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COIEPXAHUE

1. IlepedeHb IUIAHMPYEMBIX pE3YABTaTOB OOy4YEHHMs 110 JUCLHUILIMHE,
COOTHECEHHBIX C INTAHUPYEMBIMH pe3ylIbTaTaMH OCBOSHHS 00Pa30BaTeIbHON TPOTrPaMMEI

2. OOBeM 1 MECTO AUCLUILIMHBI B CTPYKTYpe 00pa3oBaTeIbHOM IPOTrpaMMBbl

3. ConepxaHHUe U CTPYKTypa JUCIUILIAHEI

4. Marepuaibl TEKYIETO KOHTPOJIS YCIIEBAEMOCTH 00yHalOIUXCs U

(hOHJT OIICHOYHBIX CPEJCTB MPOMEKYTOTHOHN aTTECTAI[UHU 10 AUCIUTLIHH.

5. Metoanueckue yka3aHus JUls 00yHaIOIIMXCSl IO OCBOCHHIO JHCIUTIIMHEI

6. VuebHas ImrTeparypa u pecypcesl nH()OPMAITHOHHO-

TEJICKOMMYHHUKAMOHHONH  cetr  "MHTepHer", y4eOHO-MeToAu4YecKoe obecreueHue
CaMOCTOSTENHHOI paboThl 00YyUAIOIINXCS M0 JUCLIUTLTHHE.

6.1. OcHoBHas TUTEpaTypa

6.2. JlonomHUTENbHAS IUTEPaTypa

6.3. YueOHo-MeTomIgeckoe 00ecedeHre caMOCTOSTeTIFHON paboTHI

6.4. HopmaTuBHBIE IPaBOBbIE JOKYMEHTHI

6.5. MuTepHeT-pecypcesl

6.6. lHbIE NCTOYHHUKH

7. MarepuanbHo-TeXHHYeckass  0a3a, HMH(QOPMAIOHHBIE  TEXHOJIOTHH,
nporpaMMHoe obecrieueHre 1 MHPOPMAIIMOHHBIE CIIPABOYHBIE CHCTEMBbI



1. IepeyeHnb NIaHUPYEMBIX Pe3yJbTATOB 00y4eHHs N0 JUCHHUIINHE (MOAYJII0),
COOTHECEHHBIX ¢ IVIAHUPYEMBIMH Pe3yJIbTATAMH OCBOEHHS IPOrPAMMBI

1.1. Hucuumnnuna «MeXayHapOoAHbIi MapKeTHHI» OOeCIeYrBaeT OBIaJeHHUE CIEAYIOIIUMHU

KOMIICTCHUUSAMMU

Kon Haumenosanue Kon HaumenoBanue Jramna

KOMIICTCHLI N KOMIICTCHIIUU JTama OCBOCHHSA | OCBOCHHA KOMIICTCHIIMU

KOMIIETCHIIUU

TIK - 3 ToroBHOCTE K BBIsSBIEHHIO U | [[K - 3.2 CHOCOOHOCTh u3y4yaThb "
V/IOBIIETBOPEHHIO [IPOTHO3UPOBATH crpoc
noTpebHOCTEH MoKymaremnei noTpebuTeNeH, aHAJIM3UPOBATh
TOBapOB, UX (POPMHUPOBAHHIO MapKETHHTOBYIO nH(pOpMaNuio,
C TIOMOIIIBI0 MapKETHHTOBBIX KOHBIOHKTYPY TOBAPHOTO PHIHKA
KOMMYHHMKAIHH,
CIOCOOHOCTD u
[IPOTHO3UPOBATH crpoc
norpeduTenei,
aHaJM3UPOBATh
MapKEeTHHIOBYIO
nH(pOpMAIHIO,
KOHBIOHKTYPY  TOBAapHOTO
pBIHKA

TIK - 15 ToroBHocTh yuactBoBath B | [IK— 15.2 CITOCOOHOCTH YIpaBIATh
BBIOOpE U  (HOPMUPOBAHUH JIOTUCTHYECKUMH  HPOLIECCAMH |
JIOTHCTHYECKHX " W3BICKMBATh ONTHMAJIbHbIE
cxem B TOPTOBBIX JIOTHCTHYECKHE CHCTEMBI B
OpraHM3aIHsX, CIIOCOOHOCTD podeCCHOHATBHON JEeATEIBHOCTH
YIIPaBISITH
JIOTHCTHYECKHMH
[POLIECCAMH W U3BICKHBATh
ONTHMAIbHBIC
JIOTUCTHYECKUE CHCTEMBI

JIIK - 2 Crnocobnocts  npurmmats | JITTIK -2.4 CHOCOOHOCTh MPUHHUMATh Y4acTHE
ydacThe B TOATOTOBKE H B paspaboTtke KOMITIEKCa
NMPUHATAU  pEIleHUuH 1o MEpOIPUATHHA 1O MPOJBUKEHUIO
BOIPOCAaM OpraHM3aLNH OTEYECTBEHHBIX TOBapoB Ha
YIIPABICHUS u 3apyOe)KHBIC PBIHKH
COBEPILECHCTBOBAHUS
JESATEeIbHOCTH
BHEIIHETOPTOBBIX
opraHu3anuit

1.2. B pe3ynbraTe 0CBOCHHUS TUCHUIUIMHBI Y CTYICHTOB JOJDKHBI OBITH COPMUPOBAHBI:

OTD/TD Koa stana Pe3yabTaThl 00yyeHust
(npu HaTHYMK npodcTaHIApTA) 0CBOEHHUS
KOMIIeTEeH MU
Crieninanuct B chepe 3aKymok» yTB. MK -24 HA YPOBHe 3HAHMIi:

08.09.2015 Ne606H
OT® B

- Ocy1iecTBIIEHHE 3aKYTIOK JUIS

FOCYIAapCTBEHHBIX, MYHULIUIAIBHBIX
1 KOPIOPATUBHEIX HYX] (B TOJHOM

0OBEME)

- 3HaThb IPUHLUNBl U TOPSOOK y4acTUs B
pa3paboTke  KOMIUIEKCA ~ MEPONpPHATHH IO
IPOJBIKCHUIO OTCYECTBEHHBIX TOBapoOB Ha

3apyOexHbIE PBIHKH H IO 3aKyIKaM TOBapoB Ha
3TUX PBIHKAaX IIPU COCTaBIECHHH U OOOCHOBAaHMH
UTAaHOB 3aKYIOK




Tpynossle hyHKIMU:
B/01.6; CocraBieHue IIAHOB U
000CHOBAaHHUE 3aKyIOK

Ha YPOBHe YMEHMii:

- yMeTb B3iThb Ha ce0s 4YacTh (YHKIHH IO
pa3paboTke  KOMIUIEKCA ~ MEPONPHATHH IO
3aKylKaM TOBAapOB Ha 3apyOCKHBIX PHIHKAX H
IPO/IBIKCHHUIO TOBAPOB Ha BHEIIHUE PHIHKH IPH
COCTABJICHHH U 000CHOBAaHUH IIJIAHOB 3aKYIIOK

Ha YPOBHE HABBIKOB:

- TOTOBHOCTb HPHMCHSTH HABBIKH Pa3pabOTKH
KOMILJIEKCA MEPONPUATUI MO 3aKylKaM TOBAapOB
Ha 3apyOeXHBIX pBIHKAX U MHPOABIKCHUIO
TOBapOB HAa BHEIIHUE PHIHKH IIPH COCTABICHHUU U
000CHOBaHUH ILIAHOB 3aKyIIOK

