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1. Mecto pucyuninHsbl B cTpyktype OITIOII

Huctunmza B1.B.05 I'nobanv3aryst 6u3Heca OTHOCUTCS K YacT, GOPMHUPYeMOl yuaCTHUKaMU
oOpa3oBaTe/TbHBIX OTHOIIEHUH 0Opa30BaTe/TbHOM MTPOTrPaMMBbI.

2. IInanupyembie pe3y/ibTaThl O0yYeHHsI MO JAUCIUIUIMHE, COOTHECEHHbI€ C TUIAHUPYEMBIMH
pe3y/ibTaTaMi OCBOeHUsI 00pa3oBaTe/bHON MpPorpaMmbl (KOMIETeHHMAMH M HWH/UKATOPaMH
AOCTYDKeHHsI KOMITeTeHI[Ui)

npeonpusmusimu u
opeaHusayusamu
DA3NUYHBbIX 8UO08

npedonpusimull u opzaHusayutl
Pa3AUUHbIX 8UO08
9KOHOMUUecKoU
desimenbHOCMU

IKOHOMUUECKUX napamempos
npedonpusimull u opeaHusayutl
Pa3AUUHbIX 8UO08

9KOHOMUUECKOU

dopmupyemsbie IlnaHupyeMbie pe3yabTaThl 00yUeHHs M0 AUCHUILUIMHe | HanMeHOBaHHe OLeHOYHOTO CPe/ICTBA
KOMIIeTeHI{NHU (Mofgyn0), B  COOTBETCTBMM C€  HHAUKATOPOM
(xof, comep)kaHue | JOCTH)KeHHS KOMIIeTeHIIMH
KOMTIETEHIIVN) Nupukarop poctwkeHusi | PesyabTarsl 00yueHust Jns Tekymiero | /ins
KOMIIeTeHI{MU 10 JUCLUII/INHE KOHTPOJIA MPOMEe)XyTOUHOMH
(xog, coZiepkaHue ycreBaemMoCTH aTTecTanuu
VHAWKATOpa)
IIK-2: CnocobHocmb | ITK-2.1: O606waem IK-2.1: Ketic-3adanue
obobwams u pe3ybmambl Np08eOeHHO20 IK-2.1: CobecedogaHue 3quém:
npedcmaensimb uccnedosanus 8 cchepe 3naem nepeuenb 80npocos, KoHmposbHble
pesybmamot ynpaeneHust nooneHcaujux uccaed08aHuio 8
NpogedeHHo20 60npochbl
LCC1ed08aHUS IIK-2.2: [Tpedcmasnsiem cpepe ynpaenetusi 2106aabHbIM
gonpocos pe3ynbmanbl NpoBeOeHHO20 6busHecom
MEMOdUUECKO20 uccne008aHus 6 sude HaQyuHo2o | Ymeem obobwjamb pe3yabmambl
obecneueHus, omuema, cmambu unu uccnedosaHutli 8 cgpepe
nodoepaicaHus u doknada YynpaeneHust 2106a1bHbIM
KoopOuHayuu 6usHecom
npoyecca ynpasseHus Bnadeem HaebiKkamu
8 8Ude HayUHO20 .
omuema, cmambu pegepuposaHus uccnedosaHuli 8
wnu cchepe ynpaenenus 2106a1bHbIM
dornada 6busHecom
IIK-2.2:
IIK-2.2:
3Haem npuHyunbl NOCMpoeHust
HAYYHbIX MAMepUanos
Ymeem obobujamp HayuHble
mamepuanbl 8 popme 0oknada
no memamuke ynpaeneHus
2106a1bHBIM 6U3HEeCOM
Bnadeem Hasbikamu
pecbepuposaHus 0as
nod2o0moeKu mexkcma oka1aoa no
memamuke ynpagneHust
2106a1bHbIM 6U3HECOM
IIK-3: CnocobHocmb | ITIK-3.1: @opmyaupyem yeau u |I1K-3.1: Kelic-3a0aHue
ocyujecmeaamb aHanusupyem 3Haem nepeueHb CobecedosaHue 3quém:
cmpameeuteckoe npednpuHUMamebckyto cpedy | MedcdyHapoOHbIX KonmponbHbie
ynpaeneHue

80npocbl




9KOHOMUUECKOU
dessmenbHOCMU

TIK-3.2: Pazpabambigaem
cmpameauro U makmuky
pazeumust npednpusmuil u
opaaHuzayuli pazauyHbIX
8U008 SKOHOMUUECKOU
desimeabHOCMU C yuemom
Oelicmgyroujeli
HOpMamueHonpaeoeoli 6asbi

desimeabHOCMU

Ymeem onpedenssimb
ynpas/neHuecKue peweHusl,
Komopble npu 060CHOBAHUU
mpe6yiom yuema
MeHCOYHAPOOHbIX
IKOHOMUUECKUX
napamempoeg pazeumust
npedonpusimull u opeaHusayutl
Pa3AUUHbIX 8UO08
9KOHOMUUecKoU
desimenbHOCMU

