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Ieab ocBoeHUS TUCUUMJIHHBI:

CdopmupoBaTh KOMIIETCHIIMIO MOJAEIUPOBATh OW3HEC-TIPOIIECCHl OpraHu3auu B cdepe
MEXIyHApOJAHOTO MapKETHHTa

ILn1an kypca:
Tema 1. BBeieHue B MeKAYHAPOIAHBIN MapKeTHHI. Pasjinuns B cucreMax ynpaBJieHHsI.

[Tpuniuns! MapkeTHHra. KOHKypeHTHOE MPperMyIecTBO, Iodanu3anus 1 r1o0anbHble OTPACIIH.
TpancHalMOHAJIBHBIE KOMIIAHMM W MEXAYHapoAHblii MapkeTuHr. Onenka BiausHus THK Ha
pa3BUTHE MEXIYHApOAHOTO phIHKA. OCOOEHHOCTH MEXIyHApOIHOTO MapKeTHHra. BakHOCTh
MEXIyHapOJHOTO  MapKeTHHra. OTHOLIEHTpuYecKas  opueHrauud. llonuueHtpuueckas
opueHTauus. PermonanpHass opueHTauus. ['eolneHTpuyeckas OpuUeHTalus. MHOTOCTOPOHHHUE
ToproBele cornamenus. CoOuparenbHble MOTPEOHOCTH M JKenaHWs pbiHKa. WH(popMannoHHas
peBoJoLMs. YIydIlleHus: B 00J1aCTU TPaHCIOPTHBIX MMEPEBO30K U KOMMYHUKauui. M3nepxku Ha
pa3BuUTHE TPOAYKTa. MHUpOBBIE HKOHOMUYECKHME TpeHIbl. JleBepmmk. OrpaHnyuBaroiee
BIIMSIHUE./

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 MeKIyHaApOIHOTO MAPKETHHIA.

B3ran Ha MupoByro 3K0HOMUKY. CTannu pa3BuTus pbiHKa. CTpaHbl ¢ HU3KUM J0X010M. CTpaHsl
C HM3KMM cpeiHuM JoxonoM. CTpaHbl € BBICOKMM CpPEJHUM JOXOAOM. MapKeTHHIOBbIE
BO3MOKHOCTH B pa3BUBaroluxcs crpaHax. CTpaHsl ¢ BBICOKUM JoxoznoM. Tpuana. IIpumenenue
MapKeTHHTa Ha pa3HbIX CTyNeHsX pa3BuTus. Ilnatexusiit 6ananc. Toprosis B cdepe ToBapoB U
yenyr. Barmsin Ha mexayHaponubsie ¢uHancel. BTO u T'ATT. Ilpedepenuuanbtbie TOProBbie
cornamenus. CBoOoaHass Topropasi 30Ha. TamoxeHHBIH COr03. OOLIHM PHIHOK. DKOHOMUYECKHI



coro3. CeBepHast Amepuka. JlatnHckas AMepuka. 3anajHas, LeHTpaibHas U BocToyHas EBporma.
Cpennuii BocTok. Adpuka. O011ecTBO, KyIbTypa U MEXAyHApOHAS OTPEOUTENbCKAs KYIbTypa.
MapkeTrHroBoe BiusiHUE Ha KynbTypy. Pemurus. Tumsl kyneryp. CoOCTBEHHOE BOCHpUSTHE U
kpurepun BocripusTus.  Juddysnonucrckas teopus. Ilpomecc amanramum. Xapaxtep
WHHOBAIMi. MapKEeTHHIOBbIE HAXOJIKH B Pa3HBIX COIMAIBHBIX KyIbTypax. [lomuTrueckas cpena.
[Momutnueckuit puck. MexxayHapoHoe 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 MEe:KIYHAPOIHOT0 MAPKETHHIA.

WNHpopMalimoHHbIE TEXHOJIOTUHM B MEXAYHAapOAHOM MapKeTHHre. MCTOYHHMKM MapKEeTHHIOBOM
uHpopmaruu. OcyliecTBIeHHE MapKETUHIOBOro uccienoBaHus. OnpeneneHue HEOOXOAMMOMN
uHpopmaruu. [locranoBka npoGiembl. BbiOop oO6bekTa nccienoBanus. AHaIU3 CyIIECTBYIOIIEH
nHdopmaruu. OreHka HEOOXOMUMOCTH HccienaoBaHms. Jlu3ailH wuccienoBaHus. AHaIN3
uHpopmanun. IlpenocraBienue pesynpTatoB. KOHTpOIb 3a NpoBeIeHHE MapKETHMHIOBOIO
UCCIIEIOBAaHNUSA CO CTOPOHBI TOJOBHOM KomMmnaHuu. CerMeHTanusi MeXIyHapOAHOTO PphIHKA.
Hemorpaduueckass  cermeHrtauus. [lcuxorpaduyeckas  cermeHTtanus. IloBeneHueckas
cerMeHTanus. CermeHTanuss IO KadecTBY ToBapa. OJTHUYecKas cerMmeHrauusa. OLeHka
MOTEHIIMAajIa PhIHKA U BEIOOP IEJIEBOTO PhIHKA WJIM CETMEHTOB. Pa3mep cerMeHTa 1 BO3MOXHOCTH
pocra. [loTennumanbhas koHKypeHuus. Ctpaterust paboTsl Ha 1ies1eBOM pbiHKe. KoHIeHTparus Ha
MexayHapoaHoM pbiHKe. [lozunnonuposanue. KauectBo u npeumymiectBa. KauectBo u 1ieHa.
Konkypenuus. CpaBHEHHE 3KCHOPTHBIX NPOJAX M SKCIOPTHOro MapkeTHHra. OpraHuzanus
SKCHOPTHOM JesATeNIbHOCTH. HaluoHanbHble MOJUTHKH, 3alUINAIOIKME SKCIOPT U UMIOPT.
Tapugusie cuctembl. OCHOBHBIE y4YaCTHUKU dKcropta. OpraHuszanusi SKCHOpTa B CTpaHe
pou3BoAUTENE./

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. MekayHapOAHbIA MAPKETUHT MUKC.