TIpodeccuonansHslil cTaHgapT
(«IKCTIepT B chepe 3aKyIoK» yTB.
10.09.2015 Ne6251

OT® A (B mosiHOM 00BEME)
KoHncynbrupoBanue B chepe
3aKYIOK JUIS TOCYJapCTBECHHBIX,
MYHHIUITATBHBIX 1
KOPIIOPATUBHBIX HYXI
TpynoBbie QyHKIHH:

A/01.6 MOHUTOPHUHT pBIHKA ITPEAMETa
3aKyIOK JUIsl TOCYJaPCTBEHHBIX,
MyHULMIATBHBIX 1 KOPIIOPATUBHBIX
YK

NIIMK - 2.4

HA YPOBHE 3HAHMIA:

- 3HaTh MPHUHLMIIBI U MOPSIOK y4acTHs B
pa3paboTke KOMILIEKCa MEPONPUATHH 110
[PO/IBIKCHHUIO OTCYECTBEHHBIX TOBAPOB HA
3apyOeKHBIE PEIHKY ¥ 10 MOHHUTOPHHTY PHIHKA
IpeaMeTa 3aKyHoK AT FOCYAapCTBEHHBIX,
MYHHUIHUITIATEHBIX ¥ KOPIIOPATUBHBIX HYK]

Ha YPOBHe YMEHHii:

- YMeTh B34Th Ha ce0s yacTb HYHKLHI 10
Ppa3paboTKe KOMILIEKCa MEPOIPHATHH 110
3aKyIKaM TOBapOB Ha 3apyOEKHBIX PhIHKAX U
IIPOJBIYKEHUIO TOBAPOB Ha BHEIIHHE PHIHKHU IPH
MOHHUTOPHHIC PHIHKA [IPEAMETA 3aKYIIOK ISt
roCcyIapCTBEHHBIX, MyHHIUIAIBHBIX 1
KOPIIOPaTHBHBIX HYXI

Ha YPpOBHE HABBIKOB:

- BJIaJIeTh HaBBIKAMU IPHMEHCHNUS HABEIKOB
pa3paboTKK KOMIUIEKCa MEPONIPUSATHH 110
3aKyIKaM TOBAapOB Ha 3apyOEKHBIX PhIHKAX U
IIPOJBIKEHUIO TOBAPOB Ha BHEITHHUE PHIHKH IS
1ie/Iell MOHUTOPHHTA PhIHKA IIPeMeTa 3aKyIoK
JUISL TOCYIapCTBEHHBIX, MyHUIIUIIATEHBIX U
KOPIIOPaTHBHBIX HYXI




Menemxkep  BOJl/menemkep 1o
HKCIIOPTY U UMIIOPTY

(B COOTBETCTBMM C pe3yJbTaTaMy
cbopcai/’lT-ceccmn.] ®DopcaiiT-aHanu3

TpeOOBaHUI K KOMITETCHIIUSIM )

Ha YPOBHe 3HAHMIi:

- 3HaTh TPeOOBaHMUA K pa3padOTKe KOMILIEKca
MEPONPUATHII IO IPOABIKCHUIO OTEIECTBEHHBIX
TOBAapOB Ha 3apyOEKHbIC PHIHKU U1 pa3paboTKu
TEXHUKO-DKOHOMHYIECKOT0 00OCHOBAHUS MO
YCTaHOBJIECHHIO IIPSMBIX IPOU3BOICTBEHHBIX
CBsI3€il, CO3aHUI0 U pa3BUTHE OM3Heca Ha
OCHOBE JI0TOBOPOB.

HA YPOBHE YMEHHIi:

- yMeTb pa3pabaTbiBaTh KOMILIEKC
MEpOIPHATHIA O TPOABIKEHUIO OTEYECTBEHHBIX
TOBAapOB Ha 3apYOEKHbBIE PHIHKY ULl pa3pabOTKI
TEXHHKO-3KOHOMHYECKOT0 000CHOBaHUS 110

NMpumeyvanue [MU1]: Ykasbizaem Tonbko
TO, B COOTBETCTBUU C HEM paspaﬁo‘raHa
nporpamma

TpynoBble yHKLHI: JIIK —2.4 YCTaHOBJICHHIO HPSMBIX POU3BOACTBEHHBIX

.- pa3paboTKa TEXHUKO- CBA3€H, CO3MIaHMIO M pa3BUTHE OM3HECA Ha

PKOHOMUYECKOIO 000CHOBAHUS 110 OCHOBE J10rOBOPOB.

[YCTaHOBJICHHIO MPSIMBIX

[TPOU3BOJCTBEHHBIX CBA3EH,

CO3JaHUIO W Pa3sBUTHUC On3Heca Ha

OCHOBE T0TOBOPOB. HA YPOBHE HABBLIKOB:
-BJIa/IeTh HABLIKAMU Pa3paloTKH KOMILIEKa
MEepONpPUATHIi M0 NPOJABUKEHHIO
0TeuecTBEHHBIX TOBAPOB HA 3apy0eKHbIe
PLIHKH ISl Pa3pabOTKH TEXHUKO-
3KOHOMHYECKOTO 0GOCHOBAHUS TI0 YCTAHOBJIEHHIO
MPSIMBIX IPOM3BOJICTBEHHBIX CBA3EH, CO3MAHUI0 1
pasBuTHE GM3HECA HA OCHOBE JOTOBOPOB.
HA YPOBHe 3HAHMIi:
- 3HATh METOMBI BBISABIEHUS MOTpeGHOCTEH B
TOBapax U yciyrax, X (JOPMUPOBAHUS C TOMOLIBIO

Criemmanmicr B ciepe 3aKymoK» yTB. MAapKETHHTOBBIX ~ KOMMYyHHMKAIMI — IUIAHOB U
MPOTHO30B 3aKYTIOK B obnactu

08.09.2015 Ne606H MK -3.2 pO(ECCHOHABHOI JIEATENbHOCTH

OT® B
- OcylecTBIEHUE 3aKyTOK AT

FOCYIapCTBEHHBIX, MYHUMITATBHBIX
1 KOPIIOPATHBHBIX HY KT (B IIOJIHOM
0OBEME)

Tpynosbie hyHKIHN:

B/01.6; CocraBienue miaHOB U
00OCHOBaHHUE 3aKYIOK

HAa YPOBHe YMEHMIi:

- yMETh HPHUMEHATh METOJbI BBISBICHHS
MOTpeOHOCTEN B TOBapax M yclyrax,
(hopMHPOBAHNUS C TOMOIIBIO MAPKETHHIOBBIX
KOMMYHHKAIUH IJIAHOB | IIPOTHO30B 3aKYIOK B
o0acTu pohecCUOHATBHOM NEeATeIbHOCTH

HA YPOBHE HABBIKOB:

- BIIaJIeTh HaBBIKAMU TIPHMEHEHHS METOJ0B
BBISIBJICHUS [TOTPEOHOCTEH B TOBapax U yClyrax, X
(hOpMHPOBAHHS C TIOMOIIBIO MAPKETHHIOBBIX
KOMMYHHMKaIlUi IJIAaHOB U IIPOTHO30B 3aKYIOK B




o61acTi MpoheCCUOHAIIBHOM AeITEIBHOCTH

[TpodeccronanbHBbIi cTaHAAPT «IKCTIEPT B
chepe 3akymok» ytB. 10.09.2015 Ne6251
OTD A (B moiHOM 00BEME)
KoncymstupoBanue B chepe

HA YPOBHe 3HAHMIi:

- 3HaTh METOABI BBISIBJICHHUS IOTPEOHOCTEH B
TOBapax M yclyrax, X ()opMHPOBAHUS C IIOMOILbIO
MapKETHHIOBBIX KOMMYHHUKALHUH ITAaHOB 1
MPOTHO30B 3aKyIOK B 00JIaCTH
HpoeCCHOHAIBHON AESTENBHOCTH IS Lielei
KOHCYJIBTUPOBaHUsI B chepe

