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Iliian kypca:
Tema 1. BBenenne B Mexk1yHAPOAHbII MapKeTHHT. Pa3inyus B cucreMax ynpaBJieHHs.

[Tpunnumner Mmapketunra. KoHKypeHTHOE MPEUMYIIECTBO, TI100amu3aIus 1 TI00aIbHbIe OTPACIIH.
TpaHcHaIMOHAIBHBIE KOMITAHUM M MEXAyHapoJHbld MapkeTuHr. Ouenka BiussHus THK Ha
pa3BUTHE MEXIYHAPOJIHOTO pbIHKA. OCOOEHHOCTH MEXIYHApPOIHOTO MapKeTHHra. BaKHOCTh
MEXIYHAPOJAHOTO  MApKETHMHIa. OTHOLEHTpUYeckas opueHtauus. [lomuneHtpudeckas
opueHTauus. PernoHanbHas opueHTauus. [ eoleHTpuyeckass opueHTauus. MHOrocTOpoHHUE
ToproBele cornameHusi. CobupaTenbHble MOTPeOHOCTH U JKenaHusd peiHKa. MHpopmammonHas
peBotonus. YIIydiieHust B 00JIaCTU TPAHCIIOPTHBIX MEPEBO30K M KOMMYHUKaruil. M3nepxku Ha
pa3BUTHE MPOAYKTa. MHUpOBBIE 3KOHOMHYECKHME TpeHabl. JleBepumxk. OrpaHuunBaroniee
BIIUSIHUE.

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. Cpeaa MesKIyHAPOAHOI0 MAPKETHHIA.

B3rsan Ha MupOBYIO 3KOHOMHUKY. CTaguu pas3BuTus pblHKA. CTpaHbl ¢ HU3KUM JIOXOJIOM.
Crpanbl ¢ HU3KUM CpeaHUM A0X0J0M. CTpaHbl ¢ BBICOKMM CPEJHUM JOXOJ0M. MapKeTHHIOBbIE
BO3MOXXHOCTH B pa3BHUBaroIuxcs crpaHax. CtpaHsl ¢ BBICOKUM JoxonoM. Tpuana. [lpumenenue
MapKeTUHTa Ha pa3HbIX CTyNeHAX pa3BUTH. [Inmarexusiii 6ananc. Toprosist B cepe TOBapoB U



yeiyr. Barosg Ha mexayHapomanbie ¢unancel. BTO u TATT. Ilpedepennuansabie TOProBbie
cornamenusi. CBo6oaHast Topropasi 30Ha. TaMOXeHHBIH co103. OOmuii ppIHOK. DKOHOMUYECKUI
coro3. CeBepHasi Amepuka. JlaTuHckass AMepuka. 3anaaHas, [eHTpajdbHas U BocTouHasi EBpomna.
Cpennuii BocTtok. Adpuka. OOmecTBo, KylIbTypa U MEXKIyHApOAHAs MOTPeOUTENbCKas
KylnbTypa. MapkeTuHroBoe BiusiHUE Ha KyinbTypy. Pemurus. Tumbl kynbTyp. CoOcTBeHHOE
BOCTIpHATHE M KpuTepuu Bocrpustus. Juddysmonucrckas teopus. [Iporecc amanranmu.
XapakTep UWHHOBalUMA. MapKEeTUHTOBBIE HAXOJKU B Ppa3HbIX COLMAJIBHBIX KYJIbTYypax.
[Tonutnueckas cpena. [lonutrueckuii puck. MexayHapoIHOE MpaBo.

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. DjieMeHTHI MEKIYHAPOIHOT0 MAPKETHHTIA.

