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1. lLlenu oCBOEHMSI OMCLIMILJIMHEI

B pesynbraTe ocBoeHms aucnmiuinHbl «International marketing» Gakaiasp
npuoOpeTaeT 3HAHUSA, YMEHUS U HABBIKH, 0OECIeUMBAIONIUE JAOCTHKEHUE Iesei
112, 114 ocHOBHOM 00pa3oBaTebHOM MporpaMMbl «MeHeTHKMEHT.

Taomuna 1
Lenu obpazosamenvHoll npocpammol
Kon Tpeboanus ®I'OC BIIO u
e dopmyIupoBKa LIETH (1K) 3aMHTEPECOBAHHBIX
paboronareneit
[ToaroToBka BBIMYCKHUKOB K YKOHOMHYECKOM TpebdoBanuss I'OC BIIO,
JEATEIbHOCTH 110 CIEAYIOIIUM HAIPABICHUSAM: kputepun AMP u AVIOP,
MMOHMMaHUE MAaKPOIKOHOMHYECKHUX U COOTBETCTBYIOIIINE

112 00MIeroCyJapCTBEHHBIX YKOHOMUYECKUX MPOIIECCOB, | MEXKIYHAPOIHBIM CTaHIapTaM
3aKOHBI ¥ IPUHIMIBI () YHKITHOHUPOBAHUS AMP, CEEMAN, EFMD,
OpraHH3alliH, aHAIH3 U TOCTPOCHHUE OM3HEC- IFEAMA u AAM
MIPOLIECCOB, MPEANPUHIMATEIHCTBO.

114 [ToaroroBka BeITYCKHMKOB K HAY4HO- Tpebosanuss ®I'OC BIIO,
HCCIIEA0BATENIbCKOM IEATEIbHOCTU B CIEAYIOIINUX kputepuu AMP u AUOP,
acreKkTax: OBJa/IeHuEe METOJaMH KOJMYECTBEHHOTO COOTBETCTBYIOIINE
aHaJlM3a U MOJICTTUPOBAHUS, TEOPETUYECKOTO U MEXIYHApOJAHBIM CTaHIapTaM
SKCIEPUMEHTAIBHOTO UCCIICIOBAHUS AMP, CEEMAN, EFMD,

IFEAMA u AAM

YIIPaBJIEHYECKOMN AEATEIBHOCTH, B T.U.:

coop wuHpopmanuu U3

pasHbIX HCTOYHHKOB, ¢€C

JlucuumuiiHa HalejgeHa Ha MOJATOTOBKY OakajaaBpOB K OpraHU3allMOHHO-

AHAJIIM3UPOBATH

HMCIIOJIb30BATh IJIS1 OCHKH IIPOBEACHUA MAPKETUHIOBOIO HCCJICAOBAaHUA,

OTpacCJEBbIX U PETHOHAIBHBIX (DaKTOPOB;

aHaJIU3UPOBATh

OTYCTHOCTb  IIPCAIIPUATHS,

BBIBOJbI U CTPOUTH Ha ATOM OCHOBE IIPOIrHO3bI;

ACIaTh

aHaJu3 pbIHKA U MOCTPOEHUE MPOTHO30B C YYETOM MaKpPOIKOHOMUYECKUX,

COOTBCTCTBYIOIIHC

2. Mecro nucuuniannsl B cTpykrype OOII

Hucrumnaa  «International  marketingy» OTHOCUTCA K HUCHHUILUIMHAM
BapuatuBHOM uactu, ['CO mukna (b1.B.2.1). JucuurimHa HEMOCpeICTBEHHO
cBs3aHa ¢ pucnurmimHamu kia (b3.B.6.2 «DOxonomuka Hempmxumoctn», bl.b.3
«HocTtpanubiii sa3bik», B1.B1 «3koHOMHMYECKass Teopus») W ONUPAETCA Ha
OCBOEHHBIE ITPU U3YUYEHUH JTAHHBIX JUCUUIUIUH 3HAHUS U yMeHusa. KopekBunramu
JUTSL TUCHUTUIMHBL  SIBJISIIOTCST TUCHUIUIMHBL TipodeccronansHoro mukia: b3.5.2
«Mapxketunry», b3.56. «Ctparernueckuii MEHEIKMEHT.



