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INTRODUCTION

In modern conditions of globalization and integration, international marketing is
becoming an integral part of the effective activity of enterprises and organizations in
world markets. It covers the development of strategies for promoting goods and services
beyond national borders, taking into account the peculiarities of foreign markets, cultural,

economic and political factors. The study of this course is essential for future
professionals who seek to understand the dynamics of international trade and business, as
well as adapt innovative approaches to achieve competitive advantages at the world level.
The course "International Marketing™ is focused on the development of students'’
ability to take into account the peculiarities of the international environment and adapt
marketing strategies to different cultures, economic and political conditions, mastering
the tools and methods of promoting goods and services in international markets, taking
into account the individual characteristics of the regions, the study of modern
technologies, digital tools and global trends in the field of marketing.

"International Marketing" is a course that studies the principles, methods and tools
of planning, implementing and controlling marketing activities in international markets,
taking into account the influence of the global environment.

The object of the course is the processes of planning, organization, implementation
and control of marketing strategies at the global level, taking into account the socio-
economic, cultural and political characteristics of different countries.

The subject of the course is international markets of goods and services and the
activities of business entities in them.

As a result of studying the course, the student must know the principles of
functioning of world markets and marketing tools, be able to analyze foreign markets,
develop and implement marketing programs that meet the needs of specific countries and
regions.

The learning outcomes and competencies formed by the course are defined in table

1.
Table 1
Learning outcomes and competencies formed by the course
Learning outcomes Competencies
LO2 GC8, SC3
LO3 SC10
LO4 GC8, GC9, SC3, SC6, SC14
LO5 GC3, SC6, SC7, SC12, SC14
LO6 GC6, SC6, SC7, SC14
LO7 GC9, SC11, SC12
LO8 SC5, SC10
LO9 GC6, GC7, SC12, SC14
LO10 GC8, SC3, SC14
LO11 SC6, SC12
LO12 GC11, SC3, SC5




where,

LO2. Analyze and forecast market phenomena and processes based on the application of
fundamental principles, theoretical knowledge and applied skills in the implementation of marketing
activities.

LOH3. Apply the acquired theoretical knowledge to solve practical problems in the field of
marketing.

LO4. Collect and analyze the necessary information, calculate economic and marketing
indicators, justify managerial decisions based on the use of the necessary analytical and methodological
tools.

LOS. Identify and analyze the key characteristics of marketing systems of different levels, as
well as the peculiarities of the behavior of their subjects.

LOG6. To determine the functional areas of the marketing activity of the market entity and their
interrelations in the management system, to calculate the relevant indicators that characterize the
effectiveness of such activities.

LO7. Use digital information and communication technologies, as well as software products
necessary for the proper conduct of marketing activities and the practical application of marketing tools.

LO8. Apply innovative approaches to the marketing activities of a market entity, flexibly adapt
to changes in the marketing environment.

LO9. Assess the risks of marketing activities, establish the level of uncertainty of the marketing
environment when making managerial decisions.

LO10. Explain information, ideas, problems and alternative options for managerial decision-
making to specialists and non-specialists in the field of marketing, representatives of various structural
divisions of the market entity.

LO11. Demonstrate the ability to apply an interdisciplinary approach and perform marketing
functions of a market entity.

LO12. To show the skills of independent work, flexible thinking, openness to new knowledge,
to be critical and self-critical.

GC3. Ability to abstract thinking, analysis and synthesis.

GC6. Knowledge and understanding of the subject area and understanding of professional
activities. GC7. Ability to apply knowledge in practical situations.

GC8. Ability to conduct research at the appropriate level.

GC9. Skills in the use of information and communication technologies.

GC11. Ability to work in a team.

SC3.Ability to use the theoretical provisions of marketing to interpret and predict phenomena
and processes in the marketing environment.

SC5.Ability to correctly apply marketing methods, techniques and tools.

SC6.Ability to conduct marketing research in various areas of marketing activity.

SC7.Ability to determine the influence of functional areas of marketing on the results of
economic activity of market entities.

SC10. Ability to use marketing information systems in marketing decision-making and develop
recommendations to improve their effectiveness.

SC11.Ability to analyze the behavior of market subjects and determine the peculiarities of the
functioning of markets

SC12.Ability to substantiate, present and implement the results of research in the field of
marketing.

