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1. HammeHOBaHMe JUCHUIIINHBI
Marketing

2. MecTo IMCHHUILIMHBI B CTPYKTYpeE 00pa30BaTeIbHOM NMPOrpaMMBbI

JlucruminHa BXOIUT B 00s13aTeIbHYI0 9acTh bioka « b.1 » oGpa3oBareabHOM MporpaMMbl IO HAPaBJICHUSIM
MOATOTOBKH (CMEIUATBLHOCTSIM):

Hanpasnenue noarorosku: 38.03.01 DxoHomMuka

HaIpaBJIECHHOCTh MEXTyHAPOIHBIN OU3HEC



3. [lnanupyembie pe3y/ibTaThl 00y4eHUs M0 AUCHUILINHE

B pesynbrare ocBoenus nucuuminael Marketing y oOyuarorierocst 10JKHBI ObITh C(OPMHUPOBAHEI
CJIEAYIOLINE KOMIIETCHIIHH:

38.03.01 DxoHOMUKa (HAMPaBIEHHOCTH : MeXTyHapOIHBIN OM3HEC)
OIIK.S CriocobeH n3y4ath pa3IMuyHbIe pEIHKA TOBAPOB (paboT, yCIIyT) MJIsl BBITIOJHEHUS 3a1a49 CBOSH
npodeccnoHaNbHOM e TEeNbHOCTH

Nuaukaropsl
OIIK.5.1 Ha3piBaeT 1 KOMMEHTHUPYET MPaBUIa U METOIbl UCCIICIOBAHUS U aHAJIN3a PHIHKA, TOHUMAET

3aKOHOMEPHOCTH PA3BUTHSI PHIHKOB OT/IEJIBHBIX TOBAPOB U YCIYT
OIIK.5.2 Ha3piBaeT 1 KOMMEHTHPYET METO/IbI U COBPEMEHHBIE TEXHOJIOTHUH pabOThl C HOTPEOUTEISIMU U
MOHMMAET WX 3HaYEeHHUE JJIsl pEIIeHHs] CBOMX MPOQeCcCHOHATBHBIX 3a7a4



4.

O0beM U coepkaHue TUCHHUILINHBI

HanpasjieHue moaAroroBKu

38.03.01 DxoHoMUKa (HanpaBICHHOCTh: MeXayHapoIHbINH OU3HEC)

dopma o0yuenus

(ak.uac.)

O4YHast
NeNe TpumecTpoB, 4
BbI/ICJICHHBIX 1JI51 U3y4Y€eHUS
AUCHUTLINHBI
O0beM TMCUMILINHEI (3.€.) 3
O0beM TMCUMILINHBI (aAK.4aC.) 108
KonTakTHas padora ¢ 42
npemnojaasareseM (ak.4ac.),
B TOM YHCJIE:
IIpoBenenue JJeKIHOHHBIX 14
3aHATHH
IIpoBeneHne NpakKTHYECKHUX 28
3aHATHI, CEMMHAPOB
CamocTrosiTesbHast padoTa 66

@®opMbI TEKYLLIET0 KOHTPOJISI

Bxoanoe tectupoBanue (1)
HtoroBoe koHTposbHOE Meponpustue (1)
[TuceMeHHOE KOHTpOIbHOE MeponpusTue (2)

DopMbI IPOMEKYTOUHOM

3auer (4 TpumecTp)

aTrecralnum




5. AHHOTI/IPOBaHHOC OonmucaHue CoaAcpKanusd pasacjaoB U TEM TUCHUIIJIHHBI

Marketing
Methodological foundations and methods of marketing activities. The essence, content and tools of marketing.
Methodological foundations and methods of marketing activities.
Types of objects and subjects of marketing. Modern marketing concepts. The role of marketing in the economic
development of the country. Stages of marketing development: product, sales, market and marketing concepts.
The subject and objectives of the discipline. The main categories and principles of marketing. The essence and
goals of marketing. Means and methods of marketing activities. Marketing subjects. Types of marketing.
Marketing functions. Commercial market research. Planning of the product range. Sales and distribution.
Advertising and sales promotion. Marketing complex.
Modern marketing concepts.

Input control
Demand curve, supply curve, income elasticity of demand formula, definition of GDP, GNP, definition of need,
need

1. The role of marketing in the management of the company
The concept of marketing. Marketing concepts. Marketing goals. Marketing principles. Marketing functions.

