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1. Onuc HABYAJBHOI JUCHHUILIIHA

MoBa HaBYaHHSA: VKPAiHCbKA, AHSNIUCHKA

Craryc AMCUUILTIHU: 6uUbipKo8a

IlepenymoBH BHMBYEHHSI HaBYaIbHOI IMCLUUIUIIHK: OE3MOCEPEAHbO TNOB'A3aHUN 3 TAaKUMHU
TUCHHIUTIHAMY, sIK  “Mapkerunr”, “MapKeTHHTOBI JociimkeHHs”, “MapkeTHHTroBa TOBapHA
noituka”, ‘“‘MapkeTMHTOBa IiHOBa mOJdiTHKA”, “MapKeTHHroBa TMOJITHKA PO3MOILTY”,
“MakpoekoHoMika”’, “MapKeTHHTOBI KOMYHIKaIii”.

IIpeaxmMeToM  BHBUYEHHS  HABYAIBHOI  JUCHUIUIIHU  «MDKHApOJHHMH  MapKeTHHT» €
B3aEMOBITHOCHHH, SIKI CKIQJAalOThCSl MDK CyO’€KTaMU MDKHApOJHOTO PHHKY B TIpoOIeci

MapKETHUHTOBOT JIISUTBHOCTI.

Indopmaniiinuii o0csir HaBYaAbHOI AUMCHMILIIHM. Ha BHUBUYEHHS HaBYAIBHOI MUCHUIUIIHU
BiBoUThCsI_150  roamn S kpeautiB ECTS

2. Meta Ta 3aBJaHHSI HABYAJIbHOI 1M CHMILTIHI
Mertor0 BUKIaJaHHA HaBYAJIBbHOT JUCHMIUIIHUM «MiKHAPOAHUH MapKeTHHI (aHIJiliCbKOIO

MOBOI0)» € OBOJIOJIIHHS MapKETUHIOBUMHU M1IX0JJaMU 100 YIPABIIHHS Cy0’€KTaMU MapKETHHTY Y
MDKHApPOJHOMY CepeIOBHIITI

e OCHOBHUMHU 3aBJAAaHHAM HaBYaJbHOI JUCHMIUIIHU «MIXKHApPOAHUIT MAapKeTHHI €
03HalOMJIEHHS 3 0OCOOJIMBOCTSIMHU CBITOBOTO PUHKY, CHEIM(IKOI0 MOBEIIHKA KOMMaHIA IpU BUXOI1
Ha 3apyODKHI PHUHKH, BHMBUEHHS OCOOJMBOCTEH IPOBEIEHHS MAapKETUHIOBHUX JOCILIKEHb Ha
MDKHApOJAHOMY PHHKY, pO3pOOKM TPOJYKTOBOi  CTpaTerii, CTpaTreridi I[IHOYTBOPEHHS,
PO3MOBCIOPKEHHS Ta IPOCYBAHHS €KCIIOPTHUX TOBAPIB

3. KoMmneTeHTHOCTI Ta 3aIJIAHOBAaHI pe3yJibTATH HABYAHHS
Juctumnina «MiskHapoaAHUl MapKeTHHT (aHIVIIHCbKOK MOBOIO)» 3a0e3reuye HaOyTTs

3100yBaYaMu BUIIO1 OCBITH KOMIIETEHTHOCTEI:
3araabHi komnerenTHocTi (3K):

3K6 3HaHHS Ta PO3YMIHHS MPEIMETHOI 00J1aCTi Ta pO3yMiHHS MPpodeciiHOT AISTHHOCTI.

3K7 31aTHICTh 3aCTOCOBYBATH 3HAHHS Y MPAKTHYHUX CUTYaIlIsX.

3K 10 | 3paTHICTH CIUIKYBAaTHUCS 1HO3EMHOK MOBOIO

3K13 3/1aTHICTH MPAIIOBATH B MDKHAPOJIHOMY KOHTEKCTI.

CrneniajbHi ((paxoBi) KOMIIETEHTHOCTI:

CK1 31aTHICTB JIOTIYHO 1 MOCIIJOBHO BIATBOPIOBATH OTPUMaH1 3HaHHS IIPEIMETHOI 001acTi
MapKETUHTY.

CK3 31aTHICTh BUKOPUCTOBYBATH TEOPETUYHI ITOJIOKEHHS MApKETUHTY AJIs IHTepIpeTaliii Ta
IIPOrHO3YBAHHS SIBUIL 1 MPOLIECIB Y MAPKETHHIOBOMY CEpEIOBHUIILI.

CK4 31aTHICTh MPOBAKYBATH MAPKETHHIOBY JAISJIbHICTh HA OCHOBI PO3YMIHHSI CYTHOCTI Ta
3MICTY TeOopii MapKETUHTY 1 PYHKIIOHATbHUX 3B'SI3KIB MIXK 11 CKJIaIOBUMH.

CKS5 31aTHICTh KOPEKTHO 3aCTOCOBYBATH METOJIU, IPUHOMHU Ta IHCTPYMEHTH MAapKETHUHTY.

CK7 31aTHICTh BU3HAYaTH BIUIMB (PYHKIIOHAIBHUX OOJIACTe MapKeTHHTY Ha pe3yJabTaTh
rOCHOJJApChKOT AisNIbHOCTI PUHKOBUX CY0 €KTIB.

CK8 3MaTHICTh PO3POOIATH MapKETHHIOBE 3a0€3MEeUeHHsI PO3BUTKY Oi3HECY B YMOBAax
HEBU3HAYEHOCTI.

CK9 31aTHICTh BUKOPUCTOBYBATH IHCTPYMEHTAPi MapKETUHTY B IHHOBAIIMHOT JisUIBHOCTI.

