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1. IlepeyeHb MIAHUPYEMBIX Pe3yJIbTATOB 00YUYE€HHUS M0 TUCHHUILINHE, COOTHECEHHBIX €
IUIAHMPYEMbIMH Pe3yJIbTATAMM 0CBOEHUSI MPOrPaMMbI

1.1. Juctumummaa b1.B.JIB.02.01 I'mo6aneHsIif cTparernueckuii mapketur (Global Strategic
Marketing) oGecrieunBaeT OBIaJACHUE CICTYIONUMA KOMIIETCHITUSMHI C yU4E€TOM JTara:

Kon HaunmenoBanune Koz nrama ocBoenus HaumenoBanue 3Tamna
KOMIETSHIIUU KOMIIETEHIINH KOMIIETEHIINH OCBOEHUSI KOMIIETCHIINH
YK-1 Crniocoben YK-1.2 OcymectBisier
OCYIIECTBIIATH CTpaTernyeckoe
KPUTHYECKUI aHau3 IUTaHUPOBAHHUE.
MPOOIEMHBIX CUTYaITUHA
Ha OCHOBE CICTEMHOI0
oJX0/a,
BbIpaOaThIBaTh
CTpaTEruio AEMCTBUI

I1IK-6 Crioco6HOCTh I1K-6.2 CriocobHOCTD pa3pabaThIBaTh
OLICHUBATh IUTaHBI PA3BUTHS
KOHKYPEHTHYIO Cpefly U KOHKYPEHTOCIIOCOOHOCTH;
pa3pabaThIBaTh
MapKETUHTOBYIO
CTpPAaTETuIo
PEIIPUSITUS

1.2.

B pe3ynbraTe 0CBOCHUS NUCHUIUIMHBI Y CTYJEHTOB JOJKHBI ObITH COOPMUPOBAHBI:

OTO/TD Kop srana PesynbraTsl 00y4yeHus
(pu HaTUIHH OCBOCHHUS
npodcrangapra)/ KOMIIETEHINH
npodeCCHOHAIbHBIC
JEHCTBUS
YK-1.2 Ha ypoBHe 3HaHmii:

- YETBHIPEX OCHOBHBIX MOJICJIEH pbIHKA COBEPIIIEHHON
KOHKYpPCHIIUHU, MOHOIIOJINH, MOHOIIOJIMCTHYECKOM
KOHKYPEHIIMH U OJIUTONOJINH, U KaK LIeHa U
KOJIMYECTBO OMPEIEISAIOTCSA B KaXK10H MOJIEIH;

- OpraHu3alloOHHAas CTPYKTypa KOMaH/IblI
YIIpaBIECHUSA IIPOEKTOM;

- TEOPUH, MOZIEIIU U aCTIEKThI MOBEJECHUYECKUX
¢uHaHCOB;

- 0COOEHHOCTH UCTOPUYECKOTO, MOJTUTUYECKOTO U
SKOHOMHUYECKOTO PA3BUTHSI KAKI0TO KOHTHHEHTA.

Ha ypoBHe ymeHwmii:

- oOecrieyeHre MPOEKTOB MPEUMYIIIECTBAMH JIISI
OusHeca;

- UCIIOJIB30BATh MPOLIECCHBIN MTOAXO IS
MOCJIEZIOBATENIHHOTO BHIMIOJIHEHUS TPOEKTOB;

- COKpAIIIeHUE TUITNYHBIX MPOOIEeM MPOEKTa;

- neMoHcTparus 3hHEKTUBHOTO IPUHATHUS PEIICHUM
C UCIIOJIb30BAHUEM HABBIKOB B3aI/IMOI[eI‘/JICTBI/I}I,
HE0OXOIMMBIX JIJIsl IPUHSATHUS BaXKHBIX JUJIsl OM3HECa




pElIeHUH, BBIMOTHEHUS (DYHKIIMOHABHBIX,
OpPraHU3aIMOHHBIX U MPOPECCUOHATBHBIX IIeIeH;
- aHAJN3 BIHMSHUS MEKIYHAPOIHON OU3HEC-CPEIb
Ha KOMIIAHUIO U €€ CTPATETHUIO.

Ha ypoBHEe HaBBIKOB:

- OLIGHUTh U PUMEHUTD d(H(HEKTUBHOE
MCTOJIb30BAaHUE TEXHOJIOTHIA Il ONTUMH3ALNN

s dexTuBHOCTH OM3HECA;

- pa3paboTKa KOMILJIEKCHBIX pelIeHuil Ou3Hec-3a1a4d
IyTeM CHHTE3a U OLIEHKH UH(OpMAaLIUU C
MCIIOJIb30BaHNEM Kau€CTBEHHBIX U KOJIMYECTBEHHBIX
METOZIOB PacCyK/ICHUS U aHaJIN3a,

- pa3paboTaTh CUCTEMHBIE, IPAKTUYECKHE U
MPaKTUYECKUE PEKOMEHIAITNH, KOTOPbIE ObLTH ObI
MIOJIC3HBIMU JIJISl IPUHSATHUS PELICHUI;

- pa3zpaboTarh MPaBUIbHYIO CTPYKTYPY U
BCEOObEMITIONIEE COMIEPKAHUE JUIIIOMHON PaOOTHI.

40.033

OTO:
TakTHYeCKOE
yIIpaBJICHUE
polieccaMu
[JIAHUPOBAHUS U
OpraHu3aIu
[MPOU3BOJICTBA HA
YpOBHE
CTPYKTYpPHOTO
MoJipa3aeiaeHus
[TPOMBIIJICHHOMN
OpraHu3aIuu
(oTmena, 1iexa)
TO:
TakTH4eckoe
yIIpaBJICHHE
[poleccamu
OpraHu3auu
[POU3BOJICTBA.

[1IK-6.2

Ha ypoBHe 3HaHuii:

- TEOPETHYECKHE MOJIXOAbI K pa3paboTKe MHCCHUH,
LE€JIEN ¥ CTPATErui IPEANPUATUS

- (bakTopsl, OIpeIeNsIoIne CTEIEHb
HECTa0MJILHOCTH (PMPM B OTPACIU, OCHOBHBIC THIIBI
CHCTEM CTPATErMYEeCKOro yNpaBJIeHUS

- baxTopsl, OIpeeIAIoINe CTETEHb
HECTaOMJILHOCTH TPEANPHUATHI CpeaHero Ou3Heca,
OCHOBHBIE ~ THUIIBI ~ CHCTEM  CTPaTEru4yecKoro
yIpaBJieHUs

- KOHLIETIIINSA KOHKYPEHTHOI'O MIPEUMYLIECTBA U €T0
UCTOYHUKOB M CIIOCOOHOCTh pPAacHO3HABATH €r0 B
peabHBIX CHEHAPHSIX.

