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BBEJIEHUE

Pabouas nmporpaMMa AUCIUIUIMHBI SBJISETCS YaCThIO OCHOBHOW NPOQeCcCHOHATBHOM
00pa3oBaTeNbHON MPOTrpaMMBbI BBICILIET0 00pa30BaHUs - IPOrpaMMbl OakajgaBpuaTa, pa3paboTaHHON B
coorsercTBu ¢ ®PI'OC BO

dI'0C BO ®denepalibHbIN rocyapCcTBEHHBIN 00pa30BaTENbHbIN CTaHIapT BhICILIEr0 00pa3oBaHUs
- OakanaBpHar o HarpasieHHuo noArotoBku 38.03.01 DxoHnomuka (pukas
MunoOpnayku Poccun ot 12.08.2020 r. Ne 954)

1. HEJIb OCBOEHMA TN CHUIIJIMHBI

Lenbto n3yueHus: AMCUUILIUHBI «/{e10BOM aHTIHICKU SI3bIK» ABIIsAeTCS (OPMUPOBAHNE
KOMMYHUKAaTUBHOM S13bIKOBOM KOMIIETEHIIMH, JUISl TIOJTOTOBKYU K OCYIIECTBIICHHUIO IEATEILHOCTH B
pa3nuuHbIX cepax SIKOHOMUKH, I1e paOOUUM A3BIKOM SBISETCS HHOCTpaHHbIH. KOMMyHUKaTHBHAs
A3BIKOBAss KOMIIETEHIIUSI COCTOUT U3 TMHIBUCTUYECKOTO, COLIMOIMHIBUCTUYECKOTO U IIPArMaTHIECKOrO
KOMITIOHEHTOB. Kak/1bIil 13 KOMIIOHEHTOB BKJIIOYAET B ce0sl ONpe/IeTICHHbIE 3HaHUs, YMEHUS U HAaBbIKH, a
UMEHHO:

JIMHrBUCTUYECKNI KOMIIOHEHT: 3HaHUE JIEKCUKH, (POHETUKN ¥ TPaMMaTHKH HHOCTPAHHOTO S3bIKA.

ConMOIMHIBUCTUYECKUI KOMIIOHEHT: 3HaHUE NPABUJI U HOPM MCIIOJIB30BaHUS HHOCTPAHHOT'O S3bIKA
B Pa3JIMYHBIX TUIIOBBIX CUTYalUSIX OOLIEHMS.

ITparmMaTn4ecKuii KOMIIOHEHT: YMEHUE M0JIb30BaThCS SI3bIKOBBIMU CPEICTBAMU B ONIPEACICHHBIX
(YHKIIMOHAIIBHBIX LIEJISX.

DopMHUpPOBAHNE KOMMYHUKATUBHOH SI3bIKOBOM KOMIIETCHIIMM PEAJIN3YETCSI BO BCEX OCHOBHBIX BUAAX
peueBoil JesITeIbHOCTH: YTEHUE (03HAKOMUTENIBHOE U U3YyYalollee), ClIylliaHie, TOBOPEHUE (IUaIOTHIECKOe
¥ MOHOJIOTMYECKOE), TUCHMO.

2. MECTO JUCHUIIJIMHBI B CTPYKTYPE OIIOII

JucuuriauHa OTHOCUTCS K 9acTh, GOPMUPYEMO ydacTHUKaMU 00pa30BaTEIbHBIX OTHOIICHHI.

3. OFBEM JJUCHHUIIVINHbI

Yacos
KonrakrtHas pabora .(1o
yu.3aH.) CamocrosTens
Hpoekyrosas Bcero 3a Hpaxmteciue ; :gle ?1614(2:11 3e.
aTTecTalus 3aHATHS,
ceMecTp BRITIOYAS OIrOTOBKA
Beero KypCOBOE KOHTPOJIGHBIX
MIPOEKTHPOBAHH KypCOBbIX
e
Cemectp 4
3auer ¢ oLeHKoi [ 144 [ 12 | 12 | 128 [ 4
Cemectp 5
3ayer ¢ OLeHKOI | 72 | 12 | 12 | 56 | 2
Cemectp 6
3a4er ¢ oneHKoit [ 144 | 12 | 12 | 128 [ 4
Cewmectp 7
Jawercomenxoin | 72 | 12 | 12 | 56 [ 2
Cewmectp 8
Kompommanpators | | 12 12 128 4
576 60 60 496 16




4.1INTAHUPYEMBIE PE3YJIbTATBI OCBOEHMUSA OIIOII
B pesynbrare ocBoenust OIIOI y BeITyCKHHUKA TOJKHBI OBITH CPOPMHUPOBAHBI KOMITETEHITHH,
ycraHoBieHHble B cooTBeTcTBHH PI'OC BO.

[udp 1 HaumMeHOBaHUE
KOMIIETEHIHH

NHaukatopel 1OCTHXKEHUS KOMITETCHITUN

YK-4 Criocoben
OCYIIECTBIIATH JEJIOBYIO
KOMMYHUKALUIO B YCTHOU U
NUCbMEHHOU (hopMax Ha
rOCy/apCTBEHHOM SI3bIKE
Poccuniickoit denepanuu u
MHOCTPaHHOM(bIX) sI3bIKE(ax)

NJ-1.YK-4 3nate: nutepaTypHyto GOpMY TOCYAapCTBEHHOTO SI3bIKA,
OCHOBBI YCTHOI ¥ MMCbMEHHON KOMMYHUKAIIMA HA THOCTPAHHOM SI3bIKE,
(YHKIMOHATIBLHBIE CTUIIA POJHOTO fA3bIKa, TPEOOBAHUS K AETOBOI
KOMMYHMKaIUU

NJ1-2.YK-4 YMeTh: BbIpakaTb CBOM MBICIM HA TOCY/IapCTBEHHOM, POJIHOM U
WHOCTPAHHOM $I3bIKE B CUTYAIIUU JAEIOBOM KOMMYHHKAIIUU

N-3.YK-4 NmeTh npakTUUECKUI OTIBIT COCTaBICHUS TEKCTOB Ha
roCy/1apCTBEHHOM U POJAHOM SI3bIKaX, OIBIT IEPEBOA TEKCTOB C
MHOCTPAHHOTO fA3bIKAa HAa POHOMN, OIBIT FTOBOPEHUSI HA FOCYAAPCTBEHHOM U
MHOCTPAHHOM $I3bIKAX.

[TpodeccuonanbHbie KO

mreteHun (I1K)

[udp 1 HauMeHoBaHUE
KOMIIETEHLIUU

Nuaukatopel 1OCTHKEHUS KOMITETCHITUN

ODFaHI/ISaHI/IOHHO—YHDaBJ'IeH‘ICCKI/Iﬁ




TIK-1 IToaroroBka k
3aKIIIOUEHUIO
BHEILIHETOPrOBOTO KOHTPAaKTa

NJI-1.T11K-1 3Hats:

OCHOBHbBIE TEXHUUYECKUE XapaKTEPUCTHKH, IPEUMYIIECTBA U OCOOCHHOCTH
IIPOAYKIMY OpraHU3alliy, IOCTaBIsIEMON Ha BHEIIHNUE PHIHKU
HopMaTtuBHbIE IpaBOBBIE aKThI, PETJIaMEHTUPYIOIINE
BHEITHEAKOHOMUYECKYIO JIEATENBHOCTh

MesxayHapoiHble IPaBUiIa TOJKOBaHUS HarOoJee IIMPOKO UCTIONb3YEMBbIX
TOPTrOBBIX TEPMHHOB B 00JIaCTH BHEIIHEH TOPTOBIH

MeTozbl 1 HHCTPYMEHTHI paboThl ¢ 6a3aMH JaHHBIX BHEIIHUX PHIHKOB
Metozbl paboThl ¢ MICTOYHUKAMU MapKETUHIOBOM MH(OPMAIIMH O BHEITHUX
PBIHKaX

Metoap! pa3paboTKu pekIaMHON HH(OPMAIUK I BHEIIHUX PHIHKOB
WHcTpyMEHTBI IPOABUKEHNS TOBAPOB U YCIYT Ha BHEITHUX PBIHKAX
OcHOBHBIE BUBI U1 METOABI MEXKTyHAPOIHBIX MAPKETUHI OBBIX
KOMMYHUKaUK

JIOKyMEHTOOOOPOT BHEUTHETOPTOBBIX CIIEIOK

VY c1oBUs BHEITHETOPrOBOrO KOHTPaKTa

Hopwmbl 3THKH U 1€710BOT0 OOIIEHUSI C THOCTPAHHBIMU apTHEPaMH
MapKeTuHT ¥ 0COOCHHOCTH [IEHOOOPa30BaHU

OTHKA J1e70BOro OOIICHHUS U MTPaBHiIa BEJICHHS IEPETOBOPOB

AHrIMiCcKUi A3bIK (IIOPOroBbIi ypoBeHb B1)

OCHOBBI 5KOHOMUYECKOW TEOPUU

OcHoBBI TPpyAOBOT0 3aKOHOAaTeNbCcTBa Poccuiickoit denepanuu

[IpaBuna aqMHUHUCTPATUBHOTO JTOKYMEHTO000pOTA

[Topsokx cocTaBiaeHNs YCTaHOBJIEHHOW OTYETHOCTH

[IpaBuia noxapHoii 6€30MacCHOCTH

TpeboBanust oxpaHsl Tpyaa

NIa-2.11K-1 Ymers:

Hcnonb30BaTh BEIUUCIUTENBHYIO, KOMUPOBAJIbHYIO, BCIOMOTaTEIbHYIO
TEXHUKY U Pa3IMYHbIE BUJbI TEJIEKOMMYHUKALIMOHHON CBS3H
PazpabaTsiBaTh TEKCTHI peKIIaMHON MHPOPMAIIUH O TIPOTYKIIHA
OpraHM3ali Ha UHOCTPAHHOM $SI3bIKE JJIs1 TOCIEAYIOIIEro
pacnpocTpaHEeHHUs] Ha BHEIIHUX PBIHKAX

OcCy1IecTBIISITh JEI0BYI0 NEPENUCKY IO BOIIPOCaM 3aKIIOUEHUS
BHELIHETOPrOBOI0 KOHTPAaKTa

Ocy1ecTBISITh B3aUMOJIECHCTBUE C YUaCTHUKAMU BHEITHETOPTOBOTO
KOHTpAaKTa

[ToaroraBnuBaTh KOMMEpPUYECKUE MPEIIOKEHHUSI, 3aIIPOCHI

OdopMIATh TOKYyMEHTALIUIO B COOTBETCTBUU C TPEOOBAHUSIMHU
3akoHoarenscTBa Poccniickoit denepanuy U MEXTyHAPOIHBIX AKTOB
CocTaBiaTh OTUETHI U TOTOBUTH MPEATIOKEHHUS IO BOIIPOCAM 3aKITIOUEHUS
BHELIHETOPrOBOI0 KOHTPaKTa

[TpoBepATh HEOOXOIUMYIO JOKYMEHTALUIO JUISl 3aKJIIOUCHUS
BHEIIIHETOPrOBOI'0 KOHTPAKTA

CocTaBisATh IPOEKT BHEITHETOPIOBOIO KOHTPAKTa




TIK-1 IToaroroBka k
3aKIIIOUEHUIO
BHEILIHETOPrOBOTO KOHTPAaKTa

N-3.11K-1 MeTh npakTUYECKUHA OIIBIT:

Opranuzanuu pexyiaMbl IPOTYyKIUU OPTaHU3ALNHU Ui PacpOCTPAaHEHMS] HA
BHELIHUX PbIHKAX

OneHku pe3yabTaTUBHOCTH PaclpOCTPAHEHNS HA BHEIIHUX PhIHKAX
peKIaMHON HHPOPMALIUHU O TPOTYKIIMHA OPTaHU3AIUH B 3aBUCUMOCTH OT
KAaHAJIOB pacIpOCTPaHEHUs

IToucka u aHanu3a nHGoOpMAaLUK O TOTEHIIMATIBHBIX TApTHEpaX Ha BHELTHUX
PBIHKaX

Hanpagnienus 3anpocoB, NpUriamieHuid 1 uHGOopMaIyi NOTEHIMATbHBIM
y4acTHUKaM BHEUIHETOPrOBOIO KOHTpaKTa

IIpoBenenus npeaBapUTEILHOTO aHAIN3a MOCTYAOINUX KOMMEPUYECKUX
IIPEI0KEHUH, 3alIPOCOB OT MOTEHIMAIBHBIX TAPTHEPOB HA BHEIIHUX
PBIHKaX

[TpoBenenus npeaBapUTEIHLHOTO aHAIHM3a LEIeCO00Pa3HOCTH YUacTHs B
BBICTAaBOYHO-SPMAPOYHBIX U KOHI'PECCHBIX MEPONIPHUATHAX 32 PyOEKOM B
LEJISIX TPUBJICYEHMSI TIOTEHIIMAIBHBIX TAPTHEPOB

CocraBiieHus CIIMCKA OTKJIOHEHUH OT PUEMJIEMbIX YCIOBUMN
BHELIHETOPTrOBOI0 KOHTpAKTa (II€peuYeHb Pa3HOTIACHI)
JIOKyMEHTaIbHOTO O0(OPMIICHHSI PE3YIbTATOB IEPETOBOPOB MO YCIOBUSIM
BHELIHETOPTOBOI0 KOHTPAKTa

[ToAroToBKM CBOAHBIX OTYETOB U NMPEAJIOKEHUN O MOTEHIUAIbHBIX
napTHEpax Ha BHEIIHUX PhIHKAaX

DopMHUpPOBaHUS CHUCKA NOTEHIIMAIBHBIX APTHEPOB JUISl 3aKIHOUCHUS
BHELIHETOPTOBOI0 KOHTPAaKTa

O6pabotku, hopMUPOBaHHUS, XpaHEHUSI HHOOPMAIH U TaHHBIX 00
YYaCTHUKAX BHEIIHETOProBOI0 KOHTPAKTa

dopMHUpOBaHUS NPOEKTA BHEIIHETOPrOBOI'O KOHTPAKTA

OcymiecTBiIeHUs IPOBEPKU HEOOXOTUMON TOKYMEHTAIINH JIJIS 3aKITFOUCHHS
BHELITHETOPrOBOI0 KOHTPAaKTa

[ToaroroBku mpoueaypsl MOANKUCAHUS BHEIIHETOPIrOBOIO KOHTPAKTA C
KOHTPareHTOM

[IK-2 ToxymeHTapHOE
COIIPOBOKICHUE
BHEIIIHETOPTrOBOI'0 KOHTPAKTa

NJI-1.11K-2 3Hats:

HopmaTuBHBIE IPaBOBBIE aKThl, PETJIAMEHTUPYIOLIUE
BHEIIHEIKOHOMUYECKYIO I€ATEIbHOCTh

CrangapTsl ¥ TpeOOBaHMsI BHEIIHUX PHIHKOB K MPOIYKIIUU
MeToapl 1 OCHOBBI CHCTEMHOI'O aHaJIN3a BHEIIHEAKOHOMHUYECKON
uHpopMauu

[IpaBuna opopmiieHHs JOKYMEHTAIMU 110 BHEITHETOPTOBOMY KOHTPAKTY
[Topsamok JOKyMEHTO0O0POTa B OPraHU3AINH

VY c10BHS BHEIIHETOPIrOBOI'O KOHTPAKTA

DTHKa JeN0BOro OOIIEHHUS U TIPaBUiia BEJACHUS MIEPETOBOPOB
MapkeTHHT ¥ 0COOEHHOCTH 1IEHO00pa30BaHUS

AHTIUICKHH s3bIK (TOPOroBbIi ypoBeHb B1)

OCHOBBI 5KOHOMHYECKOU TEOPUHU

OcHoBBI TpyAOBOT0 3aKOHOAaTeNbCcTBa Poccuiickoit denepanuu
[IpaBuia aAMHUHHCTPATHBHOTO JJOKYMEHTOO00pOTa

[Topsiok cocTraBieHus YCTAHOBIEHHON OTYETHOCTH

ITpaBumna noxkapHoit 6e30mMacHOCTH

TpeboBanust oxpaHsl TpyAa




[1IK-2 JloxymeHTapHOE
COIIPOBOKICHUE
BHEIIHETOPrOBOI0 KOHTPAKTa

NJ1-2.11K-2 YmeTs:

Hcnonbs30BaTh BHIYUCIUTENBHYIO, KOMUPOBAIBHYIO, BCIIOMOTaTENIbHYIO
TEXHUKY U Pa3IN4Hble BUJIbI TEIEKOMMYHHUKAIIMOHHOM CBS3U

Bectu 6a3bl JaHHBIX TOKYMEHTALIUU IO BHEITHETOPTOBOMY KOHTPAKTY
OdopMIATh TOKYMEHTAILIHIO 110 BHEITHEIKOHOMHYECKOH NeATeIbHOCTH B
COOTBETCTBHUM ¢ TpeOOBaHUSAMU 3aKOHOIaTeNbeTBa Poccuiickoit @eneparuu
1 MEXIYHAPOIHBIX aKTOB

BricTpauBath B3auMOEICTBYE C TOIPA3/IETECHUSIMUA OpraHU3aluu JJis
OpraHH3aIfH JOKYMEHTOO00pOTa MO BHEIIHETOPTOBOMY KOHTPAKTY

N-3.11K-2 MeTh NpakTUYECKUHA OIBIT:

dopmHUpoBaHus peecTpa JOKYMEHTALUU 110 BHEUTHETOPIOBOMY KOHTPAKTy
Perucrpanum 10KyMeHTalMK 110 BHEIIHETOPTOBOMY KOHTPAKTY
Ocy1ecTBieHNs yuyeTa U CUCTEMaTU3allui XpaHEHHsI TOKyMEHTaluu 110
BHELIHETOPIOBOMY KOHTPAKTy

@®opmMHUpoBaHUs A€ U cla4ya B apXUB JOKYMEHTALMU 10 BHEITHETOPTOBOMY
KOHTPAKTY

CocraBienus ¥ 0(pOpMIIEHHUS OTYETOB IO Pe3yJIbTaTaM IMPOBEPOK
JOKYMEHTALMH 110 BHEIIHETOPIOBOMY KOHTPAKTy

5. TEMATUYECKHAM IJTAH
Yacos
KonraktHas pabora .(II0 y4.3aH.) «
Tema Beero CaMocT. OHTPOJIb
HauMeHoBaHNE TEMBI 4acoB HeKuMH HaGI-(I)]f;:TOp HpalI((l'/Il‘(l;l‘ieC pa60Ta Ca];’f;(;’)l'a()g(')l‘f;BH
Cemectp 4 140
CTpyKTypa TpaHCHALIMOHAILHON KOMITAaHUU
Tema 1. (VK-4, TIK-1, TIK-2) 44 4 40
MenemKkMeHT - uckyccTBo uian Hayka? (YK-
Tewma 2. 4, TIK-1, TIK-2) 44 4 40
MotuBanus 1 TUIEPCTBO B
Tema 3. [ mexaynaponnom menemxmente (YK-4, TTIK 52 4 48
-1, T1K-2)
Cemectp 5 68
MapkeTUHT B cUCTEME MEXKyHApOIHOTO
Temad. | o sieca (VK-4, TIK-1, TIK-2) 34 6 28
Mapxketunrossie uccinenoBanus (YK-4, [1K-
Tewma 5. 1, [TK-2) 34 6 28
Cemectp 6 140
[Tponykt u MupoBsie OpeHbl. bpenn-
Tema 6. 1 chemiment (YK-4, TIK-1, [TIK-2) 66 6 60
Tema 7. g[)po,HBI/I)KeHI/Ie npoaykra (YK-4, TTIK-1, ITK- 74 6 63
Cemectp 7 68
Tewma 8. [ Pexnama (YK-4, I1K-1, I[TK-2) 68 12 56
Cemectp 8 140
Tema 9. | Llenoo6pazoanue (YK-4, I1K-1, TTK-2) 66 6 60
TN | Kamansi cGbrra (YK-4, TTK-1, TTK-2) 74 6 | 68




6. ®OPMbI TEKYIIIETO KOHTPOJISI K TIPOMEXYTOUYHOM ATTECTAIIUMA

HIKAJIBI OIEHUBAHUSA
Pasnen/Tema Bun ouenotroro Ornrcanue OIEHOYHOTO CPEICTBA Kpurepun
Cpe/ICTBa OIICHMBAHHMS
Texymmit kouTposs (IIpunoxenne 4)
Tempr 1-3 YerHoe coobmenue |[loaroToBka ycTHOr0 COOOIIEHMSI IO OHOU U3 100 Gam1oB
(ITpunoxenue 4) | mpeasiokKeHHBIX TEM
Tebr 4-5 YctHoe coobmienue |[loaroroBka ycTHOro cooOIIeHus: 0 OAHOM U3 100 6aL10B
(ITpunoxenue 4) | npeyIOKEHHBIX TEM
Tenbr 6-8 YcTHOe coobmenue | [ToaroroBka yCTHOTO COOOIIEHUS IO OHOM 3 100 64108
(ITpunoxenue 4) | npeayioKEHHBIX TEM
Tenbr 9-10 YcerHoe coobmenue |[loaroroBka ycTHOr0 COOOIIEHHMSI IO OHOU U3 100 Gam1oB
(ITpunoxenue 4) | mpennokeHHBIX TEM
ITpomexxyrounas arrectanusi(IIpunoxenue 5)
Kaxxnprit 6uier conepKuT CIeyIoNne 3a/1aHus:
6 cemectp buner nasa 3azleTa ¢ |3aganue 1. YTeHne u MUCbMEHHBIN MEPEBOJ]
(3a0) OIICHKOM OpUTHUHAJILHOTO TeKCTa 3aaHue 2. 100 6anmoB
(ITpunoxenue 5) |Ilpakrtuyeckoe 3ananue. 3aganue 3. OTBET Ha
BOIIPOC.
Kaxxpiii OuneT coaepKuT cleayronue 3aIaHums:
4 cemectp buner gis 3aueTa ¢ 3ananue 1. UTeHne U MUChMEHHBINA IEPEBO]T
(3a0) OLICHKOU OPUTMHAJIBHOTO TE€KCTa 3a/aHue 2. 100 6amnoB
(ITpunoxenue 5) |IIpaktuyeckoe 3ananue. 3aganue 3. OTBET Ha
BOIIPOC.
Kaxxnprit OriteT comepKUT CIIeIyIONne 3a/1aHus
5 cemectp buner nna 3aileTa ¢ |3anmanue 1. UTeHre U MUCbMEHHBIN NEPEBO
(3a0) OILIEHKOH OPUTMHAJIBHOTO TeKCTa 3ajjaHue 2. 100 6astoB
(ITpunoxenue 5) |IIpakrnueckoe 3amanue. 3aganue 3. OTBET Ha
BOIIPOC.
Kaxxnprit 6uier coepKuT CeyIolue 3a/1aHus:
7 cemectp buner nna 3azieTa ¢ |3aganue 1. YTeHune u MUCbMEHHBIN MEPEBOJ]
(3a0) OIICHKOM OPUTHMHAJIBLHOTO TeKCTa 3aaHue 2. 100 6ammoB
(ITpunoxenue 5) |Ilpaktuyeckoe 3ananue. 3aganue 3. OTBET Ha
BOIIPOC.
Kaxpiii Ounet coaepKuT cleayronue 3a1aHus:
§ cemectp buner nusa 3aueTa © 3ananue 1. UteHne U MUCbMEHHBINA IEPEBO]T
(3a0) OILICHKOH OpUrMHaIbHOrO TekcTa 3ananue 2. [lepeckas 100 GammoB

(ITpunoxenue 5)

TekcTa. OTBETHI Ha BONPOCHL. 3aanue 3. OTBET
Ha BOIIPOC.




