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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

[TK-1 CriocobHOCTB periaTh 3alau CTpaTernyeckoro u
TaKTUUYeCKOIr'0 yIIPaB/IeHUs] OpraHU3aLisIMU B IIK-1.6
ry06anpHOM cpefie

1.2 B pe3yibTaTe 0CBOEHHUsI JUCLUIIMHBI Y 00y4arOIUXCA AO/DKHBI ObITH ChOpMUPOBaHbBI

Kopg,

CopepxaHue HHANKATOPA Pe3yabTaT 00yuyeHus
WHAUKATOpa

3HaTh NPUHLUIIBI, METO/IbI U
WHCTPYMEHTbI MeXJyHapOJHOI0
MapKeTUHT MeHe/I)KMeHTa
YMeTb gpUMEHSITh 1Sl pelleHust
3a/ja4 CTPaTeruueckoro u
3HaeT, BbIOMpAeT ¥ MPUMEHSIeT | TAKTUUECKOTO YIIpaB/IeHUs
MeTO/IbI OLIeHKH T0JI0’KeHUS OpraHu3alusiMU TeopeTHYecKue
[TK-1.6 OpraHu3aluM Ha JIOKaJbHOM U TI0JI0’KEeHHSI MeXX/lyHapOJHOT 0
(vn) T/100a/TbHOM PBIHKE J171ST MapKeTUHT MeHe/I)KMeHTa
pellieHus 3aJja4 yripaBaeHusi Bnaperb HaBbIKaMU pellieHust 3a/1au
CTpaTeruue-cKoro v TaKTUYeckoro
yIipaB/ieHusi, B TOM UrcJie
KOMIIaHUSIMU B T7100a/IbHOM cpefie,
WICTI0/Tb3Ys1 COOTBETCTBYIOILUMA
WHCTPYMeHTapum

2 MecTo auciMIuiuHbI B cTpyKType OOII

W3yuenne aucuuruivHbel «MeXayHapoJHbIi MapKeTMHT MeHe[pkMmeHT / International
Marketing ~ Management»  6asupyeTcs Ha  pe3y/ibTaTaX  OCBOEHHUS  C/I€AYIOLIUX
JUCLIATITMH/TIPAKTUK: «['7100a/mbHBIA MeHemkmeHT / Global Management», «MexayHapoJHbie
VHTerpaluoHHbIe rpotecckl / International Integration Processes»

JucouniHa ABJISIETCS rpe/LIeCTBYIOLIeN s JUCLIUILIMH/TIPAKTHK:
«[Ipon3Bo/cTBeHHasl MpaKTHKA: MpaKTHKa MO NPOQUII0 MpodecCUOHaNbHOM [1eTeNbHOCTH /
Company Internship», «IIpou3BoACcTBeHHas IIPaKTHKa: TIpeAuIyioMHas npakTyka / Pre-Diploma
Internship»

3 O0beM AUCIUILUITHHBI

O0beM AMCHMIIIHHBI cocTaBisieT — 5 3ET

TpyA0eMKOCTb B aKaJileMHYeCKHX yacax
(OpuH akageMHueCcKuil yac COOTBETCTBYeT 45
MHHYTaM aCTPOHOMHYECKOTO yaca)
Bcero Cemectp Ne 3
OO6111asi TPYA0eMKOCTb AUCLUTITAHBI 180 180

Buj yueGHo# padoThI




AyauTOpHBIE 3aHATHS, B TOM YHUCJIE:

45

45

JIEKLIU

15

15

nabopaTopHbIe pPabOThI

0

0

NpaKTHUeCcKre/CeMUHAapCKYe 3aHsATHS

30

30

CamocrosiTenbHasi pabora (B T.4.
KYpPCOBO€ MMPOEKTHPOBAHUE)

99

99

TpyA0eMKOCTb TPOMEKYTOUHOU
aTTecTalyu

36

36

Bu npome)XyTO4YHOM aTTecTalyuu
(MTOrOBOr0O KOHTPOJIS TIO IUCLIUTLIMHE)

Oxk3ameH, Kypcosasi paboTa

ODK3aMeH,
KypcoBas
pabota

4 CTpyKTypa U cojepKaHue JUCLUII/IMHbI

4.1 CBoHbIe JaHHBbIE 110 COAEPKaHHUIO AUCLUII/INHBI

Cemectp Ne 3

Bujbl KOHTaKTHOH pabdoThI

HaumeHoBaHHe
Ne Jlekuyu

JIP T13(CEM)

CPC dopma

asjesia U TeMbI
n/n P Kon.
JHUCHUTLTUHBI Ne

UYac.

Ne

Ko Kom.
Yac. Ne Yac. Ne

TEKYLIero
KOHTPOJIA

Kon.
Yac.

1 2 3 4

5

6 7 8 9

10 11

Konuenmus
Me>KyHapOIHOTO
MapKeTHHT
MeHe/PKMeHTa /

1 The essence of the 1 2
concept of
international
marketing and its
components

TBOpuecko
e 3aJjaHue

10

Cpepa npunaTus
pellieHU! B
MeX/[yHapOJHOM
MapKeTHHT
MeHe/I)KMeHTe /
International
Marketing
Management
Decisions
Environment

TBOpuecko
e 3aJjaHue

10

IToBenenue
notpebuTeseli B
KPOCCKYJIbTYPHOM
acriekrte / The
behavior of
consumers in
cross-cultural
aspect

TBopuecko
e 3ajaHue

12

Crparteruun
MEX/[yHapO/HOTO
MapKeTHHT
MeHe/)KMeHTa /
International
Marketing
Management
Strategies

4,5, L1,

TBOpuecko
e 3ajaHue

42




MapKeTHUHTOBbIe
pelleHus B
MeX/[yHapOJHOM
KOHTeKCTe /
(Marketing
decisions in an
international
context

7,8, 12

25

[Tpoekt

IIpomesxyTouHas
aTTecTalys

36

OK3aMeH,
Kypcosas
pabora

Bcero

15

30

135

4.2 KpaTkoe coep)xaHue pa3fie/ioB U TeM 3aHATUHMN

Cemectp Ne 3

acriekte / The behavior of
consumers in Cross-
cultural aspect

Ne Tema Kpartkoe copep:xaHnue
1 Konuernus Pa3BuTure Teopun MeX/[yHapOJHOTO MapKeTUHT
MeXXYHapOJHOTr0 MeHe/pkMeHTa. CyIIHOCTb KOHLIENLIUU
MapKeTHUHT MeHe/PKMeHTa | MeXX/lyHapoJHOr0 MapKeTHHTa U ee
/ The essence of the cocrapstouye. KoHLenuuy MapkeTUHI MeHepKMepTa
concept of international KaK COCTaBJISIOIIMe COBDEMEHHON MapKeTHHI OBOM
marketing and its Teopud. ['eHe3uc koHyenuuii. (The concepts of
components marketing as components of modern marketing theory.
The genesis of concepts).OcobeHHOCTH, LieH U
3aJjaur MeXkayHapoHoro MapketuHra (Features,
objectives and tasks of international marketing)
VHcTpy™MeHTapHii BeJileHUs MeXKyHapOJHOU
MapKeTUHroBOM JiesiteibHOCTH (Instruments of
international marketing activities).
2 Cpefia npuHATHSA XapakTepruCTHUKU OKpPY>Karolller Cpe/ibl
pelleHui B MeXayHapoaHoro mapkeTuHra (Features surrounding
MeXyHapOHOM international marketing environment).OcCHOBHEbIe
MapKeTHUHT MeHe/P)KMeHTe | aKTOpbI BIUSTHUS B CpeJie MeXX/IyHapOoJHOT 0
/ International Marketing | MapkeTuHra (3KOHOMUUYecKUe, ieMorpaduueckue,
Management Decisions MPUPO/IHbIE, COLIMA/IBLHO-KY/IbTYpHBIe) (The main
Environment factors of influence in the international marketing
environment (economic, demographic, natural, social
and cultural).OcobenHocTy aHanv3a 1 BeIOOpa
CerMeHTOB MeXXAyHapoHbIX peIHKOB (Features of the
analysis and selection of the international market
segments.) OLieHKa KOHKYPEeHTHOT'0 TIoTeHI[1aa
Ov3HeC-TIapTHEPOB Ha MeXX/TyHapO/HBIX PIHKAX
(Evaluation of competitive potential business partners
in the international markets)
3 [ToBenenue [MToTpebuTenbcKoe MOBejjeHre, ero XapaKTepUCTUKU
noTpebuTesneil B (Consumer behavior and its
KPOCCKYJ/IbTYPHOM characteristics)Me>XXKy/bTypHble 0COOEHHOCTH U X