Bnadeem Hasbikamu oyeHKU
MeHCOYHAPOOHbIX
IKOHOMUUECKUX napamempos
pasgumus npednpusimuti u
opeaHu3ayuti

Da3AuUHbIX 8UO08
3KOHOMUYecKoU

desime/ibHOCMU

IIK-3.2:

3Haem 2n06anbHble pakmopbl
cmpameau4ecko20 NAaHUPOBHUS
Ymeem nonb3osambcs
UHCmMpymeHmapuem 2106a1bH020
cmpameau4eckozo
MeHeOoxcMeHma

Bnadeem HaebiKkamu
060CHOBAHUS CMpame2uyecKux
peuieHull 8 ycnosusix 2106ambHol

npeonpuHUMamenbcKol cpeobl

3. CTpyKTypa U cojep)kKaHHe AUCIUITUHBI

3.1 TpyA0eMKOCTb AUCLUII/IUHBI

OYHas
O61asi TPy/10eMKOCTBb, 3.€. 3
Yacos o yueGHOMY I/IaHY 108
B TOM UHC/Ie
ay/JUTOpHbIE 3aHATHA (KOHTaKTHas1 padoTa):
- 3aHATHUS JIEKIIHOHHOT0 THIIA 8
- 3aHATHSA CEMHUHAPCKOro THIA (MpaKTHYeCcKUe 3aHATHS / 1abopaTopHble padoThI) 16
- KCP 1
caMocTosTe/IbHasA padoTa 83
IIpomexyTouHasi aTTecTamis 0

3auér




3.2. CozepkaHWe NUCIUIIIMHbI

(cmpykmypupogaHHoe no memam (pazdenam) C yKa3aHueM OMEeO0eHHO20 HA HUX Koauuecmed

akademMuyecKux uacoe u 8uobl yuebHbIx 3aHamull)

HanMeHoBaHue pa3/ienioB U TeM AUCLIMILIMHBL Bcero B TOM YHCIIe
(acen) KonTakTHast pabora (pabota Bo
B3aMMO/IeHCTBUM C TIperojaBaresieM),
Yyachl U3 HUX
JaHATHS CamocrosiTe/ibHast
CeMHUHapCKOTo pabora
3auHsTHs THMA obyuarolerocs,
JIEKL[MOHHOTO | (MpakTHueckue | Bcero Hachbl
THIIa 3aHATHs/1abopa
TOpPHbBIE
paboThI), Uackl
0 0 0 0 0
¢ ¢ o o o)
0 0 0 0 0
Unit 1. International management: main notions 55 4 8 12 43
Unit 2. International strategic management 52 4 8 12 40
ArTrecrarust 0
KCP 1 1
Wroro 108 8 16 25 83

Contents of sections and topics of the discipline

Unit 1. International management: main notions
Unit 2. International strategic management

HpaKTI/I‘—IeCKI/Ie 3dHATHA /JIaGOpaTOpHLIe pa6OTbI OpraHM3yroTCd, B TOM 4uc/e, B (bopMe HpaKTquCKOﬁ

TO/ITOTOBKM, KOTOpasi MpelyCMaTPUBAeT ydyacTHe OOY4Yarol[uXCsl B BBITIOJTHEHUU OT/AEIbHBIX 3/IEMEHTOB
paboT, CBsI3aHHBIX C OyAylel podecCcOHaMbHOM /1esITeTbHOCTBIO.

Ha mpoBejeHre NMpakTUUeCKWX 3aHATHHA / 71ab0paTOpHBIX paboT B (hopMe TPaKTUYECKOW TOATOTOBKU

OTBOJWTCS: O4Hasi popma obyueHus - 4 4.

4. YueOHO-MeToaMUeCKOe 00ecrieyeHHe CaMOCTOSITe/TbHOW Pad0ThI 00yJarouxcs
CamocrosiTenibHasi paboTa 00ydYaromuxcsi BK/IrOUaeT B Ce0si TIOATOTOBKY K KOHTPOJIBHBIM BOMPOCaM U

3d/ldHUAM I TE€KyLlero KOHTPOJIA U HpOMEX(YTOqHOﬁ daTTeCTalldyi 10 MTOraM OCBOEHHs AUCIHII/IMHBI

MIPUBEJ€HHBIM B II. 5.