OIMUCAHME HIKAJI OHEHUBAHUA

[Tokazatens onenku ocBoenust OIIOIT popmupyercs Ha OcCHOBE 00BETUHEHHUS TEKYIIET0 KOHTPOJIS
Y TIPOMEKYTOUYHOM aTTECTAI[MU 00yJaroIIeTroCsl.

[Tokazarenb peTUHTa N0 KaKI0M JUCHMIUIMHE BBIPAXKAETCS B MIPOLIEHTAX, KOTOPBIM MOKa3bIBAET
YpOBEHb MOJITOTOBKHU CTYJICHTA.

Texymuit kouTpoas.Ucnons3yetcs 100-6amnpHas cucreMa oreHuBanus. OrieHKa paboThl CTyIeHTa B
TEYEHUH CEMECTpPa OCYIIECTBIISIETCS MPENOoAaBaTeIeM B COOTBETCTBUH € Pa3pabOTaHHON UM CHCTEMOM
OLIEHKH Y4eOHBIX JOCTHKEHUI B Ipoliecce 00yUYeHHs 10 JAHHOM THUCHIUIUIMHE.

B pabounx nporpamMmmax JUCIHHIUIMH U MPAKTUK 3aKPETSICHbI BUJIbI TEKYIIETO KOHTPOJIS,
IUTAHUPYEMBbIE Pe3yJIbTaThl KOHTPOJIBHBIX MEPONPUATUN U KPUTEPUH OLIEHKU yUeOHBINH JOCTHKEHUH.

B Teuenue cemecTpa nmpenogaBateneM NpOBOJAUTCS HE MEHEE 3-X KOHTPOJIbHBIX MEPOIPUITUH, IO
OLICHKE JIeATENbHOCTH CTyIeHTa. Eciu nocemnieHust 3aHsTHii 110 TUCIUIUIMHE BKIIFOUEHBI B PEUTHHT, TO
JTaHHBIN TIOKa3aTeNb cocTaBiseT He Oosee 20% 0T MaKCUMAalbHOTO KOJUYECTBA OAJIJIOB MO AUCHHUIUIHHE.

[TpomexyTtounas arrectauus. Mcnonszyercs 5-6amibpHast cucteMa olieHnBaHus. O1ieHKa paboThl
CTYJEHTA 110 OKOHYAHHIO IUCUUTUIMHBI (YACTH TUCIUIUIMHBI) OCYIIECTBIICTCS IPENoAaBaTesieM B
COOTBETCTBUH C pa3pabOTaHHON UM CHCTEMOI OIIEHKH JOCTHKEHUI CTYyJIeHTa B mpoliecce 00y4eHus 1Mo
naHHoU aucuuriuHe. [IpoMexxyTouHas aTTecTalnus Takyke IPOBOAUTCS MO0 OKOHYAHUIO (DOPMHUPOBAHUS
KOMIIETECHIHI.

[Topsimox mepeBoia pelTuHra, NpeayCMOTPEHHBIX CUCTEMO OLIEHUBAHUS, 110 AUCLUIUINHE, B
NSATUOAIUIBHYIO CUCTEMY.

Bricokuii ypoens — 100% - 70% - oTinnuHO, XOpowIo.

Cpennuii ypoBeHb — 69% - 50% - y10BIE€TBOPUTEINBHO.



Iloxa3aTesb OLIEHKH

Ilo 5-0a/JILHOM cUCTEME

XapakTepHCTHKA OKa3aTeJist

100% - 85%

OTJIIMYHO

O6J'Ia,HaI-OT TCOPCTUUCCKUMHU 3HAHUAMUA B IIOJITHOM O6’beMe,
IMOHUMAKOT, CAMOCTOATCIBHO YMCHOT IIPUMCHATD,
HCCICI0BATh, I/I,Z[eHTI/I(I)I/ILII/IPOBaTB, AHAJIIN3UPOBATh,
CUCTCMATU3UPOBATD, PACHPCACIATD 11O KATCTOPUAIM,
pacCcuuTaThb 1MOKa3aTeCIIu, KHaCCI/IQ)I/ILII/IpOBaTB,
pa3pa6aTLIBaTL MOZCIIN, AJITOPUTMHU3UPOBATL, YIIPABJIATD,
OpTraHnU30BaTh, IJIAHUPOBATH INPOUECChI UCCIICAOBAHNA,
OCYHICCTBJIATL OCHKY PE3YJIbTATOB Ha BBICOKOM YPOBHC

84% - 70%

XOpOLIO

00J1aJat0T TEOPETUYECKUMHU 3HAHUSIMU B TIOJTHOM 00beMe,
IIOHUMAIOT, CAMOCTOSITEIBHO YMEIOT IPUMEHSAT,
UCCIIeI0BATh, UACHTU(DHUIIMPOBATH, AHATU3UPOBATH,
CUCTEMAaTU3UPOBATh, PACIIPEACIIATD 110 KATETOPHUSM,
paccuuTaTth MOKa3aTeNu, KIacCu(pHUIIMPOBATS,
pa3pabaTbIBaTh MOJICNIHU, AITOPUTMHU3UPOBATD, YIIPABIATH,
OpraHU30BaTh, INIAHUPOBATH IIPOLIECCHI UCCIIEIOBAHNS,
OCYILECTBISATh OLIEHKY PE3YyJIbTATOB.

MOFYT OBITH JOIMYHIEHbI HEAOYCTEBI, UCIIPABJICHHBIC
CTYACHTOM CaMOCTOSATCIIbHO B ITPOLCCCC pa6OTBI (OTBeTa

U T.1.)

69% - 50%

Y0BJIETBOPUTEIIHHO

00ya1a10T OOIMUMH TEOPETHUYECKUMHU 3HAHUSIMHU, YMEIOT
MIPUMEHATD, UCCIEA0BATh, HICHTU(PHUITUPOBATH,
aQHAIM3UPOBATh, CHCTEMATU3UPOBATh, PACIIPEACIIATE TI0
KaTeropusM, pacCYMTATh MTOKA3aTEIIH,
KJIAaCCU(HUITUPOBATH, pa3padaThIBATh MOJICIIH,
aIrOpUTMU3UPOBATH, YIIPABIIATh, OPraHU30BaTh,
TJIAHUPOBATH MPOIIECCHI HCCIIE0BAHMUS, OCYIIECTBIISATh
OIICHKY Pe3yJIbTaTOB Ha CPEIHEM YPOBHE.
JlomyckaroTes OIMOKH, KOTOPBIE CTYACHT 3aTPy IHACTCS
HCIIPABUTHh CAMOCTOSTEIBHO.

49 % u MeHee

HCYIOBJICTBOPHUTCIIBHO

00J1aJat0T HE MOJHBIM 00BEMOM 00X TEOPETUYECKUMU
3HAaHUSIMH, HE YMEIOT CAMOCTOSATENbHO IPUMEHSTD,
UCCIIe10BaTh, UIEHTU(PULINPOBATh, AHAJIU3UPOBATh,
CHCTEMaTH3UPOBATh, PACHIPEAEIATH [0 KATETOPUsIM,
paccuMTaTh MOKa3aTeNn, KIacCu(pUIUPOBATh,
pa3pabaTbIBaTh MOJIEINIHU, AITOPUTMHU3UPOBATD, YIIPABIATH,
OpraHu30BaTh, INIAHUPOBATDH MPOLIECCHI UCCIIEIOBAHUS,
OCYILIECTBIISATh OLIEHKY PE3YJIbTaTOB.

He cdopmupoBanbl yMEeHUS M HaBBIKH VIS PELICHUS
npodecCHOHATBHBIX 3a]a4

100% - 50%

3a4TCHO

XapaKTEepUCTHKA M0KA3aTelsl COOTBETCTBYET «OTIMYHOY,
«XOPOILO», «YIAOBIECTBOPUTEIHHO

49 % wu MmeHee

HC 3a4TCHO

XapPaKTCPUCTHKA ITOKA3aTCJIA COOTBECTCTBYCT
«HCYOOBJICTBOPUTCIIBHO»

7. COAEP KAHUE JTUCIUIIJIMHBbI

7.2 CopeprkaHue MPaKTHYECKUX 3aHATHH U 1TaOOpaTOPHBIX padoT




Tema 1. CtpykTypa TpancHanoHansHOU Komnanuu (YK-4, TTIK-1, I1K-2)

[IpaBoBbIe (hopMBbI Opranuzanuu ousHeca. IHauBuayansHblil npeanpuHuMaTens. [lapraepctso.
AxuunoHepHble o0miecTBa. JJocTOMHCTBA M HEOCTATKU Pa3HbIX (OPM MPaBOBOIl opraHu3anuy Ou3Heca.
OpraHu3annoHHas CTPYKTypa KOMITaHUH.

Tema 2. MenemxMeHT - uckyccTBo uinu Hayka? (YK-4, TTIK-1, [1K-2)

UYro takoe MmeHemkment? [lurep [prokep u Teopust MeHekMeHTa. OCHOBHbIE (DYHKIIMH MEHeKepa.
Paznuuus pyHKUM TMHEHHOTO U TO MeHepkepa. OCHOBBI PUCK-MEHEKMEHTA BO BHEIIIHEAKOHOMUYECKON
NEATENIBHOCTH . MEHEKMEHT U CTPATErMueCcKOe TUIAaHUPOBAHNE

Tema 3. MoTuBanus u TMAEPCTBO B MexayHapoHoM mMeHemkmenTe (YK-4, ITK-1, T1K-2)

Xapakrepuctuku auaepa. Teopun motuBauu. @peaepuk Telsiop U Teopusi HAYYHON OpraHU3aluu
tpyna. [Tupamuna norpedHOCTEH A. Macnoy. Teopus «aByx (axropoB» Xanuoeprepa. Teopuun X u ¥V
Makrperopa. Teopus Z Oyun. DTHKa JEIOBOT0 OOIICHHS U MPABHJIa BEICHUS IEPETOBOPOB.

