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®OH/J OHEHOYHbLIX CPEACTB

Paznennl poHga oleHOYHBIX CPEACTB
1. TlepeueHb KOMIIETEHIMH C yKa3aHHEM JTAlloOB UX (OPMHUPOBAHUS B MPOIIECCE OCBOCHUS

2.

OIIOII BO.

Onucanue mokaszareneil ¥ KpUTepUEeB OLICHUBAHUS KOMIIETCHIIMI Ha Pa3IMYHBIX 3Tarax
uX (popMHupoOBaHUS, OMUCAHKE [ITKAJ OICHUBAHUSI.

TunoBble KOHTPOJIbHBIE 3aJaHUS WIM HHBbIE MaTepuajbl, HEOOXOJUMBIE ISl OLIEHKH
3HAHWI, YMEHW, HABBIKOB M (WJIM) OIBITA JEATEIHHOCTH, XapaKTEPU3YIOUIUX ATarlbl
dbopMupoBaHus KoMITeTeHIHH B rporecce ocBoeHus: OIIOIT BO.

MeTtoauueckrie MaTepuabl, ONpeAesSIone IpoLeaypbl OlICHUBaHUs 3HAHUM, YMEHUH,
HABHIKOB W (WJIM) ONBITA JEATEIBHOCTH, XapaKTEPHU3YIOIIUX dTambl (HOPMHUPOBAHUS
KOMIIETECHIIUH.



1. IEPEYEHb KOMIIETEHIIAI C YKA3AHHUEM DTAIIOB X
O®OPMUPOBAHUS B TPOLECCE OCBOEHUA OIIOII BO

HGHBIO OCBOCHMUS JUCHHUIIIMHBI ABJIACTCA JOCTUKCHUC CJICAYIOIUX PE3YJIbTATOB OGy‘-IGHI/I}II

VYK-3.b - CnocoOHOCTh OCYIIECTBIATH JAEJIOBYI0 M aKaJEMHUYECKYyI0 KOMMYHHUKALUIO B
YCTHOM M MUCHhbMEHHOM (hopMax Ha MHOCTPAHHOM SI3bIKE (MHOCTPAHHBIX SI3BIKaX).

OTan JUCHMIIMHGI B (YOPMUPOBAHMH KOMIIETEHIIMH COOTBETCTBYET 3, 4 cemecTpam

2. OIIMCAHME UHOKA3ATEJIEI71 N KPUTEPUEB OLIEHUBAHUA
KOMIIETEHIIMU HA PA3JIMYHBIX OTAITAX UX ®POPMUPOBAHUA
3.

ITokazaTensmu OIICHUBAHHA KOMIICTCHIIUU ABJIAIOTCA CICAYIOMNUE PE3YIIbTAThI O6y‘ICHI/I$IZ

Kon ConeprkaHre KOMIETEHIIUU Ilepeuenb TJTAHUPYEMBIX
bopmupyemoii pe3yJIbTaToOB o0yueHHS 1o
KOMIETCHIIUU JUCIUIINHE

VK-3.b 3HaTh OCHOBEI JIEJIOBOH U 3HaTh: aKTUBHYIO JICKCUKY JJISI

aKaJIEeMUYECKOM KOMMYHHMKALIUU B | JIEJIOBOTO U aKaJEMUYECKOTO
YCTHOU U MUCbMEHHOM (popMax Ha | OOIIEHUSI HA HHOCTPAHHOM SI3BIKE;

MHOCTPAHHOM SI3bIKE. S3BIKOBBIE CPE/ICTBA (JICKCUUECKUE,
YMeTh OCyIIeCTBIATh rpaMMaTHieckne, GoHeTHIeCcKre), Ha
JIETIOBYIO M aKaJIEMHUYECKYIO OCHOBE KOTOPBIX COBEPILIEHCTBYETCS
KOMMYHUKAIMIO B YCTHOH U BJIaJICHUE HHOCTPAHHBIM SI3BIKOM;
NUCHMEHHON (hopMmax Ha TpeOOBaHUS K PEUCBOMY U SI3BIKOBOMY
MHOCTPAHHOM SI3BIKE. 0(hOPMIICHHIO YCTHBIX ¥ MTUCHMEHHBIX
Brnaners HaBbIKOM TEKCTOB C Y4eTOM (DyHKIIMOHAIBHBIX
KOMMYHUKAI[M{ HA UHOCTPAaHHOM | CTHJICH;
S3BIKE. CTPaHOBEIYECKYIO0 HH(POPMAIIHIO

U3 ayTeHTUYHBIX UICTOYHHUKOB,
KacaromIyIoCs CPEIICTB M MTPABHIT
PEYEBOr0 ¥ HEPEUEBOTO MTOBEACHHUS B
PO eCCHOHATIBHBIX CUTYAITHIX
OOIIICHHS B COOTBETCTBUU C
COITMAITBHBIM CTaTyCOM ITapTHEpa
YMeTh: yBepeHHO 00IaThCs Ha
MOBCETHEBHBIC U IPYTHE TEMBI U3
00J1acTH JTUYHBIX WIH
poeCCHOHATILHBIX HHTEPECOB HA
WHOCTPAHHOM SI3bIKE; 000011aTh
MMMCBMEHHBIE COOOIICHHS,
Mpe3eHTAINH, UHTEPBbIO,
MIEPETOBOPBI, 00CYKIACHUS
npo¢eCCHOHATLHBIX BOIPOCOB,
COZEpIKAIINX Pa3IMYHbIC MHCHUS,
apryMEHThI © KOMMEHTapUH; JTaBaTh
00OCHOBAHHBIC APTYMEHTBI, YETKO