[nst obecrieueHnst CaMOCTOSITENTBHOUM PabOTHI 00yUarOIXCsl UCTIONB3YHOTCS:
DNeKTPOHHBIE KYPChl, CO3/IAHHBIE B CHCTeMe 371eKTpoHHOr0 00yuenuss HHI'Y:

International Business Globalization / I'nobanu3arnus MmexxgyHaposHoro 6usHeca, https://e-

learning.unn.ru/course/view.php?id=5267.




5. Assessment tools for ongoing monitoring of learning progress and interim certification in the
discipline (module)

5.1 Model assignments required for assessment of learning outcomes during the ongoing
monitoring of learning progress with the criteria for their assessment:

5.1.1 Model assignments (assessment tool - Case task) to assess the development of the
competency IIK-2:

Case. Internationalization of Haier — proactive and reactive motives

Haier Group, the Chinese manufacturer of home appliances (e.g. refrigerators), was near bankruptcy when Mr
Zhang Ruimin was appointed plant director in 1984, the fourth one that year. It is under Zhang’s leadership that
the company has grown into the world’s sixth largest home appliance manufacturer.

Proactive motives

Zhang Ruimin had an internationalization mindset that set the initial stage of Haier’s development. In 1984,
soon after joining the plant, he introduced technology and equipment from Liebherr, a German company, to
produce several popular refrigerator brands in China. At the same time he actively expanded cooperation with
Liebherr by manufacturing refrigerators based on its standards which were then sold to Liebherr, as a way of
entering the German market. In 1986, the value of Haier’s exports reached US $ 3 million for the first time.
Zhang later commented on this strategy: ‘Exporting to earn foreign exchange was necessary at that time.’

When Haier invested in a plant in the US, Zhang thought it gained location advantage by setting up plants
overseas to avoid tariffs and reduce transportation costs. Internalization advantage had been attained through
controlling services and marketing/ distribution, and ownership advantage had been achieved by developing
design and R& D capabilities through utilizing high-quality local human resources.

In 2016 Haier Group acquired General Electric Co’s appliance business for $ 5.4 billion, the Chinese company’s
latest attempt to boost its presence in the lucrative United States market.

Reactive motives

The entry of global home appliance manufacturers into the Chinese market forced Haier to seek international
expansion. In particular, since China joined the WTO, almost every international competitor has invested in
China, establishing wholly-owned companies. The best defensive strategy for Haier would be to have a presence
in its competitors’ home markets.

The saturation of the Chinese home appliance market, with intensifying competition, has been a major motive.
After the mid-1990s, price wars broke out one after another in various categories of the market. At the end of
2000, Haier’s market shares in China of refrigerators, freezers, air conditioners and washing machines had
reached 33, 42, 31 and 31 per cent, respectively. The potential for further development in the domestic market
was therefore limited.

One of the important external triggers for the internationalization of Haier has been the Chinese government.
Being an international player, Haier gained some special conditions that other Chinese companies could not
obtain. For instance, Haier had already been approved to establish a financial company, to be the majority
shareholder of a regional commercial bank, and to form a joint venture with a US insurance company. Without
its active pursuit of internationalization, as well as a dominant position in the home appliance sectors, it would
normally be impossible for a manufacturer to get approval to enter the financial sector.



Source: Hollensen, Svend. Global Marketing 2020

Case Questions

1. Which facts from the article were for you

well-known

completely new

unbelievable?

2. Indicate the company’s internationalization purpose (-s). In what occasion and how has it been done.
3. Indicate the company’s operational choices (trade, technology transfer, investment).

4. What have been the driving forces (motives) for the Haier internationalization. Divide them into the external
and internal ones.

5. What are the factors of company’s international success?

5.1.2 Model assignments (assessment tool - Case task) to assess the development of the
competency I1K-3:

Case study. Hunter boot Ltd: the iconic British brand is moving into exclusive fashion

The Hunter boot brand (www.Hunter-boot.com) has become a symbol of British country life and celebrity
fashion. Hunter boots, designed over 150 years ago, were originally created to deal with Britain’s rugged and
unpredictable weather. Today, Hunter is firmly established as a fashion brand beloved by Hollywood celebrities.

Arthur Wellesley, the first duke of wellington, instructed his shoemaker, Hoby of St James street, L.ondon, to
modify his eighteenth-century boot. They designed the boots in soft calfskin leather, removed the trim and made
the cut closer around the leg. it was hard to wear the new boots in battle but it was said that the duke of
wellington wore the boots at the famous Battle of waterloo in 1815. The boots were dubbed ‘wellingtons’ or
‘wellies’ and the name stuck.

Wellingtons quickly caught on with patriotic British gentlemen eager to emulate their war hero. The original
wellington boots were made of leather; however, in America, where there was more experimentation in
shoemaking, producers were beginning to manufacture using rubber. one such entrepreneur, Mr Henry Lee
Norris, moved to Scotland in search of a suitable site to produce rubber footwear.