Ha ypoBHe ymeHuii:

- TIOHMMaHWE WHIMBHUAYAJbHOTO TIOBEICHHUS B
OpraHu3aIusIX, BKJTIOYas pasHooOpasue,
OTHOIIEHHUSI, YIOBJIETBOPEHHOCTh Pa0OTOM, 3MOLINH,
HACTPOCHUS, JIMYHOCTh, LIEHHOCTH, BOCIPUSTHE,
NPUHSATHE PEIICHNH U MOTHBAIIMOHHBIE TEOPUHT

- IOHUMATh TPYIITIOBOE MOBEACHUE B OPTaHU3AIHSIX,
BKJIIOYas OOIIeHWe, pYKOBOJCTBO, BIACTh H
MOJIMTUKA, KOH(DIHUKT U IEPEroBOpEI.

- MOHUMAaTh OPTaHM3AIMOHHYIO CHUCTEMY, BKIJIIOYAs
OpraHHM3alOHHbIC CTPYKTYPBI, KyJIBTYpPY,
YeJI0BEUECKHE PECYPCHl U H3MEHECHHSI.

Ha ypoBHE HaBBIKOB:
- HaBBIKH CUTYALIUOHHOI'O0 aHAJIN34, aHaJInu3a C

HEMOJIHBIMU NAHHBEIMU u TBOPYECKOTO
WCIOJIb30BAaHUSI KJIACCUYECKOM M COBPEMEHHOM
TEOpUHU

- MCTOAbBI aHajin3da U OICHKU BHYTPCHHCITO
IIOTCHIMaJla KOMITAaHHUH




2. O0beM U MecTO TUCHUILUIUHBI B cTpyKType OIT BO
O0beM TMCUMTLTHHBI

O0wem quctniuneel: 144/4 108/4
KonrtakTHas pabdota: 28/21
Jlekuuu 14/10,5

JlaGopaTopHbie pabOThI
[Ipaxktuueckue 3ansarus 14/10,5
CamocrositensHas padora 116/87

Mecto nucuumiannabl B crpykrype OI1 BO

uHIeKC W HamMeHoBaHume auctuiiuHbl: B1.B.JIB.02.01 I'moGanpHBINM CcTpaTernyecKuit
mapketuHr (Global Strategic Marketing)

Kypc(bl), cemecTp(bl) UK TPUMECTP(BI) €€ OCBOSHUS B COOTBETCTBUH € YUEOHBIM IIJIAHOM: 2
Kypc 3 cemecTp

AUCHUILTUHBL, VIS KOTOPBIX peajindyeMasi JMCHUIJIMHA CJIYKUT ONOPOIi:
b1.B.JIB.02.02 MexnayHnapoaHoe mybmuunoe npaso (International Public Law)
Bb2.B.04(I1x) Ipenmunnomuas npaktuka (Pre-diploma internship)
b3.01 3amuTa BEIMYCKHOW KBAJIM(UKAITMOHHONW pabOThI, BKJIIOYask MOATOTOBKY K 3aIUTE
u nponeaypy 3amuthl (Defense of the graduate qualification work, including preparation
for the defense and the defense procedure)

dbopma(bl) MPOMEKYTOUYHOM ATTECTAIIMHA B COOTBETCTBUU C YUCOHBIM IJIaHOM: 3a4eT

PernameHT pacnpeneneHusi Bua0B padot no gucuumianne ¢ 10T

JlaHHast AMCIUITIIMHA peai3yeTcs ¢ MIPUMEHEHNEM JAUCTAHIIMOHHBIX 00pa30BaTeIbHbIX
texnonoruit (IOT). Pacnipenenenue BunoB yueOHO paboThl, (HOPMATOB TEKYIIETO KOHTPOIIS
Ipe/ICTaBICHBI B TAOJIHUIIE:

Bua yueOHo# padboThl DopmaT nNpoBeeHUs

Jlexuun C yactnunbpiM npumeHernneM 10T
[IpakTHyecKue 3aHATHS C yactnynbiM npuMeHenueM 0T
CamocrosTenbHas padora C yactnunbpiM npumeHenneM 10T
[IpomexxyTouHas arrecranus C yactnunbiM npumeHernneM 10T
DopMbI TEKYLIET0 KOHTPOJISI DopmaT nNpoBeIeHUs

HducnyT C gactuunbiM npuMeHenueM JJOT
Keiic C yactuynbiM npuMeHenueM JJOT

JlocTym K cHCTeMe JAWCTAHIIMOHHBIX OOpa30BaTENbHBIX OCYIIECTBISIETCS KaXKIbIM
00yYaromuMcs CaMOCTOATENBHO C JTI000T0 ycTpoiicTBa Ha mopraine: https://Ims.ranepa.ru. [1aposs
¥ JIOTHH K JIMYHOMY KaOnHeTy / mpodriTio mpeaocTaBiseTcs CTyIeHTY B JeKaHaTe.

Bcee (bOpMBI TCKYLICTO KOHTPOJIA, HOPOBOAUMBIC B CHUCTECMC JUCTAHIIMOHHOI'O o6yquI/1;1,
OICHUBAIOTCA B CHCTCMC JUCTAHIIMOHHOI'O 06y‘-IeHI/I$I. I[OCTYH K BHICO U Marcpuaiam J'ICKI_[I/Iﬁ
MIPEIOCTABIISICTCSA B TEUCHHUE BCeTo ceMecTpa. JlocTym K KakaoMy BHAY padOT M KOIHMYECTBO MOMBITOK HA




BBITIOJTHCHUE 3aJaHUs TPEJOCTABISCTCS Ha OTPAHMYCHHOE BPEMs COTVIACHO PETVIaMEHTY IUCIUILTAHBI,
onyommkoBanHoMy B CIIO. IIperonaBarens OleHUBAET BBITIOHEHHBIC O0YJIarONTUMCS pabOTHI HE TTO3THEE

14 pabounx gHEH MOCe OKOHYAHMSI CPOKA BHITIOTHEHHUS.
3. ConepkaHue ¥ CTPYKTYpPa JIMCHUIIIHHBI

Ounasn hopma odyuenusn

Ne n/m HaumenoBaHue Tem O0beM TUCHUNIHHBI (MOTYJISA), YaC.

(pasneuios), Bcero KonrtakTHas padora
o0yyarommuxcsi ¢
npemnoaaBarejieM

10 BUAAM YUeOHbIX 3aHATHIA

J/20, | JIP/ 30, m3/30, | KC
noT* A0T* noT* P

Cp

®opma
TeKylero
KOHTPOJIAA
ycneBaeMoCTH* ¥,
NPOMEKYTOYHOI
arrecTanuu®

Tema 1 | Principles and 21,5 43
concepts of global
marketing
ITpunune u
KOHIICIIINH
100aTBHOTO
MapKEeTUHTa

16/12

A, K

Tema 2 | Forces and trends 2/15 2/15
affecting global
business
environment and
target market
selection

CI/IJ'IBI U TCHACHLINU,
BIIUAIOIIINEC Ha
100abHYyI0 OM3HEC-
cpeay U BBIOOP
[CJICBOI'O PhIHKA

20/15

A, K

Tema 3 | Making a strategic 21,5 21,5
decision to go
global and
choosing target
markets

