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KAOELPA MAPKETWHIA

OCHOBHbIE ANCUNTTTIMHBI OBPA3OBATEJIBHbBIX
[MPOI'PAMM BAKAJIABPUATA N MATVICTPATYPbI
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01 BAKAJIABPUAT ; 02 MAITMCTPATYPA
«MAPKETWUHI» : ; A «MexayHapoaHbIi
oy N MapKeTUHM»

<

MAFUCTPATYPA
03  HA AHIM.S3bIKE
«lInternational

| > OBPA3OBATEJIBHDbIE Marketing”
NPOrPAMMBI




AHHa MuxaunoeHa YepHbiwesa,
Kypamop 6akanasepuama,
HdoueHm, K.3.H.

BAKAJIABPUAT

MPOPUIIb MAPKETUHI



[enoBble KOMMYHUKaLNN
MapkeTuHr

BBeneHue B cneumanbHOCTb
MeToabl uccnegoBaHUs pblHKa
JlngepctBo

MapkeTuHr B oTpacnsx un cepax
AesaTenbHOCTH

YnpaBsneHne npogykTom

Sy i
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MapkeTHrosble uccrnenoBaHus
MapKeTUHroBble KOMMYHUKaLINN

MoBeaeHune notpebutenemn

B2B mapkeTuHr

MexayHapoaHbIN MapKeTUHT

BpeHaunHr

MapKkeTUHr B3auMOOTHOLLEHUSA U NapTHeEPCTBa
MapkeTuHr npoaax




BAKAJIABPUAT

MCLI,I/II'IJ'II/IHbI MO BbIBOPY

HaBblkn 1 coBpeMeHHbIE TEXHONOrMU Npe3eHTaLmm ToproBbI MApKETUHT

Pas3BuTrne amMouMOHanbHOro NHTENMEKTa MapkeTrHroBble acnekTbl 6nokveriHa
HenpomapKkeTUHr Event mapkeTuHr

lMepcoHanbHbIN GpeHaVHT ATL koMMyHMKaLum

CouuanbHble CeTU B CUCTEME OEeT0BOro U NePCOHanNbHOro obLeHns CTpaTern4yeckni MapKeTuHr

OcHOBbI NPaKTU4ECKOro MapKeTUHra B Marom 1 cpegHemMm busHece KopnopatuHbin PR

MpuknagHble MapKETUHIOBbLIE NCCEA0BaHUS KaTerponnHbIn MapKeTUHT
BeHuMapKmHI (KOHKYPEHTHBIN MOHUTOPWHT) CrpaTernm n TEXHONOrMM NPoAaXx Ha pbiHKaX
MapKeTHroBble UHCTPYMEHTLI MPSAMbIX NPOAaX NOBCEAHEBHLIX TOBAPOB

YnpaBneHne MapkeTUHroBbIMU NPOEKTaMM MapkeTuHroBoe agMUHUCTPUPOBaHNE
Mo3numMoHnpoBaHMe ropoaoB MMpa: NOUCK NOAEHTUYHOCTM KOHTEHT-MapKeTuHr

MapkeTHroBoe 060CcHOBaHWe cTapT-an MapkeTuHr ycnyr

Digital marketing




HuaHa OnezoeHa SIMnosibCKasi,

Kypamop mazucmpamypsl,
HdoueHm, K.3.H.

MAI'MICTPATYPA

MEXXOYHAPOOHbIN
MAPKETUHI
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OCHOBHbIE ONCLUUIMJINHDbI:

YnpaBreH4yecKkasi 3KOHOMUKa
MeTogonorusa nccnegoBaHnsa Nnpobrnem ynpaBrneHus
Teopua opraHnsaumm ynpasneHns
CoBpeEMEHHbIN CTpaTerM4yeckmin aHanms
PurHaHCbI opraHnsaumm

[MpodheccrnoHanbHbI UHOCTPAHHBIN A3bIK (A3bIKK)
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ANCLUUIMIINHBI MO BbIBOPY:

MapKeTuHrosble METPUKK (3(PPEKTUBHOCTL MAPKETUHIOBbLIX MPOEKTOB)
MapkeTuHrosbin ayanTt

YnpaBneHne MmapkeTUHroM B MeXAYHapPOAHbIX KOMMNaHNAX
NHTerpupoBaHHble MapKETUHIOBbIE KOMMYHUKaLMN B MEXOYHAPOAHbIX
KOMMaHNAX

MexxayHapoaHble MapKeTUHroBble cTpaTternm

LindopoBon mapkeTuHr ‘
dparmeHTaums Npom3BoACTBa U TPAHCTPaHUYHbIE LENOYKN CTOMMOCTH A S ¥




Cepeeu Opbesu4 YepHukos,
Kypamop mazucmpamypebil,
HdoueHm, K.3.H.

MATUCTPATYPA
HA AHITI. A3bIKE




Basic part

Managerial economics / Microeconomics
Management Research Methodology
Strategic analysis (CtpaTernyeckum aHanms)
Management organization theory

Russian language

i e
university



MAI'MICTPATYPA

«INTERNATIONAL MARKETING»

Variable part Unitt

Modern trends in the international hotel and tourism business
Corporate websites: creation and administration

Finance organizations Unit 2 _
Marketing metrics Content-marketing _
Production fragmentation and cross-border National and regional branding

' Unit 3
value chains _ . International economics
Integrated marketing communications Global retail networks
International marketing strategies Global economic project in Eurasia
Marketing management in international Custom and tariff regulation
Unit 4

companies
Global consumer trends

M.a(ketlng aUd.It Russia and its regions: geography, economy and geopolitics
Digital marketing International logistics

university



AObPO
NMOMXAJTOBATL B
MAPKETUHT!

WELCOME TO
STUDY
MARKETING!




