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1. HEJIX OCBOEHUSA TUCIUITJINHBI

1.1| popmupoBaHnEe y MaTUCTPOB 3HAHWUH, YMEHUI 1 HABBIKOB B OOJIACTH YIPABIICHUS, OPTaHN3AINH, TNIAHUPOBAHUS MapKETHHTA
mpu paboTe HpefnpusATUil B HECTAHJAPTHBIX CHTYaIllMsSX Ha MEXAYyHapOIHBIX pPBIHKAX, H3yUCHHE METOJAOB INPHHATHSA
CTPAaTErMYeCKUX MapKETUHIOBBIX PEIIEHUH HA MAKPO U MUKPOYPOBHE.

2. TPEBOBAHMUA K PE3YJIBTATAM OCBOEHUA JUCHUIIJTMHBI

IIK-2. Cnoco0eH roToBUThH aHAJIMTHYECKHE MaTepHaJibl 18 OLEHKH MEePONPUATHIl B 00JIACTH 3KOHOMHYECKOH NOJIHUTHKH U
NPUHATHS CTPATernYeCKHX PelleHUil HA MUKPO- H MAKPOYPOBHE

B pe3yjabTaTre 0CBOCHHUS JUCHHUIIJINMHBI oﬁyqamumﬁcst JOJIZKCH:

3HaTh:

OCHOBHBIE MAapKETHHTOBBIE CTpPAaTeTHH KOMIIAHHHM Ha MEKIYHApPOJHOM DPBIHKE H CHOCOOBI MX OCYIIECTBICHHS B HECTAHAAPTHBIX
CUTyalUsiX, C YYETOM COLMaJbHOH M OTHUYECKOH OTBETCTBEHHOCTH 3a MPHHATHIE DEIICHUS; MHCTPYMEHTHl JKOHOMHUYECKOTO U
KOHKYPEHTHOTO aHalli3a MEXIYyHApOIHOW OW3HEeC-Cpelbl, y4eTa KYIBTypHBIX OCOOCHHOCTEH MoTpeOuTeNeld M Ha 3TOW OCHOBE
pa3pabaTsIBaTh CTPAaTErWH MTOBEACHHS SKOHOMIYECKHX areHTOB Ha PHIHKAX Pa3IMYHBIX CTPaH (cooTHeceHO ¢ nHauKkartopoM I1K-2.1)

Ymern:

(hopMHpPOBaTE MApPKETHHTOBBIE CTPATETHH KOMIIAHMH Ha MEXKTYHAPOJHOM PBIHKE M CHOCOOBI WX OCYIICCTBICHHS B HECTAHMAPTHBIX
CUTyaIlusiX, C YYEeTOM COLMATbHOM M JITHYECKOH OTBETCTBEHHOCTH 3a IIPHHATHIC PEHICHUS; MPOBOAUTH 3KOHOMHUYECCKHH U
KOHKYPEHTHBIH aHallu3 MEXIYHapOTHOH OW3Hec-cpelbl, YYUTHIBATH KYJIBTYpHBIE OCOOEHHOCTH MOTpeOuTeNneil U Ha 3TOH OCHOBE
pa3pabarbIBaTh CTPaTErHH IMOBEACHHS SKOHOMIYESCKHIX areHTOB Ha PBIHKAX Pa3IMYHBIX CTPaH (COOTHeCEeHO ¢ nHauKkartopoM [1K-2.2)

Baanernb:

MHCTPYMEHTaMH MApKETUHIOBBIX CTPATErMii KOMIIAHWHM HA MEXYHApPOJIHOM PBIHKE U CIIOCOOOB MX OCYLIECTBIECHHS B HECTAHJAPTHBIX
CUTyaIlWsX, C Yy4YeTOM COIMaJbHOW M OTHYECKOH OTBETCTBEHHOCTH 3a NPHHATHIC pEIICHHS; HABBIKAMH AKOHOMHYECKOTO U
KOHKYPEHTHOTO aHaJIM3a MEXIyHApOIHOI OM3HEC-cpelbl, yueTa KyJIbTYpPHBIX OCOOCHHOCTEH moTpeOuTeneld Ha PHIHKAX Pa3IHIHBIX
cTpaH (cooTHeceHo ¢ nuaukaropom I1K-2.3)

3. CTPYKTYPA U COAJEP)KAHUE TUCIUITJINHBI

Pazpnen 1. Methodology international marketing

Ne HanmeHoBaHUe TeMbI, KPaTKOe COIepKaAHUe Bun samsmus / Cemectp /| Komwuecrso Komnerenuun
pa6otsl / popma ITA Kypc 4acoB
Subject 1.1 "The category of international marketing as the tools of an
active trading firms on the world market"
The concept of an international marketing course objectives international
1.1 . .. . . X .| Jlexmmonnsie 3anaTus 3 2 TIK-2
marketing. The distinctive features of international marketing. Stages in
the development of international marketing. The modern concept of
international marketing. The main priorities of international marketing.
Subject 1.1 "The category of international marketing as the tools of an
active trading firms on the world market"
12 The concept of an international marketing course objectives international INpaxriyeckue 3 4 K2
™ |marketing. The distinctive features of international marketing. Stages in 3aHATHS

the development of international marketing. The modern concept of
international marketing. The main priorities of international marketing.

Subject 1.2 "An international company - the object and the subject of
international marketing"

1.3 [The concept of "international company", its characteristic features.| JIeKMOHHBIC 3aHATHUS 3 2 [K-2
Characteristics of the main types of international companies. Styles of the
behavior of firms in the international market.

Subject 1.2 "An international company - the object and the subject of
international marketing"

1.4 [The concept of "international company", its characteristic features.
Characteristics of the main types of international companies. Styles of the
behavior of firms in the international market.

[paxTHyeckne
3aHATUSL

3 4 IK-2

Subject 1.3 "Marketing technologies entering the company into
international markets"

Methods of entry into foreign market depending on the characteristics of
the specific commodity-market position. Comparative characteristics of
1.5 | alternatives of entering the foreign market. JlekunoHHbIe 3aHATHS 3 2 [K-2
Subject 1.4. "Marketing mix in the environment of international business"
The evolution of the concept of the marketing mix in international trade.
Environment marketing mix of international business. Identification of
supranational segments

Subject 1.3 "Marketing technologies entering the company into [Mpaxtiyeckue

. . 4 IK-2
international markets" 3aHATHS 3




Methods of entry into foreign market depending on the characteristics of
the specific commodity-market position. Comparative characteristics of
alternatives of entering the foreign market.

