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Onuc HABYAJBLHOI TUCIUILIIHHA

lany3p 3HaHb, HapsIM

XapakTepucTUKa HaBYaJIbHOT

KinbkicTh KpeauriB — 6

aJIMiHICTpyBaHHS (OCBITHS
nporpama "[ly6niune
yIpaBIIiHHA Ta
anMmiHicTpyBaHHs ")

HaitmenyBanus . . JUCLUILTIHA
. MiJTOTOBKH, OCBITHBO-
MOKA3HUKIB e e
KBaTidikaiiHuN piBEHb AeHHA popma | 3a04Ha popma
HABYAHHA HABYAHHA
["any3b 3HaHB
28 [1yOmiune ynpaBiaiHHS Ta
aIMIHICTPYBaHHS
281 IlybOmiune ynpaBiiiHHS Ta HopmaTtuBHa

Monymnis —1 Pik nminroroBkm:
3MiCTQBHX MOy JIiB — 2 CnenianbHicTb (mpodeciiine 2,3-if | 2,3-if
IH[[H];lz{yaane HayKOBO- cnpﬂMYBaHH;[); ‘ Cemectp
jociiaHe 3aBaanHg — 1 [TyOniune ynpaBmiHHS Ta
3arajbHa KiIbKiCTh TOOUH | QAMIHICTpYBaHHS 1,2-1 ‘ _12-i
- 180 Jexmii
30 rog. ‘ 12 rog.
IIpakTnuHi, ceMiHapchKi
30 roz. ‘ 12 rog.
TrxKHEBUX TOOUH JlabopaTopni
AUt IeHHOT opi OcCBiTHI piBeHb: TOZ. ‘ TO.
HaBYaHHS: 2 Gaxanasp Cawmocriiina po6ora
120 ron. \ 156 rox.
InauBinyanbHi 3aB1aHHA:

roj.
Bun koHTpOMIO:
3aIK, EK3aMeH

CriBBITHOIICHHS KUIBKOCTI TOJUH ayAUTOPHUX 3aHSTH JO CAMOCTIMHOI 1
1HUBITyaTbHOI POOOTH CTAHOBHTH:
1151 feaHoi dopmu HapuaHHs — 30 % ta 70 %.




2. MeTa Ta 3aBJaHHA HABYAJIHLHOI JUCHUILTIHA

Merta AuCHMILIIHM — PO3UIMPUTH 1 MOTTIMOUTH 3HAHHA CTYACHTIB MPO OCHOBHI
MOHSTTS, SIBUIA Ta TIPOIECH Y chepi MapKETHUHTY aHTIIHCHKOI0 MOBOIO, OTJIS]T OCHOB
MapKeTUHTY (MIPOAYKTY, MPOCYBaHHS, pPO3MIIIEHHS Ta IiHH).

3aBaaHHS BUBUYECHHS HABYAJIBLHOI JUCIUILIIHH.

OTpumMaty 3HaHHS TPO PUHKU Ta iX Kiacu@ikailiio, BMITH OOTOBOPIOBATH II€
AHTJIHCHKOIO MOBOIO;

OTpumaTH 3HAHHS TTPO MAPKETUHTOBUH TPOIIEC Ta MOBEIIHKY MTOKYIIIIS;

OIIHATA BaXJIUBICTH MApPKETHHTOBUX JOCTIPKCHb, CETMEHTAIlli PUHKY Ta
MapKETUHTOBOTO MIKCY Y PO3p00I1li MapKETHUHTOBOI CTpPATETIii,

O3HallOMUTHUCH 3 PI3HUMU METOJAaMU CTUMYJIIOBaHHS 30yTy, Takl sIK pekjiamMa Ta
3a0XO0UYEHHS, [0 3aCTOCOBYIOTHCSI MAPKETOJIOTAMU JUIsl 3 TyUEHHS KIIIE€HTIB;

- Tlo3HatomTech 13 MOHATTAM MIANPUEMENb Ta JI3HANUTECS MPO TUIU IMIANPUEMIIIB,;
BMITH OOTOBOPIOBATH 1€ aHTJIIHCHKOI MOBOIO;

Brockonanutu HaOyTi Ha MONEPETHHOMY €Talll HaBUaHHS KOMITETEHIIIH (PO3yMIHHS
OCHOB (hyHKIIIOHYBaHHS OpraHizailii, popMyBaHHS CUCTEMH MOTHBAIIIi IEPCOHAITY,
IJIaHyBaHHS IIJIeH JISUTBHOCTI OpraHi3allii, IpOBEACHHS PEKIaMHUX KOMIIaHIMN,
npe3eHTaIlli Ta iH).