Tema 4. Mapketunr B cucteme MexxayHapoHoro ousneca (YK-4, I1K-1, I1K-2)

OcHoBHbIE TEOpHH B 0051acTH KOMMepUeckoi nesitenbHocTH (selling and marketing concepts). Tunsl u
BUJIbI PBIHKOB. MapKeTHUHIOBBI KOMIUIEKC KOMITAHUHU: IPOAYKT, [IeHa, KaHaJIbl COBITa, IPOABIKEHNE
TOBapa Ha pbIHOK. MapKeTHHT U 0COOCHHOCTH 1IeHO00pa3oBaHusi. OCHOBHBIE BUABI U METO/IbI
MEXAYHapOIHBIX MAPKETUHTOBBIX KOMMYHHKAIUH.

Tema 5. Mapkerunrossie uccnenoBanus (YK-4, I1K-1, I1K-2)

BaxxHOCTh MapKeTHHIOBBIX HccienoBaHui. CerMmeHTalus pblHKa. THUITBI MAPKETUHTOBBIX UCCIIEIOBaHUM.
[lepBuunble MapkeTHHTOBEIe HccienoBanus (field research). Bropuunbie MapKeTHHTOBBIE UCCIIETOBAHHS
(desk research).

Tema 6. IlponyxT u mupoBsie Openasl. bpena-menemxment (YK-4, I1K-1, T1K-2)

XapakTepucTUKu npoaykTa. OTnudne npoaykra ot openna. [IpoaykroBas nuHelika, aCCOPTUMEHT
npoayKToB. JKU3HEHHBIH UK TpoayKTa. CriocoOb! MOBbIIEeHUS 3G (HEKTUBHOCTH OpeHaa (paciupeHne
Openna). Benymme mupossie Openipl. CTaHIapThl M TpeOOBaHMS BHEIIHUX PHIHKOB K MPOYKIIUN

Tewma 7. [Ipoasmxenue npoaykra (YK-4, ITK-1, I1K-2)

CocraBHBIE TIpoIiecca CTUMYJTUPOBAHHS CIIPOCa HA TOBap: peKiiama, Co3/IaHue 0OIIeCTBEHHOTO UMHIKA,
CTHMYJIMPOBAHUE MPOAAXK, U TIPSIMbIC TIPOIaxH. JlOCTOMHCTBA M HEJJOCTATKH KaXKIOH COCTABIISIONICH.
HNHCTpyMEHTBI IPOIBUKEHUSI TOBAPOB U YCIIYT HA BHEIITHUX PHIHKAX.

Tema 8. Pexnama (YK-4, [1K-1, T1K-2)

Peknama kak coctaBHas mporecca CTUMYJIMPOBAHUS CIIPOca Ha TOBAp. XapaKTEPUCTUKU YPPEeKTHBHOM
pexinambl. Mogens AIDA. Crioco0sl yoexaenus nokynaress. TpaHCHaMOHAIbHBIE pEKIIaMHbIE KaMIIaHHUU:
YCIIEXH U TPOBaJIbl. MeTO bl pa3pabOTKH peKIaMHOM HH(pOpPMAIMK JJIsi BHEITHUX PhIHKAX.

Tewma 9. llenoo6pazosanue (YK-4, I[1K-1, [1K-2)
BaxxHOCTB IeHO0Opa30BaHUsI B MAPKETHHIOBOM JIEATEIILHOCTH KOMITaHUH. DaKTOPHI, BIUSIOIINE HA
neHooOpazoBanue. CTpaTeruu 1eH000pa30BaHuUS.

Tewma 10. Kananer copita (YK-4, I1IK-1, T1K-2)
MecTo KaHaJIOB COBITa B MAPKETHHTOBOM KOMILJICKCE KOMIIAaHUU. BUIbI U THITBI KaHAJI0B cObITa. X
npeuMyIiecTBa U HeZoCTaTku. DYHKITUH MOCPETHUKOB.

7.3. ConeprkaHue CaMOCTOSITEIIBHONU PabOThI




Tema 1. CtpykTypa TpancHanoHansHOU Komnanuu (YK-4, TTIK-1, I1K-2)

Ob6cysxneHne npaBoBbIX (HOpMBI OpraHuzanuu OuzHeca. MHAMBUAyanbHbINH TPeIpUHIMATENb.
[TapTHepcTBO. AKIMOHEpHBIe o0mecTBa. OOCyXk/IeHHE JOCTOUHCTB U HEIOCTaTKOB pa3HbIX (popM MpaBoOBOH
opranu3zanuu 6usHeca. OnucaHue OpraHu3aluOHHON CTPYKTYPbl KOMIIAHHH.

Tema 2. MenemxmeHT - uckyccrBo win Hayka? (YK-4, I1IK-1, TIK-2)

Uro Takoe menemkMenT? O6cyxaenne Bkiaana [Turepa [Iprokepa B Teoprio MEHEDKMEHTa. PaccMoTperue
OCHOBHBIX (DYHKIIMH MEHEKepa U CYIIECTBYIOINX Pa3Inyuid (yHKIMN JIMHEHHOTO U TOTI MEHEKEpa.
KaxoBbl OCHOBBI pUCK-MEHEIKMEHTA BO BHETHEAKOHOMUYECKOHN AesITeNbHOCTU? MEHEIKMEHT U
CTPATETUYECKOE IIJITAaHUPOBAHUE.

Tema 3. MoTuBanus 1 IuAEpcTBO B MeKAyHapogHoM MeHemkMenTe (YK-4, T1K-1, I1K-2)
Xapakrepuctuku jujaepa. Teopuu motuBanuu. @penepuk Tennop U Teoprs HaydYHOU OpraHU3alUu TPYIa.
IMupamuna norpedHOCTEH A. Macnoy. Teopus «aByx ¢axkroposy Xanubeprepa. Teopun X u Y
Makrperopa. Teopust Z Oyun. ITHKa 1€710BOro OOIIEHHUS U NIPaBHiia BeICHHS IEPETOBOPOB.

Tema 4. MapkeTHHT B cucteMe MexayHapoaHoro ousneca (YK-4, I1IK-1, I1K-2)

KakxoBo oTnuure Mexay OCHOBHBIMH TEOPUSMHU B 001acTH KOMMEpUECKo# nearenbHocTH (selling and
marketing concepts). Kakue Turbl u BUIbI pIHKOB BbI 3HaeTe? OMUITUTE MAPKETUHTOBBIN KOMILIEKC
KOMIaHUH: MPOIYKT, [IEHa, KaHaJbl CObITA, MPOJBMKEHIE TOBApa HA PHIHOK. MapKETHHT U OCOOCHHOCTH
1ieHoo0pazoBanusi. OCHOBHBIE BUIBI M METO/IBI MEKTYHAPOIHBIX MAPKETHHTOBBIX KOMMYHUKAIIUH.

Tema 5. Mapkerunrossie uccnenoBanus (YK-4, [1K-1, I1K-2)

Hackonbpko BaskHBI MApKETUHTOBBIX HccienoBanuii? Kak mpoucxoaut cermenranus peinka? Kakue bt
MapKETHHTOBBIX MCCIEOBAHUN BaM U3BECTHHI? B ueM oTnuyune nepBUYHBIX MAPKETHHTOBBIX
uccinenoanuii (field research) ot BTopuuHbIX MapKkeTHHTOBBIX UccienoBanuii (desk research)?

Tema 6. IIponykt u mupoBsie 6penasl. bpena-menemxment (YK-4, I1K-1, T1K-2)

B uem orinuune npoaykra ot 6penna? Kak hopmupyercs npoayKToBas JUHEHKa, aCCOPTUMEHT MPOIYKTOB.
OnumuTe )KU3HEHHBIN UK TporyKTa. Kak MOKHO MOBBICUTH 2P (HEeKTUBHOCTH OpeHa (pacumpeHne
Openna)? CrangapThl U TpeOOBAaHUS BHEIIHUX PHIHKOB K MPOAYKIIHH.

Tema 7. IlponBuxenue npoaykra (YK-4, I1K-1, I1K-2)

Onummre cocTaBHbIE Mpoliecca CTUMYIUPOBaHUS crpoca Ha ToBap. ONUIINTE JOCTOMHCTBA U HETOCTATKH
COCTaBHBIX IIpOIECCca CTUMYJIMPOBAHMS CIIpoca (pekiiama, Co3/1aHie 0OLIECTBEHHOIO UMHJIKA,
CTUMYJIMPOBAaHUE MPOJAXK, U MPsIMbIE IPOJakH). IHCTpYMEHThI IPOJIBUYKEHHUS TOBAPOB U YCIIYT Ha
BHEIIHHUX PbIHKaX.

Tema 8. Pexnama (YK-4, I1K-1, [1K-2)

Onummre GyHKIUU pekiaMmbl. OMUIINTE XapaKTePUCTHKHU 3P PEKTUBHOM pekaambl.M UTo Takoe MOJenb
AIDA? Kakue cymuiecTByIoT criocoObl yoexxaeHus nokynatesns? TpaHCHAaIIMOHAIbHbIE PEKIIAMHbIE
KaMITaHUU: TIPU BEJIUTE MPUMEPBI YCIIEXO0B U MPoBajioB. OMUIINTE METO bl pa3paboTKU PEKIaMHOMI
nH(pOpMalLUU AJ1 BHEITHUX PHIHKOB

Tewma 9. llenoo6pazosanue (YK-4, I[1K-1, [1K-2)

[Mouemy nieHOOOpa3OBaHME SBISCTCS BAXKHBIM AJIEMEHTOM MapKETHHIOBOTO KOMIUIeKca kommannu? Kakue
(haxkTophI BIHSIOT Ha IleHOOOpa3zoBanue? Kakue crpaTeruu ieHooOpa3oBaHue B 3HaeTe?
[IpowmrocTpupyiite cTpaTeriuu eHo00pa30BaHus, UCIOIB3YsI TPUMEPHI PA3THYHBIX KOMIIAHHH,
(YHKIIMOHHPYIOIIUX Ha POCCUICKUX PHIHKAX TOBAPOB M YCIYT.




Tewma 10. Kanansr copita (YK-4, [1K-1, T1K-2)

KaxoBa ponp 1 Ha3HaueHUe KaHAIOB CObITa B MApKETUHIOBOM KOMIUIekce komnanuu? Kakue BUbI 1
THUITBI KaHAJIOB COBITA CYIIEeCTBYIOT? OXapaKTepu3yuTe ux MperuMyIecTBa U HeIOCTaTKU. B uem
3aKmoyvaroTes Gpynkunu nocpeanukos? [IpuBeaure npuMepbl KOMIIAHUN, UCTIONB3YIOMIMX Pa3InYHbIEC BUIbI
KaHaJoB cOBITA.