3aKyIIOK JUIsl TOCY/IapCTBEHHBIX,

MYHHUIHITIATEHBIX 1 KOPIIOPATUBHBIX HYK]

HAa YPOBHE YMEHMii:

- yMETh HPHUMEHSATH METO/bI BBISIBICHHS
OTpeGHOCTEH B TOBapax M yciyrax, X
(hOpMHPOBAHMUS C TOMOIIBI0 MaPKETHHIOBBIX

MK -3.2 N
3aKynoK JUIst TOCYIapCTBEHHBIX, 3 KOMMYHHMKaIlUH IJIAaHOB M IIPOTHO30B 3aKYIOK B
MYyHHLMIAIBHBIX W obactH poheCCHOHATBHON AEATEIBHOCTH IS
KOPIIOPATHBHBIX HYXI 1eNel KOHCYIBTHPOBaHHs B chepe
TpynoBeie HyHKIMH: 3aKyIOK JUISl TOCYapCTBEHHBIX,
1A/02.6 KoHcyabTHpOBaHUE MO 3aKYITOYHBIM MYHUIIMIAIBHBIX U KOPIIOPATUBHBIX HYXI
mpomeypam
HA YPOBHE HABBLIKOB:
- BIIaJIeTh HaBBIKAMU TIPHMEHEHHS METOJ0B
BBISBJICHUS [TOTPEOHOCTEH B TOBapax U yClyrax, X
(hopMHpOBaHNS C TTOMOIIBIO MAPKETHHTOBBIX
KOMMYHHMKaIlUi IJIAaHOB U IIPOTHO30B 3aKYIOK B
obiacT poh)eCCHOHANIBHOM ACATENBHOCTH IS
1eNel KOHCYIBTHPOBaHHs B chepe
3aKyTIOK JUISt TOCY/IapCTBEHHBIX,
MYHHUIHUIIATEHBIX ¥ KOPIIOPATUBHBIX HYK]
HA YPOBHe 3HAHMIi:
- 3HaTh METOJIBI BEIBICHNS TOTpEOHOCTEH
Menemkep BO/I/MeHemxep 10 SKCIIOPTY U fl p
MOKyTaTenel TOBapoB, UX (POPMUPOBAHHIO C
MIIOpTY N
. IIOMOIIBI0 MAPKETHHTOBBIX KOMMYHHUKAIIHH,
(B cooTBeTCTBHU € pe3yabTaTaMu (opcaift- N
. . IIPOTHO3UPOBATH CIIPOC MOTpeduTeneil Ha
ceccun. dopcaiit-ananu3 TpeOoBaHHI K
SKCIIOPTHO-UMIOPTHYO MPOLYKIHIO JULS
[KOMIIETEHIIHIM) MK -3.2 P PTHYIO TIPOLYKIIHIO 1

TpymoBbie QyHKIMU:

- oprarmsanms cbopa, cucTeMaTH3aINs,
n3ydenne u 06001IeHne HHHOPMATHOHHBIX
MaTepHanoB 1o MapKeTHHTY; 00
PKOHOMHYECKOH, COBITOBOIT U Ipodeit
InesTeIbBHOCTH OpraHu3anui (Gpupm),
[KOTOPBIMH 3aKJIIOUCHBI JOTOBOPA O
COTpyIHMYECTBE B 4aCTU CHAOKEHHUS U COBITA|

OpraHu3alyy cO0pa, CHCTeMaTU3ALNs, H3yICHHE
n 06061IeHne HHPOPMALIMOHHBIX MATEPHANIOB 10
MapKeTHHTY; 00 9KOHOMHYECKOH, COBITOBOM U
npodeil aesTeNbHOCTH opranu3anuii (pupm), ¢
KOTOPBIMH 3aKJIIOUCHBI JIOTOBOPA O
COTPY/IHHYECTBE B YaCTH CHAOXKEHUS U CObITA

HAa YPOBHe YMEHMii:

- YMETh IIPUMEHATH METO/IbI BBIABJICHUA




HOTpeOHOCTEH MOKyMarTeneil ToBapoB, UX
(hOpPMHPOBAHHIO C TIOMOIIBIO MaPKETUHIOBBIX
KOMMYHHKAIHH, TIPOrHO3UPOBATh CIIPOC
oTpeduTENei Ha SKCIIOPTHO-UMITOPTHYIO
HPOYKIHIO Ul OpraHu3anuu coopa,
cHCTeMaTH3alus, H3y4eHne U 0000IeHne
HH(POPMALMOHHBIX MAaTEPHUAIOB 10 MAPKETHHTY;
00 SKOHOMUYECKOM, COBITOBOIT U poyeit
JIeITeIBHOCTH OpTraHu3auil (GupM), ¢ KOTOPHIMU
3aKJIFOYEHBI JIOTOBOPA O COTPYIHUYECTBE B HACTH
cHabxeHHs U cObITa

Ha YPOBHE HABBIKOB:

BJIa/I€Th HaBBIKAMH ITPUMCHEHHST IPHMEHSITh
METO/Ibl BBISIBJICHHSI OTPEOHOCTEN MOKynaTenei
TOBapOB, UX (POPMHUPOBAHHIO C TIOMOIIBIO
MapKeTHHIOBBIX KOMMYHHKAIXi{, IPOTHO3UPOBATh
crpoc noTpeduTesnell Ha S3KCIOPTHO-UMIIOPTHYO
MIPOLYKLUIO

Crieriuanuct B cdepe 3aKynoK» yTB.
08.09.2015 Ne606H
OTO B

- OCYIHCCTBJ'ICHI/IG 3aKYyIIOK IJIA

Ha YPOBHE 3HAHHM:

-- 3HaTh IIPUHIIMIBI U CIIOCOOBI  yIIPaBICHUS
JIOTUCTHYECKHMH IPOIECCaMU H U3bICKUBATh
ONITHMAJbHBIE JIOTHCTHUECKUE CHCTEMEI B cepe
3aKyIOK

Ha YPOBHE yMEHHUIA:

- YMETh IIPUMEHSITH NPUHIIUTIBI 1 CITOCOOBI

FOCY/1apCTBEHHBIX, MYHHIHTAIBHBIX MK -15.2 YIpaBIICHUS JIOTHCTHYECKUMHE MTPOLIECCAMH U
i KOPHIOPATHBHBIX HY’ KT (B MOTHOM M3BICKHBATH ONTHMAJIBHBIC JIOTUCTHYCCKHE
O6’BeMe) CHCTCMEBI B cd)epe 3aKYIIOK IIpU OCYIIECTBJICHUN
TpynoBbie QYHKIMH: TIpOHCAyp 3akymoK
B/02.6 OcymecTBieHue npouemyp 172 YPOBHE HABHIKOB:
3aKyIIOK
-GBITH TOTOBBIM YYacTBOBATh B YIIPABICHHH
JIOTUCTUYIECKUMHU IIPOHECCaMU U U3bICKUBATH
ONTHMAJIbHBIE JIOTHCTHYECKHE CUCTEMBI B
poheCCHOHANBHON IEITEIBHOCTH MIPU
OCYIECTBICHAH TIPOLEIYP 3aKYIIOK
Menemkep BO/l/MeHemxep 10 SKCIIOPTY U Ha ypOBHE 3HAHMH:
pmnoptry - 3HATh [IPUHIUIBI ¥ CHOCOOB!  YIIPABICHUS
(B cooTBeTCTBHH C pe3yibTatamu popcaiit-  |[IK -15.2

ceccun. dopcaiiT-aHanu3 TpeOOBaHMI K
[KOMIIETEHIIHSIM)

TpynoBbie QyHKIMHU:

- opranusarus cbopa, cCTeMaTH3ALNS,
n3ydenne n 0600ImeHne HHHOPMAHOHHBIX
MaTepHranoB 1o MapKeTHHTY; 00
PKOHOMHYECKOMH, COBITOBOIT U Ipodeit
InesTeIbBHOCTH OpraHu3anui (Gpupm),

JIOTUCTHYECKUMH IIPOLIECCAMH U H3BICKHBATh
OITHUMAJIbHbIC JOTUCTHYECKHUE CUCTEMBI BO
BHEITHEOKOHOMHYECKOH S TEILHOCTH JIIs
opraHm3anuyu cbopa, CHCTeMaTH3anus, H3ydeHne
1 06001IeHre HHOOPMAHOHHBIX MATEPUATIOB MO
MapKeTHHTY; 00 5KOHOMHYECKOH, COBITOBOH 1
npodeil AesTeNnbHOCTH OpraHu3auuii (pupm), ¢
KOTOPBIMH 3aKJIIOUCHBI IOTOBOPA O
COTPYAHHYECTBE B aCTH CHAOXKEHHUS U cObITa




[KOTOPBIMHU 3aKJIFOYEHBI 10roBOpa o
COTPYAHUYCECTBE B HaCTH cHaOXeHHs U cObITa

Ha YPOBHe YMEHMii:

- YMeTh IPUMEHSTH IPHHIIUIEI U CIIOCOOBI
YIpPaBJIEHHs JIOTUCTUYECKUMU TIPOLIECCAMU U
H3BICKHBATh ONTHMANbHbIE IOTUCTHIECKUE
CHCTEMBI B C(pepe BHEIIHEIKOHOMHIECCKOH
JIeSITETbHOCTH

HA yPOBHE HABBIKOB:

-OBITb TOTOBBIM YIIPABIISITH JTOTHCTHIECKIMH
IpoLeccaMy U H3BICKHBATh ONTHMAJIbHbIC
JIOTUCTHYECKUE CHCTEMBI IIPH pean3alui
9KCIIOPTHO-UMIOPTHBIX ONEpaIyil 11s
opraHm3amys coopa, CHCTEMaTH3aIHs, H3ydeHUE
u 06061IeHne HHPOPMALIMOHHBIX MATEPHANIOB 10
MapKeTHHTY; 00 5KOHOMHYECKOH, COBITOBOH 1
mpodeil AeATeNbHOCTH OpraHu3anuii (Gpupm), ¢
KOTOPBIMH 3aKJIIOYCHBI JIOTOBOPa O
COTPY/ITHHYECTBE B YaCTH CHA0XKEHUS U cObITA

Ha YpOBHE HAaBbIKOB:

-ObITh TOTOBBIM Y4acTBOBAaTh B pealM3al(in
IIPOEKTOB B 00J1aCTH MPO(ECCHOHAITBHOI
JICATEIIBHOCTH C YYETOM YCIOBHi
HaJIOr000JI0KEHHUST IKCIIOPTHO-UMIIOPTHBIX
ornepanuit

2. O6beM 1 MeCTO THCHUILIHHBI (MOayJIsi) B cTpykType OII BO

Huciuummaa 51.B.OJ1.7 «International Marketing» B cooTBeTCTBHE ¢ y4eOHBIM TUIAHOM
HampaBieHus noarotoBku 38.03.06 «Toprosoe memo», mpoduns «MexayHapogHas
KOMMepIHs» H3ydaeTcss B 7-oM cemectpe 4 kypca. OOmast TpyZOEMKOCTh NUCUMILIMHBL — 3
3adeTHbIX equHunbl (108 akaz. yac.)

OcBoeHHE AUCIUILTHHBI OTTUPACTCS Ha CIEAYIOMHNe TUCIUILIUHGL: «Mapketunr» (3 Kxypc,
5 cemectp), «MexayHapoIHble OSKOHOMHYECKHE OTHomeHus» (3 kypc, S cemMecTp
«OpraHu3anys KOMMEPITHH 1o cepam mpuMeHeHus» (3 Kypc, 6 ceMectp).

Jucunmmaa — «International  Marketing»  cayxutr ocHOBaHMeM Uil M3Yy4YCHHS
JTUCLUUIUTMHBL «MeXIIyHapoaHasi TOproBis» (4 Kypc, 8 cemecTp), a Takke HCIONb3YeTcsl MpH
MIPOXOXAECHNUU MTPOU3BOJCTBEHHOM, BKIIOYAsl NPEeIAUIUIOMHYI0, ipakTuky, HUP u nmoarotoeke
BKP.

IMo nucuumunue B1.B.OJI.7 «International Marketing» Beinensercs
Ha KOHTaKTHYIO paboTy ¢ npenogaBareiieM 36 daca, B TOM YHCIIE:
-nexiuu — 18 yac.
- paKkTUIeckue 3auarus — 18 gac.



Ha CaMOCTOSTEJIbHYIO paboTy oOyJaroumxcst - 72 4aca.
3. ConepxxaHue ¥ CTPYKTYpa AHCHUIIMHBI (MOYJIsT)

Tabmmma 1.

Ne n/m HauMeHnoBanue O0beM AMCHMIINHBI (MOYJIS1), Yac. Dopma

TeM (pa3szesioB), TeKyILero
KOHTPOJIA

ycneBaeMocTu**,
TIPOM €KY TOYHOM
arrecTanun***

Bcero KonTakTHas padora CP
o0yyarouuxcs ¢
npenogaBarejeM

10 BUAM y4eOHbIX 3aHATHI
a JP m3/30, | KC
JIOT* P

Ounas ¢hopma obyuenusn |
Tema 1 Introduction to 18 3 6 0,4,3
International 10
Marketing
(IM).
Tema 2 | A Research 18 3 6 O,K,3
Process of 12
International
Markets.

Tema 3 | Marketing mix 18 3 6 0,3c
& strategies in 12
International
Marketing
Product: A
Product in
international
markets

Tema 4 | Marketing mix 18 3 6 O,K
& strategies in 14
International
Marketing:
International
Pricing

Tema 5 | Marketing mix 18 3 6 0,3c
& strategies in 12
International
Marketing:
Global
Promotion

Tema 6 | Organization & 18 3 6 0,4,3
Management of 12
International




marketing
activities.

[Ipomesxyrounas
aTTecTaIus

3avuer

Bcero:

108 18 36 72
Heobxooumble (popmbl meKywe2o KOHmpois ycnesaemocnu: konmpoavivie pabomsoi (K), onpoc (0), scce
(Oc), oucnym (/), unousudyanvuvle 3adanus (3.

Coneprxkanue TMCHHILTHHBI (MOTYJIs)
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. Matepuajbl TeKyIIero KOHTPOJIsl YCIIeBAeMOCTH 00y4AOIIHXCH H
(hoHa OLEHOYHBIX CPEACTB MPOMEKYTOUHOM aTTECTALMM M0 TUCHUILIMHE (MOAYJIIO)

4.1. @DopMBI U METOJIBI TEKYILEr0 KOHTPOJIS YCIIEBAEMOCTH M HPOMEKYTOUHOM

aTTCCTAIlUN.

4.1.1. B xonme peanu3anuu AUCLMIUIMHBL...UCIOJB3YIOTCS CIEAYIOLIME METOIbl TEKYLIETO
KOHTPOJISL YCIIEBAEMOCTH 00yJatOMINXCs:



Tema (pazmen)

MCTOJII)I TCKYIIETO KOHTPOJIA YCIICBAEMOCTHU

Introduction to International
Marketing (IM).

Ompoc, aucHyT, 3a1aHIe

A Research Process of
International Markets.

