Ministry of Education and Science of RF
Federal State Budget educational Establishment of Higher Education

«RUSSIAN STATE UNIVERSITY FOR THE HUMANITIES»
(RSUH)
INSTITUTE OF ECONOMICS, MANAGEMENT AND LAW
FACULTY OF MANAGEMENT

DEPARTMENT OF MARKETING AND ADVERTISING

INTERNATIONAL MARKETING

Course program
Educational direction 38.03.02 «Management», profile «Marketing»
Graduate qualification - bachelor
Form of education — full-time

Program is adjusted for
limited health capabilities students and invalids

Moscow 2020



International marketing

Course program

Author:
Ph. D. (Economics) Gurieva M.T.

Resp. Editor :
Dr. of Sc. (Economics),

Head of Department of Marketing and advertising
Abaev A.L.

Approved
Minutes of department meeting

Ne 10 of 27.05.2020



CONTENTS
1. EXPLANATORY NOTE ..o s 4

1.1. The purpose and the tasks Of the COUrSE ... ..t e 4

1.2. Competences formed by the course and the list of planned education results (knowledge, skills,

profficiencies) in the cOMpPetenCes fOrMat. .......cccuiii i e eaaeee s 4
1.3. The place of the course within the framework of the educational program.........ccccocevveevriiieennns 6
2. COURSE STRUCGTURE ... nnne s 6
4. CONTENTS OF THE COURSE ... 7
4. INFORMATIONAL AND EDUCATIONAL TECHNOLOGIES ........ccoooiiiiiieieieeee e 9
5. ASSESSMENT of the educational results of THE COURSE...........cccccccoiiiininiicininees 10
5.1 Procedures for assessment of knowledge, skills, proficiencies and experiences..........cccueeun.e.e. 10

5.2. Description of the indicators and criteria of assessment of competences on different stages of
competence formation, description of assessment SCales .......ccccccveeieeiiieicciiee e 11

5.3. Example control assighments and other materials needed for the assessment of knowledge,

skills, proficiencies and (OF) EXPEIIENCE ......cccuviiciieeiee et ettt erre e ste e e te e e s be e e steeesateeebaeesareeennes 12
6. EDUCATIONAL, METHODOLOGICAL AND INFORMATIONAL PROVISIONS OF THE
COURSE ...ttt b e ab e e bt e h bt ekt e e h b e e e bt e e a b e e skt e ente e nbeeebeesbeeenbe e 14
6.1. The list of SOUrces and lItErature ......c..oceviiirieniiic e 14
6.2. The list of Internet websites required for the CoUrse ........cccovviiiiiecii i 15
7. MATERIAL PROVISIONS OF THE COURSE .........ooiiiieieieeee e 16
8 . PROVISION OF EDUCATIONAL PROCESS FOR THE STUDENTS WITH LIMITED
HEALTH CAPABILITIES ... .ottt st st nneennee s 16
9. THE LIST OF EDUCATIONAL AND METHODOLOGICAL PROVISIONS FOR THE
INDEPENDENT WORK OF STUDENTS. ... .o 17
9.1. Plans of practices. Instructions for organization and preparation..........ccccceeeceeeeccieecccciee e, 17
9.2. Recommendations for the preparation of Written WOrks..........cccoecveeeeeiiiei e 24
ANNEX L ABSTRARCT .ottt ettt st ettt ae e et e e s be e e teesneeabeesneean 26

ANNEX 2. LIST OF AMMENDMENTS ......oiiiiiiieie e 28



1. EXPLANATORY NOTE
1.1. The purpose and the tasks of the course

Aim of the course — to provide the students with fundamental theoretical and high-
quality practical knowledge of international marketing, skills of marketing activities
in the international markets, to prepare specialists with professional competences
needed for the international marketing activities.

Tasks of the course :

- study the basic notions of international marketing ;

- assist in learning professional terminology of international marketing in Russian
and English;

- form skills of using methodology and methods of market research of foreign
markets and consumers ;

- study specific characteristics of the usage of main marketing strategies while
entering a foreign market;

- ensure understanding of specific characteristics of promotion in various countries
and regions ;

- learn the basics of marketing communications in the international market;

- prepare specialists that will be capable of making reasonable decisions on
marketing matters in international business in a timely and creative manner.

1.2. Competences formed by the course and the list of planned education
results (knowledge, skills, profficiencies) in the competences format.

The course is aimed at formation of the following competences :

o Professional competences:
PC-3  (skills of strategic analysis, development and realization of company’s
strategy aimed at ensuring competitiveness);

As a result of the course the students should demonstrate the following
education results described in table 1:

Table 1
Education results for the course « International marketing»
Competences | Competences contents Planned education results
codes
PC-3 skills of strategic analysis, development and | To know:

realization of company’s strategy aimed at ensuring

competitiveness - specific characteristics of

the foreign market and
consumers needs research;

- methods of analysis,
evaluation and choice of a
foreign market;
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- basic principles of
segmentation of a foreign
market;

To be able to:

- prepare plans of market
research of a foreign
market taking into
consideration specific
characteristics of different
countries;

- research competitive
environment for
conducting of international
activities;

- analyze internal market
changes connected with
the appearance of foreign
competitors;

Be proficient in:

- methods of analysis for
various markets;

- skills of carrying out
market research in foreign
markets;

1.3. The place of the course within the framework of the educational program

The course “International marketing” is an optional course of variative cycle
(b1.B.Z1B.09.02) of courses of the educational direction 38.03.02 «Management»
(Bachelors level) (profile: "Marketing") of the full-time form of education. The
course is taught in the Faculty of Management of the Institute of Economics,
Management and Law of RSUH by the department of marketing and advertising.

In order to stude the course the students will need the competences obtained
from the following courses studied previously :

- Strategic management;

- Strategic marketing ;

- Marketing research and analysis;

- Basics of brand management;

- Distribution channels management.

As the result of the course the students will have formed the competences
needed for the following courses and practices:

o Professional competences:

PC-3  (skills of strategic analysis, development and realization of company’s
strategy aimed at ensuring competitiveness):
= Final state attestation




2. COURSE STRUCTURE

Structure of the course « International marketing» for the full-time form
of education
The total labour intensity of the course is 3 credit units — 108 hours, including
18 hours of lectures, 24 hours of practical studies, 18 hours of interim attestation and
48 hours of independent work of the students.

Table 2
Types of work Forms of ongoing current
Section of the course including control. Forms of interim
No independt work of attestation
students and
| labour intensity (in
[<5]
9 hours)
e contact
&
] S E c%
S|& |87
1. | International marketing — 2 2 6 Discussion
basics. Globalization of 6 Quiz
economy. TNC
2. | Factors of| 6 | 4 6 8 Interview
competitiveness in Scientific report
international ~ markets.
Marketing environment.
3. | Marketing research in 6 | 2 2 4 Interview
foreign markets: the Quiz
essence, classification,
the problem of
assessment and choice.
4. | Segmentation in| 6 | 2 2 4 Discussion
international marketing. Quiz
5. | Pricing in international | 6 | 2 4 6 Quiz
marketing
6. | International marketing| 6 | 2 | 4 6 Discussion
communications Quiz
7. | Marketing strategies of | 6 | 2 2 8 Quiz
an international company Scientific report
8. | Distribution in 6 | 2 2 6 Quiz
international marketing Test
Interim attestation 18 Examination
TOTAL 18 |24 |18 |48




4. CONTENTS OF THE COURSE

SECTION 1. International marketing — basics. Globalization of economy.
TNC

The object, aim and tasks of the course. Reasons for internationalization. Basic
notions of international marketing. International marketing and its role in business
expansion. Stages of internationalization.

Globalization of economy. International companies. TNC (transnational
corporations).

International marketing in Russia.

SECTION 2. Factors of competitiveness in international markets. Marketing
environment.

Competitve forces in the international marketing. Controllable and
uncontrollable factors of marketing environment.

Marketing environment: Economic forces (stage of economic development,
basic indicators). Political forces (stability, international relations). Legal forces
(trade barriers). Cultural forces (religion, language, traditions, values and lifestyles,
business cultures).

SECTION 3. Marketing research in foreign markets: the essence,
classification, the problem of assessment and choice.

Specific characteristics of marketing research in foreign markets.
Classification of markets. Criteria of market attractiveness. Factors influencing
market choice.

Benchmarking in international marketing.

SECTION 4. Segmentation in international marketing.

International segmentation — specific characteristics. Market segment
attractiveness assessment. Positioning, strategies of product and company
positioning. Problem of customer motivation. Industrial customers. Individual
customers. Specific characteristics of international customers.

SECTION 5. Pricing in international marketing
Price and non-price competition in international markets. Price :quality ratio
in international market.
Pricing in international marketing, specific characteristics in various markets.
Development of the pricing policy. Pricing strategies. Price adjustments.
Terms of sale and terms of delivery in INCOTERMS-2010. Export price
escalation. Customs duties, freight charges, insurance.

SECTION 6. International marketing communications

International communicational strategies. Structures and types of
communication, instruments of communication in international marketing.
Communication budgets. International advertising.



New communication technologies.
Direct marketing in foreign markets. Fares and exhibitions.

