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1. Mecto pucyuninHsbl B cTpyktype OITIOII

HOuctunmza 51.0.24 MapKeTHHT OTHOCHTCS K 00sI3aTe/IbHOM uacTy 00pa30BaTeIbHOM IPOrpaMMBI.

2. IInanupyeMbie pe3y/ibTaThl O0yYeHHsI MO JAUCIUIVINHE, COOTHECEHHBbI€ C TUIAHUPYEMBIMH
pe3y/ibTaTaMH OCBOEHHsI 00pa3oBaTe/IbHOM mNporpaMmbl (KOMIETEHI[USIMH M WHAWKATOPaMH
AOCTYDKeHHsI KOMITeTeHI[Ui)

oll dessmenbHOCMU

uHpopmayuu, Heobxodumoll
015 paspabomku 6Ou3sHec-
naaxoe e cgpepe
UHHOBAYUOHHO20
npednpuHuUMamenbcmea

Be able to search and select
information in innovative
markets

Have the skills to develop a new
innovative product in response
to market demand

dopmupyemsbie IInanupyemMbie pe3y/ibTaThl 00yueHus mo gucnuminde | HanMeHoBaHHe OI{EHOYHOIO CPEACTBA
KOMIIeTeHI{MH (Mofgyn0), B  COOTBETCTBMM C€ HHAUKATOPOM
(xof, cofep>kaHue | JOCTH)KeHHs KOMIIeTeHIIMH
KOMTIETEHIIVN) Nupukarop poctwkeHusi | Pesysbrarsl 00yueHust s Tekymiero | /ins
KOMIIeTeHI{MU 10 JUCIUII/INHE KOHTPOJIA IPOMEXXyTOUYHOH
(xog, cozieprkaHue ycreBaemMoCTH aTTecTanuu
VHAWKATOpa)
YK-1: Cnocobex YK-1.1: Yemko onucbleaem YK-1.1: IIpakmuueckoe
ocyujecme/nsimb _|cocmas u cmpykmypy Know the theoretical 3adaHue 3quém:
NOuUCK, Kpumuueckuti i i
aHG_/ILl; upcuHme3 mpebyemMbiX OGHHbIX U foundaflons of conducting Tecm KoHmponbibie
I ——— uH¢opmayuu, 2pamomHo marketing research . eonpocht
npuMensmb peanusyem npoyecchbl ux Be able to collect marketing data Mpaxmuseckoe
cucmemHbIi nodxod cbopa, obpabomku u Have the skills to process and 3a0aHLe
s uHmepnpemayuu analyze marketing information
peueHus
nocmasneHHblx 3a0ay
OIIK-5: Cnocoben OIIK-5.1: Ocywjecmensiem OIIK-5.1: IIpakmuueckoe
ucnonb3oeamb 8bl60op uHCMpyMeHmanbHblx U |Know the information 3a0aHue 3quém:
cospemeHHbie Npo2paMMHbIX Cpedcme s technologies that can be used in | Tecm KonmponbHbie
UHGOpMAYUOHHbIe peweHust npogpeccuoHanbHbix  |the company's marketing gonpoce
mexHoso2uU U L
npo2pammHble sadau activities IMpakmuueckoe
cpedcmea npu OIIK-5.2: Ucnonb3yem Be able to select a tool and sadanue
pewenuu cospeMeHHble software solution based on the
npogeccuoHanbHbix | UHOPMAYUOHHbIE company's current goals
3adau. mexHO02UU U NPO2PAMMHble
cpedcmea 015 peuleHust OIK-5.2:
npOo(reccuoHaLHbIX 3a0a Be able to apply information
technologies to solve marketing
problems
Have skills in applying IT
technologies to analyze the
company's product policy
OIIK OC-7: OIIK OC-7.1: OpzaHusyem OIIK OC-7.1: IIpakmuueckoe
CnocobeH K 8e0eHuto | npoyecc noucka, amanusa, Know the features of innovative 3adaHue 3quém:
UHHO8AYUOHHO~ cucmemamusayuu u ombopa  |product markets Tecm KoHmposbHble
npeonpuHuUMamesnbcK

