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1 IlepeyeHb IJIAHUPYEMBIX Ppe3y/IbTAaTOB O0yYeHHs MO JUCLHHUIUIAHE, COOTHECEHHBIX C
IUIAaHUPYEMbIMH pe3y/IbTaTaMHU 0CBOEHHs 00pa30BaTe/IbHOM MPOrPaMMbI

1.1 MucouniuHa «MeXayHapo/Hblii MapKeTHHI MeHe/J)kMeHT / International Marketing
Management» ofecrieunBaer (opMHUpoBaHHEe C/IeAYIOIUX KOMIETeHIHH C Y4YéToM
UHJUKATOPOB UX 0CTHKEeHUs

KO,Z[, HAMMEHOBAaHHEe KOMIIeTeHIIUH KO]I[ HHAUKATOPA KOMIIETECHIIUHN

ITKC-1 Crioco6HOCTb OLIeHHUBaTh SKOHOMHUUECKHE U
colyasibHbIe YC/IOBUS /IJIS BBISIB/IeHUs1 Ou3Hec-TipobieM 1
O13HeC-BO3MOXKHOCTeH ¥ (hOpMUPOBaHMsT OU3HEC-
Mojienen

[MTKC-2 Crioco6HOCTb TIPOBOAUTDL CTPATeruueCKUi
aHa/ii3, B TOM UKMCJie MapKeTUHTOBble UCC/Ie/I0BaHus, U
yCTaHaB/IMBaTh B3aUMOCBSI31 MeXXy QYHKLIMOHATHLHBIMU
CTpaTerusiMU C Lje/IbI0 MIOArOTOBKU YIIPaBIeHUYeCKUX [IKC-2.4
pelLlieHUH, HarlpaB/ieHHbIX Ha obecrieueHue
KOHKYPEHTOCTIOCOOHOCTH OpraHM3alliy B r100a1bHOMN
busHec-cpesie

ITKC-1.11

1.2 B pe3yibTaTe 0CBOEHHUsI JUCLUIIMHBI Y 00y4YarOIUXCA AO/DKHBI ObITH ChOpMUPOBaHBI

Kopg,
CopepxaHue HHAUKATOpA Pe3yabTaT 00yueHust
HHAUKATOpa
3HaTh CYI[HOCTb, IPUHLIUIIBI,
VHCTPYMEHTHI U
TpyeMbl MapKeTUHT-MeHe[)KMeHTa,
peanusye
MOT0 B MeKYHapOJHOM KOHTEKCTe;
YMeTb NpUMeHsITb TeopeThuecKre
TI0JIOXKeE
AHanusupyeT Y OL[eHUBaeT
N .. | HUSI MEXX/IyHapO/JHOT 0 MapKeTUHT
(akTOphI BHeIlIHel U BHYTPeHHel
CpeJibl OpraHu3aLyu B MEHE/PIMEH
[IKC-1.11 PE/ABI Op H Ta /1 aHa/irM3a U OLjeHKU (haKTOPOB
MeXYHapOJAHOM KOHTEKCTe U .
BHeIIIHel U
BBISIB/ISIET BO3MOXKHOCTH U .
BHYTPeHHel cpe/ibl, YTOObI BBISIBUTh
ripobJieMbl /171 pa3BUTHS OM3Heca
BO3MOXX
HOCTH Y OTPaHUYeHUs] pa3BUTHS
OmM3Heca;
BnajeTnb HaBbIKaMM aHasIM3a,
WCII0J/Ib3yeMOr0
B MeXX/IyHapOJHOM MapKeTUHT
MeHe/IP)KMeHTe.
I[IKC-2.4 Cnoco0eH MoAroTOBUTh 3HaTb OCHOBHbIE KOHIIEMLUU
yIpaBJ/ieHYeCKue pelleHus, KOHKYPEHTO
HarpaB/ieHHbIe Ha obecrieyeHre | CIIOCOOHOCTH OpPraHU3aIvH B
KOHKYDPEHTOCTIOCOOHOCTH r/100abHOM
OpraHu3aliy Ha ri106aaLHOM cpefe;
YPOBHe YmMmethb olieHHBaTh 3¢ (HeKTUBHOCTh
pasnuu
HBbIX KOHKYPEHTHBIX CTpaTerui;




BiiajieThb HaBBIKaMH pa3paboTKu
yTipaBieH

YeCKUX pelleHN, HalpaB/IeHHbIX Ha
obecre

yeHHe KOHKYPEeHTOCTIOCOOHOCTH
OpraHHu3aLux

Ha r100a7pHOM YPOBHE

2 MecTo aucuunivHbl B cTpykTrype OOII

W3yuenne aucuuruivHbel «MeXOyHapoJHbII MapKeTMHT MeHe/pkMmeHT / International
Marketing ~ Management»  6a3supyeTcs Ha  pe3y/ibTaTaX  OCBOEHHUS  C/I€AYIOIIUX
JVICLIATI/IMH/TIPAKTHK:

TUCLIMTUIHA SIB/II€TCS TIPe/IIeCTBYOLIEH [/t AUCLIATUIMH/TIPAKTHK:
3 O0BeM JUCIUILIMHbBI

O0beM AUCHMIIIHHBI cocTaBisieT — 3 3ET

TPpyA0eMKOCTh B aKa/leMHUYeCKHX yacax
. (OpuH akageMUuecKUil yac COOTBeTCTBYET 45
Bup yueoHo# paboThI
MHHYTaM aCTPOHOMHYECKOI0 yaca)
Bcero Cemectp Ne 8
OO6111asi TPYA0eMKOCTb AUCLUTITHBI 108 108
AyJIWTOpHBIE 3aHATHUSA, B TOM UKC/Ie: 20 20
JIEKITUU 10 10
nabopaTopHbIe pabOThI 0 0
MpaKTUYeCKHe/CeMUHAPCKUE 3aHSITHUS 10 10
CamocrosiTenbHasi pabora (B T.4. 59 59
KYpPCOBOe MPOeKTUPOBaHKe)
TpyA0eMKOCTb IPOMEXKYTOUHOM 36 36
aTTecTaluuu
Buj mpomMe)KyTOUHOM aTTecTalun
(UTOroBOrO KOHTPOJIS TIO JUCLIUTI/IHE) JK3AMEH SK3AMeH

4 CTpyKTypa U cojiep>KaHue JUCLUII/INHbBI
4.1 CBojHbIe JaHHBIE M0 COAEPIKAHUIO AUCLHMILIMHbI

Cemectp Ne 8

Ne HaumeHoBaHnue HEKLII/II/IB“ABI KOHT?; HOE pa60T1;113 (CEM) CPC dopma
/i pasjiesia ¥ TeMbl Kon. Kon. Ko, Kon. | Texymero
AMCHHILTHHDE Ne UYac. Ne UYac. Ne UYac. Ne UYac. KORTPOJI
1 2 3 4 5 6 7 8 9 10 11
1 Introduction to 1 2 1 1 Pemernie
Global Marketing 33124
International
2 Business Entry 2 2 2,3 26 dcce
Development
Environment and Pemenue
3 Global Marketing 3 2 2,5 3 3 16 33124




Product and
4 .Promotlon' Strategy 5 2 3.6 4 6 Pemenne
in International 3a/1a4
Marketing
Pricing for Pewwee
5 International 4 2 sagau
Market A
Role of Peluenne
6 Government and 4 2 4
. 3a/a4
Policy
IIpomexxyTouHas 36 SK3aMeH
aTTecTalys
Bcero 10 10 88

4.2 KpaTkoe co/iep>kaHue pa3/ie/ioB ¥ TeM 3aHATHH

Cemectp Ne 8

Ne

Tema

KpaTKOE coaepKaHue

Introduction to Global
Marketing

Need, Scope, Tasks, Contrast in domestic and
international marketing, EPRG Framework, Socio
cultural environment — culture defined, elements of
culture, culture analysis, Political Legal Environment
— Embargoes sanctions, Political risk, legal factors,
legal differences Hofstede model.

International Business
Entry Development

Strategic effects of going international, Strategies
employed by companies to sustain globally, Global
Market Entry Strategies — Export/Import, International
Intermediaries — EMC’s, Trading Companies,
Licensing, Franchising, FDI, Local presence — Inter
firm co-operation, MNC’s and Globalisation,
Merger’s and Acquisitions.

Environment and Global
Marketing

Economic Environment, New trade theory, Macro
economic objectives, Function of WTO, Regional
Economic groups (EEU, NAFTA, etc.), World Bank,
IMF.

Product and Promotion
Strategy in International
Marketing

The international product and its life cycle, Global
product policy, Global branding and different
positioning of the same brand in different countries,
Intellectual property, gray market, Role of Services in
global economy,

Media advertising, PR, Trade Fairs.

Pricing for International
Market

Key factors in global pricing methods, Pricing
policies — Marginal cost, cost plus, Market oriented,
Export payment methods — L/C, Advance, DA/DP,
FIBC, Counter trade, Transfer price, Dumping legal
aspects.

Role of Government and
Policy

Government measures and export incentives, Export
import policy, ECGC services, Role of banks Foreign
investors, Balance of trade/payments, Services export,
Commodities export, manufacturing output export.