2. The marketing environment of the enterprise
The concept of marketing environment, macro environment of the enterprise, micro environment of the
enterprise. Consumer market, industrial market.

3. Consumer behavior
The concept of consumer behavior. Goals and objectives of the course. Prerequisites for the emergence of the
science of consumer behavior. Stages of formation of the direction. The concept of the decision-making process.
A model of the decision-making process. Types of decision-making processes. Factors that influence problem
solving. Awareness of the need. Evaluation criteria. Activation of the need. The impact of marketing on these
processes. Search for information. Sources of information: personal, commercial, public, empirical experience.
The search sequence. Priorities. Information processing. Contact. The impact of advertising on consumer
attitudes and behavior. Diffusion of innovation (new products in the market, product lifecycle, information
exchange about new products, decision-making process about innovation, consumers who will buy a new
product). Reference groups. The influence of culture on the consumer environment. The influence of ethnic
culture on consumer behavior. Social classes and the status of a person. Personal influence. The influence of the
family and the household. The impact of the situation. The circle of success. The word-of-mouth influence.
Consumer socialization

4. Organization and conduct of marketing research
The concept and stages of market research. Methods for identifying and analyzing problems. Defining the goals
and objectives of marketing research. Principles of marketing research. Classification of marketing research.
Types and sources of marketing information. Primary and secondary information. Marketing information
system.
Objects and subjects of marketing research. Random selection: simple, multi-step selection. Quota selection.
Concentrated selection. Selection of research objects.
Types of marketing research. Basic research methods.
Market segmentation. The concept of segmentation, goals and objectives. Criteria and features of segmentation.
Segmentation methods. Selection of target market segments. Conditions for selecting the most attractive market
segments. Market coverage strategies.

5. Market segmentation



Market segmentation. The concept of segmentation, goals and objectives. Criteria and features of segmentation.
Segmentation methods. Selection of target market segments. Conditions for selecting the most attractive market
segments. Market coverage strategies.

6. Marketing mix
The essence and goals of marketing. Means and methods of marketing activities. Marketing subjects. Types of
marketing. Marketing functions. Commercial market research. Planning of the product range. Sales and
distribution. Advertising and sales promotion. Marketing complex.
Modern marketing concepts.

7. Product positioning in the market. Branding
Product, its goals and objectives. The product is used in marketing activities. The concept of a product complex.
Generic product, Tangible product, Reinforcement product, Potential product
The competitiveness of products, the factors that determine it. Assessment of the competitiveness of products.
Selecting and defining parametric indexes. Calculation of group and integral indicators of product
competitiveness. Internal and external competitiveness of the product. The quality of the product. Packaging,
labeling and labeling, their functions. Branding. Service.
The product life cycle, its types and structure. Marketing strategy and tactics at the stages of the product life
cycle.

8. Pricing
The content of the company's pricing policy. Factors and objectives of the pricing policy. Types of prices.
Cost-oriented pricing model: the "cost plus profit" method, the "target profit" method, and the "cost estimate"
method. Demand-driven pricing model: the method of "perceived value of the product", the method of
"determining the price based on demand".
Competition-oriented pricing model: the method of "average market prices", the method of "race for the leader",
setting prices at tenders. Reaction to changes in the prices of competitors. Parametric pricing.

9. Sales
Objectives and content of the product distribution policy. Distribution channels, their types and functions.
Criteria for selecting a distribution channel. Making decisions about the structure of sales channels: intensive,
exclusive, selective distribution. Marketing and sales systems: vertical, horizontal, mixed. Forms and methods
of selling goods. Types and functions of wholesale and retail trade.

10. Communication
Communication process in marketing. The process of developing a communication policy: identifying the target
audience, determining the desired response, choosing the means of dissemination of information. Accounting
for the feedback flow. Non-personal means of communication.
Advertising: definition, purpose and objectives of the function: informing, manipulating, complimentary
function. Criteria for selecting advertising distribution channels. The choice of advertising media and the
content of the advertising message.
Planning of advertising activities. Development of the plan and budget of the advertising campaign. Evaluating
the effectiveness of advertising.
Public Relations as a communication policy tool. Personal means of communication. Sales promotion, its
functions and forms. Sales promotion activities. Stimulating consumers. Stimulating trade. Stimulating the
company's personnel. Development of sales promotion measures and budgets. Corporate identity. The
company's image. Merchandising. Fairs and exhibitions.