VY pe3ynbTaTi BUBUEHHS HaBYAJIbHOI AMCLUUILUIIHU 300yBady OCBITH MOBHMHEH JOCSTTH TaKUX
3aIlJIAaHOBaHMX pe3yJIbTaTiB HABUAHHS:
IIporpamni pesyastatu HapuaHHsa (ITPH)



I[IPH1 | JleMOHCTpYyBaTH 3HaHHS 1 pO3yMIHHS TEOPETUYHUX OCHOB Ta MPUHLIUIIIB TPOBAIKEHHS
MapKETUHTOBO1 JIISUTHHOCTI.

[IPH2 | AnanizyBaTd i MPOrHO3YBATH PUHKOBI SBUIIA Ta MPOLIECH HA OCHOBI 3aCTOCYBAaHHS
(GyHJaMEHTAJIbHUX TNPUHIMIIB, TEOPETUYHMX 3HAHb 1 TNPUKIATHUX HABUYOK
3/1IIICHEHHS! MApKETHHIOBOI TiSUTBHOCTI.

I[IPH3 | 3acrocoByBatu HaOyTi TEOPETHYHI 3HAHHS JJIS PO3B’SI3aHHS NMPAKTUYHUX 3aBAaHb y
cdepi MApKETHHTY.

[IPH4 | 30upatu Ta aHami3yBaTH HEOOXiAHY iH(OpMalilo, po3paxoBYBaTH EKOHOMIYHI Ta
MapKETUHTOBI TIOKa3HUKH, OOIPYHTOBYBAaTH YIIPABIIHCHKI pIilIEHHS Ha OCHOBI
BHKOPHUCTAHHS HEOOX1THOTO aHATITUYHOTO i METOAMYHOTO IHCTPYMEHTaPIfo.

[IPHS | BusBnsaTH i aHai3yBaTH KIIIOYOBI XapaKTEPUCTUKH MAapKETUHTOBUX CHCTEM Pi3HOTO
PIBHS, @ TAKOXK 0COOJIMBOCTI MOBEIHKH iX Cy0’€KTIB.

[IPH6 | Busnauatu yHKIIOHAIBHI 00JaCTI MApPKETUHIOBOI JISUIBHOCTI PUHKOBOTO Cy0’€KTa
Ta 1X B3a€EMO3B’3KU B CUCTEMI YIIPABIIIHHSA, pO3paXx0BYBATH BIANOBIIHI TOKa3HUKH, K1
XapaKTEePU3YIOTh PE3YyIbTATUBHICTh TAKO1 J1SJIBHOCTI.

[IPH7 | BuxopuctoByBaTu 1H@poBi 1HQOpMAaIiiHI Ta KOMYHIKAIlIiHI TEXHOJIOTI, a TaKOX
MpOrpaMHi TPOJYKTH, HEOOXIAH1 MJisi HaJEKHOTO TIPOBAHKEHHS MapKETUHIOBOT
JSUTBHOCTI Ta MPAKTUYHOTO 3aCTOCYBAHHSI MAPKETHHIOBOTO IHCTPYMEHTAPIIO.

TTIPHS 3acTocoBYBaTH IHHOBAIIIHI MTIIXOIX 1100 TPOBAHKEHHS MapKETHHTOBOT AISUTBHOCT1
PUHKOBOTO CY0’€KTa, THYYKO aJanTyBaTHCs 10 3MIH MapKETHHIOBOTO CEPEIOBUIIIA.

I[IPHY9 | OuiHtoBaTy pU3UKU NPOBAIKEHHS MAPKETUHTOBO1 ISUTbHOCTI, BCTAHOBJIIOBATH PIBEHB
HEBHU3HAUYEHOCTI MAapKETUHIOBOIO CEPEOBHINA MpU MPUHHATTI YIPaBIIHCHKUX
pIIIEHb.

I[TPH10 | [TosicHroBatu iHpOpMaIltito, inei, mpoOaeMu Ta albTEPHATUBHI BapiaHTH TPHHHATTS
YIPABIIHCHKUX pillieHb (HaxiBisgM 1 HeaxiBIsiM y chepi MapKETHHTY, TIPEICTaBHUKAM
PI3HUX CTPYKTYPHUX HIAPO3AUTIB PUHKOBOTO CY0’ €KTa

I[TPH17 | lemoHCTpyBaTH HaBUYKH MHUCHMOBOI Ta YCHOT podeciifHOT KOMYHIKaIlii Aep»KaBHOIO
1 IHO3EMHOI0 MOBaMH, a TaKOK HAJICKHOTO BUKOPUCTAHHS MPO(HeCiiHOT TEPMIHOJIOT 1.

4. CTpyKTYypa HABYAJbHOI JUCUMILTIHA
Ne | HaiiMeHyBaHHSA TeM KinekicTs ronun
n/ | AMCUMILIIHA Jenna dhopma 3aouHa popma
n HABYaHHS HaBYaHHS
e \E‘ E o = E E o
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Content module I. The essence and organization of international marketing at the enterprise
1 International marketing: an overview 4 1 7 - 12 1 - 11 - 12
2 International economic environment 4 1 7 - 12 1 - 11 - 12
3 Socio-cultural environment of 4 1 7 - 12 1 - 11 - 12
international marketing
4 International political and legal 4 1 7 - 12 1 - 11 | - 12
environment
5 Choice of foreign markets 5 2 5 - 12 1 - 11 | - 12
6 World market segmentation 5 2 5 - 12 | 2 1 9 - 12
7 International marketing research 5 2 6 - 13 | 2 - 11 | - 13
8 Foreign market entry strategy 5 2 6 - 13 1 1 11 - 13
Total for module 1 36 | 12 | 50 | - | 98 |10 | 2 | 86 | - 98
Form of modular control: modular work