7.3.1. IIpumepHbIe BOMPOCHI JUIs CAMOCTOSATEIBHOM MOJTOTOBKH K 3a4eTy/3K3aMEHY
ITpunoxxenue 1

7.3.2. [IpakTrueckue 3aaHus MO TUCHUIUIUHE [Tl CAMOCTOSATEIbHOMN MOJITOTOBKH K
3a4eTy/dK3aMeHy
[Tpunoxxenue 2

7.3.3. Ilepeyenb KypcoBbIX paboT
He npenycmotpeno

7.4. DneKTpoHHOE MOPTQOINO 00YHAFOIIETOCS
Pasmerniaercst KoHTposibHAs paboTa

7.5. Meroandeckre peKOMEHIAINH 10 BBITIOJIHEHUIO KOHTPOJIbHOM paboThI
ITpunoxxenue 6

7.6 MeTtoanyeckue peKOMEHIALUH 110 BHIIIOJIHEHUIO KypCOBOH pabOTHI
He npenycmorpeno

8. OCOBEHHOCTHU OPTAHU3AIINU OBPA3OBATEJIBHOI'O
MNPOLECCA IO JUCIUIIJIMHE IS JINL C OTPAHUYEHHBIMHA
BO3MOXKHOCTSIMHA 3JOPOBbs

Ilo 3aaenenuto cmyoenma

B mensix 1O0CTYIMHOCTH OCBOCHHS MTPOTPAMMBI JUISI JIUI] ¢ OTPAHHYEHHBIMA BO3MOKHOCTSIMH 3JI0POBbS
MPU HEOOXOTUMOCTH Kadepa 00ecIeurnBaeT CIEeIYIONNEe YCIOBUS:

- 0COOBIH MOPSJIOK OCBOCHHS JIUCIUTIINHBI, C YIETOM COCTOSIHUS HX 3JI0POBbSI;

- DJIEKTpOHHBbIE OOpa3oBaTeNbHbIE pECypCchl MO AUCHMILUIMHE B (Qopmax, aJalnTUPOBAHHBIX K
OTPaHUYEHUSIM UX 3]I0POBBS;

- M3y4Y€HHE JMCUUIUIMHBI MO WHAUBUAYyaJIbHOMY y4eOHOMY IUIaHy (BHE 3aBUCUMOCTH OT (OPMBI
o0ydeHus);

- DJEKTpPOHHOE OO0yuyeHHWe U JAUCTAHIMOHHBIE O00pa30BaTENbHbIE TEXHOJOTHH, KOTOpHIE
peycMaTpUBAIOT BO3MOXKHOCTH NpUEMa-Tiepe1adu HH(OPMaIUY B JOCTYMHBIX JJIs1 HUX (hopMax.

- gmoctyn (yOaleHHBIM JOCTYI), K COBPEMEHHBIM MpOoQdecCHOHANbHBIM 0a3aM JaHHBIX U
WH()OPMAITMOHHBIM CITPABOYHBIM CHCTEMaM, COCTaB KOTOphIX onpezaeneH PIT/I.

9. MEPEYEHb OCHOBHOM ¥ IONMTOJTHUTEJIbHON YYEBHOM JINTEPATYPBHI,
HEOBXO/JUMOM J1JIs1 OCBOEHMS TUCIUTIJIAHBI
Caiit 6udamnorexu YpI'ly
http://lib.usue.ru/

OcHoBHasi IMTEpaTypa:




1. Mapkosa T. JI., CkBoproBa 1. A. Marketing for Business Communication [ D7eKTpOHHBIH
pecypc]:yuedbnoe mocobue. - Exkatepunoypr: M3natensctBo YpI' DY, 2020. - 195 — Pexxum nocryma:
http://lib.wbstatic.usue.ru/resource/limit/ump/21/p494092.pdf

2. Mapkosa T. JI., Hukudoposa M. B., [Tupoxkosa U. C. ['pammaTika aHTJIHIICKOTO TJIarosia
[DnexTponHEIi pecypc]:yueoHoe mocooue. - ExarepunOypr: YpI'DVY, 2022. - 99 — Pexum nocryna:
http://lib.wbstatic.usue.ru/resource/limit/ump/22/p494491.pdf

JlonosHuTeILHAA JIUTEPATYpA:

2. Mapkosa T. JI. INTERNATIONAL MANAGEMENT [DnekTpoHHbI pecypc]:yueOHOE mocooue.
- ExatepunOypr: [M3garensctBo YpI'DVY], 2014. - 103 — Pexxum noctymna:
http://lib.usue.ru/resource/limit/ump/14/p482014.pdf

3. Auapuesckux C. C., boponenkona H. JI., JIpo3nosa U. b., Jlanuna B. 1O., Hukonaesa H. A.,
Huxonaesa H. A. Economics for Everyone [DnexTponHnsiii pecypc]:yue6Hoe mocodue. - EkarepunOypr:
[M3narensctBO YpI'DVY], 2015. - 256 — Pexxum gocryna:
http://lib.usue.ru/resource/limit/ump/16/p486192.pdf

10. NIEPEYEHb TH®OPMAIIMOHHBIX TEXHOJIOT Ui, BKJIIOYAS IEPEYEHB
JIMHEH3UOHHOI'O TPOTPAMMHOI'O OBECIIEYEHUSA U UTHO®OPMAIIUMOHHBIX
CIIPABOYHBIX CUCTEM, OHJIAH KYPCOB, UCITIOJIB3YEMbBIX ITPY OCYIIECTBJIEHUA
OBPA3OBATEJIBHOT'O ITPOUECCA 11O AUCIUIIVINHE
IMepeyeHb JUIIEH3NOHHOTO POTPAMMHOIO 00ecTIeYeHNUs

Astra Linux Common Edition. orosop Ne0417-I10/2019 ot 08.05.2019, Akt NeSk000343 ot
24.05.2019 u Kontpakt Ne 35-Y/2018 ot 13.06.2018, Akt Ne YT213 ot 17.12.2018. Cpok neiicTBHsI TUIICH3UH
- 6e3 orpaHMYEHUs CPOKa.

MoiiOduc cranmaprasii. Cornamenue Ne CK-281 ot 7 utons 2017. [lata 3akmrouenus - 07.06.2017.
Cpoxk neiicTBUs JIULEH3UH - 0€3 OTpaHUYEHNUS CPOKa.

Ilepeyenb HHGPOPMALHOHHBIX CIPABOYHBIX CHCTEM, pecypcoB HHPOPMAIMOHHO-
TeJIeKOMMYHUKAIMOHHOU ceTH «AHTEepHEeT»:

CnpaBouno-mipaBoBasi cucrema Koncynprant +. Jloroop Ne 143/223-Y/2025 ot 02.12.2025 Cpox
nercTBys auneH3un 10 31.12.2026

CnpaBouno-nipaBoBasi cucrema ['apant. JloroBop Ne 58419 ot 22 nekabps 2015. Cpok neictBus
JMIIEH31H -0€3 OTrpaHUYeHUs CPOKa



11. OMUCAHUE MATEPUAJIbBHO-TEXHUYECKOU BA3BI, HEOEXOI[I/IMOﬁ JJIA
OCYHECTBJIEHUSA OBPA3OBATEJIBHOI'O IPOLIECCA 11O ANCHUAIIJIMHE

Peanuzanus y4eOHOM AUCHMUIUIMHBI OCYIIECTBIISETCS C HCIOIB30BAaHHEM MaTepUalbHO-TEXHUYECKOM
6a3el YpI' OV, obecnieunBaronieil MpoBeIeHUE BCEX BUIOB YUEOHBIX 3aHSATUI U HAYUYHO-UCCIIEI0BATENbCKON U
CaMOCTOSITENIbHOM PabOThl 00yYarOIIMXCS:

CrennanbHble TTOMEIIEHUS MPEICTABISAIOT cO00l yueOHble ayAUTOpUN sl IPOBEACHHS BCEX BUIOB
3aHSATUH, TPYIIIOBBIX U UHJIUBUAYaIbHBIX KOHCYJIbTALUN, TEKYIIETO KOHTPOJIA U IPOMEXYTOUHOU aTTeCTALIH.

[TomemieHust A7isi CaMOCTOSITENILHOM pabOThl 0O0YYarOMIMXCS OCHAIICHBI KOMIBIOTEPHON TEXHUKOH C
BO3MOXKHOCTBIO TMOAKIIOUEeHHs K cetu "HMuTepHer" wu oOecredeHHeM JOCTyNa B  DIIEKTPOHHYIO
uHGOPMaIMOHHO-00pa3oBaTenbHy0 cpeny Ypl'OV.

Bce momernienns yKOMIUIEKTOBAHbBI CHEIUATM3UPOBAHHON MEOENbI0 U OCHAIIEHBI MYJIbTHMEIUHHBIM
o0opymoBaHreM crero0opynoBaHueM (MH(DOPMAIIMOHHO-TEIEKOMMYHUKAIIMOHHBIM, HHBIM KOMIIBIOTEPHBIM),
JOCTYNOM K MH(OPMAIIMOHHO-TTOMCKOBBIM, CIIPABOYHO-TIPABOBBIM CHCTEMaM, SJIEKTPOHHBIM OUOIMOTEUYHBIM
cuctemam, 0a3aM JaHHBIX JCHCTBYIOIIETO 3aKOHOJATENbCTBA, WHBIM HH(POPMAIMOHHBIM pecypcam
CITy>KaIllUMU JUIS IPE/ICTaBICHUS yueOHOM HHpOpMauu 60IbIION ay TUTOPHH.

Jlist mpoBeIeHUS 3aHSITHIA JICKIIMOHHOTO TUIA MPE3eHTAIMH U JIPyTrHe yuyeOHO-HarsaHbIe MOCo0us,
00ecreYnBaroIINe TEeMATUISCKUE UILTIOCTPAITHH.



[Ipunoxenue 1
K paboyeli mporpamme

7.3.1. [IpumepHbIe BONPOCHI IJIS CAMOCTOSITETbHON MOATOTOBKH K 3a4eTy/IK3aMeHy

Cemectp 4

IIpuMepHBIe BONPOCHI VI CAMOCTOAITEIbHOI MOATOTOBKH K 3a4eTy

1
2.
3.
4
5.

What are advantages of different forms of business ownership?

What are disadvantages of different forms of business ownership?

What are advantages of different organizational structures?

What are disadvantages of different organizational structures?

What are the functions of managers at different levels of corporate structure (Board of directors,

CEO, middle management, line management)?

6.
7.
8.
9.

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.

What are the key functions of top managers?

What are the key functions of middle managers?

What is Peter Ducker’s contribution into the science of management?

Is management art or science?

What is the difference between a manager and a leader?

What are the features of a leader?

What leadership styles are you aware of?

Is there a difference between a male and female management style?

What is the glass ceiling syndrome?

What are the principles of good time management?

What is the management skills pyramid?

What ways of developing leadership skills are you aware of?

What is stress? What causes stress?

What techniques can be used to overcome stress?

What theories of management do you know?

What classic theories of motivation can managers apply to encourage their staff to perform?
What classic theories of motivation can managers apply to encourage their staff to perform?
What modern theories of motivation can managers apply to encourage their staff to perform?
What methods of financial motivation can managers use to encourage their staff to perform?
What methods of non-financial motivation can managers use to encourage their staff to perform?
How do companies motivate staff to work more effectively?

What is flexitime? What flexible work arrangements do you know?

What is performance appraisal?

Give examples of different fringe benefits.

Why is it essential to motivate staff?

Cemectp 5

IIpuMepHBIe BONPOCHI VI CAMOCTOAITEIbHOM MOATOTOBKH K 3a4eTy

Nk Wb =

What is marketing?

