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Introduction
Description of the Academic Discipline:

An ever-increasing number of universities are attempting to internationalise their
curriculum by offering courses in international communication, international business, and
international marketing. The course “International advertising business” is an attempt of the
response to the demand for syllabi dealing with global issues and globalization. It is an
effective supplement for courses concentrating on advertising, sociology, marketing or mass
communication seeking to expand coverage of the international dimension.

The course is not intended to provide a country-to-country analysis of the global
marketplace (a futile effort, given how quickly our world changes). Instead, using current
examples and case studies, “International advertising business” addresses the key issues
that sociologists and advertisers must keep in mind to create effective communications
programmes for national and foreign markets. It comprises factors influencing the growth of
international advertising, development of the global brands, the role of the consumer and his
buying habits, cultural impact and its peculiarities. The problems of development and
changes of advertising as social institution in the contemporary Ukrainian society are also
considered and compared with the international trends.

The Purpose and Tasks of the Academic Discipline:

The purpose of the discipline is formation of a system of theoretical knowledge and
practical skills regarding contemporary forms of international advertising business and the
possibilities of their application in the market activity of enterprises at the international level;
comparison of national and international advertising institutions as a means of objectifying
the way of a person’s life in a post-industrial society and a channel for the transmission of
norms and values; improvements of the advertising campaign development, stimulation of
the consumer activity.

Course 3
Term 2
Credits ECTS 4
) Lectures 32
Classroom learning - .
Seminars, practical lessons 32
Individual work 064
Final control Test 2

Structural-logical scheme of the discipline
Previous disciplines Following disciplines

World economy and international economic | Economy of an enterprise
relations

Marketing Management and marketing of tourism
Management Management of enterprises
competitiveness




1. Professional competences:

Competence

Competence constituents

Ability to analyze international advertising as a process of
business activity

Ability to analyze current trends of the foreign countries’

Knowledge, skills and abilities
of the essence of international

advertising market advertising activity as a
Ability to identify and analyze the problems of the processes | process

of international advertising activity of enterprises

Ability to identify psychological aspects of marketing and | Knowledge, skills and
advertising abilities of understanding

Ability to analyze the main means of goods and service
promotion

Ability to detect effective forms of consumer impact

advertising as a marketing
process

Ability to analyze culture as a factor in consumer behavior

Ability to identify the use of gender images in advertising

Knowledge, skills and abilities
concerning the culture impact
on global marketing and
advertising

Ability to examine brand image and develop strategies and
procedures for its positioning

Ability to organize successful brand promotion

Knowledge, skills and abilities
of global brands management

Ability to develop strategic Internet planning, conduct web
analytics and analyze the effectiveness of online advertising
activities.

Ability to integrate social media into company's advertising
and information system

Knowledge, skills and abilities
of Internet advertising tools
and advertising in social
media.

2. The Syllabus of the Academic Discipline

Module 1. International advertising as a process of business activity

Theme 1. The essence of international advertising. Advertising as an industry.
1.1. The system of international marketing communications and advertising. The place
of advertising in the entrepreneurial activity and entrepreneurship. The goals and targets of
international advertising industry. Advertising activity in the process of the world economy

globalization.

1.2. Evolution of advertising in the world. Current trends of foreign countries

advertising business.

The main problems of international

advertising: mass media

accessibility, cost, analyses of the achieved results, choice of advertising type and media.




Theme 2. Advertising as a process of marketing activity. Psychological aspects
of marketing and advertising.

2.1. The structure of marketing communications. The concept of integrated marketing
communications. Traditional marketing strategies. New trends in marketing and
advertising activity. The main means of goods and services promotion.

2.2. The stages of advertising development: specialization, expansion of the
intermediary activity, integration, institutionalization. The structure of advertising activity.
Forms of the consumer influence. Market research in advertising activity. Advertising
targets. Prejudice as a restraining factor in advertising. Symbolic production as a means
of realizing symbolic power. Psychology of influence and its peculiar features in
advertising. Principles of influence.

Theme 3. International advertising: understanding cultural differences. The impact
of culture on global marketing and advertising.

3.1. Basic theoretical approaches to the study of consumer behaviour. T. Veblen's
Strategy of conspicuous consumption. Veblen effect. Consumption as a significant factor of
social differentiation in the M. Weber’s conception. The concept of “lifestyle” and “taste” in the
theory of P. Bourdieu. Significance of consumption in the theory of J. Baudrillard. "Mythology
of Advertising" by R. Bart.