SECTION 7. Marketing strategies of an international company

Planing foreign market entrance. Analysis of inetrnational competitiveness of
a company. Entrance barriers. Exit barriers.

International marketing strategies. Decision-making process in international
marketing. Specific characteristics of marketing mix development for a foreign
market. Partnerships in international marketing.

SECTION 8. Distribution in international marketing

Distribution channels in international marketing. Choice and creation of
dictribution channels. Intermediaries. Criteria for the choice of intermadiaries.
Intergarated logistics in international marketing. Modern transposrtation solutions.
Global retailers.

4. INFORMATIONAL AND EDUCATIONAL TECHNOLOGIES
Various forms of teaching are used for the course “International marketing”
within the framework of competences approach to education. Depending on the
particular topic we use various forms of lectures — topic-lectures, discussion-lectures,
case studies —lectures and interactive lectures with active feedback.
The following informational and educational technologies are used for the
course “International marketing”.
Table 3
International and educational technologies used for the course
« International marketing »
For the full-time education method
60 % — of interactive classes of the total classes

No Section of the course Types of work Competences Infgrmatlonal and .
formed educational technologies
1 2 3 4 5
1. |International marketing — Lecture 1. PC-3 Introductory lecture
basics. Globalization of
economy. TNC Pract. 1. Discussion
Quiz
Independent Consultation
students’ work
2. |Factors of competitiveness in|Lecture 2,3 PC-3 Visualisation lecture
international markets.
Marketing environment. Pract. 2,3, 4 Interview
Scientific report
Independent Consultation during
students’ work preparation of a
scientific report




3. [Marketing research in foreign |Lecture 4 PC-3 Lecture with active
markets: the essence, feedback elements
classification, the problem of
assessment and choice. Pract. 5. Interview

Quiz
Independent
students’ work Consultation

4. |Segmentation in international |Lecture 5. PC-3 Visualisation lecture
marketing.

Pract. 6. Quiz
Independent Consultation
students’ work

5. [Pricing in international|Lecture 6. PC-3 Lecture
marketing

Pract. 7, 8. Discussion
Independent Consultation
students’ work

6. |International marketing|Lecture 7. PC-3 Lecture with active
communications feedback elements

Pract. 9, 10. Discussion

Quiz
Independent Consultation
students’ work

7. |Marketing strategies of an|Lecture 8. PC-3 Visualisation lecture
international company

Pract. 11 Quiz
Independent Consultation
students’ work

8. |Distribution in international  |Lecture 9. PC-3 Lecture
marketing

Pract. 12 Discussion of scientific
reports
Test

Independent Consultation during

students’ work preparation of a
scientific report

5. ASSESSMENT OF THE EDUCATIONAL RESULTS OF THE COURSE

5.1 Procedures for assessment of knowledge, skills, proficiencies and

experiences
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In the process of the course study the rating-based control of the students’
knowledge is carried out in accordance with the corresponding RSUH provisions.
The control procedure takes into account the results of quizes and scientific reports
during practices, the results of independent work on analytical assignments as well
as the active participation of the students in discussions, in analysing problems.

Criteria used for the rating control of the students studying the course
« International marketing » is presented in tab. 5

Table 5
For the full-time education form
Form of control Time of reporting Maximum points
For 1 Total

Ongoing current control:

- participation in discussions 3 points 9 points

- quiz 4 points 20 points

- scientific report Pract. 3,13 10 points 20 points

- test 11 points 11 points
Interim attestation 40 points
(exam)
Total for the term (course) 100 points

The grade «passed» is given to the student who has accumulated not less than
50 points for the ongoing current control and interim attestation. The total result
(maximum 100 points) is converted into the traditional grades scale and to the
European Credit Transfer System (ECTS) in accordance with tab. 6:

Table 6
100-point scale Traditional scale ECTS scale
95— 100 excellent A
83-94 B
68 — 82 good passed C
o6 — 67 satisfactory D
50-55 E
200__1499 Not satisfactory not passed FFX

5.2. Description of the indicators and criteria of assessment of competences on
different stages of competence formation, description of assessment scales

Ongoing current control
During assessment of quiz results and participation in discussions the
following points are taken into consideration :
- the extent to which the report theme is developed (0-2 points);
- the knowledge of the discussed themes, the ability to use the previously studied
theoretical material and terminology (0-2 points).
- style and logic of material presentation, literacy of speech (0-1);
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During the assessment of scientific reports and essays the following points are
taken into consideration:
- the completeness and exactness of the research topic, correct determination of the
object and the theme of the study (0-5)
- the level of structuredness of the material and scientific approach (0-2)
- the formalization of the work (presence of introduction, conclusion, main points,
references) (0-3)

Criteria for assessment of test answers:

- correct answer — 1 point.
- incorrect answer — 0 points.

Interim attestation (exam)
During the interim attestation the student has to answer two questions (of theoretical
and practical character).
During assessment of the answer to a theoretical question the following points are
taken into consideration :
- theoretical material has not been learned completely, the knowledge of material is
fragmented, there are obvious mistakes in the answer (up to 5 points);
- theoretical material has been learned partly, not more than 2 or 3 minor flows have
been made (up to 10 points);
- theoretical material has been learned almost, not more than 1 or 2 minor flows have
been made (up to 15 points);
- theoretical material has been learned completely, the answer was was reasoned and
in accordance with an original plan, references to sources are made (20 points).
When assessing the answers to practical type questions the following points are
taken into consideration:
- the answer contains less than 30% of correct solution (0-5 points);
- the answer contains 31-79 % of correct solution (6-15 points);
- the answer contains 80% or more of correct solution (15- 20 points).

5.3. Example control assignments and other materials needed for the
assessment of knowledge, skills, proficiencies and (or) experience

After each theme oral or written quizes are carried out in accordance to control
questions on the course.

Example control questions on the course:

1. International marketing : essence and role in business

2. Globalization of economy and its influence on international marketing

3. Stages of internationalization of a company

4. TNCs activities

5. International marketing environment

6. Controllable and uncontrollable factors of international marketing
environment

7. Economic forces in international marketing
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8. Political forces in international marketing
9. Trade barriers
10. Cultural environment and its role

Example topics of reports and discussions:
1. The international marketing environment: controllable and uncontrollable
factors
2. Contemporary view on the factors of competitiveness in the international
market.
International markets : the problem of assessment and choice.
Methods of competitiveness evaluation.
Distribution systems in international marketing
The problem of export price escalation
International communication strategies.

NoOohkow

Topics for scientific reports and/or essays:

Each student gets an individual topic for preparation of a scientific report
or an essay and presents them during the course. Example topics:
1. Analysis of the main factors that determine functioning of the international
marketing.
2. Analysis of the factors of internal and external environment (specific company
example).
3. AHanu3 3KOHOMHUYECKUX (PaKTOPOB CPEIbl MEXKIyHAPOIHOTO MapKeTHHTra (Ha
pUMepe KOHKPETHOTO MPEAIPUSITHS).
4. Analysis of social and economic factors of international marketing environment
(specific company example).
5. Main directions of research in international marketing.
6. Stages and methods of marketing research in a foreign market.
7. Macrosegmentation (specific companu example).
8. Analysis of pricing strategies in a foreign market (specific company example).

Examples of tests

1. Which of the following belong to the cultural environment of international marketing
a) Non-tariff barriers

b) Geography and infrastructure

¢) National laws

d) religion

2. What qualities are characteristic of TNCs:

a) high capital concentration

b) hard to tell the nationality

c) the assets are highly diversified

d) the owner manager the business activities of the company
e) high level of influence in economic environment

3. Field research is
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a) collection and analysis of information from potential customers, intermediaries, results of
test sales etc

b) collection and analysis of all the data pertaining to the object of research

c) collection and study of publications in press

d) collection and analysis of official statistical data

4. Are there basic differences in principles and content of national and international
marketing?

a) There are no substantial differences, there only difference is in the scale of activities

b) There are basic differences because the aims and the tasks are completely different

c) All the basics and the methodological foundations of marketing are the same, the only
difference is in environment and the ways of adaptation

5. Desk research is

a) Collection, analysis of all of the existing data pertaining to the object of research that has
not been collected specifically for the specific task

b) Collection and analysis of the information that had never been published earlier

c) Observation of groups of people, actions and situations

d) Research of customers knowledge of the product

6. Which factors make standardization strategy preferable:
a) [Economies of scale

b) diversity of consumer needs

c) Centralized operations management

d) Convergence of customers tastes

7. The “skimming” strategy is used when

a) The product is removed from the market

b) The company is entering a new market with an existing product

c) There is a “pioneer” product

d) Discounted products are being soldmpu peanu3amuu ToBapoB 10 CHHKEHHBIM LIEHAM

6. EDUCATIONAL, METHODOLOGICAL AND INFORMATIONAL
PROVISIONS OF THE COURSE

6.1. The list of sources and literature

Basic literature:

1. AGae Anan JlazapeBnu. MexayHapONHBIH MAapKETUHT: YYEOHUK U
MPaKTUKYM it OakanaBpuara U maructpatypsl / [A.JI. AGaeB u np.]; mox
pen. A.JI. AGaeBa, B.A. Anekcynuna. - M.: U3gatensctBo FOpaiit, 2016. —
362 c.