OpraHM3ysl CBOE BbICKa3bIBaHMUE;
MIOJIHO U TOYHO MOHUMATh U U3BJIEKATh
HE00X0UMYI0 HHPOPMAITUIO U3
Pa3IMYHbIX ay/IU0- U BUJCOTEKCTOB:
MIOJINTUYECKUX BBICTYIUICHUH,

My OJIUIIMCTUYECKUX TEKCTOB
(MHTEpBBIO, PENIOPTAK),
COOTBETCTBYIOIIMX TEMAaTHUKE CTYyIIEHU
00y4YeHHMS; YUTATh Ay TCHTUYHbIC
TEKCTbI PA3IUYHBIX CTUJICH:
nyOIUIUCTUYECKHE, HAYYHbIE,
npodeccuoHalbHbIe — UCTIOIb3YS
OCHOBHBIE BH/Ibl UTCHUS
(0O3HAKOMUTETFHOE, H3yYaIoIIIee,
MOMCKOBOE/TIPOCMOTPOBOE) B
3aBHUCHUMOCTH OT KOMMYHHUKaTUBHON
3a/1a4H.

Bnagers: HaBBIKOM aHaIH3a U
CO3/1aHUS YCTHBIX U MUChMEHHBIX
TEKCTOB, UCIOJIb30BaHUS PA3INIHBIX
(GYHKIIMOHATBHBIX CTHIIEH U
croco0aMu X peaju3aliy B yCTHOU
Y TUCbMEHHOHU (hopMe; HaBBIKaMU
WCIIO0Ib30BaHUS IBYSI3bIUHBIX U
OJTHOSI3BIYHBIX (TOJIKOBBIX) CIIOBapeit
U JPYrOW CIIPaBOYHOM JIMTEPATYPHL.

[Topsimok OIIEHKM OCBOEHHUs OOydalomIMMHUCSA Y4YeOHOTO Marepuaja OIpeaeseTcs
0JIEpKAHUEM CIEAYIOIIMX Pa3iesIOB JUCIIUILUIMHBL:

Ne HaumMmenoBanue Kpurepun OneHo4HbIE
n/n pasaeaa THCHUIIJIMHBI OLICHUBAHUA CpeacTBa TEKYIEro KOHTPOJIsA
(3HaHMS, YMEHUSs], ycneBaeMoOCTH
HABBIKH 110 JAHHOMY
pasaeiy) yacrei
KOMIIETEeHIINH
1. Pazgen 1. MapkeTunr VK-3.B-A [IpesenTarus
A TEXHOJIOTUHU VK-3.B-b
HPONBIKEHIS TOBapa VK-3.5-B. CloBapHbIi JUKTaHT
OO0cyxaeHne
2. Pasznen 2. Ilondarue YK-3.b-A IIpesenTanus
OpeHna. YmpasieHue VK-3.B-B
OpenzoM YK-3.B-B. CJI0BapHBI TUKTAHT
p
OO6cyxaeHue
3 Pasnen 3. XKuznenusrin VK-3.b-A [Ipe3enTanus
Uk ToBapa. OCHOBHBIE VK-3.B-B
CTajuH. Y CTapeBaHue. YK-3.5-B. CIoBapHBIA JUKTAHT
YHUKaIbHOE TOProBOE
peII0KEHNE
pea OO6cyxaenue
Tect




Ne HaumenoBanme Kpurepun OueHovHbIe
n/n pas3aesia TMCHUIIJIHHBI OICHUBAHUSA CpeacTBa TeKYIero KOHTPOJIsA
(3HaHUSs, YMEHUS, ycIeBaeMoCTH
HABBIKH 0 TaHHOMY
pasaeiy) yacrei
KOMIIETEHIIMH
4 Dopmbl YK-3.b-A [IpesenTarus
MpENPUHUMATETbCKON VK-3 B-B
ACATCIEHOCTH M UX YK-3.5-B. CIoBapHBIA JUKTAHT
OTJINYHUTCILHBIC
XapaKTePUCTHKHU OGeyscnene
Cosemanue
5 Hrorosas pabora YK-3.b-A KontponbHas padora
VK-3.b-b
YK-3.b-B.