IIpunsitue
CTPATCruicCKroro
peleHus o BBIXOAY
Ha MUPOBOU PHIHOK U
BI:I60p OEICBBIX
PBIHKOB

20/15

Tema 4 | Market 215 21,5
Segmentation,
Targeting and
Positioning
Cermenranus
PBIHKA, TAPTETHHT U
MO3UI[MOHUPOBAHKE

20/15

A, K

Tema 5 | Global market 2/1,5 21,5
entry strategies
and alliances

20/15

A, K




Crparerun Bsixoza
Ha 100aJIbHBIN
PBIHOK M aJIbSIHCHI

Tema 6

Developing the
global marketing
mix: Brand,
Product, Pricing,
Communication
Pa3paborka
100aIbHOTO
KOMILJIEKCa
MapKeTHHTa: OpeH,
IIPOIYKT, LICHBI,
KOMMYHUKAIIUU

4/3

2/1,5 20/15

A, K

[IpomexyTounas
arTecTaius

3auer

Bcero:

144/4
108/4

14/10,

14/10,5 116/ | 4/3

81

*pumeuanue —oucnym (), xetic (K)

Conep:xkaHue TUCHHUIIMHBI

Ne HaumeHoBaHue TeMbI

Copep:xanue

Tema 1

Principles and concepts of
global marketing
ITpUHIMTIBI 1 KOHIIETIIUN
DI00aJIBHOTO MAapKETHUHTa

Value creation and stakeholders
Single-country vs. Global marketing decisions.
Management orientation and marketing moves
Sources of competitive advantage of nations
and businesses

Digital revolution: platform economy and
ecosystems

Coznanue 1EHHOCTH ¥ 3aMHTEPECOBAHHbBIC
CTOPOHBI

WunuBuayanbHbie U TII00aTBHBIC MAPKETUHTOBBIC
pelieHus.

OpueHTanus Ha MEHEDKMEHT U MapKETHHTOBBIE
XOJIBI

HcTouHMKY KOHKYPEHTHOTO MTPEUMYIIIeCTBA
HaIi 1 Ou3Heca

Hudposas peBomtonys: miarGopMeHHas
SKOHOMHKA U 3KOCUCTEMEBI




HaunMeHOBaHHE TeMbI

Coaep:xanue

Tema 2 Forces and trends affecting | Economic, social, culture, political, legal,
global business environment | financial, technological
and target market selection Product quality, development and
CHiIbl M TEeHAEHIIUY, BIUSIOLINE transportation costs
HA IIOGATBHYI0 GHIHEC-CPETy H Co3anue EHHOCTH M 3aMHTEPECOBAHHBIC
CTOPOHBI
BLIGOP IENIEBOTO PHIHKA WuauBuayanbHbIe U TII00aTbHBIC MAPKETUHTOBBIC
peleHHS.
OpueHTaIus Ha MEHEKMEHT W MapKETHHTOBEIC
XOJIBI
HcTOYHNKN KOHKYPEHTHOTO PEUMYIIECTBA
HaIi 1 Ou3Heca
Hudposas peBomtonust: miarGopMeHHas
9KOHOMHKA U SKOCHUCTEMBI
Tema 3 Making a strategic decision | Strategy evolution and decision-making
to go global and choosing frameworks for going global
target markets Scorecard for pre-selecting attractive markets
HpunsTHe CTPaTernyecKoro Estimating market potential and size of
peleHus 10 BBIXOY Ha MUPOBOH | addressable market
PBIHOK H BBIOOD LIE/IECBBIX DBOJIIONAS CTPATETUN U OCHOBBI TIPHHSITHSI
PBIHKOB peleHui A7 BBIXO/Aa Ha T00aIbHBINA YPOBEHb
CucteMa nokaszaresei Ui IpeABapUTEIIEHOTO
BHIOOpA MPHUBJIEKATEIHLHBIX PIHKOB
OreHka ppIHOYHOTO MOTEHIHANIA H pa3Mepa
JIOCTYITHOTO PBIHKA
Tema 4 Market Segmentation, Foreign Market Segmentation, Selection,

Targeting and Positioning
CermeHTanus peIHKa,
TapreTUHr U
NO3UIIMOHUPOBAHUE

Targeting and Positioning

Choosing value proposition
Price/value/brand mapping

Assessment of entry barriers
CermeHranus, BEIOOp, TAPTETHUHT U
MO3HIIMOHUPOBAHUE BHEITHETO PHIHKA
Br160p IEHHOCTHOTO MPEIOKESHUS
ComnocrapieHue LeHbI / CTOUMOCTH / OpeHaa
OreHKa BXOIHBIX OapbepoB
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HaunMeHOBaHHE TeMbI

Coaep:xanue

marketing mix: Brand,
Product, Pricing,
Communication
PazpaboTka rnobdaapHOro

KOMILUIEKCA MAPKETHUHTA:
OpeH, MPOAYKT, IIEHBI,
KOMMYHUKAITHH

Tema 5 Global market entry Choosing the market expansion strategy
strategies and alliances Deciding on market entry strategy
Crpareruu BeIXoJa Ha Key success factors for building and managing
100abHBINA PHIHOK U alliances
ABSHCHI Be160p cTparernu pacumpeHust phIHKa
BrI100p cTpareruu BeIX0/1a Ha PHIHOK
KiroueBble (pakTopbl ycmexa IS CO3JaHUS
QJIBSTHCOB U YIIPABJICHHUS UMU
Tema 6 Developing the global Global Branding Objectives and Strategy

Product development strategies for global
markets

Global Pricing Objectives and Strategies
Global Distribution Objectives and Strategies
Building global supply chains

Global Marketing Communication Objectives
and Strategies

Lenu u ctpaterust modaapHOT0 OpeHIuHTa
Crpateruu pa3BUTHS IPOAYKTOB IS III00ATBHBIX

PBIHKOB

[moGanbHBIE LIENN U CTpaTeruu HeHO00pa30BaHuUs
Hemn u CTpaTeruu [7100aTHHOTO
pacnpocTpaHeHus

[TocTpoenue rmobanbHbIX IEMOYEK MOCTABOK
Ilenmn u cTpareruu TIOOATEHONH MapKETHHTOBOM
KOMMYHUKAIIUH

4. MarepuaJjbl TeKylIero KOHTPOJISl yCIIeBAeMOCTH 00y4arOIIUXCs U

(l)OH}l OICHOYHBIX CPEACTB HpOMe)ICYTO‘lHOﬁ aTTeCTallui 10 JUCHUIIJIMHE

4.1. ®opMbl M MeTOAbI TEKYLIEr0 KOHTPOJS YCINEBAEMOCTH, OOYyYAKOIIMXCHA U
NMPOMEKYTOYHOM aTTeCTAIlUH.

