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Ilan kypca:
Tema 1. BBeieHne B Me:KIyHAPOAHbIH MAPKeTUHT. Pa3/inyus B cucreMax ynpaBJIeHHS.

[Tpunnumner MapkeTunra. KoHKypeHTHOE MPEenMyIIeCTBO, TI00ann3anus U ri1o0anbHbIE OTPACIu.
TpaHcHanMOHANIbHBIE KOMIAHUM W MEXIyHapoaHbld MapkeTuHr. Ouenka BmusiHug THK nHa
Pa3BUTHE MEXIYHAPOJHOTO pbIHKA. OCOOEHHOCTH MEXIYHApPOJHOTO MapKeTHHra. BakHOCTB
MEXKJIYHApOAHOTO  MAapKEeTUHTa.  JTHOLEHTpUYecKas  opueHTauus. [lonunentpuueckas
opueHTauus. PermonanpHass opueHTauus. ['eolneHTpuyeckas OpuUeHTalus. MHOTrOCTOPOHHHUE
ToproBeie cornamieHus. CoOupartenbHble MOTPEOHOCTH W JKenaHWs pbhiHKA. MHpOopManmoHHas
peBOIIONMS. YIIydllleHUsI B 00JIaCTU TPAHCIIOPTHBIX MEPEBO30K U KOMMYHHUKaIil. 3nepxku Ha
pa3BUTHE TPOayKTa. MupoBble HKOHOMHYECKHE TpeHabl. JleBepumk. OrpaHuuMBaroliee
BIIMSTHHE.

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.

B3risan Ha MupoByro 3KoHOMUKY. CTaguu pa3BUTHS pbIHKA. CTpaHbl ¢ HU3KUM A0X0A0M. CTpaHbl
C HM3KMM cpeiHuM Jo0xonoM. CTpaHbl C BBICOKMM CpPEIHUM J0XOJOM. MapKeTHHIOBbIE
BO3MOXKHOCTH B pa3BHUBaroIuxcs crpaHax. CTpaHbl ¢ BBICOKUM J0X0a0M. Tpuana. [Ipumenenue
MapKeTHHTa Ha pa3HbIX CTyNeHsX pa3BuTus. Ilnatexusiit 6ananc. Toprosus B cdepe ToBapoB U
yenyr. B3rmsag Ha mexaynaponubeie puHancel. BTO u I'ATT. TlpedepeniuanpHbie TOPrOBBIE



cornamenus. CBoOoHass Topropasi 30Ha. TamMoxeHHBIN cOor03. OO PHIHOK. DKOHOMUYECKHI
coro3. CeBepnast AMepuka. JlatnHnckast AMepuka. 3anaaHas, eHTpajdibHas U BocToyHast EBpomna.
Cpennuii BocTok. Adpuka. O011ecTBO, KyIbTypa U MEXAyHApOJHAS MOTPEOUTENbCKAs KYIbTypa.
MapkeTrHroBoe BIUsSHUE Ha KyibTypy. Pemurus. Tumbl kyneTyp. CoOCTBEHHOE BOCHpPUSITHE U
kpurepun Bocrpustus. Juddysuonucrckas Teopus. Ilpouecc amanramuu. Xapaktep
WHHOBalWi. MapKeTHHIOBbIE HAXOJKH B Pa3HBIX COLMAIBHBIX KylbTypax. [lommTnueckas cpena.
[TonuTnueckuii puck. MexayHapoaHoe Ipaso.

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. DjiIeMeHTBI MEKAYHAPOJIHOT0 MAPKETUHTA.

WNHupopmMaimoHHble TEXHOJIOTUH B MEXAYHAapOAHOM MapkeTwHre. VICTOYHHMKM MapKEeTHHIOBOM
uHpopmaruu. OcyliecTBICHHE MapKEeTHHIOBOTo HcciienoBaHusd. OnpezneneHrne HEoOXOoTuMOi
uHpopmanuu. [locranoBka npoGiembl. BeiOop oO6bekTa nccienoBanus. AHaIU3 CyIIECTBYIOIIEH
uHpopmanmu. OneHka HeoOXoAuMOCTH HccienoBanus. [luzailH uccnenoBaHus. AHaIu3
uHpopmanun. IlpenocraBienue pesynpTatoB. KOHTpOIb 3a NpoBeIeHHE MapKETHHIOBOTO
UCCJIEIOBAHNUS CO CTOPOHBI TOJIOBHOM KoMmmaHMH. CermMeHTanus MeXIyHapOJHOIO pBIHKA.
Hemorpaduueckas  cermentanus. llcuxorpaduueckas  cermentanus. IloBeneHueckas
cerMeHTanus. CermeHTanuss 1O KadecTBY ToBapa. OJTHHYecKas cerMmeHrauusa. OLeHka
MOTEHIMaa pPhIHKA U BHIOOD 1I€JIEBOTO PhIHKA MJIM CETMEHTOB. PazMep cermMeHTa U BO3MOKHOCTH
pocra. [ToTeHumanpHas koHKypeHuus. Ctpaterust paboThsl Ha 1esIeBOM pbiHKe. KoHIeHTparus Ha
MEXIyHapoaHOM pbiHKe. [losunmonuposanue. KauectBo u npemmymectBa. KadectBo u 1ieHa.
Konkypenuus. CpaBHEHHE SKCHOPTHBIX NPOAAX M SKCIOPTHOrO MapkeTHHra. OpraHusanus
SKCHOPTHOM JesATeNbHOCTH. HalMoHanbHbIE MOJUTHKH, 3alUINAIONIME SKCIOPT U HUMIOPT.
Tapudusie cucrembl. OCHOBHBIE YYacTHUKM dKcmopra. OpraHuszalnus S5KCIOpTa B CTpaHe
IIPOU3BOJUTEIE.

