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MOSICHUTEJIBHASI BATIMCK A
ean u 3amauu JUCHUILTHHBI

enn yueGHolt nucnummuus:: chopmupoBars y MaruCTpaHTOB CHCTEMHOE
TIPE/CTaBICHHEe O MEXyHAPOIHOM KOMMEPUYECKOH JIEATENILHOCTH Hd OCHOBE
U3YHCHHUA TCOPETUHYECKUX OCHOB U IPAKTHYCCKHX ACIICKTOR (GyHKIIHOHMpOBAHMS
CyObEKTOB X03s1HCTBOBaHMS Ha MEKAYHAPONHBIX PBIHKAX, & TaK)Ke PacCMOTPEHHS
HOPM M TpaBUI TOATOTOBKM, peanusauu u OLEHKH 3¢ (eKTUBHOCTH
BHCIITHEOKOHOMUYECKHX CJIENIOK.

3anaum yue6Hol qucHumIIHbL:

1 OsHakomieHue ¢ ocHoBamu MEXAYHApOIHOro  Om3Heca B
COBPEMEHHBIX KOHKYPEHTHBIX YCIIOBHSX

2. PackpbiTHe HayYHBIX OCHOB BHCIIHEOKOHOMUYECKOH JIeATeIbHOCTH,
CC Npe/IMeTa, 3a11a4, METO[0B U COMEPIKAHMS;

3. Wsydyenue TeopeTmueckux ocHon u IPaKTHYECKUX  ACIIEKTOB
dyHKLIMOHMPOBaHMs CyGhekTOB XO3SHCTBOBAHHS HA MEX/lyHAPOIHBIX PBIHKAX.

Mecto yuebnoii muenmminnn s CHCTEME MOJIrOTOBKH CIIEI[HATIHCTA C
BBICIIMM 00pa3zoBaHueM.

YueOHas mucuminza «Business Expansion» ortnocures x MO/LYITFO
«International and Marketing  Activity» kommonenTa YUPEXAEHUsI BBLICIIErO
o0pazoBaHus.

CeBs3n ¢ APYTUMH  y4eOHBIMHU AMCIUIUTAHAMM, — BKIIIOYas yueOHbIe
AUCIHUILUIAHBL  KOMIIOHEHTA YYPEKIEHUsS BBICIIEro 00pa3soBaHusl, JUCIMIINHEI
CICLHANU3aIUY | JIp.

B pamxax wusydenms numenumriimmn «Business Expansiony pacmupsiiores u
YIIyOISIOTCS TeOpeTHYecKue 3HAHMS W PAKTUYECKUE HABBIKH, IMOJIyYEHHBIE B
1IPH OCBOCHUM INCLMILIAH «Strategic Marketingy, «Strategic Managemant.

Tpebosanus k KomMnerenmusiv

OcBoenne Y4eOHOW  JIMCHIMILIHHEI «Business Expansion»noimxao
obecrieunTs hopmMupoBaHe CIIENYIOINX CIIENNATH3UPOBAHHbIX KOMIIETEHITHIA:

— CK-5. BbITh cocoGHBIM PeIaTh 3alla4u yIPABICHAS OpraHU3aLHsIMHU,
CBASAHHLIC C  JIGATENBHOCTE MHPOBBIX PBIHKOB B YCIOBHSX rNoOagbHOM
KOHKYPEHITHH.

— CK-6. Bregpsrs B HPaKTHKY OCHOBHEIC METOJBI M HHCTPYMEHThI
MApKETHHIOBOIO aHaM3a B U(POBOIi cpeje.

- CK-7. BeITh croco6ubm HaXOIUTh W OLICHUBATL HOBBIC PHIHOYHEIE
BO3MOXKHOCTH, (hDOPMHPOBATH W OLEHUBATE OusHec-uzen, paspabaTsiBaTh Gu3Hec
TUIaHBI UTSl CO3JIaHUSI HOBOTO GH3Heca,

B pesynbrare ocoenus YIEOHOU MMCLHIIIMHBI CTYIEHT OJIKeH:

3HATh: OCHOBHBIC TIOHSTHA W KATETOPHH B OGJIACTH MEX/IyHApPOIHOrO
OusHeca B coBpeMeHHbIX KOHKYPCHTHBIX  YCIIOBUSIX; HAydYHBIE OCHOBEI
BHEIIHEOKOHOMUYIECKOH  fesTenbHOCTH, ee OpeAMeT, 3ajadyu, MeTOoJabl W
COACPaHHUE; METONBl aHanmu3a 3>GAEeKTUBHOCTH U QHAJIUTHKUA J1ESITEIbHOCTH



KOMITaHMM Ha MEXIYHAPOIHBIX PBIHKAX; OCHOBHBIE BHJIBI CTPATEHil paciupeHus
OusHeca u sTane! paGoT npu paspaboTke CTPAaTErvy pacIIupeHus;

YMETE: [UIAHHPOBATh BHEIIHEIKOHOMHUECKYIO JAESTENHHOCTh KOMITAHMUY;
Pa3pabaThIBATE CTPATErHIO paciupenus Gu3Heca; AQHATU3UPOBATE A (HEKTHBHOCTD
H JICATEIILHOCTh KOMIIAHHH ¥ CTPATErdy €€ PACIIUPEHHS,

BIIA/ICTh: HABBIKAMM Da3pabOTKU CTPATErMH pacIUpeHHs OusHeca, ee
PCAIM3ALMN W OLGHKM 9(Q(EKTHBHOCTH; CO3JAHHS CHCTEMbl AHAIH3A
S(QQEeKTUBHOCTH  JIESITENFHOCTH  KOMTAHHK —Ha MEXJIYHAPOJAHOM  PBIHKE;
HaBbIKAMU  pa3pabOTKH, OGOCHOBAHHMS M  COCTABICHUS BHEILIHETOPTOBBIX

KOHTPAaKTOB  MEXIYHApOAHOM  KYIUIM-TIDOJ@XH ToBapa M  OLEHKH  UX
SKOHOMHYECKOH 3(h(eKTHBHOCTH.