11. Internet Marketing



Internet marketing in modern conditions, means of marketing communications on the Internet, development of a
marketing strategy on the Internet.



6. MeToanueckue YKa3aHus /151 00yYaIOUIMXCH 10 OCBOCHHIO JUCIHUIIIHHBI

OcBoeHme JUCIUIUIMHBI TPeOYeT CUCTEMATHYECKOT0 U3YUEHHUs BCEX TEM B TOM IOCIIE0BATEIBHOCTH, B
KaKoW OHM yKa3aHbl B paboueil mporpamme.

OcCHOBHBIMU BUAAMH y4€OHOU pabOTHI ABJISIOTCS ay IUTOpPHBIE 3aHATUA. VX 1ensb - pacmmputh 6a3oBbie
3HaHUA 00yYaIOIIKXCs 10 OCBAMBAEMOM AUCLHUIIIIMHE U CUCTEMY TEOPETHUECKUX OPUEHTHPOB IS
HOCJIEAYIOIEro 6osee riry00Koro OCBOSHHUs IIPOrpaMMHOT0 MaTepualia B X0/1€ CaMOCTOSATEIbHOM PaboOTHI.
OOyuaronieMycst BAXKHO IOMHHUTb, YTO KOHTaKTHas1 paboTa ¢ mpernoaBaTeneM 3(h(HEeKTUBHO TOMOTAET eMy
OBJIa/IETh MMPOTPaMMHBIM MaTepUaioM Ojarogaps pacCTaHOBKE HEOOXOIUMBIX aKLIEHTOB U yAECPIKaHUIO
BHUMAaHMS MHTOHAIIMOHHBIMH MOJTYJISIIIUSIMH TOJIOCA, A TAKXKE MOAKIIIOUYCHUEM ayAHO-BH3YalbHOTO MEXaHU3Ma
BOCIIPUATHS HHPOPMALIUY.

CamocrodTenbHas paboTa MpecienryeT ClIeAyIoHe Heu:

— 3aKpEeIUIEHNE U COBEPIIEHCTBOBAHUE TEOPETUUECKUX 3HAHHUM, TIOTYYEHHBIX Ha JIGKLIMOHHBIX 3aHATHAX;

- (hopMupoBaHKE HaBBIKOB MOATOTOBKU TEKCTOBOW COCTABIIAOLIEH HHpOpMALUK y4eOHOTO U HAy4YHOTO
Ha3HAYEHUs JUIsl pa3sMELCHHs] B PA3JINYHBIX MH(POPMALMOHHBIX CUCTEMAX;

- COBEPIIIEHCTBOBAHUE HABBIKOB [TOMCKA HAYYHBIX MyOIMKaluil 1 00pa30BaTENIbHBIX PECYPCOB,
pa3MeleHHbIX B cetn HTepHeT;

- CAMOKOHTPOJIb OCBOEHUS IIPOrPaMMHOI0 MaTepHaa.

Ooyuatomiemycst HEOOXOAUMO MOMHUTB, YTO PE3YJIbTAaThl CAMOCTOSTENIFHON paOOThl KOHTPOIUPYIOTCS
MIPEeroIaBaTeNIeM BO BPEMSI IIPOBEICHHSI MEPOTIPUSATHIA TEKYIIETO KOHTPOJIS M YUUTHIBAIOTCS TIPH
IIPOMEKYTOYHON aTTECTaLUN.

Ooyuatonmmces ¢ OB3 1 nHBaNMMI0B MPEIOCTaBIAETCS BO3MOXKHOCTh BbIOOpa (popM nmpoBeeHust
MEPONPUATHIA TEKYIIIETO KOHTPOJIS, aTbTEPHATUBHBIX (OpMaM, MPEAyCMOTPEHHBIM pabodel MporpaMMoii
aucuuIuinHel. [IpegycmarpuBaeTcss BO3SMOXKHOCTD YBEJTMUEHUS B Ipejienax | akaJeMHUuecKoro yaca BpeMeHH,
OTBOJIMMOTO Ha BBIIIOJIHEHUE KOHTPOJIBHBIX MEPOIIPUATHI.