4.1.1. B xome peajqm3anuu JUCUMILUIMHBI (MHJAEKC, HAMMEHOBAHUE) HMCIOJIb3YHOTCH
cJIeAyIolIe MeTOAbl TEKYILEero KOHTPOJIsl yCIIeBaeMOCTH 00y4a0IuXCs:

IIpu mpoBeneHny 3aHATUIN JIEKLIUOHHOTO THUIIA: JUCITYT, KEHC

IIPU IIPOBEJCHUN 3aHATUI CEMUHAPCKOIO TUIIA: TUCITYT, KEUC

4.1.2. Jx3amMeH (3a4eT) MPOBOAUTCH C IPUMEHEHUEM CJIeTYIOUUX MeTOA0B (CPeACTB):

3aueT B (hopMe rpyIIOBON MPE3CHTAIHI
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4. 2. MarepuaJbl TeKyliero KOHTPOJIsl yCIieBaeMOCTH 00y4YaloInXCsl.

Topic 1. Principles and concepts of global marketing

Assess external forces and company’s strengths. Develop criteria for choosing attractive markets
for a company planning international expansion.

Tema 1. [IpuHIUNBI U KOHIENIUH VI00AJbHOT0 MAPKETHHT A

OneHuTe BHEUIHME CHJIBI M CUJIbHBIE CTOPOHBI KommaHuu. PaspabotaiiTe KpuTepuu BBHIOOpPa
MPUBIIEKATENIbHBIX PHIHKOB JIJIsl KOMIIAHHUH, TUTAHUPYIOIIEH MEXTyHAPOTHYIO SKCIIAHCHIO.

Topic 2. Forces and trends affecting global business environment and target market selection
Explain reasons for failure of a multinational company. What are the reasons for failure? Suggest
a corrective action.

Tema 2. Cuiibl 4 TeH/IeHIIUM, BJAMAIOIINE HA NI00AIbHYI0O OM3HeC-Cpely M BbIOOP LeJ1eBOro
pbIHKA

OObsicHUTE TPUYMHBI HEyAad MHOTOHAIMOHATBHOW KOMIAHWHW. B dYeM mnpuuuHbl Heymad?
[Ipennoxkure KOPPEKTUPYIOIIEE ICUCTBHUE.

Topic 3. Making a strategic decision to go global and choosing target markets

Suggest strategic options for a company entering developing markets. What should be its value
proposition and elements of the marketing mix?

Tema 3. IlpuHsAiTHE CTPaTerH4ecKOro pemieHMs MO BBIXOAY HA MHPOBOH PBLIHOK W BBIOOP
1eJIeBbIX PHIHKOB

[Ipemyioxxute cTparernyeckre BapuaHThl BHIXO/Ia KOMIIAHUHU Ha pa3BUBaroliyecs pbiHku. Kakumu
JTOJKHBI OBITH €T0 1IEHHOCTHBIE MPEASIOKEHUS U 2JIEMEHThI KOMILIEKCa MapKeTUHTa?

Topic 5. Market Segmentation, Targeting and Positioning

Study Questions:

1. Market segmentation

2. Procedure for creating an enterprise image

3.Price classification

4. A set of marketing communications.

5.Pricing process

6. Basic concepts of sales. Choosing the optimal distribution channel
Tema 4. CermeHTAlMA PHIHKA, TAPTeTHHT ¥ MO3UIIHOHUPOBAHUE
Bonpocs! 17151 n3ydeHus:

1.CermenTanus pbHKa

2.Ilopsimox co3ganust oOpasa NpeAnpUusITHSI

3. Knaccudukanus neH

4 KoMIIeKC MapKETUHTOBBIX KOMMYHHKAIIHA.

5.IIpouecc 1ieHo00pa3oBaHus

6.0OcHOBHBIC TTOHATHA cObITa. BRHIOOP ONTHMAaNBEHOTO KaHajia cObITa

Topic 6. Global market entry strategies and alliances

Study Questions:

1. Strategies of investment activities in the financial market.

2. Insurance companies and pension funds as institutional investors.
3. International financial market: structure, functions and participants.
4. Financial globalization: concept, subjects, processes and trends.

5. Public debt restructuring: methods, international

experience and Russian practice

Tema 5. CTpaTreruu BbIxo1a Ha IJ100aJbHbIA PHIHOK U AJIbSHCHI
Bomnpocs! nis usydeHus:
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1.Ctparernu MHBECTUIIMOHHON JEATEIbHOCTH HAa (PMHAHCOBOM PBIHKE.

2. CTpaxoBble KOMIIAHUU U IEHCUOHHBIE (POHBI KAK MHCTUTYLIMOHAJIbHBIE HHBECTOPBHI.
3. MextyHapoaHbIi (PUHAHCOBBINA PHIHOK: CTPYKTYPa, PYHKIIUH U YYACTHUKHU.

4. ®uHaHCcOBas IO0ATM3ALMSL: TOHATHE, CYyObEKTHI, IPOLIECCHl U TEHCHIINU.

5. Pectpykrypusanus rocy1apCTBEHHOTO J0JIra: METObI, MEKIyHapOAHBIN

OIIBIT U POCCHUMCKAsl MPAKTHUKA

Topic 7. Developing the global marketing mix: Brand, Product, Pricing, Communication

Study Questions:

1. Branding as a process of forming preference for a trademark or corporation
2. Concepts of product and corporate branding.

3. Concept, structure and formal features of the brand.
4. Brand as a marketing concept.
5. Rational, associative, emotional and behavioral elements in the brand structure.

Tema 6. Paspaborka m100aJbHOI0 KOMILIEKCA MAapPKeTHMHIa: OpeHJ, NPOAYKT, LeHbI,

KOMMYHHUKAaIlUA

Bomnpocs! nis usydeHus:
1. BpennuHr kak nporecc GopMUPOBAHUS MPEATOYTEHUS TOPTOBONW MapKe UJITH KOPIIOPAIIAH.
2. [ToHATHS TOBAPHOTO M KOPIIOPATUBHOTO OPEHIUHTA.

3. [lonsTHe, cTpyKTYypa B popMaIbHbIC MPU3HAKKA OpeH Ia.
4. bpenja kak MapKeTUHIOBOE MOHSTHE.
5. PanmonasnbHble, acCOMATUBHBIE, SMOLIMOHAIbHBIE U MOBEJCHUYECKUE 3JIEMEHTHI B CTPYKTYpe

OpeHpa.