2. barues I'eopruii JleornmoBud. MexayHapOoIHBII MapKETUHT : YY€OHUK TIO
cnenuanbHoct "Mapketunr”" / I'. JI. barues, H. K. Mouceera, B. U.
UYepenkos ; moja oomui. pexn. I'. JI. baruesa. - 2-e uz., nepepad. u gom. - M. [u
ap.] : Iutep, 2009. - 688 c. : puc., Tad:m. ; 24 cm. - (Y4eOHUK ISl BY30B). -
bubmuorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.
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MouceeBa Huna KoHcranTnHOBHA. MexayHapOIHbIA MapKETUHT U OHU3HEC
[DnexTpoHHBIN pecype] : YueOHoe mocodbue. - MockBa ; Mocksa : OOO
"KYPC" : OOO "Hayuno-uznarensckuii nentp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. 9BC «3HaHUYM»
http://znanium.com/go.php?id=390294

JlomoTHUTE IbHAS JIMTEepaTypa

1.

KapnoBa Cgernana BacuibeBHa. [IpakTukym 10 MeEXIyHapOAHOMY
MapKeTHUHry : yuyeb. mocoOue Ui CTYACHTOB, OOydYalomuxcs IO
cneruanbHocTH "MupoBas skonomuka" / C. B. Kapmosa. - 2-e uzn., crep. -
M. : KuoPyc, 2010. - 198, [1] c. : puc., Tadm. ; 21 cm. - ISBN 978-5-406-
00737-2 : 120.00.

Kornep ®unun. Mapketunr : ['octenpunmctBo. Typusm : ydeOHUK st
ctynenToB By30B / @. Kotnep, k. boyan, Jl>x. MeiikeHs ; nep. ¢ aHIJI. MO/
pen. P.b. Hozapegoii. - M. : FOHUTH, 1998. - XXIV, 763 c. : puc.,tadim. -
IMep. w3a.: Marketing for hospitality and tourism / Ph. Kotler, J. T. Bowen, J.
C. Makens. - [lom. tut. 1. opur. auri. - ISBN 5-238-00018-9. - ISBN 0-13-
858267-X.

Hoszapesa Paunca bopucoBHa. CoBpeMEHHBIE AaCIEKTBl MEXIYHAPOIHOTO
MapkeTuHra : yue6. nocodue / P. b. Hoznpesa ; Mock. roc. HH-T MEXIyHap.
otHomenuit (yu-1). - M. : POCCIIOH, 2004. - 278,[1] c. : puc., Tadmu. -
(Yuebnukn MI'MUMO). - bubmmorp. B konte kH. - ISBN 5-8243-0426-2 : 99.
McAuley Andrew. International marketing : Consuming globally, thinking
locally. - Chichester [etc.] : Wiley, 2001. - X111, 337 p. : fig.,tab. - Yka3. ¢.325-
337. - ISBN 0-471-89744-2 : 1000.

Strategic global marketing : issues a. trends / ed. Erdener Kaynak. - New
York : International Business Press, 2002 : International Business Press :
International Business Press. - XV111,233p. : tab. - Ha tut. 1. Taroke: Has been
co-published simultaneously as Journal of global marketing, Vol. 16, N 1/2
2002. - Vkas3. ¢.231-233. - ISBN 0-7890-2016-5. - ISBN 0-7890-2017-3 : 600.

CnpaBoyHas jquTeparypa

1.

[[TapxoB Penukc M3ocumoBud. KOMMYHHKOIOTHS @ SHIMKIONEAUYECKHM
cloBapb-cipaBoYHUK. - M31. 3-¢. - Mockaa : Jlamkos, 2013. - 768 c. - ISBN
978-5-394-02169-5. http://znanium.com/go.php?id=430299

6.2. The list of Internet websites required for the course

CocraB coBpeMeHHbIX npodeccruoHanbHbIX 0a3 gaHHbIX (B/]) 1 nHdopmanmoHHO-cripaBoYHbIE
cucreM (MCC) (2017 1.)

Neri/m HanmenoBaHue

Mexaynapoanbsie pedepaTuBHbIE HaykoMeTpuueckue b/, mocTymHbpie B pamKkax
HalMOHAILHOM nmoanucku B 2017 T.



http://znanium.com/go.php?id=390294
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Web of Science
Scopus

[Ipodeccrnonanbubie moHOTEKCTOBBIE b]l, TOCTYHBIC B paMKaX HAIlMOHATLHOM
nonamucku B 2017 r.

Kypuansr Oxford University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Kypuansr Taylor and Francis

[Tpodeccrnonanbubie MoMHOTEKCTOBBIEC B]]
JSTOR
W3nanus 1o oOLIECTBEHHBIM U TYMAHUTAPHBIM HayKam

KomrmprotepHbie cripaBOYHbIE TIPABOBBIE CHCTEMBI
Koncynsrant Ilmtoc,
I"apanT

CocraB coBpeMeHHBIX MpodeccuoHanbHbIX 0a3 qanHbiX (b/]) 1 nHDOpMamOHHO-CITpaBOYHBIC
cuctem (MCC) (2018 r.)

Neri/it

HanmenoBanue

MexnyHapoaHbie pedepatuBHbIe HaykoMeTpudeckue bJl, mocTynmHbie B paMkax
HalMoHaJILHOU moanucku B 2018 r.

Web of Science

Scopus

HpO(beCCI/IOHaIIBHBIe IIOJIHOTECKCTOBEIC BI[, AOCTYIIHBIC B paMKax HaLII/IOHaJIBHoﬁ
noamucku B 2018 1.

Kypuaner Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Kypuanst Taylor and Francis

DJIeKTPOHHBIC M3/IaHMS U3IaTeIbCTBA Springer

[Tpodeccuonanpabie MOTHOTEKCTOBBIE B/]
JSTOR
W3nanus 1o oOLIECTBEHHBIM M TYMAHUTAPHBIM HayKam

KoMmbroTepHbI€ ClIpaBOYHBIE TIPABOBBIE CUCTEMBI
Koncynsrant Ilntoc,
I"apanT

CocTtaB COBpeMEHHBIX TMpodeccuoHanbHbIX 0a3 qanHbIX (bJ]) 1 nHGpOpMaMOHHO-CIIPAaBOYHbIC
cuctem (MCC) (2019 1.)

Norr/
I

HanmeHnoBanue

1

MexnayHnapoansie pedepaTuBHbIE HayKoMeTpuueckue b/, mocTymnHble B pamMkax
HaIlMOHAJILHOM noamucku B 2019 r.

Web of Science

Scopus

[Tpodeccuonanbubie moTHOTEKCTOBBIE B/I, JOCTYITHBIE B paMKax HaITMOHATIBHON

noamucku B 2019 r.
Kypuansr Cambridge University Press
ProQuest Dissertation & Theses Global
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SAGE Journals
XKypuanet Taylor and Francis

3 | [IpodheccroHanbHbIE OTHOTEKCTOBBIE b1
JSTOR
W3nanns no o0IIeCTBEHHBIM U TYMaHUTAPHBIM HayKaM
DnektponHas 6ubnmnortexa Grebennikon.ru

4 | KoMITIbIOTEpHBIC CIIPABOYHBIC TIPABOBBIC CUCTEMbI

Koncynerant Imoc,
I'apant

CocraB coBpeMeHHBIX mpodeccnoHabHbIX 0a3 ganHbIX (B/]) 1 mHpOpMAIIMOHHO-CTIPAaBOYHBIC

cucteMm (MCC) (2020 1)
Nenr HaumenoBanue
/i
1 | Mexnynapoansie pedepaTuBHbIE HayKoMeTpuueckue b/, mocTymnHple B pamkax

HaMOHAJILHOM noamucku B 2020 r.
Web of Science
Scopus

HpO(beCCI/IOHaJ'IBHbIe ITOJTHOTCKCTOBBIC BH, AOCTYIIHBIC B paMKax HaHHOHaHbHOﬁ
moamucku B 2020 T.

XKypuansr Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

XKypnaner Taylor and Francis

[TpodeccnonanbHbie TOJIHOTEKCTOBBIC b/
JSTOR
W3nanus no o01eCTBEHHBIM U TYMaHUTAPHBIM HayKam
Dnekrponnas oubaunorexa Grebennikon.ru

KomnbloTepHble cipaBOYHbIE PABOBBIE CUCTEMBI
Koncynprant [Lmtoc,
l'apanTt

BN E

=~

American Marketing Association — official site https://www.ama.org/
American Advertising Federation — official site http://www.aaf.org/
Smart Insights https://www.smartinsights.com

Mapketuar B Poccunm u 3a pybexxkoMm (m3marenbcTtBo [leno u cepBuc)
(www.dis.ru). JXXypHan MOCBAIIEH TEOPUH M METOIOJIOTHH MapKETHHTA,
MapKETHHTY B Pa3IMYHBIX OTPACAX U cepax AesITeIbHOCTH.

http://kafmr.rsuh.ru/ - caiit kadeapsl MapkeTHHTa U peKiIaMbl, (aKyIbTeTa
YIPABJIECHUS, HHCTUTYTa 3KOHOMMKH, yrpasieHus u npasa PITY. Cair
co3gaH Ui HUHQOPMHpPOBAHUS  CTYACHTOB U  IperojaBaTenei,
B3auMOJEHCTBUS Mexay HuMu. Ha caiite myOnuKyloTCs MaTepuasbl,
KacarolKecs: MApKETUHIOBOW TEMATUKH.