Eventually he found it on the farm of the castle Mill in Edinburgh. Norris began his boot-making company, the
north British rubber company (the company changed its name to the Hunter rubber company in 2004), in 1856.
committed to fit, comfort, durability and performance Hunter Wellington boots bear two rare and coveted
stamps of approval of the British royal family.

Production of the wellington boot was dramatically boosted with the advent of World War I, due to the demand
for a sturdy boot suitable for the conditions in flooded trenches. This made the wellies a functional necessity.

By the end of World War I, the north British rubber company had produced more than 1.8 million pairs of boots
for soldiers. shoe production ran 24 hours a day.



Again the wellington made an important contribution during World War II. At the outbreak of war in September
1939, although trench warfare was not a feature, those forces assigned the task of clearing Holland of the enemy
had to work in terrible flooded conditions. By the end of the war, the wellington had become popular among
men, women and children for wear in wet weather. The boot had developed to become far roomier with a thick
sole and rounded toe. also, with the rationing of shoes at that time, labourers began to use them for daily work.

The company’s most famous welly, the original Green Wellington, was made over 50 years ago in the winter of
1955. it was launched alongside the royal Hunter — another boot that remains in Hunter’s range today.

From 1966 to 2005 a number of ownership changes took place, and in 2006, the Hunter Rubber Company was
placed into administration as a result of cash flow problems. In spite of a reported turnover of over £5 million,
accountants from KPMG said the firm suffered from high manufacturing costs, including fuel costs, and made a
loss from the expansion of its business to the Us. Hunter reported a loss of £600,000 from September 2003 to
the end of February 2005, when it had a in 2006, a private consortium led by lord Marland, Peter Mullen and
Julian Taylor bought Hunter out of administration and Hunter Boot Itd was born. After rapid restructuring of the
company, new supply routes and distribution partners were found in the UK and the US and the Hunter portfolio
was rationalized to core products exhibiting the key skills and tradition of the company.

Hunter re-established itself as a major player in the traditional country and leisure footwear market in the UK in
the aftermath of the 2006 acquisition and positioned itself as a strong contender in the US — opening showrooms
on Seventh Avenue in New York and Carnaby street in London. A new management team was also put in place.

One Hunter Wellington tall boot is made from 28 individual parts. each part is individually tailored and
assembled by hand to support specific parts of the foot, calf and ankle. Hunters continue to be made and
finished by hand from natural rubber. Because of this degree of ‘handmade’ in the production of Hunter boots,
the management moved manufacturing from Scotland to China to cut production cost.

Retail prices were also increased by 20 per cent, and modern ranges in a selection of colours and textures were
added.

A major breakthrough for Hunter in the realm of fashion, as opposed to farms, came in 2006 when Kate Moss
was seen wearing an original pair in black at the Glastonbury music festival. since then, the Hunter boot has
become a familiar sight among celebrities, on catwalks and on high streets, as well as in the countryside.

In September 2008, following the 2008 Olympics in Beijing, China, Hunter Boot Itd sent specially made gold
wellington boots to every member of the Great Britain Olympic team who had won a gold medal at the Games.

in 2010 the UK Prime Minister David Cameron bought pink and purple pairs of Hunter boots for his US trip, as
gifts for Barack Obama’s daughters.

Hunter Boot Ltd today
Since the downturn in 2006, Hunter has expanded its sales and profits rapidly, as seen in Table 1.

Hunter has since seen strong growth with international distribution in 30 countries. Hunter is moving into
alliances with exclusive fashion designers in January 2009, Hunter announced that it would be collaborating
with London-based luxury fashion designer Jimmy Choo for a limited-edition black Wellington boot, embossed
with signature Jimmy Choo crocodile print and containing gold rivets and a leopard-print lining. another boot
was then launched in 2011. The boots costs £250 and were sold exclusively online at www.jimmychoo.com (the
original version normally costs around £80).



Table 1

Hunter Boot Itd’s financial performance, 2008-2010

Millions of £

2010 2009 2008
Sales (% for 56.3 (57.9%) 25.7 (48.6%) 18.2
export) (48.4

%)

Cost of sales 29.6 13.6 8.4
Gross profit 26.7 121 9.8
Pre-tax profit 15.9 4.1 3.5
Profit after tax 11.0 2.8 2.5
Number of 56 41 43
employees

Jimmy Choo and Hunter Boot ltd received a tremendous reaction from customers; the online waiting list opened
on 1 May, and by 16 May more than 4,000 fashion-conscious customers had already joined it. Today, the

luxurious wellington boots have become a classic lifestyle item at Jimmy Choo and can be purchased regardless
of the season, and not only in traditional black, but in several variations.

