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

1.1 Juciuninna «Mapkerunr / Marketing» oGecnieunBaeT (opMHpoBaHHE C/IeAYIOIIMX
KOMIIeTeHI[UH C y4éTOM MHAMKATOPOB MX A0CTHKEHUA

Kopa, HanMeHOBaHHe KOMITeTEeHIIUH

Kop uHANMKaTOpa KOMIIeTeHIUHI

OITK OC-5 Crnioco6HOCTE Mpe/iiaraTh SKOHOMHUUECKH U
¢rHaHCOBO 000CHOBAaHHbIE OPraHU3aLMOHHO-
yTpaB/ieHYeCKHe pelleHurs B Ipo(eCcCUOHaTbHOM
JlesATe/IbBHOCTH

OIIK OC-5.7

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

Kopg,

CojgeprkaHue HHANKATOpa
WHAUKATOpa Aep A P

Pe3ysibTaT 00yueHus

3HaeT, BbIOMpaeT U pUMeHsieT
METO/ibl OLIeHKH M0JI0’KeHUS
OpraHu3aljiM Ha phIHKE;
OIIK OC-5.7 pa3pabaTbIBaeT cTpaTeruu
JlambHeMNIIIero paciivpeHust
MPUCYTCTBUS OpPraHU3aliy Ha
PbIHKe

3HaThb TeOopeTHYeCKHe OCHOBbI
TIPOBe/JIeHUSI OLIeHKHU T0JI0XKEHHS
OpraHu3aljuM Ha pbIHKe 1
MapKeTUHIOBbIX MCC/Ie[J0OBaHUN
YMeTb TeopeTHyecKre OCHOBbI
TIPOBe/JIeHUSI OLIeHKHU T0JI0XKEeHHS
OpraHu3al{uM Ha pbIHKe 1
MapKeTUHIOBbIX MCC/Ie[J0OBaHUN
BnapeTs HaBbIKaMU NIPOBe/IeHUS
OLIeHKM T0JI0KeHUs OpraHu3alyy Ha
PbIHKE, B TOM YKCJIe TIPU TTOMOLL{A
MapKeTHUHI'OBbIX MCC/Ie[JOBAHUN

2 MecTo pauciMiuiuHbl B cTpyKType OOII

N3yuenue pucuurivHel «MapketuHr / Mar
OCBOEHMs CJIelyIOLUX JUCLIUTIMH/TIPaKTUK:

keting» 0a3upyercsi Ha pe3ysbTaTax

[ucuuruivHa siB/SieTCs TIpe/[IeCTBYOLeH /s AUCLUTUIMH/TIPaKTHK:

3 O0beM AUCIUILUITHHBI

O0beM AUCHMIITHHBI cocTaBisieT — 3 3ET

Tpynoe

Buj yueGHo#1 padoThI

MKOCTB B dKd/IeMHYeCKHX YdacCaX

(OfuH akajeMUueCcKuil yac COOTBETCTBYeT 45

MHHYTaM aCTPOHOMHYECKOTO yaca)
Bcero Cemectp Ne 6

OO6111asi TPYA0eMKOCTb AUCLUTITAHBI 108 108
Ay[IWTOpHBIE 3aHATHUSA, B TOM UHC/Ie: 72 72

JIEKLINU 36 36

nabopaTopHbie pabOThI 0 0

MpaKTUYeCKHe/CeMUHAPCKUE 3aHSITHUS 36 36
CamocrosiTenbHas pabora (B T.4. 36 36
KYpPCOBOe MPOeKTUPOBaHKeE)
TpyA0eMKOCTb NPOMEXKYTOUHOU 0 0
aTTecTaluuu