ITponetypa onieHMBaHUS Pe3yJIbTATOB 00YUEHHS MHBAJIUAOB U JIUI C OTPaHUYEHHBIMU BO3MOXKHOCTSAMU
3JI0POBbsI [0 JUCLUIUIMHE MPEeIyCMaTPUBAET MPeA0CTaBIeHUE HHPOpMaLH B (popMax, aTanTHPOBAHHBIX K
OIPaHUYEHUSM UX 310pPOBbS U BOCIIPUATHSA HHPOPMALIUY.

ITpu npoBeieHNH TEKYyIEro KOHTPOJI IPUMEHSIOTCS OLIEHOUHBIE CPEACTBA, 00eCIeUnBaroLIe nepeaavy
nH(popMalnu, OT 00yyaroLIerocs K IpernoaaBaTesio, C y4eToM ICUX0(PU3N0IOTHYECKUX 0COOEHHOCTEN
3I0POBBST O0YJAFOIITIXCS.

7. llepedyeHb y4eOHO-MeTOAMYECKOT0 00ecTiedeH s AJIsl CAMOCTOSAITEIbHOM PadoThI
o0y4aromuxcs o JUCIUIINHE

[Ipu camocTosTeNbHON paboTe 00yUaIOMIUMCS CIETYET UCIOIB30BaTh!

— KOHCIIEKTHI JIEKITHIL,

— JINTEPATypy U3 MEePEYHSI OCHOBHOU U JOTOJTHUTEIHHOM Y4eOHOH TUTEpaTyphl, HEOOXOIUMOMN ISt
OCBOCHMS TUCIUIUIUHBI (MOJTYJIST);

— TEKCT JIEKIUN Ha SJIEKTPOHHBIX HOCUTEISX;

— pecypchl HH()OPMAITMOHHO-TEIIEKOMMYHHUKAITMOHHOH ceTn "MHTepHeT", HEOOXOAMMBIE JIIST OCBOCHUS
JTUCIUTUIUHBL,

— JIMIIEH3UOHHOE U CBOOOIHO pacpOCTpaHIEMOE MPOrpaMMHOE 00eCTIeUeHNEe U3 TIEPEUHSs
MH(OPMALIMOHHBIX TEXHOJIOTHH, UCIIOJIb3YEMbIX IIPHU OCYIIECTBICEHUH 00pa30BaTeIbHOrO MpoIecca mno
JUCIUIUINHE;

— METOAMYECKHE yKa3aHUs i1 00y4arOIIUXCs 0 OCBOSHUIO AUCIUILTUHBIL.



8. [lepeyeHb OCHOBHOM M IONOJHUTEIbHON YUeOHOM JIUTEPATYPbI
OcHoBHas:

1. Sergeeva, E. Marketing : learning guide / E. Sergeeva, A. Astafeva. — Kazanp : Kazanckuit HalimoHanbHbIN
HCCIIEIOBATENIbCKUIM TEXHOJIOrHYeCKuil yHuBepeurteT, 2015. — 287 ¢. — ISBN 978-5-7882-1805-2. — TekcT :
AIEKTPOHHBIN // DnekTpoHHo-O0ubnoreunas cucrema IPR BOOKS : [caitt]. http://www.iprbookshop.ru/62143

JdomosHuTebHAA:

1. Clow, K. E. ,Baack D. Donald Integrated Advertising, Promotion, and Marketing Communications/Clow, K.
E., Donald Baack D..-Upper Saddle River:Pearson; Prentice Hall,2004, ISBN 0-13-140646-2.-537.

2. Solomon M. R. Conquering Consumerspace. Marketing Strategies for a Branded World/M. R. Solomon.-New
York:Amacom,2003, ISBN 0-8144-0741-2.-276.-Bibliogr.: p. 261-265

3. Blackwell, R. ,Stephan T. Tina Brands that Rock:What Business Leaders Can Learn from the World of Rock
and Roll/Blackwell, R., Tina Stephan T..-[Hoboken]:Wiley,2004, ISBN 0-471-45517-2.-240.

4. Vincent L. Legendary Brands. Unleashing the Power of Storytelling to Create a Winning Marketing
Strategy/L. Vincent.-Chicago:Dearborn,2002, ISBN 0-7931-5560-6.-321.



