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INTRODUCTION

Course Training Program on «International marketing» is developed based on the "Methodical
guidance for the subject course training program", approved by the order Ne 249/01, of 29.04.2021 and
corresponding normative documents.

1. EXPLANATORY NOTES
1.1. Role, goal and objectives of the academic discipline

Role: this educational discipline is the theoretical and practical basis of the set of knowledge and
skills that form the profile of a specialist in the field of marketing.

Main goal to study the subject "International marketing" is the formation of seekers studying, a
clear idea of international marketing as a concept of company management and a holistic system of
organizing foreign activities, which is aimed at solving the problems of business entities in the organi-
zation of production and supply of goods and services in foreign markets, which most satisfy the needs
of active and potential buyers in foreign markets and thus ensure the company's international competi-
tiveness.

The objectives of the discipline are:

- understand the peculiarities of marketing in the organization of foreign economic and interna-
tional activities;

- to develop strategic and tactical measures to increase the competitive position of goods and
business entities when penetrating and mastering the markets of foreign countries;

- know how to create an international marketing department at the enterprise and organize its
work;

- understand the importance of cultural and other features of the marketing environment of for-
eign countries and be able to take them into account when developing appropriate marketing measures
to ensure the effectiveness of foreign trade;

- independently draw up and implement marketing plans and plans for conducting international
advertising campaigns;

- to study various types of commodity, price, sales and communication technologies in interna-
tional marketing and to be able to apply them in international practice with the most optimal effect.

1.2. Learning outcomes the subject makes it possible to achieve

Demonstrate knowledge and understanding of the theoretical foundations and principles of mar-
keting activities (PLO1).

Apply acquired theoretical knowledge to solve practical tasks in the field of marketing (PLO3).

To be responsible for the results of one's activity, to show entrepreneurial and managerial initia-
tive skills (PLO13).

Perform functional duties in the group, offer reasonable marketing solutions (PLO14).

To meet the requirements of a modern marketer, to raise the level of personal professional train-
ing (PLO16).

Be able to demonstrate an understanding of the essence of the concept of modern social and
market communications, conduct an analysis of relations with consumers, analyze the peculiarities of
the behavior of consumers and other market subjects (PLO22).

To forecast the solvent demand, to determine prospective target segments of consumers, to justi-
fy innovative methods of managing the product, price, sales, and communication policies of the enter-
prise in all types of markets (PLO23).

1.3. Competences obtained through the academic discipline
Ability to abstract thinking, analysis and synthesis (GC3).
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Ability to learn and master modern knowledge (GC4).

Determination and persistence in relation to assigned tasks and assumed responsibilities (GC5).

Knowledge and understanding of the subject area and understanding of professional activity
(GC6).

Ability to apply knowledge in practical situations (GC7).

Ability to work in an international context (GC13).

Ability to correctly apply marketing methods, techniques and tools (PC5).

Ability to conduct marketing research (PC6).

Ability to analyze the behavior of market subjects and determine the peculiarities of the func-
tioning of markets (PC11).

Ability to understand the peculiarities of the product policy of the enterprise, to form an optimal
assortment, to analyze and design effective (effective, two-way) communications with consumers of
goods and services, to understand, plan and organize the flow management of supply chains of goods
and services, to make optimal decisions regarding the management processes of the elements of the
marketing sub entities operating in all types of markets in modern conditions (PC19).

1.4. Interdisciplinary links

This discipline is based on knowledge of such disciplines as "Marketing"”, "Social and market
communications”, "International economy", "Marketing research”, "Consumer behavior" and others,
and assumes that seekers already have a general idea of the essence of the marketing concept of man-
aging the company's business activities on foreign markets and is the basis for studying further disci-
plines of the Master's ED.

2. PROGRAM OF THE ACADEMIC DISCIPLINE

2.1. Content of the academic discipline

The educational material of the discipline is structured according to the modular principle and
consists of one educational module Nel “International marketing™, which is a logically complete,
independent, integral part of the curriculum, the assimilation of which involves a modular test and
analysis of the results of its implementation.