OcHoOBHbBIE TOBapHbIE KOHIENIUH. «PoHast cTpaHay Kak sJeMeHT OpeHaa. YmakoBka. ['apaHTus
Ha TNpoayKT. Pacmumpenuwe, aganrauus, CO3JaHUE: CTPAaTETMYECKHUE AJIbTEPHATUBBI B
MEXYHApOJAHOM MapkeTHuHre. Pa3pa0OoTka HOBBIX TOBAapOB B MEXIYHAPOJHOM MApKETHUHTE.
OcHOBHbIE KOHLENIUHU OINpeAeaeHHs eHbl. [100anbHble e U CTpaTerui 1eHO00Opa30BaHMsL.
BnusiHus cpenpl Ha LeHOOOpa3oBaHue. MexIyHapoaHOE LEHOOOpa30BaHHME: TPH BO3MOXKHBIX
anbTepHaTUBBL. ToBapbl uepHOro pbiHKa. JlemnuHr. VYcraHoBka IueHbl. TpaHcdepTHOE
neHooOpaszoBanue. Ormpenenenue uenei covita. Kananel pacnpenenenusi: TepMmuuonmorus u
cTpykrypa. OmnpezaeneHue KaHaloB cOblTa W paboTa MO ITUM KaHajgaM. MHpPOBOE pPUTEHII.
WuuoBanmn B MupoBoM pureinie. Du3nyueckoe paclpeneneHne, MOCTaBUIMKUA W JIOTUCTHKA.
MupoBble peKiIaMHble KOMIaHUHU./

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 S. Ctpareruu u auaepcTBo B 21 Beke.

AHanu3 OTpaciau: CWIbI, BIHAIOIINE HAa KOHKYpeHIMIO. KOHKYpEeHTHbIE NPEHMYIIECTBA.
MesxryHapo1Hasi KOHKYPEHILIUS U HallMOHAJIbHbIE KOHKYPEHTHBIE NpeumyiiecTBa. CoBpeMEHHbIE
acleKTbl KOHKYpEeHTHOro mnpeumyuiectBa. JlunepcrBo. OpraHuszanuss B MEXIyHapOAHOM
MapketuHre.  PacrpenenenHoe  mpousBoacTBO:  OpraHuzanusi — HO-ANOHCKU.  OJTHKA,
KOpIOpaTHBHAsI COIMalIbHAs OTBETCTBEHHOCTh U OTBET COLMYMa B 3py Imobanu3auuu. Vcropus
uugposoi pepomonnu. KonBeprenuus. InoOanbHOE 3JE€KTPOHHOE MPOCTPAaHCTBO. Jlu3aitH
calTOB M uX NpuMeHeHnne. HoBeie ToBapwI u ycimyru./

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)OpMLI TEKYIIEro KOHTPOJIAA U HpOMe)RyTO‘lHOﬁ aTrecranum:

B xone peanuzauuu quctumiusel b1.B.02 MexayHapoHblii MapKETHHT HCTIONIb3YIOTCS
CIIE/IYIOIINE METO/IbI TEKYIIETO KOHTPOJIS YCIIEBAEMOCTH 00YJarOLIIXCst/

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



[Ipu npoBeeHNN 3aHATUHI JIEKUUOHHOTO THIIA:

-TIpY YTEHUU JICKIIHH UCTIONB3YeTCsI 00BICHUTENbHO-UIUTIOCTPATUBHBIM METO C AIIeMEHTaMU
POOJIEMHOTO U3NIOKEHHS yueOHOM nH(popManuu (MOHOIOTUYECKON, TUATOTUIECKON HITN
IBPUCTUUYECKON);

[Ipu npoBeneHny 3aHATUI IPAKTUYECKOTO THIIA:
-IUCITY T, KOHTPOJIbHAs paboTa;

[Tpu mpoBeeHNH CaMOCTOATEINBHON PabOTHI:
-BOIPOCHI AJIS1 CAMOCTOSITEIIbHOTO U3y4EHUS;

-IIpopaboTKa JIEKIIMOHHOTO MaTepHaa, COCTaBICHUE KOHCIIEKTa JIEKIUH 110 TeMaM,
BBIHECEHHBIM Ha CaMOCTOSITEJIbHOE U3YUECHHUE;

- MOJITOTOBKE K MPAKTUYCCKUM 3aHSTHIM;
- IOATOTOBKE K MPOMEKYTOUYHOMY KOHTPOJIO;

- MIOITOTOBKE K TEKYIIEMY 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 MPOBOJIUTCS ¢ TPUMEHEHUEM CJICAYIOIIUX METOJIOB (CPEACTB): IK3aMEH B BUJIE YCTHOTO

orpoca ¢ pa3dopOM THUIIOBBIX CUTYaIHi/

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

OcHoBHas 1uTeparTypa:
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2. Cherunilam, Francis. Business Environment, Himalaya Publishing House, 2010. ProQuest
Ebook Central, https://ebookcentral.proquest.com/lib/ranepa-ebooks/detail.action?

docID=588053.
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