VY pe3ynbTaTi BUBYEHHS HABUYaJbHOI JUCHUMIUIIHA CTYJACHT MOBUHEH OCBOITH
KOMIIETEHTHOCTI:
IK. 3patHicTh pO3B’SI3yBaTH CKJIAQJHI CIELiai30BaHl 3aBAaHHS Ta MPaKTUYHI
npobiemu y cdepi myOdaIYHOro YNpaBiiHHA Ta agMIHICTpyBaHHS a0o y Tmpoleci
HaBYaHHS, 10 Mependayae 3aCTOCYBaHHS TEOPid Ta HAYKOBUX METOJIIB BIAMOBIIHOT
rajxysi 1 XapakTepU3y€eThCsl KOMIUIEKCHICTIO Ta HEBU3HAYEHICTIO YMOB.
3K2. 3patHicTh peanizyBaTh CBOI mpaBa 1 OOOB’S3KM SK WICHA CYCHIbCTBA,
YCBIJIOMJIFOBATH I[IHHOCT1 TPOMAJITHCHKOTO (BUTHHOTO JIEMOKPATUYHOTO) CYCIIIBLCTBA
Ta HEOOXINHICTh HOTO CTaJoro PO3BUTKY, BEPXOBEHCTBA MpaBa, MpaB 1 CBOOOJ
JIIOJTMHY 1 TPOMAJITHUHA B Y KpaiHi.
3K8. BMiHHS BUSBISTH, CTABUTH Ta BUPINIYBATH MTPOOIIEMHU.
3K11. 3naTHICTh CMIJIKYBATHCS 1HO3EMHOIO MOBOIO.
3K12. HaBuuku Mi>kOCOOMCTICHOI B3a€MO/III.
3K13. 3aatHicTh CHJIKYBATHUCS 3 IPEACTABHUKAMU 1HILIUX MPO(ECIiiHUX TPy pi3HOTO
PIBHS (3 €KCIIepTamMu 3 1HIIMX rajxy3eil 3HaHb/BUIIB A1SUIBHOCTI).
®K.1. 3maTHICTB 10 COMIAIIBHOI B3a€EMOI1, 10 CIIBPOOITHUIITBA i PO3B’A3aHHS
KOH(JITIKTIB.
®K.3. 3naTHicTh 3a0€3Me4yBaT TOTPUMAHHSI HOPMAaTUBHO-TIPABOBUX Ta MOPAJILHO-
CTUYHHUX HOPM ITOBEIHKH.
®K.11. 3gatHiCTh Y ckiaAl poOOYOi IpyNnH MPOBOJAWTH MPUKIAAHI JAOCIIKEHHS B
cdepi MyOIIYHOTO YIPABIIHHS Ta aIMIHICTPYBaHHS.

IIporpamHui pe3yJbTaTu HAaBYAHHS:
[TP3. YMiTH yCHO 1 TUCBMOBO CHUIKYBAaTHCS 1HO3EMHOIO MOBOIO.



[TP12. YMiTu HamaroguTH KOMYHIKAIIIO M) TPOMaJITHAMHA Ta OpraHaMU JIePKaBHOT
BJIA 1 MICIIEBOTO CaMOBPSITyBaHHSI.

IIporpama HaBYAJIBLHOI AMCHUILIIHA

3micToBuii Moxyab 1. Marketing Concepts

Tema 1. Marketing — An Overview

Introduction, Definition of Market, Types of Markets, Meaning and Definition of
Marketing.

Tema 2. Case study: Apple. 7 Key Strategies That You Must Learn from Apple’s
Marketing

Tema 3. Marketing Concepts

Production concept, Product concept, Sales/selling concept, Modern marketing
concept, Societal marketing concept, Impact of marketing concepts and its
applicability. Marketing functions

Tema 4. Case study: Starbucks Marketing Strategy: How to Create a Remarkable
Brand

Tema 5: Customer needs, wants and demands.
Marketing mix, a brief introduction, 4Ps, 7Ps. Importance of marketing mix in
marketing decisions

Tewma 6: Marketing Planning and Strategies

Introduction, Management Processes in Marketing, Types of Marketing Plan,
Competitive Marketing Strategies, Competitive Advantage: The Importance of
Strategic Marketing. What is SWOT: Situation Analysis in Marketing

Tema 7: Product Related Decisions: Introduction, Features of a Product and its
Classifications, Product Plan and New Product Development, Product Mix and its
Elements, Decisions related to Product Mix, Product Life Cycle

3micToBuiit Moay.asb 2. Marketing Mix

Tema 8: Marketing in the public sector

Tema 9: Introduction to Branding:

Introduction, Definition of a Brand, Development of a Brand, Types of Brands,
Importance of Brands and Branding, Brand Equity — Definition and Benefits

Tema 10: Pricing Decisions

Introduction, Price and its Determinants, Objectives of Pricing Decisions, Factors
Affecting Pricing Decisions, Pricing Policies and Strategies, Pricing Methods



Tema 11: Promotion Mix
Introduction, Promotion mix and its components,  Advertising,  Sales
Promotion, Personal selling, Direct marketing, Public Relations and publicity

Tema 12: Market Segmentation, Targeting and Positioning

Market Segmentation: Introduction, Definition of market segmentation, Need for
market segmentation, Criteria for effective segmentation, Bases for market
segmentation, Benefits of market segmentation

Tema 13: Consumer Behaviour:

Introduction, Important definitions, Evolution of the study of consumer behavior,
Determinants of consumer behavior, Types of buying decisions, Stages of the buying
process, Importance of consumer behaviour study

Tema 14: Services Marketing

Introduction, Definition of services, Characteristics of services , Distinction between
goods and services, Marketing mix for services, Types of services, Strategies for
Services Marketing

Tema 15: Recent Trends in Marketing

Introduction, E-commerce, E-marketing, E-Retailing, Relationship marketing, Mobile
marketing, Green marketing

Online marketing, Developing an integrated promotion mix

3. CTpyKTypa HaBYAJIbHOI AUCHUILTIHI

Hassn Jlenna ¢opma HaBUaHHS 3a0uHa hopMa HaBYAHH
AMIiCTOBIX KinpKicTh roiuH, y TOMY YHCII1 KinbKicTh roJiuH, y TOMY YHCII1
MofymiB i Tem | YCPOT | | m6. | " lep | Y| 1| n | ne6. | ina | cp.
0 1. oro
1 2 3 4 5 6| 7 8 9 10 | 11 | 12 | 13
Moayas 1
3microBuii moayab 1. Marketing Concepts

Tema 1.
Marketing — An | 14 2 4 - - 8 14 2 2 - - 10
Overview

Tema 2. Case
study: Apple. 12 2 2 - - 8 12 - - - - 12

Tema 3.
Marketing 12 2 2 - - 8 12 2 2 - - 8
Concepts

Tema 4. Case
study: S_tarbucks 12 2 5 i i 8 12 i i i i 12
Marketing
Strategy




Tema 5:
Customer needs, 12 2 5 i i 8 12 9 9 8
wants and
demands.
Tema 6:
Marketing 14 | 2 | 2 | - |-|10]14] - |- 14
Planning  and
Strategies
Tema T
Product Related | 14 2 2 - - 110 | 14 - - 14
Decisions
Pazom 3a
3MiCTOBHM 90 14 16 - - 60 | 90 6 6 78
MoayJem 1

3micToBuii moxyan 2. Marketing Mix
Tema 8:
Marketing inthe | 12 2 2 - - 8 12 2 2 8
public sector
Tema 9:
Introduction to | 12 2 - - 8 12 2 2 8
Branding 2
Tema 10:
Pricing 9 2 - - 5 9 - - 9
Decisions 2
Tema 11:
Promotion Mix 9 2 2 i S 9 i i 9
Tema 12:
Market
Segmentation, 12 2 2 - - 8 12 - - 12
Targeting and
Positioning
Tema 13.
Consumer 12 2 2 - - 8 12 2 2 8
Behaviour
Tema 14.
Services 12 2 2 - - 8 12 - - 12
Marketing
Tema 15:
Recent Trends | 12 2 - - - |10 | 12 - - 12
in Marketing
Pazom 3a 9 | 16 | 14 | - | -|60| 9 | 6 | 6 78
moayJiem I1
Ycboro roann 180 30 30 - - 1120 180 | 12 12 156
5(6).Temu ceMiHAPCHLKHUX (IPAKTUYHUX) 3AHATH
Ne KinekicTs

Ha3sa Temu

3/1 TOINH




1 2 4
1. | Tema 1. Marketing — An Overview 2
2. | Tema 2. Case study: Apple. 2
3. | Tema 3. Marketing Concepts 2
4. | Tema 4. Case study: Starbucks Marketing Strategy 2
5. | Tema 5: Customer needs, wants and demands. 2
6. | Tema 6: Marketing Planning and Strategies 2
7. | Tema 7: Product Related Decisions 2
8. | Tema 8: Marketing in the public sector 2
9. | Tema 9: Introduction to Branding 2
10| Tema 10: Pricing Decisions 2
11| Tema 11: Promotion Mix 2
12| Tema 12: Market Segmentation, Targeting and Positioning 2
13| Tema 13. Consumer Behaviour 2
14| Tema 14. Services Marketing 2

Pazom 30

7. Temn 1a00paTOPHUX 3aHATH
BianoinHo 10 pobodvoi mporpamu 3 nucuuiiinu «Marketing managementy
71a00paTOPH1 3aHATTA HE 3aIlJIaHOBaHI.