NHdopManimoHHble TEXHOJIOTHH B MEXKIYHAPOJHOM MapKeTHHre. VICTOYHMKH MapKeTHHTOBOM
uHpopmanuu. OcCylecTBIeHHEe MapKETHHIOBOro HccienoBanus. OmnpeneneHre HE0OXOIMMOM
uHpopmanuu. [ToctanoBka nmpoosieMbl. Be1Oop 00beKTa HccleoBaHusA. AHAIU3 CYIIECTBYIOLIEH
uHopmarnmu. OrneHka HEOOXOIUMOCTH HcclieqoBanusa. Jlu3aiiH ucciaeaoBaHus. AHaIN3
uHpopmanuu. I[IpemocraBnenue pesynpTaToB. KOHTpONmb 3a MpOBEAEHHE MAapKETUHTOBOTO
WCCJICIOBAHHUS CO CTOPOHBI TOJIOBHOWM KoMMaHWUU. CerMeHTanus MEXIYHapOJIHOTO pBhIHKA.
Hemorpaduueckas  cermentanus. llcuxorpaduueckas  cermeHrtanus.  [loBeaeHueckas
CEerMCcHTaIus-. CCFMCHTaHI/Iﬂ II0 KadeCTBY ToOBapa. DTHHYECKaA CerMcHTalus-. OHGHKa
MOTEHIIMajda pbIHKAa U BBIOOp 1I€JI€BOTO pHIHKA WM CErMEHTOB. Pa3mep cermeHra w
BO3MOXXHOCTH pocTa. [loTeHnuanbHas koHKypeHuus. CTparerust paboThl Ha II€JIEBOM pPBHIHKE.
KoHuentpanus Ha MexayHapoaHoM paiHKe. [lo3unmonnpoBanue. KayecTBo M nmpeumyniecTna.
KauectBo 1 niena. Konkypennus. CpaBHEHHE SKCTIOPTHBIX MPOAAXK M SKCIIOPTHOTO MAapKETHUHTA.
OpraHmauHs{ BKCHOPTHOﬁ JCATCIIBHOCTH. HaIII/IOHaJ'IBHI)Ie IMOJIMTUKH, 3aIMUIIAIONINE DKCIIOPT U
umnoptT. Tapudnsie cucrembl. OCHOBHBIE yYaCTHUKM JKcmopTa. OpraHuzanus S5KCIOpTa B
CTpaHe MPOU3BOIUTETIE.

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. MexayHapoaAHbIi MAPKETHHI MHUKC.

OcHoBHbIe TOBapHbIe KOHIENIMH. «PoaHast cTpaHa» Kak ayeMeHT OpeHja. YnakoBka. ['apanTus
Ha [poaykT. Pacmmpenue, ajganramus, CO3JaHUE: CTPATETUYECKUE AIbTEPHATUBBI B
MEXIYHapOJAHOM MapkeTHHre. Pa3zpaboTka HOBBIX TOBAapOB B MEXKAYHApPOIHOM MapKETHHTE.
OcHOBHBIC KOHIICTIIIMH ONPESICHUS 1IeHbl. [ To0anbHbIe eI U CTPATETUH [IEHOOOPa30BaHUS.
Bnusinust cpenpl Ha neHooOpa3zoBaHue. MexayHapoHOe IIeHOOOpa30BaHUE: TPU BO3MOMKHBIX
anbTepHATHBBL. TOBapbl dYepHOro pbiHKA. JlemmuHr. YcTaHoBKa IIeHBL. TpaHchepTHOE
neHoo6Opaszopanue. Ormnpenenenue ueneid cObita. Kananwl pacnpenenenus: TepMHHONOTHS U
cTpykTypa. OmnpeneneHue KaHAJIOB cObITa M paboTa MO 3TUM KaHaiaM. MHpOBOE PHTEHIL
NHHOBamu B MHpPOBOM putenie. PU3NUecKoe paclpeieseHue, MOCTABIIMKA M JIOTUCTHKA.
MupoBbi€ peKIaMHbIE KOMIIAHHUH.

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. Ctparerun u auaepcrso B 21 Beke.

AHanu3 OTpaciu: CHJbl, BIMSIONIME HA KOHKYpPEHIMIO. KOHKYpEeHTHbIE NPEHMYILECTBA.
MG)KILYHaPOI[HaSI KOHKYPCHIIUA U HAIWMOHAJIBHBIC KOHKYPCHTHBIC ITPEUMYIICCTBA. COBpeMeHHI)Ie
aCIeKThl KOHKYpeHTHOro npenmyiuectsa. JluaepctBo. Opranuzanus B MeXIYHapOAHOM
MapkeTuHre.  PacnpeneneHHoe — mpou3BoJcTBO:  OpraHusanusi — MO-SIMOHCKU.  JTHKA,
KOpIIOpaTHBHAs COLMaIbHAsi OTBETCTBEHHOCTh M OTBET COLIMyMa B 3py Iiobanuzanuu. Mcropus
uudposoit pepomtonuu. Koupeprenmus. ['moGambHOE 53JEKTPOHHOE MPOCTPAHCTBO. JlM3aiH
caiToB 1 ux npumMeHeHue. HoBble TOBapHI U yCIIyTH.