By npome)xyTOuHOM aTTecTalyu

(MTOTOBOTO KOHTPOJIS TI0 JUCIUTIIHE) 3ayer 3aueT

4 CTpyKTypa U co/iep>KaHue JUCLUII/INHBI
4.1 CBojiHbIE JaHHbIE M0 COAEP)KaHHUIO AMCLUTI/IUHBI

Cemectp Ne 6

Bupbl KOHTAaKTHOH paboThI
N | Mo e 1 b | fsemn | PO | Gemme
w/n P ni WIL/IMHBI Ne Ko, Ne Kon. No Kon. Ne Ko, KOH);mOJm
Auctt - UYac. - UYac. B Yac. - UYac. P
1 2 3 4 5 6 7 8 9 10 11
Introduction to 19 192
1 Basics of ’3 ’ 6 3’ 4’ 8 4,5 8 Tect, Dcce
Marketing ’
5 Marketing Strategy 4,65, 6 5,76, 6 15 7 Tecr
3 Consumer markets 7 2 11;13, 4 4 4 Sece
4 Types of Markets 8,9 4 12, 4 2 3 TBOpuecko
13 e 3a/laHue
Technology in 10,
Marketing 11, 8,9,
12, 10, 1,3, Hoxknag,
> 13, 12 11, 10 5 1 Tect
14, 17
15
Marketing 16,
6 Communications 17, 6 15, 4 2 3 Taopuecko
18 16 e 3a/laHue
IIpomesxyTouHas 3auer
aTTecTalust
Bcero 36 36 36
4.2 KpaTkoe coep)xaHue pa3fie/ioB U TeM 3aHATUHM
Cemectp Ne 6
Ne Tema Kpartkoe copep:xaHnue
1 Introduction to Basics of | Introduction to the elementary basics of Marketing
Marketing function, Understanding Marketing Management,

Developing and Implementing Marketing Strategies,
Capturing Marketing insights and forecasting
Demand, Creating Long Term Relationships

2 Marketing Strategy 4P's of Marketing, evolution of traditional marketing
mix strategies, Ansoff's matrix, Go-to-Market (GTM)
Strategy, Boston consulting group (BCG) matrix,
Hype cycle management

3 Consumer markets Analyzing Consumer business markets, Identifying
segments and targets, Crafting the Brand Positioning
and competing effectively, Creating Brand Equity and
Driving Growth, Setting Product Strategy and
introducing new offerings.
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Types of Markets

Business to consumer marketing, Business to Business
marketing, Direct to customer, Business to
government marketing, Service design and marketing,
Extending product life cycle through service
orientation, customer journey in different markets,
sales cycles in different markets.

Technology in Marketing

Digital marketing landscape, Machine customers,
Artificial Intelligence and marketing, Deployment of
technology solutions to increase efficiency of
marketing function

Marketing
Communications

Designing and Managing Integrated Marketing,
Managing Mass Communications, Managing Digital
Communications, Personal communication

4.3 IlepeueHb J1aGOpPaTOPHBIX PadoT

4.4 TlepeyeHb NPAaKTHYECKUX 3aHATHH

JIabopaTopHbIX paboT He TIPeAYCMOTPEHO

Cemectp Ne 6

Tembl NpakKTHUeCKHX (CEMHUHAPCKHUX) 3aHATHI

Kos-Bo dKadJleMHUUYeCKHuX
yacoB

Business description formulation 2

Porter's five Forces exercise

Competitive analysis and SWOT analysis exercise

Marketing maturity benchmarking exercise

Matrix

Product portfolio development exercise using BCG

N NINN

matrix

Market diversification Exercise using Ansoff's

Scenario based simulation of Marketing mix

Individual use of Gartner Transit map

Practice of Al framework for marketing

ChatGPT for marketing content creation

analytics

use of ESRI GIS tool for marketing data and

N (ININININ| N

marketing

Creation of customer journey maps for B2C

13

markets

Creation of Customer journey maps for B2B

14

Analysis of a Sales pipeline case 2

15

power of storytelling

Analysis of an Internal communication case using

16

Practice on real data points for content success
measurement on social marketing platforms

17

Practice of Framework to select Al tools for
marketing in different industry verticals

18

Retail sales

Case analysis of Consumer Markets-Short cycle




4.5 CamocrosiTes1bHasi padora

Cemectp Ne 6

No Bug CPC Kos-Bo akajeMnueckux
4acoB
1 AHanm3 Hay4YHBIX MyOIMKaLMMA 7
5 BhbInonHeHre MMCbMEHHBIX TBOPUECKUX padoT 6
(rceM, moksaznoB, coobuienuii, JCCE)

3 Hanucanuve otueta 3

4 Harmicanue pedepara 8

5 [ToaroroBka K 3auéTty 12

B xozie mipoBeieHusT 3aHATUM TI0 AUCIUTUIMHE UCTIONB3YIOTCS CJIeAYIOIIe HHTePAKTUBHbIE
MeTozbl 00yuenusi: Webinars, Case technology, Simulations and video-conferencing

5 IlepeueHb yueOHO-METOJUUECKOT0 00eciedeHUs] JUCHUILTHHBI
5.1 MeToanueckue yKa3aHUsA /1A 00yYarOI[UXCS 110 0CBOEHHIO JUCHUILTHHBI
5.1.1 MeToauueckue yKa3aHus /i 00yUYalOIUXCA M0 MPAKTHYECKUM 3aHATHAM

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:

Lectures,

Practical work,

Active learning methods

Online learning (individual work).