Omnpoc, KOHTpoIbHAS paboTa, 3a1aHue

Marketing mix & strategies in
International Marketing Product:
A Product in international
markets

Omnpoc, acce

Marketing mix & strategies in
International Marketing:
International Pricing

Omnpoc, KOHTpoIbHasA paboTta

Marketing mix & strategies in
International Marketing: Global
Promotion

Omnpoc, acce
Omnpoc, acce

Organization & Management of
International marketing activities.

Omnpoc, aucmyT, 3aJaHue

4.1.2. TIpomexyTo4Hast aTTeCTaUs IPOBOIUTCS B (hOpME: YCTHOTO 3adeTa
4.2. Marepuaibl TEKyIIero KOHTPOJIS YCIIEBAEMOCTH.

HpHMeprIe HHAUBUAYAJIbHbIC 3aJaHUA

Tema. Introduction to International Marketing

WuTepakTuBHOE 3a7aHUeE:

IIpoBenuTe CpaBHUTENBHBIM aHAINW3 pPa3BUTHS pPEATbHOU U BHUPTYaJbHOM 4YacTh

MapKeTHHTOBOM Cpelbl Uil SKOHOMHMYECKOTO cedeHus. Haiimure 06a3zy MeXCTPaHOBOTO

CpaBHCHU. BOCHOJ’IBSyﬁTeCL ¢ JTOM LECJIbIO HHTCPHCT-UCTOYHUKAMU.

Tema. A Research Process of International Markets

Pazbop keticoB

Tema. Organization & Management of International marketing activities

3amanue:

Hcnons3ys crparerndeckyto SWOT-mapagurMy ocCymiecTBHTE CTpaTeTHUSCKHI aHATM3 I

KaKoi-mu00 WHOCTPAHHOW KOMIIAHMH, BOILUEALICH HAa POCCUHCKUH PBIHOK (10 BhIOOpa

CTyZICHTa), HCTIONB3YsI VIHTepHET-pecypChl

le/lMepHLIe TE€MBbI JTOKJIAA0B M 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 acountry __

15.  Contemporary product strategies for acountry _

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

26.  Segmentation and its usage in advertising in developint countries
27.  Persuasion strategy in developed countries

28.  Persuasion strategy in china

29.  International customer and marketing controls

30.  International competition and marketing controls

31.  International business-to-business marketing

32.  International industrial marketing research



33.
34.
35.
36.
37.
38.
39.
40.
41.
42.
43.
44,
45,
46.
47.
48.
49.
50.

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 CPEICTBA ISl IPOMEKYTOUHOM aTTECTALIUH.

OCBOCH

4.3.1. TlepevyeHb KOMIETEeHIUIi ¢ yKa3aHueM 3TanoB ux ¢GopMupoBaHus B Npolecce
usi oOpa3oBatenbHOil Tporpammbl. [lokasarequ ¥ KpuUTepUM OULEHHUBAHUS

KOMIIeTeHIIMH Ha Pa3JIMYHBIX dTalax ux (l)OpMHpOBaHI/lﬂ

Kon
KOMIIET!

HanmenoBanue Kon HanmeHnoBanue JTara
CHIIMH | KOMIIETCHIIMH Jramna OCBOCHHS | OCBOECHHS KOMIIETCHIIHH
KOMIIETEHIINU

IK- 3

ToroBHOCTH K BhIsiBICHUIO U | [IK - 3.2 CIIOCOOHOCTh HU3y4aTh "
YZIOBJIETBOPEHHIO IIPOrHO3UPOBATh crpoc
noTpebHOCTEH MOKymaremnei noTpebuTeNeH, aHaIN3HPOBATh
TOBapOB, UX (HOPMHUPOBAHUIO MapKeTHHTOBYIO nHpopManuio,
C HOMOIIBIO MapPKETUHIOBBIX KOHBIOHKTYPY TOBapHOI'O PBIHKA
KOMMYHMKaIHH,
CHOCOOHOCTh  U3yd4aTh |
MIPOrHO3UPOBATh cmpoc
norpedurenei,
aHaJIM3UPOBaTh
MapKEeTHHTOBYIO
uHpOpMaLHIO,
KOHBIOHKTYPY ~ TOBAapHOIO
pBIHKA




TIK - 15 ToroBHocTh yuacTBOBaTh B | [[K— 15.2 CITOCOOHOCTD YIIPaBISTh
BBIOOpE U  (HOPMUPOBAHUH JIOTUCTHYECKHUMH  TpOLeCCaMU U
JIOTHCTHYECKUX — Lerned U H3bICKHUBATh ONTHUMAJIbHBIC
cXeM B TOPTOBBIX JIOTHCTHYECKUE CHUCTEMBI B
OpraHu3aLusx, CloCOOHOCTh poQeCCHOHANBHON IESATEIBHOCTH
YIIPABILSITH
JIOTHCTHYECKUMHU
MpollecCaMi M HU3BICKUBATh
ONTUMaJIbHbIE
JIOTHCTHYECKHE CHCTEMBI

JIIK - 2 Cnocobnocts  npuammats | JITIK -2.4 CHOCOOHOCTh NPUHHMMATh Y4acTHE

y4acTHe B IOATOTOBKE H
NPUHATHH ~ PEHICHHH 10

B paspabotke KOMILJIEKCa
MEpOIPHATHH T10 TPOABHKEHHUIO

BOIPOCAM OpraHu3aluH OTEUECTBEHHBIX  TOBapOB Ha
yIpaBICHUS u 3apyOeKHbIC PBIHKH
COBEpIICHCTBOBAHUS
JESATeNbHOCTH
BHEITHETOPTOBBIX
OopraHu3anui
JTan oCBOeHMA IToxa3zaTeJib OLICHUBAHUSA Kpurepuii oneHuBaHus
KOMIIETCHIIMHU
TIK -3.2 cnocobHOCTB IIpumeHsieT npueMsl U METO/bI IIpumeHsieT npuemMsl U METO/IbI
H3y4aTh U MEXIyHapOHOTO MapKEeTHHTa MEXITyHapOJHOTO MapKETHHTa
TIPOTHO3UPOBATH CIIPOC Hcnons3yeT ¢hopMbl U cTpaTerny BEIXoqa | VcmonbsyeT hopMbI 1 cTpaTeTHu BBIXOJa Ha
noTpedurenei, Ha BHCLIHHUE PBIHKA BHEIIHNE PHIHKI
aHAJIM3UPOBATD IIpuMeHsieT TEXHOIOTMH MapKETHHIOBOrO | [IpHMEHSET TeXHONIOrHH MapKETHHIOBOTO
MapKeTHHTOBYIO UCCIIeIOBAHNS 3aPyOEKHBIX PHIHKOB HCCIIEIOBAHNUS 3apyOCKHBIX PHIHKOB
nH(pOpMALHIO, PackpsiBaet crienuuky ucmonp3oBaHus | PackpeiBaeT creruuky nCmoib30BaHuUs
KOHBIOHKTYPY TOBAapHOTO | KOMILJIEKCAa MAPKETHHIa Ha 3apyOeKHBIX | KOMIUIEKCa MapKETHHIa Ha 3apy0OeKHBIX
PBIHKA PBIHKax PBIHKaxX

BrIsBiIsieT MOTpEeOHOCTH MOKyTaTeneii Ha
3apyOEKHBIX PhIHKAX

BeisBisieT moTpeOHOCTH MOKyMaTeneit Ha
3apyOCKHBIX PBIHKAX

IIK -15.2 HW3ydaer motpeOHOCTH MOKyMaTeseil Ha
CIIOCOOHOCTB YNPABIATh | 3apyOEXHBIX PhIHKAX