B/IMSIHYE Ha TIOBe/[eHHe TTOTpeOuTe el pa3HbIX THUTIOB
(Cross-cultural characteristics and their influence on
the behavior of different types of consumers)Mogenu
TIPUHSTHUS pelieHui o okymnkax (Consumer decision
making process)
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Crpareruun
MeXX/lyHapO/JHOT 0
MapKeTUHT MeHeP)KMeHTa
/ International Marketing
Management Strategies

CriocoObI TPOHUKHOBEHUS Ha 3apy0eKHbIE PHIHKH.
@dopMbI OpraHM3aLii MeXX1yHapOJHOTO
npe/inpuHUMarebCcTBa. OCHOBHbIE MAapKETHUHT OBbIE
pellieHUsl B MeXXyHapO/IHOM TIpeJNIpUHUMAaTe/IbCTBe
(Ways of penetration in foreign markets. Forms of
organisation nternational entrepreneurship. Basic
marketing solutions in the international
business)Cy1[HOCTb CTpaTerMueckoro MapKeTHHra 1
MapKeTUHTOBOM CTpaTeruu. TpebGoBaHUs K
MapKeTHHTOBbIM CTpaTerusiM. MeTo10/10rust
dhopmMripoBanus peiHOUHOM cTpaTeruu (The essence of
strategic marketing and marketing strategy.
Requirements for marketing strategies. Methodology
of formation of market strategy).Ctpareruu
MPOHUKHOBEeHUs ()MPMbI Ha BHEILIHHE PbIHKU
(Penetration strategies of the company to foreign
markets).

MapkeTHUHIOBbIe
pelilieHus B
MeXyHapOJAHOM
KoHTeKcTe / (Marketing
decisions in an
international context

YrpaBiieHUYeCKUe pelleHus 10 KaxXJ0My U3
5/IeMEHTOB MapKeTUHIOBOT0 KOMILIeKCa TpH BbIXOZe
Ha BHellIHWe PbIHKU: (h)OpPMUPOBaHUe TOBapHOM
TIOJIMTHKY, 11eHa U LieHOBasl MOJIMTHUKA, CUCTeMa
pacripe/ie/ieHust U MeCTO MPOJaXK, CUCTeMa
KomMmyHHuKalmii (Management decisions for each of
the elements of the marketing mix when entering
foreign markets: the formation of product policy, price
and pricing policy, distribution system and point of
sale, communications system)®opmupoBaHue
YHUKAJILHOTO TOProBoro mnpeaoxkenus (Y TIT)
(Formation of a unique selling proposition)

4.3 IlepeueHb 1a0O0pPaTOPHBIX padoT

4.4 TlepeyeHb NPAaKTUYECKUX 3aHATHH

Cemectp Ne 3

JIabopaTopHbIX paboT He TIPeyCMOTPEHO

. Ko/1-Bo akajeMu4ecKHx
Ne Tembl NpakKTHUeCKHX (CEMHUHAPCKHX) 3aHATHI
4acoB
1 busHec-TpakTHKU MeXyHAapOAHOI0 MapKeTUHT 4
MeHe/P>KMeHTa
MeTopp! vccie0BaHUS Cpefibl MeXyHAapOJAHOIO
2 6usHeca. OLjeHKa MPYB/IeKaTeTbHOCTH BHEITHHX 4
PBIHKOB
['nobanmu3arus v JIoKaM3aLys pelieHni o
3 NOTpeOUTe/TbCKOM LIEHHOCTH. Y CIIeXy U Hey/lauM B 4
TpoLIeccax BbIBeJIeHHUsT HOBBIX TIOTPEOUTETbCKUX
TOBApOB HAa MeXYHapOJHble PbIHKHU.
4 BapuaHTbl BXOXK/IeHHsI Ha PbIHOK: IJIFOChI, MUHYCBI. 2
5 I'106anbpHBIe U JIOKATbHBIE CTPATerny 2
6 MaTpuiibl (pOPpMUPOBaHUS U UCII0JIb30BAHUS 2
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CTpaTeruy B MeXXlyHapOJiHOM MapKeTHHI
MeHe/)KMeHTe

PerieHust B OTHOIIEHUH 00EKTOB MapKETUHT OBOTO
7 yrpaB/ieHusl: TPaJULIMOHHBIN KOMITJIEKC 6
MapKeTHHra

PelieHus1 B OTHOIIIEHUU OOHEKTOB MdpPKeTHHI'OBOT'O
YIIpABJIEHWA! paCHJHPEHHbII‘;I KOMILJIEKC MdPDKETHHI'd

[Ipe3eHTaliust pe3y/IbTaTOB MUHK-TIPOEKTA U
o0Cy’KieHre B TPyIIIax

4.5 CamocrosiTes1bHasi padora

Cemectp Ne 3

Ne Buj CPC Ko/1-Bo akageMnuyeckux
4acoB

1 BbImo/iHeHHe MUCbMEeHHBIX TBOPUECKHX paboT 40
(mceM, mokaaznoB, coobuenuii, JCCE)

7 [TogroToBKa K NpakKTUYECKUM 3aHSITHSM 10
(1abopaTopHBEIM paboTam)