Subject 1.4. "Marketing mix in the environment of international business"
The evolution of the concept of the marketing mix in international trade.
Environment marketing mix of international business. Identification of
supranational segments

JIeKIIMOHHBIE 3aHATHS

IK-2

Subject 1.4. "Marketing mix in the environment of international business"
The evolution of the concept of the marketing mix in international trade.
Environment marketing mix of international business. Identification of
supranational segments using LibreOffice.

[paxTHyeckue
3aHATUSL

IK-2

1.9

Topic 1.1 "The category of international marketing as the tools of an active
trading firms on the world market"

The concept of an international marketing course objectives international
marketing.

The distinctive features of international marketing.

Stages in the development of international marketing.

The modern concept of international marketing.

The main priorities of international marketing.

Topic 1.2 "An international company - the object and the subject of
international marketing"

The concept of "international company", its characteristic features.
Characteristics of the main types of international companies.

Styles of the behavior of firms in the international market.

Topic 1.3 "Marketing technologies entering the company into international
markets"

Methods of entry into foreign market depending on the characteristics of
the specific commodity-market position.

Comparative characteristics of alternatives of entering the foreign market.
Topic 1.4 "Marketing mix in the environment of international business"
The evolution of the concept of the marketing mix in international trade
Environment marketing mix of international business

Identification of supranational segments

CamMocTosTeabHast
pabora

12

IK-2

Pazpnen 2. The competitive environment of international marketing

HaumeHoBaHue TEeMbI, KpaTKoe coiepKaHue

Buna 3ausitus /
pa6otsl / popma ITA

Cemectp /
Kypc

KosmnuecTBo
4acoB

KommnereHnuu

2.1

Subject 2.1 "The concept of competitive advantages of goods and services
in the global market"

The concept of competitiveness in international marketing. The system of
values in international business. Model "Diamond" Of Michael Porter. Six
determinants determine the competitiveness of the economy on the theory
of porter.

HGKHI/IOHHLIC 3aHATUA

IK-2

22

Subject 2.1 "The concept of competitive advantages of goods and services
in the global market"

The concept of competitiveness in international marketing. The system of
values in international business. Model "Diamond" Of Michael Porter. Six
determinants determine the competitiveness of the economy on the theory
of porter.

IMpaxruyeckue
3aHATUSL

[K-2

2.3

Subject 2.2 "Dossier on the country"— a guide for developing a marketing
plan"

The data groups in the preparation of a "dossier on the country."
Guidelines for cultural analysis. Guidelines for economic analysis
(economic statistics and activity, channels of distribution, media).
Guidelines for market audit and competitive analysis. Guidelines for
preliminary marketing plan.

JIeKIIMOHHBIE 3aHATHS

IK-2

2.4

Subject 2.2 "Dossier on the country"— a guide for developing a marketing
plan"

The data groups in the preparation of a "dossier on the country."
Guidelines for cultural analysis. Guidelines for economic analysis
(economic statistics and activity, channels of distribution, media).
Guidelines for market audit and competitive analysis. Guidelines for
preliminary marketing plan using LibreOffice.

IpaxTHyeckue
3aHATHA

[K-2

2.5

Subject 2.3 "International marketing strategy (MMS)"

Definition and types of MMS. Evaluation of strategic capabilities of the
company relative to various competitors (base, confrontational,
cooperative and innovative strategies). Conceptual framework for analysis,
development and formation of international marketing strategy (strategic
measurement, strategic process, setting objectives, development plans,
resource support).

JIexIMoHHbIE 3aHATHS

IK-2

2.6

Subject 2.3 "International marketing strategy (MMS)"

Definition and types of MMS. Evaluation of strategic capabilities of the
company relative to various competitors (base, confrontational,
cooperative and innovative strategies). Conceptual framework for analysis,

IIpaxTHyeckue
3aHATHS

IK-2




development and formation of international marketing strategy (strategic
measurement, strategic process, setting objectives, development plans,
resource support).

2.7

Subject 2.4 "Problems of marketing researches of foreign markets"

The specificity and challenges of conducting international marketing
research. The contents and methods of carrying out certain types of
marketing research. Study of input and output barriers of foreign markets.

JIeKIIMOHHBIE 3aHATHS 3

2 IK-2

2.8

Subject 2.4 "Problems of marketing researches of foreign markets"

The specificity and challenges of conducting international marketing
research. The contents and methods of carrying out certain types of
marketing research. Study of input and output barriers of foreign markets
using LibreOffice.

IIpaxTHyeckue
3aHATHSA

4 IK-2

2.9

Topic 2.1 "Marketing mix in the environment of international business"
The evolution of the concept of the marketing mix in international trade
Environment marketing mix of international business

Identification of supranational segments

Topic 2.2 "Dossier on the country"— a guide for developing a marketing
plan"

The data groups in the preparation of a "dossier on the country."

Guidelines for cultural analysis.

Guidelines for economic analysis.

Guidelines for market audit and competitive analysis.

Guidelines for preliminary marketing plan.

Topic 2.3 "International marketing strategy (MMS)"

Definition and types of MMS.

Evaluation of strategic capabilities of the company relative to various
competitors.

Conceptual framework for analysis, development and formation of
international marketing strategy.

Topic 2.4 "Problems of marketing researches of foreign markets"

The distribution of countries by competitiveness factors.

Comparative characteristics of national cultures.

