM urpam, auddepeHupoBaHHOMY
3a4€Ty.

B mnporecce moAroToBKM K CEMHHAPCKUM 3aHATHSM, IOJITOTOBKE K 3a4€Ty CTYAEHT
3HAYUTEIbHOE BpeMsl IOJKEH YJeTUTh paboTe ¢ HICTOUHUKAaMU UH(OPMAIK U IUTepaTypoil.

Bo BBOaHOI nekuuu o6o3HavaeTcsl cojepKaHWe TUCHUIUIMHBI, ee MpolieMaTHka M
IpaKTH4ecKast 3HaYMMocTh. CTyZ€HTaM BbIJIalOTCS BO3MOKHBIE TEMBI MPE3EHTALUN U JOKJIAJ0B
JUIst 0OCY)KJ€HUSI BO BpeMsl MPaKTUYECKUX 3aHATUU. [Ipum 3TOM CTyIEHTOM CaMOCTOATEIbHO
MOXET OBbITh MpPEUIOKEHA CBOS TeMaTHKa JOKJIaja [0 COIJIACOBAaHMIO C IIPErojaBaTeseM.
TemaTuka JOKJIaAa JOJDKHA MMETh MPOONEMHBIH M MNPO(EecCHOHATBHO OPUEHTUPOBAHHBIN
XapaxkTep, TPeOYIOIUNA CaMOCTOATEIbHON TBOpUYECKOW paldoThl cTyneHTa. CTyAeHTBI TOTOBST
TEKCT JTOKJIa/a, ICNAIOT 10 HeMy Tpe3eHTalio B POwer Point u BeICTymaroT nepen CTyAeHTaMu
rpynmnsl. OOCyXJIeHHe TOKJIaAa MPOUCXOAUT B JUAIOTOBOM PEXUME MEXKAY CTYACHTaAaMH U
npernojiaBaTeneM, Ho 6e3 ero JOMUHMpoOBaHUs. KauecTBO MOATrOTOBIEHHOro MaTepuana (ero
CTPYKTypa, HOBU3HA, MOJHOTA, KOJIMYECTBO HUCIOJIb3YEMbIX HMCTOYHUKOB, CAMOCTOSITEIILHOCTh
IpU €ro HalWCaHUH, CTENEeHb OPUTHMHAIBLHOCTU MPEUIOKEHHBIX pEelIeHHH, 0000umeHni u
BBIBOJZIOB), a TaKKe€ YpOBEHb JIOKJIaja (TOCJIeNOBaTEeNIbHOCTh, IIEJEHANPABICHHOCTD,
yOeaUTEeNbHOCTb) YUYUTHIBAIOTCS B CHCTEME OaUIbHO-PEUTHHTOBOIO KOHTPOJII W HTOTOBOM
HK3aMEHALMOHHOMN OIIEHKE I10 IUCHUIUIMHE.

[Ipy HEOOXOAMMOCTHM BO BpeMs HHIUBUIYaTbHBIX KOHCYIbTAIMA CTYIEHT MOKET
MOJIYYUTh KBATU(DUIMPOBAHHYIO MOMOIIb IPENogaBaTelis M0 OpraHU3alud CaMOCTOSITEIbHON

paboThI ¥ HAMCAHHUIO KYPCOBOTO MPOEKTA.



IIpu  moaroroBke  JOKJIaga W HAmMCaHUS  3CCE€  PEKOMEHJIyeTcss  Iocie
Ooubmorpaguueckoro IMOMCKa COCTaBUTh IUIAH C MOCIEIYIOIUM €ro OOCYXJECHHEM C
npenojaBareneM. LlenecooOpa3HO NMpH OCBEUICHWH BOMPOCOB M HPOOJIEM NPUACPKUBATHCS
ONpENICNIEHHOW JIOTHMKM M3JI0KEHUS, 3aKiIovarollelics B cledyloleM: JaeTcs o0mas
XapakTepUcCTHKa MpoOJeMbl W T €€ pelleHus, 3aTeM oOllas 4yacTb BBICTYIUIEHHs (3cce,
pedepara), KpaTkas XapaKTepHCTUKa OCOOCHHOCTEH MapKETUHTOBBIX MCCIIEIOBAHUMN, TOTUTHUKH,
YUUTBIBAIONIEH CTpaHOBYIO crienudpuky. Oovem 3cce — 10-15 c.; Bpems, 0OTBogUMOE Ha JOKJIA]A
7-10 muH. PexomeHnyeTcst T0KI1aj] COMPOBOXKAATH AJICKTPOHHOM MPE3CHTAINECH.

VYciioBHEM YCHENIHOIO TEKYILEro KOHTPOJIs SBJSETCS BBIIOJHEHHE B CPOK 3aaHuUH,
HAIMCaHUs 3CCE WM MOJITOTOBKH U MPE3EHTAINH JTOKIa/a.