3 IToAroTOBKA K YUaCTHIO B MPOEKTaxX 25

4 ITpopaboTKa pa3ziesioB TeOpPeTHYeCKOro MaTepuasia 24

B xo/ie mpoBezieHYsI 3aHSITUIM 10 JUCLUTIIMHE UCTIOJb3YIOTCS C/eyollIie HTePaKTUBHbIe
MeTto/el 00yuenusi: [lebatsl (debates) — opraHn3oBaHHbIN 1 U€TKO CTPYKTYPHUPOBAHHBIN
myO/TMuHbIN 0OMeH MHEHUSIMU T10 oTipefiesieHHOU Teme. JlesioBast urpa (serious play, serious
game) — MO/le/IMPOBaHKe peasibHbIX YC/I0BUM MPpodeccroHaTbHOM /1eATeIbHOCTH U UMUTALUS
yesI0BeueCKMX OTHOLLEHUH U COLMaIbHOTO B3auMogelcTBuYs B paboueii cpesie. Kaxxmomy
YUaCTHHKY UrPbl Ha3HAUYalOTCsl OTIpe/ie/ieHHasi pojib U (yHKLIMsSI B PAMKax BbITIOJIHeHHUs1 paboyeid
3agaun. [Iuckyccus (discussion) — pa3HOCTOpOHHee rpynroBoe 00CyKAeHre CIIOPHOTO
BOIIPOCA, Halle/IeHHOe Ha T0JTyueHHe pellleHus], yCTpauBarollero BceX yYaCTHUKOB I'DYTIIIbI.
WuTepaktuBHas (mpobieMHasi) nekius (interactive lecture) — BhICTyTI/IeHUe TIperio/iaBaTeist
riepe/; OOMBIIION ayAUTOPHEN, BK/IIOUarolljee JUCKYCCHH, MCIT0/Ib30BaHKe TIpe3eHTalui UK
BH/IeOMaTepHuanioB, MO3roBOW ITYPM, MOTUBALIMOHHYIO0 peub. Kpyriibiii cTos (round table) —
TPYIIIOBOe 00CyXK/IeHHe HeCKOJIBKUX MTPO0/IeMHBIX BOTIPOCOB, YUaCTHUKUA KOTOPOTO BBIPAKAIOT
cobCcTBeHHOe MHeHHe Ha PaBHOIIPABHOU ocHOBe. MeTof KeiicoB (case study) — aHanu3
BBIMBIIIIJIEHHOW WA PeaslbHOM CUTYAI[UH 15 BbISIB/IEHUS TTP00/ieM, 3¢ (heKTUBHBIX BADUAHTOB
pelLleHni 1 BO3MOXKHOCTH MPaKTUUeCKOro NMpUMeHeHUs MoJTyYeHHbIX 3HaHUW. [IpocMoTp U
obcyxaenue yueoHbIx BuzieobmisMoB (film-based learning) — ocyiecTBisieTcs st
Pa3MbIlIeHUsT HaJl TPO0IeMHBIMH BOTIPOCAMH, KOTOPbIe 03BYUHBAIOTCS TIepe]] HauajioM
¢uema. Ilybmunas mpe3enTarus (public presentation) — mpescTaBeHre 00yUyarOIX
MaTepHasioB B CTPYKTYPUPOBAHHOM, TparueckoM U MPOCTOM JIJisi YCBOeHHs BUJIe.
[Ipe3eHTalsi MOXKET CYKUTb JOTIOTHUTEILHOM WITIOCTpalell yueGHOro MaTepurasa 1
oTobpaXkaThb ero K/ioueBble MOMeHTHI. PaboTa B Masibix rpyriax (small group workshop) —
JlesieHre KOJIJIEKTHBA Ha MaJible TPYIIIBI AJIsi 00CY»K/1eHUsI OTpe/ie/ieHHbIX BOIIPOCOB U
pa3paboTKu pelieHui yueOHOM MpobieMbl. ITOT MeTO/ TI03BOJIsieT BOB/IeKaTh B paboTy Bcex
yualyxcsi, TPeHUPYyeT HaBbIKKA COTPYAHAYECTBA U MEX/TUUHOCTHOTO 0011ieHus. [IpernogaBaresb,
MIPUMEHSIIOIINM UHTePaKTUBHbIE METO/bl, BLICTyTaeT B KaueCTBe MOMOIIIHKMKA U KOOpAUHATOPA
TIporiecca, repe/iaBasi akTUBHYI0 QYHKIHIO 00yueHust cTyzeHTaM. OH >Ke peryupyeT Mporecc
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yepe3 MOArOTOBKY CIel[Ha/IbHBIX 3a/IaHHi, TIPOBe/IeHre KOHCY/IbTalli, obecrieueHre
TEXHOJIOTUUECKOU 0a3bl, O1[eHKY paboT U MpejocTaBIeHre 00paTHOH CBSI3U

5 IlepeueHb yueOHO-MeTOJUUECKOT0 00eciedeHUsl JUCLUTLTMHBI
5.1 MeToanueckue yKa3aHus /1A 00y4arOIIUXCS 110 0CBOEHHIO JUCLUILTMHBI

5.1.1 Metoauueckue yKa3aHus AIA o0yuarommxcs 1o KypCOBOMY
NMPOeKTHPOBAaHUIO/padoTe:

https://el.istu.edu/course/view.php?id=3920
5.1.2 MeToauuecKne yKa3aHus /IS 00y4arOUXCs 10 NPAKTHYECKUM 3aHATHIM
https://el.istu.edu/course/view.php?id=3920
5.1.3 MeToauuecKue yKa3aHusl /ISl 00y4arIMXCs 10 CaMOCTOSTe/IbHOM paborTe:
https://el.istu.edu/course/view.php?id=3920

6 @DoHJ OLEHOUHBIX CPEeACTB A/ KOHTPOJIA TeKylleill ycrneBaeMOCTHM W TPOBeJeHHUs
NMPOMEeXYTOYHOH aTTeCTaluy MO0 JUCHHUILINHE

6.1 OreHoYHBbIe Cpe/CTBA /IS NPOBe/ieHUs TeKyIero KOHTPOJIs
6.1.1 cemectp 3 | IIpoeKkT
OnucaHue npoueaypsbl.

Tema (pa3zgesn) MapkeTHHIOBbIe pellieHUs B MexKayHapogHoM KoHTeKcTe / (Marketing decisions
in an international context

Ornucanue nporeypsbl:

CTy/IeHTbI BBITIOJTHSIIOT TIPOEKT Y MPe3eHTYIOT ero pe3y/abTaThl Ha CeMUHAPCKOM 3aHSATHH.
ITpumep 3amanus:

Pe3ynbTat BLITIOJHEHUS 3a/laHUsl — MPOEKT MPOrpaMMbl TIPOABIKeHHs (KaK COCTaBHasi UaCTh
BO3-MOXXHOTO TIJTaHa MapKeTHHTA) [/isl «TPAIUI[MOHHO PYCCKOT0» TOBapa Ha 3apy0esKHbie
PBIHKHU.

[y mocTvKeHUst pe3y/bTaTa U ero YCTelHOTro TpeicTaBIeH s He0OX0[UMO BBITIOJIHUTD CIey-
IoLjee:

1. Bri6paTh ToBap. Heo6x0a11Mo BbIOpaTh KIMEHHO KaTeropHrio TOBapa, KOTOPbIH
BOCIPUHUMAETCSI KaK YUCTO PYCCKUM (Harpumep (0UeHb YTPUPOBAHO), OJIMHBI, BaJIEHKH,
TTyXOBbIe I1a/TH, MOTOLMKIIbI, UKpPa, KBac) MJIM Mo>kKHO BbIOpaTh COBEPILIEHHO HOBBIM, HE/JaBHO
pa3paboTaH-HbIM ToBap B Poccuu, y KOTOPOTo Masio Wiv HeT 3apybeKHbIX aHa/IOTOB.

2. B BbIOpaHHOM TOBapHO# KaTeropuu 0To0paTh HECKOIBKO MapOK-KOHKYPEHTOB (MJTH >Ke
0JJHYy HanboJiee MOMYJIAPHYIO MapKy) U OMUCATh TIO3UIIMOHUPOBAaHUE HAa POCCUHCKOM PBIHKE.
[Toka3ath, Kakue omnpe/ie/ieHbl KOHKYPeHTHbIe MPerMYIilecTBa.

3. [TepeuncIUTh TIPEATIOCHIIKY (KaK aKTHBHBIE, TaK U PeaKTUBHbIe, CM. JeKI[uto Ne 1) st
BbIBe/IeHUs TOBapa Ha 3apy0eKHbIN PhIHOK.

4. BrIOpath ToKa3aresu fijisi OLeHKH MPUB/IEKAaTeIbHOCTH 3apy0e)KHOT 0 TOTeHIIMaTbHOTO
PbIHKA (Ha KOTOPbIH M/IaHUPYeTCs BIBOAUTH TOBap).

5. Onucathb K/ItoueBble XapaKTepHUCTHKH 1[e/IeBbIX CerMeHTOB (cerMeHTa). 2KenaTembHO
MOJIKPeMNuTh OrNrcaHue Lu@pamMu (Harpumep, YUC/IeHHOCTb Hace/leHus], YypOBeHb 0X0/a U T.[.).
OO6s13aTe/IbHO YKa3aTh PETMOH WM KOHKPETHbIe CTpaHbl (CTpaHy).

6. Pa3paboTaTh MO3UI[MOHUPOBaHKE /Il TOBapa Ha MOTeHI[Ma/IbHOM 3apy0e)KHOM pPBIHKe.
7. Co3paTh mporpaMmy IpO/IBWKeHMsI. BbIOpaTh HHCTPYMEHTHI MPOZBW)KEHUS U KaHaIbI,
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KPATKO OMHMCaTh, Kak Oy/ieT MCI0/Ib30BaThCsl KK/l MTHCTPYMEHT.

8. [MocunTtaTh MpUMepHbIH OFOKET.
9. CdopmupoBaTth KaseHJapHbI TJ1aH.
10. CrniporHo3upoBaTh (npuMepHO) 3(eKThbI OT BbIXO/la C TOBAPOM Ha 3apy0Oe)XHbIN PhIHOK.

