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Llesn ocBOEHUST THCIUIJIAHBI:

ChopmupoBarh KOMIIETEHIIUIO MOJCIMPOBATh OW3HEC-TIPOLIECCH OpraHm3aluu B cdepe
MEXTyHApPOJAHOTO MapKETHHTa

Ilan kypca:
Tema 1. BBeieHHe B Me:KIyHAPOIHBbIN MapKeTHHT. Pa3inuns B cucreMax ynpaBJieHusl.

[Mpuniune! MmapkeTrHra. KOHKypeHTHOE MPEerMYILECTBO, I00anu3amus 1 ro0anbHbIe OTPACIIH.
TpaHcHalMOHANbHBIE KOMIIAHUW M MEXKIyHapoaHbld MapkeTHHr. Onenka BiausHus THK nHa
pa3BUTHE MEXIYHApOAHOTO phIHKA. OCOOEHHOCTH MEXIYHApPOIHOTO MapKeTHHra. BakHOCTh
MEXIYHapOJAHOTO  MapKeTHHra. OTHOLIEHTpuYecKas  opueHrauus. llomauueHtpudeckas
opueHrauus. PernonanpHas opueHtanus. I'eoneHrpuuyeckas opueHtanus. MHOrocTopoHHHE
ToproBele cornamenus. CobuparenbHble MOTPEOHOCTH M >KenaHWs pbiHKa. WH(popMannoHHas
peBooNMs. YIIydlleHus: B 00JIACTH TPAHCIIOPTHBIX MEPEeBO30K M KOMMYHUKAIMHA. M31epxkKu Ha
pazBuTHE INpoayKTa. MupoBble 3KOHOMUYEeCKHE TpeHapl. JleBepumxk. OrpaHuunBaroniee
BJIMSHUE./

Topic 1. Introduction to international marketing. Differences in control systems.

The principles of marketing. Competitive advantage, globalization and global industries.
Multinational companies and international marketing. Assessment of the impact of TNCs on
international market development. Features of international marketing. The importance of
international marketing. Ethnocentric orientation. Polycentric orientation. Regional orientation.
Geocentric orientation. Multilateral trade agreement. Collective needs and desires of the market.
Information revolution. Improvements in transport and communications. Product development
costs. Global economic trends. Leverage. Limiting influence.

Tema 2. Cpena Me:KIYHAPOIHOT0 MAPKETHHTA.

Barsin Ha MupoByro s3koHOMUKY. CTanuu pa3BuTust peiHka. CTpaHbl ¢ HU3KUM J0X0A0M. CTpaHsbl
C HHU3KUM CpeaHuM JoXoAoM. CTpaHbl € BBICOKMM CpPEIHHUM JI0XOJOM. MapKEeTHUHIOBBIE
BO3MOKHOCTH B pa3BUBaromuxcs crpaHax. CTpaHsl ¢ BbICOKUM fnoxoaoM. Tpuana. [Ipumenenue
MapKeTHHTa Ha Pa3HbIX CTYyMeHsX pa3Butus. [lnatexxusiii 6amnanc. Toproeus B cdepe ToBapoB U
yenyr. Barmsag Ha mexaynaponubsie puHancel. BTO u I'ATT. Tlpedepennuanpabie TOProBbIE
cornamenus. CBoOoHAast ToproBasi 30Ha. TaMOXKeHHBIN cor03. OOImuMi PeIHOK. DKOHOMHYECKHIA
coro3. CeBepnast AMepuka. JlatnHnckast AMepuka. 3anaaHas, eHTpajdibHass U BocTtoyHast EBpomna.



Cpennuii BocTok. Adpuka. O011ecTBO, KYIbTypa U MEeXAyHApOHAs MOTPEOUTENTbCKAs KYJIbTypa.
MapkeTrHroBoe BiusHUE Ha KyabTypy. Pemurus. Tunsl kynsTyp. CoOCTBEHHOE BOCHpPUSATHE U
kpurepun Bocrpusatusa. Juddysuonucrckas teopus. Ilpouecc amanranuun. Xapakrtep
MHHOBAaIMKA. MapKeTUHIOBBIE HAXOJIKH B PAa3HBIX COLMANbHBIX KyabTypax. [lomurnueckas cpena.
[Tonutnaeckuit puck. MexxayHapoaHoe mpaso./

Topic 2. International marketing environment.

A look at the world economy. Stages of market development. Low-income countries. Low-
middle-income countries. High middle income countries. Marketing opportunities in developing
countries. High-income countries. Triad. The use of marketing at different stages of
development. Balance of payments. Trade in goods and services. A look at international Finance.
WTO and GATT. Preferential trade agreement. Free trade zone. customs Union. Common
market. economic Union. North America. Latin America. Western, Central and Eastern Europe.
Middle East. Africa. Society, culture and international consumer culture. Marketing influence on
culture. Religion. Type of culture. Own perception and criteria of perception. Diffusionist theory.
Adaptation process. The nature of innovation. Marketing finds in different social cultures.
Political environment. Political risk. International law.

