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General information about the academic discipline

Name of the academic discipline

Fundamentals of International Marketing

Code and name of specialty

D3 "Management"

Level of higher education

second (master's) level of higher education

Discipline status

selective

Number of credits and hours

3 credits / 90 hours.
Lectures:
Seminar classes:
Independent work of students:

Terms of studying the discipline

Language of instruction

Ukrainian

Type of final control

test

Discipline page on the website

General information about the teacher. Contact information.

TELEPNEVA OLGA SVIATOSLAVNA

Academic degree

Candidate of Economic Sciences

Academic title

Position

Associate Professor of the Department of Management

Disciplines taught by the NPP

Introduction to the specialty "Management"
Organizational theory

HR management

Self-management

Areas of scientific research

Management of the competitiveness of economic entities, logistics
activities

Links to identifier registries
for scientists

Google Scholar;
https://scholar.google.com.ua/cita-
tions?user=b3p06cAAAAAJ&hl=uk

ORCID;
https://orcid.org/0000-0003-4052-4928

Teacher contact information;

Email: olgatelepneva86(@gmail.com
Contact phone number +380677818088
Teacher's portfolio on the ht-

website of the department /
institute / academy

gs://kh.maun.com.ua/%dO%ba%dO%bO%d1%84%d0%b5%d0%b4%
d1%80%d0%b0-%d0%bc%d0%b5%d0%bd%d0%b5

%d0%b4%d0%b6%d0%bc%d0%b5%d0%bd%d1%82%d1%83/

Course abstract. The course involves the formation of a system of theoretical knowledge about
the modern concept of international marketing, the conditions and mechanisms of its use in the activities
of enterprises. Students study the essence and forms of international marketing; approaches to the selec-
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tion of international markets and strategies for entering them; features of conducting international market-
ing research; specifics of product, pricing, sales and communication policies in the international market.

The subject of the academic discipline "Fundamentals of International Marketing" is a set of
principles, forms, methods and tools for managing the marketing activities of enterprises in foreign mar-
kets.It studies the process of satisfying the needs of foreign consumers, the peculiarities of the interna-
tional environment, and the strategies for a company to effectively expand beyond national borders.

The purpose of studying the discipline is a study of the economic, socio-cultural, political and
legal environment of international marketing activities. Mastering the methodological principles of con-
ducting international marketing research, segmenting the world market and selecting target markets. Sub-
stantiating models for enterprises entering foreign markets, forming an effective international marketing
complex.

Objectives of the academic discipline: Research of the economic, socio-cultural, political and
legal environment of international marketing activities. Mastering the methodological principles of con-
ducting international marketing research, segmenting the world market and selecting target markets. Sub-
stantiating models of enterprises entering foreign markets, forming an effective international marketing
complex.

Prerequisites of the academic discipline. The study of the academic discipline "Fundamentals of
International Marketing" is based on the knowledge and skills obtained by students at the bachelor's level.
Namely: marketing, foreign economic activity management.

Postrequisites of the academic discipline. Knowledge and skills acquired by students in the pro-
cess of studying the academic discipline "Fundamentals of International Marketing" contribute to the suc-
cessful study by higher education students of a number of other academic disciplines aimed at the form-
ation of professional knowledge and skills.



Content of the academic discipline (full-time education)

No.

Topic name

Teaching methods/assessment
methods

CONTENT MODULE 1. CONTENT, INFLUENCE FACTORS

AND CONDITIONS OF FUNCTIONING OF INTERNA-
TIONAL MARKETING
Topic 1. The content of international marketing and the main
factors influencing it
Topic 2. | Business internationalization and marketing at the stage
of globalization of the company's activities
Topic 3. | Marketing information and marketing research, internal
and external
markets

Topic 4. Consumer research in the international market
Topic 5. Segmentation of the international market and position-

ing of goods (services) on it

CONTENT MODULE 2. MARKETING SOLUTIONS

Topic 6. | Marketing decisions and strategy for goods (services) on
the international market

Topic 7. | Marketing pricing decisions in the international market.

Topic 8. Marketing solutions for the distribution of goods (ser-
vices) on the international market

Topic 9. Marketing solutions for the distribution of goods (ser-
vices) on the international market

Topic 10. Product promotion in international marketing

Teaching methods:verbal (edu-

cational lecture; conversation;
educational discussion);

inductive  method; deductive
method;

analytical method;  synthetic
method;

practical (working with economic
models, statistical data, graphs);
explanatory and illustrative; re-
productive;
problem-based
method;

partially searchable;
research;
interactive methods (analysis of
economic situations; discussions,
debates;  brainstorming;  situ-
ational modeling; practicing mod-
eling skills);

case method (analysis of real eco-
nomic situations, problem find-
ing, proposal of solutions, con-
struction of models);

modeling of professional activit-
ies (building economic models,
forecasting, scenario modeling).

presentation

Evaluation methods:oral control
(oral questioning, evaluation of
participation in discussions, other
interactive learning methods);
written control (tests, independent
work, analytical tasks, essays);
test control (closed-form tests:
test-alternative, test-correspond-
ence, tasks for data and model
analysis); method of self-control
and self-assessment;

case study evaluation;

evaluation of project and laborat-
ory work (modeling of economic




processes, forecasting).