80NpOCh!
IIpakmuueckoe

3a0aHue




3. CTpyKTypa U cojep>kaHHue AUCIUILTAHbI

3.1 TpyA0eMKOCTb AUCLUII/IUHBI

ouHas
OO011as TPY/J0EMKOCTD, 3.e. 2
Yacos 1o yue0HOMY IIaHy 72
B TOM UHC/Ie
ay/JUTOpHbIe 3aHATHA (KOHTaKTHas1 padoTa):
- 3aHATHS JIEKIUOHHOr'0 THUIA 28
- 3aHATHSA CEMHUHAPCKOro THIA (MpaKTHYeCcKUe 3aHATHS / 1abopaTopHble padoThI) 28
- KCP 1
caMocTosATe/bHasA padoTa 15
ITpoMexxyTouHasi aTTecTaLus 0
3auéTt

3.2. CozepxaHWe JUCLUIIIVHbI

(cmpmeypupoeaHHoe no memam (paaaeﬂaM) C YKdsdHuem 0mee0eHHO20 HA HUX Ko/auuecmed

axkademuuecKux uacos U 8uobl yuebHbIX 3aHamuil)

HaumeHoBaHHe pa3jesoB U TeM AUCLIUIUIMHBL Bcero B TOM YHCJIe
(acen) KonTakTHast pabora (pabota Bo
B3aUMO/IeIICTBUM C NperioiaBaTesieM),
Yackl M3 HUX
3aHaTHS CamocrosiTenbHast
CeMHHapCKOro pagota
3aHATus THNA o6yuarowyerocs,
JIEKLJMOHHOTO | (MpakTHueckde | Bcero qackl
THUMa 3aHsATHs/abopa
TOpHbIe
paboThbI), Uacel

0 0 0 0 0

iy iy i) i i)

0 0 0 0 0
Topic 1. The concept and essence of marketing. 9 4 4 8 1
Topic 2. The concept of the market in marketing activities. 15 6 6 12 3
Topic 3. The product as an element of the marketing mix. 14 6 6 12 2
Topic 4. Pricing in marketing. 11 4 4 8 3
Topic 5. Promotion. 11 4 4 8 3
Topic 6. Marketing management. 11 4 4 8 3
Arrecrarus 0
KCP 1 1
Wtoro 72 28 28 57 15

Contents of sections and topics of the discipline




Topic 1. The concept and essence of marketing. Formation of marketing as a science. Basic concepts of
marketing in historical context. Basic concepts of modern marketing. Marketing mix.

Topic 2. The concept of the market in marketing activities. The concept of the market in marketing. The concept
of market capacity. Calculation of market capacity. Market research. Marketing research methods. Sales policy
of the company. Competition in the market.

Topic 3. The product as an element of the marketing mix. The product in marketing. Types of goods. The life
cycle of the product. Methods of analysis of the company's product policy. Product attributes, including brand
Topic 4. Pricing in marketing. The concept of price. The pricing process. Methods of determining the price.
Pricing strategies.

Topic 5. Promotion. Marketing communications. Promotion in marketing. Types of promotion. Evaluation of
promotion effectiveness.

Topic 6. Marketing management. Features of international marketing. Organization of the marketing service at
the enterprise. Marketing management. Features of international marketing

4. YueOHO-MeToAMYeCKOe o0ecreyeHHe CaMOCTOSITe/TbHOW PadoThI 00yJarouXCst

CamocrosiTenibHasi paboTa 00yuaroL[UXcsl BK/IIOUaeT B CeDbsi MOATOTOBKY K KOHTPOJILHBIM BOITPOCAM U
3a[laHUsIM JIJIsl TeKyIlero KOHTPOJIsi U TIPOMEXYTOUHOW aTTeCTallud IO WUTOraM OCBOEHMS JUCLIUTITUHBI
NIpUBeJIeHHBIM B I1. 5.