6 DKOHOMHKA. VK-3.b-A CrioBapHbIil TUKTAHT
OCHOBHBIE TIOHATHS | VK-3 B-B O6cyxkaeHne
BOIIPOCHI OKOHOMMUKH. VK-3.B-B. ,Z[omaz{

Turner SKOHOMHUYECKHUX
CHCTEM
7 MUKpPOIKOHOMHUKA. YK-3.b-A CrnoBapHBbI TUKTAHT
Posb pbIHKA U THIIBI VK-3.b-b O6CysKIeHHE
poHKoB. Cripoc 1 VK-3.5-B. TTpesenTauus
MIPEITI0KEHUE
8 Maxkpo3KOHOMHUKA. VK-3.b-A CnoBapHbIi TUKTaHT
OCHOBHBIC TTOHSTHSI. VK-3.B-b Tect
duckanpHasg MOJIUTHKA VK-3.5-B. TpesenTanys
9 Jenbru u ux VK-3.b-A CrioBapHbIil TUKTAHT
Qynkunn. bankosckoe VK-3.5-b OGcyxenue
neno. MonerapHas YK-3.B-B. I[IpesenTanus
MTOJUTHKA
10 Hrorosas pabora YK-3.b-A KontponbHas padora
VK-3.b-b
YK-3.b-B.
CrioBapHbIil TUKTAHT
OO6cyxnenue
VK-3.b-A [Ipe3zenTanus
HToro: VK-3.5-b | 3auer, Jlokmnan
VK-3.B-B. | OK3ameH Tecr
Coseniague
KontponbHas padora

HpHMBpHLIﬁ nepevYeHb OCHOYHBIX CPEACTB AJA TEKYHIEro KOHTPOJHA YCI€eBACMOCTH

Ne HaunmeHoBaHue IIpeacraBiieHHe OLIEHOYHOI'O CPEACTBA
n/n OLIEHOYHOI'0 CpeACTBAa B oHae
(¢oHA n0/1KEH OBITH MpeEACTaBJIEH B 3
pasnaeJie)
1 Ob6cyxnenue Cnucok TeM U3y4aeMoro Marepuana
(mpobyiemMaTHKH, Keica)
2 Jlokmnan Temarnka WCCIEIOBATEILCKUX PaOOT,

IOKJIaZ0B




Ne HaunmeHoBaHue IIpeacraBiieHHe OLIEHOYHOI'O CPEACTBA
n/n OLIEHOYHOI0 CpeACTBAa B oHae
(¢oHA n0/1KEH OBITH MpeEACTABJIEH B 3
pasnaeJie)
3 KonTtponbHast pabota KoMIIIEKT KOHTPOJIBHBIX 3aJaHUI
4 IIpe3enTanus TeMbl Tpe3eHTanui
5 Tect DoHJT TECTOBBIX 3aJaHUH
6 Coseniague Tematnka B  pamMKax  MOpPOWIEHHBIX
pazzenon
7 CroBapHbIi TUKTAHT Jlekcuueckue eauHUIBI  MPONIEHHOIO
Marepuaia

3. THIIOBBIE ONEHOYHBIE CPEICTBA, HEOBXOJUMBIE JIUI51 OHEHKHA
3HAHUU, YMEHUH, HABBIKOB, IIPU ITPOBEJEHUH TEKYILIEHN
ATTECTAIIMA

KonTtposnp ycrneBaeMoCTH TO JIUCHMUIUIMHE OCYIIECTBISETCS C TIOMOIIBIO CIEIYIONMNX
OIICHOYHBIX CPEJCTB:

2)

3)

4)

5)

KonTposbsnas paéora, Tect
1. Fill in the gaps with the right prepositions where necessary

... addition ... customer relationship management, marketers must also be good ... partner
relationship management.

The key ... building lasting customer relationships is to create superior customer value and
satisfaction

Finally, evaluation calls ... evaluating the communication and sales effects ... advertising
before, during and after the advertising is placed.

Companies that advertise their products ... different country markets can apply ... the basic
principles relating ... domestic advertising, but they must take ... account the complexities
involved ... international advertising.

2) Translate the following sentences using the key vocabulary

1.

o s

BBenenue He3HAYUTENBHO YIYUYIIEHHON BEPCUH Ha PIHOK NEPCOHAIBHBIX KOMITBIOTEPOB
MO3BOJIMIIO KOMITAHUY 3aXBATUTh 3HAYUTEIBHYIO PHIHOYHYIO JIOJIIO Y KOHKYPEHTOB.
[TprocTaHoBUTH criaj] Ha OOIIEM PBIHKE YJAJIOCh TOJIBKO OJarofaps TOMy, YTO KOMIaHUS
mpoBeia MacmTabHOe MapKETHHTOBOE MCCICNIOBAHUE M MPHUCIYMIANAch K MOXKEIaHUSIM
noTpeOuTene.

Bpenn nepeHOCUT BCe CBOM MPEUMYIIIECTBA HA APYTHUE TOBAPHI U YCIYTH.

Emy ynanock mpojaTh cBOM TOBAaphl U MOJIYYUTh CBEPX 0a30BOM CTOMMOCTH.

Kak npaBumno, morpedurenu Bceraa BO3BPALIAIOTCS K 3HAKOMBIM UM OpeHIaM.

Kommanus pacmmpuiia CBOM OCHOBHOM OpeHJ W J00MIach OTPOMHBIX TPHOBUICH ¢
WHBECTHULIUH.

3) Answer the questions comprehensively, explaining in detail:

1.
2.

What should companies bear in mind while going global?
Why is brand extension risky?