2.2. Module structure and integrated requirements for each module
Module Nel “International marketing"'

Integrated requirements to the module Nel:

know:

- basic terms, definitions, concepts and categories;

- basic principles and forms of international marketing activity in modern conditions;

- the most important stages of the development of international marketing;

- the main content of modern directions of international marketing;

- the essence of the main laws of marketing, the peculiarities of their manifestation in practical
activities when business entities enter the international market;

learning outcomes:

- comprehensively evaluate the market situation when entering the foreign market;

- identify the specifics of methods, means and tools of international marketing;

- apply theoretical knowledge and acquired practical skills in conditions of fierce competition on
the market;

- to understand the main decisions that international marketing activity implies;

- have the skills to develop complex marketing programs in connection with the goals and re-
sources of business entities, taking into account the specifics of international marketing.

Topic 1. The modern concept of international marketing: essence and specificity in the con-
ditions of the global economy
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Basic prerequisites for the emergence and development of international marketing. The essence
and specifics of international marketing. Types of implementation of international marketing and the
evolution of its strategies. Transnational companies as the main subjects of international marketing.

Topic 2. Features of the international marketing environment

International marketing environment: essence and main factors. Characteristics of the interna-
tional marketing environment: economic, political-legal, cultural environment. Differences in the envi-
ronment of international marketing, their role in choosing an international strategy.

Topic 3. Information and international marketing research

The value of information for the organization of international marketing. The essence and specif-
ics of international marketing research. The process of international marketing research. Features of
international marketing research.

Topic 4. Segmentation. Evaluation and selection of the target market in international mar-
keting

The foreign market as an object of study in international marketing. Features of international
segmentation. Marketing analysis of the potential of foreign markets and features of assessing their
attractiveness.

Topic 5. Ways and strategies of business entities entering foreign markets, particularities
for aviation enterprises of Ukraine

Ways of entering the domestic aviation enterprise on the foreign market: essence, types, attrac-
tiveness and problems. Joint entrepreneurship as a way for a business entity to enter the foreign mar-
ket: essence, types, advantages and disadvantages. Direct investment as a way for the enterprise to en-
ter the foreign market: essence, types, positive and negative factors of the process.

Topic 6. International competition and assessment of enterprise competitiveness. Positioning in
international marketing

International competitive environment of the enterprise. Assessment of the level and intensity of com-
petition in world markets. Indicators and factors of international competitiveness of the enterprise. The con-
cept of competitiveness of the company's product and the main stages of its evaluation. Typification of in-
ternational competitiveness strategies. The concept of positioning on an international scale.

Topic 7. Complex of international marketing: product policy

The complex of international marketing: essence and features in modern conditions. International
commodity policy. Factors of attractiveness of goods on international markets. Assortment policy manage-
ment. The life cycle of an international product. The process of creating new international goods. General
product strategies of international marketing.

Topic 8. Price policy in the system of international marketing
International price. Factors of international pricing. Types of international prices. Formation of the
cost price of international products. State regulation of international pricing. International pricing strategies.

Topic 9. International distribution channels
The essence of international sales policy. Formation of product distribution channels. Characteristics
of international distribution channels. Vertical marketing systems. Management of sales personnel.

Topic 10. Communication policy as a component of the international marketing complex

The essence of international marketing communications. International communication process.
Complex of international communications. International advertising. International public relations.
Stimulation of international sales. Direct marketing, personal selling, exhibitions and fairs.



Quality Management System
Course Training Program
on
«International marketing»

Document | QMS NAU CTP 11.01.03-
code 03-2022
Pages 7311

Topic 11. Planning, organization and control in international marketing

The essence of international marketing planning. Stages of the process of international marketing
planning. International marketing program. Organizational aspects of international marketing. Control of
international marketing.