4.3. OneHo4YHbIE CPEACTBA JJIsl IPOMEKYTOYHOM ATTeCTAIlUM.

4.3.1. ®opmMupyemble KOMIETEHIIUN

Kon Haumenosanue Kon sTama ocBoeHUA HaumenoBanue >Tamna
KOMIETCHIINH KOMIIETSHITNH KOMIIETCHITNH OCBOCHUSI KOMIIETCHIINH
YK-1 Cnocoben YK-1.2 OcymiecTBisieT

OCYIIECTBIIATh CTpaTEruuecKoe
KPUTHYECKUI aHau3 IJIAaHUPOBAHUE.
MPOOJIEMHBIX CHTYAIIHiA
Ha OCHOBE CHCTEMHOTO
MOJIX0/1a,
BbIpaOaThIBaTh
CTpaTEruto NEUCTBUI
IIK -6 CnocoGHOCTB IIK 6-.2 CnocoO6HOCTh pa3padaThiBaTh

OIICHUBATh TUTAHBI PA3BUTHS
KOHKYPEHTHYIO Cpelly U KOHKYPEHTOCIIOCOOHOCTH;
pa3pabarbiBaTh
MapKETUHTOBYIO
CTPATETUIO
IPEIIPUSITUS

Oran ocBOeHUs ITokaszarens Kpurepuii onieHnBaHus

KOMIETEHIIUU OLICHUBAHMS

3 stan (YK-1.2) -

OcCyIIecTBIISET CTPATErHueCcKoe

[JIaHUPOBAHUC.

mpoOem,

OO0yuaromuiics: ymeer
MCITOJIB30BaTh a0CTPAaKTHOE
MBILIJICHHE TTPU PELICHUN

BO3HHUKAIOOIUX ITPHU

- O1ieHKa «OTIIMYHOY»
BBICTABIISICTCS CTYJCHTY,
€CJT OH TITyOOKO ¥ IMPOYHO
YCBOWJI IPOTPAMMHBIN
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BbLITIOJTHCHHU N
MCCIIEIOBAaTEIHCKUX PaboT,
HABbIKAMHU OTCTaWBaAHUA CBOGﬁ
TOYKH 3PCHUSI.

MaTepHall, UCUEPIIbIBAIOIIIE,
MOCJIeI0BATEIbHO, YETKO U
JIOTUYECKHU CTPOMHO €ro
U3JIaraeT ero Ha HK3aMeHe,
YMEET TECHO YBS3bIBAaTh
TEOPUIO C IIPAKTUKOM,
CBOOOJIHO CIIPABISIETCSI C
3a/1auaMu, BOIIPOCAMH U
JIPYTUMH BUJIAMU
MPUMEHEHUSI 3HAHUH,
IIpUYeM He 3aTpyAHseTcs ¢
OTBETOM IIpU
BUJOM3MEHEHUH 3aIaHUH,
UCIIOJIb3YET B OTBETE
Marepuai MOHOTrpapuIecKon
JUTEpaTypbl, MPABUILHO
000CHOBBIBAET MIPUHATOE
pelieHue.

- YyeOHbIE JOCTUKEHUS B
CEMECTPOBBIH MTEPUOA U
pe3ynbTaraMu pyOoesKkHOTO
KOHTPOJISI IGMOHCTPUPYIOT
BBICOKYIO CTETIEHb
OBIIJICHUS IPOTPAMMHBIM
MaTepHUaIoM.

2 oram (I1K -6.2) - CiocobHOCTB
pa3padaTbIBaTh IUIAHBI Pa3BUTHS
KOHKYPEHTOCITOCOOHOCTH.

OO0yJarommiics ymeer
pa3pabarbIBaTh CTpaTeTUH
pa3BUTHS
KOHKYPEHTOCIIOCOOHOCTH.

- OneHka «OTJIINIHOY
BBICTABJISIETCS CTYICHTY,
€CJIM OH TITYOOKO M MTPOYHO
YCBOWJI IPOIPaMMHBIN
MaTepuas, HCUePIbIBAIOIIIE,
MOCIIE0BATENIbHO, YETKO U
JIOTUYECKHU CTPOMHO €ro
U3JIaraeT ero Ha 3K3aMeHe,
YMEET TECHO YBSI3bIBaTh
TEOPUIO C IIPAKTUKOM,
CBOOOJIHO CIIPABISIETCSI C
3aJjauaMu, BOIIPOCaMH U
JIPYTUMU BUJIAMU
MIPUMEHEHUSI 3HAHUH,
MIpUYEM HE 3aTPYIHSETCS C
OTBETOM IIpH
BUJOMU3MEHEHUH 3aIaHUH,
HCIIOJIb3YET B OTBETE
MaTepra MOHOTpaduIecKon
JUTEpaTypbl, MPABUILHO
000CHOBBIBAET MIPUHATOE
pelieHue.

- YueOHbIe TOCTUKCHUS B
CEMECTPOBBIN MTEPUOA U
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pe3ynbTaTaMu pyOoesKHOTO
KOHTPOJISL AEMOHCTPHPYIOT
BBICOKYIO CTETICHb
OBJIaJICHUS IPOTPAMMHBIM
MaTepraioM.

4.3.2 TunoBbIe OLICHOYHBbIE CPEACTBA

Exam Team assignment:
HasznaueHune 3x3aMeHAIIMOHHOMN TPYIIIbI:

1. Develop a market entry and marketing mix strategy for a company expanding into new
markets. Prepare a final ppt presentation. (Pa3paboTaiiTe CTpaTeruto BbIX0/1a Ha PhIHOK
¥ KOMIUIEKCa MapKeTUHTA JJI1 KOMIIAHUH, BBIXO/ISIICH HAa HOBBIE pBIHKU. [loaroToBnTe
¢dbuHaneHyt0 nipe3entanuio PPT.)

[IIkaJja oneHnBaHNuA.

IToxa3zarean onleHMBAaHHUSA

Kpurepuii oueHuBanust

OOyyaronuiicss yMeeT UCTIOb30BaTh
a0CTpaKTHOE MBILIUICHUE MTPH PELICHUN
HpOGJIGM, BO3HUKAIOMIUX ITPU BBITTOJIHCHUN
HCCIIEIOBATEIbCKUX PabOT, HABBIKAMU
OTCTauBaHUs CBOEH TOUKU 3pEHUSI.

- OneHKa «OTIIMYHOY BBICTABIISIETCS
CTYIIEHTY, €CJIH OH IITyOOKO U MPOYHO
YCBOWJI IPOIPaMMHBIN MaTepHall,
HNCYCPIIBIBAIOIIC, ITOCICA0BATCIIBHO, YETKO
Y JIOTUYECKH CTPOITHO €ro M3J1araet ero
Ha YK3aMEHE, YMEET TeCHO YBSI3bIBATh
TEOPHIO C TIPAKTUKOMN, CBOOOTHO
CIIPABIISIETCS C 3a/1a9aMU, BOIPOCAMHU U
JIPYTUMU BUJIaMU IIPUMEHEHHUs] 3HAHUU,
IpUYEM HE 3aTPYIHAETCS ¢ OTBETOM IIpU
BUJIOM3MEHCHUU 3a/I1aHUH, UCTIOIB3YET B
OTBETE MaTepuasl MOHOTpaduIeCKOi
JUTEPATypPhl, MPABHIEHO 000CHOBBIBAET
NPUHSATOE PEIICHHUE.