Pe3ysbTaThl 10/DKHBI OBITH 0(DOPMIIEHBI B BUIe TIOSICHUTe/TbHOM 3arckul (WORD) u
nipe3eHTatyu (PPT). [Ipe3eHTanus He Jo/DKHA COZlep>KaTb MHOTO TEKCTa, OHA JJ0/DKHA OTpaXkaThb
caMble CyleCTBeHHbIe pe3y/IbTaThbl U PelleHus.

PaboTKy MO>KHO BBITIOJIHUTB B IpyMIax (YMCIeHHOCTb TPYIIbI He Oosiee 4 uesioBek).
[oryckaeTcst IHAWUBHU/Iya/TbHOE BBITTOJTHEHE PaOOTHI.

KpuTepuu onieHUBaHMA.

Kpurepuu oLieHKH:
CBOEBPEMEHHOCTh BBITMIOJIHEHHs, TTIOATOTOBKA Mpe3eHTallui, COOTBETCTBHE 3a/IaHHON CTPYKTYPe,
cofiep>KaHre pas/iesio, yOIMYHOe BBICTYTUIeHHEe

6.1.2 cemectp 3 | TBopueckoe 3aiaHme
Omnucanue npoueaypsl.

Tema (pa3zen) [ToBeseHue moTpebuTesieil B KpocckyabTypHoM acriekte / The behavior of
consumers in cross-cultural aspect

OnucaHue NpoLelyphl: pelleHye Kelica Ha 3aHSTUH.

IIpumep 3ajaHus:

Kak ¢uHaHcucT pernnn roipaboTaTh peneTUuTOpoM U co3zian busHec B 11 cTpaHax

Paborta c 3apybeXXHbIMHU K/IMEeHTaMU — TTPepPOoraTiBa KOPIOPALMii C OTPOMHBIMU (H/THaTbHBIMU
CeTIMM U MacITabHbIMU Oro/pKeTaMu? Kak ObI He Tak — Jlayke HeOOJIbITION cTapTar MoskeT 6e3
npo6JieM cTapTOBaTh HA MUPOBOM PBIHKE, HCII0/Ib3YsI MHTEPHET U areHTCKHe CeTH.

$1 3amycTun oHMakH-1IKOTy MHOCTPaHHbIX s13bIK0B Overcome the Barrier B kpu3uc 2009 roga.
[lo 3TOTO Ha MPOTSHKEHUU HECKOIBbKUX JIeT paboTas huHaHCHUCTOM, B ToM uncie B Goldman
Sachs, HO B Kpu3uc noTepsiai paboTy U BepHyJicsi B MOCKBY. BbI/Io TPyAHO C fieHbramu, U si
perIr/I TiepBoe BpeMsi 1epeObrBaThCsl YPOKaMH aHr/Irickoro. Hazio ckasaTh, st Masio TOHMMaI B
Tie/larorvke, HO OMBIT (PMHAHCHCTA ITOMOT' MHE CO3/IaTb METOAUKY KOHTDPOJISI yCIIeBaeéMOCTH
yUeHHKa, 110 KOTOPOi celiyac paboTaeT Hailla IIKoJa.

Korja st mpuexas K cBoemMy TlepBOMY YUeHHKY, si IPOCTO OTKPbLT HOYTOYK U Hayasl reyaraTh B
Excel HekoTopsble ero ¢pasbl, YTOOBI UMETh BO3MOKHOCTb BEpPHYThCsI K HUM. Uepe3 mapy
3aHSTUM BbIpaboTanack CBoeoOpasHasi MeToJMKa. Mol repBbiii yUeHUK 3arOBOPHJI Ha
aHTJIMIICKOM 4epe3 TpU MecslLja, ¥ TOT/ia sl TIOHSJI, UTO CUCTeMa /IeMCTBUTeIbHO paboTaer.
[NperioaBaTesib GUKCUPYeT peub yueHHKa B Tabsulle, ¢hpa3y 3a ¢ppa3oii, U B coce/iHel KOJIOHKe
OTMeuaeT OIIMOKH U MMUIIeT MPaBUIbHYIO BEPCHIO. Y UeHUK IIPY 3TOM CJIEJUT 32 OOHOB/IEHUSIMH.
3areM yuuTesib pa3dupaeT C yueHMKOM OIIMOKH, UTO T03BOJIsieT u3beraTh UxX B Oyayiem. B
nipotiecce o0y4eHus 3a/ieliCTBOBaHA M CITyXOBasi, U 3pUTeJIbHask TIaMsITh, YTO TTOMOraeT ObICcTpee
Jo0uBaThCsl pe3ynbTaToB. KpoMe TOro, 3Ta MeTOZAMKa M03BOJIsieT OLleHHBaTh IMPOrpecc rocjie
KaX/10ro ypoka. Mel cTpouM rpadmKu UCXO/s U3 [IByX KPUTepHeB — CKOPOCTb peuu U
KOJINYeCTBO OIIMOOK. YUeHUKH BUJISIT, KaK YJ/IyulllatOTCsl X Pe3y/bTaThl TOC/Ie KaXK/0ro
3aHATHS. B cTydae ¢ KOpropaTUBHBIM 00yueHHeM 3TO /1aéT BO3MOXKHOCTh BUZIETh, KaK TPATATCS
pacxo/ibl Ha 06pa3oBaHue COTPY/JHUKOB.

[ITkosa mocTerneHHO obpacTasa yuuTesiIMA U3 Pa3HbIX KOHIIOB CBeTa U Oblsia MpUObUTBHA C
TIepBOTO [IHS, TIOCKO/IbKY He TpeboBasia HUKAKUX B/I0)KeHUH. Mbl 10 CUX 0P UCTI0/Ib3yeM B
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pabote Skype u uHCTpyMeHTbI Google. HoBble K/MeHTHI TPUXOAWIN TI0 capadaHHOMY pajivio, U
MBI pacIIMpsiIA Mo/, HUX WTaT yuuteneil. B 2013 rofy y MeHs nosiBu/csi napTHEp, Pammf,
KycembaeB, KoTopsiii nipeioxkun MacirabrpoBats Overcome the Barrier. Mb1 petmnu cpa3sy
JlericTBOBATh I7100a/bHO U C/leNaTh akl[eHT Ha KOPIIOPaTUBHOM 00yUeHUH.

Ceifuac y HacC TISITb MeHe/)KepOB, 3aHUMAOLUXCs1 paboTOM C KJIMEeHTaMH, U CeTh areHTOB,
KOTOpbIe TIOMOTar0T BbIXOJUTh Ha KPYITHbIEe KOMITAHWU Y 3aK/IF0UYaTh CZe/IKU Ha KOPIIOpaTUBHOE
oOyuenue. B Haieit 6a3e coTHU npernofiaBaresiei. biarozgapst 3Toii CTpyKType Mbl paboTaem B
Poccuu, fAnonuu, FOxxHoli Kopee, Mekcuke, Uunu, bpasunuu, ®panuuu, Vicranuu,
[TBeiiniapuy, Yexuy, I'epmManny 1 noCTeneHHO BBIXOAWM Ha IpyTHe PhIHKU.

Mp1 He filesiuM MUp Ha pa3Hble CTpaHbl, y HAC HET TAKOr'0 MOHATUS. DTO O4UH MUD, OJUH
r7100a71bHBINA PBIHOK. Hallli KOHKYPeHThl — OrpPOMHbBIe MHTepPHAL[MOHA/TbHbIe KOMITaHWY,
KOTOpBIe Npe/icTaB/ieHbl B pa3Hbix cTpaHax. Hanpumep, Education First. KoneuHo, 3To rurasr,
HeJ[0CsTaeMblii 1ToKa 1o 060poTam, HHPPACTPYKType U KieHTCcKoi 6a3e. Ho B Kakoii ObI cTpaHe
MbI HU OKa3a/McCh, Y Hac Be3/ie OyyT MpUMepHO OIMHAKOBbIe KOHKYPEHThI U3 UKCa
17100a/IbHBIX UTPOKOB M OHU OYyIyT MCIO/Ib30BaTh NMPEeMMYILeCTBa, OTpaboTaHHbIe Ha APYTUX
PbIHKax.