What is the selling concept?

What is the marketing concept?

What are market opportunities? Give your own examples.
What is the consumer market?

What are the components of the producer market?

What is market (marketing) research?



8.
9.

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.

What are the types of market research?

What types of research techniques exist?

What are the pros of different research techniques?

What are the cons of different research techniques?

What is market segmentation?

What are the types of market segmentation?

Illustrate market segmentation with your own examples.

What are the key principles of designing a questionnaire?

What mistakes are typically made while designing the questionnaire?

What is a customer profile? How is it compiled?

What is the Marketing Mix? Why is it essential in marketing?

What is Marketing Mix coherency? Illustrate with your own examples.

What is Marketing Mix dynamics? Illustrate with your own examples.

Explain Product as the element of the Marketing Mix using your own examples.
Why is packaging important? Illustrate with your own examples.

What is the Japanese understanding of quality? Illustrate with your own examples.
Explain Price as the element of the Marketing Mix using your own examples.
What pricing strategies are you aware of?

Explain Place as the element of the Marketing Mix using your own examples.
What channels of distribution do modern companies use?

Explain Promotion as the element of the Marketing Mix using your own examples.
What is an effective promotion campaign? Illustrate with your own examples.
Can you give examples of promotion campaigns that failed?

Cemectp 6

HpnMeprle BOITPOCHI 1JIsd CaMOCTOSITEIbHOM NMOATOTOBKHU K 3a4Y€Ty

1.  What is a Product as the element of the Marketing Mix?

2. What does the concept of the total product include?

3. Products and brands: is it the same concept?

4. Can you describe the history of the brand of your choice?

5. What is a product line? Give your examples.

6. What is a product range? Give your examples.

7. What is the difference between a product line and a product range?

8. What is the importance of a product life cycle?

9. What are the stages of a product life cycle?

10. Ilustrate a product life cycle with your own examples.

11. What affects the length of a product line?

12. What strategies can a company use to increase market share and profitability?
13. What is the difference between line filling and line stretching?

14. Illustrate with examples how line filling and line stretching can be used both successfully and
unsuccessfully.

15. What is the difference between products and brands?

16. What is branding?

17. What branding strategies are you aware of? Illustrate with your own examples.
18. What types (categories) of brands do you know?

19. What is brand stretching? Illustrate with your own examples.

20. What is brand filling? Illustrate with your own examples.

21. Why do consumers need brands?

22. Why do producers need brands?



23.
24.
25.
26.
27.
28.
29.
30.

What are brands accused of? Why? Illustrate with your own examples.

How do young people perceive brands?

What strategies could producers use with regard to branding?

[lustrate with examples how different strategies can be used successfully.
Illustrate with examples how different strategies can be used unsuccessfully.
Is it always appropriate to use diversification strategy?

Can you give examples of taking a brand upmarket or down-market?
[lustrate with examples brand management mistakes.

Cemectp 7

IIpuMepHBbIe BOMPOCHI VI CAMOCTOSITEIbHOI MOATOTOBKH K 3a4eTy
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25.

What is the Promotion Mix?

What is the function of the Promotion Mix?

What are the advantages and disadvantages of different components of the Promotion Mix?
What is advertising? What are its pros and cons?

Can you compare advertising with other promotional tools?

What is the function of advertising?

What are the types of advertising?

What are the pros of different advertising media?

What are the cons of different advertising media?

. What is a brief?

. What is a media plan?

. What advertising methods do you know?

. Which are the most effective advertising media in your opinion? Why?

Which are the least effective advertising media in your opinion? Why?

. What factors are essential in making a good advertisement and successful advertising campaign?

. Give examples of a good advertisement and successful advertising campaign.

. What techniques do advertisers use to persuade consumers to buy a product or a service?

. Give examples of the techniques advertisers use to persuade consumers to buy a product or a service.
. What models do advertisers use to create effective ads?

Do you think advertising is an art?

. Can you give examples of advertisers who can be called genuine artists?
. Do you think advertising is a science?
. What would the world be like without advertising? Illustrate your statements with examples.

How important are ethic issues in advertising?
Do you think advertising is a clever way of lying about products? Illustrate your statements with

examples.

26.
27.
28.
29.
30.

What factors are essential in making a good advertisement?

Why do advertisers tend to advertise products and services in social media?

What adverts have you seen or heard that you particularly liked? Why did you like it?
What adverts have you seen or heard that you particularly disliked? Why did you dislike it?
What is shocking advertising? Illustrate with your own examples.

Cemectp 8

l'[pnMeprle BOIIPOCHI 1JIsA CaMOCTOSITEIbHOM MOATOTOBKH K 3a4€Ty

1.
2.

What is value-based pricing?
Why does value-based pricing require proper market research?



When is value-based pricing good?

What is perceived value?

What is cost-based pricing?

What expenses are usually calculated in cost-based pricing?

What is competitor-based (competition-based) pricing?

What are the disadvantages of competitor-based (competition-based) pricing?

How can competitor-based (competition-based) pricing help attract price-sensitive customers?
What is psychological pricing?

. Why is psychological pricing effective?
. What is price skimming?
. What are the advantages of price skimming?

What is the main goal of price skimming?

. What is dynamic pricing?

. Why is dynamic pricing used across many different industries?
. What are the core components of dynamic pricing?

. What are the key components for a profitable pricing strategy?
. What is a distribution channel?

What are direct distribution channels?

. When does direct distribution work best?
. What are indirect distribution channels?
. What are the advantages of indirect distribution channels?

What should one take into account when choosing a distribution channel?

. How do distribution channels impact marketing?

. What are the advantages of the multi-channel marketing approach?

. What are the 3 elements to consider when choosing market intermediaries?
. Why are market intermediaries important?

. How does the cost of distribution channels impact marketing?

What does a smart distribution strategy include?



[Tpunoxenue 2
K paboueli mporpamme
7.3.2. IlpakTHyecKkue 3aJaHUS M0 JUCIHUIINHE J1JI51 CAMOCTOATEIbHOM MOJATOTOBKH K 3a4eTy/
IK3aMEHY

IIpumepHbIe NpaKTHUYECKHE 32JaHUA K 324€TYy C OLEHKOI
4 cemecTp

3ananue 1. YTeHue v MUCbMEHHBIN MIEPEBOJI OPUTHHAIBHOTO TEKCTa (C Ucrosib3oBaHueM ciosaps) (YK-4,
[1K-1, [1K-2)

[Ipumep Tekcra

A business needs to organize itself into a structure that best suits its objectives. This can be done in several ways.
Organisation by function. The company is divided into departments such as production, finance, marketing, human
resources. The main benefit of this system is clear lines of communication from top to bottom but it is generally
accepted that it can also be a bureaucratic set up which does not favour speedy decision-making.

Organisation by product. The company brings together staff who are involved in the same product line. In this case the
focus is always on the product and how it can be improved.

Organisation by customer type. The company is organized around different sectors of the market. Large customers are
called ‘key accounts’. Such ‘customercentric’ approach is effectively used in the banks which now categorise their
customers and their complex borrowing needs into groups instead of along rigid product lines.

Organisation by geographical area. The company is organized according to regions. This structure is widely used in
multinational companies to make sure country managers provide the necessary information on the changes that are to
be made in order to satisfy diverse markets.

A large multinational company may use several of the above: for example a functional division initially (at an
international level), then a national structure for each country, and within this some divisions according to customer

types.

3amanue 2. [Ipaktnueckoe 3amanue. (YK-4, [1K-1, T[1K-2)

Choose the correct answer a, b, or ¢

1. Re-positioning involves changing the of a product.
a) identification
b) identical
¢) identity

The words in bold are all in the wrong places. Put them in the correct places.

After the exporter and foreign customer finally (1) check up on a deal, the exporter will (2)
comply with the goods and (3) reach an invoice. The exporter must (4) issue all the conditions in
the contract and if they do they can expect to be paid on time. It is a waste of time if they have to
(5) ship customers who (6) chase payments. If there is a problem with payment, the exporter can
use a credit agency to (7) get behind with a customer’s creditworthiness.

3amanue 3. OtBet Ha Bompoc. (YK-4, T1K-1, T1K-2)

What are advantages of different forms of business ownership?
What are disadvantages of different forms of business ownership?
What are advantages of different organizational structures?

What are disadvantages of different organizational structures?

bl



5. What are the functions of managers at different levels of corporate structure (Board of directors,
CEO, middle management, line management)?

IIpuMepHbIe NPAaKTHYECKUE 32JaHUA K 324€eTy ¢ OLEHKOH
S cemecTp

3ananue 1. UTeHne U MUCHbMEHHBIH MEPEeBOI OPUTUHAIBHOTO TEKCTa (C HCIoNb30BaHueM ciioBaps) (YK-4,
[1K-1, T1K-2)

[Ipumep Tekcra

Social marketing is the use of advertising practices to effect good social change. Some examples include advertising
campaigns designed to get people to stop smoking or marketing ads that encourage people to eat healthier foods. This
type of marketing differs from business marketing in that it targets positive social change while business marketing
targets increased financial benefit.

Social marketing combines social policy and marketing practices to achieve set social behavioral goals within a target
audience. Health promotion is one of the largest sectors that utilizes this type of marketing by encouraging positive
health choices amongst consumers without offering a specific product.

The primary objective of social marketing typically is to create positive social changes; for example, not all not-for-
profit marketing is necessarily considered social. Not-for-profit marketing may have alternative objectives outside of
“good” social change, such as electing a political candidate or raising money for specific charities. This type of
marketing may incorporate some social messages that promote positive social change, such as adapting to
environmentally friendly energy sources or increased awareness of cancer causes, but these messages may not
comprise the primary focus of the marketing campaign and thus would not be considered social marketing.

3amanue 2. [Ipaktuueckoe 3ananue. (YK-4, I1K-1, I1K-2)

Choose the correct answer a, b, or ¢

1. Some marketers believe that pricing is the most important in the marketing mix.
a) idea
b) value
c) item

2. In marketing, a product’s refers to how potential buyers see the product.

a) position/positioning
b) placement
c) profit

Reformulate these sentences using the bold words.
1. We can only deliver by 1July if we receive a 30% deposit within ten days. (unable, unless)

2. Only if several other top CEJs were present, our president would agree to attend. (as long as,
available)

3. We might consider a larger discount, on one condition: that you pay in advance. (reluctant,
unless)

3amanue 3. OtBet Ha Bompoc. (YK-4, T1K-1, T1K-2)
1. What is marketing?

2. What is the selling concept?
3. What is the marketing concept?
4. What are market opportunities? Give your own examples.



5. What is the consumer market?

IIpuMepHbIe NPaKTHYECKHE 32JaHUA K 324€eTy ¢ OLEHKOH
6 cemecTp

1. UTeHue U MUCHbMEHHBIH MEPEeBOI OPUTHHAIBHOTO TEKCTa (¢ ucnoab3oBaHueM ciopaps) (YK-4, TTIK-1, ITK-
2)

[Ipumep Texcra

Marketers measure brand loyalty in three stages: brand recognition, brand preference, and brand insistence. Brand
recognition is brand acceptance strong enough that the consumer is aware of the brand, but not strong enough to cause
a preference over other brands. A consumer might have heard of L’Oréal hair care products, for instance, without
necessarily preferring them to Redken.