3. Pe3yJIbTaTLI OCBOCHMUA JUCIMUILIINHBI

[Tocne w3yuenus aucummiunabl  «lInternational marketing» ©OakamaBpbl
npUOOPETAIOT 3HAHUSA, YMEHHUS M ONBIT, COOTBETCTBYIOIIUE pe3yibraram P3, P7,
P9 ocHoBHOI 00pa3oBaTeIbHOMN MTPOrpaMMbl « MEHEIKMEHTY.

B pe3ysnbTaTe 0cBOCHHUS TUCHUILIMHBI OakaiaBp OyJeT:

3Hamy. TloHMMaHue poiau W 3Ha4YeHUs MHGOPMAIMU U WHOOPMAIIMOHHBIX
TEXHOJOTHH B Pa3BUTUU COBPEMEHHOr0 OOIIECTBA U HKOHOMUYECKUX 3HAHUU
(33.3); OcHoBHBIE TmOKa3aTead (UHAHCOBOM YCTONYMBOCTH, JUKBUIHOCTU U
IUTATEXKECTTIOCOOHOCTH, JIEJIOBOM M PHIHOYHOM AaKTHUBHOCTH, I(P(PEKTUBHOCTH H
peHTabenbHOCTH AestenbHocTh (37.2); PabotaTe ¢ uHpoOpMalmeil B riodaibHbIX
KOMITBIOTEPHBIX CETSIX U KOPIOPATUBHBIX HHPOPMAIIMOHHBIX cucTeMam 39.1).

ymemy. [IpUMEHATh KOTUYECTBEHHBIE U KaU€CTBEHHBIE METO/IbI aHAINU3a TPU
MPUHATUU YNPABICHYECKUX PEIICHUM U CTPOUTHh YKOHOMHUYECKHE, (PUHAHCOBBIC U
OpraHu3allMOHHO- yrpaBiieHyeckue mojaenu (¥Y3.2); AnanusupoBaTh (PUHAHCOBYIO
OTYETHOCTh U COCTABJISITH (PMHAHCOBBIM MPOTHO3 pa3BUTHA opraHuzanuu (Y7.2);
MonenupoBath OusHec- nporeccs (¥9.3);

enadems (Memooamu, npuémamu): MeTolaMu KOJTUYECTBEHHOTO aHaIU3a U
MOJICIUPOBAHUS, TEOPETHUECKOTO U IKCIEPUMEHTAIBHOTO uccienoBanuii (B3.1);
Meronamu aHanuza  (puHAHCOBOM OTYETHOCTH (B7.2); Metonamu
WHBECTULIMOHHOTO aHanu3a (B7.3); TexHukamu ()MHAHCOBOTO IJIAHUPOBAHUS M
nporuo3upoBanus (B.7.4); CpencrBamMu mporpaMMHOTO OOecClieYeHUs aHajin3a U
KOJIMYECTBEHHOTO MOJIEIMPOBaHus cucteM yrnpasieHus (B9.3).

B mpomecce ocBoeHUs AMCHUIUIMHBI Yy 0OakajaBpOB  pa3BUBAIOTCS
CIIEYIOIINE KOMIETCHIINH:

1.  Vuusepcanvhvie (06wexyromyphoie):

—  BIIQJICHUE KYJIbTypOHM MBIIUICHHS, CHOCOOHOCTh K BOCHPHUSITHIO,
0000IIIeHNI0 W aHamu3y HUHQPOpPMAlMU, MOCTAHOBKE IIEJIM M BHIOOPY TyTeH ee
noctxerus (OK-5);

—  yYMEHHUE HCIOJH30BaTh HOPMATHUBHBIE MPABOBBIE JOKYMEHTHI B CBOCH
nesitenbaocT (OK-9);

—  BIIQJICHWE METOJIaMU KOJMYECTBEHHOTO aHaliv3a U MOJEIIMPOBAHUS,
TEOPETUYECKOTO U IKCIIepUMEHTaIbHOTO nccieaoBanus (OK-15).