ESOMAR (European Society for Opinion and Market Research) — official
site www.esomar.org

www.marketologi.ru — caiit I'niabauu MapKeTOJIOTOB.

WWW.Vniki.ru — caiit BcepoccHiickoro Hay4HO-HCCIICI0BATEIBCKOTO
KOHBIOHKTYPHOI'O MHCTUTyTa — crapedmero B Poccuu HayyHOro



https://www.ama.org/
http://www.aaf.org/
https://www.smartinsights.com/
http://www.dis.ru/
http://kafmr.rsuh.ru/
http://www.esomar.org/
http://www.marketologi.ru/
http://www.vniki.ru/
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YUPEKIACHHS, UMEIOMIEr0 MPsSMOE OTHOLICHWE K MapketuHry. Ha caire
MOXXHO TIO3HAKOMHUTBCSI C TEMAaTUKOM TMPOBEICHHBIX HHCTUTYTOM
HCCIIeJOBaHM.

7 . MATERIAL PROVISIONS OF THE COURSE

The following material provisions are needed for the course:

- demonstration appliances for visualisation lectures,

- multimedia for presentation of reports and essays.

Classroom requirements:

- computer classes for practices,

- the classroom for lectures and practices should be equipped with furniture
suitable for writing and note-taking, aplliances for slide-shows and PCs.

CocraB mporpammuoro obecneuyenus (I10) (2017 r.)

Tabnuya 1
Nenn Haumenosaunue I10 [TpousBoautens | Crocob pacrpocTpaHeHUs
/m (ruyensuonnoe unu
6000010
pacnpocmpansiemoe)
1 Windows 7 Pro Microsoft JIMLIEH3UOHHOE
Microsoft Office 2013 Microsoft JIULIEH3UOHHOE
CocraB nporpammHuoro obecneuenus (110) (2018 r)
Ilepeuens 110
Nerr | HaumenoBanue I[10O [IpousBoautens | Crocod pacnpocTpaHEeHUS
/m (ruyensuonnoe unu
80060010
pacnpocmparsiemoe)
1 Microsoft Office 2013 Microsoft JAIEH3MOHHOE
2 Windows 10 Pro Microsoft JIMLIEH3UOHHOE
CocraB nporpammuoro obecneuenus (110) (2019 r)
Ilepeuens 110
Neri/ Haumenosanue I10 ITponsBoauTens Croco6
1| pactipocTpaHeHUs
(ruyensuonnoe unu
c60600HO
pacnpocmparsiemoe)
1 Adobe Master Collection CS4 Adobe JIULIEH3UOHHOE
2 Microsoft Office 2010 Microsoft JIAIEH3UOHHOE
3 Windows 7 Pro Microsoft JIULIEH3UOHHOE
4 AutoCAD 2010 Student Autodesk CBOOOTHO
pacnpocTpaHseMoe
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5 Archicad 21 Rus Student Graphisoft CBOOOIHO
pacrpocTpaHseMoe
6 SPSS Statisctics 22 IBM JIULIEH3UOHHOE
7 Microsoft Share Point 2010 Microsoft JIUIIEH3UOHHOE
8 SPSS Statisctics 25 IBM JIULIEH3UOHHOE
9 Microsoft Office 2013 Microsoft JIUIIEH3UOHHOE
10 OC «Anbt ObpazoBanue» 8 000 «bazanpt CIIO | 111I€H3MOHHOE
11 Microsoft Office 2013 Microsoft JUIEH3UOHHOE
12 Windows 10 Pro Microsoft JIALIEH3MOHHOE
13 Kaspersky Endpoint Security Kaspersky JIMIIEH3UOHHOE
14 Microsoft Office 2016 Microsoft JIUIIEH3UOHHOE
15 Visual Studio 2019 Microsoft JUIICH3UOHHOE
16 Adobe Creative Cloud Adobe JIALIEH3MOHHOE
CocraB nporpammuoro obecneuenus (110) (2020 r.)
[Tepeuens 110
Nenr Haumenosanue 110 [IpousBoauTenb Cmoco6
/m pacrpocTpaHeHHs
(ruyenszuonnoe unu
c80000HO
pacnpocmpansiemoe)
1 Adobe Master Collection CS4 Adobe JIMIIEH3UOHHOE
2 Microsoft Office 2010 Microsoft JUIICH3UOHHOE
3 Windows 7 Pro Microsoft JIALIEH3UOHHOE
4 AutoCAD 2010 Student Autodesk CBOOOIHO
pacipocTpaHseMoe
5 Archicad 21 Rus Student Graphisoft CBOOOTHO
pacnpocTpaHsieMoe
6 SPSS Statisctics 22 IBM JIULEH3UOHHOE
7 Microsoft Share Point 2010 Microsoft JUIICH3UOHHOE
8 SPSS Statisctics 25 IBM JIALIEH3UOHHOE
9 Microsoft Office 2013 Microsoft JUIICH3UOHHOE
10 | OC «Anbt O6pazoBanue» 8 000 «bazanpet CIIO | 1MIIEH3MOHHOE
11 Microsoft Office 2013 Microsoft JIALEH3MOHHOE
12 | Windows 10 Pro Microsoft JIALIEH3MOHHOE
13 | Kaspersky Endpoint Security Kaspersky JIMIIEH3MOHHOE
14 | Microsoft Office 2016 Microsoft JINIEH3MOHHOE
15 | Visual Studio 2019 Microsoft JIALIEH3MOHHOE
16 | Adobe Creative Cloud Adobe JUIICH3UOHHOE
17 Zoom Zoom JIMIIEH3NOHHOE

8 . PROVISION OF EDUCATIONAL PROCESS FOR THE STUDENTS
WITH LIMITED HEALTH CAPABILITIES

In case of necessity the course program can be adapted for provision of the educational process
for the students with limited health capabilities including online studies. The student is required to
present a relevant conclusion of psychological — medical-pedagogicalcommission and a personal
application (application of the lawful representative).
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The conclusion of the comission should contain :
- The recommended intensity of studies (number of days per week, hours per day)
- Specific technical requirements (if required)
- The need to be accompanied by parents (lawful representatives) during the educational
process (if required)
- The need to provide psychological-pedagogical assistance (specifying the specialists
needed and acceptable intensity of studies (days per week and hours per day)
In order to carry out the procedures of ongoing control and interim attestation in case of necessity
there can be specific assesment intruments adapted for the needs of the students with limited health
capabilities which would permit to assess the level of educational results reached by them.
The form of ongoing control and interim attestation for the students with limited health capabilities
is specififed taking into consideration their personal physical and psycological conditions (in oral
form, in written form (on paper, on PC), in the form of testing etc). Additional time for preparation
the answer during the exam or other form of attestation can be given if needed.

9. THE LIST OF EDUCATIONAL AND METHODOLOGICAL
PROVISIONS FOR THE INDEPENDENT WORK OF STUDENTS

9.1. Plans of practices. Instructions for organization and preparation

Practices for the course « International marketing » for the students of the faculty
of management, direction 38.03.02 «Management», profile «Marketing» are carried
out in accordance with the Federal State Educational Standard.

The topics of practices are connected with the course plan and include the most
important theoretical parts of the course as well as typical problems and situations
connected with activities in international marketing.

The students should prepare for the practice by consulting with the practice
plans, go over theoretical material (lectures) and other sources. During practice
classes the students complete theoretical and practical assignments, participate in
discussions.

SECTIONS AND TOPICS OF PRACTICE

Topic Nel: International marketing — basics. Globalization of economy. TNC
1. Which factors influence international marketing?
2. What stages does the process of company’s internationalization consist of?
3. What are specific characteristics of the international marketing of Russian
companies and what are the reasons of these characteristics?

Basic literature:

1. AGae Anan JlazapeBnu. MexayHaponHbIH MAapKETUHT: YYEOHHK U
MPaKTUKYM i OakanaBpuara u maructpatypsl / [AJI. AGaeB u np.]; mox
pen. A.JI. AGaeBa, B.A. Anekcynuna. - M.: U3gatensctBo FOpaiit, 2016. —
362 c.

2. barues I'eopruii JleonnnoBud. MexayHapoIHbI MapKETUHT : YY€OHUK IO
cnenuanbHoct "Mapketunr”" / I'. JI. barues, H. K. Mouceea, B. U.
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Yepenkos ; moxg obmr. pexn. I'. JI. baruesa. - 2-e u3zn., mepepab. u gom. - M. [u
ap.] : Ilutep, 2009. - 688 c. : puc., Tadm. ; 24 cm. - (Y4eOHUK ISl BY30B). -
bubmuorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.