5151 obecrieueHrst CaMOCTOSITe/IbHOM PaboThl 00yUaroIIUXCst UCTIOMb3YOTCS:
OneKTpOHHBIE KYPChI, CO3/laHHbIE B CICTeMe 3/1eKTpOHHOTo o0yuenuss HHI'Y:

Marketing/MapkeTuHr,, https://e-learning.unn.ru/course/view.php?id=5283.

VHble yueOHO-MeTOJMUECKIe MaTepHaIbl:

Working with primary and secondary literature

The study of recommended literature should begin with textbooks and teaching aids, then move on to
scientific monographs and materials from periodicals. Working with literature involves taking notes on
the most relevant and informative materials. This not only mobilizes attention, but also promotes a
deeper understanding of the material, its better memorization, and also allows students to systematize
and comparatively analyze the information being studied. Thus, note-taking is one of the main forms
of independent work, which requires the student to actively work with educational literature and not
limit himself to lecture notes.

The student must be able to independently select the necessary literature for educational and scientific
work, be able to handle subject catalogs and the library bibliographic reference.

Study of the categorical apparatus of the discipline

The study and understanding of economic categories requires working through lecture material,
completing practical assignments, studying dictionaries, encyclopedias, and reference books.
Individual independent work of the student is aimed at mastering and competently applying economic
terminology in the field of computer modeling.

Independent study of the topics of the discipline

A special place is given to the independent study by students of individual sections and topics of the
studied discipline. This approach develops initiative in students, the desire to increase the volume of
knowledge, skills and abilities, and comprehensive mastery of the methods and techniques of
professional activity.

The study of issues of a certain topic is aimed at a deeper assimilation of the main categories of



economic theory, understanding of economic processes occurring in society, improving the skill of
analyzing theoretical and empirical material.

Preparation of presentation reports on developed projects

Writing reports and preparing a presentation allows students to study the topics of the course in more
depth, independently master the material studied, using textbooks and scientific papers.

Preparation for the test

Interim assessment of students in the discipline is carried out in the form of a test. The condition for
successful passing of the interim assessment is the systematic work of the student during the semester.
In this case, preparation for the test is the systematization of all the knowledge gained in this
discipline.

It is recommended to carefully study the list of questions for the test, as well as use the program,
educational and methodological complex, and other methodological materials in the learning process.
It is advisable to plan to review the material three times before the test. First, careful reading with
comprehension, underlining and drawing up a short answer plan. Second, re-working the most difficult
questions. Third, a quick review of the material or answer plans to systematize it in memory.
Independent work in the library

An important aspect of independent preparation of students is working with the library collection.
This work involves various options for improving the professional level of students:

a) obtaining books for detailed study during the semester at the scientific loan;

b) studying books, magazines, newspapers - in the reading room;

c) the ability to search for the necessary material through the electronic catalog;

d) obtaining the necessary information about sources of information from library staff. Studying
websites on the topics of the discipline on the Internet

Internet resources are one of the alternative sources for quickly finding the required information. Their
use is possible to obtain basic and additional information on the materials being studied. It is necessary
to remember about the design of links to Internet sources.

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 - Practical task) to assess the development of the
competency YK-1:

The production of children's footwear by national companies amounted to 500 million rubles. The
import of the same products amounted to 150 million rubles. Export - 30 million rubles Stocks of
products in the warehouses of retail and wholesale trade enterprises at the end of 2014 - 70 million
rubles. Determine the market size of the children's footwear market for 2024

5.1.2 Model assignments (assessment tool - Practical task) to assess the development of the

competency OIIK-5:

Using Excel, conduct an ABC analysis of the assortment of an online store

Product code [Volume of Product code [Volume of




sales, sales,
thousand thousand
roubles. roubles.