In March 2012, J. Mendel and Hunter — two iconic brands dating back to the nineteenth century — joined forces
in a special collaboration to produce the most glamorous of wellington boots: exclusive to North America, these
limited-edition boots brought together the sumptuous look and feel of J. Mendel with the timeless functionality
of Hunter Boot. The boots went on sale in November 2012 and retail at from $585 (£366) to $795 (£497) at

Saks, Nordstrom, Gorsuch and Hunter-boot.com.

Hunter Boot Itd has always been highly dependent on the celebrity factor. it has become something of a sport to
collect photographs of celebrities wearing different Hunter boots. here are some examples of the Hunter brand

preferred by some celebrities:

e Jennifer Aniston — Original Black Hunter wellies
e Drew Barrymore — Original Navy Hunter wellies
eKate Moss — Original Black Hunter wellies
eSandra Bullock — Original navy Hunter wellies

e Alexandra Burke — Short original Black Hunter boots




oKings of Leon (Group) — Wateraid Hunter wellies

e Angelina Jolie — Original Red Hunter wellies

eMadonna — Original Navy Hunter wellies

eGwyneth Paltrow — Original Aubergine Hunter wellies

oKelly Rowland — original red Hunter wellies.

Sources: based on www.Hunter-boot.com; bevan2bade’s Blog: ‘Hunter Wellington Boots and Celebrities’
(http://bevan2bader.blogs. experienceproject.com/770875.html). Hollensen, Svend (2013-09-06). Global
Marketing: Leeds University Business School (Page 50). Prentice Hall. Kindle Edition.

Case questions:

Which facts from the article were for you well-known, completely new, unbelievable?

Eal

Indicate the company’s internationalization purpose (-s). In what occasion and how has it been done.
Indicate the company’s operational choices (trade, technology transfer, investment).

Indicate the company’s segmentation criteria and differentiation strategy

What are the peculiarities of marketing mix (4p+) of the Hunter Boots? How are they connected to the
international marketing success of the Hunter Boots?

Recently Hunter has added outerwear (leather footwear and hand-bags) to their international product
range. what are the pros and cons of extending the product range in this way? What marketing
phenomenon does it reflect. Should Hunter Boots ltd include further products like eyewear and
watches?

Would the Hunter Boots be successful in your country? What are the pros and cons business
environment macro-level factors of such development?

Assessment criteria (assessment tool — Case task)

Grade

Assessment criteria

pass

Bce kommneteH1nu chopMUpOBaHbI Ha YPOBHe "TIPeBOCX0AHO", "OTJINYHO", "oueHb X0poliio",

non

"xoporo", "yA0B/IeTBOPUTE/ILHO"

fail

OpHa Uy HeCKOJIbKO KOMITeTeHI M c()opMUPOBaHbl Ha YPOBHE "TI0X0" W/WMH
"HeyZI0BJIeTBOPUTE/ILHO"

5.1.3 Model assignments (assessment tool - Interview) to assess the development of the
competency ITK-2:

1. External and internal environment of international business: geographical, historical, political, legal,

economic, cultural


http://bevan2bader.blogs/

2. Evolution of international business: era of commerce, era of expansion, era of concessions, era of new states,
era of globalization

3. Factors in the development of the international macroenvironment. Distinctive features of international
business during the period of globalization

4. Uppsala model of internationalization and natural-born globalists

5. Technological and integrated forms of international business organization
6. The role of alliances and joint ventures in modern strategic decisions

7. Offshore companies in international business

8. National competitive advantages, clusters

5.1.4 Model assignments (assessment tool - Interview) to assess the development of the
competency IIK-3:

1. Objectives of enterprises entering foreign markets: reactive and proactive motives

2. Model for choosing the form of presence in a foreign market

3. Management of multinational corporations

4. Instruments of international strategic management

5. Types of competitive advantage (competitive strategies): differentiation, cost leadership, focusing
6. Levels of creating a competitive advantage: resources, competencies, strategic skills, organizational routines
7. External factors of enterprise competitiveness: country, region, industry

8. Coordination issues for global operations

9. Principles of personnel management in international organizations

10. Problems of personnel movement in international business

11. Labor relations in global personnel management (HRM)

12. Cross-cultural aspects of motivation

13. Managing international teams and labor force diversity

Assessment criteria (assessment tool — Interview)

Grade Assessment criteria

non non

pass  Bce kommeTreHIuu chopMHUpOBaHbI HAa YPOBHE "TIPEBOCXOHO", "OT/IMYHO", "0ueHb X0pOIIo",




Grade

Assessment criteria

"xoporo", "yA0B/IeTBOPUTE/ILHO"

fail

"HeyZI0BJIeTBOPUTE/ILHO"