3. MowuceeBa Huna KoncrantunoBHa. MexayHapoaHbIM MapKETUHT U OU3HEC
[DnekTpoHHBIN pecype] : YuebHoe mocobue. - MockBa ; Mocksa : OOO
"KYPC" : OOO "Hayuno-uznarensckuii nentp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. 9BC «3HaAHUYM»
http://znanium.com/go.php?id=390294

Additional literature:

4. KapnoBa Cgernana BacuibeBHa. IIpakTukym 10 MEXIyHapOAHOMY
MapKeTHUHry : yuyeb. mocoOue Ui CTYACHTOB, OOydYarlomuxcs IO
cneruanbHocTH "MupoBas skonomuka" / C. B. Kapmosa. - 2-e uzn., crep. -
M. : KuoPyc, 2010. - 198, [1] c. : puc., Tabmn. ; 21 cm. - ISBN 978-5-406-
00737-2 : 120.00.

5. HoznmpeBa Pauca bopucona. CoBpeMeHHBIE acCHEKThl MEXIYHAPOIHOTO
MapkertuHra : yue0. mocobue / P. b. Hoznpesa ; Mock. roc. HH-T MEXIyHap.
otHomenuit (yu-t). - M. : POCCIIOH, 2004. - 278,[1] c. : puc., Tabm1. -
(Yuebuuku MI'MMO). - bubnuorp. B koHe kH. - ISBN 5-8243-0426-2 : 99.

Topic Ne 2: Factors of competitiveness in international markets. Marketing
environment.

1.

Noakowd

9.

Please give definition of competition and its specific characteristics in the
international marketing.

What are the main forces determining competition?

What are the main factors of competitiveness?

What is market conjuncture?

What is external and internal environment of international marketing?

Please explain the economic factors of international marketing environment.
Please explain the political and legal factors of international marketing
environment.

Please explain the social and cultural factors of international marketing
environment.

Please explain the geographic factors of international marketing environment.

Basic literature:

1. AGae Anan JlazapeBuu. MexayHapoIHbIH MapKETUHI: YYEOHHUK U
MpaKTUKyM i1 OakanaBpuara u Maructparypsl / [AJl. AbaeB wu nap.]; noa
pen. A.JI. AGaeBa, B.A. Anekcynuna. - M.: U3gatensctBo FOpaiit, 2016. —
362 c.

2. barues I'eopruii JleornmoBud. MexayHapoIHBIN MapKETUHT : YUYEOHUK T10
cnenuanbHocTH "Mapkerunr”" / I'. JI. barmes, H. K. Mowuceea, B. U.
Uepenkos ; mox o6, pex. I'. JI. baruesa. - 2-e u3a., nepepad. u gom. - M. [u


http://znanium.com/go.php?id=390294
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ap.] : [urep, 2009. - 688 c. : puc., Tadm. ; 24 cMm. - (Y4eOHUK I BY30B). -
bubmuorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.

3. MouceeBa Huna KoncrantunoBHa. MexayHapoaHbIM MapKETUHT U OU3HEC
[DnekTpoHHBIN pecype] : YuebHoe mocobue. - MockBa ; Mocksa : OOO
"KYPC" : OOO "Hayuno-uznarensckuit nentp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. 9BC «3HaAHUYM»
http://znanium.com/go.php?id=390294

Additional literature:

4. McAuley Andrew. International marketing : Consuming globally, thinking
locally. - Chichester [etc.] : Wiley, 2001. - X111, 337 p. : fig.,tab. - Yka3. ¢.325-
337. - ISBN 0-471-89744-2 : 1000.

5. Strategic global marketing : issues a. trends / ed. Erdener Kaynak. - New
York : International Business Press, 2002 : International Business Press :
International Business Press. - XV111,233p. : tab. - Ha tut. 1. Taroke: Has been
co-published simultaneously as Journal of global marketing, Vol. 16, N 1/2
2002. - Yka3. ¢.231-233. - ISBN 0-7890-2016-5. - ISBN 0-7890-2017-3 : 600.

References:
6. [apxoB denukc M3zocumond. KOMMYHUKOJIOTHS : SHIUKIONEIAYCCKHUI

CJIOBapb-CIIPaBOYHHUK. - M31. 3-e. - Mocksa : Jlamkos, 2013. - 768 c. - ISBN
978-5-394-02169-5. http://znanium.com/go.php?id=430299

Topic Ne 3: Marketing research in foreign markets: the essence,
classification, the problem of assessment and choice.
1. Explain specific characteristics of international marketing research.
2. What are the main directions of marketing research ininternational
business?
What are the stages of international marketing research?
What are the methods of international marketing research?
Which factors affect the choice of method of research
What are the main principles of research in international marketing?
What are the main methods of analysis in international marketing?

Nogobkow

Basic literature:

1. AGae Anan JlazapeBnu. MexayHapOJHBIH MApPKETUHT: YYEOHHK U
MPaKTUKYM i OakanaBpuara U maructpatypsl / [A.Jl. AGaeB u ap.]; mox
pen. A.JI. AGaeBa, B.A. Anekcynuna. - M.: U3gatensctBo FOpaiit, 2016. —
362 c.

2. barues I'eopruii Jleonnnoud. MexayHapoIHbI MapKETUHT : YYEOHUK IO
cnenuanbHoct "Mapketunr”" / I'. JI. barues, H. K. Mouceera, B. U.
Yepenkos ; moja oomur. pexn. I'. JI. baruesa. - 2-e uza., nepepad. u gom. - M. [u


http://znanium.com/go.php?id=390294
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ap.] : [urep, 2009. - 688 c. : puc., Tadm. ; 24 cMm. - (Y4eOHUK I BY30B). -
bubmuorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.

3. MouceeBa Huna KoncrantunoBHa. MexayHapoaHbIM MapKETUHT U OU3HEC
[DnekTpoHHBIN pecypc] : YuebHoe mocobdue. - MockBa ; Mocksa : OOO
"KYPC" : OOO "Hayuno-uznarensckuit nentp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. 9BC «3HaAHUYM»
http://znanium.com/go.php?id=390294

Topic Ne 4: Segmentation in international marketing.

1. What are specific characteristics of motivating industrial and individual
consumer?

2. What are the differences in consumer behaviour in various countries?

3. What criteria are suitable for evaluation of market attractiveness?

Basic literature:

1. AGaes Anan JlazapeBnu. MexayHapoIHbIH MapKETUHI: YYEOHHK U
MpaKTUKyM il OakanaBpuara u Maructparypsl / [AJl. AbaeB u ap.]; moa
pen. A.JL. AGaesa, B.A. Anekcynuna. - M.: U3gatensctBo FOpaiit, 2016. —
362 c.

2. barues I'eopruii JleonnnoBud. MexayHapoIHbI MapKETUHT : YYEOHUK T10
cnenuanbHoct "Mapketunr”" / I'. JI. barmes, H. K. Mowuceera, B. U.
Uepenkos ; mox o6, pexn. I'. JI. baruera. - 2-e u3z., nepepad. u gomn. - M. [u
ap.] : [urep, 2009. - 688 c. : puc., Tadim. ; 24 cMm. - (YueOHUK Ui BY30B). -
bubmuorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.

3. MouceeBa Huna KoncrantunoBHa. MexXayHapoJHBIA MapKETHHT U OHU3HEC
[OnexTpoHHBIN pecypc] : YueOHoe mocodbue. - MockBa ; Mocksa : OO0
"KYPC" : OO0 "Hayuno-nznarensckuit uenrp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. ObC «3HaHUYMY
http://znanium.com/go.php?id=390294

Additional literature

4. KapnoBa Cgeriana BacuibeBHa. [IpakTHkymM 10 MEXIYHapOIHOMY
MapkeTuHry : y4deb. mocobuwe i CTYIEHTOB, OOYYalolmuXxcsi 10
cnenuanbHOCTH "Muposas skonomuka" / C. B. Kapnosa. - 2-e u3sn., crep. -
M. : KuoPyc, 2010. - 198, [1] c. : puc., Tabm. ; 21 cm. - ISBN 978-5-406-
00737-2 : 120.00.

5. McAuley Andrew. International marketing : Consuming globally, thinking
locally. - Chichester [etc.] : Wiley, 2001. - X111, 337 p. : fig.,tab. - Ykas3. ¢.325-
337. - ISBN 0-471-89744-2 : 1000.


http://znanium.com/go.php?id=390294
http://znanium.com/go.php?id=390294
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Topic Ne 5: Pricing in international marketing

1.  Please explain theoretical basis of market pricing.

1.  Please explain the notion of perceived value of a product in a foreign
market.

2. What is price and non-price competition in international marketing?

3. What specific characteristics of competitors pricing policy analysis are
there in international marketing?

4.  What are the reasons of price volatility in international marketing?

5. Please explain specific characteristics of export pricing in international
trade?

6.  What types of prices are there in international business?

7. Please name the main pricing strategies in international business.

8.  Please explain the economic essence of customs tariffs and fees?

Basic literature:

1. AGae Anan JlazapeBuu. MexayHapoJHbIH MapKETUHT: YYEOHUK U
MPaKTUKYM i OakanaBpuara u maructpatypsl / [AJI. AGaeB u np.]; mox
pen. A.JL. AbGaeBa, B.A. Anekcynuna. - M.: U3natensctBo FOpaiit, 2016. —
362 c.