KonTtponbHast paboTa NpoBOAXUTCS Ha 3aKITIOUUTEIFHOM 3Talle U3Y4YEeHUS KaXKI0H TeMbl (01HA
TeMa — OnHO 3amanue). HeoOXommMo NpoaeMOHCTPHPOBATH 3HAHHWE AKTHBHON JICKCHKH IS
JEIIOBOTO M aKaJeMUYeCKOro OOIIEeHUS Ha WHOCTPAHHOM SI3BIKE;, SI3BIKOBBIE CPEICTBA
(Jlekcuveckue, TpaMMaTthdeckue, (OHETHYECKHE), Ha OCHOBE KOTOPBIX COBEPIICHCTBYETCS

BJIaACHUC MHOCTPAHHBIM SI3BIKOM.

IlIka/1a OeHUBAHUA U KPUTEPUH OLICHKH:

Kpurepnii

Ouenka

1. OrtBeThl Ha BONPOCH JaHBI IOJHOCTHIO, OHH TOYHBI,
000CHOBAHEBI, U3JI0KEHBI JIOTHYHO, 0€3 OIINOOK.

OTJINYHO (5 OaIOB)

2. OtBeThl Ha BOMPOCHI JaHBI B MOJTHOM 00BEME, HO JOMYIICH
PS5 HETOYHOCTEH, UITH JK€ OHU HE TIOJTHOCTHI0 00OCHOBAHBI.

xoporo (4 6amra)

OTBeTHI 1aHBI C TPYOBIMH OITMOKAMHU.

OtBeTsl Ha BOMPOCHl JaHBI HE MOJHOCTBIO, WIH C yIIOBJICTBOPUTEIHHO
HapyIICHHEM JIOTUKH, I 0e3 000CHOBaHMUS. (3 bamna)

OTBeTHI Ha BOIIPOCHI HE JIAHBI. HEY/IOBJICTBOPUTEIHHO

OTBeThI Ha BOIIPOCHI AaHbI (PparMeHTaAPHO. (0-2 6anna)

- KOJIMYECTBO MPABUIIBHBIX 0TBETOB MeHbIe 50% — 0 6amios,

- KOJTMYECTBO MPAaBUIIbHBIX 0TBETOB OT 50 10 70 % - 3 Gama

- KOJIMYECTBO MPaBHIBHBIX 0TBETOB OT 70 110 90 % — 4 Ganna

- KOJIMYECTBO MPaBHIbHBIX 0TBETOB OT 90 10100 % — 5 Gayuios

CJioBapHbIii JTUKTAHT

Translate the following expressions using the key vocabulary:

TOYHO J1aBaTh PE3yJIbTaThI
MPUIEPKUBATHCS 00JIee MECCUMUCTUYHBIX POTHO30B

HaWTH HYXHBIH OagaHC

BO3IJIaBJIATH

MOJICTPANBATh MOJT SKOHOMHYECKHE PEaTHH
ocnablieHue MPOrpamMMm KECTKOH 3IKOHOMUU
SKOHOMUYECKHUH MPOTHO3 (MTEPCIIEKTHBBI)

. TIPOTUBOJCHUCTBOBATH (TPEH/Y)

10.Ha done

©CoNo~wWNE

MIOXBAJIUTH (MIPUAEPKUBATHCSI TOUKHU 3PEHMSI, YTO 3TO JOCTOMHO MOXBAJIbI)

11.cipoBonMpOBaTh CTpaxu B CBSI3U ¢ BO30OHOBICHHEM (PMHAHCOBOT'O KPHU3HCa

12.HayaTh NOBBIIATH MPOLIEHTHHIE CTAaBKU
13.ycToiunBOCTh (SKOHOMHYECKOTO POCTa)
14.coxpamaths (IpOrHO3)

15.pacrymue ctpaxu

16.cokpaTuThCS B TOJI0BOM MCUUCIICHUH
17.poct nomxeH BO300HOBUTHCS
18.BpeMeHHOE coKpaleHue (3aMeIJICHHE)
19.cTabunbHbIi (yCTONUMBEINA) PBIHOK TPy/Ia
20.mogxomsmi

21.moxbeM

22.MatepuaabHbIC aKTHBBI
23.pa3pylIUTENbHbIC TOCIEACTBH




24.110y4aTh BBITOTY OT MOTOKA JICIIEBHIX JICHET
25.110JTHBIH TepecMoTp (pe3koe u3MeHeHne Oananca)
26.HecTaOUIIbHOCTD PhIHKA

27.mepuon (mpucTym) GUHAHCOBOTO KpHU3HCa
28.TeHeBble OaHKU

29.ysA3BUMOCTb

30.opran puHAHCOBOTO KOHTPOJIS

31.paccTpauBath IUIaHbI (Pa3pbIBaTh)

32.1moapeIBaTh

33.HaOroBbIe MOCTYIUICHUS

34.mnanb1 Kasnaueiicta (MuHHCTEpCTBA (PUHAHCOB)
35.101y4aTh NPEUMYIIECTBO OT HU3KHX IIeH Ha He(Th
36.HenpeIBUICHHBIN JOXO0/T