CamMocTosTeabHast
pabora

12 IK-2

2.10

TlogroroBka k HpOMe)KyTO‘{HOI‘/'I arTeCTaluu

3auer 3

0 IK-2

4. ®OHJI OLIEHOYHBIX CPEJCTB

Crpykrypa M cozmepxaHue ()OHIA OLICHOYHBIX CPEICTB JUIS TIPOBENCHUS TEKYLIETO KOHTPOIS W IIPOMEKYTOYHOH aTTeCTaluH
npencTasieHs! B [Iprnoxennn 1 x pabodeit mporpaMMe TUCIIUTIIHHEL

5. YYHEBHO-METOAUWYECKOE 1 TH®OPMAIIMOHHOE OBECIIEYEHUE JUCHUIIJIMHBI

5.1. Y4eOHble, HayYHbIe H MEeTOAMYECKHE U3TAHUS

ABTODBI, bubnuoreka /
3amniaBue W3narenscTBO, roxg
COCTaBUTENH KonuuectBo
1 Hesneros O. V. Mex ayHapoaHbIi MApKETHHT: y4eOHOe mocodue Mockga, bepnun: JQupekr- | OBC «Yuupepcuterckas
Menuma, 2015 OMOIHOTEKA OHIANH)
2 Camxaposckuii, K. B., | MexayHapoqHslii MapKeTHHT: y4eOHOe Tocobue Kemeposo: Kemeposckuit 3BC «IPR SMART»
Memuyk, M. A. TEXHOJIOTMYECKUH
WHCTUTYT MHIIEBON
MpoMBbIIIIeHHOCTH, 2014
3 International Journal of Advanced Studies ,2011 9BC «IPR SMART»
(MesKyHapOIHBIH KypHAI IePCIIEKTHBHBIX
HCCIIeI0BaHMIT)
4 I'punenxo, I I1. MexryHapoqHEIH MapKeTHHT: ydeOHOe IToco0ue Bbenropon: benroponckuit OBbC «IPR SMART»
roCyJapCTBEHHBIN
TEXHOJIOTHYECKUI
yHuBepcuteT um. B.I.
[IyxoBa, 9bC ACB, 2018
5 Pavlov P. V. International business: yueGHHK Pocro-Ha-/lony, Taranpor: | ObC «YHusepcuterckas
HOxHb1# denepanbHblil OubnuoTexa OHIAKH»
yuuBepcuret, 2019
5.2. lIpodeccuonanbubie 6a3bl JaHHBIX U HHPOPMALHOHHDbIE CIPABOYHbIE CHCTEMbI
baser  mamHpix  EBpomeiickoro obmectBa wmapkermHra (World  Association of Opinion and Marketing Research

Professionals)www.esomar.org
NCC «Koncynwsrantllntocy
HCC «I"apanr» http://www.internet.garant.ru/




5.3. [lepeueHb MpOrpaMMHOro odecrneyeHust

Onepanuonnas cucrema PEJ] OC
LibreOffice

5.4. YueOHO-MeTOqUYECKHE MaTepuaJbl 171 oﬁyqaloumxca C OrpaHUY€HHBIMHU BO3MOKHOCTHAMM 3/10POBbA

HpI/I HeO6XO)II/IMOCTI/I 110 3asBJICHHUIO 06yqalomeroc;l C OTrpaHUYCHHBIMU BO3MOKHOCTAMU 310POBBA y‘le6HO-MeTO,I[I/I‘-IeCKI/Ie Marepuabl
MPEIOCTABISIOTCS B (OpMax, aJaNTHPOBAHHBIX K OTPAaHMYCHHSM 3I0POBbSI U BOCHPUATHS WHPOpMaruu. st Il ¢ HapyLIIeHUsIMHU
3penus: B hopme ayauodaiina; B medaTHoil GpopMe yBemHueHHbIM mpudTom. st UL ¢ HApyUICHUIMHU CliyXa: B (hopMe DIEKTPOHHOTO
JAOKYMCHTA, B e4yaTHON (bopMe. I[IISI Jinl ¢ HapyHICHHUAMU OIIOPHO-ABUTATCIBHOIO alrrapara: B (1)0pMC OJICKTPOHHOI'O JOKYMCHTA, B
neyaTHoU opme.

6. MATEPUAJIBHO-TEXHUYECKOE OBECIHHEYHEHHUE JUCIIUITJINHBI

IMomemienust i BceX BUAOB padoT, NPEIyCMOTPEHHBIX YYEOHBIM IUIAaHOM, YKOMIUICKTOBAHBI HEOOXOOMMOW CIEHUAH3HPOBAHHON
y4eOHOI MeOeIbI0 U TEXHHYSCKUMH CPEICTBAMH O0YICHUS:

- CTOJIBI, CTYJIBS;

- IEPCOHAIBHBINA KOMITbIOTEP / HOYTOYK (MIEPEeHOCHOH);

- IPOEKTOD;

- 9KpaH / MHTepaKTHBHAS TOCKA.

[Momenienust A1k CaMOCTOSTEIBHON PabOThl 00YYAIOIIUXCs OCHANICHBI KOMITBIOTCPHOH TEXHUKOW C BO3MOKHOCTBHEO HOIKITFOUCHHS K
cetr "MHTEpHET" M1 00ECTICUCHNEM IOCTYTIA K 3JICKTPOHHON HH()OPMAIIHOHHO-00pa30BaTeIbHOM cpee.

7. METOIUYECKHUE YKA3ZAHUSA JJISA OBYYAIOIIUXCSA 11O OCBOEHUIO JUCIIMITIMHBI

MCTOI[I/I‘JGCKI/IC YKa3aHus 110 OCBOCHHWIO JUCHUIIIIMHBI ITPEACTABJICHBI B HpI/UIO)KCHI/II/I 2K pa60qel71 nporpamMme JUCHUIIIINHBI.