OpHa Uy HeCcKoJIbKO KOMITeTeHI M c(hopMUPOBaHbl Ha YPOBHE "TIJI0X0" W/HIH

5.2. Description of scales for assessing learning outcomes in the discipline during interim

certification
IIIkana OIl€HMBAaHUA C(l)OpMI/IPOBaHHOCTI/I KOMIIEeTeHIIUHN
YpoBen
b
chopmu Hey/I0BJIETBOP | Y/AOBJIETBO 04YeHb
IJI0X0 X0pPOIIo OT/IMYHO TIPEBOCX0/{HO
POBaHH HUTe/ILHO PHTe/ILHO XOpOI11I0
oCTH
KoMIer
eHIUI
(uHpUK
aropa
AOCTHXK He 3aUTeHO 3a4TeHO
eHus
KoMIer
eHIHii)
YpoBeHb
OTtcyTcTBUE YpoBeHb PoBe
o o 3HaHUI B
3HaHWUU MuHuManeH | 3HaHUU B oGBeMe YpoBeHb
TeOPeTHUUeCKOro o} obneme, i 3HaHWM B
YpoBeHb COOTBETCTBY YpoBeHb
Marepua’a. o JIOMYCTUMBI | COOTBETCTBY obneme, o
3HaHUM HIDKe o I0I1leM 3HaHUi B
HeBo3MO0>XHOCTB i ypOBeHb Io11eM COOTBETCTB
MHHUMa/bHBIX o rporpaMme obneme,
3HaHUA | OLIEHWUTb MOJHOTY o 3HaHUM. rporpaMme yiolieM
N TpeboBaHMH. TOATOTOBKH TIpeBbILIAOIIe
3HaHUI [JonylieHo MOATOTOBKU rporpamMmMe
Vmenu mecto . DomyirieHo M IIpOrpaMMy
BC/Ie/ICTBUE MHOTO . Jomny1ieHo TIOATOTOBK
rpy0ble omMOKH HeCKOJIbKO MOATOTOBKH.
OTKasa HerpyobIx HECKOJIbKO u. Ommbok
HecyllecTBe
obyuaroierocs ot OIIM60K HerpyobIx HHEX HeT.
OTBeTa OIIM60K
OLIMO0K
IIponemoHc
TPHPOBaHbI
IIpogemoHc PHp
IIpogemoHc | Bce
IIpojgemMoHC | TpUpOBaHbI
TPUPOBaHbI | OCHOBHBIE
TPUpPOBaHbI | BCe
BCE YMEHUSI. IMpogemoHCTp
OCHOBHBI® OCHOBHBI®
OrcyTcTBHE OCHOBHbIe PeteHb! MpOBaHbI BCe
ITpu perennu YMeHUSI. YMeHUSI.
MHHUMa/bHbIX yYMeHUsI. BCE OCHOBHbIe
N CTaH/JapTHBIX PereHs! PerieHs! Bce
YMeHHI. PeliieHsl Bce | OCHOBHbIE yMeHUsI.
3aa4 He THITOBBIE OCHOBHBIE
HeBo3Mo>xHOCTB OCHOBHbIE 3a/lauu C Periens! Bce
TIPOJ,EMOHCTPUP | 3afaud C 3a7auu C
OL|eHUTh Ha/lnume 3ajiaunl. OTZIeNbHBIM | OCHOBHBIE
Ymenus o OBaHbI HerpyObIMU | HerpyObIMU
YMeHHUH BeimonHeHs! | U 3a71aunl.
OCHOBHbIE ommbKamMu. | OLIMOKamu.
BC/Ie/ICTBUE BCe 33/laHHsl | HecyllecTB | BrimosHeHbI
ymeHus1. Umenu | BeinosnHeHsl | BbimonHeHsl
OTKasa B TI0JTHOM €HHBIMU BCe 3a/laHus, B
MecTo rpy0Obie BCE BCe 3a/laHust
obyuatoiierocs ot obbeMe, HO | HejOUeTaM | IIOJHOM
ommoKH 3afaHus, HO | B IIOJTHOM
oTBeTa HEKOTOpbIe u, oObeme Ge3
He B o6beme, HO
d BBITOJTHEH HeJ|0YeToB
TIOJTHOM HEeKOTopble
HeJjoueTaMH | bI BCe
obbeme o
3a/laHyis B
HeJj0ueTaMu
TI0JTHOM
obbeme
HaBbiku | OtcyTrcTBUHe [1pu peleHuu Nwmeetcsa IIpogemonc | IIpogemonc | Ilposemonc | IlposemoHCTp
6a30BbIX CTaH/JapTHBIX MHHUManbH | TPUPOBaHbl | TPUPOBaHbl | TPUPOBaHbl | MPOBaH
HaBBIKOB. 3azay He bl Habop 6a3oBbie 6a3oBbie HaBBIKU TBOPYECKUI
HeB03MO>KHOCTB TIPOJIEMOHCTPUD | HaBBIKOB HaBBIKU IIPU | HABBIKW IIPY | TIPH TIOAXOZA K
OL|eHUTb Ha/lMuhe | OBaHbI Oa3oBble | A7 perIeHnn perIeHnn pelLeHnn peLIeHNI0
HaBLIKOB HaBbIKU. VIMenu | peleHwust CTaHJAPTHBI | CTAHJAPTHHI | HeCTaHJApT | HeCTaH[apTHBI
BCJ/Ie/ICTBHE MecTo rpy0Oble CTaHJApTHBI | X 3a7jau C X 337iau 6e3 | HBIX 337jau | X 3a7au
OTKa3sa OLIMOKH X 3aj1au C HEKOTOpPbIM | oumboK U 6e3