Kak moka3sbiBaeT OMbIT, OCHOBHAsI CTaThsi PACXO/IOB ISl CTapTaria, 3aHHMaroL[erocsi o0yueHrneM
VHOCTPaHHbIM f13bIKaM, — 3TO MapKeTHUHI. MHOrve OHJIaiH-1IKOJ/Ibl C(POPMUPOBAIN MOLLHbIE
MapKeTHUHI'OBble MalllMHBbI /1J151 IPO/IBYKEHNSI CBOMX YCJIYT, BBIXO/IS HA HOBbIE PBIHKY, OHU TaKXe
pa3BOpauMBalOT TaM CepbEé3HbIN MapKeTHHT. Kak npaBu/io, 3TW yCUIWsl HallpaB/ieHbl Ha
3aBoeBaHMe TOTpebuTesell Ha b2c-phIHKe U Ha 3aMeTHOCTb B MeZMariose.

PaHbllie MbI TOXKe BKJIa/IbIBa/IM B MAaPKETUHT, B OCHOBHOM 3TO Obljla KOHTEKCTHasi peK/jiama 1
yuacTue B MepornpusiTusix. Ho Bckope cTaso MoHATHO, 4To Ha b2b-peIHKe U B r7100a/15HOM
KOHTEKCTe 3TO MpakThuuecku Oecrione3Ho. JInuHble peKOMeHJaluy ropas/o HafiéxHee. Tak uTo
Terepb BCe Hallll pacXo/ibl Ha MIPOJBUKEHHe — 3TO KOMUCCHUS areHToB, TO eCcTb 0Kos10 10% ot
KOHTpPAaKTa, 3aK/IF0YEHHOT0 110 UX peKomeHzalusaM. ITocie 3HaKoMCTBa, OpraHM30BaHHOI'O
areHTOM, MbI YK€ CaMH TIPU/IaraeM yCUIHs K TOMY, YTOObI KOHTPAKT COCTOSI/ICSL.

bnarozapst ToMy uTO MbI TIOKa MaJieHbKHe 1 TUOKHe, Mbl MOKeM M03BOJIUThL cebe pUCKOBaTh:
OecryiaTHO 3aHMUMAThCSI C COTPYAHMKAaMU KOMITaHUH, OpaThCst 3a 3a/jauu, KOTOpble HUKOT/A He
Jenany. Kak mpaBusio, HaM [JOCTalOTCs CaMble CKeNTUYHbIE U He caMble CTIOCOOHbIe YUeHHUKH, HO
KOHTDPAKThI MbI B OOJIBIIIMHCTBE C/Ty4yaeB 3aK/arouaeM. Hanpumep, ry1aBa pocCHICKOTO OT/ie/IeHUsT
OJJHOTO M3 HallIMX TepBbIX K1MeHToB, Caterpillar, mbITancst BBIyuuTb PyCCKUit sI3bIK. UTOOBI
TIOTyYHTh KOHTPAKT, sl CaM TIPOBE/ poOHOe 3aHsTHe, BIIEPBbIe B )KM3HH TPero/iaBaa KOMy-TO
CBOM PO/IHOM s13bIK. EMy MOHpaBM/IOCh, ¥ MBI C TeX 1op paboTaem C 3Toi KoMraHueil. B Haliem
c/lyuyae capaaHHOe paJuo MO3BOJIsIeT 3aKPEeNUTHCS B MeXX/IyHapOJHbIX KOMIAHUAX U
pacImpsiTh KOHTpakThl. Harpumep, B SInoHuM Mbl 00yuaeM HeOOJbIITYIO YaCTh COTPYAHUKOB
IBM, 50 yenoBek. OHU [OBO/IbHBI, U MbI pACCUMTHIBaEM IO/YyYUTh IBM B K/IMEHTHI U B IPYTUX
CTpaHax.

MHe Ka)keTcs1, MbI BEIOpany ONTUMasIbHbIHN MyTh. EC/ii OB MbI Pa3BUBA/IMCH 10 K/IaCCUYECKON
CXeMe, MbITasiCh 3aKPeMUThCS B KaXK/10M OT/e/IbHOU CTpaHe, OTKPbIBasi CBOU Ipe/ICTaBUTeTbCTBA
B KPYTIHBIX rOPO/iax, 3aK/azbiBasi Oombiie O10/pKeTbl Ha MapKeTHHT, HaM HUKOT/ja He YAanoch
ObI BLIMTH Ha TaKoe KOJIMUeCTBO PhIHKOB. Ceiiuac MOM COTPY/JHUKHM pa3dpoCaHbl 10 MUDY, MBI
BCe M3 Pa3HBIX KYJIbTYP, UTO TI03BOJISIET OBICTPO aJalTHPOBATHCS MO, CTIeLM(HUKY Pa3HbIX
PBIHKOB.

Haria komuccus OT CTOUMOCTH ypoKa cocTtasiigeT 0Koio 10%. B 2013 roay Msl nostyuniu
BeIpyuKy B $200 000, B 2014-M — $400 000. 2015 rog, jo/pKeH ObUT CTaTh /IJ1s1 HAC 3HAKOBBIM,
MBI [IJIAaHUPOBA/IA BEIDYUYUTH He MeHbIlIe IT0JyTOpa MAUTMOHOB [10/171apoB. OJHaKO KPU3UC
KoHLja 2014 roza, KOTOPBIN CIyYU/ICS He TOMbKO B Poccum, HeCKOIBbKO UCTIOPTUII My1aHbl. Mbl
HaHuMaeM npenogasaresneid 3 CHIA u nyiatum M B fosutapax. Ilpu sTom amepukaHcKun
Jl0J/171ap YKPEIWJ/ICs 10 OTHOLLIEHHIO KO MHOTMM BamtoTaM. EBporna, crpansl JlaTuHCKONM AMepUKU
TO’Ke OKa3a/IMCh B CJIOKHOW 3KOHOMWUYECKOM CUTYal|uH, UX Ba/ItOThI Ipocesu. Haiy KineHTs! U3
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YKC/la My/IbTUHALMOHAIbHBIX KOMITAHUM Hava/v 3aTATMBATh T0sICa ¥ COKPAIIlaTh PacXo/ibl Ha
oOyueHre COTPYJHUKOB Ha 3THUX pPhIHKaX.

K coykasieHur0, MbI C/TUIITKOM TI03/IHO BBIIIIM Ha T100a/1bHBIN PhIHOK. ECyi ObI MbI Hauam
paHbliie, TO K Kpusncy 2014 roza y>ke umMesn Obl OCTaTOUHYIO MMOAYIIKY 6€30TacHOCTH, UTOOBI
CTIOKOMHO Mepexx/iaTh 9KOHOMUYeckKue Heypsiinibl. OHAKO s CMOTPIO Ha CUTYaLMI0 OUeHb
ONTUMHUCTHUYHO. TPYJHOCTH 3aCTaB/ISIOT HAaC paboTaTh ¥ YUUTHCS a[jaliTUPOBAThLCS B Pa3HbIX
CUTYaLUsIX.

Boripocsi K Kelicy:

4. Kakue rnokymnaTe/nibCKrie PUCKM MOT'YT BO3HUKHYTh IPY OKa3aHUM PeNeTUTOPCKUX YCIyT
Ha pbiHKe B2B? Kakue 13 3THX PUCKOB OIKCaHbl B CUTYaLAN?

5. YHuBepcasbHa Jii Mo/ie/Tb Tperno/jaBaHus si3blka, paCCMOTPeHHasi B CUTyaLuu, JJis
Pa3/IMUHBIX CTPaH U KyJIbTYp? MOKHO /¥ MPUAYMaTh YHUBEPCATbHYIO MO/Ie/h?

6. Kakue periieHusi, CBsi3aHHbIe C pacCIIMPeHreM WK JuBepcUdUKalell Ou3Heca MOTYT
OBITh TIPe/IJIOXKEHbI?

KpuTepuu onieHUBaHM.