IIpunoxenne 1

®OH/JI OHEHOYHbIX CPEJICTB

1 Onucanue nokasareJeil U KpUTeprueB OLCHUBAHUSA KOMIIETCHIMI HA Pa3IHYHBIX 3Tanax
X (popMHUPOBaAHHS, ONIMCAHME LKA OLICHUBAHUSA

3VH, cocrasisioniyue
KOMIIETEHIIUIO

IToxazarenu
OLICHUBAHUA

Kputepuu onenuBanus

Cpencrtpa
OLICHUBAaHU
i

[TK-2: CnnocoOeH TOTOBUTh aHATUTHYECKHUE MAaTEPHAIIBI JJII OIIEHKH MEPOINPHUATHI B 00J1aCTH

HKOHOMHYECKOM MOJUTHKH M NPUHSATHS CTPATETHICCKUX PCHICHHI Ha MUKPO- H MAKPOYPOBHE
3HaTh paboTtaet ¢ | 000cHOBaHHO Bormpocs K
OCHOBHBIE MapPKETUHTOBbIC y4eOHOH, ydeOHO- | monb3yeTcs savery (1-
CTpaTeruy KOMITaHHU Ha METOJMYECKONH ¥ | JOIOJIHUTEILHOM D5),
MEXyHAPOJIHOM PBIHKE U CIIOCOOBI | HAy4YHOU } JUTEPATYPOU npu KOJLIOKBHY
UX OCYILECTBIICHHUS B JUTEPATyPOid, HO/ATOTOBKE K 3aHSTHSIM;
HECTAH/IaPTHBIX CUTYAIHSX, C coOupaer JaHHBIC, | COOTBETCTBHE M (1-16),
Y4ETOM COIHATIBHOM U STHUYCCKOI HEOOXOAMMBIE IS | IIpeACTaBIEHHOM B [TCCThI
OTBETCTBEHHOCTH 38 IIPHHSATHIE paspaboTku OTBETaX Tecra |(pasuen 1-
pCLICHHS; HHCTPYMEHTBI HpaBHIBHON uHbOpMaIU 2),
KOHOMHYECKOTO U KOHKYPEHTHOTO | MapKETHHTOBOI Matepuanam  y4e6HOH |cyryanyon
aHaJIM3a MEXKIyHAPOJHOW OU3Hec- | cTpareruu Ha | JTUTEPATYPBL, CBEACHUAM [
Cpelibl, ydera KyJIbTypPHBIX BHCIIHEM  PBIHKE | U3  MH(POPMAIUOHHBIX
0COOCHHOCTEH MOTpeOuTeNel U Ha | IPU TOArOTOBKE K | pecypcoB  HMHTepHer; Pt
3TOM OCHOBE pa3padaThIBaTh TECTHPOBAHUIO PaBUIIbHOCTh (1-4)
CTpaTeruy MOBEICHUS HAIMCAHUs TecTa
KOHOMHYECKHX areHTOB Ha
PBIHKAX Pa3JIMYHBIX CTPAaH
VMeTb aHAITU3UPYET IPaMOTHOE M JIOTUYECKH [BOPOCHI K
bopmupoBath MapKETHHTOBBIC | MAPKETHHTOBYIO CTPOHHOE  M3JOKEHHE [3ayery (1-
CTpaTerun KOMIIaHUH Ha | nH}pOpMaIHIO W|TeMBI  KOIUIOKBHYMA, 5y
MEXTyHAPOIHOM PBIHKE U CIIOCOOBI | IPUMEHSET AKTHBHOE YHCTHE Bl onow oy
ux OCYILIECTBIICHHS B | 3THYHbIC 00CYXIICHUU BOIPOCOB
HECTAHJAPTHBIX  CHTYyalMsX, C | MAPKETHHTOBBIC KOJUTOKBHYMa, M (1-16),
y4eTOM COIIMAIbHOW M STHYECKOH | cTpareruu Ha | apryMEHTUPOBaHHOE [TCCThI
OTBETCTBEHHOCTH 32 IPUHSTHIC | BHEIIHUX  PBIHKAX | BBIPAKCHHUE ceoux |(pazaen 1-
pelIeHHS; IPOBOJUTH | IPU  TOATOTOBKE | MBICIEH HpH OTBeTe 110 [2),
IKOHOMHYECKHI W KOHKYPEHTHBIN | TEMBI KOJUIOKBHYMA | TEME KOJUIOKBHyMa CUTyaLHoH
aHaJI3 MEXAYHapoAHOW OusHec- —_—
cpenbl, UTHIBaTh  KYJIBTYPHbIC
01(3306€HHOZ;II/I HOTpe6MTeyJ1eI71y}I?1 Ha PIAHI
9TOU OCHOBE pa3pabarbIBaTh (1-4)
CTpaTerun TIOBEICHUSI
IKOHOMHYECKHUX areHTOB Ha PhIHKAX
Pa3IMYHBIX CTPaH
Branets aHATU3UPYET apryMEHTHPOBAHHO Borpocsk k
HHCTPYMEHTAMH  MApKETHHTOBBIX | PhIHOYHYIO OpUMEHSIET sauery (1-
cTpaTeruit KOMITaHHH Ha | aKTHBHOCTH W | TEOPETHHUECKHE  3HAHHA )5y
MEXTyHAPOIHOM PBIHKE U CIIOCOOOB | IPOSsIBIICHUE st AHANHSA | ORIy
ux OCYIIECTRIICHHS B | HeCTaHIapTHBIX CHTYaIHOHHBIX
HECTAHJAPTHBIX  CHTyallWsX, C | cuTyauwuii; 3a/aHMil, PaBUJIBHBIC [ (1-16),
YYETOM COIMAJBbHOW M ITHUYECKOH | peamusyer BBIBOJIBI,  mposiBaenue [TCCThI




OTBETCTBEHHOCTH 33  TNPHUHSTHIC | MADKETHHTOBBIC TBOPYECKHUX (pasaen 1-
peleHuS; HaBBIKAMU | CTpATETHH B | cmocoOHOCTEH pH [2),
HKOHOMHYECKOTO ¥ KOHKYPEHTHOTO | YCIOBUSIX peleHUH CHTYAIHOH
aHaJlM3a MEXIyHApOJIHON Om3HEC- | COO0IeH s CUTYAIIMOHHBIX 3aJJaHUN bie
cpensl, ydera KYJIBTYpPHBIX | OOIIECTBEHHBIX
ocoOeHHOCTEe MoTpeduTeNell Ha | MHTEpecoB npu A/t
PBIHKAX pa3IMYHbIX CTPaH peleHUH (1-4)
CUTYallMOHHBIX
3aaHuN

1.2 [Ixansl OIleHUBAHUS:

Tekymmii KOHTPOJIb YCIIEBAEMOCTH W MPOMEXKYTOYHASI aTTECTAIMsi OCYIIECTBISETCS B
paMKax HaKOMUTEIbHOU OambHO-peUTHHIroBOM cuctembl B 100-0ammbHOM mmKane:

3auer

50-100 GayoB (3a4TeHO)

0-49 6amnoB (He 3a4TEHO)