2. Ilpogheccuonanvhuie:

OpraHM3aIMOHHO-YIIPaBIeHYECKAas IeATETbHOCTE:

CIIOCOOHOCTBIO OIICHWBATh BIUSHUE MHBECTUIIMOHHBIX PEIICHUN W pelIeHUN
110 (PMHAHCHPOBAHUIO HA POCT IIEHHOCTH (cToMMOcTH) koMmanuu (1TK-12);

TOTOBHOCTBIO Y4acTBOBATh B pa3pabOTKe CTpATErMy OpPTraHU3alid, UCTIONb3YS
WHCTpYMEHTapuii crparermueckoro MmeHemxmenTa (11K-15);

CIIOCOOHOCTBIO PEIlaTh yMPaBJICHUECKHUE 3a7a4d, CBS3aHHBIC C ONEPAIHSIMU
Ha MHUPOBBIX PhIHKaX B ycioBusx riodanmusanuu (I1K-24);

uH(DOpPMAITMOHHO-aHATUTHYECKAs e TEIbHOCTD:

CMOCOOHOCTBIO K IKOHOMHYECKOMY 00pa3y Mbinuienus (ITK-26);




3HaHHEM S3KOHOMHYECKHX OCHOB TIOBEJICHUS  OpraHu3aluii, UMETh
MPEICTABICHUE O PAa3IUYHBIX CTPYKTYpaxX PHIHKOB U CIIOCOOHOCTBIO MPOBOAMTH
aHaJIn3 KOHKYpeHTHO# cpebl otpaciu (ITK-30);

yYMEHUEM MPUMEHSATh KOJUYECTBEHHBIE M KAUYECTBEHHBIE METO/IbI aHAIN3a TIPU
MPUHATUU YNIPABIEHYECKUX PEIICHUNA U CTPOUTh SKOHOMUYECKUE, (PMHAHCOBBIE U
opraHu3ainroHHo-ymnpasicHueckue Moaenu (I1K-31);

BJIQJIeTh TEXHUKaMU (DPUHAHCOBOTO TUTAHMPOBaHUA U TporHo3upoBanus (I1K-
45);

MOHMMAaHUEM PO (UHAHCOBBIX PBHIHKOB M HMHCTUTYTOB, CIIOCOOHOCTBIO K
aHAN3y Pa3InIHbIX (UHAHCOBBIX HHCTpyMEeHTOB (ITK-46);

CIIOCOOHOCTBIO ~ OIEHMBATh OSKOHOMHMYECKHE M  COLMAJIbHBIC  YCIOBHUSA
OCYIIIECTBIICHUS MpeAnpuHUMAaTeNIbekor aestensHoctr (ITK-50).

4. CTpyKTYypa U cojiep:KaHue TUCUUIIIMHBI

4.1 Contents of sections of discipline
Subject 1 Essences and types of the international marketing

Marketing. International marketing. Foreign trade. Types of the international
marketing. Multinational marketing. Global marketing. Cascade marketing.
Complex of the international marketing. Main advantages and shortcomings of
global marketing. Main advantages and shortcomings of cascade marketing.

Practical lessons. Discussion: «Russia's role in the international gas
marketsy.

Subject 2 Ways of presence of firm abroad

Activity of firm in the foreign market. Reasons of an entry of the enterprises
into the international market. Foreign economic activity. Stages
internationalization of firm. Ways of an entry into the international market.
Delegation of powers without investment. Presence in the market without
investments. Delegation of power with investment. Investment with control. Direct
and indirect export.

Practical lessons. Discussion «The role of the oil complex in the Russian
economy and the global energy sectory.

Subject 3 Assessment and choice of a foreign market

Classification of the international markets. International competitiveness of
national economy. Conjuncture of the international markets. The external and
internal factors influencing a choice of a form of an entry into the target market.
Barriers at an entry into the international market.



Practical lessons. Development of commodity policy.

Subject 4 Features of advance of goods in the international marketing

Commodity policy of firm in the international market. Options of a trade
policy. Marketing policy. Forms of the organization of distribution of goods
abroad. Krossmarketing. System of stimulation of goods on the international
market. Communication policy. Activity in the field of public relations.
International trade fairs. A price policy of firm in the international market. Prime
cost. World prices. Settlement prices. The published prices. Basic prices.

Practical lessons. Methods of pricing, distribution and promotion of
products.