3.2. Definition of the consumption culture. Culture as a factor of consumer behaviour.
Elements, mechanisms and functions of the consumption culture. The influence of
advertising on consumer behaviour. Customer traits and features that are considered while
developing an advertising strategy. Modernist and postmodernist worldview on consumer
behaviour. Consumers’ social space. Consumers’ social status and social role. Typology of
consumer groups. Types of social power according to the Z. Bauman’s conception.

3.3. Advertising as an ideological construct. Formation of the social-gender world in
advertising. Technologies of the gender images use in advertising. Specificity of male and
female image in modern advertising. Gender stereotypes and gender identity in advertising.
The essence of fashion phenomenon as a social norm. The concept of emotional climate.
Social significance of emotions.

Theme 4. International advertising as a process of communication. The
language of cross-cultural advertising.

4.1. Specificity of cross-cultural advertising. Translation: inadequacy, ambiguity, and
idiomatic use. The main tools, methods and techniques of the graphic language in advertising
design.

4.2. Fundamentals of the colour studies. Psychological features of colour perception.
The influence of colour and form on the advertisement perception.

4.3. Features of composition in the advertising design. The possibilities of the graphic
style use in the design of modern advertising. Design and corporate style as a means of
communication. The influence of graphic style on the advertising perception. Modern graphic
technique and its use in advertising design.



Module 2
International advertising activity as the process of management.

Theme 5. Global brands development. Global brands management.

5.1. International brand and international consumer. The concept and structure of
marketing brand research. Main directions of the brand research. Marketing research of the
brand image. Market segmentation and positioning of the brand. Variants of the strategies
positioning and the procedure of their development. Psychological aspects of the brand
positioning. Ways of an existing brand correction. Rebranding. Restyling.

5.2. Principles of brand management. Brand management concept. Brand
management as a specific function of modern management. Corporate and individual
branding. Principles of brand management. Mission and values of the organization as the
basis of its philosophy. Responsibilities of the brand manager and corporate culture. Internal
branding.

5.3. Brand promotion. The value of brand communications. Consumer values in the
successful brands communications. Basic requirements for brand communication. The
essence of integrated branding. PR-technologies of branding.

Topic 6. Organization of an advertising campaign in the foreign market

6.1. International advertising campaign and stages of its planning. Research stage:
studying the product characteristics, studying the consumers’ characteristics and motives of
consumer behaviour. Advertising planning strategy. Advertising planning tactics. Creating an
advert. Checking the results of an advertising campaign. The complexity of an advertising
campaign on an international scale. Major solutions on the implementation of an international
advertising campaign. Standardization and modification of the international advertising
campaign. Advantages and disadvantages of an advertising campaign modification.

6.2. Global advertising. The advantages and disadvantages of global advertising.
Innovations in the international advertising practice.

Theme 7. The role of the Internet in promoting the company in international
markets

7.1. Current stage of internet economy development. Dynamics and development
trends. The factors of success and failure. Successful strategies of the Internet economy.
Peculiarities of the Internet audience. The Internet strategic planning. The basics of the
strategic Internet planning.

7.2. The Internet advertising pricing policy. Web analytics and Internet marketing
effectiveness. Active and passive researches: search engines, Web-directories, thematic
Web-servers, "yellow pages”, links to non-thematic Web-servers.

Topic 8. Advertising tools in social media.

7.1. Social media as a new medium of communication. Influence of social media on
modern social trends. Management of advertising in social media. Tasks and functions of
marketing in social media.

7.2. Management of the international advertising activity in the social media.

Integration of social media into the company's marketing information system. The methods of
7



the effectiveness assessment of the company’s marketing activity in social media.