2 TunoBbie KOHTPOJIbHbIC 32JaHUS WJIM HWHBbIE MaTepHaJbl, HEOOXOAUMBbIE 1 OLEHKH
3HAHUH, YMEHHMI, HABBIKOB M (MJIM) ONBITA AEATEJbHOCTH, XAPAKTEPH3YIOIIMX ITAIbI
(popMHUpPOBaHUA KOMIIETEHIMH B IIpoLiecce 0CBOEHHUs 00pa30BaTeIbLHOM NMPOrpaMMbl

BOleOCbI K 3a49€Ty
1. Expand the content of the category of "international marketing" as a tool of strengthening the
commercial activities of the company in the global market and what are its distinctive features
from "regular" marketing.
2. Expand the concept of "international company", and name its characteristic features.
3. Describe and explain the main methods of entry into foreign market depending on the
characteristics of the specific commodity-market position.
4. Describe the main components of the environment, the marketing mix of international
business and guide the identification of supranational segments
5. Describe Your understanding of the concept of competitive advantages of goods and services
in the global market
6. Describe Your understanding of the value system in international business.
7. Describe Your idea of the six determinants determine the competitiveness of the economy on
the theory M. porter.
8. List and justify the necessity of using group data in the preparation of a "dossier on the
country."
9. Give a comparative description of alternative strategies of entering the foreign market.
10. List and analyze the factors that reflect the customs of the business and cultural
characteristics of the country, which should be considered in the preparation of a "dossier on the
country."
11. List and review the guidelines for economic analysis that should be considered when
preparing a "dossier on the country."
12. List and review the guidelines for drawing up a preliminary marketing plan in the preparation
of a "dossier on the country."
13. Assess strategic opportunities international company on the various competitors (base,
confrontational, cooperative and innovative strategies).
14. Describe the conceptual basis for analysis, development and formation of international
marketing strategy .
15. Give approximate comparative characteristics of national cultures of Russia, USA, Germany,
Japan.
16. Describe the specifics and difficulties of conducting international marketing research.



17. Describe the methodology of the research input and output barriers of foreign markets.

18. Name and describe indicators of economic efficiency of export and import.

19. List and describe the major product strategies that are used in the international market.

20. Describe the nature used in foreign markets strategies of standardization and adaptation of
products.

21. Describe the situation in the modern international trade in terms of marketing

22. What are the main development institutions, international trade and give them the short
characteristic.

23. Open the main issues of regulation of international trade in services in the WTO.

24. What are the main functions of packaging in international marketing and explain its role in
international business.

25. Make and describe a ranking of countries by competitiveness factors.

Kpurepun oueHuBanmsi:

50-100 Gayu10B (324TEHO) BBHICTABIISCTCS, €CIIM M3JI0)KECHHBIH MaTepran (JaKTUIECKH BEPEH,
HaJIN4re TITyOOKUX MCUEPIIBIBAIOIIMX 3HAHUN B 00beMe MPONUJICHHON MpOorpaMMbl AUCHUIUINHBI B
COOTBETCTBHUH C TIOCTaBJICHHBIMHA TMPOTPaMMON Kypca LeIIMH M 33Ja4aMd  OOYyYeHUS;
IpaBUIbHbIC, YBEPEHHbIC ACUCTBUS 10 IPUMEHEHHIO IOJYyYEHHBIX 3HAHUH Ha TNpaKTHKe,
IPaMOTHOE U JIOTHYECKH CTPOWHOE M3JIOKEHHE MaTepHuajia MpH OTBETE, YCBOCHHWE OCHOBHOW M
3HAKOMCTBO C JIONIOJHUTEIbHOM JIUTEPaTypoii;

0-49 GamnoB (HE 3a4YTEHO) BBICTABISIECTCS, €CJIM - OTBETHI HE CBSI3aHBI C BOIPOCAMH,
HaJInyue rpyobIX omMOOK B OTBETE, HEMOHMMAaHUE CYLITHOCTH M3J1araéMoro BOIpoca, HeyMeHue
NPUMEHSTH 3HAHHUS HA MPAKTHKE, HEYBEPEHHOCTh U HETOYHOCTH OTBETOB Ha JOMOJIHUTEIBHBIE U
HaBOJIAIIIKE BOIIPOCHI.

TeMaTHKa KOJJIOKBUYMOB
1.The marketing mix at the international level.
2.Controlled factors™ and uncontrollable factors™ of international marketing.
3.Political factors as a source of uncertainty.
4.Economic factors: openness, balance of external payments, import barriers, restrictions on
payments, trends in investment policies, government influence on business activity.
5.Product life cycle and market novelty on the world market. The competitiveness of the product.
The evaluation model. The decision about the level of competitiveness.
6.Brand in international markets.
7.International product strategy.
8.Methods and peculiarities of studying the international market and demand.
9.The role of international exhibitions in promoting the sale, their types and purpose.
10.The competitiveness of Russian goods on the international markets
11.Trademark of Russian companies in different international markets.
12.Accounting language and legislative factors in promotional activities on foreign markets.
13.Problems of international business, industry-related marketing of individual countries
14.Taking into account public opinion when entering a foreign market
15.Features of marketing research when entering foreign markets.
16.Segmentation in international marketing.

Kpumepuu oyenusanus:

- 10 GamnoB BeIcTaBnsieTcst | OH  IEMOHCTPHUPYET 3HAHHWE TEMBI KOJUIOKBHYMa, HCIIOJNB30Bal
oOyyaromemycs, eciu JIOTIOJIHUTEJIBHYIO HAayUHYIO JINTEPATypy IO TEME, Pa3BEPHYTO OTBETUI
Ha BONPOCHI TE€MBbI, apryMEHTHPOBAHO BBICKA3aJl CBOIO TOUKY 3pEHUS,
cOopMyIHPOBaI CAMOCTOSITEIbHBIE BHIBOIBI.

- 5-9 Gayna BBICTAaBNSETCS | OH YCBOWJ MaTepuasl TeMbl KOJUIOKBHUYMa IO BOIpPOCaM B paMKax
o0yyaromemMycs, eciu OCHOBHOI JHTEpaTypbl, pa3BepHYTO OTBETHJI Ha BOINPOCHI MO TEME,




apryMEHTHPOBAHO BBbICKAa3aJd CBOIO TOUYKY 3peHHus, CHOpMyIupoBaji
CaMOCTOSTEIbHbBIE BBIBOJIBI.