Subject 5 Risks and factors of increase of competitiveness of the organization
In the international marketing

Essence and types of risks in the international marketing. Risk of foreign
investments. Risk. External risks. Zones of admissible risk in the international
marketing. A risk assessment at investments of investments into foreign countries.

Practical lessons. Methods stock trading in the energy market.

Subject 6 National features of negotiating with foreign partners

The principles of negotiating with foreign partners. Cultural predispositions and
bents. Cultural aspects. National features of negotiating. Features of negotiations
with citizens of the USA, France, Canada.

Practical lessons. Case: Negotiations in various countries.

Subject 7 Features of the international marketing in OGB (oil gas branch)

Conditions of an external trade in OGB. Oil and dependence of US dollar
exchange rate. Oil of cross-correlation. Exchange rates. Correlation cross-
coefficient. Relations between stock markets, energy costs and development of
economy. Oil markets and prices of oil. Future markets, prices of oil. Currency
risk. Technology of pricing for actions and energy costs in the conditions of new
economy. Marketing strategy in the developed and emerging markets.
Terms-of-trade. PSTR. Oil and US dollar exchange rate dependence. A detrended
cross-correlation approach.Oil prices. Exchange rates. DCCA cross-correlation
coefficient. Definition and Economic Importance. Relationship between Stock
Markets, Energy Prices, and the Economy. Oil Markets and Oil Prices. Futures
Markets, Oil Price Volatility, and Stock Markets. Oil Prices and Currency
Exchange Rate Risk. Technology Stock Prices and Energy Prices in the New
Economy. Modeling Approach and Quantitative Methods. Customer Satisfaction.
Employee Satisfaction. Market Research Methods. Supply Chain & Distribution.



Sharpening The Distributor Network. Recommended Marketing Strategies In
Developed And Developing Markets. The When And How of Using Distributors.
Practical lessons. Determination of oil prices based on various factors.

4.2 CrTpykTrypa [IMCUMIUVIMHBI 10 Ppa3jgejaM HW BHIAAM Y4eOHOI
AeATeJIbHOCTH

CTpykTypa IUCHMIUIMHBI TIO pa3jieliaM U BUAAM y4eOHOH JESATEIBHOCTH
(;rekrus, JtaboparopHas paboTa, MPAKTHUECKOE 3aHATHE, CEMHHAp, KOJIOKBHYM,
KYPCOBOM MPOEKT M JIp.) C YKa3aHUEM BPEMEHHOI'O pecypca B yacax MpeJicTaBlIcHa
B Ta0mne 1.

Tabmuia 1
Cmpykmypa Oucyuniunsl no paszoeiam u opmam opeanuszayuu 00yyens

AynuropHas
pabora
(dac.) CPC
HasBanue pa3nena / Tembl (uac.) Hroro
MPaKT. ’
JICKIIUN
3aHATUA
1. Essences and types of the international marketing 4 2 6 |12
2. Ways of presence of firm abroad 2 2 6 |10
3. Assessment and choice of a foreign market 9 9 4 |8
4. Features of advance of goods in the international
i 2 2 4 |8
marketing
5. Risks and factors of increase of competitiveness
R ; : . 2 2 4 |8
of the organization in the international marketing
6. National features of negotiating with foreign 9 9 4 |8
partners
7. Features of the international marketing in OGB
. 2 4 4 110
(oil gas branch)
Hroro 16 16 32 64

4.3 PacnpenesjieHne KOMIeTEeHIU 10 pa3aeam JUCUUNIHHBI

Pacnipenenenne mo paszzaenamM JIUCHUIUIMHBI TUIAHUPYEMBIX PE3YJIbTATOB
OoOy4eHHs 110 OCHOBHOU 00pa3oBaTeNbHON Mporpamme, HOpMHUPYEMBIX B paMKax
JTAHHOM TUCUUIUIMHBI M YKa3aHHBIX B IMyHKTE 3, MPEJCTaBICHO B TaOIHIlE 2.