1 567 3 122

2 12 ¢) 087

3 4357 10 567

4 2351 11 1276

5 332 12 777

6 123 13 555

7 1238 14 1357

5.1.3 Model assignments (assessment tool - Practical task) to assess the development of the
competency OIIK OC-7:

Select a product. What can be done to increase the consumer value of a given product

Assessment criteria (assessment tool — Practical task)

Grade Assessment criteria

The task has been completed in full, possibly with minor inaccuracies, which have been corrected

ass .
P after they were pointed out.

fail  the task was not completed or was completed with significant errors

5.1.4 Model assignments (assessment tool - Test) to assess the development of the competency
YK-1:



The method of market research based on the analysis
of information already available at the enterprise is
called: A) = desk research B) ~field research

The method of market research, based on the search
for information on the current hadachi of the
enterprise, is called: A) ~ desk research B) = field
research

The following type of data is more effective in
processing for analysis purposes: A) = quantitative B)
~ qualitative

Asking the question "Do you like chocolate?" the
company will receive: A) = qualitative data B)
~quantitative data

In the process of conducting desk marketing research,
the company uses data. secondary

In the process of conducting field marketing research,
the company receives data. Primary

Questioning, observation and experiment are types of
research. Field.

research has the goal of formulating
problems more precisely, clarifying concepts,
gathering explanations, gaining insight, eliminating
impractical ideas, and forming hypotheses.
Exploratory

5.1.5 Model assignments (assessment tool - Test) to assess the development of the competency
OIIK-5:



The following excel function can be used to calculate
the average price: A) *SUM B) =AVERAGE C)
~MAX

The following excel function can be used to calculate
the market capacity based on the sales data of the main
players: A) =SUM B) ~AVERAGE C) sMAX

To rank data during ABC analysis, the following excel
function can be used: A) *SUM B) *xAVERAGE C)
=MAX

To conduct an ABC analysis of the commodity policy
of an enterprise, the necessary data are: A) = Data on
sales volumes for individual goods or product groups
B) » the price of goods C) » the size of the trade
margin

When constructing the BCG matrix, the boundary
between low and high values of the relative market
share is: A) #The average share of the company's
products on the market B) ~the average share of the
products of a competing company on the market C) =
1

When constructing the BCG matrix, the boundary
between low and high market growth rates is: A) 1
B) ~1.2 C) = average growth rate of the analyzed
market

To build a visual presentation of marketing
information for stakeholders, it is advisable to use A)
~ text editor B) ~ excel C) = Power Point

The rule of three when building a presentation means:
A) ~ no more than three slides in a presentation B) =
No more than three colors and three fonts on one slide
C) ~ No more than three words on one slide

On one slide, when building an effective presentation,
it is advisable to have no more than words A)
~10 B) »20 C) =40 E) =100

On one slide, when building an effective presentation,
it is advisable to place no more than colors A) ~1
B)=3C)~10



The company obtains up-to-date data for marketing
activities as a result of . Marketing Research

One of the main digitized tools for implementing the
concept of relationship marketing is
Customer relationship system

When building a BCG matrix using Excel, individual
products are displayed using - . circles

When constructing a BCG matrix using excel, the size
of a circle representing an individual product depends
on . The market size of this product

When constructing a BCG matrix using Excel, the size
of the shaded segment of a circle that displays an
individual product depends on . Market share
of this product

To divide goods into groups A, B and C, is
used when conducting ABC analysis. Cumulative
market share of a product.

The most important for the company are the goods
that, as a result of the ABC analysis, belong to the
category AL

The least important for the company are the goods
related to the category as a result of the ABC
analysis. C.

The first step in analyzing the data obtained during the
ABC analysis is . Sorting from largest to
smallest or ranking.