5.1.2 MeToauuecKne yKa3aHHUs /sl 00y4aroImMXCs 10 CaMOCTOATe/IbHOM pabore:

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
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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 OLEHOUHBIX CPEACTB A/ KOHTPOJIA TeKyllell ycrneBaeMOCTHM U TPOBe/eHUsl
NMPOMEe)XYTOYHOH aTTeCTaluy Mo JUCHHUIINHE

6.1 OneHouyHble cpeACTBa /I IPOBEJAEHUA TeKyIlero KOHTPOJIs
6.1.1 cemectp 6 | TBOpueckoe 3afganue
OmnucaHue npoueaypsbl.

Students would be required to Create an advertising campaign plan for B2B and B2C marketing
and sales process. They will have to create a campaign based on Customer journey map of each
customer. In the creative task they will be rated in 2 parts:

1) Understanding where the product they want to sell stands on the product life cycle. They
would complement this with BCG matrix and make decision to move to a new market/ continue
to be in the same market based on their product performance

2) Understanding on how the same product is sold differently in the B2B and B2C models

The students would be rated on the below 2 points

1) Understanding where the product they want to sell stands on the product life cycle. They
would complement this with BCG matrix and make decision to move to a new market/ continue
to be in the same market based on their product performance (10 marks)

2) Understanding on how the same product is sold differently in the B2B and B2C models (10
marks)

Kpurepumu oneHuBanus.

,D;EMOHCTPI/IPYET 3HaHUA, YMeHU U HaBbIKW, CBA3dHHbBIE C IIOHKMMadHHEM, BLI6OPOM n
HCI10J/Ib30BaHHWEM METOA0B OLI€HKH I10J/IOKeHHs OPraHr3alli Ha PbIHKEe

6.1.2 cemectp 6 | Tect
Omnucanue nponeaypel.

20 multiple choice questions in the area of Marketing Strategy where students will have 45
minutes to attempt the questions and select 1 right answer out of 4 options. Each correct answer
will attract 0.5 points.

20 multiple choice questions in the area of Basics of Marketing where students will have 45
minutes to attempt the questions and select 1 right answer out of 4 options. Each correct answer
will attract 0.5 points.

20 multiple choice questions in the area of Technology in Marketing where students will have
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45 minutes to attempt the questions and select 1 right answer out of 4 options. Each correct
answer will attract 0.5 points.

Attendance in the test is mandatory. Those who do not appear in the test would not be awarded
the grade for this exercise. To pass the test you need atleast 6.5 marks out of 10.

Kputepuu oneHUBaHMA.

,Z[EMOHCTpprET 3HdHUWA, YMEHHS U HABBIKH, CBA3dHHbIE C [IOHUMdHHEM, BLI6OPOM n
HCI1I0/Ib30BaHHWEM METOA0B OLI€HKH I10/I0KeHHs OpPraHr3alli Ha PbIHKe

6.1.3 cemectp 6 | Icce
OmnucaHue npoueaypsbl.

Essay 1 (Introduction to Basics of Marketing)

Students would be required to choose an organization and write an analytical essay to explain
profitability using Porter’s five forces framework. The students would analyze:

1. Established competitors

2. Influential customers

3. Powerful suppliers

4. Emerging competitors (sometimes indirect)

5. Substitute product or service offerings

A solid understanding of these five forces will enable the students to understand what is
influencing profitability in their industry, help them uncover emerging trends, and help them to
identify opportunities to work around competitive obstacles or influence them to their advantage.

Essay 2 (Consumer Markets)

The students would take the case of a product (Handheld Ultrasound machine), analyse the
placement of the product on the product life cycle at different times of its life and analyse the
different customer segments for the product at those times.

Essay 1 and Essay 2 are both 10 marks each. Students would be rated against the major
analytical tasks for both essay's mentioned above

KpuTtepun oueHuBaHus.

IleMOHCTpUpYeT 3HaHUsI, YMEHUS U HaBBIKW, CBSI3aHHbIE C TIOHUMaHWeM, BEIOOPOM U
VICII0/Ib30BaHKEM METO/0B OL|eHKH T10JI0’KeHUs1 OpPraHu3aliui Ha PbIHKe

6.1.4 cemectp 6 | Joknap
Omnucanue npoueaypsl.

Students would be required to write a report to adapt Artificial intelligence to an organizations
marketing department to increase efficiency in either Customer service/ Sales/ content and
messaging/ products and services. The students would be required to analyse papers/reports from
Technology consulting firms involved in the area of Marketing technology and be quickly able
to adapt to a high amount of technical literature in the field of marketing. The aim of the report
writing is to combine theoretical concepts of marketing with understanding of emerging
marketing technology. It also builds up the student's ability to deal with immense amounts of
new information in a complex form.

The students work would be rated on:



1) Understanding of the fundamental concept of Al in marketing
2) Level of research to frame the problem definition

3) Depth of research on relevant literature

4) Solution formulation

5) Proof of Concept

The report is a total of 15 marks

The students would be rated on individual areas

1) Understanding of the fundamental concept of Al in marketing (3)

2) Level of research to frame the problem definition (3)

3) Depth of research on relevant literature (3)

4) Solution formulation (3)

5) Proof of Concept (3)

The students should be able to obtain at least 9 points out of a maximum of 15 to successfully
clear the report task

Kputepuu onjeHuBaHMA.