9. Ilepeuenn pecypcoB cetu UHTEpHET, HEOOXOAUMBIX /IJII OCBOCHHUSA TUCIUILINHBI

https://nielseniq.com nielsen
https://www.bigcommerce.com big commerce
https://customerthink.com customer think
https://www.marketscreener.com markets creener
10. Ilepeyenb UH(POPMAITUOHHBIX TEXHOJIOTHIA, HCIOJIb3yeMbIX IIPH OCYIIECTBJICHUMN
00pa30BaTeJIbHOI0 MpoIecca Mo AMCHUIINHE

O6pasoBarenbHblii mporecce no auctuminie Marketing npeanonaraeT UCIOIb30BaHUE CIIEAYIOIIETO
MPOTPAMMHOTO 00ecTrieueHHs] 1 MHPOPMAIIMOHHBIX CIIPABOYHBIX CUCTEM:
. Presentation materials (slides on the topics of lectures and practical classes);
. Online access to the Electronic Library System (ELS);
. Access to the electronic information and educational environment of the university;
. Office suite of applications;
. An application that allows you to view and play media content of PDF files;
. Programs for demonstration of video materials (player);
. Program for viewing Internet content (browser).

~N QNN R W -

IIpu ocBOCHMM MaTepUalla U BBIIIOJHEHU 3aJaHUH 110 JUCLHUIUIMHE PEKOMEHAYETCS UCIIOIb30BaHUE
MaTepHaoB, pa3MelIeHHbIX B JInunbix kabunetax odyvaromuxcs ETUC IITHUY (student.psu.ru).

[Tpu opranu3anuu QUCTaHIIMOHHON paOOTHI M MMPOBEJCHUH 3aHITHI B PEXKMME OHJIAMH MOTYT
UCTIOJIb30BAThCS:

cucteMa BUIeOKOH(pepeHIIcBsI3u Ha ocHoBe miatdopmel BigBlueButton (https://bigbluebutton.org/).

cuctema LMS Moodle (http://e-learn.psu.ru/), koTopas moanepKuBaeT BO3MOKHOCTh UCIIOJIb30BaHUS
TCKCTOBBIX MAaTCPUAJIOB U HpeBeHTaHI/II\/II, ayuo- U BUJACOKOHTCHT, a TaK K€ TCCThI, IPOBEPACMBIC 3a/laHNA,
3aJJaHus JJ11 COBMECTHOM paboTHI.

cuctema tectupoBanus Indigo (https://indigotech.ru/).

11. Onucanue MaTepHAJILHO-TEXHUYECKOH 0a3bl, HEO0X0AMMOM AJIsl OCYLIeCTBJICHUS
00pa30BaTEJBLHOIO NPoOLECcca 0 AUCHHUILIMHE

1. Lectures - an audience equipped with presentation equipment (projector, screen, computer / laptop) with
appropriate software, chalk (s) or marker board.

2. Seminar-type classes (seminars, workshops) - an audience equipped with presentation equipment (projector,
screen, computer / laptop) with appropriate software, chalk (s) or marker board.

3. Independent work - an auditorium for independent work, equipped with computers with the ability to connect
to the Internet, provided with access to the electronic information and educational environment of the university.
The premises of the Scientific Library of Perm State National Research University.

4. Current control - an audience equipped with presentation equipment (projector, screen, computer / laptop)
with appropriate software, chalk (s) or marker board.

In the case of inclusive education, classes will be held in building 8, which has a ramp and an elevator.
[Tomemenust HayuHoii 6nbnuorexku [II'HUY mist oGecrieueHns: caMOCTOATEIbHON PabOThl 00yUYaOIUXCS:
1. Hayuyno-Oubnunorpadudeckuit otaen, xopi.l, aya. 142. O6opynoBaH 3 nepcoHaIbHBIMH KOMIIBIOTEpA C
JOCTYTOM K JIOKaJbHOM U T1100aIbHONW KOMIBIOTEPHBIM CETSIM.
2. YuranpHbIN 3271 TyMaHUTAPHOU JIUTEPATYphl, Kopil. 2, aya. 418. OGopynoBaH 7 nepcoHaIbHBIMU
KOMITBIOTEPAMH € JOCTYIOM K JIOKaJbHOU U T7100a1bHONH KOMIBIOTEPHBIM CETSIM.
3. UnTanbHbBIN 3271 €CTECTBEHHOM JIUTEpaTyphl, KOpIL.6, aya. 107a. O6opyaoBaH 5 nmepcoHaIbHBIMH



KOMITBIOTEPAMH C JOCTYTIOM K JIOKaJbHOU U TT100aTbHONW KOMIBIOTEPHBIM CETSIM.