2.3. Thematic plan

Academic Hours
Full-time Part-time
Ne .
Topic . .
— =] b — = >
o 1 8 (&) e @ 1 $ (&) 1 O
210 O C_|E 5 |0 o _|XE S
Fl13232888 23232885
1 | 2 | 3] 4| 5] 6] 7] 8] 9]10
Module 1 ¢’International marketing”
The modern concept of international marketing: 7 semester
1.1 | essence and specificity in the conditions of the 13 2 2 5 i i i i
global economy 2 2
Features of the international marketing environ- 2 2
1.2 13 5 - - - -
ment 2 2
1.3 | Information and international marketing research 9 2 2 5 - - - -
14 Segmentation. Evaluation and selection of the tar- 13 2 2 5
' get market in international marketing 2 2 - - - -
Ways and strategies of business entities entering
foreign markets, particularities for aviation enter- 2 2
15 . . 12 4 - - - -
prises of Ukraine 2 2
International competition and assessment of en- 2 5
1.6 | terprise competitiveness. Positioning in interna- | 13 5 5 5 - - - -
tional marketing
17 | Complex of international marketing: product poli- | ,, | , 2 5 ) i ) i
cy 2
18 &réce policy in the system of international market- | ¢ 2 9 5 ) i ) i
1.9 | International distribution channels 9 2 2 5 - - - -
110 Comrr_lunlcatlon ppllcy as a component of the in- 9 2 9 5 i i i i
ternational marketing complex
111 Plannlqg, organization and control in international 9 5 5 5
marketing
1.12 | Homework 8 - - 8 - - - -
1.13 | Modular test Nel 7 2 - 5 - - - -
1.14 | Test (home) work (Part-time) - - - - - - - -
Total for the module Nel | 135| 34| 34 | 67| - - - -
Total for the subject | 135| 34| 34 | 67| - - - -
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2.4. Homework

In the seven semester full-time seekers perform the homework in accordance with the methodo-
logical guidelines approved in the established order, with the aim of consolidating and deepening the
theoretical and practical knowledge and skills acquired in the process of assimilating the educational
material of the discipline in the field of international marketing.

Homework on the problems of theory and practice of international marketing includes a descrip-
tion of the international marketing activities of any (optional) foreign company or Ukrainian enterprise
according to the scheme:

1. history of the company, its field of activity;

2. marketing environment: investment activity, innovation activity, competitors, suppliers, main
consumers. Draw a conclusion using a SWOT analysis: strengths and weaknesses, opportunities and
threats;

3. motives for entering the foreign market;

4. methods of entering new markets;

5. ways and methods of marketing research;

6. a complex of marketing on the foreign market:

- product policy;

- price formation and price strategy;

- product distribution;

- product promotion;

7. positioning of products and one's activity;

8. prospects for expanding the company's business.

The time required to complete homework - up to 8 hours of self-study work.

2.5. List of questions for exam

The list of questions and the content of tasks for preparation for the exam are developed by lead-
ing teachers and approved by the minutes of the department meeting and brought to the notice of seek-
ers.

3. TRAINING MATERIALS FOR THE DISCIPLINE

3.1. Teaching methods

The teaching methods of the discipline "International Marketing™ are methods of joint activity
and communication between the teacher and seekers of higher education, which ensure the develop-
ment of positive motivation for learning, mastering the system of professional knowledge, abilities and
skills, the formation of a scientific worldview, the development of cognitive powers, the culture of
mental work of future specialists in the specialty 075 "Marketing".

Depending on the source of knowledge, the following teaching methods are used during training
sessions, both practical and lecture: verbal (explanation, conversation, discussion, dialogue), visual
(demonstration, illustration, case, presentation), practical (solving problems, business games, brain-
storming).

According to the nature of the cognitive activity, when studying the discipline "International
Marketing", the following are used: explanatory and visual problem statement; partly search and re-
search methods.