1-6 Oajura BBICTaBIIIETCS
oOyyaromiemycsi, eciiu

OH (parMeHTapHO YCBOWJI MaTepuan, HEeJOCTaTOYHO pa3BEpHYTO
OTBETHJI Ha BOIIPOC, HE TMPOSIBISUT AKTHBHOCTh MPHU OOCYKICHUU
JTUCKYCCUOHHBIX BONPOCOB, HE CGHOPMYIUPOBAT CaMOCTOSITEIbHbBIE
BBIBOJIBIL.

0 ©OamtoB BBICTABIIACTCS
o0yyaromemycsi, eciiu

OH HC YCBOMJI TEMY KOJIJIOKBHUYMa, HC OTBETUJI HU Ha OJJUH BOIIPOC.

MakcumanpHasi cymma 0aioB o kojuiokBuymaM: — 40 6ayutoB (4 Tembl o 10 6amioB)

TECTbI
Tect mo Pazneny 1

1. The main difference between international marketing from the inside are:
1. The possibility of studying the external environment;
2. The problem of preserving market share;
3. The need for a more thorough implementation of the marketing concept.
4

. The segmentation

2. The purpose of both domestic and international marketing are:
. The performance of the company;

. The increase in profits;

1
2
3. Meeting the needs of the consumer;
4. Creating long-term competitive advantages by meeting customer needs.
3. For the purposes of research and impact factors, the international environment is divided

into:

1. Macro-and microenvironment ;

2. National, regional, and global environment;

3. National, multinational, regional, and global environment.

4. Regional business environment, dynamic business environment
4. Most threatening to the business are:

. A static environment;

A WDN B

. Global environment

. Dynamic environment;
. The turbulent environment.

5. The international macro environment factors are:

. Mostly uncontrolled;
. Controlled.
. Adjustable

A WN P

. Uncontrolled by the company;

6. Factors of international microride are:

. Fully controllable;

A WDN B

. Mainly controlled by the company;
. The largely uncontrolled and;

. Completely out of control I.

7. The aim of the study the political-legal environment are:

A WN B

. The definition of political risk and developing strategies for its reduction
. Determining the feasibility of entering the foreign market

. The monitoring of environment

. Analysis of competitors

8. To factors the political-legal environment are:

[EN

. Pension legislation
. Financial policy
3. National security;

N




4, Language
9.A global company:
1. Applies the strategy of global marketing ;
2. Produce products in the national territory and sells on the world market;
3. Both answers are correct;
4. There is no correct answer.

10 World commodity market, which is subject to | a limited influence of market factors
and is characterized by a relative stability of market prices based on national prices and is not
affected by short-term fluctuations of supply and demand
1. Public sector;

2. The private sector
3. Preferential sector
4. Free sector

Tect nmo Pazneay 2

1. Organizational structure, which is characterized by a high degree of centralization,
where all strategic planning is carried out from the center is:
1. The umbrella structure;
2. Micropipeline structure;
3. Interpolat
4. International conglomerate

2. Strategy which involves the offer by the firm to the foreign market the goods
without any change in the products sold on the national market characteristic
1. Standardized (global) marketing;
2. Adaptive marketing;
3. Integrated marketing
4. International marketing

3. At the corporate level in international business there are tools to determine
strategies. What type of strategies are such tools?
1. Growth strategy
2. Portfolio strategy
3. Competitive strategy
4. Commodity strategy

4. At the corporate level in international business identified three types of strategies.
With the help of any tools defined growth strategy
1 Model of competitive advantages;
2. The matrix of policy direction;
3. Matrix BKG;
4. The Matrix John. Mac Kenzie

5. The deepening of the degree of saturation with goods and services that are offered
to all consumers, the choice of the maximum depth of the market demand
1. Strategy diversification;
2. Segmentation strategy;
3. The internationalization strategy
4. Diversification strategy

6. The development of new overseas markets, using not only the expansion of
exports, but to export capital when abroad are enterprises that produce the goods that pass
restrictive trade barriers.
1. Strategy diversification;
2. Segmentation strategy;
3. The internationalization strategy
4. Diversification strategy



7. The development of new products, product markets, types of services, and also
system of measures, which differentiates the company from the strategic business units
1. Strategy diversification;

2. Segmentation strategy;
3. Strategy of internationalism tion
4. Diversification strategy

8. Strategy that takes into account the use of characteristics of the demand for goods
in various markets and the willingness of the firm to modify products and programme of
measures for their promotion with specific markets-

1. Standaryzowane in (global) marketing;
2. Adaptive marketing;

3. Integrated marketing

4. International marketing

9. Elements full (finished) goods in international marketing are:

1. Design, package, trademark, warranty;

2. Warranty, delivery and installation, credit, design;
3. Guarantee, loan, service, trademark;

4. Guarantee loan service.

10. Marketing activities in respect of commodity components of the marketing mix
due to the peculiarities of the foreign market and the stage of development of the company is:
1. Commodity strategy;

2. Commodity policy;
3. The commodity audit.
4. Commaodity control

11. The product, which raises to a new level meet the usual known or needs allows a
wider range of consumers to satisfy on a certain level is known to need this:
1. Export product;

2. Pioneer goods;
3. The goods of market novelty.
4. Strategic commodity

12. A product that opens up consumer the opportunity meet brand-new requirements

is:

1. Export product;

2. Pioneer goods;

3. The goods of market novelty.
4. Strategic commodity

13.Product policy, the essence of which is the search for new products that would on
the one hand, in technological or market relation would be similar to the existing ones on the
firm goods, and on the other — would attract new customers, is called:

1. Horizontal;

2. Conglomerate;
3. Concentric .

4. Vertical

14. Product policy, the essence of which is the search for the production of a new
product, which is not connected with the goods previously existed in the product portfolio of the
company, is called:

1. Horizontal;

2. Conglomerate ;
3. Concentric.

4. Vertical.

15. Adaptation of the product, due to the requirements of standards, technical
specifications, packaging requirements, etc., is called:



1. Simplificate;
2. Forced;
3. Necessary.
4. Perseptronov
16. Adaptation of the product, due to the specificity of perceptual symbols, design
and colour of the products is called:
1. Simplificate
2. Adaptation is necessary;
3. A necessary adaptation;
4. Perceptual adaptation;
17. The practical significance of the theory of the product life cycle in international
marketing is:
1. All countries are divided into countries — innovators, compliant countries and other countries;
2. In different countries one and the same product is in different stages of the life cycle;
3. The country's innovators, who for a while were the only exporters to the global market,
become net importers, and countries followers of the importers become exporters.
4 All countries use the practice of international marketing

NHcTpyKuusi M0 BBINOJTHEHUIO: 00ydYarolieMycsi HEOOXOAUMO BbIOpaTh OJUH MPaBUIIbHBIN
OTBET U3 MPEAJIOKEHHBIX.
Kpurtepuu oneHnBanus:

10 6anyoB BHICTABIAETCSA CTYIEHTY, €CIM MOJYy4YeHbl mpaBuiibHbIe 0TBeTHl Ha 90-100%
BOIIPOCOB TECTA;

6-9 Oanna BeICTABISIETCS CTYACHTY, €CIHM IMOJIY4YEHBI MpaBuibHble oTBEeTHI Ha 70-89%
BOIIPOCOB;

1-5 Ganna BBICTaBISETCS CTYAEHTY, €CJIM MOJYyYeHBI MpaBWIbHBIE OTBETHl Ha 50-69%
BOIIPOCOB;

0 GanyoB BBICTABIIAETCS CTYJECHTY, €CIM I10JIyYeHbl IPaBUJIbHbIE OTBETHI MEHEE, YeM Ha
50% BOMPOCOB;
MakcumanbHas cymMMa OaoB 1o tecty: 20 6amioB (2 Tecta no 10 6anioB)

CI/ITyaHI/IOHHbIe 3alaHusA

3aganue 1.

Suggest measures for the development of a new product and bringing it to the foreign market;
evaluate the quality of the goods (of your choice) by experts using a ten-point scale. Each property
of the product by experts assign a grade that corresponds to the value of this property in deciding
to purchase; the sum of the ranks must be equal to 1. Explain the obtained results and justify the
assignment of appropriate ranks to your chosen properties for the analysis of the product.

3aganue 2.

In Russia at the present time is not more than 50 enterprises producing leather for footwear,
haberdashery, etc. So, basically, they produce products that are intended for release-top shoes,
haberdashery, furniture, and also produced some varieties for the bottom of the Shoe. Almost all
enterprises mainly export-oriented with up to 80% of its products. What changes in the trade policy
of the enterprises working in this industry is possible to improve their market position and possible
shift in the domestic demand, together with the development of foreign markets.

3ananue 3.

The company that manufactures the chips, has opened its own production in Russia. She
demonstrates a high marketing activity, a significant portion of the marketing budget invested in
advertising. The company strives to maintain manufacturing closer to markets. However, in
regions where there are no factories of this structure, competitors have a visible advantage in
market share. Will offer the company a streamlined version of the distribution given the



geographical proximity of the regions, and, conversely, of remoteness, in other areas from
potential consumers.

3ananue 4.

Today on the Russian market develops a model of the Western fashion industry. So, there was
a differentiation of the companies selling clothes. The most successful group of companies
promoting brands and places orders for manufacture abroad and in Russia. The second group sews
clothes for foreign and Russian companies. Almost all manufacturers of brand clothes turned to
the option contract sewing products. Statistics is that — up to 80% of the clothes sewed on contracts.
Almost all the orders for the Russian market performed in the countries of South-East Asia.
Explain what problems you believe may face Russian firms engaged in the supply of these products
on the domestic market and distribution on regional markets.

Kpurtepuu oneHnBaHus:

Kpurtepuu oneHnBanus

10 6annmoB CBOOOTHOE BiIaJICHHE MPOHECCHOHATBHON TEPMUHOIOTHEH;

YMEHHE BBICKa3bIBaTh U 00OCHOBATH CBOH CYXKICHUS;

OCO3HAHHO  MPHMEHSET TEOPETUYECKHE  3HAHHUS  JUISl  PCIICHHS
CUTYAIMOHHOTO 33JJaHMs

OpPraHu3yeT CBSI3b TCOPUH C MMPAKTHKOM.

6-9 6ama CTYICHT TpPaMOTHO HW3JIaracT MaTepHall; OPUCHTUPYETCS B MaTepuale,
BiajeeT MNpOoPeCCHOHAILHON TEPMUHOJIOTHEH, OCO3HAHHO IPUMEHSET
TCOPCTUYCCKUEC 3HAHUA JId PCHICHUA CUTYAUWMOHHOI'0 3aJlaHusd, HO
coziepkanue v (opMa OTBETAa UMEIOT OT/IC/IbHbIC HETOYHOCTH;

1-5 6amna CTYIEHT H3JaraeT MaTepHuajl HEIOJIHO, HEMOCJEI0BaTelbHO, J0IMYyCKaeT
HETOYHOCTHU B ONPEJICIICHUN TIOHATUH, B TPUMEHEHUU 3HAHUH U1 pelIeHUS
CUTYallMOHHOT'O 3aJjaHusl, HE MOXET J0Ka3aTelIbHO OOOCHOBAaTh CBOU
CYXKICHHS

0 6amioB B OTBETE MPOSBISAETCS HE3HAHWE OCHOBHOIO MaTepuaia IpOorpaMMbl,
JIOMyCKal0TCs rpyOble OMIMOKHY B U3JI0KEHUH, HE MOKET IPUMEHSTh 3HAHUS
JUIS  peUIeHHs] CHUTYallMOHHOIO 3a/laHusl, OTCYTCTBYET apryMeHTallus
U3JI0KEHHOM TOUKHU 3peHHUs, HET COOCTBEHHOW MO3MIINU.

