Annotation for the training work program of the course
«Marketing Management»

The "Marketing management" course’s training work program is designed
for Master degree students by the Management program’s code 38.04.02, master's
program "International management”

The "Marketing management™ course is a part of the core disciplines of
professional cycle. The variation part of the Discipline (modules).

The total intensity of the course is 3 credit units & 108 hours. The
curriculum provides lectures (12 hours) and practical classes (24 hours, including
interactive form — 12 hours), an independent student work (72 hours, including 36
hours to prepare for the exam). The course is implemented for the second year
students in the third semester.

The "Marketing management "' course is based on the knowledge, skills and
abilities gained from the study of disciplines such as “Economics and
Management: an adaptation course”, "Project Management”, “Skills for Study in
Economics and Management”, “Quality management in the creation of innovative
products” and it allows you to prepare students for the learning of a number of
disciplines such as "The management strategy"”, “Entrepreneurship”, “Doing
Business in Asia” , etc.

The content covers the following issues: introduction to marketing
management, marketing plan, strategic marketing, SWOT-analysis, customer
relationship marketing, creating and capturing customer value, the role of market
research in the marketing management, consumer markets and consumer buyer
behaviour, marketing research process, research design and research projects,
methods of qualitative and quantitative research, market segmentation,
segmentation strategies, target markets, audit of marketing metrics, identifies the
5 Ps of marketing-mix, digital marketing, etc.

The course objectives. The purpose of the course is to provide the students

with the basic concepts of marketing management, strategic marketing concepts



and strategic marketing tools and to form students' marketing mindset which aims
to manage the value proposition of the company on the basis of understanding the
necessity of partnership relations development with stakeholders, which leads to
the increase of the company's business capitalization.

Objectives of the discipline:

- to prepare students for the independent decision-making, development of
a product according to the inquiries of consumers;

- to examine and evaluate the marketing theories and concepts within the
context of management and operations of business;

- to analyze the relationships between consumers, practitioners, and policy
makers of services/products;

- to evaluate the impacts of social, economic, political, cultural, and other
areas on companies;

- to identify marketing problems of business, and apply marketing
knowledge and skills to solve the problems

- to organize and analyze related numerical and graphical data, and
translate them into business information

- to apply the framework to effectively analyze, strategize and act on key
concepts to build strong relationships with customers.

- the acquisition of skills to develop marketing plan.

At the beginning of the course a student should be able to:

— ability to use the basics of economic knowledge in various fields of
activity;

— ability to design organizational structures to participate in the
development of strategies for the management of human resources organizations
to plan and implement activities, allocate and delegate powers subject to personal
liability for the activities to be performed;

— use of various methods of conflict resolution in the design of

interpersonal, group and organizational communications based on modern



technologies

environment;

of personnel

management, including, in a cross-cultural

For successful study of the "Marketing management™ course, the following

preliminary competences should be formed by students:

Competency code
and statement

Competency development stages

PC-4 ability to
analyze and shape

- The essence of the marketing management concepts
- Business unit strategic planning

the _entrepreneurial know 1 _ Marketing strategies
orientation of the .
organization - Nature and contents of a marketing plan
(competence iS | apleto |~ Develop marketing plan
formed in part) do - Explain the steps involved in the business strategy planning
process
- Methods to identify the key elements of a customer-drive
marketing strategy and discuss the marketing management
possess | orientations that guide marketing strategy.
- Approach to developing marketing plan and formulation
marketing strategies
PC-8 - ability to use wnow | - The technology trendwatching
quantitative and - Marketing metrics and Key Performance Indicators (KPIs)
?ualltatl\_/e methods - Highlight market trends based on trend-matching technology
or applied research . . _
and bUSINess and apply data for planning an enterprise strategy;
process able to | - Analyze the impact of global forces and macro factors in the
management, to | 4O company's activities;
prepare  analytical - Determine how to respond to the marketing environment
materials on the and find ways to improve the competitiveness of the enterprise
results of their - An approach to the study of the influence of environmental
application factors on the activity of the enterprises and trends;
(competence is | possess | - Tools for analyzing market development trends, determining
formed in part) market development prospects for making management
decisions
PC-9 - master of - Strategic analysis methods;
economic - methods - Approach to creating and capturing customer value;
and Strategic - The process of evaluating market segments;
analysis of the Know Mod . . .
economic agents - Modern technologies of  developing and promotion
behavior and products;
markets in  the - The concept of positioning for competitive advantage
global environment - Marketing strategies at the instrumental level
(competence is - QOutline the major characteristics affecting consumer
formed in part) behavior
able to . . ) )
do - To explain market segmentation and identify segments and
target markets;
- To create long-term loyalty relationships
- Methods for market segmentation
pOSsess