JIOTHCTHIECKIMH Vcrnons3yer MapKeTHHTOBBIE
mporeccaMu u KOMMYHHUKAIMH 7151 GOPMUPOBAHUS
N3BICKHBATh HoTpeOHOCTEeH MOKymnaTenel u
ONTHMAJbHBIE YIIPaBJICHUS JJOTHCTHICCKUMH
JIOTUCTHYECKHE CUCTEMBI | IIpoIieccaMu

B npodeccroHanbHOM M3y4aer u mporuo3upyer crnpoc
JIESITEILHOCTH norpedutenent

AHanu3upyeT MapKeTHHTOBYIO
nH(OpManuIo, KOHBIOHKTYPY TOBaPHOI'O
PBIHKA U PBIHKA JIOTHCTHYECKHX YCIIYT
Pa3pabatbIBaeT JIOTMCTHYECKHE KaHAIbI
cOBITa ¥ U3BICKUBAET ONTUMAJIbHEIC
JIOTUCTHYECKUE CUCTEMBI B

PO eCcCHOHAIBHON AESATETBHOCTH

[puMeHsieT B PaKTHYECKOH JesITeIbHOCTH
CBEJICHHS O MOTPEOHOCTSX MOKyaTesneil Ha
3apyOeHHBIX PHIHKAX

I'paMOTHO HCTIONB3YET MaPKETHHTOBBIC
KOMMYHHKALUH 1151 HOPMUPOBAHHS
MOTPeOHOCTEH MTOKyNaTeNnel 1 yrpaBIeHUs
JIOTHCTHYECKUMH IPOLECCAMU

KOppeKTHO IpOrHO3UpYeT Crpoc
notpeburesneit

I'paMOTHO aHANTH3UPYET MAPKETHHTOBYIO
UHPOPMALHIO, KOHBIOHKTYPY TOBAPHOTO
PBIHKA M PBIHKA JIOTHCTHYECKHX YCIyT
CamocTosTenbHO pa3pabaTbiBaeT
JIOTHCTHYECKUE KaHAIBI COBITA U U3BICKHBACT
ONTHMAJIEHBIC JIOTHCTHYECKHE CHCTEMBI B
poheCCHOHAIBHOMN ASSTEIbHOCTH

JIIK-2.4 HW3yyaer noTpeOHOCTH MOKYyIaTeNield Ha
CIOCOOHOCTH IPUHUMATH | 3apyOeKHBIX PHIHKAX

yudactue B pa3paboTke Hcnonb3yeT MapKEeTUHIOBBIE
KOMILIEKCA MEPOIPHATUH | KOMMYHHUKAIUH JUIs ()OPMUPOBAHUS

10 IPOJBHKEHUIO NOTpeOHOCTEN MoKynareseit

OTEYEeCTBEHHBIX TOBAapOB | [I3ydaeT u MpoTHO3HPYET CIIpoC
Ha 3apyOeKHBIC PHIHKI norpebuTenei
AHanM3upyeT MapKEeTHHIOBYIO

IIpuMeHseT B IPaKTUUECKON e TeTbHOCTH
CBEJICHHS O MTOTPEOHOCTSIX HOKyMaTenel Ha
3apyOEKHBIX PhIHKAX

I'paMOTHO HCTIONB3YET MapKETUHIOBBIC
KOMMYHHKAIUH JUIs (JOPMHUPOBAHHS
oTpeOHOCTE! IMOKyTaTenei

KoppekTHO mporHosupyer crnpoc
noTpeduTenei




nH(POPMAIIHIO, KOHBIOHKTYpPY TOBapHOro | I'paMOTHO aHaIM3HPyeT MapKETHHTOBYIO

pHIHKa HMH(OPMAIIO, KOHBIOHKTYPY TOBApHOTO
PaspabatsIBaeT JIOTHCTHYECKUE KaHAIBI PBIHKA
COBITA U U3BICKMBACT ONTHMAJIbHbIC CaMocTosTebHO pa3padaThiBacT

JIOTUCTHYECKUE CXEMBI 10 IPOABIKEHHIO | JIOTUCTHYECKUE KaHAIIBI COBITA U M3BICKHBACT
OTEUECTBEHHBIX TOBAPOB Ha 3apyOeXHbIE | ONTHMAJIBHBIE JIOTHCTUISCKHE CXEMBI 110
PBIHKI MIPOABIKCHHUIO OTEUECTBEHHBIX TOBAPOB HA
3apyOeKHBIC PHIHKH

4.3.2 TunoBbie OLEHOYHBIE CPEACTBA
IlepedyeHb BONPOCOB NMPOMEKYTOUHOI0 KOHTPOJIA (3a4€T):
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

Junst onenku chopmupoBarnHocTd komreterimii: [IK OC -3.2, [IK OC-15.2 nu u ATIK — 2.4
HCIIOJNIB3YETCS CIICTYIOIIUE [IKABL.

HlIkana 1. Ouenka c(h)OpMHUPOBAHHOCTH OTAEIbHBIX 3J1€MEHTOB KOMIETEHIU

O06o3HaueHHs ®opmyaupoBKa TpeGoOBaHHUIT
K cTeneHH c)OpMHPOBAHHOCTH KOMIIETCHIIMH
Huodp. Onenka
3nath Ymern Baanern
1 He 3auteno OtcyTcTBUE 3HAHUM OtcyrcTBue ymeHuil | OTCyTCTBHE HAaBBIKOB
2 He 3aureno | ®dparmenrapHsle 3HaHus | YacTUYHO OCBOEHHOE ®parMeHTapHOE
yMeHHe IIpUMEHCHUE
3 3aqreHo O0mue, HO He B nenom ycrmemsoe, B nenmowm ycmensoe,
CTPYKTYPUPOBaHHbIE HO HE HO He
3HaHUA CHCTEMaTHIECKH CHCTEeMaTHIECKOe
OCYIIECTBIIEMOE IIPUMEHCHUE
yMeHHe
4 3auyTeHo CdopmupoBanHbie, HO B nenom ycnemHoe, B nenom ycnemHoe,
cojieprKaliye OTAeIbHbIE HO Cofiep Kallue HO cofiepKaliee
npoOes! 3HAHUS OTAEeNBHBIC MPOOENBl | OTAEIbHBIC MPOOEITBI
yMeHHe IPUMEHEHNE HABBIKOB
5 3aureHo CcopmupoBaHHEIE CdopmupoBaHHOE YcmemHoe n
cHCTeMaTH4ecKHe yMeHHe CHCTEMaTHYECKOE
3HaHUA IMpUMEHEHHE HaBBIKOB

Hlkana 2. KomniexkcHast oueHka coOpMUPOBaHHOCTH 3HAHUIA, yMeHHI U BJIAleHHIT

O0o03HayYeHUsS

DopMyJIMpPOBKa TpedoBaHMii




udp. OneHka K cTeleHUu c()OPMUPOBAHHOCTH KOMIIETEHIIUU

1 He 3auteno He wumeer He0OXOAMMBIX TPEACTaBICHUA O MPOBEPIEMOM
Martepuane
2 3auTeHo 3HaTh Ha YpOBHE OPHMEHTHPOBaHMHA, mpeacTaBaeHHH. CyObexT
yYeHHUsS] 3HAeT OCHOBHbIE NMPU3HAKU WM TEPMUHBI H3y4aeMOTO
win .
JIIEMEHTA COJIEPKAHUs, UX OTHECEHHOCTh K ONpEJEIIeHHON HayKe,
He 3a4TeHO OTpaciy WiIn 00bEKTaM, Y3HAET UX B TEKCTaX, M300pasKeHHUAX WIIH

CXeMax W 3HAaeT, K KaKUM HCTOYHMKAM HYKHO OOpamiaThCs IS
(no yemompenuro Oosee 1eTaabHOTO €ro YCBOCHHUS

npenodasamesst)