Content module 2. Components of the marketing complex
9 | Commodity policy in world markets | 4 2 7 - |13 1 1 11 | - 13
10 | International pricing policy 4 2 7 - |13 1 - 12 | - 13
11 | International distribution channels 4 2 7 - 113 1 1 11 | - 13
12 | International marketing | 4 2 7 - 113 1 - 12 | - 13
communications
Total of module 2 16 |8 28 |- 52 4 2 | 46 | - 52
Form of modular control: modular work
Total 52 |20 (78 |- (150 |14 |4 132 | - 150

Form of final control: differentiated offset

5. 3micT nporpamMu HaBYAIbHOI AUCHMILIIHH

International Marketing: Overview. International economic environment. Social and cultural
environment of marketing. International political and legal environment. Selection of overseas
markets. Segmentation of the world market. International marketing research. Foreign market entry
strategy. Commodity policy in world markets. International pricing policy. International distribution
channels. International marketing communications.
Definitions of International Marketing. Scope of International Marketing. Characteristics of
International Marketing. Significance of International Marketing. Factors Affecting International
Marketing. International Marketing Strategy. Distribution Channels in International Marketing.
Decisions in International Marketing. Present International Marketing Scenario. International
Marketing Trade Barriers/Restrictions

6. TeMu JeKmin

Ne Ha3sBa Temu KiabKicTh roaus
101 JAUCUUIIIHA Jlenna 3aouHa
dbopma dbopma
HaBYaHHS | HaBYaHHS

1 International marketing: overview. Definitions of International 4 1
Marketing.

2 Scope of International Marketing. International economic 4 1
environment.

3 Characteristics of International Marketing. Significance of 4 1
International ~ Marketing.  Socio-cultural ~ environment  of
international marketing

4 Factors Affecting International Marketing. International political 4 1
and legal environment

5 International Marketing Strategy. Selection of overseas markets 5 1

6 World market segmentation 5 2

7 Decisions in International Marketing. International marketing 5 2
research

8 Present International Marketing Scenario. Foreign market entry 5 1
strategy

9 Commodity policy in world markets 4 1

10 | International pricing policy 4 1

11 | International Marketing Trade Barriers/Restrictions International 4 1
distribution channels

12 | International marketing communications 4 1

Bceboro 52 14




7. Temn NMPAKTUIHUX 3AHATH

Ne Ha3Ba TeMH Ta NpakTHUYHHUX 3aB1aHb OOcsr y rogmHax
3/m Jlenna 3aoyHa
dbopma dbopma
1 1. International marketing: overview. Definitions of International 1 -
Marketing.
2 1. Scope of International Marketing. International economic 1 -
environment.
3 Characteristics of International Marketing. Significance of 1 -
International ~ Marketing.  Socio-cultural  environment  of
international marketing
4 Factors Affecting International Marketing. International political 1 -
and legal environment
5 International Marketing Strategy. Selection of overseas markets 2 -
6 World market segmentation 2 1
7 Decisions in International Marketing. International marketing 2 -
research
8 Present International Marketing Scenario. Foreign market entry 2 1
strategy
9 Commodity policy in world markets 2 1
10 | International pricing policy 2 -
11 International Marketing Trade Barriers/Restrictions International 2 1
distribution channels
12 | International marketing communications 2 -
Bceboro 20 4
8. TemMu ceMiHAPCHLKUX 3aHATH
Ne Ha3zBa Temu Ta KinpkicTh ronun
1011 NUTAHHA 1JI51 00rOBOPEHHS HA 3aHATTAX Henna 3aoyHa
dbopma dhopma
HABYaHHS | HABYaHHSI
1 | He 3annanosano HaguanbHUM NIAHOM
9. Temu 1a00paATOPHUX 3aHATH
Ne Ha3Ba Temu Ta KinbkicTh rognu
nn NUTAHHSA /151 00TOBOPEHHS HA 3aHATTAX Henna 3aoyHa
dopma dopma
HABYaHHS | HABYaHHSI
1 | He 3annanosano HaguanbHUM NIAHOM
10. Temu camocTiiiHoi po6oTH
Ne Ha3zBa remu KisgbkicTb roamn
nn AUCHUTILTIHH JCHHA 3a04Ha




1 International marketing: overview. Definitions of International 7 11
Marketing.

2 Scope of International Marketing. International economic 7 11
environment.

3 Characteristics of International Marketing. Significance of 7 11
International Marketing. Socio-cultural environment of international
marketing

4 Factors Affecting International Marketing. International political and 7 11
legal environment

5 International Marketing Strategy. Selection of overseas markets 5 11

6 World market segmentation 5 9

7 Decisions in International Marketing. International marketing 6 11
research

8 Present International Marketing Scenario. Foreign market entry 6 11
strategy

9 Commodity policy in world markets 7 11

10 | International pricing policy 7 12

11 | International Marketing Trade Barriers/Restrictions International 7 11
distribution channels

12 | International marketing communications 7 12

Bceboro 78 132

11. 3aBaaHHs AJ151 CAMOCTIiHHOI podoTH

CamocriiiHa pobOoTa 3m00yBayiB BHINOI OCBITH TMepeadayae IMIATOTOBKY IO JICKITIH,
CEMIHAPCHKHUX 3aHATh, KOHTPOJIBHUX POOIT, BUPIIIEHHS KEHCIB Ta IHIIUX MPAKTUYHUX 3aBIaHb IO
OKPEMUM HaWOUIBII BAXJIMBUM TIpoOiieMaM Kypcy, HamucaHHs pedepaTiB, BUKOHAHHS
IHAMBITyaJIbHUX 3aBJaHb, HAyKOBa poOoTa 3/100yBayiB BUIIIOI OCBITH.

List the main means of marketing communications.

Describe the structure of the complex of marketing communications.

Name the main stages of marketing communications.