- YueOHbIe TOCTHKEHUS B CEMECTPOBBIIA
NIEpUOJT M pe3yJIbTaTaMu pyOeKHOTO
KOHTPOJISL JEMOHCTPUPYIOT BBICOKYIO
CTETICHb OBJIAJICHUS TPOTPAMMHBIM
MaTEPUATIOM.
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OOyuaromumiics ymeeT

CTpaTerHy Pa3BUTHUS
KOHKYPEHTOCTIOCOOHOCTH.

pa3pabaThiBaTh - O11eHKa «OTJIIMYHO» BBICTABIISIETCS

CTYIIEHTY, €CJIH OH IITyOOKO U MPOYHO
YCBOWJI IPOIPaMMHBIN MaTepHall,
HCUEPITBIBAIONIE, TTOCIIEIOBATEIBHO, YETKO
Y JIOTUYECKH CTPOITHO €ro U3J1araet ero
Ha DK3aMEHE, YMEET TECHO YBSI3bIBATh
TEOPHIO C TIPAKTUKOM, CBOOOTHO
CIIPABIISIETCS C 3a/1a9aMU, BOIPOCAMHU U
JIPYTUMU BUJIaMU IIPUMEHEHHUs] 3HAHUU,
HpUYEM HE 3aTPYIHAETCS ¢ OTBETOM IIpU
BUJOM3MEHCHUU 3a/IaHUH, UCTIOIB3YET B
OTBETE MaTepuasl MOHOTpaduIeCKOi
JUTEPATypPhl, MPABHIEHO 000CHOBBIBAET
MPHUHSITOE PEIICHHE.

- YueOHbIe TOCTHKEHUS B CEMECTPOBBIIA
NIEPUOJT ¥ pe3yJIbTaTaMu pyOeKHOTO
KOHTPOJISL JEMOHCTPUPYIOT BBICOKYIO
CTETICHb OBJIAJICHUS POTPAMMHBIM
MaTEpUAJIOM.

banabi
(pefiTuHrOBOM
OIIeHKH ), %o

Onenka

TpeOoBaHus K 3HAHUAM

100-81

5,
«OTIIMYHO»

- OmueHka «OTIMYHO» BBICTABISIETCS CTYACHTY, €CIIA OH
DIyOOKO M TPOYHO YCBOMJI TPOTPaMMHBIN Marepual,
UCUEPIIBIBAIONIE, IOCIEA0BATEIbHO, YETKO M JIOTHYECKH
CTPOMHO €ro u3JaraeT ero Ha 3K3aMeHe, YMEET TECHO
YBSI3BIBATh TEOPUIO C MPAKTUKOH, CBOOOTHO CIIPABISETCS C
3aJa4yaMM, BONPOCAMHU W JPYTUMH BHJIAMH TPUMEHEHUS
3HaHUH, TpPUYEM HE 3aTPYAHSAETCS C OTBETOM IpH
BUJION3MEHEHNH 3a/laHUH, MCIONB3YyEeT B OTBETE MaTepHall
MOHOTpa(UUECKON JTUTEPATypPhl, MPABUILHO 00OOCHOBBIBAET
NPUHATOE PELICHHUE.

— VYueOHBIE JOCTHXKEHHS B CEMECTPOBBIA TEPHOA U
pe3ynpTaTaMu  pyOEXKHOTO  KOHTPOJIS — JEeMOHCTPUPYIOT
BBICOKYIO CTETICHb OBJIA/ICHHS IPOTPAMMHBIM MaTepHaioM.

80-61

4, «xopo1o»

- OneHka «XOpoIlo» BBICTABISIETCS CTYEHTY, €CIH OH
TBepI[O 3HACT MaTepHan, I‘paMOTHO U 110 CyH_IGCTBy nusjaracrt
€ro, He JIOMYyCKas CYIIECTBEHHBIX HETOUHOCTEH B OTBETE HA
BOIIPOC, MPABUIBLHO MPUMEHSIET TEOPETHUCCKHE TTOJIOKEHUS
IpHA pELUICHUN IMPAKTUYECKUX BOIPOCOB M 3a1ad, BIIALCET
HEO0OXOIMMBIMU HaBBIKAMH M TIPUEMAMH MX BBHITTOJIHCHHS.

— VYueOHBIE JOCTHXKEHHS B CEMECTPOBBIA TEPHOA U
pe3yibrataMd  pPyOE€KHOTO  KOHTPOJIA  JAEMOHCTPUPYIOT
XOpOI_HyIO CTCIICHb OBJIAACHUS HpOI‘paMMHBIM MaTepI/IaJIOM.
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- Onenka «YJIOBJIIETBOPUTEIBHO» BBICTABJIIETCS
CTYJIEHTY, €CIM OH HMEEeT 3HaHUA TOJbKO OCHOBHOIO
Marepuanga, HO HE YCBOWI €ro Jerajeil, JomycKaer
HETOYHOCTH, HEJOCTAaTOYHO IPABUIIbHBIE (OPMYIHPOBKH,
3, HapyIIEHUs JJOTUYECKON NIOCIEA0BAaTEIbHOCTH B U3JI0KEHUN
60-41 «YIOBJIETBO- | IIPOIPAMMHOIO Marepuasa, UCIBITHIBACT 3aTPyJHEHUs IIpU
PHUTEIBHO» | BBIIOJHEHUH MIPAKTUYECKHUX PadoT.

- Y4eOHblE IOCTH)KEHUS B CEMECTPOBBIA TMEpPHOA H
pesynbTaraMu  pyOeKHOTO  KOHTPOJIS — JIEMOHCTPUPYIOT
JIOCTAaTOYHYIO (yHAOBIETBOPUTEIBHYIO) CTENEHb OBJIAJCHUS
IPOTrpaMMHBIM MaTe€pHaJIOM.

— OueHka  «HEYIOBJIETBOPUTEIBHO»  BBICTABIISIETCS
CTYNEHTY, KOTOpbIA HE 3HAeT 3HAUUTEIIbHOM YacTh
NpOrpaMMHOTO  MaTepualia, JOMYCKAaeT CyLIECTBEHHBIC
OmMOKH, HEYBEPEHHO, ¢ OOJBIIMMHU 3aTPyJHEHUSIMU
BBITIOJTHSET TpakTHuueckue padorhl. Kak mpaBuio, oleHka
«HEYJIOBJIETBOPUTENLHO» CTaBUTCS CTYIEHTAaM, KOTOpPHIE HE
MOTYT MNPOJIOJIKUTH 0O0yUdeHHe 0e3 JONOTHUTENIbHBIX 3aHITHIA
[0 COOTBETCTBYIOIIEH AUCLHUIIIIHE.

— Y4eOHbIE JOCTHXKEHHS B CEMECTPOBBIM MEpHOm |
pe3yapraraMu pyOeKHOTO KOHTPOJIS TEMOHCTPUPOBAIN HE
BBICOKYIO CTENEHb OBJIAJICHUS MPOrpaMMHBIM MaTepHUaioM
110 MUHUMAJIbHOM IJIaHKE.

2,
40-0 «HEYIOBJIET-
BOPUTEIBHO»

- Kypc mnomHocteio ocBoeH. CTyAeHT MOKa3bIBacT
XOpOILIUK CTaHAAPTHBIA ypPOBEHb 3HAHMM BCEX AaCIIEKTOB,
UCIIOJIb3YyEeT TEPMUHOJIOTHIO U CJIOBOOOPA30BaHHUE U XOPOILIO
IIPUMEHSET TEOPHUIO K PEIICHUIO 3a/1a4.