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.

®opMBbI TEKYLIEr0 KOHTPOJISI U IPOMEKYTOYHOM aTTeCTAlNH !

B xone peanuzanuu pucuuminasl  b1.B.10 MexxayHapoHbIii MapKETHHT B YIpPaBICHUU
IIPOEKTOM  HCIIOIB3YIOTCS  CIEAYIOIIME METOABl TEKYIIEro KOHTPOJIS  YCIIEBAEMOCTHU
obOyJaromuxcs/



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:

IIpu npoBeneHNH 3aHATUHN JIEKIUOHHOTO TUIIA!

-IIPH YTEHUH JIEKIUH HCIONB3yeTCs] OOBSICHUTEIBHO-UIUTIOCTPATUBHBIA METOJ C JIEMEHTaMHU
IpoOJEMHOTO M3JIOKEHUs Yy4ueOHON uHpopMauuu (MOHOJOIMYECKOH, IHMAJIOTMYEeCKON WU
IBPUCTUYECKOM);

IIpu npoBeieHUH 3aHATUN IPAKTUYECKOTO TUIIA:
-TUCITYT, KOHTPOJIbHAs paboTa;

[Tpu nmpoBeeHnU CaMOCTOSITENEHOM PabOTHI:
-BOTMPOCHI JIJIsi CAMOCTOSTEIILHOTO U3yUCHNS,

-popaboTKa JICKIMOHHOTO MAaTepHana, COCTABICHHWE KOHCIEKTa JIEKIUH 10 TeMaw,
BBIHECEHHBIM Ha CAMOCTOSITENIbHOE U3YUCHUE;

- HOAT'OTOBKC K ITPAKTHYCCKHUM 3aHATHAM;

- IOATOTOBKEC K MIPOMEKYTOUYHOMY KOHTPOJIIO,

- IOATOTOBKEC K TCKYIIEMY KOHTPOJIIO YCIICBACMOCTH.
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 C MPUMEHEHUEM CIEIYIOIUX METOO0B (CPE/ICTB): SK3aMEH B BUJI€ YCTHOTO
orpoca ¢ pa300pOM THUIOBBIX CUTYAIIMi U FPYIIOBOH mpe3eHTaIm/

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/

OcHoBHas iMTEpaTypa:

1. ®okc J[Ixepdpu Kak crate BommeOHHMKOM Tmpojax: I[IpaBwia mnpuBnedeHUs U
ylep)KaHus KIHEeHTOB [DnekTpoHHbIN pecype]/ @okc Jxeddhpu— DIeKTpoH. TEKCTOBBIE
nanHele.— MockBa: AnenuHa busnec bykc, 2019.— 170 c.— Pexum nocryna:
http://www.iprbookshop.ru/82889.html

2. Hunmrmie E.JO. MexayHapoaHblii MapKETUHT BBICOKOTEXHOJOTMYHBIX IMPOIAYKTOB
[DnexTponHbIi pecypc]: yuebHoe mocobmne/ Hunmrune E.YO., 3asm T.M.— DnexTpoH.
TeKcToBble NaHHble.— HoBocubupck: HoBocuOupckuii rocyjapcTBEHHbBIN TEXHUYECKHH



http://www.iprbookshop.ru/82889.html

YHUBEPCHUTET, 2018.— 119 c— Pexum JOCTYyTIA:
http://www.iprbookshop.ru/91239.html.— 3B5C «IPRbooks»
Performance-mapkeTuHr: 3acTaBbTe MHTEpHET paboTaTh Ha Bac [DJIEKTPOHHBINA pecypc]/
I'.B. 3arpeOenbHplii [U Jap.].— DJIEKTPOH. TEKCTOBBIC JaHHBIC.— MOCKBa: AJIBIIMHA
[TaGnumrep, 2020.— 272 c— Pexum JIOCTYTIA:
http://www.iprbookshop.ru/93031.html.— 3bC «IPRbooks»
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