Tabmnuma 2
Pacnpeodenenue no pazoenam oucyuniunvl niaHupyemuvlx pe3yibmamos 00yueHus

dopmupyemblie Pa3nebl JUCHMILIMHBI

KOMIIETEHIIMH 1 2 3 4 5 6
1. 31.1 +
2. 33.1 + + + +
3. 33.2 + + + +
4. 33.3 + +
5. 37.1
6. V1.1 + +
7. V3.1 + + + +
8. V.32 + +
9. vV.3.3 +
10. V7.1 +
11. B1.2 + + +
12. B3.1 + + + + + +
13. B3.2 + +
14. B7.1 + +

5. Ob6paBoBaTeNbHEE TEeXHOJIOIUK

JIns MOCTMXKEHUSI IUIAaHUPYEMBIX pE3yJIbTaTOB OCBOCHHS JUCHUILIAHBI
MPUMEHSIOTCS pa3InyHble 00pazoBaresibHble TexHoNoruu. Crenuduka coueTaHus
METO/I0B U (hopM opranuzanu o0y4deHus: oTpaxaeTcsi B MaTpuile (tadauma 3).

Tabnuna 3
Memoowl u popmul opeanuzayuu 0o6yuenus (POO)
P00 Jlexuun Hpar. CPC
Metonbl 3aHSATHUS
IT-MeTOmBI +
PaboTa B komaH1e +
Case-study +
[Henosas urpa +
MeTto 161 Tpo0IEMHOT0 00y4eHHUS + +
OOy4eHre Ha OCHOBE OIIbITa + +
Omnepexaromias caMOCTOATENbHas +
pabora

ITpOeKTHBIN METO
ITonckoBEIN METOT + +
HccaenoBaTeabCcKuil METO + +

Hpyrue meronsl

JInsi  NOCTMKEHHSI TOCTABICHHBIX I1ENEd NPEernojaBaHusl JIUCIUILIMHbI
peanu3yoTCs CIEAYIONINE CPEJICTBA, CITIOCOOBI U OpraHU3aIMOHHBIC MEPOITPUSTHS:
—  U3YYCHHE TEOPETHUYECKOr0 MaTepuajia JUCUUIUIMHBI Ha JIEKUIUSIX C
HCIIOJIb30BAHUEM KOMITbIOTEPHBIX TEXHOJIOTH;




—  CaMOCTOSITEIbHOE M3YYEHHE TEOPETHUUYECKOro MaTepuasna JUCHUILIMHbBI
c wucnoisb3oBanueM Internet-pecypcoB, uMHGOpMALMOHHBIX 0a3, METOAMYECKHX
pa3paboTOK, CeHaIbHON Y4eOHON U HAYYHOU JTUTEpaTyphI;

—  3aKperuieHHe  TEOPeTHYECKOro  MaTephalia Mpu  MPOBEACHUU
MPAKTUYECKUX  3aHSATUA W BBIIOJIHEHUS  CaMOCTOATEIIbHOM  paboThl ¢
WCIOJb30BAHUEM  KOMIIBIOTEPHBIX  TEXHOJOTUM, BBIIIOJIHEHUS MPOOJIEMHO-
OPUEHTUPOBAHHBIX, IOUCKOBBIX U TBOPUECKUX 3aJaHUM.

6. Opranmsamumust M yuebHO-MeTOOMUecKoe obecrneueHmue
CaMOCTOSATEJNIEHOM paboTs MarmMcTPaHTOB

B npouiecce camocToATenbHON pabOThI UCTIONIB3YIOTCS CIEIYIONIUE €€ BUIbI
U (OpMBbI, BKJIIOYAsT TEKYIIYI0 M TBOPYECKYIO/UCCIEIOBATEIbCKYIO JIEATEIbHOCTh
MarvucTpPaHTOB:

6.1 Texymas CPC, nampaBieHHasi Ha yriiyOJIeHHE U 3aKpeIUieHUe 3HAaHUHN
MarucTpaHTa, Pa3BUTHE MPAKTUUYECKUX YMEHUM.

Tekymias camoctosTenbHas padoTa BKIIOYAET CIAEAYIOIINUE BUIBI padoT:

— paboTa C JEKIMOHHBIM MAaTE€pUajoM, MOUCK U 0030p JUTEpaTypbl U
AIIEKTPOHHBIX UCTOYHUKOB MH(GOPMALIMK 110 MHAUBUIYAIBHO 33JJaHHOUN MpobieMe
Kypca U BBIOpaHHOM TeMe MarucTepcKoil TuccepTaiuy;

—  BBINOJHEHHE WHIWBUAYAJIbHBIX JOMAIIHUX 3aJaHui, JOMAaIlHUX
KOHTPOJIbHBIX PadoT;

—  OIepe’karolllasi caMoCTOsITeNbHas padoTa;

—  U3YYEHHUE TEM, BBIHECEHHBIX Ha CAMOCTOSTENBHYIO MPOPaOOTKY;

—  TOATOTOBKA K MPAKTHYECKUM 3aHATHSIM;

—  MOATOTOBKA K KOHTPOJIbHBIM paboTaM M YCTHBIM ONpOCaM, K 3aueTy.