37.1epcieKTUBHI pocTa

38.BepHYThCS B OOBIUHOE PYCII0 (HA KPYTH CBOS)
39.B OTHOIIICHUH

40.KOCMUYECKUN POCT

41.5pdeKT «TOMUHO»

42.cCMECTUTH HAJIOTOBYIO HArpy3Ky

43.1MI0KUHYTHIC, OCTABICHHBIE

44.B0oCIIOJIb30BATHCS BOZMOKHOCTBIO

45.60pOThCsI ¢ KITMMATHIECKUMH U3MCHEHUSIMH
46.110BBICUTD 3aHITOCTh

47.cupoBoLMpPOBATH BO3BPAT K MPEKHUM CIIOco0am
48.06bITb 00€CITIOKOCHHBIM YEM-TO

49.yOuTh IBYyX 3ai1IeB

50.monnHa Ha GEH3UH

Kpurepumn oneHku:

- KOJIMYECTBO MPABUIIbHBIX 0TBETOB MeHbIe 50% — 0 6amios,
- KOJIMYECTBO MPaBHJIbHBIX 0TBETOB OT 50 10 70 % - 3 bata

- KOJIMYECTBO MPaBUIbHBIX 0TBETOB OT 70 110 90 % — 4 banna

- KOJIMYECTBO MPaBHIBHBIX 0TBETOB OT 90 10100 % — 5 Gaymuios

O0cyxnenne, coBenniaHue

1) IpumepHasi TeMaTHKA:
Comment on the following statements:

1. You win by being cheaper. There are no other ways to gain competitive advantage.

2. The only task of corporate governance is to sustain shareholder value over time.

3. SWOT is the best and the most comprehensive tool for formulating business strategy
over long term.

2) Kpurepun oneHnku:

OTINYHO — CTYJEHT aKTUBHO y4YacTBYET B JUCKYCCHH, apIyMEHTHPOBAHHO BBIPAXKaeT CBOU
MBICIIY, ONEPUPYET KIKOYEBON JIEKCUKOM, HE COBEPIIAET IPAMMATUYECKHUX, CUHTAKCUYECKUX,
CTHJIMCTUYECKHX, JIEKCHUECKHX OINOOK. Peub cTyaeHTa 6ernas. OH Jerko OpUEHTUPYETCSI B TEME
U MapupyerT Ha JOBOABI U KOHTPApryMEHTEL.

XopouIo — CTYJEHT 1I0CTaTOYHO aKTUBEH, 3HAET KIIIOYEBYIO JIEKCHKY, O€riIo U yOeIuTeIbHO



BbIpaxkaeT MbIciu. OJIHAaKO AOMyCKaeT HEOOJBIIOE YHCIO OIIMOOK, KOTOpbIe, HE MELIAIOT
BOCIIPUSITUIO MBICIIH M ApTyMEHTA.

VY 10BNETBOPUTENBHO — CTYACHT HEYBEPEHHO BBIPAXKAET MBICIb, MEUIMTENIEH, HE MOXET
OBICTPO pearupoBaTh Ha APTYMEHTHI IPYTOr0 YYaCTHUKA U JIeIaeT MHOTO OITMOOK B pe4r. 3HaHUE
JIEKCUKU HEeyOeUTeNbHOe.

HeynoBneTBopUTENbHO — CTYAEHT HE BJIAJACET NMPOMAECHHOW TEMOM, HE 3HAET JIEKCUUYECKUX
€IMHMII, HE CTIOCOOEH JOHECTH MBICIIb U apTyMEHTHPOBATh CBOIO TOUKY 3PEHHUSL.

IIpe3enTanus, 10KJIax
1) lIpumepHasi TeMaTHKA:

SWOT analysis.

Product differentiation. Public utilities.
USP and ESP.

Brand leaders.

Planned obsolescence.

The principal activities of the marketing process.
Brand management.

Product life cycle.

. Business strategy.

10.Economic systems.

11.Market. Demand and supply.
12.Taxation. Antitrust legislation.
13.Types of money.

wCoNOTR~LDE

2) TpedoBaHusi K BbINIOJHEHUIO:

[Ipe3enTarus ToruyHa, FpaMOTHO BBICTpOeHa. Peus cTyneHTa npaBuiibHast, 6e3 rpaMMaTH4ecKuX,
CTWJIMCTUYECKUX OHIMOOK. B Tpe3eHTaluy CTyIeHT MWCMOJIB3YeT CHEHUATBHYIO JIEKCUKY IO
npoiinenHoMy Marepuany. [IpeseHtanus npaBuinbHO odopmiieHa. Craiapl comepkar aJeKBaTHOE
kommyecTBo uHGopmarmu. CtyneHT 3(QexkTMBHO M CXaTro packpbiBaeT Temy (5-7 MHUHYT) H
3aUHTEPECOBBIBAET ayTUTOPUIO.