3. The System of Assessment

Cuctema ouiHOBaHHA COOPMOBAHUX KOMMNETEHTHOCTEN Yy CTYAEHTIB BpaxoBye BUAMU
3aHATb, SKi 3rigHO 3 MNporpaMolr HaBYarbHOI AUCUMNNiHM  nepeabadalnTb  NEeKUinHi,
CEMIHApCbKi, MPaKTU4YHI 3aHATTS, @ TaKOXX BMKOHAHHS CaMOCTIMHOI poboTn. OuiHHOBaHHSA
C(PopMOBaHMX KOMMETEHTHOCTEN Yy CTYOEeHTIB 34IMCHIETbCA 3a HakonudysanbHow 100-
B6anbHO cucTemotro. BignosigHo oo TumuyacoBoro nonoXxeHHs "Mpo NopsaoK OuiHKOBaHHS
pes3ynbTaTiB HaBYaHHS CTYAEHTIB 3a HakonuyyBarnbHOK 6anbHO-PENTMHIOBOK CUCTEMOR"
XHEY im. C. Ky3Heus, KOHTPOSIbHI 3aX04u BKIHOYalTh:

NOTOYHUA KOHTPOMb, O 3AIMCHIOETBCA MPOTArOM CeMecTpy nif 4ac npoBedeHHS
NEKUiMHMX, NPaKTUYHUX, CEMIHapPCbKMUX 3aHATb | OUIHIETLCA CcymMow HabpaHux 6anis
(makcumanbHa cyma — 100 6anis; miHiManbHa cyma, WO A03BONA€ CTYAEHTY cKrnagaTu 3anik,
— 60 6ani);

MOOYNbHUM KOHTPOSb, WO NPOBOAUTLCA Yy (POPMi KOMOKBIyMY SAK MPOMDKHUA MiHi-
eKk3aMeH 3 iHiliaTmBn BuKIagaya 3 ypaxyBaHHAM MOTOYHOIO KOHTPOSIO 3a BignOBIAHWUN
3MICTOBUN MOAYIb | MA€E Ha MeTi iHmezposaHy OLiHKY pe3ynbTaTiB HaBYaHHA CTyAeHTa Micns
BUBYEHHSA MaTepiany 3 NoriYyHo 3aBepLUeHOl YaCTUHU OUCLUNSTIHW — 3MICTOBOIO MOLYIS;

NiZCYMKOBUIN/CEMECTPOBUI KOHTPOSb, LLIO NPOBOAUTLCS Y (OOPMI 3aniky, BignoBiaHO 4O
rpadpiky HaB4YanbHOro rnpoLecy.

Mopsagok npoBedeHHs MOTOYHOrO OUiHIOBaHHSA 3HaHb CTyAeHTiB. OUiHIOBAHHA 3HaHb
CcTygeHTa nif Yyac ceMiHapCbKMX i MPaKTUYHUX 3aHATb Ta BUKOHAHHS iHOMBIAYanbHUX 3aBAaHb
NPOBOAMUTBLCS 3@ TaKUMU KpUTEPIMU:

PO3YMiHHS1, CTYMiHb 3aCBOEHHS Teopii Ta MeTogonorii Npobnem, LWo po3rnagarTbes;
CTYMiHb 3aCBOEHHSA (paKTUYHOro MaTtepiany HaByanbHOI OUCUMMNIHW, O3HAWOMIEHHSA 3
pEKOMEHOOBAHOK NiTepaTypolo, a TaKOX i3 CyyacHOK niTepaTypolo 3 nuTaHb, WO
po3rnsigaTbCsl; BMiHHS MOEAHYBAaTU TEOPil0 3 MPaKTUKOK Npu po3rnsagi BUPOOHUYMX
cuUTyauin, po3B'a3aHHi 3agaY, NpPoBeAeHHI PO3paxyHKiB y NPoLEeCi BUKOHAHHS iHOUBIAYaNbHUX
3aBAaHb Ta 3aBAaHb, BUHECEHUX Ha pO3rnsag B ayauTopil; forika, CTpyKTypa, CTUNb BUKagy
MaTepiany B NMMCbMOBUX poboTax i Npyu BUCTyNax B ayaAUTopil, BMiHHS 0Br'pyHTOBYBaTU CBOKO
no3uuito, 34iMCHIOBATWM Yy3aranbHEeHHSA iHdopmauil Ta pobuTu BUCHOBKM; apudMeTuyHa
NPaBUITbHICTb BUMKOHaHHA pPO3PaxyHKOBUX 3aBAaHb; 30aTHICTb MNPOBOAUTU KPUTUYHY Ta
He3anexHy OLiHKY MeBHUX nNpobrneMHMX nuUTaHb, BMIHHS MOSACHIOBATUM anbTepHaTUBHI
nornsaaM Ta HasiIBHICTb BMacHOI TOYKM 30py, NO3uuii Ha neBHe MpobGneMHe nUTaHHS;
3aCTOCYBaHHA aHaniTUYHUX MigxoAdiB; SKICTb | YiTKICTb BMKNAOEHHS MipKyBaHb; FOrika,
CTPYKTYypM3aLis Ta oOrpyHTOBaHICTb BMCHOBKIB LLOAO KOHKPETHOI NpobrieMun; caMOCTINHICTb
BUKOHAHHA po6OTK; rpaMOTHICTbL nogadvi maTepiany; BUKOPUCTAHHS METOAIB MOPIBHSAHHS,
y3arasibHEHHS NOHATL Ta ABULL; OPOPMIEHHSA PpoBOTH.