6.2 TBopueckasi NpPo0JIEeMHO-OPMEHTHPOBAHHA  CaMOCTOSITeIbHAS
pabdora (TCP), nHanpaBneHHas Ha pAa3BUTHE WHTEIUICKTYAJIbHBIX YMEHUU,
KOMILJIEKCA  YHUBEpPCAJbHBIX  (OOIIEKYJIBTYpHBIX) M  MNpohecCHOHATBHBIX
KOMITETEHLIUI, TOBBIILIEHHE TBOPUYECKOT0 MOTEHIINANIA MAaTrUCTPAHTOB.

TCP Briro4aeT ciaeAyromme Buibl paboT 10 OCHOBHBIM ITpoOJieMaM Kypca:

—  TIOWCK, aHAJIMU3, CTPYKTYPUPOBAHUE U MPE3CHTALIUS HHPOPMaALIUK;

—  BBINIOJIHEHUE PacUYeTHO-Tpauueckux pador;

—  BBINIOJIHEHHWE UHJUBHUIyaJIbHBIX 33JJaHUI;

—  HuccienoBarenbckas padoTa M ydyacTHEe B HAYYHBIX CTYACHUYECKHUX
KOH(EpEeHLIUIX, CEeMUHapaXxX U OJUMIINA/aX;

— aHaNM3 HAY4YHBIX NyONWKaUMW 1O  3apaHee  OIpeaesieHHOU
IIPENOIaBATENIEM TEME;

—  aHaNU3 CTaTHCTUYECKUX M (PAKTUUYECKMX MaTepuaioB IO 3aJaHHOU
TeMe, IPOBEICHUE PACUETOB HA OCHOBE CTATUCTUUYECKUX MAaTepUasIoB.

6.3. Coaep:kaHue caMOCTOSTEIbLHOI Pa00OTHI N0 IMCHUILIHHE
TeMaTtuueckoe coiep)KaHUe CaMOCTOSITEIbHON pabOTHI:



1. Ilepeuenv nayunwvix npobiem u HanpasieHull Hay4HbLX UCCAe008AHUL
1.The State policy in the field of oil and gas industry support and service.
2. International cooperation as a form of overcoming economic difficulties.
3. New approaches in the interaction of oil and gas companies and contractors.
4. Tender policy oil companies.
5. VICs Service assets. Logistics services for the oil and gas industry.

2. Tembl UHOUBUOYALHBIX 3A0AHUL
. SWOT-analysis of the oil and gas company.

1

2. Develop positioning strategies of oil and gas company.
3. Identify key success factors of oil and gas company.
4

. Definition of hard and soft differentiators competitiveness of product and
service oil and gas company.

5. Development plan to improve the competitiveness of the oil and gas company.

Te./l/lbl, 6bIHOCUMDblE HA CAMOCMOAMENbHY IO I’lpOpCl607’I’IKy
1. Business marketing process in the enterprise.

2. Ambient and options market positioning.

3. Marketing tools forming a balanced portfolio of products.

4. Relationship management with customers and other market participants.
5. Channel management product distribution.

6. Corporate brand as an asset of the company.

6.4 KoHTpoJb caMOCTOATEIbHOI PadoThI

OueHka pe3yJabTaTOB CaMOCTOATENbHOM paOOThl OpraHuM3yercs Kak
€IMHCTBO JIBYX (POPM: CAMOKOHTPOJIb U KOHTPOJIb CO CTOPOHBI ITPEeNoaBaTels.