SC14.Ability to propose improvements on the functions of marketing activities.



COURSE CONTENT
Content module 1. Specific features of international marketing

Topic 1. The concept, content and features of international marketing

International Marketing in the Context of International Economic Relations. The
essence and forms of economic integration. Essence, principles, functions and tasks of
international marketing. Marketing factors influencing forecasting and demand formation
In the international environment.

Topic 2. Features of the international marketing environment

Characteristics of economic environments. Socio-cultural environment of
international marketing. Political and legal environment. Other factors of the international
marketing environment. Typology of international environments.

Topic 3. Marketing research of foreign markets.

Content, tasks and goals of marketing research of foreign markets. Development of
an international marketing research plan.

Topic 4. Forms of international marketing

Strategy formation model. Forms and methods of entering the international market

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

Topic 5. Selection of an external target market and its segmentation

International marketing strategies taking into account the segmentation of foreign
markets. Positioning of goods and enterprises in foreign markets. Analysis of
international competition.

Topic 6. Price and pricing strategy in international marketing

Specifics and types of prices in international marketing. Pricing strategies. Pricing
Methodology in International Marketing. Features of price formation on world markets.

Topic 7. Commodity promotion in the system of international marketing

Formation of production distribution channels. Characteristics of international
distribution channels. Vertical marketing systems.

Topic 8. International Marketing Communications

A complex of marketing communications. The process of forming a marketing
communications system. Advertising in international marketing communications. Public
Relations. Sales promotion in international marketing. Personal Selling.

The list of practical (seminar) studies in the course is given in table 2.

Table 2
The list of practical studies
Topic name and/or task Content
Topic 1. Common features and differences between domestic and international
marketing. Stages of development of international marketing
Topic 2. Assessment of Ukraine's attractiveness for foreign investors. Analysis of the
structure of domestic exports and imports of goods to Ukraine
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Topic 3. Assessment of attractiveness of markets and competitive positions.

Topic 4. Segmentation of markets depending on the goals in the external market.

Topic 5. Assessment of ways for domestic enterprises to enter foreign markets.
Comparative characteristics of strategies for entering foreign markets

Topic 6. The concept of world price, types of world prices. Transfer pricing. Formation
of export prices.

Topic 7. Product strategies in international marketing. The main factors influencing the
choice of product strategy. Service policy in international marketing.
nTrademark, packaging and labeling in international marketing. Product life
cycle in international trade.

Topic 8. The main components of the communications complex. Features of international
advertising activities. Public relations in the system of international
communications. Promotion of sales of products.

The list of self-studies in the course is given in table 3.

Table 3
List of self-studies
Topic name and/or task Content
Topics1-8 Study of lecture material and processing of additional information on
International marketing
Topics1-8 Preparation for practical classes
Topics1-6 Performance of individual tasks
Topics 4, 7 Presentation
Topics 4 -8 Preparation for the colloquium

The number of

hours of lectures, practical (seminar) studies and hours of self-study

is given in the technological card of the course.

TEACHING METHODS

In the process of teaching the course, in order to acquire certain learning outcomes,

to activate the educat

ional process, it is envisaged to use such teaching methods as:

Verbal (lecture (Topic 1, 3, 6), problem lecture (Topic 2, 4, 5, 7), lecture-
provocation (Topic 8).
Practical (practical work (Topic 1 — 8), presentations (Topic 5, 7), creative task

(Topic 3, 7))

FORMS AND METHODS OF ASSESSMENT

The University uses a 100-point cumulative system for assessing the learning

outcomes of students
Current contro

| is carried out during lectures, practical and seminar classes and is

aimed at checking the level of readiness of a students to perform a specific job and is

evaluated by the sum

of points scored:

— For courses with the form of semester control, credit: maximum amount — 100
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points; minimum amount — 60 points.

The final control includes semester control and certification of the applicant for
higher education.

Semester control is carried out in the form of a credit.

The final grade in the course is determined by summing up all the points obtained
during the current control.

When teaching the course, the following control measures are used:

Current control: individual practical tasks (35 points), presentation presentation (35
points), current control (30 points).

Semester control: credit

More detailed information on the assessment system is provided in the
technological card of the course.
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