Kpurepuu oLieHKH:
PerieHue Kelica: yYMThIBAaeTCs TIOJIHOTA OTBETOB Ha MOCTaB/I€HHbIE BOIPOCHI;
VH/VBUYalbHOCTh BbIJBUHYTHIX MPe/JI0’KEeHUH, KaueCTBO MOATr0TOB/IEHHOW Mpe3eHTaLuu

6.2 OueHouHbIe Cpe/iCTBA /I/IfA IPOBe/|eHHs TPOMEe)XyTOUHOM aTTecTalul

6.2.1 Kpurepun wu cpeacrBa (MeTo/bl) OLEHMBAHUA WH/JUKATOPOB [OCTH)KEHUS
KOMIIEeTeHI[UY B PaMKaX NMPOMe)XyTOYHOM aTTeCcTaluu

CpeactBa
(MeToppBI)
NupukaTop focTHxeHus
KpuTepuu oneHMBaHUsA OLleHUBaHMA
KOMIIeTeHI{ MU o
NPOMEeKYyTOYHOH
arrecTanuu
[1K-1.6 [JeMoHCcTpUpyeT CrI0COOHOCTH uc- | TectupoBaHue,

I10/Ib30BAHUA TeOpeTUYEeCKHX I10JIO- | pelleHune
JKEHUM n MPpAaKTUYECKUX rnpruemMoB KOHKpETHOﬁ
ME€He/DKMEeHTa T[IpW peIIeHWH 3aJad | CUTyallun

yTpaB/ieHuUs MapKeTUHT'OBO
OpUEeHTUPOBAHHOMN opraHu3salyen
opraHu3alumn

6.2.2 TunoBbIe OLleHOYHbIE CPeACTBA MPOMEXXYTOUHON aTTecTal[uu

6.2.2.1 Cemectp 3, TunoBbie o1jeHOUHbIE CPe/JICTBA /i/IsI KYPCOBOH PaboThl/KypCcoBOro
NPOEKTUPOBAHMSA 110 AUCLIUIIIUHE

6.2.2.1.1 Onucanue npoueaypbl

The main question for the quiz is to discover how companies develop the marketing program for
reaching global presence.

You have to choose any global company (e.g. Procter and Gamble, Mercedes, Nestle, Nike)
country of origin does not matter.
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Please remember that you can use the result of this work in your Master's thesis so remember
about the topic.

IIpymep 3aaHus:

You have to describe the marketing mix complex for the company you have chosen and provide
the examples of company s decisions about every element of marketing mix.
Following questions will help you:

. Discuss the influences that lead a firm to standardize or adapt its products.

. Discuss the strategic options in determining the price level for a product.

. Explore the determinants of channel decisions and describe channels options.
. Define and classify the different types of communication tool.

The approximate length of the paper is 7-10 pages. Please provide the pictures, tables what
correspond to the context.

The basic textbook for this assignment is

Hollensen, Svend. Global marketing : a decision-oriented approach / Svend Hollensen. — 5th
ed., 2011. PART IV. Chapter 11-17.

This textbook and current presentation are in Moodle system_

6.2.2.1.2 Kpurepuu orjeHUBaHUs

Y poBneTBopuTeIbH
O11nuHO Xopouio R HeypoBeTBopuTe/1bHO
BBICTAB/ISIETCS TIPU | BBICTABJISIETCS TIPU BBICTaBJISIETCS TIPU BBICTaBJISIETCS TIPU
cobsroieHnn cobutroieHnn cobsoieHnn cobsoieHnn
CJIeIYIOIINX CJIeIYIOIINX CJIeAVIOIUX YCIOBUM: |  C/IeAYIOIIUX YCIOBHIM:
ycnoBuit: YeTtkas YCIOBUM: [TpobGsiema He [Ipensi0KeHHbIN
dhopmyiMpoBKa [TonumaHue cyTu cchopmysiipoBaHa. riepeyeHb MepPOTIPUSATUI
npo6siemsl. [TosiHOe | TIpo6/IeMBI, HO ee [TpuBeneH Habop He COOTBETCTBYeT
u (dhopmysiipoBaHue JleliCTBUM, CUTYaLUM.
COOTBETCTBYIOLL[ee 3aTpyAHEHO. MOTeHIMaIbHO
CUTyaLuu Perienue CTOCOOCTBYIOIINX
pellieHue, COOTBETCTBYET YTy UIIIeHUFO
OCHOBAHHOe Ha CUTYaLUH, CUTYalLUY U PellieHuro
3HAHWU TTPAaBOBBIX OTpa’kaeT 3HaHHe npo6JIeMBbl.

HOPM UM TEXHOJIOTHI | TPaBOBbIX HOPM U

KOMMEeHTap1u U
TIPe/IJIO>KEHUS] K

(ombITE), OTIBIT PabOTHI
NpUMEHSIEMbIX B Jpyrux
peasibHbIX OpraHu3ariuii npu
OpraHu3aLusIxX pelleHnun
(U3BECTHBIX 10/100HBIX
KOMITaHUSIX). cuTyalui. JIoruka
[Ipenmnonaraemslie U
JleMCTBUSI OTMCaHbl | MOC/Ie[0BaTe/IbHOCT
JIOTUYHO U b JIEVICTBUU He
1ocJieZloBaTebHo. HapyIleHbI.
[aHbl
JIOTIO/THUTE/TbHbIe
aBTOpCKUe
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peILeH 0
CUTYaLHH.

6.2.2.2 Cemectp 3, TumnoBble OLleHOYHBIE CPeACTBA /ISl IPOBe/JeHUs K3aMeHa 110
JUCITUTIMHE

6.2.2.2.1 Onucanue npoueaypbl
CryeHTy npejJiaraeTcsi pelnuTh TeCT ¥ OTBETUTh Ha BOMPOCHI KOHKPETHOW CUTYyalun

IIpymep 3aaHUs:

IIpumep Tecra:

1. What kind of an aim can be defined as tactical?

a) the aim which defines the main types of activities to implement a certain strategy

b) a long-term aim which characterizes one of the directions in the development of some
organization

) an overall aim which shows the main types of activities of an organization

d) the aim which determines the direction of day-to-day activity

2. Identify an example of a limiting factor.

a) time

b) equipment

) money

d) all of the above
e) none of the above

3. Factors that have a less immediate effect on a business such as the nation's rate of inflation or
recession, unemployment rate, or standard of living, is

a) political factors

b) sociological factors

) direct economic factors
d) technological factors

e) indirect economic factors

4. The SWOT approach assesses an organization's

a) Speed, Wants, Order, Timing

b) Studies, Workflows, Opportunities, Trials

) Strengths, Weaknesses, Opportunities, Threats
d) Signs, Worries, Objectives, Techniques

e) Structure, Workforce, Organization, Types

5. A cost that varies directly with the quantity produced of a product is known as what type of
cost?

a) Fixed

b) Semi variable

) Variable

d) Potential

e) Changing
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6. General understanding of an organizational mission is

a) the program statement of an organization
b) the strategic aim of an organization
) the sum of the tactical and day-to-day goals of an organization

d) the philosophy of an organization

7. Strategic planning

a) addresses the organization's basic mission or business, issuing broad statements of
purpose or direction that have a long lead time.

b) looks specifically at resources, finances, and market conditions to determine ways to
accomplish the overall plans of the organization.

) involves managers in each unit of an organization who are responsible for achieving the
unit's objectives within a specified period of time.

d) includes planning that has measurable targets, schedules, and timetables.

e) determines the day-to-day operations within an organization.

8. Product planning requires the organization to know where to seek new ideas, how to choose
and refine the core product concept, how to package the product and how to test it.
a) True

b) False

9. The resources within an organization, used to achieve its goal, make up the of a
business.

a) external environment

b) workers motivation

) internal environment

d) social responsibility

e) planning

10. All of the following are strengths of the internal environment except

a) superior service and promotional support

b) solid managers and management development programs
) limited manufacturing capability

d) strong supplier/dealer base

e) superior global brand name recognition

11. The management of customer satisfaction should be handled by what department in an
organization?

a) Administration

b) Accounting

) Information Systems
d) Human Resources

e) Customer Service

12. To achieve the appropriate position in the market the company must analyze and understand
the customer it wishes to serve, its own internal resources and capabilities and the strengths and
weaknesses of competitors?

f) True

g) False

13. SWOT analysis aims at
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a) designing the organization strategy by showing strong, weak sides, opportunities and threats
of the organizational inner environment.

b) determining the organization mission by showing strong, weak sides, opportunities and threats
of the organizational inner environment.

c) designing the organization strategy by describing the external environment of this
organization.

d) designing the organization strategy by showing strong and weak sides of the internal
environment, and opportunities and threats of the external environment of this organization.