CrpykTypa yueGHOH JUCIMILITHHEI

Jucunninuaa usydaercs B 1 CeMecTpe JHeBHOM (hopMBbl 00yueHus. Beero na
H3y4eHHEe yueOHOH nucUMIUIMHEET « Business Expansion» orsesieno:

— A OYHOM (DOPMBI MONYYEHHS BBICIIErO obpaszoBanusi—198 uacos, B
TOM 4Hciie 68 ayJUTOPHBIX Yaca, M3 HHX: JIEKIHH —34 yaca, IpakTHYeCKue
3aHATHA — 20 Yaca, yrpaBiseMast caMoCTOSTeTbHAS pabora — 14 gacos (u3 HUX 8
gacos J[0O).

Tpynoemkocts yue6HOM quCIUILUMELL cOcTaBISET 6 3aYETHBIX €/THHHIIL.

®opma TeKyIel aTTecTaIuy — 5K3aMeH B | ceMecTpe.



COAEP)KAHUE YYEBHOI'O MATEPHUAJIA

Topic 1. International business in modern competitive conditions of the
formation and development of an innovative economy.

Subject and structure, goals, objectives of the discipline "Business
expansion". Global trends and conditions for the formation and development of an
innovative economy. International business, expansion of international business,
foreign economic relations and foreign economic activity in modern conditions.
Objects and subjects of foreign economic activity. International business
management. Basic competencies of an international business manager and his role
functions. International economic integration.

Topic 2. International Business in the Context of Digital Transformation:
Driving Forces of Digital Transformation

Characteristics of the digital economy. The essence and role of digital
transformation of society in modern conditions. Main directions and resources of
digital transformation. The main features of the functioning of digital companies
and their role in international business,

Topic 3. Basic terms of delivery in international business.

Basic terms of delivery - Incoterms: history of formation, structure and
content. Distribution of organizational and financial obligations for the supply of
goods between the exporter and the importer in accordance with the basic delivery
condition of Incoterms 2010. Features of the practical use of Incoterms in the
development and implementation of international transactions.

Topic 4. State regulation of international business.

Essence, history of formation and practice of state and international
regulation of international business. Protectionism and free trade. The role of
international economic organizations. Methods of state regulation of foreign
economic activity. Tariff regulation and its functions. Essence and content of the
customs tariff. System of customs duties and fees. Customs value and methods of
its determination. Non-tariff methods of international trade regulation. Customs
regimes. Goals and objectives of the system for describing and coding goods. The
procedure for calculating the economic effects of measures of tariff and non-tariff
regulation of foreign trade. Foreign exchange regulation of international business,

Topic 5. International business environment: features of assessment and
analysis.

Essence, state, features of the analysis of the institutional environment.
Quantitative tools for analyzing the external environment. The cultural
environment of international business. Model of the cultural environment of
international business. Changing the international business environment. Strategic
analysis of the external environment. Strategic management. SWOT analysis and
features of its implementation.



Topic 6. Consumer behavior in the market. International marketing,

International marketing environment and features of its research.
Assessment of the attractiveness and ways of firms entering international markets.
Marketing research: goals, objectives and methodology. Project and systematic
approaches to marketing research in international markets. Internal and external
subjects of marketing research. Process and main directions of marketing research.
Marketing research of the global market. Selection of segments and assessment of
the competitive potential of international markets. Methods of entry and forms of
consolidation of firms in international markets. Marketing strategies for
international business. Global marketing strategies. New technologies of
international marketing: branding trends in international marketing, electronic
markets and e-commerce, the impact of Internet technologies on the development
of international marketing. Features of the online market and online trading. Types
of online promotion.

Topic 7. Policy of expansion. Activity of transnational corporations in global
and regional markets.

The essence and significance of the expansion policy. Assessment of the
impact of transnational corporations activities in modern conditions. Forms of
expansion of transnational corporations. Business strategies for international
expansion of transnational corporations and their content. The economic impact of
transnational corporations. Global placement of sources of supply. International
production.

Topic 8. Strategic alliances. F oreign market penetration strategies.

International strategic alliances: essence, main characteristics, value in
modern conditions. The advantages and disadvantages of strategic alliances.
International integration of small and medium enterprises. Types and essence,
main features of strategies for penetrating foreign markets.

Topic 9. International logistics and its role in international business

The essence and role of logistics in international business, Principles of
rational organization of logistics processes. The essence and types of supply chain
strategies. Supply chain management for international companies. Transport
logistics in international business, its role in modern conditions. Classification of
transport systems. Global logistics.

Topic 10. Organization of finance, marketing, innovation management in
international companies.

The essence and features of strategic management in international
companies. Priority tasks of personnel management in global companies. Human
resource management in international business: state, problems and prospects.
Personnel management in international organizations.

Business models of digital multinational companies. Digital transformation
as an element of the corporate strategy of international companies.



Innovation management in international companies. Features of financial
management.

Topic 11. Risks in international business and the practice of their insurance.

Essence and types of risks. Features of risks in foreign economic activity.
Risk management concepts. Risk analysis using qualitative methods. Quantitative
risk analysis. Development of a risk response plan. Insurance in international trade
practice. The procedure for concluding an insurance contract. Insurance policy.
Transport insurance of export-import cargo. Insurance of the risk of non-payment

for export-import operations. Export credit insurance. Insurance methods for
foreign exchange risks.
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l.  Fridson, M, S., Alvarez, F. Financial Statement Analysis: A
Practitioner's Guide / M. S.Fridson, F. Alvarez. - 4 Edition. - Hoboken Wiley,
2011. - 400 p.

2. Rogala, A., Bialowas, 8§, Communication in Organizational
Environments :

Functions, Determinants and Areas of Influence / A. Rogala, S. Bialowas. _
London : Palgrave Macmillan, 2016. — 254 p.