What is the role of multimedia technologies in international marketing?

Give examples of sales promotion in international markets.

What is the role of personal sales and public relations in international business communications?

What is interactive communications and what is the role of the global Internet information

network in international marketing?

What are the forms of management of international market channels?

9. Who are the international channel intermediaries and what is their role in the development of
global logistics?

10. What factors influence the choice of transport in international agreements?

11. What are the consequences of business globalization and how do they affect the development of
transport and logistics systems?

12. Which international organizations perform regulatory functions in the system of international
distribution channels?

13. What is the essence of state foreign economic regulation?

14. What are the main factors influencing the formation of modern foreign economic policy of
Ukraine?

15. How are the instruments of foreign economic regulation differentiated?

16. Define the main tools of foreign economic regulation?

17. What is the essence of comparative advantages? Describe the comparative advantages of
Ukraine's economy.

18. What are the economic consequences of the application of customs tariffs?
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19. Describe the main directions of development of the Ukrainian state foreign economic policy.

20. The role of the state in the creation and development of free economic and offshore zones: the
possibility of using world experience in Ukraine.

21. List the main options for product modification as part of the product adaptation strategy.

22. What international organizations do you know that develop technological norms and standards?

23. Illustrate with examples the influence of the main groups of factors that determine the company's
quality policy in international markets.

24. What characterizes the marketing mix in the market of services in the field of foreign trade?

25. What are the features of services as an object of international trade?

26. Give an algorithm for developing product policy in international marketing.

27. What are the ways to enter the international markets and the conditions of their use.

28. What factors determine the choice of how to penetrate foreign markets?

29. What is the difference between alternative strategies for the company's penetration of foreign
markets?

30. What are the types of exports, their advantages and disadvantages?

31. What mistakes arise in the organization of joint activities of Ukrainian and foreign partners?

32. What is the composition of the criteria for risk assessment when setting up joint ventures?

33. What determines the procedure for creating a joint venture?

34. What is the purpose and essence of marketing research when entering foreign markets?

35. What is the subject of market research and what is their sequence in international marketing?

36. What are the features of methods and algorithms for studying international markets?

37. What is the procedure for pre-selection of foreign markets?

38. What determines the market attractiveness of the country; what is the attractiveness of the
market?

39. How is the comparative analysis of market segments based on market attractiveness and
competitive advantages of the firm?

40. What methods are used to assess the competitiveness of the enterprise, their advantages,
disadvantages and scope?

41. Describe the factors of market attractiveness and competitive potential of the firm.

42. What are the functions of the state budget in regulating the economy?

43. What are the economic consequences of increasing the state budget deficit?

44. What are the disadvantages and advantages of different means of financing the state budget
deficit?

45. What is the connection between marketing management and strategic planning?

46. Consider the theoretical foundations of using a comparative and analytical approach to the
adaptation (modernization, development) of international marketing programs.

47. What is the role of international marketing monitoring, auditing and controlling functions? How
can these functions be organized in practice?

48. Consider the definition of international marketing control. What are the advantages and
disadvantages of bureaucratic and cultural control?

12. lluTanHs 11 NiATOTOBKH /10 MiICYMKOBOI0 KOHTPOJIIO (n(epeHiiioBaHOr0 3aTiKYy)

Prerequisites for the emergence of international marketing.

Basic methods of entering foreign markets.

Procedure for pre-selection of foreign markets.

Stages of transition to international marketing.

Management decisions regarding the product on the international market.
Factors of market attractiveness of the foreign market.

Features of marketing in foreign markets.

Parameters of product competitiveness in the international market.

9. Types of risks that affect marketing activities.

10. Subjects and objects of international marketing.

11. Commodity strategies in the international market.

12. Factors that determine the choice of how the company penetrates foreign markets.
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13. Management decisions in the field of international marketing.

14. Stages of price formation in the international market.

15. The role of patent and antitrust law in international practice.

16. Stages of internationalization of the enterprise.

17. Types of pricing strategies in the international market.

18. Legal risks of international cooperation.

19. Motives for internationalization.

20. Formation of distribution channels in the international environment.

21. Types of foreign economic policy of the state.

22. Types of risks in international business.

23. Features of the organization of trade in international markets.

24. Scheme of analysis of the socio-cultural environment of the foreign market.

25. The system of regulation of international economic relations.

26. Promotion of goods on foreign markets.

27. Parameters of the technological environment of the market.

28. The main directions of state regulation of foreign economic activity.

29. Features of communication policy in international marketing.

30. Marketing planning in an international environment.

31. Components of the international marketing environment.

32. Modern concept of international marketing and features of entrepreneurial activity in
international marketing.

33. Conditions for effective advertising in the international environment.

34. Factors of political risks and political stability.

35. Defining features of the modern world economic process.

36. Strategic alternatives in international marketing: standardization and adaptation.

37. Parameters of the economic environment of international marketing.

38. The essence and priorities of the modern world economic system.

39. Competition policy. Formation of international competitive advantages.

40. The main areas of research of the socio-cultural environment.

41. The essence and factors of international economic integration. Types of macro-integration
groups.

42. Characteristics of organizational structures of companies operating in the world market.

43. Research of technological environment.

44. Behavioral styles of firms in international markets.

45. International product concept.

46. Marketing research of the international environment.

47. The system of regulation of international economic relations.

48. International requirements for packaging and labeling.

49. Research of potential possibilities of own enterprise.

50. The main directions of state regulation of foreign economic activity.

51. The main factors of successful product positioning in foreign markets.

52. The sequence of studying international markets.

53. Directions of marketing support of foreign economic activity of Ukrainian enterprises.

54. Standardization and price adaptation in international business.

55. Organization of foreign market research.

56. Criteria for analyzing the international business environment.

57. The impact of the basic terms of the contract on the price level of the international product.

58. Criteria for evaluating and selecting a target foreign market.

59. Sources of information for marketing research abroad.

60. International marketing management structure.

13. MeToan HaBYAHHSA
Memoou nasuanus na nekyiax:
— BepOanbHUN METOJ (JIEKIIis, AUCKYCis TOIIO);



— MeToaM Bi3yamizamii (mpeseHTamis, Merox umoctpamii (rpadiunuii, TabauMuHU, TOIIO),
METO/I IEMOHCTpAIIii Ta 1HII1);