Tema 3. DileMeHTBI MeKIYHAPOIHOI0 MAPKETHHIA.

WNudopmainoHHble TEXHOJIOTUHA B MEXAYHApPOAHOM MapkeTuHre. MICTOUHHMKH MapKEeTHHTOBOM
uHpopmaruu. OcyliecTBICHHE MapKETHHIOBOTO HcciienoBanusd. OmnpeneneHrne HE0OXOTUMOMN
unpopmaruu. [locranoBka npoGiemsl. BeiOop oObekTa nccienoBanus. AHAIU3 CYIIECTBYIOIIEH
uHpopmarmu. OneHka HeoOXoauMocTH HccienoBanus. [luzailH uccnenoBaHus. AHaIu3
unpopmanuu. IlpenocraBienue pe3ynbraTtoB. KOHTponb 3a MpoBeIeHHE MAapKETHHTOBOTO
HCCJIEIOBAHUS CO CTOPOHBI T'OJIOBHOM KommaHuH. CermMeHTanus MeXIyHapOIHOIO pBbIHKA.
Nemorpaduueckass  cermeHranus. [lcuxorpadumyeckass  cermeHtanus.  [loBenpeHueckas
cermeHTanusi. CerMeHTalusi 1O KayecTBY ToBapa. OJTHUYecKas cermeHranusa. OleHka
MOTEHIMaa peIHKA U BHIOOD 1I€JIEBOTO PhIHKA MJIM CETMEHTOB. Pa3Mep cermMeHTa U BO3MOKHOCTH
pocra. [loTenuunanpHas KoHkypeHuus. Ctparerust paboTsl Ha 11e1eBoM pbiHke. KoHleHTpanus Ha
MexayHapoaHoM pbiHke. [lozunmonuposanue. KauectBo u npeumyiiectsa. KauectBo u 1ieHa.
Konkypennus. CpaBHeHHE 3KCHOPTHBIX MPOJAX U SKCIOPTHOrOo MapkeTuHra. OpraHuzanus
SKCHOPTHOM JesATeNbHOCTH. HaluoHanbHble MOJUTHKH, 3alUINAIOIKME SKCOOPT M UMIOPT.
Tapudusie cuctembl. OCHOBHBIE Y4YaCTHHUKH 3Kcrnoprta. OpraHuzamus SKCIIOpTa B CTpaHe
pou3BOHUTENE./

Topic 3. Elements of international marketing.

Information technologies in international marketing. Sources of marketing information.
Implementation of marketing research. The definition of the necessary information. Problem
statement. Selection of the object of study. Analysis of existing information. Assessment of the
need for research. Study design. Analysis of information. The presentation of the results. Control
over the conduct of marketing research by the parent company. Segmentation of the international
market. Demographic segmentation. Psychographic segmentation. Behavioral segmentation.
Segmentation by product quality. Ethnic segmentation. Assessment of market potential and
selection of target market or segments. Segment size and growth opportunities. Potential
competition. Strategy of work in the target market. Concentration on the international market.
Positioning. Quality and advantages. Quality and price. Competition. Comparison of export sales
and export marketing. Organization of export activities. A national policy that protects the export



and import. Tariff system. The main participants of export. Organization of export in the country
of origin.

Tema 4. MexayHapoaIHbIH MAPKeTHHT MHKC.

OcHoBHbIE TOBapHbIe KOHIeNIMU. «PonHas cTpaHa» Kak 3JeMeHT OpeHaa. YnakoBka. ['apanTus
Ha TmponaykT. Pacmumpenue, apanranus, CO3JaHHE: CTPATETMYECKHE AJIBTEPHATHBBI B
MEXIyHApOJAHOM MapKeTHHre. Pa3paboTka HOBBIX TOBapOB B MEXIYHAPOAHOM MAapKETHHTE.
OcHOBHbIE KOHLENIUHU OINpeaeaeHus eHbl. [00anbHble e U CTpaTerui [eHo00pa3oBaHMUsL.
Bnustnus cpensl Ha 1eHooOpa3oBaHue. MeXIyHapOoAHOE IIEHOOOpa3oBaHME: TPH BO3MOXKHBIX
anbTepHaTUBBL. ToBapbl dYepHOro peiHKA. JlemmuHr. VYcranoBka 1ieHbl. TpanchepTHOe
neHooOpaszoBanue. Ompenenenue neneit covita. Kananel pacnpenenenus: TepMmuHoiIOTHS U
crpykrypa. OmpeneneHue KaHajaoB cObITa M paboTa MO 3THM KaHajmaM. MHpPOBOE pPUTEHIL.
NuHOBanuu B MHUpOBOM pureitie. dusnyeckoe pacnpeneacHue, MOCTAaBIUUKU U JIOTMCTHKA.
MupoBble peKiIaMHbIe KOMIaHHUH./

Topic 4. International marketing mix.