For a visual presentation, it is not advisable to use a
font smaller than . 18PT

5.1.6 Model assignments (assessment tool - Test) to assess the development of the competency
OIIK OC-7:

To determine the break-even point, a firm needs to
first do which of the following? A) =determine what
percentage of the market it wants B) =determine the



point at which supply equals demand C) =calculate the
contribution per unit D) =conduct an environmental
audit E) =determine total market share

What is the best pricing method for a well known
firm selling a new hi-tech, high quality mobile
phone model most likely to be? A) =Penetration
pricing B) =Price skimming C) =Cost plus pricing

When is price skimming used? A) =To gain market
share B) =To make as large a profit as possible C) =To
cover costs and breakeven

Consumers usually perceive higher-priced
products as . A) =out of reach for all but the
wealthy B) =having high quality C) =having low profit
margins D) =having cost-based prices E) =being in the
introductory stage of the product life cycle

When is penetration pricing used? A) =To gain
market share B) =To make as large a profit as possible
C) =To cover costs and breakeven

Which pricing strategy would a business use to
encourage a trial purchase? A) =Penetration pricing
B) =Price skimming C) =Cost plus pricing

For a startup offering an innovative product, the
following market coverage strategy will be most
effective: A) = undifferentiated marketing B) =
differentiated marketing C) = concentrated marketing

The goods bring the greatest income. which in the
BCG matrix is in the segment: A) =Star B) = Cash cow
C) =Dog

It is advisable to abandon the production of goods.
which in the BCG matrix is in the segment: A) =Star B)
=Cash Cow C) = Dog

The greatest profit will be received at the stage of the
product life cycle. A) implementation. C)=Growth C)
=maturity E) =Recession

ABC analysis is based on . Pareto principle

lists the key elements of the marketing mix. Product,
place, price, promotion



Name the most profitable stages of the product life
cycle for the company. Growth.

The maximum sales volume is reached at the stage of
the product life cycle . Maturity

The company conducted an analysis of the
competitive situation and calculated the Herfindahl
Hirschman index for two markets: HNI 1 =0.23, HHI =
0.19. Which market is the most preferable for
launching a new product? 2.

For a new innovative product, it is not advisable to
apply the pricing method. Cost plus profit.

The most effective method of promotion in the B2B
market is . Personal Selling.

The least effective method of promotion in the B2B
market is . Public relations.

The least effective method of promotion in the B2C
market is . Public relations.

The most effective method of promotion in the B2C
market is . Advertising

Assessment criteria (assessment tool — Test)

Grade Assessment criteria
pass the percentage of correct answers is more than 60%
fail the percentage of correct answers is less than 60%

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

Ikana OIl€HMBAaHUA C(l)OpMI/IPOBaHHOCTI/I KOMHETEHHHﬁ

YpoBen
b

chopmu Hey/I0B/IETBOP | Y/AOBJIETBO 04YeHb
IJI0X0 X0POIIIo OT/IMYHO TIPEBOCX0/{HO
POBaHH HUTeJIbHO puTe1bHO XOpO11I0
oCTH
KOMITIET
eHIUI
(uHpUK
aropa
AOCTHIK He 3aUTeHO0 3auTeHO
eHUs
KOMITIET
eHIHii)