- Discuss choosing and implementing a positioning strategy
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‘ ‘ - Develop major marketing decisions

The following methods of active/ interactive learning are used for the
formation of the above competencies within the discipline "Marketing
management™: business game, brainstorming, analysis of specific educational

situations (case method), seminar-discussion.



AHHOTaUMs K pado4eii mporpaMMe JUCHUTINHBI

«MapkeTHHIOBOE YNIpaBJICHUE»

VY4eOnslli Kypc «MapKEeTHHIOBOE YIPABICHUE» MPEJHA3HAYEH IS
CTYAEHTOB HarpaBjieHusd noarotoBku 38.04.02 MeHemXMEHT, Marucrepckas
nporpamMmma « Mexk1yHapOIHbI MEHEIKMEHT.

JucunmuimHaa  «MapKeTHHIoBO€ — yIpPaBIICEHHWE)» BKIKOYEHA B COCTaB
BapuaTUBHOM YyacTh 010ka «ucuuriinHel (MOIYIIN)».

OO1ast TpyI0EMKOCTh JAUCHUIUIMHBI COCTaBIIseT 3 3aueTHble eauHuIlbl, 108
4acoB. YYeOHBIM IUIAHOM NPEAYyCMOTPEHBI JIEKIMOHHBbIE 3aHsATus (12 4Jacos),
npakTudeckue 3aHsaTus (24 yaca, B tom uncie MAO 12 wyacos),
caMocTosiTeNibHasi pabota cTyaeHToB (72 dyaca, B TOM uucie 36 4acoB Ha
MOJITOTOBKY K 2K3aMeHy). Jlucuuminnaa peanusyercst Ha 2 Kypce B 3 ceMecTpe.

Hucunminaa «MapKeTUHIOBOE yNpPaBIECHUE» OCHOBBIBAETCS HA 3HAHMSIX,
YMEHHSIX M HaBbIKaX, TIOJYYEHHBIX B PE3yJbTaTe€ HW3YUYCHUS JUCHUUILIUH
«IKOHOMHKA U yIpaBJI€HUE: alalTallMOHHBIN Kype», « YIIPaBICHUE TPOCKTAMM,
«Skills for Study in Economics and Management (AkajgeMuueckue HaBHIKH B
00J1aCTH PKOHOMHMKH M MEHEKMEHTA)», «MEeHeKMEHT KauecTBa MPU CO3/IaHUN
WHHOBAIIMOHHBIX MPOIYKTOB» M MO3BOJISIET MOJTOTOBUThH CTYJICHTOB K OCBOCHHUIO
pana  TakuxX  JIUCIUILIMH, kKak  «CTpaTeruyeckuii  MEHEIKMEHTY,
«IIpennpuaumMaTenbCTBOY, «Benenue 6u3zneca B A3Uny.

Conepkanue JTUCHUIUIMHBI OXBAThIBACT CIEAYIOUIMNA KpPYr BOIPOCOB:
BBEJICHUE B YNPABJICHUE MAPKETHUHIOM, MApKETHUHTOBBIM IJIaH, CTPATETHUECKUN
MapkeTuHr, SWOT-aHnanu3, B3aMMOOTHOIIEHUS C KJIMEHTAMH, CO3JaHUE
MOTPEOUTENILCKOM IIEHHOCTH, POJIb MAPKETUHTOBBIX UCCIICIOBAHUM B yIIPaBICHUN
MapKeTUHTOM, TOTPEOUTENbCKAE PHIHKM U TOTPEOUTETHCKOE TOBEICHUE
MOKYIIAaTelIsl, CETMEHTUPOBAHUE PBIHKA, CTPATETHMH CETMEHTUPOBAHMUS, 1IEJIEBbIC
pPBIHKHM, ayJIuT MapKETUHTOBBIX IIOKa3aTejiel, OIpejeeHue DSJIEMEHTOB

KOMIUIEKCa MapKETHUHTa, [U(POBONH MAPKETHHT U T. 1.