4.3 IlepeueHb /1abOPaTOPHBIX PadoT




JIabopaTopHbIX paboT He TIPeyCMOTPEHO
4.4 IlepeyeHb NPpaKTHUYECKHX 3aHATHHN

Cemectp Ne 8

. Ko/1-Bo aKajieMmuuyecKux

Ne TeMbI NPaKTHUECKHX (CEMHUHAPCKHX) 3aHATHI 4acoB

1 Case Study: GLOBALISATION: GOOD OR 1
BAD?

2 Case discussion: NISSAN MICRA, DENMARK 1

3 Case discussion: Nestle vs Unilever comparison 2

4 Case discussion: COUNTERTRADE: 2
COUNTERPRODUCTIVE?

5 Comparing the functioning of international trade 9
organizations

6 Case discussion: THE A.T. CROSS COMPANY 2

4.5 CamocTosTesibHasA padora

Cemectp Ne 8

Ne Bup CPC Ko/i-Bo akafjeMuueckux
4acoB
1 AHanm3 Hay4yHbIX My0OIMKALUHA 10
2 Harmicanue pedepara 10
3 ITogroTroBka K 5K3aMeHy 32

B xoze ipoBeieHusT 3aHATUM TI0 AUCIUTUIMHE UCTIONB3YIOTCS C/IeAYIOIIe HHTePAKTUBHbIE
MeTozbl 00yuenusi: Webinars, Case technology, Simulations and video-conferencing

5 IlepeyeHb yueOHO-MeTOANYECKOr0 00ecreueHusl JUCIUTIMHBI
5.1 MeToanueckue yKa3aHUsA /1A 00yYarOI[UXCSA 110 0CBOEHHIO JUCHUILTMHBI
5.1.1 MeToauuecKue yKa3aHusl /ISl 00y4aOIUXCsA M0 MPAKTHYECKUM 3aHATHIM

The course is organized in blended learning format - synchronous activities (teaching by the
teacher some theoretical notions, fixing some

practical notions, practicing some abilities) - asynchronous activities (independent activity,
solving tasks given by the teacher, solving tests, etc.)

For the purpose of increasing learning efficiency in a formal learning context, teachers must pay
increased attention to diversify educational resources. In order to support the learning process,
educational resources must be relevant, up to date, appealing to students and easy to access. It is
for this reason that we are going to use cutting edge consulting research resources from world
class consulting firms like Gartner, Forrester and IDC Research in our exercises and also use
Tool usage like Gartner Transit map and ESRI GIS for spatial data representation and
visualization. In the first meeting - either face-to-face or online, it is appropriate to present the
purpose of the course, objectives and identification of students' wishes regarding the course. The
Icebreaking course at the beginning of the course establishes confidence and motivation, giving
participants to get to know each other, introducing the trainer and familiarize with the topic. This
icebreaking activity must be adapted to the learning situation (face to face vs online). During
blended learning course it is recommended to use such teaching and learning methods:

5



Lectures,

Practical work,

Active learning methods

Online learning (individual work).

5.1.2 MeToguuecKue yKa3aHUsl /IS 00y4aroIUXCs IO CaMOCTOSITe/IbHOM padoTe:

A crucial aspect of becoming a successful and autonomous learner, especially as we move
forward in the educational system, is the ability to monitor our own actions, thoughts, and
feelings to reach established goals (Panadero Romero, 2014). Among the different skills needed
to become a self-regulated learner, various theorists have considered the strategies of self
evaluation and monitoring to be vital to success

(Puustinen Pulkkinen, 2001). Monitoring and self-evaluation show the student’s capacity to
judge their own performance and results, usually through close observation over the course of
their performance and self-evaluation once the result is reached (Hacker et al., 2009). These
skills are needed for students to be able to judge their own work. Without such reflection, it may
be difficult for them to distinguish between what they have done correctly and what they need to
improve on (Kostons et al., 2012; Martinez-Fernandez Vermunt, 2015; Niickles et al., 2009;
Vermunt, 1998). The use of these two strategies by students is known as self-assessment, which
involves internalizing standards so that they can regulate their own learning and are then able to
evaluate their actions and have higher accuracy to detect their failures and how to correct them
(Paris Paris, 2001).