3) Kpurepuu oneHku

Kpurepnii Onenka

3.  CTyaeHT BEpHO OINpeaeI MpooieMy, BbIpa3ui CBOE MHEHUE, | OTJIIHYHO (5 0aion)
aprymentupoBasi ero. OH omnupajics Ha JIOCTaTOYHOE
KOJIMYECTBO UCTOYHUKOB. CTYZICHT 3HAET U BIa/IC€T HAaBBIKAMU
CaMOCTOSITEIbHOW HCCJIEI0BATEIbCKOM pabOThl, METOJaMU U
npueMaMy aHallu3a TEOPETUYECKUX W/WIH TPAKTHUECKUX
acmeKkToB u3ydaemMoil oOmactu. DakTHYECKUX  OIMOOK,
CBSI3aHHBIX C TOHMMAaHUEM IIPOOJIEMBI, HET.

4. Paborta XapaKTEePU3YETCs CMBICJIOBOM IEJTBHOCTBIO, | Xopoto (4 6amra)
CBSI3HOCTBIO M TOCJIEIOBATEILHOCTHIO U3IIOKEHUS; JOMYIICHO
HECKOJIbKO HE3HAUUTEIbHBIX OINOOK MPH 00BICHEHUH CMBICTIA
Wi coaepkaHus ~ mpoOnembl.  [IpomeMOHCTpUPOBaHBI
UCCJIeIOBATEIbCKUE YMEHUS U HaBbIKU. DakTHueckux ommooxK,
CBS3aHHBIX C TOHUMAHUEM TMpoOieMbl, HeT. JlomymieHbl




OTACJIBbHBIC HCAOYCTHI B BBICKA3bIBAHHU.

PaGota HOCHUT CcaMOCTOSITEIBHBIM, HO TOBEPXHOCTHBIH, | YIOBICTBOPUTEIHLHO
(bparMeHTapHBIi XapakTep, UMEIOT MECTO OTAETbHBIC (PaKTHIECKUE (3 banna)
OIIMOKH, CTYACHT HE MPOJAEMOHCTPUPOBAJ 3HAHUE JIEKCUKH U
MaTepHala 1no oocyxaeMoi TeMaTHKe.

Tema He packpeita. OTCYyTCTBYeT KOMMEHTapwid, aHanu3. | HEYAOBJICTBOPUTCIILHO
Jomnymeno MaHOro ommOoK. CTYJIEHT HE BBITIOJHWI TPeOOBaHUS K (1-2 6amna)
Ipe3eHTAMK B 0pOPMIICHUH, IPEICTABICHUH U TIOJTOTOBKE.

4. THIIOBBIE OHEHOYHBIE CPEICTBA, HEOBXOJIUMBIE JJI51 OHEHKH
3HAHUU, YMEHHUH, HABBIKOB, IIPHU ITPOBEJEHUH ITPOMEXYTOYHOU
ATTECTAIIMA

1) YcTHbli 3K3aMeH
Bonpocwel ona noozomoeku K IK3ameny

1. What are the factors of production? Describe each factor.

2. What types of economic systems do you know? Describe each type. How does each system
answer the three main economic questions?

3. What is the essence of positive and normative approaches to economics? Describe and
compare them.

4. What do supply and demand depend on? Formulate the law of supply and the law of
demand. Draw a graph indicating S and D and equilibrium. What additional factors
influence demand and supply?

5. Elasticity of demand and supply. What are the factors that cause demand and supply to
increase or decrease?

6. What types of markets do you know? Describe each type.

7. What are the benefits of competition? How does the government protect it?

8. What are the functions of government in the mixed economy? Explain each function.

9. What principles of taxation and forms of taxes do you know? Evaluate them in terms of

fairness.
10. What are the main macroeconomic issues? Compare macroeconomics and
microeconomics.
11. What is the business cycle? Describe its stages.
12. Why does the government try to reduce unemployment? Describe different types of
unemployment.
13. Why does the government try to control inflation? Describe the main causes of inflation.
14. What are the four functions of money? Describe each function.
15. What are the main kinds of money? Describe each kind.
16. What are the motives for holding money rather than investing it in bonds? Explain each
motive.
17. What role do commercial banks play in the modern economy? Explain how they fulfill this
role.
18. What is the essence of monetary policy? Describe its tools.
19. What is the essence of fiscal policy? Describe its tools.
20. What are the functions of the Central bank?
Kpurepumn oneHku:
® YPOBEHb YCBOCHHMS MaTepualia, MpeyCMOTPEHHOIO MPOrpaMMOin
® YMEHHUE BBIMOJHATH 3a1aHUs, IPEyCMOTPEHHBIE TPOTPAMMOL
® YPOBCHB BJIaACHUA JICKCUYCCKO-TpaMMaTUYCCKUMU u CTHIIMCTUYCCKUMHU
HaBbIKaMH



® KauecTBO OTBETa (ero 00Ias KOMIO3UIIHS, TOTUYHOCTh, YOSKIEHHOCT)
® OTBETHI HA BOMPOCHI: MTOJTHOTA, APTYMEHTUPOBAHHOCTh

3HaHUsI, YMEHUS U HAaBBIKM OOYyYaroIIMXCS MPH MPOMEXKYTOYHOW arrecTaluud B (opme
IK3aMEHA ONpPENESIOTCS  OLEHKAMU  «OTJIMYHO», «XOPOIIO», «YIOBJICTBOPUTEIHLHOY,
«HEYJIOBJIETBOPUTEIBHO.