Depending on the place in the structural activity, the following are used:

- methods of organization and implementation of educational activities that combine verbal, vis-
ual and practical methods; reproductive and problem-searching; methods of educational work under
the guidance of a teacher and methods of independent work of seekers;

- methods of stimulating and motivating educational work, combining educational games, educa-
tional discussions, modeling of role-playing situations, creating situations of success in educational
work, presenting requirements and the method of encouragement;

- methods of control and self-control of educational activities: methods of oral and written con-
trol; individual, thematic and systematic control.
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3.2. Recommended literature (basic and additional literature)

Basic literature

3.2.1. bapabanosa B.B., borarupsosa I'".A., Manosiuko C.B. Mixunapoauuii mapketunr [Tekcr]:
MeTo. pek. 1o BuBY. nucil./ B. B. bapa6anosa, I'.A. boratuprosa, C.B. Manosuuko; JloHem. Hail. yH-
T eKoHOMIKH 1 TopriBii iMm. M. Tyran-bapanoBcbkoro, kad). MapKeTHHTY, MEHEPKMEHTY Ta ITyOJIi4HO-
ro angMminictpyBanHsa. Kpuswuii Pir: JIonHYET, 2022. 71 c.

3.2.2. bpatko O.C. Tpaucdopmamis mnpouecy (HopMyBaHHS MapKETHHTOBUX KOMYHIKAIid Iif
BIUIMBOM TJI00aITi3aIliiHUX MpoIieciB. MapKeTHHIOBI KOMYHIKaIlil I100albHUX KOMITaHIH MEPEXEBOTO
MapKETUHTY: TEOPETUYHI Ta MPHUKJIAAHI acriekTu: MoHorpadis. Tepuonins : [ligpydnuku i mociOHUKH,
2018. C.86-111.

3.2.3. Kuszesa T.B., Kon6ymkin FO.I1., CmepiueBcbkuii C.d. Ta iH. MiXKHapOAHUNA MAapKETHHT:
Hapy. ITocionuk. K. : HAVY, 2019. 164 c.

3.2.4. Kozak 0. MixxnaponHuii MapKeTHHT B TMTaHHAX 1 Bimnosimsax. LIYJI, 2020. 302 c.

3.2.5. Kopuie B. JI., Kynimos B. B., Opsaraiino b. M., Omiiinuk 1. B., Cazonery O. M.,
Mixnapoaauii Mmapketusr: Hapu. moci0. JIsBiB, «Marnouist 2006», 2017. 384 c.

3.2.6. Mazapaki A.A., Mensauk T.M. Mixnapoanuii mapkeTuHr : niapyunuk. Kuis: Kuis. Hai.
TOpr.-eKoH. YH-T, 2018. 448 c.

3.2.7. Mixnaponnuii mapkeTusr : miapy4ynuk / S.C. Jlapina, O.1. ba6iueBa, P.I. Bypsik, B.A. Pa-
danbcpka [Ta 5 inmux]. Kuis : BunaBanamii nim «I[ enbBetnka», 2018. 452 c.

3.2.8. Mixnaponuuii MapkeTuHr [ Enextponnuii pecypc] : HaByansHuit nocionuk / T. B. Illtans,
I. E. AcraxoBa, B. O. Ko3y6. Xapkis : XHEY im. C. Ky3nens, 2019. 275 c.

3.2.9. Paxman M.C. MixHapoaHUli MapKETUHI: HaBUAIbHHMHA TMOCIOHMK AJisl CTYIEHTIB €KO-
HOMIYHHUX CIEIiaIbHOCTEH BHUIUX HaBYAIbHUX 3akiamiB. Xapkis : XHY imeni B. H. Kapasina, 2017.
180 c.

3.2.10. MixkHapogHHIA MapKETHHI: HaB4Y. Moci0. /i cTyneHTiB crnemiaabHOCTI 075 «Mapke-
TUHT», OCBITHA nporpama «lIpomucnoBuit mapketunr» / CniBakoscbka T.B., Llaprosa T.O.; KIII im.
Irops Cixopcebkoro. Kuis : KIII im. Iropst Cikopcrkoro, 2021. 71 c.

Additional literature

3.2.11. Cateora P. International Marketing / P. Cateora, J. Graham, M. Gilly. — McGraw-
Hill/lrwin, 2012. 736 p.

3.2.12. Keegan W. J. Global Marketing / W. J. Keegan , M. Green. — Prentice Hall, 2012. 592 p.

3.2.13. Alon 1., Jaffe E., Prange C., Vianelli D. Global Marketing: Contemporary Theory, Prac-
tice, and Cases. 2nd ed. Routledge, 2016. 726 p.