Ocoboe BHUMaHHWE YHOENAETCS BOMPOCAM TPUHATHS MAPKETHHTOBBIX
pEeIIeHNI Ha KOPIOPAaTHBHOM YPOBHE, B T.4. HU3Yy4alOTCAd NOPTHETbHBIC
CTpaTeruv, CTPATETMM WHTEHCUBHOTO pOCTa, WHTErPATUBHBIE CTPATETUU,
CTpaTeruu AuBepCcUUKAINKN, KOHKYPECHTHBIE CTPATEeTHH.

KiroueBbIM  3l€MEHTOM Kypca SBISIETCS [OHHMMaHUE MPUHLUIIOB
MapKETUHIOBOTO yIpaBieHus: npeanpusitueM. CTyaeHTbl OyIyT BBINOJIHATh, KaK
VHJIUBUAYaJIbHbIC, TaK U TPYIIOBBIC 3aJaHUsl, OCHOBAHHBIX HA MPAKTUYECKHUX
CUTYyallMsiX, KOTOphIe pa3paboTaHbl C Yy4eTOM CHEHUPUKH ACSTEIbHOCTU
PETUOHAIBHBIX KOMITAHUWA W KOMITIAaHUKA A3MaTCKO-TUXOOKEAHCKOTO PETHOHA.

Jucnnmumaa «MapKEeTHHIOBOE YIIPABICHHE» YUTACTCS HA AHTJIIMHCKOM
A3bIKE.

Heab - MOAroTOBKAa CTYACHTOB IO BOMPOCAM KOHIICHIUW YIPABJICHUS
MapKETUHIOM, CTPaTErM4eCKOro MAapKETUHIa, MPUMEHEHUS WHCTPYMEHTOB
TaKTUYECKOTO MapKEeTHMHra M (QOPMUPOBAHUE Y CTYICHTOB MAapKETHHTOBOIO
MHUPOBO33pPEHHUS, KOTOPOE€  HAMNpPaBJICHO Ha  YIOPaBICHHE  LIEHHOCTHBIM
MPENJIOKEHUEM KOMITAHMM Ha OCHOBE TOHMMAaHUS HEOOXOIUMOCTH Pa3BUTHS
MapTHEPCKUX OTHOIICHUN CO CTEMKXOJIepaMH, YTO MPUBOJUT K TMOBBIMICHUIO
KanuTaau3anuy Ou3Heca KOMIaHUH.

3agaum:

- TMOJTOTOBUTH CTYJEHTOB K CaMOCTOSITEIbHOMY TMPUHSTHIO PEIICHUH,
pa3paboTKe MpPOAyKTa B COOTBETCTBUM C 3alpocaMu  IOTpPEOUTENEH,
chopMHUpOBaTh HABBIKM YyMpaBlICHUs MopTderieM OpEHIIOB M MPOBOAUTH OPEHI-
ayJiuT,

- WU3YyYHUTh U OLEHUTh MAPKETUHTOBHIE TEOPUHU U KOHLECMIIMU B KOHTEKCTE

yhpaBieHUs! U OU3HeC-oIepaluii;

- MPOAHAIU3UPOBATH OTHOUIEHUS MEXIy MOTpeOuTensimMu, Ou3Hec-
PaKTUKAMH U MEHEIKEpaMu 10 yciryram / IpoayKTam;

- OLUEHWUTb BIMSAHUE COLMAIBHBIX, OKOHOMHUYECKHX, IOJUTUYECKUX,

KYJBTYPHBIX U APYTUX (PAKTOPOB HA AESATEIbHOCTh KOMITAHUY;



— BBIABJIATDH MapKCTHHI'OBBIC HpO6J’ICMBI OusHeca " IMPHUMCHATH

MAapKCTHUHI'OBBIC 3HAHWS W HABBIKW JJISI PCIHICHUHA HpO6JICM;

- OpPraHU30BBIBATb U AHAJIN3UPOBATH CBA3dHHBIC YHUCJIOBBIC U r‘pa(buqecmde

JaHHBIC U IICPCBOJAUTL UX B 6H3HCC-I/IH(1)OpMaHI/IIO;

- mpuMeHATh d(G(EKTUBHBIA aHaNu3, BBIpAOATHIBATH CTpaTeTUd M|
IIPUMEHSATh KJIIOUEBBIE KOHLENIMWU JUIA CO3JaHMsS IPOYHBIX OTHOLICHUH C

KIIMCHTaMU,

- npuoOpeTeHne HaBBIKOB IO pa3padOoTKe MAPKETUHIOBOTO TJIaHA.