Advertising, free samples, and discount coupons are among the most common ways to increase brand recognition.
Brand preference occurs when a consumer chooses one firm’s brand over a competitor’s. At this stage, the consumer
usually relies on previous experience in selecting the product. Furniture and other home furnishings fall into this
category.

A shopper who purchased an IKEA dining room table and chairs and was satisfied with them is likely to return to
purchase a bedroom set. While there, this shopper might pick up a set of mixing bowls for the kitchen or a lamp for
the family room—because he or she knows and likes the IKEA brand. Brand insistence is the ultimate degree of brand
loyalty, in which the consumer will look for it at another outlet, special-order it from a dealer, order by mail, or search
the Internet. Shoppers who insist on IKEA products for their homes may drive an hour or two - making a day
excursion of the venture - to visit an IKEA store. The combination of value for the money and the concept of IKEA as
a shopping destination have given the brand a unique allure for shoppers.

Brand-building strategies were once limited to the consumer realm, but now they are becoming more important for
B2B brands as well. Intel, Xerox, IBM, and service providers such as Krystal Klean and Cisco are among the suppliers
who have built brand names among business customers.

3apanue 2. [Ipaktuueckoe 3ananue. (YK-4, I1K-1, I1K-2)

Choose the correct answer a, b, or ¢

1. Not many people use this product. = The for this product is weak.
a) request

b) use
¢) demand

2 . Hopefully we’ll be able to ( = clear up/come to a decision about) this issue in the
upcoming week.

a) resolve

b) resize

c) reciprocate

Number the emails A - H about a shipment in the correct order from 1 to 8.

A. Hi Maria. I’m just writing to confirm that we have dispatched the shipment of items, order no. BE-223M.
My carrier estimates about two weeks for arrival in Jakarta. They’ll update me nearer the time so your
carrier can collect it. A copy of the packing list is attached. Best, Dan

B. Thanks Dan, but there’s nothing attached. Can you send it again?

C. But that was when we thought the shipment would arrive this week. Given the delay I’m not sure about
this now. Let me get back to you later today, Maria.



D. Hi again. About delivery. I’'m afraid we won’t have anyone near Jakarta for a month. Can you arrange for
your carrier to bring the consignment to our warehouse?

E. Thanks. I got it this time. There’s another thing. You mention that the goods arrive in Jakarta and our
carrier can collect it. I don’t follow you. Do you mean your carrier isn’t going to deliver it directly to our
depot in Surabaya?

F. My apologies. It’s attached now.

G. That’s right. We agreed that you would deal with delivery at your end because you already have a
collector in Jakarta and it reduces the transportation costs.

H. OK. I’'ll contact our carrier and ask them to handle it. We’ll also cover the extra costs this time and sorry
for the misunderstanding, Dan.

3amanue 3. OtBet Ha Bompoc. (YK-4, T1K-1, TIK-2)
1. What is a Product as the element of the Marketing Mix?

What does the concept of the total product include?
Products and brands: is it the same concept?

Can you describe the history of the brand of your choice?
What is a product line? Give your examples.

Al

IIpuMepHBbIe NPaKTHYECKUE 3aJAHUS K 324€eTy ¢ OLCHKOU
7 cemecTp

1. UteHune ¥ MIChbMEHHBIN MEPEBOJI OPUTHHAIBLHOTO TeKCTa (¢ ucnoiib3oBanueM cioaps) (YK-4, TIK-1, ITK-
2)

IIpumep Tekcra

Perhaps the most effective way to promote products to a large number of people is to advertise

There’s personal selling, for example. This means employing sales representatives to make regular sales visits
to customers and potential customers.

Then there are sales promotions. These include special offers, for example: ‘Ten per cent reduction in price’; or
‘Buy satellite TV and get free installation’ and discounts that encourage people to buy. Other examples of sales
promotions include competitions and free gifts.

Another method of promotion is public relations. This involves creating news and getting information about the
company or its products in the press or on TV. For example, when a pop star launches a new album, people write
about it in the music magazines. And this brings publicity for the company.

The next method is direct marketing. This includes all sales activities where consumers can buy the product
immediately. An example is direct mail - where you send information to potential customers by post. We can also
include TV and internet shopping in this category. And then there’s telephone selling, where sales staff telephone
people and try to sell products over the phone.

And finally, we have sponsorship. A company pays money to have its name linked to an event or a person such
as a sports personality. The person wears clothing with the name of the company on it.

3amanue 2. [Ipaktuueckoe 3ananue. (YK-4, I1K-1, I[1K-2)

Choose the correct answer a, b, or ¢

1. I don’t think their ads are visually . (=1 don’t think they look good)
a) accepted

b) appalling
c) appealing




2. We specialize in and label design.
a) packs
b) packaging
c) boxes

3.A well-planned advertising campaign can be an effective way to a brand.
a) construct
b) decipher
¢) build

4. Could you tell me more about the steps in this process? ( = steps that make up this
process)

a) involved

b) interested

c) unveiled

5. We haven’t been very in promoting our products. ( = we haven’t been promoting our
products too much)

a) action

b) acting

c) active

Read these phrases for clarifying, checking understanding and avoiding misunderstandings. Match
them to expressions from the emails in Part V.

. This is to let you know that...
. You didn’t attach anything.

. I need to check it.

. I’ll email you later

. Safely received,

. I don’t understand.

. Are you saying that...

. Correct.

O 00 3 N i B W N =

. Sorry. Here it is.

3amanue 3. OtBet Ha Bompoc. (YK-4, T1K-1, TIK-2)
1. What is the function of advertising?

What are the types of advertising?

What are the pros of different advertising media?
What are the cons of different advertising media?
What is a brief?

nkhwb

IIpumepHbIe NPpaKTHYECKHE 3aJaHUSA K 3a4€Ty C OLleHKOMH
8 cemecTp

1. UteHune ¥ MUChbMEHHBIN MEPEBOJI OPUTHHAIBLHOTO TeKCTa (C ucnoiib3oBanueM cioaps) (YK-4, TIK-1, ITK-
2)

IIpumep Tekcra
Overall, competitor pricing provides valuable market insights that can help you to optimize your pricing
strategy, attract customers, and increase sales. By researching and analyzing competitor pricing, you can



better understand the prices your target audience is willing to pay for your product. This can help you set
your prices competitive and attractive to potential customers.

If your product is priced significantly higher than similar products your competitors offer, you may have
difficulty attracting customers. On the other hand, if your product is priced considerably lower than your
competitors, you may be perceived as offering lower quality products or missing out on potential profits.
Besides these, considering your market position when finding the best price is also crucial. Setting a more
competitive price will be easier when you have a good market position and good supplier agreements. If this
is not the case considering other aspects of your business are important, this could include free or fast
delivery, good ratings, or other more service-minded consumer-related benefits, and thereby help increase
your prices.

Combining all of the above considerations with actual performance data on how the consumers respond to
your price, products, and service and where you experience higher competition will help you advance in
building your pricing strategies the best way.

Building pricing strategies will help structure your pricing. Giving you the possibility to be relevant to most
of your assortment and pave the way for growth. Building strategies means that you don’t have to choose
only one pricing strategy that fits all your products; in fact, picking several pricing strategies based on your
products is recommended.

3ananue 2. [Ipaktuueckoe 3ananue. (YK-4, [1K-1, I[1K-2)
[epeckas TexcTa n3 3aganus 1. OTBETHI Ha BOIPOCHI IPEIOIaBaTEIIs.
3amanue 3. OtBet Ha Bompoc. (YK-4, [IK-1, T1K-2)

What is value-based pricing?

Why does value-based pricing require proper market research?

When is value-based pricing good?

What is perceived value?

What is cost-based pricing?

What expenses are usually calculated in cost-based pricing?

What is competitor-based (competition-based) pricing?

What are the disadvantages of competitor-based (competition-based) pricing?

How can competitor-based (competition-based) pricing help attract price-sensitive customers?
10 What is psychological pricing?
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IIpnaoxenue 6
K pa0oueii nporpamme

DeznepalbHOE roCyIaPCTBEHHOE GIO/DKETHOE 06Pa30BaTEbHOE YUPEHKACHAE BBICIETO 00pa30BaHus
YPAJIBCKHUHU IT'OCYJAPCTBEHHBIM 9 KOHOMUNYECKNU YHUBEPCUTET

YTBEPXIEHbI
Ha 3aceaHuM Kadenpsl
HWHOCTPAHHBIX A3bIKOB

METOAMYECKHWE PEKOMEHIALIMU 110 BBITIOJIHEHUIO
KOHTPOJIBHBIX PABOT JI51 CTYAEHTOB
OYHO-3A0YHOI ®OPMbI OBYUEHU I
10 JMCIMILIAHE
JlemoBoM aHTITMHACKAN S3BIK



KOHTPOJIBHAS PABOTA

KonTtpoJsbHasi pabéoTa cOCTOMT U3 ABYX YaCTeH.
Yacts 1

JlekcuKo-rpaMmMaTHyecKas 4acThb
3aaHus BBINOJIHAIOTCS IUCBMEHHO M CAAOTCA Yepe3 MOpTHOJINO O Hayala CECCUU.

Yactp 2

BueayauTopHoe yTeHue

TekcTsl IO BHEAY IUTOPHOMY YTEHHIO YUTAKOTCS U MIEPEBOASATCS 10 HaYaJla CECCHH.

Bo Bpems ceccuu CTYIEHT TOIKEH ObITh TOTOB:

-IIPOYHUTATh U TIEPEBECTH ab3a1l U3 J000T0 TeKCTa (HE3HAKOMBIE CJI0OBA MOKHO TIOIIHUCATh
IpsIMO B TEKCTE, TUOO COCTABUTH CIIOBAPH),

-KpaTKO HN3JI0KHUTH CYTB TCKCTA HA I/IHOCTpaHHOM SA3BIKE,

-OTBETUTH Ha BOIIPOCHI MPEMOIABATENS 10 COACPIKAHUIO TEKCTOB.



KonTposbsHnas padora

Yacts 1

Jlekcuko-rpaMMaTH4yecKasi 4acTh

3ananue 1.
Bri6epute BepHBIi BapHaHT.

1. Competitive pricing only works when the products (to sell / selling / sold) by different firms to the
same customers are pretty much identical.

2. What are the main issues with competitive pricing? The main issue with competitive pricing is that it
can lead to (to miss / missing / missed) opportunities as it can create a situation whereby all the players in
a given market are blindly using the same pricing.

3. When (to use / using / used) competitive pricing and setting the same prices as their competitors,
companies can find themselves in a situation where they are making a suboptimal level of profit.

4. Some companies have to deal with (to fix / fixing / fixed) costs that are higher than their
competitors’, meaning that they may potentially need to sell larger product volumes.

5. It’s important to take time (to decide / deciding / decided) on your company’s distribution pricing
strategy.

6. One must consider the various needs and requirements of one’s distributors while (to keep / keeping
/ kept) one’s company’s bottomline in mind.

7. Setting your extended price too high could cause suppliers (to seek / seeking/ sought) another source.
8. A business owner can use different strategies (to determine / determining / determined) the price for
retail and distributor sales.