8. CamocrTiiina po6oTa

3mict CPC 3 AUCHUIIIIHK CKIAAAETHCS 3 TAKUX BHUJIIB POOOTH:

- MATOTOBKA JI0 ayAUTOPHUX 3aHSTH;

- BUKOHAHHS MPaKTUYHKUX 3aBJIaHb IPOTSATOM CEMECTPY;

- CaMOCTIWiHE OIpaIfOBaHHS OKPEMHUX TE€M HaBYAIbHOI AMCIUIUIIHHU 3TITHO 3
HaBYAJIbHO-TEMATUYHUM IIJIAHOM;

- HaITMCaHHSI 1HAMBITyaIbHOT pOOOTH;

- MITOTOBKA JI0 YCIX BUJIIB KOHTPOJIIO.

No KinpkicTh
HazBa Temu
3/m TOJVH
1 2 8
1. | Tema 1. Marketing — An Overview 8
2. | Tema 2. Case study: Apple. 8
3. | Tema 3. Marketing Concepts 8
4. | Tema 4. Case study: Starbucks Marketing Strategy 8
5. | Tema 5: Customer needs, wants and demands. 10
6. | Tema 6: Marketing Planning and Strategies 10
7. | Tema 7: Product Related Decisions 8
8. | Tema 8: Marketing in the public sector 8
9. | Tema 9: Introduction to Branding 8
10| Tema 10: Pricing Decisions 5
11| Tema 11: Promotion Mix 5
12| Tema 12: Market Segmentation, Targeting and Positioning 8
13| Tema 13. Consumer Behaviour 8
14| Tema 14. Services Marketing 8
15| Tema 15: Recent Trends in Marketing 10
Pazom 120




* Tectn,
» KonTponpHi

3alUMTaHHS,

* Keiicu,

* 3aB/IaHHA JUIsl 1HJIMBIAyaIbHOI POOOTH,

9. InauBinyanbHi 3aBJaHHA

10. MeToau HABYAHHSA
Keticu, untanus, ayairoBanHs, Oecijia, BIpaBH, IHTEPAKTUBHI METOU HaBUYaHHS.

11. MeToau KOHTPOJIIO

* 3aB/IaHHA JJIsl CAMOCTIHHOI pOOOTH

[TincymMKOBUI KOHTPOJIb Niepeidavae: eK3aMeH.

12.

[ToTounnii KOHTPOJIb NIependayvac:

Po3noain 6aJiB, AKi OTPUMYIOTH CTYACHTH

[HMBiAyanbHI 3aBIaHHS BKJIIOYAIOTh BUKOHAHHS CTYJIEHTAaMU KOHTPOJIBHOTO
1HIUBITyaTbHOTO 3aBAaHHs 3 AUCIUIUTIHN « Marketing managementy.

U cemecmp
CTpyKTypa OLiHIOBaHHSI Cyma
3microBuit Moxyib Nel 3aiik
T1 T2 T3 T4 T5 T6 T7 50 100
5 5 5 5 5 5 5
CamocriitHa po6ota 10 [HnuBinyansHe 3aBHaHHs 5 50 100
u cemecmp
CTpyKTypa OLliHIOBaHHS Cyma
3micToBui MOTyITb Ne2 Ex3amen
T8 T9 T10 T11 T12 T13 T14 T15 50 100
5 5 5 5 5 5 5 5
Camocriiina po6ora 10 IHnuBigyansHe 50 100

3aBJIaHHA

[MIkajga oninoBanusA: HanioHajabHa Ta ECTS




7.

8.
9.

HanionaanHa niasa |HamionaianHa
YHIBEPCHTETCbKA eK3aMeHy s 3aniky | mkana EKTC
90 - 100 BIIMIHHO A
80-89 B
70-79 no6pe 3apaxoBaHO C
60-69 D
50-59 3aJ0BUILHO E
HE3aJ0BUILHO 3
MOJKJIBICTIO
[TOBTOPHOTO He
26-49 CKJIAJIAaHHS 3apaxoBaHO FX
HE3aJ0BUIBHO 3
000B’I3KOBUM
MTOBTOPHUM
BHUBYEHHSIM
1-25 TUCLUILIIHA F
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