JIJIsl yCTIENTHOTO U3YYeHUS TUCIUTINHBI « MapKEeTHHTOBOE YIIPABICHUE) Y
00y4Jaronuxcsi JOJKHBI OBITh COPMUPOBAHBI CICAYIONINE MPEIBAPUTEITHHBIC
KOMITETEHIIUU:

— CMOCOOHOCTh HCITOJIB30BaTh OCHOBBI SKOHOMUYECKHMX 3HAHWW B Pa3TMYHBIX
chepax AesTeTbHOCTH;

— CHOCOOHOCTHIO MPOSKTUPOBATH OPTraHU3AIIMOHHBIE CTPYKTYPhI, y4acTBOBATh B
pa3paboTKe CTpaTeruii yIpaBICHHs YeIOBEYECKUMH PECypcaMy OpraHu3alni,
IJIAHUPOBATh M OCYIIECTBIISATH MEPOTIPHUSITHS, PACTIPEIACIATh U JIEICTUPOBAThH
MOJIHOMOYMSI C YYETOM JIMYHOM OTBETCTBEHHOCTH 3a OCYIIECTBIISIEMbIE
MEPOTIPUSATHS,

— CHOCOOHOCTHIO  OIICHMBATh HJKOHOMHYECKHE U  COLMAJIbHBIE  YCIOBUS
OCYIIECTBJICHUSI TPEANPUHUMATEILCKON JCSATEIBHOCTU, BBISBISATH HOBBIC
PBIHOYHBIE BO3MOKHOCTH M ()OPMHUPOBATH HOBBIE OM3HEC-MO/ICITH.

B pesynapraTe W3ydeHUs JAHHOW AWCIMIUIMHBI Y  OOyYaroIIuXcs

dbopmupyroTCS  creayromue TpodeccCHoHaIbHbIE KOMIETEHIUU  (DJIEMEHTHI

KOMITETEHITUH).