— po0oTa 3 HaBYAIbHO-METOJMYHOIO JIITepaTypolo (KOHCIIEKTYBAaHHS, TE3yBaHHs, aHOTYBaHHS
TOILIO);

— IHIII METOOM Yy CHOJYYeHHI 3 HOBITHIMH 1H(OpMAIifHUMU TEXHOJOTIAMU Ta
KOMI'FOTEPHUMH 3aco0aMH HaBYaHHS (IUCTAHIIIHI, MYJIbTUMENiHHI, BeO-Opi€EHTOBaHI TOIIO);

Memoou nasuanna Ha NPAKMUYHUX, CEMIHAPCOKUX 3AHAMMAX:

— BepOabHUI METOI (IMCKYCis, criBOeciaa TOIIo);

— TPaKTUYHUN MeToJ (TIPaKTUYHI, CEMIHAPCHKI Ta 1a00PaTOPHi 3aHATTS);

— MeToj Bizyauizamii (Ipe3eHTalris, MeTo] LTrocTpalii (rpadiyauii, TaOJIMIHUHI, TOIO ), METO
JEMOHCTpAIIIN Ta IHII);

— poOoTa 3 HaBYAIbHO-METOJMYHOIO JIITEPATypolo (PEeleH3yBaHHS, MIATOTOBKAa pedeparty,
ece, JIOMOBIJII TOIIO);

— IHIOII METOAM Y CHOJIyY€HHI 3 HOBITHIMH I1HQOpMaUIiHUMHU TEXHOJIOTIAIMH Ta
KOMIT'FOTEPHUMHU 3ac00aMU HaBYaHHS (IMCTaHILIMHI, MyJIbTUMEAIHH], B€0O-0piEHTOBAHI TOIIIO);

— Kelc-MeTo (BUPIIIEHHS CUTYAIlli, pO3B’sI3aHHS 3aBJaHb TOIIIO);

— JloCHiTHUITbKUN METOT

— TlomykoBuii meTos.

14. MeToau oniHIOBaHHS

VY mnpoueci BUBYEHHS TUCHUILIIHU «MDKHApOIHUA MapKeTHHI» BHUKOPHCTOBYIOTHCS TakKi
METO/T! OIIIHIOBAHHS:

- 1715 IOTOYHOTO KOHTPOJIIO Y BUTJISAJIL YCHO20 MaA NUCbMOB0O20 ONUMYBAHHS, (DPOHMATLHO20
ONUMYB8AHHS, MECMYBAHHS, BUPIULEHHS CUMYAYILIHUX 3A80AHb, PO36'A3V68AHHS 3A0aY, HANUCAHHS ece
(peghepamis), 6ukoHaHHs THOUBIOYANLHUX MA 2PYNOBUX NPOEKMIB, MBOPHUUX 3A680AHb, MOULO.

- 7 MOZYJIBHOTO KOHTPOJIIO y BUIJISAL NUCbMOBOI 8i0N08i0I, mecmyeaHHs, SUpPIUEeHHs
cumyayiiHux 3a60anb, po36'a3y8anHs 3a0ay, Mouo.

- JUIS ICYMKOBOTO KOHTPOJIIO nposedeHHs ou.3anixy (ycHa ma/abo nucbMosa 8i0nosiov,
mecmy8anHsl, BUPIULEHHS CUMYAYILIHUX 3a80aHb, PO38'a3Y68aAHHS 3A0ay, MOUO.).

15. 3aco0m giarHOCTHKY pe3y/IbTATIB HABYAHHS
PoGoua nporpama nepenbdavae 3acToCyBaHHs 3ac001B JIarHOCTHKHU PE3YJbTATIB HABUAHHS 3a
(bopMamM¥ KOHTPOJTIO 3HAHb:
®  NOMOYHUL KOHMPOIb MOXE TependayaTd 3aCTOCYBaHHs HIMPOKOTO CIEKTPY (opM Ta
METO/IIB OI[IHFOBAaHHS 3HAHb, 110 MTPOBOIUTHCS 32 KOKHOKO TEMOIO.
®  MOOYIbHULL KOHMpPOIb Tiependadyae MUCbMOBE BUKOHAHHS PI3HUX BUIIB KOHTPOJIBHHUX
3aBJlaHb.

®  ni0CYMKOSUL KOHMPO.Ib Tiependadae mpoBeAeHHs Tu(EpeHIIiioBaHOTO 3aTIKY
3aBeplIaibHUM €TaroM JOCATHEHHS 3aIlUIaHOBAaHUX MPOTPAMHUX PE3YNIbTATiB HAaBYaHHS 3

HABYAJIbHOT TUCHUTUTIHU « MKHApOIHUN MapKETHHT» € MiICYMKOBUN KOHTPOJIb - Aud.3aliK.