HEKOTOPbIM
obyuaroiierocs ot u ormuboK u
u HeJJ0UeTOB

oTBeTa HeZloueTaMu HeJJ0ueToB
HefloueTaMu

Scale of assessment for interim certification

Grade Assessment criteria

All the competencies (parts of competencies) to be developed within the discipline have

outstanding been developed at a level no lower than "outstanding", the knowledge and skills for the
relevant competencies have been demonstrated at a level higher than the one set out in the
programime.

excellent All the competencies (parts of competencies) to be developed within the discipline have

been developed at a level no lower than "excellent",

pass very good All the competencies (parts of competencies) to be developed within the discipline have
been developed at a level no lower than "very good",

good All the competencies (parts of competencies) to be developed within the discipline have
been developed at a level no lower than "good",

satisfactory All the competencies (parts of competencies) to be developed within the discipline have
been developed at a level no lower than "satisfactory", with at least one competency
developed at the "satisfactory" level.

unsatisfactory At least one competency has been developed at the "unsatisfactory" level.

fail

poor At least one competency has been developed at the "poor” level.

5.3 Model control assignments or other materials required to assess learning outcomes during
the interim certification with the criteria for their assessment:

5.3.1 Model assignments (assessment tool - Control questions) to assess the development of the
competency I[1K-2

1. External and internal environment of international business: geographical, historical, political, legal,
economic, cultural

2. Evolution of international business: era of commerce, era of expansion, era of concessions, era of new states,
era of globalization

3. Factors in the development of the international macroenvironment. Distinctive features of international
business during the period of globalization

4. Uppsala model of internationalization and natural-born globalists
5. Technological and integrated forms of international business organization
6. The role of alliances and joint ventures in modern strategic decisions

7. Offshore companies in international business



8. National competitive advantages, clusters

5.3.2 Model assignments (assessment tool - Control questions) to assess the development of the
competency [1K-3

1. Objectives of enterprises entering foreign markets: reactive and proactive motives

2. Model for choosing the form of presence in a foreign market

3. Management of multinational corporations

4. Instruments of international strategic management

5. Types of competitive advantage (competitive strategies): differentiation, cost leadership, focusing
6. Levels of creating a competitive advantage: resources, competencies, strategic skills, organizational routines
7. External factors of enterprise competitiveness: country, region, industry

8. Coordination issues for global operations

9. Principles of personnel management in international organizations

10. Problems of personnel movement in international business

11. Labor relations in global personnel management (HRM)

12. Cross-cultural aspects of motivation

13. Managing international teams and labor force diversity

Assessment criteria (assessment tool — Control questions)

Grade Assessment criteria

non non

Bce komneteH1uu copMUpPOBaHLI Ha YPOBHe "MPeBOCXOAHO", "OTAMUHO", "oueHb XOpolo",

non

ass
P "xoporo", "yA0B/IeTBOPUTE/IBHO"

fail OpHa Wi HeCKOTbKO KOMIeTeHIUM copMUpOBaHbI Ha YPOBHe "TIJIOX0" W/WUn
ai
"HeyZIOBJIETBOPUTEJILHO"

6. YueGHO-MeTOfMUeCKOe M HH(OPMaLOHHOE o00ecrieyeHHe JUCIMILTHHBI (MO/y/151)

OcHoBHasi TuTeparypa:

1. T'opbyHoBa M. JI. Mexx1yHapO/IHbIM MeHePKMEHT : yueOHO-MeTouuecKoe Tocobue 10 JUCIUTIAHE
«MeXIyHapoAHbIN MeHemKkMeHT» / ['opbyHoBa M. JI. - Huwkauit Hosropog : HHI'Y um. H. U.
Jlob6aueBckoro, 2017. - 37 c. - PekoMeHJ0BaHO MeTOUUeCKOM KOMUCCHer VIHCTUTYTa 9KOHOMUKU U
nipearipuHUMarebctBa HHI'Y /1711 MHOCTPAHHBIX CTY/I€HTOB, 00YJArOIIUXCS 110 HapaB/IeHUIO



nogrotoBku 38.03.01 «DKoHOMMKa» (OakasaBpHaT) Ha aHTIMACKOM s3biKe. - Bubmorp.: focTymnHa B
KapTouke KHUTH, Ha caiite DBC JlaHb. - Kaura u3 komtekuun HHI'Y um. H. W. Jlo6au, https://e-
lib.unn.ru/MegaPro/UserEntry?Action=FindDocs&ids=729928&idb=0.