6.4 YueOHO-MeTOAMUYECKOE o0ecreyeHne CaAMOCTOSITEIbLHOH PadoThI
CTYyJIEHTOB

OOpazoBaTenbHbIe PEeCypchl NJisi HCIOJIB30BAHMS TPU CaMOCTOSITEIHHOU
paboTe MarucTpaHToOB, TOM YHCIIE TIporpaMMHOE obecrieueHue u Internet-pecypcesl,
y4eOHbIE M METOJUYECKHE TMOCOOWs, 3aJaYHUKU W Jp., PEKOMEHIOBAaHBI B II.8
HacTosIIeH paboydei mporpaMMel.

7. CpemcrBa ($0C) Tekyumerm M MTOI'OBOM OLIEHKM KadecTBa
OCEBOEHMSI OUCLIUIIIIMHEI

OO0pa3ubl KOHTPOJIBHBIX BONPOCOB (K YCTHOMY OIIPOCY)



1. What are the objectives of international marketing ?

2 . Which types of marketing are characteristic for the development of
international economic relations ?

3. Give the definition of " international economic medium - yes."

4 . Describe the types of foreign economic policy . What is a protectionism ?

5 . Name the methods and tools for implementation of foreign policy. What
should be taken into account in marketing ?

6. Which factors affect the dynamics , volumes, areas of international
investment ?

7. What are the main areas of price support exports.

8. What is the essence of basic prices , contract , real ?

9. What is the pricing strategy in the international market ?

10 . What is the role of the state in the formation of export prices ?

O06pa3ubl HHAUBUAYAJIbHBIX 321aHNH (K MUCbMEHHOI padoTe)

1. Develop a profile for personal marketing survey using the following
information ...

2 . Develop a questionnaire that could be offered to the enterprise survey
among students . Identify the sampling method .

3 . Assess the competitiveness of imported products on the basis of the next
job ...

4 . Determine optimal , in your opinion , the channels of distribution of
goods ...

5 . Refinery started the production of various grades of gasoline . 30% of
manufactured products it plans to sell local car owners ( in this area). 50% - plans
to send more remote areas , and 20% - provides sent abroad .

6. Complete the following tasks :

a) Choose to distribution channels and justify their choice.

b) What , in your opinion , problems may arise in the distribution channels .

c) Offer promotions participants distribution channels.

OO0pa3ubl TeCTOBBIX 321aHUI (K PY0Oe:KHOMY KOHTPOJII0)

1. Which of the following instruments to promote sby -that is the most appropriate
in order to ensure repeat purchases of consumer goods bought regularly?

A. Special coupons on packaging

B. Free Samples

C. Distribution of free ( gift ) coupons on every door

G. Demonstration ( sample products)

2 . Which group of factors is the basis for product positioning ?
A. The behavior of buyers when purchasing

B. Customer behavior after purchase

C. Perception of products consumers
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G. The intent of consumers to make a purchase .

3 . Select a market segment may be based on various criteria . Which of the
following statements are incorrect ?

A. The larger market segment , the more interest it represents for the company

B. between the segments should be a significant difference

C. There should be free access to segments

G. The company should be able to calculate the potential sales for the segment

4 . If the company decides to actively participate in the two segments of the market
(or more ) and develops a variety of products and / or marketing programs for
each market segment , this decision can be characterized as :

A. Aggregate Marketing

B. Differentiated Marketing

C. Concentrated Marketing

G. Undifferentiated Marketing

5 . Main reason for the existence of wholesale trade as an intermediary between
the manufacturer and trading point is that it :

A. Increases the distribution of products ;

B. promotes sales of the manufacturer ;

C. promotes sales of retailers ;

G. Take responsibility for transportation of goods from the producer to the
retailer.

O0pa3ubl BONPOCOB UTOTOBOI0 KOHTPOJIS (K 3a4eTy)

1. Essence , principles, functions and tasks of the international marketing and
trade.

2 . Forms of International Business .
. International marketing environment : the economic aspect .
. Foreign trade and economic policy .

. International specialization in production and trade.

3

4

5

6. International economic integration .

7. Essence and features of international marketing research.
8. Commaodity strategies in international marketing .

9. Distribution channels in international marketing .

10 . International marketing communications .