3. Brath, R,, Jonker, D. Graph Analysis and Visualization: Discovering
Business Opportunity in Linked Datg / R. Brath, D. Jonker, — Hoboken : Wiley,
2015.-513 p.

4. Homer, D. Accounting for Non-Accountants / D, Horner. — 1 |
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5. Krugman, P. R., Obstfeld, M., Melitz, M. J. International Economics:
Theory and Policy, Global Edition / Pa R.Krugman, M. Obstfeld, M. J. Melitz, —
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6.  Huber, C. The Corporate Reputation of Multinational Corporations An
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Economic Horizons / J. Golo// EkonomskiHorizonti, —Vol. 17, Ml. — P, 71—73.

2. Kotler, P., Keller, K. L. Marketing Management, Global Edition P.
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Practitioner's Guide/ M. S. Fridson, F. Alvarez, — 4™ Edition. — Hoboken - Wiley,
2011. -208 p.
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Iepeyens pexomennyempix CPeACTB AHATHOCTHKH
H METOHKA hopMHPOBAHAS HTOrOBOI OLeHKH

B mponecce npenonasanus AUCLHUIUIMHBL UCIIONB3YeTCS TEKYIUHH M HTOrOBLI}
KOHTPOITb  3Hanmid. Dopmel  Texymieit AUArHOCTHKM 3HAaHWH: YCTHBIA ompoc,
BEITIOITHEHUE TECTOB, BBIMNOJIHEHHE CaMOCTOSITENILHBIX M KOHTPOJIbHBIX pabor,
AMCKYCCHS, aHAIM3 NPaKTHYECKUX CHTyallMi. YYeOHBIM IIaHoM IpeycMOTpen
UTOTOBBIH KOHTPOJI 3HAHUH B (opme sk3amena.

B nponecce nposenenus 3aHATHH 10 AMCHUIIIMHE HCITIONIB3YIOTCSI
CICAYIOIIME METONbI JHATHOCTHKH PC3YJIPTATOB  3HAHM: yCTHas nposepka
TIOJNyHCHHBIX 3HAHMH IIpU  NpoBemeHuHH IIPAKTHYECKUX 3aHITHH, BbIIOIHEHHE
[IMCEMCHHBIX paboT (KOHTPONBHBIX I CaMOCTOATeIILHBIX paboT, acce, pedepaTos u
AOKIIANOB,  BIEKTPOHHBIX IPE3CHTALMI), aHAIM3 NPaKTHYECKHX CHTYallUH,
AUCKYCCHSL; KeHC-MeToN; MeTos| yue6Hoi JMUCKYCCHH.

Meron ananusa KOHKPETHBIX CUTYyaLUit (kelic-meTo 1) [IPEIT0Iaraer:

— TpHOOpeTeHUE CTYNEeHTOM 3HAHMH I YMEHUH JUIsl PEIICHUS! TPAKTHYECKUX
3aJ1a4; aHaIu3 CHTYalluw, HCIONB3Ysl TPodhecCHOHAIbHEIe 3HaHHS,
COOCTBEHHBIIT OIIBIT, AOLOIHUTEIIBHYIO IUTEPATYPY M HHBIE HCTOYHUKIL

Meron  yue6Hoix JUCKYCCHH  IIpeAronaraeT  ygactue CTYHEHTOB B
LCJICHANPABIIEHHOM 00OMeHe MHCHUAMM, MACSIMH JUISL TIPEIBSBICHHS WM
COTIACOBAHMS CYLIECTBYIOMIUX TIO3UITHI 110 OIpENeNIeHHOM npobiieme.

HMcnonesosane  merona obecrieunBaeT MOsBNEHHE  HOBOrO YPOBHSI
[IOHUMaHUs H3y4aeMoii TEMbl, NpPHMEHEHHE 3HAHUMH (Teopuii, KOHUENIKK) TIpH
PEILICHUH [Ipo0IIeM, olpeenenye cnocoGos ux pelenus.

Ilpn onenusanmu paGorer ma JNICKIUAX (ONPOC) M NPAKTHYECKHMX 3AHSTHSX
YUHTBIBAETCS  IMOJHOTA ICTKOCTh,  SCHOCTHL  H3JIOKCHUs Marepuara,
APTYMCHTUPOBAHHOCTb U I10JIHOTA OTBETA, HCIOJIB30BAHKE TIPUMEPOB 13 IIPAKTHKHU

Ilpu  ouenuBanmn pedepara (moknmana)  obparmaercs BHUMAaHHUE Ha:
CONCPKAHUE U IONHOTY pacKpBITHS TEMBL, CTPYKTYPY U IOCIEIOBATEIbHOCTE
H3JIOXKCHHS, HCTOYHHKH U UX MHTEPHPETALIO, KOPPEKTHOCTE ODOPMIEHHUS 1 T.JI.

IIpu  owuenxe OTKPBITOrO  (9BPHCTHYECKOrO)  3aimamus YUYHTBIBAETCH:
CaMOOBITHOCTD (opuruHamBEHOCTB)  co3maHHOrO obOpa3zoBaTensHOro IPOJYKTa,
UCCICIOBaHME U3y4aeMoro (eHOMeHa ¢ Pa3HBIX CTOPOH, MHTEIPUPOBAHUE 3HAHMI
13 PasIMYHBIX 001acTell, JTMYHOCTHAS 3HAYUMOCTE AOCTUTHYTBIX pPE3yJbTaToB, a
TaKKE KOPPEKTHOCTH HCIIONB3yEMbIX METO/OB HUCCIICIOBaHMS, IIPUBIICYEHUE 3HAHUI
u3 PasInuHBIX obmacreii, OpraHu3anus paboTel [PYIIIIEL,
TTPaKTHKOOPHEHTHPOBAHHOCTE Oy YEHHbIX pe3ysbTaTos.