«O1nu4HO» — OoOywarommiicss TIyOOKO ¥ MPOYHO YCBOWJI BECh MPOTPAMMHBIM MaTepua,
MPOJEMOHCTPUPOBAI YMEHHUE CAMOCTOSITEILHO COCTaBIATh MH(GOPMAIMOHHBIE MaTEepHUasbl AJIs
MPeCcChl, BECTH 3alUCh OCHOBHBIX MBICICH M (aKTOB, a TAaKXKe 3alMUCh TE3UCOB YCTHOTO
MOJIMTUYECKOTO  BBICTYIUIEHUS MO  HM3ydaeMoil  mpoOJjeMaTHKe; MCYEPIBIBAIOLIE,
MOCIIEI0BATEIHHO, TPAMOTHO M JIOTUYECKH CTPOWHO TOTOBUTH MyOJIMYHOE BBICTYIUICHUE, HE
3aTPyJHSETCS C OTBETOM IPU BUJAOM3MEHEHUU 3a/1aHuf, MPaBUILHO OOOCHOBBIBACT MPHUHSTHIC
pElICHUs, YMEET CaMOCTOSTENIbHO 00001IaTh W M3NIaraTh MaTepuall, He JIOMyCKas JIEKCHUECKO-
rpaMMaTHYEeCKUX U CTUIMCTHYECKUX omMOoK. [TokasbiBaeT chopMUpOBaHHOCTD BCEX YacTel MK
OCHOBHBIX KOMITIOHEHTOB KoMmriereHunn YK-3.b

«Xopotro» — OOydYaromIMiics TBEPAO 3HAET MPOTPaMMHBIN MaTepuai, TPaMOTHO H TIO
CYILIECTBY M3JIaraeT €ro, He IOMYCKAaeT CYIIECTBEHHBIX HETOYHOCTEHW B OTBETE HA BOMPOC, MOKET
MPAaBWJIBHO MPUMEHATh TEOPETUUYECKHE IMOJIOKEHUS U BIAJEeT HEOOXOTUMBIMH YMEHUSIMH U
HaBBIKAMH TPU BBINOJIHEHUU MPAKTUYECKUX 3a/laHUM, JOMyCKash HE3HAUUTEIbHOE KOJIMYECTBO
JIEKCUYECKO-TPaMMaTH4YE€CKUX U CTUJIMCTHYECKUX OIIMOOK Kak B MHUCHbMEHHOMW, TaK U B YCTHOM
peun. Iloka3piBaeT XOpoOIIyI0 COPMUPOBAHHOCTh BCEX YACTEW WJIM OCHOBHBIX KOMIIOHEHTOB
komnerennnu YK-3.b

«Y IOBJIETBOPUTEIIbHO» — O0YYarOIIUNCS YCBOMI TOJIBKO OCHOBHOM Marepuai, HO HE 3HAeT
OTJIENbHBIX JieTaliel, JOMyCKaeT HETOYHOCTH, 1aeT HEJJOCTaTOUYHO MPaBWIbHBIE (DOPMYIUPOBKH,
HapyIlIaeT IOCJIEA0BATEIbHOCTh B H3JIOKEHUU MPOTPAMMHOIO MaTepuajia M HUCIHBITHIBACT
3aTpyAHEHUS] B BBIIIOJIHEHUM IMHCbMEHHBIX 33JaHUM, JOMYCKas OIpPEACIICHHbIE JIEKCUYECKO-
rpaMMaTudeckue omuOku. [TokazpiBaeT yIOBIETBOPUTENHHYIO C(HOPMHUPOBAHHOCTh BCEX YacTel
WA OCHOBHBIX KOMIOHEHTOB KommereHu YK-3.b

«HeynoBneTBopUTEIbHO» — 00yUYAIOMIMNCSA HE 3HACT 3HAYUTENBHOM YacTH MPOrPaMMHOIO
MaTepuaa, J0MyCcKaeT CyleCTBEHHbIE IEKCUUECKO-TPAMMATUYECKUE U CTHIIMCTUYECKHE OIINOKU
KaK B MUCbMEHHOM, TaK U B YCTHOM pedH, B TOM YHUCIE, T€, KOTOPble MEUIAIOT MOHUMAaHHIO, C
OOJILIITMMU 3aTPYTHEHUSIMH BBITIOJHSET MpakTH4YecKre 3aaanust. KommoneHnTs! kommerennuii Y K-
3.5, mpegycMoTpeHHBIE TPOTPaAMMOM, YCBOCHBI/C(HOPMUPOBAHBI HA HHU3KOM YpPOBHE WM HE
YCBOEHBI/HE C(HOPMHUPOBAHEI.

2) YCcTHBII 3a4eT

IlepeyeHnb BOIpPOCOB:

1. What are the principal activities of the marketing process?

Explain how the elements of the marketing mix (the 4 P’s) should be viewed from the
buyer’s standpoint as the 4 C’s.

What is the concept of customer relationship management?

What is promotions mix?

What is the essence of sales promotion?

What is the essence of public relations?

What prompts companies to internationalize?