Modular test

Form of control: credit

Technical equipment and/or software. The educational process uses classrooms, a library, a

multimedia projector and a computer for conducting lectures and seminars with presentation elements.
Studying individual topics and completing practical tasks requires access to information from the World
Wide Web, which is provided by a free Wi-Fi network.

check:

Forms of control methods.
Monitoring the progress of students is divided into current and final (semester).

Current control carried out during practical and seminar classes. Its purpose is to systematically

understanding and mastering the theoretical foundations of economic processes;
the ability to apply knowledge to build models and analyze economic data;
skills in diagnosing and forecasting economic processes;

using specialized software for modeling and processing statistical data.

Forms of student participation in the educational process, which are subject to current
control:

els;

speeches and presentations on the analysis of economic processes;

oral reports on the analysis of economic cases;

addition, question to the person answering;

systematic work in seminar classes and activity during discussions;

participation in discussions, brainstorming, interactive forms of classes;

analysis of economic data, statistical indicators, economic and mathematical mod-

written assignments (tests, tests, analytical and abstract papers);
preparation of abstracts, theses, analytical notes;
independent study of discipline topics and lecture materials.

Current control methods:

oral control (survey, conversation, report, message);
written control (test work, analytical report, essay, completion of tasks for building

models or processing statistics);

tical skills)

b

combined control (oral and written combination to assess understanding and prac-

presentation of independent work or case analysis;

monitoring activity and participation in practical classes;

test control (closed and open tasks, analysis of graphs and models);

working with problem situations (analytical cases, scenario modeling of economic

processes).
Assessment system and requirements.
Table of points awarded to higher education students*
Topics Final control

Ongoing knowledge assessment Modular |Credit** Total
test points
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20 20* 100

Work in a sem-| 3 3 3 3 3 31313 ]3 13
inar class

Independent 303 (3 13|33 |3]3]3]3
work

*The table contains information about the maximum points for each type of academic work of a
higher education applicant.

When assessing the mastery of each topic for current educational activities, the student is given
grades taking into account the approved assessment criteria for the relevant discipline.

The criteria for assessing the learning outcomes of students and the distribution of points they re-
ceive are regulated by the Regulations on the Assessment of Academic Achievements of Students of
Higher Education at PJSC "Higher Education Institution "MAUP".

Module control is carried out in the last lesson of the module in written form, in the form of test-
ing.

Assessment criteria for the module test in the academic discipline "Fundamentals of International
Marketing":

When assessing a module test, the volume and correctness of the tasks are taken into account:

- the grade "excellent" (A) 1s given for the correct completion of all tasks (or more than 90% of all
tasks);

- a grade of "good" (B) is given for completing 80% of all tasks;

- a grade of "good" (C) is given for completing 70% of all tasks;

- a grade of "satisfactory" (D) is given for the correct completion of 60% of the proposed tasks;

- the grade "satisfactory" (E) is given if more than 50% of the proposed tasks are completed cor-
rectly;

- an "unsatisfactory" (FX) grade is given if less than 50% of the tasks are completed.

Failure to appear for a module test - 0 points.

The above scores are converted into rating points as follows:

"A" - 18-20 points;

"B" - 16-17 points;

"C" - 14-15 points;

"D" - 12-13 points.

"E" - 10-11 points;

"FX" - less than 10 points.

The final semester assessment in the discipline "Fundamentals of International Marketing" is a
mandatory form of assessing students' learning outcomes. It is conducted within the time frame specified
in the curriculum and covers the scope of material specified in the course program.

The final assessment is carried out in the form of a test. A student who has completed all the re-
quired work is allowed to take the semester assessment.

The final grade is based on the student's performance during the semester. The student's grade
consists of points accumulated from the results of the current assessment and incentive points.

Students who have completed all required assignments and received a score of 60 points or higher
receive a grade corresponding to the grade received without additional testing.

For students who have completed all the required tasks but received a score below 60 points, as
well as for those who wish to improve their score (result), the teacher conducts a final work in the form of
a test during the last scheduled lesson in the discipline in the academic semester.

Assessment of additional (individual) types of educational activities. Assessment of additional
(individual) types of educational activities. Additional (individual) types of educational activities include
the participation of applicants in scientific conferences, scientific circles of applicants and problem
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groups, preparation of publications, participation in All-Ukrainian Olympiads and competitions and Inter-
national competitions, etc. in excess of the tasks established by the relevant work program of the aca-
demic discipline.