45-100 3auer

- CryneHT He NOATrOTOBIEH M HE MOXET I0Ka3aTb
JIOCTAaTOYHOTO 3HAHUS MaTepuaa Kypca.

0-44 Hezauert

4.4. MeToauvecKkue MaTepuaJibl

Final grade will be determined on the basis of your performance in the following categories.
Hrorosas orieHka OyeT orpeieneHa Ha OCHOBaHUH Balllel yCIIEBAEMOCTH B CIICIYIOIIUX

KaTerOpHUsIX:
Class Attendance (IToceniaemocTb 3aHSTHIA) 20%
Frequency and Quality of Participation (HYacToTa 1 kauecTBO y4acTus) 30%
Exam Case  (Keiic Ha 5x3ameHe) 50%

TOTAL (o0mree) 100%

The development of the academic discipline is accompanied by intermediate attestation of
students, carried out in accordance with the curriculum in the form of credit. The content of the
assignments corresponds to the work program of the discipline and provides control over the
formation of students' respective competencies. Students' knowledge is assessed through a
presentation.

OcBoeHnne y4eOHON JUCIUIUIMHBI COMPOBOXKIACTCS IMPOMEKYTOYHOM arTecTarueit
CTYIIEHTOB, MPOBOAMMON B COOTBETCTBUU C y4eOHBIM IUIaHOM B Qopme 3adera. ConmepikaHue
3aJaHUll COOTBETCTBYeT pabodeld TporpaMMe JUCHUIUIMHBI M 00ecreuyuBaeT KOHTPOJIb
(dbopMUpPOBaHUS y CTYJCHTOB COOTBETCTBYIOIINX KOMIETCHIINA. 3HAHUS CTYICHTOB OI[CHUBAIOTCS
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C IIOMOIIBIO MTPE3CHTAIMH.

Presentation evaluation criteria:
Kputepuu onieHKH Ipe3eHTALNH:

Conepxanue

ToYHOCTH U OPUTHMHAIIBHOCTH MPEACTaBIEHHOTO MaTepuaa (ycTHas U BU3yalibHasl 4acTh)

AJleKkBaTHOCTH U yOEIUTETHHOCTD

Hcnonp30BaHue [OOCTaTOYHOTO KOJMMYECTBA MCTOYHHKOB, YETKas HACHTU(DUKALNS
HMCTOYHUKOB

AprymeHTanus

YeTKoCTh U 3aIIOMUHAEMOCTh OCHOBHBIX HJIEH

CBsi3pb  MeXAy MpeACTaBIeHHbIMU (aKkTaMd U TEOpHEH, KpUTUYECKas OllEeHKa
JI0OKa3aTeJIbHOr0 Marepuaia

Pasrpannuenue ¢pakToB U MHEHUI, pACCMOTPEHHE aJIbTEPHATUBHBIX TOYEK 3PEHUS

Opranuzanus

Ynopsi04eHHOCTh, COOIOACHNE MTPABII IUTUPOBAHUS

[{enecooOpa3HOCTh, UETKOE OMpEeNIeHHE PACCMATPUBAEMbIX TEM

[Totok peun

Crunb

B3anmoneiictBue ¢ aynutopueit (yaepkaHue BHUMaHHS ayJTUTOPHH)

Ooneruenue BeJIeHUS AUCKYCCUU (BOIIPOCHI ayAUTOPUH )

Peakuus Ha BOmpoCHI ayIUTOPUH

CHOHTAHHOCTH (BBICTYNAIOUIUN HE YMTAET, MAJIO UCIIOJIb3YET 3aMHUCH)

TexHuka

BusyasbHblil KOHTAKT ¢ ayqUTOpUEH, MUMHKA

bernocts peun (MonHbIE NPEJIOKEHUS, OTCYTCTBUE TTay3)

KecTukynsiusi, TeIOABIKECHUS

Hcnonp3oBanne BU3yalbHBIX CPEACTB (JI0CKA, KOMIIBIOTEpHAs rpaduka)

PeueBoe yripaBieHue (Temn, rpOMKOCTb, CKOPOCTb, TPAaBUIIbHAS IOCTAHOBKA YIAPEHUS )

5. MeTonuyeckue yKazaHus 1Js 00yYAIOIIMXCH 10 OCBOCHUIO JUCHMIIJIMHBI (MOLYJIs1)

Teaching approach will include assigned readings, lectures, discussions of homework and
cases and exam project. Students are expected to read assigned chapters and cases in advance
and be ready to discuss the homework problems at the period that they are assigned.

[Tonxox x oOyueHuro OyAeT BKIOYATh B CeOs Ha3HAUYEHHBIE YTCHHUSI, JISKITHH, OOCYKICHUS
JIOMAIIIHUX 3aJIaHUM U KEMCOB U SK3aMEHALMOHHBIN NpoeKT. OKUaeTcs, YTO CTYACHTHI 3apaHee
MIPOYUTAIOT HA3HAYCHHBIC TJIaBbI U IPUMEPHI U OyAyT TOTOBBI OOCY/INUTH JIOMAIIHUE 33/1aHUS B
Ha3HAYCHHBIN UM MIEPUO/.

Final grade will be determined on the basis of your performance in the following
categories:
HTorosas orieHka OyeT onpe/e/icHa Ha OCHOBAHUH Ballleii yCIIEBAEMOCTH B CJIETYIOIIAX

KaTeTOpHUsIX:
Class Attendance (ITocemiaemocTb 3aHSTHIA) 20%
Frequency and Quality of Participation (HYacToTa 1 kauyecTBO y4acTus) 30%
Exam Case (Keiic Ha 5x3ameHe) 50%

TOTAL (o01ree) 100%

The development of the academic discipline is accompanied by intermediate attestation of
students, carried out in accordance with the curriculum in the form of credit. The content of the
assignments corresponds to the work program of the discipline and provides control over the
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formation of students' respective competencies. Students' knowledge is assessed through a
presentation.

OcBoenue y4yeOHOW AMCUUIUIMHBI COMPOBOXKIACTCA IPOMEXKYTOUHOM —arrecTaruen
CTYJCHTOB, NMPOBOIUMON B COOTBETCTBMHU C Y4eOHBIM IuTaHOM B (hopme 3auera. ComepkaHue
3aJaHuil  COOTBETCTBYET paboueil mnporpamMme AWUCHMIUIMHBI M 00ECIICYUMBACT KOHTPOIb
(OpMHUPOBaHUS Y CTYICHTOB COOTBETCTBYIOIIMX KOMITIETEHIIMA. 3HAHUS CTYJCHTOB OI[CHHBAIOTCS
C IMTOMOIIBIO MTPE3CHTALINY.