2. barues ['eopruit JleonnnoBrud. MexayHapoaHBIH MapKETHHT : yYEOHHUK MO
cnenuanbHoctn "Mapketunr”" / I'. JI. barues, H. K. Mouceea, B. U.
Yepenkos ; moxa obmr. pex. I'. JI. baruera. - 2-¢ u3zn., mepepad. u gorm. - M. [u
ap.] : Iutep, 2009. - 688 c. : puc., Tadx. ; 24 cm. - (Y4eOHUK ISl BY30B). -
bubmmorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.

3. MouceeBa Huna KoncrantunoBHa. MexXayHapoJHBIA MapKETHHT U OU3HEC
[DnexkTponHbI pecype] : YuebHoe mocobue. - MockBa ; Mocksa : OOO
"KYPC" : OOO "Hayuno-uzgarensckuit nentp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. 9BC «3HaAHUYM»
http://znanium.com/go.php?id=390294

Additional literature

4. KapnoBa Cgernana BacuibeBHa. [IpakTukym 10 MEXIYHApOIHOMY
MapKeTUHry : yude0. mnocobue g CTYIEHTOB, OOyYaroluxcsi 0
cnenuanbHocT "MupoBas skonomuka" / C. B. Kapnosa. - 2-e uzn., crep. -
M. : KuoPyc, 2010. - 198, [1] c. : puc., Tabmn. ; 21 cm. - ISBN 978-5-406-
00737-2 : 120.00.

5. Strategic global marketing : issues a. trends / ed. Erdener Kaynak. - New
York : International Business Press, 2002 : International Business Press :
International Business Press. - XV111,233p. : tab. - Ha tut. 1. Taroke: Has been
co-published simultaneously as Journal of global marketing, Vol. 16, N 1/2
2002. - Yka3. ¢.231-233. - ISBN 0-7890-2016-5. - ISBN 0-7890-2017-3 : 600.


http://znanium.com/go.php?id=390294
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Topic Ne 6: International marketing communications
1.  What are specific characteristics of personal contacts in international
marketing?
1. Please define integrated communications of a company.
2. What are specific characteristics of business negotiations in
international business?
3. What are specific characteristics of marketing communications culture
in international marketing?

Basic literature:

1. AGaes Anan JlazapeBnd. MexayHapoIHbIH MapKETHHI: YYEOHHK U
MPaKTUKYM Tl OakanaBpuata U maructpatypsl / [A.JI. AGaeB u np.]; mox
pen. AJL. AbGaeBa, B.A. Anekcynuna. - M.: U3natensctBo FOpaiit, 2016. —
362 c.

2. barues I'eopruii JleonnmpoBuu. MexayHapoIHbI MApKETUHT : YY€OHUK IO
cnenuanbHoct "Mapkerunr”" / I'. JI. barmes, H. K. Mowuceera, B. U.
Uepenkos ; mox o6, pen. I'. JI. baruera. - 2-e uzz., nepepad. u gomn. - M. [u
ap.] : [urep, 2009. - 688 c. : puc., Tadim. ; 24 cM. - (YueOHUK Ui BY30B). -
bubmuorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.

3. MouceeBa Huna KoncrantunoBHa. MexXayHapoJHBIA MapKETHHT U OHU3HEC
[OnexTpoHHBIN pecype] : YueOHoe mocodbue. - MockBa ; Mocksa : OOO
"KYPC" : OOO "Hayuno-n3narensckuit uenrp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. ObC «3HAaHUYM»
http://znanium.com/go.php?id=390294

Additional literature:

4. Kotnep ®dunun. Mapketunr : ['octenpuumcTBo. Typusm : y4eOHHK st
ctynenToB By30B / ®@. Kotnep, k. boyan, J[>x. MelikeH3 ; mep. ¢ aHIJI. MO/
pen. P.b. Hoznpesoii. - M. : FOHUTH, 1998. - XXIV, 763 c. : puc.,tadm. -
ITep. u3a.: Marketing for hospitality and tourism / Ph. Kotler, J. T. Bowen, J.
C. Makens. - [lom. tut. 1. opur. anri. - ISBN 5-238-00018-9. - ISBN 0-13-
858267-X.

5. Strategic global marketing : issues a. trends / ed. Erdener Kaynak. - New
York : International Business Press, 2002 : International Business Press :
International Business Press. - XV111,233p. : tab. - Ha Tur. 1. Taxxke: Has been
co-published simultaneously as Journal of global marketing, Vol. 16, N 1/2
2002. - Yka3. ¢.231-233. - ISBN 0-7890-2016-5. - ISBN 0-7890-2017-3 : 600.

References:
6. IllapxoB denuxc M3ocumoBnd. KOMMYHHMKOJIOTHS : SHIMKIONEIAYECKUAN

CloBapb-cpaBOYHUK. - M31. 3-¢. - Mocksa : Jlamkos, 2013. - 768 c. - ISBN
978-5-394-02169-5. http://znanium.com/go.php?id=430299



http://znanium.com/go.php?id=390294
http://znanium.com/go.php?id=430299
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Topic Ne 7: Marketing strategies of an international company

1. What are the main components of international marketing strategies?

2. What are the criteria of classification in international marketing strategies?
3. What is the basis for the choice of a marketing strategy in international
business?

4. What is the process of decicion-making in international marketing?

5. Please name the main product strategies in international marketing.

6. Please describe the assortment policy of a company in international
marketing.

7. Which promotion strategies do you know?

8. What are the main sales strategies in international marketing?

Basic literature:

1. AGae Anan JlazapeBuu. MexayHapOAHBIH MApPKETHHI: YYEOHUK U
MPaKTUKYM Uit OakaiiaBpuata u maructpatypsl / [AJI. AGaeB wu np.]; mox
pen. AJL. AbGaeBa, B.A. Anekcynuna. - M.: U3natensctBo FOpaiit, 2016. —
362 c.

2. barues I'eopruii JleonnnoBud. MexayHapoIHbIN MapKETUHT : YYEOHUK I10
cnenuanbHoctn "Mapketunr”" / I'. JI. barues, H. K. Mouceesa, B. U.
Yepenkos ; mox obmr. pexn. I'. JI. baruera. - 2-¢ u3zn., mepepad. u gorm. - M. [u
ap.] : Iutep, 2009. - 688 c. : puc., Tadx. ; 24 cm. - (Y4eOHUK ISl BY30B). -
bubmmorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.

3. MouceeBa Huna KoncrantunoBHa. MexXayHapoJHBIA MapKETHHT U OU3HEC
[OnexTpoHHBIN pecypc] : YueOHoe mocodbue. - MockBa ; Mocksa : OOO
"KYPC" : OO0 "Hayuno-uzgarensckuit nentp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. 9BC «3HaAHUYM»
http://znanium.com/go.php?id=390294

Additional literature:

4. HoznpeBa Pauca bopucoBna. CoBpeMeHHbIE aCMEKThl MEXKIyHApOIHOTO
MapkeTuHra : yue6. mocodue / P. b. Hoznpesa ; Mock. roc. HH-T MEXIyHap.
otHomienuit (yu-1). - M. : POCCIIOH, 2004. - 278,[1] c. : puc., Tadmu. -
(Vueonuku MI'MMO). - bubnuorp. B koHiie kH. - ISBN 5-8243-0426-2 : 99.

5. McAuley Andrew. International marketing : Consuming globally, thinking
locally. - Chichester [etc.] : Wiley, 2001. - X111, 337 p. : fig.,tab. - Ykas3. ¢.325-
337. - ISBN 0-471-89744-2 : 1000.

6. Strategic global marketing : issues a. trends / ed. Erdener Kaynak. - New
York : International Business Press, 2002 : International Business Press :
International Business Press. - XV111,233p. : tab. - Ha tut. 1. Taroke: Has been
co-published simultaneously as Journal of global marketing, Vol. 16, N 1/2
2002. - Yka3. ¢.231-233. - ISBN 0-7890-2016-5. - ISBN 0-7890-2017-3 : 600.


http://znanium.com/go.php?id=390294
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Topic Ne 8: Distribution in international marketing
1. Please name the main types of dictribution channels.
2. What are the criteria of distribution channel choice in international
marketing?
3. How is the process of intermediaries search and choice carried out?
4. Integrated logistics in contemporary conditions.

Basic literature:

1. AGaes Anan JlazapeBnu. MexayHapoIHbIH MapKETHHI: YYEOHHK U
MPaKTUKYM T OakayiaBpuata U mMaructpatypsl / [A.JI. AGaeB u ap.]; mox
pen. AJI. AGaeBa, B.A. Anekcynuna. - M.: U3narensctBo IOpaiit, 2016. —
362 c.

2. barues I'eopruii JleonnnoBud. MexayHapoIHbI MapKETUHT : YUYEOHUK I10
cnenuanbHocT "Mapkerunr" / I'. JI. barmes, H. K. MouceeBa, B. .
Uepenkos ; mox o6, pen. I'. JI. baruera. - 2-e uzz., nepepad. u gomn. - M. [u
ap.] : [urep, 2009. - 688 c. : puc., Tadim. ; 24 cM. - (YueOHUK /Ui BY30B). -
bubmuorp.: c. 676-688. - ISBN 978-5-91180-660-6 : 361.02.