[ononHuTenbHas TUTepaTypa:

1. Konuna H.}FO. MenemxmeHT: Teopusi, MpakTHKa U ME>KAYHapO/IHbIN acrekT : yuebHuK / Konnna H.HO.
- Mocksa : Acnekt-IIpecc, 2018. - 432 c. - ISBN 978-5-7567-0962-9.,
https://e-lib.unn.ru/MegaPro/UserEntry? Action=FindDocs&ids=772797&idb=0.

2. MexyHapo{HbIN MeHe/PKMEHT : yueOHUK zy1si 6akanaBpos / E. I1. Temubiiiosa [u zp.] ; o
penakuueii E. I1. TemnbioBoit. - Mocksa : FOpaiit, 2022. - 456 c. - (bakanaBp. AkageMuuecKuii Kypc).
URL: https://urait.ru/bcode/508942 (mara obpaienusi: 14.08.2022). - ISBN 978-5-9916-2424-4 :
1399.00. - TekcrT : anekTpoHHbIM // SBC "HOpait"., https://e-lib.unn.ru/MegaPro/UserEntry?
Action=FindDocs&ids=821775&idb=0.

[TporpammHoe obecrieueHrie 1 VIHTepHeT-peCcypchl (B COOTBETCTBHUU C CO/lePKaHUEM IVCIATUIAHBI):

YueOHbIe ayJUTOPUH [1Jisl IPOBe/IeHHsT yueOHbBIX 3aHSITHH, TIPeyCMOTPEHHBIX 00pa30BaTebHON
TIPOTrPaMMOM, OCHaIL[eHbI MYJIbTUMeJUIMHBIM 000pyi0BaHHEM (TIPOEKTOP, 3KPaH), TEXHUUECKUMHU
cpezcTBaMU 00yuUeHUsl, KOMITbIOTEPaMH.

[TomerieHust 71s1 CAMOCTOSITETbHOM pab0ThI 00YUarOIMXCS OCHAILEHbI KOMITbIOTEPHON TeXHUKOMU C
BO3MOYKHOCTBIO TOZK/IIOUeHUs K ceTu "VIHTepHeT" 1 obecrieueHbl JOCTYIIOM B 3/IEKTPOHHYIO
MH(OPMaLIMOHHO-00pa3oBaTebHYI0 Cpesly.

ITporpamma cocraByieHa B cooTBeTCTBUM C TpeboBanusimu OC HHI'Y o HanpaBieHuto
rnoArotToBKu/crierianbHocTU 38.03.01 - SKOHOMMKa.

7. MaTepHa/IbHO-TeXHHYeCKoe ofecreyeHHe JUCLUIIMHBI (MOY /1)

YueOHble ayUTOPUM [i/isI TIPOBeJIeHHs yueOHBbIX 3aHSITHM, TpeJyCMOTPeHHBbIX 00pa3oBaTe/bHOM
MPOTPaMMOM, OCHaIeHbl MYJbTUMEAUMHBIM 000pyZoBaHUEM (TTPOEKTOP, 3KpaH), TeXHUUeCKUMHU
cpeAcTBaMu 00yYeHHs, KOMITbIOTepaMH.

[MTomeljeHust 7151 CaMOCTOSITeNIbHOM paboThl 00YYarOLMXCsl OCHALL|eHbl KOMITbIOTEPHON TeXHUKOW C
BO3MO)KHOCTBIO TIOJK/IIOUeHUs1 K ceTd "VHTepHer" u obecrieyeHbl [OCTYTIOM B 3JIEKTPOHHYIO
yH(pOpMalMOHHO-00pa3oBaTe/IbHYI0 Cpefy.

ITporpamma coctaBiieHa B cooTBeTcTBUM ¢ TpeboBanusimu OC HHIY 1o HampaBieHUro
rnoAroroBku/crieqranbHOCTU 38.04.02 - Management.

Author(s): 'opbyHoBa Mapus JIaBpoBHa, JOKTOP 5KOHOMUUECKUX HayK, JAOLEHT.
3aBepaytoiuii Kadeapoii: 'opobyHoBa Mapust JIaBpoBHa, JOKTOP SKOHOMHUUECKUX HayK.

ITporpamma o/j00peHa Ha 3ace/laHUM MeTOIUUeCKOM Komuccuu ot 12.11.2024, npotokom Ne Ne 5.
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