3.2.14. .Baack D., Czarnecka B., Baack D. International Marketing, 2nd ed. Sage Publications
Ltd, 2018. 632 p

3.2.15. Kotabe M., Helsen K. Global Marketing Management. Wiley, 2016. 624 p.

3.2.16. Mooij M. Global Marketing and Advertising: Understanding Cultural Paradoxes / M. de
Mooij. — SAGE Publications, Inc., 2013. 416 p.

3.2.17. Bect Pomxep. Mapketunr Bin cnioxuBada/bect Pomxep. - [2-e Bun.]: ManH, [BaHOB Ta
Depbep, 2019. 700 c. 2

3.2.18. Yepnomas I1. O. Mixxnaponuuit mapketusr. Kuis.: AkagemBuaas, 2010. 272 c.

3.3. Internet information resources

3.3.1. Cemak b.b. lucranmiiiauii kypc «Mixuaapoaauii MapketuHr» / b.b. Cemak [Enextponanii
pecypc]. Pexxum nocryny (Be6-tientp JITEY): http://virt.lac.lviv.ua/course/view.php?id=465

3.3.2 NaitroBchkuit FO. A. MapkerunroBi npuiiomu : HaBd. 1oci0. / FO. A. JlaitHoBChKkHit [ Enek-
TpoHHHMIA pecypc]. Pexxum noctymy : http://tourlib.net/books_others/dajnovsky.htm

3.3.3. Mapkerunr B Ykpaini. HaykoBuii xypHan YkpaiHchkoi acomiamii MapketuHry [Emnexk-
TpoHHHMIA pecypc]. Pexxum noctyny: http://uam.in.ua/ukr/projects/marketing-in-ua/arhive.php
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3.3.4. YkpaiHcbka acomianis MapKkeTUHTy (oimiitauii caiit) [Enextponnuii pecypc]. Pexum mo-
ctymy: http://uam.in.ua/ukr/

3.3.5. International Institute of Marketing Professionals (IIMP®) (odiuiiinuii caiit) [Enexrpon-
uuii pecypce]. Pexxum nocrtymy: http://www.theiimp.org/marketing-international-association/

3.3.6. American Marketing Association (o¢imiiinuii caiit) [Enekrponnuit pecypc]. Pexum mo-
crymy: https://www.ama.org

3.3.7. Data Marketing&Analytics (o¢iuiitauii caiit) [Enekrponnuit pecypc]. Pexxum mocrymy:
https://thedma.org

3.3.8. Internet Marketing Association (odiuiitauii caiit) [Enexrponnuii pecypc]. Pexum nocry-
ny: https://imanetwork.org

4. RATING SYSTEM OF KNOWLEDGE AND SKILLS ASSESSMENT

4.1. Assessment of certain kinds of seekers academic work is carried out in accordance with ta-
ble 4.1.

Table 4.1
Max grade
Full-time Part-time
7 semester
Kind of Academic Activities Module Nel
7 semester =
Performing of test tasks during practical classes 20
Problem solving, answers to theoretical questions during 20 i
classroom work in practical classes
Preparation and defending of homework 20 -
For carrying out module test Ne 1, a seeker must receive .
36 points -
not less than
Module test Nel 20 -
Total for the module Nel 80 -
Exam 20 -
Total for the subject 100

Credit graded rating is determined (in points and on a national scale) based on the results of all
types of educational work during the semester.

4.2. Executed kind of training is enrolled to seeker if he received for it a positive assessment of
national scale.

4.3. A sum of a rating estimations got a seeker for the different types of the executed educational
work presents a current module rating estimation that is brought to the list of module control.

4.4. The final semester rating in the semester in which the graded test is provided is converted in-
to a grade according to the national scale and the ECTS scale.

4.5. Final Semester rating score entered into the record book and educational card seeker, for ex-
ample: 92/Excel./A, 87/Very Good/B, 79/Good/C, 68/Satisf./D, 65/Sufficient/E etc.

4.6. Final rating score in points on discipline equals to total rating assessment for semester. Final
rating score on discipline is entered to diploma Annex.