Basic product concepts. "Native country" as an element of the brand. Packaging. The warranty
on the product. Expansion, adaptation, creation: strategic alternatives in international marketing.
Development of new products in international marketing. Basic concepts of pricing. Global
pricing goals and strategies. The impact of the environment on pricing. International pricing:
three possible alternatives. Black market goods. Dumping. Price setting. Transfer pricing. The
purposes of the definition of marketing. Distribution channels: Terminology and structure.
Determination of sales channels and work on these channels. World retail. Innovations in global
retail. Physical distribution, suppliers and logistics. Global advertising companies.

Tema 5. CTparerumn u auaepcTBo B 21 Beke.

AHanu3 oTpaciu: CWJIbl, BIMSIOIIME HAa KOHKYpeHIMIO. KOHKypeHTHbIE NpenMylIecTBa.
MexayHapo/iHasi KOHKYPEHIUSI U HAlIMOHAJIbHBIE KOHKYPEHTHBIE NpeumyiiecTBa. CoBpeMeHHbIE
aCIeKThl KOHKYpPEHTHOro mnpeumyniectsa. JlupepcrtBo. OpraHusamuss B MEXAYHAPOIHOM
MapketuHre.  PacmpeneneHHoe — npou3BoacTBO:  OpraHu3amusi  MO-SMIOHCKU.  OTHKA,
KOpIOpaTHBHAs! COIMalIbHas OTBETCTBEHHOCTh W OTBET COLMyMa B 3py Imobanu3auuu. Mcropus
uudpoBoit peBomonnu. KoHBepreHius. [noOanbHOE 3MEKTPOHHOE MPOCTPAaHCTBO. Jlu3aitH
calToB M uX NpuMeHeHnrne. HoBeie ToBapwI u yciyru./

Topic 5. Strategy and leadership in the 21st century.

Industry analysis: forces influencing competition. Competitive advantage. International
competition and national competitive advantages. Modern aspects of competitive advantage.
Lead. Organization in international marketing. Distributed production: Organizing the Japanese
way. Ethics, corporate social responsibility and social response in the era of globalization.
History of the digital revolution. Convergence. Global electronic space. Website design and
application. New goods and services.

(I)OpMBI TEKYHIEro KOHTPOJIA " l'[pOME)KyTO‘lHOﬁ aTrecranum:

B xone peannzauun quctumiusel b1.B.02 MexayHapoqHblii MapKETHHT MCIIOJIb3YIOTCS
CJIEYIOIME METO/bI TEKYIIEr0 KOHTPOJISl yCIIEBAEMOCTH 00y4aroIuxcs/

In the course of implementing the discipline B1.B. 02 International marketing the
following methods of monitoring the progress of students are used:



HpI/I IMPOBCACHUU 3aHATHH JIEKIIMOHHOI'O THUIIA:

-TIpY YT€HUU JICKIIHH UCTIONB3YeTCSI 0OBICHUTENIbHO-IIUTFOCTPATUBHBIA METO]] C AJIEMEHTaMHU
POOJIEMHOTO U3IOKEHUSI y4eOHOUM nHpOopManuy (MOHOJIOTUIECKON, TUATIOTUIESCKON HITH
3BPUCTUYECKON);

[Ipu npoBeneHny 3aHATUI TPAKTUYECKOTO THTIA:
-IUCITYT, KOHTPOJIbHAs paboTa;

HpI/I IMPOBCACHUU CaMOCTOSTEIbHOMN paGOTBII
-BOIIPOCHI AJId CaMOCTOATCIbHOI'O NU3YUCHMU,

-popaboOTKa JIEKIIMOHHOTO MaTepraia, COCTaBICHUE KOHCIIEKTa JICKIHI 110 TeMaM,
BBIHECEHHBIM HA CAMOCTOSITENILHOE U3YUYCHHE;

- IOATOTOBKE K MPAKTUYCCKUM 3aHSITHSIM;
- MOJITOTOBKE K ITPOMEKYTOYHOMY KOHTPOJTIO;

- MOJITOTOBKE K TEKYIIIEMY KOHTPOJIIO YCIIEBAEMOCTH.
During the classes lecture-type:

-when lecturing is used the explanatory-illustrative method, with the elements of a problem
statement of educational information (monologic, Dialogic or heuristic);

During practical classes:

-dispute, control work;

When carrying out independent work:

-questions for self-study;

-study of lecture material, preparation of lecture notes on topics submitted for self-study;
- preparation for practical training;

- preparation for the interim control;

- preparation for the ongoing monitoring of progress.

DK3aMeH MPOBOAUTCS C MIPUMEHEHHUEM CIIEIYIOIINX METOJIOB (CPEICTB): IK3aMEH B BUE YCTHOTO

orpoca ¢ pa300poM TUIOBBIX CUTYyaIuii/

The exam is carried out using the following methods (means): a test in the form of oral
questioning, analysis of typical situations.
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