16. KpuTepii Ta NOpsinoK OLiHIOBAHHS Pe3y/IbTATIB HABYAHHSA
PexomeH10BaHe OLIIHIOBaHHS OKPEMHUX BHJIIB HABYAJIbHOI JAiSTIHOCTI 3700yBaya BUIIIOT OCBITH:

10

Ne Bun HaByanbHOT MisUTbHOCTI 3100yBaviB BUIIOT OCBITH™* KinekicTs OaiiB
1. | Pedepar, ece 1-5
2. | BupiuleHHs cUTYyalliiHUX 3aB/laHb, PO3B’sI3aHHA 337a4 1-5
3. | InnuBigyanbpHe 3aBIaHHS 1-5
4. | BinnoBigs Ha NPaKTUYHOMY, CEMIHAPCHKOMY, JJAOOPATOPHOMY 3aHSATTI 1-5
5. | linoBa rpa, NpakTUYHHUIA Kelc, ToIIO. 1-10
6. | Yuactp y nyOniuHuX 3axo1ax (KoH(pepeHIlis, oiimMmiaa TOIIO) 1-10
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7.

Mo tynbHUIA KOHTPOJIb (17151 AeHHOT (hopMU 3100YTTS OCBITH) 1-20

8.

KoHnTponsHa pobota (s 3a09H01 hopmu 3100yTTS OCBITH) 1-50

$*BHJM HABYAJIBHOI JISUIBHOCTI 3700yBaviB OCBITH OOMpPAIOTHCS Ta OLIHIOKOTHCS BUKJIAJA4EM 32 PEKOMCHOBAHOK IIKAJIOK B 3aJEKHOCTI BiX

0COBJIMBOCTEN HaBYAIILHOL E[I/ICI_II/IHJ'IiHI/I

Jlnsi BU3HAYCHHS CTYIEHS 3aCBOEHHS HABYAIBHOTO MaTepialy Ta MOTOYHOTO OIIHIOBAHHS
3HaHb 3700yBauiB BUIIOT OCBITH OI[IHIOIOTHCS 32 TAKUMH KPUTEPISIMH:

Bbamm

Kpurepii oniHioBaHHA

90-100

3100yBay BUILOT OCBITH TOBHOIO MIpOIO 3aCBOIB MPOrpaMHUI MaTepiall, BUSBIISIE 3HAHHS
OCHOBHOI Ta JIOJIaATKOBOI JIiTEpaTypW, HaBOAUTH BJIACHI MIPKyBaHHSA, pPOOHUTH
y3arajbHIOI0UYi BUCHOBKH, BUKOPUCTOBYE 3HAHHS 1HIIHMX Taly3ei 3HaHb, BJAJI0 HABOIUTh
TIPUKIIA/IH.

82-89

3n00yBau BUIIOI OCBITHM JIEMOHCTPYE JOCTaTHbO BHCOKHH pIBEHb 3HaHb, MpPU IOMY
BIIIIOBINF JOCHTH IIOBHA, JIOTIYHA, 3 €JIEMEHTAMH CaMOCTIMHOCTI, aje MICTHTh JAesIKi
HETOYHOCTI ab0 HEe3HayH1 MOMMJIKM, a00 MPHUCYTHS HEAOCTaTHS YITKICTh y BU3HAYECHHI
TIOHSATb.

75-81

3100yBa4 BUIIOI OCBITH BOJIOJIE TOCTATHIM 0OCATOM HAaBYAJIBHOTO MaTtepiaiy, 3JaTHUN
Horo aHanizyBaTu, ajie HE Ma€ JOCTATHIX 3HaHb AJs (GOpMyBaHHS BUCHOBKIB, HE 3aBXKIU
3IaTHUM aCOIIFOBATH TEOPETUYHI 3HAHHS 3 TPAKTUIHUMU TTPUKIATaMHU

64-74

3100yBay BUIIOI OCBITH B 3araiibHiil hopmi po3OupaeThCcs B Marepiaii, MpoTe BiAMOBLIb
HEMOBHA, HErau0oKa, MICTUTh HETOYHOCTI, € MOMWIKH Yy (QOpMYIIOBaHHI IOHSATH,
B1TYYBaIOThCS CKJIAJHOIII B 3aCTOCYBaHH1 3HAHb IIPY HAaBEJICHHI MPUKJIAIB.

60-63

3m00yBa4 BHUIIIOT OCBITH B 3arajibHiil (opMi po30UpaeThes B MaTepial, I0MYCKA€ CYTTEB]
MOMUJIKA TIPU BHUCBITJIICHHI Marepiany, (GOpMylroBaHHI TOHATh, HE MOXKE HaBECTH
TIPHUKIIAIH.

35-59

3m00yBayd BHUIIOT OCBITH HE BOJIOJIE TEPEBAYKHOI YACTUHOIO MPOTPAMHOTO Marepiaiy,
JOTTYCKA€E CYTTEB1 MOMUJIKH TPH BUCBITIICHH] TOHSATb.

1-34

3m00yBad BUIIIOI OCBITH HE 3aCBOIB MPOTPaAMHHI MaTepial.

Kpurepiem ycnimHoOro mpoXopKeHHsS 3/00yBadyeM OCBITH ITiICYMKOBOTO OIIHIOBAaHHS MOJKE
OyTH JOCSTHEHHSI HUM MIHIMAQJIbHUX TOPOTOBHX PIBHIB OLIHOK 3a KOXHUM 3aIUIaHOBAaHUM
pe3ysIbTaTOM HaBYaHHS HABYAIBHOT AUCHUILTIHK. MiHIMaJILHUN MOPOTOBHN PIBEHb OLIHKU BapTO
BH3HA4YaTH 3a JIOMIOMOTOIO SIKICHMX KPUTEPIiB 1 TpaHCPOpPMYBaTH HOTO B MIHIMAIbHY MO3UTHBHY
OIIIHKY BUKOPHCTOBYBAHOT YHCIOBOT (PEUTHHIOBOT) IIKAJIH.

IHopsiaok nepeBeneHns ouinok y cucremy ECTS

Cyma 6auiB 3a OIIHKA 3A HAIIIOHAJIBHOIO HIKAJIOKO
BCi BHH OHIHK | yna qudepenuiiioanoro 3aiky, .