6. VYueOHasi quTepaTypa U pecypchbl HH(POPMALMOHHO-TeJ1eKOMMYHHKAIIMOHHOM ceTH
"HHTepHer", BKJIIOYas epedyeHb YUeOHO-MeTOANMYecKOro odecnedeHus 1Jisi
CaMOCTOSAITeJIbHOM PadoThl 00y4arOIMXCs MO JUCHHILINHE (MOIYJII0)

6.1. OcHoBHas JuTEparypa.

1. CeiidynnaeBa M.O. Mexnaynapoanbiii MapkeTur / INTERNATIONAL MARKETING
[DneKTpOHHBIHN pecypc]: yueOHUK Ui CTYJEHTOB BY30B, O0yUaIOIUXCs 110
cneunanbHocT 061500 «Mapketunry/ CelidymiaeBa M.O.— DIEKTPOH. TEKCTOBbIE
nanasie.— M.: IOHUTU-IIAHA, 2014.— 319 c.— Pexxum nocryma:
http://www.iprbookshop.ru/8095.— 3BC «IPRbooks»

2. 30008 A.M. Mexnynapoansiit MapkeTunr / INTERNATIONAL MARKETING
[DnexkTpoHHBIH pecypc]: yueOHoe mocobue/ 30608 A.M.— DNEeKTpOH. TEKCTOBBIE
nanabie.— M.: Poccuiickuit yauBepcuret apyx0b1 Hapoaos, 2013.— 280 ¢.— Pexum
nocryma: http://www.iprbookshop.ru/11529.— 3BC «IPRbooks»

3. Axymuu W.JI. Mexxnynapoansiit Mmapketunr / INTERNATIONAL MARKETING
[DnexTpoHHbIH pecypc]: yueOHuk/ Akynuu WU.JI.— DneKkTpoH. TeKCTOBbIE JaHHbBIE.—
Munck: TerpaCuctemc, Terpanur, 2014.— 512 ¢.— Pexwum goctyna:
http://www.iprbookshop.ru/28128.— 3bC «IPRbooks»

6.2./lonosiHMTE/IbHAS JIUTEPATyPa
1. Kapnosa, C. B. Mexnynapoausiii mapkeTur / INTERNATIONAL MARKETING :
yaeOHoe mocodue /1t 6akaiaBpoB : pekoMeHoBaHo Y MO no 06pa3oBaHUIoO... TIO
cneunanbHocTy "MupoBas skoHoMuka" / Kaprnosa, Ceernana BacunbeBHa. - PoctoB H//]
: denukc, 2009. - 318, [1] c.

2. TapeeB T.P. OCHOBBI MEXIyHAPOAHOTO MapKETHHTA [ DJIIEKTPOHHBIN pecypc]: yueOHoe
nocobue/ I'apeeB T.P.— DnekTpoH. TekcToBbie naHHble.— Kamuauarpan: bantuiickuit
denepanbublit yauBepcutet uM. Ummanyuna Kanra, 2013.— 244 ¢.— Pexxum nocryma:
http://www.iprbookshop.ru/3165.— 3bC «IPRbooks»



3. Jlamko C.U. MexnayHnapoansiii 6uznec. PR u pexitamnaoe nemno [ DnekTpoHHBIH pecypc:
yuebHoe mocobue/ Jlamko C.H., ITactyxoBa N.O.— DHeKTpOH. TEKCTOBBIE TaHHbBIC.—
Kpacnonap: KOxub1ii H”HCTUTYT MeHeKkMeHTa, 201 1.— 235 ¢.— Pexum nocryna:
http://www.iprbookshop.ru/25973.— 3BC «IPRbooks»

6.3. UHTepHET-pecypchl

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/International Market
Research - FITA Association

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

6.4. Unble ncTouHUKH. JIuTepaTypa HAa HHOCTPAHHOM SI3bIKE

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 c 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. MarepuajbHO-TeXHHYeCKas 0a3a, MHGOPMALMOHHBIE TEXHOJIOTHH, IPOrPAMMHOE
olecrieyeHre ¥ HH(POPMALMOHHBbIE CIIPABOYHbIE CHCTEMbI

Jns mpoBeneHUs 3aHATHA TO JTUCHUIIMHE HEOOXOAMMO CIIEAYIOIIee MaTrepuaabHO-
TEXHUYECKOe obecrieueHune: yueOHble ayIMTOPUU JIJIsl IPOBEACHUS 3aHITHI CEMHUHAPCKOTO THIIA,
TPYIIOBBIX W WHAMBHUAYAJbHBIX KOHCYIbTALMH, TEKYLIET0 KOHTPOJIA M MPOMEKYTOYHOU
arTecTaluu, Al CAMOCTOSTENIbHON paOOThI: YUTAIBHBIE 3aJIbI OUOINOTEKH.

[Tporpammuoe obecnieuenue: MS Office Professional Plus 2016.

Nudopmarmonnsie crpaBounble cuctembl: Hayunas Oumbnmoreka PAHXul'C. URL:
http://lib.ranepa.ru/; Hayunas AIIEKTPOHHAS oubamorexa eLibrary.ru. URL:
http://elibrary.ru/defaultx.asp; Hamwmonanenast osnekrponHas Oubnwmoreka. URL: www.nns.ru;

Poccuiickas rocymapctBenHass Oubnmorexka. URL: www.rsl.ru; Poccuiickas HanuoHanbHas
oubmmoreka. URL:  www.nnirru;  OnekrponHas  Oubmmoreka  Grebennikon.  URL:


http://www.lib.sfu.ca/help/research-assistance/subject/business/international-market
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http://e.lanbook.com; nekTponHo-GuGmHOTEuHas cucrema FOPAMT. URL:  http:/www.biblio-
online.ru/.
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