MaxkcumanbsHasi cyMMa 0aJuIoB 32 BBITIOJTHEHUE CUTYAITMOHHBIX 3a1anuii: 40 6amioB (4 3anaHuii
no 10 GaoB)

3 Meroanyeckue MaTepHaJbl, ONpeAe/siioOMe NPouelypbl OLCeHUBAHUS 3HAHWN, YMEHHUI,
HABBIKOB M (MJIM) ONBITA JAEATEJBHOCTH, XapPaKTePH3YIOMMX J3Tanbl (GOopMHPOBAHMA
KOMIIETeH U

[Tporienypsl OlleHWBAHUS BKJIIOYAIOT B CEOSl TEKYIIMH KOHTPOJb U MPOMEKYTOUHYIO
aTTecTalulo.

Texkymuii KOHTPOJIb YCIEBAEMOCTH MPOBOJUTCS C MCIOJI30BAHUEM OIIEHOYHBIX
CPEACTB, MPEACTABICHHBIX B M. 2 JIAHHOTO MNPUJIOKEHHs. Pe3ynpTaThl TEKYIIEro KOHTPOJIS
JIOBOJISAITCS 10 CBEJEHUS CTYIEHTOB JI0 IPOMEXYTOYHOM aTTECTALMH.

IIpomexyTouHas aTTecTalus MPOBOAUTCS B hopMe 3a4eTa.

3a4yeT NpOBOJMTCS MO PACIHUCAHUIO MPOMEKYTOYHOM aTTECTAllUd B MUCHbMEHHOM BHJE.
KonunuectBo BompocoB B 3amanmu — 2. I[IpoBepka OTBETOB M OOBSIBICHHE pE3YJIbTaTOB
MIPOU3BOJUTCS B JI€Hb 3a4eTa. Pe3ynbpTaThl aTTECTalMM 3aHOCSTCS B BEIOMOCTb M 3aYETHYIO
KHIDKKY cTyneHTa. CTyAeHThI, He MPOIIeANINe MPOMEXKYTOUHYIO aTTECTAlMI0 MO Tpaduky,
JTIOJ>KHBI JIMKBUAMPOBATH 3a/10JKEHHOCTh B YCTAHOBJIEHHOM TOPSIAKE.



Ipuio:xkenne 2

METOAUYECKHUE YKA3AHUSA 11O OCBOEHUIO ITNCHUIIJIMHBI

VY4eOHbIM MJIaHOM NPELyCMOTPEHBI CIEAYIOIINE BUABI 3aHITU:

- IEKLUU;

- IPAKTUYECKUE 3aHATHSL.

B Xxoxe NEeKIMOHHBIX 3aHATHI paccMaTpUBAOTCS BOIIPOCHI, KACAIOUIMECS aKTyallbHBIX
BOIIPOCOB  PA3BUTUSA  MEXKIYHAapOJHOIO  MapKeTHHIa, JAIOTCA  PEKOMEHAAUMH I
CaMOCTOSITENIbHOW Pa0OTHI M MOATOTOBKE K MPAKTHUECKUM 3aHITHSM.

B xone mpakTuueckux 3aHATUH YriyOJslFOTCS M 3aKpEIUIIOTCS 3HAHUS CTYIEHTOB 10
BompocaM A(PQPEKTUBHOTO MPHUHATHS pEUICHHH B chepe MEeXITYHApOTHOTO MAPKETHUHTA,
Pa3BHUBAIOTCSI HABBIKM M YMEHUS IPUHSATHS CTPATETHYECKMX MAPKETUHIOBBIX PEILICHUN HA MaKpO
Y MHUKPOYPOBHE B MEXIYHAPOIHOM €ATEIbHOCTH NPEAIPUATUH.

IIpn moATrOTOBKE K MPAKTUYECKUM 3aHATUAM KAKIBIA CTYICHT JOJIKCH:

— U3YYUTh PEKOMEHIOBAHHYIO YUEOHYIO JINTEPATYPY;

— U3Yy4UTb KOHCIIEKTBI JICKIUH;

— MOJArOTOBUTH OTBETHI HA BCE BOIIPOCHI 110 U3y4aeMOU TeEME.

B npouecce NoAroTOBKM K MPaKTUYECKUM 3aHATUAM CTYJEHTBl MOTYT BOCIIOJIB30BaThCs
KOHCYJIbTALIUSIMU ITPETIOIaBATEIIS.

Bomnpocsl, He paccMOTpeHHblE Ha JIEKIMSIX M MPAKTUUYECKUX 3aHATHUSX, JOJDKHBI OBITh
U3y4eHBl CTYJICHTaMH B XOJE CaMOCTOSTENIbHON pa®oThl. KOHTpONb camocTosTensHONH paboThI
CTYACHTOB HaJl y4eOHON MporpaMMoi Kypca OCYLIECTBISETCS B XOJI€ 3aHATHH MOCPEICTBOM
TecTUpoBaHusA. B xozme camocTosiTenbHOM padOThl KaxAbli CTYyAEHT O0f3aH IPOYUTATh
OCHOBHYI0O M TII0 BO3MOXHOCTH JONOJHMUTEIBHYIO JIUTEPAaTypy IO M3y4aeMOM TeMe,
JIOTIOTHUTD KOHCHEKTBl JIEKIUI HEJ0CTAIOUIM MaTepUaIoM, BBIITMCKaMU u3
PEKOMEHI0BaHHBIX IEPBOMCTOYHUKOB. BBIIEINTE HENOHATHBIE TEPMMHBI, HAUTH HUX 3HAYCHHE
B SHUHUKJIONEIUYECKHUX CIOBAPSX.

CTyneHT HOJKeH TOTOBUTHCA K IPEICTOSIIEMY J1a00OpaTOpPHOMY 3aHATHIO IO BCEM,
0003HaYeHHbIM B paboueil mporpaMMe JUCLMILIMHBL BOIIPOCaM.

JUId NMOATOTOBKH K 3aHATHAM, TEKYHIEMY KOHTPOJIO M NPOMEXKYTOYHOW aTTECTAllUH
CTYJEHTBl ~ MOTYT  BOCIIOJIb30BaThCsl 3JIEKTPOHHO-OMOIMOTEUHBIMU cHCTeMaMu. Takke
oOyyaroimpecss MOTYT B35Th Ha JIOM HEOOXOIUMYIO JUTepaTypy Ha abOOHEMEHTe
YHUBEPCUTETCKOM OMOIMOTEKH WM BOCIIOJIB30BaThCS YUTAIbHBIMU 3aJaMH.
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