Hap4yaabHoi | A ECTS eK3aMeHy, KypcoBoi po6oTu e
MislILHOCTI (IpoeKTYy), NPAKTHKH ARy

90-100 A BiIMIHHO

82-89 B

75-81 C Alobpe 3apaxoBaHO

64-74 D .

6063 E 3a/10BiTBHO

. . HC 3apaxOBaHO 3
HC3aJ0BUIBHO 3 MOXXJIMBICTIO

35-59 FX MO>KJIMBICTIO
MOBTOPHOT'O CKJIQJAAHHS
IIOBTOPHOI'O CKJIQJAHHS
HE33/I0BUIBHO 3 000B’I3KOBUM HE 3apaxoBaHo 3
1-34 F IIOBTOPHUM BUBYEHHSIM 000B’A3KOBHM MOBTOPHUM

IUCUUILIIHU BUBUYEHHSIM JTUCLIUILTIHA




17. Po3nopin 6aJiB, AKi OTPUMYIOTH 3100yBayi BUILOI OCBIiTH

Jns 0ennoi hopmu 3000ymms oceimu

12

[ToTo4HHMI KOHTPOJIb Ta CaMOCTiiHa poboTa [TincymxoBu | Cyma
3micToBHif MOy | 3micToBUIA MOTYh 2 Camo- i KOHTPOJIb

T|T | T|T|T|T|T|T T9 T10 | T11 T12 CTIMHA
12|34 |5]6|7]8 po6oTa

1|2 2222227 3 4 4 4 10 40 100

Monyneuuii koHTposb 1 - 10 | MonynbHuit KOHTpOIb 2
- 10

s 3a0unoi hopmu 3000ymmsi oceimu

[ToTOYHMI1 KOHTPOJIb Ta caMOCTIlHA poOoTa [TincymkoBuii | Cyma

KontponsHa pobora Camocriiina poboTa KOHTPOJIb
50 10 40 100

18. MeToanuHe 3a0e3meYeHHA
Meroauune 3a0e3medeHHs] AUCHUIUTIHM «MUDKHapOJHUNW MAapKETHHT» y3aralbHEHO B
KOMILIEKCI HaBYaJIbHO-METOJUYHOTO 3a0e3IIeUeHHS, IKUI BKITFOYAE:
- cumnabyc;
- pobouy mporpamy HaBYaJIbHO1 IUCIHUILIIHU;
- METOJWYHI BKa3iBKHU 10 BUBUYEHHS JUCIIAIIIIHHU;
- OTIOPHUUN KOHCIIEKT JICKITIi;
- BapiaHTH 3aBJIaHb JJIS CAMOCTINHOI Ta IHAUBIAYaIbHOI POOOTH CTYIEHTIB;
- BapiaHTH 3aBAaHb JJI1 MOAYIHLHOTO KOHTPOJIIO;
- BapiaHTH 3aBJaHb JJIA MJICYMKOBOTO KOHTPOJIIO;
- 1HII MaTepiaiu.

19. PexomenioBaHa Jiiteparypa
OcHoBHa JiTeparypa:

1. Cateora, P. R., Meyer, R. B. M. F., Gilly, M. C., & Graham, J. L. (2020). International
marketing. McGraw-Hill Education.

2. Javalgi, R. G., & La Toya, M. R. (2018). International marketing ethics: A literature review
and research agenda. Journal of Business Ethics, 148(4), 703-720.

3. Solberg, C. A. (2017). International Marketing: Strategy development and implementation.
Routledge.

4. MbKHapOIHUN MapKEeTHHT : MAPYYHHK / 3a 3ar. pel. A.A. Mazapaki, T.M. Menbuuk. — Kuis
: KuiB. Hau. Topr.-exoH. yH-T, 2018. — 448 c.

5. Mixnapoaauii MapkeTusr. — HaBuansauit nocionuk: / 3a pen. 1O. I'. Kozaka, C. Cmuuxka, .
JI. JliroBuenko — KuiB : «LlenTp yuboBoi nitepatypu», 2014 — 294 c.

6. Mbiknaapoauuii mapkeTusr. HapuanbHuit nocionuk / Yebotap C.I., Jlapina f.C., babiuea
O.1. ta in. / 3a pen. Yeboraps C.I. — Cymu: TOB «TJ «ITamipycy, 2015. — 368 c.

7. MixHaponHuil mMapketunr: HaBy. mociOHuk / T. B. Kuszesa, 0. II. Konbymkin, C. B.
ITerpoBchka 1a iH. — K. : HAY, 2019. — 164 c.

8. Ilypceka I. C., Manbcbka M. I1. Mixnapoanuit mapketunr / 1. C. ITypcbka, M. I1. Manbcbka,
1O. B. 3anupko. — K.: 3nanns, 2012. — 285 c.

9. Paxman M. C. MixHapoaHWIiI MapKETUHT: HaBUAIbHHHA TMOCIOHUK I CTYyJEHTIB
€KOHOMIUHHX CIIeliaIbHOCTeH BMIIMX HaBYanbHUX 3aKiafiiB / M. C. Paxman. — XapkiB : XHY imeni
B. H. Kapasina, 2017. — 180 c.
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10. Uymauenko T.M. Mixnapoanuii MapkeTuHr: HaBuanbHO-MeTOIM4HUE NOCIOHUK. — Bun. 3-
e, mepepoO. i gomn. — JlHinponeTpoBehk: JlepkaBHUI BUIIMI HaBYaIbHUNA 3aknan «HarionansHu
ripanuuii yHiBepcute», 2012, — 210 c.

