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DESCRIPTION OF THE COURSE

The purpose of the course “Marketing”: formation of knowledge about the
basic categories of marketing, methodical aspects of the organization of marketing
activity and its priorities in modern conditions; the formation of students' scientific
worldview and special knowledge of the theory and methodology of marketing, the
essence and content of marketing as a philosophy of business activity in the
conditions of a market economy and competition;

The tasks of the course “Marketing”: to introduce the terminology and
conceptual apparatus of marketing and ensure its assimilation by students; equip
students with a system of knowledge in the field of theoretical, methodical,
informational foundations of marketing and marketing research; segmentation of
the market and positioning of goods on it; to acquaint students with the main
components of the marketing complex; teach students to analyze the company's
product portfolio and determine priority types of products; analyze the pricing
system at enterprises, calculate and implement discounts and elements of price
incentives, the ability to form and support the enterprise's pricing policy; choose
effective product distribution channels, make optimal logistical decisions during
product transportation; develop and implement a system of marketing
communications, successfully combine them into a system of integrated marketing
communications, develop and implement advertising campaigns, select and
develop sales promotion measures; exercise control over marketing activities and
the process of marketing development at the enterprise.

Competence acquisition:

integral competence (IC): The ability to solve complex specialized tasks
and practical problems, which are characterized by complexity and uncertainty of
conditions, in the field of management or in the learning process, which involves
the application of theories and methods of social and behavioral sciences.

general competences (GC):

GC 3 Ability to abstract thinking, analysis, synthesis.

GC 4 Ability to apply knowledge in practical situations

GC 8 Skills of using information and communication technologies.

GC 10. Ability to conduct research at the appropriate level.
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GCl11. Ability to adapt and act in a new situation.
GC12. The ability to generate new ideas (creativity).

professional (special) competences (SC):

SC 2. The ability to analyze the results of the organization's activities, to
compare them with the factors of influence of the external and internal
environment.

SC 3. The ability to determine the prospects for the organization's
development.

SC 5. The ability to manage the organization and its divisions through the
implementation of management functions.

SC 11. Ability to create and organize effective communications in the
management process.

SC15. Ability to develop and demonstrate leadership qualities and
behavioral skills.

program learning outcomes (PLO):

PLO 6. Demonstrate the skills of searching, collecting and analyzing
information, calculating indicators to justify management decisions

PLO 11. Demonstrate the skills of situation analysis and communication in
various areas of the organization.

PLO 20. The ability to solve complex, unpredictable tasks and problems in
specialized areas of professional activity (agrarian sphere).

PLO 21. Demonstrate the ability to use information and communication
technologies to search, process, analyze and use information from various sources.

PLO22. Create intra-economic control, analysis of economic activity,
conduct audits and perform management accounting.

PLO23. Demonstrate the ability to develop and execute projects, identify
sources of funding, and organize project management.

PLO26. To carry out a study of the international business environment and
to determine the peculiarities of the enterprise's entry into foreign markets.



STRUCTURE OF THE COURSE

Hours . Learning outcomes Tasks
Topics (lectures/practical Assessment
classes)
Module 1
Topic 1. Know the basic concepts | Submission of 10
Introduction to and categories of | practical work.
marketing 2/4 marketing. Understand the | Writing tests.
principles and methods of E;rff(";gﬁlg
marketing. (including in
elearn).
Topic 2. Basic Understand the essence of | Submission of 10
competencies and marketing functions. Be | practical work.
skills of a 2/4 able to identify factors | Writing fests.
marketer influencing the external and | Performing
internal environment of the s.elf-woirk .
organization. (including in
elearn).
Topic 3. Be able to use technologies | Submission of
Management of for making and practical work.
marketing implementing management | Writing tests.
activities at 4/6 decisions in accordance Performing
enterprises with the situation; form S?lf'lwg.rk .
effective communications Slr;zrllll)mg n
in the process of marketing '
activities.
Topic 4. Be able to conduct research on | Submission of 10
Marketing the marketing system of the | practical work.
research system in 44 enterprise, pollect information | Writing .tests.
enterprise for conducting research Pelrfformll?g
self-wor
management (including in
elearn).
Topic 5. Be able to form the Submission of
Peculiarities of organization's marketing practical work.
marketing complex; know the Writing fests.
management of structure of marketing Performing
enterprises in the management in the ?f;glflvirrlfg »
service sector 34 organization; apply elearn).

effective tools for
motivating sales personnel
and marketing control;
choose and use marketing
concepts according to the
situation; determine the
effectiveness of marketing.

Module 2




Topic 6. To know the basics of product | Submission of 5
Management of policy, to be able to analyze | practical work.
the company's 24 the assortment  of  the | Writing .tests.
marketing product company's products Performing
policy self-work

(including in

elearn).
Topic 7. To know the basics of pricing, | Submission of 5
Marketing price to be able to calculate | practical work.
policy 2/4 minimum prices, to analyze | Writing tests.

competitors' prices Performing

self-work

(including in

elearn).
Topic 8. To be able to analyze the | Submission of 10
Organization of marketing policy of | practical work.
the enterprise's 4/5 distribution, to choose an | Writing tests.
distribution effective product sales channel | Performing
marketing policy self-work

(including in

elearn).
Topic 9. Understand  the marketing | Submission of 5
Marketing policy policy of communication, be | practical work.
of 46 able to plan PR events Writing .tests.
communications Performing
of domestic self-work
enterprises (including in

elearn).
Topic 10. Know the peculiarities of the | Submission of 10
Peculiarities of organization and management | practical work.
organization and 34 of agriculFural marketing of | Writing .tests.
management of the enterprise. Performing
agrarian marketing s‘elf-lwg.rk '
of the enterprise. (11nc uding

elearn).
Study work 70
Exam Test, practical 30

tasks,

interview
Total for the course 100

Assessment scale: national and ECTS

National assessment Rating of the applicant of higher
education, points
Excellent 90-100
Good 74-89
Satisfactorily 60-73
Unsatisfactorily 0-59
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