3. MouceeBa Huna KoncrantuHoBHa. MexTyHapOJHBIM MapKETHUHT U OU3HEC
[DnexkTpoHHBIN pecypc] : YuebHoe mocobue. - MockBa ; Mocksa : OOO
"KYPC" : OOO "Hayuno-n3narensckuit uenrp MHOPA-M", 2013. - 272 c. -
ISBN 978-5-905554-30-8. ObC «3HAaHUYM»
http://znanium.com/go.php?id=390294

Additional literature:

4. KapnoBa Cgernana BacuibeBHa. IIpakTukym 10 MEXIyHapOIHOMY
MapkeTuHry : yueb. mocobuwe i CTYJIEHTOB, OOYYaroluxcsi 0
cnenuanbHocTH "Muposas skonomuka" / C. B. Kapnosa. - 2-e uzn., crep. -
M. : KuoPyc, 2010. - 198, [1] c. : puc., Tabmn. ; 21 cm. - ISBN 978-5-406-
00737-2 : 120.00.

5. McAuley Andrew. International marketing : Consuming globally, thinking
locally. - Chichester [etc.] : Wiley, 2001. - X111, 337 p. : fig.,tab. - Ykas3. ¢.325-
337. - ISBN 0-471-89744-2 : 1000.

9.2. Recommendations for the preparation of written works

Scientific report or an essay is an independent student work finalizing his
theoretical and practical studies of the course. While preparing the scientific report
the student should demonstrate his abilities to solve practical problems with the help
of obtained knowledge.

The written works are prepared wit the help from the lecturer. The student is
expected to demonstrate to which extent he has mastered theoretical knowledge and
practical skills, learned to set scientific and researc tasks, make conclusions and
analyse the obtained material.


http://znanium.com/go.php?id=390294

1.
2.
3.
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General requirements:

In order to successfully complete the written work the student is required to
Have theoretical knowledge of the course in accordance to RSUH program;

Be profficient in the methods of scientific research;

Be able to use modern technologies in the process of preparation of a written
work;

Be able to choose relevant information sources and work with professional
literature;

Be able to formulate theoretical and practical recommendations and analysis
results.

The written work should correspond to the following general requirements:
Relevance of the topic.

Pointedness, concreteness and soundness of conclusions.

High level of research in accordance with nodern requirements.

The topics of the written works are formulated on the basis of Example topics in

p.5.4. of the present program.

The suggested topics are examples and permit students to choose other topics

after having discussed them with the lecturer.

Requirements for the contents and the structure of the texts
The suggested example topics include a wide variety of problems. Therefore

structure of each work should be discussed by the lecturer and the student depending
on student’s scientific interests, availability of information and other factors.

Every scientific work should contain :
Front page

Table of contents

introduction

chapters of paragraphs

conclusion

list of references
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ANNEX 1. ABSTRACT

The course “International marketing” is an optional course of variative cycle
(b1.B./Z1B.09.02) of courses of the educational direction 38.03.02 «Management»
(Bachelors level) (profile: "Marketing") of the full-time form of education. The
course is taught in the Faculty of Management of the Institute of Economics,
Management and Law of RSUH by the department of marketing and advertising.

Aim of the course — to provide the students with fundamental theoretical and high-
quality practical knowledge of international marketing, skills of marketing activities
in the international markets, to prepare specialists with professional competences
needed for the international marketing activities.

Tasks of the course :
- study the basic notions of international marketing ;

- assist in learning professional terminology of international marketing in Russian
and English;

- form skills of using methodology and methods of market research of foreign
markets and consumers ;

- study specific characteristics of the usage of main marketing strategies while
entering a foreign market;

- ensure understanding of specific characteristics of promotion in various countries
and regions ;

- learn the basics of marketing communications in the international market;

- prepare specialists that will be capable of making reasonable decisions on
marketing matters in international business in a timely and creative manner.

The course is aimed at formation of the following competences :

o Professional competences:
PC-3  (skills of strategic analysis, development and realization of company’s
strategy aimed at ensuring competitiveness).

As a result of the course the students should :

Know:

- the main categories of international marketing;

- specific characteristics of the foreign market and consumers needs research;
- methods of analysis, evaluation and choice of a foreign market;

- basic principles of segmentation of a foreign market;

- specific characteristics of the complex of marketing while working in a foreign
market;

- principles, approaches, strategies and methods of development of product, price
and sales policy in foreign markets;
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-specific characteristics of developing efficient marketing communications in
external markets;
- specific characteristics of marketing activities in different types of markets;
-possibility to use various marketing strategies while entering a foreign market.
Be able to:

- prepare plans of market research of a foreign market taking into consideration
specific characteristics of different countries;

- choose optimal strategy on the basis of market conditions analysis and conjuncture
of a foreign market;

- make promotion plans for the foreign markets;

- find out specific characteritics of the marketing activities in various foreign
markets;

- research competitive environment for conducting of international activities;

- analyze internal market changes connected with the appearance of foreign
competitors;

- put into practice the obtained knowledge on interaction with international partners
including communications in a foreign (English) language.

Be profficient in:
- special terminology in Russian and English languages;
- methods of analysis for various markets;
- basic methods of planning and organizing marketing activities in foreign markets;

- principles and methods of assessment of efficiency of marketing activities in
external markets;

- skills of carrying out market research in foreign markets;
- skills of assesment of efficiency of various promotion methods in foreign markets;

- principles of usage and combination of different forms of modern marketing
communications in internationlal markets.

The course program includes the following types of control : the
ongoing current control in the forms of interviews, testing, independent students’
work and interim attestation in the form of examination at the end of the course.

The total labour intensity of the course is 3 credit units(108 hours).
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Ilpunosxcenue 2

Teker akryanu3anuu win npunaraeMsii Kk PIIJI nokymeHr,
coAepKaINi U3MEHECHUS

[ara

Ne
MPOTOKOJIA

[Tpunoxenue Nel ObHo6rena ocho6uas u 0ONOIHUMENbHAS
Jaumepamypa, cocmaeg npocpammrozo ooecnedenus (110),
CcoB8peMeHHbIX npogheccuoHanrbhvix 6asz oanHwvlx (B/) u
ungopmayuonno-cnpasounsie cucmem (MCC), nepeuenn
b/[udCC

11.05.2017 a.

10

[Ipunoxenue No2 Obnosnena ocnogHas u 0ONOIHUMENbHAS
Jaumepamypa, cocmas npocpammtozo oovecnevenus (110),
coB8peMenHbIX npogheccuonanrbhvix 6asz oanHvlx (B) u
ungopmayuonno-cnpasounsie cucmem (MCC), nepeuens
b/luHcc

17.05.2018 2

[Ipunoxenue No2 Obnosnena ocnogHas u 0ONOIHUMENbHAS
Jaumepamypa, cocmas npocpammtozo oovecnevenus (110),
co8pemenHbIX npogheccuonanrbrvix 6az oanHulx (K1) u
unghopmayuonno-cnpasoynwvie cucmem (MCC), nepeuens

Bl u UCC

31.08.2019

[Tpunoxenue Ne3 Obnosnena ocnosnas u 0onoanumenvHas
Jqumepamypa, cocmas npocpammtozo oovecnevenus (110),
coepemeHHbIX npogeccuonanvhwvix 6az oanuvix (b/) u
ungopmayuonno-cnpasounsie cucmem (MCC), nepeuens
bulncc

31.08.2020
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[Tpunoxenue k aucty namMmeHeHuit Nel

Cocras nporpammuoro odecnevyenusi (I1IO), copemeHHbIX NpodecCHOHANBHBIX 0a3
nanubix (b/1) u undopmanuonno-cnpasounbie cucrem (MCC) (2017 r.)

. [lepevens 1O
Tabnuya 1
Nont Haumenoanue I10 [TpousBogutens | Crocob pacnpocTpaHeHUS
/i (ruyensuonnoe unu
Cc80000HO
pacnpocmparsiemoe)

1 Adobe Master Collection CS4 Adobe JIMICH3UOHHOE
2 Microsoft Office 2010 Microsoft JIMIICH3UOHHOE
3 Windows 7 Pro Microsoft JIMIIEH3HOHHOE
4 AutoCAD 2010 Student Autodesk cBOOOTHO

pacnpocTpaHseMoe
5 Archicad 19 Rus Student Graphisoft CBOOOTHO

pacnpocTpaHseMoe
6 SPSS Statisctics 22 IBM JIMIICH3UOHHOEC
7 Microsoft Share Point 2010 Microsoft JIMIICH3UOHHOE
8 SPSS Statisctics 25 IBM JIMIIEH3HOHHOE
9 Microsoft Office 2013 Microsoft JIMIICH3UOHHOE
10 OC «Anbt O6pazoBanue» 8 OO0OO «ba3zanbT | JIULEH3UOHHOE

CIIO
11 | Kaspersky Endpoint Security Kaspersky JIMIIEH3HOHHOE
. llepeuens BJI u UCC
Tabnuya 2

Nen/m HanmeHnoBanue

Mexaynapoansie pedepaTuBHbIe HaykoMeTpuueckue b/, mocTymHbie B pamkax
HalMOHAIbHOM nmoanucku B 2017 T.

