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Course Description

The aim of the discipline is to form future professionals’ system knowledge of the
conceptual foundations of international marketing activity and to acquire practical skills in
making tactical and strategic decisions regarding the implementation of the enterprise’s
marketing activities on international markets.

The main focus during studying the discipline is concerned to assimilate the methodology
of conducting international marketing research, substantiate strategies for covering the
international market, as well as adapt the global marketing program in relation to product,
price, sales and communication solutions in accordance with the needs, requests and
development trends of the selected foreign market.

Course Structure

No Topic Results of study Tasks
To use economic terminology, be able to explain the basic Tests,
concepts, types and forms of international marketing, situational
understand the goals and features of marketing in foreign tasks

markets, identify the main motives of the
internationalization of the marketing activities of
enterprises and the sources of the formation of
competitive advantages in the global dimension, analyze
the current trends in the development of international
marketing.

Theoretical foundations of
international marketing.
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To identify the factors of the international marketing Tests,
business environment, assess the impact of economic, situational
. . political, legal and socio-cultural features of foreign markets tasks

International marketing . . . .
environment. on the formation of an m_ternatlor_\al mark_etlng program,

apply methods of analysis of the international macro

environment, analyze the impact of the war in Ukraine on

the world economic development and geopolitical situation.

To understand the mechanism of implementation of Tests,

international competition, to identify the sources of the situational

formation of competitive advantages in the global tasks
Competitiveness in dimension, to analyze the intensity of competition in
international marketing. foreign markets and the competitiveness of the enterprise,

to critically evaluate the directions of implementation of

socially responsible marketing of international brands in

conditions of martial law.

To know the features, types and algorithm of conducting Tests,

international marketing research, master the methods of situational
Research and segmentation collecting and proce_ssing mgrketing informgtion, apply tasks
of international markets. relevan_t sources of information support for |_nte_rnat|onal

marketing research, choose segmentation criteria and

strategies for covering international markets, form brand

positioning strategies.

To understand the goals and motives of the company's Tests,

entry into foreign markets, evaluate the company’s situational
Entry models of enterprise competitive position and analyze the attractiveness of tasks
to foreign markets. international markets, conduct a comparative

characterization and justify the choice of models of the

firm's entry into foreign markets.

To know the components of international marketing Tests,

policy, to identify the peculiarities of the adaptation of the | situational
Commodity policy and product range to the needs and demands of international tasks
pricing in international markets, to analyze the factors of formation of world
marketing. prices and to understand the mechanism of pricing in

international marketing, to define the choice of

international product and price policy of the enterprise.

To analyze distribution channels on international markets Tests,
Organization of product and determine their selection criteria for B2B and B2C situational
distribution on international | markets, choose forms of relationships with international tasks
markets. suppliers and form global supply chains, understand

logistics schemes in international marketing/

To choose international communication policy tools, Tests,
International marketing analyze advertising features, conduct PR campaigns, sales | situational
communications. promotion and the use of personal selling techniques in tasks

international markets.
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Assessment Policy

During studying the course «International Marketing», the following assessment tools
and methods of demonstrating learning results are used: current survey and testing;
presentations of the results of tasks completed by students; analytical reports, reports on the
subject of the lesson; evaluation of the results of modular control; presentation of the results of
group tasks during training in the discipline; evaluation of the results of self-studies of
students; student performances at scientific and practical conferences; other types of individual
and group tasks.

Deadline and re-course policies. Specific deadlines are established for the performance
of all types of tasks and control measures, which the lecture informs the students at the
beginning of the study of the discipline. Modules are reassigned with the permission of the
Dean, if there are valid reasons.

Academic Integrity Policy. The use of printed or electronic sources of information
during the current knowledge control and modular control is prohibited. During the control
event, the student may use only authorized supporting materials or tools; it is forbidden to
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exchange information with other students in any form, to use, distribute, collect versions of
control tasks. Mobile devices are allowed to be used only during practical tasks that involve
analytical calculations.

Attendance Policy. Attending classes is mandatory. Missing practical classes must be
made up during consultation hours. For objective reasons (for example, illness, international
internship, study abroad, foreign internship, quarantine etc.) training may be provided on-line
in case of agreement with the course leader. For applicants who study according to an
individual schedule, current assessment is carried out during consultations and by completing
tasks in the Moodle system.

Assessment

The final score (on a 100-point scale) in «International Marketing» course is determined as
a weighted average value, depending on the specific weight of each credit component.

Modul 1 Modul 2 Modul 3
40% 40% 5% 15%
Current survey Modular control Training Self-studies
It is defined as the Final evaluation for the The assessment It is evaluated based
arithmetic average of the | completion of modular |received based onthe | on the results of the
grades obtained during tasks according to results of the tasks implementation and
practical classes on content module 1 and 2 assigned to the presentation of the
topics 1-8 (each student | inthe Moodle system. training. end-to-end project.
is evaluated at least once
every two classes).

Assessment Scale:

University .
scale National scale ECTS scale

90-100 A (excellent)

85-89 B (very good)
Good

75-84 C (good)

65-74 ) D (satisfactory)
Satisfactory

60-64 E (adequately)

35-59 ) FX (unsatisfactory with possibility of repeated passing)
Unsatisfactory - - — -

1-34 F (unsatisfactory without possibility of repeated passing)




