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Syllabus of the educational discipline
«International marketing B2C»

Branch of Knowledge All

Specialty All

Educational level First (Master)

Type of discipline Elective

The language of teaching, learning English

and rating

Year / semester 1 year, 1semester

Number of credits ECTS Number of credits according to curriculum 5
Distribution by types of trainings Lectures — 20 hours

and hours of study Practical classes — 20 hours

Individual work — 110 hours

Form of final assessment Test

Department Marketing , room 413, 702-02-65,
http://www.eim.hneu.edu.ua/

Teacher’ contacts Lysytsia Nadiia, professor

Contact Information nashakafedra_eim@ukr.net

teacher

Days of the classes Wednesday

Consultations By arrangement remotely on the platform Meet, Zoom

Purpose of the discipline:

The purpose of the discipline is to let students form a combination of knowledge and skills
about the modern concept of international marketing, about the conditions, mechanism and tools of
its use in the activities of enterprises.

Prerequisites for learning
List of previously listened disciplines: Marketing, Marketing Communications, Consumer Behavior,
Brand Management
Program of the discipline

Theme 1. Theoretical and methodological foundations of international marketing
1.1 Why International Trade Grows

1.2. Benefits of Entering Foreign Markets

1.3. Difficulties of Entering Foreign Markets.

Theme 2. International marketing environment
2.1. Economic Conditions Create Markets

2.2. Stages of Economic Development

2.3. Assessing Global Target Markets

Topic 3. International marketing research

3.1 Collecting Data Through Observation

3.2. Collecting Data Through Surveys

3.3. Analyzing Information and Generating Conclusions

Theme 4. Segmentation of the world market
4.1. Consumer Behavior Defines Target Markets
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4.2. Stimuli That Influence Consumer Behavior
4.3. How Interpersonal Variables Influence Consumer Behavior

Topic 5. The choice of foreign markets and the way to enter the foreign markets
5.1. Sales Potential

5.2. Forecasts Help Plan and Achieve Marketing Goals

5.3. Organizational Market Forecasting Strategies

Content module 2. Development of the marketing complex in the process of entering the
foreign markets

Theme 6. Features in international marketing

6.1. Prices Influence Sales, Profits and Marketing Mixes
6.2. Prices Support Marketing Mix Elements

6.3. Political and Legal Climate

Theme 7. International pricing policy

7.1. Pricing Strategies Help Achieve Marketing Goals
7.2. Penetration Strategy

7.3. Forms of Price Discrimination

Theme 8. Cultural influences on international markets
8.1. Cultural Competence and Global Strategic Planning
8.2. Values Guide Behavior

8.3. Language Competence Creates Trust

Topic 9. International marketing communications
9.1. Advertising, PR

9.2. Product Brands. Definitions and Decisions.

9.3. Product Line and Mix Strategies.

Topic 10. International promotion planning
10.1. Promotion Mix Elements.

10.2. Managing Promotion Personnel Abroad
10.3. Advertising Around the World.

Material and technical support ( software) of the discipline
multimedia equipment

Course page on the Moodle platform Work program of the training course, technological map,
(personal training system) methodical instructions for independent work and
practical classes, CCP, presentations of lectures, sample
of the pass

on
tickethttps://pns.hneu.edu.ua/course/view.php?id=5032
Recommended literature

Main

1. JIxepenueBckas M.A. VYCTaHOBKM KOMMYHHMKATHBHOTO IIOBEIEHUS: JMarHOCTUKA U
IIPOrHO3MPOBAHUE B KOHKPETHBIX cutyanusax. — M.: Cmeici, 2000. — 191c.

2.  Mexnaynaponanslii Mmapketusr / nox pen. M.D. CelidynaeBa. M.: IOuutu-/lana. -2004. —

319c.
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3. Jlucuma H.M., Poroxwun B.J[., Opuenko B. B. MexayHapoaHblii MapKETHHT.
VYuebn.moco6. — X. U3narensckuii nom «MHXKDKy. — 2004. — 176¢.
4, MixnHapoaauii MeHemkMeHT: Hapu. moci6. / Ilimmyonmit 1. O., AcrtaxoBa I E.,
Bbounapenko JI. M., Jlucuns H. M, Iligny6na JI. 1., PesnikoBa T. O., Craxopceka C. 1./ 3a pen. mpod.
I. O. [Tlinmy6noro. — Xapkis: Bl “ITHXXEK”, 2004. — 252 c.
5.  UYepenkoB B.M. MexnyHapoauslii MapkeTuHr: yuyebnoe mocobue. — CI16. -MMBOCDOIL.
3uanme. 2003. — 848c.