4. Otnen MHOCTPAaHHOM HUTEpaTyphl, Kopm.2 aya. 207. O6opynoBaH 1 mepcoHaTLHBIM KOMITBIOTEPOM C
JOCTYTIOM K JIOKaJIbHOU U T7100aIbHONW KOMIIBIOTEPHBIM CETSIM.

5. bubnuoTteka opunuyeckoro axkynprera, kopmn.9, aya. 4. O6opynoBana 11 nepcoHaIbHBIMU
KOMITBIOTEPAMH C IOCTYTIOM K JIOKaJIBbHOHM H TTT00AIBHOW KOMIIBIOTEPHBIM CETSIM.

6. YuranbHbll 3a1 reorpaduueckoro ¢axynbrera, kopn.8, aya. 419. O6opynosan 6 nepcoHaIbHbIMU
KOMITBIOTEPAMH C IOCTYTIOM K JIOKaJIBbHOHM H TJT00AIBHON KOMIIBIOTEPHBIM CETSIM.

Bce xoMIbroTephl, yCTaHOBJICHHBIE B TOMEUICHUAX HAyYHOU OMOINOTEKH, OCHAIIIEHBI CIICAYIOIINM
MIPOTPaMMHBIM 00€CTICYeHUEM:

Omnepanuonnas cuctema ALT Linux;

Oducueriit maker Libreoffice.

CrmpaBouno-nipaBoBas cucrteMa «Koncynsrantlinrocy



DoH/IbI OLIEHOYHBIX CPEACTB JJIsl ATTECTAIMHU MO TUCHHUILIHHE

Marketing

I[lnannpyemble pe3yabTaThl 00y4eHHsl 0 TUCHUILINHE Ui GOPMUPOBAHUS KOMIIETEHIIUM.
NuaukaTopbl M KPpUTEPUU UX OLleHMBAHUS

OIIK.5

Cnoco0eH M3y4yaTh pa3jinyHble PHIHKH TOBapoB (padoT, yciayr) AJs BbINOJHEHUs 32124 CBOeH
Nnpo(ecCHOHATBHOI J1esITeJIbHOCTH

Komnerenuus IInanupyemsle pe3yJibTaThl Kpurtepun oneHnBanus pe3yjbTaToB
(MHAUKATOP) o0y4eHust o0y4eHust
OIIK.5.1 Know the basic methods of HeynosiierBopuren

Ha3zwiBaet u
KOMMEHTHpPYET IIpaBuIa
1 METOObI UCCIICOJOBAHUA
1 aHaJin3a pI)IHKa,
MMOHUMAET
3aKOHOMEPHOCTHU
pa3BI/ITI/I$I pLIHKOB
OTJIETIbHBIX TOBAPOB U

yCIIyT

conducting marketing research in
various markets. Be able to use
traditional marketing research
methods to study various markets
for goods and services

Does not know the basic methods of conducting
marketing research of various markets; does not
know how to use traditional methods of
marketing research to study various markets for
goods and services
YnoBaerBopuTebH

Demonstrates partly knowledge of the basic
methods of conducting marketing research in
various markets. Demonstrates in part the ability|
to use traditional marketing research methods to
study various markets for goods and services

Xopouo
Knows, making mistakes, to use traditional
methods of marketing research to study various
markets for goods and services

OT1iu4HO
Knows the basic methods of conducting
marketing research in various markets. Knows
how to use traditional methods of marketing
research to study various markets for goods and
services

OIIK.5.2

Ha3zrwiBaet u
KOMMEHTHPYET METO/IbI U
COBPEMEHHBIE
TEXHOJIOTUH pabOTHI C
NOTPEOUTENSAIMU U
MOHUMAET UX 3HAUCHUE
JUTSL pEIICHUS CBOUX
poeCCHOHATBHBIX
3a1a4

Know the basic methods of
traditional marketing research
methods to study various markets
for goods and services

HeynosiaerBopure
Does not know the basic methods of traditional
methods of marketing research to study various
markets for goods and services

YnoBaerBopuTeabH
Demonstrates partly knowledge of the basic
methods of traditional marketing research
methods to study various markets for goods and
services

