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2. MeTa Ta 3aBJaHHA HABYAJBLHOI AMCIUILIIHI

Meta AuCHMIUIIHUM — PO3MIMPUTH 1 MOTTUOUTH 3HAHHSA CTYJEHTIB PO OCHOBHI
MOHSTTS, SIBUILA Ta IPOIECH Y chepl MapKETHUHTY aHTIIHCHKOI0 MOBOIO, OTJIS]l OCHOB
MapKEeTUHTY (MIPOIAYKTY, MPOCYBAHHS, PO3MIILEHHS Ta LIHN).

3aBIaHHS BUBYEHHS HABYAJIBLHOI AUCIHUILTiHH.

OTpumaTH 3HAHHS TPO PUHKU Ta iX KiIacu@ikaiiio, BMITU OOrOBOPIOBATH 1€
aHTJIHCHKOIO0 MOBOIO;

OTpuMaTu 3HaHHS PO MAPKETUHIOBUN MIPOLIEC TA MOBEAIHKY MTOKYTILIS;

- OLIHUTH BaXJIMBICTb MAapKETUHTOBUX JOCIIIKEHb, CETMEHTAlll PUHKY Ta
MapKETHHTOBOTO MIKCY Y PO3p00IIi MApKETHHTOBOI CTpAaTeTii,

O3HallOMUTHUCH 3 PI3HUMU METOJAMH CTHUMYJIIOBaHHA 30yTy, Takl sK pekjama Ta
3a0X0YEHHSI, III0 3aCTOCOBYIOTHCSI MAPKETOJIOTaMU JJIsI 3a]TyYCHHS KIIIEHTIB;

- Tlo3HailomMTech 13 MOHATTAM MIANPUEMELD Ta JI3HAUTECS MPO TUIU MINPUEMIIB;
BMITH OOTOBOPIOBATH LI€ aHIIIMCHKOIO MOBOIO;

BrockoHanuTi HaOyTi Ha MONEPEHBOMY €Talll HaBYaHHS KOMIETEHI[IH (PO3yMIHHS
OCHOB (DYHKIIIOHYBaHHs Oprasizanli, opMyBaHHs CHCTEMH MOTHBALli IEPCOHAIY,
IUIaHyBaHHS LIJEH AISUIBHOCTI Opradi3alii, MPOBEAEHHS PEKJIAMHUX KOMIIaHii,
Mpe3eHTallli Ta 1H).

VY pesynbTaTi BUBUEHHS HABUAIBHOI AUCIHUIUIIHM CTYJEHT MOBUHEH OCBOITH
KOMIIETEHTHOCTI:

IK. 3naTHicTh pO3B’sI3yBaTH CKJIAAHI CIEIialli30BaH1 3aBJaHHSA Ta MPAKTHYHI
npobiemu y cdepi myOmiyHOrO YMpaBiiHHS Ta aJMIHICTpyBaHHS abo y mporect
HaBYaHHSA, 0 Tepeadadae 3acTOCyBaHHS TEOPii Ta HAYKOBHUX METOIB BiJIIMOBIIHOL
rajxysi 1 XapakTepu3y€eThCsl KOMIUIEKCHICTIO Ta HEBU3HAYEHICTIO YMOB.

3K8. BMiHHS BUSIBISITH, CTABUTH Ta BUPILIYBATH MPOOJIEMHU.

3K9. 3parHicTh 40 TOIUIYKY, OOpoOJIeHHS Ta aHami3zy 1H(opmalli 3 pi3HUX
TOKepen.

3K11. 31aTHICTh CMUJIKYBaTHCS 1HO3EMHOIO MOBOIO.

3K13. 3aarTHIiCTh CHUIKYBATUCS 3 MPEACTABHUKAMM IHIIMX MpoQeciiiHuX rpymn
PI3HOTO PiBHA (3 €KCIIEPTAMHU 3 THIINX TaTy3ei 3HAHb/BHUIIB MiSUTBHOCTI).

®K.1. 3gaTHICTH A0 COIiabHOI B3a€EMO/II, 10 CIIBPOOITHUIITBA i PO3B’SI3aHHS
KOH(JITIKTIB.

®K.5. 31aTHICTH BUKOPUCTOBYBATH CUCTEMY €IIEKTPOHHOTO JIOKYMEHTOOOITY.

®K.7. 3maTHICTh PO3POONSITH TAKTUYHI Ta OTMEPATUBHI IJIAHU YIPaBIIHCHKOI
ISUTBHOCTI

®K.9. 3paTtHICT, BOPOBAKYBATH IHHOBAIIWHI TEXHOJOTII B MyOIiYHOMY
YIOPAaBJIiHHI Ta aIMIHICTPYBaHHI.

®K.10. 3maTtHiCTh 10 JOCHIAHUIBKOI Ta IMOUIYKOBOI MisUIBHOCTI B cdepi
myOJIIYHOTO YIPABIiHHA Ta aAMIHICTPYBaHHS.

®K.11. 3natHicTh y cKkiaAl pod0Y0i Ipyu MPOBOJUTH HMPUKIIAIH] TOCTIHKEHHS
B c(pepi myOJIIYHOTO YIIPaBIIIHHS Ta aAMIHICTPYBaHHS.

IIporpamHui pe3yJbTaTH HABYAHHA:



[TP3. YMiTH yCHO 1 MUCHMOBO CIUIKYBAaTUCS 1HO3EMHOIO MOBOIO.