14. A Vision statement answers the question:
a). what is our business?

b). how much profit we want to get?

c). what we want to become?

d). what we are to do in order to get profit?

15. A Mission statement answers the question:
a). what is our business?

b). how much profit we want to get?

c). what we want to become?

d). what we are to do in order to get profit?

16.  Any organization can be represented as

a) a closed system

b) an open system

) an open and closed system

d) cannot be represented as a system at all.

17. Which of the following steps is not a part of the SWOT analysis?

a) Identify company strengths and competitive assets.

b) Identify external threats to the company's future well-being.

) Identify the company s alignment of vision, mission, values, and strategy
d) Identify the company's market opportunities.

e) Identify company weaknesses and competitive deficiencies.

18. The main purpose of the BCG-matrix is

A). to develop a finite list of strengths and weaknesses and opportunities and threats
B). to develop a finite list of strategies for reaching the organization’s goals

C). to develop a list of competitive advantages of the organization

D). to allocate resources among divisions of the organization

19. External analysis includes (multiple answers)
A). customer analysis B). analysis of the results

C). definition of the company's mission D). analysis of competitors

20. Market attractiveness in General Electric/McKinsey matrix can be assessed as

A). high — low B). low — middle — high
C). attractive — not attractive D). profitable — medium-profitable — low-
profitable

21. Managers using the BCG matrix plotted each of the company's businesses according to
A). market growth rate and industry attractiveness B). business strength and industry
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attractiveness

C). market growth rate and relative competitive position D). relative competitive position
and business strength

[TPUMEP KOHKPETHOI CUTYALIUN

Developing a uniform global marketing presence A Heinz case study

It is easy to think of global products and brand names: Coca-Cola, Mars, and Nestlé are obvious
examples in the food and drink line, along with Heinz Tomato Ketchup.

These household brands are not new, they have a long heritage, but the way in which they are
marketed has developed in recent years as they have become more focused on the global arena —
through global marketing strategies.

This case study concentrates on a good example of a global product. Heinz Tomato Ketchup
aims to be the world’s favorite Ketchup on every table. The study highlights the logic of
operating globally and examines the 1999 Heinz Tomato Ketchup re-launch.

Tomato ketchup did not become an important Heinz product until the 1880s when the HJ Heinz
Company patented the now famous combination of keystone label, neck band, screw cap and
octagonal bottle. It was during the Second World War that the use of tomato ketchup really came
to the attention of British consumers as a result of its popularity with American servicemen.
Heinz Tomato Ketchup was first manufactured in the UK in 1946 and gradually became this
country’s most popular sauce. Today the UK market is worth more than £105 million and Heinz
share is 58%. Search in most food cupboards in this country and you will not have to go very far
to find a bottle of Heinz Tomato Ketchup.

A global marketing strategy involves the creation of a single strategy for a product, service or
company for the entire global market, embracing many markets or countries simultaneously and
aiming to level differences between them.

Consumers across the globe share many common characteristics. In the 21st century we will
increasingly see the development of a global consumer whether they live in Peking, Prague,
Pittsburgh, Perth or Portsmouth. Today, fewer parts of the world are remote and difficult to
penetrate thanks to the rapid development of new communications systems. Television, the
Internet and other media are able to spread the message about product availability. Rapid
transportation and technology transfer links bring products directly to where consumers want to
buy them.

The marketing mix for an organisation (product, price, place and promotion) is designed for
global consumption. In this way, for example, a standard advertising campaign will be rolled out
across television screens around the globe, extolling the virtues of a product that will be identical
in every respect regardless of location.

Companies that compete in the global arena are all too aware of the benefits of market
leadership. Michael Porter, a business strategist, expresses this in simple terms — ‘gain the lion’s
share of the market and the profits will follow’. If you have 51% of the market your next nearest
rival can only gain 49%. By winning the largest share of the market you are best placed to
benefit from economies of scale — the advantages of being big — enabling you to lower the unit
cost of producing items.

On a global scale, clear economies include:

. the ability to mass produce items using sophisticated technology

. being able to produce a single advertising campaign used in many individual markets
. the ability to bargain from a position of strength when dealing with suppliers

. the advantages of producing a brand that is universally recognised.
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When an organisation produces a highly visible product it is easy to lose the competitive edge by
focusing on the present and past rather than looking to the future.

Organisations like Heinz therefore have set themselves a challenge for the next millennium — to
identify and succeed in winning sectors of the market which they have previously not dominated.
It has set out to achieve ongoing growth because the only way to survive and flourish is to grow.
Heinz has set out to bring together its past, present and future:

Present: Heinz Tomato Ketchup is the world’s number one sauce brand.

Past and history: It’s been around for more than 120 years, it’s sold in over 150 countries and it
generates more than $1.2 billion in sales. But for all that success it has yet to fulfil its true
destiny...

Future: ... to be the World’s Favourite Ketchup...On EVERY Table!’

The mission now is for Heinz to extend this popularity throughout the globe. Ketchup brings
flavour and excitement to so many dishes; from chips and burgers to fish, eggs, steak and
chicken. It’s a versatile cooking ingredient and a delicious dip too. The ambitious goal of Heinz
is that every time a host food is eaten anywhere in the world, Heinz Tomato Ketchup is no more
than 57 centimetres away.

Relaunching the product
Before Heinz can get Heinz Tomato Ketchup onto everyone’s plate, it has to get it onto
everyone’s lips. This is why Heinz is engaging in a £32 million re-launch of the product which is

designed to:

. make the brand stand for one thing the world over

. reach new users and motivate them in different ways
. make Heinz Tomato Ketchup famous.

The re-launch is designed to give Heinz Ketchup a single voice around the world and to motivate
a reassessment of what ketchup is for and the role it plays in people’s lives.

Marketing experts say that the company is trying to reposition its product. The glass fluted bottle
is one of the most recognisable Western icons of the 20th century but has never been
standardised in every country in which the ketchup is sold. Interestingly, although Henry J.
Heinz founded his grocery business that year, his first product was grated horseradish and he did
not invent his best known variety for another seven years.

British bottles had previously carried the date 1886, the year when Henry J. Heinz travelled to
London with five hampers of his ‘finest and newest goods’ and sold them to Fortnum and
Mason, whose buyer told him: ‘I think, Mr Heinz, we will take the lot.” The proud boast that the
product is ‘free from artificial colours and preservatives’ is being moved from front to back.
Heinz does Heinz does not use GM tomatoes in its ketchup.

Elements of the relaunch
June 1999 saw the start of the re-launch of Heinz Ketchup which included six key elements.

1. Positioning

In the past Heinz Ketchup has been positioned to appeal to different consumer groups in
different parts of the world. However, as a world brand, Heinz Ketchup will benefit most from a
unified positioning and a single set of values. The brand will speak loudest if it speaks with one
voice, and the voice Heinz Ketchup will speak with is the voice of the world’s youth — the
consumer group which truly transcends national borders. Young people across the globe have
embraced modern ideas and consumer patterns far more readily than their parents. It makes sense
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therefore to win converts in new markets (what the marketer refers to as ‘early adopters’) who
will spread the message to others who may be more reluctant to try new products.

2. Advertising

The new positioning strategy is being supported by a $50 million global advertising campaign
which uses irony and humour to reflect Heinz Ketchup’s distinctive, laconic, cool and confident
personality. The UK television campaign started in September 1999 and poster sites were also
part of the media mix.

‘some of the heinz tomato ketchup never comes out,” begins one advertisement. ‘it just stays
stuck in there and we can only look at it. this part of the ketchup will never be understood. this
part of the ketchup has issues. heinz ketchup. some of it has issues.’