Xopoio

Knows, making mistakes, the main methods of
traditional methods of marketing research to
study various markets for goods and services




KoMnerennus
(MHAUKATOP)

IInanupyemble pe3y/bTaThl
o0y4eHust

Kpurepun oneHuBanus pe3yibTaToB
o0y4eHust

OtiamnuyHo
Knows the basic methods of traditional methods
of marketing research to study various markets
for goods and services




OueHoYHbBIE CPEACTBA TEKYIIEr0 KOHTPOJISI M IPOMEKYTOUYHOM aTTecTanun

Cxema gocTaBku ;. ba3zoBas

Bujx MeponpusiTusi NpOMeKyTOYHOM aTTecTANMH : 3a4eT

Cnoco0 npoBeieHHs MEPONPUATHS MPOMEKYTOUHOI aTTecTannu : OlEHKa M0 JUCIUIUIMHE B paAMKax
MIPOMEKYTOUHOM aTTeCTaIlK ONPEENSIeTCS Ha OCHOBE 0a/ioB, HAOpaHHBIX 00YYArOIIMMCS Ha KOHTPOJIbHBIX

MEPOMPHUITHSIX, IPOBOIUMBIX B TEUCHHE YUEOHOTO IEPUO/A.
MakcuMajJbHOe KoJIu4ecTBo 0aiaos : 100

KonBepranusi 6a/U10B B 0TMETKH

«otau4Ho» - ot 81 no 100

«xopomo» - ot 61 no 80

«YAOBJIETBOPHUTEIBLHO» - OT 46 10 60
«HEeYI0BJIETBOPUTEIbHO» / «<He3aYTeHo» MeHee 46 Oaiia

Komnerenuus Meponpusitue KonTpoanpyemble 3j1eMeHTbI
(mHaUKaTOP) TeKYILero KOHTPoJIs pe3yJbTaToB 00y4eHHs
BxoaHo# KOHTPOJIb Input control 1. Demand curve, supply curve 2. Income

BxoaHoe TectupoBanue

elasticity of demand formula 3. Definition
of GDP 4. Definition of need, need

OIIK.5.2 4. Organization and conduct
HaspiBaeT 1 KOMMEHTUPYET of marketing research
METO/BI 1 COBPEMEHHBIC ITncbMeHHOe KOHTPOJIbHOE
TEXHOJIOTUH paboThI ¢ MeponpHsITHE

HOTpC6I/ITeJI$IMI/I U IIOHUMACT Ux
SHAYCHUC IOJId PCUICHUA CBOUX
npohecCHOHANBHBIX 3a7a4
OIIK.5.1

Ha3biBaeT 1 KOMMEHTHPYET
NpaBUjIa U METOJIbI UCCIICIOBAHUS
U aHaJTU3a PhIHKA, TOHUMAET
3aKOHOMEPHOCTH Pa3BUTHUS
PBIHKOB OT/ICIBHBIX TOBAPOB U

yCIIyT

The concept of marketing. Marketing
concepts. Marketing goals. Marketing
principles. Marketing functions. The
marketing environment of the
enterprise.Marketing research methods




Komnerennus
(MHaUKATOP)

Meponpusitue
TeKylero KOHTPOoJIs

KonTposnpyemble 3jieMeHTbI
pe3yJbTaTOB 00yYeHUs

OIIK.5.2

Ha3biBaeT 1 KOMMEHTHPYET
METOJIBI 1 COBPEMECHHBIC
TEXHOJIOTHH pabOTHI C
MOTPEOUTETSIMH U TIOHUMAET MX
3HAYCHHUE JIJIsl PEIICHHs] CBOMX
npodeccuoHaNbHBIX 3a7a4
OIIK.5.1

HaspiBaeT 1 KOMMEHTUPYET
npaBujia ¥ METOJAbI UCCIICIOBAHUS
W aHaJin3a pblHKA, IOHUMACT
3aKOHOMCPHOCTHU pa3BUTHUA
PBIHKOB OTACJIIBHBIX TOBAPOB U

yCIIyT

7. Product positioning in the
market. Branding
ITncbMeHHOE KOHTPOJIbHOE
MeponpusiTue

Know the concepts of Product Policy, its
goals and objectives. The product is used in
marketing activities. The concept of a
product complex. Generic product, tangible
product, product with reinforcement,
potential product Product competitiveness,
factors that determine it. Assessment of the
competitiveness of products. Selecting and
defining parametric indexes. Calculation of
group and integral indicators of product
competitiveness. Internal and external
competitiveness of the product. The quality
of the product. Packaging, labeling and
labeling, their functions. Branding. Service.