3 3auTeHO 3HaTh U YyMETh Ha PeNMpPOAYKTHBHOM ypoBHE. CyOBEKT yUCHUS
3HAeT M3YYEHHBIH OJIEMEHT COJCp)KaHUA PENPOAYKTHBHO:
MIPOU3BOJIFHO BOCIIPOM3BOAUT CBOM 3HAHUS YCTHO, HMHCHMEHHO
WM B AEMOHCTPHPYEMBIX TEHCTBHAX

4 3aqreHo 3HaTh, YMETh, BIAJETh HA AHAJIMTHYECKOM YypoBHE. 3Has Ha
PENPOAYKTUBHOM ~ YPOBHE, YKa3blBaThb Ha OCOOCHHOCTH U
B3aMMOCBSI3M W3y4YEHHBIX OOBEKTOB, Ha WX JOCTOMHCTBA,
OIpaHUYEHHMS], UCTOPUIO U NIEPCIICKTUBBI Pa3BUTHS U OCOOCHHOCTH
JUISL pa3HBIX 0OBEKTOB YCBOCHUS

5 3adTeHo 3HaTh, yMETh, BIAJETh HA CHCTeMHOM ypoBHe. CyOBEKT yueHUsS

3HaCT I/ISyLIeHHHﬁ QJIEMCHT COJACPIKaHUA CUCTCMHO, IIPOU3BOJIBHO
W JOKa3aTCJIbHO BOCHPOU3BOAUT CBOU 3HAHUA YCTHO, IIMCBMCHHO
uin B JACEMOHCTPUPYCMBIX }lef/lICTBI/IHX, YUuThIBass W YyKa3bIBas
CBA3UW U 3aBUCUMOCTHU MEKAY OTHUM DJJIIEMEHTOM U JOPYTUMU
DJIEMCHTAMU COJACPIKaHUA yqe6H01‘/'1 JUCHOUIIIINHBI, €TO 3HAYUMOCTD
B COACPIKaHNHU y‘IC6HOI71 JUCHUITIIIMHBI

4.4. Metoanieckue MaTepHabl
IIponemypsl 1 CpeacTBa OLEHUBAHUS JIEMEHTOB KOMITETEHIIU I

0 AucuuIee «MexXnyHapoaHbIM MapKETHHDY

IIpouenypa CpeacTBo OLleHMBAHUS

NpoBeAeHUs Texymuil KOHTPOJIb IIpomesxkyToun
bIil KOHTPOJIb

Brinonnenune | Bemmonnenwe | Brimonnenue | BeimosiHeHue 3aueT B




YCTHBIX MMMCBMEHHBIX | MPAaKTHYECKUX acce u yCTHOM (hopme
. 3a/laHui pac4eTHBIX JIOKJIaJI0B
3a/1aHui o
3a/1aHui
Ipomomxuren | Ilo ycmorpenuio Tlo He Ilo B
BHOCTDH npernogaBareis YCMOTPECHHUIO NpeayCcMOTPECHO YCMOTPEHHUIO COOTBETCTBUU
nperogaBaTest nperogaBaTest
KOHTPOJISL C IPHUHATBIMA
HOpMaMH
BpEMEHU
dopma Ycrubiii onpoc | [IncbMeHHBIH IIucsmennas B yctHolt
ompoc ¢dopma ¢ dhopme
NIPOBEJIEHUS
Mpe3eHTaIne

KOHTPOJISt n
Bun YcrHBIC ITnceMeHHEBIE [InceMeHHBIN 3a4eT
TIPOBEPOYHOTO BOIIPOCHI 3a/1aHus onpoc
3a/laHusA
®dopma oTueTa VYcTHBIE OTBeThl B OTBeThl B OTBeTHI B

OTBETHI MUCbMEHHON MUCbMEHHOH | YCTHOMH hopme

dopme
PasznaTtounsiit €CTh CrpaBouHas CrpaBouHas CrpaBouHas
JTUTepaTypa- JuTeparypa JIMTeparTypa

Marepuan

IlepeyeHb NPUMePHBIX KOHTPOJILHBIX BONPOCOB M 3a/1aHUIi VI CAMOCTOSITEIbHOI

padoTsi:

Part 1 Introduction to International Marketing (1M).

o N oo o B~ W N P

. 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.

Part 2. A Research Process of International Markets

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

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

O N O O B~ WN 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

5. MeTtoanueckue YKazanus QJist Oﬁy‘{al()llll/lXCﬂ M0 OCBOCHMIO TUCHHUIIIMHBI (MOIlyJ'lﬁ)

HanGompmmii 00beM y4eOHOW HArpy3KH CTYAEHTAa HMPUXOIHUTCS HAa CaMOCTOSTEIBHYIO
paboty. CamocTosTeNnpHas paboTa 3aKII09aeTCs B M3YUSHUH OTAEIBHBIX TeM Kypca MO 3aTaHHI0
npenojaBaTelisi Ha OCHOBE PEKOMEHAYEeMOM yueOHOI NUTepaTypsl, B IOATOTOBKE K CEMHHapaM,
HPaKTHYECKUM 3aHATHSAM, TPCHUHIaM, JEJIOBBIM OOYydJaromnuM Mrpam, JudGdepeHInpOBaHHOMY
3a4€Ty.

B mporecce moAroTOBKM K CEMHHApCKUM 3aHSTHSM, MOJATOTOBKE K 3a4€Ty CTYICHT
3HAYMTEIBHOE BPEMs JJOJDKEH YACNIUTh paboTe ¢ NCTOYHUKAMU HH(OPMaLUK U JINTEpaTypOH.

Bo BBOxmHOW nexumm 0003HAa4aeTCsl COAEpKAaHWE IHUCLUIUIMHBEL, €€ IpoOieMaTHKa U
npakTH4eckast 3HaYMMOCTb. CTyAeHTaM BBIAAIOTCSA BO3MOXKHBIE TEMBI IPE3CHTALUNA U JOKIAT0B
JUIl OOCY)KHEHHS BO BpeMs IPaKTHUECKHX 3aHATHH. IIpH 3TOM CTYyIEHTOM CaMOCTOSTEIBHO
MOXXET OBbITh TPEIJIOKEHa CBOS TEMaTHKa JOKJIaJa IO COTJIACOBAHUIO C MPENOAaBATEIIEM.
TemaTtnka moknmama JOJDKHA HMMETh HPOOJIEMHBIH W TNPOQECCHOHAIFHO OPHEHTHPOBAHHBINA
XapakTep, TpeOYIOLMA CaMOCTOATENLHONW TBOpUECKoi paboThl cryneHTa. CTYIEHTBI TOTOBST
TEKCT JOKJIAa, ASNA0T [0 HeMy Mpe3eHTanuo B Power Point n BBICTYHarOT mepen cTyeHTaMu
rpymmel. OOGCyXaeHne AOKIana NMPOWCXOMUT B JHAJIOTOBOM PEXHME MEXAY CTYICHTaAMH H
HpernogaBareneM, HO 0e3 ero JoMUHUpOBaHUs. KadecTBO MOATOTOBIEHHOrO Martepuaina (€ro
CTPYKTYpa, HOBHM3HA, MOJHOTA, KOJMYECTBO HCIIOIB3YEeMbIX HCTOYHUKOB, CAMOCTOSTEILHOCTh
OpU €ro HaNUCaHWU, CTENeHb OPUTHHAIBHOCTH IPENIOKEHHBIX pelleHud, 0000ImeHuil u
BBIBOJIOB), a TakKe YPOBEHb JOKIaza (IOCIECHOBATENBHOCTh, IICJICHANPABICHHOCTb,

yOeIUTeNbHOCTE) YUYHUTHIBAIOTCS B CHCTEME OauIbHO-PEHTHHIOBOTO KOHTPOJII M HTOTOBOH



9K3aMEHAIMOHHON OICHKE MO AUCIUIIINHE.