Web of Science

Scopus

[Tpodeccuonanbubie moHOTEKCTOBBIE BJI, JOCTYITHBIE B paMKax HaIlMOHATLHON
noamnucku B 2017 T.

Kypuansr Oxford University Press

ProQuest Dissertation & Theses Global

SAGE Journals

XKypuansr Taylor and Francis

[Tpodeccuonanpabie MOTHOTEKCTOBBIE B/]
JSTOR
W3nanus 1o oOIeCTBEHHBIM U TYMaHUTAPHBIM HayKam

KoMIbroTepHbI€ ClIpaBOYHBIE IIPABOBBIE CHCTEMBI
Koncynsrant Ilntoc,
I"apanT
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[Tpunoxenue K TUCTy n3MeHeHnt No3

Cocras nporpammuoro odecnevenusi (I1O), coBpemeHHbIX podecCHOHANBbHBIX 0a3
nanubix (b/1) u undopmanuonno-cnpasounbie cucrem (MCC) (2018 r.)

. [lepevens 1O
Tabnuya 1
Nont Haumenoanue I10 [TpousBogutens | Crocob pacnpocTpaHeHUS
/i (ruyensuonnoe unu
Cc80000HO
pacnpocmparsiemoe)

1 Adobe Master Collection CS4 Adobe JIMICH3UOHHOE
2 Microsoft Office 2010 Microsoft JIMIICH3UOHHOE
3 Windows 7 Pro Microsoft JIMIIEH3HOHHOE
4 AutoCAD 2010 Student Autodesk cBOOOTHO

pacnpocTpaHseMoe
5 Archicad 21 Rus Student Graphisoft CBOOOTHO

pacnpocTpaHseMoe
6 SPSS Statisctics 22 IBM JIMIICH3UOHHOEC
7 Microsoft Share Point 2010 Microsoft JIMIICH3UOHHOE
8 SPSS Statisctics 25 IBM JIMIIEH3HOHHOE
9 Microsoft Office 2013 Microsoft JIMIICH3UOHHOE
10 OC «Anbt O6pazoBanue» 8 OO0OO «ba3zanbT | JIULEH3UOHHOE

CIIO
11 | Microsoft Office 2013 Microsoft JIMIIEH3HOHHOE
12 | Windows 10 Pro Microsoft JIMIICH3UOHHOEC
13 | Kaspersky Endpoint Security Kaspersky JIMIIEH3UOHHOE
. llepeuens BJI u UCC
Tabnuya 2

Nen/m HaumenoBanue

Web of Science
Scopus

Mexaynapoansie pedepaTuBHbIe HaykoMeTpuueckue b/, mocTynHbie B pamkax
HallMOHAILHOM nmoanucku B 2018 T.

noamnucku B 2018 T.

SAGE Journals

Kypnansr Taylor and Francis
DJIeKTPOHHBIC U3IaHUsI U3IaTeNILCTBA SPringer

Kypuansr Cambridge University Press
ProQuest Dissertation & Theses Global

[Tpodeccuonanbubie moHOTEKCTOBBIE BJI, TOCTYIIHBIE B paMKax HAIMOHAIBHOU

JSTOR

[Ipodeccrnonanbhbie moMHOTEKCTOBBIE B]]

W3nanus oo O6H_ICCTBCHHLIM 1 TYMAaHUTApPHBIM HayKaM

I'apanT

KommbroTepHbie cripaBOYHbBIE TIPABOBbIE CHCTEMBI
Koncynprant [ltoc,
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ITpunoxenue k 1ucty usmeHeHuit Ne3

CoctaB coBpeMeHHBIX npodeccuoHanbHbIX 0a3 fanHbiX (b]]) 1 nHbOpMaMOHHO-CIIPaBOYHBIC

Neri/rt

1

cuctem (MCC) (2019 1.)

HaunmenoBanue
MexnyHapoaHbie pedepaTHBHBIC
HaykoMeTrpuueckue b/l, noctynusie B pamkax
HaoHaILHOM noanucku B 2019 r.

Web of Science

Scopus

[Ipodeccuonanpubie MoMHOTEKCTOBBIE B/,

JOCTYITHBIE B paMKaX HAIlMOHATBHON

noxnucku B 2019 r.

Kypuaner Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

XKypuaner Taylor and Francis

[IpodeccrnonanbHbIe MOTHOTEKCTOBBIC B]]

JSTOR

W3nanus mo o0IeCTBEHHBIM U
ryMaHUTapHBIM HayKaMm

OnekrponHas 6ubaroreka Grebennikon.ru

KomMmrmbroTepHbie CripaBOYHbBIE TPABOBBIE

CUCTEMBI

KoncynpranT [Lntoc,

l'apant

Cocras nporpammuoro obdecnieuenus (I10) (2019 r.)

IIepeuens I10

Neni/m Haumenosanue 110 [IpounzBoaurens Cnoco6
pactipocTpaHeHUs
(ruyenzuonnoe unu
c80000HO
PAacnpocmpansiemoe)

1 Adobe Master Collection CS4 Adobe JIUIIEH3UOHHOE

2 Microsoft Office 2010 Microsoft JINIEH3UOHHOE

3 Windows 7 Pro Microsoft JIULIEH3UOHHOE

4 AutoCAD 2010 Student Autodesk CBOOOJTHO
pacmipocTpaHseMoe

5 Archicad 21 Rus Student Graphisoft cBO0OOIHO
pacmipocTpaHseMoe

6 SPSS Statisctics 22 IBM JINIEH3UOHHOE
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8
9
10
11
12
13
14
15
16
Ner/nn
1
2
3
4
Neri/m
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Microsoft Share Point 2010  Microsoft JUIEH3UOHHOE
SPSS Statisctics 25 IBM JIALEH3MOHHOE
Microsoft Office 2013 Microsoft JUIEH3UOHHOE
OC «Anbt ObpazoBanue» 8§  O0O «bazanst CI1O JUIEH3UOHHOE
Microsoft Office 2013 Microsoft JUIEH3UOHHOE
Windows 10 Pro Microsoft JIULIEH3UOHHOE
Kaspersky Endpoint Security  Kaspersky JIMIIEH3UOHHOE
Microsoft Office 2016 Microsoft JUIEH3UOHHOE
Visual Studio 2019 Microsoft JIALEH3NOHHOE
Adobe Creative Cloud Adobe JUIEH3UOHHOE

[Ipunoxenue k nucty usmenenuii Ne4

epeyens B/l u UCC (x m. 6.2 na 2020 r.)
HaumenoBanue
MexnyHapoanslie pedepatuBHbie HaykoMeTpuueckue b/I, noctynusie B
paMKax HalMoHajabHOM moanucku B 2020 T.
Web of Science
Scopus
[Ipodeccrnonansubie monHotekcToBbie bJI, TOCTymHBIE B paMKax
HaMOHAILHOM noanucku B 2020 r.
XKypuaner Cambridge University Press
ProQuest Dissertation & Theses Global
SAGE Journals
XKypuaner Taylor and Francis
[Ipodeccrnonanbubie monHoTeKcTOBBIE B]]
JSTOR
W3nanus mo oO1ecTBEHHBIM U TYMaHUTAPHBIM HayKaM
Dnektponnas oubmuorexa Grebennikon.ru
KomMmrmbroTepHbie CripaBOYHbBIE TIPABOBBIE CUCTEMBI
Koncynsrant Ilmtoc,

lapanTt
Cocras nporpammuoro odecnnevyenusi (IIO) (k n. 7 va 2020 r.)
Haumenosanue I10 [IpousBoaurens Crnoco6
pacrpocTpaHeHus
(ruyensuonnoe unu
€60600HO

pacnpocmpatsiemoe)
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Adobe Master Collection CS4
Microsoft Office 2010
Windows 7 Pro

AutoCAD 2010 Student

Archicad 21 Rus Student

SPSS Statisctics 22
Microsoft Share Point 2010
SPSS Statisctics 25
Microsoft Office 2013

OC «Anbt ObpazoBanue» 8
Microsoft Office 2013

Windows 10 Pro

Kaspersky Endpoint Security
Microsoft Office 2016

Visual Studio 2019

Adobe Creative Cloud

Zoom

Adobe

Microsoft
Microsoft
Autodesk

Graphisoft

IBM
Microsoft
IBM
Microsoft
00O «bazansT CIIO
Microsoft
Microsoft
Kaspersky
Microsoft
Microsoft
Adobe
Zoom
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JIMIIEH3HOHHOE
JJMIOECH3NOHHOC
JIMIIEH3HOHHOE
cBOOOIHOpAcIpocTpa
HSIEMOE

CcBOOOHO
pacrpocTpaHsieMoe
JIMIIEH3UOHHOE
JIMIIEH3HOHHOE
JIMIIEH3UOHHOE
JIMIIEH3HOHHOE
JIMIIEH3UOHHOE
JIMIIEH3HOHHOE
JIMIIEH3UOHHOE
JIMIIEH3HOHHOE
JIMIIEH3UOHHOE
JIMIIEH3HOHHOE
JIMIIEH3UOHHOE
JIMIIEH3HOHHOE
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