Additional

6. Assael A. Consumer Behavior and Marketing Action. 5-th ed. South-West Publishing Co.,
1995. — 750p.

7. Bourdier P. Distinction: A Social Critique of Taste, trans. R. Nice, London: Routledge and
Kegan Paul, 1984. — 250p.

8. boe K.JI, Apenc V.D. IloBeneHue mnoOTpeOHWTENsT W CETMEHTUPOBAHUE pHIHKA //
[Tcuxonorus u ncuxoananu3 pexiamel. — Camapa: M3n.Jlom BAXPAX-M, 2001. — C.619-669

9. Jlpamenc IIxon JI. MexayHapoJHBI OW3HEC: BHEIIHSS Cpela M JICIOBBIC OICpaIliH/
Jlxon /1. JIsauenc, JIn X. Pane6a; I1ep. ¢ anrn.. — 6-e uza. — M.: Jlemo, 1998. — 784 c.

10. Hawkins D.l., Best R.J. Coney K.A. Consumer Behavior: Implications for Marketing
Strategy. 6-th ed. IRWIN, 1995. — 649p.

11. Jlstouc P. JI. JlenoBble KydbTYphl B MexayHapogHoMm OusHece. OT CTOJIKHOBEHHS K
B3auMononnmanuto. [lep. ¢ anrn. - M.: Jleno, 2001. — 448c.
12. Mowen J.C. Consumer Behavior. 4-th ed. Macmillan Publishing Co., 1995. — 862p.
13. Mapxkerunr: Yueonuk / A.H. Pomanos, 10.10. Kopmnroros, C.A. Kpacwibaukos u 1p.; [Tox
pen. A.H. Pomanosa. — M.: banku u 6upxu, FOHUTH, 1996. — 560c.
14. MexayHapoaHbIH MeHEKMEHT. YueOHuK uisi By3oB / Ilox pex. C. 3. IluBoBapoBa, —
CIIG.: ITutep, 2000. — 624 c.

15. Ocuxka C. I'. CitoBa opranizariis Toprisii./ C. I'. Ocuka, B. T. [latauupekuii — K.: “K.1.C”,
2004. - 516 c.

16. ITonomapenko B. C. MexaHu3M yrpaBiieHUS TPEANPUSTHEM: CTpaTernYecKuii actekt / B.
C. Ilonomapenko, E. H. fctpemckas, B. M. JIykosckuii. — Xappkos: M3n. XI'OV, 2002. — 252 c.
17. Tloprep M. Mexnaynapoanasi KoHKypeHIusi. KoHkypeHnTHble mpenmyiectBa ctpas: [lep. ¢
aHri1. — M.: MexyHapoansle oTHomeHus, 1993. — 896 c.

18. Sandhusen R. L. International marketing. — New York: Barron’s Educational Series, Inc.,
1997. — 481p.

Informational resources in Internet

19. 3akon Ykpainu «IIpo oxopoHy mpaB Ha 3HaKH IS TOBapiB i Mociayry». Pexum mocrymy:
http://zakon.rada.gov.ua/laws/show/3689-12

20. 3akon VYkpainu «[Ipo peKIIaMy». Pexxum JIOCTYITY:
http://zakon2.rada.gov.ua/laws/show/270/96-%D0%B2%D1%80

Assessment system of learning outcomes
During the current control, the student receives a maximum of 100 points and is considered
certified if he received at least 60 points.
More detailed information on assessment is given in the technological map of the discipline.

Material and technical support ( software) of the discilpine
Accumulation of rating points in the discipline

Types of training Max points
Lectures work 10
Practical classes work 10
Creative tasks 40
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Prééentations 20
Written Test 20
Max points 100

Transference of Simon Kuznets KHNUE Characteristics of Students’ Progress into the System
of the ECTS Scale

Total score on a ECTS Assessment on the national scale
1000-point scale assessment  For exam, differentiated test, course project, For pass
scale practice, training b
90 - 100 A excellent
82 -89 B 0od
7481 C g pass
64 —73 D )
6063 E satisfactory
315__3549 F,z( unsatisfactory Not pass

Discipline policies
Policy of academic integrity,
Absenteeism policy,
Policy to perform tasks later than the deadline,
etc.

More detailed information about competencies, learning outcomes, teaching methods,
assessment forms, independent training is given in the Syllabus ( working plan) of the
educational discipline (link)

Syllabus approved at the meeting of the Department 20.08. 2020 Protocol Ne 1