Lk



B npornecce [IPCNOAaBaHUs  IUCHMILIHEE] UCIIONB3yeTCA  peimunzosas
cucmema  ouenku snanui, JAIOIIAST  BO3MOXHOCTH  Hpocienuts u OLIEHUTE
AMHAMHKY IPOLECCca IOCTHXEHHS 1efief 00y4enns.

Pelitunrosas  onenka MPellycMaTpUBaeT  MCIONB30BaHHe BECOBBIX
KO3 durmentos s TCKYIIEro  KOHTpONS 3Hauuii u TEKYIeH arrecranuu

KOHTPOITb 3HaHUH) 1 sKsamenayuonnoll oyenxu (HToroseii KOHTPOJIb 3HaHMIA),
Peiimunzoeas (umozosas) oyenxa BRIUHCIACTCS TI0 citepyrorei hopmyue:
HO = 0,4*TO + 0,6*20,
rae MO — urorosag ouenka; TO — rekymas onenka; IO — sK3aMeHaOHHA
OLIeHKA.
DopmHpoBanue onenky 32 TEKymy ycneBaemMocTy:
~  OTBCTBI Ha CEMMHAPCKHUX 3aHATHSIXK — 20%;
—  KOHTpombHast pabora (BEmonnenne TECTOBBIX 3aanmit) — 30%:
- [IOATOTOBKA Ipe3eHTaIuii JAOKJIaJIOB 110 TemMaMm — 20%;
~  BbIIOJIHEeHHE Kelicos — 3() %,

HpHMeprn‘i Nepevens sananmii s yupasJjisieMmoii CAMOCTOATC/ILHOII padoTbI
CTYAE€HTOB
Bo Bpems mpaxruueckux 3aHATHH TI0 JHUCHUNIHHe «Business expansiony
MAaruCTpaHThl MOKHE] BBIIIOJTHUTE 3 ypaBisieMbrx CaAMOCTOATEITLHEIX paboThl ¢
AYNUTOPHBIM ~ KOHTpOleM u 4 YIOPaBIIIeMBIX CAMOCTOATENBHBIX  paboThl ¢
AUCTAHIMOHHBIM KOHTpoOJIeM:

I. ¥CP1 mo Teme: «International business jn modern competitive
conditions of the formation and development of an innovative economyy,

Dopma  komTpONST — KOHTPOIBHAsT pabora g dopme  Tecra, KOTOPBIH
BBITIONIHSIETCsE M IIpoBepsieTcs AUCTaHIIHOHHO,

Hpumepusiii nepeyers BOIIPOCOB TecTa:

1. Internationalization (sometimes shortened to "[18N, meaning "I - eighteen
letters -N") is the process of planning and implementing products and services so
that they can easily be adapted to specific local languages and cultures.

2. Globalization is the spread of products, technology, information, and
jobs across national borders and cultures. In economic terms, it describes an
interdependence of nations around the globe fostered through free trade.

3. Franchising - arrangement where one party grants another party the
right to use its trademark or trade-name as well as certain business systems and
processes, to produce and market a good or service according to certain
specifications.
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4. What is the basis for the dominance of international corporations in the
global market? (direct investment)

5. The largest American information company that provides information
about companies in the world is...(Dun and Breadstreet)

2. YCP2 no Tteme: «International Business in the Context of Digital
Transformation: Driving Forces of Digital Transformationy 5 pamkax
[IPOMJICHHOTO MaTepuana s 3AKPCIITIEHHUS] IPAKTUYECKHX HABBIKOB,

®opma KoHTpoJIs — KOHTposbHAS paboTa B opMe BbIMOTHEHIs Keiica, KOTOpbIi
SAlHIIACTCS HA MPAKTHYECKHX 3aHATUSX,

CASES

Questions:

' Do you know Amazon company?

2 What are the main competitors of the company?

3 Which digital transformation methods company can use to expand?

4 Analyze Amazon business situation. Offer your solutions to this problem.

AMAZON BUSINESS

Extending the consumer friendly platform to the B2B space, improving the
customer experience

Key facts

» Amazon has extended its consumer friendly platform to g specialized
marketplace for businesses to buy from Amazon and third parties. Individuals can

* Amazon Business serves gs an example of ‘digital customer’ expectations
transitioning to the B2B world.

o While establishing user friendly and efficient €-commerce is a challenge in
the B2B environment, Amazon Business is a viable service or supplementary
offering for many of these B2B sellers.

Uniqueness

* Features include: free two-day shipping on orders of $49 or more, exclusive
price discounts, hundreds of millions of products, purchasing system integration,
tax-exempt purchasing for qualified customers, shared payment methods, order
approval workflows, and enhanced order reporting among others.

* Live Expert program: allows manufacturers to easily connect with buyers &
answer questions about products.

Value

+ The B2B wholesale market represents between $7.2 and $8.2 trillion in the
U.S. alone.
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* Amazon charges third-party sellers a commission on sales ranging from 6% to
15%, depending on the product category and the size of an order.

» Personalization will be availabje by industry vertical, like construction,
manufacturing, healthcare, education, and food service.

Approach

* Amazon Business launched in April 2015, with over 250 million products and
a more holistic marketplace for B2B companies. Currently Amazon Business is only
available for U.S. companies but is considering expansion into other geographies.