ITpn HeoOXoaMMOCTH BO BpeMs WHAWBHAYAIBHBIX KOHCYNBTAMA CTYACHT MOXET
HONTYy4YUTh KBaTH(DUIMPOBAHHYIO TOMOIb MPENOAaBaTeNs MO OPraHU3alUH CaMOCTOSTEIbHON
paboThI U HATIMCAHUIO KypCOBOTO MPOEKTA.

Ilpy  moxmroroBke  AOKJIaza W HANHCAHWA  3CCE  PEKOMEHAyeTcs  Mocie
O6ubnmmorpadIeckoro MOMCKAa COCTaBUTh IUIAaH C IOCJICAYIOIINM €ro OOCYXICHHEM C
npenonaBareneM. llenecooOpa3HO MpU OCBEIEHHH BOMPOCOB U MpOOIEM MNPUAEPKHBATHCA
ONPEACIECHHOW JIOTMKM M3JI0XKEHHs, 3aKiIovaroleiics B CIEIyIOIleM: JaeTcs oOrmas
XapaKTepUCTHKAa MpOOJIEeMBI M IyTH €€ PEeIIeHHs, 3aTeM o0mmas 4JacTh BBICTYIUICHHUS (3cce,
pedepaTa), kpaTkas XapaKTepUCTHKa OCOOEHHOCTEH MapKETHHIOBBIX HCCIICIOBAHHMN, IIOIHTHKH,
YUYHTBIBAIOIEH cTpaHOBYIO criennduky. Oobem scce — 10-15 c.; Bpems, 0TBOANMOE HA JOKIA]
7-10 MmuH. PekoMeHIyeTCst TOKIa]] COMPOBOXKAATh AIEKTPOHHOM MPEe3eHTAIUCH.

VYcnoBueM yCHENIHOTO TEKYIIETO KOHTPOJS SIBISCTCS BBHINOMHEHHE B CPOK 3aJaHUM,

HarmcaHus 5CCE UK MOATOTOBKU U IPE3CHTALMN JOKJIada.

6. YueOHas 1uTepaTypa u pecypcbl HHPOPMATHOHHO-TEJIEKOMMYHUKAIIMOHHOM CeTH
"MHTepHeT", BK/IIOYas NepedyeHb Y4eOHO-MEeTOIMYECKOro odecnedeH st AJ1s
CaMOCTOSITEJIHOM PaGoThI 00y4AIOLIUXCS 10 TUCIHUIIHHE (MOLYJIIO)

6.1. OcHoBHas JIMTEpaTypA.

1. Ceiidymiaesa M.D. MexayHapoJHBII MapKETUHT [ DIEKTPOHHBIHN pecypc]: yI4eOHUK ISt
CTYZICHTOB BY30B, 00y4aromuxcs no crenpaiboctd 061500 «MapkeTHHT»/
CetipynnaeBa M.D.— DnekTpoH. TekcToBble nanusie.— M.: JOHUTU-JAHA, 2014.—
319 ¢.— Pesxum moctyma: http://www.iprbookshop.ru/8095.— DBC «IPRbooks»

2. 3000B A.M. MexayHapOIHbIH MapKeTHHT [ DNIEKTPOHHBIN pecypc]: yueOHoe mocobue/
30608 A.M.— DneKTpoH. TeKCTOBBIE AaHHBIe.— M.: Poccuiickuii yHHBEpCUTET APyKOBI
HapooB, 2013.— 280 ¢c.— Pexwum goctyma: http://www.iprbookshop.ru/11529.— DBC
«IPRbooks»

3. Axymma W.JI. MexxayHapoaHBIH MapKeTHHT [ DJIEKTPOHHEIN pecypc]: yueOHuK/ AKynud
WN.JI.— DnextpoH. TekcroBbie AaHnHbie.— MuHck: TerpaCuctemc, Terpaut, 2014.—
512 ¢.— Pexxum nmocryma: http://www.iprbookshop.ru/28128.— 3BC «IPRbooks»

6.2./lono/THUTEILHAS IUTepaTypa
1. Kapmosa, C. B. MexayHapoJHBEIH MapKeTHHT : yaeOHoe mocodue it 6akaiaBpoB :
pexoMenoBano YMO 1o 00pa3oBaHUIo... 1O CIIEIHATBHOCTH "MupoBas 3KoHOMUKA" /
Kapnosa, Ceetnana BacunseBna. - Poctos H/J1 : ®ennke, 2009. - 318, [1] c.

2. Tapees T.P. OcHOBBI ME&XTYHAPOIHOTO MapKETHHTA [ DJIEKTPOHHBIH pecypc]: yaeOHOe
nocobue/ I'apeeB T.P.— DnekTpoH. TekcToBbIe AaHHble.— Kanuuunarpasn: banruiickuii



¢benepanbHbI yHEBepcuTeT HM. ViMManymia Kanra, 2013.— 244 ¢.— Pexxum mocryma:
http://www.iprbookshop.ru/3165.— 3BC «IPRbooks»

3. Jlamxo C.W. Mexnyrapoasstii 6uszHec. PR u pexnamuoe neno [DnekTpoHHSIH pecypc]:
yuebHoe nocobue/ Jlamko C.H., [TactyxoBa N.0.— DieKTpoH. TEKCTOBBIC JaHHBIC.—
Kpacuomap: FOxHbIi HHCTUTYT MeHekMeHTa, 2011.— 235 ¢.— Pexwum noctyma:
http://www.iprbookshop.ru/25973.— 3BC «IPRbooks»

6.3. UHTepHeT-pecypehl

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 Ma
rket Research - FITA Association

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

6.4. Nnublie ncrounuku. Jlureparypa Ha 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 ¢ 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-TeXHHYecKasi 6a3a, MHPOPMALMOHHBIE TEXHOJIOTHMH, IPOrPaMMHOE
obecrnieyeHue U NHPpOPMAIIMOHHBIE CIPABOYHbIE CHCTEMbI

Jns mpoBeneHWs 3aHATHI MO AMCUUIUIMHE HEOOXOAWMO CIEAYIOIlee MaTepHaIbHO-
TEeXHHYECKoe obecredeHne: yIeOHbIe ayInTOPHH [UIS IPOBEICHNS 3aHATHH CEMHHAPCKOTO THIIA,
TPYNIOBBIX M HHAMBUAYAJIBHBIX KOHCYJIbTAllMM, TEKYIIETO KOHTPOJIA M IPOMEXYTOYHOMH
aTTeCTalNH, I CAMOCTOSATEILHON PaOOThI: YHTAJIBHBIC 3aJI6I OHOIHMOTEKH.

IMporpammHoe obecnieuenue: MS Office Professional Plus 2016.

Nudopmanmonnsie crnpaBouHble cucteMbl: Hayunas Oubmuorexka PAHXwul'C. URL:
http://lib.ranepa.ru/; Hayunas AIIEKTPOHHAS O6ubmmoTexa eLibrary.ru. URL:



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

http://elibrary.ru/defaultx.asp; HamnmonanpHas snekrpoHHas OuoOmmoreka. URL: www.nns.ru;
Poccuiickass rocymapctBeHHas OubOnmorexka. URL: www.rsl.ru; Poccuiickas HamumoHajbHAst
6ubmmorexa. URL:  www.nnirru;  OnekrporHas  Oubmmortexa  Grebennikon.  URL:
http://grebennikon.ru/; OnexkrpoHHO-OMONMMOTEYHast cucrema IM3nmarensctBa <«Jlanb». URL:
http://e.lanbook.com; DnexTpoHHO-GuOMHOTeuHas cuctema FOPAMT. URL: http://www.biblio-

online.ru/.
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