YpoBeHb
OtcytcTBHE YpoBeHb POBEE
o N 3HaHWH B
3HAHUN MuHMManbH | 3HaHWH B oBneme YpoBeHb
TEOpeTUYECKOro ) obbeme, ’ 3HaHM B
YpoBeHb COOTBETCTBY YpoBeHb
Marepuara. N JIOMyCTUMBI | COOTBETCTBY obbeme, N
3HAHWH HIDKEe 9 F0IL[EM 3HaHWH B
HeB03MO>XHOCTb 1 ypoBeHb I0ILieEM COOTBETCTB
MHWHHUMabHBIX 9 rporpaMme obbeme,
3HaHUS | OLIEHUTH MOJIHOTY . 3HaHWH. nporpamMme yIoIiem
o TpeboBaHMIA. TMO/ITOTOBKH TIpeBbIILIAOLLE
3HaHUN [HonyieHo MO/ITOTOBKH rporpamme
Wmenmu mecto . HJonyiieHo M MpOrpamMmy
BCJ/Ie/ICTBHE MHOTO . JomymmeHo TIOJTOTOBK
rpy6ble omnubKu HECKOJIbKO MOATOTOBKHU.
OTKa3sa HerpyobIx HECKOJIbKO u. Ommbok
HecylILiecTBe
obyuaroierocs ot OIIM60K HerpyObIx HHEIX HET.
OTBeTa ommb0oK
onboK
IIpogemoHC
TPHPOBaHBI
IIpogemoHc PYp
IIpogemoHc | Bce
IIpomemoHC | TpupoOBaHbI
TPUPOBaHbI | OCHOBHbIE
TPUPOBaHbI | BCe
BCe yMeHHUs. [IpogemoHcTp
OCHOBHBI® OCHOBHbIE
OTtcyTcTBUE OCHOBHbIE Perienst HPOBaHkbI BCe
ITpu perreHnH YMeHUsI. yMeHUsI.
MUHHUMaJIbHbIX YMeHHUS. BCE OCHOBHbIe
N CTaHZapTHBIX PeliieHs! PeriteHs! Bce
YMeHHH. PeliieHbl Bce | OCHOBHBIE YMeHHUS.
3a/iay He THIIOBbIE OCHOBHbIE
HeB03MO>KHOCTB OCHOBHBIE 3aj1auu C PemieHs! Bce
MPOZIEMOHCTPUD | 3aJauu C 3a/lauM C
OLIeHUTb Ha/uye 3a/jauM. OT/le/IbHBIM | OCHOBHBIE
Ymenus . OBaHbI HerpyObiMU | Herpy6bIMU
yMeHHH BrInosHeHb! | U 3a/jauH.
OCHOBHbIe omubKaMu. | ommbKamu.
BCJIE[ICTBHE BCe 33JlaHMs1 | HeCyllecTB | BhINosHeHs!
yMmenus. imesmu | BeinosnHeHns! | BeirnosmHeHs!
OTKa3za B [10JTHOM €HHBIMU BCe 3aaHusl, B
MecTo rpy0Obie BCE BCe 3a/laHus
obyuaroiiierocst ot obbeme, HO | HeOUeTaM | TIOJIHOM
ommbKu 3a/laHus, HO | B MOJIHOM
oTBeTa HEKOTOpbIe u, obneme 6e3
He B obneme, HO
c BBLINIOJIHEH | HEZIOUeTOB
TIOJTHOM HEKOTOpble
HeJjoueTaMH | bI BCe
obbeme d
3a/]aHus B
HeJloueTaMu
TIOJTHOM
obbeme
Nwmeetcs
OtcyTcTBUE IIpogemoHc IIpogemoHC
MHUHUMaJbH IIpogemoHc
6a30BbIX ITpu perieHNH o TPUPOBaHbI TPUPOBaHbI
bIii HAbOp TPUPOBAHBI ITpogemoHcTp
HaBbIKOB. CTaHZapTHBIX Oa3oBble HaBbIKH
HABBIKOB 6a3zoBble HpOBaH
HeB03MO>XHOCTb 3a/iay He HaBBIKH TIpU TIpx N
Jist HaBBIKH TIpH TBOPYECKHUH
OLIeHUTb Ha/jure | MPOJEeMOHCTPUD peleHnn pelLeHrr
Hagbiku peleHust peleHnn TIOZIXO[, K
HABBIKOB oBaHbI 6a30BbIe CTaHZIapTHBI HeCcTaHJapT
CTaHZapTHBI CTaHJapTHBI peLLeHHI0
BC/Ie/ICTBHE HaBbIKU. ViMenu X 337124 C HBIX 3a71au
X 33/ja4 C X 3a/jau 6e3 HeCTaH/apTHBI
OTKasa MecTo rpy6bie HEKOTOPBIM 6e3
HEKOTOPBIM omboK 1 X 3a/1a4y
oOyuaroiierocst oT | OmHOKK u omboK 1
U HeJJ0ueToB
oTBeTa HeJZloueTaMu HeJI0ueToB
He/04eTaMHt
Scale of assessment for interim certification
Grade Assessment criteria
pass 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
programme.
excellent All the competencies (parts of competencies) to be developed within the discipline have
been developed at a level no lower than "excellent",
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 YK-1