Monitoring + self-evaluation = self-assessment

It is to this view that the instructor has to be connected with the students to understand what their
self-learning plan and process looks like and how best to facilitate the self-learning process for
each student in the group

6 DoHj OLEHOYHBIX CPeACTB A/ KOHTPOJIA TeKylleill ycleBaeMOCTH M TPOBeJeHHUs
NMPOMEeXYTOYHOM aTTeCTaluy Mo JUCHUIINHE

6.1 OneHOYHBIe Cpe/CTBa /i/isi IPOBe/eHUs TeKyIlero KOHTPOJis
6.1.1 cemectp 8 | Pemienue 3ajau
Omnucanue nponeaypel.

Case studies for the 5 themes would require students to dive into the real problems of
International Marketing management and facilitate their problem solving and decision-making
skills.

KpuTepuu onieHUBaHMA.

[MKC-1.11. AprymMeHTHPOBaHHO BbIOMpaeT U TIpe/ijlaraeT BapUaHThI pa3BUTUs O13Heca B
MeXX/lyHapOJJHOM KOHTEKCTe

[TKC-2.4. TIpeasiaraet yripaBjieH4YeCcKre pellieHus], HarlpaB/ieHHbIe Ha o0ecrieueHre KOHKYPeHTO
CIOCOOHOCTH OpraHu3aliy Ha r106a71bHOM YPOBHe

6.1.2 cemecTp 8 | Icce
Omnucanue npoueaypsl.

The essay would require students to research a problem situation with an organization involved
in international operations and identify problems in its scope of work. The Sample essays can be
on themes as mentioned below
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1) COMPARING ANALYSIS OF INTERNATIONAL COMPANIES

You should choose two well-known international companies like Unilever and Nestle that have
engaged in international marketing during their entire corporate existence. But they should be
very different companies in their approaches to international marketing and corporate
philosophies. Your challenge in this case is to visit both Web sites, carefully read the
information presented, and write a report comparing the two companies on the points that follow.

. Philosophies on international marketing.

. Corporate objectives.

. Global coverage, that is, number of countries in which they do business.

. Production facilities.

. Number of product categories and number of brands within each category.
. Number of standardized versus global brands for each.

. Product categories and brands where the two companies compete.

. Brands that are standardized, that is, what is standardized in each brand and
what are localized in each brand.

9. Product research centers.

10. Organization.

11. Environmental concerns.

12. Research and development.

O UT A WN -

After completing your analysis, write a brief statement about the areas where one company is
stronger than other and vice versa.

2) Interview a local company that has a foreign sales operation. Draw an organizational chart for
the sales function and explain why that particular structure was used by that company. Your
essay should focus also on the below questions.

1. Why does a global sales force cause special compensation problems? Suggest some alternative
solutions.

2. Under which circumstances should expatriate salespeople be utilized?

3. Discuss the problems that might be encountered in having an expatriate sales manager
supervising foreign salespeople.

4. “To some extent, the exigencies of the personnel situation will dictate the approach to the
overseas sales organization.” Discuss.

5. How do legal factors affect international sales management?

6. How does the sales force relate to company organization and to the channels of distribution?
7. “It is costly to maintain an international sales force.” Comment.

Kputepuu onjeHuBaHMA.

[TKC-1.11. ApryMeHTUPOBaHHO BLIOMpAET U Tpe/jlaraeT BapuaHThbl pa3BUTHs OU3Heca B
MeXX/IyHapOJIHOM KOHTeKCTe

[TKC-2.4. IIpeayaraet yripaB/ieHUeCKHe pelleHus], HarpaB/ieHHbIe Ha obecrieueHre KOHKYPEeHTO
CIOCOOHOCTH OpraHU3allvy Ha r100a/bHOM YDPOBHE

6.2 O1jeHOYHBbIEe Cpe/CTBA //Is1 MPOBe/ieHUsi MPOMe)XXyTOUHOM aTTeCcTaluu

6.2.1 Kpurepuu u cpeacrBa (MeTOAbI) OLIEHMBAHUSA HWH/UKATOPOB /[OCTH)KEHHUA
KOMIIeTeHI[UY B PaMKaX NPOMe)XyTOYHOU aTTeCcTaljuu
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CpeactBa

(MmeToabBI)
NuaukaTop AOCTHIKeHUs
KoMIeTeHIH Kputepuu oneHMBaHus OLleHMBAHHUsA
NMPOMeXyTOUHOH
arTecTanu
[IKC-1.11 AprymeHTUpPOBaHHO BLIOMpaeT U | YCTHBIU OTIpOC,
rpezijiaraet TeCTHUpOBaHue,
BapyaHThl pa3BUTHs OM3Heca B MeXK/yHa | pelleHue
POZIHOM KOHTEKCTe KOHKDEeTHOHU
CUTyaL
[IKC-2.4 [TpepsnaraeTt yrmpaB/ieHYeCKue pelleHusi, | Y CTHBIN 0I1poC,
HarpaBJ/IeHHbIe Ha obecrieueHre | TeCTHPOBaHUE,
KOHKYDEeHTO pelieHue
CIOCO6HOCTH OpraHusaLuu Ha | KOHKPeTHOMH
ry100a/1bHOM CHUTYaL[UH.
YpOBHe