Koa n ¢popmyanpoBka Jransl popMUpPOBaAHUS KOMIIETEHIIUH

KOMIIETCHIIUN

[1K-4 - crtocoOHOCTBIO - KoHuenmuu ynpasiieHuss MapKETUHIOM
aHaJ'II/ISI/IpOBaTB nu - CTpaTeFI/I‘IeCKOG HHaHI/IpOBaHI/Ie 6I/I3HCC'e)II/IHI/IIII)I
¢dbopmupoBath 3Haer - MapkeTUHIroBbIE CTpAaTeTMM Ha KOPIIOPAaTUBHOM H
MPEINPUHUMATETBCKYIO (YHKIIMOHATLHOM YPOBHE
OPHUEHTALUIO - CyIIHOCTb ¥ COJEpKaHUE MAPKETUHIOBOI'O IIaHA
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OpraHu3aIu - PazpaboraTh MapKeTHHTOBBIH TUTaH
(popmupyercs yactuuno) | Ymeer | - OOBACHUTH dTambl Mpolecca IIaHUPOBaHUS Ou3HecC-
CTpaTerum.
- MeronaMu  BBISBICHHS  KJIIOUEBBIX  3JIEMEHTOB
MapKETHUHTOBOM CTpaTeruu, OpPUEHTHPOBAHHOM Ha
Brazee KJIMEeHTa, W OOCYXICHHUs HalpaBICHUN YIpPaBICHUS
T MapKETHUHIOM, OTIpEeACTSIONIUX MapKETHUHTOBYIO
CTpPAaTEruIo.
- [lonxonamu Kk pa3paboTke MapKETHMHIOBOIO IUIaHA U
pa3pabOTKK MApKETUHTOBOM CTpaTEruu
T1K-8 - crtocoOHOCTRIO - TexHoJIOruM TPEHIBOTUMHIA;
HCII0JIb30BATh 3naer - MapKkeTHHIOBbIE [T0KA3aTEIH U KJIFOUEBbIE [10KA3aTEIN
KOJINYECTBEHHBIC s dexruroctu (KPI).
KaueCTBEHHbIE METO/IbI _
JUISl TIPOBE/IEHHUSA - Boigenuth TeHACHIMU PHIHKA Ha OCHOBE TEXHOJOTHMA
TPUKIIAIHBIX TPCHABOTYMHTA W  TPUMEHATh  JaHHBIC  JUIA
YICCIICIOBAHHIL 1 TUTAHUPOBAHUS CTPATETUU MPEANPUSATHUS;
YIIpaBJICHUs GU3HEC- Vueer | [IpoBomUTh aHANW3 BIAMSHUSA TIOOAIBHBIX CHI U
[POLIECCAMH, TOTOBHTH Makpo(aKTOPOB HA JEATEIbHOCTh KOMITAHUU;
AHATIVTIHIECKIE - Onpenenars  cnocoObl  pearupoBaHMs — Ha
MaTepUasl 1o MapKeTHHTOBYIO  Cpely M  HaXxOAUTh  CHOCOOBI
pe3yNbTaTaM HX MOBBIIIEHUS] KOHKYPEHTOCTIOCOOHOCTH MPENITPUSTHUS
IPUMEHEHHS - [TogxonaMu Kk M3y4eHUIO BIUAHUA (DAaKTOPOB BHEIITHEH
(opMupyeTCs HACTHYHO) | Baree CPE/bI Ha ACATEILHOCTD NPEANPUSATHS H TCHICHLIN;
T - HWHcTtpymentammu aHanu3a TEHICGHUUH Pa3BUTHS
PBIHKA, OTIPE/ICTICHUS TIEPCIIEKTHB PA3BUTHS PHIHKA IS
MPHUHSITHS YIPABIECHUYECKUX PelIeHU
I1K-9 - BnageHneM - MeToapbl cTpaTernyeckoro aHajin3a;
METOJIaMHU - [Tonxoxa k co3aaHnI0 NOTPEOUTENBCKON IIEHHOCTH;
SKOHOMMYECKOTO U - [Ipouiecc O11eHKM MApKETUHTOBBIX CErMEHTOB;
CTPaTErMYeCcKOro aHaiausa | 3HaeT - Konnenmus mno3unmonupoBanus U (GopmMupoBaHHUE
TTOBEICHHS KOHKYPEHTHBIX TIPEHMYIIECTB.
HKOHOMHYECKUX areHTOB - MapkeTHHIOBBIE CTPATeTHH HA WHCTPYMEHTAIBEHOM
Y PBIHKOB B TJIO0QIHHOM YpPOBHE
cpene (popmupyercs - 3yuynTh OCHOBHBIC XapaKTEPUCTHKH, BIUAIOIINE HA
YaCTUYHO) MOBE/IEHNE IOTpeOUTENeH;
- IIpoBOIUTH CErMEHTUPOBAHHUE PBIHKA M OIPENEIHUThH
YMeeT | CerMeHTHI U LENEBbIE PHIHKU.
- IIpuMeHATh MHCTPYMEHTHl MapKETHHTA OTHOIICHUH,
HalleJIeHHble ~ Ha  (OpMHUpPOBaHUE  JIOSJIBHOCTHU
notpeouTenei
- Metogamu cerMeHTHUPOBAHHS PBIHKA JUTS BBISIBICHUS
IEJIEBBIX CETMEHTOB NMOTPEOUTEIBCKUX PHIHKOB
Bnagee | - HaBblkaMu NpUMEHSTh METOJABI CTPATETHYECKOTO
T aHanmsa

- CrocoOHOCTBIO
MapKETHHTOBBIC PEIICHUS

paszpaboTath OCHOBHBIC

I[J'IH q)OpMI/IPOBaHI/ISI BBIIICYKAa3aHHBIX KOMHCTCHHI/Iﬁ B paMKax OUCIHHIIIINHBI

«MapKeTUHTOBO€E yMpaBICHUE)» MPUMEHSIOTCS CIEAYIOIUE METOAbl aKTUBHOTO/
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MHTEPAKTUBHOTO OOYyYEHHMs: JIeJioBasi Wrpa, MO3TOBOM IITYpPM, aHAIU3

KOHKPETHBIX YYEOHBIX CUTYyalluid (METO/ KEHCOB).