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. MexayHapoaIHbIi MAPKEeTHHI MHMKC.

OcHoBHBIE TOBapHBIE KOHIENIUH. «PomHast cTpaHay Kak sjeMeHT OpeHna. YmakoBka. ['apantus
Ha TNpoAyKT. Pacmmpenwe, apanranus, CO3JaHUE: CTPATETUYECKUE AJIBTEPHATHBBI B
MEXIYHAapOJAHOM MapkeTHHre. Pa3paboTka HOBBIX TOBAapOB B MEXIYHAPOJHOM MAapKETHHTE.
OcCHOBHbBIE KOHIIENIIUU OIpeiesieHus eHbl. [100anbHble e U CTpaTeru LIeHO0Opa30BaHusl.
Bausnust cpensl Ha 1eHOOOpas3oBaHuE. MeEXIyHApOAHOE LEHOOOpa30BaHHE: TPU BO3MOXKHBIX
anpTepHatuBbl. ToBapbl dYepHOro peiHKa. JlemnuHr. VYcraHoBka 1eHbl. TpaHcdepTHOe
neHoo6pasoBanue. Omnpenenenue wnened cobita. Kanambl pacnpenenenusi: TepmMuHonorus u
cTpykrypa. OmnpezeneHue KaHaloB cObiTa W paboTa MO 3THM KaHajgaM. MHpPOBOE pPUTEHII.
NHHOBanun B MHMpOBOM puteiie. DU3MyYecKoe pacupeneieHue, MOCTAaBIIUKU U JIOTMCTHKA.
MupoBble pekIaMHbIe KOMITAHUY.

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. Ctparerum u 1ugepcTso B 21 Beke.

AHanu3 OTpaciu: CWIbl, BIUAIOIMINME HA KOHKypeHIHio. KOHKypeHTHbIE NpeuMyIIecTBa.
MexayHapo/iHasi KOHKYPEHIUSI U HALIMOHAJIbHBIE KOHKYPEHTHBIE ITpeumyIecTBa. CoBpeMeHHbIE
aCHeKTbl KOHKYpPEHTHOTo mnpeumylnectBa. JluaepcrtBo. OpraHuzanusi B MEXIYHAPOIHOM
MapketuHre.  PacmpeneneHHoe — npou3BoacTBO:  OpraHu3anusi — MO-SIIOHCKHA.  OTHKA,
KOpIOpaTHBHAS COIMANIbHAS OTBETCTBEHHOCTh W OTBET COIMYMa B 3py Tiobanu3amnuu. Mcropus
nudposoit pepomonnu. KonBeprenmms. [nobGanbHOE 3JIEKTPOHHOE NPOCTpaHCTBO. JlW3aiH
CalTOB U UX NpUMeHeHHne. HoBbie TOBaphI U yCIyTH.

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.

@®opMbI TEKYILIEr0 KOHTPOJISI M IPOMEKYTOYHON aTTeCTALMHU:

B xone peanuzanuu aucuumivasl  b1.B.10 MexayHapoaHblii MapKeTUHT B YIIPaBJICHUU
MPOCKTOM  HCIIONB3YIOTCS  CJICAYIOIIME METOAbl  TEKYIIEro KOHTPOJS  yCHEBAeMOCTH
oOyuarormmxcsi/



In the course of implementing the discipline B1.B. 010 International marketing for project
management the following methods of monitoring the progress of students are used:

HpI/I IMPOBCACHUHU 3aHATHH JIEKIIMOHHOI'O THUIIA:

-IpYU YTEHUH JIEKUUN HCIONb3YeTCs OOBACHUTEIbHO-WIIIOCTPATUBHBIM METOJ] C 3JIEMEHTaMU
MPOOJIEMHOTO M3JIOKEHUsT Y4eOHOU uH(pOpMaruu (MOHOJIOTHYECKOW, JHATOTUYCCKONH HITH
IBPUCTUYCCKOMN );

[Ipu npoBeneHnN 3aHATUI TPAKTUYECKOTO THTIA:
-IUCITY T, KOHTPOJIbHAs paboTa;

[Tpu npoBeeHNH CaMOCTOATEINBHON PabOTHI:
-BOIIPOCHI JJIs1 CAMOCTOSITENIbHOTO U3YUEHHUS;

-Hpopa60TKa JICKOMOHHOTO  Marcpuajia, COCTABJICHUC KOHCIICKTA JIEKIUM 1o TEMaM,
BBIHCCCHHBIM Ha CaMOCTOATCIIbHOC U3YUYCHUC,

- MOJITOTOBKE K MPAKTUIECKUM 3aHSATHIM;

- MOJITOTOBKE K MPOMEKYTOYHOMY KOHTPOIIIO;

- MOJITOTOBKE K TEKYLIEMY 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 IPUMEHEHHEM CIIEAYIOLIMX METOJIOB (CPEACTB): 3K3aMEH B BUJI€ YCTHOTO
orpoca ¢ pa300poM TUIIOBBIX CUTYallui M IPYNIIOBOM Mpe3eHTaun/

The exam is carried out using the following methods (means): examination in the form of an oral
survey with analysis of typical situations and group presentation/
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