3. YCP3 no teme: «Basic terms of delivery in international business».

®opma  koHTpONS — KOHTpONbHas pabota B dopme TeCTa, KOTOPBIH
BBIIIOMIHACTCS 1 IPOBEPSIeTCSl AHCTAHIHOHHO,

IIpumepHbIe 3alaHUs TecTa:

Delivery

COSTS b ~» cosTS
RISKS -» “* RISKS

Seller’s export H Buyer's impport
formalities formalities

4. YCP4 no teme: « State regulation of international business».,

®opma  kouTpOTI — NOATOTOBKA pecdeparoB n IIpeseHTalui, KoTopsle
3alLMIIAIOTCA Ha MPAKTUYECKUX 3aHSTHSAX,

[pumepHsiit nepeuens tem AT IIOATOTOBKM pedepatTos u npeseHTarmii:
Forms and methods of state regulation of international business
Protectionism and free trade
The role of international economic organizations
Methods of state regulation of foreign economic activity
Tariff regulation and its functions
Non-tariff methods of international trade regulation

~N N s W) —
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5. YCP5 no Teme: «International business environment: features of
assessment and analysisy

®opma  koHTpoNS — KOHTponbHast pabora B (opme Tecra, KOTOPBIH
BBILIOJTHACTCS U IIPOBEPSIETCs UCTAHIIMOHHO,

IpumepHble 3ananus tecra:
a) Two key facets of globalization are:

L. The globalization of markets;

2. The globalization of production
b) Difficulties in Globalization of Markets

1. Significant differences still exist among national markets;

2. Country-specific marketing strategies;

3. Varied product mix
¢) Managing in the Global Marketplace

1. Countries differences require companies to vary their practices country by
country;

2. Managers face a greater and more complex range of problems;

3. International companies must work within the limits imposed by
governmental intervention and the global trading system:

4. International transactions require converting funds and being susceptible to
exchange rate changes.
d) Is the shift toward a more integrated and interdependent global economy a good
thing?

1. Many experts believe that globalization is promoting greater prosperity in
the global economy, more jobs, and lower prices for goods and services:

2. Others feel that globalization is not beneficial

6. YCP 6 mo Teme: «Consumer behavior in the market. International
marketing» B pamkax NPOHIECHHOr0 MaTepuaina s 3aKPCIUICHUS] TIPAKTHUCCKUX
HaBBIKOB.

®opma KOHTpOssT — KOHTpoJIbHasA pabota B (opMe  BBIIONHEHHS Keiica,
KOTOpLIH 06CysK/1aeTes 1 3armminaercs na IPaKTUYECKUX 3aHATHUSX.

Questions for discussion:

° What marketing methods does the company use to promote itself on the
global market?

* Have you noticed any differences in the company's corporate identity in
different countries?

®
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TOPIC FOR DISCUSSION:
WHY IS KFC’S INTERNATIONAL MARKETING SO UNSTOPPARBLE?

KFC has made wave after wave in the marketing community due to its
resounding success in China. Far and away the country’s most popular American
fast food chain, the company is seemingly bulletproof when it comes to its
performance with Chinese consumers. KFC became the first American fast food
chain to enter the Chinese market when it opened its first restaurant just a short walk
from Beijing’s famous Tiananmen Square in 1987. At the time, the three-story
branch was KFC’s largest in the world — an impressive start which set the tone for
the chain’s continued triumphs in the country.

Without any doubts, KFC is one of the companies that have gone global very
successfully. We’ve looked into KF(C’s international marketing strategies in China
to identify exactly what the chicken powerhouse has been doing so well. If you’'re
looking to go international with your brand, you’d be well served to include these
principles in your own marketing strategies. With KFC’s lessons in mind, you’ll be
headed down the path to success with your marketing mix, no matter where
you choose to expand.

7. YCP 7 no teme: « Strategic alliances. Foreign market penetration
Strategies» B pamkax mpoiineHHOro Matepuana JUlsl 3aKpelieHHs NPaKTHYEeCKUX
HaBBIKOB.

®opma  koHTpomst — KOHTpOsnbHAs paboTta B opMe AMCTAHIHOHHOIO
BBIIOIHCHYS 3aIAHMH, Pe3yIbTaTEl KOTOPBIX IIPOBEPSIOTCS TaKIKe JUCTAHITHOHHO.

Ipumepnerit nepedens 3ananmuii:

Fill in the table. Explain your answers

@rategy Conditions  to Advantages Disadvantages |
use

Foreign direct investmen

Exporting

Licensing

Management contract

Joint venture
Manufacturing
Assembly options

Turnkey operation

Acquisition

| Strategic alliance ]

What methods of market penetration do you consider the most risky? The least
risky?
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What strategy would you choose to enter the global market for your company?

ITpumepuas Tremaruka NPAKTHYECCKHX 3aHSITHI

Topic 1. International business in modern competitive conditions of the
formation and development of an innovative economy.

Topic 2. International Business in the Context of Digital Transformation:
Driving Forces of Digital Transformation

Topic 3. Basic terms of delivery in international business.

Topic 4. State regulation of international business.

Topic 5. International business environment: features of assessment and
analysis.

Topic 6. Consumer behavior in the market. International marketing,

Topic 7. Policy of expansion. Activity of transnational corporations in global
and regional markets.

Topic 8. Strategic alliances. F oreign market penetration strategies.

Topic 9. International logistics and its role in international business

Topic 10. Organization of finance, marketing, innovation management in
international companies.

Topic 11. Risks in internationa] business and the practice of thejr insurance.
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Onucanne unnoBanuonnnix NOX0I0B U METO/10B
K IpenofaBaHuIo y4eGHoi AMCHIIHIL] (OBpHCTHYeCK N,
NPOeKTHBHDIIH, TPAKTHKO-0pPHEHTHPOBAHHDII)
B nponecce o6yuenus AKTHBHO IIPUMEHSIIOTCS ClIe YOI He METOIHKH:

1. «Mo3rogoii TYpm», KoHpepeHnus HeH, MeTOA KOJIeKTHBHOIO
0/10KHOT],

«Mo3rogoii HTYPM» — 3T0 HauboJee 3 hexTUBHBIT METO/[ TeHEePHPOBaHMUS
HOBBIX HJIEH ITyTem TBOPYECKOTO COTPYAHUYECTBA CIIELIMAITHCTOB.

Kondepennus nneii OTJIHYAETCS OT METOMA «MO3TOBOIO HITYpMa» TeM, 4To
aKTUBHO MOOIIpsET KPUTHKY B (opme peruk u KomMMmenTapues. Cuutaercs, yto
KPUTHKA MOXET MOBBICUTH 1[EHHOCTE HJIeH, KOTOpas mpearaercs.