3aganue 2.
3aroHUTE MPOITYCKHU CIIOBAMH JaHHBIMHU CITPaBa.

Price controls are a form of government-mandated economic intervention. AFFORDABLE
They are meant to make things more 1 for consumers and are also

— AT ! CEILINGS
commonly used to help steer the economy in a certain direction. For instance,
these 2 may be deemed necessary in order to curb 3 . Price controls are DROP

opposite to prices set by market forces, which are determined by producers
because of 4 and demand.

Price controls are commonly imposed on consumer 5 . These are essential RESTRICTIONS
items, such as food or energy products. Controls set by the government may

INFLATION

: . : . . SHORTAGES
impose minimums or maximums. Price caps are referred to as price 6

while minimum prices are called price floors. STABILITY
Although the reasons for price controls may be affordability and economic STAPLES
7, they may have the opposite effect. Over the long term, price controls

have been known to lead to problems such as 8§ |, rationing, deterioration of SUPPLY
product quality, and illegal markets that arise to supply the price-controlled UNOFFICIAL

goods through 9 channels. Producers may experience losses, especially if
prices are set too low. This can often lead to a 10 in the quality of
available goods and services.

3aganue 3.
3amonHUTE MPOMYCKH CIOBaMU JaHHBIMH cripaBa. V3MeHHWTE cloBa TaK, YTOOBI OHU TPAMMATHUYCCKH
COOTBETCTBOBAJIHM COJICPIKAHUIO TEKCTA.



You already know the _ in setting the best prices for your products DIFFICULT
and, more precisely, how to define the right price. Because what is the

right price in reality? There is no ‘one rule fits all’ in this matter.

The best price for you might not be the best for your  or consumers COMPETE
buying the product. There are different things to consider when

thinking about ‘the right price’ since no business is the same.

“Do we always match the _ competitor in the market?” CHEAP

“How do you __ respond to price cuts by competitors?” PROPER

“Can we afford to start a price battle, and is it worth it?”

These could be questions you are asking yourself  whether or REGARD

not to react to competitors’ prices.

Price __ is on most business agendas and is obviously crucial to COMPETE
. COMPETE

How do we set _ prices and thereby win all the consumers COMPETE

over? Engaging in price battles is, therefore, everyday life for

many businesses,  with the current market situation. But SPECIAL

engaging is not always the most appropriate  , as you almost SOLVE

always enter a zero-sum or negative-sum game, where benefits
are negative or non-existent.

Yactp 2

BueaynuTopHoe yTeHue
Texer 1

Market-based pricing is when a price of a product is set according to current market prices for the same or
similar products. In other words, market-based pricing means setting prices in line with your competitors
and the prices of their products.

When done right, a market-based pricing strategy allows a business to set prices higher when a product is
initially introduced, and later on align prices with market prices to remain competitive while increasing
profitability.

Often referred to as market-oriented pricing, it means comparing the prices of similar products being
offered on the market. The seller then sets the price higher or lower, or even the same as their competitors
depending on how well their own product matches up to competitor products.

Calculating your market-based pricing goes as follows: You take the cost of your product, add the market
factor price, and add a premium if you believe your product is driving that premium-worthy value.
Market-based pricing = cost of product + market factor price + premium

If an organization is able to price its offerings according to market demand, it stands a better chance of
gaining market share.

Texcr 2

Depending on the industry your organization is a part of, the market-based pricing method is pretty
simple and can be rather prevalent. There is no standard industry average but if you’re in an industry with
even one or two direct competitors you can implement a reasonable market-based pricing strategy.

In most industries marketing and product managers will then have to do relatively little market research to
find the right price. It is also possible to make adjustments in prices by following tweaks made by
competitors. Keep in mind though, that this gets much more complicated when you’re not comparing
equal goods, which is often what happens in the software space.

You don’t have to go very far to witness market-based pricing in everyday life. Restaurants, retail stores,
and even car dealerships are real-world examples of market-based pricing.



One example of market-based pricing is the cell phone market. There are plenty of options to choose from
but most suppliers - Apple, Samsung, Google - take a cue from each other, not only in the features, but
also pricing. The latest phones have price points that are very similar.

Texcr 3

Market-based pricing is pretty self explanatory. There is no reference to the customer whatsoever. You
are making a pricing decision based on your competitors, and how saturated the market is. A market-
based pricing strategy can be effective, so long as what you’re selling is congruent with what your
competitor is selling. Obviously, if that industry is particularly saturated, market-based pricing is likely to
give you an accurate pricing point that will allow you to remain competitive. But you will need to focus
on adding superior value compared to your competitors.

It’s also fairly low risk. If you have a solid grasp on your product’s quality, target audience, and cost, this
method will most likely not lead to bankruptcy. If it’s working for your competitors, it can similarly work
for you. Competition-based pricing takes a very similar approach.

Replicating your competitor’s pricing is a lot like copying your neighbour in class. If they make a mistake
in their pricing, it’s rather likely you will too. If you mirror your competitor’s pricing, you’re also likely
to acquire the same customer base, rather than create your own.

Texcr 4

A market-based pricing strategy can help businesses set a high price for their new products and later
lower the price to be in line with competitors’ offering. Ultimately, this method enables businesses to
drive sales and higher profits.

Market-based pricing requires you to think about the product price first, without calculating the costs. On
the other hand, cost-based pricing means you first need to consider the costs before you set the price of
your products.

Market-based pricing models require you to consider the prices of the same or similar products on the
market to set the price of your new product. Next, the price should be adjusted higher or lower than the
competitor’s depending on how your product compares to other products in terms of quality, specific
features, etc.

When you’re starting out and you want to build your customer base, a lower price is one way to "steal"
market share. So unless you’re well known in the market, the price variable can be used as a
differentiation factor between you and the other options. But be careful, you have to stay within a certain
limit. In our example, you shouldn’t fall below $45 an hour because you would void the "value" of your
certification with your professional order.

Texcr 5

When it comes to the price you want to put forward, only you and your team in the business will know
what a winning price looks like. As the owner or employee of the business, you will have more
knowledge than any tender writing expert, on your business’s operating costs, competitors and cost
structure.

Make sure you’ve read the tender request for the Pricing and understand what it is the tender issuer is
looking for. The tender response may ask you for your pricing table to be broken down into labour cost
hourly rates, material costs etc... If the price you put forward doesn’t meet the pricing response criteria -
your tender will not have a chance of winning.

The tender request is asking too much of your business or if you don’t think you can win it - don’t waste
your time and effort responding to it. The tender should be a good fit for your business.

Highlight any added value that comes with your price, even if it’s something simple. Example, whether
it’s a one hour free consultation for a building and construction business or a bonus window cleaning for



a cleaning business, if there’s something else you can add that’s included in the price then let the
tendering company know the value and benefits of your business compared to your competitors.

Texer 6

Competition-driven pricing is a method of pricing in which the seller makes a decision based on the
prices of its competition. This type of pricing focuses on how that price will achieve the most profitable
market share but does not necessarily mean it will be the same as the competition.

Competition-driven prices are often market-oriented and are set based on how others are pricing products
and services in the marketplace. So, the seller makes a decision based on the prices set by its competitors.
Prices between competitors may not necessarily be the same; one competitor may end up lowering its
price.

Like any other strategy, there are always two sides to every coin. Competitive pricing may bring in more
customers, thereby driving up revenue. That can also lead to more customers buying other products from
that business.

On the flip side, competitive-driven pricing can bring the risk of starting a price war, or a competitive
exchange among rival companies that lower prices to undercut each other. Price wars usually lead to a
short-term increase in revenue or a longer-term strategy in order to get the most market share.

Texer 7

Businesses should first do plenty of research before taking on any type of competitive pricing strategy.
First, a company must fully understand where it stands in the market. Who is the target market? What is
the company’s position compared to its competition? By answering these questions, a business can safely
determine whether competitive pricing is the right strategy.

Another factor to consider is cost versus profitability. Determining how to profitably achieve the greatest
market share without incurring excessive costs or other burdens means the need for additional strategic
decision making. As such, the focus should not solely be on obtaining the largest market share, but also in
finding the appropriate combination of margin and market share that is most profitable in the long run.
Like any other strategy, there are always two sides to every coin. Competitive pricing may bring in more
customers, thereby driving up revenue. That can also lead to more customers buying other products from
that business.

On the other hand, competitive-driven pricing can bring the risk of starting a price war, or a competitive
exchange among rival companies that lower prices to undercut each other. Price wars usually lead to a
short-term increase in revenue or a longer-term strategy in order to get the most market share.

Texcr 8

Penetration pricing is a marketing strategy used by businesses to attract customers to a new product or
service by offering a lower price during its initial offering. The lower price helps a new product or service
penetrate the market and attract customers away from competitors. Market penetration pricing relies on
the strategy of using low prices initially to make a wide number of customers aware of a new product.
The goal of a price penetration strategy is to entice customers to try a new product and build market share
with the hope of keeping the new customers once prices rise back to normal levels. Penetration pricing
examples include an online news website offering one month free for a subscription-based service or a
bank offering a free checking account for six months.

Penetration pricing, similar to loss leader pricing, can be a successful marketing strategy when applied
correctly. It can often increase both market share and sales volume. Additionally, a higher amount of sales
can lead to lower production costs and quick inventory turnover. However, the key to a successful
campaign is keeping the newly-acquired customers.

Texer 9

Competitive pricing or competition-based pricing is a pricing strategy where you take into account the
prices of your competitors when setting your products’ prices.

6



This pricing method is usually used for homogenous products in highly competitive markets and can be
also referred to as market-oriented pricing. The advantages of competition-based pricing are:

Lower Risk — the possibility of making mistakes with pricing when you are new on the market is big.
However, if you rely on the prices of your already established competitors, you are lowering the risks,
since they spent some time deciding their prices and testing them on the market.

It’s simple — this is a relatively simple strategy since it requires you to decide who are your main
competitors and collect their prices, then make a decision based on the data. Of course, in some
industries, this can be a very demanding task, because of a huge number of products and frequent price
changes.

Flexibility — you can always combine competition-based pricing with other pricing strategies to come up
with a perfect price.

Earn more — by using reliable price tracking software, you will be able to lower the prices where you have
space, and take over some customers from your competitors, but on the other hand, you will be informed
about opportunities to set the higher price and remain competitive, leaving you with a win-win situation.

Texer 10

Disadvantages of competition-based pricing

Missing out — there is a potential risk of missing some important details your competitors’ products might
have. This could lead to mistakenly set prices.

You won’t stand out — if you decide to follow the prices of your competitors, you will be one of many, so
you won’t be able to stand out, and it will get harder for you to build something recognizable.

Making the same mistake — you can do your competitive pricing analysis right, but what if your
competitors made some mistakes while setting their prices? You will make the same mistakes, and miss
an opportunity to beat them by setting the right prices.

Resources — for smaller companies, the task of collecting and comparing prices can be hard to manage
and would require more people and resources. This can be overcome by using price monitoring software
since some of those come with relatively affordable monthly prices.

In a world where the price is almost everything, you need to always keep an eye on your competitors.
Having the right price at the right moment can benefit your business a lot. This is why a good pricing
strategy is a key to success. Competitive pricing is, with no doubt, one of the most reliable strategies that
can help you out, and it is used by everyone, from small businesses to giants like Samsung or Amazon.