Presentation evaluation criteria:
Kpurepuu onieHku npe3eHranuu:

Conepxanue

ToyHOCTH U OPUTHHATBHOCTH MPEICTABICHHOTO Marepuana (yCTHas U BU3yasibHas
YacTh)

AJIeKBaTHOCTb U yOEIUTENbHOCTh

Hcnonb3oBaHne AOCTATOYHOTO KOJIMYECTBA UCTOYHHUKOB, YETKasl WIACHTH(PHUKAIIS
HUCTOYHUKOB

AprymeHTanus

YeTKOoCTh U 3alIOMUHAEMOCTh OCHOBHBIX MJIEU

CBsi3b MEXIy TMpENCTAaBICHHBIMU (aKTaMU M TEOpUeH, KPUTHUYECKas OIICHKA
JI0Ka3aTeJIbHOro0 Marepuania

Pasrpanudenue ¢pakToB U MHEHUH, pACCMOTPEHHE aTbTePHATUBHBIX TOYCK 3PCHUS

Opranuzanus

Yops104eHHOCTh, COOIOCHHE TTPABUIT IUTUPOBAHUS

[{enecooOpa3HOCTh, YETKOE ONpeAeSIEHUE pacCMaTprUBaeMbIX TEM

[ToTok peun

Crunp

BsaumoneiictBue ¢ aynutopuei (yaepkaHue BHUMaHUS ayTUTOPUN)

OOGneryeHue BeACHUS JUCKYCCHH (BOTIPOCHI ayTUTOPUH)

Peaxiius Ha BOIIPOCHI ayTUTOPUH

CnoHTaHHOCTH (BBICTYHAIONIMI HE YUTAET, MAJIO UCIOIb3YET 3aIUCH)

TexHuka

BusyanbHblll KOHTaKT ¢ ayJUTOPUEH, MUMHKA

bernocts peun (monHble NpeAoKeHHs], OTCYTCTBUE Tay3)

Kectukynsuus, TeIOABUKEHUS

Hcnonp3oBanne BU3yadbHBIX CPEACTB (I0OCKA, KOMIbIOTEpHAs rpaduka)

PeueBoe ympaBineHue (TEMH, TPOMKOCTb, CKOPOCTh, TpPaBUIbHAS IMOCTAHOBKA
yaapeHus)

6. Y4eOHasi uTepaTrypa u pecypcbl HHPOPMALMOHHO-TEJIEKOMMYHUKAIIMOHHOM ceTH
"HHTepHeT", BKJIIOYasi IepevYeHb Yy4eOHO-MeTOAMYeCKOro odecnedyeHns 1JIs
CaAMOCTOAATEIbHOM PadoThI 00yYAIOIIUXCS 110 AUCHUIINHE (MOTYJII0)

6.1. OcHoBHas IuTEparTypa.

1. Brock, S. At the Intersection of Education, Marketing, and Transformation / S. Brock. —
Brighton: 2017. — 159 c. — ISBN 978-1-61811-312-2. — TexkcT: a1ekTpoHHbIH // Jlansb:
ANEeKTPOHHO-O0MOMMoTeuHas cuctema. — URL: https://e.lanbook.com/book/104166

2. Global Marketing (9th Edition) by Warren J. Keegan and Mark C. Green, 2016

3. Global Brand Strategy: World-wise Marketing in the Age of Branding by Jan-Benedict
Steenkamp, 1st ed. 2017 Edition

6.2. JlonoJHUTENbHAS JIUTEpATypa
1. Jan-Benedict Steenkamp, Global Brand Strategy: World-wise Marketing in the Age of
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Branding, Palgrave, 2017

2. Lopez, Santiago. Value-based Marketing Strategy : Pricing and Costs for Relationship
Marketing, Vernon Press, 2015. ProQuest Ebook Central,
https://ebookcentral.proquest.com/lib/ranepa-ebooks/detail.action?docID=4771410.

6.3. Y4eOHO-METOAMYECKOE 00ECIIEUCHHE CaMOCTOSTEILHON padOoTHI.

1. Tlonoxenwe 00 OpraHu3alMd CaMOCTOSTENBLHON paboOThl CTYACHTOB (QenepalbHOro
TOCYIapCTBEHHOTO OIOKETHOTO 00pa30BAaTENLHOTO YUYPEKICHUS BBICIIETO 0Opa30BaHUS
«Poccuiickas akageMusi HApOAHOTO XO3AKCTBA W TOCYHApCTBEHHOU ciy:kObl mipu Ilpe3mmenre
Poccuiickoit ®eneparun» (B pen. mpukaza PAHXul'C or 11.05.2016 . Ne 01-2211).
http://www.ranepa.ru/images/docs/prikazy-ranhigs/Pologenie_o_samostoyatelnoi_rabote.pdf

6.4. HopmaTuBHbBIE PABOBBIE TOKYMEHTHI.

1. 3akon P® «O 3amure npas norpedureneit» (B ped. ot 9 suBapsa 1996 r.)

2. @3 or 13 pekabps 1994 . N 60-®3 «O mocrtaBKax NPOAYKIUU 1Jisi (eaepaabHbIX
TrOCYJIapCTBEHHBIX HYXI»

3. ®enepanbHbM 3aK0HOM OT 27 aekadpst 2002 . N 184-D3 «O TeXHUUECKOM PETyIUPOBAHII

6.5. UHTEepHET-pECYpCHI.
1. Mup mapketrunra P®: http://xn--80aaihncmnbolac2a.xn--plai/
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How to personalise Computer Relationships for Increased Profitability”, International Journal of
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7. MarepuajbHO-TeXHUYECKasA 0a3a, MHPOPMAIIMOHHBbIE TEXHOJIOTUH, IPOrPaAMMHOE
o0ecneyeHne 1 MHGOPMAIMOHHBbIE CIPABOYHbIE CHCTEMbI

JInst TpoBeIeHNS JIEKIIMOHHBIX M MPAKTHYECKUX 3aHATHI HEOOXOANMO ClIeTyrolIee

o0opynoBaHue: 10CKa, MapKephl, KOMITBIOTEP U MPOEKTOP.

Hcnonp3yeTcs JMIICH3NOHHOE MPOrpaMMHOE 00eCHedeHue, a TaKkKe, CO3AaHbl YCIOBHS
U1 PYHKITMOHUPOBAHUS 3JICKTPOHHOM HH(POPMALIMOHHO-00pa30BaTeIbHOM Cpeibl, BKIIIOYAOLICH
B ce0s 2NIEKTPOHHBIE MH(OPMAIMOHHBIE PECYpPCHI, AIEKTPOHHBIE 00pa3oBaTEIbHBIE PECYpCHI,
COBOKYITHOCTh ~ WH(OPMALMOHHBIX  TEXHOJIOTHUH, TEJIEKOMMYHUKAIIMOHHBIX  TEXHOJOTHH,
COOTBETCTBYIOIINX TEXHOJIOTHYECKUX CPEICTB M 00ECIIeUMBAIONICH OCBOCHHE OOYJaIOIIMMUCS
00pa3oBaTelbHBIX MPOrpaMM B TIIOJHOM O00BbEME HE3aBHCHUMO OT MeCTa HaXOKICHHS
00y4JaroIIIXCHl.

Mporpamma gUCLUUNANH peannsyeTca ¢ YacTUYHbIM npumeHeHnem AOT m 30.
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