Meron KOJITEKTUBHOTO OJoKHOTA 00BeuHsIeT UHJIUBUAYAIEHOE

Gopme mzmorxkena CYTb pemaeMod mpobiemsl. Meron komtexkTnsHoOro 00KHOTA
olecrieyusaer BLIIBIDKEHHUE  HE3aBHCUMBIX UICH YJI€HAMM  KOJUICKTHBA C
Hnocjienyrommei onenxoti lpelutoxkenun. C sToi nespio KaXX/IbIA 4ieH KoJlJleKkTHRA
oiyqaer OnokuHor, B KOTOPOM B 00mmx UCPTax mM3jaraeTcs  CyIecTso
aHaTM3UPyeMOro  Bompoca, HIPUBOIATCS  HEOOXOMHMbIe BCIOMOraTeJIbHbIE U
CIIPABOYHBIE MaTepuaisl, Hanpumep, cxemsl AOKYMEHTO000pOTa, MOIKHOCTHEIE
HHCTPYKLMH U T.]I,

B Teyenne 3apaHee yCTaHOBJIEHHOTO BPEMEHH KaXIblil CyOheKT aHammza

MCTO,II KOJUTEKTUBHOTO 6JIOKHOTE[ y,HOGGH B TeX Cllyvdasax, Kormja HEBO3MOIKHO
OCYIIECTBHUTH HpO,I(O.HH{I/ITeJIBHyIO COBMCCTHYIO pa60Ty, OPUBJICYL  OINBITHBIX
KOHCYJIbTAHTOB. I[J'IH HCITOJIB30BaHHY MeToga H606XO,Z[HMO HalllYue B KOJIJIEKTHUBE
Opranuzanuu TBOpYECKH MBICIISIINX, OITBITHBIX CIIETHAIUCTORB.

2. MeTox KoHTpoibHBIX BoIlpocos, meToa Mopdo.iornyeckoro aHa/n3a.

Meton xouTposnnbix BOIIPOCOB  3aKITI0YAETCSL B HAXOKICHHMU pelreHus
IIPOOJIEMBI ¢ MOMOIITBIO «HaBOZALIMX» BOIPOCOB,

CymHocts Metona (DOKANBHEIX  06hekTOR 3aKJIIOYAeTCsl B IepeHeceHnn
IIPU3HAKOB  ciyuaiino H30PaHHBIX  06BEKTOR Ha  0OBeKT, KOTOPBIH
COBEPLICHCTBYETCS, H HAXOUTCSI Oyaro Gbl B dhokyce IepeHoca (orcromna Ha3BaHue).

Merox  mopdonormueckoro aHanumsa Oasmpyercs Ha KoMOMHaTOpHKEe n
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CHCTCMATH1ECKOM H3YYeHHH Bcex TCOPETHICCKH BO3MOKHBIX BAPUAHTOB, KOTOpBIe
BBITCKAIOT M3 3aKOHOMEPHOCTE} CTpOCHUs (MOpponOrnm) M3yuaemoro o0BeKTa.

3. Meron AHAJIOTHI,
I'pymma 9KCITEPTOB PacCMaTpuBaeT BO3MOYKHBIH METOJ[  paspeleHus
Npo0JIeMBl UITH TTOMCK IIPUYHHBI CIIOMKUBIIIEHCS CUTyallWH, OLUPasch Ha HPOLIIBINA

U3 TCPHONMYECKUX W3MaHHH, HayYHOH JMTepaTypel, a Tamxe w3 IIPOTOKOJIOB
cobpanuit ydpenurenend, copera AMPEKTOPOB,  3acemanuii  ormenos  pu
CHCHHATM3UPOBAHHBIX Py, paborarommx na HUPSANPUATHH, 3HAYUTEIHHBIH
MHTEPEC  NPE/CTaBIsET  3HAKOMCTRO ¢  OaHKOM CUTyalluid, — KOTOphIe

ONPENeIISIETCSI BO3MOKHOCTE HCITOJIB30BAHUS OIBITA T10 Paspetennto npobiaeMnl o
FOTOBHOCTH  00BekTa K PeATH3alNK  KOHKpeTHBIX MEep:  COCTOsSHHE
IIPOM3BOJCTBEHHO-TEXHHYECKOI] 6a3kl, KBasinukarms KaJpoB,  HaIHyue

allaqn v T.11. Koneuno, Meton ananorui TTO3BOJISIET TONIBKO OIPENCNUTE OCHOBHLIE
HalPABIICHHUS 5KOHOMUYECKOTO aHAJIH3a W Ha CIeNyIoIUX »Tamax HYXJIaeTcsl B
bonee ry6okom anammse C HCIOJb30BAHUEM KOIMYECTBEHHEIX MeTooB. OnHako
TIPENIBAPUTEIIEHOE HUCIIONB30BaHKe Takoro METOJla Mpejymnpexaaer HEeOollpaB/IaHHO
ACTAIBHBIM aHAIU3 B TOM HallpaBIeHNH, KOTOpoe He PacKpBIBaET BIHSHUE
OCHOBHBIX IIPHYHH CIIOKHUBIICHCS CHTYaIlHH,

4. Meton IKCIEPTHLIX OLEHOK,
CrynenTsl Ha 3anaTHIX MO «OKOHOMHKE OpraHuzaImmy, BBICTYIIAIOT B POJIH
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MHPOBO OIIBIT OCBOCHHS HOBBIX PBIHKOB.