6.2.2 TunoBbie OLleHOUHbIE CPeACTBA IPOMEXYTOUHOH aTTecTaluu

6.2.2.1 Cemectp 8, TumnoBble oLeHOYHBbIE CPeACTBA /ISl NPOBe/JeHUs K3aMeHa 110

AUCLUIIIMHE

6.2.2.1.1 Onucanue npoueaypobl

The Final exam would consist of 50 multiple-choice questions from all themes of the discipline.
The questions would test the overall understanding; the students have on the subject. The sample

question set is as below

1. Which of the following is the MOST important factor in an international
marketer’s success?

A. creation of a new marketing concept.

B. the ability to adapt to different marketing environments.

C. development of new marketing processes.

D. the evolution of unique marketing principles.

2. The international marketer who fails to meet his or her objectives is MOST

likely to be a victim of:

A. unfamiliar marketing environments.

B. an inability to adapt products.

C. an inability to adapt commercial messages.
D. weak pricing skills.

3. James Wells is preparing to direct his company’s entry into the Asian
market. His success will depend upon the skill with which he
A. masters a foreign language.

B. adapts the marketing mix to the uncontrollable factors unique to the area.

C. selects media.
D. translates domestic prices into foreign currency.

4. The process of evaluating the uncontrollable elements in an international
8




marketing program is frequently attended by:
A. cultural shock.

B. political shock.

C. economic shock.

D. all of the above.

5. Many firms have experienced frustration resulting from expensive

breakdowns and malfunctions in the sophisticated equipment installed in foreign
installations. Often, the cause of the problem is the failure of foreign nationals in
these plants to provide the maintenance required by the equipment. Firms typically
fail to appreciate critical differences in its foreign market’s:

A. political market.

B. competitive market.

C. technological climate.

D. economic climate.

6. In the broadest sense, the ‘culture’ of international marketing is composed
of:

A. the uncontrollable elements of the foreign market.

B. the controllable elements of the foreign market.

C. the uncontrollable elements of the domestic market.

D. the controllable elements of the domestic market.

7. The natural tendency for international marketers to base their judgments

and marketing strategies in foreign markets upon their experiences in their ‘home’
culture is BEST described as the:

A. domestic marketing concept.

B. principle of marketing relativism.

C. principle of comparative advantage.

D. international marketing concept.

8. The international marketer’s ability to assess foreign cultures in an

objective, unbiased manner is often inhibited by unconscious reliance upon his or
her:

A. ethnocentric education.

B. self-reference criterion.

C. repetitive action syndrome.

D. cross-cultural criterion.

9. In order to minimise the likelihood and/or impact of making inappropriate
decisions based upon the self-reliance criteria of domestic executives, international
executives should subject such decisions to:

A. cross-cultural analysis.

B. ethnocentric analysis.

C. decision-tree analysis.

D. computer simulation analysis.

10. The ABC Corporation has recently sought to augment its traditional

domestic marketing program by establishing a presence on the Internet. The firm has been
surprised by the large and increasing volume of foreign orders this move

spawned. At this stage, ABC’s international role would be BEST described as:

9



A. global marketing.

B. international marketing.

C. no direct foreign marketing.
D. regular foreign marketing.

11. If economy of some domestic country has been battered by a variety of

factors that have precipitated a fall in the value of their currency vis-a-vis the dollar. The
stronger dollar has adversely affected the export business of the domestic Corporation. The
firm’s experience is an example of how foreign ventures can be affected by domestic:

A. legal structure.

B. economic conditions.

C. political forces.

D. technological developments.

6.2.2.1.2 Kpurepuu orjeHUBaHUA

O1/nuHO Xopouio YAOBJIETIZOPI/ITEIIBH HeypoBierBopure/1HO
Score of 85 or more score of 75-84 score of 65 to 74 score below 65

7 OcHOBHas yyeOHasi 1uTeparypa
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11 TIlepeuenr WH(OPMAIUMOHHBIX TEXHOJIOTHH, JIMIEH3MOHHBIX ¥  CBODOAHO
pacnpocTpaHsieMbIX CHeI[HaTU3HPOBAaHHbIX MPOrPaMMHBIX CPeACTB, HH(OPMaLOHHBIX
CIIPaBOYHBIX CUCTEM

12 MaTepua/IbHO-TEXHUUECKOe 00ecreueHne JUCIHIUTHHBI

11