JonaTkoBa jgiTeparypa:

1. Apenc V. CoBpemenHas pexnama / Y. Aperc Ta in. — M.: Dkemo, 2011, 880 c.

2. Barmes I'.JI., Mouceera H.K., Hukudopoa C.B. Mexaynapoaasiii Mapketunr. — Cro:
[Tutep, 2001. — 512 c.

3. BbapanoBceka M.I. Mixuapoaauii mapketusr. / M.1. bapanoBcbka. — K.: IIVJI, 2013. — 302
c.

4. Bboxyk C.I'. Mapkerunr. / C.I'. Boxyk Ta in. - CII6: TTutep, 2012. — 448 c.

5. Kapnosa, C. B. Mexaynapoanasi pekiamMa. YU4eOHUK U MPAKTHKYM JJI aKaJeMUYECKOTO
6akanaspuata / C. B. KapnoBa. — 3-e uzn., nepepab. u non. — M.: U3narensctBo FOpaiit, 2014.

6. Kemnep K.JI. Mapkerunr. Menemxment. /K.JI. Kemnep, ®. Kotnep. — CII6: ITutep, 2014. —
800 c.

7. Kozak }0.I'. MixHapoIHUI MapKeTHHI: B MUTAHHAX Ta BiANOBIAAX. HaBuanbHMi mOCIOHKK
pexkomennoBano MOH VYkpainu. / FO.I'. Kozak. — K.: LlenTp yab6oBoi sirepatypu, 2013.—-302 c.

8. Kornep ®. ManeBpsl MapkeTuHra. CoBpeMeHHbIE MOAXOJbl K MPHObUIM, POCTYy H
obnoBnennto = Marketing moves./ ®@. Kotnep, J.K. [[xaitn, C.Mbiicuacu.—M.: Onumn-06usHec,
2003. - 224 c.

9. Mansceka M.I1. MibxHapo/iHa MapKEeTUHTOBA ISUIBHICTB: Teopis Ta mpakTuka. [ligpydHuk.
/ MLI1. Manscbka. — K.: YL, 2013. — 288 c.

10. IToptep M. KonkypentrHas ctpaterus. MeToanka aHaian3a oTpacieil 1 KOHKypeHTOB /M.
[Toptep. — M.: Anbninna [Tabmaummep, 2016. — 456 c.

11. CaBunibka H.JI. €Bpomneticbkuii 0i13Hec: koHcmekT Jjekmii. / H.JI. CaBunpka ta H. — X. :
Bupmasaunrso «Monorpady, 2015. —47 c.

12. Crapoctina A.O. MapKeTHHTOBI TOCIIDKEHHS HAI[IOHATHHUX 1 MDKHAPOJAHUX PHUHKIB:
[Migpyunuk. / A.O Crapocrina. — K.: TOB «Jlazaput-ITomirpad», 2012 — 480 c.

13. YopasiiHHs mpoliecaMy B3aeMOJI1 MIAMPUEMCTB y KaHanax 30yTy B yMoBax rio0amizarrii:
moHorpadis / Iltans T.B., CaBunibka H.JI., lo6pockok FO.b. — Xapki «®@opt», 2015. — 200 c.

14. YmakoBa H.I'. MikxnapoaHe miHOyTBOpeHHs: HaB4anbHHMI MOCIOHMK (peKOMEHIOBaHUN
MOH Vkpaian) / H.I'. Ymakosa, H.JI. CaBunpka. — Kuis: B]] “Ilpodecionan”, 2004. — 218 c.

15. ®arxyraunoB P. A. Crparermveckuii mapkeTur: yueOHuk. /P.A. darxyraunoB. — M.:
3AO “buznec-mkoina “Uuarten-Cunres””, 2000. — 640 c.

16. [{urankoBa T.M. MikHapoauuii mapketunr: Hamu. mocionuk / T.M. Ilurankora. — K.:
KHEY, 2005. — 236 c.

17. HurankoBa T.M. MixHapoaauii MapkeTrHr: HaBdu.-meroa. moci0. st camoct. Busu. [lucir.
—K.: KHEY, 2005. — 236c.

18. Uepnomas I1.0. Mixnaponuuii mapketunr. / [1.0.Yepromas. - K.: AxagemBuaas, 2010.—
272 ¢

19. Yymauenko T.M. Mixunapoauuit Mapketusr. / T.M. Uymauenko. — J[ninponerpoBcbk: HI'Y,
2012.-210c.

20. Dxonomuueckas crparerus gupmsl / [Tox pen. A. I1. I'pagosa. — CII6.: Cnen. aurt., 2000.
— 592

21. FOxumenko I1. I. Mixxnaponuuit menemxkment: Hapu. moci6. / LI FOxumenko Ta iH. — K.:
Lentp yuboBoi nitepatypu, 2011. — 488 c.

20. Indgopmauniiini pecypcu
1. XKypnan «MapkeTunr u pexnamay. [ Enexrponnuii pecypc]. — Pexxum poctyny:
http://www.mr.com.ua.
2. Mapxketunr meaua pecypce. [ Enexrponnuii pecype]. — Pexxum goctymy:
http://www.mmr.ua.
3. Kypnan «HoBblil MapkeTunr». [Enextponnuii pecypc]. — Pexxum poctyny:
http://marketing. web-standart.net.
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4. VYxkpaincbka Acomianiss Mapketunry. [ Exexrponnuii pecypc]. — Pexum nocrymy:
http://uam.in.ua.

5. Mixnapoaana Mapkerunrosa ['pyna MMI'. [Enekrponnuii pecype]. — Pexum mocrymy:
http://www.marketing-ua.com/

6. Ennuxnonenis mapketunry. [ Exexrponnuii pecypc]. — Pexum nocrymy:
http://www.marketing.spb.ru/

7. ATEHTCTBO MapKeTHHTOBUX KOMYHiKalii «Kut-mapkeTunry. [Enexrponnuit pecypc]. —
Pexxum noctymy: http://www/kit-marketing.com.ua
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