3. Usage occasions

Advertising and other communications will encourage a new mind-set about Heinz Tomato
Ketchup and the role it plays in everyone’s everyday eating. Promotions with new and traditional
host foods will reinforce the message at the point of sale and in the home.

4. Label design

A global brand needs a global visual identity. The many faces of Heinz Ketchup around the
world will become one. New label designs have been developed by brand design consultancy jkr
(jones knowles ritchie). The harmonised designs reinforce the brand’s iconic status with the ideal
balance of typography and graphics. The 57 Varieties slogan makes a return to the neck label and
there’s a cleaner, clearer back label too.

5. Range

The elements that contribute to the brand’s world famous design have been extended across all
bottles in the new range. Until now the European range has lacked cohesion. Different bottle
shapes and diverse label dimensions have served to reduce impact on shelf and diffuse the
brand’s identity. A completely new range will be introduced to create a close-knit family of 12
bottles (down from 24). The distinctive fluted glass bottle shape is an icon; an instantly
recognised hallmark of the real thing in ketchup. A new fluted squeeze bottle was introduced in
late 1999, bringing even greater levels of impact and interest.

6. Consumer communications

It is widely recognised that good communications are required to present positive messages
about products and their attributes. Heinz Tomato Ketchup has been supported by a well targeted
communications strategy that includes:

Schools football — Heinz Tomato Ketchup is recognised as the premier supporter of English
Schools football. The first ever Heinz Ketchup Cup final was played at Highbury on 17th May,
1999 and broadcast on Channel 4 on 5th June. In the year 2000 the brand will expand its support
into Scottish and Northern Ireland schools. Research shows that the sponsorship is already
encouraging a positive reappraisal of the brand.

Lycopene — There’s more and more evidence to suggest that Lycopene, the substance that makes
tomatoes red, has significant health benefits, particularly when the tomatoes have been processed
into ketchup, soup and other products. Several studies suggest a link between increased lycopene
consumption and reduced risk of heart disease and cancer. Heinz will be investing heavily in
research and communications to bring the lycopene message home to consumers. The Heinz
Tomato Ketchup neck label, for example, includes the words ‘source of lycopene’.
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The six elements of the re-launch of Heinz Tomato Ketchup will bring more value and

excitement to the Sauces category than it has seen in a very long time.

As more and more consumers throughout the globe look to branded sauces and other branded
products to liven up their eating patterns — then companies like Heinz must seize the

opportunities presented by global marketing strategies in order to build competitive advantage
and to secure increased global market presence._

6.2.2.2.2 Kpurepuu orjeHUBaHUsA

Y noBierBopuTe/lbH
OT1/mMmuHO Xopoiuo o HeypoB/ieTBopuTe/1IbHO
BBICTABJ/ISIETCS TIPU | BBICTaB/ISIETCS MPU BBICTAaBJ/ISIETCS TIPU BBICTAaBJISIETCS TIPU
cobmroieHnH cobroieHrH cobmoieHnH cobmoieHnH
(ol (1441001115 0:¢ (o) (145 {0011170: C/1eYIOLIMX YCIOBUM: | C/IeyIOIIUX YC/I0OBUM:
ycnoBun: OTBeT ycnoBui: OTBeT B otBetre oTparkeHo | OTBeT XapakTepu3yeTcs
OT/IMYAEeTCS OT/IMYAEeTCs 3HaHHe TIOHATHUHHO- He3HaHWeM, JIN00
ry1yOuHOM U TO/THOTOM, KaTeropuaabHOro (hparMeHTapHbIM
T0JIHOTOM, B/Ia/leHHeM (TepMHHO/IOTMYECKOT T1ipe/iCTaB/IeHUEM O
CBOOOHBIM TOHSATUMHO- 0) ammapara TOHATUMHO-
B/Ia/leHreM KaTeropuaabHbIM v3y4yaeMoun KaTeropuajibHOM
MOHSITUMHO- (TepMHUHONOTMYECK JWCLIUTIMHBI, HO arrapaTe JUCLIUIVIVHSI,
KaTeropuaabHbIM VM) arrapaTomM MIPUCYTCTBYIOT COJIeP’KUT MHOYKECTBO
(TepMHHOIOTHYECK V3YUYeHHOU OT/ie/TbHBIE OIMOKK U | ommrOOoK. [Tpumeps! u
¥IM) arrapaTom JUCLIMIUVIMHBL, HO B | HeTOouHOCTU. OTBeT WJTIOCTPALUU
W3yUeHHOU OTBETEe MOTYT XapaKTepu3yeTcs OTCYyTCTBYIOT. OTBeT
JVCLIUT/IMHBI. MIPUCYTCTBOBATH HeI0CTaTOYHbIM JIOTUYEeCKU
OTtpakaet 3HaHUEe HETOYHOCTH. 3HaHUeM Heroc/iel0BaTesIeH.
He TOJIbKO OrtpaskaeT 3HaHUe peKOMeH/J0BaHHOM
OCHOBHOW, HO U OCHOBHOU JIUTeparTypel.
JIOTIO/THUTE/TbHOU JIUTEepaTyphl. [Tpumeps,
JIUTEPaTypbl. [TpuBejeHbI OTpa)karolljie yMmeHue
[TpuBeeHbI MIpUMeEpBI, CBS13aTh TEOPHIO C
TIpUMepBI, oTpakaroljye MPaKTUKOM,
OTpakarolye yMeHHe CBSI3aTh TPUBHUAbHBI, MO0
yMeHHe CBS3aTh TEOPHIO C OTCyTCTBYIOT. OTBeT
TEeOPUIO C npakTukou. OTBeT HeTO/IHbIA, HOCUT
npakTUKOU. OTBeT U3J/I0KeH (hparmMeHTapHbIH,
V3/10)KEeH JIOTUYECKU Heroc/e10BaTeIbHbIN
JIOTUYEeCKU MOC/Iel0BaTe/IbHO, XapakTep.
1ocJiefloBaTesbHo, rpaMOTHO U
rpaMOTHO U KOPPEKTHO, HO
KODPEKTHO. He/I0CTaTOUHO
apryMeHTHPOBaH.
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11 TIlepeyenr WH(OPMALHMOHHBIX TEXHO/JIOTHH, JIMIEH3WOHHBIX W  CBOOOAHO
pacipocTpaHsieMbIX CHeMa/JN3MPOBAaHHBIX MPOrpaMMHBIX CPeACTB, MH(pOpMaIHMOHHBIX
CIIPaBOYHBIX CUCTEM

1. Microsoft Office 2003 VLK (moctasku 2007 1 2008)
12 MaTepua/IbHO-TEXHUUYECKOe 00ecreueHne JUCIHIUTHHBI

1. B yueGHOM Mporjecce UCMO/b3yeTcs caenytollee obopyoBanue: — [TomeljeHust /s
CaMOCTOSITe/TbHOW pab0ThI, OCHAII[eHHbIE KOMITBFOTEPHOW TEXHUKOU C BO3MO>KHOCTBIO
NoJK/IIoueHust K cetu "ViHTepHeT" 1 obecrieueHreM /IOCTYTIA B 3/IeKTPOHHYIO MH(POPMALIMOHHO-
oOpa3oBaresibHYIO Cpefly By3a, — YueOHble ayJUTOPUH IS IPOBe/IeHUs: 3aHSITHH JIEKLIMOHHOTO
THIA, 3aHSATUIM CEMUHAPCKOT0 TUIIA, MPAKTUUeCKUX 3aHSTHH, BBIIOJIHEHUS KYPCOBBIX paboT,
IPYINOBBIX ¥ UH/VMBUYa/bHBIX KOHCY/IbTALMH, TeKYyI{er0o KOHTPOJISL U POMEeXXYTOYHOMH
aTTeCTalliy, YKOMILJIEKTOBaHHbIe Cliel{ha/i31upPOBaHHON Mebesbio U TeXHUUeCKUMU CpeJiCTBaMU
o0OyueHwUs
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