Ha ocuoBanum umeromeiics MHQOPMALUH, a TAaKKe ObBIThHI IIPOJIBUKEHHUSI
TOBAapOB U ycnyr (kak ITOJIOXKHUTENBHOTO, TaK U OTpPHLATEIBHOT0) 00yuaroIHecs
MPUIYMBIBAIOT  CBOM  HECTaHJApTHhIC IIyTH W METOABI OCBOCHHS HOBBIX U
MUMEIOLIMXCS PBIHKOB C IENThIO 34XBATa PBIHOYHOM HMIIH, YTO B MTOTre IIPUBOJTUT K
IIOSIBIIEHUIO HOBBIX TEXHOJIOTHE KOHKYPEHTHOH GoprOBI m, BITOCJIEZICTBUH, HOBBIX
BUZIOB OKa3bIBAEMBIX JICTIOBBIX H KOHCANTHHIOBLIX YCIIYT.,

Hcnonb3oBanue nmamnoro MCTOMa IO3BOIAIOT CTYJCHTAM pAa3BUTh CBOK
HABBIKK  HAa  MpuMepe  KOHKPETHBIX CHTyalli, d4YTO BemeT K pocty
TPaKTHKOOPUEHTHPOBAHHOCTH — Iporiecca OOYYeHMS, Ppa3sBUTHIO JCIOBLIX 1
THTHOCTHBIX XapaKTePUCTHK 06YYaroImxcs.

3. Keiic-merop,

OTO MEeTOJT aKTHBHOTO IPOBJIEMHO — CHTYalMOHHOrO aHaJTU3a, OCHOBAHHBIH
Ha 00yuYeHUM IyTem PEIICHHST KOHKPETHBIX 3a/iad-cuTyanui (keicon).

I'taBroe ero npennasnavenue — PasBUBAThL CIIOCOOHOCTH HAXOMUTH peleHue
POOJIEMBI U yUUThCS paboraTs ¢ uHpOpMarueii. Ilpu sTOM akuenr nenaercs ne mHa
MOJLydCHHE TOTOBBIX 3HAHMIA, a Ha WX BBIDAOOTKY, Ha COTBOPYECTRO YUHUTEIS U
ydenuka! Cytb «keiicy - Texmomornu SalII0IACTCS B CO3MAHUE U KOMILICKTALIHH
CIICHHAIBHO pa3paboTaHHBIX y4eOHO-MeTonIecKuX MAaTepuanoB B CleLHaIbHBIH
Habop (keiic) u ux nepenaye (epecslike) oGyyarommmes.

Kaknprii  xeiic IPENCTABIACT cO6OM  MOMHBIH  KOMILTEKT y4eOHO-
METOZMYECKUX MaTepHaoB, pa3paboTaHHBIX HAa OCHOBe [IPOM3BOACTBEHHBIX
CHUTyauui,  dopmupyrommx Yy oOywalommxcs  HaBbIKH CaMOCTOSITENILHOTO
KOHCTPYHPOBAHHMs allFOPUTMOB pelieHus IPOM3BO/CTBEHHBIX 3aja4. Pesyssrars
BRIIOIHCHHBIX MPOEKTOB JIOIKHE! GBITh,4T0 Ha3bIBACTCH, «OCSA3aEMBIMIY, T.€., eCIIH
9TO TeopeTHdecKas 1pobiiema, To KOHKDETHOE ee pellenue, ecu mpakTHueckas -
KOHKDETHBINH pe3ylbTaT, TOTOBEIH K HCIIONIb30BaHNIO (Ha ypoke, B IIKOJIe, B
peanbHON xu3HM). Ecmu FOBOPUTL O MaHHOM MeTojme Kak o earoruuecKoit
TCXHOJIOTHH, TO 3TA TEXHOJIOTUS [Ipe/nonaraeT COBOKYIIHOCTE HCCIIC/I0BATEIECKHUX,
ITOMCKOBBIX, IIPOOIEMHBIX METOIOB, TBOPHYECKUX IT0 CaMOif cBOeit cyTH.

Keiic - Texmomoruu ormocst x MHTEPAKTUBHBIM MeTONaM 0o6ydeHus, OHu
[IO3BOJIAIOT B3aUMOIEHCTBOBATE BCeM yHalluMCs1, BKIIIOYas Neaarora.

Ilorenuuan meroaa keiicon

CriocoberByer passuruio YMEHHMIA:

— AHal3upoBaTh CHTYaI[UH.

— OuenuBats ansTepHaTuBgL,

— Bri6upars ontumanbasiii BAPHUAHT pelleHud.

— CocraBiusts miay OCYILECTBJIEHUS PELLICHHIA.

— U kak pesynbraT - Veroiiunpmit HaBBIK PCIICHUS IPAKTHYECKUX 3a/1a4
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Beicokas dpdexTuBHOCTE Ke#c-MeToa

1) pasBuTHE HaBbIKOB CTPYKTYpPHUPOBaHHUS HHpOpMaLuy;

2) ocBoeHMe TexHOMOINMiT BBIPAOOTKH yrpaBienueckmy PeeHuii pa3nuyHoro
THUIA (CTpaTernyeckux, TaKTHYECKHUX);

3) aKkTyanmzaums u KPUTUYECKO® OLEHMBAHME HAKOIICHHOrO OITbITa B
IIPaKTHKE IIPUHSITHS peneHuii;

4) s¢dextusnas KOMMyHHKaIus B mporecce KOJUIEKTHBHOTO ToHcKa u
000CHOBaHMS pelrenus;

peleHws;

0) cTUMymHpoBaHue MHHOBAaIlUi 3a cyer CHHEPreTUKH 3HAHMH — pasBuTHe
CHCTEMHOT0, KOHLENTYaTEHOro 3HAHUSI;

7) noBbIIIeHKE MOTHBAIIMK Ha pacliupenue 6azn TCOPETHYECKOro 3HaHus 115t
PCIICHHS IPUKIIAZHEIX 3803y,

Bosmosnocru Kelic-TexHo/10ruy B oGpa3soBarebHOM nponecce:

1) noBemIeHue MOTHUBALUH YYEHHS y oByuarormxcsi;

2) pasBuTHe HHTCJINCKTYallbHBIX HABLIKOB Y YHaluxcs, KoTopsle OyayT umu
BOCTPeOOBaHbI IPH fanbHelIen 00yueHnM U B npodeccHoHanbHO} HeSATelIbHOCTH

Hcnonesopanue KEHC-TeXHOJIOMHH HMeeT PAX IPEUMYIIIECTB:

Y yuaimmxcs PasBUBACTCA ymeHHe chymiaTh u HOHHMAThL NIPYrux Jmojet,
paboraTs B koman e,

MHEHHe.