8. PeMTMHI' KauyeCTBa OCBOEHMS AU CLIMILIIVIHEBI
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B coorBercTBHE C PEUTUHIOBOM CHCTEMOM TEKYIIHN KOHTPOJb IMPOBOAUTCS
€KEMECSYHO B TEUEHHME CEMECTpa IMyTeM Oa/lIbHOM OIIEHKH KayecTBa YCBOCHUS
TEOPETUYECKOro Marepuana (OTBEThl Ha BOMPOCHI) U Pe3yJIbTATOB MPAKTHUECKON
NesATEeIbHOCTH (PElIeHKE 3a/1a4, BBITIOJHEHNE 3a/IaHUi, pelieHne npooem).

[IpomexxyTouHast arrectanus (3a4eT) MPOBOAUTCS B KOHIIE CEMECTpa TaKXKe
nyTeM OajulbHOW OLIEHKU. WTOroBBIM PEUTHHI OmNpenenseTcss CyMMUPOBAaHUEM
OaJJIOB TEKyHIEd OLEHKHM B TEYEHHE ceMecTpa W 0auioB MPOMEXYTOYHOM
aTTECTallMM B KOHIIE CEMECTpPA IO Pe3yJIbTaTaM 3a4eTa.

MakcumanbHblid UTOTOBBIA peUTHHT cooTBeTcTBYeT 100 Oammam (60 —
TEeKylmiasi oueHKa B cemecTpe, 40 — MNpOMEXyTOYHas aTTecTauuss B KOHILE
ceMecTpa).

PelTuHr-mian oCBOEHUsl TUCHUIUIMHBI B TEUEHHE CEMECTpA INPEACTABIECH B
MPUIIOKECHUH.

9. YuebHOo-MeTOAMYECKOEe M MHOOPMaALUMOHHOE oObecrnedeHue
IVICLIMILIIVHEL
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By3oBckuii yue6uuk, 2010. — 276 c.

5. 3axapoa UM.B. MapkeTuHr B BOIpPOCAX W pEUICHUSAX: Yy4eOHOe
nocobue. — M.: KnoPyc, 2011. — 304 c.

6. Kapnexo O.W. IlpoMbIluieHHBI MapKeTUHI: ydyeOHOe mocoOue s
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11. Cunoposa E.IO. MexayHapoiHas TOProBisi: Kypc Jekmuil. — M.:
Oxk3amen, 2006. — 252 c.

12. Cumonsn T.B. MapkeTuHr ¥ MapKETUHIOBbIE KOMMYHHKAIUU:
ydeOHoe nocobue aiist By30B. — PoctoB-Ha-Jlony: @enuke, 2011. — 213 c.

13. Cunsiea .M. MapkeTuHr B TpeaNnpuHUMATEIHCKON JCSTEIbHOCTH:
yueOnuk / mop pen. JLIT. damxkosa. — 2-e u3a. — M.: Jlamkos u Ko, 2010. — 267 c.

14. Cdepa ycayr. DKOHOMHUKA, MEHEIKMEHT, MapKeTHHT. lIpakTukym:
yaebHoe mocobue / mox pen. T.J1. Bypmenko. — M.: KnoPyc, 2010. — 424 c.

15. YymakoBa C.I'. Crparernueckuii MapKeTHHT: y4yeOHOe mnocoOue aJis
By30B. — M.: /lammkos u K, 2010. — 272 c.

®  npocpammHoe obecneuyenue u Internet-pecypcnwi:

1. OdunmanbHbie caiThl HeTEra30BbIX KOMITAHHM.

10. MaTepmanbHO-TEeXHUMUECKOEe obecnedeHme OUCLUILIMHEI

[Ipu ocBOEHUM AMCIUIUIMHBI UCIIONIB3YETCSl MaTepUabHO-TEXHUYECKas 0a3a
HNHucTuTyTa IPUPOAHBIX PECYypcoB Kadeapbl SKOHOMUKH MPUPOJHBIX PECYpCOB, B
T.4. MyJIbTUMEIUMHASA TEXHUKA JJIsI YTEHUs JEKIMU U KOMIIBIOTEpHAsi TEXHUKA C
BBIXOZOM B Internet mid mpoBeneHHs IPAKTUYECKUX 3aHATHH, a Takke
IporpaMMHOE 0OecTiedeHHe 10 S3KOHOMHUKE U MEHEKMEHTY.
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