3aranbHUMKU  KpUTEPIAMK, 3a SKAMU  3LINCHIOETLCA OLIHIOBAHHA MO3aayauTOpPHOT
CaMOCTINHOI pobOTK CTyAeHTIB, €: rMubuHa i MiLHICTb 3HaHb, PIBEHb MMCIIEHHS, BMIiHHS
cucTemMaTu3dyBaTh 3HAHHS 32 OKPEMUMMW TEMaMW, BMiHHS pobuTn Ob6rpyHTOBaHI BMCHOBKW,
BOJIOAIHHA KaTeropiiHUM anapaTtoM, HaBUYKW i MPUAOMU BUKOHAHHA MPAKTUYHMX 3aBOaHb,
BMiHHS 3HaxoauTu HeobXxigHy iHdopMauito, 34iMcHoBaTK 1i cuctemaTmsadito Ta obpobky,
camopeanisauia Ha NPaKTUYHUX Ta CEMIHAPCbKMUX 3aHATTAX.

MiacyMKOBUA KOHTPONb 3HaHb Ta KOMMETEHTHOCTEM CTyAEeHTIB 3 HaB4YanbHOI
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AVCUMNNiHM 30INCHIETLCA Ha NiAcTaBi NpoBeAeHHs 3ariky, 3aBOaHHAM SAKOro € nepesipka
PO3YMiHHSI CTYOEHTOM MporpamMHOro martepiany B LiflOMy, FOriKM Ta B3aEMO3B'A3KIB MiX
OKpPEMUMM po3ainamun, 34aTHOCTI TBOPYOro BUKOPWUCTAHHA HAKOMUYEHWUX 3HaHb, BMIiHHS
dopmyntoBaTh CBOE CTABNEHHA A0 NEBHOI NpobneMn HaB4YanbHOI AUCUUMNIHK TOLLO.

CtypoeHTa cnig BBaxaTM arecToBaHMM, SKWO cyma 6aniB, oagepxaHux 3a
pesynbTatamu NigCyMKOBOI/CeMeCTPOBOI nepesipky ycniwHocTi, gopiBHoe 100. MiHimManbHO
MOXXJIMBA KifnbKiCTb 6aniB 3a NOTOYHWIA | MOAYNBHUIA KOHTPOSTb YNPOAOBX cemecTpy — 60.
MigcymkoBa oOuUiHKa 3 HaB4YarbHOI OMCUMUNMIHKM PO3PaxoOBYETbCS 3 ypaxyBaHHAM 6anis,
OTPUMaHMX nig Yac MNOTOYHOrO KOHTPONIO 3a Hakonu4yyBanbHOK cuctemor. CymapHun
pesynbTaTt y 6anax 3a cemecTtp cknagae: "60 i 6inbwe GaniB — 3apaxoBaHo", "59 i meHwe
GaniB — He 3apaxoBaHO" Ta 3aHocuTbCA Yy 3anikoBy "BigomicTb 06niky ychilwHoOCTi"
HaB4arnbHOI ANCUUNMIHWN.

Transference of university characteristics of students' progress into the ECTS scale

The assessment according to the national scale and
The points for all ECTS the university scale
types of efjlljcational scale Examination, course paper, Examination, course

activity practice paper, practice

90 - 100 A excellent

82 -89 B good excellent

74 - 81 C good

64 — 73 D , satisfactory
5063 = satisfactory

3559 X unsatisfactory unsatisfactory
1-34 F
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