ABC - analysis in marketing

Competition in the market. Types of competitive. Competitive strategy
Marketing mix

Development of marketing theory

Internal environment of marketing

International Marketing, its features

Market. Classification of markets

Marketing. Types of Marketing

Methods for determining the price of the goods

Methods of selling goods

Organization of marketing services in the enterprise

Price. Kinds of prices. Pricing, external factors influencing it
The concept of marketing

The main characteristics of the market

5.3.2 Model assignments (assessment tool - Control questions) to assess the development of the
competency OIIK-5

Distribution channels. Selection of the optimal distribution channel
Marketing management in the enterprise

Pricing Strategies

Ranking goods. BCG matrix

Segmentation. Characteristics of the market segment. Target markets

Types of advertising. Methods for assessing the effectiveness of advertising



5.3.3 Model assignments (assessment tool - Control questions) to assess the development of the

competency OIIK OC-7

Attributes of goods (trade mark, trade name) and requirements to them. Branding

Competitiveness of the goods and the competitiveness of firms

Product in Marketing

Product life cycle and its stages

Promotion of the product, its purpose and types

Assessment criteria (assessment tool — Control questions)

Grade

Assessment criteria

pass

the correct answer to the question was given, possibly with minor inaccuracies, which were corrected
after they were pointed out

fail  the answer to the question is not given or contains significant errors or inaccuracies

5.3.4 Model assignments (assessment tool - Practical task) to assess the development of the

competency YK-1

Dairy products make up 16% of the minimum consumer basket of the working-age population of the

Russian Federation. The rational standard for milk consumption per person is 184.3 liters per year. The

population of the Nizhny Novgorod region as of January 1, 2013 is 3.3 million people. The average

price of milk is 26 rubles. Additional data are presented in the table.

Table Average monthly income of the population of the Nizhny Novgorod region.

Average monthly Specific gravity Average per capita income
income
5000-7000 1,86 6000
7001-10000 3,84 8500
10001-15000 5,41 12500
15001-18000 12,69 16500
18001-20000 12,45 19000
20001-25000 10,89 22500




25001-30000 16,57 27500

more 30000 36,34 30000

The average share of annual income spent on food is 0.369, of which 0.156 residents spend on dairy

products. From dairy products 0.456 for the purchase of milk.
Questions.

1. The general demand for milk for the market of a given city.
2. Determine the annual income of consumers.

3. Calculate the amount of money consumers spend on milk.

4. Calculate the demand for milk in a given city. Based on the data obtained, characterize the market
situation for this product, provided that the volume of milk production in 2008 amounted to 947.6
thousand tons.

5.3.5 Model assignments (assessment tool - Practical task) to assess the development of the
competency OIIK-5

According to the table, select the optimal marketing organizational structure and build a ranked

organizational structure table.

Table. 1 Ciriteria for the analysis of marketing organizational structures of management

Criteria Marketing structures

By commodity [Market based Geographically Functionally
principle

Costs, million rubles. 3 7 4

Number of links 5 9 9

The quality of the decisions 6 3 8

made

Flexibility of management 9 8 8

Structure performance 9 8 5




Personnel qualification 8 8 4
requirements

5.3.6 Model assignments (assessment tool - Practical task) to assess the development of the
competency OIIK OC-7

Choose any product, analyze it according to plan

1. What is the need for this product.

2. What need it satisfies.

3. What type of product is in front of you: consumed or used.

4. What problems or difficulties can prevent this product from meeting the needs.
5. Determine the type of buyer for whom this product is designed.