HocTouncTBoM Keiic- TCXHOIOTUW SIBISIETCH MX THOKOCTS, BapUaTHBHOCT,
HTO CIOCOOCTBYET pasBUTHIO KPeaTuBHOCTH

Tpe6oBanus COZICPXKaHUIO Ketica

1. Paccmatpusaercs KOHKpeTHas cuTyanus, umeromas MECTO B peaibHOM
KU3HH (OCHOBHBIE CIIyyam, (GakThr).

2. Undopmanus  mosxer ObITH  npesicraBmeHa He IIOJIHO, T.e. HOCHTH
OPUECHTUPYIONMH Xapaxrep.

3. Bosmoxno AOIOJIHEHHE Kelca naHHbIMu, KOTOpbIE MOTYT UMeTh MecTo B
JACHCTBUTENLHOCTH,

Pesynbrarel, Bosmoxubie TIpu uerone3oBanmn «Ketic-metonay:

YdeGHrpre

1. YeBoenne Hogoix UH(OpMaIum,

2. OcBoenne MeTo/ia cOopa JJaHHbIX.

3. OcBoenue METOo/a aHa/Iu3a.

4. Ymenue paGorars ¢ TEKCTOM,
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5. CooTnecenue TEOPETHYCCKUX U IIPAKTHYECKIX 3HAHUH,

O6pazoBaressupre

1. Cosnanne 4BTOPCKOT'0 IIPOjIyKTa

2. O6pazoBanue AOCTHIKCHUE JINTHEIX eI,

3. IloBbIneHne YPOBHS KOMMYHHUKATHBHBIX HABLIKOR

4. INostenenne omsira UPHMHATHS pCINeHWH, neficTBuii B HOBOH cuTyanuu,
pellenus npoGiem

Metoauueckue PeKoMeHaanun
110 OpraHM3an|M caMocToATe b HO Pa6oTel 06yuarommuxcs
[pu usyvyenun Y4eOHON mmcIumInHpr MCIIOJIB3YIOTCS CIIeAyIomnIe (opmpl
CaMOCTOATENILHOH paboTh:
~ BBIIOJIHCHHE 3a[aHMM, BBIIaBaeMBIX Ha IIPAKTHYECKHUX 3aHATHAX,
H3YHdCHUE MaTepuana, BETHOCUMOro Ha CaMOCTOSTENbHYIO TPOpaboTKy; ..,
IIOATOTOBKA K NMPaKTHYECKHM SAHATHAM; _ TIOATOTOBKA K 9K3aMEeHY.,

22



Hpumepuerii nepedens IK3aMEHAIHOHHBIX TeCTOBLIX BOIIPOCOB

- One of the greatest advantages of purchasing a related business?
A.  You know the business
B. Your controls are in place

C. Your buying power will be stronger
D.  D. All of the above

. As a franchisor you must provide:

A.  Design and working drawings of the stores

B.  Create a site evaluation model

C.  Negotiate and approve the suitable location

D.  Hire and train the franchisee's employees E. All of the above

- Retained earnings are funds remaining after:

A.  Maintenance costs

B.  Depreciation

C.  Taxes

D.  Research and Development E. All of the above

. International trade can:

A, Help sell excess manufacturing capacity

B.  Reduce dependence on domestic markets

C.  Maintain competitiveness in domestic market D. All of the above

+ The C.P.A. is important because they:

A.  Furnish your audited financial statement
B.  Evaluate the financia] records of the buyer
C.  Advise on tax matters D. All of the above

. When should retained earnings be invested back into the business?

A. When $1.00 invested wil] produce at least $.50 in value

B.  Upon the recommendation of the chief financial officer or investment
council

C. When $1.00 invested will produce more than $1.00 in value

. What are some of the risks in purchasing a business? A. The seller's
suppliers may not want to sel] to you
A. The labor force may not be compatible with yours

B. You may be buying problems you are unaware of
C. All of the above
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8. A disadvantage of public ownership is:
A.  Your books are open to the public and your competitors
B. Intellectual property and patents become public property

9. What is the most common mistake people make when selling their business?
A.  Setting the price too high
B.  Alack of audited financial statement

C.  Difficulty of verifying sales in a cash business
D. Al of the above

10.1t is not a good idea to disclose what inventory is obsolete.
A.  True
B. False
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ITPOTOKO.JI COTJIAC OBAHUSI YYEBHO PO PAMMBI

L

masﬁaﬁﬁe y4ebHoit | Hazsanue Ipenoxenns Pemrenue,
AUCLUILINHEI, Kadenper 00 M3MeHeHusX B IPUHATOE
C KOTOPOIi CollepIKaHuu Kaenpoii,
Tpebyercs Y4eOHOIt Iiporpammp paspaboTasiueit
CoIJIacoBaHue YUPEXKICHUS y4eOHyio
BBICIIIErO IporpaMmy
o0pazoBaHust 1o (¢ ykazanuem
y4eOHO JaThl U
JAUCIUIIAHE HOMepa
IIPOTOKOJIA)
| 2 3 4
Crparernueckui Kadenpa Crparerun Iporokon No 11
MapKeTHHT MEXIYHAPOIHOTO | MapKeTHHTa «28» mas 2020 .,
MEHEI)KMEHTA

.
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MEXAYHAPOAHOTO MeHeKMeHT, (mpotokon Ne 11 or _28.05.2020 )

(Ha3zBaHMe Kadenpsr)

3aBenyrommuii Kapenpoii
I1.9.H., Ipocheccop
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E.M. Kapnenko
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