What should a company ‘going global’ determine at first?

Why should companies going global be extra careful when inventing new brand names?
10 Why is it sometimes dangerous for a company to introduce a new product?

11. What does a brand represent? What is behind a brand?

12. What benefits does branding bestow on goods and services?

13. What benefits do companies gain from creating brand leaders and enjoying brand recognition?
14. What is brand stretching? Why is this strategy risky?
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15. What is brand management? What is the core of brand management?

16. What are the main features of a good brand?

17. How can companies benefit from brand rationalization?

18. Explain the Growth Matrix Structure visually.

19. Give a one-sentence definition to ‘brand stretch’, *brand franchise’, *brand equity’, ‘brand
extension’, ‘line extension’ and ‘trademark’

20. What is PLC? Give the definition and explain each phase. What products have the longest
PLC? The shortest?

21. Why is obsolescence built into a product from its conception?

22. Why do you think consumers see planned obsolescence as a sinister plot by manufacturers to
fleece them?

23. How does the strategy of planned obsolescence manifest itself in the computer industry?

24. In what way can a strategy of planned obsolescence backfire?

25. What is penetration pricing strategy? What are the disadvantages of penetration strategy?
When is penetration strategy most appropriate?

26. What is the bait and hook model?

27. What is the difference between USP and ESP? How can uniqueness be achieved?

28. What are the differences between market-skimming and market penetration strategies?

29. Why is downsizing better be termed rightsizing and restructuring? What downsides have
there been to downsizing?

30. What is corporate governance?

31. What considerations should corporate executives take into account in their strategic
planning?

32. Explain the SWOT analysis comprehensively.

33. Explain the key variables of the LE PEST C analysis in detail.

34. Describe in detail each of the five competitive forces by Michael Porter.

35. Explain different types of innovation. Use specific examples to support your answer.
Innovation vs. invention

IIkana oueHUBAHUA U KPUTEPUH OLEHKH:

3HaHMsI, YMEHUS U HaBbIKM OOYyYaroIIMXCS MPH MPOMEXKYTOYHOW arrecTaluud B (opme
3a4eTa ONpEIeIIAIOTCS «3aUTEHO», «HE 3aUTEHOY.

«3auTeHo» — OOy4YaroNIIMiiCs 3HAaeT KypCc Ha YpOBHE IPOWJIEHHOTO MarepHuaia, 0a30BOTo
y4eOHUKa, JOMOIHUTEIbHON YyueOHON, HAyYHOW W METOJOJOTUYECKOW JHUTEPaTyphl, yMEeT
BBICKA3bIBaThCA, ONEPUPYST OCHOBHOM JIEKCUKOM.

«He 3aureHo» — oOyuwarommuiicss uMeeT NpoOesibl B 3HAHUSAX OCHOBHOIO Y4eOHOTrO
MaTepuaina, JOMyCKAaeT TMPUHIUNHAIbHbIE OLIMOKH B BBIIOJHEHUH MPEIyCMOTPEHHBIX
IIPOrpaMMoOi 3aJaHuM.

[IPOBEJIEHUE [IPOMEXXY TOYHOI ATTECTALIMU B PAMKAX PEUTHHIOBOM
(BAJUIBHOI) CUCTEMBI:

Pacuér makcuManbpHOro KoauuecTBa 6amioB (16 Hemesn). @opMa KOHTPOIIS — 3aUeT.

Bun aesitreqibHOCTH/hopma 3adeTHBIE 0AJJIBI MaxkcumajabHoOe
NMPOBEPKH KOJHYeCTBO
0a/l;IOB B TeueHHe
ceMecTpa
1 Brictynnenue ¢ npesenranueti mo | Ot 3 o 7 14
TeMe ceMHuHapa (He O6oree 2-X)




2 VYyacte B 0OCyXaeHUH Tembl | 1-2 32
ceMuHapa (BBIOJHEHHE KeHC-CTajH,
paboTa B rpymnmnax, COBEIIaHHUE).

3 BrimonHenne KOHTpoNIbHBIX padoT | 1-3 15
(ae Oonee 5-TH)
4 KonTtponbHOE TecTupoBaHue 1 Oamm 3a KaxXIblid 9
IIPaBUJIbHBIN OTBET
5 Jlokman 1-10 10
6 HtoroBoe wucnbiTanue: ycTHbIN | OneHka 20
OTBET I10 BOIIPOCAM. «YIOBIIETBOPUTEIHHO

- 1o 10 6autoB
OueHka «xopouo» -
o 15 6amnos

O1eHKa «OTJIHYHO» -
o 20 6annos

OO6mas cymma 100

Jlon1st pa3InYHbIX BUAOB JICATEIBHOCTU B BHICTABICHUH UTOTOBOM OIICHKH:
— AyauropHas paboTa (¢ yueToM NpoMexyTouHoro ucnbitanus) — 40%.
— CawmocrosTenbHas padota — 40%.

— MHrorosoe ucneiranue — 20%.
HToroBas oreHKa «3a4TEHO)» BBICTABIISICTCS IIPH MOJYYCHUHU CTYACHTOM He MeHee 60 0aioB.
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