[TP11. Ywmitu 37ificHIOBAaTHM TMONIYK Ta Yy3arajJbHEHHS 1HQOpMaIli, poOuTH
BHUCHOBKH 1 ()OpMYJTIOBaTH PEKOMEH/IAIlli B MEKax CBOET KOMIETECHITI 1

IIporpama HaBYAIBLHOI IUCHUILIIHA

3micToBuii Moayan 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

3micToBumii moxyan 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 AU CHUILTiHI

Hasan JlenHa GopMa HaBYAHHS 3aoyHa (popMa HaBYAHHS
T KisIbKiCTh TOJIMH, Y TOMY YHCII KiJIbKiCTh TOJIMH, Y TOMY YHCII1
MostyniB i Tem | YCPOT | o n | a6, | ™ cp. | 7| n | m | mab6. | inm | cp.
0 1. oro
1 2 3 4 5 6| 7 8 9 10 | 11 | 12 | 13
Moayas 1
3micToBuii Moxyab 1. Marketing Concepts

Tema I.
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: Starbucks 12 2 9 i i 8 12 i i i i 12
Marketing
Strategy
Tema 5:
Customer needs, 12 2 9 i i 8 12 2 9 i i 8
wants and
demands.
Tema 6:
Marketing 1w | 2 |2 | - |-|wofw| - |- |- |- |
Planning  and
Strategies
Tema 1
Product Related | 14 2 2 - - |10 | 14 - - - - 14
Decisions
Pa3zom 3a
3MiCTOBUM 90 14 16 - - 60 | 90 6 6 - - 78
MoayJaem 1

3microBuii Mmoayasb 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| o 9 ) i 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 - - - 110 | 12 - - - - 12
in Marketing
Pasom 3a 9 | 16 |14 | - | -|e0| 9 | 6 | 6 | - |- 78
moayaeMm I1
Ycboro roann 180 30 30 - - 120 180 | 12 12 - - 156




5(6).

Temu cemiHapcbkuX (IPAKTUYHHX) 3aHATH

Ne KinpkicTb
Hasga remu
3/m TOJIUH

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. Temu 1a00paATOPHUX 3AHATH

BimnosimHo no po6owoi mporpamu 3 mucrumiinu «Marketing management
7a00paTOPHI 3aHATTS HE 3aIlJIAaHOBAaHI.

8. Camocriiina pob6ora
3mict CPC 3 qUCHMIUTIHU CKIIAJIA€ThCS 3 TAKMX BUIIB POOOTH:
- MATOTOBKA 70 ayJUTOPHUX 3aHATh;
- BUKOHAHHS MTPAKTUYHUX 3aBJIaHb MPOTITOM CEMECTPY;

- CaMOCTIMHE OMpAIfOBaHHS OKPEMHUX TeM HaBYaJIbHO! JUCIUILUIIHU 3TiAHO 3
HaBYaJIbHO-TEMATUYHUM ILIAHOM;

- HaNMCaHHS 1HAUBIAYaJIbHOT POOOTH;
- MATOTOBKA J0 YCIX BUJIIB KOHTPOJIIO.

No Kinpkictsb
Hasga remu
3/m TOJINH
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| Tewma 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

9. InauBiaya bHI 3aBJaHHSA

IHI[I/IBiI[yaJILHi 3daBJAaHHA BKJIIOYAaIOThb BHKOHAHHA CTYACHTAMHU KOHTPOJIBHOI'O

IHAMBIyaIbHOTO 3aBIaHHsA 3 aucnuiniing «Marketing managementy.

10. MeToau HaBYaAHHSA

Keiicu, untanns, ayniroBaHHs, Oecifia, BOpaBH, IHTCPAKTUBHI METOIM HABYAHHS.

11. MeToau KOHTPOJIIO
[ToTouHUMI KOHTPOJBL NIEpeadayac:
* Tectn,
» KontposnbHi
3anuTaHHS,
* Keiicu,
* 3aBJIaHHA ISl 1HAUBIAYadbHOT pOOOTH,
* 3aBJIaHHA JUIsl CAMOCTIMHOT pOOOTH
[TincymMKOBUI KOHTPOJIb NIepeadayae: eK3aMeH.

12. Po3noain 6aJiB, AKi OTPUMYIOTh CTYACHTH
1-1i cemecmp

CTpyKTypa OLiHIOBaHHS Cyma
3micToBHi MOyb Nel 3anik
T1 T2 T3 T4 T5 T6 T7 50 100
5 5 5 5 5 5 5
CamocriitHa po6ota 10 ‘ [nnuBinyanpHe 3aBHaHHS 5 50 100
2-1i cemecmp
CTpyKTypa OIiHIOBaHHS Cyma
3MicToBUi MOaysIb Ne2 Ex3amen
T8 T9 T10 T11 T12 T13 T14 T15 50 100
5 5 5 5 5 5 5 5
Camocriiina podora 10 InauBinyansHe 50 100
3aBJaHH




MIkana oninoBanusa: HanionajasHa ta ECTS

7.

8.
9.

Hanionaabna nasg Hanionaanua
YHIBEpCHTETChKA eK3aMeHy aas 3adiky | mkaaa EKTC
90 - 100 BIZIMIHHO A
80-89 B
70-79 no6pe 3apaxoBaHO C
60-69 D
50-59 3a0BUILHO E
HE3aJ0BLIBHO 3
MO>KJIUBICTIO
[TOBTOPHOTO He
26-49 CKJIaJaHHSI 3apaxoBaHO FX
HE3aJ0BUIBHO 3
000B’I3KOBUM
MMOBTOPHUM
BHUBUYECHHSIM
1-25 JIUCIUIUTIHA F
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http://www.eslpod.com/website/index_new.html
www.learn-english.ru
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http://www.forbes.com/
www.financialcenter.com
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