6. What is the best way to market this product.

7. What type of promotion is suitable for this product.

Assessment criteria (assessment tool — Practical task)

Grade Assessment criteria

The task has been completed in full, possibly with minor inaccuracies, which have been corrected

ass .
P after they were pointed out.

fail ~ The task is not given or contains significant errors or inaccuracies

6. YueGHO-MeTOfMUeCKOe M HH(OPpMaLMOHHOE o00ecrieyeHHe JUCIUILTHHBI (MO/y/151)
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https://e-lib.unn.ru/MegaPro/UserEntry? Action=FindDocs&ids=823432&idb=0.

2. Terry Smith. The Roots and Uses of Marketing Knowledge : A Critical Inquiry Into the Theory and
Practice of Marketing. - De Gruyter, 2020. - 1 online resource. - ISBN 9783110631708. - ISBN
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9781799849551. - ISBN 9781799849544, - TeKCT : 3/1eKTPOHHbIM.
https://e-lib.unn.ru/MegaPro/UserEntry? Action=FindDocs&ids=854029&idb=0.

3. Jose Ramon Saura. Advanced Digital Marketing Strategies in a Data-Driven Era. - IGI Global, 2021. -
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[TporpammHoe obecrieueHue 1 IHTepHeT-pecypchl (B COOTBETCTBUU C COJiepKaHWeM JIUCLUIIUHBI):

B) nporpaMMHoe obecriedeHre u VIHTepHeT-peCcypChl

1. The official web site of Federal State Statistics Service —
URL:http://www.gks.ru/wps/wcm/connect/rosstat_main/rosstat/en/main/

2. The official web site of Government of Russian Federation — URL: http://government.ru/en/

3. The official web site of Organization for Economic Co-operation and Development (OECD) — URL:
http://www.oecd.org/

4. The official web site of the Central Bank of Russian Federation — URL: http://www.cbr.ru/eng/

5. The official web site of the International Monetary Fund — URL: http://www.imf.org/

6. The official web site of the Ministry of Finance — URL: http://old.minfin.ru/en/

7. The official web site of the UNCTAD (United Nations Conference on Trade and Development) — URL:
http://www.unctad.org/

8. The official web site of the World Trade Organization — URL: http://www.wto.org/

9. The official web site of World Bank — URL: http://www.worldbank.org/

7. MaTepHa/IbHO-TeXHHYECKOoe o0ecreyeHHe JUCHUIIMHBI (MOY 1)

YueOHble ayJUTOPWU [i/isi TIPOBeJieHHs] Y4eOHbIX 3aHSTHH, TMpPeAyCMOTPEHHBIX 00Opa3oBaTebHOU
NPOrPaMMOM, OCHAIlleHbl MYJIbTUMeUHHBIM 000pyjoBaHreM (TIPOEKTOp, 3KpaH), TeXHUYeCKUMHU
Cpe/icTBaMHU 00yUeHUsI.

[MomereHust A71sT CaMOCTOSITeIbHOM paboThl 00YYarOIMXCSI OCHAIL[eHbl KOMITbIOTEPHON TEeXHUKOW C
BO3MOKHOCTBIO TMOAK/IOUeHUss K cetd "VHTepHeTr" u obecrieueHbl [OCTYIIOM B 3/I€KTPOHHYIO
nH(OpPMaIMOHHO-00pa3oBaTebHYIO Cpesy.

IMporpamma coctaBiieHa B cooTBeTcTBUM ¢ TpeboBanusivu OC HHI'Y 1o HampaBieHuro
noArotroBku/crietanbHOCTU 38.03.01 - Economics.

Astopsbl: AHrenosa Onbra FOpbeBHa, KaHAW/aT SKOHOMUYECKUX HayK, JOLIeHT.
3aBeayroumii Kaeapoii: Tprudonos FOpuii BacunbeBud, JOKTOP 5KOHOMHUYECKUX HaykK.

ITporpamMmMa ozi00peHa Ha 3ace/JaHUH MeTOAMUeCKOH Komuccuu ot 12.11.24, mpoTtokon Ne 5.



	Working programme of the discipline