,Z[EMOHCTpprET 3HdHUWA, YMEHHS U HABBIKH, CBA3dHHBIE C IOHUMdHUEM, BLI6OPOM n
HCI1I0/Ib30BaHHWEM METOJ0B OLI€HKH I10J/I0KeHHs OpPraHr3alli Ha PbIHKe

6.2 OueHouHbIe Cpe/ICTBA /I/IfA POBe/[eHHs MTPOMEe)XyTOUHOU aTTecTal[uu

6.2.1 Kpurepun wu cpeacrBa (MeTo/bl) OLEHMBAHUA WH/JUKATOPOB [OCTHIKEHUS
KOMIIeTeHI[UHM B PaMKaxX MPOMe)XyTOUHOM aTTecTaluu

CpeactBa
(MeToapBI)
NuaukaTop AoCTHIKeHUs
Kpurtepuu oneHMBaHHUA OLleHHBaHMA
KOMIIeTeHI[UH .
NMPOMeXXyTOUHOH
arTecTaluu
OIIK OC-5.7 [demoHCTpUpyeT 3HaHHWs, YMeHHsI U | YCTHbIM OMPOC UK

HaBbIKM, CBfI3aHHble C TIOHMMaHKeM, | TeCTUpOBaHKe
BbIOODOM M UCTIOb30BaHHWEM MeETO/IOB
OLIEHKM TIOJIO)KeHUsI OpraHv3aldu  Ha
DbIHKE

6.2.2 TunoBbie OLieHOYHBIE CPeICTBA MPOMEXXYTOUHOM aTTeCcTalu

6.2.2.1 Cemectp 6, TumnoBsble oLjeHOYHBIE CPeCTBA AJ/Is IPOBe/JeHUs 3aueTa 110
AUCLUIIMHE

6.2.2.1.1 Onucanue npoueaypsl

The Assessment of the course would be carried out through a combination of 3 tests, 2 creative
tasks, 1 Report and 2 essays. The final credit shall be awarded based on the cumulative total of
all individual tasks mentioned above and a final interview. All participants of the course with a
score of 60 and above shall be awarded the credit.

Test 1(10 marks) + Test 2(10 marks) + Test 3(10 marks) + Report (15 marks) + Essay 1(10
marks) +Essay 2(10 marks) +CT 1(10 marks) + CT 2(10 marks) + Final Interview (15 marks) =
Total 100 marks

Credit for students with score >/= 60 marks



6.2.2.1.2 Kpurepuu orjeHUBaHUA

3auTeHo He 3auTteHo
Score >/= 60 out of a maximum of 100 Score less than 60 out of a maximum of 100

7 OcHOBHas yyeOHasi 1uTeparypa

1. 1. Kotler, P., Keller, K., Brady, M., Goodman, M., Hansen, T. (2019). Marketing
Management: 4th European Edition. Bermko6putanus: Pearson.

8 JonoiHUTE/IbHAA yUyeOHasi IMTepaTypa M CIpaBoOYHast
1. Kotler Armstrong: Principles of Marketing, 9th edition
9 Pecypcol cetu IHTepHeT

1. http://library.istu.edu/

2. https://e.lanbook.com/

3. https://www.gartner.com/en

4. https://www.forrester.com/research/

5. https://www.hfsresearch.com/ 6. https://www.everestgrp.com/
7. https://www.esri.com/en-us/arcgis/geospatial-platform/overview

10 ITpodeccuoHa/bHBIE 0a3bl JAHHBIX

1. http://new.fips.ru/
2. http://www1.fips.ru/

11 TIlepeyeHr WH(OPMALMOHHBIX TEXHO/JIOTUW, JIMI[EH3UOHHBIX M  CBOOOJHO
pacnpocTpaHsieMbIX CHeIHaTU3HPOBAaHHbIX NMPOrpaMMHBIX CPeACTB, HH(OPMaLOHHBIX
CIIPaBOYHBIX CUCTEM

1. CBobogHO pacnipoctpaHsieMoe riporpammHoe obecrieuenue ESRI ArcGis geospatial tool
2. CB0bO0/IHO pacripocTpaHsieMoe nporpaMmMHoe obecrieuenre Gartner Transit Map
3. CBoOo/1HO pacrpocTpaHsieMoe MporpaMMHoe obecrieuenre Gartner webinars

12 MaTepI/IaﬂbHO-TEXHI/I‘—IECKOE obecrneuenue AUCIUII/THHBI