By decision of the department, students who participated in research work and performed certain
types of additional (individual) educational activities may be awarded incentive (bonus) points for a spe-
cific educational component.

Assessment of independent work

The total number of points received by a student for completing independent work is one of the
components of academic success in the discipline. Independent work on each topic, in accordance with
the course program, is evaluated in the range from 0 to 3 points using standardized and generalized know-
ledge assessment criteria.

Assessment scale for independent work (individual assignments) assessment criteria.

Maximum possible as- Execution level
sessment of independent
work (individual tasks)

Perfectly Good Satisfactorily Unsatisfactorily

3 3 2 1 0

Forms of assessment include: ongoing assessment of practical work; ongoing assessment of know-
ledge acquisition based on oral responses, reports, presentations and other forms of participation during
practical (seminar) classes; individual or group projects requiring the development of practical skills and
competencies (optional format); solving situational tasks; preparing summaries of independently studied
topics; testing or written exams; preparing draft articles, conference abstracts and other publications;
other forms that ensure comprehensive mastery of the curriculum and contribute to the gradual develop-
ment of skills for effective independent professional (practical, scientific and theoretical) activity at a
high level.

To assess the learning outcomes of a higher education applicant during the semester, a 100-point,
national and ECTS assessment scale is used.

Final assessment scale: national and ECTS

Total points for all | ECTS8 as- National scale assessment
types of learning sessment
activities
for exam, course project (work), for credit
practice
90 - 100 A perfectly Enrolled
82 -89 B good
75 - 81 C
68 — 74 D satisfactorily
60 — 67 E
35-59 FX unsatisfactory with the possibility of|not accepted with the possibility
reassembly of retaking
0-34 F unsatisfactory with mandatory re- | not passed with mandatory re-
study of the discipline study of the discipline

Course policy.

To successfully complete the course "Fundamentals of International Marketing", the student must:
- regularly attend lectures and practical classes;

- work systematically, systematically and actively in lectures and practical classes;

- make up for missed classes or unsatisfactory grades received in classes;

- to fully perform the tasks that the teacher requires to prepare, their quality is appropriate;

- perform control and other independent work;



- adhere to the norms of academic conduct and ethics.

The course "Fundamentals of International Marketing" involves mastering and adhering to the
principles of ethics and academic integrity, in particular, focusing on preventing plagiarism in any of its
manifestations: all works, reports, essays, abstracts and presentations must be original and authorial, not
overloaded with quotations, and must be accompanied by references to primary sources. Violations of
academic integrity are considered to be: academic plagiarism, self-plagiarism, fabrication, falsification,
copying, deception, bribery, and biased evaluation.

Recommended sources of information.

Basic literature

1. Shtal T.V., Astakhova L.E., Kozub V.O. International marketing: a textbook. Kharkiv: KhNEU
named after. S. Kuznetsia, 2019. 275 p.

2. Zhintsyo Y.V. International Marketing: Methodological Recommendations and Seminar Lesson
Plans for students. Lviv: Ivan Franko National University of Lviv, 2022. p. 32

3. Knyazeva T.V., Kolbushkin Y.P., Petrovska S.V. International marketing: textbook. K.: NAU,
2019. 164 p.

4. International marketing: textbook / edited by A.A. Mazaraki, T.M. Melnyk. Kyiv: Kyiv. Na-
tional.

Trade and Economics University, 2018. 448 p. National Technical University ugnitekram ogon-
doranzhim ivonsO"Kharkiv Polytechnic Institute"

5. Spivakovskaya T.V., Tsaryova T.O. International marketing: textbook; Kyiv: Igor KPI Sikor-
sky, 2021. 71 p.

6. Baranovskaya M. International Marketing: Questions and Answers. Textbook recommended by
the Ministry of Education and Science of Ukraine. 2019. 302 p.

Additional literature

1. Goncharov S. M., Duplyak V. D. International marketing: textbook. Kyiv: Higher School,
2013. 342

2. Shtal T.V., Kozub V.O., Artemenko V.S. International Economics and International Economic
relations: textbook; Kharkiv: "Fort" Publishing House, 2015. 364 p.

3. Chumachenko T.M. International Marketing: Educational and Methodological Manual. Ed. 3rd,
revised and supplemented. Dnipropetrovsk: State Higher Educational Institution "National Mining Uni-
versity”, 2012. 210p.

4. Gogol G.P. International Marketing: Textbook. Lviv: National Publishing House Lviv Poly-
technic University, 2004. 148p.

5. Kozak Y.G. International Marketing: Textbook: Kyiv: "Center for Educational Literature",
2014. 294p.

6. Lyulchak Z. S., Lipentsev A. A., Galushchak Y. I. National brand and branding in the context

international events. Logistics: [collection of scientific papers]. Lviv: Publishing House of Lviv
Polytechnic, 2012. pp. 127-136.