OIIK.5.2

Ha3ssiBaeT u KOMMEHTHpPYET
METO/BbI U COBPEMEHHBIE
TEXHOJIOTHH pabOTHI C
MOTPEOUTESIMU U IOHUMAET UX
3Ha4YEHHE JUIsl pEIICHUs CBOUX
pohecCHOHANBHBIX 3a7a4
OIIK.5.1

HaspiBaeT 1 KOMMEHTUPYET
MpaBujIa U METOJIbI HCCIIEIOBAHUS
Y aHaJIU3a PbIHKA, IOHUMAET
3aKOHOMEPHOCTH Pa3BUTHUS
PBIHKOB OTZIETIbHBIX TOBAPOB U

yCIIyT

11. Internet Marketing
HTorosoe KOHTpPOJIbHOE
MeponpusiTue

Communication process in marketing. The
process of developing a communication
policy: identifying the target audience,
determining the desired response, choosing
the means of dissemination of information.
Accounting for the feedback flow.

Cnenuduxkanuss MeponpHATHII TEKylIero KOHTPOJIs

Input control

HpOI[OJ'DKI/ITeJ'IBHOCTL IMPOBCACHUA MCPOIIPUATHUA HpOMe)KYTOQHOﬁ arrectanuu: 1 yaca

VYcnoBus TpoBEAEHUS MEPOTIPUSITHUS: B YAChI ayAUTOPHOMH padoThI

MakcumanbHbIH 0asul, BRICTABISIEMBIN 32 MEPOTIPUITHE MPOMEKYTOUHOM arTectanuu: ()

[TpoxoaHoii 6amt: 0

IMoka3zarenu OLeHUBAHUS Bajuibl
81-100% correct answers 5
61-80% correct answers 4
41-60% correct answers 3
less than 41% of correct answers 2

4. Organization and conduct of marketing research




IIpo0mKUTENBHOCT IPOBENCHMS MEPOIIPUATHUS IIPOMEKYTOUHOM aTTecTanuu: 1 yaca
VYcnoBus npoBeaEHUS MEPONIPUATHUS: B YAChl ay/IMTOPHOM padoThI

MaxkcuManbHbIi 0aJu1, BEICTABIIIEMBIH 32 MEPONIPUATUE TPOMEKYTOUHON aTTecTauuu: 30
[Tpoxoanoii 6amn: 14

IToxa3aTeIu onleHUBAHUS Baaasl
81-100% correct answers 30
61-80% correct answers 25
41-60% correct answers 19
41% correct answers 14
less than 41% of correct answers 13
7. Product positioning in the market. Branding
[IpoK0mKUTENTBHOCTE IPOBEACHMS MEPOIIPUATHUS IIPOMEKYTOUHOM aTTecTanuu: 1 yaca
VYcnoBust poOBEICHUSI MEPOIIPHUSTHUS: B 4aAChl AyAUTOPHOMH PadoThI
MaxkcruManbHbIi 0aJu1, BEICTABIIIEMBIH 32 MEPONIPUATUE TPOMEKYTOUHON aTTectauuu: 30
[Tpoxoanoii 6amn: 14
IToxa3aTeIu onleHUBAHUS Baaasl
81-100% correct answers 30
61-80% correct answers 25
41-60% correct answers 19
41% correct answers 14
less than 41% of correct answers 13
11. Internet Marketing
[IponoIKUTENBHOCTS TPOBEACHUS] MEPOIPUATHS MPOMEKYTOUHOM aTtTecTanuu: 1 yaca
VY cnoBus IpOBENECHNS MEPOIIPUATHS: B Yachl ayAUTOPHOMH padoThI
MaxkcuManbHbIi 0aJu1, BEICTABIIIEMBIH 32 MEPONIPUATHE IPOMEKYTOUHON aTTecTauuu: 40
IIpoxoaHoii 6amn: 18
IToxa3aTeIu onleHUBAHUS Baaasl
81-100% correct answers 40
61-80% correct answers 33
41-60% correct answers 27
41% correct answers 18
less than 41% of correct answers 17




